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Journal of Business, Innovation and Governance (JoBIG), Izmir Katip Celebi Universitesi Tktisadi ve Idari Bilim-
ler Fakiiltesi (IKCU IiBF) tarafindan Haziran ve Aralik aylarinda olmak iizere yilda iki say1 seklinde yayimlanan,
uluslararas1 ve hakemli bir elektronik dergidir. Tiirkcenin yani sira, Ingilizce yaymlarin da kabul edildigi JoBIG,
isletmecilik, inovasyon ve yonetisim alanlarinda akademik bakis agisiin gelistirilmesini amaglamaktadir. Dergiye
gonderilen tiim yaymlar, hakem degerlendirmesi 6ncesinde intihal programinda taranmaktadir. Dergide yer alan
yayinlarda ileri siiriilen fikirler yazarlarima aittir ve dergi yonetimi ile kurumun goriislerini yansitmamaktadir. JoBIG

kapsaminda yayimlanan eserlerden kaynak gosterilerek alint1 yapilabilmektedir.

Journal of Business, Innovation and Governance (JoBIG) is an international and peer-reviewed electronic journal
published bi-annually, in June and December, by Izmir Katip Celebi University Faculty of Economics and Adminis-
trative Sciences (IKCU 1IBF). JoBIG, which accepts publications in English as well as Turkish, aims to develop an
academic perspective in the fields of business administration, innovation and governance. All publications sent to the
journal are scanned in the plagiarism program before the referee evaluation. The ideas put forward in the publications
in the journal belong to the authors and do not reflect the views of the journal management and the institution. It is

possible to quote from the works published within the scope of JoBIG by showing the source.

Journal of Business, Innovation and Governance (JoBIG), yonetim, organizasyon, finans, muhasebe, tiretim y6ne-
timi, pazarlama, uluslararas: ticaret, iktisat, maliye politikalari, kamu yonetimi ve siyaset bilimi, uluslararas: iligkiler
ve saglik kurumlar1 yonetimi alanlarindaki bilimsel ¢aligmalari alanyazina kazandirmayi amaglamaktadir. Bu kapsam-
larda hazirlanan makaleler ve kitap incelemeleri/elestirileri, JoBIG tarafindan degerlendirilmeye almmaktadir.

Dergide yaymlanan eserlerde bilimsel etik kurallarina ve kor hakem sistemine bagh kalinmaktadir.

Journal of Business, Innovation and Governance (JoBIG) aims to bring scientific studies in the fields of manage-
ment, organization, finance, accounting, production management, marketing, international trade, economics, fiscal
policies, public administration and political science, international relations and health institutions management to the
literature. Articles and book reviews/criticisms prepared within these scopes are evaluated by JoBIG. In the studies

published in the journal, scientific ethical rules and blind referee system are adhered to.

Journal of Business, Innovation and Governance
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EDIiTORDEN

Degerli Okurlarimiz,

Journal of Business, Innovation and Governance (JoBIG), 2021 yili ikinci sayisini sizlerle paylasmaktan mutluluk
duyuyoruz. 4. Cilt, 2. Sayu itibariyle JoBIG, 2 adet Ingilizce ve 3 adet Tiirkge dilinde olmak {izere, toplamda 5
arastirma makalesine ev sahipligi yapmaktadir. Bu sayimizda da, 6nceki sayilarimizda oldugu gibi alanyazina
kiymetli katkilar saglayan, orijinal eserlere yer vermenin heyecan: igerisindeyiz. Sayida yer alan arastirma makale-
lerinde, siirdiiriilebilirlik alaninda nérobilim iliskiselligini ortaya koyan nérosiirdiiriilebilirlik kavrami, aday ¢aliganlar
acisindan kurum tercihlerine etki eden faktorler, kariyer yonetiminde internet kullanimi aliskanliklari, dijital indirim
kuponlarina dair miisteri davranislar ve gida triinleri ve icecek sektorii ile sektor igerisindeki iiriinlerin rekabet se-
viyesi konulari ele alinmis ve ilgili konular orijinal aragtirma yontemleri ile analiz edilmistir. Yazarlarimiza, dergimize
gosterdikleri ilgiden dolay1 tesekkiir ederiz. Sayida yer alan yayinlarin ilgi ile okunacagini ve bagka arastirmalara 11k

tutacagini umuyoruz.
Sayimizin hazirlanmasinda, bilimsel goriigiinii ve destegini 6zveri ve titizlikle sunan hakemlerimize, emeklerinden ve
dergimizde yer alacak yayinlarin kalitesinin artirilmasina yonelik yapmis olduklari degerli katkilarindan dolay1 sonsuz

tesekkiirlerimizi sunariz.

Hibrit egitim sistemi ile degisen ve doniisen is yiiklerinin yan sira, JoBIG sayisinin ve yapisiin gelistirilmesi i¢in

emek sarf eden kiymetli yayin ekibimize degerli katkilarindan ve 6zverili ¢aligmalarindan dolayi igten tesekkiir ederiz.

Dergimizin 2022 yil1 itibariyle 5. yilim1 karsilayacagint mutlulukla bildirmek isteriz. Arzumuz ve gayemiz, ulusal ve

uluslararasi indekslerin belirlemis oldugu kriterlere ve standartlara haiz bilimsel bir yayin organi olmak yoniindedir.

Meslektaglarimizi, alamnin gelismelerini yakindan takip eden arastirmacilari, kiymetli ¢aligmalarini Journal of Busi-

ness, Innovation and Governance (JoBIG) aracilig: ile bilim diinyasiyla paylasmaya davet eder, saygilarimizi sunariz.

2022 yilinin ilk sayisinda bulusmak dilegiyle. ..

Dr. Nisa AKIN

Journal of Business, Innovation and Governance
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FROM THE EDITOR

Dear Readers,

We are pleased to share with you the second issue of the Journal of Business, Innovation and Governance (JoBIG),
2021. As of VVolume 4, Issue 2, JoBIG hosts a total of 5 research articles, 2 in English and 3 in Turkish. In this issue,
as in our previous issues, we are excited to include original works that make valuable contributions to the literature.
In the research articles in the issue, the concept of neurosustainability, which reveals the neuroscience relationality in
the field of sustainability, the factors affecting corporate preferences for candidate employees, internet usage habits
in career management, customer behaviors regarding digital discount coupons, and the competition level of products
in the food and beverage sector are discussed, and also these issues were analyzed with original research methods.
We thank our authors for their interest in our journal. We hope that the publications in the issue will be read with

interest and will shed light on further research.

We would like to express our endless thanks to our referees, who provided their scientific opinion and support with
devotion and meticulousness in the preparation of our issue, for their efforts and for their valuable contributions to
improving the quality of the publications to be included in our journal.

In addition to the changing and transforming workloads with the hybrid education system, we sincerely thank our
esteemed publication team for their valuable contributions and devoted work, who have made efforts to improve the

issue and structure of JoBIG.

We would like to happily inform you that our journal will meet its 5th year as of 2022. Our desire and aim is to be a

scientific publication that meets the criteria and standards set by national and international indexes.
We invite our colleagues, researchers who closely follow the developments in the field, to share their valuable studies
with the scientific world through the Journal of Business, Innovation and Governance (JoBIG), and we present our

respects.

Hope to meet you in the first issue of 2022...

Dr. Nisa AKIN

Journal of Business, Innovation and Governance
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ABSTRACT

Sustainability is a complex and innovative concept that inherently requires the new
ways of thinking constantly for basic biological decision-making processes such as
adaptation and collaboration. Neuroscience is a scientific field that investigates the
functions and responses of nervous systems and the brain, which are becoming more
and more widely used with technological innovations in brain imaging. As an
interdisciplinary field neuroscience is especially along with health, engineering,
social sciences and art, has led to the emergence of new fields such as
neuropsychology, neuroeconomics, neurosociology, neuroinformatics, neuropolitics,
neuromarketing, etc. Although a vast majority of neural connections are operated for
the continuity of an organism or an organization, unfortunately there have been no
extensive studies in sustainability literature that use neuroscience findings,
techniques, and approaches. In this context, this study fills this gap with the concept
of neurosustainability as a new interdisciplinary field that demonstrates its
relationship with neuroscience in the field of sustainability and reveal strategic
elements and implications for future research.

Keywords: Sustainability, neuroscience, neurosustainability

JEL Codes: Q01, C63

OZET

Siirdiiriilebilirlik, dogas1 geregi adaptasyon ve isbirligi gibi temel biyolojik karar
alma siiregleri igin siirekli yeni diisiinme yollarini gerektiren karmagsik ve inovatif bir
kavramdir. Norobilim ise; beyin goriintiilemedeki teknolojik yenilikler ile birlikte
giin gegtikce kullanimi yayginlasan sinir sistemlerinin ve beynin iglevleri ile
tepkilerini aragtiran bilimsel bir alandir. Norobilim ozellikle saglik, miihendislik,
sosyal bilimler ve sanat ile birlikte inter disipliner bir alan olarak néropsikoloji,
ndroekonomi, ndrososyoloji, ndrobilisim, ndropolitika, ndropazarlama vb. yeni
alanlarin ortaya ¢ikmasini saglamistir. Ancak, her ne kadar noral baglantilarin biiyiik
bir ¢ogunlugu organizmanin ya da organizasyonun devamliligi i¢in isletilse de
maalesef siirdiiriilebilirlik literatiirinde ndrobilim bulgu, teknik ve yaklagimlarini
kullanan arastirmalara rastlanmamistir. Bu baglamda bu calisma, siirdiiriilebilirlik
alaninda norobilim ile kargilikli iligkiselligini ortaya koyan interdisipliner yeni bir
alan olarak norosiirdiiriilebilirlik kavramu ile bu boslugu doldurmakta ve gelecekteki
arastirmalar igin stratejik unsurlar ve ¢ikarimlar ortaya koymaktadir.

Anahtar Kelimeler: Siirdiiriilebilirlik, sinir bilim, norosiirdiiriilebilirlik

JEL Kodlar:: Q01, C63
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1. INTRODUCTION AND TERMINOLOGY

Since 1987, the world started to criticize the needs of today generations also with the
needs of future generations by the Brundtland Report (WCED, 1987: 39) and sustainability
has become a term that increases its importance day by day and takes even a definition, an
effort, and importance in many different fields of science. At this point, how and where did
awareness and consciousness of sustainability form at the point of thinking and protecting,
also the rights of the external clusters of societies? What made people to think other beings
instead of selfish todays’ choices? What happened on minds then communities started to
empathize for whole with ethics and justice?

Neuroscience is a field that analyzes the nervous system to understand the biological
basis for behavior (Squire et al., 2008: 3), it is clear that neuroscience will be needed to
measure the underlying causes of sustainability and sustainable behavior. At this point, this
field starts to be more exciting while making investigations on questions about the location
of sustainability awareness, decision-making mechanism and sustainable actions in brain,
also the neurological processes they contain.

Basically, the main research gquestion of this paper is; Can an interdisciplinary
relationship be established between sustainability science and neuroscience as a new field
“neurosustainability”?

In order to examine, understand and develop an interdisciplinary relationship between
sustainability and neuroscience, first the definition and issues of sustainability were
investigated to establish a framework of sustainable thinking, developing and engineering.
Then, a general information about the scope, technologies, branches, and measurements of
neuroscience was presented to understand which issues of sustainability can be studied by
neuroscience and how these issues can be examined with neuroscience. As a new field a
general framework of neurosustainability has been prepared by examining the research on
sustainability issues that are studied with methods and technologies of neuroscience.

1.1.Sustainability and Sustainable Development

Although sustainability is the basic aim for a creature from the beginning of life, first
definitions were made on first decade of 20" century after economic and ecological crisis
and also by the consequences of I-Il World War and industrial revolutions. When the
terminology searched, in 18" century the word sustainability started to use for preserving
nature while harvesting forests only on ecologically view in German word Nachhaltigkeit
(Wilderer, 2007: 2). Until 1980s’ the word sustainability is mostly used for preserving
ecology and economics of ecology.

In 1987, the common and comprehensive definition of sustainability is provided by
the World Commission on Environment and Development Report also known as Brundtland
Report. By the view of economic development and sustainable economics, sustainability
described as an economic and sociology-based activity that “meets the needs of the present
without compromising the ability of future generations to meet their own needs” (WCED,
1987: 39). Brundtland Reports’ sustainability definition indicates that environmental
concerns are important, but the basic discussion is one of welfare, seen in a context of inter-
generational equity (Kuhlman & Farrington, 2010: 3438) and people protect resources not
for environment, for next generations. By the way, the social sustainability starts to take
attention and scientist began to investigate the importance of providing ‘equity’ and
‘welfare’ in community.

After the first definitions of sustainability were indicated three major dimensions of
sustainability, the term has taken its place as an interdisciplinary and complex field of
science. European Commission called that a sustainable development triangle formed by
3P’s: People, Planet, and Profit/Prosperity (European Commission, 2002). Some
communities called the three dynamics of sustainable development as 3E’s: Environment,
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Economy and Equity (Purvis et al., 2019: 690) that also Paehlke called sustainability in the
same title of his book as “Democracy’s Dilemma” (Paehlke, 2004).

At the same time without collecting terms only just one letter, scientist called all
pillars or dimensions of sustainability as “environment”, “social” and “economy” because
social sustainability was not only about equity and economical sustainability did not just
cover profits or prosperity as can be seen on Figure 1. Sustainability science contains lots of

issues, tools and activities to develop most suitable conditions for all dimensions of

sustainability. Sustainability needs to be studied along with all these dimensions.

Social Issues
Social Justice
Diversity
Human Rights
Community Outreach
Labour Relations

Socio-Environmental Issues
Environmental Justice
Health & Safety
Climate Change
Environmental Reg
A

Socio-Economic Issues
Job Creation
Skills Enhancement

Environmental Issues
Clean Water / Air
Emissions Reductions
Biodiversity
Environmental Research
Recycling / Composting

Enviro-Economic Issues
Resource Efficiency
Green Energy

Product Stewardship
Improved Technology

Local Economic Impact
Business Ethics

Economic Issues
Innovation
Capital Efficiency
Risk Management
Growth Enhancement

Figure 1. Issues, Tools and Activities of Sustainability (Nijenhuis, 2012: 14)

Awareness of sustainability offers people a good, quality, beautiful and sustained life
and living space and it also tries to bring equality, justice, free thought, democracy, respect
for differences, and ethics to an understandable and enforceable level in the whole society by
preventing from audacity, dictatorship, lawlessness, arrogance, and immorality. Along with
these, it aims for the fair distribution and continuity of income for everyone. The
mechanisms of all these sustainable conditions listed in the paragraph must be calculated and
operated fairly and accurately without putting the interests of one(s) before the interests of
other individuals or ecosystems. Therefore, the establishment of a sustainability system and
the continuity of its functionality throughout the life of our planet requires serious
engineering and innovative thinking.

Indeed, as shown on Figure 1. and definitions indicates that continuing humanitarian
activities and development without harming all dimensions of sustainability is a complex
field that requires fairly calculated innovative engineering processes for sustainable
development. For example, if a human action brings both economic and social benefits, but
simultaneously causes long-term ecological harm, it is unfair to refer to this activity as a
sustainable action in its long-term living life, which includes the environment and humanity.

Figure 1 shows the issues, tools and activities of all dimensions that needed for sustainable
goals. The actual interaction between dimensions of sustainability is shown in Figure 2.
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Environment

Social

Figure 2. Interaction Between Dimensions of Sustainable Development (Scott Cato, 2009:

An environmental activist Edward Abbey's one of famous quote "growth for the sake
of growth is the ideology of the cancer cell." is the best definition that emphasize the
relationship and integrity between the three dimensions of sustainability that can be seen in
Figure 2. The appropriate system is the co-development of each cell. The ecology cell feeds
the cell of the social, and the social cell feeds the cell of the economy. Due to ecological
crises, the depletion of social systems and subsequent economic collapse is inevitable.
Conversely, if a subsystem is supported too much without supporting a parent system, the
enlarged cell will break down a parent cell. For example, an economy overinflated by
improper production and consumption policies can first break down its social cell and then
its ecological cell, just like a cancer cell as Abbey indicated. Another example is that with
technologies developed for increased well-being, the overinflated social cell can break down
the ecology cell. Consumption of the economy should not be society; the consumption of
society should not be ecology. Understanding and developing this dynamic requires a serious
innovative thinking, training, and engineering.

“Sustainable development” defined as the practice of maintaining world processes of
productivity by replacing resources used with resources of equal or greater value without
degrading or endangering natural biotic systems (Kahle & Giirel-Atay, 2014: 50). As Lawn
described in 2000, sustainable development is a desirable human goal (Lawn, 2000: 38).
Towards 2015, 17 Sustainable Development Goals (SDGs) were adopted by all United
Nations Member States, with 169 targets to reach by 2030. These goals and targets are
universal, meaning they apply to all countries around the world, not just poor countries
(11SD, 2021).

The 17 SDGs are: (1) No Poverty, (2) Zero Hunger, (3) Good Health and Well-being,
(4) Quality Education, (5) Gender Equality, (6) Clean Water and Sanitation, (7) Affordable
and Clean Energy, (8) Decent Work and Economic Growth, (9) Industry, Innovation and
Infrastructure, (10) Reducing Inequality, (11) Sustainable Cities and Communities, (12)
Responsible Consumption and Production, (13) Climate Action, (14) Life Below Water, (15)
Life On Land, (16) Peace, Justice, and Strong Institutions, (17) Partnerships for the Goals
(United Nations, 2021).

Figure 1 and Figure 3 indicates that SDGs are developed to support all the dimensions
and aspects of sustainability that evolve sustainability science to an interdisciplinary field.
Therefore, it must because each discipline as represented by a community of human
practitioners focuses just on the study of a limited aspect of reality within the finite human
lifespan. This immediately brings research to the need to coherently bring together the
knowledge and unique insights from as many disciplines as possible and a complete study of
sustainability must coherently address as many of the relevant aspects as possible (Cabezas,
2012: 3). Actually, sustainability problems can be seen as the one-sided dominance of one
worldview at the cost of the others, and their resolution is requiring balance and synthesis
(Vries, 2013: 177). “If we are in harmony with nature, everyone wins” (Rolsten, 1994: 218).
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Figure 3. Sustainable Development Goals Pyramid (Institud Fiir Bildungsmanagement,
2021)

As a result, sustainable development could only happen by simultaneously ensuring
ecological, social, and economic sustainability that is intertwined and balanced. The more
precise meaning of sustainability, however, depends on contexts and intellectual fields such
as ecology, energy, engineering, environment, agriculture, social dynamics and anthropology
(Murhy & McDonagh, 2016: 2), population and demographics (Portney, 2015: 53), politics,
culture (UNESCO, 2021), justice (Seghezzo, 2009: 549), public actions (Caradonna, 2014:
251), technology and economics as can be verified in Figure 1.

So, what decision-making mechanisms and neurological processes are linked with all
these efforts (Figure 1), also SDGs (Figure 3)? How can neuroscience serve to the balance
(Figure 2) of these efforts and SDGs?

1.2.Neuroscience and Brain

Neuroscience is multidisciplinary sciences; that analyze the nervous system to
understand the biological basis for behavior since the middle of the nineteenth century
(Squire et al., 2008: 3). Neuroscience is defined as “a branch (such as neurophysiology) of
the life sciences that deals with the anatomy, physiology, biochemistry, or molecular biology
of nerves and nervous tissue and especially with their relation to behavior and learning”
(Merriam-Webster, 2021). Neuroscience studies “why do people do what they do, and how
does the brain carry out these tasks?”.

In the last three decades, scientist take lots of answers by the developing brain
stimulation and brain imaging (neuroimaging) technologies in neuroscientific practice (Boer,
et al., 2020: 503). Functional brain imaging offers the ability to examine a person’s brain
while that individual engages in a psychological activity of interest (Gonzalez & Berman,
2010: 111). Many brain imaging tools are available; including positron emission tomography
(PET), near infrared spectroscopy (NIRS), magnetoencephalogram (MEG),
electroencephalography (EEG), and functional magnetic resonance imaging (fMRI) for
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cognitive neuroscientists (Xue et al., 2010: 120), to understand the neurological processes
such as decision-making, memory, flight or fight reaction and etc.

In decision making, a number of cognitive processes come into play, among them the
processing of the stimuli present in the task, the memory of previous experiences and the
estimating of the possible outcomes of each option (Martinez-Selva et al., 2006: 411). It is
known that the decision-making process results from communication between the prefrontal
cortex (working memory) and hippocampus (long-term memory) but there are other regions
of the brain that play essential roles in making decisions, but their exact mechanisms of
action still are unknown (Moghadam et al., 2019: 443). Also, decision-making processes for
a sustainable choice cannot be understand.

Prefrontal
Cortex
(PFC)

Amygdala

Hippocampus

Figure 4. Human Brain Anatomy Correlate with Stress, Decision-Making, and Memory
(Bell, 2021: 16)

Of particular relevance to enlightening the dynamics of sustainability in brain are
recent findings within the realms of memory, perception and decision-making (Fleming et al.
, 2012: 6123). That are correlated with the brain parts; prefrontal cortex (PFC), amygdala
and hippocampus as can be seen on Figure 4. These decision-making processes often result
in a new behavior or behavior change. Behavioral change processes are motives, self-
regulation, resources, habits, and environmental/social influences especially for promoting
voluntary behavior change in environmental psychology (Bamberg & Schulte, 2019: 330)
also in all dimensions of sustainability.

Branch Description

Affective neuroscience the study of the basic emotions, typically through experimentation on
animal models; is about “feelings”

Behavioral neuroscience  the application of the principles of biology to the study of genetic,
physiological, and developmental mechanisms of behavior in
humans and non-human animals.

Cellular neuroscience study of neurons at a cellular level including morphology and
physiological properties.

Clinical neuroscience examines the disorders within the nervous system

Cognitive neuroscience the study of cognitive processes and their implementation in the
brain

Computational theoretical study of the nervous system.

neuroscience

Consumer Neuroscience also called neuromarketing; study of commercial marketing
communication field that applies neuropsychology to market
research, studying consumers' sensorimotor, cognitive, and affective
response to marketing stimuli.

Cultural neuroscience study of how cultural values, practices and beliefs shape and are
shaped by the mind, brain and genes across multiple timescales.
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Developmental
neuroscience

Education Neuroscience
Evolutionary
neuroscience

Molecular neuroscience

Neural engineering

Neurochemistry

Neuroeconomics

Neurogenetics

Neuroimaging

Neuroinformatics

Neurolinguistics

Neuroplasticity

Neuropolitics

Neuropsychiatry

Neuropsychology

Neurosurgery
Paleoneurobiology

Social neuroscience

studies the processes that generate, shape, and reshape the nervous
system and seeks to describe the cellular basis of neural development

primarily information about learning grounded in
research; neuroscience informs education

laboratory

studies the evolution of nervous systems.

studies the nervous system with molecular biology, molecular
genetics, protein chemistry, and related methodologies.

uses engineering techniques to interact with, understand, repair,
replace, or enhance neural systems.

the study of how neurochemicals interact and influence the function
of neurons.

studies of the brain during “decision making”.

the study of the genetical basis of the development and function of
the nervous system.

the use of various techniques to either directly or indirectly image
the structure and function of the brain.

a discipline within bioinformatics that conducts the organization of
neuroscience data; application of computational models and
analytical tools and the study of neuroscience with information
science/technology and deals with the creation of the data systems
that will be required to achieve such integration.

the study of the neural mechanisms in the human brain that control
the comprehension, production, and acquisition of language.

studies on the ability of neural networks in the brain to change
through growth and reorganization; a fundamental mechanism of
neuronal adaptation

the study which investigates the interplay between the brain and
politics. It combines work from a variety of scientific fields which
includes neuroscience, political science, psychology, behavioral
genetics, primatology, and ethology.

psychiatry relating mental or emotional disturbance to disordered
brain function.

is a discipline that resides under the umbrellas of both psychology
and neuroscience, and is involved in activities in the arenas of both
basic science and applied science

the study of the surgical treatment of neurological disease

a field which combines techniques used in paleontology and
archeology to study brain evolution, especially that of the human
brain.

also called as “neurosociology” is an interdisciplinary field devoted
to understanding how biological systems implement social processes
and behavior, and to using biological concepts and methods to
inform and refine theories of social processes and behavior.

Table 1. The Major Branches of Neuroscience (Wikipedia, 2021; Squire et al., 2008;
Medical News, 2021; Akil, et al., 2016; Pittenger & Duman, 2008; Jaak, 1990; Bjaalie,
2018)

In brief, neuroscience; is a scientific field that investigates the functions and responses
of nervous systems and the brain, which are becoming more and more widely used with
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technological innovations in brain imaging. There are several branches that study with
neuroscience, these branches also can be seen on Table 1. These branches also have inter-
relationship with each other while working on a specific field. As an interdisciplinary field
neuroscience is especially along with health, engineering, social sciences and art, that it has
led to the emergence of new fields such as neuropsychology, neuroeconomics,
neurosociology, neuroinformatics, neuropolitics, neuromarketing, etc. described in Table 1.

But as told before in this study, there are very few studies in a very limited area of the
sustainability studied with neuroscience. So how can neuroscience efforts contribute to the
understanding and development of sustainability?

2. NEUROSCIENCE OF SUSTAINABILITY: NEUROSUSTAINABILITY

Sustainability is a complex and innovative concept that inherently requires the new
ways of thinking constantly for basic biological decision-making processes such as
adaptation and collaboration. Not just only for living species, these decision-making
processes are nearly similar with continuity of an organization or a community at all. Also,
Scoon and Cox emphasized the importance of adaptation, collaboration, and scale for
environmental governance of sustainability (Schoon & Cox, 2018: 679). All organisms,
organizations, also communities need the skills of adaptation on changing conditions, and
the capability of collaboration to get and share of the information that ensure continuity of
their existence for today and future lifetime.

Moreover, sustainability is an empathic level of consciousness that creates a holistic
benefit to society together with the ecosystem, also cares about its needs in future
generations, rather than a selfish or a personal interest. For a balance that can be seen on
Figure 2, sustainability science needs to understand the perception and position of
sustainable conditions and ethics in nervous system by neuroscience, along with the
decision-making processes that empathizes the best for continuity of all system instead of a
selfish choice.

The main research question of this paper “Can an interdisciplinary relationship be
established between sustainability science and neuroscience as a new field?” calls new
studies for the answers to several sub-questions of neurosustainability:

e Can biological processes, mental processes, neural networks and chemistry be
studied that motivate people to choose and produce what is more ethical and sustainable
instead of selfish one?

e Can scientists benefit from neuroscience, neuroplasticity and artificial intelligence
to develop sustainability science, sustainable education, sustainable design, sustainable
engineering and innovations without damaging the harmony of sustainability dimensions that
shown in Figure 2?

e Can the interaction of sustainable environment, sustainable methods-practices
(Figure 1) and SDGs (Figure 3) with the human brain; also, their contribution to human
development, creativity and productivity be determined by neuroscience?

Although a vast majority of neural connections are operated for the continuity of an
organism or an organization, unfortunately there have been no extensive studies in
sustainability literature that use neuroscience findings, techniques, and approaches. In order
to find answers to these questions and establishing a general framework, sustainability-
related issues were examined separately by research that use neuroscience technologies.

There have been studies in the field of environmental neuroscience (Berman, et al.,
2015; Zheng, et al., 2017; Wolfe & Lindeborg, 2018; Berman, et al., 2019; Berman, et al.,
2019; Madan, et al., 2020; Keifer & Summers, 2021) that are mostly investigated by dear
researcher Marc G. Berman but mostly indicate on the effects of environment, architecture,
and urbanization.
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Several studies have examined the effects of neuroscience in sustainable design in
engineering science (Hu, 2017; Aoki, et al., 2020). Some studies examine sustainability
management in organization with neuroscience (Shahand, et al., 2015; McDonald, 2018).

But most studies indicates the effects of sustainability oriented marketing (includes
green advertisements) to purchase and perception of green products; named as “consumer
neuroscience” or “neuromarketing” (De Oliveira, 2014; Walla, et al., 2014; Oliveira, et al.,
2014; Vezich, et al., 2017; Pozharliev, et al., 2017; Magdalena, 2019; Balconi, et al., 2019;
Constantinescu, et al., 2019; Romanelli & lonescu, 2019; Folwarczny, et al., 2019; Zhao,
2019; Sanchez-Fernandez & Casado-Aranda, 2020; Pagan, et al., 2020; Varlese, et al., 2020;
Nilashi, et al., 2020; Quevedo, et al., 2020; Anuar, et al., 2021). These studies are trying to
understand the customer behavior for sustainability and green marketing.

