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ANALYZING THE EFFECTS OF PERCEIVED JOB
INSECURITY ON JOB SATISFACTION AND
INTENTION TO LEAVE!
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IS TATMINI VE ISTEN AYRILMA NIYETINE
ETKISININ ARASTIRILMASI
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Labor Economics and Industrial Relations Department

SALIH DURSUN

Assoc.Prof-Dr., Karadeniz Technical University, Economics and Administrative Sciences Faculty,

Labor Economics and Industrial Relations Department

ABSTRACT

his study investigated the effect of job insecurity on two outcomes—ijob satisfaction and
intention to leave—in a sample of 147 workers (blue/white collar workers from rwo firms)
from Turkey. Research suggests that job insecurity is correlated to workers’ intention to leave.
Job insecurity is negatively related to job satisfaction and positively related to intention to leave. In the
present study, participants completed a survey on perceived job insecurity, job satisfaction, and intention to
leave. The results of the analysis indicated a significant relationship between perceived job insecurity, job
satisfaction, and intention to leave, job insecurity is negatively related to job satisfaction and positively re-
lated to intention to leave. Significant differences were found for the status of workers and type of workers.

Keywords: Job Insecurity, Percieved Job Security, Job Security, Job Satisfaction, Intention to Leave, Worker

1 A preliminary version of this paper was presented at the International Journal of Arts & Sciences (IJAS) International
Conference for Business and Economics, 19-22 October, 2015, Rome—italy.
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Askin Keser-Salih Dursun

PARADOKS Ekonomi, Sosyoloji ve Politika Dergisi

OZET

u ¢alisma algilanan is gitvencesizliginin etkisi olan iki konuyu (is tatmini ve isten ayrilma

niyeti) mavi ve beyaz yakalr isci orneklem iizerinden incelemektedir. Katilimer sayist 147 dir.

Arastirma sonucuna gore is giivencesizligi ile isten ayrilma niyeti arasinda iliski bulunmustur.
Algilanan is giivencesizligi ile is tatmini ile negatif, isten ayrilma niyeti ile pozitif bir iliski saptanmagtar.
Ayrica is giivencesizligi algis ile ¢calisanlarin statiisii ile ¢alisma tiirii arasinda anlamly iliski bulunmugtur.

Anabtar Kelimeler: Algilanan Is Giivencesizligi, Is Giivencesizligi, Is Giivencesi, Is Tatmini, Isten

Ayrilma Egilimi, Isci
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INTRODUCTION

he last 20 years have witnessed profound changes in workers’ lives. Increased demand
for flexibility in and between corporations, globalization’s tendency to increase inter-
national economic dependencies, and swiftly evolving patterns of consumption have all

had an effect on working conditions (Sverke et al., 2006).

Corporations now face more competition, new forms of contracting, and altered work environ-
ments. The labor market is being deeply affected by these shifts (Brewster et al., 1997). Many people
are finding themselves unemployed due to the economic crisis and are having trouble returning to the
work force. The last two decades have seen more and more research focusing on job insecurity due to

downsizing and layoffs by corporations, governments, and NGOs (Rosenblatt et al., 1999).

For these reasons, job security and job insecurity continue to draw the attention of researchers.
Job insecurity attributes workers’ dissatisfaction to their working conditions and fear of being fired or
laid off (De Witte, 1999). Research has demonstrated that job insecurity has a negative influence on
workers’ attitudes (Rosenblatt et al., 1999), and empirical research has proven that job security leads
to job satisfaction and that the reverse is also true (Rose, 2005, Sverke et al., 2004). Job insecurity is

also linked with the intention to leave work (Ashford et al., 1989).

The first aim of the present study was to analyze the effect of job insecurity on two outcomes:job
satisfaction and intention to leave. Job insecurity was selected as the independent variable and job sat-
isfaction and intention to leave were selected as the dependent variables. The second aim of this study
was to analyze how reactions to job insecurity, job satisfaction, and intention to leave differ according

to demographic indicators.

1. Definitions

1.1. Job Insecurity

Job insecurity has been the focus of increasing scholarly and popular attention in light of culturel,
economic and technological changes over the past decades. Job insecurity tends to rise when workers

are aware that their employers are likely to conduct downsizing (Schoss, 2017; Burke et al., 2015).
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Job insecurity has been described in various ways, but it always involves workers’ dissatisfaction
with their working conditions and fear of being fired or laid off (Reisel et al., 2010). Job insecurity
refers to workers’ anxiety about keeping their jobs (Bosman et al., 2005). Sverke and Hellgren see
job insecurity as the fear of involuntary job loss. Job insecurity thus involves workers’ perceptions of
their job security being less stable than they would like (Ismail, 2015). Job security and insecurity are
workers’ judgments of their job situations and their ideas of what the future may bring (Zeytinoglu et
al., 2012). Workers with secure jobs are not preoccupied with this issue, because they do not expect
to lose their jobs (Furaker and Berglund, 2014). Job insecurity is a matter of perception. It can be
more severe or less severe for employees facing the same threats to their employment (Greenhalgh and

Rosenblatt, 1984).

1.2. Job Satisfaction

Job insecurity has been frequently demonstrated to influence workers’ attitudes. In particular, it is
linked to job satisfaction (Sverke et al., 2006), which can be described as pleasure with one’s work or

positive feelings about a job (Locke, 1976).

Job satisfaction has been studied in depth in the fields of behavioral sciences, economics, and
industrial relations. The relevant literature describes job satisfaction as workers’ reaction to their ex-
periences on the job Lawler claims that job satisfaction is created by the compensation given by the
employer and the workers’ estimation of its worth (Lawler, 2005). Workers expect to be compensated
for their labor in tangible forms, since this is the nature of their contract with an employer (Rose,
2005). When workers get what they expect from their job in terms of pay and the conditions stipulated
by their contract, they are satisfied with their jobs (Zeytinoglu et al., 2013).

Job satisfaction has been defined in many ways. However, Locke’s (1976) definition is cited most
often: “a pleasurable or positive emotional state resulting from the appraisal of one’s job or job experi-
ences” (p. 1304). Hulin and Judge (2003) elaborated on this definition by noting that job satisfaction
is a complex psychological response to work with cognitive (evaluative), affective, and behavioral di-

mensions (Judgeand Klinger, 2008).

1.3. Intention to Leave

The turnover intentions construct is based on the theory of planned behavior (Ajzen and Fishbe-
in, 1977), which postulates that a person’s intention to act in a specific way immediately determines
behavior, implying that turnover intention is the turnover intention is one of the strongest predictor

of leaving a job.

to leave a job. Studies of turnover have commonly found that the relationship between attitudes
toward work and the workplace and behavioral intentions is important. This has led researchers (Price
and Mueller, 1981, 1986; Price, 2001) to propose the turnover intentions construct as a proxy for
measuring actual turnover (Wan et al., 2014). Vandenberg and Nelson (1999) define the intention to
leave work as “an individual’s own estimated probability (subjective) that they are permanently leaving
the organization at some point in the near future.” McCarthy, Tyrrell, and Lehane (2007) identify
intentions as the most immediate factors that decisively affect actual behavior (Van Schalkwyk, 2010).

ISSN: 1305-7979
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2. Relation Between Dependent And Indepent Variables

2.1. The Relationship Between Job Insecurity and Job Satisfaction

Expectancy theory postulates that workers will maximize their efforts if they expect to be reward-
ed appropriately. This condition enhances job satisfaction (Lawler, 2005). As Lawler (1973) claims, job

security is an important extrinsic form of compensation that improves job satisfaction.

Sverke et al. claim that most research on job satisfaction examines it as a consequence of job secu-
rity (Sverke, Hellgren, and Niswall, 2006). The relationship between job security and job satisfaction
is clear since jobs offer satisfaction in the form of economic stability, social networks, and self-efficacy
(De Witte 1999). Previous researches have proven that job insecurity is closely linked to reduced job
satisfaction (Ashford et al. 1989). Job insecurity is the perception that one is able to keep one’s job. Job
satisfaction refers to positive opinions about all the aspects of a job. The associations between general
constructs are much stronger than they are for specific constructs, such as facets of job satisfaction
like pay satisfaction, or features of job insecurity like salary and promotion prospects. Recently, two
meta-analyses have demonstrated the strength of associations between general constructs (Reisel et
al., 2010).

This study is likely to have similar outcomes. Thus, our hypothesis is that

HI: Job insecurity has a negative correlation with job satisfaction.

2.2. The Relationship Between Job Insecurity and the Intention to Leave Work

Stress caused by job insecurity is a significant factor in turnover. Job insecurity can cause a with-
drawal response when workers try to escape from stress. This means that job insecurity is positive
correlated with the intention to leave work (Arnold and Feldman, 1982). High performance workers
are likely to leave work in circumstances of job insecurity, and this justifies organizational concern
about job insecurity. Perceived job insecurity is positively related to the intention to leave work (Ash-

ford, 1989).
Hypothesis 2: As perceived job insecurity rises, so does the intention to leave work.

Empirical research shows that perceived job security increases job satisfaction (Rose, 2005). The
converse is also true: perceived job insecurity reduces job satisfaction (Chirulombolo and Hellgren,
2003; Reisel et al., 2010; Sverke et al., 2002). Many Turkish workers are subject to job insecurity or
are acquainted with people who have experienced being laid off or fired. Unemployment’s grim reper-
cussions make this is an important issue for them have advanced the notion that organizations can
be characterized by a climate of job insecurity. We argue that the climate of Turkey’s labor market is
a job insecurity climate. Given the large supply of workers and high unemployment, workers can see
the insecurity around them and in their own jobs. They learn about unemployment either firsthand
or through their social networks. We argue that they develop their perception of job security (or lack
there of) like Brown et al. (2007) and Green (2006), who claim that standards and expectations
determine job satisfaction, Turkey’s workers have developed norms and expectations by comparing
their circumstances with those of their peers. Job insecurity is so common in Turkey that workers are

satisfied by job security on its own (Zeytinoglu et al., 2013).
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. 8 PARADOKS Ekonomi, Sosyoloji ve Politika Dergisi

Research Model

Askin Keser-Salih Dursun

Figure:1 Proposed Research Model

According to the model in Figure 1, job insecurity is expected to be negatively associated with job

satisfaction, while perceived job insecurity is expected to be positively related to intention to leave.

3. Methods
3.1. Respondents

The selected sampling method is the convenience sampling method. Data were collected in 2015

from among employees from two different companies. A total of 250 employees received the question-

naires. A total of 175 responses were received; the response rate was 70%. From these responses, 147

were usable for the analysis.

3.2. Demographic Characteristics

ISSN: 1305-7979

Table 1: Social Demographic Indicators

Sex Frequency %
Male 106 72,1
Female 41 27,9
Marital Status

Married 92 63
Single 54 37
Education

Secondary 37 25,2
High School 54 36,7
University 56 36,1
Status

Temporary Worker 40 27,8
Permanent Worker 76 52,8
Manager 28 19,4
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As shown in Table 1, 28% of the sample was female and 72% was male. The sample was composed
according to education indicators: about a quarter (25,2) of the respondents’ educational level was
lower than high school level, 36,7% were high school graduates, and 36,1% were university graduates.

Additionally, 27,8 of the sample were temporary workers, and the manager ratio of sample was 19,4 %.

3.3. Instruments

Perceived job insecurity. Job Security Index (Probst, 2003) was used to measure employee re-

sponses to job insecurity. The Turkish adaptation was made by Onder and Wasti (2002. The Scale

»

consists of 6 questions (3 of them positive and 3 of them negative). Respondents indicated “Yes”,”No

and “?”.

Job satisfaction. The Job Satisfaction Scale, developed by Brayfield and Rothe’s, consists of five
items. Respondents indicated 1=Strongly Disagree and 5=Strongly Agree. A sample item included, “I
find real enjoyment in my work.” The Turkish adaptation was made by Bilgin (1995).

Intention to leave. The Intention to Leave scale was adapted by Oz (2007) from a scale of Grand-
ey (1999) consisting of three items. Respondents indicated 1= almost never and 6= almost alway. A

sample item included, “I'm thinking of leaving my current job.”
Hypothesis
H,: Perceived job insecurity is negatively related to job satisfaction.
H.: Perceived job insecurity is positively related to intention to leave.

Research has shown that job insecurity is also heightened by personnel demographics such as em-

ployee age, marital status, and level of education. On this basis, we predict that

H3: There is a significant difference between demographic indicators with regard to variables.

4. Analysis

4.1. Reliability Analysis

Table 2: Scale Reliabilities

Scales N Item Mean C.Alpha
Perceived Job Insecurity 143 |6 9.44 0.86
Job Satisfaction 142 |5 19.14 0.86
Intention to Leave 145 |3 5.02 0.91

All scales used in the survey had high reliability in our data (o above .70).

2017, Cilt/Vol: 13, Sayi/Num: 1, Page: 1-14
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Table 3: Relations of Variables Between Demographic Indicators

Scales Sex Marital Status Work Status
Male | Female | t p |Married | Single | t p | Temporary | Permanent | Manager| F p
Worker Worker
Perceived 1,83 1,79 1,34 1,99 2,08
Job 1,92 1,61 1,814 |,072 -,226 |,819 8,468 |,000
Insecurity
19,22 | 18,92 19,1 19,11 17,82 18, 21,
Job 1922 A9 g9 | gos| 1P |19 oss | 965 |17 578 7 4947 | 008
Security
Intention | 1,57 1,91 1,616 | .108 1,60 1,76 734 | 464 2,17 1,54 1,35 5,495 |.005
to Leave

Table 3 shows the relationship between variables and workers’ status. There is a significant differ-
ence between workers status and perceived job insecurity. According to the table, expected levels of
perceived job insecurity in temporary workers were found to be higher than permanent workers and

managers. Further, managers’ perceived job insecurity level was higher than permanent workers’.
g gers p ) y g p

A significant difference was found between workers status and intention to leave. The level of in-

tention to leave in temporary workers was higher than in permanent workers and managers.

In terms of job security, there were significant differences between workers’ status and job security.
) Y; g J Yy:

Perceived job security of managers was significantly higher than the job security of temporary workers.

As mentioned above, there is a significant difference between demographic indicators and variables.
Thus, H3 is proven.

4.2. Correlation Analysis

Table 4: Inter-correlations for Study Variables

Scales Perceived Job Intention to | Job

Insecurity Leave Satisfaction

Perceived Job Insecurity —

Intention to Leave -,6597 _
Job satisfaction ,553** -,583%* _
*p<.01

Table 4 presents the results of correlation analysis. The correlation coefficient between perceived
job insecurity and job satisfaction is significant (r=.55; p<.01), so the table shows a significant positive
relationship (p <.01). On the other hand, the correlation coefficient between perceived job insecurity

and intention to leave is negative (r=-.65; p<.01). In light of these results, H1 and H2 are confirmed.

4.3. Regression Analysis

Regression analysis was used to determine the extent to which the self-reported measure of job

insecurity predicted direct job measure of job satisfaction and intention to leave.

ISSN: 1305-7979
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Table 5: Regression Analysis of Factors: Perceived Job Insecurity-Intention to Leave

Independence Variable: Dependent Variable: Intention to Leave
Perceived Job Insecurity Beta t (Degrees of Freedom)
Perceived Job Insecurity -374 -4.757
R? .37
Adjusted R? 14
F 22.626**

“*p<0,01

Regression was conducted to see if perceived job insecurity level predicted the intention to leave
among employees. Linear regression analysis (Table 4) revealed that perceived job insecurity was a
highly significant predictor of intention to leave (b = -.37, p= .01, t:-4.757), accounting for 14% of the

variance.

Table 6: Regression Analysis of Factors: Perceived Job Insecurity-Job Satisfaction

Independence Variable: Dependent Variable: Job Satisfaction

Perceived Job Insecurity Beta T (Degrees of Freedom)
Perceived Job Insecurity 553 7.741

R? .55

Adjusted R? 31

F 59.919**

**p<.01

Another regression analysis was performed using job satisfaction as the criterion and perceived
job insecurity as the predictor in order to determine if job satisfaction level could be predicted by
perceived job insecurity. Linear regression analysis revealed that (Table 5) perceived job insecurity was
a highly significant predictor of job satisfaction (b = .55, p = .01, t=7.741), accounting for 31% of the
variance. Therefore, this multiple regression accounted for 31% of the variability, as indexed by the
adjusted R? statistic.

5. Discussion

Job insecurity is the new characteristic of flexible labor. Management sees flexible labor as benefi-
cial, while workers are less enthusiastic about it. This study attempted to assess the effects of workers’

perceived job insecurity.

The survey results showed, as anticipated, that perceived job insecurity is negatively correlated
with job satisfaction and positively correlated with the intention to leave work. Workers who think
their jobs are insecure have lower job satisfaction and are more likely to want to leave work, which
verifies hypotheses one and two. These results support the conclusions of previous studies. Job inse-
curity causes stress and worsens employees’ attitudes toward their work (Adkins, Werbel and Farh,

2001; Chirumbolo and Hellgren, 2003). It also increases their intention to leave work (Rosenblatt et

2017, Cilt/Vol: 13, Sayi/Num: 1, Page: 1-14
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al., 1999; Lee, Bobko, Chen, 2006). On the other hand, Ashford et al. (1989) found that job security
was negatively correlated with job satisfaction (f=-.43, p>.01). Arnold and Feldman (1982) found that
job insecurity makes it more likely that workers will intend leave work. Our results are similar withthe
results of Sverke et al. and Reisel et al. The results of their regression analyses show that job insecurity

was negatively related to job satisfaction (Sverke, et al., 2004; Reisel, 2010).

Poyraz and Kama (2008) conducted a study in Turkey which found a significant positive corre-
lation between job insecurity and the intention to leave work and a significant negative correlation

between job insecurity and job satisfaction.

Finally, we found significant differences for these variables between workers’ status of and their
type of work, thus proving our third hypothesis. Previous researches results are similar to our results,
which show that temporary workers have higher levels of job insecurity than permanent workers
(Cuyper and De Witte, 2003; Silla, et al. 2005).

This study’s limitations should be noted. First, since its small sample size is restricted to two Turk-
ish corporations, its results cannot be generalized. Second, the scales (job satisfaction and intention to
leave work) are not enough to yield detailed information. Future research with specific samples may
yield interesting data on job insecurity. Additionally, more representative samples could obtain more

detailed results for the variables.

ISSN: 1305-7979
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BURSA'DA KENTLILIK BILINCININ OLUSUMUNDA
BURSASPOR'UN ROLU VE YEREL MEDYANIN ONEMI

Yrd.Dog¢.Dr. Ersoy SOYDAN

Kastamonu Universitesi Iletisim Falkiiltesi

ersoy.soydan@gmail.com

OZET

iirkiye’nin dordiincii bityiik kenti olan Bursa gectigimiz yiizyilin en cok go¢ alan kentle-

rinden biri olmugstur. Osmanly Imparatorlugunun ikinci bagkenti olan Bursa, Cumburiyet

doneminde Balkanlar’dan Kafkasya’ya kadar genis bir cografyadan gelen gocmenlere ev
sahipligi yapmagtur.

Gocmenlerin dogup, bityiidiikleri topraklar: unutup, yeni kentlerine aligmalar: oldukea zahmetli ve
uzun bir siirectir. Farkly cografyalardan kente gocen Bursalilarin belki de bulustuklar: rek ortak nokta ise
Bursaspor olmustur. Bursa’daki baska hi¢ bir aidiyet Bursaspor kadar birlestirici degildir. Giiniimiizde
Bursaspor’u tutmak, Bursalilar tarafindan Bursa’yr sevmekle ve ona sahip ¢ikmakla esdeger kabul edilen
bir olgudur. Etnik, dini, sinifsal ya da siyasal farkliliklar Bursaspor'un magclarida unutulmaktadsr. Boy-
lece Bursaspor taraftar: yalnizca Bursaspor’'un degil, kentin de bir parcasi oldugunu bissetmektedir. Ayni
zamanda Bursaspor kentin en biiyiik moral degerlerinden biridir. Bursasporun galip geldigi haftalarda

sanayi tiretiminde artis oldugu bile one siiriilmektedir.

1963 yilinda kurulan Bursaspor ayn: zamanda Tiirkiye'nin ilk kent takimidir. Bursaspor’u diger kent-
lerde kurulan takimlar izlemistir. 2010 yilinda Tiirkiye Ligi sampiyonu olarak Trabzonspor'un ardindan
sampiyonlugu Anadolu’ya tasimistir. Bu sampiyonlukta teknik kadro ve oyuncularin basarisi kadar kentin
kenetlenmesi ve onbinlerce kisiyle deplasmanlara gidilmesi biiyiik rol oynamagtir. Bursasporun kent yasa-

minda bu denli on planda olmasinda ise son derece giiclii olan yerel medya biiyiik rol oynamastur.

Bu ¢alismada farkls cografyalardan kente gelen gocmenlerin Bursaly kimligini kazanmasinda Bur-
saspor’un rolii ve yerel medyanin onemi iizerinde durulacaktir. Yontem olarak literatiir taramas: kulla-
nilmastrr. Calismanin kapsami Bursa-Bursaspor iliskisiyle ve futbolun kent yasamindaki olumlu islevinin

anlatimuyla sinirlidsr.

Anabhtar Kelimeler: Bursa, Bursaspor, gogmen, kentlilik bilinci.
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ABSTRACT

ursa which is the fourth largest city of Turkey , has been one of the cities which received the

most migration of the past century.. Bursa which is the second capital of the Ottoman Empire,

has hosted immigrants from a broad geography extending from the Balkans to the Caucasus
during the Republican era.

It is a long and painful process for immigrants to forget the land where they grew up and get accustomed
to their new cities. Bursaspor has been the only common point that the citizens of Bursa who migrated from
different geographical regions ro the city meet. No other belonging in Bursa is as unifying as Bursaspor.
Supporting Bursaspor today is considered to be a phenomenon equal to loving Bursa and protecting it by
the citizens of Bursa. Ethnic, religious, class or political differences are forgotten during Bursaspor matches.
Thus, the Bursaspor supporter feels to be a part of not only Bursaspor, but also of the city. Bursaspor, in
the mean time, is one of the greatest morale values of the city. It is even pointed out that there is an increase

in industrial production in the weeks when Bursaspor has won

Bursaspor, founded in 1963, is also the first city team of Turkey. The teams established in other cities
have followed Bursaspor. In 2010, as the champion of Turkish League, it carried the championship to
Anatolia after Trabzonspor. In this championship, the unification of the city and going to the displacement
matches have played a great role as well as the success of the technical crew and the players. The local media
which is immensely powerful has played a great role for Bursaspor to be in the forefront of the city life so

much.

