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Aragtirma Makalesi

DUYGUSAL ZEKA iLE GIRiSIMCILIK EGILiMi ARASINDA
OZ YETERLILiGIN ARACILIK ROLU:
CUKUROVA UNIVERSITESINDE BiR ALAN ARASTIRMASI

Siimeyra CEYHAN!
Sercan YILTAY?
Burcu BATGA3

oz

Cagimmzda gelismis ve gelismekte olan tiim tilkeler ve iilke ekonomileri bakimindan biiyiikk 6neme sahip olan
girisimcilik, gerek kamu kuruluslar1 gerekse o6zel sektdr araciligr ile de tesvik edilmekte ve desteklenmektedir. Bununla
birlikte bireyin duygularini ifade etme, onlar1 anlama ve yonlendirme gibi 6zellikleri kapsayan “duygusal zeka” kavrami da i
hayatinda hizla kabul gérmekte ve basarinin anahtarlarindan biri olarak kabul edilmektedir. Oz yeterlilik, bireylerin belirli bir
isi basarabilme yetisine olan inancidir. Bireylerin islerinde basarili olabilmeleri, is ortaminin sagladigi olanaklarin yan1 sira
bireylerin kisisel dzelliklerine de baghdir. Giincel gelismeler agisindan ¢ok degerli olan bu kavramlar ¢aligmanin temelini
teskil etmektedir. Bu ¢er¢evede, girisimciligin duygusal zeka ve 6z yeterlilik ile olan iliskisinin tespit edilmesi de 6nem arz
etmektedir. Calismada duygusal zekanin lisans Ogrencilerinin 6z yeterlilik ve girisimcilik egilimlerine nasil bir etkisi
oldugunun aragtirilmas1 amaglanmaktadir.

Arastirmanin evrenini potansiyel girisimci olarak degerlendirilebilecek olan Cukurova Universitesi’nde egitim
goren Iktisadi ve Idari Bilimler Fakiiltesi orgiin ve ikinci 6gretim ogrencileri olusturmaktadir. Arastirma modelinin test
edilebilmesi amaciyla PLS-SEM yontemi kullanilacaktir. PLS-SEM yontemi hem faktor analizini hem de regresyon analizini
kapsayan, parametrik olmayan bir SEM yontemidir. PLS-SEM yonteminde 6l¢cek modeli (digsal model) ve yapisal model
(igsel model) olmak iizere iki temel bilesen vardir. Oncelikle &lgegin giivenilir olup olmadig1 Cronbach Alpha testi ile analiz
edilecek, degiskenler arasindaki etki ve iligkilerin incelenmesi icin regresyon ve korelasyon analizleri kullanilacak ve bu
analizler sonucunda duygusal zeka ile girisimcilik egilimi arasinda 6z yeterlilik aracilik roliiniin ne diizeyde oldugu tespit

edilmeye ¢alisilacaktir.
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THE MEDIATING ROLE OF SELF-EFFICACY BETWEEN EMOTIONAL INTELLIGENCE AND
ENTREPRENEURSHIP TENDENCY: A FIELD STUDY AT CUKUROVA UNIVERSITY

ABSTRACT

Entrepreneurship, which is of great importance in terms of all developed and developing countries and national
economies, is encouraged and supported by both public institutions and private sector. At the same time, the concept of
““‘emotional intelligence’’, which includes expressing the feelings of the individual, understanding and guiding them, is also
accepted in business life and is considered as a key to success. Self-efficacy is the belief of individuals in the ability to
achieve a certain job. The success of individuals in their work depends on the individual characteristics of the individuals as
well as the opportunities provided by the business environment. The success of individuals in their work depends on the
personal characteristics of individuals and the opportunities provided by the business environment as well. These concepts,
which are very valuable in terms of current developments, form the basis of the study. In this framework, it is important to
determine the relationship among entrepreneurship, emotional intelligence and self-efficacy. The aim of this study is to
investigate how emotional intelligence has an impact on the self-efficacy and entrepreneurship tendencies of undergraduate
students.

The universe of the study consists of formal and second education students, at the Faculty of Economics and
Administrative Sciences of Cukurova University, who can be considered as potential entrepreneurs. The PLS-SEM method
will be used to test the research model. The PLS-SEM method is a non-parametric SEM method that includes both factor
analysis and regression analysis. In the PLS-SEM method, there are two basic components: scale model (external model) and
structural model (internal model). Firstly, whether the scale is reliable or not will be analyzed by Cronbach Alpha test,
regression and correlation analyzes will be used to investigate the effects and relationships between variables and as a result
of these analyzes, it will be tried to determine the level of self-efficacy mediation between emotional intelligence and

entrepreneurship tendency.

Keywords: Emotional Intelligence, Entrepreneurship, Entrepreneurship Tendency, Self-efficacy
JEL Codes: L2, L26, M1
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GIRIS

Duygusal zekanin giderek 6nemli bir kavram haline gelmesi bir ¢ok arastirmaci tarafindan
farkli faktorlerle iligkisi ve etkisinin incelenmesine olanak saglamistir. Bireylerin mutlu olmalar ve
basariy1 elde edebilmeleri duygusal gelisimin saglanmasi ile miimkiin hale gelmektedir. Bu baglamda
genlerden gelen IQ’nun aksine, duygusal zekanin gelistirilerek ve yasayarak Ogrenilebildigi
belirtilmektedir (Yiice ve Merig, 2017: 435). Yasamin her alaninda karsimiza ¢ikan duygusal zekénin
is hayatinda, arkadaslarla olan iliskilerde ve 6zel hayatimizda olumlu ya da olumsuz etkileri s6z
konusudur. Goleman (1998), insan zekasinda dogru 6l¢ii olarak nitelendirdigi duygusal zekanin basari
icin gerekliligini savunmaktadir. Goleman (1998), ayni zamanda bireylerin duygusal zekalarinin
yiksek olmasi is yasaminda da bagari getirecegini ileri siirmektedir. Duygusal zekaya sahip
girisimciler, is yapma ve yaptirma, diigiincelerini paylagsma siirecinde basarili olduklarindan dolay1
girisimcilik egiliminde sahip olunan dzellikleri de onem arz etmektedir (Acar ve Uslu, 2018: 19). Oz
yeterlilik kavrami genellikle “kendine giiven” seklinde ifade edilmektedir. Bireylerin 6z yeterliliginin
yiiksek olmasi kendilerini motive ederek zor gorevlerin iistesinden gelmesine ve yiiksek hedefleri
bagararak girisimcilik egilimlerine katki saglayacagi disiiniilmektedir. Bandura (1997) yiiksek 6z
yeterlilige sahip olan bireylerin bu nitelikler ile is performansi arasinda giiclii bir iliski oldugunu
vurgulamaktadir. Dolayisiyla 6z yeterlilik algisinin  girisimcilik egilimini harekete gegirecek
faktorlerden biri oldugu diistiniilmektedir (Agirman ve Naktiyok, 2018: 3254).

Son yillarda yapilan arastirmalarda bireylerin duygusal zeka diizeylerinin is yasaminda ve
bireyler iizerindeki etkisi incelenmistir. Duygusal zeka ile girisimcilik egilimi ve 6z yeterlilik
arasindaki iligkiyi ele alan ayr1 ayr1 ¢aligmalar literatiirde mevcuttur. Ancak bu degiskenlerin hepsinin
bir arada ele alindig1 ¢alismalar sinirli sayidadir. Dolayisiyla literatiirdeki eksiklikten yola ¢ikarak
duygusal zeka ile girisimcilik egilimi ve 6z yeterlilik arasindaki iliskinin ya da etkinin ve aracilik
roliiniin arastirildigr caligmanin literatiire katki saglayacagi diisiiniilmektedir. Alan yazin
incelendiginde duygusal zekanin girisimcilik egilimini ve 6z yeterliligi ele alan galismalarda etkinin
s6z konusu oldugu goriilmektedir (Zampetakis vd., 2009; Azzadina vd., 2012; Ulukdy vd., 2016; Acar
ve Uslu, 2018; Agirman ve Naktiyok, 2018).

Calisma anket teknigi kullanilarak Cukurova Universitesi’nde egitim goren iktisadi ve Idari
Bilimler Fakiiltesi dgrencilerine uygulanmistir. Caligmada 6grencilerin duygusal zeka algilarinin 6z
yeterlilik ve girisimcilik egilimlerine etkisi tespit edilmeye calisilmistir. Bu baglamda ¢aligmanin ilk
bolimde duygusal zeka, girisimcilik ve 6z yeterlilik kavramlar1 tanimlanarak literatiir incelenmistir.
Metodoloji kisminda arastirmanin duygusal zekanin girisimcilik ve 6z yeterlilik iizerindeki etkisini
0lcmek amaciyla model test edilmis, degiskenler arasindaki etki incelenerek elde edilen sonuglar

degerlendirilmistir. Sonu¢ kisminda ise elde edilen bulgulara yer verilmistir. Calisma dogrultusunda
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elde edilen bulgularin hem girisimcilere hem de akademik calismalara yol gosterecek nitelikte oldugu

diistiniilmektedir.

1. KAVRAMSAL CERCEVE

Bu boéliimde duygusal zekd ve 6z yeterlilik kavramimin teorik temelleri ile ilgili bilgili
verilmis, duygusal zeka ve 6z yeterlilik kavramlarmin bireylerin girisimcilik egilimleri tizerindeki
etkileri ele alinmigtir.

1.1. Duygusal Zeka

[lk olarak Yale Universitesi’nden psikolog Peter Salloway ve New Hampshire
Universitesi’nden psikolog John Mayer tarafindan 1990’1l yillarin hemen baginda kullamlan duygusal
zeka kavrami, 1995 yilinda psikolog yazar olan Daniel Goleman’nin, Mayer ve Salovey’in ¢aligmasini
referans alarak insa ettigi “Emotional Intelligence (EQ)” isimli eserde popiilarize olmustur (Ford-
Martin, 2001: 1). Duygusal zeka kavrami, duygulari ifade etmek, duygular1 kullanmak ve duygular
anlamak temellerine dayandirilir (Mayer ve Salovey, 1993: 433). Mayer ve Salovey duygusal zeka
kavramini, bireylerin duygular1 net olarak anlayabilmeleri ve sorgulayabilmeleri, kavradiklari
duygular bir diislince icerisinde sentezleyebilmeleri, kendilerinde veya baskalarinda meydana gelen
duygular1 diizenleyebilmeleri becerisi olarak ifade etmislerdir (Salloway ve Mayer 1990, Mayer vd.,
2002, Acar 2002, Salovey ve Grewal 2005).

Duygusal zeka kavrami karar verme siirecinde tutarh bir sekilde davranma 6zelliklerine sahip
olabilmek adina, degisimi kavrayabilme ve degisime uyum saglayabilme, bilingli ve kontrollii bir
sekilde hareket edebilme gibi niteliklerin kazanilmasina aracilik etmektedir (Aricioglu, 2002: 29).

Duygusal zekd kavramimin son yillarda giderek 6nem kazanmasi, girisimcilik ve Ustiin
performans kavramlari ile de direkt iligkili olmasi durumu isletmeleri, ¢alisanlarinin duygusal zeka
diizeylerini arttirmaya ve isletmelerin yeni ise alacaklari ¢alisanlarim1 da duygusal zeka seviyesi
yiiksek kisiler arasindan se¢im yapmalarina yoneltmektedir (Zampetakis, vd., 2009: 168).

Ulukoy vd., (2016) gore; duygularmi kullanabilme becerisi olan, orjinal fikirler iireten,
firsatlar1 degerlendirerek hislerini ve duygularini problemlerin ¢oziimiinde kullanabilen girisimci
bireylerin liderlik ozellikleri, iletisim ve vizyoner kisilik oOzelliklerini daha basarili bigimde
kullanacaklar1 diistiniilmektedir. Ayrica kendi duygularmi iyi yonetebilen girisimcilerin bu duygularim
calisanlarina veya lgiincii sahislara aktarabilme yeteneklerinin motivasyon saglayici bir nitelik
tasidigi, bu durumunda girisimci bireylerin basari olasiligina olumlu katki saglayacagi ayrica

belirtilebilir.
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1.2. Oz Yeterlilik

Oz yeterlilik, Albert Bandura tarafindan 1983 yilinda yapmis oldugu Sosyal Ogrenme Teorisi
aragtirmasi sonucunda ortaya ¢ikan bir kavramdir. En basit haliyle 6z yeterlilik kavrami; bireyin
herhangi bir olumsuzluk durumu ile karsi karsiya kaldiginda, problemi anlamaya caligmasi, ¢6ziim
icin gayret gostermesi, basarisizlik durumunda yilmamasit ve problemin veya sorunun iistiinden
gelebilecegine olan inanglarimi yansitir. Bandura’ya gore (1995); “kisinin, kendisinden beklenen
durumlar1 yonetmesini saglayacak yeteneklere olan inanci” olarak goriilmektedir. Bireylerin,
yasamlar1 boyunca elde ettikleri tecriibelere dayanarak, problemler ile bas edebilme yeteneklerine ait
ozel bir takim inanglar gelistirdikleri belirlenmis. Ayrica, sahip olduklart bu yetkinlik, inanglariyla
baglantili olarak artmakta ve davranis degisikliginin de artmasina sebep oldugu tespit edilmektedir
(Cetin, 2011: 74). Oz yeterlilik kavrami, insanlarin kendileri adina belirlemis olduklari amag ve
hedefleri, bunlara ulasmak i¢in ne kadar ¢aba sarf edeceklerini, hedeflere ulasmak adina karsilastiklar:
giicliiklerle ne kadar siire yiiz yiize kalabileceklerini ve basarisizlik karsisindaki tepkilerini
etkilemektedir (Hazir Bikmaz, 2004: 3).

Oz yeterlik durumu, bireylerin bir isi veya davramsi ya da dgrenme islemini gergeklestirip
gerceklestiremeyeceginden bagimsiz bir durumu temsil eder. Bireylerin eylemi gergeklestirmeden
once kendilerini konu veya olay ile ilgili ne diizeyde yeterli bulduklar ile ilgili bir siirectir (Bandura,
1997: 198). Bu baglamda, bir eyleme baslayip baslamamalarina, eylemin gergeklestirilme evresince
performanslarma ve eylemin nihai sonucuna etki ettigi sdylenebilir (Pajares, 2006: 342). Oz yeterlik
kavrami bireylerin yeteneklerini degil, sahip olduklar1 yetenekleriyle ilgili, “yeterlilik” algilarinin
biitiiniidiir ve sonucu bagimsiz bir sekilde etkilemektedir (Topal ve Akgiin, 2015: 345). Literatiirde
gergeklestirilen caligmalar 1s18inda 6z-yeterlilik algisi, bireylerin girisimcilik egilimlerine olumlu
yonde pozitif etki etmektedir. Buradan hareketle, 6z yeterlilik seviyesi yiiksek bireylerin girisimcilik
egilimlerinin de yiliksek olacagi, bu bireylerin girisimcilik egilimlerinin, 6z yeterlilik seviyesi diisiik
bireylere oranla daha yiiksek olacagi yorumlanabilir (Colakoglu ve Colakoglu, 2016: 81).

1.3. Girisimcilik Egilimi

Girisimcilik kavramim standart bir tanimlama olarak incelemek miimkiin degildir. Tarihte ilk
olarak Ortacag zamanlarinda kullanilan bu kavramin “entreprendere” sozciik kokeninden gelmis

13

oldugu ve “iistlenmek”, “girismek” anlami tasidig1 goriilmektedir (Uluyol, 2013: 351). Is hayatinda ise
ilk kullanim1 18. yy baslarinda Fransa’da caligmalarm siirdiiren Irlanda kokenli ekonomist yazar
Richard Cantillon tarafindan dile getirilmistir. Latince dilinde “Intare” sdz 6beginden gelen
“girisimci” kavrami, Ingilizce’de enter (giris) ve pere (ilk) kelimelerinin koklerinden olusmakta ve

“entrepreneur” yani; ilk girisen, ise ilk baslayan anlamima gelmektedir (iraz, 2005: 149). Girisimcilik
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kavrami zamanin dogal akisi icerisinde degisim gostererek 20. yy’da yenilikleri daha kolay kavrama,
is firsatlari1 daha Onceden gozlemleyebilme ve ticari agidan ise; “uygulanabilir hale getirme”
anlaminda kullanilmaya baglanmistir (Marangoz, 2012: 2).

Girisimci ise; bir mal ya da hizmeti treten, bu iirettigi mal veya hizmeti pazarlamak igin,
kendisine veya bagkalar1 tarafindan (yatirnmei) temin etmis oldugu sermayeyi, tiretim faktorlerine
yatiran ve bdylelikle kar veya zarar etme olasiligini géze alan 6zel veya tiizel kisiler seklinde ifade
edilebilir (Simsek, 2007: 24). Ayrica girisimci bireylerin, pazarda bir firsat belirledigi, pazarin
ihtiyaglarini karsiladigi ve finansal agidan basarili olmak igin bu firsati kullanmada yeni bir deger,
kapasite ve motivasyon yarattig1 ifade edilir (Dom, 2006: 7). Egitim faaliyetleri ve girisimciler
sayesinde iilkenin maddi ve insan kaynaklarimin daha verimli kullanilabilecegi ve girisimcilik
kiiltiiriniin daha da dibe yayilarak genisleyebilecegi soylenebilir (Giiresci, 2014: 27). Peter Drucker
(1995), girisimci bireylerin degisim ve gelisim adina devamli arastirma yaptiklarini, degisime cevap
verip, degisimi bir firsat olarak gordiiklerini ileri siirmektedir. Mark Casson (1998) gore ise,
girisimciler kit kaynaklar1 esgiidiimleyerek ilgili yargisal kararlar alma konusunda uzmanlagmisg
kisilerdir (Havinal, 2009: 97).

Girisimcilik iktisat, isletme, psikoloji, sosyoloji ve antropoloji gibi ¢ok farkli disiplinlerce
incelenen multidsipliner bir kavramdir. Girisimcilik ile ilgili olan ¢aligmalarda bireyin girisimeci
olabilmesini etkileyen faktorler “bireysel, ¢evresel ve firma yaklagimi” seklinde ii¢ grup altinda
incelenmektedir. Arastirmamizda bireysel faktorlerin boyutlar tizerinde duruldugu i¢in bu bdliimde
girisimcilik egiliminin bireysel faktorleri hakkinda bilgi verilmistir. Bireysel faktorler girisimciligi
genel olarak psikolojik, kisilik 6zellikleri ve demografik faktorler iizerine yorumlayarak girisimciyi
tanimlamaya c¢alisan bir yaklagimdir. Psikolojik anlamda bireylerin deger, tutum, ihtiyag ve
beklentileri girisimci bireyler olabilmeleri lizerinde 6nemli bir etkiye sahiptir. Demografik faktorler
diizeyinde ele alindiginda ise; ailedeki erkeklerin, ailedeki ilk ¢ocuklarin ve egitim seviyelerinin
yiikselmesi gibi durumlarin bireylerin girisimei olma ihtimallerini arttirdig1 ayrica girisimeilik
deneyimi olan bir aileye sahip olanlarin daha ¢ok girisimci olma ihtimali oldugu sdylenebilmektedir
(Iscan ve Kaygin, 2011: 446).

Caird (2013)’a gore girisimcilik egilimi bir projeyi baslatma ve siirdiirme egilimi olarak
degerlendirilmektedir. Bu baglamda girisimcilerin yiiksek diizeyde basar1 odakli oldugu, sorumluluk
aldigi, planlarnt gergeklestirebilmek icin firsatlar1 ve kaynaklar1 etkin degerlendirdigi, basarili olmak
icin gerekli ozellikleri tasidiklar1 veya bunlan elde etmek igin caba sarf ettikleri, yaratici ve risk
alabilen kisiler oldugu ileri stirtilmektedir. Yapilan ¢alismalar girisimcilik egilimin kendi isine sahip
olan girisimciler ile hemsireler, 6gretmenler gibi diger meslek gruplarinda calisanlar arasinda farklilik

gosterdigini iddia etmektedir (Caird, 1991).
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Girisimcilikte bireysel faktorler yaklagiminin, girisimciligi ifade etmede 6nemle altim ¢izdigi

temel faktor ise 6zellikler yani bireylerin kisilik 6zellikleridir. Son donemlerde girisimciligi etkileyen

faktorlerin agiklanmasi yoniinde yapilan ¢aligmalarin birgogu girisimei bireylerin kisilik 6zellikleri

tizerine odaklanmaktadir (Ulhqi, 2005: 939). Bireylerin kisilik 6zelliklerini agiklayan bu 6zellikler ise;

risk alma egilimi, kontrol odagi, basarma ihtiyaci, yenilik, kendine giiven, belirsizlige kars1 tolerans,

gibi kisilik 6zelliklerinden olugmaktadir.

Basarma ihtiyaci: Bireylerin bir isi basarma ihtiyaci “McClelland (1961)” tarafindan
literatiire kazandirilan “basari ihtiyaci teorisinden” yola c¢ikarak, bireyin girisimcilik
egilimlerine etki eden bir faktor oldugu ileri siiriilmektedir. Bununla birlikte bagar1 ihtiyact
giidiisii fazla olan bireylerin bir igi basarma adina daha fazla istekli olmalari, girisimcilik
egilimlerinin de daha yiiksek olmasma sebep olmaktadir (Ozden vd., 2008: 5). Bu
baglamda yiiksek basari ihtiyaci insanlarin bir girisimsel aktivitede bulunmasina sebep
olmakta, bu aktivitenin sonucunda insanlarin basari1 elde edebilmek i¢in yogun bir ¢aba
gosterebilecegi sdylenebilir.

Kontrol odagi: Kontrol odagi boyutu, insanlarin bir olay sonucunu, kendi anlayis ve
kontrolleri ¢ergevesinde algilayip degerlendirmeleridir. Literatiire iliskin olarak bireylerin
girisimcilik davranisiyla, kontrol odagi algisi arasinda dogrusal bir iliski mevcuttur
(Naktiyok, 2004: 26-27).

Risk alma egilimi: Girisimciligin temeli ve tanimi, risk tistlenme eylemi iizerine dayanir
(Erdem, 2001: 46). Risk alma egiliminin bireyin girisimcilik yoniine bazi avantajlar
saglarken dezavantajlara da yol actigi sdylenebilir. Aymi zamanda girisimci bireyler;
finansal firsatlar, aile istihdami, bagimsizlik, is giivenligi ve toplumsal hizmet gibi
avantajlara sahiptirler. Bu avantajlarin aksine de aragsal, psikolojik ve finansal riskleri de
icinde barindirmaktadir (Kutanis ve Alpaslan, 2006: 140). Girisimcilik egilimi olan
bireyler bu durumu g6z 6niinde bulundurarak kabul edilebilir ve hesaplanabilir diizeyde
risk almak durumundadir.

Belirsizlige karsi tolerans: Belirsizlige sahip olan bir durum, bireyler tarafindan, yeterli
diizeyde data olmamasi sebebiyle tam anlamiyla yapilandirilamayan yada kategorize
edilemeyen durumu temsil etmektedir. Belirsizlige karst tolerans ise; belirsizlik
durumlarina kars1 olumlu tepkiler verebilme yetenegini ifade eder (Erdem, 2001: 44).
Yenilik: Yenilik; yeni {irin, hizmet, veya c¢alisma fonksiyonlar1 yaratmak iizere yeni
firsatlar1 tanimlayabilmek ve tanimlanan bu firsatlar1 uygulayabilmek olarak agiklanabilir
(Subramaniam ve Youndt, 2005: 452). Yenilik genel olarak ti¢ farkli yoni ile

tanimlanmaktadir; yeni olusturulan bir is birimi, yeni olusturulan iiriin veya yeni meydana
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gelen siire¢ ve organizasyonun Ozelligi seklindedir (Raymond ve Pierre, 2010: 1636).
Yenilik, girisimcilikle aym1 diizeyde bir énem kazanmigtir. Girisimci yenilik yoluyla
degisimleri ortaya ¢ikarir, farkindalik yaratir ve bunun sonucunda da basariya ulasir. Bir
girisim ya da girisimcilik egilimin ortaya g¢ikmasi yeniligin dogal bir sonucundan
kaynaklanmaktadir.

o Kendine giiven: Bu kavram bireyin 6zel bir isi icra etmesinde, bireysel yeteneklerini
degerlendirmesindeki kisisel 6zelligidir (Kauppila vd., 2008: 4). Kendine giiven kavramu,
girisimcilik ozelliklerine sahip bireylerin 6zel ama¢ ve hedeflerini gerceklestirmede
kendilerinin bunlar1 gergeklestirmede yetenekli olduklari inancini ifade eder (Dam vd.,
2009: 3). Kendine giiveni yiiksek diizeyde olan bireyler, basari i¢in tiim yeteneklerin
karakterlerinde var olduguna inanci tam insanlardir (Ozkalp, Kirel, 2005: 106). Bir
girisimi gergeklestirmede motivasyon unsurunu saglayan temel 6zelliklerden olan kendine

giiven duygusu girigimcilik egiliminde 6nemli bir etkiye sahiptir denilebilir.

2. ARASTIRMANIN METODOLOJISI

Universite ogrencilerine uygulanan calismanin  bu  boliimiinde arastirmanin  amaci,
arastirmanin Orneklemi ve yontemi, arastirmanin hipotezleri ve modeli, veri toplama araglarinin
giivenilirlik ve gegerlilik analizleri, arastirma modeli ve One siiriilen hipotezleri test edilerek elde
edilen bulgular ile yorumlara yer verilmektedir.

2.1. Arastirmanin Amaci ve Kapsam

Guniimiizde girisimcilik, gelismis ve gelismekte olan iilkelerin ekonomilerini ayakta tutan ve
bliylimesine katki saglayan faktorden biri olarak kabul edilmektedir. Daha girisimci bir toplum igin
neler yapilmasi gerektigi hususunda yapilan ¢alismalar girisimcilik ve girisimci kavramlarinin hangi
bilesenlerden olustugu konusunda uygulayicilara fikir vermektedir. Duygusal zeka gibi bireyin
duygularini ifade etme, onlar1 anlama ve yonlendirme gibi 6zellikleri kapsayan kavram ve bireylerin
belirli bir isi basarabilme yetisine olan inanci olan 6z yeterlilik kavrami is ve 6zel yasamda basarinin
anahtar1 oldugu diislinlilmektedir. Giincel gelismeler agisindan kiymetli olan bu kavramlar ¢alismanin
temelini teskil etmektedir. Bu kapsamda, girisimcilik egiliminin duygusal zeka ve 6z yeterlilik ile olan
iliskisinin tespit edilmesi 6nem arz etmektedir.

Arastirmanin amact Cukurova Universitesi’nde egitim géren iktisadi ve Idari Bilimler
Fakiiltesi 6grencilerinin girisimcilik egilimleri ile duygusal zeka, ve 6z yeterlilik arasinda iliski olup
olmadigini belirlemektir. Arastirmanin duygusal zeka, 6z yeterlilik ve girisimcilik egilimleri lizerinde
diisiinme, tartisma ve yeni arastirma imkanlari olusturacagi, mevcut durum hakkinda gergekei

degerlendirilmelerin yapilacagi ve elde edilen bulgularin literatiire katki saglayacagi diisiiniilmektedir.
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Ayrica caligmada aracilik etkisinin Ogrenciler acisindan degerlendirilmesi arastirmayi 06zgiin
kilmaktadir.

2.2. Arastirmanin Hipotezleri ve Modeli

Bireylerin duygusal zeka ve 6z yeterlilik 6zelliklerinin girisimcilik siirecine temel olusturan
girisimcilik egilimi iizerindeki etkisi ve 0z yeterlilik algisimin aracilik etkisi irdelenmeye
calisilmaktadir. Arastirma modelinde yer alan degiskenlere iligkin yukarida ifade edilen goriis ve
bulgular1 15181nda, arastirma kapsaminda gelistirilen hipotezler su sekildedir:

e Hipotez 1: Duygusal zeka algilari 6z yeterlilige pozitif yonde etki etmektedir.

e Hipotez 2: Duygusal zeka algilar girisimcilik egilimine pozitif yonde etki etmektedir.

o Hipotez 3: Oz yeterlilik algis girisimcilik egilimine pozitif yonde etki etmektedir.

e Hipotez 4: Duygusal zeka algilar1 girisimcilik egilimine 6z yeterlilik aracihigiyla pozitif

etki etmektedir.

Yukaridaki hipotezler 1s18inda arastirmaya iligkin yapisal model; girisimcilik egilimi, duygusal

zeka, oz yeterlilik algis1 6zellikleri ve kendi aralarindaki olasi iliski agindan olugmaktadir. Yapisal

model ve modele iligkin bilgiler Sekil 1°de gosterilmistir.

Sekil 1. Arastirma Modeli

O

ZEKA H2. H4

© 1.diizey

2.diizey
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2.3. Arastirmanin Yontemi ve Orneklemi

Calismanin amacina uygun birincil verileri toplamak i¢in nicel verilere dayali aragtirma ve
6lcme yontemi benimsendiginden veri toplama yontemlerinden anket teknigi kullanilmistir. Arastirma
modelinde yer alan degigskenlere yonelik ulusal, uluslararasi ve arastirmaya dayali ¢aligmalar ayrintili
bir sekilde taranmig gegerlilik ve giivenilirligi test edilmis Olgeklerden yararlanilmistir. Olusturulan
veri toplama araci dort boliimden ve 61 ifadeden olusmaktadir. Birinci boliimde IIBF 6grencilerinin
demografik bilgilerini belirlemek amaciyla sorular yer almaktadir. ikinci bolimde duygusal zeka
diizeylerini 6lgmek amaciyla Wong ve Low tarafindan hazirlanan WLEI-Scale (2002) tarafindan
gelistirilen “Duygusal Zekd Olgegi” kullamlmistir. Uciincii boliimde 6z yeterlilik algisim tespit
etmeye yonelik Jerusalem ve Schwarzer (1981) tarafindan gelistirilen ve 29 farkli dilde cevrilen
“Genel Oz Yeterlilik Olgegi” kullamlmistir. Bu 6lgek 1991 yilinda Yesilay tarafindan Tiirkce’ye
uyarlanmig ve Calik (2016) tarafindan doktora tezinde kullanilmistir. Dordiincii boliimiinii olusturan
girisimcilik egilimlerinin belirlenmesine yonelik Caird (1991) tarafindan gelistirilen “Girisimcilik
Egilimi (GET 2) Olgegi” 6 boyuttan olusan dlgek kullanilmistir. Kullanilan anket formu Kesinlikle
Katilmyyorum’dan (1), Kesinlikle Katilryyorum’a (5) kadar uzanan, likert tipi bir 6l¢gme aracidir.

