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0z Abstract
Turkiye'de bir yerel ve bir yabanci marka arasinda Showing factors related with success of an

olusturulacak uluslararasi marka ittifakinin basarisi ile international brand alliance formed between alocalanda

iliskili olabilecek faktorlerin ortaya konmasi, Turkiye'de
uluslararasi marka ittifaki yatirnmi yapmayi dusinen
yabanci ve yerel marka yoneticilerine yol gosterici onemli
katkilar saglayacaktir. Ayrica, Turkiye literatiirinde
uluslararasi marka ittifaklari ve bu ittifaklarin basarisi
ile iligkili olabilecek faktorler hakkindaki ¢alismalarin
yok denecek kadar az olmasi nedeniyle bu ¢alisma, ilgili
bosluga katki yaparak onemli bir eksikligi giderecektir.
Bu calisma, Turkiye’deki uluslararasi marka ittifaki
literatlirine ve Tirkiye’de uluslararasi marka ittifaki
yatinmi yapmayl disiinen isletmelere saglayacagi
katkilar nedeni ile Gnemlidir. Bu bakimdan aragtirmanin
amaci; uluslararasi marka ittifaklarinin basarisi ile
iliskili olabilecek faktorlerin tespit edilerek gegerlilik ve
guvenilirliklerinin sorgulanmasi ve boylelikle isletmelere
yol gésterici 6nerilerde bulunabilmektir. Veriler, istanbul,
izmir ve Ankara’da, kolayda érnekleme ve yiiz yiize anket
yontemi ile toplanmig, 600 kisilik rneklem blyukligine
ulagilmisti.  Katilimcilar uluslararasi marka ittifaki
senaryosunu okuyup, senaryo dogrultusunda anket
sorularini yanitlamislardir. Verilerin analizinde kesfedici
ve dogrulayici faktor analizi ile korelasyon analizinden
faydalanilmistir. Calismanin sonucunda; uluslararasi
marka ittifaklarinin  basarisi ile iligkili olabilecek
faktorler olarak algilanan uyum, etnosentrizm,
algilanan marka yabanciligi, tutum ve satin alma niyeti
degiskenlerinin gegerli ve glivenilir yapilar olduklari
ve aralarinda anlamli iligkilerin oldugu bulunmustur.

Anahtar Kelimeler
Uluslararasi marka ittifaki ¢ algilanan uyum e
etnosentrizm e algilanan marka yabanciligi ® tutum ve
satin alma niyeti

foreign brand in Turkey, would provide vital and directive
information for managers of local and foreign brands who
consider investing in Turkey by an international brand
alliance. Furthermore, because there are hardly any
studies about international brand alliances and possible
factors related with their success in Turkish literature,
this study would make a significant contribution in
this field. So it can be said that this study is important
because of its contribution to the international brand
alliance literature in Turkey and to firms considering
investment in Turkey by an international brand alliance.
In this regard, the aim of the study is determining factors
that can affect the success of an international brand
alliance and examining the validity and reliability of
these factors. By doing so, giving directive suggestions
to firms is also aimed. The data is gathered in Istanbul,
Izmir, and Ankara via convenience sampling and face-to-
face questionnaire from a sample group consisting of
600 people. Participants, firstly read a scenario about
an international brand alliance and then answered the
questions according to the scenario. Exploratory and
confirmatory factor analysis, and correlation analysis
is used to analyse the data. The results indicate that
the factors of perceived fit, ethnocentrism, perceived
brand foreignness, attitude and purchase intentions are
valid and reliable structures. It is also determined that
there are significant relations between these factors.

Keywords
International brand alliance ¢ perceived fit e
ethnocentrism e perceived brand foreignness ¢ attitude
and purchase intentions
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Giinay KURTULDU, Abdullah OKUMU$S

Bir marka vyaratmak, bu markayl pazarda
konumlandirmak, tutundurmak ve nihayetinde
ticarilestirebilmek; oldukga yiiksek cesitli maliyetlere
katlanilmasini gerektiren bir slregtir. Bu yliksek
maliyetler, markalari ve markalarin sahibi olan
isletmeleri diger markalar ile ishirligine gitmeye ve
marka ittifaklari olusturarak maliyetleri azaltmaya
yonlendirmistir.  Marka ittifaklarinda bir araya
gelen markalar, bir araya geldikleri diger markanin
sunmus oldugu cesitli avantajlardan karsilikli olarak
faydalanirlar. Markaittifaklariittifaka katilan markalara:
diger markanin marka degerinden istifade etme,
markanin degeri, algilanan kalitesi vb. unsurlarina
katki saglama, yeni marka yaratma maliyetlerini
azaltma, yeni teknolojilere, dagitim kanallarina, yerel
veya yabanci pazarlara ve yeni pazar bolimlerine
daha kolay erisebilme, finansal ya da politik riskleri
azaltma, rekabetgi Ustlinlik elde etme, 6lgek ve
kapsam ekonomilerinden faydalanabilme gibi cesitli
avantajlar sunmaktadir (Lee vd., 2013; Bluemelhuber
vd., 2007; Rodrigue ve Biswas, 2004; Park vd., 2003).
Bu avantajlar, marka ittifaklarini markalar igin gekici bir
blylime ve markalama stratejisi haline getirmektedir
ve boylelikle marka ittifaklarinin  pazarlama
literatlriinde ve uygulamada gittikge artan bir sekilde
yer edinmesine katki saglamaktadir. (Li ve He, 2013;
Bluemelhuber vd., 2007; Levin ve Levin, 2000).

Pazarlarin  serbestlesmesi, markalarin  farkli
Ulkelerin pazarlarina erisebilirligini kolaylastirmistir.
Boylece, bir lilkede faaliyetlerini siirdiiren markalarin,
baska bir llkede faaliyetlerini sirdiren diger markalar
ile gerceklestirdigi isbirliklerinin sayisi artmis ve
uluslararasi  marka ittifaklari  konusu glindeme
gelmistir. Farkl Ulkelerde yer alan bir yerel ve bir
yabanci marka arasinda gercgeklestirilen uluslararasi
marka ittifaklari; uluslararasi pazarlara yatirm
yaparken markalar tarafindan kullanilan stratejik bir
blylime ve markalama stratejisidir. Farkh tlkelerde ve
farkl kiltiirlerde faaliyet gosteren markalarin bir araya
gelerek olusturduklari uluslararasi marka ittifaklari, bu
farkhhklardan kaynaklanan gesitli riskleri blinyesinde
barindiracaktir. Bu riskleri en aza indirgeyebilmek icin,
uluslararasi marka ittifakinin tiketiciler tarafindan
kabul gérmesi ile iliskili olabilecek olan faktorlerin
dogru bir sekilde tespit edilebilmesi ve sonrasinda bu
faktorlerin, tlketicilerin uluslararasi marka ittifakini
kabul etmesini kolaylastiracak sekilde, uluslararasi
marka ittifakinin pazarlama faaliyetlerine uyarlanmasi
gerekmektedir. Bu bakimdan, uluslararasi marka
ittifaklarinin basarili olabilmesi ve tiiketiciler tarafindan
kabul gérmesi ile iliskili olabilecek faktorlerin ortaya
konulabilmesi 6nem arz etmektedir. Ancak Tirkiye'de,
marka ittifaklari ve uluslararasi marka ittifaklan
baglaminda gerceklestirilen ve marka ittifaklarinin ya
da uluslararasi marka ittifaklarinin basarisi ile iligkili
olabilecek faktorlerisorgulayan ¢calismalar yok denecek
kadar azdir. Bu ¢alisma: Tirkiye literatlriindeki marka

ittifaklari, uluslararasi marka ittifaklari ve bu ittifaklarin
basarisi ile iligkili olabilecek faktorler hakkindaki
bosluga katki yaparak énemli bir eksikligi giderecektir.
Turkiye gibi ekonomik potansiyeli ylksek olan ve
yabanci yatirim alan bir tlkede, bir yerel ve bir yabanci
marka arasinda olusturulacak uluslararasi marka
ittifakinin tiketiciler tarafindan degerlendirilmesi ve
basarisiile iliskili olabilecek faktorlerin ortaya konmasi,
Turkiye’de uluslararasi marka ittifaki yatirnmi yapmayi
disiinen yabanci ve yerel marka yoneticilerine yol
gosterici 6nemli katkilar saglayacaktir. Bu nedenle
arastirma; Tirkiye literatlrindeki marka ittifaklari,
uluslararasi marka ittifaklari ve bu ittifaklarin basarisi
ile iliskili olabilecek faktorler hakkindaki bosluga
katki yapmasi ve yabanci yatirrm alan bir Ulke olan
Turkiye’de uluslararasi marka ittifaki yatinmi yapmayi
disiinen yabanci ve yerel marka yoneticilerine yol

gosterici  nitelikte olmasi  bakimindan 6nemlidir.
Uluslarararasi marka ittifaklarinin  tiketiciler
tarafindan kabul goérmesi ve basarili olmasi ile

iliskili olabilecek faktorler olarak; algilanan uyum,
etnosentrizm, algilanan marka vyabanciligl, tutum
ve satin alma niyeti degiskenlerinin cesitli yabanci
calismalarda yer aldigi gorilmistir (Bluemelhuber
vd., 2007; Simonin ve Ruth, 1998; Lee vd., 2013;
Shankarmahesh, 2006; Kamaruddin vd., 2002; Batra
vd., 2000; Zhou vd., 2010; Punyatoya, 2013; Javalgi
vd., 2005; Rodrigue ve Biswas, 2004). Bu galismanin
amaci: Turkiye’de bir yerel ve bir yabanci marka
arasinda gerceklestirilen uluslararasi marka ittifaki
baglaminda; uluslararasi marka ittifaklarinin basarisi
ile iliskili olabilecek faktorlerin tespit edilerek gecerlilik
ve guvenilirliklerinin sorgulanmasi ve boylelikle
isletmelere yol gosterici 6nerilerde bulunabilmektir.
Ayrica ilgili faktorler arasinda anlamli iliskilerin
varligi da sorgulanacaktir. Boylece algilanan uyum,
etnosentrizm, algilanan marka yabanciligi, tutum ve
satin alma niyeti gibi faktorlerin Tiirkiye'de de, bir yerel
ve bir yabanci marka arasinda gergeklestirilecek olan
uluslararasimarkaittifakinin tiiketiciler tarafindan kabul
gormesinde ve basarili olmasinda, etkili olabilecek
faktorler olup olmadiklari sorgulanabilecek ve
isletmelere yol gosterici 6nerilerde bulunulabilecektir.

Calismanin  takip eden kisminda &ncelikle
galismanin  kavramsal c¢ergevesi ve hipotezleri
aciklanacaktir.  Sonrasinda arastirmanin  yontemi
ve oOrnekleme sireci hakkinda bilgiler verilerek,
gergeklestirilen analizler sonucunda elde
edilen bulgular agiklanacaktir. Son kisimda ise

¢alismanin sonu¢ ve Onerilerine yer verilecektir.
Kavramsal Cerceve

Marka ittifaki, Stratejik ittifak, Birlikte Markalama ve
Uluslararasi Marka ittifaki

Marka ittifaklari  hakkinda  gergeklestirilen
calismalar incelendiginde; ‘marka ittifaki (brand
alliance)’ ifadesi ile benzer anlamlarda ‘stratejik

ittifak (strategic alliance)’ ve ‘birlikte markalama (co-

550



Uluslararasi Marka ittifaklarinin Basarisi ile iliskili Olabilecek Faktorlerin incelenmesi

branding)’ ifadelerinin de kullanildigi gérilmektedir (bu
¢alismadasadece ‘markaittifaki’ ifadesikullanilacaktir).
Bu Ug¢ ifadenin de vurgu yaptigi ortak ozellikler goz
onlinde bulunduruldugunda ‘marka ittifaki’; ortak
bir amag birlikteligi ve bu amaci gergeklestirmek
icin ortak bir ¢abanin bulundugu, karsihkli yarar
saglayacak sekilde en az iki ya da daha fazla isletmenin
is birligine gittigi, kisa ya da uzun dénemli olabilecek
sekilde gercgeklestirilen ve isletmelerin kurumsal
varhklarini devam ettirdikleri, birlesmeler (mergers)
ve satin almalar (acquisitions) haricindeki firmalar
arasi tum isbirlikleri olarak tanimlanabilir (Elmuti ve
Kathawala, 2001; Simonin ve Ruth, 1998; Rao vd.,
1999; Gammoh vd., 2010; Washburn vd., 2004; Rao
ve Ruekert, 1994; Park vd., 1996; Grossmann, 1997;
Blacklett ve Boad, 1999; Geylani vd., 2008; Lee ve
Decker, 2008; Abratt ve Motlana, 2002; Parkhe, 1993;
Varadarajan ve Jayachandran, 1999; Kurtuldu, 2016).
Bu tanimin stratejik ittifaklar ve birlikte markalama
icin de kullanilabilecegi ifade edilebilir. Cesitli
calismalarda sirket birlesmeleri (mergers) ve satin
almalar (acquisitions); marka ittifaklarinin kapsami
disinda birakilmistir (Elmuti ve Kathawala, 2001;
Varadarajan ve Jayachandran, 1999; Xie ve Johnston,
2004; Lee vd., 2013). Clinki marka ittifaki igin bir araya
gelen kurulus ya da markalarin, bagimsizliklarini ve
kurumesal varliklarini yitirmeden ittifakta yer almalan
gerekmektedir (Kim vd., 2007; Prince ve Davies,
2002). Oysaki sirket birlesmeleri ya da satin almalarda,
ittifaka katilan markalar ya da kuruluslardan en az biri
kurumsal varhigini yitirmektedir. Uluslararasi marka
ittifaki (international brand alliance) ise; marka
ittifaklarinin  6zel bir seklidir. Uluslararasi marka
ittifaklarinda, ittifaktaki markalardan/kuruluslardan
birinin merkezi, ittifaktaki diger markanin/kurulusun
yer aldigi tlkeden farkli bir Glkede bulunur. Uluslararasi
marka ittifaklarinda bir araya gelen markalar,
birbirlerinden farkli tlkelerde faaliyetlerini stirdiiren
markalardir (Bluemelhuber vd., 2007; Lee vd., 2013).

Uluslararasi Marka ittifaklarinin Basarnisi ile iligkili
Olabilecek Faktorlere iliskin Genel Yaklasim

Literatirde uluslararasi  marka ittifaklarinin
basarisi ile iliskili olabilecek cesitli faktorlerden
bahsedilmektedir. Bu faktorlerden birisi “algilanan
uyum”dur. Uluslararasi marka ittifakinin basarili
olabilmesi icin ittifakta bir araya gelen markalarin
Grlnlerinin, imajlarinin ve orijin Glkelerinin birbiri
ile uyumlu olmasi gerekmektedir (Lee vd., 2013;
Bluemelhuber vd., 2007; Simonin ve Ruth, 1998).
Genel olarak arastirmalar gostermistir ki; yiksek
dizeyde uyumlu olarak algilanan marka ittifaklari,
dusik duzeyde uyumlu olarak algilanan marka
ittifaklarina kiyasla daha pozitif tlketici tepkilerine
neden olmaktadir (Simonin ve Ruth, 1998). Bu
bakimdan uluslarasi marka ittifaklarinda, ittifaka
katilan markalar arasinda saglanacak uyumun, marka

ittifakinin tiketiciler tarafindan pozitif algilanmasi ve
basarili olmasi ile iliskili olabilecegi ifade edilebilir.
Uluslararasi marka ittifaklarinin basarisi ile iliskili
olabilecek bir diger faktor ise “etnosentrizm”dir.
Etnosentrik egilimlere sahip tliketiciler, yerel Grlnler
lehinde olacak sekilde pozitif degerlendirmeler
yapmaya daha egilimli olabilirlerken, yabanci menseli
Urinlerin ozelliklerini ise daha dusik diizeyde ve
negatif olarak degerlendirmeye egilimli olabilirler.
Tuketici kendi tlkesinde Uretilen Griine ne kadar yuksek
onem atfediyorsa, o dizeyde ylksek etnosentrik
egilimlere sahip olacaktir (Huddleston vd., 2001;
Kaynak ve Kara, 2002). Uluslararasi marka ittifaklarinda
genel olarak bir yerel ve bir yabanci marka bir araya
geldiginden, tlketicilerin uluslararasi marka ittifakini
yerel ya da yabanci olarak algilamalari s6z konusu
olacaktir. Yerel ya da yabanci olarak algiladigi her iki
durumda da etnosentrizmin, tiketicilerin uluslararasi
marka ittifaki hakkindaki degerlendirmeleri Uzerinde
etkili olabilecegi ve bu nedenle uluslararasi marka
ittifaklarinin - basarisi ile iligkili olabilecegi ifade
edilebilir. Uluslararasi marka ittifaklarinda genel olarak
bir yerel ve bir yabanci markanin bir araya geldiginden
hareketle, uluslararasi marka ittifaklarinin basarisi
ile iligkili olabilecek bir diger faktor “algilanan marka
yabanciligi”dir. Algilanan marka yabanciligi: markanin
yabanci bir orijinden geldigine iligskin tlketicilerin
sahip oldugu algilamalari  temsil etmektedir
(Punyatoya, 2013). Tuketiciler, uluslararasi marka
ittifakini yabanci veya yerel algilamalari dogrultusunda
degerlendireceklerdir. Yabanci Griinler ya da markalari
pozitif olarak degerlendiren tiiketiciler, uluslararasi
marka ittifakini yabanci marka olarak algiladiklarinda,
uluslararasi  marka ittifakini da pozitif olarak
degerlendireceklerdir. Bu dogrultuda algilanan marka
yabanciliginin uluslararasi marka ittifaklarinin basarisi
ile iliskili olabilecegi ifade edilebilir. Uluslararasi
marka ittifakinin basarisi ile iligkili olabilecek ve
birbiri ile baglantili olan diger iki faktor ise “tutum
ve satin alma niyeti”dir. Genel olarak tiketicilerin
bir marka hakkinda sahip olduklari pozitif tutumlar,
tiketicinin o markanin Urinlerini satin alma niyeti
Uzerinde de pozitif yonde etkili olurlar (Javalgi vd.,
2005; Rodrigue ve Biswas, 2004). Uluslararasi marka
ittifakini pozitif olarak degerlendiren tiiketicilerin
marka ittifaki hakkindaki tutumlari da pozitif olacak ve
bu durum ilgili tuketicilerin uluslararasi marka ittifaki
hakkindaki satin alma niyetlerine de pozitif yonde
yansiyacaktir. Uluslararasi marka ittifaki hakkindaki
pozitif tutumlar ve satin alma niyetlerinin, marka
ittifakinin tiketiciler tarafindan basarili bulundugunun
bir gostergesi oldugu vurgulanabilir. Bu bakimdan
tutum ve satin alma niyetinin de, uluslararasi marka

ittifakinin  basansi ile iligkili olabilecek faktorler
olarak incelenmesi gerektigi ifade edilebilir. Bu
actklamalar  dogrultusunda asagida, uluslararasi
marka ittifaklarinin  basarisi ile iligkili olabilecek
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olan faktorler olarak algilanan uyum, etnosentrizm,
algilanan marka yabanciligl, tutum ve satin alma
niyeti faktorleri agiklanacak ve herbir faktor ile ilgili
aciklamalardan sonra ¢alismanin amaci dogrultusunda
kurgulanmis olan hipotezlere vyer verilecektir.

Algilanan uyum.

Marka ittifaklarinda saglanacak uyum, marka
ittifakinin basarili olabilmesi ve tiketiciler tarafindan
kabul goérmesi ile yakindan iliskilidir. Tuketicilerin
uyum ile ilgili algilamalar zihinlerinde olustugundan;
bu terim ‘algilanan uyum’ olarak da ifade edilebilir.
Algilanan uyumu olusturan cesitli alt uyum tirleri
mevcuttur. Marka ittifaklarinin basarili olabilmesi
ve tlketiciler tarafindan kabul edilmesi ile iliskili
olabilecek o6nemli uyum tirlerinden biri ‘Urln
uyumu’dur. Uriin uyumu, marka ittifakinda bir araya
gelen markalarin Grinlerinin veya rin kategorilerinin
birbirleri ile iliskili olmalarinin ve tamamlayiciliklarinin
gostergesidir (Simonin ve Ruth, 1998; Prince ve
Davies, 2002; Geuens ve Pecheux, 2006). Marka
ittifakinda bir araya gelen markalarin Griin kategorileri
birbirleri ile ne kadar uyumlu olursa, ilgili marka
ittifaki  tikeciler tarafindan daha olumlu olarak
algilanacaktir. Marka ittifaklarinin basarisi ile iliskili
olabilecek bir diger uyum tiri ise ‘marka uyumu’dur.
Marka uyumu, marka ittifakina katilan markalarin
imajlari arasindaki tutarhligin ve uyumun tiketiciler
tarafindan degerlendirilmesi (algilanmasi) ile ilgilidir
ve markalarin imajlari arasindaki uyumun gostergesidir
(Bluemelhuber vd., 2007; Simonin ve Ruth, 1998; Lee
vd., 2013). Uluslararasi marka ittifaklari durumunda
ise; Griin uyumu ve marka uyumunun yaninda, marka
ittifakinin basarisi ile iliskili olabilecek unsurlardan
biri olarak ‘orijin Glke uyumu’ da dikkate alinmalidir.
Uluslararasi marka ittifaklarinda farkli Glkelerden
markalar bir araya gelmektedir. Bu nedenle, ittifaktaki
markalarin orijin Ulkelerinin uyumlu olmasi 6nem
arz etmektedir. Orijin Ulke uyumu, marka ittifakina
katilan markalarin dlkelerinin orijinlerinin veya orijin
imajlarinin uyumlu olup olmadigi hakkindaki tiketici
algilamalaridir (Bluemelhuber vd., 2007; Lee vd.,
2013). Uyum ile ilgili gerceklestirilen calismalarda,
dusik uyuma kiyasla yiksek uyum dizeyinin
tiketicilerde daha pozitif tepkilere neden oldugu
belirtilmistir (Aaker ve Keller, 1990; Park vd., 1991;
Simonin ve Ruth, 1998). Tiketiciler uluslararasi marka
ittifakinda bir araya gelen markalari ne kadar uyumlu
olarak algilarlarsa, uluslararasi marka ittifakini da
o dlzeyde pozitif olarak degerlendireceklerdir. Bu
actklamalar dogrultusunda, Tirkiye’de uluslararasi
marka ittifaklarinin basarisi ile iliskili olabilecek bir
faktor olarak algilanan uyum faktérinin gecerliligi ve
glvenilirligi H1 hipotezi yardimiyla sorgulanacaktir.

H1: Turkiye'de, uluslararasi

ittifaklarinin basarisi ile iliskili olabilecek
faktorlerden biri olarak, algilanan uyum faktori

marka

gecerli ve glvenilir bir yapi olusturmaktadir.

Etnosentrizm.

Shimp ve Sharma (1987)'nin etnosentrizm hakkinda
gerceklestirdikleri calisma, tiketicilerin  yabanci
Grlnlere karsi sahip olduklari tutumlar, inanglar vb.
hakkinda gerceklestirilen calismalara énemli katkilar
saglamistir. Shimp ve Sharma (1987) ‘etnosentrizm’
kavramini; “baska uUlkelerde Gretilen Grinleri (yabanci
Grlnleri) satin almanin uygun ve ahlaki olup olmadigi
hakkinda tiiketicilerin sahip oldugu inanglar” olarak
tanimlamislardir. Tiiketici etnosentrizmi, tliketicilerin
tutumlari, satin alma niyetleri vb. karar degiskenleri ile
iliskili olabilmektedir. Etnosentrik egilimler ile yabanci
Grlnler hakkindaki tutumlar ve satin alma niyetleri
arasinda negatif yonlu biriliskivardir (Shimp ve Sharma,
1987). Etnosentrizm, yabanci drinler hakkinda
negatif tutumlarin olusmasina sebep olurken; yerel
Grin satin alma niyeti ile pozitif bir iliskiye sahiptir
(Shankarmahesh, 2006). Yiksek etnosentrik egilimlere
sahip olan tiiketiciler yerel Grinleri tercih etme egilimi
gosterirken, dusik etnosentrik egilimlere sahip olan
tuketiciler ise yabanci Urlnleri tercih etme egilimi
gosterebilirler (Kamaruddin vd., 2002). Etnosentrizm,
yerel Urinlerin yabanci drinlere tercih edilmesi ile
ilgilidir ve tuketiciler yerel Uriinlere ne kadar yliksek
o6nem atfediyorlarsa, o diizeyde etnosentrik egilimleri
de yiksek olacaktir. Etnosentrik egilimleri yiksek olan
tuketiciler, yerel Grlinlerin kalitesi, degeri vb. hakkinda
gercek degerinden daha yliksek degerlendirmelerde
bulunabilirlerken; yabanci triinlerin kalitesi, degeri vb.
hakkinda ise gercek degerinden daha disiik diizeyde
degerlendirme egilimi gosterebilirler (Huddleston vd.,
2001; Kaynak ve Kara, 2002; Wang ve Chen, 2004).
Uluslararasi marka ittifakini olusturan markalarin en az
birinin yabanci tlke orijinli olmasi, uluslararasi marka
ittifakinin tiketiciler tarafindan yerel ya da yabanci
olarak algilanmasi tzerinde etkili olabilir. Uluslararasi
marka ittifakinin yerel ya da yabanci algilanmasina
bagh olarak, etnosentrik egilimler dogrultusunda
tuketicilerinmarkaittifakihakkindakidegerlendirmeleri
(tutum, satin alma niyeti vb.) farkhlasacaktir. Bu
actklamalar dogrultusunda, Tirkiye'de uluslararasi
marka ittifaklarinin basarisi ile iliskili olabilecek bir
faktor olarak etnosentrizm faktorinin gecerliligi ve
givenilirligi H2 hipotezi yardimiyla sorgulanacaktr.

H2: Turkiye'de, uluslararasi marka
ittifaklarinin basarisi ile iliskili olabilecek
faktorlerden biri olarak, etnosentrizm faktori
gecerli ve glvenilir bir yapi olusturmaktadir.

Algilanan marka yabanciligi.

‘Algilanan marka yabanciligi (perceived brand
foreignness)’ hakkinda gerceklestirilen c¢alismalar
‘algilanan  marka kdreselligi (perceived brand
globalness)’ hakkinda gercgeklestirilen calismalar
ile benzerlikler gostermektedir. Nitekim her iki

552



Uluslararasi Marka ittifaklarinin Basarisi ile iliskili Olabilecek Faktorlerin incelenmesi

konu hakkindaki ¢alismalar incelendiginde; bu
¢alismalarin ayni kaynaklardan faydalandiklari ve
benzer konulari arastirdiklari gorilmektedir (Batra vd.,
2000; Zhou vd., 2010; Punyatoya, 2013; Steenkamp
vd., 2003; Akram vd., 2011). Buna istinaden, ‘algilanan
marka yabanciligl’ ve ‘algilanan marka kureselligi’
kavramlarinin benzer kavramlar oldugu kabul edilerek;
bu calismada, uluslararasi marka ittifakinin algilanan
yabancilik duizeyi ile ilgilenildiginden, ‘algilanan marka
yabancihgl’ kavrami kullanilacaktir. Algilanan marka
yabanciligi: markanin yabanci orijinli oldugu veya
yerel olmadigi hakkinda tiketicilerin sahip oldugu
algilamalarin gostergesi olarak ifade edilmektedir
(Punyatoya, 2013; Zhou vd., 2010). Algilanan marka
yabanciligl, bir marka hakkinda tiketicilerin sahip
oldugu bu ulkeden olmama, yurtdiginda uretilmis
olma, yabanci orijinli olma, yabanci bir imaja-goriiniise
sahip olma gibi c¢esitli algilamalarin yansimasidir.
Ozellikle uluslararasi marka ittifaklarinda, ittifakta bir
araya gelen markalarin biri ya da birkagi yerel markalar
olurken; digerleri ise yabanci markalar olabilmektedir.
Bu durumda, uluslararasi marka ittifakinin tiketiciler
tarafindan yabanci olarak mi yoksa yerel olarak mi
algilanacagi sorgulanmalidir. Tiiketicilerin uluslararasi
marka ittifakini yabanci ya da yerel algilamalarina bagh
olarak marka ittifaki hakkindaki degerlendirmeleri
(tutum, satin alma niyeti vb.) farkllasabilecektir. Bu
bakimdan, uluslararasi marka ittifaklarinin basarili
olabilmesi ve tiketiciler tarafindan kabul edilmesi ile
iliskili olabilecek faktorlerden biri olarak ‘algilanan
marka yabanciligl’ da incelenmelidir. Bu agiklamalar
dogrultusunda, Tirkiye’de uluslararasi  marka
ittifaklarinin basarisi ile iligkili olabilecek bir faktor
olarakalgilanan markayabanciligifaktoriiniin gegerliligi
ve glvenilirligi H3 hipotezi yardimiyla sorgulanacakdr.

H3: Tirkiye’'de, uluslararasi marka ittifaklarinin

basarisi ile iliskili olabilecek faktorlerden biri
olarak, algilanan marka vyabanciligi faktori
gecerli ve glvenilir bir yapi olusturmaktadir.

Tutum ve satin alma niyeti.

Birmarka hakkindatiketicilerinsahipoldugututum,
bireylerin marka hakkindaki igsel degerlendirmeleri
olarak tanimlanmaktadir. Marka hakkindaki bu
degerlendirmeler; iyi/kotl, pozitif/negatif ya da
olumlu/olumsuz seklinde gergeklestirilebilir (Lee vd.,
2013). Satin alma niyeti ise, markaya iliskin olarak
kisilerin harekete gegme egilimleri ile ilgilidir. Tutumlar
ve satin alma niyeti birbirlerinden farkh unsurlardir.
Tutumlar, marka hakkindaki degerlendirmelerin
Ozeti olarak da ifade edilebilir. Satin alma niyeti ise,
bireyin bir markayi satin almak igin gosterecegi caba
hakkinda yaptigi bilingli bir plandir (Spears ve Singh,
2004). Tutumlar ve satin alma niyeti birbirleri ile iliskili
olan ve birbirleri Uzerinde etkili olabilen unsurlardir.
Herhangi bir marka hakkindaki pozitif tutumlar,
pozitif satin alma niyetlerine neden olabilmektedir

(Javalgi vd., 2005; Rodrigue ve Biswas, 2004).

Uluslararasi marka ittifaklari baglaminda da,
uluslararasi marka ittifaki hakkinda pozitif tutumlara
sahip olan tiketiciler, ilgili marka ittifakinin
Grlnleri hakkinda pozitif satin alma niyetine sahip
olacaklardir. Genel olarak tiiketicilerin bir marka
hakkinda sahip olduklari pozitif tutumlar ve satin
alma niyetleri, ilgili markanin basarili bir marka
oldugunun gostergesidir. Bu bakimdan, uluslararasi
marka ittifaklarinin basarisi ile iliskili olabilecek
faktorler olarak tutum ve satin alma niyeti faktorleri
de incelenmelidir. Bu aciklamalar dogrultusunda,
Turkiye’de uluslararasi marka ittifaklarinin basarisi
ile iliskili olabilecek faktorler olarak tutum ve satin
alma niyeti faktorlerinin gecerliligi ve glvenilirligi
H4 ve H5 hipotezleri yardimiyla sorgulanacaktr.

Ha: Turkiye'de, uluslararasi marka
ittifaklarinin basarisi ile iliskili olabilecek
faktorlerden biri olarak, tutum faktoru

gecerli ve gilvenilir bir yapi olusturmaktadir.
Hs: Turkiye'de, uluslararasi marka
ittifaklarinin basarisi ile iliskili olabilecek

faktorlerden biri olarak, satin alma niyeti faktora
gecerli ve guvenilir bir yapr olusturmaktadir.

Algilanan Uyum, Etnosentrizm, Algilanan Marka
Yabanciligi, Tutum ve Satin Alma Niyeti Arasindaki
iliskiler

Marka ittifaklari hakkinda algilanan uyum ile
marka ittifaki hakkinda tliketicilerin sahip oldugu
tutumlar arasindaki iliskiler cgesitli c¢alismalar
tarafindan ortaya konmustur. Tlketicilerin uluslararasi
marka ittifaki hakkinda algiladiklari Grin uyumu,
marka uyumu ve orijin Ulke uyumu, uluslararasi
marka ittifaki hakkindaki tliketici tutumlarn ile
iliskilidir (Bluemelhuber vd., 2007; Lee vd., 2013;
Besharat, 2010). Satin alma niyeti baglaminda ise;
marka ittifakinda bir araya gelen markalar arasindaki
Griin uyumu ve marka uyumu tlketiciler tarafindan
yliksek olarak algilandiginda, marka ittifaki hakkindaki
satin alma niyetinin de yiksek olacagi ifade edilerek,
aralarindaki iliski ortaya konmustur (Ashton ve Scott,
2011). Bu agciklamalar dogrultusunda, Tirkiye'de
uluslararasi marka ittifaklarinin basarisi ile iliskili
olabilecek faktorler olarak algilanan uyum, tutum ve
satin alma niyeti faktorleri arasindaki iliskiler H6 ve H7
hipotezleri yardimiyla sorgulanacaktir.

He: Tirkiye'de gergeklestirilen uluslararasi marka
ittifaklarinin basarisi ile iliskili olabilecek faktorler
olarak algilanan uyum ve tutum faktorleri arasinda
anlamliiliskiler mevcuttur.

H7: Tirkiye'de gerceklestirilen uluslararasi marka
ittifaklarinin basarisi ile iligkili olabilecek faktorler
olarak algilanan uyum ve satin alma niyeti faktorleri
arasinda anlamli iligkiler mevcuttur.
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Etnosentrizm ve tlketici tutumlari arasindaki
iliskiyi inceleyen galismalar, etnosentrizm ve tutumlar
arasindaki iliskinin varligini ortaya koymusglardir.
Ozellikle  yerel Uriinlerle  yabanci  riinlerin
kiyaslanmasi baglaminda tiiketicilerin sahip oldugu
tutumlar ile etnosentrizm iliskilidir (Wong vd., 2008;
Shimp ve Sharma, 1987; Shankarmahesh, 2006).
Etnosentrizm duzeyi ylksek olan tuketiciler, yabanci
Urlnlere kiyasla yerel trlinler lehinde olacak sekilde
degerlendirmeler yapmaya egilimlidirler (Kaynak ve
Kara, 2002). Etnosentrizmin satin alma niyeti ile olan
iliskisi incelendiginde, etnosentrizm ile satin alma
niyeti arasindaki iligkinin varli§i cesitli ¢alismalar
tarafindan ortaya konmustur. Etnosentrizm oOzellikle
yabanci Urinler hakkindaki satin alma niyeti ile
iliskilidir. Etnosentrizm diizeyi yliksek olan tiketiciler
yabanci Urlinlere kiyasla yerel Uriinleri tercih etmeye
egilimli olurlar (Poon vd., 2010; Shimp ve Sharma,
1987; Shankarmahesh, 2006; Kamaruddin vd.,
2002). Uluslararasi marka ittifaklarinin basarisi ile
iliskili olabilecek unsurlardan olan etnosentrizm ve
uluslararasi marka ittifaki hakkindaki tutumlar ve satin
alma niyetleri arasindaki iliskinin incelenmesi faydali
olacaktir. Bu agiklamalar dogrultusunda, Tirkiye'de
uluslararasi marka ittifaklarinin basarisi ile iliskili
olabilecek faktorler olarak etnosentrizm, tutum ve
satin alma niyeti faktorleri arasindaki iliskiler H8 ve H9
hipotezleri yardimiyla sorgulanacaktir.

H8: Tirkiye'de gergeklestirilen uluslararasi marka
ittifaklarinin basarisi ile iliskili olabilecek faktorler
olarak etnosentrizm ve tutum faktorleri arasinda
anlamliiliskiler mevcuttur.

Ho: Tiirkiye’de gergeklestirilen uluslararasi marka
ittifaklarinin basarisi ile iligkili olabilecek faktorler
olarak etnosentrizm ve satin alma niyeti faktorleri
arasinda anlamli iligkiler mevcuttur.

Algilanan marka vyabanciligi ile tlketicilerin
tutumlari arasindaki iliski cesitli calismalar tarafindan
ortaya konulmustur. Tiketicilerin yabanci markalar

ya da drlanler hakkindaki degerlendirmeleri
yasadiklari  tlkenin  gelismislik  dlzeyine gore
farkhlasabilmektedir.  Ozellikle gelismekte olan

lkelerdeki tiiketiciler yabanci orijinli markalari daha
olumlu degerlendirmeye egilimlidirler ve markayi
yabanci olarak algilama diizeyleri arttikca, marka
hakkindaki olumlu degerlendirmeleri de artmaktadir
(Zhouvd., 2010; Batra vd., 2000). Bu ¢alisma Tirkiye’de
gerceklestirildiginden ve Tirkiye gelismekte olan bir
ilke oldugundan, uluslararasi marka ittifakinin basarisi
ile iliskili olabilecek unsurlardan olan algilanan marka
yabancihg ile tutumlar arasindaki iliski incelenmelidir.
Bu aciklamalar dogrultusunda, Turkiye’de uluslararasi
marka ittifaklarinin basarisi ile iliskili olabilecek
faktorler olarak algilanan marka yabanciligi ve tutum
faktorleri arasindaki iliskiler H10 hipotezi yardimiyla
sorgulanacaktr.

H1o: Turkiye'de gergeklestirilen uluslararasi marka
ittifaklarinin basarisi ile iligkili olabilecek faktorler
olarak algilanan marka yabanciligi ve tutum faktorleri
arasinda anlamli iligkiler mevcuttur.

Literatirde etnosentrizm ile algilanan marka
yabancilig1 arasindaki dolayh iliskiyi arastiran cesitli
calismalar mevcuttur. Bu c¢alismalarda, algilanan
marka yabanciliginin gesitli degiskenlerle (tutum, satin
alma niyeti, algilanan marka kalitesi ve prestiji vb.) olan
iliskisi ve etnosentrizmin bu iliskiler Gzerinde sahip
oldugu etki sorgulanmistir. Bu ¢alismalar sonucunda;
tiketicinin etnosentrizm diizeyi arttikca, ilgili uluslarasi
marka ittifakini yabanci orijinli bir marka olarak
algilama dizeyinin (algilanan marka yabanciliginin)
de artis egilimi gosterebilecegine dair dolayh bulgular
elde edilmistir (Batra vd., 2000; Akram vd., 2011;
Steenkamp vd., 2003). Bahsi gecen calismalarda elde
edilen bulgular, etnosentrizm ile algillanan marka
yabancilig arasinda dogrudan bir iliskinin varligini
ortaya koyamamis olsalar da; bu iki degisken arasinda
dogrudan bir iliskinin var olabilecegine de isaret
etmektedir. Bu bakimdan uluslararasi marka ittifakinin
basarisi ile iliskili olabilecek unsurlar olarak algilanan
marka yabanciligi ve etnosentrizm arasindaki iliski
de incelenmelidir. Bu aciklamalar dogrultusunda,
Turkiye’de uluslararasi marka ittifaklarinin basarisi
ile iliskili olabilecek faktérler olarak algilanan marka
yabanciigi ve etnosentrizm faktorleri arasindaki
iliskiler H11 hipotezi yardimiyla sorgulanacaktir.

Ha1: Turkiye'de gergeklestirilen uluslararasi marka
ittifaklarinin basarisi ile iligkili olabilecek faktorler
olarak algilanan marka yabanciligi ve etnosentrizm
faktorleri arasinda anlamli iligskiler mevcuttur.

Tutumlar, satin alma niyeti ile iliskili olabilen
unsurlardir. Bu nedenle tiketiciler Uzerinde kendi
Grlnleri lehine olacak sekilde satin alma niyeti
olusturmak isteyen markalar icin, kendi markalar
hakkinda pozitif tiketici tutumlari olusturabilmek
onemli bir gerekliliktir. Tutumlar, satin alma niyeti ile
sahip olduklari bu iliski nedeniyle, olduk¢ca 6nemlidir
(Javalgi vd., 2005). Nitekim tutumlarin satin alma
niyeti ile iliskili oldugu ve bu iliskinin pozitif yonli bir
iliski oldugu ifade edilmektedir (Rodrigue ve Biswas,
2004; Javalgivd., 2005). Bu agiklamalar dogrultusunda,
Turkiye’de uluslararasi marka ittifaklarinin basarisi
ile iliskili olabilecek faktorler olarak tutum ve satin
alma niyeti faktérleri arasindaki iliskiler H12 hipotezi
yardimiyla sorgulanacaktir.

H12: Turkiye'de gergeklestirilen uluslararasi marka
ittifaklarinin  basarisi ile iligkili olabilecek faktorler
olarak tutum ve satin alma niyeti faktorleri arasinda
anlamliiligkiler mevcuttur.

Her ne kadar algilanan uyum ve etnosentrizm,
algilanan uyum ve algilanan marka yabanciligi ve son
olarak satin alma niyeti ve algilanan marka yabanciligi
arasindaki iliskiler  literatirde  sorgulanmamis
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olsa da; uluslararasi marka ittifaklarinin basarisi
ile iliskili olabilecek faktorler olarak bu faktorler
arasinda da olasi iliskilerin bulunmasi mamkinddr.
Bu nedenle algillanan uyum ve etnosentrizm,
algilanan uyum ve algilanan marka yabanciligl,
satin alma niyeti ve algilanan marka yabanciligi
arasindaki iliskilerin de sorgulanmasi faydali olacaktr.

Ha3 Tirkiye'de gerceklestirilen uluslararasi marka
ittifaklarinin basarisi ile iliskili olabilecek faktorler
olarak algilanan uyum ve etnosentrizm faktorleri
arasinda anlamli iliskiler mevcuttur.

H14: Turkiye’de gerceklestirilen uluslararasi marka
ittifaklarinin basarisi ile iliskili olabilecek faktorler
olarak algilanan uyum ve algilanan marka yabanciligi
faktorleri arasinda anlamli iliskiler mevcuttur.

Has: Tirkiye'de gergeklestirilen uluslararasi marka
ittifaklarinin basarisi ile iliskili olabilecek faktorler
olarak satin alma niyeti ve algilanan marka yabanciligi
faktorleri arasinda anlamli iliskiler mevcuttur.

Yéntem
Veri ve Bilgi Toplama Yontemi

Veritoplama slirecinde anket ve senaryo yontemleri
kullanilmistir.  Anket formu, senaryo ve anket
sorularindan olusmaktadir. Calismanin orneklemini
olusturan tim katilimcilardan (600 kisi) ©ncelikle,
dntestler (Ontest-1 ve Ontest-2) sonucunda olusturulan
senaryoyu okumalari ve anket sorularini bu senaryo
dogrultusunda yanitlamalari istenmistir. Katilimcilarin
senaryoyu daha iyi anlamalarini ve galismanin amaglari
dogrultusunda senaryoyu degerlendirmelerini
saglamak amaciyla; ontestler sonucunda c¢alismanin
uluslararasi marka ittifakinda yer almasina karar verilen
Ulker ve Dr. Oetker markalari hakkinda detayli bilgilere
senaryoda yer verilerek, her iki markanin Grlnleri,
orijin Glkeleri vb. bilgiler detaylica agiklanmistir. Boylece
calismanin érneklemini olusturan tiim katihmcilar (600
kisi), Ulker ve Dr. Oetker markalari hakkinda detayl bilgi
sahibi olduktan sonra anket sorularini yanitlamislardir.

Ontest 1, ontest 2 ve senaryo.

Arastirmada kullanilan senaryonun
olusturulabilmesi icin 6ntestlerden (Ontest-1 ve
Ontest-2) faydalaniimistir. Ontestler, 30’ar kisilik iki farkli
ornek grubu lzerinde uygulanmistir. Gergeklestirilen
Ontestler sonucunda uluslararasi marka ittifaki
senaryosunda kullanilacak olan vyerel ve yabanci
markalara karar verilmistir. Senaryoda kullanilan
markalar gercek markalardir ancak, olusturulan
uluslararasi marka ittifaki senaryosu gergekte var
olmayan hayali bir marka ittifaki senaryosudur.

Ontest-1, uluslararasi marka ittifaki senaryosunda
yer alacak olan yerel markanin belirlenebilmesi
amaciyla gerceklestirilmistir. Bu dogrultuda;
Turkiye’deki yerel markalara destek veren, Tirk
mali  imajinin  olumlu ybdnde gelismesine katki

saglamaya calisan ve Tirk mali imajina yogun bir
sekilde destek veren, Tirkiye Cumhuriyeti Ekonomi
Bakanhgr'nin Turquality programindan faydalaniimistir.
Turquality programi kapsaminda destek alan 129
yerel marka liste haline getirilmistir ve Oontest-1
katihmcilarindan, bu markalar arasinda ‘Tirk mali
(Urtnd), Tirk markasi, Tirk imaj’ ifadelerini en
yiksek dizeyde temsil ettigini dusindikleri bes
markayl secmeleri istenmistir. Ontest-1 sonucunda,
gida sektdériinde faaliyet gosteren ‘Ulker’ markasi
en fazla segilen marka olmustur. Bdylelikle ‘Ulker’in,
uluslararasi marka ittifaki senaryosunda kullanilacak
olan yerel marka olmasina karar verilmistir.

Ontest-2, uluslararasi marka ittifaki senaryosunda
yer alacak olan yabanci markanin belirlenebilmesi
amaciyla gerceklestirilmistir. ‘Ulker’ gida sektdriinde
faaliyet gosteren bir markadir. ‘Ulker’ ile senaryo
bazinda uluslararasi marka ittifaki olusturacak olan
yabanci markanin da gida sektoriinden bir marka
olmasi, iki marka arasinda uyumun saglanmasi igin,
gereklidir. Bu kapsamda, ‘Brand Finance’in “2015 yili
Dianya’nin En Degerli Gida Markalari Raporu (Brand
Finance, “Food 25 — 2015”, The annual report on the
world’s most valuable Food brands, February 2015) “nda
yer alan 25 yabanci gida markasindan faydalaniimistir.
Ontest-2 katilmcilarina, Ulker’in yabanci bir marka
ile birlikte calisarak Tirkiye pazarina yeni bir (riin
sunmayi planladig bilgisi verilerek; Brand Finance
raporunda yer alan 25 yabanci marka, orijin Glkeleri de
belirtilerek listelenmis ve katihmcilardan, bu listede yer
alan yabanci markalardan Ulker ile uyumlu olacagini,
uyumlu calisabilecegini dislindiikleri bes yabanci
markayl secmeleri istenmistir. Ontest-2 sonucunda,
‘Dr.Oetker’ markasi en fazla secilen marka olmustur ve
uluslararasi marka ittifaki senaryosunda kullanilacak
olan yabanci marka olmasina karar verilmistir.

Senaryodakullanilacakmarkalarin belirlenmesinden
sonra, senaryoda kullanilacak olan Urin belirlenmistir.
Senaryoda kullanilacak drin, her iki markanin Grin
kategorileri ile uyumlu olacak sekilde secilmelidir.
Her iki markanin da drin kategorilerinde ‘hazir
soguk cay’ Urlini bulunmamaktadir ve hazir soguk
cay iki markanin Uriin kategorileri ile uyumludur. Bu
dogrultuda senaryo bazinda; iki markanin hazir soguk
cay kategorisinde uluslararasi marka ittifaki olusturarak
Turkiye soguk cay pazarina girmelerine, marka ittifaki
ismi olarak ‘DemTea’ markasini kullanmalarina karar
verilmis ve wuzman gorislerine de basvurularak
calismanin senaryosu bu sekilde olusturulmustur.

Olgek ve anket.

Algilanan uyum (Grin uyumu, marka uyumu,
orijin tlke uyumu); Aaker ve Keller (1990), Simonin
ve Ruth (1998), Bluemelhuber vd. (2007) ve Lee vd.
(2013) tarafindan gelistirilen 6lgekler kullanilarak, 12
degiskenle 6l¢llmistiir. Etnosentrizmin olglilmesinde,
Shimp ve Sharma (1987) tarafindan gelistirilen ve
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sonrasinda Steenkamp ve Baumgartner (1998) ile
Lindquist vd. (2001)’nin ¢alismalarinda da kullanilan
10 degiskenli CETSCALE olgeginden faydalaniimistir.
Algilanan marka yabanciliginin élgilmesinde; Batra vd.
(2000), Steenkamp vd. (2003) ve Zhou vd. (2010)’nin
calismalarinda kullandiklari 6lgeklerden faydalanilimis
ve algilanan marka yabanciligi 4 degiskenle
Olgllmustir. Tutumlarin olg¢llmesinde; Muehling ve
Laczniak (1988) tarafindan gelistirilen ve Simonin
ve Ruth (1998), Bluemelhuber vd. (2007) ile Lee
vd. (2013)’'nin galismalarinda kullanilan 3 degiskenli
tutum olgeginden faydalaniimistir. Satin alma niyetinin
Olgllmesinde; Punyatoya (2014), Akram vd. (2011),
Rodrique ve Biswas (2004), Steenkamp vd. (2003),
Dodds vd. (1991), Li vd. (2012) ile Moon vd. (2008)'nin
calismalarinda kullandiklari 6lgeklerden faydalaniimis
ve satin alma niyeti 6 degiskenle Olg¢llmistir.

Calismada kullanilan olceklerin tamami;
ingilizce bilgi diizeyi yiiksek olan akademisyenler ve
dilbilimcilerden olusan 5 kisi tarafindan oncelikle
ingilizce’den Tiirkge’ye cevrilmistir. Sonrasinda ilgili
dlceklerin Tiirkge cevirileri, yine ingilizce bilgi diizeyi
yiksek olan akademisyenler ve dilbilimcilerden
olusan farkli 5 kisi tarafindan ingilizce’ye cevrilmistir.
Bu c¢eviriler incelenerek Olceklerde herhangi
bir problem bulunmadigl tespit edilmistir. Bu
dogrultuda anket sorulari ve senaryoyu iceren anket
formu olusturularak, senaryo ve anket sorularinin
anlasilirhgini degerlendirmek amaciyla 102 kisi ile 6n
anket calismasi gerceklestirilmistir. On anket calismasi
sonucunda, senaryonunveanketsorularininanlasilirligi
ile ilgili herhangi bir sorun bulunmadigl tespit
edilmistir. On anket calismasinin tamamlanmasindan
sonra sahada veri toplanmaya baslanmistir.

Ornekleme siireci ve 6rneklem.

18 vyasindan biyik ve Tirkiye Cumbhuriyeti
vatandasi olan tim bireyler ¢alismanin ana kiitlesini
olusturmaktadir. Veriler istanbul, Ankara ve izmir
sehirlerinin, farkli sosyo-ekonomik o&zelliklere sahip
farkh ilcelerinde gergeklestirilen yliz ylze anket
calismalari ile toplanmistir. Ornekleme ydntemi
olarak, tesadifi olmayan 6rnekleme yontemlerinden
biri olan kolayda o6rnekleme kullanilmistir. Toplam
905 kisiye ulasilmis, senaryoyu dogru anlayip
anlamadigina ya da okuyup okumadigina iliskin
kontrol sorusuna yanlis cevap veren 239 katilimcinin
anketleri ile anketi eksik veya hatali doldurmus
olan 66 katihmcinin anketleri elenmistir. Boylelikle
toplamda 600 kisilik 6rnek buylklGgline ulasimistir.

Arastirmaya katilan bireylerin  %50,2'si erkek,
%49,8'i ise kadindir. Evlilerin orani %62, bekérlarin
orani %36, dul/bosanmis olanlarin orani ise %2'dir.
Katihmcilarin = %16,2’si  18-24 vyas, %16’si 30-34
yas, %15,8'i 25-29 yas, %15'i 35-39 yas, %14’G 40-
44 vyas, %12’si 45-50 yas ve %11’i ise 51 yas ve
Ustl yas gruplarinda yer almaktadir. Katilimcilarin

Katilimcilarin  %55,8’i lise mezunlarindan, %36,8’i
yuksekokul, Universite ve yiksek lisans/doktora
mezunlarindan olusurken, %7,4’u ise ilkokul/ortaokul
mezunu ya da tahsili olmayan bireylerdir. Orneklemin
%29,8’ini 0zel sektér calisanlari, %18,8’ini kamu
sektorli galisanlari ve memurlar, %19,7’sini serbest
meslek sahiplerive esnaflar, %11,3’Un{ isgiler, % 9,8'ini
ogrenciler, %7,3’tnl ev hanimlari, %1,2’sini emekliler
olustururken; calismayanlarin orani ise %2’dir. Aylik
toplam hane geliri bakimindan katihmcilarin %43,7’si
1501-3000 TL, %17,5’i 3001-4500 TL, %5,8’i 1500 TL
ve alti, %4,7’si 4501-6000 TL, %1’i 6000 TL ve Uzeri
ayhk toplam hane gelirine sahipken; katilimcilarin
%27,3'li ise gelir dizeyinin 6zel ve kisisel bir bilgi
oldugu gerekgesiyle bu soruya cevap vermemislerdir.

Analizler

Bu calismada yer alan degiskenlerin (6lgeklerin)
gecerlilikveglvenilirliklerinintestedilmesiicinkesfedici
faktor analizi, dogrulayici faktor analizi ve glivenilirlik
analizinden faydalanilmistir. Degiskenler arasi iligkiler
ise korelasyon analizi yardimiyla incelenmistir.
Kesfedici faktér analizi, guvenilirlik analizi ve
korelasyon analizi SPSS 21, dogrulayici faktor analiziise
LISREL 8.80 programlari araciligiyla gergeklestirilmistir.

Bulgular
Kesfedici Faktor Analizi

Faktor analizi, cok sayida degisken igin toplanan
verilerin, bu degiskenler arasindaki iliskiler goz
onlnde bulundurularak daha anlasilir ve o6zet bir
bicime getirilmesini saglayan ¢ok degiskenli bir analiz
yontemidir (Gegez, 2010; Nakip, 2006). Kesfedici faktor
analizinde érneklemin faktor analizine uygunlugunun
test edilmesi gerekir. Bu testi gergeklestirmek icin KMO
Ornekleme Uygunlugu Olgiimi (Kaiser-Meyer-Olkin
Measure of Sampling Adequacy) ve Bartlett’s Test
(Bartlett’s Test of Sphericity)'ten faydalanilir. KMO,
degiskenler arasindaki korelasyonun faktor analizine
uygun olup olmadigini kontrol eder ve KMO degerinin
en az 0.70 olmasi gerekir. Bartlett’s testi ise degiskenler
arasinda yeterli diizeyde bir iliskinin varligini sorgular
ve Bartlett’s testi sonucunun anlamli olmasi (p < 0,05)
gerekir (Durmus vd., 2011). KMO degerinin uygun ve
Bartlett’s testinin anlamli olduguna karar verildikten
sonra gergeklestirilen analiz sonucu olusan faktorlerde
yer alan degiskenlerin faktor yikleri 0,40 ve Ustlinde
bir degere sahip olmalidir (Hair vd., 2010). Kesfedici
analiz sonucunda olusan faktérlerin agiklanan
varyans oraninin ise genel olarak %50 ve (zerinde
olmasi istenir. Ancak Tavsancil (2014), sosyal bilimler
calismalarinda %40 ile %60 arasindaki aciklanan
varyans oranlarinin yeterli olacagini ifade etmistir.
Blylikoztlrk (2016) ise, sosyal bilimler ¢alismalarinda
tek faktorlu olgekler icin %30 ve Uzerindeki agiklanan
varyans dizeyinin yeterli olacagini ifade etmistir.
Calismada yer alan algilanan uyum, etnosentrizm,
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algilanan marka yabanciligl, tutum ve satin alma
niyeti faktorleri igin  gergeklestirilen  kesfedici
faktor analizi sonuglari Tablo 1'de Ozetlenmistir.

Tablo 1: Kesfedici Faktér Analizi Sonuclari

KMO Bartlett’s | Aciklanan
Test (p Varyans (%)
degeri)
Algilanan Uyum [ 0,944 |0 46,62
Etnosentrizm 0,941 |0 51,879
Algilanan Marka | 0,781 0 61,893
Yabanciligi
Tutum 0,707 70,806
Satin Alma 0,864 54,543
Niyeti

Kesfedici faktor analizi sonucunda tiim olgekler
tek faktorli olarak olusmustur. Tek faktorli 6lgeklerin
timuUnun sahip oldugu degiskenlerin faktor ylklerinin
tamami 0.60 degerinin Uzerindedir. KMO, Bartlett’s
test ve agiklanan varyans degerleriise istenen degerleri
saglamaktadir. Kesfedici faktor analizi baglaminda elde
edilen bu sonuglar dogrultusunda, galismada yer alan
tiim 8lgeklerin gegerli oldugu ifade edilebilir. Olgeklerin
gegerliliginin test edilmesi igin uygulanmasi gereken
bir diger yontem ise dogrulayici faktor analizidir.

Dogrulayici Faktor Analizi

Kesfedici faktor analizi sonucunda elde edilen
faktorler, dogrulayici faktor analizine tabi tutularak
incelenir. Bu nedenle genellikle dogrulayici faktor
analizi, kesfedici faktor analizinden sonra uygulanir
(Simsek, 2007). Dogrulayici faktor analizi, gozlenen
degiskenlerle gizil (ortik) degiskenler arasindaki
uyumunincelenmesine ve diizenlenmesineimkan verir.

Dogrulayici faktér analizinde dikkat edilmesi
gereken ilk husus, analiz sonucunda olusan yapinin
(modelin) uyum dizeyidir. Uyum diizeyi, uyum
indeksleri (x2/sd, RMSEA, NFI, NNFI, CFl, GFI, AGFI)

araciligiyla degerlendirili. Uyum indeksleri belirli
degerleri sagladig takdirde, dogrulayici faktor analizi
sonucu olusan yapinin iyi uyum (0 € x2/sd < 2; 0 <
RMSEA < 0,05; 0,95 < NFI £ 1; 0,97 < NNFI £ 1; 0,97
< CFI £1;0,95 < GFI £1; 0,90 < AGFI £ 1) ya da kabul
edilebiliruyum (2 <x2/sd <5; 0,05 < RMSEA <0,08; 0,90
<NFI<£0,95; 0,95 <NNFI<0,97; 0,95 <CFI £0,97; 0,90
< GFI£0,95; 0,85 < AGFI £0,90) diizeyine sahip oldugu
ifade edilebilir (Simsek, 2007; Celik ve Yilmaz, 2013).

Dogrulayici faktor analizi sonucu olusan yapinin
(modelin) uyum dizeyinin degerlendirilmesinin
ardindan, ilgili yapinin yapi gecerliligi sorgulanmalidir.
Yapi  gecerliligi, yakinsama ve  diskriminant
gecerliliklerinden olusur. Yakinsama gecerliliginin
var oldugunu ifade edebilmek icin ilgili yapilarla
baglantii olarak hesaplanan; (istatistiksel olarak
anlamliolan)  standartlastinlmis  faktor  yikleri
0.50 ve uzerinde bir degere, guvenilirlik katsayisi
(cronbach alfa ya da bilesik guvenilirlik-composite
reliability katsayisi)) 0.60 ve (izerinde bir degere,
AVE (average variance extracted) degeri ise 0.50 ve
lizerinde bir degere sahip olmalidir (Hair vd., 2010).
Ancak bir yapinin AVE degeri 0.50 degerinden disik
olmasina ragmen ilgili yapinin bilesik giivenilirligi 0.60
degerinden yiksek ise; o yapinin halen yakinsama
gecerliligine sahip oldugu kabul edilir (Fornell ve
Larcker, 1981; Huang vd., 2013). Diskriminant
gecerliligi ise; bir yapinin sahip oldugu AVE degerinin
karekékinin, o yapi ile diger yapilar arasindaki
korelasyonlarla  karsilastirilmasiyla  degerlendirilir.
Diskriminant gecerliliginin saglanabilmesi
icin; ilgili yapinin AVE degerinin karekokinin,
o vyapi ile diger vapilar arasindaki korelasyon
degerlerinden yiksek olmasi gerekir (Teo, 2009;
Chang vd., 2012; Kim vd., 2015; Liu vd., 2014).

Bu calismada, arastirmada yer alan faktorlerin
(algilanan uyum, etnosentrizm, algilanan marka
yabanciligi, tutum, satin alma niyeti) her biri icin ayri
ayri dogrulayici faktdr analizi gergeklestirilmistir. Bu
analizlerin sonuglari Tablo 2 ve Tablo 3’te 6zetlenmistir.

Tablo 2: Arastirma Dediskenlerinin Uyum indeksi Degerleri

Uyum indeksleri Algilanan Uyum Etnosentrizm Algilanan Marka Tutum Satin Alma Niyeti
Yabanciligi
x2/sd 2,52 2,18 3,42 0 4,85
RMSEA 0,051 0,045 0,064 0 0,08
NFI 0,98 0,99 0,99 1 0,98
NNFI 0,99 0,99 0,98 1 0,97
CFI 0,99 0,99 0,99 1 0,98
GFI 0,96 0,98 0,99 1 0,98
AGFI 0,95 0,96 0,97 1 0,94

Arastirmada yer alan tiim degiskenler icin ayri ayri
gerceklestirilen dogrulayici faktor analizleri sonucunda
olusan yapilarin uyum indeksi degerleri Tablo 2’de yer
almaktadir. NFI, NNFI, CFl, GFl ve AGFl uyum indeksleri
bakimindan, tim degiskenlerin (algilanan uyum,

etnosentrizm, algilanan marka yabanciligl, tutum,
satin alma niyeti) olusturmus oldugu yapilar iyi uyum
diizeyine sahiptir. x2/sd uyum indeksi bakimindan
tutum degiskeni iyi uyum dizeyine sahipken, diger
degiskenler kabul edilebilir uyum dlzeyine sahiptir.
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RMSEA degiskeni bakimindan ise etnosentrizm ve
tutum degiskenleri iyi uyum diizeyine sahipken, diger
degiskenler kabul edilebilir uyum diizeyine sahiptir. Bu
bakimdan, algilanan uyum, etnosentrizm, algilanan
markayabanciligl,tutumvesatinalmaniyetifaktorlerinin
her biriigin gerceklestirilen dogrulayici faktor analizleri
sonucunda elde edilen tim yapilarin, genel olarak
iyi bir uyum dizeyine sahip olduklari ifade edilebilir.

Algilanan  uyum,  etnosentrizm, algilanan
marka yabancilig, tutum ve satin alma niyeti
faktorleri icin ayri ayri gergeklestirilen dogrulayici
faktor analizleri, yakinsama gegerliligi bakimindan
degerlendirildiginde; Tablo 3’te gorilecegi Uzere
tim vyapilarin standartlastirilmis faktér yuklerinin

ve bilesik glivenilirlik) 0.60'in Ustliinde bir degere
sahip oldugu, AVE degerlerinin ise genel olarak
0.50’nin Gstiinde ya da 0.50'ye yakin degerlere
sahip oldugu gorilmektedir. AVE degeri 0.50'nin
altinda olan vyapilarin bilesik guvenilirlik degerleri
0.60'in Ustlinde oldugundan, o yapinin yakinsama
gecerliligi  baglaminda  kullanilmasinda  sakinca
yoktur ve o yapinin yakinsama gecerliligine sahip
oldugu kabul edilir (Fornell ve Larcker, 1981; Huang
vd., 2013). Bu agiklamalar dogrultusunda; algilanan
uyum, etnosentrizm, algilanan marka yabanciligl,
tutum ve satin alma niyeti faktorlerinin her birinin
yakinsama gecerliligine sahip oldugu ifade edilebilir.
Ayrica, bu yapilarin her birinin givenilirlik diizeyleri

anlamli ve 0.50'nin dstiinde bir degere sahip (cronbach alfa ve bilesik glvenilirlik) yiksek

oldugu, givenilirlik katsayilarinin (cronbach alfa  ©lan, guvenilir birer yapi olduklari belirtilebilir.
Tablo 3: Dogrulayici Faktér Analizleri Parametre Degerleri

Gizil ve G6zlenenen Standartlagtiriimis Yiikler t-degeri Cronbach Alfa Bilesik Guvenilirlik | AVE

Degiskenler

Algilanan Uyum 0,895 0,896 0,42

uy_1 0,71 19,30*

uy_2 0,56 14,15*

uy_3 0,66 17,50*

uy_4 0,57 14,50*

uy_5 0,64 16,69*

uyY_6 0,63 16,41*

uy_7 0,63 16,49*

uy_8 0,72 19,54*

uy_9 0,65 17,28*

uyY_10 0,62 16,27*

uy_11 0,64 16,94*

uy_12 0,7 19,02*

Etnosentrizm 0,896 0,897 0,47

ETN_1 0,55 13,83*

ETN_2 0,63 16,44*

ETN_3 0,75 20,72*

ETN_4 0,77 21,57*

ETN_5 0,72 19,76*

ETN_6 0,67 18,02*

ETN_7 0,73 20,13*

ETN_8 0,67 17,70*

ETN_9 0,56 14,28*

ETN_10 0,75 20,73*

Algilanan Marka Yabanciligi 0,794 0,796 0,5

YAB_1 0,8 20,46*

YAB_2 0,63 15,55*

YAB_3 0,68 16,89*

YAB_4 0,7 17,38*

Satin Alma Niyeti 0,833 0,834 0,46

SAN_1 0,76 20,15*

SAN_2 0,62 15,46*

SAN_3 0,68 17,37*

SAN_4 0,64 16,22*

SAN_5 0,71 18,39*

SAN_6 0,64 16,17*
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Tutum 0,794 0,794 0,56
TUT_1 0,78 19,42*
TUT_2 0,73 18,01*
TUT_3 0,74 18,32*

*p<0.01(t>2,576)

Algilanan uyum, etnosentrizm, algilanan marka
yabanciligl, tutum ve satin alma niyeti faktorleri
diskriminantgegerliligibaglamindadegerlendirildiginde;
Tablo 4’te goriilecegi Uzere tum vyapilarin AVE
degerlerinin karekokleri, ilgili yapinin diger yapilarla

olan korelasyon degerlerinden yiksektir. Bu bakimdan;
algilanan uyum, etnosentrizm, algilanan marka
yabanciligl, tutum ve satin alma niyeti faktorlerinin
diskriminant gecerliligine sahip oldugu ifade edilebilir.

Tablo 4: Diskriminant Gegerliligi Tablosu

Algilanan Uyum Tutum Algilanan Marka | Satin Alma | Etnosentrizm

Yab. Niyeti

Algilanan Uyum 0,648*

Tutum 0,543 0,748*

Algilanan Marka Yab. | 0,277 0,19 0,707*

Satin Alma Niyeti 0,525 0,619 0,205 0,678*

Etnosentrizm 0,187 0,116 0,503 0,098 0,685*

*: Tlgili yapinin AVE degerinin karekoki

Dogrulayici faktor analizi baglaminda  ve giivenilir birer yapi olusturdugunu ifade eden H1, H2,

gerceklestirilen analizler sonucunda algilanan uyum,
etnosentrizm, algilanan marka yabanciligl, tutum ve
satin alma niyeti faktorlerinin tamami icin yakinsama
gecerliligi ve diskriminant gecerliliginin saglandigi;
bu nedenle bu faktorlerin (yapilarin) tamaminin yapi
gecerliligine sahip oldugu ortaya konmustur. Kesfedici
faktor analizi sonucunda da bu faktérlerin gecerli
olduklari ortaya konmus oldugundan; algilanan uyum,
etnosentrizm, algilanan marka yabanciligl, tutum ve
satin alma niyeti faktorlerinin (6lgeklerinin) gecerli

H3, H4, H5 hipotezleri kabul edilmistir. Bundan sonraki
boliimde, bufaktorlerarasindakiiliskilersorgulanacaktir.

Korelasyon Analizi

Algilanan uyum, etnosentrizm, algilanan marka
yabanciligi, tutum ve satin alma niyeti faktorlerinin,
uluslararasi marka ittifaklarinin basarisi ile iligkili
olabilecek unsurlarolarak birbirleriile deiliskiliolmalari
beklenmektedir. Bu baglamda, bu faktorler arasindaki
iliskiler korelasyon analizi yardimiyla incelenmistir.

Tablo 5: Korelasyon Analizi Tablosu

Algilanan Uyum | Tutum Algilanan Marka Yab. | Satin Alma Etnosentrizm
Niyeti
Algilanan Uyum 1
Tutum 0,543** 1
0
Algilanan Marka 0,277** 0,190** 1
Yab. 0 0
Satin Alma Niyeti 0,525** 0,619** 0,205** 1
0 0 0
Etnosentrizm 0,187** 0,116** 0,503** 0,098* 1
0 0,004 0 0,016

**: Korelasyon 0,01 diizeyinde anlamlidir.
* : Korelasyon 0,05 diizeyinde anlamlidir.

Korelasyon katsayisinin blyiklGginiin
yorumlanmasinda kullanilan deger araliklar
hakkinda tam bir wuzlasi bulunmamakla birlikte:

korelasyon katsayisi, mutlak deger olarak, 0.00-0.30

arasinda ise, disik; 0.30-0.70 arasinda ise, orta;
0.70-1.00 arasinda ise yuksek diizeyde bir iliskinin
varhgindan s6z edilebilir  (BUyukoztirk, 2016).
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Bu bakimdan, Tablo 5 incelendiginde: algilanan
uyum ile tutum arasinda pozitif yonlii ve orta diizeyde
(0.543), algilanan uyum ile algilanan marka yabancilig
arasinda pozitif yonli ve dusik duzeyde (0.277),
algilanan uyum ile satin alma niyeti arasinda pozitif
yonli ve orta dizeyde (0.525), algilanan uyum ile
etnosentrizm arasinda pozitif yonli ve disik diizeyde
(0.187), algilanan marka yabanciligi ve tutum arasinda
pozitif yonli ve disiik duzeyde (0.190), satin alma
niyeti ve tutum arasinda pozitif yonli ve orta diizeyde
(0.619), etnosentrizm ve tutum arasinda pozitif yonla
ve duslk dizeyde (0.116), satin alma niyeti ile algilanan
marka yabanciligl arasinda pozitif yonli ve dislik
diizeyde (0.205), etnosentrizm ve algilanan marka
yabancilig arasinda pozitif yonli ve orta diizeyde
(0.503), etnosentrizm ve satin alma niyeti arasinda
ise pozitif yonli ve diistiik diizeyde (0.098) bir iliskinin
varligindan so6z edilebilir. Bu dogrultuda: algilanan
uyum, etnosentrizm, algilanan marka yabanciligl,
tutum ve satin alma niyeti faktorleri arasinda anlamh
iliskilerin bulundugunu ifade eden H6, H7, H8, H9, H10,
H11, H12, H13, H14, H15 hipotezleri kabul edilmistir.

Sonug ve Oneriler

Uluslararasi  marka ittifaklarinin  tuketiciler
tarafindan kabul edilmesi ve basarili olmasi ile iligkili
olabilecek faktorlerin ortaya konulmasi, uluslararasi
marka ittifaki yatirrmi yapmayi disinen markalara
ve markalarin  yoneticilerine  6nemli  katkilar
saglayacaktir. Uluslararasi marka ittifaki yatirrminda
yer alacak olan markalar, bu faktorleri géz 6niinde
bulundurarak yatirimlarini gerceklestirecekler
ve boylece uluslararasi marka ittifakinin  basari
sansini artirabileceklerdir. Bu g¢alisma, Turkiye'de,
uluslararasi marka ittifaklarinin basarisi ile iliskili
olabilecek olan gesitli faktorlerin (algilanan uyum,
etnosentrizm, algilanan marka yabanciligl, tutum
ve satin alma niyeti) gecerli ve guvenilir yapilar
olduklarini ve bu faktorler arasinda anlamli iliskilerin
var oldugunu ortaya koymustur. Ayrica Tirkiye
literatlirinde marka ittifaklari ve uluslararasi marka
ittifaklari baglaminda gergeklestirilmis calismalar yok
denecek kadar azdir. Bu nedenle bu ¢alisma, Tiirkiye
literatlriindeki 6nemli bir bosluga katki saglamaktadir.
Algilanan uyum, uluslararasi marka ittifakinda bir
araya gelen markalarin ve uluslararasi marka ittifakinin
tiketiciler tarafindan uyumlu olarak algilanmasinda
etkili olabilen bir unsurdur. Tiiketiciler uluslararasi
marka ittifakini ne kadar uyumlu olarak algilarlarsa,
uluslararasi marka ittifaki hakkindaki degerlendirmeleri
de o kadar pozitif olacaktir. Etnosentrizm, yabanci
Urinlere ve markalara karsi negatif tutumlarin ve
satin alma niyetinin olusmasina neden olmaktadir. Bir
yerel ve bir yabanci markanin yer aldigi uluslararasi
marka ittifaki durumunda tlketiciler, etnosentrik
egilimleri dogrultusunda uluslararasi marka ittifakini
yerel ya da vyabanci algilamalarina bagh olarak

bagh olarak uluslararasi marka ittifakini
degerlendireceklerdir. Bu dogrultuda etnosentrizm,
uluslararasi  marka ittifaki  hakkindaki tlketici
degerlendirmeleri Uzerinde etkili olabilmektedir.
Algilanan marka yabancihg, uluslararasi marka
ittifakinin tlketiciler tarafindan yabanci ya da yerel
olarak algilanmasi ile ilgilidir. Uluslararasi marka
ittifaklarinda yabanci ve yerel markalarin bir araya
gelmesi nedeniyle, tiketiciler uluslararasi marka
ittifakini yabanci ya da yerel olarak algilayabilirler.
Tuketiciler, uluslararasi marka ittifakini, yabanci ya da
yerel algilanmasina baglh olarak degerlendireceklerdir.
Yabanci Urunler ya da markalar hakkinda pozitif
degerlendirmelere sahip olan tiketiciler, uluslararasi
marka ittifakini  yabanci olarak algiladiklarinda,
uluslararasi marka ittifaki hakkindaki degerlendirmeleri
de pozitif olacaktir. Bu bakimdan algilanan marka
yabanciligi, uluslararasimarkaittifaki hakkindaki tiketici
degerlendirmeleri ile yakindan iligkilidir. Tuketicilerin
Urunler, markalar vb. hakkinda gergeklestirdikleri en
onemli degerlendirmelerden biri; o Urlinler, markalar
vb. hakkinda sahip olduklari tutumlardir. Tiketicinin
bir marka hakkinda sahip oldugu pozitif tutumlar, bir
diger onemli tlketici degerlendirme tiri olan satin
alma niyeti Uzerinde etkili olabilmektedir. Bir marka
hakkinda sahip olunan pozitif tutumlar, o marka
hakkinda pozitif satin alma niyetinin olusmasina neden
olabilmektedir. Bu baglamda, uluslararasi marka ittifaki
hakkinda sahip olunan pozitif tutumlar, uluslararasi
marka ittifaki hakkinda pozitif satin alma niyetinin
olusmasina sebep olacaktir. Bu bakimdan uluslararasi
marka ittifaki hakkinda tiketicilerin sahip oldugu
tutumlar ve satin alma niyetleri, uluslararasi marka
ittifakinin basarisi ile iligkili olabilecek 6nemli faktorler
olarak karsimiza ¢ikmaktadir. Tirkiye’de uluslararasi
marka ittifaki yatinmi gergeklestirmeyi planlayan
yerel ve yabanci markalar, bahsi gecen bu faktorleri
dikkate alarak yatirimlarini gergeklestirdikleri takdirde,
uluslararasi marka ittifakinin basarih  olma sansi
artacaktir. Bu faktorleri dikkate alarak gergeklestirilecek
uluslararasi marka ittifaklari, tiketiciler tarafindan
daha pozitif degerlendirilebilecek ve daha kolay kabul
edilecektir. Bu bakimdan, Tirkiye’de uluslararasi
marka ittifaki yatinmi gergeklestirmeyi disiinen yerel
ve vyabanci markalarin yoneticilerinin, uluslararasi
marka ittifaki yatirmlarini bu faktérler dogrultusunda
Turkiye'ye uyumlastirmalari  faydali  olacaktr.

Calismanin zaman ve maliyet kisitlarinin yaninda,
en oOnemli kisitlarindan birisi ¢alismada senaryo
tekniginin  kullanilmis  olmasidir. Her ne kadar
calismada kullanilan senaryo sade bir dil ile yazilmis
olsa da, katilimcilarin senaryoyu anlayamama ihtimali
bulunmaktadir. Ayrica senaryoda gercekte var olmayan
bir marka ittifaki kurgulandigindan, tiketiciler bu
marka ittifakini zihinlerinde canlandiramayabilirler.
Calismanin bir diger kisii ise ¢alismada kolayda
aran kullanilmis olmasidir. Kolayda arin
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grubu digindaki diger Uriin gruplar kullanildiginda
ya da c¢alismanin  senaryosunda  kullanilan
markalar degistirildiginde, tuketicilerin uluslararasi
marka ittifaki  hakkindaki  degerlendirmelerinin
farkli olabilecegi ifade edilebilir. Bu bakimdan
¢alismanin sonuglarinin tim dGrin gruplarn ve tum
markalar igin genellestirilebilmesi olduk¢a zordur.

ilerleyen  ddénemde  gerceklestirilecek  olan

galismalarin; farkli  markalarla farkli senaryolar
olusturarak ya da senaryo kullanmadan, gergek
yasamda var olan uluslararasi marka ittifaklari
ornekleri kullanilarak yapilmasi 6nerilebilir. Ayrica,
ilerleyen donemde gerceklestirilecek olan galismalarin
kolayda Uriinler haricindeki urtin gruplari ile yapilmasi
Onerilebilir. Boylece g¢alismanin sonuglarinin  farkl
uluslararasi marka ittifaki senaryolari, farkli markalar ve
farkl Griin gruplari igin genellestirilebilmesi mimkiin
olabilir.Sonolarak, ilerleyendéonemde gergeklestirilecek
olangalismalar;algilanan uyum, etnosentrizm, algilanan
marka yabanciligi, tutum ve satin alma niyeti faktorleri

arasindaki iliskileri, neden-sonug iliskisi baglaminda

analizler gergeklestiren daha ileri analiz teknikleri

ile irdeleyip, bu degiskenler arasindaki neden-sonug

iliskilerini bir model gercevesinde ortaya koyabilirler.
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0z
insani  gelisme, ilkelerin  gelismislik
diizeylerinin  kiyaslanabilmesi icin  Ulkede
yasayan insanlarin refah diizeylerini

dlgmektedir. insanlarin yasam dizeylerinin,
saglik hizmetlerinin, egitimlerinin ve diger
kosullarin  ekonomik blyiime ile birlikte
iyilesmesini ifade eden insani gelisme; UNDP
tarafindan 1990 yilindan beri insani Gelisme
Endeksi (IGE) olarak hesaplanmaktadir. Bu
galismanin amaci, Mahlberg ve Obersteiner
(2001)in IGE’yi Veri Zarflama Analizi (VZA)
ile hesaplanmasini 6nerdigi calismayl temel
alarak  Turkiye’deki illerin 2013 yilindaki
iIGE’sini belirlemektir. Veriler, UNDP’nin IGE
gostergelerine bagh kalinarak Tirkiye'de il
bazinda 2013 yili IGE’sini hesaplayan Giilel vd.
(2017) galismasindan elde edilmistir. Calismada
ilk olarak VZA modellerinden ¢ikti yonlii CCR
modeli kullanilmistir. Ayrica, ikinci bir yaklagimla
¢iktilarin  agirhklarinin ~ birbirine  oranlarina
sinirlama getirilerek Garanti Bolgesi (AR) ile
de IGE hesaplanmistir. iki yaklasimda da son
sirada yer alan illerin genel olarak Tirkiye’nin
dogusunda kalan iller oldugu belirlenmistir.

Anahtar Kelimeler
Veri Zarflama Analizi ¢ insani Gelisme
Endeksi ® Egitim Endeksi ® Saglik Endeksi ® Gelir
Endeksi

insani Gelisme, insanlarin tercihlerini arttrma
sirecidir (UNDP, 2016:2). Bu segenekler sonsuz
olabilir ve zamanla degisebilir. Uzun vadede one
cikan ¢ temel gosterge; uzun ve saglkl bir yasam,
bilgiye erisim ve iyi bir yasam standardi igin gerekli
kaynaklara ulasabilmektir (UNDP, 1990: 10). Bir
Glkenin milli gelirinin yUksek olmasi o Ulkenin
gelismis bir Ulke oldugunu ifade etmez. insani
gelisme, kalkinmanin gelirin 6tesinde daha basit
ama daha gicli bir 6l¢iit oldugu dislincesini ortaya
cikarmistir. Bu nedenle, insani gelismislik raporu,
insanlari kalkinmanin merkezine almak ve uzun

Orcid No: 0000-0003-4936-5783
Orcid No: 0000-0003-3665-3866

Abstract

Human development measures the level of
prosperity of the people living in the country
for comparing the development levels of the
countries. Human development means the
improvement in individuals’ living standards,
health services, education and other conditions
together with economic growth. It has been
calculated as Human Development Index (HDI)
by UNDP since 1990. The aim of this study is
assessing HDI (2013) of provinces in Turkey by
taking into account the study of Mahlberg and
Obersteiner (2001) which has been proposed
to calculate HDI by means of DEA. The data in
this study are taken from Giulel et al. (2017).
Firstly the output-oriented CCR model is used.
Then HDI is computed using Assurance Region
(AR) by introducing restriction on the ratios of
outputs’ weights to each other. The results of
two approaches indicate that the provinces in
the last order are placed in the east of Turkey.

Keywords
Data Envelopment Analysis ¢ Human
Development Index e Education Index e Income
Index e Health Index

donemrefahinidegerlendirmekigin gelirin 6tesinde bir
olgu yaratmak amaciyla UNDP tarafindan 1990 yilindan
itibbaren hazirlanmaya baslanmistir. insani Gelisme
Endeksi’nin amaci hem sosyal, hem de ekonomik
kalkinmaiginreferans olan tek biristatistigin yaratiimasi
ve gelirin yani sira insani gelismeyi 6lgmeyi amaglayan
gelir disi gdstergeleri de esas almaktadir (TUIK, 2017).

1950-1960'li yillarda kisi basina milli gelir, tlkenin
gelismisligini ifade etmekteydi. Bu donemlerde
ulusal gelirin arthirilmasina  6nem verildiginden
bireysel refah geri plana atilmistir. 1970'li yillarda
gelisme kavrami (zerinde yeni tanimlamalar ve
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tartismalar ortaya ¢ikmis bu durum gelismisligin tekrar
tanimlanmasina sebep olmustur. Gelisme hakkinda
yapilan tanimlar ve amaglar genis kapsamli ve igerigi
belirsizdir. Birlesmis Milletler tarafindan yayinlanan
raporda ‘yasam standartlarinin iyilestirilmesinin
iktisadi gelismenin temel amaci olarak goriilebilecegi’
ifade edilmistir (UN, 1949: 271). Bu tanimda yasam
standartlarinin nasil iyilestirilecegi belirtilmemistir.
Daha sonraki yillarda bu durum asilmis ve gelismenin,
sadece gelir ve Uretimdeki artigslardan ibaret olmadigi;
insani, sosyal, kiltirel, politik iyilesmeleri de kapsadigi
sonucuna varilmistir (Mihgi, 2003: 24).

insani Gelisme Endeksi (IGE); egitim diizeyi, gelir
diizeyi, yasam suresi olarak ti¢ ayri boyutu ifade eden
endekslerintekbirendekseindirgenmesiileolusturulan
ve llkelerin gelismislik dizeylerini ifade eden 6nemli
bir 6lgiittii. 0 ve 1 arasinda degerler alabilen IGE,
lkeleri insani gelismede gosterdikleri performansa
gore siralamaktadir. Ulkeler iGE degerlerine gore
UNDP tarafindan dort kategoride gruplanmaktadir:
diusik insani gelisme (0-0.549), orta insani gelisme
(0.550-0.699), yiiksek insani gelisme (0.700-0.799) ve
cok yiiksek insani gelisme (0.800-1) (UNDP, 2016:172).

insani gelisme, ilkelerin gelismislik duzeyleriyle
birlikte Ulkede yasayan bireylerin refah diizeylerini
dlgmektedir.  insanlarin  sahip  oldugu  imkan
ve vyeteneklerin arttirilarak, degerli bir yasam
saglanmasina yéneliktir. insani gelismislik Glkeler
icin oldugu kadar bir tlkedeki bolgeler ya da iller igin

de 6nemlidir. Ozellikle, iller arasinda olasi farkhliklarin
belirlenmesi ve farkliliklarin iyilestirilerek ortadan
kaldirilmasi gereklidir. Bu nedenle, calismada, iGE’nin
Veri Zarflama Analizi ile hesaplanmasini 6neren
Mahlberg ve Obersteiner (2001)in, yaklasimi temel
alinarak Tirkiye'deki illerin 2013 yili verileri ile IGE
hesaplanmis ve iller siralanmistir. IGE, UNDP’nin
onerdigi gostergelerle Turkiye'deki iller igin ilk kez
Veri Zarflama Analizi ile belirlenirken, illerin IGE iki
farkli yaklasimla goreceli olarak incelenmistir. iller
icin IGE hesaplanmasinda UNDP’nin yaklasimindan
farkhi  olarak verilere herhangi bir donilsim
uygulanmadan orijinal bigimleri ile kullanilmasi
saglanarak illerin IGE’sinin hesaplamasinda alternatif
bir  yontemin kullanilabilecegi  gosterilmistir.

Calismanin  ikinci kisminda insani gelisme
endeksinin UNDP tarafindan nasil hesaplandigi
aciklanmistir.  Uglincli  kisminda literatiir bilgisine
yer verilmistir.  Dordinci  kisimda  ¢alismada
kullanilan veri, besinci kissimda yontem ele alinmistir.
Daha sonra elde edilen bulgular verilirken ve
son bolimde calismanin sonuglar  6zetlenmistir.

insani Gelisme Endeksinin Hesaplanmasi

IGE, saglik, egitim ve gelir endekslerinin geometrik
ortalamasi ile elde edilmektedir. IGE'ne ait saglik,
egitim ve gelir endeksleri boyut endekslerini ifade
etmektedir. Sekil 1‘deiGE’nin bilesenleriyeralmaktadir.

Sekil 1: /GE’nin Bilesenleri
Kaynak: UNDP (2014)

UNDP tarafindan ilkelerin IGE’leri hesaplanirken,
once saglk, egitim ve gelir boyut endeksleri Esitlik (1)

gercek deger — minimum deger

Boyut Endeksi = maksimum deger — minimum deger (1)
ile bulunmaktadir.

UNDP, boyut endekslerini hesaplarken alt
gosterge olan degiskenlerin minimum ve maksimum
degerlerini  belirlemektedir. Saghk endeksi alt
gostergesi olan dogusta beklenen yasam siresi

minimum 20 yil iken maksimum olarak 85 yildir.

Egitim endeksi belirlenirken topluluklar egitim
olmadan da yasayabilirler disuincesinden hareketle
beklenen okullasma yili minimum deger 0, maksimum
deger 18 yil alinmaktadir. Ortalama okullagma yili
icin ise minimum deger 0 ve maksimum deger 15 yil
olarak kullaniimaktadir. Gelir endeksi alt gostergesi
olan kisi bagina gelir icin minimum 100 dolar,
maksimum 75000 dolar alinmaktadir (UNDP, 2014:
2). Saghk ve egitim boyut endeksleri hesaplanirken
verilerin  orijinal degerleri  kullanilmakta, fakat
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endeksinin  hesabinda  islemler
logaritmasi alinarak yapilmaktadir.

gelir  boyut
verilerin dogal

2010 yihna kadar boyut endekslerinin aritmetik
ortalamasi alinarak hesaplanan IGE, 2010 yilindan
sonra saglik, egitim ve gelir endekslerinin geometrik
ortalamasi alinarak hesaplanmaktadir. Aritmetik
ortalama  kullanildiginda, birime ait  yuksek
boyut endeksinin disiik boyut endeksinin yerini
tamamlamakta oldugu distincesi ile glivenilir olmayan
sonuclar elde edildigi iddia edilmistir. Geometrik
ortalama kullaniimasiyla ortaya c¢ikan bu sikinti
giderilerek daha glvenilir sonuglar elde edilmeye
baslanmistir. Boylece hesaplanan IGE Esitlik (2)de
verilmistir (UNDP, 2014: 2):

(2)

Literatiir
UNDP (1990), ‘hem insanlarin segimlerinin
genisletiimesi siireci hem de onlarin ulastiklan
refah  dizeyinin  gelistiriimesi’  olarak  insani

gelismigligi tanimlamistir (UNDP, 1990: 9). Gerek

Turkiye'nin  IGE’sini ve gerekse de Tiirkiye’deki
illerin  IGE’sini  farkli yaklasimlarla belirlemeyi
amaglayan cesitli ¢alismalar yapimstir.

Mihgi ve Mihgi (2003), Turkiye’nin insani gelisme
alaninda yakin dénemde gosterdigi ilerlemeyi farkli
llke gruplariyla karsilastirdig1 calismasinda, Tirkiye’nin
gorelikonumundaciddibiriyilesmenin gézlemlendigini,
ancak, insani gelisme alaninda elde edilen kazanimlarin
llke icinde esit olarak dagitilamadigini ifade etmistir.