In this study, the role of Bursaspor and the importance of the local media will be discussed in the im-
migrants coming from the different geographical regions obtaining the identity of Bursa citizenship. The
literature scanning has been used as the method. The scope of the study is limited to the Bursa-Bursaspor
relationship and the positive function of football in urban life.

Key Words: Bursa, Bursaspor, immigrant, urbanism consciousness
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GIRIS

9. ve 20.ylizy1l boyunca aldig1 i¢ ve dis goclerle demografik yapisi sekillenen Bursa kenti Bal-

kanlar’dan Kafkasya'ya kadar genis bir cografyadan gelen gé¢menlere ev sahipligi yapmistir.

Giiniimiizde Tirkiye’deki 81 ilin tamamindan ve basta Balkanlar olmak iizere yurtdisindan
go¢ alan kentte yasayanlarin neredeyse yarist Bursa niifusuna kayitli degildir. Gé¢menlerin yeni
geldikleri kente alisip, kendilerini Bursali hissetmeleri bir hayli uzun ve zahmetli bir stiregtir. Farkls
cografyalardan Bursa'ya gelip, burada yasamaya baglayanlari bir araya getiren en 6nemli ortak payda
ise Bursaspor olmustur. Bursa’daki bagka hig bir aidiyetin Bursaspor kadar birlestirici olmadig: séy-
lemek olanaklidir. Zira Bursaspor’u tutmak, Bursalilar arasinda Bursa’y1 sevmekle ve ona sahip ¢ik-
makla esdeger kabul edilen bir olgudur. Kente kars: aidiyet duygusu hissetmek, kenti sahiplenip, ko-
rumak, kentlilik bilincinin olusumu i¢in gerekli olan unsurlarin baginda gelmektedir. Bursaspor'un
maglarinda etnik, dini, sinifsal ya da siyasal farkliliklar unutulmakeadir. Béylece Bursaspor taraftari
yalnizca Bursaspor’un degil, kentin de bir parcasi oldugunu hissetmektedir. Ayni zamanda Bursaspor
kentin en gli¢lii markasi ve en biiyitk moral degerlerinden biridir. Bursaspor’'un galip geldigi hafta-

larda sanayi tiretiminde artis oldugu kentin ileri gelenlerince dile getirilmektedir.

1963 yilinda kurulan Bursaspor Tirkiye'nin ilk kent takimidir. Bes kuliibiin birlesmesi yontemi
ve kent ismi verilerek olusturulan ilk kuliip Bursaspor’dur. Bursaspor’u ayni yéntemi uygulayarak
kurulan diger kent takimlar: izlemistir. Bursaspor, Tiirk futbolunda 2010 yilinda ti¢ biyiiklerin ege-
menligini ytkmis ve Tiirkiye Ligi sampiyonu olarak Trabzonspor’un ardindan sampiyonlugu Anado-
lu’ya tagimigtir. Bursaspor'un kent yasaminda bu denli 6n planda olmasinda son derece giiclii olan ve

“Kii¢iik Bab-1 Ali” olarak adlandirilan yerel basin biiyiik rol oynamistir.

Bu caligmada farkli cografyalardan kente gelen gogmenlerin Bursali kimligini kazanmasinda
Bursaspor’un rolii ve yerel medyanin 6nemi tizerinde durulacakeir. Yontem olarak literatiir taramasi
kullanilmistir. Calismanin kapsami Bursa-Bursaspor iliskisiyle ve futbolun kent yasamindaki olumlu

islevinin anlatimiyla sinirhidir.

2017, Cilt/Vol: 13, Sayi/Num: 1, Page: 15-28



. 20 PARADOKS Ekonomi, Sosyoloji ve Politika Dergisi Ersoy Soydan

1.BiR GOCMEN KENTi OLARAK BURSA

Gegtigimiz yiizyilin en gok gog alan kentlerinden biri Bursa olmustur. Osmanli Imparatorlugu-
nun ikinci bagkenti olan Bursa, Balkanlar’dan Kafkasya’ya kadar genis bir cografyadan gelen gog-
menlere ev sahipligi yapmistir. Bu nedenle Bursa icin bir “gogmen kentidir” demek yanlig bir ifade
olmaz. Bursa, 20.ylizyilin basinda ozellikle yurtdisindan, 1970’li yillarda artan sanayilesme nedeniyle

de yurticinden biiyiik bir go¢ dalgasina maruz kalmigtir.

Bursa, Osmanlrnin kurulus ve yiikselis donemlerinde ekonomideki hizli gelismesi ve giiven orta-
m1 dolayistyla, dogu bélgelerinden gelen Tiirk ya da Miisliiman ya da bagka dinlerden kisilerin goce
ve yerlesmeye 6zendikleri bir merkez olmustur. Osmanl’nin gerileme ve ¢okiis siirecinde de Bursa
gd¢ almay1 siirdiirmiistiir. 19.ytizyilin baglarindan itibaren Osmanli, Avrupa ve Kafkasya'daki top-
raklarini yitirdikee, bu bolgelerde yasayan Tiirkler ve farkli etnik kokenlerden Miisliimanlar Bursa ve
cevresine go¢ etmistir. Bursa, 6zellikle 93 Harbi olarak adlandirilan 1877-1878 Osmanli—Rus sava-
sindan sonra Balkanlar’dan ve Kafkasya'dan; 1912°deki Balkan Savaginin ardindan da Bulgaristan,
Yunanistan ve Yugoslavya’dan yogun go¢ almistir. Yalnizca 93 Harbinden sonra Balkanlar’dan ve
Kafkaslar’dan Bursa’ya yaklagik 64,000 kisinin go¢ ettigi bilinmektedir. Kafkasya kokenli Cerkesler
Karacabey-Mustafakemalpasa yoresine, Giircii kokenliler ve Artvinli gé¢menler il ¢apinda yiiksek
kesimlere ve Bursa merkezine, Balkan gd¢menleri de ova kdylerine ve kent/kasaba merkezlerine yer-
lestirilerek yeni kdy ve mahalleler kurulmustur. (BA; C:1, 292-294) Balkan Savast sonrasinda 81.265
kisi; Kurtulus Savast sonrasinda imzalanan “miibadele” anlasmast uyarincada 35 bin kisi Bursa ve
cevresine yerlestirilmistir. (Bursa Defteri, 2013:55-56) Cumhuriyet déneminde de dis go¢ almayt siir-
diiren Bursa, 1950’lerden itibaren, basta Bulgaristan olmak {izere Balkanlardan gd¢ etmek zorunda
kalan Tiirklerin en fazla tercih ettikleri kent olmustur. 1951 yilinda yaklasik 154 bin kisinin, 1968
yilinda da 115 bin kisinin yurtdisindan Bursa’ya gog ettigi bilinmektedir. 1989 yilindan itibaren
Bulgaristan’da Todor Jivkov yonetiminin baskilar1 ve Yugoslavya’nin dagilim siirecinde Balkanlarda
yasanan catismalar nedeniyle Bursa'ya yeni toplu gogler gerceklesmistir. Bu siirecte de 200 bini agkin
kisinin Bursa’ya yerlestigi sanilmaktadir.(BA; C:1, 294-298)

Ote yandan kent merkezinde bir Organize Sanayi Bolgesinin kurulmasi ve 1960’larin baslang-
cindan itibaren hizli bir sanayilesme siirecine girilmesiyle birlikte, Bursa ozellikle Dogu, Giineydo-
gu Anadolu ve Karadeniz bolgelerinden yogun i¢ go¢ almaya baslamistir. Sanayideki hizli gelisme,
1980’den sonraki donemde 6zellikle kent merkezinde niifus patlamasina ve bunun sonucu olarak da
carptk kentlesmeye neden olmustur. Kente yakin yerlesimlerin ¢evresinde baglangicta imara aykiri
olarak kurulan sanayi tesisleri, zaman icinde yeni sanayi bolgelerinin ve bu sanayi bélgeleri ¢evre-
sinde de yeni yerlesim yerlerinin olusmasina yol agmistir. Osmanli déneminden bu yana siiren dis
ve i¢ gogler sonucunda Bursanin demografik yapist kozmopolit bir nitelik kazanmigtir. 1997 yili
rakamlarina gore, il ¢apinda niifus dogum yerlerine gore yerliler niifusun % 19’unu, yurtdisindan
gelenler %34 tinii, Dogu-Giineydogu Anadolu Bolgesi kokenliler % 13’tinti, Kafkasya kokenliler %
18’ini, Karadeniz Bolgesi % 9’unu, digerleri % 7’sini olusturmaktaydi. (BA; C:1, 299) 2013 yili Tiir-
kiye Istatistik Kurumu (TUIK) verilerine gére, Bursa’da yasayan 2.740.970 kisinin, 1.210.573’i bagka
bir ilin niifusuna kayitlidir ve Bursa’nin Tiirkiye’deki 80 ilin tamamindan gog aldigi anlagilmaktadir.

(tuik.gov.tr, 2015)
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2.BURSALILIK (KENTLILIK) BILINCININ OLUSUMUNDA
BURSASPOR’UN ROLU

Resmen 1 Haziran 1963 giinii kurulan Bursaspor Tiirkiye’nin kent ad: verilen olusturulmus ilk
takimidir. Bursaspor’u diger kentlerin kurdugu takimlar izlemistir. Bursaspor ayni zamanda, Trab-

zonspor’dan sonra Anadolu’ya sampiyonlugu tasiyan ikinci kuliip olmustur.

Profesyonel ligler kurulmadan énce Bursaspor'un kurucu kuliiplerinden Acar [dmanyurdu ile bir
bagka Bursa takimi olan Giivenspor birer kez Tiirkiye Sampiyonu olmustur. 1955 yilinda Acar Id-
manyurdu, Bursa’ya, futboldaki ilk Tiirkiye Sampiyonlugunu getirirken Giivenspor’da, 1959 yilinda
Tiirkiye Sampiyonlugunu kazanmistir. Bu agidan bakildigindan 2010 sampiyonlugu aslinda Bur-
sa’nin kazandigs ilk Tiirkiye sampiyonlugu degildir. Ote yandan bir miiessese takimi olan Merinos
ise 1953 ve 1954 yillarinda Tirkiye tigtinciiliigiini, 1956 yilinda da Tiirkiye ikinciligini kazanmistur.
(Kaplanoglu, 2016) Bu dénemde Bursa'da biiyiik bedellerle transferler yapilmaya baslanmus, ozellikle
Acar ve Giivenspor yari profesyonel kuliipler durumuna gelmistir. (Tetikoz, 2002)

Tiirkiye’de kurulan 1.Futbol Ligi besinci yilini tamamlamis, sira bunu Anadolu’ya yaymaya gel-
misti. Donemin Futbol Federasyonu Baskani Orhan Seref Apak, 1.Lig’den diisen Istanbul, Ankara ve
[zmir takimlarinin yani sira, diger biiyiik illerin takimlarindan olusan yeni bir lig kurmay1 planliyor-
du. Orhan Seref Apak, bununla ilgili olarak Bursa’ya gelmis, amatér spor kuliip baskanlar: ve kentin
ileri gelenleriyle goriismiistiir. 11k olarak miiessese kuliibii Merinos'un profesyonel yapilmasi diisiiniil-
mils, bu ger¢eklesmeyince amator kuliiplerin birleserek gliglii bir kent takimi olugturulmas: 6nerilmis-
tir. (Kemankasg, 1996:49) (Rahmetli Necati Akgiin aslinda Merinos’un profesyonel olmak istedigini,
ancak diger kuliiplerin miiessese kuliibii olmasi nedeniyle Merinos’a giivenmedigi i¢in Bursaspor'un
kuruldugunu anlatr. (Tetikoz, 2002)) Birlesme igin ilk 6neri Acar [dmanyurdu Kuliibiine yapilmis-
tir. Gegmisi 1920’lere dayanan Tiirkiye Sampiyonu unvanli, kentteki tiim kesimlerin ve 6zellikle de
Kapaligarst esnafinin destegini alan siyah beyazlt Acar [dmanyurdu, bir dénem devletin (hiikiimetin)
takimi olarak kabul edilen sari kirmizili Akinspor, Muradiye semtinde yasayan miibadele gogmenle-
rinin takimi kirmizi lacivertli Celikspor, Pinarbast semtinin yesil beyazli takimi Pinarspor ve genelde
Bulgaristan go¢menlerinin destegini alan Ahmetpasa mahallesinin takimi sar1 siyahli Istiklalspor'un

yonetimleri, birlesmeye imza koymustur. (bursaspor.org.tr, 2016)

Bursaspor’u olusturan kuliiplerin ¢ogu 1930 yilindan 6nce kurulmustur. Bursa'da ilk futbol ve
spor kuliibii olan Turan Idman Yurdu 1910 yilinda kurulmustu. Bursaspor’u olusturan bes takimdan
biri olan Acar Idmanyurdu ise, 1918 yilinda kurulan Orhaniye I{dman Yurdu'nun devamidir. Orha-
niye I[dman Yurdu ile 1924 yilinda kurulan Sanatkarlar Spor Kuliibii, 1934 yilinda birleserek 6nce
Sanatkarlar [dmanyurdu, sonra da Acar Ildmanyurdu adini almistir. 7 Temmuz 1927 giinii kurulan
sari-kirmizi renklere sahip Inkisaf Idmanyurdu kuliibii 1934 yilinda adint Akinspor olarak degismis-
tir. Bursaspor’u kuran kuliiplerden biri olan Celikspor ise, 1930 yilinda Duruspor adiyla kurulmus,
yine 1930 yilindan 6nce kurulan Sebat [dmanyurdu ile birleserek, 1934 yilinda Celikspor adini al-
mustir. Pinarspor ise 1946 yilinda kurulmustur. Bursaspor’u kuran kuliiplerin birlesme ve profesyonel
olma tarihi olan 1963 yili kuliibiin kurulus tarihi olarak kabul edilmektedir. Raif Kaplanoglu'na gére
Bursaspor aslinda ytiz yillik bir gegmise sahiptir ve ikisi amator, biri profesyonel olmak tizere ti¢ Ttir-

kiye sampiyonlugu elde etmistir. (Kaplanoglu, 2016)

Renklerini Bursa ovasinin yesili ve Uludagin beyazindan alan Bursaspor kuliibiiniin armasi ise
alt kisimda kuliibiin adinin yazildigi, Uludag’in resmedildigi orta kismin hemen altinda kurulug yili

olan 1963 rakami ve en iist boliimde de birlesen kuliiplerin renklerini temsil eden bes yildizdan olus-
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maktadir. Armada yer alan yildizlardan, siyah yildiz Acar [dmanyurdu’nu, sart yildiz Istiklalspor’u,
yesil yildiz Pinarspor’u, lacivert yildiz Celikspor’u, kirmizi yildiz ise Akinspor’u temsil etmektedir.
Bursaspor’un kurulus asamasinda yer alan beg amator kuliibiin 33 yéneticisi, Bursaspor’un
kurucu iiyeleri olarak kabul edilmis ve Celikspor’un son baskani olan Salih Kiracibagi kurucu

ityelerin oylariyla Bursaspor’un ilk bagkani olmugtur. (bursaspor.org.tr, 2016)

{1k kez 1963-64 sezonunda organize edilen Tirkiye 2.Ligi [stanbul, Ankara ve Izmir’in 1.Lig'den
diisen yada mahalli profesyonel ligin basarili olan takimlardan olusturulmustur. Onlara, daha 6nce
1.Lig'de yer alan bir miiessese takim1 olan Adana Demirspor ile son Tiirkiye Amator Futbol Birincisi
Mersin [dmanyurdu eklenmistir. 1963-64 sezonu ile birlikte baslayan 2.Lig’de gekilen kura sonucun-
da Bursaspor ilk magini 21 Eyliil 1963 giinii deplasmanda Izmir Demirspor ile oynamis ve ilk resmi
puanini, 22 Eyliil 1963 giinii Izmir'de Ulkiispor ile golsiiz berabere kaldig1 miicadeleden, ilk galibi-
yetini ise sezonun iigiincii haftasinda Istanbul’da oynadig1 Vefa deplasmanindan almistir. (bursaspor.
org.tr, 2016)

Bursaspor'un 2010 yilinda kazandigi sampiyonluga kadar ligdeki en biiyiik basarisi 1979-1980
sezonunda aldig1 dérdiinciilitk olmustur. (Kemankas, 1996:5) 1967 yilinda Birinci Lige ¢ikan Bur-
saspor, 1985-1986 futbol sezonunda ilk ve tek Tiirkiye kupasini kazanmistir. Tiirkiye kupast finalini
Bursaspor, Altay’la oynamis ve 2-0 kazanmistir. Bursaspor ayni sezonda tarihinde ilk kez kiime diis-
mistiir. Ancak kupay1 kazanmasi nedeniyle yonetmelik sayesinde ligde kalabilmistir. (Kaplanoglu,
2016)

Ligin en eski kuliiplerinden biri olan Bursaspor 2003-2004 sezonunda Ikinci Lige diismiis, iki
sezon bu ligde miicadele ettikten sonra 2005-2006 sezonunda tekrar Stiper Lige yiikselmigtir. Dort
yil sonra Tirkiye sampiyonu olmusgtur. Bursaspor 16 Mayis 2010 giinii mucizevi bir sekilde sampiyon
olarak Tiirk futbolunda “Anadolu Devrimi” olarak adlandirilan bir basariya imza atmistir. Bu basari-
ya daha 6nce ulasan tek Anadolu kuliibii olan Trabzonspor son sampiyonlugunu 1983-1984 sezonun-
da kazanmug; yirmi alti yil siiresince ii¢ Istanbul takimi sampiyonlugu kendi arasinda paylasmistir.
(Zencirkiran, 2011:15)

Bursaspor'un sampiyonlugu futbolcular ve teknik kadro kadar kentin kenetlenmesi sonucu gelen
bir basaridir. 2009-2010 sezonunda “o sene bu sene” sloganiyla motive olan kent dinamikleri her
anlamda bir araya gelmistir. Ornegin Istanbul Biiyiiksehir Belediyesi deplasmanina 35 bin kisiyle
gidilmistir. Bu Tiirk futbol tarihine deplasman rekoru olarak girmistir. Istanbul deplasmaninda ka-
zanilan Fenerbahge ve Besiktas maglarindan sonra binlerce taraftarlar takimlarini Bursa’ya bir saat
uzakliktaki Topgular iskelesinde kargilamistir. Kent asilan bayraklarla adeta karnaval yerine ¢evril-
mis, camia sampiyonluga inanmus, tribiin sovlariyla i¢ sahadaki maglarin biiyiik boliimii kazanilmuis,
biitiin bunlarin sonucunda sampiyonluk yirmi alt1 yil aradan sonra Anadolu’ya gelmistir. 16 Mayis
giinii Bursa’da ve Anadolu'nun birgok kentinde yer yerinden oynamistir. (Zencirkiran, 2011:26-27)
Bu sampiyonluk sonrast Bursaspor bayrag: (ki bununla ilgili mars dahi bestelenmisti) Bogaz Képrii-

stine astlmuistir.

Kent takimlarinin sampiyon olmast ¢ok sik rastlanan bir olay degildir. Bursaspor’'un kurulusunun
47yilinda sampiyon olmast gibi, Bursa’ya gore cok daha kiiciik bir kent olan, 340 bin kisilik kentin
takimi Leicester City Ingiltere Premier Liginde kurulduktan 132 yil sonra 2016’da sampiyonluk ipini
goglislemistir. (Yetismisoglu, 2016) Kent takimlarinin taraftarlart kentlilik bilincinin ne oldugunu

iyi bilirler. Bursaspor taraftarlarinin sikca dile getirdigi gibi sampiyon takimi tutmazlar, sabredip
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tuttuklari takimi sampiyon yaparlar. Bunun icin bazen yarim asir, bazen bir asirdan fazla beklemeyi

goze alirlar.

Bursaspor kurulusundan itibaren kendisini, ii¢ biiyiikler olarak adlandirilan Istanbul takimla-
rinin kargisinda konumlandirdis, taraftarlarin deyimiyle “Bizansa” karst Anadolunun sesi olarak
gordiigii soylenebilir. (Zencirkiran, 2011:168) Bursaspor taraftarlari “ii¢ biiytik” kuliibe asir1 derecede
antipati duyar, baska kentlerde olduk¢a yaygin olan ikinci takim kavramina kargi ¢ikar, gercek bir

Bursasporlunun asla bagka bir takimi olamaz.

Kentlilik bilincine ve kente karg1 aidiyet duygusuna sahip olmak i¢in ayni mekani paylasmak
yeterli degildir. Kentlilik bilinci i¢in ortak bir paydalar gerekmektedir. “Aidiyet” kentlilik bilinci-
nin ana unsurlarindan biridir. Kendini kente ait hisseden bir kente karst sorumlu davranmakta yani
kentlilik bilincine ulagmaktadir. (Keskin vd, 2015: 40) Gé¢menlerin dogup, biiytidiikleri topraklar:
unutup, yeni kentlerine aligmalar: olduk¢a zahmetli ve uzun bir siirectir. Farkli cografyalardan kente
gocen Bursalilarin belki de bulustuklari tek ortak payda ise Bursaspor olmustur. Bursa’daki baska hi¢

bir aidiyetin Bursaspor kadar birlestirici olmadigini soylemek olanaklidir.

Arastirmact Raif Kaplanoglu Bursali olmakla, Bursasporlu olmak arasindaki iliskiyi soyle agik-
lamaktadir: “Bursa’y1 yoneten yerel yoneticiler, {ilkemizin, hatta diinyanin dért kdsesinden Bursa’ya
gelip yerlesen insanlara hemserilik bilinci agilamak icin bir dizi kiiltiirel etkinlik diizenliyor, onlar:
Bursali yapmak istiyor... Bence mutlaka yapmali da!.. Bursa'da kiiltiirel bir birlik olusturulmak iste-
niyorsa eger, tiim Bursalilart hemgerilik baglariyla bir birine baglamak istiyorlarsa, 6nce Bursasporlu
yapma gerektigine inantyorum. Bursasporlu olmadan bir kisinin Bursali olmasi ¢ok zordur. Bugiin
Bursa Tiirkiye Sampiyonu... Bursali yerel yoneticiler ne kadar para harcasalar da kentlilik bilincini
gelistirmek icin ne kadar ¢aba harcasa da bu kadar etkili olamaz. Yizbinlerce Bursali nasil sampi-
yonluk gecesi ayni duygularla bagirmistt meydanlarda... Bursa’nin marka degeri i¢in harcanan tiim
emeklere kargin, bir avu¢ Bursasporlu sporcu ve spor adami, Bursa’nin marka degerini arttirmigtir.”