Calismanin ana kiitlesini Cukurova Universitesi Iktisadi ve Idari Bilimler Fakiiltesi 6grencileri
olusturmaktadir. Calismada IIBF &grencilerinin tercih edilmesinin nedeni bu boliim 6grencilerinin
almig olduklar derslerin girisimcilik egilimi mantigina daha yakin olmasidir. 2019 yilinda Cukurova
Universitesi Iktisadi ve Idari Bilimler Fakiiltesi'nde 6321 ogrenci egitim-dgretim gormektedir.
Ogrencilere tesadiifii 6rneklem ydntemiyle 500 anket dagitilmistir. Anketler, goniilliiliik esasina
dayanarak calisanlara elden dagitilip arastirmacilar tarafindan toplanarak yaptirilmaya calisilmigtir.
Toplam 124 adet anket degerlendirmeye alinmistir.

2.4.  Verilerin Analizi

Duygusal zeka, girisimcilik egilimi ve 0z yeterliligin lisans 6grencileri tizerinde nasil bir
etkisinin oldugunu aragtirmaya yonelik elde edilen aragtirma verileri SPSS ve SmartPLS paket
programu ile analiz edilmistir. SSPS ve SmartPLS programlar1 yardimiyla normallik testi, giivenirlilik
ve gegerlilik analizleri, yakinsaklik gecerliligi, ayirt edicilik gegerliligi uygulanarak arastirmaya iliskin
yapisal model test edilerek modele ait degiskenler arasindaki dogrudan ve dolayl iligkiler tespit
edilmistir.

Aragtirma kapsamindaki Olgeklerin testleri sonucunda Onermelerin normal dagilim
gostermedigi tespit edilmistir. Buradan hareketle veri analizi i¢in parametrik olmayan yontemlerin
kullanilmasina karar verilmistir. Aragtirma modeli yapisal esitlik modellemesi yonteminden Kismi En
Kiiciik Kareler (PLS-SEM) yontemi ile analiz edilmistir. PLS 6lgililen modelin 6l¢iimiinde kullanilan

Olgegin giivenilirlik ve gecerliliginin test edilip modeldeki degiskenler arasindaki iligkinin derecesi
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degerlendirilmektedir. Arastirma modelinde yer alan ana faktorler ikinci diizey faktor ve alt faktorler
birinci diizey faktor olarak analiz edilmistir (Hair vd., 2014).

2.5.  Arastirma Bulgular:

Bu boliimde, degiskenler arasindaki kavramsal iligkilerden yola ¢ikarak arastirmada elde
edilen verilerin istatistiksel degerlendirmelere ve bunlara iligkin yorumlara yer verilmistir.
Arastirmaya katilan Cukurova Universitesi IIBF’de 6grenim gormekte olan dgrencilerin duygusal zeka
diizeylerine, 6z yeterlilik algisina ve girisimcilik egilimine iliskin bulgular sunulmustur.

2.6.  Orneklemin Ozelliklerine Iliskin Bulgular

Aragtirmaya katilan Ggrencilerin demografik 6zelliklerine yonelik bulgular tablo 1’de
sunulmustur. Hgili tablodaki verilere gore, ogrencilerin % 49,2’si kadin, % 50,81 erkeklerden
olusmaktadir. Ogrencilerin okuduklar1 béliime iliskin verilerde % 65, 3’ii iktisat 6grencisi iken, %
32,3’ii Ingilizce isletme ve % 2,4’ii isletme dgrencisi oldugu goriilmektedir. Ogrencilerin % 57,3’ 21-
23 yas aralifindayken %25,8’1 24-26 yas ve %16,1°1 18-20 yas aralifindadir. 27 yas ve {izerinde olan
ogrencilerin orani ise % 20,8°dir. Arastirmaya katilan 6grencilerin siif dagilimlar incelendiginde %
64,5’1 4. smif 6grencisi iken %28,2 ‘si l.sinif 6grencisidir. Ankete katilan 6grencilerin ¢alismak
istedikleri sektore yonelik soruya verdikleri cevaplara gore, % 48,4’1i kamu sektoriinde, % 40,31 6zel
sektorde ve % 11,3’ii kendi isini yapmak istediklerini belirtmistir. Is deneyimi olan dgrencilerin oram
% 58,9 iken is deneyimi olmayan &grencilerin orani ise % 41,1°dir. Ogrencilerin %50’si girisimcilik
dersi aldiklarin1 %50’si ise girisimcilik dersi almadiklarint belirtmislerdir. Tablo 1’e¢ gore ankete
katilan 6grencilerin % 53,2’si ailesinde ya da yakin akrabalarinda girisimci birinin oldugunu, % 46,8’
ise girisimci birinin olmadigini belirtmislerdir. Ogrencilerin % 52,4°ii ailelerini giivene dayali, %

25,81 kontrollii, % 15,3ii serbest, % 6,51 ise baskici olarak nitelendirdigi tespit edilmistir.
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Tablo 1. Demografik Ozelliklere Yonelik Istatistiklere iliskin Bulgular

Frekans Yiizde (%)
Cinsiyet Kadin 61 49,2
Erkek 63 50,8
Boliim Isletme 3 2,4
Iktisat 81 65,3
Ingilizce Isletme 40 32,3
Yas 18-20 20 16,1
21-23 71 57.3
24-26 32 25,8
27 ve lizeri 1 0,8
Okunan sinif 1 Simif 35 28,2
2 Smif 4 3,2
3 Simf 5 4.0
4 Simf 80 64,5
Calismak istenilen Kamu 60 48,4
sektor Ozel sektor 50 40,3
Kendi isim 14 11,3
Is deneyimi Evet 73 58,9
Hayir 51 41,1
Girisimcilik dersi Evet 62 50,0
Hayir 62 50,0
Ailede girisimci Evet 66 53,2
Hay1r 58 46,8
Yaklasim Baskici 8 6,5
Serbest 19 15,3
Kontrolli 32 25,8
Gilivene dayali 65 52,4
N=124
2.7. Arastirmanin Temel Bulgulari

PLS analizine gore her bir 6nermenin Bilesik Giivenilirlik ve Cronbach Alpha degerinin genel
kabul gormiis deger 0,70 ya da {izerinde olmasi arastirma verisinin igsel tutarliligini saglamaktadir
(Hair vd., 2009). Bu baglamda test edilen duygusal zeka Slgeginin Cronbach Alpha degeri 0,87 ve
Birlesik Giivenilirlik degeri 0,88 olarak tespit edilirken 6z yeterlilik Slgeginin Cronbach Alpha degeri
0,83 ve Birlesik Giivenilirlik degeri 0,84 ve son olarak girigsimcilik egilimi Slgeginin Cronbach Alpha
degeri 0,84 ve Birlesik Giivenilirlik degeri 0,88 olarak tespit edilmistir. Dolayisiyla modelin
giivenilirlik bulgular1 sonucunda model i¢in gegerlilik ve giivenilirlik degerleri kabul gérmiis degerin
iizerinde ¢ikmustir (Nunnally, 1978). Aym zamanda AVE (Agiklanan Ortalama Varyans) degeri
hesaplanmis ve bu deger Fornell ve Larcker (1981)’in 6nerdigi 0.50’lik diizeyin iizerindedir. Her bir

degiskenin farkli bir kavram Ol¢tligiinii ortaya koymak icin ayrt edicilik gegerliligi (discriminant
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validity) hesaplanmistir. Sonuglar tiim degiskenlerin ampirik olarak birbirlerinden farkli olduklarim
gostermektedir. Bu baglamda ayrigma gecerliligi test edilmistir.

Calismada her bir anket énermesinin faktor yiiklemesi yapilarak test edilmistir. Tiim faktor
yiiklemelerinin istatistiki olarak anlamli oldugunu tespit etmek i¢in her bir 6nerme 0,60’dan biiyiik
olarak yiiklenmelidir (Hair vd., 2009). Arastirmada 6nermelerin tamamu ilgili faktorlere 0,60’dan daha
biiyiik olarak yiiklendigi tespit edilmistir.

Yapisal model sonuglart Sekil 2’de gosterilmistir. Bu baglamda degiskenler arasindaki
baglantilarin Beta () katsayilar1 ve bagimli degiskenin R2 degeri yer almaktadir. Yapisal model
sonuclarina goére duygusal zeka algisinin 6z yeterlilik tizerinde pozitif ve anlamli bir etkisi vardir (f =
0,63; p< 0.001). Duygusal zekanin 6z yeterlilik algisindaki degisimin % 40 (R2= 0,40) acikladig1
goriilmektedir. f2 degeri ise yiiksek diizeyde etki oldugunu gostermektedir (f2= 0,67). Duygusal zeka
algisinin girisimcilik egilimi iizerinde pozitif ve anlamli bir etkisi vardir (B = 0,29; p< 0.001).
Duygusal zekanin girisimcilik egilimindeki degisimin % 69 (R2= 0,69) ag¢ikladigi goriilmektedir. {2
degeri ise orta diizeyde etki oldugunu gostermektedir (f2= 0,17). Oz yeterlilik algismin girisimeilik
egilimi tizerinde pozitif ve anlamli bir etkisi vardir (B = 0,61; p< 0.001). f2 degeri ise yliksek diizeyde
etki oldugu tespit edilmistir (f2= 0,74). Bu bulgulardan elde edilen verilere dayanarak Hipotez 1,
Hipotez 2 ve Hipotez 3 desteklenmistir. Arastirma kapsaminda, duygusal zekanin 6z yeterlilik ve
girisimcilik egilimi iizerinde etkisi tespit edilmekle birlikte, 6z yeterliligin girisimcilik egilimi
lizerinde de etkisi test edilmistir. Oz yeterlilik algisimin aracilik etkisi Baron ve Kenny (1986)
tarafindan gelistirilen yontem ile test edilmistir. Arastirma bulgularina gore 6z yeterlilik duygusal zeka
ile girisimcilik egilimi arasindaki etkiye aracilik etmektedir. 2 degeri ise yiiksek diizeyde etki

oldugunu gostermektedir (2= 0,70).
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Sekil 2. Yapisal Model iliskilerinin Test Sonuclar

0,63**

DUYGUSAL
ZEKA

*p < 0,01;

**p < 0,001

Not: KG: Kendine Giiven; Y: Yenilik; Bi: Basarma Ihtiyam; KO: Kontrol Odagi; RA: Risk Alma

SONUC

Girisimcilik glniimiiz ekonomilerinin gelistigi ve giic kazandigi en temel kaynaktir.
Girisimcilik kavraminin tanimlanmasi ve hangi faktorlerden etkilendiginin bilimsel olarak incelenmesi
Onyargilarin ortadan kaldirilmasinda etkili olacaktir. Girisimci olabilmek i¢in ¢esitli niteliklere sahip
olmak gerekmektedir, bireylerin 6z yeterliliklerini artirabilecek kosullarin saglanmasi, bireye cesaret
verilmesi dolayli olarak girisimcilik niyetinin de artirilmasini1 saglayabilecektir. Bireylerin duygusal
zekédlarina iligkin algilarimin hem 6z yeterlilikleri {izerinde hem de girisimcilik niyetleri lizerinde
onemli bir etkiye sahip oldugu goriilmektedir. Dolayisiyla bireylerin duygusal zekalarinin
gelistirilmesi ile 0z yeterliliklerinin ve girisimcilik niyetlerin artirilmasinin miimkiin olacag: ifade
edilmektedir. Caligmanin konusu ile ilgili literatiir incelendiginde duygusal zeka, girisimcilik egilimi
ve 0z yeterlilik etkisini ele alan ayr1 ayr ¢alismalar mevcuttur. Ancak bu degiskenlerin tiimiinii ele
smirlt ¢aligmalar mevcuttur. Aym1 zamanda aracilik etkisinin ele alindig1 6zgiin bir calisma olarak
onem arz etmektedir. Dolayisiyla bu calismanin genel amaci duygusal zekanin girisimeilik egilimi ve
0z yeterlilik algisinin tniversite 6grencileri {izerindeki etkisini incelemektir. Ayrica bu ¢alisma bu
kavramlarin birbirleri ile olan ikili iligkilerini kapsamaktadir. Bu baglamda calismayr diger

caligmalardan farkli kilan, duygusal zekd ve girisimcilik egilimi arasindaki iliskide 6z yeterliligin
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aracilik etkisine odaklanilarak hem ilgili literatiire katki saglanmaya hem de is yasaminda kolaylik
saglayacak bulgulara ulasilmaya ¢alisilmistir. Bu 6nem dogrultusunda bu ¢alismada duygusal zeka ve
0z yeterliliklerinin lisans O6grencilerinin girisimcilik egilimini ne diizeyde etkilemektedir konusu
arastirilmigtir,

Bu dogrultuda arastirmanin 6rneklemini Cukurova Universitesi Iktisadi ve Idari Bilimler
Fakiiltesi o6grencileri olusturmaktadir. Ogrencilerin % 49,2’si kadin, % 50,81 erkeklerden
olusmaktadir. Ogrencilerin % 65, 3’1 iktisat 6grencisi iken, % 32,3’i 1ngi1izce isletme ve % 2,41
isletme boliimiinde oldugu goriilmektedir. Ogrencilerin % 57,3’li 21-23 yas aralifindayken %25,8’i
24-26 yas ve %16,1°1 18-20 yas araligindadir. Arastirmaya katilan 6grencilerin % 64,5°1 4. siif
ogrencisi iken %28,2 ‘si 1.simf 6grencisidir. Ankete katilan 6grencilerin % 48,4°1 kamu sektoriinde ve
% 40,3’1 ozel sektorde calismak isterken % 11,3’1 kendi isini yapmak istediklerini belirtmistir.
Ogrencilerin % 58,9’nun is deneyimi oldugu tespit edilmistir. Ogrencilerin yarisi girisimcilik dersi
aldigini belirtirken yaris1 da almamugtir. Ogrencilerin % 53,2’siin ailesinde girisimei birinin oldugu
goriiliirken % 46,8 inin ise ailesinde girisimci birinin olmadigim belirtmislerdir. Ogrenciler ailelerini
% 52,410 giivene dayali olarak nitelendirdigi tespit edilmistir. Arastirma modeli sonuglari
incelendiginde duygusal zeka algisinin 6z yeterlilik iizerinde pozitif ve anlamli bir etkisi vardir. ( =
0,63; p< 0.001). Duygusal zeka algisinin girisimcilik egilimi {izerinde pozitif ve anlamli bir etkisi
vardir (B = 0,29; p< 0.001). Oz yeterlilik algisinin girisimcilik egilimi iizerinde pozitif ve anlaml1 bir
etkisi vardir (B = 0,61; p< 0.001). Duygusal zeka algilar1 girisimcilik egilimine 6z yeterlilik
aracihigiyla pozitif etki etmektedir. Bu sonuglar dogrultusunda ortaya konan hipotezler kabul
edilmistir. Sonug olarak duygusal zeka, 6z yeterlilik algisim ve girisimcilik egilimini etkilemektedir.
Aym zamanda 0Oz yeterlilik girisimcilik egilimini etkilemektedir. Aracilik testi sonucunda 6z
yeterliligin duygusal zekd ve girisimcilik egilimine aracilik ettigi tespit edilmistir. Bu baglamda
olusturulan yapisal esitlik modelinin kabul edilebilir oldugu goriilmektedir. Analiz sonuglar
arastirmaya katilan lisans 6grencilerin girisimcilik niyetine sahip olduklarimi gostermektedir. Aym
sekilde konu ile ilgili daha 6nceki ¢aligmalarda 6grencilerin 6nemli bir kisminin girisimcilik niyeti
tasidigini ortaya koymaktadir (Zampetakis vd., 2009; McLaughlin, 2010; Hashemi ve Ghanizadeh,
2011; Azzadina vd., 2012; Livingston ve Doerr, 2012; Mortan, vd., 2014; Gharetepeh, vd., 2015;
Kashif, vd., 2016; Ulukdy vd., 2016; Ocal ve Senel, 2016; Tiwari, vd., 2017; Acar ve Uslu, 2018;
Agirman ve Naktiyok, 2018; Kalfaoglu, 2018; Alkis ve Akpinar, 2019). Calismanin baz1 kisitlart
mevcuttur. Calismanin 1518inda, daha sonra konuyla ilgili yapilacak olan ¢alismalarda daha biyiik
orneklemlerle, farkl fakiilte ve boliimlerde 6grenim goren Ogrencilerle daha genellenebilir sonuglara
ulasilabilecegi sOylenebilir. Ayn1 zamanda girisimcilige bakis acilarinin, duygusal zeka diizeylerinin

ve 0z yeterlilik algilarinin Glgiilmesi, farkli sektorlerde ¢alisanlara da uygulanmasi literatiire katki
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saglayacaktir. Bunun yani sira, duygusal zeka ozelliklerinin girisimcilik niyeti iizerinde etkisinde
farkli degiskenlerin aracilik etkilerinin Olgiilebilecegi ve farkli modellerle incelenebilmesi

Onerilebilecektir.
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(074

Temelde firiinlerin daha ¢abuk ve kisa siirede tiiketiciler tarafindan satin alinmasi veya stoklarin eritilmesi gibi
amaglar gozetilerek gerceklestirilen indirimler, tiiketicilerin ihtiyaclart dogrultusunda sekillenmektedir. Bu ihtiyaglarin
tatmini, fayda elde etme ve hedonizm (haz tatmini) yoniinde kendini gostermektedir. Bu noktadan hareketle gergeklestirilen
¢aligmanin amaci; firmalar tarafindan siklikla bagvurulan bir satig tutundurma yontemi olan indirimli {irin uygulamalarinin,
tiiketicilerin satin alma davraniglarini faydaci mi1 yoksa hedonik bir sekilde mi etkilediginin belirlenmesidir.

Calismaya ilisgkin verilerin elde edilmesinde yar1 yapilandirilmig miilakat yonteminden yararlanilmis,
01.11.2019-30.11.2019 tarihleri arasinda Aydin’mn Nazilli ilgesindeki Uzun Carsida bulunan, rastgele segilen ve konu
hakkinda bilgilendirilen 32 goniillii miilakata katilmistir. Gergeklestirilen betimsel analize iliskin bulgular; genel olarak
tiiketicilerin indirimli iriinlere karst hedonikten ziyade faydaci bir tutum ile satin alma davramgi sergilediklerini
gostermektedir.  Cinsiyet agisindan bakildiginda ise kadin tiiketiciler erkeklere nazaran daha faydaci bir tutumla
aligverislerini gergeklestirmektedirler. Ayrica indirimli driinlere, 30 yas alti tiiketiciler daha fazla ragbet gostermektedir.
Calismada, tiiketicilerin indirimli iriin tercih ederken daha c¢ok faydaci satin alma davranisi sergiledikleri ve indirimli
iiriinlerin kendilerine saglayacagi faydalarin vurgulanmasini istedikleri sonucuna ulasilmistir.
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AN APPLICATION ON INVESTIGATION OF THE EFFECTIVENESS OF DISCOUNTED
PRODUCTS IN TERMS OF HEDONIC CONSUMPTION AND UTILITARIAN CONSUMPTION

ABSTRACT

Basically, discounts made with the aim of purchasing the products more quickly and in a shorter time by consumers
or melting the stocks, are shaped based on the needs of the consumers. These needs manifest themselves in terms of benefits
and pleasure (hedonism).

The purpose of the study carried out from this point; is the determination of whether discounted product practices,
which are a sales promotion method frequently used by companies, affect the purchasing behavior of consumers in a
utilitarian or hedonic way. A semi-structured interview method was used to obtain data about the study, and 32 volunteers
participated in the interview in the Uzun Carsi in the Nazilli district of Aydin between 01.11.2019-31.11.2019, selected by
simple random sampling method and informed about the subject. Findings related to the descriptive analysis; show that
consumers generally display a buying behavior with a utilitarian attitude rather than hedonic against discounted products. In
terms of gender, female consumers shop with a more utilitarian attitude compared to men. In addition, consumers under 30
show more demand for discounted products. In the study, it was concluded that while consumers prefer discounted products,
they display more utilitarian buying behavior and want to be emphasized the benefits that discounted products will provide
them.

Key Words: Discounted Product, Hedonic Consumption, Utilitarian Consumption, Hedonizm.

JEL Codes: D11, D21, L00, M30
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GIRIS

Bireysel ve orgiitsel istek ve ihtiyaclarin tatmini i¢in gerceklestirilen satin alma karar siireci
sirasinda kisilerin sergiledikleri, kisisel ve cevresel faktorlerden etkilenen tutum ve davraniglari
inceleyen bilim dali olan tiiketici davranislari, pazarlamacilar i¢in en onemli faktorlerden biridir.
Bireylerin ve orgiitlerin, istek ve ihtiyaglarmin ortaya ¢ikmasiyla problemi (ihtiya¢ duyulan iiriinii)
tanimlarken, bu istek ve ihtiyaclar1 karsilayacak alternatifleri belirlerken, alternatifler arasi
degerlendirme yaparken, satin alma karar1 verirken, karar olumluysa satin almay1 gerceklestirirken ve
en sonunda satin alma sonrasi goriislerini bildirirken, ihtiyaglar dogrultusunda mi (faydaci tiiketim)
yoksa sadece keyfi mi davrandiklari (hedonik tiiketim) da tiiketici davranislarinin 6nemli konularindan
biridir. Tiketiciler, hedonik ya da faydaci temelde tiiketim gerceklestirme karari verirken cesitli
uyaranlara maruz kalip onlarin etkisinde satin alma karar siireclerini tamamlarlar. Bu uyaranlardan bir
tanesi de iiriin fiyatlarindaki “indirimlerdir. Indirimler bazen gergekten ihtiyaclar1 gidermekte
(faydaci tiiketim) bazen de ihtiya¢ olmasa dahi (hedonik tiiketim) gesitli hazci sebeplerden oOtiirii
taleplerin ger¢eklesmesine sebebiyet vermektedir.

Gergeklestirilen calismada, tiiketicilerin aligveris yaparken faydaci bir tutumla mi yoksa
hedonik bir tutumla m1 indirimli iiriinlerden yararlandiklarinin ve demografik 6zelliklerden cinsiyet ile
yasin bu tutumlar iizerindeki etkisinin belirlenmesi amaglanmistir. Bu amag¢ dogrultusunda oncelikle
hedonik ve faydaci tiiketim tanimlanmig ardindan konuya iligkin literatiir taramasi1 gergeklestirilmistir.
Sonrasinda ¢aligma metodolojisi ele alinarak elde edilen bulgular degerlendirilmis ve sonuca
ulastlmistir.

1. KAVRAMSAL CERCEVE

Istek ve ihtiyaclari, “cogunlukla bireyin tabi olabilecegi bir yoksunlugun, eksikligin ve
dengesizligin giderilmesi siirecinde gerekli addedilen mallara gore tamimlanan standartlar olarak
degerlendirmek miimkiindiir” (Yaniklar, 2010: 25). Tiiketiciler, bu istek ve ihtiyaclari tatmin etmek
amaciyla gesitli tutum ve davranislar sergilemekte, bu dogrultuda mal ve hizmet satin almaktadirlar.

Tiiketicilerin iki temel nedenden dolayr mal ve hizmet satin aldigin1 dolayisiyla tiiketici
tutumlarinin dogasi geregi iki boyutlu oldugunu dile getiren Batra ve Ahtola (1990: 159) bu nedenlerin
ilkinin, duygusal tiiketim (hedonik) hazzi (duyusal 6zelliklerden) oldugunu; ikinci neden olan faydaci
nedenlerinse "sonug beklentileri” ile ilgili olup aragsal oldugunu dile getirmislerdir.

Gorildugi iizere tiiketiciler, tiketim davraniglarmi gergeklestirirken ya duygusal (hedonik)
faktorlere ya da aragsal (faydaci) faktorlere odaklanmaktadirlar. Bu da tiiketici davraniglari

aragtirmacilar tarafindan hedonik tiiketim ve faydaci tiikketimin dikkate alinmasina sebep olmaktadir.
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Genellikle duyular yoluyla “haz” kazanmay1 ifade eden hedonizm, The Chambers Dictionary
(1993)’e gore "zevkin en yiiksek iyilik doktrini; zevk pesinde, zevk arayisina adanmug bir yasam tarzi"
olarak tanimlanir (akt. Hopkins ve Pujari, 1999: 273). Hem olumlu hem de olumsuz ¢esitli duygular
deneyimlemeye calisan tiiketicilerin, Uriin secerken faydaci giidiileri karsisindan bazen duygusal
arzular1 baskin olmaktadir. Genellikle fonksiyonel yararlar i¢in degil de sembolik degerleri i¢in satin
alman iriinlerin sembolik degeri ve tiiketicide ortaya c¢ikmasi beklenen duygu, hedonik tiiketimi
tetikleyen “arzu”dur (Coley, 2002: 33). Tiiketicilerin aligveriglerini hedonizm temelinde
gergeklestirmeleri, elde edilen bir sayginliktan, statiiden, basaridan, indirimden vs. kaynaklanabilir.

Genellikle magaza trafigini arttirdiklarindan s6z konusu {iriiniin hizli bir sekilde satilmasini
tesvik ederek kisa donemde satis artigina neden olan fiyat indirimlerinin, gozlemlenebilir ve dl¢iilebilir
etkileri vardir (Gendall vd., 2006: 458) ve tiiketicilerde c¢esitli hazlar uyandirmaktadir. Calismanin
konusu olan indirimli iirlin aliminda duyulan hazzin disa vurumu ise bir tiir “mutluluk yanilsamasidir”
ve bu tiiketim tiiriine pazarlama literatiiriinde “hedonik tiiketim” denilmektedir (Giirdin, 2019: 1260).
Faydaci tiiketim ise hedonik tiiketimin aksine mantik cergevesinde hareket eden ve ihtiyacin
kargilanmasinda ne derece basarili olunduguna odaklanan bir tiiketim tarzidir.

Aligveris yapmanin zorunluluk ya da ihtiya¢ dahilinde gergeklestirildigini one siiren faydaci
tilketim yaklagimini benimseyen bir tiiketici i¢in, ihtiya¢ dogar ve tiiketici gerek biitce gerekse marka
acisindan en uygun mal veya hizmeti karsilastirma yaparak satin alir (Albayrak, 2017: 121).

Hedonik satin alma degeri aligveris deneyiminin duygusal ve psikolojik yoniine (aligveris
deneyiminin eglencesi, heyecani, zevki vs.) bagli iken ihtiyaglara odaklanan faydaci satin alma degeri,
biligseldir, gérev odaklidir ve bir satin alma deneyiminin sonucunun, tiiketici tarafindan, satin alma
davranisini  harekete gegiren ihtiyacin karsilanmasi bakimindan basarili olup olmadigma
odaklanmaktadir. Gorev odakli ve imk&m dahilinde biligsel olan faydaci satin alma degeri,
tilketicilerin aradiklar1 seyi bulmalariyla ilgili olarak aligverise 6zel amaglarin gergeklestirilmesinden
kaynaklanmaktadir (Carpenterve Farihurst, 2005 ve Carpenter, 2008’den akt. Yenigeri vd., 2010: 370).
Faydaci tiiketim, “rasyonel karar” ve “sonu¢ beklentileri” ile; eglence, fantezi ve eglenebilirlik
deneyimleriyle biitiinlesen hedonik tiiketimse “tiiketim doyumu” ile iliskilidir (Wang vd., 2000: 170).

Hazc1 ve biligsel iki yoni olan aligverigin; aligveris deneyiminin ¢ok boyutlu, fantezi ve
duygusal yonlerini yansitan yoniine hedonik aligveris degeri; {liriin ve/veya bilgi edinmeyi verimli bir
sekilde yansitan daha gorev odakli, biligsel ve duygusal olmayan yoniine de faydaci aligveris degeri
denir (Jones vd., 2006: 974).

Herhangi bir aligverisin basarili olup olmadigini, kisinin aligveris yapmasma sebep olan
ihtiyacin tatmin edilmesi ile degerlendiren faydaci davranisin aksine hedonik davranig, hayatin

siradanligindan kagmayr ve aligveris macerasinin  sundugu zevk ve heyecan1 yasamayi
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hedeflemektedir. Bu nedenle faydaci davranisin ekonomik bir kavrami temsil etmesi, hedonik
davranisin daha kisisel, 6znel, zevk ve eglence dolu bir maceranin sonucu olmasi ve kisisel tecriibeyle
baglantili davranigsal bir kavrami sembolize etmesinden yola ¢ikilarak “tiketiciler satin alma karart
verirken hem hazci hem de faydaci giidiilerden etkilenmektedirler” denilebilir (Cakict ve Yildirim,
2014: 35). Genel olarak hayatin her alaninda kisinin haz odakli hareket etmesi hedonizmi ifade
ederken bu tarz tiiketim de hedonik tiiketimi olusturmaktadir. Aligverisi bir “is” olarak goren faydaci
tiiketimde ise ihtiyag tatmin edildiginde gérev tamamlanarak aligveris sona ermektedir (Akturan, 2010:
110; Ozsagmaci vd., 2019: 88).

Tim bu tanimlamalardan yola ¢ikarak hedonik ve faydaci tiiketime bakildiginda, tiiketimin
akilc1 ve duygusal iki yoniiyle karst karsiya kalinmaktadir. Aligverisi bir “is” olarak goriip rasyonel
kararlarla beklenen sekilde aligverisin sona ermesiyle faydaci tiiketim; eglence, haz, macera vs. gibi
rasyonel degil de duygusal kararlarla aligverisin  sonuglanmasiyla hedonik  tiiketim

gerceklestirilmektedir.

2. LITERATUR TARAMASI

Tiiketici tutumlarinin birbirlerinden farkli hedonik ve faydaci bilesenlere sahip oldugunu dile
getiren Batra ve Ahtola (1991), iiriin kategorilerine karsi genel tutumlarmin bu iki bilesenden
tiiretildikleri 6lgiide farklilik arz edecegini 6ne siirmiiglerdir. Aragtirmacilarin ele ettigi sonuglara gore
temizlik {rlinleri gibi akilci, islevsel iirlinlerde faydanin; kola vs. gibi duyusal ve deneysel
tiriinlerdeyse hedonizmin etkili oldugu dolayisiyla hedonik ve faydaci bilesenlerin markalara ve
davraniglara karsi tutumlarda etkili oldugu goriilmiistiir.

Crowley vd. (1992)’nin gergeklestirdikleri calismaya katilan 151 6grenciden, Batra ve Ahtola
(1991)’nin gelistirdigi 6l¢ekteki 8 maddeye gore (Hedonik: giizel/korkung, mutlu/iizgiin, hos/nahos,
zevkli/zevksiz; Faydaci: faydali/zararli, yararli/yararsiz, bilgece/aptalca, degerli/degersiz) 24 {iriin
kategorisini derecelendirmelerini istemislerdir. Elde edilen veriler dogrultusunda arastirmacilar,
tutumun hedonik ve faydaci unsurlariyla tliketici tutumunun daha iyi anlagilabilmesi igin
giizel/korkung ve bilgece/aptalca maddelerinin elenerek iiriinlerin kategorize edilebilecegini fakat bu
ticerli 0gelerin hedonik/faydaci yapilarin etki alanini tam olarak yakalayamadigini ve dlgek gelistirme
cabalarimin takip edilesi gerektigi sonucuna varmiglardir.