Turkiye 2004 insani Gelisme Raporu’nda iller
bazindainsanigelisme endeksi degerleriyer almaktadir.
Kisi basi geliri daha yiksek olan iller, kisi basi geliri daha
diustk olan illere gore insani gelismislik bakimindan
daha geride yer almaktadir. Bu nedenle UNDP insani
gelismeyi, saghk ve egitim gibi ekonomik olmayan
gostergeleri de dikkate alarak iGE ile hesaplamaktadir.

Glinsoy (2005),

iGE’nin il bazinda farkhlasmasini  arastirmistir.
Turkiye’nin insani gelisme raporlarini, diger illere
ait IGE degerleri ile karsilastirarak Eskisehir’in
diger illere gore insani gelismedeki Gst siralardaki
konumunun saglik ve gelir endekslerinden ¢ok, egitim
endeksinden kaynaklandigi sonucuna ulasmistr.

Tuylioglu ve Karal (2006), Tirkiye icin IGE
degerlendirmesi yaparak UNDP tarafindan hesaplanan
IGE degerlerini kullanmis ve Tiirkiye’nin orta insani
gelisim  dizeyini asamadigini  belirtmistir.  Ayni
zamanda, Tirkiye'de iller dizeyinde de saglikh bir
hesaplamanin yapilabilmesi ve basarili bir insani

Eskisehir ilini baz alarak

kalkinma politikasinin uygulanabilmesi igin, iller
dizeyinde UNDP standartlarinda resmi verilerin
olusturulmasi gerektigi  sonucuna ulasmistr.

Karali (2005), Tirkiye’de iller arasi ve AB’ye Uye
olan son on ulke ve Tirkiye arasinda insani

kalkinma acisindan karsilastirma yapmistir.  Sonug
olarak, Tiurkiye hem kendi icinde hem de diger
lkeler ile karsilastirildigl durumda insani kalkinmada
ilerleme saglanamadigini, bunun temel sebebini
ise Turkiye’de insani kalkinmaya gerekli 6nemin
verilmemesi olarak ifade etmistir. istatistiki verilerin
surekli olarak guncellenmesi gerektigi Uzerinde
durarak, okur/yazarligi artirmak ve buna ydnelik
politikalarin uygulanmasi gerektigine de deginmistir.

Lake¢ (2006), Tirkiye’'nin insani kalkinma
performansini se¢mis oldugu AB Uyesi ve OECD
Glkeleri ile karsilastirarak Turkiye’nin performansini
olgmeye calismistir. Sonug¢ olarak, 1965-2005 yillari
arasinda insani gelismede sirekli bir artis yasanmasina
ragmen Tirkiye hala vyiksek insani gelismislik
dizeyine ulasamamistir. Bu durumu hizlandirmak
icin politika yapicilar, akademisyenler tarafindan

oneriler  hazirlanmasi  gerektigini  vurgulamistir.
Unal (2008), Tirkiye’nin bélgeleri arasindaki
farkhliklari IGE’ne gore degerlendirmistir. UNDP

tarafindan gelistirilen iGE alt gdstergelerini kullanarak
Turkiye’nin bolgeleri arasinda 6nemli bir fark oldugunu
ifade etmistir. Bati bolgesinin Dogu bolgesine gore
yuksek gelismislik sinifinda yer aldigi sonucuna
ulasmistir. Bolgeler arasindaki bu farkliligin ortadan
kaldirlmasi icin bolgesel gelisme politikalarinin
uygulanmasive desteklenmesigerektiginiifade etmistir.

Glrses (2009), Turkiye'yi baz alarak yayinlanmig
olan insani gelisim raporlarini Turkiye’nin uluslararasi
konumu ve insani gelisimin yillar igerisindeki degisimini
incelemistir. Turkiye’nin egitim alanindaki yatirimlara
oncelik vermesi gerektigi sonucuna varmistir.
Turkiye’nin orta diizey insani gelisime sahip bir llke
olmasina ragmen okullagma oranlarinin diger llkelere
gore daha dusuk endeksli olmasiniilgi cekici bulmustur.

Turkoglu (2009), Turkiye'deki illerin insani
gelismislik dizeylerini belirlemek amaciyla
demografik, saglik, egitim ve mali degiskenler ile
cok degiskenli istatistiksel analizleri kullanarak
kapsamli bir endeks gelistirmistir. Kapsamli endeks
ile  UNDP’nin onerdigi IGE’yi  karsilastirmistir.

Demir Seker (2011), IGE’nin yillar icinde
degismesinin nedenlerini, ileriye yonelik tahminlerini,
2010 vyilindaki degisiklikleri g6z ©6nlne alarak
Turkiye’nin IGE degerleri ve IGE siralamasindaki yerini
Kalkinma Bakanhgl icin hazirladigl raporunda analiz
etmistir. Calismada, Tirkiye icin dogusta beklenen
yasam siresi ve gelirdeki artislardan ¢ok egitime iliskin
degiskenlerin iIGE’de artis sagladigini ifade etmistir.

Erol (2011), gelismekte olan bazi dlkeler
ile Tirkiye’nin insani gelisme kriterlerini Temel
Bilesenler Analizi ile incelemis ve UNDP raporlari
ile uyumlu sonuglar bulmustur. Refahin artmasinin
ilerleyen yillarda insani gelisme degerlerinde
onemli artislara sebep olacagini  vurgulamistir.
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Cinar (2012), 187 ilke igin sosyoekonomik
degiskenler ile Veri Zarflama Analizi (VZA) kullanarak
IGE  hesaplamistir.  Ulkelerin  IGE  degerlerine,
¢alismada kullanilan degiskenlerin oransal katkilarini
yorumlamistir. Ayrica, ¢ikti yonlii Charnes, Cooper,
Rhodes (CCR) modeli ile elde ettigi sonuglarda,
incelenen lkelerin referans kimesinde bulunan
diger ulkelere gore degerlendirmelerini yapmistr.

Dogan ve Glrler (2013), Turkiye’nin durumu
ve ileriye yonelik tahminlerini dogrusal regresyon
ve trend analizleri ile tespit etmeye calismistir. IGE
Gzerinde etkili alt endeksleri hesaplamis, calisma
sonucunda egitim, saglk ve gelir endekslerinin olumlu
artislarinin  seyir etmesi durumunda Turkiye'nin
diinya Ulkeleri arasindaki iGE degerini ve kategorisini
ylkseltmesinin miimkin oldugu sonucuna ulasmistir.

Paksoy (2015), Tirkiye ve Avrupa ulkelerinin
performanslarini  ve gelismiglik dizeylerini farkh
kurumlar tarafindan gelistirilen bilesik gostergelerle
Vikor  yontemini  kullanarak  degerlendirmistir.
CalismadadilkeleriniGEsiralamasiveVikorsiralamasinin
goreceli uyumlulugu belirlenmis, daha sonra (lkelerin
ekonomik ve sosyal gelismigligini Olgen diger baz
bilesik gostergeler de eklenerek, Tirkiye ve Avrupa
Ulkelerinin kapsamli bir karsilastirmasi yapilmistir.

Yildiz (2015), en yiksek insani gelismislige sahip
lkeler, gelismekte olan Ulkeler ve AB’ye liye olan son
lg ulke ile aday ulkeler ve Tirkiye'nin insani gelisme
dizeyini karsilastirmistir. Sonug¢ olarak, Turkiye'nin
egitim endeksi gostergelerinin dlsukligl, politik
ve ekonomik alanlarda yasanan cinsiyet esitsizligi
insani gelisme dilzeyinde ilerleyememesine neden
oldugu, egitim alaninda ilerleme kaydetmek adina
adimlar atilmasi gerektigi sonucuna varmistir.

Ozpinar ve Koyuncu (2016), Tiirkiye Ekonomi
Politikalar Arastirma Vakfi (TEPAV)'a degerlendirme
notu olarak sunduklari iIGE’yi Tirkiye’de iller bazinda
hesaplamiglardir.  Calismada, &nce UNDP IGE
degerlerine gore hesaplanan ve Turkiye'deki illeri,
llkelerle karsilashrmaya imkan veren IGE 2013;
sonra, kiresel siralamadan bagimsiz olarak sadece
Turkiye iginde illerin karsilagtirimasina olanak
taniyan Yerel IGE 2013 hesaplanmistir. Hesaplanan
birinci yaklasimda Tirkiye ylksek insani gelismislige
sahip iken, ikinci yaklasimda Tiirkiye illerinin batida
yuksek insani gelismislik, doguda ise orta insani
gelismislik seviyesinde oldugu sonucuna variimigtir.

Gilel vd. (2017) yapmis olduklari ¢alismada,
Turkiye’nin 81 iline ait 2013 yili IGE’yi UNDP’nin
yontemi ile hesaplamislardir. IGE hesaplamasi sonucu
Ankara ili birinci sirada, Mus ili son sirada yer almistir.

Bu c¢alismada IGE’nin VZA ile hesaplanmasi
hedeflenmektedir. Literatiirde IGE hesaplanmasi
amaciyla VZA'nin kullanildigi galismalar bulunmaktadir.
Mabhlberg ve Obersteiner (2001), 182 (lkeyi baz alarak
UNDP tarafindan hesaplanan IGE’yi bu ilkeler icin

VZA yontemi ile yeniden degerlendirmistir. Benzer
bilesik endeksli ve ¢ok sayida girdi ve ¢iktisi bulunan
modellerdede VZA'ninkullanilabileceginiifade etmistir.

Despotis (2004), UNDP tarafindan hesaplanan
IGE’yi VZA ile yeniden degerlendirmek tizere énerdigi
yaklasimiyla Asya ve Pasifik Bolgesi lkelerine
uygulamistir. ilk olarak VZA benzeri bir yaklasimla
llkelerin IGE degerlerini belirlemistir. ikinci olarak,
sosyoekonomik gostergelerin  optimal agirliklarini
kullanarak vyeni bir gelisme endeksi icin Hedef
Programlama modeli ile hesaplamalari genisletmistir.
Despotis tarafindan o6nerilen insani gelismenin
yeni Olcuti ile UNDP tarafindan benimsenen
iIGE yiiksek derecede korelasyonlu bulunmustur.

Zhou vd. (2007), genis kapsamli kullanim alani
bulunan bilesik endekslerin olusturulmasinda alt
gostergelerin  agirliklarinin  belirlenmesi igin  VZA
benzeri bir yaklasim 6nermistir. Onerilen model,
18 Asya-Pasifik Ekonomik isbirligi  Ulkesi’nin
surdirilebilir  enerji  gelisimini modellemek igin
bir bilesik endeksin gelistirilmesinde kullanilmistir.

Blancard ve Hoarau (2011), IGE alt endekslerinin
ayni agirliklara sahip olmadigini bu nedenle VZA
kullanarak optimum agirliklarini belirleyen yeni bir
yaklasim onerisinde bulunmus ve UNDP tarafindan
hesaplanan IGE’yi gbzden gegirmistir. 169 ulkenin
insani gelisimine ait performanslarini ¢arpimsal
VZA modelleri ile degerlendirmistir. Sonug olarak,
UNDP’nin esit agirhklar varsayimi ile bulgularinin
istikrarh  bir sonu¢ verdigini ifade etmistir.

Vierstraete (2012), gelismis ve gelismekte olan
cesitli tlkelerin insani gelisme endeks degerlerini gelir
dist IGE ile VZA uygulayarak degerlendirmistir. Ulkelerin
genel olarak orta insani gelismislik diizeyinde oldugunu

fakat gelir digindaki degiskenler ile hesaplanan

iGE’nin daha iyi sonuclar verdigini belirtmistir.
Veri

Calisma, Turkiye'deki illerin  IGE’sini VZA

yardimiyla belirlemeyi amaglamaktadir. Calismada
kullanilan veriler Giilel vd. (2017) c¢alsmasindan
alindigindan 2013 yilina aittir. Dolayisiyla, iller igin
2013 yili iGE belirlenecektir. IGE, saglik, egitim ve
gelir endekslerinden meydana gelmekte ve bu
¢ endeks yardimi ile hesaplanmaktadir. Saglik
Endeksi (SE), dogusta beklenen yasam siresi ile
hesaplanan bir endekstir. Kisinin yasamasi muhtemel
yil sayisidir. Egitim Endeksi (EE), ortalama okullasma
yili ve beklenen okullasma vyili degiskenleri ile
hesaplanmaktadir. Ortalama okullasma yih 25 ve
lizeri vyastaki bireylerin ortalama ka¢ yil egitim
aldiginin gosterirken, beklenen okullasma yili ise
bireyin su an itibar ile ortalama olarak alacagi
egitim yilini ifade etmektedir. (Yesilyurt vd, 2016:2).
Gelir endeksi (GE), Tirkiye’de yasayan bireylerin
kisi basina disen gelirini gostermektedir. Giilel vd.
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(2017) galismasinda Tiirkiye’de il bazinda kisi basi gelir
hesaplanamamasindan dolayr bu degisken vyerine
temsili degisken kullanmistir. Kisi basina gelir ile kisi
basina tahakkuk eden vergi arasinda yiiksek korelasyon
bulunmasindan dolayr temsili degisken olarak Kkisi

basina tahakkuk eden vergi degiskeni alinmistir.

Calismada verileri kullanilan Gilel vd. (2017)‘nin
hesaplamada kullandigi boyutlara ait alt gostergelerin
minimum ve maksimum degerleri Tablo 1’de verilmistir:

Tablo 1: Giilel vd. (2017) Tarafindan Hesaplanan IGE’nde Kullanilan Alt Géstergelerin Minimum ve Maksimum Dederleri

Boyut Alt Gosterge Minimum Maksimum
Saglk Endeksi Dogusta beklenen yasam 74.93 80.73
siresi (Kilis) (Mardin, Tunceli)
Egitim Endeksi Ortalama okullagma yih 441 7.80
(Agn) (Rize)
Beklenen okullasma yili 8.98 12.14
(Sirnak) (Ankara)
Gelir Endeksi Kisi basi gelir 453.66 26658.85
(Mus) (Kocaeli)
Yontem

Veri Zarflama Analizi

Benzer girdileri kullanarak benzer giktilar Greten
isletme, kurum, okul, banka, mahkeme gibi birimlere
‘Karar Verme Birimi (KVB)" denir. KVB’nin, elindeki en
uygun girdi bileseni ile olabilecek maksimum ¢iktiyi elde
etme basarisina ‘teknik etkinlik” denilmektedir (Bakirci,
2006:200). KVB'lerine iliskin etkinlik ol¢limi, oran
analizi, parametrik yontemler ve parametrik olmayan
yontemler kullanilarak yapilmaktadir (Sari, 2015:3-4).

Oran analizinde, tek ¢iktinin tek girdiye orani
alinarak inceleme vyapilmaktadir. Fakat, ¢ok sayida
girdi ve ¢ikti olmasi durumunda oran analizi etkinligi
aciklamakta yetersiz kalmaktadir. Girdi ve g¢iktilarin
birbirlerine oranlanmasi durumunda oranlardan biri
incelenen birimin etkin oldugu sonucunu gosterirken,
bir baskasi etkin olmadigini gosterebilmektedir. Bu
nedenle, girdi ve gikth sayisinin fazla olmasi durumunda
oran analizi yetersiz kalmaktadir (Sari, 2015:4).

Parametrik yontemler, etkinlik 6l¢imi yapilacak
olan KVB’ye iliskin dretim fonksiyonunun analitik
yapida oldugunu varsayar ve lretim fonksiyonunun
parametrelerini tahmin etmeye calisir. Etkinlik dlgtimii
yapilirken en yaygin bilinen parametrik yontem
regresyon analizidir. Regresyon analizi ile etkinlik
Olcimiinde regresyon dogrusundan yararlanilmaktadir.
Dogrunun Ulzerinde kalan KVB’ler etkin, dogrunun
altinda kalanlar etkin olmayan KVB’lerdir (Giilci
vd.,2004:93-94). Bir diger bilinen parametrik yontem
ise Stokastik Sinir Analizi (SSA)’dir. Ekonometrik yontemi
kullanan SSA, isletmelerin, firmalarin kaynaklarini etkin
bir sekilde kullanmadiklari varsayimindan hareket
etmektedir, yani bazi isletme veya firmalar etkin
Uretim yapmamaktadir (Deliktas, 2006:5; Candemir ve
Deliktas, 2006: 2). Aciklayan degiskenler (girdiler) ile
actklanan degisken (cikt) arasinda iliski kurmaktadir

ve hata terimine de modelde yer vermektedir.
SSA etkinlik Olgimi yapilan firma, kurum, vb. icin
Gretim fonksiyonunun analitik yapida oldugunu farz
etmektedir (Akan ve Calmasur, 2011: 14). Ancak, SSA
tek ¢kt olmasi durumunda kullanilabilen bir yéntemdir.

Farrell (1957), calismasinda teknik etkinlik ve
etkin sinir kavramlarindan bahsederek, birimlerin
goreceli etkinligini ¢cok sayida girdi ve tek ¢ikti igin
incelemistir (Farrell, 1957:255, 259, 264). Charnes vd.
(1978), Farrell (1957)'in galismasindan yararlanarak
¢ok sayida girdi ve ¢ok sayida ¢ikti olmasi durumunda
karar verme birimlerinin goreli etkinliklerini dlgen Veri
Zarflama Analizi (VZA)'ni 6nermislerdir. VZA, Dogrusal
Programlama tabanli, herhangi bir varsayima ihtiyag
duyulmayan parametrik olmayan bir y6ntemdir.
VZA'da etkinlik 6lgltd, ciktilarin agirhkh toplamlarinin
girdilerin  agirlikli  toplamlarina  boélimi ile elde
edilmektedir (Caglar, 2003:17-18). Goéreceli bir etkinlik
incelemesi saglayan VZA “en iyi” birimlerden olugsan
etkin sinira  gore birimleri degerlendirmektedir.
m girdi ile s ¢kt lreten n tane KVB’nin olmasi
durumunda, incelenen KVB’nin etkinligini veren CCR
Modeli Esitlik (3)teki gibidir:

s
Maks 6 = Yr=1Ur¥ro

m

i=1 ViXio
=1 UrYrj .
72:,1:1%%_ <1 (G=12,...n)
(3)
u. =0, v, =20 (r=12,..,s;i=12,..,m)

Burada, 6, etkinlik skoru; X |- KVB’nin i. girdisi; Y_,
j- KVB'nin r. giktisi; u__, r. ciktinin agirhgi; v_, i. girdinin
agirhigidir.  Esitlik 3’teki modelin amag¢ fonksiyonu
dogrusal degildir. Model, Kesirli Programlama
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modelidir. Esitlik (3)"teki amag fonksiyonunun paydasi
1’e esitlenerek bir kisit olarak probleme eklenmesiyle
Esitlik (4)'teki carpan bigim olarak da bilinen Dogrusal
Programlama modeli elde edilmektedir.

Maks 6 = ¥5—1 UrYro

m
Z VX =1

i=1

(4)

N

r

m
uryr]- - Z Ul'xl'j <0 (] = 1,2, ...,Tl)
1 i=1

u. =0, v, =20 (r=12,..,5;i=12,..,m)

Esitlik 4’Gn dualinin alinmasi ile zarflama bigimi
olarak bilinen model elde edilmektedir:

Min 6

Ox;, — Zﬂ-]‘xu >0 (i=12..,m)
j=1 (5)

n
Z%Yrj 2y (r=12..,s)
=1

A =0 G=12..n)

Esitlik (3), (4) ve (5)teki
kesirli, c¢arpan ve =zarflama modelleri
isimlendirilir. ~ Bu  modeller girdi yonli CCR
modelleridir (Dogan ve Gencan, 2014: 96-97).

Zarflama modeli ¢ozildiginde 0<8<1 olmaktadir.
KVB’'nin etkin olabilmesi icin 672*=1 ve gevsek
degiskenlerin tamami sifir olmalidir. Verilen kosullarin
saglanmamasi durumunda KVB etkin olmayandir.
Etkin olmayan KVB’ler etkin olabilmek i¢in kendilerini
etkin KVB'lere benzetmeye calisirlar. Etkin olmayan
KVB'lerin ornek aldiklari etkin KVB’lerin olusturdugu
kiime ‘referans kiimesi’ olarak adlandirilir. Referans
kiime, zarflama modeli ¢dziimiinde 7\_J_>0 kosulunu
saglayan KVB’lerden olusur.

sirasiyla,
olarak

modeller,

Buraya kadar verilen CCR modeli, ¢iktilar sabit iken
girdileri azaltmayi hedeflemektedir. Bu nedenle girdi
yonli CCR modeli olarak tanimlanir. Girdiler sabit
tutularak c¢iktilar arttirmayr hedefleyen model ise
¢ikt yonli CCR modelidir. Cikti yonlii CCR modelinin
zarflama bigimi asagida yer alan Esitlik (6) gibidir:

Maks n

n
Z/l,-yr,- 2Ny (r=12..5)
j=1

420 G=12..,n) (6)

Esitlik (6)’'daki model ¢ozildiginde n>1 degerini
almaktadir. KVB’nin etkin olabilmesi i¢in n*=1 ve
gevsek degiskenlerin tamami sifir olmalidir. Verilen
kosullarin  saglanmamasi durumunda KVB etkin
olmayandir (Cooper vd., 2007: 58). Yine, girdi yonli
modelde oldugu gibi referans kiime, ¢d6zimde )\_j>0
kosulunu saglayan KVB’lerden olusmaktadir.

VZA'da olusturulan model incelenen KVB icindir.
Tim KVB’ler igin tek tek olmak lzere toplam n adet
model olusturularak ¢oéziimlenir ve boylece her bir
KVB icin etkinlik skoru elde edilir.

Suiperetkinlik modeli.

VZA'da etkin KVB’ler 1 etkinlik skorunu alir. Bu
nedenle, ayni etkinlik skoruna sahip etkin KVB’ler kendi
aralarinda siralanamazlar. Andersen ve Petersen (1993)
tarafindan 6nerilen Siiperetkinlik modeli etkin KVB'lerin
siralanmasinda kullanilir. Dolayisiyla, etkin olan KVB'ni
kendi aralarinda en iyi olan(lar)in belirlenmesi amaci ile
Gstlinlik siralamasina tabi tutar. Etkin olmayan KVB’nin
etkinlik skorunda degisme olmazken etkin olan KVB’lerin
skorlari degismektedir (Pergin ve Cakir, 2012: 36).

Esitlik (7)’'de girdi yonli CCR siperetkinlik modeli

verilmistir:
Min#,
2 Ax; < 6pxy, (i=1..,m
X AYr Z Yro, (r=1,..s)
A4 =0 G=1,..,n) (7)

Cikt yonlii CCR superetkinlik modeli ise Esitlik (8)'deki
gibidir:

Maks 6
lexij < Xi0 » (l = 1, ,m)

(8)
leyrj = QOyTO ) (T = 1! ""S)

4 =0 G=1,..,n
Garanti bolgesi (AR) yaklagimi.

VZA, her KVB icin en yiksek etkinlik skorunun elde
edilmesini saglayacak agirliklari atamaktadir. incelenen
KVB icin dezavantajli degiskenlere sifir ya da ¢ok kiiciik
agirhklar atanabilmektedir. Agirliklarin sifir ya da ¢ok
kiigik olmasi etkinlik skoru hesaplanmasinda bazi
degiskenlerin katkisinin olmamasina ya da istenenden
cok az olmasina yol agmaktadir. Bu sorunu gidermek
icin VZA'da degiskenlere iliskin agirlklara sinirlamalar
getirmekmimkindir.Ayrica, girdiveciktidegiskenlerine
iliskin agirhklara kisitlarin eklenmesiyle modelin ayirma
giici de artmaktadir (Ozdemir ve Demireli, 2013:
9). Agirliklarin birbirine oranina sinir getirilmesini
saglayan Garanti (Gliven) Bolgesi (AR) Yaklagimini
Thompson vd. (1986) 6nermistir. AR Yaklasimina gore
agirhklar Esitlik (9) ve Esitlik (10)'daki gibi sinirlanir.
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, (9)
akzﬁv—lzﬁﬁkz (k#1D

Sy <E<vy  (TED) (10)

Burada, a_, ve B_,, girdilere iliskin agirlik orani
olan v /v, icin alt ve Ust sinir degerleri; &_ o Ve v_
glktllara |I|§k|n agirhk orani u/u icin alt ve ust sinir
degerleridir. Esitlik (9) ve/veya E§|t||k (10)’daki kisitlar
VZA modellerine eklenerek AR yaklasimi yardimiyla

KVB’lerin  etkinlik  skorlari  belirlenebilmektedir.

VZA ile illerin iIGE Hesaplanmasi

iGE’ne iliskin calismalarda iki temel noktada
elestiri getirilmektedir. Birincisi IGE’nde kullanilan
degiskenlere/boyutlara iliskindir. Egitim, saglik ve
gelir boyutlarinin insani gelisimi yeterince ifade
etmedigini, Ulkelerin ya da bolgelerin fiziki ve beseri
sermayelerinin yani sira toprak, orman, biyogesitlilik
gibi dogal sermayenin goz ardi edildigi noktasindadir.
ikinci elestiri ise hesaplamaya iligkindir. Boyutlarin
agirliklari basta olmak Ulizere hesaplama sekli igin
alternatif ¢alismalar vyapilmistir.  Bu ¢alismada,
ikinci elestiri konusuna odaklanilarak illerin IGE
hesaplanmasinda Mahlberg ve Obersteiner (2001)
tarafindan kullanilan yaklasimla VZA uygulanmstr.

VZA ile IGE hesaplanirken cikti yonlii CCR modeli
kullanilmistir. Modelde, dogusta beklenen yasam
siresi, ortalama okullasma yili, beklenen okullasma
yili ve kisi basina disen geliri temsil etmek Uzere
kisi basina tahakkuk eden vergi degiskenleri cikt
olarak alinmistir. Girdi olarak ise tim iller icin degeri
1 olan yapay bir degisken kullanilmistir. Bdylece,
81 il icin bir girdi ve dort ¢kt elde edilmistir.

Performans degerlendirmelerinde girdisi olmayan,
sadece ciktilari bulunan modeller yaygin olarak
kullanilmaktadir (Liu vd., 2011: 472; Hoarau ve
Blancard, 2013: 627). Lovell ve Pastor (1999), Liu vd.
(2011) gibi calismalarda girdisi ya da ciktisi olmayan
VZA modelleri incelenmistir. Lovell vd. (1995), tilkelerin
makroekonomik performanslari 6lgilirken herhangi
bir girdi kullanmamiglardir. iktisadi mantik agisindan
Ulkelerinmakroekonomik politikasonuglarinibelirleyen,

kabul edilebilecek girdiler seklinde dustnulebilir.
Bu nedenle tum karar birimleri agisindan girdilerin
ayni olmasi ve “1” olarak alinmasi mimkindir
(Giran ve Tosun, 2005: 93). IGE dért gdstergenin
birlesiminden olustugu igin kaynak (girdi) olarak
1 alinmistir (Mahlberg ve Obersteiner, 2001:7).

UNDP hesaplamasinda IGE’nin boyutlarina iliskin
degiskenler maksimum-minimum  kriterine gore
standartlastiriimasina ragmen VZA’da orijinal bicimi ile
modelde yer almistir. Ayrica, VZA her bir il icin iGEyi
en buyuk yapacak agirlik secimini veriye dayali olarak
yapmakta, herhangi bir onsel bilgi kullanmamaktadir.
Cikt1 yonli modellerde amag¢ fonksiyonunun degeri
olan etkinlik skoru 1’den biyik olmaktadir. IGE
olarak kullanilacak etkinlik skorunun tersi alinarak 0-1
araliginda bir endeks degeri elde edilmistir. Dolayisiyla,
VZA ile elde edilen IGE icin en biiyiik deger 1 olacaktr.

Bulgular
CCR Modeli Bulgulari

illerin CCR Modeli ile elde edilen IGE degerleri ve
siralamalari Tablo 2’de, sonuglarin Tirkiye haritasindaki
gosterimi Sekil 2’de verilmistir. Tabloda verilen IGE
degeri 1 olan iller ayni skora sahip oldugu icin ayni
sirayl almaktadir. Ancak, etkin olarak bulunan bu illerin
Andersen ve Petersen (1993) tarafindan o6nerilen
stiperetkinlik modeli ile siralanmalari mamkinddar.
Superetkinlik modeli ile etkin olmayan birimler igin
etkinlik skorunda herhangi bir degisiklik olmazken,
etkin birimlerin etkinlik skoru degismektedir. Tam etkin
olan, dolayisiyla IGE degeri 1 olan illerin siiperetkinlik
modeli ile elde edilen sonuglara gére Kocaeli (2.1040),
Ankara (1.0487), Rize (1.0062), Eskisehir (1.0049),
Bilecik (1.0038), Tunceli (1.0024), Artvin (1.0017),
Mugla (1.0011), Bolu (1.0007), Giresun (1.0004) ve
Trabzon (1.0003) seklinde siralandiklar belirlenmistir.
Bu illeri Mardin, Isparta, Glimiishane, Karablk izlerken,
izmir 16., istanbul 19. sirada yer almistir. CCR modeli ile
iGE en disiik on il ise Bingdl, Afyonkarahisar, Sanliurfa,
Hakkari, Erzurum, Gaziantep, Ardahan, Agri, Van ve
Kilis olmustur. Son sirada bulunan Kilis i¢in IGE 0.9321
bulunmustur. CCR sonuglari incelendiginde iGE olarak
kullanilan etkinlik skorlari 1 olan illerden Tunceli 41,
Mugla 27, Trabzon 24, Ankara ve Rize 20 ilin referans

iktisadi enstrimanlar tlim ekonomi bdrokrasisinin  kiimesinde yer almistir. Kocaeli’nin sadece Kirklareli’nin
sahip olabildigi ve bu nedenle ortak araglar olarak referans kiimesinde olmasi  dikkat cekicidir.
Tablo 2: CCR Modeli ile Elde Edilen IGE
iller iGE Sira iller iGE Sira |iller iGE Sira
Kocaeli 10.000 1 Karaman 0.9833 28 Bartin 0.9697 55
Ankara 10.000 1 Kirsehir 0.9831 29 Sirnak 0.9697 56
Rize 10.000 1 Edirne 0.9827 30 Nigde 0.9695 57
Eskisehir 10.000 1 Denizli 0.9826 31 Siirt 0.9691 58
Bilecik 10.000 1 Sinop 0.9806 32 Manisa 0.9682 59
Tunceli 10.000 1 Kirikkale 0.9803 33 1gdir 0.9673 60
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Artvin 10.000 1 Aydin 0.9794 34 Sakarya 0.9670 61
Mugla 10.000 1 K.Maras 0.9790 35 Diyarbakir 0.9659 62
Bolu 10.000 1 Malatya 0.9789 36 Yozgat 0.9655 63
Giresun 10.000 1 Batman 0.9779 37 Bayburt 0.9645 64
Trabzon 10.000 1 Mersin 0.9761 38 Nevsehir 0.9628 65
Mardin 0.9993 12 Cankiri 0.9758 39 Kars 0.9626 66
Isparta 0.9993 13 Zonguldak 0.9756 40 Sivas 0.9623 67
Gimishane 0.9979 14 Balikesir 0.9754 41 Tokat 0.9603 68
Karabiik 0.9948 15 Aksaray 0.9753 42 Mus 0.9595 69
izmir 0.9944 16 | Samsun 0.9741 43 Adana 0.9589 70
Kirklareli 0.9934 17 Usak 0.9736 44 Bitlis 0.9570 71
Yalova 0.9931 18 Elazig 0.9735 45 Bingol 0.9569 72
istanbul 0.9928 19 Kayseri 0.9724 46 Afyonkarahisar | 0.9563 73
Amasya 0.9914 20 Dizce 0.9715 47 Sanliurfa 0.9554 74
Ordu 0.9898 21 Osmaniye 0.9710 48 Hakkari 0.9547 75
Canakkale 0.9885 22 Kastamonu 0.9710 49 Erzurum 0.9535 76
Antalya 0.9865 23 Tekirdag 0.9708 50 Gaziantep 0.9511 77
Burdur 0.9860 24 Bursa 0.9708 51 Ardahan 0.9483 78
Adiyaman 0.9856 25 Konya 0.9701 52 Agri 0.9382 79
Kiitahya 0.9854 26 Corum 0.9701 53 Van 0.9323 80
Erzincan 0.9851 27 Hatay 0.9699 54 Kilis 0.9321 81

Sekil 2’de IGE en yiiksek olan iller incelendiginde,
Tunceli ve Mugla disindaki iGE en yiiksek olan diger
illerin birbirine komsu oldugu goérilmektedir. Dogu
Anadolu ve Glneydogu Anadolu Bolgesi'ndeki illerin

IGE degerleri genel olarak diisiiktiir. Ancak, Mardin’in
bu bolgedeki illerden ayristigi gorilmektedir. Yine,
Turkiye'ninbatiyarisindayeralanBartin,Manisa,Sakarya
ve Afyonkarahisar diisiik IGE’ye sahip iller arasindadir.

Sekil 2: CCR Sonuglarinin Tiirkiye Haritasindaki Gésterimi

6AR yaklasimi bulgulari.

VZAillerin iIGE degerlerini en biiyiik yapacak sekilde
modeldekidegiskenlereagirliklariatamaktadir. Buislem
nedeniyle, timillerigin agirhk kiimesi farkli olmaktadir.
Ayrica, ilin IGE degerini maksimum yapmak igin
modeldeki degiskenlerde il icin dezavantaj tasiyanlar
degisken(ler)e ¢ok kigik agirliklar atanmakta ve hatta
cogunlukla 0 degeri agirlik olarak belirlenmektedir.
Boylece, endeks hesabina tiim degiskenler ya da
boyutlar katki saglayamamaktadir (Bazi iller igin CCR
modeliyle atanan agirliklar Tablo 3’te verilmistir).

Bu durumun oOniline gecerek, 0 ya da ¢ok kiicik
agirhklar atanmasi yerine daha dengeli bir agirlik
kiimesi atanmasi icin AR yaklasimi ile IGE yeniden
hesaplanmistir. AR yaklasiminda c¢ikti degiskenlerine
iliskin agirliklarin birbirine oranlarinin en az 0.01, en
fazla 100 olmasini saglayacak Esitlik (11)'deki gibi bir
kisit kiimesi modele eklenmistir:

(11)
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Tablo 3: Secilmis Bazi lller icin CCR Modelindeki IGE ve Cikt1 Agirliklari

iller insani Gelisme Ortalama Beklenen Dogusta Beklenen Gelir
Endeksi Okullagsma Yil Okullagsma Yil Yasam Siresi
Kocaeli 10.000 0.000000 0.000000 0.000000 0.000038
Mugla 10.000 0.016584 0.000000 0.011019 0.000000
Rize 10.000 0.000000 0.033707 0.007370 0.000001
Trabzon 10.000 0.007391 0.013888 0.009796 0.000000
Tunceli 10.000 0.000000 0.001026 0.012241 0.000000
Mardin 0.9993 0.000000 0.000000 0.012395 0.000000
Isparta 0.9993 0.016054 0.057545 0.002449 0.000000
Glmighane 0.9979 0.000000 0.000000 0.012414 0.000000
Karabuk 0.9948 0.010564 0.065626 0.001741 0.000000
izmir 0.9944 0.005541 0.000000 0.011975 0.000001
Kirklareli 0.9934 0.027110 0.067311 0.000000 0.000000
Afyonkarahisar 0.9563 0.011916 0.000000 0.011981 0.000000
Sanlurfa 0.9554 0.000000 0.000000 0.012965 0.000000
Hakkari 0.9547 0.000000 0.000000 0.012974 0.000000
Erzurum 0.9535 0.000000 0.000000 0.012975 0.000001
Calismada doért cikt olmasi nedeniyle, 4(4- alanKocaeli'niistanbul, Ankara, izmir, Tekirdag, Mersin,

1)/2=6 tane kisit ¢ikti yonlii CCR modeline eklenerek
AR yaklasimi ile IGE hesaplanmistir. Calismadaki
modelde sadece bir tane girdi degiskeni oldugundan
girdi agirhg icin herhangi bir sinirlama yapilmamistir.

AR yaklasimiyla elde edilen iGE sonuclari Tablo
4'te, sonuglarin Tirkiye haritasindaki gosterimi Sekil

3’'te verilmistir. Agirhk sinirlandirmasi yapildiginda
elde edilen IGE degerleri, VZA'nin vyapisi geregi
CCR modeliyle bulunana esit ya da daha kiguk

olur. Tablo 4’teki sonuglar incelendiginde Kocaeli
disindaki illerin IGE degerlerinin oldukca diistigiini
sdylemek mimkindir. illerin elde edilen IGE
degerlerinin degismesinin yaninda siralamalarinin
da degistigi goriilmektedir. AR yaklasimiyla sadece
Kocaeli’'nin IGE 1 degerini almistir. ilk sirada yer

Bursa, Zonguldak, Antalya ve Mugla izlemektedir.
Son sirada yer alan iller ise Sirnak, Ardahan, Siirt,
Kilis, Bingol, Hakkari, Sanliurfa, Bitlis, Van, Mus
ve Agr olmustur. Cografi olarak incelendiginde
ilk 15 il Kirikkale ve batisinda yer alan iller iken
son 22 il ise Yozgat ve dogusundaki iller olmustur.

Sekil 3’teki harita incelendiginde, sadece
Kocaeli ilinin IGE degerinin 1.000 oldugunu
gorilmektedir. Kocaeli'nden sonra  Turkiye'deki

en biyiik Ug il olan istanbul, Ankara ve izmir en
biyik IGE degerine sahiptir. Ozellikle Kirikkale
haric Ankara’nin dogusunda olan iller i¢in IGE’nin
¢ok diisik oldugu gbze carpmaktadir. Genel olarak,
Adana ve Giresun hattinin dogusunda kalan illerin
IGE skorlarinin oldukca diisiik oldugu gériilmektedir.

Tablo 4: AR Yaklasimi ile Elde Edilen IGE

iller iGE Sira iller IGE Sira iller iGE Sira
Kocaeli 10.000 1 Balikesir 0.3156 28 Corum 0.2948 55
istanbul 0.6158 2 Manisa 0.3152 29 K.Marag 0.2945 56
Ankara 0.5712 3 Diizce 0.3146 30 Osmaniye 0.2918 57
izmir 0.5608 4 Burdur 0.3128 31 Cankiri 0.2889 58
Tekirdag 0.3947 5 Aydin 0.3127 32 Nigde 0.2886 59
Mersin 0.3935 6 Konya 0.3122 33 Erzurum 0.2881 60
Bursa 0.3769 7 Aksaray 0.3117 34 Glimiishane 0.2863 61
Kirikkale 0.3719 8 Bilecik 0.3100 35 Mardin 0.2862 62
Zonguldak 0.3646 9 Isparta 0.3087 36 Yozgat 0.2860 63
Antalya 0.3545 10 Usak 0.3080 37 Adiyaman 0.2854 64
Mugla 0.3460 11 Kastamonu 0.3066 38 Tokat 0.2843 65
Hatay 0.3439 12 Gaziantep 0.3060 39 Batman 0.2837 66
Yalova 0.3399 13 Kutahya 0.3047 40 Bayburt 0.2825 67
Eskigehir 0.3385 14 Kirsehir 0.3040 41 Diyarbakir 0.2821 68
Denizli 0.3362 15 Sivas 0.3035 42 Igdir 0.2796 69
Trabzon 0.3298 16 Amasya 0.3026 43 Kars 0.2759 70
Kayseri 0.3274 17 Karaman 0.3018 44 Sirnak 0.2748 71
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Bolu 0.3269 18 Giresun 0.3004 45 Ardahan 0.2745 72
Rize 0.3261 19 Malatya 0.2998 46 Siirt 0.2745 73
Edirne 0.3245 20 Elazig 0.2996 47 Kilis 0.2728 74
Sakarya 0.3240 21 Erzincan 0.2993 48 Bingol 0.2717 75
Kirklareli 0.3214 22 Nevsehir 0.2987 49 Hakkari 0.2699 76
Canakkale 0.3193 23 Tunceli 0.2978 50 Sanlurfa 0.2695 77
Karabiik 0.3190 24 Bartin 0.2967 51 Bitlis 0.2692 78
Samsun 0.3183 25 Ordu 0.2963 52 Van 0.2690 79
Adana 0.3178 26 Sinop 0.2962 53 Mus 0.2632 80
Artvin 0.3158 27 Afyonkarahisar 0.2950 54 Agri 0.2584 81
Sekil 3: AR Yaklasimi Sonuglarinin Tiirkiye Haritasindaki Gésterimi

Gilel vd. (2017) ve Ozpinar ve Koyuncu edilenlerin  karsilastirlmasi amaciyla Tablo 5
(2016) calismalarinda da  Tirkiye'deki illerin  olusturulmustur. Tablo 5’te tim calismalarda ilk 10
IGE 2013 yili igin hesaplanmistir. Bu nedenle, siradaki ve son 10 siradaki iller bulunmaktadir. CCR
bu calismadaki sonuclarla Gilel vd. (2017) ve  modeliyle 11 il en yiiksek IGE degeri olan 1 degerine

Ozpinar ve Koyuncu (2016) calismalarinda elde

sahip oldugu icin ilk 10 il yerine 11 il listeye alinmustir.

Tablo 5: Calismalarda ilk 10 ve Son 10 Siradaki iller

Giilel vd. (2017) Ozpinar ve CCR Modeli AR Yaklasimi
Koyuncu (2016)
Ankara, izmir, Kocaeli, Eskisehir, Yalova, Kocaeli, Ankara, Kocaeli, istanbul,
istanbul, Mugla, Bolu, Ankara, Rize, Eskisehir, Ankara, izmir, Tekirdag,
ilk 10l Trabzon, Yalova, Karabik, Isparta, Bilecik, Tunceli, Mersin, Bursa, Kirikkale,
Antalya, Rize, Mersin Kocaeli, Kirikkale, Artvin, Mugla, Bolu, | Zonguldak, Antalya
Bilecik, izmir Giresun, Trabzon
Ardahan, Bingol, Sirnak, | Siirt, 1gdr, Bingol, Ardahan, Siirt, Kilis, Bingol,
Hakkari, Bitlis, Sanliurfa, | Sanhurfa, Bingal, Afyonkarahisar, Hakkari, Sanhurfa, Bitlis,
Van, Kilis, Agri, Mus Bitlis, Van, Mus, Sanliurfa, Hakkari, Van, Mus, Agri
Son 101l Hakkari, Sirnak, Erzurum, Gaziantep,
Agr Ardahan, Agri, Van,
Kilis
Bingdl, Sanhurfa, Hakkari, Ardahan, Agrn,

Van, Kilis ise iki ¢alismada da son 10 il icerisinde
bulunmaktadir. AR yaklasimi ile Giilel vd. (2017)'nin
ilk 10 illeri incelendiginde Kocaeli, istanbul,
Ankara, izmir, Mersin, Antalya’nin ortak olan iller
olduklari  belirlenmistir.  Ardahan, Kilis, Bingdl,
Hakkari, Sanhurfa, Bitlis, Van, Mus ve Agri illeri ise
her iki calismada da son 10 icinde yer alan illerdir.

CCR modeliile elde edilen IGE siralamalari Ozpinar
ve Koyuncu (2016) ¢alismasi ile karsilastirildiginda, her

iki calismada da Eskisehir, Ankara, Bolu, Kocaeli, Bilecik
ilk 10 il ve Bingol, Sanliurfa, Hakkari, Agri, Van son 10
il icerisinde yer almaktadir. AR yaklasimi ile Ozpinar ve
Koyuncu(2016)calismasikarsilastirildigindaise Kocaeli,
Ankara, Kirikkale ve izmir’in ilk 10 il listesinde ve Siirt,
Bingdl, Hakkari, Sanhurfa, Bitlis, Van, Mus, Agri'nin son
10illistesinde yer alan ortakiller oldugu goriilmektedir.

CCR modelinde ilk 10 il arasinda bulunan Eskisehir,
Bilecik, Tunceli, Artvin, Bolu ve Giresun Giilel vd.
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(2017) ilk 10 listesinde yer almamaktadir. Benzer
sekilde, CCR modeliyle son 10 il arasinda yer bulan
Afyonkarahisar, Erzurum ve Gaziantep Glilel vd. (2017)
¢alismasinda son 10 il arasinda yoktur. AR yaklasimi ile
ilk 10 il arasinda bulunan Tekirdag, Bursa, Kirikkale,
Zonguldak ve son 10 il arasinda olan Siirt, Gllel vd.
(2017) galismasinda ayni listelerde bulunmamaktadir.

CCR model ve Ozpinar ve Koyuncu (2016)
calismasindaki tabloda verilen iller karsilastirildiginda;
CCR modeli siralamasinda ilk 10 il arasinda olan Rize,
Artvin, Tunceli, Mugla, Giresun Ozpinar ve Koyuncu
(2016) calismasinin ilk 10ili icerisinde yoktur. Benzer
sekilde, Afyonkarahisar, Erzurum, Gaziantep, Kilis,
Ardahan CCR modeliyle son 10 il arasinda iken
Ozpinar ve Koyuncu (2016)’da son 10 il arasinda
yer almamistir. AR yaklasimi ile Ozpinar ve Koyuncu
(2016) calismasi incelendiginde, AR yaklasiminda
ilk 10 il arasinda bulunan istanbul, Tekirdag, Mersin,

Bursa, Zonguldak, Antalya ve son 10 il arasinda
bulunan Ardahan ve Kilis illeri Ozpinar ve Koyuncu
(2016)’daki ayni liste igerisinde bulunmamaktadir.

Tablo 6’da ¢alismalardaki sonuglar ve degiskenler
arasindaki Spearman Korelasyon Katsayisi verilmistir.
AR Yaklasimi sonuglarinin Giilel vd. (2017), Ozpinar ve
Koyuncu (2016), ortalama okullasma yih, kisi basina
gelir ile oldukca yiliksek korelasyona sahip oldugu
gorulmektedir. Dogusta beklenen yasam siresi ile
CCR modeli disindaki sonuglarin korelasyonu dusiik
seviyedeyken, CCR bulgulari ile dogusta beklenen
yasam siiresi degiskeni en yiiksek korelasyona sahiptir.
Ayrica, dogusta beklenen yasam siresi disindaki
degiskenler, Giilel vd. (2017) ile Ozpinar ve Koyuncu
(2016) calismasi sonuclari ile de yuksek iliskilidir.
Digerlerine gore daha fazla degiskenle vyuritilen
Ozpinarve Koyuncu (2016) sonuglarinin AR Yaklasimi ve
Gulelvd. (2017) ile yiiksek iliskili olmasi dikkat cekicidir.

Tablo 6: Model Sonuglari ve Degiskenler icin Spearman Korelasyon Katsayisi*

CCR Modeli | AR Giilel vd. Ozpinarve | OOY BOY DBY Gelir
Yaklagimi (2017) Koyuncu
(2016)
CCR Modeli | 1.000 .584 734 .661 .667 722 .729 477
AR 1.000 .945 .858 .822 .697 .269 .983
Yaklagimi
Giilel vd. 1.000 .874 .848 .778 .480 .893
(2017)
Ozpinar ve 1.000 914 .840 .252 .822
Koyuncu
(2016)
* O0Y: Ortalama Okullasma Yili, BOY: Beklenen Okullagma Yili, DBY: Dogusta Beklenen Yasam Siiresi
Sonug

Calismada, Mahlberg ve Obersteiner (2001) Yer alan illerin aldigi belirlenmistir. Ozellikle, AR
tarafindan  onerilen yaklagimla illerin  iGE’sinin Yaklasimi sonuglari incelendiginde, IGE'ne gore cografi
hesaplanmasinda VZA kullanilmistr. Mahlberg ve  kimelenmelerin daha fazla oldugu goriimastr.

Obersteiner (2001)’in yaklasimi daha 6nce (lkelerin
iGE’sinin yeniden hesaplanmasi igin kullaniimistir.
Ancak, Tiirkiye’deki illerin IGE hesaplanmasi amaciyla
ilk kez bu calismada faydalanilmistir. iIGE’yi Glkeler igin
hesaplayan UNDP tarafindan kullanilan gostergeler
ele alinarak 2013 yili verileri ile yiritllen ¢alismada
¢ikt1 yonlii CCR modeli kullanilmistir. CCR modeliile 11
ilin IGE degeri 1 olarak bulunmustur. Bu iller: Kocaeli,
Ankara, Rize, Eskisehir, Bilecik, Tunceli, Artvin, Mugla,
Bolu, Giresun, Trabzon’dur. ikinci bir yaklasimla, CCR
modelinde ¢ikti degiskenlerinden bazilarina sifir ya da
cok kiiclik agirhk atanmasinin 6niine gegmek igin gikt
agirhklarinin birbirine oranlarinasinirlama getirildigi AR
Yaklasimi ile de illerin IGE belirlenmistir. Bu yaklasima
gore elde edilen IGE degerleri, agirlk sinirlandirmasi
yapilmadan elde edilen ilk yaklasima gore beklendigi
lizere daha kiigik olmustur. AR yaklasiminda Kocaeliilk
sirayl alirken, bu ili istanbul, Ankara ve izmir izlemistir.
Herikiyaklasimda dasonsiralari Turkiye’'nin dogusunda

Artvin-Giresun-Adana-Gaziantep hattindan
gizilecek bir yayin dogusundaki illerin en disiik iGE
degerine sahip oldugu belirlenmistir. Orta Anadolu’da
da bazi illerin diisiik IGE sahip olduklari, bu illerin “X”
harfine benzer bir dizilis olusturduklari ve komsu iller
olduklari gozlenmistir. Ayrica, Ankara’nin batisinda
yer alan Afyonkarahisar’in diisiik iGE degeriyle dikkat
cektigi soylenebilir. AR Yaklasimi ile elde edilen iGE
degerlerinin en yiiksek iliskili oldugu gosterge Gelir’dir.
Dolayisiyla, bu illerde gelir seviyesinin artirilmasina
yonelik calismalar IGE degerlerinde fark edilir bir
ylkselis saglayabilir.

Ulkemizde bolgesel gelismeyi hizlandirmak,
sirdirulebilirligini saglamak, bolgeler arasi ve bolge ici
gelismislik farklarini azaltmak tizere kalkinma ajanslari
kurulmustur. Bu c¢alismadan elde edilen sonuglar
kalkinma ajanslarinin kendi sorumluluk alaninda olan
illerdeki gelismeyi saglayacak faaliyetleri planlamasi
icin faydali olacagl gibi, kalkinma ajanslarinin
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hangilerinde daha yogun ¢alisma gerektigi konusunda
ilgili bakanliga ve merkezi hikimete fikir verecektir.
Ciinkii, &zellikle IGE disik olan iller icin hemen
hemen benzer sonuglarin elde edildigi iki yaklasimda
da NUTS2 dizeyinde vyogunlagsmalarin oldugu
gdzlenmistir. Ornegin, TRA2 ve TRB2 bolgesindeki tim
illerin IGE degerleri diisiiktiir. TRB1’de Bingdl, TRC1'de
Kilis, TRC2’de Sanhurfa, TRC3'te Siirt ve Sirnak NUTS2
diizeyinde kendi bélgesindeki diger illerden koéti IGE
degerlerine sahiptir. TRCl’de yer alan Adiyaman,
Gaziantep ve Kilis’in IGE degerlerindeki farklilasma da
dikkat gekicidir ve kendi aralarinda heterojen olduklari
gorilmektedir. Yine, TR33'teki Afyonkarahisar’in kendi
bolgesindeki illerden farklilasmasi géze ¢arpmaktadir.
IGE diizeyleri farkli da olsa diger bolgeler icin de mikro
dizeyde benzer irdelemeler vyapilarak politikalar
gelistirilebilir.

Yapilan galismanin farkhhgini ve/veya tutarhhgini

gormek amaciyla benzer c¢alismalarla sonuglar
karsilastinlmistir. En diisiik IGE sahip 10 il ve en
yiiksek IGE sahip 10 il agisindan degerlendirildiginde

Ozpinar ve Koyuncu (2016) ve Giilel vd. (2017)
¢alismalarindakiler ile bu galismadaki sonuglar arasinda
benzerlikler gézlenmistir. Ayrica, AR Yaklagimi sonuglari
ile daha farkli yaklagimlarla IGE hesaplayan Ozpinar
ve Koyuncu (2016) ve Gulel vd. (2017) siralamalari
arasinda oldukga yiiksek korelasyon tespit edilmistir.

illerin IGE belirlenirken, Mahlberg ve Obersteiner

(2001) tarafindan o6nerilen bigcimde VZA kullanilarak
en iyi ile gore goreceli bir degerlendirme yapmak
mimkundir. Boylece, illerin referans alabilecekleri,
rol modelleri olabilecek iller belirlenebilir. Modelde
degiskenlerin donustirilmesine ihtiyag duyulmadan,
degiskenlerin orijinal degerleri kullanilabilir. Agirlk
sinirlandirmasi  yapilarak, degiskenlerin agirliklari
sinirl bir esneklikle yontem tarafindan belirlenebilir.
VZA ile diger villar icin de IGE belirlenebilecegi gibi,
endekslerin
iGE
hesaplanarak illerdeki degisimler izlenebilir. Boylece

calismada kullanilan yaklasimla farkli

hesaplanmasi da mimkin olabilir. Her il

uygulanan politikalarin etkinligi degerlendirilebilir.

576



illerin insani Gelisme Endeksinin Veri Zarflama Analizi ile Olgiilmesi

Kaynakga/References

Akan,Y.,Calmasur,G.(2011).Etkinliginhesaplanmasinda
veri zarflama analizi ve stokastik sinir yaklasimi
yontemlerinin karsilastirilmasi (TRA1 alt bolgesi
izerine bir uygulama). Atatiirk U. [iBF Dergisi, 25
(10. Ekonometri ve istatistik Sempozyumu Ozel
Sayisi), 13-32.

Andersen, P. ve Petersen, N. C. (1993) “A Procedure
for Ranking Efficient Units in Data Envelopment
Analysis” Management Science, 39(10),1261-1264.

Bakirci, F. (2006). Sektorel bazda bir etkinlik élgimi:
VZA ile bir analiz. iktisadi ve idari Bilimler Dergisi,
20(2), 199-217.

Candemir, M. ve Deliktas (2006). TIGEM isletmelerinde
teknik etkinlik, Glcek etkinligi, teknik ilerleme,
etkinlikteki degisme ve verimlilik analizi:1999-2003.
Tarimsal Ekonomi Arastirma Enstitlisi, Yayin No:
141, Ankara. http://www.tepge.gov.tr/dosyalar/
yayinlar/5a810508f2ca441d9601d9aldaded858.
pdf

Blancard, S. ve Hoarau, J.F. (2011). Optimizing the
new formulation of the united nations human
development index: an empirical view from data
envelopment analysis. Economic Bulletin, 31(1),
989-1003.

Charnes, A., Cooper, WW. ve Rhodes, E. (1978).
Measuring the efficiencey on decision making
units. European Journal of Operational Research, 2,
429-499.

Cooper, WW., Seiford, L.M. ve Tone, K. (2007). Data
envelopment analysis: A comprehensive text with
models, applications, references and DEA-solver
software, 2nd Edition, New York: Springer.

Gaglar, A. (2003). Veri zarflama analizi ile belediyelerin
etkinlik &lgiimii. (Yayimlanmamis Doktora Tezi,
Hacettepe Universitesi Fen Bilimleri Enstitiis{,
Ankara).

Cinar, S. (2012). insani gelismenin veri zarflama analizi
ile élgiilmesi. (Yayinlanmamis Yiksek Lisans Tezi,
Gazi Universitesi Fen Bilimleri Enstitiisii, Ankara).

Deliktas, E. (2006). izmir kiigiik, orta ve biiyiik 8lcekli
imalat sanayinde Uretim etkinligi ve toplam faktor
verimliligi analizi. Ege University Working Papers in
Economics, Sayi: 06/03, izmir. http://iibf.ege.edu.tr/
economics/papers/wp06-03.pdf

Demir Seker, S. (2011). Tiirkiye’nin insani gelisme
endeksi ve endeks siralamasinin analizi. Kalkinma
Bakanligi, Yayin No: 2828. http://www3.kalkinma.
gov.tr/DocObjects/View/13562/Turkiyenin_Insani_
Gelisme_EndeksiveEndeksSiralamasininAnalizi.pdf

Despotis, D, K. (2004). Measuring human development
via data envelopment analysis: The case of asia and
the Pasific. Omega, 33(5), 385-390.

Dogan, H. G. ve Gurler, Z. (2013). Turkiye'nin insani
gelisme endeksininanalitikolarak degerlendirilmesi.
I§dir Universitesi Fen Bilimleri Enstitiisii Dergisi,
3(2), 69-76.

Dogan, N. 0. ve Gencan, S. (2014). VZA/AHP biitiinlesik
yontemi ile performans 6l¢limi: Ankara’daki kamu
hastaneleri tizerine bir uygulama. Gazi Universitesi
iktisadi ve Idari Bilimler Fakiiltesi Dergisi, 16(2), 88-
112.

Erol, E. D. (2011). insani gelisim yaklasimi dogrultusunda
beseri kalkinmanin boyutlari: Gelismekte olan
Ulkeler. Sosyal ve Beseri Bilimler Dergisi, 3(2), 99-
108.

Farrell, M. J. (1957). The measurement of productive
efficiency. Journal of The Royal Statistical Society,
120(3), 253-290.

Gilcq, A., Coskun, A,, Yesilyurt, C., Coskun, S. ve Esener,
T. (2004). Cumhuriyet (niversitesi dis hekimligi
fakiltesi'nin  veri zarflama analizi yontemiyle
goreceli etkinlik analizi. Cumhuriyet Universitesi
iktisadi ve idari Bilimler Dergisi, 5(2), 87-104.

Gulel, F.E., Caglar, A., Kangalli Uyar, S.G., Karadeniz,
0. ve Yesilyurt, M.E. (2017). Turkiye'de illere gore
insani gelisme endeksi. Pamukkale Universitesi
Sosyal Bilimler Enstitiisti Dergisi, 2017(27), 208-216.

Giinsoy, G. (2005). insani gelismenin iller bazinda
farklilagsmasi:  Eskisehir Uzerine bir inceleme.
Dumlupinar Universitesi Sosyal Bilimler Enstitiisi,
http://dergipark.gov.tr/dpusbe/issue/4755/6531.

Guran, M.C. ve Tosun, M.U. (2005). Tirkiye
ekonomisinin makro ekonomik performansi: 1951-
2003 donemi icin parametrik olmayan bir ol¢iim.
Ankara Universitesi SBF Dergisi, 60(4), 89-115.

Giirses, D. (2009). insani gelisme ve Tirkiye. Balikesir
Universitesi Sosyal Bilimler Enstitiisii Dergisi,
12(21), 339-350.

Hoarau, J.F. ve Blancard, S. (2013). A new sustainable
human development indicator for small island
developing states: a reappraisal from data
envelopment analysis. Economic Modelling, 30,
623-635.

Karali, B. (2005). insani kalkinma ve él¢iimii: Tiirkiye
6rnegi. (Yayimlanmamis Yiksek Lisans Tezi,
Zonguldak Karaelmas Universitesi, Sosyal Bilimler
Enstitlst, Zonguldak).

577



Atalay CAGLAR, Nur Duygu KETEN

Lakeg, O. (2006). Insani kalkinma siireci ve Tiirkiye’nin
insani  kalkinma diizeyinin  segilmis lkelerle
karsilastirilmasi. (Yayinlanmamis Yiiksek Lisans Tezi,
Anadolu Universitesi, Sosyal Bilimler Enstitiisi,
Eskisehir).

Liu, W.B., Zhang, D.Q., Meng, W., Li, X.X. ve Xu, F.
(2011). A Study of DEA models without explicit
inputs. Omega, 39, 472-480.

Lovell, C.A.K. ve Pastor, J.T. (1999). Radial DEA models
without inputs or without outputs. European
Journal of Operational Research, 118, 46-51.

Lovell, C.A.K., Pastor, JT. ve Turner, J.A. (1995).
Measuring  macroeconomic  performance in
the OECD: A comparison of European and
Non-European countries. European Journal of
Operational Research, 87, 507-518.

Mahlberg, B. ve Obersteiner, M. (2001). Remeasuring
The HDI by Data Envelopment Analysis. 11ASA
Interim Report, IR-01-069, Laxenburg, Austria.
http://pure.iiasa.ac.at/6455/1/IR-01-069.pdf

Mihgi, H. ve Mihg,, S. (2003). Turkiye’nin yakin
donemdeki insani gelisme egilimleri. Hacettepe
Universitesi [IBF Dergisi, 21(2), 21-47.

Ozdemir, A. ve Demireli, E. (2013). Agirhk kisith veri
zarflama analizi ile mevduat bankalarinin etkinlik
Olclimine yonelik bir uygulama. Uluslararasi
Yénetim ve sletme Dergisi, 9(19), 216-238.

Ozpinar, E. ve Koyuncu, E. (2016). Tirkiye'de iller
arasinda insani gelisme nasil farklilasiyor? 81 il igin
insani gelismislik endeksi. http://www.tepav.org.tr/
tr/haberler/s/4074.

Paksoy, S. (2015). Ulke géstergelerinin vikor ydntemi ile
degerlendirilmesi. Ekonomik ve Sosyal Arastirmalar
Dergisi, 11(2), 153-169.

Pergin, S. ve Cakir, S. (2012). Demiryollarinda siiper
etkinlik olcimu: tlrkiye o6rnegi. Dokuz Eyliil
Universitesi Iktisadi ve Idari Bilimler Fakiiltesi
Dergisi, 27(1), 29-45.

Sari, Z. (2015). Veri zarflama analizi ve bir uygulama.
(Yayimlanmamis Yuksek Lisans Tezi, Hacettepe
Universitesi Fen Bilimleri Enstitiisti, Ankara).

Thompson, R.G., Singleton, F.D., Thrall, R.M., Barton,
AS. ve Wilson, M. (1986). Comparative site
evaluations for locating a high-energy physics lab in
Texas. Interfaces, 16(6), 35-49.

TUIK, (2017). http://www.tuik.gov.tr/PrelstatistikMeta.
do?istab_id=9023 (20/10/2017)

Tirkoglu, Y. (2009). insani gelisme endeksi ile kapsamli
endeks arasindaki iliskinin belirlenmesi lizerine bir
calisma. (Yayinlanmamis Yiksek Lisans Tezi, Gazi
Universitesi Fen Bilimleri Enstitiisi).

Taylioglu, S. ve Karal, B. (2006). insani kalkinma
endeksi ve Tiirkiye icin degerlendirilmesi. SU /iBF
Sosyal ve Ekonomik Arastirmalar Dergisi, 6(12), 53-
88.

UN. (1949). World economic report 1948, http://www.
un.org/en/development/desa/policy/wess/wess_
archive/searchable_archive/1948_WESS_Full.pdf .

UNDP. (1990). Human development report 1990,
http://hdr.undp.org/en/reports/global/hdr1990.

UNDP. (2014). Human development report 2014:
Sustaining human progress reducing vulnerabilities
and building resilience, technical notes. http://
hdr.undp.org/sites/default/files/hdr14_technical_
notes.

UNDP. (2016). Human development report 2016,
http://hdr.undp.org/sites/default/files/2016_
human_development_report.pdf.

Unal, C. (2008). insani gelismislik endeksine gére
Turkiye’nin bolgesel farkhliklari. Cografi Bilimler
Dergisi, 6(2), 89-113.

Vierstraete, V. (2012). Efficiency in Human
Development: A Data Envelopment Analysis. The
European Journal of Comparative Economics, 9(2),
425-443.

Yesilyurt, M.E., Karadeniz, O., Gilel, F.E., Caglar, A.
ve Kangalli Uyar S.G. (2016). illere gére ortalama
ve beklenen okullasma yili. Pamukkale Journal of
Eurasian Socioeconomic Studies, 3(1), 1-7.

Yildiz, i. (2015). insani gelisme ve insani yoksulluk
baglaminda insani gelisme endeksi: gelismis ve
gelismekte olan iilkeler ile Tiirkiye karsilastirmasi.
(Yayinlanmamis  Yilksek Lisans Tezi, istanbul
Universitesi Sosyal Bilimler Enstitiisi, istanbul).

Zhou, P., Ang, B.W. ve Poh, K.L. (2007). A mathematical
programming approach to constructing composite
indicators. Ecological Economics, 62(2007),291-
297.

578



EGE AKADEMIK BAKIS / EGE ACADEMIC REVIEW

Cilt 18. Sayi 4. Ekim 2018
5S. 579-588

DOI: 10.21121/eab.2018442988
Received: 27.11.2017 * Accepted: 20.07.2018

Forecasting the Direction of Agricultural Commodity Price Index through ANN,
SVM and Decision Tree: Evidence from Raisin

YSA, DVM ve Karar Agaci ile Tarimsal Emtialarin Fiyat Endekslerinin

Tahminlenmesi: Kuru Uziim Ornegi

Burcu Akin?

ikbal Ece Dizbay?
Sevkinaz Glimusoglu?
Ercin Guducu®

Abstract

To be able to make appropriate actions
during buying, selling or holding decisions,
economic actors need accurate commodity
price forecasts. This study focuses on forecasting
raisin price by using predetermined volatile
variables. Therefore, we seek for answers of
three main questions. Do the social & political
issues effect raisin price in countries that
have internal disturbance? By using volatile
variables, can we represent or predict price
index thoroughly? Lastly, which method has
the best prediction performance; Artificial
Neural Networks (ANN), Decision Tree or
Support Vector Machine (SVM)? In accordance
with these purposes, ANN, decision tree and
SVM methods are implemented for proposed
model and their prediction performances are
compared. Experimental results showed that
accuracy performance of SVM method was
found significantly better than ANN method and
decision tree.
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Accurate commodity price forecasting provides
visible effect on domestic and global economies.
Producers, importers, exporters, traders and
governments need to get reliable information about
the agricultural commodity price trends or future
forecasts. This knowledge avails them to provide against
the fluctuations in price so they can make appropriate
actions during buying, selling or holding decision.
Especially for exportable agricultural products, it is
important to determine product prices and yearly
production amount as early as possible. That’s because
the purchase agreements are placed generally four to
six months earlier and if the price hasn’t determined
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Emtia fiyat endekslerinin basarili bir sekilde
tahminlenmesi ekonomik aktérlere dogru
alim satim kararlari verebilmeleri icin fayda
saglamaktadir. Turkiye’deki ticaret borsalarinda
islem goren tarimsal Urlnlerden biri olan
kuru Gzim fiyatlarinin  oynak degiskenler
kullanilarak  tahminlenmesinin  incelendigi
calismada Ug temel soru lizerinde durulmustur.
i¢ kanigikligin yiiksek oldugu tlkelerde sosyal ve
politik olaylar kuru Uzim fiyatlarini etkiler mi?
Oynakligi yiiksek olan degiskenler kullanilarak
kuru Gzim fiyat endeksleri tahminlenebilir
mi? Son olarak, bu tip bir galismada Yapay
Sinir Aglari (YSA), Karar Agaci ve Destek Vektdr
Makineleri (DVM) yontemlerinden hangisinin
tahmin performansi daha yiiksektir? Bu amagla
olusturulan tahmin modeline YSA, KA ve
DVM yontemleri uygulanmis ve yontemlerin
tahmin performanslari karsilastirilmistir.
Uygulama sonuglari, oynak degiskenler ile
sosyal ve politik olaylarin kuru Gztim fiyatlarinin
tahminlenmesinde kullanilabilecegini ve ilgili
modelde DVM ydnteminin en yiiksek dogruluk
oranini verdigini gostermistir.

Anahtar kelimeler
Emtia piyasasi ® Yapay sinir aglari ® Karar
agaci ® Destek vektor makineleri  Sosyal ve
politik olaylar
Jel Kodlari
Q02 « C53

at this point, it is possible to lose customers
due to substitutable structure of such products.

Price index forecasting studies utilize
macroeconomic indicators as GDP, interest rates or
past prices while predicting. However, macroeconomic
indicators of the countries that have uncertainty
and usually cannot represent the real picture. In
such countries due to large amounts of social and
political incidents, they usually touch the short-run
memories. Accordingly, in this study we prefer to use
most volatile variables as explanatories that respond
rapidly to these incidents. Main issue in our study is
that, can volatile variables such as gold price, stock
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returns, exchange rates, oil price and social & political
incidents represent or predict price index thoroughly.
Numerous commodity and stock price studies reveal
that methods as artificial neural networks and support
vector machine outperformed time series forecasting
models as ARIMA or linear regression (Kohzadi,
Bahman, & K, 1996) Therefore, Decision Tree, Artificial
Neural Networks (ANN) and Support Vector Machine
(SVM) will be implemented for proposed model.

This paper focuses on forecasting the raisin price
index of Turkey, whichis one of the trading commodities.
As shown in Figure 1 (2017) raisin is selected as among
agricultural commodities since raisin is the second
most important agricultural product after nuts and
Turkey is the world’s biggest raisin exporter with about
30% share. 85% of raisin produced in Turkey, is for
export and Turkey has about 500 million dollars foreign
exchange earnings depending upon this export volume.

Furthermore, raisin is a valuable agricultural
product especially for about one hundred thousand
producers and their families live in Aegean Region.
These farmers produce about three hundred thousand

Figure 1: Raisins % World production
Related Studies

Recent research studies showed that relatively
many empirical works have been undertaken on
forecasting commodity price. Various forecasting
techniques and explanatories have been used in
order to predict commodities’ price movement and
provide the most accurate forecast. However, the
studies that concern on political instabilities, gold
price, stock returns, exchange rates and oil price
are limited. Therefore, literature review includes
researches that forecast commodity prices with ANN
models and use various inputs apart from past prices.

Kohzadi et al. (1996) proposed an artificial neural
network and time series model for predicting the
upcoming price trend of live cattle and wheat. The
models that used monthly data are compared according
to the absolute mean error (AME), the mean absolute
percentage error (MAPE) and the mean square error
(MSE). The results revealed that a non-linear model
as ANN is superior to ARIMA models for time series
forecasting. Parisi et al. (2008) focused on estimating
the upcoming trend of the price on gold market.

tons of raisins in a year and this is equal to nearly 24%
of Worlds raisin production as shown in Figure 2 (2017).

This study focused on three questions. First,
do the social & political issues effect raisin price in
countries that have internal disturbance? Second,
can most volatile indicators such as gold price, stock
returns, exchange rates and oil price help to forecast
movement of raisin price? Third, which one has the
best forecasting performance as artificial neural
networks, decision tree or support vector machine?
Therefore, directional prediction model that aims
to forecast raisin price direction according to gold
price, stock returns, exchange rates oil price and
social & political issues introduces to decide timing
of buying and selling actions. Decision Tree, ANN
and SVM methods are established for the prediction
and their performances are compared. To measure
the performance of the methods, accuracy and
f-measure are used. Detailed information about the
data exists on Section 2. Predictive models appear
on Section 3. Experimental results are discussed
in Section 4 and Section 5 includes conclusion.

Figure 2: Raisins % World Exports

Weekly datasets are used as train and holdout datasets
of rolling neural network and recursive neural network
models. The results showed that while rolling networks
exceed the ARIMA model, recursive networks resulted
almost equally to ARIMA. Hu et al. (2012) suggested
neural network models such as multilayer perceptron
BPNN, the Elman recurrent neural network (ERNN) and
the recurrent fuzzy neural network (RFNN) in order
to forecast crude oil futures prices. The results of
comparison stated that RFNN is best-performed model
and BPNN and ERNN were almost equal. Jammazi and
Aloui (2012) worked on optimizing ANN architecture to
forecast crude oil price, innovatively. Ultimately, they
reached network architecture that performs better.

Haidar and Wolff (2009) used ANN to forecast the
crude oil price. Their main objective was investigating
the effects of data smoothing techniques on the
results on ANN. In fact, they proved that some of those
techniques are effective in improving the accuracy. Ye
et al. (2002) present a wavelet neural network model
in order to forecast the crude oil spot price. They
used OECD industrial petroleum inventory levels as
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independent variable. Besides a significant relationship
was appeared. Azadeh et al. (2012) suggested a flexible
model based on ANN and fuzzy regression to estimate
oil price. In their study, applicability of the model to
complex, non-linear and uncertain datasets were
proved. Li et al. (2010) focused on short-term price
forecasting of tomato with ANN model. In addition,
they compared the experimental results with time
series model ARIMA. ANN model’s better performance
on forecasting the tomato price was resulted. Zou
et al (2007) investigated a study that compare the
directional forecasting performance of ANN, ARIMA
and the linear combination models. The results
showed that ANN model’s performance is best and
model can be used as an alternative forecasting model.

The price forecasting capabilities of ANN and
ARIMA are compared by Jha and Sinha (2014). The
study revealed that the neural network models have
clear advantage over linear models for predicting the
direction of monthly price change for different series.
Chen, Rogoff, and Rossi (2010) worked on predictability
in an aggregate commodity price index, which involves
more than forty traded products. In addition to
evidence that exchange rates predict commodity
prices both in-sample and out-of-sample, they used
five commodity currencies. Groen and Pesenti (2011)
investigated the spot price predicting performances of
commodity exchange rates and a broad cross-section
of macroeconomic variables gains random walk or
autoregressive. They determined that using commodity
exchange rates and macro-economic variables
cannot avail against random walk or autoregressive.

Hong and Yogo (2012) found evidence of limited
in-sample predictability of returns on commodity
futures. Gargano and Timmermann (2014) urged
upon predictability of commodity price by means
of macroeconomic and financial variables. They
concluded that predictability of commodity price
varies across economic states and commodity prices
are most predictable during recessions. Sujit and
Kumar (2011) investigated the dynamic relationship
among exchange rate, stock returns, gold price
and oil price. They established cointegration and
Vector Auto Regression (VAR) models. The study
revealed that exchange rate is highly affected by
changes in other variables except stock market.

Samanta and Zadeh (2012) suggested a model to

examine the comovements of several macro-variables
in the world economy as gold and stock price, real
exchange rate for dollar and the crude oil price. The
results suggested that the possibility of cointegration
among these variables is indicating comovements.
Wang and Chueh (2013) aimed to examine the
short and long-term dynamic interactions between
oil prices, gold prices etc. They established that
international gold and crude oil prices effect each
other and have influence on interest rates. Malliaris
and Malliaris (2013) proposed a model that explores
interconnection of price behaviors of oil, gold and the
euro using time series and neural network methods.
Results showed that, although the markets for oil,
gold and the euro are efficient, their relationships
are limited. Besides these studies about forecasting
the movement of stock price and comparing the
techniques are existing on Chen et al. (2003), Ahmed
(2008), Kara et al. (2011) and Yakut and Gemici (2017).

The contributions of this paper to related literature
are, working with social and political issues (SPI) as an
input to predict raisin price index, which is not used
before and comparison of ANN, SVM and decision tree
methods while forecasting the commaodity price index.

Research Data

This section defines the data sources for the
commodity price and predictor variables. Besides,
a brief characterization of the data is provided.

Raisin is chosen for agricultural commodity price
index that is aimed to predict in this study. Raisin prices
are compiled by Izmir Commodity Exchange, which
was established in Izmir in 1891 as the first commodity
exchange of Turkey. Raisin is one of the most trading
commodities so as the beginning we establish a model
to forecast movement of raisin price index. We use
end-of-day prices measured at close, denominated
in Turkish Liras. The research data used is direction
of daily closing price movement in raisin price index.
The entire data set covers the period from January
4, 2015 to June 30, 2017. The total number of cases
is 627 trading days. Directions of closing prices that
used in this study are threefold; increasing direction,
unchanged and decrease direction. The number of
cases with increasing direction is 239, the number of
cases with unchanged 140 and the number of cases with
decreasing direction is 248. Percentage wise cases of
each month in the entire data set are shown in Table 1.

Table 1: Percentage wise cases of each month in the entire data set

ks

2 @ a

g o 1= (Y 3 <

= X E] X ° X
Jan-15 10 50% 1 5% 9 45%
Feb-15 11 55% 0 0% 9 45%
Mar-15 12 55% 0 0% 10 45%
Apr-15 10 48% 5 24% 6 29%

K

2 ® a

E (J < o 8 o

= X E] X ° X
Apr-16 8 38% 10 48% 3 14%
May-16 6 29% 5 24% 10 48%
Jun-16 7 32% 5 23% 10 45%
Jul-16 4 22% 10 56% 4 22%
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May-15 |9 47% 6 32% 4 21%
Jun-15 |8 36% 4 18% 10 45%
Jul-15 7 32% 8 36% 32%
Aug-15 |8 38% 6 29% 33%
Sep-15 |8 40% 2 10% 10 50%
Oct-15 |9 43% 2 10% 10 48%
Nov-15 |12 57% 1 5% 8 38%
Dec-15 |5 22% 12 52% 26%
Jan-16 |8 40% 4 20% 40%
Feb-16 |4 19% 33% 10 48%
Mar-16 |3 14% 15 68% 4 18%

Gold price, stock returns, exchange rates, oil
price, lagged raisin price and social and political issue
information are used as input variables. In the light of
previous studies as Sujit and Kumar (2011), Samanta
and Zadeh (2012), Mensi et al (2013) and Malliaris
and Malliaris (2013), we hypothesize that gold price,
stock returns, exchange rates and oil price which are
most volatile variables and can be used as predictor.
Besides, usability of information of social and political
issues occurred in Turkey and social and political issues
occurred in the World as input variables in prediction
models for forecasting direction of raisin price index’s
movement is explored. For each predictor, gold price,
stock returns, exchange rates and oil price, daily
exchange ratios are compiled. Information about social
and political issues, which are occurred in Turkey and
World are constructed by authors by searching online
dictionaries, newspaper etc. and scanning hard copy
news, magazines and other related papers. This variable

Aug-16 5% 17 77% 4 18%
Sep-16 | 8 44% 1 6% 50%
Oct-16 |10 48% O 0% 11 52%
Nov-16 | 11 50% O 0% 11 50%
Dec-16 |9 41% 1 5% 12 55%
Jan-17 |11 50% 2 9% 41%
Feb-17 |9 45% 2 10% 45%
Mar-17 | 10 43% 1 4% 12 52%
Apr-17 |5 26% 4 21% 10 53%
May-17 | 8 38% 3 14% 10 48%
Jun-17 | 8 40% 6 30% 6 30%
Total 239 38% 140 22% 248 40%

includes issues such as coup, extraordinary actions
of government, terrorist attack resulting in deaths
or election, which cause tension and uncertainty on
social life and economy and impress them affluently.
We designed two different social and political issues
variables, one for Turkey and one for World. Hence, we
can establish different models with or without global
events to understand the effect of global and local
events on prediction model separately. If an important
trouble happens at time t, SPI variable t equals to 1.
Else, value of SPI variable t is 0. Table 2 summarizes
the predictors in depth. The direction of daily change
in the raisin price index is categorized as “-1”, “0” and
“1”. If the raisin price index at time t is higher than
that at time t-1, direction t is “1”. If the raisin price
index at time t is lower than that at time t-1, direction
t is “-1”. Else which means there is no changing
between the price at time t and t-1, direction t is “0”.

Table 2: Summary statistics for predictors

Name of predictors Max Min Mean Std. Dev.
Crude oil price 61.43 26.21 46.86 6.89
Gold price 152.76 89.33 117.94 17.15
EUR/TRY 4.15 2.63 3.33 0.37
USD/TRY 3.88 2.28 3.03 0.38
BIST 100 100617.69 68567.89 81246.55 6821.54
Lagged Raisin Price 6.17 2.94 4.10 0.80
Social and political issues (Turkey) 1.00 0.00 - -

Social and political issues (World) 1.00 0.00 - -

Proposed Models

As mentioned before the aim of the study is
predicting directional movement of raisin price with
variousinput variables. According to research questions
and motivation of the paper, we designed three different
prediction models. Input variables are grouped by the
research question to explore their effects on raisin
price and prediction model. First model, as general
model, includes all predictors as input variables. So,
the aim on this model is estimating the direction of

raisin price’s movement in Turkey due to Crude oil
price, Gold price, EUR/TRY, USD/TRY, BIST 100, Lagged
Raisin Price, Social and political issues (Turkey), Social
and political issues (World). Second model includes
all variables except Social and political issues (World).
Thereby, effectiveness of using the global events to
predict raisin price movement in Turkey will be arisen.
Third model does not include any social and political
issues variable neither from Turkey nor from World.
Through the model performance of prediction without
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social and political issues will be appeared. First model is built as general model to explore whole variables effects
together. Second and third models will help to answer first research question because they provide prediction
results with and without SPI variables. Also, third model presents the answer for second research question.

Table 3: Prediction models and predictors matrix

Predictors Prediction Modell Prediction Model2 Prediction Model3
Crude oil price + + +

Gold price + + +

EUR/TRY + + +

USD/TRY + + +

BIST 100 + + +

Lagged Raisin Price + + +

Social and political issues (Turkey) + +

Social and political issues (World) +

Artificial neural networks, support vector machines
and decision tree methods are applied to proposed
modelsthatare showninTable 3. Common aim of those
methods is forecasting the output variable through
the inputs and calculating prediction performances.
Thereby while forecasting the direction movement of
raisin price, prediction performances will be compared.
Detailed information about application of methods and
results are existing in “Experimental Results” section.

Predictive Methods
Artificial Neural Networks (ANN)

Thinking, creating and discovering are results of
functioning of human brain. Human learns the ability
of exporting information, creating or discovering new
things by biological neural networks. This ability has
become an inspiration to ANN. In this artificial network,
inputs and outputs have designed as neurons. The
neurons on input layer provide information to neurons
in hidden layer, which serve as transfer function.
Afterwards neurons that are produced knowledge
compile on output layer. As shown in Figure 3, a three-
layer feed forward neural network designed for our
study. Inputs are USD/TRY, EUR/TRY, crude oil, gold
price, stock return, lagged raisin price, Social & Political
Issues in Turkey and worldwide issues. Political issues

contain elections and military coup. Social issues
include terrorist incidents and crisis. In the models,
Social & Political Issues in Turkey and worldwide issues
are defined as binary that if an unexpected issue
occurs in relevant day, it will be 1, otherwise 0. Output
layer contains neurons, which has categorical variables
and represents direction of raisin price index. Those
categories symbolize the up, unchanged or down
movement of tomorrow’s price prediction. Number
of neurons in hidden layer has designated empirically.

Generating the output neurons with given input
neurons is possible due to weights. Weights that
to connect with neurons of neighboring layers are
designated randomly as the initial values. Main
parameters in ANN model are number of neurons in
hidden layer (n), learning rate (Ir) that determines the
amount of change in weights, momentum constant
(mc) which is rate of previous iteration’s effect to the
next and number of iterations (ep) (Kara, Boyacioglu, &
Baykan, 2011). The levels of parameters that used in our
model represented in Table 4. As is seen from Table 4 a
total of 10 x 10 x 9 =900 treatments for ANN are carried
out. Prediction accuracies are computed to compare
parameters combination. Learning rate is varied in the
interval of 0.1and 0.9 for the top three parameters
combinations to determine the best combination.

Table 4: Levels of parameters that used in ANN model

Parameters Levels

Number of hidden layer neurons (n) 10,20,30,....,100
Epochs (ep) 100,200,...1000
Momentum constant (mc) 0.1,0.2,....,0.9
Learning rate 0.1,0.2,....,0.9
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USD/TRY

EUR/TRY

Crude Oil
Price

Gold Price

BIST 100

Raisin Price

Socian & Political
issues in Turkey

Socian & Political
issues in World

Direction of Raisin Price Index
Movement

decrease

Figure 3: Design of three-layer feed forward artificial neural network

Support Vector Machines (SVM)

Cortes and Vapnik (1995) aimed to discovery
optimal hyperplanes for linearly detachable classes
in support vector machines concept. This concept
asserts that optimal hyperplanes depend on support
vectors, which are a small subset of training dataset
(Dean, 2014). In other words, aim in algorithm is
maximizing the gap between support vectors, which
represents different classes. A three-class problem
requires to have a set of inputs x, € R? (i=1, 2, ..,
N) with corresponding labels y, € {-1, 0, 1} (i=1, 2,
.., N). Here -1, 0 and 1 indicate the three classes.

Kernel function is used to lay out the input
vectors x, € R? into a high dimensional feature space
®(x) € H and to establish an Optimal Separating
Hyperplane (OSH) the following decision function
is implemented by SVM (Scholkopf & Smola, 2001).

flx) = sgn(zz\;lyiarl((x,xi) +8) (1)

The coefficients are unknown parameters, which
are derived from following mathematical model.

M a m i z e

X |
ziz T éziz ZL a-a; kik; 'K<xf;x.f))
2

> ay=0=12..N (4)

C, that appears in equation 3 is a parameter that
manage the interchange of margin and misclassification
error. Through several types of Kernel functions
exist, polynomial and radial basis are most popular
functions, which are applied in this study. In equation
(5), d implies the degree of polynomial function and y

in equation (6) is the constant of radial basis function.
K(z,x;) = (x:i-2;+ 1) (5)

K(z,z;) = exp(— 7|l z:—2,|[) (6)
The combinations, which are constituted by
different Kernel functions, different parameters and
different levels of those parameters, are used in our
study. Detailed information about combinations
is explained in Table 5. Predictive accuracies will

be compared to identify the best combination.

Subject to 0<a, <C (3)
Table 5: Levels of parameters that used in SVM model
Parameters Levels of Polynomial Function Levels of Radial Basis Function
Degree (d) 1,2,3,4
Gamma (y) 0.1,0.2,...5 0.1,0.2,...5
Regularization Parameter (c) 1,10,100,100 1,10,100,100
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Decision Tree: C4.5 Algorithm

Positive aspects as being fast, easy to use, simple
and accurate configuration make decision trees
popular in data mining (Duch, Setiono, & Zurad, 2004).
Decision tree method is used to classify samples
by arranging them down to tree from root to leaf
nodes. Each internal node represent test for some
attribute of the tree. The root is a node that has not
entering edges. The other nodes have one entering
edge precisely (Quinlan, 1993). In decision tree
learning, samples are classified by starting from the
root, down the tree to the leaves. Each leaf belongs
to specified class, called target value (Mitchell, 1997).

C4.5, a later version of the ID3 algorithm,
repeatedly visits each decision node, choosing the
ideal split, until no more splits are existing. Information
gain or entropy reduction thoughts are used in C4.5
algorithm to select the ideal split (Larose & Larose,
2015). Entropy of variable x can be defined as;

H(z)=-2,p;log:(p;) (7)

Figure 4: General flowchart

where p means  probabilities. Besides
information gain can be formulated as;
Gain(S)=H(T)-Hs(T) (8)

Gain (S) denotes the increase in information
obtained by splitting the training data T according to this
candidate split S. At each decision node, C4.5 selects the
ideal split that has the highest information gain, gain(S).

Experimental Results

Various studies showed that improved data
analysis techniques such as neural network and
support vector machines are powerful and useful
for forecasting applications like; financial, exchange
rate, stock market and so on. These data analysis
techniques are commenced to apply on commodity
price index prediction models after 2005’s. The studies
especially about comparison of traditional techniques
or linear forecasting techniques with new techniques
have displayed the power of ANN, SVM and decision
tree. Hence, in this study ANN, SVM and decision
tree techniques used for the prediction model.

ANN, SVM and decision tree methods established
with the inputs, which are stated in previous section
to predict the direction of raisin price index. R, open
library programming language, is utilized to forecast
the direction. R has numerous packages for statistical
computing and graphics. In the study, e1071 package
for support vector machines model, RSNNS package
for artificial neural networks model and C45 package
for decision tree model are used. General application
flowchart for models can be shown in Figure 4. In
order to make more reliable predictions, a model
evaluation method, called cross validation is used.
Cross-validation focuses on examining predictive
models by splitting the original sample into two data
sets. Those are a training set to train the model,
and a test set to examine it. Firstly, entire dataset is
separated in two subsets randomly. Eighty percent of
entire dataset represented as training set and remains
are test set. The model learned from the training set
predicts the output values for the data in test set.
Thus, performance of model to estimate a data which
is not seen before is proved. Then, parameters are
tuned for each technique, in order to define which
parameter combinations provide feasible prediction
performance. Set parameter combinations for ANN,
SVM and decision tree are revealed and results are
obtained. Finally, the results acquired by proposed
models are investigated due to the accuracies.
Accuracy and f-measure are calculated to compare the
performances. Accurate forecasting is in parallel with
the minimized size of forecasted error (Stevenson,
2011). Accuracy and f measure for a perfect classifier
must be equal to 1. Confusion matrix and accordingly;
True Positive (TP), True Negative (TN), False Positive
(FP), False Negative (FN) should be determined initially
to designate accuracy and f-measure. Confusion matrix
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is shown in Table 6 and formulation of the accuracy
and f-measure are represented in Egs. (9)-(14).