(Kaplanoglu, 2016)

“Bursasporluyum” denildiginde bagka toplumsal sembollere ve sdylemlere gerek kalmiyor, kentli-

ligi, kentsel ve kiiltiirel aidiyet séylenmis olunuyor. (Dogan, 2010: 74)

Kent, onu olusturan fiziksel, sosyal ve ekonomik degerlerin fiziksel mekandaki anlatim aracidir.
Kentlilik; bireylerin kentte yasamanin gerektirdigi kosul ve normlar: anlamis, 6ziimsemis ve benimse-
mis olmalari demektir. Kentlilik bilinciyse, kentte yasayan bireylerin kente 6zgii tutum ve davraniglar
sergilemeleri, birer kentli birey olduklarinin farkinda olmalari ve buna uygun davranmalari anlamina
gelmektedir. Kentlilik bilincinin olusabilmesi i¢in, bireylerin yasadiklart kent ile anlamli, giiclii ve
stirdiiriilebilir baglar kurabilmeleri ve kendilerini yasadiklari kentin bir parcasi gibi hissetmeleri ge-
rekmektedir. Kente karsi aidiyet duygusunu hissetmek, kenti sahiplenip, korumak, kentlilik bilincinin

olusumu icin gerekli olan unsurlarin basinda gelmektedir. (Banger, 2010)

Bursa’da Kentlilik Bilinci Arastirmasindan elde edilen bulgulara gore kentlilik tanimi agisindan
“kendini Bursali hissetmek”, “evin sahibi gibi gormek” 6nemli faktérler olarak 6ne ¢ikmaktadir. Kent-
liligin bir yerde dogmus olmaktan daha ¢ok, kendini bir yere ait hissetmekle agiklanmasi, kentliligin
sonradan, bireysel ¢cabayla kazanilacag: bilincinin olugmast niifusunun neredeyse yarist bagka yere
kayitli olan Bursa agisindan son derece 6nemlidir. (Keskin vd, 2015: 40) Bursaspor’un tribiinlerinde
de kentin heterojen yapisini gozlemlemek olanaklidir. Bursaspor’un tinlii taraftar grubu Teksas’in tri-
biin liderlerinden Selim Kurtulan Istanbul, Teksas Taraftarlar Dernegi Bagkani Mehmet Giizelsoz ise

Diyarbakir dogumludur. Aileleri Bursa’ya yerlestikten sonra kiigiik yasta tribiinlerde yer almaya bas-
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lamiglardir. Mehmet Giizelséz kendisiyle yapilan bir sdyleside sehir milliyetcisi olduklarini ve ortak
paydalarinin Bursa ve Bursaspor oldugunu ifade etmistir.(Zencirkiran, 2011:392-397)

Kentlilik bilinci kentte yasayanlarin birbirini fark etmesi, anlamasi, farkliliklarini gesitlilik olarak
algilamasi ve bu gesitlilik ve renk harmonisinden kent kiiltiirii-kentlilik adina ortakliklar ¢ikarma

¢abalarinin bitintdiir. (Kentlesme Surasi, 2009:22)

Kentlilerin yasadiklari yere aidiyet hissi ile baglanmalari ve oray1 sahiplenmelerini de beraberinde
getirmektedir. Giiniimiizde Bursaspor’u tutmak, Bursalilar tarafindan Bursa’y1 sevmekle ve ona sahip
ctkmakla esdeger kabul edilen bir olgudur. Basta Bursaspor olmak tizere Anadolu kuliiplerinin taraf-
tart takimlarinin hakkini savunmayi, kenti savunma anlamina gelen “sehr-i miidafaa” olarak adlan-
dirmistir. Anadolu takimlari zaman zaman yapuklari biyiik yiiriiytslerle takimlarinin ugradiklar:
haksizliklari protesto etmektedir. Ornegin Bursaspor taraftarlart 15 Mart 2013 giinii yapilan biiyiik
yliriiyiis sonrasinda Futbol Federasyonunun Bursa Temsilciligine siyah ¢elenk birakilarak Bursaspor
tizerinde oynanan oyunlari protesto etmislerdir. Dolayisiyla Bursasporlu olmak, Bursali olmanin ve
kenti savunmanin kriterlerinden biri olarak kabul edilmektedir. Béylece Bursaspor taraftar: yalnizca
Bursaspor’un degil, kentin de bir parcast oldugunu hissetmektedir. Bursaspor tribiinlerinin merkezi
sayilan farkl: etnisite ve siyasi goriislerden insanlarin yer aldig1 Teksas grubunun felsefesinin temelini
“her sey Bursa igin ve anti [stanbul” diisiincesi olusturmaktadir. Bursa adinin oldugu her platformda

kentin her tiirlii degerininin yaninda yer almayi esas almaktadirlar. (Zencirkiran, 2011: 404)

[smail Dogan Bursaspor taraftarligint bir renk, bir kent, bir cografya, bir tarih ve bir inang ta-
raftarlig1 olarak degerlendirmekte ve Bursalilarin 6zelliklerini s6yle anlatmaktadir. “Basarma duygusu
yiiksektir; mensubiyetlerine, kentli aidiyetlerine onemle vurgu yapan; kent ayricaligini iireten cografyanin
bahsettigi dogal renklere tutkun insanlardir. Onun icin yesili, onun icin beyazi severler. O nedenle Bursa
onlarin her tiirlii sosyal kimliginin oniinde yer alir. Bursaspor onlar icin Bursa'nin, ¢ok sevdikleri kentin
biiyiik bir degeridir. Bursalilar iste bu nedenle Bursasporludurlar. Bu yiizden sampiyonluk onlar icin arag-
tir. “Oyle mutluyuz ki bu sene sampiyonlugun cani cehenneme” ya da “kupalara tapsaydik Bursasporlu
olmazdik” diyebilmektedirler.” (Dogan, 2010: 14)

Bursa’yla biitiinlesmis Bursaspor’'u kentin ortak degerlerinden biri olarak gormek olanaklidir. Ayni
zamanda Bursaspor kentin en biiytik moral degerlerinden biridir. Bursaspor’un galip geldigi haftalar-

da sanayi tiretiminde artis oldugu bile one siirtilmektedir.

Giintimiizde kentleri Diinya’ya tanitmanin en énemli yollarindan biri de futboldur. Parma, Roma
gibi gelismis, tarihi ve dogal zenginliklere sahip kentler futbol takimlariyla taninmaktadir. Futbol
takimlarinin basarisi biiyiik bir tanitim olanag: saglamakta ve dogal olarak kentlere olan ilgiyi de art-
urmaktadir. (Dogan, 2004: 149) Bursa kentinin de en biiyiik markast kuskusuz Bursaspor’dur. Bursa
Biiytiksehir Belediye Baskani Recep Altepe kendisiyle yapilan bir réportajda Bursaspor’la ilgili olarak
sunlari soylemistir: “Bursaspor’la ilk defa bu kadar yakindan ilgilenen belediye baskan: biziz. Nigin?
Ciinkii bu sehrin ismini one ¢ikarmak ¢ok onemli. Biz, buna ok onem veriyoruz. Bu sehrin miimtaz bir
kuliibii var: Bursaspor! Ona sabip ¢ikmak gerekir, destek olmak gerekir. Sehrin adini bu yoldan kolaylikla
duyuruyorsunuz. Ciinkii bu sehrin bir markasi. Marka sehir dedigimiz, boylesi markalarryla oluyor. Bagka
tiirlii olmaz.”(Tonak, 2013:8-9)
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3. YEREL MEDYA VE BURSASPOR ILiSKiSi

Bursaspor’'un Bursa kent yasaminda bu denli 6n planda olmasinda Anadolu’nun diger kentlerine
gore son derece giiclii olan yerel medyanin biiyiik rol oynadig: kabul edilmektedir. Koklii bir gegmise
sahip olan Bursa basinin Osmanli déneminde Istanbul ve Rumeli’nin biraz gerisinde, Anadolunun ise
bir hayli 6niinde oldugu kabul edilmektedir. Osmanl: sinirlart icinde yayimlanan ilk Tiirkce gazete,
birinci sayist 11 Kasim 1831 giinii yayimlanan Takvim-i Vekayi’dir. 1867 yilinda ¢ikarilan Teskilatt
Vilayet reformu ile Anadolu eyaleti aralarinda merkez sancagi Bursa olan Hudavendigar Vilayeti bu-
lundugu dort vilayete béliinmiistiir. Ardindan her vilayette bir matbaa acilmasi ve gazete ¢ikarilmasi
kararlastirilmistir. 1868 yilinda Bursa matbaa kurulmus ve yaklasik bir y1l sonra Vali Hact [zzet Pasa
doneminde 8 Subat 1869 Cumartesi giinii vilayetin resmi yayin organi olan Hudavendigar adli gazete
yayinlanmaya baslamistir. Bursa basininin baslangici Hudivendigar gazetesine dayanmakreadir. (Us-
kiidari, 1972:119-124)

Cumbhuriyet doneminde de 6nemini koruyan Bursa basini asil 6nemli hamlesini 1974 yilinda
yapmustir. 11 Eyliil 1974 giinii Bursa ofset teknigiyle ve bazi sayfalari renkli olarak basilan bir gazete-
ye sahip olmustur. Yerel girisim ve Istanbul’da Giinaydin gazetesini gtkaran Web Ofset ortakligtyla
1950’den bu yana yerel basinin lideri olan Hakimiyet gazetesi Bursa Hakimiyet adiyla yayimlanmaya
baglamistir. Ofset teknigiyle basilan bu gazete spor alaninda da ilklere imza atmus, ilk kez yurtdisina
muhabir gondermistir. Bursaspor’un ilk biiyiik yurtdisi basarisi olan Avrupa Kupa Galipleri Kupasin-
da Irlanda’nin Fin Harps takimini eleyerek tur atlamis ve bu zafer Bursa Hakimiyet genis bir bigimde

yer alirken, Istanbul basininda yer bulamamustir. (Akkilig, 2006: 43)

Yiiksek tirajlara ulagsan Bursa Hakimiyet Gazetesi on yil boyunca rakipsiz kalmigtir. 1983 yilinda
yay1in hayatina baslayan ve ofset teknigiyle basilan Hakimiyet Gazetesi Bursa yerel basinina hareket ve
rekabet getirmistir. Bu gazeteleri 1986’da kurulan Uludag ve 1987°de kurulan Olay gazeteleri izlemis-
tir. (Akkilig, 2006:43) Yerel basindaki rekabet Bursaspor’'u da derinden etkilemekteydi, zira bir medya
grubunun destekledigi kuliip yonetimini, diger medya grubu kiyasiya elestirebiliyordu. (Zencirkiran,
2011:166) Ote yandan bu gazeteler Bursaspor’un {izerinde Anadolu'nun baska hicbir takiminda go-
riilmedigi kadar baskida yaratiyordu. Dért ofset gazete arasindaki rekabet ve reklam pastasindan
pay alma savasina Istanbul’un ulusal gazeteleri biiro acip, 6zel ekler gikararak dahil olmustur. Bursa
basininin giiglenmesinde spor sayfalarinin da biiyiik katkist oldugu kabul edilmektedir. Istanbul ga-
zetelerinin ¢ikardigi Bursa eklerinde de en genis yeri, yerel haberlerin yani sira Bursaspor’un aldig:

bilinmektedir.

1990’larin giiniimiize dek Bursa’nin giiglii gazetelerine sayist ona yaklasan yeni gazeteler eklenmis,
yazilt basina Olay TV, AS TV ve Line TV gibi televizyon kanallari ve say1st yirmiyi gecen radyo istas-
yonlari eklenerek Bursa medyasini olusturmustur. Ozellikle Bursa’ya yonelik yayin yapan televizyon
kanallarindaki spor haberlerinde Bursaspor ana giindemi olustururken, Bursaspor'un konusuldugu
spor programlart genis bir bigimde yer bulmustur. Ustelik son yillarda Bursaspor da kendi medyasina

sahip olmus, televizyonu, dergisi ve internet sitesiyle kendi iletisimini yapmaya baglamistir.

Basinda Bursa-Istanbul gekismesi en ok spor haberlerinde yasanmustir. Istanbul basini Bursaspor’a
neredeyse hig yer vermezken, Bursa basini Bursaspor'a oldukea genis bir sekilde yer vermistir. Istan-
bul basininin spor haberlerini ve maglari verirken {i¢ biiytikler digindaki takimlara yonelik ayrimci
tavrinin da Bursasporluluk kimliginin olusumunda 6nemli bir role sahip oldugu kabul edilmektedir.

(Zencirkiran, 2011:168-169)
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Bursa basini son kirk yilda ofset baskili gazeteler, televizyonlar ve radyolarla biiyiik bir degisim
yasayarak Istanbul medyastyla en azindan bolgesel olarak yarisabilecek noktaya gelmistir. 1974 yilinda
Bursa Hakimiyet ile baslayan sonra Hakimiyet (Bursa Haber), Uludag ve Olay’la devam eden mo-
dernlesme ve yapisal degisim sonucunda uzmanlagma 6n plana ¢ikarken spor ve magazin gazeteciligi
onem kazanmistir. (Akkilig, 2006: 43) Bursa basini, hem Istanbul’a yakinligi, hem de yapilan biiyiik
yatrimlar nedeniyle “Kiigiik Bab-1 Ali” olarak adlandirilmistir. (Zencirkiran, 2011:281)

Bursa’da Kentlilik Bilinci Arastirmasi'na gore Bursa’ya gelen gé¢menler arasinda yasadiklart kent-
le ilgilendikleri ve duyarli olduklarinin dl¢iitlerinden biri olan yerel basini takip orani yiiksek ¢ik-
mustir. Zira duyarlilik, kentli olmanin vazgecilmez bir unsuru olarak kabul edilmektedir. (Keskin

vd, 2015: 40)

Bursaspor’un yerel basinin tirajlarina dogrudan etki ettigi, halki gazete almaya tesvik ettigi ve ye-
rel basini besleyen unsurlarin baginda geldigi kabul edilmektedir. Bu nedenle Bursasporla, Bursa yerel
medyasinin ¢ok yakin iligkisi bulundugu ve Bursapor’un gelisiminde yerel basinin biiyiik katkist oldu-
gu kabul edilmektedir. (Zencirkiran, 2011:282) 2010 yilinda gelen mucizevi sampiyonlukta da Bursa

yerel medyasinin biiyiik destek verdigi ve kentte yaratilan sinerjide biiyiik rolii oldugu bilinmektedir.

SONUC

Cok kokli ve giiclii bir futbol gelenegine sahip olan Bursa profesyonel ligler kurulmadan énce
iki kez Tirkiye sampiyonlugu yasamuis, futbolla her zaman i¢ i¢e olmus bir spor kentidir. 1963 yilin-
da kurulan Bursaspor ayni zamanda Tirkiye'nin ilk kent takimi olarak tarihe ge¢mistir. Bursaspor,
kentin demografik dagilimina uygun bir sekilde bes farkli toplumsal kesimi temsil eden kuliibiin
birlesmesiyle kurulmustur. Béylece kozmopolit bir karaktere sahip olan kentin tiim renkleri kendi-
sini Bursasporlu olarak gorebilmistir. Tiirkiye'nin 80 kentinden de gog alan Bursa’nin demografik
yansimasini Bursaspor tribiinlerinde de gérmek olanaklidir. Unlii taraftar gruplarindan Teksas'in li-
derlerinden biri Istanbul, digeri Diyarbakir dogumludur. Tribiin liderleri de ortak paydalarinin Bursa
ve Bursaspor oldugunu ifade etmektedir. Bursaspor'un maglarinda etnik, dini, sinifsal ya da siyasal
farkliliklar ortadan kalkmaktadir, ister holding patronu olsun, isterse taraftarin biiyiik cogunlugunu
olusturan garajalundan bir isci, herkes artik ayni heyecan: tagiyan birer “taraftar’olarak tribiindeki

yerini almaktadur.

Bursaspor, 2010 yilinda Tiirkiye Ligi sampiyonu olarak Trabzonspor'un ardindan sampiyonlu-
gu Anadolu’ya tasimistir. Bu sampiyonlukta teknik kadro ve oyuncularin basarisi kadar kentin ke-
netlenmesi ve onbinlerce kisiyle deplasmanlara gidilmesi biiyiik rol oynamistir. Futbolda Istanbul
hegemonyasinin yikildigi, “Anadolu’dan sampiyon ¢ikmaz ezberinin bozuldugu”, Anadolu atesinin
Tiirk futbolunu aydinlattigi tertemiz bir sampiyonluk elde etmistir Bursaspor. Diinya ¢apinda yank:
uyandiran bu bagar1 Bursa’nin tanitimina da olaganiistii katk: saglamigtir. Kuskusuz kentin en biiyiik
markasi ve moral degeri Bursaspor’dur. Ve unutulmamalidir ki “futbol asla sadece futbol degildir”.
Pek cok islevi olan futbol giindelik yasamimizin vazgecilmezlerinden biridir. Bursaspor’un galip gel-
digi haftalarda sanayi tiretiminde artig oldugu bile 6ne siiriilmektedir. Bu durum bile Bursaspor'un

Bursalilarin giindelik yasamlarinda ne denli 6nem tasidiginin kanitdir.

Bursaspor’'un kent yasaminda bu denli 6n planda olmasini ise son derece giiclii olan ve “Kiigiik

Bab-1 Ali” olarak adlandirilan yerel basin saglamistir. Futbol kenti Bursa’nin yerel basini Anadolu’nun
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bir bagka kentinde goriilmedigi kadar destek sagladig: gibi, teknik kadro, oyuncular ve yonetim tize-

rinde de en az atesli taraftar1 kadar biiytik bir baski olusturmaktadir.

Bursa’da yasayanlar dogduklari ya da doyduklar: yeri, yani Bursa’yi, kendi kentleri olarak gor-
medikece bir kentlilik bilincinden s6z etmek miimkiin olmayacakur. Farkli cografyalardan gelerek
Bursa’y1 yurt edinen go¢menlerin kendilerini “Bursali” hissetmeleri son derece 6nemlidir. Bana gére
Bursa gibi kozmopolit bir kentte kentlilik bilinci yaratmanin baslica yollarindan biri kentte yasayanla-
rin Bursasporlu olmalarini saglamaktan gecmektedir. Zira bu asama Bursali olmanin ve kente aidiyet
duygusuyla baglanmanin ilk adimi olarak degerlendirilmelidir. Bu konuda kentin ve Bursaspor'un
yoneticilerine biiyiik gorev diismektedir. Ozellikle ilkogretim ¢agindaki gocuklara yonelik diizenli
halkla iligkiler faaliyetleri ve kampanyalar yiiriitiilmeli, gen¢ kusagin Bursaspor’u benimsemesi i¢in
caba harcanmalidir. Bursasporla ¢ok yakin iliski i¢cinde oldugu bilinen Bursa yerel medyasinin da bu

konuyu giindemde tutmasi gerekmektedir.
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FIRMA MEVDUATLARI VE DIS TICARET ACISINDAN
KUR RISKININ YONETILMESINDE TUREV
URUNLERIN KULLANIMI

Ogr. Gor.Dr.Sevgi SEZER'
Kemal CANPOLAT?

OZET

luslararas: Para Sisteminin 1973 yilinda sabit kur sistemi yerine dalgals kur sistemini
benimsemesiyle faiz oranlar: ve doviz kurlarindaki degisiklikler, doviz kuru riskini ve bu
riskten korunma (hedging) gerekliligini ortaya ¢ikarmagstir. Calismada giidiilen amag dog-
rultusunda kur riskinden korunma yontemlerinden tiirev iiriinlerin kullaniminin sirketlerin dis ticareti
ve mevduatlar: agisindan onemi wygulama ornekleriyle ele alinmagtir. Tiirev diriinlerin gelismis iilkeler-
deki kullanim oranin yiiksek olmasina ragmen, Tiirkiye de tiirev diriinlerin bilinmesi ve kullanilmast ko-
nusunda yetersizlik dikkati cekmektedir. Tiirev diriinlerin kullanimina ilginin artirilmast kur riskinden

korunma agisindan onemli olacaktrr.

Anabhtar Kelimeler : Dalgali Doviz Kuru, Déoviz Kur Riski, Kur Riskinden Korunma, Tiirev Uriin-
ler, Dis Ticaret.

JEL Kodu : F31, F13, F30, G23, O24.
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ABSTRACT

ariations in interest and foreign exchange rates observed after International Monetary
System adopted floating exchange rate system replacing the fixed exchange rate system I'm
1973 caused foreign exchange risk and the need to be protected from this risk (hedging).
Parallel to the objective of the present study, the significance of the use of derivative products, one of the
hedging methods, on foreign trade and savings of corporations was scrutinised based on application exam-
ples. Although derivatives are commonly used in developed countries, it is interesting to see that derivative
products are neither known nor utilized in Turkey. An increased interest in the utilisation of derivatives

would be significant in prevention from foreign exchange rate risks.

Anabhtar Kelimeler : Floating Foreign Exchange Rate, Foreign Exchange Risk, Hedging, Derivative
Products, Foreign Trade.

JEL Kodu : F31, F13, F30, G23, O24.
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GIRIS

retton Woods Sisteminin 1973 yilinda sona ermesiyle sabit kur sistemi yerini dalgali kur
sistemine birakmigtir. Dalgali kur sisteminde déviz kurlarindaki dalgalanmalar birgok
isletmenin yonetimini zorlastirmistir. Ozellikle ihracat ve ithalat yapan isletmeler d6viz
kur riskiyle kargi karsiya kalmiglardir. Buna ilaveten; 1973 ve 1979 yillarinda petrol krizleri ve he-
men sonrasinda uygulanan Monetarist ekonomi politikalari sonucunda faiz oranlari ve fiyatlar genel
diizeyinin de asir1 dalgalanmasina neden olmustur. 1980’li yillardan itibaren de finansal piyasalarin
kiiresellesmeye baglamasi, bilgi ve iletisim teknolojilerindeki hizli degisim ve gelismeler de isletmeler
agisindan riskleri ortaya ¢ikarmistir. Uluslararast piyasalardaki bu degisim ve gelismeler, isletmeleri

doviz kur riskinden korunmak ve kur riskini yonetmek icin tedbir almaya yoneltmistir.