Wang vd. (2000), hedonik degerler ile geng Cinlilerin ¢esitli tilketim davranmiglart arasindaki
iligkiyi belirlemeyi amaglamiglardir. Calismada, yiiksek kisisel gelire sahip olan tiiketicilerin hedonik
degerler ile marka bilinci arasinda kurdugu iliskinin diisiik gelirlilere nazaran daha gii¢lii oldugu;
hedonik tiiketim egilimi olan tiiketiciler i¢in {irlin ambalajmin ve yabanci markanin 6énemli oldugu, bu
tiketicilerin tutundurma uyaranlarina hizli yamtlar verdigi ve marka tercihlerini degistirme

olasiliklarimin yiiksek oldugu sonucuna ulagmiglardir. Bunun yani sira hedonik degerlere daha az 6nem
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veren tiiketicilerinse iiriinlerde, fiziksel performans ve somut {iriin kalitesi gibi daha faydaci islevleri
on plana aldiklar1, deger ve fiyat bilincine sahip olduklar1 ve kolay kolay pahali, yabancit markalar
tercih etmeyecekleri goriilmiistiir.

Jones vd. (2006)’nin, perakendeci memnuniyeti, hedonik ve faydaci aligveris degeri ile 6nemli
perakende sonuglar1 arasindaki karmagik iligkileri aragtirmayi amagladiklar1 ¢aligmaya 245 katilimci
katilmistir. Calismada, perakendeci memnuniyeti, agizdan agza pazarlama ve yeniden miisteri olma
(geri doniis niyeti) degiskenlerinin aligsverisin hedonik degerinden daha fazla etkilendigi; faydaci
degerininse aligverislerde yeniden miisteri olma (geri doniis niyeti) degiskeni ile -hedonik aligveris
degerine nazaran- daha fazla iliskili oldugu sonucuna ulasilmstir.

Ozdemir ve Yaman (2007)’m kadin ve erkek tiiketicilerin, aligveris yapma aliskanliklarim
hedonizm odaginda degerlendirerek aralarinda fark bulunup bulunmadigini belirlemek amaciyla
301 kisiye anket uygulayarak gerceklestirdikleri ¢alismaya gore, kadin tiiketiciler erkek tiiketicilere
nazaran daha hedonik bir tutumla tiiketimlerini gerceklestirmektedirler.

Kop (2008) calismasinda, hedonik ve faydaci satin alma davranislari boyutunda tiiketici
davraniglarini incelemeyi ve hedonik ve faydaci satin alma davraniglarindan hangisinin giyimle ilgili
satin alma kararlarinda daha etkili oldugunu belirlemeyi amaglamistir. Calismanin, 600 6grenciye
uygulanan anket sonuglarina bakildiginda; kizlarin erkeklere nazaran giyimle ilgili satin alma
karar1 verirken daha hedonik bir tutum sergiledikleri dolayisiyla bu iki tip satin alma
kararinda cinsiyetler aras1 farkliligin goézlendigi fakat gelirin bu iki tip satin alma davranisi
iizerinde hicbir etkisinin olmadig1 goriilmiistiir.

Yenigeri vd. (2010), gergeklestirdikleri ¢alismayla miisterilerin satin alma degeri, miisteri
memnuniyeti, misteri sadakati ve agizdan agza iletisim kavramlarinin, alisveris tercihlerini indirimli
magazalardan yana kullanan miisterilerle olan iligkisini belirlemeyi amaglamistir. Bu amagla
315 kisiye yiiz ylize anket uygulanmis ve elde edilen sonuglara gore, indirimli magazalar agisindan
hedonik ve faydaci satin alma degerleri ile bu dort kavramin (miisteri memnuniyeti, agizdan agiza
iletisim ve miisteri sadakatinin) neredeyse birbirleriyle biitiinlesmis ve etkilesim halinde oldugu
goriilmistiir.

Erkeklere nazaran kadinlarin daha ytliksek marka bagliligi, hedonik tiiketim ve diirtiisel satin
alma egilimi gosterecegi varsaymmindan yola cikilan ¢aligmada, Tifferet ve Henstein (2012) veri
toplama yontemi olarak anketten yararlanmislardir. Toplamda 257 O6grencinin verdigi cevaplar
dogrultusunda varsayildigi gibi kadinlar, erkeklere nazaran daha yiiksek marka bagimliligi, hedonik
tiiketim ve diirtiisel satin alma seviyelerine sahiptir.

Cakici ve Yildirim (2014)’1n 600 is insanina anket uygulayarak gerceklestirdikleri ¢aligmada,

is insanlarinin tiiketim egilimlerinin hedonik mi yoksa faydaci mu oldugunun belirlenmesi
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amaglanmigtir. Elde edilen verilerden ulasilan sonuglarda is insanlarinin, mutluluk temelli, moda
temelli, indirim temelli ve sosyal temelli olmak iizere hedonik tiiketim egilimlerine iligkin dort faktor;
faydaci tiiketim egilimlerine iliskin ise fayda temelli ad1 verilen tek faktor oldugu gézlemlenmistir.

Akkili¢ ve Cetintag (2015)’1n gergeklestirdikleri ¢aligmada, termal turizm isletmeleri iizerinde
hedonik ve faydaci tiiketimin bir etkisini olup olmadiginin belirlenmesi amaglanmis ve 550 kisiye yiiz
yiize anket uygulanmistir. Aragtirmacilarin elde ettigi sonuca gore, termal turizmde ana amacin saglik
olmasindan dolay1 bu tip tiiketici davraniginda faydaci egilim hedonik egilimden daha baskindir.

Acikalin ve Yasar (2017)’1in faydaci egilimlerin yam sira hedonik egilimlerle de tiiketimin
gergeklesecegini gostermeyi amagcladiklart calismaya, 924 goniillii katilmis ve anketlere cevap
vermiglerdir. Elde edilen sonuglar amaci desteklemis ve tiiketimin sadece faydaci degil ayni zamanda
hedonik egilimlerle de gerceklestigini gostermistir. Bu baglamda diisiik gelir grubundaki tiiketiciler ile
erkeklerde faydaci tiiketim egilimi daha fazla goriilirken kadinlarda plansiz satin alma ve hedonik
tilketim egilimleri daha fazla goriillmektedir

Kayabasi ve Kiraci (2018), moda liderliginin hedonik ve faydac tiiketimlerle olan iliskisinin
ve tiiketicilerin tiiketim davranislarinin belirlenmesini amagladiklar1 ¢alismaya 450 kisi katilmistir.
Anketler vasitasiyla ulasilan sonuglarda, sadece moda fikir liderliginin faydaci satin alma
davranisindan etkilendigi; moda iiriin satin almanin, moda fikir liderliginin ve moday1 takip etmeninse
hedonik satin alma davranisindan etkilendigi goriilmiistiir.

Tiirk (2018)’iin, tiiketicilerin plansiz satin alma davranislar1 iizerinde hedonik ve faydaci
tiketim egilimlerinin ne kadar etkili oldugunu anket vasitasiyla aragtirdigi ¢aligmaya, toplamda
317 goniillic katilmistir. Calismada aragtirmacilarin elde ettikleri sonuca goére, hedonik ve faydaci
tiketim egilimleri plansiz satin alma davranisi iizerinde énemli derecede olumlu etkiye sahiptir ve
hedonik tiiketim, plansiz satin alma davranisi iizerinde faydaci tiikketimden daha fazla etkilidir.

Yemez vd. (2018), tiiketicilerin indirimli iiriin satin alma tercihlerinin hedonik tiiketim
egiliminden etkilenip etkilenmedigini incelemiglerdir. Arastirmayir gerceklestirebilmek igin
18 yasindan biiyiik 450 katilimciya anket uygulamiglar ve katilimcilar “firsati kagirmama”, “karl
aligveris yapma” gibi tutumlarla hedonik satin alma davranisi sergilemislerdir. Ayrica indirimli {iriin
tercihi faydaci degil hedonik bir secimdir. Dolayisiyla indirimli iiriinler satin alma karar siireci
iizerinde etkilidir ve aligveris genellikle indirimli iiriinlerin satin alinmasiyla sonuglanir.

Tokgoz (2019), diirtiisel ve kompulsif satin alma davranislari {izerinde hedonik ve faydact
tilkketimin etkisinin olup olmadigini incelemeyi amaglamislardir. Bu dogrultuda 668 kisiye anket
uygulamiglardir. Arastirmacilar, hedonik ve faydaci tiiketimin, diirtiisel ve kompulsif satin alma
iizerinde etkili oldugu ancak hedonik tiiketim pozitif bir etki olustururken faydaci tiiketimin negatif

etki olusturdugu; diirtiisel ve kompulsif satin alma kararlar1 verirken hedonik tiikketim egiliminde
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olduklart ayrica kompulsif satin alma ile hedonik ve faydaci tilketim egilimleri arasinda, diirtiisel satin

almanin aracilik etkisinin olmadig1 sonuglarina ulagmiglardir.

3. METODOLOJI

Isletmelerce tiiketicileri satin almaya ydnlendirmek amaciyla cesitli tutundurma cabalari
uygulanmaktadir. Satis gelistirme c¢abalarindan biri olan tiiketicilere yonelik fiyat indirimleri,
calismanin konusunu olusturmaktadir. Calismada ulasilmak istenilen sonug, tiiketicilerin indirimli
iirlinlerden yararlanirlarken hazci (hedonik) bir tutum mu yoksa faydaci (aragsal) bir tutum mu
sergilediklerini belirlemektir.

Calismada katilimcilara yéneltilen sorular, Yemez vd. (2018)’nin “Tiiketicilerin Indirimli
Uriin Satin Alma Niyet ve Davramisinin Hazci Yaklasim ile Agiklanmasi” adli ¢aligmalarinda
uyguladiklar1 anket sorularinin ¢alismaya uyarlanmasiyla hazirlanmistir. Veri toplama yontemi olarak
Yart Yapilandirilmig Miilakat Yonteminden, verilerin analizinde de betimsel analizden
yararlanilmigtir. Caligmada daha Onceki arastirmacilarin  gelistirdigi Olcekler yerine miilakat
yonteminden faydanilmasimin sebebi; Yemez vd. (2018)’nin gelistirmis oldugu o6lgek sorularina
dayanarak bu konuda daha derinlemesine bilgi elde edinebilme diisiincesidir. Elde edilen miilakat
verilerinin degerlendirilmesinde ise “betimsel analize” bagvurulmustur. Calisma Aydin’in Nazilli
ilgesinin merkezinde bulunan Uzun Carsi’da gerceklestirilmistir. 01.11.2019-30.11.2019 tarihleri
arasinda Uzun Carsida bulunan, rastgele secilen tiiketicilere, miilakata katilip katilamayacaklari
sorulmustur. Gergeklestirilen ¢alisma miilakat oldugundan ve Altunisik vd. (2007: 82) miilakati, “iki
veya daha fazla sayida insan arasinda belli bir amag etrafinda yapilan tartismalardy” seklinde

tanimlamasindan dolay1 calisma grubunun olusturulmasinda 01.11.2019-30.11.2019 tarihleri arasinda

miilakata goniillii olarak katilacak bireyler baz alinmis ve kadin erkek dagilimlari esit tutulmaya

calistlmisgtir. 16 kadin ve 16 erkek olmak tizere toplam 32 goniillii ile goriisiilmiis ve ¢aligma grubu
32 kisiden olusmustur. Miilakata katilan katilimcilara oncelikle calismanin amaci anlatilmis ve
hedonik tiiketim ile faydaci tiiketim hakkinda bilgi verilmistir. Katilimecilarin yas dagilimlari
16 erkekten 8’1 30 yas altinda 8’1 30 yas iistiindeyken 16 kadindan, 8’i 30 yas altinda 8’1 30 yas
istlindedir. Katilimeilara yar1 yapilandirilmis miilakat yontemiyle toplamda 15 adet soru
yoneltilmistir.

Yar1 Yapilandinlmis Miilakat Yonteminde “miilakat¢t kaba hatlariyla bir yol haritasina
sahiptir ancak, cevaplayicinin ilgi ve bilgisine gore bu genel cerceve icerisinde farkli sorular sorarak
konunun degisik boyutlarimi ortaya ¢ikarmaya ¢alisir”. Uygun ve anlamsiz olan sorular

¢ikarilabilirken bazen miilakat farkli bir yonde ilerleyebilir” (Altunisik vd., 2007: 84).
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Web of Science, Scopus ve Google Scholar veri tabanlarinda yapilan arastirmalarda, Yemez
vd. (2018)’nin indirimli tiriinlerle hedonik tiiketim arasindaki iliskiyi ele aldig1 goriilmiistiir. Ancak
hem Tiirkiye’de hem de diger iilkelerde yapilan arastirmalarda indirimli {irlinlerin, faydac1t m1 yoksa
hedonik bir tutumla mu tercih edildigi konusunda, indirimli {iriin tercihini 2 yaklagimla (hedonik ve
faydaci tutum) birden ele alan herhangi bir ¢alismaya rastlanilmamis olmasi ¢alismanin 6zgiinliigiinii
ortaya koymaktadir.

Calismanin sadece Aydin’nmin Nazilli ilgesinde ve sadece Uzun Carsi’da gergeklestirilmis
olmasi ¢aligmanin ilk iki kisitim1 olustururken sadece 3 tane veri tabaninda yer alan caligmalarin
incelenmis olmas1 arastirmanin iiciincii kisitin1 ve sadece Ingilizce dilinde gergeklestirilen calismalarin
incelemeye dahil edilmesi ¢alismanin dordiincii kisitint olusturmaktadir. Ayrica anket, miilakat vs. gibi
veri toplama yontemlerine katilimcr adaylarinin hos bakmamasi ve katilmak istememesi; calismaya
goniilliiliik esastyla katilmak isteyen katilimcilarin ¢ok fazla olmamasi, dogru ve detayli bilgiler
vermemeleri; veri toplama ydnteminin miilakat olmasi nedeniyle goriismenin 20-45 dakika arasinda
siirmesi, arastirmacinin miilakati gergeklestirecegi siirenin sinirli olmast ve katilimci adaylariin
siirelerinin sinirli olmasi arastirmanin diger kisitlarini olusturmaktadir.

Calismaya iliskin Arastirma Problemleri su sekildedir:

v' APy Indirimli iiriin tercihi, faydaci tiiketim iizerinde hedonik tiiketime nazaran daha etkilidir.

v' AP, Kadin tiiketiciler erkek tiiketicilere nazaran indirimli {riinlerden daha hedonik bir
tutumla yararlanmaktadirlar.

v" AP 30 yas iizeri tiiketiciler indirimli tirinlerden faydaci bir tutum ile yararlanirlar.

v AP, Indirimli iiriinlere kars1 kadin tiiketicilerin tutumlar1 erkek tiiketicilere nazaran daha
olumludur.

v' APs: Indirimli iiriinlere kars1 30 yas alt1 tiiketicilerin tutumlar1 daha olumludur.

4. BULGULAR

Bu kisimda, yar1 yapilandirilmis miilakat formunda yer alan katilimcilarin goriislerine iligskin
verilerin betimsel analizi gergeklestirilmistir.
Soru 1: “Indirimli iiriin satin alir misimz/aldiniz m1? Aldiysamz/alirsaniz bunu hedonik tiiketimde mi,
faydaci satin alma dogrultusunda m1 gergeklestirirsiniz?” sorusuna;

v 30 yas alti kadin katilmcilarin, %100 (8/8)’ii fayda saglama amacli indirimli {iriin satin
aldiklarin1 ve alacaklarini. Fakat firmalarin tiiketicileri satin almaya zorlamak icin kapitalist
sistemin algi oyunlarimi oynadiklarini ifade etmislerdir.

¥ 30 yas iistii kadin katilimcilarin, %100 (8/8)’1i de fayda saglama amagli indirimli {irtinlerden
satin aldiklarin1 ve almaya da devam edeceklerini ifade etmislerdir. Genel olarak normal

donemde fiyatlar1 takip ettiklerini, internet sitelerinde, magazalarda vs. gercekten indirim
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olursa satin alim yaptiklarini ifade etmislerdir. Siteler arasinda bile hangi firmanin iiriinii daha
uygun fiyatliysa oradan satin alacaklarini dile getirmislerdir.

v 30 yas alti erkek katilimcilarin, %88 (7/8)’i indirimli iriin satin alirken %12 (1/8)’si
almadiklarini ifade etmistir. Katilimcilardan sadece biri hedonik tiiketiminde indirimli {iriin
satin alacagini ifade ederken, diger altis1 fayda saglama amacli indirimli iiriin aldiklarim ifade
etmistir. Sebep olarak da biitcelerine daha uygun gelmesini gdstermislerdir. indirimli {iriin
satin almayan katilimciysa kendisi i¢in iiriiniin indirimli olmasinin degil kalitesinin énemli
oldugunu vurgulamaistir.

¥ 30 yas lstii erkek katilmeilarin %75 (6/8)’i indirimli triin satin aldiklarin1 ve alacaklarini,
%25 (2/8)’1 ise almadiklarin1 ve almayacaklarini ifade etmislerdir. Alacaklarii ifade eden
katilimeilar, indirimli diriinlerin maddi acidan fayda saglamasinin yani sira birden fazla {iriin
alma imkanlarmin da oldugunu dile getirmislerdir. Indirimli {iriin satin almadiklarini ve
almayacaklarin dile getiren katilimcilarsa indirim olayina inanmadiklarini aksine daha da
pahalandirdiklarini diistindiiklerini ifade etmislerdir.

Soru 2: “Uriinlerdeki indirimleri bulmak i¢in magazalarm kataloglarini, internet sitelerini vs. inceler
misiniz? Incelerseniz, hedonik tiiketimde mi, faydac1 satin alma dogrultusunda mi gergeklestirirsiniz?”
sorusuna,

¥' 30 yas alt1 kadin katilimcilarin %88 (7/8)’i incelerim cevabi verirken %12 (1/8)’si incelemem
demistir. Incelerim diyen katilimcilarin geneli keyfi olarak incelediklerini zaten halihazirda
ihtiyag i¢in girdikleri bir magaza veya internet sitesinde indirimi goriip ihtiyaglart varsa birden
fazla bile alim yaptiklarini dile getirmislerdir. Incelemem diyen katilime1 kendisinin goziinde
indirimlerin ger¢eklik pay1 olmadigim dile getirmistir.

v' 30 yas usti kadin katilimcilarin %100 (8/8)’(i incelerim cevabi vermistir. Katilimcilarin
%62 (5/8)’si fayda saglama amagli, %12 (1/8)’si hedonik tiiketimlerinde %25 (2/8)’i ise hem
fayda saglama amagli hem de hedonik tiiketimlerinde magaza kataloglarini ve internet
sitelerini inceleyebileceklerini dile getirmislerdir.

¥ 30 yas alt1 erkek katilimeilarin %75 (6/8)’i incelerim derken %25 (2/8)’i incelemem demistir.
Incelerim diyen katilimcilarin %33 (2/6)’ii fayda saglama amacl, %50 (3/6)’si hedonik
titketimlerinde, %17 (1/6)’si ise hem fayda saglama amacgli hem de hedonik tiiketimlerinde bu
incelemeleri gerceklestirmektedir. Incelemem diyen katilimcilar indirimin kendileri igin
onemli olmadigimi ihtiyaclar1 varsa katalog vs. incelemeden alim yapacaklarimi dile
getirmislerdir.

v 30 yas iistii erkek katilimcilarin %62 (5/8)’si incelerim, %38 (3/8)’i incelemem demistir.
Incelerim diyen katilimcilardan %60 (3/5)’1 fayda saglama amacgh, %40 (2/5)’1 hedonik
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tiiketimlerinde magaza kataloglarini ve internet sitelerini incelemektedirler. incelemem diyen
katilimeilar iiriinde indirimin degil kalitenin 6nemli oldugunu ve katalog vs. incelemeden
direkt magazaya gideceklerini belirtmislerdir.
Soru 3: “Indirimleri takip ederken degisik (satin almay1 diisiinmediginiz, aklimzda olmayan,
bilmediginiz vs.) {riinler kesfedip satin aldigimiz oldu mu/alir misiniz? Aldiysaniz/alirsaniz, bunu
hedonik tiiketim mi, faydaci satin alma dogrultusunda mi1 gergeklestirirsiniz?” sorusuna;

v'30 yas alti kadin katilimcilarin %88 (7/8)’i bu tarz iiriinlerden satin aldiklarin
%12 (1/8)’si almadiklarim dile getirmislerdir. Katilimcilarin %14 (1/7)’i fayda saglama
amagli,

%71 (5/7)’1 hedonik tiiketimlerinde, %14 (1/7)’1i hem fayda saglama amacli hem de hedonik
tiilketimlerinde satin almislardir. Zaten indirimlere inanmadigini dile getiren katilimci ise bu
tarz tirlinleri satin almadigini ifade etmistir.

¥'30 yas Usti kadin katilimcilarmm %62 (5/8)’si bu tarz {iriinlerden satin aldiklarin
%38 (3/8)’1 almadiklarin1 ama ihtiyacglar1 dogrultusunda alabileceklerini dile getirmislerdir.
Satin aldiklarini ifade eden katilimcilarin %40 (2/5)’1 fayda saglama amacl %60 (3/5)’1 ise
hedonik tiiketimlerinde bu {iriinleri satin aldiklarini dile getirmislerdir.

¥ 30 yas alt1 erkek katihimcilarin %100 (8/8)’ti aldiklarim dile getirmislerdir. Katilimeilardan
%38 (3/8)’1 fayda saglama amacgli %62 (5/8)’si ise hedonik tiiketimlerinde bu tiir iirinlerden
satin almaktadirlar.

¥ 30 yas lstii erkek katilimeilarin %62 (5/8)’si alirrm %38 (3/8)’i almam seklinde goriis beyan
etmisglerdir. Bu tiir tiriinlerden “alirnm” diyen katilimcilarin %80 (4/5)’1 fayda saglama amach
%20 (1/5)’si hedonik tiiketimlerinde satin alim yapmaktadir. Bilmedigim {rlinleri almam
diyen
3 katilimci da bu tarz iiriinlerden satin alim yapmayacaklarini dile getirmislerdir.

Soru 4: “Yapilan indirimler, satin alma niyetinizi olumlu/olumsuz yonde etkiler mi? Bu etkilenim
hedonik tiiketiminizde mi, faydaci satin almanizda dogrultusunda mi1 gergeklestirirsiniz?”” sorusuna;

¥ 30 yas alti kadin katilimcilarin %50 (4/8)’si indirimlerin satin alma niyetlerini olumlu yénde
etkiledigini belirtirken %12 (1/8)’si olumsuz, %38 (3/8)’i ise ne olumlu ne de olumsuz yonde
etkiledigini belirtmistir. Olumlu yonde etkilenen katilimcilarin %50 (2/4)’si fayda saglama
amagch aldiklar {riinlerde indirimlerin kendilerini olumlu yonde etkiledigini belirtirken %50
(2/4)’si hem fayda saglama amagli hem de hedonik tiiketime yonelik alimlarinda indirimlerin
olumlu yonde etkiledigini dile belirtmislerdir. Olumsuz goriis bildiren katilimciysa zaten
indirimlere inanmadiklarin1 ifade ederken zaten artirllmig fiyatlarin sonradan indirime
girmesinin kendileri i¢in bir anlam ifade etmedigini dolayisiyla olumlu veya olumsuz bir

diisiinceye sahip olmadiklarini dile getirmislerdir.
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¥’ 30 yas st kadin katilimcilarin %50 (4/8)’si olumlu, %12 (1/8)’si olumsuz, %38 (3/8)’i ne
olumlu ne de olumsuz yonde etkilendigini ifade etmistir. Olumlu etkilenen katilimcilarin
tamami fayda saglama amaglh {iriinlerde yapilan indirimlerin satin alma kararlarini olumlu
yonde etkiledigini belirtmistir. Olumsuz goriis bildiren katilimci ise zaten keyfi alimlar
yapmadigini, indirimin de sadece kelimede olumlu oldugunu indirime inanmadigimi ifade
etmistir. [htiyaglarina gore durumun degisecegini dile getiren %38 (3/8)’lik kisim ise ihtiyaci
varsa iriin kaliteliyse ve iiriinde gercekten indirim varsa olumlu etkilenebilecegini ama bu
unsurlar yoksa indirimlerden olumsuz etkilendiklerini ifade etmistir.

¥ 30 yas alti erkek katilimcilarin %75 (6/8)’i olumlu %12 (1/8)’si olumsuz %12 (1/8)’si ne
olumlu ne de olumsuz etkilenmektedir. Olumlu goriis bildiren katilimcilarin %50 (3/6)’si
yapilan indirimlerin fayda saglama amagli alimlarda, %50 (3/6)’si ise hedonik tiiketimlerinde
kendilerini olumlu yonde etkiledigini ifade etmislerdir. Yapilan indirimlerin satin alma
niyetini olumsuz etkiledigini bildiren katilimer {iriiniin neden indirime girdigini sorguladigini
ama tlirline ihtiyaci varsa ne indirimi ne de bagka bir seyi dikkate almadigini ifade etmistir.
Kararsiz kalan katilimci ise satin alma niyetinin olumlu ve olumsuz ydnde etkilenmesinin
ihtiyact dogrultusunda degistigini dile getirmistir.

¥ 30 yas lizeri erkek katilimcilarin %62 (5/8)’si indirimin satin alma niyetlerini olumlu yonde
%12 (1/8)’si olumsuz yonde, %25 (2/8)’i de ne olumlu ne de olumsuz yonde etkiledigini
belirtmistir. Olumlu etkilenen katilimcilardan %60 (3/5)’1 fayda saglama amacli, %20 (1/5)’si
hedonik tiiketimlerinde, %20 (1/5)’si de hem fayda saglama amag¢li hem de hedonik
titketimlerinde indirimlerin satin alma niyetlerini olumlu yonde etkiledigini ifade etmislerdir.
Olumsuz etkilendigini dile getiren katilimci iiriinlerin indirime girmesinden siiphelendigini
belirtmistir. Kararsiz kalan katilimcilar aslinda ihtiyaglar1 dogrultusunda yapilan indirimlerden
olumlu yonde etkilendiklerini fakat gonderilen iiriinlerin, indirimli olmadigi donemdeki
riinlere nazaran daha Kkalitesiz olmasi dolayisiyla da olumsuz etkilendiklerini dile
getirmislerdir.

Soru 5: “Indirimli iiriin uygulamalarinda birden fazla iiriin satin alir misimz? Alirsaniz, bunu hedonik
titkketim mi, faydaci satin alma dogrultusunda mi1 gergeklestirirsiniz?” sorusuna;

¥ 30 yas alt1 kadin katilimcilarin %100 (8/8)’ii evet alirim cevabini vermistir. %38 (3/8)’i fayda
saglama amagl dogrultusunda, %25 (2/8)’1 hedonik tiiketimlerinde, %38 (3/8)’i de hem fayda
saglama amagli hem de hedonik tiiketimlerinde indirimli {irlinlerden birden fazla satin
aldiklarini/alacaklarini ifade etmislerdir.

¥ 30 yas tistii kadin katilimcilarin %88 (7/8)’i indirimli tirtinlerden birden fazla satin alirim derken

%12 (1/8)’si duruma gore degisecegini belirtmistir. Olumlu yanit veren katilimcilarin %29
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(2/7)’u fayda saglama amacgli %71 (5/7)’1 hem ihtiyaglari hem de hedonik tiiketimlerinde
birden fazla indirimli iiriin satin alabileceklerini ifade etmislerdir. Kararsiz kalan katilimci ise
devaml kullandig irlinse alabilecegini aksi halde almayacagini dile getirmistir.

v 30 yas alti erkek katilimcilardan %100 (8/8)’ii indirimli iriinlerden birden fazla satin
alabileceklerini dile getirmistir. Bu katilimcilardan %25 (2/8)’i fayda saglama amagli,
%38 (3/8)’1 hedonik tiiketimlerinde, %38 (3/8)’i hem fayda saglama amagli hem de hedonik
tiiketimlerinde indirimli {irtinlerden birden fazla satin alabileceklerini ifade etmislerdir.

v' 30 yas iistii erkeklerin %75 (6/8)’1 olumlu yonde goriis belirtirken %25 (2/8)’1 olumsuz goriis
belirtmislerdir. Olumlu goriis bildiren katilimcilarin %67 (4/6)’si fayda saglama amacl %33
(2/6)’1 de hedonik tiiketimlerinde indirimli iiriinlerden birden fazla satin alabileceklerini
belirtmiglerdir. Katilimcilar olumsuz goriis bildirmelerinin sebebi olarak sadece ihtiyaglar
dogrultusunda alim yaptiklar1 dolayisiyla indirimde diye birden fazla iiriin almayacaklarini1 6ne
siirmiislerdir.

Soru 6: “Indirimli {iriin satin alarak karli bir alisveris yaptigimzi dolayisiyla odiillendirilmis
oldugunuzu diisiiniir miisiiniiz? Bu diisiinceye hedonik tiiketim gerceklestirdiginizde mi, faydaci satin
alma dogrultusunda m1 kapilisiniz?”” sorusuna;

¥ 30 yas alt1 kadin katilimeilarin %88 (7/8)’i indirimli iiriin satin alarak karli bir aligveris yaparak
odiillendirildiklerini diisiiniirken %12 (1/8)’si bu sekilde diisiinmedigini dile getirmistir. Karlt
aligveris yaptigini diisiinen kadin katilimeilardan %29 (2/7)’u fayda saglama amagh yaptiklari
aligverislerde, %57 (4/7)’si de hedonik tiiketimlerinde gergeklestirdikleri alisverislerde %14
(1/7)’4 de hem fayda saglama amagli hem de hedonik tiiketimlerinde bu hisse kapildiklarimni
belirtmislerdir. Olumsuz goriis bildiren katilimer indirimlere zaten inanmadigini dolayisiyla
boyle bir hisse de kapilmayacagini belirtmistir.

v 30 yas Ustii kadin katilimcilardan %88 (7/8)’i indirimli {iriin satin alarak karli bir alisveris
yaparak o&diillendirildiklerini  diigtintirken %12 (1/8)’si bu sekilde diisiinmedigini dile
getirmigtir. Olumlu goriis bildiren katilimecilardan %57 (4/7)’si fayda saglama amagh %14
(1/7)1 keyfi alimlarda, %29 (2/7)’u hem fayda saglama amacgli hem de keyfi alimlarinda bu
hisse kapildiklarii belirtmiglerdir. Olumsuz goriis bildiren katilimcilar da normal fiyath
driinlerle aym kalitede olmadigmi ve genellikle son kullanma tarihi ge¢cmek iizere olan
iiriinlerde indirim oldugundan olumsuz goriis bildirdiklerini dile getirmislerdir.