Precision , . =TP /(TP +FP) (9)
Negative™ TN /(TN + FN) (10)

Recall , ...=TP /(TP +FN) (11)
Negative™ TN /(TN + FP) (12)
Accuracy= (TP + TN) / (TP + FP + TN + FN)  (13)
F-measure= (2 x Precision x Recall) (14)

(Precision + Recall)
Table 6: Confusion Matrix

Predicted class

P N
True
P Positives False Negatives
(TP) (FP)
Actual Class
False True
N Positives Negatives
(FP) (TN)

Parameters for ANN and SVM are tuned in R via
applying a grid search over provided parameter arrays.
Aim of tuning is reaching the parameter combination,
which provides the highest prediction performance.
ANN is tuned for each prediction model and best
parameters are determined. Those parameters and
prediction performances of ANN for each method are
as shown in Table 7. Results of ANN methods provide
weights between the neurons. According to those
weights in the first model, lagged raisin price variable
has meaningful power. Another variable that has more
effect on decreasing situation is social and political
issues occurred in Turkey. Gold price is effective
on unchanged situation and USD/TRY variable has
powerful effect on increasing situation. In the second
model, social and political issues occurred in Turkey
has effect on decreasing situation, BIST 100 variable on
unchanged situation and lagged raisin price variable on
increasing situation. On the last model, lagged raisin
price variable is powerful on decreasing situation, BIST
100 variable is important for unchanged situation and
USD/TRY variable has effect on increasing situation.

Table 7: Prediction performance of ANN for each model

Performance Measures epochs : neurons : mc & Ir=0.1
Prediction Model 1 500:34:0.01

Accuracy 0.822

F-Measure 0.823
Prediction Model 2 500:33:0.01

Accuracy 0.822

F-Measure 0.823
Prediction Model 3 500:33:0.01

Accuracy 0.755

F-Measure 0.756

Same procedure is followed for SVM model. Due to accuracy and f measure parameters, best combination of
depolynomial SVM. Therefore, performance of other prediction models and techniques compared with Radial

Basis SVM model

Table 8: Prediction performance of SVM for each model

Performance Measures

Kernel: Polynomial

Kernel: RBS

Prediction Model 1
Accuracy
F-Measure
Prediction Model 2
Accuracy
F-Measure
Prediction Model 3
Accuracy

F-Measure

C:10 gamma:0.2 d:3
0.666
0.667
C:10 gamma:0.2 d:3
0.681
0.682
C:10 gamma:0.2 d:3
0.570
0.571

C:100 gamma:0.6
0.888
0.889
C:100 gamma:0.6
0.851
0.852
C:100 gamma:0.6
0.807
0.808
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To see the effects of global and local events on prediction model three different models established and
analyzed by using three different methods. The accuracies of whole models and methods summarized on Table
10. It shows that all prediction models are significant and it means that first and second research questions are
satisfied. Gold price, stock returns, exchange rates, crude oil price, lagged raisin price and social and political
issue occurred in Turkey and global events can be used as input variables to predict direction of daily closing price
of raisin. As an answer to third research question, comparison of prediction models indicates support vector
machines method performs better on each prediction model while predicting direction of daily closing price of
raisin. When examining the accuracies by prediction models and by methods, prediction model 1 with SVM has
the best accuracy. Thereby, in order to make more powerful and accurate prediction on direction of raisin price,
proposed inputs should be used together.

Table 10: Prediction performance for each model and for each method

Support Vector Machines (RBS) Decision Tree C4.5 Artificial Neural Networks

Prediction Model 1 0.888 0.837 0.822
Prediction Model 2 0.851 0.844 0.822
Prediction Model 3 0.807 0.780 0.755

Conclusions

Predicting the direction of movement of the
agricultural commodity market index is important
for the development of effective trading strategies.
Farmers and traders are influenced by variation in
agricultural commodity market index, thus they need
efficient predictions before making an action. This
study attempted to predict the direction of raisin
price (one of the most trading agricultural product
of commodity exchange in Turkey) movement along
machine learning techniques. In order to expose the
predictability of agricultural commodity price with
machine learning methods, raisin price, which is
compiled by Izmir Commodity Exchange is appointed.
Three prediction models namely ANN, SVM and
Decision Tree were established to predict and compare
the prediction performance. Daily historical data is
used for explanatory variables, which are gold price,
stock returns, exchange rates, oil price and social and
political issues occurred in Turkey and global events
and responding variable.

Following research questions has developed within
motivations of study;

1. Do the social & political issues effect raisin price
in countries that have internal disturbance?

2. Can most volatile indicators such as gold price,
stock returns, exchange rates and oil price help to
forecast movement of raisin price?

3. Whichone has the best forecasting performance
as artificial neural networks, decision tree or support
vector machine?

Experimental results are demonstrated
important outcomes and responses for the research

questions. Firstly, three models performed significant
performance in predicting the direction of raisin
price. movement. The first prediction model, which
has highest prediction performance, includes all
inputs and that responses first and second research
guestions meantime. Furthermore, the outcomes of
methods demonstrated that local social and political
events have meaningful effect on prediction model
and causes the decreasing movement. Another focus
is discovering that machine-learning techniques such
as ANN, SVM and Decision Trees can be utilized in
prediction of raisin price movement is also proved. Due
to third research question performances of ANN, SVM
and decision tree models in predicting the direction of
raisin price movement are compared. The accuracy
performance of SVM (%88.8, %85.1, %80.7) is better
than ANN model (%82.2, %82.2, %75.5) and decision
tree (%83.7, %84.4, %78.0). Another outcome that
comparisons reveal is third model has lowest accuracy
in all algorithms. Which shows that, gold price,
stock returns, exchange rates and oil price and daily
exchange ratios have weak power while estimating the
direction of raisin price movement and SPI variables
have significant impacts for this study.

In this paper, raisin price index is designated as
agricultural commodity price index. For future studies
other agricultural commodity price indexes such as
cotton or olive oil can be determined. As other future
studies; instead of short term prediction, long term
prediction can be thought”, length of historical data
can be extended. In addition, this study can provide
advantages to applicability of other types of agricultural
commodity price indexes and applicability of other
countries agricultural commodity price indexes.
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0z Abstract
Calismada is yasaminda intikam kavramina Human development measures the level
odaklaniimis, bireyler tarafindan intikam of proThis exploratory study focuses on the
olgusunun nasil kavramsallastirildig, hangi concept of revenge in workplace. It attempts
davranislarla kendini gosterdigi anlasilmaya to understand how revenge is conceptualized

cahsiimistir. Konunun hassasiyeti goéz oOnline
alinarak, derinlemesine goriisme veri toplama
yontemi olarak secilmis, kamu ve 0ozel
sektorde cesitli pozisyonlarda c¢alisan 10 kisiyle
gorlismeler vyapilmistir.  Yapilan gortismeler
bire bir transkriptlere aktarilmis ve soylem
analizinden vyararlanilarak degerlendirilmistir.
Bulgular; olusan temalar (intikam kavraminin
nasil algilandigi, intikami gldiileyen durumlar,
intikam alma sekilleri ve affetme niyeti)
cercevesinde  tartisilmistir.  Arastirma s
yasaminda pek cok olumsuz davranisin temeli
olarak gorilen intikam kavraminin 6nclllerinin
ve sonuglarinin, cesitli pozisyonlarin hem
intikam alma sekillerinde hem de glidiilenmede
yarathgi farkhhklarin, affetme niyetinin hangi
durumlarda ve hangi sebeplerle ortaya ¢iktiginin
daha iyi anlasilmasina katki vermektedir.

Anahtar Kelimeler
orgutsel intikam e affetme e nitel arastirma

Bireylerin giinde 8 saatini, kabaca hayatlarinin
lgte birini gecirdikleri is yasami; icerdigi calisan,
yonetici, isveren, is arkadaslari ve musteriler gibi farkh
rol ve iliskilerle, insan hayatinda aileden sonra gelen
en onemli ve etkili sosyal ¢evre olarak dusinilebilir
(Jackson ve Suomi, 2004). Bireylerin hayatini,
mutlulugunu ve davraniglarini etkileyecek, pek c¢ok
olumlu ve olumsuz olay bu ¢evrede gergeklesmektedir.
isvereni tarafindan takdir edilmek, terfi almak, bir
projeyi basariyla sonuglandirmak kuskusuz galisan igin
gurur ve mutluluk kaynagi olurken, adaletsiz oldugunu
disindugl bir yaptinmla karsilasmak, inisiyatif
kullanma hakkinin elinden alinmasi ya da basitce takdir
edilmedigini diisinmek ¢alisan igin tzilintu ve 6fke gibi
olumsuz duygu ve tecriibelerin kapisini aralamaktadir.

Orgiitsel

davranis yazininda isyerinde siddet

by managers and employees, their revenge
motives and strategies. Given the sensitivity of
the subject, in-depth interview was chosen as
the data collection method. Interviews were
conducted with 10 people working in various
positionsinpublicand private sectors. Interviews
were transcribed verbatim and analyzed
with the help of discourse analysis. Findings
are discussed around the emerging themes
(perceptions of revenge, revenge motives,
revenge strategies and forgiving). The research
contributes to a better understanding of the
antecedents and consequences of revenge,
how different positions make difference in
revenge strategies and motives, and in what
kind of situations and intentions lead people
to forgive instead of focusing on revenge.

Keywords
organizational revenge e forgiveness e
qualitative research

(Folger ve Skarlicki, 1998), mobbing (Leymann, 1996),
Uretkenlik karsiti davranislar (Fox ve Spector, 1999)
ve daha pek ¢ok olumsuz davranisa deginilirken,
bu tip davranislara yol agabildigi bilinen intikam
giudusl Gzerine yapilan calismalar gorece az sayida
ve dar kapsamdadir. Bireylerin is yasaminda hangi
durumlarda intikam almak istedikleri, intikam
niyetlerini gerceklestirirken ne gibi yollar izledikleri ya
da intikamin tam tersi olarak karsimiza ¢ikan affetme
davranisinin ne gibi durumlarda kendini gosterdigine
dair sorularin biyik bir kismi henliz cevaplanmamistir.
Bu konulara sadece psikoloji, psikiyatri ve psikoterapi
yazininda yer verildigi, is yasami 6zelinde yapilan
calismalarin az sayida oldugu gérilmektedir.

Yazindaki bu bosluktan yola ¢ikarak bu calismada is
yasaminda intikam davranisinin ortaya cikisi, calisanlar
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tarafindanhangidavraniglarinintikamolarakalgilandigi,
intikam olgusunun nasil kavramsallastirildigi, intikam
niyetinin hangi tip tutum ve davraniglara doniistigu
sorularina yanit bulunmaya cahsilmistir. intikam
kavramina alternatif olarak ortaya c¢ikan affetme
eylemine dair bulgulara da ¢alismada yer verilmistir.

Affetme davranisinin sebepleri irdelenmis ve
is yasaminda affetme-intikam dongusinin genel
boyutlariyla daha iyi anlasiimasi amaclanmistir.
Calismanin  bir sonraki bélimiinde orglitlerde
intikam ve affetme niyeti Uzerine yazin taramasi
yapilmis, arastirmanin yazindaki hangi bosluklari
doldurmayi hedefledigi ve orgiitsel hayata yapmayi
amagcladigl katki ayrintih bir sekilde aciklanmistir.
Daha sonra ortaya c¢ikan temalar cergevesinde
bulgular tartisiimis, sonug¢ ve 6neriler sunulmustur.

Orgiitlerde intikam Davranisi
Orgiitlerde  giinlik  hayatin  rutini  iginde
gelisen olumlu ve olumsuz olaylar bireylerin hem
¢alisma hem de 0zel hayatlarini bliylk olglide
etkilemektedir. Ozellikle, olumsuz nitelikli olaylarin
etkisi c¢alisan yasaminda uzun donemli yikic
sonuglara yol agabilmektedir (Aquino vd.., 2006).

Calisma yasamindaki olumsuz davranislar Gzerine
pek cok calisma yapilmis, bu davranislarin pek cok
kiltirde hem de siklikla vuku buldugu ve miinferit
olarak degerlendirilmeyecegi kanisina varimistir.
Dolayisiyla, bu davranislar, 6ncelleri ve sonuglariyla,
orgutsel davranis alanin altinda, “karanlik taraf”
olarak, ayri bir calisma alani haline gelmistir. Is
yasaminda gorilen olumsuz davranislarla ilgili pek
cok siniflama gelistirilmistir. Sapkin is yeri davranislari
(Robinson ve Bennett, 1995), misilleme (Allred, 1999;
Skarlicki ve Folger, 1997), isyeri teréri (Neuman
ve Baron, 1997; O’Leary-Kelly vd., 1996), isyerinde
siddet (Folger ve Skarlicki, 1998), mobbing (Leymann,
1996) ve Uretkenlik karsiti davranislar (Fox ve Spector,
1999) gibi kavramlar bu siniflamalara 6rnek olarak
gosterilebilir. insanlarin giinlitk konusmalarinda hatali
olarak degerlendirdikleri, kendilerine yapilmasindan
hoslanmadiklarini ve kendilerinin normalde
gostermeyecegini ifade ettikleri bu davranislarin, is
yasaminda siklkla vuku bulmasi, insan psikolojisinin
ve gerekcelendirme mekanizmalarinin ne kadar
karmasik oldugunun emaresi olarak gordilebilir.

Olumsuz isyeri davraniglarina odaklanan
¢alismalar, intikam alma isteginin bu tip davranislar
lzerinde biylk olctide agiklayic etkisi oldugunu
ortaya koymaktadir (Bies ve Tripp, 1996; Bies, Tripp
ve Kramer, 1997; Aquino, Tripp ve Bies 2006; Aquino,
Tripp ve Bies, 2001; McLeanParks, 1997; Tripp ve
Bies, 2007). Tirk Dil Kurumu intikam kavramini;
“O¢, kot bir davranis veya sozii cezalandirmak
icin kotllikle karsilik verme istegi ve isi” olarak
tanimlamistir (TDK Sozltik). Sir Francis Bacon (1625)’un

taniminda ise intikamin bir nevi uygarlasmamis
adalet arzusu oldugu vurgusu yapilmistir. Skarlicki ve
Folger’e (1997) gore de intikam, algilanan esitsizlige
karsi verilen bir cevaptir. Benzer bir bigcimde, Stuckless
ve Goranson (1992) intikami algilanan bir yanlis
karsihiginda uygulanan ceza olarak adlandirmistir. Bu
dogrultuda, birey karsisindakine ceza vererek, kendi
kizginligini azaltacak ve rahatlayacaktir. Bies ve Tripp
(1996) kendisine yanhs yapildigini distnen kisinin, ona
bu yanlisi yapanla édesme fantezisi icinde olacagini,
dolayisiyla normalde etik disi degerlendirebilecegi
birtakim davraniglar gosterebilecegini belirtmislerdir.
Odesme giidiisiiniin baskinhigindan dolayi, érgiitsel
davranis yazininda intikam adaletsizlik algisi ile
iliskilendirilmistir.  Ozdevecioglu (2008) 6rgiitsel
adalet algisi ile intikam niyeti arasinda istatistiksel
olarak anlamh iligkiler bulmustur. Bu dogrultuda,
adalet algisinin ihlal edildigi durumlarda, galisanin
yoneticisini cezalandirmak —intikam almak- istedigi
ve bu nedenle de olumsuz birtakim davraniglar
gosterdigi ifade edilmistir (Folger, 1987; Folger, 1993;
Sheppard vd., 1992; Hollinger ve Clark, 1983). Yazinda
intikkam alma yontemlerinin, o6rgitsel vatandashk
davranislarinin azalmasi, psikolojik olarak geri ¢ekilme
ve direng olusturma gibi dolayli (Jermier vd., 1994)
ya da kot davranig sergileyen kisiyi orgut igerisinde
asagilama, gorinir bigcimde o6ziir bekleme, kotl soz
sdyleme, ispiyonlama ve dava etme gibi dogrudan
(Bies ve Tripp, 1996; 1997) olabilecegi belirtilmistir.

Goruldugu Gzere, orgltsel davranis yazininda
intikam  kavrami  calisanin  algiladigi  esitsizlik
ve adaletsizlik sonucu ortaya c¢ikan davranislar
baglaminda incelenmektedir. Yazinda karsilasilan
arastirma modellerinde genellikle g¢alisanin adaletsiz
bir durumla karsilasmasi sonucu intikam niyetinin
olusmasi ve ardindan gelisen sabotaj davranislar

incelenmistir. Bu dogrultuda intikam kavraminin
olumsuz isyeri davranislarinin  “nedeni” olarak
incelendigi gorilmektedir. Ote vyandan intikam

niyetine alternatif olarak ortaya cikabilecek baska
bir kavram daha vardir. Karsilasilan adaletsizlik veya
esitsizlik iceren davranislarin sonucunda, olumlu veya
tarafsiz davranislarla da karsilik verilebilmektedir.
Bu duruma en iyi oOrnek, kisinin sucluya veya
saldirgana karsi gosterdigi affedici davranislardir.

Affetme Niyeti
Genel anlamda affetmek, hosgori ile karsilamak,
mazur gérmek veya bagislamak anlamina gelmektedir
(Tark Dil Kurumu, 2017). Affetme, karmasik, duygusal,
bilissel ve davranissal bir olgudur. intikam kavraminin
aksine, affetme kavrami orgitsel davranis yazininda
neredeyse tamamen gormezden gelinmistir. Bunun

sebebi, affetme niyetinin bilimsel sebeplerden
ziyade daha geleneksel ve teolojik sebeplere
dayandiriimasi olarak gorialebilir  (Adugit, 2008;

Ayten, 2009). Orgiitsel davranis yazininda sinirli da
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olsa, affetme kavraminin faydalari incelenmistir.
Bradfield ve Aquino’nun (1999) da derledigi gibi bu
faydalara, olumsuz duygularin azalmasi, fiziksel ve
psikolojiksagliginiyilestirilmesivekisiler arasiiliskilerde
glvenin yeniden tesisi dahildir (Fitzgibbons, 1986; Hebl
ve Enright, 1993; Bies ve Tripp, 1995). McCullough vd.
(1997:321) affetme kavramini “bir kisinin sugu isleyen
kisiye misilleme yapma motivasyonunun giderek
azalmasina sebep olan, sugluya yabancilagmayi
azaltan ve suglu kisinin yaralayici eylemlerine ragmen
onunla uzlagmay! ve iyi niyeti arttiran bir dizi degisim”
olarak tanimlamistir. Affetme davraniginda yalnizca
gerceklestirilen eylemin unutulmasi veya gérmezden
gelinmesi degil ayni zamanda sugluya karsi pozitif
ve merhamet dolu hisler beslemek de séz konusu
olmaktadir (Cameron ve Caza, 2002; Cosgrove ve
Konstam, 2008). Thompson vd. (2005) de affetme
kavramini yoneldigi objeyi baz alarak (1) kendini
affetme, (2) baskasini affetme ve (3) faili meghul
durumlan affetme olarak incelenmislerdir. Yazinda
baslarda affetme olarak incelenen bu kavram daha
sonrasinda Aquino vd. (2006) tarafindan “uzlasma”
olarak adlandiriimis ve bu isimle de incelenmistir.

Yukarida anlatilanlar 1siginda, kisilerin haksizliga

veya saldirganliga ugramasi durumunda bazen
intikam alma niyeti gosterdigi, bazen affetmeyi
sectigi, bazen de orta yolu bularak karsi tarafa zarar
vermeden baslarina gelenlerin telafisini saglamaya
calistig gorilmustir (Bradfield ve Aquino, 1999).
Olumsuz olaylar karsisinda etkisi kisa ve uzun vadede
en olumlu olanin affetme oldugu gergeginden yola
cikarak affetme veya uzlasmayi kolaylastirici durumlar

incelenmistir. Bu dogrultuda suglunun pismanlk
duymasi, bir bagkasi tarafindan cezalandirilmasi
veya oOrgitte c¢esitli  yaptirmlarla  karsilagsmasi

affetme veya uzlasmayi kolaylastirir (Bies vd., 2007).

Affetme davranisinin derinliklerine indigimizde ise
dini inanglar karsimiza ¢ikmaktadir. Diinya Gzerindeki
tiim inang sistemlerinde affetme, erdemli bir davranis
olarak kabul edilmektedir (Cameron ve Caza, 2002).
Yukarida anlatilanlar i1siginda, mevcut yazinda intikam
ve affetme niyetinin tanimlandig, intikam olgusu
tanimlanirken merkezine adaletsizlik ve esitsizlik
kavramlarinin konuldugunu soylemek muamkinddr.
Ote yandan yazinda intikam alma yéntemlerine de
deginilmis ancak tim bu calismalar ve tanimlamalar
intikam alan kisi agisindan sekillendirilmistir. Ayrica
bircokcalismadaintikam, olumsuzisyeridavranislarinin
oncili olarak gorilmds, intikam niyetinin dncillerine
yeterince deginilmemistir. Olgu, kendinden intikam
alindigina inanan veya intikam davranisina hedef
oldugunu dislinen kisiler agisindan incelenmemis,
bu kisilerin intikam olarak adlandirdiklari davranislara
karsilik verme istek ve sekilleri agisindan bir agiklama
getirilmemistir. Uluslararasi yazinda her ne kadar
glclin intikam alma taktikleri agisindan farklliga
sebep olabilecegi belirtilse de (Aquino vd., 2001)

bu durum pozisyon agisindan agikga incelenmemis
ve bireylerin o6rgutsel hiyerarsideki yerlerinin bu
konuda bir faktor olarak ele alinip alinamayacagina;
yonetici veya c¢alisan baglaminda kisileri intikam
almaya iten konularda ve intikam alma sekillerinde
fark olup olmadigina vyeterince deginilmemistir.
Ote yandan, affetme kavrami genis anlamda daha
¢ok geleneksel ve teolojik agidan incelenmis,
orgutsel davranig literatlriinde ise bir noktadan
sonra uzlasma kavramina evirilmistir. Bu kavramin
orgltsel yasamda bireye saglayacag faydalar
incelenirken, hangi durumlarda affetmenin
secildigi ve bu eylemin altinda yatan sebeplerin ne
olduguna dair kapsaml bir agiklama getirilmemistir.

Yazinda yukarida belirtilen bosluklardan yola
cikarak, calismamizda intikam kavramina dair genel
algilarin belirlenmesine ek olarak, intikami gidileyen
durumlarin neler oldugu, intikam alma stratejileri,
intikam alan bireylerin yani sira kendisinden
intikam alindigini  dislinen  bireylerin  intikam
kavrami (zerine farkli bakis acilari olup olmadigi
gibi sorulara yanit getirilmesi hedeflenmektedir.
Ayrica orgutsel hiyerarsinin intikam niyeti ve bu
niyetin davranisa donistirilmesinde bir etkisi olup
olmadigl ve eger varsa ne gibi farkhliklar yaratacagi
sorusuna da cevap aranmistir. Ote yandan bireyin
affetmeyi hangi durumlarda ve hangi sebepler
dogrultusunda intikam almaya alternatif olarak
gordugine de aciklik getirilmesi hedeflenmektedir.

Arastirmanin Yontemi

Sosyal bilimler alaninda vyaygin olan kesifsel
arastirmalar net olarak belirlenmemis sorunlari ortaya
¢ikarmak, neler oldugunu anlamak, olaylarin i¢ yliziini
degerlendirmek, sorular sormak ve fenomenleri farkl
bakis acilariyla degerlendirmek igin yapiimaktadir (akt.
Saunders, 2011). Nitel arastirma yontemlerinin ise, bir
problemin veya konunun kesfedilmesi (Creswell, 2015)
veya insan ve grup davraniglarinin nedenleri sorusuna
daha derin bulgularla cevap alinmasi istenildiginde
kullanilmasinin uygun oldugu bilinmektedir (Carson
vd.,, 2001). Bu dogrultuda, intikam davranislari
ve altinda yatan niyet inceleneceginden, calisma
kesifsel bir arastirma olarak tasarlanmis ve nitel
arastirma yontemleri kullanilmasina karar verilmistir.
Arastirma konusu, icerigi geregi hassas bir yapidadir.
intikam duygusu ve bunun sonucunda ortaya
¢ikan davranislarin, kisiyle birebir gorisuldiigiinde
daha iyi irdelenebilecegi disunulmektedir. Bu
sebeple veri toplama yontemi olarak derinlemesine
goriisme secilmistir. Gortsmeler yari yapilandiriimis
sorular rehberliginde gergeklestirilmistir. Goriisme

sorulari  hazirlanirken 6nce vyazin incelenmistir.
incelenmesi amaglanan unsurlar gbéz &niinde
bulundurularak, katilimcilarin kendilerini rahatsiz

hissetmeden cevaplayabilecekleri sorularin yazilmasi
hedeflenmistir. Yazarlar ortak bir ¢alismayla sorulari
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olustururken, ayni zamanda ilgili alanda uzmanlasmis
akademisyenlerden goéris almislardir. Goriismelerde
oncelikli olarak katihmcilara ¢alisma ortami ile ilgili
sorular yoneltilmis, bulundugu pozisyona gore yonetici
veya calisanlarla ilgili hisleri sorulmustur. Devaminda
kisilerin is ortaminda yasadiklari olumsuz anilar ve
haksizliklar ile ilgili distinceleri alinmig ve sonrasinda
intikam ile alakal gorisleri alinarak anilari Gzerinden
gorasmeler ilerletilmistir. Gorlismelerin devam ettigi
sire igerisinde katilimcilarin cevaplari dogrultusunda,
protokolde bulunmayanancakgérismenindahaverimli
gecmesine yardimci olacak sorular da sorulmustur.

Gorusmeler, katihmcilarin ~ kendilerini  rahat
hissedebilmeleri icin kendi sectikleri bir mekanda
(ev, kafe, okul vb.) gerceklestirilmistir. Yapilan
goriasmelere ek olarak bulusulan ortam ve katilimci
ile ilgili gozlemler yapilmis ve alan notlari da alinmistir.
Her bir goriisme 40 ila 60 dakika strmustir. Konuya
farkl bakis acilari saglamasi amaciyla hem 6zel sektor
hem de kamu sektoriinde calisan, farkli pozisyonlara
ve gorevlere sahip kisilerle goriisilmustir. Toplamda
ybnetici ve yonetici pozisyonunda olmayan beyaz
yaka calisanlardan olusan 10 kisilik bir gruptan veri
toplanmistir. Calismamizda alinan verilerin birbirini
tekrarlamaya baslayip doygunluga ulasmasindan
orneklem 10 kisi ile sinirlandiriimistir.  Kesifsel
arastirmalarin genelleme amaci tasimadiklari ve kigik
orneklem gruplarindan elde edilenler isiginda ileriki
calismalara zemin sagladiklari géz 6niine alindiginda
(Nargundkar, 2003) oOrneklem  buyukliginin
calismanin tasarimiyla uyumiginde oldugu séylenebilir.

Tablo 1: Katihmci Profilleri

Cinsiyet | Yas | Sektor Pozisyon

Katihmar 1 Kadin 30 | Otomotiv | Halkla iliskiler
Uzmani

Katilimci 2 Erkek 37 | Uretim Yénetici/Ortak

Katihma 3 Kadin 30 | Turizm Satig Danismani

Katthmci 4 | Kadin 43 | Uretim insan Kaynaklari
Madari

Katilima1 5 Erkek 51 | Deri isyeri Sahibi

Katihimc1 6 Kadin 32 | Egitim Yardimci Dogent

Katihme1 7 Kadin 42 | Egitim Ogretmen

Katihmc1 8 | Kadin 43 | Egitim Memur

Katihmc1 9 Erkek 37 | Egitim Arastirma Gorevlisi

Katihimci 10 | Kadin 29 | Uretim isyeri Sahibi

Tablo 1'de katihmcilara dair cinsiyet, vyas,

pozisyon ve sektor bilgisi verilmektedir. Katilimcilarin
cinsiyete gore dagilimina bakildiginda, Ug¢ erkek
(%30) ve yedi kadin (%70) oldugu gorulmektedir.
Katihmcilarin yas araligi 29 ila 43 olup %70’i 35 yas
lizerindedir. Katilimcilarin %60’1 6zel, %40’ kamu
sektorinde calismaktadir. Kamu sektériinde galisan
katilimcilarin  hepsi egitim alaninda bir meslege
sahiptir. Tim katihmcilar igerisinde kademeye gore
dagihma bakildiginda %40’ inin  yonetici %60’inin

ise g¢alisan pozisyonunda oldugu goérilmektedir.

Yapilan goérismelerde katilimcilarin izniyle ses
kaydi alinmis, ses kayitlari herhangi bir degisiklik
yapilmadan transkriptlere aktarilmistir. Transkriptler
kavramsal kodlama yodntemi (Strauss ve Corbin,
1998) ile c¢ozimlenmistir. Kodlama ydnteminin
yani sira, verilerin yorumlanmasinda soylem analizi
(Sitz, 2008) kullanilmistir. Yazarlardan her biri elde
edilen transkriptleri ayri ayri okumus, analiz etmis,
olusabilecek temalari belirlemistir. Daha sonrasinda
karsilastirmali  analiz yontemine (Spiggle, 1994)
basvurularak her iki tarafin da yaptig analizler
birlestirilmis ve genisletilmistir. Bu siregte yazarlar
birbirlerinin verileri nasil yorumladiklarini sorgulamis,
bu dogrultuda analiz ilerletiimistir.  Analizler
sonucu ortaya cikan temalar gruplanirken yazarlar
birlikte c¢alismis, ikileme dustikleri veya sapma
gozlemlendiklerindeilgilialanda uzman arastirmacilara
danismis ve onlarin goérislerini almislardir. Verilerin
analizi yapilirken stirekli olarak elde edilen veriler,
ilgili teoriler ve yorumlamalar arasinda triangtilasyon
yontemi  kullanilmis  ve  yapilan  analizlerin
givenilirliginin saglanmasi hedeflenmistir. intikam
kavrami ve ortaya cikan davranislar yorumlanirken, her
katihmcinin kendi séylemi Gzerinden tanimlanmistir.
Katihmcilardan intikam olarak adlandirabilecekleri
davranislarin tanimlanmasi istenmis, saldirgan veya
olumsuz bir durumla karsilastiklarinda nasil karsilik
verdikleri sorulmustur. Bulgular; intikam kavraminin
nasil algilandigl, hangi durumlarda intikam alma
giudisinln olustugu, intikam alma sekilleri, affetme
davranisi ve niyeti, slrecin bireysel ve orgiitsel
sonuglarigibiolusantemalar ¢ercevesinde tartisiimistir.

Bulgular

Bulgular temalar

incelenmistir.

ortaya c¢ikan cercevesinde

intikam Kavramina Dair Algilar

Katilimcilar intikam kavrami hakkinda konusmaya
basladiklari ilk anda, konuya rasyonel bir bicimde
yaklasmislardir. Bu dogrultuda, intikam tiim katiimcilar
tarafindan olumsuz, is yasaminda gozlenmemesi
gereken bir olgu olarak ifade edilmistir. Katilimcilar
her ne kadar is yasamlarinda can sikici, adil olmayan,
isi engelleyici veya motivasyon duslriici olaylarla
karsilassalar da intikam duygusunun barindirilmamasi
gerektiginden, intikam dirtisiine sahip olmay veya
bu konu hakkinda konusmayi yakisiksiz bulduklarindan
bahsetmislerdir. Verilen cevaplarda ayrica intikamin
tehlikeli olduguna deginmislerdir.

“Bir intikam duygusunun bir is iliskisinde olmamasi
gerektigini diisiinliyorum...” Erkek, 37, Uretim

“isyeri bunun olmasi icin ¢ok sagma bir yer, yani

herkes parasini kazanmaya c¢alisiyor, niye intikam
pesindesin ki yani?...” Kadin, 30, Halkla iliskiler
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“Intikam tehlikeli bir sey, ya aslinda pozisyonum

geregi bundan bahsetmemem gerekiyor...” Kadin, 42,
Ogretmen

“Intikam ¢ok agir bir kelime bence, intikam diye bir

sey cok yaygin degil ve olmamali hatta ¢iinki ¢ok can
yakabilir...” Kadin, 30, Turizm

Baslangicta intikam olgusu ile is yasamini
bagdastiramadigini ifade eden katilimcilar, gériisme
ilerledikge intikami hayatin, insan dogasinin bir pargasi
olarak gordiklerini soylemisler ve intikam kavramini
yazinla uyumlu (Stuckless ve Goranson, 1992; Bies
ve Tripp, 1996) bir sekilde bir kisinin kendine verilen
zararl tazmin etmek Uzere gesitli davranis ve tutumlar
cercevesinde cevap vermesi olarak tanimlamiglardir.
Bu tanimla, basta olumsuz ya da yakisiksiz olarak
etiketledikleri intikam kavramina bir nevi mesrutiyet
kazandirmiglardir.  Diger bir deyisle, intikamin
toplumsal ve dini degerlerde olumsuz bir kavram
olarak yer almasi sebebiyle (Cameron ve Caza, 2002),
katiimcilar basta sosyal begenilirlik etkisi (Edwards,
1957) altinda “ideal” cevaplar verirken, gorisme
ilerledikce kavrami normallestirmeye baglamislardir.

“Intikam sana yapilan bir yanlisin karsiiginda onun
acisini ¢ikarmak...” Kadin, 30, Halkla iliskiler

“Intikam aslinda ilkel bir sey hepimizin icinde var...”
Erkek, 37, Arastirma Gorevlisi

Bazi katihmcilar gorisme ilerleyip, kendilerini
konuya daha dahil hissettiklerinde, intikamin dogal
bir olgu oldugunu kabul etmenin bir adim Gtesine
gecerek, bu olgunun kendi hayatlarinda da zaman
zaman vuku buldugunu, baska bir deyisle zaman zaman
intikam aldiklarini belirtmislerdir. Ancak bu gidinin
varligi ve intikam eylemi ile ilgili rasyonalizasyon
mekanizmalarini devreye sokmuslardir. Bu
rasyonalizasyon yodntemlerinden en vyayginlarinin
ise intikamin “kendini koruma amacl” ve “adaleti
yeniden tesis etme istegi” olarak konumlandirildigi
goriulmektedir. Yazinda yapilan intikam tanimlarinin
temelinde adaleti yeniden tesis etme isteginin yer
aldig1 distunildiginde bulgularin yazinla paralellik
gosterdigi soylenebilir. Kendini koruma amacinin da
ayni sekilde adaletin yeniden tesisinin bir sonucu
oldugu dusunulebilir (Skarlicki ve Folger, 1997).
Dolayisiyla, kisiler kendilerini koruma amaciyla ya
da adaleti yeniden tesis etmek icin, karsilastiklari
olumsuzluklaraintikam davranisiyla cevap vermislerdir.

“Ben bazi konularda intikamci davranabiliyorum
ama her zaman degil..” Kadin, 30, Turizm
bunu vyapan diyerek bir

hmm nasil diyeyim tam
.." Erkek, 51, Isyeri Sahibi

“Sen misin bana
harekette bulunmak,
acisini ¢ikartmak istiyor

Bazi katilimcilar ise yasadiklari
olumsuzluklara tepki olarak planli bir sekilde
intikam gudasi  ile  hareket etmeseler bile
bu duyguyu hissettiklerini ifade etmislerdir.

“Diislince olarak intikam boyutuna geliyordur
ama aksiyon olarak gelmiyordur...” Erkek, 37, Yonetici

Ayni zamanda katihmcilarin kendilerine
gosterilen  olumsuz  davraniglarin  bir  kismini,
bir bagkasinin kendisinden intikam aligi olarak

yorumladiklari  gorllmistir. Bu durum genelde
ast-Ust iliskileri c¢ercevesinde ortaya c¢ikmaktadir.
ilging bir sekilde yazinda bu noktaya deginen
¢alisma  bildigimiz  kadariyla  bulunmamaktadir.

“Ben burada en kidemlilerden biriyim herkesten

once de sef oldum ama higbir zaman bana istedigim
gibi davranilmadi ya da oyle demeyeyim istedigim
gibi degil de hakkettigim gibi... Mesela n’oldu biliyor
musun burada? Ne yonetimler degisti. Ben sirf tek bir
yonetimle aram iyi diye yeni gelenin de arasi bozuk diye
benim ylikselmem engellendi, kendi gbérevimden bagka
gorevlere siurildiim, bir ton gereksiz is verildi, bolim
islerinden elimi ayagimi gektiler hem yetkimi azalttilar
hem de islerimi fazlalastirdilar...” Kadin, 43, Memur

intikami Giidiileyen Durumlar

intikami  gidileyen durumlara bakildiginda,
ybnetici pozisyonunda calisanlarin digerlerinden daha
farkh gidilerle hareket ettikleri gozlemlenmistir.
Yoneticiler acisindan bakildiginda, intikami
giudileyen durumlarin ortaya c¢ikmasinda calisanin
isi zamansiz birakip gitmesi, isi, calisma ortamini
begenmemesi, yoneticinin gormek istedigi davranis
kaliplarinin  disina ¢ikmasi  gibi durumlar soz
konusu olmaktadir. Bu tip davranislari yoneticiler
nankorlik olarak algilamakta ve dustrildaklerini
hissettikleri dezavantajli durumdan intikam alip,
adaleti yeniden tesis ederek ¢ikmak istemektedirler.

“Sen misin benim verdigim isi begenmeyen? Al
dedim ben de! Yok sana bundan sonra, az parga var
daha az para kazanirsin boylece nankérlik etmezsin.
Yani ig istir sen napiyorsun? Boyle canini yakarlar ...”
Erkek, 51, isyeri Sahibi

Calisanin isi birakip baska bir yerde ise girmesi,
yoneticiler tarafindan nankorlik olarak algilanmakta
ve bunun sonucunda da intikam giidisi dogmaktadir.
Yoneticilerin, calisanina isi 6gretmesi, maddi veya
manevi yatirimlarda bulunmasi ve ona gesitli olanaklar
saglamasi sonucunda calisanin sonsuza dek ayni is
yerinde calismasini bekledigi soylenebilmektedir.
Ancak calisan isten ayrilip baska bir sirkete gectiginde,
yapilan tim yatirimi da yaninda gotlirmekle beraber,
kendisine bir baba gibi davranan yoneticisine de
ihanet etmis olacak, boylece intikamin varhgini
mesrulastiracaktir. Bu gibi bir durumda yine ¢alisanin
sadakati sorgulanmaktadir. Shapiro ve Elangovan’in
(1998) calismasinda da belirtildigi gibi, ihanete
ugradigini hisseden kisilerin bunun karsiligini intikam
giudislyle beslenen bir dizi eylemler ile almaya
calistigi ve bunu mesrulastirdigi séylenebilir.
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“Derken sonra ayrilacagim gin ki zaten
ayrilmamam igin ¢ok baski yaptilar ama ayrilacagim
gln bir tavir degisikligi, bir terslemeler, bir sanki ben
orda ¢alismamigim 6énemsizmisim gibi davranmalar...
Yani hani kendimi berbat hissettim ya... Boyle gidip
nerde ¢alisacaksin, baska yerde nasil galisacaksin bu
sirketi birakip? Falan dedi midirim...” Kadin, 30,
Turizm

Yoneticinin kendisine rakip olarak gérdugi kisiler ile
kendi ¢alisanlari arasindaki iliskinin niteligi de intikam
konusu olabilmektedir. Bulgular, yoneticinin kendisinin
onaylamadigi veya rakibi olarak gordGgi biriyle
kendi calisaninin veya tedarikgisinin is yapmasinin,
aralarindaki sadakat algisina zarar vererek intikam
davranislarini  gilidiileyebilecegini  gostermektedir.
Ayrica yonetici calisaninin veya tedarikgisinin glic
alanindan ciktigi hissiyle rahatsizlik duymaktadir. Bu
gibi durumlar, kurulan ikili iliskilerin performanstan
daha 6nemli oldugu Tiirk is yasaminda (Sargut, 2001)
ciddi sikintilara yol agabilmektedir.

“Eger (...) ya tedarik ederseniz, Grlini sizden Griin

almayi birakacagiz gibi tehditler duydum...” Erkek, 37,
Yonetici

“Benim (...) hoca ile olan siki fiki muhabbetim,
abi kardes iliskim onla is yapmam gibi sebeplerden
beni kag projeden attilar biliyor musun? Sirf hem (...)
hocaya direkt bir sey yapamiyor benim Uzerimden
cikariyor hem de bana bak gérdiin mi sen onun tarafini
secersen biz de seni boyle cezalandiririz diyorlar ...”
Erkek, 37, Arastirma Gorevlisi

Calisanlar arasinda intikami glidiileyen durumlara
bakildiginda ise daha ¢ok kendilerine gosterilen
olumsuz tutum ve tavirlarin karsiigini  verme
istegi gorilmektedir. Yoneticiler kendi beklentileri
dogrultusunda gerceklesmeyen durumlarin
karsihginda intikam alma gldisu igerisine girerken,
galisanlar, yoneticilerinden veya is arkadaslarindan
gordikleri zararin karsiligini almak igin intikam olarak
adlandirilabilecek davraniglara  basvurmaktadirlar.
Bu da bizi bir kere daha zararin tazmin edilmesi ve
adaletin yeniden tesisi kavramlarina gotirmektedir.

“Sadece basit bir ihtar ¢ekip, primlerimi isteyip,
kendim istifa edecektim...” Kadin, 30, Halkla iliskiler

intikam Alma Sekilleri

Katilimcilarin intikam alma veya kendilerinden
intikam alma amagh gergeklestirildigini disundikleri
davraniglara bakildiginda, karsi tarafta belirgin bir
zarar yaratmayan ancak kisinin kendini rahatlatmasini
saglayacak kiicik aksiyonlardan, karsi tarafa maddi
veya manevi belirgin zarar verecek davraniglara
kadar genis bir vyelpazenin varlig gorilmustir.

“Iste bir seyler yapmak istiyorsun, acisini ¢ikartmak
istiyorsun, seni yolun ortasinda birakti diye... Artik bir
intikam mi diyeyim, ne diyeyim bilemedim. Ama isten

ayrilmasina karsilk boyle biz de ufak bir oyun yapip
onun unvanini oldugundan disiik bildirerek kendimizi
rahatlatmistik...” Kadin, 43, insan Kaynaklari Midiirii

“Hayir yani anlamiyorum, tamam isi biraktim
ne ugrasiyorsun hala benimle, bir arkadasima
daha olmustu bu, ben 7 aya yakin bir sire is

bulamadim vya, referans vermemek nedir, bu
kadar mi acizsin sen? ..” Kadin, 30, Turizm
intikami giidiileyen durumlara benzer olarak

intikam alma sekillerinde de intikam alanin pozisyonu
etkili olmaktadir. Calisanlarin yéneticilerinin onlardan
intikami  olarak adlandirdiklari, baslarina gelen
olumsuz olaylari anlatirken verdikleri 6rneklerde;
siklikla yoneticilerin galisanin isten ayrilmasina kizip,
¢alisanin maddi kazancini ve kariyerini olumsuz yénde
etkilemeye calistigi gorilmektedir. intikamin adaleti
yeniden tesis etme arzusundan kaynaklandigi dikkate
alindiginda (Skarlicki ve Folger, 1997), yonetici ya da
isveren, calisanin isten ayrilmasindan kaynaklanan
maddi zararini ve ihanete ugramighk hissini, ¢alisani
benzer bir zarara ugratarak psikolojik agidan azaltmaya
¢alismaktadir denilebilir. Calisanlar yoneticilerini gesitli
nedenlerle kizdirip, hayal kirikhgina ugrattiklarinda
yoneticilerin intikam alabilmek igin ellerindeki
mesru glicii kullanarak calisana gesitli yaptinmlarda
bulunduklarini, zaman zaman igyeri zorbaligina
benzeyen sonuglarin ortaya ¢iktigini ifade etmislerdir. is
yerindeki iliskilerin diyadik boyutla sinirlandirilamadigi
ve iki es duzey yoneticinin birbirlerinden intikam
alma c¢abasinda astlarin da etkilendigi bulgularda
kendini gostermistir. Yoneticilerin mesru giiciin etkili
oldugu astlar (zerinde gergeklestirilen eylemler ile
birbirlerine hamlede bulunduklari soylenebilir. Bir
katihmcinin bahsettigi lizere, yonetici elindeki giict
kullanarak calisana iftira atmis ve isten cikariima
gerekgesini hirsizlik olarak kayitlara gegirmistir. Burada
yine lglncl bir kisiyi daha duruma dahil etme (insan
kaynaklari calisani) ve o kisiye dahil olmaktan baska
sans birakmama vyaptirimlarinda bulunmustur. Bu
durum, intikamin is yasaminda hangi boyutlara
ulastigini  gbstermesi acgisindan  dikkat cekicidir.

Yoneticiler her ne kadar ellerindeki mesru gilci
kullanmayi 6ncelikli kilsalar da ¢alisanlari ile kurduklari
iliskilerini de intikam alma stratejileri icerisine dahil
etmektedirler. Yazinda c¢alisanin  ydneticisinden
intikam almak icin gosterdigi ifade edilen bu tip
davranislarin ¢alismamizda yoneticiler tarafindan da
gosterildigi bulunmustur. Is iliskilerinin sosyal iliskilerle
ic ice gectigi toplulukgu kultirlerde insan iliskilerinin
yeniden diizenlenmesi, iyi niyeti geri ¢cekme, sicaklik
gostermeme, samimiyeti kesme gibi duygusal
gldilerle desteklenen geri cekilme davranislarinin
diger toplumlara gore daha sik gorildugi bilinmektedir
(Cheng vd., 2004; Aycan, 2006). Hatta s6z konusu

davranisglar, paternalist liderler tarafindan siklikla
basvurulan cezalandirma vya da intikam alma
yontemleridir (Soylu, 2011). Tirk is yasaminda
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paternalist liderlik tarzina siklikla basvuruldugu (Aycan,
2001; Erben, 2004; Koksal, 2011) dusunildiginde
bulgular yazinla paralellik gostermektedir.

“Ben de iyi davranmamaya karar verdim.
Evet ben yoOneticiyim ve sen benim iyi niyetimden
anlamayacaksan o zaman ben de sana iyi davranmam
dedim...” Kadin, 29, isyeri Sahibi

“Sen misin onun isini biraz erteleyen? O giin
bugilindir ben onun igin (...) hanim oldum ve bana
(...Jam (...) abla ne bileyim 6yle soyleyen herkese de
memurlarla gereksiz samimiyeti sevmem gibi seyler
soyleyip laf sokuyormus ...” Kadin, 43, Memur

Yukarida da ifade edildigi tzere, is yerinde iliskiler
zaman zaman diyadik boyuttan tasarak yasanan
olumsuz durumla dogrudan ilgisi olmayan kisileri de
etkileyebilmektedir. Katihmcilar tarafindan verilen
orneklerde, calisanin isten ayrilmasi sonucunda mesru
glclini onun Gzerinde kullanamayan yonetici, calisanla
arkadaslik iliskisi icerisinde olan diger ¢alisanlari tehdit
ederek — bir nevi giiciin kimde oldugunu hatirlatarak —
buiki parti arasindaki sosyaliliskileriyeniden diizenleme
yoluna gitmektedir. Bu dogrultuda, yoneticilerin intikam
alma yontemlerinden birinin ¢alisanin sosyal iliskilerine
miidahale etme oldugu soylenebilmektedir. Mobbing
yazininda yer verilen bu davranisin (Zapf, 1999) intikam
alma giddisiyle beslendigi gorilmektedir.

“Ben ayrildiktan sonra tabi bahsettigim gibi ¢ok
yakin arkadaglarim vardi orda ve orda hala galisan
ve benim ¢ok samimi olan arkadaslarimla uzun siire
gorismemi engellediler. Soyle onlari da tehdit ettiler;
seni isten ¢ikarinm onunla goriismeyeceksin diye ki
zaten basina birebir gelen var...” Kadin, 30, Halkla
iliskiler

Calisanlarin intikam alma sekillerine bakildiginda
ise yoneticilere goére farklilhklar ortaya cikmaktadir.
Calisanin da yoneticiden intikam alabilmesi, intikamin
sadece mesru glic ile alinmadigini, daha farkli yontem
ve araclarla da ortaya c¢ikabildigini bir kez daha
gostermektedir. Calisanlar yoneticileri tarafindan
haksizliga ugratildiklarini dastindikleri durumlarda
cesitli eylemlerle tepki vermeye ve intikam almaya
calismaktadir.  Yoneticiye saygisizlikta bulunmak,
kendisini ve isteklerini gérmezden gelmek, aradaki
iliskiyi sogutmak gibi ikili iliski odakli intikam alma
sekilleri calisanlar arasinda yaygindir. Ortaya cikan
bu veriler aslinda bize is hayatinin icerisindeki is
iliskilerinin profesyonellikle sinirlandirilmadigi, aksine
daha sicak ve samimi iliskiler ile islerin ylradaga ve bir
kisiyi cezalandirmak igin iliskiler Gzerinden negatif etki
yaratacak eylemlerde bulunuldugunu goéstermektedir.
Bu da bir kere daha bizi Turk toplumunun etkisinde
bulundugu paternalizm ve toplulukguluk kavramlarina
gotirmektedir (Aycan, 2006; House vd., 2004). Daha
somut bir intikam alma sekli olarak ise is yavaslatma,
is aksatma gibi yazinda Uretkenlik karsiti is davranislari
altinda (Fox ve Spector, 1999) inceledigimiz olumsuz

davraniglar da gorilmektedir.

Bunlarin yani sira Turkiye’nin mevcut kosullar
icerisinde bir calisanin yoneticisinden veya is
arkadasindan intikam almasinin bazi sartlara bagh
oldugunu séylemek mimkindir. Tirkiye'deki belirgin
issizlik ortami ve is glivencesinin disiik seviyede olmasi
(akt. Poyraz ve Kama, 2008), calisanin olumsuz bir
davranista bulunmadan 6nce bircok kez distinmesine
sebep olmaktadir. Ancak ¢alisanlar kendilerini glivende
hissettiklerinde veya yaptiklari davranislarin sonucunda
bir sonuc¢ alabileceklerini dislindiklerinde intikam
gldisu ile hareket edip eylemde bulunabilmektedirler.

“Hayatta intkami  ne zaman alirm biliyor
musun? Bence ugrasmaya deger bir sey oldugunda

ve sonunda basima bir sey gelmeyecegini
bilirsem...” Erkek, 37, Arastirma Gorevlisi
Affetme

Her ne kadar g¢alismanin odagi intikam olgusu olsa
dabulgular calisanlarin baslarina gelen her olumsuzlugu
intikamla sonuglandirma gidisiinde olmadiklarini,
hatta baslarina gelen olumsuzluklari “olagan ve insani
hatalar” olarak degerlendirdiklerini, dolayisiyla affetme
egiliminde olduklarini géstermektedir. Katilimcilarin
bahsettigi lizere affetmek aslinda olumsuz davranisa
maruz kalan kisilerin kendilerince vyarattiklari bir
¢6zim olmaktadir. intikam almayi tercih etmeyip
kisilerin affetmeyi se¢melerinin sebebi daha c¢ok
icinde bulunduklari is ortami ve kurduklari iliskiler
ile sekillenmektedir. Yiksek diizeyde topluluk¢u bir
toplum olan Tirkiye'de is iliskilerinin profesyonellikten
uzaklasip birsosyallesme ortamiolarak kabul gérmesiyle
birlikte ast-Ust, calisan-yOnetici veya meslektaslar
arasindaki iliskiler de bu sekilde temellenmistir
(Berkman ve Ozen, 2008). is ortaminda birlikte
calisan kisiler yalnizca is arkadasi diizeyinde degil ayni
zamanda sirdas, yakin arkadas, dost hatta abi/abla-
kardes iliskisi dizeyinde de iliski gelistirmektedirler.
Boyle bir ortam icerisinde haksizliga ugradigini
disinen bir kisinin yalnizca kendini dislinerek
olumsuz gudilerle hareket etmesi zorlasmaktadir.
Ozellikle c¢alisan tarafinda olumsuz davranislarin
goruldugi nokta, daha ¢ok kisinin isten ayrilarak baska
bir yere gidebilecegi, diger bir deyisle sosyal ortamini
degistirebilecegi zaman gozlemlenmektedir. Eger kisi
ayni ortamda ayni kisiler ile galismaya devam edecekse,
iliskileri zedelememeyi ve bitinligli bozmamayi
dusiinerek, kendisine baska alternatifler aramaktadir.
intikamin alternatifi olarak karsimiza affetme kavrami
cikmaktadir. Affetme kimi zaman en iyi, kimi zaman
da tek alternatif oldugu icin tercih edilmektedir.

“Her ne kadar basima neler geldiyse de... Napayim
diyorum, napayim yani, napabilirim unutmaktan baska
garem var mi? Baskasi bunu yapti diye ben de mi
onlar gibi olayim, onlarin durumuna diiseyim? Bir de
senelerce yliz ylize bakmamiz gerekiyor. Bana ne faydasi
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olur he der gegerim...” Erkek, 37, Arastirma Gorevlisi

“Biz  O6gretmenler arasinda
oyle seyler ama ayni odayl paylasiyoruz, tim
ginl  birlikte  geciriyoruz.  Yapabilecegim  bir
sey yok. Kimse kimseyle kis kalmamali, olur
dyle arada bozukluklar..” Kadin, 42, Ogretmen

hep yasaniyor

Toplulukguluk ve paternalizmin etkisinden dogan
yonetici-calisan arasinda bulunan ebeveyn benzeri
iliski veya basitge bliylk-kiglk iliskisi de kisinin
karsisindakine affetme egiliminde bulunma diizeyini
etkilemektedir. Bly{ige saygili olma ve kiicligu koruyup
kollama sorumluluklari, kisilerin birbirlerine karsi
olumsuz eylemlerde bulunma olasiligini azaltmaktadir.

“Ben blylUguim sonugta. Bizim iste de boyle
abilik babalik falan da var... eee... napayim bazen
tecribesizlere sessiz kalmak zorunda oluyorum

veya hatir gondl isimiz oluyor. Susuyoruz, hadi bu
seferlik boyle olsun diyoruz...” Erkek, 51, isyeri Sahibi

Affetme ve intikam davranis pratikleri ile baglantih
olarak ortaya cikan bir diger bulgu ise kisilerin dini
inancindan dogan ilahi adalet kavrami olmustur. Bazi
katihmcilar olumsuz durumla karsilastiklarinda nasil
karsilik verdikleri soruldugunda bir sey yapmamayi
tercih ettiklerini séylemislerdir. Bunun sebebi olarak
da kendilerine olumsuzluk yasatan kisinin zaten bir
sekilde cezasini gekecegini disiinmeleridir. Ozellikle
karsilastiklari  durumla nasil  basa ¢ikacaklarini
bilemediklerinde, kendilerinden daha gii¢li konumda
olan yoneticilerine tepki veremeyeceklerini diistinip,
intikam almaktan kaginmaktadirlar. Olumsuz
davraniglarda bulunup magduriyet yaratan Kkisilere
atfedilen koétu ve olumsuz o6zelliklerle kendilerini
eslestirmek istememeleri affetme eyleminin diger
bir sebebi olarak karsimiza ¢ikmaktadir. islam
inancindaki ilahi adalet olgusu bu gibi durumlarda
kisiye rahathk vermekte ve birey kendisini magdur
edenlerle ugrasmayl kendinden daha biyik bir
glce; “Allah”a birakarak, bu stresten siyrilmaktadir.
Allah’a havale etme ve Allah’indan bulma sdéylemleri
katihmcilar arasinda yaygindir. Her ne kadar yasadiklari
olumsuzluklardan ve karsiliginda hissettiklerinden
bahsetseler de nihai kararlari bu yonde olmustur.
Eylemsizlikte bulunup, kendilerine aci gektiren veya
kendilerini kot duruma duasliren kisilerin kendileri
disinda birileri tarafindan cezalandirilabilecegi inanci
dogrultusunda hareket ettiklerini belirtmislerdir.
Bulgular dini inang ve intikam arasindaki negatif
yonli iliskiyi desteklerken (Brose vd., 2005) ayni
zamanda daha farkh bakis agisi da saglamaktadir.

“Ben bir sey yapamam ¢ogu zaman. Yok, olmaz
zaten ugrasmak da istemem! Ben o insanlar gibi
degilim. Allah’indan bulsun der gecerim. Acisi ¢ikar
elbet bi sekilde derim ki ¢ikar da bence...” Kadin, 42,
Ogretmen

“Ben bir sey yapmam o Allah’indan bulur zaten...”
Kadin, 30, Turizm

“Yok ya ben ne ugrasacagim? Zaten her sey ortada.
Bi sekilde belalarini buluyorlar. Kendi pisliklerinde

bogulsunlar diyip, Allah’a havale etmeyi tercih
ediyorum...” Erkek, 37, Arastirma Gorevlisi
Tartisma ve Sonug
Calismada bireylerin intikam kavrami (zerine

olusan algilari ve bu algi sonucunda bireylerin
verdikleri tepkiler incelenmistir. Bireylerin intikami
nasil  kavramsallastirdiginin ~ yani  sira, intikam
alma gudisa ile hareket ettikleri durumlar ve bu
durumlarda ortaya ¢ikan davranislarin anlasiimasi da
hedeflenmistir. Ayrica kendisine karsi intikam gidust
ile hareket edildigini algiladiklarinda buna nasil
tepki verdikleri, intikama hangi tavir ve davranislarla
karsilik gosterdikleri de arastirma bulgulari arasinda
bulunmaktadir. Yapilan goérismelerin  sonucunda
intikam kavramina dair algilar, intikami gidileyen
durumlar, intikam alma sekilleri ve affetme niyeti
kavramlari aciga c¢cikmis ve tartisiimistir. Calismada
intikam duygusunun insanin temelinde var olan bir
duygu oldugu ve 6zel hayatin disinda is yasaminda da
vuku bulmasinin kaginilmaz oldugu gorialmustr.

Katihmcilarin intikam tanimlamalarinda intikam
kavraminin ilkel, tehlikeli, hos karsilanmayan, is
ortaminda gereksiz olan bir olgu olarak ifade edildigi
gorulmektedir. Gerek intikam aldigini gerekse de
baskasinin kendisinden intikam aldigini itiraf etmek
insanlar agisindan zor bir durumdur. Kisinin kendi
davranisini intikam olgusu igerisine yerlestirmesi
ve karsi tarafa zarar verdigini disinmesi disik
seviyede gorulmustir. Kendi davraniglarini daha ¢ok
bir 6desme, hak arama, yapilanin hesabini sorma
araci olarak gormuglerdir. Katihmcilarin tarafindan
dinlendiginde kendilerine verilen zarar arada gegen
husumetten veya onlarin verdigi karsiliktan her
zaman daha fazladir. Ayni sekilde kisiler kendilerini
koruma veya kendilerine verilen zarari karsilama
sebebiyle hareket ettikleri igin kendi davraniglarini
mesrulastirmaktadirlar. Ote yandan kendilerine karsi
gerceklestirilen zedeleyici davraniglarin intikam niteligi
taslyabilecegi konusunda daha yiiksek bir oranla ikna
olmuglardir. Kisilerin baskalariyla yasadiklari olumsuz
olaylar sonucunda o kisilerin daha da ileri diizeyde
davranislar sergilemeleri veya olumsuz bir sey
yasamasalar bile kendilerine karsi sergilenen olumsuz
tutumlarin karsi tarafin onlardan intikam alma niyeti
dogrultusunda olustugunu disiinmisler ve bunu
acik acik dile getirmislerdir. insanlarin kendilerinin
haksizliga ugradigini veya adaletsiz bir durumla
karsilaghigini disinmesi ve bunu dile getirmesinin,
kendisinin bir bagkasini bu duruma dusirdaginu
kabullenmesinden daha kolay oldugu gozlemlenmistir.
Katilimcilar yoneticileri, c¢alisanlari, is arkadaslari,
tedarikgileri, kisacasi is iliskisi icerisinde olduklari tim
diger kisilerle aralarinda yasanan sorunlar sonucunda
kendilerinden intikam alindigini  sdyleyebilmistir.
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Calisma ayni zamanda Turk is kdlttrindn
ozelliklerinin  bu gudiye ve gudiniin davranisa
cevrilmesine nasil etki ettigini gozlemlememize
yardimci olmaktadir. Ozellikle Turk is kiltiriinde
actkga gorulen paternalizm ve toplulukgulugun
etkisi belirgindir. intikam alma giidisiini tetikleyen
durumlar yonetici ve g¢alisan pozisyonlarina gore
farkhihk gostermektedir. Yoneticiler otoritelerinin
sorgulandigl, kendilerine sorgusuz sualsiz sadakat
gosterilmedigi, yari yolda birakildiklarini distindikleri
durumlarda intikam almaya gtdulenirken, ¢alisanlar
ise kendilerine adaletsiz davranislarda bulunuldugunu
disindukleri durumlarda bu giidii ile hareket etmeye
yonelmislerdir. Aquino vd. (2001) yaptiklari galismada
bireyin kendisinden daha gliclii bir pozisyonda bulunan
kisiden intikam almasinin daha disik ihtimale sahip
oldugunu soylenmektedir. Ancak bulgularimiza
bakildiginda intikam alma ihtimalinin gug¢ kaynakh
olarak anlamh bir sekilde degismeyebilecegini,
sadece alma sekillerinin pozisyon giicline gore farkhlk
gosterebilecegini  sdylemek mimkindir. Bugline
kadar yapilmis ¢alismalarda da karsilasilan bulgulara
paralel olarak (Aquino, Tripp ve Bies, 2006; Jones,
2009), kota niyetli, tehditkar davranislarla karsilagsmasi
veya is ortaminda kendisini tehdit edici hareketler
sergilenmesi bireyi kendisine verilen zarari tazmin
etmeye yonelik davranislarda bulunmaya itmektedir.
Bu davraniglar onur zedelemeyen veya biyik
yikimlara yol agmayacak gorece naif davranislardan,
maddi-manevi son derece ciddi boyutlarda kayiplara
yol acacak davranislara kadar gidebilmektedir.
Yoneticilerin  intikam alirken ellerindeki megsru
glct kullanarak hareket etme egiliminde oldugu
gorulirken, galisanin ise yaygin olarak ikili iliskiler
Uzerinden intikam almaya ¢alistigi ortaya ¢ikmistir. Bu
gldi ile gicu elinde bulunduran yonetici kesiminin
¢alisana dair gergeklestirdigi en ciddi eylemlerin
galisani hirsizlikla suglamak suretiyle manevi veya
gelecekte is bulmasini engelleyerek maddi agidan
yikima ugratmak oldugu gobzlemlenebilmektedir.
Ek olarak sosyal iligkileri baltalama gibi manevi
yikim yaratan davraniglarin mobbing kavrami ile de
benzerlik gdsterdigi gdzlemlenmektedir. intikam alma
taktiklerinden birinin ikili iligkilerin 6tesine gecerek
konuyla alakasi olmayan Uglinci kisilere mudahale
edilmesi olarak ortaya g¢ikmasi ¢alismanin literatiire
yaptigi dnemli katkilardan biridir. incelendigi kadariyla
orgutsel davranis yazininda Uglnci kisilere miidahale
ederek (sosyal iliskilere mudahale, sevdigi birisini
orgltsel dizende cezalandirma vb.) intikam almaya
dair herhangi bir bulgudan bahsedilmemektedir.
Onun yerine Tripp vd.nin (2007) ¢alismasinda Uglnci
kisilere arabuluculuk rolii yiklenmis, bu tglncu kisiler
yoneticiler olarak tanimlanmis ve galisanlar arasindaki
bir anlagsmazlikta nasil davranmalari gerektigi tzerine
cevaplar aranmistir. Calismamizda ortaya ¢ikan soz
konusu bulgu, intikam kavraminin sosyal sistem iginde,

intikam alan, kendisinden intikam alinan ve
gozlemciler agisindan incelenebilecegini  ortaya
koymustur. intikamin sonuglarindan biri olarak ortaya
¢ikabilen mobbing kavramina dair yapilan ¢alismalar
gozlemcilerin 6nemine dikkat c¢ekmekte ve hatta
gozlemcileri olaya miudahil olma sekillerine gore
farkli isimlerle siniflandirmaktadir (Paull vd., 2012).
Calismamizda ortaya ¢ikan bulgu baz alinarak, ileriki
¢alismalarda intikam olaylari icinde gozlemcilerin
rolli ve bu olaylardan nasil etkilendikleri arastirilabilir.

intikamin davranislarinin  ortaya ¢ikisina dair
tetikleyici durumlar incelendiginde seffaf ve katilimci
yonetim politikalari yoluyla daha etkin bir iletisim
ortaminin olusturulabilecegi (Baker, 2002; Solmaz,
2006) ve bunun da en azindan yanls anlasiimalardan
kaynakh “bence benden intikam aliyor” inancini
ve bunun sonucunda ortaya c¢ikan karsilik verme
istegini azaltacagl distnulmektedir. Benzer sekilde
kurumsallasmanin  temel dinamiklerinden olan
kurallarin herkes icin ayni sekilde uygulanmasi
prensibinin (Barley ve Tolbert, 1997) Turk is
yasaminda yayginlastiriimasi, adaletsizlik algisindan
kaynakl intikam alma isteginin blylk 6lgcide 6nine
gececektir.  Adaletsizlige ugradigini diisiinen birey
sisteme glivenirse kendi adaletini saglama arzusundan
siyrilacaktir (Aquino, Tripp ve Bies 2006; Sener ve
Coskun,2015).Ancakbudnerilerimizkurumsallasmanin
hayat bulabilecegi biyik ve uluslararasi sirketler icin
gegerlidir. Stphesiz bu 6nerilerimiz kiiciik KOBI’ler
veya esnaf isletmeleri icin uygulanabilir degildir.
Kigik isletmelerde intikam davranislarini azaltmanin,
insanlari daha olumlu davranislara yoénlendirmenin
yolu daha cok bireyleri bu konuda bilinglendirecek
cesitli platformlarin  hiikiimet ve sivil toplum
kuruluslari tarafindan hayata gegirilmesine baghdir.

Ote yandan kisilerin yasadiklari olumsuzluklara
her zaman intikam gudisiu ile cevap vermedikleri,
buna bir alternatif olarak affetmeyi segtikleri
gorilmustir. Jones ve Carroll’'un (2007) ¢alismasina
da paralel olarak bireylerin 6desmeye alternatif
olarak ne yapabileceklerini ve yaptiklarinin
sonuglarinin  ne olabilecegini dusundikleri ve
bunun sonucunda hareket ettikleri gorilmustir.
Kendilerine zarar veren veya kotii niyetli davranislar
sergileyen kisilere karsi nasil bir tutum igerisinde
olacaklarini duslndiklerinde, insanlar kendilerini
o kisilerle kiyaslamakta ve kendilerini onlardan
farkli bir konuma koymaktadirlar. Bu davranislari
sergileyenler kotudurler, kendileri ise kotllikten yana
degildirler. Bu dogrultuda insanlar eylemde bulunmak
yerine affetmeyi veya eylemin baska bir sekilde
gerceklesmesini  tercih etmektedirler. Affetmek,
diinya uzerindeki tim inang sistemlerinde oldugu gibi
(Cameron ve Caza, 2002) Tiirk kiltiriinde ve islami
inang sisteminde erdemli bir davranistir. Affeden kisi
her zaman daha erdemli kisidir. Ornegin ara bulmaya
¢alisan biri taraflardan birine “blyiiklik sende kalsin”
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seklinde bir ifadeyle yaklasabilir  Toplumsal
soylemlerde bile yer bulan bu durum kisilerin intikam
niyetinden ziyade affetme egiliminde bulunmasina
on ayak olmaktadir. Katilimcilarin da bahsettigi
Uzere buylgin kugligl affetmesi, kigigun bilyUge
saygisindan bir eylemde bulunmamasi, bir hatanin bir
kere yapilmasi sonucunda bir sans daha verilmesi, kot
olarak nitelenen insanlarla ayni davranisi sergilemenin
istenmemesi gibi sonuglarla karsilagilmistir.

Bireyler kendileri eylemsiz kalirken ayni zamanda
suglu, kendilerini magdur eden kisilerin bir sekilde
cezalarini  gekeceklerini diisginmektedirler. Yazina
da paralel olarak (Brose vd., 2005), Turk insaninin
dini inanc ve kdltirel degerleri goz oniinde
bulunduruldugunda ‘Allah’a havale etme’ eyleminin
yaygin oldugundan bahsedilebilir. Birinden intikam
almak yerine onu daha yice bir gilice yoneltmek ve
adaletin bu sekilde saglanacagini distinmek kisiyi
vicdanen rahatlatmaktadir. Calismada da ortaya ciktigl
lizere, Tirk insaninda her ne kadar intikam davranislari

Gzerine bir niyet bulunsa da ¢6ziime ulasma noktasinda
soyut ve kendinden bagimsiz gerceklesecek bir adalet
mekanizmasindan medet umma s6z konusudur.
Suglunun somut noktalarda cezadan kagsa da ilahi
adaletten kagamayacagina ve cezasinin bir sekilde
mutlaka  kendisini  bulacagina  inanilmaktadir.

Tum bu bilgiler dogrultusunda, Tirk is ortami
cercevesinde intikam davraniglarinin, her zaman olmasa
da zaman zaman inang sistemi ve kiltlrel degerler ile
onlenebildigi ve kisilerin eyleme ge¢mek yerine hakkin
yerini  bulmasini  bekledikleri sdylenebilmektedir.
Calismanin daha da zenginlestirilmesi amaciyla, ileriki
¢alismalarda affetme ve intikam kavramlarina birlikte
odaklanilarak bireylerin hangi durumlarda intikam
almaya hangi durumlarda ise affetmeye yaklastiklari
derinlemesine incelenebilir. Benzer sekilde, kisinin
ilahi adalete siginmasinin sebepleri daha derinden
incelenebilir ve ana sebepler ortaya ¢ikarilabilir. Ayrica
bu arastirma “veri giftleri” Gizerinden galisilarak éykiler
farkli perspektifler Uzerinden elde edilerek daha
derinlemesine bulgulara ulagilabilir.
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Oz
Turkiye’nin son vyillarda izledigi dis politika
yaklasiminda kamu  diplomasisi  araglari
Uzerinden gelistirilen faaliyetler 6nemli bir yer
teskil etmektedir. AK Parti hikiimetinin yeni
bolgelere acgilim ve uluslararasi etki alanini
genisletme amaglarina uygun olarak, ozellikle
Afrika gibi dis politikada daha 6nceden ihmal
edilen bolgelerle iliskilerin derinlesmesinde bu
faaliyetlere buyik 6nem verdigi gorilmektedir.
Bu calismanin amaci, Tirkiye’'nin Sahra-alt
Afrika’daki politika hedefleri ile bu hedeflere
ulasmak icin yurittigd kamu diplomasisi
faaliyetlerini sistematik olarak incelemektir.
Bu cercevede bu ilke halklarinin nezdinde
taninirlik ve bilinirlik kazanma ve onlarin tercih
ve yaklasimlarini etkileme amaci giiden politika
ve faaliyetler, etki strelerine gore kisa, orta ve
uzun vadeli faaliyetler olarak siniflandirilarak
degerlendirilmistir. Turkiye’nin Afrika
politikasina dair gittikce blyliyen bir literatlr
olmakla birlikte kamu diplomasisi ayagina
yapilan katkilar sinirlidir. Calisma; hem bu
alana hem de kamu diplomasisi faaliyetlerinin
etkileri bakimindan uluslararasi kabul gérmius
bir siniflandirmayi uyarlayarak Tirkge literatiire
katki saglamayl amaclamaktadir.

Anahtar kelimeler
Turkiye ® kamu diplomasisi ® Afrika e Sahra-alt
Afrika e dis politika

Bu makalenin amaci Tirkiye'nin Sahra-alti Afrika
Ulkelerinde uyguladigi kamu diplomasisi faaliyetlerini
hem Tirkiye'nin uluslararasi politikada daha goriintr
olma c¢abasi hem de bununla baglantih olarak
gecmiste ihmal edilen ya da farkli nedenlerden dolayi
yeterince ilgi gosterilmeyen Afrika gibi bolgelere
acihm gergeklestirmesi baglaminda sistematik olarak
incelemektir. Tirkiye 2000’li yillarin basindan itibaren
pro-aktif ve ¢ok yonlli bir dis politika izleme amaci
gitmektedir. Ozellikle 2005 yilindan itibaren Afrika
ile iliskileri gelistirmek niyetiyle atilan adimlar da bu
cok yonli ve aktif dis politika amacina ulagsmanin bir
ayagl olarak degerlendirilebilir. Baska bir ifadeyle,

Orcid No: 0000-0003-2371-0921

Abstract

Public diplomacy initiatives occupy a central
place in Turkey’s recent foreign policy approach.
In its efforts to increase Turkey’s say in world
politics and to deepen relations especially with
the previously-neglected regions including
Africa, the incumbent government attaches
great importance to public diplomacy activities.
This study aims at systematically analyzing how
Turkey uses these activities in Sub-Saharan
Africa in order to achieve its foreign policy
objectives. In this respect, public diplomacy
strategies used in enhancing Turkey’s image and
visibility in those countries and in influencing the
preferences of their public have been classified
as short, medium and long term activities.
Although there is a still-evolving literature on
Turkey’s Africa policy, the studies focusing on
public diplomacy instruments is limited. This
study, therefore, seeks to fill this gap in the
extant literature by adopting an established
classification approach used in measuring the

effectiveness of public diplomacy activities.

Keywords
Turkey e public diplomacy e Africa e Sub-
Saharan Africa e foreign policy

Turkiye’nin  Afrika Acgihmi  olarak adlandirilan dis
politikasi, Ulkenin uluslararasi alanda goriintrliik
kazanma ve daha etkili bir aktér olma cabasinin
uygulama alanlarindan biri olarak sayilabilir (Ozkan,
2012; Bacik ve Afacan, 2013; Aglionby et. al., 2016).

Turkiye’nin Afrika acilimi politikasinin en 6nemli
ayaklarindan birisini kamu diplomasisi faaliyetleri
olusturmaktadir. Tirkiye, 6zellikle Tirk Hava Yollar
(THY), Turk isbirligi ve Koordinasyon Ajansi (TiKA) ve
Yunus Emre Enstitlisii gibi kamu kurum ve kuruluslari
aracihgr ile Sahra-altt Afrika (lkelerinde 0Onemli
projeler vyiritmekte ve bu sayede kita (Ulkeleri
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lizerinde gorinlrligindg, kita halklari  Gzerinde
de bilinirligini arttirmayr amaglamaktadir. Kamu
diplomasisi faaliyetleri, dogasi geregi bir hiikiimetin
baska (lke halklari nezdinde taninirhk ve bilinirlik
kazanma ile onlarin tercih ve yaklasimlarini etkileme
amaci glden politika ve faaliyetler bitini olarak
tanimlanabilir. Tirkiye de Afrika llkelerinde uyguladigi
kamu diplomasisi faaliyetlerinde Afrika halklariyla
yakindan iletisim kurabilmeyi ve hem giindelik
politikada hem de gelecekte atilacak adimlara zemin
teskil edebilecek baglar olusturmayi amacglamaktadir.

Kamu diplomasisi faaliyetleri  yoneltildikleri
halklar Gzerindeki etkileri bakimindan kisa, orta ve
uzun vadeli olarak siniflandiriimaktadir (Leonard,
2002). Bu siniflandirmanin  temel hedefi kamu
diplomasisi faaliyetlerini olusturan cesitli bilesenlerin
sistematik bir bicimde hem faaliyetlerin niteligi hem
de etkileri baglaminda incelenmesidir.! Bu ¢alismada
da bu siniflandirma temelinde Tirkiye'nin Afrika’da
uyguladigi kamu diplomasisi faaliyetleri kisa, orta
ve uzun vadeli olmalari bakimindan incelenecek ve

hangi amaglarin bu siniflandirma dogrultusunda
gerceklestirilebilecegi tartisilacakti. Bu baglamda,
calisma, oncelikle kamu diplomasisi kavramini

tanimlayacak ve kamu diplomasisi faaliyetlerinin
siniflandiriimasini  ortaya koyacaktir. Tirkiye-Afrika
iliskilerini kisaca inceleyecek olan boélimin ardindan
bu iliski cercevesinde Turkiye’'nin Sahra-alti Afrika’da
yurattigi kamu diplomasisi faaliyetleri belirtilen
siniflandirmaya tabi tutularak incelenecektir. Sonug
olarak, calisma, Turkiye’nin yirittigu bu faaliyetlerin
kisa, orta ve uzun vadede amaglarini ve bu amaglarin
ne derece ulasilabilir oldugunu tartisacaktir.

Kamu Diplomasisi Kavrami Ve Kamu Diplomasisi
Faaliyetlerinin Siniflandiriimasi

Kamu diplomasisi, Joseph Nye’in (1990) ortaya
attigi yumusak glg (soft power) kavraminin bir bileseni
olarak tanimlanabilir. Yumusak giic; bir devletin izledigi
politikalarin, sahip oldugu kiiltlrin ve degerlerin diger
ilke ve halklar nezdinde yarattigi cekiciligi tanimlayan
bir kavramdir. Nye’a gore (2004: 5) bir tlkenin yumusak
glicli, uluslararasi iliskilerde giicliin genel tanimindan
hareketle, diger Ulkelerin tercihlerini sekillendirebilme
yetisine dayanir. Yumusak giiclin uluslararasi iliskilerde
sert glicten ayrildigl en temel nokta, yumusak gicin
yontem olarak zorlamayi degil iknayr kullanmasidir.
Kamu diplomasisi kavrami da kacinilmaz olarak gii¢
ve Ozellikle de yumusak gii¢ kavramlari ile yakindan
iliskilidir (Snow, 2009). Nye’a gore (2008: 95) kamu
diplomasisi ve yumusak gli¢ arasindaki iliski gliciln
nasil Ol¢uldigli baglaminda tanimlanabilir.  Glg,
davranissal sonuclar baglaminda degerlendirildiginde
kamu diplomasisinin yumusak gliciin bir bileseni
oldugu ortadadir. Kamu diplomasisi bu baglamda
glcin kaynaklarinin hikimetler tarafindan baska

Ulkelerin halklari ile iletisim kurmak icin mobilize
edildigi bir ara¢ olarak tanimlanabilir. Dolayisiyla kamu
diplomasisi yumusak gii¢ kaynaklarinin kullanildigi bir
enstriiman oldugundan, yumusak giictin bir alt kiimesi,
baska bir ifade ile bir bilesenidir. Nitekim, literatiirde
cesitli Glkelerin yumusak gliclerini 6lgmeyi hedefleyen
calismalarin  neredeyse tamamina!* yakini ya
dogrudan kamu diplomasisini ya da kamu diplomasisi
cercevesinde yoOnetilen belirli faaliyetleri yumusak
gliciin bir bileseni olarak ele almaktadirlar (McClory,
2010; Zheng, 2009; Watanabe ve McConnell, 2015;
Rapid-Growth Markets Soft Power Index, 2012, Snow ve
Taylor, 2009). Dolayisiyla kamu diplomasisi faaliyetleri
bir Glkenin yumusak gliciiniin ayrilmaz bir parcasidir.

Literatlirde kamu diplomasisi kavraminin kullanimi
19. ylzyill ortalarina kadar geri gotlrilmektedir (Cull,
2009a). Kamu diplomasisi geleneksel diplomasiden
farkl olarak bir {lkenin hiikimetinin diger Ulkelerin
halklarini  etkilemek ve duslincelerini olumlu
yonde degistirmek amaci ile kullandigl araglardir
(Nye, 2008; Cull, 2009b). Baska bir ifade ile kamu
diplomasisi, bir {(lkenin karsi hikimetin kendisi
ile degil; Ulkelerin halklari ile iletisim kurmasidir
(Pamment, 2012). Her ne kadar yumusak glicln
bir bileseni olarak tanimlansa da kamu diplomasisi
kavraminin sinirlari, yumusak glice gore daha
belirgindir. Dahasi, kamu diplomasisi faaliyetlerinin
hedef kitlesi net ve araglari gruplanabilirdir.

Kamu diplomasisi hem Tirk dis politikasinda
hem de kiiresel siyasette her gecen giin blylyen bir
yer tutmaktadir. Kiiresellesmenin etkisinin sirekli
arttigr glinimiz dinya politikasinda kamuoyunun
onemi vyadsinamaz bir konuma yilkselmistir. Bir
Glkenin dis politikasini yirutirken o6zellikle bu
politikayr yonelttigi toplumlari uluslararasi medya
aracihgr ile ikna etmesi, onlarin goziinde cekicilik
yaratmasi ve ylrittigl politikalarn kiresel kiltire
eklemlemesi, bdélgesel/uluslararasi alandaki etkisini
artirmak icin kaginilmaz olarak izlemesi gereken
yollar haline gelmistir (Potter, 2002-2003). Temelde
bu sebeple Tirkiye'nin Afrika politikasinda Afrika
toplumlari ile kurdugu iletisimde izledigi yollarin
analizi ve kullandigi kamu diplomasisi araglarinin
etkisinin incelenmesi biylk 6nem arz etmektedir.

Yumusak glic ve buna baglantili olarak kamu
diplomasisi kavram ve pratiklerinin incelendigi
calismalar, kavramin ve olgunun popdlerligiyle
dogru orantili olarak, hem ulusal hem de uluslararasi
literatlirde genis yer tutmaktadir. Uluslararasi
literatlirde 6ne ¢ikan calismalar arasinda da ozellikle
ABD, Cin ve Japonya gibi gliclerin yumusak glic
kaynaklarina iliskin ¢alismalarin  ¢coklugu dikkat
cekicidir (bkz. Gill ve Huang, 2006; Hunter, 2009;
Kurlantzick, 2007; Lam 2007; Nye 2004; Parmar ve
Cox, 2010; Yasushi ve McConnell, 2008; Wang, 2008;
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Watanabe ve McConnell, 2008). Kamu diplomasisi
kavrami uluslararasi literatlirdeki artan ilgiye paralel
olarak Tirkce literatiirde de kendine sikhkla yer
bulmaktadir. Buna ilaveten Tirkiye ve vyurattiga
kamu diplomasisi faaliyetlerine iliskin yayinlar da artis
gostermektedir (bkz. Cevik, 2014; Sahin ve Cevik,
2015; Demir, 2013; Unal Erzen, 2012; Yalginkaya ve
Ozgen, 2013; Huijgh ve Warlick, 2016; Unal, 2017;
Cevik ve Seib, 2015; Eksi, 2014; Karadag, 2016).

Bu calisma da hem Tirkce hem de uluslararasi
literatilirde kamu diplomasisi calismalarina
yonelik artan ilgiye paralel olarak Tirkiye'de kamu
diplomasisi incelemelerine katki sunmayr amag
edinmektedir. Ancak c¢alismanin, daha 6nce yapilmis
olan calismalardan en belirgin farki ve katkisi iki
sekilde ifade edilebilir. Birincisi, Tlrkiye'nin Afrika
politikasina dair gittikce bliylyen bir literatiir olmakla
birlikte kamu diplomasisi ayagina yapilan katkilar
sinirhidir. ikinci olarak ise; bu calisma kamu diplomasisi
faaliyetlerinin  etkileri  bakimindan  uluslararasi
alanda kabul gérmis bir siniflandirmayi uyarlayarak
Turkce literatire katki saglamayr amacglamaktadir.

Bir Ulke kamu diplomasisi faaliyetlerini yurttirken
cesitli araclardan ve kaynaklardan faydalanmaktadir.
Bu aracglardan ilk akla gelenleri medya, dis yardimlar,
baris misyonlari, yatirimlar ve gesitli egitim programlari
olarak siralanabilir. Yine ilk etapta listelenebilecek
kaynaklar ise bir (lkenin imaji, kaltlrtd, ekonomik
cazibesi ve kiresel politikada temsil ettigi degerlerdir.
Zaman zaman bu sayilanlarla értiismekle birlikte kamu
diplomasisinin kaynak ve araglari mevcut literatlirde
cesitli sekillerde tanimlanmaktadir. Ornegin, Ross
(2003), kamu diplomasisinin yedi ayak Uzerine
oturdugunu ve bunlarin politika savunusu, mesaj
tutarliigl, mesaj yonetimi, diyalog kurma, ortakliklar
ve ittifaklar, politik manevralar icin baglam olusturma
ve medya yonetimi oldugunu belirtmektedir. Frederick
(1993), bir hikimetin kendi toplumlari vasitasiyla
yabanci hikiimetleri etkilemek icin kullanacagi
aktivitelerin bilgi, egitim ve kiltliir alaninda olmasi
gerektigini ifade etmektedir. Gilboa (2006) ise, iki tarafli
iletisim, medya tasarimi, halkla iliskiler, bilgi yénetimi,
llke markalasmasi ve e-imaj’in genelde yumusak giic,
Ozelde ise kamu diplomasisi faaliyetlerine dogrudan
kaynak olusturdugunu 6ne sirmektedir. Mor (2006),
kamu diplomasisini sadece propaganda olarak ele
almakta iken, benzer bir bicimde Soroka (2003), kamu
diplomasisini hiikiimet, kamuoyu ve medya arasindaki
kompleks bir iliski biciminde tanimlamakta ve
medyanin ¢ekim yaratma glicline vurgu yapmaktadir.
Signitzer ve Coombs (1992) ise halka iliskiler ve
kamu diplomasisinin benzer amag¢ ve araglara sahip
oldugunu iddia etmekte ve bu araglari bilgi degisimi
ve iletisim programlari olarak tanimlamaktadir.

Ote vyandan, Leonard, Small ve Rose (2005),

haber yonetimi, stratejik iletisim, iliski kurma,
karsihklihk, bagimlik ve gliveni kamu diplomasisinin
bilesenleri olarak gormektedir. Potter’in (2002-2003)
siniflandirmasinda ise medya iliskileri, kiiltir ve egitim
iliskileri ile uluslararasi yayincilik ve markalasma, kamu
diplomasisini olusturan unsurlar olarak karakterize
edilmektedir. Zollner (2006), uluslararasi yayinciliga
o6nemli vurgu yapmaktayken, Vickers (2004), geleneksel
ve yeni kamu diplomasisi arasinda bir ayrim yaparak
geleneksel kamu diplomasisi araglari olan pazarlama,
kiltirel diplomasi ve haber yonetimi arasindaki
sinirlarin  yeni kamu diplomasisi faaliyetlerinde
belirsizlestigini 6ne siirmektedir. Cowan ve Arsenault
(2008), kamu diplomasisinin ¢ katmaninin monolog,
diyalog ve isbirligi oldugunu belirtirlerken; Gouveia
ve Plumridge (2005), Avrupa Birligi 6zelinde yaptiklari
calismada uluslararasi iletisimin kamu diplomasisindeki
6nemine dikkat cekmektedirler. Cull (2008: 32-34) ise
kamu diplomasisi faaliyetlerini kisa, orta ve uzun vadeli
olarak tasnifledigi calismasinda bes temel bilesene
dikkat cekmektedir. Buna gore ilk bilesen olan yabanci
halklari dinleme, baska bir deyisle bilgi toplama, hem
o toplumlar hem de uluslararasi ¢evre hakkinda bilgi
sahibi olmayi saglamaktadir. ikinci bilesen olan savunma
ise toplanan veri vasitasiyla yabanci topluma bir fikir
sunma, bir cikari savunmaya yaramaktadir. Uclincii
bilesen olan kiltirel diplomasi ile kendi kiltliriinin
ve basarilarinin diger (lke toplumlari nezdinde
bilinirligini saglama amaci gldiilmektedir. Dérdiinci
bilesen olan degisim diplomasisi ise bir tlkenin hem
kendi vatandaslarini baska (Ulkelere gondererek
hem de baska Ulke vatandaslarini gesitli programlar
vasitasiyla kendi (lkesinde agirlayarak kamuoyu ve
cazibe olusturulmasina olanak saglamaktadir. Besinci
ve son bilesen olan uluslararasi haber yayincilig ise
bir Ulkenin uluslararasi yayinlar vasitasiyla baska
Glke halklarina ulasmasina yardimci olmaktadir.

