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How and When to Use Which Fit Indices? A Practical and Critical
Review of the Methodology

Muhsin Murat Yaghoglu' Duygu Toplu Yashoglu?

Abstract

With the help of statistical software programs, such as AMOS, Lisrel, R, Matlab, and many equivalents, most of the
complicated research models have become more computable and easily understandable. Even the most complicated
and complex models with various relationships can be easily computed with the help of software. Although with slight
differences, outputs are consistent, and tables are mostly comprehensible. However, with the increasing curiosity and
amount of knowledge about the research methodology, these simple looking outputs start to become more complicated
and deeper. Even though aforementioned statements seem contradictory, what we imply here is very sound to a mid-
level researcher because, as knowledge and understanding of statistics deepens, questions and doubts about from
where, how, and why these numbers are calculated increase. Curiosity about the fit indices, chi-square and degrees of
freedom, modification indices, covariances, and residuals begin to arouse.

In this review and commentary, we focus on the infamous CMIN (or chi-square), different model definitions, and
calculation of fit indices by the help of these models while avoiding statistical jargon as much as possible. With the aim
of putting an end to a decade long debate, when and how to use which fit indices, what they really indicate, and which
numbers refer to good or bad fit is also discussed.
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Introduction

In order to be able to comprehend structural equation modelling, confirmatory
factor analysis, and fit concepts, some literature and definitions are necessary to
clarify. First of all, we have to begin with the definition of the models mentioned in
the software. These are most of the time confusing, not only because of their nature
but because they are never really described anywhere in the process. Secondly, the
estimation methodology is to be defined. Most SEM users, no matter what software
they use, are accustomed to the “Maximum Likelihood Estimation,” but a great
deal of these researchers have no idea what it is and what it does. Finally, there
are several concepts which need to be clarified before discussing fit of the models.
Some of these concepts are CMIN, Chi-Square, Log-Likelihood (see also Maximum
Likelihood), C and F values, NPAR, p and P, fit and index, and PRATIO. Despite
sounding familiar, most of the time they are misleading, confusing, bewildering, and
even confounding. We see them and think we know them, but we never think about
what they really are or where they come from. Alongside the discussion of several
concepts and terminology, the necessary values and key-points will be discussed
throughout the paper.

Models Definitions

Despite slight naming differences among statistical software, there are three main
models essential for the calculation of SEM and CFA. First is the one that researchers
want to investigate, which is called “default model,” “structural model,” or “measurement
model”. Following is the one in which every measured variable is accounted as
independent of each other and any latent variable. This is called “independence
model;” it also is the “baseline/null model” for CFA and SEM — we will discuss this
confusion further below. Final is “saturated model” in which all variables covary with
every each other.

Since its name will be mentioned several times here, before we begin defining
models, an introduction to a fairly common concept called parsimony is also essential.
Parsimony means simplicity, so the parsimonious models are simple models with
less parameters to be estimated. Of course, parsimony of a model can only be judged
relatively, often comparing nested models.

Nested models are the models in which one of the models contains all the variables,
parameters, and interactions of the other and at least one extra term (parameter, constraint
e.g.). Extended model is called the full (or complete) model, and abridged is called
the restricted (or reduced) model; hence, saturated, default, and independent models
are all nested models, where saturated is the full model and default is the restricted
version of it (so is the independent).
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Besides, there is a ratio called PRATIO (parsimony ratio) which compares the degrees
of freedom for default model (df) and independence model (df). Its formula is simply
PRATIO=d{/df. This ratio is also used to calculate “Parsimony adjusted measures of
fit” or namely PNFI and PCFI. These will be discussed later in this paper.

Aforementioned models are:

Saturated model: This is the fully explanatory model in which per every degree of
freedom, there are as many parameter estimates; therefore, df =0. That is to say every
variable in the model co-varies with every each other. This is the most general model
possible. Goodness of fit measures are “1.0” for this model. Besides, some measures
such as RMSEA cannot be computed for saturated model, and because saturated
model, by its nature, is the most un-parsimonious model possible, parsimony-based
fit measures (PNFI, PGFI etc.) will be 0. It is an inane and illogical model in the sense
that it is guaranteed to fit perfectly to any set of data collected. Any other model in the
same research (that also implies the same dataset) is a nested (constrained) version
of the saturated model.

Null or baseline model (AKA independence model in AMOS and some other
software): The comparison model is frequently used as the “baseline model,” differences
from which must be significant if a proposed structural model (the one with straight
arrows connecting some latent variables — also called the default model in AMOS) is
to be investigated further; however, the term “baseline model” implies comparison
with an alternative that is more complex than a no-effect hypothesis. The terms “naive
model” and “null model” better indicate the kinds of models that researchers have
used as baselines so far (Schwab, A., & Starbuck, W. H., 2013).

In the SEM or CFA baseline model, the covariances in the covariance matrix among
the latent variables are all assumed to be zero. Despite its official name, AMOS and
several other statistical software name “null/baseline” model as “independence model”. It
makes sense because the independence model is the one which assumes all relationships
among measured variables are “0.” Independence model is an uncorrelated variables
model, and for computation, many fit measures, such as TLI=NNF]I, RFI, IFI, NFI, CFI,
PNFI, and PCFI, necessitate a “null/baseline” model in comparison with researchers’
measurement model. This model assumes that variables or latent factors of a construct
are uncorrelated. Unlike the saturated model which have a parsimony ratio of “0,” the
independence model has a parsimony ratio of “1.”! Most of the fit measures will have
a value of “0” since this is the worst model possible, whether parsimony-adjusted or
not. In rare occasions, some fit indices, such as RMSEA and GFI, may have a non-zero
value depending on the data (Schermelleh-Engel, K., et.al., 2003).

1 Please refer to PRATIO in this paper.
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Default (structural or measurement) model: This is the researcher’s measurement
or structural model (AMOS calls it the “default model”). In comparison to saturated
model, this model is always more parsimonious, and it is always better fitting than the
independence model when compared using fit indices. Thus, the default model will
have a goodness of fit between the perfect fitting “saturated model” and worst possible
model with lowest explanatory power, “the independence model.”

Estimation and Maximum Likelihood Estimation

Even though there is no simple way to describe Maximum Likelihood Estimation
(MLE), it is essential to say this method is the default for many statistical software
in order to be able to calculate many of the fit indices. Its complexity should not be
taken for granted; however, some concepts about the estimation process and routines
can be elaborated.

There are several estimation techniques, most of them perform one of three things
(Templin, J. 2015):

1. Minimize some function: If the estimation process includes the word “least” in its
name, then minimization should be expected. Most of these techniques minimize
the squares of the error terms (or std. deviations). Types of least squares techniques
include ordinary, generalized, weighted, WLSMYV, iteratively re-weighted, and
diagonally weighted. It is usually conducted as a last resort.

2. Maximize some function: Mostly, this gold standard of estimation techniques comes
with the name “maximum” in it, such as maximum likelihood, residual maximum
likelihood, and robust maximum likelihood.

3. Usage of simulation for sampling from data: These use recent advanced techniques
of re-sampling through the help of recent simulation methods. Some of these
include Gibbs sampling, Metropolis-Hastings algorithm, Monte Carlo simulation,
and Bayesian Markov Chain Monte Carlo. These are typically used for complex
models where maximum likelihood is not applicable or in which some prior values
are necessary.

Simply;

(1) MLE is a procedure to determine best model parameters (reality) that fit the
given data with maximizing log-likelihood function to estimate parameters. The
formulas here, while being quite mathematical, are familiar to most statisticians’.
But one can immediately ask: “Why not likelihood function but log-likelihood?”.
Simply put, mathematically its asymptotes meet at the same values, and it is way
easier to find a maximum of log-likelihood since it includes “sums” rather than
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“products” as likelihood function does. Additionally, one can easily understand
that maximization of products is harder than sums. Since we need derivatives
of functions to find out asymptotes, it is easier to take derivatives of sums.

(2) MLE also helps compare different models with the same data using some
information criteria. This is mathematically even more advanced. There are
formulas called information theory techniques. The most common one is
Kullback-Leibler information criterion, which quantifies the distance between
two given models. Since depending on full probability density functions, it is very
hard to calculate (Burnham, K. P., & Anderson, D. R., 2001). Japanese statistician
Hirotugu Akaike (1987) proved that K-L information could be estimated based
on maximum log-likelihood and created AIC (Akaike Information Criterion).
Its formula is:

AIC = -2(In(ex)) + 2K

It actually is “-2” times log-likelihood added by “2” times the number of parameters.
Both log-likelihood and AIC are only meaningful when compared to other models with
the same data (they are relative not absolute). They have no meaning by themselves,
so the higher or lower the values mean nothing without comparison. Moreover, if
you are comparing two “bad” models, they can only mean one is better than the other
but cannot say anything about how bad/good they are. AMOS reports several similar
model comparison values such as AIC, BCC, BIC, CAIC, ECVI, and MCVI. Keep
in mind that these values are only for models’ comparison and relative . They do not
indicate a fit for models. Simply put, if you are to compare two nested models? among
each other, they are handy. If not, just ignore them. Complicated, poorly fitting models
get high scores. For comparison purposes, this means the lower the values the better’.

Some Other “sine qua non” Concepts

Since we now are aware of maximum likelihood estimation and log-likelihoods,
we can talk about chi-square () values calculated per model in AMOS. It is named
as “CMIN” which allegedly stands for “chi-square minimum.” If one is accustomed
to basic statistics, then he or she should also know about chi-square test and that it
stands for “independence.” This means, without terminologically using definition of
hypotheses, if a y* value is statistically significant (p<0.05) then these two observations
are “independent” from each other. In CFA and SEM, it is potentially unwanted. We
want our measurement model (default model in AMOS) to be “not independent” from
the data of observations.

2 Two models are nested if one contains all the terms of the other, and at least one extra term.
3 Also see the “Model comparison” section below.
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The problem is that it is not easy to comprehend how CMIN is calculated. As one
googles chi-square, he or she will most probably end up with what we call “Pearson
Chi-Square” formula saying something like, “If you subtract expected values from
observed values and square them, then divide them by expected values, you end up
with chi-squared for each observation.” If you add them all, you find a summed chi-
square value. This is what confuses most people because we have observed values on
one side of the arrow since factors are unobserved (latent) variables.

Moreover, this CMIN is referred to as a fit index; therefore, it should be comparing
two models, not observations. What are these two models? To evaluate the fit of the
factor model, its “function of log-likelihood value™ has to be compared to that of some
less constrained model, such as the saturated model. The chi-square test compares the
model (default model) to the saturated model (it should fit about the same). Many fit
indices compare the model to the null/baseline model instead (baseline model should
fit much worse than measurement model). AMOS uses function of log-likelihood to
report CMIN. Chi-square is calculated through multiplying the number of samples and
F,, (function of ML); therefore, C=n(F, ). C value is derived from F, and this value
is also called “minimum discrepancy function.”

As discussed earlier in the model definitions section, saturated and default models
are nested models, where saturated is the full and default is the restricted. Difference
between function of log-likelihood of two nested models also gives the chi-square. If
one simply calculates function of log-likelihood for saturated and default models and
takes the difference, they end up with the chi-square for default model. The number
of parameters to be estimated are also subtracted (of course, saturated model has more
NPAR) to end up with “df” for default model. Eventually, chi-square distribution table
can be used to calculate probability and test the null hypothesis of independence.

The number of parameters to be estimated defines the complexity of the model.
Models with many parameters to estimate are called complex. Less parameters means
the model is simple. In AMOS and other programs, number of distinct parameters
to be estimated is called “NPAR.” The word “distinct” is also important here. For
instance, if two or more parameters are required to be equal to each other, then these
count as one, not two.

This leads us to another important concept in statistics, degrees of freedom (df).
Degrees of freedom is the NPAR (q) subtracted from the number of sample moments
(p), so the formula is (df=p-q).

One of the main fit measures (perhaps it should be called “THE” fit measure) is
CMIN. It is the minimum value of C of the discrepancy, otherwise called chi-Square
of likelihood ratio test. Since chi-square statistics all require a significance value,
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“p value” is marked as “P” for testing the hypotheses that the model fits perfectly in
population. As discussed earlier in this paper, it is the discrepancy between perfectly
fit model (saturated model) and default model.

Increase in NPAR (also implying decrease in df), declines log-likelihood for the
nested models using the same sample. This means, saturated model always has lower
value for function of log-likelihood. Sample size increases the likelihood functions;
despite the sample size being the same in the nested models, this does not mean the
difference stays the same with smaller sample sizes. Chi-square test value increases as
the sample size increases, and this makes the values significant since the (df) stays the
same. It sounds complicated, but think of it as a test statistic of independence getting
larger as the number of samples increases, which makes it more significant at a time.
If two models (in our case, it is saturated and default models) are independent of each
other, then they simply are not fit to each other. This is true but not necessarily correct,
and this is the reason that we need more indices to be able to look at.

Here are some quotes directly from respected statisticians/researchers:

“The power of the test to detect an underlying disagreement between theory
and data is controlled largely by the size of the sample. With a small sample
an alternative hypothesis which departs violently from the null hypothesis
may still have a small probability of yielding a significant value of. In a very
large sample, small and unimportant departures from the null hypothesis are
almost certain to be detected.” (Cochran, 1952)

“If the sample is small, then the test will show that the data are ‘not
significantly different from’ quite a wide range of very different theories,
while if the sample is large, the test will show that the data are significantly
different from those expected on a given theory even though the difference
may be so very slight as to be negligible or unimportant on other criteria.”
(Gulliksen and Tukey, 1958, pp. 95-96)

“Such a hypothesis [of perfect fit] may be quite unrealistic in most empirical
work with test data. If a sufficiently large sample were obtained this statistic
would, no doubt, indicate that any such non-trivial hypothesis is statistically
untenable.” (Joreskog, 1969, p. 200)

“Do they mean that we should limit the sample size? Despite they sound in that
manner, one should also know that “Significant properties of maximum likelihood (ML)
estimate are consistency, normality, and efficiency. However, it has been proven that
these properties are valid when the sample size approaches infinity. Many researches
warn that a behavior of ML estimator working with the small sample size is largely
unknown. (Psutka, J. V. and Psutka J., 2015)”
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One logical way to assess fit is to find the discrepancy value (CMIN) per degrees
of freedom, given that it tends to increase with number of sample moments. CMIN/
df value can give the researcher an absolute value for fit. Arguments begin just here,
because various researchers have suggested various acceptable values for this value.
Wheaton and colleagues (1977) suggested 5 or less, some suggested as low as “2,” or
as high as “5.” Byrne et.al. (1989) puts forward that x*/df > 2 indicates bad fit.

Values less than “1” will probably require insignificant CMIN values and will
therefore not be even necessary to calculate. Anything close to “1” should be very
good fit, but how far apart could it fall from “1?” Let’s remember the calculation of
degrees of freedom (df=Sample moments - number of distinct parameters); thus, as
df increases with sample size so does X2. Here we should first look at NPAR. The
default model’s chi-square calculation, not by chance, is the difference of NPAR
between saturated model and measurement (default) model. If “df” for default
model is calculated taking the number of parameters into account, this means we
can ignore it simply because it is already taken into account. Sample size should be
the only variable here to decide the value for CMIN/df cut point. Here we can use
common sense:

(1)  If the commonly accepted minimum sample size in a factor analysis is at least
50 and also 5 times the number of variables. This means minimum sample for
a decent number of variables as around 150 (there is no real calculation here
but merely observation).

(2)  If minimum number is around 150, doubling this number seems fair for a cut
point. Let’s say 300 here is a cut point for sample size to categorize CMIN/df
value.

(3)  Then we can say, looking to our commonly mentioned cut points of CMIN/df,
if sample size is between 150-300, then 3.5 (median of 2-5) can be taken as cut
point to assess the fit. If sample size is above 300, then “5” can be taken as the
criterion. More than 5 > per degrees of freedom indicates a bad fit regardless.
This value should be less. Please read further.

(4)  To decide whether a CMIN/df is good enough, one should also compare the
worst model’s (independence model) CMIN/df value. These values should be
significantly different from each other because if worst model is fit enough,
this requires measurement model to be even much fitter. Luckily, we have fit
indices comparing these values.*

4 Please refer to relative fit indices (NFL,LRFI, CFI and TLI)

8
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Indices: Fit and Others

Before beginning to discuss anything about fit, we have to make a short list of things
often confused by researchers. Researchers MUST keep in mind that:

(1)  Fithasvery little to do with validity: Most researchers confuse fit with validity.
Validity is a much broader concept to begin with.

(2)  Ifmodelis fit, this means your data is consistent with what you want to measure.
(3) If model is fit, then it is useful model.
(4)  Ifmodel is fit, then it will probably be able to be replicated in other researches.

(5) Ifmodelis fit, the researcher can stop adding covariances among residual error
terms.