¥ 30 yas alti erkek katilimcilardan %62 (5/8)’si indirimli {iriin satin alarak karl bir aligveris
yaparak odiillendirildiklerini diisiiniirken %25 (2/8)’i bu sekilde hissetmedigini, %12 (1/8)’1
de kararsiz kaldiklarmi dile getirmistir. Karli aligveris yaptigim  dolayisiyla
odiillendirildiklerini hisseden katilimcilardan %60 (3/5)’1 fayda saglama amagli, %40 (2/5)1
da hedonik tiiketimlerinde bu hisse kapildiklarini belirtmislerdir. Olumsuz goriis bildiren
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kattlimcilar, yapilan indirimlerin tiim miisterilere yapildigim dolayisiyla kendini
odiillendirilmis hissetmedigini ifade etmistir. Kararsiz kalan katilimc1 satin alma esnasinda
karl1 hissettigini fakat 6diillendirilmis hissetmedigini belirtmistir.

v 30 yas lstii erkek katilimcilardan %38 (3/8)’i indirimli {iriin satin alarak karli bir aligveris
yaparak oOdiillendirildiklerini diisiinlirken %62 (5/8)’si bu sekilde hissetmedigini dile
getirmistir. Karli aligveris yaptiklarini ifade eden katilimcilardan %33 (1/3)’ii fayda saglama
amacli alimlarda %67 (2/3)’si de hem fayda saglama amacli hem de hedonik tiiketimlerinde
bu hisse kapildiklarini dile getirmislerdir. Olumsuz goriis bildiren katilimcilar indirimli
iiriinlerin aslinda indirimli olmadigini, normal fiyatlariyla kaziklandiklarini diistindiiklerini ve
para Oyle veya boyle kendilerinden ¢iktigini dile getirmislerdir.

Soru 7: “Indirimli {iriin satin aldiginizda daha az/cok zaman ve ¢aba harcadiginizi diisiiniir miisiiniiz?
Bunu hedonik tiiketiminizde mi, faydaci satin alma dogrultusunda m1 gergeklestirirsiniz?”” sorusuna;

¥ 30 yas alt1 kadin katilimeilardan %62 (5/8)’si daha az/¢ok zaman harcadiklarini diistiniirken
%25 (2/8)’1 bu sekilde diisiinmedigini, %12 (1/8)’si ise bu konuda herhangi bir goriise sahip
olmadiklarmi ifade etmislerdir. Daha az/¢ok zaman ve c¢aba harcadigmi diisiinen
katilimcilardan %20 (1/5)’si fayda saglama amagli alimlarinda daha fazla zaman ve ¢aba
harcadigimi, %20 (1/5)’si fayda saglama amach alimlarinda daha az zaman ve caba
harcadigini, %20 (1/5)’si hedonik tiiketimlerinde daha fazla zaman ve ¢aba harcadiklarin %40
(2/5)’1 da hem fayda saglama amacli hem de hedonik tiikketimlerinde daha fazla zaman ve ¢aba
harcadiklarini diisinmislerdir. Olumsuz goriis bildiren katilimeilar indirimli olmasinin zaman
ve cabada herhangi bir sey degistirmedigini, indirimli triin alirken zamanim bir 6nemi
olmadigini ifade etmislerdir.

v 30 yas tistii kadin katithmecilarin %62 (5/8)’si daha az/¢ok zaman harcadiklarmi diisiiniirken
%38 (3/8)’1 bu sekilde disiinmedigini ifade etmislerdir. Daha az/¢cok zaman ve caba
harcadigini diisiinen katilimcilardan %80 (4/5)’i fayda saglama amacl alimlarinda daha fazla
zaman ve ¢aba harcadigini, %20 (1/5)’si fayda saglama amagl alimlarinda daha az zaman ve
caba harcadiginmi belirtmistir. Olumsuz goriis bildiren katilimcilar, zaten indirimde olan bir
iiriin icin neden daha az/fazla ¢aba veya zaman harcayayim, indirim i¢in kendimi yormam gibi
sebepler sunmuslardir.

¥v'30 yas alti erkek katilmcilardan %100 (8/8)’ti daha az/¢ok zaman harcadiklarini
diisiinmektedirler. Bu katilimcilardan %75 (6/8)’i daha ¢ok zaman ve c¢aba harcadigini, %25
(2/8)’i daha az zaman ve ¢aba harcadigimi dile getirmistir. Daha ¢ok ¢aba ve zaman
harcadigini belirten katilimcilardan

%67 (4/6)’si fayda saglama amagli alimlarda %17 (1/6)’si hedonik tiiketimlerinde %17
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(1/6)’si de hem fayda saglama amagli hem de hedonik tiikketimlerinde ¢ok zaman ve g¢aba
harcadiklarimi diisiinmektedirler. Daha az c¢aba ve zaman harcayan katilimcilardan %350
(1/2)’si fayda saglama amagl alimlarda %50 (1/2)’si de hedonik tiiketimlerinde daha az ¢aba
ve zaman harcadiklarini ifade etmislerdir.

v 30 yas istii erkek katilimcilardan %38 (3/8)’i daha az/cok zaman harcadiklarim diisiiniirken
%62 (5/8)’si bu sekilde diisiinmedigini ifade etmiglerdir. Daha az/cok zaman ve c¢aba
harcadigini diisiinen katilimcilardan %67 (2/3)’si fayda saglama amaclh alimlarda daha fazla
zaman ve ¢aba harcadigini, %33 (1/3)’1i fayda saglama amacglh alimlarinda daha az zaman ve
caba harcadigini belirtmistir. Olumsuz goriis bildiren katilimcilar da zaten indirimli olan bir
iirinde daha az/¢ok zaman ve caba sarf etmek gibi bir seyin s6z konusu olmayacagini ifade
etmislerdir.

Soru 8: “Indirimlerden yararlandigmizda/indirimli {irin satin aldigimzda kendinizi alisveris
konusunda becerikli biri olarak gdriir miisiiniiz? Bu goriise hedonik tiiketim gerceklestirdiginiz de mi,
faydac1 satin alma gerceklestirdiginizde mi kapilirsiniz?” sorusuna;

¥ 30 yas alti kadin katilimcilardan %62 (5/8)’si indirimli {iriin satin aldiklarinda kendilerini
aligveris konusunda becerikli biri olarak gordiiklerini, %38 (3/8)’1 ise gormediklerini
belirtmislerdir. Kendilerini becerikli goéren katilimeilardan %60 (3/5)’1 fayda saglama amagli,
%40 (2/5)’1 da hedonik tiiketim yaparken bu sekilde hissettiklerini dile getirmislerdir.
Olumsuz goriis bildirenlerse zaten indirim olan bir iirlinde beceriye gerek olmadigini, hatta
kendilerini enayi gibi hissettiklerini ifade etmislerdir.

v 30 yas ustii kadin katilimcilardan %88 (7/8)’i indirimli {iriin satin aldiklarinda kendilerini
aligveris konusunda becerikli biri olarak gordiiklerini, %12 (1/8)’si ise gormediklerini
belirtmislerdir. Kendilerini becerikli goren katilimeilardan %57 (4/7)’si fayda saglama amagli,
%29 (2/7)’u da hedonik tiiketim yaparken %14 (1/7)’ii de hem fayda saglama amagli, hem de
hedonik tiiketimlerinde bu sekilde hissettiklerini dile getirmiglerdir. Olumsuz goriis bildiren
katilime1 iginse indirim pek bir sey ifade etmemektedir.

¥ 30 yas alti erkek katilimecilardan %75 (6/8)’i indirimli {iriin satin aldiklarinda kendilerini
aligveris konusunda becerikli biri olarak gordiiklerini, %25 (2/8)’i ise gormediklerini
belirtmislerdir. Kendilerini becerikli goren katilimeilardan %67 (4/6)’si fayda saglama amagli,
%33 (2/6)1i de hedonik tiiketimlerinde bu sekilde hissettiklerini dile getirmislerdir. Olumsuz
goriis bildiren katilimeilar indirimin sadece kendilerine degil herkese yapildigimi dolayisiyla
bunun beceriyle bir alakasinin olmadigini ifade etmislerdir.

¥ 30 yas listii erkek katilimcilardan %75 (6/8)’i indirimli {iriin satin aldiklarinda kendilerini
aligveris konusunda becerikli biri olarak gordiiklerini, %25 (2/8)’i ise gormediklerini

belirtmislerdir. Kendilerini becerikli goren katilimeilardan %67 (4/6)’si fayda saglama amagli,
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%17 (1/6)’si hedonik tiiketimlerinde, %17 (1/6)’si de hem fayda saglama amagli, hem de
hedonik tiiketimlerinde bu sekilde hissettiklerini dile getirmislerdir. Olumsuz goriis bildiren
katilimcilar iriiniin zaten indirimli oldugunu kendi becerisinin olmadigini ayrica indirimlere
itimatlarinin olmadigim dile getirmislerdir.
Soru 9: “Magazalarin veya e-ticaret sitelerinin ‘-e varan’ indirimleri hakkinda ne diisiiniiyorsunuz?
Bu indirimlerden yararlaniyorsaniz, bunu hedonik tiiketimde mi, faydact satin almada nu
gergeklestirirsiniz?” sorusuna;

v'30 vyas alti kadin katihmcilardan %12 (1/8)’si olumlu goriise sahip olduklarini,
%75 (6/8)’1 ise olumsuz goriiste %12 (1/8)’si de kararsiz oldugunu belirtmistir. Olumlu goriise
sahip olan katilmec1 fayda saglama amaclhi alimlarinda ‘—e varan’ indirimlerden
yararlandiklarmi dile getirmislerdir. Olumsuz goriise sahip olan katilimcilar genel olarak bu
tarz indirimlere giivenmediklerini firmalarin miisterilerin bilingaltina oyun oynayarak onlari
cekmeyi amacladiklarint dile getirmiglerdir. Kararsiz kalan katilimci ise aslinda bu tarz
indirimlerin hosuna gittigini ama ya eski sezon ya da ise yaramayan bedenlerin kaldigini dile
getirmistir

v 30 yas iistii kadin katilimecilardan %100 (8/8)’ii olumsuz goriiste oldugunu belirtmistir.
Katilimcilarin = tamami  ‘-e  varan’ indirimlerine inanmadiklarindan olumsuz goris
bildirmislerdir.

¥'30 yas alti erkek katilimcilardan %25 (2/8)’i olumlu goriise sahip olduklarimi,
%75 (6/8)’1 ise olumsuz goriste oldugunu belirtmistir. Olumlu goriis bildiren katilimeilar satin
alma ihtiyaglar1 yokken bile ‘-e varan’ ifadesinin kendilerine cazip geldigini dolayisiyla alma
ihtiyact duyduklarin1 belirtmislerdir. Dolayisiyla 30 yas alti erkek katilimeilar hedonik
titketimlerinde
‘-e varan’ indirimlerinden yararlanmaktadirlar. Olumsuz goriis bildirenlerin tamami bu indirim
tiirlinii yaniltict bulmakta ve inanmamaktadirlar.

¥ 30 yas Ustii erkek katilimcilardan %12 (1/8)’si kararsiz oldugunu, %88 (7/8)’i ise olumsuz
goriiste oldugunu belirtmistir. Olumsuz goriis bildirenlerin tamami bu indirim tiiriinii aldatici
bulmakta, gercek indirim olmadigini diisiinmekte ve inanmamaktadirlar. Kararsiz oldugunu
ifade eden katilimci ise bazen bu indirimlerin gercekten oldugunu bazen de bir kandirmacadan
ibaret oldugunu bu yiizden net bir fikir beyan edemedigini ifade etmistir.

Soru 10: “E-Ticaret firmalarimin sepet indirimleri hakkinda ne diisiinliyorsunuz? Bunu hedonik
titkketim mi, faydaci satin alma dogrultusunda mi1 gergeklestirirsiniz?” sorusuna,

¥'30 yas alti kadin katilimcilardan %12 (1/8)’i olumlu goriise sahip olduklarini,
%62 (5/8)’si olumsuz goriiste oldugunu %25 (2/8)’1 kararsiz olduklarini belirtmistir. Olumlu
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goriis bildiren katilimciya gore sepet indirimleri fayda saglamaya yonelik alimlarda oldukca
yararlidir. Olumsuz goriis bildiren katilimcilar sepet indirimlerinin sadece birer taktik
oldugunu ve hi¢ de inandirict bulmadiklarini ifade etmislerdir. Kararsiz kalan katilimcilarsa
sepet indirimlerini firmalar ve indirim oranlar1 bazinda degerlendirdiklerini belirtmislerdir.

v'30 yas iisti kadin katiimecilardan %62 (5/8)’si olumlu goriise sahip olduklarini,
%38 (3/8)’1 ise olumsuz goriiste oldugunu belirtmistir. Olumlu goriis bildiren katilimcilardan
%60 (3/5)’1 fayda saglama amagli, %40 (2/5)’1 hedonik tiikketimlerinde sepet indirimlerinden
yararlandiklarini  belirtmislerdir. Olumsuz goériis bildiren katilimci sepet indirimlerini
inandirict  bulmadigini, kararsiz kalan katilimcilarsa internet aligverisini = giivenli
bulmadiklarin1 dolayisiyla sepet indirimleri hakkinda bir bilgilerinin olmadigini ifade
etmislerdir.

¥'30 yas alti erkek katithmcilardan %62 (5/8)’si olumlu goriise sahip olduklarini,
%12 (1/8)’si olumsuz goriiste oldugunu, %25 (2/8)’1 kararsiz oldugunu belirtmistir. Olumlu
gorilis bildiren katilimecilarin %60 (3/5)’1 fayda saglama amacli, %40 (2/5)’1 da hem fayda
saglama amagli, hem de hedonik tiiketimlerinde sepet indiriminden yararlandiklarini ifade
etmislerdir. Olumsuz goriis bildiren katilimec1 sepet indirimlerinin aldatmaca oldugunu dile
getirirken kararsiz goriis bildiren katilime1 hi¢ sepet indirimine denk gelmedigini belirtmistir.

¥v'30 yas isti erkek katilimcilardan %38 (3/8)’i olumlu goriise sahip olduklarini,
%38 (3/8)’1 olumsuz goriiste oldugunu %25 (2/8)’i kararsiz olduklarini belirtmistir. Olumlu
bir tutum sergileyen katilimcilar fayda saglamaya yonelik alimlarinda sepet indiriminden
yararlanirken olumsuz tutuma sahip katilimcilar sepet indirimlerinin ger¢ek olmadigimi ve
satis taktigi oldugunu one siirmiislerdir. internetten alisveris yapmayan katilimcilar da bir fikre
sahip olmadigindan sepet indirimleri konusunda kararsiz kalmiglardir.

Soru 11: “Ddnem sonu, sezon indirimleri hakkinda ne diisliniiyorsunuz? Bu indirimlerden
yararlaniyorsaniz bunu, hedonik tiikketim mi, faydaci satin alma dogrultusunda m1 gergeklestirirsiniz?”
sorusuna,

v'30 yas alti kadin katihmcilardan %75 (6/8)’i olumlu goriise sahip olduklarin,
%25 (2/8)’1 ise olumsuz goriiste oldugunu belirtmistir. Olumlu goriis bildiren katilimcilardan
%67 (4/6)’si fayda saglama amacgli, %33 (2/6)’ii hedonik tiiketimlerinde sezon sonu
indirimlerinden yararlandiklarini ifade etmislerdir. Olumsuz goriise sahip katilimcilar aslinda
bir indirim olmadigim Once fiyatlar1 artirdiklarimi sonra da azaltmig gibi gosterdiklerini
belirtmislerdir.

v'30 yag usti kadin katilimcilardan %88 (7/8)’i olumlu goriise sahip olduklarini,
%12 (1/8)’si ise olumsuz goriiste oldugunu belirtmistir. Olumlu goriise sahip katilimcilarin

%43 (3/7)’1 fayda saglama amagli, %29 (2/7)’u hedonik tiikketimlerinde, %29 (2/7)’u da hem
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fayda saglama amagli hem de hedonik tiiketimlerinde dénem sonu, sezon indirimlerinden
yararlandiklarmi dile getirmiglerdir. Aslinda amacin giizel oldugunu ama istedigi bedeni vs.
bulamadigini ifade eden katilimci ise olumsuz goriis beyan etmistir.

v'30 yas alti erkek katilimcilardan %88 (7/8)’i olumlu goriise sahip olduklarini,
%12 (1/8)’si ise olumsuz goriiste oldugunu belirtmistir. Olumlu goriise sahip katilimcilardan
%71 (5/7)’1 fayda saglama amacli, %29 (2/7)’u ise hedonik tiikketimlerinde dénem sonu, sezon
indirimlerinden yararlanmaktadir. Bir katilimci da tercih edilmeyen {iriinler kaldigindan
dénem sonu sezon indirimleri yapildigimi diisiinerek olumsuz goriis beyan etmistir.

¥v'30 yas disti erkek katilimcilardan %62 (5/8)’si olumlu goriise sahip olduklarini,
%12 (1/8)’si ise olumsuz goriiste oldugunu, %25 (2/8)’i kararsiz oldugunu belirtmistir.
Olumlu goriise sahip katilimcilarin %60 (3/5)’1 fayda saglama amacli, %40 (2/5)’1 hedonik
tilketimlerinde donem sonu, sezon indirimlerinden yararlanmaktadirlar. Olumsuz goriis
bildiren katilimcilarsa ihtiyaglar1 varsa hemen alacaklarini ayrica bu indirimlerin resmen
miisteri cekme amacli oldugunu dile getirmislerdir.

Soru 12: “Ozel giin indirimleri dikkatinizi ¢eker mi? Bu indirimlerden yararlaniyorsaniz bunu,
hedonik tiiketimde mi, faydaci satin almada m1 gerceklestirirsiniz?” sorusuna;

v'30 vyas ali kadin katihmcilardan %50 (4/8)’si olumlu goriise sahip olduklarimni,
%350 (4/8)’si olumsuz goriiste oldugunu belirtmistir. Olumlu goriis bildiren katilimcilarin %50
(2/4)’si hedonik tiiketimlerinde, %50 (2/4)’si de hem hedonik tiiketimlerinde hem de fayda
saglama amagli satin alimlarda 6zel giin indirimlerinin dikkatlerini ¢ektigini ifade etmistir.
Olumsuz goriis bildiren katilimcilar bunun gergek bir indirim olmadigini, firmalarin savasi
oldugunu ve amacin miisteri memnuniyeti olmadigini ifade etmiglerdir.

v 30 yas dtsti kadin katilmcilardan %50 (4/8)’si olumlu goriise sahip olduklarini,
%50 (4/8)’si olumsuz goriiste oldugunu belirtmistir. Olumlu goriis bildiren katilimcilarin %75
(3/4)’1 fayda saglama amagli, %25 (1/4)’i de hedonik tiiketimlerinde 6zel giin indirimlerini
takip ettiklerini dile getirmislerdir. Olumsuz goriis bildiren katilimcilar bu giinlerde fiyatlarin
daha da arttigini dolayistyla inanmadiklarini belirtmislerdir.

v'30 vyas alti erkek katimcilardan %50 (4/8)’si olumlu goriise sahip olduklarini,
%350 (4/8)’si olumsuz goriiste oldugunu belirtmistir. Olumlu goriis bildiren katilimcilarin %25
(1/4)’1 fayda saglama amacli, %75 (3/4)’i de hedonik tiiketimlerinde 6zel giin indirimlerinden
faydalanmaktadirlar. Olumsuz goriis bildiren katilimcilar bu tarz uygulamalarin tamamen
insanlar1 aligverise itme amagli oldugunu ve gergek indirimler olmadigim aksine fiyatlarin

daha da arttigini belirtmislerdir.
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v'30 vyas isti erkek katilmcilardan %25 (2/8)’i olumlu goriise sahip olduklarini,
%350 (4/8)’si olumsuz goriiste oldugunu, %25 (2/8)’i kararsiz oldugunu belirtmistir. Olumlu
gorilis bildiren katilimeilarm %50 (1/2)’si fayda saglama amagli, %50 (1/2)’si de hedonik
titketimlerinde 6zel giin indirimlerinden faydalanmaktadirlar. Olumsuz goren katilimeilarsa bu
tarz indirimlerin resmen kandirmaca oldugunu, bu giinlerde normal giinlere nazaran daha fazla
para harcadiklarini ifade etmislerdir.

Soru 13: “Ihtiyacimz olan bir iiriinii satin almak icin 6zel giin indirimini bekler misiniz? Bu bekleyisi
hedonik tiiketimlerinizde mi, faydaci satin alma dogrultusunda m1 gergeklestirirsiniz?”” sorusuna;

v'30 yas altt kadin katilimcilardan %25 (2/8)’i olumlu goriise sahip olduklarini,
%38 (3/8)’1 olumsuz goriiste oldugunu, %38 (3/8)’1 kararsiz oldugunu belirtmistir. Olumlu
gorlise sahip katilimcilarin %50 (1/2)’si fayda saglama amagli, %50 (1/2)’si de hedonik
tiilketimlerinde 6zel giin indirimlerini beklemektedirler. Olumsuz goriis bildiren katilimcilar
herhangi bir {irline ihtiya¢ duymalar1 halinde hemen o iirlinii alacaklarimi dile getirirken
kararsiz katilimcilar ihtiyaglar1 varsa beklemeyeceklerini ama keyfi alim yapacaklarsa
bekleyebileceklerini ifade etmislerdir.

¥v'30 yas isti kadin katilimcilardan %50 (4/8)’si olumlu goriise sahip olduklarini,
%350 (4/8)’si olumsuz goriiste oldugunu belirtmistir. Olumlu goriise sahip katilimeilarin
tamami fayda saglama amacli alimlarinda 6zel glin indirimlerini bekleyebileceklerini ifade
etmiglerdir. Olumsuz goriise sahip olan katilimcilarsa bu indirimlerin gergek¢i olmadigini,
ihtiyaglar1 varsa hemen alacaklarimi ve oOzel giinlerin dikkatlerini ¢ekmedigini ifade
etmislerdir.

v 30 yas alti erkek katilimcilardan %62 (5/8)’si olumsuz goriise sahip olduklarini,
%38 (3/8)’1 duruma gore tutumlarinin degisecegini belirtmistir. Olumsuz goriis bildiren
katilimcilarin  tamami ihtiyaglar1 durumunda 6zel giin indirimi beklemeyeceklerini ifade
etmiglerdir. Duruma goére tutumlarinin degisecegini belirten katilimcilarsa ihtiyaglart acil
degilse bekleyeceklerini aksi halde beklemeyeceklerini ifade etmislerdir.

¥ 30 yas ustii erkek katilmeilardan %12 (1/8)’si olumlu goriiste oldugunu %50 (4/8)’si de
olumsuz goriiste oldugunu, %38 (3/8)’i duruma gore tutumlarinin degisecegini belirtmistir.
Olumlu goriiste olan katilimei1 fayda saglama amaglh bir aligveris durumunda 6zel giin
indirimlerini  bekleyecegini, olumsuz gorlis bildiren katilimcilarm tamami ihtiyaclar
durumunda 6zel giin indirimi beklemeyeceklerini ifade etmislerdir. Duruma gére tutumlarmin
degisecegini belirten katilimcilarsa ihtiyaglar1 acil degilse bekleyeceklerini aksi halde

beklemeyeceklerini ifade etmislerdir.
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Soru 14: “Ozel giin indirimlerini firsat olarak goriip yapacaginiz aligverisi erteler misiniz/ertelediginiz
oldu mu? Bunu hedonik tiikketim mi, faydaci satin alma dogrultusunda mi gergeklestirirsiniz?”
sorusuna,

¥v'30 yas alti kadin katithmcilardan %12 (1/8)’si olumlu goriise sahip olduklarini,
%350 (4/8)’si olumsuz goriiste oldugunu, %38 (3/8)’i duruma gore tutumlarinin degisecegini
belirtmistir. Olumlu goriis bildiren katilimeir fayda saglama amacli alimlarinda 6zel giin
indirimlerini firsat olarak goriip yapacag: aligverisi erteleyebilecekken olumsuz goriis bildiren
katilimeilar ihtiyaglar1 olan bir seyi hemen almaktadirlar. Duruma gore tutumlarinin
degisecegini bildiren katilimeilardan %67 (2/3)’si fayda saglama amacli alimlarinda degil de
hedonik tiiketimlerinde erteleyebileceklerini %33 (1/3)’i de markalara bagli olarak erteleyip
ertelememe durumlarinin degisecegini belirtmistir.

v'30 yag usti kadin katilimcilardan %25 (2/8)’i olumlu goriise sahip olduklarini,
%25 (2/8)’1 olumsuz goriiste oldugunu, %50 (4/8)’si duruma gore tutumlarimin degisecegini
belirtmistir. Olumlu goriis bildiren katilimcilarin her ikisi de fayda saglama amacglh satin
alimlarin1 erteleyebileceklerini belirtmiglerdir. Olumsuz goriis bildiren katilimcilarin her
ikisinin de =zaten Ozel giinler dikkatlerini g¢ekmemekte ve bu ylizden erteleme
yapmamaktadirlar, Duruma gore tutumlarinin degisecegini belirten katilimcilarsa ihtiyacin
aciliyetine gore erteleme yapip yapamayacaklarina karar verdiklerini belirtmislerdir.

v'30 yas alti erkek katihmcilardan %25 (2/8)’i olumlu goriige sahip olduklarini,
%350 (4/8)’si olumsuz goriiste oldugunu, %25 (2/8)’i duruma gore tutumlariin degisecegini
belirtmistir. Olumlu goriis bildiren katilimeilarin her ikisi de fayda saglama amagli alimlarinda
erteleyeceklerini dile getirirken olumsuz goriis bildiren katilimeilar ihtiyaglart olan bir seyi
ertelemenin mantiksiz oldugunu dile getirmislerdir. Duruma gore tutumlarinin degisecegini
belirten katilimcilarsa ihtiyacin aciliyetine gore erteleme yapip yapamayacaklarina karar
verdiklerini belirtmislerdir.

¥v'30 vyas iusti erkek katilmcilardan %25 (2/8)’i olumlu goriise sahip olduklarini,
%350 (4/8)’si olumsuz goriiste oldugunu, %25 (2/8)’i duruma gore tutumlarinin degisecegini
belirtmistir. Olumlu goriise sahip katilimcilarin biri fayda saglama amagl alimlarinda digeri
ise hedonik tiikketimlerinde erteleme gergeklestireceklerini ifade etmislerdir. Olumsuz goriis
bildiren katilmecilar ihtiyaglart olan bir seyi ertelemenin mantiksiz oldugunu dile
getirmiglerdir. Duruma goére tutumlarimin degisecegini belirten katilimcilarsa biitgelerine gore

ve 0zel lirlinlerde erteleme yapip yapamayacaklarina karar verdiklerini belirtmislerdir.
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Soru 15: Son olarak 6zel giinleri iceren asagidaki sorular1 yanitlayiniz;

a. E-Ticaret firmalarindan Hepsi Burada’nin Efsane Sezon, n.11’in 11.11 yilin aligverig giinii vs. gibi
indirimleri hakkinda ne disiiniiyorsunuz? Bu gilinlerde aligveris yapiyorsaniz, bunu hedonik
tilkketiminizde mi, faydaci satin almalariniz dogrultusunda mi1 gergeklestirirsiniz?” sorusuna;

v 30 yas alti kadin katilimcilardan %25 (2/8)’i olumlu goriise sahip olduklarini,
%75 (6/8)’1 olumsuz goriiste oldugunu belirtmistir. Olumlu goriise sahip katilimcilarin her
ikisi de fayda saglama amagli alimlarinda e-ticaret firmalarimin indirimlerinden
yararlanacaklarini belirtmislerdir. Olumsuz goriis bildiren katilimcilarsa bu indirimleri
gercekei bulmadiklarini, aligveris yapsalar bile iiriin tedarik siirelerinin uzun siirdiigiini, {iriin
kalitelerinin normal fiyatla sattiklar1 ayni iriinlere nazaran c¢ok daha diisiik oldugunu,
firmalarin amacinin tiiketici yarart degil kendi aralarindaki rekabet oldugunu dile
getirmislerdir.

v 30 yas iisti kadin katilmcilardan %38 (3/8)’i olumlu goriige sahip olduklarini,
%62 (5/8)’si olumsuz goriiste oldugunu belirtmistir. Olumlu goriise sahip olan katilimcilarin
tamami1 fayda saglama amaglh alimlarinda e-ticaret firmalarinin indirimlerinden
yararlanacaklarini belirtmislerdir. Olumsuz goriise sahip katilimcilarin tamami, bu indirimleri
birer aldatmaca olarak goérmektedirler.

v 30 yas alti erkek katilmcilardan %75 (6/8)’i olumlu goriise sahip olduklarini,
%25 (2/8)’1 olumsuz goriiste oldugunu belirtmistir. Olumlu goriis bildiren katilimeilarin %67
(4/6)’si fayda saglama amagli, %33 (2/6)1 ise hedonik tiiketimlerinde e-ticaret firmalarimnin
indirimlerinden yararlanacaklarini ifade etmislerdir. Olumsuz goériise sahip katilimcilarsa
zaten dogru diiriist indirim olmadigini, olsa bile sisteme giris yapilamadigini siirekli sistemle
ilgili sikintilar yasandigini ve bu indirimlerin tamamiyla géz boyama oldugunu dile
getirmislerdir.

v 30 yas dUstii erkek katilimcilardan %12 (1/8)’si olumlu goriise sahip olduklarimi,
%62 (5/8)’si olumsuz goriiste oldugunu, %25 (2/8)’1 kararsiz oldugunu belirtmistir. Olumlu
gorilis bildiren katilimc1 e-ticaret firmalarinin indirimlerinden ancak fayda saglama amach
aligverislerinde yararlanmaktadir. Olumsuz goriise sahip katilimcilar indirimlerin gercekgi
olmadigi, indirimdeki iiriinlerin kalitesinin normalde daha kalitesiz oldugu, internet
aligverisine giivenmediginden gorerek, dokunarak aligveris yapmay1 sevdikleri gerekgeleriyle
e-ticaret firmalarinin indirimlerinden yararlanmadiklarim dile getirmislerdir. Kararsiz olan
katilimcilardan biri bu gilinleri 6nemsememekte dolayisiyla bu giinlerdeki uygulamalara dair
bir fikir beyan edememekteyken digeri bu giinlerde hi¢ aligveris yapmadigindan herhangi bir

fikir beyan edememektedir.
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b. “Efsane Cuma, Sahane Cuma vs.” gibi isimlerle adlandirlan ABD ve Kanada’da
“Black Friday” indirimleri olarak bilinen indirimler hakkinda ne diisiiniiyorsunuz? Bu giinlerde
aligveris yapiyorsaniz bunu, hedonik tiikketiminizde mi, faydaci satin almaniz dogrultusunda m
gergeklestirirsiniz?” sorusuna;

v 30 yas alti kadin katilimcilardan %62 (5/8)’si olumlu goriise sahip olduklarini,
%38 (3/8)’1 olumsuz goriiste oldugunu belirtmistir. Olumlu goriis bildiren katilimeilarin %60
(3/5)’1 fayda saglama amacli, %40 (2/5)’1 hedonik tiiketimlerinde Efsane Cuma, Sahane Cuma
indirimlerinden yararlandiklarini  belirtmiglerdir. Olumsuz goriise sahip katilimcilarsa
indirimlere zaten inanmadiklar1 ve bu indirimlerin gerceke¢i gelmedigini ayrica ABD ve
Kanada’daki ‘Black Friday’ ifadesinin bir algi stratejisi oldugunu ¢iinkii burada
Miisliimanlarin hedef alindigmin ve Islamofobi temelli hareket ettiklerinin ¢ok belli oldugunu
ifade etmislerdir. Bu sekilde bir algt degisikligine gittiklerinden dolay1r bir orgiit
olusturduklari, temel amacin aligveris degil de indirimin ismiyle Miisliimanliga kars1 olumsuz
bir imaj ve algi yaratmak oldugunu dile getirmislerdir. Bu sekilde de bdyle diisiinenleri
kendilerine ¢ekip karisikliga sebep olduklarini, bu sabotajla da piyasada rekabet avantaji
kazandiklarim ve yine indirim s6z konusu olmadigini sadece paravan olarak kullandiklarini
belirtmislerdir.

v 30 yas isti kadin katilimcilardan %25 (2/8)’i olumlu goriise sahip olduklarini,
%62 (5/8)’si olumsuz goriiste oldugunu, %12 (1/8)’si kararsiz oldugunu belirtmistir. Olumlu
goriis bildiren katilimcilarin her ikisi de fayda saglama amacglh alimlarinda Efsane Cuma,
Sahane Cuma indirimlerinden yararlandiklarini belirtmislerdir. Olumsuz goriisteki
katilimcilarsa yapilan indirimleri gergek¢i bulmadiklarini, aligveris yapacak olsalar bile
sisteme bir tiirli giris yapilamadigi, sisteme giris yapilsa bile -indirim basladig1 anda bile-
“iriin stoklarda tiikenmistir’ yazisiyla karsilagtiklarin1 dile getirmiglerdir. Kararsiz olan
katilimeinin ise bu konuya dair herhangi bir fikri bulunmamaktadir.

v 30 yas alt1 erkek katillmcilardan %62 (5/8)’si olumlu goriige sahip olduklarini,
%12 (1/8)’si olumsuz goriiste oldugunu, %25 (2/8)’i kararsiz oldugunu belirtmistir. Olumlu
goriise sahip katilimcilarm %40 (2/5)1 fayda saglama amach, %60 (3/5)1 da hedonik
tilketimlerinde Efsane Cuma, Sahane Cuma indirimlerinden yararlandiklarimi belirtmislerdir.
Olumsuz goriisteki  katilimeilarsa  yapilan indirimleri  gergek¢i  bulmadiklarimi  dile
getirmiglerdir. Kararsiz olan katilimcilarsa ise ihtiya¢ duyup duymamalarina gore Efsane
Cuma, Sahane Cuma indirimlerinden yararlanip yararlanmayacaklarini dile getirmislerdir.

v 30 yas dsti erkek katihmcilardan %25 (2/8)’i olumlu goriise sahip olduklarini,
%62 (5/8)’si olumsuz goriiste oldugunu, %12 (1/8)’si kararsiz oldugunu belirtmistir. Olumlu
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gorlis bildiren katilimcilarin biri adimin herhangi bir 6neminin olmadigi fayda saglama
amaciyla bu giinlerde indirimli {irlinlerden faydalanacagini bir digeri ise hedonik tiikketiminde
bu indirimlerden yararlanacagim dile getirmistir. Olumsuz goriis bildiren katilimcilarsa bu
indirimleri gergek¢i bulmadiklari, isminin hos olmadigi ve Miislimanlhigi karalamaya
calistiklari, inanmadiklarin1 ve sézde indirimler oldugu gerekgelerini sunmuslardir. Kararsiz
kalan katilimci ise bu giinler hakkinda bir fikre sahip olmadigini dile getirmistir.

