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HOW DOES THE GLOBAL INNOVATION INDEX SCORE AFFECT
INCOME? A POLICY FOR INNOVATIVENESS

KURESEL YENILIKCILIK ENDEKS PUANI GELIRI NASIL ETKILER?
YENILIKCILIK iCIN BIR POLITIKA

Cigdem SICAKYUZ"

Abstract

It is well known that innovation is essential for competition, and countries must pursue several policies
and take steps to be regarded as innovative. This study aims to investigate the association between
national income and the variables that form the Global Innovation Index (GII), an indicator of nations’
innovativeness, and to provide a road map for developing countries. First, The Ordinary Least Square
(OLS) method was used to analyze the effect of the main pillars of the GII score on the country’s income.
Then Two-Stage Least Square was applied to determine whether the factors that were not significant on the
OLS have essential instrumental variables. As a result, it has been determined that all the main factors that
make up the GII score are statistically significant at different levels of importance on the country’s income.
However, only the creative output factor was inversely related to income among these factors.

This study assists developing countries in both reconsidering their innovation policies and identifying
deficiencies for improving their innovation levels. Focusing on the crucial factors for countries will allow
them to contribute to their economic progress more swiftly and efficiently.

Keywords: Global Innovation Index, country’s income, comparative innovativeness factors, competitive
strategic management

JEL Classification: 032, 038

Oz

Yeniligin rekabet icin 6nemli oldugu bilinmektedir ve tilkelerin yenilik¢i sayilabilmesi igin birtakim
politikalar1 izlemesi ve adimlari atmasi gerekmektedir. Bu ¢alismanin amaci, lkelerin gelirleri ile
yenilikgiliginin bir géstergesi olan Kiiresel inovasyon Endeksi’ni (GII) olusturan faktérlerin iilke geliri ile
iligkisini incelemek ve gelismekte olan iilkeler igin bir yol haritasi ¢izmektir. Oncelikle, GII puanini olusturan
ana faktorlerinin iilke geliri tizerindeki etkisini analiz etmek i¢in Basit Dogrusal Regresyon (OLS) y6éntemi
kullanilmistir. Daha sonra OLS tizerinde anlamli olmayan faktorlerin, 6nemli ara¢ degiskenlere sahip olup
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olmadigini belirlemek igin Tki Asamali En Kiigiik Kareler (2SLS) yéntemi uygulanmistir. Sonug olarak, GII
puanini olusturan tiim ana faktorlerin {ilke geliri tizerinde istatistiksel olarak farkli 6nem seviyelerinde
anlamli oldugu saptanmistir. Ancak bu faktorlerden sadece yaratici ¢ikti faktoriiniin gelir ile ters yonde
iligkili oldugu ortaya ¢ikmigtir.

Bu ¢alisma, hem gelismekte olan {lkelere yenilik politikalarini yeniden gézden gecirmeye, hem de
yenilikcilik diizeylerini iyilestirmeye yonelik eksikliklerini belirlemede yardimci olmaktadir. Ulkeler igin
¢ok 6nemli olan faktorlere odaklanma ise onlarin ekonomik biiytimesine daha hizli ve etkin bir sekilde
katkida bulunmasini saglayacaktir.

Anahtar Kelimeler: Kiiresel 1n0vasy0n Endeksi, iilke geliri, karsilagtirmali yenilikgilik faktorleri, rekabetci
stratejik yonetim

JEL Siniflandirmasi: 032, O38.

1. Introduction

The economic development level of countries can be associated with their incomes, and it might be
claimed that a country’s competitive power is proportional to its economic power. Growth is widely
acknowledged as the most effective means of improving the quality of life-sustaining factors such as
education, nutrition, health, and survival, as well as eradicating poverty (World Economic Forum, 2019).
Hence, countries have strongly emphasized continuing to grow and constantly improving their welfare
levels. The Global Competitiveness Index 4.0 (GCI), which assesses countries’ global competitiveness
indexes, considers several policies and factors determining their productivity levels. Besides, a study
(H. Lee & Park, 2005) that compared Asian countries’ productivity in terms of R&D revealed Singapore
had the highest score in productivity (99.38%) due to the technology balance taken in 1999. The reason
for the R&D efficiency of the countries is the healthy and well-functioning innovation strategies (Hu,
Yang, & Chen, 2014a) because the competition policy of governments also affects their economic
growth. According to WEF (2019), low competitiveness diminishes economic dynamism, promotes
capital sharing, and widens the pay difference. China has the world’s second-largest economy, with a
population of 1.38 billion and a nominal gross domestic product (GDP) of $10,983 trillion (Heikkila,
Berardo, Weible, & Yi, 2019) may be the effect of the current political order. According to GCI data for
2019, Singapore is the most competitive country, with 84.8 points out of 141 countries, followed by the
USA (83.7), Hong Kong SAR (83.1), and the Netherlands (82.4), respectively.

In contrast, Switzerland and Japan (83.3) are in the same rank (World Economic Forum, 2019).
Economic wellbeing — people’s control over created commodities and services — may be measured in
historical contexts using measurements of GDP, which is the appropriate starting point for any historical
analysis of wellbeing. GDP is a crucial metric for assessing a country’s economic success, which is a key
determinant of people’s financial well-being (Bolt, Timmer, and van Zanden 2014). GDP is an indicator
of a country’s economic power (GDP), calculated by dividing this figure by population. Hence, the
higher the GDP, the higher the GDP per capita (Harvie, Slater, Philp, & Wheatley, 2009).

Some wealthy countries do not owe their wealth to natural resources. In contrast, others with abundant
natural resources are not highly economically developed, although there is a positive correlation
between a country’s diversity of natural resources and its income level (Bravo-Ortega & de Gregorio,
2011). For instance, when comparing Botswana to Sierra Leone, both diamond exporters, it can be
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seen that Botswana has contributed impressively to its economic growth by independently managing
its rents and revenues from natural resources since 1966. It was even recorded that it had the world’s
GDP per capita growth rate until 1998, despite a downward trend after 1990. On the other hand,
Sierra Leone struggled to control the country’s diamond trade and, according to the World Bank, was
the poorest country in the world in 1998 (Gylfason & Zoega, 2006).

Jorgenson and Vu (2013) suggest that economic growth is the result of two processes: one is
reproducing existing technologies by investing more money and employing more workers, and the
other is an innovation brought about by technological changes. That is the reason behind state-
funded project announcements that are pretty frequent in social and printed media. Increased
project supports and collaborations with other countries indicate how much governments recognize
the importance of innovative projects.

Innovativeness is the degree of adaptation to a new idea within the social system in which an
individual or unit is present (Rogers, 1983). The earliest adopters of the innovation are classified
as pioneers, and the last to adapt are classified as laggards. The widely recognized GII (Global
Innovation Index) score is considered in the classification of countries’ innovation, and countries
with the highest GII scores are considered pioneers in innovation. Seven main factors of support
determine this score port: These are Institutions (Political Environment, Regulatory Environment,
Business Environment), Human Capital & Research (Education, Tertiary Education, Research
& Development), Infrastructure (Information and Communication Technologies-ICTs, General
Infrastructure, Ecological Sustainability), Market Sophistication (Credit, Investment, Trade
Competition and Market Scale), Business Sophistication (Knowledge Workers, Innovation Linkage,
Knowledge Absorption), Knowledge & Technology Outputs (Knowledge Creation, Knowledge
Impact, Knowledge Diffusion), and Creative Outputs (Intangible Assets, Creative Goods and
Services, Online Creativity). Sub-factors explaining each support factor are given in parentheses.

These factors determine the effect of the countries’ steps on the innovation path. This study aims to
examine the effects of these factors, which constitute the global innovation index of nations, on the
countries’ income. Countries that build their innovation policies on the factors that have the most
significant effect on income will be able to take a faster and more effective step on this path and
compete with developed countries in the long run.

2. Literature Review

Apart from the income that countries will obtain by operating their assets, their level of creation
and use of information and technology will also contribute to the economy of nations. The literature
claims that global capital is more equitably distributed, particularly in the 21st century, when
knowledge is crucial (Piketty, 2014). This situation demonstrates that the country’s economy may be
boosted without relying only on natural resources.

From a macroeconomic perspective, human capital accumulation improves labor productivity,
facilitates technological innovations, and increases returns to money (Son, 2010). The fast

3
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development of science, the diffusion of information and communication technologies, and the
conversion of human capital and its intellectual component into the leading resource of tangible and
intangible production provided the change to the information economy and, in some countries, to
the knowledge economy (Podra, Litvin, Zhyvko, Kopytko, & Kukharska, 2020). Quality of human
capital signifies knowledge creation; institutional support and human capital affect knowledge
impact; human capital and institutional support demand knowledge diffusion (Kwan & Chiu, 2015).

Comprehending the efficacious channels of technology diffusion is vital for policymakers in the
face of expanding globalization. Several factors influence the possibility of technology transfer. One
of them is the social capability of an economy (Abramovitz, 1986), which requires various efforts
and capabilities to improve education, infrastructures, and, more commonly, technological abilities
(Teixeira & Fortuna, 2010).

The competition mechanisms, investment, and innovation drive human capital formation and
development. The public and private investment magnitude relies on investors’ returns, the economic
state, the education sector, and country policies that specify the priorities for the investment
allocation(Forrester, Ustinova, Kosyakova, Ronzhina, & Suraeva, 2016).

Implying that being developed with productivity and renewal adaptations was associated with growth,
Benhabib and Spiegel (1994) identified a positive and significant correlation between the productivity
growth rate and the stock of human capital in their study. They believe that the growth will be driven
by the capital stock of human capital rather than the human capital accumulation rate (Amsler &
Bolsmann, 2012). A study concluded that if a country spends more on R&D, then it has more significant
growth levels of Total Factor Productivity (Habib, Abbas, & Noman, 2019).

According to Rogers, innovativeness is the degree to which a person or other unit of adoption
embraces new ideas substantially sooner than other members of a social system (Rogers, 1983).
Additionally, a country’s innovativeness is heavily influenced by four factors: GDP per capita,
educational attainment, number of engineers and scientists, and the percentage of manufacturing
and service industries in total GDP (Chol Lee, 1990).

On the other hand, it compared countries to the GII, which rates countries according to their
performance. Alparslan, Yastioglu, and Tas (2018) stated that among 142 countries, Turkey ranked
74th in 2012, 68th in 2013, 54th in 2014, 58th in 2015, and 42nd in 2016. In terms of innovation
performance, Turkey appears to be steadily improving. However, when Turkey is compared to OECD
and European countries, this growth does not appear to be sufficient (Alparslan, Yastioglu, & Tas,
2018). The underlying reason for mentioning the Turkish data is not apparent.

Hajek, Henriques, and Hajkova (2014) evaluated potential relationships between regional innovation
system components and investigated possible associations between regional innovation systems
components and economic growth using Self Organizing Map (SOM), a self-organizing artificial
neural network technique. As a result, it is found that knowledge-intensive regions affect innovation.
It has been determined that the economic growth of European regions is related to the country’s
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innovation and entrepreneurial activity level. On the other hand, companies in countries that follow
technology from afar follow an investment-based strategy (Acemoglu, Aghion, & Zilibotti, 2006).

Many countries invest in R&D studies to achieve long-term and consistent growth (Hu, Yang, &
Chen, 2014b). Such studies are carried out in universities and technoparks, including the R&D
departments that companies establish within their structure and private R&D departments.

A European industrial R&D investment review revealed that 2,500 companies are the world’s largest
investment holders in total. Following the United Kingdom’s exit from the European Union, it was
discovered that the world accounted for roughly 90% of R&D based on business. Out of these 2500
companies, 421 (20.9%) were established in Europe and 124 of which in Germany, 775 (38.5%) in the
USA, 309 (12.7%) in Japan, 536 (13.1%) in China, the remaining 459 in other countries (Grassano,
N., Hernandez Guevara, H., Tuebke, A., Amoroso, S., Dosso, M., Georgakaki, A. and Pasimeni,
2020). It is striking that America is the pioneer in this field, and Europe is the second. The same
report revealed that most investments were made in information and communication technologies
in 2018. When the R&D factor affecting the GII score of the countries is examined in general, it is
seen that Norway (64.6) and Sweden (64.6) take the first place. They are followed by Switzerland
(62), Denmark (61.5), Estonia (61.2), the United Kingdom (60.3), Spain (60.1), and Japan (60),
respectively. With 54.73 points, the USA ranks 24th.

Universities are expected to contribute to the economy in various ways because qualified workers
perform tasks that require literacy and critical thinking efficiently indirectly, and an increased
proportion of educated workers makes a country’s economy more productive (Lestari Widarni &
Bawono, 2021). For example, as is stated, the rate of R&D investment, the presence of R&D companies
on the global scale, and the number of researchers and universities ranked in the top three in the QS
rankings demonstrate a country’s R&D power, which has a significant effect on the country’s economy.

However, cooperation and the opportunities provided by the government play a crucial role, especially
in creating technology at the university as an industrial requirement and its transfer to the industry.

Universities worldwide have begun competing for a place among ultra-elite (1-2%) universities.
Universities employ global rivalry as a political instrument, and the fact that they are world-class
reflects a country’s efficiency, power, and prestige (Amsler & Bolsmann, 2012). In the universities
where knowledge is produced, the emergence of new publications, the production of research, and
access to other information undoubtedly facilitate information and communication technologies
(ICTs). Indeed, this service, provided free of charge in many developed countries, provides an
advantage to the country’s citizens. In less developed countries, however, the situation is the polar
opposite. According to a study, countries with limited access to ICTs have a common denominator of
low income, low educational skills, low literacy, and a high GDP indicator as a measure of economic
wealth. The study discovered that general economic power determines Internet access even in
economically prosperous countries. (Hargittai, 1999). However, he also considers that GDP per
capita is not the main factor in the spread of the Internet and that elements should be investigated at
least at four levels (White, Gunasekaran, Shea, & Ariguzo, 2011).
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Furthermore, while GDP per capita has been demonstrated effective in spreading ICTs, states’
investment in ICTs also assures that these technologies are widely used. It has proven to be an
essential factor in the widespread adoption of personal computers and the Internet (Quibria, Ahmed,
Shamsun N. Tschang, Reyes-Macasaquit, & Mari-Len, 2002). Other factors influencing the spread
of the Internet are vital telephone infrastructure, robust service sector employment, high political
openness, and breadth of urban density (Crenshaw & Robison, 2006).

Innovation, research and development, and economic power have all been highlighted in previous
studies. This study investigated whether all these different efforts, studies, and expenditures are
related to the country’s economy. This research contributes to the literature by comparing the
significance levels of these aspects that reflect the countries’ innovation studies.

2.1. GII Score

Global Innovation Index (GII) measures innovativeness. GII contains three sub-indices: overall
GII, the Innovation Input Sub-Index, and the Innovation Output Sub-Index. GII score is calculated
by estimating the mean of Input and Output indices, and these two sub-indices have their sub-
indices. The input index comprises institutions, human capital and research, infrastructure, market
sophistication, and business sophistication factors, which are the main pillars of the national economy
that incorporate innovative shiftings. On the other hand, the output sub-index includes both the
knowledge and technology outputs and creative outputs. The sub-indices are given in Appendix. The
chart below shows the countries’ GII scores in the year 2021.
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Figure 1: Countries vs. their GII scores ranking

The chart above reveals that the highest score belongs to Switzerland while the lowest belongs to Angola.

If it is looked at the top of the GII rank, then it can be seen that Switzerland has held the first rank
since 2021. It is in the high-income group, and its innovation productivity is also high because it
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delivers better innovation outputs relative to its level of innovation investments. It is also good at the
creative outcomes and level of infrastructure. Unlike Switzerland, Angola is the weakest country in
the GII rank and the lower-middle-income group.

Figure 2 below displays the primary pillar performance of both countries. Switzerland’s best
performance is in knowledge and technology outputs, while its inadequate performance is in
institutions, human capital, and research.

Knowledge and technology outputs @1 Human capital and research ® 119
Global Innovation Index 2021 1 Infrastructure @ 125
Creative outputs 02 Market sophistication ® 127
Infrastructure { 7] Institutions ® 128
Business sophistication @+ Knowledge and technology outputs ® 120
Market sophistication ©s Creative outputs ® 130
Human capital and research ©s Business sophistication ® 130

Institutions @ 13 Global Innovation Index 2021 132

Switzerland Angola

Figure 2: The main pillar ranking for Switzerland and Angola (World Intellectual Property Organization, 2021).

Compared to Switzerland, Angola performs well in human capital and research, among its other
pillars score.

3. Method
3.1. Data

The study includes data between 2015 and 2020. The countries’ incomes were obtained from the
World Bank database. The differences in the sub-components used in calculating the GII score by
years were subtracted, and the common sub-components in each year were analyzed. For example,
while one component (item 1.3.3.) was additive in determining the innovation scores of the
institutional environments of the countries in 2015, this component was not taken into account or
calculated in other years. Similar situations were encountered in 2016 and 2018 as well. Therefore,
sub-components that are not common for each year were not included in the analysis. Before analysis,
missing values and outliers were removed, and the data were normalized. For removing outliers in
the data set, the Mahalonabis Distance method was used.

3.2. Analysis

R studio (version: 2022.02.2+485 “Prairie Trillium”) was used to analyze the models. The Ordinary
Least Square (OLS) method was used to analyze the effect of the main pillars of GII on the country’s

7
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income. Then Two-Stage Least Square was applied to determine whether the factors that were not

significant on the OLS had meaningful instrumental variables.

The dependent variable ¥ in the multiple regression model, whose statistical equation (Eq.1) is
given below, represents the countries’ incomes and the variables ¥:;represent the innovation index

components that can affect the nations’ revenues.

Yy = Bo+ BiXy; + BoXoy + BaXy + -+ By i=l...n (1)

Market and business culture, which are among the factors determining GII, can be considered
factors affecting each other bilaterally. In addition, human capital and research factor, knowledge and
technology outputs, and creative output factors might affect business culture and, thus, indirectly affect
the country’s income. Because human capital, knowledge, and related R&D studies and the resulting
technology values and business culture can indirectly affect the country’s revenue. The innovation
policies of the countries and the infrastructure they provide are the factors that can affect the country’s

income through market competence. For this reason, the 2SLS method was applied in this study.

In the first stage of the 2SLS technic, all variables are estimated by the OLS method (Eq. 2).

X, =a+ Bz, + oz, + o+ Bz, @)
Values in this regression model are estimated and labeled (.1 ). In the second step, the variable in the equation
(Eq. 3) is calculated by using the estimated values in (Eq. 2) with the OLS method (Hoffmann, 2022).
y=a, +ﬁr1irl (3)

This way, the coefficients of the variables contaminated with the error terms in the OLS model have

been estimated more accurately, and the residual values correctly reflect the measurement error.

4. Results

4.1. Descriptive Statistics

There was 720 sample in the dataset. Table 1 shows the descriptive statistics of the variables to be
analyzed. The income range is pretty broad and is valued in dollars. The mean value of revenues
of the countries according to five years is 6.62*10'1, the lowest income value is 1.70*10°, while the
highest is 2.14*10'3.

The min value among the main pillars is 0, and the max value 100. The smallest mean value in the
central pillar is knowledge and technology output, while the highest belongs to the institutional

environment. The first quartal of market sophistication is 29.5, and the third quartal is 51.7.
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Table 1: Descriptive Statistics of the Variable

Statistics Income INS HUM INFR MAR KNW BUS CRT
Min 1.70E+09 6.5 0 0 0 2 8.6 0.4

Ist Qu 2.57E+10 27.32 24.88 26.6 29.5 15.68 237 18.88
Median 9.04E+10 48.75 36.95 41.7 43 22.6 30.3 28.05
Mean 6.62E+11 47.72 39.85 39.15 39.56 26.16 33.29 29.48
3rd Qu 3.75E+11 64.4 54.23 52.75 51.7 33.9 40.62 39.2
Max 2.14E+13 95.1 93.4 99 100 74.9 68.8 69.5

Pillars Code: INS: Institutions, HUM: Human Capital and Research, INFR: Infrastructure, MAR: Market Sophistication, KNW:
Knowledge and Technology Outputs, BUS: Business Sophistication, CRT: Creative Outputs

Business sophistication has the smallest max value (68.8) among the others, whereas market
sophistication has the highest. The second smallest mean among pillars is creative outputs, with

29.48, and the median is 28.5.

4.2. Analysis Result

The B coefficients of the independent variables estimated by (OLS) and the coefficient estimates are

shown in Table 2 below.

Table 2: Results of Multiple Regression (OLS) Analysis

Variables Estimate Std. Error tvalue Pr(>|t)) Sig. VIF
(Intercept) -0.03 0.01 -2.63 0.01 s

INS -0.04 0.02 -2.12 0.03 * 2.15
HUM -0.01 0.03 -0.20 0.84 2.34
INFR 0.07 0.03 2.48 0.01 * 242
MAR 0.02 0.02 0.92 0.36 1.76
KNW 0.25 0.04 6.04 0.00 e 5.04
BUS 0.01 0.04 0.20 0.84 4.68
CRT -0.10 0.04 -2.72 0.01 * 3.71

Significance codes: 0 *** 0.001 ** 0.01 ¥,
Variables Code: INS: Institutions, HUM: Human Capital and Research, INFR: Infrastructure, MAR: Market Sophistication,
BUS: Business Sophistication, KNW: Knowledge And Technology Outputs, CRT: Creative Outputs

It is seen from Table 2 that BUS, MAR, and HUM variables are statistically insignificant, but other

variables affect the dependent variable Income at different significance levels.

There is no multicollinearity problem between the variables (VIF values <10), but when the
correlations between the variables are examined (Table 3), it is seen that these variables are

significantly related to KN'W.
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Table 3: Pearson Correlation Coefficient Matrix of the Variables

Income INS HUM INFR MAR KNW BUS CRT
Income 1
INS 0.14 1
HUM 0.24 0.09 1
INFR 0.27 0.62 0.33 1
MAR 0.15 0.61 0.05 0.49 1
KNW 0.38 0.48 0.67 0.63 0.40 1
BUS 0.32 0.46 0.64 0.66 0.39 0.86 1
CRT 0.25 0.50 0.58 0.67 0.45 0.80 0.80 1

From this point of view, the variables HUM, BUS, and MAR might be instrumental, which were
insignificant to the dependent variable in the OLS. It could be influential on Income indirectly and through

KNW. Therefore, the regression model was analyzed using the Two-Stage Least Squares (2SLS) method.

Table 4 below shows the OLS model vs. IV model comparisons. In the first model, if one unit increases
the KN'W score, a 25.4% increase in the income of a country’s KNW score would have 25.4% more
Income. For the first model, the adj. R? for this model is 0.15, with a residual standard error of 0.09.
The explained variance is low, but its p-value is small (F = 33.38, p-value <0.001). The estimated KNW

coefficient value is 0.25, but the coefficient values in the model may also include error measurements.

The variables’ coefficients in the first model were changed in Table 4. Except for the constant value and
the INFR variable, the variables’ absolute coefficient values increased with adding the instrumental

variables to the second model.

Table 4: Comparison of OLS and 2SLS Models

Model Variables Estimate Std.Error tvalue Pr(>|t]) Sig.
(Intercept) -0.03 0.01 -3.08 0.00214 bl
KNW 0.25 0.03 7.90 1.03E-14 ok
Model OLS CRT -0.09 0.03 278 0.0055 **
INS -0.03 0.02 -1.91 0.05692
INER 0.07 0.03 2.69 0.0074 ok
(Intercept) -0.03 0.01 -3.07 0.00223 o
KNW 0.26 0.05 5.09 4.61E-07 -
Model IV CRT -0.09 0.04 2221 0.0278 *
INS -0.03 0.02 -1.90 0.0576
INFR 0.07 0.03 2.64 0.00856 o

Signif. codes: 0 **** 0,001 ** 0.01 **.
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As seen in Table 5 below, the F statistics of the 2SLS model was 480.4 on 6 and 713 df, p-value <0.01.
Adjusted R-squared is computed that 80% of the variance found in the dependent variable (Income)
can be explained by the predictor variables.

Table 5: F Test Results

Adj. R? Multiple R? Residual standard error df\, df2 F-statistic p-value
0.8 0.8017 0.0857 6), (713) 4804 <22e-16

If the details in Table 6 are closely examined, then the regression of exogenous and instrumental
variables on KN'W. All variables are statistically significant apart from the variable of INFR, and the
variable of INS was found significant at level 0.05.

Table 6: The Estimation of Coefficients of all Variables by 2SLS

Variables Estimate Std. Error tvalue Pr(>t]) Sig.
(Intercept) -0.07 0.01 -7.68 5.42E-14 ok
INS 0.21 0.03 6.94 8.73E-12 ok
HUM 0.07 0.02 4.14 3.87E-05 o
INFR 0.02 0.02 0.95 0.341 .

MAR 0.22 0.02 9.95 <2E-16 e
KNW 0.04 0.02 2.01 0.0452 *

BUS 0.40 0.03 14.20 <2E-16 e
CRT -0.07 0.01 -7.68 5.42E-14 o

Signif. codes: 0 *** 0.001 **0.01 *.

The model equation is given in Eq. 4 below. The most influential factor was business sophistication
on countries’ incomes, while the less was knowledge and technology output.

Income = —0.07 + 0.21INS + 0.07HUM + 0.02INFR + 0.22MAR +0.04KNW+0.40BUS-0.07CRT  (4)

The model equation indicates that for every unit increase in Business sophistication, the mean of
the dependent variable (Income) also tends to increase by 0.40235 when other variables are held
constant.

4.3. Model Accuracy

There is no specific method to test the accuracy of the 2SLS model. However, some authors suggest
the F-statistics of instrumental variables should be larger than 10, providing the maximum bias in IV
estimators is less than 10 % (Takashi Yamano, n.d.).

Other tests used to assess the model accuracy and their results are given in Table 7 below. The Weak
instruments test checks for the weakness of instrumental variables using the F-test in the first stage.
The null hypothesis assumes that the instrumental variables are weak. It is seen from Table 7 that the
null hypothesis was rejected (p<0.01), and the variables were vital.
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Table 7: 2SLS Model’s Accuracy Results

dfi a2 Statistic p-value Sig.
Weak-instruments 3 713 27.97 <2e-16 oex
Wu-Hausman 1 714 0.18 0.67
Sargan 2 NA 0.92 0.63

Another criterion is the Wu-Hausman F test, which tests the presence of the endogenous variable.
The null hypothesis assumes consistency with the coefficients of the 2SLS and OLS models. Rejection
of the null hypothesis implies the existence of endogeneity and the requirement for instrumental
variables. However, it is said that the consistency of this test would give more accurate results as the
sample size increases (Hoffmann, 2022). Accepting the null implies that the OLS and IV estimates
are similar, and endogeneity might not have been a major issue. According to the test result, it can be
considered that there is no need for a 2SLS model (p-value >0.05).

The Sargan test, on the other hand, is used to test if the instrumental variables are exogenous.
However, it is argued that this test is valid when the number of instrumental variables in the model
exceeds the number of x variables. Instrumental variables in the model are exogenous (p-value>0.05).

The test result, as mentioned above, is confusing in concluding the model’s accuracy. Because it has
been revealed that the effect of mediating variables is not weak; hence, the presence of endogeneity
is not needed.

Although in the first OLS model, the factors such as business and market sophistication components,
human capital, and research have no significant impact on income, the 2SLS model showed that
the power of these instrumental variables could not be ignored. Hence, the 2SLS model’s parameter
coefficients (Table 6) are considered in this study.

5. Discussion and Conclusion

This study investigated the effects of the factors that determine the countries’ global innovativeness
index on their economy.

In the study, business sophistication was the most impactful factor on income. The second influential
of these factors was the market sophistication component impacting the country’s revenue. Based
on the information, the following conclusion may be drawn. Licensing and commercialization of
technology developed through knowledge production, the formation of spin-off companies from
universities, international joint-based projects, and publication and citation in prestigious journals
with high impact factors contribute to the countries’ income.

The study’s other finding is that countries with political and operational stability and effective
governments contribute more to the country’s economy. Governments development policies,
decisions, the creative and inventive environment they create, and the incentives they provide in this
environment will assist the country’s economy. For instance, organizations like Mindlab, founded in
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Denmark in 2001 to foster creativity and innovation, demonstrate the significance governments place
on innovation. This organization, which embodies innovative concepts for internal development and
policy creation and is staffed by five full-time employees with various skills, is backed by the Ministry
of Economy and Business Affairs (Celia Lee & Ma, 2020). This positive environment created by
Denmark is also reflected in the GII 2020 report. When a ranking is made in the category of the
political environment in the report, it is seen that Singapore has the highest score (100), Switzerland
ranks second (94.2), Denmark ranks fifth (91.7), China ranks seventh (90.9), and the United States
ranks 16th (83.7) (Cornell, INSEAD, & WIPQO, 2020). In particular, strategic objectives such as the
business and policy environment created by the countries, which are among the parameters that
determine the GII, and the infrastructure services they provide affect the nations’ incomes.

The contribution of the general infrastructure to the country’s economy is another result. This factor
is explained by the variables of power output, logistics performance, and gross capital formation of
countries. Unsurprisingly, a country’s logistics performance contributes to the country’s economy.
Public investments include roads, information and communication structures, water, electricity,
education, and healthcare facilities. Public utilities implicate adequate and functional infrastructure
stock and create a facilitative operational environment. Such an environment supports and promotes
the transformation of business ideas and creative and innovative thinking into products capable of
satisfying identified needs of members of the public (Ubom & Ubom, 2014).

Because it is thought that logistics costs constitute the most significant part of all input costs in all
sectors, the quality of railroad and port infrastructure is substantial in the development of logistics
infrastructure (Erkan, 2014). Mozambique, which has a low economic level, ranks first in this general
infrastructure category, according to the GII 2020 study, which can be interpreted mainly in terms of
power output. It is followed by Qatar, Norway, Sweden, United Arab Emirates, and China. The US,
on the other hand, ranks 15th.

The contribution of energy to the economy, one of the primary production sources, is extensively explored
in the literature. Some believe that growing energy consumption directly correlates with increased
productivity and, thus, economic growth (Stern, 2011). Hence, it is apparent that countries with abundant
energy resources and high energy output will contribute to GDP. Likewise, this study supports Lean and
Smyth’s work that hydroelectricity use and trade have a long-term positive impact on economic growth in
Bhutan when viewed in the context of increased production(Lean & Smyth, 2014).

An outstanding result of the research is an inverse relationship between creative outputs and country
income. Creative work includes services and products such as entertainment and media, intangible
assets such as global brand value, and online assets such as mobile applications. Although this is
an unexpected result, it may be related to the fact that creative outputs are exported outside of the
country where they were created or that output in the country where they were created is less valued
than abroad. Another explanation for this finding might be the risks associated with new service or
product features that have yet to be proven. Moreover, the cultural traits of more inventive nations
are likely to differ from those of less innovative ones. A country’s cultural features might affect its
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attitudes to authorities, religion, technology, and training. However, considering each component of
creative output, investigating its relationship with country income may be a future study.
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APPENDIX-1: GII Main and Sub Indexes

1. INSTITUTIONS
1.1. Political environment
1.1.1. Government effectiveness
1.2. Regulatory environment
1.2.1. Regulatory quality
1.2.2. Rule of law
1.2.3. Cost of redundancy dismissal
1.3. Business environment
1.3.1. Ease of starting a business
1.3.2. Ease of resolving insolvency
2. HUMAN CAPITAL AND RESEARCH
2.1. Education
2.1.1. Expenditure on education
2.1.2. Government funding/pupil, secondary, % GDP/cap
2.1.3. School life expectancy, years
2.1.4. Pupil-teacher ratio, secondary
2.2. Tertiary education
2.2.1. Tertiary enrolment, % gross
2.2.2. Graduates in science and engineering,
2.2.3. Tertiary inbound mobility,
2.3. Research and development (R&D)
2.3.1. Researchers, FTE/mn pop.
2.3.2. Gross expenditure on R&D, % GDP
2.3.3. Global corporate R&D investors, top 3, mn US$
2.3.4. QS university ranking, top 3
3. INFRASTRUCTURE
3.1. Information and communication technologies (ICTs)
3.1.1. ICT access
3.1.2. ICT use
3.1.3. Government’s online service
3.1.4. E-participation
3.2. General infrastructure
3.2.1. Electricity output, GWh/mn pop.
3.2.2. Logistics performance
3.2.3. Gross capital formation, % GDP
3.3. Ecological sustainability
3.3.1. GDP/unit of energy use
3.3.2. Environmental performance
3.3.3.1SO 14001 environmental certificates/bn PPP$ GDP
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4. MARKET SOPHISTICATION
4.1. Credit
4.1.1. Ease of getting credit
4.1.2. Domestic credit to private sector, % GDP
4.1.3. Microfinance gross loans, % GDP
4.2. Investment
4.2.1. Ease of protecting minority investors
4.2.2. Market capitalization, % GDP
4.2.3. Venture capital investors, deals/bn PPP$ GDP
4.2.4. Venture capital recipients, deals/bn PPP$ GDP
4.3. Trade, diversification, and market scale
4.3.1. Applied tarift rate, weighted avg., %
4.3.2. Domestic industry diversification
4.3.3. Domestic market scale, bn PPP$
5. BUSINESS SOPHISTICATION
5.1. Knowledge workers
5.1.1. Knowledge-intensive employment, %
5.1.2. Firms offering formal training, %
5.1.3. GERD performed by business, % GDP
5.1.4. GERD financed by business, %
5.1.5. Females employed w/advanced degrees, %
5.2. Innovation linkages
5.2.1. University-industry R&D collaboration
5.2.2. State of cluster development and depth
5.2.3. GERD financed by abroad, % GDP
5.2.4. Joint venture/strategic alliance deals/bn PPP$ GDP
5.2.5.Patent families/bn PPP$ GDP
5.3. Knowledge absorption
5.3.1. Intellectual property payments, % total trade
5.3.2. High-tech imports, % total trade
5.3.3. ICT services imports, % total trade
5.3.4. FDI net inflows, % GDP
5.3.5. Research talent, % in businesses
6. KNOWLEDGE AND TECHNOLOGY OUTPUTS
6.1. Knowledge creation
6.1.1. Patents by origin/bn PPP$ GDP
6.1.2. PCT patents by origin/bn PPP$ GDP
6.1.3. Utility models by origin/bn PPP$ GDP
6.1.4. Scientific and technical articles/bn PPP$ GDP
6.1.5. Citable documents H-index
6.2. Knowledge impact
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6.2.1. Labor productivity growth, %
6.2.2. New businesses/th pop.
6.2.3. Software spending, % GDP
6.2.4.1SO 9001 quality certificates/bn PPP$ GDP
6.2.5. High-tech manufacturing, %

6.3. Knowledge diffusion
6.3.1. Intellectual property receipts, % total trade
6.3.2. Production and export complexity
6.3.3. High-tech exports, % total trade
6.3.4. ICT services exports, % total trade

7. CREATIVE OUTPUTS

7.1. Intangible assets
7.1.1. Trademarks by origin/bn PPP$ GDP
7.1.2. Global brand value, top 5.000, % GDP
7.1.3. Industrial designs by origin/bn PPP$ GDP
7.1.4. ICTs and organizational model creation

7.2. Creative goods and services
7.2.1. Cultural and creative services exports, % total trade
7.2.2. National feature films/mn pop. 15-69
7.2.3. Entertainment and media market/th pop. 15-69
7.2.4. Printing and other media, % manufacturing
7.2.5. Creative goods exports, % total trade

7.3. Online creativity
7.3.1. Generic top-level domains (TLDs)/th pop.
7.3.2. Country-code TLDs/th pop. 15-69
7.3.3. Wikipedia edits/mn pop. 15-69
7.3.4. Mobile app creation/bn PPP$ GDP
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Abstract

Stock prices may display predictable patterns around major political events, particularly in emerging market
economies where political risk is a key component of asset risk premiums. One distinct event that would be
expected to result in an abrupt increase in political risk is elections. Motivated by this notion, we study the
returns for a set of indicator and sectoral indices of Borsa Istanbul stocks and the U.S. Dollar-Turkish Lira
exchange rate around political elections held in Turkey over 2001-2020. Our tests reveal an accumulation
of economically and statistically significant positive abnormal returns for all Borsa Istanbul stock indices
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yola ¢ikilarak Borsa Istanbul gésterge ve sektdrel endekslerinin ve Amerikan Dolari-Tiirk Lirast doviz
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olarak anlamli bir kiimiilatif pozitif anormal getiri, Amerikan Dolari-Tiirk Liras1 déviz kurunda ise negatif
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1. Introduction

Governments play an important role in the economy, directly through guiding public investments
and expenditures (e.g., Aschauer (1989)) and indirectly by influencing policies pursued by central
banks and other major economic institutions (e.g., Haslag (1988)). Given this role, the stability of
a government and its economic policies can be expected to have a significant bearing on the risk
borne by financial market investors. ! Following this notion, a large and growing strand of literature
studies the impact of political risk on stock returns. Pastor and Veronesi (2013), for instance, devise
a theoretical model of government policy choice and demonstrate that political uncertainty instills
a significant risk premium into equity returns, the size of which varies as a function of the state
of the economy. In line with this notion, Diamonte et al. (1996) and Erb et al. (1996) find that the
mean equity return in countries experiencing a reduction in political risk is larger than those in
counties experiencing a risk increase, with the effect being more pronounced in emerging markets.
More recently, Dimic et al. (2015) document that political risk is priced in developed, emerging, and
frontier markets, with government stability acting as a unique factor for frontier markets.

A distinct event that can be expected to lead to an increase in political risk is elections. Under the
efficient markets hypothesis, all relevant information about an election’s outcome will be priced prior to
the election date and the stock market response to any event day surprises should occur immediately
and in full once the market reopens. Brown et al. (1988), however, argue that usual definitions of
rationality do not imply that stock prices should react to major information shocks instantaneously
and advance the uncertain information hypothesis (UIH), which holds that a noisy piece of favorable
or unfavorable news causes risk-averse investors to set risky asset prices significantly below their
conditional expected values and the resolution of uncertainty results in a positive price drift, on
average, regardless of the nature of the catalyzing event. Adapted to our setting, the UIH predicts
stock prices should remain depressed prior to election dates and a risk relief would take place in
the form of a post-election price rally once the election outcome is known and the uncertainty is
resolved. This risk relief may begin earlier in the pre-election period if the election outcome becomes
evident before the event date or with a delay in the post-election period if the market is unsure about
the implications of the observed outcome on future economic activity.

The extant literature on the impact of elections on equity market returns goes back to Niederhoffer
et al. (1970) who document significant positive abnormal returns on days immediately preceding
and succeeding U.S. presidential elections. Pantzalis et al. (2000) study equity market returns around
national elections in thirty-three countries and document positive and significant abnormal returns
over a ten-day pre-event period, the magnitude of which varies as a function of political, economic,
and press freedom, election timing, and the success or failure of the incumbent. Last, Li and Born
(2006), Goodell and Vahdma (2013), and Bialkowski et al. (2008) all demonstrate that political
elections tend to induce significant increases in stock market volatility and/or in average stock
returns both in the U.S. equity market and on an international scale across many countries.

1 This impact may be expected to be particularly strong in emerging market countries, where the policies followed by key
economic institutions such as central banks tend to be closely intertwined with those of the incumbent government.
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While the findings from international markets point to a prevalence of positive abnormal returns and
increased volatility around elections, the evidence on Borsa Istanbul (BIST) is limited to four papers
and is somewhat conflicting and incomplete in terms of its conclusions. Mandaci (2003) examines
a 30-day window centered around general election dates and documents positive and statistically
significant post-election abnormal returns for elections of 1995, 1999, and 2002, but not for 1991.
Ada et al (2013) analyze a sample of 12 elections between 1991-2011 and uncover positive post-
election abnormal returns for general and local elections. Konak and Guner (2016) study a sample
of 12 elections held between 2000-2014 and conclude that the significant abnormal returns over the
same 30-day window as in Mandaci (2003) and Ada et al (2013) are predominantly negative. Last,
Yilmaz and Elmas (2019) study 16 political elections held between 1991-2017 and report significant
abnormal returns (positive in 8 and negative in 6 cases) over a 20-day window centered around
the election dates. All four papers, however, examine a single benchmark index (namely, BIST100),
focus only on its returns (and thus ignore volatility), and only one (Ada et al, 2013) tests whether the
aggregate impact is positive or negative across all the elections studied.

This paper provides a comprehensive analysis of the election period behavior of the Turkish equity
market that helps reconcile the evidence on the impact of elections on BIST index returns with one
another and with the reciprocating evidence from the U.S. and other foreign markets. Our analysis
differs from the extant papers in the literature in that (a) it takes a broader perspective on the subject
matter by analyzing a richer set of test assets over an up-to-date sample period; (b) it offers a more
complete treatment by jointly examining the return and volatility patterns around elections; (c) it
focuses on the aggregate price and statistical significance of election risk across all elections.

In our event study tests, we examine the daily abnormal returns of various BIST indices around
political elections held in Turkey over the period from January 2001 to December 2021. Consistent
with the predictions of the UIH, we observe an abnormal positive drift over a 20-day pre-election
window and an accumulation of statistically significant and economically large positive abnormal
returns amid heightened volatility (one-and-a-half to two-folds greater than the pre-event average)
over a 10-day post-election window for all indices. The mean cumulative abnormal return over the
pre — and post-election periods combined is 6.28% for an index of the 30 largest and most actively
traded BIST stocks (XU030), 6.16% for a value-weighted index of large-to-medium market cap stocks
(XYUZO), 3.90% for a benchmark index of medium-to-small market cap stocks (XTUMY), and is
significantly greater for finance and technology stocks (8.34% for XUMAL and 6.38% for XUTEK)
than for industrial and services stocks (4.00% for XUSIN and 3.51% for XUHIZ).

By way of regressions, we confirm that these effects are consistent across subsamples and robust to
controlling for stylized calendar patterns and serial dependencies in returns. The subsample tests
reveal that the post-election abnormal performance observed in the event study tests is significant
in both the early and the late halves of our sample period, but stronger in the early half. The positive
pre-election period drift, however, turns out to be specific to the early half of our sample period.
In regressions that control for calendar effects and lagged returns, we obtain evidence of a strong
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turn-of-the-month effect in all stock indices analyzed, a weak Halloween effect 2 in medium - and
small-cap stock indices and technology stocks, and a strong Friday effect in service and technology
stocks, along with several statistically significant but economically negligible serial dependencies.
The statistical and economic significance of the abnormal election period returns implicated by the
loadings on our election period dummies, however, remain robust to the presence of these controls.

The rest of the paper is organized as follows. The next section provides a brief review of the extant
literature on the impact of political elections on stock market returns. Section 3 explains the sources
and characteristics of our data and explains our event study and regression methodologies. Section 4
presents and discusses the results from our event study analysis in its former half and those from our
regression tests in its latter half. Section 5 presents our concluding remarks.

2. Literature Review

There is ample evidence of the role governments and their policies play in spurring or destroying
economic growth, either directly through public investments (e.g., Aschauer (1989), Easterly and
Rebelo (1993), and Bom and Ligthart (2014)) * or indirectly through their influence on policies
pursued by key economic institutions such as central banks (e.g., Haslag (1988), Gertler and Karadi
(2015), and Aastveit et al. (2017)) . Considering the importance of this role, it is conceivable that
uncertainty regarding the stability of a government and its policies would have an adverse impact on
real economic activity (e.g., Julio and Yook (2012) and Fernandez-Villaverde et al. (2015)). >

Given its adverse impact on economic activity, political risk should be an important consideration
for investors. ® In line with this notion, Pastor and Veronesi (2013) devise a general equilibrium
model of government policy choice and show that political risk should be a significant component

2 Despite the name with which it is commonly referred to, the Halloween effect has nothing to do with the actual Halloween
event. The name merely derives from the fact that the period over which the seasonal pattern is observed begins at the
end of October, concurrently with Halloween. It is also called the ‘Sell in May’ effect in the literature.

3 Aschauer (1989) finds that public investment has positive direct and indirect effects on private sector output and
productivity growth. Easterly and Rebelo (1993) uncover a strong correlation between government budget surplus and
investment policies and economic growth. Bom and Ligthart (2014) conduct a meta-analysis of three decades of research
on the link between public capital and private output and estimate a positive co-integrating relationship over the long-
run between public capital and private output, which is almost thrice as strong as its short-run effects.

4 Haslag (1988) studies monetary policy effects and finds that inflation and reserve requirements are negatively linked
to economic growth. Gertler and Karadi (2015) find that unanticipated shocks to monetary policy lead to a significant
decline in economic output through their impact on credit costs. Aastveit, Natvik, and Sola (2017) document that
monetary policy shocks affect economic activity, with the effect being weaker when economic uncertainty is higher.

5  Julio and Yook (2012) study a large cross-section of companies from across the globe and document slower corporate
investment during national election years, with firms reducing their investment expenditures by an average of 4.8%.
Fernandez-Villaverde et al. (2015) find that increasing uncertainty about taxes, social security, and fiscal policy has a
negative impact on the economy. For Turkey, $ahinéz and Cosar (2018) show that economic policy uncertainty, which
rises around elections and crises, adversely impacts output growth, consumption, and corporate investment.

6  Sialm (2006), for instance, studies the effect of stochastic taxation in a dynamic general equilibrium model and finds
that investors require higher risk premia as compensation for the risk introduced by tax changes. Croce, Nguyen, and
Schmid (2012) explore the economic impact of countercyclical deficit policies aimed at short-run stabilization and show
that such policies increase long-run risk premiums and reduce incentives for economic growth.
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of the equity premium. Diamonte, Liew, and Stevens (1996) find that the mean quarterly equity
market return is greater by 11% in emerging markets and 2.5% in developed markets in countries
experiencing a reduction in political risk than in those experiencing an increase. Bilson, Brailsford,
and Hooper (2002) document that political risk is more important in explaining return variation in
emerging markets than in developed markets. Dimic, Orlov, and Piljak (2015) show that political risk
is priced in developed, emerging, and frontier markets alike, government action acting as a common
factor in all markets and government stability acting as a unique factor in frontier markets.

A unique event that can be expected to result in increased political risk is elections. The literature
on elections and stock market returns goes back to Niederhoffer, Gibbs, and Bullock (1970), who
provide evidence of significant positive returns on days immediately preceding and succeeding
U.S. presidential elections. Pantzalis, David, and Turtle (2000) analyze equity market returns of
33 countries around national elections and document significant positive abnormal returns over
a 10-day pre-election window, which may persist up to four weeks past the election date. Li and
Born (2006) examine U.S. presidential elections and find that stock market volatility and average
returns both rise if an election lacks a candidate with a dominant lead. Bialkowski, Gottschalk, and
Wisniewski (2008) study national elections held in 27 OECD countries and show that the country-
specific component of index return volatility can easily double up during the election week. Last,
Goodell and Vihdma (2013) show that the volatility of stock market returns tends to increase in
response to changes in the probability of success for the eventual winner in line with the idea that
investors form and revise expectations about future macroeconomic policy based on these results.

The evidence on the impact of elections on Borsa Istanbul returns is limited to four papers and in
conflict with the evidence from international markets and with one another. Mandaci (2003), for
instance, examines a 30-day window centered around the four general elections held between 1991
and 2002 and documents positive and statistically significant post-election abnormal returns for
the elections of 1995, 1999, and 2002, but not for the election held in 1991. Ada, Bolak, and Suer
(2013) analyze 12 elections held between 1991-2011 and uncover positive post-election abnormal
returns for general and local elections. Konak and Guner (2016) explore a sample of 12 elections
held between 2000-2014 and conclude that the significant abnormal returns over the same 30-day
event window as in Mandaci (2003) are predominantly negative. 7 Yilmaz and Elmas (2019) study
16 elections held between 1991-2017 and find statistically significant abnormal returns (positive
in 8 and negative in 6 cases) over a 20-day window centered around elections. 8 All four of these
papers examine a single index (namely, BIST100), focus only on returns, and study each election

7 This conclusion is made based on a simple count of elections with significantly positive and significantly negative event
period abnormal returns. Unfortunately, the significance statistics (p-values) of — cumulative abnormal returns seem to
be miscalculated in the paper for elections with positive abnormal returns due to a coding error. The author’s conclusion
would be reversed if significance statistics of positive abnormal return periods were computed correctly.

8  An analysis of the cumulative abnormal returns presented in Yilmaz and Elmas (2019) has led us to believe that their
abnormal return estimates may be plagued by a simple computational error. The authors, for instance, report negative
abnormal returns over a twenty-day window centered around the 2002 general election, while the evidence here and
those in Mandaci (2003) and Konak and Guner (2016) point to large and positive abnormal returns. The issue appears to
generalize over some of the other elections studied in the paper (e.g., the local election of 2014), which makes it hard to
guess the exact number of elections with significant positive or negative cumulative abnormal returns.
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as an individual event with the exception of Ada et al (2013). Our paper thus fills a void in this line
of literature by jointly analyzing election period returns and volatilities of a richer set of test assets
over an up-to-date sample, and by quantifying the aggregate impact of the political risk induced by
elections and interpreting it from the looking glass of alternative hypotheses.

Our findings may raise questions about market efficiency. While the idea of efficient markets goes
back to earlier work (e.g., Bachelier (1900), Friedman (1953), and Samuelson (1965)), the efficient
market hypothesis (EMH) is formally introduced in the landmark paper by Fama (1970), where an
efficient market is defined as one in which prices always fully reflect all available information. Fama
(1991) examines market efficiency in three forms: weak, semi-strong, and strong. The prices reflect
all available information in historical returns under weak-form efficiency, all public information
including that in historical returns under semi-strong form efficiency, and all available public and
private information under strong-form efficiency. Recent studies testing the weak-form efficiency of
the Turkish equity market yield mixed conclusions with some indicating weak form efficiency holds
for Borsa Istanbul indices (e.g., Gozbasi et al. (2014) and Yucel (2016)), some rejecting weak form
efficiency (e.g., Malcioglu and Aydin (2016), Aliyev (2019), and Hailu and Vural (2020)) and some
arguing the weak form efficiency is regime dependent (e.g., Cevik (2018)).

In the context of elections, the EMH predicts that all available information about the outcome of
the election should be incorporated in prices prior to the election date and the stock market should
respond to any event day surprises immediately and in full, without any return continuations. An
alternative hypothesis that may apply to the election period behavior of stock market returns is
the uncertain information hypothesis of Brown, Harlow, and Tinic (1988). The authors argue that
usual definitions of rationality do not imply that security prices should react to major information
surprises instantaneously and show that a noisy and major piece of information, regardless of
whether it is favorable or unfavorable, would cause a market comprised of risk-averse investors to
set risky asset prices significantly below their conditional expected values and gradual resolution
of uncertainty surrounding the information event would result in a positive price drift following
its release. Mehdian, Nas, and Perry (2018) and Akkoc and Ozkan (2013) provide evidence that
demonstrates that Borsa Istanbul returns behave in a manner consistent with the predictions of the
UTH around major information events, with the pattern being more significant in earlier periods.

3. Data and Methodology

3.1. Data Sources and Characteristics

Political elections analyzed in this paper include: (a) general elections, which are cast to choose the
members of the parliament; (b) local elections, cast to select the majors of municipality areas; (c)
presidential elections, cast to select the president of the state; and (4) constitutional referenda, cast on
an as-needed basis if the incumbent government fails to achieve the supermajority required to make
constitutional amendments. Historically, local and general elections in Turkey were held via direct
ballot every 5 years and presidential elections were held through indirect proxy voting every 7 years
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unless an early or late election is declared. Following the constitutional referendum of October 2007,
a 4-year cycle was adopted for general elections and presidential elections moved to a 5-year cycle

and direct ballot, while local elections continued to be held at a 5-year cycle.

Table 1: Types and Dates of Political Elections in Turkey: 2001-2020.

Type Date Type Date Type Date Type Date

General 2002-11-03  Local 2009-03-22  Presidential ~ 2014-08-10  General 2018-06-24

Local 2004-03-28 Referendum 2010-09-12 General 2015-06-07  Presidential 2018-06-24

General 2007-07-22  General 2011-06-12  General * 2015-11-01  Local 2019-03-31

Referendum ~ 2007-10-21  Local 2014-03-30 Referendum  2017-04-16 Local ” 2019-06-23
" Repeat Election " Istanbul Election

This table lists the dates of all political elections held in Turkey between January 1st, 2001, and December 31st, 2020. The list
includes two repeat elections. The first is the repeat general election that was held on November Ist, 2015, due to an electoral
lock-down that prevented the formation of the government following the original general election on June 7th, 2015. The second
is the Istanbul municipality repeat local election held on June 23rd, 2019, that ensued after multiple vote recounts due to a tight
race between the incumbent party candidate and the eventual winner.

Data on political election dates and outcomes come from the website of the Supreme Election
Council (www.ysk.gov.tr), a venue that contains comprehensive information on elections held in
Turkey. The type and date of each election held over the period from 1/1/2001 to 31/12/2020 are listed
chronologically in Table 1. The full list of elections in our sample is comprised of six general elections
(including one repeat election), four municipal elections, three presidential elections (one coinciding
with a general election), and three constitutional referenda, suggesting that Turkey has gone to the
ballot a total of fifteen times in our twenty-year sample period. Due to the limited number of political
elections in our sample, we choose not to differentiate between different types of elections in our
analysis and treat each election as a distinct event that may have significant repercussions on the
stability and longevity of the incumbent government and its socio-economic policies, an assumption

that likely holds well in Turkey’s fragile political environment.

In our analysis, we use seven different indices of Borsa Istanbul (BIST) stocks and the USDTRY
exchange rate as test assets. The stock indices analyzed include: XU030—a value-weighted index of
the top 30 largest and most actively traded BIST stocks (i.e. the BIST30 index); XYUZO—a value-
weighted index of the stocks that remain once the BIST30 components are removed from an index of
the top 100 largest and most actively traded BIST stocks (i.e., the BIST100 index); XTUMY—a value-
weighted index of the stocks that remain once the BIST100 components are removed from a value-
weighted index of all BIST stocks; and XUMAL, XUSIN, XUHIZ, and XUTEK—value-weighted
indices of stocks issued by firms operating in the financial, industrial, service, and technology sectors,
respectively. Given their residual’ nature, XYUZO and XTUMY are used as proxies that capture the

performance of medium - and small-cap BIST stocks.
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Table 2: Information on Important Borsa Istanbul Indices

Index Name Symbol  Start Date  End Date  Description

BIST 30 XU030 19970101 2020-12-31 A value-weighted index of the 30 largest & most actively
traded stocks.

BIST 100 XUL00  1988-01-01 2020-12-31 A value-weighted index of the 100 largest & most actively
traded stocks.

BIST All XUTUM 1997-01-01 2020-12-31 A comprehensive value-weighted index of all BIST stocks.

BIST100-30  XYUZO 2009-01-01 2020-12-31 A value-weighted index of the BIST100 stocks minus the
BIST30 stocks.

BIST ALl 100 XTUMY 2009-01-01 2020-12-31 i (:/Cailsle-welghted index of all BIST stocks minus the BIST100

BIST Financials XUMAL 1997-02-01 2020-12-31 A Value—'welghted index of the stocks issued by financial sector
companies.

BIST Industrials  XUSIN  1997-01-01 2020-12-31 A Value—welght.ed index of the stocks issued by industrial
sector companies.

BIST Services XUHIZ  1997-01-01 2020-12-31 A value—.welghted index of the stocks issued by services sector
companies.

A value-weighted index of the stocks issued by technology
sector companies.

This table reports the names, symbols, data ranges, and brief descriptions of the stock market indices we use as test assets. All
indices listed herein are free-float market capitalization-weighted price indices that do not account for cash dividends. XU030
and XU100 are indices of a selection of largest and most actively traded BIST stocks. XUTUM is an index all of stocks. XYUZO
and XTUMY are residual indices comprised of a smaller subset of XU100 and XUTUM stocks. XUMAL, XUSIN, XUHIZ, and

XUTEK are indices of financial, industrial, services, and technology stocks.

BIST Technology XUTEK  2000-07-01 2020-12-31

Data on daily closing levels of all stock indices are obtained from the Thomson Reuters database,
while those for the USDTRY exchange rate come from the website of the Central Bank of Turkey.
Daily price data is available starting on 1/1/1988 for XU100; on 1/1/1997 for XU030, XUTUM,
XUMAL, XUSIN, and XUHIZ; on 1/7/2000 for XUTEK; and on 1/1/2009 for XYUZO and XTUMY.
We manually compute daily returns on XYUZO and XTUMY going back to 1/1/2001 using
daily returns on XU030, XU100, and XUTUM and set our sample period between 1/1/2001 and
31/12/2020. The daily return on trading day t is then computed as Ry = (P; = P;_1)/P;_1, where P
and P;-1 reflect closing prices observed at the end of trading days t and ¢ =1 . To ensure that our
results are not driven by extreme positive or negative observations, we trim the top and bottom
0.25% extreme observations of daily returns for each test asset and apply a log transformation, Tt =
[n(Re), to facilitate the compounding of returns across multiple trading days.

Table 3 reports the descriptive statistics of daily raw returns on our test assets in its left panel. Over
the period from 1/1/2001 to 31/12/2020, the mean daily return is 0.072% with a standard deviation
of 2.05% and extreme values of — 18.18% and 14.72% for XU030; 0.065% with a standard deviation
of 1.68% and extreme values of - 17.71% and 11.37% for XYUZO; 0.082% with a standard deviation
of 1.45% and extreme values of - 15.71% and 11.71% for XTUMY; and 0.055% with a standard
deviation of 1.33% and extremes of - 10.45% and 52.73% for USDTRY. For the sectoral indices, the
mean daily return is 0.075% with a standard deviation of 2.25% for XUMAL; 0.077% with a standard
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deviation of 1.66% for XUSIN; 0.068% with a standard deviation of 1.76% for XUHIZ; and 0.070%
with a standard deviation of 2.14% for XUTEK. The first-order daily return autocorrelations of all

indices are statistically insignificant and close to zero.

Table 3: Descriptive Statistics of Daily Returns on Borsa Istanbul Indices and USD/TRY Exchange Rate

Daily Raw Returns Daily Trimmed Log Returns
Index Mean  Std Dev  Min Max ACl  Index Mean  Std Dev Min Max  ACI
XU030 0.072%  2.05% -18.18% 14.72% -0.002 XU030  0.053% 1.96%  -7.80% 8.26% 0.013
XYUZO  0.065% 1.68% -17.71% 11.37% 0.029 XYUZO 0.056% 1.62%  -8.63% 7.19% 0.049
XTUMY 0.082% 1.45% -15.71% 11.71% -0.008 XTUMY 0.076% 1.45% -7.27% 6.01% 0.034
XUMAL  0.075%  2.25% -18.81% 16.06% -0.001 XUMAL 0.051% 2.16% -8.75% 9.30% 0.014
XUSIN 0.077%  1.66% -16.48% 13.22% 0.013 XUSIN  0.066% 1.59%  -7.11% 6.94% 0.039
XUHIZ ~ 0.068% 176%  -17.52% 12.49% 0.006 XUHIZ 0.056% 1.69% -6.93% 7.86% 0.011
XUTEK ~ 0.070% 2.14%  -17.92% 15.06% 0.027 XUTEK 0.051% 2.06% -9.87% 8.58% 0.043
USDTRY 0.055% 1.33% -10.45% 52.73% -0.062 USDTRY 0.041% 1.00% -4.13% 5.07% -0.051
This table reports the means and standard deviations (Mean and StDev), the minimum and maximum values (Min and Max),
and the first-order autocorrelations (AC1) of daily raw and trimmed log returns for three indicator indices (XU030, XYUZO,
XTUMY) and four sectoral indices (XUMAL, XUSIN, XUHIZ, XUTEK) of Borsa Istanbul stocks in addition to the U.S. dollar-
Turkish lira exchange rate (USDTRY) over the period from 1/1/2001 to 31/12/2020. Trimmed returns exclude 0.25% extreme
observations on each tail of the distribution. The stock indices are as described in Table 2.

The descriptive statistics of daily trimmed log returns are presented in the right panel. The sample
mean is 0.053% with a standard deviation of 1.96% and extreme values of -7.80% and 8.26% for
XU030; 0.056% with a standard deviation of 1.62% and extreme values of -8.63% and 7.19% for
XYUZO; 0.076% with a standard deviation of 1.45% and extreme values of -7.27% and 6.01% for
XTUMY; and 0.041% with a standard deviation of 1.00% and extremes of -4.13% and 5.07% for
USDTRY. For sectoral indices, the sample mean is 0.051% with a standard deviation of 2.16% for
XUMAL; 0.066% with a standard deviation of 1.59% for XUSIN; 0.056% with a standard deviation of
1.69% for XUHIZ; and 0.051% with a standard deviation of 2.06% for XUTEK. Trimming of extreme
observations, as demonstrated in the extreme values reported in this panel, reduces the likelihood

that our results are driven by unduly high or low return observations.

3.2. Methodology

In the first part of our analysis, we apply the standard event study methodology to our test assets.
Each election date T; is taken as an event occurring at origin tj =0, and daily returns of the test

assets are studied over a fifty-day event period between days ti = té —25and té = t(i) +25.

Estimation Period Event Period
— B —
=275 -25 0 25
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The estimation period for each election is set as the 250-trading-day period preceding the event
window, i.e., between days ti =t} —275 t, =t} — 26.and For each asset, abnormal returns are

computed as the excess daily return over and above the estimation period mean of its daily returns:

— _ ti ti 2
ARi; = R;; — Ri;, where R;; = Z{it; Ri¢, where Sk = %Zti " [4R; ] ()

The average abnormal return on each day within the event period is computed as the arithmetic
mean of the abnormal returns on that day across all political elections in our sample period and the
cumulative average abnormal returns are computed for various windows within the fifty-day event

period as the simple sum of the average abnormal returns on days falling into that specific window.
AAR, =YY AR, and CAARF™* =YX AAR.q )
where N is the number of elections and k is the length of the CAR window.

The significance of the AAR and CAARfor each test asset is tested with the following t-statistics:

Lo MR _ cAARfH o)
AAR; = iV ¢ CAARE™* T Ty 7
N4i=1"AR; ﬁ2i=1 AR;

The second part of our analysis applies a linear regression methodology. The ordinary least squares

and t

method is used to estimate the slope coefficients on three election period dummies, {D,, D,, D,}
meant to capture the abnormal performance at different stages of the election period, together with
controls for stylized calendar patterns and daily and monthly serial dependencies in the returns of
our test assets. The dummy D, is equal to 1 for days that fall into [-15, - 1] and 0 otherwise, D, is
1 for days that fall into [+1, +10] and 0 otherwise, and D, is 1 for days that fall into [+11, +20] and
0 otherwise. The standard errors in these regressions are adjusted through the Newey-West (1987)

methodology to account for serial correlation and heteroskedasticity in regression residuals.

4. Research Findings

4.1. Event Study Tests

We launch our analysis off by examining the abnormal returns on our test assets around political
elections using the standard event study method. In this analysis, the abnormal return(AR)on each
asset is computed for each day t within a fifty-day event window centered around election dates as
the spread between its log return on day t and its average log return over trading days ¢ - 51 through

t — 300. The cumulative abnormal returns (CAAR) are then computed for various subperiods [ts, 2]
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within the election event period as the sum of the abnormal returns between days ¢; and t;.

Figure 1: Cumulative Abnormal Returns on Borsa Istanbul Indices around Election Dates
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This figure plots the cumulative average abnormal returns (CAAR) over a 50-day window centered around politi-
cal elections held in Turkey between 1/1/2001 and 31/12/2020 for the USD/TRY exchange rate and three indica-
tor indices representing large, medium, and small-cap stocks (XU030, XYUZO, XUTUM) in its left panel, and for
four sector indices of financial, industrial, services, and technology stocks (XUSIN, XUHIZ, XUMAL, XUTEK) in

its right panel.

Figure 1 plots the evolution of cumulative abnormal returns around political elections for each of
our test assets. ° The plots suggest that positive abnormal returns begin to accumulate three to four
weeks prior to elections, gain momentum in the week that follows the determination of election
outcome, and plateau out thereafter. The magnitude of abnormal election period returns appears
slightly greater for XU030 and XYUZO than for XTUMY, and for XUMAL and XUTEK than for

XUSIN and XUHIZ. There also is evidence of a decline in the USDTRY rate around elections.

9 The test assets include three benchmark indices capturing the performance of large-, medium-, and small-cap stocks
(XU030, XYUZO, and XTUMY), four sectoral indices representing financial, industrial, service, and technology stocks
(XUMAL, XUSIN, XUHIZ, and XUTEK, respectively), and the USD/TRY exchange rate (USDTRY).
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14

Figure 2: Mean Daily Abnormal Returns on Borsa Istanbul Indices and USDTRY around Election Dates
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To formally establish the economic significance of election period abnormal returns, we first plot
average daily abnormal returns over a fifty-day event period centered around election dates for all
assets along with a +2 standard error band formed based, following Boehmer et al. (1991), on the
volatility of event period returns. The results from this exercise, plotted in Figure 2, reveal some
isolated instances of upward spikes (a pattern that is the most apparent for financial sector stocks)
over a twenty-day pre-election period and clustering of significant positive abnormal return days
over a ten-day post-election period for all indices analyzed. In particular, the week immediately

following political elections sees a concentration of adjacent high positive abnormal return days.

Table 4: Cumulative Average Abnormal Returns around Election Dates

[-20,-16] [-15,-11] [-10,-6] [-5,-1] [+1,45] [+6,410] [+11,+15] [+16,420] [-20,-1] [+1,+10] [+11,+20]
XU030 1.371% 0.694% 0.962% 0.231%  2.473% 0.548% -0.658%  -0.621%  3.258%  3.021% -1.225%
(0.007)  (0.103)  (0.040)  (0.336)  (0.000) (0.158) (0.115)  (0.128)  (0.002)  (0.000)  (0.058)
XYUZO 1.303% 0.726% 0.048%  -0.193% 3.351% 0.924% -0.161% -0.358%  1.884% 4.275% -0.771%
(0.001)  (0.035) (0.452) (0.312)  (0.000) (0.011) (0.341)  (0.182)  (0.010)  (0.000)  (0.085)
XTUMY 0.332% 0.267% 0.395%  0.054%  2.236% 0.616% 0.191% -0.319%  1.048%  2.852% -0.254%
(0.172)  (0.223)  (0.131)  (0.438)  (0.000) (0.041) (0.292)  (0.181)  (0.069)  (0.000)  (0.304)
XUMAL 1.321% 0.787% 1.694% 0.814%  2.988% 0.738% -1.083% -0.999% 4.615% 3.726% -2.103%
(0.017) ~ (0.101)  (0.004)  (0.094)  (0.000) (0.116)  (0.041) (0.054) (0.000)  (0.000)  (0.009)
XUSIN  1.309% 0.794% -0.103% -0.584% 2.013% 0.568% -0.193%  -0.381%  1.416%  2.581% -0.689%
(0.001)  (0.026)  (0.399)  (0.076)  (0.000) (0.081)  (0.316) (0.173) (0.042)  (0.000)  (0.115)
XUHIZ 1.123% 0.328% -0.246% -0.208% 2.324% 0.191% 0.185%  -0.093%  0.997%  2.515% 0.381%
(0.008)  (0.236)  (0.295)  (0.324)  (0.000) (0.338)  (0.342) (0.419) (0.138) ~ (0.000)  (0.277)
XUTEK 0.191%  0.539% -0.629% -0.730% 4.410% 0.572% 0.274%  1.041%  -0.628% 4.982% 1.405%
(0.367)  (0.171)  (0.134)  (0.100)  (0.000) (0.157)  (0.314) (0.035) (0.289)  (0.000)  (0.041)
USDTRY -1.113% -0.068% 0.456%  -0.613% -0.847% -1.010% 0.216%  0.291%  -1.338% -1.857% 0.637%
(0.000)  (0.589)  (0.067)  (0.023)  (0.003) (0.001) (0.237) (0.167) (0.015)  (0.000)  (0.069)

This table reports the cumulative average abnormal returns (CAAR) and the p-values from a standard t-test of the null
hypothesis that these returns are equal to zero for the test assets explained in Tables 2 and 3 over alternative windows within a
fifty-day event period centered around political elections held in Turkey between 1/1/2001 and 31/12/2020. CAAR of an asset
over a given window [t t,] is the sum of daily abnormal log returns from day t to day t,. The daily abnormal log return on an
asset on a given event day t is the spread between its log return on day t and its mean log return over a 250-day window that

precedes the event period. Bold indicates significance at a 95% confidence level.

To quantify the aggregate impact of the abnormal returns in Figure 2, we compute the cumulative
average abnormal return (CAAR) over various election period windows and test its significance via
a standard t-test based on the standard error of event-period returns. The results reported in Table
4 indicate significantly positive CAARs on all indices and a significant negative CAAR on USDTRY
over the pre — and post-election windows: 3.26% for XU030, 1.88% for XYUZO, 4.62% for XUMAL,
1.42% for XUSIN, and -1.34% for USDTRY between days t-20 and t-1 and 3.02% for XU030, 4.28%
for XYUZO, 2.85% for XTUMY, 3.73% for XUMAL, 2.58% for XUSIN, 2.52% for XUHIZ, 4.98% for
XUTEK, and - 1.86% for USDTRY between days t+1 and t+10.
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Our analysis thus suggests a CAAR of 6.28% on XU030, 6.16% on XYUZO, and 3.90% on XTUMY,
8.34% on XUMAL, 4.00% on XUSIN, 3.51% on XUHIZ, and —-3.19% on USDTRY between event
days t-20 and t+10 and 6.39% on XUTEK between days t+1 and t+20. A question that immediately
follows up is whether these returns are obtained as a reward for bearing elevated risk around elections.
To address this question, we compute the standardized volatility of returns for our test assets on each
event day t as the arithmetic mean of squared index returns on that day across all elections in our
sample, divided by the mean squared index return on day t-25 of the event period. The standardized
volatilities that come out of this exercise are plotted in Figure 3.

Figure 3: Standardized Volatility of Borsa Istanbul Index Returns around Election Dates
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This figure plots the standardized volatility of daily returns over a 50-day window centered around political elec-
tion dates between 1/1/2001 and 31/12/2020 for the indicator indices (XU030, XYUZO, XTUMY) and the USD/
TRY rate in its left panel and that for the sectoral indices (XUMAL, XUSIN, XUHIZ, XUTEK) in its right panel.
The standardized volatility on day U is the square root of squared day t returns averaged across all political electi-
ons in our sample period divided by the volatility computed similarly for the first day of the election window (i.e.,
trading day t-25).

For all stock indices analyzed, the volatility of daily returns begins to increase about two weeks in
advance of the date of the election, reaches a peak about one-and-a-half to twice as large as its pre-
election level in the week that pursues the election, and then declines sharply to its pre-election level
thereafter. The pattern described herein is qualitatively similar across the different indices we study,
but the behavior of return volatility is somewhat more tumultuous for financial sector stocks (as
proxied by XUMAL) and small-cap stocks (as proxied by XTUMY). The volatility of daily USDTRY
exchange rate returns plotted in red in the left panel of Figure 2, on the other hand, reaches a plateau
about a week before the election date, a bit earlier than the stock market indices, and then declines

gradually to its pre-election level in the weeks that follows the election.
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While our focus is not on the abnormal returns around individual elections, it is still worthwhile
to benchmark our findings to those reported in earlier studies conducted on the BIST100 index.
To this end, we test the significance of election period abnormal returns on BIST100 and compare
our findings to the significant abnormal returns reported in Mandaci (2003), Ada et al (2013), and
Yilmaz and Elmas (2018) for elections that are jointly covered. Our results are given in Table 5.

Table 5: Comparison of Significant Abnormal Returns across Existing Studies

Year  Date Type Mandaci Adaetal Yilmaz & Elmas This Paper
1991 Oct20 General No Significance  No Significance No Significance Not Analyzed
1994 Mar27 Local Not Analyzed -3, +5,+6,+7,+8 -3, +5,+6, +8, +9 Not Analyzed
1995  Dec 24 General +1,+12 - 10, +1, +2, +12 - 10, +1, +2 Not Analyzed
1999  Apr18 General/Local -4,-3,42 -4,-3,+2 -4,-3,+2 Not Analyzed
2002 Nov 03 General - 11,+1,+2,+4 - 11, +1, +2, +4 +1, 42, +4 - 11, +1, +2, +4
2004 Mar 28 Local Not Analyzed ~ No Significance No Significance No Significance
2007 Jul22 General Not Analyzed -7,-2,+1,+4 -7,-2,+1,+4 -7,-2,+1,+4
2007  Oct21 Referendum Not Analyzed No Significance No Significance -2,+2
2009  Mar 29 Local Not Analyzed -8 No Significance No Significance
2010  Sep 12 Referendum Not Analyzed No Significance No Significance No Significance
2011 Junl2 General Not Analyzed No Significance No Significance No Significance
2014  Mar 30 Local Not Analyzed Not Analyzed -3 -3

2014  Augl0 Presidential Not Analyzed Not Analyzed No Significance No Significance
2015 Jun07 General Not Analyzed Not Analyzed +1 -5,+1
2015 Nov 01 General Not Analyzed Not Analyzed +1 +1

2017 Apr 16 Referendum Not Analyzed Not Analyzed -5 -5

2018 Jun24 General/Presidential ~ Not Analyzed Not Analyzed Not Analyzed -10,-7,+1,+12,+13
2019 Mar 31 Local Not Analyzed Not Analyzed Not Analyzed -6,-3,+4
2019 Jun23 Local Not Analyzed Not Analyzed Not Analyzed +6

The first three columns of this table contain the timing and type of the political elections held in Turkey between 1991-2020.
The next three columns report the election period days for which the abnormal return on a value-weighted index of the top 100
largest and most active Borsa Istanbul stocks is significant, as reported in Mandaci (2003), Ada et al. (2013), and Yilmaz and
Elmas (2019). The last column reports the reciprocating evidence from the current paper.

We find that the set of trading days with significant abnormal returns on BIST100 are identical or
extremely similar to those reported in the papers listed above for the general elections of 2002, 2007,
2011, and 2015; for the local elections of 2004, 2009, and 2014; and for the constitutional referenda
of 2010 and 2017. Unlike Ada et al (2013) and Yilmaz and Elmas (2018), however, we find that the
abnormal returns on days -2 and +2 are significant around the 2007 referendum. For the period not
covered by these benchmark studies, we report significant abnormal returns on days -10, -7, +1,
+12, and +13 around the general/presidential election of 2018, on days -6, -3, and +4 around the
local election of 2019 and on day +6 around the repeat local Istanbul election of 2019.

4.2. Regression Tests

Our event study tests suggest significantly positive abnormal index returns and negative abnormal
USDTRY returns around elections. One downside of the event study methodology is that it assumes
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identical standard errors for event period returns, which stands at odds with the volatility patterns
depicted in Figure 3. To ensure our results are robust to relaxing this assumption and over different
subperiods, we conduct time-series regressions, over the full sample and over its early and late
subperiods, of the abnormal index and USDTRY returns on event period dummies, {D,, D,, D }, that
indicate returns that occur within [-20, -1], [+1, +10], and [+11, +20] of the election date.

Table 6: Full Sample and Subperiod Regressions of Returns on Election Period Dummies

Model: T — Ft =a+ leLf + bZDZ,t + b3D3't + e

Full Sample: 2001-2020 Early Sample: 2001-2010 Late Sample: 2011-2020

Int b, b, b, Int b, b b3 Int b, b b,

XU030 -0.018% 0.181% 0.320% -0.110% -0.025% 0.373%  0.429% -0.141% -0.006% 0.083% 0.310% -0.131%
(0.545)  (0.100)  (0.036) (0.470) (0.607) (0.063) (0.126) (0.614) (0.871) (0.478) (0.057) (0.419)

XYUZO -0.016% 0.110% 0.443% -0.036% -0.026% 0.326% 0.683% -0.109% 0.003% -0.012% 0.344% -0.026%
(0.493) (0.207)  (0.000) (0.767) (0.501) (0.041)  (0.002) (0.625) (0.923) (0.899) (0.010) (0.848)

XTUMY -0.006% 0.058% 0.291% -0.007% -0.023% 0.318% 0.449% -0.057% 0.025% -0.109% 0.254% -0.010%
0.773)  (0.440)  (0.005) (0.946) (0.492) (0.023) (0.021) (0.770) (0.273) (0.153) (0.016) (0.928)

XUMAL -0.021% 0.252% 0.394% -0.187% -0.033% 0.467% 0.564% -0.166% -0.001% 0.140% 0.346% -0.264%
(0.523)  (0.039) (0.020) (0.267) (0.533) (0.033)  (0.065) (0.586) (0.981) (0.303) (0.066) (0.159)

XUSIN  -0.011% 0.082%  0.269% -0.047% -0.017% 0.287% 0.420% -0.130% 0.001% -0.026% 0.241% -0.023%
(0.647) (0.351)  (0.027) (0.699) (0.650) (0.072)  (0.059) (0.558) (0.982) (0.788) (0.068) (0.863)

XUHIZ -0.011% 0.061% 0.262% 0.020% -0.014% 0.219% 0.282% -0.044% -0.001% -0.028% 0.283%  0.050%
(0.656) (0.507) (0.039) (0.876) (0.729) (0.190) (0.227) (0.849) (0.968) (0.780) (0.042) (0.720)

XUTEK -0.014% -0.017% 0.513% 0.146% -0.002% 0.169% 0.531% -0.117% -0.028% -0.090% 0.628%  0.293%
(0.644) (0.878)  (0.001) (0.355) (0.965) (0.380) (0.047) (0.662) (0.507) (0.524) (0.001) (0.136)

USDTRY 0.010% -0.076% -0.196% 0.041% 0.002% -0.030% -0.250% 0.091% 0.020% -0.122% -0.229% 0.014%
(0.518)  (0.173)  (0.012) (0.596) (0.935) (0.754) (0.059) (0.493) (0.346) (0.089) (0.021) (0.887)
This table reports the coefficient estimates and the p-values from ordinary least squares regressions of the returns on the test
assets on election window dummies (D,, D,, and D,), which capture trading days that fall between event days t-20 and t-1, event
days t+1 and t+10, and event days t+11 and t+20, respectively, over the full sample period between 1/1/2001 and 31/12/2020
(left panel), over the early period between 1/1/2001 and 31/12/2010 (middle panel), and the late period between 1/1/2011 and

31/12/2020 (right panel). Bold indicates significance with 90% confidence.

The results in Table 6 indicate significant abnormal returns over a ten-day post-election period for all
indices, with coefficients implying a mean daily abnormal return of 0.32% for XU030 (0.43% in the
early sample and 0.31% in the late sample), 0.44% for XYUZO (0.68% in the early sample and 0.34%
in the late sample), 0.29% for XTUMY (0.45% in the early sample and 0.25% in the late sample),
0.39% for XUMAL (0.56% in the early sample and 0.35% in the late sample), 0.27% for XUSIN
(0.42% in the early sample and 0.24% in the late sample), 0.26% for XUHIZ (0.28% in both the early
and late samples), 0.51% for XUTEK (0.53% in the early sample and 0.63% in and late sample), and
-0.20% for USDTRY (0.25% versus 0.23% in the early and late samples).

These regressions also point to a statistically significant mean daily abnormal return of 0.18% on
XU030 and 0.25% on XUMAL in the pre-election window between days t-20 and t-1 over the full
sample. The subperiod tests, however, suggest that a pre-election pattern does not exist around
elections that occurred in the latter half of our sample: the coefficient estimates for the early subperiod
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indicate a significant mean daily abnormal return of 0.37% for XU030, 0.33% for XYUZO, 0.32% for
XTUMY, 0.47% for XUMAL, and 0.29% for XUSIN. Last, our regressions yield no evidence of any
over or underperformance for the window between trading days t+11 and t+20, with predominantly
negative but statistically insignificant coefficients in both subperiods.

Table 7: Regressions of Returns on Election Period and Calendar Pattern Dummies and Past Returns

=T¢ = a+byDyy +byDye + bsDs + ¢ Dyay, + €Dy + €3Drow + CuDyon + CsDpri + CoTeo + T 1° + &

Int b, b b, c, c c c, c c, c R?
XU030  -0.060% 0.185% 0.312% -0.097% 0.019% 0.033% 0.147% -0.058% 0.069%  0.007 -0.001 0.329%
(0.215)  (0.094) (0.042) (0.528) (0.732) (0.817) (0.037) (0.413) (0.329) (0.643) (0.984)
XYUZO -0.101% 0.119% 0.396% -0.053% 0.078% 0.026% 0.146% -0.030% 0.063%  0.043  0.194 1.098%
(0.008) (0.173) (0.001) (0.665) (0.084) (0.817) (0.009) (0.591) (0.266) (0.004) (0.001)
XTUMY -0.085% 0.077% 0.270% -0.017% 0.064% 0.073% 0.103% -0.008% 0.060%  0.029  0.181 0.774%
(0.002) (0.310) (0.010) (0.871) (0.095) (0.527) (0.028) (0.050) (0.066) (0.002) (0.000)
XUMAL -0.070% 0.256% 0.372% -0.182% 0.037% 0.007% 0.157% -0.076% 0.065%  0.008  0.044 0.410%
(0.191) (0.036) (0.029) (0.284) (0.551) (0.964) (0.043) (0.335) (0.407) (0.611) (0.507)
XUSIN  -0.070% 0.086% 0.249% -0.041% 0.039% 0.051% 0.127% -0.008% 0.038%  0.041  0.095 0.530%
0.066) (0.328) (0.041) (0.737) (0.385) (0.647) (0.023) (0.881) (0.503) (0.007) (0.131)
XUHIZ -0.068% 0.066% 0.265% 0.040% 0.030% 0.035% 0.130% -0.054% 0.152% -0.007 -0.076 0.467%
(0.090) (0.470) (0.038) (0.751) (0.523) (0.764) (0.026) (0.357) (0.010) (0.648) (0.278)
XUTEK -0.145% 0.000% 0.482% 0.127% 0.104% -0.029% 0.151% 0.075% 0.142%  0.031  0.117 0.739%
(0.003) (0.999) (0.002) (0.420) (0.075) (0.841) (0.038) (0.302) (0.052) (0.038) (0.054)
USDTRY  0.004% -0.080% -0.188% 0.051% -0.029% 0.037% -0.055% 0.091% 0.033% -0.038  0.146 0.423%
(0.859) (0.156) (0.016) (0.513) (0.313) (0.612) (0.124) (0.012) (0.364) (0.011) (0.030)
This table reports the coefficient estimates and the p-values from a standard t-test for ordinary least squares regressions of daily
returns on the test assets on the election window dummies (D, D, and D,) described in Table 5 and control dummies for the
Halloween effect (D, ), the turn-of-the-year effect (D, ), the turn of-the-month effect (D, ), and day-of-the- week dummies
(D,,, and D, ), in addition to the lagged daily own return (r,,) and the 20-day moving average of own return =) for each
test asset. Bold figures indicate significance with 90% confidence.

As a final step, we re-run the full sample regressions on the event period dummies after controlling
for stylized calendar patterns and past returns on the indices under analysis. The calendar patterns
we control for in these tests include the Halloween effect (Bouman and Jacobsen (2002), higher mean
returns from November through April), the turn-of-the-year effect (Keim (1983) and Roll (1983),
higher mean returns on the last trading day of each year and the first ten trading days of the next
year), the turn-of-the-month effect (Ariel (1987), higher mean returns on the last trading day of each
month and the first three trading days of the next month), and the end-of-the-week effect (Keim and
Stambaugh (1984), mean returns lower on Monday and higher on Friday).

The results reported in Table 7 indicate the presence of (i) a weakly significant Halloween effect
in XYUZO, XTUMY, and XUTEK; (ii) a strongly significant turn-of-the-month effect in all stock
indices; (iii) insignificant end-of-the-year effect in all assets; (iv) a weak Friday effect in XTUMY
and a strong Friday effect in XUHIZ and XUTEK, and (v) economically negligible short — or long-
run continuations in XYUZO, XTUMY, XUSIN, and XUTEK returns. The full sample estimates on
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our event period dummies suggest that the significant pre — and post-election abnormal returns
reported in Table 6 for different subperiods remain largely unscathed when these dummies are
included together with controls for stylized calendar patterns and lagged daily and monthly returns.

5. Conclusion

This paper reports significant positive abnormal returns on a set of benchmark and sectoral indices
of BIST stocks and a negative abnormal return on the USDTRY rate around political elections
held in Turkey over 2001-2020. Our findings suggest that the bulk of the abnormal returns occurs
over a ten-day post-election period amid heightened volatility roughly one-and-a-half to two-fold
greater than the pre-election average. There also is an abnormal upward drift in large to medium
cap stocks and financial and industrial stocks and an abnormal downward drift in USDTRY over
the pre-election window. The abnormal post-election period performance is greater for financial
and technology stocks than for industrial and service stocks, and for large-cap stocks than for small-
cap stocks, consistent across subsamples, and robust to controlling for calendar patterns and serial
dependencies in returns. The pre-election drift is specific to the early half of our sample.

The results of our analysis suggest that investors can trade around pre-scheduled election dates to
earn abnormal returns, which appears inconsistent with the classical interpretations of the efficient
market theorem. It should be recognized, however, that the abnormal returns in the standard event
study method are based on the mean of estimation period returns, which would likely not capture the
premium investors demand for the political and economic risks brought about by a possible adverse
election outcome. To this end, a more appropriate angle from which our findings can be viewed is
the uncertain information hypothesis of Brown et al (1988), which holds that a market comprised
of risk-averse investors would set the prices of risky assets materially lower than their conditional
expected values in advance of significant uncertain information events, leading to a positive post-
event drift fueled by the resolution of uncertainty.

Taken together, our analysis adds to the existing literature (a) by taking a broader perspective on
the subject matter by studying a richer set of test assets over an up-to-date sample period; (b) by
offering a more complete treatment by jointly examining the return and volatility patterns around
political elections; and (c) by quantifying the aggregate behavior of Borsa Istanbul index returns
around election dates. Our results may prove valuable for researchers interested in the impact of
political risk on stock market returns and on the risk-return tradeoff in emerging economies, and
for practitioners who follow trading strategies based on major information events such as elections.
They may also help policymakers and market regulators in institutionalizing strategies and circuit
breakers that would protect individual investors against increased volatility over election periods.

Future research may incorporate ex-ante uncertainty of the outcome of the election as an additional
conditioning variable to see whether the effect herein reported is more pronounced around political
elections with less predictable outcomes. The most important limitation of the current study is its
small sample size. Future work may benefit from extending the set of political risk events studied
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to include periods of government in-fighting, reduced public approval, or lack of confidence in the
incumbent government’s longevity and periods of turmoil including economic crises or wars. An
individual stock-level analysis of the relationship between the political connectedness of a firm’s
executives and the election period abnormal returns of its stock may also yield interesting results.
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Abstract

This study explores the effect of managers’ risk-taking propensity on individual readiness for change and
the mediating effect of persistence in this relationship. In the research, the survey method was preferred
in order to discover the causal relationships. This study is cross-sectional and follows an explanatory
research design using 323 managers in Turkiye. SPSS program was used in the analysis and the mediation
relationship was examined with the Hayes process macro. It has been proven that persistence plays a
mediating role in the effect of managers’ risk-taking propensity on individual change readiness. According
to the resource conservation theory, managers take an attitude to prevent resource loss. Addressing the
risk-taking propensity and readiness for change in terms of managers can provide important results in
terms of determining the effect of persistence. This research reveals this relationship from the perspective
of Turkiye.

Keywords Managers’ risk-taking propensity (MRTP), individual readiness for change (IRC), persistence.
JEL Code: M10, M19

Oz
Bu ¢alisma, yoneticilerin risk alma egilimlerinin bireysel degisime hazir olma tizerindeki etkisini ve bu
iligkide 1srarin aracilik roliinti agiklamaktadir. Arastirmada nedensel iliskileri ortaya ¢ikarmak icin anket
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yontemi tercih edilmistir. Bu aragtirma kesitseldir ve Tiirkiyedeki 323 yoneticiyi kullanan agiklayici bir
arastirma tasarimini izlemektedir. Analizlerde SPSS programi kullanildi ve aracilik iliskisi Hayes makrosu
ile incelendi. Yoneticilerin risk alma egilimlerinin bireysel degisime hazir olma tizerinde 1srarin aracilik
rolii tespit edilmistir. Kaynaklar1 koruma teorisine gore, yoneticiler kaynak kaybini énlemek tizere tutum
takinirlar. Israrin, yoneticilerin risk alma egilimleri ve degisime hazir olmalar: iizerindeki etkisi 6nemli
¢ikarimlar saglar. Bu arastirma so6z konusu iligkileri Tiirkiye kapsamindan agiga ¢ikarir.

Anahtar Kelimeler: Yoneticilerin risk alma egilimleri, bireysel degisime hazir olma, 1srar.

Jel Siniflandirmasi: M10, M19

1. Introduction

Organizations operate in constantly changing, unpredictable and high-risk environments. Sometimes
managers need to take risky decisions in order to identify and realize the opportunities offered by the
environment. Such decision stages can be encountered at any stage of (i.e. startup, development and
continuation processes) an organisation. While some managers tend to make such high-risk decisions,
others are completely risk-averse. This tendency of managers can be effective on their readiness
for the changes required by the organisation. Change may be the necessity of many innovative and
creative processes. The readiness of the manager for this change, as well as organizational change,
can be as important as the change itself. Because it is the managers who initiate and direct the
change process. At this point, revealing this relationship will be important in terms of understanding
organizational processes. Here, the importance of another concept emerges. Persistence is of great
importance in terms of managers” adapting to the process, in the face of difficult and new situations
and being able to recover and continue even in the most difficult conditions (Howard & Crayne,
2019; Giilbahar et al., 2023).

In the literature, there are few studies on the concept of persistence in organisational settings
(Adomako et al., 2016; Howard & Crayne, 2019; Caliendo et al., 2020; Zhang, 2020; Giilbahar et al.,
2023). In their studies in Germany, Caliendo et al. (2020) identified the main approaches applied to
measure the concept of persistence in the literature and presented two indicators: survival and hybrid
persistence. They also compared the different predictors of persistence and revealed individual-level
and business-related characteristics. They further argued that the determinants of persistence differ
between individuals who are previously unemployed or have a regular job. Zhang (2020) in his work,
revealed the direct effect of managerial work orientation on persistence and success and researched
the intermediary effect of persistence between managerial work orientation and organisational
success. He found that the value managers create for their businesses reflects the individual’s implicit
motivation (directly affects the persistence behaviour), and this motivation has a direct and indirect
effect on the success of organisation. Howard & Crayne (2019) developed a scale for persistence
by presenting persistence as a multidimensional structure consisting of three factors (persistence
despite difficulty, persistence despite fear and inappropriate persistence).

Due to the scarcity of studies on the concept of persistence in the organizational field, the concept has
not been revealed in all its aspects. This situation has led to the need for new conceptual and practical
studies by revealing other aspects of the concept and its relations with variables in organizational
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settings. In this respect, this study unlike previous studies, aims to reveal the impact of MRTP on

managers’ readiness for change and the mediating role of persistence in this relationship.

In Organized Industrial Zones (OIZs) transactions take place very quickly and decisions are very
critical. Therefore, it is very important for managers, especially for those operating in OIZs to evaluate
resources and use them for organizational success. It has been stated that the potential resource loss
is an important factor affecting persistence on managers (Holland & Shepherd, 2013). Therefore,
loss of resources is an important stress factor for managers. Conservation of Resource Theory (COR)

theory describes how individuals deal with potential resource loss situations.

This article aims to reveal the impact of MRTP on managers’ readiness for change when managers
face potential and real loss of resources. It tries to explain the persistence behaviour of managers,
who predict the possibility of possible loss of resources in case of risk, based on COR Theory. Based
on this, while revealing these relations, the hypotheses of the research will be explained within the
framework of COR Theory.

2. Conceptual Review

2.1. Managers’ Risk-taking Propensity

Risk taking is “a readiness to tolerate uncertainty while confronting difficult situations with no obvious
solutions” (Neves & Eisenberger, 2014: 187). That means the individual must dare to take risks and
face obstacles because of their actions. In case of failure, he/she does not give reasons for the obstacles
or difficulties encountered. In high-risk working conditions, risk-taking propensity emerges as a very
important personality trait (Luc et al., 2021: 75). Risk-taking propensity arises from the personality
traits of individuals (Lee, 2014: 53). Therefore, it is a predispositional variable and not a situational
one (Plax & Rosenfield, 1976: 413).

There are individual differences in methods of coping with risk (Lion et al., 2002). Theoretical
and empirical evidence shows that individuals differ in terms of their tendency to exhibit risk-
taking behaviour (Lee, 2014: 53). Therefore, individual risk perception has become important in
organisational life. Many personality traits such as achievement motivation (Atkinson, 1957) and
sensation seeking (Zuckerman, 1979) have developed from the tendency to take risks or avoid
(Meertens & Lion, 2008: 1506).

The risk-taking characteristic reflects the nature of the managers. Early definitions of managerial
characteristics and functions focused on risk-taking tendencies and related behaviours (Schumpeter,
1934). Thus, managers are generalized as people who make profits by taking risks (Palmer, 1971).
Nevertheless, later some studies have shown that there are different results in this regard and
managers can either take or avoid risks (Hull et al., 1980; Begley & Boyd, 1987) and some shows no
difference in risk taking when managers were compared (Chew & Koh 1993; Tan & Tay, 1994).
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2.2. Individual Readiness for Change

In the organizational context, the IRC is defined as “the degree to which individuals are ready to
participate in new, different or unusual organizational activities” (Huy, 1999). The main element of
change is people, and the process and success of change is related to the individual’s readiness for
change. Individual behaviours reveal the individual’s perception of change, and individuals’ readiness
to cope with change affects their mindset, emotions, and attention (Yulianingsih & Fachrunnisa,
2020: 272). Individuals’ beliefs have a strong effect on their readiness for change (Desplaces, 2005).

The concept of change readiness entails beliefs, attitudes, thoughts, emotions and intentions. For this
reason, the focus is more on individuals (Novitskayan & Rajput, 2013:17). While the factors affecting
readiness for change are determined as external factors such as content, context, and process (Holt
et al., 2007), it has been stated that personality traits also affect this process (Oreg, 2007). Based on
these studies, Holt & Vardman (2013: 16) revealed that readiness for change is affected by individual
and structural factors (conditions in which change occurs). This concept is defined as a three-
dimensional structure: emotional, cognitive and intentional readiness for change (Bouckenooghe et
al., 2009).

Emotional readiness for change refers to the individual’s emotional processes and reactions to change.
Cognitive readiness for change refers to how the individual perceives the change process and their
beliefs, thoughts and judgments about it. Finally, intentional readiness to change refers to the state
of readiness related to the extent to which an individual is willing to contribute their energy to the
change process (Oreg, 2003).

Readiness for change is the initial stage of organizational change implementation and is considered
an important factor determining success (Armenakis et al., 1993). Especially its relationship with
the success of change management reveals this practice as an indispensable element of the change
process (Todnem, 2007).

When it comes to organizational change, preparation is something that should be in the minds of
organizational members. It includes beliefs, attitudes and intentions towards realizing organizational
change (Armenakis & Fredenberger, 1997: 144). The presence or absence of this situation reveals
resistance or support for change (Holt et al., 2007). This state of readiness is a reflection of
organizational capacity for change (Zhou et al., 2005). Organizational change requires preparation
in 3 stages. The first of these is the individual’s self-confidence and readiness for change, the second
is the perception of organizational change preparation, and lastly, the organization’s preparation
capacity to achieve change.

The first of these stages, individual readiness, is the most important step in the whole of change.
Organizational change takes place with a large amount of individual behaviour and it takes place with
the understanding and action of this strategy from managers to employees (George & Jones, 2001:
420). In particular, the perception of the managers who will guide the change will be determinant
on the perception and behaviour of the group they will lead and manage. For this reason, like
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all organizational activities, the success of the change is directly related to the belief, perception
and readiness of the managers in this regard. From this point of view, the individual readiness of

managers is important.

2.3. Persistence

The concept of persistence has attracted a lot of attention in recent studies on the positive psychology
of managers. Howard & Crayne (2019) have done extensive studies on the concept of persistence.
Persistence is “the tendency to endure difficulties in order to achieve goals or maintain a course of
action” (Howard & Crayne, 2019: 77). Persistence is a behaviour that includes goal-oriented energy
in the managerial process, and this goal is the success of the organisation. For this reason, persistence
is an important feature for the success of the managers (Cardon & Kirk, 2015). Persistence is seen
as a prerequisite for capitalizing on the business potential of a particular venture and its chances of
success, rather than simply a firm willingness to start or maintain a business (Caliendo et al., 2020:
617). Persistence is the constantly renewed decision to undertake a pre-selected business venture
activity, despite competitive activities and the alternatives that arise along the way (Caliendo et al.,
2020: 641).

The concept of persistence has been associated with many positive behaviours in the literature. For
example, innovative behaviours (Giilbahar et al., 2023), psychological well-being (Howard & Crayne,
2019), mediates in the relationship between passion and career success (Al Issa, 2021), and mediates
in the relationship between work orientation and success (Zhang, 2020). Howard & Crayne (2019)

revealed that the concept of persistence is a 3-dimensional structure:

Persistence Despite Difficulty (PDD), every goal-directed move in the organisational process brings
with its risks and difficulties. Many managers want to act in these risky and challenging environments.
Sometimes success is achieved when you overcome all these difficulties and continue. PDD is “the
tendency to continue efforts towards goals despite perceived difficulties” (Giilbahar et al., 2023). For this

reason, it is a feature associated with the success of the organisation.

Persistence Despite Fear (PDF): Many managers fail to cope with the uncertain climate of uncertainty
and fear that the organisational process is headed, despite significant financial investment, effort,
and time. For managers who cannot fight their fears and cannot turn their fears into a motivation
tool for success, their initiatives end before they begin (Giilbahar, 2019: 74). PDF is “the tendency to
continue efforts towards goals despite the presence of a strong fear factor or condition that may hinder
goal-directed efforts or force individuals to withdraw” (Giilbahar et al., 2023).

Inappropriate Persistence (IP), on the other hand, is the persistence of an individual in spite of time
and financial expenditures where effort is unnecessary. Unlike the other two, this dimension is about
failure rather than success (Howard & Crayne, 2019: 79).
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2.4. Hypotheses Development

Managers’ Risk-taking Propensity

The business environment is dynamic (Akbar et al., 2017) and taking risks is an important part of
managerial life and readiness for change (March & Shapira, 1987). Zaltman et al. (1973) state that
risk taking is an integral part of the innovation process. Individuals consider the possibilities of
success and failure before making a decision (Kogan & Wallach, 1964). In important processes such
as change, the risk-taking propensity of managers is important in the decision to initiate and act on
change. In organisational life, risk is often undesirable and risk level is aimed to reduce and eliminate
(Chicken & Posner, 1998).

Some studies point out that risk taking differs across cultures (Cummings et al., 1971; Hopkins et
al., 1977). Slovic (1972) stated that risk-taking propensity differs from individual to individual and
differs according to different situations. Sitkin & Pablo (1992), examined individual characteristics,
organizational context and problem-related features in predicting risky behaviours, found that these
three variables directly affect individual risk behaviours, especially the individual’s decision-making
in risky situations. Risk-taking propensity is influenced by some factors such as individual value and
beliefs (Fischhoff et al., 1981), decision makers’ identity and experience of risk decision situations
(Kennedy, 1998), and situational or environmental factors (Slovic, 1972).

MRTP and IRC Relationship

Individuals with a positive psychological state and confidence actively participate in organizational
change and take risks without fear of negative consequences. Although every change process involves
failures as well as success (Tesluk et al., 1997), risk-takers tend to focus on a positive outcome rather
than failure and perceive risk as an opportunity (Neves & Eisenberger, 2014). Risk-preferring
individuals are more committed to new initiatives and processes, such as organizational change,
as they seek to seize and create opportunity. From this point of view, risk-taking behaviour can
be a precursor to individual readiness for change. Risk-taking behaviour encourages individuals’
commitment to organizational change by allowing them to take risks and reduce their fear of change
(Jung & Choi, 2020: 5). So the individual becomes ready for change.

According to COR individuals strive to keep certain resources at an optimal level, because these
resources are necessary both not to reduce the level of performance and to prevent potential losses.
COR theory asserts that individuals are motivated to protect (conserve) existing resources and
obtain (acquisition) new resources (Hobfoll, 1989; 2011). When individuals are faced with a stressful
situation, they give priority to resource reserves to prevent resource losses (Hobfoll, 2001; 2011).
Thus, they can still avoid stress in the face of stressful situations such as change (Hobfoll, 1989; 2001).
Therefore, in situations like risk taking, managers can still feel ready for change and should not feel
stressed. Therefore, a positive relationship between MRTP and IRC is expected.
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MRTP, IRC and Persistence Relationship

When the risk-taking tendencies of managers are explained according to two different risk situations,
namely chance-related and skill-related, risk is defined according to whether the decision maker has
control over the situation or results. Thus, when the individual has a perception of control over the
situation, he tends to take the risk (Camerer & Lovallo, 1999; Macko & Tyszka, 2009). Managers
often face risky situations when it comes to seizing opportunities and gain experience in risk taking.
Thus, they leave it to their skills, not chance, to manage the consequences of risk. This experience
of managers can have an impact on their readiness for change required by the organisation. Chen et
al. (1998) stated that managers attribute success in skill-dependent tasks to their skills and are more

likely to perform the planned task.

Persistence is a concept that likes risky environments. Success is not always presented on a silver
platter to the managers. Success is sometimes behind decisions to continue in difficult and fearful
conditions, at the border of burnout, and requires significant personal success. That is why persistence
is a must. Positive relationships were found between persistence and success and persistence and risk-
taking were found to mediate the passion success association (Al Issa, 2021). When organizational
readiness for change exists in the organizational environment, members initiate change, make efforts
to support change and exhibit greater persistence in the face of difficulties during implementation
(Bandura, 1997). Based on the discussions above, we hypothesize the following:

Hypothesis 1: Persistence mediates the relationship between MRTP and IRC.

3. Research Problem and Methodology

3.1. Research Problem

Persistence has taken its place as a concept that has just begun to be studied in the organizational
behaviour literature. For this reason, this study aimed to examine the concept of persistence in
the organizational environment and to reveal its relationship with other variables. In the research,
it is aimed to explore the mediating role of persistence in the effect of risk taking propensity of
managers on readiness for individual change. The research, which was designed in accordance with

the problems it aims to answer, was causally structured.

3.2. Research Methodology

This study investigated the relationship between MRTP and IRC in Turkish sample. The universe
of this research consists of the managers of the OIZs operating in Kayseri province. The reason why
Kayseri was determined as the research universe is that this city is known throughout the country with
its entrepreneurial identity and the commercial culture of the city dates back to the years before Christ.
Referring to the Upper Echelons Theory, Colombelli (2015) states that, demographic or psychological
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factors that affect the decisions of the individual are used to observe the upper management and senior

managers. Accordingly, upper managers are chosen as unit of analysis of this study.