Déviz kuru riski; uluslararasi isletmelerin tilke paralari ile yabancr tilke paralari arasindaki kur de-
gisikligi sonucunda kayip ve kazanglara neden olmaktadir. Uluslararasi isletme karlarindaki déviz ku-
rundaki oynamalar nedeniyle belirsiz degismelerin olusmasina kur riski denir (Biiker vd., 1997:570).
Bir baska tanima gore kur riski; gelecekte déviz kurunda beklenmeyen degisimlerin sonucunda iilke
parasinin degerindeki diisme veya yiikselmeyi ifade etmektedir (Glaum, 1990: 66). Kur riskinden
korunma (hedging) veya (hedge) belirli bir riske karst koruyucu 6nlem almayi ifade eder. Bagka bir
tanimla da kur riskine karst korunma; gelecekte déviz kuru dalgalanmalarindan kaynaklanabilecek

kayiplari igeren riskin azaltilmasi veya ortadan kaldirilmast yontemleridir (Ertiirk, 1994: 23).

Kur riski, uluslararast 6demeler bilangosu, kredi ve sermaye akimlari, yabanci para bazindaki borg¢
ve alacak iligkileri, hatta isletmeler uluslararasi faaliyette bulunmasalar bile, iilke parasinin degerinin
degismesi sonucundan olumlu veya olumsuz etkilenmektedirler. Déviz kuru riski, isletme degerini
etkileyen isletme disindan bir faktordiir ve giinden giine onemli bir faktdr haline gelmektedir (Soe-
nen ve Madura, 1991: 119). Kur riski isletmenin hisse senetlerinin piyasa degerini de etkilemektedir
(Seyidoglu, 1997: 180).

Déviz kuru riski islem riski, ekonomik risk ve muhasebe riski olmak iizere tige ayrilmaktadir.
I§lem riski, isletmenin dévize bagli yaptgt birtakim sozlesmeler nedeniyle 6rnegin ihracat, ithalat, dé-

vize bagli bor¢ ve alacaklari bazinda nakit kayip ve kazanglari ifade etmektedir (Seyidoglu, 1997: 180).

Ekonomik risk; déviz kurunda meydana gelen beklenmeyen degisimlerin isletmenin nakit akim-

larini ve piyasa degerini etkilemesidir (Malindretos, 1995: 56). Ekonomik risk, hem yurt icinde fa-
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aliyet gosteren hem de yurt disinda faaliyet gosteren isletmeleri etkiledigi icin 6nem arz etmektedir.
(Martin ve Mauer, 2003: 438).

Muhasebe riski, isletmelerin finansal tablolarinda yabanci para ile gosterilen varlik ve kaynaklari-
nin tilke parasinin degerindeki degismeler sonucunda defter degerindeki degismeyi ifade etmektedir
(Grant ve Soenen, 2004: 53).

Bu ¢aligmanin amaci, déviz kurlarinda gériilen dalgalanmalarin yaratugt déviz kuru riskine karst
gelistirilen yontemlerden tiirev tirtinleri tanitmak, doviz kuru riskine karsi isletmelerin mevduatlar ve

dis ticaretinde uyguladigy stratejilerin fayda ve zararlarini ortaya koymaktur.

Bu amagla ¢alisma iki boliimden olusmustur. Calismanin birinci boliimiinde déviz kuru riskinin
yonetimi konusunda yapilmis calismalara yer verilmistir. Ikinci boliimde déviz kuru riskinin yone-
timine kargt kullanilan tiirev iiriinler teorik olarak aciklanmuis, isletmelerin kur riskinden korunmak
icin tiirev iiriinlerin isletme mevduatlari ve isletme dis ticareti acisindan kullanimi 6rneklendirilmis-
tir. Béylece, isletmelerin hem mevduatlari hem de dis ticareti agisindan uygulanan korunma yontem-

lerinin olumlu veya olumsuz etkisi ortaya konulmaya ¢alisilmistir.

1. Déviz Kuru Yonetimi Ile ilgili Literatiir Taramasi

Déviz kuru yonetimi ile ilgili kullanilan tekniklerin aragtirmasina yonelik yapilmis literatiirdeki
calismalar genel olarak iki grupta siniflandirabiliriz. Bunlardan birinci grupta; islem riski, ekonomik
risk ve muhasebe riskinin 6l¢iilmesine yonelik tilke, sektor ve sirketler bazinda arastirmalar yapildig:
anlagilmaktadir. Yine literatiir taramast sonucunda ikinci grup ¢alismalarin déviz kuru riskine kargt

tiirev tirtinlerin bankalardaki kullanimi {izerine durdugu tespit edilmistir.

Pradhan vd., (2004) ¢alismalarinda, déviz kuru belirsizligi ile iilkelerdeki yatirim harcamalarinin

iliskili oldugu sonucuna ulagmislardir.

Ozen, Yoldas ve Ozdemir (2006) IMKB’de faaliyet gosteren imalat sanayinde bulunan isletmelere
yonelik yaptiklari ¢aligmalarinda, birgok isletmenin kur riskiyle karst karstya kaldiklari, bu riski ber-
taraf edici stratejiler izledikleri, ancak kur riskine karst kullanilan tiirev tirtinler hakkinda bilgi sahibi

olmadiklart i¢in kullanamadiklarini belirtmislerdir.

Chow ve Chen (1998) Tokyo Borsasinda islem goren 1110 firma tizerinde bir aragtirma yapmis-
lardir. Calismada isletmelerin d6viz kuru riskinden olumsuz etkilendikleri ve ozellikle hammadde

ithalat1 yapan firmalarin olumsuz etkilendigi sonucuna ulasmiglardir.

Mutluay ve Turaboglu (2013)’nun 1997-2007 déneminde IMKB’da yer alan 55 isletmenin déviz
kuru degisimlerinden mali performans agisindan olumlu veya olumsuz etkilendikleri ve 6zellikle ihra-

catct firmalarin kur degisimlerinden etkilenmesinin daha fazla oldugu sonucu tespit edilmistir.

Sezer (1999) calismasinda Kayseri’de bulunan halka acik anonim sirket ve IMKB kayitl sirketler
tizerinde yaptig1 arastirmasinda; ihracatc isletmelerin kur degisimlerini bankalar araciligiyla izledik-
leri, isletmelerin % 90’nina yakinin kur degisiminden korunmak icin tiirev tirtinleri kullanmadiklar,
isletmelerin % 80’inin ddviz pozisyonlarinda vade, tutar ve doviz cinsi acisindan denklestirici islem
yaptiklari ve korunma yontemlerinden en fazla pazarlama stratejisinin fiyatlandirma degisikligi yo-

niinde oldugunu belirtmistir.
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Allayannis, Brown ve Klaper (2001)’in ¢aligmalarinda; Dogu Asya bolgesinde sekiz farkl: iilkeden
327 firma verileri kullanilmistir. Isletmelerin déviz kuru yonetiminde tiirev iiriinleri kullanmalarinin

isletme verimliligini artirdigt sonucuna ulagmiglardir.

Comlekgi ve Giingdr (2012) caligmalarinda, otel isletmelerinin riskten korunmak igin isletme
dist korunma araglarini ve ozellikle forward islemlerine yonelik sozlesmeleri tercih ettikleri sonucunu

tespit etmiglerdir.

Doganay (2016) calismasinda tiitiin endiistrisinde doviz kurlarindaki degisimden etkilenme dii-
zeylerinin belirlenmesi, déviz kuru bazinda para pozisyon yapilarinin belirlenmesi ve kur riskine kargt
uygulanan stratejilerin ortaya konulmast amaclanmigtir. Arastirmada kur riskine kargi tiirev tiriinle-

rin ¢ok ¢ok az kullanildigini ortaya koymustur.

Kutukiz (2005) ¢aligmasinda Mugla bélgesinde faaliyet gosteren 120 turizm sektoriinde faaliyette
bulunan isletmeye anket uygulamistir. Calisma sonucunda isletmeler acisindan 2001 yili dncesinde
faiz riski ve mal fiyat riskinin 6nemli oldugu, 2001 y1li sonrasinda ise kur riski ve faiz riskinin énemi-
nin ortaya ¢ikugi tespit edilmistir. Bu risklere karst isletmeler mecbur kalmadikea faizle bor¢lanmaya
gitmediklerini ve yeri paranin deger kaybetmesi nedeniyle déviz bazinda para tuttuklarini belirtmis-
lerdir. Ayrica firmalar riskten korunmak icin tiirev iiriin piyasalarinin olmamasi ve bu iriinler hak-

kinda bilgi sahibi olmadiklar i¢in tiirev tirtinleri kullanmadiklarini belirtmislerdir.

Simons (1995) calismasinda, ABD bankalarinin faiz orani tiirev tiriinlerinin kullaniminda etkili
olan faktdrleri arastirmistir. Arastirma sonucunda; tiirev irtin kullaniminin banka buaytklagi ile
iliskili olmadigi, giiclii sermayeye sahip bankalarin faiz swap islemlerini daha fazla yaptiklari, bilanco
aktifleri zayif olan bankalarin swap ve futures islemlerini daha fazla kullandiklari sonuglarina ulagil-

migtir.

Shyu ve Reichert (2002) tarafindan uluslararast 25 biiyitk bankanin tiirev tiriin kullanimi arasin-
daki iligki arastirilmistir. Calisma sonucunda; bankalarin sermaye yeterlilik oranlari, akeif buytkligi

ve kredi notu ile tiirev {irtin kullanimlari arasinda anlamli bir iliski tespit edilmistir.

Shiu ve Moles (2010), Tayvan bankalarinda yaptiklari aragtirmada, Tayvan bankalarinin faiz ve

kur riskined kargi tiirev tirtinleri fazla kullananlarin bityiik bankalar oldugunu belirlemislerdir.

2. Doviz Kuru Riskine Kars1 Kullanilan Tiirev Uriinlerle Dis Ticarette Korunma

Kur riskinden korunma (hedging); kar amacli degil, kur dalgalanmalari sonucunda olusabilecek
riski azaltmak icin yapilmaktadir. Kur riskine karst korunmak icin islem yapanlar, acik doviz pozis-
yonlarini kapatarak koruma altina almakta ve olusabilecek kayiplari sinirlandirmaktadirlar (Ceylan,
2003: 376).

Kur riskine karsi korunma yontemleri ikiye ayrilmakeadir : Birincisi, igsel korunma teknikle-
ri, ikincisi de digsal korunma teknikleridir (Joseph, 2000; Popov ve Stutzmann, 2003; McCarthy,
2003; Aktaranlar : Ciftci ve Yildiz, 2013: 5.96). Digsal korunma teknikleri uluslararasi para piyasasi
islemleri ile ilgili teknikleri ifade etmekte, i¢sel korunma teknikleri ise bunlarin disindaki teknikleri
icermektedir (Joseph, 2000; Popov ve Stutzmann, 2003; Jacque 1981; Kelley, 2001; Khoury ve Chan,
1988; Moosa, 2010; Sivakumar ve Sarkar, 2010; Yildriz, 1988; Aktaranlar : Ciftci ve Yildiz, 2013:
$.96-97). Tiirev iiriinler, fiyatlarinin olusumunda bagka tirtinlerin fiyatinin etkili oldugu ya da fiyati-
nin sozlesme vadesi sonunda sozlesmeye konusu varligin fiyatina bagli olan iiriinleri ifade etmektedir

(Korkmaz, 1999: 7).
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2.1. Forward Sézlegmeler

Forward sozlesmelerde yapilan islemler, gelecekte bir tarihte teslim edilmek sartiyla, herhangi
bir kiymetin vadesinin, miktarinin ve fiyatinin bugiinden belirlenerek sézlesmeye baglanmasi olarak
tanimlanmaktadir (Ceylan, 2002: 369). Bu islemler organize olmayan piyasalarda yapildig: i¢in fiyat,
miktar ve vade gibi unsurlarda standardizasyon olmayip taraflarin karsilikli anlagmalar s6z konusu-

dur. Forward sozlesmeleri her iki tarafi da (banka ve miisteri) baglar ve cayilamazdirlar.

Forward sozlesmesi yapilarak kur riski ortadan kaldirilmaktadir. Bu s6zlesmelerle; 6rnegin belirli
bir siire sonunda eline déviz gececek ihracatgi, belli bir kurdan vadeli doviz satacak, ayni sekilde bir
siire sonra 6demede bulunacak olan ithalati déviz alacaketir. Belirli siire sonunda ihracatcr eline gege-
cek yerli paranin ne kadar olacagini, ithalatgt da 6deyecegi yerli paranin ne kadar olacagini net olarak
bilecektir. Bunun sonucunda, déviz kurlari ne kadar degisirse degissin, hem ihracat¢t hem de ithalatgt

déviz kuru degismelerinden korunmus olacaklardir (Ceylan, 2003: 376).

Asagidaki orneklerde forward sozlesmelerinin etkisi isletme mevduatlar: ve dis ticareti (ihracat ve

ithalat islemleri) acisindan ele alinmistir.

ORNEK 1 : Forward Sézlesmelerinin Isletme Mevduatlarinda Kullanim1

Bir Tiirk Firmasi, Bursada faaliyet gostermektedir ve elinde 1.000.000 TL hazir nakdi bulunmaktadir.
Giiniimiiz kogullarinda mevduatni bankalarda TL cinsinden vadeli mevduat olarak baglamakta ve faiz
geliri elde etmektedir. 1.000.000 TL mevduatinin 18.08.2016 tarihindeki USD cinsinden degeri 2.92
USD/TL kurundan 342.465 USD‘dir. Firma, hizmet sektoriinde faaliyet gostermekte ve ithalati-ihracau
bulunmadig gibi faaliyetlerinde USD kullanmamaktadir. Ancak, birikimi olan TL mevduatinin USD
cinsinden ilerleyen donemlerde deger kaybetmemesini istemektedir.

Firma, herkesin yaptgt gibi, 1.000.000 TL mevduatini, en yiiksek faiz veren A bankasinda 90 giin vadeli
olarak, yillik % 11.5 mevduat faizi ile vadeli mevduata baglarsa, (1.000.000 TL. * 90 giin * 11.5) / 36500 =
28.356 TL briit, % 15 stopaj kesildikten sonra ise nette 24.102 TL faiz geliri elde edecek ve toplam paras:
vade sonunda (18.11.2016) 1.024.102 TL olacakur. Ancak vade basinda 342.465 USD olan parasi, vade
sonunda kur 2.99’un {izerinde olursa reel olarak vade basindaki 342.465 TL.” nin altina diisecektir. Vade
sonunda serbest piyasa kuru kur 3.05 USD olursa 1.024.102 TL.’si ile ancak 335.771 USD alabilecek ve
vade bagsina gore TL.de 24.102 TL arug goriinse de, USD cinsinden 342.465 - 335.771 = 6.693 USD

azalmis olacaktir.

Firma, vade basinda, vade sonuna gelecek sekilde, bankasindan 3 ay vadeli forward USD alim sézlesmeli
alim yaparsa (parasini yine vadeli TL. olarak yukaridaki sartlarda TL faiz geliri elde edecek sekilde TL
mevduata baglar ve 24.102 TL. net faiz geliri elde edecek sekilde), vade bagindaki USD cinsinden 342.465
USD varligini korumak igin, vade sonunda elde edecegi faiz geliri ile birlikte eline gececek TL. (1.024.102
TL. / 342.465 USD = 2.99 ) ile 2.99’un altindaki USD satim forward kurunda kar elde edecektir. Ornegin
bankasi, firmaya vade basinda 2.92 olan spot kura gore, vade sonunda 2.97 Forward USD satim kuru verir
ise firma vade sonunda eline gegen 1.024.102 TL. ile bankasinda, spot kur ne olursa olsun (6rnegimizde
3.05 olmustu), 1.024.102 / 2.97 = 344.815 USD satin alacak ve vade bagina gore USD cinsinden varligin
2.350 USD arturmis olacakur. Hatta bankadan forward sayesinde 2.97°den aldig1 344.815 USD’yi spot
piyasada 3.05°den satarak tekrar TL.’ye parasint 1.024.102 TL'den 1.051.685.TLye ¢ikarmas olacaktur.
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ORNEK 2: Forward Sézlesmelerinin Isletme Thracat Islemlerinde (Put-Satim Forward) Kullanim1

Tiirkiye'de makine imalat1 yapan ve iirettigi makinalari Kuzey Afrika Ulkelerine vadeli (3 ay) USD cinsinden
ihra¢ bulunmaktadir. Bu firmaya, Tunus'tan 3 ay igerisinde teslim edilmek {izere makine siparisi gelmistir.
Siparis edilen makinalarin ihracater Tiirk firmasina maliyeti 2.900.000.TLdir. Imalatct ve ihracater Tiirk
firmasi, Tunus firmasina 3 ay vadeli 1.000.000 USD fiyatla satis teklifinde bulunmustur ve iki firma vade
ve fiyat konusunda anlasmiglardir. Tiirk firmasi 3 ay sonra ihracat bedelini tahsil edecektir ve USD kurunun
degismemesi durumunda firma, 1.000.000 USD’lik ihracat bedelini TLye ¢evirerek 3.000.000 TL. ciro
satis geliri elde edecek ve 100.000 TL. kér elde edecektir.

Ne var ki 3 ay sonra ihracat bedelini tahsile edecegi tarihte USD kurunun 2.90 1n altina diigsmesi
halinde firma yaptig1 ihracattan zarar edecektir. Firma, bu durumda kurun asirt diismesi riskinden
korunmak amaciyla Bankadan Put-Satum Hakki Forward sézlesmesi almalidir.

SPOT USD/TL Kuru : 3.00 TL (1 USD, 3.00 TL )
3 Ay Vadeli Forward Kuru :3.070 -USD

Miisteri, Vadede (3 ay sonra ) TL/USD kuru ne olursa olsun, ihracat bedeli olan 1.000.000 USD’1 bankaya
getirerek forward kuru olan 3.07 den TLye cevirerek 3.070.000 TL. elde eder. Olas: bir kur diisiisiine kargt
tedbir almus olur. Ancak, ihracat bedelinin geldigi giin spot piyasada USD kuru 3.07’nin {izerinde olusursa
mecburen Bankaya 3.07'den 1.000.000 USD’yi satmak zorundadir.

ORNEK 3: Forward Sézlesmelerinin Isletme Ithalat Islemlerinde (Call-Alim Forward) Kullanim1

Tiirkiyede makine imalati yapan ve tamamini yurtigine (TL bazinda) satan ve makine tiretimi igin
elektrik motorlarina ihtiyact olan bir Tiirk firmasi, ihtiyact olan elektrik motorlarini Cin'den uygun fiyata
bulmugtur. 18.03.2016 tarihinde yaptgi goriismeler sonucunda, Cin'den ki firmaya 3 ay sonra (18.06.2016
tarihinde) Gemlik Limanina teslim alinacak sekilde 1.000.000 USD’lik siparis vermistir. Siparis verdigi
tarihte Tiirkiye'de ki SPOT USD kuru 3.00 TL dir. Firmamizin 3 ay sonra Cin'deki firmaya verdigi siparis
Gemlik limanina gelecek ve mali almast i¢in 18.06.2016 tarihinde, Cin'de ki ithalatgisina 1.000.000 USD
odeme yapmast gerekecektir. Ancak, siparisi verdigi tarihteki (18.03.2016) SPOT kur USD kuru 3.00
TL.dir. 3 ay sonra (18.06.2016) tarihinde ne olacag: hakkinda fikri yoktur ve ani bir yiikselis olmasindan
¢ekinmektedir. Odemeyi yapacagi giin USD kurunun asir1 yiikselmesi, ithal ettigi malin TL cinsinden
kendisine maliyetini dogrudan etkileyecektir.

Ithalatg1, 6demenin yapilacag: 3 ay sonraki déviz kurundaki ani yiikselisten korunmak igin ithalat
siparigini verdigi zaman, 3 ay sonras i¢cin Banka'dan USD Call-Alim Forward sézlegmesi yapar. Yani;
3 ay sonra SPOT piyasada USD kuru ne olursa olsun, Forward s6zlesmesinde anlagmaya varilan kurdan
USD almak, Banka'da satmak zorundadir.

SPOT USD/TL Kuru  :3.00 TL (1 USD, 3.00 TL)
3 Ay Vadeli Forward Kuru :3.070 USD
Forward Tutar : 1.000.000 USD

Miisteri, Vadede (3 ay sonra ) TL/USD kuru ne olusa olsun 3.07 TL. den, 3.070.000 TL 5deyerek
1.000.000 USD almak hakk: elde etmistir. Burada 3 ay sonra USD kuru 3.07’ nin tizerinde kalirsa kur kér:
elde eder, altnda kalir ise de sozlesme nedeniyle 3.07’den 1.000.000 USD alma taahhiidii geregince, SPOT
piyasada daha ucuz olmasina ragmen déviz alimini Bankadan yapmak zorundadur.

Ancak, USD kuru 3.07’nin tizerine ¢ikuginda da, bankanin verdigi taahhiit dogrultusunda, piyasada daha
pahali olmasina ragmen 3.07°'den USD alabilir.

2017, Cilt/Vol: 13, Sayi/Num: 1, Page: 29-46



. 38 PARADOKS Ekonomi, Sosyoloji ve Politika Dergisi Sevgi Sezer-Kemal Canpolat

2.2. Futures Sozlesmeler (Vadeli Islem Sézlesmeleri)

Bu sozlesmeler, aynen forward sozlesmelerde oldugu gibi, belirli 6zelliklerde ve belirli miktardaki
bir mal veya finansal varligin gelecekte 6nceden belirlenmis fiyat ve vadede teslimini belirleyen yasal
sozlesmelerdir (Kirim, 1990: 28). Bu sozlesmelerin Forward sozlesmelerinden ayrilan en dnemli yant

organize piyasalarda yapilmasidur.

Futures; belli bir spot tirtintin (iiriin fiziki bir metal, altin, glimiis, bakir, petrol, bugday, misir ola-
bilecegi gibi; USD, Japon Yeni, Sterlin vb paralarda olabilmektedir) fiyatinin bugiinden sabitlenmesi
suretiye ileri bir tarihte teslim edilmesi veya teslim alinmasi taahhiitlerini iceren sézlesmeleri ifade
etmektedir. Futures sozlesmeleri belli nitelikteki ve belli miktardaki bir malin veya déviz, tahvil, faiz,
bono gibi bir mali enstriimanin gelecekteki, 6nceden belirlenmis herhangi bir tarihte teslimini hiik-
me baglayan yasal bir s6zlesme olarak karsimiza ¢ikmaktadir. Béylece emtia sahibi, gelecekteki belli
bir tarihte olusacak malini alictya bugiin itibari ile belli bir fiyattan satmay1 taahhiit edebilmektedir.
Boylece siire boyunca satict hem kendini finanse etmis, hem de maldaki belirsizliklere karst korunmusg
olmaktadir. Alict ise bu riskleri alarak malin gelecekteki fiyatinin altinda bir fiyatla bugiinden satin

alarak karli bir islem gerceklestirmis olmakreadir.