Calismadan elde edilen bulgular dogrultusunda;

» 30 yas alt1 kadin katilimcilarin %26°s1 fayda saglama amagli, %230 hedonik tiiketimlerinde,
%9’u da hem fayda saglama amagli hem de hedonik tiiketimlerinde indirimli iriinlerden
yararlandiklar1 goriilmektedir. Kadin katilimcilarin %32°si indirimli iiriinler hakkinda olumsuz
gorilise sahiptirler. Bunun sebebi olarak da katilimcilarin geneli, indirimlere inanmadiklarini,
indirimlerin gercekleri yansitmadigini, kendilerini kandirilmis hissettiklerini belirtmislerdir.
Indirim yapilsa bile tedarik siirelerinin ¢ok uzun siirdiigiinii, indirimlerin tamamen taktik
oldugunu ve bilingaltina oynanan oyunlardan ibaret oldugunu, firmalarin fiyati 6nce artirip
sonra da azaltmig gibi yaptiklarin1 dile getirmislerdir. Ayrica indirimli {iriinlerin, indirim
yapilmamis hallerinden daha kalitesiz oldugunu zaten amacin da miisteri memnuniyeti degil
de firma rekabeti oldugunu ifade etmislerdir. Efsane/Sahane Cuma gibi uygulamalarin da
aslinda ‘Black Friday’ oldugu ve bu ifadenin de bir algi stratejisi olusturdugunu,
Miisliimanlarin hedef alindigmi ve Islamofobi temelli hareket edildigini, bu sekilde ki alg
oyunuyla temel amacin, aligveris degil de indirim adi altinda Miislimanliga kars1 olumsuz bir
imaj ve algi yaratmak oldugunu dile getirmislerdir. Bu sekilde diislinenleri hedef kitle
edinerek karisikliga sebep olduklarmi, piyasada rekabet avantaji kazandiklarimi ve yine
indirim s6z konusu olmadigint sadece paravan olarak kullandiklarini belirtmislerdir. Kadin
katilimcilarin %10’u ise indirimli iriinler konusunda duruma goére degisebilen tutumlarinin
oldugu bazi indirimler konusunda da fikirleri olmadigi ig¢in kararsiz kaldiklarini dile
getirmislerdir.

» 30 yas usti kadin katilimcilarin %43’tiniin fayda saglama amacli, %9’unun hedonik
tilketimlerinde, %9’unun da hem fayda saglama amagli hem de hedonik tiiketimlerinde
indirimli iriinlerden yararlandiklar1 goriilmektedir. Kadin katilimeilarin %33’ indirimli
driinler hakkinda olumsuz gorlise sahiptirler. Bunun sebebi olarak da katilimcilarin geneli,
“farkli, degisik, ilging vs.” gibi sebeplerle indirimli iiriin almayacaklarim sadece ihtiyaglar
dogrultusunda alacaklarim dile getiren katilimcilar; zaten indirimli iiriinlerin indirimsiz oldugu
zamanlara gore daha kalitesiz oldugunu ve genellikle ya modas1 ge¢cmis ya da son kullanma
zamani gelmis ya da gelmek iizere olan iiriinler oldugunu belirtmislerdir. indirimlere

inanmadiklar1, oOzellikle de “6zel glin indirimleri” adi altindaki indirimlerle fiyatlarin
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azaltilmadigin1 aksine artirildigini o ylizden de indirimlerin kendileri igin bir sey ifade
etmedigini belirtmislerdir. Aslinda indirimle giidiilen amacin giizel oldugunu fakat bu sefer de
istediklerini bulamadiklarint belirtmiglerdir. Efsane/Sahane Cuma gibi uygulamalarda da
indirim yapilsa bile sisteme giris yapilamadigini, giris yapilsa bile indirim bagladigi andan
itibaren “iiriin stokta yok yazdigini1 bunun da bu tarz kampanyalara giivenlerini azalttigini dile
getirmislerdir. Kadin katilimeilarin %6°s1 ise indirimli iriinler konusunda duruma gore
degisebilen tutumlarinin oldugu bazi indirimler konusunda da fikirleri olmadig: i¢in kararsiz
kaldiklarini dile getirmislerdir.

» 30 yas alt1 erkek katilimcilarin %35°1 fayda saglama amagli, %26’s1 hedonik tiiketimlerinde,
%6’s1 da hem fayda saglama amacli hem de hedonik tiiketimlerinde indirimli {iriinlerden
yararlandiklar1 goriilmektedir. Erkek katilimeilarin %24°i indirimli tirtinler hakkinda olumsuz
gorlise sahiptirler. Bunun sebebi olarak da katilimcilarin geneli, iiriinde indirimin degil
kalitenin 6nemli oldugunu, ihtiyaclar1 dogrultusunda aligveris yaptiklarini ifade etmislerdir.
Indirimleri aldatict ve yaniltici bulduklarini hatta bu iiriinlerin neden indirime girdiklerini
sorguladiklarini belirtmislerdir. Ayrica indirimli iiriinlerin tercih edilmeyen triinler oldugunu,
0zel gilin indirimlerinde indirim degil fiyat artisi oldugunu, bu donemlerde sisteme giris
yapilamadigini dolayisiyla indirimlerin tamamen g6z boyama oldugunu dile getirmislerdir.
Erkek katilimcilarin %9’u ise indirimli {riinler konusunda duruma gore degisebilen
tutumlarinin oldugu bazi indirimler konusunda da fikirleri olmadig1 i¢in kararsiz kaldiklarini
dile getirmislerdir.

» 30 yas Usti erkek katilimeilarin %30’u fayda saglama amagli, %9’u hedonik tiiketimlerinde,
%45’1 de hem fayda saglama amagli hem de hedonik tiiketimlerinde indirimli iiriinlerden
yararlandiklar1 goriilmektedir. Erkek katilimeilarin %13’ indirimli {iriinler hakkinda olumsuz
gorilise sahiptirler. Bunun sebebi olarak da katilimcilarin geneli, magazaya gidip ne ihtiyaglari
varsa onu aldiklarini, indirimde diye bilmedikleri {irlini veya birden fazla f{iriin
almayacaklarini, iriinde indirimin degil kalitenin 6nemli oldugunu =zaten indirime
inanmadiklarini aksine indirim adi altinda firmalarin fiyatlar1 daha da yukariya c¢ektiklerini,
indirimlerden stiphelendiklerini, gercek olmadigini, aldatict ve yaniltici oldugunu
diisiindiiklerini, itimatlarinin olmadigini, inanmadiklarim1 belirtmislerdir. Uriinlerin normal
fiyatli hallerinden daha kalitesiz oldugunu, 6zel giinlerde fiyatlarin daha da artirildigim
dolayisiyla bu tarz indirimlerin sadece miisteri cekme amacglh oldugunu, Efsane/Sahane Cuma
— Black Friday gibi indirimlerin de isminin hos olmadigini, Miislimanlig1 karaladigini dile

getirmiglerdir. Erkek katilimeilarin %3’{i ise indirimli iriinler konusunda duruma gore
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degisebilen tutumlarinin oldugu bazi indirimler konusunda da fikirleri olmadigi i¢in kararsiz
kaldiklarini dile getirmislerdir.

» Kadin katilimcilarin %69’u fayda saglama amagli, %32’si hedonik tiiketimlerinde; erkek
katilimcilarin %65°1 fayda saglama amach, %35°1 de hedonik tiiketimlerinde indirimli
iriinlerden yararlanmaktadirlar. Buradan kadin katilimcilarin  indirimli  dirlinlerden
yararlanirken faydaci, erkek tiiketicilerinse hedonik bir tutumla alim yaptig1 sdylenebilir.
Genel itibariyle tiiketiciler, indirimli iriinleri tercih ederken daha faydaci bir tutumla
yaklagmakta (kadin katilicilardan 30 yas altinda olanlarin %26’s1, 30 yas iistiinde olanlarin
%43°1; erkek katilimcilardan da 30 yas altinda olanlarin %35°i, 30 yas istliinde olanlarin
%30’u faydaci bir tutumla; kadin katilicilardan 30 yas altinda olanlarin %231, 30 yas iistiinde
olanlarmm %9’u; erkek katilimcilardan da 30 yas altinda olanlarin %6’s1, 30 yas iistiinde
olanlarin %3’ii hedonik bir tutumla) ve “APy: Indirimli iiriin tercihi, faydaci tiiketim iizerinde
hedonik tiiketime nazaran daha etkilidir” kabul edilmektedir.

Kadin katilimcilarin erkek katilimeilara nazaran indirimli diriinlerden faydalanirken daha ¢ok
fayda edinme amacli alimlar yaptiklar1 goriilmektedir. Buradan yola ¢ikarak kadin tiiketicilerin
indirimli {irlinlerden faydalanirken faydaci bir tutumla erkek katilimcilarinsa daha hedonik bir
tutumla yaklagtigi soylenebilir. Bu bulgu dogrultusunda “AP2: Kadin tiiketiciler erkek
tilketicilere nazaran indirimli triinlerden daha hedonik bir tutumla yararlanmaktadirlar”
reddedilmektedir. Kadin katilimcilardan da 30 yas altindaki katilimeilar 30 yas iistiindeki
katilimcilara nazaran daha hazci alimlar yapmakta ve indirimli iriinlere daha hedonik bir
tutumla yaklagmaktadirlar. Erkek katilimcilarinsa hem 30 yas altinda olanlar hem de 30 yas
tizerinde olanlar ihtiyaglart dogrultusunda yani daha faydaci bir tutumla indirimli {iriinlerden
yararlandiklarini beyan etmislerdir. Buradan yola ¢ikarak 30 yas iizerindeki tiiketicilerin daha
¢ok faydaci bir tutumla indirimli triinlere yaklastiklar dile getirilebilir. Dolayisiyla “AP3: 30
yas Uzeri tiketiciler indirimli iriinlerden faydaci bir tutum ile yararlamirlar” kabul
edilmektedir.

Indirimli iiriinler hakkinda erkek katilimcilar kadin katilimcilara nazaran daha olumsuz bir
tutum sergilemektedirler. Dolayisiyla “APs: Indirimli iriinlere karst kadm tiiketicilerin
tutumlart erkek tiiketicilere nazaran daha olumludur” kabul edilmektedir. Kadin
katilimcilardan ve erkek katilimcilardan 30 yas ve iizerindeki katilimeilarin indirimli iiriinlere
kars1 tutumlar 30 yas alti kadin ve erkek katilimcilara nazaran daha olumsuzdur. Buradan yola
¢ikarak 30 yas iizeri tiiketicilerin indirimli {iriinlere kars1 olumsuz bir tutum sergiledikleri
soylenebilir. Dolayisiyla “APs: indirimli iiriinlere kars1 30 yas alt: tiiketicilerin tutumlar1 daha

olumludur” kabul edilmektedir.
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Elde edilen bulgular daha onceki ¢alismalarla karsilagtirildiginda; ¢aligmalarin genel olarak;
hedonik tiiketim ve faydaci satin alma degerleri ile miisteri memnuniyeti, miisteri sadakati,
moda/indirim/mutluluk/sosyal temelli tiiketim egilimi, plansizzkompulsif/diirtiisel satin alma
davraniglar arasindaki iliski incelenmis olup indirimli {iriin ile hedonik ve faydaci tiiketim arasindaki
iligkiye deginilmemistir. Kismen de olsa ger¢eklestirilen ¢aligma, Kop (2008) ve Yemez vd. (2018)’in
gergeklestirdigi ¢alismalarla benzerlik gostermektedir. Kop (2008)’in gergeklestirdigi ¢alismaya gore
hedonik aligveris davranist cinsiyetler bazinda farklilik gostermekte, ozellikle kadinlar giyim
konusunda erkeklere nazaran daha hedonik davranmaktadirlar. Benzer sekilde Ozdemir ve Yaman
(2007) ile Agikalin ve Yasar (2017)’1n gerceklestirdikleri ¢alismalara bakildiginda kadin tiiketicilerin
erkek tiiketicilere nazaran daha hedonik bir tutum ile satin alma davranislarin1 gergeklestirdikleri
goriilmektedir. Gergeklestirilen ¢alismada; Ozdemir ve Yaman (2007)’1n, Kop (2008)’un ve Agikalin
ve Yasar (2017)’in calismalarinin aksine erkeklerin kadinlara nazaran indirimli iirinlerden daha
hedonik bir tutumla yararlandiklar1 goriilmiistiir. Yemez vd. (2018) ise gergeklestirdigi ¢alismayla
tilketicilerin indirimli {iriin tercih ederken daha hedonik bir tutumla hareket ettikleri sonucuna
varmistir. Yemez vd. (2018)’nin elde ettigi bu sonug, gerceklestirilen c¢aligmadan elde edilen
tiketicilerin indirimli iiriinden yararlanirken daha faydaci bir tutumla hareket ettikleri bulgusuyla

ortiismemektedir.

SONUC

Yapilan analiz sonucunda genel olarak erkekler, liriinde indirimin degil kalitenin 6nemli
oldugunu dile getirmistir. Yalmz erkekler yaptiklar1 aligverisleri genellikle keyfi olarak
gerceklestirdiklerini o an lazim degilse veya ileride lazim olmayacaksa bile kaliteli bir iiriin
indirimdeyse satin alabileceklerini ifade etmislerdir. Kadinlarsa genelde indirimdeyken o an ihtiyaglar
olmasa da nasilsa lazim olur mantigiyla hareket ettiklerini dile getirmislerdir. Yalniz kadinlarin burada
ki tutumu yine faydaci ve mantiga dayali bir tutuma dayanmaktadir. Keyfi bir davranis sergileyip
“alayim dursun” dememektedirler, bir giin lazim olacagini diisiindiikleri indirimli {iriinlere
yonelmektedirler. Dolayisiyla kadinlar indirimli {iriinlere erkek tiiketicilere nazaran daha pozitif bir
tutum sergilemektedirler. Kadinlar indirim gerceklestirilen ¢esitli giin ve 6zel giinlerin ise aldatmaca
oldugunu, aldatmaca olmasa bile ©zel giinlerde sistemlerin diizglin ¢alismadigmi, giris bile
yapilamadigini ya da daha giin baslar baglamaz stoklarda iiriinlerin bulunmadig1 gibi uyarilarla
aligveris yapilamadigindan bahsetmislerdir. Kadin katilimcilardan da 30 yas altinda olanlar indirimli
iirlinlere daha olumlu yaklasirken erkek katilimcilardan 30 yas {izerindeki katilimcilar indirimli
iriinlere daha olumlu bakmaktadir. 30 yas altt kadinlar; indirimdeki bir iriinii ihtiyag¢lari

dogrultusunda baska higbir seye bakmaksizin birden fazla bile alabileceklerini hatta indirimleri de
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yakindan takip ettiklerini dile getirmiglerdir. Sezon indirimlerinin de oldukga yararli ve gergekei
oldugunu hatta sezon indiriminde aligveris yapmanin daha giizel oldugunu ¢ilinkii gayet mantikli bir
aligveris gerceklestirdiklerini ifade etmislerdir. Yalniz 30 yas alti kadinlarin bir kismi 6zel giin
indirimlerini ger¢ekci ve inandirici bulmazken bir kismi gercekten iyi oldugunu, bir¢ok konuda
(alamadiklar1 markalari, iirlinleri vs. almak gibi) fayda sagladigin1 ve gergekten, ciddi anlamda
indirimler yapildigini belirtmistir. 30 yas iizerindeki erkeklerse indirimli {irlinlerin maddi agidan fayda
saglamasinin yani sira eger irilin kaliteli bir {irlinse o iirlinden birden fazla iiriin alma imkanlarinin da
oldugunu dolayisiyla indirimli iriin uygulamalarin gayet giizel uygulamalar oldugunu dile
getirmislerdir. indirimlerin satin alma niyetlerini olumlu yonde etkiledigini ifade etmislerdir. 30 yas
iizeri erkeklerin neredeyse hepsi sezon indirimlerinin ger¢ek indirimler oldugunu ve gercekten ise
yaradigmi1 memnun kaldiklarini belirtmislerdir. Ozel giin indirimlerindense ancak gercekten indirim
varsa ve fayda saglayacaksa yararlanacaklarini belirtmisler aksi halde 6zel giinlerde fiyatlarin daha da
artirldigin1 ve bu durumda da almayacaklarini belirtmislerdir. Indirimli {iriinlerden kadinlar ihtiyaclari
dogrultusunda yararlanarak faydaci, erkeklerse keyfi satin alma davranislari sergileyerek hazci alimlar
yapmaktadirlar.

Firmalarin, tiiketicilerin indirimli iirlin tercih ederken daha ¢ok faydaci satin alma davranisi
sergilediklerini goz Oniinde bulundurmasi ve indirimli {iriinlerin tiiketicilere saglayacagi faydalarin
vurgulanmasi gerekmektedir. Kadin tiiketicilere indirimli iiriinlerin daha akile1 yanlarindan bahsederek
faydaci satin alma temelinde; erkek tiiketicilere de daha duyusal/deneysel yonlerinden bahsederek
hedonizm temelinde yaklagilmalidir. Ayrica indirimli {iriinlere 30 yas altindaki tiiketicilerle kadin

tiiketicilerin daha olumlu baktig1 dikkate alinmalidir.
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GIRISIMCILIK KULTURUNUN GELIiSIMINE YEREL
YONETIMLERIN KATKISI: Tiirkiye'deki Biiyiiksehir Belediyelerinin
Etkinliklerinin Veri Zarflama Analiziyle Degerlendirilmesi
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Ulkemiz yerel yénetim sistemi icerisinde, 16 ilde yer alan Biiyiiksehir Belediyelerinin yani sira 2014
yilinda kurulan on dort (14) yeni Biiyiiksehir belediyesi ile birlikte otuz (30) biiyiiksehir belediyesi yer
almaktadir. Biiyiikgehir belediyelerinin idari yapilanmalar1 ile biitce yapilari ayni cergevede olugmaktadir.
Belediyeler faaliyetlerini gergeklestirirken personel kaynaklari, ilin niifusu, ilge sayisi, ilge belediyelerinin
durumu, miilki sinirlarmin genisligi, cografi 6zellikler, biitge miktari, 6z gelir miktari, gerceklestirilen projeler,
makine-teghizat sayis1 vb. girdi ve c¢ikti degerleri birbirlerinden farklilk gostermektedir. Biiyliksehir
belediyeleri, sosyal belediyeciligin geregi olarak ve kendi illerindeki ekonomik kalkinmaya katki saglamak
amaciyla, girisimcilik faaliyetlerini destekleyen ve 6zendiren faaliyetler de bulunmaktadirlar. Bu c¢aligmada,
ilkemiz yerel yonetim sistemi igerisinde yer alan otuz (30) Biiyiiksehir Belediyesinin birbirlerine kiyasla ne
derece etkin olduklar1 ve girisimcilik kiiltiiriine yaptiklar1 katkilar tespit edilmeye ¢alisilmistir. Calismada s6z
konusu Biiyiiksehir Belediyelerinin 2017 yili faaliyet raporlari ve Sayistay 2017 yili Mali Denetim
raporlarindaki verilerden yararlanilmigtir. Belediyelerin etkinliklerinin Ol¢iimiinde “veri zarflama analizi
yontemi” kullanilmistir. Dogrusal programlama modelinin ¢éziimiinde Lindo paket programi kullanilmistir.
Calismanin sonucunda Biiyiiksehir Belediyelerinin goreceli etkinlik analizleri gerceklestirilerek, 30 Biiyiiksehir
belediyesinden 16’sinin etkin. 14’iiniinde tam etkinlige ulasamadigi goriilmistiir. Tam etkinligi yakalayamayan
Biiyiiksehir belediyelerinin ayn etkinlik seviyesinde kalabilmek i¢in girdi miktarlarinda azaltma yapilabilecegi
sonucuna vartlmigtir.
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CONTRIBUTION OF LOCAL GOVERNMENTS TO THE DEVELOPMENT OF CULTURE OF
ENTREPRENEURSHIP: Evaluation of The Effect of The Data Envelopment Analysis Metropolitan
Municipalities Activities in Turkey

ABSTRACT

In addition to the metropolitan municipalities in 16 provinces, there are thirty (30) metropolitan
municipalities together with fourteen (14) new metropolitan municipalities established in 2014 within the local
government system. Administrative structures of metropolitan municipalities and budget structures are formed in
the same framework. While municipalities carry out their activities, personnel resources, population of the
province, number of districts, status of district municipalities, distribution of property boundaries, geographical
features, cost amount, amount of own income, working projects, number of machinery-equipment etc. different
in input and output. Metropolitan municipalities also have activities that support and encourage
entrepreneurship activities as a requirement of social municipality and to contribute to the economic
development in their provinces. In this study, it has been tried to be determined how the thirty (30) Metropolitan
Municipalities in our country's local administration system are effective compared to each other and their
contribution to the entrepreneurship culture. In the study, the data of the said Metropolitan Municipalities' 2017
activity reports and the Court of Account 2017 Financial Audit reports were used. “Data envelopment analysis
method” was used to measure the effectiveness of the municipalities. Lindo package program was used in the
solution of the linear programming model. As a result of the study, relative effectiveness analyzes of
Metropolitan Municipalities were carried out and 16 of 30 Metropolitan municipalities were active. It was seen
that 14 of them did not reach full effectiveness. It was concluded that the metropolitan municipalities, which
could not achieve the full efficiency, could reduce their input amounts in order to stay at the same efficiency
level.

Keywords: Entrepreneurship, Local Governments, Activity Analysis, Metropolitan Municipalities
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GIRIS

Performans o6l¢iimii, “bir kurumun onceden belirlenen amaclara ve hedeflere gore
ortaya ¢ikan iirlin ve hizmetleri birlikte degerlendirmesine ydnelik analitik bir siirectir”
(Agcakaya, 2009 :30). Performans 6lgmede en sik bagvurulan kavramlardan bir tanesi etkinliktir
(Ozden, 2010: 741). Etkinlik, uygun kaynaklarla ulasilan maksimum ¢ikt1 potansiyelini saglayan en iyi
kullanimdir (Eroglu ve Atasoy, 2006: 74). Performans ydnetiminin son yillarda yerel yonetimlerin
vazgecilmez unsurlarindan birisi olmasiyla, Tiirkiye’de performansa dayali yonetim anlayist geliserek
belediyelerde uygulanmaya baslanmistir (ilkay ve Dogan, 2009: 193). Organizasyonlarin mevcut
kosullar altinda ne yaptigint gérmesi agisindan etkinlik 6l¢limii yararli olmaktadir (Caglar, 2003: 15).
Yerel yonetim birimi olan belediyelerde etkinligi saglamaya yonelik olarak yapilan calismalarin
amaci, kamu kaynaklarmin israftan uzak bir sekilde miimkiin oldugunca etkin kullanilarak en az
kaynakla en fazla hizmetin tiretilmesini saglamaktir.

Belediyelerin  etkinligi  gerceklestirmeleri; yeni kaynaklar olusturmalarina, mevcut
kaynaklarim1 optimum kullanabilmelerine, Giriin ve hizmeti gelistirme ve gesitlendirme g¢abalarina,
cagdas ve yenilik¢i yOnetim yaklasgimlarmin uygulanabilmesi gibi pek cok degiskene baglidir
(Celikkaya ve Yayar, 2017) . Yerel yonetimler i¢in girisimcilik faaliyetleriyle yerel kalinmanin {ilke
kalkinmasini etkileyerek rekabet {istlinliigii saglayacagi diisiincesinden hareketle, yerel kalkinmanin en
onemli gostergelerinden biri olan ekonomik gelisme ilkesi ve sosyal belediyeciligin “girisimcilik”
ruhu ve anlayisiyla islerlik kazanacagi ortadadir (Oktay vd, 2015: 267). Bu baglamda calismanin
amaci, tlilkemizde farkli sehirlerde kurulmus olan otuz (30) Biiyiiksehir Belediyesinin birbirlerine
kiyasla ne derece etkin olduklar1 ve girisimcilik kiiltiiriine yaptiklar1 katkilar tespit edilmeye
caligmaktir. Caligmanin ampirik kisminda ise, degiskenlere ait veriler Biyliksehir Belediyelerinin
2017 yili faaliyet raporlar1 ve Sayistay 2017 yil1 Mali Denetim Raporlarindan elde edilmistir.

Etkinlik analizi tekniklerinden olan Veri Zarflama Analizine iligskin yerel yonetimlerle iligkili
literatiir incelendiginde yapilan baz1 akademik caligmalar su sekildedir; Cumhur (2017) calismasinda,
Tirkiye’deki il belediyelerinin su, kati atik ve park ve bahge hizmetlerinin 2006-2012 yillar
arasindaki etkinliklerini veri zarflama analizi yontemi kullanarak incelemistir. Karahan ve Akdag
(2014), ¢alismalarinda; Diyarbakir Biiyiiksehir Belediyesi’ne bagli Diyarbakir Su ve Kanalizasyon
Idaresi’nin hizmet etkinliginin yillara gore degisimini karsilagtirmali Veri Zarflama Analizi ile 6lgerek
incelemistir. Kabakus (2014); biiyiiksehir belediyelerinin ilge belediyelerindeki E-Belediye
hizmetlerinin sunumundaki basarisint Veri Zarflama Analizi (VZA) ile dlgerek incelemistir. Kaygisiz
ve Girginer (2011) caligmalarinda, Eskisehir Odunpazar1 Belediyesinde faaliyette bulunan sekiz

hizmet biriminin, 2008 yili verilerini baz alarak bu birimlerin etkinliklerini Veri Zarflama Analizi
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(VZA) ile dlgmiislerdir. Yildirnm (2010), calismasinda Istanbul ili kapsaminda hizmet veren ilce
belediyelerinin mali etkinliklerini Veri Zarflama Analizi ile incelemistir. ilkay ve Dogan (2009),
calismalarinda; Kapadokya Bolgesindeki belediyelerin, dort spesifik model kullanilarak Veri Zarflama
Analizi ile etkinlik 6l¢timiinii 2004 ve 2008 yillar1 igin ayr1 ayr yaparak belediyenin etkinlik diizeyleri
karsilastirilmiglardir. Tiirkiye’deki literatiir incelendiginde yerel yonetimlerin girisimcilik faaliyetlerini

Veri Zarflama Analizi ile dlgen bir ¢aligma bulunamamugtir.

1. VERI ZARFLAMA ANALIZi YONTEMI

Veri Zarflama Analizi (VZA) “iiretim smirlarimin tahmini igin ekonometri ve yoneylemde
sikca kullanilan parametrik olmayan ve karar birimleri i¢in goreli etkinlik kiyaslamasi yapan bir
metotdur” (Basar vd, 2015:848). VZA’nin ilk kullanildigi model, Charnes, Cooper ve Rhodes
tarafindan ortaya konulan ve Olcege gore sabit getiri varsayimi altinda c¢alisan CCR modelidir.
Ilerleyen zamanlarda Banker vd., dlgege gore degisken getiri varsayimi altinda calisan bir model
onermislerdir ve bu model Banker, Charnes ve Cooper’in bas harflerini alarak BCC modeli olarak

kullanilmaya baglanmistir (Aydemir, 2015: 23).