3.2.1. Sample Size

The sample consists of senior managers in SMEs in Mimarsinan OIZ in Kayseri Turkiye. 310 SMEs
in total operate in Mimarsinan OIZ. An online survey was used to collect primary data. The entire
universe was reached and 356 answers returned. 323 valid data were obtained. It can be stated that
this figure has sufficient volume to perform validity and reliability analyses.

Participants were informed about the purpose of the research, and they were asked to support the
research on a voluntary basis by observing the privacy policy. The research consists of three sections
where each variable is represented and four sections in total including demographic information of
the participants. In addition, two validation questions were included in the questionnaire in order
to understand whether the answers were read honestly and to increase reliability. The answers of 33

people who gave wrong answers to the verification question were excluded from the analysis.

3.2.2. Research Instrument

Risk Propensity Scale (RPS): Meertens and Lions (2008) risk propensity scale (RPS) was used to
measure general risk propensity. The scale consists of 7 items. Meertens & Lion (2008) reported an
internal reliability coefficient measured by Cronbach’s o of 0.77.

IRC: A validated form of Bouckenooghe et al. (2009)’s readiness for change scale was used
(Bouckenooghe, 2010). The validated form consists of 3 dimensions and 9 items: [emotional
readiness for change (EMRE) (items 1-2-3), cognitive readiness for change (COGRE) (items 4-5-6),
and intentional readiness for change (INRE)] (items 7-8-9) (Rustema, 2012: 28). Their reliability was
reported to be 0.87, 0.67 and 0.87, respectively. Items 4-5-6 are reverse-scored.

Persistence scale (EP): The scale developed by Howard and Crayne (2019) was used. It has a
multidimensional construct with three dimensions [PDD: 1, 2, 3, 4 and 5 items (a = .83), PDF: 6, 7,
8,9 and 10 items (a = .93), and IP: 11, 12 and 13 items (a = .79)].

All scales were prepared as a 5-point Likert scale, and the participants were asked to answer the
judgments as “1=Strongly Disagree, 5=Strongly Agree”. In the survey form, there were seven
questions including demographic information of the participants, such as gender, age, marital status,

education, position, number of employees, and tenure in the organisation.

The suggestions of Brislin (1980) were taken into consideration in translating the scale from its
original language to Turkish. The scale was translated into Turkish by two field experts and two
English language experts. Then, all experts gave the final form to the scale as a result of the final

evaluations (Cha et al., 2007). After the pilot application, the final form of the scale was given.
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3.3. Analysis of Data

Before starting the analyses and testing the mediation effect, the reverse coded items of the MRTP
(MRTP1 - MRTP2 — MRTP3 — MRTP5) and IRC (IRC4 - IRC5 - IRC6) scales were corrected. In
order to evaluate the research data, the skewness and kurtosis values of the items were examined.
The skewness values of the items of the persistence scale [(.732); (0.003)], kurtosis values [(-1.341);
(-.451)]. The skewness of the scale items of the MRTP [(-.381); (-.107)] and kurtosis values are
between [(-1.361); (-1.095)]. Skewness [(-.383); (-.118)] and kurtosis values of IRC scale items are
between [(-1.348); (-1.098)]. Considering the criteria for these values, all expressions are in the
appropriate range of “+3” and the data exhibit a normal distribution (Tabachnick & Fidell, 2013;
Kline, 2015).

Descriptive analyses, correlation analyses, item and Cronbach Alpha analysis were performed using
the “SPSS 26.0”. Hayes process macro was used for mediation effect. The significance value used in
the analyses was accepted as 0.05.

Statistics of the participants (n=323) show that; 25.7% work in companies with 50-100, 37.2% in 100-
200, 23.5% in 200-300, 13.6% in more than 300 employees. 39.3% of the participants were women,
60.7% were men, 63.2% married, 36.8% single. Those aged 18-25 are represented by 10.8%, aged
26-35 with 31.3%, aged 36-45 with 31.3% and aged 46 and over with 26.7%. 19.2% high school
graduates, 25.4% associate degree, 32.2% undergraduate and 23.2% graduate. The rate of those with
1-3 years of duty in the relevant institution is 16.4%, between 4-6 years are 11.1%, between 7-9 years
are 14.6%, between 10-15 years are 20.1%, and 16 years or more are 37.8%.

The KMO value of the factor analysis persistence scale (.894), Bartlett’s test of Sphericity result (x2(78)=
2687.74; p<.001); KMO value of MRTP scale (.799), Bartlett’s test of Sphericity result (x2(21)= 1424.91;
p<.001) and individual change readiness scale’s KMO value (.859) and Bartlett’s test of Sphericity result
(x2 (36)=1809.94; p<.001) indicates the suitability of sample adequacy (Kalayci, 2018).

4. Findings

First, the reliability and validity of the structures were measured. For this purpose, internal
consistency reliability (Cronbach’s Alpha and Composite Reliability (CR) coefficients), convergent
validity (Factor loads and Average Variance Extracted (AVE) values) and discriminant validity

measurements were performed.

While the persistence scale originally had a three-factor structure, it was spread over a two-factor
structure. The eigenvalue of the first factor is 6.56, and the eigenvalue of the second construct is
1.82. Since the eigenvalue difference between the two factors was greater than three, the scale was
evaluated in a single-factor structure by considering the scree plot (Karaman, 2015).

As a result of the factor analysis, the factor load values of the items representing the persistence scale
were in the range of .61-.85, the MRTP scale is between .76-.92, and individual readiness for change
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scale is between.78-.89. As Secer (2013) suggested, the lowest value threshold for factor loadings was

accepted as .40. Respectively, the total variance rate explained by each scale is 50.530 for persistence,

53.550 for MRTP, and 52.983 for IRC.

Table 1: Factor Loads, a, CR, AVE Values of Scales

Structures Item Factor Load a-CR-AVE
P1 .79
P2 81
P3 .80
P4 78
P5 .70
P6 .80
f;)rsmtence p7 ) (.93)(CI§.>915¥)VE)(.60)
P8 81
P9 .61
P10 .72
P11 .82
P12 .85
P13 .78
MRTP 1 .86
MRTP 2 .84
Managers’ Risk Taking Propensity MRTP 3 89 (.85) - (.95) - (.74)
(MRTP) (CR>AVE)
MRTP 4 .86
MRTP 5 .76
MRTP 6 92
MRTP 7 .90
IRC1 .78
IRC2 .81
Individual Readiness for Change IRC3 80 ('88)( ééji,)v;:)(m)
(IRC) IRC 4 86
IRC5 .89
IRC6 .87
IRC7 .78
IRC8 .81
IRC9 .80

Note: CR= Composite Reliability, AVE= Average Variance Extracted
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As seen in Table 1, the reliability coefficient of the persistence scale was calculated as a= .93, the
MRTP was a= .85 and the individual change readiness scale was a= .88, thus the internal consistency
level was determined to be high (Nunnally, 1978; Meertens & Lion, 2008; Bouckenooghe, 2010;
Howard & Crayne, 2019). The total correlations of the scale items ranged between .36 - .74 for the
persistence scale, .59-.67 for the MRTP scale, and .54-.71 for the individual change readiness scale.

Considering these data, no item were removed (Biiyiikoztiirk, 2011).

It is seen that the combined reliability (CR>.70) and mean explained variance (AVE>.50) values of
the scales are in the expected range and meet the CR>AVE condition (Fornell & Larcker, 1981).

4.1. Descriptive Statistics and Correlation

The mean, standard deviation, correlation and reliability values of the variables were measured and
the results are presented in Table 2. Correlation values shows that there are positive relationships
between MRTP, persistence behaviour and IRC (r=.546, p<.01; r=.566, p<.01, respectively) and
between persistence behaviour and IRC (r=.449, p<.01).

Tablo 2: Mean, Standard Deviation and Correlation Values

Variable Mean SE 1 2 3
1. Managers’ Risk Taking Propensity 3.29 0.99

2. Persistence 2.82 L15 546"

3. Individual readiness for change 3.16 1.01 566" A449™ 1

Note: N=323; " p<.01; SE= Standard Error; r= Pearson Correlation

Mediation Model

Before the regression analysis to determine the mediator role, it was revealed that there is no
multicollinearity problem by checking the VIF (1.421) and tolerance values (.702). Achieving VIF
<10 and Tolerance >.10 values indicates that there is no multicollinearity problem (Hair et. al., 1998).

In order to determine the mediator role of persistence in the relationship between MRTP and IRC,
the bootstrap method with a sample size of 5000 was preferred in the regression analysis proposed

by Hayes. The analysis results of the mediation effect are presented in Table 3.

Table 3: Mediation Analysis Results

Direct Effect - ) Estimate (B) CI (%95) Outcome
MRTP a IRC 4666 [.3584; .5748] Significant
Indirect Effect @) Estimate ({}) CI (%95) Outcome
MRTPaPalRC 1112 [.0576; .1655] Significant
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Although it is seen that the values in the 95% confidence interval with the Process macro do not
contain zero [0] value, the significance of the indirect effect indicates the presence of the mediator
role of persistence (MacKinnon et al., 2004). Because of the significant indirect effect on the MRTP
> P > IRC path [B=.1112; CI (.0576; .1655)] and significant indirect effect on the MRTP-> IRC
[B=.4666; CI (.3584; .5748)], it can be stated that persistence plays a mediating role. This result
supports the H, hypothesis of the study.

5. Discussion and Conclusion

The assumption of this analysis was the fact that managers with a particular tendency to take risks
will be ready for change and their persistence will mediate this relationship. The results supported
this hypothesis and revealed that MRTP have a positive effect on their readiness for change.

It is stated that risk taking has a strong connection with innovation (Zaltman et al., 1973), it can be
influenced by culture (Cumming et al., 1971) and even varies from individual to individual (Slovic,
1972). Neves & Eisenberger (2014) state that risk taking should be considered as an effort to increase
resources, therefore it has a close relationship with individual readiness for change. As a result of the
research, it has been revealed that managers have the ability to manage stress without fear of change
in the example of Turkish culture.

Although the mediation relationship of persistence has not been investigated much, Al Issa (2021) stated
that persistence acts as a mediator in the passion-success relationship. Minniti and Bygrave (1999) state
that managers’ propensity to take risks can be explained by their socio-demographic characteristics. In
this research, it has been revealed that managers’ persistent personalities serve as a bridge between their
risk-taking propensity and their readiness for change, rather than their socio-demographic characteristics.

Empirical results of research generally agree with previous findings. The research was conducted
on SME managers in the sample of Turkiye during the COVID-19 pandemic process, and we found
that despite the entire crisis period conditions, the risk-taking propensity of managers have an
explanatory contribution to their readiness for change. While 99.8% of entrepreneurs in Turkiye
provide 74.2% employment in SMEs, they make great contributions to the country’s economy with
a 63.8% income share (Yalgin and Igcan, 2021). The benefits of SME entrepreneurs to the country’s
economy make them the subject of a separate study.

The findings also highlight the nature of the concept of persistence. As the persistence structure
expresses, persistence in a crisis environment full of challenging conditions had a positive effect on
the complex and stressful situations, such as MRC.

As a final note, although persistence seems to be associated with negative outcomes (Holland & Shepherd,
2013), this study revealed that it is a prerequisite for success. However, it must be taken into account that
success depends on how persistent managers respond to unpredictable environments and challenges, and
to information coming from that environment. Blind adherence and persistence to chosen strategies is a
waste of energy, resources and opportunities for success and an investment in failure.
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In times of equal organizational or environmental conditions, intense competition or chaotic
environments, the persistent attitude further strengthens the positive effect of MRTP on their

readiness for individual change.

5.1. Limitations and Future Recommendations

As in all studies, this study also has some limitations. First, “a sample of convenience”, which limited
the generalization of the study. Our research is based on data taken from a sample at a certain time
interval. Second, the use of Google forms to collect data is another limitation of the study. The forms
were directed to the SME managers who were interviewed before. The sample was limited to SME
top managers and large-scale business managers could not be surveyed. In addition, very large
groups could not be reached due to the study time coinciding with the period of the COVID-19
outbreak. Therefore, the sample of the current study was small and future studies can be done on a
larger sample. Third, the results of this study are based on data collected from the Turkiye sample.
Data are valid and useful for Turkiye due to institutional differences (Bruton et al., 2010). In order to
reach more general data, it can be suggested that the study should be studied in different countries,

cultures and in institutional and economic conditions.

Fourth, this study only focuses on risk taking propensity and designed to understand individual
readiness for change. Therefore, the study does not account for contextual or institutional influences.
Future studies can combine MRTP with other factors such as organisational outputs (i.e.: innovation,
task or contextual performance), or personality traits.
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Abstract

It is known that unfair practices and behaviors in organizations develop a climate of silence. However, the
question of which psychological or cognitive processes play a role in this relationship still seems to need to
be answered. Therefore, understanding how the relationship between interactional injustice and defensive
silence is shaped is the main purpose of this study. For this purpose, the mediating role of self-esteem and
conflict perceptions of employees in the relationship between interactional justice and defensive silence,
and the moderating role of employees’ sensitivity to justice were investigated. According to the results of
the research conducted on 1037 employees working in various sectors such as banking, finance, insurance,
automotive and informatics in Ankara, interactional injustice strengthens the relationship conflict
perception of employees and silences them. In addition, the effect of interactional injustice on employees’
self-esteem and on relationship conflict perception varies according to the level of equity sensitivity of
employees. The results are discussed in terms of theoretical contributions and relevant literature.
Keywords: Interactional justice, defensive silence, self-esteem, relationship conflict perception, equity
sensitivity.

JEL Classification: M10, M12

Extended Summary

In general, employees’ silence or their hiding information behaviors leads to many negative
consequences, such as weakening organizational decision-making processes and reducing the
effectiveness of the organizational change process (Morrison & Milliken, 2000; Milliken, Morrison
& Hewlin, 2003). Therefore, creating an organizational context that strengthens the silence tendency
of employees by not tolerating criticism or dissent ultimately turns into a harmful factor for
organizations themselves. Particularly when the issue is considered in terms of defensive silence,
which isa type of silence, the harm of organizations may become even more serious. Because defensive
silence is not saying something that employees consciously know (Pinder & Harlos, 2001). In this
type of silence, the employee is aware of the alternatives to the situation however, she/he thinks that
hiding her knowledge, opinions or thoughts is the best strategy for her (Van Dyne, Ang & Botero,
2003). This is intentional behavior and the silence of employees who are knowledgeable about the
situation and therefore have the capacity to help resolve or manage it. For this reason, it is important
to understand and explain the causes and processes behind the defensive silence behavior. Most
studies on the dynamics that create employee silence generally refer to employee fears (Morrison
& Milliken, 2000; Milliken, Morrison & Hewlin, 2003; Van Dyne, Ang & Botero, 2003). In other
words, employees remain silent because speaking up will lead to negative individual consequences.
Injustice is considered one of the most important antecedents of silence behavior (Pinder & Harlos,
2001). Because, injustice means the risk of undeserved treatment for employees, uncertainty, or
a situation that threatens their existence in the workplace (Harlos & Pinder, 2000). Although this
relationship between injustice and silence is confirmed by both national and international research
results (Tangirala & Ramanujam, 2008; Whiteside & Barclay, 2013; Naktiyok, Kizil & Timuroglu,
2015; Unlii, Hamedoglu & Yaman, 2015; Sayilar, Yiiriir & Yeloglu, 2016), how this relationship is
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formed is still not clear. It is important to reveal why and how injustice silences employees, and which
psychological or cognitive mechanisms play a role in the relationship between these two. For these
reasons, the main purpose of this study is to understand whether injustice causes silence through
reducing the self-esteem or by strengthening the relationship conflict perception of individuals. In
addition, how equity sensitivity of employees shapes this process is another problematic of this study.

In line with the purpose of the research, a quantitative research was conducted and data were collected
from 1037 employees by convenience sampling method. According to the first result, interaction
injustice directly and positively affects defensive silence. In other words, employees who perceive their
managers as unfair express that they consciously keep silent instead of expressing their opinions and
thoughts. In addition to this expected direct effect, as stated before, the main question in this study
was ‘how’ this effect emerges. Did the employees who experienced injustice remain silent because
it made them feel worthless or because they may not risk conflict with their colleagues? The results
of this study showed us the latter is true. In other words, interactional injustice leads to employee
silence not by reducing the self-esteem of employees, but by strengthening their relationship conflict
perception of individuals. This result may provide an interesting explanation for how the injustice-
silence relationship is shaped. It can be said that interactional injustice leads to employee silence
with social concerns, not individual. This result also supports the Conservation of Resources Theory
(Hobfoll, 1989), which assumes a peaceful working environment with colleagues as a resource that
individuals do not want to lose. Speaking up in an injustice-related conflict environment increases
the risk of conflict with their colleagues, and this forces them to remain silent in order to protect their
resources. In addition, in Turkey, which shows collectivist cultural characteristics country, it can be
considered natural that the effect of injustice on silence is for social, rather than individual reasons.

Another finding of the current study is that equity sensitivities of employees have a moderating effect
on the effect of interactional injustice on self-esteem. Accordingly, the self-esteem of individuals with
high equity sensitivity is less affected by interactional injustice. Equity sensitives are those who feel
stressful when they are either overrewarded or underrewarded. They want their own input-output
ratio to be equal to the input-output ratio of the other person in accordance with the norms of Equity
Theory and they spend more efforts to restore justice (Huseman, Hatfield & Miles, 1985; 1987). From
this point of view, it can be thought that equity sensitives may correct the situation of injustice before
harming themselves (i.e. their self-esteem) or at least reduce its negative effects because they make
an effort.

Another finding regarding the moderation effect of equity sensitivity was significant. Accordingly, as
the equity sensitivity level of employees increases, the effect of interactional injustice on interpersonal
conflict perception increases. In other words, equity sensitives are more affected by interactional
injustice and perceive more conflict with their co-workers. Because equity sensitives are more affected
from injustice related stress and conflict (Fox, Spector & Miles, 2001; Reb et al., 2004; Lim, 2020). As
aresult, the confirmation of the moderation effect of equity sensitivity in both relationships supports
Huseman, Hatfield & Miles’s (1987) approach that extend the Equity Theory, as well as prior research
results (O’Neill & Mone, 1998; Kickul & Lester, 2001; Shore, Sy & Strauss, 2006; Han, Sears & Zhang,
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2018). This can be seen as new evidence that organizational justice is a subjective phenomenon that
differs from individual to individual in terms of both its perception and results. This finding also has
implications for the leader-member exchange approach and it draws attention to the importance of
individual characteristics such as equity sensitive or insensitivity in shaping the relationship between
the supervisor and subordinates.

One of the limitations of this research may be that we regarded only self-liking dimension of self-
esteem. Perhaps speaking up or remaining silent at work rather than in a person’s private life is more
related to the self-efficacy dimension of self-esteem (Tafarodi & Swann, 1995; 2001), which means
that the individual sees herself as capable and effective. Therefore, it is recommended that this should
be taken into account in future research on this subject.

1. Giris

Genel olarak elestiri ve muhalefete tolerans gostermeyen orgiitlerde ¢aliganlar, baglarina bir sey
gelecegi korkusuyla ya da fikirlerine deger verilmedigi diisiincesiyle konusmaktan ya da iistlerine
bilgi vermekten kaginmaktadirlar (Roberts & O’Reilly, 1974; Morrison & Milliken, 2000; Milliken,
Morrison & Hewlin, 2003). Oysaki ¢alisanlarin karar verme siire¢lerine katilmalar1 ve orgiitsel
meselelerle ilgili goriislerini acgik¢a ifade etmeleri Orgiitsel agidan pek ¢ok avantaj yaratirken
(Spencer, 1986; Wilson & Peel, 1991; Dutton & Ashford, 1993; Morrison & Milliken, 2000; Liang,
Farh, & Farh, 2012; Charles, Francis & Zirra, 2021) konusmaktan kaginmalar veya bilgi saklamalar:
ise orgiitsel karar alma stireglerini zayiflatmak ve Orgiitsel degisim siirecinin etkinligini azaltmak
gibi (Morrison & Milliken, 2000; Milliken, Morrison & Hewlin, 2003) pek ¢ok olumsuz sonuca yol
agmaktadir. Dolayisiyla da elestiri ya da muhalefete tolerans gostermeyerek ¢alisanlarin sessizlik
egilimini giiclendiren bir 6rgiitsel baglam yaratmak, en nihayetinde orgiitlerin kendisi i¢in zararli
birer etkene doniigmektedir. Ozellikle de konu, bir sessizlik tiirii olan savunmaci sessizlik agisindan
ele alindiginda, orgiitlerin bu isten zararli ¢tkmasi durumu daha da vahim hale gelebilir. Zira
savunmact sessizlik ¢alisanlarin bilingli olarak bildigi bir seyi séylememesidir (Pinder & Harlos,
2001). Yani bu sessizlik tiiriinde ¢aligan, durumun alternatiflerinin farkindadir ancak bilgisini, goriis
ya da diistincelerini saklamanin kendisi i¢in en iyi strateji oldugunu diisinmektedir (Van Dyne, Ang
& Botero, 2003). Bu kasitl bir sessizliktir ve durum hakkinda bilgi sahibi olan, dolayisiyla da ¢6ziimii
ya da yonetilmesine yardim edebilme kapasitesine sahip olan ¢alisanlarin sessiz kalmasidir. Bu
nedenle de 6zellikle savunmact sessizlik davraniginin arka planinda yatan nedenlerin ve siireglerin
anlagilmasi 6nemlidir.

Calisan sessizligini yaratan dinamiklerin neler oldugu ile ilgili yapilan ¢alismalar, genellikle
calisanlarin korkularina atif yapmaktadir (Morrison & Milliken, 2000; Milliken, Morrison &
Hewlin, 2003; Van Dyne, Ang & Botero, 2003). Yani ¢alisanlar, konustuklar: taktirde baglarina
kot seylerin geleceginden korktuklar: igin sessiz kalmaktadirlar. Bu nedenledir ki adaletsizlik,
sessizlik davraniginin en 6nemli nedenlerinden biri sayilmaktadir (Pinder & Harlos, 2001). Ciinki
isyerlerindeki adaletsizlik ¢aliganlar icin, hak etmedigi bir muameleyle karsilasma riski, belirsizlik
ya da varligin1 tehdit eden bir durum demektir (Harlos & Pinder, 2000) ve gerek yoneticiye gerekse
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orgiite kars: glivensizlik yaratir (Konovsky & Pugh, 1994; Aryee & Chen, 2004; Cohen-Charash &
Spector, 2001; Colquitt vd., 2001).

Adaletsizlik ve sessizlik arasindaki iligki, hem ulusal hem de uluslararasi aragtirmalarla dogrulanmakla
birlikte (Tangirala & Ramanujam, 2008; Whiteside & Barclay, 2013; Naktiyok, Kizil & Timuroglu,
2015; Unlii, Hamedoglu & Yaman, 2015; Sayilar, Yiiriir & Yeloglu, 2016), bu iliskinin nasil sekillendigi
hala net degildir. Adaletsizligin ¢alisanlari neden ve nasil sessizlestirdigi, bu ikisi arasindaki iligkide
hangi psikolojik ya da bilissel mekanizmalarin rol oynadiginin ortaya ¢ikarilmasi 6nemlidir. Yani
orgiitiinti ya da yoneticisini adaletsiz algilayan ¢aligan hangi duygu, alg: ya da distincelerle sessiz
kalmaktadir?

Konuyla ilgili daha 6nce yapilan arastirmalarda yoneticiye ve orgiite giiven (Tulubas & Celep, 2012;
Yiiriir & Nart, 2016; Kara & Begenirbas, 2021) ile sosyal baltalamanin (Zahed, 2015) adaletsizlik ve
sessizlik ya da calisan sesi agisindan benzer kavram olarak ihbar niyeti arasindaki iligkiyi etkiledigi
ifade edilmektedir. Bunun yani sira adaletsizlik ve sessizlik arasindaki sebep sonug iliskisi bireylerin
psikolojik ihtiyaclar1 ya da bireysel bazi 6zellikleriyle de agiklanabilir. Ciinkii 6rgiitsel adaletin
bireylerde ait olma, benlik saygisi, gurur ve sayginlik gibi ihtiyaglar1 karsiladig ya da adaletsizligin
de tersine bu psikolojik durumlara zarar verdigi ifade edilmektedir (Tyler & Blader, 2003; Blader &
Tyler, 2005; Cropanzano vd., 2001; Rupp, 2011). Bu durumda adaletsizlik sessizlik arasindaki sebep-
sonug iliskisinin, bireyin psikolojik siiregleri ve ozellikleri agisindan incelenmesine gereksinim
duyulmaktadir.

Bunedenle debu¢alismadaadaletsizlik ve sessizlik iligkisinin nasil sekillendigi incelenmis ve bireylerin
benlik saygisi, bireylerarasi catigma algisi ve adalete kars1 duyarlilik diizeylerinin bu iliskideki rolii
sorgulanmistir. Adaletsizligin, bireylerin benlik saygisini azaltarak mi, yoksa bireylerarasi gatigma
algisini giliclendirerek mi sessizlige neden oldugu ve bireysel bir 6zellik olarak adalete kars1 duyarlilik
diizeylerinin bu siireci nasil sekillendirdigi incelenmistir. Boylelikle orgiitsel adalet ve ¢alisan
sessizligi arasindaki iliskinin nasil olustuguna dair yeni kanitlar elde edilmis olurken, ayn1 zamanda
da yonetici ve ast1 arasindaki iligkilerdeki psikolojik siiregleri ve sonuglar1 agiklamaya ¢alisan
(Settoon, Bennett & Liden, 1996; Wayne, Shore & Liden, 1997) lider-iiye miibadelesi yaklasimina da
151k tutulmusg olacaktir.

2. Literatiir Taramasi
2.1. Calisan Sessizligi ve Etkilesim Adaleti fligkisi

Sessizlik kavrami Morrison & Milliken (2000) tarafindan kolektif bir olgu olarak ele alinarak,
calisanlarin sessiz kalmalar1 bazi 6rgiitsel ve yonetsel problemlerin sonucunda ortaya ¢ikan sistematik
sessizlik kiltliriine dayandirilmaktadir. Buna kargilik Pinder & Harlos (2001), kavrami daha ¢ok
kisisel boyutta ele alarak, ¢alisanlarin orgiitle ilgili ger¢ek goriislerini, durumu diizeltebileceklerine
inandiklar1 kigilere soylememeleri seklinde tanimlamaktadir. Sessizligi kavramsallagtirma
diizeylerindeki farkliliga ragmen her iki yaklasimin da odaklandig1 konu, ¢alisanlarin neden sessiz
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kaldiklaridir ve Pinder & Harlos (2001) orgiitsel adaletsizligi sessizligin en 6nemli nedenlerinden
biri olarak gostermektedir.

Calisanlarin 6rgiitlerinde kendilerine adil davranilip davranilmadigy ile ilgili algisi olarak tanimlanan
orgiitsel adaletin (Folger & Cropanzano, 1998), ozellikle etkilesim adaleti boyutunun sessizlik
davranigini agiklamada 6ne ¢ikmasi beklenmektedir. Ciinkii ¢alisanlarin konusma ya da konugmama
kararlarinda yoneticilerinin tutum ve davraniglarinin 6nemli bir belirleyici oldugu, uzun zamandir
farkli cografyalarda yirttiilen pek ¢ok arastirmada dogrulanmaktadir (Vakola & Bouradas, 2005;
Detert & Burris, 2007; Burris, Detert & Chiaburu, 2008; Morrison, 2011; Tangirala & Ramanujam,
2012; Wang & Jiang, 2015; El¢i vd., 2016; Huang & Huang, 2016; Erogluer & Erselcan, 2017; Jahanzeb,
Bouckenooghe & Mushtaq, 2021). Bu nedenle de, adalet ile sessizlik arasindaki iligkinin nasil
sekillendiginin anlagilmasi i¢in yiiriitillen bu ¢alismada adalet konusu, etkilesim adaleti boyutuyla
ele alinmaktadir.

Etkilesim adaleti, calisanlarin yoneticileriyle aralarindaki iligkilerin niteligine iliskin adalet algisidir
(Bies & Moag, 1986) ve astlarini konusmak i¢in cesaretlendiren, onlari sessiz kalmamaya tesvik eden
yonetici davranislari da genel olarak etkilesim adaleti kavramuiiginde ele alian yonetici davranislariyla
ortiismektedir. Diger bir ifadeyle, astlarina nazik ve saygin davranmak, onlara aldig: kararlarla ilgili
acik ve yeterli agiklamalar yapmak (Greenberg, 1993), bir yoneticiyi astlarinin géziinde daha adil
yaparken (Greenberg, 1990) bu ydnetici, ayn1 zamanda astlarini konugmak konusunda tesvik eden
yoneticidir (Wang & Jiang, 2015; Elgi, vd., 2016; Huang & Huang, 2016; Erogluer & Erselcan, 2017).

Ayrica lider-iiye miibadelesi yaklasimina gore her galisan yoneticisi ile bir sosyal miibadele iliskisine
sahiptir (Blau, 1964; Yiiriir, 2019) ve bu miibadelenin niteligi, ¢alisan tutum ve davranislarin
etkilemektedir (6rn., performans, Janssen & Van Yperen, 2004; ekstra rol davranislari, Wayne &
Green, 1993). Yaklasimda yiiksek nitelikli miibadele iligkisi, ¢aliganla yonetici arasinda karsilikli
gliven, sayg1 ve sorumluluk anlayisina dayali bir miibadele iligkisi olarak tanimlanmaktadir (Janssen
& Van Yperen, 2004). Bu miibadele iliskisini nitelikli bulan, diger bir ifadeyle adil bulan ¢alisanlarin
daha fazla sorumluluk belirttikleri, birimlerine katki saglamaya daha fazla goniillii olduklar: (Liden
& Graen, 1980) belirtilmektedir. Dolayisiyla da yoneticisiyle iligkisini adil bulan ¢alisanlarin 6rgiitiin
menfaatleri icin sessiz kalmak yerine konugmayi tercih edecekleri, tersine adaletsiz bulan ¢alisanlarin
ise kasith olarak sessiz kalmalar1 beklenebilir. Bu nedenle de arastirmanin ilk hipotezi asagidaki gibi
gelistirilebilir:

H1: Etkilesim adaletsizligi, savunmaci sessizligi pozitif yonde etkiler.

2.2. Benlik Saygisinin Araci Etkisi

Benlik saygisi, bireyin bir biitiin olarak kendine karsi olumlu ya da olumsuz tutumu olarak
tanimlanmaktadir (Rosenberg vd., 1995). Biitiinciil bir yaklasima sahip olan bu tanima karsilik
Tafarodi & Swann (1995) benlik saygisinin 6z-yetkinlik (self-competence) ve kendini sevme (self-
liking) olmak iizere iki boyuttan olustugunu &ne siirmiiglerdir. Oz-yetkinlik bireyin genel olarak
kendini yetenekli, etkili ve kontrollii gormesiyken, kendini sevme bireyin sosyal bir varlik olarak
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kendisini iyi ya da kétii seklinde degerlendirmesidir (Tafarodi & Swann, 1995; 2001). Bu nedenledir
ki benlik saygisi 6zel yasamda pek ¢ok olumlu durum ve sonugla iliskilendirilirken (6rn., stres,
Rector & Roger, 1997; yasam doyumu, Yildiz & Baytemir, 2016) orgiitsel ortamda da yiiksek is
performansi ve is tatmini (Gardner & Pierce, 1998), daha ¢ok orgiitsel vatandaglik davranisi (Bellou,
Chitiris & Bellou, 2005) ve daha yiiksek kariyer baghlig1 (Carson vd., 1997) gibi olumlu tutum ve
davransslarla iliskilendirilmektedir. Dahasi benlik saygis1 yiiksek bireylerin daha 6zgiivenli olduklar:
da bilinmektedir (Baumeister vd., 2003; Crocker, 2006; Brown & Marshall, 2006) ve bu nedenle de
sessiz kalmak yerine, goriis ve diisiincelerini daha rahat bir sekilde dile getirmeleri beklenmektedir.

Diger taraftan adaletin, bireylerde sayginlik, ait olma ve benlik saygisi gibi psikolojik ihtiyaglar:
karsiladig1 ya da tersine adaletsizligin ise bunlara zarar verdigi ifade edilmektedir (Cropanzano vd.,
2001; Rupp, 2011). Grup degeri modeline gore (Lind & Tyler, 1988) adalet calisanlar igin, orgiitte
kendilerine verilen degerin bir gostergesidir. Yani 6rgiitteki adil prosediir ve uygulamalar ¢alisanlar
i¢in bu grubun degerli bir iiyesi olduklarina dair isarettir ve bunun garantisidir ayn1 zamanda. Bu
nedenle de adalet, ¢aliganlarda 6zdeslesme duygusunun olusmasina neden olan gurur ve sayginlik
hislerinin olugmasinda etkilidir ya da tersine adaletsizlik de bu duygulara zarar vermektedir (Tyler
& Blader, 2003; Blader & Tyler, 2005). Ayrica benlik saygisinin, bireylerin adaletsizlige yonelik
tepkilerine aracilik ettigine dair elde edilen bulgulardan (6rn., sapkin davraniglar tepkisi, Ferris
vd., 2012) yola ¢ikarak aragtirmanin ikinci hipotezi benlik saygisinin aracilik roliine iligkin olarak
agagidaki gibi gelistirilmistir:

H2: Etkilesim adaletsizligi ¢alisanlarin benlik saygilarini azaltmak yoluyla savunmaci sessizligi
artirmaktadir.

2.3. Bireyleraras1 Catisma Algisinin Araci Etkisi

Bireylerarasi catisma ya da diger adiyla iligki catismasi, bireylerarasinda bir uyumsuzluk durumunda
ortaya ¢ikan ve grup iiyeleri arasinda gerginlik ve diigmanlik yaratan ¢atigmalardir (Jehn, 1995: 258).
Her ikisi de isyerinde strese neden olan faktorler arasinda sayilan adaletsizlik ve bireylerarasi ¢atigma
(Fox, Spector & Miles, 2001), ayni zamanda adaletsizligin sebep, ¢atismanin sonu¢ oldugu bir
sebep-sonug iliskisi i¢indedir (Reb vd., 2004; Lim, 2020). Deutsch (2000) “bu adil degil” ifadesinin,
¢ogunlukla ¢atismaya yol agan bir duyguyu ifade ettigini belirtmektedir.

Diger taraftan bireyleraras: ¢atigma algisi1 da sessizlige yol agabilir. Orgiitte catigma algilayan birey,
fikirlerini s6ylemenin olas1 maliyetlerinden kaginmak isteyecektir. Kaynaklarin korunmas: kurami
(Hobfoll, 1989) bireylerin sahip olduklar: kaynaklar: korumaya ¢aligtiklarini ve bu kaynaklar: tehdit
eden durumlarin varliginda stres yagadigini vurgulamaktadir. Clinkii bunlar bireyin hayatta basarili
olmasini saglayan kaynaklardir ve hayatinda en az bir ssmimi arkadas, huzurlu bir yagam ya da ¢aligma
arkadaslarindan destek almak, kurama gore degerli birer kaynaktir (Hobfoll, 2001). Isyerindeki
catigma algis1 bireyde, konusmasi durumunda yakin arkadaglarini ya da ¢alisma arkadaglarinin
destegini kaybetmek, huzurunun bozulmasi gibi korkular yaratabilir. Bireyler, kendileri icin
negatif sonuglara yol agacagini hissederlerse, konusarak sahip olduklar1 kaynaklar: titketmek
istemeyeceklerdir (Chamberlin, Newton & Lepine, 2017). Ustelik bu durum baz kiiltiirlerde daha
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da belirgin olabilir. Gii¢ mesafesi yiiksek ve ortaklasa davranis¢i kiiltiirel degerlerin hakim oldugu
orgitlerde sessizlik egilimi ytiksektir (Morrison & Milliken, 2000). Gii¢ mesafesi yiiksek kiiltiirlerde
gerek calisanlarin gerekse yoneticilerin “en iyisini yonetici bilir, ¢linkii yoneticidir” inanigi (Hofstede,
1980) sessizlik iklimini desteklemektedir. Bununla birlikte uyum, ortaklasa davranisei kiiltiirlerin
en 6nemli 6zelliklerinden biri oldugu i¢in bu kiiltirlerde birlik ve beraberlik giiclii bir sekilde
vurgulanir ve bu tiir kiiltiirlerde ¢aliganlar grup uyumunu bozmamak i¢in konusmak yerine sessiz
kalmay1 yeglerler. Bu nedenle de bireyleraras: ¢atigma algisinin, Tiirkiye gibi giic mesafesi yiiksek
ve ortaklasa davranige: kiiltiirlerde (Hofstede, 1980; Sargut, 2012) sessizlik yaratmasini beklemek

dogaldir. Bu noktadan hareketle arastirmanin tigiincii hipotezi agagidaki gibi ifade edilebilir:

H3: Etkilesim adaletsizligi ¢alisanlarin bireyleraras: ¢atigma algilarini artirmak yoluyla savunmaci

sessizligi artirmaktadir.

2.4. Adalete Kars1 Duyarliligin Diizenleyici Etkisi

Orgiitsel adaleti agiklayan ilk kuramlardan biri olan esitlik kuraminin (Adams, 1965) bireylerin
kisisel farkliliklarini goz ardi eden tavrina karsilik ileri siiriilen adalete karsi duyarhilik yaklagima,
bireylerin adaletsizlige tepkilerinin duyarlilik diizeylerine gore degisebilecegini ileri siirmektedir
(Huseman, Hatfield & Miles, 1987). Bu yaklasima gore insanlar, yardimsever/vericiler (benevolents),
bencil/alicilar (entitleds) ve adalete karsi duyarlilar (equity sensitives) olmak tiizere {i¢ grupta
siniflandirilmaktadirlar. Yardimsever/vericiler ayni ¢abaya karsilik referans aldiklar: kisiden daha
az kazanmay tercih ederken, bencil/alicilar ise tam tersini, daha fazla kazanmayi isterler. Geleneksel
esitlik kurami normuna uyan adalete karsi duyarlilar ise, katki-kazanim oranlarinin esit olmasim
onemsemekte ve referans aldiklari kisiye gore daha fazla ya da daha az kazandiklarinda bundan
rahatsizlik duymaktadirlar (Huseman, Hatfield & Miles, 1985; 1987; Allen & White, 2002).

Adalete kars1 duyarlihigin, gesitli orgiitsel ya da yonetsel olgularin, ¢aligan davranislar: ya da tutumlari
tizerindeki etkisini sekillendirdigi uzun zamandir arastirmalarla dogrulanmaktadir (O’Neill & Mone,
1998; Kickul & Lester, 2001; Shore, Sy & Strauss, 2006; Han, Sears & Zhang, 2018). Bu ¢alismada da
bireylerin bu 6zelliginin, adaletsizligin bireysel sonuglarina olan etkisini (benlik saygis1 ve ¢atigma
algisi) sekillendirecegi 6ngoriilmektedir. Diger bir ifadeyle etkilesim adaletsizligi, bireylerin benlik
saygisi diizeylerinde ve bireyleraras: ¢atigma algilarinda, adalete karsi duyarhilik diizeylerine gore
farkli etkiler yaratacaktir. Bundan yola ¢ikarak arastirmanin son iki hipotezi de asagidaki gibi

olugturulmus ve arastirmanin modeli Sekil 1'de sunulmustur.

H4: Etkilesim adaletsizliginin benlik saygis1 izerindeki etkisinde ¢aliganlarin adalete karsi duyarlilik

diizeyleri diizenleyici etkiye sahiptir.

H5: Etkilesim adaletsizliginin bireylerarasi ¢atisma algis1 iizerindeki etkisinde ¢alisanlarin adalete

kars1 duyarlilik diizeyleri diizenleyici etkiye sahiptir.
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Benlik
Saygisi

Savunmaci
Sessizlik

Etkilesim
Adaletsizligi

Adalete Kars1
Duyarlilik

Sekil 1: Arastirmanin Modeli

3. Yontem

Aragtirma modelinin test edilebilmesi i¢in nicel bir arastirma tasarlanmis ve aragtirmanin
degiskenlerinin dl¢iildiigii 6lgeklerle bir soru formu olusturulmustur. Olusturulan soru formu ¢evrimici
olarak cevaplanmasi i¢in ¢aliganlara gonderilmistir. Kolayda 6rnekleme yontemiyle 1037 kisiden yanit
almmis ve bu yanutlar ilgili paket programlarla analiz edilmis ve bulgular elde edilmistir. Bulgulardan
elde edilen yorumlar ve tartigmalar ¢alismanin son béliimiinde yer almaktadir. Caligmada, iligkisel
tarama modeli yaklasimi benimsenmis, degiskenler arasi iligkilerin ve etkilerin incelenmesiyle elde

edilen bulgularin kuramla ne derecede ortiistiigii tartigilmis ve agiklanmaya ¢ahisilmistir.

3.1. Orneklem

Arasgtirmanin verileri, bu arastrmanin sinirlihiklarindan biri olarak goriilebilecek, kolayda 6rnekleme
yontemiyle 1037 katihmcidan elde edilmistir. Katilimcilarin demografik verileri incelendiginde
cevaplayanlarin %52%sinin erkek, %50%sinin evli, %58’inin lisans diizeyine sahip olup oldugu ve
%77’sinin de 6zel sektorde galistigr goriilmektedir. Yine demografik veriler incelendiginde ¢alisanlarin
yas ortalamasi 30,77, halen ¢alistiklar: kurumdaki ortalama ¢aligma siiresi 5,75 yil, toplamda ortalama
calisma siiresi 9,39 yil olarak bulunmustur. Alt sektorler incelendiginde 6zel sektorde calisanlarin

bankacilik, finans, sigortacilik, otomotiv, bilisim sektoriinde ¢alistiklar: tespit edilmistir.

3.2. Veri Toplama Araglar1

Aragtirmada kullanilan veri toplama araglar: agagidaki gibidir.
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Etkilesim adaleti olcegi

Calisanlarin etkilesim adaleti algisini 6l¢gmek i¢in Colquitt (2001) tarafindan gelistirilen dort boyutlu
olgegin “bilgilendirme” ve “kisiler arasi iliskiler” boyutlarini 6lgen 9 ifadesi birlikte kullanilmigtir.
Bunun nedeni 6l¢egin daha 6nce Tirkiyede kullanildigi bazi arastirmalarda bu iki faktoriin etkilesim
adaleti olarak tek faktoérde birlesmis olmasidir (Ozmen, Arbak & Ozer, 2007; Yiiriir & Demir, 2011;
Yiirtir & Mengenci, 2014; Yiiriir & Nart, 2016). “Yoneticiniz size nazik davranir mi?” ve “Yoneticiniz
siiregleri biitiiniiyle size agiklar m1?” sorular1 bu 6lgekte yer alan sorulara rnek olarak verilebilir. Olgek,
orijinalinde oldugu gibi (Colquitt, 2001) soru formatinda kullanilmis ve sorulara 5’li Likert formatinda
yanit istenmistir. Buna gore “1=Hi¢bir zaman’, “5=Her zaman™ ifade etmektedir. Calismada etkilesim
adaletine iliskin 6lgek sorular: ters ¢evrilmis ve model testi ters ¢evrilmis sorular tizerinden yapilmistir.

Benlik saygisi olgegi

Aragtirma kapsamindaki ¢aliganlarin benlik saygi diizeylerini 6l¢mek amaciyla Tafarodi & Swann
(2001) tarafindan gelistirilen ve Tiirk¢e uyarlamasi Dogan (2011) tarafindan yapilan, 16 ifade ve iki
boyuttan olusan benlik saygist 6l¢eginin, bu arastirmanin amacina uygunlugu agisindan “kendini
sevme” alt boyutu kullanilmigtir. Olgegin kendini sevme alt boyutunda 8 ifade olup, “Kendime deger
veririm” ve “Kisisel degerimden asla siiphe etmem” bu alt 6l¢ekteki ifadelerden bazilaridir. 5°i Likert

»

formatinda yanit istenen bu 6l¢ek icin “1=Hi¢bir zaman”, “5=Her zaman™ ifade etmektedir.
Catisma algisi Olgegi

Aragtirmanin modeli i¢inde yer alan kisiler arasi ¢atisma algisin1 6l¢mek amaciyla, Tidd, McIntyre
& Friedman (2004) tarafindan gelistirilen ve bireylerin is arkadaslariyla iliskilerinde yagadiklar:
catigmalara iligkin algilarini 8lgmeye yonelik iligki ¢atismast 6lgegi kullanilmigtir. Olgek orijinalinde
oldugu gibi soru formatinda kullanilmistir. Olgegin Tiirkgede kullanildigi bagka bir caligmaya
ulagilamadigindan ¢eviri, tekrar geviri yontemiyle sorular olusturulmus ve diger olgeklerde de
oldugu gibi gegerlilik ve giivenilirlik analizleri yapilmistir. Toplam 4 sorudan olusan Olgekte yer
alan ifadelerden bazilari soyledir: “Birlikte calistiginiz Kisilerle aranizdaki kisilik ¢atigmalar1 ne
kadar belirgin?”, “Birlikte galistiginiz kisilerle aranizda ne kadar gerilim var?”. Sorulara “1=Hig yok’,
“5=Cok fazla” olmak tizere 5’li Likert formatinda yanit istenmistir.

Adalete karst duyarlilik olcegi

Aragtirma kapsamindaki ¢alisanlarin adalete karsi duyarlilik diizeyleri Huseman, Hatfield &
Miles (1987) tarafindan gelistirilen ve sonrasinda tigiincii boyutun eklenmesiyle Clark vd. (2010)
tarafindan giincellenen {i¢ boyutlu adalete kars1 duyarlilik 6l¢eginin adalete kars:t duyarlilik olan
tek boyutu ile él¢giilmiigtiir. Olcegin Tiirke gegerlemesinin bildigimiz kadariyla yapilmamis olmasi
nedeniyle dlgekte yer alan ifadeler 6nce Tiirkeye ardindan da yeniden Ingilizceye gevrilerek kontrolii
yapildiktan sonra kullanilmig, ayrica da dlgege gegerlilik giivenilirlik analizleri yapilmistir. “Iginde

» «

yer aldigim bir iste 6nemli olan bu isten aldigim kadar ise katk: saglamaktir” “Bir ise kattiklarimla

kazandiklarim arasinda esitlik olmalidir” ifadeleri bu alt 6lgekte yer alan 5 ifadeden bazilaridir. 5°1i

» <«

Likert formatinda yanit istenen bu 6lgek icin “1=Hi¢bir zaman’, “5=Her zaman”1 ifade etmektedir.
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Savunmac sessizlik olcegi

Calisanlarin savunmaci sessizlik davraniglarini 6l¢gmek icin Van Dyne, Ang & Botero (2003) tarafindan
gelistirilen sessizlik 6lgeginin, 5 ifadeden olusan savunmaci sessizlik boyutu kullanilmigtir. Olgek
daha 6nce Tiirkiyede gecerleme caligmasi yapilarak kullanilmig bir 6l¢ektir (Sayilar, Yiiriir & Yeloglu,
2016). “Yoneticimin tepkisinden korktugum veya ¢ekindigim igin is ile ilgili bilgilerimi kendime
saklarim”, “Bu Kurumdaki devamliligimi korumak amaciyla eksik hususlar: diizeltmeye y6nelik var
olan goriiglerimi agiklamaktan sakinirim” bu 6lgekteki ifadelere drnektir. 5’1i Likert formatinda yanit

» «

istenen bu 6lcekte “1=Hicbir zaman”, “5=Her zaman™ ifade etmektedir.

4. Analizler

4.1. Giivenilirlik Analizi
Test edilecek modelde yer alan degiskenlerin giivenilirlik analizi Tablo 1'de yer almaktadir.

Tablo 1: Ol¢eklerin Giivenirlilik Analizi Sonuglari

Kullanilan Olgek Baslangi¢c Madde Cronbach a SonMadde  Son Cronbach a

Sayisi Diizeyi Sayisi Diizeyi
Etkilesim Adaletsizligi (EA) 9 0.922 9 0.922
Adalete Kars1 Duyarlilik (AD) 5 0.815 5 0.815
Benlik Saygis1 (BS) 8 0.682 4 0.862
Bireylerarasi Catigma Algis1 (BAC) 4 0.865 4 0.865
Savunmaci Sessizlik (SS) 5 0911 5 0.911

Tablo 1'de goriildiigii tizere tiim olgeklerin giivenilirlik diizeyi 0.80'den yiiksektir. Sadece 8 sorudan
olusan benlik saygisi ol¢eginde giivenilirligi diisiiren 4 soru ¢ikarilmis ve giivenilirlik diizeyi
0.682den 0.862’ye yiikseltilmistir. Diger 6l¢ceklerin hi¢birinde giivenilirlik diizeyleri yiiksek oldugu
i¢in herhangi bir soru ¢ikarilmamustir.

4.2. Gegerlilik Analizi (DFA)

Giivenilirlik diizeyleri 6lgiilen dl¢eklerin gecerlilik ve tutarlilik diizeylerinin belirlenmesi i¢cin AMOS
26.0 paket programindan faydalanilmistir. Gegerlilik analizi i¢in dogrulayici faktor analizi endeksleri
ve tutarlilik diizeyleri i¢in CR (Composite Reliability) ve AVE degerleri hesaplanmugtir. flgili tiim
sonuglar asagidaki tablo olan Tablo 2'de verilmistir.

Tablo 2: Olceklere iliskin DFA Sonuglar:

Olgek x2/sd CFD SRMR RMSEA P Close CR AVE
Etkilesim Adaletsizligi 4.440 0.992 0.017 0.058 0.146 0.927 0.610
Adalete Kars1 Duyarlilik 1.929 0.999 0.013 0.030 0.712 0.802 0.514
Benlik Saygisi 1.665 1.000 0.006 0.025 0.627 0.853 0.593
Bireyleraras1 Catigma Algist 0.323 1.000 0.004 0.000 0.970 0.867 0.621
Savunmaci Sessizlik 3.107 0.999 0.007 0.045 0.500 0.898 0.640
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Tablo 2de goriildiigli tizere dlgekten gegerlilik ve tutarlilik diizeylerinin (1<x2/sd<3 ; CFI>0.95 ;
SRMR<0.08 ; RMSEA<0.06 ; PClose>0.05) beklenen degerleri karsiladig icin 6lceklerin gecerlilik ve

tutarliliklari ile ilgili bir sorunun olmadigini sdylemek miimkiindiir.

Bu noktadan hareketle 6lgeklere ait tanimlayici istatistikler ve 6lgeklere ait korelasyon degerleri

Tablo 3’te verilmistir.

Tablo 3: Betimleyici Istatistikler ve Korelasyon Analizi Sonuglar

EA AD BS BAC S§S  Ortalama Std.  Carpiklik Basiklik

Sapma
EA 1 2373 0.921 0.332 -0.763
AD -0.373** 1 3.473 0.886 -0.373 -0.337
BS -0.470** -0.470** 1 3.633 0.820 -0.428 -0.237
BAC 0.324** 0.034 -0.77* 1 1.825 0.775 1.172 1.493
SS 0.214** 0.103*  -0.119*  0.263** 1 1.912 0.910 1.013 0.514

* Korelasyonlar %95 giiven seviyesinde anlamhdir
** Korelasyonlar %99 giiven seviyesinde anlamlidir.

Elde edilen verilere gore, ¢alismanin bagimli degiskeni olan savunmaci sessizlik ile etkilesim adaleti,
adalete kars1 duyarlilik ve bireyleraras: catigma algisi ile pozitif yonlii ve anlamli; benlik saygisi ile
negatif yonlii ve anlaml bir iligski vardir. Caligma tarafindan ele alinan degiskenlerin tanimlayic
istatistiklerinden olan ortalama, standart sapma, c¢arpiklik ve basiklik degerleri de verilmistir.
Degiskenlerin ¢arpiklik ve basiklik degerlerinin - 2 ile +2 degerleri arasinda olmas: normal dagilim
varsayimini da kargilamaktadir (Trochim & Donnely, 2006; Field, 2009; Gravetter & Wallnau, 2014).

5. Bulgular

5.1. Aracilik Etkisine Yonelik Bulgular

Caligmanin test etmek istedigi modele yonelik yapilan analizler degiskenlerin aracilik ve diizenleyicilik
etkilerine gore ayr1 ayr1 incelenmistir. Birinci yaklasimda modele konulan araci degiskenlerin etkisi
analiz edilmis ve sonuglar yorumlanmustir. {lk olarak benlik saygisinin daha sonra ise bireylerarasi
gatigma algisinin aracilik etkileri ilgili tablolarda yer almaktadir. Tablo 4’te benlik saygisina iliskin
analiz sonuglari yer almaktadir. Benlik saygisina iliskin analizlerde etkilesim adaletsizligi bagimsiz,
savunmaci sessizlik ise bagimli degiskendir. Tiim analizler SPSS paket programina entegre edilen

Process yazilimiyla yapilmistir.
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Tablo 4: Etkilesim adaletsizliginin savunmaci sessizlik iizerindeki etkisinde benlik saygisinin araci etkisine iliskin analiz sonuglart

Bagimli Degisken : Benlik Saygist

Model Ozeti

R R? HKO F sd1 sd2 p
0,470 0,221 0,524 294,208 1,000 1035,000 0,000
Model
Katsay1 _ Std. Hata t p GAAL GAUL
Sabit 4,626 0,062 74,447 0,000 4,504 4,748
EA -0,419 0,024 -17,152 0,000 -0,467 -0,371
Bagimli Degisken : Savunmaci Sessizlik
Model Ozeti
R R-sq MSE F dfl df2 p
0,215 0,046 0,792 25,053 2,000 1034,000 0,000
Model
Katsayr _ Std.Hata t p GAAL GAUL
Sabit 1,530 0,193 7,946 0,000 1,152 1,908
EA 0,201 0,034 5,899 0,000 0,134 0,267
BS -0,026 0,038 -0,677 0,499 -0,101 0,049
TOPLAM ETKi MODELI
Bagimli Degisken Savunmaci Sessizlik
Model Ozeti
R R? HKO F sdl sd2 p

0,214 0,046 0,791

49,675 1,000 1035,000 0,000

Model
Katsayr _ Std.Hata t p GAAL GAUL
Sabit 1,410 0,076 18,470 0,000 1,261 1,560
EA 0,211 0,030 7,048 0,000 0,153 0,270
Etkilesim Adaletsizliginin Savunmaci Sessizlik Uzerindeki Etkisinde Toplam, Dogrudan ve Dolayl: Etkiler
Toplam Etki
Ftki  Std. Hata t p GAAL GAUL
0,211 0,03 7,048 0,000 0,153 0,27
Dogrudan Etki
Ftki  Std. Hata t p GAAL GAUL
0,201 0,034 5,899 0,000 0,134 0,267
Dogrudan Etki
Boot Std.
Etki Hata GAAL  GAUL
BS 0,011 0,018 -0,024 0,045

EA= Etkilesimsizlik Adaleti BS= Benlik Saygiss HKO=Hata Karaler Ortalamas: GAAL=Giiven Aralis Alt Limit GAUL=Giiven Aralig Ust Limit

Tablo 4 incelendiginde, etkilesim adaletsizliginin benlik saygist tizerindeki etkisinin anlaml oldugu (f= -

0.419, p<0.001) goriilmektedir. Etkilesim adaletsizliginin ve benlik saygisinin savunmaci sessizlik tizerindeki

etkileri incelendiginde ise benlik saygisinin savunmaci sessizlik {izerinde anlamli bir etkisi olmadi i¢in

(B=-0.026, p>0.05) benlik saygisinin aracihk etkisinden s6z edilememektedir. Benlik saygisinin dolayh
etkisi incelendiginde, etkinin anlaml olmadig1 (0 degerinin Boot GAAL ve Boot GAUL degerinin iginde
olmasindan dolay1) tespit edilen bulgular arasinda yer almaktadir. Tablodan, bagimsiz degiskenin bagiml

degisken tizerinde araci degisken olmadanki etkisi olarak degerlendirilen toplam etkinin anlaml ($=0,211,
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p<0.01) oldugu izlenebilmektedir. Diger bir deyisle, etkilesim adaletsizliginin savunmaci sessizlik tizerindeki
etkisinin anlamli olmasindan dolay1 arastirmanin H1 hipotezinin desteklendigi, ancak benlik saygisinin bu
iliskiye aracilik edecegine dair H2 hipotezin desteklenmedigi soylenebilir.

Tablo 5: Etkilesim adaletsizliginin savunmaci sessizlik tizerindeki etkisinde bireylerarasi ¢atisma algisinin
araci etkisine iligkin analiz sonuglar1

Bagimli Degisken: Bireylerarasi: Catisma

Model Ozeti
R R? HKO F sdl sd2 p
0,324 0,105 0,538 121,60 1,000 1035,00 0,000
Model
Katsay1 _ Std.Hata t p_ GAAL GAUL
Sabit 1,178 0,063 18,715 0,000 1,054 1,301
EA 0,273 0,025 11,027 0,000 0,224 0,321
Bagimli Degisken: Savunmaci Sessizlik
Model Ozeti
R R? HKO F sdl sd2 p
0,296 0,088 0,757 49,593 2,000 1034,00 0,000
Model
Katsay1 _ Std.Hata t p_ GAAL GAUL
Sabit 1,111 0,086 12,861 0,000 0,942 1,281
EA 0,142 0,031 4,585 0,000 0,081 0,203
BAC 0,254 0,037 6,877 0,000 0,181 0,326
TOPLAM ETKI MODELI
Bagimli Degisken: Savunmac Sessizlik
Model Ozeti
R R? HKO F sdl sd2 p
0,214 0,046 0,791 49,675 1,000  1035,000 0,000
Model
Katsayr  Std.Hata t p  GAAL GAUL
Sabit 1,410 0,076 18,470 0,000 1,261 1,560
EA 0,211 0,030 7,048 0,000 0,153 0,270

Etkilesim Adaletsizliginin Savunmaci Sessizlik Uzerindeki Etkisinde Toplam, Dogrudan ve Dolayh Etkiler

Toplam Etki
Etki Std. Hata t p  GAAL GAUL
0,211 0,03 7,048 0 0,153 0,27
Dogrudan Etki
Etki Std. Hata t p  GAAL GAUL
0,142 0,031 4,585 0 0,081 0,203
Dolayli Etki

Etki BootStd.Hata ~ GAAL  GAUL
BAC 0,069 0,013 0,044 0,097
EA= Etkilesim Adaletsizligi BAC= Bireylerarast Catisma Algisi BS= Benlik Saygiss HKO=Hata Karaler Ortalamas

GAAL=Giiven Arahig Alt Limit GAUL=Giiven Arahigs Ust Limit
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Tablo 5’te etkilesim adaletsizliginin savunmaci sessizlik tizerindeki etkisinde bireylerarasi ¢atigma
algisinin aracilik roliine yonelik analizler yer almaktir. Analiz sonuglarina bakildiginda etkilesim
adaletsizliginin bireylerarasi catigmaalgisi tizerindeki etkisianlamli ($=0.273, p<0.001) gorillmektedir.
Etkilesim adaletsizligi ve bireylerarasi catisma algisinin savunmact sessizlik {izerindeki etkisi
incelendiginde ise bireyleraras ¢atigma algisinin etkisinin anlaml ($=0.254, p<0.001) ve etkilesim
adaletsizliginin de etkisinin ($=0.142, p<0.001) anlamli oldugu tespit edilmistir. Bireylerarasi ¢atigma
algisinin etkisinin anlaml ve bireylerarasi ¢atisma algisinin dolayli etkisi de anlamli oldugu igin,
kismi aracilik etkisinin oldugunu séylemek miimkiindiir. Bu durumda etkilesim adaletsizliginin
calisanlarin bireyleraras: ¢catisma algilarini artirmak yoluyla savunmaci sessizligi artiracagina dair
kurulan H3 hipotezinin desteklendigi soylenebilir.

Arastirmanin H4 ve H5 hipotezlerinde ifade edilen, etkilesim adaletsizliginin hem benlik saygis1 hem de
bireylerarasi catisma algisi tizerindeki etkisinde, ¢alisanlarin adalete kargi duyarliliklarinin diizenleyicilik
etkisine iliskin yapilan analizler ve sonuglar1 Tablo 6, Tablo 7 ve Sekil 2 ve Sekil 3’te sunulmaktadir.

Tablo 6: Etkilesim adaletsizliginin benlik saygisi tizerindeki etkisinde adalete kars1 duyarliligin diizenleyicilik

roliine iligkin analiz sonuclar1

Bagimh Degisken: Benlik Saygist

Model Ozeti
R R? HKO F sd1 sd2 p
0,586 0,343 0,443 180,071 3,000  1033,000 0,000
Model
Katsayr  Std.Hata t P GAAL GAUL
Sabit 3,674 0,022 167,861 0,000 3,631 3,717
EA -0,291 0,024 -11,989 0,000 -0,339 -0,244
AD 0,295 0,025 11,601 0 0,245 0,345
EAXAD 0,138 0,024 5,791 0 0,091 0,184
Adalete Karst Duyarliligin Diizeylerine Gére Etkilegsim Adaletsizliginin Benlik Saygis: Uzerindeki Etkileri
Adalete Karst
Duyarlilik
Diizeyleri Etki  Std. Hata t P GAAL  GAUL
Diisiik -0,411 0,030 -13,550 0,000 -0,471 -0,352
Orta -0,274 0,025 -11,053 0 -0,323 -0,225
Yitksek -0,164 0,034 -4,772 0 -0,231 -0,097
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Adalete Kargi
Duyarlhk
Seviyeleri

O Dustk Seviye

O Orta Seviye

O Yuksek Seviye

= lligki Egrileri

Benlik Saygisi

Etkilesim Adaletsizligi

Sekil 2: Etkilesim adaletsizliginin benlik saygisi tizerindeki etkisinde adalete karsi duyarliligin diizenleyici

roliine iliskin analiz sounglarinin gorsel gosterimi

Tablo 6da adalete kars1 duyarliligin diizenleyicilik etkisinin olup olmadigina iliskin analiz sonuglar: yer
almaktadir. Tablo incelendiginde etkilesim adaletsizliginin (B=-0.291, p<0.001), adalete kars1 duyarliligin
(B=0.295, p<0.001) ve bu ikisinin etkilesiminin ($=0.137, p<0.001) anlaml oldugu goriilmektedir. Buna gore
adalete kars1 duyarliligin diizenleyicilik etkisinin diizeyleri de incelemeye alinmistir. Tablo 6daki bulgulara
gore adalete kars1 duyarhligin diisiik diizeyden yiiksek diizeyine gegildikge etkilesim adaletsizliginin benlik
saygist tizerinde negatif etkisinin gittikge diistiigii yorumu yapilabilir. Bu etki ayn1 zamanda Sekil 2den de
izlenebilmektedir. Negatif etkilerinin anlamh olduklar1 yine Tablo 6dan goriilebilmektedir.

Tablo 7: Etkilesim adaletsizliginin bireylerarasi ¢atigma algis1 {izerindeki etkisinde adalete kars1 duyarliligin
diizenleyicilik roliine iligkin analiz sonuglar:

Bagimh Degisken: Bireyleraras: Catisma

Model Ozeti
R R? HKO F sd1 sd2 p
0,378 0,143 0,516 57,369 3,000 1033,000 0,000
Model
Katsay1 Std.Hata t p GAAL GAUL
Sabit 1,852 0,024 78,367 0,000 1,805 1,898
EA 0,338 0,026 12,881 0,000 0,287 0,389
AD 0,143 0,027 5,228 0,000 0,090 0,197
EAXAD 0,088 0,026 3,438 0,001 0,038 0,138

Adalete Karst Duyarliligin Diizeylerine Gére Etkilesim Adaletsizliginin Benlik Saygis: Uzerindeki Etkileri
Adalete

Karg1 Duyarlilik

Diizeyleri Etki Std.Hata t p GAAL GAUL
Diigiik 0,261 0,033 7,964 0,000 0,197 0,325
Orta 0,349 0,027 13,052 0,000 0,297 0,402
Yiiksek 0,420 0,037 11,318 0,000 0,347 0,492
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240 Adalate
Karsgi

Duyarlilik
Duzeyleri
o] Dugtk

O Ora

O Yoksek

— lligki Egrileri

Bireyler Arasi Catisma

Etkilegim Adaletsizligi

Sekil 3: Etkilesim adaletsizliginin bireyler arasi ¢atisma algis1 {izerindeki etkisinde adalete kars1 duyarliligin

diizenleyicilik roliine iligkin analiz sonuglarinin gorsel gosterimi

Tablo 7de etkilesim adaletsizliginin bireylerarasi ¢atisma algisi {izerinde etkisinde adalete kars
duyarlibigin diizenleyicilik rolii incelenmistir. Tabloya gore etkilesim adaletsizliginin ($=0.338,
p<0.01), adalete kars1 duyarliligin ($=0.143, p<0.000) ve bu iki degiskenin etkilesiminin ($=0.088,
p<0.01) anlamli oldugu goriilmektedir. Bundan dolay1 adalete karsi duyarliligin diizenleyicilik
etkisinden s6z edilebilmektedir ve bu etkinin diizeylerinin incelenmesinin miimkin oldugu
gozlenmistir. Durumsal etkileri incelendiginde, adalete karg1 duyarliligin diizeyi arttik¢a etkilesim
adaletsizliginin bireylerarasi ¢atisma algisi tizerindeki etkisinde artis gozlendigi ve bu artislarin

anlamli oldugu yine Tablo 7 ve Sekil 3’ten izlenebilmektedir.

Yapilan analizler sonucunda elde edilen bulgular 1s181nda arastirmanin hipotezlerinin desteklenme

ya da desteklenmeme durumlar: Tablo 8de 6zet olarak sunulmaktadir.

Tablo 8: Aragtirma Hipotezlerinin Desteklenme Durumlari

Hipotezler Desteklendi/Desteklenmedi
H1: Etkilesim adaletsizligi, savunmaci sessizligi pozitif yonde etkiler. Desteklendi

H2: Etkilesim adaletsizligi calisanlarin benlik saygilarini azaltmak yoluyla savunmaci sessizligi Desteklenmedi
artirmaktadir.

H3: Etkilesim adaletsizli§i calisanlarin bireyler arasi atigma algilarimi artirmak yoluyla Desteklendi

savunmaci sessizligi artirmaktadir.

H4: Etkilesim adaletsizliginin benlik saygisi tizerindeki etkisinde ¢alisanlarin adalete kargt Desteklendi
duyarlilik diizeyleri diizenleyici etkiye sahiptir.

H5: Etkilesim adaletsizliginin bireyler arasi ¢atisma algisi tizerindeki etkisinde ¢aliganlarin Desteklendi
adalete kars1 duyarlilik diizeyleri diizenleyici etkiye sahiptir.
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5. Sonug ve Tartisma

Bu ¢aligmanin amaci, adaletsizlik ve sessizlik arasindaki iliskinin (Tangirala & Ramanujam, 2008;
Whiteside & Barclay, 2013; Naktiyok, Kizil & Timuroglu, 2015; Unl, Hamedoglu & Yaman, 2015;
Sayilar, Yiirtir & Yeloglu, 2016) nasil sekillendiginin anlagilmasina katki saglamaktir. Diger bir ifadeyle,
adaletsizlik neye sebep olarak ¢alisanlarin konugmalarini engellemektedir sorusu, baz1 psikolojik ve
biligsel siireglerin bu sebep-sonug¢ iliskisindeki etkisi incelenerek yanitlanmak istenmistir. Konu,
calisan sessizliginde onemli rolii oldugu belirtilen yonetici agisindan (Vakola & Bouradas, 2005;
Detert & Burris, 2007; Burris, Detert & Chiaburu, 2008; Morrison, 2011; Tangirala & Ramanujam,
2012; Wang & Jiang, 2015; El¢i vd., 2016; Huang & Huang, 2016; Erogluer & Erselcan, 2017;
Jahanzeb, Bouckenooghe & Mushtaq, 2021) ele alinarak adalet tiirlerinden, etkilesim adaletsizligine
odaklanilmistir. Arastirmada elde edilen ilk bulgu, etkilesim adaletsizliginin savunmaci sessizligi
dogrudan etkiledigidir. Yani yoneticisini adaletsiz algilayan ¢alisanlar, goriis ve diisiincelerini soylemek
yerine, bilingli olarak susmaktadirlar. Bu beklenen dogrudan etkinin yani sira, bu ¢aligmada bu etkinin
‘nasil’ ortaya ¢iktig1 derinlemesine incelenmistir. Acaba ¢alisanlar kendilerini degersiz hissettirdigi i¢in
mi yoksa ¢alisma arkadaslariyla ¢atisma yasayabilecegi riski nedeniyle mi adaletsizlik karsisinda sessiz
kalmaktadir? Caliymanin bulgular1 bu nedenlerden ikincisini dogrulamaktadir. Yonetici adaletsizligi
calisanlarin benlik saygilarini azaltarak degil, bireyler arasi ¢atigma algilarini giiglendirmek yoluyla
calisan sessizligine yol agmaktadir. Benlik saygisi agisindan beklenmeyen bu bulgu, adaletsizligin benlik
saygisini zedeleyerek daha fazla sapkin davraniga neden olduguna dair daha 6nceki aragtirmalarla
(6rn., Ferris vd., 2012) ¢elismektedir. Gergi dogrulanmayan aracilik etkisinin nedeninin, etkilesim
adaletsizligi ile benlik saygisi arasindaki iligkinin anlamsiz olmasi degil, benlik saygisinin ¢aligan
sessizligine yol agmiyor olmasi oldugunu da ifade etmek gerekir. Yani aslinda yonetici adaletsizliginin
calisanlarin benlik saygilarini azalttigi bu arastrmanm bulgularindan biridir ve ilgili yazinda
adaletsizligin bireylerin psikolojik durumlarina zarar verdigine dair mevcut bilgiyi (Cropanzano vd.,
2001; Tyler & Blader, 2003; Blader & Tyler, 2005; Rupp, 2011) desteklemektedir. Ancak beklenenin
aksine benlik saygisi ile sessizlik arasinda anlamli bir iligki bulunmadigy goriilmistiir. Daha 6zgiivenli
olmalar1 (Baumeister vd., 2003; Crocker, 2006; Brown & Marshall, 2006) nedeniyle benlik saygisi yiiksek
bireylerin daha rahat konusacaklar1 diisiincesinden hareketle gelistirilen hipotezin desteklenmemis
olmasinin bir nedeni bu ¢alismada benlik saygisi kavraminin sadece ‘kendini sevme’ boyutu ile ele
alinmis olmast olabilir. Belki de is yerinde sessiz kalmak, kendini sevmekten ¢ok benlik saygisinin diger
boyutu olarak tanimlanan 6z-yetkinlik boyutu (Tafarodi & Swann, 1995) ile iliskili olabilir. Bu nedenle
gelecekte yapilacak aragtirmalarin bunu dikkate alarak benlik saygisi kavramini tiim boyutlariyla
degerlendirmesi 6nerilebilir.

Etkilesim adaletsizligi ile savunmaci sessizlik arasindaki iligkiye, bireylerin kendini sevme
diizeyi yerine bireyler arasi ¢atigma algisinin aracilik etmesi, adaletsizlik-sessizlik iligkisinin nasil
sekillendigine ilgi ¢ekici bir agiklama getirmektedir. Yani arastirma kapsamindaki calisanlar,
yonetici adaletsizligi nedeniyle ¢aliyma ortaminda daha fazla catigma algilamakta ve bu nedenle de
kendilerini koruma amaciyla daha sessiz kalmaktadirlar. Diger bir ifadeyle adaletsiz yoneticilerin
bulundugu ortamda bireyler calisma arkadaslariyla catismadan kagindiklari i¢in konugmamayi tercih
etmektedirler. Oyleyse etkilesim adaletsizliginin bireysel degil, sosyal etkilerle calisan sessizligine
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yol ac¢tig1 soylenebilir. Bu sonug, “is arkadaslariyla huzurlu bir ¢alisma ortamini” bireylerin
kaybetmek istemedikleri bir “kaynak” olarak goren, kaynaklarin korunmas: kuramini da (Hobfoll,
1989) desteklemektedir. Adaletsizlige bagl olarak ortaya ¢ikan gatigmaci bir ortamda ¢aliganlar
i¢in acikea fikirlerini sdylemek, is arkadaslariyla aralarinda catisma riskini giiglendirmekte, bu da
onlar1 kaynaklarini korumak adina sessiz kalmaya itmektedir. Ayrica yukarida da ifade edildigi gibi
ortaklaga davranise: kiiltiir 6zelligi gosteren Tiirkiyede adaletsizligin sessizlik tizerindeki etkisinin,
bireysel nedenlerle olmaktan ¢ok sosyal nedenlerle olmas: dogal karsilanabilir.

Calismada elde edilen bir diger bulgu ise etkilesim adaletsizliginin benlik saygisi tizerindeki
etkisinde galisanlarin adalete kars1 duyarliliklarinin diizenleyici etkiye sahip oldugudur. Buna gore
adalete kars1 duyarlilik diizeyi arttikga, etkilesim adaletsizliginin benlik saygis1 tizerindeki etkisi
azalmaktadir. Diger bir ifadeyle adalete kars1 duyarlilig: yiiksek bireylerin benlik saygisi, yonetici
adaletsizliginden daha az etkilenmektedir. Adalete kars1 duyarli bireyler kendi katki-kazanimlarinin
diger bireyin katki-kazanimi ile esit olmasini isteyen bireylerdir ve geleneksel olarak Esitlik
Kuraminin normlarina uygun kisilerdir (Huseman, Hatfield & Miles, 1985; 1987). Esitlik kuraminda
(Adams, 1965), katki-kazanim oranlarinin esit olmamasi durumunda bireylerin stres yasayacaklar1
ve stres diizeyi arttik¢a da bu durumu diizeltmek i¢in, yani adaleti tesis etmek icin daha ¢ok ¢aba
sarf edecekleri vurgulanmaktadir. Bundan yola ¢ikarak, adalete kars1 duyarlilig: yiiksek bireylerin
adaletsizlikten daha fazla etkilenerek, bunu diizeltmek i¢in daha fazla ¢aba sarf edecegi diistiniiliirse,
bu durumu yani adaletsizlik durumunu kendisine (benlik saygisina) zarar vermeden diizelttigi ya da
en azindan ¢aba sarf ettigi i¢in olumsuz etkisini azalttig1 diigiintilebilir.

Adalete kars1 duyarlihigin, etkilesim adaletsizligi ile bireyler aras: ¢atigma algis1 arasindaki iliskideki
diizenleyici etkisine dair bulgu da yine anlamli olmustur. Buna gore ¢alisanlarin adalete kars1 duyarlilik
diizeyleri arttik¢a, etkilesim adaletsizliginin bireyler arasi ¢atigma algilar1 tizerindeki etkisi daha da
artmaktadir. Yani adalete karsi duyarli calisanlar etkilesim adaletsizliginden daha fazla etkilenerek
is arkadaglariyla aralarinda daha fazla ¢atisma algilamaktadirlar. Ciinkii adalete kargt duyarhilar ve
Huseman, Hatfield & Miles'n (1987) tipolojisindeki diger grup olan alicilar adaletsizlikten, vericilerden
daha fazla etkilenmekte ve stres yasamaktadirlar (Huseman, Hatfield & Miles, 1985; 1987; Allen &
White, 2002). Bu nedenledir ki, adaletsizligin isyerinde neden oldugu stres ve catismadan da (Fox,
Spector & Miles, 2001; Reb vd., 2004; Lim, 2020) daha ¢ok etkilenmektedirler. Sonug olarak da adalete
kars1 duyarliligin her iki iliskide de diizenleyici etkisinin dogrulanmis olmasi, Huseman, Hatfield &
Miles'in (1987) Esitlik Kuramini gelistiren yaklagimini oldugu kadar, bu konuda yapilan aragtirmalari
da desteklemektedir (O’Neill & Mone, 1998; Kickul & Lester, 2001; Shore, Sy & Strauss, 2006; Han,
Sears & Zhang, 2018). Bu da orgiitsel adalet konusunun gerek algilanis1 gerekse sonuglari agisindan
bireyden bireye farklilik gosteren 6znel bir olgu oldugunun yeni bir kanit1 olarak gériilebilir. Ayrica
adalet konusu etkilesim adaleti boyutuyla ele alindig1 i¢in bu bulgu ayn1 zamanda lider-iiye miibadelesi
yaklagimi agisindan da bir anlam tasimakta ve yonetici-ast arasindaki iliskinin sekillenmesinde, adalete
karsi duyarli ya da duyarsiz olmak gibi bireysel 6zelliklerin 6nemine dikkat ¢ekmektedir.

Yukarida da ifade edildigi gibi bu arastirmanin sinirliliklarindan biri, benlik saygisi kavraminimn
sadece ‘kendini sevme boyutuyla ele alinmis olmasi olabilir. Belki de bir insanin &6zel hayatinda
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degil de isyerinde konusmak ya da sessiz kalmak davranigi daha ¢ok bireyin kendini yetenekli ve
etkili gérmesi anlamina gelen 6z-yetkinlik boyutu (Tafarodi & Swann, 1995; 2001) ile ilgilidir. Bu
nedenle benlik saygisinin savunmaci sessizlik tizerindeki, bu arastirmada dogrulanmayan etkisinin,

gelecekteki arastirmalara konu olmasi durumunda bunun dikkate alinmasi dnerilmektedir.
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Abstract

Psychological ownership is a phenomenon in which people develop possessive feelings for a specific target
without legal ownership. It might be developed toward the organization or job itself in an organizational
context. This study aims to understand organization-based psychological ownership in-depth, whether
it can be used as a tool to foster desired outcomes, and how employees perceive the concept and their
observations at work perceived effects of COVID-19 pandemic on organization based psychological
ownership. Findings from in-depth interviews with 10 full-time employees in Turkey include definition,
antecedents, and consequences of psychological ownership, possessions at work, perceived changes
due to pandemic and management practices. The results show that organization-based psychological
ownership can be used as a tool to increase job performance, productivity and foster extra-role behavior in
organizations. This study intends to provide insight into Humans Resources and top management practices
by listing the encouraging and discouraging factors related to psychological ownership.

Keywords: Psychological ownership, organization-based psychological ownership, organizational behavior
JEL Classification: D23, M10, M12

Oz
Psikolojik sahiplenme, kisilerin yasal sahipligi olmadan belirli bir hedefe yonelik sahiplenme duygusu
gelistirmesidir. Orgiitsel baglamda, &rgiite veya isin kendisine yonelik olarak gelistirilebilmektedir. Bu

caligma, orgiite yonelik psikolojik sahiplenmeyi derinlemesine anlamay, orgiitlerde istenen sonuglari
tesvik etmek icin bir ara¢ olarak kullanilip kullanilamayacagini, ¢aliganlarin kavrami nasil algiladiklarin
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ve isyerindeki gozlemlerini ve COVID-19 pandemisinin orgiite yonelik psikolojik sahiplenme tizerindeki
algilanan etkisini anlamay1 amaglamaktadir. Tiirkiyede 10 tam zamanl ¢aliganla yapilan derinlemesine
gortismelerden elde edilen bulgular, psikolojik sahipligin tanimini, onciilleri ve sonuglari, ¢alisanlarin
isyerinde sahip olduklarini hissettikleri varliklari, COVID-19’a bagh olarak algiladiklar: degisiklikleri
ve yonetim uygulamalarini icermektedir. Sonuglar, orgiite yonelik psikolojik sahiplenmenin, érgiitlerde
is performansini, tiretkenligini artirmak ve ekstra rol davraniglarini tegvik etmek icin bir arag olarak
kullanilabilecegini gostermektedir. Bu ¢alisma, psikolojik sahiplenme ile ilgili tegvik edici ve cesaret kirict
faktorleri belirleyerek Insan Kaynaklari ve iist yonetim uygulamalari i¢in i¢gérii saglamay1 amaglamaktadir.
Anahtar Kelimeler: Psikolojik sahiplenme, 6rgiite yonelik psikolojik sahiplenme, 6rgiitsel davranis

JEL Siniflandirilmasi: D23, M10, M12

1. Introduction

People develop ownership feelings towards tangible and intangible objects that shape their attitudes
and behaviors without legal ownership. Pierce, Kostova & Dirks (2001: 229) define psychological
ownership as a “state in which individuals feel as though the target of ownership or a piece of it is
‘theirs’ It has been originally used outside of the organizational settings but applied to the work
environment, most notably by the same scholars. Research has recognized that psychological
ownership may be an essential phenomenon in an organizational context, and it might be developed
toward the organization, the job, a specific project, organizational members, a novel idea, and work
tools and equipment (Brown & Robinson, 2011; Van Dyne & Pierce, 2004). With other contributing
studies (Avey, Avolio, Crossley, & Luthans, 2009; Baer & Brown, 2012; Bernhard & O’'Driscoll, 2011;
Zhu, Chen, Li, & Zhou, 2013), antecedents, consequences, and managerial applications have been
studied to gain a deeper knowledge of psychological ownership and its effects on organizations.
However, rapid changes and work-life progress might have affected psychological ownership
perspectives over time. Although most of the studies are associated with the positive aspects of
psychological ownership, some studies link the concept with the potentially damaging effects such
as reluctance to share knowledge, resistance to change, failure to delegate responsibility, defensive
behaviors, and rejection of new knowledge (Pickford, Joy, & Roll, 2016).

This study aimed to understand organization-based psychological ownership in detail and extend
previous studies in Turkey. Since there are limited qualitative studies of psychological ownership
with the Turkish population, the findings of this research will positively contribute to the literature.
This study’s key research questions were how employees define psychological ownership, what
they perceive as possessions at work — whether they possess their jobs or organizations — and the
antecedents and consequences of psychological ownership in Turkey. We also wanted to focus on
understanding whether psychological ownership can increase productivity and desired employee
behaviors to provide insight to applications at the workplace, especially for Human Resources and top
management practices. It would be essential to raise awareness about encouraging and discouraging

factors affecting psychological ownership.
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2. Literature Review

Van Dyne & Pierce (2004: 439) define psychological ownership as “the psychologically experienced
phenomenon in which an employee develops possessive feelings for the target” The target and
possessive feelings may differ according to an employee. Possessive feelings can refer to tangible or
intangible objects based on legal ownership or the absence of legal ownership. Van Dyne & Pierce
(2004) evaluate psychological ownership as different from other work-related attitudes, emphasizing
the “emotional attachment to the organization that transcends the mere cognitive evaluation of the
firm” They discuss its links to attitudes, self-concept, and sense of responsibility. The research on
psychological ownership has demonstrated that when people have a sense of ownership for the target,
they evaluate it more favorably; make it a part of the extended self (defining as “mine, me, I am” etc.);
develop a sense of responsibility that evokes protecting, defending, enhancing their ownership rights
also controlling, limiting access by others.

Psychological ownership may be towards tangible targets at work such as desks, computers, parking

spaces, and intangible targets such as tasks, ideas, teams, or clients. Bullock (2015) had categorized the
targets into nine broad categories such as Personal attributes (e.g., skills, competencies, knowledge,
experience); mental processes (e.g., ideas, understandings, beliefs); Material objects (e.g., computers,
books, coffee cups, files); people and relationships (e.g., supervisors, subordinates, teams, clients);
spaces (e.g., office, parking lot, cubicle); Responsibilities (e.g., job, task, workload, programs); work
outcomes (e.g., accomplishments, plans, performance, failures); Actions (e.g., leadership, helping,
speaking up) and social systems (e.g., organization, department, division, committee).

It would be beneficial to distinguish between legal ownership and psychological ownership. Besides
legal ownership, psychological ownership is “the state where an individual feels as though the target
of ownership or a piece of that target is ‘theirs” and “manifesting in expressions such as my, mine,
and our” (Pierce, Kostova, & Dirks, 2003). Therefore, legal ownership is upheld explicitly by the legal
system, and psychological ownership is conceptualized as a perception by the individual. People
can generate psychological ownership without legal ownership, and therefore, it may/may not be
supported by legal ownership. A perfect example of this would be soccer fans. Fans have feelings of
ownership of their team under all conditions, rejoicing with the team’s success, being sad with the
team’s loss. They support their teams and do everything to make their team successful even though
they have no legal ownership (Aslan & Atesoglu, 2020). Psychological ownership defines not only the
object or target, but also the owners themselves, helping them build, affirm, or communicate their
identity. Meaning that, individuals may attach expressions of who they are and the degree of their
belonging (Pickford et al., 2016; Jami, Kouchaki, & Gino, 2021). Instead of expressing “that is my
team,” saying “my team is Fenerbahge, I am a Fenerbahge fan” would be a suitable example for this.

Psychological ownership provides the satisfaction of three basic needs: having a sense of belonging,
efficacy, and self-identity. A sense of belonging is a basic need related to having a place or home
that would provide a context for comfort, pleasure, and security. When individuals develop a sense
of belonging, it becomes a part of themselves. When the target becomes a part of self, s/he tends to
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invest him or herself into the target. Efficacy is linked to feeling capable in a domain. Possession
may enhance this feeling since it causes a sense of control, power, or influence over the target. By
experiencing control over the target, individuals may feel that it belongs to them. Possessions impact
one’s self-identity; perceptions of “mine” or “ours” can express a sense of the self and core values. This
is acquired by having an intimate knowledge of the target and self-investment. When an individual
has deep knowledge about a target, it becomes a part of the self (Dawkins, Tian, Newman & Martin,
2015; Van Dyne & Pierce, 2004; Zwiers, 2017).

Psychological ownership might be developed toward the organization or job itself. In other words,
employees’ feelings of possession and psychological connection to the organization are defined as
organization-based psychological ownership, or employees’ feelings of possession towards their
work, role, or project are defined as job-based psychological ownership. Both types of psychological
ownership are considered attitudinal rather than an enduring trait of personality (Van Dyne & Pierce,
2004). Respectively, psychological ownership is context-specific and reflects the current position
regarding both the present organization and the current job (Dawkins et al., 2015; Van Dyne &
Pierce, 2004).

Many studies have begun to identify motives and experiences that may increase employees’
organization-based psychological ownership. It may be influenced by organizational justice (Sieger,
Bernhard, & Frey, 2011), autonomy (Mayhew, Ashkanasy, Bramble, & Gardner, 2007), participation
in decision-making (Chi & Han, 2008; Han, Chiang, & Chang, 2010; Liu, Wang, Hui, & Lee, 2012),
organizational identification (Knapp, Smith, & Sprinkle, 2014), transformational, ethical and
transactional leadership styles (Avey et al., 2009; Avey, Wernsing, & Palanski, 2012), benevolent
leadership (Zhu et al., 2013), participation in profit-sharing (Chi & Han, 2008), participation in
stock ownership (Chiu et al.,, 2007), less structured work environment (O’'Driscoll, Pierce, &
Coghlan, 2006) and job control (Peng & Pierce, 2015). Comparatively, less research has examined
antecedents of employees” feelings of job-based psychological ownership than organization-based
psychological ownership. Main antecedents which predict job-based psychological ownership were
identified, such as employee autonomy (Mayhew et al., 2007), job complexity (Brown, Pierce, &
Crossley, 2014), transformational and transactional leadership (Bernhard & O’Driscoll, 2011) and
employees’ spiritual and emotional intelligence (Kaur, Sambasivan, & Kumar, 2013). Pierce, Jussila,
& Cummings (2009) also demonstrate that five core job characteristics (skill variety, task identity,
task significance, autonomy, and feedback) promote job-based psychological ownership. Besides,
participative management styles, organizational leaders’ stewardship (Pickford et al., 2016), perceived
power, perceived organizational support, and relational closeness (Zhang, Liu, Zhang, Xu, & Cheung,
2020) are highlighted as antecedents to psychological ownership in general.

A significant body of research has examined the effects of psychological ownership on employee
attitudes and behaviors. Individuals who have organization-based psychological ownership feel they
have the right to direct the organization and have a sense of responsibility (Derin, 2018). Van Dyne
& Pierce (2004) have found a strong correlation between psychological ownership and work attitudes
such as commitment and job satisfaction and behaviors like organizational citizenship behaviors and
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organizational performance. O'Driscoll, Pierce, & Coghlan (2006) discuss that organization-based
psychological ownership has a more substantial effect on organizational citizenship behaviors than
job-based psychological ownership. Research also shows that job-based psychological ownership is
related to job satisfaction (He & Pierce, 2015), whereas organization-based psychological ownership
is related to affective organizational commitment and job satisfaction (Ozler, Yilmaz, & Ozler, 2008).
Studies also support that employee with a high sense of psychological ownership tends to engage in
voice behavior, creativity, knowledge-sharing behaviors, helping behavior, and extra-role behaviors
(Ramos, Man, Mustafa & Ng, 2014; Van Dyne & Pierce, 2004; Zhu et al., 2013). Results also show
that high levels of psychological ownership is linked with low absenteeism and intentions to quit
and negative outcomes such as resistance to change, avoidance of teamwork, alienation, and stress
exposure (Aslan & Atesoglu, 2020).

Due to COVID-19 pandemic, many organizations had to shut down and employees have been forced
to remote work or to take time off. There are many studies about remote working or telework and its
psychological effects on employees, such as psychological isolation. However, there is alimited number
of research in effects of pandemic on psychological ownership. A study has found moderating effect
of psychological isolation on the relationship between organization based psychological ownership
and organizational citizenship. Results show that high level of organization-based psychological
ownership with high level of psychological isolation leads to organizational citizenship behaviour
(Bordarie & Grouille, 2022). In addition, in a research focusing on organizational commitment among
senior hotel managers during COVID-19 pandemic in Turkey, relationship between psychological
ownership and organizational commitment has been studied. It is reported that during pandemic
“the managers began to care about their organization as if it were their own family”. Some managers
considered their organizations as their family or home. Researchers conclude that this sense of

ownership had a contribution to organizational commitment (Agbay & Akbudak, 2021).

3. Method

In this study, a qualitative research method was conducted to examine employees’ thoughts about the
concept of psychological ownership in detail. Phenomenological design, which is one of the qualitative
research methods focusing on the essence of human experiences concerning a phenomenon, was
preferred to determine the participants’ thoughts about the concept of psychological ownership and
their observations in the work environment. In the determination of the people to be interviewed
for data collection in the research, convenience sampling was used within the scope of purposive
sampling, which recruits participants who are easily accessible and convenient to the researchers.
As a data collection tool, in-depth interviews with the study group were conducted by interviewing
online. The data collection process was completed through interviews held during September
2021-January 2022. For this study the approval of ethical committee no E-15705228.044.12989 dated
06.10.2021 was taken from the Ethical Committee, Dogus University.
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In order to collect data in this study, a semi-structured interview template was conducted with
10 full-time employees in Istanbul. Before the interviews, questions were developed through a
comprehensive literature review on the concept of psychological empowerment. A pilot study lasting
30 minutes was conducted by the researchers with 3 private-sector employees. After this meeting,
open-ended questions were tested in their sequence, content, wording, and approximate interview
length before the implementation process. To ensure the accuracy of the data, the interviews were
continued until data saturation. Data collection was ended when no new information could be
collected, and the data became repetitive.

Eachinterviewlasted onaverage 25-30 minutes, and researchers took steps to ensure the confidentiality
of participants and the data collected from them. The average age of the study respondents was 37.3
years old; the average tenure in business life is 12,6 years; the average tenure in their organizations is
6,3 years. Participants of the study group are presented in Table 1.

Table 1: Demographics of Study Group

No Age Gender Marital Education  Total  Tenure Industry Department  Position
Status Tenure
1 32 M Single PGraduate 8 5 Tourism/ Management  Board
Hospitality Member
2 33 M Single P.Graduate 8,5 7 Banking/Finance Corporate Manager
Banking
3 41 M Married ~ P.Graduate 15 3 IT / Technology ~ Business Manager
Development
36 F Single P.Graduate 14 6 Chemicals Sales Manager
5 49 M Single Graduate 25 10 IT / Technology  Logistics Deputy
General
Manager
6 4 M Single Graduate 21 4 Food Production Finance Deputy
General
Manager
7 29 F Married  PGraduate 4 4 Education Education Lecturer
34 F Married  PGraduate 5 2 Education Education Lecturer
9 46 M Married ~ Graduate 22 18 Logistics Management ~ Supply chain
director
10 28 F Single Graduate 4 4 Banking Retail Bank
Banking clerk

Analysis of the qualitative data included the process of identifying, coding, and categorizing the
information obtained during data collection. After processing the huge amount of raw information,
the data obtained from the study group were transformed into expression patterns using inductive
reasoning, and sub-themes were determined to gather these expressions under specific categories.
After the interviews were completed, the recordings were transcribed, and the researchers and an
expert academician reread the obtained text, and the content analysis was completed.
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In order to increase the internal validity of the research, a conceptual framework was created while
the interview form was developed. As it is recommended to provide diversity in selecting participants
in qualitative studies, we noted that the people in the study group are working in different sectors and
are asked to share their personal experiences to make a detailed analysis. After the interview process,
the themes and categories determined by the researchers were sent to the study group to confirm.
In order to increase the internal reliability of the research, the researcher and two lecturers who are
experts in qualitative research coded separately on the data. The answers were compared, and the
consistency coefficient was .88. The fact that it was over 80% is important in showing the study’s
consistency and reliability. The results include each participant’s expressions (coded as P1, P2, P3...)
reflecting the theme.

4. Results

The data analysis revealed several common issues and factors associated with psychological
ownership. As a result of the analysis, five main categories, including some sub-categories,
emerged: Definition, possessions at work, antecedents of psychological ownership, consequences of
psychological ownership, and management practices.

In order to define psychological ownership, the definition of the concept was shared with participants,
and they were asked to list what psychological ownership meant for them. The participants’
prominent words were predominantly affective and cognitive psychological ownership measures
such as protecting, caring, valuing, feeling like family, feeling pride while talking about the company,
organizational commitment, and affective commitment (Table 2).

Table 2: Definition of Psychological Ownership

Category Themes Subthemes

Affective State protection
caring
valuing
Affective commitment
1 Definition Feeling like family
feeling pride while talking about the
company
Cognitive State Organizational commitment
identification
possession

Some of the comments are below:

P6: “Identifying oneself with the legal personality of the company. Being more sensitive, rational, and
protecting in matters that are not in the responsibility of oneself. Being more protective, and it might
be a bit of a status quo act”
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P4: “When I hear the name of my own company, first of all, I feel a sense of belonging. I feel like mine,

and I feel like it’s a place that belongs to me”

P9: “T am proud to be an employee of this company. In any case, I try to promote and own my

company.’

P8: “I sense this is my company.”

P10: “T intend to work in this company for many years. I feel so comfortable at work that I feel like I

can’t get used to another workplace easily”

P7: “If a family atmosphere is created within the company, then it will be easier for employees to

embrace that place”

When participants were asked about what they describe as “mine” at work, they stated both tangible

and intangible assets as shown (Table 3);

Table 3: Possesions at Work

Category Themes Subthemes
Tangible assets Desk/Office Furniture
Objects in the Office

2 Possesions at Work

Intangible assets

Some of the comments are below;

P4:”I consider everything the company provides to me as mine.”

P2:7I trust the financial power of the company a lot, and I know that we would not have a problem

Formats, Reports, or Templates

Company car
Specific Projects
Office
Parking Space
Basketball Court
Library
Office Cafeteria
Decisions
Strategic Ideas
Moral Values
Organizational Power
The Reputation of the
Organization
The Social Context at Work
Relationships with Team
Members/Coworkers

with that. When I defend my company to the customer, I feel this power in myself”
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P10: “The fact that the company I work for has a certain reputation in the sector makes me happy,

and I feel attached to this brand”

P8: “The library is the place where I feel most comfortable in school. I love spending time there. I

>« %)

spend so much time there that I can say it’s “mine”

To understand the antecedents of psychological ownership, participants were asked about the factors
that create psychological ownership. The factors are classified as individual and organizational
factors as below (Table 4);

Table 4: Antecedents of Psychological Ownership

Category Themes Subthemes
Individual factors Achievement-oriented Personality
Perfectionism

Perceived Control/Power
Self - Congruity
Responsibility/ Accountability
Locus of control

3 Antecedents of PO Organizational factors Organizational Justice/ Accountability
Organizational Trust
Leadership Style
Ethical Values/Culture
Morality at Workplace
Investment on Employee
Organization Structure
Freedom/Autonomy
Information Accessibility
Psychologically Safe Work
Environment
Peace/Fun/Joy at Work

Some of the comments are below:

P1: “My name is written in LinkedIn; I have to work adequately. That is why I own up to it”

P2: “You inevitably feel ownership because of the manager title, status, and environmental factors.
P3: “I feel safe at work”

P4:"1 know that the owners of the company will support me no matter what”

P5: “Increasing quits and hiring new employees actually decrease the number of employees you

know. This reduces my feeling of ownership.”
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To understand the consequences of psychological ownership, participants were asked about the
effects of psychological ownership. Mainly, two themes were identified as consequences named
“individual” and “organizational,” as shown below (Table 5).

Table 5: Consequences of Psychological Ownership

Category Themes Subthemes
Individual consequences Working Harder

Sacrifice from Private Time
Searching for Solutions for Other
Departments/Units
Extra-role Behaviors
Job Satisfaction
4 Consequences of PO Organizational Identification
Work Engagement
Voice Behavior
Organizational consequences Increase in Productivity
Solution-oriented Approach
Positive Organizational Climate

Some of the examples are as below:

P2: “There was a branch project. At first, it was with someone else’s, and I used to observe it in
general. And contribute, but then in a performance appraisal meeting, my manager said that s/he
wanted me to take these two projects and proceed from then on. He said that it had become my
project and that I would do it. I said, “But you started this with someone else, I wouldn’t want to jump
into their business.”. He said, “No, I'll talk to them,” and that it became mine. From just commenting
on the project to adding my ideas and innovations. Last year, we talked about this, and we will start
in 2022 at branches. It was something that had been going on for two years; we are making pilots etc.
It is entirely my effort that we have launched the project now. I visited the branches, I explained the
projects to employees there about why the project is important, what we are trying to achieve. I went
to 7 branches from Maltepe to Zeytinburnu (approximately 30 km) in Istanbul in one day, which is
not easy in Istanbul traffic. I left at 7 in the morning. Now I have this project. I spent effort and said
that it is mine with all its faults and merits. At that time, my performance had increased twice more
in the process.

P3: “There are such feedbacks from other parties, that is, generally, from the second and third parties
about the projects that I own. They say, “when you are doing the work, you do not do it just for the
sake of it” Let’s say there is a meeting that needs to be held routinely once a week, related to a project.
I'm not the one who says that “Apart from that meeting, I don’t need to do anything until the next
week. If I see it from meeting to meeting, it is enough”. Some people say that. The meeting could
be on Tuesday at 14.00, but on a Thursday or Friday, I meet with the other project members in a
different place, at a Starbucks or a cafe to get the work done”
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P9: “When people embrace their companies, everyone focuses on the solution, not just the problems.
Otherwise, when we look at the problems separately, the number of challenges can exceed the number
of daily tasks. For this reason, people’s ownership of the problems related to the institution as if they

are their own problems creates a basis for them to be more solution-oriented”

To understand the perceived effect of COVID-19 pandemic on psychological ownership, participants
were asked whether they felt a change in PO during the pandemic or after lockdown. Their experiences

were also asked to understand the factors affecting change in detail.

Two participants whose positions were Deputy General Manager clamined that it remained the
same. Responses of other participants who claimed an increase or decrease were examined, factors

in increase or decrease in PO during pandemic were listed as below (Table 6).

Table 6: Effects of COVID-19 Pandemic

Category Themes Subthemes
Factors that increase PO missing the work environment
5 Effects of COVID-19 Pandemic supporting/protecting each other
Factors that decrease PO disarrangement in working hours

being away from office
not working in the office
lack of tangible assets (building,
desk etc)
“out of sight, out of mind”
inequity in salaries

Some of the examples are as below:

P1: “A sudden stop of work, disarrangement in working hours and order. Disarrengement reduced
my sense of ownership. But then it got better. I didn't detach myself form work, I came to work. If I
didn’t come back to work, my PO would have been fallen down. Out of sight, out of mind. Getting

away from work or not working has a decreasing effect”

P2: “PO toward organization was decreased, PO toward my team was increased. Decrease in
PO toward organization is due to lack of building, desk, also unfair salaries, insufficient benefits
(insufficient amounts loaded in meal tickets). PO toward my team was increased due to effort to

protect each other. “
P3: “It has been increased. I missed work environment

P4: “It has been decreased at first, our communication was reduced. Then, there was an increase, I

felt that they were with me even in the biggest crisis we have faced.
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The management practices that may be used as Human Resources management and top management
were asked to participants. The practices are classified as encouraging and discouraging as below
(Table 7);

Table 7: Management Practices

Category Themes Subthemes

Providing freedom/autonomy/
Encouraging practices initiative
Giving more power to mid-level
managers
Involment in stock shares
Transparency in Performance
Evaluation
Goal setting
Information sharing
Appreciation/Recognition
Organizational Justice
“we” or “us” language
6 Management Practices Personalized gifts
Comfort at workplace
Providing representation expenses
Discouraging practices Gossip/Rumors/Misinformation
Discrimination
Bureaucracy/Over-formalisation
Injustice
Strong Hierarchy

The responses are shown below:

>«

P1: “We dont say T, we say ‘us, “we did it together” We are a team. Our principle is this order,
our culture and us, us, us. We do not welcome anyone who says T in the department, and it is so

important as it encourages ownership.

P4: “Saying, “I think there is this need in this, what would you do? Handle it, please..” It's motivational
even to say these. “This is your place” So that sense of freedom is nice, and I think it increases

ownership!

P5: “Saying things like “Let’s go together, we will celebrate it together” makes one start to own that

%

job and say “this is my job and I'm getting rewarded for it

P6: “An unbelievable freedom. We can take the initiative. PO increases due to the presence of
responsibilities. Thus, we have to act as if we own it because we give account for everything that
happens”
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P1: “If your income is not increasing parallel with the profit of the company makes, it reduces the
sense of ownership and belonging”

P2: “Useless paperwork, bureaucracy. It's 2021; I think, getting permission from the system,
permission papers, and bureaucracy are the things that should be removed—for example, printing
out the mail. They print the presentation, which is reflected in the meetings held every week. We
produce innovative products, but when your friend next to you prints out an e-mail or presentation,
you get a little upset; that’s the opposite”

P10: “If injustice and discriminatory policies are applied among employees, people will stop owning
their companies because I think ownership should be mutual”

5. Discussion

In this research, it is aimed to understand psychological ownership in detail. The responses to
the research questions first defined psychological ownership were mainly related to the sense of
belonging, possession, and self-identity. They seem to be primarily focused on organization-based
psychological ownership. The responses include feeling like family, organizational commitment,
an affective commitment which would support the findings of Ozler et al. (2008) that claimed
organization-based psychological ownership is related to affective organizational commitment.

