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Abstract

Covid-19 e-commerce created a highpressure effect, causing sales
volumes to exceed 400% and sales explosions in some sectors. This
situation created strong e-commerce pressure on businesses in other
sectors and business behaviors have entered the process of reshaping. In
this study, the causes of business behavior changes in the Southeastern
Anatolia Region were investigated on 127 enterprises using the
quantitative research method. Important relationships have been found
between the reasons for businesses not to do e-commerce and their
behavior during the pandemic process. The suitability of the products for
e-commerce, online sales preferences, insufficient infrastructure and
personal data security were among the reasons for businesses not to do
e-commerce. The tactile personality traits of the customers negatively
affected the risk of erroneous and fraudulent transactions. Pandemic
process has affected the product sales techniques and behaviors of
businesses, and their supply chains are shaping domestic market and
significantly changing producer/seller behavior in e-commerce.
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ISLETMELERIN E-TICARET YAPMAMASININ
NEDENLERI:
COVID-19 DONEMIi BOYUNCA iSLETME DAVRANISI

0z

Covid-19 e-ticaret yiiksek basing etkisi yaratarak bazi sektérlerde satis
hacimlerinin %400 lerin lizerine ¢ikmasina ve satis patlamalarina neden
olmustur. Bu durum diger sektérlerdeki isletmeler (zerinde giiclii e-ticaret
baskisi yaratmis ve isletme davranislari yeniden sekillenme siirecine
girmistir. Bu ¢alismada Giineydodu Anadolu Bélgesinde isletme davranis
degisikliklerinin nedenleri nicel arastirma yontemi kullanilarak 127
isletme tizerinde arastirilmistir. Teoriler ve Covid-19 arasindaki baglantilar
kavramsal ¢ercevede incelenmis analizler sonucunda isletmelerin e-ticaret
yapmama nedenleri ile pandemi siirecindeki davranislari arasinda 6nemli
iliskiler bulunmustur. Arastirma sonucuna gdére (riinlerin e-ticarete
uygunludu, online satis tercihleri, yetersiz alt yapi ve kisisel veri giivenligi
isletmelerin e-ticaret yapmama nedenleri arasinda yer almistir. Covid-19
sliresince miisterilerin dokunsal kisilik 6zelliklerinin, piyasadaki hatali ve
sahte islem, irlin ve hizmet tehlikesinine-ticareti ve isletme davranisini
negatif yénde etkiledigi anlasiimistir. Covid-19 pandemi siirecinin
isletmelerin iiriin satis tekniklerini ve davranislarini etkiledigini,
isletmelerin Cin (driinlerine siipheyle baktigini, tedarik zincirlerinin i¢
pazara dogru sekillendirdiklerini ve e- ticarette iretici/satici davranisini
6nemli 6lgiide degistirdigini géstermektedir.

Anahtar Kelimeler: E-ticaret, Covid-19, Isletme Davranisi, Dijital
Pazarlama
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1. INTRODUCTION

The Covid-19 pandemic wind is seen to have taken its place in history as a
pandemic with quick spread, which is difficult to take precaution against. The
curfews applied across the globe, distant working and decisions taken to keep
social distance, virtual activities, and digital payments have canalized the whole
world into the internet and technology based lives. The pandemic has badly
affected not only human health but also social, cultural and economic lives.
However; together with this, technology and e-commerce have penetrated into
every aspect of life. Regarding that 5 billion people can have internet access in a
World with 8 eight billion (Internet World Stats, 2020), an increase in online
shopping and accordingly, the fast growth of e-commerce have become
inevitable.40 years after Michael Aldrich, an entrepreneur, made the first
worldwide online sale in 1979, there are now, in 2020, more than 24 million e-
commerce websites and 2 billion users shopping online (Ermis, 2020). 62% of
consumers have started to shop online more compared to the pre-pandemic
period. When it comes to Turkey, it is seen that %82 of companies are really
worried about the negative effects of the pandemic, 42% of them have been
affected badly (Business for Goals Platform (B4G), TURKONFED, TUSIAD and
UNDP. 1-18 September, 2020:4), and also that only 5% percent of them believe
that everything will continue the same way as before in their sectors
(GoalsPlatform, TURKONFED, & TUSIA, 2020a, p. 27), but despite this;
enterprises have turned towards e-commerce only in a very low rate (5%). For
instance, in a study conducted on 619 companies in Turkey, it has been noticed
that 58% of them have thought of diversifying their sales channels during and
after the pandemic and only 32% of them have planned to practice e-
commerce, 76% of them haven’t tried e-commerce before and finally that only