(6)  Ifmodel is fit, then the researcher can proceed with further evaluation of construct
and other validities.

(7)  If model is fit, it is NOT necessarily correct or valid.
(8) A good fitting model is ONLY “reasonably consistent with the data.”

Strictly keeping the list above in mind, there are several indices to measure the
fit of the proposed measurement model (default model). Also, there is even more
debate about what to use and when to use it. Mostly, simple models, with a moderate
number of sample observations, have good fit. As the models get complicated and
sample size increases, these fit indices start to drop. Frequently, researchers face the
dilemma of choosing between fit indices because while some are above cut points,
others are below expected values. Here are some problems: what are the cut points
for indices? Is there a commonly accepted value for each? What index is best for
models with many variables? After being able to answer all these questions, another
problem may rise: what if some of them are above expected values and some are not,
who tells us which to go for, and finally, if one can solve all these issues, how are two
or more similar models with the same data compared. In this section we will try to
answer these questions with avoiding complicated, sophisticated jargon of statistics.
This does not mean we will leave things out; this implies we will keep it as “simple
and stupid” as possible.

Fit indices (measures) in AMOS are categorized into sub groups. These are: absolute
fit indices, relative/incremental fit indices, parsimony (check above) fit indices, non-
central chi-square distribution (population discrepancy based) fit indices, information
theoretic fit indices, and fit measure based on sample size.
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Absolute Fit Indices

Absolute fit indices indicate fit without comparing the default model to anything
for the best fit model. Despite there being a comparison with the best fit model
(saturated model), the indices indicate the model fit themselves. CMIN and CMIN/
df are the basis of absolute fit indices discussed above. Other absolute fit indices
include RMR and GFI.

RMR and GFI

It is the Root Mean Squared Residuals, therefore also called RMSR or SRMR. This
value is simply what it says. It squares the amount by which the sample (measurement)
covariances differ from their estimates. It is much like average of sum of squared
errors (or residuals) in regression, yet as measurement units differ from each other,
it is more relevant to carry out the calculation based on residual correlation matrix.
Usually an RMR value (based on correlations) less than 0.05 indicates a good fit. This
unfortunately is not a part of AMOS, but a script or manual calculation will sort out
this problem. The smaller the value is the better.

Thanks to AMOS and LISREL, a more advanced version of RMR is calculated
under the name of GFI (Goodness of fit). GFI compares by dividing squared weighted
sum of the variances of measurement and estimation, where weighting depends on
estimation method. Much like R2 in regression, it takes a value between “0-1.” It is
not suggested to use this index since it is affected by sample size. There also is a “df”
adjusted version called AGFI, if one wants to use it, this one should be preferred. A
“GFI” value larger than 0.95 can be accepted as good fit, preferably larger in small
sample sizes and less parameters. GFI is greatly affected by sample size, so simply
do not use this index (Kenny, D.A., 2005).

Incremental Fit Indices

These fit indices are also called relative or comparative indices because these indices
or measures are based on the idea that things may be worse. There always (hopefully
always; if not, do not even bother testing the model) is a worse model than default
model, where each observation is taken into account as independent. Independent
model is also called, due to its nature for comparison, baseline or null model.

Researchers may immediately ask why use the worst model but not the best. The
answer is hidden in the calculation. As defined earlier, C (in Amos CMIN or in some
cases F°) value is calculated with the help of perfectly fit model, which is also the
“saturated model” namely. This model is the best fit model to the data. Please remember,
fit and validity are two different things!

5 Discussed under title “Fit measures based on population discrepancy”
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NFI and TLI

Relative fit measures are NFI (Normed Fit Index), RFI (Relative Fit Index), IFI
(Incremental Fit Index), TLI (Tucker Lewis Index), and CFI (Comparative Fit Index).
NFT is calculated using minimum discrepancy (CMIN — Chi-Square) of default model
with CMIN of independent model. NFI gets a value between “0-1,” where a value of
“1” represents perfect fit to data. The higher the difference between model and worst fit
results in a bigger value. A value of 0.90 and above is accepted to represent acceptable
fit. The fit can be overestimated if the number of parameters is increased. RFI is the
“degrees of freedom” corrected version of NFI; therefore, it solves the issue of parameter
increase. It gets a value between 0 and 1 like NFI, and values above 0.90 is acceptable.
For both NFI and RFI, smaller sample size tends to inflate the values; therefore, it is
mostly suitable for larger samples. For smaller sample sizes, 0.95 is acceptable.

CFI

CFI is also “df” corrected versions of NFI. This time, it is not divided but rather
subtracted. For every parameter estimated, there is just one penalty. With larger
samples and low number of parameters change, values tend to be very close to NFI.
CFI may get values larger than “1” but “1” is always reported as maximum. Value of
“1” does not indicate perfect fit but simply means “df” of default model is larger than
chi-square of the default model.

TLI, also called Non-normed fit index, is very similar to RFI. Lower “chi-square to
dfratios” indicates a better fit. TLI and CFI depend on the average size of correlations
in the model. If the average correlation among variables is low, values are also low.
That being said, if several experimental variables (uncorrelated) are added to the
default model, then this decreases the value of TLI (also CFI). A suggestion here can
be that if the research model has several experimental or control variables, then TLI
and CFI are not to be suggested. Values above 0.90 are acceptable, and 0.95 indicates
good fit. If the model has very strongly or very weakly correlated variables, then the
suggestion is to ignore these indices.

Fit Measures Based on Population Discrepancy

F0 and RMSEA

As discussed earlier, the function of discrepancy or log-likelihood, in Amos is
presented as chi-square, “n” value being sample size minus number of groups (n=N-g ;
gismostly 1 in our cases) Steiger, Shapiro, and Browne (1985) proved (C=n.F,) under
certain conditions has a noncentral chi-square distribution with df degrees of freedom
and non-centrality parameter Delta=(C -df) =nF,. This results in F = [(C-df) / n] (or
simply and generally; F = [(C-df)/ (N-1)]. Non centrality parameter is then used to

11
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compare two nested model, such as default and saturated models. The problem here
is that F always favors complex models and will never favor the simpler model, or in
other words, parsimonious model. Steiger and Lind (1980) suggested compensating
for the effect of model complexity by dividing F by the number of degrees of freedom
for testing the model. This ratio then gives us “mean square error of approximation”
(this makes sense since discrepancy function is a square). Taking the square root of
the resulting ratio gives the population “root mean square error of approximation,”
or simply RMSEA. The calculation, in mathematical terms, favors larger sample size
or df. Just like TLI, if chi-square equals to df, then the value becomes “0.” One can
simply expand the calculation by rewriting F as “(y’-df) /n.” Thr formula becomes
“[(?-df) / (df.n)],” and size effect of “df” will be more obvious. The smaller the “df”
is the larger the RMSEA is, even with very small chi-square.® This may indicate a
“bad fit” since RMSEA values below 0.08 indicates an acceptable, and 0.05 indicates
a good fit. The suggestion is to use RMSEA in high df values and not even compute
with low values or to at least be very cautious when you have low df.

PCLOSE

PCLOSE is actually a “p” value, something we are familiar seeing in almost every
statistical analysis; however, this time it should not be confused with the p value of
chi-square (where H ; RMSEA=0) which stands for exact fit. This makes sense because
it stands for a “close fit.” Browne and Cudeck (1993), based on experience with SEM
and RMSEA, argue that a RMSEA of 0.05 or less points to a good (close) fit; hence
it calculates p value for null hypothesis of H; RMSEA<=0.05. When PCLOSE is
significant, null hypothesis is rejected, indicating lack of close fit. PCLOSE should
be insignificant to indicate good fit.

Parsimony Adjusted Fit Indices

James and colleagues (1982) and Mulaik and colleagues (1989) suggest adjusting
NFI and GFI by multiplying indices with a ratio called PRATIO. PRATIO, as mentioned
earlier in the related section of this paper, compares the degrees of freedom for default
model (df) and independence model (df)). The formula is simply PRATIO=df/df. AMOS
also calculates PGFI by using the same method. Usually and debatably, values above
0.80 indicate a good fit. The quotation below clarifies the use of parsimony indices:

“Although many researchers believe that parsimony adjustments are important,
there is some debate about whether or not they are appropriate. I see relative
fit indices used infrequently in the literature, so I suspect most researchers
do not favor them. My own perspective is that researchers should evaluate

6 For instance a chi-square value of 2 (obviously not significant) with 1 df and 90 samples will give out an
RMSEA of 0.106. sqrt((2-1)/1.(90-1)) = 0.106
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model fit independent of parsimony considerations, but evaluate alternative
theories favoring parsimony. With such an approach, we would not penalize
models for having more parameters, but if simpler alternative models seem to
be as good, we might want to favor the simpler model.”(Newsom, J. T., 2018)

Modification Indices

Modification indices show us how much chi-square (test statistics) will decrease if
covariance is added among error terms of mentioned variables. It is only informational
for CFA or SEM. Given a poorly-fitting model, you may want to know what path(s)
you could add to make it better. If you change something according to MlIs, then it is
exploratory in nature. Be alert. This will be further evaluated below.

Also, adding paths looking to MIs makes the consecutive models nested to each other;
therefore, one can use the model comparisons based on chi-square as mentioned below.

How much MI value is worth intervention? Actually, there is no certain limit to
this. MI values show the test statistics (chi-square or CMIN) change since models
are nested by nature. Change in CMIN may not mean much if it does not change the
fit. Researchers may individually calculate a rough estimate for CMIN/df change
by dividing the highest MI value with the “df.” If the decrease in CMIN/df seems
significant, then the covariance or path may be added. If not, then it seems negligible.
This can be done as many times as the model is re-estimated; however, the user should
be cautious in their use of MIs. If new models are developed with the help of MIs,
then it must be reported. Do not pretend that you have a theoretical reason for part
of a model that was put there because it was suggested by MI indices table! This is
simply fraud. Using MIs makes the analysis exploratory by nature. This means if you
are to use MI to correct the model, then this should be reported as exploratory SEM.
The second option is that you reserve a part of the data to first explore, then use the
remaining part to confirm (lesser evil).

Model Comparisons

Comparing two good models among each other is a nice comparison. If you are
comparing two bad models, then it is a burden, and moreover, it leads to nothing but
choosing the lesser evil. How good your model is is not described in this paper because
it not only depends on fit indices or other values, such as AVE, MSV, or ASV (also not
described here), but also theoretical background and other validity questions. Model
comparisons only and simply compare two or more models. Do not assign more value
to them, and do not fall into the mistake of calling a better model valid!

If one wishes to compare models, there are few criteria. Some of these information
criteria are also reported with AMOS:

13
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The model with lower AIC (mentioned before) or BIC (Bayesian information
criteria-not mentioned in this paper) is better, but, again, these are relative numbers.
They do not indicate an absolute fit. Simply note down the models’ AIC and BIC
values, and compare them.

If models are significantly different from each other, then a complicated version
is better

If models are not significantly different, then a simpler version is preferable.

If models are nested (such as default and saturated models mentioned earlier), then:

Log-likelihood functions can be calculated, and difference among them with df can
be used in chi-square distribution to test their difference. Added paths or deleted
paths on a model make them nested to each other, so, one can compare their log-
likelihoods. (This is not in AMOS by default, but R, Matlab, or AMOS scripts can
be used to calculate).

As a rule of thumb, CFA is used to “confirm” a factor structure or a measurement

model. Therefore, any changes made to this model will take it apart from confirmation
and will make it exploratory in nature. Model comparisons are mostly suggested for

exploratory SEM or path model comparisons.

Conclusion and Notes on Fit Indices

Several researchers and statisticians suggest different values and cut-points for

different so-called useful fit indices. Individual researchers should keep in mind some

notes about fit indices:

Normality affects absolute fit indices. Non-normal data inflates chi-square and,
therefore, decreases absolute fit values. Incremental and population discrepancy
measures are less affected (Kenny, D. A., 2015).

Number of variables affect fit. Increasing the variables decreases the fit. RMSEA,
especially, increases (we do not want this) as more variables are added. Indices
such as NFI, TLI, and CFI are relatively more stable but also declines slightly in
such case, which is all probably because of an inflated chi-square.

BIC, RMSEA, and TLI requires parsimony the most (also respectively among each
other), and NFI and CFI requires it the least.

NFI does not adjust for sample size. Increasing sample size decreases the fit value.
TLI and CFI are relatively stable with sample size, and variation decreases between
larger sample sizes. RMSEA, however, declines with sample size. Larger sample
researches favor RMSEA.
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*  While testing for exact fit, a researcher should go for insignificant CMIN, which is
almost always impossible (Unless with very few variables and a small sample size).

» To assess a good or close fit, researchers may go for different values;

(o)

RMSEA (below 0.05 to 0.08): If the model is parsimonious and sample size is
large, then below 0.05 or closer values; otherwise, 0.08 or below.

CFI, RNI, NFI, TLI, RFI, IFI (above 0,90 to 0,95): Depending on variable size,
variables below 10-12 require 0.95 for close fit, variables above 12 may require
0.90 as cut-point. The higher is always the better.

RMR below 0.05 or 0.08 for larger samples and GFI, preferably 0.90 or above.
It is preferable not to use these indices.

For comparing models (almost always nested models), information criteria,
such as (AIC, BIC e.g.), are useful.

For gradual comparisons and model refining, Modification Indices are very
beneficial.

Assigning names to nested models in AMOS and using these to calculate
likelihood ratios is the best way for model comparisons. (This requires an
advanced knowledge and expertise in AMOS)

After all discussions, some essential fit indices to take into account are CMIN and
CMIN/df, FO, RMSEA, and PCLOSE. Optionally, NFI, TLI, and CFI can be used.
Researchers must determine a rationale for fit criteria, mention those rationale in their

papers, and, perhaps, regard reporting several different types of fit indices. There is

no one set of rules which to use, but a researcher can take into account the size of the
sample, number of variables, and fit indices’ pros and cons. Finally, at least referring
to one index from every different group of indices that we mentioned earlier in this

text may reduce the criticism for the fit of the model.
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Genisletilmis Ozet

AMOS, Lisrel, R, Matlab ve bir¢ok benzer istatistiksel yazilim programlarinin
yardimiyla, karmasik arastirma modellerinin ¢ogu daha hesaplanabilir ve kolayca (?)
anlagilabilir hale gelmistir. Hatta birgok farkli iligkilere sahip, karmasik modeller bile
yazilimlar yardimiyla kolayca hesaplanabilmektedir. Aralarinda kiigiik farkliliklar
olmasina ragmen, ciktilar genellikle tutarlidir ve olusan tablolar ¢ogunlukla
anlagilabilirdir. Bununla beraber, arastirma metodolojisi hakkinda artan merak ve
bilgi miktar1 dolayisiyla, bu basit goriiniimli ¢iktilar daha da karmagiklagsmaya ve
derinlesmeye baslamistir. Sozii edilen ifadeler ¢eliskili goziikse de bu noktada ima
edilen durum orta seviye bir arastirmaci i¢in oldukea tanidik gelecektir, ¢iinkii bir
aragtirmacinin istatistik bilgisi ve anlayisi derinlestik¢e, bu rakamlarin nereden, nasil
ve neden hesaplandigina dair sorular ve siipheler artmaktadir. Bu sorular ve stipheler
uyum indeksleri, ki-kare ve serbestlik dereceleri (Degrees of Freedom), degisiklik
indeksleri (Modification Indices), kovaryanslar ve artiklar (residuals) hakkinda merak
uyandirmaya baglamaktadir. Bu dogrultuda, istatistiksel jargondan miimkiin oldugunca
kacinarak CMIN (ya da ki-kare), farkli model tanimlar1 ve bu modellerin yardimiyla
uyum indeksi hesaplamalarina odaklanilmaktadir. Tiim bunlarla birlikte bu ¢alismada,
on yillik bir tartigmaya da son vermek amaciyla; hangi uyum indekslerinin ne zaman
ve nasil kullanilacagi, tam olarak neyi belirttikleri ve hangi degerlerin iyi veya kotii
uyum anlamina geldigi tartisilmaktadir.