Kamu diplomasisi bilesenlerine iliskin literatirin
bu kisa incelemesi gostermektedir ki kamu diplomasisi
faaliyetleri kisa, orta ve uzun vadeli etkileri baglaminda
gruplandirlabilir (Gilboa, 2008). Bu gruplandirmanin
temel cikis noktasi ylritilen faaliyetlerin hedefleridir.
internet vyayincihigl, uluslararasi medyada haber
yonetimive geleneksel diplomasifaaliyetlerinin yabanci
kamuoylarina daha iyi anlatilmasi gibi glindelik siyasete
ve anlik mesajlarin saglikl iletiimesine dair faaliyetler
kisa vadeli; Ulkenin ilettigi bir ¢cok mesaj arasindan
stratejik olarak belirlenen az sayida, ancak tilke hakkinda
olusturulmak istenen alginin tam olarak iletilmesini
saglayan mesajlarin yabanci kamuoylarina iletilmesi
amaclyla yaritulen faaliyetler orta vadeli; halihazirda
toplumda 6nemli yer edinmis ya da gelecekte edinmesi
muhtemel bireylerin kamu diplomasisini yiriten
Glke hakkinda olumlu ve derin gorisler edinmesini
saglamaya yonelik faaliyetler ise uzun vadeli olarak
degerlendirilmektedirler. Bu c¢alismada Turkiye’nin
Sahra-alti  Afrika  Ulkelerinde  yiarattiglii.  kamu
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diplomasisi faaliyetleri incelenirken Leonard (2002)
tarafindan vyapilan siniflandiriima takip edilecektir.
Leonard, Gilboa ile benzer bir mantik c¢ercevesinde
kamu diplomasisi faaliyetlerini siniflandirsa da daha
sistematik bir metot kullanmakta ve sinirl sayida fakat
daha genis taniml kategoriler altinda bu faaliyetlerin
incelenmesini 6nermektedir. Leonard (2002) kamu
diplomasisi faaliyetlerini etkilerine gore kisa, orta
ve uzun vadeli olarak siniflandirmaktadir. Leonard’in
gruplandirmasi ayni zamanda kamu diplomasisi
faaliyetlerini Gce ayirmaktadir. Bunlar; haber yonetimi,
stratejik iletisim ve kilit bireylerle iliski kurulmasidir.
Bu gruplandirmaya gore haber yonetimi (news
management) bileseni, kamu diplomasisi faaliyetlerini
ylriten (lkenin anlik olarak (lke hakkindaki algiya
yapabildigi muidahaleleri tanimlamaktadir. Haber
yonetimi bileseni Ulke hakkinda ¢ikan haberlerin,
ozellikle kriz anlarinda ve 6nemli olaylarin arifesinde ve
hemensonrasinda, ¢ikarlarave yaratilmakistenen algiya
uygun bicimde yonlendirilmesi anlamina gelmektedir.
Buna gore bir (ilke, hakkinda yapilan olumsuz haberlere
karsi destekleyici haberler yaptirabilir, amaglarini ve
misyonunu zedeleyici haberler karsisinda pozisyon
alabilir ve kimi ¢arpitilmis olaylarin dogru anlasiimasini
saglamak amaciyla, geleneksel medya ve internet
medyas! araciligl ile yabanci kamuoylarina ulasabilir.
Dolayisiyla haber yénetimi bileseni kamu diplomasisi
faaliyetlerinin kisa vadeli etkilerine odaklanmaktadir.

Bir (lkenin bircok kurum ve aktor aracihg
ile  kendisi hakkinda ilettigi dlzinelerce mesaj
bulunmaktadir. Ancak kamu diplomasisi faaliyetlerini
ylriten hikiimete baglh aktorler, llkenin imaji ve
ylklendigi misyon hakkindaki mesajlarin daha net,
anlasilir ve direkt olmasi amaciyla bir ya da birkag
mesajin 6n plana c¢ikarilmasini tercih ederler. Bunun
temel amaci (lke hakkindaki alginin bitlncil bir
bicimde ydnetilebilmesidir. iletilen mesajlar anlik ya
da uzun sireli olmadigindan ve etkilerini orta vadede
gosterebileceginden kamu diplomasisinin bu orta
vadeli bileseni Leonard tarafindan stratejik iletisim
(strategic communication) olarak adlandiriimaktadir.

Uzun vadeli sonuglar hedeflenerek yurutiilen kamu
diplomasisi faaliyetlerini tanimlayan kilit bireylerle
iliski kurulmasi bileseni (relationship building) ise genel
anlamda burs, degisim programlari, egitim, konferans ve
kongre diizenleme gibi faaliyetleri kapsamaktadir. Kamu
diplomasisi faaliyetlerini yiriten tlke hiikimetlerinin
bu programlari finanse etmesindeki temel amag bu
programlara katilan bireylerde olusturulacak olumlu
alginin ileride kurulmasi muhtemel iliskilere zemin
hazirlamasidir. Bu bilesen kapsaminda ylrutilecek
faaliyetlerin amaci mesaj iletmekten ¢ok bu bireylerin
lilke hakkinda derinlemesine bilgi sahibi olmalaridir.
Bu kisilerin lkenin temel kiltlirini ve diinyaya
bakisini iyi bicimde algilamis olmalarinin ileride
ylritilecek faaliyetlerin amacina ulasmasi baglaminda

kolaylastirici  etkisinin  olacagi  6ngorilmektedir.

Calismada bu siniflandirmanin  kullaniimasinin
temel sebebi, ¢alismanin amacina uygun olarak s6z
konusu yaklasimin Tirkiye’nin Sahra-alti Afrika’da
yurattigl faaliyetlerin sistematik bir incelemesine
olanak sunmasidir. Bir baska neden olarak da kamu
diplomasisi faaliyetlerinin kisa, orta ve uzun vadeli
olarak siniflandiriimasinin bu faaliyetlerin etkinliginin
Olglilmesinde bir sablon olusturabilecegi iddiasidir.
Bunlarin yani sira, Leonard’in yaptigi siniflandirmanin
takip edilecek olmasinin metodolojik bir sebebinden
de s6z edilebilir. Leonard’in etki bazlh siniflandirmasi,
hem literatlirde bulunan ve yukarida sozii edilen
bircok siniflandirmanin  daha basitlestiriimis ve
netlestirilmis bir halidir hem de kisa, orta ve uzun
vadeli kamu diplomasisi faaliyetlerinin hepsinin
analizine izin vermektedir. Baska bir ifade ile Leonard’in
belirledigi kamu diplomasisi bilesenleri farkl isimlerle
adlandirilmis  benzer tanimlamalarin  neredeyse
hepsini li¢ temel grup altinda toplamaktadir. Ornegin
Leonard’'in siniflandirmasi, Cull (2008), Gilboa (2006)
ve Ross’un (2003) yaptiklari siniflandirmalarin rafine
edilmis bir versiyonu olarak degerlendirilebilir.
Turkiye-Afrika iliskilerine kisa bir sekilde deginecek
olan calismanin bir sonraki boliimi, Sahra-alti Afrika
Ulkelerinde yiratilen kamu diplomasisi faaliyetlerinin
incelenmesinden 6nce Turkiye’nin Afrika politikasina
dair genel bir cerceve sunmayl amaclamaktadir.

Tiirkiye-Afrika iliskileri

Afrika, Turk dis politikasinda en ¢ok ihmal edilen
bolgelerin  basinda gelmektedir. Afrikali tlkelerle
iliskilerin gelistirilmesi uzun vyillar Turkiye’nin dis
politika oncelikleri arasinda yer almamistir (Eyrice
Tepeciklioglu, 2015). Zira Afrika Ulkelerinin somiirge
yonetiminden kurtulup bagimsizliklarini kazandiklari
donemde Bati ittifak sistemi icerisinde yer almayi
hedefleyen Tirkiye icin bu ulkelerle iliskilerini
gelistirmek c¢ok elzem gorilmiyordu. Bu amagla,
kitadaki Ulkelerle olan iliskiler ¢ogu zaman ikinci
planda vyer almistir (Eyrice Tepeciklioglu, 2012).
Ozellikle Soguk Savas dinamikleri icerisinde Batili
Ulkeler ile iliskilerini gelistiren ve bu Ulkelerle ayni
ittifak sistemi icinde yer alan Tirkiye, dekolonizasyon
sirecinde Afrika ulkelerine acik bir sekilde destek
vermemis, hatta bu Ulkelerin bagimsizliklari s6z konusu
oldugunda Bati yanlisi bir tutum izlemistir. Ornegin,
Atadv (1976), Portekiz somirgesi olan Angola’nin
bagimsizligi Birlesmis Milletler (BM) Genel Kurulu’'nda
oylanirken Tirk vyetkililere “NATO mittefikleri” ile
birlikte hareket edilmesi talimatinin verildigini,
Tunus ve Cezayir'in bagimsizliklari konusuna ise
Fransa’nin ic isi olarak bakildigini belirtmektedir. Yine
de bagimsizliklarini kazanan Afrikali Glkeler taninmis
ve bu llkeler ile diplomatik iliskiler kurulmustur
(Eyrice Tepeciklioglu, 2016: 6-7; Hazar 2003: 111).
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1998 yilinda kabul edilen ‘Afrika’ya Acilim Eylem
Plani’ ile birlikte Afrika, Tlirk dis politikasinda daha fazla
yer tutmaya baslamistir. Eylem Plani, Afrika tlkeleriyle
iliskilerin  gelistiriilmesi amaciyla farkli alanlarda
pek cok onlem icermekteydi. Ornegin, Afrika’daki
blyukelgiliklerin sayisinin artirilmasi, Afrika Ulkeleri
ile karsilikh ziyaretler gerceklestirilmesi, uluslararasi
orgutler araciligiyla Afrika Glkeleri ile temaslarin
artirllmasi ve kitadaki Glkelere insani yardim yapilmasi
gibi siyasi 6nlemlerin yani sira ticari iliskilerin artiriimasi
amaciyla kitadaki tlkelerle ticaret ve vergi anlasmalari
imzalanmasi, Afrika Ulkelerine yonelik teknik yardim
programlari  olusturulmasi karsihikh isadamlari
ziyaretlerinin gerceklestirilmesi, Afrika ulkeleri ile ortak
is konseyleri ya da ticaret odalari olusturulmasi, Tirk
firmalarin kitada yatinnm yapmalarinin tesvik edilmesi
ve hava ve deniz ulasiminin gelistirilmesi gibi 6nlemler
yer almaktaydi. Bu siyasal ve iktisadi onlemlere ek
olarak, egitim ve kiltir alanlarinda Turkiye’nin Afrika
Ulkelerinde tanitilmasi amaciyla Afrikali 6grencilere
verilen burslarin artiriimasi, bu Ulkelerle akademik
degisim programlarinin olusturulmasi ve Tirkiye'de
Afrika calismalarinin tesvik edilmesi gibi dnlemler yer
almaktaydi. Askeri iliskilerin gelistirilmesi amaciyla
ise BM’'nin Afrika’daki baris glicii misyonlarina katkida
bulunulmasi  ve Tirk uzmanlarin Afrikali askeri
personele egitim vermesi gibi onlemler yer almaktaydi.2

Eylem Plani’nin kabuliiniin ardindan gegen 20 yilhk
siirecte bu onlemlerin hayata gecirilmesi yoniinde
onemligelismeleryasanmistir. Ancak Eylem Plani’'nda yer
alan 6nlemlerin hemen gerceklestiriimeye baslanmasi o
dénemde iktisadi krizler basta olmak lizere 6nemli i¢
sorunlar yasanmasi nedeniyle pek mimkiin olmamistir.
2002 genel segimleriyle iktidara gelen AK Parti hiikiimeti
ise Afrika’ya ayri bir 6nem vermeye baslamistir. Afrika
Ulkeleri, farkli bolgelere acilmayi amaclayan Turkiye
icin onemli bir pazar oldugu gibi, Turkiye’nin Birlesmis
Milletler Guvenlik Konseyi gecici lyeligi gibi kisa vadeli
hedeflerini gergeklestirebilmesi icin BM’de en blylk
bolgesel grubu olusturan bu lkelerin destegi blyik
6nem tasimaktaydi. Nitekim, Afrika ulkeleriyle iliskilere

ivme kazandirma amaciyla hazirlanan 1998 tarihli
Eylem Plan’’ni, Dis Ticaret Mistesarligi tarafindan
2003 yili basinda kitadaki (lkelerle iktisadi alandaki
isbirliginin gelistiriimesi amaciyla hazirlanan ‘Afrika
Ulkeleriyle Ekonomik iliskilerin Gelistirilmesi Stratejisi’
takip etmistir. Bununla birlikte, 2005 yili ‘Afrika yill’
ilan edilmis, ayni yil Turkiye Afrika Birligi (AfB)'nde
gozlemci Ulke statlisiini kazanmis ve 2008 yili basinda
AfB’nin stratejik ortaklarindan biri olarak teyit edilmistir.
Turkiye-Afrika iliskilerindeki en 6nemli gelismelerden
bir digeri ise 2008 vyilinda istanbul’da yaklasik 50
Afrika Ulkesi ile 11 uluslararasi ve bolgesel orgiit
temsilcisinin katilimlariyla diizenlenen Birinci Tiirkiye-
Afrika Isbirligi Zirvesi olmustur.? 2008 vyili ayrica,
Afrika Ulkelerindeki mevcut temsilciliklerin sayisinda
goriilen artis bakimindan da olduk¢a 6nemli bir yildir.
Kitada acilan buylkelcilik ve baskonsolosluk sayisina
yenilerinin eklenmesine iliskin alinan Bakanlar Kurulu
kararlari cercevesinde, Turkiye’'nin 2009 yili itibariyle
Sahra-alti Afrika’da 7 buyukelciligi bulunmaktayken,
bu sayr 2013 yilinda 19’a cikmistir. 2017 Aralik ayi
itibariyle ise Turkiye’nin 39 Afrika llkesinde temsilciligi
bulunmaktadir. Ote yandan, 2008 yili basinda sadece 5
Afrika Ulkesinin Ankara’da buyukelciligi bulunmaktayken,
2013 vyihinda bu sayr 8e (Eyrice Tepeciklioglu,
2013: 76-87), 2017 vyilinda ise 33’e ylkselmistir.t

Afrika Ulkeleriyle siyasi alanda iliskilerin gelismesinin
iktisadi alanda da yansimalari olmus ve 6zellikle Sahra-
alti Afrika ulkeleri ile Turkiye arasindaki ticaret hacmi
onemli artis gostermistir. 1997-2016 vyillari arasindaki
-yani Afrika’ya Acilim Eylem Plani’nin kabul edilmesinin
oncesinden gliniimuize kadar- Tiirkiye'nin Kuzey Afrika ve
Sahra-alti Afrika ile ticaret hacmini inceleyen asagidaki
tablodan da goriilecegi lizere, kitadaki Ulkelerle ticari
iliskiler Eylem Plani’nin kabuliiniin ardindan kademeli
bir sekilde gelisme géstermistir. Ozellikle 2002 ve 2009
yillarinda ithalat hacminde dalgalanmalar yasanmis,
ancak ticari iliskiler 2011 yilindan itibaren daha istikrarl
bir seyir izlemistir. 1997 yilinda yaklasik olarak 2.2
milyar dolar olan Tirkiye-Afrika ile ithalat hacmi,
2016 yili itibariyle 5 milyar dolarin biraz lzerindedir.

Tablo 1: Tiirkiye-Afrika ithalat-ihracat Verileri 1997-2016 (milyon S) °

yil Kuzey Afrika Sahra-alt1 Afrika
ithalat ihracat ithalat ihracat

1997 1.812.554 980.157 384.818 253.395
1998 1.493.195 1.506.038 265.160 316.195
1999 1.403.964 1.343.558 283.462 311.453
2000 2.257.119 1.087.400 457.101 285.324
2001 2.114.680 1.149.647 704.000 371.236
2002 857.970 1.266.596 380.669 430.060
2003 933.480 1.576.974 616.185 554.243
2004 1.169.948 2.203.356 1.428.470 764.791
2005 1.584.201 2.544.398 1.632.270 1.086.849
2006 1.676.694 3.096.665 2.233.388 1.469.127
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2007 2.285.434 4.029.683 2.821.104 1.946.661
2008 3.535.990 5.850.262 2.060.486 3.212.341
2009 2.237.693 7.415.776 1.700.198 2.738.866
2010 3.098.091 7.025.168 1.725.916 2.257.898
2011 3.342.054 6.701.089 3.424.658 3.632.879
2012 3.308 343 9.443.604 2.613 447 3.913.246
2013 3.508 479 10.041.750 2.522 630 4.103.794
2014 3.435.769 9.757.935 2.502.192 3.996.487
2015 3.006.965 8.527.126 2.092.386 3.921.798
2016 3.200.795 7.755.071 2.154.733 3.650.930

Kaynak: Veriler Tiirkiye istatistik Kurumu’nun web sayfasindan (http://tuik.gov.tr/) derlenmistir.

Yukaridaki tablodan gorilebilecegi lizere gerek
Kuzey Afrika, gerekse Sahra-alti Afrika dlkeleri ile
ihracat hacmi ithalat hacminden daha fazla artis
gostermistir. 2001 yilindan itibaren istikrarli bir
sekilde artis gosteren ihracat hacmi 2010 ve 2015
yillarinda bir miktar dislis gostermistir. 1997 yilinda
Afrika ile sadece 1.2 milyar dolar olan ihracat hacmi,
2013 yilinda 14.1 milyar dolarla zirve yapmis, 2016
yilh itibariyle ise 11.4 milyar dolara gerilemistir.
Tablodan da gorilecegi Uzere, Kuzey Afrika-Tirkiye
arasindaki ihracat hacmi Sahra-alti Afrika ile Tiirkiye
arasindaki ihracat hacminin iki katindan biraz fazladir.

Afrika’'nin dis politikada artan 6nemine paralel
olarak artan iktisadi iliskilerin sonucunda Dis Ekonomik
iliskiler Kurulu (DEIK) biinyesindeki Tiirkiye-Afrika is
konseylerinin sayisinda da 6nemli artis yasanmistr.
1986 vyilinda Tirk o6zel sektorliiniin dis ekonomik
iliskilerini ylirtitme amaciyla kurulan DEIK, 2014 yilinda
cikarilan 6552 Sayili Kanunla yeni bir yapiya kavusarak
EkonomiBakanlig’nabaglanmisve Tiirk 6zel sektorinin
dis ekonomik iliskilerini yuritme gorevini tamamiyla
Ustlenmistir.® 2018 yih Temmuz ayi itibariyle 43 Afrika
tlkesinde is konseyi olan DEIK” , bu konseylerin yaridan
fazlasini (26 Sahra-alti Afrika tilkesi) 2014 yili sonrasinda
kurmustur. Sadece 2017 yilinda sekiz Afrika (lkesinde
(Burundi, Gabon, Malavi, Namibya, Seyseller, Yesil
Burun, Zambiya ve Zimbabve) is konseyi kurulmustur.
Bu konseylerin varhgi, kitadaki Tirk yatirimlarinin
artmasinda olduk¢a blylik ©6nem tasimaktadir.

2010 tarihli Afrika Strateji Belgesinde de belirtildigi
Uzere, “lUlkemizin ¢ok yonli ve aktif dis politika
yaklasiminin bir geregi olarak Afrika (lkeleriyle
iliskilerimizin, ortaklik anlayisini esas alan ve
strdirilebilir bir zemine oturtulmasi bilylik 6nem
tasimaktadir” (bkz. 26 Mart 2010 tarihli, 27533 sayili
Resmi Gazete). Cumhurbaskani Recep Tayyip Erdogan
da 2014 yihnda Ekvator Ginesi’'nin baskenti Malabo’da
dizenlenen  Turkiye-Afrika  Ortaklik  Zirvesi'nde,
Afrika’ya acilim sirecinin tamamlandigini belirterek,
“artik esit ortakliga dayali yeni ve daha ileri bir
asamaya gecmemizin gerekli oldugunu goriyoruz”
seklinde konusmustur.® Bu nedenle, Afrika Strateji

Belgesinde, 2008 vyilinda diizenlenen Tirkiye-
Afrika isbirligi Zirvesi’nde kabul edilen ortak isbirligi
alanlarina dayali batincil bir Afrika Stratejisinin
olusturulmasi amaciyla ilgili bakanhklar ile kamu
kurum ve kuruluslarinin esglidiminin saglanmasi
icin atilacak adimlardan bahsedilmistir  (Resmi
Gazete,26 Mart 2010). Makalenin bir sonraki bolimi,
bu kamu kurum ve kuruluslari aracihgiyla Sahra-alt
Afrika’da yaratulen kamu diplomasisi faaliyetlerini
etki streleri bakimindan siniflandirarak inceleyecektir.

Tiirkiye’nin Sahra-Alt Afrika’daki Kamu
Diplomasisi Faaliyetleri

Turkiye’nin Afrika’ya yonelik dis politikasinin en
onemli ayaklarindan birisini olusturan kamu diplomasisi
faaliyetlerine kabaca bakildiginda en 6n plana ¢ikan
kamu kurum ve kuruluslarinin Disisleri Bakanhgi, TiKA,
Basbakanhk VYurtdisi Tirkler ve Akraba Topluluklar
Baskanligi (YTB), Tirkiye Radyo Televizyon Kurumu
(TRT) ve Yunus Emre Enstitisti oldugu gorilmektedir.
Ote vyandan, sivil toplum kuruluslarinin (STK) da
kitadaki  faaliyetlerini  artirdiklari  gorilmektedir.
Ancak Turk STK’larin gerek Afrika’da gerekse diger
bolgelerdeki faaliyetleri artis gostermesine ragmen,
dis yardim, ulasim, egitim ve benzeri alanlarda
devletin basat aktor konumunu devam ettirdigi
rahatlikla sdylenebilir. Ornegin, Turkiye’nin 2013
yilinda gerceklestirdigi resmi kalkinma yardimlarinin
tutari 3.3 milyar dolarin lizerindeyken, STK yardimlari
232 milyon dolarda kalmistr (T.C. Basbakanlk
Kamu Diplomasisi Koordinatorluga, 2014).°

Bu gelismelere paralel olarak Turkiye’de kamu
diplomasisi alaninda yasanan en o6nemli kurumsal
yapilanma ise 2010 yilinda basbakanhga bagh bir Kamu
Diplomasisi Koordinatorligi'niin (KDK) kurulmasi ile
olmustur.’® KDK’nin kurulus genelgesinde, uluslararasi
toplumu etkileme yoniinde devletler arasindaki
resmi diplomasinin yani sira kamu diplomasisinin
kullaniminin ~ 6nem  kazandigi ve uluslararasi
platformlarda Tirkiye'nin hakhhgini kanitlamaya yonelik
calismalarin basariya ulasabilmesi icin uluslararasi
toplumun bilgilendirilmesi gerektigi belirtiimektedir.
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Kisa Vadeli Etkiye Sahip Faaliyetler

Yukarida ayrintilari agiklanan siniflandirmaya gore
genel bir degerlendirme yapildiginda Tirkiye’nin kamu
diplomasisi faaliyetlerini yuriten kurumlarin — TRT ve
kimi zaman KDK’nin bazi faaliyetleri hari¢ — genellikle
orta ve uzun vadeli etkiler bekleyerek hareket ettikleri
gorulmektedir. Leonard’in  siniflandirmasina  gore
incelendiginde TRT ve devletin resmi haber ajansi olan
Anadolu Ajansi ise haber yonetimi alaninda kisa vadeli
etkilere haiz calismalarile 6n plana ¢cikmaktadir. Ozellikle
yakin gecmiste faaliyete gecen TRT World kanali ile
Turkiye’nin hem internet hem de geleneksel televizyon
yayincihigl sayesinde Afrika’nin neredeyse tamamina
(ingilizce dilinde) ulastigini gérmekteyiz. Bunun kisa
vadeli etkileri arasinda Turkiye’nin aleyhinde cikan
haberlere karsiticerik Gretmek, Tirkiye’nin faaliyetlerini
tanitmak, uluslararasi imajina katkida bulunmak ve
tlke hakkindaki yanhs algi ve degerlendirmelerin
dniine gecmek sayilabilir. Yine ingilizce ve Fransizca
dillerinde yayin yapan Anadolu Ajansi da haber
yonetimi cercevesinde (ilke hakkinda Afrika kamuoyuna
duyurulan haberlere yén vermek agisindan énemli yer
tutmaktadir. Anadolu Ajans’’nin ayrica Etiyopya’nin
baskenti Addis Ababa’da ofisi bulunmaktadir.

Ancak Turkiye’nin haber yonetimi faaliyetleri ABD
ve Ingiltere gibi Ulkelerle karsilastirildiginda kamu
diplomasisi acisindan gorece yenidir. Bu (lkelerin belli
bash kanallarinda Afrika icin 6zel bolimler bulunurken
Turkiye bu sekilde bolgeye yonelik faaliyetlere yeni
baslamistir. Ayrica Leonard’in (2002: 12) da belirttigi
lizere haber yonetimi yapilirken Uretilen iceriklerin
hem yerel hem de uluslararasi boyutta distnilmesi
gerekmektedir. Ornegin, llke icerisinde gerceklesen
bir olayin haberi yapilirken bu haber uluslararasi
platformlara da sunulacaksa, hedef alinan bolgede
s0z konusu icerigin nasil bir algl olusturacagina
dikkat edilmelidir. Bu durum ayni zamanda ulkenin
kamu diplomasisi ylrattigt hedef halklar ile ilgili
haber yapilirken de gecerlidir. Burada kasit mevcut
gerceklerin carpitilmasi degil, hangi mesajlarin 6n
plana cikarilacagidir. Ornegin, bir (lkeye yapilan
yardimin duyurulmasinda 6n plana c¢ikarilan konu
yardim yapilan tlkenin fakirligi, az gelismisligi ya da
geri kalmishgi degil; yapilan yardimin iki tilke arasinda
ne gibi baglar olusmasina imkan verecegi olmalidir.
Clnku vyapilan haber hem faaliyeti gergeklestiren
Ulke halkina hem faaliyetin gerceklestirildigi Ulke
halkina hem de diinya kamuoyuna hitap etmektedir.
Bu durum Tirkiye-Afrika iliskilerinde haber yonetimi
faaliyetleri slrduralirken dikkat edilmesi gereken
en oOnemli husus olarak ortaya c¢ikmaktadir.

Orta Vadeli Etkiye Sahip Faaliyetler

Turkiye’'nin yarattagi kisa donemli heyet degis
tokuslari (gazeteci, is adamlari vb.), llke toplantilari

ve yurt disinda gergeklestirdigi egitim ve kiltlrel
faaliyetler gibi etkinliklerin orta vadeli, baska bir
deyisle stratejik iletisim alaninda yer aldigi séylenebilir.
Bunun baslica sebebi, Leonard’in (2002: 13-14) da 6ne
sirdtgi gibi bir tlkenin cesitli faaliyetler, demegler
ve politikalarla ylzlerce mesaj lretmesi ancak kamu
diplomasisi faaliyetlerinin hedef aldigi toplumlarin
bu mesajlarin  ¢oklugu arasinda kaybolmasidir.
Dolayisiyla yurutilen orta vadeli stratejik iletisim
faaliyetlerinin verilmek istenen mesajlari dogru, net
ve anlasilabilir sayida gruplayarak vermesi dnemlidir.

Ornegin “kamu diplomasisi alaninda yiiritilecek
calismalar ile stratejik iletisim ve tanitim faaliyetleri
konusunda kamu kurum ve kuruluslari ile sivil toplum
orgitleri arasinda isbirligi ve koordinasyonu saglamak
amaciyla”*? kurulan KDK, kurulusunun hemen ardindan
Tark dis politikasi ile ilgili Turkiye’nin cesitli illerinde
akademisyenler, 06grenciler, politika vyapicillar ve
medyay!i bir araya getiren pek ¢cok etkinlik diizenlemistir.
Bu kurum (niversiteler ve duslince kuruluslari
isbirligiyle Universite programlari kapsaminda kamu
diplomasisi panelleri, dis politika tanitim programlari,
dis politika ¢alistaylari ve genglik programlari; siyasal
iletisim faaliyetleri kapsaminda tlke toplantilari, akil
insanlar konferanslari, Avrupa toplantilari, paneller
ve uluslararasi zirveler; medya-tanitim calismalari
kapsaminda da gazeteci heyetleri programi, kiltir
ve tanitim ile uluslararasi basini bilgilendirme
faaliyetlerinde bulunmustur. KDK gerek (niversite
programlari, gerekse siyasal iletisim faaliyetleri ve
medya taniim calismalari kapsaminda Afrika ile
ilgili etkinliklerde de bulunmustur. Ornegin, 2013 yili
etkinlikleri kapsaminda Kenyali profesér Ali Mazrui
“Kiuresel Siyasette Adalet Arayisi ve Turkiye-Afrika
isbirligi” baslikli bir konusma yapmis (Akil Adamlar
Konferans Serisi)!?, Nijer, Gabon, Senegal ve Kenya’dan
21 gazeteci Tlrkiye'ye gelerek c¢esitli kurumlar
ziyaret etmis (Gazeteci Heyetleri Programi) ve Nijer-
Turkiye Genglik Platformu ortakliginda dlizenlenen
konferansta Turkiye-Nijer iliskileri degerlendirilmistir
(Batt  Afrika  Genglik  Koprisu Programi).®®

Bu ve benzeri heyet ziyaretlerinin baslica
amaci Turkiye’nin imaji ve Afrika ile ilgili politikasi
hakkinda Afrikali toplumlarin belli bash bireylerine
ve profesyonellerine mesajlar aktarmaktr. Burada
o6nemli olan nokta iletilen mesajlarin (Leonard, 2002:
14) Turkiye’nin imajini bir batin olarak yansitmasidir.
Ozellikle béyle toplantilarda kamu diplomasisi
faaliyetlerinin yoneltildigi toplumlarin 6nde gelenleri
ile bir araya gelme firsati bulundugundan iletilecek
mesajlarin 6zenle secilmesi biiylik 5nem arz etmektedir.
Nitekim bu toplantilara katilan profesyoneller tilkelerine
dondiklerinde kendi llkelerinin kamuoylari (izerinde
gorece daha fazla etkiye sahip olabilmektedirler.

Kisa donemli heyet degis tokuslarinin yani sira gerek
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kamu kuruluslari gerekse Tirk sivil toplum kuruluslari,
Afrika Ulkelerinde insani ve kalkinma yardimi
faaliyetlerinde bulunmaktadirlar. Bunlardan hikiimet
eliyle vyapilan yardimlar &zellikle TIiKA aracihgiyla
aktarilmaktadir. Sovyetler Birligi'nin  dagilmasinin
ardindan Orta Asya’da yeni kurulan ulkelerde yapilacak
faaliyetler ile dis politika 6nceliklerini uygulamak ve
koordine etmek amaciyla 1992 yilinda 480 Sayili Kanun
Hiukmiinde Kararname (KHK) ile “Ekonomik, Kultirel,
Egitim ve Teknik isbirligi Baskanligl” adiyla Disisleri
Bakanlig’’na bagl olarak kurulan TiKA® , 1999 yilinda
Basbakanhga baglanmis, 2001 yilinda 4668 Sayili “Turk
isbirligi ve Kalkinma Ajansi” adini almistir. 2005 yilinin
hikiimet tarafindan Afrika yili ilan edilmesini takiben
farkh bolgelere de acilmaya baslayan TiKA, ayni yil
iki Afrika Ulkesinde (Etiyopya ve Sudan) program
koordinasyon ofisi acmistir. Ancak TiIKA'nin Afrika’ya
genislemeye basladigi 2005 yili ¢alismalarinda Asya
% 55,5 ile galismalarda o©ncelikli bolge iken, Orta
Dogu ve Afrika % 8 ile son sirada yer almistr.””

HukUmetin Afrika tlkeleriyle iliskilerin gelistiriimesi
politikasiile baglantili olarak zaman icinde Afrika’ya 6zel
bir dnem vermeye baslayan TiKA’nin 2017 itibariyle 17
Afrika Ulkesinde (Cezayir, Cibuti, Cad, Etiyopya, Gine,
Gliney Sudan, Kamerun, Kenya, Libya, Misir, Namibya,
Nijer, Senegal, Somali, Sudan, Tanzanya ve Tunus)
program koordinasyon ofisi bulunmaktadir. Agilan bu
yeni ofisler araciligiyla Afrika’daki diger tlkelerde de
faaliyet gdsteren TIKA, kitada gerceklestirdigi projelerin
sayisini da dnemli dlciide artirmistir. Ornegin, 2005
yilinda 562 TiKA projesinin sadece 28'i Afrika iilkeleri ile
ilgiliyken®, 2013 yilinda gerceklestirilen 1800 projeden
525’i Afrika tlkeleriileilgilidir (Bu oran tiim projelerin %
33,7’sinetekabiil etmektedir).’® 2016 yilina gelindiginde
ise, Ortadogu ve Afrika Dairesi Baskanhgi’nin
TiIKA ana hizmet birimlerinin toplam harcamalar
icerisindeki orani % 44,51 olmustur.?® Ozellikle bu
yardim faaliyetlerinin kapsam ve niteliklerinin,
Turkiye’nin dogrudan ya da dolayl olarak Afrika ile
ilgili uluslararasi kamuoyunda yulrattagia “Afrika’nin
yanindayiz”, “Dunya besten buyuktir”, “Turkiye-Afrika
ortakhgl” gibi mesajlarla ayni dogrultuda olmasi,
Ulkenin verdigi mesajin dogru bir bicimde yabanci
kamuoylarina ulasmasi bakimindan biylik 6nem
tasimaktadir. Yine belirtilmelidir ki Turkiye’nin Afrika
actliminin temel hedeflerinden olan yeni pazarlara
ulasma amaci ile yardim faaliyetlerinin dogrudan
temasinin olabilmesi icin is dlinyas! ile tipki asagida
bahsedilecek THY érneginde oldugu gibi koordinasyon
yaratilmasi bir gereklilik olarak ortaya c¢ikmaktadir.

Ornegin,  TiKA'nin  Afrika’daki  faaliyetleri,
Turkiye’nin  kitadaki imajini artirmasina yardimci
olurken Afrika lkeleriile ticari iliskilerin gelismesine de
etki etmektedir. TIKA'da gdrevli eski bir personel, Tiirk
isadamlarinin Afrika’da TiKA'yi takip ettigini, TIKA’'nin
Afrika’da ofis agmasini takiben THY’nin bu noktalara

sefer baslathgini, bu durumun da isadamlarinin Afrika
Ulkelerine ilgisini artirnp bu Ulkelerdeki faaliyetlerini
kolaylastirdigini  belirtmektedir (ipek, 2015: 16).
Boylelikle Afrika Turk isadamlari icin, Turkiye de Afrikal
girisimciler icin daha ulasilabilir hale gelmektedir.
Turkiye’nin bayrak tasityici havayolu olan THY, AK Parti
hikimetleri doneminde hiukimetin Afrika politikasini
desteklemek icin kullanilmaya baslanmistir. KDK
web sayfasinda da Tiirk dis politikasinin THY ile glic
kazandigi belirtilerek, “THY, her gecen giin genisleyen
ucus agl ile; Afrika basta olmak tizere diinyanin dort bir
yanina yapilan acilimlarda 6nemli rol oynuyor” ifadesi

yer almaktadir.® Disisleri Bakanligi’'nin sayfasinda
da belirtildigi Gzere, THY wucguslarinin sayisinin
artirlmasinin  Afrika Ulkeleriyle ulasim imkanlarini

gelistirmenin yani sira, “isadamlarinin karsilikh olarak
birbirleriyle temaslarini kolaylastirmak, Tiirkiye'nin
Afrika halklarinin diinyaya ulasiminda bir kavsak noktasi
olmasini saglamak ve halklar arasindaki baglantilarin
glclendiriimesini  temin etmek” gibi amaclari
bulunmaktadir.??2 Bu amaclarin gergeklestirilmesi icin
THY, Afrika Glkelerine olan sefer sayisini 6nemli dlclide
artirmistir. Ornegin Aralik 2013 itibariyle 25 Afrika
Ulkesinde 36 destinasyona ucgus gerceklestiren THY
(Turk Hava Yollari, 2013), 2017 yih itibariyle 42 Afrika
Ulkesinde (Angola, Benin, Burkina Faso, Cezayir, Cibuti,
Cad, Demokratik Kongo Cumhuriyeti, Ekvator Ginesi,
Eritre, Etiyopya, Fas, Fildisi Sahili, Gabon, Gana, Gine,
Glney Afrika, Kamerun, Kenya, Kongo Cumhuriyeti,
Liberya, Madagaskar, Malavi, Mali, Misir, Moritanya,
Morityus, Mozambik, Namibya, Nijer, Nijerya, Ruanda,
Senegal, Seyseller, Sierra Leone, Somali, Sudan,
Tanzanya, Tunus, Uganda, Yesil Burun, Zambiya,
Zimbabve) 68 noktaya sefer dlzenlemektedir.®

Uzun Vadeli Etkiye Sahip Faaliyetler

Kamu diplomasisi faaliyetlerinin uzun vadeli etkilere
sahip Ug¢linci boyutu olan kilit bireylerle iliski kurulmasi
Turkiye’nin belki de Afrika aciliminda en 6nem verdigi
alanlarin basinda gelmektedir. Pek ¢ok kamu kurulusu
bu amacgla Tirkiye'de 06grenim goérmek isteyen
dgrencilere dgrenim bursu saglamaktadir. Ornegin,
yurtdisinda yasayan Tiurk vatandaslari ile Turkiye'de
o6grenim goren uluslararasi burslu 6grencilere yonelik
calismalari koordine etmek ve soydas ve akraba
topluluklar ile ekonomik, sosyal ve kiltlirel alanda
iliskileri gelistirmek amaciyla 2010 yilinda kurulan
YTB’nin?* gerek lisans gerekse lisanslstli dlizeyde
sagladigl pek cok burs programi bulunmaktadir. Tlirkiye
Burslari adiyla saglanan bu burslardan Tiirkiye-Afrika
Burs Programi kapsaminda Afrikali 6grencilere saglanan
burslara tim Afrika Ulkelerinden Ogrenciler basvuru
yapabilmektedir. Bu burs programi, Afrika Acilimi ile
baslayan siregte Turkiye'nin Afrika ile iliskilerine ivme
kazandirmanin yani sira, Afrikali UGlkelerle Turkiye
arasinda bilgi ve tecrlibe paylasimini ve karsilikh
kilturleraras! iletisimi artirmayr amaclamaktadir.?®
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2012 yilinda Tirkiye Burslarinin uygulamaya
konulmaya baslamasiyla birlikte Tiirkiye’de 6grenim
goren Afrikali 6grencilerin sayisinda o6nemli artis
gozlenmistir.  Ornegin, 1999-2012 yillari arasinda
yaklasik 1,400 Afrikali ogrenci Tirkiye’de 06grenim
gormusken, Turkiye Burslarinin uygulamaya
konulmasiyla birlikte Afrika’dan Turkiye'ye gelen
ogrenci sayisi 4 kattan fazla bir artis gostermistir.
Sadece 2012 yili sonrasinda 6 binden fazla Afrikali
O6grenci 6grenim gormek icin Tirkiye'ye gelmistir.
2017 itibariyle Turkiye’de egitim alan 16 binden fazla
Turkiye Burslusu 6grencinin yaklasik olarak (gte
birini, uluslararasi 6grencilerin ise dortte birini Afrikal
ogrenciler olusturmaktadir.2® YTB’nin sagladig burslar
araciligiyla orta vadede Tirkiye algisi ve propagandasi
yapilmakta, uzun vadede ise Afrikali 06grenciler
araciligiyla Tarkiye'nin kitadaki ulkelerle iliskilerine
dost bir zemin hazirlanmaktadir (Yousfi, 2016: 85).

YTB disinda Milli Egitim Bakanhgi (MEB) ve Yiksek
Ogrenim Kurulu (YOK) gibi kuruluslar da Afrikali
o6grencilere 6grenim bursu vermektedir. Bu kuruluslar
tarafindan Afrikali 6grencilere verilen burslarin
sayisinda da son yillarda 6nemli artis yasanmistir.
Ornegin, 1991-2014 doéneminde Afrika (ilkelerine
acilan burs kontenjani 4.380 iken, sadece 2016-2017
egitim doneminde 1.075’i Sahra-alt Afrika tlkelerinden
ogrencilere olmak lzere 1.312 Afrikali 6grenciye burs
saglanmistir. Afrikali 6grencilere verilen burslarin
hikiimetin Afrika politikasinin  giclendirilmesinde
“carpan etkisi”  yapacagi disunulmektedir.?’

Basbakanliga bagh bir kurum olan Diyanet isleri
Baskanligi’ninfaaliyetlerine destek olmakamaciyla1975
yilinda kurulan Tirkiye Diyanet Vakfi da cesitli Afrika
tlkelerinden Misliman 6grencilere liniversite ve lise
diizeyinde cesitli burslar saglamaktadir. Diyanet isleri
Baskanligi da Afrika tlkeleri ile dini iliskilerin artirilmasi
icin pek cok Afrika Ulkesinde cami insa etmekte,
hasar goren camileri onarmakta, 6zellikle dini aylarda
yardim kampanyalar dizenleyerek Afrika (lkelerine
gondermekte ve Misliman dini liderlerle toplantilar
diizenlemektedir. Ornegin, 46 Afrika Ulkesinden 125
dini liderin katildig1 bu toplantilarin ikincisi istanbul’da
gerceklesmistir. Ote yandan, 2012 yilinda Mehmet
Gormez Afrika’yl ziyaret eden ilk Tiurk diyanet isleri
baskani olmustur. Ozkan’in (2013) da belirttigi Gizere, AK
Parti hikiimeti doneminde dis politikadaki rolii artan
Diyanet isleri Baskanligi’'nin aktiviteleri araciligiyla din,
kitadaizlenen dis politikanin bir parcasi haline gelmistir.

DiyanetisleriBaskanligi’nin Afrika’da gerceklestirdigi
insani yardim faaliyetleri “dini diplomasi” olarak
da adlandinimaktayken, Yunus Emre Vakfi'na bagl
olarak kurulan Yunus Emre Enstitisi’nin faaliyetleri
“kalturel diplomasi” olarak adlandirilabilir. Zira, Yunus
Emre Vakfi, “Tlrkiye'yi, Turk dilini, tarihini, kaltarana
ve sanatini tanitmak, ... Tark dili, kalttrii ve sanat
alanlarinda egitim almak isteyenlere yurt disinda hizmet

vermek; Turkiye'nin diger Ulkeler ile kiltiirel alisverisini
arttinip dostlugunu gelistirmek”? gibi amacglarla 2007
yihinda kurulmustur. Yunus Emre Enstitlisi de Vakfin
bu amaclarini gercgeklestirmek (izere yurt disinda
kurdugu merkezlerde yabancilara Tiirkce 6gretmek ve
Turkiye’nin tanitimi amaciyla kiltiir ve sanat faaliyetleri
yuritmek tizere 2009 yilinda faaliyetlerine baslamistir.
2017 yih itibariyle Ggl Kuzey Afrika, (Cezayir, Fas ve
Misir), ikisi Sahra-alti Afrika (Gliney Afrika ve Sudan)
olmak tzere bes Afrika Ulkesinde kiltiir merkezi
bulunan Yunus Emre Enstitlisi’'nin bu Ulkelerdeki
faaliyetleri, Turkiye'nin Afrika politikasi ile uyumludur.
Ornegin, Enstiti’niin web sayfasinda Sudan’in baskenti
Hartum’da 2016 yilinda agilan Hartum Yunus Emre
Enstitisi’nin  Hartum’daki Tirk yetimhanesindeki
ogrencilere vyaptigi kirtasiye yardimi ve verilen
Turkce derslerine iliskin  haber, “Cumhurbaskani
Recep Tayyip Erdogan’in direktifleri dogrultusunda
Yunus Emre Enstitistiniin Afrika acilimi hizla ve
blylyerek devam ediyor” ifadesiyle sunulmustur.®®
Yunus Emre Enstitisi’nin faaliyetleri ortak tarih
ve ortak degerler gibi alanlara yogunlasmakta
oldugundan gerek faaliyette bulunulan (lkenin
yoneticileri gerekse halk lizerinde dogrudan etkide
bulunmaktadir. Bu kisilerle kurulan dogrudan iliskiler
nedeniyle Enstiti’nin c¢alismalari, diger kurumlar
bu (lkelerde faaliyet gerceklestirmek istediginde
onlar icin zemin hazirlamaktadir (Yousfi, 2016: 92).

Sonug

Turkiye, son yillarda uyguladigi ¢ok yonli ve aktif
dis politika yaklasimina uygun olarak uluslararasi
politikada goriinir olma ve etki alanini genisletme
hedeflerine ulasmak icin sadece geleneksel diplomatik
iliskilerden degil; kamu diplomasisi faaliyetlerinden
de 6nemli Olglide yararlanmayr basarmistir. Kamu
diplomasisi faaliyetleri, bir hiikiimetin diger tlke halklari
nezdinde taninirlik ve bilinirlik kazanarak onlarin tercih
ve yaklasimlarini etkileme amaci gliden politika ve
etkinlikler butlintidir. AK Parti hikimetleri ile birlikte
bu faaliyetlerin yogunlastigi gérilmektedir. Bu anlayis
cercevesindekisaslirede dnemligirisimlerinkaydedildigi
ve iliskilerde buyilk ilerlemelerin gorildigiu bolge,
onceki yillarda c¢esitli sebeplerle ihmal edilen Sahra-alt
Afrika’dir. Bu sebeple Tiirkiye'nin belirledigi dis politika
hedefleri ve bu hedeflere ulasmak i¢in sectigi uygulama
araclarinin etkisinin goriilmesi ve degerlendirilmesi
acisindan Sahra-alti  Afrika (lkelerinde uygulanan
kamu diplomasisi faaliyetlerinin sistematik olarak
incelenmesi bu calismanin konusunu olusturmustur.

Kamu diplomasisi faaliyetleri; amaclari, etkileri
ve hedefledigi kitleler agisindan farkhlasmaktadir.
Dolayisiyla  bu alanda  ydratilen  faaliyetler
degerlendirilirken  uluslararasi literatiirde  kabul
gormis siniflandirmalardan yararlaniimasi gereklidir.
Bu calismada, Leonard’in (2002) kamu diplomasisi
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faaliyetlerini kisa, orta ve uzun vadeli etkilerine gore
sirasiyla haber yonetimi, stratejik iletisim ve Kkilit
bireylerle iliski olarak adlandirdigi siniflandirmasi
benimsenmistir. Bu amacla, bu g¢alismada, Tirkiye'nin
Sahra-alti Afrika’da son donemde takip ettigi kamu
diplomasisi faaliyetleri kisa, orta ve uzun vadeli olmak
lizere g baslik altinda toplanarak degerlendirilmistir.

Haber yonetimi olarak adlandirilan kisa vadeli
etkiye sahip faaliyetlerin amaci; anlik mesajlarin
saglikh iletilmesi, kriz anlarinda haber yayillimina
midahale ederek yonlendirme yapilmasi ve bunlarin
neticesinde hedef Ulke halklarinin Tirkiye ile ilgili
konularda olumlu gorislere sahip olmasini saglamaktr.
Bunlarin yaninda Tirkiye’nin faaliyetlerinin tanitiminin
yapiimasi ve olumlu imajinin aktarilmasi da 6nemlidir.
Bu amagla; TRT, ingilizce ve Fransizca icerik saglayan
devletin resmi haber ajansi Anadolu Ajansi ve ingilizce
yayin yapan TRT World kanali ile Turkiye hem internet
hem de geleneksel televizyon yayinciligl sayesinde
Afrika’nin  neredeyse tamamina ulasabilmektedir.

Orta vadeli etkiye sahip faaliyetler ise kisa
vadeli etkiye sahip faaliyetlerden farkli olarak az
sayida kisiye ulasmayi hedeflemektedir. Hedeflenen
kitle, verilmek istenen mesajlarin net ve dogrudan
ulasmasini  saglayabilecek isadamlari, gazeteciler,
temsilciler ve uzmanlar gibi etkilesimde bulunduklari
daha genis kitleler (izerinde etkiye sahip kisilerden

olusur. Bu sebeple bu faaliyetler stratejik iletisim
olarak adlandiriimistir. Stratejik iletisimin hayata
gecmesini saglamak amaciyla KDK, ticari iliskilerin
gelismesi ve olumlu imaj vyaratiimasi amaciyla
da TIKA Tirkiye’'nin resmi kurum bazinda bu
amacla  gerceklestirdigi  girisimlerin  6rneklerini
olusturmuslardir.  Ayrica, THY’nin is dinyasinin
ulasimini kolaylastirmak adina Afrika kitasinda ucgus
gerceklestirdigi noktalari artirmasi ve Afrika Ulkelerine
seferleri yogunlastirmasi da buyik katki saglamistir.

Etkisi uzun vadede gorilen faaliyetler, kilit bireylerle
iliski kurulmasini amaclayan faaliyetlerdir. Bu faaliyetler
aracilhigiyla ileride 6nemli etki alanina sahip olacak
kisilerle derin baglarin kurulmasi hedeflenir. Bu baglar
ozellikle egitim programlari ¢ercevesinde gerceklesir.
Turkiye’nin uzun vadeli etkiye sahip kamu diplomasisi
faaliyetlerinde Afrika dlkelerine yoénelik girisimleri
dikkat cekmektedir. YTB, MEB, YOK ve Diyanet isleri
Baskanligi lise ve Universite diizeyindeki 6grencilere
burslar saglamaktadir ve bu burslarin ulastigi 6grencisi
sayisi son yillarda diizenli olarak artis gostermektedir.
BunlarinyanindaYunus Emre Enstitiisti Afrika’dakurulan
merkezlerde yabancilara Tiirkce 6gretmekte ve Tirk
kiltirini tanitmaktadir. Onemli biitcelerin ayrildigi bu
burs ve egitim programlari sayesinde egitim goren kilit
bireylerin, Turkiye hakkinda olumlu goriise sahip olup
kariyerlerinin ilerleyen adimlarinda yeni isbirliklerine
ve ortakliklara imza atmalarn beklenmektedir.
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Son Notlar

Turkiye 1998 yilinda kabul edilen Afrika’ya Agim Eylem Plani ile Afrika llkelerine iliskin kapsamli bir dig
politika olugturmaya baslamistir. Ancak asil agihm gergeklestirilen bolge Osmanl doneminde itibaren tarihsel
iliskilerin mevcut oldugu Kuzey Afrika degil, Sahra-alti Afrika olmustur. Bu nedenle bu ¢aligmanin odak noktasi
Turkiye’nin Sahra-alti Afrika llkelerinde gergeklestirdigi kamu diplomasisi faaliyetleri ile bu faaliyetlerin kisa,
orta ve uzun vadede amaglarini incelemektir.

T.C. Disisleri Bakanhgi, “Afrika’ya Agilim Eylem Plani” (Gozden Gegirilmis II. Basim), Agustos 1999.

Disisleri Bakanligi’nin resmi sitesinde yer alan ve Turkiye-Afrika iliskilerindeki diger 6nemli gelismeler igin bkz.
T.C. Disisleri Bakanhigi (t.y.) “Turkiye-Afrika iliskileri”. http://www.mfa.gov.tr/turkiye-afrika-iliskileri.trmfa/
(23.11.2017).

Ayrica bkz. http://www.mfa.gov.tr/turkiye-afrika-iliskileri.tr.mfa

5. Kuzey Afrika Ulkeleri ile kastedilen Cezayir, Fas, Libya, Misir ve Tunus olup Sahra-alti Afrika tlkeleri ise: Angola,

Benin, Botsvana, Burkina Faso, Burundi, Cibuti, Cad, Demokratik Kongo Cumhuriyeti, Ekvator Ginesi, Eritre,
Etiyopya, Fildisi Sahili, Gabon, Gambiya, Gana, Gine, Gliney Afrika, Gliney Sudan, Kamerun, Kenya, Komorlar,
Kongo Cumhuriyeti, Liberya, Lesotho, Madagaskar, Malavi, Mali, Moritanya, Morityus, Mozambik, Namibya,
Nijer, Nijerya, Orta Afrika Cumhuriyeti, Ruanda, Sao Tome ve Prensip, Senegal, Seyseller, Sierra Leone, Somali,
Sudan, Svaziland, Tanzanya, Togo, Uganda, Yesil Burun, Zambiya ve Zimbabve'dir.

DEIK (t.y.) “DEIK Hakkinda”. https://www.deik.org.tr/deik-deik-hakkinda (25.4.2017).

7. Bu llkeler, Angola, Benin, Burkina Faso, Burundi, Cezayir, Cibuti, Cad, Demokratik Kongo Cumhuriyeti, Ekvator

10.

11.

12.
13.
14.
15.
16.
17.

18.
19.

Ginesi, Etiyopya, Fas, Fildisi Sahili, Gabon, Gambiya, Gana, Gine, Giiney Afrika, Kamerun, Kenya, Kongo
Cumhuriyeti, Liberya, Madagaskar, Malavi, Mali, Misir, Moritanya, Morityus, Mozambik, Namibya, Nijer,
Nijerya, Ruanda, Senegal, Seyseller, Somali, Sudan, Tanzanya, Togo, Tunus, Uganda, Yesil Burun, Zambiya,
Zimbabve'dir.

T.C. Cumhurbaskanhg (t.y.) “2. Turkiye-Afrika Ortaklik Zirvesi”. https://www.tccb.gov.tr/ozeldosyalar/
turkiye-afrika/zirve/ (24.11.2017).

Kiresel insani Yardim (2014) raporuna gore Tirkiye, 2012, 2013 ve 2014 yillarinda GSMH (Gayrisafi Milli
Hasila) bazinda en ¢ok uluslararasi insani yardim yapan tlkeler siralamasinda ABD (Amerika Birlesik Devletleri)
ve Birlesik Krallik’in ardindan Gglinci oldu. 2015 yilinda yaptigi 3.2 milyar dolar ile Birlesik Krallik’i gegip ikinci
siraya yerlesen Tirkiye, 2016 yilinda yaptigi insani yardimlarin oranini 6 milyar dolara ¢ikarip ikinci siradaki
konumunu korumus, Birlesik Krallik’in yaptigi insani yardimlarin orani ise 3.7 milyar dolarda kalmistir (ilgili
istatistikler icin bkz. http://devinit.org/). Ote yandan, 2004-2013 yillari arasinda Afrika, en ¢cok insani yardim
yapilan bélgeler siralamasinda Asya ve Ortadogu’nun ardindan ikinci sirada yer almis ve kitadaki lkelere
yapilan iki tarafli resmi kalkinma yardimlarinin toplami 1.3 milyar dolari bulmustur (T.C. Basbakanlk Kamu
Diplomasisi Koordinatorltigi, 2014). Sahra-alti Afrika’ya yapilan toplam kalkinma yardimlarinin orani 2000
yilinda sadece 330 bin ABD dolari iken bu oran 2015 yilinda 395 milyon dolara yiikselmistir (bkz. http://www.
mfa.gov.tr/turkiye-afrika-iliskileri.tr.mfa).

Kamu Diplomasisi Koordinatorligi’nin kurulusuna dair 27478 no’lu genelge icin bkz. Resmi Gazete
(30 Ocak 2010) http://www.resmigazete.gov.tr/main.aspx?home=http://www.resmigazete.gov.tr/
eskiler/2010/01/20100130.htm&main=http://www.resmigazete.gov.tr/eskiler/2010/01/20100130.htm
(27.10.2017).

https://www.trtworld.com/coverage adresinden de gorilebilecegi Gizere TRT World yayinlari farkli uydular
lizerinden neredeyse kitanin tamamina ulastirilmaktadir.

https://kdk.gov.tr/kurumsal/kurulus/7 (27.11.2017).
https://kdk.gov.tr/haber/ali-mazrui-akil-insanlar-konferans-serisi-icin-turkiyedeydi/249 (27.11.2017).
https://kdk.gov.tr/haber/afrikali-gazeteciler-turkiyedeydi/243 (27.11.2017).
https://kdk.gov.tr/haber/turkiye-nijer-iliskileri-konferansi-1-aralikta-niameyde-duzenlendi/335 (27.11.2017).
480 no’lu KHK igin bkz. http://www.basarmevzuat.com/dustur/khk/5/3755/a/khk480.htm.

TiKA (2005) “Faaliyet Raporu”. http://www.tika.gov.tr/upload/oldpublication/faaliyet-raporu-2005.pdf, ss.vi-7
(21.09.2017).

TiKA, 2005: 152.

TIKA (2013) “Annual Report 2013”. http://www.tika.gov.tr/upload/publication/TIKA%20ANNUAL%20
REPORT%202013.pdf (4.8.2016).
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20.TiKA (2017) “2016 idare Faaliyet Raporu”, s. 27, http://www.tika.gov.tr/upload/2017/03/2016%20
IdareFaaliyetRaporu/%C4%B0dare%20Rapor_2016_WebFormati.pdf (27.11.2017).

21. https://kdk.gov.tr/haber/turk-dis-politikasi-thy-ile-guc-kazaniyor/222. (28.11.2017).
22. http://www.mfa.gov.tr/turkiye-afrika-iliskileri.tr.mfa/ (23.11.2017).
23. Veriler THY’nin web sayfasindan derlenmistir.

24.5978 Sayih Yurtdisi Turkler ve Akraba Topluluklar Baskanhgl Teskilat ve Gorevleri Hakkinda Kanun igin bkz.
http://www.resmigazete.gov.tr/eskiler/2010/04/20100406-1.htm (28.11.2017).

25.YTB (ty.) “Burs Programlari”. https://www.turkiyeburslari.gov.tr/turkiye-burslari/burs-programlari/
(28.11.2017).

26.YTB (2017) “Turkiye Mezunlar Somali’de Bulustu”. https://www.ytb.gov.tr/haber_detay.php?detay=5431
(22.11.2017) ve YTB (t.y.) “Turkiye Mezunlari Tanzanya’da Bulustu”. https://www.ytb.gov.tr/haber_detay.
php?detay=5314, (22.11.2017).

27. Afrikali 6grencilere verilen burslarin yani sira, Disisleri Bakanhgi, Afrikali diplomatlara kisa sireli egitim
programlari da diizenlenmekte ve Tirk Silahli Kuvvetleri Egitim ve Ogretim Kurumlarinda Afrikali askeri
personele egitim verilmektedir. http://www.mfa.gov.tr/turkiye-afrika-iliskileri.tr.mfa ve http://afrika.mfa.gov.
tr/data/mukayeseli-veriler.pdf.

28. http://www.resmigazete.gov.tr/eskiler/2007/05/20070518.htm

29. http://yee.org.tr/tr/kurumsal

30. http://yee.org.tr/tr/faaliyethaberleri/hartum-yunus-emre-enstitusunden-turk-yetimhanesine-ziyaret_4415
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Abstract

Over the past decade, the significant
changes in the prices of stock and real estate
markets have intensified the interest of
heightened concern about volatility in these
markets. This paper deals with the dynamic
return and volatility transmissions across real
estate and stock markets in European countries
over the period from 1985:Q1 through
2017:Q1. Using VAR-BEKK-GARCH model, we
find significant evidence supporting shock and
volatility spillover effects from real estate to
stock markets in Denmark, Finland, Ireland and
Spain whereas evidence running from stock to
real estate markets is found in Spain, Sweden
and Italy. In contrast, there is no evidence of
any such spillovers in Belgium. Overall, these
empirical findings provide fresh insights and
policy implications in cross-market volatility
spillovers for domestic and international
investors, and also policy makers, through
the potential for improved risk management
and more efficient portfolio diversification.
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Since the last two decades, financial markets
have become more volatile with the wave of financial
liberalization and globalization. With the rapid
development of globalization, significant increase
in cross-border financial activity and dramatic
progress in trading technology, financial markets
have become more and more closely correlated,
leading to faster information transmission. It is
therefore of fundamental significance to understand
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Oz

Son vyillarda, hisse senedi ve gayrimenkul
piyasasindaki fiyatlarda meydana gelen énemli
degisiklikler, bu piyasalarda oynakligin artmasina
neden olmustur. Bu makale, 1985-2007 yillari
arasinda Avrupa (lkelerindeki gayrimenkul
ve hisse senedi piyasalarindaki dinamik getiri
ve oynakhk vyayilimini  VAR-BEKK-GARCH
modeli kullanilarak arastirmaktadir. Makalede,
Danimarka, Finlandiya, irlanda ve ispanya’da
gayrimenkul piyasalarindan hisse senedi
piyasalarina sok ve oynaklik yayilim etkileri tespit
edilmistir. ispanya, isveg ve italya’da ise hisse
senedi piyasalarindan gayrimenkul piyasalarina
dogru bir oynaklik yayilliminin séz konusu
oldugu gozlenmektedir. Buna karsin, Belgika’da
hisse senedi ve gayrimenkul piyasalari arasinda
herhangi bir yayilma olduguna dair bir kanit
bulunmamaktadir. Genel olarak, bu ampirik
bulgular, gelismis risk yonetimi ve daha etkin
portféy cesitlendirme potansiyeli sayesinde
yerli ve yabanci yatirmcilar ile politika yapicilar
icin piyasalar arasi oynaklik yayilmalarinda
yeni anlayislar ortaya koymaktadir.

Anahtar Kelimeler
Gayrimenkul Piyasalari e Hisse senedi Piyasalari o
Oynaklik Yayilimi  Cok Degiskenli GARCH Modeli

JEL Kodlari
C5¢Gll1eG15¢F3

time-varying volatility and volatility transmission
mechanism across different types of markets for
professionalsincludinginternationalinvestors, portfolio
managers and policy makers. This understanding has
the potential to sheds more light on the information
transmission process from one market to another for
both micro (asset valuation and riskmanagement)
and macro (economic policy and risk management)
agents. Therefore, the analysis of the market
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volatility spillovers has generated increasing interest.

The real estate and stock markets are considered
as market alternatives for investors, and therefore the
liquidity and the linkage between these markets have
drawn the attention of investors in the recent years.
Even though the characteristics of the stock and real
estate differ, their values are affected strongly by the
same economic conditions, such as inflation, interest
rate, economic development, financial crises, and so
on. Some researchers have argued that institutional
investors get diversification benefits from real estate
due to its low correlation with commonly used stock
price indices (Quan and Titman, 1999). However,
not all researchers agree, and several explanations
have been proposed to enlighten the potential
dynamic interaction between house and stock prices
(Kapopoulos and Siokis 2005; Piazzesi et al. 2007).

The main purpose of this paper is to analyze
empirically the volatility linkages among twelve
selected European countries utilizing stock and real
estateindices from 1985 through 2017. The data period
for this study covers unprecedented turbulent times,
witnessing many fiscal and monetary policy decisions
in the European Union after the intensification of
the economic and financial crisis, which heightened
uncertainty in all investment markets, including real
estate. Specifically, the 2008 subprime mortgage crisis,
spread from the US to many countries, continues to
have a considerable effect on both real estate and stock
markets in the twelve European countries surveyed,
as represented in Figure 1. This figure indicates
that the effects of these conditions on these assets
differ by countries. Thus, the integrated relationship
between these markets in all European countries
through the return and volatility transmission process
have attracted attention from investors, academicians
and policy makers, as well as householders.

TheVectorAutoregressive-MultivariateGeneralized
Autoregressive Conditional Heteroskedasticity model
(VAR-BEKK-GARCH) is applied to explore temporal
volatility spillovers of stock and real estate markets
in 12 developed European countries; Belgium,
Denmark, Finland, France, Germany, Ireland, Italy,
Netherland, Spain, Sweden, Switzerland and the
UK. The BEKK model specification allows to study
the possible transmission of volatility from one
market to another without parameters restrictions
to assure the positivity of the conditional covariance
matrix. Further, Vector Autoregression (VAR) lags
method is employed to capture return spillover and
the interdependence of one market on another.
The main findings indicate that, in terms of mean
spillover effects, there is a uni-directional spillover in
mean from real estate to stock markets in Belgium,
Denmark, Netherland and Sweden, whereas the
reverse direction of spillover effect is only observed
in Switzerland. Interestingly, bidirectional spillover

effect is evident only in the case of Italy. Turning to
the volatility spillover results, among all the European
countries, only Belgium and France experience no
shock and volatility spillover effects between these
two markets. For the other European countries, there
exists more or less uni-directional and/or bi-directional
spillovers between real estate and stock markets.

The contribution of this paper to the related
literature is threefold. First, although there has been
increasing interest in modeling the mean and volatility
spillovers across different financial markets, to our best
knowledge, surprisingly little research focuses both on
real estate and stock markets in developed European
economies. Second, the extant research primarily
concentrates on investigating the cointegration
between stock and real estate markets, while there
is a paucity of empirical evidence for volatility
spillover between real estate and stock markets
in an international context. Therefore, this paper
provides a comprehensive examination of volatility
spillovers between these markets in major European
countries. Finally, this paper extends the analysis of
time varying volatility spillover by using a multivariate
GARCH (M-GARCH) framework, considered
ideal for modeling volatility transmission and
understanding the comovements of financial returns.

The remainder of this paper is organized as
follows: Section 2 reviews the related literature.
Section 3 introduces the data descriptions
and  econometric  methodology. Section 4
presents the empirical results and discussions.
Finally, Section 5 contains concluding remarks.

Literature Review

An emerging strand of the literature focuses on the
relationship between stock and real estate markets,
and a number of studies consider whether the real
estate and stock markets exhibit segmentation or
integration. Although the cointegrating relationship
between stocks and real estate markets has been
extensively examined, the extent to which these two
markets interact is not clear. On one hand, there is a
widespread evidence, supporting the notion that the
stock and real estate markets exhibit segmentation
(Schnare and Struyk (1976), Goodman (1978, 1981),
Grissom et al. (1987), Kuhle (1987), Geltner (1990,
1991), Miles et al. (1990), Liu et al. (1990), Wilson
and Okunev (1996) and Lu et al. (2007)). On the
other hand, evidence of integration between these
markets is provided by Ambrose et al. (1992), Gyourko
and Keim (1992), Wilson et al. (1996), Okunev
and Wilson (1997), Chaudhry et al. (1999), Wilson
and Okunev (1999), Fraser et al. (2002), Liow and
Yang (2005), Liow (2006); Apergis and Lambrinidis
(2011), Tsai et al. (2012), Lin and Fuerst (2014).

A number of recent papers have also extended the
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analysis of causal interactions between real estate
and stock markets by applying Granger causality
tests in vector autoregressive (VAR), vector error-
correction (VEC), and threshold error-correction
(TEC) models (Gyourko and Keim (1992); McMillan
(2012); Okunev et al. (2000); Chen (2001), Sutton
(2002), Kakes and Van Den End (2004), Sim and
Chang (2006); Ibrahim (2010); Su (2011); Su et al.
(2011); Tsai et al.,, 2012, Lean and Smyth (2012),
Shirvani et al. (2012); Anderson and Beracha (2012).

Recently, there has been an increase in the
number and robustness of studies on how to model
volatility spillovers across different types of assets
or across international markets. Stock markets
and real estate markets are essential parts of the
capital markets; thus, studies on how to explore
the volatility spillovers between these markets are
vital in risk management, asset pricing and portfolio
selection. However, far less formal attention has
been devoted to the issue of volatility spillover
research between real estate and stock markets in the
literature. It is notable that the Vector Autoregressive-
Multivariate Generalized Autoregressive Conditional
Heteroskedasticity models (VAR-MGARCH) have
been commonly used in studies investigating the
temporal volatility spillovers between financial
markets. Cotter and Stevenson (2006) examined the
conditional volatilities and correlations in the US REIT
and equity return series utilizing a multivariate VAR-
GARCH model. Employing an asymmetric covariance
GARCH model, Michayluk et al. (2006) investigated
volatility spillover effect and time-varying correlation
dynamics between the US and UK real estate markets.
Liow et al. (2009) deployed DCC methodology to
assess the correlation and volatility dynamics in five
developed, real estate securities and stock markets:
the US, UK, Japan, Hong Kong, and Singapore.

As this review shows, there is little evidence

in the extant literature on the volatility spillover
effects among real estate and stock markets. Due

to the importance of the real estate and stock
markets after the intensification of the economic
and financial crisis in European countries, our
empirical analysis focuses on the shock and volatility
transmission between these markets in this region.

Data

The data used in this study consists of quarterly
observations on the natural logarithm of the housing
price indices and the natural logarithm of stock prices
from the first quarter of 1985 until 2017. The sample
covers for 12 European countries, namely, Belgium,
Denmark, Finland, France, Germany, Ireland, Italy,
Netherland, Spain, Sweden, Switzerland, and the
UK. The quarterly indices for real house prices and
stock prices were obtained from the OECD database.

The data collected covers the subprime mortgage
crisis of 2008. As shown in Figure 1, this subprime crisis
had a direct effect on housing prices in these European
countries. Due to the limited data set for housing
price indices, especially after the 2008 mortgage
crisis, it is not currently possible to investigate the
relationship between stock and housing market
indices by dividing the whole sample period into pre-
crisis and post-crisis periods, such an analysis may be
possible in the future when more data accumulates.

Table 1 presents the selected descriptive statistics
for the stock returns and real housing price returns,
revealing that the sample mean for all returns are
positive. All return distributions are negatively skewed
with the exceptions of Italy, Switzerland, the UK’s real
estate market indices, and both Spain’s real estate
and stock market indices. According to the standard
deviations, the stock markets have a greater volatility
than the real estate markets. All the skewness
coefficients are not equal to zero, and all the kurtosis
statistics are greater than 3, indicating that the series
tend to follow a leptokurtic distribution with higher
peaks and fatter tails. The values of the coefficients of
skewness, kurtosis together with the large Jarque-Bera.
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(J-B) statistics lead to the rejection of the null hypothesis of a normal distribution, which means that all series

are not normally distributed.

Table 1: Descriptive Statistics

| Mean (%) | Min. (%) | Max. (%) Std. Dev. Skewness | Excess Kurtosis | JB
(%)
Panel A: European Real Estate Markets
Belgium 0.016 -0.370 0.183 0.079 -1.413 7.338 142.97*
Denmark 0.005 -0.088 0.075 0.024 -0.221 5.182 26.441*
Finland 0.003 -0.078 0.094 0.026 -0.008 5.176 25.272*
France 0.006 -0.027 0.034 0.013 -0.099 4.389 22.204*
Germany 0.0005 -0.052 0.024 0.010 -0.887 6.946 99.862*
Ireland 0.007 -0.071 0.066 0.028 -0.495 2.990 5.239***
Italy 0.001 -0.033 0.107 0.019 1.795 9.908 323.33*
Netherland 0.007 -0.048 0.063 0.016 -0.202 4.328 10.294*
Spain 0.008 -0.059 0.108 0.027 0.117 4.701 6.629**
Sweden 0.009 -0.071 0.044 0.020 -1.335 5.599 74.072*
Switzerland 0.002 -0.036 0.060 0.015 0.181 4.325 10.072*
the UK 0.009 -0.066 0.100 0.024 0.0006 4.500 12.003*
Panel B: European Stock Markets
Belgium 0.008 -0.038 0.037 0.011 -0.227 3.938 5.806**
Denmark 0.021 -0.394 0.153 0.081 -1.420 7.142 134.54*
Finland 0.021 -0.348 0.415 0.123 -0.319 3.826 5.849**
France 0.016 -0.325 0.217 0.087 -0.896 4.772 33.923*
Germany 0.013 -0.318 0.230 0.089 -0.912 4.533 30.291*
Ireland 0.019 -0.491 0.230 0.100 -1.479 7.988 179.39*
Italy 0.011 -2.96 0.385 0.280 -9.234 98.166 50121*
Netherland 0.013 -0.418 0.162 0.084 -1.870 9.107 273.58*
Spain 0.019 -0.234 0.355 0.096 0.121 4.938 5.018%***
Sweden 0.024 -0.290 0.291 0.096 -0.699 4.275 19.124*
Switzerland 0.016 -0.337 0.161 0.076 -1.255 6.248 89.889*
the UK 0.013 -0.246 0.154 0.061 -1.235 6.507 99.462*
Table 2 exhibits the Augmented Dickey— Additionally, the results of ARCH-LM test by

Fuller (ADF) unit root test results for the level

and first difference of real

estate

indices and

stock market indices. All series are I(1), indicating
that they are stationary after the first difference.

. amon
Table 2: The unit root and ARCH-LM tests for European stor3< ngar

Engle (1982) displays that the ARCH effects are
statistically significantly in all the return series,

which

justifies the GARCH-based approach for

investigating the return and volatility transmission
markets.

the

gal estate
kets and real estate markets

an

S

W«eCJ(eI and

rst

difference, 1985Q1-2017Q1)
| Lag Length ADF test ARCH LM Test

F-stat LM-Stat
Country Level Data First Difference Level Data First Difference
Belgium 1 0 -3.078 -7.910* 187.40* 76.532*
Denmark 1 0 -2.120 -5.487* 84.411* 51.350*
Finland 1 0 -2.956 -3.768** 740.63* 125.85%
France 2 1 -3.052 -1.815%** 870.29* 111.81*
Germany 8 7 -1.218 -2.301** 487.31* 124.77*
Ireland 3 1 -2.094 -3.470** 139.21%* 67.189*
Italy 4 3 0.298 -2.153** 790.46* 125.99*
Netherland 3 2 -1.870 -1.750%** 107.35* 58.871*
Spain 2 1 -2.843 -2.633* 115.84* 126.62*
Sweden 1 0 -1.457 -4.936* 297.98* 122.80*
Switzerland 2 1 -1.092 -3.943** 108.51* 126.53*
the UK 1 0 -2.095 -4.229** 632.83* 106.74*
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Belgium 0 1 -0.190 -6.520* 274.16* 122.37*
Denmark 1 0 -3.928 -7.018* 159.91* 71.590*
Finland 3 0 -2.794 -7.890* 80.606* 49.938*
France 1 0 -2.979 -7.988* 153.06* 70.503*
Germany 1 0 -1.752 -7.673* 69.883* 45.665*
Ireland 3 1 -2.310 -6.983* 419.34* 98.426*
Italy 1 0 -1.919 -36.151* 57.651* 40.181*
Netherland 1 0 -1939 -8.130* 521.39* 103.73*
Spain 1 0 -2.764 -8.538* 106.94* 58.970*
Sweden 1 0 -1.886 -7.862* 67.858* 44.923*
Switzerland 1 0 -1.998 -8.335* 352.82* 94.856*
the UK 1 0 -2.498 -8.779 8.955%* 8.497**

Note: Belgium, Denmark, Finland, France, Germany, Ireland, Italy, Netherland, Spain, Sweden, Switzerland, and the UK represent
natural logarithm of real estate and stock price indices. Optimum lag is selected according to the AIC.
* ** and *** denote rejection of null hypothesis at 1, 5 and 10%, respectively.

Methodology

Multivariate  GARCH (MGARCH) models have
been found more effective in analyzing the volatility
spillover effects in the markets compared to univariate
models. In the univariate models, the time series
may be studied independently and each of them is
categorized by its own mean and autocovariance
function, thereby implying a failure to consider possible
cross-market dependence among the time-series.

Engle and Kroner (1995) developed many various
MGARCH models (diagonal, BEKK, constant conditional
correlation and dynamic conditional correlation) with
differences in the conditional variance-covariance
matrix of equations. For the purpose of the current
analysis, the BEKK (Baba, Engle, Kraft and Kroner)
model is employed to investigate the spillover effects
between housing and stock market, because it has
enough generality to allow the conditional variances
and covariances of the markets to influence each
other. Moreover, it does not require a large number
of parameters to be estimated (Karolyi, 1995).

Firstly, the following VAR-MGARCH model is written

to estimate the conditional mean equation:
Ry =u+6R1+¢& (1)
&lli-1~N(0, Hy) (2)

where R is nx1 vector of daily returns at time t for each
market, y, the nx1 vector represents constant term, €,
is nx1

glz,t—l

H,

[011 Clz] [Cn C12] aip a12]
C22 C22 a21 az»

E2,t-1€1,6—1
(4) can take the following form:

&1,t-1 Sz,t—l] [au

2
€21

vector of random errors, which presents the innovation
for each markets at time t with its corresponding nxn
conditional variance-covariance matrix, H. | , is the
market information available at time t - 1. The diagonal
and off-diagonal elements of the matrix 6 measure
the own market mean spillovers and cross-market
spillovers. Specifically, the estimate of the element 6,.1,
of the matrix A explore the interdependence between
two markets in terms of returns, meaning that current
period returns in market i are influenced by last period
returns in market j, whereas 6}.,, measures the effect in

opposite direction.

Following the multivariate BEKK-GARCH (1,1)
model, the conditional variance-covariance matrix is
formulated as follows:

H =CC+A¢e_,e,_1A+BH,_B (3)

where H, is defined as (2x2) conditional variance-
covariance matrix of the residuals; C is a (2x2) upper
triangular matrix of constants for the pair of markets;
A is a (2x2) matrix of ARCH coefficients, which
capture the effects of own shocks and cross-market
shock interactions; and B is a (2x2) matrix of GARCH
coefficients, which capture the own market volatility
persistence and the volatility transmissions between
the markets. The second moment can be expressed by:

alz]_l_ b1y b12] H by, b12] 4)

t-1
a1 A by; by, by1 by

_ 2 2 .2 2 .2 2 2
hi1e = ci1 + af1€{4—1 + 2011021 81418201 + A31E5¢ 1 + bi1hyg 1 + 2biibar Ry g + b5 hoy g (5)

_ 2 2
hize = 11601 + 11012871 + (A21Q12 + 112y E1e1620-1 + A21A22E5,—1 + Dibighyy g +

(b21b12 + b11b2y) + higeq + bi1byohyy o

(6)

_ 2 2 2 .2 2 .2 2 2
hoae = c31 + Cop + afz8{ 1 + 201209281 418241 + A3285 1 + bizhy1 1 + 2b1obyy R 1 + b3 hop g (7)
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Conditional variances of the two variables, e.g. real
estate and stock markets, are represented by Eq. (5)
and Eq. (7), whereas Eq. (6) expresses the conditional
covariance h, ~which captures the relationship
between the real estate and stock market returns. ARCH
effect, the effect of a previous shock on the volatility
of the same variable, is shown by the parameters
(au,, a,,) and the degree of volatility persistence is
represented by the GARCH parameters, (b,, b,).

The off-diagonal parameters of A and B matrices,
a,, and b , measure the cross-market effects of shocks
and volatility transmission from real estate market
returns to stock market returns, whereas a, and
b, measure the effects in the opposite direction.

The parameters of BEKK-MGARCH model
is estimated through the wuse of maximum
likelihood method. The conditional log likelihood
function L(3) are represented as follows:

L(6) = Xi=1 L, (6), (8)

Le— — In2m — > In|H, ()] — 5 € (0)H; " (6)£.(6)

Where T is the number of observations, ¢ denotes
the parameter vector to be estimated. The parameters
are estimated using a combination of the standard
gradient-search algorithm Broyden-Fletcher-Goldfarb-
Shanno (BFGS), and simplex algorithm.

Empirical Results

The estimates of the VAR-BEKK-GARCH model for
real estate and stock markets across twelve European
countries are reported in Table 3. The findings are
partitioned into two panels: the former panel, Panel
A, preé&hts the results of the conditional mean
equation, while the latter, Panel B, depicts the results
of conditional variance equation. Turning first to
Panel A, both current real estate and stock markets
returns are influenced by their own past returns for all
the sample countries, with the exception of Belgium
and Spain, respectively, shown as the statistically
significant diagonal elements of § matrix, 6 , and §,,.
Regarding these findings, lagged values of returns
can be used to estimate the current values of returns
for both markets. The mean spillovers between the
real estate and stock markets are represented by the
significance of estimated coefficients, 6,,and §,,. This

influence suggests that lagged returns in one market
can be used to forecast the current returns in another,
indicating short-term predictability in real estate and
stock price changes. As noted in Table 3, there exists
uni-directional, bi-directional and no mean spillovers
between real estate and stock markets in all selected
European countries. Belgium, Denmark, Netherland
and Sweden experience uni-directional spillover in
mean from real estate to stock markets, implying that
the lagged values of returns on real estate market
significantly affect stock market returns, which mean
spillover from the stock to real estate markets is only
observed for Switzerland. Interestingly, among all
sample countries a bi-directional mean spillover effect
is evident only for Italy.

The volatility spillover effects, which are captured
in the variance equation of the estimated VAR-BEKK-
GARCH model, are presented in Panel B of Table 3.
Statistically significance was found for all diagonal
elements of matrix A, a,, and a,, , which measure
the past shock effects of each market on the current
volatility, and also for all the diagonal parameters of
matrix B, b,; and b,, which measure past volatility
effects on the current conditional volatility. These
findings reveal the evidence of ARCH and GARCH
effects in all countries. Focusing on the off-diagonal
parameters, a,,and b_,, the past shocks and historical
conditional volatility in real estate markets influence
the conditional variance of the stock markets in
Denmark, Finland, Ireland and Spain. However,
only the existence of shock transmission from
the previous shocks in real estate markets affects
the conditional variance for the stock markets of
Spain, Sweden, Switzerland and the UK. Thus, it is
particularly interesting to observe the extent of shock
and volatility transmission from stock to real estate
markets. Concerning the estimates of the parameter,
a,,, the past stock market shocks play a crucial role in
explaining the time-dynamics of conditional volatility
of real estate markets in the case of seven countries
- Finland, Germany, Italy, Spain, Sweden, Switzerland
and the UK. On the other hand, the past volatility
of the stock markets in Ireland, Spain, Sweden, Italy
and Netherland, represented by b, has statistically
significant effects on the real estate return volatility.
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Regarding the cross-market spillover effects, there
exist bidirectional shock transmission in Finland, Spain,
Sweden, Switzerland and the UK, while bidirectional
volatility transmission is found only in Ireland and
Spain. A notable finding is that a bidirectional
volatility spillover is observed for Spain only. These
bidirectional volatility spillover effects between
the two markets indicate that the fluctuations in
one market impact the other, and therefore, both
markets contain information that can affect the other.

More interestingly, only for Belgium and France,
for which none of the off-diagonal parameters
are statistically significant, is there no lead-
lag relationship between real estate and stock
markets. It should be noted that this absence of
volatility interaction may be due to masking by the
extreme volatility phase of the financial markets
experienced during the 2007 Great Financial Crises.

Conclusion

This study explores time-varying volatility
spillover to gain further insight into the degree of
interdependence among twelve European real estate
and stock markets (Belgium, Denmark, Finland, France,
Germany, Ireland, Italy, Netherland, Spain, Sweden,
Switzerland, and the UK), by investigating the nature
of mean and volatility spillovers in these markets.

The main findings can be summarized as follows.
In terms of mean spillover effects, Belgium, Denmark,
Netherland and Sweden experience uni-directional
spillover in mean from real estate to stock markets,
whereas the mean spillover in the reverse direction is
onlyobservedinSwitzerland. There exists bi-directional
spillover effect only in the case of Italy. These results
confirm the existence of lead-lag relationship in
mean between real estate and stock markets in some
European countries. Turning to the volatility spillover
results, among all the European countries, only
Belgium and France experienced no shock and volatility
spillover effects between these two markets. Other
European countries show more or less uni-directional
and/or bi-directional spillovers. In sum, these findings
reveal that either market can be used to forecast the
volatility of the other in these European countries.

Understanding information transmission between real
estate and stock markets is critical for risk management
and economic policy. The time-varying spillover effects
have implications both for investors and portfolio
managers, who can use such information to rebalance
their portfolios and asset allocation across different
markets to achieve efficient portfolio diversification
and maximize investment returns. Moreover, hedging
an investment vehicle is currently almost as important
as asset allocation. Since volatilities indicate risks,
volatility transmissions open up a new area for tailor-
made financial products that allow investors to benefit
from sudden changes in market volatility. Therefore,
the results of this study can help gauge which European
countries are more sensitive to the real estate and
stock market volatility, and how this sensitivity can
be translated into increased hedging performance.
Particularly, the findings provide investors with
important information concerning the substitutability
of these two assets. Also it provides policy makers with
information about the mechanisms by which these
two markets may interact, and their relationship with
the macroeconomic characteristics of the economy,
because their close interrelation means that both
may be exposed to same type of macroeconomic
and financial shocks. In sum, the stock and real
estate markets may show various interrelationships
under different economic and political policy
environments as evidence by the empirical
results from these twelve developed countries.

Our findings indicate possible research avenues
leading to a clearer understanding of the information
transmission between real estate and stock markets
and their role in explaining portfolio diversification
benefits. Such an avenue would explore not only the
real estate and stock markets, but also the various
institutional characteristics and market structures that
existin different countries. Further researchin this field
could be conducted with a wide range of alternative
volatility measures, and also with the inclusion of
characteristics of recent financial crises into the
investigated analysis to understand their effects.
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Abstract 0Oz

The study focuses on hotel employees and
the effect of perception of nepotism on turnover
intention. It also explains the moderating role
of job standardization over this effect. The
data used in this study were obtained from a
hotel located in Antalya, Turkey, during 2017.
The data were collected via questionnaire and
analyses were carried out using SPSS 18 and
AMOS 18 programs. 134 questionnaires were
evaluated and it was understood that perception
of nepotism has a positive effect on hotel
employees’ turnover intention. Additionally,
the study has shown that work standardization
plays a role in shaping the effect of nepotism
on the turnover intention; in other words, it
was observed that employees’ perceptions of
nepotism, together with the perception of job
standardization, intensified their intention to
leave work. All of these findings are meant to be
a guide for both hotel managers and investors
who consider investing in tourism sector.

Keywords
Nepotism e job standardization e turnover
intention ¢ hotel employees ¢ moderating
effect.
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Managements in organizations make important
decisions on how the organizations can achieve
their targets via planning and reveal the required
structure as per the plan and organization
activities. Specifically, employees to be included
in the organization have an important place in this
structure, considering today’s intense competition
environment. Qualities of employees and the correct
appointment of them is vital for the future of the
organization. Additionally, the applied promotion
system is as important as correct appointment

Otel  ¢alisanlari Uzerine  odaklanan
bu arastirma, nepotizm algisinin isten
ayrilma niyetine etkisini ve bu etkide is
standardizasyonunun  bicimlendirici  rollini
aciklamaktadir. Arastirmada kullanilan veriler
2017 yihinda Tirkiye’de Antalya ilinde faaliyet
gosteren bir otelden elde edilmistir. Verilerin
elde edilmesinde anket teknigi kullaniimis ve
analizler SPSS 18 ve AMOS 18 programlariyla
yapilmisti. 134 anketin  degerlendirmeye
alindigi arastirmada otel galisanlarinin nepotizm
algisinin isten ayrilma niyetini pozitif yonde
etkiledigi belirlenmistir. Ayrica arastirmada
nepotizmin isten ayrilma niyetine etkisinde
is standardizasyonunun bigimlendirici rol
Ustlendigi; bir diger ifadeyle, nepotizm algilayan
calisanlarin is standardizasyonu algisiyla birlikte
isten ayrilma niyetlerinin daha da giiclendigi
gozlenmistir. Arastirmada elde edilen bu
bulgularin hem otel yoneticilerine hem de
turizm sektoriine yatinm yapmayi disiinen

yatirimcilara rehber olacagi disintlmustr.

Anahtar Kelimeler
Nepotizm e is standardizasyonu e isten
ayrilma niyeti e otel calisanlari e diizenleyici etki

Jel Kodlari
M12 e J71 ¢ J63 » J28 * J24 « D63

for the success and future of the organization.
Organizations who are aware of this generally
prefer to evaluate knowledge, skills, talents and
education of candidates and make the employee
selection accordingly. However, in some cases, it
is seen that for the selection and promotion of
employees, evaluations are made based on factors
such as family circles rather than criteria such as
knowledge and skills. This condition, known as
nepotism, is thought to have a negative effect
on the attitudes of employees who have no ties
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such as family to the organization like the others.
And this negative attitude of employees would bring
along undesired issues for the organizations. . For
this reason, adopting a structure based on merit
system and prioritizing the candidates’ qualities in
applications such as employment and promotion is
critical for organizations who aspire after longevity.
This is because the employees who are not familiar
with nepotism may sense a negative organization
atmosphere and may have the turnover intention. The
fact that the turnover intent comes to existence may
result in quitting from the organization or may have a
negative effect on employee’s performance as they are
staying in the organization compulsorily. Furthermore,
as job standardization limits the autonomy of
the employees on their jobs, this may strengthen
the negative attitude towards the organization.

Taking a glance on the figures of turnover intention
in organizations, it is seen that this topic is of great
importance. For instance, a research performed by
Association of Human Management Turkey showed
that as much as 26,6% of employees from all sectors
had turnover intention in 2015. And the rate of willing
resignations was detected to be 15,2% (PERYON,
2015). The studies made in Turkey about turnover
intention and behavior in tourism sector shows that
turnover rate in accommodation operations are
high and the turnover ratio in one operation year
in tourism sector ranges between 26% to 300%
(Oriicii & Boz, 2014). As per the obtained figures, it
can be said that the turnover rates are significantly
high. For this reason, it is seen vital for the future
of the organizations to define variables which are
increasing turnover intention and to take precautions
accordingly. Parallel to these explanations, this study
aims to reveal the effect of nepotism on turnover
intention and whether job standardization has a
moderating role on this effect or not. It is projected
that the results of our study will be beneficial to
organizations who aim to decrease turnover intention.

Theoretical Framework and Hypotheses

The concept of preferential treatment, which is
an important topic in business world, is defined in
the dictionary (Turkish Language Society) as holding
onto someone at the risk of causing loss or damage on
business or other people and as granting unjustified
convenience to someone (TDK, 2017). When literature
is reviewed, it is seen that concept of preferential
treatment has a very wide meaning including concepts
of nepotism, cronyism and favoritism. Adopting this
wide point of view enables one to define preferential
treatment as appointing family members, close friends
and individuals having similar political views to better
positions regardless of their qualities (Aydogan, 2009).