The responses for possessions at work were parallel with the previous studies. Both tangible and
intangible assets were listed as estimated; however, the list of intangible assets is more significant
than tangible assets. One of the exciting responses was “the power of the organization.” Especially
tinancial power of the organization seems to positively impact a participant while communicating
with customers. As Pierce et al. (2001:301) stated, connection with the target and knowledge about it
creates a way to form a sense of ownership for the employees. Knowing tangible and intangible goals
such as projects, processes, and important organizational goals will enable them to see the target
better and contribute to the development of a sense of psychological ownership towards these goals.

Antecedents of psychological ownership reported by participants were generally similar to previous
research; however, organizational characteristics appear to be more significant than individual
characteristics. Providing responsibility, accountability and autonomy were frequent responses. It
may be possible to interpret that having responsibility for the job or in a particular area and feeling
accountable may provide access to a route to psychological ownership such as control, intimate
knowledge, and investment of self. Similarly, autonomy in the job characteristics model (Hackman
& Oldham, 1976) may promote job-based psychological ownership by supporting Bullock’s (2015)
findings. In addition, the expression of “accountability” as both an individual and organizational factor
by the participants seems good support for Avey et al’s (2009) work that stated “accountability” as a
new dimension of psychological ownership. Locus of control was another personality characteristic
mentioned in the study. According to Kaur et al. (2013), psychological ownership is closely linked
with the need to influence the environment and the desire to control events in life, which is defined
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as a locus of control. Similarly, as Pierce et al. (2001: 301) stated, there is a positive, significant, and
causal relationship between the level of control over the object and ownership of the target object.
Perceived control/power was another antecedent for psychological ownership that the study group
members mentioned. Apart from previous studies, the effect of social media was mentioned in our
interviews, and having a title seen publicly on LinkedIn was stated as an antecedent. In addition to
this, psychological ownership as a result of having a manager title and status was shared. However,
none of our participants stated titles when it is asked about possessions at work. Corporate titles
may be associated with responsibilities or obligations, satisfy efficacy and self-identity, and provide a
route to control and invest oneself. Due to remote or hybrid work, employees lack face-to-face social
interactions. Social context, other employees, departments, and teams are considered possessions,
but lack of interactions may negatively impact psychological ownership. Furthermore, changes in the
group (quits, new hires, etc.) may also affect psychological ownership in terms of negatively affecting
their morale.

The consequences stated by participants appear to be primarily related to an increase in job
performance. Such examples, “working harder, sacrifice from private time, increase in productivity;”
can be classified as increasing job performance. As stated in previous studies (Bernhard & O’Driscoll,
2011, Zhu et al,, 2013), psychological ownership increases individual performances by providing
internal motivation in employees and contributes to organizational performance. Pierce, Rubenfeld,
& Morgan (1991) also associated psychological possessiveness with a high level of motivation,
including extra role behaviors mentioned in our study. In addition, organizational identification
and work engagement were exemplified in responses, and it is found no support for organizational
commitment as a consequence. Although researchers have suggested that when employees feel
ownership towards their organization, they will be more committed toward the organization (Pierce
et al., 2001), the participants in the study group did not focus on this concept. Additionally, it is
a valuable contribution that job satisfaction is recognized as a consequence of the psychological
ownership that the participants frequently repeat. As previous studies (He & Pierce, 2015; Van
Dyne & Pierce, 2004) mentioned, when employees develop psychological ownership towards their
job, they create powerful bonds and develop a positive mindset with their organizations. However,
surprisingly, some core studies mention the negative consequences of psychological ownership in the
literature (Avey et al., 2009; Brown, Lawrence, & Robinson, 2005; Brown et al., 2014), but those who
participated in this study did not comment on the negative results.

The effects of COVID-19 pandemic on psychological ownership examined in this study is limited
due to number of participants. However, the stimulus of work environment seems to be influential
in participants, it can be related to sense of belonging which is a need that psychological ownership
provide satisfaction. Responses such as “out of sight, out of mind”, lack of tangible assets, missing
the work environments are related to absence of work environment. It can be suggested to enrich
employees” home offices with objects related to office itself. Also, one of the factors that increase
psychological ownership is supporting and protecting team members. This factor seems to be parallel
with Bordarie & Grouille’s (2022) findings, but in this context, it is needed to assess organizational
citizenship behavior in detail.
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It is believed that our research gives insights into human resources and managerial practices.
Encouraging and discouraging factors should be reviewed by organizations to foster psychological
ownership. Using “us” and “we” language, emphasizing togethernessand team are highly recommended
in brandings and interpersonal communication. Autonomy, the ability to take initiatives, having
freedom were also linked to antecedents of psychological ownership. Therefore, providing employees
with more independence and letting them take more initiative will make them feel more engaged
in their work roles and own their organizations. At this point, job design interventions may be
critical in promoting psychological ownership, which encourages an organizational culture of trust
that employees work well in many different ways. Managers’ behavior such as appreciation, asking
opinions, and emphasizing personal achievements can also encourage psychological ownership.
Also, during crisis like pandemic, behavior that support and protect employees, communication,
stimuli of work environment and clear work schedules smay be effective in sustaining psychological
ownership. It is necessary to consider the findings of Brown, Pierce, & Crossley (2014) about the
effect of psychological ownership on sales. They found that one scale-unit increase in psychological
ownership had corresponded with $13.5 million in sales volumes by salespersons working in a
consumer-packaged goods company. It may be a practical example to explain the importance of
psychological ownership to managers. In addition, it is found that appreciation/recognition is also
a critical thing to encourage psychological ownership, which reminds managers of the importance
of motivation in organizations. Increasing the number of positive feedback makes employees
feel valued as individuals and responsible for their work. As Ozler et al. (2008) stated, a positive
organizational climate is important in developing feelings of ownership. Discouraging practices
such as discrimination between employees and creating misinformation will make employees feel
undervalued and unfairly treated and diminish their identification with the organization, negatively
affecting the organizational climate.

One of the limitations of this research is the number of interviews. Also, interviewees were selected
from the private sector; therefore, representation of the population is limited. Secondly, however, the
dark side of psychological ownership is discussed in the literature; the results of this study lead to
positive outcomes of psychological ownership. None of the participants stated a negative consequence;
thus, this research didn’t examine the negative sides of psychological ownership. Questions regarding
adverse effects should be added to interview questions. Further investigations on the dark side of
psychological ownership might be promising to extend research on the concept. Thirdly, our
research is based on interviews conducted at the individual level. There is a need to use experimental
design and interventions to observe psychological ownership in-depth at the team level. Especially
in collectivist cultures such as Turkey, it is possible to study the nature of collective ownership and its
consequences on organizations. Also, a more comprehensive investigation is needed to distinguish
between organization-based psychological ownership and job-based psychological ownership
because research conducted to date mainly focused on the organizational aspect, which creates a
significant gap on the job aspect, especially theoretically.Lastly, a comparison between during and
after pandemic should be examined to understand the effects of pandemic and remote working on
psychological ownership.
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Abstract

Digital marketing is a very important position in line with the ever-advancing technology and the changing
customer demands and needs. Due to the increase in studies on digital marketing in recent years, this study
has been carried out in order to present the studies in the relevant literature to researchers together. In this
study, the literature in the field of digital marketing is examined. This study, which examines the literature
in the field of digital marketing, offers a quantitative-based approach to current trends in digital marketing.
The paper used Vosviewer to analyze 858 digital marketing records from the Web of Science database
between 1975 and 2021. In this article explores the whole picture of digital marketing research and shows
a visual information structure and evolution of digital marketing. It is thought that this study, in which the
dynamism of scientific publication activity is investigated, will shed light on other studies in the field of
digital marketing. In this direction, it provides an important reference for academics to show the current
situation and effective trends in the digital marketing field.

Keywords: Digital marketing literature, Bibliometric analysis, Science mapping analysis, VOSviewer, Web
of science

JEL Classification: M30, M31, M39

Oz

Dijital pazarlama, siirekli gelisen teknoloji ve degisen miisteri talep ve ihtiyaglar1 dogrultusunda oldukea
6nemli bir konumdadir. Dijital pazarlama ile ilgili ¢aligmalarin son yillarda artmasi nedeniyle, ilgili
literatiirde yer alan galismalar: aragtirmacilara bir arada sunmak amaciyla bu ¢aligma gergeklestirilmistir.
Dijital pazarlama alanindaki literatiiriin incelendigi bu ¢alisma, dijital pazarlamadaki mevcut egilimlere nicel
tabanli bir yaklagim sunmaktadir. 1975 ve 2021 yillar1 arasinda Web of Science veritabanindaki 858 dijital
pazarlama verisini analiz etmek i¢in Vosviewer kullanilmistir. Calisma, dijital pazarlama ¢alismalarinin tim
resmini ortaya koyarak, dijital pazarlamanin gorsel bilgi yapisini ve evrimini gostermektedir. Bilimsel yayin
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faaliyet dinamizminin aragtirildig1 bu ¢alismayla dijital pazarlama alaninda yapilacak diger ¢alismalara 151k
tutacag: diisiiniilmektedir. Bu dogrultuda, dijital pazarlama alanindaki mevcut durumu ve etkili trendleri
ortaya koymak adina aragtirmacilara 6nemli bir referans saglamaktadir.

Anahtar Kelimeler: Dijital pazarlama literatiir(i, Bibliyometrik analiz, Bilim haritalama analizi, VOSviewer,
Web of Science.

JEL Siniflandirilmasi: M30, M31, M39

1. Introduction

We live in a digital age where consumers’ lifestyles are changing with the development of the Internet
and information technologies, and consumers are more selective and their purchase intentions are
transforming from traditional to online purchasing behavior. Internet, which is the basic element of all
areas of human life such as social life, personal communication, education, and health, has become one
of the most important marketplaces for goods and services transactions (Leeflang et al., 2014).

In the quarter-century since the commercial use of the Internet began, the business world has
changed rapidly. Major multinational companies such as Google, Facebook, Amazon, Alibaba, eBay,
and Uber, which were not in our lives twenty-five years ago, operate today as key players in the
modern economy (Kannan and Li, 2017). Today’s increasingly digital environment has transformed
the way businesses operate. It has led to a fundamental change in how businesses and consumers
interact with each other. Ability for businesses to gather abundant and detailed information about
consumers, competitors and the market in general has affected all aspects of the marketing mix,
which is called product, price, place and promotion (Goldfarb and Tucker, 2019; Langan et al., 2019).
In addition, thanks to digital technologies, product, price, place, and promotion activities change,
thus reducing the costs of some marketing activities (Goldfarb and Tucker, 2019).

This study aims are to contribute to the development of the digital marketing field by examining
the literature in a more objective, systematic, and integrated manner. Understanding digitalization
in marketing has a very important role for both researchers and practitioners. Bibliometric studies
provide an effective orientation to the studies of academicians and therefore to the literature. In the
marketing literature, bibliometric studies appear as a widely used method. For example, International
marketing (Samiee and Chabowski, 2012); Industry 4.0 (Cobo et al., 2018); Digital mediation in
business-to-business marketing (Kumar et al., 2020); key account management (Kumar et al., 2019);
Entrepreneurship research (Ferreira et al., 2019); Technology and Innovation Management (Huang
et al., 2019); disruptive innovation (Shang et al., 2019). Bibliometric research conducted over the
years has a long history in marketing to investigate basic knowledge structures in the field (Samiee
and Chabowski, 2012).

In today’s digital age, marketers and market researchers conduct intensive research on digital
marketing (Kotler et al., 2017; Fierro et al., 2017; Ritz et al., 2019, Behera et al., 2020). However, up to
now, few studies have quantitatively analyzed the evolution of Digital Marketing. Although studies
on the bibliometric analysis of digital marketing have begun to appear in the literature (Ledn-Castro
etal., 2021; Purnomo et al., 2021; Sharma, 2021; Verma et al., 2021); The fact that the current study is
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up-to-date as of the year it contains and the comprehensive preparation of the visual mapping makes
it different from other studies. This study has been carried out to examine the development of digital

marketing studies since 2006.

In this direction, a basic and general framework will be drawn with the mapping technique that
can present the studies of digital marketing literature, which is the subject of research, the authors
of the studies, the sources in which the studies are published, journals and countries together. In
this study, a bibliometric examination has been made, which allows reaching the opportunity to
reach the most basic sources in the relevant literature in the fastest way, and then a visual mapping
technique has been used. Scientific mapping analysis is a bibliometry technique that enables to reveal
of the conceptual, social, and intellectual aspects of the research subject. In addition, it provides the
opportunity to emphasize the development or change of these aspects over time by drawing a long-
term framework (Cobo et al., 2015).

In the content of the study, firstly the literature of digital marketing which is the subject of the
research is examined and then the method of the study is emphasized. Then, the findings are shared
in the form of year-based, field-based, country, keyword analysis, author and journal. The findings
are presented in the form of graphical and bibliometric network analysis. Then, the limitations of the
study and recommendations for future research, and finally, the evaluation of the findings obtained

from the practice part of the study are included in the conclusion part of the study.

2. Digital Marketing Literature Review

Marketing campaigns have been based on traditional media such as direct mail supported by TV, print
and radio advertising, and public relations for many years. However, since the proposal of the web
concept towards the end of the 1980s, there have been major changes in marketing communication
recently. Digital equivalents of traditional media, known as digital media channels are now considered
vital components of most marketing campaigns (Chaffey & Ellis-Chadwick, 2019). Marketing
channels have changed significantly in recent years with technology and innovation. Marketers are
increasingly demonstrating greater efficiency, effectiveness, interest and persuasive power to their
value partners, especially consumers. The biggest change in marketing channels is achieved by digital
transformation (Key, 2017).

Traditionally, marketing always begins with segmentation, dividing the market into homogeneous
groups according to geographic, demographic, psychographic, and behavioral profiles. With digital
transformation, virtual communities are a new division today. Unlike traditional segmentation,
communities are naturally created by customers within their own set of boundaries (Kotler et al.,
2017). Market segmentation, increasing digital media tools, and rapidly increasing customer service
and options are found to take place in all markets both from business to business and from business
to consumer (Day, 2011: 184).
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It is seen that the concept of digital marketing was first used in the 1990s. However, while the concept
in question was used in the periods mentioned, mainly in association with introducing products
to consumers; Since the 2000s, it has been observed that the concept has been expanded with the
emergence of new social and mobile applications (Fierro et al., 2017: 242).

By the American Marketing Association (https://www.ama.org/topics/digital-marketing/), digital
marketing is defined as “the use of digital or social channels to promote a brand or reach consumers”.
This type of marketing can be carried out on the internet, social media, search engines, mobile devices
and other channels. Digital marketing channels point to internet systems capable of simultaneously
creating and delivering value from producers to consumers. In some cases, a complete value chain
operation can be carried out entirely online. By means of software as a service, products designed
on computers are created and delivered to consumers over the internet. Physical products may not
be produced or transported in digital environments, but their research, personalization, purchase,
review, and post-purchase communication can be accomplished through a well-designed mobile
application (Key, 2017).

Kannan and Li (2017: 22) pointed out that digital marketing, with an inclusive perspective,
“collaborate with customers and partners to create, communicate, present and sustain value for all
stakeholders; “an adaptable and technology efficient process”. In another definition, it is technically
expressed as the transmission of the value of items such as digital marketing, goods or services to
customers, and the use of online and offline digital channels, especially over the internet (Behera
et al., 2020: 1). Digital marketing through social and mobile media has rapidly become a part of
the daily lives of millions of people, expanding into common social media activities, and has often
enabled the creation of effective customer relationships (Kim et al., 2019).

With digital marketing that develops in parallel with technological innovations, marketing academics
and practitioners are witnessing a major transformation in marketing (Lamberton & Stephen, 2016).
Marketers need to focus on relationship-based interactions with their customers to improve their
digital marketing practices (Tiago and Verissimo, 2014: 703).

Today, marketers have data flow far beyond their usage capacity. This situation creates the necessity
of updating the marketing strategies to be implemented (Day, 2011: 183). From this point of view,
new ways of reaching customers, informing, interacting, making sales, obtaining information, and
providing services to customers by revolutionizing marketing have recently been offered with digital
media platforms (Lamberton and Stephen, 2016: 146). According to Goldfarb and Tucker (2019),
digital marketing differs from traditional marketing by reducing costs in five categories such as
search, reproduction, transportation, tracking, and verification. In addition, changes in consumer
behavior have required businesses to rethink their marketing strategies in the digital field (Tiago and
Verissimo, 2014: 703).

In their study, Kannan and Li (2017: 22) investigated how the developments in digital technology
reshaped the marketing process and strategies and the effects of this transformation in the field
called “digital marketing”, emphasizing the importance of today’s businesses to establish a “digital
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relationship” with customers. Moreover, they argue that digital technologies and devices such as
smartphones, smart products, the internet of things (IoT), artificial intelligence, and deep learning all
promise significant transformations in the lives of consumers in the near future (Kannan and Li, 2017).

3. Methodology

Bibliometry has been applied in social sciences in various ways. This method is a quantitative analysis
of the bibliographic features of a body of literature (Lawani, 1981; Nicolas et al., 2020; Liu et al.,
2020). Bibliometry has an interdisciplinary premise that has a strengthened perspective to expand
scientific research (Samiee and Chabowski, 2012).

The bibliometric analysis provides attractive insight into the works of academics. Bibliometric studies
facilitate the interpretation of the options to be obtained from the academic perspective (Ferreira et
al., 2019). Bibliometric analysis is the presentation of disciplines, fields, specialties or how authors are
related to each other on the basis on their distance (Cobo et al., 2012, 1609). Bibliometric studies expand
the scope of the relevant literature, especially for academicians who are new to the field of research, in
terms of understanding the subject of research from an interdisciplinary perspective (Liu et al., 2020).

Simplex data analysis is not enough to meet the demands of bibliometric research today. There is
a growing interest in science mapping, also known as visualizing bibliometric network. It provides
more detailed information in addition to obtaining more clearly explainable results with bibliometric
visualization (Huang et al., 2019). The science mapping is a visual representation of disciplines, fields,
areas of expertise, and how documents or authors relate to each other. It is often used in different
research areas to identify some key elements (countries, authors, journals, topics, etc.) (Cobo et al.,
2018).

Bibliometric analysis was used to evaluate current research trends in digital marketing literature.
Databases in web-based online environments such as Web of Science, Scopus, CiteSeer, Google
Scholar and Medline are common data sources used in bibliometric research (Cobo et al., 2015).

Web of Science is the world’s leading scientific literature database in the fields of social sciences,
arts and humanities. This database includes international conferences, symposiums, seminars,
workshops and congress meetings. It is the database that keeps its complete and retrospective scope
in social sciences, arts and humanities since the 1900s (Martinez et al., 2015). According to another
definition, Web of Science is an online scientific indexing service, which is the world’s leading
scientific research data source (Khalil and Crawford, 2015, p.51).

Since Web of Science is the most significant bibliographic database (Cobo et al., 2018), the relevant
research documents related to the analysis to be made were downloaded from here using the “digital
marketing” query. In this study, the publications published in the digital marketing literature using the
terms “digital marketing” between 1975-2021 and indexed in the “Web of Science Core Collection”
database were reached. .Because the digital marketing literature is new, the first studies after 2006 were
found in Web of Science. Therefore, it was included in the analysis between the years 2006-2021.
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Scientific mapping technique aims to reveal the structural and dynamic aspects of scientific research
(Cobo et al., 2012). Bibexcel, VOSviewer, CiteSpace, CopalRed, IN-SPIRE, CRExplorer, Network
Workbench Tool, Science of Science Tool, VantagePoint and SciMAt are software used in scientific
mapping techniques to create bibliometric network analysis and condensed network visual (Cobo et
al., 2011; Cobo et al., 2012; Pradhan, 2016). In this study, a visualization program called VOSviewer
(version 1.6.16) was used to visualize the bibliometric analysis. The functionality of VOSviewer
gains importance in terms of being useful in viewing and interpreting large bibliometric maps easily
(Van Eck & Waltman, 2009). With the help of the VOSviewer software, the literature is illustrated
in a mapped way. Unlike other web-based programs used for mapping, VOSviewer places special
emphasis on graphic presentation. There are two aspects of bibliometric mapping, namely the
construction of bibliometric maps and their graphical representation.

4. Findings

According to the data obtained from the Web of Science database on Digital Marketing, a total of
1372 scientific publications were accessed by describing them as “topic” and searching as “digital
marketing” for the period 2006-2021. Of these publications, consist of 858 (62.3%) articles, 425
(30.1%) proceeding papers, 43 (3.1%) of review articles, 35 (2.4%) book chapters and 30 (2.1%)
editorial materials. In this study, only the articles on digital marketing accessed from the relevant
database were analyzed.

The distribution of the mentioned publications by years is presented in Figure 1.
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Figure 1: Distribution of Articles Related to Digital Marketing for the Period 2006-2021 by Years

As can be seen from Figure 1, it is observed that digital marketing has been increasingly taking place
in the field over the years. In particular, the year in which the most publications on digital marketing,
which has increased since 2013, were produced the year 2021 with 265 scientific publications (30.8%).

At this stage, where the work areas that contribute the most to the digital marketing literature are

analyzed, the findings obtained are presented in Figure 2.
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Figure 2: Distribution of the Fields of Digital Marketing Articles for the 2006-2021 Period

As can be seen from Figure 2, studies related to digital marketing were mostly carried out in the
fields of business, management and communication. The indication that digital marketing is a
multidisciplinary field of study, from computer science to business; from economy to communication;

It is involved in many fields of study from tourism to management.

In order to examine the authors who contribute to the digital marketing literature with their scientific
publications, the address information of the first 13 countries on a country basis is presented in

Figure 3.
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Figure 3: Distribution of Articles Related to Digital Marketing for the 2006-2021 Period, by Country of

Publication

When looking at the contributing countries, the USA ranks first with 172 (20%) scientific publications.

The distribution of the articles on digital marketing according to the countries where they are
published is presented in Figure 4, with the colored visual network analysis in the VOSviewer
program. In this way, circle sizes are in parallel with the number of publications belonging to the
countries. The same circle colors indicate whether the studies conducted in countries have references
to each other, and the lines between the circles indicate that studies in which countries are related to

studies in which countries.
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Figure 4: Bibliometric Network Analysis of the Country Distribution of Articles Related to Digital Marketing
for the 2006-2021 Period

Keyword analysis and data visualization technique was used to evaluate the subject contents of
scientific publications in the field of digital marketing. The most studied terms with the concept
of digital marketing are presented in Figure 5, which gives the same colors together, which is an
indicator of the level of use of the same colors, in other words, the map of research trends.
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Figure 5: Bibliometric Network Analysis of Keywords Used in Articles Related to Digital Marketing for the
Period 2006-2021

Social media, social networks, e-commerce, advertising, consumer behavior and content marketing
have emerged as the most used concepts with digital marketing. The circle size shows the excess
usage of the keywords, the circle colors indicate which keywords are used together, and the lines
between the circles indicate that they are related.

Although many studies have been published in the scientific field, the effect of these publications
on the field is revealed only if they are cited intensely over time. In other words, articles affect an
area only if they are cited heavily by others, and this is considered the basis of the relevant discipline
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(Samiee and Chabowski, 2012). Accordingly, the following analyzes were made and evaluations were
made according to the effect of citations between authors and journals. Colorized visual network

analysis of the set of article authors on digital marketing in VOSviewer program is shown in Figure 6.
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Figure 6: Bibliometric Network Analysis of the Authors of Articles About Digital Marketing for the 2006-2021
Period

As can be seen in Figure 6, four clusters have been formed in which the authors of the studies
conducted over the years are related to each other. The most prominent authors in the sets are Kotler,
P, Hair, JE, Hennig-Thurau, T, and Kaplan, AM. It is important to examine the publications of the
authors who will work in the field of digital marketing.

Following the author network analysis, it is possible to see the journals that publish the most studies
on digital marketing and the links between them in Figure 7.
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Figure 7: Bibliometric Network Analysis of Journal Distribution of Articles Related to Digital Marketing for
the 2006-2021 Period

As can be seen in Figure 7, six clusters related to each other were formed according to the journals
in which the studies conducted over the years were published. The most prominent journals in the
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clusters are Journal of Marketing, Journal of Consumer Research, Journal of Business Research,
Computer in Human Behavior, Journal of Marketing Research and Journal of Market Education.

5. Limitations and Future Research

After a thorough disciplinary review of fundamental digital marketing studies, this study provides
thematic visions and implications for academics and practitioners, which are promising ways to create
effective digital marketing. One of the main objectives of this research was to develop directions for
future studies. This study, which was conducted with a quantitative systematic literature review, it
was aimed to determine the themes related to digital marketing and to identify research gaps and
research areas for future studies. The most important limitations of the study are that the articles
were accessed through Web of Science, which is only one database. Although a database accepted
as the most comprehensive in the literature is selected, it still causes scientific publications that
are not scanned here to be ignored. In addition, only articles in the field of digital marketing were
examined in this study, and all proceeding papers, book chapters, editorial materials and reviews can
be included in the study.

6. Conclusion

As customers increasingly interact with businesses through digital channels, marketers need to track
these interactions. In this study, in which the articles in digital marketing literature between 2006-
2021 were analyzed, it was aimed to create a consistent framework to evaluate the appropriateness of
digital marketing research by combining the theoretical cornerstones and current research trends. It
is thought that it will be a guiding and illuminating study on digital marketing.

This study, which aims to analyze the literature in a systematically and comprehensively manner in
order to define the theoretical principles and research trends in digital marketing research, offers the
opportunity to complement existing studies in a differently. As a result of the bibliometric analysis
carried out, an important part of the scientific publications in the field of digital marketing has been
reached collectively. In this context, the study provided the opportunity to create a coherent overview
of research trends and basic studies in the digital marketing literature.

The bibliometric analysis, which provides the opportunity to demonstrate the effectiveness of
scientific publications, enables one to examine of the authors, countries and scientific journals, as
well as to see the trend topics that are worked together, in other words, the conceptual structure.
The bibliometric analysis and visual mapping method, which have been used in different disciplines
recently, have been applied together in this study.

The development of scientific knowledge takes place through a circulation process in which all new
information is partially dependent on existing knowledge (Samiee and Chabowski, 2012). In the
study conducted for this purpose, guiding findings were obtained for future studies. Within the scope
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of the study; firstly the data obtained from Web of Science was arranged and the articles published
between 1975-2021 were included in the data to be analyzed. Because the digital marketing literature
is new, the first studies after 2006 were found in Web of Science. Therefore, it was included in the
analysis between the years 2006-2021. Then, the outputs obtained from the VOSviewer program,
which is used to make a visual presentation are included.

In the light of the findings, it has been observed that the subject of digital marketing has an increasing
trend as a field of study in the literature. It has been revealed that a significant increase has been
recorded in the relevant literature in 2013 and after. According to the findings of this study, which
was conducted to enlighten the conceptual structure and scientific development of digital marketing,
most publications were produced in 2021.

It has been found that business, management and communication are the fields that contribute
the most to the digital marketing literature. In addition, digital marketing; from computer science
to business; from economy to communication; Its involvement in many fields from tourism to
management has been demonstrated as an important indicator of its multidisciplinary field of study.
The USA has emerged as the most contributing country in digital marketing, which has taken its
place as an important field of work in many fields. As of the point reached, it is observed that digital
marketing has increasing importance in the world to better understand it.

The keywords used in digital marketing articles are social media, social networks, e-commerce,
advertising, consumer behavior, and content marketing. As a result of the analysis of the authors
of the articles on digital marketing, it was seen that the authors formed four clusters related to each
other. The most prominent authors in the sets are Kotler, P, Hair, JE, Hennig-Thurau, T, and Kaplan,
AM. Following the author network analysis, when the distribution of the articles on digital marketing
according to the journals they were published in was examined, it was observed that the journals
formed six clusters related to each other. The most prominent journals in the clusters are Journal
of Marketing, Journal of Consumer Research, Journal of Business Research, Computer in Human
Behavior, Journal of Marketing Research and Journal of Market Education.
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Oz

Diinyadaki sinirli kaynaklarin hizla tilkenmesi neticesinde ve gelecek nesiller adina daha stirdiirtilebilir bir
toplum yaratilabilmesi amaciyla; daha saglikli ve ¢evreye daha saygili sekilde beslenebilmek igin, organik
gida tiiketiminin de giderek arttig1 gozlemlenmektedir. Ozellikle de organik olmayan endiistriyel tarim
tirtinlerinin topluma, ¢evreye, hayvanlara ve insan saghigina verdigi zararlarin iyice anlagilmasindan dolayz,
organik tarim sistemiyle iiretilerek pazara sunulan organik gida tirtinleri her gegen giin deger kazanmaktadur.
Yapilan bu ¢alismanin amacy; kavramsal agidan “Planlanmig Davrams Teorisi” modeline dayanilarak,
bireylerin organik gidaya y6nelik tutumlarini hangi faktorlerin etkiledigini belirlemek ve buna bagli olarak
da bu tiiketicileri organik gida satin alma davranigina hangi etmenlerin tegvik ettigini ortaya koymaktir.
Buna gbre Istanbul ilinde organik gida satin alan 18 yas ve iizerindeki katilimcilardan, kolayda érnekleme
metoduyla toplanan 473 anket verisi, istatistiksel yontemler kullanilarak analiz edilmis ve yapilan analizler
sonucunda da; saglik endisesi, algilanan gida giivenligi ve algilanan gida fiyat: faktorlerinin, tiiketicilerin
organik gidaya yonelik tutumlarini etkileyen unsurlar oldugu gériilmiistiir. Ayrica buna bagl olarak da bu
bireylerin organik gidaya yonelik tutumlarinin, organik gida satin alma davranislarini etkiledigi sonucuna
ulagilmustir. Diger taraftan besin degeri ve lezzet, algilanan gida kalitesi ve ¢evresel kayg: faktorleri ise,
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bu arastirma kapsaminda tiiketicilerin organik gidaya yo6nelik tutumlar: tizerinde etkili olmayan unsurlar
olarak bulunmustur.

Anahtar Kelimeler: Yesil pazarlama, yesil tiiketici davraniglari, planlanmis davranis teorisi, tutum, satin
alma niyeti, tiiketici satin alma davranist

JEL Siniflandirilmasi: M300, M310

Abstract

While the resources in the world are rapidly depleting, it can be said that environmental activities are
increasing day by day to create a more sustainable society for the future generations. In this regard, it is
observed that the consumption of organic food is gradually increasing in order to be fed in a healthier
way. For this reason, the organic food products are gaining value day by day due to the fact that industrial
agricultural products cause to society, the environment and human health. In this context, the main
purpose of this study is conceptually based on the “Planned Behavior Theory”, to determine which factors
affect consumers’ attitudes towards organic food and to define what are the factors that encourage these
consumers to buy organic food products. Within the scope of this study, 473 survey data were collected
from the participants who have purchased the organic food products in Istanbul were analyzed by using
statistical methods. As a result of the study, it has been determined that health consciousness, perceived
safety of food products and perceived price of food products are the factors that affect consumers’ attitudes
towards organic food products. In addition, it has been concluded that attitudes of these consumers affect
their purchasing behavior. On the other hand, the nutritional value, perceived quality of food products and
the environmental concern were found to be ineffective factors on consumers’ attitudes towards organic
food products within the scope of this research.

Keywords: Green marketing, green consumer behavior, theory of planned behavior, attitude, purchase
intention, consumer purchase behavior

JEL Classification: M300, M310

Extended Summary

According to the concept of green marketing, the main purpose is to cause the least damage to the
environment during marketing activities (Yiicel and Ekmekgiler, 2008). In this point of view the
organic food products which are produced by using organic farming systems in green marketing
are considered safer, healthier and more nutritious than industrial food alternatives (Fotopulos
and Krystallis, 2002). In relation to this, the demand of organic food products has been gradually
increased and also the concept of organic food market has been developed rapidly. (Schifferstein
& Oude Ophuis, 1998). Accordingly, it can be mentioned that there are so many factors that affect
consumers’ attitudes towards organic food products and their purchasing behaviors. In this context,
the main purpose of this study is conceptually based on the “Planned Behavior Theory”, to determine
which factors affect consumers’ attitudes towards organic food and to define what are the factors
that encourage these consumers to buy organic food products. Within the scope of this study, 473
online survey data which are collected by using convenience sampling method from the participants
who have been purchasing organic food products in Istanbul were analyzed by using statistical
methods. First of all, the organic food purchasing behavior variable was examined according to the
demographic characteristics of the participants. In this regard, a statistically significant difference
was found in terms of the distribution of organic food purchasing behavior according to the marital
status of these participants. According to these results, in terms of organic food purchasing behavior,
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the average of the married participants was found to be higher than the single ones. As a result of
the regression analysis, it was determined that the factors affecting consumers’ attitudes towards
organic food products are health awareness, perceived safety of food products, and perceived price
of food products. In addition, it has been concluded that the attitudes of these consumers affect their
purchasing behavior. On the other hand, within the scope of this research, it has been determined
that nutritional value, perceived quality of food products and environmental concern are ineffective
factors on consumers’ attitudes towards organic food products.

1. Giris

Daily ve Erlich (1996), strdiiriilebilirlik kavramini; “bir toplumun sahip oldugu cesitli degerlerin
korunmasi bakimindan toplumsal, ekolojik ve ekonomik sistemlerin ihtiya¢ duydugu tiim temel
varliklarin, uzun vadeli bicimde gozetilmesidir” seklinde agiklamistir. Stirdiriilebilir kalkinma da;
toplumdaki ekonomik, ¢evresel ve sosyal konularin biitiinlestirilmesi anlayigindan yola ¢ikilarak,
dogal ¢evrenin korunmasi esasimna dayanmaktadir. Sirdiiriilebilir kalkinma, tiim bu unsurlarin
birbiriyle dengeli sekilde entegre edildigi, biitiinlesik bir yaklasim olarak ifade edilmektedir (Bormane,
Skiltere, & Batraga, 2017). Siirdiirilebilirlik bakis agisinin gelismesiyle birlikte, 1980°li yillara
gelindiginde pazarlama literatiirti agisindan yesil pazarlama anlayist da hiz kazanmaya baglamustir.
Yesil pazarlama; cevreye ve canlilara zarar vermeden, titketicilerin ihtiyaglarimin stirdiiriilebilir
sekilde giderilmesi ilkesine dayanan, doga dostu pazarlama yonetimi siirecidir (Blythe, 2001). Bu
pazarlama anlayiginin amaci; titketicilerin istek ve ihtiyaclarini karsilarken, diger yandan da gevreye
ekolojik agidan miimkiin olan en az zarar1 verebilmektir (Yiicel & Ekmekgiler, 2008). Yesil pazarlama
yaklagimlarindan birisi olan organik tiretim kavrami ise; gevrenin ve enerji kaynaklarinin korunmasi
amacryla yola cikilarak, tarimsal tiretim boyunca dogaya, hayvanlara ve insan sagligina zararl olan
kimyasal gtibreler ile sentetik bocek ilaglarinin kullanilmasindan kaginilmasini amaglayan ve bu
yontemlerin yerine dogal giibreleme sistemlerinin kullanilmasini benimseyen “yesil tarim” anlayigini
ifade etmektedir (Allen & Albala, 2007). Bu bakimdan da organik gidalar; “tehlikeli endiistriyel
maddeler ile ¢cevreye ve insan sagligina zararl olabilecek cesitli kimyasal stabilizatorleri icermeyen
gidalar” seklinde tanimlanabilir (Allen & Albala, 2007).

2. Literatiir

2.1. Organik Gidada Yesil Tiiketici Davranislar:

Organik tarim sistemleri kullanilarak iiretilen organik gidalar, endiistriyel gida alternatiflerine kiyasla
daha giivenli, daha saglikli, daha besleyici ve daha lezzetli olarak kabul edilmektedirler (Fotopoulos
& Krystallis, 2002). Organik gidalar; “tretim siireglerinde zararli kimyasallar veya katki maddeleri
kullanilmadan, dogal olarak yetistirilen, yesil tiriinler” olarak da algilanmaktadirlar (Williams &
Hammit, 2001). Bu durum da, tiiketicilerin géziinde endiistriyel tarim iiriinlerine oranla daha saglikli
sekilde algilanan organik gidalara olan talebin artmasina ve zaman igerisinde organik gida pazari
kavraminin ortaya ¢ikip, hizla gelismesine neden olmustur (Schifferstein & Oude Ophuis, 1998). Her
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gecen giin hizla gelismekte olan organik gida pazar1 nezdinde, tiiketicilerin organik gidaya yonelik
tutumlarini, satin alma niyetlerini ve fiili satin alma davransslarini etkileyen ¢ok sayida etmenin
varligindan s6z edilebilmektedir. Tiiketicilerin organik gida satin alma davranislarinda etkili olan bu

etmenleri ise su sekilde aciklamak miimkiindr:

2.1.1. Saglik Endisesi (Saglik Bilinci)

Saglik bilinci kavrami genel olarak; “bireylerin sagliklar1 konusunda bilingli olmasi ve gerektiginde,
sagliklar1 bakimindan gerekli olacak tiim eylemleri gerceklestirmeye hazir bulunmalar1” biciminde
tanimlanabilir (Becker, Maiman, Kirscht, Haefner, & Drachman, 1977). Saglik bilinci yiiksek olan
bireyler, sagliklarini korumak ve iyilestirmek adina yiiksek motivasyona sahip olan kisilerdir. Bu
sebeple de, yiiksek saglik bilincine sahip olan bu tiiketiciler, daha saglikli olabilmek adina iyi birer
motivasyon kaynag olarak diistindiikleri organik gidalar1 satin almay tercih ederek; fiili satin alma
davranigini gerceklestirmektedirler (Schifferstein & Oude Ophuis, 1998). Lockie ve arkadaslari
(2002), yaptiklar1 ¢alismalarinda; saglik bilinci faktortintn tiketicilerin organik gida satin alma
davraniglarinda etkili olan ana etmen oldugunu séylemiglerdir. Chen (2009)a gore de; “saglik
bilinci” ve “cevresel endise” etmenleri, tiiketicilerin organik gida titketimlerinde etkili olan temel
faktorlerdir. Ayrica bu faktorler, bireylerin organik gidalara y6nelik olan tutumlari tizerinde de etkili
olmaktadir (Chen, 2009). Shepherd vd. (2005) de yaptiklar1 ¢calismalarinda; saglik bilinci faktoriiniin,
tiiketicilerin organik gidalara yonelik tutumlari ve satin alma niyetleri tizerinde oldukea etkili oldugu
sonucuna varmuglardir. Yapilan dnceki ¢aligmalar baglaminda, ilgili aragtirma modelinin H, hipotezi

su sekilde belirlenmistir:

H, Saglik endigesi, organik gidaya yonelik tutumu anlamli sekilde etkiler.

2.1.2. Besin Degeri ve Lezzet

Yapilan gesitli calismalarla, bireylerin organik gidalar: tat unsuru ve besin degeri 6zellikleri i¢in de
satin aldiklar1 kanitlanmugtir (Fotopoulos & Krystallis, 2002). Ozellikle de “besin degeri” faktériiniin,
organik gidalarin satin alinmasinda oldukea etkili bir faktor oldugu, bu alanda yapilan arastirmalarla
ortaya ¢cikmistir. Bu kapsamda, Young ve arkadaslar1 (2005) gerceklestirdikleri arastirmalarinda;
organik gidalarin, geleneksel yontemlerle iiretilmis olan konvansiyonel alternatiflerine kiyasla,
daha yiiksek besin degerlerine sahip nitelikte gidalar oldugunu bulmuslardir. Amodio vd. (2007)
de organik gidalarin, endiistriyel gida alternatiflerine kiyasla, daha yiiksek besin degerlerine sahip
oldugunu belirtmislerdir. Diger taraftan yapilan bu ¢caligmalarla beslenme degeri ve lezzet unsurunun,
titketicilerin organik gidalara yonelik tutumlar: ve satin alma niyetleri iizerinde etkili olan olduk¢a
6nemli bir faktor oldugu da ortaya konmustur. Yapilan 6nceki ¢alismalar baglaminda ilgili aragtirma

modelinin H, hipotezi su sekilde belirlenmistir:

H, Besin degeri ve lezzet, organik gidaya yénelik tutumu anlamli sekilde etkiler.
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2.1.3. Algilanan Gida Giivenligi (Algilanan Giiven)

Hizla gelisen iiretim teknolojileri sebebiyle giin gectik¢e artan gida giivenligi sorunlary; beslenmeleri
konusunda bilingli olan tiiketicileri, insan sagligi adina daha giivenli oldugu garanti edilen, daha
nitelikli driinleri talep etmeye yonlendirmistir (Lockie S. , Lyons, Lawrence, & Grice, 2004). Bu
durum da tiretim teknolojilerinin ve endiistrinin hizla gelismesiyle birlikte kanser, diyabet, obezite
vb. gibi ciddi saglik problemlerinin tetiklendiginin fark edilmesinden kaynaklanmaktadir. Gida
gtivenligi hususunda bireylerin zihnini mesgul eden bu tarz 6nemli soru isaretleri de; tiiketicilerin
gida tercihlerinin zamanla farklilagmasina neden olmustur ve onlar1 daha giivenli, daha kaliteli ve
daha saglikli iiriinler aramaya tesvik etmistir (Grunert, 2002). Ayrica tiiketicilerin organik gidalara
yonelik tutumlari ve satin alma niyetleri bakimindan tesvik edici bir tiir motivasyon kaynag olarak
da degerlendirilen “algilanan giiven” faktori, tiiketilen gidalarin niteligine dair belirleyici olmasi
sebebiyle de 6nem arz etmektedir (Williams & Hammit, 2001). Ciinkii yesil tiiketiciler, organik
stireglerle tretilen gida tiriinlerinin, endiistriyel gida alternatifleri karsisinda saglik agisindan daha
az risk tasidiklarinin bilincindedirler ve bu sebeple de organik gida tiriinlerini daha giivenli olarak
nitelendirmektedirler (Williams & Hammit, 2001). Yapilan 6nceki ¢alismalar baglaminda ilgili
aragtirmanin H, hipotezi su sekilde belirlenmistir:

H, Organik gida iiriinlerinin algilanan giivenligi, organik gidaya yoénelik tutumu anlaml gekilde
etkiler.

2.1.4. Algilanan Gida Kalitesi (Algilanan Kalite)

Zeithaml (1988)%a gore kalite kavrami “objektif kalite” ve “algilanan kalite” olmak {izere ikiye
ayrilmaktadir. Bu ¢ercevede objektif kalite; bir tirtiniin 6zelliklerinin, belirlenmis standartlari
karsilama yetenegini ve de alternatiflerine kiyasla dstinliigiinii nitelendirirken, “bir iirtiniin
nitelikleri bakimindan, misterilerin zihinlerinde vardiklar1 yargilar” anlamina gelen “algilanan
kalite” kavrami da; tiiketicilerin bir tiriin hakkindaki beklentilerinin, o {iriin tarafindan karsilanma
diizeyini ifade etmektedir. Ayrica misterilerin goziinde endiistriyel gida iirtinlerden daha kaliteli
olarak algilanan organik gida iiriinleri, hizla gelisen titketim toplumlarinda her gegen giin daha da
onemli hale gelmektedir (Magnusson, Arvola, Koivisto Hursti, Aberg, & Sjéden, 2001). Bu durumun
nedeni de; misterilerin organik gidalari, organik olmayan endiistriyel gidalara oranla daha giivenli
ve daha kaliteli sekilde algilamalar1 ve bu algilar sebebiyle organik gidalara karst olumlu bir tutum
gelistirerek, organik iirlinleri satin almay: tercih etmeleridir (Vindigni, Janssen, & Jager, 2002).
Yapilan onceki galigmalar baglaminda ilgili aragtirmanin H, hipotezi su sekilde belirlenmistir:

H, Organik gida {irtinlerinin algilanan kalitesi, organik gidaya yonelik tutumu anlamli gekilde etkiler.

2.1.5. Cevresel Kaygt

“Cevresel kayg1” faktord, tiiketicilerin organik gida satin alma davranisini etkileyen en giiglii
motivasyonlardan birisidir (Saleki & Seyedsaleki, 2012). Ciinkii yesil tiiketiciler, dogal yollar
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kullanilarak iretilen yesil tirtinlerin, gevreye ve hayvanlara daha az zarar verecegini diisinmektedirler
(Schifferstein & Oude Ophuis, 1998). Diinyanin ekolojik durumu hakkinda endise duyan yesil
titketicilerin gevresel kaygi diizeyi ile cevreye daha az olumsuz etkisi olan tiriinler olarak diisiindiikleri
organik gidalar1 satin alma niyetleri arasinda pozitif iliskinin varligindan s6z edilebilmektedir
(Schifferstein & Oude Ophuis, 1998). Diger taraftan, “lretim faaliyetleri siiresince hayvanlara
zarar vermeden, hayvan haklarini gézeterek veya hayvanlarin gelecegine saygili davranarak iiretim
yapmak” anlamini tagiyan bir bagka faktér olan “hayvan refahi” da tiiketicilerin organik gida
satin alma davraniglar: tizerinde etkili olan bir diger motivasyon kaynag: olarak ele alinmaktadir
(Harper & Makatouni, 2002). Tiiketici davraniglari literatiiriinde ¢evresel endise unsuruyla birlikte
degerlendirilen “hayvan refah1” faktorii; tiretim siiresince ¢iftlik hayvanlari icin daha konforlu ve daha
stirdiirtilebilir yasam sartlarini saglamasi nedeniyle, organik gida satin almak isteyen gevre bilinci
yiiksek tiiketiciler i¢cin 6nemli bir diger motivasyon unsuru haline gelmistir (Harper & Makatouni,
2002). Ayrica gevresel kaygi ve hayvan refahinin; tiiketicilerin organik gidaya yonelik tutumlari,
satin alma niyetleri ve satin alma davranislar: tizerinde etkili olan faktorler oldugu ortaya ¢ikmistir
(Honkanen, Verplanken, & Olsen, 2006). Yapilan 6nceki ¢aligmalar baglaminda ilgili arastirmanin
H, hipotezi su sekilde belirlenmistir:

H.: Cevresel kaygi (organik gida iiriinlerinin gevre dostu ve hayvan sagligina saygili olarak algilanist),
organik gidaya y6nelik tutumu anlamli sekilde etkiler.

2.1.6. Algilanan Gida Fiyat:1 (Algilanan Fiyat)

Zeithaml (1988) gergeklestirdigi bilimsel ¢alismasinda; fiyat kavramini ikiye ayirarak “objektif fiyat”
ve “algilanan fiyat” olmak tizere iki tiir fiyattan s6z etmistir. Buna gore, piyasadaki bir iirtin veya
hizmetin hali hazirdaki mali degeri “objektif fiyat” seklinde tanimlanirken; tiiketicilerin kendi bakas
acilarina gore yaptiklar: degerlendirmeler sonucunda zihinlerinde algiladiklar: fiyata ise “algilanan
fiyat” denilmektedir. Tiiketici davraniglar: alaninda yapilan bilimsel ¢aligmalarda ise fiyat unsuru;
tiiketicilerin goziinde satin alinacak iriiniin maliyetini belirleyen temel bir faktér olmanin yam
sira “ilgili Griintin kalitesine dair kisiye ipuglar1 veren bir unsur” olarak da degerlendirilmektedir
(Volckner & Hofmann, 2007). Bu durum da algilanan fiyat faktoriiniin; tiketicilerin zihinlerinde
maliyet ve fayda unsurlarimin kiyaslanmasi sonucu ortaya ¢ikan ve bireylerin satin alma davranislarina
katkida bulunan bir kavram olmasindan kaynaklanmaktadir (V6lckner & Hofmann, 2007). Kim,
Suwunnamek ve Toyoda, 2008 yilinda organik gida tiriinleri {izerine yapilan aragtirmalarinda, fiyat
faktoriiniin tiiketici talebini etkileyen 6nemli bir unsur oldugu belirtilmislerdir. Kim, Suwunnamek
ve Toyoda, 2008 yilindaki ¢alismalarinda tiiketicilerin endiistriyel gida alternatifleri karsisinda, daha
pahali olsalar bile organik gida tirtinlerini satin almay tercih ettiklerini de ortaya koymuslardir.
Bunun yaninda Japon tiiketicilerin, organik gida tiriinlerini satin almak i¢in yiizde 10 oraninda daha
fazla fiyat 6demeye razi olduklarini; fakat ithal organik tirtinler karsisinda, yerli olan organik iirtinleri
satin almayi tercih ettiklerini belirtmislerdir (Kim, Suwunnamek, & Toyoda, 2008). Organik gida
tirlinleri tizerine yapilan bir baska ¢alismada ise; “bireyler organik gidalari, geleneksel iiriinlerden
daha besleyici olarak algiladiklari i¢in, organik gidalara karsi olumlu bir tutum takinarak, bu tirtinleri
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satin almak i¢in ekstra fiyatlar 6demeye razidirlar” sonucuna ulasilmistir (Zanoli & Naspetti, 2002).

Yapilan dnceki galigmalar baglaminda ilgili aragtirmanin H, hipotezi su sekilde belirlenmistir:

H_ Organik gida iiriinlerinin algilanan fiyati, organik gidaya yonelik tutumu anlaml gekilde etkiler.

2.1.7. Organik Gidalara Yonelik Tutum

Genel olarak bir nesneye, olaya, {iriine veya kisiye yonelik olumlu ya da olumsuz egilimleri belirten
“tutum” kavramy; bireylerin niyetleri ve davranislariyla yakin iliski icerisindedir (Ajzen 1., 1991).
Ajzen’in 1991 yilinda gergeklestirdigi bilimsel ¢alismasinda; bireylerin sahip olduklar1 inanglarin,
tutumlar: etkileyebildigi ve tutumlarin da, kisilerin niyetleri iizerinde oldukga etkili oldugu ortaya
konmustur. Planlanmis davranis teorisinin de temellerini olugturan bu kavramsal yapi, tiiketici
davranislar: kapsaminda gerceklestirilen glinimiiz ¢aligmalarinda da kullanilmaktadir. Buna gore
titketici davraniglari alaninda yapilan bir arastirmada; organik tiriinlere yonelik tiiketici tutumlarinin,
satin alma niyetini ve fiili satin alma davranisini bityiik 6l¢iide etkiledigi ¢ikarimina varilmigtir (Cook,
Kerr, & Moore, 2002). Ayrica tiiketicilerin alternatif gida iriinleri yerine, organik gida irtinlerini
satin almayi tercih etmesi igin, bu bireylerin organik gidalarin saglik adina faydali olduguna, gevreye
ve hayvanlara dost triinler olduklarina ve endiistriyel gida iriinlerine oranla da daha besleyici ve
daha lezzetli olduklarina inanmalari sarttir (Aschemann, Hamm, Naspetti, & Zanoli, 2007). Yapilan

onceki ¢aligmalar baglaminda ilgili aragtirmanin H_ hipotezi su sekilde belirlenmistir:

H, Organik gida iiriinlerine yonelik tutum, organik gida satin alma niyetini anlamli sekilde etkiler.

2.2. Sebepli Eylem Teorisi ve Planlanmis Davranis Teorisi

Tutum, niyet ve davranis kavramlarimin birbirlerini etkileyen ve belli bir diizen icerisinde meydana
gelen olgular oldugu soylenebilir. Bu konu {izerine detayli ¢alismalar yapan arastirmacilar olan
Fishbein ve Ajzen (1975); temelleri sosyal psikoloji bilimine dayanan “Sebepli Eylem Teorisini”
ortaya koymuslardir ve bireyin davraniginin, bireyin niyeti tarafindan belirlendigini 6ne siirerek;
niyet olgusunun da, fiili davranisin en temel belirleyicisi oldugunu séylemislerdir (Fishbein & Ajzen,
1975). 1975 yilinda Fishbein ve Ajzen tarafindan; bireylerin tutumlari, niyetleri ve davranislari
arasindaki iligkileri anlamlandirabilmek amaciyla gelistirilmis olan sebepli eylem teorisine gore;
tutumlar ile 6znel normlar, bireyin niyetinin temel belirleyicileri olarak gériilmektedir (Sekil 1).
Bu kapsamda kisinin niyeti ise, davraniga doniiserek fiili davraniginin meydana gelmesinde etkili
olmaktadir (Dillard & Shen, 2013). Buradan yola ¢ikildiginda da sebepli eylem teorisi modeli,
titketici davraniglar1 kapsaminda yapilan ¢aligmalarda da kullanilabilmektedir. Bu teorik dayanaga
bagli olarak da; tiiketicilerin Girtin/hizmet/marka satin alma niyetlerinin, fiili satin alma davranislari

tizerinde etkili olacag: goriisii ortaya ¢ikmaktadir (Kozak & Dogan, 2014).
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Sekil 1: Sebepli Eylem Teorisi

Kaynak: Dillard, James Price & Shen, Lijiang (2013), “The Persuasion Handbook: Developments in Theory and
Practice”, Los Angeles: Sage Publications, s.220.

“Planlanmis Davranis Teorisi” i¢in; Ajzen ve Fishbein'in 1975 senesinde gelistirdikleri “Sebepli
Eylem Teorisi” modelinin, kapsami daha da genisletilmis halidir denilebilir (Ajzen I. , 1991). Bu
cercevede, sebepli eylem teorisi modelinde ele alinan “tutum” ve “6znel norm” degiskenlerine ek
olarak; bireylerin s6z konusu davranislarini eyleme dokme kolayligini veya zorlugunu nitelendiren
“algilanan davranigsal kontrol” degiskeni de bu yeni modelde yerini almistir. Ayrica planlanmis
davranis teorisine gore; her ne kadar bir birey tutumlar ve 6znel normlar bakimindan niyetini
fiili olarak eyleme dokmeye meyilli olsa da, baz1 kosullar davranisa yonelik niyetini negatif yonde
etkileyerek, s6z konusu davranisin fiili olarak gerceklesmemesine de neden olabilmektedir (Ajzen
L., 1991). Sekil 2de de gosterildigi tizere “Planlanmig Davranig Teorisi” 1991 yilinda Icek Ajzen
tarafindan agagidaki bicimde ifade edilmistir (Ajzen L., 1991):
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Sekil 2: Planlanmig Davranig Teorisi

Kaynak: Ajzen, Icek (1991), °The Theory of Planned Behavior”, Organizational Behavior and Human Decision
Processes, 50/2, s.182.
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Literatiirde yapilan caligmalar incelendiginde; Bentler ve Speckart (1979), planlanmis davranig
teorisini baz alarak yaptiklar1 ampirik ¢aligmalarinda; tutumlarin, bireylerin fiili davraniglarini
onemli oranda etkiledigini ortaya koymus, fakat diger yandan tutum ile davranis kavramlar
arasindaki iligskide ise, davranigsal niyetlerin araci bir gérevde olmadigini belirtmistir. James Tobin,
1959 yilinda yaptig1 ¢alismasinda; satin alma niyeti ve satin alma davranigi kavramlarinin pozitif
iliskili degiskenler oldugunu belirtmis ve bu hususu da tiiketici davranislari literatiirii kapsaminda
ilk kez vurgulamistir. Planlanmis davranis teorisinden yola ¢ikilarak yesil tiiketici davraniglar:
literatiiriinde yapilan 6nceki ¢alismalar incelendiginde ise; Kareklas, Carlson ve Muehling (2014)
yaptiklari ¢alismalarinda; bireylerin organik tarim konseptini ¢evreye daha az zarar veren bir tarim
sistemi seklinde algiladiklarini belirterek, bu durumun da tiiketicilerin organik driinlere yonelik
olan tutumunu ve satin alma niyetini olumlu bigimde etkiledigini ortaya koymuslardir. Tiiketicilerin
organik gidalara yonelik diistinceleriyle, pazarda gerceklestirdikleri fiili satin alma davranislar
arasinda 6nemli farkliliklar olabilecegi tizerinde de durulmugtur ve bireyler organik gidalar hakkinda
olumlu goriislere veya diistincelere sahip olsalar bile; bu kisilerin organik tirtinleri satin alma niyetinde
olmadiklari belirtilmistir (Shepherd, Magnusson, & Sjédén, 2005). Yapilan farkl: bir aragtirmada ise,
katilimcilarin organik gidalara yonelik olumlu tutumlarinin oldugu; ancak bu bireylerin organik gida
satin alma egilimlerinin ise oldukga diisiik oldugu ¢ikarimina varilmistir (Tarkiainen & Sundqvist,
2005). Organik siireglerle iiretilen gidalarin, endiistriyel gida alternatiflerine kiyasla daha dogal, daha
saglikli, daha siirdiiriilebilir ve daha besleyici olduklarina dair bir inang yapist s6z konusu oldugu icin
de; tiiketicilerin organik gidalara yonelik tutumlariyla, organik gidalara yonelik satin alma niyetleri
arasinda anlaml ve pozitif yonlii bir iliskinin var oldugu ortaya konmaktadir. Tiiketici davranislar:
alaninda yapilan bir diger arastirmada; organik {iriinlere yonelik tiiketici tutumlarinin, satin alma
niyetini ve fiili satin alma davranisini biiytik olgiide etkiledigi ¢ikarimina varilmistir (Cook, Kerr,
& Moore, 2002). Yapilan dnceki galigmalar baglaminda ilgili aragtirmanin H, hipotezi su sekilde
belirlenmistir:

H, Organik gida {ir{inii satin alma niyeti, organik gida satin alma davranisini anlamli sekilde etkiler.

3. Yontem

3.1. Arastirmanin Kapsami ve Amaglar1

Tiirkiye Cumhuriyeti Devletinin Istanbul ilinde, organik gida satin alan tiiketiciler iizerinde
gerceklestirilen ve genel olarak kesifsel ve betimsel arastirma ozelliklerini tastyan bu bilimsel
caligmanin amacy; tiiketicilerin organik gidaya yonelik tutumlariyla, organik gida satin alma
niyetlerini hangi faktorlerin, motivasyonlarin etkiledigini belirlemek ve bu tiiketicileri, fiili olarak
organik gida satin alma davranisina hangi etmenlerin tegvik ettigini arastirmaktir. Ayrica, bireylerin
demografik 6zelliklerinin organik gida satin alma davranislarina olan etkilerinin tanimlanmasi da

arastirmanin alt amacidir.
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3.2. Arastirmanin Modeli

Aragtirmanin modeli, kavramsal a¢idan Ajzen’in Planlanmis Davranis Teorisi modelinden (1991)
yola ¢ikilarak gelistirilen ve tiiketicilerin organik gidaya yonelik tutumlariyla, organik gida satin
alma niyetlerini hangi faktorlerin etkiledigini arastiran ve tiiketicileri, fiili olarak organik gida satin
alma davranisina hangi etmenlerin tesvik ettigini ortaya koyma amaci tagtyan bir modeldir (Sekil
3). Aragtirma modelinin kurgusunda Ajzen’in 1991 senesinde ortaya koymus oldugu “Planlanmig
Davranis Teorisi” modelinden faydalanilmistir (Sekil 2). Planlanmis davranis teorisi modelinin
teorik temelleri ise Fishbein ve Ajzen’in 1975 yilinda gelistirdikleri “Sebepli Eylem Teorisine”

dayanmaktadir (Sekil 1) (Fishbein & Ajzen, 1975).

Saglik Endigesi
Besin Degeri ve H1
Lezzet
Algilanan Giiven m Organik . .
3 Gidalara 7 Organik Gida HS Organik Gida
- Yonelik Satin Alma Satin Alma
Algilanan Kalite H4 Tutum Niyeti Davramisi

Cevresel Kaygi 1S

N

Algilanan Fiyat H6

Sekil 3: Aragtirmanin Modeli

3.3. Arastirmanin Hipotezleri

Tiiketici davraniglar1 alaninda o6zellikle de yesil pazarlama literatiirii kapsaminda daha 6nceden
gerceklestirilmis olan benzer konulu arastirmalardan ve Ajzen (1991)in Planlanmis Davranis
Teorisinden yola ¢ikilarak gelistirilen kavramsal arastirma modeli kapsaminda test edilecek temel
aragtirma hipotezlerini ve bu hipotezlerin ilgili literatiir dayanaklarini, Tablo 1'deki gibi 6zetlemek

mumbkiindir:
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Tablo 1: Aragtirmanin Hipotezleri ve Hipotezlerin Literatiir Dayanaklar:

Hipotez Hipotezin Adr:

Hipotezlerin Literatiir Dayanaklar::

No:
H,, Saghk endisesi, organik gidaya yonelik tutumu anlaml Schifferstein & Oude Ophuis, 1998; Krissoff,
sekilde etkiler. 1998; Lockie, Lyons, Lawrence & Mummery,
2002; Padel ve Foster, 2005; Shepherd,
Magnusson & Sj('iden, 2005; Roitner-
Schobesberger, Darnhofer, Somsook, & Vogl,
2008; Chen, 2009.
H,, Besin degeri ve lezzet, organik gidaya yonelik tutumu Fotopoulos & Krystallis, 2002; Fillion &
anlaml sekilde etkiler. Arazi, 2002; Young vd., 2005; Del Amor, 2007;
Amodio, Colelli, Hasey, & Kader, 2007.
H,, Organik gida iiriinlerinin algilanan giivenligi, organik Williams ve Hammitt, 2001; Lockie vd. 2004;
gidaya yonelik tutumu anlaml gekilde etkiler. Padel ve Foster, 2005; Krystallis, Fotopoulos ve
Zotos, 2006.
H,, Organik gida tirinlerinin algilanan kalitesi, organik gidaya ~ Magnusson, Arvola, Koivisto Hursti, Aberg, &
yonelik tutumu anlamli sekilde etkiler. Sjoden, 2001; Vindigni, Janssen ve Jager, 2002.
H,, Cevresel kaygi (organik gida iiriinlerinin gevre dostu ve Krause, 1993; Schifferstein & Oude Ophuis,
hayvan sagligina saygih olarak algilanisi), organik gidaya 1998; Harper ve Makatouni, 2002; Honkanen,
yonelik tutumu anlaml gekilde etkiler. Verplanken ve Olsen, 2006; Saleki &
Seyedsaleki, 2012.
H, Organik gida tiriinlerinin algilanan fiyat, organik gidaya Zanoli & Naspetti, 2002; Volckner & Hofmann,
yonelik tutumu anlamli sekilde etkiler. 2007; Kim, Suwunnamek, & Toyoda, 2008.
H,, Organik gida tiriinlerine yonelik tutum, organik gida satin ~ Ajzen, 1991; Cook, Kerr, & Moore, 2002;
alma niyetini anlamh sekilde etkiler. Honkanen, Verplanken, & Olsen, 2006.
H,, Organik gida tiriinii satin alma niyeti, organik gida satin Ajzen, 1991; Cook, Kerr, & Moore, 2002;

alma davranigini anlaml sekilde etkiler.

Shepherd, Magnusson, & Sjodén, 2005;
Tarkiainen ve Sundqyvist, 2005.

3.4. Veri Toplama Yontemi

Aragtirma kapsaminda elde edilen veriler, 5'li Likert 6l¢egine gore hazirlanan, ¢evrimigi anket
yontemi kullanilarak toplanmigtir. Anket formu ise; demografik sorular ve 6lgek sorularr olmak
tizere toplam 2 ana boliimden meydana gelmistir. Anketin ilk bélimiinde ankete katilan katilimcilara
cinsiyet, yas araligl, medeni durum, egitim durumu ve aylik gelir durumu sorularindan olusan
bes adet demografik soru yoneltilmistir. Anketin ikinci boliimii ise saglik endisesi (saglik bilinci),
cevresel endige (¢evreye ve hayvanlara zarar vermeden tiretilme), besin degeri ve lezzet, algilanan
giiven, algilanan kalite, algilanan fiyat, organik gidalara yonelik tutum, organik gida satin alma niyeti

ve organik gida satin ama davranisi ifadelerinden meydana gelen toplam 53 ifadeyi icermektedir.

3.5. Anket Formunun Gelistirilmesi

Yakin zamanda Diinya ¢apinda yasanan Covid-19 viriisiiniin sebep oldugu olaganiistii hastalik

ortami ile pandemi salginina kars: alinan ulusal karantina onlemleri sebebiyle Tiirkiye Cumhuriyeti
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Devletinin Istanbul ilinde gerceklestirilen bu aragtirmanin arastirma verilerini toplamak igin, cevrimigi
anket yonteminden faydalanilmustir. Literatiirde hali hazirda mevcut olan benzer konulu daha 6nceki
calismalarda kullanilmis olan 6l¢ek sorularinin, bu aragtirma modeline uyarlanmasi neticesinde de ilgili
anket formu olusturulmustur. Buna gore “kesinlikle katilmiyorum” ile “kesinlikle katiliyorum” skalas:
arasinda, 5’li Likert sistemi baz alinarak hazirlanan anket sorularinin degiskenlerini ve bu 6lgeklerin
ilgili literattir kaynaklarini ise Tablo 2'deki sekilde 6zetlemek miimkiindiir:

Tablo 2: Arastirmanin Degiskenleri ve Kullanilan Olgeklerin Literatiir Dayanaklar1

Degiskenin Ad Degiskenin Olgegi i¢in Faydalanilan Tlgili Literatiir
Kaynaklar1
Saglik endisesi faktoriine iliskin 6l¢ek ifadeleri igin; (Gould, 1988); (Lea & Worsley, 2005) ve (Rezai, Teng,

Mohamed, & Shamsudin, 2011).
Besin degeri ve lezzet faktériine iliskin 6lgek ifadeleri (Truong, Yap, & Ineson, 2012); (Roddy, Cowan, &

icin; Hutchinson, 1996); (Curvelo, Watanabe, & Alfinito, 2019).
Algilanan gida giivenligi faktoriine iligkin olgek ifadeleri  (Kulikovski & Agolli, 2010) ve (Curvelo, Watanabe, &
icin; Alfinito, 2019).

Algilanan gida kalitesi faktoriine iliskin olgek ifadeleri  (Kulikovski & Agolli, 2010) ve (Curvelo, Watanabe, &
icin; Alfinito, 2019).

Cevresel kaygi faktoriine iliskin 6lgek ifadeleri igin; (Rezai, Teng, Mohamed, & Shamsudin, 2011); (Wee, ve

digerleri, 2014); (Roddy, Cowan, & Hutchinson, 1996); ve
(Curvelo, Watanabe, & Alfinito, 2019).

Algilanan gida fiyat: faktoriine iliskin 6lcek ifadeleri i¢in; (Roddy, Cowan, & Hutchinson, 1996); (Curvelo, Watanabe, &
Alfinito, 2019).

Organik gidalara yonelik tutum degiskenine dair 6lgek  (Roddy, Cowan, & Hutchinson, 1996).

ifadeleri i¢in;

Organik gida satin alma niyeti degiskenine dair dlgek (Putrevu & Lord, 1994); (Shaharudin, Pani, Mansor, & Elias,

ifadeleri igin; 2010)M; (Rezai, Teng, Mohamed, & Shamsudin, 2011);
(Curvelo, Watanabe, & Alfinito, 2019).

Organik gida satin alma davranisi degiskenine dair 6lgek  (Lee, 2009).

ifadeleri igin;

3.6. Ana Kiitlenin Se¢imi ve Orneklem Cercevesinin Belirlenmesi

Tiirkiye Cumhuriyeti Devletinin Istanbul sehrinde ikamet eden ve organik gida satin alan 18 yas
ve lzerindeki tiiketiciler, bu arastirmanin ana kiitlesini olusturmaktadir. Arastirmanin 6rneklem
gercevesi ise; aragtirmanin pandemi dénemine denk gelmesi, siirecin Covid-19 salgininin 6nlenmesi
amaciyla uygulanan ulusal karantina uygulamalari sirasinda gergeklestirilmek durumunda kalinmas:
ve o donemde iilke ¢apinda mevcut olan ¢esitli zaman, maliyet ve ulasilabilirlik kisitlamalarinin
mevcut olmasindan dolayi, kolayda 6rnekleme metodu uygulanarak belirlenmistir. Ayrica niifus
yogunlugu, gelir dagilimi vb. ¢esitli sosyo-demografik ozellikler géz éniine alindiginda, Istanbul’un;
Tiirkiye Cumbhuriyeti Devletinin en kalabalik ve en metropol sehri olmasi nedeniyle, anakiitle
ve drneklem segimi bakimindan aragtirmanin Istanbul ilinde organik gida satin alan tiiketiciler
tizerinde gerceklestirilmesine karar verilmistir.
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4. Arastirma Bulgular1

4.1. Arastirmanin Analizi

Arastirma kapsaminda Istanbul ilinde ikamet eden katilimcilardan toplanan toplam 473 gevrimigi
anket verisi ise, IBM SPSS Statistics 24.0 ve. AMOS 16.0 analiz programlar1 kullanilarak analiz
edilmistir. Stirekli degiskenleri tanimlamak i¢in deskriptif istatistikler (ortalama, standart sapma,
minimum, medyan, maksimum); kategorik degiskenleri tanimlamak igin ise frekanslar (n) ve yiizdeler
(%) kullanilmistir. Bagimsiz ve normal dagilima uygunluk gostermeyen iki stirekli degiskenin
karsilagtirmas1 Mann-Whitney U testi ile; ikiden fazla siirekli degiskenin kargilastirmasi ise Kruskal
Wallis testi ile yapilmistir. Buna gore alt boyutlarin demografik degiskenlere gore karilastirilmast i¢in
Mann-Whitney U test ve Kruskal Wallis Testleri uygulanmistir. Demografik gruplar arasinda yapilan
Post-hoc ikili karsilastirmalara gore ikili gruplar arasinda farklilik olup, olmadiginin belirlenebilmesi
i¢cin de; Mann-Whitney U test ile p>0,005 Bonferroni diizeltmesi endekslerinden faydalanilmistir.
Bagimsiz ve normal dagilima uygunluk géstermeyen iki siirekli degiskenin korelasyonu Spearman’s
rho korelasyon testi ile incelenmistir. Bagimsiz degiskenin, bagimli degisken iizerindeki etkisi ise
“Basit Dogrusal Regresyon Analizi” yapilarak incelenmistir.

Anketin gegerliliginin incelenmesi i¢in “Aciklayici Faktor Analizi (AFA)” yapilmustir. Ancak faktor
analizi yapilmadan 6nce de, gerekli olan bazi 6n testler kullanilmistir. Agiklayici faktor analizinin 6n
testleri olarak; “Bartlett’in kiiresellik testi” ve orneklem yeterliligin ol¢lilmesi i¢in de “Kaiser Meyer
Olkin” kriterleri degerlendirilmistir. Orneklem biiyiikligiiniin yeterliligi acisindan anti-image
correlation matrix de incelenmistir. A¢iklayici faktor analizi Varimax ile Kaiser Normalization Rotation
Method ve Temel Bilesenler Analizi kullanilarak gerceklestirilmistir. Faktor sayisina karar vermek i¢in;
Scree plot test, 6zdegerlerin 1den biiyiik olma kurali, toplam varyansin agiklayicilik yiizdesi kriterleri
kullanilmistir. Faktorlerin yapisini belirlemek icin; “Temel Bilesenler Analizinden” faydalanilmugtir.
Agiklayic1 faktor analizi sonucunda ortaya ¢ikan yapilarin yapisal gegerliliklerinin simanmasi ve
hangi yapinin 6l¢egi daha iyi agikladiginin belirlenebilmesi amaciyla da AMOS 16.0 analiz programi
vasitastyla, “Dogrulayict Faktor Analizi (DFA)” teknigi uygulanmistir. Tahmin yontemi olarak
“Asymptotically Distribution-Free (ADF)” kullanilmis olup, iki diizeyli yapi test edilmistir.

Anketin glivenilirligini 6l¢mek i¢in ise; “Cronbach Alpha Katsayisr’, i¢ tutarliligin degerlendirilmesi
adma kullanidmistir. Smiflar arasi tutarliligi degerlendirmek igin, Split half method Spearman
Brown correlation katsayis1 kullanilmigtir. Test-retest giivenilirlik analizi, Intraclass correlation
olgiitii kullanilarak yapilmigtir. Olgeklere uygulanan agiklayici faktdr analizi, i¢ giivenilirlik testleri
ve hipotez testlerinde SPSS 24.0; dogrulayici faktor analizi testinde ise AMOS 16.0 istatistiki analiz
programlarindan faydalanilmistir.

4.1.1. Anket Sorularinin Dagilimlar:

Oncelikle ankette yer alan “Organik gidalarin fiyat: yiiksektir. Organik gidalar, endiistriyel (organik
olmayan) gida iriinlerinden daha pahalidir. Organik gidalar, makul (uygun) fiyathdir. Organik
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gidalar, endiistriyel (organik olmayan) gidalara gore daha ucuzdurlar. Organik gidalar hakkinda
olumlu disiincelere sahibim. Organik gidalar hakkinda olumsuz diistincelerim var” ifadeleri
olumsuz olduklarindan ters kodlanmiglardir. Ankette sorulan ifadelerin dagilimlarini, Tablo 3’teki

sekilde gostermek miimkiindiir:

Tablo 3: Anket Sorularinin Dagilimlar1

Anket Sorusu Ort.£SS
Soru Med.
Kodu (Min.-
Maks.)
S1 Sagligim konusunda ¢ok bilingliyimdir. 4,14+0,82
4(1-5)
S2 Sagligimla ilgili degisimlere kars: dikkatliyimdir. 4,28+0,74
4 (1-5)
S3 Saghgimi korumak igin gereken sorumluluklari alirim. 4,16+0,87
4 (1-5)
S4 Genellikle organik gidalar, endiistriyel (organik olmayan) gidalardan daha sagliklidir.  4,46+0,84
5(1-5)
S5 Organik gida tirtinleri, koruyucu veya yapay renklendirici icermeden tiretildikleri i¢in 4,53+0,78
endiistriyel gidalardan daha saghklidirlar. 5(1-5)
CK1 Organik tarim gevre dostudur. 4,58+0,68
5(1-5)
CK2 Organik tarim toprak, hava, su ve gida kaynaklarinin kirlenmesini énleyebilir. 4,59+0,69
5(1-5)
CK3 Organik tarim yontemi, kimyasal pestisitleri (zararli organizmalar1 engellemek
. . . . i . 4,59+0,67
icin endiistriyel tarrmda kullanilan kimyasal maddeleri) ve zararli giibreleri 5(1-5)
barindirmadig i¢in ¢evreyi korur.
CK4 Organik tarim iiriinleri, hayvanlara zarar vermeden iretilir. 4,31+0,87
5(1-5)
BD1 Organik gidalar, endiistriyel (organik olmayan) gidalardan daha lezzetlidir. 4,08+1,01
4 (1-5)
BD2 Organik gidalar, endiistriyel (organik olmayan) gidalardan daha yiiksek besin 4,38+0,86
degerlerine sahiptir.
5(1-5)
BD3 Organik gida tiriinleri daha fazla vitamin ve mineral igerirler. 4,33+0,88
5(1-5)
BD4 Organik gidalar lezzetlidir. 4,15+0,98
4(1-5)
BD5 Organik gidalar besleyicidir. 4,49+0,75
5(1-5)
AGl Gida tirtinlerinin giivenilirligiyle cok ilgiliyimdir. 4,05+0,94
4 (1-5)
AG2 Organik gida tiriinlerinin tiiketilmesi daha giivenlidir. 4,42+0,79
5(1-5)
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AG3

AG4

AG5

AG6

AG7

AGS8

AK1

AK2

AK3

AK4

AK5

AF1

AF2

AF3

AF4

AF5

0Gl

0G2

0G3

0G4

OG5

0G6

0G7

Organik gida tiriinleri kimyasal madde igermezler.
Organik tarim, kimyasal madde igermedigi i¢in giivenilirdir.

Organik gidalar, giivenlik standartlarina sahiptirler.

Sertifikali organik gida satan birinin, gercekten organik gida sattigina giiveniyorum.

Organik gidalarin iizerindeki miihiirlere, damgalara giiveniyorum.

Organik gidalar sertifikalandiran kurumlara giiveniyorum.

Gida iirtinlerinin kalitesiyle gok ilgiliyimdir.

Organik gida tiriinleri, endiistriyel (organik olmayan) gidalardan daha kalitelidir.
Organik gidalar kabul edilebilir kalite standartlarina sahiptirler.

Organik gida tirtinleri tistiin kaliteye sahiptirler.

Organik gidalar istikrarli (tutarls, siireklilik saglayan) bir kaliteye sahiptirler.
Organik gidalarin fiyat1 yiiksektir.

Organik gidalar, endiistriyel (organik olmayan) gida tirtinlerinden daha pahalidur.
Organik gidalar, makul (uygun) fiyathdirlar.

Organik gidalar, kendileri i¢in 6denen paraya degecek faydalar saglamaktadirlar.
Organik gidalar, endiistriyel (organik olmayan) gidalara gore daha ucuzdurlar.
Organik gidalar, sagliklidir.

Organik gidalar, yiiksek besin degerleri bakimindan faydalidur.

Organik gidalar, ¢evre ve hayvan dostudur.

Organik gidalar giivenilirdir.

Organik gidalar kalitelidir.

Organik gidalar pahalidir.

Organik gidalar hakkinda olumlu diisiincelere sahibim.

4,15+0,98
4(1-5)
4,26+0,95
5(1-5)
4,130,92
4 (1-5)
3,53+1,17
4(1-5)
3,48+1,11
4(1-5)
3,48+1,11
4(1-5)
42+0,85
4(1-5)
4,26+0,86
4(1-5)
4,08+0,88
4(1-5)
3,85+0,93
4(1-5)
3,84+0,95
4 (1-5)
1,27+0,59
1(1-5)
1,25+0,54
1(1-5)
3,79+1,13
4(1-5)
3,7740,93
4 (1-5)
429+1,15
5(1-5)
4,4+0,77
5(1-5)
4,3+0,8
4(1-5)
4,34+0,84
5(1-5)
4,17+0,83
4(1-5)
4,130,836
4(1-5)
4,63+0,72
5(1-5)
1,75+0,82
2(1-5)
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OG8  Organik gidalar hakkinda olumsuz diistiincelerim var. 3,88+1,14
4(1-5)
OGSl Yakin gelecekte organik gida tiriinlerini satin alma niyetindeyim. 4,01+0,98
4(1-5)
OGS2  Organik gida tirtinlerini diizenli olarak satin alma niyetindeyim. 3,85+1,04
4(1-5)
OGS3  Uzun vadeli saglik faydalar1 bakimindan, organik gida tirtinlerini satin alma 3,99+1,01
niyetindeyim. 4(1-5)
OGS4  Gida giivenligi konusuna daha fazla 6nem verdikleri i¢in, organik gida trriinlerini 3,96+0,99
satin alma niyetindeyim. 4(1-5)
OGS5  Cevre ve hayvan dostu tiriinler olduklari i¢in, organik gida tiriinlerini satin alma 4,01+0,99
niyetindeyim. 4(1-5)
OGS6  Yiiksek fiyatlarina ragmen organik gida satin alma niyetindeyim. 3,75%1,12
4 (1-5)
OGSA1 Gida iiriinleri tercihimde her zaman organik gida satin alirim. 3,3+1,14
3(1-5)
OGSA2  Sagligim icin organik gida satin alirim. 3,67+1,08
4(1-5)
OGSA3  Cevre ve hayvan dostu olduklar1 i¢in organik gidalar1 satin alirim. 3,66+1,07
4 (1-5)
OGSA4 Tiiketimi giivenli oldugu i¢in, organik gida satin alirim. 3,74+1,07
4 (1-5)
OGSA5 Daha kaliteli olduklari i¢in organik gidalar: satin alirim. 3,8+1,06
4(1-5)
OGSA6 Yiiksek fiyatlarina ragmen, organik gida satin alirim. 3,38+1,15
3(1-5)
OGSA7 Diizenli sekilde organik gida satin alirim. 3,29+1,21
3(1-5)
Tablo 4: Demografik Degiskenler
Demografik Degisken N %
Erkek 101 21,4
SR
Cinsiyet? Kadin 372 78,6
18-24 9 1,9
25-34 89 18,8
Yag? 35-44 73 15,4
45-64 217 45,9
65 ve lizeri 85 18,0
Bekar 155 32,8
Medeni D ?
edem T Evli 318 67,2
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Doktora 40 8,5
Hkt')gretim 4 0,8
Egitim Diizeyi? (En Son Lise 65 13.7
Mezun Olunan Okul) . ’
Universite 257 54,3
Yiiksek Lisans 107 22,6
0 TL - 4253 TL (asgari ticret) 59 12,5
10000 TL tizeri 196 41,4
Ayhk Gelir? 4254 TL - 6000 TL 66 14,0
6001 TL - 8000 TL 76 16,1
8001 TL - 10000 TL 76 16,1

4.1.2. Anketin Giivenilirligi

Anketin i¢ tutarlihgini degerlendirmek igin “Cronbach Alpha Katsayisi” kullanilmistir ve buna gére
Cronbach Alpha degeri = 0,960 olarak bulunmugtur. Siniflar arasi tutarliligi degerlendirmek i¢in
de Split half method Spearman Brown correlation katsayisindan faydalanilmistir ve bu baglamda
Spearman Brown coefficient degeri ise r=0,847 olarak hesaplanmistir.

4.1.3. Anketin Gegerliligi (Agiklayic1 Faktor Analizi)

Anketin gecerliligini degerlendirmek i¢in Ag¢iklayict Faktor Analizi (AFA) yapilmustir. Faktor analizi
yapilmadan 6nce de gerekli olan bazi 6n testlerden faydalamlmistir. Orneklem yeterliliginin tespiti igin
Kaiser-Meyer-Olkin (KMO) kriteri incelenmistir. KMO indeksi, gozlemlenen korelasyon katsayilarin
ve kismi korelasyon katsayilarini kargilastiran bir indekstir. Bu ¢aligmada Tablo 5’te de gosterildigi tizere
KMO kriteri 0,961 olarak hesaplanmistir. Bu deger, 6rneklem biiyiikliigtintin faktor analizi i¢in uygun
oldugunu gostermektedir. Bartlett Testi de; korelasyon matrisinin kdgegen elemanlarinin 1 ve kosegende
olmayan terimlerin ise 0 oldugu degerlendirmektedir. Bu test, ayn1 zamanda, verilerin ¢oklu normal
dagilima uygunlugunu da gostermektedir. Bu ¢alismada Bartlett test 0,05 anlamlilik diizeyinde, p<0.001
hesaplandigindan popiilasyon korelasyon matrisinin, birim matris olmadigini soylemek miimkiindiir.
Bu durum neticesinde faktor analizine uygunluk s6z konusu olmaktadir ve faktor analizi agamasina
gecilebilmektedir. Anti-image korelasyon matrisinin kdsegen degerleri ise 0,723 ile 0,970 arasinda
degismektedir. Bu aralik, 6rneklem boyutunun da faktor analizi i¢in uygun oldugunu gostermektedir.
Faktorlerin yapisini belirlemek icin ise “Temel Bilesenler Analizi” kullanilmistir. Agiklanan toplam
varyanslar Tablo 6da belirtilmistir. Bu baglamda ilk 8 faktoriin 6zdegerleri 1den fazladir. Bu durum
ise bu caligmada; 8 faktoriin toplam varyansin yiizde 71,9’unu iyi diizeyde agikladigint gostermektedir.
Ayrica faktor analizinde faktor sayist belirlenirken birden ¢ok teknik kullanilabilmektedir. Faktor
yapisint belirlemek icin Scree Plottan faydalanilabilmektedir. Buna gore Sekil 4’te gosterilen grafikte;
iki nokta aras, bir faktorle ifade edilmektedir ve 8. faktorden itibaren sabitlesen noktalar, ilk 8 faktoriin
anketi temsil ettigini gostermektedir.
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Tablo 5: KMO Degeri ve Bartletts Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,961

Bartlett’s Test of Sphericity Approx. Chi-Square 23366,450
df 1378
Sig. 000

Tablo 6: Temel Bilesenler Matrisi

Kareler toplaminin rotasyonlu yiikleri

Faktor No ve Faktor A Ozdeg
akt6r No ve Faktor Ady Ozdeger Varyans Yiizdesi  Kiimiilatif %
Faktor 1: Organik Gida Satin Alma Davramis1 22,561 20,150 20,150
Faktor 2: Algilanan Kalite 4,852 16,974 37,124
Faktor 3: Cevresel Kaygi 2,763 7,935 45,059
Faktor 4: Besin Degeri ve Lezzet 2,269 6,958 52,017
Faktor 5: Saglik Endisesi 1,893 6,501 58,518
Faktor 6: Algilanan Giiven 1,347 5,642 64,160
Faktor 7: Algilanan Fiyat 1,254 4,482 68,642
Faktor 8: Organik Gidaya Yonelik Tutum 1,183 3,283 71,925
Scree Plot
EARH
i.% 10
- e I I I
Component Number

Sekil 4: Scree Plot
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Tablo 7: Rotasyonlu Bilesenler Matrisi (Rotation Method: Varimax with Kaiser Normalization)

Soru Faktor 1: Faktor 2: Faktor 3: Faktor4: Faktor5: Faktor6: Faktor7: Faktor 8:

Kodu  OrganikGida  Algilanan Cevresel Besin Saghk Algilanan  Algilanan Organik
Satin Alma Kalite Kaygi Degerive Endisesi Giiven Fiyat Gidaya
Davranist Lezzet Yonelik

Tutum

S1 ,849

S2 ,802

S3 ,799

S4 ,504 »465

S5 496

CK1 715

CK2 764

CK3 772

CK4 ,639

BD1 ,654

BD2 ,629

BD3 ,620

BD4 ,682

BD5 ,506 »555

AG1 ,662

AG2 ,534

AG3 ,493 ,487

AG4 ,520 12

AG5 ,572

AG6 ,833

AG7 ,846

AG8 ,833

AK1 ,583

AK2 ,582

AK3 ,714

AK4 ,719

AK5 738

AF1 -,874

AF2 -,849

AF3 ,678

AF4 451

AF5 ,732

0Gl1 ,680

0G2 ,646

0G3 ,651 ,508

0G4 ,752

0G5 ,750

0G6 ,732
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0G7 -,627
0G8 ,677
0GS1 ,800

0GS2 845

0GS3 824

0GS4 821

0GS5  ,766

0GS6 823

OGSA1 793

OGSA2 822

OGSA3 759

OGSA4 795

OGSA5 756

OGSA6 ,807

OGSA7 824

Aciklayic1 faktor analizi sonuglarina gore ve Tablo 7de de goruldigi tizere S4, S5, AG3, BD5,
AG4, AF4, OG3 sorularmnm ayiriciliklart diisiik bulundugundan; yani faktor yiikleri arasindaki
fark 0,10dan az oldugundan veya faktor yiikii 0,5’ten az hesaplandigindan dolay: bu sorular anket
formundan ¢ikartilmistir. Buna gore agiklayici faktor analizi sonuglarina gore anket 8 alt 6lcekten
olusmaktadir ve bu alt 6l¢ekleri kapsadiklar: soru gruplarina gore su sekilde 6zetlemek miimkiindiir:
Lalt 6lcek; OGS1-OGS6; OGSA1-OGSA7; 2.alt olgek; AG2, AG5, AK2-5, OG1, OG2, 0G4, OG5,
0G7; 3.alt 6lgek; CK1-4; 4.alt 6lgek; BD1-4; 5.alt 6lgek; S1, S2, S3, AG1, AK1; 6.alt 6l¢cek; AG6, AG7,
AGS; 7.alt 6lcek; AF1, AF2, OG6; 8.alt dlcek; AF3, AF5, OGS sorularini igermektedir.

4.1.4. Dogrulayic1 Faktor Analizi (DFA)

Agiklayici faktor analizi sonuglarina gore faktor yikleri ayirt edici olmayan S4, S5, AG3, BD5,
AG4, AF4, OG3 sorular1 modelden ¢ikarilarak, kalan 46 soru ifadesi i¢in “Dogrulayici Faktor
Analizi” (DFA) uygulanmistir ve kalan bu 46 soru ifadesi tizerinden Maximum Likelihood kestirim
metodu kullanilmistir. Buna gore modifikasyon indeksleri yardimiyla bulunan model ise Sekil 5’te
gosterilmektedir. Ayrica standardize edilmis regresyon katsayilarinin ve kovaryans tahminlerinin ise
Tablo 8de gosterildigi gibi, istatistiksel olarak anlaml1 oldugu goriilmistiir.
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Sekil 5: DFA Regresyon Katsayilar1 (Standardize Edilmemis)

Tablo 8: DFA'ya Gore Standardize Edilmis Regresyon Katsayilari ve Kovaryans Tahminleri

Estimate S.E. C.R. P

0GS1 <—- F1 1,000

0GS2 <—- F1 1,076 ,034 31,420 <0,001
0GS3 <—- F1 1,040 ,034 30,982 <0,001
0GS4 <—- F1 1,025 ,033 31,359 <0,001
0OGS5 <—- F1 978 ,035 28,052 <0,001
0GS6 <—- F1 1,093 ,040 27,059 <0,001
OGSA1 <—- F1 1,045 ,043 24,273 <0,001
OGSA2 <—- F1 1,014 ,040 25,337 <0,001
OGSA3 <—- F1 ,954 ,041 23,309 <0,001
OGSA4 <—- F1 987 ,040 24,981 <0,001
OGSA5 <—- F1 973 ,040 24,134 <0,001
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Estimate S.E. C.R. P

OGSA6 <—- F1 1,017 ,046 22,287 <0,001
OGSA7 <—- F1 1,109 ,047 23,836 <0,001
0G5 <—- F2 1,000

0G4 <—- F2 933 ,037 25,266 <0,001
0G2 <—- F2 ,903 ,043 20,931 <0,001
0Gl1 <—- F2 ,894 ,041 21,881 <0,001
AK5 <—- F2 1,031 ,053 19,562 <0,001
AK4 <—- F2 1,058 ,050 20,983 <0,001
AK3 <—- F2 ,948 ,049 19,493 <0,001
AK2 <—- F2 953 ,047 20,342 <0,001
AG5 <—- F2 925 ,053 17,582 <0,001
AG2 <—- F2 ,879 ,043 20,467 <0,001
CK4 <—- F3 1,000

CK3 <—- F3 ,858 ,045 18,928 <0,001
CK2 <—- F3 911 ,047 19,411 <0,001
CK1 <—- F3 ,894 ,046 19,318 <0,001
BD4 <—- F4 1,000

BD3 <—- F4 1,118 ,067 16,661 <0,001
BD2 <—- F4 1,072 ,065 16,478 <0,001
BD1 <—- F4 ,983 ,048 20,621 <0,001
S1 <—- F5 1,000

S2 <—- F5 ,900 ,047 19,095 <0,001
S3 <—- F5 1,033 ,055 18,743 <0,001
AG1 <—- F5 ,904 ,062 14,655 <0,001
AK1 <—- F5 ,791 ,057 13,851 <0,001
AG6 <—- F6 1,000

AG7 <—- F6 1,050 ,033 32,111 <0,001
AG8 <—- F6 ,999 ,034 29,545 <0,001
AF1 <—- F7 1,000

AF2 <—- F7 931 ,050 18,799 <0,001
0G6 <—- F7 -,762 ,061 -12,391 <0,001
0G8 <—- F8 1,000

AF5 <—- F8 ,000 ,000 7,634 <0,001
AF3 <—- F8 ,000 ,000 7,553 <0,001
0G7 <—- F2 -,906 ,045 -20,175 <0,001

Modelin gegerliliginin, dogrulayici faktor analiziyle degerlendirilmesi i¢in uyum indeksleri
incelenmistir. Asagidaki kisimda yer alan Tablo 9da modelin uyum indeksleri ve kabul edilebilir
degerleri verilmistir. Buna gore modelin uyum indekslerinin, kabul edilebilir oldugu géralmistiir
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ve bu sebeple de 6l¢egin yapisal gegerliliginin saglandig1 ve anket sorularinin, modeldeki boyutlarla

uyum icerisinde oldugu séylenebilmektedir.

Tablo 9: DFA’ya Gére Modelin Uyum Indeksleri ve Kabul Edilebilir Degerler

Kabul edilebilir deger 8 alt boyutlu model Gerekge
CMIN/DF 0<x2/sd<5 2,519 Wheaton, Muthen, Alwin, and Summers (1977)
RMSEA 0<RMSEAZ,08 0,057 Steiger (2007)
NFI ,90<NFI<1,00 0,890 Steiger (2007)
RFI ,90<GFI<1,00 0,893 Steiger (2007)
CFI ,90<CFI<1,00 0,926 Steiger (2007)
TLI J90<TLI<1,00 0,919 Hu and Bentler (1999)
4.1.5. Boyutlarin Dagilimlari ve Giivenilirlik Analizi
Saglik Endigesi
Besin Degeri ve H1
Lezzet
Algilanan Giiven H2 Organik .
3 Gidalara 17 Organik Gida
Yénelik Satin Alma
Algilanan Kalite onelt D
g 4 Tutim avranigi

Cevresel Kaygi

5

Algilanan Fiyat

N

6

Sekil 6: Giincellenmis Yeni Arastirma Modeli

Dogrulayict faktor analizi (DFA) sonucunda, arastirmanin modeli, Sekil 6daki bigimiyle

giincellenmistir. Buna gore daha 6nceki modelde yer alan satin alma niyeti degiskeni, yeni arastirma

modeli kapsaminda modellenemediginden dolay: giincel modelde yer almamaktadir (Sekil 6).
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Giincellenmis yeni arastirma modeli kapsaminda bulunan Cronbach Alpha Katsayisy, i¢ tutarlilig
degerlendirmek igin kullanilmistir ve Cronbach Alpha degeri= 0,960 olarak bulunmustur. Yeni
modelde yer alan alt boyutlarin dagilimlarini ise Tablo 10'daki gibi gostermek mimkiindiir:

Tablo 10: Boyutlarin Dagilimlar1 ve Giivenilirlik Analizi

Alt Boyutlar Ort.SS Madde Sayis Cronbach’s Alpha
Med.(Min.-Maks.)

1. Boyut: Organik Gida Satin Alma Davranist  3,72+0,93 13 0,972
3,85 (1-5)

2. Boyut: Algilanan Kalite 3,94+0,59 11 0,866
4(1,36-4,82)

3. Boyut: Cevresel Kayg1 4,52+0,64 4 0,890
4,75 (1-5)

4. Boyut: Besin Degeri ve Lezzet 4,24+0,79 4 0,867
4,5 (1-5)

5. Boyut: Saglik Endisesi 4,1740,68 5 0,865
42(1-5)

6. Boyut: Algilanan Giiven 3,5+1,07 3 0,939
3,67 (1-5)

7. Boyut: Algilanan Fiyat 2,38+0,31 3 -0,510
2,33 (1-4,67)

8. Boyut: Organik Gidaya Yonelik Tutum 3,99+0,83 3 0,560
4,33 (1-5)

TOPLAM PUAN 3,81+0,44 46 0,960

3,87 (2,27-4,62)

4.1.6. Alt Boyutlar Arasi Korelasyon Analizi

Bagimsiz ve normal dagilima uygunluk gostermeyen iki siirekli degiskenin korelasyonu Spearman’s
rho korelasyon testi ile incelenmistir. Spearman’s rho testi; sira istatistigi kavramina dayanilarak,
aragtirmada yer alan iki gozlem serisi arasinda iligkinin olup olmadiginin belirlenebilmesi adina
kullanilan ve gozlemlenen degerlerin kiigiikten biiytige (ya da tam tersi sekilde) siralanmasi seklinde
uygulanan bir analiz bi¢imidir ve bu sebeplerden dolay: da bilimsel aragtirmalarda dogrusal trend
varliginin degerlendirilebilmesi amaciyla tercih edilen bir korelasyon belirleme yéntemidir (Igaga,
1994). Buna gore Tablo 11de de belirtildigi {izere, analiz kapsaminda uygulanan Spearman’s rho
testi sonucunda aragtirmanin alt boyutlar1 arasinda séz konusu olan korelasyon durumlarimi su
sekilde 6zetlemek miimkindir: F1 ile F2, F3, F4, F5, F6 ve total puan arasinda pozitif yonde orta
diizeyde istatistiksel anlamli korelasyon vardir. F2 ile F3, F4, F5, F6 arasinda pozitif yonde orta, total
puan arasinda pozitif yonde iyi diizeyde istatistiksel anlamli korelasyon vardir. F3 ile F4, F5, F6 ve
total puan arasinda pozitif yonde orta diizeyde, F7 arasinda negatif yonde zayif diizeyde istatistiksel
anlamli korelasyon vardur. F4 ile F5, F6 ve total puan arasinda pozitif yonde orta diizeyde istatistiksel
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anlamli korelasyon vardir. F5 ile F6 ve total puan arasinda pozitif yonde orta diizeyde, F7 arasinda
negatif yonde zayif diizeyde istatistiksel anlamli korelasyon vardir. F7 ile F8 arasinda negatif yonde
zayif diizeyde istatistiksel anlamli korelasyon vardir. F8 ile total puan arasinda pozitif yonde zayif

diizeyde istatistiksel anlamli korelasyon vardir.

Tablo 11: Alt Boyutlar Arasin Korelasyon Analizi

F1 F2 F3 F4 F5 F6 F7 F8 Total
F1 r 1,000 ,604 ,485 ,549 ,502 ,455 -0,045 -0,073 ,774
P <0,001 <0,001 <0,001 <0,001 <0,001 0,334 0,114 <0,001
F2 r 1,000 ,676 ,728 ,449 ,552 -0,068 0,042 ,822
P <0,001 <0,001 <0,001 <0,001 0,142 0,364 <0,001
F3 r 1,000 ,583 ,417 ,382 -,126 0,033 ,692
P <0,001 <0,001 <0,001 0,006 0,478 <0,001
F4 r 1,000 ,383 ,439 -0,078 -0,008 ,770
P <0,001 <0,001 0,091 0,869 <0,001
F5 r 1,000 ,321 -,116 -0,046 ,616
P <0,001 0,011 0,314 <0,001
Fé6 r 1,000 -0,078 -0,036 ,708
P 0,091 0,441 <0,001
F7 r 1,000 -,146 -0,066
P 0,001 0,149
F8 r 1,000 ,172
P <0,001
Total r 1,000

Not: Spearman’s rho korelasyon testi.

4.1.7. Alt Boyutlarin Demografik Degiskenlere Gore Karsilastirilmas: ve Demografik Bulgular

Aragtirmada toplanan verilerin demografik analizleri yapilirken; arastirmanin modeli kapsaminda
bagimsiz ve normal dagilima uygunluk gostermeyen iki siirekli degiskenin karsilasgtirmasi
“Mann-Whitney U testi (p)” ile; diger taraftan ikiden fazla siirekli degiskenin karsilagtirmasi ise
“Kruskal Wallis testi (z/H)” ile yapilmistir. Buna gore alt boyutlarin demografik degiskenlere gére
karilagtirilmasi igin Mann-Whitney U test ve Kruskal Wallis testleri uygulanmustir. Ayrica demografik
gruplar arasinda yapilan Post-hoc ikili karsilastirmalar agisindan da, ikili gruplar arasinda farklilik
olup olmadiginin belirlenebilmesi i¢in Mann-Whitney U test ile p>0,005 Bonferroni diizeltmesi

endeksleri kullanilmigtir.
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Tablo 12: Demografik Degiskenlere Gore Organik Gida Satin Alma Davranisi Dagilimi

Organik Gida Satin Alma Ort.£SS 2/H* P
Davranist Med.(Min.-Maks.)
Erkek 3,75+0,92
Cinsiyet? 3,77 (L08-5) -0,341 0,733
Kadin 3,72+0,93
3,88 (1-5)
18-24 3,83+0,76
4,08 (2,38-4,85)
25-34 3,5+0,93
3,62 (1-5)
Yas? - ;?;ﬁg -0,586* 0,558
45-64 3,76x0,87
3,85 (1,08-5)
65 ve iizeri 3,94+0,95
4,08 (1-5)
Bekar 3,61+0,92
Medeni Durum? . 3,62(1-5) 2,032 0,042
Evli 3,78+0,93
3,92 (1-5)
Doktora 3,63+1,07
4(1,15-5)
Mlkbgretim 3,13%1,57
3,38 (1-4,77)
Egitim Diizeyi? (En Son Lise 4,03+0,88
Mgezun OlunZn Okul) 4,15(1,77-5) 0,013 0,550
Universite 3,69+0,9
3,77 (1-5)
Yiiksek Lisans 3,68+0,9
3,69 (1-5)
0 TL-4253 TL 3,84+0,87
(asgari iicret) 3,85 (1,77-5)
10000 TL tizeri 3,64+0,97
3,77 (1,08-5)
Aylik Geliri? 4254 TL - 6000 TL g;gl(log) -0,471% 0,638
6001 TL - 8000 TL 3,82+0,8
3,88 (1,85-5)
8001 TL - 10000 TL  3,77+0,89
3,92 (1-5)

Not: p: Mann-Whitney U test, z/H *: Kruskal Wallis test.

Arastirmada elde edilen demografik bulgulara bakildiginda; oncelikle Tablo 12de de goriildiigii tizere;

katihmecilarin medeni durumuna gore organik gida satin alma davranis1 dagilimi agisindan istatistiksel

olarak anlamli seviyede farklilik oldugu goriilmistiir (p<0,05). Katilimcilardan evli olanlarin ortalamas,
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bekar olanlara kiyasla daha ytiksek bulunmustur. Diger demografik degiskenlere gore ise organik gida

satin alma davranis1 dagilimi agisindan istatistiksel olarak anlamli seviyede bir farkliliga rastlanmamugtir.