Bu ¢aligmada tartisilmakta olan, yapisal esitlik modellemesi, dogrulayici faktor analizi
ve uyum kavramlarini kavrayabilmek literatiirde olan bazi tanimlarin netlestirilmesi
gerekmektedir. Oncelikle ¢ogu zaman kafa karistirici olabilen, arastirma siirecinin birgok
noktasinda yeterince agiklanmayan ve istatistik iglemlerin yapilmasi i¢in kullanilan
yazilimlarda bulunan modellerin tanimlanmasi ve daha sonra da tahmin yontemlerinin
aciklanmast yerinde olacaktir. Cogu “yapisal esitlik modellemesi (SEM)” yontemi kullanan
arastirmaci hangi yazilimi kullanirsa kullansin “Maximum Likelihood” yontemine aligir
ancak biiyiik bir kisminin bu yontemin gergekte ne oldugu ve ne yaptig1 hakkinda higbir
fikri yoktur. Ayrica modellerin uyumunu tartismadan dnce acikliga kavusturulmasi
gereken birka¢ kavram vardir. Bunlar; CMIN, Ki-kare, Log-Likelihood (Maximum
Likelihood), C ve F degerleri, NPAR, p ve P, uyum ve indeks, PRATIO. Bu kavramlarin
cogu tanidik gelmelerine ragmen, cogu zaman yaniltici, kafa karistirici, sasirtici ve
celigkili olabilmektedir. Genellikle bu kavramlar, ¢esitli arastirmalarda goriilmekte
ve bilindigi diisiiniilmektedir ancak gergekte ne olduklarini ve nereden geldikleri
tizerinde diisiiniilmemektedir. Bu sebeple bu ¢alismada bir¢ok kavram ve terminolojinin
tartisilmasinin yani sira, gerekli degerler ve 6nemli noktalar ele alinmistir.

Ayrica Tiirkge genisletilmis dzette yer verilemeyen ancak makalede ingilizce olarak
ayrmtilandirilmis konular:
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- Yuvalanmig modeller (nested models), arastirma modeli, doymus (saturated) model,
bagimsizlik (independence) modeli gibi kavramlar ve bu modellerin uygunluk
degerlerini hesaplarken nasil kullanildig.

- Maximum Likelihood y6nteminin faktor analizinde ve uygunluk degerlerini
hesaplamada ni¢in 6nemli oldugu ve tam olarak ne yaptig1.

- Ki-Kare kavraminin ayrintili olarak incelenmesi ve neden uygunluk degerlerinin
en Onemlisi oldugunun tartigilmasi.

- Tim uygunluk istatistiklerinin ayrintili agiklamasi, benzerlik ve farklari, giiclii ve
zayif yonleri.

- Diizeltme indislerinin (Modification Indices) ne oldugu ne sekilde kullanmasi
gerektigi.

Bazi aragtirmacilar ve istatistik¢iler, uyum indeksleri i¢in farkli degerler ve sinirliliklar
belirlemektedir. Bu nedenle arastirmacilar uyum indeksleri i¢in su noktalar1 akilda
tutmalidir:

- Normallik mutlak uyum indekslerini etkilemektedir. Normal olmayan veriler ki-
kareyi arttirir ve boylece mutlak uyum degerlerini azaltir (Kenny, D.A., 2015).

- Degisken sayis1 uyum indekslerini etkilemektedir. Degiskenlerin artmas1 uyumu
azaltir. Yeni degiskenlerin eklenmesi yoluyla, istenmeyen bir durum olan RMSEA nin
ylikselmesi de miimkiindiir. NFI, TLI ve CFI gibi indeksler nispeten daha kararl
bir yapida olsa da degisken sayisina gore ufak azalmalar gosterebilir. Bu durumun
sebebinin de ki-karenin artmasi oldugu tahmin edilmektedir.

- BIC, RMSEA ve TLI modelde sikiligin (parsimony) karsiligini verirken, NFI ve
CFI bunu en az ddiillendiren indekslerdir.

- NFI 6rneklem biiyiikliigiine gore kendini ayarlamaz, artan 6rneklem biiyiikligi
uyum degerini azaltir.

- TLI ve CFI degerleri 6rneklem biiyiikliigii ile nispeten daha kararl bir iligki
igerisindedir ve 6rneklem biiyiikligii arttikca degiskenlik azalir. RMSEA da 6rneklem
blyiikliigii ile diisiis gostermekte, biiylik 6rneklem biiyiikliikleri RMSEA’nin lehine
bir durum ortaya koymaktadir.

- Kesin bir uyumluluk i¢in, aragtirmact CMIN degerinin anlamsiz olmasini beklemelidir.
Ancak bu durum neredeyse her zaman anlamsizdir. (Cok az degisken ve ¢ok kiiciik
bir 6rneklem biiylikligii olmadigi siirece)
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- lyi ya da tam uygunlugun olup olmadigim degerlendirmek i¢in arastirmacilar farkls

degerler kabul edebilmektedir;

(o)

RMSEA (0,05 ve 0,08’in altinda): Model siki (parsimonious) ise ve 6rneklem
say1st fazla ise 0,05’in altinda ya da ona yakin degerler olmasi, aksi takdirde
ise 0,08’in altinda olmasi beklenir.

CFI, RNI, NFI, TLI, RFI, IF1 (0,90 ve 0,95’in istiinde): Degisken biiylikligiine
bagl olarak degismektedir. 10-12 degiskenden az olan durumlar 0,95 ya da
ona yakin bir uyum gerektirmekte iken 12’den fazla degiskeni olan durumlar
ise i¢in siir nokta 0,90’dir. Bu deger i¢in daha yiiksek olmasi her zaman daha
iyidir.

Daha biiyiik 6rneklemler icin RMR ’nin 0,05 ya da 0,08 den kiigiik ve tercihen
GFI’nin 0,90 ya da iistiinde olmasi beklenir. Ancak bu indekslerin tercihen
kullanilmamas1 dngoriilmektedir.

Modelleri karsilagtirmak i¢in AIC, BIC gibi kriterler daha yararlidir.

Asamali karsilastirmalar ve model arindirma icin Modifikasyon Indeksleri
(Modification Indices) ¢ok faydalidir.

AMOS’ta i¢ ice gecmis modellere isim atamak ve onlarin olasilik oranlarini
hesaplamak model karsilastirmalar i¢in en iyi yontemdir. (AMOS konusunda
ileri diizeyde bilgi ve uzmanlik gerektirir.)

Tiim bu tartigmalardan sonra dikkate alinmasi gereken bazi temel uyum indeksleri;
CMIN ve CMIN/df, F,, RMSEA ve PSCLOSE’dir. istege bagh olarak NFI, TLI ve CFI

st

de kullanilabilir. Bunlar dogrultusunda arastirmacilarin uyum kriterleri i¢in mantikli

gerekeeler belirlemeleri, bu gerekceleri makalelerinde belirtmeleri ve birkag farkli uyum

indeksi ile karsilastirmalar yapmalar1 gerekmektedir. Bu noktada kullanilmasi gereken

kurallar biitiinii bulunmamaktadir ancak aragtirmaci 6rneklem biiylikligiini, degisken

say1sini, uygun endekslerin artilarini ve eksilerini dikkate alarak karar vermelidir.

Son olarak, bu ¢aligmada bahsedilen her farkli indeks grubundan bir indekse atifta

bulunmak, modelin uyumuna yonelik elestirileri azaltacaktir.
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Abstract

The present empirical research is principally aimed to show the impact of advertisement on the brand equity of
Chabahar Free Trade-Industrial Zone (CFZ) of Iran as a tourism destination. The primary data were collected via a 24-item
questionnaire possessing a five-point Likert scale. The scales used for the questionnaire were constructed by adapting
the expressions used in previous studies. A pilot survey with 20 participants of tourists in CFZ was primarily carried
out to examine the suitability of questionnaire structure, content validity, content comprehensiveness, terminology,
comprehensibility, convenience, and speed of completing the questionnaire. The statistical population in this study
includes all tourists in the CFZ. Since the statistical population is unknown, the probability random sampling technique
was used in this study. In total, 384 samples were considered and 155 questionnaires were received. Of the considered
questionnaires, 136 valid ones were used for data analysis. To calculate the reliability and ensure the questionnaire’s
internal consistency, the Cronbach’s alpha coefficients and composite reliability were utilized. The questionnaire’s validity
was verified and approved by the convergent and divergent validity method. In this study, the hypotheses and fitting
of the model were examined utilizing structural equation modeling (SEM). Moreover, Smart PLS software was utilize
for analyzing the gathered data. In this study, it was proved that advertising has a considerable effect on brand equity.
Moreover, the findings showed the importance of advertising in creating brand equity and confirmed that the value of
brand equity could be improved by focusing on advertising.
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Introduction

In today’s competitive conditions, it is very vital to gain a desirable position in
users’ minds such that the user becomes loyal to that brand. Among the factors that
are effective to obtain such a position in customers’ minds is brand equity. Brand
equity was explained from various viewpoints and for various goals but no common
opinion has been achieved yet. Keller (2003), describes the brand equity as the distinct
influence of brand information on the customer reaction to the performed marketing
activities for that brand.

In an ever further competitive, transparent, and interconnected situation of business,
memorable experiences must be provided by brands to their customers willing to
differentiating themselves and building a solid competitive location (Schmitt, 1999).
This problem is related particularly to the services sector (Markovic et al., 2018)
due to a service’s characteristic nature (Zeithaml et al., 1985; Berry, 1980). Brand
equity is one of the most vital structures in brand administration, in managerial and
academic points of view (Yang et al., 2015).In this regard, particular attention is paid
by organizations to build brand equity enabling them to connect with the different
customers’ manners (Hultén, 2011).

Advertising is an effective factor for providing brand equity, mainly in cases with
failed sales promotion (Lindsay, 1989). Advertising as an external sign shows the product
quality (Milgrom & Roberts, 1986). Heavy investment in advertisement shows the
company invested in its brand with high advanced quality (Kirmani & Wright, 1989).
Cobb-Walgren (1995) discovered that spending costs for advertising affect positively
on brand equity and its extents. Simon and Sullivan, (1993) recognized the advertising
positive influence on brand equity. To strengthen the beliefs and views regarding the
brand, advertisement helps to possess a prevailing brand loyalty (Shimp, 1997).

Considering the growth and development of successful brands for organizations,
the importance of advertising cannot be over highlighted to improve brand equity.

It is possible to perceive tourist destinations as the products (Boo et al., 2009)
that compete in the international arena for attracting tourists. These products appeal
tourists by strengthening their differences and competitive benefits (Pike, 2009). In
this regard, the development of a destination brand is a crucial strategy to obtain
positive returns. Specifically, destination branding is regarded as a strong marketing
means for constructing the place’s positive image creating emotional bonds with the
place’s visitors (Barnes et al., 2014; Pike & Bianchi, 2016). Despite of emergence of
concept of branding in the marketing research in the 1950s (Gardner & Levy, 1955)
and its broad background (Aaker & Joachimsthaler, 2000), it has just recently drawn
attention of authors of tourist destinations field (Yang et al., 2015; Pike, 2007; Kladou
etal., 2015). Therefore, there is a long way to fully perceive brand equity implications
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in the tourism area. Today, it is agreed that it is possible to apply typical principles of
branding services and products on tourist destinations too in a similar manner (Dioko
& So, 2012). This strategy, leading to “brand equity”, is described as the total value
that a brand creates (Bailey & Ball, 2006).

A considerable amount of marketing research studied the brand equity of destinations
(Pike & Ryan, 2004; Kladou et al., 2015; San Martin & Rodriguez, 2008). Nevertheless,
place branding is a complicated and broad area of study, and it is believed that this area
of research cannot be confined by the research of just one dimension (Kaplan et al.,
2010; Barnes et al., 2014). Generally speaking, the need for measurement of the brand
value is getting growingly significant as the competition among firms in the global level
is increasing (Hsu et al., 2012; Keller, 2003). This value is conceptualized by the brand
equity concept, which is a multifaceted construct. This concept was originally suggested
by Keller (1993) and Aaker (1996) regarding services and goods, and currently it has
been extended to places (Im, Kim, Elliot, & Han, 2012; Yang et al., 2015; Konecnik
& Gartner, 2007; Bigné et al., 2013). Despite the existence of various conceptual
approaches, it is possible to define customer-based brand equity as a criterion of the
power of customers’ brand attachment or an explanation of the consumers’ beliefs
and associations regarding the brand (Feldwick, 1996; Konecnik, 2006; Pike et al.,
2010). Brand equity of the basis of customer’s point of views contains 4 dimensions:
loyalty, brand image, brand awareness, and brand quality (Barnes et al., 2014). Thus,
it should be stated that the bonds between aspects of destination brand equity have
not yet been explored so far, though these aspects have been studied in some previous
research works (Caldwell & Freire, 2004; Kladou et al., 2015). In the current study,
a new variable, namely, satisfaction, is added, which has been reported in a recent
study on destination brand equity (Fuchs et al., 2012; Bigné et al., 2013). Consistent
with former research works, brand awareness represents the knowledge of the tourist
about a specific destination or the availability of a destination in the tourist’s minds
when considering a certain travel setting (Pike & Bianchi, 2016). Brand image, which
sometimes is conversely used for the term brand associations, reflects the associations
linked to the destination. It has consisted of various individual perceptions associated
with different characteristics of the destination that may imitate the objective reality
or may not reflect it (Aaker, 1996). Satisfaction is explained as the cognitive-affective
state of the tourist that is resultant from his/her skill at the destination (San Martin &
Rodriguez, 2008). In the end, loyalty reflects the core aspect of brand equity (Keller,
2003). Loyalty in tourism is often regarded as word-of-mouth intentions and the
intention of revisiting the destination ( Prayag, 2012; Pike, 2007).

A different approach is adopted in the current work for achieving a better
comprehending the advertising impact on brand equity in a touristic destination. Also,
brand awareness, brand image, brand loyalty, and brand satisfaction are included in
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the model for completing it. These factors are considered as brand equity dimensions.
It should be mentioned that this model was tested empirically by having a focus
on the tourists who visit a destination in Iran. The profitability of the brand equity
of Chabahar tourism destination is low and this brand has not been successful to
create a competitive advantage. Previous studies express that advertising is one of the
effective elements in improving brand equity. Hence, this research aimed to assess
the effect of advertisement on brand equity indlucing dimensions like brand loyalty,
brand satisfaction, brand awareness, identified quality, and brand image in Chabahar
free zone tourism destination from tourists’ viewpoints. In other words, this study
addresses these questions: how advertising effects on brand equity. Does advertising
enhance brand equity? Conversely, do the dimensions of brand equity enhance brand
equity? Hypotheses have been formulated to answer these questions. Examination of
the hypotheses can help in the development of marketing and brand literature. This
study is conducted on Chabahar free zone tourism destination and takes the tourists’
viewpoints as reference.

In short, the ultimate goal of the current study is creating novel information regarding
destination brand equity through adaptation of a novel method that focuses on: (1) the
advertising as a critical variable information of brand equity, (2) the association between
brand equity and extents of brand equity, affecting the impacts chain in the model.
Hence, the organization of the current study is as follows; initially, the theoretical basis
of the investigation is presented, and the research theoretical model and hypotheses
are justified. Then, the procedure of this experimental investigation is explained. The
findings of the causal model are then presented. In the end, the obtained managerial
and theoretical implications are summarized and the research limitations suggestions
for the future works are described.

Literature Review

Branding is an efficient tool that helps firms to classify and distinguish services or
products in the minds of customers. It is a marketing technique applied extensively
to enhance the performance of organizations. (Liu et al., 2012; Mizik, 2014; Hsu et
al, 2011). Branding does not only include the customers’ viewpoint about the product
but also includes logistics, customer support and the image and policy of the company
(Lindermann, 2004). Brand power is a result of users’ knowledge and viewpoint about
their experience from the brand (Keller, 2003).Brand equity is a major priority in
marketing investigations and its importance is originated from the company’s tendency
toward creating strong brands to achieve stable competitive advantage(Gil et al, 2007,
p-188). Competition increase in service markets has forced many companies to look
at their brand as a competitive advantage, as sometimes service marketing is different
from product marketing, this also holds for the brand and its management (Keller,
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1993; Aaker, 1991). “Place branding” is a growing field in tourism marketing and
destination (Kaplan et al., 2010). Advertisement is one of the most operative tools by
which tourists can be attracted (Meenaghan, 1995).

Definition of Brand

The brand is an important factor in marketing, as it outcomes in an interaction
between the customer and the company and can lead to loyalty of the customer and
reliability to the brand (Garcia et al, 2012). Hence, under the title of intangible assets,
it is considered the most important asset of a company (Zehir et.al, 2011). Some
commitments and assets combined with a brand which increases or decreases the value
obtained by products and services for the company or for that company’s customers
(Aaker, 1991).

Concepts related to branding can also be utilized in the tourism industry. Tourism is
a service industry. As services cannot be presented before purchase, foreign exchange
transactions in the tourism industry are often at high risk. This clarifies the importance
of brand and branding in different sections of the tourism industry (Blain, 2001).

Generally, in the theoretical definition, the tourism destination is a collection of
tourism services and products with a significant role for the visitors informing their
various experiences and this experience is formed based on visitors’ trip schedule,
cultural history, visit purpose and their last experiences (Hosany et al, 2006). Dimanche
(2002) defines brand equity of the tourism destination as ‘assets (or debts) of the brand
relative to tourism destination trademark and name that adds (subtracts) value to the
services and experiences which are provided there’ (Dimanche, 2002).