Nepotism, which is considered as a part of
preferential treatment, derives from the Latin word

“nepot”, meaning “nephew”. In the course of history,
the concept is used to define certain “papas” who
wanted to derive some benefits for their families.
Generally, nepotism is used for individuals who use
their positions in the benefit of their relatives of blood
or emotion (Blte, 2011a; Hayajenh, et al., 1994) and
refer to preferential treatment which takes one’s family
ties into consideration more than their skills during
recruitment or promotion processes (Kurian, 2013).
According to another definition, nepotism is expressed
as actual or perceived preferences granted to a family
member by another family member (Jones & Stout,
2015). Moreover, nepotism is not only observed in
employing family members in the same organization
but it is also seen in using the effect of family for
the employment of family members in different
organizations (Hayajenh, et al., 1994: 60). At the same
time, nepotism is seen as a type of conflicting interests
and in a narrower sense can be explained as one’s
endeavor to use their public power in order to gain
favor—especially in employment —for a family member
(Gyimah-Boadi, 2000). With the aforementioned
definitions, nepotism is perceived as a concept existing
only in public sector and which generally relates
to employment. However, nepotism is currently
experienced in many private businesses (Nadeem,
Ahmad, Ahmad, Batool & Shafique, 2015) and is an
application providing not only employment to family
members, friends and acquaintances but also many
other benefits such as promotions and raises. From
that point of view, concept of nepotism is considered
as a non-professional behavior (Blte, 2011b).

According to some researchers, nepotism is a basic
instinct and a rational behavior that exists in the nature
of human beings (Ozler, et al., 2007). Therefore, itis not
surprising to see people favoring their acquaintances
bothinsocietyandinorganizations. While some studies
about nepotism in literature put forward that relatives
are employed in large organizations rather more
compared to smaller organizations; others suggest
that nepotism is also common in small businesses in
less developed countries (Arasli & Tamer, 2008). On
the other hand, there are certain studies suggesting
that nepotism is indeed more common in less
developed countries, however it is also experienced
in family businesses in developed countries (Ozler, et
al., 2007). Therefore, it can be stated that nepotism
is an application that can be seen in all countries
and all types of organizations, regardless of the size.

The concept of nepotism, which may seem
rational and natural, is generally associated with a
negative situation by organizations (Asunakutlu &
Avci, 2010). However, some studies in the literature
put emphasis on the advantages of nepotism in
family businesses. Advantages of this concept may
be evaluated as follows: first of all, when there
is an open position in an organization, certain
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costs must be incurred (such as the cost of job
advertisements the cost of time spent while looking
for the suitable person with right qualifications).
But when the company fills the required positions
with acquaintances it is freed from such kind of
costs. Additionally, company is not able to know
the efficiency and attributes of an unfamiliar person
beforehand. Similarly, the person applying for the job
is not able to get adequate information about the job.
But when a person is appointed via an acquaintance,
the story changes. In that case the attributes of the
person which may have been unobservable are
transferred to the company by the acquaintance and
adequate information about the job and the company
can be transferred to the potential employee. This
may bring along high efficiencies and a low employee
turnover rate (Ponzo & Scoppa, 2010). Moreover, it is
also considered that nepotism creates a warm working
environment and an advanced communication
network (Abdalla, et al., 1998). Along with all these,
it is also thought that family members in family
businesses work more and make more sacrifice
compared to other employees. Concurrently, while it
seems more likely for upper management members,
who know the status and strategy of their organization
to be transferred to competitor organizations in non-
family businesses, in family businesses making such a
decision does not seem very probable for managers
who are also family members (Karahan & Yilmaz, 2014).

In contrast to the aforementioned advantages,
nepotism also causes negative effects on workers
and managers who are not members of the family.
Especially it creates a bipolar employee profile
consisting of employees close to the management
and employees who are not close to the management
and may result in polarization in work place. As a
result, the organization may house an environment
of distrust and this effects the work force negatively
as interactions such as coordinated working and
information sharing will not be possible in a such
kind of working environment (Oren, 2007). Especially
recruitment or promotion of an acquaintance without
considering his/her skills will make employees who
are not from the family member think that there
is no sense of justice in the organization and they
perceive it as distrust. Injustice and distrust effects job
satisfaction, motivation and performance negatively
(Bute & Tekarslan, 2010). The reason why is that in
the organizations where nepotism exist, employees
are rewarded as per their loyalty (closeness to the
management), rather than their qualifications. And
the employees (the ones that are not related in any
way) who are aware of this do not believe being
successful would bring any benefit to them. For this
reason, non-related employees show a moderate
level of performance even in the best-case scenario
(Khatri & Tsang, 2003). Additionally, nepotism

allows incompetent family members to become
managers and encourages unfair reward systems. This
kind of applications prevent professional managers
from coming to organizations (Vinton, 1998). When the
importance of management function for organizations
is considered, it can be expressed thatincompetentand
unprofessional managers may make faulty decisions
that can be irreversible for the future of the company.
In that sense, nepotism may lead to serious problems.

All of these explanations show that nepotism
may have both positive and negative reflections on
organizations. Nevertheless, considering that the
performance and success of all of the employees
as a whole can lead the organization to success,
the negative effect of nepotism on non-related
employees should not be ignored. For this reason, it
is thought that nepotism should be reduced in order
to create the interpersonal synergy which will lead
the organization to success. Otherwise undesirable
results may emerge for organizations. One of the
important results of nepotism for organizations is
undoubtedly turnover (Arash & Tumer, 2008). As the
resignation of individuals, especially the qualified
ones, may lead to outcomes which are hard to recover
from in today’s competitive environment, they are
the least preferred situation for organizations. For
this reason, evaluating the effect of nepotism on
turnover intention becomes even more significant
for the topic. On that account turnover intention is
evaluated within the context of Planned Behavior
Theory and is seen as an important antecedent of
behavior of quitting the job (Krausz, et al., 1995).

According to Planned Behavior Theory, there
is a reason behind the behavior of individuals and
individuals think about the possible results of their
behaviors. After this thinking, one makes a decision.
The decision they made is revealed as behavior
(Ajzen, 1985; Ajzen, 1991). In other words, intention
defines the behavior. However, realizing certain
behaviors depends on motivational factors such as
required opportunities and resources (time, money
and skills etc.). If the individual has these required
opportunities and resources, the intention to
actualize the behavior would likely to be stronger and
behavior will then be performed (Sahin, et al., 2016).

The fact that employees with turnover intention in
mind utilize the opportunities and change their jobs
when they have a chance causes the organization to
bear various costs. For instance, hiring someone new
after a turnover and training them means that the
organization would be repeating all the costs spent for
thetraining of the resigned employee once again (Firth,
etal., 2004). Also the new employee would need some
time to get used to the organization, along with the
colleagues, and to show high performance. In today’s
intense competitive environment, time can be an even
more valuable asset to organizations than money.
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The reason behind this is that doing the right job at
the right time will bring along the desired profitability
to organizations. Understandably, resignation of
employees, especially if they are qualified, is a very
undesirable situation for organizations. Hence, it is
seen in the literature that researchers tried to define
the factors leading to actual behavior of quitting the
job. As stated previously, for many researchers, the
turnover intention is seen as the most important
reason of turnover behavior (Krausz, et al., 1995;
Prestholdt, et al., 1987). Additionally, it is more difficult
to predict actual turnover than intention (Yi, 2012).
Therefore, it is vital for organizations to understand
what turnover intention means along with the reasons
behinditin orderto prevent actual turnover behaviors.

When evaluated as a concept, turnover intention
is defined as employee’s thought or plan of leaving
the existing job or organization (Fong & Mahfar, 2013).
Mobley, Griffeth, Hand & Meglino defined turnover
intention as a cognitive process consisting of stages
such as thinking, planning and willingness to resign
(Lambert, 2006). In another definition, turnover
intention is expressed as a psychological phase in
which an employee who is not satisfied with current
situation looks for alternative job opportunities
(Martin, 2011). Turnover intention is comprised of
the definite and conscious intention of leaving the
organization, looking for another job as a result of
this intention and thinking about quitting the job (Tett
& Meyer, 1993). As seen with the definitions, the
intention of leaving the job is the basis of the thought
of leaving. Nevertheless, the thought of leaving may
not always turn into the behavior. However, even if
the behavior of leaving is not actually realized, the
intention of it may create unwanted effects for the
organization. This is because if an employee is thinking
about leaving when he/she has the first opportunity,
this may lead to a decrease in his/her performance
and motivation. Therefore, whether or not it turns
into behavior, the turnover intention needs to
be reduced. Because organizations need willing
employees, not involuntary ones to achieve success.

Correspondingly, the factors causing turnover
intention need to be known. When the literature
is reviewed, it is seen that the factors leading to
turnover intention are grouped under 3 titles:
personal factors, organizational factors and external
(environmental) factors (Uppal, 2015). The personal
factors related to turnover intention are personal
attributes,  demographic  factors,  obligations
resulting from advancing age (advanced age and
disablement), interests in potentially alternative
jobs, changes in family life, educational status,
physical and psychological status of the individual,
stress, work and family conflicts, control focus
and individual’'s perception of self-competence
(Aslan, 2014; Halawi, 2014; Naktiyok, 2015).

The organizational factors related to turnover
intention are role ambiguity, role conflict, career
anchor, not applying or unfairly applying human
resources applications, job dissatisfaction, low
organizational loyalty, organizational injustice and
lack of organizational and social support sense (Good,
et al.,, 1988; Halawi, 2014). On the other hand, it
is suggested in the literature that especially job
satisfaction and organizational loyalty is related with
turnover intention (Uppal, 2015). Among the external
factors which effect turnover intention are social and
economicstatusofthe country, otherjobopportunities,
changing the neighborhood, city or country to live in
due to marriage or educational needs of children,
family structure and existence or lack of perceived
society support (Bolat, et al., 2017; Halawi, 2014).

As can be seen, there are various factors in the
basis of turnover intention and as mentioned before,
nepotism especially brings negative results with
employees who are not somehow related. One of
the negative results of nepotism is turnover intention
of employees (Bolat, et al., 2017; Arashi & Timer,
2008). Especially non-related employees may feel
hopeless about their career goals in an environment
where nepotism exists and may think that they
would not be able to benefit from the incentives
the organization has to offer. Because they think
the employees who are close to the management
(family members or friends) would be prioritized and
that they become an obstacle for themselves. As a
result, employees lose their faith in the organization
and may have turnover intention. In this context
they may evaluate their options for alternative job
opportunities and may look for organizations who
may present these opportunities. When they are
able to find such an organization, the journey which
begins with an intention ends with an actual behavior.

Based on the aforementioned explanations, it
can be stated that nepotism and turnover intention
have a relation in the same direction. Indeed, there
are certain studies in the literature supporting this
view and revealing that nepotism has a positive and
significant effect on turnover intention. For instance,
Arasli & Tiimer’s (2008) study performed in Northern
Cyprus with bank employees revealed that nepotism,
cronyism and favoritism which are the types of
preferential treatment causes stress in work and that
nepotism is the one type of preferential treatment
which has the most severe effect on work stress.
Additionally, nepotism, cronyism and favoritism
reduces work satisfaction through work stress and
increases turnover intention. In the study of Biite
& Tekarslan (2010), performed with non-related
employees (including managers) of family businesses
in Trabzon, it is seen that when nepotism becomes
more widespread, work stress of employees increases
whereas work satisfaction, trust to the employer and
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feeling of justice decrease. Moreover, researchers
concluded that nepotism causes individual
performances of employees to decrease and that it
increasesthetendencyofturnover.Similarly, Bolatetal.,
(2017) showed in their research performed with hotel
employees that the relationship between nepotism
and turnover intention is the based on social exchange
theory and found that nepotism effects turnover
intention positively and significantly. Based on these
explanations, below hypothesis has been developed.

H1: Nepotism positively effects turnover intention.

Apart from the aforementioned explanations,
it is thought that the positive effect of nepotism on
turnover intention would increase even more with
the effect of job standardization. Main reason behind
this is hidden in the meaning of job standardization.

When looked into organizational theory literature,
it is seen that the concept of standardization is used
as a near synonym for concepts such as routinization
and formalization and that it is difficult to explain and
differentiate these three concepts. When the content
of these concepts are to be discussed: the work targets
that the organization requires the employee to do is
defined as formalization; the work methods showing
how the employee should do the job is defined as
standardization and the repeatability level of the
role of one individual in a social system is defined as
routinization (Hsieh and Hsieh, 2003). As can be seen,
the three concepts actually intermingle and complete
each other. Formalization is created with rules and
instructions, consequently the way how an employee
shoulddohis/herjobisdefinedand thensame methods
for similar jobs are created with standardization. As a
natural result, this brings along routinization activity.

Job standardization can be defined as written
documents and instructions which show in detail all
of the steps and actions regarding procedures which
enable employees to meet their targets (Tsaur, et
al., 2014). When the definition is reviewed, it is
seen that job standardization in organizations is
generally related to instructions and rules. However,
in order for a written document to be effective it
needs to be used during working, which means it
needs to be a part of job trainings (Misiurek, 2016).
The organizations who are aware of this set rules,
principles and procedures in order to implement
job standardization efficiently. They also organize
training programs about the defined rules for the
employees. This way it is ensured that employees

behave and do their jobs according to the rules.
Additionally, organizations make use of technology
(machines) in order to create similarity between jobs
(Zeithaml, et al., 1988). This way, with the help of job
standardization, the employee is shown the best way
of doing the job (Hsiung & Hsieh, 2003). Therefore,
with job standardization, isomorphism is aimed to
achieve for the similar quality jobs in organizations.

When the literature regarding job standardization
is reviewed, it is seen that some studies suggest
that job standardization creates benefits both
for customers and the employees (Ritzer, 2011).
According to these researchers, people do not enjoy
surprises and they want to know what to expect
beforehand. Job standardization in that sense offers
standardized products to customer and offers the
predictable. Regarding the employees, it helps make
the job easier and enables the employees to do their
jobs without putting too much effort (Ritzer, 2011).
Some researchers who evaluate job standardization
positively suggest that it reduces role ambiguity and
increases work satisfaction of employees (Karatepe, et
al., 2004). Apart from this positive evaluation of job
standardization, there are other studies suggesting
that it creates negative results for organizations.
According to this perspective, standardizing the work
and routinizing it actually limits the scale of the work,
thus reducing the autonomy of the individual over
the job. Through this, job standardization creates a
cost by numbing the mind and may be blunting for
the skills and creativity of employees. As a result,
the individual becomes unable to transfer his/her
creativity to work (Hartline, et al., 2000; Ritzer, 2011).
This may lead to the feeling of having inadequate
control over one’s job. And this may decrease the
motivation and morale, while increasing the burnout
feeling (Hage & Aiken, 1969; Karasek, 1979; Singh,
2000). Therefore, especially in organizations with
nepotism, it is considered that job standardization
may have a role in increasing the turnover
intention of employees. As per the aforementioned
explanations the below hypothesis is developed.

H2: Job standardization has a moderating
impact on the relationship between nepotism and
turnover intention. In other words, in organizations
with nepotism, job standardization increases
turnover intention of employees even more.

Research model is created based on all of these
explanations and hypotheses, as shown below:

lob

Standardization

;
i
MNepotism ¥

H2

Turnover

Intention

H1

L

Figure 1: Research model
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Research Method
Aim of the Research, Sample and Measures

The aim of this study made on hotel employees
is to reveal the effect of perception of nepotism on
turnover intention and the role of job standardization
on this effect. Based on this aim, employees of a five-
star hotel in Belek, Antalya, Turkey has been chosen
as population. It is seen that the sample should be
133 with 95% confidence level and 5% margin of
error  (https://www.surveysystem.com/sscalc.htm).
The reason why sample consists of five-star hotel
employees is that these hotels are more corporate
and have more defined work distribution and more
formalization, thus job standardization can be expected.
A further reason is that some hotel managers and hotel
employees were interviewed at the beginning of the
study. As a result of the interviews, it was understood
that there were kinship relations between some hotel
managers and hotel employees. In this respect, it was
thought that hotel employees’ peception of nepotism
would be high and they were chosen as sample. With
simple random sampling, data have been collected
via questionnaire technique. Among the distributed
160 questionnaires, 150 of them was returned and
due to data that were lost in some of them, 134
guestionnaires have been taken into consideration.

As a part of the study, scales which have been proven
in terms of reliability and validity in previous studies
have been used in determining job standardization
and nepotism perception and turnover intention
of employees. And questionnaire forms have been
prepared accordingly. In order to measure employees’
perception of nepotism, scale of Arasli et al. (2006),
which is an adaptation of Abdalla et al. (1998), and
which includes 8 questions. Job standardization
perception is defined with the scale of 5 questions,
developed by Hsieh and Hsieh (2001) which does not
have a Turkish adaptation. Measurements of turnover
intention is accomplished via the 5-question scale
which was used by Karacaoglu (2015) in his study.
Items of scales is prepared with five-point Likert scale
(1-strongly disagree / 5-strongly agree). Related scales
are presented in APPENDIX 1. In the questionnaire,
variables such as sex, marital status, age and educational
status have been included as control variables.

Findings

Demographic  information  of  participating
employees, factor analysis results of the used scales,
correlation analysis between variables and regression
analysis results have been presented below. Before
these methods were used, obtained data were
subject to normal distribution compliance test of
normality. In that direction Kolmogorov-Smirnov
and Shapiro-Wilk tests have been performed and
as test results are seen to be statistically significant
(sig.<0,05), it is defined that the data do not show

normal distribution. After this stage all the performed
analyses have been completed considering the
finding that data showed not normal distribution.

Demographic findings.

Demographic information of the participating
employees is shown in Table 1.

Table 1: Participating Employee Demographic
Information

VARIABLE CATEGORY FREQUENCY (%)

Sex Male 72 53,7
Female 62 46,3

Marital Status Married 62 46,3
Single 72 53,7

Age Below 25 54 40,3
26-35 49 36,6
36-45 21 15,7
Above 45 10 7,5

Educational Status High School or Lower 79 59
Associate Degree 40 29,9
Bachelor’s Degree 15 11,2

When Table 1 is examined it is seen that most of
the participants are male (%53,7) and single (%53,7)
individuals. According to the table, the group aged
below 25 (54) formed a larger part compared to other
age groups. And as per educational status it can be said
that high school or lower education group formed a
majority.

Factor analysis findings.

In order to determine factor structure in the used
scales, exploratory factor analysis and confirmatory
factor analysis are used, respectively. It is desired that
in exploratory and confirmatory factor analyses item
factor loads are not lower than 0,40. In exploratory
factor analysis, it is considered that KMO (Kaiser-
Mayer-0lkin) value is higher than 0,60 and Bartlett
Test of Sphericity value is 0,000. For scale reliability,
internal consistency is considered and Cronbach
alpha coefficient is seen accordingly. In the performed
analyses, the Cronbach alpha coefficients of “nepotism,
job standardization and turnover intention” are 0,776;
0,712; 0,679, respectively. As these figures are higher
than 0,60 (Kerse & Gelibolu, 2015), scale reliability has
been accomplished.

In the exploratory factor analysis made on nepotism
scale consisting of 8 statements, as one of the factor’s
(In this organization/institution it is very difficult to
dismiss or lower the position of people who are related
to upper management) factor load was lower than
0,40, it has been removed from the analysis. When
remaining factors were subject to factor analysis
once again, it is seen that KMO value (0,786) and
sphericity degree (0,000) meet required criteria, hence
the analysis would bring significant factors and the
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sample is adequate. On the other hand, it
is observed in the analysis that scale items
gathered around one dimension. Factor loads

of scale items range between 0,552 and 0,762.
The factor structure of nepotism scale which is
obtained with exploratory factor analysis is tested with

confirmatoryfactoranalysis. Inthe analysisitisseen that
item factor loads (standardized regression coefficient)
are higher than 0,40, hence meeting the criteria. On
the other hand, in order to make improvements on
index value for the scale factor structure compatibility,
a modification between ‘N1’ and ‘N3’ items. Findings
on the scale re-shown with Figure 2:

Figure 2: Confirmatory factor analysis on nepotism scale

In the exploratory factor analysis made on 5
statements of job standardization scale, KMO value
(0,774) and sphericity degree (0,000) met the required
criteria. All of the items in the scale showed factor
loads above 0,40. In the analysis scale items have
been gathered under one dimension and factor

loads of items range between 0,552 and 0,762.

Following the definition of job standardization scale
through exploratory factor analysis, it has been verified
with confirmatory factor analysis. In the performed
analysis, item factor loads supported required
criteria. Related factor loads are shown in Figure 3:

Figure 3: Confirmatory factor analysis on job standardization scale

The scale of 5 items, which is used to define the
turnover intention of employees, has been subjected
to exploratory factor analysis and it resulted in a KMO
value (0,786) and sphericity degree (0,000) that are
within the required limits. One of the items in the scale
(1 think I will work in this institution/company for five

more years from now) has been removed from the
analysis due to a factor load lower than 0,40 after which
the analysis has been re-performed. The remaining
items have been gathered under one dimension
and factor loads range between 0,568 and 0,813.
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The factor structure obtained as a result analysis. Findings of the analysis showed that
of exploratory factor analysis of turnover the item factor loads met with required figures.
intention is then tested with confirmatory factor Related factor loads are shown in Figure 4:

Figure 4: Confirmatory factor analysis on turnover intention

The goodness of fit index obtained through the
confirmatory factor analysis of the used scales is shown
in Table 2:

Table 2: The Goodness of Fit Index of Scales
Variables CMIN/DF RMR CFI IFI TLI RMSEA
(0<x2/sd<5) | (s,10) (2,90) (2,90) (2,90) (<,05-<,08)
Nepotism 1,565 0,042 0,963 0,964 0,94 0,065
Job Standardization 1,022 0,026 0,999 0,999 0,998 0,013
Turnover Intention 1,147 0,024 0,997 0,997 0,99 0,033

As per the findings shown in Table 2, the scales meet with required fit indices.

Test of hypotheses.

The direction and strength of the relation between
variables of nepotism perception, job standardization
and turnover intention have been determined
through spearman correlation analysis. The reason

of adopting Spearman correlation analysis is that the
data of the analysis do not meet with criteria of normal
distribution. Findings of correlation are shown in Table
3 below.

Table 3: Relations Between Variables

Factors ~ SS 1 2 3
X

1-Nepotism 3,647 0,639 1

2-Job Standardization 3,716 0,584 ,617%* 1

3-Turnover Intention 3,502 0,65 ,403%* ,381%* 1

*p<0,05 **p<0,01

As per the findings shown in Table 3, generally
between nepotism perception and turnover
intention there is a positive and significant relation
by 99% significance level. It is seen that similarly,
between job standardization and  turnover
intention, there is a positive and significant relation.

For the test of hypotheses and research model,
hierarchical regression analysis has been used.
Before performing hierarchical regression analysis,
it is determined whether there is multicollinearity
between variables. Indeed, hierarchical regression
analysis is performed with the assumption that
the related issue does not exist. In order to detect
the multicollinearity issue, variance inflation
factor (VIF) and tolerance indices are evaluated.

Due to the fact that VIF value of variables is below 10
and tolerance index is above 0,10, it is detected that
multicollinearity issue is not present (Babadag, 2017;
Kerse, 2017) and hierarchical regression analysis can
be performed. In regression analysis, first the effect of
control variables such as sex, marital status, age and
educational status on dependent variable of turnover
intention is defined. Then the independent variable
of nepotism is included in regression equation and
the direct effect of nepotism perception on turnover
intention is evaluated. In the final stage of the analysis,
the variable of the interaction between nepotism
perception and job standardization is added to the
equation. Findings can be found in the below Table 4.
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Table 4: Hierarchical Regression Analysis Findings

Variables 1st Step (Model 1) 2nd Step (Model 2) 3rd Step (Model 3)

B T B T B T
Sex 0,108 1,235 0,054 0,731 0,061 0,857
Marital Status -0,025 -0,282 -0,133 -1,734 -0,146 -1,96
Age -0,002 -0,02 -0,067 -0,866 -0,086 -1,147
Educational 0,098 1,048 0,005 0,057 0,015 0,199
Status
Nepotism - - 0,569 7,540%** 0,172 1,091*
Nepotism*Job - - - - 0,447 2,834%*
Std.
R2 0,024 0,324 0,364
Adjusted R2 -0,006 0,298 0,334
F 0,79 12,275%** 12,130%**
AR2 0,024 ,300%** ,040%**

*p<0,05 **p<0,01 ***p<0,001

When looked into the regression analysis results
shown in Table 4 (1st Step), it is seen that control
variables do not have the power to effect turnover
intention as a whole (F=,790 and p=,534). On the
other hand, it is seen that each of the control variables
does not have a significant effect on turnover
intention. On the second step of regression analysis,
variable of nepotism is included in the analysis and it
is seen that the analysis then gave significant results
(F=12,275 and p=,000). Perception of nepotism
effected turnover intention positively and significantly
(B=,569 and p=,000). In this step of the analysis
nepotism, along with control variables, explained
turnover intention by around 32%. Nevertheless,
it is detected that the explanatory power of the
second step is higher and more significant compared
to the first step (AR2= ,324 and p<,001), hence
second model explains the turnover intention better.

On the third step where the interaction between
nepotism and job standardization is included in the
analysis, it is seen that the model gave significant
results (F=12,130 and p=,000). On this step where

direct and indirect effects are present, 36% of
the variance of turnover intention is explained.
The related explanatory power is higher and
statistically more significant compared to the
second one (AR2= ,040 and p<,001). When looked
into the effect of interaction variable on turnover
intention, it is found that the effect is positive and
significant. Therefore, the perception of nepotism
on the employees, along with job standardization
positively effected their turnover intention.
In the research, the participant statements regarding
job standardization are divided into two groups as high
and low. The moderating role of job standardization
obtained in the circumstances is shown in below
Figure 5. When Figure 5 is examined, it is seen that the
employees with a high nepotism perception along with
job standardization perception have higher turnover
intention. On the other hand, after a while, employees
with nepotism perception have continuously
increasing turnover intention even though their
perception of job standardization decreases.
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Figure 5: Moderating role of job standardization

Evaluation and Conclusion

Before evaluating the results which have been
obtained from the data of 134 hotel employees,
it is vital to put emphasis on the importance of the
research. First of all, this research is performed on
employees of a hotel of which working hours is long
and the work load is heavy; no matter how rich the
opportunities on social facilities are. The perception
of nepotism of these employees and the effect of
nepotism on their turnover intention is the focus of
this study. It is presumed that results of this study
will be valuable for the managers of the tourism
sector, which forms a great deal of Turkish economy
due to the rich amount of tourism businesses. Apart
from this, the study has performed validity and
reliability analyses on concept of job standardization,
of which not an adaptation is present in national
literature. The findings below are obtained as a result
of the analysis performed on the received data.

First of the findings of this study is that job
standardization scale of which do not have an
adaptation in Turkish has proven to be valid and
reliable in national literature, thus it can be used in
future researches of national literature. Another.

finding is that perception of nepotism (3,647), job
standardization (3,716) and turnover intention
(3,502) of employees are at an important level
even though not very high. When considered that
nepotism applications are commonly seen in service
sector (Arasli & Tumer, 2008; Altindag, 2014) and
due to paternalistic nature of Turkish culture in
which family comes before the individual, the trust
for family members and acquaintances is high and
similarly loyalty and commitment is strong between
them (Ozler et al., 2007); it is an expected result to
see that hotel employees have a high perception of
nepotism On the other hand, the fact that corporate
hotel businesses have agency costs (confliction of
personal goals of the principal (boss) and the agent
(manager) or when the agent does not make use of
an opportunity which would increase the income of
the principle etc.) enhances nepotism applications
and causing the employment of trustworthy people
and acquaintances in the organization. And the fact
that there is a possibility of having certain applications
in place in order to avoid from agency costs explains
the perception of nepotism among the employees.
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The perception of job standardization being
present is due to the fact that the sample has been
chosen to be a corporate five-star hotel. Hence in
corporate businesses the distribution of roles exists
for the sake of perfection and the roles are carried
out as per rules/regulations. The fact that the hotel
employees had turnover intention can be explained
first of all with nepotism and job standardization
and then with long working hours and heavy
workloads. The sector’s labor-intensive nature
conceives the intention of employees to look for
alternative jobs or businesses, even though the sector
offers convenient opportunities on social facilities.

In defining the effects between variables,
hierarchical regression analysis has been used.
It is determined from the findings of hierarchical
regression analysis that the control variables (sex,
marital status, age and educational status) do not
effect turnover intention. Apart from this, the findings
showed that nepotism is an important precursor
of turnover intention and when perception of
nepotism increases, turnover intention significantly
increases as well. This finding is seen to be parallel
with the existing studies (Blite & Tekarslan, 2010;
Bolat et al., 2017) in the literature. Therefore, it is
revealed that one of the reasons behind turnover
intention is nepotism perception of employees.

The finding obtained on the third step of the
regression analysis is that the variable which is
formed with the interaction of nepotism perception
and job standardization effects turnover intention
positively and significantly. This finding shows that
the employees who perceive nepotism along with
job standardization have a higher turnover intention.
Regardless of the fact that not all of the employees
who had turnover intention actually leave their jobs,
the intention may turn into harmful behavior for
the organization in different ways. In other words,
while some of the employees who have turnover
intention show this intention with actual turnover,
some other employees may show their reaction by
neglecting their work (Basar & Varoglu 2016) or by
displaying harmful behavior for the organization (like
discrediting the organization) as they cannot leave
due to economical, social or family-related reasons.
Therefore, even though the perception of personal or
partial behavior and strengthening of this perception
with job standardization may not manifest itself with
the action of leaving the organization in the short term;
in the long term it may create punishing behavior
such as negligence or the work or the organization.

It is seen in the findings of the study that, the
hotel managers who want to keep their talented
employees need to especially avoid partial behavior
and to diversify the work that employees are doing
(like job enlargement and job enrichment activities).
It is probable for hotel employees who are a part of

labor-intensive system to have intentions of leaving
their job due to excessive work load and long working
hours. No matter how rich social and economic
resources are provided in the touristic area where
the study was performed such as swimming, fun
parties, touristic tours, unlimited eating-drinking, free
accommodation and tips; the fact that the employees
generally do not have the time to make use of these
opportunities (and when they do have the time, they
prefer to spend it having some rest), make all the
resources fall short in changing the employees’ minds
about changing their jobs. In this labor-intensive sector,
offering privileges to family members, friends and
acquaintances strengthens the idea of changing one’s
job. When an employee who already thinks there are
privileged ones in the organization senses that there
is also standardization in the job he/she does, this will
make the related intention even more powerful. This
situation leads qualified and talented employees to
be transferred to competitor businesses and for some
this leads negligent or harmful behavior towards
work or the organization. For this reason, business
administrators should avoid discrimination as much
as possible in employee selection and promotions and
they also need to consider knowledge, talent and skills
of employees for an evaluation. In Turkey, especially for
promotions, apart from relative and fellow-townsman
preferential treatment, the fact that behaviors such as
political favoritism and hierocratic favoritism (religious
reference) are reacted normally (Ozkanan & Erdem,
2015), shows that it is impossible to completely
eradicate favoritism behavior. Therefore, in countries
like Turkey where favoritism is inured and considered
natural, business owners and managers should at least
try to reduce these kinds of behaviors in employment
and promotions, if not completely eliminate them.

With regard to research design, using only
cross sectional method and obtaining data through
questionnaire technique are among important
limitations. On the other hand, the facts that the
country declared state of emergency during data
collection phase and that questions were answered in
that period’s state of mind are another limitation. If the
same sample was used right after the end of state of
emergency, clearer results could have been obtained.
What could be suggested for future studies are keeping
theselimitationsinmind, testingthe current model with
different samples and comparing them or evaluating
the model with variables such as personality, culture
etc. This study mainly focuses on favoritism towards
family members, friends and acquaintances and
behaviors such as political favoritism and hierocratic
favoritism (religious reference) are disregarded.
Behaviors such as favoritism toward the ones sharing
the same political views (political favoritism) and
favoritism resulting from religious reference of
being members of a certain community (hierocratic
favoritism) could also be focused for future studies.
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Appendix 1
Nepotism Scale

1. Employees at this hotel always depend on a high-
ranking relative

2. Department heads are scarred off employees who
have relations in upper-administration

3. | watch what | say when | talk to colleagues who are
relatives of upper-administration

4. Employees try to meet the demands of other
employees who have relatives in the upper
administration

5. Employees value family members’ benefits rather
than the hotel’s benefits in general

6. NEPO causes internal conflicts in the hotel

7. This hotel has to keep personnel who have not any
relatives for long term

8. It is very difficult to remove or to demote people
who have relatives in the upper administration.

Job Standardization Scale

1. There are no standard operating procedures in this
hotel (Reverse scored).

2. We are to follow strict operating procedures at all
time.

3. Whatever situation arises, we have procedures to
follow in dealing with it.

4. Our hotel effectively uses automation to achieve
consistency in serving customers.

5. Everyone has specific operating procedures to follow.
Turnover Intention Scale

1. I'll leave this hotel when | find a better job.

2. Except for this hotel, | am actively looking for work.
3. I seriously think about leaving my job.

4. | often think about leaving my work in this hotel.

5. 1think I will be working in this hotel for the next five
years (Reverse scored)
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Sirince birgok kisinin hafizasinda tarhana gibi
geleneksel koy Urinlerinin satildigi koy igi satis
tezgahlariyla kalmistir. Ancak son yillarda sayilari
da oldukga artan bu satis tezgahlarinda “Cin mal”
Urtinlere  rastlanmaktadir. ~ Sirince’nin  otantik
sunumunun “Cin mali” satisina evrilmesi, turizm
gelisiminin ne tir etkiler Urettigini sorgulama
konusunda arastirmacilari cesaretlendirmektedir. Bu
arastirmanin amaci, turizme bagh kiltirlesmenin
izlerini slirmek ve turizm gelisimi slrecinin ortaya
cikardigl sosyal donisimii ornek bir destinasyon
Uzerinden anlamaktir. Selguk/Sirince’de yasayan yerel
halktan 28 kisi ve bolgeye turist gruplari gotiiren
profesyonel turist rehberlerinden 11 kisiden olusan
bir rneklemden yari-yapilandiriimig goriisme teknigi
kullanilarak nitel veri elde edilmistir. Elde edilen
bulgular; turizmin Sirince’de hem ekonomik hem
de sosyo-kilturel olarak genis kabul gordugind,
turizm gelisimine dair yerel halk nezdinde olumlu
orneklerle ifade edilen bir anlamlandirmanin s6z
konusu oldugunu gostermektedir. SOylemlerin turizm
gelisiminin yol agtigi kiltirlesme siirecine dair sinirli
da olsa bazi ipuglar verdigi tespit edilmektedir.
Bu kulturlesme sosyal hayat igin 6rnek olusturma,
olumlu davranis kaliplarinin yayilmasi ve st kalttre-
medeni ¢izgide algilanan o6ykinme seklindedir.
Ancak, kiltiirlesmenin sonuglarini izlemeye imkan
verecek Olglide bir yerel yasam donlsimi tespit
edilememis, yerel halkin kendi dogal degisim seyrini
yansitan bir sosyal ve kiltirel ortamda yasaminin
temel ¢izgilerini korudugu anlasiimisti. Diger
yandan sosyal hayata dair turizm gelisiminin Grettigi
sorunlarin da net bir sekilde algilandigi goriilmis, bu
sorunlar tanimlanarak bdlgesel turizm gelisimi igin
dikkat edilmesi gerekli alanlar ortaya koyulmustur.
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Abstract

Sirince has remained in the memories of
many people with in-village sales counters where
traditional village products are sold, like tarhana.
However, in recent years, the number of these sales
counters have been relatively increased and Chinese
made products have been found frequently in these
sales counters. The evolution of Sirince’s authentic
presentation to the sale of Chinese made products
encourages researches to question what kind of
effects tourism development produces. (to question
about the effects of tourism development). The
main aim of this research is to follow the traces of
tourism-related acculturation and to understand
the social transformation of tourism development
process through a sample destination. Qualitative
data were obtained using a semi-structured
interview technique from a sample of 28 local
people living in Selguk/Sirince and 11 professional
tourist guides who took touist groups to the region.
Findings obtained indicate that tourism is widely
accepted both economically and socio-culturally
in Sirince and local community has a sense-making
expressed with positive examples regarding tourism
development. It is determined that the discourses
give some clues about the acculturation process
caused by tourism development. This acculturation
is in the form of emitomising for social life, spreading
positive behaviour patterns and perceived emulation
to upper culture. However, there has been no
measurable local life transformation that would
allow the follow-up the results of the acculturation
and it has been understood that the local people
maintains the basic lines of their lives in a social
and cultural environment that reflects the course
of their natural change. On the other hand, it has
been seen that the problems caused by the tourism
development on social life have been clearly
perceived by local community. These problems have
been identified and neccessary aspects for regional
tourism development have been put forward.
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Endustriyel gelisim Grettigi maddi etkilerin yaninda
kiltirel yasami da yeniden sekillendirmektedir. Turizm
de gelistigi bolgede ortaya cikardigi ¢ok boyutlu
iliskiler nedeniyle sosyo-kiltiirel hayati donistiren
bir Uretim-tiketim seklidir. Sosyo-kiiltiirel unsurlar,
bir destinasyonda turizm arzini destekleyen temel
unsurlardir ve bu nedenle de korunmasi biyik
onem arz etmektedir. Ziyaret edilen bolgelerdeki
yerel halk, cevre ve turistler arasindaki degisken ve
karmasik iliskiler, zaman zaman birtakim sorunlari da
beraberinde getirmektedir. Bu sorunlar bazen gevresel,
bazen ekonomik, bazen de sosyokiiltiirel temelli
olusabilmektedir. Turizm gelisiminin bolgeye sagladigi
ekonomik katkilara ragmen yerel toplumun turizmden
rahatsizlik duymasi miimkiindir. Bu rahatsizligin temel
sebepleri arasinda kdltlrel ¢evrenin zarar gérmesi yer
almaktadir. Doxey (1975)'in bahsettigi bu rahatsizligin
bolgede turizme bir muhalefet durumunu dogurmasi
ve turizm gelisimini tehdit edecek boyutlara varmasi
da olasidir. Bu anlamda turist ile yerel toplumun
karsilasmasi sirecinde hem turistin hem de yerel
toplumun kiilturel degerlerinde ortaya gikacak olumsuz
etkilenimlerin arastirilmasi turizm gelisiminin saghkli
bir sekilde devami agisindan kritik 6neme sahiptir.

Turizm, turistle bolge halkinin yiz ylize gelmesine
yol agmak ve iki kiltiirlin kargilasmasina sebep olmak
suretiyle her iki kesimin de kaltiri/kiltarel tutumlar
lizerinde donlisiim etkisi ortaya cikarabilir. Hele hele bir
bolgede turizmin belli bir tarihsel sirecte devamlilig
s6z konusu ise bu etkilesimin koklu sonuglar Gretmis
olmasi da beklenebilir. Otantik degerlerin ticarilesmesi
(Cohen, 1988), kolonyal tarzda vyerel toplumun
manduplasyonu (Krippendorf, 1987), kalabaliklasma ve
buna bagh sosyal sorunlar (Brunt ve Courtney, 1999),
sug oranlarinda artma (Pizam vd. 1982) bu etkilesimin
kritik olumsuz sonuglari olarak dikkat cekmektedir. Oysa
bu etkilesimin bolgede turizmin dogasi, tiiketici kitlenin
duyarliliklari, bolgedeki degerler sisteminin tutarlilig
gibi bircok unsura bagh olarak etkiler retmesi s6z
konusudur. Bu bakimdan da turizm gelisiminin belli bir
bolgedeortayacikardigisonuglarinincelenmesibélgesel
karakteristiklere bagh olarak 6zgiin bir durumdur.

Bu calismada turizmin sosyal sirdirilebilirligin
saglanmasi noktasindaki etkileri turizm hareketlerinin
ziyaret edilen bolgede meskun yerel halkin kiltiiri ve
sosyal yasantisi (izerinde meydana getirmekte oldugu
olumlu ve olumsuz etki ve degisimler baglaminda
ele alinmaktadir. Konu, turizm gelisiminin belli bir
ivme ortaya koydugu Selguk-Sirince koyl Uzerinden
sorgulanmakta, yerel halkla ve profesyonel turist
rehberleri ile gorisme teknigi ile ylritilmus olan saha
arastirmasinin bulgular Gzerinden yorumlanmaktadir.

Alanyazin Taramasi

Kiiltiir ve Kiiltiirlesme Kavramlari

Kaltdr, bireylerin belirli bir grup icerisinde yetisirken
ogrendigi davranislar, ahlak standartlar, gorgi

kurallari, gerceklik algilari, dil, hayata dair dogruluk
kanilari, din ve inanglar, degerler, norm ve kurallar,
tutumlar, simgeler, yasalar ve ahlak kurallari vb. tim
Ogretileri kapsamaktadir (Bailey ve Peoples, 2010:
19; Barutgugil, 2011: 27). Bu anlamda bireylerin
tutum ve davranislarina yon veren ve “bir grup insani
digerlerinden ayiran kolektif zihinsel programlama”
(Hofstede, 1981: 24) olarak ele alinabilir. Kiiltir, insan
UrGni olan yapay varliklar, kavramlar ve simgelerden
olusmustur (Sargut, 2015: 23) ve bu durum kdltirin
degisebilecegi anlamina gelmektedir (Ratner, 2014: 7).
Teknolojiveiktisadifaktorler, fiziki gevre faktorleri, baska
kiltarlerle temas ve kiltiiriin kendi icindeki degisme
etkenleri kultirde degisim Uretebilir (Eroglu, 2015:
175). Bu anlamda, kiilturlerin karsilasmasi durumunda
maddi ve manevi kaltir unsurlari belirli 6lglilerde
birbirlerine gecebilmektedir. Kiltlrlesme kavrami
da bu degisimle ilgilidir ve farkh kiiltirlerden olan
gruplarin birbirleriyle temasini izleyen kiltirel degisim
sirecini kapsamaktadir. “Farkh kilttrel ozellikleri olan
bireylerden olusan gruplarin, birbirleri ile dogrudan
temaslari sonucunda ya gruplardan bir tanesinin ya
da her iki grubun da karsilikh olarak kendi kdltirel
yapilarinda meydana gelen degisimler” (Redfield
vd., 1936: 149) seklinde tanimlanan kiltiirlesmede
surekli etkilesimler neticesinde gozlenen kisisel ve
kiltirel yapidaki degisimler esastir (Hortagsu, 2012,
Berry vd., 2015: 331). Farkh kilttrel altyapilara sahip
gruplar veya bireyler karsilikh etkilesime girdiklerinde,
her iki tarafta da kultiirel ve psikolojik degisimlere yol
acan bir kdltirlesme sireci baslar (Berry, 2008). Diger
kiltire ait yaklasimlarin veya ciktilarin 6grenilmesi
seklinde bir kultirlesme olabilecegi gibi bilingsiz bir
etkilesim sonucu birtakim 6zelliklerin kazanilmasiyla
da kiltiirlesme ortaya ¢ikmaktadir (Glingér, 2014: 18).
Bunun yaninda ticaret, teknoloji, iletisim ve ulasimin
kiiresellesmesi ile baska kaltlrlerin diinya goriisu ve
yasam tarzlarina dolayli ve aralikli olarak maruz kalmak
da kiltirlesmeyi baslatabilir (Berry, 2008). Kiltirel
etkilesimin olumlu yonleri oldugu kabul gérmektedir,
ancak bu etkilesimin en ¢ok da kendiliginden,
toplumun kabuli ile gerceklesmesi durumunda yarar
saglayacaginin alti gizilmektedir (Beyazit ve Glines,
2017:174).

Kiltirlesme siireci farkh sekillerde ele alinabilmekle
birlikte, gegerli bir yaklasim olarak ortaya koyulan cift
boyutlu kiltiirlesme modeline goére; insanlarin 6zgiin
kiltirlerini kaybetmeden yeni kiltiiri benimseyerek,
yeni kiltlr ile kimliklerini tanimlamalarinin olasi
oldugu, yani bireyin s6z konusu iki kiltire de kismen
sahip olmasinin olasi olabilecegi belirtilmektedir (Berry
vd, 2015: 309). Bu bakis agisiyla kiltirlesmenin dort
farkli asamasindan bahsedilebilir (Hortagsu, 2012: 583-
584): a) Biitlinlesme (hem kendi kiiltlirinid korumak
hem de go¢ edilen ulke sakinleriyle iliski gelistirmek),
b) 6ziimseme (kendi kiltlriini unutup yeni kaltlra
benimsemek), c) ayrisma (yeni kiiltirin yerlileriyle
iliski kurmayip kendi deger ve geleneklerini siirdiirmek)
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ve d) sinirda kalmaktir (ne kendi deger ve geleneklerini
sirdirmek ne de yenikultUrinyerlileriyleiliski kurmak).
Burada sunu da belirtmekte yarar vardir; kiltiirlesme
sonucunda ortaya cikan kiltirel evren tamamen yeni
bir olusum degildir, eski kiltlirel unsurlarin izlerini
taslyan ancak vyeni birtakim unsurlari binyesine
katarak degisime ugramis bir kiiltlrel evrenden s6z
edilmektedir. Kiltlirlesmede s6z konusu olan karsilikli
etkilesimin her iki toplum icin de ayni miktar ve ayni
unsurlarda ortaya ¢ikmasi da ¢ogunlukla s6z konusu
degildir. Genellikle gozlenen durum, gelismis Ulkelerin,
ziyaret alan az gelismis Ulkelerin geleneksel kiltirlerini
etkisi altina almakta oldugudur (Roney, 2011: 106).
Suphesiz destinasyonlar pazarlama unsuru birer
alan olarak sunulurken, o bolgelerde ve sehirlerde
yasamakta olan yerel halkin gecmisi ile gelecegi
arasinda bag kuran sosyal ve kdltiirel unsurlarin
sirdirulebilirligi 6nemlidir. Burada bahsedilen sosyal
ve kiltirel degerler, insanlarin hareket tarzlarinda
acikca ifade ettikleri, hem de toplumsal yasam yapisina
dolayli olarak gémili olan degerleri ifade etmektedir
(Magis ve Shinn; 2009: 28).

Bazi kaynaklarda kiltirlesmenin karsi kaltirle
dogrudan etkilesime giriimeden de s6z konusu
olabilecegi belirtiimektedir. Buna érnek olarak internet,
yazili basin, moda akimlari vb. goésterilebilir (Gliveng,
2011: 87). Bazi arastirma sonuglari ise geng bireylerin
yasl bireylere nazaran daha hizli kultirlesme sireci
gecirdikleri yoniinde bulgulara sahiptir (Szapocznik vd.,
1978).

Turizm ve Kiltiirlesme

Literatlrde turizmolgusunun, kiiltiirlesme teorisinin
genel cercevesi icerisinde yer bulabilecegine ilk kez
deginen Nunez (1963), ¢alismasinda sehirli turistlerin
“verici” kiltur, ziyaret edilen ev sahibi nifusun ise
“ahcr” kultir olarak ele alinabilecegini belirtmektedir.
Turizm hareketlerinden kaynaklanan kiltiirlesmede,
karsilasan yerel halk ile turistlerin her ikisinin
kiltirlerinde de bir miktar degisme gorilebilmektedir.
Ziyaret ettikleri ev sahibi toplumu inceleme firsatina
sahip olan turistlerin psikolojik ve sosyal uyumu
kalturlesmenin derecesini belirleyebilmektedir (Berno
ve Ward, 2005: 595). Ornegin, turistleri psikolojik
ve davranissal yonelimleri itibariyle ayiran Cohen’in
(1972) turist tipolojisine gore, kiltirlesmenin
en sk goriulebilme ihtimalinin bulundugu turist

gruplari, basibos ve arastirmaci turist tipleridir.
Turizm; toplumu, sosyal ve ekonomik vyapiyi
etkisi altina alan, toplumlarin kiilttrel vyapilarini

da o6n plana cikarirken yeniden sekillenmesinde ve
degismesinde tetikleyici olan devinimsel bir olaydir.
Toplumsal siirecler tzerindeki etkileri bazen olumlu
bazen de olumsuz sosyokiiltiirel sonuclar meydana
getirebilmektedir.  Kiltirel Grinlerin, geleneksel
yasam alanlarinin ve hatta kiltirel yasam tarzlarinin
turizmin kaginilmaz sonuglarindan biri olarak birer

ticaret unsuru haline dontismekte olduguna pek cok
calismada vurgu yapilmaktadir (Urry, 2009; Kaygalak,
Usta ve GUnll4, 2013: 239). Ayrica turizmin o6zellikle
turist kabul eden bdlge halkinin davranislarinda
birtakim degisimlere yol acabilecegi, hatta ve hatta
turist yerel halk arasinda kdltiirel ¢atismalara da
zemin hazirlayabilecegi belirtiimektedir (Kahraman
ve Turkay, 2012: 30). Literatlirde turizmin olumlu ve
olumsuz etkilerini ortaya koyan oldukca fazla sayida
calisma mevcuttur. Ornegin; 2001 yilinda Mugla’nin g
koylinde gergeklestirilen bir ¢calismada, yore halkindan
turizm isletmelerinde calisan kirsal kékenli kadinlarin
%90’inin Batih kadinlarin 6zgirlik ve bagimsizliklarina
karsi hayranlik duymakta oldugu ve kendileri olmasa
da ilerde bir giin g¢ocuklarinin onlar gibi yasamasini
arzu ettikleri belirtilmistir. Ayni g¢alismada turizmin
ailede kadin erkek iliskileri (zerinde de birtakim
degisimlere sebep olabildigi, 6rnegin esleri otellerde
calismakta olan erkeklerin, eslerine daha ¢ok yardimci
olduklari ve ¢ocuklarina da daha ¢ok zaman ayirdiklari
belirtilmistir (Oktik, 2001: 149-150). 2014 vyilinda
Marmaris’te yilratilmis olan bir baska arastirma,
turizmin, ntfus yapisi, geleneksel aile yapisi, kadinlarin
calisma hayatindaki rolli, gelenek ve gorenekler ile
su¢ oranlari Gzerinde olumlu ve olumsuz etkileri
bulundugunu ortaya koymustur (Ozel, 2014: 57).

Turizmin Urettigi etkilesimlerin blylk oranda ticari
fayda ve beklentilerce sekillendirildigi anlagiimaktadir.
Bazi arastirmalarda, bolge sakinlerinin, turizmin
olumsuz gevresel etkilerinin azaltilmasinin, turizmden
saglanacak olan ekonomik faydadan daha onemli ve
oncelikli oldugunu dusliniyor olmalarina karsin bu
hedefe ulasmak adina yasam standartlarini diistirmekte
istekli olmadiklari belirtiimektedir (Liu ve Var, 1986:
193). Baska bir ¢alisma ise turizme bagimli topluluklarin
sakinlerinin, turizmin ekonomik faydalari ile toplumsal
maliyetleri arasindaki farki ayirt edebildikleri halde,
turizmin gelistirilmesine karsit bir dislince icerisinde
bulunmadiklarini  ortaya koymaktadir (King ve
digerleri, 1993: 650). Bunun yaninda bazi arastirmalar
gostermektedir ki, ekonomik anlamda turizme
bagimh kitleler bagimli olmayanlara gore turizme ve
turizmin gelisimine daha olumlu yaklagmaktadirlar
(Haralambopoulos  ve  Pizam, 1996:  503).

Uygulama Alaninin Tanitilmasi: Sirince/Selguk/
izmir

Sirince, izmir'in Selguk ilcesine bagh ve ilce
merkezine 8 km mesafede yer alan tarihi mimarisi
korunmus turistik bir kdydir. Bugiin ise Selguk ilgesine
bagli bir mahalle durumundadir. 19. yuzyilda, 6zellikle
ihracata yonelik incir Gretimiyle Ginli bir Rum kasabasi
olan Sirince’ye, 1924’te Turkiye-Yunanistan Nifus
Mubadelesi sonucu Yunanistan’dan go¢ eden Tiirkler
yerlestirilmistir. Kdyilin evvelce bagcilik, sarap tretimive
zeytincilige dayali olan ekonomisi, bir tuttin bolgesinden
gelen yeni sakinlerinin elinde bir suire sekteye ugramis,
ancak son yillarda artan turistik 6nemine paralel
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olarak, bu sektorler yeniden gelismeye baslamistir.
Zengin bir tarihsel gegmise sahip olan koy, giinimizde
bir turizm merkezine donlismis durumdadir.

Sirince’nin yillar itibariyle nifusu Tablo 1'de
verilmektedir. Muhtarliktan alinan giincel bilgilere
gore, Sirince’nin nifusu su an itibari ile 665 kisiden,
toplam hane sayisi ise 155 haneden olusmaktadir.
Bu 155 haneden 70 hane iftgilik ile geginmekte,
turizm ile ilgisi bulunmamaktadir (Zeytincilik,
seftali Ureticiligi ve bagcilik ile gecinmektedirler).

Tablo 1: Sirince’nin nifusu

vil Sirince Toplam Niifus
2017 665
2016 478
2015 492
2014 505
2013 509

Kaynak: www.nufusune.com, 2018.

Sirince’de blylk otel bulunmamakta, kiglk
butik oteller ve pansiyonlar (ev pansiyonculugu) yer
almaktadir. Toplam vyatak kapasitesi 480 yataktr.
Restoran-lokanta sayisi ise 27'dir (Apak, 2018).

2000’lerin baslangici itibariyle Sirince, turizmin
gelisimine bagh olarak tarimin ikinci plana distigu
bir destinasyondur. Tarim ve diger sektorlerin
turizme bagl ve turizmi destekler bicimler aldigl,
bunun zaman zaman otantik kaliplari da degistirerek
bolge disindan Urinler gelmesi, bolgede yeni lGretim
sekillerinin gelismesi sekline evrilmesi gibi dinamik
toplumsal sirecleri dogurdugu da anlasilmaktadir
(Semenderoglu ve Oban, 2007). Sirince’de turizm
gelisimini degisik yonleri ile ele alan farkh ¢alismalar
yapilmistir. Bu ¢alismalarda yerel halkin 6nemi ve yerel
gelismenin saglanmasi (Kara Pilehvarian, 1993), kirsal
mimari mirasin sirdirulebilir turizm gelisimine katkisi
(Kosklik Kaya, 2012), Sirince’de dis mekan yasantisinin
gelistiriimesi  agisindan SWOT analizi (Kiligaslan
vd., 2012) ortaya koyulmaktadir. Bu calismalarda
koylun gelisimi degisik acilardan ve farkh disiplinlerin
bakis acilariyla  anlamlandiriimaya  ¢alisilmakta,
ancak turizmle tetiklenen sosyo-kiltirel donlsime

dair olduk¢a sinirh  veri ortaya koyulmaktadir.
Yontem
Calismanin  amaci  sosyal  sirdirilebilirligin

saglanmasi noktasinda kiltirlesmenin yerel halkin
sosyo-kultiirel yasami Gzerindeki etkisini arastirmaktir.
Calismada kilturlesme ziyaret edilmekte olan yerel
halk acgisindan ele alinmakta ve bdlge halkinin
turistlerle stregelen etkilesimine bagli olarak orijinal
kaltlir orintisinde meydana gelen degisimler
degerlendirilmeye calisiimaktadir. Arastirma Sirince/
Selguk’ta ylratalmustir.  Uygulama alani  olarak
Sirince’nin secgilmesinin nedenleri sunlardir:

dokusunun
olacaginin

eKentin kiltarel
uygun

arastirma
icin diisintlmesi

eSeyahat acentelerinin ve tur operatorlerinin
tur glizergahlari Uzerinde yer almasi

eUnesco Diinya Kiltir Miras Listesinde yer
alan ve olduk¢a fazla sayida turist tarafindan
ziyaret edilmekte olan Efes antik kentine ¢ok yakin
olmasi, ayrica Artemis Tapinagl, Meryemana, Yedi
Uyuyanlar gibi tarihi inan¢ noktalarina yakin olmasi

yerel halk
oldugu bir

arasindaki
destinasyon

eTurist -
fazla

etkilesimin
olmasi

Veri Toplama Teknigi ve Uygulamasi

Arastirmanin verileri Sirince/Selguk’ta yasamakta
olan yerel halktan gondlli katilimcilara uygulanan yiiz
ylze ve yari yapilandirilmis goérisme teknigi ile elde
edilmistir. Calismada konu ile ilgili derinlemesine bilgi
edinme ihtiyaci, nitel veri toplama yonteminin tercih
edilmesini gerekli kilmistir. Oznel verilerle ugrasan
nitel arastirmalarin genel amaci genelleme yapmak
degil, olaylari ve olgulari kendi ortam ve sartlarinda
acitklamaktir (GuUrblz ve Sahin, 2016: 401). Bu
arastirmadadaamaggenelleme yapmakdegil, elealinan
konu ve olguyu kendi ortam ve sartlarinda agiklamaya
calismaktir.  Arastirma  evrenindeki  katihmcilarin
bakis agilari, arastirma sonuglari bakimindan 6nem
teskil ettiginden veriler derinlemesine goriismeler
yardimiyla toplanmistir. Gorlismeler Eyliil-Kasim 2016
tarihleri arasinda gerceklestirilmis, Sirince/Selcuk’ta
yasamakta olan yerel halktan 28 kisi ile ve bolgede
yillardir tur gruplar gezdirmekte olan 11 profesyonel
turist rehberi ile goristlmustir. Calismanin gegerlik
ve guvenirligini arttirmak adina yalnizca yerel halkla
yapilan gorismelerin yeterli olmayabilecegi ihtimali
gdz onidnde bulundurularak, Sirince’ye yillardir tur
gruplari gotirmekte olan profesyonel turist rehberleri
ile de gorismeler ylratialmustir. Rehberler Sirince’ye
yalnizca turist gruplar gotirmekle kalmayip, yerel
halkla da birebir iletisim kurma, zaman gecirme
firsatt  olan bireylerdir, bu bakimdan bodlgede
yasanan degisimlerin iyi birer gdzlemcisi olarak tur
rehberlerinin gorislerine basvurulmustur. Arastirmada
katihmcilara yoneltilen acik uglu sorular arastirmacilar
tarafindan Sirince 6zelinde gelistirilmistir. Arastirmada
yoneltilen tim sorular katilimcilar tarafindan eksiksiz
cevaplanmistir. Alinan cevaplarin tekrar etmesi sonucu
gorasmeler sonlandiriimistir. Gérismelerde ses kaydi
yaninda notlar da alinmistir. Gérismeler ortalama
35 dakika slirmis ve sorular yéneltiimeden 6nce, her
bir katiimcidan izin alinarak ses kaydi alinmasinda
sakinca olmadigi teyit edilmistir. Times New Roman
12 punto ve 1 satir aralgi ile yazil hale getirilen ses
kayitlari sonucunda toplam (18 sayfa rehber + 27
sayfa halk) 45 sayfalik veri seti elde edilmistir. Veri
seti ¢ozimlenmis ve bulgularin analizi yapimistir.
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Orneklem

Aragstirmanin galisma grubu belirlenirken amagli 6rnekleme teknigi tercih edilmis ve gorismeciler
gonulliluk esasina dayal olarak belirlenmistir. Amagh 6rnekleme de arastirmaci 6érneklem igin hangi birimlerin
secilecegine kendisi karar verir. Arastirmacinin uygun gordigi kimeler, gruplar, birimler arastirmanin
amacina uygun olarak belirlenir (Kogak ve Arun, 2006: 26). Gorlismeler sonucu toplanan veriler betimsel bir
yaklasimla bulgular kisminda sunulmustur. Gorisiilen katilimcilarin demografik bilgileri Tablo 2’de verilmistir.

Tablo 2: Yerel Halktan Katimcilarin Tanimlayici Bilgileri

Yerel Halktan Cinsiyet Bélgede ikamet | Yerel Halktan Cinsiyet Bolgede ikamet
Katilmcilar Suresi Katihmcilar Suresi
K1 E 33yl K15 E 32yl
K2 K 60 yil K16 E 43 yil
K3 K 15 yil K17 K 5yil
K4 E 61 yil K18 E 10 yil
K5 E 72yl K19 E 67 yil
K6 E 40 yil K20 E 33 yil
K7 E 45 yil K21 E 26 yil
K8 K 90 yil K22 E 56 yil
K9 E 76 yil K23 E 17 yil
K10 E 67 yil K24 E 23 yil
K11 K 45 yil K25 E 25 yil
K12 E 73 yil K26 E 3il
K13 E 71yl K27 K 24 yil
K14 E 10 yil K28 E 17 yil

Yerel halktan katilimcilarin frekans ve yizdelik dagilim tablosu ise asagida sunulmustur.

Tablo 3: Yerel Halktan Katiimcilarin Demografik Bolimlere Dayali Dagihmlari

Katiimcilarin Cinsiyete |F % Katilimcilarin Yas Araliklarina | F %
Gore Dagilimi Gore Dagilimi
Kadin 6 21,5 30-40 Yas 8 28,5
Erkek 22 78,5 41-50 Yas 6 21,5
Toplam 28 100 51-60 Yas 6 21,5
Katilimcilarin Bolgede F % 61-70 Yas 3 10,7
lkamet
Sirelerine Gore Dagi-
lhmi
1-10 Vil 4 14,2 71 ve Usti 5 17,8
11-30 vl 25 Toplam 28 100
31-50 il 25 Katilimcilarin Meslek Grup- | F %
larina Gore Dagilimi
50 Y1l ve Uzeri 10 35,8 Ciftci 7 25
Esnaf 10 35,5
Turizm 6 21,5
Toplam 28 100 Diger 5 18
Toplam 28 100
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Tablo 4’te ise gorisllen turist rehberlerinin dil kokartlari, mesleki deneyim sireleri ve Sirince turlari

ozelindeki deneyim siireleri gosterilmistir

Tablo 4: Rehber Katilimcilarin Tanimlayici Bilgileri

Rehberler (Kokart Dilleri) Rehber olarak ¢alistigi siire Sirince turlarindaki deneyim
suresi
R1(Almanca) 36 yil 10 yil
R2 (Hollandaca) - 10 yil
R3(Hollandaca) 16 yil 16 yil
R4 (Hollandaca) 14 yil 14 yil
R5 (Almanca) 39 yil 20yl
R6 (Almanca) 16 yil 16 yil
R7 (Almanca, ingilizce, 15 yil 5 il
Hollandaca)
R8 (Fransizca) 30 yil 30yl
R9(Fransizca) 32yl 32yl
R10 (ingilizce) 32yl 23 yil
R11 (Fransizca) 11 yil 11 yil
Bulgular kaynagimiz daha var. Kendi hayatimizi da olumlu

Profesyonel turist rehberleri ve vyerel halk ile
yapilan goriismeler sonucunda elde edilen bulgular,
asagida kiaguk alt basliklar halinde sunulmaktadir.

Turizm Gelisimine Bagh Olumlu ve Olumsuz
Degisimler

Sirince denize uzak ve bir tepenin yamacina kurulu
kirsal bir alan oldugundan, koylin ekonomisinin de
yalnizca tarima dayali olageldigi anlasiimaktadir.
2000’li yillarda hizh bir sekilde baslayan turizmle
biitlinlesme siireci su anda koyin esas ge¢cim kaynagini
turizme baglamis durumdadir. Kéyde vyasayanlarin
cok buylk kismi 1924 yilinda miibadele ile gelenlerin
cocuklaridir. Yerel halkin 15 yil 6ncesine degin ciftgilikle
gecinirken simdi  esnaf/ticarete alismis  oldugu
gorilmektedir. Meslekleri soruldugunda bircogu,
“baba meslegi ciftcilik” ama “halihazirda esnaflik”
yaptiklarini belirtmektedirler. Bu vurgulama koyde
esnafligin hala koy tarzi Gretim tiketim algisindan
kopmadan srdirildigund gostermektedir.

Turizmin koye ve bolgeye ekonomik anlamda
blylik katkisi oldugu anlasiimaktadir. Goérisme
yapilan katilimcilarin neredeyse hepsi turizmin rahat
yasam olanaklari sundugunu kabul etmektedir. Bu
olanaklarin elde edilmesi kdyden disariya go¢l azaltmis
gorinmektedir. Koyln tarima elverigli arazisinin dar
olmasi da turizmin katkisini gozle goraltr kilmaktadir.

Goriigme K3: “Turizmin gelmesi olumlu sonuglar
dogurdu, evde oturan hanimlari galismaya sevk
etti, sadece ciftgilige glivenmiyoruz yani, bir gecim

etkiledi, turizmin gelisiyle kadinlarin sosyal yagamlari
degisti, evin disinda bir hayat gelisti. Simdi gidin
kimin kapisini galarsaniz ¢alin muhakkak disaridadir.”

Katilimcilardan turistlerin koydeki hareketliligini
nasil  algiladiklart  konusunda  bilgi alinmaya
calisilmistir. Bu konudaki gorisleri kéyde turizmin
tasima kapasitesini zorlamasi ve rahatsizlik boyutu
hakkinda fikir verebilecektir. Katihmcilarin buyik
cogunlugu turist hareketliligini olumlu gérmekte ve
turistlerden de sosyal anlamda bir seyler 6grendiklerini
beyan  etmektedirler. Bu durum  turizmden
beklentilerin devam ettigini de ortaya koymaktadir.

Gorigsme K12: “Gelen turistlerden rahatsizlik
duymuyoruz, ki acgik giyinenler olsa bile onlarin
bizlere gore insani davraniglari daha gelismis, etrafa
rahatsizlik verici terbiyesiz hareketlerini hig gormedik,
bizler rahatsiz olmuyoruz onlardan.” “(Kéyde turizm
gelismemis olsaydi)” Yasamimiz daha kisith olurdu,
aile yasamimizda kadinlarimiz bile bir seyler yapip
satmaya basladi, hem aile igcinde kadinlarimizin
degeri artt hem de emekleri degerlenmis oldu.”

Turizmin etkilerini ekonomik anlamda olumlu
algilamakla birlikte olumlu gorislerin  kapsaminin
degistigi ve olumsuz yonlerin de koy sakinlerince
oldukca net bir sekilde ifade edilebildigi goralmustdr.
Katihmcilardan derlenen bilgiler itibariyle turizm
gelisiminin  olumlu ve olumsuz etkileri asagidaki

sekilde &zetlenebilir (Tablo 4 ve Tablo 5):
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Tablo 5: Turizm Gelisiminin Sirince’ye Olumlu Etkileri

Olumlu Degisim/Gelisme

Belirten katilimci grubu

a) Ciftcilige destek olacak ikinci bir gelir kapisi

(halk+rehber)

dostluklarin artmasi

b) Sosyallesme, “herkesin disarida olmasi” olgusu (halk)
c¢) Kéyln tiim diinya ile irtibati ve taninmasi (halk+rehber)
d) Kadinlarin galisma yasamina katiimasi (halk)
e) insanlarin naziklesmesi, kiltirli olmasi ve (halk)

f) Koylulerin dunyayi, farkh dil, din ve yasamlari

(halk+rehber)

diinya goriisi

tanimasi
g) Kadin emeginin kiymeti ve kadinin statiisii (halk)
h) Yerel mimarinin korunmasi ve orijinaline sadik (rehber)
restorasyon
1) Kdydeki yasamin tekdizelikten ¢ikmis olmasi (rehber)
j) Genclerin vizyonu, turistle iletisimle kazanilan (halk)

Tablo 6: Turizm Gelisiminin Sirince’ye Olumsuz Etkileri

Olumsuz Degisim/Gelisme

Belirten katilimci grubu

a) Bolge disindan gelen esnaf

(halk)

b) Bolge disindan gelen ticari mallar

(halk+rehber)

c¢) Kéyiln orijinalliginin bozulmasi

(halk+rehber)

d) Kalabaliklar ve otopark sikintisi

(halk+rehber)

e) Her sokakta stand agilmasi

(rehber)

f) Turisti satis icin zorlama (eskiden olmadig
soyleniyor)

(halk+rehber)

g) Koéyiin istanbul gibi biyilk sehirlerden gég
almasi, cift tarafli gog

(halk+rehber)

h) Rant kavgasi ve ugrasi (halk)
i) Turisti kandiran esnaf (halk+rehber)
j) Yuksek ve dengesiz fiyatlandirmalar sebebiyle (rehber)
koydeki piyasa dengelerinin bozulmasi
k) Gorsel (artan reklam levhalari, afis, i1siklandirma (rehber)
vb.) ve cevresel kirlilik
I) Ticarilesen insan iliskileri ile kiltirel yapinin
bozulmaya baslamasi
m) Turistlerle yerel halk arasinda zamanla oriilen
duvarlar
n) Koydeki geleneksel tretim alanlarinin yok olmasi | (rehber)
(baglar, tarlalar vb.)
Olumsuz gelismelerle ilgili soylenenlerin genelde daha nazik olmaylr 6greniyor, insani iliskiler

faaliyetler ve bunlarin  yogunlasmasina
bagh olarak bozulan pazar dinamiklerine vurgu
yaptigi gorlilmektedir. Ticarilesme Uzerinden bir
sosyo-kultirel elestiri  dikkat cekici boyuttadir.

ticari

Goriisme K27: “Ekonomik getirisinin yani sira
gelisme acisindan, insanlarin gelismesi agisindan
turizmin olumlu katkilari tabii ki oluyor. insanlar

glizellesiyor, dostluklar artiyor. Ama tabi yolsuzlukla
yapan da cikiyor bu turizmi, turisti kaziklamaya
calisanlar da gikiyor arada. Bir disiplin gerekiyor
mutlaka turizmde. Diinyanin her yerinden birgok
arkadasimiz oldu turizm sayesinde bizim mesela.
Farkh kalttrleri dilleri 6grendik, din farkhhklarini
ogrendik, yasam tarzlarini  6grendik, turizm
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bambaska bir olay, dinyaya agilan bir kapt”

Diger yandan rehberlerin gorugleri olumsuz
gelismeler konusunda daha net bir tablo ortaya
koymaktadir. Bdlgenin yillardir siiregelen turizm
gelisimini ve turizmle birlikte yasanan donlsima
disaridan bir gozle belki daha iyi yansitma olanagi
olan rehberlerin gorigleri soyle orneklendirilebilir:

Gortisme R5: “Tamamen turistik olmus durumda
orasi, ben Sirince’ye ilk gittigimde tam tipik bir
koy degildi belki ama yine de bu bdlgeye has ilk
koydu, insanlar oraya ticari bakmiyorlardi, yine
elbette turizm vardi orada, evlere giriyorduk
orada bir seyler sunuyorlardi, gilizeldi, sonbahar
aylarinda uzim pekmezi kaynatiyorlardi, bunu
gorebiliyorduk yolda. Oraya eskiden ilk gruplarla
gittigimizde evlere ziyaretler yapiyorduk tur
kapsaminda, biraz daha nostaljikti her sey, onlar el
islerini filan sunmaya calisiyorlardi, turistler satin
aliyordu almiyordu baska mesele, ama simdikiler
kadar da boyle duvarlar 6rmis degildi musteriler.”

Bunun disinda yerel halktan katihmcilar koydeki
misafirperverlik gibi geleneksel degerlerde kayip
olmadigini ayrica vurgulama geregi duymaktadirlar.
Ornegin, kdyiin hala eskisi gibi giivenli olduguna dikkat
cekilmektedir. Esnaf diikkanini kapattiginda tezgahlarin
Gstlini musambayla ortmekte ve sabah gelip
acmaktadir. Hirsizlk vb. bir sorunla karsilasmadiklarini
beyan etmektedirler. Ancak, sosyal hayatla ilgili
ve insanlarin deger kaliplariyla ve davranislariyla
ilgili degisim de rehberlerce tespit edilmektedir.

Goriisgme R1: “Turizm sayesinde Sirincelilerin
yasamlari tekdlize kapal bir yasam tarzi olmaktan
ctkmus, ciftcilikle ugrasirken turizme de yonelerek
kendi vyerel {rlnlerini koyde satabilir olmuslar,
bir kisimlari evlerinin icini donUstlrerek kafe,
restoran, pansiyon, otel isletmeye baslamis,
gelir dizeylerini ylkseltmisler, daha iyi bir yasam
standardina gelmislerdir. Bircogu daha kolay
iletisim kurar olmuslar, hosgortleri, anlayisliliklari
ve  konukseverlikleri daha da  artmistir”

Goriisme R10: “Sirincelilerin o dogal konusmalari
bile degisti, gelen insanlarin onlari etkilemesinden

kaynaklaniyor ~ bu  durum. Yani insanlara
karsi tutumlari, hitap sekli, alisveris adabi
bile bozulmaya basladi su son zamanlarda.”

Diger yandan koyde sunulan bitinsel turizm
hizmetinden de oOnemli oranda kayiplar verildigi
anlasiimaktadir. Zira on yil 6nce bolgeye giden turlarin
ugradigi, ikramlarla karsilandigi, gezdirilerek yoresel
yasamin izlerini gormelerinin saglandigi evler ve
ev ziyaretleri gibi detaylarin arttk olmadigi beyan
edilmektedir. Bu anlamda giinlimuzde Sirince turlarinin
iceriginin fakirlestiriimis oldugu da anlasiimaktadir:

Goriisme R2: “Bir standardi vardi eskiden, onun
disina cikildi, biz mesela gruplarla evlerde yemek

veriyorduk, simdi dogru dirist ev var mi? Bu
hizmeti veren var mi? O anlamda turlar yok...

Turizm Gelisiminin Sorunlu Alanlari

Sirince  gibi  turizm pazarinda belli  bir
donem adindan bahsettirmis bir destinasyonun
sorunlu  gorilen  alanlarinin  tespiti  turizm
destinasyonlarinin  gelisim ¢izgisi konusunda da

fikir verebilir. Bu alanlar asagida ele alinmaktadir:

Cevresel/kiilturel kirlenme.

Sirince’de  turizm gelisiminin  geldigi nokta
degerlendirilirken burasinin bir kdy yerlesimi oldugu
ve sit alani ilan edilmis oldugu, dolayisiyla bir kilttrel
koruma alani oldugu unutulmamalidir. Kdyiin sit alani
olarak ilan edilmis olmasi sayesinde betonlasma,
avmler, blyiik binalar engellenmis olmaktadir. Ayrica
sosyal yasami ¢o6zd(gl vurgulanan villalar vb. de
yapilamamaktadir. Bu durumda sit alani ilaninin
sosyal yasami da canh tuttugu anlasiimaktadir.
Ancak, turist talebindeki artis karsisinda ziyaret
mekanlarinin genisletilememesi gibi bir durumu da
ortaya c¢ikmaktadir. Dogal olarak da artan talebin
sonucu olusan kalabaliklar, mekan kullanim sorunlari,
glraltild  ortamlar, hatta bazen kalabaliklara
bagh kirlilik ve c¢opler siklikla gorilebilmektedir.

Goriisme R2: “zaten
tabelalar var kiiguclik koéyde koéyin dogal
dokusunu  bozan, kaldirmlar zaten yeteri
kadar yok, olan kaldirmlarda zaten disaridan
gelen esnafin drinleriyle dolmus durumda..”

carsi ¢ok kuglk, 1s1kh

ihtiyag duydugu asikar, zira onun (zerinden
bolgedeki tahil isleme sirecini canli sekilde
anlatabilecegini dusinmektedir. Oysa dibek tasinin
yarisi kiriktir, diger yarisi ise icine toprak doldurulmus
ve Ustine oturulacak bir iskemle gibi kullaniimaktadir.
Baska bir rehber katiimcinin ifadeleri bu durumu daha
net aciklamaktadir; bazi mekan ve maddi kiltdrel
miras unsurlarinin bolgenin sit alani olmasi sebebi ile
korunmaktaoldugunuancakkiiltirelvegevreselanlamda
bir korumanin séz konusu olmadigini belirtmektedir.
Kalabaliklasmanin  turist  kitlelerinin  birbirinden
rahatsiz olmasina yol achgl da beyan edilmektedir.

Sorunlarin bazilarinin yapisal oldugu
anlasiimaktadir. Ornegin fiyat artisi sorununun ilk
elden turistten daha fazla para elde etme amacina
doniik oldugu disindlebilir. Ancak diger yandan
bir rehberin beyaniyla bu durum disaridan gelen
girisimcilerin maliyetlerinin yiksekligi ile de ilgili
olabilir. Disaridan gelen bir aile kalacak yere de para
o6demekte, isini yaptigi dikkani da kiralamaktaysa bu
kisinin maliyetleri kdyli esnaftan daha ylksek olmak
durumundadir. Bu da fiyatlara yansiyacaktir elbette.

Yerli turist sendromu.

Sirince gibi bir kultir destinasyonuna gelen
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turistlerin, kaltire duyarh ve kendi kisiliginde ve
davranigslarinda da medeni unsurlar barindiran
bireyler olmalari beklenmektedir. Bu durumun yabanci
turistlerde gozlenebildigi ancak Tirk turistlerin bu
profile uymadiklari beyan edilmektedir. Hatta yerel
halkin yabanci turistlerden son derece memnun
olduklari da gozlenmektedir. Buradan hareketle
bolge esnafinin ve bolgede yasayanlarin yerli turistle
anlasamama/yerli  turisti anlayamama gibi bir
durumlari mevcut gérinmektedir. Bu durumu beyan
ederken “yerli turistin bira sisesini ortaya atmasi” gibi
duyarsiz davranislar 6rneklendirilmekte, karsiliginda
ise yabanci turistin medeniligi vurgulanmaktadir (¢op
kutusu sormasi, siirekli kitap okumasi veya hepsinin
elinde kitap olmasi gibi davranislari, “iglerinde kotuliik
yok” gibi korumaci tabirler). Bu durum kéydeki esnafin
yerli-yabanci ikileminde bir yabanci turisti yegleme
seklinde ortaya c¢ikan bir tutumu ortaya koymaktadir.

“

Goriisme K6: ama vyerli turistten zaman
zaman rahatsiz  oldugumuz durumlar oluyor.
Kendini bilmeyen yerli turistler ¢ikabiliyor arada.
Ornegin, gelen yabanci turistler c¢épleri nereye
birakabileceklerini soruyorlar, higbir girkinlik yok.
Bizimyerlituristlerimizise biraiger, sisesinietrafaatar.”

Gelenegin devami mi, modernlesme mi?

Diger yandan koyde yasanan “koyli hayati”nin
ne kadar degismis oldugu merak edilmektedir. Koy
gocmen koyudir ve bu insanlar tarihsel olarak uzun
yillar bir arada olmanin bir sonucu olarak birbirlerine
bagli, belli ritelleri devam ettirmeyi bu bagliligin bir
nedeni olarak goren insanlardir. Ancak bu baghhgin
sonucu olarak geleneklerini devam ettirme konusunda
gorisler net ve ayni yonde degildir. Geleneksel yapinin
oldukga asindigini ifade edenler yaninda imece usuli
birbirine yardimdan tutun mevlit okutma, diigtinler vb.
zamanlarda birbirini yalniz birakmama gibi konularda
geleneklerin sirdirildigini sodyleyenler de vardir.

El isinin yerini Cin mallarinin almasi degisimi ifade
eden ana metafor olarak ortaya cikmaktadir. El isleri
yaninda halihazirda ayakta kalan yegane (retimin
hali ve Tire’de kececilik gibi tGretim bicimleri oldugu
da vurgulanmaktadir. Yine gelenek kapsaminda
yoresel ve otantik Gretim ve sagaltim akla geliyor.

Goriigme K14: “Koy hala geleneklerini sirdiirmeye
calisiyor. Koylin mesela gegimi seftali, zeytin,
zeytinyagi, yoresel otlari var, 6rnegin kantaron
otu gibi bir otu var, o mesela toplanip kurutulup

yagda bekletiliyor, her tirlu sifaya acik.
Genel olarak ev yemekleri ¢icek dolmasi gibi,
bence elinden geleni vyasatmaya c¢alisiyor...”

Bunun yaninda koylinin mevlit okutma, yemek
verme, hayir dagitma adetlerinin surduruldigu
ifade edilse de, cogu katihmci bayramlarda birbirine
gitme, birlikte yasama pratiklerinin oldukca azaldigini
belirtmektedir. Dini, ©6rfi unsurlarin lokalleserek

devam ettigi gorilmektedir. Buradan sosyal yasamda
birlikteligin belli dizeyde ve mecburen sirdigi
ancak birliktelige dair 6rneklerin de oldukga azaldigi
anlasilmaktadir. Bu duruma neden olarak turizmin
gosterilmesi ise gercegi gizleyebilecek bir yaklasimdir.
Zira esas unsurun turizm gelisimiyle birlikte artan
is yogunlugu oldugu belirtiimektedir. is yogunlugu
ile birlikte gelir artisinin muhtemel neden olarak
ele alinmasi gerekir. Bolgede gelismekte olan baska
bir sektoér olsaydi da bu sorun ayni sekilde ortaya
cikabilirdi. Bir katihmci, is yogunluguna dikkat
cekmekte ve degerlerdeki kaybi komsuluk iliskilerinin
azalmasi Uzerinden yogunluga baglamaktadir. Baska
bir katilimcinin “(ktltird koruma adina) sehirden iyiyiz
yine de” vurgusu da bu yaklasimla 6rtismektedir.

Diger yandan el isleri, zanaat ve 0Ozellikle de regel
yapimi gibi yoresel yemek Uretiminin azalarak da
olsa devam etmesinin nedeni bu Urlnlerin bolgesel
cekiciligin ilk sirasinda gelmeleri olabilir. Yani aslinda
kaltird koruma konusunda bir direnme degil
ticarilesme var denebilir. Bu anlamda turizmin kilttrel
koruma konusunda bir handikaptan c¢ok vyiizeysel
de olsa bir motivasyon urettigi de goriilmektedir.

Diger yandan turizmin Ozellikle bazi alanlarda
bozulmaya yol achgina da sahit olunmaktadir. Bu
alanlar dogrudan ticari iliskilerle ilgili alanlardir.
Halkin ve esnafin eskiden turistlere gosterdikleri
misafirperverligi artik  gostermedikleri  yoniinde
gorisler ortaya koyulmaktadir Turizmin ilk yillarinda
yerel halkin ikramlarinin sicakhgli ve samimiyet
vurgulanmakta, gliniimiizde bu konuda bir bozulma
oldugu sdylenmektedir. Diger yandan en ciddi bozulma
alanlari olarak iki 6rnek ©6ne c¢ikmaktadir: a) Yerel
olmayan Urunler disardan getirilip yerelmis gibi turiste
satilmaktadir. b) Turist talebi dogrultusunda da yorede
Uretilmeyen bazi drlnler dretilmeye baslanmistir
(sut regeli 6rnegi). Bu durum her iki halde de lokal/
geleneksel Uretimi ve Urlnleri bozabilmektedir ama
ikinci durum @ran cesitliligine de yol agmaktadir. Bu
durum Sirince 6rneginde, turizmin Urettigi kaltlrel
bozulmay! ticarilesme ile sinirlamakta, ticarilesmenin
getirdigi seceneklerin kiltirel baski olarak ele alindigini
ortaya koymakta, turizmin bolgedeki ticari iliskiler
disinda kalan yasama etkisini ise olumlamaktadir.

Turist profilinde olumsuz degisme.

Koye gelen turist kitlesinin son yillarda degistigi,
daha alt gelir gruplarindan insanlarin geldigi, daha az
harcama yapmaya istekli olduklari, yabanci turistlerin
bile alis-veriste pazarlik yapmaya basladiklari gibi
ifadelerle beyan edilmektedir. Bu durum turistlerin
yoresel drinlere talebinde bir dislise neden
olmaktadir (on sene 6nce bu talebin ¢ok daha yiksek
oldugu belirtilmektedir). Bu durum gelenlerin artik
koyin otantik degerlerini deneyimlemek arzusu
duyanlardan ¢ok, kéylun popilerligine paralel olarak
gelip gérmek isteyenlerin yogunlastigina yorulabilir.
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Koyl ziyaret eden turistlerin 6nemli bir kismi
cevre otellerde (Kusadasi vb.) konaklayanlardir.
Bu bolgede “hersey dahil sistem”e bagli olarak
turistin disari ¢itkmamasi ve harcamadan kaginmasi
durumunun da kdye olan talebi ve ziyaretci profilini
etkiledigi beyan edilmektedir. Yine Sirince’yi
ziyaret edenlerin iginde 6nemli oranlara ulasabilen
ve Kusadas’nda demirleyen kruvaziyer gemi
yolcularinin da satinalma ve ziyaret davranislari
geleneksel turistten farklh oldugu ifade edilmektedir:

Goriisme K18: “Bolgemizin turizmi genelde
Kruvaziyere dayali oldugu icin ¢ok daha standart
hareket eden gruplar s6z konusu, yani programlari cok
belirgin, gemiden ¢ikacaklar turlariniyapacaklar belirli
alisveris merkezlerine ugrayip gidecekler. Bu hem bir
zaman darligi hem de bireysel hareket edemeyen
insanlarin bireysel de harcama yapamamasi 6zellikle
kiigik esnaflar igin birtakim eksiler olusturur...”

Esnaf arasinda hirsa dayali rekabet.

Katihmcilarca kdyde ticarilesmenin bir sonucu
olarak koyluler arasinda paranin artmasina baglanan
bir rekabet ve hirsa da gonderme vyapilmaktadir.
Bu rekabet durumunun o6zellikle geleneksel driin
satanlarla disaridan niteliksiz Griinler getirip yoresel
Urinmis gibi satanlar arasinda bir kirilma ortaya
cikardigl anlasilmaktadir. Zira koyde eskiden beri
esnaflik yapan koyliler sonradan gelenleri bu tir
sahte islerle suglamaktadir. Sahte Urilin satanlarin —ki
bunlar disaridan gelenler olarak ifade edilmektedir-
bu rekabette basari olasiligl daha ylksek goriilmekte,
zira koylllerin yalan soyleyemedikleri, bu nedenle de
satis yapmak konusunda daha dezavantajli olduklari
belirtiimektedir. Diger yandan, sonradan gelenlerin

bu tir bir durumu vyansitmaktan kagindiklari,
kendilerini  ticari uygulamalar agisindan  kdyiin
geri kalanindan ayirmadiklari da goriilmektedir.

Koyin gelecegi konusunda da vyavas vyavas
yabancilara satilacagina dair bir inangla gelecekten
olumsuz bahsedilmesi, koylulerle sonradan
gelenler arasindaki gerilimi yansitiyor olabilir.
Koylilerin  6nemli bir kismi bu ticarilesmenin
dogal sonucunu bu sekilde gormektedirler.

Gengler ve gelecek.

Genglerle ilgili yargilar kaltirlesmenin kiresel
cercevesini ortaya koymaktadir. Yerel halktan
katthmcilarin  6nemli bir kismi genclerin (iretmeyi
bilmedigi konusundan yakinmaktadir. Genglerin yerel
olana ilgisinin az olmasi, kdyde yasamak istememesi,
bazilarinin biylk sehirlere gécmesi, koyde kalanlarin
da Selguk’ta oturup sabahtan kdye calismaya gelip
aksam olunca gitmesi olumsuz birer durum olarak
ifade edilmektedir. Genglerin son yillarda Selguk’a
yerlesmeleri ile birlikte kbyin yasam alani olmaktan
ciktigl anlasiimaktadir. Genglerin yasam pratiginin
koyl reddettigi, sehir yasantisi modunu talep ettikleri

anlasilmaktadir. Bu durumun Anadolu’daki diger
koylerden ne derece farkh oldugu da sorgulanmak
durumundadir. Sirince’de bu taleplerini gergeklestirmek
adina genglerin elinde daha fazla imkan oldugu da
bir gercektir. Kbéyde arazisini, bahgesini satip —ki
turizmin sagladigl bir ranta bagli olarak yiiksek fiyatla
satabiliyor- sehirden ev alma ve gégme yoluna gidildigi
anlasiimaktadir. Turizm gelisimine bagli olarak kéyden
disariya tesvik edilmis/kolaylastirilmis bir go¢ de s6z
konusudur. Bu anlamda yerel halkin bélgede turizm
gelisimi karsisinda, -6zellikle ortaya ¢ikan ranta bagl
olarak- bir yasam sekli tutturdugu anlasiimaktadir:
Ranta bagli olarak eli para goriip kdyden gogenler, ranti
ticarete donlstlrlp evini pansiyon, otel vb. yaparak
turizmden nemalananlar, el isi vb. gibi el emegiyle
turizmden istifade edenler ve bunlarin disinda turizmle
ilgisi olmadan geleneksel yasamina devam edenler...
Bu gruplara bir de disaridan gelenler eklenmektedir.
Genglerin bu fotograftaki yeri biraz daha kendi
blyilklerinin tutumuna bagh gorinmektedir. Ancak
bununla birlikte imkani olanlarin da biyik sehirlere
gitme yoninde karar aldiklari anlasiimaktadir.

Tur organizasyonlarinin degisimi.