When the results of these studies are evaluated for the main question, it is clear that an
interdisciplinary relationship can be established between all dimensions, issues and efforts of
sustainability science (Figure 1) and neuroscience by using major branches as can be seen in
Table 1, as a new field. As a result, thesis of this research reveals many strategic elements
and inferences by making multidimensional assumptions on a new field that investigates
neuroscience of sustainability, named in this study as “neurosustainability”.

Neurosustainability is a new field that try to clarify the effects and perceptions of
sustainable conditions on brain and try to examine the neurological processes for the action
of sustainable oriented thinking, sustainable design, sustainable innovation, also
sustainability education with the all dimensions - ecological, social and economic- of
sustainability. Inspiringly, this paper expects studies from the field of neurosustainability that
examine a three-way correlation between neuroscience and sustainability by research scopes
and research questions listed below:

1. Understanding of the biological processes, neural networks and chemistry that are
involved in the adoption of sustainable habits and thinking, acting, communicating, and
educating on sustainability:

» Where the perception of sustainability and ethics locate in brain?

» What motivates people to choose sustainability and ethics?

» What makes people to choose unsustainable, unethical, unfair or a selfish choice?

» How are people motivated for sustainable innovation and green engineering?

» What makes people to choose peace and collaboration instead of war and disunity?

2. Contributes of neuroscience, artificial intelligence (Al)! and neuroplasticity? to
develop sustainability by the knowledge of neural context:

» How neuroscience, Al, and neuroplasticity help people to gain sustainable habits,
sustainable-oriented acting, developing, learning, and collaborating with each
other?

» Can neuroscience, Al, and neuroplasticity help people to abandon the unsustainable
ones?

! Artificial intelligence (Al) enables machines to learn from experiences, adapt to new inputs, and
perform human-like tasks - from computers playing chess to self-driving cars — and rely heavily on
deep learning and natural language processing. Also with these technologies, computers can be trained
to perform specific tasks by processing large amounts of data and recognizing patterns in the data
(SAS Insights, 2021).

ZNeuroplasticity is a continuous process that optimizes the functioning of neural networks during
phylogenesis, ontogeni and physiological learning and provides short-term, medium-term and long-
term reshaping of neuronosinoptic organization after brain damage (Duffau, 2016: 225)
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3. Effects of sustainable or unsustainable conditions on brain development, creativity,
and productivity:

» How sustainable conditions including 17 SDGs (clean energy, gender equity,
peace, urban sustainability, or welfare, etc.) effect human brain?

» How unsustainable  conditions  (environmental pollution, undemocratic
management, income distribution inequality, war, etc.) effect human brain?

» What is the importance and role of sustainability on human development?

In this context, this research fills this gap with a new concept called
“neurosustainability” as a new interdisciplinary field that demonstrates its relationship with
neuroscience in the field of sustainability and reveal strategic elements and implications for
future research.

3. RESEARCH MATERIALS AND METHODS

Research method of this study is literature review. In order to interrelate two field —
neuroscience and sustainability — content analysis is used.

First, five scientific databases - PubMed, ScienceDirect, EBSCOhost, JSTOR and
NCBI- were searched for peer-reviewed studies published in all years up to May 1, 2021.

Primarily key words “neuroscience and sustainability” related resources were scanned
together. Due to the limited number of results, “sustainability” and “neuroscience” topics in
the literature were examined and the correlation of sustainability with other major
neuroscience branches has been studied separately.

Also, the major branches selected due to the considered relations of sustainability.
These branches are environmental neuroscience, neuropolitics, neurosociology,
neuromarketing. These studies cognitive processes of green thinking tried to determine.
Since the research did not have enough data to examine, other online and printed resources
have been scanned. All recommendations have been made for future studies by subtracting
relationship between sustainability and neuroscience.

- Limitations of methodology in this research: Due to the fact that the research
guestion has not been studied before, no meaningful number of studies and data required for
meta-analysis have been found.

4. RESULTS

The literature on sustainability is examined but extensive research using neuroscience
findings, techniques and approaches is not found. Then, the issues of sustainability searched
separately to find the studies that used neuroscience, but still not extensive research has
found.

The major branches are selected due to the relationship with sustainability and there
are 7 studies found which investigates “environmental neuroscience”; 2 studies are
determined that use neuroscience on sustainable or green engineering; 2 studies are found
that investigates the organization of sustainability with neuroscience; and, 17 studies are
examined sustainability with neuromarketing to find the effects and perception of
sustainability oriented marketing (includes green advertisements) to purchase and perception
of green products.

This study determined the neuroimaging technologies and scales that are applied on
selected fields as can be seen on Table 2. Although all studies were examined until 2021
without entering the date range, it was determined that the studies started to be carried out
from 2010. It has been observed that all studies that can be a framework for
neurosustainability have emerged in the last 10 years. Environmental neuroscience field use
mainly fMRI, EEG and MEG neuroimaging technologies. In neuromarketing publications, it
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is clear that these studies prefer EEG, MEG and eye tracking. The papers in which the

sustainable engineering and organization are studied with fMRI commonly.

# of Field of Neuroimaging .
Studies | Studies Technology Content Scaleyietrics
fMRI functional magnetic
magnetoencepalography; | 1ese Stuies
EE% pnatograpty: | indicate onthe | The spatial and
. ) effects of temporal scales of
Environmental | electroencephalography; - :
. . 7" environment, environmental
7 Neuroscience | PET positron emission environmental neuroscience (ENS)
(2015-..)) tomography; fMRS ducati lusion of :
functional magnetic e uc_atlon, Inclusion of Nature in
. architecture, and | Self (INS) scale
resonance spectroscopy; urbanization
fNIRS functional near- '
infrared spectroscopy.
. . the effet_:ts of . Systems Thinking
. fMRI functional magnetic | neuroscience in .
Sustainable . L . Scale Revised
L resonance imaging; fNIRS | sustainable
2 Engineering : . - (STRS)
functional near-infrared design in f .
(2017-...) SpECLroSCo ehgineerin Analysis-Holism
P Py 9 9 Scale (AHS)
science.
sustainability s> Model
Sustainable fMRI functional magnetic | management in e (BMC).
L ) 2 AMC computational
2 Organization resonance imaging; DTI organization -
B ] . : o NeuroScience
(2015-...) Diffusion tensor imaging with cognitive Gateway
neuroscience. (AMC-NSG)
Statistical Parametric
fMRI functional magnetic | the effects of Mapping (SPM8)
. . S Self-Assessment
resonance imaging; EEG sustainability- L
] ; Manikin (SAM)
electroencephalography; oriented
. Technology
Consumer MEG marketing
) . . Acceptance Model
17 Neuroscience | magnetoencephalography; | (includes green
o o : (TAM)
(2014-...) eye tracking; face coding; advertisements)
: e Osgood scale
voice recognition; ECG to purchase and ;
. } . Area of interest
electrocardiography; VR perception of (AOI)
visual virtual reality green products Event-related
potential (ERP)

Table 2. Major Branches of Neuroscience

Although these studies used common neuroimaging techniques, this study determined
that they use different methods and scales/metrics to analyze the results changing for the
filed. These scales shown on the third column also can give an information to develop a scale
for neurosustainability studies.

5. DISCUSSION AND FUTURE WORK

This paper frames the concept of sustainability as an adaptation and collaboration
between past, today and future; with the stress capability and adaptation memory of past,
requires the consciousness for understanding, calculating and empathize of expectations and
needs of future generations by taking an innovative action from today, also motivate and
educate them for sustaining all life on earth for future.

When the literature of neuroscience is examined, it is clearly understood that
sustainability science can benefit from neuroscience. This study determined that each
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research can provide information including suggestions on how the metrics related to the
cognitive processes of sustainability by neurosustainability can be. This research also
determined that in these studies commonly used neuroimaging techniques are fMRI, EEG,
MEG, and eye-tracking. These neuroimaging technologies will also utilize for
neurosustainability research in future. Furthermore, these studies indicate basic parts of the
brain such as the amygdala, hippocampus, and PFC. In sustainable thinking, the main
processes are based on adaptation and collaboration, and these processes are based on the
basic neurological processes, especially basic parts of the brain such as the amygdala,
hippocampus, and PFC. Also, these brain parts are expected to interest the field of
neurosustainability.

When the branches of neuroscience are examined to study neuroscience of
sustainability these studies shows that the branches of cognitive neuroscience, behavioral
neuroscience, computational neuroscience, cultural neuroscience, affective neuroscience,
social neuroscience, neuroeconomics, neuropsychology are necessary in terms of meeting
sustainability in all its ecological, social, and economic dimensions. Also, other neuroscience
branches can be including by neuroscientists and research of sustainability science as an
emerging field that “probes interactions between global, social, and human systems, the
complex mechanisms that lead to degradation of these systems, and concomitant risks to
human well-being” (Sustainability Science, 2021). By using neuroscience techniques, the
concept of sustainability can be better understood and disseminated in all dimensions on
field with new innovations. In addition, the effects of an ecologically, socially, and
economically sustainable environment on neurological processes in human brain can be
examined.

In conclusion, neurosustainability tries to fill the gap in sustainability science to
understand sustainable thinking, sustainability action and sustainable learning in
neurological process with neuroscience. Indeed, the field contains lots of new research area,
summarized as:

» Define the effects of sustainable conditions (also the SDGs on Figure 2) on brain by
neuroscience. For example:

the effects of organizational gender -equality/inequality on conscious brain
development which points cerebral cortex and the productivity of an individual...

the effects of sustainable/unsustainable cities and communities on brain health...

the effects of equal opportunities in education on student motivation level...

» To define the PFC neural processes and networks relates with limbic system,
hippocampus and amygdala in decision-making processes for the option, which is
sustainable, ethic or humanistic one, instead of unsustainable or selfish one.

» Combine social and engineering sciences with sustainability by using artificial
intelligence and neuroplasticity by using neuroscience technologies for sustainable oriented
thinking, sustainable design, sustainable innovation, and sustainability education.

» To find the best way to communicate and collaborate for sustainability conditions.

» Understanding Society 5.0 (super smart society) dynamics that is related with social
and sustainable innovations, with the approach of human development and anthropology by
using neuroscience.

5.1. Avenues for future research

Studies from field of neuroscience indicate the sustainability learning and sustainable
actions of community and organizations can be supported by neuroscience techniques,
neuroplasticity, and artificial intelligence. But because of the need of developing an artificial
neural network architecture, the neural processes of sustainability must be revealed. In order
to understand the neural processes of sustainability, this research indicates that neuroscience
is necessary.
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»  Consequences of this studies shows that the neuroimaging technologies fMRI, EEG,
MEG and eye-tracking can also utilize in neurosustainability research.

»  These studies also point out especially basic parts of the brain such as the amygdala,
hippocampus, and PFC (Prefrontal Cortex).

»  When the scales/metrics are determined for neurosustainability, the spatial and
temporal scales of environmental neuroscience (ENS) and Inclusion of Nature in Self
(INS) scale are important to put the effects of sustainability and human brain
interaction but does not give the information of decision-making processes in
sustainable thinking, acting, learning and engineering and also ethics.

»  Furthermore, cognitive neuroscience, sustainability anthropology, sustainability
biology, human development, brain development, neuroplasticity, decision-making
processes, behavioral changes must be worked together with the field and major
indicators of sustainability, also including SDGs.

»  In addition, the effects of sustainability to neurological and biological development in
humans should be revealed.

5.2. Limitations of field

The limits for further studies on neurosustainability are as follows:

» Identifying neural connections related to sustainability as a whole, is still
difficult in today's neuroscience technologies. For example: the blockage of
amygdala cannot be understood for smoke while the person knows the consequences
of smoking. It cannot be understood that sometimes humans they sense that they are
being forced to change their behavior, they build up strong resistance (Schwartz, et
al., 2021).

» Since the decision-making mechanisms and behavioral changes on brain
cannot be fully defined, it is difficult to explain the neural activity that drives the
organism's orientation to what is sustainable.

» There is no research on neuroplasticity or artificial intelligence that promote
PFC for sustainable thinking, acting and learning. Deep neural network?®
architectures that simulating the PFC, hippocampus and amygdala are still tried to be
explained and developed. This study thinks artificial intelligence and deep learning
is important for development of sustainability education on individuals, and also
communities.

» The difference on individual and collective results in studies on cognitive
neuroscience; findings and reality. People usually give different reactions and
choose different choices in neuroscience laboratory (findings) and in public (reality).
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OZET

Yetkin ve gelismis insan kaynagmin yer aldig1 kurumlarda amaglara ulagmak daha kolay
olmaktadir. Kurumlarin yénetim politikalari, iletisim faaliyetleri, ¢alisanlar i¢in sunduklar
gelisim firsatlar1 ve kariyer yollar, 6diil ve {icret politikalar1 onlar1 ¢alisanlar i¢in tercih
edilebilir olma noktasinda etkili olmaktadir. Giiniimiiz sartlarinda kurumlarin tercih
edilebilir olmalari i¢in ¢alisan beklentilerini yakindan takip edip ¢alisan odakli olmalari
gerekmektedir. Kurumlarin yer aldiklari sosyal sorumluluk projeleri de tiim paydaslar
acisindan onem teskil etmekte ve tercih edilebilirligini etkilemektedir. Caligmada 6zel
hastanelerde ¢alisanlarin goriisleri, kurumlarin vizyon misyon bildirileri ile belirtilen
caligsan odakliliklart ve yer aldiklari sosyal sorumluluk projeleri kapsaminda aday calisanlar
tarafindan tercih edilebilirliginin anlagilmasi i¢in ¢oklu karar verme tekniklerinden gri
iliskisel analiz yapilmistir. Ozel hastanelere yonelik indeed isimli calisanlarin kurumlarla
ilgili yorum yaptiklari platform olan internet sitesinden ve 6zel hastanelerin resmi internet
sitelerinden verilere ulagilmistir. Aday calisanlarin kurumlari degerlendirebilmeleri ve
kurumlar arasindaki siralamanin belirlenmesine yonelik arastirmada is yasam dengesi,
maag ve sosyal giivenceler, yonetim, kiiltiir ve degerler, vizyon misyon bildirilerinde
calisan odaklilik, sosyal sorumluluk degerlendirme kriteri olarak yer almaktadir. Gri
iliskisel analiz sonucuna gore Liv Hospital, Medipol Hastanesi ve Memorial Hastanesi
tercih edilebilirlik agisindan ilk siralarda yer alan 6zel hastanelerdir.

Anahtar Kelimeler: Ozel Hastaneler, Saghik Sektorii, Orgiitsel Cekicilik, Calisan
Odaklilik, Gri Tliskisel Analiz.

ABSTRACT

It is easier to achieve the goals in institutions with competent and developed human
resources. Management policies of institutions, communication activities, development
opportunities and career paths they offer for employees, reward and wage policies are
effective in making them preferable for employees. In today's conditions, institutions need
to closely follow employee expectations and be employee-oriented in order to be
preferable. Social responsibility projects in which institutions take part are also important
for all stakeholders and affect their preference. In the study, gray relational analysis, one of
the multiple decision-making techniques, was performed to understand the opinions of the
employees in private hospitals, the employee focus indicated by the vision mission
statements of the institutions, and the preference of candidate employees within the scope
of the social responsibility projects they participated in. Data were obtained from the
website of Indeed, which is the platform where employees of private hospitals comment on
institutions, and from the official websites of private hospitals. Work-life balance, salary
and social guarantees, management, culture and values, vision mission statements,
employee focus and social responsibility are included as evaluation criteria in the study
aimed at enabling candidate employees to evaluate institutions and determine the rank
among institutions. According to the gray relational analysis result, Liv Hospital, Medipol
Hospital and Memorial Hospital are private hospitals in the first place in terms of
preferability.

Keywords: Private Hospitals, Health Sector, Organizational Attractiveness, Employee
Focus, Gray Relational Analysis.

JEL Codes: M100, M120, M190.
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1. GIRIS

Teknoloji her alanda oldugu gibi saglik sektoriinde de biiyiikk doniisiimlere yol
acmaktadir. Teknolojinin ilerlemesi, ekonomik yapi, egitim diizeyi gibi etkenlerle hasta ve
hasta yakinlarinin 6zel hastanelerden beklentileri de artmaktadir. Ayni sektorde benzer
ekonomik giice sahip hastanelerde fark yaratabilmek i¢in calisanlara oldukca 6nemli gorevler
diismektedir. Ulkenin saglk sistemi ve halk saghgi i¢in 6nemli katkilart bulunan &zel
hastanelerin icinde bulunduklar1 sektérde devamliliklarinin saglayabilmeleri ve hasta
memnuniyeti yaratabilmeleri i¢cin en Onemli sermayelerinden biri insan kaynagidir.
Kurumlarin ¢alisan beklentilerine yanit vermeleri ¢alisan verimliligi ve basarili is sonuglarina
olanak saglamaktadir. Kurumlarin galisan odakli uygulamalari, hem ¢alisanlari i¢in hem de
aday calisanlar acgisindan orgiitsel ¢ekicilik konusunda etkili olmaktadir. Kurumlarin ayakta
kalabilmeleri i¢in alaninda uzmanlagmis ¢alisanlarin kurumu tercih etmeleri oldukga kritiktir.

Kurumlarda adil iicret ve odiillendirme sistemi, kariyer ve terfi politikalari, mesai
saatleri, yonetim sekli ve esnekligi hem calisan bagliligi hem de aday ¢alisanlarin kurumu
tercih etmesi agisindan dikkatle yonetilmesi gereken siiregler arasindadir. Calisan odakli
politikalarin benimsenmesi tercih edilebilirligi artiracaktir. Kurumlarin aday calisanlar
etkileyebilmeleri i¢in kurum biiytikliigii, kurum itibari, caliganlarin memnuniyet diizeyleri i¢in
gerekli yatirrm planlarini yapmalar1 gerekmektedir. Orgiit i¢inde yaratilan kiiltiir ve degerler
baglaminda olumlu atmosferin, yonetici c¢alisan iliskilerinin, ¢aligma arkadaslari ile olan
iligkilerin ve galisanlar lizerinde etkisi olduk¢a fazladir. Calisanlarin giiniimiiz sartlarinda
gelisime verdikleri onem ¢ok fazladir. Sunulan gelisim firsatlar1 ve mesleki agidan yeni sistem
ve gelismelere entegre olabilmeleri ¢alisanlar agisindan degerlidir (Terlemez, 2012: 5).

Calisanlar tarafindan tercih edilebilir olmak kurumlarin degerleri arasinda yer almasi
gereken onlar ileriye tasiyacak kriterler arasindadir. Kurumlarin bu amagla politikalarini
sekillendirmesi dogabilecek maliyetlerin Oniine gececektir. Calismada 6zel hastanelerde
calisanlarin goriislerinden yola ¢ikilarak onlarin ¢alisan odakli yaklagimlarina yer verilen
vizyon ve misyon ifadeleri ve sosyal sorumluluk faaliyetleri kapsaminda aday calisanlar
acisindan tercih edilebilirligi incelenmistir. Elde edilen sonuclarin hastanelerin iginde
bulunduklar1 sektdrde diger hastaneler karsisindaki yerini belirlemesi sebebiyle saglik
sektoriiyle ilgilenen ¢alisan adaylari, ydnetici ve arastirmacilara yararli olacagi
diistintilmektedir.

2. ORGUTSEL CEKICILIK VE GRIi ILISKIiSEL ANALIZ

Insan kaynaklar1 kurumlarin basarilar1 agisindan oldukca dnemli bir sermayedir. Isinde
basarili yetkin calisanlar miisteri beklentilerinin karsilanmasi i¢in uygun c¢oziimlerin
sunulmasinda etkinlik gostermekte ve kurumlarin rekabet giiciinii gelistirmektedir.
Kiiresellesme ile birlikte kurumlarin rekabet edebilmeleri agisindan ¢alisanlarin yetenekleri ve
bagliliklari, aday ¢alisanlarca tercih edilebilir olmasi olduk¢a 6nemlidir. Calisanin uygun ise
yerlestirilmesi kadar, ¢alisanin orgiite bagli olarak kalmasini saglamak da kurumlar agisindan
kritik bir konudur (Greening ve Turban, 2000: 255). Calisanlarin kurumu tercih etmeleri ve
bagliliklar1 kurumlarin ¢alisan bulma ve egitim maliyetlerini azaltacak olmasi agisindan
kurumlarca 6nemsenmektedir. Calisanlara sunulan olanaklar 6rgiitsel ¢ekicilik agisindan etkili
olmaktadir (Backhaus ve Tikoo, 2004: 501). Aymi sektorde benzer ekonomik giice ve
teknolojiye sahip olan kurumlarda fark yaratacak olanlarin calisanlar oldugu ifade
edilmektedir. Calisanlarin miisteri beklentilerini anlamalar1 ve buna uygun ¢o6ziimler
sunmalar1 agisindan kuruma katkilar1 bulunmakta ve fark yaratan iiriin ve hizmet sunumlarina
ve miisteri deneyimlerine ulagilmaktadir (Temel, 2016: 133).

Orgiitsel cekicilik, aday ¢alisanlarin kuruma basvurma kararlarina etkili olan durumdur
(Akgay, 2014: 177). Bir bagka ifade ile orgiitsel ¢ekicilik kurumlarin potansiyel ¢alisanlarin
calismak istedikleri bir yer olmak i¢in duygu ve diisiinceleri olusturan 6zelliklerin tamamidir
(Highhouse vd. 2003: 989). Pek cok tamimlama bulunmakla beraber orgiitsel ¢ekiciligin
kurumun potansiyel ¢alisanlar ve paydaslar agisindan imaj, kalite, yenilik ve benzerlik gibi
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konular1 kapsayan &zelliklerinden dolay1 tercih edilmesine olanak sagladigi belirtilmektedir
(Adigiizel ve Kayadibi, 2015: 99). Potansiyel calisanlarin kurumun imaji, degeri, iletisim
bicimi alanindaki diisiinceleri ile orgiitsel cekicilik ortaya ¢ikmaktadir (Bratton ve Gold, 2000:
380). Orgiitsel ¢ekiciligin birgok tammnm yapildigi goriilmektedir. Tanimlarin ortak
ozelliklerinde c¢alisanlarda ve potansiyel calisanlarda kurumlarin biraktiklart izlenim ile
orgiitsel ¢ekiciligin olustugunu ifade etmek miimkiindiir.

Potansiyel caliganlarin kurumla ilgili iletisim kanallarindan edindikleri bilgi ve
deneyime gore kurum imaj1 konusunda algilarinin olustugu olumlu ya da olumsuz ¢ikarima
vardiklart ifade edilmektedir (Aiman, Lieyens ve Sinar, 2001: 233). Yetkin ve basaril
calisanlarin kurumlar1 tercih etmeleri i¢in nedenleri olmalidir (Caldwell, 1999: 58).
Kurumlarda galigsanlara saglanan fayda ve imkanlar 6rgiitsel ¢ekiciligi artirmaktadir (Judge ve
Cable, 1997: 359). Kurumlarin ¢aligsanlara sunduklar: gelisim, kariyer ve terfi imkanlari, ticret
ve oOdiillendirme politikalar1 ve yonetim sekli orgiitsel cekicilik i¢in etkin kriterlerdendir
(Oksiiz, 2012: 10).

Kiiresellesen diinyada ayn1 sektorde yer alan kurumlarin rekabet giicli saglayabilmeleri
icin alaninda basarili ve yetkin insan kaynagin1 kazanmalar1 ve ¢alisan bagliligini saglamalari
gerekmektedir (Gok, 2006: 83). Kuruma dahil edilemeyen yetkin insan kaynaginin kuruma
katabilecegi bilgi ve yenilik kurumlar tarafindan bir kayip olarak gériillmekte ve bu baglamda
insan kaynagmin énemi vurgulanmis olmaktadir (Akgay, 2012: 15). Orgiitsel cekicilik ile
yetkin ¢alisanlar kuruma kazandirildigi gibi bu sekilde {irlin ve hizmetlerin de miisteriler
tarafindan tercih edilebilirligini artacagi ve kuruma ekonomik anlamda yarar kazandirilacagi
ifade edilmektedir (Boztepe, 2014: 4).

Orgiitsel cekicilik, kurum imaji, kurumsal sosyal sorumluluk, kurumsal itibar ve
kurumsal performansla iligkilidir (Dural vd. 2014: 143). Kurumsal imaj, kurumlarla ilgili
olusan deneyimlerin sonucunda dgrenilen 6zelliklerin biitiiniiyle olusmaktadir. Imaj ¢alisan ve
potansiyel calisanlar agisindan kurumu cekici hale getirmektedir. Kurumlarin yetkin
calisanlar1 biinyelerinde toplamalari i¢in kurum imajinin etkisi 6nemlidir (Y1ildiz, 2013: 158).
Kurumlarimn sosyal sorumluluk projeleri ve verdikleri destek insana, ¢evreye ve paydaslara
yatirim yapmasi anlamina gelmektedir (Bali ve Cinel, 2011: 47). Kurumsal sosyal sorumluluk
projeleri olan ve destek veren kurumlarin orgiitsel ¢ekiciliginin olustugu calisanlar ve
kamuoyu goziinde kurumun tercih edilebilirligini etkiledigi ifade edilmektedir. Kurumsal
itibar, kurumun tiim hissedarlar1 agisindan beklenen ¢iktilarin olugsmasi ve ge¢cmis faaliyetlerin
de temsilidir. Kurumsal itibar hissedarlarin kurumla ilgili ortak diisiincelerini ifade etmektedir
(Alniagik, 2011: 68). Kurumsal itibar paydaslarin kurumla ilgili alg1 tahminlerini kapsamakta
ve aday caliganlarin kuruma katilma isteklerini etkilemektedir. Kurumsal performans ise
kurum hedeflerinin gergeklestirilmesine yonelik gosterilen ¢aba olarak ifade edilmektedir.
Kurumlarn siirdiiriilebilir basar1 ve rekabet avantaji elde etmek icin belirli bir hedefe yonelik
planli ¢abalarin tiimii ve elde edilen toplam basari olarak da kurumsal performans ifade
edilmektedir (Gengay, 2010: 19).

Orgiitsel ¢ekicilikle iliskisi olan bir¢ok kriter bulunmaktadir. Calisanlarin kuruma
katilmalar1 ya da mevcut ¢alisanlarin bagliliklarinda iicret, ¢alisma saatleri, kurumun yapisi ve
biiyiikliigii, yonetim sekli, terfi ve kariyer yollari, kurumun fiziki sartlar etkilidir. Ucret,
calisanlarin hayatlarini siirdiirmelerine ve motivasyonlarini artirmalarina yarayan kurumu
tercih etmeyi ya da kurumda kalmay1 saglayan 6nemli bir kriter olarak ifade edilmektedir
(Cakar, 2001: 145). Calisanlarin gecimlerini saglayacaklar ticret kadar kurum i¢inde iicretin
adaletli sekilde dagilimi da orglitsel ¢ekicilik agisindan 6nemlidir. Calisma saatleri de
calisanlarin bedensel ve ruhsal yorgunluklarini etkilemektedir. Vardiyali ¢alisma diizenegi,
mesai saatlerinin fazla olusu, ¢alisanlarin aile ve sosyal hayat1 i¢in adaptasyon saglanmasinin
zorlugu konusunda etkili olmaktadir. Kurumlarin calisanlara sagladigi imkanlarin yeterli
oldugu durumlarda bile bu tip ¢alisma diizenegi olan kurumlara karsi ¢alisanlarin olumlu
tutum i¢inde olmalarmin zor oldugunu séylemek miimkiindiir (Cakir, 2001: 148).
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Orgiitiin biiyiikliigii orgiitsel cekicilik agisindan etkili bir bagka kriterdir. Orgiitiin
biiyiikliigii, is hacmi, calisan sayisi, sermaye, satis, yatirim yonetim bi¢imi, hukuki yap1 gibi
kriterlerle degerlendirilmektedir. Calisanlarin biiyiik orgiitlerde sunulan imkanlarin kiigiik
orgiitlere nazaran daha fazla olduguna yonelik algilar1 vardir (Akgay, 2012: 48). Orgiitiin
merkezilesme diizeyi de calisanlar agisindan 6nemlidir. Yetkinin tek bir merkezde toplanmasi
veya alt kademelere dagitilmasi orglitteki merkezilesme diizeyini ifade etmektedir.
Calisanlarin kararlara katilmasi ve karar verme yetkilerine sahip olmalar1 onlara hareket
Ozgiirliigii sunmakta ve calisan acisindan orgiitsel gekicilik artmaktadir (Akgay, 2012: 50).
Kariyer, calisanlarin i¢inde bulunduklar1 kurumlarda deneyim ve beceri kazanip ilerlemeleri,
mesleki acidan gelisim ve yiikselislerini ifade etmektedir. Calisanlarin kurum gorev yaptiklar
stire iginde sunulan gelisim ve ilerleme firsatlari beklentileri ile ortiistiiglinde orgiitsel gekicilik
de artmaktadir (Akcay, 2012: 50). Kurumlarin faaliyet gdsterdikleri alanlardaki goriintii,
yerlesim yeri, dekorasyon, 1s1, hava kalitesi, aydinlatma gibi faktorler fiziki sartlari
olusturmaktadir. Kurumlarin sunduklar1 fiziki kosullar da c¢alisanlar agisindan oOrgiitsel
¢ekicilik lizerinde etkili olmaktadir (Akgay, 2012: 53).