5% of them have started e-commerce during the pandemic crisis
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(GoalsPlatform, TURKONFED, & TUSIA, 20203, p. 22). The reasons lying behind

this behavior of enterprises should be studied. This study holds good
importance in terms of the future of entrepreneurs, their survival after the
tyrant wars in digital world and also sustainable economy. Business behaviors
and why they don’t practice e-commerce during Covid-19 are the research
qguestions and topics of this study. It is simply because the way to digital
economy seas and getting benefit from them is through boarding e-trade ships

(United Nations Conference on Trade and Development (UNCTAD), 2020).

2. METHODOLOGY

2.1. Subjects and Methods

The aim of this study is to determine how Covid-19 has reflected on business
behaviors after the worldwide Covid-19 pandemic was first seen in Turkey on
March 10, 2020 and also to determine what the e-commerce obstacles are and
behavioral changes that have happened. As can be seen in the model, basics
hypothesis generally tested in the research. Accordingly, the hypothesis of the
research; “There is a relationship between e-commerce barriers and Covid19-

business behavior.”

2.2. Study Design and Population

In the study, as data collection method, 5 point likert type questionnaire
technique has been used. In the scale, 12 questions have been asked except
demographic data. The scale in the questionnaire used in the study has proven
the validity and reliability of the scales in the literature. To assess the variations,
guestionnaire questions have been derived from McKinsey & Company.
Information belonging to 127 business enterprises operating in the provinces of

Gaziantep, Kilis, Adiyaman, Diyarbakir, Sanhurfa, Mardin, Sirnak and Batman.
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This study was carried out in October 2020 by using online questionnaire. The

guestions were asked through Google Form questionnaire portal.

2.3. Data Collection and Sampling

In the study, totally 127 firms’ data, which have been found worth analyzing,
have been collected by using the worst case percentage (50%) and taking
confidence interval for the main population as 5% and confidence level as 95%
and it has been preaccepted that the sample will represent the mass

population.

2.4. Data Analysis and Findings

The data obtained within the scope of the study have been analyzed through
SPSS 25 for Windows statistics programme and Google Form. Accordingly,
sample features have been tested with frequency tables, hypotheses and factor

analysis and then, regression analysis confidence test has been made.

2.1. Descriptive and Diagnostic Statistics:

Of all the participants of the study, 25% are woman and 75% are man and 80%
of them are young Generation Y under 40. And 30% of the participants work in
their own business. It has been noticed that the participation rates from the
provinces are as follow: 30,7% Gaziantep, 36,2% Sanliurfa, 11% Batman, 10,2%
Diyarbakir 4,7% Mardin, 3,1% Kilis ve Sirnak ile 8% Adiyaman. It can be said that
the participation according to the population distribution is proportional. It has
been noticed that the rate of participants according to their working year are as
follow: 25,2% 0-1 year; 26,8% 2-5 years; 20,5% 6-10 years; 13,4% 11-15 years,
and 7,1% 16-20 years. It has been determined that they mainly have less than

10 years of working lives.
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2.2. Factor Analysis

In order to examine the relations between the variables, the KMO measure has
been used. According to the test, whether the variables are suited for the factor
analysis of data is considered (Petter et al., 2003:77). For the suitability of data
for factor analysis, the Kaiser-Meyer-Olkin (KMO) and Barlett Sphericity tests
were measured by the coefficient.The results found are as follow: KMO is
(0,874) and Barlett test of Sphericity is (867,224), df is (66) and significance level
is p(0,000).