2. VERI ZARFLAMA ANALIZI ILE ETKINLIK ANALIZI

Calismada yontem olarak biitiin karar birimleri i¢in CCR-VZA modelleri olusturulmus,
LINDO paket programinda ¢ozdiiriilmiis ve sonuglar degerlendirilmistir. CCR-VZA sonuglari
neticesinde etkin olmayan karar birimleri icin Dual CCR-VZA modelleri olusturulmus ve LINDO
paket programinda ¢6zdiiriilmiis, referans seti olusturulmustur. Referans seti verilerine gore etkin
olmayan karar birimleri icin yeni girdi degerleri degisim oranlar1 ortaya ¢ikmistir. Olgege gore artan
veya azalan getiri degerlerini gormek icin BCC-VZA modelleri olusturulmus ve LINDO paket
programinda ¢ozdiiriilerek sonuglar degerlendirilmistir (Ergiilen vd, 2019: 63).

2.1. Calismamin Kapsam ve Veriler

Tablo-1: Calismaya Konu Olan Karar Birimleri

Biiyiiksehir Belediyeleri

A1l | Adana Biiyliksehir Belediyesi Al6 Kayseri Biiyliksehir Belediyesi
A2 | Ankara Biiyiiksehir Belediyesi Al7 Kocaeli Biiyiiksehir Belediyesi
A3 | Antalya Biiyiiksehir Belediyesi Al18 Konya Biiyiiksehir Belediyesi
A4 | Aydin Biiyiiksehir Belediyesi Al19 Malatya Biiyliksehir Belediyesi
A5 | Balikesir Biiyiiksehir Belediyesi A20 Manisa Biiyiiksehir Belediyesi
A6 | Bursa Biiytiksehir Belediyesi A21 Mardin Biiyiliksehir Belediyesi
A7 | Denizli Biiyiiksehir Belediyesi A22 Mersin Biiyiiksehir Belediyesi
A8 | Diyarbakir Bilyiiksehir Belediyesi A23 Mugla Biiyiiksehir Belediyesi
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Tablo-1’in Devami: Calismaya Konu Olan Karar Birimleri

Biiyiiksehir Belediyeleri
A9 Erzurum Biiyiiksehir Belediyesi A24 | Ordu Biiyiiksehir Belediyesi
A10 Eskisehir Biiyiiksehir Belediyesi A25 | Sakarya Biiytliksehir Belediyesi
All Gaziantep Biiyiiksehir Belediyesi A26 | Samsun Biiyliksehir Belediyesi
Al12 Hatay Biiyliksehir Belediyesi A27 | Sanlurfa Biiyliksehir Belediyesi
Al13 Istanbul Biiyiiksehir Belediyesi A28 | Tekirdag Biiyiiksehir Belediyesi
Ald Izmir Biiyiiksehir Belediyesi A29 | Trabzon Biiyiiksehir Belediyesi
Al5 Kahramanmarag Biiyiiksehir Belediyesi A30 | Van Biiyiiksehir Belediyesi

Calismada 30 karar birimi i¢in 2017 yilina ait olmak tizere ii¢c adet girdi (personel Giderleri,
mal ve hizmet alim giderleri ve sermaye giderleri ) ve li¢ adet ¢ikti (vergi gelirleri, tesebbiis ve

miilkiyet gelirleri ve diger gelirler) ele alinmistir ve asagida Tablo 2’de gosterilmistir.

Tablo-2: Girdi ve Cikt1 Tablosu

GIRDILER CIKTILAR
X1 | Personel Giderleri Y1 | Vergi Gelirleri
X2 | Mal ve Hizmet Alim Giderleri Y2 | Tesebbiis ve Miilkiyet Gelirleri
X3 | Sermaye Giderleri Y3 | Diger Gelirler

Calismada degiskenlere ait verilere, s6z konusu otuz biiyiiksehir belediyesinin 2018 yilinda
kamuoyuna agiklanan 2017 resmi faaliyet raporlarindan ulagilmistir. Veri seti asagida Tablo 3’te

verilmistir.
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Tablo-3: Veri Seti

GIiRDILER CIKTILAR
Mal ve Tesebbiis
Biiviiksehir Personel Hizmet Sermaye Vergi ve Diger
Bezediseleri Giderleri Alim Giderleri Gelirleri | Milkiyet | Gelirler
y (X1) Giderleri (X3) (Y1) Gelirleri (Y3)
(X2) (Y2)

Al Adang Bﬁyﬁksehlr 194 742 271 30 197 861
Belediyesi
Ankara

A2 | Biiyiikschir 306 2330 2854 170 143 3720
Belediyesi
Antalya

A3 | Biiyiiksehir 162 605 1070 48 172 1014
Belediyesi

Ad Aydln_ Buyuksehlr 68 212 102 8 43 418
Belediyesi
Balikesir

A5 | Biiyiiksehir 88 343 351 14 37 516
Belediyesi

A6 Bursa.Bu}.luksehlr 165 701 1134 31 219 1254
Belediyesi
Denizli

A7 | Bilyiikschir 4l 216 492 12 124 462
Belediyesi
Diyarbakir

A8 | Biiyiikschir 82 294 258 9 44 581
Belediyesi
Erzurum

A9 | Biiyiiksehir 43 193 750 4 73 469
Belediyesi
Eskisehir

A10 | Biiyiiksehir 8 221 69 7 86 422
Belediyesi
Gaziantep

All | Biiyiiksehir 59 4zt 503 18 82 639
Belediyesi

AL2 Hatay_Bu;_/uksehlr 94 348 313 7 35 661
Belediyesi
Istanbul

A13 | Bityiiksehir 1022 5114 11133 125 3009 | 11085
Belediyesi

Al4 Izmir-Biiy-iiksehir 326 837 2272 38 241 3452
Belediyesi
Kahramanmarasg

Al5 | Biiytiksehir 69 269 400 13 29 440
Belediyesi
Kayseri

A16 | Biiyiikschir & 290 501 5 81 610
Belediyesi
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Kocaeli
A17 | Biiyiikschir 204 595 1055 29 178 1865

Belediyesi

Konya Biiyiiksehir 123 800 433

Al8 Belediyesi

14 204 1074

Malatya
A19 | Biiyiiksehir 38 234 143 15 31 339

Belediyesi

Manisa
A20 | Biiyiiksehir 54 341 730 9 79 579

Belediyesi

Mardin
A21 | Biiyiiksehir 21 127 154 3 5 277

Belediyesi

Mersin
A22 | Biiyiikschir 190 675 390 26 112 995

Belediyesi

Mugla Biiyiiksehir 65 176 189

AZ3 Belediyesi

11 37 439

Ordu Biiyiiksehir 39 198 256

A24 Belediyesi

6 107 279

Sakarya
A25 | Biiyiikschir 51 174 188 8 50 328

Belediyesi

Samsun
A26 | Biiyiiksehir 55 226 339 8 46 515

Belediyesi

Sanliurfa 504
A27 | Biiyiiksehir 88 422 26 107 680
Belediyesi

Tekirdag
A28 | Bilyiikschir 88 174 289 6 34 564

Belediyesi

Trabzon
A29 | Bilyiikschir 36 203 115 7 48 304

Belediyesi

Van Biiyiiksehir 94 283 130

A30 Belediyesi

6 24 490

*Mali Bilgiler milyonlar basamag1 yuvarlanarak verilmistir. Yaklasik degerler X 1.000.000 seklindedir.
*Verilere Biiyiiksehir Belediyelerinin 2017nyili faaliyet raporlari ve Sayistay 2017 yili Mali Denetim
Raporlarindan ulagilmistir.
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2.2. CCR-VZA Modeli Coziimii

Tablo 3’teki veriler kullanilarak CCR-VZA amag fonksiyon ve kisitlart olusturularak 30

birime ait veriler modellenerek LINDO paket programinda ¢dziimlenmis, Tablo 4 ve Tablo 5’te

belirtilen degerler ortaya ¢ikmustir.

Tablo-4: CCR-VZA Ayrntili Sonug Tablosu

Mal ve Tesebbiis Diger
Birim Pe_zrsonel_ Hizmet Se_:rmayg Vgrgi_ ve Gelirler o
Kodu Giderleri _Ahm _ Giderleri Gelirleri Miil_klye_t (Y3) Etkinlik
(X1) Giderleri (X3) (Y1) Gelirleri
(X2) (Y2)

Al - 0,000614 | 0,002008 | 0,026610 | 0,001024 | - 1
A2 0,000320 | 0,000305 | 0,000067 | 0,003889 | 0,000219 | 0,000083 1
A3 - 0,00946 0,000400 | 0,015488 | 0,001492 | - 1
A4 0,006364 | 0,001749 | 0,001926 | 0,013573 | - 0,002133 1
A5 0,003466 | 0,000953 | 0,001049 | 0,007393 | - 0,001162 0,702
A6 0,001191 | 0,000654 | 0,000304 | 0,007166 | 0,000866 | 0,000317 0,809
A7 0,002287 | 0,001799 | 0,001052 | 0,034025 | 0,004772 | - 1
A8 0,006024 | 0,000545 | 0,001340 | - 0,000016 | 0,001582 0,919
A9 0,020400 | 0,000636 | - - 0,000136 | 0,002071 0,981
Al0 - 0,004288 | 0,000758 | 0,006164 | 0,005948 | 0,001055 1
All 0,011886 | - 0,000594 | - 0,001104 | 0,001391 0,979
Al2 0,005107 | 0,000468 | 0,001141 | - - 0,001347 0,890
Al3 - 0,000129 | 0,000031 | - 0,000262 | 0,000019 1
Al4 0,000194 | 0,000402 | 0,000264 | - - 0,000290 1
Al5 0,000995 | 0,003093 | 0,000248 | 0,034657 | - 0,000626 0,725
Al6 0,009946 | 0,000090 | 0,000534 | - 0,000904 | 0,001250 0,835
Al7 0,001177 | 0,000484 | 0,000447 | 0,002652 | 0,000048 | 0,000490 1
Al8 0,006702 | 0,000032 | 0,000347 | - 0,000617 | 0,000814 1
Al9 0,004876 | 0,002821 | 0,001082 | 0,032900 | - 0,001494 1
A20 0,015472 | 0,000482 | - - 0,000103 | 0,001571 0,917
A21 0,013693 | 0,001255 | 0,003858 | - - 0,003610 1
A22 0,001285 | 0,000693 | 0,000740 | 0,007699 | - 0,000593 0,790
A23 - 0,004067 | 0,001503 | 0,058786 | 0,004986 | 0,000385 1
A24 - 0,003187 | 0,001441 | - 0,009346 | - 1
A25 0,005139 | 0,002822 | 0,001313 | 0,030923 | 0,003737 | 0,001368 0,882
A26 0,011653 | 0,000155 | 0,000956 | 0,00131 0,00551 0,001716 0,918
A27 0,000693 | 0,001573 | 0,000546 | 0,021372 | 0,002122 | 0,000254 0,955
A28 - 0,002839 | 0,001751 | - - 0,001773 1
A29 0,014979 | 0,001295 | 0,001720 | 0,004989 | 0,004186 | 0,002514 1
A30 0,004795 | 0,001220 | 0,001570 | - - 0,001782 0,873
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Tablo-5: CCR-VZA Sonug Tablosu

Birim Kodu Etkinlik Birim Kodu Etkinlik Birim Kodu Etkinlik
Al 1 All 0,979 A21 1
A2 1 Al2 0,890 A22 0,790
A3 1 Al3 1 A23 1
A4 1 Al4 1 A24 1
A5 0,702 Al5 0,725 A25 0,882
A6 0,809 Al6 0,835 A26 0,918
A7 1 Al7 1 A27 0,955
A8 0,919 Al8 1 A28 1
A9 0,981 Al9 1 A29 1
Al10 1 A20 0,917 A30 0,873

Cozlimleme sonucunda elde elden degerlere bakildiginda Al, A2, A3, A4, A7, A10, Al3,
Al4, Al7, A18, A19, A21, A23, A24, A28, A29 Karar birimlerinin etkin, A5, A6, A8, A9, All, Al2,
Al5, Al6, A20, A22, A25, A26, A27 ve A30 Karar birimlerinin etkin olmadig1 sdylenebilir. Bu
durumda A5, A6, A8, A9, All, Al2, Al15, A16, A20, A22, A25, A26, A27 ve A30 Kkarar birimlerini
etkin hale getirebilmek icin dual modelde ¢oziimleyerek, referans setlerini ve golge fiyatlarim
belirleyebiliriz. Buna gore, yukaridaki verilen tablo incelendiginde g¢alismada 26 bolgeden 16
tanesinin etkin degere ulastigi 14 tanesinin tam etkin olmadigi goriilmiistiir. Elde edilen veriler
1s181inda etkin birimler ile etkin olmayan birim igin referans seti olusturularak, baska bir ifadeyle etkin
olmayan Karar birimi i¢in etkin olan karar birimleri referans alinarak yeniden girdi ve ¢ikti1 degerleri
hazirlanacaktir. Etkin olmayan birim i¢in referans setini bulmak, onu etkin hale getirebilmek icinde
Dual CCR-VZA modeli kurulacaktir. Kurulan, bu model, LINDO paket programinda ¢dziimlenmis ve
asagidaki Tablo 6’da belirtilen referans seti tablosu olusturulmustur.

2.3. Dual CCR-VZA Modeli Coziimii

Tablo-6: Dual CCR-VZA Modelde Bulunan Karar Birimleri i¢in Etkinlik Degeri ve Referans

Seti
Birim Kodu Etkinlik Referans Seti Karar Degiskeni

Al 1 K1 -

A2 1 K2 -

A3 1 K3 -

A4 1 K4 -

A5 0,702 K4,K17,K19,K23 0,053036-0,119777-0,511185-0,221308
A6 0,809 K7,K10,K17,K19,K23 | 1,166403-0,161588-0,221305-0,551197-

0,107840

A7 1 K7 -

A8 0,919 K4,K14,K21,K29 0,668114-0,023952-0,647638-0,130425
A9 0,981 K2,K7,K14 0,019269-0,463301-0,053092

A10 1 K10 -

All 0,979 K2,K7,K18 0,092844-0,357340-0,119672
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Tablo-6’nin Devami: Dual CCR-VZA Modelde Bulunan Karar Birimleri i¢in Etkinlik Degeri ve

Referans Seti

Birim Kodu Etkinlik Referans Seti Karar Degiskeni
Al12 0,890 K4,K14,K21 0,709853-0,010398-1,185509
Al13 1 K13 -
Al4 1 K14 -
Al5 0,725 K2,K3,K14,K23 0,036086-0,042862-0,036381-0,311417
Al6 0,835 K2,K13,K14,K18 0,006534-0,011379-0,099988-0,106513
Al7 1 K17 -
Al8 1 K18 -
Al19 1 K19 -
A20 0,917 K2,K7,K14 0,082567-0,525515-0,008420
A21 1 K21 -
A22 0,790 K4,K10,K19,K23 0,937150-0,397686-0,739046-0,421210
A23 1 K23 -
A24 1 K24 -
A25 0,882 K7,K10,K17,K19,K23 | 0,143589-0,188909-0,017009-0,107174-0,259426
A26 0,918 K2,K14,K18,K19,K21 | 0,012583-0,093601-0,097064-0,044397-0,093081
A27 0,955 K3,K7,K10,K19,K23 0,158295-0,345223-0,090192-0,854809-0,073247
A28 1 K28 -
A29 1 K29 -
A30 0,873 K4,K10,K14 0,772052-0,360971-0,004331

CCR-VZA modelinde tam etkinlige ulagamayan A5, A6, A8, A9, All, Al12, Al5, Al6, A20,
A22, A25, A26, A27 ve A30 karar birimini etkin hale getirebilmek i¢in Dual CCR-VZA modelinde

¢oziimleyerek, yukaridaki Tablo 6’da goriildiigii lizere, referans setleri elde edilir.

Tablo-7: Etkin Olmayan Karar Birimleri igin Yeni Girdi Degisim Oranlar1 Tablosu

Birim Kod Personel Giderleri Mal ve Hizmet Alim Sermaye Giderleri
Giderleri

(X1) (X2) (X3)
A5 0,30 0,30 0,30
Ab 0,19 0,19 0,19
A8 0,08 0,08 0,08
A9 0,02 0,02 0,46
All 0,02 0,09 0,02
AlL2 0,11 0,11 0,11
Al5 0,27 0,27 0,27
Al6 0,16 0,16 0,16
A20 0,08 0,08 0,30
A22 0,21 0,21 0,21
A25 0,12 0,12 0,12
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Tablo-7’nin Devamu: Etkin Olmayan Karar Birimleri I¢in Yeni Girdi Degisim Oranlar1 Tablosu

Birim Kodu Personel Giderleri Mal Vg%ﬁﬁgﬁ Alm Sermaye Giderleri
(X1) x2) (X3)
A26 0,08 0,08 0,08
A27 0,04 0,04 0,04
A30 0,13 0,13 0,13

Dual CCR-VZA modelinde ¢oztimlenerek referans setleri tespit edildikten sonra, gore etkin

olmayan karar biriminin, ¢iktilarinin arttirilmasi, girdilerinde, atil olarak kullanilip kullanilmadig1 ya

da belirlenen oranlar dahilinde azaltmaya gidilip bu karar biriminin de etkin hale getirilmesi saglanir.

Referans setindeki karar degiskenleri kullanilarak yapilacak hesaplamalarin ardindan, Tablo 7’de

belirtilen pozitif degerli yiizdelik degisim atil kapasitenin mevcut oldugu daha diisiik bir seviyede

olunsa bile ayni1 performansin saglanacagi anlamina gelmektedir. Negatif degerli ylizdelik degisimler

ise etkin olabilmek i¢in girdi miktarinin arttirilmast anlamina gelmektedir.
2.4. BBC-VZA Model Coziimii
Tablo-8: Tiim Karar Birimleri Icin BCC-VZA Etkinlik Sonugclar

Birim Kodlari Etkinlik Degeri uo
Al 1 0
A2 1 0
A3 1 0
A4 1 0
A5 0,702 0
A6 0,809 0
A7 1 0
A8 0,919 0
A9 0,981 0

Al10 1 0
All 0,979 0
Al2 0,890 0
Al3 1 0
Al4 1 0
Al5 0,725 0
Al6 0,835 0
Al7 1 0
Al8 1 0
Al9 1 0
A20 0,917 0
A21 1 0
A22 0,790 0
A23 1 0
A24 1 0
A25 0,882 0
A26 0,918 0
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Tablo-8’in Devamu: Tiim Karar Birimleri Icin BCC-VZA Etkinlik Sonugclar

A27 0,955 0
A28 1 0
A29 1 0
A30 0,873 0

CCR-VZA modelinde karar birimlerinin sabit getirili 6lgege tabi olduklarn diigiincesi ile
hareket edilmektedir. BCC-VZA modelinde ise etkinlik simirlari daha esnek oldugundan azalan, artan
getirili 6lgek durumlar1 hesaba katildigindan degerler farkli ¢ikabilmektedir. Ancak sonug tablomuzda
CCR-VZA ve BCC-VZA sonug degerleri ayn1 ¢ikmistir. Tiim karar birimlerinde U0=0 ¢iktigindan,
tiim karar birimleri i¢in 6lgege gore sabit getiriden s6z etmek miimkiindiir. Bu durum bize biitiin karar
birimleri i¢in girdilerde meydana gelecek degisimin ¢iktilar1 aym1 oranda etkileyecegini
gostermektedir. BCC-VZA amag fonksiyon ve kisitlar1 dogrultusunda tim KVB’ler i¢cin BCC-VZA

modellemesi yapilarak Tablo 6 ‘da belirtilen etkinlik sonuglar1 elde edilmistir.

SONUC

Kaynak dagilimlarinin sehirlerarasinda farkli miktarlarda gergeklesiyor olmasi sehirlerarasi
gelismislik farkliliklarmin temel sebeplerinden gosterilebilir. Yapilan bu c¢alisma neticesinde bazi
onemli bulgulara ulasilmistir. Bunlar agagidaki gibi ifade edilebilir;

Girdi odakli CCR-VZA modelinin uygulanmasi neticesinde 30 Biiyiiksehir belediyesinden
16’s1 etkindir. 30 biiyliksehir belediyesinden 14°i tam etkinlige ulasamamistir. Tam etkinlige
ulasamayan bu bolgelere referans seti olusturabilmek i¢in Dual CCR-VZA modeli olusturulmus ve bu
modelde yine ayni1 Biiyiiksehir belediyeleri tam etkinligi yakalayamamistir. Referans seti kullanilarak
yapilan hesaplama neticesinde tam etkinligi yakalayamayan Biiyliksehir belediyelerinin girdi
miktarlarinin personel giderleri, mal ve hizmet alim giderleri, sermaye giderleri Tablo 6’da goéruldigi
tizere pozitif degerler kadar atil kapasitenin mevcut oldugu bir bagka deyisle ayni etkinlik seviyesinde
kalabilmek i¢in girdi miktarlarinda azaltma yapilabilecegi sonucuna varilmistir. Negatif degerli
degisimler kadar da girdi miktarinin arttirilmasi gerekmektedir. Bu degisiklikler gerceklestirilebilirse
elindeki kaynaklarin en verimli kullanilabilmesini niteleyen etkinlik degeri 1 olacaktir.

Artan getiri, sabit getiri ve azalan getiri durumlarini incelemek icin BCC-VZA modelleri
olusturulmus ve neticesinde biitiin birimler i¢in U0=0 degerine ulasildigindan biitiin bdlgeler igin
Olcege gore sabit getiriden bahsetmek miimkiin olmustur. Bagska bir ifadeyle biitiin bolgelerin girdi

miktarlarinda olusturacagi degisim esit oranda ¢ikti degerinde karsilik bulacaktir.
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Sosyo-ekonomik gelismislik diizeyi siralamasinda daha geride kalmasi beklenen bazi
bliyliksehir belediyeleri tam ekinlige ulagamamiglardir. En st siralarda olmasi beklenen biiyiiksehir
belediyeleri diisiik etkinlik oranina sahip olmustur. Diger bolgeler ise orta diizeyin iizerinde etkinlik
oranina erigmistir. S6z konusu ¢aligma neticesinde ortaya ¢ikan sonuglardan hareketle geri kalmis veya
gelismekte olarak nitelendirilebilecek sehirlerdeki Biiyiiksehir belediyelerinin gelismis bolgelerdeki
biiyliksehir belediyelerinin mali etkinlik degerini yakaladigi ve hatta gectigi goriilmiistiir. Ortaya ¢ikan
sonuclar sehirlerarasinda gelismislik farkliliklarinin kapatilmasina yonelik yapilan politikalarin kismen
de olsa basarili oldugunu, ancak gelismis sehirlerdeki beklenenin aksine etkinlik seviyelerinin diigiik
ciktig1 sdylenebilir. Ancak kaynaklarin etkin kullanimi kadar g6z oniinde bulundurulmasi gereken bir
diger husus da kaynaklarin goreceli olarak sehirler bazinda dagilim yogunlugunun oldugu
unutulmamalidir. Bu noktadan hareketle bazi sehirlerarasinda girdi miktarlarinda 6nemli farkliliklar
bulunmaktadir. Etkin ¢ikmayan birimlerin verimliliklerini arttirmalar1 yada girdi miktarlarinda azaltma
ve arttirma gibi tedbirler almasi gerekmektedir.

Ulkelerin ekonomik biiyiimelerinin, gergeklestirdikleri girisimcilik faaliyetlerine bagli olmasi
noktasinda, girisimci belediyeler en biiylik paydas olarak karsimiza ¢ikmaktadir. Aym1 zamanda
girisimcilik sosyal anlamda da toplumun gelismesinde aktif rol oynamaktadir. Belediyeler optimum
performans gerceklestirebilmek igin sosyal girisimlere destek vererek, toplumu girisimcilik konusunda

tesvik etmelidirler.
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ABSTRACT

The purpose of this study is to examine the effect of leadership styles and organization culture on intrapreneurship.
The relationship of intrapreneurship with organization culture and leadership styles among employees was examined. In this
research, the effect of leadership and organizational culture variables are focused on intrapreneurship variable. Within the
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INTRODUCTION

Organizational culture interacts with the person; this interaction causes an exchange between
organizations and employees. Organizations enable employees to gain new skills, new knowledge and
new equipment. In this way, organizations create a change. If the managers managing this change have
leadership qualities, they will enable their employees to establish integrity with the organization and
employees who integrate with the organizational culture will develop their sense of belonging. The
individual's need to belong, his desire to integrate his deficiencies and to identify himself with the
organization can turn into a strong entrepreneurial motivation. A strong source of intrapreneurship is a
unique opportunity for businesses. Because employees with strong sense of belonging will increase the
growth and development of the organization with their strong leaders. For example, organizational
cultures which has features that is risk taking encouraged, shown tolerance for failures, having positive
and supportive management, providing free time in order to contribute by employees, making
discourses about the common vision and mission innovative, providing information exchange among
employees, is supported innovation activities within the organization structure and culture. Thus, the
company can sustain innovations in the scope of business.

This study tries to explain how organizational culture and leadership behaviors contribute to
the potential of intrapreneurs. In the literature section, we explain the concepts of organizational
culture, leadership and intrapreneurship which are related to research in order to ensure understanding
of the research’s purpose and provide useful information in the flow of research appropriately. The
methodological approach adopted shows the way in which results are handled, their scientific basis,
explains primary research methods, and summarizes important findings. In the conclusion part,
evaluations and suggestions regarding organizational culture and leadership styles are presented to

develop intrapreneurial behavior.

1. LITERATURE REVIEW

According to Denison (1996), organizational culture is the deep structure of organizations
based on values, beliefs and assumptions shared by members of the organization. James et al. (2007)
defined culture as “normative beliefs (system values) and common behavior expectations in an
organization (system norms). According to Beugelsdijk et al. (2006), organizational culture is unique
to an organization (Smircich, 1983), relatively stable (Christensen and Gordon, 1999) and may affect
inter-institutional relations. For these reasons, organizational culture provides enterprises with

sustainable competitive advantage (Miron, Erez and Naheh, 2004) (cited in Sarros et al., 2008: 147).
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Organizational culture is a sub-element of culture (Eren, 2007: 135; Kdksal, 2018: 484; Akyiirek and
Celik, 2018: 309). Organizational culture is an important strategic resource that firms can use to gain
competitive advantage, encouraging learning, risk-taking and innovation (cited from Dyer et al. by
Zahra et al., 2004: 365).

Organizations have the power to influence their collaborators, constituting by that the force
that explains human motivation within the organizational framework. This will explain why someone
has the ability to act on behalf of a group or organization. Participating in group work becomes a
motivating force to be desired for changes in organizations and employees. It could hardly be
conceived of innovative companies without deepening their organizational culture. According to
Matthew, the organizational culture is a constitution based on the common beliefs shared by certain
human groups, which become their dominant patterns of behavior and values. For Kline and
Rosenberg (1986), organizational culture forms the basis for the success of innovation projects.
Culture is the way we do things in one way or another. Schein defines that “organizational culture is
the pattern of basic premises that acert in group invented, discovered or developed in the process of
learning to solve their problems of external adaptation and internal integration and that worked well
enough to the point of being considered valid and appropriate to be taught to new members of the
group as the correct way to perceive, think and feel in relation to these problems (Lopez et al., 2019:
72).

Although there are common characteristics that are accepted as entrepreneurs in all cultures,
there are studies that determine cultural differences and that each culture prefers certain
characteristics. The study of entrepreneurial personality in various cultures shows that the
entrepreneurial phenomenon is more strongly linked to the performance of emerging economies than
developed economies (Luca et al, 2016: 174). Organizational culture can be abstract and concrete
because it covers all material and spiritual elements. It can be provided efficiency, productivity, as
well as that can be caused performance degradations, resistance to changes, conflicts (Akyiirek and
Celik, 2018: 310).

One of the most widely used models in empirical research on organizational culture is the
types of organizational culture that emerged within the framework of the competitive values model
developed by Cameron and Quinn. In the competitive values model, the type of organizational culture
emerges as a result of the degree of environmental approach and management approach adopted by
enterprises (Cetin and Topaloglu, 2017: 479-480). The classification made by Cameron and Quinn will
be discussed. These are clan, adhocracy, market and hierarchy cultures (Orki, 2018: 15-16; Sazkaya,
2018: 119-120; Cetin and Topaloglu, 2017: 480; Engelen et al., 2014: 734-740).
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Clan (Collaborative) Culture: the friendly work environment is similar to family-type
enterprises and stands out as a type of organizational culture where compliance, business rotation,
teamwork and participation in management are important. Employees can easily express their
thoughts, rewarding is team-based, shared values and goals, commitment to the organization,
employee participation are among the characteristics of this culture. Expresses an inward culture
where unity and solidarity are important. Clan culture promotes the personal atmosphere between
peers (horizontal relationships) and personal, mentor-based leadership (vertical relationships) between
superiors and subordinates. Employees in individualist cultures tend to work with very broad job
descriptions, but workers in collectivist cultures tend to prefer narrow job descriptions that protect
them (Cetin and Topaloglu, 2017: 480; Sazkaya, 2018: 119)

Adhocracy Culture: it expresses an innovative cultural environment, communicates quickly
with the environment, fulfills the requirements of the information age, research and development is
important for its, it innovates in products and services, evaluates opportunities, it has visionary of
entrepreneurial, innovative, risk-taking organizational cultures. It has an organic structure. In this type
of organization, innovation and creativity is encouraged, employees can take initiative, in order to
adapt to a dynamic and rapidly changing environment, it is seen in organizations with flexible
structures. In an adhocracy organizational culture, relations between peers (horizontal relationships)
are characterized by flexibility as innovation, and pursuing opportunities requires changes in
relationships. Adhocracy culture may jeopardize harmony, another important value of collective
cultures (Orki, 2018: 15-16; Engelen et al., 2014: 734; Sazkaya, 2018: 119).

Market (Competition) Culture: the main objective(s) are to focus on the external environment,
to focus on competition, to focus on transaction cost approach, profitability, competitiveness,
population penetration and productivity. It is important to gain competitive advantage and interact
with the external environments such as customers, suppliers, competitors, trade unions. Employees are
very competitive and focused on achieving the goal, the success of the organization is measured by its
success in the market. Market culture means a strong production orientation that emphasizes goals and
tasks. It contrasts strongly with collectivist cultures. It is more compatible with low power distance
cultures (Cetin and Topaloglu, 2017: 480; Sazkaya, 2018: 119).

Hierarchy (Control) Culture: there is almost no diversity in product or service, a sluggish
environment prevails, and all environmental variables are almost under control, based on formal and
structured rules and policies. In this culture of extreme formality and a structured work environment,
order and rules are important. A hierarchical culture is defined by the stability and predictability of
horizontal relationships, the order of rules and coordinator-style leadership in vertical relationships
between superiors and subordinates (Sazkaya, 2018: 119-120; Cetin and Topaloglu, 2017: 480).
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In the process of change, leadership and organizational culture are linked (Afsaneh, 1993;
Kotter, 1998; Schein, 1984). As Kotter (1998) points out, culture that can adapt to change can really be
developed and nurtured only through leadership”. According to Ostroff et al., (2003), leadership is a
new process that acts on both organizational climate and culture (cited in Sarros et al., 2008: 145).