Saglik calisanlarinda is yasam kalitesinin orgiitsel ¢ekicilikle ilgisinin arastirildig:
calismada is yasam kalitesi kriteri ile Orgiitsel ¢ekicilik kriteri arasinda dogrudan bir iligki
oldugu tespit edildigi ifade edilmektedir. Bununla birlikte c¢alistig1 igyerinde mutlu olan
calisanlarin orgiitsel anlamda bagli bulunduklar1 orgiitii daha fazla cekici bulduklari,
bdylelikle de orgiite olan baghliklarinin arttig1 da belirtilmektedir (Nur, 2017: 12). Yapilan bir
baska calismaya gore de saglik kuruluslarinda orgiitsel ¢ekicilik icin kariyer geligimi,
ekonomik deger, sosyal deger olarak boyutlara ayrilmakta olup iist yonetimlerin beklentilerin
1518¢1nda hareket etmesinin maliyetli olsa da uzun vadede karl olacag belirtilmektedir (Yavuz,
2019: 63). Hemsirelerle yapilan bir ¢aligmada orgiitsel g¢ekicilikle hastanenin iiniversite
hastanesi olmasinin iligkili oldugu ifade edilmektedir (Tangi, 2019: 10).

3. METODOLOJI

Gri iliskisel analiz (GIA) ¢ok kriterli karar problemleri acisindan belirsizlik durumlari
i¢in kullanilan bir karar verme teknigidir. 1982 yilinda gelistirilen Gri iliskisel analiz, eksik,
belirsiz, yetersiz bilgi durumlarinda bir¢ok alanda karar vermeye olanak tanimaktadir (Deng,
1988: 1). Gri sistem teorisinde belirsizligin yer almadig1 tam bilgi durumu beyaz, eksik bilgi
ya da belirsizlik durumlari ise gri ile belirtilmektedir. Eksik bilgiye sahip olan sistem gri sistem
olarak adlandirilmaktadir (Tsai, Chang ve Chen, 2003: 45). Gri sistem teorisinde yer alan Gri
iligskisel analiz benzerlik ya da farklilik derecelerine gore iligski dl¢lilmesine ve siralamaya
olanak tanimaktadir (Chen ve Ting, 2002: 838; Feng ve Wang, 2000: 136).

Gri iliskisel analiz ile belirlenmis ¢aligma konularinda mevcut durumlarin bir sistem
icindeki tiim iligkileri net ve kesin sekilde tanimlanmaktadir (Huang ve Lee, 2003: 74). Gri
iligkisel analizin avantajlar1 arasinda birgok kriterin birlikte ele alinmasina olanak vermesi,
veri sayisinin azligi halinde bile degerlendirme yapilabilmesi, dagilimin bilinmemesi ya da
normal olmamas1 durumlarinda bile iliski derecesine gore siralama yapilmasi belirtilmektedir
(Liu ve Forrest, 2007: 115). Gri iliskisel analizle ilgili kurulug modelinin bir dizi islevsel model
olmamasi, hesaplamanin basit ve kolay olmasi, 6rneklem miktar1 agisindan varsayimlara bagl
kat1 kurallarm yer almamasi, 6rneklem verileri arasinda birebir iliski derecesinin sayisal olarak
karmagiklagsmadan analiz edilmesi de avantaj olarak ifade edilmektedir (Tzeng ve Tsaur, 1994:
90).

Gri iliskisel analizin alti adimda uygulandigi belirtilmektedir. Karar matrisinin
belirlenmesi, karsilastirma matrisinin olusturulmasi, normalizasyon adimi, mutlak deger
tablosunun olusturulmasi, gri iliskisel katsayr matrisinin olusturulmasi, iliski derecesi
hesaplanmasi olarak adimlar belirtilmektedir (Peker ve Baki, 2011: 6). Gri iligkisel analiz bir
cok alan i¢in kullanilmaktadir, 6rnegin satin alinacak konutun belirlenmesinde (Ugur ve
Baykan, 2017: 220); turizm, finans, lojistik gibi sektore yonelik finansal performans
degerleme calismalarinda (Gozkonan ve Kiigiikbay, 2019: 71; Karkacier ve Yazgan, 2017:
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154; Bagdegirmen ve Tunca, 2017: 327), c¢alisan adaylarmin se¢ilme siireglerinde (Ulutas,
Ozkan ve Tagraf, 2018: 223) kullanilmaktadir.

4. GRI ILISKISEL ANALIZ UYGULAMASI

Bu arastirmada 6zel hastane galisanlarinin goriislerine ulagilmis ve aday c¢alisanlar igin
belirlenen hastanelerde degerlendirme yapilmistir. Calismanin verileri indeed isimli aldig
internet sitesinden ve hastanelerin resmi internet sitelerinden elde edilmistir. Ozel hastaneler
icin degerlendirmeye alinan kriterlere asagida yer verilmektedir.

K1: Is yasam dengesi (Veri kaynag:: indeed)

K2: Maas ve sosyal giivenceler (Veri kaynag:: Indeed)

K3: Yonetim (Veri kaynag:: Indeed)

K4: Kiiltiir ve degerler (Veri kaynagi: Indeed)

K35: Sosyal sorumluluk (Veri kaynagi: Kurumlarin internet siteleri)

Ké6: Vizyon/Misyon’ da Calisan Odaklilik (Veri kaynagi: Kurumlarin internet siteleri)

Indeed isimli siteden elde edilen veriler elde edilirken K1, K2, K3 ve K4 icin veriler
sitede gosterildigi sekilde aktarilmigtir. Kurumlarin internet sitelerinden elde edilen K5 kriteri
icin sosyal sorumluluk bilgilendirmelerine yer veren hastanelere 1, bilgi yer almiyorsa 0
verilmistir. K6 kriteri i¢in hastanelerin vizyon ve misyon ifadelerinde calisanlara yonelik
bildirim bulunuyorsa 1, bulunmuyorsa 0 verilmistir.

Calismada incelenen 6zel hastanelere yonelik Indeed isimli internet sitesinden elde
edilen veriler i¢in ¢alisan yorum sayilarina ve yil araliklarina Tablo 1° de yer verilmektedir.

Tablo 1. Ozel Hastanelere Yonelik Yorum Adetleri ve Y1l Araliklar

Kurum Yorum Yil
Acibadem Hastanesi 94 2014-2021
Emsey Hospital 14 2016-2020
Kolan Hastanesi 9 2014-2019
Liv Hospital 14 2015-2019
Medical Park 28 2018-2021
Hastanesi

Medicana Hastanesi 12 2017-2020
Medipol Hastanesi 20 2017-2020
Memorial Hastanesi 29 2017-2020

Kaynak: tr.indeed.com

Ozel hastaneler igin belirlenen kriterlere yonelik veriler ve kriterler olmasi istenen
maximum ve minimum degerlere Tablo 2.’ de yer verilmektedir.

Tablo 2. Veri Seti

Max Max Max Max Max Max
Is Maas ve e Vizyon/Misyon
Kurum Yasam Sosyal Yonetim Ig;lvnel;z: S O?L?r?])llﬂlluk ' da Calisan

Dengesi  Giivenceler & Odaklilik
Acibadem 31 2,8 2,9 3,1 1 1
Hastanesi
Emsey Hospital 3,1 2,9 2,6 2,7 1 1
Kolan Hastanesi 3 29 3 2,5 0 1
Liv Hospital 3.9 3,4 3,8 4,2 1 0
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Medical Park 2,6

Hastanesi

Medicana 3.8
Hastanesi

Medipol Hastanesi 3,4
Memorial 3
Hastanesi

Gri iliskisel analiz i¢in kriterlerden beklenilen maksimum ya da minimum hali ile

2,6

2,7

2,6

31

2,7

3,4

referans veri seti elde edilmistir. Referans veri setine Tablo 3’ te yer verilmistir.

Tablo 3. Referans Seri Eklenmis Hali ile Veri Seti

Max
Is Yasam
N Dengesi
K1
Referans 3,9
Acibadem 3,1
Hastanesi
Emsey Hospital 3.1
Kolan Hastanesi 3
Liv Hospital 3,9
Medical Park 2,6
Hastanesi
Medicana 3,3
Hastanesi
Medipol Hastanesi 3.4
Memorial 3
Hastanesi

Alternatiflerin karsilastirilabilmesi birimlerinden arindirilmasi ve biiyikliiklerinin
diisiik diizeylere gekilmesi ve islem kolaylig1 saglamak amaci ile Tablo 4.” te normalizasyon

matrisine yer verilmektedir.

Kurum K1
Acibadem 0,385
Hastanesi

Emsey Hospital 0,385
Kolan Hastanesi 0,308
Liv Hospital 1,000
Medical Park 0,000
Hastanesi

Medicana 0,538
Hastanesi

Medipol Hastanesi 0,615
Memorial 0,308
Hastanesi

Normalize edilen referans serisi ile normalize edilen alternatif degerlerin mutlak

Max

Maas ve
Sosyal
Giivenceler
K2

34
28

29
29
3,4
2,6

2,7

29
&

Max

Yonetim

K3
3,8
29

2,6
3
3,8
2,6

31

3
3,2

Max

Kiiltiir ve
Degerler

K4
4,2
31

2,7
2,5
4,2
2,7

34

3.2
&

Tablo 4. Normalize Matris

K2
0,250
0,375
0,375

1,000
0,000

0,125

0,375
0,500

K3
0,250
0,000
0,333

1,000
0,000

0,417

0,333
0,500

K4
0,353
0,118
0,000

1,000
0,118

0,529

0,412
0,294

Max

Sosyal
Sorumluluk

K5

o k O -

K5
1,000
1,000
0,000

1,000
0,000

0,000

1,000
1,000

farklarinin alimmasiyla elde edilen degerlere Tablo 5’ te gdsterilmektedir.

Max

Vizyon/Misyon'
da Calisan
Odaklilik
K6

1
1

= T = =

K6
1,000
1,000
1,000

0,000
1,000

1,000

1,000
1,000
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Tablo 5. Uzakhk Matrisi (Mutlak Deger Tablosu)

Kurum K1 K2 K3 K4 K5 K6
Acibadem 0,615 0,750 0,750 0,647 0,000 0,000
Hastanesi

Emsey Hospital 0,615 0,625 1,000 0,882 0,000 0,000
Kolan Hastanesi 0,692 0,625 0,667 1,000 1,000 0,000
Liv Hospital 0,000 0,000 0,000 0,000 0,000 1,000
Medical Park 1,000 1,000 1,000 0,882 1,000 0,000
Hastanesi

Medicana 0,462 0,875 0,583 0,471 1,000 0,000
Hastanesi

Medipol Hastanesi 0,385 0,625 0,667 0,588 0,000 0,000
Memorial 0,692 0,500 0,500 0,706 0,000 0,000
Hastanesi

Gri iliskisel veri tablosu Tablo 6’ da gosterilmektedir.

Tablo 6. Gri iliskisel Veri Tablosu

Kurum K1 K2 K3 K4 K5 K6
Acibadem 0,448 0,400 0,400 0,436 1,000 1,000
Hastanesi

Emsey Hospital 0,448 0,444 0,333 0,362 1,000 1,000
Kolan Hastanesi 0,419 0,444 0,429 0,333 0,333 1,000
Liv Hospital 1,000 1,000 1,000 1,000 1,000 0,333
Medical Park 0,333 0,333 0,333 0,362 0,333 1,000
Hastanesi

Medicana 0,520 0,364 0,462 0,515 0,333 1,000
Hastanesi

Medipol Hastanesi 0,565 0,444 0,429 0,459 1,000 1,000
Memorial 0,419 0,500 0,500 0,415 1,000 1,000
Hastanesi

Kriterlerin esit agirlikta hesaplanarak elde edilen gri iliski derecesi ve siralamalar1 Tablo
7’ de gosterilmektedir. Buna gore Liv Hospital, Medipol Hastanesi, Memorial Hastanesi ilk
ii¢ sirada yer almaktadir.

Tablo 7. Gri iliski Derecesi ve Siralama Tablosu

Kurum Gri iliski Siralama
Derecesi

Acibadem Hastanesi 0,614 4
Emsey Hospital 0,598 5
Kolan Hastanesi 0,493 7
Liv Hospital 0,889 1
Medical Park 0,449 8
Hastanesi

Medicana Hastanesi 0,532 6
Medipol Hastanesi 0,650 2
Memorial Hastanesi 0,639

5. SONUC VE ONERILER

Teknolojik ilerleme ve sosyo ekonomik yapidaki gelisme miisterilerin hizmet aldiklar
kurumlardan beklentilerini de her gegen giin hizla artirmaktadir. Bu baglamda kurumlarin
icinde bulunduklart sektorde diger kurumlarla rekabet edebilmeleri icin etkin ve alaninda
basarili insan kaynagina ihtiyaclar1 bulunmaktadir. Orgiitsel ¢ekicilik ¢alisanlarin kurumlar

Journal of Business, Innovation and Governance, 2021; 4(2): 149 — 159

155



tercih etmeleri agisindan etkilidir. Calisanlarin kurumdan beklentilerinin karsilanmasi igin
onlara sunulan gelisim firsatlari, adil iicret politikast ve yan haklar, calisma saati esnekligi,
yonetim becerileri gibi faktorlerin etkinlikle yonetilmesi gerekmektedir. Diger yandan
kurumlarin sosyal sorumluluk projeleri de ¢alisanlar agisindan giiniimiizde oldukca etkilidir.
Orgiitsel ¢ekicilik ile calisanlarm kurumu tercih etmeleri kurumlar agisindan etkili insan
kaynagmin temininde kolaylik yaratacak, dogru ise dogru kisinin yerlestirilmesi
yapilabilecektir. Insan kaynaklar1 politikalar1 acisindan dogru ise dogru calisanin
yerlestirilmesi ile bagarili is sonuglari olugabilmektedir.

Arastirmada 6zel hastanelerde c¢alisanlarin goriislerinden kurumlarin vizyon misyon
bildirilerinde calisan odakli yaklasimlarindan ve sosyal sorumluluk projelerine sunduklari
katkilardan yola ¢ikilarak aday ¢alisanlar agisindan degerlendirilme yapilabilmesi amaciyla
¢ok kriterli karar verme yontemlerinden olan gri iliskisel analiz yontemi uygulanmustir.
Arastirma igin belirlenmis olan kriterlerdeki veriler Indeed isimli ¢alisanlarin kurumlar igin
yorumlarini ilettikleri platform olan internet sitesinden elde edilmistir. Kurumlarin vizyon
misyon bildirilerine ve yer aldiklar1 sosyal sorumluluk projelerine resmi internet siteleri kanali
ile ulagilmistir. Calisanlarin kurumlar igin goriislerinden is yasam dengesi, maas ve sosyal
giivenceler, yonetim, kiiltiir ve degerler degerlendirmeye alinan kriterler arasindadir.

Gri iligkisel analiz sonucuna gore, Liv Hospital, Medipol Hastanesi ve Memorial
Hastanesi ilk siralarda yer almaktadir. Kriterlerin esit agirlikla degerlendirilmesi ile elde edilen
sonuclara gore is yasam dengesi, maas ve sosyal giivenceler, yonetim, kiiltiir ve degerler
konularinda yiiksek puanlama ve sosyal sorumluluk konusunda bilgilendirmesi ile Liv
Hospital diger hastanelere gore oncelikli olarak siralamada yer almaktadir. Belirtilen kriterler
kapsaminda diigiik puan alan hastaneler ise analiz sonucunda son siralara yerlesmistir.
Hastanelerde calisan doktor ve hemsirelerle yapilan bir ¢alismada hastanenin bulundugu
bolgeyi en etkin cekicilik kaynagi, terfi ve denetim uygulamalarini ise ¢ekicilik igin en diisiik
kriter olarak ifade edilmektedir (sbu.saglik.gov.tr). Kisi 6rgiit uyumu siirecinde entelektiiel
sermayenin is doyumu ve Orgiitsel ¢ekicilik iizerindeki etkilerini iiniversite hastanesi
calisanlar1 izerinde incelemeyi amaglayan bir calismada arastirma yapilan saglik kurumunun
sahip oldugu entelektiiel sermaye yapisinin is gorenlerin is doyumu elde etmelerinde ve
calistiklar1 kurumu ¢ekici bulmalarinda etkili oldugunu ortaya koymaktadir (Adigiizel ve
Kayadibi, 2015: 92).

Kurumlarda goérev yapan calisanlarin goriisleri aday c¢alisanlarin kurumu tercih
etmelerinde etkilidir. Calismada hastanelerle ilgili aday calisanlar i¢in bir degerlendirilmeye
gidilmis ¢aligan politikalarindaki etkililiklerinin belirlenmesi i¢in belirli donemlerdeki veriler
baz alinmig ve kriterler esit olarak degerlendirilmistir. Bundan sonraki arastirmalarda farkli
donemlerdeki verilerin incelenmesi ve kriterler kapsaminda farkli yorumlara gidilmesi ya da
farkli analiz teknikleri kullanilarak sonuc¢larin ortaya c¢ikartilmast karsilagtirma
yapilabilmesine imkan saglayacaktir.

Calisanlarin giinlimiiz sartlarinda 6nemle iizerinde durduklari is yasam dengesi
konusunda gerekli tedbirler alinmal, is disindaki faaliyetler i¢in ¢alisanlara gerekli zamanin
taninmas1 yoniinde hassas yaklasilmalidir. Ekonomik kosullar altinda ¢alisanlarin kendilerinin
ve ailelerinin ihtiyaglarinin temini i¢in maas ve sosyal haklar konularinda yeterli kosullar
olusturulabilmelidir. Calisan yonetim iligkilerinin olumlu olmasi ve degerler biitiinliigii zemini
olusturulabilmelidir. Kurumlarm tercih edilebilirligi bugiinkii sartlarda rekabet edebilmeleri
ve gelecege hazirlanmalari agisindan onemlidir. Aday ¢alisanlar agisindan tercih edilebilir
olmak icin ¢alisan beklentilerine anlasilarak yanit verilmesi, ¢alisan odakli olunmasi ve tim
paydaslar acisindan yarar saglayacak sosyal sorumluluk projelerine de etkin sekilde yer
verilmesi calisanlar agisindan belirleyici olacaktir. Bu caligmada ulasilan sonuglarin
kurumlarin diger kurumlar karsisinda pozisyonlarmin anlasilmasi yolu ile insan kaynaklari
politikalarinin ~ gelistirilmesiyle ilgilenen yonetici ve arastirmacilara yararli olacagi
diistiniilmektedir.
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OZET

Bu nitel caligmanin amaci is hayatina adim atmaya hazirlanan lisans son siif
Ogrencilerinin kariyer planlamasi yaparken interneti kullanma aliskanliklarini
aragtirmaktir. Caligma kapsamina farkli fakiiltelerin son siniflarinda okuyan 8 6grenci
dahil edilmistir. Calismaya katilan Ogrencilerle yari yapilandirilmis miilakatlar
yapilarak ve elde edilen veriler “igerik analizi” yontemi kullanilarak analiz edilmistir.
Arastirmada elde edilen sonuglara gore ogrenciler kariyer planlamasi amaciyla en
¢ok Linkedin uygulamasini ve Kkariyer.net web sayfasii kullanmaktadirlar.
Internetteki is ilanlarinda ilan1 veren firmalar hakkinda detayl bilgilerin paylasiimasi,
personel se¢im islemlerinin yiiz yiize veya online goriismeler yapilarak yapilmasi, 6z
geemis tizerinden yapilan ilk elemelerin ¢ok saglikli olmadig1 6grenciler tarafindan
ifade edilmektedir. Ote yandan 63renciler iiniversiteden kariyer planlama konusunda
yeterli kurumsal destek alamadiklarini, hocalar ve arastirma gorevlilerinin bireysel
¢abalar1 sonucu sinirli bir destek aldiklarini ifade etmektedirler.

Anahtar Kelimeler: Kariyer, Kariyer Yonetimi, Kariyer Planlama, is Arama, Y
Kusag
JEL Kodlari: 015, J64

ABSTRACT

The aim of this qualitative study is to investigate the internet usage habits of senior
undergraduate students who are preparing to step into business life while planning
their careers. Eight students studying in the last year of different faculties were
included in the scope of the study. Semi-structured interviews were conducted with
the students participating in the study and the data obtained were analyzed using the
"content analysis" method. According to the results obtained in the research, students
mostly use the LinkedIn application and Kariyer.net web page for career planning.
Students state that detailed information about companies that advertise in job
postings on the internet should be shared, and personnel selection processes should
be done by face-to-face or online interviews. It is stated by the students that the first
eliminations made on the CV are not very healthy. On the other hand, students state
that they do not receive sufficient institutional support for career planning from the
university, and that they receive limited support as a result of the individual efforts of
professors and research assistants.

Keywords: Career, Career Management, Career Planning, Job Search, Millenials

JEL Codes: 015, J64
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1. GIRIS

Bireylerin 6grencilik doneminden baglayarak kariyerleri konusunda diisiinmeye
baslamasi ve bu yolla kariyer gelisimini ve planlamasini olusturmasi mezuniyet sonrasinda
profesyonel hayata kolaylikla uyum saglamasi agisindan 6nem tasir. Bireylerin kariyerlerini
etkili bir sekilde yonetebilmeleri siirekli yenilikleri 6grenmelerine, degisim ve belirsizlik
ortamiyla bas edebilmelerine, degisen is diinyasi taleplerine uyum saglayabilmeleri baglidir
(Biiyiiky1lmaz, Ercan, ve Cokerek, 2016). internet, bireylere kariyer yonetimi ve kapsamli is
arama i¢in bircok secenek ve ara¢ sunmaktadir. Bireyler, internetteki kariyer uygulamalari
yoluyla diinyadaki is ilanlarimi tamimlayabilir, alandaki profesyonellerle mesaj yoluyla
iletisimde bulunabilir, sektorel konularla ilgili bilgi edinebilir, uzman kullanict gruplar ile
fikir ve bilgi paylasabilir ve 6zgegmis yazma, goriisme teknikleri gibi konularda tavsiyeler
alabilir ve tavsiyelerde bulunabilir. Giiniimiiz sartlarinda internet lizerinden is arama
davranigi tniversite Ogrencilerinin de staj ve sonrasinda da is imkanlari igin siklikla
basvurdugu bir secenek olmustur. Kariyer, ¢alisanlarin is hayatlar1 boyunca yaptiklari isleri,
igleri ile ilgili gelisme ve ilerlemeleri kapsayan bir kavramdir (Bingol, 2004: 245). Kariyer
planlamasi, bireyin kendi kariyeri ile ilgili beklentisini ve hedeflerini belirleme, bu hedeflerle
ilgili olarak gii¢lii ve zayif yonlerini tespit etme ve bu hedeflere kendi giiclii ve zayif yonleri
dogrultusunda ulagmak i¢in hangi adimlarin atilmasi gerektigine karar verme siirecini ifade
eder. Bununla birlikte, kariyer planlamasinin 6énceden tahmin edilmesi ¢ogu zaman zor olan
ve siirekli degisen kosullar 1s181inda uygun taktiklerle desteklenmesi gerekmektedir. Bireyler,
planlarinm1 gerceklestirmek icin stratejiler gelistirip bunlar1 uygulayamadiklar siirece, basarilt
olmalar1 olas1 degildir (Orphen, 1994: 29). Kariyer planlamasi, bireye hayati boyunca yer
alacagi islerle ilgili gérev ve pozisyonlarin, hedeflerin ve gelecegin planlanmasi (Aytag,
1997: 20) olarak tanimlanmaktadir. Bu yoniiyle “bireyin yetenek ve ilgilerinin
degerlendirilmesini, kariyer firsatlarini aragtirmayi, kariyer amaglariin olusturulmasini ve
uygun gelisim aktivitelerini planlamay1 igerir (Calik ve Eres, 2006: 92). Diger bir tanima
gore kariyer planlama, bireyin kendisini ve i¢inde bulundugu g¢evreyi degerlendirerek, is
yasamu ile ilgili hedefler belirlemesi ve bu hedeflere ulastiracak faaliyetleri planlamasidir
(Erdogmus, 2003: 15).

Kariyer yonetimi bir bakima kariyer insa etme yetenegi olarak goriilebilir ve bu
stirecte birey yasami boyunca is, 6grenme ve yasaminin diger yonleriyle etkilesimini yonetir
(Haines vd., 2003; Watts, 1998; Webster vd., 2004). Bu baglamda, giiniimiiz rekabet ve
kiiresellesme kosullarinda internette bulunan kaynaklar yoluyla iiniversite dgrencilerinin
kariyer yonetimine rehberlik saglandig1 da bilinmektedir. Bu arastirmada yakin zamanda is
hayatina adim atmaya baslayacak olan lisans diizeyindeki tiniversite son sinif 6grencilerinin
kariyer yonetimleri siirecinde internette bulunan kaynaklari kullanim aligkanliklart
irdelenmektedir.

Bilgisayarlar, kuruluslarindan bu yana, kariyer planlama ve degerlendirme siirecinde
bir ara¢ olarak kullanilmistir (Super, 1970). 1960'larin sonunda, IBM’de Donald Super
tarafindan gelistirilen Egitim ve Kariyer Arastirma Sistemi (ECES; IBM Corporation, 1970)
Ogrencilere meslekleri tamimlamada yardimei olmak igin ilgi ve yetenek envanterinin
sonuglarmi kullanmustir. David Tiedeman ve Harvard Universitesi'nden bir ekip tarafindan
gelistirilen Mesleki Kararlar igin Bilgi Sistemi (ISVD; ABD Egitim Ofisi, 1968), kariyer
planlamasi i¢in bir karar verme siirecini tanitmaktadir. Joann Harris ve Willowbrook Lisesi
personeli tarafindan gelistirilen Bilgisayarlt Mesleki Bilgi Sistemi (CVIS; Illinois Eyalet
Mesleki Egitim Kurulu, 1968), 6grencilerin gelecekteki meslegini tespit etmelerine yardimet
olmak i¢in Kuder’in ¢aligmasinda yer alan (Kuder, 1956) sonuglar1 kullanmistir.

Oliver ve Zack (1999) tarafindan yapilan bir arastirmaya gore kariyer siteleri,
O0zgecmis ve kapak mektuplart olusturma, goériisme, yer degistirme, kariyer planlama
stratejileri ve maaslar gibi ¢ok gesitli konularda kapsamli bilgi ve rehberlik sunmaktadir.
Bazi kariyer temali siteler de ayrica reklam icermekte, tartisma gruplar1 olugturmakta ve site
veya hizmetlerinin kullanicilarindan yorumlar yayinlamaktadir. Ayrica bu sitelerde ilgi
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alanlari, kisilik, degerler, yetenekler, zeka, zaman yonetimi, stres yonetimi, yasam tarzi, is
degisikligi icin hazirlik, girisimci oryantasyonu vb. konular ile de karsilasabilirsiniz. Bu
sitelerde yer alan standartlastirilmis testler de genelde ticari veya akademik bir danigma
merkezi tarafindan sunulur ve iicrete tabidir. Ayni arastirmada, internette yer alan kariyer
testi gelistiricilerinin, bu sitelerin kullanicilar1 i¢in uygulanan testlerdeki giivenilirlik ve
gecerlilik unsurlarin1 dikkate almak ve bu unsurlarin onaylanmasini saglamaktan sorumlu
oldugundan bahsedilmektedir. Bu siteler mevcut herhangi bir teknik belgeye baglantilar veya
bu belgelerin eksikligine iligkin bir agiklama igerebilir. Her kariyer sitesi i¢in kullanict
gizliligine iliskin bir agiklama da gereklidir. Internette karsilasilan kariyer sitelerinin
cesitlilik miktar1 sasirticidir. Bu siteler kapsamlarina gore farkliliklar gosterir. Bazi siteler
bircok amaca hizmet eden bilgiler, kariyer hizmetleri ve site yoneticileri tarafindan uygun ve
ilgili goriilen diger sitelere baglantilar sunmaktadir. Digerleri ise oncelikli olarak kariyer
hizmetleri ve / veya kariyer degerlendirmesi igerip diger sitelere baglantilar1 saglayan ag
gecidi siteleridir. Bu sitelerin i¢erdigi bilgilerin giivenilirliginin de sorgulanip denetlenmesi
onem teskil etmektedir. Bilgi toplayicilari ve dagiticilar1 kamu bilincinde kritik bir yere
sahiptir. Bireyler tecriibeden ¢ok medya yoluyla edindigi bilgi yoluyla kritik kararlar1 alir,
dolayisiyla bu bilgileri saglayanlar inceleme altinda olmalidir (Sentiirk ve Ay, 2008: 81-97) .