Tablo 13: Demografik Degiskenlere Gore Toplam Puan Dagilimi

Toplam Puan l?iztc'lji(sl\iin.-M aks.) z/H* P
Erkek 3,76+0,48
Cinsiyet? 383 (2.27:4,62) -0,924 0,355
Kadin 3,82+0,43
3,88 (2,47-4,62)
18-24 3,84+0,28
3,81 (3,48-4,41)
25-34 3,65+0,41
3,65 (2,7-4,6)
Yas? 35-44 z:;zéi’g_&%) -0,983 0,326
45-64 3,86+0,41
3,92 (2,27-4,62)
65 ve iizeri 3,88+0,44
4(2,4-4,62)
Bekar 3,77+0,44
Medeni Durum? ) 38 (2:4-46) -1,536 0,124
Evli 3,8310,44
3,9 (2,27-4,62)
Doktora 3,7+0,45
3,78 (2,53-4,5)
flkégretim 3,62+0,72
3,68 (2,68-4,43)
Egitim Diizeyi? (En Son  Lise 3,98+0,36
N;gezun OlunZn Okul) 4,01 (3,08-4,62) 0,348 0728
Universite 3,81+0,42
3,87 (2,73-4,62)
Yiiksek Lisans 3,74+0,49
3,8 (2,27-4,6)
0 TL - 4253 TL (asgari iicret)  3,89+0,38
3,93 (2,7-4,6)
10000 TL iizeri 3,7840,46
3,82 (2,27-4,62)
Aylik Gelir? 4254 TL - 6000 TL ;::gig:ég_&&) -1,588 0,112
6001 TL - 8000 TL 3,8+0,42
3,84 (2,4-4,6)
8001 TL - 10000 TL 3,77+0,43

3,82 (2,47-4,54)

Not: p: Mann-Whitney U test, z/H *: Kruskal Wallis test
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Tablo 14: Aylik Gelire Gore Post-hoc Ikili Karsilagtirmalar

Besin degerive Algilanan Giiven

Algilanan Kalite lezzet
0 TL - 4253 TL vs. 10000 TL iizeri 0,011 0,003 0,001
0 TL - 4253 TL vs. 4254 TL - 6000 TL 0,256 0,119 0,823
0 TL - 4253 TL vs. 6001 TL - 8000 TL 0,067 0,016 0,017
0 TL - 4253 TL vs. 8001 TL - 10000 TL 0,036 0,004 0,004
Aylik Gelir? 10000 T iizeri vs. 4254 TL - 6000 TL 0,226 0,214 0,001
10000 TL iizeri vs. 6001 TL - 8000 TL 0,595 0,786 0,752
10000 TL iizeri vs. 8001 TL - 10000 TL 0,979 0,760 0,423
4254 TL - 6000 TL vs. 6001 TL - 8000 TL 0,526 0,376 0,018
4254 TL - 6000 TL vs. 8001 TL - 10000 TL 0,377 0,181 0,003
6001 TL - 8000 TL vs. 8001 TL - 10000 TL 0,698 0,660 0,706

Not: p: Mann-Whitney U test

Tablo 15: Yasa Gore Post-hoc Ikili Kargilastirmalar

Saglik endisesi
18-24 vs. 25-34 0,697
18-24 vs. 35-44 0,526
18-24 vs. 45-64 0,085
18-24 vs. 65 ve iizeri 0,025
25-34 vs. 35-44 0,035
Yast 25-34 vs. 45-64 <0,001
25-34 vs. 65 ve lizeri <0,001
35-44 vs. 45-64 0,004
35-44 vs. 65 ve iizeri <0,001
45-64vs. 65 ve lizeri 0,053

Not: p: Mann-Whitney U test

Diger boyutlarin demografik bulgularina bakildiginda; demografik degiskenlerden sadece gelir
seviyesine gore, algilanan kalite dagilimi agisindan istatistiksel olarak anlamli seviyede farklilik
oldugu gorilmistiir (p<0,05). Ancak yapilan Post-hoc ikili karsilastirmalara goére ikili gruplar
arasinda farklilik bulunmamstir (Mann-Whitney U p>0,005 Bonferroni diizeltmesi). Cevresel kayg1
dagilimi agisindan ise, hicbir demografik degiskene gore katilimcilar arasinda istatistiksel olarak
anlamli seviyede bir farklilik bulunmamistir ve bu sebeple de gevresel kaygr dagilimi agisindan,
demografik gruplar arasinda istatiksel olarak anlaml seviyede farklilik yoktur denilebilir. Bunun
yaninda katilimcilarin aylik gelir seviyesine gore besin degeri ve lezzet dagilimi agisindan da
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istatistiksel olarak anlaml seviyede farklilik vardir (p<0,05). Yapilan Post-hoc ikili karsilagtirmalara
gore; geliri 0 TL-4253 TL olan katilimcilarin ortalamasi, geliri 10000 TL {izeri ve 8001 TL - 10000
TL olanlara gore daha yiiksek bulunmustur (Mann-Whitney U p<0,005 Bonferroni diizeltmesi).
Diger demografik degiskenlere gore ise katilimcilar arasinda besin degeri ve lezzet dagilimi
acisindan istatistiksel olarak anlamli seviyede farkliik bulunmamustir. Saglik endisesi dagilimina
bakildiginda ise, katilimcilar arasinda yaga gore istatistiksel olarak anlamli seviyede farklilik oldugu
goriillmistiir (p<0,05). Gergeklestirilen post-hoc ikili karsilagtirmalara gore de; bu katilimcilardan
25-34 yasinda olanlarin ortalamasi, yasi 45-64 ve 65 ve iizerinde olanlarin ortalamasina gore daha
ditsiik bulunmustur; bunun yaninda 35-44 yasinda olan katilimcilarin ortalamast ise, yag1 45-64 ve
65 ve lizeri olanlarin ortalamasina gore daha diigiik ¢tkmistir (Mann-Whitney U p<0,005 Bonferroni
diizeltmesi). Ayrica katilimcilarin medeni durumlarina goére de, saglik endisesi dagilimi agisindan
istatistiksel olarak anlaml seviyede farklilik oldugu gortilmistiir (p<0,05) ve buna goére bekarlarin
ortalamasi, evli olan bireylere kiyasla daha diisiik bulunmustur. Algilanan giiven dagilimi agisindan
da, katilimcilarin aylik gelir seviyesine gore istatistiksel olarak anlamli seviyede farklilik bulunmustur
(p<0,05). Yapilan post-hoc ikili karsilastirmalara gore ise; geliri 0 TL-4253 TL olanlarin ortalamast,
gelirleri 10000 TL {izeri ve 8001 TL — 10000 TL olan kisilere gore daha yiiksektir. Geliri 4254 TL -
6000 TL olanlarin ortalamasi ise, 8001 TL — 10000 TL olanlara gore daha yiiksek ¢gtkmistir (Mann-
Whitney U p<0,005 Bonferroni diizeltmesi). Diger demografik degiskenlere gore ise, algilanan
gtiven dagilimi agisindan istatiksel olarak anlamli seviyede farklilik bulunmamustir. Algilanan fiyat
dagilimi1 bakimindan ise, katilimcilarin medeni durumlarina gore istatistiksel olarak anlamli seviyede
farklilik oldugu goriilmiistiir (p<0,05). Bekarlarin ortalamasi, evli olan bireylere kiyasla daha yiiksek
bulunmugtur. Diger demografik degiskenlere gore ise algilanan fiyat dagilimi agisindan istatistiksel
olarak anlamli seviyede bir farklilik bulunmamustir. Son olarak da yine katilimcilar arasinda higbir
demografik degiskene gore, organik gidaya yonelik tutum dagilimi agisindan da istatistiksel olarak
anlamli seviyede bir farkliliga rastlanmamastir.

4.1.8. Regresyon Modellemesi ve Hipotez Testleri

Yapilan gegerlilik analizleri sonucunda organik gida satin alma niyeti boyutu olusturulamadigindan,
aragtirmanin ilk modelinde yer alan satin alma niyeti degiskeni ve buna bagh satin alma niyeti
hipotezi modellenememistir. Buna gore tek bagimsiz degiskenden meydana gelen yeni arastirma
modelinin hipotez testleri SPSS 24.0 programi kullanilarak, basit dogrusal regresyon yontemiyle
analiz edilmistir. Gergeklestirilen regresyon analizi sonuglarini su sekilde 6zetlemek miimkiindiir:

H : Saglik endisesi, organik gidaya y6nelik tutumu anlamli sekilde etkiler (Kabul edilmistir).

Yapilan basit dogrusal regresyon analizi neticesinde Durbin-Watson degeri=1,622<2 oldugundan
otokorelasyon yoktur denilebilir. Ayrica VIF<10 oldugundan model kapsaminda ¢oklu dogrusal
baglant: mevcut degildir ve bulunan p degerine gore de, anlamlilik diizeyi kosulu saglandigindan,
model istatistiksel olarak anlamli bulunmustur (p=0,007<0,05) ve yorumlanabilirdir. Buna gére
saglik endigesi degiskenindeki 1 br’lik artisin, organik gidaya yonelik tutumu %95 anlamlilik
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diizeyinde 0,150 br azalttig1 sdylenebilmektedir. Tiim bu bilgiler neticesinde de aragtirma modelinin

“H,: Saglik endisesi, organik gidaya yonelik tutumu anlamli gekilde etkiler” hipotezi kabul edilmistir.

Tablo 16: H1 Hipotezi i¢in Regresyon Analizi Sonuglar:

R? Diizeltilmis R? \?V::?;E h Anlamlilik Diizeyip F Degeri
Model 0,015 0,013 1,622 0,007 7,247
Standardize Standardize . Anlamhlik VIF
. . Standart Sapma . t degeri ..
edilmemis b edilmis b Diizeyi p
Sabit 4,611 0,235 19,627 <0,001
Saglik endisesi -0,150 0,056 -0,123 -2,692 0,007 1,000

H.: Besin degeri ve lezzet, organik gidaya yonelik tutumu anlamli sekilde etkiler (Reddedilmistir).

Yapilan regresyon analizi neticesinde Durbin-Watson degeri=1,636<2 oldugundan otokorelasyon
yoktur denilebilir. Ayrica VIF<10 oldugundan model kapsaminda ¢oklu dogrusal baglant: mevcut
degildir. Ancak p anlamlilik diizeyi kosulu saglanmadigindan ve model istatistiksel olarak anlamh
bulunmadigindan yorumlanamaz (p=0,080>0,05). Bu sebeple de modelin “H_: Besin degeri ve lezzet,

organik gidaya yonelik tutumu anlaml sekilde etkiler” hipotezi reddedilmistir.

Tablo 17: H2 Hipotezi i¢in Regresyon Analizi Sonuglari

R?  Diizeltilmi s R? Durbin - Watson ~ Anlamlilik Diizeyip F Degeri
Model 0,007 0,004 1,636 0,080 3,085
Standardize Standart Standardize _ Anlamliik  VIF
. . o t degeri .
edilmemis b Sapma edilmis b Diizeyi p
Sabit 4,347 0,208 20,858 <0,001
Besin Degeri ve Lezzet  -0,085 0,048 -0,081 -1,756 0,080 1,000

H.,: Algilanan giiven, organik gidaya yénelik tutumu anlamli gekilde etkiler (Kabul edilmistir).

Gergeklestirilen regresyon analizi sonucunda Durbin-Watson degeri=1,600<2 oldugundan
otokorelasyon yoktur denilebilir. Ayrica VIF<10 oldugundan model kapsaminda ¢oklu dogrusal
baglant1 mevcut degildir. Keza bulunan p degerine gore de, anlamlilik diizeyi kosulu saglandigindan
model istatistiksel olarak anlamli bulunmustur (p=0,003<0,05) ve yorumlanabilirdir. Buna gore
algilanan giiven degiskenindeki 1 brlik artisin, organik gidaya yonelik tutumu %95 anlamlilik
diizeyinde 0,105 br azalttig1 soylenilebilir. Bu sebepler neticesinde de arastirmanin “H,: Algilanan

Giiven, organik gidaya yonelik tutumu anlamli sekilde etkiler” hipotezi kabul edilmistir.
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Tablo 18: H3 Hipotezi i¢in Regresyon Analizi Sonuglari

R? Diizeltilmis R? ‘I?vl;::);ﬁ h Anlamlilik Diizeyi p F Degeri
Model 0,018 0,016 1,600 0,003 8,633
Standardize Standart Standardize oo Anlamlihik  VIF
. . o t degeri .
edilmemis b Sapma edilmis b Diizeyi p
Sabit 4,353 0,130 33,450 <0,001
Algilanan Giiven -0,105 0,036 -0,134 -2,938 0,003 1,000

H,: Algilanan kalite, organik gidaya yonelik tutumu anlamli gekilde etkiler (Reddedilmistir).

Yapilan regresyon analizi sonucunda Durbin-Watson degeri=1,639<2 oldugundan otokorelasyon
yoktur. Ayrica VIF<10 oldugundan model kapsaminda ¢oklu dogrusal baglanti mevcut degildir
denilebilir. Ancak anlamlilik diizeyi kosulu saglanmadigindan ve bu sebeple model istatistiksel olarak
anlamli bulunmadigindan yorumlanamaz (p=0,183>0,05). Bu nedenlerden dolayr da aragtirmanin
“H,: Algilanan Kalite, Organik Gidaya Yonelik Tutumu anlaml sekilde etkiler” hipotezi reddedilmistir.

Tablo 19: H4 Hipotezi i¢in Regresyon Analizi Sonuglar:

Durbin - - .
R? Diizeltilmis R? Watson Anlamlilik Diizeyi p F Degeri
Model 0,004 0,002 1,639 0,183 1,778
Standardize Standart Standardize L. Anlamlilhik VIF
t degeri .o
edilmemis b Sapma edilmig b Diizeyi p
Sabit 4,330 0,260 16,663 <0,001
Algilanan Kalite -0,087 0,065 -0,061 -1,333 0,183 1,000

H.: Cevresel kaygi, organik gidaya yonelik tutumu anlaml sekilde etkiler (Reddedilmistir).

Yapilan regresyon analizi neticesinde Durbin-Watson degeri=1,646<2 oldugundan otokorelasyon
yoktur denilebilir. Keza VIF<10 oldugundan model kapsaminda goklu dogrusal baglant1 mevcut
degildir. Ancak p anlamlilik diizeyi bakimindan model istatistiksel olarak anlamli bulunmadigindan
yorumlanamaz (p=0,291>0,05). Bu sebeplerden dolay: aragtirmanin “H,: Cevresel kaygi, organik
gidaya yonelik tutumu anlaml sekilde etkiler” hipotezi reddedilmistir.

Tablo 20: H5 Hipotezi i¢in Regresyon Analizi Sonuglari

R? Diizeltilmis R? ‘I,)V:::);E h Anlamlilik Diizeyi p F Degeri
Model 0,002 0,000 1,646 0,291 1,117
Standardize Standart Standardize t Anlamlihk  VIF
edilmemis b Sapma edilmis b degeri  Diizeyip
Sabit 4,275 0,274 15,572 <0,001
Cevresel Kaygt  -0,064 0,060 -0,049 -1,057 0,291 1,000
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H_: Algilanan fiyat, organik gidaya yonelik tutumu anlamh gekilde etkiler (Kabul edilmistir).

Yapilan regresyon analizi neticesinde Durbin-Watson degeri=1,647<2 oldugundan otokorelasyon
yoktur denilebilir. Ayrica VIF<10 oldugundan model kapsaminda ¢oklu dogrusal baglant: mevcut
degildir. Keza bulunan p degeri anlamlilik kosulunu sagladigindan model istatistiksel olarak anlaml
bulunmustur (p=0,011<0,05) ve yorumlanabilirdir. Buna gore algilanan fiyat degiskenindeki 1 br’lik
artisin, organik gidaya yonelik tutumu %95 anlamlilik diizeyinde 0,315 br azalttig1 sdylenebilir. Bu
sebepler 1s181nda da arastirmanin “H_: Algilanan fiyat, organik gidaya yonelik tutumu anlaml sekilde
etkiler” hipotezi kabul edilmistir.

Tablo 21: H6 Hipotezi i¢in Regresyon Analizi Sonuglar

R? Diizeltilmis R? \]f)\;:l);ﬁ h Anlamhilik Diizeyi p F Degeri
Model 0,014 0,012 1,647 0,011 6,569
Standardize  Standart Standardize t dederi Anlamlihk  VIF
edilmemis p  Sapma edilmis b 8 Diizeyi p
Sabit 4,737 0,295 16,052  <0,001
Algilanan Fiyat -0,315 0,123 -0,117 -2,563 0,011 1,000

H_: Organik gidaya yonelik tutum, organik gida satin alma davranisini anlaml sekilde etkiler (Kabul
edilmistir).

Gergeklestirilen regresyon analizi neticesinde Durbin-Watson degeri=0,724<2 oldugundan
otokorelasyon yoktur denilebilir. Ayrica VIF<10 oldugundan model kapsaminda ¢oklu dogrusal
baglanti mevcut degildir. Keza bulunan p degeri anlamlilik kosulunu sagladigindan, model istatistiksel
olarak anlamli bulunmustur (p=0,002<0,05) ve yorumlanabilirdir. Bu baglamda da, organik gidaya
yonelik tutumdaki 1 br’lik artigin, organik gida satin alma davranigini % 95 anlamlilik diizeyinde
0,157 br azalttig1 sdylenebilir. Tiim bu bilgiler 15181nda da aragtirmanin “H_: Organik gidaya yonelik
tutum, organik gida satin alma davranigini anlaml sekilde etkiler” hipotezi kabul edilmistir.

Tablo 22: H7 Hipotezi i¢in Regresyon Analizi Sonuglari

Durbin -

2 2 o . - .

R Diizeltilmis R Watson Anlamlilik Diizeyip  F Degeri

Model 0,020 0,018 0,724 0,002 9,593
Standardize Standart Standardize o Anlamhiik ~ VIF

t degeri .o

edilmemis Sapma edilmis Diizeyi p

Sabit 4,351 0,207 21,031 <0,001

Organik Gidaya Yonelik  -0,157 0,051 -0,141 -3,097 0,002 1,000

Tutum
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5. Sonug ve Tartisma

Kavramsal agidan Ajzen’in Planlanmis Davranis Teorisi modelinden (1991) yola ¢ikilarak
gelistirilen (Ajzen I. , 1991) bu bilimsel arastirma modelinin amacy; Istanbul ilinde ikamet eden
tikketicilerin organik gidaya yonelik tutumlariyla, organik gida satin alma niyetlerini hangi
faktorlerin, motivasyonlarin etkiledigini belirlemek ve bu tiiketicileri, fiili olarak organik gida satin
alma davranigina hangi etmenlerin tesvik ettigini arastirmaktir. Istanbulda ikamet ederek, ankete
katilan katilimcilardan kolayda 6rnekleme yontemiyle toplanan 473 adet gevrimigi anket verisi
detayl sekilde incelenmis ve verilerin gerekli istatistiki analizleri yapilmistir. SPSS 24.0 ve AMOS
16.0 programlar: kullanilarak gerceklestirilen istatistiki incelemeler dogrultusunda katilimcilardan
toplanan 473 anket verisine giivenilirlik, gegerlilik (agiklayici faktor analizi, dogrulayici faktor
analizi), korelasyon, demografik dagilimlar ve regresyon modellemesi analizleri uygulanmis
ve; hem akademi, hem organik gida sektorii, hem de pazarlama diinyas: adina faydali olabilecek
6nemli bulgular elde edilmistir. Bu analizler sonucunda varilan arastirma sonuglarini ise su sekilde
ozetlemek miimkiindiir: Oncelikle ankete katilan katilimeilarin ¢ogu sosyo-demografik ozellikleri
bakimdan; kadin agirlikli, 45-65 yas araliginda, evli, 10.000 TL ve {izeri gelir gurubuna mensup ve
gogunlukla tiniversite mezunu kisilerdir. Organik gida satin alma davranisi degiskeni, katilimcilarin
demografik 6zelliklerine gore incelenmis, katilimcilarin medeni durumlarina gore organik gida
satin alma davranist dagilimlari agisindan istatistiksel olarak anlamli seviyede farklilik tespit
edilmistir. Organik gida satin alma davranisi agisindan evli olan katilimcilarin ortalamasi, bekar
olanlara kiyasla daha yiiksek bulunmustur. Demografik degiskenlere gére organik gida satin alma
davranisi dagilimi agisindan istatistiksel olarak anlaml seviyede baska farklilik tespit edilmemistir.
Gergeklestirilen dogrulayici faktor analizi sonucuna gore, model kapsaminda satin alma niyeti
boyutu olusturulamamus, satin alma niyeti aragtirma modelinden ¢ikarilmistir. Satin alma niyeti
degiskeni cikarilarak giincellenen yeni arastirma modeli ve yeni modelin giincel hipotezleri,
regresyon modellemesi kapsaminda gergeklestirilen istatistiki analizlerle test edilmistir. Buna gore
tek bagimsiz degiskenden meydana gelen yeni arastirma modeline “basit dogrusal regresyon analizi”
uygulanmustir. Aragtirma kapsaminda gergeklestirilen regresyon analizi neticesinde elde edilen
hipotez testi sonuglar1 su sekilde 6zetlenebilir:

Istanbul ilinde ikamet eden tiiketiciler araciligiyla gerceklestirilen bu aragtirmanin sonuglarina gére
organik gidaya yonelik besin degeri/lezzet, algilanan kalite ve gevresel kaygi unsurlari, tiiketicilerin
organik gidalara yonelik tutumlar: iizerinde etkili olmayan unsurlar olarak belirlenmistir. Keza
bu tiiketiciler besin degeri/lezzet faktorii ile algilanan kalite unsurlari bakimindan organik gida
triinlerinin, organik olmayan gida {iriinlerine kiyasla daha lezzetli, daha besleyici ve daha kaliteli
oldugunu diisiinmemektedirler. Organik gidalarin, ¢evreye/hayvanlara daha az zarar veren tiriinler
olarak algilanmasi da, bu tiiketicilerin organik gidaya olan tutumlar: tizerinde etkili olmamaktadir.

Saglik endisesi, algilanan giiven ve algilanan gida fiyat1 unsurlar ise bu arastirma kapsaminda
tikketicilerin organik gidalara yonelik tutumlar: tizerinde etkili olan unsurlar olarak bulunmustur.
Ozellikle esitli hastaliklardan korunma maksadiyla, saglik endigesi motivasyonuyla ve giiven algisiyla
hareket etmenin, titketicilerin organik gidaya yonelik tutumlari ve organik gida satin alma davranslar:

146



Titketicilerin Organik Gida Uriinlerine Yonelik Satin Alma Niyetini ve Satin Alma Davranigini Etkileyen Faktorler: Istanbul Ili Uzerine Bir Aragtirma

tizerinde belirleyici olan unsurlar olarak bulunmasi; pandemi dénemine denk gelen bu arastirmanin
bu tarz beklenen sonuglar1 dogurmasi bakimindan da sasirtict olmamistir. Bu katilimeilarin Covid-19
salgin1 sirasinda kisisel saglik durumlar1 konusunda daha bilingli sekilde hareket etmeye dikkat
ederek, beslenme gekillerine ekstra 6zen gosterme ¢abasinda olabilecekleri varsayimi, bu tiiketicilerin
organik gidalar1 insan sagligina daha faydali olan triinler seklinde algilamalarini, saglik endisesi
motivasyonuyla organik gida satin alma egilimde olmalarini ve tiiketicilerin pandemi doneminde
organik gidalara yonelmesinin sebeplerini mantikli sekilde aciklar niteliktedir. Algilanan giiven
faktori agisindan ise tiiketicilerin zihinlerinde organik gidalarin algilanan giivenine dair bazi soru
isaretleri mevcuttur denilebilir. Bu tiiketicilerin ¢ogu, satin aldiklar1 organik gidalarin tizerindeki
organik damgalarina, etiketlere, tiriinlerin sertifikasyon ozelliklerine ve organik gidalari denetleyen
kurum/kuruluslara giivenmemektedirler. Arastirma kapsaminda algilanan fiyat faktoriinin,
organik gidaya yonelik tutumlar tizerinde etkili olan bir diger unsur olarak bulunmasi da; Tiirk
pazarinda genellikle organik olmayan endiistriyel gida alternatiflerinden daha pahali fiyatlarla satisa
sunulan organik gida tiriinlerinin, 6zellikle son zamanlarda {ilke ¢apinda yaganan ¢esitli ekonomik
problemlerin varlig1 diisiiniildiigiinde, Istanbullu tiiketiciler igin yine sagirtict olmayan bir sonug
olarak ortaya ¢iktig1 sdylenebilir. Ciinkii arastirmada elde edilen verilere gore, katilimcilarin ¢ogu
organik gida tirtinlerinin fiyatinin, genel olarak pahali oldugunu distinmektedirler ve bu durum da
yine arastirma kapsaminda elde edilen verilerin, son zamanlarda Tiirk gida sektoriinde sik yaganan
fiyat artiglar1 ile de dogru orantili sonuglar olarak elde edildigini vurgular niteliktedir. Ayrica bu
tiiketiciler organik gidalarin fiyatinin, organik olmayan endiistriyel gidalara nazaran daha yiiksek
oldugunu da diisiinmektedirler. Bunun yaninda Istanbul'daki katilimcilarin organik gidalara yénelik
tutumlarimin, bu tiiketicilerin organik gida satin alma davranislarina etki eden bir unsur oldugu
sonucuna da varilmistir.

Tiim bu sonuglar gz 6niine alinarak; organik gida sektoriinde faaliyet gosteren organik gida tireticileri,
organik gida markalar1 ve sektorii denetleyen kamu kuruluslar: adina faydali olabilecek cesitli
onerilerde de bulunulabilir. Oncelikle gesitli devlet tesvikleri, iireticiler tarafindan gergeklestirilecek
bilimsel arastirmalar, pazar arastirmalari, tanitim, reklam, promosyon, bilgilendirme faaliyetleri
ve yapilacak cesitli ar-ge calismalar: 1s181nda, organik gida dirtinlerinin iretim maliyetlerini agag:
cekmek, iireticilerin organik gida iiretim kapasitesini arttirmak, stirdiiriilebilir kalite standartlarim
korumak ve organik gidalarin tiiketicilere daha ulasilabilir fiyatlardan satisa sunulmasini saglamak
miimkiin olabilir. Organik gida sektoriinde atilacak bu temel adimlara bagh olarak da, tiiketicilerinin
zihinlerindeki yiiksek fiyat algisin1 kirmak ve organik gidalara olan talebi arttirmak da miimkiin
olabilecektir. Bunlarin yaninda, tiiketicilerin organik gidalara ve organik gidalari denetleyen
kurum/kuruluglara yonelik mevcut olan ¢esitli giiven problemlerini diizeltebilmek adina; organik
gida treticileri daha seffaf, daha diizenli, daha sistemli ve daha kontrollii sekilde denetimlere tabi
tutulmahidir. Ayrica organik konulu damga, etiket ve sertifikalara olan tiiketici giiveninin artmasi
bakimindan da, iireticiler ile denetleme faaliyetlerini {istlenen ilgili devlet kurumlar: damgalama ve
etiketleme hususlarinda daha aydinlatici, daha kontrollii ve daha seffaf sekilde hareket etmelidirler.
Planlanan ¢esitli tanitim ve reklam faaliyetlerinin yani sira, organik gida markalar1 tarafindan
organik gida iirtinlerinin insan saghigina ve cevreye olan faydalari, besin degerleri, kalite ve lezzet
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ozellikleri vb. konularda gerceklestirilebilecek teknik konulu bilimsel aragtirmalara ve yapilacak ar-ge
calismalarina gerekli biitgelerin ayrilmasi sayesinde de, hedef kitleyi olugturan tiiketicilerin organik
gidalar hakkinda daha bilingli ve daha bilgili sekilde hareket etmesi saglanabilir. Bu sekilde, organik
gida pazarindaki tiiketicilerin, organik gidalara olan talebini arttirmak miimkiin olabilecektir. Tim
bunlarin yaninda organik gidalarin satis noktalari, saklanmasi, dagitim ve lojistik faaliyetleri gibi
diger 6nemli mevzularda da, organik gida iireticileri gerekli aksiyonlar: alarak gerekli iyilestirmeleri
yapmali ve organik gida tirtinleri pazardaki tiiketiciler i¢cin daha kolay ulagilabilir hale getirilmelidir.
Clinkii organik gida tiriinleri genel olarak daha yiiksek fiyatl iirtinler olarak, sinirli satis noktalarinda
satisa sunulduklari i¢in, genellikle {ist gelir gurubuna mensup tiiketiciler tarafindan satin alinabilen
liks driinler olarak gortilmektedir. Bu noktada da iiretim adina alinabilecek devlet tesvikleri,
yapilabilecek fiyat diizenlemeleri ve ¢esitli promosyonlar sayesinde de, iiretim ve pazarlama
maliyetleriyle uyumlu makul bir fiyat politikas: diizenlenerek, organik gida iirtinlerinin daha genis

tiitketici kitlelerine ve daha kapsamli satig alanlarinda ulasabilmesi hedeflenmelidir.

Son olarak, bu bilimsel aragtirma yasanan Covid-19 pandemisi doneminde, Istanbulda ikamet eden
organik gida tiiketicileri araciligiyla gergeklestirildigi ve arastirma sirasinda iilke gapinda mevcut olan
cesitli zaman ve yer kisitlamalarina denk gelindigi i¢in, bu ¢alismada elde edilen sonuglarin Tiirkiye
genelini yansitmasi miimkiin degildir. Ayrica arastirma kapsaminda elde edilen verilerden, ankete
katilan katilimcilarin daha ¢ok yiiksek gelir gurubuna mensup ve daha yiiksek egitim seviyesine
sahip kisiler oldugu bilgisine ulagilmistir. Ancak bu aragtirmanin; modeli ve kapsami genisletilerek,
daha farkli sosyo-ekonomik gruplar tizerinde, daha farkl: tiriin kategorileriyle, daha farkl: illerde ve
daha farkli degiskenler ele alinarak, benzer konulu bilimsel ¢aligmalara 151k tutabilecek nitelikte bir
aragtirma oldugu da soylenilebilir. Buna gore bu aragtirma modelinden yola ¢ikilarak, daha farklh

tilkeler tizerinde ve karsilastirmali bilimsel analizlerin yapilmas: da miimkiin olabilecektir.

Yazar Katkis1
KATKI ORANI ACIKLAMA KATKIDA BULUNANLAR
Fikir veya Kavram Aragtirma fikrini veya hipotezini olugturmak Deniz GUR
Sakir ERDEM
Literatiir Taramas1 Calisma iin gerekli literatiirii taramak Deniz GUR
Aragtirma Tasarimi Caligmanin yontemini, lgegini ve desenini Deniz GUR
tasarlamak Sakir ERDEM
Veri Toplama ve Isleme Verileri toplamak, diizenlemek ve raporlamak Deniz GUR
Tartigma ve Yorum Bulgularin degerlendirilmesinde ve Deniz GUR
sonuglandirilmasinda sorumluluk almak Sakir ERDEM
Cikar Catismasi

Calismada yazarlar arasinda ¢ikar ¢atismasi yoktur.
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Finansal Destek

Bu galisma i¢in herhangi bir kurumdan destek alinmamigtir.
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Oz

Bu ¢alismanin temel amaci, “Internet of Things” yani “Nesnelerin Interneti” konusunda bilimsel yayinlarin
yapisini ve dinamigini pazarlama agisindan incelemektir. Calisma ile Nesnelerin Interneti (IoT) alanindaki
¢agdas aragtirma egilimlerini ve kaliplarini ortaya ¢ikararak disipline yeni baglayan sosyal bilimcilerin bu
fenomeni incelerken dogru yonlere yonlendirilebilmelerini saglama amacindadir. Bu dogrultuda ¢alisma
Internet of Things ve Pazarlama arasindaki iligkideki yayinlar1 analiz etmektedir.

Arastirma nesnesi, Web of Science veri tabaninda «Internet of Things» (Nesnelerin Interneti) ve
«Marketing» (Pazarlama) anahtar kelimeleri ile indekslenen bilimsel yaymlar havuzudur. Makale
bagliklarinda, 6zetlerinde ve anahtar kelimelerde yayin taramasi yapilmistir. Bu ¢alisma bahsedilen konu
alanlarinda yayinlanan 2008 ve 2022 yillar1 arasindaki verileri igermektedir. Yayinlar bibliyometrik analiz
yontemi ile yayin etkinliginin dinamigini gostermeye, etkili makaleleri ve giivenilir dergileri vurgulamaya
ve ayrica makalelerde anahtar kelime birlikteliklerini, ortak yazar durumlarini, tilkelerin yayin sayilar1 ve
kullandiklar: dili gorsellestirmeye ¢aligilmustir.

Sosyal bilimlerde nesnelerin internetinin pazarlama ile iligskisindeki son durumunu ele almaya ve gelecekteki
arastirma yonlerini sistematik olarak sentezlemeye odaklanan bu ¢alisma, pazarlama alanindaki egilimin
heniiz beklenen seviyeye ulasmamasini goz 6niinde bulundurarak bir¢ok pazarlamaciya yon gosterebilmesi
ve farkindalik olusturmasi amaciyla 6zgiinliigiinii ortaya koymaktadir.

Calismada nesnelerin interneti ile pazarlama alaninda birlikte yapilmis ¢aligmalarin iliski i¢inde oldugu
alanlar, bu alana en fazla katki saglayan yazar-iilke-kurum-dergilerin aktarilmasi amaglanmigtir. Elde
edilen veriler tablo ve haritalar tizerinden yorumlanmis ve sonug kisminda tartisiimistir.

Anahtar Kelimeler: Nesnelerin interneti, pazarlama, bibliyometrik analiz

Jel Siniflandirmasi: M31

1. Introduction

With the rapid development of technology, it is seen that the effects on people’s daily lives are
increasing day by day. The rapid change in information technologies has significantly affected both
countries and people. Especially in the last few years, the Covid-19 pandemic, which has affected
the whole world, has accelerated people’s use of technology. In addition to the change in daily lives,
Changes are observed in many points such as education, business life, social life, consumption habits,
and communication between people and countries.

In recent years, where globalization has increased rapidly, the effect of technological developments is
evidentin the remarkable importance of glocalization. The marketing discipline continues its activities
by changing its customer-oriented strategies without being indifferent to these developments. The
rapid development of technology and the increase in the use of social media today trigger changes in
marketing activities. In addition to the effect of digital marketing, competition in market conditions
is increasing with social media marketing. In an intensely competitive environment where it is
difficult to reach consumers, analyzing consumer demands and needs correctly and taking action on
time can provide an advantage to marketers. The concept of the Internet of Things is also important
in this respect in the marketing discipline.

Artificial intelligence, augmented reality, blockchain, and internet of things concepts are frequently
encountered as new technologies in today’s digital age. It is seen that these technologies, which make
a significant difference in many areas, also gain importance in the marketing discipline. In recent
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years, the concept of the Internet of Things has been another remarkable subject. This concept,
which will facilitate people’s daily lives, will also affect consumer behavior. People’s integration with
the Internet can affect marketing through products and experiences, even with social networks.
Therefore, the internet of things will be important in marketing activities by revealing new facts in
the field of marketing. The fact that companies understand this phenomenon well and integrate their
marketing strategies with the internet of things and reach consumers will create some advantages in
the competitive environment. In the study, the subject of the Internet of Things will be examined in
terms of the conceptual framework, and a detailed road map will be created by using the publications
in the Web of Science database and the bibliometric analysis method in relation to marketing.

2. Internet of Things (IoT)

The concept of the Internet of Things (IoT) appears to have emerged in 1999 from a study examining
how to connect objects to the Internet via a radio frequency identification (RFID) tag. It is thought
that this technology, which can offer a limited flow of information, has been replaced by the Internet
of Things (Ashton, 2009). The Internet of Things includes placing tags, sensors, and processors on
objects connected to the network via an open standard Internet protocol (Crowley & Coutaz, 2015).
With this method, it is thought that household appliances will no longer be just physical objects; they
will carry more information with them and become information and communication technologies
as well as physical objects (Dutton, 2014).

When the words “Internet” and “Things” are brought together, they gain a meaning that brings an
important level of innovation to the world of today’s information and communication technologies,
starting from the internet and things (objects). Internet of Things; It is conceptually expressed as “a
worldwide network of uniquely addressable interconnected objects based on standard communication
protocols” and means a large number of (heterogeneous) objects involved in the process (Atzori, Iera
& Morabito, 2010).

Internet of Things; refers to the interactions between objects by creating network connections
between them. Detections are provided by computing technologies, cloud technologies, and wireless
sensing technologies, making machine and machine networks, sensor networks, and networks that
can be created configurable. Researchers appear to be studying ubiquitous computing techniques, as
well as the interactions between humans and the environment, human and machine. The trend of
the internet of things in the long term; focuses on making all networked things flexible, intelligent,
and autonomous enough to provide necessary services. It is thought that the Internet of Things will
provide the desired connection and intelligence to our daily lives (Li, Xu & Zhao, 2015).

Internet of Things, in terms of marketing, is expressed as a concept that can become a huge network
that will significantly affect not only smart devices but also the behavior of consumers and the way
they make decisions at different stages of the purchasing process. Therefore, extensive scientific
research is needed. The issue needs to be reviewed from various aspects, such as opportunities,
advantages, disadvantages, legal and technical aspects (Abashidze & Dabrowski, 2016).
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It is expected that a new customer-oriented evolution will take place with the Internet of Things.
It will be beneficial for consumers to refer to the experiences of other consumers and to check and
verify the product’s features and the value attributed to the product by the firm or brand. The physical
direct integration of products with the internet and the increased interaction between the product
and the consumer; are increased by the Internet of Things. Although the estimated number has not
been reached, the idea that more than 50 billion devices will be connected to the internet by 2020
draws attention to this point. The main technologies used in the IoT for the identification of objects
and products range from existing technologies such as barcodes to new technologies such as Radio
Frequency Identification (RFID) and its version for smartphones and Near Field Communication
(NFC) (Jara, Parra & Skarmeta, 2012).

Kannan (2017) draws attention to the fact that the Internet of Things can create significant
transformations in the lives of consumers in the near future. In terms of the market research scope,
the IoT will have a significant broadening effect (Woodside & Sood, 2017). The internet of things
will enable manufacturers to collect data by taking into account the socioeconomic and geographical
characteristics of consumers, as well as the analysis of consumers’ usage patterns over devices. On the
other hand, it is expected that studies will be carried out on the confidentiality of the collected data
(Taylor, Reilly & Wren, 2020).

Miskiewicz (2020) emphasizes the arguments in the framework of scientific discussion about the
features of the transformation of marketing processes in the conditions of the rapid development of
the Internet of Things (Miskiewicz, 2020).

Purwanto, Hurriyati & Dirgantari (2021) try to explain the role of Internet of Things (IoT) technology
in business and marketing. The paper highlights excellent opportunities for further research,
particularly exploring the connection of the Internet of Things with business model innovation.
Also, Internet of Things support; can create value, strategy, innovation, design and customer service
security by the company. Meanwhile, on the customer side, Internet of Things has a huge impact on
product purchase intentions (Purwanto, Hurriyati & Dirgantari, 2021).

Maucuer, Renaud, Ronteau, & Muzellec (2022) reviewed the marketing literature in terms of business
model research with bibliometric analysis. He emphasizes that the business model in marketing will

gain importance in the coming years (Maucuer, Renaud, Ronteau, & Muzellec, 2022).

Garcés-Giraldo, Patino-Vanegas, Espinosa, Benjumea-Arias, Valencia-Arias, & Lampen, (2023),
their bibliometric study was conducted to identify the most relevant research actors in the scientific
literature on information systems and the Internet of Things. Information systems, logistics systems,
health, smart cities, real-time information and risk reduction in decision making were emphasized

(Garcés-Giraldo, Patiflo-Vanegas, Espinosa, Benjumea- Arias, Valencia-Arias, & Lampen, 2023).

When the Internet of things literature is examined in terms of Web of Science; There are 27
bibliometric analysis studies related to Internet of Things in Web of Science. The titles of these
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studies include the terms “IoT” and “bibliometric analysis” These studies were carried out between
2016 and 2022. 11 of these studies were published in 2022 (Ozkése, 2023).

In our country (Tiirkiye), it is thought that correct and fast decisions can be made in marketing
strategies with the management of big data that will be formed in relation to the internet of things
and consumer preferences and market conditions. The dynamics of both consumption and industrial
markets will be monitored instantly and continuously, and services will be offered to customers in a

more value-added way (Ventura, Kabasakal, Keskin & Soyuer, 2019).

Personalized real-time marketing, low marginal marketing costs, convenience in marketing research,
integrated marketing opportunities, consumer involvement and sustainable marketing activities are

among the innovations that the internet of things will provide to companies (Bayuk & Oz, 2017).

3. Methodology

Bibliometric analysis; is seen as a method used to analyze publications and research trends in any field.
(Erfanmanesh & Abrizah, 2018). It is also expressed as a rigorous, systematic and innovative method
used to research traditional literature. It is seen as a method that can reveal qualitative and quantitative
changes in an academic research subject by using statistical techniques and developing the profile
of the researched subject (Misra et al., 2016). The publications related to the researched subject are

determined, classified and analyzed, and applicable results are revealed (Merigo & Yang, 2017).

The bibliometric analysis, which enables to reveal of the evolutionary nuances of a particular field,
offers the opportunity to approach the studied field from many perspectives. It has gained popularity in
the social sciences in recent years. The development, usability and accessibility of bibliometric software
tools and up-to-date databases such as Scopus and Web of Science, as well as the processing of large
volumes of scientific data, are cited as reasons for this popularity (Donthu et al., 2020; Donthu et al.,
2021; Khan et al., 2021).

In bibliometric studies, statistics about the author, publication year, published journal, citations to
publications, publishing institution, country of publication, and keywords are shared (Kog, & Simsek,
2021).

4. Research Findings

The findings of the study are examined under this title. Firstly, it started with the analysis of the
publications made on the Internet of Things and Marketing keywords at all times. The distribution

of publications by year is shown in Figure 1.
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Figure 1: Distribution of Publications by Years

In the Web of Science database, it was found that 355 studies were published in all years under the
title of “Internet of Things and marketing”. The distribution of studies by years is shown in Figure 1.
When the data is examined, the structure and dynamics of scientific publications on the “Internet
of Things” were examined in terms of marketing and it is seen that the first study was done in 2010.
There has not been much increase in the number of studies for 6 years since 2010. However, a
significant increase in the number of studies from 2016 until 2022, when the study was conducted, is
also seen in the graph. The reason why 9 studies were seen in 2022 is due to the fact that the current
study was completed in the middle of 2022. Studies on the subject in the last five years constitute

almost 90% of all studies.

In recent years, the collective power of developments in the field of technology has provided the
opportunity to gather people’s tastes in a common pool through social platforms. The power
of companies to reach these tastes and the ability to read information has enabled companies to
develop better and more suitable products. At this point, the power of technology to facilitate human
life, which is the main role of technology, has brought about an increase in both consumption and
scientific knowledge and research in the relevant field as it becomes understandable and visible with

the internet of things.
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Table 1: Top Contributing Countries

Country Number of Publication
China 68
USA 56
Taiwan 25
England 21
South Korea 17
Poland 14
Romania 14
Russia 14
Italy 13
Spain 13
Australia 10
Germany 10
Japan 9
Malaysia 9
France 8
Saudi Arabia 7
United Arab Emirates 7
Canada 6
Iran 6
Netherlands 6

When Table 1 is examined, it is seen that most of the studies took place in the 20 countries listed
in the table. According to the table, it is seen that the highest number of publications is in China
(68), and the lowest number of publications is in Canada, Iran and the Netherlands (6). The largest

contribution to the relevant field was made from the country China.

The high number of publications in China and America can be explained by the technology leadership
of China and the USA in the field of technology. Considering the world technology production and
export, it can be accepted as a natural result that these two countries have come to the fore in terms of
broadcasting. It is recommended that the countries that are behind in technological production and
export compared to other countries should conduct research in the relevant fields, since their studies
in this field will mean “investment in themselves” in technological production and export in the long

run.
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Figure 2: Citation of countries on VOSviewer

Figure 2 shows the mapping of the number of publications and citations of the countries. The same
team closely deals with the general approach of the general situation teams and all the applications
related to our teams. In Table 1, although the USA is in the 2nd place when it is examined in terms
of the number of publications, it is in the 1st place when it is ranked according to the number of
citations. Looking at the number of citations according to the publication, it is seen that France
has 8 publications and 280 citations, with a higher number of citations compared to the number
of publications. According to the number of publications made in the same table, it is seen that
Lithuania, which is ranked with only 1 publication, has the best rate with 61 citations.

According to the analysis in VOSviewer, although Lithuania is listed below in the ranking of citations
for countries, it can be concluded that when the studies conducted in the countries are evaluated in
terms of quality, according to the number of citations received by a single publication, it has a higher

quality publication.
Table 2: Top Contributing Authors

Author Number of Publications Country Institute

Chen YY 3 China Zhejiang University

Kumar V 3 USA Ctr Excellence Brand & Customer

Management

Salis A 3 Ttaly Engn Sardegna

Suciu G 3 Romania BEIA Consult Int

Wang J 3 China Yanshan University
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When Table 2 is examined, the authors who contributed the most to the related field by publishing
are cited. According to the table, it is stated that Chen, Kumar, Salis, Suciu, and Wang made the most
publications with every three publications. It is seen that Wang’s publication was ranked with 198
citations, while Chen, Kumar, Salis, and Suciu were not included in the ranking when the citations

were taken into account.

At this point, it is noteworthy that the number of publications is not a sufficient criterion alone in
the evaluation of the authors who contributed the most to the field, and the number of citations of
the publications should also be taken into consideration. The practical conclusion drawn from this is

that the contribution should be evaluated both qualitatively and quantitatively.

Table 3: Distribution of The Number of Articles Published by Journals

Journal Number of Document Citation
1 IEEE Access 8 245
2 Sensors 6 102
3 Sustainability 6 18
4 Industrial Marketing Management 4 135
5 Journal of Business & Industrial Marketing 4 113
6 Journal of Interactive Marketing 4 219
7 Journal of Marketing Management 4 95
8 International Journal of Research in Marketing 3 253

The distribution of the number of articles published in the journals searched in the Web of Science
database with the keyword “Internet of Things and Marketing” of the studies carried out in the field
of marketing with the Internet of Things is examined in Table 3. It is seen that there are 8 publications
on the subject in the IEEE Access journal. Since the total number of publications is 355, the first 8

journals with the most publications are added to Table 3 in order to convey the data clearly.

According to the table, when the citations to the publications are examined, although the number of
publications in the “International Journal of Research in Marketing” is low, the number of citations
is high. On the other hand, although the number of publications in “Sensors” magazine is 6, the
number of citations is low. In addition to the high number of publications in journals, the high
number of citations can guide researchers who want to publish. While researchers can learn which
journals have publications, they will also be able to see which journals receive more citations in the
number of citations. Thus, they will have information about which journals come to the fore both

quantitatively and qualitatively in publications related to the subject.
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Figure 3: Internet of Things Distribution of Journals by Citations

When Figure 3 is examined, the distribution of IoT publications according to the citations of the
journals is shown. Accordingly, in the distribution of journals according to citations, the International
Journal of Research in Marketing ranks first with 3 publications and 253 citations, both quantitatively
and qualitatively. However, to make a comparison, according to the data given in Table 3, it is seen
that the journals “Lecture Notes in Computer Science” and “Sustainability”, which are in the ranking
of the journals with the most publications, could not be included in the list of sources in terms of
citation.

When the internet of things and marketing publications are examined in terms of the publication
status in the journals, the ranking according to the number of publications is seen that when evaluated
together with the number of citations made to the publications change.

Table 4: Distribution of Documents by Different Institutions

Institution Record

Bucharest University of Economic Studies 5

Beijing University of Posts Telecommunications

Chaoyang University of Technology

1
2
3 California State University System
4
5

LS

Peter the Great St Petersburg Polytechnic University

The distribution of publications by different institutions is shown in Table 4. A total of 598 different
institutions were reached when the institutions which the researchers who carried out studies in the
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related field were examined. According to the publication distribution ranking of these institutions,
it is seen that the studies of researchers working at Bucharest University of Economic Studies are
in the first place with 5 publications. In the order of publication distribution according to different
institutions, it is seen that the other institutions follow with 4 publications each. In this ranking, the
first 5 are included in the distribution of publications according to different institutions. It has been
observed that other institutions make a contribution in decreasing numbers and intensity.
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Figure 4: Internet of Things Distribution of Institutions by Citations

According to the data of Vosviewer software, the citation distribution of institutions by publication is
shown in Figure 4. When ranking according to the names of institutions, publications and citations
to publications, it is seen that the University of Guelph in Canada ranks first with 2 publications and
211 citations. However, it is seen that Telecom SudParis is in 3rd place in the general ranking with
198 references to a single publication.

Table 5: Distribution of Documents by Various Categories

Document Records
1 Articles 178
2 Proceeding papers 155
3 Book chapters 6
4 Editorial Materials 11
5 Early Access 9
6 Review Articles 13
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The analysis of the distribution of publications according to various categories is shown in Table
5. According to the table, there are categories such as article, paper, book chapter, early access and
review article. According to these categories, when the publications are examined, it is seen that there
are 178 publications, mostly in article format. The first six categories with the highest number of
publications are included in the table.

When the publications made in terms of publication category are evaluated, it is seen that there are
publications in different categories. However, it was concluded that the most published category was
in the article format.
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Figure 5: Internet of Things’ Use of Keywords

The data related to the analysis made on the keywords are shown in Figure 5 with the mapping
analysis. With the analysis and visualization technique, keywords with the same colors and their usage
levels are shown with color and circle size. The research tendency towards the subject is expressed in
terms of colors and circle size on the map. In addition to the frequent use of the keywords “internet

» s 4

of things”, “iot”, “big data’, it is seen that the words “marketing”, “machine learning’, “social media”

also appear in the analysis.

When the Internet of things is analyzed independently of marketing, although the words “Iot”,

» <« »

“Internet of things” are frequently encountered, differently “Internet’, “security”, “wireless sensors”

etc. words are also found (Grupta, 2021).
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Table 6: Distribution of Documents in Various Languages

Language

Records

AN U1 W W N

English
Spanish
Portuguese
Afrikaans
Chinese
Russian

347

— — = N W

The data on the languages in which the broadcasts are made are shown in Table 6. In the table

where there are publications in Afrikaans, Chinese, Russian and Portuguese, it is seen that there

are 3 publications in Spanish. In the ranking of the publications according to various languages, the

English language, with 347 publications, ranks first.

When the language of the publications is examined, it is concluded that the general publication

language is English, although there are several studies in different languages. The fact that the common

language used in the world is English is also effective at this point. In addition, it is understood from

the language of the Web of Science database that English is widely used.

In the analysis of co-publishing authors, 44 authors were identified. The number of citations received

by the authors of their publications is shown in Table 7.

Table 7: Co-citation of Authorship

Author Document Citation
Shankar, Venkatesh 2 99
Kumar, V. 2 88
Hoffman, Donna L. 2 84
Nguyen, Bang 2 68
Simkin, Lyndon 2 54

The mapping resulting from the VOSviewer analyzes of the authors’ co-authorship is shown in

Figure 6.
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Figure 6: Co-Authorization Status of the Authors

As can be seen in Figure 6, more than one cluster was formed in which the authors of the studies
conducted over the years were related to each other. It can be seen from the chart that very few authors
are currently co-authoring articles. The ranking of co-publishing authors in terms of the number of
publications and citations is shown in Table 8. When the total number of citations received by the
authors with 2 articles was examined, “Shankar, Venkatesh” was cited the most. The duo “Simkin,
Lyndon” received 54 citations in total.

The point that researchers should pay attention to in this area will be to examine the works of authors
with high citation counts. After the analysis of the journals, it is thought that the authors and the
number of citations published in the field can guide the researchers.

5. Conclusion

The rapid development of technology brings about changes in people’s lives. Many smart devices
are included in daily life. It is also thought that thanks to the internet of things and the network
connections of devices, it will take more place in people’s daily lives. While it is seen that the concept
of the internet of things takes place in many areas, when the subject is products and people, it is
unthinkable for the marketing discipline to be indifferent to this issue. With digital developments,
having information about consumers, controlling market information, and gaining a competitive
advantage, as a result, are some of the contributions that IoT technologies will offer to the market. At
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this point, the aim of the study is to present a scientific perspective by examining the structure and
dynamics of scientific publications on the “Internet of Things” in terms of marketing.

When some studies on the subject are examined; In the study of Miskiewicz (2020), similar to the
purpose of this study, it is to analyze the structure and dynamics of scientific publications on the
development of the Internet of Things from a marketing perspective. However, unlike our study,
the analysis part consists of the analysis of the scientific study presented in the Scopus database.
In addition, the study covers only the years 2008-2020. This study also includes the analysis of
publications until 2022. He noted that the results of the research conducted have a scientific
contribution to the further development of marketing processes under the influence of the Internet
of Things.

Purwanto, Hurriyati, & Dirgantari (2021) try to explain the role of Internet of Things (IoT) technology
in business and marketing in their work. Different from our study, they analyzed 52 articles by
filtering from a total of 1309 articles accessed from the science direct database in the 2011-2020
publication period. The paper highlights excellent opportunities for further research, particularly
exploring the connection of the Internet of Things with business model innovation.

Unlike our study, Maucuer, Renaud, Ronteau, & Muzellec (2022) examined the Marketing literature
in terms of business model research with bibliometric analysis. They reached 285 articles from 38
marketing journals and discussed the business model logic in marketing.

Another bibliometric analysis in the field of marketing is the bibliometric analysis of industrial
marketing research (Lacka, E., Chan, H. K., & Wang, X., 2020). This study is similar to our study
because it was conducted in the field of marketing. However, he focused on industrial marketing in
the field of marketing and evaluated it in terms of technological developments and B2B international
trade. In this respect, it differs from our study.

Again, they studied digital marketing in the field of marketing with another bibliometric analysis
method. The study differs from our study in terms of its subject. In addition, 898 studies in the years
2010-2019 were reached in the Scopus database. In our study, the Web of Science database and the
Internet of Things and marketing concepts were analyzed together (Ribeiro, Fernandes, & Lopes,
2020). The study was examined in terms of similarities and differences with other studies in the
literature. In addition, the results of the study were also examined in detail.

According to the results of the research:

It has been observed that the study area has increased by gaining momentum since 2006. When
355 publications made during this period were examined, it was determined that the number of
publications was high in China and the United States. It is seen that the technological development
and investments of these countries are also reflected in academic studies. In the order made
according to the number of citations of the publications. The study, in which Lithuania is cited by
a single publication, also reveals the effectiveness of publications in terms of quality. It is thought
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that evaluating the number of publications and the number of citations together in the evaluation
of the author who contributed the most to the field will reveal the contribution made in terms of
quality. However, in examining the publications according to the journals, it is thought that the
evaluation to be made by considering the number of publications and the number of citations would
be healthier. Compared to the journals with more publications, journals with fewer publications but
higher citation counts were also identified. The distribution of publications according to different
institutions has been examined and it is seen that there are at most 5 publications and that the number
of publications is also included in other institutions at a decreasing rate. When the publications are
examined categorically, it has been determined that there are publications in different categories, but
mostly in article format. When the publication languages are examined, it is seen that the English
language is the general publication language, although different languages are encountered.

It is seen that the direction of the research made together with marketing and the internet of things
are studied together with the fields related to algorithm technology. At this point, understanding how
algorithm-based technology works theoretically can help to understand the logic of the areas where
internet of things and marketing work together. The basic logic of marketing focuses on meeting
customer wants and needs. The logic of Internet of things is that objects, products or devices can
be managed remotely through network connections. In the algorithmic approach, it is based on the
logic of making the most appropriate choice and learning, step by step, with the connection strength
of the most suitable solution of the defined problem (wikipedia.org, 2022). The common point of
marketing, Internet of things and algorithmic technology is the development of a solution practice
as a result of an intelligent technology with a certain connection power of actions in accordance with
the needs analysis made before.

It is thought that the study will help researchers who want to learn more about the Internet of Things
research in terms of marketing. In today’s world, where technological developments continue rapidly,
the subject of the internet of things, which is thought to have an important place in the marketing
discipline; It is anticipated that more detailed analysis by marketers will be advantageous. Based
on the study, it is recommended to increase the studies on this subject in our country, to increase
the awareness of companies on this subject, and to approach the subject from different angles by
conducting research on experimental and devices. While following the results of the joint work
done to the relevant real sector organizations in both fields; It is reccommended that they follow the
research to be done in order to develop university-industry cooperation and to find direction in a
way that will meet the needs of science.
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Abstract

This article is based on exploratory research conducted to reveal the current and potential effects of the
digitalization process, which gained momentum after the 4th Industrial Revolution, and the new concepts
it brings to the internal audit profession such as IoT, Al, robotic process automation, blockchain, smart
contracts, smart factories, etc. In this phenomenological research, which was designed considering that
digitalization is still a very new phenomenon and the processes in business life are not fully digitalized,
as a result of semi-structured interviews with 14 certified internal auditors, five different themes, namely
“Digitalization Awareness”, “Digitalization Adaptation in Enterprises’, “Digitalization and Internal Audit’,
“Cyber Security and Internal Audit”, “Additions/Recommendations” and 24 different related categories
were obtained. In the study, predictive results were achieved regarding both the situation of the internal
audit profession in the digital transformation process and its future position. As a result of the research, it
was concluded that digital awareness was not sufficiently developed, especially in the real sector. Despite
having a general understanding of digital technologies, this research shows that internal auditors need to
improve their knowledge of related topics. Furthermore, the profession is expected to undergo a significant
change in the future and serve as a center of consulting
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Tlgili aragtirma, 4. Sanayi Devrimi sonrasinda hiz kazanan dijitallesme siirecinin ve beraberinde getirdigi
nesnelerin interneti, yapay zeka uygulamalari, robotik siire¢ otomasyonu, blok zincir, akilli sézlesmeler,
akilli fabrikalar gibi yeni kavramlarin i¢ denetim meslegi iizerindeki mevcut ve potansiyel etkilerini
ortaya ¢ikarmak amaciyla gergeklestirilmistir. Dijitallesmenin heniiz ¢ok yeni bir olgu oldugu ve isletme
stireglerinin tam anlamiyla dijitallesmedigi goz 6niinde bulundurularak kurgulanan bu fenomenolojik nitel
arastirmada, 14 sertifikali i¢ denetgi ile yapilan yar1 yapilandirilmug goriigmeler sonucunda “Dijitallesme

v M« » o«

Farkindahg’, “Isletmelerde Dijitallesme Adaptasyonu”, “Dijitallesme ve I¢ Denetim’, “Siber Giivenlik

» <

ve I¢ Denetim”, “Eklemeler ve Oneriler” olmak iizere 5 farkli tema ve bunlara bagl 24 farkli kategori
elde edilmistir. Calismada hem i¢ denetim mesleginin dijital doniisiim siirecindeki durumuna, hem de
gelecekteki konumuna iliskin bulgular elde edilmis, 6zellikle reel sektorde dijital farkindaligin yeterince
olusmadig1 sonucuna ulagilirken, i¢ denetcilerin genel bir dijital farkindaliklarinin bulunmasina karsin,
kendilerini dijital teknolojiler ile ilgili konularda gelistirmeleri gerektigi sonucuna ulagilmistir. Meslegin
gelecekte ciddi bir degisime ugrayarak bir danigmanlik merkezi olarak isleyecegi 6n goriilmektedir.
Anahtar Sézciikler: i¢c Denetim Meslegi, Dijitallesme, E-Déniisiim, Nitel Arastirma

JEL Siniflandirmasi: M 10, M40, M42

1. Introduction

It has been documented that auditing was present in the Mesopotamian civilization as early
as 3500 BC. Researches in this area show that, small marks were found next to financial records
and these marks are thought to symbolize the controls exercised over the records. (Sawyer, 2016)
Understanding that the people who prepared the records and those who left the marks were different
people is the first example of the distinction between accountants and auditors in the period. The
origin of the discipline, which is relatively close to today’s definition of internal audit, dates back to
the railroad construction in America and England in the 19™ century. Due to the nature of their
business, railroad companies managed operations spread over a wide geographical area and needed
an effective management accounting system to coordinate and organize actions such as logistics and
distribution. (Johnson & Kaplan, 1987) This was one of the first sparks that created the need for an
internal audit function.

The Securities Act of 1933 is considered to be the turning point in the development and importance
of the internal audit discipline in the modern world. After the Great Depression in 1929, the concepts
of financial audit and control came to the fore. Publicly traded companies were required to present
financial statements that were reviewed by independent auditors. In addition to the independent
audit process, this led to the necessity for enterprises to establish an internal audit function. (Meigs,
1951) Associated with the establishment of the IIA in 1941, internal audit began creating its own
identity with a unique definition and responsibility framework. In the Third Industrial Revolution,
improved production capabilities lead to a rapid increase in trade and globalization. But as Nathan
Blecharczyk (2010) noted years later, “With commerce comes fraud...” Thereafter, standardization
studies meticulously carried out by the ITA, the Foreign Corrupt Act, and the establishment of COSO
played a significant role in bringing the internal audit profession into the spotlight. Today, internal
audit is the most important building block of effective risk management, corporate governance, and
a flawless internal control process.

172



Exploring the Impacts of Digitalization on the Internal Audit Profession

Looking at the stage of history, it is seen that industrial revolutions have played a major role in the
birth of the internal audit profession, its separation from other disciplines, and its development.
Accordingly, it is an important question in which direction the 4™ Industrial Revolution and the
digital transformation it brings with it will take the internal audit profession. At this point, the effects
of the digitalization process on the profession and how the nature and functions of the profession will
be positioned in the future is a research topic that should be emphasized.

2. Literature Review

This section will focus on important studies that examine the effects of digitalization and technological
transformation first on professions and then on internal audit.

2.1. Impacts of Digitalization on Professions

Digitalization and the revolutionary concepts it brings affect almost every aspect of our lives. As
facilitating effects of these developments are widely discussed in daily life, the automation in question
could also lead to the disappearance of some professions that are currently performed by manpower
or to the redefining of some professions’ job description, i.e., new job titles and job definitions.

In their research, Frey & Osborne (2017) calculated the probability of extinction of 702 different
professions in the USA as a result of the computerization process. According to the study, jobs with
a predominantly routine aspect have a high probability of being replaced by computers, while the
probability is lower in occupational groups that depend on human relations. Study findings indicate
that, telemarketers were among the occupational groups most likely to be lost to automation with 99%,
while pre-accounting, accounting, and auditing clerks were listed at 98% and accountants and auditors at
94%. Another study with the same theme was conducted by Dengler & Matthes (2018) across Germany.
In the study, which examined the percentage of the professions that are actively functioning today
and their substitutability by computers, it was revealed that while 15% of the people working as social
security insured in Germany were at serious risk in 2013, 70% of the professions were substitutable
by computers. The percentage in the field of business-related services was 43.6% for specialized jobs,
37.8% for highly specialized jobs, and 27.9% for jobs requiring a complex degree of expertise, while in
business management and organization, these percentages were 58.5%, 26.9%, and 19.6%, respectively.

Another study conducted by UKCES (2014) has predicted that by the early 2020s, applications with
smart algorithms that can replicate human judgment and experience in the digital environment will
be on the market. This serious innovation in the field of information technologies is expected to have
serious impacts on traditional professions. The accounting profession, the insurance sector, and law
are among the most important of these. Professional service firms may lose a significant percentage
of their workforce (UK Commission for Employment and Skills, 2014).

The comprehensive report on “The Future of Jobs” published by the World Economic Forum (2020)
includes detailed studies on the future fate of jobs in light of all the changes. The report includes
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detailed future perspectives of industries and countries, and in this context, it is stated that an average
of 20.8% of those working in “financial services” are at risk of losing their jobs. Among the new
and sought-after competencies and skills for employment in the field are analytical thinking and
innovation, active learning, complex problem-solving, critical thinking and analysis, creativity,
originality and initiative, leadership and social influence, technology use, monitoring and control,
technology design and programming, emotional intelligence, troubleshooting and user-experience.

In another study, which focuses on the effects of technological transformation on occupations and
the question of whether human resources will hire machines instead of humans in the future, it is
stated that businesses are integrating artificial intelligence applications and automation technologies
into their processes in order to reduce costs and develop long-term automation strategies, and
this situation creates a serious fear of job loss among people and has a significant impact on the
increase in unemployment. The research draws three possible scenarios. These are listed as routine
jobs will disappear and these processes will be maintained by technological tools, new job tasks and
definitions that require human-machine integration will be developed, and there will be a serious
supply of positions that require high creativity and technical knowledge (Odeibat, 2021).

The BCG also offered recommendations for policymakers, businesses, and individuals in a
separate report. One of the key findings in the report states that the proposition that “jobs lost to
automation will be replaced by new ones and therefore there will be no reduction in employment”
can lead to serious economic problems for both individuals and countries in terms of difficulties in
understanding the spirit of jobs and occupations (Strack et al., 2021).

2.2. Impacts of Digitalization on Internal Audit

Digitalization has a constantly evolving and changing systematics both in Turkey and other countries.
The concepts it will bring, the areas of use of these concepts, and the changes they will cause are
a subject of discussion in almost every subject. Obviously, the digitalization process, which will
deeply affect the business world, will also affect the structure, elements, operational processes, and
methods related to the internal audit profession. However, since digitalization is still a new process
and businesses are still in the early stages of adaptation, the relevant literature remains in a more
theoretical perspective. Prominent studies and opinions on the effects of digitalization on internal
audits are given in the rest of the section.

The “Internet of Things” (IoT), which is one of the leading concepts symbolizing the arrival of
Industry 4.0, is very important for today and future businesses and their structures. IoT, which brings
with it both many opportunities and many risks, should also be closely examined by internal audit
units. It is a well-known fact that, there is a serious risk that internal auditors are not familiar with the
new concepts that come with technology and remain unfamiliar with their functioning. In doing so,
they may be exposed to the vulnerabilities created by concepts such as the IoT. However, another risk
is the risk of not being able to use the technological advantage in its favor compared to competitors
by staying away from the opportunities to be offered, and it is very important that all internal bodies,
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especially internal audit units, seek an answer to this question (Protiviti, 2016). In Tone at the Top
(2017), artificial intelligence is presented as the future of internal audit. This article is considered
important as it brings to the agenda various views on whether the internal audit profession will
continue to exist in the future (The Institute of Internal Auditors, 2017).

Blockchain, which is one of the most important innovations brought by digitalization today, leads to
many radical changes in audit and control procedures and even renders many of them invalid and
unnecessary due to its features such as transparency, traceability, and immutability. This necessitates
a review of professional standards and procedures. Rooney et al. (2017) questioned whether internal
audit is ready for blockchain and all that it brings (will bring) with it. Although blockchain offers
unwavering security, transparency, and many new digital solutions, the article states that the structure
of internal audits and the qualifications of internal auditors need to change in certain directions,
internal auditors should be subjected to detailed training on innovations, internal auditors should be
involved in any project where blockchain infrastructure is installed in businesses, and the concept
of continuous auditing should be adopted by all circles with blockchain adaptation; They also
emphasized that internal auditors, who are cautious by the nature of their profession, should not have
problems in adapting to the technology developing at a dizzying pace. Lee et al. (2018) examined the
relationship between internal audit and blockchain. In their article, the authors state that blockchain
is not just about bitcoin or other virtual currencies, adding that internal auditors have a lot to learn
about the systematics of the chain and how it works. In this context, the authors state that the scope of
internal auditors’ duties will change with the blockchain, especially the testing of the information in
the chain in many different ways will bring new obligations and job descriptions to internal auditors.
Kumar et al. (2018) addressed the challenges and opportunities that blockchain will present to the
audit field in general. However, they did not differentiate much in terms of the topics they addressed.
Research conducted by Brender et al. (2019) based on interviews with auditors, indicated that all
respondents expected a significant transformation in the nature of the profession in the medium
term, with more than half expecting the professional orientation to be IT auditing in general. This
suggests that the current profile structure of auditors may undergo a radical change. In addition to
this radical change, it is obvious that blockchain will change many processes for businesses. The
unalterability of the data registered in the chain will eliminate the need to develop an additional
control system to protect this data. This will ensure that one of the main focuses of internal auditors
is already realized, and auditors will no longer have the obligation to guarantee the accuracy and
integrity of the data. In contrast, the new focus of auditors will shift to more complex areas such as
systematic assessment and fraud detection (Karahan & Tiifekei, 2019).

While the dizzying pace of technology provides many opportunities and conveniences for businesses,
it also makes them more vulnerable to the outside world. To prevent this, it is very important to
establish a high-level cyber security system. Giiler & Arkin (2019) stated that in order to be able to
talk about cyber security, first of all, cyber hygiene should be provided and the right information
flow should be ensured. While stating that internal auditors should play a role as a consultant in the
integration of cyber hygiene into the existing defense lines of businesses, they underlined that this
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will expand the scope of internal auditors” assurance roles and that it is a serious necessity for internal
auditors to be aware of their “personal risks” and to stay up-to-date in the face of cyber incidents.

As businesses increasingly adopt new technologies that will disrupt traditional understandings
and methods, it is clear how important it is for internal audit functions to keep pace with these
innovations. Deloitte, a world-renowned audit and consulting firm, has compiled a list of
contributions that internal audit units can make in this process. Accordingly, first of all, strategic
planning and adaptation activities should be carried out, and it is of primary importance to create a
strategic roadmap, vision, and new goals on how new technologies can be audited. It is also important
to align these with the existing enterprise risk management framework. Second, the assessment of
digital risks should start as early as possible, so that vulnerabilities can be quickly identified and
priority audit areas shaped. After these, statistics and indicators will be another important aspect.
Establishing and using indicators of whether technological factors are working properly will always
keep internal audits one step ahead. For all this to happen, internal audit experts need to adopt and
master all these automation processes. In addition, senior management, which will be fed by internal
audit, should be tasked with injecting new perspectives throughout the business (Deloitte, 2019).

In another study questioning what the functions and roles of internal audit will be in a digitalized world, it
is stated that the digital knowledge of auditors should increase due to the fact that information technology
risks, including cyber threats, are expected to come to the forefront in the coming years, the demand for
consultancy activities of internal auditors will increase, and accordingly, internal auditors will undertake
consultancy roles related to digital transformation activities in enterprises (Betti & Sarens, 2021).

Lenz and Jeppesen (2022) define the internal audit job as a profession “at a crossroads”. They also state
that business stakeholders are increasingly undervaluing the profession. In the article, it is stated that
the internal audit profession has not progressed sufficiently in the last decade, all these developments
jeopardize the existence of the internal audit profession, and it is suggested that the profession should
be identified with the “Gardener of Governance” metaphor in the future.

3. Methodology

In the relevant section, which research method was used in the study and why, the research design
chosen for the method and its justifications, the research sample, and the research questions formed
were explained.

3.1. Determination of Research Method and Research Design

In this study, the semi-structured interview technique, one of the qualitative methods, was used.
Quality is a concept related to what and how something is, when and where it happens, and why it
happens (Dabbs, 1982). In a simple analogy, qualitative research can be defined as a set of activities
that make the world meaningful through the eyes of the researcher and describe this world through
interviews, conversations, photographs, or written notes. (Creswell, 2014) Instead of finding the
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causes of events, and measuring and predicting the future, qualitative research focuses on how a
selected group interprets their own experiences, what meanings they attribute to developing events,
and how these events shape their world (Merriam & Tisdell, 2016).

For the study, it was decided that the most appropriate research design was “phenomenology’, which,
originating from the sciences of philosophyand psychology, is the study of the experiences of the participants
in relation to any phenomenon and its essence (Giorgi, 2009; Moustakas, 1994). Phenomenology aims to
uncover the essence of lived experiences by describing the reality experienced by the participants in order
to discover the common meanings underlying the phenomenon (Baker et al., 1992). In the present study,
the impression created by the digitalization phenomenon on internal auditors will be interpreted based
on their past experiences and its possible effects on the profession will be examined

3.2. Research Sample

The sample for this study consists of Turkish internal auditors who are expected to hold at least
one of the following certifications: CIA, CFE, CRMA, CAC, ITIL, CISA, or CCSA. A total of 16
internal auditors comprise the research sample, with 2 participating in the pilot study and 14 in the
main study. The reason for the prerequisite of certification in the sample is to benefit from both the
theoretical and practical experience of internal auditors.

The questions that are the subject of the research and the motives that paved the way for the
formulation of these questions are summarized in the following flow:

Table 1: Formulation of Questions

With Industry 4.0, the concept of digitalization has entered many areas of our lives. How would you evaluate the adaptation
process of businesses to these technological developments?

> Examination of digitalization processes according to sectoral distributions
> Evaluation of the technical infrastructure of enterprises
> Comparison of the situation in Turkey with the situation in other countries

From an internal auditor’s perspective, how would you interpret the awareness of businesses towards digitalization and the
phenomena it brings with it?

»  Examining the concept of digitalization as perceived by internal stakeholders

> Examination of internal auditors’ perception of digitalization

> Understanding whether the technical infrastructure of internal auditors is suitable for the digitalized world
order

« Understanding to what extent the academic background of internal auditors serves the needs of digitalization

+  Investigating the quality of digitalization-themed documentation and training for internal auditors

Studies indicate that some professions may end their lifespan, new professions may emerge, and some professions may
evolve with the impact of digitalization. How do you see the fate of the internal audit profession in this context?

»  Investigating the continuity of the need for the internal audit profession

»  Inquiring into the change in the basic functions of internal audit

«  Discussing the attrition rate of the assurance service in the face of the phenomena brought about by
digitalization
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Exemplification and elaboration of the subject with concepts such as blockchain, smart contracts,
and smart factories

o« Future state of the balance of the assurance-advisory function
> Inquiring about the change in internal audit processes
«  Examining the cyber security issue together with the new risks that digitalization will bring with it from the
internal auditor’s perspective

+  Analyzing artificial intelligence and robotic process automation through smart factories

What issues have not been mentioned under the heading of digitalization in an internal audit that you consider important?

> Measuring the scope of the study and the question set

> Shedding light on new research topics within or outside the scope of the study

4. Findings

Asaresult of the interviews, a total of 5 different themes and 24 different categories related to these themes
were obtained and a coding list was obtained as shown in the table below. The number of expressions in
the interviews related to each category and code is also indicated in the right column of the table.

Table 2: List of Themes, Categories, and Codes

Theme / Category / Code Title Number of Expressions (N)
1 Digitalization Awareness
1.1 Digitalization Awareness in Enterprises 13
1.1.1 High-Sufficient 10
1.1.2 Low-Insufficient 3
1.2 Digitalization Awareness in Internal Audit Units 16
1.2.1 High-Sufficient 10
1.2.2 Low-Insufficient 6
2 Digitalization Adaptation of Enterprises
2.1 High Adaptation 29
2.2 Low Adaptation/Resistance 19
2.2.1 Cyber Security 2
2.2.2 Tradition/Culture 10
2.2.3 High Cost/Infrastructure 7
2.3 Challenges of Digitalization 13
2.3.1 Process 2
2.3.2 Budget Problem 4
2.3.3 Formality 2
2.3.4 Cost-Benefit Analysis 1
2.3.5 Qualified Staff Problem 3
2.3.6 Interaction Constraints 1
2.4 Technical Infrastructure 11
2.4.1 Sufficient 8
2.4.2 Insufficient 3
2.5 Pandemic Impact 8
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3 Digitalization and Internal Audit

3.1 The Future of Internal Audit 47
3.1.1 Reducing Need/Scale 5
3.1.2 Increasing Need/Scale 1
3.1.3 Change 29
3.1.4 Consulting 8
3.1.5 Fraud 4

3.2 Technical Knowledge of Internal Auditors 33
3.2.1 Undergraduate Curriculum 7
3.2.2 Not Being Determinative of Undergraduate Major 6
3.2.3 Professional/Individual Development 9
3.2.4 Engineering 11

3.3 Smart Factories and Internal Audit 16
3.3.1 Need for Internal Audit 6
3.3.2 Reducing Workload 3
3.3.3 Reducing Error Rate 2
3.3.4 Other 5

3.4 New Digital Assets 15
3.4.1 The Need for Regulation 8
3.4.2 Risk 5
3.4.3 Increase in Workload 2

3.5 Blockchain and Smart Contracts 15
3.5.1 Need for Internal Audit 6
3.5.2 Reduction in Workload 6
3.5.3 Assurance Function 3

3.6 Documentation 11
3.6.1 Sufficient 6
3.6.2 Insufficient 5

3.7 Assurance Service 9
3.7.1 Fraud 1
3.7.2 Automation 1
3.7.3 Need for Internal Audit 7

4 Cyber Security and Internal Audit

4.1 Information Security Awareness 16

4.2 The Role of Internal Audit 14

4.3 Security Issues 10

4.4 Budget Problem 5

5 Additions/Recommendations

5.1 Creativity 1

5.2 User 1

5.3 Data Analytics 1

5.4 Practical and Technology Usability 1

5.5 Agility 1
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5.6 Multidisciplinary Approach 1

In the “Digitalization Awareness in Enterprises” category of the “Digitalization Awareness” theme,
there are 2 codes, namely “High-Sufficient” and “Low-Insufficient” In this category, the High-
Sufficient code seems to be dominant (N = 10). Therefore, the participants mostly think that there is
digitalization awareness in enterprises. Participants stated that they observed this awareness, especially
in the finance sector. According to the participants, awareness also varies according to the scale of
the companies. They also think that the pandemic process has accelerated and even necessitated this
awareness. The comments of the participants regarding the other code in this category (N= 3), “Low-
Insufficient” awareness, mostly emphasize the conservatism towards digitalization.

There are 2 codes in the category of “Digitalization Awareness in Internal Audit Units” belonging
to the “Digitalization Awareness” theme, namely “High-Sufficient” and “Low-Insufficient”. In this
category, the “High-Sufficient” code seems to be dominant (N= 10). Participants mostly agree that
internal audit units have digitalization awareness just like companies. Participants believe that the
digitalization transformation process has forced the internal audit profession to adapt to this new
structure. They stated that there is no other option to keep up with the agenda, that internal auditors
should be open to change and transformation, and that they need to improve themselves with
training/certifications in necessary areas. Nevertheless, there are also participants who stated that
awareness of digitalization is not sufficient in internal audit units (N= 6).

The second theme of the research is “Digitalization Adaptation of Enterprises’, which was analyzed

» » «

under 5 categories. These categories are “High Adaptation”, “Low Adaptation/Resistance”, “Challenges

of Digitalization”, “Technical Infrastructure”, and “Pandemic Impact”. Although the theme of
“Digitalization Adaptation of Enterprises” is similar to the theme of “Digitalization Awareness’,
it is not limited to “awareness” but includes participant comments on the next step, change/
transformation, and adaptation. Therefore, although this theme deals with the action-oriented
aspect of digitalization, the codes under it also provide information about “awareness”. Awareness is

a prerequisite for adaptation.

There is no separate code in the “High Adaptation” category of the “Digitalization Adaptation of
Enterprises” theme, but the observations that the adaptation of enterprises is good or sufficient are
collected under this code (N = 29). The codes belonging to this category seem to be more intense
compared to the next category, “Low Adaptation/Resistance” It can be said that the participants
mostly find the digitalization adaptation of enterprises successful. Developments in banking sector,
the country’s generally positive attitude towards digitalization, the prevalence of digitalization in
all areas, and the pandemic effect seem to be related to this adaptation. The “Low Adaptation/
Resistance” category has 3 codes. These are “Cyber Security”, “Tradition/Culture” and “High Cost/
Infrastructure”, especially the “Traditionalism/Culture” and “High Cost/Infrastructure codes were
frequently cited (N = 10, N = 7). These codes emphasize the traditional or conservative attitude
towards digitalization in society and companies and the lack of necessary capital/infrastructure.
Cybersecurity is another area that participants did not find sufficient in business digitalization.
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The third category of the theme is “Challenges of Digitalization”. In this category, the participants
mentioned the factors that they consider responsible for the non-realization or difficulty of

» <«

adaptation. This created 6 codes, namely “Process”, “Budget Problem”, “Formality”, “Cost-Benefit
Analysis”, “Qualified Staff Problem” and “Interaction Constraints” It is similar to the “Low Adaptation/
Resistance” category. The more common codes were “Budget Problem” (N = 4) and “Qualified Staff

Problem” (N = 3).

The fourth category of the theme is “Technical Infrastructure”. This category consists of two codes,
namely “Sufficient and Insufficient”. It includes the statements of the participants about whether the
enterprises have sufficient infrastructure for digitalization. The dominant code is Sufficient (N = 8)
However, there are also participants who have the opposite view (N = 3).

The fifth and final category of the theme is “Pandemic Impact”. The category does not have a separate
code but includes participant comments mentioning the impact of the pandemic on the adaptation
process of enterprises. When these comments are examined, it is seen that the pandemic mostly has
an effect that necessitates and accelerates the digitalization process of enterprises.

The third and the “backbone” theme of the research, “Digitalization and Internal Audit”, was analyzed

» «

under 7 categories. These categories are “The Future of Internal Audit”, “Technical Knowledge of

» o« »

Internal Auditors”, “Smart Factories and Internal Audit’, “New Digital Assets”, “Blockchain and

» <«

Smart Contracts”, “Documentation” and “Assurance Service”.

The first category of the theme is the “The Future of Internal Audit”. In this category, the participants’
opinions on how the reflections of the fact that some professions may lose their functions and
complete their lifespan or undergo serious changes with digitalization will be reflected in the internal
audit profession were taken. Opinions on the future of internal audits are included in this section.
As a result of these opinions, 5 codes emerged in the category. These are “Reducing Need/Scale”,
“Increasing Need/Scale”, “Change”, “Consulting” and “Fraud”. The most prominent code in the
category is “Change” (N = 29). Participants mostly think that the profession will perform its current
functions differently or assume new functions. Topics such as consulting services, big data analysis,
information technology, software, blockchain and automation are common in these comments. The
consultancy code is related to the fact that the profession will be undertaking more of a consultancy
function than an assurance function in the near future. The fraud code, on the other hand, reflects
that the need for the profession will be maintained due to the fact that human misuse is always
present.

The second category of the theme is the “Technical Knowledge of Internal Auditors” This category
includes the participants’ opinions on how the fact that those in the internal audit profession
are mostly based on the faculty of economics and administrative sciences has an impact on the

»

digitalization process. There are 4 different codes: “Undergraduate Curriculum’, “Not Being
Determinative of Undergraduate Major”, “Professional/Individual Development”, and “Engineering”
In the “Undergraduate Curriculum” code, there are comments and criticisms of the participants

about university curricula. The codes of “Not Being Determinative of Undergraduate Major” and
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“Professional/Individual Development” have a similar main idea. Both of them are of the opinion
that the undergraduate department is not completely determinative and does not create serious
handicaps in the digitalization process. In addition to the importance of the department, they
emphasize the importance of individual development, the training and certificates received, and the
software learned. Finally, the “Engineering” code includes the comments of the participants that

those with engineering faculty backgrounds are more advantageous in the digitalization process.

The third category of the “Digitalization and Internal Audit” theme is “Smart Factories and Internal
Audit”. In this category, the participants’ comments on the impact of the smart factory concept that
came with industry 4.0 on the internal audit profession in the digitalization process are included.
It includes 4 codes: “The Need for Internal Audit’, “Reduction in Workload”, “Reduction in Error
Rate” and “Other”. Some of the participants think that the need for internal audits will continue.
Especially with advanced technology, the idea that even if the number of auditors decreases, auditing

will probably continue in a more advanced form stands out.

The fourth category of the theme is “New Digital Assets” and was analyzed under three codes: “The
Need for Regulation”, “Risk”, and “Increase in Workload”. Under this category, the relationship between
internal audit and these assets, which have a great impact on the world but for which classification,
evaluation, and accounting standards have not been set, is analyzed. When this category comes up,
participants emphasized the need for regulation (N = 8). It is noteworthy that there cannot be an
audit without regulation, and that it must first be recognized by the top regulatory/auditing bodies.
Another noteworthy and unsurprising form is “Risk” (N = 5). The participants find this area, where

there is not enough regulation, naturally risky.

The fifth category of the theme is “Blockchain and Smart Contracts”. In this category, it was inquired
how blockchain and smart contract concepts will affect the assurance function of internal audit,
especially due to their nature. Three codes emerged: “Need for Internal Audit”, “Reduction in
Workload” and “Assurance Function” Participants who think that new risks will come with new

technology were collected from the code “Need for Internal Audit” (N = 6).

The sixth category of the theme is “Documentation”. In this category, the adequacy of the training
and documentation provided by organizations such as ITA and TIDE according to the participants

was analyzed. Two codes, Sufficient and Insufficient, were formed.

The seventh and final category of the theme is “Assurance Services”. This category is similar to the
“Assurance Function” code of the “Blockchain and Smart Contracts” category, which examines how
the immutable nature of the blockchain will affect assurance, which is one of the important functions
of internal audit, but it examines the impact of digitalization as a whole, not just the blockchain, on
this function. There are 3 codes: “Fraud”, “Automation” and “Need for Internal Audit”. Especially the
Need for Internal Audit (N =7) shows that the participants think that the profession will preserve its

function.
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The first category of the “Cyber Security and Internal Audit” theme is “Information Security
Awareness” Comments on the awareness of internal audit units and enterprises on information
security, the importance of which was realized late according to some participants, were shared.
Most of the participants stated that there is awareness and necessity in this area and gave examples
of cyber-attacks, security vulnerabilities experienced by well-known organizations, and the Personal
Data Protection Law. There are also a minority of respondents who believe that cyber security
awareness and measures are not sufficient.

The second category of the theme is the “Role of Internal Audit”. In this category, the role of internal
audit units in cyber security was analyzed. While some participants stated that internal audit units
play an active role in this process, others stated that they are not involved in this process due to reasons
such as lack of equipment in these units and not being included in the process by the management,
and that information technology units carry out the process.

The third category of the theme is “Security Issues” Comments on security problems, information
leakage, hacking, etc. that have occurred and may occur as a result of weaknesses in both technical
infrastructures and cyber security were analyzed.

The fourth and final category of the “Cyber Security and Internal Audit” theme is “Budget Problems”
In this category, the budget problem that the participants see in relation to the lack of cyber security
was mentioned. The fact that this area requires a large investment for companies seems to be related
to the fact that not enough emphasis is given to it.

5. Discussion, Conclusion and Recommendations

Understanding or measuring the level of awareness about a topic depends on variables such as what
impression that topic leaves on the study test group, what meanings it has, and what emotions it
evokes. In the findings of the study, it is seen that the view that digital awareness in enterprises is at a
sufficient - positive level is more predominant; on the other hand, the main motivation for this is the
pandemic process. While remote working and the use of online conference tools are concepts that
have entered our lives with the effect of digitalization, the inclusion of digital techniques in business
processes and thus the shift of the center of gravity of the required workforce to other areas can also
be evaluated under the title of digitalization. Therefore, it is very important for enterprises, especially
at similar scales, to be able to speak the “same language”

The most prominent distinction in terms of digitalization awareness across Turkey is the difference
between the banking and finance sector and the real sector. Most of the participants state that Turkey’s
banking and finance sectors are not lagging behind many developed countries in the world and are
even more advanced in some areas and that the sector is the locomotive sector leading the country
in terms of digitalization. One of the most important reasons for the high level of digital awareness
in the banking and finance sector is thought to be the regulations introduced by the rule makers in
the sector. Thanks to the regulations, institutions are forced to adapt themselves to the developing
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technology, thus a compulsory digital awareness is created spontaneously. On the other hand, there is
a prevailing view that digitalization awareness in the real sector is generally lacking and insufficient,
except for a few large capital companies.

It would be correct to say that the majority of the companies established in Turkey are “boss-run
enterprises” in percentage terms. This situation may make it difficult to distinguish the culture of
the business from the culture of its owners; it may lead to the parallelism of business behaviors and
individuals’ behaviors. Business owners / partners with relatively low digital awareness may see these
processes as an unnecessary cost element and may be closed to learning technical issues. In order to
prevent such situations, it would be an effective first step to introduce mandatory annual or termly
technology seminars for senior partners.

Digitalization is a transformation process that is not instantaneous but spread over time. In order
for this process to begin in businesses, there must be corporate culture and a digital culture must be
built on it. All this can start with the internal stakeholders being open and ready for digitalization. It
is very important to be able to measure, compare and report the process followed. For this purpose,
new key performance indicators (KPIs) for digital transformation should be determined and started
to be used, ideally for each organization.

Awareness is seen as the most important and first step in adapting to digitalization. Therefore,
questions were asked about digital awareness in enterprises in the first stage and digitalization
adaptation immediately afterwards, thus enabling a healthier result to be obtained. Just as in the
digitalization awareness theme, in the adaptation theme, it is seen that the digitalization adaptation
of enterprises in the field of banking and finance is high, whereas the opposite is true for small and
medium-sized enterprises operating in the real sector. The main factors leading to this situation are
the high cost and the infrastructure problems that come to the fore as a trigger and the necessity to
face possible new risks.

Although the relevant findings seem reasonable at first glance, whether the behavior of enterprises is
rational or not is a very important question that needs to be examined. While it is expected that the
scales of the enterprises, the activities they create, and the requirements arising from these activities
are expected to be parallel, the establishment of a technical infrastructure for the needs seems to be
an issue independent of the scale of the enterprises. For this, it is very significant that both manual
and possible digital processes can be measured with the help of digital KPIs, a suggestion developed
in the previous section, and a cost-benefit analysis can be made.

In addition to the digital awareness and adaptation of enterprises, another category assessed was the
digital awareness and adaptation of internal auditors. The findings obtained here show that auditors
have a sufficient level of awareness in terms of quantity. However, it would be useful to evaluate the
current situation from different perspectives. In the pre-research stage, it was observed that many
internal auditors did not want to participate in the interview, claiming that they were not sufficiently
familiar with digital issues and concepts. This situation can be characterized as an “unwritten result”
that is not reflected in the findings of the study.
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The internal audit profession units draw the vast majority of its workforce from graduates of
Schools of Economics and Administrative Sciences. As a result, although this is quite reasonable
by professions very nature, where mastery of all business functions is highly critical, in the light
of the digitalized processes, it can also be argued that internal auditors lag behind technical issues
within universities. At this point, it is considered very important to review the curricula of business
programs at universities in light of the fact that it will concern not only internal audits but also all
professions in the near future. At the very foundation of this, universities should focus on “allocating
the necessary resources for ideal improvement” instead of “the most possible improvement with the
available resources”.

Today, especially big data and data analytics are of vital importance for professionals such as internal
auditors and independent auditors who work with large and complex data sets. In this sense, Clayton
& Clopton (2019) conducted a study on the integration of data analytics into business curricula and
included four core courses in the curriculum, which are Introduction to Data Analytics, Principles
of Data Communication and Visualization, Data Analytics Applications, and Key Topics in Data
Analytics. While the changes to university curricula are important, what needs to be emphasized,
especially for business programs, is the importance of the choice of specialization. The point is that
not only new technical-based specializations should be opened in order to adapt to the digitalized
world, but also innovative and digital elements should be included in areas related to the basic
functions of the enterprise (Qasim & Kharbat, 2020). This type of innovative approach in university
business curricula will help graduates and potential internal auditors to gain digital awareness, as
well as to be aware of the practices and processes relevant to their work. It is important to note that
technical and theoretical aspects should be well balanced and that it is important to prevent students
from getting lost in technical details.

Itisalso important for rule-makers and company managements to develop new strategies and methods
against the changes that will be experienced professionally with technological transformation (Choi
& Kang, 2019). It is considered very important for policymakers to discuss the effects of artificial
intelligence on employment, how much of the labor force losses can be covered, and to keep the
perspective of these discussions as broad as possible (Fatima et al., 2020). In this context, the
authorities related to internal audits should lead the public on which areas will experience labor loss
and which scope of internal audit will expand and create new labor needs.

In the study, it was observed that auditors displayed a more conservative attitude by making superficial
comments on the use of blockchain, smart contracts, and digital assets without resorting to very
technical information. The main purpose of asking these questions in the research, as explained in
the previous sections, is to understand the awareness of internal auditors on digital concepts as well as
to understand where they position the profession in the future. Although the use of cryptocurrencies
or digital assets in general by businesses today is almost non-existent, the likelihood of transactions
involving them is increasing day by day, which necessitates internal auditors to keep themselves
updated and ready. The fact that there is no regulation on the related assets and/or no roadmap for
their audits means that many risks are also in question. Although it is not yet heard about in Turkey,
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it is known that many companies in the world made serious investments in cryptocurrencies in
recent years. As a result of the study, it was observed that internal auditors showed more hesitant
and conservative behavior regarding digital assets and that they generally interpreted it as risky for
businesses to invest in such assets. It is also noted that it is difficult for digital assets to constitute a
serious day for companies without any regulation. Despite all these, considering the examples and
developments around the world, it is important for internal auditors to prepare and train themselves
on audit processes regarding digital investments.

Internal audit, which first appeared on the stage of history as an internal extension of financial audit,
has started to focus on operational audit over time, putting people at its center and focusing on
processes. With the automation and digitalization of these processes, it seems likely that the scope
of internal audit will shift from process audit and the assurance function it is obliged to provide
regarding these processes to process consultancy. While the near-zero margin of error in digitalized
processes ensures the perfection of the processes, the need for the existence of a unit that maintains
its independence within the organization and dominates the functioning of all functions and the
added value it will provide will increase in order to underpin this concept. Based on this scenario,
it is possible to foresee that the current definition of internal audit will undergo some changes. A
proposal developed by the authors for a new definition of internal audit in a digitalized world is given
below:

“Internal audit is an independent, intra-organizational consulting center that aims to perfect business
operations and processes and is responsible for the effective functioning of digital assurance systems.”

Cyber security issues are one of the most important threats to the principle of corporateness, for
which an effective risk management approach is indispensable. In this study, it has been noted that
cyber security is on the agenda to a significant extent due to legal obligations in the banking and
finance sector, whereas in the real sector, due to additional reasons such as budgetary problems and
the ongoing discussion of its concrete existence, the necessary steps have not been taken and there
are serious deficiencies in ensuring cyber security. In addition, there are also deficiencies in the
direct participation of internal audit units in these processes. On the other hand, internal audit is
expected to play an active role in matters such as (Selimoglu & Altunel, 2019):

— The relationship between cybersecurity and organizational risks,

— Verify whether cyber risk issues are included in business continuity plans and disaster recovery
testing,

- Ensure continuous independent evaluation of preventive and detection measures related to cyber
security,

— Assessing I'T assets of users with restricted access for standard security configurations, problematic
websites, malware, and data leaks,

- Conducting cyber risk assessments of service organizations, third parties, and suppliers
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Therefore, it is very important for internal audit units to play an active role at all stages, from the
installation of cyber security systems to the audit of their functionality. Based on all these, protecting
the existence and integrity of the business, implementing strategies and plans for this without fail,
performing scenario analyses after a possible cyber-attack, and creating alternative action plans
should be among the most important tasks of internal audit units in the digitalizing world. For this,
internal audit units should play an active role in all stages of cyber security processes, and the role of

internal audit should be expanded by adapting to digital systems.

Last but not least, it is extremely important for internal auditors to have effective communication
skills. The development of technologies will change communication processes and increase the need
for innovative techniques for internal auditors who have to establish healthy communication with
boards of directors, internal stakeholders, and audit teams. With the addition of remote working, it
is expected that the decrease in face-to-face communication and loss of sociability at work will be
even more significant (Flores, 2019). In this case, it will be essential for internal auditors to convey
the processes, which have become more complicated with the effect of digitalization, to the board
of directors and other stakeholders in an effective manner, and to simplify the plot in a way that is

neither too much nor too little.

Considering all the factors involved, it is indisputable that digitalization has had a significant impact
on almost every field in today’s globalized society. As in daily life, business life is also significantly
affected, and as a result, many significant elements such as working patterns, working styles,
working atmospheres, ways of doing business, tools, and methods used can change shape. Moreover,
existing professions can be transformed and even disappear, while new ones may arise. Even though
it is difficult to predict exactly what these effects will be, it is crucial to be able to write possible
scenarios and to conduct the necessary work in the triangle between professionals, academia, and the

government in order to act as soon as possible.

Author Contribution

CONTRUBUTION RATE EXPLANATION CONTRIBUTORS
Idea or Notion Form the research idea or hypothesis Onur ERISEN
Mert ERER
Literature Review Review the literature required for the study Onur ERISEN
Research Design Designing method, scale, and pattern for the Onur ERISEN
study Mert ERER
Data Collecting and Processing Collecting, organizing, and reporting data Onur ERISEN
Discussion and Interpretation Taking responsibility in evaluating and Onur ERISEN
finalizing the findings Mert ERER

Conlflict of Interest

No conflict of interest was reported by the authors.

187



Onur ERISEN « Mert ERER

Financial Support

The authors have not received any financial support for this study.

References

Baker, C., Wuest, J. and Stern, PN. (1992) Method slurring: the grounded theory/phenomenology example.
Journal of Advanced Nursing, 17, 1355-1360. https://doi.org/10.1111/j.1365-2648.1992.tb01859.x.

Betti, N., & Sarens, G. (2021). Understanding the internal audit function in a digitalised business environment.
Journal of Accounting and Organizational Change, 17(2), 197-216. https://doi.org/10.1108/JAOC-11-
2019-0114.

Blecharczyk, N. (2010, November 7). Hard problems, big opportunity. Retrieved July 30, 2022. Retrieved from
https://medium.com/airbnb-engineering/hard-problems-big-opportunity-4elfac7fe75e.

Brender, N., Gauthier, M., Morin, J.-H., & Salihi, A. (2019). The Potential Impact of Blockchain Technology on
Audit Practice. Journal of Strategic Innovation and Sustainability, 14(2). https://doi.org/10.33423/jsis.
v14i2.1370.

Choi, D. Y., & Kang, J. H. (2019). Introduction: The Future of Jobs in an Increasingly Autonomous Economy.
Journal of Management Inquiry, 28(3), 298-299. https://doi.org/10.1177/105.649.2619827373.

Clayton, P. R., & Clopton, J. (2019). Business Curriculum Redesign: Integrating Data Analytics. Journal of
Education for Business, 94(1), 57-63. https://doi.org/10.1080/08832.323.2018.1502142.

Creswell, J. W. (2014). Research Design: Qualitative, Quantitative and Mixed Methods Approaches (4th Edition).
United States: SAGE Publications.

Dabbs Jr, J. M. (1982). Making things visible. Varieties of Qualitative Research, 31-63.

Deloitte. (2019). Auditing the Risks of Disruptive Technologies Internal Audit in the Age of Digitalization. Retrieved
from  https://www?2.deloitte.com/content/dam/Deloitte/us/Documents/finance/us-rfa-auditing-the-
risks-of-disruptive-technologies.pdf.

Dengler, K., & Matthes, B. (2018). The Impacts of Digital Transformation on the Labour Market: Substitution
Potentials of Occupations in Germany. Technological Forecasting and Social Change, 137, 304-316.
https://doi.org/10.1016/j.techfore.2018.09.024.

Fatima, N, Pitafi, E. K., Ashraf, M. 1. (2020). Future of Jobs and the Challenge of Artificial Intelligence, Global
Strategic & Securities Studies Review, V(I), 32-39. https://10.31703/gsssr.2020(V-1).04.

Flores, M. E. (2019). Understanding The Challenges Of Remote Working And Its Impact On Workers.
International Journal of Business Marketing and Management (IJBMM), 4(11), 40-44. Retrieved from
http://www.ijbmm.com/paper/Nov2019/824043604.pdf.

Frey, C. B., & Osborne, M. A. (2017). The future of employment: How susceptible are jobs to computerisation?
Technological Forecastingand Social Change,114,254-280.https://doi.org/10.1016/j.techfore.2016.08.019.

Giorgi, A. (2009). The descriptive phenomenological method in psychology: A modified Husserlian
approach. Pittsburgh, PA: Duquesne University Press.

Giiler, A., & Arkin, A. K. (2019). Siber hijyenin saglanmasinda i¢ denetimin rolii. Denetisim, 0(19), 17-40.
Retrieved from https://dergipark.org.tr/tr/pub/denetisim/issue/46331/585522.

Johnson, H. T., & Kaplan, R. S. (1987). The Rise and Fall of Management Accounting. IEEE Engineering
Management Review, 15(3), 36-44.

188



Exploring the Impacts of Digitalization on the Internal Audit Profession

Karahan, C., & Tifek¢i, A. (2019). Blokzincir Teknolojisinin h; Denetim Faaliyetlerine Etkileri: Firsatlar
Ve Tehditler. Denetisim, 0(19), 55-72. Retrieved from https://dergipark.org.tr/tr/pub/denetisim/
issue/46331/585566.

Kumar, S., Kishor, S., Sharman, R., & Gupta, M. (2018). Challenges and Opportunities for Auditing with
Blockchain. In 13th Annual Symposium on Information Assurance (ASIA 18).

Lee, L., Fiedler, K., & Mautz, R. (2018). Internal Audit and the Blockchain: There’s More to Blockchain than
Bitcoin, and Auditors Have Much to Learn about How it Works. Internal Auditor, 75(4), 41-46.

Lenz, R., & Jeppesen, K. K. (2022). The Future of Internal Auditing: Gardener of Governance. The EDP Audit,
Control, and Security Newsletter, 66(5), 1-21. https://doi.org/10.1080/07366.981.2022.2036314.

Meigs, W. B. (1951). The Expanding Field of Internal Auditing. The Accounting Review, 26(4), 518-523.

Merriam, S. B., & Tisdell, E. J. (2016). Qualitative Research: A Guide to Design and Implementation (4th Edition.
United States of America: Jossey-Bass.

Moustakas, C. (1994). Phenomenological Research Methods. United States of America: SAGE Publications.

Odeibat, A. S. (2021). The Effect of Technology Evolution on the Future Jobs. Journal of Economic Issues, 1(17),
57-67.

Protiviti. (2016). The Internet of Things: What is it and Why should Internal Audit Care?

Qasim, A., & Kharbat, F. E (2020). Blockchain technology, business data analytics, and artificial intelligence:
Use in the Accounting Profession and Ideas for Inclusion into the Accounting Curriculum. Journal of
Emerging Technologies in Accounting, 17(1), 107-117. https://doi.org/10.2308/jeta-52649.

Rooney, H., Aiken, B., Rooney, M. (2017). Is Internal Audit Ready for Blockchain ? Technology Innovation
Management Review, 7(10), 41-44. http://doi.org/10.22215/timreview/1113.

Sawyer, L. (2016). I¢ Denetgiler Icin Rehber: Cilt 1 - I¢ Denetimin Temelleri (6th ed.). Istanbul: Tiirkiye I¢ Denetim
Enstittisti Yayinlar1.

Selimoglu, S., & Altunel, M. (2019). Siber Giivenlik Risklerinden Korunmada Koprii Ve Katalizor Olarak
I¢ Denetim. Denetisim, 0(19), 5-16. Retrieved from https://dergipark.org.tr/tr/pub/denetisim/
issue/46331/585512.

Strack, R., Carrasco, M., Kolo, P., Nouri, N., Priddis, M., & George, R. (2021). The Future of Jobs in the Era of AI
(Issue March). Boston Consulting Group.

The Institute of Internal Auditors (2017). Artificial Intelligence: The Future of Internal Auditing. Tone at the
Top, Issue no. 85, 2017.

UK Commission for Employment and Skills. (2014). The Future of Work: Jobs and Skills in 2030. Retrieved
from https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/
file/303334/er84-the-future-of-work-evidence-report.pdf.

World Economic Forum. (2020). The Future of jobs report 2020 | World Economic Forum. In The Future of
Jobs Report (Issue October). Retrieved from https://www.weforum.org/reports/the-future-of-jobs-

report-2020/digest.

189



Onur ERISEN « Mert ERER

Resume

Onur ERISEN (Ph.D. Res. Asst.), He received his bachelor’s degree from Business Administration
Department (lectured in German), master’s degree from Accounting and Finance Program (lectured
in English) Since 2015, he has been working as a research assistant at Business School. His research
interests cover internal audit, gamification and digitalization.

Mert ERER (Ph.D., Professor), He received his bachelor’s, master’sand PhD degree from Accounting
and Finance (lectured in German) Department at Marmara University. He has been working as a
fulltime faculty at Business School, Marmara University since 2003. He acted as Vice Dean of the
Business School from 2015 to 2018 and is currently the head of the Management Information Systems

Department. His research interests cover financial reporting and management information systems.