Futures igelmeleri genelde;

Korunmacilar : Temel olarak spot piyasada aldinan pozisyonun tersi pozisyon vadeli islem piya-
sasinda alinarak fiyat degiskliklerine karst korunma (hedge) saglanmaktadir. Bu korunma sayesinde

arz ve talepten kaynaklanan fiyat belirsizligi bertaraf edilmis olmaktadir.

Spekiilatorler : Riskten korunmak isteyenlerin riskini tstlenerek daha fazla kazang saglamak
amactyla vadeli islem piyasasinda islem yapan yatirimcilarin yapug: islemlerdir. Yatirimer herhangi
bir malin vadeli iglem fiyatinin gelecekteki spot fiyatindan daha diisitk olduguna inanirsa vadeli islem
piyasasinda alig yapmakta, vadeli islem fiyatinin gelecekteki spot fiyatindan daha yiiksek olduguna

inanirsa satig yapmaktadir. Tahminleri veya hesaplart dogru ¢ikarsa spekiilatorler kir etmektedirler.

Arbitrajcilar : Spot ve vadeli piyasalardaki fiyat farkliliklarindan yararlanmak isteyenler de Va-
deli Islem Sozlesmeleri’ni kullanmaktadirlar. Arbitrajin gergeklesebilmesi igin, ayn1 6zelliklerdeki bir
tiriniin spot ve vadeli piyasalardaki fiyatlart arasinda tasima maliyetlerini de hesaba kattiktan sonra

kar yaratacak bir farklilik olmasi gerekmektedir.

Forward ve Swap islemleri genelde Bankalarda yapilirken, Futures islemleri bankalar aract ol-
makla birlikte dogrudan bu konuda uzmanlasmis ve 6rgiitlii bulunan emtia ve {iriin borsalardan ve
uluslararast yapilmaktadir. En ¢ok tarim tirtinleri, degerli madenler vb iiriinlerde yapilmaktadir. Bu
konuda online olan borsalar VIOP (Vadeli islem ve Opsiyon Borsast A.S. -ISTANBUL), New York
Cotton Exchange , London International Futures Exchange, Tokyo International Financial Futures

Exchange, Hong Kong Futures Exchange, Kansas City Board of Trade’dir.

Bu borsalarda miisteri adina broker sirketleri islem yapmaktadir. Tiirkiye’de televizyonlarda da
sikca reklamlarina rastlanilan FOREX , Porter Finance, Tropical Tarde, Option Web, FM Trader

Com. sirketleri 6rnek verilebilir.

Futures sozlesmeleriyle riskten korunma, déviz fiyatlarinin degisimi sonucunda ortaya ¢ikmasi
muhtemel kur riski ve buna bagli gelisen isletme riskinden korunmak i¢in kullanilmaktadir. Yani,
bir¢ok isletmenin gelir-gider dengesinin déviz kurundaki degismelere bagli olarak degismesi anlamin-

dadir (Yilmaz, 2002: 95).

Asagidaki ornekte futures sozlesmelerinin etkisi ele alinmigtir.
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ORNEK 4: Futures Sozlesmeleri

Futures sozlesemleri organize piyasaya ve broker sirketlerce yapildigt icin spesifik 6rnek verilememektedir.
Ancak genel bir 6rnek verilecek olursa; Tiirkiye'de; bakir kablo iireten bir firmanin en biiyiik riski, bakir
madenindeki uluslararasi piyasada ki bakir fiyatlarinin saatlik olarak degismesi ve tpk: petrol tirtinleri gibi
asirt yiikselmesi ve diismesidir. Uretici firmanin en biiyiik girdisi BAKIR olup, yilin 365 giinii sabit bir
fiyattan alim yapmasi, iiretim maliyetlerinin kontolu i¢in 6nemlidir.

Bakir kablo iireten sirket; uluslararasi piayasalardan, ileride teslim edilmek {izere bu giinden BAKIR
ALIM SOZLESMESI imzalayarak, ileride ki asiri fiyat dalgalanmalarindan kendisini koruyabilmektedir.

2.3. Swap Sozlesmeler

Déviz swap sozlesmeleri, ihtiyag duyulan paraya ulasmak ve riski devretmek icin belirli bir déviz
cinsinden ve belirli miktarda para mevcudu ile alacak veya borcun, degis-tokusunu iceren gelecekle
ilgili sozlesmenin, banka araciligiyla yapilmasi ve bu s6zlesme ihtiyaclarinin vade sonunda taraflarca
yerine getirilmesini icerir (Orten, 2001: 312).

Yani doviz swap sozlesmeleri, bir tarafin herhangi bir doviz cinsinden belirlenmis anapara ve fa-
izden olusan 6deme planinin, diger tarafin farkli bir doviz cinsinden belirlenmis anapara ve faizden
olusan 6deme plani ile belirli bir siire igin takas edilmesidir (Cikrikei, 1995: 99).

Asagidaki orneklerde swap sozlesmelerinin etkisi isletme mevduatlari ve dis ticareti (thracat ve

ithalat islemleri) acisindan ele alinmigtir.

ORNEK 5: Swap Sozlesmelerinin Isletme Mevduatlarinda Kullanim1

Para Swap islemleri, taraflarin 6nceden anlastiklart oran ve kosullarda, belirli miktardaki para birimlerini
(doviz/doviz veya Doviz/TL) degistirmek suretiyle gergeklestirdikleri islemleridir. Misteri, para swap
islemini kullanarak, TL. yaturimlarina daha yiiksek bir getiri elde etme imké4nina kavusmaktadir.

Ornek 6.1. (stopaj dikkate alinmadan) : Yatirimcinin 1.000.000 TL mevduati olsun. $u an TL.mevduata
32 giin vadede verilen faiz oran1 % 11 diizeyindedir. Yani (1.000.000 * 32 * % 11) / 36500 = 9.643 TL.
briit (vergi dncesi) getiri elde edecektir.

Swap Sézlesmesiyle; Miisteri, 1.000.000 TLsini % 11 TL faiz oranindan 32 vadeli mevduata baglamaktansa,
1.000.000 TLsine, (32 giin sonra simdiden belirlenen forward kurundan tekrar TLye dénmek tizere) SPOT
kurdan (2.90) 344.827 USD alir. Bu tutart % 2.40°dan 32 giin vadeli d6viz cinsinden vadeli mevduata
baglar. 344.827 USD’sine (344.827 USD. * 32 giin * % 2.40) / 36500 = 725 USD faiz elde edecektir.
Vade sonunda 344.827 USD anapara + 725 USD faizi olmak iizere toplam 345.552 USD elde edecek
ve bunu da énceden belirlenen forward kurundan TLye doniistiirecektir. (345.552 * 2.93 = 1.012.467
TL.) Ornekte de goriildiigii {izere 1.000.000 TLsini % 11 TL faiz oranindan 32 giin vadeli mevduata
bagladiginda elde ettigi briit getiri 9.463 TL. iken, swap yapmak suretiyle elde ettigi getiriyi 12.467
TLye ¢tkarma imkdn: elde etmistir.

Ornek 6.2. (stopaj dikkate alinmadan) : Yatirimcinin 2.910.000.TUsi olsun, 32 giin vadeli, 2.910.000 TL.
tutarli vadeli mevduat hesabi agtirmas: durumunda 32 giin sonra briit 28.063 TL. faiz geliri elde edecektir.

Swap yapilmasina karar verildiginde, Miisteri TL tutar ile islem tarihinde 2.91'den (EUR/TL Spot Alis
Kuru) 2.910.000 TL karsilig 1.000.000 EUR satn alir. Bu tutar % 2.50 mevduat orantyla 32 giin vadeli
mevduata baglanir. Misteri 32 giin vade sonunda 2.94 kurdan (EUR/TL Forward Satis Kuru) Euro (EUR
DTH anapara + faiz geliri kadar) forward satis islemi yapacakur. Miisteri doviz mevduatina briit 2.191 EURO
faiz geliri elde eder. Vadede toplam 1.002.191 EUR, 2.9308 kurdan TLye dénistiiriiliir. Miisteriye toplam
briit 2.946.441 TL 6denir. Miisteri’nin 2.910.000 TL yaurimindan elde ettigi getiri 36.441 TL olacakur.
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ORNEK 6: Swap Sozlesmelerinin Isletme Dis Ticaret Islemlerinde Kullanimi

Swap islemi icerisinde forword, opsiyon islemleri kullanilmaktadir. Carpici bir 6rnek vermek gerekirse ;

Y Firmasi, Karacabeyde sentetik ambalaj malzemeleri tiretmektedir. Hammadde alimlarinin tamami,
Kanadadan USD cinsinden yapmakta, mal satglarini ise ALMANYA’ya EURO cinsinden yapmaktadir.
Firma mal alimlarinda USD riskiyle, mal sauslarindan elde ettigi gelir tarafinda ise EURO kur riskine
maruz kalmakeadir.

Firma, 18.08.2016 tarihinde 100.000.USD’lik 6demesi yaparak Kanadada ki tedrikgisine siprais ge¢mistir.
18 .08.2016 tarihinde USD spot kur 2.92 TL.; Euro kuru ise 3.32 TL iken parite kuru (EURO/USD)
1.13’diir. Yani 100.000 USD almak i¢in firma 88.495 EURO maliyete katlanmigtir. Firma , siprais ettigi
hammaddeyi iilkeye getirecek, isleyecek ve mamul mali 3 ay sonra ALMANYA daki alicistna EURO
cinsinden satacaktir. Ornegimizin sade olmast igin mamul mali maliyet bedeli olan 88.495 EUROYA
satmis olsun (diger girdileri gérmeyelim) Arada gecen 3 ayda USD 3.15, EURO 3.40 olursa, firmanin
satistan elde edecegi gelir USD cinsinden (parite 1.08) 95.518 USD olacakur. Halbuki fisrmamiz bu
tirtinti 100.000 USD’ye almugti. Sonugta sadece para birimleri arasindaki kur oynamalari nedeniyle USD
cinsinden (tekrar mal almak i¢cin USD’ye ihtiyact olacaktr.) 4.481 USD zarar etmis olacakutir.

Firmalar bu tiir zarar1 engellemek igin ister OPSIYON, isterse FORWARD iiriinii olarak 3 ay sonrast igin
EURO sati, USD alis sozlesmesi almalidirlar. Ornegimizdeki firma, 3 ay sonrast igin yani 18.11.2016
tarihinde eline gececek 88.495 EURO nun, 1.15 parite ile USD ye takast (88.495 * 1.15 parite ile 101.769
USD almak i¢in) igin swap islemi yapabilirdi. Bunu forward (kein) veya opsiyon (tercihli) olarak yapma

imkani vardur.

2.4. Opsiyon Sozlegmeleri

Déviz opsiyon sdzlesmesi, yapilan bir anlagsma ile opsiyon alicisina bir dévizi bagka bir doviz karsi-
liginda belirli bir siire i¢cinde nceden belirlenen fiyattan alma veya satma hakk: vermektedir. Opsiyon

sozlesmelerinde s6z konusu dévizi alma veya satma hakkini kullanmak, szlesmeyi satin alan tarafa

aittir (Akkum, 2000: 47).

Opsiyon sozlesmeleri alma opsiyonu (call option) ve satma opsiyonu (put option) olmak iizere
ikiye ayrilmaktadir. Alma opsiyonu, alictya belli miktardaki dévizi 6nceden belirlenen fiyattan, belirli
bir tarihe kadar satin alma hakki verir. Satma opsiyonu ise, aliciya belirli miktardaki d6vizi 6nceden

belirlenen fiyattan, belirli bir tarihe kadar satma hakk: vermektedir.

Asagidaki orneklerde opsiyon sozlesmelerinin etkisi isletme mevduatlari ve dis ticareti (thracat ve

ithalat islemleri) acisindan ele alinmigtir.
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ORNEK 7: Opsiyon Sézlesmelerinin Isletme Mevduatlarinda Kullanimi

Ornekte ki firmamiz, yurt disindan ithal ettigi hammadde ile Tiirkiyede sanayi tipi yapistirict
tiretmekte ve triinlerinin tamamin: yurtigindeki alicilarina TL cinsinden satmaktadir. Firmamizin
elinde, 16.08.2016 tarihi itibariyle, tutkal/yapistirict satiglarindan elde ettigi 1.000.000 TL, tutarinda
mevduati/varligt bulunmaktadir. Firma, bu para ile tiretimde kullandig kimyasal hammadde alimi
i¢in 16.11.2016 tarihinde Cinde bulunan tedarik¢isine 342.547 USD cinsinden 6deme yapacak ve
hammadde getirtecektir.

Firmanin elinde 2 segenek bulunmaktadir : 1. segenek, elindeki 1.000.000 TL. ile 16.08.2016
kuru ile 1.000.000 TL. / 2.93 = 341.296 USD alacak ve bu dévizi 3 ay boyunca yillik 1.75 faiz ile
degerlendirerek 19.11.2016 tarihinde 1.251.USD faizi ile birlikte toplam 342.547 USD olarak Cin‘e
mal alimi i¢in transfer edecektir. Bu su an Tiirkiye'de bir ¢ok firmanin uyguladigi oldukga basit ve

verimsiz bir ¢oziimdiir.

2. segenek ise, Firma'nin 3 ay vadeli USD alim opsiyonu satin almasi olacakur. Firma 16.08.2016
tarihinde bir bankadan (3 ay sonrast i¢in) 16.11.2016 tarihi vadeli USD ALIM OPSIYON hakki
satin almak icin bagvurur. Banka, firmaya 16.11.2016 tarihinde 3.000 USD opsiyon primi fiyat
ile 16.11.2016 tarihinde 2.98 USD fiyatindan USD ALMA OPSIYONU sunarsa Firma elindeki
1.000.000 TL mevduat1 90 giin vadeli 11.50 yillik faiz oranindan TL vadeli mevduata baglar. Vade
sonunda 24.102 TL faiz geliri elde eder. Anapara ile birlikte firmanin elinde 1.024.102 TL. mevduat
olacakur. 16.11.2016 tarihinde serbest piyasada USD/TL. fiyau 2.98’in altnda olur ise, Cin'e
gonderecegi dovizi, bankadaki opsiyon hakkini kullanmayip 2.98’in alunda (6rnegin 2.95) fiyattan
spot piyasadan alir ve 342.547 USD igin elindeki 1.010.513 TL 6deme yapar. Odedigi Opsiyon pirimi
olan 3.000 USD’i de (opsiyon hakkint satin aldigi 16.08.2016 tarihli kurdan yani 2.93 den = 8.790 TL
) toplam maliyete dahil ettigimizde firma Cin’e gonderecegi 342.547 USD i¢in toplam 1.019.303 TL
odeme yapmis olacakuir. Ancak firma elindeki 1.000.000 TL. i¢in 3 aylik siire zarfinda toplam 24.102
TL. faiz geliri elde ettiginden herhangi bir ekstra maliyete katlanmadigi gibi OPSIYON HAKKINI
kullanmadan tizerine birde 4.799 TL kér elde etmis olacaktsr.

Opsiyon Hakkini Satin Almadaki amag, mevduatni T de tutarak kar elde etmek degil, Cin’e
yapacagi transfer giiniinde kurdaki asirt yitkselmeye karsi tedbir almaktir. Ornegimizde 16.11.2016
tarihinde miisterimiz 2.98 kurdan USD ALMA HAKKI SATIN ALMISTIR. Ornegimizde

diyelim ki, kur 16.11.2016 tarihinde 3.05 TL/USD olsun. Bu durumda Firma, USD SATIN
ALMA OPSIYON hakkini kullanacak ve spot piyasada 16.11. 2016 tarihinde kur 3.05 TL. iken,
firmamiz 2.98'den 342.547 USD’yi toplam 1.020.790 TL ve 8.790 TL (opsiyon hakkini satin aldig:
16.08.2016 tarihli kurdan yani 2.93 den = 8.790 TL) olmak tizere toplam 1.029.580 TL 6deyerek
satin alacak, 6dedigi tutarin 24.102 TLsini TL. olarak actirdigi mevduattan elde edecegi faiz geliri
ile kargilayacak ve net olarak 5.478 TL maliyete katlanarak, transfer giinii 3.05 TL.'den USD almak
(3.05 * 342.547 = 1.044.683 TL) zorunlulugundan KURTULACAKTIR.
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ORNEK 8 : Opsiyon Sézlesmelerinin Isletme Ihracat Islemlerin
de (Call-Alim Opsiyonu) Kullanim1

Tiirkiyede makine imalati yapan ve tamamini yurtigine (TL bazinda) satan ve makine tiretimi igin elektrik
motorlarina ihtiyact olan bir Firma, ihtiyaci olan elektrik motorlarini Cinden uygun fiyata bulmustur.
18.03.2016 tarihinde yapug gériismeler sonucunda, Cin'den ki firmaya 3 ay sonra (18.06.2016 tarihinde)
Gemlik Limanina teslim alinacak sekilde 1.000.000.USD’lik siparis vermistir. Siparis verdigi tarihte Tiirkiye
de ki SPOT USD kuru 3.00 TL dir. Firmamizin 3 ay sonra Cin'deki firmaya verdigi siparis Gemlik limanina
gelecek ve mali almast igin 18.06.2016 tarihinde, Cinde ki ithalatgisina 1.000.000 USD 6deme yapmast
gerekecektir. Ancak, siparisi verdigi tarihteki 18.03.2016 tarihinde 3.00 TL. olan USD kurunun, 3 ay sonra
(18.06.2016) tarihinde ne olacagi hakkinda fikri yoktur ve ani bir yiikselis olmasindan ¢ekinmektedir.
Odemeyi yapacagi giin USD kurunun asir1 yiikselmesi, ithal ettigi malin TL cinsinden kendisine maliyetini
dogrudan etkileyecektir.

Ithalatg1, 6demenin yapilacagi 3 ay sonraki déviz kurundaki ani yiikseligten korunmak igin, ithalat
siparisini verdigi zaman, 3 ay sonrast i¢in Bankadan USD CALL/ TL Put opsiyonu satin alir ve bunun
karsiliginda Bankaya belirli bir pirim (iicret 6der)

SPOT USD/TL Kuru : 3.00 TL (1 USD, 3.00 TL )

3 Ay Vadeli Forward Kuru : 3.070 -USD

Opsiyon Tutar1 : 1.000.000.USD

Opsiyonun Kullanim Fiyat : 3.20

PUT (Opsiyon Primi : % 1.40 (14.000 USD)

Miisteri, Vadede (3 ay sonra ) TL/USD kuru 3.20’nin iizerinde kalirsa opsiyon hakkini kullanir ve
vade 3.20 den 1.000.000 USD alir. Odedigi para 3.200.000 TL ve 14.000 USD komisyondur. Miisteri,
Vadede (3 ay sonra ) TL/USD kuru 3.20 ‘in altinda kalirsa opsiyon hakkini kullanmaz. Ornekte, 3 ay sonra
USD kurunun 3.20’nin iizerine gtkmast halinde kar edecektir. Ornegin USD SPOT kurunun 3.29 olmast
halinde 1.000.000 USD igin serbest piyasada 1.000.000 USD alimui i¢in 3.290.000 TL 6demesi gerekirken,
opsiyon almast halinde 1.000.000 USD alimi igin 3.200.000 TL 6deyecektir. Odedigi 14.000 USD opsiyon
alim komisyonu da dahil etsek bile (14.000 USD * 3.00 = 42.000.TL.) diisiildiikten sonra bile 48.000 TL
kirda olacaktrr. Ornekte, firmamiz USD’nin 3.20’nin iizerinde olmasini bekledigi durumda bu opsiyonu

almalidir.

ISSN: 1305-7979




Kur Riskinin Yonetilmesinde Tiirev Uriinlerin Kullanimi PARADOKS Economics, Sociology and Policy Journal 43 .

ORNEK 9 : Opsiyon Sézlesmelerinin Isletme Ithalat islemlerinde
(Put-Satim Opsiyonu) Kullanimi

Tiirkiye'de makine imalat1 yapan ve iirettigi makinalari Kuzey Afrika Ulkelerine vadeli (3 ay) USD cinsinden
ihra¢ eden Tiirk Firmasina, Tunus'tan 3 ay igerisinde teslim edilmek tizere makine siparisi gelmistir. Siparis
edilen makinalarin ihracatgi firmaya maliyeti 2.900.000 TLdir. Firma, siparisi aldig1 giinkii USD kurunu
(3.00 TL.) dikkate alarak 1.000.000 USD fiyat vermis ve 3 ay sonra makinay: Tunus limanina teslim
ederek ihracat bedelini (1.000.000 USD)’yi almak iizere anlagmaya varmglardir. 3 ay sonra USD kurunun
degismemesi durumunda firma 1.000.000 USD’lik ihracat bedelini TLye gevirerek 3.000.000 TL ciro satis
geliri elde edecek ve 100.000 TL kar elde edecektir.

Ne var ki, 3 ay sonra ihracat bedelini tahsile edecegi tarihte USD kurunun 2.90 1n altina diigsmesi
halinde firma yapug ihracattan zarar edecektir. Firma, bu durumda kurun agir1 diigmesi riskinden
korunmak amaciyla Bankadan PUT (Satum Hakki) Opsiyonu almalidir.

SPOT USD/TL Kuru : 3.00 TL (1 USD, 3.00 TL )
3 Ay Vadeli Forward Kuru : 3.070 -USD
Opsiyon Tutarr : 1.000.000USD

Opsiyonun Kullanim Fiyat: : 2.90
PUT (Opsiyon Primi : % 0.45 (4.500 USD)

Miisteri, Vadede (3 ay sonra ) TL/USD kuru 2.90 altinda kalirsa aldig1 opsiyon hakkini kullanir
ve 1.000.000 USD’ye bankadan 2.90°dan satarak 2.900.000 TL alir. Bunun i¢in 4.500 USD komisyon
oder. Misteri, 3 ay sonra USD kuru 2.90’1n tizerinde kalirsa opsiyon hakkini kullanmasina gerek kalmaz.
Ornegimizde, USD kurunun, ihracat vadesinde (18.06. 2016 tarihinde 2.75’e diismesi halinde, 2.9000.000
TL. maliyeti olan makinalart 1.000.000 USD’ye satmis olacagindan, ihracat bedelini TLye ¢evirdiginde
2.750.000 TL sats geliri elde edecek ve net olarak 150.000 TL. zarar edecektir. Aldzgr opsiyon sayesinde
150.000 TL. ik zarar etme riskini ortadan kaldirmas olacaktsr.