Dumicic (2019) tarafindan yapilan internetin Avrupa iilkelerindeki is arama siirecinde
kullanimina iliskin bir baska arastirmaya gore internette is arama davranisinin “is arama
yogunlugu” ve “is kaynaklar’” olmak {izere iki boyutu oldugu vurgulanmaktadir.
Aragtirmaya gore is arama davranisi bireyin motivasyonu, firsatlar1 ve mevcut isi degistirme
niyetine bagli olarak degisiklik gostermektedir.

Kariyer gelistirme ve planlama da kariyer yonetiminin bir pargasidir. Isgiicii
giivenliginden uzak ve siirekli gérev ve rol degisikliginin bulundugu yeni isgiicii piyasasi
hareketi géz Oniine alindiginda, kariyer yonetimi becerilerinin (yasam boyu Ogrenme ve
bulundugu ortama uyum saglayabilme gibi kariyer gelistirme siirecini basarili bir sekilde
siirdiirmek icin gerekli olan beceriler) acikga istihdam edilebilirlik ve genel beceri politika
tartigmalarina dahil edilerek iiniversite programlarinda 6nemli bir rol oynadigi agiktir
(Bridgstock, 2009: 31). Universitelerin istihdam edilebilirlik giindemine tam anlamiyla dahil
olmasi igin, fakiiltelerden, sektorden, c¢alisanlardan, (niversite yOnetiminden ve
ogrencilerden gelen goriisler dogrultusunda kariyer yonetimi beceri gelisiminin ilk yildan
itibaren derslere dikkatli bir sekilde entegrasyonunun gerekliligi acikca goriilmektedir.

Universiteler dgrencilerin kariyer ydnetimi becerilerini gelistirmede daha aktif rol
aldiklarinda ekonomik faydalar da ortaya ¢ikacaktir. Ancak, 6grencilerin kariyer yonetimi
beceri  gelisimlerini  saglayan potansiyelin  c¢ogunlukla sadece {iniversitelerde
gerceklesmedigini gosteren kanitlar da vardir (Watt, 2005).

Kariyer yonetimi agisindan ele alindiginda, kusaklararasi beklenti farkliliklarimin da
bireylerin davraniglarmi dolayisiyla is hayatin1 da sekillendirdigi s6ylenebilir. Kusaklar
benzer 6zelliklere sahip olabildigi gibi, farkli 6zellikleri de barindirmaktadir. Bu 6zellikler is
yasamlarinda kariyer yonetimi, yonetim sekilleri ve liderlik gibi konular1 etkilemektedir. Bu
calismaya katilan bireylerin, Y kusaginin temsilcileri olmasi sebebiyle Y kusagina mensup
bireylerin kariyer algilar1 ve beklentileri ile ilgili literatiirde yapilmis olan ¢alismalar da ele
almmaktadir.

Y kusaginin yasam ve kariyer segimlerini, deneyimleri ve gelecek igin segtikleri
secenekler etkilemektedir. Y kusagi rekabet ortamu sever ve bu ortamda gelisen bir kariyere
sahip olmak ister (Kelan, 2012). Interneti hayatinin merkezine yerlestirmis, egitimli,
teknolojiyi (bilgisayar, internet, cep telefonu, miizik ¢alar) kullanan, eglenceyi isiyle
biitiinlestirmek isteyen, lider karakterli ve bagimsizhigma diiskiin Y kusagiin otoriteyi
reddetmesi, eski kusaklar gibi uzun saatler ¢aligmaya istekli olmamasi, yasamak igin
calismay1 istemesi, saygi kavraminin anlamini degistirmesi kusak c¢atismasini yaratmistir
(Chester, 2003:8).
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Ancak gilinlimiizde isletmelerin yonetim stillerinde koklii degisikliklere gitmelerine Y
kusaginin karakteristik 6zelliinin, niifus biiyiikliigliniin ve nitelikli elemanlardan
olusmasinin neden oldugu sdylenebilir. Isletmeler onlar1 gérmezden gelememistir. Ayakta
kalabilmek icin onlar1 yonlendirmekten ve ilgilerini siirekli kilacak calisma ortamlari
hazirlamaktan baska ¢areleri kalmamustir (Chester, 2003: 8-9)

Akdemir ve Konakay (2014) tarafindan yapilan bir arastirmanin sonuclarina
bakildiginda, Y kusagi kariyer algisinda; iyi bir performansin gostergesi olarak iyi bir takim
oyuncusu olmay1 gormektedir. Y kusagi, calisma ortaminda diislincelerini 6zgiirce ifade
edebilmeyi istemekte, verilen gorevlerinin nigin yapilmasi gerektigi konusunda bilgi talep
etmektedir. Rekabet ortamini kendini gelistirmek i¢in bir firsat1 olarak gormekte, dostane bir
is ortaminda bulunmak istemektedir.

Y kusagi, teknolojiyi kullanan ve gelismekte olan teknolojiyi yakindan takip eden,
kariyer yonetimi siireclerinde de internette bulunan kaynaklardan faydalanmak konusunda
gerekli beceri ve egilimlere sahip olan bir kusak oldugundan dolay1 aragtirma kapsamina
alman Ogrencilerin internet kaynaklarmi kariyer yoOnetimi amaciyla kullanim
aliskanlhiklarinin arastirilmas1 calismayr onemli kilmaktadir. Ote yandan alanda yapilmus
calismalarin sinirli olmasi da arasgtirmanin 6nemini arttirmaktadir.

Aragtirmanin amaci, lisans son sinif &grencilerinin kariyer planlamasi yaparken
interneti kullanma aligkanliklarini arastirarak Oneriler gelistirmek ve alan yazina katkida
bulunmaktir.

Aragtirma kapsaminda agagidaki sorulara yanit aranmaktadir.

1. Universite 6grencileri kariyer yonetimi igin internetteki hangi kariyer yonetimi
uygulamalardan faydalanmakta ve bunlar1 hangi siklikla kullanmaktadirlar?

2. Universite dgrencileri kariyer yonetimi uygulamalarini faydali bulmakta midir?

3. S0z konusu kariyer yonetimi uygulamalar1 Ogrenciler tarafindan etkili
kullanilmakta midir?

4. Mevcut kariyer yonetimi uygulamalarinin daha kullamigh hale getirilmesi
ogrenciler neler 6nermektedirler?

5. Universite 6grencileri kariyer planlama siireglerinde okuduklari iiniversitelerden
aldig1 destegi yeterli bulmakta midir?

2. YONTEM

Bu nitel arastirma fenomenolojik ¢alisma deseni olarak tasarlanmig ve veriler yari
yapilandirilmig gériisme teknigi ile elde edilmistir.

2.1.Veri Toplama Araci

Veri toplama araci olarak gelistirilen yar1 yapilandirilmig goriisme formu mevcut literatiir
tarandiktan sonra arastirma problemi ve alt problemlere iligkin veriyi toplayabilecegi diisliniilen
13 soru bi¢iminde yapilandirilmigtir. Goriisme formunda katilimeilarin demografik verilerine
iliskin 3 soru ve 8 soru ise ¢aligmanin konusu ile ilgili olarak gelistirilmistir. Gériisme formu
uygulanmadan 6nce 2 katilimer ile test edilmis ve arastirmanin konusu ile ilgili sorulardan 2’si
elenerek konu ile ilgili soru sayis1 8’e diisliriilmiistiir. Veri toplama araci, konu hakkinda
caligmalart olan iki akademisyene gonderilerek goriisleri alindiktan sonra son hali verilmistir.

2.2. Arastirma Deseni

Bu nitel ¢aligma bir fenomenolojik calisma deseni olarak tasarlanmistir. Fenomenolojik
caligmalar bir olay veya olgunun bireyler tarafindan nasil algilandigini ortaya koymaktadir (Creswell,
2007). Fenomenolojik yaklasimlar da katilimcilarin yasadiklari sosyal ¢evrede, kurduklar: iligkilerde
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kendi anlamlarim1 yaratan bireyler olarak goriilmesi gerektigini ve kendi 6znellikleri ile sosyal
diinyalarmin yeniden yaraticilar1 olduklarint 6ne siirmektedir (Balci, 2015).

2.3 Verilerin Toplanmasi ve Analizi

Yapilan goriismeler katilimcilardan izin almarak ses kayit cihazina kaydedilmis ve
daha sonra da s6z konusu kayitlar kelime islemci yardimi ile bilgisayara aktarilmustir.
Ogrencilerle yapilan birebir goriismelerin esas alindig1 bu arastirmada, dnce her soru igin
Ogrencilerin konuyla ilgili sorulara verdikleri cevaplar tek tek analiz edilmeye calisilmis,
sonra da Ogrencilerin konuyla ilgili ilging ve dikkate deger olan ifadeleri aynen verilme
yoluna gidilmistir. Elde edilen veriler nitel veri analiz tekniklerinden “igerik analizi”
yontemi kullanilarak analiz edilmistir. Icerik analizi, nitel veri analiz tiirleri i¢inde en ¢ok
kullanilan ydntemlerden biridir. Igerik analizi genellikle yazili ve gorsel verilerin analiz
edilmesinde kullanilir. Bu yontemde tiimdengelimci bir yol takip izlenmektedir. (Yildirim ve
Simsek, 2011).

2.4 Giivenirlik ve Gegerlik

Aragtirmanin giivenirligini arttirma igin goriismeci kolaylastirict ve dinleyici roliinii
iistlenerek katilimcilar1 yonlendirmeden sorulara verdikleri cevaplar kayit altina almistir.
Kapsam gecerligini saglamak ic¢in veri toplama araci test edilmis ve alanda uzman iki
akademisyen tarafindan revize edilmistir. Goriismeler katilimcilarin kendilerini baski altinda
hissetmeyecekleri mekanlarda gergeklestirilmis, kimliklerinin gizli tutulacagi garanti edildigi
icin de gercek gorlis ve disiincelerini ifade etmeleri igin gerekli olanak saglanmustir.
Verilerin i¢ gecerligini saglamak i¢in toplanan veriler herhangi bir yorum yapilmadan oldugu
gibi aktarilmistir.Ayrica dig gecerligi artirmak i¢in arastirma siireci ayrintili olarak
katilimcilara anlatilmistir.

2.5 Simirliklar

Bu aragtirmada elde edilen veriler aragtirmaya katilan 6grencilerin goriisleri ile sinirl
olup evrene genellemez. Bu kapsamda baska ogrencilerle, baska tiniversitelerde yapilacak
calismalarda farkli sonuglar elde edilebilir.

2.6.Arastirma Orneklemi

Bu nitel calismada veriler yar1 yapilandirilmig goriisme teknigi ile toplanmustir.
Aragtirma evrenini 2018-2019 Egitim Ogretim Yili Bahar Doneminde mezun olmasi
beklenen iiniversite son simif dgrencileri olusturmaktadir. Calisma drneklemini izmir Katip
Celebi Universitesi’nin  farkli béliimlerinde 6grenimine devam eden 8 Ogrenci
olugturmaktadir. Arastirma Orneklemine alinan Ogrencilerin seciminde Ornekleme
yontemlerinden “maksimum ¢esitlilik” yontemi kullanilarak temsil ediciligin arttirilmasi
amaglanmigtir. Maksimum ¢esitlilik yontemi, incelenen olay veya olguyla iliskili cok sayida
farklilign kapsayan ana temalar1 kesfetmek ve arastirmayi tanimlamayi amacglamaktadir
(Neuman, 2014).

Aragtirma kapsamina alman oOgrencilere iliskin demografik veriler Tablo 1’de
sunulmaktadir.
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Tablo 1: Katilimcilarm Demografik Ozellikleri

Ogrenciler Yas Cinsiyet Okudugu Fakiilte
01 25 Kadn Biyomedikal Miihendisligi
02 24 Erkek Ingaat Miithendisligi
03 22 Kadin Beslenme ve Diyetetik
04 24 Kadin Uluslararas: iliskiler
05 23 Erkek Medya ve iletisim
06 23 Kadin Medya ve iletisim
07 22 Kadin Gastronomi ve Mutfak Sanatlari
08 22 Kadin Hemsirelik

Tablo 1’de sunulan veriler incelendiginde, katilimcilardan 6’ sinin kadin ve 2’ sinin
erkek oldugu, katilimcilarin yaslarinin 22-25 araliginda oldugu ve farkli fakiilteleri temsil
ettikleri goriilmektedir. Yaglar1 acisindan bakildigindan aragtirma kapsamina alinan
ogrencilerin Y kusagi temsilcileri oldugu soylenebilir.

3. BULGULAR

Arastirmanin birinci sorusu “Universite dgrencileri kariyer ydnetimi igin internetteki hangi
kariyer ~ yoOnetimi  uygulamalardan faydalanmakta ve bunlar1 hangi  siklikla
kullanmaktadirlar?” bi¢iminde ifade edilmisti.

Gorlisme yapilan 6grencilerin kariyer planlama ve yonetme siireclerinde internetteki
siteler ve uygulamalar1 kullanma durumlari incelendiginde, 8 6grencinin 6 tanesinin mevcut
internet kaynaklarindan faydalanmakta olduklar1 goriilmektedir. Kariyer temali internet
sitelerini ve uygulamalarin1 kullanmadigini sdyleyen iki 6grenci de kamu sektoriindeki
kurumlarda ¢aligmak istediklerini, KPSS’ye hazirlandiklarimi bu yiizden de 6zel sektdriin is
ilanlariyla ilgilenmediklerini ifade etmektedirler. Ogrencilerin kullandiklar1 uygulamalar ve
bunlara iligkin yilizdelik dagilim Tablo 2’de verilmektedir.

Tablo 2: Ogrencilerin kariyer planlamasi igin kullanmakta oldugu internet siteleri ve
uygulamalar

Internet Kaynag f %
kariyer.net 6 % 31,6
linkedin 5 % 26,3
secretcv 2 % 10,5
iskur 1 %5
yenibiris 1 %5
cvlogin 1 %5
elemannet 1 %5
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uniisbul 1 %5

oicintern 1 %5

Tablo 2’deki veriler incelendiginde 6grenciler tarafindan kariyer planlamasi amactyla
en cok kariyer.net sitesinin ve Linkedin uygulamasiin kullanildig1 goériilmektedir. Diger
siteler ve uygulamalarin ise Ogrenciler tarafindan sik kullanilmadigi soylenebilir.
Ogrencilerin bu siteleri hangi siklikta kullandig1 sorusuna verilen yanitlar incelendiginde ise
ogrencilerden 3’ i kariyer temali site ve uygulamalar1 hafta da bir kez, 2 6grenci haftada 2-3
kez, 1 6grenci her giin ve 2 6grenci de hi¢ kullanmadigini ifade etmektedir. Katilimcilardan
biri her giin kullandigin1 digerlerinin ise kullandiklari goriilmektedir. Ogrenciler, son sinifta
olduklart i¢in ders yogunluklarindan ve simavlara calismalar1 gerektiginden dolay1 soz
konusu siteleri daha sik kullanamadiklarini fakat mezuniyet sonrasi bu konuya daha fazla
zaman ayirmayi planladiklarini belirtmektedirler.

Aragtirmanin ikinci sorusu “Universite 6grencileri kariyer yonetimi uygulamalarin
faydali bulmakta midir?” bigiminde ifade edilmisti. Elde edilen verilerin incelenmesi
sonucunda katilimcilarin ilgili olduklar1 sektorlerdeki firmalar hakkinda bilgi edinip,
gerektiginde bu firmalarla iletisim kurmanin bu sitelerin sundugu en 6nemli fayda oldugunu
diisiinmektedirler. Bunun disinda diger faydalar ise sirasiyla is aramak, is ag1 olusturmak, is
yasamu ile ilgili etkinlikleri takip etmek, 6zge¢mis hazirlama konusunda bilgi edinmek, yakin
cevrenin ig yagamini takip etmek ve basar1 hikayelerini 6grenerek daha iyi glidiilenmek de
oOne siiriilen diger faydalar arasinda yer almaktadir.

Internetteki kariyer yonetimi uygulamalari dgrenciler tarafindan etkili kullanilmakta
midir? bigiminde ifade edilen arastirma sorusuna iliskin verilen yanitlara bakildiginda
ogrencilerin Linkedin uygulamasii o6zellikle network olusturmak amaciyla kullandiklar
sdylenebilir. Ogrencilerden biri “Linkedin benim bir nevi network agimi olusturdu,
insanlarla iletisim kurmami sagladi, mesela okulda etkinlik diizenlerken bir¢ok firma
yoneticisine ulasmami sagladi (02), diger bir dgrenci ise Bence sektorii takip etmek ve
ozellikle yeni baglantilar edinmek, network acgisindan ¢ok biiyiik fayda sagladi bana ¢iinkii
yeni isverenlerimi oradan ekleme sanst yakaladim, onlarin gonderilerini  takip
ediyordum...(O7) bigiminde goriislerini ifade etmektedirler. Soruya iliskin yamtlar bir biitiin
olarak degerlendirildiginde, iiniversite Ogrencileri kariyer.net web sayfasini daha c¢ok
0zgecmis olusturma ve is arama amaciyla kullanirlarken, network amaciyla Linkedin’ i
tercih ettikleri sdylenebilir.

Internet {izerinden 6zge¢mis paylasimi ve is basvurusunda bulunmaya iliskin katilimei
goriigleri incelendiginde, katilimcilarin yarisinin 6zge¢mis olusturdugu ve 6zgegmislerini
sitenin takipgileri ile paylastigi bulgusuna ulasimstir. Ozgegmislerini paylasmayan
ogrenciler ise heniiz 6zge¢mis gelistirmek konusunda kendilerini yeterli gormediklerini ifade
etmektedirler. Bununla birlikte, gériigme yapilan 6grencilerden besinin kariyer sitelerinden
aktif olarak is basvurusunda bulundugu, “Evet basvuru yaptim...okurken aym zamanda
calismak icin...(O4)” biciminde ifade kullanirken, is basvurusunda bulunmayan dgrencilerin
daha ¢ok kamu kurumlarinda ¢alisma egiliminde olduklar1 ve bu kurumlarin personel alimi
ile ilgili sinavlara hazirlandiklar1 bulgusuna ulasilmstir. Ogrencilerden biri, “Ilerisi i¢in cok
fazla ozel sektor diisiinmedigim icin hani ¢ok fazla bir takip etme istegi duymadim ¢iinkii
mezun olduktan sonra iki senede bir KPSS oluyor, devlete atanabilmek igcin KPSS ¢alismayi
planlyyorum... KPSS olmazsa da akademisyenlige dogru uzmanhgumi almak igin yiiksek
lisansa bagvurmay: planlyyorum...(03)” bigiminde diisiincesini ifade etmektedir.

Mevcut kariyer yonetimi uygulamalarinin daha kullanigh hale getirilmesi 6grenciler
neler onermektedirler? sorusuna iligkin verilen yanitlar ele alindiginda katilimcilardan biri
“Ozgecmis iizerinden eleme yapilmasi yerine adaylara yiiz yiize gériisme imkanlarinin
sunulmas: (O1) gerektigini, bir baska d6grenci “Farkl sektorlere yonelik, o alana ozgii ayri
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sektorel platformlarin olusturulmasinin (03) faydali olacagim ifade ederken, dgrencilerden
biri ise ” Iy bulma siteleri tarafindan adaylardan istenen bilgiler girilmek suretiyle
olusturulan 6zgecmis formatlarimin her sitede farkli olmasi, ortak bir format bulunmadigi
icin her seferinde 6zgegmiglerin yeniden olusturulmak zorunda birakilmasi ve bu sebeple
ozgecmis  formatlarinda  standart  olusturulmast  gerekliligi(04), ihtiyacim ortaya
koymaktadir.

Ote yandan oOgrenciler sadece is arayanlara yonelik bilgilerin degil, is arayan
firmalarin da detayli bilgilerinin kariyer uygulamalar1 veya platformlarinda yer almasi
gerektigini, is arayanlara da bir se¢me sansinin verilmesi gerektigini ifade etmektedirler. Bir
ogrenci konuya iliskin goriislerini “Is ilami veren firmalara ve bu firmalarin organizasyon
yapilarina iliskin bilgilerin de bu platformlarda yer almas: (02) bigiminde ifade ederken bir
baska Ogrenci “Bakiyorsunuz ismini duymadiginiz firmalar c¢ikiyor, internete adini
yaziyorum bisey ¢ctkmuyor, firma bilgileri yer alsin...Aslinda ben de firmayi gorebilmeliyim,
bilebilmeliyim, seg¢ici olan onlar degil biz de olmaliyiz aymi zamanda...Yani biz sepetteki
elmalariz diger firmalarsa sey gibi admin gibi, elmalart satin alacak kigi gibi...ben
bilmeliyim, insan kaynaklarinda kim var, beni kim goriismeye alacak, kiminle muhattap
olacagim, bu firma kag¢ yillik bir firma, nasil bir firma...(06) biciminde ifade etmektedir.

Katilimc1 goriisleri bir biitiin olarak ele alindiginda 6grencilerin s6z konusu sitelerde
firmalara iligkin bilgilerin de yer almasi, goriismelerin yiiz yiize veya online olarak yapilmasi
ve yeni mezun araya firmalarin listelenebilecegi bir filtreleme sisteminin eklenmesinin
yararli olacagini ifade etmektedirler.

Aragtirmanin  son sorusu “Universite Ogrencileri kariyer planlama siireglerinde
okuduklari iiniversitelerden aldig1 destegi yeterli bulmakta midir? bigiminde ifade edilmisti.
Katilime1 goriigleri incelendiginde bazi 6grenciler, kariyer planlamasi ile ilgili haber ve
duyurulart genellikle afis ve ilanlardan takip edebildiklerini “Genellikle whatsapp
gruplarindan duyuyoruz, bir de afiglerde goriiyoruz...Biitiin etkinliklerin duyuruldugu bir
site veya fiziki pano olursa, biitiin etkinlikler orada listelenirse daha iyi olur...topluluk
baskanlart duyurular: sisteme girebilir...(O1), iiniversitenin bu konuda yeterli destegi
saglamadigini “Biz iiniversitede 3 tane seminer aldik onun disinda kariyer konusunda hangi
birime gidecegimi bilmiyorum, dyle bir birim de oldugunu sanmiyorum okulda...(06)” ifade
etmektedirler. Ogrenciler konuyla ilgili zaman zaman hocalar ve arastirma gorevlilerinden
destek alabildiklerini “Ben destek aldim, séyle aldim, arastirma goreviilerinden aliyoruz bu
destegi, sempozyumlar hazwrliyorlar bizim igin, hani gelecegimize nasil bir yon vermeliyiz...
bu konuda hocalarimdan ¢ok memnunum, bir birimden destek almadim, hangisinden
alacagimi bilmiyorum...(O8)” ancak kurumsal olarak yapilan faaliyetler hakkinda bir
bilgilerinin olmadig ifade etmektedirler.

4. SONUC VE ONERILER

Kariyer yonetimi, bireyin kariyer planinin, organizasyonun kariyer geligtirme
araclari ile desteklenmesidir (Ozden, 2001: 28). Giiniimiizde siki ve zorlu rekabet ortaminin
etkisi ve gelismekte olan bilisim teknolojileri altyapisinin da destegiyle, Y kusagina mensup
bireyler genellikle is diinyasina adim atmadan Once kariyer siiregleri ile ilgili hazirliklara
baglamaktadir.

Bununla birlikte, tiniversite 6grencilerinin kariyer hedeflerini belirlerken kullandiklar
bilgi ve iletisim kaynaklarmin arasinda internetin yeri ilk siralarda yer almaktadir.
Aragtirmanin  bu bulgusu ile Dumicic (2019)’ in elde ettigi bulgular paralellik
gdstermektedir. Internet iizerindeki kariyer temali siteler ve akilli telefon uygulamalari
araciligiyla, sektorel konularda bilgi alma, firmalarin etkinliklerini takip etme, is agi
olusturma, is arama, firmalarin agik pozisyonlarim1 gérme, sosyal ¢evrenin is yasamini takip
etme, motivasyon edinme ve etkili 6zgegmis hazirlama gibi siiregler konusunda deneyim
sahibi olan Ogrenciler igin kariyer siteleri is hayatina hazirlik asamasinda 6nemli firsatlar
sunmaktadir.
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Universite dgrencilerinin bu kaynaklardan faydalanma aliskanliklari {izerine yapilan
bu arastirmanin sonuglarina gore, 6zellikle 6zel sektorde kariyerine baglamay1 ve kariyerini
stirdlirmeyi diisiinen 6grencilerin biiylik cogunlugu sik olarak bu kaynaklara bagvurmaktadir.
Kamu kurumlarinda ¢alismay1 veya akademik kariyere baglamayi planlayan 6grenciler ise
mevcut derslerine ek olarak daha c¢ok bu kurumlarin smavlarina yonelik ¢aligmalarini
stirdiirmektedir.

Yaygin olarak kullanilan bu kaynaklarin da ¢aligma hayatinda ¢ogunlukla az tecriibesi
olan veya hig tecriibesi olmayan iiniversite 6grencilerinin ihtiyaglarina ve taleplerine cevap
verecek nitelikte gelistirmeler yapmalari, 6grencilerin kariyer yonetimi siire¢lerine olumlu
etkide bulunarak nitelikli is giicii potansiyelini arttiracaktir. Bu konuyla ilgili 6grenciler ile
yapilan gorligmelerde, kariyer sitelerinin interaktif 6zelliklerinin arttirilarak firma ile aday
arasinda karsilikli konusmayi saglayacak cevrimi¢i sistemlerin 6n plana c¢ikarilmasi
gerekliligi dgrenciler tarafindan vurgulanmaktadir. Ozgegmis iizerinden yapilan elemeler
yolu ile dogru sonuglar alinamayacagi belirtilmis, hatta firmalarin is ilanlarinda yer alan
kriterlerin de bu elemede dikkate alinmadigi ifade edilmektedir.

Buna ek olarak, is ilan1 veren firmalarin organizasyon yapisi ve firmaya iliskin
bilgilerin &grencilerin segicilik ozelliklerinin 6n planda tutularak onlara sunulmasi
gerekmektedir. Sonugta, birlikte ¢alisacaklari adaylar1 uygun bulup segecek olan yalnizca
firmalar degildir, ayn1 zamanda kariyer ydnetimi konusunda bilingli adaylarin da
calisacaklari firmalar1 se¢mesi s6z konusudur. Arastirma sirasinda dile getirilen diger 6nemli
bir husus ise, is hayatina yeni baslayacak ve tecriibesiz olan adaylarin bu 6zelliklere sahip
calisanlar ilgilendiren ilanlara erisiminin kolaylastirilmas: i¢in ilan arama seceneklerinde
buna uygun filtreleme o6zelliklerinin saglanmasidir. Bu ihtiya¢ tecriibesiz adaylara o6zel
platformlar ve altyapilar yoluyla da desteklenmelidir.

Universite 6grencilerinin kariyer ydnetimi faaliyetlerinde de organizasyon olarak
iiniversitelerin etkisinin ¢ok énemli oldugu ve iiniversitelerin egitim faaliyetlerinin yani sira
kariyer gelistirme konularinda da ogrencilere destek saglamalar1 gerekliligi agiktir.
Ogrencilere kariyer gelistirme konusunda yonlendirme ve bilgilendirme amaci ile kurulmus
olan Kariyer Gelistirme Merkezi biriminin 6grenciler tarafindan bilindigi ancak yeterince
kullanilmamast bulgusu ile (Bridgstock, 2009: 31) ° un elde ettigi kariyer ydnetimi
becerilerinin (yagam boyu 6grenme ve bulundugu ortama uyum saglayabilme gibi kariyer
gelistirme siirecini basarili bir sekilde siirdiirmek igin gerekli olan beceriler) agik¢a istihdam
edilebilirlik ve genel beceri politika tartismalarma dahil edilerek iiniversite programlarinda
onemli bir rol oynadig1 bulgusu &rtiisiir nitelikte gériinmemektedir. Universitelerdeki benzer
yapilarin Ogrencilere tanitilmast ve kariyer gelistirmeye yonelik etkinliklerin duyuru
mekanizmalarinin ~ {iniversite yonetimlerinin de destegiyle isler hale getirilmesi
gerekmektedir. Ayrica, iniversite Ogrencilerinin Oncelikli haber alma kaynagi olmasi
gereken Universite Bilgi Sistemi’nin 6grencilerin en az takip ettigi bilgi kaynagi olmasinin
nedenlerinin arastirilmasi gerekmektedir.