190



Journal of Research in Business : 8 (1), 191-206 June * Juni * Haziran: 2023 « ISSN: 2630-6255
DOI: 10.54452/jrb.1198590

RESEARCH ARTICLE * FORSCHUNGSARTIKEL * ARASTIRMA MAKALESI

INVESTIGATION OF THE EFFECT OF BUYERS’ RELATIONSHIPS
WITH EACH OTHER ON THEIR OPINIONS ON THE BENEFITS
OF SMARTPHONES BY UCINET SOCIAL NETWORK ANALYSIS

ALICILARIN BIRBIRLERIYLE ILISKILERININ AKILLI
TELEFONLARIN FAYDALARINA ILISKIN GORUSLERINE ETKISININ
UCINET SOSYAL AG ANALIZIYLE INCELENMESI

Ziibeyir CELIK"
Mehmet SAGLAM™
Aypar USLU™

Abstract

This study aims to test the effect of buyers’ relationships with each other according to demographic
characteristics (gender, age, marital status, and monthly income) on their views on the benefits of
smartphones. It also investigates which benefit the buyers’ relations with each other are grouped around.
Data were collected by online survey method from 239 buyers who had purchased smartphones before.
The obtained data were analyzed by running social network analysis on UCINET 6.0 program. The results
of the analysis show that the relations of smartphone buyers with each other are mostly grouped in terms
of multiple benefits. The results of the regression analysis show that buyers’ relationships with each other
by age, marital status, and monthly income, not by gender, have a significant effect on their opinions on
both the functional benefits and multiple benefits of smartphones. In addition, the relationship of buyers to
each other only by age, not by gender, marital status and monthly income, has a significant effect on their
opinions on the experiential benefits of smartphones. However, buyers’ relationships with each other by all
demographic characteristics do not have a significant effect on their opinions on the symbolic benefit of
smartphones. The results of the study were discussed.
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Ozet

Bucalisma, alicilarin demografik 6zelliklere (cinsiyet, yas, medeni durum ve aylik gelir) gére birbirleriyle olan
iliskilerinin, akilli telefonlarin faydalarina iliskin gorisleri tizerindeki etkisini test etmeyi amaglamaktadir.
Ayrica alicilarin birbirleriyle iligkilerinin daha ¢ok hangi fayda etrafinda gruplastigini arastirmaktadir.
Veriler daha 6nce akilli telefon satin almis 239 alicidan gevrimigi anket yontemiyle toplanmistir. Elde
edilen veriler UCINET 6.0 programi iizerinde sosyal ag analizi ¢aligtirilarak analiz edilmistir. Analiz
sonuglari, akilli telefon alicilarinin birbirleriyle iligkilerinin daha ¢ok ¢oklu fayda agisindan gruplastigini
gostermektedir. Regresyon analizi sonuglari, alicilarin cinsiyete gére degil, yasa, medeni duruma ve aylik
gelire gore birbirleriyle olan iliskilerinin, akilli telefonlarin hem fonksiyonel faydalari hem de ¢oklu
faydalar1 hakkindaki goriisleri izerinde anlamli bir etkiye sahip oldugunu gostermektedir. Ayrica alicilarin
cinsiyete, medeni duruma ve aylik gelire gore degil, yasa gore birbirleriyle olan iligkileri, akill1 telefonlarin
deneyimsel faydalarina iliskin goriisleri tizerinde anlaml bir etkiye sahiptir. Bununla birlikte, alicilarin
tim demografik ozelliklere gore birbirleriyle olan iliskileri, akilli telefonlarin sembolik faydasina iliskin
gorusleri tizerinde anlamli bir etkiye sahip degildir. Caligmanin sonuglar: tartigilmigtir.

Anahtar Kelimeler: Akilli Telefon Alicilari, Sembolik Fayda, Deneyimsel Fayda, Fonksiyonel Fayda,
UCINET Sosyal Ag Analizi

Jel Siniflamasi: M30, M31

1. Introduction

It is known that symbolic, experiential and functional positioning of brands is made (Bhat & Reddy,
1998; Padgett ve Mulvey, 2009). On the other hand, while businesses develop various marketing
strategies to sell their products, it is important to inform the target population about the benefits of
the product, as consumers focus on the sum of the benefits they will derive from the product they
will buy. At the same time, it is useful to recognize and know the target population in order to make
the marketing/brand strategies right and maintain them effectively (Cop et al., 2012). Businesses can
follow different brand architecture strategies for the product and or target population by focusing
on the symbolic, experiential, and or functional benefits of the products they produce (Strebinger,
2004). For example, in a recent study of television product groups, it was seen that businesses
follow a unique brand strategy for the product and target population according to the symbolic and
experiential benefits of the product groups from the consumer point of view (Celik, 2021).

Consumers may prefer new generation smartphones due to usage benefits and software and hardware
features (Colak & Kagnicioglu, 2018). There is empirical evidence that consumers use mobile phones
for symbolic needs (Dedeoglu, 2004). In another study conducted in the smartphone industry, it was
observed that sense, feel, relate, act and think experiences were all related to the experiential value
of smartphones (Maghnati et al., 2012). However, there may be significant differences in terms of
symbolic, experiential and functional benefit dimensions, for example, between two high-quality
or low-quality mobile phone brands in the same brand product category according to consumer
perceptions (Uygun & Akin, 2012). On the other hand, experiential consumption behaviors of
consumers can differ significantly according to age, and symbolic consumption behaviors can differ
significantly according to age, marital status and education level (Giirbiiz & Cetin Kaya Bozkurt,
2021). Consumers can relate to the symbolic meanings of brands in terms of gender as well as age
(Elliott, 1994).
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This study aims to examine the effect of buyers’ relationships with each other, according to gender,
age, marital status, and monthly income, on their views/perceptions about the symbolic utility,
experiential benefit, functional benefit, and multiple benefits of smartphones using UCINET social
network analysis. In addition, it is to investigate which benefit the buyers’ relations with each other
are mostly grouped around. For this aim, this study, which continues with the conceptual framework,
method, analysis, and findings after the introduction, ends with the discussion and conclusion part.
While the concepts of functional benefit, symbolic benefit, experiential benefit, and social network
analysis and the method part of the study were explained in detail, the findings obtained by UCINET
social network analysis were reported and discussed and a conclusion was reached.

2. Conceptual Framework

2.1. Symbolic, Functional and Experiential Benefits

Benefits, which can be divided into three categories as symbolic, functional and experiential according
to the basic motivations they are related to, are the personal value consumers attribute to product or
service features (Keller, 1993). In a recent study, it is stated that symbolic, functional and experiential
benefits known to be associated with brand image have a significant impact on consumer satisfaction
(Lada et al., 2018). Below are definitions and explanations for symbolic, functional and experiential
benefits. Multiple benefits are created by evaluating these benefits together.

Symbolic benefit is the more extrinsic advantage of consuming a product or service (Keller, 1993).
The concept of a symbolic brand is defined as a brand designed to associate the consumer with
a desired community, group, role or self-image (Park et al., 1996). Symbolic brand concepts meet
the symbolic needs of consumers such as personality, values, status, self-expression, self-esteem and
social self-presentation (prestige) (Bhat & Reddy, 1998; Strebinger, 2004).

Functional benefit is the more intrinsic advantage of consuming a product or service (Keller, 1993).
The concept of a functional brand is defined as a brand designed to solve external consumption needs
(Park et al., 1996). Functional brand concepts meet the immediate and practical needs of consumers
by offering promises of technical superiority, durability, reliability or greater product utility (Bhat &
Reddy, 1998; Strebinger, 2004).

Experiential benefit relates to what it feels like to use a product or service (Keller, 1993). The concept
of an experiential brand is defined as a brand designed to provide these internally generated needs
for variety, sensory pleasure, and/or cognitive stimulation (Park et al., 1996). Experiential brand
concepts emphasize the sensory experience of the product by establishing associations with the five
senses: taste, smell, hearing, sight, and touch (Strebinger, 2004). Brand experiences can be grouped
under five headings: feel, sense, think, act, and relate (Schmitt, 1999). It is possible to explain
these experiences as follows (Kara & Kimzan, 2015): emotional experiences can be explained by
different emotions; sensory experiences can be explained by components such as visual, smell and
sound; cognitive experiences can be explained by interesting and intriguing thoughts; behavioral
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experiences can be explained by various activities, and relational experiences can be explained by the
relationships obtained as a result of these four experiences.

2.2. Social Network Analysis

Social network analysis sometimes called “structural analysis’, is a strategy that can be applied to many
fields for investigating social structures (Otte & Rousseau, 2002). Social network analysis focuses
on relationships and/or ties rather than attributes (Lazega & Snijders, 2015). Density and centrality
measures are frequently made with social network analysis (Giizeller et al., 2016). Definitions for
both density and some centrality measures are as follows (Eren, 2019, p. 1125; Giizeller et al., 2016, p.
18): (1) Density is the number of existing links/connections between actors in a network. (2) Degree
centrality is the number of direct links an actor has with other actors. (3) Closeness centrality is the
degree to which an actor is close to other actors. (4) Betweenness centrality is the degree to which an
actor is on the shortest path between two different actors, that is, acting as a bridge. (5) Eigenvector
centrality concerns the importance of an actor in the network.

3. Methodology

3.1. Purpose of the Study

With social network analysis, “it is possible to examine how relationships—the dyadic level—
and individual characteristics—monadic level—impinge on one another” (Lazega & Snijders,
2015, p. 24). On the other hand, there is a recent study using social network analysis in consumer
research (GCilingir Uk & Dogan, 2019). In consumer research, measuring consumers’ evaluations
of the symbolic, functional and experiential benefits of brands is an issue of interest to researchers
(Campbell Jr, 2002). For consumers who buy smartphones, it is a matter of curiosity to examine
which benefits come to the fore more for purchasing purposes besides communication needs, how
buyers are grouped for these benefits, and the effects of the relationships among buyers on these
benefits according to demographic characteristics. The aim of the study prepared in this context
is to examine the impact of buyers’ (persons who have purchased smartphones) relationships with
each other by gender, age, marital status and monthly income on their views on the symbolic benefit,
experiential benefit, functional benefit and multiple benefits of smartphones using UCINET social
network analysis. In addition, another aim of the study is to reveal how smartphones are grouped in
terms of symbolic, functional, experiential and multi-benefit relations between buyers.

3.2. Sampling, Data Collection Process and Participants

The population of the research consists of buyers who have purchased smartphones before. The data
were obtained through an online survey according to the convenience sampling method. For the
approval of the ethics committee, Van Yiiziincii Yil University Social and Human Sciences Scientific
Research Ethics Committee was applied and approval was obtained with the the document dated
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07.10.2022 and numbered 2022/21-01. The data of the research consists of 239 buyers who have
purchased the smartphone product group at least once before. The demographic characteristics of
smartphone buyers are given in Table 1. From the 239 smartphone buyers, 51% were male (n=122)
and 49% were female (n=117). Looking at the age group/generation, 59% of the buyers (n=141) are
between the 18-26 age group/Gen Z, and 41% (n=98) of the buyers are between the 27-41 age group/
Gen Y. While 70.7% (n=169) of the buyers are single, 29.3% (n=70) of the buyers are married. Finally,
while 55.2% of the buyers (n=132) have a monthly income of over 5500 TL, 44.8% of the buyers
(n=107) have a monthly income of 5500 TL or less than 5500 TL.

Table 1: Demographic Characteristics of Buyers Who Have Bought Smartphones

Gender f % Age f % Marital f % Monthly f %
Status Income

Male 122 51.0 18-26 (Gen Z) 141 59.0  Married 70 29.3 <5500 TL 107 448

Female 117 49.0  27-41(GenY) 98 41.0  Single 169  70.7 >5500 TL 132 552

3.4. Data Matrix

A cross section of the data matrix is given in Table 2. In the data matrix, the relationships between
buyers’ opinions and the benefits of smartphones, as well as the demographic characteristics of the
buyers (qualitative and quantitative) are given. It should be noted that in Table 2, each buyer’s opinions
on the benefits of their smartphone product lines are indicated with a “1”, otherwise with a “0” if they
do not have opinions. Among four options (symbolic benefit, experiential benefit, functional benefit,
or multiple benefits), buyers were asked to give an opinion about only one option.

Table 2: Data Matrix

Buyers Gender Age Marital Monthly Symbolic  Experiential Funct%onal Multiple
Status Income Benefit Benefit Benefit Benefits
Buyerl Male 29 Married >5500 TL 0 0 1 0
Buyer2 Male 37 Single >5500 TL 0 0 0 1
Buyer3 Female 34 Married >5500 TL 0 0 1 0
Buyer4 Female 27 Single <5500 TL 0 0 0 1
Buyer5 Male 23 Single >5500 TL 0 1 0 0
Buyer6 Male 33 Married >5500 TL 0 0 0 1
Buyer7 Male 34 Married >5500 TL 0 0 1 0
Buyer8 Female 18 Single <5500 TL 0 0 1 0
Buyer9 Male 29 Single >5500 TL 0 0 1 0
Buyerl0  Male 34 Married >5500 TL 0 0 1 0
Buyer237  Female 22 Single <5500 TL 0 0 0 1
Buyer238  Female 20 Single <5500 TL 0 0 0 1

195



Ziibeyir CELIK « Mehmet SAGLAM « Aypar USLU

Buyer239  Male 22 Single <5500 TL 1 0

4. Analysis and Findings

4.1. Visualization of Buyers-Benefits Network

UCINET social network analysis calculations/metrics are made over data matrices. Using the data
in the data matrix (See Table 2), a data matrix was prepared with the buyers in the column and
the benefits of the smartphones in the row. Figure 1 presents a visualization of the relationship/
linkage between buyers’ opinions and the benefits of smartphones (Buyers-Benefits Network). It
seems that buyers’ opinions are mostly entangled in the multiple benefits of smartphones. That is,
buyers’ opinions are often linked to the multiple benefits of their smartphones, not to the symbolic,
experiential or functional benefit of their smartphone. As can be seen in the figure 1, the relations of
the 239 smartphone buyers included in the study were grouped primarily around multiple benefits

Afterwards, functional, symbolic and experiential benefits came to the fore in terms of the relations
of the buyers with each other.
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Figure 1: Buyers-Benefits Network

4.2. Density Measurements of the Buyers-Benefits Network

Table 3 presents the findings regarding the density measures of the “Buyers-Benefits Network”. The
total number of ties between buyers’ opinions and the benefits of smartphones appears to be 239.
Considering the number of 239 ties, the network density was found to be 0.2500. While it is known
that the network density takes a value between 0 and 1, the fact that the network density is very
close to 1 indicates that the actors have a strong/close relationship/link with each other. However, it
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should be noted that the density value of 0.2500 is closer to zero. In contrast, it should be noted that
the network is 2-mode (buyers in the column and benefits in the row), and on the other hand, the
benefits of smartphone are not interconnected, and the opinions of buyers are not interconnected.
Therefore, the intensity value in Table 3, that is, how closely related/connected a group or subgroup

is, was determined accordingly (Glizeller et al., 2016, p.17).

Table 3: Findings on Density Measures of the Buyers-Benefits Network

Density Standard Deviation Number of Ties Average Degree
0,2500 0,4330 239 1

4.3. Centrality Measures of the Buyers-Benefits Network

Centrality measures regarding the relationship/connection between buyers’ opinions and the
benefits of smartphones are given in Table 4. Multiple benefits are the actor with the highest degree of
centrality. Hence, its multiple benefits are more directly linked to buyers’ opinions. The betweenness
coefficient and the eigenvector centrality coefficient of the multiple benefits are also the highest.
According to the betweenness centrality coefficient, multiple benefits act as an important bridge
between buyers’ views. In addition, according to the eigenvector centrality coefficient, the node
with the highest weight of the buyers’ opinions is the multiple benefits. However, while closeness
centrality coefficient is seen at least in multiple benefits, it is seen that closeness centrality coefficient
is highest in experiential benefit. Accordingly, the average of direct and indirect links of experiential

benefit to buyers’ opinions is more important.

Table 4: Findings on Centrality Measures of the Buyers-Benefits Network

Actors Degree Betweenness Closeness Eigenvector
Symbolic Benefit 30 435.000 51546.000 0.000
Experiential Benefit 22 231.000 53482.000 0.000
Functional Benefit 47 1081.000 47432.000 0.000
Multiple Benefits 140 9730.000 24926.000 0.084

4.4. Multiple Regression Analysis with Quadratic Assignment Procedure

The fact that the observations that make up the variables in the hypothesis tests made with
social network analysis are not independent from each other poses an important problem for
social scientists. In 1976, Hubert and Schultz published an article in which they proposed the
quadratic assignment procedure in order to find a solution to the problem and test hypotheses
with categorical data obtained from interrelated observations (Hubert and Schultz, 1976). This
method is used to test hypotheses suggesting that interpersonal relationships are important
(Krackhardt, 1987).
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While the units of analysis are individual observations in standard regression analyzes, multiple
regression analysis with the quadratic assignment procedure has a data structure in which each
relationship matrix represents a variable related to a certain concept and similar cells in all
matrices form a case together. In this analysis, the unit of analysis consists of a pair of individuals
who connect the observations and either have some kind of relationship or not (Krackhardt
1987).

Multiple regression analysis with the quadratic assignment procedure is carried out over the matrices
created for the variables and is used to examine the effect of independent variables on the dependent
variable (Krackardt, 1987, 1988; Krackardt & Kilduff, 1999). As the variables related to the concepts
in the study within the scope of social network analysis are obtained by creating matrices, they
consist of categorical data and the effect of independent variables on a dependent variable with two
categories is examined through multiple regression analysis with the quadratic assignment procedure
(Wasserman & Faust, 1994; Eser & Aksu, 2021; Simpson, 2021).

The effect of independent variables on the dependent variable is examined through regression analyzes
made with social network analysis, with the thought that the relations between the participants in
the research will be important and the data are at categorical level. Regression analysis over social
network analysis can be applied with the UCINET program. The normal distribution, which is one of
the assumptions of the regression, loses its validity in case the data is categorical, allowing regression
over UCINET. Considering that the relations between the participants are important, this program
is preferred for analysis, which includes social network analysis and if the variables are discrete and
categorical compared to continuous variables.

4.5. Multiple Regression Analysis Results with Quadratic Assignment Procedure

In the study prepared in the light of this information, the data were created on a data matrix
and regression analysis was performed with the quadratic assignment method in the UCINET
6 program, since the variables were categorical. First of all, it should be noted that independent
and dependent variables were obtained by using the data in the data matrix (See Table 2). Data
matrixes consisting of a single column (buyers) and a single row (demographic characteristic)
were prepared separately for each demographic characteristic, including gender, age, marital
status, and monthly income. Then, for example, a data matrix in which the buyers are in the
column and the gender demographics are in the row, the relations of the buyers with each other
according to gender are transformed into a data matrix. Transformations are also made for
each data matrix with buyers in the column and age, marital status, or monthly income in the
row. In addition to demographic features, data matrices have been prepared regarding buyers’
opinions on the symbolic benefit, experiential benefit, functional benefit, or multiple benefits of
smartphones. For example, a data matrix with the buyers in the column and the symbolic benefit
of the smartphone in the row, the buyers’ opinions on the symbolic benefit of the smartphones
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are transformed into a data matrix. Each data matrix with buyers in the column and experiential

benefit, functional benefit, or multiple benefits in the row is also transformed.

As a result, multiple regression analyzes were performed with the quadratic assignment procedure
to test the effect of independent variables (gender, age, marital status, monthly income) on
dependent variables (symbolic benefit, experiential benefit, functional benefit, multiple benefits)
by running UCINET social network analysisThe results of the multiple regression analysis with
the quadratic assignment procedure performed by running UCINET social network analysis are

given in Table 5.

According to gender (p=-0.00143; p>0.05), age (f=-0.00680; p>0.05), marital status (f=-0.02225;
p>0.05), and monthly income (=0.00998; p>0.05), the effect of buyers’ relationships with each other

on their opinions on the symbolic benefit of smartphones is not significant.

According to age, the positive effect of buyers’ relationships with each other on their opinions on the
experiential benefit of smartphones is significant ($=0.04224; p<0.05). However, the negative effects
of buyers’ relationships with each other by gender (p=-0.00132; p>0.05), marital status (f=-0.00779;
p>0.05), and monthly income (f=-0.02218; p>0.05) on their opinions on the experiential benefit of

smartphones are not significant.

The effects of buyers’ relationships with each other by age (f=0.02965; p<0.05), marital status
(B=0.13298; p<0.05), and monthly income (p=-0.03771; p<0,05) on their opinions on the
functional benefit of smartphones are significant. Looking at the regression coefficients (), the
relationships of the buyers with each other according to age and marital status positively affect
their opinions on the functional benefit of smartphones. However, the relationship of buyers
to each other by monthly income negatively affects their opinions on the functional benefit of
smartphones. On the other hand, the positive effect of buyers’ relationships with each other
by gender on their opinions on the functional benefit of smartphones was not significant (f=
0.00172; p>0.05).

Finally, the relationships of buyers to each other by age (3= 0.04329; p<0.05), marital status ($=0.03282;
p<0.05), and monthly income (f=-0.01539; p<0.05) have a significant effect on their opinions on
the multiple benefits of smartphones, while the positive effect of buyers relationships with each
other by gender ($=0.00542; p>0.05) on their opinions on multiple benefits of smartphones is not
significant. Looking at the regression coefficients (f), the relationships of buyers with each other by
age and marital status have positive effects on their opinions on the multiple benefits of smartphones.
However, buyers’ relationships with each other by monthly income have a negative impact on their

opinions on the multiple benefits of smartphones.
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Table 5: Results of Multiple Regression Analysis with Quadratic Assignment Procedure

Independent Variable
Relationships of Dependent Variable
R>  Adj.R>  Buyers with Each  Buyers’ Opinions on the B St. B P Result
Other by Demographic Benefits of Smartphones
Characteristics
Gender Symbolic Benefit -0.00118  -0.00143 0.46477  Rejected
0001 0001 Age Symbolic Benefit -0.00564  -0.00680 0.36282  Rejected
Marital Status Symbolic Benefit -0.01872  -0.02225 0.26037  Rejected
Monthly Income Symbolic Benefit 0.00828 0.00998 0.22989  Rejected
Gender Experiential Benefit -0.00099  -0.00132 0.45227  Rejected
0001 0.001 Age Experiential Benefit 0.03159 0.04224 0.01549  Accepted
Marital Status Experiential Benefit -0.00591 -0.00779 0.45627  Rejected
Monthly Income Experiential Benefit -0.01658  -0.02218 0.05247  Rejected
Gender Functional Benefit 0.00160 0.00172 0.21089  Rejected
0021 0021 Age Functional Benefit 0.02761 0.02965 0.03598  Accepted
Marital Status Functional Benefit 0.12557 0.13298 0.00050  Accepted
Monthly Income Functional Benefit -0.03510  -0.03771 0.00100  Accepted
Gender Multiple Benefits 0.00542 0.00542 0.12844  Rejected
0.004  0.004 Age Multiple Benefits 0.04329 0.04329 0.00100  Accepted
Marital Status Multiple Benefits 0.03328 0.03282 0.01699  Accepted
Monthly Income Multiple Benefits -0.01539  -0.01539 0.00400  Accepted

5. Discussion and Conclusion

This study explains/information about whether the relationships of buyers with each other according
to demographic characteristics (gender, age, marital status, and monthly income) have an effect on
their opinions about the benefits of the product they buy (smart mobile phones). It also investigated

which benefit the buyers’ relations with each other are grouped around.

The results of the analysis with UCINET show that the relations of smartphone buyers with each
other are mostly grouped in terms of multiple benefits. In other words, buyers” opinions are mostly
tied to the multiple benefits of smartphones. Afterwards, functional, symbolic and experiential
benefits came to the fore in terms of the relations of the buyers with each other. These results
provided clues indicating that the businesses in the smartphone market should focus primarily on
multi-benefit among smartphone buyers, and then not neglect the perception of functional, symbolic
and experiential benefits, respectively. In addition, knowing which buyers converge on which benefit
perception and are related to each other will guide the preparation of new marketing activities
specific to these groups. Within the framework of permission marketing under the Personal Data
Protection Authority, businesses can successfully carry out their marketing activities by using this

data to determine which benefit will be better provided to their buyers under certain groups.
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In the analyzes made with UCINET, the most important point compared to other analyzes is that
the buyers are grouped and classified under a certain group, as well as that these individuals have
a relationship with each other. It is of particular importance that the effect of the relationship of
buyers with similar qualifications on a certain concept can be realized through regression analysis
via UCINET.

The results of the regression analysis performed on UCINET show that the relationships of the
buyers with each other by age, marital status and monthly income have a significant effect on
their views on both the functional benefits and the multiple benefits of smartphones. The effect
of buyers’ relationships with each other according to income on functional and multiple benefits
is negative. In addition, only their relationship to each other by age has a significant effect on their
views on the experiential benefits of smartphones. However, buyers’ relationships with each other
by all demographics do not have a significant impact on their views on the symbolic usefulness of
smartphones. It was revealed that the relationships between men and women in the same group by
gender did not have any effect on the perception of benefit.

The fact that the relationship of the age of the buyers with each other has an effect on their views on
experiential utility can be interpreted as the buyers in the same age group agree on similar views and
express an opinion in this direction. Since there are smartphone buyers in the Z and Y generation
groups among the participants, it is seen that the relationship of people in each generation with each
other has an effect on the experiential benefit. This shows that the interaction of consumers of the
same age group with each other affects the experiential benefit for smartphones. According to the
fact that the buyers are in the same age group, their views on the perception of experiential benefit
increase as their relations with each other increase.

In terms of functional and multiple benefits, it can be said that buyers who have the same qualifications
with each other according to age, marital status and monthly income are grouped in this sense. It has
been determined that the relationships among the buyers who are Z and Y generations in terms of
age, married and single in terms of marital status, minimum wage and lower (<5500 TL) and above
(>5500 TL) income in terms of income have an effect on the functional and multiple benefits. In
other words, in terms of age, marital status and income, the relationships of the buyers in the same
group with each other are effective on the functional and multiple benefit expectations. When the
coefficients are examined, the perceptions of the buyers who are in the same group with each other
according to age are more affected. The effect of the relationship between the buyers in the same
age group on the views on both benefit perceptions is higher than the marital status and income.
The effect of marital status is higher in terms of both benefits than income. As the relationship
between the buyers in the same group according to age and marital status increases, the perception
of functional and multiple benefits also increases. In terms of income status, the opinions of the
buyers in the same group regarding the perception of benefit are negatively affected. In terms of
income, it reveals that the perception of functional and multiple benefits decreases as the relationship
between the participants with an income below and above the minimum wage increases, depending
on whether they are in the same income group. The disadvantage of the analysis made with UCINET
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can be shown as the inability to make an inference as to which age, marital status or the relationship
of the buyers with which income has an effect on their views on the perception of benefit. Each
demographic variable is evaluated separately in terms of being in the same group within itself.

On the other hand, the fact that the perception of symbolic benefit does not have an effect on the
relationship of the buyers with each other in terms of demographic characteristics can be interpreted
as the perception of symbolic benefit is perhaps more perceived at the individual level, and they are
not affected by each other in a way that there is a relationship and interaction between the buyers.

In particular, the fact that the age variable has an effect on functional, experiential and multiple
benefits shows that age has a special importance in terms of demographic characteristics and that the
age variable is important in the views on the perception of benefit among buyers. As the relationship
between the recipients in the same age group (Z or Y generation) increases, the perception of
functional, experiential and multiple benefits also increases. It is an important indicator that
the relations between the buyers according to the generations are effective in most of the benefit
perceptions. In terms of income, it is surprising that the relationship between buyers with minimum
wage and below and above minimum wage negatively affects the perception of functional and
multiple benefits. As the relationship between buyers increases for each group, the perception of
functional and multiple benefits decreases. It is also an important indicator that the relationship
between both men and women in terms of male and female buyers does not affect the views on
the perception of benefit. According to this result, businesses may not see the gender variable as an
important parameter in their marketing processes for the perception of benefit.

The results of the study support that smartphone businesses should manage their segmentation,
target market and positioning activities towards the benefit dimensions and demographic groups
that are important to the buyers. At the same time, it reveals the existence of functional, experiential
and multiple benefits for smart phone buyers and that the perception of benefit is shaped according
to the relations between buyers in terms of demographics.

The findings indicate that by providing an awareness of the benefit perception of smartphones,
managers should develop strategies based on these benefits in differentiating their products and
brands according to the demographics of buyers in certain age, marital status and income groups.
For smart phone buyers, the perception of functional, experiential and multiple benefits enables the
interaction between the brand and the buyer according to age, marital status and income groups,
and emerges as an effective tool in strengthening the relationship between the brand and the buyer.
For this reason, businesses where interpersonal relationships and customer groups with similar
demographic characteristics are important for marketing activities have to make an effort to connect
with the emotions and thoughts of the buyers through their brands. Revealing on which benefit
perception smart phone buyers mostly group and which demographically related variables have an
effect on which benefit perception provides important clues to marketing and brand managers in
the process of choosing effective strategies and appropriate target market. Nowadays, when using
and interpreting data gains more importance, it will be easier to reorganize and evaluate marketing
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strategies for businesses that reveal which buyer is in which demographic structure and which benefit
perception as a result of such analyzes. It is possible for smartphone brand managers to execute more
effective positioning strategies and manage marketing mix decisions more effectively in relation to
these three benefits perceptions among buyers who buy their own phones compared to competing
brands. For this reason, managers should look for ways to more effectively manage the perception of
benefits of the products they offer from the perspective of the buyers. As obtained in the results of the
study, while businesses have the option of presenting these benefits with an integrated understanding
in terms of demographics, they also have the option to offer a certain benefit perception for some
groups.

According to these results, it can be recommended for businesses to carry out relational marketing
activities and to prepare campaigns by grouping the buyers according to the relationship between
them in terms of demographic characteristics by making sense of the data in the age of data-based

marketing.

Asaresult, businesses can manage segmentation, target market and positioning process management
in a healthier and easier way for their buyers according to the perception of benefit. Because offering
products and services for the entire market is a costly process with a high probability of success. The
probability of success will increase for smartphone businesses that segment their buyers in terms of
demographic characteristics, select the most appropriate target market to meet their needs according
to the perception of benefit, and develop marketing mix strategies for these markets. In terms of
positioning, it will contribute to the fact that businesses have the knowledge of how the perception of
benefit is shaped for other brands, using traditional approaches by knowing the points of similarity
and difference in positioning strategies, offering new value suggestions, and revealing the level of the
business in perceptual maps. The most important contribution of smart phone businesses by applying
the strategies of segmenting the buyers, selecting the target market and positioning according to
demographic characteristics and perception of benefit is to gain a competitive position against
competing brands. Another contribution is to enable businesses to know buyers better, respond to
their wishes and needs, and provide products and services in accordance with their expectations
for the perception of benefit. In addition, it is another important contribution that businesses that
want to see in which market segments the market opportunities are in terms of benefit perception
according to demographic characteristics during the market research stage, enable them to use their
resources more effectively and earn more.

These results were discussed over 239 participants in the study, and should not be interpreted
in general. If the number of participants is increased, healthier and different results can
be obtained. In future research, comparisons can be made on the basis of the perception
of benefit by reaching buyers, especially through a certain smartphone brand. Determining
which brand’s buyers’ relations with each other have an effect on which benefits and revealing
which benefit perception of brands stand out will make significant contributions to brand
managers.
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COVID-19 PANDEMI DONEMINDEKI BIREYSEL EMEKLILIK
SISTEMINE KATILIM DINAMIKLERI
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Oz

Bu ¢alismada, Covid-19 pandemi siirecinde Bireysel Emeklilik Sistemi (BES) katilim tizerinde etkili olan
gesitli makroekonomik ve sektorel kosullar ampirik olarak incelenmistir. Arastirmaya konu olan zaman
serisi modellerin sonuglarinda, Covid-19 pandemi siirecindeki ekonomide yasanan ytiksek enflasyonunun
etkileri goriilmektedir. BES katilim dinamikleri igerisinde yer alan, titketim beklentileri ve tasarruf
planlamalar1 gibi ekonomik karar alma mekanizmalari, mevcut yiiksek enflasyon ortam: dolayisiyla,
etkisiz kalmaktadir. BES katiliminin nominal diizeydeki bir gostergeden ziyade, reel ekonomik anlamda bir
deger ifade etmesi igin, baglica makroekonomik gostergelerin uzun vadeli istikrarli bir dengeye oturmasi
gerekmektedir. Covid-19 stirecinin yarattigi belirsizlik ortaminin séniimlenmesi ve hanehalki giderleri
tizerine bask: yaratan yiiksek enerji fiyatlarinin istikrara kavusmast ile, bireysel emeklilige olan ilginin
artacag ongoriilebilir.

Anahtar Kelimeler: Covid-19, bireysel emeklilik, finansal piyasalar, makroekonomik gostergeler

JEL Siniflandirilmasi: H55, G10

Abstract

In this study, various macroeconomic and sectoral conditions that have an impact on the participation of
the Private Pension System (PPS) during the Covid-19 pandemic were empirically examined. In the results
of the time series models, which are applied in the research, the effects of high inflation experienced in the
economy during the Covid-19 pandemic period can be observed. Economic decision-making mechanisms
such as consumption expectations and savings plans, which are included in the PPS participation dynamics,
are ineffective due to the current high inflation environment. For the PPS participation to have a real
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economic value rather than being a nominal indicator, the main macroeconomic indicators should be in
a long-term stable balance. It can be predicted that the interest in private pensions will increase as the
uncertainty created by the Covid-19 process fades away and the high energy prices, which put pressure on
household expenses, are stabilized.

Keywords: Covid-19, private pension, financial markets, macroeconomic indicators

JEL Classification: H55, G10

Extended Summary

With the prolongation of the average human life span and the decrease in birth rates, which is observed
since the beginning of the 2000s, the social security system has caused serious economic and social
problems. Therefore, there has been a conviction that not only the public sector but also the private
sector should be involved in activities in the field of retirement, and governments have paved the way
for citizens to contribute to the pension system through the private sector to save the social security
system and ease its burden (Teker & Parlak, 2004). As DeJong and Ho (2020) point out, the pension
and social security financing deficiencies are likely to worsen due to the postponement of employer
contributions in pension funds or social security plans in many OECD countries due to the Covid-19
epidemic. As a result, the financial sustainability of pension and social security programs in many
countries is a matter of concern.

In that sense, the aim of the study is to empirically examine various macroeconomic and sectoral
conditions that are effective on the participation of the Private Pension System (PPS) during the
Covid-19 pandemic process. In this way, the macroeconomic effects of the Covid-19 period in the
example of the Turkish economy and its effects on the capital markets will be examined.

We apply time series model specifications with macroeconomic, financial, and expectation-based
indicators to analyze the participation dynamics on the private pension system.

We can observe that the coefficient of the inflation variable is statistically highly significant. If we
consider the years 2020-2022, which are within the scope of the study, we can see that international
and domestic inflation is at very high levels and is subject to high fluctuations. The deterioration
of price stability affects the domestic economy negatively. In the high inflation environment
created by the deterioration of price stability, it is possible that there will be a deep disruption in
the macroeconomic supply and demand coordination and a deterioration in the welfare level.
Nevertheless, it can be predicted that the interest in private pensions will increase as the uncertainty
created by the Covid-19 process fades away and the high energy prices, which put pressure on
household expenses, are stabilized.

1. Giris

2000’li yillarin basindan itibaren gozlemlenen ortalama insan omriiniin uzamasiyla ve dogum
oranlarinin diigmesi ile beraber, sosyal giivenlik sisteminin ekonomik ve sosyal anlamda ciddi
sorunlar yasamasina sebep olmustur. Bu yiizden, sadece kamunun degil, 6zel sektoriin de emeklilik
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alaninda faaliyetlerde bulunmas: gerektigine dair kanaat olusmus, hiikiimetler tarafindan sosyal
glivenlik sistemini kurtarmak ve yiikiint hafifletmek adina 6zel sektor kanali ile vatandaslarin
emeklilik sistemine katkida bulunmalarinin 6nii agilmistir (Teker & Parlak, 2004). Ozel sektoriin
dahil olmasi ile, 6rnegin, ABD ekonomisinde oldugu gibi, Bireysel Emeklilik Sistemi (BES),
baslangicta grup emeklilik planlari ¢ercevesinde gelisim gostermistir. Glinimiizdeki 6zel emeklilik
sistemleri ise, gelismis ekonomilerin sigortacilik ve sermaye piyasalarinda ve ayrica sosyal giivenlik
baglaminda basat bir role sahiptirler.

Tiirkiyede BESe devlet katkisinin bagladigi donemde, BES yatirim fonu en yiiksek iilkelerden olan
Hollandanin fon yatirimlarini hisse senedine tizerine agirliklandirdig, Tiirkiye'nin ise s6z konusu
fonlarini daha ¢ok mevduat yatirnmlarinda degerlendirdigi gorilmiistir (Solmaz, 2016). BES de
cogunlugu teskil eden katilimaer profili, kiigiik birikimlerle tasarruf yapan ve 35-44 yas arasinda
emeklilik beklentisi olan orta yasl kisilerden olusmaktadir. Diisiik risk profilli ve az tasarruf yapabilen
bireyler BESe katilimda daha agirlikhidir ve katilimcilar fonlar hakkinda yeterince bilgi sahibi
degillerdir (Ilhan, 2016). Bireylerin otomatik katilimla sisteme girmesiyle birlikte ilk fonlar sirket
tarafindan olusturulmaktadir. Sonrasinda genellikle katilimecilar tarafindan degistirilmemektedir.
Buna ek olarak, finansal okur yazarligin diisitk olmas1 sebebiyle emeklilik fonlarinda belirleyicilerin
katilmcilarin oldugu sdylenememektedir (Can, 2019). Diisitk risk profil fonlar ve finansal
okuryazarligin diisiik olmasi sonucu olarak BES fonlar1 tekrar mevduatlara yonelmekte ve
bankalardaki mevduat paylar1 yiikselerek kendi iginde biiyiimesine de sebep olabilmektedir.

BES’in diinya genelindeki énemini anlatmak adina, diinyadaki emeklilik tasarruf planlarindaki
varliklarin hacmine goz atilabilir. 2020 yili itibari ile, ABD, Birlesik Krallik, Kanada ve Avustralya gibi
tilkelerde, emeklilik tasarruf planlarindaki varliklar GSYH’yi deger olarak asan bir orana sahiptirler.
Diinyadaki emeklilik tasarruf varliklarinin dagilimina bakildiginda, ABD %66, Birlesik Krallik %7 ve
Kanada %6 oraninda bir agirliga sahiptirler. Goriildiigii tizere, emeklilik sistemlerindeki varliklarin
agirhgr Bati yarim kiirede kiimelenmis durumdadir. OECD {ilkelerinin agirlikli ortalamalars,
emeklilik tasarruf planlarindaki varliklarin GSYH’ye orani, 2010 yili itibari ile %63.9 ve 2020 yil1
itibari ile %99.9 oraninda gerceklesmistir. Tiirkiye ekonomisindeki karsiligina bakildiginda, 2010
yili itibari ile %1 ve 2020 yili itibari ile %3.4 oranlar1 gortilmektedir. $ekil 1de Tiirkiyedeki BES
katiliminin son yillarda hacim olarak arttig1 goriilmektedir. BESe 6denen primlerin toplanmasiyla
olusan tasarruflar, ¢esitli sermaye yatirim araglarina yonelmistir. Bu sermaye yatirim araglarinin
artis1 son 10 yilda pozitif yonde artis gostermis, fakat diizey olarak OECD’nin ortalamasina gore ve
diger sanayilesmis iilkelere kiyasla ¢ok geride oldugu séylenebilir. Ornegin, ABD'de bireysel emeklilik
sistemine katilmm goniillik esasina dayanmasma ve devlet katki payinin mevcut olmamasina
ragmen, katilimer sayisinin isglicli niifusuna orani %48 dolaylarindadir; devlet katkisi olmasina
ragmen, Tiirkiye i¢in bu oran, bireysel ve grup emeklilik planlari1 olmak tizere, 2020 y1li itibari ile
toplamda %25 dolaylarina diismektedir. 2020 yili itibari ile, emeklilik tasarruf planlarindaki yillik
reel net yatirim getiri oranlarinin, toplam OECD iilkeleri igin, basit ortalamasi1 %4.1 civarindadir,
Tiirkiye i¢in bu oran %4.3 civarindadir. Varlik siniflar1 ve yatirim araglarina gore emeklilik tasarruf
planlarindaki varliklarin Tirkiye i¢in baglica agirlik dagilimi 2020 yili itibari ile su sekildedir: hisse
senetleri %16, bono ve tahviller %64, nakit ve mevduat %11. OECD ortalamasi igin bu dagilim
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2020 y1li itibari ile su oranlara sahiptir: hisse senetleri %27, bono ve tahviller %44, nakit ve mevduat
9%5.4. Tlirkiyede bu yatirimlar, %98 oraninda TL cinsinde yurtici piyasasinda degerlendirilmektedir.
Portekiz, Slovenya ve Italya drneklerinde yabanci para cinsinde yurtdist yatirim oranlar1 %60'1n
iizerine cikmaktadir (OECD, 2022).

BES katilimci sayisi ve
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Sekil 1: BES Katilimci Sayisi

Not: Kesikli ¢izgi, Tiirkiye genelindeki BES katilimci sayisini, diiz ¢izgi, BES sozlesme ve sertifika adedini ifade et-

mektedir. Emeklilik Gozetim Merkezi verileri kullanilmastir.

2020 yilina kadar, son 10 yildaki olumlu gelismeye karsin, Covid-19 déneminde bazi iilkelerde,
emeklilik sisteminden yogun bir ayrilmaya neden olmustur. Bu durum, emeklilik tasarruflarindaki
varlik birikimlerinin ¢ekilmesine neden olmustur. S6zgelimi, Tiirkiye'ye benzer kisi bagina gelire
sahip olan Peru i¢in bu oran, %18 ve %15 civarindadir (Lopez & Rosas, 2022). Calismamizda,
yaganilan bu gelismeler 1s1g1nda, Tiirkiye 6zelindeki emeklilik sisteminin Covid-19 dénemine ait

dinamikleri incelenmektedir.

Calismanin amaci, Covid-19 pandemi siirecinde Bireysel Emeklilik Sistemi (BES) katilimi {izerinde
etkili olan ¢esitli makroekonomik ve sektérel kosullar ampirik olarak incelemektir. Bu sayede,
Covid-19 déneminin Tiirkiye ekonomisi 6rnegindeki makroekonomik etkileri ve sermaye piyasalari

tizerinde etkileri de ortaya ¢ikarilmis olacaktir.
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Calismanin devami su sekilde olusturulmustur, ikinci boliimiinde yontem, tigiincti bolimde ampirik
bulgular, dordiincii boliimde sonug ele almmistir.

2. Literatiir Taramasi

Bireylerin yaslanmast ile birlikte, bireysel olarak iiretime olan katkilar1 ve verimlilikleri diigmektedir.
Cagimizin yasam standartlar1 gercevesinde, ortalama veya diisiik gelirlere sahip bireyler, yaglilik
sonucu ileriki yaslarinda refah seviyelerini koruyabilecek yeterli geliri elde edememektedirler.
Yaslilikta refah seviyesinin azalmasinin 6niine ge¢gmek iizere devletler sosyal giivenlik sistemleri
gelistirmiglerdir. Tirkiye ozelinde siyasi kaygilar ile, ozellikle 1990’1 yillarda emeklilik yaginin
diistiriilmesi gibi popiilist eksenli uygulamalar sosyal giivenlik sisteminin uzun dénem aktiieryal
dengelerini bozmustur (Acar & Kitap¢i, 2008). Bununla birlikte, insan 6émriiniin uzamasi, dogumlarin
azalmasi nedenleri basta olmak iizere sosyal giivenlik sistemlerinde pasifin agirlig: artmistir (Uyar,
2012). Sonug olarak sistem, devlet tarafindan biitceden siibvanse edilmek durumunda kalinmigtir ve
biitceye ek yiikler getirmistir (Acar & Kitapgi, 2008). Bu riskler karsisinda, Tiirkiye, sosyal giivenlik
sisteminin tamamlayicisi olarak, emeklilik faaliyeti ruhsati almis 6zel sirketlerin bireysel katk: paylar:
toplamasiyla olusturdugu fonlarin igletildigi bir sistem olan bireysel emeklilik sistemini (BES) 27
Ekim 2003 yilinda faaliyete almistir (Apak & Tagciyan, 2010). Tiirkiyede BES tarihi agisindan iki
o6nemli kirillim vardir; bunlar, BES'i 6zendirmek i¢in 2013 yili baginda verilmeye baslanan devlet
katkis1 ve 2017 yilinda zorunlu katilimla sigortali ¢alisanlarin sisteme dahil edilmesidir. Uzun vadede
pasif kazangh bir opsiyon olan BES, insanlarin yaslilik donemlerinde refah seviyeleri koruyan bir
yatirim araci olarak diinyada da yaygin olarak kullanilmaktadir (Mutlu, Ordu & Polat, 2016).

Uyar (2012), 2004 ile 2009 yillar1 arasinda BES katilimcr sayist ile mevduat faizi, enflasyon, IMKB
endeksi gibi farkli makroekonomik degiskenlerle yaptigi VAR model ¢alismasinda, katilimcr sayist
ile diger sayilan degiskenler arasinda anlaml bir iliski gormemistir. Caligmada, soz konusu yillarda
degiskenler arasinda iligkilerin anlamli bulamamasinin sebepleri i¢inde, Tiirkiyedeki iki 6nemli
BES tesvikinin faaliyette olmamasi gosterilmistir. Bu iki 6nemli uygulama bahsedildigi gibi, 2013’te
devletin sisteme katkr saglamasimin baslamas: ve 2017de sisteme zorunlu katilimin basglamasidir.
Yal¢in ve Masrap (2019) yaptiklar: ¢alismalariyla, BES tarihcesindeki bu iki 6nemli yapisal kirilimin
katilimer saysi tizerindeki etkilerini incelemislerdir. Yalgin ve Magrap, 2003 ile 2018 yillar: arasini tig
alt déneme ayirmus, birinci dénem 2003-2012 yillar1 arasindaki tesviksiz donemi, 2013-2016 yillar:
arasi devlet katkisinin oldugu dénemi ve 2017-2018 yillar: arast hem devlet katkis1 hem de zorunlu
katilimin oldugu dénemi teskil etmektedir. Bu alt donemler igin katilimcr sayilar: tizerine regresyon
iliskisini ¢calismislardir. Birinci donemde dogrusal regresyon katsayisi, 0.336, ikinci déonemde 0.432
ve tgiincti donemde 0.010 ¢ikmigtir. Devlet katkisinin verildigi ikinci dénemde pozitif iliskinin
birinci déneme gore arttig goriilmiistiir. Ugiincii dénemde zorunlu katilimer sertifikalar analizin
disinda tutulmustur ve dénemin katsayis1 0.010 ¢ikmigtir. Otomatik katilim elimine edildiginde BESe
katilimin son dénemde fazla olmadig: gortilmektedir. Buradan, devlet katkisinin goniillii katilimer
sayisinin artmasinda giiclii bir etkisi olmadig1 sonucu ¢ikarilabilir. Onceki ¢aligmadan farkli olarak
Yal¢in ve Magsrap (2021), otomatik katilim uygulamasinin basladigi 2017 yili ve sonrasinda hem
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goniilli hem de zorunlu katilimin verisini birlikte incelemistir ve katsayilar donemlere gore sirasiyla
0.162, 0.375 ve 0.316 ¢ikmistir. Calismada, otomatik katilimin katilimer sayisi tizerinde daha etkili
oldugu gorilmiistiir.

BES tizerindeki risklerin degerlendirildigi Emeklilik G6zetim Merkezinin (EGM) ¢alismasinda
(2022) etki derecesine gore ilk {i¢ risk; 2022 yilinda, ekonomideki olas1 dalgalanmalarin yeni sézlesme
girisleri tizerindeki etkisi, sisteme saglanan devlet tegviklerinde olasi iyilestirme ile degisiklikler ve
katilimcr getirilerinin alternatiflerinin gerisinde kaldig: algisi olarak siralanmigtir. 2021 yilindaki risk
siralamasinda, sisteme saglanan devlet tesviklerinde olasi iyilestirme ile degisiklikler ve katilimci
getirilerinin alternatiflerinin gerisinde kaldig algisi ilk iki sirada bulunmaktadir. Bu tabloya gore son
yildaki ekonomik bozulma harig bireylerdeki risk algilar1 mevzuattaki degisim ihtimali ve yatirim
getirisinin tatmin edici olmamasi olmugtur. Unliiénen’in (2022) yaptig1 anket calismasinda BES
sistemi hakkinda bilgi sahibi olanlar %65 ¢ikmistir. Buna ragmen, sistemi bilenler arasinda sisteme
giivenenler %37 olarak gorillmektedir. Unliiénen, bireylerin sisteme kars1 bilgi ve giiven diizeylerinin
arttirilmasinda sigorta sirketlerinin ve emeklilik sirketlerinin reklam ve egitim faaliyetlerinin etkili
olacagini O6nermektedir. Otomatik katilm sertifikalar1 katilmcilar1 arasinda yapilan diger bir
ankette (Can, 2019), kamu sektoriinde asgari ticret ve asgari licretin iki kati arasinda gelire sahip
katilimcilarin sisteme devam orani yiiksek iken 6zel sektorde yiiksek gelire sahip olanlarin ve asgari
ticretin altinda ¢alisanlarin sisteme devam orani yiiksek ¢ikmistir. Sistemde devamliligin bireylerin
gelir seviyesi ile iliskili oldugu soylenebilir.

2005 Nisan ile 2013 Kasim tarihleri arasindaki veriler incelendiginde, enflasyon ile BES katilimci
sayisinin arasinda anlamli iligkisi tespit edilmistir (Kilig, 2014). Calismanin diger incelenen gecinme
endeksi degiskenleri harcama ve tasarruf ele alindiginda sirasiyla BES katilimar sayist ile pozitif ve
negatif iligkili bulunmustur. Meral ve Arican’in (2020) ¢alismasinda 2004 ile 2017 yillar1 arasi yaptig1
panel galismasina ABD, Birlesik Krallik, italya, Kanada, Sili, Tiirkiye ve Yeni Zelanda iilkelerini
dahil ederek bu iilkelerdeki fon biyiikliiginiin GSHY oraninin enflasyon, hisse senedi fiyatlari,
isgiicti, milli gelir, otomatik katilimda kalma yils, tiiketim ile iliskisini incelemistir. Enflasyon, hisse
senedi, isgiicii ve otomatik katilim bagimsiz degiskenleri fon biiytikligii ile anlamli iligkide oldugu
goriilmiigtiir. Ozellikle otomatik katilimin fon biiyiikligii ile pozitif iligkili ve enflasyon ile fon
bityiikligiiniin negatif iliskili oldugu anlagilmistir.

Tiirkiyede Covid-19 déneminde sigorta ve emeklilik sirketleri, miisterilerine sagladiklar: tedavi jest
6demeleri, hayat sigortasi teminatina Covid-19 ‘a bagl vefatlarin eklenmesi gibi yenilik¢i adimlar:
hayat sigortasindaki primleri arttiran etken olmustur. Buna bagl olarak hayat sigortasi branginda
Covid-19a ragmen artislar olmustur (Yildiz, 2021).

[zleyen kisimda, Covid-19 donemine ait 6zel emeklilik sistemleri iizerine yapilan diinya genelindeki
diger arastirmalardan 6rneklere bakilmistir. Anago (2021), Afrika kitasinin baglica biiyiik ekonomileri
tizerine yaptigi Covid-19 donemine ait aragtirmasinda, 6zel emeklilik sisteminin, gen¢ isgiicli
diistiniildiigiinde, potansiyelinin ¢ok altinda kaldigini gézlemlemektedir. Bu nedenle, emeklilik
fonlarina dikkat gekmek i¢in politika yapicilarinin stratejik kararliliklarini giiglendirmelerini ve
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yeni diizenlemeler ile stratejik olarak BES’i yeniden konumlandirmalar: gerektigini ifade etmektedir.
Benzer sekilde Irving (2020), Afrika ekonomilerindeki emeklilik sistemlerine katilimin seviyesini
ileriye doniik yiikseltmek igin, 6ncelikle daha uzun vadeli yurtigi tasarruflarinin ve kayit dist sektor

calisanlarinin dahil edilmeleri gerektigini belirtmektedir.

DeJong ve Ho (2020), OECD iilkelerinin kapsandig1 ¢alismalarinda, Covid-19 salgini dolayisiyla,
bir¢ok iilkede emeklilik fonlarinda veya sosyal giivenlik planlarinda isveren katki paylarimin
ertelenmesinden dolay1, emeklilikve sosyal giivenlik finansman eksikliklerinin dahadakétiilesmesinin
muhtemel oldugunu belirtmektedirler. Sonug olarak, bir¢ok tilkede emeklilik ve sosyal gtivenlik
programlarinin mali stirdiirtlebilirligi endise verici halde oldugunu tespit etmekteler. Covid-19
salgini akabinde, Nisan 2020 tarihinde, $ili hitkiimeti, emeklilik sistemindeki tasarruflarinin hak
kayb1 yasanmadan ¢ekilmesi i¢in 6zel kanun ¢ikarmustir. Lopez ve Rosas (2022), Silideki erken para
¢ekme politikalarina yonelik destegin, emeklilik kurumlarina olan giivenin azalmasindan meydana

geldigini ileri siirmektedir.

Benzer sekilde, Feher ve Bidegaina (2020) gore, diinya genelinde emeklilik fonu araglarindaki
getirinin diigmesi, emeklilik fonlarina kars: talep ve ilgi kaybi ile sonuglanmaktir. Bununla beraber,
salgin sonras1 donemde emeklilik sisteminin siirdiiriilebilirligi ve sisteme olan ilgiyi saglamak i¢in

siyasi yoneticilerinin aktif destegine ihtiya¢ duyulacagini iddia etmekteler.

3. Yontem

Bu ¢alismada, Tiirkiye ekonomisindeki bireysel emeklilik sistemindeki katilim dinamikleri tizerine
yapilan bir analiz olusturulmustur. Analizde, asagida aciklanan makroekonomik ve bankacilik verileri,
cesitli beklentiler ve dncii gostergeler 131g1nda, alternatif zaman serileri modelleri uygulanmistir.

Calismanin zaman araligi, aylik zaman araliginda olup, Mart 2020 ile Mayis 2022 dénemini
kapsamaktadir. Tablo 1 de gosterildigi gibi analizde kullanilan degiskenlerin verileri Tiirkiye
Cumbhuriyet Merkez Bankasi (TCMB) veri tabanindan ve Emeklilik Gozetim Merkezinden (EGM)
alinmustir. Degiskenlerin seciminde, ilgili literatiirde yer alan BES katilimi iizerinde etkili olan
degiskenler tizerine yogunlasilmistir. Literatiirdeki 6rneklerde, Kili¢ (2014) ekonomik beklentileri,
Meral ve Arican (2020) enflasyonu, milli geliri ile isgiictinii, Yildiz (2021) ise bankacilik sektorel
faktorleri analize dahil etmislerdir.

Bu caligmada Tablo 1de gosterildigi gibi, genel makroekonomik kogullar, bankacilik gostergeleri,
isglicli piyasast ve reel ekonomi hakkindaki beklentiler, etkili olan faktérler olarak ele alinmigtir.
Swrasiyla kullanilan degiskenler su sekilde tanimlanmigtir. Sanayi iiretimi, toplam sanayi {iretim
endeksini gostermektedir. Enflasyon, genel tiiketici fiyat endeksinden hesaplanmis enflasyon oranim
ifade etmektedir. Giiven endeksi, tiiketici gliven endeksini belirtmektedir. Tiiketici gliven endeksi,
tiiketicilerin kisisel mali durum ve genel ekonomiye iligkin degerlendirmeleri ile harcama ve tasarruf

egilimlerini izlemek amaciyla yiiriitiilen tiiketici egilim anketinin farkli sorularina
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Tablo 1: Analizde Kullanilan Degiskenler

Degiskenler Kaynak

Genel makroekonomik degiskenler

Sanayi tiretimi T.C. Merkez Bankasi veri tabani
Enflasyon T.C. Merkez Bankasi veri tabani
Giiven endeksi T.C. Merkez Bankasi veri tabani
Beklentiler

Genel ekonomik durum beklentisi T.C. Merkez Bankasi veri tabani
Igsizlerin sayis1 beklentisi T.C. Merkez Bankasi veri taban1
Yari-dayanikli tiketim T.C. Merkez Bankasi veri tabani
Tasarruf etme ihtimali T.C. Merkez Bankasi veri tabani
Konut tamirat1 T.C. Merkez Bankasi veri tabani
Oncii gostergeler T.C. Merkez Bankasi veri tabani
Isgiicii piyasast

Isgiicii T.C. Merkez Bankasi veri tabani
Bankacilik

Toplam banka mevduati T.C. Merkez Bankasi veri tabani

Bireysel emeklilik sistemi
BES katilimct say1st Emeklilik Gozetim Merkezi (EGM)

verilen yanitlarin birlikte degerlendirilerek 6zetlendigi bir gostergedir. Beklentiler alt grubundaki
degiskenler, aylik tiiketici egilim anketi ile tiiketicilerin maddi durum ve genel ekonomiye yonelik
mevcut durum degerlendirmelerini, gelecek donem beklentileri ve harcama ile tasarruf egilimlerini
tespit etmektedir. Genel ekonomik durum beklentisi, tiiketicilerin anket yolu ile 12 ay 6ncesine gore
mevcut dénemde genel ekonomik durum hakkinda egilimlerini gosteren bir degiskendir. Igsizlerin
sayist beklentisi degiskeni, Tiirkiyede gelecek 12 aylik donemde issiz sayis1 beklentisi endeksini ifade
etmektedir. Issiz sayis1 beklentisi endeksinin artmast igsiz sayisinda azalma beklendigini, endeksin
azalmasi ise igsiz sayisinda artis beklendigini ifade etmektedir. Yari-dayanikli titketim degiskeni,
tilketicinin mevcut dénemin dayanikli tiketim mallar1 satin almak icin uygunluguna iligkin
diisiincesi ifade etmektedir. Tasarruf etme ihtimali, tiiketicinin gelecek 12 aylik donem igerisinde
tasarruf etme ihtimalini, konut tamirati ise, tiiketicinin gelecek 12 aylik donemde konut tamirat
i¢in para harcama ihtimalini anket yolu ile lgmektedir. Isgiicii, mal ve hizmetlerin {iretimi igin
emek arzinda bulunan veya bulunmak isteyen caligma ¢agindaki niifusu ifade etmektedir. Isgiicii,
istihdamda olanlar ile igsizlerin toplamindan olugmaktadir (TUIK, 2022). Oncii gostergeler, genel
ekonomi igin TCMB tarafindan belirlenen bilesik oncii gostergeler endeksini ifade etmektedir. Oncii
gostergeler endeksi gayri safi yurtici hasila (GSYIH) ile iliskili olan gesitli serilerin birlestirilmesiyle
olusturulmugtur. Toplam banka mevduati degiskeni, bankalardaki TL cinsinden ve yabanci para
cinsinden toplam mevduati ifade etmektedir (TCMB, 2022). BES katilimc1 sayisi, bireysel emeklilik
sistemindeki katilimei sayisini ifade etmektedir. Degiskenlerin tanimlayici istatistikleri Tablo 2'de

gosterilmistir.
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Tablo 2: Tanimlayici Istatistikler

Degiskenler Ortalama  Medyan EnYiiksek  EnDiisiik  Std.Sapma  Carpiklik Basiklik
Sanayi tiretimi 124.826 121.570 165.561 78.216 18.315 -0.268 3.025
Enflasyon 570.6247 498.580 1046.890 398.070 191.675 1.342 3.447
Giiven endeksi 77.868 79.604 86.629 63.410 5.2106 -0.990 3.223
Se‘ﬁzln;i?mmlk durem 56 336 60.121 80978 36.930 10.925 0131 2457
Igsizlerin say1st beklentisi 62.661 63.071 72.505 53.756 5.276 0.037 1.860
Yari-dayanikh tikketim  103.140 103.371 111.006 95.491 3.742 -0.115 2.131
Tasarruf etme ihtimali ~ 26.427 26.390 38.270 19.441 4.859 0.426 2.167
Konut tamirati 24.622 23.864 33.080 18.722 3.633 0.704 2.743
I§gﬁci'1 32401.640 32453 34866 28794 1397.357 -0.400 2.956
Oncii gostergeler 5.824 6.440 20.170 -6.010 3.859 0.458 7.403
Toplam banka mevduati  3.590 Milyar 3.230 Milyar 7.420 Milyar 1.970 Milyar 1.490 Milyar 1.090 3.213
Sanayi iiretimi 124.826 121.570 165.561 78.216 18.315 -0.268 3.025
BES katilimct say1st 698540 6900318 7628799 6794436 225621 1.584 4.298

Tablo 3’te, Bireysel Emeklilik Sistemindeki katilimci sayisi ve diger degiskenler arasindaki korelasyon

katsayilar1 gosterilmistir. Enflasyon orani ve toplam mevduat diizeyi en yiiksek korelasyon

katsayilarina sahip degiskenlerdir. Bu gézlemden yola ¢ikarak, uygulanacak regresyon modellerinde

bu degiskenlerin a¢iklama giiciiniin, veri setindeki diger degiskenlere gore daha yiiksek olacag:

ongoriilebilir. Diger degiskenlere gore, enflasyon ve toplam banka mevduati degiskenlerinin

korelasyon katsayilar1 pozitif ve oldukea yiiksek ¢ikmaktadir. Oncii gostergeler degiskeni icin de

korelasyon katsayist nispeten yiiksek bir degere sahiptir.

Korelasyon analizine gore banka mevduatinin artmasi ile beraber BES katilimci sayisinin artmasi

meydana gelmektedir.

Tablo 3: BES Korelasyon Tablosu

Degiskenler Korelasyon Katsayisi
Sanayi {iretimi -0.031
Enflasyon 0.548
Giiven endeksi -0.015
Genel ekonomik durum beklentisi -0.056
Igsizlerin say1st beklentisi -0.022
Yari-dayanikli titketim 0.038
Tasarruf etme ihtimali 0.013
Konut tamirat1 0.006
Oncii gostergeler -0.043
Isgiicii 0.163
Toplam banka mevduati 0.334

Not: BES katilimci sayisi ile analizdeki diger degiskenler arasindaki korelasyon katsayilar: belirtilmistir.
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Diger bir deyisle, toplam mevduatin artisi, hanehalkinin potansiyel olarak sahip oldugu harcanabilir
gelirdeki artisa 151k tutmaktadir. Dolayisiyla, harcanabilir gelirdeki artis, emeklilik katk: pay: gibi
harcamalara ayrilacak biitgenin de ayni zamanda bir artis potansiyeline sahip oldugunu icermektedir.
Korelasyon analizi kesin olarak bir nedensellik ifadesi tasimadigindan, dérdiincii boliimde yer alan

regresyon analizi modelleri bu korelasyon iliskisini istatistiksel olarak test etmektedir.

Istatistiksel anlamda analizin giivenilirligini arttirmak amaciyla modellerde duragan zaman serileri
kullanilmistir. Zaman serilerinin duraganligini tespit etmek amaciyla Phillps-Perron (PP) testleri
kullanilmistir. Duraganlik testlerinin sonuglar1 Tablo 4’te yer almaktadir. Uygulanan duraganlik
testleri sonucunda, degiskenlerin logaritmik farklar1 alindiktan sonra, zaman serilerinin duragan
hale geldigini ve analiz i¢in o uygun bir yap1 olusturdugu goriilmektedir. Zaman serilerindeki diger
bir sorun ise degisken varyans, diger ifade ile heteroskedastisite sorunlarindan kaynaklanmaktadur.

Degisken varyans sorununu 6nlemek adina, regresyon tahmininde Huber-White kovaryans metodu

kullanilmastir.
Tablo 4: PP Birim Kok Testi Sonuglar:

Degiskenler Seviye Birinci Fark
Sabit Trend Sabit Trend
ot fretimi 110.027 29.899 20352 220,041
Y (0.000) (0.000) (0.000) (0.000)
Entlasvon 22,705 -3.436 77888 7,650
Y (0.081) (0.060) (0.000) (0.000)
Gitven endeksi 9243 -10.960 -33.606 -35.410
(0.000) (0.000) (0.000) (0.000)
. ) 45070112 5011 -19.607 -20.834
Genel ekonomik durum beklentisi 0.001) (0.001) (0.000) 0.000)
tesiglerin savist bekdenisi -11.44830 11.605 -35.198 234,601
¥ Y (0.0000) (0.000) (0.000) (0.000)
_— 7,586 7477 -34.078 -36.328
Yan-dayanikls tiiketim (0.000) (0.000) (0.000) (0.000)
Tasarraf etrme ihtimmali -10.079 -9.987 72,071 73.118
(0.000) (0.000) (0.000) (0.000)
Konut tamisat -8.685 -8.535 -28.483 27.571
(0.000) (0.000) (0.000) (0.000)
S aésterecler 4504 -4.593 -19.244 220,459
U gosters (0.001) (0.003) (0.000) (0.000)
teotici -6.294 -6.223 -35.410 42,021
38 (0.000) (0.000) (0.000) (0.000)
-5.667 -6.194 -27.490 -29.057
Toplam banka mevduati (0.000) (0.000) (0.000) (0.000)
-1.688 2,866 8975 -8.877
BES katilmer sayrs1 (0.429) (0.183) (0.000) (0.000)

Not: Parantez igindeki degerler, ¢esitli anlamlilik diizeyinde p-olasilik degerleri anlamina gelir.
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4. Aragtirma Bulgular

4.1. Veri Yapisi ve Tahmin modeli

Tahmine konu olan Holt-Winters modelinde kullanilan metodoloji asagida anlatilmistir. Modele
trend, devresellik (mevsimsellik) ve diizey bilesenleri dahil edilmistir (Bkz. Hanke & Wichern
(2005)). Trend ve devresel bilesenlerle beraber, iistel diizeltme yaklasimi benimsenmistir. Asagida,
bilesenlerin istatistiksel ifadeleri (1) — (4) numarali denklemlerde gosterilmektedir.

e  Gelecek donemlerin tahmini:

Verp = Yot pTe + Se_gip (1)

o+  Ustel olarak diizeltilmis seriler veya mevcut diizey tahmini:

Y=a(Y(t) — S(t—s)+ 1 —a)(¥Y(t—1) +T(t — 1))
e Trend tahmini:

T=pY(t) —Yt—-1)+ 1A -BT(t—-1) 3)
«  Devresel Bilesen tahmini:

S=yY (@) =S({E=s)+A=y)S(t—5s) @)

Tanimlarda kullanilan degiskenlerin anlamlar su sekildedir: @,diizey degeri diizeltme parametresi,
Y,, t ve s periyodundaki zaman serisinin mevcut degerleri, f, trend diizeltme parametreleri, ¢,
trend tahmini, p, gelecekteki donemler, )A’H_p, gelecek p donemleri igin tahmin, y, devresel bilesen
diizeltme parametresi, S;, devresel bilesen.

Holt-Winters tahmin modelinden elde edilen diizeltme parametre degerleri su sekilde tahmin
edilmektedir: =1, =0, y=0.69.

Elde edilen tahmin modelinin grafigi Sekil 2de gosterilmektedir. Koyu renkteki ¢izgi mevcut
veriyi, agik renkteki ¢izgi ise tahmin edilen veriyi belirtmektedir. Goriilecegi iizere, mevcut
devresel dinamikler karmasik bir yapiya sahiptirler, tahmin degerleri bu devresel dinamikleri
ongorebilmekte, fakat tahmin edilen zaman araliginda, zamansal olarak gecikmeler yagsanmaktadir.
Modelin 6ngordiigii dinamikler, siniissel bir trend unsurunu 6ngérmektedir. Model, daha belirgin
olan devresel hareketleri, donemsel olarak ileriye yonelik tahmin etmektedir. Bu sonug, katilim
sayisindaki degisimin pandemi doénemi boyunca volatil bir yapiya sahip oldugunu ve yasanan
belirsizliklerden oldukea fazla etkilendigini ifade etmektedir. Mevcut zaman serisinin yapist ¢ok
volatil oldugundan, tahmin edilen zaman serisi de ayn: sekilde agir1 bir tepki vermeye egilimli bir
durumdadir. Bu yiizden, kimi zaman asir1 pozitif bir sapma yasanirken, diger zaman dilimlerinde
asir1 negatif bir sapma yasanmaktadir.
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Pandemi kosullarini ve akabinde meydana gelen yiiksek enflasyon ortaminda bu tiirden donemsel
etkileri gormek izah edilebilir bir durumdur. Mevcut tahminin, makroekonomik 6l¢iide bir tiirbiilans
ve belirsizlik donemine ait oldugu disiiniiliirse, BES katilimindaki degisimlerinin bu devinimlerinin
etkisinde kaldig: ifade edilebilir. Devresel etkilerin katsayisini 6l¢en deger 0.69'dur; bu deger oldukea
yiiksek olmakla beraber, diizey katsayisinin etkisinden diisiik olsa da, diizey parametresi ile ¢ok

yiiksek bir etkilesim i¢indedir.

BES katilimer
say1st degisimi

Tahmin degeri

: w Diizey deeri

Trend degeri

] \J\/\/\J\/\/\J\ Devresel degeri

? T T T T T .
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|
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T T T T
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Sekil 2: Holt-Winters Tahmin Modeli
Not: BES katilimct sayist degisimi, gerceklesen degerler koyu renkteki ¢izgi ile, tahmin degerleri agik renkteki ¢izgi

ile gosterilmigtir.

4.2. Regresyon Modelleri

Analizde kullanilan regresyon modellerinin spesifikasyonlar1 asagidaki denklemlerde yer
almaktadir. Tablo 4’teki birim kok test sonuglar1 dogrultusunda, zaman serisi analizinde duraganlik
kosulunu saglamak amaciyla, tiim degiskenlerin logaritmik farklar1 kullanilmistir (Bkz. Wooldridge
(2015)). Bu boliimde, BES katilimi, yukaridaki degiskenler kullanilarak, ¢esitli regresyon modelleri
ile analiz edilmistir. Yukarida bahsedilen dalgalanmalarin olumsuz etkilerini en aza indirmek
adina, BES katilimi degiskeni, ayrica, devresel etkilerden arindirilmistir. Analize konu olan model
spesifikasyonlar1 (5) — (8) numarali denklemlerde gosterilmektedir. Regresyon model sonuglar:

Tablo 5’te yer almaktadir.
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Model 1

BES katilimei sayist = f; + f3; Sanayi + f,Enflasyon + f;Giiven Endeksi +

ByGenel Ekonomik durum beklentisi + fsissizlerin Sayis Beklentisi +

BsYart Dayanikl Tiketim + B, Tasarruf etme ihtimali + fgKonut tamirati +

BoToplam Banka Mevduatt + ¢ (5)

Model 2

BES katilimci sayisi = i, + f;Sanayi + f,Enflasyon + f;Giiven Endeksi + B, 1sGicii + ¢ (6)
Model 3

BES katilimci sayisi = i, + f; Sanayi + f,Enflasyon + f;Giiven Endeksi + f,0ncil Gostergeler + &
()
Model 4

BES katilimci sayisi = i, + B; Sanayi + f,Enflasyon + f;Giiven Endeksi + f,0ncil Gostergeler +
s Toplam Banka Mevduati + ¢ 8

Tablo 5: Model Spesifikasyonlar:

Degiskenler Model 1 Model 2 Model 3 Model 4
Regresyon Sabiti 0.0002579 0.00103** 0.00105** 0.000387
Genel makro-  Sanayi iiretimi 0.0003362 0.00117 0.0000043 0.000137
chonomik Enflasyon 0.0635*** 0.0605*** 0.0601*** 0.0579 ***
degiskenler Y : : : :
Giiven Endeksi -0.010006 -0.00377 -0.00258 -0.00185
Genel . e.konom1k durum 0.00741
beklentisi
Issizlerin sayis1 beklentisi -0.00940
Beklentiler  Yari-dayanikls tiketim 0.0233
Tasarruf etme ihtimali 0.00226
Konut tamirati -0.00152
Oncii gostergeler 0.00051 0.000359
Isgiicii piyasast fsgiicii -0.0258
*k i
Bankacilik Toplam banka mevduati 0.0251 0.0229
] R? 0.420 0.316 0.309 0.381
Istatistikler
Diizelt. R? 0.262 0.244 0.236 0.298
F - istatistik p-degeri 0.0194** 0.00511*** 0.00603*** 0.00242***

Not: Swrasyla, cesitli anlambilik diizeyinde kritik degerleri ifade etmektedir; * p < %10, ** p < %5, ***p < %1.
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Tablo 5teki elde edilen model sonuglarina iligkin baglica degerlendirmeler asagida sunulmustur.
Model 1'de, sanayi tiretimi, enflasyon, tiiketici giiven endeksi ve reel ekonomiye iligkin beklentilerden
olusan degiskenler modele dahil edilmistir. Bunun yaninda, bankacilik alaninda toplam mevduat
diizeyi modele dahil edilmektedir. Sonuglara bakildiginda, makroekonomik degiskenler alaninda,
enflasyon orani, ¢ok yiiksek diizeyde istatistiksel olarak anlamli ¢ikmaktadir; anlamlilbk diizeyi
%1 civarindadir. Istatistiksel olarak diger bir anlamli degisken, toplam mevduat degiskeni oldugu
goriilmektedir. Anlamlilik diizeyi daha diisiik olmakla beraber, %5’lik bir anlamlilik diizeyi mevcuttur.
Enflasyon oranin katsayist 0.0635, toplam mevduatin katsayisi ise 0.0251 degerine sahiptir. Buradaki
sonug, enflasyon oranin gerek katsay1 degeri gerekse anlamlilik diizeyi olarak daha yiiksek olduguna
isaret etmektedir. Diger agiklayic1 degiskenler istatistiksel olarak anlamli bulunmamustir.

Model I’in agiklama giicti, R? degeri, zaman seri analizi baglaminda g6z 6nitinde bulunduruldugunda,
oldukga yiiksek ¢ikmaktadir, 0.42. Bu sonug, modelin bireysel emeklilik sistemine katilim konusunda
kapsayici bir sekilde agiklayici oldugunu gostermektedir. Bununla beraber, diizeltilmis deegeri
olduke¢a makul bir deger tasimaktadir, 0.26. Diizeltilmis R 2’nin daha diisiik bir degere sahip olmasi,
ekonomiye iliskin beklentilerin istatistiksel olarak anlamli olmamasindan kaynaklanmaktadir.
Degiskenlerin toplamdaki secimine iliskin bir ifade tasiyan F-istatistik kriteri, modeldeki regresyon
sabiti digindaki biitiin parametrelerin istatistiksel olarak anlamli olup olmadigini ve agiklayici
degisken tizerinde ne kadar etkili oldugunu gostermektedir. Genel olarak, Tablo 5’te yer alan diger
modeller i¢in de F-istatistik degeri cok yiiksek diizeyde istatistiksel olarak anlamli bir degere sahiptir.

Burada, Model 1'den elde edilen sonugta goriilen olgu, bireysel katilimei sayisinin nominal bazlh
degiskenlere ¢ok biiyiik bir duyarlilikla tepki verdigi goriilmektedir. Reel iiretim ve reel ekonomide
olusan beklentilerden ziyade, TUFEden elde edilen enflasyon orani gibi bir nominal olgunun ¢ok
bitylik oranda modeli domine ettigi ve katilimci sayisi fizerinde giiglii bir etkiye sahip oldugu ifade
edebilir.

Model 2 genel makro ekonomik degiskenleri, tiiketici giivenini ve isgiicii piyasast degiskenlerini
icermektedir. Bu modelde, sonuglardan gorildagi olgiide, agiklayici degisken olarak sadece
enflasyon oraninin %1 anlamlilik diizeyinde bir etkiye sahip oldugu tespit edilmektedir. Enflasyon
oraninin katsayisi 0.06 civarindadir.

Model 2de, R?, 0.42 degerine, diizeltilmis R%, 0.26 degerine sahiptir. Modelin a¢iklama giicii
zaman serisi analizi baglaminda olduk¢a makul bir diizeydedir. Isgiicii degiskeninin istatistiksel
olarak anlamli olmamasi, diizeltilmis deegerini diigirmektedir. Modelin F-istatistik degerine
bakildiginda, modelin istatistiksel olarak anlamli bir degere sahip oldugu goriilmektedir, p-degeri
0.0025 civarindadir. Dolayisiyla, degiskenlerin BES katilimci sayisi tizerinde toplamda etkili olduklar:
ifade edebilir.

Model 3’te, makro ekonomik degiskenler, tiiketici gliven endeksi ve oncii gostergelere yer verilmistir.
Bu modelde, enflasyon oran: 0.06 katsay: degeri ile %1 anlamlilik diizeyinde istatistiksel olarak
anlamli ¢tkmaktadir. Bu model spesifikasyonundaki sonuglar, enflasyon oraninin BES katilimc
say1s1 lizerinde pozitif yonde bir etkiye sahip oldugunu yeniden gostermektedir. Modeldeki R? ve
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diizeltilmis R?, 0.31 ve 0.24 degerlerini tasgimaktadir. F-istatistik degeri ok yiiksek diizeyde anlaml
¢ikmaktadir.

Model 4’te, makro ekonomik degiskenler, tiiketici giiven endeksi, dncii gostergeler ve toplam
mevduat degiskenleri analize dahil edilmistir. Gériilmekte oldugu gibi, daha 6nceki modellemelerde
bitylik oranda anlaml ¢ikan degiskenler, bu modele dahil edilmis ve BES katilimi iizerine olan
etkileri incelenmigtir. Yine bu modelde, enflasyon katsayzsi, 0.06, pozitif ve yiiksek diizeyde anlamli
¢tkmaktadir. Toplam mevduat ise anlamli ve pozitif yonde katilim: etkilemektedir, katsay: degeri
0.022 civarindadir. Yine bu modelde R? ve diizeltilmis R?, olduk¢a makul degerlere sahiptirler, 0.38
ve 0.29.

5. Sonug ve Tartisma

Bu ¢aligmada, Covid-19 pandemi siirecinde BES katilimi tizerinde etkili olan ¢esitli makroekonomik
ve sektorel kosullar sayisal olarak incelenmistir. Elde edilen sonuglardan yola ¢ikarak, BES katilim1
tizerine cesitli cikarsamalarda bulunmak miimkiindir.

Uygulanan tiim model spesifikasyonlarinda, enflasyon degiskeni katsayisi istatistiksel olarak
yiksek diizeyde anlamli ¢ikmaktadir. Caliymanin kapsaminda olan 2020-2022 yillar1 goz 6ntinde
bulunduruldugunda, yurt dis1 ve keza yurtici enflasyonun ¢ok ytiksek diizeylerde oldugunu ve yiiksek
oranda dalgalanmalara maruz kaldig1 goriilebilir. Fiyat istikrarinin bozulmasi, ekonomide olumsuz
gelismelere yol agmaktadir. Fiyat istikrarinin bozulmast ile olusan yiiksek enflasyon ortaminda,
makroekonomik arz ve talep koordinasyonunda aksaklik ve refah diizeyinde bozulma yasanmasi
muhtemeldir. Yitksek enflasyon ortaminda gercek¢i beklentiler ve dngoriiler olusturmak oldukea
zordur. Ortaya ¢ikan belirsizlik ortaminda, tedarik zincirinin sekteye ugramas ve iiretimin diistisii
gozlemlenmektedir. Dolayisiyla, reel ekonomiye dair alanlarda yiiksek dalgalanmalar meydana
gelmektedir. Covid-19 pandemi kosullarinin yaratig: tedarik zincirindeki daralma ve dalgalanmalar
da goz oniinde bulunduruldugunda, bahsi gegen konularin boyutu daha iyi anlagilmaktadir. Global
gapta makroekonomik dalgalanmalar ve beraberinde getirdigi durgunluk, Tiirkiye ekonomisini
fazlasiyla etkilemistir. Bu durum 6zellikle tiretim girdi maliyetlerinde ve enerji fiyatlarinda kendini
gostermektedir.

Son olarak, ¢aliymanin kapsadig: yillarda ortaya ¢ikan Covid-19 krizinin petrol ve enerji fiyatlarini
tirmandirmasi, tlke ekonomisinin genel makroekonomik dengesinde ciddi bozulmalarin
yasanmasina neden olmustur. Caligmada yer alan tiim model spesifikasyonlarinda elde ettigimiz
sonuglardaki beklenti ve Oncii gostergelerinin, bunun yaninda, sanayi iiretimi ve istihdam
piyasasina iliskin degiskenlerin istatistiksel olarak anlamli olmadig1 gzlemlenmektedir. Bahsedilen
yiksek enflasyon ortamini ve Covid-19 pandemi kogullarini géz 6niinde bulunduruldugunda, bu
degiskenlerin, istatistiksel olarak neden anlamli ¢tkmadig1 anlagilmaktadir.

Toplam banka mevduatinin katsay1 degeri, yer aldig tiim model spesifikasyonlarinda istatistiksel
olarak anlamli ¢ikmaktadir. BES katilimi tizerine olan etkisini agiklamak i¢in banka mevduati
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degiskenin nominal tiirde finansal bir degisken oldugunu belirtmekte fayda var. Mevduat degerleri
nominal diizeyde olgiildiigi icin, bu degisken enflasyon trendi ile nispeten uyumlu hareket
etmektedir. BES sozlesmelerindeki prim 6demeleri de nominal olarak belirlendiginden, ortaya
benzer dinamiklere sahip degiskenler ortaya ¢ikmaktadir ve Tablo 3’teki korelasyon katsayisi zaten
oldukga yiiksek ¢ikmaktadir.

Calisma bulgularindaki enflasyon katsayisinin 6énemi diisiiniildéigiinde, daha diisiik bir enflasyon
ortaminin yaratacag: fiyat istikrarina bagl olarak ortaya ¢ikan makroekonomik denge, BES
katilimini tesvik edecektir. TCMBnin izledigi para politikasindaki enflasyon hedefini tutturmasi,
finansal piyasalarinin bir¢ok alaninda oldugu gibi, bireysel emeklilik sisteminde de baslica bir 6neme
sahip olmaktadir. Covid-19 siirecinin yarattig1 belirsizlik ortamimin séniimlenmesi ve hanehalk
giderleri tizerine bask: yaratan yiiksek enerji fiyatlarinin istikrara kavusmast ile, bireysel emeklilige
olan ilginin artacagi ongorillmektedir.
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Abstract

Today, the role of leaders in the success of organizations cannot be denied. Especially when managerial
developments, values, systems and relationships are taken into consideration, the need and expectations
for ethical behavior of leaders come to the forefront. Within this context, the perception of managers as
ethical leaders may affect their employees’ tendency to encourage moral identities as well as whistleblowing
intentions to share illegitimate situations. In order to fulfil this expectation, it may be important to consider
the power distance orientations of managers. Within this context, the main purpose of this study is to
examine the mediating role of moral identity and the moderating role of power distance orientation in the
effect of ethical leadership on whistleblowing intention. The study was conducted on 242 bank employees
who were reached by convenience sampling method within the scope of quantitative research methods. The
results of the study revealed that ethical leadership has a positive and significant effect on whistleblowing
intention and moral identity. In addition to the mediating effect of moral identity on the whistleblowing
intention of ethical leadership, it was determined that power distance orientation has a moderating role
in the effect of ethical leadership on moral identity. In the conclusion section of the research, the findings
obtained were evaluated and suggestions for future research were presented.

Keywords: Ethical leadership, whistleblowing, moral identity, power distance orientation.

JEL Classification: D23, 1.29.

Extended Summary

Today, almost all organisations that strive to survive under destructive competitive conditions may
face ethical problems. In fact, such intense competition may trigger the emergence of unethical
behaviours. On the other hand, the fact thatleaders who direct organisations and employee behaviours
do not adopt an ethical management approach directly affects the working environment within the
organisation. In this context, it is possible to state that it is extremely important for the organisation
that the employees have this point of view as well as the leader having an ethical perspective. In order
to create an ethical working environment, it is necessary to exhibit ethical leader behaviours. The fact
that the prevailing climate in the organisation has ethical characteristics is an important factor that
directs employee behaviours and attitudes, and in order to be able to talk about the existence of such
an environment, leaders must come to the forefront with their ethical behaviours.

There are strong predictions that one of the healthiest and easiest ways to be aware of possible ethical
misconduct that may occur in organisations is through whistleblowing within the organisation. The
phenomenon of whistleblowing refers to the reporting of many illegal situations such as nepotism,
acting in line with personal interests, bribery, physical or mental harassment to the authorities inside
or outside the organisation. The individual who is subjected to this behaviour is sensitive to the
unethical situation experienced and considers whistleblowing behaviour as his/her duty in order
to solve the problem. Organisations establish and operate systems to support whistleblowing, but
given the voluntary and risky nature of whistleblowing, interpersonal interactions with colleagues
and direct leaders who are likely to support (or prevent) whistleblowing in organisations are crucial.
This perspective points to the need to emphasise the impact of ethical leadership on the propensity
to whistleblowing.
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Moral identity is a phenomenon that directs the behaviour of individuals and motivates them
to behave morally. In this context, it should be emphasised how important a role moral identity
plays in the background of any behaviour exhibited. Therefore, employees’ moral identities may
have a significant role in the effect of ethical leadership on whistleblowing intention. On the other
hand, power distance orientation is defined as the degree of acceptance and normalisation of the
distribution of power inequalities in society. In this context, it can be expected that power distance
orientation has a significant role in the effect of ethical leadership on employees’ moral identities. In
the light of this information, the following hypotheses were developed to be tested:

H : Ethical leadership has a positive effect on whistleblowing intention.
H.;: Ethical leadership has a positive effect on moral identity.
H.: Moral identity has a positive effect on whistleblowing intention.

H,: Moral identity has a mediating role in the relationship between ethical leadership and
whistleblowing intention.

H.: Power distance orientation has a moderating role in the effect of ethical leadership on moral
identity.

Within this context, the main purpose of the study is to examine the mediating role of moral
identity and the moderating role of power distance orientation in the effect of ethical leadership
on whistleblowing intention. The data of this study consist of 242 bank employees working in the
banking sector and who can be reached by convenience sampling method. Questionnaire technique,
one of the quantitative research methods, was utilised in the study. The scale created in this context
consists of five sections. SPSS and AMOS programs and PROCESS Macro application were used to
analyse the research data.

The results of the study revealed that ethical leadership has a positive and significant effect on
whistleblowing intention and moral identity. In addition to the mediating effect of moral identity on
the whistleblowing intention of ethical leadership, it was determined that power distance orientation
has a moderating role in the effect of ethical leadership on moral identity. In the conclusion section
of the research, the findings obtained were evaluated and suggestions for future research were
presented. All hypotheses developed within the scope of the research were supported and the results
obtained were similar to the results of the studies in the relevant literature. In this respect, it can be
said that the main contribution of this study is to support the relevant literature.

1. Giris

Guniimiizde yikici rekabet kosullar1 altinda varligini siirdiirebilme ¢abasinda olan orgiitlerin
neredeyse tamamu etik problemlerle karg: karsiya kalabilmektedir. Oyle ki rekabetin bu denli yogun
olmasi etik dist davranislarin ortaya ¢ikmasini tetikleyebilmektedir. Diger taraftan orgiitlere ve
calisan davranislarina yon veren liderlerin, etik yonetim anlayisini benimsememis olmalar1 da 6rgiit

227



Giilsah GENCER CELIK « Erkan TASKIRAN « Gokten ONGEL

i¢i caligma ortamina dogrudan etki etmektedir. Bu baglamda liderin etik bakis agisina sahip olmalar:
kadar, ¢alisanlarin da bu bakis agisinda olmalari 6rgiit icin son derece 6nemli oldugunu ifade etmek
miimkiindiir. Etik bir ¢alisma ortaminin yaratilabilmesi igin etik lider davranislarinin sergilenmesi
gereklidir. Orgiit iginde hakim iklimin etik dzellikler tagiyor olmasi ¢alisan davranig ve tutumlarina
yon veren onemli bir unsuru ifade etmektedir ve boyle bir ortamin varligindan s6z edebilmek igin,
liderlerin etik davranislariyla 6n plana ¢ikmasi gerekmektedir.

Orgiitleri biiyiik varolus krizlerine sokan yoneticilerin, etik suiistimal vakalar1 yénetim alaninda
organizasyonlarin ciddi suiistimallerin {izerinden nasil gelebilecekleri ve 6nceden soz edilen
suiistimaller konusunda nasil haberdar olabilecekleri hususunda var olan ilgiyi canlandirmistir. S6z
konusu etik ihtimaller konusunda en yakin érnekler Enron, Worldcom, Tyco, Lehman Brothers
gibi diinyaca {inlii biiyiik firmalarda yasanan vakalardir. Orgiitlerde ortaya cikabilecek olasi etik
suiistimallerden haberdar olmanin en saglikli ve kolay yollarindan birinin 6rgiit igerisinden bilgi
ucurma oldugu yoniinde giiclii 6ngoriiler olusmustur. Bilgi u¢urma olgusu adam kayirmacilik, sahsi
¢ikarlar dogrultusunda davranma, riigvet, fiziksel veya ruhsal taciz gibi pek ¢ok yasa dist durum
karsisinda, orgiit i¢indeki ya da digindaki otoritelere bu durumun bildirilmesini ifade etmektedir. Bu
davraniga maruz kalan birey, yasanilan etige aykiri durumu yonelik hassasiyet yasayip, problemin
¢oziilebilmesi adina bilgi ugurma davranigini kendisine gorev addetmektedir. Alanyazin bilgi
ugurma davraniginin liderlik, ahlaki yapi, orgiit iklimi, etik iklim, organizasyonel tanimlama gibi
unsularla iligkili oldugunu gostermektedir (Aslam vd., 2021). Orgiitler, bilgi ugurmay1 desteklemek
i¢in sistemler kurar ve yiritiirler ancak, bilgi ugurmanin gonilli ve riskli dogasi géz ontine
alindiginda, érgiitlerde bilgi ugurmay1 desteklemesi (veya engellemesi) muhtemel olan is arkadaslar:
ve dogrudan liderlerle olan kisileraras: etkilesim olduk¢a 6nemlidir (Bhal & Dadhich, 2011). S6z
konusu perspektif etik liderligin bilgi ugurma egilimi tizerindeki etkisine vurgu yapilma gerekliligine
isaret etmektedir.

Giiniimiiz kogullarinda ¢aliganlarin rolii yeniden tanimlanmakta ve gerek iiretim, gerek hizmet ve
gerekse stireci yoneten, koordine eden ve gerekirse yeniden sekillendiren bir gii¢ unsuru olarak
ortaya ¢ikmaktadir. Bu manada ¢alisanlarin kisisel anlamda ahlaki degerlere sahip olmalar bityiik
onem kazanmaktadir. Ahlaki kimlik, bireylerin davranislarina yon veren ve onlar1 ahlaki davranmaya
motive eden bir olgudur. Bu kapsamda sergilenen herhangi bir davranisin arka planinda, ahlaki
kimligin ne derece 6nemli bir rolii oldugunun tizerinde durulmalidir (Reed & Aquino, 2003). Ahlaki
kimligin, uyum, saygi, hosgorii, tretkenlik, dayaniklilik, yardimseverlik gibi pozitif tutumlarla
bagdastirilmasi, bilhassa kurumlara olumlu katk: saglayacak ve ¢alisanlarin hem performanslarina,
hem kurumla 6zdeslesmesine hem de kuruma yonelik duygu ve diisiincelere de etki edecektir
(Akdogan, Cingdz, & Koksal, 2020). Dolayisiyla ¢alisanlarin ahlaki kimliklerinin etik liderligin bilgi
ucurma egilimi tizerindeki etkisinde anlamli bir rolii olabilir. Diger taraftan gii¢ mesafesi yonelimi,
toplumda gii¢ esitsizliklerinin dagilimini kabul etme ve normal olarak degerlendirme derecesi
seklinde ifade edilmektedir (Hofstede, 2011). Ek olarak giic mesafesi 6rgiitteki bireylerin davranis
bigimleri ve gii¢c dengesizligini hangi 6l¢iide kabul ettiklerine gore sekillenmektedir (Ertiirk & Bediik,
2015). Bu baglamda etik liderligin ¢alisanlarin ahlaki kimlikleri tizerindeki etkisinde gii¢ mesafesi
yoneliminin anlamli bir rolii olmasi beklenebilir.
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Tiim bu bilgiler 1s181nda ¢aligmanin temel amaci etik liderligin bilgi ugurma egilimi tizerindeki
etkisinde ahlaki kimligin aracilik ve giic mesafesi yoneliminin diizenleyici roliinti incelemektir.
Caligma ii¢ béliimden olusmaktadir. ilk béliimde yapilan literatiir taramasi sonucu ulagilan kavramsal
cerceve ve arastirma kapsaminda gelistirilen hipotezler sunulmustur. Ikinci boliimde aragtirmanin
yontemi kapsaminda 6rneklem ve aragtirma prosediirii, veri toplama araglar1 ve verilerin analizi ile
ilgili bilgiler sunulmustur. Son boliimde ise elde edilen bulgular sunulduktan sonra aragtirmanin
sonucu ve gelecek aragtirma onerileri ele almmuigstir.

2. Kavramsal Cerceve

2.1. Etik Liderlik

Etik liderlik kavraminin daha net anlasilmasi icin Oncelikle etik kavramindan bahsetmek
kaginilmazdir. Etik kavraminin temeli Yunanca’ya dayanmaktadir ve karakter manasindaki “ethos”
ve gelenek manasindaki “mores” kelimelerinden meydana gelmistir (Kaygin, Topguoglu, & Ozkes,
2018). Etik, kelime anlamin olarak bireylerin dogruya nasil ulasacagi konusunda rehberlik etmesinin
yani sira dogrunun ve yanligin nasil degerlendirilip analiz edilebilecegini gosteren felsefi bir yaklagimi
ifade etmektedir (Liman, El¢i, & Murat, 2019). Etik Liderlik ise, “kisisel eylemler ve kisileraras:
iligkiler yoluyla normatif olarak uygun davranisin gosterilmesi ve bu tiir davraniglarin iki yonli
iletisim, pekistirme ve etik karar verme yoluyla takipgilere tesvik edilmesi” olarak tanimlanabilir
(Ismail vd., 2021). Ote yandan Brown, Trevino, & Harrison (2005), tarafindan yapilan tanimlamaya
gore etik liderlik, uygun davranig kurallar1 ve eylemlerin, izleyenlere kisileraras: iliskiler vasitasiyla
aktarilmasi ve bu davranig kurallarinin iletigim, karar almaya yonlendirme ve tegvikle desteklenmesi
seklinde ifade edilmistir. Etik liderlik, liderlik tiirlerinden birisidir ve kurumlarin global o6l¢ekte
birbirleriyle yaris i¢inde olup, basar1 baskisinin ve kosullar her ne olursa olsun kazanma diirtiisiiniin
ortaya ¢ikmasiyla son derece dnemli bir kavram haline gelmistir (Bello, 2012).

Etik liderlik, liderin astlar1 tarafindan algilanan etik davranisidir. Etik liderler, ¢aliganlardan dogru
seyleri yapmalari i¢in deger verir, bekler ve tesvik eder, ¢alisanlara etik olmayan davranislar: ustalikla
tanimay1 ogretir ve orgiitiin hedeflerine ulagmast icin yiiksek etik degerlerini olusturur ve korur
(Cintya & Yustina, 2019). Giivenilirlik, adil olmak, etik davranslar sergilemek, etik davranmaya
yoneltmek adina 6diil ve ceza sistemleri uygulamak ve baskalarini 6nemsemek vb. etik liderlerin
en 6nemli davranis 6zellikleri arasinda yer almaktadir (Mayer vd., 2009). Bu baglamda etik liderin
ti¢ temel ozelligi Brown, Trevino, & Harrison (2005)nin yaptig1 kavramsallastirmada su sekilde
ifade edilmigstir: Birincisi, lider normatif olarak etik davranis sergiler. ikincisi, boyle bir lider astlar1
tarafindan bir rol model olarak kabul edilir. Uciinciisii, etik bir lider sadece kendisi etik degildir,
ayn1 zamanda uygun normlar, uygulamalar ve sistemler yaratarak astlarinin etik davranislarini da
destekler (Bhal & Dadhich, 2011). Bunun yanu sira, ¢aliganlara ahlaki davranislar hususunda 6rnek
teskil edebilmek adina rol model olacak bigimde hareket ederler ve caliganlara etik standartlar,
degerleri ve ilkeleri benimsetebilmek amaciyla diizenli geribildirimlerde bulunurlar (Mayer vd.,
2012). Etik liderler, yonetsel becerilerini ve ahlaki ilkelerini, etik eylemlerle birlestirerek ¢alisanlarinin
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davraniglarini etkilemek ve yonlendirmek i¢in kullanirlar (Ismail vd., 2021). Etige aykir1 davranislarin
tizerinde ise 6nemle durur ve ceza sistemi uygulayarak kontrol etmeye ¢alisirlar (Trevino, Brown, &
Hartman, 2003).

Liderlerin orgiitteki yogun rekabet ortaminin beraberinde gelen problemler karsisinda ¢oziim
iretmeye yonelik caba igerisinde olmalar1 ve sorumluluklarini goz ardr etmemeleri gerekmektedir
(Onan & Ozmen, 2023). Bu sorumluluklardan bir tanesi de karar vermektir ve etik liderler adaletli
davranip, etik unsur ve ilkeleri goz oniine alarak karar vermelidir (Tutar, Altinéz, & Cakiroglu,
2011). Etik liderler, orgiitii ve calisanlari ilgilendiren bir karar verirken kendi ¢ikarlarini gézetmek
yerine, grup ¢ikarlarini 6n plana alip, bu kararlarin diger tiim ¢alisanlar1 ne sekilde etkileyecegini
g6z oniine alarak davranmaktadir (Mayer vd., 2009). Ote yandan etik liderler, ¢aliganlarla 6rgiitiin
etik degerleri ve ilkeleri hakkinda iletigim kurarak, bu unsurlara ¢ekmekte ve béylelikle disiplini ve
kurum i¢i kurallar1 da stirdiirtilebilir hale getirmektedir (Trevino, Hartman, & Brown, 2000; Brown
& Trevino, 2006).

Etik liderlik kavrami pek ¢ok arastirmaci tarafindan ele alinmis ve farkl sekillerde boyutlandirilmistir.
Resick vd. (2006) etik liderlik kavramini, karakter ve duristlik, etik farkindalik, topluluk/insan
yonelimli olma, motive edicilik, cesaretlendirme ve giiglendirme, etik sorumlulugu yonetme olmak
tizere alt1 boyutta ele almistir. Bu baglamda liderlik comertlik, bagislayici olmak, tevazu gostermek,
comert olmak ve erdem sahibi olmak gibi eylemlerle ortaya ¢ikabilmektedir (Onan & Ozmen, 2023).
Bir diger ¢alismada etik liderlik, adil olmak ve ahlaklilik, gérev tanimlar1 ve gii¢ paylasimi olmak
tizere {ig boyutta incelenmistir (De Hoog & Den Hortog, 2008). Kalshoven, Den Hartog & De Hoogh
(2011) ise, Brown, Trevino, & Harrison'nun (2005) ¢alismasindan esinlenerek bu ¢calismay gelistirmis;
adalet, gii¢ paylasimi, gorev tanimyi, insan odaklilik, diiriistliik, etik rehberlik ve siirdiiriilebilirligin
onemi olmak tizere boyutlandirmistir. Etik liderler, bu liderlik tiiriiniin barindirdigr 6zellikler
vasitasiyla calisanlara drnek teskil ederek, etik davraniga yonlendirir, boylelikle ¢alisanlar bu davranig
kaliplarini 6ztimser, diiriistliik, seffaflik gibi etik lider davranislar: sayesinde olugan giiven ortamiyla
performanslari artar ve orgiite katk: saglarlar (Yildiz & Erdil, 2013).

2.2. Bilgi U¢urma Egilimi

Maruz kalinan adaletsiz yaklasimlar, haksizliklar ve yanligliklar kargisinda durumu dile getirmek
seklinde ifade edilen kavram olarak 1963 yilinda ABDde ulusal giivenlik tehditlerinin halka
aktarilmas1 amaciyla Otto Otepka tarafindan kullanilan bilgi ugurma kavrami (Yener, 2018), orgiit
ve ¢alisanlar bazinda ise ilk olarak, Near & Miceli (1985), tarafindan kullanilmistir. Bilgi ugurma
(whistleblowing), orgiitlerdeki etige aykir: tutum ve davraniglarin yaratacagi olasi problemlere engel
olmak maksadiyla bu tutum ve davranislarin gerek orgiit igindeki ve gerekse orgiit disindaki kisilere
aktarilmasini ifade eden kavramdir (Cemaloglu & Akyiirek, 2017). Bir diger tanimlamaya gére bilgi
ugurma, “(eski veya mevcut) orgiit tiyelerinin, isverenlerinin kontrolii altindaki yasa disi, ahlak dis1
veya gayri mesru uygulamalari, eylemde bulunabilecek kisi veya kuruluglara ifsa etmesi” seklinde
ifade edilebilmektedir (Alpkan vd., 2021). Berry (2004) bilgi u¢urmay: vicdanin sesi seklinde
tanimlamaktadir. Bilgi ugurma, genis ¢apta, dogasi geregi riskli olan, ¢aliganlar agisindan goniillii bir
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faaliyet olarak ele alinmaktadir (Bhal & Dadhich, 2011). Ote yandan whistleblowing kavrami 1shik
¢almak manasina da gelmektedir ve bu tanimlama, etige aykir1 ve yasa dis1 davranislarda bulunanlarin
1slik calarak engellenebilmesi temellerine dayandirilmaktadir (Hersh, 2002). Bu temeller ise, hakem
veya otorite olarak kabul edilen bir figiiriin okul, bahge, oyun alanlar1 gibi alanlarda, diizeni ve
otoriteyi saglamak maksadiyla diiditk ya da ishik kullanmalarindan geldigi ileri siiriilmektedir
(Jubb, 1999). Kavram Tiirkge literatiirde bilgi u¢urma seklinde (Aydin, 2003; Toker, 2014; Toker &
Oguz, 2015), olumsuz durumlarin ifsas1 (Demirtas, 2014), orgiit igindeki etige aykir1 durumlarin
ag1ga ¢ikarilmast (Ozaslan & Unal, 2016) seklinde karsilik bulmakta veya dogrudan Ingilizce haliyle
kullanilmaktadir (Cigdem, 2013). Diger taraftan bilgi ugurma kavrami pek ¢ok farkli kelimeyle
ifade ediliyor olmasina ragmen Tiirk¢ede tam bir karsiliginin bulunmuyor olmasi sebebiyle, Altintag
(2023), caligmasinda “Erdemli Raporlama” seklinde de ifade edilmistir. Bu ¢aligmada bilgi ugurma
egilimi olarak kavramsallastirilarak kullanilacaktir.