Sirince koylnln kdltirel unsurlarinin 6n plana
cikartildigi ve turistlerin de bunlari canli canli yasayip
gorip hissettikleri turlarin  yerini, sadece ticari
kaygilarla kisa zamana sikistirilmig, kiltiirel unsurlarin
neredeyse yok denecek kadar az oldugu turlarin almis
olmasi yine olumsuz degisimlerin arasinda, oOzellikle
rehber katilimcilarin Gzerinde durduklari diger bir
onemli noktadir. Bu durum aslinda koydeki donisim
yaninda turizm pazarinda kéylin imajina bagh bir
potansiyel kitle degisimini de ortaya koymaktadir.
Eskiden duyarli ve ilgili kisiler gelirken, kdy tanindiktan
sonra aslinda kiltiire duyarhhg o kadar da olmayan
insanlar da koye yonelik seyahat talebine katilmislar.
Dahasi mevcut tur organizatérleri de bu degisimi
gorerek “icinde kultir olmayan kiltir turlar” ile
kisa sireli ziyaretler seklinde bir ziyaret ve ziyaretci
kitlesini koye tasimaya baslamislardir. Muhtemelen,
eskiden koyde simdiki kadar ¢ok sayida ticarethane
olmadigindan, rehberler tur kapsamindaki ziyaretgileri
koyde gezdirdiklerini, kiliseye, camiye goturduklerini,
Tark musikisi dinlettiklerini ifade etmektedirler. Oysa
simdi bu tdr turlar yerine meydanda turisti birakip
iki saat serbest zaman verildigine ve bunun turizm
olmadigina dikkat cekilmektedir. Buradan hareketle
bu tir destinasyonlarda alis-veris mekanlarinin
yogunlastigi alanlarin kéyin iginde olup olmamasi
tartisilabilir. Sayisi ve nitelikleri zaten tartisilmalidir.
Koyun imajindaki degismenin kdyl bir kaltir merkezi
olmaktan cikarip kahvalti ve yemek mekani haline
donistirmekte oldugu da anlasiimaktadir. Bu durum
gelistikce ziyaret sireleri daha da kisalmaktadir.

Goriisme K22: “Glinimuzde de buyiik global firmalar
turistin rahat hareketini kisithyor. Her sey dahil
sistemle geliyor konakliyor turist burada. Bunlar hep
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turizmi olumsuz etkiledi. Su an lokantalarin bu saatte
dolu olmasi lazim su an Selguk’ta 6000 kisilik bir otel
kapasitemiz var ama carsiya gelmiyor ki turist...”

Koy donigsirken turist de donlsmekte ve daha
fazla oranda her sey dahil turisti gelmektedir. Bu
durumu rehberler; “eskiden kdy turlari yapardik, simdi
ticari turlar yapiyoruz” seklinde ifade etmektedirler.
Yerel halktan katilimcilarca rehberlerle ilgili sorunlara
da dikkat ¢ekilmektedir. Ornegin rehber, grubu
gezdirdigi baska bir yerde (istanbul gibi) daha pahali
satilan bir Grlinin Sirince’de daha ucuza alinmamasi
icin, koy hakkinda turiste olumsuz geribildirimde
bulunabilmektedir. Diger yerden daha pahaliya satilinca
rehberin komisyonu da daha fazla olacagi igin rehber
Sirince’dekisatisiazalticibir etkiortaya koyabilmektedir.

Turizmin diger sektorleri zayiflatmasi.

Turizm gelisiminin yerel kabulle birlikte diger
sektorleri  zayiflatiigl  anlasilmaktadir.  Bu durum
destinasyon igin kendi kaynaklarini  zayiflatan
bir turizm gelisimine dontsmis goériinmektedir.
Aslinda koylin ticari mekanlarla dolup tasmasi bile
kiltirel sunumu periferiye dogru itiyor olmalidir.
Buradan benzer destinasyonlar igin bir kultirel
tasima kapasitesi veya otantikligi bozmama siniri
olarak otantik tasima kapasitesi Onerilebilir. Bu
planlama yaklagimi basta turizme gug¢ veren tarim
gibi diger sektorlerin korunmasini esas almak
zorundadir. Yani 6rnegin, tarimi koruyan bir turizm
planlamasi veya yerel ticari organizasyonlari koruyan
bir turizm planlamasi. “Periferiye dogru itilmeyi”
su katilmci gorist veciz sekilde o6zetlemektedir:

Goriisme R5: “...cok aktif firin var mutlaka ama onlari
goremiyoruz, bir yerde onlar arka planda kahyor,
mesela ona rastladigimiz zaman ben 5-10 dakika
orada durup gruplara Kurban Bayrami ya da Seker
Bayramindaki ozellikleri anlatma durumundaydim
ama bu gordagim kadariyla azalmis durumda...”

Rehber  katilimcilar,  bagciligin  azalmasinin
recel yapimi, sarapcilik gibi alanlari tehdit ettigini
belirtiimektedirler. Disaridan gelen taklit mallarin
bir nedeninin de bu oldugu ifade edilmektedir. Yani
tarimdan gecinen turizm, tarimi disari attgl igin
kendini de tikenme siirecine sokmaktadir anlasilan.

Destinasyon yonetimsizligi.

Sirince’de turizm gelisiminin bir program ve plan
dahilinde olmadigi, hatta gelismenin izlenmedigi ve
siirecin yonetilmedigi anlasiimaktadir. Bu durum koyiin
turizm gelisimini ilgilendiren kararlardan sorumlu
bir destinasyon yonetim oOrglitinin olmadigini ve
mevcut kamu ve/veya sivil aktérlerin de gereken
yonlendirmeyi yapmaktan uzak olduklarini ortaya
koymaktadir. Oysa 6rnegin, mevcut Urinin ozellikleri
ile sunum ve potansiyel kitle degisince liberallesmenin
geregi ve pazar sartlarina uyum agisindan yeni bir

seyler de yapilabilirdi. Kéyin bir logosunun olmamasi,
pazarlama c¢alismalarinin sistemsizligi ve hatta koyde
esnafin birbirinin malini turiste karsi kotileyerek
aslinda toptan iflasa gitmesi ve bu konudaki
bilingsizligi, gelisiglizel ve takipsiz bir blylumeyi
ortaya koymaktadir. Kéyde turizm gelisimi konusunda
tim meydan saticilara birakilmis gérinmektedir.

Gorigsme K10: “Esnaf ¢ok, turizm bu kadar ¢cok esnafi
tagimiyor. Muhtarlikken yabanci esnaf girmiyordu
buraya, belediye olduktan sonra yabanci esnaf
girmeye basladi. Ben kendi Urinimi satiyorum,
disaridan gelen disaridan aliyor geliyor burada
satiyor. Yerli Urlini zor bulur hale geliyorsun
artik.  Koéyin orijinalligi  bozulmaya baslad.
Bunun vyaninda otopark sikintisi da mevcut.”

Koyin Selcuk belediyesine bagh bir mahalle
konumuna getirilmesiyle birlikte bolgeye de yabanci
girisimcilerin talebi artmis gériinmektedir. Yine ayni
idari diizenleme 6ncesinde kendi kendini ¢cekip ¢eviren
temiz bir koyken belediyeye bagli bir mahalle olarak
orgutlenince islerin dizensizlestigi vurgulanmaktadir.
Selcuk Belediyesi'ne baglaninca yollarin da gerekli
ilgiyi gormedigi ve bozulan yerlerin onariminin geg
kaldigi belirtilmektedir. Diger yandan belediyenin
gerekli idari mekanizmalari yeterince gelistiremedigi
de anlasilmaktadir.  Ornegin, kdyin icindeki
otoparklar belediyece isletilmektedir. Buralarda kéyde
yasayanlardan da park Ucreti alinmasi bir sorun olarak
gorilmektedir. Park Gcretinin turistler icin bile yiiksek
oldugu belirtilmektedir. Bu durum boélge belediyesinin
kazanci maksimize etmek adina bolgedeki turizmi de
sinirlara ittigini, rijitlestirdigini ve muhtemelen olumsuz
etkileri de artirdigini ortaya koymaktadir. Ornegin, park
Ucretleri yuksek diye ¢ogu turist veya yerli halktan
kimsenin araclarini yol kenarlarina, gelisiglizel bir
sekilde park ettigi ve sikisikhklar meydan getirdigi
belirtiimektedir. Diger yandan yaya yollar, vb. gibi
diizenlemelere ihtiya¢ oldugu anlasildigindan ciddi
bir sehir planlama sorunu oldugu da gorilmektedir.

Goriisme K16: “Yetkililerin burada bir basiboslugu
var. Burasi mesela ylrlyls yolu olsa hi¢ arag
girmese... Bu sorunlar kiglikmis gibi goériinse
de ileriye dogru biiylyebilecek sorunlar... benim
pansiyonum var arkadasimin hem lokantasi hem
pansiyonu, rahatsiz oldugumuz durumlar s6z konusu
koyde, bakin simdi her taraf tente her taraf semsiyeler
levhalar kara naylonlar vs. Kéye girdiginizde gorinti
kirliligi ve rahatsizhk olusturuyor. Ve sokaklarda
hicbir yerde oturamazsin oturabilecegin yer yok,
sokaklar sagli sollu tezgahlarla dolmus durumda...”

Belirtilen eksiklikler yaninda, basit ama islevsel
¢Oziimler gelistirilememis oldugu fark edilmektedir.
Sarap fabrikasinin kaldirilmasi 6nemli bir eksiklik
dogurmus gortiinmektedir. Sarabiyla Gnld bir yerde en
cazip ziyaret mekanlarindan biri olan bu fabrikanin
kaldiriimasinin olumsuz bir etkisi olduguna dikkat
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cekilmektedir. Benzer sekilde, “..o kadar yogun
ziyaret edilen bir belde olmasina ragmen Sirince’de
tourist information ofisi yok” denerek en kritik
gerekliliklerin eksikligine gdnderme yapilmaktadir.

Destinasyon yoOnetimi konusunda
belirgin sorun ise kdyde bir
gelistirilmesi konusundaki

konuda  mutlaka

¢alismalarina  ihtiyag

Gorigsme K20: “... esnaflikla ugrasanlarin kesinlikle
egitime tabii tutulmasi lazim. Sadece turiste mal
satmakesnaflikdegil. Onukarsilamak, onunladiyaloga
girmek, onu memnun etmek, ¢linkil bu turizmdeki
her fert Tirkiye Cumhuriyetini temsil eder”

diger c¢ok
turizm  bilincinin
yetersizliktir. Bu
egitim  ve bilinglendirme
oldugu vurgulanmaktadir.

Goriisme K21: “... gelen turisti nasil agirlayacagimizi
bilmiyoruz, sadece para kazanmanin
pesindeyiz, o ylzden de siirekli kaybediyoruz.”

Neler yapilabilirdi?

Katilimcilarin  yorumlarindan Sirince’de  turizm
gelisimiadina nelerin eksik birakildigi da tespit edilebilir.
Yerel Grlin zenginligine rehberler dikkat cekmektedirler.
Bu zenginligin korunmasi konusunda bir endise oldugu
ve gercek kiltirel ve otantik unsurlarin korunmasina
odaklanilmasi gerektigi Uzerinde bir anlayis birligi
oldugu gorilmektedir. Bunun yaninda kdyin Rum
kiltird karakteri korunurken ve vurgulanirken Tirk
kiiltirine ait otantik unsurlarla zenginlestirilebilecegi
ifade edilmektedir. Bu zenginlestirme yeni ve 06zgiin
deneyim imkanlari  olusturularak  saglanabilir.

Goriisme R2: “...burasi Rumlarin da yasadig bir kdydu
diyerek onu oOyle birakmisiz, Tirklere 6zgu bir sey
yok, 6rnegin bir hali tezgahi yok bir seramik atolyesi
yok, hepsi gakma yapay sagma sapan seyler...Selanik
gogmeni ¢ogu iste Selanik’i anlatirsin Ataturk’i
anlatirsin, miibadeleyi anlatirsin, hatta otoparkin
etrafina tabelalar konulabilir bu bir tavsiyedir,

kronolojik olarak eski fotograflar konulabilir...”
Gorisme R9: “Eskiden ilk turlara c¢iktigimiz
yillarda “calgict anne” diye hitap ettigimiz bir

annemiz vardi orada yasayan, calgici anne tambur
calardi, kocasi da diumbelek calardi, simdi boyle
seyler yok... Sal meydana aligveris yapsinlar...”

Goriisme R10: “..sarap fabrikasinin  oradan
kaldiriilmasi Sirince igin dezavantaj yaratti. Sirince
icin tanitim araci idi, su an Sirince’nin higbir esprisi
kalmadi...”

Koruma ve zenginlestirmede bir orta vyol
onerilmektedir. Bir seyleri koruyalim ama her seyin eski
kalmasinin da gerekmedigi belirtiimektedir. Korurken
gelistirelim de denmektedir. Bu anlamda Sirince’deki
mevcut sunuma yeni 6gelerin eklenmesi katilimcilarca
olumlu goriilmektedir. Bélgede sonradan (iretimine ve
sunumuna baslanan ve oldukg¢a basarili olarak yogun
talep goren st regeli gibi yenilik¢i uygulamalarin katkisi

kiicimsenmemeli ve bu tir uygulamalar gelistirilmeli
kanaati hakimdir. Yine butlnctl turizm Griindnd
gelistirme konusunda hala talep oldugu gérilmektedir.
Dil kursu isteyen esnaf bu konuda iyi bir 6rnektir.

Gériisme K2: “kdyde genel anlamda Ingilizce
bilen ¢ok, ama bana sorsaniz kdyde ingilizce

kurs agllsa ¢ok glizel olur, bu yasimda ben
o kursa gitmeyi ¢ok isterim  mesela..”
Diger yandan koruma konusundaki gorislerin

gelip dugimlendigi diger onemli nokta olayin idari
yonudir. Bu konuda ozellikle “kontrol”’e dikkat
cekilmektedir. Ahlaksiz satis uygulamalari (fazla fiyat
talep etme vb.), altyapi sorunlari, esnafin iretim ve
satis uygulamalari vb.nin merkezi bir otorite tarafindan
kontrol edilmesinin gerekliligine vurgu yapiimaktadir.

Goriisme K1: “Bizim en biylik sikintilarimizdan
biri Sirince’de hicbir denetim olmamasi, 6rnegin
ben recelciyim, zeytinyagli pekmez Uzim incir
receli satiyorum, ama bir bakiyorsunuz, giyim
kusam satan bir dikkan saraba talep var diye aliyor
diikkanin bir kosesini sarap satis yeri yapiyor.”

Katihmcilar konuya destinasyon yénetimi acisindan
da bakarak koyde ve cevrede sanatsal etkinliklerin ve
yurtdisindan kardes sehirlerin sayisinin arttirilmasi gibi
Onerileri de siralamaktadirlar.

Kiiltiirlesemeye Dair Bulgularin Yorumlanmasi

Sirince’de  turizm  gelisiminin  belli oranda
kaltirlesme etkileri Urettigi gozlenmektedir.
Kiltirlesmenin belli gruplarda farkli sekillerde ortaya
¢iktigini  distindlrecek bulgular elde edilmistir:

Yerel halk-turist etkilesiminde yerel halkin 6zellikle
yabanci turistlerden gordiigli tutum ve davranis
kaliplarini  begendigi anlasilmaktadir. Hatta kendi
vatandasi olan turistlerden de bunu bekledigini ifade
ederek aslinda kendisini de bu kaliplara uydurmaya
calistigini ortuli bir sekilde ifade etmektedir. Bu
anlamda Batili turistin medeni tavirlarini érnek alan-
almaya calisan ve medeni/kuralli yapiya oykunen,
bu yapiya dogru psikolojik olarak evrilmeye baslamis
bir yerel kitle mevcuttur. Yerel halktan katiimcilarin
onemli bir kismi esnaftir ve bu durumda onlarin
turistle yiz ylze gelmesi ve etkili bir kaltirel alis-
veris ortaminda bulunmalari normaldir. Bunun
yaninda katihmcilarin yash olanlarinin da daha geng
olanlar yaninda yine ayni gorisleri belirtmis olmalari
Sirince’de turizmle gecen yillarin kiltirlesmeyi
yeterince  gorindr  kildigini  dislindirmektedir.
Katilimcilarin yasi ilerlemis olanlarinin bile yabanci
dil 6grenme istegi de bunu yansitan bir durumdur.
Bu durum, Nunez (1963)'lUn belirttigi sekilde yerel
toplumu alici, turistleri verici seklinde ele alma
yaklasimina da uygundur. Zira, yerel halkin turistlerden
etkilendigi olduk¢a net bir sekilde gorilmektedir.

Diger yandan bu kiltiirlesmenin yegane kaynaginin
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turizm oldugunu sdylemek de bir o kadar zordur. Zira
atf yapilan medeni yasam, cevreye duyarllk, kitap
okuma, insanlara saygi, kadinin toplumsal roli gibi
olgularin aslinda hem toplumlarin idealize ettikleri
kaliplar olmalari hem de gelismis (lke insaninin
daha medeni olduguna dair evrensel olarak kabul
gbren anlayisin yansimalarini  sunmasi agisindan
bu kdiltirlesme tespitinin 6nemli oranda kiresel
etkilesimin sonucu olabilecegi akla gelmektedir. Yani
zaten televizyon, sinema vb. yollarla bir kultirlesme
ortaminda yasanmaktadir (Reece ve Palmgreen, 2000;
Park vd., 2014). Turizm de bu etkileri artirmakta,
pekistirmektedir  denebilir.  Sirince’de  gbzlenen
kiltirlesmeye  turizmin  etkilerinin olmamasi
imkansizdir ancak bu doénisimin ne kadarinin salt
turizm kaynakh oldugunu tespit etmek de zordur.

Sirince Ozelinde ve katihmcilarin beyanlarindan
anlasildigina gore kiltirlesmenin yoni bitiinlesme
olarak ortaya g¢ikmaktadir. Bitlinlesme, sireg igindeki
topluluklarin hem kendi kiltlriini korumak hem
de diger kulturin temsilcileriyle iliskisini devam
ettirmek ve belki bu devamdan memnun olmak
seklinde ortaya ¢ikmaktadir. Sirinceliler hem kendi

kiltirel pratiklerini devam ettirmeye c¢alismakta,
hem de turistlerle iliskilerinden memnuniyet
duyarak  bunun devamini arzulamaktadirlar.

ikinci bir kiltiirlesme ortami yerel halk-sonradan
koye gbcen esnaf arasinda sekillenmis olmalidir. Burada
tek tarafli beyanlara da dayansa —zira sonradan koye
gelenler bu konuda net bir sey sdylememektedirler-
bir ayrisma belli belirsiz gbzlenmektedir.
Yerel halktan olan esnafin sonradan gogenleri
sahtecilikle suglamasi ve hatta sahteciligi sonradan
gocenlere yiuklemesi bunu aciklar durumdadir.

Uglincii  bir kiiltiirlesme izlencesi yerel halk-
rehberler iliskisinde gozlenebilir. Burada rehberlerin
soylemlerinden elde edilen bilgiler yerel halkin turizm
nedeniyle tavir, davranis ve yasam sekillerinin oldukga
degistigi seklindedir. Rehberlerin bunu soéylerken
tarafsiz degerlendirmeleri yaninda zaman zaman bu
degisiminolumluzamanzamandaolumsuzlugunavurgu
yaptiklari gérilmektedir. Rehberlerin bolgedeki esnafin
degerleriniyitirdigi, yerelhalkinticarilesenbiralgilamaya
ulastigl yolundaki degerlendirmeleri yine bir ayrisma
sirecini belli belirsiz ortaya koymaktadir denebilir.
Diger yandan vyerel halkin da bazi olumsuz rehber
tutumlarina iliskin agiklamalari bu ayrismanin yerel
halkg¢a da paylasiliyor olabilecegini akla getirmektedir.

Sonug ve Tartisma

Calismada Sirince’nin turizme acilmasiyla birlikte,
yerel halkin yasantisinda zaman igerisinde meydana
gelen kultirel ve sosyal degisimler, katilimcilarin
ortaya koymus olduklari gorisler 1siginda belirlenmeye
cahsilmistir. Turizm gelisimine istinaden tespit edilen
ve katimcilarin beyanlarindan elde edilen olumlu
etkileri su sekilde 6zetlemek mimkindir: Turizm;

ciftcilige destek olacak ikinci bir gelir kapisi sunmakta,
halkin sosyallesmesine imkan olusturmaktadir. Kéyln
tiim dilnya ile irtibatini, kadinlarin galisma yasamina
katilmasini, insanlarin naziklesmesini, kiiltirli olmasini,
dostluklarin artmasini, koylilerin diinyayi, farkl dil, din
ve yasamlari tanimasini saglamaktadir. Kadin emeginin
kiymeti ve kadinin statlsi artmakta, yerel mimari
korunmakta ve orijinaline sadik kalinarak restorasyon
saglanmaktadir. Koydeki yasamin tekdizelikten
¢ikmis olmasi ve genglerin vizyonu, turistle iletisimle
kazanilan diinya gortsi de diger belirtilen olumlu
etkilerdir. Goruslerden elde edilen olumsuz etkiler ise
soyle Ozetlenebilir: Bolge disindan gelen esnaf, bolge
disindan gelen ticari mallar ve bunlarla birlikte kdyiin
orijinalliginin bozulmasi. Turizm gelisimiyle birlikte
kalabaliklarin artmasi ve otopark sikintisinin olmasi. Her
sokakta stand agilmasi yaninda turisti satis icin zorlama
ve esnafin turisti kandirmaya ¢alismasi. Kéyiin istanbul
gibi bliylk sehirlerden go¢ almasi, go¢ vermesi. Rant
kavgasi ve ugrasi ile yiiksek ve dengesiz fiyatlandirmalar
sebebiyle koydeki piyasa dengelerinin bozulmasi.
Gorsel kirlilik (artan reklam levhalari, afis, 1siklandirma
vb.) ve gevresel kirlilik yaninda ticarilesen insan iliskileri
ile kultirel yapinin bozulmaya baslamasi. Turistlerle
yerel halk arasinda zamanla azalan temas noktalari ve
benzer sekilde koydeki geleneksel Uretim alanlarinin
yok olmasi (baglar, tarlalar vb.). Bu olumsuzluklarin
turizm gelisimi siirecinde hemen her destinasyonda
ortaya ¢ikma olasiligl s6z konusudur. Sirince 6zelinde
olumsuz etkilerin sireg¢ icinde hangi sorunlardan
glic aldigini da tespit etmek adina sorun alanlari
tanimlanmaya c¢alisilmistir. Bu anlamda sorunlarin
temelde, c¢evresel/kilturel kirlenme, vyerli turist
sendromu, gelenegin devami, turist profilinde degisme,
esnaf arasinda hirsa dayali rekabet, genclerin yaklasimi,
tur organizasyonlarinin  degisimi, turizmin diger
sektorlere zarar vermesi ve destinasyon yonetimsizligi
basliklari altinda toplandigi gorilmektedir.

Sirince halkinin ve esnafinin bir kisminin déviz
kurunu ve borsayi takip ediyor olusu, lzerinde doéviz
bulundurmasi ve bazilarinin déviz kurlariyla ¢alismaya
baslamis olmasi ve bu durumun kiigiik bir kdy igin
“normallesmesi” kiltiirlesmenin bir sonucu olarak
gorulmektedir. Ayrica, geleneksel yasam bigimini
sirdirmeye calisan bir yerlesim vyeri ve turizm
destinasyonu olarak Sirince kdylinde, turizm sayesinde
diinyanin bagka yerlerinden farkli yasam tarzlarina
artan farkindahk olustugu gorilmektedir. Buna kiiglik
bir 6rnek olarak, Sirince’de yerel halkin, hangi ulustan
turistin hangi Griinlere talep gostereceklerini bilmeleri,
turistlerin  nelerden hoglanip  hoslanmadiklarina
yonelik az ¢ok fikir sahibi olmalari gosterilebilir. Yerel
halktan bazi katihmcilarin ise, turistlerin pek ¢ogunda
gbzlemlemis olduklari, “her firsatta ve her yerde kitap
okuma” aliskanliklarina imrendikleri gorulmektedir.
Yabancilarin kitap okuma aligkanliklarinin, yerel kilture
dolayl da olsa bir katkisinin oldugunu séylemek yanlig
olmayacaktir. Bu baglamda Sirince’de yerel halk-

657



Oguz TURKAY, Meltem Yalgin KAYIKCI

turist etkilesiminin yerel halkta bitiinlesme, yerel
halk-rehber etkilesiminin hem yerel halkta ve hem
rehber grubunda ayrisma ve yerel halk-sonradan
gocenler arasindaki etkilesimin ise yerel halkta
ayrisma boyutunda bir kiltlrlesmeye yol agmis oldugu
izlenmistir. Ayrismayi destekleyen hususlar; Sirince’de
satisa sunulan koye 0zgii geleneksel Urinlerin, ticari
kaygilarla turistlerin begenilerine gore dogalligini
bozacak sekilde degistiriimesi ya da bu geleneksel
Urlnlerin yerine yerel olmayan veya taklit Griinlerin
yerelmis gibi satisa sunulmalari gibi ticarilesme
olgusunu yansitan orneklerdir. Kiltarin ve kdltirel
unsurlarin  metalagsmasinin,  turistler tarafindan
bu unsurlarin “yapay unsurlar” olarak algilanmasi
sebebi ile cazibe ve ¢ekim unsuru olma ozelligini
zamanla yitirmesi ile sonuglanabilecegi géz 6niinde
bulundurularak denebilir ki, Sirince’de ayrismaya konu
olan sorunlara yoénelik gruplarin tepkileri farklidir.

Kamu Kurumlari ve Yerel Yonetimler Kapsamindaki
Degerlendirme ve Oneriler

Yukarida bahsedilenlerin yani sira iki boyutun turizm
gelisimini kiltirlesme ile i¢ ice etki Gretir kildigini
gdrmek mimkiindiir: ilki destinasyon ydnetimi pratigi
olarak gorilebilecek olan ve koéyde karar yetkisine
sahip kamu yonetimi erkinin Urettigi veya liretemedigi
hizmet icerigidir. Koy genelinde ¢op kutusu, oturup
dinlenmek {zere diizenlenmis bank vb. dizenekler,
temiz hijyenik tuvaletler, araglar igin park vyerleri
yetersiz bulunmaktadir. Ayrica koruma altindaki tarihi
mimari yapilara uymayan yeni yapilasma da bdlgenin
sirdurulebilirligi ve kaltirel dokusu agisindan bir tehdit
olusturmaktadir. Sirince’nin dogal sit alani olmasi,
kéyln mimari dokusunun gelecek nesillere korunarak
aktarilabilmesini ve koruma kullanma dengesini kismen
saglamaktadirancakyalnizcamimariyapilarinkorunmasi
da elbette ki yeterli degildir. Bu bakimdan Sirince’de
mekanin tasarlanmasi ve yonetilmesi noktasinda
ozellikle kamu yonetimlerinin ciddi eksiklikleri
oldugu yoninde bir algilama dikkat c¢ekmektedir.

Turizm ve tarimla kalkinan bir kéy olmasi, koy
halkinin sosyal sirdirilebilirliginin saglanmasini ve
ayni zamanda cevresel ve ekonomik siirdlrilebilirlik
anlayisinin yerlesmesini gerekli kilmaktadir. Turizmin
diizenlemeyetabitutulmaksizingelismesineizinvermek,
Sirince’nin sosyal, ekonomik, kultlrel ve ¢evresel
surdirulebilirligini tehlikeye sokacaktir. Bu hususta
yetkililerce gerekli gabalarin gésterilmesi ve 6nlemlerin
alinmasi zorunluluk teskil etmektedir. Kulturel ve
sosyal surdurdlebilirligin  saglanmasi toplumsal bir
biling gerektirmektedir. Yerel halk, yerel yonetimler,

sivil toplum kuruluslari ve turizm paydaslarinin bu
konuda birlikte hareket edebilmeleri ©6nemlidir.

Sektore Yonelik Degerlendirme ve Oneriler

Turizm gelisimini kiiltirlesme ile i¢ ige etki Uretir
kilan ikinci boyut ise turizm sektoérindeki yapi ve
aktorlerin rollerinde gozlenen degisimdir. Her sey dahil
sistemle gelen turistlerin yore esnafi icin ekonomik
olarak olumsuz sonuglar dogurmasi ve kiiltiirel olarak
da yerel halk ve turist arasinda sinirli bir etkilesime
olanak veriyor olmasi ciddi bir sorun olarak ortaya
¢tkmaktadir. Bunun yaninda tur organizasyonlarinin
sorunlari, turlarin igeriginin degismesi ve rehberlere
iliskin de ifade edilen sorunlar Sirince’de turizmin
gelecegine etki ediyor gorinmektedir. Seyahat
acentelerinin ve tur operatorlerinin bu konuda Sirince
turlarinin kapsamina yonelik diizenlemelere gitmesi ve
yerel kultiri 6n plana gikaracak etkinlikleri yeniden
tur planlarina dahil etmesi, kdyde kiiltiirel ve sosyal
surdurulebilirligin saglanmasina katkida bulunacaktir.

Teorik Oneriler

Calismada ortaya konulmus olan tespitler, Selguk-
Sirince’deki yerel halk, yerel yoneticiler, turizmciler ve
bolgeyiziyaretedenturistlericin dnemtegkil etmektedir.
Bunun yaninda, dogal ve kiltirel mirasi korumak adina
yurutilen ¢alismalar ve yapilacak olan diizenlemelerde,
yerel halkin ve bolgeyi ziyaret eden turistlerin de
goruslerinin alinmasi kiiltiirlegmenin yonu ve siddetinin
tespiti ve sosyal surdurilebilirligin saglanabilmesine
yonelik atilacak 6nemli adimlarda yol gosterici olabilir.

Calisma cercevesinde goz onlinde bulundurulmasi
gereken bir husus s6z konusudur. Kiltdr, stirekli degisen
bir fenomen oldugundan kiltirel bir arastirmada
ulasilan sonuglar, arastirmanin yapildigi andaki
kiltirin durumunu yansitmaktadir (Sisman, 2014:
8). Yani yuriutilmis olan bu arastirma kiltirel agidan
kendi zaman dilimini ve boélgesini baglamaktadir.
Ayrica belirtmek gerekir ki toplumlarin kilttrel
yapilarinda meydana gelen degisimlerin sebeplerini
yalnizca tek bir olguya baglh kalarak aciklamak oldukga
zordur. Kiltir kendi icerisinde oldukca karmasik ve
¢ok yonla bir kavramdir. Elbette turizmin kiltirel
yapi Uzerinde birtakim etkileri bulunmaktadir
ancak bunlarin yalnizca turizmden kaynaklanmamis
olabileceginin de altini ¢izmek gerekir. Konuyla ilgili
calismalarin artmasi boélgenin ve turizmin gelisiminde
saglkl sirecler olusabilmesi ve devamliliginin
saglanabilmesinin yani sira, sosyokiiltirel
surdurulebilirligin saglanmasi adina da yararl olacaktir.
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Ek 1: Gériismelerde Yoneltilen Sorular

Yerel halka yoneltilen sorular:

1)Kag yildir burada yasamaktasiniz?

2)Bolgede turizmle birlikte gozlemlediginiz
olumlu ve olumsuz degisimleri paylasir mi-
siniz?

3)Bolgeye gelen turistler/turist gruplari size
rahatsizlik vermekte midir? Ya da yasam tar-
zinizda birtakim degisimlere neden olmakta
midir? Rahatsizliklarinizi ya da memnun
oldugunuz hususlari paylasir misiniz?

4)Kendi geleneklerinizi yasamayi stirdrtyor
musunuz? Ornekler verebilir misiniz?

5)Bolgedeki geng niifus ne isle mesgul?

6)Bolgedeki turizm gelisiminin dogal ve
kilttrel mirasi koruma bilinci cercevesinde
yurataldagini dasliniyor musunuz?

7)Bolgeye 0zgl geleneksel driinlere turistle-
rin talepleri nasildir?

8)Bolgede turizm gelisimi bu boyutta olma-
saydi (cok daha az diizeyde olsaydi) yasant-
nizda ve kiltirlintzde neler farkh olurdu?

9)Mesleginiz ve yasiniz?

Turist rehberlerine yoneltilen sorular:

1)Kag yildir turist rehberligi yapmaktasiniz
ve kag yildir tur gruplariyla Sirince bolgesine
gitmektesiniz?

2)Sirince’de turizmle birlikte gézlemledigi-
niz olumlu ve olumsuz degisimleri paylasir
misiniz?

3)Turizm Sirincelilerin yasam tarzinda ne
gibi degisimlere yol act?

4)Turistlerin ve yerel halkin Sirince’de
duyduklari rahatsizliklar ya da memnun
olduklari hususlar nelerdir, gbzlemlerinizi
paylasir misiniz?

5)Sirince halki kiltirel anlamda kendi
geleneklerini siirdiirebiliyor mu? Orneklen-
direbilirsiniz.

6)Turist gruplarinin Sirince’ye 6zgi gelenek-
sel Urtnlere talepleri nasil?

7)Sirince’de turizmin gelisiminin dogal ve
kiltirel mirasi koruma bilinci cergcevesinde
yuratuldigiini diasliniyor musunuz?

8)Sirince 6zelinde kiltirlerarasi etkilesim
nasildir?

9)Sirince ile ilgili kiiltirel anlamda entere-
san buldugunuz bir aninizi paylasir misiniz?

660



http://onlinelibrary.wiley.com/doi/10.1525/aa.1936.38.1.02a00330/epdf
http://onlinelibrary.wiley.com/doi/10.1525/aa.1936.38.1.02a00330/epdf

EGE AKADEMIK BAKIS / EGE ACADEMIC REVIEW

Cilt 18. Sayi 4. Ekim 2018
SS. 661-670

DOI: 10.21121/eab.2018442994
Basvuru/Received: 12.02.2018 ¢ Kabul/Accepted: 10.08.2018

Tiirkiye’nin Enerji Verimliliginin Yapay Sinir Ag1 ve ARDL Yaklasimi ile Analizi
An Analysis of Turkey’s Energy Efficiency with Artificial Neural Networks and ARDL

Approach
Salih Cam?
Ciler Sigeze?
Esra Ball®

Ozet

Bu calismada Tirkiye'nin enerji verimliligi
ARDL y6éntemi, TOPSIS yontemi ve yapay sinir
aglari algoritmasi analizleri gercevesinde 1960-
2013 donemi igin incelenmistir. Calismanin ilk
asamasinda TOPSIS yontemi kullanilarak enerji
verimlilik skorlari elde edilmistir, elde edilen
skorlar dahasonraYapay Sinir Aglarinin gikti verisi
olarak kullanilmistir. Son olarak, degiskenlerin
kisa ve uzun donem katsayilari ARDL yontemi
ile tahmin edilmistir. Elde edilen sonuglar
Turkiye’nin enerjiverimliliginin yillara gére artma
egiliminde oldugunu gostermektedir. Bunun
yaninda, Yapay Sinir Aglari analizi sonuglarina
gore enerji etkinligini belirleyen en 6nemli
degisken kisi basina diisen sermaye stokudur.

Anahtar Kelimeler
Enerji etkinligi ® TOPSIS e Yapay Sinir Aglari
Algoritmasi ® ARDL

JEL Kodlari
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U.S. Energy Information Administration (EIA)
(2016)‘'ya gore (lkelerin  olusturduklari  eneriji
politikalari icinde enerji verimliligi konusu merkezi bir
oneme sahiptir. Enerji politikalarinin icinde yer alan
enerji maliyetlerinin ve CO2 emisyonun azaltiimasi,
cevre kirliligi, enerji glivenligi ve enerjiye ulasilabilirlik
gibi konulara ancak gigli bir enerji verimliligi politikasi
ile ulasilabilir. Dilinyanin, temiz enerjiye gegisi
sirecinde enerji verimliligi bu gecisi daha ucuz, hizh
ve ekonomilerin bitlin sektoérleri icin yararli olacak
sekilde gerceklestirebilmesini saglayacaktir. Eneriji
verimliliginin Olcimi  bircok Ulkeyi etkileyen 1973
petrol krizi sonrasi 6nemli bir unsur olarak karsimiza
¢ikmaktadir. Diinya petrol fiyatlarinda gorilen énemli
artislarla pek ¢ok Ulke, ekonomilerinde enerjinin ne
kadar etkili bir sekilde tiiketildigini anlamak ve enerji
verimliligini artirmak gerektigini kabul etmektedir.
Bu nedenlerle enerji verimliligini 6lgmek amaciyla
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Abstract

This study investigates Turkey’s energy
efficiency for the period of 1960-2013 utilizing
the ARDL (Autoregressive Distributed Lag) in
the context of TOPSIS (Technique for Order
Preference by Similarity to the Ideal Solution)
and Artificial Neural Networks algorithm. In
the first stage of the analysis, energy efficiency
scores obtained via TOPSIS, then efficiency
scores employed as output for the Artificial
Neural Networks. Finally, ARDL utilized to
estimate the coefficients of the variables both in
the short and the long run. The empirical results
depict that Turkey’s energy efficiency tends to
increase over the years. Besides, according
to Artificial Neural Networks results, the
most important variable determining energy
efficiency is found to be per capita capital stock.
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ekonomik gostergeler gelistirilmistir. Bu gostergeler,
Ulkeler arasindaki enerji performansindaki farkhhklari
actklamak amaciyla nicel analizlerde kullaniimistir.
Fosil yakitlarin kullanilmasindan kaynaklanan kiresel
iIsinma nedeniyle 1980’lerin sonundan bu yana, eneriji
verimliliginde iyilestirme ve CO2 emisyonlarini azaltma
konusunda ulkeler politika arayislari igerisine girmistir.
Ozellikle, 1997’de diizenlenen Kyoto Protokolii ile
katthmci dlkeler, 1990 seviyelerine gore 2008-2012
yillari arasinda karbon emisyon oranlarini azaltici
stratejiler konusunda bir takvim belirlemistir. Birgok
Ulkenin karbon emisyonunu azaltma hedeflerini
gerceklestirme stratejisinin ana unsuru ekonominin
tim sektorlerinde enerji verimliligini artirmaktr.
Sonug olarak, tlkeler, enerji verimliliginin 6l¢ilmesine
ve degerlendirilmesine énem atfetmistir. 2015 yilinda
gerceklestirilen Paris iklim konferansinda 195 iilke
kiiresel iklim anlagsmasini kabul etmistir. Buna gore,

1Salih Cam, (Ars.Gér.), Gukurova Universitesi, 1iBF, 01330, Balcali, Sarigam, Adana. E-posta: scam@cu.edu.tr. 661
* Ciler Sigeze, (Ars.Gor.Dr.), Cukurova Universitesi, Ekonometri Bolimii, 01330, Balcali, Saricam, Adana. E-posta: csigeze@cu.edu.tr.
3Sorumlu Yazar/Correspondence: Esra Balli, (Dr.), Gukurova Universitesi, liBF, 01330, Balcali, Saricam, Adana. E-posta: balliesra@yahoo.

com

Anf/Citation: Cam, S., Sigeze, . ve Balli, E.(2018). Turkiye’nin enerji verimliliginin yapay sinir agi ve ARDL yaklagimi ile analizi. Ege Academic

Review, 18(4), . 661-670.



Salih Cam, Ciler Sigeze, Esra Balli

hikimetler iklim degisikliginin etkileri ile ilgili olarak
toplumdaki farkindahg arttiracaktir.  Antlasmaya
gore Avrupa Birligi Ulkeleri sera gazi emisyonlarini
1990 baz yilina goére 2030 yilina kadar %40 azaltmayi
hedeflemektedir. Tirkiye‘de ise bu oranin 2011 yilina
gore en az %21 azaltlmasi hedefler arasindadir.

Turkiye ekonomisi son yillarda hizli bir blyime
gostermektedir. Fakat, bu blylimenin surdirilebilmesi
icin bliylk olgude enerji arzina ihtiyag duyulmaktadir.
Ang (2006)‘a gore enerji verimliligi, enerji fiyatinin
artisi, kiresel 1sinma ve sirdirilebilir biyime igin
bircok Ulkenin 6nemli enerji stratejilerinden birini
olusturmaktadir. EIA (2016)‘ya gére OECD’ye liye olan
ve Uye olmayan Ulkelerde kiresel ¢ikti diizeyindeki
blylime ile birlikte kiiresel enerji talebinde artis
meydana gelmistir. OECD’ye (liye olan Ulkelerde eneriji
talebindeki artis goreceli olarak istikrarl iken GSYH’deki
artis %27 olarak gergeklesmistir.  Buna karsilik,
OECD’ye liye olmayan (lkelerde 2000’den itibaren
enerji talebi %83 artmig, GSYH'deki artis ise %131
olarak gergeklesmistir. Bu ylizden enerji verimliligi
Ulke ekonomileri agisindan hayati énem tasimaktadir.
Mukherjee (2008a)’ya goére yenilenemeyen
yakitlardan elde edilen enerjilerin korunmasi da yakin
gelecekte 6nemli bir amag olmalidir. Balachandra vd.
(2010)‘ya gore enerji verimliligi ulusal politikalar ve
kurumlar cercevesinde tesvik edilmelidir. Buna ek
olarak yenilenebilir enerji teknolojilerinin kullanimi
gelecekteki enerji ihtiyaglarinin ve iklim degisikliklerinin
azaltilmasini saglayabilecektir. Bu galismada Turkiye'nin
enerji verimliligi etkinligi ilk defa TOPSIS ydntemi
ve yapay sinir aglari algoritmasi gergevesinde 1960-
2013 donemi igin analiz edilmistir. Calismanin ikinci
bolimi literatlir taramasini, Uglincl bolimi, veri
seti ve metodolojiyi icermektedir. Dérdiinct bolimde
arastirma bulgularina yer verilmistir. Son olarak,
besinci bolim galismanin sonuglarindan olugmaktadir.

Literatiir Ozeti

OECD (2011)’e gore enerjiverimliliginiartiran tilkeler
enerji altyapisina yapilacak yatirmi azaltabilecek,
yakit maliyetlerini disirebilecek, yakit fiyatlarindaki
oynaklik sonucu meydana gelebilecek risklerden
kacinabilecek, rekabet edebilirligi arttirabilecek ve
cevreye daha az zarar verecektir. Literatlirde enerji
verimliligi Uzerine yapilmis olan calismalarin buyuk
¢ogunlugunun Veri Zarflama Analizi'nden yararlanilarak
gerceklestirildigi goriilmektedir. Ramanathan (2005)
17 Ortadogu ulkesi ve Kuzey Afrika Ulkeleri igin, eneriji
tiketimi ve CO2 emisyonu arasindaki iliskiyi; Hu ve
Wang (2006) Cin’in 29 bolgesinin enerji etkinligini; Hu
ve Kao (2007) 17 APEC Ulkesinin enerji verimliliklerini;
Honma ve Hu (2008) Japonya’nin bdlgesel toplam
faktor enerji verimlilik dlzeylerini; Chang ve Hu
(2010) Cin’in enerji verimliligini; Zhang vd. (2011) 23
gelismekte olan Ulkelerin enerji verimliliklerini; Song
vd. (2013) BRICS (Ulkelerinin enerji verimliliklerini;
Wang vd. (2013) Cin’in 30 bodlgesinin enerji ve gevre

verimliliklerini; Gdmez-Calvet vd. (2014) AB (lkelerinin
enerji verimliligini; Apergis, Aye, Barros, Gupta ve
Wanke (2015) OECD lkelerinin enerji verimliliklerini;
Bian vd. (2016) Cin’in enerji verimliligini; Shi vd. (2010)
Cin’in 28 idari bolgesinin endustriyel enerji verimliligini
incelemislerdir. Sektérel dizeyde yapilan calismalara
bakildiginda, farkh sonuglar gozlemlenmektedir.
Ramanathan (2000) Hindistan’in demiryollari ile
karayollarinin enerji verimlilik duzeylerini; Wei vd.
(2007) Cin’in demir ve c¢elik endistrilerinin enerji
verimliliklerini; Azadeh vd. (2007) segilmis OECD
Ulkelerinin imalat sektériindeki demir, celik ve kagit
enddstrilerinin - toplam enerji  verimliliklerini  ve
enerji yogun imalat sektorlerinin optimizasyonunu;
Mukherjee (2008a) ABD’nin imalat sektortindeki enerji
kullanim etkinligini; Mukherjee (2008b) Hindistan’in
imalat sektorindeki eneriji etkinligini; Grosche (2009)
ABD’deki tek kisilik hanelerin enerji etkinligini; Lee
ve Lee (2009) Tayvan'in 47 hikiimet binasinin eneriji
verimliliklerini; Lee vd. (2011) Cin’in 27 boélgesindeki
elektrik, komir, benzinin verimlilik dizeylerini;
Khoshnevisan vd. (2013) iran’daki salatalik (reticisi
26 seranin enerji verimliliklerini; Cui ve Li (2014)
Cin’in 30 bolgesindeki ulasim verimliligini; Blomberg
vd. (2012) isve¢’in seliiloz ve kagit endistrisindeki
verimlilikleri; Makridou vd. (2016) 23 Avrupa
Ulkesinin insaat, elektrik, imalat, madencilik ve ulagim
sektorlerindeki verimlilikleri; Peng vd. (2015) Cin’in
seliloz ve kagit endistrisindeki verimlilikleri; Fang
vd. (2013) Tayvan'nin hizmet sektorindeki toplam
faktor enerji verimliligini; Liu ve Lin (2018) Cin’in
bolgesel diizeyde ulasim verimliliklerini; Lundgren vd.
(2016) isvec¢’teki 14 imalat sektdriindeki verimlilikleri
incelemistir.  Son olarak ¢alismamizin  temelini
olusturan makalede, Aye vd. (2018) Gliney Afrika’nin
enerji verimliligini 1965-2014 yillarini TOPSIS ve yapay
sinir aglar algoritmasi ile inceledikleri ¢alismaya gore
G. Afrika’nin enerji verimliligi Cin’in dis piyasalara
acildigi donem, petrol soklarinin oldugu dénemde
farklilasmistir. Bunun vyaninda G. Afrika’nin eneriji
verimliligi yillar icinde azalan bir seyir izlemistir.

Veri seti ve Metodoloji

Calismada Turkiye’nin 1960-2013 donemine ait
GSYH (2010 sabit fiyath ABD dolari), CO2 emisyonu
(bin metrik ton), sermaye stoku miktari (K, 2010 sabit
fiyath ABD dolari), isglici miktari (L, milyon kisi), eneriji
tiketimi miktari (E, bin ton esdeger petrol), ekonomik
krizlerin etkisini gostermek amaciyla 2001 (D2001)
ve 2008 (D2008) kukla degiskenleri kullanilmistir.
isgiici basina kullanilan sermaye miktarinin etkisini
O6lcmek amaciyla sermaye stoku miktar isglici
miktarina boliinerek K/L degiskeni olusturulmustur.
Calismada kullanilan enerji tiketim miktari verileri
Enerji Enformasyon Ajansi (EIA)'dan, GSYH Dinya
Bankasi’'ndan, CO2 emisyonu CO2 Bilgi Analiz
Merkezi'nden (Carbon Dioxide Information Analysis
Center), isglicii miktari OECD ve Dilinya Bankasi veri
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tabanindan ve sermaye stoku Penn World Table 9 ‘dan
elde edilmistir. Calismada kullanilan degiskenler Apergis
vd. (2018) calismasi takip edilerek olusturulan model:

Enerji Verimliligi= f (GSYH, CO2, E, K/L, D2001,
D2008) seklindedir. Calismada oncelikle, TOPSIS
yontemiile yillara gére enerji verimliligi hesaplanmistir.
Sonraki asamada, elde edilen skorlarin Yapay sinir aglari
(YSA) algoritmasi ile 6ngoriisu gergeklestirilmistir. Son
olarak, ARDL modeli ile degiskenlerin uzun dénem
katsayilari tahmin edilmistir.

TOPSIS

Hwang ve Yoon (1981) tarafindan ¢ok kriterli
alternatifler arasinda en iyi se¢cimi yapmak amaciyla
gelistirilen TOPSIS metodu, en iyi ¢6ziime en yakin olan
alternatif veya en koétii ¢dziime en uzak olan alternatifi
bulmayi amaglamaktadir. En iyi ¢6zim biitiln kriterlerin
en iyi degerleri géz oOniline alinarak belirlenirken,
en kotu ¢6zim butlin kriterlerin en kotl degerleri
ile belirlenmektedir. TOPSIS metodu kullanilirken
arastirmacinin kendi deneyim ve bilgisi dogrultusunda
atadigi agirliklar ya da her degiskene esit agirlik vermek
TOPSIS skorlari agisindan glvenilir olmayan sonuglara
neden olabilmektedir. Bu problemi ortadan kaldirmak
amaciyla ¢ogunlukla Entropi yontemi kullaniimaktadir.
TOPSISskorlarihesaplanmasindailk olarak verisetindeki
bitin degiskenler normallestirilmektedir. Esitlik 1'de
gosterilen X ham veri matrisini, yillar (1960-2013)
alternatifleri (i=1,2,...,n) ve degiskenler (CO2, GSYH,
Yenilenemeyen Eneriji, Yenilebilir Eneji, Sermaya Stoku,
isglicti Sayisi) kriterleri (j=1,2,...,m) gdstermek kosuluyla
TOPSIS skorlari su asamalarla hesaplanmaktadir.

Xll XlZ le
X = Xa Xy Xom (1)
Xp1 X o Xom

Burada degerleri orijinal gdzlemlerdir. Agirhiklarin
hesaplanmasiamaciylaverimatrisininnormallestirilmesi
gerekmektedir. Normallestirme islemi esitlik (2)'de
gosterilen vektor normallestirme yontemiile yapilmistir.

i .

v, =—; j=12,....om;i=1,2,...n

ij ’
Y n

D% 2)

i=1

Normallestirilmis veri seti “P” olarak esitlik 3'te
gosterilmektedir.

Py P e Py
p— Pu Pyp o Py (3)
pnl an pnm

Sonraki asamada P normallestirmis veri matrisi yardimi
ile agirliklar hesaplanmaktadir.

e :—kZpijInpij (4)

i=1

(5)

2.0 (6)

Agirhklarin  hesaplanmasindan sonraki asamada
v, =p; *W, matrisi elde edilir ve en iyi ¢ozim vektori
(en etkin olana en yakin ¢6ziim) ile en koti (en az etkin
olana en uzak) ¢6ziim vektorleri belirlenir. Uygulamada
bazi degiskenlerin maksimum degerleri en iyi ¢ozim
icin segilirken bazi degiskenlerin en kiiglik degerleri
en iyi ¢6zim o(ljarak segilmektedir. Son olarak TOPSIS

skorlari P = i ile elde edilmektedir.
d; +d’

+_

Burada d,,

p; =P, ve d; =p; —p, denklemleri

ile

1/2
m 7
d,_ :|:zwj(du_)2:| /i=1121/'-~n ( )
j=1
m 1/2 8
ler:|:ZW](d1;r)2:| li:]-lzu"'n ( )
j=1

Seklinde hesaplanmaktadir. TOPSIS, O ile 1 arasinda
degisen skorlar lretmektedir ve 1’e yakin degerler
en etkin degerler iken 0'a yakin degerler en az etkin
degerlerdir (Deng vd. 1998).

Yapay Sinir Ag1 Algoritmasi

YSAinsan beynindekisinir hiicrelerindenyolagikarak
gelistirilmis bir tahmin metodudur ve agdaki dagitilmis
bilgiyi kullanmaktadir. Yapay sinir ag1 bir X giris verisi
vektori ile baslar ve Y gikis verisi vektoru ile biter. Baska
bir ifade ile X agiklayici degiskenler matrisi Y ise bagimh
degisken vektorudir. Giris vektora ile cikis vektori
arasindaki ag yapisi YSA mihendisligi ile belirlenir
(Yu vd. 2007) ve genellikle arastirmacinin becerisine
baghdir. YSA genel olarak bir girdi katmani, bir gizli
katman ve bir ¢ikti katmani olmak Uzere ¢ katmandan
olusmaktadir. YSA modelleme asamasinda girdi
katmani ile gizli katman arasinda bir toplam fonksiyonu
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kullanilirken, gizli katman ile ¢ikt1 katmani arasinda da bir aktivasyon fonksiyonu kullaniimaktadir. Kullanilacak olan
fonksiyon tiplerisegimi konusunda herhangi bir metot yokturve her probleme en uygun fonksiyon kaliplari degisiklik
gostermektedir. YSA modelinin deneme yanilma yoluyla veya arastirmacinin deneyim ve gézlemine dayanmasi
YSA algoritmalarinin en zayif noktasi olarak goriilmektedir. Bunun yaninda YSA geleneksel ekonometrik ve zaman
serileri ydontemlerinin eksik kaldig veya dusiik tahmin performansi sergiledigi bircok karmasik yapidaki verilerin
tahmininde oldukeaiyitahimin sonuglariverdigibirgcok calismaile gosterilmistir (Kiigvd., 2014; Leung vd., 2000; Jasic
ve Wood, 2003; Chen ve Leung, 2004; Yuvd., 2010). YSAyapisi genel olarak sekil 1’de oldugu gibi temsil edilmektedir.

Sekil 1: Yapay Sinir Agi Modeli

Bunun yaninda bir YSA algoritmasinin matematiksel ifadesi en basit haliyle su sekilde YI:FZ[(VtTFl(WI.Xt))]
gosterilebilir, burada F, gizli katma ile ¢kt katmani arasindaki aktivasyon fonksiyonunu, F, girdi
katmani ile gizli katman arasindaki toplam fonksiyonunu, W, _ gizli katman ile ¢ikti katmani arasindaki
agirlk matrisini, V,_ ise girdi katmani ile gizli katman arasindaki agirik matrisini temsil etmektedir.
Daha acgik bir sekilde ifade etmek gerekirse, girdi katmani ile cikti katmani arasindaki  fonksiyon,

))T c Rq+1)x1 (9)

alt)
p

ile gosterilmektedir. Burada net;, = zwa‘(t)'xj(t)' i=0,1,...9 ifade etmektedir (Yu ve digerleri, 2007). Yukaridaki

esitlikte t zaman operatoriini temsil ‘etmektedir. Yukaridaki esitlikte t zaman operatorinid temsil etmektedir.

Yukaridaki matematiksel ifade bir girdi katmani, bir gizli katmani ve bir ¢ikti katmanina sahip ag yapilarini

ifade etmektedir. Literatiirdeki calismalarda YSA aktivasyon fonksiyonlari olarak hem toplam fonksiyonu
hem de gizli katman aktivasyon fonksiyonlari olarak birgok fonksiyon sekli kullanilmigtir. Calismada girdi

katmani ile gizli katman arasinda NET=ZX,-M4 (net toplam fonksiyonu) gizli katman ile ¢ikti katmani

. 1 . N .
arasinda ise F(NET) 1o (sigmoid) fonksiyonu kullaniimistir.
ARDL Sinir Testi

Bu calismada, degiskenler arasindaki uzun donemli iliskiyi test etmek amaciyla ARDL sinir testi yaklagimi
kullanilmistir. Pesaran ve Shin (1999) tarafindan 6nerilen ARDL modeli daha sonra Pesaran vd. (2001) tarafindan
gelistirilmistir. Diger esbitilinlesme testlerine gére ARDL modeli, farkl diizeylerde duragan olan serilerin uzun
doénemli iliskilerinin incelenmesine imkan saglamaktadir. Bunun yaninda, diger esbitiinlesme testleri 6rneklem
boyutuna duyarliyken, ARDL testi kiiglik 6rneklemlerde dahi giivenilir sonuglar vermektedir. Calismada kullanilan
ARDL modeli esitlik (11)'teki gibi gosterilmektedir:

ATOPSIS, = & + B,TOPSIS, | + B, K/L, , + B,GSYH, , + 3,CO,, , + B;E, , + 5,D2001, , +
B;D2008, , + > " AATOPSIS_ + > " y,AK/L_,+> " OAGSYH,  + " ¢ACO, , +

T MAE + Y w,AD2001, , + )" D,A2008, , +¢,
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Arastirma Bulgulari
TOPSIS ve Yapay Sinir Agi Sonuglan

TOPSIS metodu genellikle alternatifler arasinda
en iyiyi segmek i¢in kullanilsa da bu ¢alismada TOPSIS
skorlari Tarkiye’nin 1960 vyilindan itibaren enerji
etkinliginde nasil bir yol izledigini analiz etmek igin
kullanilmigtir.  TOPSIS  enerji verimlilik skorlarinin
zaman igindeki dagihmlarini ve YSA algoritmasinda
kullanilmak lzere tahmini verimlilik skorlari Gretmek
icin kullanilmistir (Bkz. Aye vd., 2018). Hesaplanan
TOPSIS eneriji etkinligi skorlarina gore ozellikle 2001 ve
2008 ekonomik kriz donemlerinde Tirkiye'nin enerji
etkinliginin 6nemli Olgide dustigu gozlemlenmistir.
TOPSIS eneriji verimlilik skorlari elde edildikten sonra,
TOPSIS skorlari YSA modelinin ¢ikti verisi olarak
kullanilmig ve yapay sinir agi CO2, GSYH, eneriji tiketimi,
isglicl basina disen sermaye stoguna karsilik enerji
verimlilik skorlari Uretmesi icin egitilmistir. Tahmin
edilen YSA algoritmasi, Tirkiye’nin incelenen dénemle
ilgili enerji etkinligi skorlarini yiksek bir dogruluk
derecesi ile tahmin etmeyi basarmistir. YSA modelinde

kullanilan TOPSIS verimlilik skorlari hesaplanirken
objektif agirhklar  kullanmak amaciyla Entropi
yonteminden faydalaniimistir. Yirmi denemeden sonra,
YSA algoritmasinin yapisinda girdi katmani ile gizli
katmani arasinda net toplam fonksiyonu, gizli katman
ile ¢cikti katmani arasinda ise sigmoid fonksiyonun
probleme en iyi uyumu saglayan fonksiyonlar oldugu
gozlemlenmistir. Probleme en iyi uyumu saglayan
fonksiyonlar secilirken, agin Urettigi hata kareler
toplami, nispi hata toplami ve gercek degerler ile
tahmin degerleri arasindaki korelasyon katsayisi
dikkate alindi. Tahmin edilen YSA algoritmasina
gore egitim sirasinda, hata kareleri toplami 0.024,
nispi hata 0.001 ve agin egitilme siresi ise 0:00:00.1
saniye olarak gerceklesmistir. Test asamasinda ise
hata kareleri toplami 0.007 olurken, nispi hata 0.002
olarak gergeklesmistir. Son olarak tahmin edilen YSA
algoritmasinda 6rneklem verilerinin  %68.5’i agin
egitimine ayrilirken, %31.5’i agin gliclin( test etmek igin
kullaniimistir. Tablo 1’de YSA'nin parametre tahminleri
gosterilmektedir.

Tablo 1: Yapay Sinir Agi Modeli Parametre Tahminleri

Gizli katman Cikti Katmani
H(1:1) H(1:2) TOPSIS
Girdi Katmani (Hata) -.453 1.156
K/L 224 -.550
GSYH 323 .092
E 472 -.234
D2008 .126 .016
D2001 .545 144
Cco2 .357 -.224
Gizli Katman (Hata) .994
H(1:1) .550
H(1:2) -1.360
Ag vapisi incelendiginde giris vektorinde alt degisken, baska bir ifade ile yedi dugumin
oldugu gizli katmanda ise hata digimi ile birlikte U¢ diGglimin oldugu gorilmektedir. Tahmin
edilen YSA verimlilik skorlarini agiklama gicl (belirlilik katsayisi) %99 olarak gergeklesmistir.
Bu katsayr gercek skorlar ile tahmin edilen skorlar arasindaki uyumdan hesaplanmistir.

Sekil 2: Tiirkiye’ye ait 1960-2013 Yillar1 Arasindaki TOPSIS Enerji Skorlari ve

YSA Tahmin Degerleri
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Sekil 2, Tirkiye’'nin 1960-2013 donemine ait
enerji verimlilik skorlarm1 ve YSA algoritmasinin
tahmini degerlerinin zaman grafigini gostermektedir.
Buna gore, YSA modeli TOPSIS enerji verimlilik
skorlarim1 olduk¢a iyi tahmin ettigi goriilmektedir.
Ele alman donemlerde enerji etkinligi skorlar1 artan
bir trent takip ederken, bu artig 2001 krizinden sonra

2008 yilina kadar artan oranli olarak gergeklesmistir.
Bunun yaninda Sekil 2’den 2001 krizi ve 2008 kiiresel
krizlerinde enerji verimlilik skorlarmin diistiigii net
bir sekilde goriilmektedir. Enerji verimlilik skorlar
gdz Oniline alindiginda incelenen donem boyunca
enerjinin en verimli ve en diisiik kullamildig1 yillar
sirastyla 2013 ve 1960 yillart olarak tahmin edilmistir.

Tablo 2: TOPSIS verimlilik skorlari ve YSA algoritmasi tahmin degerler

YIL TOPSIS Tahmin YIL TOPSIS Tahmin YIL TOPSIS Tahmin
1960 0.190 0.192 1978 0.235 0.235 1996 0.384 0.379
1961 0.191 0.192 1979 0.233 0.234 1997 0.405 0.400
1962 0.192 0.193 1980 0.240 0.237 1998 0.413 0.409
1963 0.192 0.194 1981 0.245 0.242 1999 0.419 0.408
1964 0.193 0.195 1982 0.255 0.250 2000 0.444 0.437
1965 0.193 0.195 1983 0.258 0.254 2001 0.406 0.408
1966 0.194 0.196 1984 0.266 0.261 2002 0.387 0.383
1967 0.195 0.197 1985 0.277 0.273 2003 0.401 0.399
1968 0.196 0.198 1986 0.287 0.284 2004 0.428 0.439
1969 0.198 0.200 1987 0.301 0.301 2005 0.457 0.467
1970 0.201 0.202 1988 0.301 0.300 2006 0.553 0.564
1971 0.204 0.204 1989 0.309 0.308 2007 0.664 0.687
1972 0.208 0.208 1990 0.317 0.323 2008 0.675 0.689
1973 0.212 0.212 1991 0.319 0.320 2009 0.657 0.643
1974 0.215 0.215 1992 0.325 0.326 2010 0.716 0.713
1975 0.220 0.220 1993 0.336 0.347 2011 0.757 0.743
1976 0.227 0.227 1994 0.343 0.338 2012 0.802 0.791
1977 0.235 0.234 1995 0.360 0.357 2013 0.808 0.807

Tablo 2 Tirkiye’nin 1960-2013 donemine ait TOPSIS
metoduyla hesaplanmis enerji verimlilik skorlarini
ve YSA algoritmasiyla tahmin edilmis enerji verimlilik
skorlarini gostermektedir. Buna gore, tahmin edilen
YSA modeli, gercek verimlilik degerleri ortismektedir.
Modelin agiklama giicii 0,998 olarak hesaplanmistir.
incelenen déneme bakildiginda model kusursuz bir
tahmin gercgeklestirmistir.

YSA modeli verimlilik skorlarini %99 oraninda
dogru tahmin ettigi ifade edilmisti. Bunun yaninda

enerji etkinligini belirleyen en o6nemli degiskenler
hangileridir sorusu enerji politikasi ve etkin enerji
kullanimi i¢in olduk¢a 6nemlidir. Zira enerji etkinligi
amaciyla uygulanacak politika ve yol haritasinin dogru
belirlenebilmesi icin dogru parametrelere yatirimlar
ve iyilestirmeler 6nemli olmaktadir. Bu dogrultuda
YSA algoritmasi  yardimiyla enerji  etkinliginin
belirlenmesindeki en o6nemli degiskenler duyarlilik
analizi (6nem analizi) yardimiyla tespit edilmeye
calisiimistir.

Tablo 3: YSA Modeli Duyarlilik Analizi
Degiskenler Onem Yiizdesi l.\!ormallestirilmis
Onem Yiizdesi
K/L 0,435 100,00%
GSYH 0,044 10,10%
E 0,183 42,10%
Cco2 0,152 35,00%
D2008 0,028 6,40%
D2001 0,158 36,40%
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Tablo 3’e goére, Tirkiye'nin enerji etkinligini
belirleyen en onemli degiskenler %43,5 ve %18,3
ile sirasiyla K/L ve tuketilen toplam enerji miktari
olmustur. Baska bir ifade ile enerjide biliyik oranda
disa bagimh bir Glke olan Tiurkiye’nin enerji etkinligini
belirleyen en 6nemli parametreler K/L degiskeni ve
toplam enerji tiketimi olarak gorilmektedir. Tabloda
yer alan normallestirilmis 6nem ylzdeleri, 6nem
ylzedesi en yuksek degiskenin degeri baz alinarak
hesaplanmistir. Buna gore en biyidk 6nem derecesi
%43.5 ile K/L degiskenine aittir ve K/L degiskenin

normallestirilmis 6nemi %100 olarak belirlenmistir.
Diger degiskenlerin tamaminin  normallestirilmis
onem dereceleri, 6nem yizdelerinin K/L degiskenin
onem vyizdesine bélinmesi ile hesaplanmistir.

ARDL Sinir Testi

Calismada ARDL sinir testi ile seriler arasindaki uzun
donemli iliskiler ve buna bagh olarak degiskenlerin
katsayilaritestedilmedenodnce, serilerinduraganligiADF
birim kok testleri ile incelenmistir. Serilere uygulanan
ADF birim kok testi sonuglari Tablo 4’te gosterilmektedir.

Tablo 4: Degiskenlerin ADF Birim Kok Test Sonuglar

Model A Model B Model C
Degiskenler k t P k t & k t

L(GSYH) 0 -2.76 3.82 0 -0.46 34.79%** 0 8.36
L(KL) 1 -0.53 1.60 0 2.48 7.75%** 0 3.92
L(E) 0 -1.79 2.86 0 -1.77 35.60*** 0 7.92
TOPSIS 9 2.19 14.11*** 9 5.38 16.38*** 2 3.18
L(CO2) 0 -2.18 7.10%* 0 -3.38%** 37.07%** 0 6.71
Kritik Degerler

1% (***) -4.14 9.31 -3.56 7.06 -2.61
5% (**) -3.49 6.73 -2.92 4.86 -1.95
10% (*) -3.17 5.61 -2.60 3.94 -1.61

Model A, B ve C sirasiyla ADF testi i¢in sabitli-trendli model, sabitli model ve sabitsiz-trendsiz modeli temsil

etmektedir ve k gecikme uzunluklarini gostermektedir.

Tablo4’e gére, CO2 degiskenin diizeyde duragan |(0)
oldugu gorilmektedir. L(GSYH), L(K/L) L(E) ve TOPSIS
degiskenleri birinci farklardan sonra duraganlagmistir.
Bu durumda, degiskenler ayni dereceden duragan
olmadikliri igin degiskenler arasindaki uzun dénemli
iliski ARDL sinir testi yaklagimi ile incelenmistir.
ARDL sinir testinde oncelikle VAR modeli ile uygun
gecikme uzunlugu belirlenmektedir. Elde edilen
sonuglarda Schwarz bilgi kriteri (SIC)'ne gore
belirlenen gecikme uzunlugu ile model kalintilarinin
otokorelasyon ve degisen varyans sorunu icermedigi
gozlenmistir. Uygun gecikme degeri ile sinir testine
gore degiskenler arasinda uzun dénemli iliski oldugu
sonucuna ulasiimis ve ARDL(4,2,4,1,4,4,0) modeli
ile ARDL uzun dénem katsayilari tahmin edilmistir.
ARDL sinir testi sonuglari Tablo 5’te yer almaktadir.

Tablo 5: Sinir Testi Sonuglari

iliskin  katsayilari  belirlemek amaciyla gecikme
uzunluklari serbest birakilarak tahmin edilen ARDL
model katsayilari Tablo 6'da yer almaktadir. Elde
edilen sonuglara gore, hata dizeltme katsayisi
(uyum hizi), (-0.316627) negatif, -1 ile 0 arasinda
ve istatistiksel olarak anlamli olmasi degiskenler
arasinda uzun donem iliskiyi gosteren modelin
dogru kuruldugunu goéstermektedir. Bu bulgu, uzun
donem dengesinden kisa dénem sapmalarinin her
yil %31 oraninda dlzeltilecegini gostermektedir.

Kritik Degerler

k | Fistatistik | 1(0) [12)

2.12 3.23 10% (*)
6 |5.142* 2.45 3.61 59%(**)
3.15 4.43 19(***)

Kisa ve uzun donemde seriler arasindaki iliskilere

Hata Diizeltme Modeli
Degiskenler Katsayi t-istatistigi
D(K/L) 0.024778* 11.96686
D(GSYH) -0.005231 -0.211017
D(CO2) 0.045967 0.991156
D(E) 0.276161* 4.463556
D(2001) -0.016092* -3.826646
D(2008) -0.006680 -0.662958
ECT(-1) -0.316627* -7.067516
Uzun Dénem Katsayilari
C 15.992599*

-18.871910
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K/L 0.019359* 6.9530800
GSYH 0.612458* 12.283380
Co2 -1.479287* -11.187801
E 0.872197* 3.9041840
D2001 -0.343363* -5.8605430
D2008 0.196883* 4.9152260

Not: * ** *** girasiyla %1,%5 ve %10 anlamlilik
diizeylerini gosteriyor.

Tablo 6’da yer alan s6nuglara gore, biitiin degiskenlerin
uzun doénemli katsayilar istatistiksel olarak anlamh
bulunmustur. ARDL testi sonuglarina gore isglicl basina
disen sermaye stoku, GSYH ve enerji tiketimindeki
%1 artis enerji verimliligini sirasiyla %0.019, %0.61
ve %0.87 oranlarinda pozitif etkilemektedir. Bununla
birlikte CO2 emisyonunun enerji verimliligi Gzerinde
etkisi negatif olarak bulunmustur. Bu durum Tirkiye’nin
enerji verimliligini arttirabilmesi icin CO2 salinimini
azaltici 6nlemleri almasi gerektigini gostermektedir.
CO2 salinimini azaltilmasi Paris iklim Konferansi’ndaki
hedeflere ulasabilmesi agisindan da 6nem tagimaktadir.

Sonug
Bu c¢alismada Turkiye’'nin enerji verimliligi TOPSIS, YSA
ve ARDL teknikleri ile 1960-2013 yillarini esas alarak
incelenmistir. Elde edilen TOPSIS enerji verimliligi

skorlari ile Tirkiye'nin enerji verimliliginin ele
alinan dénem boyunca yikselme egiliminde oldugu
gorilmektedir. Enerji verimliligindeki yiikselme egilimi
2001 ve 2008 yillarinda gerceklesen krizler nedeniyle
sekteye ugrasa da enerji verimliligi artmaya devam
etmistir. YSA sonuglarina gore enerji verimliligini
etkileyen en oOnemli degiskenler sirasiyla isglicl
basina diisen sermaye stoku ve CO2 emisyonu olarak
gerceklesmistir. ARDL sonuglarina gore, isglici basina
diisen sermaye stoku, GSYH ve eneriji titketiminin enerji
verimliligini pozitif etkilerken, CO2 emisyonu negatif
yonde etkilemektedir. Tirkiye’de enerji talebinin
ekonomik blylimeye paralel olarak artmasi nedeniyle
Turkiye’nin  enerji verimliligini arttirict  politikalar
gelistiriimesi 6nem arz etmektedir. Gelismekte olan
Ulkelerin eneriji ihtiyacglarini yenilenemeyen fosil yakit
tirlerinden karsilamalari sonucunda CO2 emisyonu
buna paralel olarak artmaktadir. Bununla birlikte,
enerji talebinin yenilenebilir enerji ¢esitlerinden
saglanmasi hem enerji verimliligini arttirabilecek hem
de Paris iklim Konferans’'nda belirlenen 2011 vyili
diizeyine gore 2023 yilina kadar sera gazi saliniminin
%21 azaltilmasi hedefine ulasmasini saglayacakdtr.
Bu nedenle, politika yapicilar yenilenebilir enerji
cesitlerinden gilines enerjisi, rizgar ve dogal gaz
gibi cevreye zararsiz enerji kaynaklarini daha fazla
kullanmayl saglayacak politikalar olusturmalidir.
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Abstract

The present study provides a new approach
to the subject of “spectator behaviors” in
sports marketing, a contemporary area of
marketing. In this study, the decision to watch
football games has been categorized as follows:
watching in a stadium, watching at home,
watching with a community and not watching.
The aim of the study is to discover people’s
perceptions of entertainment value of football
and characteristics of people in relation to
football, and other key elements behind these
individuals’ decisions of watching games, in
different categories. For this purpose, in-depth
interviews were conducted with 20 people (5
for each group) and the data gathered from
these interviews were analyzed through NVivo
11. According to the research findings, the
entertainment value for football is high for
the spectators who watch games in stadiums,
average for the audience who watch games
both at home and with a community, and low
for the non-watchers. Beside differences in
personalities, some main influencing factors
were also found for people’s watching/not
watching decisions and all these factors were

categorized as economic, social, cultural,
personal, motivational, and environmental
factors.
Keywords

Spectator Behaviors e Spectator
Characteristics ® Football’s Entertainment
Value ¢ Game Watching

It can be observed that organizing sports
events requires a great effort and big amounts
of money. Suckow (2008) argues that spending
money, especially on team sports, creates a business
environment. When the sports sector is examined
from a marketing point of view, the spectator, who
can be called consumer in this business environment,
is very important for the businesses in the market.
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Bu calisma, giincel bir pazarlama alani
olan spor pazarlamasinin “seyirci davranislari”
konusuna vyeni bir yaklasim getirmektedir.
Futbol maglarini izleme karari c¢alismada;
stadyumda, evde, bir toplulukla veya izlememe
olarak kategorize edilmistir. Calismanin amaci,
futbol maclari 6zelinde bireylerin eglence degeri
algilarini ve karakter ozelliklerini kesfetmek
ve farkl kategorilerdeki bu kisilerin kararlarini
izleyen diger kilit unsurlari bulmaktir. Bu amagla,
20 kisi (her grup icin 5 kisi) ile derinlemesine
goriasmeler yapilmis olup bu goérismelerden
elde edilen veriler NVivo 11 araciligiyla analiz
edilmistir. Arastirma bulgularina goére futbol
icin eglence degeri; stadyumda izlemekte
olan seyirciler igin yiksek, hem evde hem de
toplulukta izleyen seyirciler igcin ortalama ve
izlemeyenler icin distktir. Eglence degerinin

yani sira; farkli kategorilerdeki bireylerin
karakter ozellikleri aynstirilmis, ek o6nemli
faktorler sunulmus ve tim bu faktorler;

ekonomik, sosyal, kiiltiirel, kisisel, motivasyonel
ve cevresel faktorler olarak kategorize edilmistir.

Anahtar Kelimeler

Seyirci Davranislari e Seyirci Karakter
Ozellikleri ® Futbolun Eglence Degeri ® Futbol
izleme Karari ® Spor Endiistrisi

In a report of AT Kearney Management Consulting
Company (2016), it is clear how big the expenditures
and the market are worldwide for the sports industry.
According to the research report, while the size of
the sports industry all over the world was 46.5 billion
dollars in 2015, expenditures for 2016 were calculated
as 88 billion dollars. In the next two years, the size of
the sports market was expected to be $ 100 billion.
This calculation was based on ticket sales, media
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rights, and sponsorships. With the consideration of
sports equipment, licensed products, health and
fitness centers, the size of the sector reaches 700
billion dollars. In this classification, which includes
Turkey, it can be seen that the football market
constitutes more than 80% of the sports economy.

Within the scope of the study, the place of football
in lives of Turkish people has been determined firstly.
In this determination, football was thought of as
an entertainment and its entertainment value was
measured. Game watching behavior was categorized
as watching in the stadium, at home, and with a
community, and the non-watching decision was
held as a separate category. In addition, other key
elements of these decisions have been analyzed. The
study differentiates in that it categorizes the decision
to watch football games and includes people who
don’t watch football. The aim of the study is (i) to
determine the place of football in people’s lives and its
entertainment value among entertainment activities,
(i) to explore different characteristics of people
based on their groups, and (iii) to expose the other
causes that can be effective in watching decisions.

Literatue Review
Entertainment Value in Sports

Entertainment theories argue that pleasure,
satisfaction, and happiness increase with the game
regardless of the result of the game. According to
this understanding, fans will follow sports activities
to meet their entertainment needs, and at the
same time, their moral values such as goodness
and self-sacrifice  will improve (Sloan, 1989).

Zillmann et al. (1989) finds the entertainment
value of sports very important. The reason behind
the importance of entertainment factor is that
it requires less effort than participating in sports
activities as a performer. Entertainment value
which arises based on low cost, reasonable price
etc. is found as one of the most important factors
to participate in a sports activity as a spectator.

In the literature, entertainment value is considered
the effect of a holistic environment (Funk et al.,
2004). According to the research, the attractiveness
of a sporting event is related both to the value of the
excitement it gives and to the value of entertainment
that is worth the money spent. Besides, spectators
who go to three or less games in a season, perceive
the entertainment value of games lower than people
perceive who go to fourteen or more games. According
to the findings of this research, in order to think that
a game is both exciting and worth the money which
was spent, fourteen or more games are required.

Decision of Sports Consumption

Individuals can have various motivations to follow

sporting events, and this continues to be a matter
of curiosity in consumer behavior. The first study to
analyze the motivations of sports consumers and the
reasons why they consume sports, is the study of Sloan
et al. (1989) in which they approached motivations
under five categories and developed a scale called
SNAPS (Sports Need for Achievement and Power
Scale). According to this research, there are five basic
motivations, healthfulness effect, the search for stress
and encouragement, catharsis and aggression, seeking
fun and success. People consume sports with these five
basicmotivationsandaredelightedbythisconsumption.

When it comes to more current studies, it is seen
that the number of effective factors has increased
even more. According to Wann et al. (2001), there
are eight common motions of sports audiences.
These factors which motivate people to consume
sports are the escape, economic reasons, eustress,
self-esteem, being in a group, family, entertainment,
and aesthetics. Mahony et al. (2002) examined
the motivations of sports spectators specific to a
league. There are seven factors in this review: drama,
representative success, aesthetics, team loyalty, player
loyalty, sports loyalty and community pride. The
study of Trail and James (2001) is in parallel with the
studies of Wann et al. (2001) and Mahony et al. (2002)
for various dimensions. Here, sports consumption
takes place with motivations such as representation
success, knowledge integration, aesthetics, social
interaction, drama/eustress, escape, family, physical
attractiveness and physical abilities of participants.

The researchers tried to capture various points
of differentiation while analyzing the reasons for
watching sports events. Sex discrimination is one
of those. According to the research, gender differs
in the motivation of sports consumption (Wann et
al., 1999; Dietz-Uhler et al., 2000; Maclardie, 2002,
James and Ridinger, 2002). Most findings indicate
that women are more motivated by family values and
men are motivated by eustress, economic reasons,
self-esteem, and aesthetics. Another distinction is
that consumption motivations change according to
sports genres (McDonald et al., 2002). In this study,
individuals listed their favorite sports and declared
their motivational factors for consuming that sport.
The examined sports are automobile racing, college
baseball, professional baseball, college basketball,
professional basketball, college football, professional
football, golf and ice hockey. The motivating factors
of sports consumption are physical fitness, risk
taking, stress reduction, aggression, attachment, self-
esteem, commitment, achievement, value creation,
self-realization, social facilitation, competence
specialization, and aesthetics. Being in a group in
car races, high aesthetics of golf, low aesthetics of
football can be given as examples of motivations
behind the consumption of sports. In addition, escape
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motivation was not observed in any sports branch.

Trail et al. (2008) examined the reasons for
participating in sports competitions under two
main headlines, those which are related to the
venue and those which are not. The reasons for
participating in sports activities which are related to
the venue are concessions, toilet, sitting, clean saloon,
professionalism of staff and parking. Alternative leisure
activities, alternative sports entertainments, financial
cost, weather, lack of team success, social loyalty,
stadium places, gaming in radio/TV and work/school
loyalty are the ones that are not related to venue.

The behavior of sports consumption also differs
depending on whether that sport is an individual
sport or a team sport (Wann et al., 2008). Aesthetic
motivation is more important in the individual sports.
This may be due to the perception of aesthetically
pleasing appearances that arise from the nature
of these sports done by one person. On the other
hand, eustress, self-esteem, being in a group,
entertainment and family motivations stand out in
the team sports. It can be predicted that the team
sports can lead people to watch the competition in
a collective way, to wonder about the result and to
feel the excitement while watching the competition.

According to another classification in the same
study in which sports were resolved, whether the
sport is aggressive or not, is significant only for
motivations such as aesthetic, economic reasons,
eustress, being in a group and entertainment factors
(Wann et al., 2008). The aesthetic factor is influential
in non-aggressive sports genres, economic reasons,
eustress, being in a group and entertainment
factors are influential in aggressive sports genres.

Sports consumption can also take place at different
levels depending on how deeply people are involved
in that sport, they may be just a spectator or a fan,
and different motives can produce consumption (Trail
et al.,, 2003). Individuals who are fans of a sports
team and follow the team at a high level, can pursue
sporting activities with reasons such as escaping
from the mundane environment, supporting players,
communicating with other fans, supporting the team
coach. The so-called spectators are motivated by
reasons such as escaping, socializing, watching the
artistic quality of the game, watching a well-played

game without giving importance to winning or losing.
In Turkish society, it can be observed that classifications
similar to this, like fans, fanatics, are being made.

It is argued that the existing motivations of
spectators for participating in sports competitions
are also related to the degree of their interests. In
the study of Funk et al. (2004), the precursors to the
needed interests for people to participate in a sports
activity are as follows from the most frequent one to
the least frequent one: role modeling, team interest,
support for giving chance to women, entertainment
value, family reunification, representative success,
interest in that sport, coming together with friends,
socialization, community pride, escape, interest in
players. The research was applied to basketball.

It was found that the motivations affecting the
consumption of sports are related to the identification
with the team similar to the level of interest mentioned
above (Trail and James, 2001; Fink et al., 2002; Wann et
al., 2002; Trail et al., 2003). Identifying with the team
means that the sports consumers see their teams as
an expression of their own identities and thus they
build a psychological connection with the team (Wann
et al.,, 2001; Trail et al.,, 2003). Since identification
with a team is a factor that helps connect with the
community, there is also a connection between the
degree of identification with the team and the socio-
psychological well-being of people (Wann et al., 2001).

Studies conducted in the field of sports marketing
show that identification with the team is effective
in the decision to purchase and participate in sports
events (Trail et al., 2000; Laverie and Arnett, 2000).
Individuals who become highly identified with the
team tend to participate in sports competitions
more often and follow sports media more often. In
addition, these individuals are also sensitive not only
to the sports event itself but also to the environmental
conditions of the event (Wakefield and Wann, 2006).

Research Methods

Within the context of the research, perception of
entertainment value, characteristic features and other
main factors that can be influential in individuals’
football watching/not watching decisions were
studied. The conceptual framework that visualizes
the prospective associations is shown in Figure 1.

Figure 1: Conceptual Model
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In-depth interviews were conducted with individuals
about their decisions of watching football or not.
In-depth interview technique was used in order to
identify all the underlying reasons for individuals’
preferences with a holistic view, instead of using
some specific dimensions in quantitative studies on
decisions of watching/not watching football games
and to approach the subject with a new classification
such as watching games in stadium, watching games
at home, watching games with a community and
not watching and to distinguish between these four
groups. On the other hand, this qualitative method
was chosen to take advantage of in-depth interviews
as a method to obtain more detailed information than
group discussions can (Gegez, 2015).It was decided to
conduct in-depth interviews with 5 people who watch
games in the stadium, 5 who watch games at home,
5 who watch games with a community and 5 people
who don’t watch games. A total number of 20 people
was thought to be sufficient by foreseeing the number
of interviews at which replies start to repeat. If the
responses do not repeat each other, it was planned that
each group would be increased by five people. In the
sampling process, a significant importance was given
to including women in the sampling of the study. Even
though football is perceived as a more masculine sport,
women were also included (one participant in each
group) so that the selected people could represent
the population better. In addition, participants
supporting different teams were selected so that the
subject can be moved from the team dimension to the
football dimension and in order to receive responses
regarding the entire league. Interviews were held in
quiet surroundings within the university campus and
each interview lasted approximately 45 minutes.

Analyzes of in-depth interviews were conducted
throughout the program “NVivo”, which can be used
to analyze the data in qualitative research. In this
study, which is a kind of content analysis, it is aimed to
reach various concepts and relations that explain the
situation through the data as it is also the main aim
of this analysis method (Yildirrm and Simsek, 2008).

Findings

Within the scope of the research, interviews were
made with 4 groups of people who watch games in
the stadium, at home, with a community and never
watch at all. Each group consisted of 5 people. These
interviews were analyzed with the NVivo 11 program
and a model was developed for each group. In addition
to the personal characteristics and the entertainment
value perceptions, other factors that are influential
in decisions of watching/not watching games are
also highlighted. All these factors were examined
within the framework of a classification, including
the main themes such as economic, social, cultural,
personal, motivational, and environmental factors
in order to provide the results in a more holistic and
comprehensive approach and were discussed in the
next part of the study with the extant literature.

Decision to Watch Games in the Stadium

The concepts associated with the decisions of
individuals to watch games in the stadium are shown
in Figure 2. The main elements that are effective in this
decision are to be close to other fans, having a high
value of entertainment for football, to get excited, to
escape from daily life, matching football with personal
characteristics, seeing it as a social activity, the stadium
atmosphere, and the desire to be close to the team.

Figure 2: Influencing Factors on Decision of Watching Games in the Stadium

Economic factors

When it is examined from the point of view of
football’s entertainment value, it can be seen that
people have placed football in the first place as an
entertainment alternative and the entertainment

value is high for these people. Most individuals see it as
the first activity or one of first few activities to do and
they even shape their plans according to this activity.
The expressions about the subject are as follows:
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“...Watchinggamesisagoodoptionin mylife.Itisalso
worththemoneyandtimeyouspend.It’sveryenjoyable.
In other activities, it is necessary to make a plan, it’s
not like that in football games. The dates and times of
games are already determined. You just decide how to
watch it, with whom, for example. So, it is a planned
and presented activity, which increases its value...”

“..Compared to cinema, theater or concert,
football is certainly a much more cost-effective event,
considering they all last between about 90 and 120
minutes and all provide the same level of fun and
enjoy. That’s why you can get what you pay for...”

Personal factors

The personal characteristics of the participants
who follow games in the stadium were analyzed. It was
observed that people approach games emotionally,
integrate football with their lives, wonder and want to
be in the stadium for every game, follow games with a
senseofresponsibilityandare passionateaboutfootball.
It can be seen that the participants whose personal
characteristics are tried to be analyzed in various ways,
explained themselves with the following expressions:

“..I think we are more emotional as a group
of fans. We're a little more romantic. We go to
every game. We feel sorry there, we feel happy
there. We are also trying to go to away games.
For example, | feel remorse when | miss a game,
| feel like | left the other fans and the team alone...”

“..1 read books about football. | wonder
what’s behind, I'm always trying to find out. | read
magazines, football writings. | like to read interesting
anecdotes from both outside and inside of the field.
| play PlayStation and some football games ... | am
interested in all areas of football, it’s in my life...”

“.There isn’t any league I'm not following. | follow
every league that might come to mind, in different
ways. | watch on the internet or | check the results at
least. For example, there’s a league in Peru and | follow
it... I can integrate it to life a lot. It is not just passes and
shots. There are corruptions in transfers, for example,
and | am curious about them as an accountant.”

“...I have to be rigorous and orderly for the job | do,
and | look at football the same way. | look at the results
of games, | watch highlights of every game. Highlights
of games in all the major leagues are on an app, etc., |
go to bed half an hour earlier and watch them. | feel like
| have not completed all of my work if | didn’t do so...”

“...I am passionate about life too. | try my best for
something | want. For football and my team, I do it all...”

Motivational factors

The people who watch games in the stadium
especially emphasize the excitement they feel
there. Most of the participants expressed the
excitement they experience in the following ways:

“«

..You are watching something active live,
you get excited and it gives me a great pleasure.

What | experience in the stadium is more exciting
to me, than watching at home. You watch the
same thing, but | think being close to it is more
exciting. Everything happens in front of your eyes...”

“.. There is team play, competition is too much,
the score is very vague and concentration is very
important, you may even lose against a team that
you don’t see as a serious competitor. That’s why
it’s exciting. It’s even more exciting to watch it in the
stadium. Because you can feel these elements more
powerful. It is the place where the action takes place...”

It has been observed that people watch games to
get away from daily life, events or problems. Individuals
that follow games in the stadium particularly stress this.
Participants see the stadium as a “different” place. The
stadiums are described with the following expressions
as a place to escape even from the country agenda:

“.The stadium is a place for me to get away from
the country agenda, current events. It’s like all that
people believe in the same thing and think the same.
Surely, there are people different than each other
in the stadium, in that game. But you feel very close
to others when you feel sorry or happy because of
the same thing, it becomes a place to take refuge...”

“...I do not think of anything else during the game,
| really focus only on the game. We may think of it
as a way of discharging but sometimes, because of
the game, | get more nervous, stressful and even
unhappy. Nevertheless, | can say that my greatest
motivation is to be in the stadium. At home, | have
other things to do, and there are other things to
think about. The only thing to do in the stadium is to
follow the game, to enjoy. Things happening outside
or other things in my life have no importance...”

Finally, it has been observed that people who
watch games in the stadium prefer to be close to
their teams. Fans, who sometimes describe this
as a historical testimony, or being in history, think
that living something is not the same as watching
it at home later. Supporters argue that it is much
more meaningful to live it with the team in the
stadium. It is argued that events that may become
a symbol of team history need to be experienced
together. The emphasis on the subject is as follows:

“I get excited when I'm close to my team. Sometimes
our supporters are said to be very influential in
victories of the team. It also makes me happy to be one
of the factors that bring the win, and also to testify it.”

contains
alive..”