Arastirma sonuglar1 bir biitlin olarak ele alindiginda, interneti ve bilgi iletisim
teknolojilerini ¢ok aktif bir sekilde kullanan {iniversite gencligine kariyer planlamasi
asamalarinda yardimer olacak, interaktif 6zelliklerle donatilmig internet sayfalarinin yararl
olacag aciktir ve tiniversitelerin kariyer gelistirme merkezleri tarafindan s6z konusu araglari
gelistirme, Ogrencilere tanitma ve yayginlastirma gibi gorevlerin ciddiyetle ele alinmasi
(Bridgstock, 2009; Watt, 2007) ¢ok 6nemlidir. Universite Ogrencilerinin kariyer planlamasinda
sadece {iniversitelerin degil aym1 zamanda firmalarin da sorumluluk almasi gerektigi
(Chester, 2003: 8-9), yenilik, daha iyi bir istihdam ve nitelikli is giicii i¢in sanayi ve
akademinin igbirligine ihtiya¢ oldugu sdylenebilir. Bu nedenle, 6grencilerin kariyer geligimi
icin akademi-sanayi igbirligi projelerinin gelistirilmesi dnerilebilir.
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The Internet Usage Habits of the Students Studying at the Last Grade of Izmir
Katip Celebi University Undergraduate Programs For Career Management

1. INTRODUCTION

When considered in terms of career management, it can be said that the differences
of expectations between generations also shape the behavior of individuals and thus their
business life. Generations may have similar characteristics, but also possess different
characteristics. These characteristics affect issues such as career management, management
styles and leadership in business life. Since the individuals participating in this study are
representatives of the Y generation, the studies in the literature about the career perceptions
and expectations of the members of the generation Y are also discussed.

The life and career choices of generation Y are influenced by their experiences and
choices for the future. Generation Y loves a competitive environment and wants to have a
career that thrives in this competitive environment (Kelan, 2012). Generation,Y places the
internet at the center of their lives , uses technology (computer, internet, mobile phone,
music player) and wants to integrate entertainment with their work. Furthermore, they have a
leading character and are fond of independence, reject authority and are not willing to work
for long hours like the older generations. The change in the meaning of the concept of
respect has created a generational conflict (Chester, 2003:8). However, it can be said that the
characteristic feature of the generation Y, the population size and the formation of qualified
personnel are the reasons for the radical changes in the management styles of the enterprises
today. The companies could not ignore them. In order to survive, they have no choice but to
guide them and to prepare a working environment that will keep them interested (Chester,
2003).

Since the generation Y is a generation that uses technology, follows the developing
technology closely, and has the necessary skills and tendencies to benefit from the resources
available on the internet in career management processes, it is important to study the usage
habits of the students included in the researches for career management. On the other hand,
the limited number of studies in the field increases the importance of the additional
researches.

The aim of the research is to develop suggestions and contribute to the literature by
researching the internet usage habits of undergraduate senior students while planning their
careers.

Within the scope of the research, answers of the following questions are studied.

1. Which applications on the internet do students use for career management and how often
do they use them?

2. Do students find these applications useful?
3. Are these applications used effectively by students?
4. What do the students suggest to make existing applications more useful?
5. Do the students find the support they receive from their universities during the career
planning processes sufficient?
2.METHODOLOGY

This qualitative research was designed as in phenomenologic aprroach. In this study, it
is aimed to reveal the habits of using the websites and applications that senior students
studying in Izmir Katip Celebi University undergraduate programs use to improve their
career management processes. The data obtained in the study were collected by semi-
structured interview technique, one of the qualitative research methods. The research
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population consists of senior university students who are expected to graduate in the 2018-
2019 Academic Year Spring Term. The sample of the study consists of 8 students who
continue their education in different departments of Izmir Katip Celebi University. During
the selection of the students included in the research sample, it was aimed to increase the
representativeness by using the "maximum diversity" method, one of the sampling methods.
The maximum diversity method aims to explore the main themes covering a large number of
differences related to the investigated event or phenomenon (Neuman, 2014). The interviews
were recorded by a voice recorder with the permission of the participants, and then the
recordings were transferred to the computer with the help of a word processor. In this
research, which is based on one-to-one interviews with students, first the answers given by
the students to the questions on the subject were analyzed one by one, and then the
interesting and remarkable statements of the students about the subject were given exactly.
The obtained data were analyzed using the "content analysis" method, one of the qualitative
data analysis techniques. Content analysis is one of the most used methods among qualitative
data analysis types. Content analysis is generally used to analyze written and visual data. In
this method, a deductive path is followed (Yildirim and Simsek , 2011).

The data obtained in this study are limited to the opinions of the participants and
cannot be generalized to the population. The results of the research are limited to some
evaluations and suggestions regarding the habits of using internet resources for the purposes
of career planning of the generation Y.

2.1. Data Collection Too

The semi-structured interview form developed as a data collection tool consists of 13
guestions. While 3 of the questions are about the demographic characteristics of the participants,
the remaining 10 questions are about the subject of the study.

2.2. Research Sample

8 students studying at the last grade of different faculties at Izmir Katip Celebi
University in 2019 were included in the scope of the research. 6 of the participants are
women and 2 of them are men and their age is between 22-25. Considering their age, it can
be said that the students included in the research are representatives of the Y generation.

3.FINDINGS

The first question of the research is “Which applications on the internet do students
use for career management and how often do they use them?” was asked during the
interview.

When the interviewed students' use of websites and applications in the career planning
and management processes are examined, it is seen that 6 of the 8 students benefit from the
available internet resources. Two students, who say that they do not use career-themed
websites and applications, state that they want to work in institutions in the public sector and
they are preparing for the KPSS exam, so they are not interested in job postings of the
private sector.

It is seen that the students mostly use the website kariyer.net and the linkedin
application for career planning. It can be said that other sites and applications are not used
frequently by students. When the answers given to the question of how often students use
these sites are examined, 3 of the students state that they use career-themed sites and
applications once a week, 2 students 2-3 times a week, 1 student every day and 2 students
never. Students state that they are not able to use the mentioned sites more often because
they are in their last grade and they have to study for exams, but they plan to devote more
time to this subject after graduation.
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The second question of the research is “Do students find these applications useful?”
was asked during the interview. As a result of the analysis of the data obtained, the
participants think that the most important benefit of these sites is to obtain information about
the companies in the sectors they are interested in and to communicate with these companies
when necessary. Apart from this, other benefits are, respectively, looking for a job, creating a
business network, following the activities related to business life, getting information about
preparing a CV, following the business life of the close circle and being better motivated by
learning success stories.

Looking at the data obtained within the scope of the research, it can be said that the
students use the Linkedin application especially for networking.

What do students suggest to make existing applications more useful? Considering the
answers given to the question, the participants stated that it would be beneficial to include
information about the companies on the sites in question, to conduct the interviews face-to-
face or online, and to add a filtering system to list the companies among the new graduates.

The last question of the research is “Do the students find the support they receive from
the universities they attend during their career planning process sufficient?” was asked
during the interview. When the participant views are examined, some students state that they
can follow the news and announcements about career planning through posters and
advertisements, and that the university does not provide sufficient support in this regard.
Students state that they receive support from lecturers and research assistants from time to
time, but they do not have enough information about the institutional activities.

4. CONCLUSION AND RECOMMENDATIONS

Career management is the support of the career plan of the individual with the career
development tools of the organization (Ozden, 2001: 28). Today, with the effect of the harsh
and challenging competitive environment and the support of the developing information
technology infrastructure, the members of the generation Y usually start preparations for
their career processes before stepping into the business world. It is clear that the influence of
universities as an organization in the career management activities of university students is
very important and that universities should provide support to students in career
development issues as well as educational activities. When the students were asked about the
university opportunities in terms of career development, it was concluded that the Career
Development Center unit, which was established for this purpose at the university, was
known by the students but was not used enough. It is necessary to introduce similar
structures in universities to students and to make the announcement mechanisms of career
development activities with the support of university administrations.

However, internet is one of the most important information and communication
resources that university students use when determining their career goals. Career websites
offer important opportunities for students during preparation stage for business life. Students
gain experience in processes such as obtaining information on sectoral issues,following the
activities of companies,creating a business network,looking for a job, seeing the open
positions of companies, following the business life of the social environment, gaining
motivation and preparing an effective CV through career-themed sites and smartphone
applications on the Internet.

According to the results of this research on the habits of university students to benefit
from these resources, the majority of students who are considering to start and continue their
careers in the private sector frequently apply to these resources. Students who plan to work
in public institutions or start an academic career, on the other hand, continue their studies for
the exams of these institutions in addition to their current courses.

These widely used resources should be making improvements to meet the needs and
demands of university students, who mostly have little or no experience in working life.
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These improvements will positively affect the career management processes of the students
and increase the potential of the qualified workforce. During the interviews with the students
on this subject, it is emphasized by the students that the interactive features of the career sites
should be increased and online systems that will enable mutual conversation between the
company and the candidate should be added. It has been stated that correct results cannot be
obtained through the eliminations made on the CV, and it is even stated that the criteria in
the job advertisements of the companies are not taken into account in this elimination.

In addition, the organizational structure of the companies that advertise the job and the
information about the company should be presented to the students by keeping the selectivity
characteristics of the students in the foreground. As a result, it is not only the companies that
will find and select the candidates they will work with, but also the candidates who are aware
of career management choose the companies they will work with. Another important point
raised during the research is that appropriate filtering features should be provided in the
search options in order to facilitate the access of candidates who are just starting their
business life and who are inexperienced. This need should also be supported through
platforms and infrastructures specific to inexperienced candidates.

It is necessary to investigate the reasons why the University Information System,
which should be the primary source of information for students, is the least followed
information source by students.

When the results of the research are considered as a whole, it is clear that internet
pages equipped with interactive features will be useful for university students, who use the
internet with information and communication technologies very actively, in their career
planning stages. It is very important that tasks such as developing and introducing the
mentioned tools should be carried out by the Career Management Centers of the universities.

Journal of Business, Innovation and Governance, 2021; 4(2): 160 — 173

173



JOBI

Journal of Business,
Innovation and Governance

ISSN 2717-9559  dergipark.org.tr/tr/publjobig

|'/.‘.1,;-;/( )

L
KATIP CELZ Bi
UNIVERSITESI

A STUDY ON CUSTOMER PERCEPTIONS AND ATTITUDES
TOWARDS DIGITAL COUPONS

DIiJITAL INDIRIM KUPONLARINA DAIR MUSTERI ALGISI VE DAVRANISI UZERINE

BIR ARASTIRMA

Yasemin AKMAN

Dr.Ogretim Uyesi., Kirklareli Universitesi, ORCID ID: 0000-0003-2112-0645, e-mail:

yasakman@hotmail.com

Hediye Gamze TURKMEN
Ogretim Gorevlisi, Dr. Isik Universitesi, ORCID 1D: 0000-0003-3320-6868, e-mail:
gamze.turkmen@isikun.edu.tr

Kabul Tarihi /
Accepted: 10.02.2022

iletisim /
Correspondence:
Hediye Gamze Tiirkmen

Benzerlik Orani/
Plagiriasim: %9

Makale Tiirii/Article
Type: Arastirma
Makalesi/ Research
Article

ABSTRACT

Digital coupons, generally considered as a marketing strategy to increase sales and
customer loyalty, are important elements in the observation of customer attitudes and
perceptions. The main question in the literature is whether these coupons should be
redeemed or not, and their effectiveness is discussed depending on their use.
However, even if digital coupons are not redeemed after they are acquired in online
environments, the way they are obtained or perceived can provide marketers with
information about customer attitudes and behaviors. This study aims to determine the
effectiveness of digital coupons in digital business models based on consumers'
perceptions and attitudes. Attitudes towards digital discount coupons were examined
using 10 different dimensions and how these dimensions were influenced by various
variables was questioned. The study surveyed 300 participants. As a result of the
analysis, it was revealed that the impact of digital coupons on online purchase
behavior should be considered from a holistic perspective. Accordingly, other
benefits that coupons create for sellers should not be overlooked in addition to coupon
redemption.

Keywords: Customer behavior, digital marketing, customer perception, digital
coupon
JEL Codes: M30, M31

OZET

Genellikle satiglar1 ve miisteri sadakatini artirmaya yonelik bir pazarlama stratejisi
olarak kabul edilen dijital kuponlar, miisteri tutum ve algilarinin gézlemlenmesinde
onemli unsurlardir. Literatiirdeki temel soru, bu kuponlarin kullanilip kullanilmamasi
gerektigidir ve kullanimlarina gore etkinlikleri tartisilmaktadir. Ancak, dijital
kuponlar ¢evrimigi ortamlarda edinildikten sonra kullanilmasa bile, elde edilme veya
algilanma sekli igletmelere miisteri tutum ve davranislar1 hakkinda bilgi saglayabilir.
Bu c¢aligma, tiiketicilerin alg1 ve tutumlarina dayali olarak dijital is modellerinde dijital
kuponlarin etkinligini belirlemeyi amaglamaktadir. Dijital indirim kuponlarina
yonelik tutumlar 10 farkli boyut kullanilarak incelenmis ve bu boyutlarin gesitli
degiskenlerden nasil etkilendigi sorgulanmustir. Caligma kapsaminda 300 katilimciyla
anket yapilmigtir. Analiz sonucunda dijital kuponlarin online satin alma davranigi
iizerindeki etkisinin biitiinciil bir bakis agisiyla degerlendirilmesi gerektigi ortaya
¢tkmustir. Buna gore, kuponlarin sadece kullanilmasinin degil, saticilar igin yarattigi
diger faydalarin da gozden kagirilmamasi gerekmektedir.

Anahtar Kelimeler: Miisteri davranisi, dijital pazarlama, miisteri algisi, dijital kupon
JEL Kodlari: M30, M31
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1. INTRODUCTION

The Covid 19 pandemic impacted businesses, regardless of size or scope. While some
globalized and renowned companies went bankrupt during this time, some companies that
used digital marketing effectively made huge profits. Some companies even managed to leave
their competitors behind through effective digital marketing. Determining and implementing
the right strategies by identifying the requirements and needs of consumers in digital
marketing has become an important advantage for businesses (Pandey, 2021: 108). To achieve
the best results in digital marketing, one must focus on building long-term relationships with
each consumer. To develop a positive, strong and long-lasting customer experience, it is
necessary to invest in many initiatives.

Digital discount coupons are one of the initiatives used as a marketing strategy to boost
sales and increase customer loyalty. As digital marketing aims to provide a wide range of
personal data mining tools to collect data for the business owner and third parties and refine
their micro-targeting algorithms to develop new products and services while improving the
current ones, the importance of using digital coupons effectively is evident (Guilbeault, 2018:
35).

In general, a coupon is a certificate that provides an incentive for the consumer to
purchase a service or product. The incentive is usually a discount. However, coupons are also
used for combined offers, refunds or other types of promotions (Dias et al, 2015: 92). Digital
coupons are discounts and promotions offered to current or potential customers online or
through a mobile platform. Although printed discount coupons have been popular among
consumers for a long time, digital coupons only became widely used and in demand in the late
2000s. The rise in demand for digital coupons in the late 2000s was attributed to the
widespread use of internet shopping and economic shortages (Turow, 2012: 104). The most
popular types of digital coupons are downloadable coupons that can be accessed directly from
a website, via email, or through social media; mobile coupons offered by e-commerce
platforms that integrate mobile applications into their operations; and discount codes that can
be accessed and used more quickly. There are also digital coupons that combine the features
and benefits of multiple types of coupons. For example, in the case of Kroger's "Click, Load,
Save" campaign, the company, which operates 2,470 supermarkets and department stores in
the United States, offered a digital coupon program that allowed consumers to create an
account on the website or through a mobile application, select low-cost coupons, and load the
coupons directly into their account for automatic redemption at checkout (Kroger, 2010).

To avoid different variables of consumer behavior, it is necessary to limit this study
only to digital coupons used in digital shopping. Numerous factors such as the ability to touch
and feel, personalization, and accessibility determine the differences between digital shopping
and traditional offline shopping. Therefore, the redemption of digital coupons intended for use
in traditional shopping channels should be studied in a separate framework. Indeed, the
efficiency of digital business models differs significantly depending on discounts or dynamics
in the sales process (Wang et. al., 2016: 626). The focus of this study is to determine the
effectiveness of digital coupons in digital business models based on consumer perceptions and
attitudes.

Redemption rate is considered an important criterion for measuring the effectiveness of
coupons. The studies that focus on redemption rate to determine the effectiveness of digital
coupons have found that the rate is strikingly low. A redemption rate of only 1.06% has been
reported (Danaher et al., 2015: 722). According to the 2018 report by NCH, a business
solutions company for ad redemption, verification, billing, and analytics, of the 256.5 billion
digital coupons distributed in the United States (US) in 2018, only 1.715 billion coupons were
redeemed (nchmarketing.com). It is important for marketers to identify and analyze digital
coupon redemption to develop effective marketing strategies.

Journal of Business, Innovation and Governance, 2021; 4(2): 174 — 193

175



The significance of digital coupons is determined not only by redemption, but also by
how they attract new customers or build customer loyalty. Every marketing message is
required to match the expectations, demands, and needs of potential customers. However, in
digital marketing, there is a wide range of audiences. The economic buyer focuses on price,
discounts, and rebates, while the user-focused buyer pays attention to whether or not the
product serves the purpose for which it was purchased. Digital content should address all of
the issues while utilizing digital coupons. Digital content should consider all aspects when
using digital coupons. For some customers, it is the discount offer that makes a coupon
attractive, while for others it is just a means to rationalize the purchase decision or to get to
the e-commerce website. Therefore, all of these rationales should be scrutinized.

In addition to the widespread adoption of e-commerce, the pandemic period has seen
the emergence of a new perspective that goes beyond traditional marketing and sales methods.
When it comes to valuation by businesses, it is of great importance to create differences that
can attract consumers to their side as competition shifts to digital platforms. To this end,
discount coupons that can be used on digital platforms are considered an important competitive
tool. Consumers' perception of coupons, which existed from the past to the present, differs
with digitization and has implications for purchasing behavior. This study aims to measure
how consumers perceive digital coupons and how they influence their purchase decisions and
behavior.

2. LITERATURE REVIEW

The studies that have been conducted on digital coupons address a variety of issues,
from the efficiency of digital coupons to customers' motivations for using them. The definition
and role of digital coupons are also discussed in the literature based on various aspects of
digital marketing.

In the literature, two different approaches to the positioning of digital coupons are
distinguished. According to the first approach, digital coupons act as triggers for purchase
decisions, enticing customers back and increasing customer loyalty and retention (Ahmad and
Sanwar, 2018: 37). Therefore, a digital coupon is simply defined as a marketing technique that
leads to psychological processes. Similarly, Chaffey and Smith (2008) position digital coupons
as a means of persuading the uncertain customer to buy because a well-managed database
makes it possible to tailor prices to discrete segments at optimal prices for customers. In this
sense, a digital coupon is part of the direct advertising effect and allows marketers to get closer
to customers, especially the young customers who are difficult to reach with other media
(Chaffey and Smith, 2008: 155).

The consumer's receipt of a discount coupon is a passive influence, while the consumer's
proactive search for a coupon is an active influence. Digital coupons are a sales promotion
activity, similar to contests and prizes (Bhatia, 2017: 107). However, according to Ryan and
Jones (2009), digital coupons are more than a marketing technique, they are a part of digital
communication, similar to email marketing, content sponsorship and viral marketing. The
authors refer to digital coupons as e-coupons and define the whole concept as "the online
distribution of printable discount coupons that can be redeemed at points of sale" (Ryan and
Jones, 2009: 224). They are considered as an execution method in a marketing campaign aimed
at testing products (Ryan and Jones, 2009: 225). From this perspective, digital coupons are
part of an advertising and promotion process. The objectives, which can range from branding
to creating likeability and contribute to deepening the brand-customer relationship, place
customer loyalty and increasing repurchase rates at the heart of using digital coupons to make
further purchases (Zahay, 2020: 110). In comparison, it has been pointed out that digital
coupons provide an omnichannel experience that includes immediate and personalized offers
that link the loyalty program to the customer's online behavior (Yasav, 2015: 8). What both
approaches have in common is that when digital coupons are used properly by businesses,
effective results are achieved.
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Digital coupons attract a wide range of consumers, and numerous coupon redemption
studies highlight the importance of consumer demographic characteristics in explaining the
identity of coupon users. However, it is likely that the demographic groups that increasingly
use digital coupons change over time, and the influence of demographics as a predictor of
consumer behavior and coupon redemption is questionable. With this in mind, Dickinger and
Kleijnen (2008) conducted a study on the determinants of consumers' intention to redeem
digital coupons, focusing on consumers' non-demographic characteristics. In explaining the
results in terms of antecedent-predictor relationships, the study focused on the notion of
coupon proneness”, i.e., an increased inclination to respond to a purchase offer based on the
coupon form of the advertisement. Results showed no significant effect of social norms or
prior coupon use on intention to redeem digital coupons. It was concluded that the main reason
for customers to use mobile coupons is the lower final price of the product (Dickinger and
Kleijnen, 2008: 35).

How digital coupons are dematerialized was analyzed in a detailed literature review by
Dias and his colleagues in a 2015 study. The study highlighted that interoperability issues due
to different technologies for processing digital coupons play a role in the lower redemption
rates of this type of coupon compared to traditional paper format coupons. It was pointed out
that since the majority of studies revealed that redemption of digital coupons accounted for
only 2% of total redemption, there was a need to establish standards that facilitate the
compatibility of different systems in the different stages of digital coupon processing: from
creation and communication to redemption, ransom and financial reconciliation (Dias et al,
2015: 94).

In a study conducted by Xing and his colleagues (2020), digital coupons are categorized
according to their value. This approach paved the way to identifying a conceptual model of
consumer spending with coupons. Large-scale spending stimulus programs that used digital
coupons as a tool to boost the economy were evaluated. The researchers reported that low-
value, use-it-or-lose-it coupons provide a significant and immediate incentive to purchase at a
low cost. They concluded that consumers favored consumption toward pricier options to meet
the minimum spending requirements of coupons (Xing, et al., 2020: 33).

The use of digital coupons as a personalization and product development tool has also
been the subject of case studies. It has been reported that digital coupons could leverage the
company's understanding of customer behavior to promote specific products. As an exercise
in online personalization, they also appear to be relatively low-cost activities to observe how
millions of people experience the product/service concept in a way that suits the company's
best interests. In this regard, Turow (2012) cited a company that sells baby products as an
example: a parent with an infant who uses diapers might receive advertisements that reinforce
that use, but would choose to redeem the series of online discount coupons she receives for a
range of baby products alongside the child's growth. If the coupons can be shared and passed
on social networks in a way that is not easily spread in traditional communication networks
and social circles, then the company can reach many channels where its target audience hangs
out, through word of mouth, without much effort of its own (Gao et al., 2020: 2661).

3. METHODOLOGY

The main limitation of the research is that it was not possible to conduct a face-to-face
survey due to the Covid-19 period. The research, which only evaluates the period between
May and July 2021, is the period when most participants were living in isolation due to Covid-
19 restrictions. It is a pioneer study to reveal whether attitudes and views towards digital
discount coupons have changed. Since there is no applied example of consumer attitudes and
opinions directly related to digital discount coupons in Turkey, the study aims to make an
important contribution to the literature.
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The survey was conducted between May and July 2021, as an in-person interview was
deemed risky due to the pandemic. It was conducted via social platforms after the permission
of the Ethics Committee. 300 people were reached through Google survey forms.

The research involved a quantitative study based on random sampling. A 40-item
guestionnaire was constructed on the scale developed by Nayal and Pandey (2020). It was
administered to the participants in the form of an online multiple choice survey. The analysis
was done by analyzing the data obtained through Google Forms using SPSS 23 software.

4. ANALYSIS AND RESULTS

The participants' attitudes and behaviors were examined from different perspectives.

Table 1. Evaluation of Demographic Aspects and Findings

N= 300 Frequency %
Gender Female 174 58.0
Male 126 42,0
Age 18-24 144 48,0
25-34 63 21,0
35 and above 93 31,0
Level of Education High school 12 4,0
Associate’s degree 57 19,0
Bachelor’s degree 159 53,0
Master’s degree 42 14,0
Doctoral degree 30 10,0
Online Shopping Frequency Per Month 1-3 180 60,0
4-6 69 23,0
7-9 18 6,0
More than 10 33 11,0
Average Daily Internet Usage Per Day 1-2 hours 21 7,0
3-4 hours 90 30,0
5-6 hours 78 26,0
More than 6 hours 111 37,0
Average E-commerce Spending Last Month 0-500 TL 180 60,0
501-1000 TL 57 19,0
1001-3000 TL 39 13,0
3001 TL or more 24 8,0
Average Monthly Income 3500 or less 129 43,0
3501-5000 36 12,0
5001 or more 135 45,0
Most Frequently Used Social Media Platform Facebook 18 6,0
Twitter 39 13,0
Instagram 204 68,0
Other 39 13,0
Total 300

The distribution of demographic characteristics of the study participants is shown in
Table 1. The results of this analysis indicate that 58% of the participants were female and 42%
were male, 48% of the participants were between 18-24 years old, 21% were 25-34 years old,
and 31% were over 35 years old. 53% of the participants (159 individuals) held a bachelor's
degree, while high school graduates (12 individuals) were the smallest group in the population
at 14%. 60% of participants reported shopping online 1-3 times, 23% 4-6 times, 6% 7-9 times,
and 11% more than 10 times in the past month. Evaluation of daily internet use revealed that
37% of participants used the internet for more than 6 hours, followed by those who spent 30%
3-4 hours online, 26% 5-6 hours, and 7% 1-2 hours. 45% of the participants have an income
of 5001 TL and above, followed by the group with a minimum income of 3500 TL and below
with a rate of 43% and finally the group with an income of 3501-5000 TL with a rate of 12%.
In the distribution of the most frequently used social media platforms, Instagram (68%) is the
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most frequently visited platform, while Twitter (13%) is second, Facebook (6%) is third, and
other social media platforms are fourth.

4.1.Reliability Analysis

The homogeneous structure of the items in the scale was analyzed and explained using
the Cronbach's alpha coefficient, which is a measure of the internal consistency of the items.
It has been concluded that the items in the scale with a high Cronbach's alpha coefficient
consist of items that are consistent with each other and measure the same characteristic (Yildiz
& Uzunsakal, 2018: 19). As a result of the reliability analysis of the study, the Cronbach's
alpha coefficient was found to be 0.922 (92%). This means that the scale is reliable.

As a result of the factor analysis, it was found that the survey items were grouped under
10 dimensions instead of the 12 dimensions in the model discussed by Nayal and Pendey
(2020). One of the important points to consider in factor analysis is the exclusion of items with
a factor loading of less than 0.10 from the analysis and their rearrangement. The 37
questionnaire items in the model were categorized into 12 dimensions. The distribution of the
survey items addressed to the participants according to the dimensions is as follows:

1- Digital Coupon Redemption Tendencies, 5 items (K1,K2,K3,K4,K5)
2- Discount Coupon Value Perception, 3 items (11,12,13)

3- Coupon Proneness, 4 items (E1,E2,E3,E4)

4- Search Tendency, 2 items (A1,A2)

5- Attitudes towards Digital Coupon Redemption, 2 items (T1,T2)

6- Frequency of Consumption, 3 items (S1, S2, S3)

7- Attitudes towards Research on the Internet, 3 items (AR1,AR2,AR3)
8- Perceived Risk, 3 items (R1,R2,R3)

9- Discount Value, 3 items (D1,D2,D3)

10- Innovativeness, 3 items (Y1,Y,Y3)

11- Perceived User-Friendliness, 3 items (KO1, KO2, KO3)

12- Special Values, 3 items (01,02,03)

Table 2. Factor Analysis

Dimension
Q 1 2 3 4 5 6 7 8 9 10

k3 767

k1 687

Ix2 657

k4 619

|K02 417

D3 399

o1 813

02 719

03 712

KO1 474

|K03 432

AL ,689
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T2 681
K5 680
El 515
S2 672
S3 627
S1 605
D1 570
D2 /495
Y1 813
Y3 564
Y2 535
AR3 433
E2 756
E3 660
12 729
I 722
T1 /408
E4 671

A2 373
AR2 ,600

AR1 ,576

R1 779
R2 ,663
R3 ,409

The third item (13), in which the perception of value for discount coupons is measured,
was removed from the analysis (0.443 / 0.441) due to overlapping of the third and sixth
dimensions. The items related to the dimensions were reclassified based on the factor analysis.
Therefore, the distribution of dimensions can be explained as follows:

The second item of the Perceived User-Friendliness dimension and the third item of
the Discount Value perception were added as the fifth item to the Digital Coupon Proneness.
The new dimension consists of 6 items as the Digital Coupon Proneness dimension. Since it
contains the first and third items of the Perceived User-Friendliness dimension and all items
of the Special Values dimension, the dimension was named the Perceived Values dimension.
The third dimension is formed by combining different items related to the existence and
orientation of discount coupons. The new dimension consists of the first question of the
Search Tendency dimension, the second question of the Attitudes towards Digital Coupons
dimension, the fifth question of the Digital Coupon Proneness dimension, and the first
question of the Digital Coupon Redemption Tendency dimension, and was renamed the
Coupon Search dimension. It was intended to combine all items of the Frequency of
Consumption and the first two items of the Discount Value dimension and was categorized
as the Frequency of Consumption dimension. The fifth dimension includes the third item of
the Attitudes towards Internet Research and all items of the Innovativeness dimension. It is
therefore referred to as the Innovativeness dimension.