Bilgi ugurma egilimi orgiit icerisinden “dahili” ya da orgiit disindan “harici” bilgi ugurma seklinde
olabilmektedir. Bilgi ugurma isini yapan kisiler yani whistleblower seklinde adlandirilan kisiler 6rgiit
icinden kisiler olabilecegi gibi, daha 6nce istihdam edilmis kisilerden ya da orgiitiin paydaslarindan da
olabilmektedir (Cemaloglu & Akyiirek, 2017). Fakat arastirmalara gére muhbirlerin ¢ogu, disaridan
ihbarda bulunmadan 6nce dahili kanallar1 denemeye calisarak dahili ihbarlar1 tercih etmektedir.
Dahili bilgi ugurma egilimi (yani, stipheli uygulamalar1 6rgiit icindeki yetkililere ifsa etmek), rgiitlere
etik olmayan uygulamalar: diizeltme firsat1 saglayabilir ve bu nedenle gliniimiiz orgiitleri ve liderleri
tarafindan tegvik edilmektedir. Bununla birlikte, harici bilgi u¢urma egilimi (yani siipheli uygulamalarin
orgiit disindaki yetkililere veya halka ifsa edilmesi) 6rgiitler tarafindan beklenmez ¢iinkii 6rgiit imajina
zarar verebilir (Cheng, Bai & Yang, 2019). Bilgi ugurma egilimi gammazlamak, ispiyonlamak, ajanlik
yapmak gibi anlam olarak negatif kelimelerle de ifade edebiliyor olmasina ragmen etige ve ahlaki
degerlere uygun diisen bir davranigtir (Aktan, 2015). Oyle ki bilgi ugurma egilimindeki kisiler, yasalara,
etige, kolektif adalet anlayisina ve degerlere yonelik davranislarin korunmasini saglamak maksadiyla
mesru bir faaliyet gerceklestirmektedir (Cemaloglu & Akytirek, 2017).

Bilgi ugurma, orgiit icinde meydana gelen etik dis1 davranislar1 azalttig: icin bir¢ok kisiye fayda
saglayan bir davranis olarak goriilmektedir (Cintya & Yustina, 2019). Sozgelimi, sahit olunan etige
aykir1 davraniglarin bildirilmesi, érgiitteki saydamlik ve seffaflik acisindan son derece 6nemlidir
(Delmas, 2015). Ote yandan bilgi ugurma faaliyetiyle kisiler, kamu yararinin gézetmektedir hatali
uygulamalar1 hem kurumlarin hem de kisilerin dogrudan goriilmesini ve orgiitlerin bu bilgilerden
faydalanmasini saglar (Baltaci, 2017). Bilgi ugurma egilimi 6rgiitteki hatali uygulamalarin sézli ve/
veya yazili bigimde yetkili mercilere, yoneticilere veya yetkili kisilere aktarilmasini ifade eden igsel
bilgi ugurma; yanlis uygulama ve davraniglarin medyaya, meslek grup ve odalarina, kamu yararina
calisan dernek ve gruplara aktarilmasini ifade eden digsal bilgi ugurma; bilgi uguran kisinin kimligini
ifsa etmeksizin ahlaka aykir1 ve etik olmayan davranislar: bildirmesini ifade eden gizli bilgi ug¢urma
ve bireyin istihdam edildigi 6rgiitte sahit oldugu yanlis davranis ve uygulamalar: meslektaslar1 ve is
arkadaslariyla paylasarak, tavsiye, 0neri ve goriis alarak durumu agiga ¢ikarmasini ifade eden destekgi
bilgi ugurma olmak tizere dort tiir siniflamadan olusmaktadir (Celep & Konakli, 2012; Mansbach &
Bachner, 2010).
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Bilgi ugurma egilimi, Sertifikali Dolandiricilik Denetgileri Dernegi (ACFE) ve Kiiresel Ekonomik Sug
Aragtirmasi (GECS) tarafindan iyi kurumsal yonetisime aykir1 uygulamalar: 6nlemenin ve bunlarla
miicadele etmenin en etkili yollarindan biri olarak gosterilmektedir. Bu nedenle, Endonezyadaki
devlet kurumlarindaki dolandiriciligi 6nleme ¢abasi olarak bir bilgi u¢urma sistemi mekanizmasi
kurulmugtur. Bilgi ugurma sistemi mekanizmasinin uygulanmasinin, ¢aliganlarin ¢aliyma ortaminda
karsilastiklar: hileleri ortaya ¢ikarma konusundaki giivenlerini artirmasi ve ayrica yiiksek gii¢
mesafesi gibi bilgi ugurma faaliyetlerini engelleyebilecek kiiltiirel sorunlarin tistesinden gelmesi
beklenmektedir (Indriasari & Zulaikha, 2023).

2.3. Ahlaki Kimlik

Ahlaki kimlik, bireylerin davraniglarina yon veren ve onlar1 ahlaki davranmaya motive eden bir
olgudur. Bu kapsamda sergilenen herhangi bir davranisin arka planinda, ahlaki kimligin ne derece
onemli bir rolii oldugunun iizerinde durulmalidir (Reed & Aquino, 2003). Ote yandan ahlaki
kimlik, bilhassa benlik algis1 tizerine odaklanmaktadir ve hatta bir anlamda ahlaki davranma
motivasyonunu saglayan bir tiir mekanizmay ifade etmektedir (Hart, Atkins & Ford, 1998). Bir diger
tanimlamaya gore ahlaki kimlik, bireyin benlik sistemiyle tutarli davranmasi noktasinda motive
edici bir rol Gistlenen insani egilimi ifade etmektedir ve bireyin benliginin ahlaki degerler icerisinde
sekillendiginde ahlaki kimligin olugsmasini miimkiin gérmektedir (Hardy & Carlo, 2005; Aquino &
Reed, 2002).

Ahlaki kimlige sahip bireylerin en belirgin 6zellikleri saygi, hosgorii, baris, merhamet, diirtstlik
gibi 6zelliklerdir (Yilmaz & Yilmaz, 2015). Bireyin ahlaki kimligi ve buna yo6nelik algisi, duygulari,
diisiinceleri ve davranislar: iizerinde etkili olmaktadir. Sayet birey kendini tanimlarken, hosgéri,
diirtistliik, yardimseverlik, sayg: gibi ozelliklerden bahsediyorsa, orgiite saglayacag: katki ve bu
davranislari orgiitte sergileme ihtimali de yiikselecek ve 6rgiitsel performans artis1 da goriilebilecektir
(Akdogan, Cingoz, & Koksal, 2020). Bu gibi davranis ve tutumlar, orgiite katk: saglamay: 6n plana
alan davranislar seklinde nitelendirilmektedir (Hart, Atkins & Ford, 1998). Ote yandan ahlaki
kimligi merkezine almis olan bireyler, kurumdaki olaylar ve bu olaylarin taraflarina karsi sorumluluk
duygusu hissetmekte, ahlaki davranislarda bulunma egilimini artirmakta ve ticlincii kisilerin istek,
talep ve beklentilerine duyarli olabilmektedir (Aquino vd., 2009). Ahlaki kimlik, sosyal semada
kisinin ahlaki karakterinin merkezi noktasidir ve ¢alisanlarin kendilerini giivende hissettikleri,
orgiitiin bir parcast olduklarini diisiindiikleri ve haklar1 konusunda bilgi sahibi olduklar: belirli
bir ortamda etkinlesir. Yiiksek ahlaki kimlige sahip bireyler, ileride olabilecek olumsuz sonuglari
umursamadan ahlaki davranma egilimindedir (Aslam vd., 2021). Bireyin benligi, bireye has
ve kendi zihninde sekillenen bir bilgi yapisini ifade ettiginden dolayi, sekillenen bilgi kisiye 6zel
olmaktadir. Bu bilginin gelismesinde ise bireyin ahlaki kimligi énemli bir rol oynamaktadir (Aquino
& Reed, 2002). Ahlaki kimligin, uyum, saygi, hosgort, iiretkenlik, dayaniklilik, yardimseverlik gibi
pozitif tutumlarla bagdastirilmasi, bilhassa kurumlara olumlu katki saglayacak ve ¢aliganlarin hem
performanslarina hem kurumla 6zdeslesmesine hem de kuruma y6nelik duygu ve distincelere de
etki edecektir (Akdogan, Cingoz, & Koksal, 2020).
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Ahlaki kimlik genellikle ahlakli bir kisi olmanin bireyin kimligi i¢cin ne derece 6nemli oldugunu ifade
eder (Hardy & Carlo, 2011). Ilgili, makul, ¢aliskan ve uzlagmaci olmak gibi baz1 ahlaki 6zellikler,
kisinin ahlaki kimligini olusturur. Yiiksek ahlaki kimlik, ahlaki eylemi tesvik eder (Ismail vd., 2021).
Ahlaki kimligin, ahlaki davranislara yonlendirmesinin yani sira, ahlak dis1 davranisi engellemek
gibi bir islevi de bulunmaktadir (Yilmaz & Yilmaz, 2015). Bireylerin sergiledikleri ahlaki davranislar
takdir toplarken, aksi yonde davraniglar hem diizeni bozmakta hem de huzursuzluk ve kargasa
yaratabilmektedir (Kocabiyik, 2014).

Ahlaki kimlik kavrami, zihinde yaratilmis olan ahlaki semalarin bireye ait kimlik 6zellikleri olarak
gorildugii ve kuvvetli bir bicimde benimsendigi i¢sellestirme boyutu ile ahlaki kimlik 6zelliklerinin
sergilenmesi ve bireysel eylemler kapsaminda tigiincii kisilere aktarilmasini ifade eden sembollestirme
boyutu olmak tizere iki boyutlu bir kavrami ifade etmektedir (Shao, Aquino, & Freeman, 2008).
Ahlaki kimlik tizerine yalnizca sosyal bilimler alaninda ¢alismalar yapilmakla kalmayarak, ¢ok farkli
alanlarda da kavram tizerinde ¢aligilmistir. S6zgelimi, egitim, spor, saglik, etik, ekonomi, psikoloji ve
teknoloji gibi pek ¢ok alanda yapilan arastirmalara ahlaki kimlik kavrami konu olmus ve {izerinde
calistimistir (Spiecker & Stetuel, 1996; Kavussanu, Willoughby, & Ring, 2012; Doane, 2002; Jeong &
Han, 2013; Greenbaum vd., 2013; Hardy vd., 2010; Gillett, 2006).

2.4. Gii¢ Mesafesi Yonelimi

Gii¢ mesafesinin tanimlanmasindan once gii¢ kavramin deginmekte fayda goriilmektedir. Giig
bagkalarin: etkileyerek, isteklerin, emirlerin ve talimatlarin gergeklestirilmesi yetenegidir (Ertiirk
& Bediik, 2015). Ote yandan giig, hem 6rgiitlerde hem de toplumsal yasamda y6netimin en énemli
unsurlarindan birini ifade etmektedir ve bireylerin, gii¢ sahibi kisilerle iligki icinde olmas1 kaginilmazdir.
Glig mesafesi bu iligkileri anlamlandirmak i¢in 6nemli bir olguyu ifade etmesinin yani sira gii¢ sahibi
kisiler ve bireyler arasindaki bu iliski, hem toplumu, hem bireyi, hem de kiiltiirii anlamak a¢isindan
onemli ipuglarini barindirmaktadir (Yorulmaz vd., 2018). Tipk: toplumsal yapilar ve kiiltiir gibi,
orgiitsel yapilar ve kiiltiir de degerler paralelinde sekillenmektedir (Hofstede, 1983). Giig mesafesi,
toplumda giig esitsizliklerinin dagilimini kabul etme ve normal olarak degerlendirme derecesi seklinde
ifade edilmektedir (Hofstede, 2011). Ek olarak gii¢ mesafesi orgiitteki bireylerin davranis bi¢imleri ve
glic dengesizligini hangi 6l¢iide kabul ettiklerine gore sekillenmektedir (Ertiirk & Bediik, 2015).

Giiciin yarattig1 farkliliklar1 minimize etmeye calisan bireyler giic mesafesinin daha az oldugu
orgiitlerdeki kiiltiirt ifade ederken, bu farkliliklarin fazla oldugu bireylerin bulundugu 6rgiitlerde
glic mesafesinin yiiksek oldugu anlamina gelmektedir (Yaman & Irmak, 2010). Hofstede (2001)
caligmasinin i¢erisinde yer alan 5 kiiltiirel boyuttan biri olan gii¢ mesafesi organizasyonlar icerisinde
onemli davranislar sonuglar olusturabilmektedir. Gii¢ mesafesi kolektivizm ile yiiksek oranda
iligkili bir yap: olarak ¢ogunlukla o6rgiitsel ilerleme, ¢alisanlarin katilimi ve giiglendirilmesi ve
genel Orgiitsel saglik i¢in olduk¢a olumsuz bir kavram olarak insa edilmistir. Yiiksek gii¢ mesafesi
kiltarine sahip ¢alisanlarin kararlara katilma konusunda isteksiz olduklar: ve tstlerinin kendileri
i¢in kararlar vermesini ve onlara takip edebilecekleri talimatlar vermesini tercih ettikleri sonucuna
varilabilmektedir (Ghosh,2011). Giig mesafesinin cok oldugu orgiitlerde iistler ve astlariarasinda daha
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bityiik bir iletisim boslugu olmasi muhtemeldir ¢iinkii astlarin goriislerini tist diizey yoneticilerine
iletmeleri ¢ok zordur. Genel olarak, orgiitsel iletisim oldukga cansizdir. Giig mesafesi, tst diizey
yoneticilere astlar1 tizerinde sinirsiz gii¢ ve kontrol saglar. Calisanlarin sorgusuz sualsiz, boyun egici
bir tavri vardir (Khatri, 2009). Gli¢ dagilimini esit olmadig1 ve bireyler arasi gii¢ farkinin bariz bir
bicimde hissedildigi durumlarda gii¢ mesafesi yiiksekken, aksi halde gii¢ mesafesi dusiiktiir. Giig
mesafesinin diisiik oldugu bireyler, ayricalikli yaklasimlari, statiiden kaynaklanan farkliliklari olagan
kabul etmeyip, bu durumdan rahatsizlik duyarken, giic mesafesi yiiksek bireyler bu durumu son
derece hos kargilanmaktadir (Uslu & Ardig, 2013). Gii¢ mesafesinin yiiksek oldugu durumlarda tist ve
astlar arasinda esitsizlik oldugu en bastan kabul edilmistir ve bu tip 6rgiitlerde ast ve iistlerin maaslar1
arasinda biyiik bir ugurum olmasimin yani sira tstlerin séylediklerinin yapilmas: gerekmektedir.
Aksi takdirde ceza sistemi devreye girecektir (Bolat vd., 2017). Bir kurumda gii¢ mesafesi yiiksekse,
otokratik bir yénetimin benimsendigini séylemek miimkiindiir. Bu tip 6rgiitler giiciin bir merkezde
toplandig1 ve galisanlarin yonetim siirecine dahil edilmedigi bir profil ¢izmektedir (Karabey &
Aliogullari, 2020).

Hofstede (2011), IBM ¢alisanlariyla yapmis oldugu calismada gii¢ mesafesi, belirsizlikten kaginma,
bireycilik/toplumculuk ve erillik/disillik olmak tizere dort boyuttan meydana gelen ideal kiiltiir
modelini, kiiltiirel degerlerin &lgiilebilmesi adina olusturmustur (Onciil, Deniz, & Ince, 2016).
Ote yandan gii¢ mesafesi; hiyerarsinin yiiksek oldugu, ast ve iistlerin esit olmadigi, organizasyon
yapisinin sivri bir piramit gortinimiinde oldugu, merkeziyetci ve iletisimin zayif oldugu yapiy:
ifade eden yiiksek gii¢c mesafesi ve ast ve tistlerin esit oldugu, kisilere atfedilen rollerin durumlara
gore degisebildigi, merkeziyetci yapidan uzak, organizasyon yapisinin yayvan piramidi andirdigy,
iletisimin giiglii oldugu diisiik gii¢ mesafesi olmak tiere iki boyuttan meydana gelmektedir (Ertiirk &
Bediik, 2015). Literatiirde gii¢ mesafesi, lider - iiye etkilesimi tizerinden (Botero & Van Dyne, 2009)
islem adaleti izerinden (Kirkman vd., 2009; Begley vd., 2002), orgiitsel vatandaslik perspektifinden
(Kirkman vd., 2009) ve giiciin kullanim bi¢imi tizerinden (Koslowsky, Baharay, & Schwarzwald,
2011) olmak tizere pek ¢ok aragtirmaci tarafindan ¢ok yonlii olarak incelenmistir.

2.5. Ahlaki Kimligin Arac1 ve Gii¢ Mesafesi Yoneliminin Diizenleyici Rolii

Etik liderler genel olarak, adaletli, giivenilir, ilkelere dayali, normatif olarak uygun sayilan davraniglar
sergiler ve orgiitler i¢in biiylik bir bilgi kaynagini ifade etmektedir (Zhu, Trevino, & Zhang, 2016;
Hansen, 2011). Etik liderler, ¢alisanlarin hedeflere ulasabilmesi noktasinda bile etik davranislardan
vazge¢memelerini ve bu standartlar1 korumalar1 gerektigini 6gretir ve hem etik hem de olumlu
davranis sergilemeleri i¢in rol model olmaktadir (Mayer vd., 2009). Bu baglamda etik liderler
kurumda yarattiklar1 adil, diiriist, giivenilir ve ilkelerin 6n planda oldugu bir ortam yaratarak, bilgi
ucurma egilimini hizlandirmaktadir (Zhang, Liao, & Yuan, 2016). Hatta etik liderler, kurumda
dogru olanin ne oldugu ve bu dogrunun nasil hayata gegirilebilecegi konusuna odaklanarak, bilgi
ucurma egilimindeki kisileri 6diillendirip, takdir ve destek saglarlar (Malik & Nawaz, 2018). Astlarin
sorunlar1 bildirmek i¢in gorev ¢agrisnin Gtesine ge¢meleri i¢cin motive edilmeleri gerekir. Bir
ast icin, bir liderin destegi, 6zellikle yanlislar: bildirmede énemlidir ve etik liderler bu destegi ve
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korumayi saglar. Bilgi ugurmanin misilleme yapma riski oldugu goz 6niine alindiginda, ¢alisanlarin
yonetimin etik ve giivenilir olduguna giiven duymalar1 halinde boyle bir riski kabul etme olasiliklar:
daha yiiksektir (Bhal & Dadhich, 2011). Boylesi bir destekleyici ortamda ¢alisanlar, sahit olduklar:
veya olmalar1 muhtemel her tiirlii etik dis1 veya uygunsuz davranisi bildirme egilimine girecektir
(Rabie & Malek, 2020). Brown, Trevino, & Harrison (2005), etik liderlerin yalnizca kendilerinin
etik davranislar sergilemekle kalmadigini ayni zamanda takipgilerini de etige uygun davraniglarda
bulunmalar1 igin desteklediklerini ve hatta Odillendirdiklerini ifade etmektedir. Boylelikle
calisanlarin kurumsal etkinligi artirmaya yonelik ekstra efor sarf edip, etik digt davranislar: ilgili
mercilere iletme olasiliklar1 artacaktir (Zhang, Liao, & Yuan, 2016). Ozetle etik liderler, ¢alisma
ortaminda yarattiklar1 giiven duygusuyla hem iliskileri kuvvetlendirmekte (Hansen, 2011), hem
etkili davranis bigimleriyle de ¢alisanlara rol model olarak, etik yonetimin saglanabilmesi adina bilgi
ucurma egilimlerini desteklemektedir (Ozbezek vd., 2022).

flgili literatiir incelendiginde konuya dair pek ¢ok caligmanin yapildigi goriilmiistiir. Asagida
daha o6nce yapilan ¢alismalarin bazilarina yer verilmistir. Bhal & Dadhich (2011) ¢aligmalarinin
bulgular: etik liderlik davraniginin bilgi ugurma davranisi tizerinde giiglii anlamli etkisi oldugunu
gostermektedir. Benzer sekilde Liu & Ren (2017) Cindeki 150 stajyer denet¢inin galisaninin
orneklemi olusturduklar: galigmalarinda denetim ekibindeki etik liderlik ile bilgi ugurma
arasinda anlaml pozitif korelasyon bulmuslardir. Malik & Nawazin (2018) Pakistan’in st diizey
bankalarinda ki 233 sube ¢alisanindan elde ettikleri veriler etik liderligin bilgi ugurma niyetini
olumlu ve anlamli bir gekilde belirledigini ortaya koymaktadir. Rabie ve Malek (2020) 329
Giiney Asya calisanindan topladiklar: veriler neticesinde etik liderligin isyerindeki bilgi ugurma
niyetini olumlu etkiledigi bulgusuna ulagsmislardir. Ismail vd. (2021) Pakistanda gergeklestirilen
caligmalarinda elde ettikleri bulgular etik liderlerin calisanlarin ahlaki kimliklerini ve bilgi
ucurma niyetlerini sekillendirmedeki roliinii dogrulamigtir. Bulgular, etik liderler altinda ¢alisan
calisanlarin, isyerlerinde meydana gelen kotii niyetli ve etik olmayan uygulamalara kars1 durma
egiliminde olduklarini géstermektedir. Riaz vd. (2022) Pakistandan topladiklari 241 kullanilabilir
anketle gerceklestirdikleri calismalar1 neticesinde etik liderlik ve bilgi ucurma davranisi arasinda
pozitif iligki oldugunu saptamiglardir. Shiyong vd. (2022) ¢aligmalarinda Riaz vd. (2022)
bulgularina benzer sekilde etik liderligin i¢sel bilgi ugurma niyeti tizerine olumlu etkisinin
oldugu sonucuna ulagsmislardir. Bahsi gegen arastirmalardan farkli olarak bir bagka aragtirmada,
Fitriningrum vd. (2022) 140 Endonezyali kamu calisani ile yapisal esitlik modellemesi kullanarak
gerceklestirdikleri ¢alismalarinin bulgular: etik liderligin ¢alisanlarin i¢sel bilgi ugurma niyetini
dogrudan etkileyemeyecegini ortaya koymaktadir. Bu calismaya benzer sekilde Sani, Salim,
& Jaffar (2022) galismalari neticesinde etik liderlik ve gii¢ mesafesinin bilgi ugurma niyetini
etkilemede anlamli olmadig1 bulgusuna ulagmiglardir. Indriasari & Zulaikha (2023) Endonezya
Finans Bakanligindaki calisanlardan olusan 81 kisilik 6rneklem ve yapisal esitlik modeli kullanilan
caligmalarinda gii¢ mesafesinin bilgi ugurma davranisi tizerinde direkt bir etkisi olmadig1 sonucunu
elde etmislerdir. Daha 6nceden yapilan ¢aligmalardan hareketle, farkli aragtirmacilar tarafindan,
farkli sektorlerde gerceklestirilen ¢aligmalarin bazilarinda etik liderlik ve bilgi ugurma arasinda
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iligki oldugu sonucuna ulagilmisken, diger bazi ¢alismalarda kavramlar arasinda herhangi bir

iliskinin goriilmedigi sonucuna ulagilmistir.

Cheng, Bai & Yang (2019), tarafindan yapilan galismanin bulgulari ¢alisanlarin algiladig: orgiitsel
politikalarm, etik liderlik ile i¢sel bilgi u¢urma arasindaki iliskiye kismen aracilik ettigini
gostermektedir. Ayrica, ahlaki cesaretin ¢alisan tarafindan algilanan orgiitsel politikanin igsel bilgi
ucurma tizerindeki etkisini ve etik liderligin ¢alisan tarafindan algilanan orgiitsel politika araciligiyla
igsel bilgi ugurma tizerindeki dolayli etkisini yumusattigi bulunmugtur. Cintya & Yustinanin
(2019) Endonezyadaki 161 muhasebe ve finans c¢alisanindan topladiklar: veriler 1s18inda elde
ettikleri bulgular, etik liderligin ve duygusal bagliligin bilgi u¢urmay: etkiledigini ve bilgi ugurma
niyetinin etik liderlik ile duygusal bagliligin bilgi ugurmaya yonelik iliskisine kismen aracilik ettigini
gostermektedir. Ancak bulgular, etik liderligin dis bilgi ucurma niyetini etkilemedigini ortaya
koymaktadir. Khan vd. (2020) hizmet sektoriinde gérev yapan 214 calisandan topladiklar: veriler
neticesinde etik liderlerin ¢alisanlarin ahlaki kimligini ve bilgi u¢urma egilimlerini sekillendirmedeki
roliinii desteklemislerdir. Bununla birlikte bulgular, ahlaki kimligin etik liderlik ile bilgi u¢urma
niyeti arasinda araci bir mekanizma olarak hareket ettigini de gostermektedir. Alpkan vd. (2021) 1296
finansal kurulus ¢aliganindan toplanan veriler ile yapisal esitlik modeli kullandiklar: ¢alismalarinda
bir lidere duyulan giivenin hem etik liderligin hem de dagitimci adaletin igsel bilgi ugurma niyeti
tizerindeki olumlu etkilerine tam olarak aracilik ettigini ortaya koymuslardir. Diger taraftan bu
aragtirmanin temel kurgusunu isaret eden Wen & Chen (2016), Cinde 172 katilimct ile yaptiklar:
aragtirma sonucunda etik liderligin ¢alisanlarin bilgi u¢urma egilimini ve ahlaki kimliklerini pozitif
yonde ve anlamli olarak etkiledigini saptamigtir. Nitekim Ng & Friedman (2015), etik liderligin
ahlaki bir birey olma tizerindeki 6neminin siklikla tizerinde durulmas: gerektigini vurgulamistir. Bu
sonug yaninda Wen & Chen, (2016) dolayl bir etki yaratma durumuna bagli olarak ahlaki kimligin
etik liderligin bilgi u¢urma egilimi tizerindeki etkisinde araci bir rol tistlendigini ortaya koymustur.
Yazarlar son hipotezlerinde etik liderligin ahlaki kimlik {izerinde gii¢ mesafesi yoneliminin
diizenleyici bir rol oynadiginda tespit etmislerdir. Bu bilgiler 15181nda asagidaki hipotezler test

edilmek tizere gelistirilmis ve arastirmanin modeli sunulmustur.

H : Etik liderligin bilgi ucurma egilimi iizerinde pozitif yonde etkisi vardr.

H.: Etik liderligin ahlaki kimlik iizerinde pozitif yonde etkisi vardr.

H_: Ahlaki kimligin bilgi ucurma egilimi iizerinde pozitif yonde etkisi vardr.

H : Etik liderlik ile bilgi ucurma egilimi arasindaki iliskide ahlaki kimligin araci rolii vardr.
H

¢ Etik liderligin ahlaki kimlik iizerindeki etkisinde giic mesafesi yoneliminin diizenleyici rolii vardr.
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3. Arastirmanin Metodolojisi

3.1. Orneklem ve Arastirma Prosediirii

Etik
Liderlik

Gii¢ Mesafesi

Yonelimi

Ahlaki
Kimlik

Bilgi Ucurma
Egilimi

Sekil 1: Aragtirmanin Modeli

Etik liderlik ile ¢aliganlarin bilgi ugurma niyeti arasindaki iligkinin, ahlaki kimligin aracilik roli

ve giic mesafesi yoneliminin diizenleyici rolii ile birlikte incelendigi bu arastirmanin verileri

bankacilik sektoriinde gorev yapan ¢alisanlar tizerinden toplanmistir. Bu kapsamda 6zel bir

bankanin Istanbul Avrupa yakasinda bulunan subelerinde gérev yapan galisanlardan kolayda

ornekleme yontemi ile ulasilabilen 242 banka calisani arastirma orneklemini olusturmustur.

Arastirmacilarin kisisel baglantilar1 tizerinden goriisiilen sube miidiirleri ve insan kaynaklar:

birimleri destegiyle yiiz ylize ve Google forms online anket sistemi {izerinden doldurtulmasi

saglanmistir. Ilk adimda anket sayisi beklenen seviyeye ulasmadigi igin belirli siirelerde

yapilan hatirlatmalardan hareketle ti¢ haftalik siire¢ igerisinde anket sayisina ulasilmigtir.

Tiim cevaplanan anket formlar1 uygun yapida ve saglikli bir sekilde dolduruldugu i¢in analize

dahil edilmistir. Orneklem grubunu olusturan ¢aliganlarin demografik yapilarini tanimlayan

istatistikler asagidaki Tablo 1'de sunulmustur.

Tablo 1: Katilimcilarin Demografik Ozellikleri

Ozellik 1 2 3 4 5
Kadin Erkek
Cinsiyet n 155 87
% 64,0 36,0
Evli Bekér
Medeni Durum n 108 134
% 44,6 55,4
Lisans Lisanstisti
Egitim n 209 33
Durumu % 86,4 13,6
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18-25yagarast  26-30 yas arasi 31-35yagarast  36-40 yagarast 41 Yag ve Ustil

Yag n 54 60 50 29 49
% 23,3 24,8 20,7 12,0 20,2
1 yildan az 1-5y1l 6-10 y1l arasi 11-15ylarast 16 yil ve distii
Mesleki Deneyim arasl
n 12 85 62 21 62
% 5,0 35,1 25,6 8,7 25,6
1 yildan az 1-5y1l 6-10yilarast  11-15yidlarast 16 yil ve distil
Kurumda Cal. Siire. arast
n 37 88 52 29 36
% 15,3 36,4 21,5 12,0 14,9
N=242

Tablo 1de sunulan bulgulara gore galigmaya katilan ¢alisanlarin ¢ogunlugu kadin (%64.0) ve bekar
(%55.4) ¢alisanlardan olugmaktadir. Bankacilik sektoriinde yapilmasi nedeniyle, kadin ¢alisanlarin
gogunlugu muhtemel bir sonug olarak degerlendirilebilir. Egitim durumu agisindan bakildiginda
caligmaya katilan ¢alisanlarin biiyiik ¢ogunlugunun (%86,4) lisans diizeyinde egitim tahsiline sahip
oldugu belirlenmistir. Yine bankacilik sektériiniin dinamikleri géz 6niine alindiginda bu sonucun
beklendigi sdylenebilir. Katilimcilar yas dagilimi agisindan incelendiginde dengeli bir dagilim goriilmiis
olup nispeten daha yogun gruplarin 18-25 yas arast (%23,3) ve 26-30 yas aras1 (%24,8) ¢alisanlardan
olustugu saptanmuistir. Son olarak ¢aligmaya katilanlar mesleki deneyim ve su anki kurumlarinda halen
galigma siireleri agisindan degerlendirildiginde her iki grup bakimindan da 1-5 yil aras1 en yogun gruplar:
olusturdugu tespit edilmistir. Giiniimiiz is yagsamu dikkate alindiginda ¢alisanlarin genellikle 1-5 yil aras:
is degistirme olasiliklarinin yiiksek olmasinin bu sonucu destekler nitelikte oldugu isaret etmektedir.

3.2. Veri Toplama Araglar1

Aragtirmada nicel aragtirma yontemlerinden anket tekniginden yararlanilmistir. Bu kapsamda
olusturulan 6lgek bes bélimden olusmaktadir. Birinci boliimde aragtirmaya katilan isgérenlerin
demografik ozelliklerini belirlemeye yonelik alt1 soru sorulmugtur. Ikinci boliimde katilimcilarin
etik liderlik algilarini 6l¢timlemek iizere Brown, Trevino, & Harrison (2005) tarafindan gelistirilen
10 soruluk tek boyutlu 6lgek kullanilmugtir. 1lgili élgekte bulunan &rnek ifadelerden biri: “Bu
isletmedeki yoneticiler, etik ilkeleri ihlal eden c¢alisanlara yaptirim uygularlar” olarak belirtilebilir.
Ugtincii boliimde arastirmaya katilimcilarin ahlaki kimlikleri ile ilgili algilamalarini belirlemek igin
Aquino vd., (2009)’in 5 sorudan olusan dlgeginden yararlanilmistir. Olgekteki 6rnek ifadelerden biri:
“Sefkatli, adil, sevecen, comert, dosta canlisi, yardimsever, ¢aliskan, diiriist ve nazik... Bu karakteristik
ozelliklere sahip olmak kim oldugumun 6nemli bir parcasidir” olarak belirtilebilir. Dérdiincii
boliimde arastirmaya katilan isgérenlerin bilgi ugurma egitimlerini 6l¢mek tizere Park & Blenkinsopp
(2009) tarafindan gelistirilen 9 soruluk 6lgek kullanilmstur. Tlgili 6lgekteki ifadelerden érnek vermek
gerekirse: “Kurum igerisindeki resmi raporlama yollarini kullanirim”. Anket formunun son kisminda
ise katilimcilarin gii¢ mesafesi yonelimlerini belirlemek tizere Yoo, Donthu, & Lenartowicz (2011)’in
alismasinda kullandig1 5 soruluk 6lgek kullanilmistir. Olgekteki érnek ifadelerden biri: “Yoneticiler
kararlarinin gogunlugunu astlarina danismadan vermelidir” olarak belirtilebilir. ilgili 6lgeklerdeki
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ifadeler arastirmacilar tarafindan Tiirk¢e’ye uyarlanmistir. Kullanilacak dort 6lgegin puanlanmasinda
1:Kesinlikle Katilmiyorum ile 5: Kesinlikle Katiliyorum arasinda 5’li Likert yontemi kullanilmistir.

3.3. Veri Analiz Yontemi

Aragtirma verilerini analiz etmek tizere SPSS ve AMOS programlari ile PROCESS Makro
uygulamasindan yararlanilmistir. Bu kapsamda tanimlayic1 istatistikleri belirlemek tizere frekans ve
ylizde analizleri yapilmustir. Aragtirma degiskenlerinin faktor yapilarini belirlemek iizere faktér analizi
kullanilmigtir. Ayni1 zamanda degiskenlerin birbiri ile olan iliskileri incelemek {izere SPSS programi
yardimiyla korelasyon analizi uygulanmistir. Son olarak hipotezleri test etmek tizere daha gecerli
ve giivenilir sonuglar verdigi kabul edilen modern yaklagim (Giirbiiz & Bayik, 2018) tercih edilerek
PROCESS Makro uygulamasinin 6nerdigi Model 1 ve Model 4 tizerinden sonuglar analiz edilmistir.

4. Bulgular

4.1. Faktor ve Giivenirlilik Analizleri

Calismada kullanilan 6l¢eklerin degiskenlerini temsil eden ifadelerin altinda yatan faktor yapisim
ortaya koymak tizere (Yashioglu, 2017) tim olgekler icin ayr1 ayr1 kesifsel faktor analizi yapilmig
ve sonrasinda ortaya c¢ikan 6l¢ek yapilarina yonelik dogrulayici faktér analizi uygulanarak uyum
degerleri 6l¢timlenmistir. Buna gore oncelikle etik liderlik dlceginin faktor yapilarini belirlemek
lizere yapilan kesifsel faktor analizi sonuglar: Tablo 2'de gosterilmistir.

Tablo 2: Etik Liderlik Ol¢egi Kesifsel Faktér Analizi Sonuglart

Faktor: Etik Liderlik (ET)

Ort=3.74 Agiklayicilik= 68.200 Faktor Yiikii
ET7 0.866
ET8 0.854
ET5 0.854
ET6 0.842
ET10 0.817
ET1 0.809
ET9 0.805
ET4 0.800
ET3 0.781

KMO =0.932 Top % Varyans= 68.200 Ki-Kare = 1655.581 Anl. =0.000

Bu kapsamda o6ncelikle etik liderlik 6lgegine ait anti image degerleri ve ifadelerin faktor yiikleri
izlenmistir. Yapilan analiz sonucunda ilgili 6l¢cegin 2 nolu ifadesi faktor yiikiiniin 0.50'nin altinda
olmas1 nedeniyle ¢ikartilmis ve sonrasinda yapilan son faktor analizi sonucunda etik liderlik
ol¢eginin tek faktorlii yapisinin ¢aliyma kapsaminda kullanilmasinin uygun olduguna (KMO= 0.932;
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P<0.000; Agiklayicilik= %68.200) karar verilmistir. Diger taraftan yapilan dogrulayici faktor analizi
sonucu ilgili 6l¢egin uyum degerlerinin (x2/df=2.790, RMSEA= 0.08, CFI =0.953, CFI= 0.941) kabul

edilebilir sinirlar i¢cinde oldugu saptanmuistir.

Tablo 3: Bilgi Ugurma Egilimi Olgegi Kesifsel Faktor Analizi Sonuglart

Faktor: Bilgi Ucurma Egilimi (BUE)

Ort=3.33 Agiklayicilik= 48.018 Faktor Yiikii
BUE3 0.790
BUE2 0.760
BUE6 0.741
BUE4 0.699
BUE7 0.667
BUE5 0.652
BUE1 0.501

KMO =0.757 Top %Varyans=48.018 Ki-Kare = 815.290 Anl. =0.000

Tablo 3de bilgi ugurma dl¢egine ait kesifsel faktor analizi sonuglar1 goriilmektedir. Yapilan analiz
sonucu anti image degerleri ve faktor yiikleri degerlendirildikten sonra 8 ve 9 nolu iki ifade faktor
yiklerinin 0.50’nin altinda olmasi nedeniyle analizden ¢ikartilmigtir. Son asamada elde edilen
sonuglar bilgi ucurma 6lgeginin tek faktorlii yapisinin, ¢calisma kapsaminda kullanilmasi i¢in uygun
olduguna (KMO= 0.757; p<0.000; A¢iklayicilik= %48.018) belirlenmistir. Diger taraftan yapilan
dogrulayici faktor analizi sonucu ilgili 6l¢egin uyum degerlerinin (x2/df= 3.060, RMSEA= 0.62,
CFI= 0.957, CFI= 0.969) kabul edilebilir sinirlar iginde oldugu tespit edilmistir.

Tablo 4: Ahlaki Kimlik Olcegi Kesifsel Faktor Analizi Sonuglart

Faktor: Ahlaki Kimlik (AK)

Ort =4.40 Agiklayicilik= 68.756 Faktor Yiikii
AK1 0.911
AK2 0.905
AK5 0.644
KMO =0.797 Top % Varyans= 68.756 Ki-Kare = 280.551 Anl. =0.000

Tablo 4de ahlaki kimlik 6lgegine ait kesifsel faktor analizi sonuglar1 goriilmektedir. Yapilan analiz
sonucu anti image degerleri ve faktor yiikleri degerlendirildikten sonra 3 ve 4 nolu iki ifade faktor
ytklerinin 0.50’nin altinda olmasi nedeniyle analizden ¢ikartilmis ve sonrasinda yapilan son faktor
analizi sonucunda ahlaki kimlik 6l¢eginin tek faktorlii yapisinin ¢alisma kapsaminda kullanilmasinin
uygun olduguna (KMO= 0.797; p<0.000; Agiklayicilik= %68.756) karar verilmistir. Diger taraftan
yapilan dogrulayici faktor analizi sonucu ilgili 6lgegin uyum degerlerinin (x2/df= 2.158, RMSEA=
0.69, CFI= 0.988, CFI= 0.986) kabul edilebilir sinirlar icinde oldugu saptanmustir.
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Tablo 5: Gii¢ Mesafesi Yonelimi Olgegi Kesifsel Faktor Analizi Sonuglar

Faktor: Gii¢ Mesafesi Yonelimi (GMY)

Ort =228 Agiklayicilik= 54.895 Faktor Yiikii
GMY1 0.786
GMY2 0.776
GMY5 0.772
GMY3 0.736
GMY4 0.622
KMO =0.777 Top % Varyans= 54.895 Ki-Kare = 347.535 Anl. =0.000

Tablo 5de gii¢c mesafesi 6lgegine ait kesifsel faktor analizi sonuglar1 goriilmektedir. Yapilan analiz
sonucu tiim anti image degerleri ve faktor yiiklerinin uygun degerlere sahip oldugu goriilmiis olup
ilgili 6lcegin tek faktorlii yapisinin, ¢aliyma kapsaminda kullanilmasinin uygun olduguna (KMO=
0.777; p<0.000; Agiklayicilik= %54.895) karar verilmistir. Diger taraftan yapilan dogrulayic1 faktor
analizi sonucu ilgili 6lgegin uyum degerlerinin (x2/df= 2.557, RMSEA= 0.80, CFI= 0.982, CFI=
0.984) kabul edilebilir sinirlar icinde oldugu tespit edilmistir.

Faktor analizi sonucu elde edilen 6lgek yapilarinin giivenirlilik analizi sonuglari ise agagidaki Tablo
6da sunulmustur. Buna gore; etik liderlik 6l¢eginin giivenirliligi Cronbal’s a= 0.940; bilgi u¢urma
egilimin giivenirliligi Cronbah’s a= 0.815; ahlaki kimlik 6l¢eginin giivenirliligi Cronbah’s a= 0.734 ve
son olarak gii¢ mesafesi yoneliminin giivenirliligi Cronbah’s a= 0.788 olarak saptanmustir. Elde edilen
bu bulgular ilgili literatiiriin 6nerdigi kabul sinir1 olan 0.70’1n tizerinde (Nunnally & Bernstein, 1994)
olmasi nedeniyle arastirmada kullanilan tiim dlgeklerin giivenilir oldugu séylenebilir.

Tablo 6: Giivenirlilik Analizi Sonuglar

Olgekler Cronbach’s a
Etik Liderlik Olgegi 0.940
Bilgi Ugurma Egilimi Olgegi 0.815
Ahlaki Kimlik Olgegi 0.734
Giig Mesafesi Yonelimi Olcegi 0.788

4.2. Degiskenler Arasindaki Iliskileri Belirmeye Yonelik Yapilan Korelasyon Analizi

Aragtirma kapsaminda incelenen degiskenler olan etik liderlik, bilgi u¢urma egilimi, ahlaki kimlik ve
giic mesafesi yonelimi arasindaki iliskileri belirlemek tizere korelasyon analizi yapilmistir.

Tablo 7: Korelasyon Analizi Sonuglari

Degiskenler 1 2 3 4 Ort. S.S.

1. Etik Liderlik - 192 .320%* 123 3.74 0,784
2. Bilgi Ugurma Egilimi - 301 227 3.33 0,783
3. Ahlaki Kimlik - .033 4.40 0,666
4. Gii¢ Mesafesi Yonelimi 2.28 0.844

Not.** p <01 diizeyinde anlamhdir.
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Elde edilen sonuglara gore etik liderlik ile bilgi ugurma egilimi (r= 0.192) ve ahlaki kimlik (r= 0.320)
arasinda pozitif yonlii ve anlaml bir iliski oldugu saptanmustir. Yine, bilgi ugurma egilimi ile ahlaki
kimlik (r= 0.301) ve gii¢ mesafesi yonelimi (r= 0.227) arasinda pozitif yonlii ve anlamli bir iligki
oldugu belirlenmistir. Diger taraftan etik liderlik ile gii¢ mesafesi yonelimi ve ahlaki kimlik ile gii¢
mesafesi yonelimi degiskenleri arasinda ise anlamli bir iligki olmadig: tespit edilmistir.

4.3. Hipotez Testleri

Arastirma modeli kapsaminda sunulan araci ve diizenleyici hipotezleri test etmek tizere, zellikle
kullanicilarina kolaylik saglamasi yaninda diger yaklasimlara gore daha saglikli sonuglar sunmasi
nedeniyle giderek ¢ok daha sik kullanim alani bulan Hayes’in gelistirdigi PROCESS Makro
uygulamasi kullanilmigtir (Hayes, 2017; Striicii, Sesen, & Maslakei, 2020). Buna gore asagidaki yol
izlenmistir (Giirbiiz, 2019: 57-58):

o X(bagimsiz degisken)’in Y (bagimli degisken) tizerindeki etkisi (c yolu) test edilmelidir. ¢ yolunun
ideal olarak anlamli olmasi beklenir. Ancak ¢ yolunun anlamli olmamass; aracilik etkisinin

olmadig1 anlamina gelmez.

o X (bagimsiz degisken)’in M (aract degisken) tizerindeki etkisi (a yolu) test edilmelidir. a yolunun
ideal olarak anlamli olmasi beklenir. Ancak a yolunun anlamli olmamasi, aracilik etkisinin

olmadig1 anlamina gelmez.

o M (araci degisken)’in Y (bagiml degisken) tizerindeki etkisi (b yolu) test edilmelidir. Bu etki X ile
M’nin birlikte regresyona dahil edilmesi ile test edilmelidir. b yolunun ideal olarak anlamli olmasi

beklenir. Ancak b yolunun anlamli olmamasi, aracilik etkisinin olmadigi anlamina gelmez.

o X (bagimsiz degisken)’in M (araci degisken) vasitasiyla Y (bagiml degisken) tizerindeki dolayl
etkisi (a.b), Sobel testinden daha gegerli sonuglar veren bootstrap teknigi ile test edilmelidir.
Aracilik ya da dolayli etkiden sz edebilmek i¢in dolayli etkiye ait bootstrap testi sonuglarinin

anlamli olmast (%95 giiven araliklarinin 0 (sifir) degerini icermemesi) gerekir.

Yapilan analizlere gore elde edilen sonuglar asagidaki basliklar altinda sunulmustur.

4.3.1. Dogrudan Etki Analizleri

“Etik liderligin bilgi ucurma egilimi iizerinde pozitif yonde etkisi vardir” olarak belirlenen ¢aligmanin
birinci hipotezini analiz etmek tizere elde edilen bulgular Tablo 8de gosterilmistir. Buna gore etik
liderligin bilgi ugurma egilimi tizerinde pozitif yonde anlaml bir etkisi (B= 0.192, %95 CI [0.067,
0.316], t= 3.039, p <0,001) oldugu tespit edilmistir. Bu kapsamda ¢aliganlarin etik liderlik algis:
arttik¢a bilgi ucurma egilimlerinin de arttig1 sdylenebilir. Elde edilen s6z konusu bulgular 1s181inda

arastirmanin birinci hipotezi (H ) desteklenmistir.
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Tablo 8: Etik Liderligin Bilgi Ugurma Egilimi Uzerindeki Etkisi

R? F p
Model Ozeti 0371 9.234 0.000
B S.H. t p LLCI ULCI
Sabit 2.6110 0.241 10.802 0.000 2.134 3.087
Etik Liderlik 0.192 0.063 3.039 0.002+** 0.067 0.316

Not: Bagimli Degisken: Bilgi ucurma egilimi; S.H.: Standart Hata; LLCI: %95 giiven araliginda alt stnir; ULCI: %95 giiven
araligimda tist sinir; ** p < .001.

“Etik liderligin ahlaki kimlik tizerinde pozitif yonde etkisi vardir” olarak belirlenen ¢alismanin ikinci
hipotezini analiz etmek iizere elde edilen bulgular Tablo 9de sunulmustur. Buna gore etik liderligin
ahlaki kimlik tizerinde pozitif yonde anlaml bir etkisi (f= 0.272, %95 CI [0.169, 0.374], t= 5.240, p
<0,001) oldugu saptanmustir. Bu kapsamda ¢alisanlarin etik liderlik algis1 arttik¢a ahlaki kimliklerinin
de olumlu etkilendigi séylenebilir. Elde edilen s6z konusu bulgular 1s181inda aragtirmanin ikinci

hipotezi (H,) desteklenmistir.

Tablo 9: Etik Liderligin Ahlaki Kimlik Uzerindeki Etkisi

R? F p
Model Ozeti 0.102 27.459 0.000
B S.H. t p LLCI ULCI
Sabit 3.3900 0.198 17.062 0.000 2.998 3.781
Etik Liderlik 0.272 0.052 5.240 0.000*** 0.169 0.374

Not: Bagimli Degisken: Ahlaki kimlik; S.H.: Standart Hata; LLCI: %95 giiven araliginda alt sinir; ULCIL: %95 giiven araliginda
iist sinir; ¥ p <.001.

Tablo 10: Ahlaki Kimligin Bilgi Ugurma Egilimi Uzerindeki Etkisi

R? F p
Model Ozeti 0.101 13.421 0.000
B S.H. t p LLCI ULCI
Sabit 1.548 0.348 4.4479 0.000 0.862 2.234
Ahlaki Kimlik 0.313 0.076 4122 0.000*** 0.163 0.463

Not: Bagimli Degisken: Bilgi ugurma egilimi; S.H.: Standart Hata; LLCI: %95 giiven araliginda alt sinir; ULCIL: %95 giiven
araliginda iist sinir; ** p < .001.

“Ahlaki kimligin bilgi ucurma egilimi iizerinde pozitif yonde etkisi vardir” olarak belirlenen ¢aligmanin
tigtincii hipotezini analiz etmek tizere elde edilen bulgular Tablo 10da gosterilmistir. Buna gore ahlaki
kimligin bilgi ugurma egilimi iizerinde pozitif yénde anlaml bir etkisi (f= 0.313, %95 CI [0.163,
0.463], t= 4.122, p <0,001) oldugu tespit edilmistir. Bu kapsamda ¢aliganlarin ahlaki kimlerinin
olumlu etkisinin bilgi ugurma egilimlerini de arttirdig sylenebilir. Elde edilen s6z konusu bulgular

1s181nda arastirmanin iigiincii hipotezi (H,) desteklenmistir.
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4.3.1. Ahlaki Kimligin Aracilik Etkisi

Bootstrap teknigi ile etik liderligin bilgi ugurma egilimi iizerindeki etkisinde ahlaki kimligin
aracilik etki analizi i¢cin Hayes (2017)’in 6nerdigi Model 4 kapsaminda Process Makro uygulamasi
kullanilmstir. Yapilan analiz sonucu elde edilen sonuglar Tablo 11'de gosterilmistir.

Tablo 11: Etik Liderligin Bilgi Ugurma Egilimi Uzerindeki Etkisinde Ahlaki Kimligin Aracilik Rolit

Ahlaki Kimlik (M) Bilgi Ucurma Egilimi (Y)
B LLCI ULCI ) LLCI ULCI
Etik Liderlik (X) 0.272%** 0.169 0.374 0.106 -0.020 0.234
Ahlaki Kimlik (M) - - - 03134+ 0.163 0.463
R? 0.102 0.101
Sobel Testi Z Skor= 3.240 p=0.001***

Etik Liderlik —» Ahlaki Kimlik — Bilgi U¢urma Egilimi
B=0.085, %95 BCA CI [ 0.028, 0.163]

Not: **p <.001

Tablo 11deki bulgulara gore etik liderligin bilgi u¢urma egilimi tizerindeki etkisinde ahlaki kimligin
aracilik etkisine yonelik dolayl1 etkinin, %95 giiven araliginda 0 degerini igermesinden hareketle
anlaml oldugu tespit edilmistir. Dolayisiyla s6z konusu degiskenler arasindaki iligkide aracilik etkinin
varligindan (p= 0.085, %95CI [0.028, 0.163]) soz etmek miimkiindiir. Diger taraftan aracilik etkisini
desteklemek tizere Sobel testi sonuglar1 da ayrica incelenmistir. Sobel testi, test edilmek istenen modele
arac1 degisken eklendiginde bagimli ve bagimsiz degisken arasindaki iliskide diististin varligini test
eden bir aractir (Yilmaz & Dalbudak, 2018). Tablo 11de sunulan Sobel testi sonucu (Z= 3.240; p< 0.001)
anlamlidir. Tim bu bulgulardan hareketle “Etik liderlik ile bilgi ugurma egilimi arasindaki iliskide ahlaki
kimligin aract rolii vardir” olarak belirlenen aragtirmanin dordiincii hipotezi (H,) desteklenmistir.

4.3.2. Gii¢ Mesafesi Yoneliminin Diizenleyici Etkisi

Bootstrap teknigi ile etik liderligin ahlaki kimlik tizerindeki etkisinde gii¢ mesafesi yoneliminin
diizenleyicilik etkisi, Hayes (2017)’in onerdigi Model 1 kapsaminda degerlendirilmistir. Yapilan
analiz sonucu elde edilen sonuglar Tablo 12'de gosterilmistir.

Tablo 12: Etik Liderligin Ahlaki Kimlik Uzerindeki Etkisinde Giig¢ Mesafesi Yoneliminin Diizenleyici Rolit

Degiskenler [} S.H. t p LLCI ULCI

Sabit 2.176 0.579 3.757 0.00 1.035 3.318

Etik Liderlik (EL) 0.595 0.151 3.940 0.000 0.297 0.893

Gii¢ Mesafesi Yonelimi (GMY) 0.539 0.244 2.207 0.028 0.057 1.020
EL x GMY Etkilesimi -0.142 0.062 -2.272 0.023* -0.265 -0.019

Not: Bagimls degisken: Ahlaki kimlik; R=0,349; R?=0,121; S.H: Standart hata; LLCI: %95 giiven arahginda alt stnir; ULCI: %95
giiven araliginda iist sinir, *p <.05.
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Tablo 12'deki sonuglara gore etik liderlik ile giic mesafesi yoneliminin ve aralarindaki etkilesimin,
ahlaki kimlik iizerindeki degisimin %12’sini (R?=0,121) agikladig1 saptanmustir. Calisanlarin ahlaki
kimliklerine etik liderlik (= 0.59) ve gii¢ mesafesi yoneliminin (p= 0.53) pozitif yonde etkilerinin
oldugu tespit edilmistir. Etik liderlik ve glic mesafesi yonelimi arasindaki etkilesimin (diizenleyici
etki) ahlaki kimlik tizerindeki etkisi ise negatif yonde ve anlamli (= - 0,142; %95CI [-0.265, -
0.019]) olarak elde edilmistir. Tiim bu bulgulardan hareketle “Etik liderligin ahlaki kimlik iizerindeki
etkisinde giic mesafesi yoneliminin diizenleyici rolii vardir” olarak belirlenen aragtirmanin besinci
hipotezi (H,) desteklenmistir. Degiskenler arasindaki s6z konusu etki grafik seklinde Sekil 2'de
gosterilmistir.

Etik Liderligin Ahlaki Kimlik Uzerindeki Etkisinde Giig
Mesafesi Yoneliminin Diizenleyici Roll

1 2 3
Etik Liderlik

= e e Diisik Giic Mesafesi Yonelimi ee——Y{iksek Giic Mesafesi Yonelimi

Sekil 2: Giig Mesafesi Yoneliminin Diizenleyici Etkisinin Grafiksel Gosterimi

5. Sonug ve Tartisma

Bu aragtirma etik liderligin bilgi ugurma egilimi tizerindeki etkisini incelemek tizere yapilmistir.
Bunun yaninda degiskenler arasindaki s6z konusu iligkide ahlaki kimligin aracilik rolii ve etik
liderligin ahlaki kimlik tzerindeki etkisinde giic mesafesi yoneliminin diizenleyici rolii de
aragtirilmistir. Elde edilen sonuglar 6zetlenecek olursa:

Oncelikle dogrudan etki analizleri kapsaminda arastirmaya katilan ¢alisanlarin etik liderlik algist
ile bilgi ugurma egilimleri tizerindeki etkisi test edilmistir. Elde edilen sonuglara gore etik liderlik
ile bilgi ugurma egilimi arasinda pozitif ve anlaml bir iliski bulunmaktadir. Calisanlarin birlikte
caligtiklar liderine yonelik etik liderlik algilar1 arttik¢a, tanik olduklar etik dis1 davranislar: ya da
mesru olmayan uygulamalar: orgiit i¢i ya da disindaki otorite veya birimlere séyleme egilimleri de
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artmaktadir. Etik liderlik algis1 calisanlarin bilgi ugurma egilimlerini olumlu yonde etkilemektedir.
Bu sonuglar literatiirde mevcut dnceki aragtirmalar: (Shiyong vd., 2022; Riaz vd., 2022; Khan vd.,
2020; Rabie & Malek, 2020; Malik & Nawaz, 2018; Liu & Ren, 2017; Wen & Chen, 2016; Brown,
Trevino, & Harrison, 2005) desteklemektedir. Dolayisiyla bu sonuglar, ¢alisanlarin ortaya ¢ikan
kotii niyetli ve etik olmayan uygulama ve davraniglarin karsisinda durarak bilgi ugurma egiliminde
olmalari igin etik liderlik ile yonetilmeleri gerekliligini ortaya koymaktadir. ikinci olarak dogudan
etki analizleri kapsaminda etik liderligin ahlaki kimlik tizerindeki etkisi incelenmistir. Ulagilan
bulgular etik liderligin ahlaki kimlik tizerinde pozitif yonde bir etkisi oldugunu ortaya koymustur.
Calisanlarin etik liderlik algis1 arttik¢a ahlakli olma ve davranmanin kendi kimligi i¢in ne derece
onemli oldugunu ortaya koyan ahlaki kimlik duygular1 da artmaktadir. Bu baglamda calisanlarin
etik liderlik algis1 ahlaki kimlige sahip olmalarini tetiklemektedir. Bu bulgular ile literatiirde bulunan
ve o6nceden yapilmis arastirmalar (Khan vd., 2020; Wen & Chen, 2016) ile benzerlik gostermektedir.
Dolayisiyla bu sonuglar, ¢alisanlarin ahlaki kimlikleri 6nemsemeleri ve bu bilingle hareket ederek
sorumluluk sahibi olabilmeleri i¢in etik liderlik ile yonetilmeleri gerekliligine vurgu yapmaktadir.

Caligmanin amaglar1 dogrultusunda tgtincii olarak etik liderligin bilgi ugurma egilimi tizerindeki
etkisinde ahlaki kimligin aracilik roli degerlendirilmistir. Elde edilen sonuglara gére ¢alisanlarin
etik liderlik algilarina bagl olarak bilgi ugurma egiliminde olmalar1 ahlaki kimlikleri araciligryla
meydana gelmektedir. Etik liderlik algis1 artan ¢alisanlarin ahlaki kimlikleri artmakta ve bu durumdan
kaynakli olmak tizere bilgi ugurma egilimleri de artmaktadir. Dolayisiyla ahlaki kimlikleri yiiksek
olan galisanlarin etik liderlik algilarinin artmasi daha fazla bilgi ugurma egiliminde bulunmalarina
neden olmaktadir. S6z konusu bu sonuglar literatiirdeki mevcut 6nceki aragtirmalari (Khan vd., 2020;
Wen & Chen, 2016) desteklemektedir. Bu baglamda 6rgiit liderleri etik davranislariyla hareket edip
rol model olarak ¢aliganlarinin ahlaki kimliklerine 6nem verip onlar: giiglendirdikee bilgi ugurma
egilimlerini artirabilirler.

Son olarak ¢alisgmanin son hipotezi kapsaminda etik liderligin ahlaki kimlik tizerindeki etkisinde
giic mesafesi yoneliminin diizenleyicilik etkisi incelenmistir. Ulagilan sonuglar etik liderligin ahlaki
kimlik tizerindeki etkisinde gii¢ mesafesi yoneliminin diizenleyici rolii oldugunu kanitlamistir.
Buna gore etik liderligin ahlaki kimlik tizerindeki etkisi caliganlarin giic mesafesi yonelimlerine
gore farklilasmaktadir. Calisanlar tarafindan liderlerinin yiiksek gii¢c mesafesine yonelimlerine sahip
olmasy, etik lider olarak algilansalar bile ahlaki kimlikleri tizerindeki etki azalmaktadir. Bu bakimdan
liderler etik liderlik yapmalar1 yoniinde algilansalar bile gii¢ mesafesi yonelimlerini azaltmadik¢a
calisanlarinin ahlaki kimlikleri tizerinde anlamli bir etki yaratamamaktadir. Diger bir anlatimla
diisiik giic mesafesi yonelimi oldugunda etik liderligin ahlaki kimlik {izerindeki etkisi artmaktadir.

Goriildiigh tizere aragtirma kapsaminda gelistirilen tiim hipotezler desteklenmis olup, elde edilen
sonuglar ilgili literatiirdeki ¢aligmalarin sonuglari ile benzerlik gostermistir. Bu agidan yapilan bu
calismanin temel katkisinin ilgili literatiiriin desteklenmesi oldugu soylenebilir. Buna ek olarak,
caliymanin Wen & Chen (2016) tarafindan onerildigi tizere farkli kiiltiir ve alanlarda yapilmasi
gerekliligi yontindeki vurgusuna, bu arastirma ile cevap aranmis ve anlaml ve iligkisel sonuglar
bulgulanmstir. Diger taraftan, sektorel agidan bir degerlendirme yapildiginda ozellikle bankacilik
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sektoriintin dinamikleri g6z 6ntine alinirsa, sektoriin temel araci finansal unsurlar kapsaminda para
vb. araglarin transfer ve kullanimini gerektirdigi icin yonetsel pozisyondaki liderlerin etik lider olarak
algilanmalar1 hem ¢aliganlarin ahlaki kimliklerini destekleme ve buna bagli olarak da herhangi bir
mesru olmayan bir durumun bildirilmesi i¢in bilgi u¢urma egiliminde olmalar1 gerektirmektedir.
Bu manada ¢alismanin sonuglar1 uygulamaya doniik anlamda 6nemli sonuglar ortaya koymustur.
Bu bilgiden hareketle bankacilik sektériinde istihdam edilecek yonetsel pozisyondaki liderlerin
etik liderler olarak egitilmeleri ve desteklenmeleri yaninda astlar: ile aralarinda gii¢ mesafesi
algilamalarin1 artirmamalar1 gereklilik arz ederken, caliganlarin da ahlaki kimlik olarak yiiksek
diizeyde olmalar1 beklenmelidir. Hem iist pozisyondaki liderlerin hem de ¢alisanlarin bu 6zellikler

baglaminda istihdam edilmeleri i¢in insan kaynaklari uygulamalari yerine getirilebilir.

Diger tiim aragtirmalarda goriildiigii tizere bu calismada da bazi sinirhliklar bulunmaktadir. ilk
olarak ¢alismanin sadece banka ¢alisanlar: ile ytirtitiiliip ilgili sektorde yapilmasi ¢aligma sonuglarinin
genellenebilir olmasi i¢in bir simirlilik olusturmustur. Dolayisiyla gelecek aragtirmalarda farkl
sektorler incelenmeli ve sonuglar kiyaslanmalidir. Ikinci olarak ¢aligmanin zaman olarak belirli
bir dénemde ve belli bir kiiltiirii benimsemis destinasyon {izerinde yapilmas: sonuglarda kiiltiirel
etkinin varligina igaret etmektedir. Bundan sonra yapilacak aragtirmalarda kiltiirel karsilagtirmalar
dikkate alnabilir. Son olarak bu ¢alismada araci ve diizenleyici degiskenler ahlaki kimlik ve giig
mesafesi yonelimi olarak alinmigstir. Gelecekte yapilacak diger aragtirmalarda orgiitsel 6zdeslesme,
ise tutkunluk, algilanan orgiitsel veya yonetici destegi, kurum i¢inden hissetme vb. degiskenlerin

etkilerine yonelik aragtirmalar planlanabilir.

Yazar Katkis1
KATKI ORANI ACIKLAMA KATKIDA BULUNANLAR
Giilsah GENCER CELIK
Fikir veya Kavram Aragtirma fikrini veya hipotezini olusturmak Erkan TASKIRAN
Gokten ONGEL
Giilsah GENGER GELIK
Literatiir Taramas1 Caligma i¢in gerekli literatiirti taramak Erkan TASKIRAN
Gokten ONGEL
Giilsah GENCER CELIK
Arastirma Tasarim1 Caligmanin yontemini, 6lgegini ve desenini tasarlamak Erkan TASKIRAN
Gokten ONGEL
Giilsah GENGER GELIK
Veri Toplama ve Isleme Verileri toplamak, diizenlemek ve raporlamak Erkan TASKIRAN
Gokten ONGEL
Gillsah GENCER CELIK
Tartigma ve Yorum Bulgularin degerlendirilmesinde ve Erkan TASKIRAN
sonuclandirilmasinda sorumluluk almak Gokten ONGEL
Cikar Catismasi

Calismada yazarlar arasinda ¢ikar ¢atismasi yoktur.
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Finansal Destek

Bu ¢alisma i¢in herhangi bir kurumdan destek alinmamaigstir.
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Bu galigmanin amac, sinema filmlerinin vizyon 6ncesi geleneksel yazili medya ve sosyal medya (Instagram,
Twitter, Youtube) iletisim faaliyetlerinin ilk hafta sonu seyirci saysi tizerindeki etkisini aragtirmaktir.
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iletisim faaliyetinden biri oldugu tespit edilmistir. Caligmanin sonuglari, sinema sektoriinde geleneksel
yazili medya ve sosyal medya iletisim faaliyetlerinin birlikte uygulanmasinin talep tizerinde etkili oldugunu
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Abstract

Today, with the increasing importance of the experience economy, the interest shown in the marketing
strategies of experience-based products has also increased. In films, which are products based on
experience, pre-vision marketing communication activities of new films are of great importance for
attracting audiences. The aim of this study is to reveal the effects of movies pre-vision the communication
activities of the traditional print media and social media (Instagram, Twitter, Youtube) on the number of
audiences at the first weekend. The data of Turkish films with the highest turnover between 2014-2017
was compiled and a regression analysis was performed. As a result, it has been determined that pre-vision
traditional print media and social media communication activities of the cinema sector were effective on
the number of audiences at the first weekend. It has been observed that, trailers published on Youtube
take the first place as being the most effective marketing communication activities on the demand. The
traditional print media activities that are still effective, take the second place. The results of the study
are important in terms of demonstrating that the combination of traditional printing and social media
communication activities in the cinema sector has an impact on demand.

Keywords: Experience-based product, marketing communication activities, film marketing, social media,
movie industry

JEL Classification: M31, M37

Extended Summary

Today, with the increasing importance of the experience economy, the interest shown in the marketing
strategies of products based on experience has also increased. Experience marketing, which has
emerged with new approaches, has important differences compared to traditional marketing. According
to the traditional marketing approach, in the market environment where the product category and
competition are limited, consumers are the ones who make rational decisions by considering the
functions and benefits of the products. In experience marketing, consumers have come to be seen
as rational and emotional people who want to gain experiences that they will enjoy. In experiential
marketing, the emotional, sensory, cognitive, physical and social values that the customer obtains as
a result of their experiences come to the fore. What needs to be done while creating the marketing
strategies of products based on experience is to attract the attention of consumers and to convince the
consumer about the quality of the product before purchasing the product. When a product based on
experience meets the consumer depending on its feature, its quality is understood.

The marketing communication strategies of motion pictures, which are products based on experience,
form a unique and important structure. The cinema sector is a lucrative sector that contributes to the
country’s economy. In an environment of uncertainty and high competition in the cinema industry,
attracting an audience is a challenging process. The fact that a large number of films are released
every year in the cinema sector makes the conditions of competition more difficult and increases the
importance of marketing communication activities to increase the success of the film and to attract
the audience. In the sector where the investor risk is high, marketing communication activities are
important in creating demand. While marketing communication activities increase the awareness of
the audience by making the film visible, it also gives an idea about the quality of the film. The fact
that PR activities, especially the news that provide information about the quality/value of the film
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in the pre-vision period, have an effect on the box office income, causes the producers to focus on
marketing activities.

In the process of change experienced with the internet, social media marketing activities take their share
as well as traditional marketing activities. Newly developing social media communication activities are
also becoming an important factor in creating demand. The aim of this study is to investigate the effect
of pre-vision traditional print media and social media (Instagram, Twitter, Youtube) communication
activities on the number of audience in the first weekend in the Turkish cinema sector.

1. Giris

Giiniimiizde deneyim ekonomisinin artan 6nemi ile birlikte deneyime dayali iriinlerin pazarlama
stratejilerine gosterilen ilgi de artmustir. Yeni yaklagimlarla ortaya ¢ikan deneyim pazarlamasi,
geleneksel pazarlamaya gore 6nemli farkliliklar icermektedir. Geleneksel pazarlama yaklasimina gore,
tiriin kategorisi ve rekabetin sinirli oldugu pazar ortamindaki tiiketiciler, tiriinlerin fonksiyonlarini ve
faydalarini dikkate alan rasyonel kararlar alan miisterilerdir. Deneyim pazarlamasinda ise tiiketiciler,
hoglarina gidecek deneyimler kazanmak isteyen rasyonel ve duygusal insanlar olarak goriilmeye
baslanmuislardir. Deneyimsel pazarlamada, miisterinin deneyimleri sonucu elde ettigi duygusal,
duyusal, biligsel, fiziksel ve sosyal degerler 6n plana ¢ikmaktadir. Geleneksel pazarlama yonteminde
analitik yaklagimlarla kitlesel ¢6ztimler tiretilirken, deneyimsel pazarlamada daha bireye yonelik ve
secici yontemler tercih edilmektedir (Schmitt, 1999). Tiiketicilerin deneyime dayali iirinii almadan
once somut sekilde test etme firsatlarinin olmamasi, misterinin satin almadan 6nce ikna edilmesi
stirecinde pazarlama stratejilerinin 6nemini daha fazla arttirmaktadir.

Deneyime dayali iirtinlerin pazarlama stratejilerini olustururken yapilmasi gereken, tiiketicilerin ilgisini
¢ekmek, daha tiriinii satin almadan 6nce trtiniin kalitesi hakkinda tiiketiciyi ikna etmektir. Deneyime
dayali {iriin, 6zelligi geregi tiiketici ile bulustugunda kalitesi anlagilabilmektedir. Eger sunulan deneyim,
misterinin ilk karsilasgti1 anda veya bir sonraki birkag ziyaretinde deger yaratamazsa, sunulan deneyim
kavramyi, pazara sunumun ilk agamasinda bitebilir (Boswijk, Thijssen ve Peelen, 2007). Deneyime dayali
trtinlerin pazarlama stratejilerini olustururken satin alma gerceklesmeden 6nce iirtinii kismen de olsa
deneyimleyebilmek miisteri tercihini etkileme bakimindan 6énemli bir rol oynamaktadir. Deneyime
dayali iirtinler i¢in miisterilerin satis 6ncesi bilgi ve deneyim edinmesi miisteri talebi yaratma tizerinde
kritik derecede 6nemlidir (Pine ve Gilmore, 1998).

Deneyime dayali tiriin olan sinema filmlerinin pazarlama iletigim stratejileri kendine 6zgii ve 6nemli
bir yap1 olusturmaktadir. Literatiir incelendiginde sinema filmleri, deneyime dayali iirtin olarak ele
alinmakta ve ilk vizyona girdigi hafta yeni iriin olarak degerlendirilmektedir (Lofman, 1991; Cooper-
Martin, 1992; Levin, Levin ve Heath, 1997; Gruca, 2000; Elberse ve Eliashberg, 2003; Marich, 2009;
Calantone, Yeniyurt, Townsend ve Schmidt, 2010; Haw, Ho, Lim ve Wong, 2013; Zhang ve Yang, 2016).

Diinyada eglence sektorii icinde, sinema sektorii gise geliri 6nemli bir yere sahiptir. Marketline (2020)
verilerine gore, kiiresel sinema ve eglence pazari iginde en biiyiik payi, gise gelirleri olusturmaktadir.
Raporda, kiiresel sinema ve eglence sektorii pazar bityiikliigiiniin 2015-2019 yillar1 arasinda %]1,1
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artarak 78,7 Milyar dolara ulagtig1 goriilmektedir. Eglence sektorii i¢inde filmlerin gise rakami 41,6
Milyar dolara ulagmis olup, toplam eglence sektoriiniin %53 tinii olusturmaktadir (Marketline, 2020).

Marketline (2020) verilerine gore 78,7 milyar USD’lik bitytikliige sahip eglence sektérii iginde ABD
26,2 Milyar dolar gelir ile kiiresel pazardaki gelir pastasindan en yiiksek pay1 alan iilke konumundadir.
Sinema ve eglence sektoriinde ABDden sonra ikinci en yitksek pay1 8,9 Milyar dolar gelir Cin
almakta, arkasindan Almanya, Hindistan ve Brezilya gelmektedir.

Tiirk sinema ve eglence sektoriinde ise 2015 yilindan 2019 yilina kadar %8,9’luk hizli bir biiyiime
gortlmektedir (Marketline, 2020). Tiirk sinema sektoril, kiiresel sinema ve eglence sektdriiniin
tizerinde gerceklesen biiyiime hizi ile dikkat ¢ekici konumda yer almaktadir.

Sinema sektorii tilke ekonomisine katk: saglayan kazangh bir sektordiir. Ancak ulusal ve uluslararas:
alanda yogun rekabetin oldugu sinema sektorii, milyon dolarlik filmlerin basa bas rekabet ettigi
bir yerdir (Levin vd. 1997). Sinema sektoriinde karsilagilan en 6nemli zorluklardan digeri de, film
yapium biiteelerinin biyiikligidiir. Biitgelerin bityiikk olmasinin yani sira yapimecr nerdeyse tiim
harcamalar: film daha vizyona girmeden 6nce gerceklestirmektedir. Filmin biitgesi i¢inde pazarlama
maliyetleri 6nemli bir yer tutmaktadir. Reklam harcamalarinin ortalama %901 vizyona girmeden
once yapilmaktadir (Elberse ve Anand, 2007).

Ekonomi i¢inde 6nemli bir yere sahip olan sinema sektoriinde belirsizlik ve yiiksek rekabet ortaminda,
seyirci ¢ekmek ise zorlu bir siirectir. Sinema sektoriinde her yil ¢ok sayida filmin vizyona girmesi,
rekabet sartlarini daha da zorlastirmakta, filmin basarisini arttirmak ve seyirci ¢ekmek i¢in yapilan
pazarlama iletisim faaliyetlerinin 6nemini arttirmaktadir. Yatirimei riskinin yiiksek oldugu sektorde
pazarlama iletisim faaliyetleri talep yaratmada onemli olmaktadir. Pazarlama iletisim faaliyetleri
filmi goriintir kilarak, seyircinin farkindaligini arttirirken, ayn: zamanda filmin kalitesi hakkinda
fikir vermektedir. PR faaliyetlerinin, ozellikle seyircilere vizyon oncesi dénemde filmin kalitesi/
degeri hakkinda bilgi sunan haberlerin gise geliri tizerinde etkili olmasi, yapimcilarin pazarlama
faaliyetlerine odaklanmalarina neden olmaktadir.

Internetle birlikte yasanan degisim siirecinde, geleneksel pazarlama faaliyetlerinin yani sira sosyal
medya pazarlama faaliyetleri de kendine diisen pay1 almaktadir. Yeni gelisen sosyal medya iletisim
faaliyetleri de talep yaratma lizerinde 6nemli bir faktér haline gelmektedir. Bu ¢alismanin amaci,
Tirk sinema sektoriindeki vizyon oncesi geleneksel yazili medya ve sosyal medya (Instagram,
Twitter, Youtube) iletisim faaliyetlerinin ilk hafta sonu seyirci sayis1 iizerindeki etkisini aragtirmaktr.

2. Literatiir Taramasi

Aragtirmanin kavramsal altyapisini olusturmak icin, literatiirde sinema sektorii tizerine yapilmig
alismalar incelenmistir. Incelenen literatiir 1g1g1nda agirlikli olarak, geleneksel pazarlama faaliyetleri,
wom, sosyal medya {izerinden pazarlama faaliyetleri, yildiz oyuncu, elestirmen goriisleri, perde
say1s1, vizyon tarihi ve gise geliri gibi faktorler goriilmektedir. Bu ¢alismalar genel olarak Sinema
sektoriintin zorlayici kosullariyla bas edebilmek ve filme seyirci ¢ekerek, gise basarisini miimkiin
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oldugunca garantileyebilmek i¢in gise bagarisini arttirmaya yonelik hangi faktorlerin ne derecede
6nemli oldugunu arastirmaya yoneliktir.

Sinema filmi pazarlama iletisim faaliyetlerinin 6nemi ve filmin gise performansina etkisi tizerine
onemli caligmalar gerceklestirilmistir (De Vany ve Walls, 1999; Kirmani ve Rao, 2000; Simonoff ve
Sparrow, 2000; Lubbers ve Adams, 2001; Marich, 2009; Karniouchina, 2011; Cabral ve Natividad,
2016; Lash ve Zhao, 2016). Yapilan ¢aligmalar pazarlama faaliyetlerinin, sinema filmine olan talep
tizerinde etkili oldugunu ortaya koymaktadir. Sinema filmleri i¢in yapilan iletisim faaliyetleri,
deneyime dayali {iriin olan sinemaya seyirci ¢ekmenin giicliigii, yiiksek rekabet ve belirsizlik ortamu,
sinema filminin tiriin yasam doéngiisiiniin kisa olmas, ilk hafta sonu seyirci sayisinin toplam gise
gelirine etkileri nedenleri ile 6nem tagimaktadir.

[lk hafta sonu gise gelirinin pazarlama faaliyetlerinden biiyiik él¢iide etkilendigini (De Vany ve Walls,
1999; Elberse ve Eliashberg, 2003; Basuroy, Desai ve Talukdar, 2006) ve ilk hafta sonu gerceklesen
talebin toplam gise gelirini etkiledigini ortaya koyan ¢aligmalar bulunmaktadir (Simonoff ve Sparrow,
2000; Karniouchina, 2011; Cabral ve Natividad, 2016). Literatiir incelemelerinde ilk hafta sonu gise
gelirine kritik derecede 6nem verilerek, ilk hafta sonu gise gelirini tahmin etmeye yonelik modeller
gelistiren calismalar (Reinstein ve Snyder, 2005; Dellarocas, Zhan ve Awad, 2007; Goel, Hofman,
Lahaie, Pennock ve Watts, 2010) ozellikle dikkat cekmektedir.

Literatiir caligmalarinin bir kismi talebi etkileyen faktorlerden biri olarak yildiz oyuncu etkisinin 6nemini
ortaya koyan incelemeler yapmustir. Yildiz oyuncu kullanmak ayni zamanda daha yiiksek oyuncu
biit¢eleri anlamina da gelebilmektedir. Yapilan ¢alismalarda yildiz oyuncu maliyetinin karsiliginin olup
olmadigini 6l¢mek amaciyla yildiz oyuncunun filmin performansina olan etkisi incelenmistir (Cooper-
Martin, 1992; Wallace, Seigerman ve Holbrook, 1993; Levin vd., 1997; De Vany ve Walls, 1999; Ravid,
1999; Meiseberg, Ehrmann ve Dormann, 2008; Karniouchina, 2011; Liu, Liu ve Mazumdar, 2014).

Filmin degerlendirilmesi ve aldigi degerlendirme puanlarinin filmin kalite gostergesi olarak
algilanip, talep lizerine etkilerini arastiran ¢aligmalar bulunmaktadir (Prag ve Casavant, 1994; Ravid,
1999; Vanderhart ve Wiggins, 2001; Duan, Gu ve Whinston, 2008; Moon, Bergey ve Iacobucci, 2010).
Filmin kalitesini belirleyen en 6nemli unsurlardan digeri de senaryosudur. Degerlendirme puaninin
gise geliriyle dogrudan baglantis1 oldugunu gésteren galismalarin yani sira diger bir kalite gostergesi
olan senaryonun da film basarisinda 6nemli oldugunu ortaya koyan incelemeler de yapilmistir
(Eliashberg, Hui ve Zhang, 2007; Eliashberg, Hui ve Zhang, 2014; Dabhade ve Nandedkar, 2016).

Seri filmler, konu, hikaye olarak ana filmin devamu niteliginde olan ve marka geniglemesi seklinde
uygulanan filmler olarak tanimlanmaktadir (Basuroy ve Chatterjee, 2008; Hennig-Thurau, Houston
ve Heitjans, 2009). Seri film etkilerini arastiran tiim ¢alismalarda, seri filmlerin gise gelirini arttirici
etkisi oldugu sonucuna ulasildig1 goriilmektedir (Ravid, 1999; Elberse ve Anand, 2007; Brewer,
Kelley ve Jozefowicz, 2009; Moon vd., 2010; Apala, Jose, Motnam, Chan, Liszka ve de Gregorio,
2013; Belleflamme ve Paolini, 2015). izleyiciler filme gitmeye karar verirken daha énce izledikleri
ve begendikleri filmin devam filmini tercih etmelerinin yani sira daha 6nce begendikleri tiirde
filmlere gitmeyi de tercih edebilmektedirler. Sinema sektoriinde film tiirlerinin gise geliri {izerine
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etkisini rekabet konusu ¢ercevesinde ele alan ve gise geliri tizerine etkilerini inceleyen galigmalar
da bulunmaktadir (Bagella ve Becchetti, 1999; Albert, 1998; Ainslie, Dre'ze ve Zufryden, 2005;
Calantone vd., 2010).

Film hakkindaki goriisler, yakinda vizyona girecek olan filmin sanatsal ve eglence degeri hakkinda
bilgi sagladigindan, seyirciler film izleme kararlarinda hem profesyonel hem de amatér yorumlara
ilgi gostermektedirler. Literatiirde bir kisim ¢aligmalar sinema sektoriinde elestirmenlerin seyirci
davraniglar1 tizerine etkisine odaklanmigtir (Burzynski ve Bayer, 1977; Kirmani ve Rao, 2000;
Lubbers ve Adams, 2001; Baumann, 2002; Basuroy, Chatterjee ve Ravid, 2003; Reinstein ve Snyder,
2005; Mohr, 2007; Holbrook ve Addis, 2008; Duan vd., 2008; Chakravarty, Liu ve Mazumdar, 2010;
Karniouchina, 2011). Ayrica bir kisim aragtirmacilar elestirmen goriislerinin gise tahmin araci olarak
ele almiglardir (Eliashberg ve Shugan, 1997; Basuroy vd., 2003; Dellarocas vd., 2007; Boatwright,
Basuroy ve Kamakura, 2007).

Buraya kadar filmin basarisinda kalite, senaryo, yildiz oyuncunun titizlikle segilmesi, seri film, film
tiri ve elestirmen goriislerinin etkili oldugunu ortaya koyan c¢alismalarin yani sira, De Vany ve Walls
(1999) filmi basarili yapan unsurun seyircilerin karari oldugunu, film basarisinin tek bir faktore
baglanamayacagini belirtmektedir. Sinema sektoriinde gercek yildiz filmin kendisi olup, yapimci tim
etkenleri goz Oniine alsa da filmin kaderi seyirci begenisine baglanmaktadir (De Vany ve Walls, 1999).

Seyirci begenisinin 6neminin vurgulandigi durumda, sinema filmlerinin iletisim stratejilerinin gise
bagarisi tizerinde rolii artmaktadir. Sektorde finansal basari, sinemaya giden seyirci sayist ve elde
edilen gise geliri ile dlgiilmektedir. Ancak, belirsizlik ve rekabetin yiiksek oldugu, seyirci gekmenin
glic oldugu sinema sektoriinde pazarlama iletisim faaliyetleri talep yaratmada 6nemli olmaktadir
(Eastman ve Billings, 2000).

Yeni vizyona giren sinema filmlerinin kalitesi ve begenilmesi izleyici agisindan ancak deneyimlenmesi
ile miimkiin olmaktadur. Izleyiciyi bu deneyime sevk eden ve heniiz film vizyona girmeden énce
filmin kalitesi hakkinda bilgi veren en 6nemli faktorlerin baginda geleneksel iletisim faaliyetleri,
sosyal medya ¢alismalar1 ve fragman faaliyetleri gelmektedir.

2.1 Sinema Filmi Tanitiminda Geleneksel Medyanin Rolii (Etkisi)

Geleneksel pazarlama iletisim faaliyetleri denince, reklam ve PR faaliyetleri anlagilmaktadir. PR
faaliyeti yazili ve gorsel medyada ¢ikan haberleri kapsamaktadir. Yeni bir filmin tanitiminda
vizyon Oncesi pazarlama iletisim faaliyetleri, filmin yildiz oyuncularinin dergiler ve gazetelerdeki
roportajlari, haber bagliklarinda yer almasi ve yiiksek izlenmeye sahip TV haberleri ve sovlarinda yer
almasi, geleneksel tanitim faaliyetleri olarak belirtilmektedir (De Vries, Gensler ve Leeflang, 2017).
Lubbers ve Adams (2001) film pazarlama faaliyetlerini geleneksel ve uzmanlasmis film tanitim
teknikleri olarak iki baslik altinda toplamaktadir. PR faaliyetleri olarak filmin arka plani ve yildiz
oyuncular1 hakkinda haber biiltenleri, roportajlar ve medya kiti hazirlayarak sunmak filmin medyada
yer alma sansini arttirma girisimleri sayilabilmektedir. PR faaliyetleri yapimeci firma tarafindan
reklam faaliyetleri ile de desteklenmektedir. Posterler, yazili ve gorsel medyaya verilen reklamlar,
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outdoor afisler vb. ¢aligmalar reklam faaliyetlerini olusturmakta ve yapim biit¢esi icinde 6nemli
bir maliyet unsuru olarak yer almaktadir. Sinema sektoriinde geleneksel pazarlama faaliyetlerinin
etkilerini aragtiran ¢ok sayida ¢aligma bulunmaktadir (Prag ve Casavant, 1994; Lubbers ve Adams,
2001; Elberse ve Eliashberg, 2003; Basuroy vd., 2006; Mohr, 2007; Elberse ve Anand, 2007; Holbrook
ve Addis, 2008; Elliott ve Simmons, 2008; Joshi ve Hanssens, 2009; Marich, 2009; Ames, 2010; Wang,
Zhang, Li ve Zhu, 2010; Mukherjee-Das, 2013). Geleneksel pazarlama faaliyetlerinin ilk hafta sonu
seyirci say1si lizerine etkisini ortaya koyan galigmalara dayanarak H ! hipotezi seklinde énerilmistir.

Geleneksel pazarlama faaliyetlerinin yani sira internetle birlikte hayatimiza giren dijital medya
platformlar1 da pazarlama iletisim faaliyetlerinin konusu haline gelmistir. Giintimiizde internette
sosyal iletisim aglarinin yayginlagmasi, tanitim faaliyetleri i¢in yeni kanallar ortaya ¢cikarmuistir.

2.2 Sinema Filmi Tanitiminda Sosyal Medyanin Rolii (Etkisi)

Diinyada internet ve sosyal medyanin gosterdigi hizli gelisme dikkat gekici niteliktedir. Wearesocial
(2020) raporlarina goére 2000 yilinda sadece 400 milyon olan kiiresel internet kullanici sayisi
giiniimiizde 4,6 milyara ulagarak toplam diinya niifusunun %60'1n1 kapsamaktadir. Internet trafiginin
yarisindan fazlasi cep telefonu tizerinden gergeklestirilmektedir.

Diinyada aktif sosyal medya kullanict sayist diinya niifusunun %53’tinii olusturan 4,1 milyara
ulagmustir (Wearesocial, 2020). Son bir y1l iginde sosyal medya kullanic1 sayis1 453 milyon kisi artarak
%12,3 bluytime hizi yakalamistir (Wearesocial, 2020). Artan sosyal medya kullanimi ile birlikte
iletisim faaliyetleri de hizla degismektedir. Sosyal medya iletisim faaliyetlerinin sagladig1 avantajlar,
hem isletme hem de tiiketici tarafinda artmaya devam etmekte, sosyal medya aglarinin pazarlama
iletisim faaliyetleri icinde aldig1 pay gittikce artmaktadir.

Wearesocial (2020) verilerine gore diinya niifusunun %52’sini olusturan 4 milyar insan, mobil
telefonlar tizerinden sosyal medya kullanmaktadir. Facebook, Instagram ve Twitter'n yani sira,
kullanicilarin  video yiiklemelerini ve paylagmalarini, goriintiilemelerini, yorum yapmalarini
ve begenmelerini saglayan diinyanin en biiyiik video sosyal paylasim sitesi Youtube olarak
belirtilmektedir (makeawebsitehub, 2019). Tiim bu rakamlar sosyal medya kullanimimnin kiiresel
bazda yayginligini ortaya koymaktadir.

Internet kullanici sayilar1 ve sosyal medya kullanici sayilarinin niifus artig hizindan daha yiiksek
oranda biiytidugii dikkat ¢ekmektedir. Wearesocial (2020) raporuna gore Tiirkiyede 16-64 yas
araliginda sosyal medya platformlarimin kullanim dagilimy

Youtube % 90
Instagram % 83
Facebook % 76
Twitter % 61
1 H,: Vizyon éncesi yapilan yazili medya iletisim faaliyetlerinin filmin ilk hafta sonundaki seyirci sayisi tizerinde pozitif

etkisi bulunmaktadir.
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seklindedir. Internet yoluyla yiiriitiilen yeni iletisim faaliyetlerinin, zaman ve mekan kisitlamalarindan
uzak, daha hizli sekilde gergeklestirilebilmesi pazarlama iletisim stratejilerini ve uygulamalarini
degistirmistir. Geleneksel iletisim faaliyetlerinin aksine, internet iizerinden yapilan pazarlama
iletisimi bireysel, kisiye yonelik, oznel, anlik, etkilesime acik ve cift tarafli olmaktadir. Isletmeler,
internetle birlikte genis kitlelere iirtin ve hizmetlerini tanitma, sunma firsatina kavusmuslar ve

bunlar diisitk maliyetlerle yapabilir duruma gelmislerdir.

Internetin yayginlasmasi, sinema sektérii iletisgim faaliyetlerini de etkilemis, yapimci ve seyirci
tarafinda ortaya ¢ikan degisimler arastirmacilarin da dikkatini ¢ekmistir (Westland, 2012; Haw vd.,
2013). Internet {izerinden film hakkinda yapilan arama aktivitelerinin, filmin performans iizerindeki
etkilerine yonelik tahmin modeli gelistirmeyi amaglayan ¢aligmalar da dikkat gekmektedir (Goel vd.,
2010; Qin, 2011; Hand ve Judge, 2012; Mestyan, Yasseri ve Kertész, 2013).

Sosyal medya platformlarinin sinema sektoriinde yogun sekilde kullanilmasi, son yillarda
aragtirmacilarin da dikkatini ¢ekmistir. Ozellikle 2010 yilindan itibaren sinema sektdrii tizerine
yapilan aragtirmalarin kapsaminda sosyal medya konusunun agirlik kazandig: dikkat ¢cekmektedir
(Johnston, 2008; Goel vd., 2010; Asur ve Huberman, 2010; Westland, 2012; Hand ve Judge, 2012;
Wilcox, 2012; Apala vd., 2013; Jerrick, 2013; Haw vd., 2013; Greene, Johnston ve Vollans, 2014;
Tejada, 2015; Akyol ve Kuruca, 2015; Wagholi, 2016; Nair, 2016; Archer-Brown, Kampani, Marder,
Bal ve Kietzmann, 2017).

Bircok ¢alisma sosyal medya pazarlama faaliyetleri ve e-wom konusunu birlikte aragtirmistir (Mohr,
2007; Hennig-Thurau, Gwinner, Walsh ve Gremler, 2004; Karniouchina, 2011; Keskin ve Cepni, 2012;
Chiang, Wen, Li, Hsu ve Luo, 2014; Nair, 2016; Lee, Lee, Cruz ve Enriquez, 2016). Ayrica internet
tizerinden film hakkinda yapilan arama aktiviteleri de gise geliri tahmini i¢in 6nemli bir faktor olarak
incelemelere dahil edilmistir (Goel vd., 2010; Qin, 2011; Hand ve Judge, 2012; Mestyan vd., 2013).

Instagram’in sosyal medya kanallar1 arasinda yiikselisi ve Twitter {izerinden yapilan iletisim
faaliyetlerinin gise basarisi tizerindeki etkilerini gdsteren ¢alismalarin bilgileri H,? ve H, hipotezleri
seklinde onerilmistir.

Onemli bir diger sosyal medya platformu da Youtube kanalidir. Sinema sektérii fragman yayinlarini
Youtube kanali {izerinden yaparak, ¢ok sayida kisiye hizli sekilde ulagmayr amaclamaktadir.
Fragman yayiny, film pazarlama iletisim stratejilerinin en 6nemli unsurlarindan biridir. Fragman,
vizyonu yaklasan filmden heyecanli sahneleri kapsayan, genellikle 1-2 dakikalik vizyon oncesi
filmin pazarlama araci olarak, izleyiciler arasinda merak uyandirmak amaciyla yayinlanan
yayinlanmaktadir. Fragman’in en 6nemli amaci, film vizyona girdiginde seyirciyi filme gelmeye ikna
etmektir (Marich, 2009). Genellikle film vizyona girmeden bir ay dnce yayinlanan Fragman faaliyeti
ile vizyonu yaklasan filme, seyircilerdeki ilgi ve merak duygusunu arttirmak amaglanmaktadir.

2 H,: Vizyon dncesi gergeklestirilen sosyal medya Instagram iletisim faaliyetlerinin filmin ilk hafta sonundaki seyirci say1st
tizerinde pozitif etkisi bulunmaktadur.

3 H,: Vizyon &ncesi gergeklestirilen sosyal medya Twitter iletisim faaliyetlerinin filmin ilk hafta sonundaki seyirci sayisi
tizerinde pozitif etkisi bulunmaktadir.
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Literatiir incelemelerinde fragmanin 6nemli ve etkili bir pazarlama araci olarak caligmalara
konu oldugu goriilmektedir. Fragman yaym ozellikle vizyon Oncesi pazarlama faaliyeti olarak
tanimlanmakta ve gise gelirini olumlu sekilde etkilemektedir (Cooper-Martin, 1992; Eliashberg,
Jonker, Sawhney ve Wierenga, 2000; Johnston, 2008; Jerrick, 2013; Kim, 2013; Haw vd., 2013; Greene
vd., 2014; Archer-Brown vd., 2017). Film tanitiminda kritik derecede 6nemli oldugu yukardaki
alismalarda da ortaya konan Fragman i¢in H,* hipotezi seklinde dnerilmistir.

2.3 Arastirmanin Amaci ve Kavramsal Cergevesi

Bu ¢alismanin amaci, Tiirk sinema sektoriindeki vizyon 6ncesi geleneksel yazili medya ve sosyal medya
(Instagram, Twitter, Youtube) iletisim faaliyetlerinin ilk hafta sonu seyirci saysi tizerindeki etkisini
aragtirmaktir. Calismanin literatiire katkisy, sinema sektorii icin geleneksel pazarlama iletisim faaliyetleri
ile sosyal medya iletisim faaliyetlerinin, ilk kez ayn1 ¢alisma i¢inde birlikte aragtirilmasidir. Geleneksel
pazarlama iletisim faaliyetleri kapsaminda gazetelerde ¢ikan haberler, “Yazili Medya” (YM) olarak
adlandirilmigtir. Sosyal medya (SM) iletisim faaliyetleri ise “SM Instagram”, “SM Twitter” ve Youtube
kanalinda yayimnlanan fragman “SM Fragman” seklinde tanimlanmustir. Sekil 1'de goriilen aragtirmanin
kavramsal modeline gére YM, SM Instagram ve SM Twitter bagimsiz degisken, SM Fragman, araci

degisken, ik Hafta Sonu Seyirci Sayisi ise bagimli degisken olarak analize dahil edilmistir.

Vizyon Oncesi Vizyon Haftas:

[
>

Yazil1 Medya

Sosyal Medya ilk Hafta
Instagram ——| Sosyal Medya Sonu Seyirci
Fragman Sayis1
Sosyal Medya

Twitter
»

Sekil 1: Aragtirmanin Kavramsal Cergevesi

Bu ¢alisma kapsaminda filmin vizyona girdigi ilk hafta sonu verilerinin dikkate alinmasi, vizyon
oncesi donemde yapilan pazarlama iletisim faaliyetlerinin, ilk hafta sonu sinemaya izleyici ¢ekmek
amacryla gerceklestirilmesidir. (De Vany ve Walls, 1999; Kirmani ve Rao, 2000; Lubbers ve Adams,
2001; Elberse ve Eliashberg, 2003; Basuroy vd., 2006). Film vizyona girdikten sonra pazarlama iletisim
faaliyetleri disinda y1ldiz oyuncu, filmin hikéyesi, senaryosu, wom vb. diger faktorler, devreye girerek
toplam geliri etkileyebilmektedir.(De Vany ve Walls, 1999). Filmlerin ilk hafta sonu elde ettikleri gise
geliri, genellikle toplam gise gelirinin de gostergesi olmaktadir (De Vany ve Walls, 1999; Simonoft ve
Sparrow, 2000; Cabral ve Natividad, 2016).

4 H,: Vizyon &ncesi Youtubeda yayinlanan fragman’in internet {izerinden izlenme sayisinin, filmin ilk hafta sonundaki
seyirci saysi izerinde pozitif etkisi bulunmaktadir.
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Bu ¢alismada, filme giden seyirci sayisi basar1 gostergesi olarak goriildiigiinden (Bagella ve Becchetti,
1999; Meiseberg vd., 2008; Karniouchina, 2011; Wilcox, 2012; Nair, 2016) pazarlama iletisim
faaliyetlerinin talep iizerindeki etkisini 6lgebilmek i¢in seyirci sayis1 dikkate alinmistir. {1k hafta sonu
gise geliri yerine seyirci sayisinin dikkate alinmasimnin diger nedeni Tiirkiyede bilet fiyatlarinin sehir,
bolge, sinema salonlary, filmler ve hatta seanslara gore farklilik gostermektedir. Seyirci sayzsi, yillara
ve filmlere gore yapilacak karsilastirmanin enflasyonist etkiyi arindirarak daha objektif sonuca

ulagma imkani sunmaktadir.

3. Arastirmanin Yontemi

Aragtirma igin, Tiirk sinema sektoriinde 2014, 2015, 2016 ve 2017 yillarina ait yerli sinema filmlerinin
verileri kullanilmistir. {lk asamada, galisma kapsamina alinan yillar i¢inde 6ncelikle sezon etkisi (Elberse
ve Eliashberg, 2003; Einav, 2007) dikkate alinmistir. Yiiksek sezon olarak alinan 1 Eyliil - 31 Mart arast

tarihler Tablo 1de goriildiigii gibi toplam yil icindeki seyirci sayisinin genelini temsil etmektedir.

Tablo 1: Film ve Seyirci Sayilar

il Toplam Film Eyliil-Mart ~ Toplam Seyirci Sayst Eyliil-l\.’lal"t Donemi Topl.aI.n Sey%rci Sayist
Sayis1 Seyirci Sayist Icindeki Pay1

2014 112 82 35.888.499 33.566.621 94%

2015 136 87 32.176.586 28.528.457 89%

2016 135 88 30.167.345 27.356.145 91%

2017 151 86 40.325.000 31.710.159 79%

Kaynak: Boxofficetiirkiye (2018) verileri kullanilarak hazirlanmugstir. “http://boxofficeturkiye.com” 10 Aralik 2018

Ikinci asamada, Tablo 2'de her yiiksek sezon igin en fazla seyirci sayisina ulagan ilk 20 film (Albert,
1998) segilmistir. Ugiincii asama olarak, seri filmler, yeni {iriin tanimina uymadigi (Basuroy ve
Chatterjee, 2008; Hennig-Thurau vd., 2009) ve ozellikleri itibariyla gise gelirini arttirict etkileri
oldugu (Moon vd., 2010; Apala vd., 2013) i¢in d6rneklemden ¢ikarilmistir.

Tablo 2: Yiiksek Sezon Icinde ilk 20 Film

. Toplam Film Toplam Seyirci {1k 20 Filmin Seyirci Ik 2 O'Fllmm I op lam‘
Dénem Seyirci Sayisi Igindeki
Sayisi Sayisi Sayisi

Pay1
Eyliil 2014-Mart 2015 91 32.784.042 27.740.693 85%
Eyliil 2015-Mart 2016 83 28.074.039 24.968.960 89%
Eyliil 2016-Mart 2017 82 28.832.485 26.365.313 91%
Toplam 256 89.690.566 79.074.966 88%

Kaynak: Boxofficetiirkiye (2018) verileri kullamlarak hazirlanmagtir.

Buraya kadar agiklanan aragtirma yonteminin olusturulma siireci Sekil 2'de gosterilmektedir.
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[ incelenecek Yillarin Segimi ’

[ Sezon Etkisini Ortaya Koyan Dénemin 1 Eyliil-31 Mart Olarak Tespiti J

( Sonug Olarak 45 Film Orneklemine Ulasilmasi J

Sekil 2: Aragtirma Metodolojisinin Olugturulma Siireci

3.1 Veri Toplama Yontemi

Aragtirma, ikincil veriler tizerinden yapilmistir. Verilerin kaynaklar1 ve toplanma siireci Sekil 3‘te

gortilmektedir. Tiim veriler filmin vizyon tarihine kadar olan dénemi kapsamaktadir.

euma

Siireci

N

Medya Takip
Merkezi, Film
Adina Gére Arama

Film Adina Gore
Resmi Instagram

Sayfas1

Film Adina Gore
Resmi Twitter
Sayfas1

Film Adina Gore
Youtube Sayfasi

/

NS

Geleneksel Yapime1 Tarafindan Yapimci Tarafindan Sosyal Medya
Haber ve Yazili Medyada Sosyal Medya Sosyal Medya Youtube
Trkl: a Filmle ilgili Instagram’da Filmle Twitter’da Filmle Kanalinda
Cikan Haber 1lgili Paylasilan ilgili Paylasilan . Fragman
Sayilar Sayist Haber Sayist Haber Sayis1 Izlenme Sayis1
N2 N2
ncelenen 3.141 Adet 5.492 Adet 9.305 Adet 146.204.638
. Haber Sayis1 Instagram Twitter Adet Fragman
Veri Sayis1 Paylasim Sayisi Paylasim Sayisi izlenme Sayis1

Sekil 3: Analize Konu Olan Filmlerin Verileri

Geleneksel yazili medya faaliyetini 6l¢gmek i¢in, “Medya Takip Merkezi” verilerinden gazete haber
sayilar1 toplanmustir. Medya Takip Merkezi internet sitesinden 45 filme ait geleneksel yazili medya

degiskeni icin toplam 3.141 adet veri toplanmustir.
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Sosyal medya Instagram verilerinin toplanmasina film adina agilmis resmi Instagram hesabr tespit
edilerek basglanmistir. Instagram hesaplarinin ilk acildig: tarihten vizyon giiniine kadar, yapimc
firmanin film tanitimina yonelik yaptig1 toplam 5.492 adet Instagram paylasim verisi sayilmistir.

Sosyal medya Twitter verilerinin toplanmasi agamasina film adina agilmis resmi Twitter hesabi tespit
edilerek baglanmistir. Sosyal medya Twitter degiskeni i¢in yapimei firma tarafindan paylagilan 45
filmin toplam 9.305 adet tweet sayist dikkate alinmugtir.

Ayrica sosyal medya fragman degiskeni icin her filmin adina gore fragman aramalari yapilarak, filme
ait Youtube kanallar1 tespit edilmis ve fragman’in yayinlandig: sayfada gosterilen sayis1 146.204.638
adet izlenme sayilar1 analize dahil edilmistir.

3.2 Verilerin Analizi

Aragtirmada elde edilen veriler SPSS (Statistical Package for Social Sciences) for Windows 22.0
programi kullanilarak analiz edilmistir.