“..Afterwards,
a part of you. To

winning or losing
testify  history
Environmental factors

The stadium atmosphere is another important
factor for people to prefer to watch games there. The
often- emphasized atmosphere is appealing to the
participants. The fans prefer the stadium to breathe
that atmosphere in and they wait for another game
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day to come. People see themselves as one of the
components of the game and express it like this:

“..1 prefer the stadium because of the
atmosphere. You are involved in the game there.
You are doing something during the game,
you have a task: to revive the team, etc...”

“...The players’ will to win ... Sometimes not to win ...
The entry of many political, religious, ethnic elements
into the football and their conflicts in the field, the
reflection of these factors as a sport in the field and the
biggestsanctionisaredcard...ltgivesmealotofpleasure
that all these feelings reflect as a sport. It is a great thing
in my life to examine and try to understand them..”

Being with other fans is one of the most frequent
reasons why people watch games in the stadium.
Participants feel pleasure to experience same
feelings with other people in the same environment
and express this with the following sentences:

“...The main thing is to be in the stadium together
with thousands of fans. It’s not like living it by yourself
alone, some feel the same as you and just looking at
their eyes is enough to see that enthusiasm. Most of
the fans who have seasonal ticket know this feeling...”

“...ThankstoBesiktas, lhave gained greatfriendships.

There are people who understand each other
well in that group. These people are my friends
now but | know other people in the stadium
who have the potential to become a friend.
Together we shed tears when the time comes. An
outsider may think how ridiculous it is to cry....”

Participants who prefer to watch games in the
stadium see it as a social event. Participants who
don’t limit the game to only 90 minutes, classify game
days as an event day. This social event is spreading
throughout the day and they enjoy it. Participants’
explanations about the subject are as follows:

“...Every game day is like a festival, it is a great
pleasure for me to meet friends that day. The event
starts during the day, before the game, maybe even
continues after the game. It’s a social activity for us...”

“..The excitement starts during the day for us, we
feel the game atmosphere. We continue with that
enthusiasm in the stadium. We go to away games,
for example, we stay there a day or two ... The team
wins, takes the cup and it’s just viewed in the museum.
But the things we experience because of the team are
pleasant. It is very enjoyable for us before and after the
game. Away games are very good, very enjoyable...”

Decision to Watch Games at Home

People prefer to watch games at home because of
reasons like spending only the time aslong as one game,
to make plans for other activities, to be comfortable, to
reach easily, to carry out an activity with family without
neglecting them. As can be seen in Figure 3, people
in this group see football as an activity with average
entertainment value. In addition, it has been observed
that they are thriftier and looking for more comfort.
Sparing as much time as the duration of a game is
the most common issue for participants in this group.

Figure 3: Influencing Factors on Decision of Watching Games at Home

Economic factors

Those who watch games at home think that football
has average importance as an activity and don’t find its
value too high or low. Participants don’t put it in the
first place as an alternative. Watching games, whether
on the encrypted broadcasting channel of which they
have membership, or on national channels, is an activity
to do at home. They argue that wasted effort and
money are almost equal to or lower than the pleasure
taken from games. The expressions are as follows:

“...I prefer to go out with my wife or if there’s another
nice show, | prefer it. Watching game is not a must. If |
don’thaveanythingelsetodo, | watch. | couldn’tsay that
it’sdefinitelyworththe money. Thatmoneyisspenttobe
with friends, rather than watching the game I think...”

“...Maybe it’s a habit but it’s a good alternative. | can
say it’s worth the money and time spent, but | don’t
know really. It’s an expensive activity in such sector
with such big money. Still, | say it’s worth it. If you're a
fan of a team and when the team wins, you don’t think

676



Exploring Effective Factors on Football Games Watching Decisions of Individuals: The Role of Entertainment Value and People’s

Characteristics in Watching Games

aboutit. Maybe you question it when the team loses...”
Social factors

Family influence is also an important factor.
People are stressing that it is hard to watch a game
out with the community. Taking the entire family
to the game or taking them to a café is not a viable
option for every game. In addition, watching football
games is seen as a good alternative to spend time
together. Fans explain this in the following ways:

“.. am a man who has 2 little children. It’s not easy
to leave my family and go out on a Sunday evening.
Watching at home with them is more peaceful to me...”

“..After |, the youngest sibling, got married, it has
been an excuse for us to come together with the
men in the family. We come together on weekends,
watch games, dine and talk, mostly about football...”

Personal factors

When the fans in this group are treated in terms of
their personal characteristics, it can be observed that
they seek comfort and are conservative. By choosing
to watch at home, they decide in accordance with
their characteristics. They emphasize this as follows:

“...The enthusiasm in the stadium is also nice but |
prefer my comfortable couch. It’s more enjoyable to me.
Comfort is very important in my life, | can’t suffer only
to watch a game. Traffic, noise etc. are unnecessary...”

“...Iwouldn’t buy VIP tickets even | had a lot of money.
I am a man who tracks his money. | won’t pay money for
this sport which became industrial. | watch games on
national channels or | watch highlights on the internet. |
like watching games but | don’t make a budget forit...”

Motivational factors

Since the participants are already at home, they
consider it an activity as close as a remote control. It
is emphasized that they can watch when they want,
as they want and behave as they want while watching.
Important expressions about the subject are as follows:

“..I think it's a great burden to go out to watch
games. It takes a lot of time. It takes even extra time to
go to a cafe in the neighborhood. 90 minutes is enough
for such an activity. There’s no need to make an extra
effort, like bearing traffic, looking for cafes etc....”

“..A game lasts 90 minutes. It is also enjoyable
to watch it in the stadium but | can’t even calculate
how much time needed to go there and come
back home. | do not want to spend the whole day.
You open it when the games start, you close it
when they’re done. | should hold this freedom... “

Participants in this group, who think they
shouldn’t miss life to watch games, want to be able
to attach it easily into their plans. People say that
it is very difficult to place an activity before or after
watching a game in other forms. Fans who prefer
to watch games at home in order to be able to do
other activities, not to miss life, to participate in

other activities, express it in the following ways.

“..If | made a plan for that day, | would apply it, not
cancel it. But | can postpone watching a movie, | can
watch it after the game either. I'm home anyway...”

“.The time spent for watching football does
not exceed its own duration at home. | can go
out later, watch series, etc. If | go out, | may get
too tired to participate in any other activity.”

Watching games at home is perceived as a much
more accessible activity. Fans say that with a
membership system, they have the chance to watch
any game they want, not just their teams’ games. At
the same time, they also claim to have the freedom
to pay for games they want. On the other hand, they
emphasize that they can also watch games on national
channels. At home, watching by coincidence is also an
option for individuals. The expressions look like these:

“..It's a much more reachable sports branch, and
it’s far more reachable at home. In the beginning of
the season, you can choose to buy games of a team
or league you want. So, you have an alternative
lasting a year. Watch it or not, as you wish. | also
follow other leagues; how can | go to those games...”

“.We felt a connection in our childhood maybe
because it’s very easy to reach. Games were watched
at home in my childhood. It has always been something
to watch at home for me. Like watching series on tv...”

Environmental factors

Comfort is one of the most important reasons
for people to watch games at home. Being able to
behave as they want, is one of the priorities of these
fans. Individuals want to watch games at home
comfortably and participate in this activity from their
own living spaces. They do not like being together
with other fans and restricting themselves. Fans
express their search for comfort in the following ways:

“...Being more comfortable. You can watch games
as you like, comfortably. Why should | be in an activity
in which | need to be careful about how to behave!”

“...it’s very enjoyable to watch games at home, while
drinking tea or coffee. You don’t have to be careful about
what you say, what comes out of your mouth. It’s your
home and your order, you’re with friends/family...”

Decision to Watch Games with a Community

Factors, which influence the decision to watch games
with a community are to combine football games with
otherthingsintoaversatileactivity, toviewitasacultural
activity, tosocialize and the freedomto choose the place
to watch. People in this group rate entertainment value
of football as “average”, just like home-watchers. As
can be seen in Figure 4, the participants are those who
love the crowd and have strong communication skills.
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Figure 4: Influencing Factors on Decision of Watching Games with The Community

Economic factors

Individuals who prefer to watch games with a
community, like those who prefer home, do not
choose football as their first entertainment alternative
and think that it’s worth averagely the time and
money spent. According to the individuals in this
group, there are activities to choose first and these
activities are more worthy of the money and time
spent. Watching games is an alternative but not in a
high rank. The expressions of individuals are as follows:

“...I think seasonal tickets are expensive. It's more
reasonable to watch in cafes. | feel like it’s worth it.
But it also depends on the situation of the team. If
you feel happy, you don’t think much about money...”

Economic factors

Individuals who prefer to watch games with a
community, like those who prefer home, do not
choose football as their first entertainment alternative
and think that it’s worth averagely the time and
money spent. According to the individuals in this
group, there are activities to choose first and these
activities are more worthy of the money and time
spent. Watching games is an alternative but not in a
high rank. The expressions of individuals are as follows:

“...I think seasonal tickets are expensive. It's more
reasonable to watch in cafes. | feel like it’s worth it.
But it also depends on the situation of the team. If
you feel happy, you don’t think much about money...”

“..If there’s no other activity, | watch games. If
there are more enjoyable things, | don’t prefer games.
It’s not more entertaining than many things. | think
it doesn’t entertain most people, it gives stress...”

Cultural factors

Individuals argue that it is a culture to watch games
with a community. Participants indicated that this is
what they learned in their childhood, and that’s why it
is so today. People’s views on the subject are as follows:

“.We've have been always watching games
in coffee houses since my childhood. It's a
habit now. It gives me joy and excitement.

I've been feeling this way since childhood and
I've never changed the way | watch games..”

“.It's a cultural learning. In Trabzon, the
activity in my family wasn’t going to the theatre,
cinema etc. We watched games out. It’s usual
that fathers take children to the stadium but we
didn’t. | don’t know if it's about money or security
issues. We have the coffee house culture o

Personal factors

Considering  personal characteristics, it is
noteworthy that individuals in this group like
the crowd and are communication-oriented.

Communicating with the community and living in
that crowd is an element that people in the group
often emphasize. Excerpts from quotes are as follows:

“.We share something altogether. | love that
crowd. Of course, it's a group with tolerance. fans
of rival teams are there too. Actually, it's strange
that you can watch the game together. The stadium
is also crowded but that crowd is not that sincere.

“...We watch games together, all in all. Then we sit
there and talk, have long conversations. We share the
moment. Talking about footballalso makes me happy...”

Motivational factors

The participants are happy to be able to choose
a new option for each game, rather than having just
two options, home, and stadium. Sometimes they
watch the game where they are a regular guest
but they are happy to be able to make changes
according to the people with whom they are going
to watch the game or according to their experiences.
Example explanations can be seen as follows.

“..Because | and my wife like to socialize and
breath that atmosphere. We watch games at good
quality places where we feel safe. If we don’t like
a place, we try a new one. Home is boring...”

“..If  go with my family, | choose safer places. If | go
with my friends, | choose places in which we can have
conversations more comfortable. When I'm alone,
| choose crowded places. | have many options...”
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Environmental factors

People in this group perceive watching games as
an activity to do usually with a community. Here, it is
also important to do something with other individuals
in the community. If the place where the game is
watched is a cafe, it is preferable to spend time with
friends, or it is important to meet new people there,
to socialize. People express this with these words:

“..If I'll meet friends, | make a plan to watch the
game. So that | can spend time with friends while
watching the game. If I'll watch it by myself, | goout
and watch the game while eating. | guess | can’t
watch a game 90 minutes fully concentrated...”

“..I play backgammon with friends in the coffee
house and at the same time, | watch the game. | used to
watch games carefully but | don’t watch alone anymore.
Now | do something while watching games. | don’t like
to be at home because there’s nothing much to do...”

Watching games with a community is not seen as
a planned social activity like going to the stadium but
it is expressed that they get socialized with people in
the environment. People prefer to share something

with that community. The participants, who stated
that they gather together with people they don’t know
or barely know, explain their pleasure in these ways:

“.It's more delightful to experience that
enthusiasm with a community. The atmosphere
of the game is better, you can focus on the
game better. And a smaller place is sincerer...”

“..l like to spend time with people in that café.
People leave the stadium after the game. We stay
in the café for a while after the game and talk about
it. Sometimes there are people | know, sometimes
there are not. But the atmosphere is the same...”

Decision not to Watch Games

Within the scope of the research, not only the
different forms of the game watching decision but also
the decision of not watching games were examined.
In addition to the individuals’ personalities and
perceptions of entertainment values, as shown in
Figure 5, elements such as the pursuit of justice, the
perception of quality and the pursuit of freedom in
football, teamfailure,and theimbalance ofthe country’s
economy and football economy have been identified.

Figure 5: Influencing Factors on Decision of Not Watching Games

Economic factors

Participants in this group, categorize the
entertainment value of football as low. They do
not see it as an alternative to watch games but also
think that watching a game doesn’t compensate a
material or spiritual effort. Here, only the exception
of watching national games is encountered.
Individuals may watch national games, even if they
do not watch any game in the league. Here are the
responses of people specific to entertainment value:

“...Watching series is the most enjoyable thing to
me, it’s more practical and entertaining than football. If
I'd go to the stadium and watch a game at an expensive
seat, spend money and time, | think it wouldn’t worth
it. There has to be an exception, like a national game...”

“...to me, football means nothing more than playing

it with my nephew on the field in our neighborhood.
| prefer watching movies, having conversations with
my friends and family or reading books instead.

Another emphasis of the individuals who don’t
watch games, is the imbalance between country
economy and football economy. They argue that the
money spent on football in a developing country is
quite unnecessary. Participants, who are observed
to be very sensitive in this regard, refuse to be a
part of it and watch games to grow the football
economy. Participants who believe that spending
money to watch games is contributing to it, states
that they are uncomfortable in the following ways:

ul

don’t and won’t watch games because
our economy is small but big money is spent on
football. There is also big money spent on football
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in Europe too, but they have big economies. It's
unnecessary here. Players talk about everything that
is none of their businesses just because they earn
a lot of money. This is not the spirit of sports...”

“...Money is spent unnecessarily. | think this sector
grew up because of advertisements. What about the
country? Why would | be a part of it? | have a certain
income, it’s nonsense to reserve a share of it..”

Personal factors

When the personalities of those who do not watch
games are taken into consideration, lack of sense of
belonging, being logical and not being loyal stand out.
People don’t have these features against football and
can’t follow games. Examined in various subcategories,
thecharacteristicsoftheindividualsstandoutasfollows:

“..Idon’thavethesenseofbelonging.lcan’tdedicate
myself to a team. Especially if there are injustices, there
is no entertainmentvalue. Then why should | watch it?”

“..I'm logical. That’s why, when | see an effortless
team, my logic doesn’t let me watch games even
though I'm very attached to my team emotionally...”

“..I see hostile communications, and | hate that.
What football became doesn’t make any sense. | think
if one thinks about it, he won’t follow football...”

“..People are very loyal, there is loyalty in
football. But the games are played once a week,
not like once a month etc. | can’t keep track of it...”

Motivational factors

The search for justice in football is one of the
issues that individuals who do not watch games
emphasize. The fans who think that there are
injustices in football with various reasons, either
quit watching games or never watched at all.
Participants’ views on the subject are as follows:

“.There shouldn’t be injustices in sports.
Presidents, federations, politics involving
football, fights between fans are things that

piss me off and drive me not to watch games.”

“...After a game, | don’t want to think if it was a
setup or not. That’s just sports! | don’t want to watch
a theater. If it isn’t fair, I'm not into that sport...”

The quality of the team and the game played
is another factor that keeps people from watching
games. People stress that they do not want to spend
time for a low-quality activity. A strong game, good
moves, good saves, an exciting event from start to
finish are people’s expectations. However, they do not
think that games contain these and therefore they do
not watch them. The quotes of people are as follows:

“.The quality of the league is getting lower. My
team, Galatasaray, has been going bad for the last
2-3 seasons. It's not just about failure, the game
isn’t enjoyable. Why should | spend time for it?”

“..I don’t follow other leagues as well, but at least
they have a good quality football. They play it well. You
don’t see an effort in our league. | don’t know why
footballin our countryisn’t good. Butit’s not exciting...”

Participants think that there is no state of freedom
in football and there are interventions from outside
somehow. Individuals who think that teams and
players are under pressure, claim that games are
far from being sports activities in this respect. It is
stated that when teams encounter with pressures
from various people, institutions or situations, they
will not succeed and this is very dominant in our
country. Participants state the situation as follows:

“..I don’t think that players and teams are free.
They are under pressure. You can see it when a
player isn’t even running. | don’t know if there’s
game fixing or not but | can tell that teams are
not free enough to think only about football...”

“.The president of the club appears on TV, he
talks and talks... If | were a player, | couldn’t play too.
Too much pressure. | can’t stand those Tv shows...”

Team failure is an important reason for people
why not to watch games. Here, the answers of
people who watched games for a period draw
attention. These participants emphasize that they
quit watching games because of their teams’
failure, not the dynamics of football. In this section
where team-centered responses are intensified,
the points that people emphasize are as follows:

“.It has lost its meaning when Galatasaray
went bad. Without cups, a team is unsuccessful.
| think it makes no sense to follow other teams if
you no longer have interest in your own team...”

“..Itis related to the success of the team. This year
my team was bad for example, that value decreased for
us. But we were good at basketball, we looked forward to
games. [t was very delightful, we enjoyed a lot. Especially
in football, the success of the teamis very important...”

Discussion

In the scope of the study, in-depth interviews
were conducted with 20 people, and this number
was found to be sufficient because of the repeated
replies from the respondents and the sample did
not need to be expanded. As a result of the findings
of the 20 interviews, different elements were
revealed which are effective on the watchers and
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non-watchers’ decisions to watch games or not. As
mentioned above, these individuals have different
characteristic features, different perceptions of
entertainment value and different motivating factors.

The most important contribution of the study is
classifying decisions of people regarding watching
games in the stadium, at home, with a community,
and not watching. Different perceptions and decisions
of these people provide diffent consumption patterns
and these were hold within a framework including
economic, social, cultural, personal, motivational, and
environmental factors highlighted by the respondents
in this study. According to the research findings,
all main themes except social and cultural factors
were observed on people who watch games in the
stadium, all themes except cultural factors were
seen for the group of “wathing games at home”,
all themes except social were encountered in the
category of “watching games with a community”, and
only economic, personal, and motivational factors
were found for people who do not watch games.
Details about highlited factors mentioned by the
respondents of each category were presented below:

Economic factors

Consumers’ spending and purchasing behaviors are
affected by economic factors (Kotler and Armstrong,
2010). These factors may also affect their perceptions
about the price and value of a product or service.
The situation is likely to be the case for the football
sector as well. According to the results of this study,
individuals have different perceptions among groups
(watching in the stadium, at home, with a community,
and not watching) towards the entertainment value
of football. These results also provide evidence to the
extant literature by presenting another classification
and extending the current findings (Zillmann et al.,
1989; Wann et a., 2001; Funk et al., 2004; Trail et
al.,, 2008; Wann et al., 2008). Zillmann et al. (1989),
for instance, holds entertainment value as one of
the most important factors to participate in sports
activities. The results of the present study support
the importance of entertainment value for watching
games, by adding it a special category, “watching
games in the stadium”. For other categories, new
strategies can be developed to icrease entertainment
value of games and attract people. Besides, the results
of the present study support the approach of values
created by sporting events, representing the value of
excitement and the value of entertainment (Funk et al.,
2004). A parallel approach was observed in the present
research except the category of “not watching games”.
For this category, another economic factor occurred.
The respondents in this category think that there is an
imbalance between country’s economy and football
economy. They support that money spent on football
is more than necessary in this country. This approach is

also an evidence to the importance of economic factors
for watching games, but from a negative perspective.

Social factors

Another focus affecting consumers’ decision
making, social factors, also revealed in people’s
decisions to watch football games. The effect of
family represents one of the affective factors in
decision-making of people who prefer to watch
games at home, in the present study. Results in this
direction make a new contribution for the importance
of “family effect” (Wann et al., 2001; Mahony et
al.,2002; Trail and James, 2008; Wann et al., 2008) by
supporting it with a special categorization, “watching
at home”. In this regard, positioning the football
games as a family activity which is both entertaining
and comprehensive, will be a beneficial strategy for
the sector to attract people especially this category.

Cultural factors

Cultural factors play also an important role in
consumer decision-making and in this context, it
can be seen that watching games with a community
represents a cultural event for the Turkish society.
Considering games as an entertainment product,
the findings show that consuming it has always been
something that children grow up with in this country.
The study also shows that this factor is especially seen
for the group of “watching games with a community”.

Personal factors

Personal factors including the chracteristics of
consumer are also very important for both general
consumption patterns of individuals (Keller and Kotler,
2016) and sports consumption specifically (Wann
et al.,, 1999; Dietz-Uhler et al., 2000; Maclardie,
2002; James and Ridinger, 2002; Funk et al., 2004).
Unlike the current literature (Wann et al., 1999;
Dietz-Uhler et al., 2000; MaclLardie, 2002; James
and Ridinger, 2002; Funk et al., 2004), there is not
a sharp distinction between gender and interest.
Within the scope of the research, a difference was not
observed, although a woman was selected for each
group for a better representation of the population.
Although there are individuals with different interest
ratings in each group, a direct distinction was not
seen in motivations and decisions to watch games.

In addition to gender effect, the present study
also provides special personal characteristics for
each category. These are emotionality, wondering,
responsibility, passion, integrating football with
life for the group “wathing games in stadium”,
seeking comfort and being thriftier for the group
of “wathing games at home”, loving the crowd
and having strong communication skilss fot the
category “watching games with a community”, and
not having the sense of belonging, being logical,
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not being loyal for “not wathing games” category.

Motivational factors

Existing motivating factors in the liteature to
follow sporting events were also observed through
the interviews in this study such as entertainment,
seeking success, escape, economic reasons, eustress/
drama, family, representative success, loyalty, social
interaction (Sloan et al., 1989; Trail and James, 2001;
Mahony et al.). Moreover, additional information are
also provided about on which channel individuals
with these factors follow games, such as wathing in
the stadium, at home, with a community, and not
watching. For instance, escape represents a prominent
factor in all these factors (Wann et al., 2001; Trail
and James, 2001; Trail et al., 2003; Funk et al., 2004)
and the results of the study highlight it’s importance
for the category of “wathing games in stadium”
especially. Furthermore, , a variety of other factors
are frequently encountered as mentioned above

When football is regarded as a team sport,
highlighted factors like eustress, belonging to a group,
entertainment and family motivations which reveal in
team sports (Wann et al., 2008) were also observed by
the present study. When this sport is categorized as an
aggressive sport, arising economic reasons, eustress,
beinginagroup,andentertainmentfactors wereverified
(Wann et al., 2008) and the present study also supports
this approach since the football games can be seen as
an aggressive sport activity and such factors were also
revealed through in-depth interviews in this study.

Identification with the team appearsto be abehavior
especially observed in individuals following games in
the stadium. These people feel a connection between
themselves and the team and try to support their team
with a sense of responsibility (Wann et al., 2001; Trail
et al., 2003). It can be seen that they go to games to
support their teams and there is a positive relationship
between the need to support and watching rate.

Environmental factors

One of the external factors, environmental factors,
include the entire environment outside the individual
(Kotler and Armstrong, 2010) and for sporting events,
the “atmosphere”, representing the climate in place
of an event, can be hold as an environmental factor
in his study. The atmosphere shows environmental
conditions of the sports event and these conditions
have also an effect on decision-making of spectators
(Wakefield and Wann, 2006). This is more observable
for the group “watching games in stadium” in this
study. The respondents in this group see the stadiums
as a place where they can socialize and experience
a different and special thing. Extant literature also

highlihts the importance of venue-related factors (Trail
et al., 2008), but they attract more attention to physical
things in stadiums like toilet, sitting, clean saloon,
professionalism of staff and parking etc. Our findings,
hovewer, indicate more the emotional states of people
and emotional outputs of them like being together
with other spectators in the stadium atmosphere and
the happiness created by that atmosphere. Moreover,
people who prefer to watch games with a community
also find the atmosphere important and they see the
places where they watch games as a tool for socializing,
representing one of the affective factors to attend
sports events (Trail et al., 2003; funk et al., 2004). For
the group of “watching games at home”, on the other
hand, it was seen that comfort seeking is a factor which
can be seen as an environmental condition. People in
this group argue that their homes are more comfortable
and they feel more comfortable in that atmosphere.

Conclusion

In the team sports sector, representing a business
environment (Suckow, 2008) in which big expenditures
were made, highlighted factors by this study that are
effective in individuals’ decisions, should be focused
on. In such an environment, both consumers’ and
potential consumers’ decisions and even decision
making processes should be paid attention to.
With appropriate consumer-focused strategies and
marketing activities, it is possible to reach sports
consumers successfully and provide various benefits
both to them and the sector. In this regard, creating
value for both sides will be a significant benefit for
the football sector as most marketing strategist
support the importance of customer value (Lai, 1995).

In addition to the favorable implications of the
research, there is a limitation, using a convenience
sample. The sample that consists of only supporters of
four major teams in the country can be reproduced in
future research. Even though supporters of these four
teams were used equally to ensure the representation
of the population, the research can be extended to the
followers of other teams, even teams in worldwide
major leagues or minor leagues in the world. Spectators
of these teams can have different characteristics.
Moreover, further researches can be conducted with
a cross-cultural approach while handling spectators of
teams from different categories and different cultures.
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Elektrik Altyapi Kalitesinin imalat Sanayi Performansina Etkileri: Diinya Bankasi
isletme Anketleri Uzerine Bir Panel Veri Analizi

The Effects of Power Infrastructure Quality on Manufacturing Industry
Performance: A Panel Data Analysis on World Bank Enterprise Surveys
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Oz

Bu calisma elektrik altyapi kalitesinin imalat
sanayindekifirmaperformansininasiletkiledigini
incelemektedir. Bu baglamda yiz otuz dokuz
Ulkeden yaklasik yiiz otuz bir bin firmanin 2006—
2017 yillari arasindaki verilerinin derlendigi
Diinya Bankasi isletme Anketleri kullanilarak
panel veri analizi yapilmistir. Anketlerde imalat
sanayi sirketleri icin verilen performans ve
altyapi gostergeleri sirasiyla bagimli ve bagimsiz
degiskenler; finans, teknoloji ve firma 6zellikleri
ile ilgili gostergelerden bazilari ise agciklayici
degiskenler olarak analizlere dahil edilmistir.
Ampirik bulgular elektrik altyapi kalitesizliginin
firma performansi gostergelerinden kapasite
kullanimina negatif ve istatistiksel olarak
anlamh etkiledigini 6nermektedir. Ayrica,
orta Olcekli sirketlerde ve orta gelir grubu
Ulkelerindeki tim sirketlerde elektrik altyapi
kalitesine olan glivensizligin emek verimliliginde
bir artisa sebebiyet verdigi gozlemlenmistir.
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Endustriyel aktivitenin temel girdilerinden olan
enerjiye erisim, 21. ylzyillda kalkinmanin en 6nemli
unsurlarindan biri haline gelmistir. Hatta, Birlesmis
Milletler (BM) on vyedi surdurilebilir kalkinma
hedefinden bir tanesini “(Hedef 7) Erisilebilir ve Temiz
Enerji: herkesigin satin alinabilir, glivenilir, sirdurilebilir
ve cagdas enerjiye erisimi saglamak” olarak belirlemistir
(UN, 2015). Dolayisiyla, sirdirilebilir kalkinmayi
amaglayan (lkelerin en 6nemli giindemlerinden bir
tanesi enerjiye erisimi sirekli hale getirmek, yani
kaliteli enerji altyapr hizmetlerini gelistirmektir.

Bu kapsamda, Uluslararasi Atomik Enerji Ajansi,
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Abstract

This study examines how the power
infrastructure quality affects manufacturing
industry firms’ performance. To this end,
panel data analysis is conducted on World
Bank Enterprise Surveys, in which data of
one hundred and thirty one thousand firms
from one hundred and thirty nine countries
covering years 2006—2017 is compiled. While
performance and infrastructure indicators
provided in the surveys for manufacturing
industry firms are used as dependent and
independent variables, respectively, some of
the indicators related with finance, technology
and firm characteristics are included to the
analyses as explanatory variables. Empirical
findings suggest negative and statistically
significant effect of poor power infrastructure
quality on capacity usage, an indicator of
firm performance. Moreover, it is also found
that unreliability on power infrastructure
quality leads to increase in labor efficiency of
the middle scale companies as well as of all
the companies in middle-income countries.

Keywords
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Analysis
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Cevre Ajansi’nin ortak ¢alismasi olan “Surdurilebilir
Kalkinma icin Enerji indikatérleri” baglikli raporda da
sosyal, ekonomik ve gevresel olmak lizere U¢ ana baslik
altinda toplanan otuz eneriji indikatériinden bir tanesi
enerji altyapi kalitesi olarak belirlenmistir (IAEA, 2008).
Enerji altyapilar genel itibariyle birincil (ham petrol,
dogal gaz, komdr, yenilenebilir vb.) ve ikincil (petrol
arinleri, elektrik vb.) enerjinin Gretimi (ham petrol ve
dogal gaz kuyulari, kémir madenleri, riizgar tirbinleri,
glines panelleri, termik santraller vb.) ve dagiimi (ham
petrol ve dogal gaz boru hatlari, elektrik iletim ve
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dagiim hatlari, son tiketiciler igin blylik 6nem arz
etmektedir. Uluslararasi Enerji Ajansi (IEA) 2014
yilinda yayinladigi Diinya Enerji Yatirimlari Gorlinim
raporunda (World Energy Investment Outlook,
WEIO), 2000-2012 yillari arasinda kiresel elektrik
sistemine (tim termik ve vyenilenebilir santraller
ile iletim ve dagitim hatlarn toplami) 6.1 trilyon
dolar yatirrm yapildigini, bu rakamin 2014-2035
yillari arasinda 16.4 trilyon dolara ulasacagini, bu
miktarin da yaklasik %40’'nin yeni iletim ve dagitim
hatlari insasi ile mevcut olanlarin iyilestiriimesine
harcanacagini belirtmektedir (IEA, 2014). Bu durum
Ulkelerin elektrik iletim ve dagitim altyapisina ne
kadar 6nem verdiginin de 6nemli bir gostergesidir.

Ulkelerin elektrik altyapisi, siiphesiz kiiresel eneriji
tiketiminin  %54’Unl tek basina gergeklestirerek
ekonomilerin en biylk enerji tiketicisi konumundaki
endustriyel aktivite icin de ¢ok énemlidir (IEA, 2016).
Endistriyel aktivitenin ana itici glci konumundaki
ve diger sektorlere kiyasla daha enerji yogun tretim
sireglerine sahip olanimalatsanayiicinise stirdtrilebilir
enerji erisimi hayati dnemdedir. imalat sanayi, 2012
yilinda diinya toplam endistriyel Uretiminin %66’sini
tek basina gercgeklestirmistir ve bu oranin 2040 yilina
kadar %69 seviyesine gelmesi beklenmektedir (IEA,
2016). 2015 yilinda imalat sanayi toplam kiiresel katma
deger icinde (GSMH’'nin ylzdesi cinsinden) %16.7’lik
bir paya sahipkenl, bu oran Avrupa lkelerinde
%16.2, Tirkiye'de ise %18.9 seviyelerindedir2. Bu
nedenle elektrik altyapi hizmetlerinin kaliteli olmasi
sirdurilebilir bir imalat sanayi ve strdurdlebilir
bir kalkinma icin en onemli gereksinimlerdendir.

Ulkelerdeki elektrik altyapisinin kalitesiz olmasi
imalat sanayinde faaliyet gosteren firmalarin elektrik
kesintilerine maruz kalmasina sebebiyet vererek tiretim
verimliliklerinin diismesine neden olabilir. Dolayisiyla
bu hususun kapsamli bir veri seti ile farkh tlke gruplari
ve firma buyuklikleri icin ampirik yontemler ile test
edilmesi gerekli politikalarin gelistirilmesi igin 6nem
arz etmektedir. Bu baglamda, mevcut ¢alismanin temel
amaci elektrik altyapi kalitesizliginin imalat sanayinde
faaliyet gosteren firmalarin performansina3 etkilerini
tespit etmektir Bu amag¢ dogrultusunda “Diinya
Bankas! isletme Anketleri’nde gecen performans
ve altyapi gostergeleri ve bu gostergelerin verileri
kullanilmistir. Adi gegen anketlerde altyapi ile ilgili
gostergelerden ikisi, elektrigi buyik bir kisit olarak
goren firmalarin toplam igindeki orani ve bir 6nceki
mali yilda elektrik kesintisi yasayan firmalarin toplam
icindeki orani, bu c¢alismaninarasirma sorusu igin
blylk ©6nem tasimaktadir. Birinci gosterge, imalat
sanayinin llkedeki elektrik altyapisina olan glivensizligi
ile ilgili algisini 6lgmektedir. Dolayisiyla bu goéstergenin
isletmelerin performansina olan etkileri “beklenilen”
olarak tanimlanabilir. ikinci gdsterge ise yasanmis
elektrik kesintilerini baz aldigindan, elektrik altyapisinin
kalitesizliginin performansa olan “reel” etkilerin tespit

edilmesini olanakh kilar. Bu ¢alisma her iki gostergeyi
de kullanarak elektrik altyapi kalitesizliginin imalat
sanayi sirketlerinin performansina hem beklenilen
hem de reel etkilerini oOlgmeyi amaglamaktadir.

Mevcut calisma ilgili literatiire ic kapsamda katki
yapmaktadir. (1) Kullanilan veri seti yliz otuz dokuz
ilkeden toplam yiiz otuz bir bin isletmenin katildigi ve
on iki bashk altinda ylz farkh soru iceren anketlerden
olusturulmustur. Béyle kapsamli bir veri seti kullanarak
enerji altyapilarinin endistriyel aktiviteye olan etkileri
literattirde heniiz hig ¢calisiimamistir. (2) Mevcut ¢alisma
ayrica, yazarin bilgisi dahilindeki konuileilgili tek calisma
olan ve adi gecen anketleri kullanarak sadece Afrika
lkelerine odaklanan Moyo (2013)'ten farkh olarak
lke gruplarini ve firma buyukliklerini analizlere dahil
etmektedir. (3) Calismanin yukarida belirtilen iki altyapi
gostergesini de kullanarak hem beklenilen hem de reel
etkiyidlgmesideliteratiirdeheniizhigcanalizedilmemistir.

CGalismanin 2 kisminda konuyla ilgili literatir verilmis
ve bu calismanin literatiire katkisi gosterilmistir. 3.
kisim, ekonometrik analize ayrilmig, 6nce veri seti ve
degiskenleranlatiimig, dahasonraydntemve modelleme
se¢imine deginilmis ve son olarak ekonometrik analiz
sonuglari gosterilmistir. 4. ve son kisimda ise politika
onerileri ile birlikte sonuglar degerlendirilmistir.

Literatiir Ozeti

Asagida belirtildigi tizere literatlirde imalat sanayi
performansi ile ilgili bir c¢ok c¢alisma mevcuttur.
Calismalar 6nce Solow’un 1957 vyilinda yayinladigi
“Technical Change and the Aggregate Production
Function” adli makalesini takip eden ve ismi
glinimizde Solow artig1 olarak anilan toplam faktor
verimliligi lzerinde yogunlasmistir (Solow, 1957).4
Daha sonraki calismalarda farkli degiskenlerin imalat
sanayi performansi (Uretim verimliligi ya da karhhk)
tizerine etkileri analiz edilmistir. inovasyon ve teknolojik
gelisme (Black ve Lynch, 2001; Dunne vd. 2004;
Kilicaslan vd. 2017), dis ticaret (Keller ve Yeaple, 2009;
Ozmen vd. 2012), sermaye yogunlugu (Ratnayeke,
2000; Leiponen, 2000), hikimet politikalari (Jarmin,
1999) ve isletme oOzellikleri (Goddard vd. 2005;
Bloom vd. 2009) bu calismalarda en ¢ok kullanilan
aciklayici degiskenler olarak karsimiza ¢ikmaktadir.

Ayrica, mevcut calisma gibi Diinya Bankasi isletme
Anketleri’nin verilerini kullanan ¢alismalar genel
itibariyle firma performansi ile firma buyuklGga,
finansal kisit ve teknoloji gibi degiskenlerin arasindaki
iliskiyi analiz etmisti.  Ornegin Van Biesebroeck
(2005), dokuz Afrika Ulkesinden yaklasik bin sekiz
yuz firmanin verilerini kullanarak 1992-1996 dénemi
arasinda uyguladigl dinamik panel veri analizinde
firma biylkliginin performansa pozitif etkisinin
oldugunu belirlemistir. Goedhuys vd. (2008) 2003
yili igin yatay kesit analizi ile inceledigi iki yiz yetmis
bes Tanzanya sirketinin firma performansini en kotu
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etkileyen degiskenlerin finans kaynaklarina erisimdeki
kisit ve burokratik verimsizlik oldugunu belirtmektedir.
Fowowe (2017) ise otuz Afrika ulkesinden 2006-
2012 vyillan arasinda vyaklagtkk on bir bin firma
verisi kullanarak yaptigi panel veri analizi ile ayni
sonuca ulagsmistir. Son olarak, Sidorkin ve Srholec
(2014) ekonomik kriz doénemlerinde, teknolojik
gelismelerin  firma performansina etkilerini analiz
ettigi calismasinda Dogu ve Giliney Dogu Avrupa
Ulkelerinin firma verilerini kullanmis ve innovasyon
yapan firmalarin kriz donemlerinde ayakta kalma
ihtimallerinin daha blylk oldugunu bulmustur.

Goruldiaga tGzere farkli degiskenlerin imalat sanayi
performansina etkilerini inceleyen bir ¢ok calisma

bulunmaktadir. Bu degiskenlerden biri de enerji
tiketimidir. Imalat sanayi performansi ve eneriji
tiketimi arasindaki iliskiyi inceleyen c¢alismalarda

ozellikle enerji verimliligi ile enerji yogunlugunun
etkileri tespit edilmeye calisiimistir. Ornegin, Soytas
ve Sari (2007) Tirkiye imalat sanayi elektrik tiketimi
ve katma degeri arasindaki iliskiyi 1968-2002 dénemi
icin incelemis, elektrik tiiketiminde ortaya ¢ikan pozitif
soklarin imalat sanayi Gretimini pozitif etkiledigini
gozlemlemistir. Sari vd. (2008) da 2001-2005 dénemi
arasi aylik verileri kullanilarak, farkli enerji kaynaklarinin
tiketimi ve imalat sanayi Uretimi arasindaki iliskiyi
Gecikmesi Dagitilmis Otoregresif Model (ARDL) ile
inceleyerek, imalat sanayi Uretiminin glines disindaki
diger enerji kaynaklari tiketimine pozitif, istihdamin
ise negatif etkileri oldugunu bulmustur. Reddy ve Ray
(2010) ise Hindistan imalat sanayinin enerji tiketimi ve
enerji yogunlugu iliskisinin Laspeyres indeks Ayrisirma
Analizi ile inceledigi c¢alismada enerji yogunlugunu
azaltmaya yonelik uygulamalarin imalat sanayinde
enerji verimliligini arttirmak vyerine yapisal etkilere
sebep oldugunu gostermistir. Fisher-Vanden vd.
(2015) 1999-2004 doénemi arasi Cin’deki enerji yogun
firmalarin verimliligi ve elektrik kesintileri arasindaki
iliskinin inceledigi calismada; elektrik kesintilerinin
yogun oldugu bolgelerdeki firmalarin, elektrik
girdilerini azaltacak yonde farkh girdileri kullanmasi
nedeniyle maliyetlerinin arttigini belirtmistir. Enerji
verimliligini inceleyen calismalar icinde Haider ve
Ganaie (2017) toplam faktor verimliligi ve enerji
verimliligi arasindaki iliskiyi, 1971-2013 dénemi igin
Granger nedensellik ile incelemistir. Calismada, eneriji
verimliliginin toplam faktor verimliligine negatif ve tek
yonll nedensel etkisin oldugu, enerji yogunlugunun ise
pozitif etkisinin oldugu gosterilmistir. Trianni vd. (2013)
italya’daki kirk sekiz kiigiik ve orta &lcekli isletmeler ile
yapilan anket ¢alismasi ve korelasyon analizi sonucunda
enerji verimliligi teknolojilerindeki stibvansiyonlarin ve
tesviklerin uzun dénemde endistriyel verimlilik igin
onemli faydalarinin olacagini géstermistir. Worell vd.
(2003) Amerika Birlesik Devletleri'ndeki demir celik
enddstrileri icin yapilan ¢alisma sonucunda; enddstriyel
verimlilik agisindan enerji verimliligi teknolojilerindeki

yatirnmlarin biylik 6nem tasidigi sonucuna varmistir.
Enerji yogunlugunu temel alan Mukherjee (2008);
Hindistan’daki on sekiz bdlgenin imalat sanayi
verilerinin 1998-2003 dénemleri arasi Veri Zarflama
Analizi (DEA) ve Siradan En Kiiglk Kareler Yontemi (OLS)
ile incelendigi ¢alismasinda enerji yogun endustrilerde,
imalat sanayi ¢ikti oraninin daha blylk bir paya sahip
oldugu bdlgelerin, daha az enerji verimliligine sahip
oldugunu bulmustur. Miketa (2001) ise otuz dokuz
Ulkenin verileri kullanilarak Agirliklandiriimis En Kiigik
Kareler Yontemi (WLSM) ile yapilan galismada, sermaye
birikiminin enerji yogunlugundaki artisa etki ettigi ve bu
etkinin sektorel ¢iktilarin fazla oldugu Ulkelerde daha
glclii oldugu sonucuna varilmistir. Literatiir taramasinin
bu noktaya kadar olan kismi enerjinin imalat sanayi
icin  onemli bir girdi oldugunu gostermektedir.
Dolayisiyla, enerji arzinda yasanacak herhangi bir
aksama, firmalarin Gretim verimliliklerini negatif ydonde
etkileyecektir. Enerji arzindaki aksamalar azaltacak
en onemli parametre ise bu g¢alismanin da konusunu
teskil eden enerji altyapr hizmetlerinin kalitesidir.

Enerji altyapi hizmetlerinin firma performansina
nasil etkiledigi sorusu daha ¢ok kamu harcamalari ile
sanayi Uretim verimliligi arasindaki iliskiye yogunlasan
calismalarda ele alinmistir. Ornegin, Aschauer (1989),
1970 ve 1980’'lerde Amerika Birlesik Devletinde
meydana gelen toplam verimlilikteki yavaslamanin
sebebinin  kamu  yatirimlarindaki  azalmalardan
kaynaklandigini 6ngérmistir. Bu calismada oldugu gibi
kamu yatirimlari ve sanayi tretim verimliligi arasindaki
iliskiyi inceleyen Duggal vd. (1999) altyapi calismalarina
yapilan kamu yatirimlarinin etkilerinin sabit olmadigi ve
teknolojik yeniliklerle birlikte; bu yatirrmlarda olusan
artisin toplam sermaye ve emek verimliligini arttirdigini
belirtmistir. Albala-Bertrand ve Mamatzakis (2004)
sermaye yatirimlarinin Sili ekonomisindeki verimlilige
etkilerini kalkinmaci dénem ve neoliberal dénem
icin incelemis, ozellikle neoliberal dénem icin kamu
harcamalarindakiartisin Giretim maliyetini distrdGglnt
ve verimliligi pozitif etkiledigini gdstermistir. Paul (2003)
Avusturalya icin yapilan kamu harcamalari ve Uretim
maliyeti iliskisi calismasinda kamu altyapi yatirimlarinin,
endistrideki Gretim maliyetlerini disirdigini ve
verimliligi  arttrdigi  savunulmustur.  Mamatzakis
(2008) kamu yatirmlarinin uzun doénemde birgok
Yunan imalat sanayi sirketi icin girdi maliyetlerinde
tasarruf saglamasi nedeniyle imalat sanayi verimliligini
arttirdigini géstermistir. Wan ve Zhang (2017) Cin’deki
kamu harcamalarinin, imalat sanayi verimliligine
dogrudan ve dolayli etkisini inceleyerek her iki etkinin
de anlamli ve pozitif oldugu sonucuna varmstr.

Mevcut c¢alismanin ilgili literatiire en Onemli
katkisi enerji altyapi kalitesinin imalat sanayi
firmalarinin performansini nasil etkiledigi sorusunun
gliniimize kadar olduk¢a az sayida arastirmaya konu
olmasidir. Yazarin bu konuda karsilashgl tek makale
Busani Moyo’nun 2013 yilinda Afrika ulkelerindeki
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imalat sanayi firmalarinin Diinya Bankasi Isletme
Anketleri’'ndeki verilerini kullanarak yaptigi ve elektrik
altyapi kalitesinin firma performansina nasil etkiledigini
arastirdigl makalesidir (Moyo, 2013). Moyo (2013)
bu makalede Afrika Ulkelerinden bin bes yiliz doksan
sekiz imalat sanayi sirketinin 2002 ve 2005 vyillarini
kapsayan anket verileri ile yatay kesit analizi yapmistir.
Mevcut calisma, Moyo (2013)’ten farkli olarak isletme
Anketleri’nde gecgen yiiz otuz dokuz tlkenin 2006—2017
yillariarasindakiimalat sanayi verilerini kullanarak panel
veri analizi yapmakta ve farkli tlke gruplari ve farkli
firma buyukluklerini analizlere dahil ederek sonuglari
cesitlendirmektedir. Mevcut ¢alismanin ayrica elektrik
sistemi kalitesine olan algiy1 kontrol eden “elektrigi bir
kisit olarak goren firma oran1” degiskeninin de etkisini
incelemesi bakimindan literatlire katki yapmaktadir.

Ekonometrik Analiz
Veri Seti ve Degiskenler

Bu calismada Diinya Bankasi Isletme Anketleri
(World Bank Enterprise Surveys) veri seti olarak
kullanilmigtir.5 Adi gegen anketlerde yiiz otuz dokuz
Ulkeden toplam yuz otuz bir bin isletmenin on iki baghk
altindayuzfarklisoruyaverdikleriyanitlarile olusturulan
ylz adet gosterge bulunmaktadir. Gostergelerin
altinda toplandigi on iki baslik: Yozlasma, Sug, Finans,
Firma Ozellikleri, Cinsiyet, Kayitdisilik, Altyapi,
innovasyon ve Teknoloji, Performans, Regiilasyon ve
Vergiler, Dis Ticaret ve isgiicii olarak belirlenmistir.

2006-2017 yillan

katilan isletmelerin verileri farkli yillarda ve dlzensiz
olarak bulunmaktadir. Ornegin, 79 llkede 2 yillik veri
bulunurken, 25 (lkeden toplanan veriler sadece 1
yillik olup, yalniz 15 ilkenin 3 yillik verisi mevcuttur.6
Dolayisiyla veri seti dengesiz (unbalanced) bir
yapliya sahiptir. Veri setinde ayrica yiiz otuz Ulke gelir
gruplarina gore ayrilmistir. Dugsik gelir grubunda
yirmi alti, orta gelir grubunda seksen iki ve yiksek
gelir grubunda ise otuz bir Glkenin verisi mevcuttur.

arasini  kapsayan anketlere

Anketlere katilan isletmeler tarim disi sektérlerden
secilmis  olup, “Uluslararasi  Standart Sanayi
Siniflandirmasi” (ISIC) kodlarina gore imalat (D grubu),
insaat (F grubu), ulasim, depolama, iletisim (I grubu) ve
bilisim (K grubu) gibi sektorlerden isletmelerin verisi
bulunmaktadir. Ancak, bazi gostergeler sadece imalat
sanayi grubu sirketleri kullanilarak olusturulmustur. Veri
zenginligini korumak agisindan bu ¢alisma sadece imalat
sanayi isletmelerinin verilerine yogunlasmaktadir. Veri
setinde ayrica, firmalar blylk, orta ve kigiik olgekli
olma (zere, buylklik gruplarina gore ayrilmistr.

Bucalisma, aragstirma sorusuitibariyle onikibashktan
ikisine (Altyapi ve Performans) odaklanmis ve bunlarin
altinda bulunan bes gostergeyi temel degiskenler olarak
kullanmigtir.  “Performans” baghg altinda bulunan
(1) kapasite kullanim orani, (2) reel satis yillik artis
orani ve (3) emek verimliligi yilhk artis orani bagimh

degiskenler olarak kullanilirken, “Altyap1” bashginin
altinda bulunan (1) elektrigi buyik bir kisit olarak
goren firmalarin toplam igindeki orani ve (2) bir 6nceki
mali yilda elektrik kesintisi yasayan firmalarin toplam
icindeki orani bagimsiz degiskenler olarak kullaniimistir.
Ayrica, “Finans”, “innovasyon ve Teknoloji” ile “Firma
Ozellikleri” baslklari altinda bulunan dért gosterge
ise agiklayici degiskenler olarak kullanilmistir.” Asagida
bu gostergelerin tanimlari detayli olarak agiklanmigtir.

Bagimh degiskenler: imalat sanayi performans
gostergeleri.
kapasite kullanim orani (kapasite): Mevcut Uretimin,
mevcut girdiler ile ulasilabilecek maksimum {retime
orani (kapasite kullanim orani). Birimi ylizde (%) olarak
verilmektedir.

reel satis yillik artis orani (satig): Reel satis oraninin

bir onceki mali yill gore blyimesi. Reel satis
oranlar Ulkelerin 2009 GSMH deflatori kullanilarak
hesaplanmistir. Birimi ylizde (%) olarak verilmektedir.

reel satis yillik artis orani (satig): Reel satis oraninin
bir dnceki mali yil gore bliyiimesi. Reel satis

oranlari tlkelerin 2009 GSMH deflatori kullanilarak
hesaplanmistir. Birimi ylizde (%) olarak verilmektedir.
emek verimliligi yillik artis orani (emek): Emek
verimliliginin bir 6nceki mali yila gore bliyiimesi.
Emek verimliligi reel satig oraninin tam zamanh
istihdam sayisina béliinmesi yontemiyle
hesaplanmistir. Reel satis orani yine 2009 GSMH
deflatori kullanilarak hesaplanmistir. Birimi yiizde (%)
olarak verilmektedir.

Bagimsiz degiskenler: enerji altyapi gostergeleri.
elektrigi biiyik bir kisit olarak goren firmalarin orani
(elek_kisit): Birimi yuzde (%) olarak verilmektedir.
Bu gosterge Diinya Bankasi Isletme Anketleri’nde
isletmelerin  mevcut operasyonlarinin  dniindeki
engelleri  siralamasi  neticesinde hesaplanmistir.
Ulkedeki imalat sanayi isletmelerinin elektrik altyapi
kalitesi konusundakiglivensizlik algisinigdstermektedir.

Aciklayici degiskenler.

banka kredisi kullanan firmalarin orani (kredi): Birimi
yuzde (%) olarak verilmektedir

finans kaynaklarina erisimi biiyiik bir kisit olarak
goren firmalarin orani (finans_kisit): Birimi ylzde (%)
olarak verilmektedir.

yabana sirketlerin lisansladigi teknolojiyi kullanan
firmalarin orani (lisans): Birimi ylzde (%) olarak
verilmektedir.®

en az %10’u yabanci sahipliginde olan firmalarin
orani (yabanci): Birimi ylizde (%) olarak verilmektedir.

Tablo 1'de vyukarida belirtilen degiskenlerin
tanimlayici istatistikleri gosterilmektedir.
Goruldagi lizere bitin degiskenlerin
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standart sapmasi oldukca yiksektir. Bu durum

Ulkenin tamaminin ve buitln firma buydkliklerinin

ankete katilan firmalarin ve bu firmalarin bulundugu  dahil edilmis oldugu ilk analizlere ek olarak,
Ulkelerin o©zelliklerinin birbirlerinden oldukga farkh  farkli  gelir  gruplarindaki  Ulkeler ve  farkh
oldugunu gostermektedir. Bu nedenle, yiiz otuz dokuz  buyiklikteki sirketlerin verileri analiz
Ulkenin tamaminin ve bitln firma baydkliklerinin - edilerek  sonuglarin  hassashigr  test edilmistir.
Tablo 1: Degiskenlerin Tanimlayici istatistikleri
elek_kisit elek_ kesinti kapasite satig emek kredi finans_ kisit lisans yabana

Ortalama 40.89 62.05 72.06 3.52 -77 36.74 31.25 14.63 13.68
Maksimum 92 100 95.8 69.4 58.9 80.1 89.9 65.8 80.8
Minimum 0 03 45.7 -38.2 -44.6 2.9 0.4 0 0
std. Sapma 22.96 25.56 7.52 11.36 10.93 19.46 17.72 9.43 1.90
Gézlem Sayis1 | 237 237 208 217 215 237 238 235 237
Yontem ve Modelleme Se¢imi

Bu calismada, firma performansi ile ilgili g Breusch-Pagan Lagrange carpani testinin H,

gosterge (kapasite, satis ve emek) bagimh degiskenler,
enerji altyapisi ile ilgili iki gosterge (elek_kisit ve
elek_kesintisi) ise temel bagimsiz degiskenler olarak
kullanilmistir. Ayrica aciklayici degisken olarak finans,
innovasyon ve teknoloji ve firma 6zellikleri ile ilgili
dort gosterge analizlere dahil edilerek bir ¢cok sayida
regresyon analizi yapilmistir. Veri setinin panel yapisi
nedeniyle regresyon denklemleri temelde asagidaki
gibidir:

Y, =a+BX +6Z +tu+u,

X, temel bagimsiz degiskenler; elek_kisit veya
elek_kesinti.

Y,: bagiml degiskenler; kapasite, satig veya emek.

Z,: aciklayici degigkenler; kredi, finans_kisit, lisans,
yabanci.

o sabit terim

B: bagimsiz degiskenlerin katsayisi

0: aciklayici degiskenlerin katsayilari

W bireysel etkiler

u,: sira digi (idiosyncratic) hata terimi

Mevcut c¢alisma (1) numarali  denklemin
tahminlenmesi icin sabit etkiler (SE) ve rassal
etkiler (RE) tahminleyicilerini  kullanmistir.  Bu

tahminleyicilerin segilmesinin nedeni veri setinin
ozelliklerinden  kaynaklanmaktadir.  Anketlerden
olusturulmus veri setinde yatay kesit boyutu zaman
boyutundan olduk¢a ylksektir. Bu oOzelliklerdeki
veri setlerinde genellikle SE ve RE tahminleyicileri
kullanilmaktadir (Woolridge, 2000; Baltagi, 2005).
Ayrica, ayniveri seti kullanan diger ¢calismalarda oldugu
gibi, zaman kesitinin her Ulke icin dengeli olmamasi
ve en fazla ¢ olmasi nedeniyle statik modeller
tercih edilmistir (Moyo, 2013; Fowowe, 2017).

Farkli  degiskenlerle kurulan regresyonlarda
hangi modelin kullanilacag: ile ilgili Breusch-Pagan
Lagrange carpani testi (Breusch ve Pagan, 1980)
ile Hausman testi (Hausman, 1978) kullanilmistir.
Breusch-Pagan Lagrange carpani testi (BP test) rassal
etkilerin anlamliigini test ederken, Hausman testi
ise sabit etkiler tahminleyicisinin mi rassal etkiler
tahminleyicisinin mi kullanilmasi gerektigini test eder.

hipotezi, bireyseletkilerin (i) varyansininsifiroldugunu
varsayar, var(u, )=0. Hausman testinin ki_kare istatistigi
ise rassal etkiler modelinden tahmin edilen katsayilarin
sabit etkiler modeliile tahmin edilenlerden istatistiksel
olarak farkli olmadigi hipotezini, yani bireysel etkiler ile
bagimsiz degiskenler arasindaki kovaryansin sifir
olmasi durumunu covar(u, X, )=0, test eder. Breusch-
Pagan Lagrange carpani test istatistiginin istatistiksel
olarak anlamh, Hausman testinin istatistiginin (ki_
kare) ise istatistiksel olarak anlamsiz ¢iktigi durumlarda
Rassal etkiler tahminleyicisi kullanilmistir. Diger
durumlarda sabit etkiler tahminleyicisi tercih edilmistir.

Sabit etkiler tahminleyicisinin tercih edildigi
durumlarda literatiirde son dénemde sik¢a kullanilan
Driscoll-Kraay standart hatalar ile regresyon yapilmasi
dustnilmistir (Hoechle, 2007). Bu yontem degisken
varyans (heteroscedasticity) ve oto-korelasyon
problemlerini duzelttigi gibi ayni zamanda (lke
karsilagtirmalarinda sik¢a rastlanan paneller arasi
korelasyondan dogan yatay kesit bagimliligini da goz
onlinde bulundurmaktadir. Yatay kesit bagimliliginin
mevcut veri setinde olup olmadigini kontrol etmek
icin Pesaran (2006) tarafindan onerilen yatay kesitler
arasi bagimlilik testi uygulanmistir. Ancak veri setinin
zaman kesiti ¢ok sinirli oldugundan (genellikle t=2),
test kesin sonu¢ vermemektedir. Buna ek olarak,
anket verilerinde sik¢a rastlanan bir durum olarak
ankete katilan firmalarin slreksiz olmasi yatay kesit
bagimlihgl slphesini azaltmaktadir. Bu nedenle,
mevcut ¢alismada sabit etkiler modeli sadece saglam
(robust) standart hatalar kullanilarak yapilmis sonuglar
rapor edilmistir.?

Analiz Sonuglan

Calismanin  bu kisminda regresyon sonuglari
degerlendirilmistir. ilk olarak firma performans
gostergelerinden kapasite bagimh degisken, imalat
sanayinin enerji altyapisinin kalitesine olan glivensizlik
algisini gosteren elek_kisit bagimsiz degisken secilmis
ve farkh aciklayici degiskenlerle yapilan regresyon
sonuglari Tablo 2’de verilmistir.
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Tablo 2: elek_kisit degiskeninin kapasite kullanimina etkileri

Bagimh Degisken: kapasite | (1) (2) (3) (4) (5)
sabit terim 74.222%** 76.505%** 74.293%** 74.385%** 76.712%**
-1.052 -1.789 -1.574 -1.189 -2.125
elek_kisit -0.053** -0.003 -0.055** -0.052** -0.006
(0.021) (0.027) (0.022) (0.021) (0.028)
kredi -0.011 -0.008
(0.024) (0.025)
finans_kisit -0.129*** -0.127***
(0.045) (0.045)
lisans -0.002 -0.011
(0.051) (0.053)
yabanci -0.015 -0.009
(0.040) (0.043)
Tahminleyici Segimi RE RE RE RE RE
Gozlem Sayisi 207 206 206 207 205
Ulke Sayisi 118 118 118 118 118
F / Wald istatistik 6.69%** 14.37%** 7.47** 6.69%* 14.75**
Breusch-Pagan testi 19.91%** 18.27%** 19.11%** 19.18%** 17.53***
Hausman (ki-kare) testi 0.67 0.96 0.99 2.70 2.45

Notlar: *, ** ve *** girasiyla %10, %5 ve %1’de istatistiksel olarak anlamli olmayi ifade etmektedir. Saglam (robust) standart hatalar parantez

icinde verilmistir.

Goruldugiu Gzere, tum regresyonlarda Breusch-Pagan
Lagrange carpani testi en azindan %5’te anlamli,
Hausman testi ise istatistiksel olarak anlamsiz ¢cikmistir.
Dolayisiyla, bu regresyonlarda RE tahminleyicisi tercih
edilmistir. Tahminlemelerde farkh buyikliklerde ve

istatistiksel olarak farkh anlamliliklarda olsa da elek_

kisit degiskeninin katsayisinin hep negatif oldugu
gozlemlenmistir. (1) numarali regresyonda agiklayici
degisken olmadan elek_kisit degiskeninin tek basina

etkisi analiz edilmektedir. Tahminlemeye gore elek_

kisit degiskenindeki %1’lik bir artis, kapasite kullanim

oraninda %0.053’lik (binde 0.53’lik) bir azalmaya
neden olmaktadir. (2)—(5) numaral regresyonlarda
elek_kisit bagimh degiskeninin yani sira finans,
innovasyon ve firma ozellikleri ile ilgili farkli agiklayici
degiskenler eklenerek yapilan regresyon sonuglari
verilmistir. Finans ile ilgili aciklayici degiskenlerin (kredi
ve finans_kisit) kullanildigi (2) numaral regresyonda
elek_kisit degiskeninin katsayisi negatif olarak kalsa
da istatistiksel olarak anlamsizlastigl gbzlemlenmistir.
Benzer birdurum bitiin agiklayicidegiskenlerin modele
eklendigi (5) numarali regresyonda da gorilmektedir.

Tablo 3: elek_kesinti géstergesinin kapasite kullanimina etkileri

Bagimh Degisken: kapasite | (1) (2) (3) (4) (5)
sabit terim 74.990*** 77.633*** 74.839%** 75.080*** 77.878***
-1.631 -2.094 -1.939 -1.648 -2.375
elek_kesinti -0.049** -0.023 -0.049** -0.048* -0.025
(0.024) (0.025) (0.025) (0.025) (0.025)
kredi -0.012 -0.010
(0.024) (0.025)
finans_kisit -0.122%** -0.122%**
(0.038) (0.039)
lisans 0.010 -0.016
(0.048) (0.053)
yabana -0.011 -0.002
(0.042) (0.043)
Tahminleyici Segimi RE RE RE RE RE
Gozlem Sayisi 207 206 206 207 205
Ulke Sayisi 118 118 118 118 118
F / Wald istatistik 4,03%* 15.25%** 4.26 4.26 15.55%**
Breusch-Pagan testi 18.43*** 17.14%** 17.71%** 18.07*** 16.23%**
Hausman (ki-kare) testi 2.62 4.11 2.51 3.70 4.78
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innovasyon ve firma 6zellikleri ile ilgili degiskenlerin
eklendigi, (3) ve (4) numarali regresyonlarda ise

eklendiginde ise, finans_kisit degiskeninin etkisinin
en biyik oldugu goézlemlenmisti. Ornegin, (2)

katsayilar istatistiksel olarak anlamh ve sirasiyla numarali regresyonda, finans_kisit degiskeninde
-0.055 ve -0.052 olarak tahminlenmistir Tim olusan %1’lik bir artis kapasite kullaniminda
aciklayict  ve  bagimh  degiskenler regresyona yaklagsik %0.13’lik bir azalisa sebep olmustur.
Tablo 3: elek_kesinti géstergesinin kapasite kullanimina etkileri
Bagimh Degisken: (1) (2) (3) (4) (5)
kapasite
sabit terim 74.990%** 77.633%** 74.839%** 75.080%** 77.878%**
-1.631 -2.094 -1.939 -1.648 -2.375
elek_kesinti -0.049%** -0.023 -0.049%** -0.048* -0.025
(0.024) (0.025) (0.025) (0.025) (0.025)
kredi -0.012 -0.010
(0.024) (0.025)
finans_kisit -0.122%** -0.122%*x*
(0.038) (0.039)
lisans 0.010 -0.016
(0.048) (0.053)
yabanci -0.011 -0.002
(0.042) (0.043)
Tahminleyici Secimi RE RE RE RE RE
Gozlem Sayisi 207 206 206 207 205
Ulke Sayisi 118 118 118 118 118
F / Wald istatistik 4,03** 15.25%** 4.26 4.26 15.55%**
Breusch-Pagan testi 18.43*** 17.14%** 17.71%** 18.07*** 16.23***
Hausman (ki-kare) testi | 2.62 4.11 2.51 3.70 4.78

Notlar: *, ** ve *** sirasiyla %10, %5 ve %1’de istatistiksel olarak anlamli olmayi ifade etmektedir. Saglam (robust) standart hatalar parantez

icinde verilmistir.

Tablo 3’te elektrik altyapisi kalitesizliginin reel bir
gostergesi olan elek_kesinti degiskeninin kapasite
bagiml degiskenine etkileri farkli agiklayici degiskenler
kullanilarak gosterilmektedir. Tablo 2’ye benzer bir
sekilde Breusch-Pagan Lagrange carpani ve Hausman
testlerinin sonucu RE tahminleyicisi regresyonlar igin
yine daha uygun oldugunu gostermektedir. Analiz
sonuglarinda da benzer sekilde bagimli degiskenin
(elek_kesinti)  katsayisinin ~ bUtlin  regresyonlarda
negatif ve iki regresyon disinda istatistiksel olarak
anlaml oldugu goézlemlenmistir. Tablo 2’deki analizlere
benzer bir sekilde yine finans degiskeni dahil edildigi
regresyonlarda en etkili ve istatistiksel olarak en
anlamli  parametre olarak karsimiza ¢ikmaktadir.
Tablo 2 ve Tablo 3 birlikte degerlendirildiginde ise
hem elek_kisit hem de elek_kesinti degiskenlerinin
kapasite degiskenine olan etkilerinin negatif ve elek_
kisit degiskeninin katsayilarinin  mutlak degerinin

daha bilyik oldugu gozlemlenmektedir. Bu da
kapasite kullaniminda elektrik altyapi kalitesine olan
glvensizligin, elektrik kesintileri ile 6l¢lilen altyapinin
reel kalitesine gore daha biiylk ve istatistiksel olarak
(gerek kat sayilarin t-istatistigi gerekse modelin
Wald istatistigi g6z oninde bulunduruldugunda)
daha anlamli bir etki yaptigini gdstermektedir. Firma
performansini gosteren ve bu calismada bagimli
degiskenler olarak kullanilan diger gostergeler ise satis
ve emek degiskenleridir. Tablo 4’te elek_kisit ve elek_
kesinti degiskenlerinin satis ve emek degiskenlerine
olan etkileri gosterilmistir.  Bu regresyonlarda
Breusch-Pagan Lagrange c¢arpani ve Hausman
testlerinin sonuglarina bakilarak SE tahminleyicisi
tercih  edilmistir ~ Goraldugta  Gzere  bagimsiz
degiskenlerin her ikisinin de bagimh degiskenlere
istatistiksel olarak anlamli bir etkisi bulunmamistir.’
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Tablo 4: elek_kisit ve elek_kesinti géstergelerinin diger performans géstergelerine (satis ve emek) etkileri

Bagimli Degisken: satis satis emek emek
sabit terim 2.680 4.363 -2.168 -408.553
-3.538 -3.233 -3.535 -3.656.587
elek_kisit 0.021 0.034
(0.087) (0.087)
elek_kesinti -0.014 0.05498
(0.054) (0.060833)
Tahminleyici Secimi SE SE SE SE
Gozlem Sayisi 216 216 214 214
Ulke Sayisi 122 122 122 122
F / Wald istatistik 0.06 0.07 0.15 0.82
Breusch-Pagan testi 0.00 0.00 0.00 0.00
Hausman (ki-kare) testi 0.15 0.00 0.93 0.87
Notlar: *, ** ve *** sirasiyla %10, %5 ve %1'de istatistiksel olarak anlamli olmayi ifade etmektedir. Saglam (robust) standart hatalar parantez

icinde verilmistir.

Tablo 2, 3 ve 4’te verilen sonuglar birlikte
disinuldiginde su sonug¢ ortaya g¢ikmaktadir: hem
elektrik altyapi kalitesine olan imalat sanayindeki
guvensizlik algisi (elek_kisit), hem de elektrik altyapi
kalitesizliginin reel gostergesi (elek_kesinti) firma
performansi gostergelerinden kapasite kullanim orani
(kapasite) degiskenine ¢ogunlukla negatif ve anlamli
olarak etkilemektedir. Bu iki degiskenin yillik reel
satis artis orani (satis) ve yillik emek verimliligi artis
orani (emek) degiskenlerine ise herhangi anlamli bir
etkisi bulunamamistir. Bu sonug¢ nispeten beklenen
bir sonugtur. Nitekim her ne kadar enerji endistriyel
devrimden beri lretim fonksiyonunun bir girdisi
haline geldiyse de, bir ¢ok arastirmaci bu girdinin
sermaye ile iliskilendirilmesi gerektigini vurgulamistir
(Medlock, 2009). Dolayisiyla enerji altyapisindaki

herhangi bir bozuklugun, sermayenin sekillendirdigi
kapasite kullanimina etki etmesi olagan bir durumdur.

Buraya kadar olan tiim sonuglara ylz otuz dokuz
Glkenin tamami ve tim firma bayukliklerinin verileri
kullanilarak ulasilmistir. Sonuglarin hassashgini test
etmek icin ve varsa baska cikarimlar yapabilmek
icin asagida benzer analizler, orta gelir Ulkelerinin
verileri sonra da farkli biyuklikteki isletmelerin
verileri kullanilarak yapilmistir. Orta gelir grubundaki
seksen iki Ulke, anketlerde firma verisi bulunan
ylz otuz dokuz Ulkenin igindeki en blylik grubu
olusturmaktadir. Tablo 5'te bu lkeler i¢in sonuglar
rapor edilmistir. ilk panel satiri tim orta gelir grubu
lkelerin, ikinci panel satiri Tarkiye'nin de icinde
bulundugu Ust orta gelir grubu dlkelerin, Gglinclisi ise
alt orta gelir grubu (lkelerin sonuglarini vermektedir.

Tablo 5: elek_kisit ve elek_kesinti gGstergelerinin performans gdstergelerine (satis ve emek) etkileri, tiim
orta, lst orta ve alt orta gelir (ilkeler igcin sonuglar

Ulke Grubu Bagimh kapasite kapasite satis satis emek emek
Degisken:
sabit terim 74.35%** 74.27*** 3.091 3.089 -2.601 -6.60**
-1.268 -2.093 -3.473 -2.837 -3.427 -3.121
elek_kisit -0.068** -0.013 0.029
(0.028) (0.097) (0.096)
elek_kesinti -0.041 -0.007 0.087
(0.031) (0.049) (0.054)
Tiim Orta Gelir Tahminleyici Segimi RE RE SE SE SE SE
Gozlem Sayisi 145 145 148 148 147 147
Ulke Sayisi 82 82 82 82 82 82
F / Wald istatistik 5.83%* 1.69 0.02 0.03 0.09 0.27
Breusch-Pagan testi 8.34%** 10.75%** 0.00 0.00 0.00 0.00
Hausman (ki-kare) 1.42 0.00 0.20 0.06 0.97 1.62
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sabit terim 71.55%** 72.42%** -2.965 -1.308 -8.97*** -10.66**
-1.563 -3.201 -1.789 -3.285 -2.472 -4.101
elek_kisit 0.047 0.174*** 0.213***
(0.049) (0.056) (0.078)
elek_kesinti 0.012 0.075 0.163**
Ust Orta Gelir (0.064) (0.063) (0.079)
Tahminleyici Segimi | SE SE SE SE SE SE
Gozlem Sayisi 61 61 65 65 65 65
Ulke Sayisi 35 35 39 39 39 39
F / Wald istatistik 0.91 0.04 9.60%** 1.40 7.51%** 4.26**
Breusch-Pagan testi | 0.01 0.07 0.13 0.10 0.00 0.00
Hausman (ki-kare) 1.81 1.83 6.75%** 1.81 10.33%** 4.86**
sabit terim 74.67*** 72.16*** 9.25 6.56 4.48 -3.13
-1.786 -2.974 -6.341 -3.935 -6.346 -3.856
elek_kisit -0.09*** -0.168 -0.144
(0.0380) (0.162) (0.164)
elek_kesinti -0.021 -0.062 0.032
(0.041) (0.062) (0.061)
Alt Orta Gelir Tahminleyici Secimi | RE RE SE SE SE SE
Gozlem Sayisi 84 84 83 83 82 82
Ulke Sayisi 47 47 43 43 43 43
F / Wald istatistik 6.94%** 0.26 1.73 0.97 0.77 0.28
Breusch-Pagan testi | 11.17*** 11.88%** 0.00 0.00 0.00 0.00
Hausman (ki-kare) 0.00 2.21 0.67 0.19 0.34 0.08

Notlar: *, ¥* ve *** sirasiyla %10, %5 ve %1'de istatistiksel olarak anlamli olmayi ifade etmektedir. Saglam (robust) standart hatalar parantez

icinde verilmistir.

Tablo 5'te gorildiigu Gzere sonuglar 6nceki bulgular
ile benzerlikler gostermektedir. TUm orta ve alt orta
gelir grubu Ulkelerinde elek_kisit degiskeninin kapasite
degiskenine negatif ve anlamli etkileri bulunmaktadir.11
Ayrica daha 6nceki sonuglarla tutarl bir sekilde elek_
kisit degiskeninin elek_kesinti degiskenine gore daha
anlamli ve biyuk bir etkisi mevcuttur. Bu sonuglarda

ilgi ceken en onemli nokta ise lst orta gelir grubu
Ulkeleri igin elek_kisit degiskeninin emek degiskenine
pozitif ve istatistiksel olarak anlamli etki etmesidir. Bu
sonug, Ust orta gelir grubundaki tlkelerdeki firmalarin
elektrik altyapi sistemine olan glivensizlikleri nedeniyle
daha emek yogun liretim siirecini tercih ettiklerine ve
emek verimliligini gelistirdiklerini isaret etmektedir.

Tablo 6: elek_kisit ve elek_kesinti gdstergelerinin performans gdstergelerine etkileri: kiigiik, orta ve biiyiik 6lcekteki
firmalar igin sonuglar

isletme Biyiikltigii | Bagimh Degisken: | kapasite kapasite satig satig emek emek
sabit terim 72.69%** 72.91%** 0.67 5.25* -3.43 -1.09
-1.073 -1.626 -2.743 (2.91) -2.539 -2.634
elek_kisit -0.054** 0.061 0.060
(0.025) (0.079) (0.073)
elek_kesinti -0.034 -0.042 -0.004
(0.025) (0.050) (0.045)
Kiigiik Olgekli Tahminleyici RE RE SE SE SE SE
Secimi
Gozlem Sayisi 206 206 231 231 228 228
Ulke Sayisi 117 117 134 134 133 133
F / Wald istatistik | 3.94** 1.90 0.60 0.72 0.69 0.01
Breusch-Pagan 19.47%** 17.67%** 0.00 0.02 0.00 0.00
testi
Hausman (ki-kare) | 0.53 2.15 0.69 0.06 1.15 0.19
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sabit terim 74.63%** 76.97*** -2.01 0.28 -8.56%** -7.65%*
-1.143 -1.611 -3.731 -3.931 -2.966 -3.569
elek_kisit -0.063** 0.161 0.173**
(0.028) (0.101) (0.082)
elek_kesinti -0.07*** 0.059 0.088
(0.026) (0.064) (0.058)
Orta Olgekli Tahminleyici RE RE SE SE SE SE
Secimi
Gozlem Sayisi 206 206 217 217 214 214
Ulke Sayisi 118 118 127 127 125 125
F / Wald istatistik | 5.09** 8.46%** 2.50 0.85 4.57** 2.31
Breusch-Pagan 10.39%** 7.99%** 0.00 0.00 0.00 1.26
testi
Hausman (ki-kare) | 0.02 1.37 4.66** 1.04 11.96%** 3.76%*
sabit terim 77.49*** 80.22*** -4.90 -0.67 -7.41* -2.92
-1.159 -1.666 -3.752 -6.019 -3.779 -5.681
elek_kisit -0.043 0.278** 0.195%
(0.031) (0.108) (0.110)
elek_kesinti -0.07*** 0.094 0.038
(0.026) (0.104) (0.098)
Biiyiik Olcekli ';'::;limmiinleyici RE RE SE SE SE SE
Gozlem Sayisi 192 191 140 140 129 129
Ulke Sayisi 111 111 94 94 88 88
F / Wald istatistik | 1.92 7.50%** 6.64** 0.82 3.12*
Breusch-Pagan 8.88%** 8.35%** 0.56 0.00 0.00 0.00
testi
Hausman (ki-kare) | 0.08 0.63 10.24%** 2.00 4.20*%* 0.46

Notlar: *, ** ve *** sirasiyla %10, %5 ve %1'de istatistiksel olarak anlamli olmayi ifade etmektedir. Saglam (robust) standart hatalar parantez
icinde verilmistir. Saglam (robust) standart hatalar parantez iginde verilmistir.

Son olarak, Tablo 6’da buyukliklerine gére farkli
firma gruplari icin sonuglar verilmistir.? Sonuglar diger
tahminlemeler ile blyuk benzerlikler géstermektedir.
Hem elek_kisit hem de elek_kesinti degiskenleri
kapasite degiskenine negatif ve cogunlukla anlamli
olarak etkilemektedir. Ancak sonuglar firma 6lcegine
gore degisiklik géstermektedir. Ornegin, kiiciik dlgekli
firmalarda elektrik sistemine olan givensizlik algisi
gerceklesen elektrik kesintilerinden ¢ogunlukla daha
blylk ve daha anlaml bir etki yaratmaktayken, blyiik
Olgekli firmalarda durum tam tersidir. Ayrica, Tablo
5’te verilen ve Ust orta gelir grubu Ulkeleri icin bulunan
sonug, burada orta dlgekli sirketler igin gegerlidir. Orta
blykliktekiisletmelerde elek_kisit degiskeni kapasite
degiskenini negatif etkilerken, emek degiskenini
pozitif etkilemektedir. Sonug¢ olarak bu isletmeler
icin elektrige erisimde herhangi bir gilvensizlik
olmasi durumunda emek verimliligini arttirarak, daha
emek yogun Uretim sureglerinden faydalanmalar
anlamina gelmektedir. Ampirik sonuglar butiniyle
disinildiginde bu c¢alismada ortaya konan
bulgular, Aschauer (1989) basta olmak Uzere kamu
harcamalarinin ve 6zellikle kamu altyapi yatirimlarinin,

reel sektor verimliligine pozitif yonde etki yaptigi
sonucuna ulasan literatiir ile dogrudan ortismektedir.
Nitekim, adi gegen literatiir kamu altyapi yatirnmlarinin
sanayiye sunulan kamu hizmetlerinin kalitesinde
iyilesme saglayarak Uretim verimliligini olumlu
yonde etkiledigini vurgulamaktadir (Albala-Bertrand
ve Mamatzakis, 2005; Mamatzakis, 2008; Wan ve
Zhang, 2017). Bu calismada ulasilan sonuglar ise
uzun yillar bir ¢ok Ulkede kamunun tekelinde olan
elektrik altyapilarinin kalitesindeki bir bozulmanin
imalat firmalarinin performansina negatif yonde
bir etki yaratacagini gostermektedir. Literatlrde
mevcut c¢alismaya konu itibariyle en yakin olan ve
bazi Afrika ulkelerindeki imalat sanayi firmalarinin
performansi ile elektrik altyapi kalitesinin arasindaki
iliskiyi ~yatay-kesit analizi ydntemiyle inceleyen
Moyo (2013) ise oldukga benzer sonuglar bulmustur.
Dolayisiyla, bu c¢alismada elde edilen bulgular
literatirdeki benzer calismalar ile uyumludur.

Sonug

Bu calisma yiz otuz dokuz Ulkeden yiiz otuz bir
bin firma verisi ile olusturulan Diinya Bankasi isletme
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Anketlerini kullanarak elektrik altyapi kalitesinin imalat
sanayi performansina etkilerini analiz etmektedir.
Bu baglamda anketlerde gegcen ve imalat sanayinin
elektrik altyapi kalitesine olan algisini  kontrol
eden elektrigi buylk bir kisit olarak goren firma
orani ile elektrik altyapi kalitesini dogrudan olgen
elektrik kesintisi yasayan firma gostergesi bagimsiz
degiskenler olarak, firma performansini dlgen
kapasite kullanim orani, yillik satis artis orani ve yillik
emek verimliligi artis orani gostergeleri ise bagimli
degiskenler olarak kullanilmistir. Bu degiskenlerin
yani sira anketlerde finans, teknoloji ve firma
ozellikleri basliklari alinda verilen bazi degiskenler ise
aciklayici degiskenler olarak analizlere dahil edilmistir.

Sabit etkiler ve rassal etkiler modellerinin
kullanildigi analizlerde temel olarak elektrik altyapi
kalitesinin imalat sanayi performansi gostergelerinden
sadece kapasite kullanim oranini negatif ve istatistiksel
olarak anlamh etkiledigi tespit edilmistir. Bu sonug
elektrigin daha ¢ok kapasiteyi tanimlayan makina ve
techizat kullaniminda tiiketilmesinden dolayi beklenen
bir sonugtur. Ayrica altyapi kalitesine olan algiy kontrol
eden degiskenin, reel kalite gostergesi degiskenine
gore daha buyik bir etkisi oldugu gozlemlenmistir.

Farkh dlke gruplari ve farkh firma baydklikleri ile
yapilan analizlerde ise st orta gelir grubu (lkelerde
ve orta Olgekli sirketlerde elektrik altyapi kalitesine
olan alginin, yani elektrigi blylk bir kisit olarak
goren firma oraninin, emek verimliligini pozitif

ve istatistiksel olarak anlaml bir sekilde etkiledigi
gozlemlenmistir  Bu sonug, firmalarin elektrik
altyapisina bir gilivensizlikleri olmasi durumunda emek
verimliligini arttirarak daha fazla emek yogun liretim
sureglerini tercih etmeleri anlamina gelmektedir.

Galismanin tum Ulke gruplari ve tim firma
buyukliklerini iceren bulgulari gbz 6niine alindiginda,
21. Yazyllda elektrige erisimin hala ©6nemli bir
parametre olarak sanayinin giindemini tegkil ettigi
gozlemlenmektedir. Ozellikle imalat sanayinin bu
konudaki algisi ulkelerin politika yapicilarinin elektrik
altyapi sistemlerine daha fazla yatinm yapacak
politikalar gelistirmesini gerektirmektedir. Ayrica,
elektrik altyapi kalitesinin imalat sanayiye olan
etkisinin alt orta gelir grubu llkeler ile kiiglik ve orta
Olgekli sirketler icin diger gruplara gére daha buyiik
oldugu tespit edilmistir. Dolayisiyla, ozellikle alt
orta gelir grubu Ulkelerde politika yapicilar kiglik
ve orta Olgekli imalat sanayi sirketlerinin onlndeki
bu engeli kaldirarak sirdirilebilir bir ekonomik
kalkinmayl saglama yoninde adimlar atmaldir.
Bu calismadaki bulgularin tamamina yiz otuz
dokuz Ulkeden toplam yiliz otuz bir bin isletmenin
verilerini derleyen Diinya Bankasi isletme Anketleri
kullanilarak  erisilmistir.  Calismanin  ileride bir
pilot bolge segilerek ve birincil veriler kullanilarak
tekrarlanmasi 6nerilmektedir. Boyle bir ¢alismanin
bolgesel altyapi politikalarinin olusturulmasi agisindan
onemli bir katki saglayacagl dusunulmektedir.
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Tesekkiir

Yazar bu calismanin &nceki versiyonlari izerine yaptiklari degerli yorumlar nedeniyle Yesim Ucdogruk Giirel,
Evrim Turgutlu ve iki hakeme, makalenin redaksiyonu ve literatiir taramasindaki yardimlari nedeniyle de
Pinar Acar’a tesekkiirQ bir borg bilir.

Son Notlar

T Veri kaynagi: https://data.worldbank.org/indicator/NV.IND.MANF.ZS?end=2016&start=2012 [Erisim:
30.01.2018]

2 \eri kaynagi: https://data.oecd.org/natincome/value-added-by-activity.htm [Erisim: 30.01.2018]

3 Firma performansini 6lgmek igin ¢ gosterge kullanilmistir: (1) kapasite kullanim orani, (2) reel satis yillik
artis orani ve (3) emek verimliligi yillik artis orani.

4 Bartelsman ve Gray (1996) ile Bartelsman ve Doms (2000), glinimizde lretim verimliliginde blylime
metodolojisi olarak anilan toplam faktér verimliligi Gzerine Solow (1957) makalesinden itibaren yapilan
calismalarin detayli bir 6zetini sunmaktadir.

5 Diinya Bankasi isletme Anketleri icin: http://www.enterprisesurveys.org [Erisim: 30.01.2018]

¢ Segme yanhhgi (selection bias) sorunuyla karsilasmamak icin 1 yillik verisi olan Ulkeler analizlerden
cikarilmamistir. Ancak tanimi geregi sabit etkiler modelinin kullanildigi durumlarda bu tlkeler analizlerden
otomatik olarak dusecektir.

7 Analizlere dahil edilen aciklayici degiskenler literatiirde sikca kullanilan degiskenlerden secilmistir

8 innovasyon ve Teknoloji basligi altinda “arastirma ve gelistirmeye harcama yapan firma yiizdesi” basligiyla
bir gosterge bulunmaktadir. Ancak, bu gostergedeki veriler oldukga eksik oldugundan “yabanci sirketlerin
lisansladig teknolojiyi kullanan firmalarin yizdesi” adli gésterge kullaniimigtir.

® Bu galismada rapor edilmese de, Driscoll-Kraay standart hatalar kullanilarak yapilan tahminlemelerde
katsayilarin degismedigi ve standart hatalarin diiserek katsayilari daha anlaml hale getirdigi tespit
edilmistir. Dolayisiyla sonuglari ciddi anlamda etkilemeyecegi distintlmustdr.

° Tablo 4’teki regresyonlar Tablo 2 ve Tablo 3’teki gibi aciklayici degiskenler ile denenmis ancak higbirinde
bagiml degiskenlerin etkileri anlamli bulunmadigindan rapor edilmemistir.

" Ust orta gelir grubu lkelerinde, RE modeli kullanildiginda negatif bir etki bulunmustur. Ancak diger
analizlerde hem Breusch-Pagan Lagrange carpani testinin hem de Hausman testi'nin HO hipotezini
reddedememesi durumunda SE modelini segildiginden, burada da tutarliligi bozmamak adina sadece SE
modelinin sonuglari verilmistir.

2 Burayakadaryapilantimanalizlersadeceimalatsanayifirmalarininverilerikullanilarak gerceklestirilmistir.
Ancak ne yazik ki Diinya Bankas! isletme Anketlerinde firma buyiiklik gruplari tim sektérlerdeki firmalarin
verileri kullanilarak olusturulmustur. Bu ¢alismanin kullandigi gostergelerin bir ¢cogu sadece imalat sanayi
firmalari verileri kullanilarak hesaplandigindan sonuglarda biyiik farkhliklar olmayacagi diistiniimastar.
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Abstract
Purpose of this study is to analyze the
asymmetric response of stock market returns
and volatility to monetary policy in bull and bear
markets in Turkey over the period of 2002:1-
2016:12. We used Markov switching model in
order to identify bull and bear markets. We
used policy rate as monetary policy instrument.
From the empirical results, we deduced that
monetary policy is more effective in bull market

periods.
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The main purposes of CBRT are to provide both
price stability and financial stability. CBRT has various
policy instruments to achieve so-called purposes.
Policy interest rate is one of the most important of
these policy instruments. One-week repo rate is
considered as policy interest rate by CBRT. In Monetary
Policy Committee, the decisions towards increase
or decrease in monetary policy rate are made in
terms of exhibited performance of country economy.

Volatility in stock market is taken in consideration
as financial instability indicator. The reason is that
volatility in stock market cause negative effects on
real sector and money market. Therefore, CBRT
carry out policies diminishing financial instability.

Monetary policy have affect directly and
instantly financial markets. Monetary policymakers
can change economic behaviour in order to attain
ultimate objectives by influencing asset prices.
Therefore, it is extremely important to understandant
for relationships between monetary policy and
asset prices to understand monetary transmission
mechanism  (Bernanke and  Kuttner, 2005).
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Oz

Bu c¢alismanin amaci, 2002:1-2016:12
doneminde Tirkiye’de ayi ve boga piyasalari
acisindan  hisse senedi getirilerinin  ve
oynakliginin para politikasina asimetrik tepkisini
analiz etmektir. Ayi ve boga piyasalarini
tanimlamak amaciyla Markov rejim degisim
modeli kullanilmistir. Para politikasi araci olarak
ise politika faiz orani kullanilmistir. Calismanin
sonucunda, para politikasinin boga piyasasinda
daha etkin oldugu sonucuna ulasiimistir.

Anahtar Kelimeler

Para Politikasi ® Hisse Senedi Piyasasi ®
Markov Rejim Degisim Modeli

Jel Kodlari
E52 ¢ E44  C22

It is of great important to determine impact of
monetary policy on stock returns for both financial
participants and policy makers. The reason is that the
changes in stock prices can lead to financial instability
andaffectadverselyeconomicactivity. Besides,so-called
changes influence price dynamics through investment
and consumption decisions (Duran et. al., 2010).

The purpose of this study is to examine asymmetric
impacts of monetary policy on stock returns during
bull and bear markets over the period of 2002:01-
2016:12 in Turkey. Considered period in the study
includes many financial, economic and jeopolitic risks.
To examine nonlinear structure of stock market, we
used Markov switching model by Hamilton (1989). The
reason of using Markov switching approach is that this
model seperates data endegenously different regimes,
and can statistically define the date of turning points
via the smoothed probabilities (Jiang, 2013). Thus, we
purposed to execute the impact of decisions related
monetary policy on volatility in stock markets in both
high risk regime and low risk regime. Thereby, the
effectiveness of monetary policy in diminshing financial

* This study is an extended and revised version of our paper, presented at the EconWorld2017 Congress in Paris on 25-27 July 2017.
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instability has been evaluated under different regimes.