The sixth dimension is composed of the second and third items of the Coupon
Proneness dimension. The denotation has not been changed. Since the seventh dimension
includes both items of the Discount Coupon Value Perception dimension and the first item of
the attitudes towards digital coupon redemption, it is named as the Discount Coupon Value
Perception dimension. The eighth dimension consisted of the fourth item of the Coupon
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Proneness dimension and the second item of the research dimension. Hence, it is named the
Discount Tendency dimension.

Since the ninth dimension includes the first and second items of the Attitudes towards
Research on the Internet and the tenth dimension includes all three items of the Perceived
Risk dimension, they are included in the study under the same titles.

4.2 Normality Distribution

The Kolmogorov Smirnov Test is used to determine whether the series has a normal
distribution if the sample size is higher than 50 and Shapiro Wilk has less than 50 samples.
Since the sample size is 300 in this study, Kolmogorov Smirnov Test results were taken into
account. Since it was revealed that p<0.05 (0.000) for all dimensions, the HO (normally
distributed dimensions) hypothesis was rejected. In other words, the data set was not normally
distributed. Accordingly, the research data were evaluated with Non-Parametric tests.

Analysis of Consumers' Attitudes and Findings on Digital Discount Coupon
Redemption

a) Findings on the Differences in Scoring Levels of the Sub-Dimensions of Opinions
and Attitudes towards Digital Discount Coupons by Gender

HO: The sub-dimensions of views and attitudes towards digital discount coupons does
not differ by gender.

H1: The sub-dimensions of views and attitudes towards digital discount coupons differs
by gender.

Table 3. Mann-Whitney U Test Results of Differences in Scoring Levels of Sub-
Dimensions by Gender

Sub Dimension / Gender N Mean Rank |Sum of Ranks Mann- \Wilcoxon W z p
Whitney U

Digital Coupon  Female 174 157,39 27385,50

Proneness Male 126 140,99 1776450 | 97635500 | 17764500 | -1,622 105
Total 300

Perceived Values Female 174 156,60 27249,00
Male 126 142,07 17901,00 9900,000 | 17901,000 -1,437 ,151
Total 300

Coupon Search Female 174 145,04 25237,50
Male 126 158,04 19912,50 10012,500 | 25237,500 -1,285 ,199
Total 300

Frequency of Female 174 149,09 25942,50

Consumption Male 126 152,44 19207,50 10717,500 | 25942,500 -,331 741
Total 300

linnovativeness Female 174 143,11 24901,50
Male 126 160,70 20248,50 9676,500 | 24901,500 -1,742 ,081
Total 300

Coupon Proneness Female 174 155,98 27141,00
Male 126 142,93 18009,00 10008,000 | 18009,000 -1,309 ,191
Total 300

Discount Coupon Female 174 165,54 28804,50

Value Perception Male 126 129,73 1634550 | 8344,500 | 16345500 | -3,586 ,000
Total 300

Discount Tendency  Female 174 153,19 26655,00
Male 126 146,79 18495,00 10494,000 | 18495,000 -,639 ,523
Total 300

Attitudes towardsFemale 174 141,59 24636,50

Research  on  themale 126 162,81 20513,50 9411,500 | 24636,500 -2,142 ,032

[Internet Total 300

Perceived Risk Female 174 151,30 26326,50 10822,500 | 18823,500 -,190 ,850
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| Male | 126 | 14939 | 1882350 | | | [ |

The eight dimensions on the views and attitudes of the participants towards the digital
coupon redemption and their perceptions of the sub-dimensions do not differ by gender.
However it was determined that there was a gender difference (p<0.05) in the dimension of
value perception and Coupon Search, as indicated in Table 3. In conclusion, the value
perception and research attitudes towards digital discount coupons differ by gender.

b) Findings on the Differences in Scoring Levels of the Participants’ Opinions and
Attitudes towards Digital Discount Coupons by Age Groups Sub-Dimensions

HO: The score levels of the sub-dimensions do not differ by age groups.
H1: The score level of at least one sub-dimension differ by age groups.

Table 4. Kruskal Wallis Test Results of Differences in Scores by Age

Sub Dimension fAge N Mean Rank Chi-Square df p
18-24 144 143,12
Digital Coupon 25-34 63 147,21
2
Proneness 35 and above 03 164,16 3,463 177
Total 300
18-24 144 144,28
25-34 63 160,07 2
Perceived Values 35 and above 93 153,65 1,642 1440
Total 300
18-24 144 129,04
25-34 63 159,94 2
Coupon Search 35 and above 93 177,33 18,596 000
Total 300
18-24 144 128,54
. 25-34 63 148,48 2
Frequency of Consumption 35 and above 93 185,87 24,876 ,000
Total 300
18-24 144 151,49
linnovativeness 25-34 63 144,62 ,386 2 ,824
35 and above 93 152,95
Total 300
18-24 144 144,13
25-34 63 144,86 2
Coupon Proneness 35 and above 93 164,19 3,479 ,176
Total 300
18-24 144 146,36
Discount Coupon Value  25-34 63 155,19 661 2 718
Perception 35 and above 93 153,73 ' ’
Total 300
18-24 144 140,72
. 25-34 63 158,79 2
Discount Tendency 35 and above 93 16003 3,619 , 164
Total 300
18-24 144 152,31
Attitudes towards Research 52_34 dab gg ig%g? 10,978 2 ,004
on the Internet and above !
Total 300
18-24 144 168,96
. . 25-34 63 110,00 2
P Risk
erceived Ris 35 and above 93 149,35 20,622 ,000
Total 300

The differences between the score levels of the participants according to the age groups
are demonstrated in Table 4. When the findings related to age groups are evaluated; it is
revealed that there is a significant difference in the sub-dimensions of doing research on the
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Internet, Perceived Risk, Frequency of Consumption and Coupons Search whereas there is no
difference in the other sub-dimensions.

¢) Findings on the Differences between the Scores Levels of the Opinions and Attitudes
of the Participants towards Digital Discount Coupons Based on Education Level

HO: The score levels of the sub-dimensions do not differ by education level.

H1: The score level of at least one sub-dimension differs by education level.

Table 5. Kruskal Wallis Test Results of the Differences between the Levels of Scores of
the Participants by Education Level

Sub Dimension |Educati0n N Mean Rank Chi-Square df p
High school 12 120,75
Associate’s degree 57 144,74
. Bachelor’s degree 159 141,59 4
Digital Coupon Proneness Master's degree 42 203,04 18,931 ,001
Doctoral degree 30 147,00
Total 300
High school 12 114,50
Associate’s degree 57 152,71
. Bachelor’s degree 159 149,71 4
Perceived Values Master’s degree 1 163.04 3,057 ,548
Doctoral degree 30 147,35
Total 300
High school 12 149,75
Associate’s degree 57 118,99
Bachelor’s degree 159 153,44 4
Coupon Search Master’s degree 22 210,51 34,273 ,000
Doctoral degree 30 111,05
Total 300
High school 12 152,88
Associate’s degree 57 122,87
. Bachelor’s degree 159 145,95 4
Frequency of Consumption Master’s degree 42 215,32 30,779 ,000
Doctoral degree 30 135,40
Total 300
High school 12 175,63
Associate’s degree 57 142,26
. Bachelor’s degree 159 143,43 4
Innovativeness Master’s degree 42 103,21 14,015 ,007
Doctoral degree 30 133,75
Total 300
High school 12 104,75
Associate’s degree 57 147,50
Bachelor’s degree 159 153,70 4
Coupon Proneness Master’s degree 42 169,46 7,394 ,116
Doctoral degree 30 131,00
Total 300
High school 12 135,38
Associate’s degree 57 157,38
Discount Coupon Value  Bachelor’s degree 159 144,74 9.999 4 040
Perception Master’s degree 42 183,71 ' '
Doctoral degree 30 127,50
Total 300
High school 12 207,13
Associate’s degree 57 132,89
. Bachelor’s degree 159 146,14 4
Discount Tendency Master’s degree 42 104,96 22,665 ,000
Doctoral degree 30 122,15
Total 300
High school 12 165,88
Attitudes towards Research on Associate’s degree 57 127,58 14 614 4 006
the Internet Bachelor’s degree 159 155,46 ’ '
Master’s degree 42 180,82

Journal of Business, Innovation and Governance, 2021; 4(2): 174 — 193

183



Doctoral degree 30 119,15
Total 300

High school 12 164,88
Associate’s degree 57 163,82

. . Bachelor’s degree 159 143,89 4
Perceived Risk Master's degree 42 105,39 32,487 ,000

Doctoral degree 30 217,65
Total 300

When the perceptions of the participants towards digital discount coupons were
analyzed according to their educational status, it was observed that there was no difference in
Coupon Proneness and Perceived Values sub-dimensions (p>0.05), while there was a
statistically significant difference in all other dimensions (p<0.05). Considering the statistical
data, it can be concluded that educational status does not affect coupon proneness and
Perceived Values. However, it is a variable that affects other sub-dimensions.

d) Findings on the Differences between the Scores of the Sub-Dimensions of Opinions
and Attitudes towards Digital Discount Coupons According to the Frequency of Internet
Shopping in the 30-Day Period

HO: The score levels of the sub-dimensions do not differ by frequency of shopping.

H1: The score level of at least one group's perception differ by frequency of shopping.

Table 6. Kruskal Wallis Test Results of the Differences between the Scores of the
Participants Based on Frequency of Internet Shopping in a 30-Day Period

Sub Dimension Shopping Frequency N Mean Rank  [Chi-Square] df p
per Month
1-3 180 135,01
4-6 69 165,20
Digital Coupon Proneness 7-9 18 187,92 16,073 3 001
More than 10 33 183,86
Total 300
1-3 180 144,35
4-6 69 139,35
Perceived Values 7-9 18 170,50 12,356 3 006
More than 10 33 196,45
Total 300
1-3 180 137,81
4-6 69 176,38
Coupon Search 7-9 18 173,33 11,361 3 010
More than 10 33 153,18
Total 300
1-3 180 129,86
4-6 69 181,98
Frequency of Consumption ~ 7-9 18 176,67 25,705 3 1000
More than 10 33 183,00
Total 300
1-3 180 141,62
4-6 69 150,26
Innovativeness 7-9 18 188,08 8,905 3 031
More than 10 33 178,95
Total 300
1-3 180 134,08
4-6 69 182,33 3
Coupon Proneness 7.9 18 141,25 20,082 1000
More than 10 33 178,59
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Table 6 demonstrated the findings regarding the differences between the score levels of
the sub-dimensions of the participants' views and attitudes towards digital discount coupons
according to the frequency of online shopping within a 30-day period. As can be observed
from the table, the frequency of 30-day shopping affects the perception of digital discount
coupons in all dimensions except the Discount Tendency sub-dimension (p=0.197).

d) Findings on the Differences between the Scores of the Sub-Dimensions of Opinions

Total 300
1-3 180 134,48
4-6 69 173,43
Discount Coupon Value Perception7-9 18 171,25 15,961 3 001
More than 10 33 178,64
Total 300
1-3 180 144,50
4-6 69 153,17
Discount Tendency 7-9 18 188,50 4,677 3 ,197
More than 10 33 156,91
Total 300
1-3 180 143,98
. 4-6 69 145,98
Attitudes towards Research on the 7.9 18 158,14 9,095 3 028
Internet
More than 10 33 191,36
Total 300
1-3 180
46 69 162,01
Perceived Risk 79 18 17%135481 29646 | 3 000
More than 10 33 18&'; 77
Total 300 '

and Attitudes towards Digital Discount Coupons by the Participants' Daily Internet Usage

HO: The score levels of the sub-dimensions do not differ by the duration of the Internet

use.

H1: At least one group's perception differs by the duration of the Internet use.

Table 7. Kruskal Wallis Test Results of Differences in Scores Based on the Daily Internet

Usage of the Participants

Sub Dimension |Dai|y Internet Use N Mean Rank Chi-Square | df p
1-2 hours 21 152,57
3-4 hours 90 140,71

Digital Coupon Proneness ~ 5-6 hours 78 128,21 14,368 3 ,002

More than 6 hours 111 173,72
Total 300
1-2 Hours 21 130,36
3-4 Hours 90 148,25

Perceived norms 5-6 Hours 78 159,85 2,127 3 ,546
More than 6 hours 111 149,57
Total 300
1-2 Hours 21 161,74
3-4 Hours 90 143,49

Coupon Search 5-6 Hours 78 146,85 1,643 3 ,650
More than 6 hours 111 156,62
Total 300
1-2 Hours 21 119,00

. 3-4 Hours 90 154,25 3
Frequency of Consumption 5.6 Hours 78 161,06 4,418 ,220

More than 6 hours 111 146,00
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Total 300
1-2 Hours 21 109,79
3-4 Hours 90 117,80
Innovativeness 5-6 Hours 78 160,04 29,817 3 ,000
More than 6 hours 111 178,01
Total 300
1-2 Hours 21 96,50
3-4 Hours 90 157,55
Coupon tendency 5-6 Hours 78 133,77 16,073 3 ,001
More than 6 hours 111 166,76
Total 300
1-2 Hours 21 142,19
i 3-4 Hours 90 136,73
DISCOUS;,?:SSE: Valle 5 6 Hours 78 155,22 4,126 3 248
More than 6 hours 111 159,91
Total 300
1-2 Hours 21 140,00
3-4 Hours 90 144,10
Discount Tendency 5-6 Hours 78 166,94 3,982 3 ,263
More than 6 hours 111 146,12
Total 300
1-2 Hours 21 126,07
. 3-4 Hours 90 112,97
Attitudes towards Research on5_6 Hours 78 192,70 30,248 3 000
the Internet
More than 6 hours 111 155,90
Total 300
1-2 Hours 21 124,29
3-4 Hours 90 173,65
Perceived Risk 5-6 Hours 78 159,60 15,471 3 ,001
More than 6 hours 111 130,30
Total 300

Table 7 discusses whether there is a significant difference between the findings
regarding daily internet usage and perceptions of the participants regarding digital discount
coupons. According to the analysis, there is no statistically significant difference in the sub-
dimensions of Perceived Values, Coupon Search, Frequency of Consumption, Discount
Coupon Value Perception, and Discount Tendency, whereas there is significant difference in
the sub-dimensions of Digital Coupon Proneness, Innovativeness, Coupon Proneness,
Attitudes towards Research on the Internet, and Perceived Risk sub-dimensions.

e.) Findings on the Differences between the Scores of the Sub-Dimensions of Opinions
and Attitudes towards Digital Discount Coupons Based on the Participants' 30-Day Shopping
Expenditures

HO: There is no difference between the score levels of the sub-dimensions according to
the 30-day average shopping expenditures.

H1: There is difference between the score levels of at least one group's perception
according to the 30-day average shopping expenditures.

Table 8. Kruskal Wallis Test Results of the Differences in Scores According to the 30-
Day Shopping Expenditures of the Participants

Sub Dimension Ehopping Expenditures N Mean Rank Sc(]::;re df p
0-500 TL 180 131,98
Digital Coupon Proneness  501-1000 TL 57 154,33 29,653 3 ,000
1001-3000 TL 39 193,08
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3001 TL or more 24 211,13
Total 300
0-500 TL 180 139,43
501-1000 TL 57 175,76
Perceived Values 1001-3000 TL 39 161,92 8,573 3 ,036
3001 TL or more 24 155,00
Total 300
0-500 TL 180 135,66
501-1000 TL 57 163,61
Coupon Search 1001-3000 TL 39 191,92 16,108 3 ,001
3001 TL or more 24 163,31
Total 300
0-500 TL 180 121,38
501-1000 TL 57 177,68
Frequency of Consumption 1001-3000 TL 39 224,19 58,104 3 ,000
3001 TL or more 24 184,63
Total 300
0-500 TL 180 128,18
501-1000 TL 57 195,21
Innovativeness 1001-3000 TL 39 162,77 33,592 3 ,000
3001 TL or more 24 191,75
Total 300
0-500 TL 180 135,23
501-1000 TL 57 163,05
Coupon Proneness 1001-3000 TL 39 186,27 16,213 3 ,001
3001 TL or more 24 177,13
Total 300
0-500 TL 180 137,31
. 501-1000 TL 57 144,11
Discount Coupon Value ;) 3000 1. 39 20812 | 23,751 8 ,000
Perception
3001 TL or more 24 171,00
Total 300
0-500 TL 180 144,95
501-1000 TL 57 136,21
Discount Tendency 1001-3000 TL 39 181,54 9,527 3 ,023
3001 TL or more 24 175,63
Total 300
0-500 TL 180 139,25
. 501-1000 TL 57 162,89
Attitudes towards Research 1001-3000 TL 39 168,81 8,344 3 039
on the Internet
3001 TL or more 24 175,69
Total 300
0-500 TL 180 156,93
501-1000 TL 57 154,42
Perceived Risk 1001-3000 TL 39 120,92 6,025 3 ,110
3001 TL or more 24 141,06
Total 300

Table 8 indicates the sub-dimension score differences of the participants' attitudes and
views towards digital discount coupons, according to monthly average shopping expenditures.
It was determined that there was no significant difference in the Perceived Risk sub-dimension.
Nonetheless, in all other dimensions, the perception of coupons differs according to the
amount of monthly spending, and this difference arises from the group that makes purchases
of 3001 TL or higher.
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f.) Findings on the Differences between the Scores of the Sub-Dimensions of Opinions
and Attitudes towards Digital Discount Coupons Based on the Average Monthly Income of
the Participants

HO: The score levels of the sub-dimensions differ according to the participants’ monthly
average income.

H1: There is difference between the score levels of at least one group's perception
according to the participants’ monthly average income. .

Table 9. Kruskal Wallis Test Results of the Differences between the Scores of the
Participants according to their Average Monthly Income

Sub Dimension Monthly Income N Mean Rank Chi- df p
Square
3500 or less 129 153,12
. 3501-5000 36 132,61
Digital Coupon Proneness 1,754 2 ,416
5001 or more 135 152,77
Total 300
3500 or less 129 162,43
. 3501-5000 36 121,25 2
Perceived Values 5001 or more 135 146,90 6,817 ,033
Total 300
3500 or less 129 146,41
3501-5000 36 125,29 2
Coupon Search 5001 or more 135 161,13 5,395 ,067
Total 300
3500 or less 129 129,22
. 3501-5000 36 142,42 2
Frequency of Consumption 5001 or more 135 172.99 17,254 ,000
Total 300
3500 or less 129 143,93
. 3501-5000 36 148,50 2
Innovativeness 5001 or more 135 15731 1,607 ,448
Total 300
3500 or less 129 149,03
3501-5000 36 128,63 2
Coupon Proneness 5001 or more 135 157,73 3,378 ,185
Total 300
3500 or less 129 154,28
Discount Coupon Value  3501-5000 36 128,99 2
Perception 5001 or more 135 152,62 2,621 270
Total 300
3500 or less 129 148,83
. 3501-5000 36 133,25 2
Discount Tendency 5001 or more 135 156,70 2,216 ,330
Total 300
3500 or less 129 141,28
Attitudes towards Research  3501-5000 36 162,83 2,867 2 238
on the Internet 5001 or more 135 156,02
Total 300
3500 or less 129 156,24
. . 3501-5000 36 131,25 2
Perceived Risk 2,382 ,304
5001 or more 135 150,14
Total 300
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Table 9 presents the findings regarding the difference between the sub-dimensions of
the participants according to their monthly average income levels. Accordingly, it was
determined that the Perceived Values and Frequency of Consumption dimensions differ by
the participants’ monthly income levels, while there is no difference in other dimensions. Thus,
the monthly income level affects Frequency of Consumption and Perceived Values.

g) Findings on the Differences in Scores of the Sub-Dimensions of Opinions and
Attitudes towards Digital Discount Coupons Based on the Participants' Social Media

Preferences

HO: The score levels of the sub-dimensions do not differ according to the social media

preferences.

H1: The score levels of the sub-dimensions of at least one group differ according to the

social media preferences.

Table 10. Kruskal Wallis Test Results of Differences in Scores Based on the Participants'

Social Media Preferences

Sub Dimension | Social Media N Mean Rank [Chi-Square df p
Facebook 18 138,72
Twitter 39 163,95
Digital Coupon Proneness Instagram 204 159,31 18,664 3 0,000
Others 39 96,42
Total 300
Facebook 18 159,50
Twitter 39 175,88
Perceived Values Instagram 204 156,10 22,500 3 0,000
Others 39 91,65
Total 300
Facebook 18 171,17
Twitter 39 193,40
Coupon Search Instagram 204 144,53 13,961 3 0,003
Others 39 129,31
Total 300
Facebook 18 158,00
Twitter 39 219,23
|Frequency of Consumption Instagram 204 143,65 32,939 3 0,000
Others 39 114,15
Total 300
Facebook 18 109,92
Twitter 39 204,50
Innovativeness Instagram 204 151,95 28,908 3 0,000
Others 39 107,65
Total 300
Facebook 18 160,25
Twitter 39 177,85
Coupon proneness Instagram 204 153,01 15,284 3 0,002
Others 39 105,50
Total 300
Facebook 18 128,72
. Twitter 39 158,77
Discount Coupon Value . ram 204 160,25 17,159 3 0,001
Perception
Others 39 101,27
Total 300
Facebook 18 130,25
Discount Tendency Twitter 39 177,50 21,350 8 0,000
Instagram 204 157,34
Others 39 97,08
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Total 300
Facebook 18 139,25
. Twitter 39 195,73
Attitudes towards Research | oo 204 144,31 12,852 3 0,005
on the Internet
Others 39 142,86
Total 300
Facebook 18 149,42
Twitter 39 129,31
Perceived Risk Instagram 204 148,46 8,003 3 0,046
Others 39 182,85
Total 300

As indicated in the table, there is a significant association (p < .05) between the social
media preferences of the participants and their attitudes towards digital discount coupons in
all dimensions. It may be inferred that the high association level especially in Instagram users
is a result of the marketing activities of the platform’s entrepreneurs and businesses which
enable fast access to discount coupons widely utilized in popular e-stores.

5. DISCUSSION

Diverging from the other studies in the literature, this research focuses on the attitudes
and perceptions of customers towards digital discount coupons rather than digital coupon
redemption. Although digital coupon redemption is related to customer attitudes and
perceptions, it can also be associated with different consumption periods, marketing and
advertising activities or technical features of coupons and e-stores. However, customers'
perceptions and attitudes towards digital discount coupons play a crucial role in interpretation
of the impact of the coupons, regardless of whether are deemed or not. The identification of
the determinants structuring the role and impact will not only facilitate the analysis of customer
behavior, but will also guide the marketing activities in this field.

In this study, the attitudes towards digital discount coupons were examined under 10
different dimensions and it was questioned how these dimensions were affected by various
variables. The dimensions were categorized as Digital Coupon Proneness, Perceived Values,
Coupon Search, Frequency of Consumption, Innovativeness, Coupon Proneness, Discount
Coupon Value Perception, Discount Tendency, Attitudes towards Research on the Internet,
and Perceived Risk. Coupons, which have been efficiently utilized for years as a part of
marketing activities, have also turned into an important promotional and marketing tool in
online shopping. However, this time, they had to acquire some different features to adjust to
the internet shopping environment and the platforms where coupons were offered, apart from
traditional marketing methods. The dimensions discussed in the study are designed to reveal
the role of digital discount coupons in these relatively new platforms and environments, as
well as the customer response.

It has been revealed that gender differences play a significant role in attitudes towards
digital coupons. Female consumers demonstrate significantly different attitudes in terms of
value perception and digital coupon search. Previous research revealed that female consumers
were more likely to use coupons (Harmon and Hills, 2003). Gender plays a crucial role in the
scope of online shopping attitude based on different components such as cognition, effect, and
behavior (Hasan, 2010: 600). Furthermore, it was reported that the impact of the benefits
perceived in the intention to purchase online is moderated by gender (Chen et al., 2016). When
the findings in this study are combined with the findings in the literature, it can be deduced
that female consumers are more interested in searching for and redeeming digital coupons.

The results demonstrate a significant difference in terms of doing research on the
Internet, Perceived Risk, and Frequency of Consumption based on age groups. One of the
crucial factors influencing the use of information and communication technology is age
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(Kubiatko, 2013: 1263). Within this framework, it is challenging to separate the attitudes
towards digital coupons from the attitudes towards online shopping and Internet use in general.
Thus, this research focuses on digital coupons that combine these two elements; coupons and
online shopping, and emphasizes that this is a hybrid concept. It is suggested that the reluctance
of the group over the age of 35 to shop online also affects their attitudes towards digital
coupons.

Findings on the association of education level with consumers' attitudes and behaviors
towards digital coupons are consistent with the existing literature. The role of education level
on Internet competency has been determined in numerous studies (Thananuraksakul, 2007;
Cheawkamolpat, 2009). However, since the attitude towards coupons is generally limited to
coupon redemption and loyalty in the literature, the reflection of the role of education level on
attitude has been discussed in a limited way. Previous studies demonstrated that there was a
positive correlation between education and coupon redemption and suggested that the coupon
redeemers are “better shoppers” (Levedahl, 1988: 280). In this research, education level
impacted consumers’ attitudes and behaviors toward digital coupons in two sub-dimensions.
Coupon Proneness and Perceived Values sub-dimensions, which determine the intention to
search, obtain, and redeem digital coupons demonstrate a significant difference as the
education level increases.

The study's findings indicate that demographic segmentation is associated with the
majority of the determinants, which provides insight into how digital discount coupons will be
designed and presented before they are used, as well as who they will target under what
conditions. Online sellers expand their customer bases or promote new products and services,
especially in emerging markets, by using discount coupons as an instrument. Attitudes toward
online shopping are associated with online purchasing behavior. Digital coupons' impact on
online purchasing behavior should be considered from a holistic perspective. As a result,
besides completing the purchase using coupons, other advantages that coupons create for
sellers should not be overlooked. Taking their promotional and advertising value into
consideration and not limiting the efficiency of discount coupons to redemption, future
research can be conducted to monitor the impact of their instrumental role and changes in
attitude towards them.

The fact that the research was conducted during the Covid-19 pandemic, when internet
shopping became popular for many different age and income groups and became almost an
obligation in many ways, may have created various changes in customer perceptions.
However, it should be taken into account that these perception differences will be permanent
as Internet shopping becomes an indispensable part of many people’s lives in the post-Covid-
19 period. The Covid-19 era has created a new internet shopper. It should be noted that this
new internet shopper will want to pursue the traditional shopping approach to digital and to
continue the convenience and bargaining comfort of traditional shopping with advantages such
as digital coupons. Although it is one of the limitations of this study to be carried out during
the Covid-19 period, it should be highlighted that it will be an important step in revealing this
transformation in customers.
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OZET

Cahismada, OECD Rev.3 “Teknoloji Yogun Uriin” smiflandirmasi igerisinde yer alan,
“Diisiik Teknoloji Yogun” iiriinlerden, “Gida Uriinleri ve igecek™ sektorii, Tiirkiye nin,
2010-2019 donemini kapsayacak sekilde, sektoriin ve sektor igerisindeki triinlerin,
rekabet¢i seviyelerinin tespit edilmesi ile analizi amaglanmistir. Caligmada, sektoriin
rekabetgilik seviyeleri, Balassa’nin Agiklanmis Karsilastirmali Ustiinliikler Endeksi
(AKU) ile hesaplanirken, sektdr icerisindeki iiriinlerin rekabetcilik seviyesinde, dortlii
ayrima giderek “Giiglii Rekabet Ustiin”, Orta Rekabet Ustiin, “Zayif Rekabet Ustiin” ve
“Rekabet Dezavantaj” olarak detayli analizi yapilmistir. Calisma sonucunda, Gida Uriinleri
ve Icecek” sektorii, AKU endeksine gore rekabetci iken, rekabetgilik seviyesi ise “Zayif
Rekabet Ustiin” olarak gozlenmistir.