Table 1. Results of Factor Analysis

Components
Rotated Component Matrix? E- Covid-19
Commerce Business
Barrier Behaviour
Covid-19affects the techniques/ways of product sales ,876
of enterprises
Covid-19, affects the product sales behaviors of ,841
business enterprises
Defective product delivery is one of the negative sides ,730
of e-commerce
Business enterprises are suspicious of Chinese ,720
products due to Covid-19
It leaded our supply chain to structure towards ,672
domestic market
The behaviour of producer and seller in e-commerce ,660
has notably changed
Being less relevant for tactile customers is one of the ,659
negative sides of e-commerce
Sham transaction and being open to product and ,602
service are some negative sides of e-commerce
We don’t prefer online sales ,851
The features of our products or services are not ,825
suitable for e-commerce
We couldn’t use e-commerce as we didn’t have good ,798
infrastructure
The difficulty of providing personal data safety is an ,695
obstacle for e-commerce
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Total Variance Explained: 63,075% Varimax Method: Main Components
Analysis,
Rotation Method : Varimax Rotation (KMO)

In Table 2 reliability of research variations (alpha values), mean, standard deviation and
correlation analysis results are given.

Table 2. Reliability Correlation, Mean, Standard Deviation and Correlation Analysis

E-commerce Covid19-Business
Alpha | Mean S.Dev. barrier Behavior
E-commerce 0,804 | 3,7569 | ,88617 1 0,672
barrier
Covid1S-Business | o o35 | 35441 | 1,00567 |  0,672** 1
Behavior

As shown in Table 2, Cronbach’s alpha values are resulted high. In correlation
analysis; the variations of e-commerce barriers and business behavior during

the period of Covid-19 have 1% significant relation between each other.

Table 3. Regression Analysis Results

Std. Change Statistics
Adj. | Error Coefficients of independent
R R | ofthe | RSqu F variables
R |Squ | Squ | Est. |Chang| Change t Sig
,6722|,451 | ,447|,65922 | ,451|102,692 | Const | Unstand | Standard | 9,266 | ,000
B Beta
1,837 ,592 ,672

a. Predictors: (Constant), E-commerce barrier
b. Dependent Variable: Covid-19-Business Behavior

In the study, “There is a relationship between e-commerce barriers and
Covid-19-business behavior” hypothesis has been tested by the regression
analysis. As seen in Table 3 there is a relationship between e-commerce
barriers and Covid-19-business behavior significant at the 1% level by
statistically. Therefore, this hypothesis is supported by the research
results. According to this result, e-commerce barriers increases, Covid-19-

business behaviors areimpacted in a negative way.
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Component 1: E-commerce Barriers

Figure 1 E-=Commerce Barriers during Covid-19 for Business

Upon the data obtained from the study, the Figure 1. has come out. This
table shows the relationship between Covid-19 business behaviours and e-
commerce barriers. There are effects of the variables used in the analysis on

Covid-19 business behaviors and e-commerce barriers.

3. CONCLUSION and DISCUSSION

Together with the pandemic and the transfer of almost all aspects of life to
digital platforms, e-commerce has suddenly reached the growth speed
that it will normally reach in 5-10 years, however; this case has brought
some concerns and difficulties with itself. When generally viewed, it is
seen that business enterprises are under heavy pressure due to Covid-19
in addition to their own current e-commerce barriers. It has been
discovered that they exhibit behaviors away from e-commerce due to
insufficient infrastructure, personal data safety and also their products’
being unsuitable for e-commerce. This side of Turkish people, who carry
the sympathetic characteristics of Mediterranean race, in which tactile
personality traits have strong influence, has been considered as an e-

commerce obstacle. When this case is examined from perspectives of
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product sales behaviors and techniques, this type of approach has caused
business enterprises to stay away from e-commerce. Especially the danger
of fake product/transaction, the suspicion against Chinese products and
the issue of returning defective products during the Covid-19 period have
made e-commerce barrier stronger. However; reflecting on product sales
behavior, this situation has leaded them to direct their supply chains to
domestic market. It can be seen as a vivid action that is hoped for
domestic market. The study shows that Covid-19 has affected the product
sales techniques/ways of business enterprises and also that they believe
they have to change their sales behaviors. The studies that have been

carried out support it.