Brand Equity

Brand equity is a tool for brands’ power assessment that is formed and evolved during
the past decades (Wood, 2000). As Yoo et al. (2000) stated, brand equity is known as a
tool motivating people to buy the product in comparison with its competitors (Yoo et
al, 2000). A reason for the significane of the brand equity concept is that marketers can
achieve a competitive advantage. The competitive advantage of companies with valuable
brands includes flexibility against competitors’ promotional pressure, opportunities
for successful brand development and the creation of obstacles for the competitors
to enter the market (Farquhar, 1989). Brand equity has been discussed with various
contents and definitions regarding different goals and also different methods of its
evaluation, however, no common viewpoint has been presented yet which is agreed
upon by all marketing researchers (Keller, 2003). Brand equity is a value given to the
services or product through the brand name and its dimensions in this model include
the brand loyalty that is the preference of a brand from a group of similar products
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due to emotional sensation relative to the name of that brand. Understanding the brand
is the capability of customer in identifying or remembering a commercial brand in a
product group. Satisfaction is the positive attitude developed by a consumer through
assessing his using experience with a definite product. In contrast, Customer satisfaction
is the predecessor of brand loyalty (Kasmer, 2005). Brand image is a group of beliefs
regarding a specific brand and includes all the images which are formed about that
name (Aaker, 1991). Brand loyalty determines selecting the brands by the consumers
probably insensitive to price decreases or increases (Keller, 2003). Brand satisfaction
is the aggregative massage of user perceptions, evaluations and psychological reactions
while analyzing the utilization of a service or product (Sullivan, & McCallig, 2012).

Brand equity is considered an asset for a company that increases the business cash
flows (Simon & Sullivan, 1993). Brand equity enables organizations to charge a higher
price for their brand along with keeping their market share (Lim, 2009). Aaker (1991)
expressed that the performance of the marketing plans and loyalty of the customers to
the brand are increased by brand equity and promotion costs are decreaseed. Hence,
brand equity results in brand profitability and makes cash flow for organizations (Aaker,
1991). Brand equity can cause a distinction in price or similar products and services
demand levels (Lindermann, 2004).

Dimensions of Brand Equity

Brand equity is a multi-dimensional and complex idea (Konecnik & Gartner, 2006;
Mittal et al, 1995). Brand equity involves 4 scopes as brand awareness, brand loyalty,
brand image, and brand satisfaction (Barnes et al., 2014, Caldwell & Freire, 2004;
Kladou et al., 2015). Loyalty is a key perception in marketing policy and Aaker (1991)
stated the brand loyalty as the central core of brand equity. Brand loyalty has gained
doubled importance as the main element of marketing techniques (Kurt & Sonja,
2008). Brand loyalty is “connecting a consumer to a brand” (Aaker, 1991). The brand
loyalty creates advantages such as prevention from the arrival of competitors, better
responsibility capability against competitive risks, further sale and income and less
customer’s sensitivity to the marketing efforts of the competitors, therefore loyalty
resources and its creation procedures are the key worry of the marketing investigations.
The emotions of customers’ are expressed by the loyalty concept. Brand loyalty is a
strong emotional attachment between the product or services and customers (Unal &
Aidn, 2013). Additionally, the emotions of consumers to brand illustrate the affective
commitment toward consumer-brand relations that explains the power of the link
between the consumer and the brand. Also, it expresses that the consumer remains
loyal to the brand (Thomson et al., 2005). Based on the explanation presented by
Oliver (1999) , loyalty is a deep and continuous assurance for a desirable service or
product repurchase in the future that consequently leads to the repetitive buying the
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similar brand or a set of same brands regarding the effective situational elements and
marketing efforts on the behavior change (Davis-ramek et al, 2008). Brand loyalty
is defined as a grade of emotional feelings of a customer when s/he is satisfied with
a special brand (Carroll & Ahuvia, 2006). Loyalty and love to a specific brand is a
part of the relationship between the brand and the customer (Riemann, 2012). Loyal
customers habitually buy their preferred brand and are not as likely to change brands
(Yoo, Donthu, & Lee, 2000).

Aaker (1991) takes into account brand awareness as a potential customer’s power
in recall and distinction that puts the brand in a specific class of products. He has
introduced several levels for brand awareness which starts from brand distinction and
leads to the dominant brand (Zehir et al, 2011). The dominant brand is attributed to
conditions in which the brand is the only name that is recalled in the user’s mind in
that product class (Carroll, & Ahuvia, 2006; Unal & Aydin, 2013). Customers with
brand awareness making faster first decisions than those unawared (Macdonald &
Sharp, 2000) even though brand awareness is the insignificant aspect of brand equity
(Bailey & Ball, 2006; Kayaman & Arasli, 2007).

Brand image is a group of beliefs about a specific brand and includes all the images
and associations which are formed about that name. These mental associations will be a
base for the customers’ decision making for comparing that brand with its competitors
in a competitive market and will play a role in attracting new customers for active
customers’ decision making (Aaker, 1992: 110, 109). Brand image identifies the
brand and its value and gets a precise location in the customer’s mind that leads to
possible brand equity improvement (Yoo et al., 2000). Brand image, from the cognitive
standpoint, is represented in the resources attributed to functional properties appealing
to tourists (Horng et al., 2012). Typically, customers relate the brand to benefits, as
well as positive quality prospects once customers have a positive brand image (Hyun
& Kim, 2011).

A challenge in competitive atmosphere, nowadays is to keep the customers satisfied
(Yap, 2012). Based on an explanation, customer satisfaction from a brand is the
aggregative massage of user evaluations, perceptions, and psychological responses
while analyzing the utilization of a service or product. Among the advantages of
a brand’s customer satisfaction, researchers mentioned the transactions increase,
tendency to purchase increase, price sensitivity decrease and exchange cost (Sullivan,
& McCallig, 2012). Sahin et al. (2011) believe that customer satisfaction implies a great
level of diversity in customers’ behavior loyalty. Yap et al (2012) show that a direct
association exists between the customer’s satisfaction and the tendency to loyalty to
the provided service. Chen et al. (2010) also found the statistical relationship between
these two factors.
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According to the above, to evaluate brand equity, all dimensions of brand equity
must be taken into consideration. Because without considering all of the dimensions,
brand equity cannot be evaluated. Consequently, it is vital to assess the brand equity
dimensions.

Advertising

Kotler and Armstrong (2008) define advertisement as a method for “non-private
communication which is paid for”. Usually, a recognized sponsor is responsible for
advertisement aimed at influencing the attitudes of the individuals towards certain people,
products, organizations, ideas or services (Belch & Belch, 2003). Advertement has a
key role in today’s competitive atmosphere where organizations have communication
with their customers, both potential and current. A significant section of the sources
is assigned by the companies to advertisement (O’Guinn, Allen & Semenik, 2009).
To assist in assess earning the best return on investment by the advertising budgets, it
is essential to understand capturing and maintaining the attention of the audience and
engaging the viewers effectively by advertisement (De Ros, 2008).

Kotler (1988) considers an advertisement as one of the 4 main instruments utilized
by companies to direct influential communications to target public attention and
buyers, “It includes non-individual types of communication performed via paid media
under obvious sponsorship”. Kotler (1988) stated that the goal of an advertisement is
to improve the responses of latent purchasers to the organization and its contribution,
highlighting that “It tries to provide data, by controlling tendency, and by providing
details for preference of an offer of the specific organization.” Customers are valuable
assets to the enterprise, however, acquiring and retaining can be expensive (Kotler,
1988). Kotler et al. (2003) stated that the individual sellers and businesses should
ask about their advertisement of services and products, and about the impact on the
customer. The alternatives are provided by an advertisement for instance via social
media, press ads, magazines, radio and television along with friends and relatives’
ideas. The consumer then purchases followed by assessing the alternatives (Kotler &
Armstrong, 2008).

Advertising in a tourism destination aims to increase the awareness from the
destination by creating unique brand equity (Evan & Jamal, 2009). By investigating
the tourist attraction capacities in a destination and following appropriate strategies,
positive paces can be stepped. Advertisement is a key factor in creating successful
brand equity for tourism destinations. Advertising is one of the effective factors on
the consumers’ response to information received from advertisements (Kotler, 2000).
Advertisement includes the presentation and promotion of concepts, services and
products by a responsible (Advertisement agency) in exchange for money payment
(Boo, 2009). Advertising is the product or service of impersonal communication and
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introduction by various carriers in exchange for monetary payment for-profit and
non-profit institutes or individuals who are specified somehow in the massage (Baker
et al, 2008).

To maintain brand equity compared to the competitors, to communicate with their
customers and to reduce the risk of market loss, managers should enhance their
marketing communications, have suitable promotion mix and use propagation and
promotional activities such as advertising (Brown, 1992). Advertising is one of the
most famous and challenging promotional activities and has been considered as the
sole propagation and promotional activity of companies for years (Meenaghan, 1995).
Researches demonstrate that advertising can be effective on all brand equity constitutive
dimensions. Many types of research show that a positive emotional response to an
advertisement possessed a direct and positive association with the commercial name
recognition and positive attitude relative to the commercial name and customers’
purchase goals (Mittal, 1999). When customers admire an advertisement, then they
will like the advertised commercial name too and the customer will be more prepared
to buy that commercial name (Osinga et al, 2011). One of the main factors in tourism
marketing is the attraction of tourists to the destination through advertising.

The Influence of Advertising on Brand Equity

The findings of Huang and Sarigdllii’s (2012) research showed that a positive
association exists between price and advertising. Doraszelski et al (2009) examined
“The influence of advertisement on perceived quality and brand awareness” and showed
in the research that a significant and positive association exists between advertising,
perceived quality and brand awareness. Last researches (Jalilvand & Samiei, 2012;
Osinga et al, 2011; Wilson, 2011; Tariq et al, 2014; Tustin, 2002; Shimp, 2010; Mogire
and Oloko, 2014) review implies the positive role of advertising on the brand equity
improvement. Advertising is all forms of public encouragement to increase the demand
for a product or service. These advertisements are performed by the product owner or
institute for potential customers by sending a direct message and or advertising tools
(Shultz &William John, 1992).

Researchers of advertising have determined that the advertisement is successful
in creating brand equity (Yoo et al., 2000). Simon and Sullivan (1993) showed the
positive influence of advertising costs on brand equity. Advertising can affect brand
equity through brand associations (Yoganatan et al., 2015). Salelaw & Singh (2015),
Concluded advertisement has a positive impact on brand awareness (Salelaw & Singh,
2015). Buil et al (2013) studied the role of advertising in making brand equity. The
results indicated that through utilizing a creative original, and different advertising
policy, the companies will be able to develop greater brand awareness and positive
insights of their brands. Their research also discovered that apparent advertisement
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spent has a positive impact on brand awareness. Nevertheless, it does not essentially
improve brand associations and apparent quality (Buil et al, 2013).

Mutsikiwa et al (2013) examined “The effect of Advertisement on Building Brand
Equity: A Case of Zimbabwean Universities “. The results showed that advertisement
has a considerable effect on brand equity. Throughout the findings of Mutsikiwa et
al’s (2013) work, it was found that Zimbabwean universities did not employ proactive
methods and novelties in utilizing advertisement as one of the strongest media in
building brand equity. They concluded that it is considerably vital for universities to
realize that creating brand equity could be simply realized if the usage of television is
initiated in these organizations as it makes the audience powerful to see and hear the
advertised brands. Television advertising can integrate the audio and video resulting
in a more permanent message in the customer’s mind) Mutsikiwa et al, 2013).

Saeedniaa.H and Sohanib.Z. (2006), in another assignment, investigated “the
influence of advertisement company social responsibility on creating company reputation
and brand equity “.They provided an experimental work to assess the influence of
advertisement on creating better brand equity and firm reputation through customer
satisfaction in the banking industry. As a result of implementing the structural equation
modeling, it was confirmed that advertising possesses a positive effect on customer
satisfaction and could assist in making a brand equity and firm reputation (Sacedniaa
& Sohanib, 2006).

The work of Hameed. F (2013), examines the influence of advertisement expenses on
brand loyalty. The findings indicated that advertisement expenses have a direct relationship
with brand loyalty. Moreover, the results indicated that supposed quality impose a positive
and direct impact on brand loyalty and customer satisfaction (Hameed, 2013).

Methodology of Research

This study is empirical research. The questionnaire technique and five-point Likert
Scale including 24 items, is utilized for measuring the effect of advertisement on
brand equity in Chabahar Free Trade—Industrial Zone tourism destination. The scales
used for the questionnaire were constructed by adapting the expressions used in
previous researches. The advertising scale was adapted by Alhaddad’s work, which
was published in 2015 as “the influence of advertisement awareness on brand equity
in social media” and Azadi et al’s work, which was published in 2015 as “the role of
media advertisement on the promotion of brand equity in the sport wear industry”.
The brand satisfaction scale was modified from the study of Sahin et al’s work, which
was published in 2011 as “the impacts of brand experiences, satisfaction and trust on
creating brand loyalty; an experimental study on universal brands.” The brand image
scale was adapted from the study by Alhaddad’s work, which was published in 2015 as

30



Sahin, Attar, Niavand / The Influence of Advertising on Brand Equity of Chabahar Free Zone Tourism Destination (Iran)

“The impact of advertisement awareness on brand equity in social media”. The brand
equity scale was modified from the study of Alhaddad’s work, which was published
in 2015 as “The impact of advertisement awareness on brand equity in social media”.
The brand loyalty scale was modified from the study by Beristain & Zorrilla’s work,
which was published in 2011 as the association between store brand equity and store
image: A conceptual outline and indication from hypermarkets. The awareness scale
was also adapted from the study by Alhaddad’s (2015) work.

A pretest was performed to determine the content validity, Suitability of questionnaire
format, content comprehensiveness, understanding, terminology, convenience and speed
of completion. The pretest was carried out with 20 tourists in Chabahar Free Zone.
The pre-test’s findings show that advertisement has as a good identity and source of
meaning for a brand by enhancing the brand image (mean=4.22), brand awareness
(mean=3.86), brand satisfaction (mean=4.19) and brand loyalty (mean=3.95). Therefore,
it was proved the comprehensiveness, format Suitability, content validity understanding,
convenience, terminology, and speed of completion of the questionnaire.

The statistical population in this study includes all tourists in the Chabahar Free
Trade—Industrial Zone (CFZ). Since the statistical population is unknown, the Probability
Random Sampling technique has been used. Cochran’s formula (1977) was used
to determine the sample size. A total of 384 samples were considered. Thus, the
questionnaire was distributed between samples and 155 questionnaires were received,
136 valid questionnaires used for data analysis. Respondents are required to respond
from completely disagree to completely agree for each statement. Questions 1-4 are
arisen for measuring ads, questions 5-7 for measuring brand awareness, questions 8§
to 12 for brand image assessment, Questions 13 to 16 for measuring brand equity,
Questions 17 to 21 for measuring brand satisfaction, Questions 22 to 24 are designed
for measuring brand loyalty based on the ordinal scale and five-level Likert spectrum. In
this work, to calculate the reliability coefficient of the questionnaire and to approve the
internal consistency of the measuring tool, Cronbach’s alpha coefficients and composite
reliability were utilized. The questionnaire’s validity the was also verified and approved
by the convergent and divergent validity method. In this work, the structural equation
model was utilized for asessing the hypotheses and fitting of the model, and Smart
PLS software was used for data analysis because it is especially suitable for cases
where data is not normally distributed (Monecke & Leisch., 2012). This method is
powerful in a situation where the number of samples and items of measurement is low
and the distribution of variables is uncertain. Therefore, it is a suitable substitute for
covariance description methods such as Lisrel and Amos. (Fornell, & Larcker, 1981).
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Conceptual Model of the Research
Figure 1. The model is as follows:

Brand image

Brand
Awareness

Hypothesis 1

Satisfaction

Brand Loyalty

Figure 1. The research model

Hypotheses of the Research
According to the research theoretical framework, the researcher’s scientific
expectations are presented in the hypotheses below:

Hypothesis 1: Advertising imposes a positive impact on brand equity.
Hypothesis 2: Advertising imposes a positive impact on brand image.
Hypothesis 3: Advertising imposes a positive impact on brand awareness.
Hypothesis 4: Advertising imposes a positive impact on brand satisfaction.
Hypothesis 5: Advertising imposes a positive impact on brand loyalty.
Hypothesis 6: Brand awareness imposes a positive impact on brand equity.
Hypothesis 7: Brand image imposes a positive impact on brand equity.
Hypothesis 8: Brand satisfaction imposes a positive impact on brand equity.

Hypothesis 9: Brand loyalty imposes a positive impact on brand equity.