Pazarlama faaliyetleri fragman yayinindan yaklagik 5-6 ay 6nce baglamaktadir. Fragman yayinlanana
kadar gegen siirede izleyiciler, film hakkinda ¢ikan haberler ve sosyal medya hesaplar1 araciligiyla
film hakkinda bilgilenmektedirler. Youtube kanalinda yayinlanan fragman izlenme sayilari, yazili
medyada ¢ikan haberler, sosyal medya Instagram ve Twitter faaliyetlerinden etkilenebilmektedir.
Bu varsayimla geleneksel yazili medya, sosyal medya Instagram ve sosyal medya Twitter'in fragman
izlenme sayilari tizerindeki etkileri arindirilmstir.

Fragman arindirma iglemi icin, ilk olarak geleneksel yazili medya, sosyal medya Instagram, sosyal
medya Twitter bagimsiz degisken, sosyal medya fragman ise bagimli degisken alinarak regresyon
analizi yapilmigtir.

Ikinci olarak Tablo 3'de regresyon analizinde kullanilan degiskenlerle fragman arindirma katsayisi
formiili asagidaki gibi elde edilmistir.

Tablo 3: SM Fragman Arindirma Islemi Igin Regresyon Analizi

Katsayilar®
Standart
o PR
Model Standart Olmayan Katsayilar Katsayilar . ) P 95,0% Giiven Aralig1 B icin
egeri -
B Std. Hata Beta 5 Alt Sinir Ust Smnir
1 (Sabit) 2429047,65 934492,19 2,59 0,01 541802,37 4316292,93
YM 10803,34 9140,36 0,18 1,18 0,24 -7655,98 29262,67
SM Twitter -1190,11 2761,22 -0,06 -0,43 0,66 -6766,53 4386,29
SM Instagram 2556,12 5119,81 0,07 0,49 0,62 -7783,55 12895,80
a. Bagimh Degisken: Sosyal Medya Fragman
B = Sabit+ B,V + By St+p, Si (1)
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A

F =Fragman Arindirma Katsayis
Y= Yazili Medya

St= Sosyal Medya Twitter
Si= Sosyal Medya Instagram

Ugiincii adimda Tablo 3'de elde edilen veriler formiil 1’ yerlestirilerek

N

F =2429047,65 + 10803,34.Y - 1190,11.St + 2556,12.Si,
Seklinde fragman arindirma katsayis: bulunmustur.
Son olarak, 45 filmin her biri icin geleneksel yazili medya, sosyal medya Instagram ve sosyal medya
Twitter verileri fragman arindirma formiiliine yerlestirilmis, ortaya ¢ikan yeni verilerle her filmin

fragman katsayilar1 olusturulmustur. Elde edilen fragman katsayilari, mevcut sosyal medya fragman

izlenme sayilarindan ¢ikarilarak arindirilmis sosyal medya fragman verilerine ulagilmistir.
¢ = Arindirlmig Sosyal Medya Fragman
F; = Sosyal Medya Fragman
e=F;-F
¢ =F; - (Sabit+ B, Y+P; St +pB, Si) )
e =F; —(2429047,65 + 10803,34.Y - 1190,11.St + 2556,12.Si)

Sosyal medya fragman, Sekil 4’te de goriildiigii gibi modele arindirilmis bagimsiz degisken olarak
dahil edilmistir.

Yizyon Oncesi Yizyon Haftasy
Yazly Medya. m
)
——
Sesyal Medya H2
Instagram ik Hafta
—~——| Sonu Seyirci
Sayis1
[ —>

Sesyal Medya H3
Twitter

| _— ____
Armndirilmis Sosyal |H4
Medya Fragman

Sekil 4: Arastirma Modeli

Yeni elde edilen arindirilmis sosyal medya fragman degerleri, pazarlama faaliyetlerinin ilk hafta sonu

seyirci sayist {izerindeki etkisini agiklamak iizere yapilan regresyon analizinde bagimsiz degisken
olarak kullanilmigtir
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Regresyon analizi yapabilmek i¢in saglanmasi gereken varsayimlar;

o+ Igsellik sorunu olmamasi sarti, bagimsiz degiskenlerin kendi aralarindaki korelasyonun 0,8’in
altinda olmasi,

o Normal Dagilimi saglanma sart1, “ jb RES_1 Jarque-Bera normality test: 1.973 Chi(2) 0,3729
Jarque-Bera test for Ho: normality: “

o Hatalar ardisik bagimli olmamali sart1, Durbin-Watson degerinin 0,907 olarak gergeklestigi ve
1,6dan disiik oldugu,

Her ii¢ varsayimin da karsilandig analizlerle tespit edilmistir.

4. Arastirmanin Bulgular

Tablo 4te filmlere iligkin degiskenler incelendiginde “Geleneksel yazili medya” ortalamasi
(69,800+35,538); “Sosyal medya Instagram” ortalamasi (122,04+62,26); “Sosyal medya Twitter”
ortalamasi (206,777+118,715); “Arindirilmis sosyal medya fragman” ortalamasi (.045+2003366); “ilk
hafta sonu seyirci sayis1” ortalamast ise (222513.2+124815,717); olarak saptanmustir.

Tablo 4: Film Degiskenlerinin Ortalamalar1

Degiskenler N Min Medyan Ort. Max Ss
ilk hafta sonu seyirci sayist 45 86.879 186.363 222.513,2 706.065 124.815,7
™M 45 14 67 69,8 151 35,54
SM Twitter 45 36 178 206,77 546 118,71
SM Instagram 45 22 105 122,04 341 62,26
Arindirilmig SM Fragman 45 -3283152 -103670.4 .045 5871442 2003366

Geleneksel yazili medya iletisim faaliyeti olarak yazili medyada ¢ikan haber sayilari, sosyal medya
Instagram post sayilari, sosyal medya Tweet sayilar1 ve armdirilmis sosyal medya fragman izlenme
sayilarindan olusan dort bagimsiz degiskenin ilk hafta sonu seyirci sayisi iizerine etkisini aragtirmak
i¢in regresyon analizi yapilmistir.

Tablo 5’te ilk hafta sonu seyirci sayis1 diizeyinin belirleyicisi olarak vizyon 6ncesi pazarlama iletisim
faaliyetlerini gosteren geleneksel yazili medya, sosyal medya Instagram, sosyal medya Twitter
ve arindirilmis sosyal medya fragman degiskenleri ile olusturulan model, bagimli degiskendeki

varyansin %48’ini agiklamaktadir (R? =.48). Yine ayn1 tabloda varsayimlardan biri olan

diizeltilmis

Durbin-Watson istatistiginin 0,907 oldugu gorilmektedir.

Tablo 5: Regresyon Model Ozeti

Model Ozet®
Model R R? Diizeltilmis R? Tahmini Standart Hata Durbin-Watson
1 0,726? 0,527 0,480 89995,82690 0,907

a. On gostergeler: (Sabit); Yazili Medya, Sosyal Medya Instagram, Sosyal Medya Twitter, Arindirilmis Sosyal Medya
Fragman

b. Bagimli Degisken: ilk hafta sonu seyirci sayisi
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Tablo 6da Anova testine gore geleneksel yazili medya, sosyal medya Instagram, sosyal medya Twitter,
arindirilmis sosyal medya fragman bagimsiz degiskenlerine ait regresyon analizi istatistiksel olarak
anlaml bulunmugtur ( F (4, 40) = 11,159; p <,000 ). Elde edilen regresyon modelinin anlaml olmasi
nedeniyle tahminlerde kullanilabilecegi sonucuna ulagilabilmektedir.

Tablo 6: ANOVA Testi

ANOVA?
Model Kareler Toplami df Ortalama Kareler F p degeri.
1 Regression 361.504.427944,311 4 903.761.06986,078 11,159 0,000
Kalinti 323.969.954342,000 40 809.924.8858,550
Toplam 685.474.382286,311 44

a. Bagimli Degisken: ilk hafta sonu seyirci sayisi

b. On gostergeler: (Sabit); Yazili Medya, Sosyal Medya Instagram, Sosyal Medya Twitter, Arindirilmis Sosyal Medya
Fragman

Tablo 7de yazili medyada ¢ikan haber sayilari ile ilk hafta sonu seyirci saysi arasindaki iligkinin
anlamli oldugu gorillmektedir (88 = 0,346; t(40) = 3,067; p <,01). Sosyal medya Instagramda yapilan
paylasimlar ile ilk hafta sonu seyirci sayisi arasindaki iligkinin anlamli oldugu goriilmektedir (3 =
0,326; t(40) = 2,942; p < ,01). Sosyal medya Twitter da yapilan paylasimlar ile ilk hafta sonu seyirci
sayist arasindaki iligkinin anlamli oldugu goriilmektedir (8 = 0,233; t(40) = 2,045; p < ,05) Sosyal
medya Youtube kanalindan yayimnlanan fragman ile ilk hafta sonu seyirci sayisi arasindaki iligkinin
anlamli oldugu goriilmektedir (88 = 0,390; t(40) = 3,590; p <,01).

Tablo 7: YM, SM Instagram, SM Twitter ve Arindirilmis SM Fragman’in {lk Hafta Sonu Seyirci Sayis1 Uzerine Etkisi

Katsayilar®
Standart . P
Standart Olmayan Katsayilar Katsavilar 95,0% Giiven aralig1 B igin
Model asayra t p Degeri
8 Standart Hata Beta Alt Sinur Ust Sinir
1 (Sabit) 7279,672 40523,159 0,180 0,858 -74620,687 89180,03
YM 1215,829 396,361 0,346 3,067 0,004 414,754 2016,904
SM Twitter 244911 119,737 0,233 2,045 0,047 2,912 486,909
M 653,259 222,015 0,326 2,942 0,005 204,550 1101,968
Instagram
Armdirilmig
0,024 0,007 0,390 3,590 0,001 0,011 0,038
SM Fragman

a.:Bagimli Degigken : ilk hafta sonu seyirci say1st

Yazili medya, sosyal medya Instagram, sosyal medya Twitter ve arindirilmis sosyal medya fragman
bagimsiz degiskenleri ile ilk hafta sonu seyirci sayisi bagimli degiskenine ait regresyon analizi

istatistiksel olarak anlamli bulunmustur.
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Ayrica her biri modele anlaml katkida bulunan bagimsiz degiskenlerin, bagimli degisken olan ilk
hafta sonu seyirci sayisi tizerindeki etki giiciine gore siralayabilmek i¢in her bir bagimsiz degisken
sirastyla regresyon analizinden ¢ikarilarak kalan ti¢ bagimsiz degiskenin ilk hafta sonu seyirci sayisi
tizerindeki agiklayicilik giiciine (R?) bakilmistir. Modelin agiklayicilik giicii (R?) ne kadar diisiikse
eksik olan bagimsiz degisken o kadar etkili anlamina gelmektedir. Ancak modelin a¢iklayicilik giicii
(R?) yiiksek ise gikarilmis olan bagimsiz degisken etkisinin diisiik oldugu anlasilmaktadir. Buna gore
her bir bagimsiz degisken modelden ¢ikarilarak regresyon analizi tekrar edilmistir. Yapilan dort adet
regresyon analizinin R leri ve ¢ikarilan bagimsiz degisken siralamalari tespit edilmistir.

Her bir bagimsiz degisken cikarilarak yapilan dért regresyon analizinin R? degerleri Tablo 8de
biylikten kiigiige dogru siralanmistir. Her bir bagimsiz degisken tek tek modelden ¢ikarilarak
yapilan regresyon analizlerinde ortaya ¢ikan R? degerlerine gore, bagimsiz degiskenlerin model
iizerindeki etkileri siralanmugtir. Tablo 8de regresyon analizlerinde, R¥nin diismesine neden olan
bagimsiz degiskenler en etkiliden daha diisiik etkiliye gore siralanmustir. Fragman gosterimleri
ilk hafta sonu seyirci sayist tizerinde ilk sirada en etkili ve anlaml veri olarak tespit edilmektedir.
Hemen arkasindan ikinci gii¢lii anlamli veri olarak geleneksel yazili medya faaliyetlerini gésteren
gazete haber sayilar1 gelmektedir. Ugiincii sirada ise sosyal medyanin artan énemini ortaya ¢ikaran
Instagram, dordiincii ve en son sirada ise Twitter paylasimlar: gelmektedir.

Tablo 8: Bagimsiz Degiskenlerin Etki Glicline Gore Siralanmasi

Bagimsiz Degiskenleri Modelden Cikarilan

Etki Siralamast Bagimsiz Degiskenler Modelde Kullanilan Bagimsiz Degiskenler R?
1 Arindirilmig SM Fragman YM, SM Instagram ve SM Twitter 0,375
5 Yazilt Medya SM Instagram, SM Twitter ve Arindirilmig SM 0416
Fragman
3 Sosyal Medya Instagram YM, SM Twitter ve Arindirilmig SM Fragman 0,425
Sosyal Medya Twitter YM, SM Instagram ve Arindirilmig SM Fragman 0,478

5. Sonug ve Tartisma

Bu ¢alisma ile sinema filmlerinin vizyon 6ncesi geleneksel yazili medya ve sosyal medya (Instagram,
Twitter, Youtube) iletisim faaliyetlerinin ilk hafta sonu seyirci sayis1 tizerindeki etkisi arastirilmigtir.
Regresyon analizinin sonucunda galigmanin temelini olusturan tiim hipotezler kabul edilerek,
geleneksel yazili medya, sosyal medya Instagram, sosyal medya Twitter ve sosyal medya fragman
faaliyetleri ile ilk hafta sonu seyirci sayisi arasindaki iliski anlamli bulunmugtur. Yapilan literatiir
incelemelerinde geleneksel yazili medya ve sosyal medya faaliyetleri genellikle diger faktorlerle (yildiz
oyuncu, filmin biitgesi, wom, filmin kalitesi, senaryosu, filmin seri olmasi, elestirmen goriisleri,
vizyon tarihi, perde sayisi, filmin tirii) birlikte ele alinmigtir. Bu galisgmada diger ¢alismalardan
farkli olarak geleneksel yazili medya ve sosyal medya faaliyetleri birlikte ele alinmustir. Ortaya ¢ikan
sonuglar, geleneksel yazili medya faaliyetlerine ilave olarak, Instagram, Twitter ve Youtube iizerinden
yapilan sosyal medya pazarlama iletisim faaliyetlerinin de ilk hafta sonu seyirci sayisi tizerinde etkili
oldugunu gostermesi agisindan literatiire katkida bulunmaktadir. Ozellikle geleneksel yazili medya
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ve sosyal medya iletisim faaliyetlerinin birlikte uygulandiginda, ilk hafta sonu seyirci sayisi tizerinde
etkili oldugunun ortaya ¢ikmasi 6nem tagimaktadir.

Mevcut ¢aligmalarda fragman’in 6nemine dikkat cekilerek, gise gelirini olumlu etkileyen pazarlama
faaliyeti oldugu vurgulanmaktadir (Cooper-Martin, 1992; Haw vd., 2013; Kim, 2013; Jerrick, 2013;
Greene vd., 2014; Archer-Brown vd., 2017) Bu ¢alismada da fragman izlenme sayisinin gise geliri
tizerinde en etkili degisken olarak ortaya konmasi mevcut ¢aligmalar1 desteklemektedir. Filmden
heyecanli arpici sahnelerin yer aldig1 kisa video olarak yayinlanan fragman seyirci iizerinde giiglii bir
etkisiyle ilk sirada yer almistir. Ciinki film deneyime dayali bir tirtindiir ve vizyon oncesi gosterilen
video izleyiciye sinemaya gitmeden 6nce gorsel ve isitsel deneyim yasama firsat: sunmaktadir. Ayrica
fragman’in Youtubedan yayinlanarak zaman ve mekén sinir1 olmadan daha genis kitlelere ulasmas:
etkinligini arttiran diger unsurdur. [lk zamanlar sadece sinema salonlarinda yayinlanan fragmanlarin,
TV’lerin yayginlagmasi ile birlikte evlere, giiniimiizde ise Youtube kanaliyla cep telefonlarina girmesi
ulagtig kisi sayisini arttirmigtir. Cikan sonug deneyime dayali tiriinlerde gorsel, isitsel, deneyimsel
iletisim faaliyetlerinin etkinligini gostermesinin yan1 sira Youtube iizerinden izlenmelerin talep
tizerinde 6nemli bir etkisi oldugunu da gostermektedir.

Geleneksel yazili medyanin talep tizerindeki etkinligi sosyal medya fragmandan sonra ikinci sirada
gelmektedir. Gazetelerde c¢ikan haberler, sosyal medya kullanmayan veya filmin sosyal medya
hesaplarini takip etmeyen 6nemli bir kitleye ulagma imkéan: saglamaktadir. Mevcut ¢aligmalarda
geleneksel yazili medyada haber sayilarinin sinema filmi gisesi tizerinde pozitif etkisi oldugu
sonuglar elde edilmisti (Lubbers ve Adams, 2001; Wang vd., 2010; Ames 2010, Mukherjee-Das,
2013). Bu galisma sonuglari, geleneksel medya faaliyetlerinin, sosyal medya faaliyetlerinin yani sira
hala etkinligini devam ettirdigini gostermektedir. Ayrica geleneksel yazili medyada ¢ikan haberlere
giiven duyuldugunun da bir isaretidir. Yeni gelisen sosyal medya iletisim faaliyetleri, geleneksel
yazili medyanin yerini almak yerine, gerceklestirilen tanitim faaliyetlerinin etkinligini arttirmakta,
geleneksel pazarlama faaliyetleri ile birlikte uygulanmasi ise rakiplere gore fark yaratan bir unsur
olarak diisiintilebilmektedir.

Instagram, fragman ve geleneksel yazili medyadan sonra Ilk hafta sonu seyirci sayisi iizerindeki
etkinligi bakimindan {i¢lincii sirada yer almakta olup, iletisim faaliyetleri icinde 6ne ¢ikmaktadir.
Instagram, diger degiskenlere gore hayatimizda ¢ok daha yeni (2012 yilindan itibaren) yer almasina
ragmen Pazarlama stratejileri icinde Instagram’in etkinligi giderek artmaktadir. Deneyime dayali
trin tanitimlarinda, sunulan deneyimin 6nemli oldugu belirtilmisti. Bu agidan gorselligin 6n
planda oldugu sinema filmlerinin tanitiminda daha ¢ok gorsel igeriklere odaklanan Instagram
uygulamasinin {i¢lincii sirada ¢ikmasi da anlaml bulunmugtur. Literatiir incelemelerinde sosyal
medya Instagram paylasim sayilarinin sinema filmi gisesi tizerinde pozitif etkisi oldugu sonuglari
elde edilmisti (Wilcox, 2012; Westland, 2012; Salomon, 2013; Tejada, 2015; Akyol ve Kuruca,
2015). Tejada (2015) sinema sektoriinde sosyal medya faaliyetleri iginde izleyici gekmek agisindan
Instagram’ en etkili ikinci sosyal medya ag1 olarak tespit etmistir. Bu ¢alismanin sonucu da sosyal
medya Instagram tizerine yapilan mevcut ¢aligmalar1 desteklemekte olup, sosyal medya Instagram
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tanitim faaliyetlerinin sinema filminin ilk hafta sonu seyirci sayisin1 pozitif yonde etkiledigi sonucu
elde edilmistir.

En son sirada ise sosyal medya Twitter iletisim faaliyetleri gelmektedir. Twitter platformunun
gorsellikten ¢ok, yazili paylasimlara dayanan bir platform olmasi, deneyime dayali {iriin tanitiminin
etkinliginde en son sirada yer almasina etkili oldugu diistiniilmektedir. Yapilan literatiir caligmalarinda
sosyal medya Twitter tweet sayilarinin sinema filmi gisesi tizerinde pozitif etkisi oldugu sonuglar1
elde edilmisti (Asur ve Huberman, 2010; Apala vd., 2013; Wagholi, 2016). Bu ¢alisma sonucu da
sosyal medya Twitter {izerine yapilan mevcut ¢alismalar1 desteklemekte olup, sosyal medya Twitter
tanitim faaliyetlerinin sinema filminin ilk hafta sonu seyirci sayisin1 pozitif yonde etkiledigi sonucu
elde edilmistir.

Calismanin sonuglari, sektoriin bityiik oyuncularinin yaninda bagimsiz sinemacilar ve kiigtik biitgeli
yapiumcilar i¢in de 6nemlidir. Ciinkii geleneksel yazili medya iletisim faaliyetleri i¢in kaynak ayiramayan
yapimcilara, daha diisiik biitgelerle sosyal medya tizerinden pazarlama iletisim faaliyetlerinde
bulunabileceklerini gostermesi agisindan faydalidir. Calismanin sonucu giiniin kogullarina gore
belirlenmistir. Sonraki tarihlerde sosyal medya faaliyetleri arttikca maliyetleri de yiikselebilir. Bu
arastirmanin ana katkusi, sinema sektorii dinamikleri icinde yazili medya ve sosyal medya tizerinden

yapilan tanitim faaliyetlerinin filmin bagarisi tizerindeki 6nemli etkisini ortaya koymasidur.
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EK-1: Analize Konu Olan Filmler

Sira Filmin Ad1 Vizyon Tarihi
1 Osman Pazarlama 19.02.2016
2 Ali Baba ve 7 Ciiceler 13.11.2015
3 Mucize 1.01.2015
4 Kardesim Benim 15.01.2016
5 Pek Yakinda 2.10.2014
6 Gortimce 2.12.2016
7 Ikimizin Yerine 21.10.2016
8 Ask Sana Benzer 23.01.2015
9 Olanlar Oldu 20.01.2017
10 Dedemin Fisi 22.01.2016
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11 Delibal 25.12.2015
12 Deliha 14.11.2014
13 Kocan Kadar Konus 20.03.2015
14 Eksi Elmalar 28.10.2016
15 Hadi Insallah 28.11.2014
16 Son Mektup 18.03.2015
17 Unutursam Fisilda 29.10.2014
18 Tathim Tathm 17.03.2017
19 Yapisik Kardegler 30.01.2015
20 Birlesen Goniiller 24.10.2014
21 Vezir Parmagi 25.01.2017
22 Iftarlik Gazoz 29.01.2016
23 Tkinci Sans 18.11.2016
24 Bir Baba Hindu 30.09.2016
25 Bizans Oyunlar1 15.01.2016
26 Bana Masal Anlatma 9.01.2015

27 Ali Kundilli 20.02.2015
28 Istanbul Kirmizist 3.03.2017

29 Cars1 Pazar 27.02.2015
30 Nadide Hayat 18.12.2015
31 Firildak Ailesi 3.02.2017

32 Sevimli Tehlikeli 6.02.2015

33 Donerse Senindir 23.12.2016
34 Deli Ask 10.03.2017
35 Kot Cocuk 20.01.2017
36 Sonsuz Ask 24.03.2017
37 Genis Aile: Yapistir 9.10.2015

38 Kot Kedi Serafettin 5.02.2016

39 Yusuf & Yusuf 26.12.2014
40 Kara Bela 18.09.2015
41 Sen Benim Her Seyimsin 9.12.2016

42 Annemin Yarasi 11.03.2016
43 Kacma Birader 4.03.2016

44 Ertugrul 1890 25.12.2015
45 Her Sey Asktan 29.01.2016
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Zorlu rekabet kosullarinda isletmelerin birbirlerinden farklilagmasini saglamak i¢in misteri nezdinde
taklit edilemeyecek deneyimler olusturmaya ihtiyag vardir. Ozellikle teknolojiyle birlikte, miisterinin istek
ve ihtiyaglarinin degismesi isletmelerin bu deneyimleri yaratmalarini daha da zorunlu hale getirmektedir.
Ayrica, misterilerin sektore 6zel gereksinimleri dogrultusunda isletmelerin bu gereksinimlere yonelik
deneyimler olusturmasi gerektigi agiktir. Buna ragmen bankacilik alaninda miisteri deneyimini olusturan
unsurlar ve/veya onciiller ile ilgili fikir birligine varilmamus oldugu anlagilmustir. Mbama & Ezepuenun
2018 yilinda dijital bankacilik deneyimine etki eden unsurlara yonelik kapsamli bir ¢alisma yaptiklar
gortlmiistiir. Ancakilgili calismada Mbama & Ezepue (2018), internet ve mobil bankaciligi dijital bankacilik
kapsaminda bir biitiin olarak ele almistir halbuki mobil bankacilik ile internet bankacilig1 birbirinden farkl
ozelliklere sahiptir ve tiiketicilerde farkli agilardan deger yaratabilmektedir. Bu sebeple mobil bankacilik
ozelinde bir ¢alisma yapilmasinin 6nemi yadsinamaz. Ayrica herhangi bir ¢aliymada olusturulan belirli bir
modelin genellenebilmesi i¢in farkli 6rneklemlerde test edilmesi gerekmektedir. Bu baglamda ¢aligmanin
amact, dijital bankacilik deneyimi dnciillerinin (algilanan kalite, kolaylik, fonksiyonel kalite, hizmet kalitesi,
marka-gliven, miusteri-galigan etkilesimi, algilanan risk, algilanan kullanilabilirlik, mobil bankacilik
inovasyonu) mobil bankacilik miigteri deneyimi {izerinde ne derecede etkili oldugunu anlamak ve sadakat
niyeti tizerindeki etkisini incelemektedir. Calismada ayrica yanitlayicilarin demografik 6zellikleri ve mobil
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Mobil Bankacilikta Miisteri Deneyimi Onciilleri ve Miisteri Deneyimi ile Sadakat Niyetine Etkisi

bankacilik davranislar1 kontrol degiskenleri olarak ele alinarak karistirici etkileri incelenmistir. Caliymada
kolayda 6rnekleme ve ¢evrimigi anket yontemiyle 436 gegerli anket elde edilmistir. Hiyerarsik regresyon
ile gerceklestirilen analizler sonucunda miisteri deneyimi tizerinde etkili bulunan 6nciillerin inovasyon,
algilanan kullanilabilirlik ve hizmet kalitesi; sadakat niyeti izerinde etkili olan 6nciillerin ise marka-giiven
ve algilanan kullanilabilirlik oldugu saptanmustir. Ayrica misteri deneyiminin sadakat niyeti tizerinde
6nemli bir etkisi oldugu anlagilmistir. Kontrol degiskenlerinin ise miisteri deneyimi tizerinde karigtirict
etkisi bulunmadig1 ancak sadakat niyeti tizerinde belirli oranda etkili oldugu anlagilmistir.

Anahtar Kelimeler: Miisteri deneyimi, mobil bankacilik, sadakat niyeti, miisteri deneyimi onciilleri,
kontrol degiskenleri

JEL Siniflandirilmasi:M31, G21

Abstract

In fierce conditions of competition, in order to differentiate themselves from their competitors, it is
required that firms create unique customer experiences that cannot be imitated by others. Especially with
the advancements in technology, the need to create experiences that meet the changing customer’s needs
and wants is even more mandatory. In addition, companies should create experiences specifically for
differing sector requirements. Despite this fact, a review of the literature shows that in the banking sector
a consensus has not been reached about which factors affect customers” banking service experiences and/
or their antecedents. A comprehensive study was conducted by Mbama & Ezepue (2018) about the factors
affecting digital banking experiences. However, Mbama & Ezepue’s (2018) study focuses on digital banking
services holistically and thus takes into consideration both internet and mobile banking experiences as a
whole. However, internet banking and mobile banking experiences have different characteristics and thus
there may be differences concerning which factors specifically affect the mobile banking experiences of
consumers. Hence, it is important that research is conducted particularly on mobile banking customer
experiences. Moreover, in order to test the validity of models and be able to generalize models, it is
important to test them in different samples, and varying cultures. In this context, the aim of this study
is to examine how effective the antecedents of digital banking customer experience (perceived quality,
convenience, functional quality, service quality, brand-trust, customer-employee engagement, perceived
risk, perceived usability, mobile banking innovation) are on mobile banking customer experience and their
effects on loyalty intention in Tiirkiye. Furthermore, in this study, the demographic characteristics of the
respondents and their mobile banking behaviors were tested as control variables in order to assess their
confounding effects. A total of 436 valid questionnaires were obtained using convenience sampling. Data
were collected via the online survey method. Results of hierarchical regression analyses showed that the
antecedents of digital banking that had an impact on mobile banking customer experience were innovation,
perceived usability, and service quality; whereas the antecedents that had an impact on loyalty intention
were brand-trust and perceived usability. Also, it was found that mobile banking customer experience had
an important effect on loyalty intention. On the other hand, it was seen that the control variables did not
have any confounding effects on customer experience but had slight effects on loyalty intention.
Keywords: Customer experience, mobile banking, loyalty intention, customer experience antecedents,
control variables

JEL Classification: M31, G21

Extended Summary

The Covid-19 outbreak had a great impact on consumers’ behaviors. Just like in other sectors, it has

also altered the way customers make use of banking services leading them to conduct all of their

banking activities digitally, without having to go to physical branches (TKBB, 2021). Customers’

demand for contactless services compelled banks to redefine the customer experiences they created

279



Ozge SUBASI « F. Miige ARSLAN

which resulted in making mobile banking a priority where it is also possible to customize services
more easily (Moden & Neufeld, 2020). Thus, banks have diversified their channels to include digital
platforms (eg. Internet banking and mobile banking) in serving their customers (Lee & Chung,
2009). Mobile banking provides customers with 24/7 access to banking services with the use of all
types of mobile devices (e.g. smartphone, tablet, etc.) and through a specific application (Giovanis et
al., 2019) providing more convenient access (Sharma & Sharma, 2019).

Recent studies show that mobile banking has become the main contact point for banking customers
(PACE, 2019; TKBB, 2021). Moreover, as competition is becoming fiercer in mobile banking services
itis clear that there is a need to understand customer experiences unique to this context (Komulainen
& Saraniemi, 2019). Hence, the aim of this study is to examine how effective the antecedents of digital
banking customer experience (perceived quality, convenience, functional quality, service quality,
brand-trust, customer-employee engagement, perceived risk, perceived usability, mobile banking
innovation) are on mobile banking customer experience and their effects on loyalty intention in
Tiirkiye. Additionally, the demographic characteristics of the respondents (eg. age, gender, income)
and their mobile banking behaviors (eg. duration of being a customer and how frequently the
respondent uses mobile banking services) will be tested as control variables in order to assess their
confounding effects.

The population of the study is made up of all the customers who use mobile banking services in
Tiirkiye. The sampling frame was chosen as the top 6 banks according to their active sizes in the
year 2020 ranked by the Banking Association of Tiirkiye. Hence data were collected from the mobile
banking customers of Ziraat Bank, Vakiflar Bank, Halk Bank, s Bank, Garanti Bank, Yap1 and Kredi
Bank. Data were collected between the dates of Oct. 1-2021 - Nov. 14, 2021, by using convenience
sampling and the online survey method. A total of 439 usable surveys were collected.

Concerning the antecedents of mobile banking customer experience, this study is based on the study
of Mbama & Ezepue (2018) on digital banking customer experience. Therefore, to operationalize
the antecedents of mobile banking customer experience, scales used by the mentioned study were
included in this study (eg. Keisidou et al., 2013; Klaus & Maklan, 2013; Garg et al., 2014). Similarly,
the mobile banking customer experience was measured by using the scales of Klaus & Maklan,
(2013), Garg et al. (2014), Verhoef et al. (2009), Liang et al. (2009) adapted to digital banking by
Mbama & Ezepue (2018). To measure loyalty intention, the 4-item scale from the Sondoh et al,,
(2007) study was used. All variables were measured using 5-point Likert-type scales (1=Strongly
Disagree; 5=Strongly Agree).

In the study, to test the structural validity of the scales included in the model, individual factor
analyses were conducted for each scale. The results showed that all of the scales were uni-dimensional
as expected. The Cronbach’s Alpha scores of the scales were calculated as being between 0.803-0.949,
which are all above the threshold score of 0.70, indicating that the reliability of the scales was high
(Nunnally, 1978).
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As all of the data for this study were collected using the same type of scale (5-point Likert-type scale),
it was important to test for Common Method Variance. To test for Common Method Variance,
Harman’s (1967) One Factor Test advised by Podsakoff et al. (2003) was used. Following the steps
of this method, all of the variables of the model were evaluated via Exploratory Factor Analysis
(Principal Components Analysis). The results showed that none of the variances exceeded 50% (the
highest variance achieved by any factor was 47.5%) indicating that Common Method Variance was
not a problem for this study (Fuller et al., 2016).

The profile of the respondents is as follows: 55,4% are male; 31.9% are between the ages of 26-35;
60.8% have a household income equal to or above 6,001 TL. Concerning mobile banking service
usage behavior, 45.1% of the respondents specified that they were using mobile banking services for
a duration of 1-5 years; and as for frequency, 38.3% of the respondents specified that they were using
mobile banking each day. The banks most frequently used by the respondents for mobile banking
services were: 23.9% Garanti Bank, 23.7% Is Bank, 18.5% Ziraat Bank, 15.3% Yap1 and Kredi Bank,
13.7% Vakaflar Bank and 5% Halk Bank.

For data analysis, a series of Hierarchical Regression Analyses were conducted. Initially, the control
variables related to the demographic characteristics of the respondents were regressed to mobile
banking customer experience (Model 1), as a second step, the control variables of mobile banking
service behavior were included in the model (Model 2), later only the antecedents regarding digital
banking customer experience were regressed to mobile banking customer experience (Model 3),
and, finally, all of the antecedents and control variables were included in the model (Model 4). The
same procedure was followed for the analyses concerning the effects of antecedents of digital banking
customer experience and control variables on loyalty intention.

The results of the Hierarchical Regression Analyses show that, for the case of mobile banking customer
experience as the dependent variable, the variance of all of the control variables is 0.012; the variance
of only the antecedents is 0.813; and, the variance of both the antecedents and the control variables
is 0.812. When the variance of the control variables (0.012) is discounted from the total variance
(0.812), the absolute variance of the antecedents is 0.800. Thus it could be said that the antecedents
of digital banking which have a significant effect on mobile banking customer experience (from the
most effective to the least: innovation (f=0.387), perceived usability ($=0.305), and service quality
(B=0.100)) account for 80% of the variance in mobile banking customer experience.

When the effects of the antecedents of digital banking customer experience on loyalty intention
are considered, the results of Hierarchical Regression Analyses show that the variance of all of the
control variables is 0.065; the variance of the antecedents is 0.424; and, the variance of both the
antecedents and the control variables is 0.453. Accordingly, the absolute variance of the antecedents
is calculated as 0.388. Therefore, it could be stated that the antecedents of digital banking customer
experience which have a significant effect on loyalty intention are, from the most effective to the
least, brand-trust ($=0.307), and perceived usability (f=0.257), and comprise 38,8% of the variance
in loyalty intention.
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Finally, the effect of mobile banking customer experience on loyalty intention was analyzed by using
Regression Analysis. The results show that mobile banking customer experience has a significant
effect on loyalty intention (=0.605), where customer experience represents 36,6% of the variance in
loyalty intention.

The main contribution of this study to marketing literature is, it is the only study to our knowledge
where the antecedents of digital banking customer experience are tested to see whether they also
have an effect on mobile banking customer experience. Additionally, the effects of the mentioned
antecedents are also tested to see which ones have an effect on loyalty intention. Furthermore, this
study takes into account the confounding effects of age, gender, income, the duration of mobile bank
patronage, and the frequency of using mobile banking services. The results show that not all of the
antecedents of digital banking customer experience significantly affect mobile banking customer
experience and loyalty intention. Specifically, only three out of nine digital banking customer
experience antecedents affect mobile banking customer experience (i.e. innovation, perceived
usability, and perceived quality) and only two (brand-trust and usability) affect loyalty intention.
Moreover, the control variables have no significant effect on mobile banking customer experience
and only a minor effect on loyalty intention.

One of the main limitations of this study is the use of convenience sampling for the collection of data.
Thus the findings pertain only to the sample and cannot be generalized to the whole population.
Additionally, the data were collected in Tiirkiye and from only the mobile banking service customers
of six banks. Therefore, in order to be able to generalize the findings it is advised that a similar study
is conducted in different cultures and by taking into account other banks. Future studies may also
test other probable independent variables as antecedents of mobile banking customer experience
not tested in this study (eg. brand image, expectations, mobile banking experience, etc.). Moreover,
control variables other than age, gender, income, duration of patronage, and frequency of using
mobile banking services may also be tested for confounding effects (eg. education, occupation, etc.).

1. Giris

Covid-19 salgini insanlarin titketim davraniglarini 6nemli 6l¢iide degistirmistir. Bu baglamda diger
sektorlerde oldugu gibi bankacilik sektoriinde de gelismeler yaganmus, sosyal mesafe gerekliliginden
otirii subelerin kapali olmasi herhangi bir fiziksel miidahaleye gerek kalmadan biitiin bankacilik
islemlerinin dijital kanallar aracilig1 ile gerceklestirilmesini zorunlu kilmigtir (TKBB, 2021). Buna
bagli olarak birgok banka Covid-19 ile birlikte miisteri deneyimini yeniden tanimlamis, miisteriye
sunulan hizmetlerin olabildigince temassiz hale getirilmesi amaciyla mobil oncelikli bir bakis a¢is
saglamus, kisisellestirme yapabilmek i¢in veri stratejisi gelistirmis ve en dogru teknoloji platformlariyla
is birligi yapmistir (Moden & Neufeld, 2020).

Aslinda bankacililikta teknoloji ve internet kullanimi ¢ok yeni olmamakla birlikte, Covid 19 salgini
ile birlikte daha ¢ok kisinin bu hizmetlere yoneldigi gortilmistiir. Dijital bankacilik kapsaminda
internet bankacilig1 ve mobil bankacilik yer almaktadir. Mobil bankacilik internet bankaciligindan
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farkls olarak, mobil 6deme ve mobil clizdan 6zellikli hizmetler sunmaktadir (Rajaobelina, vd., 2018).
Diger bir ifadeyle mobil bankacilik, mobil cihazlar kullanilarak (6r. akilli telefon, tablet, vb.) ve
belirli bir uygulama (aplikasyon) tizerinden miisterilerine bankacilik hizmetlerine 7/24 ulagim ve
erisim imkan taniyarak (Giovanis vd., 2019) onlarn ilgili hizmetlere daha hizli ve daha uygun bir
bigimde erismelerini saglayan (Sharma & Sharma, 2019) bankacilik hizmetleridir. Miisteriler mobil
bankacilik sayesinde finansal islerini istedikleri anda ve istedikleri yerde gergeklestirebildikleri i¢in,
mobil bankacilik artik onlarm giinlitk hayatlarinin bir pargas: haline gelmeye baglamistir (Lee &
Chung, 2009). Akilli telefon, tablet ve akilli teknolojilerin kullanimi arttik¢a mobil bankacilikta da
ilerlemelerin kaydedilmesive miisterilericin 6zel ve kisisel deneyimlerin sunulmasinin daha da 6nemli
hale gelecegi asikardir (Hanafizadeh vd., 2014; Zhang, Lu & Kizildag, 2018). Boyle olunca, ayrica
dijital ¢cevrenin miisterilere egsiz marka deneyimleri sunmasi da goz oniine alindiginda (Morgan-
Thomas & Veloutsou, 2013), gliniimiizde miisterilerin dijital bankacilik (Bapat & Kannadhasan,
2022) ve ozellikle mobil bankacilik deneyimlerinin incelenmesini dncelikli hale getirmektedir.

Son yillarda yiritilen arastirmalar da mobil bankacilik uygulamalarinin miisgterinin ana temas
noktas1 haline geldigini gostermektedir (PACE, 2019; TKBB, 2021). Ayrica mobil bankacilik
baglaminda rekabetin daha giddetli hale gelmesi, bankalarin mobil bankacilik hizmetlerinin
miisterilerin faaliyetlerine, baglamlarina ve deneyimlerine nasil dahil oldugu konusunda daha derin
bir anlayisa ihtiyac1 olduguna isaret etmektedir (Komulainen & Saraniemi, 2019).

Diger isletmelerde oldugu gibi bankalar da miisterilerin duygularina hitap edecek, kalplerine
dokunacak, zihinlerini uyaracak, yasam tarzlarina dahil edilebilecek, kisaca bir deneyim iiretebilecek
triin, iletisim ve pazarlama kampanyalar1 istemesi nedeniyle miisteri deneyimi yaratmaya
odaklanmiglardir (Schmitt, 1999). Bankalarin migterilerini, miisteri deneyimlerini ve miisterilerinin
yasam baglamlarinda bankacilik hizmetlerinden nasil yararlandiklarini daha iyi anlamalari, onlarin
hizmetlerini gelistirmelerine ve farklilasgtirmalarina, bdylece miisteri memnuniyet ve sadakatini
artirmalarina yardimci olmalari agisindan kritik 6neme sahiptir (Komulainen & Saraniemi, 2019).

Miisteri deneyimi kavramu ilk olarak Holbrook & Hirschman (1982) tarafindan ele alinmuistir.
Ardindan bir¢ok farkli sektdrde miisteri deneyimi tizerine ¢alismalar yapilmistir. Ancak yapilan
literatiir taramasinda bankacilik sektoriine yonelik miisteri deneyimi ¢aligmalarinin oldukea sinirl
oldugu, dijital bankacilikta ve 6zellikle mobil bankacilikta ise miisteri deneyimi ¢aligmalarinin yok
denilecek kadar az oldugu goriilmektedir. Mobil bankacilikta misteri deneyimi {izerine odaklanan
az sayidaki ¢aligmada (6r. Komulainen & Saraniemi, 2019; Rajaobelina vd., 2018; Shams vd.,2020)
mobil bankacilik miisteri deneyiminin daha ¢ok nitel arastirma yapilarak ele alindig1 veya genel bir
degisken olarak model i¢inde test edildigi goriilmektedir. Diger bir ifadeyle ge¢mis ¢aligmalarda
mobil bankacilik miisteri deneyiminin detayli bir sekilde ele alinmadigs, ortak bir mobil bankacilik
misteri deneyimi modelinin olugturulamadig anlagilmistir.

Genel olarak bankacilikta miisteri deneyimini ele alan kapsamli calismalardan biri Garg vd. (2014)’1in
caligmast olup bu caligmada bankacilikta miisteri deneyiminin fiziksel ve dijital bankaciligin bir
biitiin olarak birlikte ele alindig1 gortilmektedir. Kapsamli bir diger ¢alisma ise dijital bankacilikta

283



Ozge SUBASI « F. Miige ARSLAN

miisteri deneyimini inceleyen Mbama & Ezepue (2018)'nun ¢aligmasidir. Bu ¢alismada ise dijital
bankacilikta miisteri deneyimi biitiinsel olarak ele alinmis ve mobil bankacilik ile internet bankacilik
hizmetleri bir biitlin olarak birlikte incelenmistir. Ancak yukarida da bahsedildigi gibi mobil
bankacilik hizmetleri internet bankaciligindan farklidir, kendine 6zgii, egsizdir (Sharma & Sharma,
2019) ve miisterilerine tiim bankacilik hizmetlerini kullanabilecekleri daha zengin bir bankacilik
hizmet deneyimi sunmaktadir. Ayrica, mobil bankacilik hizmetleri miisterilere daha iyi (Giovanis
vd., 2019) ve gelistirilmis (Zhang, Lu & Kizildag, 2018) hizmetler sunmakta, miisterinin istedigi
anda, istedigi yerde, 7/24 bankacilik hizmetlerine her daim erigebilmesini saglamakta (Giovanis vd.,
2019) ve ayni zamanda da igletim masraflarini azaltigindan bankacilik hizmetlerini daha verimli
hale getirmektedir (Giovanis et al., 2019).

Boyle olunca miisteri deneyiminin mobil bankacilik &zelinde incelenmesinin ihtiyaci ortaya
¢ikmaktadir (Zhang, Lu, & Kizildag, 2018). Ayrica Covid-19 salginiyla birlikte mobil bankaciligin
her gecen giin daha yaygin kullanilmaya baslamasi da bankacilikta miisteri deneyiminin mobil
uygulama baglaminda incelenmesini gerekli kilmaktadur.

Buradan hareketle ¢alismanin amaci, dijital bankacilik miisteri deneyimi 6nciillerinin (algilanan
kalite, kolaylik, fonksiyonel kalite, hizmet kalitesi, marka-giiven, misteri-calisan etkilesimi,
algilanan risk, algilanan kullanilabilirlik, mobil bankacilik inovasyonu) mobil bankacilik miisteri
deneyiminde de etkili olup olmadigin: anlamak, ayrica ilgili 6nciillerin sadakat niyetine etkisini
ol¢mektir. Caliymanin bir diger amact ise mobil bankacilik miisteri deneyiminin sadakat niyetine
etkisini incelemektir.

Calisma amacina bagh olarak, c¢aliyjmanin ilk kisminda teorik altyap: sunulacak, ardindan
hipotezlerin nasil gelistirildigi anlatilacak ve model 6nerisi sunulacak, izleyen kisimlarda ise arastirma
metodolojisi anlatilacak, bulgular sunulacak ve degerlendirme yapilarak sonug ve sinirlamalar
kismina yer verilecektir.

2. Teorik Altyap1 ve Hipotez Gelistirme

Bu kisimda mobil bankacilik, miisteri deneyimi ve mobil bankacilikta miisteri deneyimi konular
ile sadakat niyeti konulari ele alinacak ve ayrica hipotezlerin nasil gelistirildigi anlatilarak aragtirma
modeli sunulacaktir.

2.1. Mobil Bankacilik, Miisteri Deneyimi ve Mobil Bankacilikta Miisteri Deneyimi

Internet bankaciliginin ortaya ¢tkmasindan énce bankalar ATM ve telefon bankaciligi gibi, bilgi
teknolojilerine yatirim yapmis ve bu alanlardaki deneyimlerin bagarili oldugunu gérmislerdir (Luo
et al., 2010). Ilerleyen yillarda diinyada yaganan hizli dijitallesme her alanda oldugu gibi finansal
hizmetlerin de ¢ehresini degistirmis ve finansal hizmet saglayicilar1 i¢in 6nemli bir deger 6nermesi
haline gelmistir (Bapat & Kannadhasan, 2022). Bunun sonucunda bankalar kanallarini cesitlendirerek,
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dijital platformlar1 (6r. Internet bankaciligi ve mobil bankacilik) biinyelerine katmislardir (Lee &
Chung, 2009). Mobil bankacilik aslinda internet bankaciliginin, mobil 6deme ve mobil cilizdan
ozellikli hizmetlere sahip bir alt kategorisi olup (Rajaobelina vd., 2018), internet bankaciligini bir
adim oteye tasimistir (Shareef vd., 2018). Mobil bankacilik ile miisteriler geleneksel bankacilik
hizmetlerini (6r. bakiye kontrolii, havale/EFT, vb.) yiiriitebildikleri gibi ayn1 zamanda ¢ek bozdurma,
portfdy yonetimi, hisse senedi alim satimi, vb. ¢ok daha sofistike islemler de yapabilmektedirler
(Zhang, Lu & Kizildag 2018). Bu baglamda Tam & Oliveira (2017) tarafindan mobil bankacilik,
“finansal kuruluglar tarafindan sunulan ve taginabilir (mobil) teknolojik araglarla erisilebilen
bankacilik hizmeti” olarak tanimlanmaktadir. Yenilik¢i teknolojilerin finansal hizmetler sektoriine
girmesiyle, diger bir ifadeyle, Internet 6zellikli cep telefonlarinin ve Kisisel Dijital Asistanlarin hizla
yayilmasiyla birlikte, bankacilik uygulamalarinin mobil cihazlara déniisimi, e-bankaciligin evrimi
olarak goriilmektedir (Luo vd., 2010).

Mobil bankacilik ile miisteriler ve karar vericiler birden fazla bankaya, hesaba ve finansal hizmete
erigebilir (Luo vd., 2010). Ornegin, mobil bankacilik misterileri, fatura 6deme, hesap bakiyesi
kontrol etme, 6deme islemi yapma, kredi kart: bilgileri alma ve banka havalesi yapma, portfoy
yonetimi, hisse senedi alim ve satimi gibi esitli bankacilik islemlerini, zaman ve mekandan bagimsiz
olarak akilli telefonlar: tizerinden 7/24 gerceklestirebilmektedirler (Shareef vd., 2018; Zhang, Lu &
Kizildag, 2018). Yapilan bir aragtirma sonucuna gore mobil bankaciligin tiiketicilerde olusturdugu
deger: zamandan tasarruf saglama, gergek zamanl bilgi sunma, kontrol ve kolaylik yaratmasidir
(Komulainen & Saraniemi, 2019).

Amerikada 2019 yilinda 1700den fazla banka miisterisiyle yapilan bir aragtirmada bankacilik
kanallarma yonelik kullanim aligkanliklar1 incelenmis ve 18-26 yas araligindaki gen¢ milenyumlarin
ve 27-37 yas araligindaki kidemli milenyumlarin %78 nin, 28-52 yas araligindaki X kusaginin
ise %67’sinin mobil bankaciligi kullandig1 goériilmistiir (PACE, 2019). Bu baglamda, mobil
uygulamalarin miisterinin ana temas noktasi haline geldigi goriilmektedir. Ayrica Tiirkiye Bankalar
Birligimin Haziran 2020 déneminde hazirladig1 raporda da, Tiirkiyede mobil bankacilik hizmeti
sunan 22 bankanin bulundugu goriilmektedir. Bu rapor, mevduat bankalari ile kalkinma ve yatirim
bankalarini kapsamakta, fakat katilim bankalarini kapsamamaktadir. Bu rapora gore aktif olarak
sadece mobil bankacilik hizmeti kullanan bireysel miisteri sayist 47 milyon 145 bin kisidir. Mobil
bankacilik hizmeti kullananlar, sadece internet bankacilig1 hizmeti kullananlarin ve hem internet
hem de mobil bankacilik hizmeti kullananlarin, yani toplam djjital bankacilik hizmeti kullananlarin,
yaklagik %80’ini olusturmaktadir (Tiirkiye Bankalar Birligi, 2020). TKBBnin 2021 yili Katilim
Bankaciligy dijital arastirma raporuna gore ise, sube, web sitesi, ¢agri merkezi, ATM ve mobil
bankacilik kanallarini kullanan, katilim bankaciligi misterilerinin %52’si, mevduat bankacilig
miisterilerinin ise %551 mobil bankacilik uygulamalarini kullanmaktadir (TKBB, 2021). Tiim bu
veriler Tiirkiyede, dijital bankacilik kanallar1 arasinda, mobil bankaciligin ana kullanim kanali
olduguna isaret etmektedir.

Bankalarin miisterilerini, miisteri deneyimlerini ve miisterilerinin yasam baglamlarinda bankacilik
hizmetlerinden nasil yararlandiklarini daha iyi anlamalari, onlarin hizmetlerini gelistirmelerine ve
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farklilastirmalarina, boylece miisteri memnuniyet ve sadakatini artirmalarina yardimci olmalar
agisindan kritik 6neme sahiptir (Komulainen & Saraniemi, 2019). Mevcut literatiire bakildiginda,
aragtirmacilarin miisteri deneyimine iki farkli agidan yaklastiklari goriilmektedir: kavramsal
olarak miisteri deneyimi veya belirli sektorler 6zelinde miisteri deneyimi (Garg vd., 2014). Miisteri
deneyimi kavrami, ilk olarak Holbrook & Hirschman (1982) tarafindan olusturulmus, Pine &
Gilmore'un (1998) arastirmasiyla da yonetim disiplini haline gelmistir. Holbrook & Hirschman’a
(1982) gore miisteri deneyimi, “gesitli sembolik anlamlara, hedonik tepkilere ve estetige sahip
oznel bir biling durumudur” Pine & Gilmore’a (1998) gore ise miisteri deneyimi, “bir isletmenin
sundugu tiriinleri misterileri ile unutulmaz bir etki yaratacak sekilde kasitli olarak kullandiginda
ortaya ¢ikan zihinsel bir durumdur”. Holbrook & Hirschman (1982) ve Pine & Gilmore (1998)’un
kavramsal calismalarini, Schmitt (1999), Meyer & Schwager (2007), Richardson (2010), Rawson
vd. (2013), Varshneya vd., (2014), Waqas vd. (2020) ve Becker & Jaakkola (2020)’nin ¢alismalar:
takip etmistir. Sektore yonelik yapilan caligmalardan perakende sektoriine yonelik ¢alismalar, Jain
& Bagdare (2009), Blazquez (2014), Srivastava & Kaul (2014), Vanharanta vd. (2015), Beltagui vd.
(2015), Sachdeva & Goel (2015), Roy vd., (2017), Pinto vd. (2017), Bustamante & Rubio (2017),
Foroudi vd. (2018), Terblanche (2018), Siqueira vd. (2019), Artusi vd. (2020) tarafindan, ¢evrimici
perakende sektoriine yonelik ¢alismalar ise, Novak vd. (2000), Rose vd. (2012), Lin & Bennett (2014)
Martin vd., (2015a), Kumar & Anjaly (2017), Shobeiri vd. (2018),Pandey & Chawla (2018), Izogo &
Jayawardhena (2018), Agarwal & Singh (2018), McLean vd. (2018), Bleier vd. (2019), Bhattacharya
vd. (2019), Micu vd. (2019), Barari vd. (2020) tarafindan yapilmistir. Buna gore ¢evrimici miisteri
deneyimi tanimini Novak vd. (2000) ve Rose vd. (2012) “e-perakendecinin web sitesine 6znel bir
tepki olarak ortaya ¢ikan psikolojik bir durumdur” seklinde yapmislardir.

Bankacilik sektoriine yonelik ¢aligmalarin Rahman (2005), Frow & Payne (2007), Mosley, (2007),
Maklan & Klaus (2011), Johnston & Kong (2011), Garg vd. (2012), Klaus & Maklan (2013), Klaus vd.
(2013), Klaus & Nguyen (2013), Garg vd. (2014), Chahal & Dutta (2015), Choudhurya vd. (2016),
Maklan vd. (2017), Homburg vd. (2017), Stavljanin & Pantovic (2017), Mbama & Ezepue (2018),
Izogo vd. (2018), Kyguoliené & Makuténas (2018), Wasan (2018), Handro (2018), Jiang vd. (2018),
Hakimi vd. (2019), Trivedi (2019), Fernandes & Pinto (2019), Al-Wugayan (2019), Dagar & Smoudy
(2019) ve Gao vd. (2020) tarafindan yapildig: goriillmektedir. Bu ¢aligmalardan, Garg vd. (2014)’nin,
internet ve fiziksel perakende (sube) bankaciliginin ortak olarak ele alindig1 ¢aligmasi ve Mbama
& Ezepue (2018)’nun dijital bankaciliga yonelik ¢alismasi, bankacilik alaninda miisteri deneyimine
yonelik yapilmis, kapsamli ¢aligmalardir. Mbama & Ezepue (2018)’a gore, “Garg vd. (2014)’nin
modeli hem cevrimici hem de ¢evrimdist bankacilik faaliyetlerini dikkate alirken, dijital bankacilik
gevrimigi arayiiz araciligiyla dogrudan misteri etkilesimini igermektedir, dolayisiyla Garg vd.
(2014)’nin modeli dijital bankacilik miigteri deneyimini agiklamakta eksik kalmaktadir”. Bu nedenle
Mbama & Ezepue, (2018) caligmalarinda Garg vd. (2014)’nin ¢alismasindan yararlanmus, fakat
tamamen dijital bankacilik (ayn1 anda hem internet bankaciligi hem de mobil bankacilik) tizerine
odaklanmigstir. Mbama & Ezepuenun (2018) ¢aligmasinda dijital bankacilik miisteri deneyiminin
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“Marka/giiven’, “Calisan misteri etkilesimi’, “Algilanan risk”, “Algilanan kullanilabilirlik” ve “Dijital
bankacilik inovasyonu” boyutlar1 olusturmaktadir.

Bahsedilen ¢alismalar disinda literatiirde mobil bankacilikta miisteri deneyiminin oldukea sinirh
saylda incelendigi goriilmistiir. Bu baglamda mobil deneyim, “e-perakendeciler tarafindan saglanan
mobil hizmetlere 6znel bir tepki olarak tezahiir eden psikolojik bir durum” olarak tanimlanabilir
(Rajaobelina vd., 2018). Mobil bankacilik miisteri deneyimi tizerine yapilan ilgili sinirli caligmalarin
birinde igerik analizi (Komulainen & Saraniemi, 2019) digerinde ise derinlemesine miilakat
(Shams vd., 2020) yapildig: belirlenmistir. Komulainen & Saraniemi (2019)’nin ¢alismasinda mobil
bankacilik hizmetine iliskin degerler ve kullanic1 deneyimi arastirilmis, caligmanin, misteri degerini
nasil iyilestirebilecegine yonelik anlayisi arttirmasi amaclanmistir. Rajaobelina vd., 2018 yilinda
Kanadada 396 katilimciyla yaptiklar: anket ¢aligmasinda, mobil bankacilik deneyiminin giiven ve
baglilik Gizerindeki etkisi, Schmitt tarafindan tanimlanan ve duygusal boyutun olumsuz yoniinii
icerecek sekilde genisletilen miisteri deneyimi boyutlarina dayali olarak incelemistir. Shams vd.
(2020) ise ¢alismalarinda, derinlemesine miilakat ile frandaki mobil bankacilik miisterilerinin, X, Y
ve Z kusaklar1 arasindaki mobil bankacilik deneyimlerini ve beklentilerini arastirmigslardur.

Tiim bu ¢aligmalarda mobil bankacilikta miisteri deneyimine 6zgii ortak bir modelin belirlenemedigi
goriilmektedir. Bu nedenle bu ¢aligmada Mbama & Ezepue (2018)’nun dijjital bankacilikta miisteri
deneyimi ¢aligmasi temel alinmus, fakat ilgili caligmadan farkl olarak, kendine 6zgii 6zelliklere ve
avantajlara sahip (Zhang, Lu & Kizildag, 2018) mobil bankacilik miisteri deneyimine odaklanilmistir.
Diger bir ifadeyle, bu ¢alismada Mbama & Ezepue (2018)’nun modelinde kullanilan dijital bankacilik
onctillerinin (algilanan kalite, kolaylik, fonksiyonel kalite, hizmet kalitesi, marka-giiven, miisteri-
calisan etkilesimi, algilanan risk, algilanan kullanilabilirlik, mobil bankacilik inovasyonu ) mobil
bankacilik miisteri deneyimine etkisi incelenerek ilgili dnciillerden hangilerinin mobil bankacilik
miisteri deneyiminde gegerli oldugu anlagilmaya ¢aligilmastir.

2.2 Sadakat Niyeti

Miisteri sadakati, bir firmanin hayatta kalmasi ve kirl bitytimesi i¢in ¢ok 6nemlidir (Rahman, 2005).
Bu baglamda sadakat kavrami ilk olarak marka sadakati olarak ele alinmis, Cunningham (1956)
tarafindan “kullanilan en biiyiik tek marka tarafindan temsil edilen toplam satin alma oran1” olarak
tanimlanmustir (Selin, Howard, Udd, & Cable, 1988). Jacoby (1971)’ye gore ise, marka sadakati “bir
markay: digerlerinden daha fazla tercih etme ve satin alma egilimi'dir. Jacoby & Chestnut (1978)
calismasinda, marka sadakatini tutumsal, davranigsal ve bilesik (composite) olarak siiflandirmus,
buna gore davranigsal sadakat “tekrar satin alma siklig1 veya satin alma orani” olarak, tutumsal
marka sadakati ise “miisterilerin belirtilen tercihleri, taahhiitleri veya satin alma niyetleri” olarak
tanimlanmistir (Sondoh, Omar, & Wahid, 2007).

Marka sadakati davranigsal, tutumsal ve bilesik olarak siiflandirilmis olsa da, ¢ogu arastirmaci,
sadakati, tekrar satin alma niyeti ve tavsiye etme niyeti acisindan tutumsal olarak ele almistir
(Sondoh vd., 2007). Bu baglamda sadakat, gelecekteki satin almaya yonelik olumlu bir tutumdur
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(Wahyuni & Fitriani, 2017). Marka sadakatini sergilemek, bir tutumun klasik temel bilesenleri olan
biligsel, duyussal-degerlendirici ve yatkinlik faktorlerine dayali tekrar satin alma davranigini ifade
eder (Jacoby, 1971).

Zeithaml vd. (1996)’nin hizmet kalitesinin davranigsal sonuglarini inceledikleri ¢aligmalarinda,
davranigsal niyetin boyutlarindan birinin sadakat oldugunu, sadakatin de agizdan agiza iletisim
ve satin alma niyetinden olustugunu vurgulamaktadir. Sadakat ve sadakat niyetiyle ilgili pek gok
¢alisma Zeithaml vd. (1996)’nin ¢aligmasini temel almaktadir (6r. Parasuraman vd., 2005; Johnson
vd., 2006; Sondoh vd., 2007; Hoq vd., 2012; Mazzucchelli vd., 2018; Suhartanto vd., 2018).

Bankacilik sektoriine yonelik sadakat ise, misterinin belirli bir bankanin uzun bir siire boyunca
tekrar tekrar miisterisi olma olarak tanimlanmaktadir (Keisidou vd., 2013). internet bankaciliginda
e-miisteri sadakati ise, miisterilerin belirli bir banka sitesini kullanmaya devam etme, sik sik ziyaret
etme ve yliksek alikoyma siiresi ile yiiksek site baglilig1 gosterme egilimi olarak tanimlanmistir
(Amin, 2016). Wahyuni & Fitriani (2017)’nin Endonezyada Islami bankacilik iizerine yaptiklar:
calismaya gore sadakat, misterinin para biriktirme konusundaki sadakati, miisterilerin bagkalariyla
Islami bankacilik hakkinda konugmasi ve miisterinin Islami bankacilig1 diger insanlara tavsiye
etmesini icermektedir. Bu baglamda sadik miisteriler, tirtin ve hizmetleri tekrar tekrar satin alan,
firmayi bagkalarina tavsiye eden, tercihlerini giiclii bir sekilde destekleyerek firmayi kotii yorumlara
kars1 savunan kisiler olarak nitelendirilmektedir (Keisidou vd., 2013). Internet bankaciliginda
e-musteri sadakatine odaklanmak, bankalarin misterileri ile iligkilerini stirdiirmesi i¢in 6nemlidir,
¢iinkli misterilerin sadakatinin yiiksek olmasi, e-bankay: sik sik ziyaret edip baskalarina tavsiye
edecekleri anlamina gelmekte, bu da gelecekte siirekli olarak bir hizmet veya tiriinii tekrar satin alma
taahhiidiine yol agmaktadir; ayni zamanda olumsuz agizdan agiza iletisim (WOM) olusturmalarini ve
olumsuz izlenimlerini diger miisterilere aktarmalarini engellemektedir (Amin, 2016). Ayrica, Brakus
vd. (2009) deneyimlerin diirtiilerden kaynaklandigini ve memnun edici sonuglara yol agacagindan
titketicilerin bu deneyimleri tekrarlamak isteyebilecegini bu nedenle deneyimin tiiketici sadakatini
etkileyebilecegini belirtmislerdir. Bu nedenle ¢aliyjmada mobil bankacilikta miisteri deneyiminin

sadakat niyetine etkisine bakilmistir.

2.3. Hipotez Gelistirme ve Model

Bu kisimda mobil bankacilik deneyiminin onciilleri ve bu onciillerin bagimli degiskenlerin
tizerindeki etkilerine yonelik hipotezlerin nasil gelistirildigine deginilecek, ayrica aragtirmada

kullanilacak kontrol degiskenlerinden bahsedilip model 6nerisi sunulacaktir.

Calismada Mbama & Ezepuenun (2018) dijital bankacilik miisteri deneyimi ¢alismas: temel
alindigindan mobil bankacilik deneyiminin 6nciilleri olarak: algilanan deger, kolaylik, fonksiyonel
kalite, hizmetkalitesi marka-giiven, miisteri calisan etkilesimi, algilanan risk, algilanan kullanilabilirlik

ve mobil bankacilik inovasyonu ele alinmistir.
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Tiiketici davranislarinda teknolojik tiriinlerin benimsenmesine yonelik yiiriitiilen tiim ¢aligmalarda
oldugu gibi bu ¢aligmada da Davis (1989) tarafindan gelistirilen Teknoloji Kabul Modeli (TAM)
temel alinmigtir. Bilindigi gibi TAMda algilanan kullanilabilirlik (perceived usefulness) ve algilanan
kullanim kolaylig1 (perceived ease of use) tutumu etkilemekte, tutum niyeti, niyet ise davranisi
etkilemektedir. Bu sebeple bu ¢alismada da Mbama & Ezepue (2018) ¢aligmasinda oldugu gibi, mobil
bankacilik miigteri deneyimi 6nciilleri arasinda diger onciillerle birlikte algilanan kullanilabilirlik ve
algilanan kullanim kolaylig1 da yer almakta ve sadakat niyeti tizerindeki etkileri arastirilmaktadir.

2.3.1. Mobil Bankacilikta Miisteri Deneyiminin Onciilleri

Asagida mobil bankacilik deneyimi ile ilgili onciiller tanimlanmig ve miisteri deneyimiyle olan
iliskileri anlatilmigtir.

Algilanan deger ve mobil bankacilikta miisteri deneyimi Algilanan deger Dootson vd. (2016)a
gore bir davranis1 gerceklestirmenin maliyet ve faydalar: arasindaki fark olarak tanimlanmaktadir.
Mbama & Ezepue (2018) algilanan degeri, “para ve zaman tasarrufu, fayda, zevk ve daha iyi miisteri
hizmetleri gibi faydaci ve hedonistik degerler” olarak tanimlamakta ve bu degerlerin saglanmasinin,
deneyimi gelistirdigini savunmaktadir. Minvielle & Mars’a gore, algilanan miisteri degeri, deneyimin
genel olarak nasil gerceklestigine baghdir (Micu vd., 2019). Mencarelli’ye (2008) gore ise, miisteri
degeri deneyimi ¢ok boyutlu bir sekilde anlamay1 saglamakta ve deneyimi analiz etmek igin genel
bir ¢erceve saglamaktadir (Micu vd., 2019). Hizmet sektorii, deneyimler yoluyla yiiksek diizeyde
sembolik ve duygusal deger saglayabilmektedir (Mathwick, Malhotra, & Rigdon, 2001). Buna bagh
olarak algilanan deger, bankacilik sektorii gibi miisteri katiliminin yiiksek oldugu sektorlerde biiyiik
bir dneme sahiptir (Keisidou vd., 2013). Literatiir incelendiginde, algilanan deger ile marka deneyimi
arasinda bir iligki bulundugu tespit edilmektedir (6r. Wiedmann vd., 2018; Coelho vd., 2020;
Cheng & Kim, 2021), ilaveten, algilanan deger ile miisteri deneyimi arasinda da iligski bulundugu
anlagilmaktadir (6r. Mbama & Ezepue, 2018; Micu vd., 2019 ; Kuppelwieser vd., 2022). Bu iliskilere
dayanarak caligmada su varsayim test edilecektir:

H, ,, Algilanan degerin mobil bankacilikta miisteri deneyimi iizerinde etkisi vardur.

Kolaylik ve mobil bankacilikta miisteri deneyimi Bankacilik acisindan kolaylik, bankanin konumu,
caligma saatleri, bir miisterinin bankaya ulagmak icin kat etmesi gereken mesafe, banka cevresindeki
park yerleri ve ATM'nin kullanilabilirligi gibi konular1 icermektedir (Keisidou vd., 2013). Mobil
bankacilik agisindan kolaylig ise Durkin (2007), “24 saat boyunca bankacilik hizmetlerine erisim”
olarak tanimlamistir. Mbama & Ezepue (2018)’ya gore hizmetlerin 7/24 olarak evin rahatliginda
daha hizli ve zamaninda ger¢eklestirme kolayligi, mobil bankacilig1 benimsemeyi motive etmekte ve
miisteri deneyimini iyilestirmektedir. Garg vd. (2014)e gore ise, miisteriler isletmenin her bir temas
noktasinda kolaylik istemektedir ve bu nedenle “kolaylik” miisteri deneyimini olugturmada temel
bilesenlerden biridir. Bu baglamda, kolaylik ve miisteri deneyimi iliskisi Garg vd. (2014), Srivastava
& Kaul (2014) ve Chan & Tan (2016) tarafindan da incelenmis ve aralarinda pozitif bir iliski oldugu
goriilmistiir. Bu iliskilere dayanarak asagidaki hipotez gelistirilmistir:
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H, , - Kolayligin mobil bankacilikta miisteri deneyimi tizerinde etkisi vardir.

Fonksiyonel kalite ve mobil bankacilikta miisteri deneyimi Gronroos (1984) fonksiyonel kaliteyi,
kisinin teknik kaliteyi islevsel olarak nasil elde ettigi olarak tanimlamaktadir. Bankacilik hizmetinde
fonksiyonel oOgelerin temel amaci, zamandan tasarruf etmek ve cevrimigi miisteriye kolaylik
saglamaktir (Garg vd., 2014). Mbama & Ezepue (2018)’a gére “e-bankaciligin tasariminda, etkilesimli,
net bilgi igerigi ve sezgisel bir ara-yiiz sunuldugunda, kullanicilarin e-bankaciligi benimsedigi ve
deneyimlerini gelistirdigi goriilmektedir” Bu baglamda, fonksiyonel kalite ve miisteri deneyimi
arasinda bir iliski bulundugu goriilmektedir (Garg vd., 2014 ve Mbama & Ezepue, 2018). Bu iliskilere
dayanarak asagidaki hipotez gelistirilmistir:

H, : Fonksiyonel kalitenin mobil bankacilikta miisteri deneyimi tizerinde etkisi vardur.

Mobil bankacilik hizmet kalitesi ve mobil bankacilikta miisteri deneyimi Parasuraman vd., (1988)e
gore hizmet kalitesi, bir hizmetin miisteri beklentilerini kargilama veya asma derecesidir. Yonetimsel
bakis agisindan dolay: her bir sektore 6zel hizmet kalitesi 6l¢titlerinin gelistirilmesine ihtiya¢ vardir
(Karatepe, Yavas, & Babakus, 2005). Ozellikle bankacilik sektorii gibi sektorlerde, hizmet kalitesinin
roli gok 6nemlidir (Angur, Nataraajan, & Jahera, 1999). Mobil bankacilik hizmet kalitesi, mobil
igerik sunumunun kalitesi ve mitkemmelligine iliskin kiiresel bir tiiketici degerlendirmesi olarak
tanimlanmaktadir (Lin, 2013). Hizmet kalitesinin, giivenilir, ulagilabilir, erisilebilir ve mitkemmel
hizmetler sunarak, misteri beklentilerini karsiladigi, memnuniyeti arttirdigi ve e-bankaciligin
benimsenmesiniarttirdigi goriilmektedir (Mbama & Ezepue, 2018). Ge¢mis calismalara bakildiginda,
hizmet kalitesi ve miisteri deneyimi iliskisinin incelendigi ¢alismalardan bazilar1 Salehi vd. (2013)
Sorooshian vd. (2013), Chan & Tan (2016), Mbama & Ezepue (2018) ve Sukendi vd., (2021)’ye aittir
ve ilgili caligmalarda hizmet kalitesi ile musteri deneyimi arasinda pozitif bir iligki bulundugu tespit
edilmistir. Bu iligkilere dayanarak asagidaki hipotez gelistirilmistir:

H, ,: Mobil bankacilik hizmet kalitesinin mobil bankacilikta miisteri deneyimi iizerinde etkisi vardir.

Marka / giiven ve mobil bankacilikta miisteri deneyimi Belirsizlik kosullarinda giiven énemli bir
faktordiir (Akhter vd.,2010). E-ticarette titketici giiveninin tanimini Kim vd. (2008), satic1 kisi veya
kurulusun islem yiikiimliliiklerini tiiketicinin anladig: sekilde yerine getirecegine dair, tiketicinin
oznel inanci geklinde yapmaktadir. Yapilan calismalarda, “marka’, “giivenilirlik® ve “imaj’in
miisterilerin banka tercihlerini etkiledigi tespit edilmistir (Mbama & Ezepue, 2018). Bu baglamda,
gtivenilirlik, markanin vaat ettigi seyi yerine getirmesi anlamini tasimaktadir (Keisidou vd., 2013).
Marka, hem alicty1 hem de saticiy1 uzun vadeli bir iligkiye dahil eden ve bu iligkinin kurulmasinda
kilit rol oynayan bir mekanizmadir ve bu mekanizmanin odak noktas: miisterinin isletmeyle olan
deneyimidir (Sweeney & Swait, 2008). Mbama & Ezepue (2018)’ya gore marka imajiyla iliskilendirilen
giivenilirlik nedeniyle bir¢ok miisteri belirli bir isletmeyi seger ve oraya sadik kalir, bu da miisterinin
hizmet algisini etkiler.

Marka deneyimi ve giiven arasindaki iligki, $ahin vd. (2011), Chinomona (2013), Baser vd. (2016)
ve Pratiwi vd., (2021) tarafindan incelenmis ve marka deneyiminin, giiveni pozitif etkiledigi
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bulunmugstur. Miisteri deneyimi ve marka giiven arasindaki iligki ise ilk olarak Rose vd. (2011)
tarafindan kavramsal olarak incelenmis, daha sonra aralarindaki pozitif iliski Rajaobelina vd. (2018),
Micu et al. (2019) ve Syahputra & Murwatiningsih (2019) tarafindan da kanitlanmistir. Bu iligkilere
dayanarak asagidaki hipotez gelistirilmigtir:

H, : Marka/ giivenin mobil bankacilikta miisteri deneyimi tizerinde etkisi vardir.

Calisan - miigsteri etkilesimi ve mobil bankacilikta miisteri deneyimi Herhangi bir isletmede
oldugu gibi, bankalarda da banka calisanlari, hizmet sunumu ve sikayetleri ele alma siireclerindeki
en 6nemli halkadir (Karatepe & Aga, 2016). Banka ¢aliganlarinin sundugu hizmet, temel hizmetle
birlikte, hizmet sunumunda ayrilmaz bir rol oynamaktadir. Baz1 arastirmacilar, hizmet siireglerinin
miisteriye deger sagladigini savunur, bazi arastirmacilar da miisteri degerinin hizmet galisanlar:
ile etkilesimlerden tiiretildigini iddia etmektedir (Grace & O’Cass, 2004). Ayrica, miisterilerin geri
bildirimiyle saglanan ¢alisan etkilesiminin, isletmenin performansina, miisteri memnuniyetine
ve hizmet kalitesinin gelistirilmesine yardimci oldugu goriilmektedir (Mbama & Ezepue, 2018).
Calisan-miisteri etkilesimi ve miisteri deneyimi arasindaki iligki ilk olarak Garg vd. (2012) tarafindan
kavramsal olarak incelenmistir. Garg vd. (2014), Mohd-Ramly & Omar (2017), Mbama & Ezepue
(2018), Syahputra & Murwatiningsih (2019), Roy vd. (2020), Sukendi vd. (2021) ve Zaid & Patwayati
(2021) tarafindan vyiiriitillen ¢aligmalarda da galisma-migteri etkilesimi ile misteri deneyimi
arasinda pozitif bir iligki tespit edilmistir. Bu iligkilere dayanarak agagidaki hipotez gelistirilmistir:

H, ,: Galisan-miisteri etkilesiminin mobil bankacilikta miisteri deneyimi tizerinde etkisi vardir.

Algilanan risk ve mobil bankacilikta miisteri deneyimi Dowling & Staelin (1994), algilanan riski
“tiiketicilerin bir hizmet satin almanin belirsizligi ve olumsuz sonuglarma iliskin algilar1” olarak
tanimlamigstir (Trivedi, 2019). Lee (2009) ise gevrimi¢i bankacilikta algilanan riski, belirli bir gevrimici
islemi diistinlirken bir ¢evrimici banka kullanicisi tarafindan 6znel olarak belirlenen kayip beklentisi
olarak tanimlamaktadir. internet bankaciliginin temel deger énerisi, yapilan islemleri ciddi giivenlik
aciklarindan korumaya dayanir (Kesharwani & Bisht, 2012). Birgok miisteri, e-bankaciliga yonelik
tutumlarini etkileyen bilgi riskleri (6rnegin giivenlik) nedeniyle dijital bankacilik islemleri igin
subeleri kullanmay1 tercih etmektedir (Mbama & Ezepue, 2018). Yeni bir teknoloji, miisteri deneyimi
eksikligi anlamina gelmekte, bu da daha yiiksek algilanan riske yol agabilmektedir (Roy vd., 2017).
Algilanan risk ile miisteri deneyimi arasindaki iliskiye Rose vd. (2011) tarafindan kavramsal bir
cerceve sunulmaktadir. Martin vd., (2015), Roy vd. (2017), Mbama & Ezepue (2018), Trivedi (2019)
ve Dabrynin & Zhang (2019) tarafindan da algilanan risk ile miisteri deneyimi arasinda bir iligki
bulundugu kanitlanmistir. Bu iliskilere dayanarak asagidaki hipotez gelistirilmistir:

H, ,: Algilanan riskin mobil bankacilikta miisteri deneyimi iizerinde etkisi vardur.

Algilanan kullamilabilirlik ve mobil bankacilikta miisteri deneyimi Teknoloji Kabul Modelinde
(TAM) ifade edildigi gibi “algilanan kullanilabilirlik” ve “algilanan kullanim kolaylig1” kullanici
kabuliiniin temel belirleyicileridir. Bu baglamda, “kullanighi” teriminden gelen algilanan
kullamlabilirlik (perceived usefulness) “bir kisinin belirli bir sistemi kullanmanin is performansini
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artiracagina inanma derecesi” olarak tanimlanmakta, “kolaylik” teriminden gelen algilanan
kullanim kolaylig1 (perceived ease of use) ise, “bir kisinin belirli bir sistemi kullanmanin ¢aba
gerektirmeyecegine inanma derecesi” anlamina gelmektedir (Davis, 1989). Gu vd. (2009)’ne gore,
“kullanilabilirlik, mobil bankacilik hizmet tercihini belirleyen temel unsurlardan biridir” Bu
baglamda kullanilabilirlik, ¢evrimici miisterinin isletme sitesini kullanirken rahat hissetmesini
saglar (Klaus, 2013). Ayrica kullanim kolayligi, kullanici dostu olma, esneklik ve isletmenin sitesinde
gezinme kolaylig1 nedeniyle ¢ok fazla zihinsel ¢aba harcamadan hizmet gerceklestirme yetenegini ve
kullanic1 deneyimini gelistirmeye, ayn1 zamanda e-bankacilig1 benimsemeye yardimci olmaktadir
(Mbama & Ezepue, 2018). Algilanan kullanilabilirlik ile misteri deneyimi arasindaki iligkiye Rose
vd. (2011) ve Bilgihan vd. (2016) tarafindan kavramsal bir ¢cer¢eve sunulmaktadir; Liu vd. (2016) ve
Mbama & Ezepue (2018) tarafindan da aralarinda pozitif bir iligki oldugu bulunmustur. Bu ilikilere
dayanarak asagidaki hipotez gelistirilmigtir:

H, - Algilanan kullanilabilirligin mobil bankacilikta misteri deneyimi iizerinde etkisi vardir.

Mobil bankacilik inovasyonu ve mobil bankacilikta miisteri deneyimi Pazarlamada inovasyonun
daha iyi hizmet yaratmaya ve goreceli avantaj, verimlilik ve miisteri degerini artirmaya yardimci
oldugu goriilmektedir (Mbama & Ezepue, 2018). Bankacilik sektorii genel ekonominin 6nemli
bir parcast oldugundan, miisterilerin degisen ihtiyaglarini karsilamak igin siirekli olarak gelismesi
gerekmekte, bu nedenle finansal yenilikler 6nemli olarak kabul edilmektedir (Mullan, Bradley, &
Loane, 2017). Bu baglamda, bazi akademisyenler, bankalarda rekabet avantaji yaratabilmek amaciyla,
bilgi teknolojisindeki degisikliklerin, iirtin, hizmet ve dagitim kanallarinda yenilik yapma ihtiyacin
koriiklediginden soz etmektedir (Berry vd., 2010). Mbama & Ezepue (2018) daha iyi hizmet,
Ar-Ge ve inovasyon yoluyla deneyimi iyilestirme gibi amaglarla, inovasyonun miisteri deneyimini
etkiledigini belirtmektedir. Bu baglamda, inovasyon ve marka deneyimi iligkisi Coelho vd. (2020)
tarafindan incelenmis ve aralarinda pozitif bir iliski bulunmustur. Bu iliskiye dayanarak asagidaki
hipotez gelistirilmistir:

H, ,: Mobil bankacilik inovasyonun mobil bankacilikta miisteri deneyimi iizerinde etkisi vardur.

2.3.2. Mobil Bankacilikta Miisteri Deneyimi ve Sadakat Niyeti

Miisteri sadakati tiiketicinin belirli bir markaya veya perakendeciye yonelik hissettigi derin
bagliliktir (Oliver, 1999) ve zevk ile uyarilma gibi olumlu duygulardan olusan miisteri deneyimi ile
gelisir (Gentile, Spiller, & Noci, 2007). Diger bir ifadeyle miisteri deneyiminin olumlu olmas: sadakat
tizerinde olumlu bir etki yaratir (Gahler, Klein, & Paul, 2019).

Stein & Ramaseshan (2019) yiiriittiikleri calisgmada genel miisteri deneyiminin sadakat niyeti izerinde
olumlu ve kuvvetli bir etkisi bulundugunu tespit etmis, Klaus & Maklan, (2013) da ¢aligmalarinda
miisteri deneyiminin miisteri sadakatinin kilit belirleyicisi oldugunu saptamistir. Benzer bir sekilde
hizmet beklentilerini karsilamanin, ayrica miisteriler ve isletmeler arasindaki etkilesimi arttirmanin
miisterilerin bankacilik hizmetlerine yonelik genel deneyimini iyilestirmede ve deneyimin ise
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sadakat olusturmada etkili oldugu bulunmustur (Mbama & Ezepue, 2018; Mainardes vd., 2020).
Bagka bir ¢alismada ise bankacilik hizmetinde toplam miisteri deneyim kalitesinin sadakat niyeti
tizerinde etkili oldugu, ayrica hizmet dncesi, hizmet an1 ve hizmet sonrasi miisteri deneyiminin de
sadakat niyetini dogrudan etkiledigi anlasilmistir (Klaus vd., 2013).

Tim bu ¢alismalardan elde edilen bilgiler dogrultusunda bu ¢alismada da mobil bankacilik
deneyiminin sadakat niyeti tizerinde olumlu bir etkisi olacag diigiiniilmektedir. Buradan hareketle
agagidaki hipotez gelistirilmistir:

H,: Mobil bankacilikta miigteri deneyiminin sadakat niyeti tizerinde olumlu etkisi vardur.

[laveten, yapilan arastirmalarda, miisteri deneyimi énciillerinden, algilanan degerin(Johnson vd.,
2006; Thuy & Hau, 2010; Tam, 2012), kolayligin (Kaura, 2013; Kaura, Prasad, & Sharma, 2015),
fonksiyonel kalitenin (Auruskeviciene, Salciuviene, & Skudiene, 2010), hizmet kalitesinin (Kaura
vd., 2015), giivenin (Chiou vd., 2002; Yieh vd., 2007; Aldas-Manzano vd., 2011; Hoq vd., 2012;
Mazzucchelli vd., 2018; Suhartanto vd., 2018), miisteri etkilesiminin (Thakur, 2016), algilanan
riskin (Aldas-Manzano vd., 2011; Tam, 2012), kullanilabilirligin (Maryanto & Kaihatu, 2021) ve
inovasyonun (Rehman, Naveed, & Akhtar, 2012), sadakat ile iliskisi bulundugu saptanmustir.

Bu bilgiler 15181nda asagidaki hipotez gelistirilmistir:

H, b cacsgny’ Musteri deneyimi onciillerinin (Algilanan deger (a), kolaylik (b), fonksiyonel kalite
(c), hizmet kalitesi (d), marka/giiven (e), calisan/miisteri etkilesimi (f), algilanan risk (g), algilanan

kullanilabilirlik (h), inovasyon (i)) sadakat niyeti tizerinde etkisi vardir.

2.3.3. Kontrol Degiskenleri

Neden sonug iliskisinin incelendigi caligmalarda, karistirici degiskenlerin (confounding variables)
neden-sonug iliskisini etkileyebildigi goriilmektedir (Field, 2013). Karistiric1 degiskenler, arastirmada
bagimsiz degisken olarak ele alinmayan fakat bagimli degisken tizerinde etkisi olabilecek diger
degiskenlerdir ve arastirmada ancak bu karistirici degiskenlerin etkisi ¢ikarildiginda bagimsiz
degiskenlerin bagimli degisken tizerindeki gercek etkisi anlagilabilmektedir (Malhotra, 2010).

Misteri deneyimi ile ilgili yapilan literatiir taramasi sonucunda bazi ¢alismalarda (6r. Deshwal, 2016;
Khan & Rahman, 2017; Bapat & Kannadhasan, 2022) yas, egitim diizeyi ve aile gelirinin miisteri
deneyimi kalitesi boyutlarini etkileyebildigi goriilmiistiir. Benzer bir sekilde Mainardes vd. (2020) de
omni-kanalda bankacilik hizmetleri tizerine yirittiikleri ¢calismada gelirin sadakat tizerinde etkili
oldugunu bulmugtur. Bu sebeple cinsiyet, yas ve gelirden olusan demografik 6zelliklerin bu ¢aligmada
karigtirict etkisi olabilecegi diistintildiiginden kontrol degiskenleri olarak modele eklenmistir.
Ilaveten, yanitlayicilarin mobil bankacilik miisterisi olma siiresinin ve mobil bankacilik hizmeti
kullanim sikliginin miigteri deneyimi ve sadakat niyeti tizerinde etkili olabilecegi diistintildiigiinden
s6z konusu iki degisken de ¢aligmaya kontrol degiskeni olarak eklenmistir.
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2.4. Arastirmanin Modeli

Caligmanin teorik kisimda gelistirilen hipotezler dogrultusunda arastirma modeli olusturulmus ve

Sekil 1'de sunulmugtur.

MUSTERI
DENEYIMININ
ONCULLERI
KALITE
MUSTERI SADAKAT
H DENEYiMI H NIYETI
T v
1ab.cdefgh) 2 /
ETKILESIMI
:
KULLANILABILIRLIK /
:
KONTROL DEGISKENLERI
DEMOGRAFIK DAVRANISSAL
ETKILER ETKILER
*Cinsiyet *Kag yillik MB. Misterisi
*Yas *MB. kullanim sikligi
*Gelir

Sekil 1:Aragtirmanin Modeli

3. Yontem

Bu bolimde aragtirmanin amaci, ana kitlenin belirlenmesi, 6rnekleme yontemi ve veri toplama
yontemi, anket formunun tasarimi ile kullanilan olcekler, arastirmanin giivenirlik ve gegerliligi,

katilimer profili ve hiyerarsik regresyon analizi sonuglar1 sunulmugtur.

3.1. Arastirmanin Amaci

Bankacilik miisterilerinin son yillarda, temel kanal olarak mobil bankacilig1 kullanmalari nedeniyle
aragtirmacilarin bu alandaki miisteri deneyimlerini incelemeleri 6nem kazanmigtir. Miisteri deneyim
oOlgeklerinin sektore ozel ihtiyaglar nedeniyle farklilastigr goriilmektedir. Bu baglamda ¢alismada

dijital bankacilik deneyimi 6nciillerinin (algilanan kalite, kolaylik, fonksiyonel kalite, hizmet kalitesi,

294



Mobil Bankacilikta Miisteri Deneyimi Onciilleri ve Miisteri Deneyimi ile Sadakat Niyetine Etkisi

marka-giiven, miisteri-calisan etkilesimi, algilanan risk, algilanan kullanilabilirlik, mobil bankacilik
inovasyonu) miisteri deneyimi ve sadakat niyeti tizerindeki etkisinin incelemesi amaglanmistir.
Calismada ayrica yanitlayicilarin demografik ozellikleri ve mobil bankacilik davranislar: kontrol
degiskenleri olarak ele alinmistir.

3.2. Ana Kiitlenin Belirlenmesi, Ornekleme Yontemi ve Veri Toplama Yontemi

Arasgtirmanin ana kiitlesi, Tiirkiyede yasayan, mobil bankacilik hizmetinden yararlanan tiiketicilerdir.
Orneklem cercevesi ise, Tiirkiye Bankalar Birligine gore 2020 yilinda aktif biiyiikliiklerine gore ilk
6da yer alan bankalarin (Ziraat Bankast, Vakiflar Bankasi, Halk Bankasi, Is Bankasi, Garanti Bankas,
Yap1 ve Kredi Bankas1) mobil bankacilik hizmetlerinden yararlanan tiiketicilerdir.

Veriler, “Google Forms” iizerinden ¢evrimici anket yontemiyle toplanmistir. Anket caligmasi
01.10.2021 tarihinde baslanmis, 14.11.2021 tarihinde sonlandirilmistir. Ankete toplam 480 yanit
elde edilmis, ancak bunlardan 29 tanesi, filtre sorusu olarak kullanilan 6. soruya bagl olarak sadece
internet bankaciligini kullandiklarimi belirttiklerinden anketin yanitlanma agamasinda otomatik
olarak elenmistir. Kalan 451 anket ise Mahalanobis U¢ Deger Analizine tabi tutularak ayiklanmus,
analizlere kalan 439 anket ile devam edilmistir.

3.3. Anket Formu Tasarimi ve Kullanilan Olgekler

Ankette dijital bankacilik miisteri deneyiminin 6nciilleri agisindan temel alinan Mbama & Ezepue
(2018)’nin ¢alismasinda ge¢mis caligmalardan yararlanilarak (6r. Keisidou vd., 2013; Klaus & Maklan,
2013; Garg vd., 2014) dijital bankacilik miisteri deneyimine uyarlanan 6l¢ekler kullanilmistir. Benzer
bir sekilde ¢evrimigi miisteri deneyimi degiskeninin isletimsellestirilmesi i¢in Mbama & Ezepue
(2018) tarafindan Klaus & Maklan, (2013), Garg vd. (2014), Verhoef vd. (2009), Liang vd. (2009)den
yararlanilarak dijital bankacilik miisteri deneyimine uyarlanan 6lgekten yararlanilmistir. Temel alinan
Mbama & Ezeque (2018) calismasina bagli olarak: algilanan deger (3 soru), kolaylik (3 soru), hizmet
kalitesi (3 soru), fonksiyonel kalite (3 soru), marka giiveni (3 soru), algilanan risk (3 soru), calisan -
miisteri etkilesimi (4 soru), algilanan kullanilabilirlik (3 soru), inovasyon (3 soru) ve genel miisteri
deneyimi (3 soru) ile, dolayisiyla toplam 31 soru ile 6l¢iilmiistiir. Sadakat niyeti degiskeni ise Sondoh
vd., (2007)’1n 6l¢egi kullanilarak 4 soru ile 6l¢iilmiistiir. Ankette ayrica yanitlayicilarin demografik
ozelliklerini ve mobil bankacilik kullanim aligkanliklarini tespit etmeye yonelik sorular sorulmustur.
Olgeklerin orijinalleri Ingilizce olup, hepsi Tiirk¢e'ye cevrilmistir. Aragtirma modelinde yer alan tiim
degiskenler, besli Likert-tipi 6l¢egi ile dl¢tilmiistiir (1=Kesinlikle Katilmiyorum, 2=Katilmiyorum,
3=Ne Katiliyorum, Ne Katilmiyorum, 4= Katiliyorum, 5= Kesinlikle Katiliyorum).

3.4. Giivenilirlik ve Gegerlilik

Calismada, yap1 gegerligini test etmek amaciyla her bir dl¢ek icin ayr1 ayr1 faktor analizi yapilmig
ve tek boyutlu oldugu kanitlanmistir. Olgeklerin giivenirliginin 6l¢iimii i¢in Cronbach’s Alpha
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yonteminden yararlanilmis ve elde edilen Cronbach’s Alpha degerleri her bir 6l¢ek i¢in esik olan

0,70’in iizerinde oldugundan (Nunnally, 1978) olceklerin giivenilir olduguna karar verilmistir.

Caligmanin giivenirlik ve gegerlilik sonuglar1 Tablo 1'de verilmistir.

Tablo 1: Guvenilirlik ve Gegerlilik Sonugclar1

Faktor fsmi Soru Faktor yiikleri KMO % Varyans Cronbach’s Alpha
520 0,722

Fonksiyonel Kalite 519 0,784 0,743 81,424 0,884
s18 0,730
s23 0,725

S. Kalite s22 0,757 0,737 78,598 0,862
s21 0,730
$26 0,736

Marka/ Giiven s25 0,681 0,709 72,057 0,803
s24 0,715
29 0,785

CM. Etkilesimi 0670 0714 67,281 0,828
s27 0,670
s30 0,778
$33 0,732

A.Risk s32 0,756 0,764 88,465 0,934
s31 0,810
s17 0,822

Kolaylik s16 0,755 0,771 90,862 0,949
s15 0,743
s14 0,813

A.Deger s13 0,670 0,705 76,005 0,833
s12 0,670
$36 0,823

A. Kullanilabilirlik ~ s35 0,726 0,760 88,137 0,932
s34 0,742
$39 0,784

Mb. inovasyonu s38 0,709 0,736 79,953 0,873
s37 0,724
s42 0,804

Miisteri Deneyimi  s41 0,689 0,722 78,251 0,855
s40 0,695
s45 0,791
s44 0,768

Sadakat Niyeti 0,825 79,697 0,910
s43 0,876
546 0,900
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3.5. Ortak Yontem Yanlilig:

Aragtirmada tim veriler ayn1 tiir 6lgek ile (5°1i Likert-tipi 6lgek) elde edildiginden (Hair, Black,
Babin, & Anderson, 2009) ortak yontem yanlilig1 problemi bulunup bulunmadiginin test edilmesi
onemlidir. Bu ¢aligmada ortak yontem yanhliginin agilmasi i¢in Podsakoff vd. (2003)'in 6nerdigi
asamalar dogrultusunda Harmanin (1967) tek faktor testi uygulanmistir. Bu sebeple arastirma
modelinde yer alan tiim degiskenlere ait sorular Faktér Analizine (Temel Bilesenler Analizi) tabi
tutulmus ve elde edilen faktorlerden herhangi birinin varyansinin %50nin {izerinde olup olmadigina
bakilmigtir (Fuller vd., 2016). Elde edilen Faktor Analizi sonuglarina gore herhangi bir faktoriin elde
ettigi en yiiksek varyansin %47.478 oldugu goriilmiis, dolayisiyla calismada ortak yontem yanlilig

problemi bulunmadig kanisina varilmigtir.

4. Bulgular

Tablo 2de goriilebildigi gibi anket katilimcilarinin profili incelendiginde, %44,2’sinin kadinlardan,
9%55,4tiniin ise erkeklerden olustugu, %0,5lik kisminin ise cinsiyetlerini belirtmek istemedigi
goriilmistiir. Katilimeilarin yas araliklarina bakildiginda, %21,2%sinin 18-25 yas, %31,9’unun 26-
35 yas, %30,3’linlin 36-45 yas, %10,5nin 46-55 yas ve %6,2’sinin 56 ve {izeri yas araliginda oldugu
gorillmektedir. Katilimeilarin gelir durumu incelendiginde ise, %17,1’nin gelirinin 2.826 TLnin
altinda, %7,7’sinin 4.001 - 5.000 TL ve 5.001 - 6.000 TL arasinda, %60,8'nin ise 6.001 TL ve iizeri

gelire sahip oldugu anlagilmaktadir.

Tablo 2: Anket Katilimcilarinin Profili

Olgii Miisteri Verisi Toplam Yiizde
Kadin 194 44.2%
Cinsiyet Erkek 243 55.4%
Belirtmek istemiyorum 2 0.5%
18_25 93 21.2%
26_35 140 31.9%
Yas 36_45 133 30.3%
46_55 46 10.5%
56 ve lizeri 27 6.2%
0-2.826 TL 75 17.1%
2.827 -4.000 TL 34 7.7%
Gelir 4.001 - 5.000 TL 34 7.7%
5.001 - 6.000 TL 29 6.6%
6.001 TL ve iizeri 267 60.8%

Katilimcilara ne kadar zamandir mobil bankacilik miisterisi olduklar: soruldugunda, %45,1’inin 1
ile 5 y1l, %34,6’s1n1n 6 ile 10 y1l, %14,6’1n1n 11 yildan uzun siiredir, %5,7’sinin ise 1 yildan az siiredir

mobil bankacilig1 kullandiklar1 6grenilmistir. Kullanicilarin %38,3’tiniin mobil bankacilig1 her giin
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kullandi8i, %28,7’sinin 3 giinde bir, %19,1’inin haftada bir, %8,4’iintin 15 giinde bir, %5’inin ayda bir,
%0,5 ise ti¢ ayda birden daha az kullandig1 anlagilmistir.

Tablo 3: Mobil Bankacilik Kullanim Aligkanliklar:

Olgii Miigteri Verisi Toplam Yiizde
1 yildan az siiredir 25 5.7%
Ne Kadar Zamandir MB. Miisterisi ! ?le Sylarast 198 o1
6 ile 10 yil arast 152 34.6%
11 yildan uzun siiredir 64 14.6%
Her giin 168 38.3%
3 glinde bir 126 28.7%
MB. Kullanim Siklig1 Haftada kiir ) 8 19.1%
On beg giinde bir 37 8.4%
Ayda bir 22 5.0%
Ug ayda birden daha az 2 0.5%

Anketin ilk sorusunda yanitlayicilara “Asagidaki bankalardan hangilerini kullaniyorsunuz?” diye
sorulmus ve “Ziraat Bankasi, Vakiflar Bankasi, Halk Bankasi, Is Bankasi, Garanti Bankas1 ve Yap1
ve Kredi Bankas1” segenekleri verilerek birden fazla secenek isaretleyebilecekleri ifade edilmistir.
Verilen 880 yanitin %21,5’u Garanti Bankasi, %20’si Is Bankas1 ve Ziraat Bankasi, %16,1’i Yap1 ve
Kredi Bankasi, %14t Vakiflar Bankas: ve % 8,3’tiniin Halk Bankas: oldugu goriilmiistiir. Daha
sonra katilimcilardan, “bu bankalardan en sik kullandiklar1 mobil bankay1” isaretlemeleri istenmis,
“bundan sonraki sorular1 da en sik kullandiklarin: ifade ettikleri bankanin mobil bankaciligini goz
oniinde bulundurarak yanitlamalarr” istenmistir. Katilimcilarin en sik kullandiklar1 mobil banka
9%23,9 ile Garanti Bankas1 iken, onu %23,7 ile Is Bankas1 takip etmektedir. Katilimcilarin %18,5’inin
Ziraat Bankasr'nin, %15,3’inin Yap1 ve Kredi Bankasrnin, %13,7’sinin Vakiflar Bankast'nin ve %5’inin

ise Halk Bankasrnin mobil bankaciligini kullandiklar: anlagilmistir.

4.1. Hiyerarsik Regresyon Analizi Sonuglar1

Caligmanin temel sorusu, “Miisteri deneyimini algilanan deger, kolaylik, fonksiyonel kalite, hizmet
kalitesi, marka/giiven, galisan/miisteri etkilesimi, algilanan risk, algilanan kullanilabilirlik ve
inovasyon faktorlerinin tiimii etkiler mi, etkilerse her biri hangi oranda etkiler ve ilgili faktorlerin
miisteri deneyimini a¢iklama orani nedir?” olarak belirlenmistir. Caligmada ayrica “S6z konusu
faktorlerin misteri deneyimini agiklama oraninda kontrol degiskenlerinin pay: nedir?” sorusunun
cevabini verebilmek amaglanmistir. Kontrol degiskenlerinin bagimli degiskenler {izerindeki
etkilerinin anlasilabilmesi icin dncelikle bu degiskenlerin etkilerinin test edilmesi, sonra bagimsiz
degiskenlerin etkisine bakilmasi ve son olarak hepsi bir arada test edilerek farkliliklarina bakilmasi
gerekmektedir. Bu etkilerin adim adim test edilerek farkliliklarin goriilebilmesi i¢in kontrol
degiskenlerinin etkisinin arastirildigi baska caligmalarda oldugu gibi (6r. Karatas, Dursun, &
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Koksal, 2022; Lim, Pham, & Heinrichs, 2020; Stein & Ramaseshan, 2019) bu ¢aligmada da hiyerarsik
regresyon analizinden yararlanilmstir.

Daha once de belirtildigi gibi kontrol degiskenlerinin bagimli degisken(ler) {izerindeki etkilerinin

tespit edilme amaci bagimsiz degiskenlerin bagimli degisken(ler) tizerindeki gercek etkilerinin

anlagilabilmeye ¢alisilmasidir. Tablo 4de goriilebildigi gibi, 6nce anket katilimcilarinin demografik

ozellikleri ile ilgili degiskenlerin miisteri deneyimine etkisi (Model 1), ardindan cevaplayicilarin

mobil bankacilik hizmetine yonelik davranislari ile ilgili degiskenlerin eklenerek tiimiiniin miisteri

deneyimine etkisi (Model 2), sonra sadece miisteri deneyimi 6nciillerinin, miisteri deneyimi tizerine

etkisi (Model 3) ve son olarak tiim kontrol degiskenlerin ve miisteri deneyimi 6nciillerinin miisteri

deneyimine etkisi (Model 4) test edilmistir.

Tablo 4: Kontrol Degiskenleri ve Miisteri Deneyimi Onciillerinin, Miisteri Deneyimi Uzerindeki Etkisi

(Hiyerarsik Regresyon Analizi Sonuglari)

Bagimli degisken: Miisteri Deneyimi

Bagimsiz degiskenler Model 1 Model 2 Model 3 Model 4

) t-value [} t-value B t-value ) t-value
Demografik etkiler
Cinsiyet (erkek) -073  -1,455 -103  -1,957 -,018 -,756
Yas (18-25) 5169 -1,749 170 -1,686 4054 -1,219
Yas (26-35) -,015 -,150 -,023 -,218 -053  -1,157
Yas (36-45) 082  -838  -084  -3846 -,048 1,102
Yas (46-55) ,020 ,264 -,003 -,034 ,003 ,090
Gelir (2.827 - 4.000 TL) 011 ,195 -,018 -,306 ,008 ,297
Gelir (4.001 - 5.000 TL) -,017 -,299 -,051 -,847 -011 -417
Gelir (5.001 - 6.000 TL) ,022 ,383 -,004 -,065 ,047 1,750
Gelir (6.001 TL ve +) -,060 -,730 -,138  -1,581 -,002 -,061
Davrangsal etkiler
Mb miisterisi (1-5y1l) ,094 ,839 ,028 ,549
Mb miisterisi (6-10y1l) ,120 1,054 -,008 -,152
Mb miisterisi (11+) ,139 1,475 -,021 -,493
Kullanim siklig1 (hergiin) -,011 -,213 ,000 -,020
Kullanim siklig1 (3giindel) -,036 -,661 ,000 -,016
Kullanim siklig -,042 -,798 -,006 -,250
(haftadal)
Kullanim 111 -2,126** ,001 ,044
sikligi(15giindel)
Kullanim -,048 -,981 ,031 1,426
siklig1(30giindel)
Miisteri deneyimi
onciilleri
Algilanan deger ,067 1,617 ,057 1,344
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Kolaylik -,053 -1,127 -,042 -,872
Fonksiyonel kalite ,066 1,288 ,060 1,151
Hizmet kalitesi ,106 2,400** ,100 2,191
Marka-giiven ,058 1,639 ,058 1,608
Calisan-miisteri etkilesimi ,072 1,791 ,074 1,771
Algilanan risk -,031 -,893 -,020 -,557
Algilanan kullanilabilirlik ,310 6,177+ ,305 5,940
Inovasyon 378 8,013 387 7,914+
Diizeltilmis R? ,010 ,012 ,813 ,812
F-istatistigi 1,476 1,303 212,086*** 73,860***
R? Degisimi* — -- -- ,800

Notlar: *R? Degisimi, ilgili modelin varyansinmn tiim kontrol degiskenlerini iceren Model 2'nin varyans: ile karsilagtirlmasim
icermektedir.