SUGGESTIONS

Business enterprises need to bring many digital-based business models
such as e-commerce into the forefront and allow for changes after the
changing patterns of consumption and sales behaviors reasoned by the
pandemic and technology based developments. It is suggested that
business enterprises maximize their advertisements and campaign
technologies by using artificial intelligence-aided smart devices such as VR
(Virtual Reality) and VA (Virtual Artmude) in order to make customers with
tactile characteristics live a real shopping experience and eliminate their
hesitation. Therefore, making virtual objects become visible by
transferring them to real environment or at least providing customers with
the previews of products, offering customers an exciting and enjoyable
shopping experience can prevent economic breaks that may happen.
Additionally, using the sales technique that is buy online pick up in a store
(BOPIS or BOPUS) can be a solution for those who want to live a real

purchase experience and by this way, a kind of protection can be hold
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against the effect of the pandemic. Increasing digital public relations,
creating strong and helpful brand name stories especially in times of crisis
and also developing solutions that can reduce isolation-led loneliness and
worries are some useful acts in terms of business enterprises. It is known
that using mobile applications that have become the center of online
shopping and prodiving integration (44%) through third party online
market places (48%), Al technology (47%), personalization (44%) and social
trade platforms increase sales, the necessary changes related to these
infrastructures can be applied and investment support can be received.
Proactive precautions can be taken especially for the e-commerce/online
sales fear of those who are above middle age, reasoning from lack of
information in order to protect their e-commerce from malicious software.
Nationwide public-private cooperation and support can be achieved. E-
commerce businesses can be built on some different key politics such as
the digitalization of local markets at the government level against the

crises such as Covid-19 and successful initiatives can be established.
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GENISLETILMiS OZET
Giris

Bilinen ilk antik salgin olan Antoninus (Galen) vebasi Kiicik Asya, Misir,
Yunanistan ve italya'yi etkilemis bes milyon insanin éliimiine yol agmistir. Roma
imparatoru Verus'un (M.S. 169) o6liumine sebebiyet vermesinin (izerinden
yuzyillar sonra salginlar halen ciddi felaketlere, sosyal ve ekonomik krizlere,
yuksek can kaybi gibi yikici sonuglara neden olmaktadir. Diinya 31 Aralik 2019
tarihinde COVID-19, SARS-CoV-2 adi verilen yeni bir koronaviriisiin neden
oldugu salginla tanismis 223'den fazla llke COVID-19'u hem salgin hem de
pandemi olarak nitelendirmistir. Diinya Saglik Orgiiti'niin (WHO) verilerine gére
20 Subat 2021 tarihinde koronaviriise bagl toplam 110.224.709 enfekte vaka ile
2.441.901 6lim vakasi bildirilmistir. Cin pazarindan tiim diinyaya yayilan Covid-
19 pandemi riizgari, hayatin her alanini etkilemis ve basta saglik olmak tzere
ekonomi, turizm gibi pek ¢ok sektor viral bir salginin saldirisina ugramis, buna
bagl olarak tim dinya tlrbllansla miicadele etmek zorunda kalmistir. Diinya
capinda bir felaket olarak nitelendirilen Covid-19, kiiresel ekonominin gelisimi
Gzerinde onemli Olgiide olumsuz sonuglara yol agmistir. Ginliik hayati ve
ekonomiyi negatif yonde etkileyen belirsizlikler iceren COVID-19 kriz siireci
devam ederken salgin birgok isletme lzerinde ve tiiketici davranislarinda 6nemli
dlciide degisikliklere neden olmustur. isletmelerin ayakta kalmalari sahip
olduklari pazarlama yoénelimine, yeteneklerine, rekabet avantajlarina dayall
olarak degismeye baslamis, biylik ve kiiclik bircok isletme adapte olmakta
zorlanirken kisa ve orta vadede cesitli aksamalar meydana gelmistir.
Pandeminin beraberinde getirdigi karantina ve sokaga ¢cikma yasagiyla ortaya
cikan kendi kendini tecrit donemleri, sosyal mesafe koyma zorunluluklari ve
evde gecirilen zaman dilimlerindeki artis teknolojik gelismelerle birlesince her
alan sanal ortama entegre olmak durumunda kalmistir. Covid-19 tim diinyada
ekonomik, sosyal, cevresel ve teknolojik anlamda isletmeleri etkilerken bir
yandan da kendi pazarlarini biyiutmek icin yeni firsatlar sunmus ve hayati 6nem
tasimaya baslamistir. Toplumdaki paydaslar gerek isletmeler, Universiteler,
kamu kurum ve kuruluslari e-ticaret alanindaki bariyerleri ortadan kaldirmak igin
yeni calismalar yapmaya, farkh ¢6zim arayislarina girmek ve isbirliklerine
yonelmek durumunda kalmislardir. Tim dinyada benzeri goérilmemis bu
durumla nasil basa ¢ikabilecegine dair ¢ozimler ararken e-ticaretin sunulan
Uriin yelpazesini genisleterek rekabet avantaji yaratmasi ve kolaylik saglamasi
insanlar arasindaki kullanim ylizdesini ve popdularitesini artirmistir. Global
anlamda ekonomik agidan bakildiginda pandemik etkiyle anlik gelisen kisa vadeli
etkilerinin yani sira, uzun vadede pazar yapisinin bir dondsim gegirdigi
gorilmastir. COVID-19 salgini tarafindan pekistirilen e-ticaret egilimindeki
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surekli blylime, gelisen siirecte ortaya ¢ikan e-ticaretteki bu patlama olagandisi
satis hacmi artisina ve normalin disinda farkl isletme davraniglarinin ortaya
¢itkmasina yol agmistir. Tiketiciler agisindan pandemi siirecinde tuvalet kagidi
kithig gibi striingen beyni(ilkel beyin ya da amigdala) aktif hala getiren olaylar
mansetlere tasindiginda isletmeler agisindan  kaynaklarin  gelecekteki
gereksinimlere gore dengelenmesinin  6nemi, kirilganhk ve dayanikhlik
arasindaki 6zel dengenin saglanmasinin zaruriyeti somut olarak ortaya gikmistir.
Holistik bir bakis agisiyla degerlendirildiginde ortaya ¢ikan manzara bu durumun
pandemiden 6nce de var olan bir sorunun varligina isaret etmekte ve dijital
olgunluk eksikliklerini géstermektedir.