Research Findings
Descriptive and Frequency Statistics

Frequency Statistics of Demographic Questions
According to the findings of investigating the demographic status of the sample
(136 people), 81 of the sample were male and 55 were women, 61% were married
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and 39% were single. However, 29% of sample people had primary and secondary
education, 48% had a diploma and associate’s degree, 23% had a bachelor’s degree, a
master’s degree, and a PhD. The demographic data of this study include gender, marital
status, age, and educational level. Then, the frequency and percentage of respondents’

demographic information are provided in different sections.

Table 1

Frequency Statistics of Demographic Questions

Title Frequency Percentage

Gender Male 81 59.6
Female 55 40.4
Total 136 100

Marital status Married 83 61
Single 53 39
Total 136 100
Under 18 39 28.7
18-24 12 8.8

Age 25-35 36 26.5
36-49 24 17.6
50-65 20 14.7
Above 65 5 3.7
Total 136 100

Education level Primary school 5 3.7
Junior Secondary School 34 25
Senior High School 23 16.9
Vocational High School 15 11
Associate Degree 27 19.9
Bachelor Degree 19 14
Master degree 12 8.8
Ph. D. 1 0.7
Total 136 100

Reliability of the questionnaire

In this work, the composite reliability and Cronbach’s alpha coefficients were
utilized to calculate the reliability coefficient of the questionnaire and to confirm the
internal consistency of the measurement tool.
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Table 2

Cronbach Alpha, Composite Reliability

Research variables Composite reliability Cronbach’s alpha
Advertising 0.995 0.994
Brand Awareness 0.995 0.993

Brand Equity 0.996 0.995
Brand Image 0.996 0.994
Brand Loyalty 0.997 0.995

Brand Satisfaction 0.997 0.996

0.7 is known as the suitable value for composite reliability and Cronbach’s alpha
(Bland & Altman, 1997; Werts at al, 1974; Fornell & Larcker, 1981). According to
Table 4, the obtained value for Cronbach’s alpha and composite reliability are higher
than the desired value, the reliability status and convergent validity of research was
confirmed.

Since the Cronbach’s alpha is a traditional criterion to determine the reliability of
the variables, a more modern method is used compared to Cronbach’s alpha, called
composite reliability. This criterion was introduced by Werts et al (1974). If the
composite stability value for each variable is higher than 0.7, then it shows adequate
internal stability for the measurement models and a value less than 0.6 indicates a lack
of reliability (Werts at al, 1974).

Validity of research

Two types of divergent validity and convergent validity were considered to calculate
the validity of the questionnaire. In this concern, apparent validity, content validity,
and factor validity (factor analysis) were investigated.

Convergent Validity

The correlation of each variable with its questions is examined using convergent validity.
The AVE criterion represents the mean of the variance shared between each variable
with its questions. To put it simply, AVE shows the correlation between a variable and its
questions. Whatever the correlation is greater, the fitting will be greater (Bagozzi, 1982).

Table 4

Convergent Validity Survey - Average Variance Extracted (AVE)

Research variables AVE
Advertising 0.981
Brand Awareness 0.986
Brand Equity 0.986
Brand Image 0.979
Brand Loyalty 0.990
Brand Satisfaction 0.984
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The appropriate value for the AVE is 0.5 (Bland & Altman, 1997; Werts at al, 1974;
Fornell & Larcker, 1981). Given the obtained value for AVE are higher than the desired
value, the reliability status and convergent validity of the research were confirmed.

Divergent Validity
Divergent validity is the third criterion for the study of the fitting of measurement
models that covers two topics:

A) Comparison of the correlation between variables of a variable with that variable
versus the correlation of those items with other variables (cross-loading).

B) Comparison of the correlation of a variable with its items versus the correlation
of that variable with other variables.

Analysis of method A: In this technique, the correlation between variables of a
variable with that variable and the correlation between variables of a variable with
other variables are compared. In case the correlation between a factor and other
variables other than its variable is more than the correlation of that factor with its
variable, then the divergent validity of the model is less than the factor (Gaski 1984;
Gaski and Nevin, 1985).

The following table is used to investigate item A:

The rows of this table belong to the questions of the questions and their columns
to the variables of the research model. The values contained within the table cells
indicate the correlation between the questions with the variables. The main model
in this study is six variables, each of which has several factors or items (Grace and
O’Cass 2003, 2005).

Table 5
Correlation Table of Questions with Research Variables
Proprietary
Questions Symptoms Advertising Brand |Brand | Brand| Brand Brand
in the Awareness | Image | Equity | Satisfaction | Loyalty
Model
DI recall
observing an
advertising for S1 0.988 0.790 | 0.840 | 0.932 |  0.846 0.824
this type of
brand at social
media
2) The social
media is full of
advertisement S2 0.990 0.807 0.836 | 0.945 0.862 0.830
for this type of
brand.
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3) There is a lot
of advertisement S3 0.990 0.804 0.837 | 0.943 0.853 0.820
for this brand.

4) The
advertisement
of this brand is S4 0.995 0.805 0.846 | 0.942 0.857 0.837

more than other
competitors.

5) I know this

S5 0.804 0.992 0.753 | 0.868 0.800 0.744
brand.

6) I can
distinguish this
brand among S6 0.800 0.992 0.753 | 0.864 0.789 0.731
competing
brands.

7) I know the
appearance of S7 0.805 0.994 0.762 | 0.864 0.794 0.748
this brand.

8) The products
have features
not existed in
other brands.

S8 0.838 0.752 0.982 | 0.878 0.803 0.751

9) The brand is

S9 0.838 0.750 0.994 | 0.881 0.807 0.766
pleasant.

10) The brand
contains a
character

distinguishing S10 0.841 0.754 0.993 | 0.880 0.804 0.760
itself from

competitor's

brands.

I It’sa
brand that
doesn’t make S11 0.841 0.757 0.991 | 0.881 0.807 0.761
its customers
disappointed.

12) It’s one of
the best brands S12 0.834 0.754 0.987 | 0.886 0.812 0.764
in the segment.

13) It makes
sense to
purchase this
brand rather S13 0.942 0.869 0.878 | 0.995 0.904 0.860
than any other
brand, even if
they are similar.

14) Even in case
another brand
owns the similar
characteristics
as this brand, I
would desire to
purchase this
brand.

S14 0.943 0.866 0.881 | 0.993 0.897 0.855
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15) If another
brand exists
as good as
x | desire to
purchase this
brand.

S15

0.948

0.868

0.892

0.995

0.903

0.873

16) In case not
differing another
brand this brand

in any way, it
appears cleverer

to buy this
brand.

S16

0.938

0.860

0.886

0.990

0.897

0.864

17) I am very
pleased with the
service offered
by this brand.

S17

0.857

0.799

0.803

0.904

0.995

0.742

18) I am very
pleased with this
brand.

S18

0.857

0.795

0.805

0.900

0.989

0.736

19) This brand
does not
satisfied my
requirements.

S19

0.862

0.797

0.816

0.902

0.996

0.754

20) I believe
that this brand
is generally a
very nourishing
experience.

S20

0.851

0.789

0.810

0.897

0.990

0.745

21) I decided
appropriately
when I made
decision to
utilize this
brand.

S21

0.852

0.789

0.809

0.895

0.991

0.752

22) I take into
account myself
as a loyal
consumer of
Brand X.

S22

0.836

0.747

0.766

0.870

0.753

0.998

23) When
visiting
anywhere, my
initial option
would be Brand
X

S23

0.821

0.730

0.763

0.853

0.736

0.991

24) I plan
to endure
purchasing/
using Brand X.

S24

0.837

0.750

0.765

0.871

0.754

0.996
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As shown in the table above, the factors related to each variable have more correlation
to that own variable compared to correlation to other variables. For example, S1 to
S4 for the Advertising variable has more correlations that are shown in dark purple
colors. These numbers in the other variables of the study are fewer.

Study of item B: Another important criterion which is identified by divergent validity
is the relationship between a variable and its questions in comparing its relationship
with other variables so that a satisfactory divergent validity of a model indicates that
a variable in the model involves more interface with its questions than other variables.
Divergent validity is at an acceptable level when the AVE value for each variable is
higher than the shared variance between that variable and other variables in the model
(O’Cass and Pecotich, 2005).

Item B is examined as follows:

Table 6

Correlation Matrix of the Study Variables

Research Advertisin Brand Brand Brand Brand Brand
variables CTUSIE | Awareness Equity Image Loyalty | Satisfaction
Advertising 1.000

Brand 0.809 1.000

Awareness

Brand 0.949 0.872 1.000

Equity

Brand Image 0.847 0.761 0.891 1.000

Brand 0.835 0.746 0.869 0.769 1.000

Loyalty

Brand 0.862 0.800 0.906 0.815 0.751 1.000
Satisfaction

Fornell and Larcker’s method suggests a matrix to study divergent validity, which
is similar to the matrix above, with the difference that the main diameter of this matrix
contains the AVE values for each of the 6 variables. The values of the main diameter
are represented by the number 1 in the table above (Fornell and Larcker, 1981). As
onserved in the table above, where is specified in the dark purple color, the amount of
root AVE of each variable is greater than the correlation of the two variables.

Finally, Table 6 indicates that all of the correlations were smaller relevant to the
square root of average variance employed along the diagonals, indicating satisfactory
discriminant validity. This verified that the found variables in every construct represented
the certain latent variable approving the model’s discriminant validity. However,
Table 5 indicates that the cross-loading of all found variables was higher than the
inter-correlations of the construct of all the other variables observed in the model.
Thus, these findings offered acceptable validation for the discriminant validity of the
measuring model.
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Analysis and Results

The structural equation model was utilized to assess the hypotheses and model
fitting in this paper. Structural Equation Modeling is a very common and powerful
method from the multivariate regression group and, more specifically, is the extension
of the general linear model allowing the investigator to examine a group of regression
equations at the same time (Bagozzi & Yi, 1988).

In this study, Smart PLS software was used to analyze the data. Standardized
regression coefficients for paths, the coefficients of determination for the internal
variables and the size of the indices for the conceptual model can be achieved using
PLS. (Baumgartner & Homburg, 1996).

Fitting Structural Equation Model

After considering the measurement models, the structural model of the research
must be examined. To evaluate the structural equation model we used t-Value, R? and
Q2 Criterion measures.

The structural model, unlike the measurement models, is not related to the questions
(obvious variables), and only the hidden variables, along with the relationships between
them, are examined.

Advertising

Figure 2. Standard Coefficient Model (t-values)
Significance Coefficients t (t-values):

Several criteria are used to examine the structural model fitting of the research,
which the first and most important criterion is the t-values.
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The significant numbers t is the most basic criterion for determining the association
between the variables in the model (structural section). If the value of these numbers
is greater than 1.96, the validity of the relationship between the variables is verified
and the research hypotheses are approved at the confidence level of 0.95. Of course, it
should be noted that numbers only show the correctness of the relationship and it can’t
be used to measure the intensity of the relationship (Grace and O’Cass 2003, 2005).

BrandZatisfaction
6.257

Advertising

BrandLoyalty

Table 7

Figure 3. T-values

T-Value & Standard Coefficients & Standard Error

" ihe researeh sructural model || error | Stindard coefficients | T-Value
Advertising -> Brand Awareness 0.038 0.809 21.266
Advertising -> Brand Equity 0.010 0.364 6.257
Advertising -> Brand Image 0.025 0.847 33.786
Advertising -> Brand Loyalty 0.029 0.835 28.766
Advertising -> Brand Satisfaction 0.022 0.862 38.993
Brand Awareness -> Brand Equity 0.033 0.173 5.267
Brand Image -> Brand Equity 0.042 0.165 3.897
Brand Loyalty -> Brand Equity 0.047 0.159 3.341
Brand Satisfaction -> Brand Equity 0.037 0.200 5.335

According to the above table for all relationships, it can be stated that a considerable
association exists between the variables of the model because the t-values, the degree of
test freedom of the t-student is 135 (136 minus one), for these relationships, are more
than 1.96 and since 100% of the relationships are confirmed, therefore the structural
model fitting is extremely good.
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According to the critical table related to this test, the minimum value for this test
is 1.96 at a 95% confidence interval and an error percentage of 5%. That should be a
meaningful criterion.

R Squares orR2:

R2 is a criterion utilized to attach the measurement section and the structural part of
structural equation modeling and implies that an exogenous or independent variable
imposes a significant impact on an endogenous or reliant variable. An important
advantage in PLS technique is that this method is able to decrease errors in measuring
models or increment the variance between variables and questions (Chin, 1998; Hensler
and Fassott, 2010; Wold, 1985)

This criterion is used to assess the structural model fitting in research, R2 coefficients
related to the concealed (dependent) variables of the model. R2 is a criterion that
indicates the impact of an exogenous variable on an endogenous variable, and 3 values
0f0.19, 0.33 and 0.67 are regarded as a criterion for weak, moderate and strong values
(Esposito Vinzi, 2009, Esposito Vinzi et al, 2010).

The value of R2 for exogenous or independent variables is equal to zero.

Table 8

R Squares or R’

Research variables R Square
Brand Awareness 0.654
Brand Equity 0.963
Brand Image 0.718
Brand Loyalty 0.698
Brand Satisfaction 0.744

According to the above table, the value of R2 for all dependent variables is moderate
and strong, and based on the value of the criterion, the relevance of the structural
equation fitting is confirmed.

Q2 (Stone-Geisser Criterion)

In 1975, Stone and Geisser introduced this criterion, which indicates the model’s
predictive power. They believe that models possessing satisfactory structural fitting
should be able to predict questions associated with the model’s dependent variables.
That is, if the relationships between variables are correctly defined in a model, the
variables will be able to influence enough each other’s questions and the hypotheses to
be confirmed in this way. The Q2 value must be determined for all dependent variables
of the model (Stone, 1975).
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If the value of Q? for a dependent variable is zero or less than zero, it means the
associations between the other variables of the model and that dependent variable are
not well defined and, as a result, it is essential to correct the model. This criterion shows
the model’s predictive power, and if the values 0of 0.02, 0.15 and 0.32 of Q2 value for
one of the inactive variables represent the weak, moderate and strong predictive power
of the variable, or relevant exogenous variables.

Table 9

Q2 criterion

Research variables SSO SSE 1-SSE/SSO
Brand Awareness 408 146,265 0.641
Brand Equity 544 31,254 0.942
Brand Image 680 204,681 0.699
Brand Loyality 408 128,029 0.686
Brand Satisfaction 680 185,001 0.728

SSO = Sum of square values for questions.
SSE = Sum of square error values in predicting dependent variable questions.

As shown in the table above, this criterion for all three variables is in medium and
strong level, which indicates that exogenous (independent) variables are suitable for
predicting dependent variables and appropriate fitting for the structural model of the
research is confirmed again.

Discussion

The findings of this work illustrate a positive influence of advertising on brand
awareness (path coefficient = 0.809 and the t-value = 21.266). Moreover, the outcomes
show the significant effect of advertising on the brand image with (path coefficient =
0.847 and the t-value = 33.786). Similarly, the hypothesis of “advertising imposes a
positive and significant effect on brand equity” is confirmed by the obtained results
(path coefficient = 0.364 and the t-value = 6.257). Advertising shows a positive
influence on brand satisfaction (path coefficient = 0.862 and the t-value = 38.993).
Furthermore, advertisement is significantly related to brand loyalty (path coefficient
= 0.835 and the t-value = 28.766). Likewise, brand awareness, brand image, brand
loyalty, and brand satisfaction show positive effects on brand equity with 0.173, 0.165,
0.159, 0.200 level of path coefficient and at 5.2674, 3.897, 3.341, and 5.335 level of
t-value, respectively.

According to the findings of the present work, it can be said that advertisement
imposes a positive and significant effect on brand image, brand equity, brand awareness,
brand satisfaction, and brand loyalty. It is also shown that the dimensions of brand
equity include a positive and significant effect on brand equity. A strong brand contains
many benefits for service organizations. More loyal customers, increased organizational
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capacity in crises, less marginal profits and positive reaction of customers to buy and
introduce the goods or services to others can be noted in this concern. The results of
this work confirm the influence of advertising on brand equity. Attention and emphasis
on the brand and its management in the service sector are very important.

As Sullivan et al (1993) have suggested, advertising imposes a positive influence on
brand equity, and several studies have shown that there is a positive association between
the consumer’s positive response to advertising and the attitude towards brand and
intention to purchase. Therefore, advertising imposes a considerable impact on brand
equity. The outcomes of this work are in agreement with the findings of Archibald et
al. (1983), Kob et al. (1995) Laroche et al. (1996), Stone et al. (2000), Barz and Barker
(2003), Heusselli et al. (2007).