Sonug ve Oneriler

Bilindigi gibi, Bretton-Woods sisteminin 1973’te ¢6kmesiyle, Tiirkiye’nin de dahil oldugu bir¢ok
tilkede esnek kur rejimine ge¢ilmistir. Bu degisimin uluslararasi mal ve sermaye hareketleri tizerindeki
kisitlamalarin azalmasina neden olan siirecin baglangici olarak gériilmesinde en 6nemli faktér oldugu
otoriterler tarafindan sik¢a vurgulanmaktadir. 1980°den sonra Tiirkiye’de de esnek kur rejimine ge-
cilmistir. Ozellikle 1989 yilindan Tiirk Lirasinin genis anlamda konvertibl olmasinin kabul edilme-
siyle, uluslararasi mal ve sermaye hareketlerinin serbestlestirilmesine ydnelik ekonomik politikalarin
izlenmesi de giindeme oturmustur. Ekonomik politikalardaki bu gelisme ve uygulamalarin dogal
sonucu olarak, uluslararasi islem hacmi de artig gostermistir. Nihayet, 2001 yilinda tam esnek déviz
kuru rejimine ge¢ilmis olmasi 6zellikle dis ticaret alaninda faaliyette bulunan isletmeler igin kur riski
ve yonetimi konusunun énemini daha da artirmistir. Esnek kur sisteminde déviz kurlari déviz arz
ve talebine gore belirlendigi icin tamamen serbest hareket etmekte ve gelecekte déviz kurlarinin tam
olarak tahmin edilmesi 6nem arz etmektedir. Déviz kurlarindaki oynaklik acik déviz pozisyonunda

bulunan isletmelerin karst kargiya kaldigi déviz kuru riskini daha da artirmaktadir.

Kur riskinden korunma ile ilgili literatiirde yapilmis bir¢ok ¢aligma sonucunda uygulanan yon-

temlerden tiirev tirtinlerinin kullaniminin &zellikle Tiirkiye'de yetersiz oldugu tespit edilmistir. Bu
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nedenle ¢alismada giidiilen amag dogrultusunda; tiirev tirtin (forward, swap, option ve futures) sdz-
lesmeleri sonucunda firmalarin mevduatlarini ve dis ticaret yapiyorlarsa agik pozisyonlarini nasil yo-
netebilecekleri orneklerle ortaya konulmaya calisilmistir. Ciinkai konu bagka bir agidan da 6nem arz
etmektedir. Diinyada yaygin olarak kullanilan tiirev tirtinlerin finansal piyasalarda 6éneminin art-
mastyla uluslararast muhasebe muhasebe standartlari ¢ercevesinde bu tiriinlerin finansal riskten ko-
runma aract olarak nasil muhasebelestirilmesi gerektigi de uzmanlik isteyen 6nemli konular icerisine
girmistir.

Diger yandan dis ticarette faaliyette bulunan igletmelerin maliyet, kazang ve kayiplarini; mali
tablolarini ve karliliklarini etkileyen tiirev tirtinleri kullanimiyla kur riskinden korunmanin énemine
orneklerle deginilmek istenmistir. Bu konuda farkindaligin artirilmast ve tiirev riinlerin kullanim
tekniklerinin a¢ik déviz pozisyonu tastyan dis ticaret firmalarinca kullaniminin 6zendirilmesi igin
kamu otoritelerinin, finansal kurumlar ve tiniversitelerin teorik ve pratik agidan isgbirligine gitmeleri
onem tagtmaktadir. Tiirev iiriinlerin taninmamast, isletmelerin karliliklarina etkilerinin bilinmemesi
kullanimlarint da ¢ok kisitlamakeadir. Caligmada verilen 6rneklerde goriildiigii gibi, tiirev tiriinlerin
kullanimi kolay ve kazangli olmaktadir. Tiirev tirtinlerin tanitimi ve kullanimi konusunda isbirligi
yapilarak uzman eleman yetistirilebilirse, dis ticarette faaliyette bulunan isletmelerin etkili finansal
yonetimlerinin saglanmasiyla rekabet giictiniin artirilacagi ve bunun da tilke rekabetini olumlu etki-
leyecegi asikardir. Ayrica, riskten korunmak igin tiirev tirtinlerin kullanimini etkileyen unsurlarin be-
lirlenmesi ve tiirev tiriinlerin kullaniminin éniindeki engelleri kaldirict politikalarin uygulanabilmesi

icin yeni akademik ¢alismalarin yapilmasina ihtiyag bulundugu kanaatindeyiz.
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KURUMSAL SOSYAL SORUMLULUK
UYGULAMALARINDAKI TEMEL VURGULARA
ILISKIN NITEL BIR ANALIZ

AN ANALYSIS ON MAIN EMPHASES IN CORPORATE
SOCIAL RESPONSIBILITY PRACTICES

Dog. Dr. Fiisun Cinar-Altintas
Uludag Universitesi, Isletme Boliimii

OZET

osyal sorumluluk isletmelerin paydaslarina karsi ekonomik, yasal, ahlaki ve goniillii so-
rumluluklarini yerine getirmesidir. Kurumsal sosyal sorumluluk yasal ve ekonomik yii-

kiimliiliiklere wymanin yani sira sosyal ve cevresel problemlerle de ilgili goniillii isletme

cabalarini da icermektedir. Ozellikle giiniimiizde firmalarin sadece finansal performans agisindan degil
sosyal performans acisindan degerlendirilmesi konuyu isletmeler acisindan onemli hale getirmistir. Bu
kapsamda yapilan calismanin temel amaci KSS baglaminda firmalarin hangi soylemlere vurgu yaptigs ve
mevcut soylemlerinin hangi temalar ¢evresinde toplanma egilimi gosterdigini inceleyerek analiz etmektir.
Bu amactan hareketle Istanbul Sanayi odasinin 2015 yili itibariyle agikladigr ilk 500 firmanin web
sitelerinin incelendigi calismada Elde edilen on-kavramsallastirmaya gore isletmeler kurumsal sosyal so-
rumluluk olgusunu insan-doga-gorev-yasam-toplum baglaminda mantiksallastirarak sectikleri eylemleri
bu kapsam déhilinde gerceklestirmekte olduklar: bulgusuna ulasilmagstar.

Anabhtar Kelimeler: Kurumsal sosyal sorumluluk, icerik analizi, vurgu.
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ABSTRACT

orporate social responsibility stakeholders against economic, legal, moral and volunteers
are fulfilling their responsibilities. Corporate social responsibility not only fits legal and
economic obligations but also includes voluntary management efforts related ro social and
environmental problems. Especially today, the evaluation of companies not only in terms of financial per-
Sformance but also in terms of social performance makes them important in terms of listed enterprises. The
main aim of this study is to analyze what the firms emphasize in the CSR context and which tendencies
the current discourse tends to gather around the themes. According to the pre-conceptualization obtained,
enterprises have realized that they are carrying out their chosen actions within this context by logicalizing

the concept of corporate social responsibility in the context of human-nature-task-life-society.

Keywords: Corporate social responsibility, content analysis, emphasis
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GIRIS

sletmeler giiniimiizde ekonomik amaglari olan kurumlar olmanin yani sira toplumsal ge-

lisme, ¢evre, insan haklari, stirdiiriilebilir ekonomi gibi konularla da ilgili olmak duru-

munda kalmiglardir. Bu gelismeler giintimiizde isletmelerin ekonomik birer varlik olarak
degil sosyal birer kurulus olarak degerlendirilmesini de beraberinde getirmektedir. Sosyal olusumlar
olarak igletmelerin varligini siirdiirebilmesi ayni zamanda toplumun onlarin faaliyetlerine devam
etmesi konusundaki istekliligine baglidir. Isletmelerle toplum arasindaki bu sosyal s6zlesme olgusu
isletmeleri kar etmek diginda, sosyal sorumluluk cercevesinde bazi kurallara uymaya zorlamaktadir
(Kavut, 2010). Isletmelerin iistlendikleri bu yeni roller, sosyal sorumluluklari olarak adlandirilmak-
tadir. Kurumsal sosyal sorumluluk, isletmelerin bir sosyal varlik oldugunu ve iginde bulunduklari topluma
karst sorumlu oldugu vurgusunu yapmaktadir. Kurumsal sosyal sorumluluk, bir kurumun sosyal ¢evre-
sine yonelik yiikiimliiliikklerini yerine getirmesi (Quevedo-Puente vd., 2007:61) seklinde agiklana-
bilir. Bu noktada daha fazla 6nem kazanan ve yadsinamaz bir konuma ulasan sosyal sorumluluk
kavrami giiniimiizde artik isletmelerin temel amaglar1 arasinda goriilmeye baglamis ve ekonomik
sorumluluklarinin yani sira yasal, ahlaki ve géniilli sorumluluklart olduguna iliskin vurgu yapil-
makrtadir. Ozellikle sosyal paydaslarin ihtiyaglari ve beklentileri dikkate alinarak olusturulan stra-
tejilerle, sirketlerin onlarin nezdinde kurumsal vatandas olarak algilanarak itibarini daha da artr-
masinda 6nemli bir katk: saglamaktadir. Dolayisiyla isletmelerin basarist finansal performansinin
yant sira sosyal performansinin da dikkate alinarak degerlendirilmesi sosyal sorumluluk ¢abalarinin
hem firmalar hem de isletme yazini acisindan 6nemli konularin basinda gelmesine yol agmigtir. Bu
kapsamda mevcut ¢alismanin temel amact kurumsal sosyal sorumluluk kavramini agiklayarak KSS
agisindan firmalarin hangi soylemler tizerine vurgu yaptigi ve bu sdylemlerin hangi temalar tizerine
yogunlastigini tespit etmektir. Bu amagtan hareketle ¢calismada, hem s6z konusu kuramsal ve gorgiil
gelismeler sistemli olarak incelemeye konu edilerek hem de arastirma evreninde elde edilen sonug-
lar bakimindan tartgilmistir. Calisma, genel kavramlarin tanitilarak yazin incelemesinin yapildig:
teorik giris boliimii ile konuya iliskin analiz ¢aligmasinin yapildigi uygulamali béliim olmak tizere

baslica iki boliimden olusmaktadir.
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1. Yazin Incelemesi

1.2. Kurumsal Sosyal Sorumluluk Kavrami

Yazinda kurumsal sosyal sorumluluk kavramina iligkin ¢aligmalar ¢ok yeni olmamasina ragmen
son yillarda konuya verilen daha da arttug goriilmektedir. Yazinda kavramin a¢iklanmasina iliskin
cok cesitli tanimlar s6z konusudur. David vd., (1997:4), kurumsal sosyal sorumluluk kavramini bir
kurumun kaynaklarini toplum yararina olacak sekilde kullanmas: seklinde agiklarken Carrol (1991)
ise kavrami igletmelerin ekonomik faaliyetlerinin yani sira goniillii olarak daha iyi bir toplum ve daha
temiz bir ¢evreye katkida bulunmasi seklinde tanimlamistir. Theaker (2008)’a gére kurumsal sosyal
sorumluluk, sirketin sadece kendi ¢ikarlarini gézetmek yerine icinde bulundugu toplumun ¢ikarlarina
hizmet etme ¢abasina yonelik faaliyetlerdir. Kurumsal sosyal sorumluluk sadece yasal ve ekonomik
yikiimliiliklere uymay1 degil, ayni zamanda sosyal ve gevresel problemlerle ilgili proaktif ve goniillia
isletme ¢abalarini da icermektedir (Lepoutre vd., 2005). Diger bir tanima gore ise isletmenin kendi
amagclarini gerceklestirirken, ahlaki degerlere sadik kalmasi ve kaynaklari ayni zamanda i¢inde bulun-
dugu toplumu gelistirmede kullanmasidir (Bayrak, 2001). Bu agidan ele alindiginda kavramin temel
itibariyle sirketin karar siirecinde ahlaki ve etik degerlerin etkisine odaklanmaktadir. Carroll (1991)

dort temel unsurun yer aldigini belirtmistir. Bunlar ekonomik, yasal, etik ve hayirseverlik.

Ekonomik sorumluluklar: Tim islermelerin ilk diizeydeki sorumluluklarindandir. Isletmenin tii-
keticilerin ihtiya¢ duyduklari ve talep ettikleri mal ve hizmetleri {iretmesi ve tirettiklerini de belirli bir

kar {izerinden satmasini ifade eder. (Carroll,1979: 500).

Yasal sorumluluklar: Tsletmenin ekonomik faaliyetlerini siirdiirmesine iliskin yasa koyucular ta-

rafindan belirlenen ve isletmenin uymakla yiikiimli oldugu ilkeler ve degerlerdir (Carroll,1991: 5).

Ablaki sorumluluklar: Yasalarda yer almayan ancak toplumun isletmelerden uymasini bekledigi
dogru davraniglardir. Ahlaki sorumluluk, toplumun deger ve normlarindan tiiretilen yazili veya yazili
olmayan kodlari, normlari ve degerleri ifade etmektedir (Tak, 2009: 132). Bu boyut, isletme faaliyetle-
ri sonucu dogabilecek zarari ve toplumsal hasart 6nlemeye yoneliktir. Diger bir deyisle etik KSS, tirtin
glivenligi, kirlilik 6nlemleri, kagak ve kiiciik yasta is¢i calistirmama, insan haklarini ihlal etmeme vb.

sorumluluklart icermektedir (Caliskan ve Uniisan, 2011).

Hayrrseverlik Sorumlulugu: isletmelerin goniilliiliik esasina dayali rollerini igerir. I[slermelerden ge-
nel anlamda beklenmeyen, géniilliik esasli ve onlara katilma kararinin rehberlik ettigi bu roller zorun-
lu olmayan, yasalar tarafindan dayatilmamakeadir (Carrol, 1979:500). Iyi bir sirket vatandasi olmak,
goniilli etkinlikler yapmak, toplum i¢in kaynak yaratmak, yasam kalitesini artirmak gibi eylemler

hayirseverlik sorumlulugunun kapsamu icerisinde ele alinabilir.

Bu tanimlamalarin ortak noktasinin isletmelerin ekonomik islevlerinin yant sira sosyal alanda
da toplumsal refah diizeyinin korunmasi ve onun yiikseltilmesine katkida bulunmalari beklentisi
(Bulut 2009: 119) oldugu goériilmektedir. Ancak, Aktan ve Bérii (2007), bu tanimlamanin yetersiz
oldugunu igletmelerin ¢evreye ve topluma karst sorumluluklarinin yani sira dogrudan ve/veya dolayls
iliski icerisinde bulundugu ve isletme kararlarindan ve faaliyetlerinden ciddi olarak etkilenebilecek
tiim paydaslara karst sorumlulugu oldugunu ifade etmislerdir. Paydas, kurumun amagclarin gercek-
lestirmeyi etkileyebilecek veya etkilenebilecek herhangi bir grup ya da bireydir (Freeman 1984). Do-
laysiyla orgiitiin eylemlerinden, kararlarindan, politikalarindan, uygulamalarindan ve amaclarindan

etkilenen her birey ve her grup bir paydastir (Becan, 2011). Bu kapsamda ele alindiginda KSS genel
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anlamda kurumun paydaslarinin ihtiyaglarina cevap verebilirligi seklinde tanimlanmaktadir (Wood,
1991). Aktan ve Borii (2007)” e gore kurumsal sosyal sorumluluk kavramini herhangi bir organizasyo-
nun hem i¢, hem de dis ¢evresindeki tiim paydaslara karst “etik” ve “sorumlu” davranmasi, bu yonde

kararlar almasi ve uygulamast seklinde tanimlamak miimkiindiir.

Diger taraftan kurumsal sosyal sorumluluk yaklagimlari veya eylemleri temel anlamda tiiketiciler,
calisanlar, ¢evre, yerel ekonomi ve is ortami ile baglantist bulunan, etik vurgusunun hakim oldugu bir
konudur (Brunk,2010) ve sirketin performans, marka degeri (Wang vd., 2015; Lai vd.,2010) ve mar-
kanin onciiliigii tizerinde (Lindgreen vd.2012) etkisi vardir. Sosyal nedene dayali pazarlama faaliyetle-
rinin bu anlamda KSS algisint kuvvetlendirmekte (Bigne vd.,2012), kurumsal sosyal sorumluluk bag-
laminda da tiiketici tutumlar {izerine etki etmektedir (Sheikh ve Beise-Zee, 2011). Yine iiriin (Green
ve Peloza, 2011) ve paydaslara baglaminda bir deger tireticisi olmast nedeniyle (Peloza ve Shang, 2011)
titketicinin firmay1 degerlendirme stirecini etkilemektedir (Marin vd., 2009). Dolaystyla bir tiiketici
giiven yaraticist olarak calisarak (Vlachos vd. 2009) ve sosyal performans 6l¢iimiine yonelik bir yapiya
sahiptir. (Wood, 1991; Siegel ve Vitaliano, 2007). Ancak, kurumsal sosyal sorumluluk firmay: su¢la-
ma baglaminda da bir onciil olarak ¢aligmakta (Klein ve Dawar, 2004) dolayisiyla paydaslara yonelik
gliclendirici bir aract role sahip olast nedeniyle (Torres vd.,2012) bir kimlik kazandirma fonksiyonu da
tistlenmektedir (Hildebrand vd.,2011; Hillestad vd., 2010; Stanaland vd., 2011). Bu acidan firmanin
kimliginin otesinde bir anlamda markanin yarattg: imaj ile yasal ve etik sorumluluk arasinda bir

etkilesim soz konusudur (He ve Lai, 2012).
Yazinda KSS ile ilgili ¢alismalar incelendiginde Jamali ve Mirshak (2006)’in daha 6nce kurgula-

nan KSS modellerini biitiinlestirmeye y6nelik bir analiz yaparak KSS ilkelerini, tepki siireci ve ¢ikts
basliklart altinda ele alarak 1) sosyal mesrulastirma-gevre-sosyal etki 2) Kamu sorumlulugu-paydas
yonetimi-sosyal programlar 3) yonetsel isteklilik-sorun yonetimi —sosyal politikalar baglaminda bir
siniflandirmaya gittikleri goriilmektedir. Auginis ve Glavas (2013) gore KSS sirketin stratejik yapisina
gomiik ya da sirketin yapisina entegre olmamuis tali bir alan geklinde ¢alistigini ifade etmektedirler.
Diger taraftan KSS ‘un finansal performans ve firmanin rekabet avantaji saglamasi sirketin bunu bir
rekabet avantajina doniistiirmesi ile olan bagintsi da énemlidir (Branco ve Rodrigues, 2006) ve bu
baglamda firma diizleminde saglayacagi katkilarin bir analizi olarak bir fayda - maliyet yaklagimina
vurgu yapan bir niteligi de vardir (Mc Williamd ve Siegel,2001). Dolayistyla, sirketleri KSS faaliyetle-
rine yonlendiren saikler arasinda paydas degerine odaklanan, rekabet giicii olarak kullanilan, pazarla-
ma ile biitiinlestirilen aragsal unsurlarin yani sira normatif baglamda etik, haklar ve stirdiirilebilirlik
gibi unsurlar da yer almaktadir (Garriga ve Mele,2004). Basu ve Palazzo (2008) KSS faaliyetlerini
paydas yonelimli, performans yonelimli ve giidii yonelimli olmak tizere ti¢ temel yapidan olustugunu
ileri stirerek, KSS faaliyetlerine iliskin igsel unsurlarda firmalarin distindiikleri, séyledikleri ve yap-

maya meyilli olduklar: seklinde bir stire¢ modellemesi onermistir.

2. ARASTIRMA

2.1. Arastirmanin Amaci

[sletmelerin KSS kapsaminda hangi “séylemlerle” hareket ettiginden hareketle mevcut séylemle-
rinin hangi temalar ¢evresinde toplanma egilimi gosterdigini, en sik yaklagimlarin neler oldugunu,

temalari destekleyen alt temalarin neler oldugunu inceleyerek analiz etmek ve KSS yonelik bir kapsam
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olusturmakutir. Bu kapsamda, arastirmanin sorusu Tiirkiye’deki ilk igletmelerin KSS’ a yonelik soy-

lemlerinin gosterdigi temel egilimlerin meraki ile sekillenmistir.

2.2. Arastirmanin Kapsami ve (;a11§ma Yontemi

Arastirmanin kapsamini Istanbul Sanayi ve Odasi tarafindan 2015 yili itibariyle agiklanan ilk
500 firma olusturmaktadir. KSS faaliyetlerine iliskin firmalarin hangi ifadelere vurgu yapuginin ilgili
firmalarin web sitelerinin incelenmesine dayanan kesfedici bir arastirmadir. Aragtirma yontemi olarak
igerik analizi yontemi kullanilmistir. Igerik analizi, sézel, yazili ve diger materyallerin nesnel ve siste-
matik bir sekilde incelenmesine olanak taniyan bilimsel bir yaklagimdir (Tavsancil ve Aslan, 2001).
[cerik analizi birbirine benzeyen verileri belirli kavramlar ve temalar gergevesinde bir araya getirmek
ve bunlari okuyucunun anlayabilecegi bir bicimde diizenleyerek yorumlamay: (Yildirim ve Simgek,
2000) sagladigi icin web sayfalari gibi yazili dokiimanlarin aragtirilmasinda yaygin olarak kullanilan
yontemlerden biridir (Ozdemir ve Kilig, 2016).

2.3. Verilerin Analizi

[lgili firmalarin KSS faaliyetleri web sitelerinde yer alan KSS vurgularina gére degerlendirilmis
ve sonra siniflandirilmigtir. Temel analiz noktast hangi ana gruplarin belirginlestigini belirlemeketir.
Kelime bazli inceleme yapildiginda benzer kelimelerin tekrar etmeye basladigi noktada analiz birakil-

mugtir. Bu kapsamda 156 firma tizerinde inceleme yapildig: belirlenmistir.