Method

Bu c¢alismada, Gilineydogu Anadolu Bolgesi'ndeki 127 sirkette isletme
davranislarindaki degisikliklerin nedenleri nicel bir arastirma yontemi izlenerek
arastinlmistir. Bu amagla, e-ticaret engelleri ve Covid-19 is davranis degiskenleri
arasindaki iliski, anket teknigi ve regresyon analizi yontemi kullanilarak test
edilmistir. Literatlir taramasi yapilarak, teoriler ve Covid-19 arasindaki
baglantilar kavramsal bir cercevede incelenmistir. Arastirmada test edilecek
regresyon modelleri, pandemi dénemindeki is faktorlerine gore tasarlanmistir.
incelenen dénemde Gaziantep, Kilis, Adiyaman, Diyarbakir, Sanhurfa, Mardin,
Sirnak ve Batman illerinde faaliyet gosteren 127 firma bilgisi kullanilmistir.
Literatiirde isletmelerin e-ticaret yapmama nedenleri olarak kabul edilen
Urlinlerin e-ticarete uygunlugu, online satis tercihleri, yetersiz altyapi ve kisisel
veri glivenligi, piyasadaki hatali ve hileli islemler ve {riin ve hizmetlerin tehlikesi,
miusterilerin  dokunsal kisilik 6zellikleri, regresyon analizinde kullanilan
degiskenler olarak kabul edilmistir.