Sub-hypotheses of the research indicates the importance of each brand dimension
in the effectiveness of advertisement on brand equity. As observed, advertising can be
effective in brand equity by creating customer loyalty. Loyal customers have significant
benefits to companies and lead to decrease the cost of new customers attraction. The
results of this section confirm the results of Yoo et al. (2000) that advertisement is
related to brand loyalty and attitude towards the brand must be strengthened to have
a considerable impact on brand equity. Various studies have approved the association
between brand image and advertising activities (Anand et al, 1988). Brand awareness
imposes a positive and significant effect on brand equity by creating the desired attitude
of the customers, increasing their knowledge of quality, the amount of remembering
and creating a clear image of the services. On the other hand, advertising is considered
as one of the ways to promote awareness, brand loyalty, brand satisfaction, and brand
image. Therefore, as it is observed from the results of the research, advertising through
awareness can affect brand equity. The results of this section are in agreement with
Grover & Siriniosan (1992) and Schwart et al. (20006).

Conclusions

This paper assesses the “Effect of Advertisement on the Brand Equity of Chabahar
Free Zone Tourism Destination (Iran)”.Results indicate that advertisement imposes a
significant impact on the brand equity and shows that a significant association exists
between the variables of the model because the t-values for these relationships is more
than 1.96 and since 100% of the relationships are confirmed, therefore the structural
model fitting is extremely good. The value of R2 for all dependent variables is strong
and moderate. Regarding the value of 0.862 for GOF indicates the model imposes good
fitting. Investigating the hypotheses of the research be shows that advertisement imposes
a positive and significant effect on brand equity and the dimensions of brand equity
(brand awareness, brand image, brand satisfaction, brand loyalty) have a significant and
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positive effect on brand equity. Also, results revealed the importance of advertising in
creating brand equity and confirmed that brand equity could be improved by focusing
on advertising. Furthermore, the results approve the significant and positive impact of
advertising on brand awareness, brand image, brand satisfaction, and brand loyalty.

In conclusion, this work highlights the importance of advertising in creating
maintainable brand equity. It proposes for managers of the tourism industry to focus on
such aspects in designing their branding policies to build their universal competitiveness.
In general, this study implies that the capability in utilizing creative advertisement
approaches attractive to customers may affect their preferences and buying decisions.
The findings also indicate that tourism destinations can use the title of a positive image
to create a positive brand image and acquire favorable customer reactions. Advertising
a positive title is essential to create maintainable brand equity that can be utilized by
customers to assess a brand prior to buying.

Some recommendations are provided below:

It is needed to develop strategies in the field of marketing to introduce tourism
attractions in the tourism destination. Various tools such as radio, television, social
media, etc. will be used to advertise and introduce the tourist attractions of tourism
destination especially Chabahar Free Trade—Industrial Zone (CFZ). The Tourism
Management Department of the organization must use advertising in social media to
promote brand equity. Social media can discuss and interact with users and this method
is used to transfer experiences of visitors to other peoples.

Brand management programs in the service sectors will focus on identifying the
most important and most effective dimension of brand equity in building brand equity.
To do this, targeted advertising at a widespread level can improve brand image and
brand awareness using advertising by social media.

Organizing the tourism advertisement according to the attractions of tourism
destinations.

Presenting services and designing products fit to demands of tourists from different
cities and ethnics;

Using advertisements in mass media to introduce tourism attractions to large groups
of people to popularize the brand of a tourism destination.

Designing new models with frequent surveys by changing the population structure
of tourism destinations.

This paper contains some restrictions that can be taken into account in future
researches. First, only one destination was chosen for this work. This causes the limitation
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of the generalizability of outcomes to other destination brands in Iran. It is recommended
to overcome this restraint by future studies and study the effect of advertisement on brand
equity for other destinations in the country. Second, this study investigates only brand
equity and advertising. Hence, future work should concentrate on other variables like
service quality and price deals. Furthermore, the research subject is from the tourism
industry within one destination. Examining the topic in other destinations can help
the readers to comprehend how the effects of advertising on the brand equity of this
destination differ. Since the sample size only involves Chabahar tourism destination, it
is not possible to generalize the study to the other sectors. Therefore, the brand equity
model should be employed in other sectors to create its external validity. Though this
study offers some primary views into the associations between brand image, brand
awareness, brand satisfaction, brand equity, brand loyalty, and advertising, future work
should be established upon this study model and offer more views into the nature of
these associations in various consumption circumstances. In summary, considering the
importance of brand management and branding, especially in tourism organizations,
the tourism industry practitioners should focus on developing long-term strategies
for the tourism brand, and use this intangible asset. It was concluded from the results
that the role of advertising can be further prolonged to utilize in creating brand equity.
Thus, the main application of the article is the expansion of the role of advertisement
to make brand equity.
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Abstract

The objective of this study is to measure the moderating role of internal audits in the strategic planning implementation
success. An internal audit is the primary function for all organizations to measure the effectiveness of the internal controls,
risk management and governance processes. On the other hand, strategic planning is one of the most important resource
allocation and strategic management instruments for an organization. The question is, how does the internal audit affect
the strategic planning implementation success? How do these two strategic management instruments affect each other?
In order to answer these questions, an empirical approach is being followed in this study. The conceptual framework
of the study is being set up based on internal audits and strategic planning literature, previously validated measures to
evaluate the effectiveness of the variables are used to test the hypothesis. Turkey’s biggest 1000 firms are chosen as the
target group, and a survey is conducted with 299 samples selected from this target group. The results indicate that the
effectiveness of internal audits increases the strategic planning implementation success. Internal audits moderate the
relationship between risk management and strategic planning implementation success. Internal audits moderate the
relationship between governance and strategic planning implementation success. No empirical evidence is found on the
moderating effect of internal audits on the relationship between internal controls and strategic planning implementation
success. The primary contribution of this study to the internal audit literature is presenting the relationship between
internal audits and strategic planning in a holistic approach with the help of empirical data.
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Literature Review

Although being a rarely audited and evaluated function of an organization, strategic
planning is actually a way of looking to the future. Every manager needs assurance about
the planning and implementation processes. Strategic plans shape the future, and their
success is very important for all the organizations. Internal audits are responsible for the
assurance of the organizational processes. As a strategic control instrument, the internal
audit function must give the necessary assurance to both planning and implementation
of the strategic plans. There are two basic roles of internal audits during these processes;
one is testing whether the necessary steps of the planning process are being taken or
not, the second one is evaluating the reliability and suitability of the contents of the
plan. According to the results of a survey conducted by McKinsey with 800 managers
in 2009, 45% of them were not satistied with the planning process (McKinsey, 2009).
Auditing from beginning to end of this process can increase the satisfaction rate of
the strategic planning process. The International Professional Practices Framework
(IPPF) for Internal Auditors standard 2100 states that: “The internal audit activity
must evaluate and contribute to the improvement of the organization’s governance,
risk management, and control processes using a systematic, disciplined, and risk-based
approach. Internal audit credibility and value are enhanced when auditors are proactive
and their evaluations offer new insights and consider future impact” (I1A, 2013: 29).
Defining objectives and goals is the prerequisite of internal controls and they are the
keys to the strategic planning process. According to the widely used internal control
framework COSO, strategic goals and objectives should be defined with participatory
methods by the management (COSO, 2013: 26).

The role of internal audits in strategic planning can be examined in three phases;
formulating the strategies and strategic plans, implementation of strategic plans, and
evaluating the results. During the formulation phase, there are two objectives of the
process, the first one is evaluating the quality of the setting up process, and the second
one is evaluating the content quality. The objective of the implementation phase is
measuring the rate of transforming strategies to objectives and performance indicators,
and evaluating the application of these strategies in entire organization. The objective
of the evaluation and control phase is to measure the results and compare them with
the preliminary objectives (IIA, KPMG, 2015: 14).

During the formulation process audit; the application of the planning process steps
and their logical order, participation of the right people and the right organizations to
the process and accurate communication with the stakeholders are being evaluated.
Auditing the content means evaluating the basics of the strategies and their soundness,
accurateness, objectivity and sufficiency. The weaknesses of the process, risk analysis
results, internal and external factors that might affect the organization, the results of the
SWOT and PESTLE analyses, competition among rivals, gap analysis between strategies,
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best case and worst case scenarios, sharing strategies with the other stakeholders,
consistency between vision mission and objectives, and attainability of the objectives are
the other issues that must be evaluated by the internal auditors during the formulating
phase (Balkaran, 2016: 4). While evaluating the content of the strategy, the internal
auditor should focus on the grounds of the strategy instead of its accuracy (IIA,
KPMG, 2015: 15). Approved strategic plans give directions to the other plans of the
organization, such as marketing, finance, production, human resource, governance,
enterprise risk management, compliance and information technology. All of these
plans and processes should be harmonized with each other. For example, if a 15%
market share increase is projected in the strategic plan, the marketing plan should be
coherent with this projection (Balkaran, 2016: 6). Likewise, according to IPPF 2110.
A2: Internal audit function must evaluate the IT governance of the organization and
its support to the organization’s strategic objectives (IIA, 2013: 30). If the strategic
functions are not coherent with each other, they may head in different directions. The
internal auditors should be careful about the consistency of the strategic objectives of
the organization. If the marketing department is moving forward in a direction other
than the organization’s strategy, the internal audit should see this difference and make
the necessary recommendations.

Strategy implementation is converting the organizational strategy to: objectives,
performance criteria, operational plans and the budget. In this phase, the projects’
tactical levels are executed based on the management decision. The internal audit
function should evaluate whether the operational activities are managed according to
the determined strategy, and internal auditors should confirm that the organization has
an appropriate governance structure, including decision responsibilities and reporting
channels. Additionally, internal auditors should evaluate the strategic priorities,
accountability criteria, performance indicators and resource allocation for the planned
activities (Balkaran, 2016: 7). They should performa risk analysis, and examine the
different projects and measure the risk indicators. Analyzing strategic risks during the
implementation phase will increase the probability of hindering the obstacles that may
affect positive outcomes of the strategy and add value to the system.

The internal audit function may evaluate the strategic plan implementation either as
a part of a planned audit job or it may audit whole plan separately. In both jobs, they
should go back and analyze the previous phases in order to compare the objectives and
the results. They should evaluate the factors that are omitted during the planning phase.
The objective of such an audit that is conducted at the end of the planning process is to
put forth the learned lessons and determine the issues that may be an input for future
planning processes (I1A, KPMG, 2015: 17).
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In order to be an effective management instrument, the strategic plan and the planning
process must be evaluated continuously considering the changing environment and
market conditions. The internal auditors should evaluate the measurement criteria or
the performance indicators for the success or failure of the plan and their grounds, and
if these deviate from the objective, they should recommend performance indicators
and measurement criteria to the management to reconsider (Balkaran, 2016: 7).
Based on the factors mentioned above, we can say that the internal audit function
will add value and make contributions to the planning process in every phase. We
consider that an effective internal audit function moderates the strategic planning
implementation success. The hypothesis based on this premise is presented in
following parts of the study.

Theory and Hypothesis

Enterprise Risk Management and Strategic Planning

The modern economy is based on preferences, and every preference contains risks.
From basic operational jobs to strategic decisions, every activity requires struggling
with uncertainty. In today’s World, management’s expectations on management risks
that may affect organization have increased dramatically (Standard & Poor’s, 2008).
Every organization should examine their strategies periodically in order to take the
advantage of the opportunities and eliminate the risks. At this point, the organizations
should benefit from the Enterprise Risk Management (ERM) process which can
be defined as the culture, capability and applications integrated with the strategic
management processes to manage the risks in order to create value for the organization.
According to a study conducted by RIMMS in 14 different industries with 97 firms
in 2017, 61% of the firms are shaping their strategies based on the results of the ERM
process (RIMS, 2017: 3).

Selecting a strategy means evaluating the options and making the cost benefit analysis.
Accurate decisions are the results of accurately applied analysis procedures. The ERM
process sheds light on the risk dimension of decision processes. The decided strategy
should support the organization’s vision and mission. Although executed successfully,
an improper strategy may cause a conflict between the vision, the mission and the
organizational values. ERM diminishes this probability by its structured approach to
risks, evaluates all risk aspects for all of the strategies, compares the risks with the
organizational risk appetite, measures its contribution to the organizational objectives
and considers the effectiveness of resource allocation. Every strategy is grounded to an
assumption, and the changes on these assumptions may affect the selected strategy. The
changes on the assumptions should be monitored continuously, and what can be done
for those changes, should be considered all the time. ERM is a valuable process for
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every organization, since it keeps the risk register that includes all the organizational
risks, and helps defining, managing and reducing risk effects and supports decision
processes (COSO, 2013: 1-5).

According to Kaplan and Mikes, organizations may face three kinds of risks. The
first types of risks are operational risks as a result of user error, unauthorized access and
control deficiencies. These types of risks can be reduced by operational controls. The
second risk type is the external risks that happen without control of the organization. The
organizations may foresee them, and develop ways to reduce the effect of these risks
since they may not be able to control them. The third type of risk is the strategic risks,
and they cannot be controlled by rule-based controls. A structured and well-rounded
risk management process is needed for these type of risks (Kaplan and Mikes, 2012).

ERM is directly related with determining the strategy. ERM should be integrated with
the organizational strategy in order to create value. Helping organization to achieve its
goals is the defined mission of the ERM, and achieving this objective is only possible
by being an integral part of the strategic planning process and its implementation
(Beasley and Frigo, 2011: 33). According to a study carried out by Fungston (2004)
regarding 100 firms with the biggest decrease in value between the years 1995 and2004,
operational and strategic risks are the primary reason for this decrease. 37 of these
firms said that the reason for these decreases is operational risks, and 63 of them said
that the primary reason for these decreases is strategic risks (Fungston, 2004: 11).
According to another study carried out by Smithson and Simkins (2005) to analyze
the effect of financial risk management on organizational value, contrary to the CAPM
theory, even though industrial firms are sensitive to the exchange rates, the firms in
financial sectors are sensitive to the interest rate. Managing these risks helps both to
attain the appropriate investment opportunities and implement the planned strategies
(Smithson and Simkins, 2005: 15). Andersen (2009) finds a positive relationship
between risk management and corporate performance in a study analyzing the effect of
risk management in exploiting the opportunities and eliminating the threats (Andersen,
2009: 360). Hoyt and Liebenberg (2011) find that ERM can increase the volatility of
the stock prices and the earnings per share, and share issue costs can be diminished by
the synergy between the risk management activities in the entire organization (Hoyt and
Liebenberg, 2011: 780). In a study conducted in 645 different sized firms, Beasley at
all (2015) find that, a strategic planning process supported by a mature ERM process
can provide a competitive advantage to the firms (Beasley, 2015: 242). According to
the factors mentioned above, the first hypothesis of the study is:

HI: There is a positive relationship between the risk management process and
strategic planning implementation success.
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Corporate Governance and Strategic Planning

Governance can be defined as the system of policies, procedures, rules and regulations,
markets, contracts and stakeholders that direct and effect the decision-making process
of the management (Brickley and Zimmerman, 2010). Many kinds of governance
definitions can be found in various sources. The primary reason for the different
definitions is looking at the governance from different aspects, one from the relationship
focus, and the other one is the economic focus. The governance process is based on the
balance between social and economic objectives, and between individual and corporate
objectives. Lately, economic focused governance definitions are losing their value
since they do not understand the dynamics of the motivation behind the governance
process. Behavior oriented definitions are gaining importance. The objective of the
governance principle is maximizing the shareholder value while maximizing the
stakeholder satisfaction. Achieving this objective mostly depends on understanding
the basic principles of governance such as transparency, reliability, accountability
and responsibility (Aras and Crowther, 2008). In the governance literature, there are
studies that indicate a strong correlation between governance and corporate value (Core,
Guay and Rusticus 2006:655-687; Amman, Oesch and Schmid, 2010:36-55; Bebchuk,
Cohen and Ferrel 2009:783-827; Rose 2003: 17), and there are studies that indicate
that a weak governance structure may be harmful for the organizational sustainability
and can cause discontent among the stakeholders (O’Reagen at all, 2004: 49). The
leaders that feel responsibility to their organizations must benefit from the governance
approach and best practices by focusing on the principles, values and institutionalization
in order to manage more effectively. Strategic planning is a continual process where
the objectives are determined by the upper level management with middle level
management’s and the workers’ inputs. Likewise, an organization’s governance process
needs inputs from all layers of employees (Ferrell, Fraedrich and Ferrell, 2000). Most
of'the failures in the strategic planning process are attributed to the implementation of
the plan. Although the issues such as economic conditions and competition may affect
the implementation of the strategies, most of the failures are attributed to breakdowns
during the implementation phase. A basic reason for this failure is the lack of information
sharing at all layers of the organization (Siciliano, 2002: 34), or the employees being
unreluctant to information sharing which may cause the upper level management to
perform badly (Cater and Pucko, 2010: 207). A powerful organizational governance
structure is the only way to struggle with the problems originating from the stakeholder
participation during the strategic plan implementation (Lipton and Lorsch, 1992: 64).
According to the study conducted by the National Association of Corporate Directors
(NACD, 1997), governance mechanisms should participate in strategic issues of the
organization. Every day, governance processes are evolving from regulations and their
relationship to planning and performance. Corporate performance, strategic planning,
CEO-Board relations and stakeholder management are the main issues for governance
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(NACD, 1997). We think that, while making the decisions affecting the future of the
organization, all of the stakeholders should be considered, since their contribution is
very important for the strategic planning implementation success. Based on the factors
mentioned above, the second hypothesis of the study is:

H2: There is a positive relationship between the governance process and strategic
planning implementation success.