The concept of leadership is a very old concept and has been the subject of science since the
1920s, many definitions have been made about the concept of leadership, and new leadership styles
have emerged during the history process (Bakan and Biiyiikbese, 2010: 73). Leaders, who have a
great influence on human behavior, are still not more understandable today. The reason for this is that
leadership in every environment and condition has different characteristics of leadership (Cemaloglu,
2007: 76).

In general, the following elements are mentioned in leadership definitions (Alga, 2017: 98;
Cemaloglu, 2007: 76; Bakan ve Biiyiikbese, 2010: 74; Giiney, 2016: 381-382; Tetik, 2014: 268; Demir
etal., 2010: 131; Gazi and Alam, 2014: 253; Fiaz et al., 2017).

e To be able to gather the employees around certain purposes and to ensure their efficient work,

e To mobilize, influence and motivate the employees,

e To increase the competencies of the employees, to ensure the change, to solve the problems,

e To create an effective, sufficient and dynamic organization by combining the values, norms
and ideals of the organization between employees,

o Positive impact on employees without using coercive power.

Instrumental Leadership: The characteristics of the guiding leadership that the performances
are clearly defined, and the necessary procedures are prepared by the managers and the works are
clearly presented. In this respect, the leader's dominance over planning, organizing, directing and
controlling functions comes to the forefront. It is made possible by involving the employee in the
decision processes in order to ensure equal, fair, consistent and participatory transactions. Although
the leadership does not focus on the distribution of resources, it clearly emphasizes the gains to be
achieved by employees (such as salary increase, promotion and job security) and emphasizes that the
employees receive these rewards (Turhan, 2015:106).

Democratic-Participatory Leadership: The leader shares his authority with his subordinates,
The leadership behavior includes that acts by getting the opinions of employees in determining goals
and targets, in the distribution of work, in making plans and policies (Bayyurt and Kilig, 2017: 2, Eren,
2017: 461) . The participant leader can be provided that the participate is in three different ways; the
first participation that is mental and emotional participation, the second is participation that motivation
through increasing the creativity of employees, the third is participation that enables employees to take

responsibility (Alga, 2017: 101). It results in high employee productivity, satisfaction, collaboration
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and commitment. Reduces the need for controls and formal rules and procedures. Low employee
absenteeism and turnover results. It develops competent people who are willing to do their best, think
for themselves, communicate clearly and take responsibility (Gazi and Alam, 2014: 258). In this style
of leadership, a high degree of staff morale is always enhanced (Okoji Olufemi, 2015: 134).

Supportive Leadership: House (1981) stated that supportive leaders had emotional behaviors
such as sympathy, love, caring, and listening to their followers. It also emerges as an informative
leader who worries and cares about the needs and preferences of his followers (Alannah and Mark,
2006: 39). It is claimed that supportive leader behavior shapes the self-efficacy feelings that help the
subordinates to reach the goal by directing them to learn their roles effectively and effectively (Banai
and Reisel, 2007: 466). The leader directly cares about the satisfaction of his followers' needs. It takes
care of its followers and takes a friendly approach, attaching importance to their care, well-being, and
meeting their needs, and creates a work environment where friendly and employees are
psychologically supported (Turhan, 2015:23).

Ardichvili et al. (1998) integrated the interests of entrepreneurship, leadership and
organizational behavior. Venture capital capitalists regard an entrepreneur's leadership ability as
critical and make it necessary for entrepreneurs to work together, understand and motivate others
towards goals. Schein (1983) showed the key role played by the founder in establishing an institution's
culture. In this context, entrepreneurial organization is effective in the process of revealing culture
(cited in Jensen and Luthans, 2006: 649-650). Entrepreneurship culture is a culture in which new ideas
and creativity are expected, risk taking is encouraged, failure is tolerated, learning is encouraged,
product, process and administrative innovations are put forward and continuous change is seen as a
carrier of opportunities (Ireland et al.,, 2003). Many of the structures used in the field of
entrepreneurship are also found in the mainstream of leadership theory. Entrepreneurship is a
leadership that occurs in a certain environment (cited in Vecchio, 2003: 62).

In the literature of entrepreneurship, two models are used to explain the formation and results
of entrepreneurship. First, Shapiro's (1984) model of entrepreneurial event: entrepreneurial intentions
develop if individuals experience positive or negative events that lead to a change in behavior. The
perception of feasibility and perception of desirability is the belief that entrepreneurs have the ability
to successfully perform their roles and tasks, and they are the pioneers of entrepreneurial self-efficacy
development (Krueger et al., 2000). Secondly, Ajzen's (1991) planned behavior theory states it is
shaped by attitude: attitudes towards behavior, subjective norms, and perceived behavior control. The
perceived desirability and perceived feasibility in Shapiro's model corresponds to Ajzen's attitudes and
perceived behavior control, respectively. Therefore, many researchers have used perceptions of

feasibility and desirability to explain entrepreneurial intentions. (Laspita et al., 2012: 416).
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In this context, in order to develop entrepreneurship in the company, perceived desirability and
perceived feasibility against the behavior of employees should be evaluated. Another point of view
(Vecchio, 2003: 305) is the supply and demand side. While the supply-side approach examines the
tendency and usability of individuals for entrepreneurial roles, the demand-side approach focuses on
the number and quality of entrepreneurial roles that need to be filled. The supply side approach
focuses on the demand side content while examining the psychology of the individual.
Entrepreneurship has an economic dimension as well as a behavioral dimension, but a good general
definition focusing on the managerial aspects of entrepreneurship is the pursuit of opportunity without
considering the available resources. This definition serves well to identify intrapreneurship that seeks
opportunities within an existing organization, as well as the pursuit of opportunities by creating new
initiatives. Entrepreneurship includes identifying opportunities, analyzing risks and gains, strategic
tracking of resources, and implementing an action plan. Barriers to such activities can be economic,
organizational or behavior (Phillips, 2006: 473).

The term intrapreneur was first used by Macrae (1976) in The Economist, and was later
described by Pinchot (1985) “shorthand for intra-corporate entrepreneur” intrapreneurship was created
to distinguish between the types of entrepreneurship in existing organizations. Intrapreneurs are
different from entrepreneurs because they have an innovative idea like entrepreneurs and they are
determined to do this in an entrepreneurial way by using their entrepreneurial skills and passions in
their own companies (Di Fabio, 2014: 99).

In the literature, intrapreneurship is generally classified in seven dimensions. These are new
business venturing, innovativeness, self-renewal, proactiveness, competitive aggressiveness, risk-
taking and autonomy (Ibrahimoglu and Ugurlu, 2013: 105-106). We can summarize these dimensions
as below (Bektemiir, 2018: 162; Soysal and Kolca, 2018: 229; Ibrahimoglu and Ugurlu, 2013: 106,;
Dehghanzadeh, et al, 2016 ; Attali and Yemini, 2017: 144; Solymossy, 1998: 52-57; Vecchio, 2003:
307-309, Eyal and Kark, 2010: 213):

Innovation, is pointed at the development of existing products and services, the creation of
new products, services, processes, management systems that add value, or combined forms. The
successful implementation of creative ideas can be expressed as the realization of new and untested
ideas. Innovation is defined as the ability to implement newly designed services and /or products (Eyal
and Kark, 2010:211; Patricia da Silva Souza and Takahashi, 2017: 340)

Risk Taking, is one of the basic elements of intrapreneurship and it is an inseparable
dimension of its. Risk Taking is defined as attempting in the unknown situations, seeking high returns

by taking the risk of losing. The tendency to take risks is a decision-making orientation to accept a
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greater probability of loss for a larger potential reward (Dehghanzadeh, et al, 2016:596; Ibrahimoglu
and Ugurlu, 2013: 106)

Proactive Behavior, can be defined as leading the way, not lagging behind the changes that
occur, taking advantage of new opportunities, taking risks, seeing the markets and shortcomings in the
markets, finding out which new products and services can be improved, and creating strategic
profitability and competitive advantage. Proactivity is the tendency to shape the environment rather
than just passively react (Eyal and Kark, 2010:211; Soysal and Kolca, 2018: 229)

Autonomy (autonomy), can be expressed as independence within the company, as a team or as
an individual, not being influenced by others until starting and ending a business idea. To present their
ideas, visions, reporting to managers, having the information and continue learning can be defined as
autonomy. Autonomy can be defined as the desire to be independent and self-directed (Vecchio, 2003:
308; Soysal and Kolca, 2018: 229).

The New Business Initiative, is able to work autonomously or semi-autonomously to initiate
an initiative within or outside the organization, and to initiate an initiative regardless of the size of the
organization and the level of competence granted (Ibrahimoglu and Ugurlu, 2013: 106); Soysal and
Kolca, 2018: 229.

Self-Renewal, means that organizations change their shape by adding new ones to existing
ideas and strategies, redefining and arranging the business concept, realizing fundamental innovations
by defining new strategies and developing new ideas. Self-efficacy is the belief that the entrepreneur
has the capacity to perform their roles and tasks (Ibrahimoglu and Ugurlu, 2013: 106; Soysal and
Kolca, 2018: 229).

Competitive Entrepreneurship, means trying radical, unusual and new methods rather than
traditional methods. It identifies the weaknesses of the opponent and strengthen own position in the
market and stand out from own competitors (Ibrahimoglu and Ugurlu, 2013: 106; Soysal and Kolca,
2018: 229).

Competitive Assertiveness is defined as making something different, changing existing
conditions and applying extraordinary strategies such as struggle and challenge. Competitive
assertiveness is defined as making something different, changing existing conditions and applying
extraordinary strategies such as struggle and challenge.( Soysal and Kolca, 2018: 229)

An entrepreneur is often defined as a leader who must identify people and attract people to
move around that vision. In this context, entrepreneurship and leadership are intertwined behaviors
(Jensen and Luthans, 2006: 652). Thus, the ability to influence others to emphasize behaviors of
seeking opportunities and seeking advantages can be defined as entrepreneurial leadership (Antonakis
and Autio, 2014:192).
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The term entrepreneurship refers to how entrepreneurial the individual's mentality or culture of
an organization is; the higher the entrepreneurship, the more entrepreneurial mentality and culture.
Organizational culture and entrepreneurship are a feed-and-feed cycle that nurtures and feeds each
other and improves each other. In this context, an increase in the entrepreneurship of an organizational
culture leads to the feedback effect of an increase in the entrepreneurship of the manager's mentality.
The interdependence between the entrepreneurship of the manager's mentality and the
entrepreneurship of the culture of the organization has shown that the entrepreneurial culture and
entrepreneurial mentality are inseparably intertwined (Shepherd et al., 2009: 60).

The aim of this research is to demonstrate the impact of leadership styles and organization
culture on intrapreneurship tendencies. The main hypothesis of the research within this scope is that "
leadership styles and organization culture performance have significant and positive effect on
intrapreneurship tendencies".

Ha: Leadership styles will have positive effect on the intrapreneurship

Hb: Organization culture performance will have positive effect on the intrapreneurship

Within the scope of the basic hypothesis of the research; the following hypothesis were tested
considering leadership styles and organization culture performances; leadership styles sub-dimension
(instrumental, democratic-participatory, supportive), organization culture sub-dimension (clan culture
and culture of adhocracy, hierarchy culture and market culture) and intrapreneurship sub-dimension

(innovation and risk taking, proactivity, competitive assertiveness and autonomy and self-renewal).

2. DATA

The research was carried out in May — June 2019 in Izmir where there are SMESs. The reasons
for conducting the research in Izmir; it is the third largest city of Turkey, has got a large number of
firms, provides saving time and money. The population in the research area includes firms’ employees
who were chosen randomly and were considered to contribute to the work as voluntary. The survey
methods were used. The survey methods were used. It is possible to measure the attitudes of the
individual perceptions after discussing with the firms’ managers and obtaining the necessary permits.
A quantitative approach has been adopted in the research. The questionnaire which includes
participants' demographics was reported, then the intrapreneurship, organization culture, leadership
styles tendencies were measured on a 5point Likert scale. The rating is appropriate for a likert scale of
5 (1 = strongly disagree, 5 = strongly agree). 19 items on Intrapreneurship Scale, 15 items on
Organization Culture Scale, 22 items on Leadership Styles scale were used in the questionnaire. The
leadership styles scale - leadership styles sub-dimension scale items were reached scale items in

doctoral thesis that is entitled "A Research On Investigation Of The Relationship Among Perceived
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Leadership Styles, Organizational Justice And Organizational Commitment" by Turhan (2015). House
and Dessler (1974) model was developed by House and Robert (1993), the final development is made
up of items by Karayel (1999). Huang et al. (2011) and S6kmen and Boylu (2009) were used in
Perceived Leadership Behavior Scale. There are a total of 22 items in the perceived leadership
behavior which were made up of 1, 2, 3 /4, 5, 6, 7 and 22 items of Instrumental leadership Style, 8, 9,
10, 18, 19, 20 and 21 items of participatory leadership style, 8, 9, 10, 18, 19, 20 and 21 items of
participatory leadership style, 11.,12, 13, 14, 15, 16 and 17 items of leadership style (cited in Turhan,
2015). The organization culture scale - organization culture sub-dimension scale items were reached
scale items in doctoral thesis that is entitled "The Examination of Relationships Among Organizational
Culture, Organizational Silence and The Intention of Leaving from Work” by Acaray (2014). A
review of the literature shows that the quantitative assessment of organizational culture has been
dominated by studies adopting the competing values framework developed by Quinn and Cameron.
The use of this model embraces the notion that the 4 cultural types (hierarchical culture, market
culture, clan culture and adhocracy culture). There are 13,14,15 items of hierarchical culture, 9,10,
11,12 items of market culture, 1,2,3,4 items of clan culture, 5,6,7,8 items of adhocracy culture in the
organization culture scale (cited in Acaray, 2014). The intrapreneurship scale - intrapreneurship sub-
dimension scale items were reached scale items in article that is entitled “The Relationship between
Organizational Culture and Intrapreneurship in SMES: A Sectoral Research” by ibrahimoglu and
Ugurlu (2013). Intrapreneurship scale was adapted from the study of Antoncic and Hisrich (2003).
There are 5 items of innovation, 4 items of self-renewal, 5 items of risk taking, 3 items of proactivity,
3 items of competitive assertiveness and 6 items of autonomy in the intrapreneurship scale (Cited in
Ibrahimoglu and Ugurlu, 2013).

3. ANALYSIS RESULTS
Intrapreneurship scale - intrapreneurship sub-dimension scale, organization culture scale -
organization culture sub-dimension scale and leadership styles scale - leadership styles sub-dimension
scale analysis were examined with Cronbach Alfa in the research, the results are shown in Table 1. In
addition, factor analysis was used to measure construct validity of the scales. The results are shown in
Table 2.
Table 1: Reliability Analysis Related to Scales

Scale Cronbach Alpha(a) N
Intrapreneurship 0,909 12
Innovation and Risk Taking 0,873 5
Proactivity 0,748 2
Competitive Assertiveness and Autonomy 0,830 2
Self-renewal 0,839 3
QOrganization Culture 0,872 11
Clan Culture and Culture of Adhocracy 0,862 7
Hierarchy Culture and Market Culture 0,679 4
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Leadership Styles 0,926 15
Instrumental 0,813 6
Democratic-Participatory 0,799 3
Supportive 0,952 6
Table 2: Factor Analysis and Findings
Factors Items Factor Load Expl_alned KMO *2 df p
Range Variance
Leadership Styles 15 0,875 - 0,526 69,814 0,925 1613,634 105 0,000
Supportive 6 0,948-0,830 80,873 0,920 966,588 15 0,000
Instrumental 6 0,801-0,619 52,949 0,837 286,399 15 0,000
Democratic-Participatory 3 0,861-0,822 71,356 0,706 142,103 3 0,000
Organization Culture 11 0,822-0,575 55,323 0,873 651,148 55 0,000
Clan and Adhocracy Culture 7 0,807-0,571 55,116 0,848 454,083 21 0,000
Hierarchy and Market Culture 4 0,764- 0,623 51,654 0,715 95,869 6 0,000
Intrapreneurship 12 0,870- 0,540 75,896 0,879 1041,463 66 0,000
Innovation and Risk Taking 5 0,892- 0,698 67,250 0,848 414,268 10 0,000
Self-Renewal 3 0,881- 0,864 76,052 0,727 185,446 3 0,000
Competitive Assertiveness
and Autonomy 2 0,925- 0,925 85,531 0,500 106,526 1 0,000
Proactivity 2 0,894- 0,894 79,879 0,500 66,926 1 0,000

Organizational Culture Scale

Clan and Adhocracy
Culture

Hierarchy and
Market Culture

Leadership in our business generally refers to entrepreneurship, innovation and risk taking.

0,822

It is very important to obtain new resources and search for new opportunities and

opportunities in our company.

0,789

It is the commitment of employees to the workplace that holds our business together and

carries it to success.

0,698

Emphasis is placed on the development of employees in our business.

0,642

Since our business is entrepreneurial and dynamic, employees are willing to take risks.

0,627

Our business is like a large family where employees share many things.

0,597

Leadership in our business generally refers to guidance, facilitating and educating.

0,575

Leadership in our business often refers to coordinating, organizing, or working efficiently.

0,772

What keeps our business together is formal rules and policies.

0,695

In our company, where employees are competitive and success-oriented, jobs are oriented

towards results.

0,612

It is very important that the works in our company are balanced and trouble-free.

0,595

Leadership Scale

Supportive

Instrumental

Democratic-Participatory

He takes the ideas of his subordinates before taking action.

0,900

He takes the ideas of his subordinates before making decisions.

0,885

Takes into consideration the suggestions of subordinates.

0,878

Receives ideas of subordinates while sharing tasks.

0,843

When faced with problems, he consults his subordinates.

0,759

Makes his subordinates' job attractive to them.

0,668

Puts things to do.

0,815

Provides an understanding of the weight of his subordinates.

0,738

Determines and applies success standards.

0,721

Ensures that subordinates comply with standard rules.

0,631

Explains what he expects from his subordinates.

0,605

Decide what should be done and how.

0,514

Puts suggestions from subordinates into practice.

0,823

He treats his subordinates as friends.

0,709

Treats his subordinates as equal and equal to himself.

0,641

Intrapreneurship Scale

Innovation and
Risk Taking

Self-
Renewal

Competitive
Proactivity Assertiveness
and Autonomy

The importance given to developing new services / products and making

technological innovations in our company is gradually increasing.

0,847

In our business, the resources allocated for the development of new
services, technologies and techniques are increasing.

0,824

There is an increase in the number of new services / projects / products

developed in the last five years.

0,823

Significant changes have been made in existing products / services and

processes in the last five years.

0,665

Senior management is taking bold and comprehensive steps to achieve the

goals set.

0,540

International Journal Entrepreneurship and Management Inquiries Dergisi / Cilt 4 / Say1 6 / 64-82




Journal Entrepreneurship and Management Inquiries Dergisi 75

Business units and departments are reorganized to increase innovation

efforts and activities. 0,802

The areas to be operated are redefined from time to time. 0,756

Flexible organizational structures are created to increase innovation and 0749

creativity. '

In this facility, other employees are given the freedom to participate in

decisions regarding changes in existing product / service and price 0,870

structures.

In this company, promotion / marketing strategies for a new product or

service are given the freedom to make decisions to other employees. 0.828

This business is always the first to use new technology, techniques and

methods while competing with its competitors. 0.873

This business has the power to move ahead of its competitors while

fighting. 0,705

In order to determine the organizational culture dimensions, varimax rotation factor analysis
was applied to the 15 variables in the questionnaire with the basic components method. In order to
determine the organizational culture dimensions, varimax rotation factor analysis was applied to the 15
variables in the questionnaire with the basic components method. As a result of the analysis, the
guestions of OK7, OK10, OK11, OK12 were excluded from the analysis as they reduced the validity
of decomposition. As a result of factor analysis, 2 factors and 11 variables explained 55% of the total
variance. The suitability of the data for factor analysis was measured by Kaiser-Meyer-Olkin (KMO)
coefficient and Barlett Sphericity test. The fact that KMO is 0.873 and that the Barlett Sphericity test
(651,148; p <0.000) is significant shows that the data are suitable for factor analysis. The
organizational culture scale developed by Cameron and Quinn includes four dimensions: adhocracy,
market, hierarchy and clan. In the factor analysis conducted in the study, when the variables were
evaluated in terms of factor loads, it was observed that the variables of adhocracy and market culture
type were collected under one factor and the variables of clan culture type were collected under one
factor. Table2 shows the factors and variance values of the organizational culture variable. In order to
determine the leadership dimensions, equamax rotation factor analysis was applied to the 17 variables
in the questionnaire with the basic components method. As a result of the analysis, L7, L12, L11, L3,
L14, L15, L17 questions were excluded from the analysis as they reduced the validity of
decomposition. As a result of factor analysis, 3 factors and 15 variables explained 69% of the total
variance. The suitability of the data for factor analysis was measured by Kaiser-Meyer-Olkin (KMO)
coefficient and Barlett Sphericity test. The fact that KMO is 0.925 and that the Barlett Sphericity test
(1613,634; p <0,000) is significant shows that the data are suitable for factor analysis. The leadership
style scale developed by Turhan includes 3 dimensions as supportive, directive, participatory and
democratic. In the factor analysis carried out in the study, when the variables were evaluated in terms
of factor loadings, it was observed that the variables of the supportive leadership type were collected
under one factor, the variables of the guiding leadership type were collected under one factor and the

variables of participatory - democratic leadership type were collected under one factor. Table 2 shows
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the factors and variance values of the leadership style variable. In order to determine the dimensions of
intrapreneurship, varimax rotation factor analysis was applied to 19 variables in the questionnaire with
the basic components method. In order to determine the dimensions of intrapreneurship, varimax
rotation factor analysis was applied to 19 variables in the questionnaire with the basic components
method. As a result of the analysis, IC6, IC7, IC8, IC11, IC12, IC13, IC16 questions were excluded
from the analysis as they reduced the validity of decomposition. As a result of factor analysis, 4 factors
and 12 variables explained 75% of the total variance. The suitability of the data for factor analysis was
measured by Kaiser-Meyer-Olkin (KMO) coefficient and Barlett Sphericity test. The fact that KMO
was 75,896 and that the Barlett Sphericity test (1041, 463; p<0,000) was significant indicated that the
data were suitable for factor analysis. The intrapreneurship scale developed by Antoncic and Hisrich
includes 4 dimensions as innovation and risk-taking, self-renewal, competitive assertiveness and
autonomy, and being proactive. In the factor analysis carried out in the study, when the variables were
evaluated in terms of factor loadings, the variables of supportive innovation and risk taking type were
collected under one factor, the variables of self-renewal type were collected under one factor, the
variables of competitive assertiveness and autonomy type were collected under one factor, and the

variables of proactive type were collected under one factor. It was observed. Table 2 shows the factors

and variance values of the leadership style variable.

Table 3: Variables between Correlation Analysis and Findings
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Mean 380 387 3,79 3,62 3,81 3,94 3,83 4,14 4,02 3,82 4,27 3,73
Std. Deviation 077 090 0,91 0,97 0,89 0,67 0,82 0,60 0,66 1,06 0,52 0,99

¥
*

6037 544" 590
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*p<0.01level is significance
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Table 4: Regression Analysis and Findings for The Effect of Leadership Styles and
Organizational Culture on Intrapreneurship Attitudes of Employees

Intrapreneurship

Independent Variable R2 F B SD T p Tolerance | VIF DurbinWatson
Leadership Styles 0,516 0,080 6,449 0,000 0,602 1,662
Organization Culture 0,547 | 93411 0,433 0,082 5,279 0,000 0,602 1,662 1375
Supportive 0,218 0,059 3,680 0,000 0,523 1,914
gz:;lérg:;r:itsl 0,479 | 45964 0,400 0,104 3,827 0,000 0,706 1,416 1528
L ’ 0,199 0,063 3,148 0,002 0,520 1,924
Participatory
Clan Culture and 0517 | 0070 | 7432 | 0,000 0642 | 1,558
Culture of Adhocracy
Hierarchy Culture and 0464 | 67,210 1,434
y 0,253 0,094 2,680 0,008 0,642 1,558
Market Culture

*p<0.01level is significance

The coefficients of correlation are shown between the variables of intrapreneurship and the
variables of organization culture and leadership styles used in the research. According to the values
(figures) in the chart of 5 , there is a high and positive relationship between leadership styles,
organization culture and intrapreneurship dimensions; innovation and risk taking (r =,932; p<0.01),
proactivity (r =,687; p<0.01), competitive assertiveness and autonomy, (r =,762; p<0.01) , self-renewal
(r =,712; p <0.01), organization culture (r =,686; p<0.01), clan culture and culture of adhocracy (r
=,668; p<0.01), hierarchy culture and market culture (r =,527; p<0.01), leadership styles (r =,656;
p<0.01), instrumental (r =,544; p<0.01), democratic-participatory (r =,590; p<0.01), supportive (r
=,603; p<0.01). The coefficients of correlation are shown between the variables of organization culture
and the variables of intrapreneurship and leadership styles used in the research. According to the
values (figures) in the chart of 5, there is a high and positive relationship between leadership styles,
intrapreneurship and organization culture dimensions; intrapreneurship (r =,686; p<0.01), innovation
and risk taking (r =,609; p<0.01), proactivity (r =554; p<0.01), competitive assertiveness and
autonomy, (r =509; p<0.01) , self-renewal (r =,679; p<0.01), clan culture and culture of adhocracy (r
=,966; p<0.01), hierarchy culture and market culture (r =,786; p<0.01), leadership styles(r =,631;
p<0.01), instrumental (r =,507; p<0.01), democratic-participatory (r =,571; p<0.01), supportive (r
=,595; p<0.01). The coefficients of correlation are shown between the variables of leadership styles
and the variables of intrapreneurship and organization culture used in the research. According to the
values (figures) in the chart of 5, there is a high and positive relationship between, organization
culture, intrapreneurship and leadership styles dimensions; intrapreneurship (r =656; p<0.01),
innovation and risk taking (r =,586; p<0.01), proactivity (r =,518; p<0.01), competitive assertiveness
and autonomy, (r =,489; p<0.01) , self-renewal (r =563; p<0.01), organization culture (r =,631;

p<0.01), clan culture and culture of adhocracy (r =,581; p<0.01), hierarchy culture and market culture
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(r =,564; p<0.01), instrumental (r =,810; p<0.01), democratic-participatory (r =,869; p<0.01),
supportive (r =,754; p<0.01).

According to the values (figures) in the chart of 6, The Durbin-Watson statistic value indicates
whether there is between autocorrelation and values, it is 1,375 figures. It can be said that there is no
autocorrelation. When intrapreneurship was kept constant, the effect of "leadership styles" variable on
the dependent variable was significant (p<0.05, =0,516), "organization culture™ has a significant
effect on intrapreneurship (p<0.05, = 0,433). The effect of the supportive variable on the dependent
variable was also significant (p<0.05; B = 0.218), the effect of the lead variable on the dependent
variable was also significant (p<0.05; p = 0,400), The effect of the democratic-participatory variable
on the dependent variable was also significant (p<0.05; p = 0.199), the effect of the clan culture and
culture of adhocracy variable on the dependent variable was also significant (p<0.05; B = 0.517), the
effect of hierarchy culture and market culture variable on the dependent variable is also significant
(p<0.05; B = 0.253). In the light of all these findings, it was seen that leadership and leadership sub-
dimensions, organizational culture and organizational culture sub-dimensions had a significant and

positive effect on intrapreneurship (Ha, Hb; p<0.05).

CONCLUSION

In order to gain an advantage in today's globalized competitive environment, innovation is
inevitable. Businesses make a difference thanks to innovation and take one step ahead of their
competitors. Innovation requires proactive and autonomous employees who can take risks. For this,
the innovative environment must be supported by the leader with organizational culture. The leader
should get to know the employees, make them feel valued and give them the opportunity to improve
themselves and use their guiding and supporting skills. If organizational culture supports
entrepreneurship activities, employees acquire intrapreneurship characteristics. Therefore, they should
create clan culture and adhocracy culture which is one of the dimensions of organizational culture
through norms, values, best practices and stories, in which employees can gain entrepreneurial
characteristics while executives play leading roles. Intrapreneurship that describes such as
transforming the organization, mobilizing, revitalizing, creating a new enterprise within the existing
structure, renewing the activities, innovating in the organization, evaluating new potential
opportunities, adapting the resources, putting new ideas into practice very quickly. It means that
intrapreneurship has become a concept that sets out what needs to be done for the continuity of
organizations (Bektemiir, 2018: 162; Soysal and Kolca, 2018: 229; Kayalar and Arslan, 2016: 522).

Blake and Hanson (2005) argue that innovations do not create a void and are the products of

people resident in certain sociocultural contexts. This reveals the need for a broader understanding of
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innovation that does not limit innovation to purely economic and technological understanding.
(Jiménez and Zheng 2018: 100).The aim of this study is to investigate the relationship between
leadership, intrapreneurship and organizational culture. As a result of the research, positive
relationships were found between leadership, intrapreneurship and organizational culture. As these
dimensions create a collaborative, innovative, sharing and supportive climate, they may increase
entrepreneurship behaviors. The fact that the research was conducted only in Izmir and the fact that
very large-scale firms do not support the research makes it difficult to analyze especially the
intrapreneurship behaviors. In this context, collecting data from large-scale firms over larger samples

in future studies will help to make relations more clear.
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INTRODUCTION

Businesses continue their activities under constantly changing environmental conditions.
Under these conditions, the enterprises that wish to continue to exist must have the necessary
knowledge and equipment. From this point of view, having the knowledge to keep up with the
competitive environment positively affects the length of life of the enterprises. In enterprises which
aim is to achieve long-term and stable success, the main goal is to make the period of activity
continuous. Businesses that do not give the necessary importance to learning and do not set goals that
will constitute their future are stationary organizations that are not open to development. In the process
of change there is a need for restructuring due to external influences. Accordingly, it is inevitable that
there will be a change in the business in the competitive environment. Because development is
continuing, science is constantly exploring new horizons, and accordingly, people are pursuing
elements that will further improve their quality of life. It is necessary to perceive development as
renewal. Regeneration, the direction of the positive is planned, programmed, continuous change.
Change, an unobstructed process. This is what makes Japanese development continuous. Japanese to
this philosophy they say " kaizen." With this model, the stairs are as small as the steps steady upward,
slow progress in stages targeted (Cirpan, 2001: 8).

The information society we are in is individual-centered. Information is always present in a
person, carried, replicated, developed, implemented and transferred by a person. For this reason, the
transition to Information Society is through a system that accepts people at the center. The most
important organization that can increase the potential of working people and adjust itself according to
the changing world is the learning organization (Kontoghiorghes, 2006: 187). The learning
organization perceives itself as a living system. Each section is linked to another section. As with a
living organism, there is a great deal of pressure to maintain balance. Learning organizations know
products, business processes, teamwork, customers, systems thinking, mental models
(www.insankaynaklari.com/gelisim.html). To be a learning organization; innovations should be
noticed quickly and hands-on, creative, learning to be a constant in the dynamics of education, giving
importance to the idea that the developer should be in a free environment and should be provided to
internal and external customer satisfaction (Arslantas, 2005: 4).