Bulgular

Analizler sonucunda isletmelerin e-ticaret yapmama nedenleri ile pandemi
surecindeki davranislari arasinda 6nemli iliskiler tespit edilmistir. Verilerin faktor
analizi icin uygunlugu, Kaiser-Meyer-Olkin (KMQO) ve Barlett Sphericity testi
katsayi ile ol¢lilmustir. KMO (0,874) ve Barlett testi Sphericity (867,224), df (66)
ve 6nem dizeyi p (0,000) olarak bulunmustur. Korelasyon analizinde; Covid-19
doneminde e-ticaret engellerinin ve is davranisinin varyasyonlari ile birbirleri
arasinda istatistiksel olarak % 1 oraninda anlamli bir iliski bulunmustur. Calisma
sonucuna gore Urlinlerin e-ticarete uygunlugu, online satis tercihleri, yetersiz
altyapi ve kisisel veri glvenligi isletmelerin e-ticaret yapmama nedenleri
arasinda yer almaktadir. Misterilerin dokunsal kisilik 6zelliklerinin, Covid-19
surecinde gergeklesebilecek piyasadaki olasi hatali veya sahte islemlerin,
Urlinlere veya hizmete karsi duyulacak tehlike hissinin e-ticareti ve isletme
davranisini olumsuz etkiledigi anlasiimistir. Calisma, Covid-19 salgin silirecinin
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ticari isletmelerin satis tekniklerini ve satis davranislarini 6nemli olglide
etkiledigini ve virls nedeniyle Cin Urlnlerine slpheyle vyaklastiklarini
gostermistir. Pandemiyle birlikte tedarik zincirini i¢ piyasaya dogru sekillenmeye
baslamis ve e-ticarette dretici / satici davranisi 6nemli Olglide degismistir.
Calismaya gore kiiresel salgin silrecinde e-ticaret engelleri ile isletme
davraniglar arasinda negatif yonlii bir iliski bulunmustur. E-ticaret engelleri
varyasyonlari ile Covid-19 isletme davranigi arasindaki iligkiyi test eden hipotez
kabul edilmistir. Bu sonuca gore e-ticaret engelleri artik¢a, Covid-19 isletme
davraniglari olumsuz yonde etkilenmektedir. Calisma e-ticaret engellerine
deginerek, isletmelerin iyi bir dis cevre analizi yapmalari ve hizli tepki vermeleri
gerektigini, i¢ pazara yonelerek guiglendiklerini géstermistir.

Sonug ve Tartisma

Covid-19 siirecinde e-ticaret engellerinin isletmeler {izerinde yogun baski altinda
olusturarak tlrbilansa sebep oldugu arastirma sonuglariyla desteklenmistir.
Gaziantep, Kilis, Adiyaman, Diyarbakir, Sanhurfa, Mardin, Sirnak ve Batman
illerinde faaliyet gosteren 127 firmaya gore tiketicilerin dokunsal kisilik
ozelliklerinin baskin oldugu goérilmis ve bu durum bir e-ticaret engeli oldugu
kabul edilmistir. Ayrica isletmeler tedarik zincirlerini gayri ihtiyari i¢ piyasaya
yonlendirmek zorunda kalmislardir. Arastirma sonuglari genis bir perspektiften
ve holistik bir bakis acisiyla degerlendirildiginde isletmelerin kriz donemlerinde
daha glicli marka hikayeleri olusturmalari, tiketicilerdeki izolasyon kaynakli
yalnizhigr ve endiseyi azaltmak icin basarili reklam ve kampanya calismalari
yapmalari gerektigi, dijital altyaplyi yeniden sekillendirmeleri gerektigi
soylenebilir. Arastirma sonuglarina gore isletmeler misterileri segmentlerinde
gordikleri dokunsal kisilik ozellikleri igin, tiketicilere gercek bir alsveris
deneyimi yasatmak ve endiselerini gidermek adina VR (Sanal Gergeklik), VA
(Sanal Artmude) gibi yapay zeka destekli akilli araglara ihtiyagc duymaktadirlar.
isletmelerin gereksinim duyduklari bilgi ve donanim ihtiyacinin devlet
politikalariyla Universite gibi farkh egitim ve alaninda uzman kuruluslarla
desteklenmesi ulusal ekonominin giici, istihdamin devami ve toplumun refahi
acisindan 6nem arz etmektedir. Arastirmanin sadece belirli bir bolgeyi kapsiyor
olusu calismanin en buytk kisiti olarak gorilmektedir. Daha sonra yapilacak
calismalarda arastirmacilara Tirkiye genelindeki isletmeleri icine alacak sekilde
orneklem alanini genisletmeleri ve saylyl artirmalari 6nerilmektedir. Boylelikle
dinya geneli ve bolgeler arasi kiyaslamalar calismalara dahil edilebilecek bu
dogrultuda ortaya cikan farkliliklar/benzerlikler dikkatli degerlendirilerek
olusturulacak yeni stratejilerin 6ni acilmis olacaktir.
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