Strategic Planning and Internal Control

Internal control is maybe the most important factor that may affect the performance
of the organization because it consists of all the processes and procedures of the
organization. It plays a critical role while achieving the organizational objectives, and
it is a prerequisite for organizational success. If we broadly define internal control;
it consists of all the controls about strategic management, management processes,
activities and performance processes. We can consider an internal control as effective
only if it contributes to achieve the organizational objectives. The Lambert, Leuz, and
Verrecchia (2007) model direct and indirect effects of the internal controls in the the
organization, and find that low quality information flow increases the cost of capital and
the information systems, as a part of the internal controls affect the decision processes
(Lambert, Leuzand and Verrecchia, 2007: 390).

Internal control plays a vital role in achieving organizational objectives. An effective
internal control system is the prerequisite for success of the organizational controls. In
a broad sense, internal control consists of all the management processes that may affect
corporate performance (Vijayakumar and Nagaraja, 2012: 2). The working conditions
required for the organizational success are defined in the control environment standards.
Internal control standards define a working environment in which organizational roles
and reporting responsibilities, hierarchical relationships, policies and procedures are
clearly defined, ethical values are known and adopted by everyone, planned educations
are conducted to increase the competence of all employees. If we evaluate the control
environment standards that can be called organizational culture, we can say that if
everything is constant, an ideal control environment will affect the strategic planning
implementation success. Palermo (2011) suggests that organizational culture is an
important indicator for the internal control effectiveness, and an effective control
environment can contribute to produce achievable and realistic objectives with the
organizational resources (Palermo, 2011: 774).

The basic purpose of control activities is to evaluate the measures to achieve
the organizational objectives. The risks of these activities are assessed in the risk
management process, which is the third component of internal control, and the
information flow of these risks is provided by the information and communication
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standard, which is the fourth component of the internal control. Information systems
deal with operational, financial and compliance information which is needed for the
decision-making processes (Stringer and Carey, 2002: 61). The quality of the internal
control process is evaluated by the monitoring process, which is the fifth component
of'the internal control. The board is responsible for the evaluation of an internal audit’s
contribution to the achievement of the organizational objectives and their functionality.
Even though it evaluates the effectiveness of the internal control, actually the internal
audit is a part of internal control.

Although the goal of all internal control standards is to achieve the organizational
objectives, especially the fifth standard, “planning and programming”, defines the
strategic planning. According to this standard, the organizations have to prepare strategic
plans to form their vision and missions, to determine strategic goals and achievable
objectives, to measure their performances and to monitor and evaluate the procedures
and the processes. Strategic planning is a must for an ideal organization according to
this standard. Examining the internal control standard of the risk management shows
that the main aim of this process is to define, assess, control and manage the risk that
may be a threat to the organizational objectives. At this point, we can say that the
most valuable contribution of an appropriate internal control system is to achieve the
organizational objectives. Based on the factors mentioned above, the third hypothesis
of the study is:

H3: There is a positive relationship between the internal control process and strategic
planning implementation success.

The Moderating Role of Internal Audits

Internal audits, as expressed with the definition, improve the internal control,
governance and risk management processes by evaluating, analyzing and making
appropriate recommendations (Grambling, Maletta, Schneider and Church, 2004: 195).
They also support the management’s decision-making processes with a systematic and
disciplined approach (Marville, 2003: 210). Today, internal audits are evolving from the
“preserving value” objective to the “adding value” objective by considering strategic
risks and the shareholder value maximization approach. This approach steers internal
audits to a future oriented point of view that evaluates the risks that may be an obstacle
for achieving objectives instead of measuring past performance (I1A, KPMG, 2015: 7).

The results of the research on the gap between strategy formulation and implementation
can be clustered into four groups: planning results (lack of harmony between strategy
and objectives, disagreement between decision makers, failure to see impending
problems, etc.), organizational problems (lack of coordination and information sharing,
inadequate information systems, inappropriate structure and resource allocation,
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etc.), managerial issues (inadequate management and corporate support, erroneous
personnel management, etc.) and individual problems (resistance to change, lack of
understanding the vision and mission, etc.) (Jiang and Carpenter, 2011: 5). Effective
risk management, control and governance processes are key to solving these issues
and achieve the organizational objectives.

Organizations should consider the risks that they may confront while managing
their strategic and operational objectives. An uncoordinated and department-based risk
management approach is the main problem that management faces while managing
risks. At this point, an internal audit plays a vital role as a facilitator supporting the
integration of the uncorrelated risk management processes. In addition to this, the
internal audit supports the management of organizational risks by providing a reasonable
assurance to the management about the effectiveness of the key risks (Jeffrey, 2008: 1).

Supporting and encouraging an effective governance process, is very crucial for
achieving the organizational objectives, high performance, organizational growth,
competitiveness, compliance and long-run sustainability. The internal audit is in place
to support the governance process. Additionally, the internal audit not only supports
the board’s oversight mission but it also is the most important instrument to measure
its own performance (Ramamoorti and Siegfried, 2015: 31).

Sawyer and Vinten (1996) summarize the contribution of the internal audit to
management in four topics: informing management about the control and performance
issues by their judgment and expertise, recommending improvements to both management
and the board, producing solutions to complex issues, and providing timely, accurate,
reliable and useable information for all the management layers of the organization
(Sawyer and Vinten, 1996). Considering the strategic planning implementation process,
all the benefits counted above will have a positive impact to this process. In consideration
of the above-mentioned arguments, we think that the internal audit plays a moderating
role between the strategic planning and the internal control, governance and risk
management processes. Moderating effect defines a relationship that increases or
decreases the direction and the power of the relationship between a dependent and
an independent variable. The moderator variable can regulate the direction and the
power of the relationship between a dependent and an independent variable like a
rheostat (Glirbiiz and Sahin, 2016: 294). Based on the assumptions mentioned above,
the followings are the other hypotheses of the research.

HA4: Internal audit has a moderating effect between the strategic planning
implementation success and the organization's risk management process.

HS5: Internal audit has a moderating effect between the strategic planning
implementation success and the organization’s governance process.
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H6: Internal audit has a moderating effect between the strategic planning
implementation success and the organization's internal control process.

Research Design and Methodology

Participants and Procedure

Appointments from 974 firms having internal auditors were requested, and 214
of them refused our requests and 460 firms accepted. 23 firms did not answer all
the survey questions. The study was completed with the managers of 299 firms by a
face to face interview. With a 95 % confidence interval, 278 samples are considered
enough for this study. The manager’s intentions and ability to answer the questions
objectively and sincerely are the limitation of this study. 18% of the participants were
women, and 82%o0f them were men. Most of the participants are working in firms of the
production sector (44,1%) and Finance (20.4%) sector.12% are general managers, 40%
are department managers, 43.1% are board members and other high-level managers.

Measures

A five-point Likert scale is used for the sake of uniformity in measuring the variables.
The scales range from very strongly disagree (1) to very strongly agree (5). The
survey is initially constructed in English, and all items are translated into Turkish by
conducting translation and back-translation procedures. The reliability and validity
of all the measures are tested.

Strategic Planning Implementation Success

A six-item scale adapted from a previous research (Elbanna, Andrews and Pollanen,
2015) is used to measure the managers’ perception about the success of the implemented
strategic plan. The Cronbach a for the scale is 0, 75. Kaiser-Meyer-Olkin (KMO)
coefficient is 0.83, which means sample size is sufficient. Bartlett test results (2= 335,
32; p<0,001) show that the sample is statistically significant. After the assumptions
required for factor analysis were met, the analysis was carried out. As a result of factor
analysis, it was observed that a single factor with a self-value above 1 was formed.
In addition, a sharp decrease was found in the eigenvalue factor graph after the first
factor, and it was observed that the factors after the first factor contributed very little
to variance. These results indicated that the scale is one factor. After this stage, factor
analysis was performed again with a single factor. As a result of the Exploratory
Factor Analysis, it was observed that the factor loads of the items in the strategic
planning scale ranged from 0.706 to 0.634. The eigenvalue for the single factor scale
was calculated as 2.70. It was determined that the single-factor structure of the scale
explained 45.04% of the total variance. It is sufficient that the variance explained in
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single factor scales is 30% or more (Biiyiikoztiirk, 2006). To determine the reliability
of the strategic planning scale, Cronbach alpha internal consistency coefficient was
calculated and examined. Cronbach Alpha internal consistency coefficient of the scale
was calculated as 0.75. If the Cronbach Alpha internal consistency coefficient is less
than 0.70, it is an indicator that the reliability of the scale is weak (Tavsancil, 2010: 29).
The Cronbach Alpha coefficient calculated for the strategic planning scale showed that
the scale’s reliability based on internal consistency was sufficient. The single-factor
structure of the strategic planning scale, which was discovered by exploratory factor
analysis, was tested with CFA. As a result of CFA, some fit values were calculated
and examined to find out how compatible the model was with the data available. As a
result, it was understood that the single factor structure of the strategic planning scale
is compatible with the available data.

Internal Audit

A 37-item scale adapted from a previous research (Cohen and Sayag, 2010: 298). is
used to measure the effectiveness of an internal audit in an organization. The Cronbach
a for the scale is 0, 94. Kaiser-Meyer-Olkin (KMO) coefficient is 0.95, which means
the sample size is sufficient. Bartlett test results (y2= 3542, 62; p<0,001) shows that
the sample is statistically significant. According to this result, it was understood that
the multivariate normal distribution assumption was also met in the universe parameter.
After the assumptions required for factor analysis were met, the analysis was carried
out. As a result of the factor analysis, it was observed that there were seven factors
with a self-value above 1. On the other hand, it was determined that there was a sharp
decrease in the eigenvalue factor graph after the first factor, and the contribution of
the factors after the first factor to the variance was quite limited. It was observed that
the eigenvalue of the first factor was approximately 11 times the eigenvalue of the
second factor. These results indicate that the scale is one factor. After this stage, factor
analysis was performed again with a single factor. As a result of the Exploratory Factor
Analysis, it was observed that the factor loads of the items in the Internal Audit scale
ranged from 0.611 to 0.48. The eigenvalue for the single factor scale was calculated as
11.31. It was determined that the single-factor structure of the scale explained 30.56%
of the total variance. It is sufficient that the variance explained in single factor scales
is 30% or more (Biiyiikoztiirk, 2006). To determine the reliability of the internal audit
scale, the Cronbach alpha internal consistency coefficient was calculated and examined.
The Cronbach Alpha internal consistency coefficient of the scale was calculated as
0.94. In this study, the Cronbach alpha coefficient calculated for the internal audit scale
showed that the scale’s reliability based on internal consistency was sufficient. The
single factor structure of the internal audit scale, which was discovered by exploratory
factor analysis, was tested with CFA. As a result of CFA, some compliance values
were calculated and examined to find out how compatible the model was with the
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data available. As a result, it has been understood that the single factor structure of
the internal audit scale is compatible with the available data.

Enterprise Risk Management (ERM)

A 21-item scale translated and adapted from two previous researches (Monda and
Giorgino, 2013, and Risk Management Maturity Model of Risk Management Society,
2011) was used to measure the maturity ofthe ERM process in an organization. The
Cronbach a for the scale is 0, 90. Kaiser-Meyer-Olkin (KMO) coefficient is 0.92, which
means the sample size is sufficient. The Bartlett test results (y2= 2020, 21; p<0,001)
show that the sample is statistically significant. After the assumptions required for factor
analysis were met, the analysis was carried out. As a result of factor analysis, it was
observed that there were three factors with a self-value above 1. On the other hand, it
was determined that there was a sharp decrease in the eigenvalue factor graph after the
first factor, and the contribution of the factors after the first factor to the variance was
quite limited. It was observed that the eigenvalue of the first factor was approximately
six times the eigenvalue of the second factor. These results indicated that the scale is
one factor. After this stage, factor analysis was performed again with a single factor.
As a result of the factor analysis, only one item (m71 - There is a risk log including
potential risks and how to manage them) was eliminated from the scale by evaluating
the factor load value and the overlapping status. As a result of the Exploratory Factor
Analysis, it was observed that the factor loads of the items in the ERM scale ranged
between 0.728 and 0.455. The eigenvalue for the single factor scale was calculated as
5.58. It was determined that the single-factor structure of the scale explained 34.89%
of the total variance. It is sufficient that the variance explained in single factor scales
is 30% or more (Biiyiikoztiirk, 2006). To determine the reliability of the ERM scale,
the Cronbach Alpha internal consistency coefficient was calculated and examined. The
Cronbach Alpha internal consistency coefficient of the overall scale was calculated as
0.90. In this study, the Cronbach Alpha coefficient calculated for the ERM scale showed
that the scale’s reliability based on internal consistency was sufficient. The single-factor
structure of the ERM scale, which was discovered by exploratory factor analysis, was
tested by Confirmatory Factor Analysis. As a result of CFA, some compliance values
were calculated and examined to find out how compatible the model was with the data
available. As a result, it was understood that the single factor structure of the ERM
scale is compatible with the available data.

Internal Control

An 18-item scale adapted from COSO internal control framework (COSO, 2004)
is used to measure the effectiveness of the internal control process in an organization.
The Cronbach a for the scale is 0, 86. Kaiser-Meyer-Olkin (KMO) coefficient is
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0.91, which means the sample size is sufficient. The Bartlett test results (y2= 1162,
93; p<0,001) show that the sample is statistically significant. After the necessary
assumptions were met for factor analysis, the analysis was carried out. As a result of
factor analysis, it was observed that there were four factors with a self-value above
1. On the other hand, there was a sharp decrease in the eigenvalue factor graph after
the first factor, and it was understood that the contribution of the factors after the first
factor to the variance was very limited. The eigenvalue of the first factor was observed
to be approximately five times the eigenvalue of the second factor. These results
indicated that the scale is one factor. After this stage, factor analysis was performed
again with a single factor. As a result of the factor analysis, a factor (m84-the potential
of significant changes that can greatly affect the internal control system is constantly
evaluated) was evaluated by evaluating the factor load value and the contradiction
status. As a result of the Exploratory Factor Analysis, it was observed that the factor
loads of the items in the internal control system scale ranged from 0.617 to 0.476.
The eigenvalue of the single factor scale was calculated as 4.84. It was determined
that the single-factor structure of the scale explained 30.41% of the total variance. It
is sufficient that the variance explained in single factor scales is 30% or more. The
Cronbach Alpha internal consistency coefficient for the overall scale was calculated as
0.86. The Cronbach Alpha internal consistency coefficient should be greater than 0.70.
Coefficients less than this value indicate that the reliability of the scale is weak. In this
study, the Cronbach alpha coefficient calculated for the internal control system scale
showed that the scale’s reliability based on internal consistency was sufficient. The
single factor structure of the internal control system scale, which was discovered by
exploratory factor analysis, was tested with CFA. As a result of CFA, some fit values
were calculated and examined to find out how compatible the model was with the data
available. The single factor structure of the internal control system scale, which was
discovered by exploratory factor analysis, was tested with CFA. As a result of CFA,
some fit values were calculated and examined to find out how compatible the model
was with the data available. As a result, it has been understood that the single factor
structure of the internal control system scale is compatible with the available data.

Corporate Governance

Anl8-item scale adapted from a previous research (Wilkinson, 2014: 127) is used
to measure the maturity level of the corporate governance process in an organization.
The Cronbach a for the scale is 0, 87. Kaiser-Meyer-Olkin (KMO) coefficient is 0.92
which means sample size is sufficient. The Bartlett test results (y2= 1267, 33; p<0,001)
show that the sample is statistically significant. After the assumptions required for
factor analysis were met, the analysis was carried out. As a result of factor analysis,
it was observed that there were three factors with a self-value above 1. On the other
hand, it was determined that there was a sharp decrease in the eigenvalue factor
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graph after the first factor, and the contribution of the factors after the first factor to
the variance was quite limited. The eigenvalue of the first factor was observed to be
approximately 6 times the eigenvalue of the second factor. These results indicated
that the scale is one factor. After this stage, factor analysis was performed again with
a single factor. As a result of the Exploratory Factor Analysis, it was observed that
the factor loads of the items in the corporate governance scale ranged from 0.632
to 0.477. The eigenvalue for the single factor scale was calculated as 5.66. It was
determined that the single-factor structure of the scale explained 31.46% of the total
variance. It is sufficient that the variance explained in the single factor scales should
be 30% and more. The Cronbach Alpha internal consistency coefficient of the scale
was calculated as 0.87. The Cronbach Alpha internal consistency coefficient should
be greater than 0.70. Coefficients less than this value indicate that the reliability
of the scale is weak. In this study, the Cronbach alpha coefficient calculated for
the corporate governance scale showed that the scale’s reliability based on internal
consistency was sufficient. The single-factor structure of the corporate governance
scale, which was discovered through exploratory factor analysis, was tested with
CFA. As aresult of CFA, some compliance values were calculated and examined to
find out how compatible the model was with the data available. As a result, it has
been understood that the single factor structure of the corporate governance scale
is compatible with the available data.