Anahtar Kelimeler: Agiklanmis karsilastirmali Ustiinliik, uluslararasi ticaret teorileri,
uluslararasi rekabet giicii, diisiik teknoloji yogun tiriinler, gida iiriinleri ve icecek.

JEL Kodlari: FOO, F1, F14.

ABSTRACT

In the study, the "Food Products and Beverage" sector, which is one of the "Low
Technology Intensive" products included in the OECD Rev.3 "Technology Intensive
Product” classification, is used to determine the competitive levels of the sector and the
products in the sector, covering the period of 2010-2019 in Turkey. analysis was aimed. In
the study, while the competitiveness levels of the industry were calculated with Balassa's
Revealed Comparative Advantages Index (RCA), the competitiveness level of the products
in the industry was divided into four categories: "Strong Comparative Advantages” ",
Medium Comparative Advantages”, "Weak Comparative Advantages” " and "Comparative
Disadvantage “analysis was made. As a result of the study, the "Food Products and
Beverage" sector was competitive according to the (RCA) index, while the level of
competitiveness was observed as "Weak Comparative Advantages. and Memorial Hospital
are private hospitals in the first place in terms of preferability.

Keywords: Revealed comparative advantage, theories of international trade, international
competitiveness, low-tech-intensive products, food products and beverages.

JEL Codes: F00, F1, F14
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1. GIRIS

Teknoloji Kiiresellesme ve bolgesellesme kavramlarinin tartisildign donemler, ticaret
savaglari, kiiresel salginlar ve neticesinde korumaci politikalarin tekrardan baskin oldugu
gliniimiizde, tilkelerin ticari baglamda rekabet gii¢lerini belirlemesi, hatta sektorlerin 6tesinde,
irin baglaminda rekabetcilik seviyelerine gore stratejiler gelistirilmesi gerekmektedir.
Dolayisiyla gecmisten giliniimiize rekabetcilik olgusu ve bu baglamda olusturulan ticaret
teorileri, belki de giiniimiiz kosullarinda ¢cok daha farkli degerlendirilmesi gereken unsurlardir.

David Ricardo’nun, karsilastirmali iistiinliikler kurami ve sonrasinda bu kuram iizerine
insa edilen yeni kuram ve teoriler, zamanin kosullarina gore degisebilmekte veya revize olup
yerlerine yenileri gelebilmektedir. Uluslararas1 rekabet giicii Olglimlerinde kullanilan,
“Aciklanmis Karsilastirmal Ustiinliikler” (AKU) katsayi/endeksleri bu baglamda iilkelerin
rekabetci endiistri/mal grubu/ mallarini tespit etmede oldukg¢a dnemli olmaktadir.

Tiim bunlarin 6tesinde, iilkelerin “Teknoloji Yogun Uriinler” iizerinde yapacaklari 6zel
calismalar ayr1 bir unsur ve onemli kosullardan bir tanesidir. Agirlikli olarak dort ana
kategoride belirlenen Teknoloji yogun firiinler ile ilgili caligmalar, genel ve toplulastirilmis
rakamlar tizerine degerlendirilmekte ve iilkeler, dis ekonomi politikalarini, toplulastirilmis
irinlerden olusan sektorler iizerinde tartismakta ve bu baglamda politikalar
gelistirmektedirler. Giiniimiiz rekabet kosullarinda ise toplulastirilmis sektér analizlerinin
yerine, sektor igerisinde yer alan friinlerin rekabetgilik seviyelerine goére stratejiler
gelistirilmesi gerekmektedir ki, bunun 6n kosulu da elbette ki iirlinler bazinda 6zel ¢aligmalar
yapilmasidir.

2010-2019 yillarm kapsayan ¢alismamiz, OECD Rev.3. “Diisiik Teknoloji Yogun
Uriinler” igerisinde yer alan dokuz alt sektérden birisi olan “Gida Uriinleri ve Icecek”
sektorlinii kapsamakta ve sektor icerisindeki iirlinlerin ayri1 analizinin yapilmasini ve
sonuclarinin karar vericilerin islerini kolaylastirmasi ile ekonomi politikalarin olusturulmasi
i¢in veri saglamay1 amacglamaktadir.

Ayrica {irlin sayilarinin ¢oklugu ve karmagikligi, kisith kaynaklarin dogru ve sonuglar
itibariyle etkin alanlara gitmesinin Oniindeki engellerden bir tanesidir. Dolayisiyla bu
calismamizla ile triin sayilarmin belirli bir metotla, sektor icerisindeki ayristirmalarinin
yapildig1 ayri bir ¢aligma olarak da goriilebilir.

2. TEORIK CERCEVE

2.1. Rekabet, Rekabet Giicii/Uluslararasi Rekabet
Giicii Kavramlan

Rekabet kavrami, insanoglunun var olus siireciyle baslamis, hala devam eden ve devam
edecek bir olgudur. Bireyler arasinda gerceklesen rekabet, kurumlar/firmalar/iilkeler
kapsaminda da kendini gostermekte, bazen cok siddetli bazen de yumusak gegislerle
giindemdeki yerini korumaktadir. Rekabet, piyasa icerisindeki firmalarin, ellerindeki mal ve
hizmetleri satabilmek, sonucunda da miisteri sayisin1 ve karlar1 artirmak i¢in diger firmalara
kars1 yapmis olduklart bir yarig olarak tanimlayabiliriz (Rekabet Kurumu [RK], 2016:1).
Rekabet, uygulanan ekonomik politikalarla hem piyasanin etkin bir sekilde ¢alisabilmesi hem
de korunabilmesi igin en temel unsurlarin basinda gelir. Buradan hareketle piyasada faaliyet
gosteren girisimlerin, ekonomik kararlarinda serbest olabilme hakki, rekabetin bir sonucu
olarak karsimiza ¢ikar (Arda, 2011: 454-455).

Rekabet giicii taniminda ise net bir bakis tarzi yoktur. Farkli kisi ve kurumlar tarafindan
yapilan tanimlar, kendi igerisinde farklilagsa da agirlikli olarak iilke baglaminda, sonrasinda
ise firma ve endiistri baglaminda yapilmaktadir. Rekabet giiciinii iilke agisindan
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diisiindiiglimiizde, iilkelerin dis ticaret dengesinin fazla vermesi, ihrag edilen iirlinlerin dig
ticarette gorece avantajli olmasi, iilke vatandaslarinin refah seviyelerinin artirilmasi veya
gelirlerindeki artis ve istihdama olan katkist goz 6niinde bulundurulmustur. Rekabet gliciine,
firma ya da endiistri agisindan baktigimizda ise, firma miisterileri ve hissedarlarin degerlerinin
ve firmanin degisen rekabet ortami icerisinde faaliyette bulunabilme ve bu degisimlere tepki
verebilme yetenegi, firmalarin dis pazarlarda rekabetgi olabilmeleri olarak tanimlanirken,
endiistri baglaminda diisiindiigiimiizde ise iiretim faktorlerinin getirilerini arttirmalar1 ya da
yiiksek is giliclinii yaratabilmesi olarak tanimlanabilmektedir (Civi, 2001:24-25; Karaaslan ve
Tuncer, 2010: 25).

Uluslararas1 Rekabet Giicii, rekabet giicli kavramiyla ¢ogu zaman es anlamli olarak
goriilmiis ve birbirlerinin yerine kullanilmigtir. Rekabetin oldugu her yerde taraflarin birbirleri
ile yapmis olduklar1 “yaris” oldugu varsayimindan yola c¢ikarak, bir iilkenin diger
iilke/iilkeler/iilke gruplar ile yarisabilmesi, uluslararasi rekabet giicii olarak tanimlanabilir.
Literatiirde bir lilkenin rekabet giiclinii ifade etmek i¢in ulusal veya uluslararasi rekabet giicti
kavramlariin kullanildig1 da gézlenmektedir (Azgiin, 2011: 72).

2.2. Rekabet Kapsaminda Uluslararasi Ticaret
Teorileri

Uluslararasi ticaret teorilerinin, bilim olarak degerlendirilmesi her ne kadar Adam
Smith’in 1776 yilinda yazmis oldugu “Milletlerin Serveti” kitabr ile klasik teorinin baslangici
olarak kabul edilse de klasik donem 6ncesinde, iki tane gii¢lii diisiince akimi, diinya ticaretinde
onemli bir yer almis ve klasik teorilerin temelleri bu diisiincelerin sonrasinda ortaya ¢ikmustir.
Bu diisiince akimlar1 “Merkantilizm” ve “Fizyokrasi” akimlaridir.

Merkantilist diisiince diger bir adiyla Ticari kapitalizm, Tiirklerin Istanbul’u fethetmesi
ile baslayip, Adam Smith’in, Milletleri Serveti isimli kitabin1 yaymlamasina kadar, 16.yiizyil
ile 18. Yiizy1l sonlarina kadar yaklasik 300 yillik bir donemi kapsamis ve etkisini stirdiirmiistiir
(Bocutoglu, 2012: 17; Cho ve Moon, 2000: 3; Seyidoglu, 2007: 20; Yilmaz ve Divani, 2018:
11). Merkantilist diisiince, dis ticaret yoluyla, kiymetli maden stoklarmin artirilmasiyla
tilkenin zenginlesebilecegi, diger bir ifadeyle rekabet¢i olabilecegini savunur (Yilmaz ve
Divani, 2018: 11). Bu amaci gergeklestirmek i¢in de dis ticarette devlet miidahalesini
fazlasiyla uygular (Seyidoglu, 2007:21).

Fizyokrasi diisiincesi ise, Merkantilizm aksine 20 yil gibi oldukga kisa bir siirede etkili
olmustur. Baslangici, 1756 yilinda Frangois Quesnay tarafindan ekonomi iizerine yazdigi
makaleler ile baslayip, Adam Smith’in Milletlerin Serveti isimli kitabin1 yayimladig:r 1776
yilina kadar stirmiistiir (Bocutoglu, 2012: 29). Bu diisiince, merkantilist diisiinceden farkli
olarak, devletin belirli ¢evreler lehine uyguladigi devlet miidahalesine karsi ¢ikmig ve serbest
piyasa sistemini savunmustur (Pigak vd.,2019: 145).

Klasik teori, Adam Smith’in 1776 yilinda yazdigi Milletlerin Serveti isimli kitabini
yayinlamast ile baslar ve ilk teorik alt yap1, Smith’in “Mutlak Ustiinliikler” teorisi olarak kabul
edilir ve Smith’in teorisinin baslangici, merkantilist diigiinceye olan elestirisi ile baglar. Mutlak
iistiinliikler teorisi, serbest ticaret ve serbest ticaret sonucunda olusacak uzmanlagmay1 savunur
(Bocutoglu, 2012: 74). Dolayisi ile ger¢eklesecek olan dis ticaret ile uzmanlasma ve is boliimii
olusturulur. Boylelikle diinya Olceginde kaynaklar verimli kullanilip, diinya iiretimi ve
refahinda artis saglanmis olur (Seyidoglu, 2007: 23). Teori, ¢alisan iscilerin, birim emek
basina tiriin miktarlari iizerine odaklanir (Y1lmaz, 2018: 37). Ticaretteki kazangta, birim bagina
emek miktarlarinin farkli olmasma baglanir (Seyidoglu, 2007: 26). Dolayisiyla, mutlak
istiinliikler teorisi; reel maliyeti daha diisiik tirlinleri tiretip, bu {irlinleri ihra¢ edilmesi, reel
maliyeti daha yiiksek olan iriinleri ise ithal edilmesini soyler (Balan, 2016:13).

Klasiklerin bir diger teorisi ise “Karsilastirmali Ustiinliikler” teorisidir. Adam Smith’in
teorisinden yaklasik 40 yil sonra, David Ricardo, 1817 yilinda yazdig1 “Politik Ekonomi ve
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Vergilerin Prensibi” kitabi ile teorisini agiklamistir (Seyidoglu, 2007: 26; Tung, 2004: 18).
Teori, dis ticarette onemli olanin ilgili lilkenin {irettigi mallarda mutlak iistiinliige sahip olmasi
degil, ticaret yapilan iilke ile karsilastirilmasinin yapilip, sonucunda hangi mallarda iistiinliige
sahipse o mallarda uzmanlagmanin saglanmasi ve dis ticaretin bu dogrultuda yapilmasin
soyler (Kaymakg1 vd.,2007: 4).

Klasik diisiince icerisinde yer alan son teori ise “Karsilikli Talep” teorisidir. Hem
mutlak istiinlikler hem de karsilagtirmali {stiinliikler teorisi, dis ticareti arz yoniinden
inceleyen, arz yonlil teorilerdir. Talep unsurunu dikkate alarak, teoriye katki saglayan, 1848
yilinda yazmis oldugu “Politik Ekonominin Prensipleri” isimli kitabi ile degerlendiren John
Stuart Mill’dir (Balan, 2016:16). Mill, kitabindaki diisiinceleri ile ilerleyen donemlerdeki
neoklasik iktisatgilar tarafindan gelistirilecek olan “karsilikli talep teorisi” kavramini ortaya
koymustur (Bayraktutan, 2003: 177). Teori, bir iilkenin, diger tilkenin malina olan talebin
siddetinin bilinmesi durumunda, dis ticaret hadlerinin belirlenmesinin, bilinen siddet
Olciisiinde kolay olacagini sdyler (Yiiksel ve Saridogan, 2011: 200).

Neoklasik iktisattaki ilk teorik yapi, “Firsat Maliyetleri Teorisi” olarak karsimiza ¢ikar.
1936 yilinda Gottfried Haberler tarafindan gelistirilen teori, ekonominin tam istihdam
durumunda olmasi halinde, bir iilke, {iretim miktarin1 artirmak i¢in diger mallarin tiretiminden
kismalidir. Boylelikle kisilan mevcut kaynaklar ile iiretilecek mal/mallara aktarim
saglanacagini soyler (Yilmaz, 2018: 39).

“Faktér Donatimi Teorisi”, diger bir neoklasik dis ticaret teorisidir. Bu teori, Eli
Heckscher ve Bertil Ohlin isimlerinin bir arada kullanilmasi sonucu Hecksher-Ohlin Teorisi
olarak da adlandirilmaktadir (Yilmaz, 2018: 40). Heckscher ve Ohlin teorilerinde,
karsilastirmali ~ {stlinliiglin, faktdr donanimlarindaki farkliliklardan kaynaklandigin
savunmuglardir (Cho ve Moon, 2000:10). Teoriye gore {iilkeler ihrag edecekleri ve
uzmanlasacaklar1 mallara, sahip olduklar1 kaynaklarin (iiretim faktorlerinin) zenginliklerine
gore karar verirler (Akin vd., 2020: 212).

Neoklasik ticaret teorilerden sonra gelen siniflandirmayi, “Modern Dig Ticaret
Teorileri” olarak siniflandirabiliriz. Yeni donem olarak da ifade edilen dis ticaret teorileri,
1960 yillarindan basindan baslayip, 1970’lerin sonlarmma dogru gelisme gostermeye
baslamistir (Kaymake1 vd.,2007: 16).

“Nitelikli Isgiicii Teorisi”, modern donemin &nemi teorilerinden birini teskil etmektedir.
Donald B. Keesing ve Peter B. Kenen isimli iktisat¢ilar tarafindan gelistirilmistir. Teoriye gore
nitelikli is giicii, sanayilesmis tlilkeler arasindaki ticarette yer alan sanayi iirtinlerindeki ticareti
aciklamaktadir (Kaymakei vd., 2007: 17).

“Teknoloji Acig1 Teorisi”, Michael V. Posner’in 1961 yilinda yayimladigi,
“International Trade and Technical Change” isimli makalesine bagli olarak ¢ikmis ve zamanla
gelistirilmistir (Agcada ve Govdere, 2021:6). Teori, sanayilesmis iilkelerin, kendi aralarinda
yapmis olduklar ticarete odaklanmig ve ticaretin biiyiik bir kisminin yeni {riinler arasinda
gerceklestigini savunur (Yilmaz, 2018: 41).

“Uriin Dénemleri Teorisi” igin teknoloji agig1 teorisinin genellestirilmis ve gelistirilmis
halidir diyebiliriz. Teori, 1966 yilinda, Raymond Vernon tarafindan gelistirilmistir (Seyidoglu,
2007:103). Teoriye gore, baz1 iilkeler mevcut mallarda uzmanlagmali, baz1 iilkeler ise yeni
mallarda uzmanlagmalidir. Siirecte, icat edilen bir malin, eski mal durumuna gegme durumu
ise, cografi olarak yer degistirmesi (icat eden {ilkeden, taklitci iilkeye gegmesi) ile ilgilidir
(Yiiksel ve Saridogan, 2011: 201).

“Tercihlerde Benzerlik Teorisi”nin temelleri Staffan Burenstam Linder’in 1961 yilinda
yayinladigi, “An Essay on Trade and Transformation” isimli eser ile atilmustir. Linder
teorisinde, sanayi iirlinleri kapsaminda yapilacak dis ticareti, (homojen olmayan mallarla)
talep kosullart ile iligkilendirmistir (Yiiksel ve Saridogan, 2011:201). Teoriye gore belirli bir
gelir seviyesindeki iilkeler, kendi iilkelerinde talep edilen mallar iiretirler ve bunun sonucunda
da ilgili mallarda deneyim kazanirlar. Sonrasinda da bu mallar1 kendi iilkeleri ile aynmi gelir
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seviyesine sahip tilkelere ihrag ederler veya ilgili mallara zevk ve tercihleri benzeyen iilkelere
ihrag ederler (Seyidoglu, 2007 :105).

“Olgek Ekonomileri” 1960 yilinda, Paul Krugman tarafindan olusturulan bir teoridir
(Oztiirk, 2020:18). Krugman, dlgek ekonomilerini iki ayrim iizerinde aciklamaktadir.
Birincisinde, endiistriler arasi ticareti, karsilastirmali iistiinliiklere gore (faktdor donatimi
teorisini) aciklar. Tkincisinde ise endiistri igi ticaretin tanimim1 yapip, bunu dlgek ekonomileri
ile model haline getirir (Agcada ve Govdere, 2021: 9-10). Teori, kendi iilkelerinde igsel ve
digsal ekonomi imkanlarindan faydalanan iilkeler, (bunun i¢in i¢ piyasada genis bir pazara
sahip olunmasi gerekmekte) bu durumdan faydalanarak maliyetlerini diisiirmektedirler. Bunun
bir sonucu olarak da diisiik maliyetlerden faydalanan iilke karsilagtirmali iistiinliik elde eder
(Y1lmaz, 2018:42).

“Monopolcii Rekabet Teorisi” Edward Hastings Chamberlin ve Joai Robinson
tarafindan gelistirilmistir (Oztiirk, 2020:20). Teorinin ¢ikis noktasi, Faktér Donatimi
Teorisinin varsayimlariin gergeklikten uzak olmasidir. Gilinlimiizde ticaret, farklilasmis ve
cesitlendirilmis mallar baglaminda yapilmaktadir. Buradan hareketle, monopolcii rekabet
teorisi, endiistri i¢i ticaret, mal farklilasmasi ve Ol¢ek ekonomileri ile agiklanmaktadir
(Seyidoglu, 2007:106). Teoriye gore gerceklesen dis ticaret, endiistriler arasi, endiistri igi ve
iki yonlii ticaret olarak farklilasmis mallar {izerinden gergeklesebilir. Sonug olarak iilkeler,
Olcek ekonomilerinden faydalanarak belirli mal /mal grubunda uzmanlasip, bu iiriinlerin
ihracatin1 gergeklestirirken, diger tiriinlerin ise ithalatin1 gergeklestirirler (Y1lmaz, 2018: .44).

Her ne kadar modern ticaret teorileri, kavramsal olarak ifade edilmis olsa bile, baglangic
olarak 1960’lar olarak diisiindiigiimiizde farkli bir ayrima gidilme ihtiyaci dogmaktadir. Bu
ihtiyaca istinaden rekabet ile baglantili sonraki ticaret teorilerini, “Yakin Dénem Dig Ticaret”
teorileri olarak degerlendirmenin faydali olacag diisiincesindeyiz.

“Elmas Modeli Yaklasimi” Ilk defa Michael E. Porter tarafindan gelistirildigi icin,
Porter yaklagimi da denmektedir. Porter teorisini, Uluslarin Rekabet¢i Avantaji, (The
Competitive of Advantage of Nation) 1990 yilinda yazmis oldugu kitabiyla gelistirmistir
(Kibritgioglu, 1998:7). Porter modelde rekabeti olusturan unsurlari, elmasin dort kdsesini
olusturan dort direkt faktorle agiklarken, bu faktorlere ilaveten, iki adet dolayli faktdrde
eklenmistir (Baltac1 vd., 2012: 6). Model igerisinde yer alan faktorler, i¢sel degiskenler ve
digsal degiskenler olarak degerlendirilmektedir (Gabagli, 2018: 194). Elmas Modeli
icerisindeki degiskenler; Icsel Faktorler, firma ve endiistrinin kendi kontrolii altinda
yapabilecegi unsurlar1 (Faktor kosullari, talep kosullar1 bagli ve destek endiistriler, firma
stratejisi, endiistriyel yap1 ve rekabet) icermektedir. Digsal Faktorler ise; firma ve endiistrinin
kontrolii disinda gelisen unsurlar (Devlet ve Sans) olarak ifade edilmektedir. Modele ayni
zamanda tek elmas modeli de denmektedir.

“Cift Elmas Modeli” John H. Dunning, 1992 yilinda ele yaymladigi, “The Competitive
Advantage of Countries and The Activities of Transnational Corporations” makalesi ile
Porter’in elmas modeli {izerine elestiriler yapmistir. Bu elestirileri ile Porter modeline dolayli
degisken olarak c¢ok uluslu firmalar eklenmistir (Gokmenoglu,2011: 31-32). Dunning’in
elestirileri lizerine, Alan M. Rugman/Joseph R (1993) yilinda yayimladiklari, The "Double
Diamond" Model of International Competitiveness: The Canadian Experience isimli makale
ile “Cift Elmas Model” ismiyle Porter’m “Tek Elmas Modeli”ni gelistirmislerdir
(Gokmenoglu,2011:33).

“Genellestirilmis Cift ElImas Modeli” ise Moon, H. Chang, Alan M. Rugman, Alain
Verbeke (1998), “A Generalized Double Diamond Approach to the Global Competitiveness,
of Korea and Singapore”, isimli makale ile Cift Elmas Modelinin gelistirilmis halidir. Model;
“Kiiresel Elmas” ve “Yerel Elmas” olarak iki boliime ayrilmigtir. Kiiresel elmasin boyutu;
ongoriilebilir zaman periyodunda sabit iken, yerel elmasin boyutu ise; iilkenin boyutuna ve
rekabet giiciine gore degismektedir. (Gokmenoglu,2011:21-35).

“Dokuz Faktorlit Model” elmas modeline yapilan son katki olarak degerlendirilebilir.
Cho, 1994 yilinda yayinladigi, “A Dynamic Approach to International Competitiveness: The
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Case of Korea” isimli makalesinde, Kore {izerinden yaptigi calisma ile modelini
olusturmustur. Model, isim olarak “Dokuz Faktorlii Model” olarak adlandirilmaktadir. Bu
modelde, iki ana baslik, farklilik olarak ortaya ¢ikmaktadir. Birincisi, faktorlerin boliinmesi,
ikincisi ise modele yeni faktorlerin eklenmesidir ki en nemi katki modele eklenen insan
faktoriiniin eklenmesi olmustur (Erdogan, 2014: 40).

Krugman Yaklasimi, Krugman (1994) ulusal rekabetcilik ve uluslararasi ticaret
arasindaki iligkiyi agiklarken, iilkelerin ve firmalarin rekabetgilik durumlar arasinda fark
oldugunu ifade eder. Krugman ayrica rekabet ve uluslararasi ticaret baglamindaki farkli
diisiincesi, serbest ticaret kosullar1 olmadan da ticaret yapilabilecegi seklindedir. Ayrica
iilkelerin benzer tercih, teknoloji, maliyet ve faktor donanimina sahip olmalar1 halinde bile
serbest ticaret yapabileceklerini belirtmistir (Yiiksel ve Saridogan, 2011:202).

Tablo 1: Donemleri itibariyle Rekabet ve Uluslararasi Ticaret Teorileri

Merkantilizm

KLASIK DONEM ONCESi - -
Fizyokrasi

Mutlak Ustiinlikler Teorisi

KLASIK DONEM Karsilastirmali Ustiinliikler Teorisi

Karsilikli Talep Teorisi

Firsat Maliyetleri Teorisi

NEOKLASIK DONEM
Faktor Donatimi Teorisi

Nitelikli isglicli Teorisi

Teknoloji A¢ig Teorisi

Uriin Dénemleri Teorisi

MODERN DONEM Tercihlerde Benzerlik Teorisi

Olgek Ekonomileri

Monopolci Rekabet Teorisi

Tek Elmas Modeli

Elmas Cift ElImas Modeli

YAKIN DONEM Modeli Genellestirilmis Cift Elmas Modeli

Dokuz Faktorlt Model

Krugman Yaklasimi

Kaynak: Dénemsel ayrim ve tablo tarafimizca olusturulmustur

2.3. Aciklanmis Karsilastirmah Ustiinliikler

Uluslararasi ticarette, rekabet 6lglimlerinin, ticaret sonuglarina gore yapildigi ve en sik
kullanilan 8lgiim araci “Agiklanmig Karsilastirmali Ustiinlikler” endeksi ve katsayilaridir.
Gegmisten glinimize kadar bircok kurum, akademisyen ve iktisatcilar, tlkeler ve endistriler
arasinda rekabet 6l¢timlerinde bu 6lgiim aracini kullanmislardir (Yeats, 1985:61).

2.3.1. Liesner Endeksi

Liesner, 1958 yilinda yapmis oldugu calisma ile karsilastirmali GstlinlGgl 6lgmek igin
kullanan ilk kisi kabul olarak edilmektedir. (Vollrath, 1991:267). Liesner endeksi, referans
Ulkede, belirlenen bir Griiniin toplam ihracatinin, belirlenen Griini ihrag eden diger Ulkelerin
toplam ihracatina oranlanmasi ile hesaplanmaktadir. Liesner’in endeks formiliu asagidaki
gibidir. (Saricoban ve Késekahyaoglu, 2017:426).

LAKU: Xij / Xnj (1)

Journal of Business, Innovation and Governance, 2021; 4(2): 194 — 213

199



H woNoe

Formiilde, X;: i Glkesindeki j mali ihracatini gosterirken, Xy ise, n Ulkesi/tlke grubunun
j maliihracatini gosterir.

2.3.2. Balassa Endeksi

Linesnar tarafindan olusturulan endeks, 1965 yilinda Macar iktisat¢i Bela Ballasa
tarafindan gelistirilmistir. Ballasa endeksi, varsayim olarak, Ulkeler arasindaki ticarette,
goreceli olarak maliyetlerde oldugu kadar fiyat disi faktorlerinde yansittigin kabul eder. Bu
baglamda AKU, ilkelerin zayif ve giiclii olan ihracatci endiistri ve mallar kapsamindaki ampirik
calismalarda kullanilan bir 6l¢iim teknigi olarak kabul edilmektedir (Utkulu ve imer, 2009:29-
30). Bella Balasssa tarafindan formiil AKU endeksi asagidaki gibidir (Erkan,2009:6).

BAKUke= Xt/ Xt / X"t /X"t (2)
Forml okunmasini ise asagidaki gibi yapabiliriz;

BAKUkt = (j) ulkesinin, (k) Grin/irin gruplarindaki (t) zamanindaki agiklanmis
karsilastirmal GstinlUga,

X / X: - (j) Ulkesinin, (k) malindaki (t) dénemdeki ihracatinin, (j) dlkesinin (t)
donemindeki ihracata bolimdi,

XYkt /X" = (w) dinyanin, (k) malindaki, (t) dénemindeki ihracatinin, (t) ddnemindeki (w)
diinya toplam ihracatina bolimiini ifade etmektedir.