2.4. Arastirma Bulgular1

2.4.1. KSS Vurgulari/soylemleri

Arastirmaya dahil edilen 156 firmanin sosyal sorumluluk kapsam1 icerisinde belirttikleri faaliyet-
lerin kelimeler, icerik ve vurgularin yarattigr anlam karsiliklart baglaminda genel bir siniflandirma
yapilmistir. Firmalarin temel KSS vurgulari kelime olarak incelendiginde alt1 ana grubun varlig tes-
pit edilmistir. Kelimeler icerisinde tekrarlanan ve es anlamli olarak kullanilan kelimeler ayni temel

basliklar altinda siniflandirilmistir. Her bir gruba iliskin alt ve ana temalar asagida goriilmektedir.
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Tablo 1: Kurumsal Sosyal Sorumluluk (KSS) Igerikleri / Temalar:

Vurgu 1: Dogaya ve Insana Vurgu 2: Toplumla Birlikte

Sayg: Hareket

Insan haklarina sayg: Degeri toplumla paylasma
Cevreye sayg: Topluma geri verme

Gelecek kusaklara sayg: Topluma olanak yaratma
Goniillii insanlik Toplumla birlikte gelisme
Dogayla uyum Toplumsal deger iiretme
Siirdiiriilebilirlik Toplumsal problemleri ¢ozme

Toplumun ibtiyaglarin: karsilamak
Refaha katk:
Sosyal eksikligi kapatma

Vurgu 3: Isin Bir Parcast Vurgu 4: Yagamin I¢inde Olmak
Olarak Gérme Hayatin iginde olma

Isin bir parcast Yasama deger katmak

Hedeflerin oniinde Yasama degerlerine katk:

Ana eksen Yasam: hareketlendirmek

Ornek sirket olma Yasamz desteklemek

Sirket mirasi olarak gorme Sosyallesme

Marka degerini desteklemek
Olmazsa olmaz
Yonetim yaklasimi

Vurgu 5: Gérev Bilinciyle Vurgu 6: Toplumsal ve Ahlaki
Hareket Etmek Uyum Saglamak

Uzerine diisen girev Ablaki wyum

Paydaglara sorumluluk Yasal wyum

Kurumsal vatandashik
Duyarsiz kalmamak
Farkindalik yaratma
Biline¢

Firmalarin KSS ifadeleri analiz edildiginde, alt1 ana tema altinda gruplandirilan ifadeler, sirasiyla
dogaya ve insana saygi, toplumla birlikte hareket etme, isin bir parcasi olarak gorme, gérev bilinciyle

hareket etmek ile toplumsal ve ahlaki uyum saglamak seklinde belirlenmistir.

3. Tartigma ve Sonuglar

Mevcut ¢alismanin icerigi biiyiik nitelikte yer alan isletmelerin KSS faaliyetlerinin hangi kategori-
de siniflandigina iligkin yapilan 6n ¢alisma neticesinde, soz konusu faaliyetlerin hangi temel gruplara
gore bir tasnifinin yapilabilecegi zerinedir. Temel ¢ikis noktas: ve ¢aligma mantg: olarak kelime,
vurgu ve yaratilan anlamlara gore nitel igerikli ¢alisma neticesinde tekillestirilmis boyutlar belir-
lenmigtir. Elde edilen 6n-kavramsallagtirmaya gore isletmeler kurumsal sosyal sorumluluk olgusunu
insan-doga-gorev-yasam-toplum baglaminda mantiksallagtirarak sectikleri eylemleri bu kapsam da-

hilinde gerceklestirmekte olduklari séylenebilir. Bu noktada, KSS kavraminda yer alan “sorumluluk”
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dirtiisii eyleme sokuldugunda goéniilliligiin otesinde bir anlamda dahil olma ve sahip ¢ikma duy-
gusuna yoneldigi seklinde yorumlanabilir. Bu durum KKS kavramsallastirmas: (diistincesi) ile KSS
uygulamasi (eyleme dokme) baglamindaki iliski (Jamali ve Karam, 2016) agisindan 6nemli bir vurgu
olarak degerlendirilebilir. Yine sirket ile diinya arasindaki karsilikli iligkide icten-disa ve distan-ige
bir stirdiirtilebilir sirket stratejisinin (Strand v.d., 2015) KSS i¢in 6nemli oldugu vurgusu ile 6rtiis-
mektedir. Insan baglaminda elde edilen bu bulgu KSS ile insan haklari ya da insana verilen 6nemin
aktarimi (Giuliani, 2016) ile uyum gostermektedir. KSS stratejisinin insan kaynaklari stratejisi olarak
calisanlara aktarilmasi ve biittinlesik bir sistem olarak ¢alismasi (Jamali v.d., 2015) KSS faaliyetlerinin
bir gorev bilinci ile ¢calismasinin Stesine ¢tkmanin 6nemli bir gostergesi olmaktadir. Sirket igindeki
yapinin tiiketiciler, ¢alisanlar ve CEO’lar agisindan bir analiz diizeyinde incelenmesi (Bhaduri ve
Selerka, 2016) ) de yine gorev-strateji bakis acist icin 6nemli olmaktadir. Mevcut ¢alisma bir durum
tespiti niteliginde ve arastirmadan elde edilen bulgular genel bir yapiy1 gdstermektedir. Caligmanin
stnirliligy ilk 500 firmanin alinmasidir. Cok dogal olarak, elde edilen veriler bir anlamda kiiltiirel
ve isletmenin kiiresel ve ulusal 6zelligine gore bir yansimaya da sahiptir. Diger firmalarin da analize
dahil edilip karsilastirma yapilmast oniimiizdeki ¢alismalar agisindan énemli bir vurgu olabilir. Bu

sayede konuya iliskin yazinin, yapilacak arastirmalarla genisletilmesi miimkiin olabilecektir.
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TURKIYE VE AZERBEYCAN'DAKI
TUKETICILERIN KARAR ALMA STILLERI:
TUKETICI STIL ENVANTERI YAKLASIMI

DECISION-MAKING STYLES OF CONSUMERS IN
TURKEY AND AZERBAIJAN: A CONSUMER STYLES
INVENTORY APPROACH!

Zaur OMAROV
Uludag University

Institute of Social Sciences

Dog. Dr. Erkan OZDEMIR 2
Uludag University
Faculty of Economics and Administrative Sciences

Department of Business Administration

OZET

iiketiciler, satin alma kararlarini farkly kriterleri dikkate alarak yapmaktadirlar. Fiyat,
kalite, moda, eglence gibi bircok farkly bagsliklarda ele alinabilecek olan bu kriterler tiike-
ticilerin satin alma karar stillerini de sekillendirmektedir. Tiiketiciler karar alma stillerine
gore pazar segmentlerine ayrilabilmektedir. Bu calisma, Tiirkiye’deki ve Azerbaycan’daki tiiketicilerin
karar alma stillerinin belirlenerek iki iilke tiiketicilerinin karar alma stillerinin karsilastirilmasini amag-
lamakradsr. Tiirkiye ve Azerbaycan’da yasayan tiiketicilerle yiizyiize anket yontemiyle toplanan veriler
Jaktor analiziyle incelenmigtir. Arastirma sonucunda Tiirkiye’de yedi, Azerbaycan’da ise dort tiiketici
karar alma stili bulunmugtur. Bu faktorler, diger iilkelerde bulunan faktorlerle benzerlik gostermektedir.

Anabtar Sozciikler: Karar Alma, Tiiketici Karar Alma Stili, Tiiketici Stil Envanteri (TSE), Tiirki-
ye, Azerbaycan
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2 Corresponding Author

2017, Cilt/Vol: 13, Sayi/Num: 1, Page: 59-79



PARADOKS Ekonomi, Sosyoloji ve Politika Dergisi Zaur Omarov-Erkan Ozdemir

ABSTRACT

onsumers make purchasing decisions based on different criteria. These criteria, which can
be considered in many different titles such as price, quality, fashion, entertainment, also
shape the purchasing decision-making styles of consumers. Consumers can be divided into
market segments according to decision-making styles. This study aims to determine the decision-making
styles of consumers in Turkey and Azerbaijan and compare the decision-making styles of consumers in the
two countries. The data collected by means of face-to-face interview with consumers living in Turkey and
Azerbaijan were analyzed by factor analysis. As a result of the study, seven consumer decision-making
styles were found in Turkey and four consumer decision-making styles in Azerbaijan. These factors were

similar to those found in other countries.

Keywords: Decision Making, Decision Making Styles, Consumer Styles Inventory (CSI), Turkey,

Azerbaijan
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1. INTRODUCTION

eople have to make decisions many times almost every day throughout their lives.

This is in the form of making a decision when one has some options in the face of an

event. Decision-making, which can be defined as “choosing the most predominant
choice among the alternatives for practice” (Nutt, 1976: 84), “choosing the most appropriate one
among the available alternatives to achieve the right result” (Chatoupis, 2007: 195), is a continuous
process that can then require other choices (Rowe, 1989: 31). Three conditions have to be available;
the presence of a problem of selection that reveals the need for decision making for the individual to
make a decision; the fact that his problem is felt by the individual and there are multiple options to
deal with the difficulties; the individual has the freedom to turn to one of the options (Coban and
Hamamci, 2006: 394).

People often focus on the greatest outcome they can achieve in their decisions. However, some
people are able to concentrate on making the result satisfactory instead of maximizing the benefit. The
fact that people do not consider too far ahead causes complex situations to be simpler (Mintzberg et
al., 1976: 248). However, decision-making is influenced by many factors such as social, cultural, eco-
nomic, political values. In addition, other factors such as personality characteristics of an individual,
the pressure of external groups, and the values of the community are also important determinants of
people’s decisions (Muhsin, 2002: 52). The factors that affect people’s decisions the most are; right
decision-making anxiety, decision environment, time factor in the decisions, communication of the
decisions, psychological problems in decision making (Bakan and Biiyiikbese, 2008: 32). Particularly,
the stress experienced in decision making directly affects the decision-making behavior of individuals
(Giigray, 2001: 108). Even though decision-making under the influence of personal and environmen-
tal factors (Ozcan Candangil and Ceyhan, 2006: 76) seems to be an instantaneous event, it is actually
the result of a process. The individual who is in the position of decision-making tries to meet both his/

her personal needs and what others expect from him/her (Sardogan et al., 2006: 79).

The decision making process consists of the phases of determining the problem to be solved, col-
lecting information about the problem and its environment and conducting research to create alter-
native solutions, and selecting the direction of the action as a result of analyzing the information and
solutions obtained (Blankenship and Miles, 1968: 106-120). However, this rational decision-making

process is often not feasible in practice (Heracleous, 1994: 18). The structure of the problem affects
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the decision-making process. This process varies depending on the complexity of the problem (Fahey,
1981: 45). Factors such as hurrying up, being late, paying attention to priority order, not consulting to

anyone while making a decision can be effective in this process (Emhan, 2007: 216).

The types of decisions in the decision-making process of end-users can be specified as rational,
limited rational and process or analytic decision-making. Rational decision making assumes that indi-
viduals’ behavior has a goal and that the decision maker knows what s/he wants when s/he takes a de-
cision. This type of decision assumes that the decision-maker has clear and comprehensive knowledge
of the environment, a stable and organized system of choice, and the ability to think about alternative
areas of action that will bring it to the highest target. In the case of limited rational decision making,
on the other hand, the decision maker is under the influence of different limiting factors. The limiting
factors prevent an individual from making a rational decision. Process-decision making style is a linear
process consisting of certain stages, which takes place in a systematic way that is not much affected
by external factors (Tas and Boztoprak, 2012: 295-302). There are many factors that influence the
decision-making process of end consumers. These factors are generally addressed under the headings

of socio-cultural, personal, psychological and situational factors (Karafakioglu, 2005: 96).

Products or services do not have the same level of importance for all consumers. Therefore, while
consumers make purchasing decisions, they can develop different ways of thinking and perform pur-
chasing actions in different time periods (Kotler, 2000: 178). It is really important to find out what
factors consumers use to make purchasing decisions in order to determine which marketing practices
will be used in the sale of products (Karabulut, 1998: 37). At this point, the end consumer purchasing
decision process is addressed in five stages such as the emergence of the need, the collection of infor-
mation, the evaluation of alternatives, the decision to make purchases, and post-purchase behaviors

(Odabasi and Baris, 2002: 332; Ozdemir, 2016: 37).

The aim of the present study is to determine the decision-making styles of consumers in Turkey
and Azerbaijan and to compare the decision-making styles of the consumers of the two countries and
offer suggestions to the businesses operating in these countries. The next section of the study focuses
on the literature review related to the consumer decision-making styles. And then, the methodology
of the study is explained and the findings obtained from the study are evaluated and recommended

to the businesses.

2. LITERATURE REVIEW

In this day and age, as a result of such factors as increasing the number of stores, the development
of electronic commerce, the increase in the product variety presented to the consumers, and the tar-
geting of the consumers in a large number of different types of advertisements, the decision options of
the consumers have increased considerably as well. This situation makes consumers’ purchasing deci-
sions more complicated (Ghodeswar, 2007: 36). At this point, determining consumer decision-making
styles will contribute to the correctness of the decisions of the marketing managers and success of their

practices (Lysonski et al., 1996).

Consumer decision-making style is the result of people’s experiences and individual learning (Nas,
2010: 44). Although it was stated that decision-making style was a habit that could be learnt, it was
first described by Sproles and Kendall (1986) that people’s learning and decision-making styles are
linked and the consumer decision-making style was defined as the mental approach of the individual
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to decision making. Consumer decision-making style can be both cognitive and emotional (Sproles
and Kendall, 1986: 267). Decision-making style is also expressed in the form of mental harmony of

consumer choice (Durvasula et al., 1993: 56).

Consumer decision-making styles are examined from three perspectives such as psychographic-ap-
proach, typology approach and characteristics approach. A large number of variables are taken into
account in decision-making style based on psychographic approach and the decision-making style is ana-
lyzed in terms of psychological characteristics and lifestyle of individuals. The decision-making style
in the typology approach is examined according to the people’s shopping forms based on such factors as
economic, indifferent, dependent, individual, quality-focused and brand loyalty. The decision-mak-
ing style of the characteristics approach is analyzed by taking into account the cognitive and emotional
process in which the consumer’s personality is also influential. When the literature on consumer
decision-making style is examined, it is seen that the scale used by Sproles and Kendall is considered
as the original scale which is used as a reference by the subsequent researchers. The study conducted
by Sproles and Kendall in 1986 revealed eight factors that constituted the consumer decision-making
style. These were perfectionist or high quality orientation, brand awareness, innovation and fashion ori-
entation, entertainment orientation, price orientation, carelessness, confused by overchoice, familiarity or

brand loyalty dimensions.

Consumer decision-making styles (Unal and Ercis, 2006a: 359), which constituted a tendency in
people’s purchasing decisions, were studied by different authors in many different countries using the
Consumer Styles Inventory (CSI) after the work of Sproles and Kendall (1986). It is seen that factor
analysis was applied to research data in general. The factors found as a result of the studies and the

different aspects from the previous studies were addressed together with the reasons.

The subject of consumer decision-making was first addressed by Sproles and Kendall (1986) by
examining previous studies. Sproles and Kendall used the concepts of Consumer Styles Inventory
(CSI) and Profile of Consumer Style (PCS) in their studies. As a result of their study on the student
sample, Sproles and Kendall found eight consumer decision-making styles within the scope of Con-
sumer Styles Inventory. As a result of the study, the authors stated that it was necessary to conduct
studies in different places by following this path and it would be more appropriate to conduct study

on adults in particular.

After Sproles and Kendall, Halfstrom et al. (1992) conducted a survey on young consumers in the
US and Korea. The scale used in this study was based on Sproles and Kendall (1986), but six ques-
tions that could be misinterpreted in the Korean translation were not included in the questionnaire.
In this study, it was aimed to determine the applicability of the Consumer Style Inventory in other
societies. Factor analysis was applied to the research data on the student sample, and the results were
compared with the results of the study conducted by Sproles and Kendall (1986) in the USA. As a
result of analysis, seven of eight factors Sproles and Kendall found in the US (except Innovation and
Fashion Consciousness) were found in Korea as well. Unlike the study by Sproles and Kendall (1986),

a new factor called the “Time and energy conservation tendency” factor was found in the Korean sample.

Lyonski et al. (1996) investigated consumer decision-making styles in the United States, India,
Greece and New Zealand on their study. The scale used by Sproles and Kendall (1986) was also used
in this study. This study was a kind of response to criticism that at that time Consumer Style Inventory)
was created in the United States, it could cause serious problems when applied in other countries. Data

collected from four countries for the study were analyzed by factor analysis. After the factor analysis,
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6 out of the 40 questions in the questionnaire were removed from the analysis and factor analysis
was performed again with the remaining 34 questions. Three of these 6 questions were related to the
“price-focused and value-for-money shopping style” factor. In the repeated analysis, the remaining 7
decision-making styles were found in all four countries as well. Income, development level, extent of
credit card usage, shopping places and habits among the countries were demonstrated as the reasons

for the re-analysis.

Durvasula et al. (1993) investigated CSI on student sample in New Zealand. As a result of the
study, eight factors found by Sproles and Kendall (1986) were found in New Zealand as well. As a
result of the study, it was stated that Consumer Style Inventory could be applied in other countries

with minor changes.

Fan and Xiao (1998) conducted their study on the students of five universities in the Guangzhou
city of China to further develop the CSI model, learn about the decision-making styles of young
Chinese consumers, and compare the Chinese and US adult consumers to the US and Korean con-
sumers. The results of the factor analysis performed were compared with those of young consumers
in Korea and the United States. Asa result of the factor analysis, five decision-making styles, namely
quality-oriented decision-making style, price-oriented decision-making style, brand loyal decision-making
style, information-assisted decision-making style and decision-making style ro save time and energy were
found in China. As a result of comparison, it was observed that these decision-making styles were
found in all three countries. However, innovation and fashion-oriented, brand loyalty and sudden
decision-making styles were not found in China. These differences were explained as the major dif-
ferences in the purchasing power between the countries that were compared in the study. Hiu et al.
(2001), who investigated consumer style inventory on 387 adult consumers in China, identified five
decision-making styles that prevailed in the Chinese culture. These traits were listed as perfectionistic,

novelty-fashion conscious, recreational, price conscious, and confused by overchoice.

Walsh et al. (2001), on the other hand, reported that the consumer style inventory in their stud-
ies was more feasible in developed countries, but no study was conducted in Germany. According to
them, the most strict consumer protection laws in the world in Germany make it more important for
consumers in this country to learn decision-making styles. In this study, the questionnaire containing
Sproles and Kendall’s scale was conducted in major cities where retail sales and consumption were
higher. As the result of the factor analysis, eight factors were found. Six of the eight decision-making
styles Sproles and Kendall found in the US were found in Germany as well. The two decision-making
styles found in Germany, but not available in the United States, were named as decision-making style
for Time and energy conservation tendency, and decision-making style for variety seekers. Mitchell and
Walsh (2004), on the other hand, investigated gender-based differences in the decision-making style
of German consumers and found that decision-making styles of brand consciousness, perfectionism,
confused by overchoice and impulsiveness were common to both genders. In the continuation of the
study, satisfying, enjoyment-variety seeking and fashion-sale seeking decision-making styles for men,
novelty-fashion seeking, and recreational decision-making styles, on the other hand, were found for
women.

Another country where consumer decision-making styles were studied using the CSI scale was
United Kingdom. As a result of the study done in this country 10 traits were found. In addition to
the original factors, new store-loyalty and time-energy saving traits were found (Mitchell and Bates,
1998). In the study conducted by Bakewell and Mitchell (2006) in England, decision-making styles

of male and female consumers were investigated. As a result of this study, eight decision traces were
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found common to both genders. Apart from these common factors, there were four traits for males

and three traits for females.

Ghodeswar (2007) who investigated the decision-making style of Indian consumers on the student
sample found that seven decision-making styles (perfectionist, brand awareness, innovation and fashion
orientation, entertainment orientation, price orientation, carelessness, confused by overchoice and brand
loyalty) were present in the Indian culture as well. The decision-making style of taking a price-oriented
decision-making style and value-for-money decision-making style were not found in the Indian sam-
ple. This shows that the students were not sensitive about the prices. The reason for this situation was
explained in the study by the fact that the families of all of the students who participated in the study
lived in the big cities and were economically in the middle and upper classes. Lysonski and Durvasula
(2013), who studied consumer decision making styles in retailing on the Indian young adult consumer
sample, on the other hand, conducted their study in 2009 and compared the results of their study with
those of their 1994 study in India (Lysonski et al., 1996). Eight consumer decision-making styles were
compared in this study. Consumer decision-making styles in the study were addressed at four different
distinctions under the titles of Utilitarian shopping styles and hedonic shopping styles. As a result of
their study, it was seen that the decision-making styles of consumers changed as well in India where
the policies of outward opening were observed within the 15-year time period. For instance, Indian
consumers seemed to have more brand awareness and shop for innovation or recreation. The research
results demonstrated that the changes in globalization and the retailing sector had a major impact over

the consumer decision-making styles.

Hanzaee and Aghasibeig (2008) investigated the consumer decision-making styles of Y-generation
in Iran and the differences between decision-making styles of women and men in this generation on
university students in Tehran. As a result of the factor analysis performed, eleven consumer decision
making styles were found. It was seen that all eight styles found by Sproles and Kendall were present
here as well. Moreover, there were three additional factors in Iran. The reason for this was stated as
cultural differences between the two countries and the generation differences of those who partici-
pated in the study. In addition, it was found in the study that decision-making styles also differed be-
tween males and females. It was stated that the changing the social roles of men and women in recent

years was effective in the emergence of decision-making styles out of many common factors.

Mokhlis and Salleh (2009) investigated the decision-making styles of consumers in Malaysia and
the differences between men and women in their study. The questionnaire in which the CSI scale was
used was conducted on the university students in Terengganu city. As a result of factor analysis, six
common decision making styles were found in both men and women. Two decision-making styles
unique to men only were the only brand loyal decision-making style and zime and energy conservation
tendency decision-making style and only women-specific decision-making style was price-orientation,
entertainment and shopping avoidance style. Similarly, in another study in Malaysia, on the other
hand, Madahi et al., (2012) investigated the consumer decision-making styles of young people in Ma-
laysia (aged 17-32). As a result of the factor analysis performed, four consumer decision-making styles
(brand orientations, perfectionists (high quality focused, fun and hedonistic, careless quick-tempered)

were found.

Decision-making styles of Macedonian consumers were investigated on students in Skopje by Anic
et al. (2010). As a result of the factor analysis performed, eight decision-making styles were found in
Macedonia. The study concluded that Macedonian youth, on average, tended to have a high degree

of perfectionism and hedonic decision-making styles, but impulsive decision-making style was less
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common. This shows that the young consumers planned their shopping trips in advance. As a result
of another study conducted by Anic et al. (2012) on student sample in Bosnia and Herzegovina, it was

found that the young consumers had six consumer decision-making styles.

Many studies were conducted on consumer decision-making styles in Turkey. In the research part
of his doctoral thesis, Ozdemir (2005) investigated the decision-making style of female consumers.
The CSI scale was used in the face-to-face questionnaire conducted in two large shopping centers in
the city of Bursa. As a result of the factor analysis performed, 7 decision making styles were found. In
this study, two of the eight factors found in Sproles and Kendall’s study (Price awareness and careless-
ness) were not found. In this study, in addition to the fashion consciousness decision-making style, change
and innovation seeking awareness were found as a separate factor. The reason for this difference was

stated in the study as “the research was based solely on women”.