In a framework where competition is intense and conditions are dynamic, organizations need
to renew their old knowledge, be prepared for different situations, be open to learning and innovation
in order to sustain their success and continuously improve. In the information age, all organizations
have to learn. But some learn fast and some learn slow. Those who can capture the age of these will

survive. The road to success is fast learning (Cam, 2002: 13). Today, the environment in which
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businesses operate is changing rapidly compared to the past. Globalization, global competition,
international economic integration, rapidly developing information technology, knowledge-based
economy an increasingly important customer-oriented quality assurance systems and Total Quality
approach in a revolution, changing customer preferences, product and service differentiation in the
face of many factors such as production processes and business management, and Human Resources is
forcing them to rethink their approach to relating to and change often. Technological innovations and
developments are also forcing the traditional organizational structures, which have remained valid
until now, to change. Organizations are now seen as information processing units and need to be able
to gather and evaluate information about changing circumstances in order to adapt to the environment
and sustain their lives. One of the modern approaches that can provide these characteristics is the
learning organization approach.

The aim of this study is to examine the process of transition from traditional organization
structure to learning organization. In the first part of the research, the theoretical framework of the
concept of learning organization is drawn; definition, characteristics, importance of learning
organization, necessity of learning organization, foundation stones and elements will be discussed. In
the second section, the relationship with corporate culture is examined and the benefits it will provide
are revealed. In the final section, a study is given about the transition process of the learning
organization. With the survey to be applied, the relationship of the current corporate culture with the
learning organization will be tried to be revealed. The questionnaire consists of three parts. In the first
part there are questions that determine demographic characteristics, in the second part there are 25
guestions about organizational culture and in the third part there are 42 questions about being a
learning organization. The answer schedule is arranged according to the Likert scale of 5. The analysis

of the data was carried out using SPSS.

1. CONCEPTUAL FRAMEWORK FOR LEARNING ORGANIZATIONS

Today the organizations that can survive in fierce competition market are the organizations
that can learn faster and more effectively than their competitors. In an ever-changing world and
increasingly fierce competition environment, a different understanding of management is needed than
traditional methods in order to find market, increase competitiveness and reach an effective
organizational structure. Learning organization idea can be applied to all organizations intertwined
with the concept of quality (Easterby, 1997).

Organizational memory is created as a result of learning reflection in the organization; this is
an expression brought from the perspective that considers the organization as an organic, living system

with a biological expression. An organization is a system; individuals, just like cells, are considered
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the building blocks of that system. In the memory of each cell, the recorded information has cost the
system. The sum of the information carried by individuals similar to this cell also constitutes the
organizational memory. The concept of organizational memory, on the other hand, interprets and
informs the information of individuals and units carrying independent information from each other, on
a system, associates and evaluates information from different individuals (Easterby, 1997).

The concept and importance of learning organization is mentioned in the literature in the late
1940s. However, this concept was not taken into consideration much until the 1980s. When, in the
1980s, for example Shell Company began to think about organizational learning related to strategic
planning, after which the interest in the learning organization increased. In this study by Shell,
teamwork and intensive communication were seen as the main factor in creating a more responsible
and successful company that gives individuals greater mobility. Shell spent 12 months exploring the
concept of learning organization and experiencing group work. The company ultimately concluded
that organizational learning provides value for strategic planning and company success. Implementing

this strategy, Shell has doubled in a year compared to his competitors (Cam, 2002).

1.1. Necessity and Importance of Learning Organizations

As Alvin Toffler mentioned in his book, "Third Wave," we must use our minds to see the
signs of newborns in the midst of some ruins already. If we use our minds and attach importance to
knowledge and learning, we can be much healthier, much more logical, much more honest and much
more productive, much more developed and much more democratic (Toffler, 1981: 20). When asked
what important problems faced by today's businesses, we face some problems. Some of them are
briefly; reorganization, restructuring, doubling of information twice every three years, inability of
educational institutions to follow, inability to compete with strong companies, inevitable moves of
new and advanced technologies, organizational change and issues such as not being able to respond to
the issue of compliance. Organizations that renew themselves by learning, changing and being up to
date can reach their goals more easily and realize what they want to implement more quickly (Cam,
2002).

Company-wide and system-wide learning does not only give organizations the best
opportunities for survival, but also the best opportunities for success. The opinion of the leaders of the
Rover Automotive Group in the UK is as follows; organizational learning is one of the management
changes that gives the opportunity to make the important breakthroughs needed (Cam, 2002).

Businesses will now have to learn better and faster than their competitors' successes and
failures to achieve and maintain competitive advantages in the environment. The source that makes a
company different and specific to that company; ability to use all kinds of information from scientific

and technical knowledge to social, economic and management knowledge. So, what makes a company
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different and enables it to produce something with a market value; it is information and experience. If
there is no knowledge, the enterprise has disappeared or is about to disappear (Toffler, 1981).

1.2. Other Necessary Features of the Organization to Become a Learning Organization

The five disciplines that Senge mentioned in the “5th Discipline” book should be together in
the organizations, in order to realize organizational learning, to ensure continuous development, to
eliminate the deficiencies and to be the "learning organization" of the organization. In addition, in
order for an organization to be a learning organization, we can gather other necessary features as
follows (Cam, 2002);

Strategy determination is handled within the learning process with the effect of the learning
approach in determining the strategy. The results of this approach can be summarized as follows;
Participatory approach is used in the establishment of business policies, while the business policies are
determined the opinions of all employees in the business are taken, some opposing views that arise
here reveal points that the business management cannot consider maybe.

Information systems require the use of the opportunities provided by information technology
in order to reach and have the necessary information. It provides constructive accounting, budgeting
and reporting, shows where and how the businesses will be numerically and monetary and systems
take necessary precautions due to learning these.

All internal units, customers and suppliers of each other, and internal information exchange
should be available.

All employees, including the owner, should treat each other as if they are trying to provide the
best service to avoid losing the customer of a market. However, people can trust and transfer
information in this way.

Rewarding encourages employees to produce knowledge. Apart from money, new reward
systems should be developed.

All the needs of individuals should be taken into account. It is necessary to create business
structures flexible and suitable for development. Today, buildings are being built to create a daily
solution and a solution to the current problem. It is necessary to create flexible developer structures
that can respond to future changes. Those who work outside of their internal knowledge should also be
included in the external analysis. All employees with an external link are responsible for this.

Benchmarking is an ongoing research and learning experience that enables organizations to set
criteria, reveal best industry practices, analyze, adopt and apply them. This provides learning within
the organization in a short time.

Organizational climate ensures that the organization is supported by the senior management

and the organization progresses and develops continuously.
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Self-improvement opportunities and responsibilities for everyone the learning resources of the
business should be distributed equally and fairly to all employees. These resources can be courses,
seminars, self-learning tools, books, professional publications. Employees should be given

responsibilities regarding learning (Cam, 2002).

2. THE CONCEPT OF ORGANIZATIONAL CULTURE

The oldest of the definitions on culture was made by E. B. Taylor. According to Taylor,
culture is "a complex whole that encompasses knowledge, art and morality, customs and traditions, the
habits gained by being a member of a society to which the individual is affiliated, and all skills."
Although it is quite obsolete today, it is one of the best definitions in holistic culture definitions
(Erdogan, 1983).

Culture is one of the most important factors that unite people. Culture is obtained as a result of
the learning processes that individuals pass as members of a certain society or group and is taught to
new generations through education. In contemporary approaches, organizations are seen as "social
systems equipped with socialization processes, social values, social norms and social structures",
"arising from the combination and interaction of human values and technical values in an integrity",
"rather than mechanical systems". The concept of organizational culture has gained popularity as the
social aspect of organizations started to be emphasized (Sisman, 1994).

Cultures are the result of people's efforts to manage uncertainties and create order in their
social lives. People in the organization face many uncertainties. Their environment changes rapidly
according to economic conditions, technological developments or actions of their competitors. In order
to compete in the rapidly developing economy, people in the organization have to engage with
different consumers and a wide range of new competitors. At the same time, the increase in knowledge
and information requires that members of the organization coordinate activities of different specialists
with different areas of expertise, often with insufficient understanding and conflicting views. They
have to do this even when they face the social order of their organization and limited mergers,
reorganizations and downsizing. If these uncertainties and threats are not effectively dealt with, job,
social status and loss of self-confidence can occur. Therefore, it is not surprising that people create and
develop cultures (Trice & Beyer, 1993).

Organizational culture is the belief and expectation patterns shared by the members of the
organization. These beliefs and expectations form the norms that shape the behavior of individuals and
groups within the organization. According to another definition of organizational culture,
organizational culture is the beliefs, attitudes, and values that exist in the organization as a partner and

show relative stability (Brown, 2001).
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In the definition of organizational culture, two basic functions of culture are determined:
Culture in order to create commitment in the internal environment and to ensure the harmony of the
organization to the external environment, to facilitate internal commitment; provides members of the
organization with language, common expressions and concepts. It specifies the place of individuals
and groups in the organization, it covers the distribution of power and status, the relations between
members, the reward / sanction system and the ideology of the business that gives meaning to all
organizational events. Culture in adapting to the external environment; It defines the mission and
strategy of the business, the objectives of the organization and the ways to achieve these goals (Erdem,
1996).

The emergence of the concept of organizational culture and research on various topics
considered within the scope of this concept by some scientists has been found to be closely related to
some of the economic and social situations of industrial societies. Recently, many western countries,
especially USA, experienced a dramatic decline in the economy; organizations and organizational
structure, problems such as competition, productivity, adaptation, attendance, workforce turnover and
quitting have emerged (Sigsman, 1994). The importance of organizational culture, the decision and
behavior of individuals and it’s as a result of the degree, format, management, intensity and can be
examined in terms of directing environmental relations. When individuals and how to make decisions
and how to implement them it is strictly dependent on its qualifications i.e. value judgments (Bourne
and Derek, 2004:235). First of all, individuals who come to the organization are brought up in
different circles factors such as their existence, character, educational levels, difference of belief
systems, it makes people's goals different. Therefore, to a business of different cultures for individuals
who come to work, it is for them to adopt, or at least it is necessary to create some common values that
they can adapt to. Organization in case of the formation of a culture, the employees themselves are
part of a whole they'll count, they'll feel at home, they'll feel comfortable with their families and they
will work in a peaceful environment.

The rise of Japan as a major industrial power has resulted in an increasing consideration by the
relationship between culture and management by organizational theorists and managers. Throughout
the 1960s, the influence of the American administration and industry on the market and their belief in
their competitiveness were complete. The performances of Japanese automobile, electronics and other
manufacturing sectors gradually but with increasing power in the 1970s began to change this. The
Japanese have started to dominate international markets and have gained considerable fame in the
areas of quality, value, reliability and service. With its 110 million inhabitants in four mountainous
islands without its natural resources, Japan has achieved the highest growth rate and the lowest

unemployment rate. They created an industrial empire from the ashes of the Second World War defeat.
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Despite the controversy of different theorists about the causes of this transformation, most people
think that this transformation is due to culture. For these reasons, the relationship between culture and
organizational life has become an important issue in the field of management of the 1980s and 1990s
by emphasizing the peoples’ culture of the Japan (Morgan, 1997).

One of the most important developments that revealed learning organizations was foreign
competition and a rapidly changing business environment. Therefore, developments that reveal
organizational culture and learning organizations intersect at this point. During the 1980s, business
organization researchers began to explore the cultural aspect of organizational life, which consists of
elements such as insights, beliefs, values, traditions, symbols that affect the behavior of the
organization members. In fact, the concept of culture was not a new concept but was defined in
different ways in the past by researchers from different fields of expertise, and some researches on
various cultural elements such as beliefs, values, norms in organizations were made, especially by
researchers who adopt human relations. However, what is new here is talking about a concept that is
defined as organizational culture (Sisman, 1994).

The concept of organizational culture has been popular since the 1980s. A new mode in
business administration was introduced with the work of "in search of excellence" published by Peters
and Waterman in 1982. This approach, which bases the power of an organization on the values shared
by its members, in other words, on culture, has spread rapidly and has become a variable of culture
rather than structure, organization size, technology, which are used as the variables that determine the
organizational function. Culture has started to be seen as a solution in explaining the sensitive balance

between environmental adaptation, effectiveness and even adaptation-differentiation (Erdem, 1996).

3. THE EFFECT OF ORGANIZATIONAL CULTURE ON LEARNING
ORGANIZATION

Chrysler automotive company has reflected market-related information into the production
process through organizational learning and has succeeded by combining what it has learned with
organizational culture change. Chrysler achieved success after his own learning but above all, another
company's lack of learning. This company is Ford. Ford's market research department has acquired
information that can be seen as new information. The projections made based on this information
showed that the minivans that belong to the pickup group will achieve great success as a hew product
in the car market. However, Ford executives and especially the finance department opposed the
validity of this new market information and labeled the minivan concept as untested and risky. In this
example, the sub-cultures within the organizational culture were unable to reach consensus when

discussing the validity of the new information and were late to act on it. Organizational learning did
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not occur as a result of Ford's inability to unite different departments around a common organizational
culture, and the company suffered from this learning disability. Chrysler was profitable from this
situation and took over this new market. Chrysler's truck and minivan, a sub-product of this group,
saved the company from bankruptcy. The example of Ford showed how harmful the organizational
culture and lack of integrity and reconciliation it created on different groups would have consequences
for the business and in this example, new knowledge emerged, but organizational learning did not take
place because a suitable basis for joint action could not be prepared within the organization. On the
other hand, Chrysler succeeded in implementing the necessary cultural change and learning and saved
itself from a difficult situation (Erdem, 1996).

Organizational culture shows its effect when the business chooses a strategy that suits the
market and its own conditions. If the business chooses a strategy that is suitable for the market and its
conditions, but is not culturally supported, there will be problems of resistance against change.
Therefore, the strategy needs to be reinforced with a culture that will support it as well as being
compatible with the conditions of the market and the organization. If a business's strategy is supported
by an appropriate culture, it can be an important force. However, a culture that weakens their
competitiveness or prevents adaptation to economic changes may cause the company to stagnate and
even disappear (Dinger, 1998).

It is a common occurrence in the business world that businesses choose strategies that are
suitable for environmental conditions but are against their culture. Considering that it takes a long time
and difficult to change the cultures in accordance with the strategy, the effect of the culture on the
strategy is well understood. Because the new strategy determined may require employees to behave
differently, think in different ways, and change goals. All these are settled and resistance to change
controlled by culture (Dinger, 1998).

The organizational culture, internalized by its employees, acts as a social control over the
organization, ensuring connectivity and consistency within the organization. For example, if an
enterprise attaches importance to innovation in product, production process and marketing methods, it
should ensure the environment and employee acceptance suitable for generating new ideas and
discussing them openly within the organization. Studies have revealed that learning organizations have
a culture that supports their strategies. Therefore, culture has a significant impact on effective
organizational performance with its mediating role on strategy. But culture can also play an obstacle
role in implementing the strategies required by change. In an organization strategy that wants to be a
learning organization, it should take measures to ensure that organizational learning takes place and in
doing so, should take into account the culture of the organization. Just as individuals continue learning

throughout their entire life, it is a dynamic task that is constantly in the learning process in the learning
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organization. Organizations that do not need to make learning a clear and integral part of their strategy
will constantly ask themselves "how did we get left behind" (Slocum & McGill, 1994).

In order to create a strategy that enables learning, all executive leaders and employees need to
reshape organizations and encourage new behaviors that focus on this intention of the organization. It
is possible to divide the approaches of businesses to strategy with a general distinction. These two
approaches are explained as traditional and learning strategy: The idea behind the traditional approach
is to harmonize the business with the environment. The strategy for learning is to change the
environment to suit the business. The guiding aim of the traditional approach is to protect existing
business advantages. The strategy for learning is based on continuous renewal of advantages.
Businesses that implement the traditional strategy invest their investments in things with fixed returns.
The organization, which adopts a strategy for learning, invests on emerging and even emerging
possibilities. In traditional strategy, employees have been kept away from strategic thinking and
actions. In learning strategy, employees are an integral part of strategic thinking and actions and are
empowered employees. The difference between traditional and learning strategies is not limited to
these. There is also a difference in how the consumer is seen. In the traditional approach, the consumer
was perceived as just a marketing tool. However, in the strategy for learning, they are seen as
individuals and groups who need to learn from them (Slocum & McGill, 1994).

The organizational culture becomes even more important for learning organizations, as the
learning organization structure is simple and bureaucratic control is minimal. However, there is a
dilemma here. Because the culture of the organization makes it difficult to create different
interpretations that will lead to learning by offering a common mind structure and action plan to make
sense of the internal and external environment of the employees. Therefore, organizations have to
balance the guiding and determining effect of organizational culture with the need and necessity of
learning. This balance can also be achieved through organizational culture. Organizations can create a
culture that is open to learning and constantly renewing itself, and can balance their environment with
them and make the development continuous. Learning organizations, which have a management
philosophy and vision that must be realized for organizations, are known to be realized because of the
impact of organizational culture on understanding, understanding and decreasing the capacity of
people to act in this direction and may prevent the necessary steps in this direction. Shared vision is
vital for the learning organization because it provides the necessary focus and energy for learning.
Creative learning, which is of great importance for organizations, occurs only when people strive to
achieve something deeply important to them (Senge, 1996). At this stage, the influence of

organizational culture comes into action.
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Organizational culture is the most important factor that enables people to be devoted and
connected to a bigger formation than themselves. Culture can also be used as an effective tool for
realizing the learning vision. Understanding all aspects of organizational culture is a topic with a wide
range of benefits, both for organizational change and for removing barriers to organizational learning.
It is possible to summarize these benefits as follows: Organizational culture provides the elimination
of the factors that prevent the identification of the problems. In order to become a learning
organization, it ensures the creation of a culture that supports the required strategies and organizational
structures. A strong culture that is open to innovations provides an important competitive advantage
because it cannot be easily imitated. It provides the existence and integration of different views and
thoughts that are necessary for organizations to learn. When listing the characteristics of the culture,
the following characteristics are also emphasized. Once culture is learned and accepted, it is usually
permanent. However, organizational culture can be considered as a barrier for learning and
organizational learning, especially for changing the cognition of the entire organization, that is, its
culture. What is important at this point is how clear the basic assumptions, stories, myths and norms in
the culture are to learn (Probst & Biichel, 1997).

The current cultural characteristics of a company can end its efforts to become a learning
organization. For example, if a company operates through mutual consensus, employees may perceive
efforts such as top-down nature of change engineering as an insult open to their sensibilities. A
company that focuses on short-term data such as quarterly results may find it difficult to expand their
vision for longer-term applications such as change engineering and learning organizations. The
success of the learning organization application, which takes a long time to perform as a change
engineer and has a top-down nature, likewise depends on the company's current cultural characteristics
and character. However, in an organization that does not allow to oppose its current values and
assumptions, it is obvious that the double-stage learning cycle, which is the basis of learning
organizations, will not occur due to the tight commitment to current values (Deter, 2000).

Culture embodies all unwritten norms and rules, including what information will be distributed
throughout the organization and what information will remain on a personal level. Culture determines
what information belongs to the organization and what information remains under the control of
individuals or sub-units. Ownership of information is generally supported by norms. However,
companies do not consider this expansionist effect of cultural elements and believe that only the
application of information technologies at the technological level will provide information sharing and
increase organizational information. Organizations perform their learning within the framework of the
assumptions that characterize their current culture or subcultures. The culture of the organization

determines the reference frame of the organization by creating a common thinking infrastructure in the
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scans and interpretations of the employees to obtain information about their internal and external
environment. Organizational culture and partial subcultures are effective in detecting what is useful,
usable and valid information for the organization. Culture shapes the group's definition of information
about their work, which directly affects what information the department will focus on (Erdem, 1996).

4. SUBJECT, PURPOSE AND IMPORTANCE OF THE RESEARCH

The aim of the study is to evaluate the organizational culture in terms of its interaction with
this structure in the learning organization process in companies in the production and service sector,
which are assumed to be learning organizations. For this purpose, companies were examined in terms
of learning organization and organizational culture and their productivity situation was tried to be
revealed.

It is inevitable for organizations to transform into a learning organization in an information
age and intense competition environment. The process which requires a mentality and cultural change
for the organization, is very difficult. In terms of knowing the status of the organizations and
correcting their strategies in this direction; important to evaluate this process, which will be very
important and difficult for them, to provide feedback and to demonstrate the success of the application.
This study is have the opportunity to examine and evaluate companies from the service and production

sectors that are assumed to be learning organizations in terms of corporate culture.

4.1. Data Collection Tool and Scales

The model of the research is descriptive and has been developed to reveal the relationship of
independent variables (organizational culture and its dimensions) with each other and to examine the
effect of independent variables on the dependent variable (being a learning organization).

In the research, survey method was conducted as a data collection tool. Survey studies provide
to obtain a relatively large amount of data economically. In addition, the survey method can
standardize the data obtained and facilitate the analysis. Survey; It consists of three sections with
demographic features and propositions about the effect of organizational culture on being a learning
organization. While determining these statements, the questionnaire form in Cem Ciineyt Arslantas's
doctoral thesis titled "A Research on Factors Affecting Internal Integration in Learning Organizations"
was taken as basis. The overall reliability analysis of this scale in the mentioned study is Cronbach's
Alpha value of 0.95. Apart from that, the questionnaire of the organizational culture scale in the
application part of Erding Dalli's thesis titled “Characteristics of Learning Organizations and Two
Case Studies Related to Application” was used. In the thesis of Dalli, the Cronbach alpha value of the

scale used is 0,90.
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In the study, 2 variables and 11 dimensions related to these variables were determined. In the
preparation of the questionnaire, 2 ready-made scales were used from the theses named above, taking
into consideration the Likert 5 scale (5: Strongly Agree; 1: Strongly Disagree).

The variables and their dimensions and the number of questions they cover are as follows:

Independent variable:

Organizational culture in learning organizations: Value, cooperation, environmental sensitivity
and management dimensions given to the employee in relation to the organizational culture variable
were determined and 25 suggestions were used for these dimensions.

The dependent variable:

Learning organization process: dimensions such as continuous learning, learning with
dialogue, learning as a team, sharing systems, empowerment with common vision, interconnection and
supportive leadership are discussed. 42 statements regarding these dimensions were used.

Technological developments, strong competition conditions, increased uncertainties, and the
intense change that affects the business and management world, confronts businesses with the problem
of adapting to this change. Organizations are working to adapt to this change. The concepts of learning
organizations and organizational culture have also gained increasing importance in recent years and
have become the determining factor in competition in many branches of industry today. In the
organizational culture, information management is important and learning organizations have emerged
as a result of the idea that businesses can adapt to changing conditions by collecting, evaluating, using,
and renewing where appropriate. It is important to transform the individual learning process into
organizational learning, and to change the strategic perspective and organizational routines for
organizational culture. The hypothesis that has been developed and tested within the subject to be
researched in this study is given below.

“Organizational culture of businesses affects the learning organization process.”

With the propositions used in the questionnaire form, it was tried to measure the perceptions
of the organizational culture under study on the effect of being a learning organization. Propositions of
employees; It has been prepared to get opinions about the company in subjects such as learning,
continuous improvement, innovation, education, support of senior management, information sharing,
change engineering, and coordination. In the study, it was made under the assumption that companies
that continue their existence despite changing environmental conditions are learning organizations.
Our universe is the hydraulic industry companies registered in Konya Chamber of Industry. Our
sample was selected by 5 of 7 Hydraulic companies’ senior employees working in Konya. Because we
could not get any answers other two companies’ management. In our sample, we conducted 425

questionnaires in five hydraulic manufacturing companies. There are 7 hydraulic manufacturing
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industry companies registered in Konya Chamber of Industry. 5 enterprises make up 71% of the main
mass as companies.

This study was carried out in a time and cost limited framework based on the literature review
and the general information of the activities of the companies included in the sample mass on the
internet, reviews and negotiations. In addition, the application was not realized at the desired level
since it would take the employees' time and not want to transfer the corporate information out of the
company. At this point only 114 of the 425 questionnaires were valid and could be filled in
completely. In addition, the fact that the application was applied only in Konya and the hydraulic

sector does not evoke a general view.

4.2.Findings and Data Analysis

Our study was delivered to 425 employees. There were also returns from 5 companies, but 114
valid survey results were reached. SPSS 23 statistics program was used to test our hypothesis subject
to our research. In order to determine to what extent, the research results are reliable, a reliability
analysis was conducted. In calculating the relations of variables with each other, correlation analysis
was used, and linear regression analysis was used to find out to what extent the dependent culture,
which is the organizational culture, was affected by independent variables in learning organizations.
Explanatory factor analysis was used to analyze the relationship between the factors in the research
model. The demographic findings obtained according to our survey results are as follows.

Our five-level Likert graded variables in the application survey were subjected to factor
analysis in SPSS 23 program. When all of the questions constituting the questionnaire were subjected
to factor analysis, some questions were excluded from the analysis since they did not fall within the
expected factor level. When loading the questions to factors, a value of 0.4 and above was accepted
and the remaining questions were excluded from the analysis. For our organizational culture scale with
explanatory factor analysis, as we stated in the conceptual framework, it proposed 4 dimensions. These
are: Value given to the employee, Reliability Cronbach alpha a: 0,92. Cooperation; a: 0.80.
Environmental awareness; o: 0.86. Administration; o: 0.75. According to the results of the analysis,
the total variance is 60.11%.

Reliability can be defined as the internal consistency of the measurement, which takes into
account the average relationship between variables within a factor. In the literature, Cronbach's 0.70
alpha coefficient has been accepted as sufficient for internal reliability in social sciences. The
Cronbach alpha value of the data obtained with 25 items in our organizational culture scale was
determined as 0.897. It is possible to say that the scale is reliable since the alpha value is quite close to

the value 1, which is described as full reliability.
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On the other hand, Arslantas's learning organization scale consists of 7 factors in itself, and the
number of suggestions and reliability values are as follows:

Continuous learning: 7 statements, a: 0.889

Learning with dialogue: 6 statements, a: 0.742

Learning as a team: 6 statements, o: 0.764

Sharing systems: 6 statements, a: 0.819

Authorization with common vision: 5 statements, a: 0.760

Inter-system connection: 6 statements, o: 0.873

Supportive leadership: 6 statements, a: 0.873

The overall Cronbach Alpha value of our learning organization scale with 42 items was
calculated as 0.973. It is possible to say that the questionnaire is reliable since the alpha value is quite
close to the value 1, which is described as complete reliability.

Multiple regression analysis method with SPPS 23.0 program was used to test our hypotheses
subject to our research. In this method, the effect of two or more independent factors on dependent
factors is observed using regression equation parameters. The results of the analysis are explained
below in tables, respectively. According to the linear regression analysis, it is concluded that the
organizational culture, which is our independent variable, has a strong influence on the process of
creating an organizational structure that learns the “value given to the employee” and “cooperation”
dimensions. As the other two dimensions of “environmental sensitivity” and “management” were
above the expected value of 0.05, the relationship was found to be weaker than expected according to
our survey.

According to the survey results and analysis found, our main hypothesis is that "organizational
culture in businesses has an impact on the process of learning the organization." The hypothesis is

partially supported.

CONCLUSION

According to the related literature, survey studies and statistical analysis results, enterprises
have to learn organizations that adopt the philosophy of total quality management and adopt the
information acquisition and sharing system within the organization, in order to increase employee
satisfaction and market performance, to survive in harsh global competitive conditions.

In order to survive in a brutal competition environment, to increase the performance of the
organization, the most valuable power of today’s information age is to obtain the idea of the system
that will provide information, share it within the organization, and ensure employee participation

around the common vision.
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In order to increase the general and market performance of the organization, employee
satisfaction, creative ideas in continuous information sharing are supported and employees are
encouraged. The innovative and creative identities of organizations can only be achieved by learning
and adopting the individual creativity as a team and making it an organizational culture.

The idea of the system, which holds the most comprehensive and other disciplines of the
learning organization dynamics together, positively affects the dynamics of total quality management,
such as customer orientation, team learning, continuous improvement, the implementation and
encouragement of the system by leaders, and enhances organizational performance by using these
dynamics.

The primary requirement for being a learning organization is individual learning. If the
obstacles to individual learning are removed and learning is encouraged within the organization, it will
be possible to reach learning as a team and from this onwards, to be organizational learning, that is, to
be a learning organization. It is the person who will learn whether it is an individual or a group. The
essential element of the learning organization, which will lead an organization to the learning
organization, is of great importance for people to want to learn and to encourage learning and to
reward their efforts in this regard.

One of the main criteria that distinguishes the learning organization from other classical
organizations is the fact that organizational culture and positive organizational climate come to the
fore in these organizations. Although the management dimension in our findings is low, although it
has a low impact on the learning organization, it is obvious that the management dimension in the
enterprises is not supported in our study, however it is the management that forms the culture and
leads the formation. In the management approach; a structure based on participation, attaching
importance to teamwork and team spirit, and targeting information sharing through an effective
communication system is required. Since the learning organization requires restructuring, top
management will have to really want it and fulfill its requirements.

After the top management ensures the necessary structuring in realizing the learning
organization, employees should be ensured to integrate with the organization around a vision shared
with an effective leadership understanding. At this point, the subject of organizational climate
becomes important for the learning organization. In this study conducted to examine the effect of
organizational culture on reaching the learning organization, it is seen that there is a significant and
significant relationship between organizational culture and learning organization criteria. It is possible
to conclude that organizational culture has a positive effect on learning organizations.

The first stage in reaching the learning organization; Within the scope of the dimension of

creating value and cooperation awareness given to the personnel, it is to remove the obstacles in front
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of learning by changing the management understanding and to provide a suitable environment for
learning. It is necessary both to provide the necessary environment and to reach the learning
organization; Emphasis should be placed on issues such as participation, sharing information and
reflection, change, establishing an effective communication system, team work, taking into account
and rewarding efforts and efforts to increase productivity in performance evaluations. For the training
of employees; it is necessary to plan the training, determine the topics of the training need, to apply the
most appropriate training methods and to evaluate the training, and the efforts and results in this regard
should feedback the system.

On the other hand, it is necessary to create a vision for collaboration that enables us to create
awareness among employees, have a shared responsibility for success and failure, and learn to think
for the system in a way that covers all processes. Employees who can take acceptable risks and have a
certain degree of initiative in their work, constantly improve themselves with up-to-date information
and a management understanding that evaluates the mistakes made as an opportunity to learn, and
managers who are aware of the developments in the open-minded environment and can guide the
employees are the main dimensions of the learning organizations. Although, according to the results of
our survey, management and environmental awareness dimensions are not very effective in the
process of creating an organization that learns, these elements should be perfected.

As a result; Since organizational learning will not be possible without individual learning,
organizational culture has an undeniable importance and influence in reaching and maintaining the
learning organization in order to remove the structural barriers to individual learning and to provide a

suitable organizational environment.
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