Theoretical Framework

Monetary policy influences the stock markets via
several transmission channels. One of the so-called
channels is deposits. This channel states that stock
returns become less attractive for inverstors when
interest rates remain. Therefore, companies don’t
immediately react to increasing dividends. Because of
decrease in holding earnings, countries’s profitabilitiy
will be diminished. Another channel is banking system.
According to this channel, a change in monetary policy
rate impacts negatively banking system’s profitability.
In other words, it causes volatility in banking sector to
increase. Thereby, both firms’s cost of borrowing and
their financial transactions will arise (Hancock, 1985).
Gordon and Shapiro (1956) states that companies
having debt structure depending flexible rate loans
are directly impacted by volatility in interest rates.
Increments in monetary policy rate rise both required
risk premium and risk-free rate due to volatility
in financial markets (Gordon and Shapiro, 1956).

Monetary policy decisions influence discounted
value offuture cashflows by changingshortterminterest
rates; and thus, so-called decisions lead to increase or
decreaseinstockmarketprices(Zareet.al.,2013).Higher
stock returns cause lower volatility in stock market
via leverage effect. The effect in question represents
the nonlinear relationship between stock market
volatility and returns (Gospodinov and Jamali, 2012).

Tobin (1969) states that changes in monetary policy
rate influence firm’s market performance via changes
in expectation relating to future cash flows. The model
purposed by Tobin (1969) supposes that increase in
interest rates have negative effect on firm’s market
price. Similarly, Thorbecke (1997) indicated that “stock
prices equal the expected present value of future net
cash flows”. According to Thorbecke, expansionary
monetary policy raise stock returns through enhancing
future cash flows. The changes in monetary policy rate
made by CBRT play a crucial role in shaping economic
agents’ expectations relating to future of economics.
This situation has influence on investors’ decions. For
example, an increase-way decision in monetary policy
rate induce increase in short term interest rate and
long term interest rate affecting decisions of both firms
and households (Aklan and Nargelegekenler, 2012;
Kasapoglu, 2007). Therefore, increase-way decisions
impact stock market returns by causing future
expectations of firms’s profits, balance sheets, financial
structures and loans to change. Also, a decrease-way
decision in monetary policy rate enhances demand
for financial instruments (such as bonds and bills) and
alternative cost of holding stock; and thus, stock returns
decrease (Akayand Nargelegekenler,2009; Sahin,2011).

Bernanke and Gertler (1999, 2001) has stated
that monetary policy affects asset prices and stock

returns inasmuch as they influence expected inflation.
Besides, Alan Greenspan has expressed that the
central banks should maintain price stability and
sustainable growth, and so influence stock prices
to the degree that the prices in question affect

output and inflation (Rigobon and Sack, 2003).
Literature
Empirical and theoritical studies examining

relationship between monetary policy and stock prices
show that contractionary monetary policy shocks,
in other words, increase in monetary policy rates
have negative impact on stock prices in short term;
however, so-called impact is stronger during period of
high stock market volatility (Akay and Nargelegekenler,
2009; Leaven and Tong, 2010; Sahin, 2011).

There are a number of studies in the literature
that focus on the effects of monetary policy on asset
prices and stock prices (Thorbecke, 1997; Bomfim,
2000; Rigobon and Sack, 2003; Bernanke and Kuttner,
2005). These studies indicated there is a significant
relationship between monetary policy and stock market
prices. Thorbecke (1997) stated the effect of monetary
policy on stock returns is high. Rigobon and Sack (2003)
stated that monetary policy affects asset prices and
also asset prices affect monetary policy, and thus, there
is endogeneity problem. Therefore, they used GMM
method based on heteroscedasticity to overcome so-
called problem. In the end of their study, they found an
increment in short term interest rate leads to decrease
stock prices and cause upward shift of yield curve.
Bernanke and Kuttner (2005) investigated impact of
monetary policy on stock prices using Federal funds
rate to measure policy expectations. They inferred from
results of the study that an incerease in unexpected 25
basis point rate in Federal funds rate lead to decrease
approximately %1 in stock prices. They also expressed
that contractionary monetary policy reduces stock
prices thereby enhancing the expected equity
premium. Li, Iscan and Xu (2010) examined impacts of
mnetary policy shocks on stock prices using structural
VAR for Canada and the United States. They found that
the instant response of stock prices to a contractionary
monetary policy shock is small in Canada while the
so-called response is relatively large in United States.

Some studies have defined bull and bear markets
in stock prices (Maheu and McCurdy, 2000; Pagan
and Sossounov, 2003; Edwards, Gome Biscarri and
Perezde Gracia, 2003; Bejaoui and Karaa, 2016).
Maheu and McCurdy (2000) used Markov Switching
model to obtain nonlinear behavior in stock prices
and to identify bull and bear markets. They showed
that high returns have a low conditional variance
while low returns have a higher conditional variance,
and investors have the highest return in the early of
bull market and volatility rise over the period of bear
market. Pagan and Sossounov (2003) and Edwards,
Gome Biscarri and Perezde Gracia (2003) used non-
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parametric method in order to define stock market
cycle. Pagan and Sossounov (2003) stated that a pure
random work explained bull and bear markets better.
Jiang and Fang (2015) determined four state in US stock
market, which are extreme bear market, the general
bear market, the volatile bull market and the steady
bull market, using Bayesian Markov Switching model.

Several studies have examined the response of
stock markets to monetary policy in both bull and bear
markets (Chen, 2007; Kondrad, 2009; Zare, Azali and
Habibullah, 2013; Chatziantoniou, Filis and Floros,
2017). Chen (2007) investigated the asymmetric
effects of monetary policy on Standard&Poor’s 500
price index using Markov switching model. He found
that monetary policy more highly impacts stock
returns during bear market. In addition, contractionary
monetary policy increase probability of switching to
bear market regime. It is seen for monetary policy to
have higher impact on stock market in bear market
regime than bull market regime. Kondrad (2009)
used GARCH-M model to analyze effects of monetary
policy implemented by FED and ECB on German stock
and bond markets and identify bull and bear markets
using the turning point algorithm by Bry and Boschan
(1971). Kondrad (2009) found that the impact of
monetary policy on German stock return volatility is
larger in bear markets than bull markets. Zare, Azali
and Habibullah (2013) examined effects of monetary
policy on stock market volatility countries during bull
and bear markets in ASEAN5 using Markov switching
model. From analysis results, they deduced that tight
monetary policy affects more stock market volatility
in bear market than bull market. Chatziantoniou,
Filis and Floros (2017) analyzed effects of monetary
policy shocks on UK housing market and the UK stock
market. Firstly, they separated regimes as the high risk
environment and low risk environment applied Markov
regime switching modelling. Then, they performed
probit regression in order to determine whether a
monetary policy shock affects on the probability that
both markets move across these two regimes. In the
end of the study, they indicated that an increase in short
term interest rate induce the stock market to remain at
the high volatility regime. Besides, for both markets,
raises in the level of inflation have a key role to play.

As examined studies for Turkey in literature, it is
seen that short term interest rates affect negatively
stock market prices (Duran, Ozlu and Unalmis, 2010;
Duran vd., 2012; Ozdemir and Otluoglu, 2015). Duran
vd. (2012) examined effects of monetary policy on
asset prices using the heteroscedasticity-based GMM
in Turkey and found that rises in the policy rate induce
a decline in stock prices. Gokalp (2016) analyzed the
so-called relationship using Case Study and the GMM
methods for the period May 2010 — November 2014. He
used upperandlowerbound oftheinterestrate corridor
as monetary policy variable. In the end of the study,

he obtained the findings that rises in upper bound of
the corridor reduce the stock market prices, however;
decreases in lower bound enhance stock market
prices. However, we don’t find so-called relationship
investigating with regime switching model in literature
for Turkey. Thus, we purpose to contribute the literature.

As examined also the studies which explain the
relationship between monetary policy and stock
market volatility, some of these studies has found
significant relationship between so-called variables
while some of them states that there is no significant
relationship. Bomfirm (2003) examined relationship in
question via EGARCH model and found that positive
shocks have higher effect on volatiliy in stock market
than negative shocksHowever, Lobo (2000) indicated
that decisions due to changes in monetary policy rate
transmited new information to stock market and that
stock market didn’t respond to expansionary monetary
policy. Maya et. al. (2013) found negative relationship
between changes in interest rates and stock market
using wavelet approach. Using two-stage GMM,
Bleich et al. (2011) stated that decrease in interest
rates caused stock market volatility to increase.

Zhang et.al. (2011) investigated monetary policy-
stock market relationship using Markov Switching
GARCH model. They found that expansionary monetary
policy affected more stock market in bull market.
Zare et. al. (2013) used Markov Switching GARCH
model and stated that contractionary monetary
policy have more stronger effect on stock market
volatility in bear market than bull market. Chang and
Lee (2011) used STAR-GARCH model and showed
that the effects unexpected monetary policy shocks
on volatility is lower than expected so-called shocks.

Methodology

Markov regime switching model proposed
by Hamilton (1989) is one of the nonlinear time
series models. In this model it is allowed that an
economy changes from one regime to another or
in other words, behaviour of time series becomes
distinct in different regimes. The switching
mechanism is controlled by an unobservable state
variable that follows a first-order Markov chain.

In two - regime Markov switching model
it is assumed that the state variable S_t is
unobserved and change based on a first — order
Markov  chain  with  transition  probabilities:

P, =ilS,_;=j,z) = By (z,) (1)

The transition probabilities are influenced by a
(gx1) vector of covariance-stationary exogenous or
predetermined variables z, where z may include
elements of x. The Markov chain is assumed
to be stationary and to change independently
of all of those elements of x, not included in z?2.

In this study, we used Markov switching
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dynamic regression in order to obtain behaviour
of return of BIST 100 index in different regimes,
which we defined regimes as low volatility and
high volatility periods. Markov switching dynamic
regression allows states to evolve based on a Markov
process and for quick adjustments after a change
of state. The model we estimated is as follows:

Ve = Ps + X + 25 + €, (2)

where; y_t is return of BIST 100 index, p_is state-
dependent intercept, x, is vector of exogenous
variable, which is policy rate, with state invariant
coefficients q, z, is vector of exogenous variable, which
is policy rate, with state-dependent coefficients B_and
€. ~iid N(0,02)

.Data
In this study, we purposed to analyze asymmetric

response of stock price volatility to monetary
policy in bull and bear markets in Turkey. For this
purpose, we used Markov switching GARCH model.
We considerated policy rate as a proxy variable for
monetary policy, which is drawn from the International
Financial Statistics (IFS) database of the IMF, and
used BIST 100 index as stock market prices, which is
drawn from Yahoo Finance database, over the period
of 2002:01 — 2016:12. Also, we added industrial
production index (IP), spot exchange rate (FX) and
inflation rate (INF) to the model as control variables.
All variables are seasonally adjusted. We obtained
stock market return by using the formula as follows:

)2
R. =1 ( it ) 3
it 0g Py . (3)
where P_is close prices of stock market index in
periodt.Figure land Figure 2 have exhibitedrespectively

the graphs of return of BIST 100 index and policy rate.

Figure 1: The Return of BIST 100 Index

Figure 2: The Graph of Policy Rate

In the study, firstly, we investigated whether so-
called variables are stationary. For this purpose, we
utilized from both KPSS (Kwiatkowski-Phillips-Schmidt-
Shin) and ERS (Elliott-Rothenberg-Stock) unit root tests.
The results relating to KPSS unit root test are shown
in Tablo 1. As seen in Table 1, RETURN is stationary at
level according to KPSS and ERS unit root tests. However,
POLICYRATE is non-stationary according to KPSS test
while it is stationary according to ERS test. Also, INF,

IP and FX are seen to be nonstationary at level in KPSS
test while so-called variables are stationary in ERS test.

Because of that the results of both tests are different
from each other and also data inolve financial crises, we
applied Lee-Stratizch unit root test with two breaks. The
results relating to Lee-Stratizch unit root test are shown
in Table 2. As examined the results of Lee-Strazicich unit
root test, it has seen that all variables are stationary at
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first level except for RETURN. Also, break points reflect
effects of 2007 global financial crisis emerging in USA
and Eurozone debt crisis in 2008-2009.After investigating
stationarity of the variable in question, we applied
BDS test to see whether these variables have a linear
structure.The results of BDS tests relating to RETURN

and POLICYRATE are shown in Table 3. According to
Table 3, we rejected null hypothesis that series are linear
for both of them; because, probability values for all
dimensions are less than 0.05. Therefore, we concluded
that RETURN and POLICYRATE have a non-linear structure
and can be modelled non-linear time series models.

Table 1: BDS Test For RETURN and POLICYRATE

RETURN
Dimension BDS Statistic Std. Error z-Statistic Prob.
2 0.019334 0.005587 3.460286 0.0005
3 0.036324 0.008882 4.089720 0.0000
4 0.048967 0.010578 4.629242 0.0000
5 0.057368 0.011026 5.203172 0.0000
6 0.059127 0.010633 5.560747 0.0000
POLICYRATE
Dimension BDS Statistic std. Error z-Statistic Prob.
2 0.203953 0.008860 23.01853 0.0000
3 0.346204 0.014157 24.45423 0.0000
4 0.444444 0.016959 26.20678 0.0000
5 0.511654 0.017787 28.76614 0.0000
6 0.556704 0.017264 32.24692 0.0000
Note: *, ™, ™" represent respectively 0.1, 0.05 and 0.01 significant levels.
Table 2: The Results of KPSS and ERS Unit Root Tests
KPSS ERS
Variables Constant Constant and Constant Constant and Trend
Trend
RETURN 0.244751 0.043115 2.489849""" 2.991421
CriticalValues CriticalValues CriticalValues CriticalValues
%1 0.739000 %1 0.216000 %1 1.922000 %1 4.113000
%5 0.463000 %5 0.146000 %5 3.152000 %5 5.654000
%10 0.347000 %10 0.119000 %10 4.282000 %10 6.839000
POLICYRATE 1.181202"" 0.254431"" 192.1251"" 141.1477"""
CriticalValues CriticalValues CriticalValues CriticalValues
%1 0.739000 %1 0.216000 %1 1.922000 %1 4.113000
%5 0.463000 %5 0.146000 %5 3.152000 %5 5.654000
%10 0.347000 %10 0.119000 %10 4.282000 %10 6.839000
INF 0.613283" 0.192444™" 327.3820™" 229.0447"""
CriticalValues CriticalValues CriticalValues CriticalValues
%1 0.739000 %1 0.216000 %1 1.922000 %1 4.113000
%5 0.463000 %5 0.146000 %5 3.152000 %5 5.654000
%10 0.347000 %10 0.119000 %10 4.282000 %10 6.839000
P 1.554501""" 0.112832" 193.8649"" 12,1127
CriticalValues CriticalValues CriticalValues CriticalValues
%1 0.739000 %1 0.216000 %1 1.922000 %1 4.113000
%5 0.463000 %5 0.146000 %5 3.152000 %5 5.654000
%10 0.347000 %10 0.119000 %10 4.282000 %10 6.839000
FX 1.271615"" 0.371938™" 31.57934™" 50.14673""
CriticalValues CriticalValues CriticalValues CriticalValues
%1 0.739000 %1 0.216000 %1 1.922000 %1 4.113000
%5 0.463000 %5 0.146000 %5 3.152000 %5 5.654000
%10 0.347000 %10 0.119000 %10 4.282000 %10 6.839000
Note: *, ™, ™" represent respectively 0.1, 0.05 and 0.01 significant levels.
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Table 3: Lee-Strazicich Unit Root Test

LM Lag Break Points Critical Value
Dlt DZt %5
RETURN -7.9115*** 1 2009:03 2012:09 -3.5799
POLICYRATE -1.5871 1 2011:08 2013:12 -3.5799
APOLICYRATE -13.4182%** 0 2007:09 2009:02 -3.5799
INF -0.9093 1 2006:09 2012.07 -3.5799
AINF -45988*** 1 2008:12 2012:11 -3.5799
FX -2.3155 1 2006:06 2014:02 -3.5799
AFX -9.5423*** 0 2006:12 2011:12 -3.5799
P -2.7987 1 2007:07 2009:02 -3.5799
AP -9.8457*** 0 2009:05 2013:03 -3.5799
LM Lag Break Points Kritik Deger
D, DT, D,, DT,, %5
RETURN -7.9115*** 1 2009:04 | 2009:04 | 2011:03 2011:03 -5.9201
POLICYRATE -1.5871 1 2006:04 2006:04 2011:01 2011:01 -5.7898
APOLICYRATE -13.4182*** 0 2007:09 2007:09 2009.01 2009.01 -5.7085
INF -0.9093 1 2004:07 | 2004:07 | 2009:03 2009:03 -5.7947
AINF -45988*** 1 2005:03 | 2005:03 | 2006.08 2006:08 -5.6115
FX -2.3155 1 2008:12 2008:12 2012:08 2012:08 -5.8314
AFX -9.5423*** 0 2007:05 | 2007:05 | 2009:04 2009:04 -5.7265
IP -2.7987 1 2008:08 | 2008:08 | 2010:10 2010:10 -5.7325
AlP -9.8457*** 0 2007:02 2007:02 2009:04 2009:04 -5.7205

Note : Model A is model with constant; Model B is model of constant and trend in LS test. Critical values are obtained by Lee and
Strazicich (2003). *, **, *** represent respectively 0.1, 0.05 and 0.01 significant levels. Lag length is determined by Akaike information

criteria.
Empirical Results

Defination of Stock Market Cycles

To examined the stock price volatility in Turkey, we
firstly determined appropriate ARMA model for stock
price. Considered Akaike and Schwarz information
criteria and significant of the variables in the model,
most appropriate model was choosen as ARMA(1,1).
Statistics for ARMA(1,1) model are given in Table 4.
Accordingly, both RETURN and POLICYRATE variables
don’t have normal distribution. These series exhibit
fat tail characteristic. Also, ARCH-LM test indicates

there is ARCH effect in ARMA(1,1) model. Conditional
heterodasticity model is used to eliminate ARCH
effect. Then, we applied LR linearity test for testing
the number of regimes. The results are shown in
Table 5. According to LR linearity test, it is seen that
two-regimed models have higher explanatory power.
So, we set two-regimed MS(2) GARCH model with
394.808157 log-likelihood, -4.521525 AIC, -4.242600
SIC. The model estimation results are shown in
Table 6. In Table 7, descriptive statistics relating to
MS(2) ARMA(1,1) GARCH(1,1) model are exhibited.

Table 4: Statistics and Diagnostic Tests

Statistics RETURN POLICYRATE
Standart Deviation 0.037565 9.531801
Kurtosis 3.933734 5.832413
Skewness -0.255269 1.646073
Mean 0.005189 12.53791
Median 0.010090 8.000000
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Diagnostic Tests

ARCH 1-1
Jarque-Bera
Skewness
Curtosis

Q Statistics (5)

ok

5.704644
7.377949™"
-0.241724
3.926657
5.4723

* Kk ook

Note: ', ", represent respectively 0.1, 0.05 and 0.01 significant levels.

Table 5: Determining of Number of Regime

Test value Probability
lvs2 135.2779
2vs3 59.81229
Table 6: MS(2)-ARMA(1,1) GARCH(1,1) Model Estimation
Coefficient Standard Error
AR-1(0) -0.4578"™" 0.1208
AR-1(1) -0.78008""" 0.0802
MA-1(0) 0.132259™" 0.06573
MA-1(1) 0.792199"" 0.07479
Constant(0) 0.000313 0.001026
Constant(1) 0.001759 0.001528
Coefficient Standard Error
sigma(0) 0.008025™"" 0.00167
sigma(1) 0.014143™" 0.005687
alpha_1(0) 0.253897"" 0.1433
alpha_1(1) 0.621556"" 0.2315
beta_1(0) 0.470789"" 0.1513
beta_1(1) 0.345598™" 0.1718
p_{0|0} 0.889573"™ 0.05285
p_{1]1} 0.912015™"" 0.05132
Note: *, ™", ™ represent respectively 0.1, 0.05 and 0.01 significant levels. 0 and 1 in the paranthesis reflect

respectively bull and bear markets.

Table 7: MS(2)-ARMA(1,1) GARCH(1,1) Model Descriptive Statistics

Model Log-likelihood AIC SIC Q Statistics (lag  ARCH-LM
(1-1)
MS-ARMA(1,1) -4.521525 -4.242600 0.12468

GARCH

* Kk kkk

Note: ", ", " represent respectively 0.1, 0.05 and 0.01 significant levels.

MS(2) ARMA(1,1) GARCH(1,1) model demonstrates that stock market volatility in Turkey have two different
regimes one of those low volatility, other high volatility. Regime 0 and Regime 1 indicate respectively low and
high volatility periods. Because of the fact that stock returns rise in low volatility periods, Regime 0 is identified
as bull market. On the other hand, Regime 1 is identified as bear market due to low stock returns. BIST 100
index’s duration of remaining at Regime 0 is averagely 9 months, and 11 months at Regime 1.

As examined regime transition probabilities (Table 8), transition probabilities from Regime 0 to Regime 0 and
from Regime 1to Regime 1are 0.95516 and 0.97796, respectively. This situation states that regimesin both bulland
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bear markets are persistent. However, it is seen for remained duration in bear market to be higher than bull market.

Table 8: Switching Probabilities

Observed Regime Switching Regime

Regime O Regime 1
Regime O 0.95516 0.022041
Regime 1 0.044843 0.97796

Figure 1 shows the probability of existence for each regimes. Smoothed probabilities of
Regime O (bull market) are characterised on the left and Regime 1 (bear market) on the right
side. In this figure, shaded areas are related to low volatility regime and others are high volatility
regime. High volatility emerge especially in the economic, political and financial instability periods.

Figure 3: Smoothed Probability Graphics
Nonlinear Effects of Monetary Policy on Stock Market Volatility

To examined the non-linear effect of monetary policy on stok market volatility in both bear and bull markets,
we set the following model base on the study by Zare et. al. (2013).
volatility, = By + B1(POLICYRATE, * bull,) + B,(POLICYRATE, * bear;) + B3 INF + B, IP + Bs FX + ¢, (a)

(4)In the model, bullt and beart variables indicate dummy variables representing bull and bear markets,
respectively. bullt takes value of one if stock market is in low volatility periods and zero otherwise. beart takes
value of one if stock market is in high volatility periods and zero otherwise. We created so-called dummy
variables via regime classification periods from MS-GARCH model. POLICYRATEt*bullt and POLICYRATEt*beart
show the impacts of monetary policy rate on stock market volatility in both bull and bear markets. These
variables are taken into account as indicator variables in the model (Basistha and Kurov, 2008; Kurov, 2010;
Jansen and Tsai, 2010). volatilityt is conditional variance from MS(2)-ARMA(1,1)-GARCH(1,1) model.

Table 9: Johansen Cointegration Test

Hypothesized Trace Max-Eigen
No. of CE(s) Eigenvalue Statistic Statistic
None * 0.372279 156.9185™"" 80.09342™""
At most 1 * 0.215226 76.82508""" 41.68573™""
At most 2 * 0.101675 35.13936"" 18.44240™"
At most 3 * 0.091556 16.69696"" 16.51588""
At most 4 * 0.001052 0.181077 0.181077

* okk ok

Note: *, ™, ™" represent respectively 0.1, 0.05 and 0.01 significant levels.
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Firstly, we test cointegration between POLICYRATE, INF, IP and FX because of the fact that so-called variables
are integrated at first level. Johansen cointegration test (Table 9) indicates that there are three cointegration
vectors. So, we continue with short and long term equations to investigate the impact of monetary policy on
volatility in stock market.

Table 10: The Results of Monetary Policy on Stock Market Volatility

Long Term Results

Variable Coefficient Std. Error
(POLICYRATE, * bull,) 0.000973"" 0.000427
(POLICYRATE, * bear,) 0.000613" 0.000348
LIP 0.000739 0.001624
LFX 0.000246" 0.000151
INF 0.000216™" 5.07E-05
C -0.004863 0.007653
Akaike info criterion -9.360895
Schwarz criterion -9.250220
ARCH 1-1 0.450743
White 3.983583™
BG-LM Autocorrelation Test 6.601945""
Short Term Results

Variable Coefficient Std. Error
Cointegration -0.197988""" -0.05176
A(POLICYRATE, * bull,) 4.15E-05 3.19E-05
A(POLICYRATE, * bear;) 3.11E-05 2.13E-05
ALIP -0.001500™" 0.000534
ALFX 0.003573™" 0.000923
AINF -1.33E-05 1.38E-05
C 0.000194™" 1.42E-05
Akaike info criterion -14.47159
Schwarz criterion -14.36179
ARCH 1-1 0.002299
White 2.751741™
BG-LM Autocorrelation Test 2.119236

Note: *, ™, ™" represent respectively 0.1, 0.05 and 0.01 significant levels.

Table 10 exhibits the short and long term results of changes in monetary policy on stock market volatility in
both bull and bear markets. In long term, the effect of policy rate on stock market is positive and higher at Regime
0 than Regime 1. In other words, increase-way decisions at monetary policy rate cause stock market prices to
increase in both bull and bear market, but so-called increase is higher in bull market, which means that monetary
policy is more influential in bull market than bears. Inflation rate is an economic instability indicator since increase
in inflation lead to rise uncertainty in the markets. Therefore, inflation increase stock market volatility. Similarly,
increment in foreign exchange rate is a financial instability indicator, because depreciate in domestic currency
affects especially firms which have high debt in foreign currency. However, in the short term, monetary policy
doesn’t impact significantly stock market volatility in both bull and bear market periods. Industrial production
index cause stock market volatility to decrease in short term. Increase in exchange rate rises volatility in the
market. Finally, cointegration coefficient is negative and smaller than one. This situation indicates that deviations
in the markets in the short term disappear in the long term, and the equlibrium is provided after about 5 months.

Nonlinear Effects of Monetary Policy on Stock Market Returns

To investigate the nonlinear effect of monetary policy on stok market returns in terms of bull and bear
market periods, we set the model as follows:

RETURN, = By + 1 POLICYRAB, INF + B3 IP + B, FX + &, TE +
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We applied Markov Switching regression to see
differences in results of monetary policy on stock
market returns in bull and bear market periods. The
model estimation results are in Table 11. It follows
from the results that monetary policy doesn’t have
significant effect on stock market return in both bulland

bear market periods. In bear market periods, inflation
rate and industrial production index negatively impact
stock market returns. However, foreign exchange
rate negatively affect returns only in bull market.

Table 11: The Results of Monetary Policy on Stock Market Returns

Coefficient Standard Error
AR-1(0) -0.12636 0.1175
AR-1(1) -0.77475™ 0.1789
MA-1(0) -0.12248 0.08192
MA-1(1) 0.019474 0.1566
APOLICYRATE(O) 0.055266 0.03143
APOLICYRATE(1) 0.135788 0.1133
ALIP(0) -0.00452 0.083
ALIP(1) -1.42822"™ 0.3002
ALFX(0) -1.52961"" 0.1534
ALFX(1) -0.40828 0.4953
AINF(0) -0.00165 0.002346
AINF(1) -0.01863™ 0.004002
Constant(0) 0.009375™ 0.002036
Constant(1) -0.00992 0.007599

Coefficient Standard Error
sigma(0) 0.02404 0.001419
sigma(1) 0.035832 0.006062
p_{0]0} 0.99188 0.008163
p_{1]1} 0.911855 0.06055
ARCH1-1 0.73062
Q Statistics (lag 36) 52.930"

PR

Note: -,

respectively bull and bear markets.

Conclusion

This paper investigates how stock market return
and volatility react to monetary policy changes and
whether so-called reaction differs in bull and bear
market periods in Turkey using monthly data during
the period of 2002:1-2016:12. In the study, bull
and bear markets are determined by using Markov
switching model. From the analysis, we found that
monetary policy rates positively influence stock

represent respectively 0.1, 0.05 and 0.01 significant levels. 0 and 1 in the paranthesis reflect

market volatility in bull and bear market; however,
the effect in question is higher in bull market period
than bears. In other words, monetary policy is more
effective in bull market periods. Nevertheless, stock
market returns are not affected by changes in monetary
policy in both markets. Also, it is seen for remained
duration in bear market to be higher than bulls
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Abstract

The perception of consumers related to the
benefits of using online channels for shopping
is an important factor in the determination of
their intention to shop online. This study aims
to contribute to the current literature by (1)
shedding light into the nature and extent of
the relationship between perceived benefit
and consumer based brand equity in an online
context, (2) exploring the relationship between
the sub-dimensions of consumer based brand
equity, and finally (3) proposing and testing a
structural model of these relationships between
perceived benefit, consumer based brand equity
and its sub-dimensions. The results of the study
confirm that consumers’ benefit perception
related to online shopping leads the way to
the formation of consumer based brand equity
by affecting brand awareness and mediating
the relationship between brand awareness
and perceived quality. Another finding of this
study is that there is a positive relationship
within the sub-dimensions of consumer based
brand equity in a sequential structure, which
brings consumers from the basic awareness
level about the brand to the formation of
brand associations, as well as the perception of
quality and consequently resulting to support
the level of loyalty through brand associations.

Keywords
Consumer based brand equity e perceived
benefit ® brand awareness ¢ brand associations
e perceived quality e brand loyalty ¢ online
shopping

Orcid No: 0000-0003-4984-4629
Orcid No: 0000-0002-2847-5126

0Oz

Tuketicilerin  cevrimici kanallari aligveris
yapmak icin kullanmalarindan dolayr elde
edecekleri faydalara yonelik algilari, ¢evrimigi
alisveris yapma egilimlerinin belirlenmesinde
onemli roli olan bir faktordur. Bu ¢alisma
mevcut literatiire ¢ noktada katki saglamayi
hedeflemektedir: (1) Cevrimigi baglamda fayda
algisi ile tiiketici bazli marka degeri arasindaki
iliskinin dogasi ve kapsamina isik tutmak, (2)
tiketici bazli marka degeri'nin alt boyutlari
arasindaki iliskiyi ortaya ¢ikarmak, (3) fayda
algisi, tiiketici bazli marka degeri ve alt boyutlar
arasindaki sirali iligkiyi 6lgen bir model sunmak
ve test etmek. Calismanin sonuglari, tiiketicilerin
cevrimigi aligveris yapmaya yonelik fayda
algisi’nin, hem marka farkindaligi tizerinde hem
de marka fakindaligi ile kalite algisi arasindaki
iliski Uzerinde etkili oldugunu ve bu iki etki
ile beraber tiketici bazli marka degeri'nin
olusmasina katki yaptigini géstermektedir. Bu
¢alismanin sonuglarindan bir tanesi de tiketici
bazli marka degerinin alt boyutlari arasinda
sirasal bir iliski oldugunun tespit edilmesidir.
Bu sirali iliskiler gergevesinde, temel marka
farkindaligi marka ¢agrisimlari ve kalite algisinin
olusmasina pozitif katki yapmakta ve buna bagh
olarak marka ¢agrisimlari araciligl ile marka

baghligi seviyesine destek olmaktadir.

Anahtar Kelimeler
Tuketici bazl marka degeri » fayda algisi
marka farkindaligi ¢ marka ¢agrisimlari e kalite
algisi « marka bagliligi cevrimici aligveris

Transition from digitally illiterate to a digitally native  Internet, has experienced a radical evolution and
worldis the result of the radical transformation we have  transformed into a platform which serves to consumers
experienced since the last several decades starting with  not only as a communication medium but also as a
the introduction of Internet, which keeps penetrating transactiontoolusedforshopping(Cembercietal.2013).
into the consumers’ daily lives in all over the world.
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Inabusinessto consumer (B2C) context, consumers
use the Internet for multiple purposes including
searching, comparing and purchasing products
and services (Sinha, 2010). Total online retail sales
in the world reached at 1.9 trillion $ in 2016 which
constitutes 8.7% of total retail sales and this share is
expected to rise to 15.5% as the end of 2021 (Statista,
2017). As a country which has the largest share in this
category, total online retail sales volume in United
States reached at 395 billion $ level in 2016, increasing
15.6% compared to the previous year. The contribution
of online retail sales in the United States to the growth
of total retail sales volume is 46 % (US Department
of Commerce, 2017). This clearly shows how online
shopping shapes the industry’s performance and
indicates that it is a critical channel for all retailers.

The rising volume of global e-commerce sales in
retail industry as well as its improving share in total
retail spending put online consumer behavior into the
research agenda of both academics and professionals.
From the orientation perspective, two research
streams, consumer and technology orientations
for measuring the online patronage intentions
of consumers, have been dominated the current
literature (Jarvenpaa and Todd, 1997). Demographics,
psychological characteristics, benefit and risk
perceptions, motivations and shopping orientations of
consumerswerethemainresearchareasinthe previous
studies on online consumer behavior (Brown et al.
2003; Chau et al. 2002; Huang 2003; Lynch and Beck
2001; Xia 2002; Cemberci et al. 2013; Bhatnagar and
Ghose 2004; Childers et al. 2001; Johnson et al. 2004;
Donthu and Garcia 1999; Korgaonkar and Wolin 1999).

On the other hand, understanding of online
consumer behavior is the critical factor for retailers
to design and maintain online stores which will
resonate with their target market (Vijayasarathy
and Jones, 2000), the technology-oriented view,
explored the dynamics of the consumers’ intention
to shop online from technological perspective
and examined the technical feastures such as
design, content, user interface and usability.

As firms struggle for both acquiring to and
retaining of consumers in today’s cluttered and
highly competitive markets to sustain superior
market performance via customer base growth,
two key important constructs, namely perceived
benefit and consumer based brand equity, play
important roles in consumer decision making process.

Academic literature includes many studies which
show this positive effect of perceived benefit (Tanadi
etal.2015; Liu et al. 2013; Zhang et al. 2013; Choi et al.
2013) and consumer based brand equity (Koapaha and
Tumiwa 2016; Monavvarian et al. 2015; Fouladivanda
et al. 2013; Buil et al. 2013) on consumer behavior.

Despite the existence of many studies in the

marketing literature examining the relationship of
these constructs with consumer behavior, to our
best knowledge, the number of studies that aim
to understand the relationship between perceived
benefit, consumer based brand equity and its sub-
dimensionsarescarce. This studyaims contribute tothe
current literature by (1) shedding light into the nature
and extent of the relationship between perceived
benefit and consumer based brand equity in an online
context, (2) exploring the relationship between the
sub-dimensions of consumer based brand equity, and
finally (3) proposing and testing a conceptual model
of these relationships between perceived benefit,
consumer based brand equity and its sub-dimensions.
Concisely, research question of this study is as follows:

Do the benefit perceptions of the customers
regarding online shopping have an effect on the
level of customer based brand equity of e-retailers?

In this framework, the conceptual background of
perceived benefit, consumer based brand equity and
its sub-dimensions are explained first. This is followed
by the introduction of initial research model together
with the hypothesis developed based on the findings
of the previous studies in the current literature. The
following sections included the explanation of the
research methodology, testing of hypothesis and
finally the presentation of managerial implications.

Conceptual Background
Perceived Benefits

An exchange between the two parties in an
online context is expected to occur when the value
equation results in a positive way for both parties
(Civelek and Sozer, 2003). Generally, customer
value is identified under three different categories,
namely value component models, benefits/costs
ratio models and means-end models (Khalifa et
al. 2004). Zeithaml (1988) defined the perceived
value as the consumers’ assessment of the ratio
of perceived benefits to perceived costs. Thus, the
perceived benefits concept which is employed in
this study is a component of customer perceived
value derived from benefits/costs ratio models.

As a general definition, perceived benefits are the
sum of advantages that satisfy the needs and wants
of consumers (Wu, 2003) and in an online context, it
reflects the belief of consumer about the extent to
which he or she will become better off from a specific
online transaction which is conducted on a certain
web site (Kim et al. 2008). In online context, perceived
benefits are generally studied on utilitarian and
hedonic bases (Zhang et al. 2013; Bhatnagar & Glosh,
2004. Utilitarian benefits are regarded as functional
and cognitive means which lead to some consumer
value (Chaabane and Volle, 2010). On the other hand,
hedonic benefits are related with experiential and
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emotional benefits (Hirschman and Holbrook, 1982).

This study incorporates both orientations to
the perceived benefits concept and based on the
current literature identifies shopping convenience,
shopping flexibility and product selection as the three
categories of perceived benefits in an online context.

Shopping Convenience in the online shopping
contextisaperception of the consumersregarding their
freedom to make their online transactions without
any location limitations and having no obligation to
visiting the physical store (Forsythe et al. 2006), and
it also reflects their energy saving when they perefer
online shopping instead of visiting the physical store
(Brown, 1990). In the search phase of the journey
customers experience the search convenience by
searching and comparing the products online without
spending too much physical effort (Seiders et al. 2000),
they can purchase the product without visiting the
store which leads to possession convenience (Tanadi
et al. 2015) and finally, the product is purchased
and delivered fast and there are no time issues such
as serving hours altogether providing a time saving
convenience for consumers (Juniwati, 2014; Kwek
et al. 2010). Much of the research in the current
literature involves exploring the effect of perceived
convenience on buying intentions. Findings of the
studies confirm that perceived convenience positively
affects consumers’ purchase intentions in an online
context (Chiang and Dholakia, 2003; Jih, 2007). For
the purpose of this study, authors incorporated no
waiting time in stores (time saving) and easy buying
process (ease of use) as two convenience benefit
types based on the findings of the previous studies.

Waiting time in physical stores is an important
factor which leads to the dissatisfaction of consumers
(Katz, Larson, & Larson, 1991) and consequently
affects the patronage intentions of consumers towards
the store negatively (Hui, Dubé, & Chebat, 1997). On
the other hand, online shopping is perceived as time
saving by consumers (Alreck and Settle, 2002) and
based on the previous studies, it is an important factor
in using online shopping (Morganovsky and Cude,
2000). Several previous studies confirm the positive
effect of time saving benefit on online shopping
intentions of consumers (Kit Chang et al. 2005; Raijas
and Tuunainen, 2001; Limayem et al. 2000). Another
advantage of online shopping is its relative ease of
executing a buying process compared to physical
environments. E-retailers need to improve their web
site functionality and user experience in order to
positively effect consumer perceptions towards online
shopping (Prasad and Aryasri, 2009). If consumers
experience difficulties in the purchase process through
thewebssite of the e-retailer, itbecomesabarrierforthe
online purchase (Ranganathan and Ganapathy, 2002)
and has a negative effect on sales (Bellman et al. 1999).

The second category of benefit perception
incorporated into this study is shopping flexibility. This
benefit of online environments helps consumers to
eliminate the time constraints which they experence
in physical store environments (Cemberci et al. 2013).
Accessibility is one of the most important attributes
of online shopping for most of the consumers where
consumers can execute the searching and shopping
transactions within the comfort of their private
environment without any physical boundaries and
with less effort (Wolfinbarger and Gilly, 2001). Time
pressure perception is another factor which plays
an important role in shaping consumer behavior
especially in retail stores (Howard and Sheth,
1969). Under time pressure, consumers lose their
concentration to the unique features of products
(Dhar and Nowlis, 1995) and purchase processes are
more likely to fail compared to situations without any
time constraint (Park et al. 1989). Online shopping
provides the flexibility of shopping without any
time constraints, which means consumer may start
their shopping process anytime they like and they
do not have to complete the transaction at once.

Product selection, the third perceived benefit of
online shopping employed in this study, includes the
benefits related to the wider selection of products and
services and corresponding information availability
in the online environment. The consumers get the
chance to browse product and services extensively,
compare prices and execute transactions on the
internet (Forsythe and Shi, 2003). When we compare
the online retailer with conventional physical stores,
the former offers a wider range of product categories
as well as wider range of products within the same
product category (Srinivasanetal.2002). Moreover, the
possibility of finding hard tofind products and extensive
information is higher in online stores compared to
physical stores (Hoffman et al. 1995). Previous studies
confirm the positive effect of product selection
benefit on consumers’ online purchase intention (Guo
et al. 2012; Delafrooz et al. 2010; Li and Zhang, 2002).

Consumer Based Brand Equity

Brand equity has been conceptualized in the
current literature mainly in two perspectives including
consumer perspective and financial perspective
(Aaker, 1991; Simon and Sullivan, 1993). This study
incorporates the consumer perspective of brand
equity, namely consumer based brand equity, defined
as the “a set of brand assets and liabilities linked to a
brand, its name and symbol that add to or subtract
from the value provided by a product or service to a
firm and/or to that firm’s consumers” (Aaker, 1991).
Another definition of consumer based brand equity
was provided by Keller (1998) as “the differential
effect that brand knowledge has on consumer
response to the marketing of that brand”. A strong
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consumer based brand equity contributes to the
purchase intentions of consumers (Chang and Liu,
2009), creates insensitivity of consumers towards
price increases (Keller, 2003), and support firms
to increase their both financial performance and
market shares (Kim et al. 2003, Erdem et al. 2002).

Many studies in the current literature aim to
identify and validate the sub-dimension of consumer
based brand equity (Kumar et al, 2013; Buil et al,
2008; Vazquez et al, 2002; Yoo and Donthu, 2001;
Lassar et al, 1995). For the purpose of this study, the
authors employed the four of the sub-dimensions
of Aaker’s (1991) consumer based brand equity
conceptualization, namely brand awareness,
perceived quality, brand associations and brand loyalty.

Brand awareness, one of the most important
components of consumer based brand equity, refers
to the strength of brand name in consumers’ mind
and it is defined as “the ability of a potential buyer
to recognize or recall that a brand is a member of a
certain product category” (Aaker, 1991). Both Keller
(1993) and Aaker (1991) conceptualize the brand
awareness in a multi-level structure. According to
Aaker (1991), brand awareness is composed of three
levels including brand recognition, brand recall and
top of mind. Similarly, Keller (1993) employs two
levels as brand recognition and brand recall where
recognition occurs when consumers recognize the
brand when they are exposed to brand related stimuli
and brand recall occurs when consumers retrieve the
brand name without the help of any stimuli. Brand
awareness contributes to the consumer based brand
equity by playing the role of basket which many
associaitons can be placed in, by creating familiarity,
by representing the commitment of the customers and
by taking brand into consideration list (Aaker, 1991).

The second dimension employed in the consumer
based brand equity construct is perceived quality,
different from objective quality which involves an
objective aspect or feature (Garvin, 1983 in Rowley,
1998), is defined as “the consumer’s judgement
about a product’s overall excellence or superiority”
(Zeithaml, 1988). The perceived superiority of a
brand in consumers’ mind is derived from intrinsic
cues such as physical attributes of performance and
durability and extrinsic cues such as brand name
(Asshidin et al., 2016). Many studies in the current
literature confirm the positive effect of perceived
quality on consumer intentions to purchase (Kumar
et al. 2009, Tsiotsou, 2006, Cronin et al. 2000).

Brand associations is the third sub-dimension
of consumer based brand equity and these
are informational nodes that are linked to the
brand in the memory (Keller, 1998). Brand
knowledge is formed by these informational nodes
linked to the brand and it is the combination

of band awareness and image (Keller, 1993). The brand
knowledge and consequently the links in the memory
will be stronger when consumers’ experiences with
the brand or exposures to communications become
intensive, and when a network of other links supports
it (Aaker, 1991). Brand associations are an important
factor in the formation of consumer based brand
equity (Rio et al. 2001) and create value for the
brand by differentiating, positioning and creating
positive attitudes and feelings (Low and Lamb, 2000).

Brand loyalty, the last and ultimate sub-dimension
of consumer based brand equity, is defined from
behavioral as well as attitudinal perspectives (Javalgi
and Moberg, 1997). Yi and Jeon (2003) define the
behavioral loyalty as the repeated purchases of
a particular brand’s products and services over a
time period. On the other hand, attitudinal loyalty
reflects the commitment of consumers to rebuy or re-
patronize a preferred product or service consistently
(Oliver, 1997). Brand loyalty becomes much stronger
when consumers show both behavioral and attitudinal
loyalty at the same time. A loyal customer base
provides many competitive advantages for the brand
such as creating a barrier to entry for competitor firms,
providing the opportunity to apply price premiums,
reducing marketing costs, and protecting the brand
from competitor actions (Mellens et al. 1996).

Research Model And Hypothesis Development

The proposed research model in Figure 1
aims to test the relationship between perceived

benefit and consumer based brand equity,
as well as the relationship between the sub-
dimensions of consumer based brand equity.

The Relationship between Perceived Benefit and
Retailer Brand Awareness

Previous studies confirm the positive relationship
between perceived benefit and intention to shop
online (Liu et al. 2013; Soopramanian, 2011). The
propensity of consumers for using online stores for
their purchases due to the perception of benefits
leads to the increasing involvement into the online
environment. Increasing level of involvement into
the online shopping concept results in increasing
attention to the advertising and cognitive processing
of the advertising (Celsi and Olson, 1988). This brings
an advantage to the brands which operate in online
environment since consumers become more open to
engage with these brands. Studies confirm the positive
effect of perceived benefit on brand awareness directly
or indirectly in different contexts including online
environments (Meenaghan, 2001; Loureiro, 2013). In
the light of the existing literature we hypothesize that:

H1: Perceived Benefit has a positive effect on
Brand Awareness.
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Figure 1: Conceptual Model

The Relationship between Perceived Benefit and
Perceived Quality

Perceived quality is a combination of some
attributes related to a product or service which are
composed of intrinsic and extrinsic cues (Olson,
1977). While intrinsic cues are related with the
product itself, extrinsic cues are not related with
the product and include brand name, advertising,
price and similar non-product cues (Zeithaml, 1988).
Previous studies confirm the positive effect of
different types of extrinsic cues on perceived quality
in several contexts (Volkner and Hofmann, 2007;
Acebron and Dopico, 2000; Richardson et al. 1994).

Perceived benefits of using online channels such as
shopping convenience, shopping flexibility and product
selection create an expectation in consumers’ mind
related to their transaction with the online retailer.
Thus, authors argue that these perceived benefits can
be also regarded as extrinsic cues which contribute
to the positive perception of quality of the online
brand. In the light of the existing literature in order
to shed light into the unexplored effect of perceived
benefit on perceived quality, we hypothesize that:

H2: Perceived Benefit has a positive effect on
Perceived Quality.

The Relationship between Retailer Brand Awareness
and Perceived Quality

Perceived quality is a subjective judgement of
consumers and it is affected by previous experiences
of consumers with the brand (Chi et al. 2009). Brand
name can be listed as the one of the experience factors
which leads to the formation of quality perception
towards the brand (Dawar and Parker, 1994). When
consumers experience a shopping situation, intrinsic
cues related to the quality follow a sequential order
in consumer’s mind where brand name is the first

element which comes to mind before the other
elements (Vranesevic and Stancec, 2003). Thus,
name of the brand as the core part of the brand
awareness plays an important role in the formation
of perceived quality (Jacoby et al. 1971) and this
brings us to the conclusion that strong brand
awareness leads to higher perception of quality (Dib
and Alhaddad, 2014; Kan, 2002; Lo 2002; Wall et al.
1991; Dodds and Grewal, 1991). Consequently, in the
light of the existing literature, we hypothesize that:

H3: Brand Awareness has a positive effect on
Perceived Quality.

The Relationship between Retailer Brand Awareness
and Retailer Brand Association

Brand Awareness provides consumers with the
ability to recognize or recall the brand (Keller, 2008)
and consumers can use the brand name as a symbol
to identify and predict the service results (Merbig and
Milewicz, 1993; Janiszewski and Van Osselger, 2000).
On the other hand, consumers use brand associations
to process, organize and retrieve information in
memory in order to make easier purchase decisions
(Aaker, 1991). Brand awareness is a precedent of
brand associations and supplies information for the
formation of a broader brand association dimension,
which helps the consumers in their purchasing
decisions and affects consumer based brand equity
(Keller, 2003). Thus, in the light of the existing
literature, we hypothesize that:

H4: Brand Awareness has a positive effect on
Brand Associations.
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The Relationship between Perceived Quality and
Retailer Brand Association

According to Aaker (1991) and Keller (1993),
positive perception of quality related to a brand
is the basis for the formation of favourable brand
associations. Consequently, assessing the attitude
towards the brand and perceived quality is the
ideal way of measuring brand associations (Low
and Lamb, 2000). Brand associations are formed by
three categories, namely attitudes, attributes and
benefits (Keller, 1998) and attitudes reflect the overall
evaluation of consumers towards a brand. Taking
into consideration that perceived quality is also a
subjective judgement of consumers (Chi et al. 2009),
we can conclude that it can be regarded as one of the
determinants of overall evaluations of a brand. Thus, in
the light of the existing literature, we hypothesize that:

H5: Perceived Quality has a positive effect on Brand
Associations.

The Relationship between Retailer Brand Association
and Retailer Brand Loyalty

Cheng and Chen (2001) argue that whatever the
type of brand associations is, whether attributes,
benefits or attitudes (Keller, 2003), the connotations
in the consumers’ mind about the brand are the core
asset for building stronger brands. When they are
exposed to marketing stimuli from a brand, consumers
react positively when they have strong and positive
associations towards the brand (Yoo et al. 2000;
Park and Srinivasan, 1994), and this leads to the
formation of a loyal customer base. Current literature
includes many studies which confirm the positive
relationship between brand associations and brand
loyalty in different contexts and situations (Tokmak
and Aksoy, 2016; Azadi et al. 2015; Al-Abdallah, 2013;
Eryigit, 2013; Sadeghi and Rad, 2012). Thus, in the
light of the existing literature, we hypothesize that:

H6: Brand Associations have a positive effect on
Brand Loyalty.

The Mediator Role of Retailer Brand Awareness
between Perceived Benefit and Perceived Quality

The three perceived benefit types of using online
channels, namely shopping convenience, shopping
flexibility and product selection, can be regarded as
the extrinsic cues which can contribute to the positive
perception of quality for the brand by creating an
expectation in consumers’ mind. Since perceived
benefit (Meenaghan, 2001; Loureiro, 2013) as well as
perceived quality (Dib and Alhaddad, 2014; Kan, 2002;
Lo 2002; Wall etal. 1991; Dodds and Grewal, 1991) have
relationships with brand awareness, authors argue that
it is expected for brand awareness to influence the
relationship between perceived benefit and perceived
quality. Thus, in the light of the existing literature, we
hypothesize that:

H7: Retailer Awareness plays mediator role on the
relationship between Perceived Benefit and Perceived
Quality.

Research Methods

In this research five-point Likert scale survey
was used in order to collect quantitative data.
Confirmatory factor analysis and reliability analysis
were conducted to determine the reliability and
validity of the scales taken from literature. The
hypotheses of the conceptual model were tested
by structural equation modelling method which is
a multi-variable statistical method (Byrne, 2010).
This method was used to clarify direct and indirect
relationships between variables in the hybrid model
(Meydan & Sesen, 2011). This method was chosen for
eliminating measurement errors (Byrne, 2010). AMOS
and SPSS statistics programs were used for analyses.

Measures and Sampling

The scales adopted from prior studies were used
to measure the dimensions. The measurement of
Consumer Based Brand Equity was adopted from
Pappu and Quester (2006) who employed the scale
developed and validated by Yoo and Donthu (2001).
This scale was empirically tested and validated also
in many other studies in the literature (Pappu et al.,
2005; Washburn and Plank, 2002). For the purpose
oif this study, authors tested the internal reliability
of the scale and dimensions of the scale resulted in
Cronbach Alpha scores of 0,528 for Brand Awareness
and Associations, 0,848 for Perceived Quality and
0,881 for Brand Loyalty. Perceived Benefit scale was
adopted from the works of Forsythe et al. (2006) who
developed, empirically tested and validated the scale.
Authors reported Cronbach Alpha scores of 0,898 for
perceived Convenience, 0,780 for Ease of Shopping
dimension, 0.797 for Product Selection and 0.771 for
hedonic dimensions. Five-point Likert scale ranging
from strongly disagree to strongly agree was used.

For the purpose of this study, the population
from which subjects were choosen is defined as the
customers of three e-retailers who live in three big
cities of Turkey (istanbul, Ankara and izmir). Sample
frame was the list of active customers who made at
least one transaction in the last twelwe months in
these three e-retailer stores. Subjects were choosen
by employing the systematic sampling methodology.
A total of 500 questionnaires were distributed, and
406 valid ones were gathered from the customers.
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Table 1: Scale Items Statements

Dimensions Items Statements
Retailer Brand Awareness | Aws01 I know this store very well and I'm totally aware of it’s name.
Aws02 | can easily remember some of the features of this store.
Aws03 | can easily recognize this store among others.
Perceived Quality Pqy03 Features of the products sold in this store are perfect.
Pqy02 The products offered by this store keep their quality level same for a long time.
Pqy01 This store offers high quality products.
Retailer Brand Association | Ras01 This store’s design and atmosphere is very good.
Ras03 This store’s product range is extremely large.
Ras02 This store provides many facilities during shopping.
Shopping Flexibility Sfx04 Shopping Online (Internet) allows me to shop whenever | want.
Sfx03 Shopping Online (Internet) saves my efforts of visiting multiple stores
Sfx01 Shopping Online (Internet) at home provides me more privacy and comfort.
Product Selection PslO3 The product range is very large in the Internet.
Psl02 | can get a very detailed product related information on the Internet.
PslO1 | can easily find the product | want during online shopping (Internet).
Pslo4 I can find many brands and stores in the internet.
Shopping Convenience Scv01 | do not have to wait for a store staff to assist me during online shopping (Internet).
Scv02 I do not face any difficulty during online shopping (Internet).
Scv03 | do not feel embarrassed even | leave the online store without buying anything in online
shopping (Internet).
Scv04 | do not have to wait in online stores (Internet).
Retailer Brand Loyalty Lyt02 If | find the product that | am looking for in this store, definitely | will not purchase it from
any other stores.
Lyt01 I am a loyal customer of this store.
Lyt03 This is my most preferred and favorite store.

Construct Validity and Reliability

After the data purification process, 23 items
were included in the confirmatory factor analysis.
To assess convergent validity, confirmatory factor DF
analysis was performed on the scales by using

AMOS 23 (Anderson & Gerbing, 1988). CFA results
indicated that the model was an adequate fit: x2/
=1812, CFI=0.968, IFI=0.969, RMSEA= 0.045.
CMIN is The Likelihood Ratio Chi-Square Test.

Table 2. Confirmatory Factor Analysis Results

Variables ltems Standardized Unstandardized Factor | Communalities Critical Ratio
Factor Loads Loads
Retailer Brand Awareness Aws01 0.799 1 0.717
Aws02 0.917 1.066 0.797 20.856
Aws03 0.841 0.831 0.722 18.985
Perceived Quality Pqy03 0.840 1 0.715
Pqy02 0.866 1.076 0.728 21.031
Pqy01 0.866 1.056 0.721 21.027
Retailer Brand Association | RasO1 0.790 1 0.631
Ras03 0.697 0.831 0.554 14.273
Ras02 0.788 0.957 0.607 16.465
Shopping Flexibility Sfx04 0.767 1 0.693
Sfx03 0.611 1.109 0.687 10.570
Sfx01 0.613 0.808 0.521 10.633
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Product Selection PslO3 0.852 1 0.806
Psl02 0.878 1.033 0.823 21.472
PslO1 0.813 0.991 0.761 19.467
PslO4 0.647 0.647 0.571 14.194
Shopping Convenience Scv01 0.693 1 0.626
Scv02 0.866 0.945 0.781 15.143
Scv03 0.780 0.964 0.657 14.019
Scv04 0.700 1.027 0.617 12.782
Retailer Brand Loyalty Lyt02 0.675 1 0.612
Lyt01 0.842 1.095 0.620 11.599
Lyt03 0.911 1.110 0.645 12.258

p<0.01 for all items

Analysis shows the conformity of the initial
model and acquired model (Civelek, 2018). A CMIN/
DF ratio is under the threshold level of 3 (Bagozzi &
Yi, 1990). Furthermore, other fit indices exceeded
their recommended thresholds. Confirmatory Factor
Analysis Results are shown in Table 2 and standardized
factor loads of each item are larger than 0.5 and

significant. Average variance extracted values were
also calculated. Results are close to or beyond the
threshold level (i.e. 0.5) (Byrne, 2010). These values
show the convergent validity of the scales. To assess
discriminant validity, the square roots of AVE values
of each variable were calculated. In Table 3, the
diagonals demonstrate the square root of AVE values.

Table 3. Construct Descriptives, Correlation and Reliability

Variables 1 2 3 4 5 6 7
1.Retailer Brand (.854)

Awareness

2.Perceived Quality | .551* (.857)

3.Retailer Brand .720* .641* (.759)

Association

4.Retailer Brand A79* .629* .541* (.815)

Loyalty

5.Shopping .328* .186* 311%* .176* (.668)

Flexibility

6.Product Selection | .279* .164* .298* .128* .512* (.802)

7.Shopping .295* .158* .280* .241* .557* .600* (.762)
Convenience

Composite .889 .893 .803 .854 .705 .877 .847
reliability

Average variance .729 .735 577 .665 446 .644 .582
ext.

Cronbach a .884 .892 .801 799 .695 874 .829
Mean 5.94 5.48 5.67 5.01 5.72 5.32 5.53
Standard Deviation | 0.93 1.00 0.94 1.32 1.18 1.29 1.15

*p<0.01
Note: Diagonals show the square root of AVEs.

Reliability of each construct was individually
calculated. Composite reliability and Cronbach a
values are close to or beyond the threshold level (i.e.
0.7) (Fornell & Larcker, 1981). Descriptive statistics
of the constructs, composite reliabilities, average
variance extracted values, Cronbach a values and
Pearson correlation coefficients are shown in Table 3.

Test of Hypotheses

Structural model has been analyzed by using
AMOS 23. Maximum likelihood estimation methods
and the covariance matrix of the items were
used to test the hypotheses. In order to evaluate
the structural model, the goodness of fit indices

were used. The absolute goodness of fit indices
are the root mean square error of approximation
(RMSEA) and the x2 goodness of fit statistic.
The relative goodness of fitindices are the comparative
fit index (CFl) and the incremental fit index (IFI).
As shown in Figure 2, structural model fit indices
adequately indicate model fit. x2/DF value is 2.282
and within threshold levels (i.e. between 2 and 5).
CFlis 0.969, IFl is 0.970. RMSEA is 0.056. These values
are satisfactory. As shown in Table 4, all hypotheses
have been accepted. These results of the hypotheses
indicate a positive and significant relationship
between perceived benefit and retailer awareness.

The mediator role of retailer brand awareness

on the relationship between perceived benefit and
perceived quality was found statistically significant
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according to Baron and Kenny method (Baron &
Kenny, 1986). As shown Table 4, relationship between
perceived benefit and perceived quality turn into
insignificant after including retailer brand awareness.
This is a strong proof of mediator effect. Furthermore,

Note: x2/DF = 2.282, CFl = 0.969, IFl = 0.970, RMSEA= 0.056

positive relationship between retailer brand
awareness and retailer brand association, between
perceived quality and retailer brand association,
between, retailer brand association and retailer
brand loyalty were found to be statistically significant.

Figure 2: Results of SEM Analysis

Table 4: Hypotheses test results

Relationships Model 1 Model 2 Model 3
Perceived Benefit > Retailer Brand Awareness 0.415* 0.434%*
Perceived Benefit - Perceived Quality 0.228* -0.036
Retailer Brand Awareness -> Perceived Quality 0.604*
Retailer Brand Awareness -> Retailer Brand Association 0.607*
Perceived Quality - Retailer Brand Association 0.420*
Retailer Brand Association - Retailer Brand Loyalty 0.643*
X2/df=1.340 x2/df=0.730 x2/df=2.282
Model fit indices CFI=0.997 CFI=1.000 CFI=0.969
IFI=0.998 IFI=1.002 IFI=0.970
RMSEA=0.029 RMSEA=0.00 RMSEA=0.056

Note: Path coefficients are standardized
*p < 0.01

Discussion
Findings and Managerial Implications

The main objective of this study is to explore
the relationship between Perceived Benefit
and two dimensions of Consumer based brand
equity, namely Retailer Brand Awareness and
Perceived Quality, the relationship between the

sub-dimensions of consumer based brand equity
and finally propose and test a structural model of
these relationships between Perceived Benefit,
consumer based brand equity and its sub-dimensions.
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One of the important results of this study is the
confirmation of the positive effect of Perceived
Benefit on Perceived Quality. Although existing
literature includes several studies confirming
the effect of extrinsic cues such as brand name,
advertising, price and similar non-product cues on
perceived quality (Volkner and Hofmann, 2007;
Acebron and Dopico, 2000; Richardson et al. 1994),
this study sheds light to an unexplored effect of
extrinsic cues on Perceived Quality by confirming
the positive effect of Perceived Benefit. A second
important result of the study is the confirmation of
the positive effect of Perceived Benefit on Retailer
Brand Awareness. This is an important finding of this
study in a manner that while there is a significant
direct relationship between Perceived Benefit and
Perceived Quality, this direct relationship becomes
insignificant in case of inclusion of Retailer Brand
Awareness into this relationship model as a mediating
factor. Parallel to the current literature, this confirms
the role of Retail Brand Awareness in the formation
of Perceived Quality by including Perceived Benefit
into the model as an independent external variable.

Another finding of this study is that there is a
positive and sequential relationship between the
sub-dimensions of consumer based brand equity.
Parallel to the existing literature, the results confirm
that Retailer Brand Awareness has a positive effect
on both Retailer Brand Associations and Perceived
Quality (Dib and Alhaddad, 2014; Kan, 2002; Lo
2002; Wall et al. 1991; Dodds and Grewal, 1991),
Perceived Quality is found to be affective on the
Retailer Brand Associations and finally Retailer Brand
Associations has a positive effect on Retailer Brand
Loyalty (Tokmak and Aksoy, 2016; Azadi et al. 2015;
Al-Abdallah, 2013; Eryigit, 2013; Sadeghi and Rad,
2012). The results show that consumer based brand
equity is formed via the sequential relationship of
sub-dimensions and the process starts with the basic
awareness level about the brand and progressing
towards the formation of Brand Associations as
well as the perception of quality and consequently
resulting to support the level of loyalty through
Brand Associations. Thus, Brand Awareness is found
to be the antecedent of both Brand Associations and
Perceived Quality, Brand Associations are supported
by the Perceived Quality and Brand Loyalty level is the
consequence of the strength of Brand Associations.

The results of this study provide two important
implications for the professionals in online
retail market who target to increase the market
performance of their brands. First, the results confirm
that Perceived Benefit, one of the gatekeepers like
Perceived Risk which affects the online purchase
intentions of consumers, is an important booster for
creating an awareness for the online brand. By creating
an increased involvement into the online environment

and attention to the marketing stimuli, positive
Perceived Benefit helps online brands to increase
their brand awareness. This leads us to conclude that
managers need to maximize their efforts to boost
the Perceived Benefit of their target consumers
towards the online shopping by including the related
benefit messages in their marketing communication
programs. Higher Perceived Benefit will lead brands
to be recognized and create brand awareness which
will pave the way for the formation of consumer based
brand equity. Secondly, the results underline the
importance of focusing very carefully on every step
of the sequential process starting from the formation
of positive Perceived Benefit and ending with the
creation of a strong consumer based brand equity
supported with the high level of Brand Loyalty which
will facilitate brand extensions, introduction of new
products by reducing the risk perceived (Corkindale
and Blender, 2009) and mitigating negative bias or
spillover effect risks directed towards the brand in case
of negative events (Tipton et al., 2009). In the light
of these two implications, managers need to define
the sequential structure of Perceived Benefit and
consumer based brand equity relationship as a journey
of consumers with the brand and implement effective
strategical and tactical moves to increase market
performance for the brand in the online context.

Limitations and Suggestions for Future Research

In order to pave the way for further research, it is
important for the authors to mention two limitations
of this study. First, as the current study explores the
relationship between perceived benefit and consumer
based brand equity, further studies may extend the
research model by including also risk perception,
another gatekeeper factor affecting intention to shop
online of consumers, to enhance the understanding
of the whole process starting from the formation of
consumer intention to shop online and leading to the
formation of consumerbased brand equityintheonline
context. Second, further studies may considerincluding
cultural, generational and cross-country differences
in order to reach at more generalizable results.
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Abstract

Intense conditions of brand competition make it
difficult for retailers to make decisions and manage
the process of price discounts for each brand. Due
to the travelers’ motivations for shopping in the
airport while waiting for their flights, it is a great
opportunity for retailers to enhance their sales
efforts. In this sense, the decisions of price discounts
in each brand category become an important
issue that should be solved as there are many
constraints. Inventory level, shelf life, a targeted
amount of sales and variables such as changes
in a substitute, complementary, and competitive
product prices and exchange rates are some of the
factors that have significant effect. Therefore, the
best decision is thought to be made by considering
all these constraints and variables together.

In this regard, the purpose of this study is to
develop a decision support system facilitating the
determination of products to be put on special
offer. Within this context, the selection of a
discounted product can be considered as a multi-
criteria decision-making problem that requires
consideration of many criteria in an international
cosmetics company operating at the duty-free
zones of airports. Hence, Promethee, which is one
of the multi-criteria decision-making methods, is
used. In this way, it will be possible to determine
which products will be discounted by considering
all the determined criteria. At the end of the study,
a ranking is done based on partial and full priorities
for a discounted product selection to be made.

Keywords
Sales Promotion e Discounted Product Selection
* Promethee Method

One of the most frequently used sales promotion
methods is price discounts made for selected products.
Especially the discounts made on products that are not
bought very often or that have just entered the market
is an important factor. Sales promotion activities are
very important as competition is very intense in many
sectors; technological developments make it easier
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Oz

Yogun rekabet kosullari, perakendecilerin
karar verme sirecini ve tim markalar igin fiyat
indirimi  slirecini yonetmesini zorlastirmaktadir.
Havaalanlarinda alisveris yapmak, ugus bekleme
esnasinda olusan motivasyonun da etkisiyle, satis
gabalarini arttrmalari agisindan perakendecilere
onemli bir firsat yaratmaktadir. Bu anlamda, her
marka kategorisindeki fiyat indirim kararlari, birgok
kisit s6z konusu oldugunda, ¢oziilmesi gereken 6nemli
bir konu haline gelmektedir. Stok sayisi, raf 6mrd,
hedeflenen satis miktari ile ikame, tamamlayici ve
rekabetci Urtn fiyatlari ve doéviz kurundaki degisimler
gibidegiskenlerindirimli Grini belirlemede 6nemli bir
etkiye sahip olan faktorlerden bazilaridir. Bu nedenle,
en iyi kararin tim bu kisitlarin ve degiskenlerin bir
arada dikkate alinarak yapilmasi gerekmektedir.

Bu baglamda, c¢alismanin amaci, indirim
yapilacak Urlnlerin  belirlenmesini  kolaylastiran
bir karar destek sisteminin gelistiriimesidir. Bu
kapsamda havaalanlarinin gimriksiiz bolgelerinde
faaliyet gosteren uluslararasi bir kozmetik sirketi
tarafindan indirim uygulanacak bir Grinin segimi,
birgok kriterin  dikkate alinmasini  gerektiren
¢ok kriterli bir karar verme problemi olarak ele
alinmistir. Bu problemin ¢6ziimu, cok kriterli karar
verme yontemlerinden biri olan Promethee ile
yapilmistir. Bu sekilde, belirlenen tum kriterleri
dikkate alarak hangi urtinlerde indirim yapilacagini
belirlemek mumkin olacaktr. Calismanin  son
bolimiinde, indirim yapilacak triin segiminde kismi
ve tam onceliklere dayali bir siralama yapilmaktadir.

Anahtar Sozciikler
Satis Promosyonu e indirimli Uriin Segimi e
Promethee Yontemi

for customers to access up-to-date price list about a
specific product, and customers can easily compare
the pieces of information they have obtained about
products. The existence of a price discount for a
product that a consumer plans to purchase or try both
facilitates and accelerates his decision-making process.
To the contrary to regular places where consumers do
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shopping, airports are environments involving feelings
such as anxiety, stress, and excitement. Due to time
constraints arising from travel programs in addition to
all these disadvantages, customers mostly make their
purchasing decisions instantly and depending on the
environmental conditions they are in (Lin and Chen,
2013). In this sense, sales promotion activities in duty-
free stores stand as a factor that is as influential as the
surrounding, environment, and atmosphere of airports
oncustomers’instantpurchasingdecisions(Jiang,2016).

Although the free of tax nature of duty-free
stores operating at airports is attracting consumers,
intense conditions of competition make it difficult
for them to make decisions. In this case, attempts
are made to accelerate consumers’ decision-making
processes, raise profits through sales promotion
activities, and reach more consumers. In this context,
this study will firstly provide the literature review
on sales promotion activities, the importance of
sales promotions in duty-free stores, and factors
influencing the selection of discounted products.
Then it will present the application of Promethee
method, which is one of the multi-criteria decision-
making methods, within the scope of the decisions
for the selection of discounted brands in the duty-free
retail stores of an international cosmetics company.

SALES PROMOTION ACTIVITIES

Due to the increasing variety of products and
brands especially in consumer markets and the higher
consciousness of consumers thanks to the internet
and social media, the new customer profile consists
of individuals that consider trust and originality in
every product/service they purchase and experience,
make price comparisons, have a high consciousness,
try to persuade suppliers in accordance with their
own needs, act individually, have time constraints,
attach importance to ethical values in their product
or brand preferences, and are socially responsible
(Cummins and Mullin, 2010). The importance of sales
promotion activities is evident given the intenseness
of competition in many sectors and the characteristics
mentioned above in the new group of customers.
Sales promotion activities are short-term incentives
promoting the purchase of products or services
(Kitchen, 1999). They have various instruments such as
coupons, instant discounts, and refund of the money
(Park et al., 2013). They play an important role in
retailers’ marketing programs. For sales promotion
activities to function efficiently, they must be attention-
grabbing, encourage purchase, increase the number
of visitors to the store, and accelerate purchasing
decisions (Grewal et al., 1998; Lichtenstein and
Bearden, 1989; Kim, 2017). Sales promotion techniques
can be employed both for consumers and mediators.
Promotion techniques for consumers are performed
by producers and retailers, whereas the latter one is
used by producers (Blattberg and Neslin, 1990). These

techniques involve various instruments that are or are
not price-oriented (Gedenk et al., 2006). As a result of
increasing competition, price discounts have become
important especially for products of similar quality
and features. These kinds of practices are successful
particularly on customers that are more sensitive to
price (Grewal et al., 1998) who make an effort to obtain
the best value at the lowest price (Brown et al., 2003).

Implementing sales promotions is one of the
common ways of generating sales revenues. Some of
the retailers continually perform sales promotional
activities. Today, airports worldwide are focusing
on generating profit by giving importance to airport
duty-free shops’ promotions (Park et al., 2013). As
cosmetics are one of the product categories that much
of the promotions applied in duty-free shops, quality
and price are the two important competing factors
in buying decision process (Anjana, 2018). Beauty
products such as cosmetics, perfumes require high
emotional involvement (Lee et al., 2012) as they are
used to control one’s self-image and interpreted as a
vehicle of pleasure and self-expression (Cash, 1980;
Featherstone, 1991). These products can involve
natural substances or chemical compounds that may
change one’s appearance, odor, and preference.
Today, customers become more self-conscious about
their appearance and the quality of the products
they use (Anjana, 2018). Therefore, these products
can be interpreted as shopping goods which require
comparison on suitability, price, quality, and style.

On the other hand, spending time while waiting
for the flight and effort of gathering information from
sales specialists (Kotler and Armstrong, 2012) help us
to evaluate these items as shopping goods. However,
in the airports, there can also be some time pressure
which becomes a disadvantage for the retailers that
may change the shopping behavior of consumers (Lu,
2014) and the classification of the good whether it is
a shopping or convenience good. Hence, they may
engage in an impulse buying behavior (Omar and
Kent, 2001), which will also be highly influential on
customers’ instant purchasing decisions because of
time constraints and the atmosphere of airports (Jiang,
2016). Although duty-free stores offer services to
consumers under negative conditions caused by time
constraints and big crowds (Davies, 1995; Thubert et.
al., 2017), they compete with local retailers and local
stores (Omar and Kent, 2001; Thubert et. al., 2017).
Sales promotions are highly important for these retail
stores considering that these promotions change
depending on conditions and needs; many alternative
products are offered together, and customers need
to make their purchasing decisions in a short time.
These activities play an important role in increasing
the profits of duty-free stores at airports and attracting
more customers to them (Park et. al., 2013). Lu (2014)
revealed that the number of customers making an
instant purchasing decision at the airport is higher than
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that of planned customers. For this reason, promotional
activities in duty-free stores are even more important
for customers who make instant purchasing decisions.

Considering that price is one of the most important
variables influencing a purchasing decision, retailers
make product discount decisions by amount or rate or
by some mixed methods. These discounts may apply
to all customers, or to certain segments of customers
(Chen et al., 1998). Customer groups may give different
reactionstothesales prices of products, especiallyinthe
process of purchasing shopping goods. High involved
consumers are engaged in a more complex decision-
making process by getting involved in a deeper process
of research and obtaining information about the
product. Low involved consumers, on the other hand,
may make their purchasing decisions in a less complex
process based on the easily accessible information. In
the process of evaluating price discounts, high involved
consumers make their final decisions by comparing the
price information in their minds with the discounts
offered. On the other hand, low involved consumers
just evaluate the discounts offered by retailers in
a single stage without getting involved in this kind
of a complex process (Chandrashekaran, 2012).

INFLUENCING THE SELECTION OF
DISCOUNTED PRODUCTS

FACTORS

Price discounts are important promotional efforts
made by retailers to determine consumers’ price
consciousness and sensitivity (Kopalle et al., 1999). The
price discount is an economic incentive to encourage
consumers to make purchasing decisions by reducing
the price of a certain quantity of food or a certain
service or increasing the quantity of a product that
can be purchased at the same price (Raghubir and
Corfman, 1999; Weathers et al., 2015). Also, price
discounts are also used to raise the curiosity of new
customers and play an important role in promoting
purchasing behavior (Brandweek, 1994; Blackwell
et al.,, 2001; Fill, 2002). Price discounts are one of
the important practices applied at sales points,
offering a cost advantage (Fill, 2002), and influencing
consumers’ purchasing decisions (Yu, 2008).

Ehrenberg et al. (1994) state that discounted
products also attract the loyal customers of other
brands, and that after the discount period is over,
consumers return to their previous brands. From
this point of view, it would not be wrong to say that
discounted products create short-term increases in
sales. Ndubisi and Moi (2006) point out that there
is a significant relationship between price discounts
and the levels of interest generated by products
among consumers, and that the effect created by
a product rises more as price discount is applied.

Studies are reporting that price discounts
considerably influence consumers’ purchasing habits
in retail trade (Walters, 1988), brand loyalty (Grover
and Srinivasan, 1992), brand choice, purchasing time,

purchasingamount,andsoon(Blattbergetal.,1981).The
main purpose of a discount is to encourage customers
to purchase, to minimize stocks in storehouses (Alvarez
and Casielles, 2005), and to have customer switches
from the products of competing brands through
discounted products that attract customers (Blattberg
et al., 1995). Discounts can also be effective in raising
sales, profits, and the number of visitors to stores.
Many factors are influencing the sales of discounted
products and the selection of products to be sold at
a discount in retail stores. Sales data related to the
promotional brand in previous years, rates of the switch
to rival brands, sales data related to complementary
products, and consumers’ rates of changing their
stores are some such factors (Walters, 1991).

The effects of promotional cross elasticity of
substitute and complementary products on sales are
calculated by weighting to decide on the products
or brands to be put on discount (Kumar and Leone,
1988). Substitute and complementary product sales
are considered, and the relationship between the price
and the sale of the discounted product is revealed.
If a brand is put on discount rarely, consumers may
stockpile for future use. On the other hand, if a
brand is put on discount very often, discounts will
not benefit consumers much as they will mostly not
need to stockpile (Krishna et al., 1991). Raju (1992)
indicated that a decrease in stockpiling and an
increase in the frequency of promotions are directly
promotional. Consumers’ reaction to a discount
depends on the difference between the actual price
and the discounted price of the product as well as their
preferences (Dawes, 2004). Consumers who encounter
discounted prices may embark on a quest of brands
offering discounted prices in their future shopping
(Karende and Kumar, 1995; Uncles et al., 2013).

In addition to brand name, brand image, and brand
quality, the store where discounts are applied, its image
(Grewal et al., 1998), the frequency of promotions put
into practice by the brand (Kalwani and Yim, 1992),
and the market share of the brand (Walters,1991)
are influential on the selection of brands that are to
be subjected to discounted prices. The cross-price
elasticity of brands with a high market share is higher
than that of brands with a low market share. The
sales of brands with a high market share influence the
sales of other brands more (Walters, 1991; Scriven et
al., 2017). The effects of the discounted product of a
brand do not remain limited to only its products but
cover rival brands as well (Walters, 1988). Kuntner
and Teichert (2016) stressed that price discounts lead
to a fall in the sales of similar products in rival stores.
Accordingly, a price discount applied to a specific
product significantly influences the sales of many
products in rival stores. Another factor influencing the
selection of discounted products is the variation of
product choices from season to season. For example,
consumers’ perfume preferences may change
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seasonally. Jellinek (1994) divides perfumes into four
main groups: flowery, woody, fresh, and oriental and
states that flowery and fresh perfumes are used in
summer more often as they are refreshing and light,
whereas oriental and woody perfumes are preferred in
winter more often because they have a more intense
scent and create a warm feeling among consumers.

THE APPLICATION OF PROMETHEE METHOD
IN MULTI-CRITERIA DECISION-MAKING FOR THE
SELECTION OF DISCOUNTED PRODUCTS

PROMETHEE (Preference Ranking Organization
Method For Enrichment Evaluations) is a mult-
criteria decision-making technique developed by J.P.
Brans. In this method, the ranking of decision points
is determined in two ways based on the relationship
between the constraints and their importance weights:
Promethee | (partial ranking) and Promethee Il (full

ranking). In the course of time, Promethee Il involving
interval order, Promethee IV involving a continuous
case, GAIA method supporting Promethee method
with visual methods, Promethee V dividing constraints
into groups, and Promethee VI representing human
brain were developed (Brans and Mareschal, 2005).
The advantage of the Promethee method over other
multi-criteria decision-making methods is that it
allows the decision-maker to determine the priorities
and weights of constraints depending on experience
and expertness (Brans et al., 1986). The reason for
choosing this method is that it is effective and easy
to apply. Another reason is that there is a separate
preference function and superiority approach for each
of the selection criteria. There are six functions used
in Promethee method (Brans and Mareschal, 2005).

Table 1: PROMETHEE Method Generalized Preference Functions

Function Type Function Graph Function

Explanation

Type 1: Regular
Criterion

This must be used when there is no prefe-
rence for the decision-maker regarding the
related evaluation criterion.

Type 2: U-Shape
Criterion

This must be used when the decision-maker
wants to prefer decision points having values
that are above the value he has determined
regarding the related evaluation criterion.

Type 3: V-Shape

This must be used when the decision-maker

Criterion wants to prefer decision points having values
that are above the average value regarding
an evaluation criterion without ignoring the
values below the average as well.

Type 4: Level This must be used when the decision-maker

Criterion determines his preference regarding an eva-

luation criterion as a specific range.

Type 5: Linear
Criterion

This must be used when the decision-maker
wants to prefer decision points having values
that are above the average value regarding
an evaluation criterion.

Type 6: Gauss
Criterion

This must be used when the preference of
the decision-maker is to be determined by
the deviation of the related evaluation crite-
rion values from the average.

Source: Brans et al., 1984; Vego et al., 2008

In the present study, the products of an international cosmetics company to be put on discount in the duty-
free stores of airports based on various criteria were identified. The factors considered to be influential on the
selection of discounted products were determined based on the marketing manager (expert) of the company.
These factors are the price of the product, targeted amount of sales, inventory level, shelf life, entry and exit of
the citizens of nations preferring the product with priority to/from the airport, and the prices of a substitute,
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competitive, and complementary products. These
criteria were determined by examining the factors
included in previous studies (Walters, 1991; Kumar
and Leone, 1988; Raju, 1992; Keng and Ehrenberg,
1984; Johnson et al.,, 1999) and considering the
competition conditions and product range of the
cosmetics sector and the company. The criteria
and the related Promethee functions of the criteria
were decided on by reaching a consensus with the
marketing manager of the company. In the study, the
aim was to identify which products among 20 cosmetic
products determined would be put on discount in July
2016. Therefore, sales data based on a product from
the last three years, average number of visitors based
on nationality in the last three years, and expected

price data for the substitute, complementary, and
competitive products in July were used. The products
mentioned above were chosen because they had been
involved in the most sales transactions in the last three
years. The products were coded in the analyses due to
the marketing policy of the company. The criteria set,
the weights of the criteria and the function preferences
determined for the criteria are seen in Figure 1. The
rows include a minimum/maximum preference for
each criterion, weight, function type, absoluteness
of the threshold, indifference (q), and preference
threshold (p) respectively. The weights of the criteria
were determined through paired comparison
used in the analytic hierarchy process method.

Figure 1: Preference Functions Chosen for the Criteria and Thresholds (Screen Shot)

When the product price exceeds a particular level,
it does not lead to a difference in the selection of the
discounted product. Therefore, the third type (V-shape)
function was used for the product price criterion. The
preferencethreshold(p)forthefunctionwasdetermined
as 68 €, which was the average price of the products.

The targeted amount of sales with the selection of
the discounted product was included in the method
through subtraction of the estimated amount of sales
for the month from the targeted amount of sales.
When the difference is big, it will be a rational decision
to resort to discount in order to achieve more sales.
However, when this difference is on a specific level, its
influence on the preference disappears. Thus, the third
type (V-shape) function was used for this function.
The preference threshold (p) was determined as 25
based on expert opinion. One of the most important
factors encouraging retailers to apply discounts is
their intention to minimize the current stocks and
reduce stock costs (Kelley and Tetlock, 2013). As
the preference threshold (p) is exceeded when the
stocks are above a specific level, it is not possible to
choose from among the alternatives. This is true
below a specific amount of stocks as well. For that
reason, the fifth type (linear) function was used. The
preference threshold (p) was determined as 60, and
the indifference was determined (q) as 30. The fourth
type (level) function was used for shelf life. A short
shelf life indicates the need for quick sales. Hence, the
fourth type (level) function was chosen as a gradual
function structure was needed. According to the expert
opinion, those cosmetic products which have a shelf

life fewer than two years must be included in medium-
term sales planning, and those products which have
a shelf life less than one year must be sold urgently.
Accordingly, the indifference was determined as (q) 1,
and the preference threshold (p) was determined as 2.

The nations preferring the products are among
the factors influencing the selection of discounted
products. Making price discounts on the products
that are preferred by nations that send a large
number of visitors to the country will increase the
amount of sales. In this regard, the fifth type (linear)
function was used for this criterion. The first three
nations preferring each product most were identified.
Therefore, the sums of the average numbers of visitors
from the three nations preferring each product most
in the last three years were used. For the function, the
indifference (q) was determined as 800000, and the
threshold preference (p) was determined as 1200000.

Another factor influencing the selection of
discounted products is the price of the substitute
product. The price level of the product must be
lowered in order to compete with the substitute
product. In this sense, the value obtained from the
subtraction of the substitute product price from the
product price was used for this criterion. The larger
this value is, the higher the tendency there is to apply
a discount to raise the sales of the product. The fifth
type (linear) function was used for this criterion.
The indifference (q) was determined as 0, and the
threshold preference (p) was determined as 0.2.
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What is important in the determination of the
complementary product price criterion is the necessity
of making price discounts on the products with
highly complementary product prices to lead the
consumers only using complementary products to
the main product. In this regard, the value obtained
by proportioning the complementary product price to
the main product price was used. The fifth type (linear)
function was used for this criterion. For the function,
the indifference (q) was determined as 0.379, and

the preference threshold (p) was determined as 0.67.

Another factor influencing the selection of discounted
products is competitive product price. The product

price. must be lowered to have a competitive

advantage over competitive products. Thus, the value
obtained by subtracting the competitive product
price from the product price was used. The fifth
type (linear) function was used for this criterion.
The indifference (q) was determined as 0, and the
preference threshold (p) was determined as 0.1.

Cosmetic products are used more in some seasons.
If the products in season are put on discount, they
are more likely to be preferred by consumers. In
this sense, the seasons with which the products are
associated were used as a criterion influencing the
selection of discounted products. As this criterion
was only about whether the products were in season
or not, the first type (regular) function was used.

Figure 2: Evaluation Matrix Concerning the Alternative Products (Screen Shot)

By the marketing policies of the company included

in the study, it is decided to put two

products on discount every month during the discount season. When the Promethee Il results are
examined, it is seen in Figure 3 that the products to be put on discount are Product 1 and Product 5.
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Figure 3: The ranking results obtained through PROMETHEE Il (Screen Shot)

The products to be put on discount are influenced by each criterion at different levels. Figure 4 shows the
levels at which the products are influenced by the determined criteria positively or negatively. The criteria
at the top positively influence the product, whereas the criteria at the bottom negatively influence it.

Figure 4: The Strength Obtained by the Alternatives from the Criteria (PROMETHEE Rainbow) (Screen Shot)

* PP: Product Price, TAS: Targeted Amount of Sales, IL: Inventory Level, SL: Shelf Life, TPN: The Preferring Nation,
SPP: Substitute Product Price, CPP: Complementary Product Price, CPP*: Competitive Product Price, S: Season

The ranking results obtained through Promethee Il are represented in a network structure in Figure 5. A1, A5,
and A6 are seen to be the most preferred products.
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PROMETHEE and GAIA methods belong to the fa-
mily of the outranking methods (Mareschal and De
Smet, 2009, Yan and Ming-gui, 2014). GAIA (Graphi-
cal Analysis for Interactive Aid) provides a rich desc-
riptive analysis that complements the PROMETHEE
rankings and helps the decision-makers to assess the
better preferences (llangkumaran et al., 2013). GAIA
starts from a multidimensional representation of the
decision problem with as many dimensions as the
number of criteria, and a mathematical method called
the Principal Components Analysis is used to reduce
the number of dimensions while minimizing the loss

of information (Visual Promethee, 2013; Kabir and
Sumi, 2014; Glavic et al., 2017). GAIA analysis is reli-
able when the quality level is above or close to 70%.
In GAIA, it is important to note that the key feature
of such plots is the direction from the origin (Belton
and Stewart, 2002). In Figure 6, the direction from
the origin towards the plotted position of Alternati-
ve 1 (A1) is linked with the directional axes of season
and inventory level. Also, it is seen that the criterion
lines of inventory level and season are in the direction
of the red selection line. A1, A2, A5, and A6 products

are seen to be in the direction of this selection arrow.
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CONCLUSION

Sales promotion activities are practices of
communication having quite an important place
among the marketing activities of companies.
These activities, which especially lead consumers to
purchase behaviors (Krishna and Zhang, 1999; Huff
and Alden, 1998; Bawa and Shoemaker, 1987; Liao et
al., 2009), can be put into practice as a result of the
efforts of retailers or the common efforts of retailers
and producers. One of the most frequently used
methods among sales promotion activities, which
have many different forms of application, is price
discount (Fill, 2002) applied to selected products.

Duty-free shops are one of the most important
areas for retailers to increase sales revenues as the
number of travelers are on the rise. However, it starts
to become a very critical issue for retailers to decide
the product to which a discount will apply. Although
airports are environments involving feelings such as
anxiety, stress, and excitement due to time constraints,
sales promotions, especially price discounts, become
very essential to motivate customers for making their
purchasing decisions instantly (Lin and Chen, 2013).
It can be seen that cosmetics like perfumes are one

of the most discount-applied categories in duty-free
shops. This product category can be evaluated as a
shopping good due to its high involvement nature (Lee
et al., 2012). Nevertheless, the general atmosphere of
the airport under negative conditions caused by time
constraints and big crowds (Jiang, 2016; Davies, 1995)
may change the behavior patterns of the customers
and price discounts may motivate them to give instant
purchase decision regardless of the type of the product.

The present study aimed to create a decision
support system by digitizing the decision-making logic
of the marketing manager of the company included
in the study concerning the selection of products to
be put on discount. While creating the model, the
conditions prevailing the period the data dated from
were taken into consideration. The inclusion of many
criteria influencing the marketing manager’s selection
of discounted products in the model, decision support
system applied will prevent him from making the wrong
choices. As the conditions and constraints may change
occasionally, it becomes very important for the retailer
togivethedecision based onamulti-criteriamodel. Also,
the fact that the model takes the conditions prevailing
the period the data date from as basis will enable the
company to have an advantage over its competitors
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and have a bigger share in the cosmetics market in
the period subjected to projections. The Promethee
software used in the study allows making decisions
under new conditions when any change occurs in the
criteria (e.g., change in the competitive product price,
any possible problem in inventory). As the results
show, the system can choose the most feasible two
products under given constraints. In this respect, the
decision support model created in the study can be
useful for retailers in implementing pricing strategies

as an instrument providing decision-makers with

flexibility and ability to make quick decisions through
the use of different parameters in different sectors or
creation of different scenarios to show the changes
This
model can also be developed for the other retailers

in preferences under different conditions.
by adjusting the weights of the variables according
to the conditions of the industry. The weights
determination can also be improved by machine
learning technology which allows computers to

produce decisions that are emerged from the past data.
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