In their study in which they investigated the effect of personal values on consumer decision-mak-
ing styles, Unal and Ercis (2006b) initially identified the consumers’ decision-making styles in their
study. As a result of the study on consumers aged 18 years and over, 10 consumer decision-making

styles were found.

Six of the factors identified in the study were the same as those found in Sproles and Kendall. Unal
and Ercis (2007) investigated the decision-making styles of young consumers in another study. As a
result of the study on the student sample, eight of the eight consumer decision styles found by Sproles
and Kendall were found, and no unplanned shopping and entertainment oriented decision-making styles

were found.

Yasin (2009) who investigated whether the Turkish consumers differed by gender with their de-
cision-making styles conducted a two-step study. After the first study on the students, the second
study was carried out on the consumers. As a result of the study, nine (additionally, environmental
and health awareness) consumer decision-making styles were found which were identical to the eight
consumer decision-making styles found by Sproles and Kendall. Subsequently, decision-making styles
of male and female consumers were analyzed and compared separately. After this comparison, it was
found that female consumers had innovative fashion conscious, confused by overchoice, brand-fo-

cused and entertainment-oriented decision-making styles.

Dursun et al. (2013) who indicated that the study conducted using the CSI in Turkey revealed
different decision-making styles than in the US investigated the applicability of CSI in Turkey in their
studies. As a result of the study of a large sample of students and non-student adults, nine consumer
decision-making styles were found. Although the results did not fully meet the original consumer
style inventory, they were similar in general. As a result of the study, it was stated that the consumer
style inventory could be generalized even though cultural differences existed. Ceylan (2013), who
conducted a similar study, investigated the applicability of the consumer style inventory to the Turk-
ish culture. Seven consumer decision-making styles were found as a result of the study. The price
sensitivity and habitual decision-making styles of the original scale were not found in this study. Six of
the decision-making styles found were the same as the decision-making styles in the original scale.
As a result of the study, it was stated that the consumer style inventory was partially applicable to the
Turkish culture. Therefore, it was suggested that the expressions that did not conform to the Turkish

culture be removed and appropriate ones added in the future studies.

Yesilada and Kavas (2008), on the other hand, investigated the decision-making styles of female

consumers in the Turkish Republic of Northern Cyprus. As a result of the study, 8 consumer decision
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making styles were found. Three of these decision-making styles were the same as the decision-mak-
ing styles found by Sproles and Kendall. As a result of the study, it was stated that the consumer style
inventory could be applied to the female consumers living in the TRNC. As reasons for differences,
the cultural differences, the political characteristics of the region and the economic situation of the

country were identified.

In recent years, it is seen that the consumer decision-making styles have also been investigated
according to generations of consumers. For instance, in their study in which they compared the
learning styles and consumer decision-making styles of Y and Z generations, Kavalct and Unal (2016)
found seven traits apart from the price-oriented decision-making style in the CSI model developed by
Sproles and Kendall. In another study, Yiiksekbilgili (2016) concluded that the consumers in the X
and Y branches differed between their decision making styles. In this study, CSI was not subjected to
factor analysis again, but difference analysis was conducted by considering the factor dimensions of
the Dursun et al. (2013) study.

3. METHODOLOGY

In the present study, it was aimed to determine the decision-making styles of consumers in Tur-
key and Azerbaijan and compare the decision-making styles of consumers in the two countries. Even
though there have been studies in the world and Turkey on this subject, the fact that there is no study
done on this subject in Azerbaijan reveals the importance of this research. Moreover, studies in Turkey
have not been compared with any other country except for the first study in the United States, which
constituted the original scale. The present study, therefore, is also first of its kind (yada This study is
an original one in this respect). The results of the present study will be beneficial in terms of businesses

operating in these countries.

Universe of the study is composed of the consumers in Turkey and Azerbaijan. The questionnaire
was conducted in the cities of Istanbul and Bursa in Turkey, and in Baku, Sumgayit and Gence in
Azerbaijan. The convenience sampling method was used in the study. With the convenience sampling
method (Islamoglu and Alniagik, 2014: 194), which expresses the selection of easily accessible persons,
only accessible individuals have been included in the scope of the example (Gegez, 2010: 217). Since
the total population of Turkey is 77,695,904 (Turkish Statistical Institute, 2015), it was determined
that the sample size of the questionnaire in Turkey (95% confidence level and with 5% error margin)
was at least 384 questionnaires, and since the total population of Azerbaijan is 9,593,000 (The State
Statistical Committee of the Republic of Azerbaijan, 2015), the sample size of the questionnaire survey
was at least 384 questionnaires. As a result of the implementation of the questionnaires, 411 ques-
tionnaires in Turkey and 420 questionnaires in Azerbaijan were collected. When the questionnaires
collected were examined, 23 questionnaires in Turkey and 29 questionnaires Azerbaijan were not
included in the analyses as they were incompletely or incorrectly answered. A total of 779 question-
naires, 388 from Turkey and 391 from Azerbaijan were entered into the SPSS Statistics 22 program
for the analysis. In order to have a high return rate of the questionnaires that were translated into the
languages of both countries, they were collected by the face to face interview between 01.10.2015 and
01.03.2016.

The questions in the questionnaire consisted of two parts. The first part consisted of questions
from the consumer style inventory scale (5 Likert scale) formed by Sproles and Kendall (1986) to deter-

mine the decision-making style of consumers. These questions were translated and used in Turkish
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and Azerbaijani after making minor changes in order to express their meaning correctly and appropri-
ately. The second part of the questionnaire, on the other hand, contained demographic information

of the participants.

A pilot study was conducted on 30 people in both countries before the questionnaire was generally
implemented. As a result of this study, the questionnaire form was given the final form. The reliability
of the study was measured by Cronbach Alpha. It was found that the Cronbach Alpha value of the
study conducted on the Azerbaijan and Turkey samples was 0,735. It was found that the Cronbach
Alpha value of the Turkish sample was 0,791, and the Cronbach Alpha value of the Azerbaijani sample
was 0,656.

4. FINDINGS OF THE STUDY

While the demographic data of the participants in the survey were analyzed by the frequency
analysis, the data on statements on the consumer style inventory scale (CIS) were analyzed by means

of factor analysis.

4.1. Demographic Findings

Information related to gender distribution of respondents is illustrated in Table 1 below.

Table 1. Gender Distribution of Respondents

Gender
Total
Male Woman

n 202 189 391

Azerbaii
Zerbayan % 51,7 483 100,0
n 231 157 388

Turk
urkey % 59,5 40,5 100,0
o n 433 346 779
ot % 55,6 44.4 100,0

As is seen in Table 1, there was no significant difference between the two countries in terms of

gender distribution of the participants. Table 2 below illustrates the age distribution of respondents.

Table 2. Age Distribution of Respondents

Ages

and | o020 | 30-39 | 4049 | 50-59 | 60-69 |70 | Tol

under over
Azerbaijan n 18 215 85 43 23 5 2 391
% 4,6 55,0 21,7 11,0 5,9 1,3 0,5 100,0
Turkey n 34 161 81 61 35 13 3 388
% 8,8 41,5 20,9 15,7 9,0 3,4 0,8 100,0
Total n 52 376 166 104 58 18 5 779
% 6,7 48,3 21,3 13,4 7,4 2,3 0,6 100,0
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When Table 2 was examined, it was found that 6.7% of the respondents who completed the ques-
tionnaire were 19 years old or younger, 48.3% were aged between 20-29, 21.3% aged between 30-39,
13,4% aged 40- 49, 7.4% aged between 50-59, 2.3% between 60-69 years of age, and 6% were 70

years of age and older. Table 3 below demonstrates information on the marital status of respondents.

Table 3. Marital Status of Respondents

Marital Status
) : Total
Singe Married

n 206 185 391

Azerbaij
er al]an % 52’7 47’3 100,0
n 187 201 388

Turk
Hey % 48,2 51,8 100,0
n 393 386 779

Total
ot % 50,4 496 100,0

When Table 3 is examined, it is clearly seen that the marital status of respondents was almost
the same. Table 4 below illustrates the monthly income of the respondents. In the questionnaire, the
monthly income for the Azerbaijani samples was shown as Manat, the national currency of Azerbai-
jan. Following the collection of the questionnaire data, value of the money was calculated according

to the TL AZN exchange rate and given in Turkish lira as shown below.

Table 4. Monthly Income of the Respondents

Monthly Income (Turkish Lira)
No 1000 and 1001- 2001- 3001- 4001- 5001 and | Total
Income below 2000 3000 4000 5000 over
Agerbai n 179 62 54 29 29 13 25 391
A o | 458 15,9 13,8 7.4 7.4 3,3 64 | 100,0
n 81 72 113 70 35 7 10 388
Turkey

% 20,9 18,6 29,1 18,0 9,0 1,8 2,6 100,0

n 260 134 167 99 64 20 35 779

Total

% 33,4 17,2 21,4 12,7 8,2 2,6 4.5 100,0

Examining the Table 4, 33.4% of the participants stated that they had no income. The respond-
ents stated that their incomes were; 17,4% below 1000 liras, 21,4% between 1001-2000 liras, 12,7%
between 2001-3000 liras, 8,2% between 3001-4000 liras, 2,6% 4001-5000 pounds and 4,51% 5001

and above. Table 5 below illustrates the educational status of the respondents.
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Table 5. Educational Status of the Respondents

Education Degree
. . Post-
Elementary | Middle High Under duat Total
school School school | graduate gracuate
degree
Agerbai n 5 28 68 234 56 391
e % 13 7,2 174 | 598 143 | 100,
Turk n 25 29 86 218 30 388
r
ey % 6.4 7,5 222 56,2 7.7 100,0
Total n 30 57 154 452 86 779
o
% 3,9 7,3 19,8 58,0 11,0 100,0

When Table 5 is examined, it is seen that 3.9% of the respondents had elementary education, 7.3%
secondary school, 19.8% high school, 58% undergraduate degree and 11% post-graduate degree.

4.2. Factor Analysis and its Results

Factor analysis, which is a statistical method used to aggregate the variables into groups by exam-
ining the relationship of a large number of variables that measure a certain phenomenon (Saruhan and
Ozdemirci, 2013: 203), tries to establish common characteristics of underlying relationships between
the variables in the data set (Bayram, 2009: 199). In the present study, factor analysis was applied to
the data collected in Turkey and Azerbaijan. The factors found as a result of the analysis were com-
pared. When the relevant literature is examined, it is seen that in almost all of the studies in which
CSI scale was used, the factor analysis was implemented. In the majority of these studies, on the other
hand, only the factor analysis was performed and the results were evaluated without further analysis.

In our study, whether the sample to be subjected to factor analysis was sufficient was measured
by the Kaiser-Meyer-Olkin (KMO) test. It was found that the sample relevance of the questionnaires
collected in Turkey was 0.827. This particular result demonstrated that factor analysis could be ap-
plied to the data obtained in Turkey. Kaiser-Meyer-Olkin sample suitability reported the amount of
covariance created by the variables. The fact that this value was close to 1.00 indicated that data were
suitable for factor analysis. Furthermore, the Significance value of Barlett’s Sphericity Test was 0.000
<0.05, indicating that the variables used were significant (Saruhan and Ozdemirci, 2013: 203). After
the KMO test, descriptive factor analysis was conducted to determine the decision-making styles of
the consumers in Turkey. Principal components analysis using a varimax rotation was used to sum-
marize the items. The statements with a factor load less than 0.5 were not analyzed. For this reason,
13 out of 40 questions on the scale were removed from the analysis. The removed statements were:

* I do not care much about my shopping or think about it.

* I do my shopping hurriedly; I buy the first product that I find is good.

* The product does not have to be perfect or best one to satisfy me.

e I prefer well-known domestic brands.

* [ think the best products are available in stylish stores and shopping centers.

 Shopping for me is no fun.

* Shopping in stores is a waste of time.

* I do my shopping trips hurriedly.

* I buy as much as possible from the products on sale.

* [ usually prefer cheap products.
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* I do not think much when I am making the purchase.
* [ usually make purchases which I regret later.

* I constantly change the brands I buy.

PARADOKS Economics, Sociology and Policy Journal

The remaining 27 statements for analysis were subjected to factor analysis. As a result of the anal-

ysis, the statements used in the scale were grouped under 7 factors. The total variance explained by

these factors related to the scale was 62,396%. The identified consumer decision-making styles with

the statements included in them and their factor loadings are illustrated in Table 6 below.

Table 6. Factor Analysis Results (Turkey)

Factor | Explained
Loadings | Variance%

1. Perfectionist and High Quality Conscious Consumers 11,296
I try to get the best or the best quality or perfect product in my shopping. ,862

It is very important for me that the products I buy are of high quality. ,805

I often try to get the product with the best overall quality. ,783

I make a special effort to find the best quality product. ,670

My expectations and standards for the products I will buy are very high. ,596

2. Brand and Quality Conscious Consumers 10,704
I think the more expensive the product, the better the quality it is. ,814

I think the best products are available in stylish stores and shopping centers. 795

The brands that are advertised the most are good brands. ,723

I usually prefer the most expensive brands. ,649

I prefer the most popular brands that sell the most. ,609

3. Consumers who Emphasize Innovation and Fashion 10,010
It is very important for me that my style is attractive and suitable for the new fashion.| ,809

I constantly change my wardrobe and replace it in line with the current fashion. ,780

I usually have one or more clothes in line with the current fashion. ,720

Just for a change, I buy different brands from different stores and shopping centers. ,624

4. Confused Consumers due to Many Alternatives (Choices) 9,431
The more I learn about the products, the harder it is for me to decide. ,821

The information I get about different products causes me to confuse. ,807

Sometimes have difficulty in choosing the store for my shopping. ,706

Since there are a lot of alternatives, I get confused when I make a choice. ,704

5. Consumers with Brand Affinity 7,970
When I find a brand I like, I always buy it. ,837

I always go to the same store for shopping. ,765

I have my favorite brands that I always buy. ,762

6. Hedonistic Consumers 6,882
Going for shopping is one of the things I like the most (enjoyable) in my life. ,734

It is fun and exciting to buy something new. ,687

I enjoy shopping just because it is fun. ,643

7. Price - Value Conscious Consumers 6,102
I do my research carefully to get the best product for my money. ,755

I think I should plan my shopping more carefully than I do now. ,657

I take the time and do my research carefully to get the best product. ,540
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The seven consumer decision-making styles as a result of factor analysis on the data obtained from

Turkey can be explained as follows:

1. Perfectionist and High Quality Conscious Consumers: The consumers with this consumer
decision-making style make a special effort to get the best quality product. Their expectations and

standards are very high. They always wish to find the best quality product on the market.

2. Brand and Quality Conscious Consumers: The consumers with this consumer decision-mak-
ing style think the more well-known and the more expensive a product is, the better it is. They prefer
to buy the most expensive brands that are advertised and everyone likes most. Moreover, they think

that the best products are available and can be purchased in stylish stores and shopping centers.

3. Consumers who Emphasize Innovation and Fashion: The consumers with this consumer
decision-making style follow fashion closely and always shop for fashion. Therefore, they are always

very keen to get something new.

4. Confused Consumers due to Many Alternatives (Choices): The consumers with this con-
sumer decision-making style have difficulty in choosing the products they will buy since there are a
lot of alternatives (choices) of products and stores. The companies that advertise to increase their sales

and the discount campaigns confuse the consumers even more.

5. Consumers with Brand Affinity: The consumers with this consumer decision-making style
usually shop at the same stores. The brands they buy are always the same. If there is a brand they like,
they always buy that brand. They cannot easily change brands they use.

6. Hedonistic Consumers: The consumers with this consumer decision-making style are always
keen on doing shopping. They love walking around the shopping centers, researching for new prod-
ucts, following discounts brands’. It is not important for them what to buy and where they will use

them. They love to shop. Shopping is fun for them.

7. Price - Value Conscious Consumers: The consumers with this consumer decision-making
style always check out their expenditure carefully. If they need to buy a product, they will research for
it carefully and try to get the best product with the money they wish to spend.

Whether the explanatory factor analysis for the data collected in Azerbaijan was sufficient was
measured by the Kaiser-Meyer-Olkin (KMO) test and it was found that the sample suitability was
0,857. This particular result demonstrated that factor analysis could be applied to the data obtained in
Azerbaijan. Also, it was found that the significance in Barlett’s Sphericity Test was 0.000 <0.05. After
the KMO test, a descriptive factor analysis was conducted to determine the decision-making styles of
consumers in Turkey. The analyses with a factor loading under 0.5 were not analyzed. For this reason,
23 of the 40 questions in the questionnaire were removed. The remaining 17 statements in Table 7
below were collected under 4 factors. The total variance explained was 57,438%. The statements con-

taining the consumer decision-making styles found, factor loadings and their names are illustrated in

Table 7 below.
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Table 7. Factor Analysis Results (Azerbaijan)
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Factor

Explained

Loadings Variance%

1. Perfectionist and High Quality Conscious Consumers 19,728
I often try to get the product with the best overall quality. ,823
I try to get the best or the best quality or perfect product in my shopping. 811
I make a special effort to find the best quality product. /78
It is very important for me that the products I buy are of high quality. ,735
I take the time and do my research carefully to get the best product. ,589
My expectations and standards for the products I will buy are very high. ,527
2. Brand and Quality Conscious Consumers 14,052
I think the best products are available in stylish stores and shopping centers. ,767
I think the more expensive the product, the better the quality it is. ,698
The brands that are advertised the most are good brands. ,684
I prefer the most popular brands that sell the most. ,619
3. Consumers who Emphasize Innovation and Fashion 13,624
I constantly change my wardrobe and replace it in line with the current fashion. ,765
I enjoy shopping just because it is fun. ,696
I usually have one or more clothes in line with the current fashion. ,624
It is very important for me that my style is attractive and suitable for the new fashion. ,597
4. Hedonistic Consumers 10,034
It is fun and exciting to buy something new. ,759
Just for a change, I buy different brands from different stores and shopping centers. ,610
Going for shopping is one of the things I like the most (enjoyable) in my life. 597

The consumer decision-making styles based on the results of factor analysis applied to the data

obtained from Azerbaijan sample are briefly explained below.

1. Perfectionist and High Quality Conscious Consumers: The consumers with this deci-

sion-making style make a special effort to get the best quality products. Their expectations are very

high. They always wish to find the best quality product on the market.

2. Brand and Quality Conscious Consumers: The consumers with this consumer decision-mak-

ing style think the more well-known and the more expensive a product is, the better it is. They prefer

to buy the most expensive brands that are advertised and everyone likes most.

3. Consumers who Emphasize Innovation and Fashion: The consumers with this consumer de-

cision-making style follow fashion closely and always shop for fashion. Therefore, they are always very
keen to get something new. It is very important for the consumers who have this particular consumer
consciousness that their styles are attractive and fashionable in line with the latest trends.

4. Hedonistic Consumers: The consumers with this consumer decision-making style are always
keen on doing shopping. They love walking around the shopping centers, researching for new prod-
ucts, following discounts brands’. It is not important for them what to buy and where they will use
them. They love to shop. Shopping is fun for them.

As a result of factor analysis, 7 consumer decision-making styles were found in Turkey and 4 con-
sumer decision-making styles in Azerbaijan. Four of the seven decision-making styles found in Turkey
(perfectionist and high quality conscious consumers, brand and quality conscious consumers, consumers who

emphasize innovation and fashion, hedonistic consumers) were the same as those in Azerbaijan. However,
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three decision-making styles in Turkey (confused consumers due to many alternatives (choices), consumers

with brand affinity, price - value conscious consumers) were not found in the sample of Azerbaijan.

CONCLUSION

Due to such factors as globalization, the development of technology, and the increasingly wide-
spread international trade, many sectors have been experiencing intense competition. In order to open
out to the new markets and increase their share in existing markets, companies have to improve their
marketing activities. In order to be able to create appropriate marketing strategies, it is initially neces-
sary to know the target market well. A good analysis of the target consumers for this is now a necessity
from the perspective of businesses. Consumers make purchasing decisions based on different criteria.
These criteria also shape up the purchasing decision styles of consumers. Therefore, consumers can be
divided into market segments according to decision-making styles.

In the present study, the decision-making styles of consumers in Turkey and Azerbaijan were in-
vestigated. Factor analysis revealed that there were seven consumer decision-making styles in Turkey
and four consumer decision-making styles in Azerbaijan. The factors found in Turkey were respective-
ly termed as perfectionism and high quality conscious consumers; brand and quality conscious con-
sumers; innovative and fashion conscious consumers; consumers who were confused by overchoice;
consumers with brand loyalty; hedonistic consumers; value-for-money conscious consumers, as it is
the case in the relevant literature. The factors found in Azerbaijan, on the other hand, were respec-
tively termed as perfectionism and high quality conscious consumers; brand and quality conscious
consumers; brand and quality conscious consumers; innovative and fashion conscious consumers; and

hedonistic consumers.

With this study, decision-making styles of Azerbaijan consumers were investigated for the first time
ever by using the consumer style inventory. As a result of the study, the decision-making styles of con-
sumers in Turkey and Azerbaijan seemed to be similar. In fact, it was revealed that four of the seven
consumer decision-making styles in Turkey were the same as those in Azerbaijan. The fact that there
are fewer factors in Azerbaijan than in Turkey can be interpreted as a factor in the way of thinking,

culture and education level of the society in Azerbaijan.

As a result of the study, it was found that consumers both in Turkey and Azerbaijan were inter-
ested in purchasing high quality and branded, fashionable products and shopping was fun for them.
This particular result demonstrates that the companies that will do business in Turkey and Azerbaijan
should give greater importance to branding, quality, fashion and innovation in order to be successful.
Unlike consumers in Azerbaijan, the consumers in Turkey did research to get the best product in
return for their money, but it seemed that the consumers were confused when they were doing this
research. Under these circumstances, the biggest responsibility falls onto the salespeople. Salespeople
should be able to help consumers to make a clearer distinction between the options. Moreover, the
distinctive differences of products should be identified in marketing communications.

As is the case in many previous studies, there are important limitations in this study as well. The
most important limitations are effort and cost limitations. These limitations have led to the use of
the convenience sampling method in the present study. This negatively affects the generalization of
research results. If these limitations are overcome, researches can be done by the using random sam-
pling methods and the data obtained from the sample can be generalized. In future studies, consumer
decision-making styles between cities and rural areas in Azerbaijan can be investigated and compared.
Additionally, studying the subject of consumer decision-making in other Turkish republics and mak-

ing a broader cultural comparisons can generate interesting results.
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