Endeks sonucu, birden buylik bir deger alirsa, 6lcim sonucunda ilgili Glkenin,
belirlenen mala karsi karsilastirmali tGstlnlige sahip oldugunu ifade eder. Sonug birden kiiciik
bir deger alirsa, o zaman ilgili tlkenin, belirlenen mal /mal gruplarinda, karsilastirmali
dezavantaj oldugunu ifade eder (Adigiizel, 2011:208). Yorumlamanin daha gigcli ve detayli
yapilabilmesi icin farkli bir siniflandirmada, dort farkli derecede yapilmistir (Hinloopen ve
Marrewijk, 2001: 8).

Siniflandirma - 0 <AKU < 1; Karsilagtirmali Gistiinliik yoktur.
Siniflandirma > 1 <AKU < 2; Zayif bir karsilastirmali Gstiinliik vardir.

Siniflandirma - 2 <AKU< 4; Orta derecede karsilastirmali tstiinliik vardir.

Siniflandirma = 4 <AKU; Giigli bir karsilastirmali Gistiinliik vardir.

2.3.3. Vollrath Akii Endeksleri

Volltrath’in, Balassa endeksi Uzerindeki en blyuk elestirilerinden birisi ise ithalat
verilerinin hesaba katilmadigidir. Buradan hareketle, Volltrath gelistirdigi endekslerde,
ihracatin yani sira ithalat verilerini de hesaplayip, modele net ihracat etkisini hesaba katmistir
(Cakmak,2005:70). Vollrath, (1991), endeksine farkli tic adet endeks gelistirmistir.

Bu endekslerden birincisi “Nispi ihracat Avantaj Endeksi” dir. Nispi ihracat Endeksi,
(NIE), formdil ve yorumlamasi asagidaki gibidir (Erkan,2009:12).

NiEjkt=Xjkt/Xj— ke /X e/ X7k (3)

X = (t) ddneminde (k)mal/mal grubu/ endistrisinde (j) tlkesinin ihracati
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X. k= (t) déneminde (k) mali/mal grubu/endiistri haricindeki (j) tlkesinin toplam

ihracat
Xkt = (t) doneminde (X)) hari¢ (k) mal/mal grubu/endustrisinde diinya ihracati
Xkt = (t)déneminde X- : ve X i haricinde diinya toplam ihracatini ifade etmektedir.

Diger endeks ise “Nispi ithalat Avantaj Endeksi”dir. Nispi ithalat endeksi (NITE), Nispi
ihracat Endeksi’nin ihracat yerine, ithalat degerleri ile yapilmis bir 6l¢ciim teknigidir (Giirpinar
ve Balca, 2007:44). NITE’nin formiilii asagidaki gibidir (Erkan,2009:13).

NITE - /Wkt/M w /M jkt/ M. (4)
M = (t) doneminde (k)mal/mal grubu/ endiistrisinde (j) iilkesinin ithalati

ML = (t) doneminde (k) mali/mal grubu/endiistri haricindeki (j) iilkesinin toplam
ithalat1

M. k = (t) ddneminde (X)) harig (k) mal/mal grubu/endiistrisinde diinya ithalat:
M = (t)déneminde X- k¢ ve X/ i haricinde diinya toplam ithalatin1 ifade etmektedir.

Nispi Ticaret Avantaj Endeks (NTE), hesaplamasinda oncelikle, NIE ile NITE
degerlerini bulmamiz sonrasinda ise bu degerlerin farkin1 almamiz gerekmektedir. (Utkulu ve
Imer,2009: 30). Endeks formiilii asagidaki gibidir (Erkan,2009:13-14).

NTEix= NIE . NITE (5)

“Agciklanmis Rekabet Giicii Endeksi” (ARE), Nispi Ihracat Avantajinin logaritmik
formu ve Nispi Ithalat Avantaj n logaritmik formlari alinmasi sonrasinda aralarindaki fark
ile bulunur (Utkulu ve Tmer,2009:31). Formiil detay1 asagidaki gibidir

ARE = In NIE % - InNITE Y (6)

Tablo 2: Agiklanmis Karsilastirmal Ustiinliikler Endeks Yorumlari

ENDEKS YORUM
Aciklamis Karsilagtirmali Sonug birden bliylkse Sonug birden kii¢likse
Ustiinliikler Endeksi rekabetgi dezavantajli
Nispi ihracat Endeksi Sonug birden byyukse Sonug birden kl.,|<;ukse
rekabetgi dezavantajli
A . Sonug birden biyikse . - .
Nispi Ithalat Endeksi . Sonug birden kigiikse rekabetgi
dezavantajli
Nispi Ticaret Avantaj Endeksi Sonug sifirdan b.uyukse Sonug sifirdan k.ugukse
rekabetgi dezavantajli
Aciklanmis Rekabet Giicii Sonug pozitifse rekabetgi Sonug negatifse dezavantajli

3. YONTEM

Calismadaki veriler, ITC, (trademap) portalindan elde edilmis ve yapilan ¢alismanin
analizleri, 2010°dan 2019’a kadar olan arastirmaya konu olan 125 adet iiriiniin dig ticaret
verileri alimmustir. Sonrasinda ise 2010-2019 yillarimin (10 yillik) ortalamasi alinmis ve analiz
ile yorumlamalar, 10 yillik ortalama degerler iizerinden yapilmustir.

Calisma, elde edilen veriler ile Balassa’nin “Agiklannus Karsilastirmali Ustiinliikler”
endeksi kullanilarak, iiriinler 6nce kendi icerisinde, “Rekabet¢i” ve “Dezavantajli” olarak
ayristirillmis, sonrasinda ise bu ayrismanin kendi igerisindeki derecelerine gore her bir iiriin
kalemi dort farkli seviyede, “Giiglii Rekabet Ustiinliigii”, “Orta Rekabet Ustiinliigii”, “Zayif
Rekabet Ustiinliigii” ve “Rekabet Dezavantaji” olarak ayristirilmistir. Calisma, OECD Rev.3

Journal of Business, Innovation and Governance, 2021; 4(2): 194 — 213 201



Kategorisinde Bulunan “Teknoloji Yogun Ur_ﬁnler” icinde yer alan “Diisiik Teknoloji”
kapsamina giren iiriinlerden, “Gida Uriinleri ve Igecek” sektorii baz alinmustir.

Toplam dort ana grup icerisinde yer alan “Teknoloji Yogun Uriinler” igerisinde 12
haneli Giimriik Tarife Istatistik Pozisyonu GTIP kapsaminda toplamda 15.221 adet iiriin yer
almaktadir. Bu iiriinler ve sayilarinin toplamlari tablo 3°te detayli olarak verilmistir.

Tablo 3: Teknoloji Yogun Uriinler ve 12 Haneli GTiP kapsamindaki Sayilari

Teknoloji Yogunlugu Adet
Dusulk Teknoloji 5.796
Orta Dusuk Teknoloji 2.871
Orta Yiksek Teknoloji 5.167
Yiksek Teknoloji 1.387
Toplam 15.221

Kaynak: TUIK ten temin edilen OECD Rev.3 “Teknoloji Yogun Uriin” listesindeki {iriin sayilarmin tespiti ve

ayristirmasi tarafimizdan yapilip, tablo haline getirilmistir
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Hesaplamaya, GTIP: “Ilk 4 haneli kod” kapsamina giren iiriinler dahil edilmistir. Once
2 haneli (fasil), sonra ise 4 haneli kod bazinda ayristirmalar yapilmigtir. Hesaplamada tekrara
girmemek i¢in 2°1i kodda yer alan {iriinler, 4°1i kod ile ayrigtirtlmistir. 4°1ii kodda ¢akismalar
varsa, bu cakigmalarda 6 haneli kod ile birbirlerinden ayrigtirilmistir. Boylelikle “Gida
Uriinleri ve Igecekler” igerisinde yer alan, 2.291 adet iriin sayis1 125’e diisiiriilmiistiir.

Tablo 4: Gida Uriinleri ve igecek” ierisinde Yer Alan Cakisan Fasil Dagilimi

FASIL CAKISAN TEKNOLOJIK YOGUN CAKISAN ALT GRUP URUN
URUN
Sabun ve deterjan, parfiim vb. {irGnler
15 Orta Yiiksek Teknolojik Yogun un v Jan, party V ury —
Baska Yerde Siniflandirilmamis Kimyasal Uriinler
. . . Ana Kimyasal Maddeler
35 Orta Yuksek Teknolojik Y -
rta Tuksek Teknolojik Yogun Baska Yerde Siniflandirilmamis Kimyasal Uriinler
- . . Tabaklanmis Deri, Bavul, El Cantasi, Saraciye ve
41 Dislik Teknolojik Yogun Ayakkab
51 Dusuk Teknolojik Yogun Tekstil Uriinleri
99 Diisiik Teknolojik Yogun Mobilya ve Bagka Yeadrz:llzrlﬂandlrllmamls Diger

4.“GIDA URUNLERI VE ICECEK” SEKTORUNUN DIS TICARET

DEGERLENDIRILMESI

Bu boliimde yapilan degerlendirmeler, (2010-2019) yillarin1 kapsayan donem igin
gecerli olup, Tiirkiye 6zelinde genel analiz yapilip, sektdriin genel yapisinin resmi, rakamlarla
cekilmeye calisilmistir.

Grafik.1. “Gida Uriinleri ve i¢cecek” Dis Ticaret Degerleri (2010-2019) (1000 USD)

12.000.000

10.000.000

8.000.000

6.000.000

4.000.000

2.000.000 I | |
0

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
B {HRACAT 6.702.887 = 8.880.452 = 9.514.194 = 10.721.592 11.157.501 10.222.406 | 9.911.479 @ 10.678.200 @ 11.156.030 11.424.931
= {THALAT 3.429.464 = 4.904.769 = 5122552  5.440.699 @ 5.616.780 = 5.133.851 | 4.851.880 @ 4.908.392 = 4.620.441 = 4.439.961
DIS DENGE | 3.273.423 = 3.975.683 = 4.391.642 5.280.893 @ 5.540.721 & 5.088.555 | 5.059.599 = 5.769.808 @ 6.535.589 @ 6.984.970

m[HRACAT ®ITHALAT ®DIS DENGE
Kaynak: TUIK verileri tarafimizca ayristirilip tablo haline getirilmistir.

Grafik 1°de goriilecegi tizere sektor, dis ticaret fazlasi veren bir sektor olarak kargimiza
¢tkmakta ve (2010-2019) dénemlerinin hepsinde dis ticaret fazlasi verdigi gézlenmektedir.
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Grafik.2. “Gida Uriinleri ve igecek” Toplam ihracat igindeki Payi (2010-2019 Ortalama)

® GIDA URUNLERI VE iCECEK  m DIiGER

Grafik 2’de goriilecegi lizere sektoriin, Tiirkiye’nin toplam ihracati icerisindeki payr %6
oraninda oldugu goriilmektedir.

5. AKU ENDEKSINE GORE SEKTORUN REKABETCILIK
ANALIZI

Yapmis oldugumuz ¢aligma neticesinde, Balassa Endeksine gére “Gida Uriinleri ve
Igecek” toplam AKU endeks sonucu 1,23 ile “Rekabetgi” olup, rekabet seviyesi ise “Zayif
Rekabet Ustiinliigiine” sahip oldugu tespit edilmistir. 125 adete diisiiriilen sektordeki
{iriinlerin, Balassa’nin AKU endeksine gore iiriin bazindaki sonuglari ise tablo 5’te verilmistir.

Tablo 5: Gida Uriinleri ve igecek” AKU Endeks Sonuglari

&'lii AKU Endeks AKU Endeks
Fasil | Kod | 6’li Kod Degerleri Sonucu Rekabet Seviyesi

2 201 0,002250872 DEZAVANTA) Rekabet Dezavantaiji
202 0,001924199 DEZAVANTAIJ Rekabet Dezavantaji
203 4,06866E-06 DEZAVANTAIJ Rekabet Dezavantaji
204 0,010754524 DEZAVANTA) Rekabet Dezavantaiji
205 0 DEZAVANTAIJ Rekabet Dezavantaiji
206 0,073177197 DEZAVANTA) Rekabet Dezavantaiji
207 2,219871936 REKABETCI Orta Rekabet Ustiinlugii
208 0,334075941 DEZAVANTAJ Rekabet Dezavantaji
209 0,000329806 DEZAVANTAJ Rekabet Dezavantaji
210 0,022241815 DEZAVANTAJ Rekabet Dezavantaji

3 302 2,141806596 REKABETCI Orta Rekabet Ustiinligii
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303 0,37582925 DEZAVANTAJ Rekabet Dezavantaiji
304 0,832036882 DEZAVANTAJ Rekabet Dezavantaji
305 0,570806687 DEZAVANTAJ Rekabet Dezavantaji
306 0,028555517 DEZAVANTAJ Rekabet Dezavantaji
307 0,265858029 DEZAVANTAJ Rekabet Dezavantaji
308 1,983133958 REKABETCI Zayif Rekabet UstiinlGgu
4 401 0,298340931 DEZAVANTAJ Rekabet Dezavantaji
402 0,254208339 DEZAVANTAJ Rekabet Dezavantaji
403 0,305929597 DEZAVANTAJ Rekabet Dezavantaji
404 0,656647835 DEZAVANTA) Rekabet Dezavantaiji
405 0,045274754 DEZAVANTAJ Rekabet Dezavantaji
406 0,581701953 DEZAVANTAJ Rekabet Dezavantaji
408 0,00474038 DEZAVANTAIJ Rekabet Dezavantaiji
5 511 0,156439807 DEZAVANTA) Rekabet Dezavantaiji
7 710 1,120481449 REKABETCi Zayif Rekabet Ustinliigu
711 1,389436919 REKABETCi Zayif Rekabet Ustinliigi
712 1,946007608 REKABETCI Zayif Rekabet Ustiinliigi
8 804 3,175374746 REKABETCI Orta Rekabet Ustiinliigi
806 7,979799173 REKABETCI Giiglii Rekabet Ustiinliigii
811 1,438291052 REKABETCi Zayif Rekabet Ustinliigu
812 5,563650721 REKABETCI Glicli Rekabet Ustiinliigii
813 16,69748635 REKABETCI Glicli Rekabet Ustiinliigii
814 2,359834329 REKABETCI Orta Rekabet Ustiinliigii
9 901 0,031708966 DEZAVANTAJ Rekabet Dezavantaji
902 0,281006651 DEZAVANTAI) Rekabet Dezavantaji
10 1006 0,18860349 DEZAVANTAJ Rekabet Dezavantaji
11 | 1101 22,5931121 REKABETCI Glicli Rekabet Ustiinliigii
1102 0,635487713 DEZAVANTAJ Rekabet Dezavantaji
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1103 8,09300171 REKABETCI Gliglii Rekabet Ustiinliigi
1104 3,723030128 REKABETCI Orta Rekabet Ustiinligii
1105 0,04208657 DEZAVANTAJ Rekabet Dezavantaji
1106 9,629386794 REKABETCI Giiglii Rekabet Ustiinliigii
1107 0,009411271 DEZAVANTAJ Rekabet Dezavantaji
1108 1,221720025 REKABETCI Zayif Rekabet UstiinlGgu
1109 0,008101606 DEZAVANTAJ Rekabet Dezavantaji
12 1208 0,012726224 DEZAVANTAIJ Rekabet Dezavantaji
1214 0,159671042 DEZAVANTAJ Rekabet Dezavantaji
14 | 1404 2,724763848 REKABETCI Orta Rekabet Ustiinliigii
15 | 1501 0,029867683 DEZAVANTAIJ Rekabet Dezavantaji
1502 0,010743677 DEZAVANTAJ Rekabet Dezavantaji
1503 0,1073844 DEZAVANTAIJ Rekabet Dezavantaiji
1504 0,89546856 DEZAVANTA) Rekabet Dezavantaiji
1505 0,042091219 DEZAVANTAJ Rekabet Dezavantaji
1506 0,083225227 DEZAVANTAJ Rekabet Dezavantaji
1507 0,29468428 DEZAVANTAJ Rekabet Dezavantaji
1508 0,001720061 DEZAVANTAJ Rekabet Dezavantaji
1509 2,212856773 REKABETCI Orta Rekabet Ustiinliigii
1510 2,016702708 REKABETCI Orta Rekabet Ustiinliigii
1511 0,006825557 DEZAVANTAJ Rekabet Dezavantaji
1512 5,850650542 REKABETCI Glicli Rekabet Ustiinliigii
1513 0,000858765 DEZAVANTAJ Rekabet Dezavantaji
1514 0,041850214 DEZAVANTAJ Rekabet Dezavantaji
1515 1,73254671 REKABETCI Zayif Rekabet Ustiinligi
1516 3,621100762 REKABETCI Orta Rekabet Ustiinliigi
1517 3,209067515 REKABETCI Orta Rekabet Ustiinliigi
1521 0,059327113 DEZAVANTAIJ Rekabet Dezavantaji
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1522 0,158698699 DEZAVANTAJ Rekabet Dezavantaiji
16 | 1601 0,519075475 DEZAVANTAIJ Rekabet Dezavantaj
1602 0,200585593 DEZAVANTAJ Rekabet Dezavantaji
1603 0,127827038 DEZAVANTAJ Rekabet Dezavantaji
1604 0,193504473 DEZAVANTAJ Rekabet Dezavantaji
1605 0,213143456 DEZAVANTAJ Rekabet Dezavantaji
17 1701 0,099921158 DEZAVANTAIJ Rekabet Dezavantaj
1702 2,275394588 REKABETCi Orta Rekabet Ustiinliigi
1703 0,026707127 DEZAVANTAJ Rekabet Dezavantaji
1704 4,671366479 REKABETCI Gliclii Rekabet Ustiinliigi
18 1803 0,280598541 DEZAVANTAJ Rekabet Dezavantaji
1804 0,603649916 DEZAVANTAJ Rekabet Dezavantaji
1805 1,85045374 REKABETCI Zayif Rekabet UstiinlGg
1806 2,18677209 REKABETCI Orta Rekabet Ustiinliigi
19 1901 0,176411716 DEZAVANTAJ Rekabet Dezavantaji
1902 5,744710707 REKABETCi Guiclt Rekabet Ustiinltgii
1903 0,076788749 DEZAVANTAJ Rekabet Dezavantaji
1904 2,82519521 REKABETCI Orta Rekabet Ustiinliigi
1905 3,269015887 REKABETCI Orta Rekabet Ustiinligii
20 | 2001 12,98341666 REKABETCI Giiglii Rekabet Ustiinliigii
2002 4,612183479 REKABETCI Gliclii Rekabet Ustiinliigi
2003 0,034363753 DEZAVANTAJ Rekabet Dezavantaji
2004 0,376405184 DEZAVANTAJ Rekabet Dezavantaji
2005 2,113466955 REKABETCI Orta Rekabet Ustiinligu
2006 0,306731041 DEZAVANTAJ Rekabet Dezavantaji
2007 9,872167285 REKABETCI Glicli Rekabet Ustiinliigii
2008 6,573559567 REKABETCI Glicli Rekabet Ustiinliigii
2009 1,614202993 REKABETCI Zayif Rekabet Ustiinligi
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21 | 2101 0,303127903 DEZAVANTAIJ Rekabet Dezavantaj
2102 11,94395291 REKABETCI Gliglii Rekabet Ustiinliigi
2103 0,560514634 DEZAVANTAJ Rekabet Dezavantaji
2104 1,632978913 REKABETCI Zayif Rekabet Ustiinliigi
2105 1,125016727 REKABETCI Zayif Rekabet UstiinlGgu
2106 1,181704123 REKABETCI Zayif Rekabet UstiinlGgu
22 | 2201 1,740895885 REKABETCi Zayif Rekabet Ustinliigu
2202 0,900567513 DEZAVANTAJ Rekabet Dezavantaji
2203 0,472806424 DEZAVANTAJ Rekabet Dezavantaji
2204 0,03482744 DEZAVANTA) Rekabet Dezavantaji
2205 0,004896026 DEZAVANTAJ Rekabet Dezavantaji
2206 0,035378353 DEZAVANTAIJ Rekabet Dezavantaji
2207 0,136955916 DEZAVANTA) Rekabet Dezavantaiji
2208 0,142124299 DEZAVANTA) Rekabet Dezavantaiji
2209 0,662598333 DEZAVANTAIJ Rekabet Dezavantaji
23 2301 0,090827757 DEZAVANTAJ Rekabet Dezavantaji
2304 0,076165839 DEZAVANTAJ Rekabet Dezavantaji
2305 0,040780876 DEZAVANTAJ Rekabet Dezavantaji
2306 0,105876166 DEZAVANTAJ Rekabet Dezavantaji
2309 0,495078489 DEZAVANTAJ Rekabet Dezavantaji
35 3501 | 350110 0,012726729 DEZAVANTAJ Rekabet Dezavantaji
3502 | 350211 0,029482017 DEZAVANTAJ Rekabet Dezavantaji
350219 0,000563263 DEZAVANTAJ Rekabet Dezavantaji
3505 | 350510 0,255330144 DEZAVANTAIJ Rekabet Dezavantaji
41 | 4101 0,009099755 DEZAVANTAIJ Rekabet Dezavantaj
4102 0,288127014 DEZAVANTAJ Rekabet Dezavantaji
51 | 5101 | 510119 4,625582656 REKABETCI Glicli Rekabet Ustiinliigii
5102 0,252629494 DEZAVANTAIJ Rekabet Dezavantaji
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Tablo 5’in sonucuna gore toplam 125 adet iiriinden 43 adedinin rekabetci oldugu tespit

edilmistir. Grafik 3. Bu {irlinleri rekabetcilik seviyelerine gore dagilimin vermektedir.

Grafik.3. “Gida Uriinleri ve i¢cecek” Uriinlerinin AKU Endeks Sonucuna Gére Uriin Sayilarimin
Ihracatinda Yiizdesel Dagilim (2010-2019)

Grafik 3’te goriildiigi tizere, “Rekabetgi” olarak tespit edilen 43 adet {iriiniin, sektor
icerisinde gergeklesen ihracatin yiizde 87 gibi oldukca yiiksek bir agirliga sahip oldugu

goriilmekte.

m REKABETCI

m DEZVANTAJ
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Grafik.4. “Gida Uriinleri ve icecek” Uriinlerinin Rekabetgilik Seviyelerine Gore Uriin
Sayilariin Sektor ihracatinda Yiizdesel Dagilim (2010-2019)

m GRU
= ORU
= ZRU

RD

Grafik 4’te goriildiigii {izere “Giiglii Rekabet Ustiin” olan 15 adet iiriiniin sektor
ierisindeki ihracatin, yiizde 47’sini olustururken, “Orta Rekabet Ustiin” olan 15 adet {iriiniin
ihracat igerisindeki pay1, yiizde 31, “Zayif Rekabet Ustiin” olan 13 adet iiriiniin ihracat
icerisindeki pay1, yiizde 10 ve “Rekabet Dezavantaj” olan 82 adet iiriiniin sektor ihracati
icindeki payi ise ylizde 12 olarak gézlenmektedir.

Grafik.5. “Gida Uriinleri ve icecek” Uriinlerinin Rekabetcilik Seviyelerine Gore Dis Ticaret
Degerleri (2010-2019 Ortalama) /(1000 USD)

12.000.000
10.000.000
8.000.000
6.000.000
4.000.000 I I
2.000.000 I I I I I
0 [ | — [ - .
-2.000.000 .
4000000 el Toplam GRU ORU ZRU RD
= (HRACAT 10.649.897 4.984.420 3.310.037 1.023.859 1.331.582
®iTHALAT 5.171.221 866.198 429.377 595.064 3.280.583
=DIS DENGE  5.478.676 4.118.221 2.880.660 428.795 -1.949.001

= [HRACAT ®=I{THALAT =DIS DENGE

Grafik 5°te goriilecegi lizere, dis ticaret fazlasini en fazla verdigimiz rekabet seviyesi,
4,1 milyar dolar ile GRU olan iiriinlerde iken, ORU iiriinler, 2,8 milyar dolar dis ticaret fazlas:
ve ZRU iiriinlerde 428 milyon dolar dis ticaret fazlasi ile GRU iiriinlerini takip etmekte. Dis
ticaret agigin1 ise sadece RD {iriinlerde 1,9 milyar dolar ile verdigimiz gozlenmektedir.

6. SONUC VE BULGULAR

) Aragtirma sonuglarina gdre 2010-2019 dénemlerinin kapsayan dénemde, “Gida
Urtinleri ve Igecek” sektdrii toplam igerisindeki pay1 yiizde 6 oraninda oldukea diisiik olarak
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gerceklesmistir. Sektdr, ilgili donemde, Balassa AKU endeksine gore “Rekabet¢i” olmakla
birlikte, rekabetgilik seviyesi ise “Zayif Rekabet Ustiin” diir.

Calisma sonunda, 125 adet iiriiniin, 82 adedi dezavantajli c¢ikarken, 43 adet iiriin
rekabetci cikmistir. “Rekabetci” iirlinlerin sektor ihracati igerisindeki pay: ise yiizde 87 gibi
yiiksek bir orana sahip oldugu tespit edilmistir.

Uriinlerin kendi icerisinde seviyelerini tespit edilmesi sonucunda, GRU 15 adet iiriin ile
sektdr ihracatinin 47’sini, ORU 15 adet iiriin ile sektdr ihracatimin yiizde 31°ni, 13 adet ZRU
triiniin sektor ihracati igerisindeki payr da yiizde 10’nu olusturmaktadir. Rekabette
dezavantajli olan 82 adet iiriiniin sektor ihracati icerisindeki payi ise yilizde 12 oranindadir.

Sektoriin AKU sonuglarini ve rekabetci seviyelerini, dis ticaret degerleri baglaminda
degerlendirdigimizde ise sektdr kendi icginde dis ticaret fazlasi vermektedir. Rekabet
seviyelerine gore detayli analiz ettigimizde ise rekabette dezavantaji olan tiriinlerde dis ticaret
ac1@1 verilirken, GRU iiriinlerde en fazla dis ticaret fazlasi verildigi tespit edilmistir.

Buradan hareketle, ilgili sektérde yapilacak ekonomik politikalarda (ihracat tesvik/
yatirim tesvikleri/ sektor ve tirlin tesvikleri) ile koruyucu politikalar, rekabet¢i seviyedeki
onceliklerin 3 farkli rekabet seviyesine gore (GRU-ORU-ZRU) &zellikle GRU iiriinler
iizerinde diisliniilmesi ve bu dogrultuda karar verilmesi hem ilgili sektdriin ihracatini artirmasi
hem de ZRU olan sektoriin, rekabet seviyesi olarak GRU seviyesine gelmesine yardimci
olacagini diisiinmekteyiz.

Ayrica calismamizda kullandigimiz eleme usulii sonucunda “Gida Uriinleri ve
Icecekler” icerisinde yer alan, 2.291 adet {iriin say1s1,125’e diisiiriilmiistiir. Bu noktada, 125
adet iiriiniin ilgili sektoriin, ne kadarlik boliimiinii temsil ettigi konusu ise calismamiz
neticesinde TUIK 2.291 adet iiriin ile 125 adet iiriiniin, 2010-2019 yillar1 i¢in hem y1l bazinda
hem de 10 yilin ortalamasi baglaminda karsilastirilmis ve karsilastirma detaylari asagidaki
tablo 6’da verilmistir.

Tablo 6: TUIK ve Calismanin Karsilastirmali ihracat Tablosu

iHRACAT iHRACAT
YIL e N FARK FARK (%)
(125 URUN) (TUIK 2.296 URUN)
2010 7.256.388 6.702.887 553.501 8%
2011 9.430.112 8.880.452 549.660 6%
2012 10.066.096 9.514.194 551.902 5%
2013 11.366.809 10.721.592 645.217 6%
2014 11.937.749 11.157.501 780.248 7%
2015 10.940.234 10.222.406 717.828 7%
2016 10.557.202 9.911.479 645.723 6%
2017 11.303.525 10.678.200 625.325 6%
2018 11.731.219 11.156.030 575.189 5%
2019 11.909.638 11.424.931 484.707 4%
2010-2019
10.649.897 10.036.967 612.930 6%
ORTALAMA
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Karsilagtirma neticesinde yapmis oldugumuz ayristirma metoduna gore elde ettigimiz
125 adet iiriin, 2010-2019 yillar1 i¢in ortalamada, yiizde 6 hata pay: ile temsil ettigini
gdzlemlemis bulunmaktayiz. Ozellikle bizim uyguladigimiz ayrigtirma metodu, iiriin
sayilarinin ¢ok fazla oldugu sektdr veya iiriin gruplari i¢in biitiiniin temsilinde 6nemli bir unsur
olabilecegi diisiincesini tagimaktayiz. Ilerleyen dénemlerde belirledigimiz metot iizerine
yapilacak caligmalar, bu metodun gelistirilebilecegi ve sonuglarinin genellestirilebilecegi
hususunda 1s1k tutacaktir.
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