“p < 0.05; *p < 0.01

Model 1: demografik etkiler Model 2: demografik etkiler ve davramgsal etkiler Model 3: miisteri deneyimi onciilleri Model 4:
demografik etkiler, davranigsal etkiler, miisteri deneyimi onciilleri (tiim model)

Kontrol degiskenlerinin ve miisteri deneyimi onciillerinin, miisteri deneyimi iizerindeki etkisi
incelenirken oncelikle, her bir degisken arasinda ¢oklu dogrusal bagint1 problemi olup olmadigina
bakilmistir. Buna gore hiyerarsik regresyon analizi sonucunda elde edilen VIF degerleri 1,053 ile
6,340 arasinda degismektedir. Bu degerler esik deger olan 10’un altinda (Mason & Perreault, 1991)
¢iktigindan ¢oklu dogrusal bagint1 problemi olmadig1 anlagilmigtir.

Tablo 4 hiyerarsik regresyon analizi sonuglarini gostermektedir. Bagimsiz degiskenler analize bloklar
halinde sokulmustur. Bu degiskenlerin, bagimli degiskene katkisinin (agiklayiciliginin) ne olgiide
olduguna diizeltilmis R? testiyle karar verilmektedir. Modelin anlamli olup olmadig1 F istatistigi
ile test edilir. F istatistiginde p < 0,05 oldugunda, alt boyutlardan hangilerinin anlamli oldugunu
belirlemek i¢in t istatistiginden yararlanilir. t istatistiginin p degerinin 0,05den kii¢itk olmasi modele
anlamli bir katk: sagladigini gostermekte, B degerleri ise alt boyutlarin bagimli degiskeni agiklama

oranini gostermektedir.

Model 1, regresyon denklemine kontrol degiskenleri olarak d4hil edilen demografik degiskenlerin
sonuglarini géstermektedir. Model 1 igin diizeltilmis R? degeri 0,010, F degeri ise 1,476dir. F
istatistiginde, p degeri 0,05'ten biiyiik oldugu i¢in demografik degiskenlerin miisteri deneyimi
tizerinde anlamli bir etkisi olmadig1 anlasilmistir, demografik ozelliklerle ilgili degiskenlerin miisteri
deneyimini agiklama oraninin %1 oldugu anlagilmistir.

Model 2, regresyon denklemine kontrol degiskeni olarak hem demografik hem de davranigsal
degiskenlerin eklendigi durumun sonuglarini gostermektedir. Model 2 igin diizeltilmis R? degeri
0,012, F degeri ise 1,303’tiir. F istatistiginde, p degeri 0,05’ten biiyiik oldugu i¢in demografik ve
davranigsal degiskenlerin miisteri deneyimi {izerinde anlamh etkilerinin bulunmadig: anlagilmistir
(sadece “kullanim siklig1 15 giinde 17 demografik 6zelligin miisteri deneyimi tizerinde anlamli bir

etkisi bulunmaktadir).
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Model 3, regresyon denklemine sadece miisteri deneyimi Onciillerinin déhil edildigi durumu
gostermektedir. Model 3 igin diizeltilmis R? degeri 0,813, F degeri ise 212,086dur. F istatistiginde p
degeri < 0,01 oldugundan, hangi boyutlarin modele katk: sagladigina bakmak i¢in t istatistiginden
yararlanilir. Buna gore Miisteri Deneyimi {izerinde anlaml etkileri bulunan bagimsiz degiskenler
etki bitytikliigiine gore sirasiyla [novasyon (B=0,378), Algilanan Kullamlabilirlik (p=0,310) ve
Hizmet Kalitesi (p=0,106) degiskenleridir. Miisteri deneyimi onciillerinin miisteri deneyimini %81,3
oraninda agikladig goriilmektedir.

Model 4, regresyon denkleminde yer alan tiim kontrol degiskenleri ve miisteri deneyimi 6nciillerinin
miigteri deneyimi {izerindeki etkilerini gostermektedir. Model 4 igin, diizeltilmis R? degeri 0,812,
F degeri ise 0,01 anlamlilik seviyesinde 73,860’tir. Buna gore Miisteri Deneyimi {izerinde anlaml
etkileri bulunan miisteri deneyimi énciilleri etki biiyiikliigiine gore sirastyla fnovasyon (B=0,387),
Algilanan Kullanilabilirlik (p=0,305) ve Hizmet Kalitesi (=0,100) degiskenleridir ve musteri deneyimi
onciillerinin Migteri Deneyimini agiklama orani %81,2dir. Ancak tiim kontrol degiskenlerinin
etkisi (%1,2) de dikkate alindiginda (Model 2 ile karsilastirldiginda) R? degerindeki degisimin,
diger bir ifadeyle kontrol degiskenleri ¢ikarildiginda sadece miisteri deneyimi 6nciillerinin miisteri
deneyimini agiklama oraninin, %80 oldugu anlasilmaktadir.

Kontrol degiskenlerinin ve miisteri deneyimi 6nciillerinin, sadakat niyetine etkisi de incelenmis ve
Hiyerarsik Regresyon Analizi sonuglari Tablo 5de verilmistir.

Tablo 5: Kontrol Degiskenlerinin ve Miisteri Deneyimi Onciillerinin, Sadakat Niyeti Uzerindeki Uzerindeki
Etkisi (Hiyerarsik Regresyon Analizi Sonuglar1)

Bagimli degisken: Sadakat Niyeti

Bagimsiz degiskenler Model 1 Model 2 Model 3 Model 4
B t-value [} t-value B t-value [} t-value

Demografik etkiler

Cinsiyet (erkek) -,004 -,078 -,063 -1,222 ,007 179
Yas (18-25) -,079 -,822 -,078 -,802 ,015 ,198
Yas (26-35) ,043 ,433 ,042 419 ,037 473
Yas (36-45) -,011 111 -,013 -,140 ,011 ,150
Yas (46-55) -,045 -,603 -,099 -1,343 -,075 -1,296
Gelir (2.827 - 4.000 TL) ,018 ,323 -,014 -,257 -,012 -,270
Gelir (4.001 - 5.000 TL) -,053 -,904 -,097 -1,670 -,064 -1,425
Gelir (5.001 - 6.000 TL) 5151 -2,568** -171 -2,905%* -,146 -3,218%*
Gelir (6.001 TL ve +) -,102 -1,229 -,205 -2,420%* 111 -1,686
Davranigsal etkiler

Mb miisterisi (1-5y1l) -,097 -,887 -,149 -1,730
Mb miisterisi (6-10y1l) -,016 -,142 - 114 -1,310
Mb miisterisi (11+) ,132 1,440 -,011 -,156
Kullanim siklig1 (hergiin) -,039 -,743 -,020 -,486
Kullanim siklig1 (3giindel) -,039 -,737 ,004 ,089
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Kullanim siklig1 (haftadal) -,121 -2,366** -,095 -2,429*%
Kullanim sikligi(15giindel) -187  -3,678%** -,107 -2,684**
Kullanim siklig1(30giindel) -,088 -1,863 -,044 -1,199
Miisteri deneyimi onciilleri

Algilanan deger ,068 931 ,105 1,456
Kolaylik -,128 -1,542 -,160 -1,943
Fonksiyonel kalite -,001 -,013 ,035 ,395
Hizmet kalitesi ,114 1,475 ,124 1,599
Marka-giiven ,308  4,932%¢ 307 4,951
Calisan-miisteri etkilesimi -,044 -623 062 -,868
Algilanan risk ,097 1,579 ,050 ,821
Algilanan kullanilabilirlik 236 2,684** ,257 2,928**
inovasyon ,065 780 036 426
Diizeltilmis R? ,005 ,065 424 453
F - istatistigi 1,235 2,799** 36,788*** 14,973%*
R? degisimi* ,388

Notlar: *R? Degisimi, ilgili modelin varyansinmn tiim kontrol degiskenlerini iceren Model 2'nin varyansi ile karsilagtirimasim
icermektedir.

P < 0.05 *%p < 0.01

Model 1: demografik etkiler Model 2: demografik etkiler ve davramgsal etkiler Model 3: miisteri deneyimi onciilleri Model 4:
demografik etkiler, davramssal etkiler, miisteri deneyimi onciilleri (tiim model)

Kontrol degiskenlerinin ve miisteri deneyimi oOnciillerinin, sadakat niyetine etkisi incelenirken
oncelikle ¢coklu dogrusal bagint1 problemi bulunup bulunmadig: kontrol edilmis ve VIF degerleri<10
oldugu i¢in herhangi bir sorun bulunmadig anlasiimistir.

Model 1'de kontrol degiskenlerinden demografik ézelliklerin sadakat niyetine etkisine ait regresyon
analizi sonuglar1 verilmisgtir. Model 1 igin diizeltilmis R? degeri 0,005, F degeri ise 1,235'tir. F
istatistiginde, p degeri 0,05’ten biiyiik oldugu icin demografik degiskenlerin sadakat niyeti tizerinde
etkisinin anlamli olmadig anlasilmistir (sadece “gelirin 5001-6000 TL” durumunun anlamlr etkisi
bulunmaktadir).

Model 2de ise, regresyon denklemine kontrol degiskenlerinden demografik 6zelliklere ilaveten
davranigsal degiskenler de dahil edilmis ve regresyon analizi tekrarlanmigtir. Model 2 i¢in diizeltilmis
R? degeri 0,065, F degeri ise 0,05 anlamlilik seviyesinde 2,799'dur. Elde edilen regresyon analizi
sonuglarina gore “gelirin 5.001 - 6.000 TL” (B=-0,171) ve “6.001 TL ve tizeri” (B= - 0,205) demografik
ozellikler durumlarinin ve “kullanim siklig1 haftada bir” (f= - 0,121) ve “15 gtinde 1” (p= - 0,187)
olan davranigsal 6zelliklerin sadakat niyeti tizerinde anlaml bir etkisi bulunmaktadir. Model 2'de
tiim kontrol degiskenlerinin sadakat niyetini agiklama oraninin %6,5 oldugu goriilmektedir.

Model 3’te, tiim miisteri deneyimi onciillerinin sadakat niyetine etkisinin analiz edildigi regresyon
analizi sonuglar1 yer almaktadir. Model 3 igin, diizeltilmis R? degeri 0,424, F degeri ise 0,01 anlamlilik
seviyesinde 36,788dir. Buna gore sadakat niyeti tizerinde anlaml: etkisi bulunan miisteri deneyimi

onciilleri etki buytkliigiine gore sirasiyla Marka-Giiven (p=0,308) ve Algilanan Kullanmilabilirlik
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(B=0,236) degiskenleridir. Miisteri deneyimi Onciillerinin sadakat niyetini a¢iklama orani ise
%42 ,4’tur.

Model 4de tiim kontrol degiskenleri ile tiim miisteri deneyimi onciilleri regresyon denklemine
dahil edilmigtir. Regresyon Analizi sonuglarina gore Model 4 icin, diizeltilmis R? degeri 0,453, F
degeri ise 0,01 anlamlilik seviyesinde 14,973’tiir. Buna gore sadakat niyeti tizerinde anlaml etkisi
bulunan kontrol degiskenleri, “gelir durumu 5.001 - 6.000 TL” (B= - 0,146) olan demografik 6zellik,
“kullanim siklig1 haftada bir” (= - 0,095) ve “15 giinde 1” (p= - 0,107) olan davranissal 6zellikler
ve miisteri deneyimi onciillerinden Marka-Giiven ($=0,307) ve Algilanan Kullanmilabilirlik (=0,257)
degiskenleridir. Kontrol degiskenleri ve miisteri deneyimi dnciillerinin sadakat niyeti tizerindeki
degisimi aciklama orani % 45,3tiir, ancak kontrol degiskenlerinin etkisi ¢ikarildiginda, miisteri
deneyimi énciillerinin sadakat niyeti iizerindeki degisimi agiklama oraninin % 38,8 (R? degisimi)
oldugu anlagilmaktadir.

Son olarak miisteri deneyiminin sadakat niyetine etkisi Regresyon Analizi yapilarak incelenmis ve
elde edilen sonuglar Tablo 6da verilmistir.

Tablo 6: Miisteri Deneyiminin Sadakat Niyeti Uzerindeki Etkisi (Regresyon Analizi Sonucu)

Bagimli degisken: Sadakat Niyeti

Bagimsiz degisken

B t-value
Miisteri Deneyimi ,605 15,893***
R? ,366
F-istatistigi 252,5787*

Notlar: **p < 0.01

Tablo 6da miisteri deneyiminin sadakat niyetine etkisi incelenirken F degerinin 0,01 anlamlilik
seviyesinde 252,578 oldugu, miisteri deneyiminin sadakat niyeti {izerindeki etkisinin anlamh
ve oldukga yiiksek oldugu (p=0,605) goriilmektedir. Ayrica miisteri deneyiminin sadakat niyeti
tizerindeki degisimi agiklama oraninin %36,6 oldugu anlagilmaktadur.

5. Tartisma, Sonug ve Oneriler

Miisteri deneyimi tiiketici davraniginda 6énemli bir rol oynamakta ve miisteri deneyimi kavrami
da zaman icinde gelismektedir. Miisteri deneyiminin artan 6neminin hem aragtirmacilar hem
de uygulayicilar farkindadir. Covid-19 ile birlikte insanlarin titketim davraniglar: 6nemli 6l¢tide
degismis, bu baglamda miisteri deneyimi yeniden tanimlanmis, misteriye sunulan hizmetlerin
olabildigince temassiz hale getirilmesi amaciyla mobil éncelikli bir bakis agis1 saglanmistir. Ozellikle
Covid 19 salginiyla birlikte mobil bankaciigin diinyada (PACE, 2019) ve Tirkiyede (Tiirkiye
Bankalar Birligi, 2020; TKBB, 2021) bankaciligin ana kanallarindan biri haline gelmesi ve bankalarin
birbirinden farklilasmak i¢in miisteri odakli yaklagimlara yonelmeleri mobil bankacilikta miisteri
deneyiminin aragtirilmasini gerekli kilmigtir.
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Calismada dijital bankacilik miisteri deneyimi Onciillerini olusturan algilanan kalite, kolaylik,
fonksiyonel kalite, hizmet kalitesi, marka-giiven, miisteri-calisan etkilesimi, algilanan risk, algilanan
kullanilabilirlik, mobil bankacilik inovasyonu degiskenlerinin mobil bankacilik misteri deneyimine
ve sadakat niyetine dogrudan etkilerinin incelenmesi amaglanmis, ilaveten mobil bankacilik
miisteri deneyiminin sadakat niyetine etkileri ve bu etkilerde kontrol degiskenleri olarak ele alinan

demografik ve davranigsal degisenlerin karistirici etkisi incelenmistir.

Regresyon analizleri sonuglarina gore, mobil bankacilik miisteri deneyimi iizerinde dijital bankacilik
miisteri deneyiminin dokuz o6nciilden sadece t¢iiniin (mobil bankacilik inovasyonu, algilanan
kullanilabilirlik ve hizmet kalitesi) anlamli etkisi bulundugu tespit edilmistir, diger alt1 6nciiliin
(algilanan kalite, kolaylik, fonksiyonel kalite, marka-giiven, miisteri-calisan etkilesimi, algilanan
risk) anlaml etkisi bulunmadigi anlagilmistir. Bu ¢alismada temel alinan Mbama & Ezepue (2018)
calismasina benzer olarak hizmet kalitesi ve algilanan kullanighilik énciillerinin mobil bankacilik
miisteri deneyimi tizerinde anlaml etkileri bulundugu tespit edilmis; ayrica, ilgili ¢alismada oldugu
gibi kolaylik ve marka-giiven énciillerinin ise mobil bankacilik miisteri deneyimi tizerinde etkisiz
oldugu anlagilmistir. Diger taraftan Mbama & Ezepue (2018) ¢calismasindan farkli olarak bu ¢aligmada
algilanan kalite, fonksiyonel kalite, miisteri-calisan etkilesimi ve algilanan risk degiskenlerinin mobil
bankacilik miisteri deneyimi {izerinde anlaml etkileri bulunmadig: gérillmustiir. Bir bagka farklilik
ise inovasyon 6nciiliiniin bu ¢aliymada mobil bankacilik misteri deneyimi tizerinde ytiksek bir etkiye
sahip oldugu ancak bahsedilen ¢aligmada anlamli bir etkiye sahip olmadigidir. Bu ¢alismada elde
edilen bulgularin Mbama & Ezepue (2018) ¢aligmasindan farkli ¢ikma sebebi ilgili caligmada dijital
bankaciligin genel olarak ele alinmis olmasi (hem internet hem mobil bankacilik) ancak bu ¢alismada
sadece mobil bankaciliga odaklanilmis olmast olabilir. Bu ¢alismada sadece mobil bankaciligin ele
alinmasinin sebebi de zaten mobil bankaciliga 6zgii 6zelliklerin miisteri deneyimlerinde dijital
bankaciliktan farkli beklentiler yaratabilecegi dolayisiyla farkli 6nciillerin mobil bankacilik miisteri

deneyimi {izerinde daha etkili olabilecegi beklentisiydi.

Daha 6nce belirtildigi gibi literatiirde dijital bankacilik hizmetlerine yonelik miisteri deneyimi tizerine
oldukga sinirli ¢aligma yapilmis oldugu ve Mbama & Ezepue (2018) disinda bu sinirli calismalardan
en kapsamli olanlardan bir digerinin ise genel olarak hem sube hem de djjital bankaciligin birlikte
ele alindig1 Garg vd., (2014) caligmasi oldugudur. Ilgili caligmayla karsilastirma yapildiginda, Garg
vd., (2014) caligmasinda kolaylik ve ¢aligan-miisteri etkilesiminin bankacilik hizmetlerine yonelik
miisteri deneyimi iizerinde anlamli etkileri bulundugu goriiliirken bu ¢aliymada ilgili 6nciillerin

miisteri deneyimi tizerinde etkili olmadigr anlagilmistir.

Calismada elde edilen bulgulara gére mobil bankacilik miisteri deneyimi {izerinde etkili olan dnciiller
inovasyon, kullanighlik ve hizmet kalitesi oldugundan, mobil bankacilik hizmeti sunan bankalarin
miisterilerde olumlu misteri deneyimi olusturmak i¢cin mobil bankacilik hizmetine yonelik stirekli
inovasyon yapmalari, sunduklar1 mobil bankacilik hizmetini miimkiin oldugunca kullanigh hale

getirmeye ¢alismalari ve yiiksek kalitede hizmet sunmalari tavsiye edilir.
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Miisteri deneyimi yaratarak uzun siire miisteri olunmasini saglamak, her sektorde énemli oldugu
gibi, bankalar i¢in de kritik bir 6neme sahiptir. Bu sebeple bu ¢alismada marka deneyimi 6nciillerinin
miisteri deneyimine etkilerine ilaveten sadakat niyetine de dogrudan etkileri incelenmistir. Elde
edilen bulgulara gore algilanan kullanilabilirlik 6nciili mobil bankacilik miisteri deneyiminde
oldugu gibi sadakat niyeti tizerinde de etkilidir; ancak mobil bankacilik miisteri deneyiminden farkl
olarak sadakat niyeti tizerinde marka-giiven onciilii de etkilidir. Elde edilen bu bulgular sasirtici
degildir ¢linkii gegmis caligmalarda da algilanan kullanilabilirligin (6r. Maryanto & Kaihatu, 2021)
ve markaya duyulan giivenin (6r. Chiou vd., 2002; Yieh vd., 2007; Aldas-Manzano vd., 2011; Hoq
vd., 2012; Mazzucchelli vd., 2018; Suhartanto vd., 2018;) sadakat niyeti tizerinde etkili unsurlar
oldugu tespit edilmistir Buradan hareketle denilebilir ki, bankalarin mobil bankacilik hizmetlerinde
kullanighiligy arttirmalari ve markalarini basarili bir sekilde yoneterek miisterilerinde giiven
saglamalar1 durumunda misterilerini kendilerine baglama ve miisterilerinde sadakat yaratma
ihtimalleri artabilecektir.

Bu ¢aligmada ge¢mis calismalara benzer olarak miisteri deneyiminin sadakat niyeti tizerinde anlamli
bir etkisi bulundugu saptanmustir (6r. Brakus vd., 2009; Klaus & Maklan, 2013; Klaus vd., 2013;
Mbama & Ezepue, 2018; Stein & Ramaseshan, 2019; Mainardes vd., 2020; Shahid et.al., 2022).
Buna gore denilebilir ki, bankalarin sadik miisteriler yaratabilmeleri, olumlu miisteri deneyimi
yaratabilmelerine baghdir.

Bu galigmanin ge¢mis ¢alismalardan 6nemli bir farkliligi kontrol degiskenlerinin dikkate alinarak
karistirici etkilerinin ¢ikarilmasi ve boylece bagimsiz degiskenlerin bagimli degisken(ler) tizerindeki
gercek etkilerinin tespit edilmeye calisilmasidir. Elde edilen bulgulara gore kontrol degiskenlerinin
mobil bankacilik miisteri deneyimi tizerinde anlamli bir etkisi bulunmamaktadir ve 6nciil
degiskenlerin mobil bankacilik miisteri deneyimini a¢iklama oranini sadece %1,2 kadar azaltmakta,
dolayisiyla miisteri deneyimi 6nciillerinin miisteri deneyimi tizerindeki degisimi agiklama oraninin
oldukga yiiksek (%80) oldugudur. Diger taraftan kontrol degiskenleri sadakat niyeti tizerinde anlamh
bir etkiye sahiptir fakat sadakat niyetini aciklama oranlar1 oldukg¢a diisiik olup (%6,5), dnciillerin
sadakat niyetini aciklama oranini %45,3’ten %38,8%¢ diistirmektedir. Kontrol degiskenlerinin etkisi
incelendiginde, ge¢mis ¢alismalara gore miisterinin yast ve cinsiyetinin tiiketici davranisinda itici bir
gii¢ oldugu ve miisteri deneyimi tizerinde farkliliklar yarattig1 goriilmektedir (Stafford vd., 2004; Garg
vd., 2014; Khan vd., 2020;). Fakat bu ¢alismada kontrol degiskenlerinin miisteri deneyimi iizerinde
anlaml bir etkisi bulunmamistir. Bu durum miisteri deneyimi onciillerinin miisteri deneyimini
onemli bir oranda agiklayabildigine ve elde edilen sonuglarin 6rneklemin demografik 6zelliklerine
ve mobil bankacilik kullanim aligkanliklarina gore farklilik gostermedigine isaret etmektedir. Elde
edilen sonuglardan hareketle denilebilir ki, bankalarin mobil bankacilik hizmetlerine yonelik
miisteri deneyimi olustururken cinsiyet, yas, gelir, miisteri olma siiresi ve kullanim sikligina gore
farkls stratejiler yiirtitmelerine gerek bulunmamaktadir.

Diger taraftan elde edilen bulgulara gére kontrol degiskenlerinin sadakat niyeti tizerinde az da olsa
belirli oranda etkisi bulundugu tespit edildiginden, bankalarin mobil bankacilik hizmetlerinde
hedef kitlelerindeki farkli demografik 6zelliklere ve davranissal aliskanliklara gore farkli beklentileri
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tespit ederek bunlara cevap vermeye c¢aligmalar: miisterilerinin kendilerine sadik olma ihtimalini
arttirabilir.

Calismada diger caligmalarda oldugu gibi belirli sinirlamalar bulunmaktadir. Bu ¢alismanin en
onemli sinirlamalar: arasinda veri toplamada tesadiifi olmayan 6rnekleme yontemlerinden kolayda
ornekleme yonteminin kullanilmis olmasi verilebilir, dolayisiyla elde edilen bulgular 6rneklem ile
sinirll olup genellenemez. Ayrica, COVID-19 pandemisi siiresince gergeklestiren bu ¢alismanin
sonuglarinin donemin dinamiklerinden etkilenmesi, olasidir. Bir diger kisitlama ise verilerin
Tiirkiyede ve sadece alt1 farkli bankanin mobil bankacilik hizmetlerinden yararlanan tiiketicilerden
toplanmis olmasidir. Modelin ve elde edilen bulgularin gegerliliginin arttirilmasi ve genellenebilmesi
icin farkl kiiltiirlerde ve diger banka miisterilerinden de veri toplanilmas: 6nerilir. Bu ¢aligmada
dijital bankacilik 6nciillerinin mobil bankacilik miisteri deneyimi ve sadakat niyeti izerindeki etkileri
incelenmistir ancak unutulmamalidir ki, ele alinan 6nciiller disinda baska onctiller de (6rnegin,
marka imaji, beklentiler, mobil bankacilik deneyimi, vb.) bahsedilen bagimli degiskenler tizerinde
etkili olabilir. Benzer bir sekilde bagimli degiskenler iizerindeki karistiric1 etkilerin anlagilabilmesi
i¢in kontrol degiskenleri olarak bu ¢aligmada kullanilan yas, cinsiyet, gelir, kullanim siiresi, kullanim
siklig1 disinda baska degiskenler de (egitim durumu, meslek, vb.) test edilebilir.

Yazar Katkisi
KATKI ORANI ACIKLAMA KATKIDA BULUNANLAR
Qs oo L Ozge SUBASI
Fikir veya Kavram Aragtirma fikrini veya hipotezini olugturmak F. Miige ARSLAN
L . e Ozge SUBASI
Literatiir Taramasi Calisma icin gerekli literatiirii taramak F. Miige ARSLAN
Calismanin yontemini, 6lgegini ve desenini Ozge SUBASI
Arastirma Tasarimi tasarlamak E. Miige ARSLAN
. ; . . Ozge SUBASI
Veri Toplama ve Isleme Verileri toplamak, diizenlemek ve raporlamak F Miige ARSLAN
Tartisma ve Yorum Bulgularin degerlendirilmesinde ve Ozge SUBASI
¥ sonuglandirilmasinda sorumluluk almak E Miige ARSLAN

Cikar Catismasi

Calismada yazarlar arasinda ¢ikar ¢atismasi yoktur.

Finansal Destek

Bu galisma i¢in herhangi bir kurumdan destek alinmamigstir.

Kaynakga

Agarwal, A., & Singh, M. R. P. (2018). Retail Experience, Customer Satisfaction and Behavior Intention: A Study
of Tier-II City Consumers in Organized Retail Settings. Journal of Marketing Vistas, 8(1), 20-39. https://
doi.org/10.1509/jmkg.74.2.1

306



Mobil Bankacilikta Miisteri Deneyimi Onciilleri ve Miisteri Deneyimi ile Sadakat Niyetine Etkisi

Akhter, W.,, Abbasi, A. S., Alj, I., & Afzal, H. (2010). Factors affecting customer loyalty in Pakistan. African
Journal of Business Management, 5(4), 1167-1174. https://doi.org/10.5897/AJBM10.501

Aldas-Manzano, J., Ruiz-Mafe, C., Sanz-Blas, S., & Lassala-Navarré, C. (2011). Internet banking loyalty:
Evaluating the role of trust, satisfaction, perceived risk and frequency of use. Service Industries Journal,
31(7), 1165-1190. https://doi.org/10.1080/026.420.60903433997

Al-Wugayan, A. A. A. (2019). Relationship versus customer experience quality as determinants of relationship
quality and relational outcomes for Kuwaiti retail banks. International Journal of Bank Marketing, 37(5),
1234-1252. https://doi.org/10.1108/IJBM-09-2018-0251

Amin, M. (2016). Internet banking service quality and its implication on e-customer satisfaction and e-customer
loyalty. International Journal of Bank Marketing, 34(3), 280-306. https://doi.org/10.1108/IJBM-10-2014-
0139

Angur, M. G., Nataraajan, R., & Jahera, J. S. (1999). Service quality in the banking industry: an assessment in a
developing economy. International Journal of Bank Marketing, 116-123.

Artusi, E, Bellini, E., Dell'Era, C., & Verganti, R. (2020). Designing an Omni-Experience to Save Retailing:
Lessons from an Italian Book RetailerRetailers can achieve competitive advantage by creating an omni-
experience, a novel customer experience innovation strategy. Research Technology Management, 63(3),
24-32. https://doi.org/10.1080/08956.308.2020.1733886

Auruskeviciene, V., Salciuviene, L., & Skudiene, V. (2010). The Relationship Quality Effect on Customer Loyalty.
Pecvnia, 10, 23-36.

Bapat, D., & Kannadhasan, M. (2022). Satisfaction as a mediator between brand experience dimensions and
word-of-mouth for digital banking services: do gender and age matter? Journal of Consumer Satisfaction,
Dissatisfaction and Complaining Behavior, 35(3).

Barari, M., Ross, M., & Surachartkumtonkun, J. (2020). Negative and positive customer shopping experience
in an online context. Journal of Retailing and Consumer Services, 53(October 2019), 101985. https://doi.
org/10.1016/j.jretconser.2019.101985

Bager, I. U, Cintamiir, I. G., & Arslan, F. M. (2016). Examining The Effect of Brand Experience on Consumer
Satisfaction, Brand Trust And Brand Loyalty. Iktisadi ve Idari Bilimler Dergisi, 37(2), 101. https://doi.
org/10.14780/iibd.51125

Becker, L., & Jaakkola, E. (2020). Customer experience: fundamental premises and implications for research.
Journal of the Academy of Marketing Science, 48(4), 630-648. https://doi.org/10.1007/s11747.019.00718-x

Beltagui, A., Candi, M., & Riedel, J. C. K. H. (2015). Design in the Experience Economy: Using Emotional
Design for Service Innovation. Interdisciplinary Approaches to Product Design, Innovation, ¢ Branding
in International Marketing, 111-135. https://doi.org/10.1108/s1474-7979(2012.000.0023020

Berry, L. L., Bolton, R. N,, Bridges, C. H., Meyer, ., Parasuraman, A., & Seiders, K. (2010). Opportunities for
innovation in the delivery of interactive retail services. Journal of Interactive Marketing, 24(2), 155-167.
https://doi.org/10.1016/j.intmar.2010.02.001

Bhattacharya, A., Srivastava, M., & Verma, S. (2019). Customer Experience in Online Shopping: A Structural
Modeling Approach. Journal of Global Marketing, 32(1), 3-16. https://doi.org/10.1080/08911.762.2018
1441938

Bilgihan, A., Kandampully, J., & Zhang, T. (Christina). (2016). Towards a unified customer experience in
online shopping environments: Antecedents and outcomes. International Journal of Quality and Service
Sciences, 8(1), 102-119. https://doi.org/10.1108/IJQSS-07-2015-0054

307



Ozge SUBASI « F. Miige ARSLAN

Blazquez, M. (2014). Fashion Shopping in Multichannel Retail: The Role of Technology in Enhancing the
Customer Experience. International Journal of Electronic Commerce, 18(4), 97-116. https://doi.
org/10.2753/JEC1086.441.5180404

Bleier, A., Harmeling, C. M., & Palmatier, R. W. (2019). Creating effective online customer experiences. Journal
of Marketing, 83(2), 98-119. https://doi.org/10.1177/002.224.2918809930

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It? How Is It Measured? Does
It Affect Loyalty? Journal of Marketing, 73(3), 52-68. https://doi.org/10.1509/jmkg.73.3.52

Bustamante, J. C., & Rubio, N. (2017). Measuring customer experience in physical retail environments. Journal
of Service Management, 28(5), 884-913. https://doi.org/http://dx.doi.org/10.1108/MRR-09-2015-0216

Chahal, H., & Dutta, K. (2015). Measurement and impact of customer experience in banking sector. Decision,
42(1), 57-70. https://doi.org/10.1007/s40622.014.0069-6

Chan, S. J., & Tan, C. L. (2016). A Model Linking Store Attributes, Service Quality and Customer Experience:
A Study Among Community Pharmacies. International Journal of Economics and Management , 10(2),
321-342. Retrieved from http://www.econ.upm.edu.my/ijem321

Cheng, Z.-F, & Kim, G.-B. (2021). The Effects of Brand Experience on the Perceived Value of Customers in
China and Korea. Journal of Economics Marketing, and Management, 9, 1-9. https://doi.org/10.20482/
jemm.2021.9.3.1

Chinomona, R. (2013). The Influence Of Brand Experience On Brand Satisfaction, Trust And Attachment In
South Africa. International Business ¢ Economics Research Journal (IBER), 12(10), 1303. https://doi.
0rg/10.19030/iber.v12i10.8138

Chiou, J. S., Droge, C., & Hanvanich, S. (2002). Does Customer Knowledge Affect How Loyalty is Formed?
Journal of Service Research, 5(2), 113-124. https://doi.org/10.1177/109.467.002237494

Choudhurya, M., Singhb, R., & Saikia, H. (2016). Measuring Customer experience in bancassurance: An
empirical study. Market-Trziste, 28(1), 47-62.

Coelho, E J. E, Bairrada, C. M., & de Matos Coelho, A. F. (2020). Functional brand qualities and perceived value:
The mediating role of brand experience and brand personality. Psychology and Marketing, 37(1), 41-55.
https://doi.org/10.1002/mar.21279

Dabrynin, H., & Zhang, J. (2019). The Investigation of the Online Customer Experience and Perceived Risk
on Purchase Intention in China. Journal of Marketing Development and Competitiveness, 13(2), 16-30.
https://doi.org/10.33423/jmdc.v13i2.2005

Daqar, M. A. M. A, & Smoudy, A. K. A. (2019). The Role of Artificial Intelligence on Enhancing Customer
Experience. International Review of Management and Marketing, 9(4), 22-31. https://doi.org/10.32479/
irmm.8166

Davis, E. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology.
MIS Quarterly, 13(3), 319-340. https://doi.org/10.5962/bhl.title.33621

Deshwal, P. (2016). Customer experience quality and demographic variables (age, gender, education level, and
family income) in retail stores. International Journal of Retail and Distribution Management, 44(9), 940—
955. https://doi.org/10.1108/IJJRDM-03-2016-0031

Dootson, P, Beatson, A., & Drennan, J. (2016). Financial institutions using social media - do consumers
perceive value? International Journal of Bank Marketing, 34(1), 9-36. https://doi.org/10.1108/IJBM-06-
2014-0079

Durkin, M. (2007). Understandingregistrationinfluencesfor electronicbanking. The International Review of Retail,
Distribution and Consumer Research, 17(3), 219-231. https://doi.org/10.1080/095.939.60701368754

308



Mobil Bankacilikta Miisteri Deneyimi Onciilleri ve Miisteri Deneyimi ile Sadakat Niyetine Etkisi

Fernandes, T., & Pinto, T. (2019). Relationship quality determinants and outcomes in retail banking services:
The role of customer experience. Journal of Retailing and Consumer Services, 50(January), 30-41. https://
doi.org/10.1016/j.jretconser.2019.01.018

Field, A. (2013). Discovering Statistics Using IBM SPSS Statistics (4th ed.). London: UK: Sage.

Foroudi, P, Gupta, S., Sivarajah, U., & Broderick, A. (2018). Investigating the effects of smart technology on
customer dynamics and customer experience. Computers in Human Behavior, 80, 271-282. https://doi.
org/10.1016/j.chb.2017.11.014

Frow, P.,, & Payne, A. (2007). Towards the ‘perfect’ customer experience. Journal of Brand Management, 15(2),
89-101. https://doi.org/10.1057/palgrave.bm.2550120

Fuller, C. M., Simmering, M. J., Atinc, G., Atinc, Y., & Babin, B. J. (2016). Common methods variance detection
in business research. Journal of Business Research, 69(8), 3192-3198. https://doi.org/10.1016/j.
jbusres.2015.12.008

Gabhler, M., Klein, J. E, & Paul, M. (2019). Measuring Customer Experiences: A Text-Based and Pictorial Scale.

Gao, L., Melero-Polo, I., & Sese, E J. (2020). Customer Equity Drivers, Customer Experience Quality, and
Customer Profitability in Banking Services: The Moderating Role of Social Influence. Journal of Service
Research, 23(2), 174-193. https://doi.org/10.1177/109.467.0519856119

Garg, R., Rahman, Z., & Qureshi, M. N. (2014). Measuring customer experience in banks: scale development
and validation. Journal of Modelling in Management, 9(1), 87-117. https://doi.org/10.1108/JM2-07-
2012-0023

Garg, R., Rahman, Z., Qureshi, M. N., & Kumar, I. (2012). Identifying and ranking critical success factors of
customer experience in banks: An analytic hierarchy process (AHP) approach. Journal of Modelling in
Management, 7(2), 201-220. https://doi.org/10.1108/174.656.61211242813

Gentile, C., Spiller, N., & Noci, G. (2007). How to Sustain the Customer Experience:. An Overview of Experience
Components that Co-create Value With the Customer. European Management Journal, 25(5), 395-410.
https://doi.org/10.1016/j.em;j.2007.08.005

Giovanis, A., Athanasopoulou, P., Assimakopoulos, C., & Sarmaniotis, C. (2019). Adoption of mobile banking
services: A comparative analysis of four competing theoretical models. International Journal of Bank
Marketing, 37(5), 1165-1189. https://doi.org/10.1108/IJBM-08-2018-0200

Grace, D., & O’Cass, A. (2004). Examining service experiences and post-consumption evaluations. Journal of
Services Marketing, 18(6), 450-461. https://doi.org/10.1108/088.760.40410557230

Gronroos, C. (1984). A Service Quality Model and its Marketing Implications. European Journal of Marketing,
18(4), 36-44. https://doi.org/10.1108/EUM000.000.0004784

Gu,J. C,, Lee, S. C., & Suh, Y. H. (2009). Determinants of behavioral intention to mobile banking. Expert Systems
with Applications, 36(9), 11605-11616. https://doi.org/10.1016/j.eswa.2009.03.024

Hair, J. E, Black, W. C., Babin, B. J., & Anderson, R. E. (2009). Multivariate Data Analysis (7th ed.). Prentice Hall.

Hakimi, H., Divandari, A., Keimasi, M., Prof, A., & Kaffash, M. H. (2019). Development of Retail Banking
Customer Experience Creation Model from Manageable Factors by Organization Using Interpretive
Structural Modeling (ISM). Journal of Business Management, 11(3), 565-584. https://doi.org/10.22059/
jibm.2019.267.812.3285

Hanafizadeh, P, Behboudi, M., Abedini Koshksaray, A., & Jalilvand Shirkhani Tabar, M. (2014). Mobile-banking
adoption by Iranian bank clients. Telematics and Informatics, 31(1), 62-78. https://doi.org/10.1016/j.
tele.2012.11.001

Handro, P. (2018). The Role of Customer Experience in Retail Banking and the Rise of Fintechs. Annals of the
»Constantin Brancusi” University of Targu Jiu, 1(1), 175-185.

309



Ozge SUBASI « F. Miige ARSLAN

Holbrook, M. B., & Hirschman, C. (1982). The Experiential Aspects of Consumption: Consumer Fantasies,
Feelings and Fun. JOURNAL OF CONSUMER RESEARCH, 9(2), 132-140.

Homburg, C., Jozi¢, D., & Kuehnl, C. (2017). Customer experience management: toward implementing an
evolving marketing concept. Journal of the Academy of Marketing Science, 45(3), 377-401. https://doi.
0rg/10.1007/s11747.015.0460-7

Hoq, M. Z., Sultana, N., & Amin, M. (2012). The Effect of Trust, Customer Satisfaction and Image on Customers’
Loyalty in Islamic Banking Sector. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.1851427

Izogo, E. E., & Jayawardhena, C. (2018). Online shopping experience in an emerging e-retailing market. Journal
of Research in Interactive Marketing, 12(2), 193-214. https://doi.org/10.1108/JRIM-02-2017-0015

Izogo, E. E., Jayawardhena, C., & Kalu, A. O. U. (2018). Examining customers’ experience with the Nigerian Bank
Verification Number (BVN) policy from the perspective of a dual-lens theory. International Journal of
Emerging Markets, 13(4), 709-730. https://doi.org/10.1108/]JoEM-09-2016-0246

Jacoby, J. (1971). A model of multi-brand loyalty. Journal of Advertising Research, 11(1), 25-31.

Jain, R., & Bagdare, S. (2009). Determinants of Customer Experience in New Format Retail Stores. Journal of
Marketing & Communication, 5(2), 34-44.

Jiang, B., Lan, S., Wilt, K., Ni, J., Yadav, R. N., Ghosh, A., ... Langen, H. H. (2018). The Service Quality Drivers
Of Customer Experience The Case Of Islamic Banks In Indonesia. International Journal of Machine
Tools and Manufacture, 5(1), 86-96. https://doi.org/10.1016/j.ijmachtools.2009.09.004

Johnson, M. D., Herrmann, A., & Huber, E (2006). The evolution of loyalty intentions. Journal of Marketing,
70(2), 122-132. https://doi.org/10.1509/jmkg.70.2.122

Johnston, R., & Kong, X. (2011). The Customer Experience : A Road Map for Improvement. Managing Service
Quality: An International Journal, 21(1), 5-24.

Karatas, G., Dursun, I., & Gokmen Koksal, C. (2022). Fenomen Pazarlamasinda Tiiketici Satin Alma Niyetine
Etki Eden Faktorler: Parasosyal Etkilesimin Etkileri ve Onciilleri. Journal of Research in Business. https://
doi.org/10.54452/jrb.1125520

Karatepe, O. M., & Aga, M. (2016). The effects of organization mission fulfillment and perceived organizational
support on job performance: The mediating role of work engagement. International Journal of Bank
Marketing, 34(3), 368-387. https://doi.org/10.1108/]JBM-12-2014-0171

Karatepe, O. M., Yavas, U., & Babakus, E. (2005). Measuring service quality of banks: Scale development
and validation. Journal of Retailing and Consumer Services, 12(5), 373-383. https://doi.org/10.1016/j.
jretconser.2005.01.001

Kaura, V. (2013). Service Convenience, Customer Satisfaction, and Customer Loyalty: Study of Indian
Commercial Banks. Journal of Global Marketing, 26(1), 18-27. https://doi.org/10.1080/08911.762.201
3.779405

Kaura, V,, Prasad, C. S. D., & Sharma, S. (2015). Service quality, service convenience, price and fairness, customer
loyalty, and the mediating role of customer satisfaction. International Journal of Bank Marketing, 33(4),
404-422. https://doi.org/10.1108/IJBM-04-2014-0048

Keisidou, E., Sarigiannidis, L., Maditinos, D. I., & Thalassinos, E. I. (2013). Customer satisfaction, loyalty and
financial performance: A holistic approach of the Greek banking sector. International Journal of Bank
Marketing, 31(4), 259-288. https://doi.org/10.1108/]JBM-11-2012-0114

Kesharwani, A., & Bisht, S. S. (2012). The impact of trust and perceived risk on internet banking adoption in
India: An extension of technology acceptance model. International Journal of Bank Marketing, 30(4),
303-322. https://doi.org/10.1108/026.523.21211236923

310



Mobil Bankacilikta Miisteri Deneyimi Onciilleri ve Miisteri Deneyimi ile Sadakat Niyetine Etkisi

Khan, I., Hollebeek, L. D., Fatma, M., Islam, J. U,, & Riivits-Arkonsuo, I. (2020). Customer experience and
commitment in retailing: Does customer age matter? Journal of Retailing and Consumer Services, 57.
https://doi.org/10.1016/j.jretconser.2020.102219

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-making model in electronic
commerce: The role of trust, perceived risk, and their antecedents. Decision Support Systems, 44(2), 544—
564. https://doi.org/10.1016/j.dss.2007.07.001

Klaus, Phil, & Nguyen, B. (2013). Exploring the role of the online customer experience in firms’ multi-channel
strategy: An empirical analysis of the retail banking services sector. Journal of Strategic Marketing, 21(5),
429-442. https://doi.org/10.1080/0965254X.2013.801610

Klaus, Philipp. (2013). The case of Amazon.com: Towards a conceptual framework of online customer service
experience (OCSE) using the emerging consensus technique (ECT). Journal of Services Marketing,
27(6), 443-457. https://doi.org/10.1108/JSM-02-2012-0030

Klaus, Philipp, Gorgoglione, M., Buonamassa, D., Panniello, U.,, & Nguyen, B. (2013). Are you providing
the “right” customer experience? The case of Banca Popolare di Bari. International Journal of Bank
Marketing, 31(7), 506-528.

Klaus, Philipp, & Maklan, S. (2013). Towards a Better Measure of Customer Experience. International Journal of
Market Research, 55(2), 227-246. https://doi.org/10.2501/IJMR-2013-021

Komulainen, H., & Saraniemi, S. (2019). Customer centricity in mobile banking: a customer experience
perspective. International Journal of Bank Marketing, 37(5), 1082-1102. https://doi.org/10.1108/IJBM-
11-2017-0245

Kumar, A., & Anjaly, B. (2017). How to measure post-purchase customer experience in online retailing? A scale
development study. International Journal of Retail & Distribution Management, 45(12), 1277-1297.

Kuppelwieser, V. G., Klaus, P,, Manthiou, A., & Hollebeek, L. D. (2022). The role of customer experience in the
perceived value-word-of-mouth relationship. Journal of Services Marketing, 36(3), 364-378. https://doi.
org/10.1108/JSM-11-2020-0447

Kyguoliené, A., & Makuténas, N. (2018). Measuring Gen-Y Customer Experience in the Banking Sector.
Management of Organizations: Systematic Research, 78(1), 77-93. https://doi.org/10.1515/mosr-2017-
0017

Lee, K. C., & Chung, N. (2009). Understanding factors affecting trust in and satisfaction with mobile banking in
Korea: A modified DeLone and McLean’s model perspective. Interacting with Computers, 21(5-6), 385—
392. https://doi.org/10.1016/j.intcom.2009.06.004

Lee, M. C. (2009). Factors influencing the adoption of internet banking: An integration of TAM and TPB with
perceived risk and perceived benefit. Electronic Commerce Research and Applications, 8(3), 130-141.
https://doi.org/10.1016/j.elerap.2008.11.006

Lim, J. S., Pham, P., & Heinrichs, J. H. (2020). Impact of social media activity outcomes on brand equity. Journal
of Product and Brand Management, 29(7), 927-937. https://doi.org/10.1108/JPBM-03-2019-2298

Lin, H. E (2013). Determining the relative importance of mobile banking quality factors. Computer Standards
and Interfaces, 35(2), 195-204. https://doi.org/10.1016/j.cs1.2012.07.003

Lin, Z., & Bennett, D. (2014). Examining retail customer experience and the moderation effect of loyalty
programmes. International Journal of Retail & Distribution Management, 42(10), 929-947. https://doi.
org/10.1108/IJRDM-11-2013-0208

Liu, Y., Pu, B,, Guan, Z., & Yang, Q. (2016). Online customer experience and its relationship to repurchase
intention: An empirical case of online travel agencies in China. Asia Pacific Journal of Tourism Research,
21(10), 1085-1099. https://doi.org/10.1080/10941.665.2015.1094495

311



Ozge SUBASI « F. Miige ARSLAN

Luo, X., Li, H., Zhang, J., & Shim, J. P. (2010). Examining multi-dimensional trust and multi-faceted risk in
initial acceptance of emerging technologies: An empirical study of mobile banking services. Decision
Support Systems, 49(2), 222-234. https://doi.org/10.1016/j.dss.2010.02.008

Mainardes, E. W, Rosa, C. A. de M., & Nossa, S. N. (2020). Omnichannel strategy and customer loyalty in
banking. International Journal of Bank Marketing, 38(4), 799-822. https://doi.org/10.1108/IJBM-07-
2019-0272

Maklan, S., Antonetti, P, & Whitty, S. (2017). A better way to manage customer experience: Lessons
from the royal bank of Scotland. California Management Review, 59(2), 92-115. https://doi.
org/10.1177/000.812.5617695285

Maklan, S., & Klaus, P. (2011). Customer experience: are we measuring the right things? International Journal of
Market Research, 53(6), 771. https://doi.org/10.2501/IJMR-53-6-771-792

Malhotra, N. K. (2010). Marketing Research: An Applied Orientation (6th ed.). New Jersey:USA: Pearson.

Martin, J., Mortimer, G., & Andrews, L. (2015). Re-examining online customer experience to include purchase
frequency and perceived risk. Journal of Retailing and Consumer Services, 25, 81-95. https://doi.
org/10.1016/j.jretconser.2015.03.008

Maryanto, R. H., & Kaihatu, T. S. (2021). Customer Loyalty as an Impact of Perceived Usefulness to Grab Users,
Mediated by Customer Satisfaction and Moderated by Perceived Ease of Use. Binus Business Review,
12(1), 31-39. https://doi.org/10.21512/bbr.v12i1.6293

Mason, C. H., & Perreault, W. D. (1991). Collinearity, Power, and Interpretation of Multiple Regression Analysis.
In Source: Journal of Marketing Research (Vol. 28).

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential value: Conceptualization, measurement and
application in the catalog and Internet shopping environment. Journal of Retailing, 77(1), 39-56. https://
doi.org/10.1016/50022-4359(00)00045-2

Mazzucchelli, A., Chierici, R., Ceruti, E, Chiacchierini, C., Godey, B., & Pederzoli, D. (2018). Affecting brand
loyalty intention: The effects of UGC and shopping searches via Facebook. Journal of Global Fashion
Marketing, 9(3), 270-286. https://doi.org/10.1080/20932.685.2018.1461022

Mbama, C. L, & Ezepue, P. O. (2018). Digital banking, customer experience and bank financial performance:
UK customers’ perceptions. International Journal of Bank Marketing, 36(2), 230-255. https://doi.org/
http://dx.doi.org/10.1108/MRR-09-2015-0216

McLean, G., Al-Nabhani, K., & Wilson, A. (2018). Developing a Mobile Applications Customer Experience
Model (MACE) - Implications for Retailers. Journal of Business Research, 85(February 2017), 325-336.
https://doi.org/10.1016/j.jbusres.2018.01.018

Meyer, C., & Schwager, A. (2007). Understanding Customer experience _2007. Harvard Business Review, 15(2),
85-88. https://doi.org/10.1057/palgrave.bm.2550127

Micu, A. E., Bouzaabia, O., Bouzaabia, R., Micu, A., & Capatina, A. (2019). Online customer experience in
e-retailing: implications for web entrepreneurship. International Entrepreneurship and Management
Journal, 15(2), 651-675. https://doi.org/10.1007/s11365.019.00564-x

Moden, N., & Neufeld, P. (2020). How COVID-19 has sped up digitization for the banking sector. Retrieved
from https://www.ey.com/en_gl/financial-services-emeia/how-covid-19-has-sped-up-digitization-for-
the-banking-sector#:~:text=COVID%2D19%20has%20accelerated%20digitization,environment%20
the%20pandemic%20has%20brought.

Mohd-Ramly, S., & Omar, N. A. (2017). Exploring the influence of store attributes on customer experience and
customer engagement. International Journal of Retail and Distribution Management, 45(11), 1138-1158.
https://doi.org/10.1108/]JRDM-04-2016-0049

312



Mobil Bankacilikta Miisteri Deneyimi Onciilleri ve Miisteri Deneyimi ile Sadakat Niyetine Etkisi

Morgan-Thomas, A., & Veloutsou, C. (2013). Beyond technology acceptance: Brand relationships and online
brand experience. Journal of Business Research, 66(1), 21-27. https://doi.org/10.1016/j.jbusres.2011.07.019

Mosley, R. W. (2007). Customer experience, organisational culture and the employer brand. Journal of Brand
Management, 15(2), 123-134. https://doi.org/10.1057/palgrave.bm.2550124

Mullan, J., Bradley, L., & Loane, S. (2017). Bank adoption of mobile banking: stakeholder perspective.
International Journal of Bank Marketing, 35(7), 1152-1172. https://doi.org/10.1108/IJBM-09-2015-0145

Novak, T. P,, Hoffman, D. L., & Yung, Y.-E (2000). Measuring the Customer Experience in Online Environments:
A Structural Modeling Approach. Marketing Science, 19(1), 22-42. https://doi.org/10.1287/
mksc.19.1.22.15184

Nunnally, J. C. (1978). Psychometric Theory. New York:USA: McGraw-Hill.

Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of Marketing.

PACE. (2019). ABDde Banka Kanallart Kullamim Aliskanliklar:. Retrieved from https://empowerl.fisglobal.
com/rs/650-KGE-239/images/PACE_2019_US_Consumer.pdf

Pandey, S., & Chawla, D. (2018). Online customer experience (OCE) in clothing e-retail: Exploring OCE
dimensions and their impact on satisfaction and loyalty — Does gender matter? International Journal
of Retail and Distribution Management, 46(3), 323-346. https://doi.org/10.1108/IJRDM-01-2017-0005

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring
consumer perceptions of service quality. Journal of Retailing, 64(1), 12-40. https://doi.org/10.1016/
S0148-2963(99)00084-3

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL a multiple-item scale for assessing electronic
service quality. Journal of Service Research, 7(3), 213-233. https://doi.org/10.1177/109.467.0504271156

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the Experience Economy. Harvard Business Review, (August).

Pinto, G. L., Dell’Era, C., Verganti, R., & Bellini, E. (2017). Innovation strategies in retail services: solutions,
experiences and meanings. European Journal of Innovation Management, 20(2), 190-209. https://doi.
org/http://dx.doi.org/10.1108/ MRR-09-2015-0216

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common Method Biases in Behavioral
Research: A Critical Review of the Literature and Recommended Remedies. Journal of Applied
Psychology, 88(5), 879-903. https://doi.org/10.1037/0021-9010.88.5.879

Pratiwi, R. S., Salim, U., & Sunaryo, S. (2021). The Effect of Brand Experience and Perceived Value on Brand
Loyalty Mediated by Brand Trust. Jurnal Aplikasi Manajemen, 19(2), 310-318. https://doi.org/10.21776/
ub.jam.2021.019.02.07

Rahman, Z. (2005). Customer experience management — A case study of an Indian bank. Journal of Database
Marketing &» Customer Strategy Management, 13(3), 203-221. https://doi.org/10.1057/palgrave.dbm.3240298

Rajaobelina, L., Brun, I., Prom Tep, S., & Arcand, M. (2018). Towards a better understanding of mobile banking:
the impact of customer experience on trust and commitment. Journal of Financial Services Marketing,
23(3-4), 141-152. https://doi.org/10.1057/s41264.018.0051-z

Rawson, A., Duncan, E., & Jones, C. (2013). The truth about customer experience. Harvard Business Review, 91(9).

Rehman, K. U,, Naveed, T., & Akhtar, I. (2012). The Impact of Innovation on Customer Satisfaction and Brand loyalty: A
Study of the Students of Faisalabad The Impact of Innovation on Customer Satisfaction and Brand loyalty: a case
study of Student of Faisalabad Pakistan. Retrieved from https://mpra.ub.uni-muenchen.de/id/eprint/53197

Richardson, A. (2010). Understanding customer experience_2010. Harvard Business Review, 85(6), 137.

Rose, S., Clark, M., Samouel, P.,, & Hair, N. (2012). Online Customer Experience in e-Retailing: An empirical
model of Antecedents and Outcomes. Journal of Retailing, 88(2), 308-322. https://doi.org/10.1016/j.
jretai.2012.03.001

313



Ozge SUBASI « F. Miige ARSLAN

Rose, S., Hair, N., & Clark, M. (2011). Online Customer Experience: A Review of the Business-to-Consumer
Online Purchase Context. International Journal of Management Reviews, 13(1), 24-39. https://doi.
org/10.1111/j.1468-2370.2010.00280.x

Roy, Sanjit K., Gruner, R. L., & Guo, J. (2020). Exploring customer experience, commitment, and engagement
behaviours. Journal of Strategic Marketing, 30(1),45-68. https://doi.org/10.1080/0965254X.2019.164.2937

Roy, Sanjit Kumar, Balaji, M. S., Sadeque, S., Nguyen, B., & Melewar, T. C. (2017). Constituents and consequences
of smart customer experience in retailing. Technological Forecasting and Social Change, 124, 257-270.
https://doi.org/10.1016/j.techfore.2016.09.022

Sachdeva, I., & Goel, S. (2015). Retail store environment and customer experience: a paradigm. Journal of
Fashion Marketing and Management, 19(3), 290-298.

Sahin, A., Zehir, C., & Kitapgi, H. (2011). The effects of brand experiences, trust and satisfaction on building
brand loyalty; an empirical research on global brands. Procedia - Social and Behavioral Sciences, 24,
1288-1301. https://doi.org/10.1016/j.sbspro.2011.09.143

Salehi, M., Salimi, M., & Haque, A. (2013). The impact of online customer experience (OCE) on service
quality in Malaysia. World Applied Sciences Journal, 21(11), 1621-1631. https://doi.org/10.5829/idosi.
wasj.2013.21.11.1681

Schmitt, B. (1999). Experiential Marketing. Journal of Marketing Management, 15, 53-67.

Selin, S. W., Howard, D. R., Udd, E., & Cable, T. T. (1988). An analysis of consumer loyalty to municipal recreation
programs. Leisure Sciences, 10(3), 217-223. https://doi.org/10.1080/014.904.08809512191

Shams, G., Rehman, M. A., Samad, S., & Oikarinen, E. L. (2020). Exploring customer’s mobile banking
experiences and expectations among generations X, Y and Z. Journal of Financial Services Marketing,
25(1-2). https://doi.org/10.1057/s41264.020.00071-z

Shareef, M. A., Baabdullah, A., Dutta, S., Kumar, V., & Dwivedi, Y. K. (2018). Consumer adoption of mobile
banking services: An empirical examination of factors according to adoption stages. Journal of Retailing
and Consumer Services, 43, 54-67. https://doi.org/10.1016/j.jretconser.2018.03.003

Sharma, S. K., & Sharma, M. (2019). Examining the role of trust and quality dimensions in the actual usage of
mobile banking services: An empirical investigation. International Journal of Information Management,
44, 65-75. https://doi.org/10.1016/j.ijinfomgt.2018.09.013

Shobeiri, S., Mazaheri, E., & Laroche, M. (2018). Creating the right customer experience online: The influence
of culture. Journal of Marketing Communications, 24(3), 270-290. https://doi.org/10.1080/13527.266.2
015.1054859

Siqueira, J. R, Pefia, N. G., ter Horst, E., & Molina, G. (2019). Spreading the Word: How Customer Experience
in a Traditional Retail Setting Influences Consumer Traditional and Electronic Word-of-mouth
Intention. Electronic Commerce Research and Applications, 37(40), 100870. https://doi.org/10.1016/j.
elerap.2019.100870

Sondoh, S. L., Omar, M. W., & Wahid, N. A. (2007). The Effect of Brand Image on Overall Satisfaction and Loyalty
Intention in The Context of Color Cosmetic. Asian Academy of Management Journal, 12(1), 83-107.

Sorooshian, S., Salimi, M., Salehi, M., Nia, N. B, & Asfaranjan, Y. S. (2013). Customer Experience about Service
Quality in Online Environment: A Case of Iran. - ProcediaSocial and Behavioral Sciences, 93, 1681—
1695. https://doi.org/10.1016/j.sbspro.2013.10.101

Srivastava, M., & Kaul, D. (2014). Social interaction, convenience and customer satisfaction: The mediating
effect of customer experience. Journal of Retailing and Consumer Services, 21(6), 1028-1037. https://doi.
org/10.1016/j.jretconser.2014.04.007

314



Mobil Bankacilikta Miisteri Deneyimi Onciilleri ve Miisteri Deneyimi ile Sadakat Niyetine Etkisi

Stafford, T. E, Turan, A. H., & Raisinghani, M. S. (2004). International and cross-cultural influences on online
shopping behavior. Journal of Global Information Technology Management, 7(2), 70-87. https://doi.
0rg/10.1080/1097198X.2004.108.56373

Stavljanin, V., & Pantovic, V. (2017). Online customer experience: Implications for digital banking. Bankarstvo,
46(2), 100-129. https://doi.org/10.5937/bankarstvo1702100s

Stein, A., & Ramaseshan, B. (2019). The customer experience — loyalty link: moderating role of motivation
orientation. Journal of Service Management, 31(1), 51-78. https://doi.org/10.1108/JOSM-04-2019-0113

Suhartanto, D. A., Hadiati Farhani, N. A., & Muflih, M. A. (2018). Loyalty Intention towards Islamic Bank: The
Role of Religiosity, Image, and Trust. Journal of Economics and Management, 12(1), 137-151.

Sukendj, J., Harianto, N., Wansaga, S., Gunadi, W., & Management, B. (2021). The Impact of E-Service Quality
On Customer Engagement, Customer Experience and Customer Loyalty in B2c E-Commerce. Turkish
Journal of Computer and Mathematics Education, 12(3), 3170-3184.

Sweeney, J., & Swait, J. (2008). The effects of brand credibility on customer loyalty. Journal of Retailing and
Consumer Services, 15(3), 179-193. https://doi.org/10.1016/j.jretconser.2007.04.001

Syahputra, D., & Murwatiningsih, M. (2019). Building Customer Engagement through Customer Experience,
Customer Trust, and Customer Satisfaction in Kaligung Train Customers. Management Analysis Journal,
8(4). Retrieved from http://maj.unnes.ac.id

Tam, C., & Oliveira, T. (2017). Literature review of mobile banking and individual performance. International
Journal of Bank Marketing, 35, 1044-1067.

Tam, J. L. M. (2012). The moderating role of perceived risk in loyalty intentions: An investigation in a service
context. Marketing Intelligence and Planning, 30(1), 33-52. https://doi.org/10.1108/026.345.01211193903

Terblanche, N. S. (2018). Revisiting the supermarket in-store customer shopping experience. Journal of Retailing
and Consumer Services, 40(June 2017), 48-59. https://doi.org/10.1016/j.jretconser.2017.09.004

Thakur, R. (2016). Understanding Customer Engagement and Loyalty: A Case of Mobile Devices for Shopping.
Journal of Retailing and Consumer Services, 32, 151-163. https://doi.org/10.1016/].jretconser.2016.06.004

Thuy, P. N., & Hau, L. N. (2010). Service personal values and customer loyalty: A study of banking services
in a transitional economy. International Journal of Bank Marketing, 28(6), 465-478. https://doi.
0rg/10.1108/026.523.21011077706

TKBB. (2021). Katilim Bankaciligi Dijital Arastirma Raporu. Retrieved from https://tkbb.org.tr/Documents/
Tkbbyayinlari/EY-TKBB-Dijital-Raporu.pdf

Trivedi, J. (2019). Examining the Customer Experience of Using Banking Chatbots and Its Impact on Brand
Love: The Moderating Role of Perceived Risk. Journal of Internet Commerce, 18(1), 91-111. https://doi.
0rg/10.1080/15332.861.2019.1567188

Tiirkiye Bankalar Birligi. (2020). Dijital, Internet ve Mobil Bankacilik Istatistikleri. Retrieved from https://
www.tbb.org.tr/Content/Upload/istatistikiraporlar/ekler/1582/Dijital-Internet-Mobil_Bankacilik_
Istatistikleri-Aralik_2020.pdf

Vanharanta, H., Kantola, J., & Seikola, S. (2015). Customers’ Conscious Experience in a Coffee Shop. Procedia
Manufacturing, 3(Ahfe), 618-625. https://doi.org/10.1016/j.promfg.2015.07.283

Varshneya, G., Das, G., & Khare, A. (2014). Experiential value: a review and future research directions. Marketing
Intelligence & Planning, 32(4), 413-435. https://doi.org/10.1108/026.345.01011078138

Wahyuni, S., & Fitriani, N. (2017). Brand religiosity aura and brand loyalty in Indonesia Islamic banking. Journal
of Islamic Marketing, 8(3), 361-372. https://doi.org/10.1108/JIMA-06-2015-0044

315



Ozge SUBASI « F. Miige ARSLAN

Wagqas, M., Hamzah, Z. L. B., & Salleh, N. A. M. (2020). Customer experience: a systematic literature review
and consumer culture theory-based conceptualisation. In Management Review Quarterly. Springer
International Publishing. https://doi.org/10.1007/s11301.020.00182-w

Wasan, P. (2018). Predicting customer experience and discretionary behaviors of bank customers in India.
International Journal of Bank Marketing, 36(4), 701-725. https://doi.org/10.1108/I]JBM-06-2017-0121

Wiedmann, K. P, Labenz, E, Haase, J., & Hennigs, N. (2018). The power of experiential marketing: Exploring
the causal relationships among multisensory marketing, brand experience, customer perceived
value and brand strength. Journal of Brand Management, 25(2), 101-118. https://doi.org/10.1057/
$41262.017.0061-5

Yieh, K., Chiao, Y. C., & Chiu, Y. K. (2007). Understanding the antecedents to customer loyalty by applying

structural equation modeling. Total Quality Management and Business Excellence, 18(3), 267-284.
https://doi.org/10.1080/147.833.60601152400

Zaid, S., & Patwayati, P. (2021). Impact of Customer Experience and Customer Engagement on Satisfaction and
Loyalty: A Case Study in Indonesia. Journal of Asian Finance, Economics and Business, 8(4), 983-992.
https://doi.org/10.13106/jafeb.2021.vol8.n04.0983

Zeithaml, V. A,, Berry, L. L., & Parasuraman, A. (1996). The Behavioral Consequences of Service Quality. Journal
of Marketing, 60, 31-46. https://doi.org/10.1007/978-3-319-10996-1_3

Zhang, T, Lu, C.,, & Kizildag, M. (2018). Banking “on-the-go”: examining consumers’ adoption of mobile
banking services. International Journal of Quality and Service Sciences, 10(3), 279-295. https://doi.
org/10.1108/1JQSS-07-2017-0067

Ozgegmis

Ozge SUBASI, Ozge Subag1 2008 yilinda Balikesir Universitesi, Tktisadi ve Idari Bilimler Fakiiltesi,
Isletme Bolimi'nden mezun olmustur. 2011 yilinda Marmara Universitesi, Sosyal Bilimler
Enstitiisii, Uretim Yonetimi ve Pazarlama Bilim Dalrnda Yiiksek Lisansini tamamlamugtir. Ozel
sektorde, bankacilik alaninda tecriibesi olan Subagi, 2017 yilinda Marmara Universitesinde bagladigt
Pazarlama Doktorasina halen devam etmektedir. ilgi alanlar1 arasinda, pazarlama iletisimi ve miisteri
deneyimi konular1 yer almaktadir.

F. Miige ARSLAN (Prof. Dr.), E. Miige Arslan 1987 yilinda Orta Dogu Teknik Universitesi,
Miihendislik Fakiiltesi, Elektrik ve Elektronik Miihendisligi Bolimii'nden mezun olmustur. 1992
yilindan beri Marmara Universitesinde ¢aligan F. Miige Arslan, 1993 yilinda Marmara Universitesi,
Sosyal Bilimler Enstitiisii, Uretim Yonetimi ve Pazarlama Bilim Dalr'nda Yiiksek Lisans, 1999 yilinda
ayn1 iiniversite ve bilim dalinda Doktora derecelerini tamamlamistir. E. Miige Arslan 2005 yilinda
Dogent, 2012 yilinda ise Profesér unvanina sahip olmustur. E Miige Arslanin Journal of Product
and Brand Management, Journal of Brand Management, Journal of Global Fashion Marketing gibi
uluslararasi dergilerde, Bogazici Journal, Ege Academic Review, Hacettepe Universitesi [IBF Dergisi,
Oneri Dergisi, Marmara Universitesi Iktisadi ve Idari Bilimler Dergisi, Istanbul Universitesi Siyasal
Bilgiler Fakiiltesi Dergisi, Anadolu Universitesi Sosyal Bilimler Dergisi, gibi uluslararasi indekslerde
taranan dergilerde makale calismalari, gesitli kitap boliimleri ve kitaplar1 bulunmaktadir. flgi alanlar1
Marka Yonetimi, Tiiketici Davranislari, Pazarlama Arastirmas: ve Magazacilikta Atmosferdir.

316



Journal of Research in Business : 8 (1), 318-341 June * Juni * Haziran: 2023 « ISSN: 2630-6255
DOI: 10.54452/jrb.1239959

RESEARCH ARTICLE * FORSCHUNGSARTIKEL * ARASTIRMA MAKALESI

IS IT A MAN’S WORLD? A BIBLIOMETRIC ANALYSIS OF
WOMEN’S ENTREPRENEURSHIP LITERATURE FROM A
GENDER PERSPECTIVE

BU DUNYA ERKEKLERIN Mi? KADIN GIRISIMCILIGi
LITERATURUNUN TOPLUMSAL CINSIYET ACISINDAN
BIBLIYOMETRIK ANALIiZi

Kiibra SIMSEK DEMIRBAG"
Umut DENIZLI™
Orkun DEMIRBAG™

Abstract

Although men still spring to mind when entrepreneurship is mentioned, given that women have been highly
successful as entrepreneurs, breaking through glass ceilings and having a solid presence in entrepreneurship,
it is crucial to uncover how entrepreneurship studies have evolved from a gender perspective. Therefore,
this study aims to determine the extent of academic interest in women’s entrepreneurship and what
subtopics are included in related studies. To this end, bibliometric analysis methods were used to evaluate
articles published in the field of business and management over the past decade. Included in the analysis
were 305 articles published in English in the Social Science Citation Indexed Journals on the Web of Science
database and originating from the United States, the United Kingdom, Canada, and Australia, the four
countries that contribute most to women’s entrepreneurship. While most authors contributing to women’s
entrepreneurship literature are from institutions in the United States, Australian authors are the most
collaborative scholars internationally. Moreover, while the literature on women’s entrepreneurship was
viewed directly from a gender perspective at the beginning of the last decade, it is apparent that subtopics
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such as risk, entrepreneurial identity, discrimination, and entrepreneurial intention have come into focus
over time.

Keywords: Bibliometric analysis, women’s entrepreneurship, women entrepreneurs, gender

JEL Classification: 1L.26, M13

Oz

Girisimcilik denilince akla hala erkekler gelse de kadinlarin girisimci olarak son derece basarili olduklars,
cam tavanlar1 agtiklar ve girisimcilikte saglam bir yere sahip olduklar1 goz oniine alindiginda, girisimcilik
¢alismalarmin toplumsal cinsiyet perspektifinden nasil gelistigini ortaya ¢ikarmak elzem hale gelmektedir.
Bu nedenle mevcut ¢aligma, kadin girisimciligine yonelik akademik ilginin boyutunu ve ilgili ¢alismalarda
hangi alt konularin yer aldigini belirlemeyi amaglamaktadir. Bu amagla, son on yilda igletme ve yonetim
alaninda yayimlanan makaleleri degerlendirmek icin bibliyometrik analiz yontemleri kullanilmuistir.
Analize, kadin girisimciligine en ¢ok katkida bulunan dort tilke olan Amerika Birlesik Devletleri, Birlesik
Krallik, Kanada ve Avustralyadan gelen ve Web of Science veri tabaninda, Social Science Citation
Index dizininde taranan ve Ingilizce olarak yayimlanan 305 makale dahil edilmistir. Kadin girigimciligi
literatiiriine katkida bulunan yazarlarin ¢ogu Amerika Birlesik Devletlerindeki kurumlardan olsa da
Avustralyali yazarlar uluslararasi alanda en is birlik¢i akademisyenlerdir. Ayrica, son on yilin baginda kadin
girisimciligi ile ilgili literatiire dogrudan toplumsal cinsiyet perspektifinden bakilirken, zaman iginde risk,
girisimci kimligi, ayrimcilik, girisimcilik niyeti gibi alt konularin giindeme geldigi gorillmektedir.
Anahtar Kelimeler: Bibliyometrik analiz, kadin girisimciligi, kadin girisimciler, cinsiyet

JEL Siniflamasi: L26, M13

1. Introduction

The historical and cultural background of both the concepts of “entrepreneurship” and “entrepreneur”
has been created in a masculine language (Mirchandani, 1999; Baron, Markman & Hirsa, 2001; Ahl,
2002; Bruni, Gherardi & Poggio, 2004; Lewis, 2006, 2009; Ahl & Marlow, 2012; Wee & Brooks, 2012).
When entrepreneurship is mentioned, a masculine field and a male-type profession come to mind
(Gupta et al., 2009), and the concept is seen as a natural extension of male identity (Haddad, Esposito
& Tse, 2016). Entrepreneurship is often associated with the concepts of independence, freedom,
aggression, instrumentality, courage, and achievement (Kanter, 1975; Gupta et al., 2009), and in
the literature, it is explained in terms of rationality, authority, risk propensity, desire for autonomy,
capacity to identify job opportunities, and sexuality-related concepts and standards believed to be
masculine (Connell, 2001; Bird & Brush, 2002; Zhao, 2005; Brush & Gatewood, 2008; Gupta et al.,
2009; Casero et al., 2010; Eddleston & Powell, 2012). Therefore, it was stated that all the research done
in this field was about men, by men, and for men (Holmquist & Sundin, 1989). However, this biased
approach in the literature has long been discussed by scholars interested in women’s entrepreneurial
activities over gender-based discourses in light of gender-based developments (Ahl, 2006; Marlow
and McAdam, 2012; Martinez Dy & Marlow, 2017).

From a gender perspective, entrepreneurship is academically exciting and politically important
(Link & Strong, 2016). When the historical roots of this situation are examined, it is seen that the
Second Wave Women’s Movement of the 1960s was discussed again in the 1970s. This movement
draws attention to the cultural determinants of entrepreneurship and gender inequalities for women
in the labor market and points to the nature of support policies. By focusing on the harmful effects
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of patriarchy and its patterns in women’s employment, women’s movements contributed to women’s
empowerment in the social, economic, and political arena, the increase in women’s studies, and
the greater visibility of women in development policies (Giil & Altindal, 2016). Also, movements
have indirectly contributed to women's entrepreneurship's academic and political development.
New models have been introduced to increase women’s entrepreneurship. Besides providing public
support to women’s entrepreneurship, essential moves have been made towards developing this field
with the efforts of voluntary women’s organizations and the favorable policies of organizations such
as the European Union, World Bank, and the United Nations (Ecevit, 2007; Giil & Altindal, 2016). In
the mainstream literature, the often-repeated argument for economic growth positions women as an
“untapped talent pool” (Marlow, 2006). Many studies in the literature emphasize the importance of
women’s entrepreneurship for national economic growth and social welfare (Delmar & Holmquist,
2004; Minniti, Arenius & Langowitz, 2005; De Vita, 2013; Lewis et al., 2014; Cuberes & Teignier,
2014; Fetsch, Jackson & Wiens 2015; Woetzel, 2015). Moreover, although it has a lower growth
rate than male entrepreneurship (Allen, Langowitz & Minniti, 2007; Kelley, Singer & Herrington,
2012), it is claimed that woman's entrepreneurship has gained significant momentum in recent years
(Carter & Shaw, 2006).

The article titled “Entrepreneurship, A New Female Frontier;” the first study related to the field
of woman entrepreneurship, which has a history of nearly half a century (Santos, Marques &
Ferreira, 2018), focused on the psychological and sociological differences between female and male
entrepreneurs (Schwartz, 1976). Many researchers in this field have brought new perspectives to the
literature by focusing on different gaps (e.g., Bowen & Hisrich, 1986; Birley, 1989; Moore, 1990; Brush,
1992; Brush, 1998; Carter, Anderson & Shaw, 2001; Ahl, 2002; Gundry, Miriam & Posig, 2002; Ahl,
2006; Carter & Marlow, 2006; de Bruin, Brush & Welter, 2006; 2007; Brush, de Bruin & Welter, 2009;
Minniti, 2009; Terjesen, Patel & Covin, 2011; Ahl & Marlow, 2012; Sullivan & Meek, 2012; Jennings
& Brush, 2013; Henry et al., 2015; Poggesi, Mari & de Vita, 2016; Marlow & Martinez Dy, 2018;
Santos, Marques & Ferreira, 2018; Roos, 2019; Manolova et al., 2020) and women’s entrepreneurship
has become one of the main focuses of scholars, politicians and other entrepreneurial stakeholders
(Henry, 2007).

Although interest in promoting entrepreneurship has increased recently (De Bruin, Brush &
Welter, 2007; Hughes et al., 2012), the female labor force participation rates are still unsatisfactory
(Baker, Gedajlovic & Lubatkin, 2005; Fairlie & Robb, 2009; Robinson & Stubberud, 2009; Gimenez-
Nadal, Molina & Ortega, 2012). Due to the structural and cultural barriers that limit women’s
entrepreneurship (Kantor, 2002; Hanson, 2009; Bardasi, Sabarwal & Terrell, 2011), women’s access
to economic resources, information, market, infrastructure, technology, human capital, and social
networks becomes difficult (Fletschner & Carter, 2008; Klapper & Parker, 2011; Holland, 2014;
Adom & Asare-Yeboa, 2016). Virginia Woolf illustrated gender inequality perfectly in her book, A
Room of One’s Own. In this book, Woolf asks, “What would have happened if Shakespeare had an
extremely talented sister named Judith?”. Also, she debates whether Judith would be as successful as
Shakespeare. As a result of her arguments, she emphasized the place of women in society and gender
inequality and opposed those who claimed that no woman could have Shakespeare’s talent. Is it fair
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to expect women who do not even have a room of their own and have not had the same conditions
as men to get ahead?

Stereotypes shape attitudes and beliefs toward male and female roles (Korabik, McElwain & Chappell,
2008). Most social processes and phenomena are interpreted with this stereotyped understanding
(Hechavarria & Ingram, 2016). For example, both gender and entrepreneurship are socially
constructed (Mirchandani, 1999; Marlow, 2002). Gender stereotypes that create gender inequality
(Gupta, Goktan & Gunay, 2014) even affect the characteristics of an entrepreneur’s corporate
environment (Elam & Terjesen, 2010) and the amount and cost of resources accessible to them
(Blake, 2006; Wu, 2012). Some perceive entrepreneurship that includes hegemonic masculinity as a
male-specific field (Wee & Brooks, 2012), and while entrepreneurship is perceived as usual for men,
women entrepreneurs are seen as the “others” (Ahl, 2002; Lewis, 2006). The masculine norm accepted
as usual is used as a “benchmark” to measure the extent to which both women and men exhibit the
masculine - entrepreneurial characteristics and behaviors that will enable them to be “successful”
This is directly related to Acker’s (1990) proposition that gender roles assigned to masculine and
feminine influence individual actions. So, women learn entrepreneurship that is assumed to be
masculine by defying masculine norms (Williams & Patterson, 2018). Although entrepreneurship
has been a hotly debated topic recently (Hughes et al., 2012), studies in mainstream literature have
rarely critically considered the masculine nature attributed to entrepreneurship (Ahl & Marlow,
2012). On the other hand, the way and context in which gender is handled in entrepreneurship
literature is also a matter of curiosity.

Based on all these, the primary purpose of this study is to reveal the academic awareness and
interest in woman’s entrepreneurship and what academic studies have been conducted on women
entrepreneurs who are in a disadvantageous position compared to male entrepreneurs. For this
purpose, focal points of academic studies on womans entrepreneurship are determined using
bibliometric analysis methods. Furthermore, the factors affecting women’s entrepreneurship will also

be exposed by determining the scope and content of research on women entrepreneurs.

The next part of the study is devoted to the research questions and the methods used. Afterward, the

findings are presented, and the study is concluded.

2. Methodology

Bibliometric studies are practical supporters leading the researcher to the most compelling studies
and mapping the relevant research area without subjective biases (Zupic & Cater, 2015). Therefore,
this study reveals the structure and dynamics of scientific aspects in women’s entrepreneurship
literature via science mapping.

In Table 1, the methods to be used concerning the research questions were determined. It was

decided that the research questions would be answered using co-citation analysis, co-word analysis,
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and bibliographic coupling. Those methods are helpful gadgets that create scales about influence and
similarity for benchmarking the documents.

Table 1: Method and research questions.

Method Research Questions

How was the intellectual structure of the women’s entrepreneurship
literature formed, how did the concept spread in the literature, and
how did it develop in time?

Who are the central, environmental, or multidisciplinary researchers
in this field, and what is the structure of the scientific community in
the field?

What is the intellectual structure of current and developing
literature?

How does the intellectual structure of research reflect the richness of
theoretical approaches?

How has niche research’s intellectual aspect and structure on
women’s entrepreneurship developed over time?

Co-citation Analysis

Bibliographic Coupling

Which words are mostly used in this domain’s keywords, and which
concepts are closely related?

How does it look network space of themes and their relations which
Co-word Analysis represent the conceptual field in this research area?

How do the conceptual structure and relationships of women
entrepreneurship research relate to the co-occurring words?

What is the cognitive structure of this domain’s semantic map?

After the preliminary literature review and determining research questions, objectives, and research
methods, the Web of Science (WOS) was preferred as the database on which the bibliometric analysis
will be conducted, taking into account the criteria of academic recognition and prestige.

The study was limited to articles written in English. Because English is the universal language in the
academic field, and the articles, which are among the most common publication types, have high
reliability since they go through the reviewing process. “Social Sciences Citation Index-SSCI,” which
is highly esteemed and has qualified publications, was chosen as the search index. At this stage,
approximately fifty search terms were determined in the light of the literature, and a total of 32 terms
were reached by eliminating the words that did not give results in the search. The mentioned terms
are presented in Table 2.
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Table 2: Search terms

women OR female AND

Entrepreneurship

Entrepreneur

Enterprise
small business
Venture
Business
emerging business

new venture
emerging venture
Venture
Business
SME
small business

Owner
Founder

self-employment

Eliminating publications outside the research topic is crucial to increase the research’s validity.

Therefore, it has been decided to narrow the search scope, as many search results make it difficult

to eliminate irrelevant publications. Furthermore, considering that the number of publications has

been on an upward trend for the last ten years, the search is limited to the journals with ten or more

publications in the top four countries in terms of the number of publications that were written in the

category of business and management in the last ten years. The top four countries were determined

by considering the addresses of the corresponding authors. All search criteria are given in Table 3.

Table 3: Search criteria

Database

Language

Type

Index

The number of search terms
Year

Category

The number of journals
Country of origin

The number of publications
Date of access

Web of Science
English
Article
Social Sciences Citation Index (SSCI)
16x2
2013-2022
Business & Management
12
The USA, the UK, Canada, Australia
325
October 12, 2022
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The tags containing the author, title, source, citation, and abstract of the articles acquired as a
result of the search were transferred to the Zotero reference management tool, which is a free
and open-source literature management software for managing meta-data and related research
documents, and the elimination process mentioned above was completed to ensure the validity of
the analysis. The title, abstract, and keywords of all publications were checked, and irrelevant ones
were eliminated. Consequently, 20 articles were extracted, and 305 articles that could be analyzed
were reached.

Then, the articles’ metadata was transferred to the free version of the R program, and the Bibliometric
package (Aria & Cuccurullo, 2017) was used for analysis and visualization. R, one of the programs
used for bibliometric analysis, is highly preferred due to its open-source code, many additional
packages, and visualization support.

3. Findings

The bibliometric analyses carried out within this study’s scope cover the publications between 2013-
2022. The dataset consists of 305 articles written by 642 authors. While the number of articles with a
single author is 36, the number of articles written by two or more authors is 269 (see Table 4).

Table 4: Information about publications

Time interval 2013:2022
Number of documents 305
Annual Growth Rate 12,98 %
Average number of citations per document 2438
Number of references of 305 publications 16963
Number of keywords of publications 869
Total number of authors of publications 642
Number of single-author articles 36
Co-authors per Documents 2.68
International Co-authorship 51,48 %
Authors per Document (# of articles/ # of authors) 0,475

Figure 1 demonstrates that the number of articles published after 2017 has doubled. In other words,
there has been an increasing interest in this subject in the last five years.
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Articles

2013 {

Year

Figure 1: Annual scientific production

As seen from Table 5, 2019 is in the first place regarding citation parameters. Therefore, 2019 is the
year in which the spread of women’s entrepreneurship in the literature has been the most explicit
in the last decade. Table 5 contains a total of 291 articles because 14 of 305 were not cited, so these

articles were not included.

Table 5: Average number of citations by year

Year # of Articles ~ Mean Times Cited Per Article Mean Times Cited Per Year Citable Years
2013 15 60.53 6.73 9
2014 11 55.64 6.95 8
2015 21 47.86 6.84 7
2016 16 54.38 9.06 6
2017 20 34.90 6.98 5
2018 25 29.60 7.40 4
2019 56 28.43 9.48 3
2020 38 13.53 6.76 2
2021 44 7.50 7.50 1
2022 45 347 0

Figure 2 demonstrates the relationship between cited references (CR), authors’ keywords (DE), and
authors’ country (AU_CO) as a Sankey flow diagram in which the width of the arrows is proportional
to the relation rate. In this diagram, it is seen that Australian authors focus on niche research such as

crowdfunding, social capital, and intersectionality, while British authors focus on research related to
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innovation and culture. Moreover, American authors have a macro point of view on this subject and
associate their studies with primary sources.

@® DE AU

.co

p

F e oemany|

canaca)
%ﬁmm
P
e 4
7
oy men A2 //// /

~femaie entreprencirs
Sl

g

R8s arivepreneirsniy
Jwomen entreprenetrs

reneurship
Ewomen entrepreneurship
[Icrowdtunding

Figure 2: Three fields plot

As illustrated in Figure 3, which presents the top ten journals, the first three journals with over thirty
articles are small business-related journals (Small Business Economics, Journal of Small Business
Management, and International Small Business Journal-Researching Entrepreneurship).

JOURNAL OF SMALL BUSINESS 1 9
INTERNATIONAL SMALL BUSINESS HING E {0}
INTERNATIONAL JOURNAL OF ENT BEHAVIOR 2]
 JOURNAL OF BUSINESS VENTURING 25
£
5
3
8
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ENTREPRENEURSHIP THEORY AND PRACTICE e 10

cenoer u ®

GENDER WORK AND ORGANIZATION ~ ———————————————(B)
JOURNAL OF BUSINESS RESEARCH ~ ————————————————(§)

N. of Documents

Figure 3: Top ten journals

Table 6 shows the top 10 locally cited sources from the reference lists. Local citations measure
how many times the documents have cited a document included in this collection also included
in collection. A cited source is a journal included in at least one of the document’s reference lists
(bibliography). The collection of the current study has 16963 cited sources included in the 305
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document bibliographies. It is seen that Entrepreneurship Theory and Practice stands out in the first
position with 1727 articles, and it is followed by the Journal of Business Venturing with 1590 articles
and Small Business Economics with 893 articles, respectively.

Table 6: Top ten locally cited sources (from reference lists)

Rank Sources Articles
L. Entrepreneurship Theory and Practice 1727
2. Journal of Business Venturing 1590
3. Small Business Economics 893
4. Journal of Small Business Management 627
5. International Small Business Journal 547
6. Entrepreneurship and Regional Development 504
7. Academy of Management Review 471
8. Academy of Management Journal 415
9. International Journal Entrepreneurial Behavior and Research 342
10. Gender, Work and Organization 325

The scientific journals with the highest impact, using H-index as a comparative impact parameter
(Hirsch, 2005), are presented in Table 7. The journals with the highest impact almost coincide
with Figure 3, which shows the journals with the highest number of studies published on women

entrepreneurship.
Table 7: Top ten journals with the highest impact

Rank Journal h_index Total Number of

Citation  Publication
L. Small Business Economics 19 1407 62
2. Journal of Business Venturing 18 1170 26
3. Journal of Small Business Management 18 981 39
4. International Small Business Journal-Researching Entrepreneurship 15 887 30
5. Entrepreneurship and Regional Development 12 502 19
6. Entrepreneurship Theory and Practice 11 596 19
7. International Entrepreneurship and Management Journal 11 445 16
8. International Journal of Entrepreneurial Behavior and Research 11 353 29
9. Journal of Business Research 11 349 17
10. Gender Work and Organization 10 332 17
11. Journal of Business Ethics 9 313 14
12. Gender in Management 6 100 17

Table 8 presents the impact of authorship. It was found that the top three authors (Kaciak E., Welsh
Dhb., Marlow S.) not only have higher h_index scores but also have 10% of all publications.

Table 8: Top ten authors’ local impact during 2013-2019
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Authors h_index Total Citation Number of Publication PublicationYear_Start
Kaciak E. 8 221 13 2014
Welsh DHB. 8 224 12 2014
Marlow S. 6 336 6 2014
Link AN. 5 99 5 2013
Brieger SA. 4 67 5 2019
Brush C. 4 272 4 2013
Gupta VK. 4 340 5 2013
McAdam M. 4 216 5 2015
Orser B. 4 61 4 2013
Patel PC. 4 98 6 2016

As seen in Table 9, according to most global cited document rates, the article ‘Linking family-to-
business enrichment and support to entrepreneurial success: Do female and male entrepreneurs
experience different outcomes?” written by Powell & Eddleston (2013) has 180, the article entitled
‘Twenty-five years of research on institutions, entrepreneurship, and economic growth: what has
been learned?” of Urbano, Aparicio & Audretsch (2019) has 171, and the article ‘Gender differences
in evaluation of new business opportunity: A stereotype threat perspective’ written by Gupta, Goktan
& Gunay (2014) has 139 citations. Table 9 shows only the corresponding authors of the publications.
The Normalized Citation of a document is calculated by dividing the actual number of citations by
the expected number of citations for documents with the same document type, year of publication,

and subject area.

Table 9: Corresponding authors with the highest local citations

Corresponding author Total Citations Citations Per Year Normalized Total Citation
Powell GN, 2013 180 18.00 2.97
Urbano D, 2019 171 42.75 6.02
Gupta VK, 2014 139 15.44 2.50
Santos FJ, 2016 134 19.14 2.46
Ram M, 2017 128 21.33 3.67
Jayawarna D, 2013 118 11.80 1.95
Westhead P, 2016 118 16.86 2.17
Haugh HM, 2016 113 16.14 2.08
Eddleston KA, 2016 105 15.00 1.93
Brush C, 2019 102 25.50 3.59

According to the locally cited references presented in Table 10, the top three articles are the article
entitled “Why research on women entrepreneurs needs new directions” with 114 citations, the
article “Research on women entrepreneurs: Challenges to (and from) the broader entrepreneurship
literature?” with 88 citations, and another article titled “Contextualizing Entrepreneurship—

Conceptual Challenges and Ways Forward” with 55 local citations, respectively.
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Table 10: Corresponding authors and journals with the highest local citations

Reference Local Citations
Ahl H 2006, Entrepreneurship Theory and Practice 114
Jennings JE 2013, Academy of Management Annals 88
Welter F 2011, Entrepreneurship Theory and Practice 55
Gupta VK 2009, Entrepreneurship Theory and Practice 53
Ahl H 2012, Organization 51
Brush CG 2009, International Journal of Gender and Entrepreneurship 49
Calas MB 2009, Academy of Management Review 47
Marlow S 2005, Entrepreneurship Theory and Practice 41
Jennings JE 2007 Academy of Management Review 40
Hughes KD 2012, Entrepreneurship Theory and Practice 37

Table 11 presents the top 10 institutions most relevant to women’s entrepreneurship. Of the top 10
institutions, three for each are in the USA, the UK, and Canada, while only one is in Poland. On the

other hand, when all the studies are considered, the USA dominates the research domain.

Table 11: Top ten institutions most relevant to women’s entrepreneurship

Institutions # of Articles
University of North Carolina (USA) 30
Brock University (Canada) 23
Babson College (USA) 20
University of Alberta (Canada) 20
University of Sussex (UK) 17
Lancaster University (UK) 16
Kozminski University (Poland) 15
Unwversity of Nottingham (UK) 13
Unuversity of Ottawa (Canada) 13
University of North Carolina Greensboro (USA) 10

Furthermore, as given in Table 12, the Australian authors are the most international collaborative

academics from the MCP (inter-country) ratio standpoint.

Table 12: Corresponding author’s country

Country Articles SCP* MCP Freq MCP_Ratio
Australia 14 6 8 0.046 0.571
Canada 35 17 18 0.115 0.514
United Kingdom 79 47 32 0.259 0.405
USA 122 78 44 0.400 0.361

*(SCP: Intra-country)

328



Is It a Man's World? A Bibliometric Analysis of Women's Entrepreneurship Literature from a Gender Perspective

Table 13 shows the most cited countries. Again, the top three are the USA with 3080 citations, the UK
with 2043 citations, and Canada with 566 citations. The ranking is made by considering the countries

of the corresponding authors.

Table 13: Most cited countries

Country Total Citation Average Article Citations
USA 3080 25.25
United Kingdom 2043 25.86
Canada 566 16.17

In Figure 4, the word cloud shows the most used bigrams of the titles as the frequency in different
sizes. As seen in the figure, the women’s entrepreneurship research area is usually linked with
gender difference, intentions, leadership, self-efficacy, identity, social capital, congruity, orientation,

crowdfunding, education, and ecosystems.
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Figure 4: Word cloud (titles/bigrams)

Trend topics of the titles as unigrams are shown in Figure 5. Topics such as orientation and local or
regional opportunities, which were popular initially, have evolved into leadership, identity, and roles.

Recently, crowdfunding, culture, and performance have been popular topics.
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Figure 5: Trend topics (titles/unigrams)

According to the output of conceptual structure network approach analysis of the Bibliometrix package
of R, considering authors” keywords, there are connections between such as global and cultural point
of view, emancipation and empowerment, performance and networks, motivation and opportunity,
the identity of entrepreneurship and work, human capital and legitimacy and so on. Prominently, a
significant network exists between self-efficacy, crowdfunding, technology, motherhood, start-ups,
education, innovation, feminism, intersectionality, discrimination, family, and diversity (see Figure 6).
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Figure 6: Co-occurrence network (authors’ keywords)

The thematic map, which consists of a vertical (development degree/density) and horizontal
(relevance degree/centrality) axis in Figure 7, points out four quadrants. In the upper right area, motor
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themes, which represent driving themes due to high density and centrality, include two clusters. As
seen in the figure below, one cluster has two sub-themes (social entrepreneurship, global) and the
other five (women entrepreneurs, social capital, performance, emancipation, and empowerment). It
cannot be denied that those are significantly important for the intellectual structure of the research
area. Next, the niche (marginal) themes are pointed out in the upper left area. This quadrant includes
three clusters and their sub-themes: (1) motivation and opportunity, (2) start-up, (3) legitimacy,
entrepreneurial identity, and the identity of work. Despite their developed structures, they belong
to the peripheric research area. The basic themes, which are not dense but have relevance to the
research area, are presented in the lower right area, which includes three clusters and their sub-
themes: (1) intention, self-efficacy, (2) women entrepreneurs, female, SMEs, and gender roles and
(3) gender, entrepreneurship, female entrepreneurship, self-employment, culture, and innovation.

Finally, emerging or declining themes are given in the lower left area.
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Figure 7: Thematic map (authors’ keywords)

The themes have evolved in the three stages in the timespan, as shown in Figure 8. While women
entrepreneurship literature had been considered from a macro view in the first period, more
sophisticated topics such as risk and identity had come to the forefront in the second period.
Finally, according to the third period comprising the last three years, new research topics such as

discrimination and entrepreneurial intention have emerged.
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Figure 8: Thematic evolution (authors’ keywords)

4. Conclusion and Discussion

In this study, bibliometric analysis methods were used to reveal the awareness of the academic community
on women’s entrepreneurship and what kind of studies were conducted on women’s entrepreneurship.
For this purpose, answers to nine different research questions were sought by using co-citation analysis,
bibliographic coupling, and co-word analysis methods. Thirty-two search terms were included, and
articles published in the Social Science Citation Indexed journals on the Web of Science database,
written in English in the field of business and management in the last ten years, were targeted.

The analysis was limited to 305 articles in journals with at least ten publications on women’s
entrepreneurship and the top four countries in terms of the number of publications on women’s
entrepreneurship, the USA, the United Kingdom, Canada, and Australia. The top four countries
were determined by considering the addresses of the corresponding authors.

According to the Global Gender Gap Index in the Global Gender Gap report published by the World
Economic Forum (WEF) in 2022, the United Kingdom ranks 22nd, Canada 25th, the United States
27th, and Australia 43rd among 146 countries (Pal et al., 2022). Also, the United States ranks 22nd,
Australia 38th, Canada 43rd, and the United Kingdom 44th, according to the Economic Participation
and Opportunity sub-index. Another great point in the report is that Canada ranks first among 146
countries in Educational Attainment, another sub-index. It is observed that while Australia ranked
first in Educational Attaintment in 2021, it fell to 87th in 2022.

According to the Global Entrepreneurship Monitor 2021/22 Women’s Entrepreneurship Report, the
early-stage business ratio of women to men are at parity or higher in seven countries: the Dominican
Republic, Greece, Kazakhstan, Romania, Slovenia, Spain, and the United Kingdom (GEM, 2022).
The United Kingdom is the top country among the seven countries (W/M ratio= 1.3). Likewise,
the gender ratio for total early-stage entrepreneurial activity is 0,7 globally, 0,7 in Canada, 0,8 in the
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United Kingdom, and 0,9 in the United States. Therefore, the ratio of women to men in terms of total
early-stage entrepreneurial activity in the countries included in the current study is average or above.
On the other hand, there is no data for Australia in the report.

Considering cultural perceptions by gender, 65,7% of women and %67,9 of men believe that starting
a business is easy in Canada, while the ratio is 66,6 for women and 74,6 for men in the United
Kingdom. Moreover, in the US, according to 64,6% of women and 69,1% of men, it is easy to start a
business (GEM, 2022).

These data show that all four countries included in the current study attach great importance to
women’s entrepreneurship, both practically and academically. Furthermore, the findings have shown
that the interest in women’s entrepreneurship tends to increase in the last ten years and that this
interest has been much higher for the last five years. It has been revealed that citations to women’s
entrepreneurship studies have also been on the rise for the last ten years, and 2019 has been the year
with the highest interest in women’s entrepreneurship studies in terms of citation parameters.

The sub-themes on which studies on women’s entrepreneurship focus vary from country to country.
According to the study’s findings, while the studies focusing directly on entrepreneurship from a
macro perspective in the academic articles originating from the United States are the majority, it has
been determined that the Australian authors mainly focus on sub-themes such as social capital and
crowdfunding. On the other hand, the British authors focus on the sub-themes of innovation and culture.

As it is about entrepreneurship, as expected, the first three journals published on women’s
entrepreneurship are related to small businesses. Moreover, journals related to behavior, regional
development, entrepreneurship theory, and gender in management and organization also established
a presence in the top ten. Similarly, it is understood that the journals at the forefront of impact factor
and citation are small business-related.

Five of the top ten authors with the highest H index in the last ten years, who have contributed to
the literature on women’s entrepreneurship, are women. Similarly, four of the top ten corresponding
authors with the highest local citations are women. In this case, it would not be wrong to argue that
the authors who shape women’s entrepreneurship literature are equal in biological sex. So, women’s
entrepreneurship is a domain that attracts attention not only from women but also from men.

Most institutions contributing to women’s entrepreneurship are in the United States. While the
top ten institutions in this domain are in the United States, United Kingdom, Canada, and Poland,
no institutions from Australia are in the top ten. Although the sample of the bibliometric analysis
consists of studies originating from the USA, the UK, Canada, and Australia, it is remarkable that
Kozminski University in Poland is among the top ten institutions with a high contribution to the
literature on women’s entrepreneurship.

Although Australia is not home to the institutions with the highest contribution to women’s
entrepreneurship literature, Australian authors are the most internationally collaborative scholars.
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Besides, USA and UK lead the rankings in total and per article citations, while Canada ranks third
and Australia fourth.

The findings reveal that the most used keywords in titles in women’s entrepreneurship articles
consist of keywords such as gender differences, women’s entrepreneurship, female entrepreneurs,
entrepreneurial leadership, entrepreneurial intention(s), entrepreneurial success, gender gap,
entrepreneurial self-efficacy, social capital, social entrepreneurship, entrepreneurial orientation,
entrepreneurship education, family business, economic development, and employment growth.

Considering the keywords as sub-themes, it is noteworthy that the studies associated with gender in
the women’s entrepreneurship literature focus on entrepreneurial performance and success, skills for
intrinsic motivation such as self-efficacy, self-motivation, and leadership, and skills to be enhanced
by training, and concepts such as social capital and entrepreneurial orientation that will positively
affect entrepreneurial success and performance. At the same time, the type of entrepreneurship, such
as family business, and entrepreneurship types, such as social entrepreneurship, are also prominent
sub-themes. In addition, the effects of women’s entrepreneurship on economic development and
employment growth are also essential sub-themes. Notably, the keyword “Arabic world” is prominent
in the word cloud.

Moreover, when trending topics were identified by examining the titles of the articles, it was seen that
there was a shift towards leadership from topics such as orientation, entrepreneurship by country,
and local or regional opportunities in the first half of the past decade. For five years, topics such as
identity, differences, roles, crowdfunding, context, culture, and performance have been trending.
Initially, entrepreneurship was considered a concept or process, and more external matters, like the
opportunities created by entrepreneurship, were given importance. Over time, the focus shifted
from entrepreneurship to entrepreneur, and women’s entrepreneurship studies in business and
management gained a more sociological perspective, and themes such as identity, difference, role,
context, and culture drew attention.

Co-word analysis was performed according to keywords. For example, a couple of concepts in
women’s entrepreneurship articles are emancipation and empowerment. It is obvious that the
biggest obstacle to women’s empowerment is the dominant patriarchal social order. Therefore, the
first way to alleviate the power imbalance created by this order is to achieve the empowerment and
accompanying emancipation that will make a more accessible life possible. On the other hand,
entrepreneurship is a catalyst to achieve this, but women must constantly break glass ceilings to be
emancipated (Ojediran & Anderson, 2020).

Other words that appear together are global entrepreneurship, female, female entrepreneurship,
social entrepreneurship, and culture. For instance, according to a study that evaluates these concepts
together, female entrepreneurs are more likely to partake in social entrepreneurship than male
entrepreneurs when cultural practices such as power distance are low and cultural practices such as
uncertainty avoidance are high (Hechavarria & Brieger, 2022).
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Networks and performance are also related words in articles on womens entrepreneurship. For
example, previous studies support that increasing entrepreneurial networks’ size, density, and centrality
and participating in competitive and supportive networks increase subjective performance (Prajapati
& Biswas, 2011). Other related keywords are legitimacy, human capital, and identity. Indeed, a solid
organizational identity facilitates legitimacy, and even, based on human capital theory, experienced
founding teams can defend organizational identity mor