Control Variables
Organization size, age and gender are taken as control variables as to see how they
affect the outcome variables.

Research Model

The moderating effect of the internal audit between risk management-sp
implementation success, governance-sp implementation success and internal control-
sp implementation successes is depicted in Figure 1.
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Figure 1. Research model
Results

Descriptive Statistics

Based on the objectives of the study, the Structural Equation Model (SEM) is used
to test the relationship between the variables. Before the analysis, the assumptions
for the multivariate analysis are tested. After analyzing the box plots to determine the
outliers, we find that 13 outliers are hampering the normal distribution. These outliers
are excluded from the dataset. In order to test the normal distribution, skewness and
kurtosis values are calculated and find that skewness coefficients are between -1.21
and -0.47, kurtosis coefficients are between -0,25 and 1,67, meaning that the dataset
is normally distributed (Finney and DiStefano, 2006: 269-314). Scatter diagram is
analyzed for the dataset shows the linear relationship between the variables. Lastly,
the Tolerance Values, Variance Increase Factors and Condition Indexes are analyzed,
and find no multicollinearity between the variables. The calculated VIF values are
between 1, 02-2, 70, TVs between 0, 37-0, 98 and ClIs are between 1, 00-14, 82 (Cokluk,
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Sekercioglu and Biiylikoztiirk, 2012). The data from 286 participants were analyzed
with the SEM software program AMOS 24.0

Correlation Analysis Results

The correlation analysis result is depicted on the Table 1. According to these results,
there are positive and statistically significant relationships between SP implementation
success and other variables [internal audit (r=0,628; p<0, 01), ERM (r=0,587; p<O0,
01), internal control (r=0,541; p<0, 01) and corporate governance (1=0,529; p<0, 01)].

Table 1
The Relationship Between the Research Variables
Variables X Ss 1 2 3 4 5
1 | SP Implementation Success 4,13 0,48 1
2 | Internal Audit 4,14 0,31 ,628%* 1
3 |ERM 4,14 0,35 S87** | 769%* 1
4 | Internal Control 4,15 0,30 SA1¥* | 734%% | 753%* 1
5 | Corporate Governance 4,17 0,29 ,529%% | 682%* | 676%* | [ 7T64%* | ]
**p<0, 01

The positive and statistically significant relationship between internal audit and the
other variables, [risk management (r=0,769; p<0, 01), internal control (r=0,734; p<0,
01) and corporate governance (r=0,682; p<0, 01)], shows that if the effectiveness of
the internal audit increases, the other variables will also increase.

Hypothesis Testing

In order to achieve the research objectives, the hypotheses are tested with Structural
Equation Modeling (SEM). Firstly, the positive effect of risk management on SP
implementation success and the moderating role of internal audit on this relationship
are tested. The model tested was depicted in Figure 2.

Internal Audit

Enterprise Risk Management

@D

Internal Audit X Enterprise Risk Man.

Strategic Planning

\/

Organization Size

Gender

Age

Figure 2. The SEM to Test the Moderating Role of Internal Audit on The Relationship Between Risk
Management and SP Implementation Success
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In this model, organization size, gender and age are control variables, ERM is an
independent and SP implementation success is a dependent variable. Internal audit is a
moderating variable, and internal audit X enterprise risk management is an interaction
variable in the model. Fit indices for the tested model are listed below in Table 1.

Table 2
Fit Indices forthe Moderating Role of Internal Audit on The Relationship Between Risk Management
and SP Implementation Success

Measure | Good Fit Accep.table Observed Status References
Fit Value
(%/sd) <3 <4-5 2,59 Good Fit Byrne, 1989
RMSEA | <0,05 0,06-0,08 0,08 | Acceptable Fit
SRMR | <005 | 0,06-0,08 0,05 Good Fit | browne and Cudeck, 1993
CFI >096 | 0.90-0.95 0.99 Good Fit MCDonalldgggd Marsh,
PClose >0,05 0,01-0,05 0,17 Good Fit | MacCallum, Browne and
Sugawara, 1996
GFI >0,90 0,89-0,85 0,99 Good Fit Tanaka and Huba, 1985;
AGFI >090 | 0,89-0,80 0,93 Good Fit | Joreskog and Sérbom, 1984

Analyzing fit indices on Table 1 shows a good fit of the model to test the moderating
effect of the internal audit on the relationship between risk management and the
strategic planning implementation success. The relationship between the variables is
depicted in Table 2.

Table 3
The Relationship Between the Variables in SEM
Dependant Independent Standardize
Variable Variable Beta Beta (B) Std. Er. T P
Strategic | _ Gender* 0,045 | 0,017 0,117 | 0386 | 0,70
Plan.
Strategic | _ Age 0,69 0,165 0,051 | 3,310 | H**
Plan.
Stlr)z;:;glc <--- | Organization Size | -0,109 -0,065 0,077 |-1,423| 0,16
Stfr’?;iglc <--- | Enterprise Risk Man. | 0,273 0,270 0,072 | 3,815 ) ***
Stlr)j;glc <o Internal Audit 0,415 0,409 0,072 | 5,759 | #xx
Strategic Internal Audit X
Plan. = Enterprise Risk Man. 0,071 0,112 0,034 | 2,111 | 0,035

*#%p<0,001;°0 = Female; 1 = Male.

The findings show that gender does not have a significant effect on SP Implementation
success ($=0,117; p>0,05). Age has a significant positive effect (f=0,165; p<0,001)
but organization size does not have a significant effect on SP Implementation success
(B=-0,065; p>0,05). The findings represent a positive and statistically significant
relationship between enterprise risk management and SP implementation success
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(B=0,270; p<0,001). Based on these results,H1 hypothesis is accepted. Enterprise
risk management affects the success of SP implementation. The findings represent
a positive and statistically significant relationship between internal audit and SP
implementation success (=0,409; p<0,001). Lastly, the results show a positive and
statistically significant relationship between the interaction variable (internal audit x
enterprise risk management) and SP implementation success (=0,112; p<0,05). Based
on these results,H4 hypothesis is accepted. Internal audit moderates the relationship
between enterprise risk management and SP implementation success. The variables
affecting the SP implementation success explain 44 % of the variability.

To show the moderating effect visually, a graphic is created based on the regression
lines in Figure 3. The graphic shows that the internal audit strengthens the relationship
between SP implementation success and enterprise risk management.

£
g 3,5 Moderator
]
= 3 —o—Low Internal Audit
2
7}
£ 2,5 / —#— High Internal Audit
=
n 2

1,5

1

Low ERM High ERM

Figure 3. The Moderating Role of Internal Audit Between SP Implementation Success and
Enterprise Risk Management

In the following SEM model, the moderating role of the internal audit between
governance and SP implementation success is tested. The model tested is depicted
in Figure 4.
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Internal Audit
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Figure 4. The SEM to Test the Moderating Role of Internal Audit Between Governance and SP
Implementation Success

In this model, organization size, gender and age are control variables, governance is
an independent and strategic planning implementation success is a dependent variable.
Internal audit is a moderating variable, and internal audit x governance is an interacting
variable in the model. Fit indices for the tested model are listed below in Table 3.

Table 4

Fit Indices For the Moderating Role of Internal Audit Between Governance and SP Implementation
Success

Measure | Good Fit | Acceptable | Observed

Fit Value Status References
(/sd) <3 <4-5 2,28 Good Fit Byrne, 1989
RMSEA | <005 | 0,06-0,08 0,07 AcceFri’Iable
Browne and Cudeck, 1993
SRMR | <0,05 0,06-0,08 0,05 Good Fit
CFI >096 | 0.90-0.95 0.98 Good Fit MCDonalldgggd Marsh,
PClose >0,05 0,01-0,05 0,23 Good Fit | MacCallum, Browne and
Sugawara, 1996
GFI >0,90 0,89-0,85 0,99 Good Fit Tanaka and Huba, 1985;
AGFI | >090 | 0.89-0.80 0.94 Good Fit | 10reskog and Sdrbom, 1984

Analyzing fit indices in Table 3 shows a good fit of the model to test the moderating
effect of the internal audit between governance and strategic planning implementation
success. The relationship between the variables is depicted on Table 4.
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Table 5
The Relationship Between the Variables in SEM
Dependent Independent Standardize
Variable Variable Beta Beta (B) Std. Er. ' ’
Stlr)ei;glc <o Gender® 0,092 0,035 0,117 1 0,781 | 0,435
Strategic | ___ Age 0,168 0,163 0,052 | 3,243 | 0,001
Plan.
St;?;iglc <eem Organization Size | -0,119 -0,071 0,077 | -1,536 | 0,125
Stlr)e;:;glc <een Governance. 0,160 0,159 0,061 | 2,607 | 0,009
St}r)a{;iglc <ee- Internal Audit 0,505 0,498 0,068 | 7,478 | ***
Strategic | _ Internal Audit X 0,076 0,101 0,038 | 2,012 | 0,044
Plan. Governance

*#%p<0,001;°0 = Female; 1 = Male.

The findings show that gender does not have a significant effect on SP Implementation
success (f=0,035; p>0,05). Age has a significant positive (=0,163; p<0,01) but
organization size has a non-significant effect on SP implementation success (f=-0,071;
p>0,05). The findings represent a positive and statistically significant relationship
between governance and SP implementation success ($=0,1959; p<0,001). Based
on these results, H2 hypothesis is accepted. Governance affects the success of SP
implementation. The findings represent a positive and statistically significant relationship
between internal audit and SP implementation success (f=0,498; p<0,001). Lastly, the
results show a positive and statistically significant relationship between the interaction
variable (internal audit X governance) and SP implementation success ($=0,101;
p<0,05). Based on these results, HS hypothesis is accepted. Internal audit moderates
the relationship between governance and SP implementation success. The variables
affecting the SP implementation success explain 44 % of the variability.

To show the moderating effect visually, a graphic is created based on the regression
lines in Figure 5. The graphic shows that the internal audit strengthens the relationship
between SP implementation success and governance.
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Figure 5. The Moderating Role of Internal Audit Between SP Implementation Success and Enterprise Risk
Management

Thirdly, following the SEM model, the moderating role of the internal audit between

governance and SP implementation success is tested. The model tested is depicted in
Figure 6.

Internal Audit

Intemnal Control

@D
Internal Audit X Internal Control R

Strategic Planning |

Organization Size

Gender

Age

Figure 6. The SEM to Test the Moderating Role of Internal Audit Between Governance and SP
Implementation Success

In this model, organization size, gender and age are control variables, Internal
control is an independent and strategic planning implementation success is a dependent
variable. Internal audit is a moderating variable, and internal audit x internal control is
an interaction variable in the model. Fit indices for the tested model are listed below
in Table 3.
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Table 5
Fit Indices for the Moderating Role of Internal Audit Between Internal Control and SP Implementation
Success
Measure | Good Fit Acceptable Observed Status References
Fit Value
(r¥/sd) <3 <4-5 2,99 Good Fit Byrne, 1989
RMSEA <0,05 0,06-0,08 0,08 Acceptable Fit
’ ’ ’ ’ — B d Cudeck, 1993
SRMR | <0,05 | 0,06-0,08 0,06 | Acceptable Fit | O neandtudee
CFl | >096 | 090095 | 098 Good it | MeDonad and Marsh,
PClose | >0,05 | 0,01-0,05 0,09 Good Fit | MacCallum, Browne and
Sugawara, 1996
GFI >0,90 0,89-0,85 0,98 Good Fit Tanaka and Huba, 1985;
AGFI >0,90 0,89-0,80 0,92 Good Fit Joreskog and S6rbom, 1984

Analyzing fit indices in Table 5 shows a good fit of the model to test the moderating
effect of internal audit between internal control and strategic planning implementation
success. The relationship between the variables is depicted in Table 6.

Table 6
The Relationship Between the Variables in SEM
Dependent Independent Standardize
Variable Variable Beta Beta (B) Std. Er ' ’
St;?zlglc < | Gender® 0,076 0,029 0,118 | 0,641 | 0,522
Strategic | ____ Age 0,166 0,162 0,053 | 3,155 | 0,002
Plan.
StIr)eI;englc <--- | Organization Size -0,098 -0,059 0,078 | -1,262 | 0,207
St}r)a;;e;glc <--- | Enterprise Risk Man. | 0,132 0,131 0,067 | 1,979 10,048
Stlr)?;iglc <--- | Internal Audit 05512 | 0,505 0,071 | 7,233 | **=
Strategic - Internal Audit X 0,062 0,088 0,036 1,73 10,084
Plan. Governance

***p<0,001;"0 = Female; 1 = Male.

The findings show that gender doeshave not a significant effect on SP Implementation
success (f=0,029; p>0,05). Age has a significant positive (p=0,162; p<0,01) but
organization size does not have a significant effect on SP implementation success (B=-
0,059; p>0,05). The findings represent a positive and statistically significant relationship
between internal control and SP implementation success (f=0,131; p<0,05). Based on
these results,H3 hypothesis is accepted. Internal control affected the success of SP
implementation. The findings represent a positive and statistically significant relationship
between internal audit and SP implementation success (=0,505; p<0,001). Lastly,
the results do not show a statistically significant relationship between the interaction
variable (internal audit X internal control) and SP implementation success (=0,088;
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p>0,05). Based on these results H6 hypothesis is rejected. Internal audit does not
have a moderating role between internal control and SP implementation success. The
variables affecting the SP explain 42 % of the variability. A summary of the results
are shown below.

Table 7
Summary of The Results
Hypothesis Results
H1 Accepted
H2 Accepted
H3 Accepted
H4 Accepted
H5 Accepted
H6 Rejected
Discussion

The main objective of this study is to measure the internal audit’s role in the strategic
planning implementation success. The study was conducted in 299 firms chosen from
the biggest 1000 firms in Turkey. In this scope; the relationship between ERM-SP
implementation success, governance-SP implementation success, and internal control-
SP implementation success is tested, and after finding statistically significant relations,
the moderating role of an internal audit on these relationships is tested. The findings
support the moderating role of an internal audit in both the ERM-SP implementation
success and the governance-SP implementation success, but the findings do not
support the internal audit’s moderating role on the relationship between internal
control and SP implementation success. Another important finding of this study is
the reverse relationship between organization size and SP implementation success.
As the organization size gets bigger, the SP implementation success becomes smaller.

This study is the first study in the literature analyzing the relationship between the
internal audit and the SP implementation success in a holistic approach. Studies on
internal audits relate to the success of internal audits, their professional competence, their
ability to find solutions to organizational problems and meet stakeholder expectations.
In this study we see that effective internal auditing fulfilling the stakeholder expectations
may affect positively the SP implementation success, which is the primary resource
allocation system.

According to H1, there is a positive relationship between enterprise risk management
and SP implementation success. The ultimate output of the strategic planning is the
objectives and activities that it needs to achieve these objectives that will move the
organization to the future. Distinct from the past planning approach, today’s planners
are focusing more on risk. This approach requires foreseeing the uncertainty that the
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organization will expose and taking the measures. Strategic risks are the risks that
affect the organizational future directly. If the risks that can hinder the implementation
of strategic decisions can be systematically linked to their impact on decisions and
integrated with the organizational culture, the risk management process will become
a decision support system. Enterprise risk management requires analyzing all the risks
that may be faced during all the phases of the strategic plan. During the objective
setting phase, internal and external risks, during implementation phase risks that may
endanger or enable achieving organizational objectives, at the end of the implementation
phase, the emerging risks are determined, evaluated, prioritized and precautions are
developed to manage these risks. Coherent with the studies showing the positive
relationship between risk management and business performance, the risk-based point
of view to the strategic planning and the implementation processes positively affect the
SP implementation success. As the fourth hypothesis, the internal audit’s moderating
effects between these two variables are confirmed by the research results. The internal
audit not only evaluates the effectiveness of the risk management process, but it also
assumes the facilitator role enabling the integrated management of risks all over the
organization. The Internal audit strengthens the relationship between risk management
and the SP implementation success.

According to the second research hypothesis, there is a positive and statistically
significant relationship between an organization’s governance process and the SP
implementation success. A strong and positive governance structure of an organization
positively affects the SP implementation success. This result is coherent with the previous
studies showing a correlation between a strong governance structure and a firm value,
and weak governance resulting in bad performance. Actually, the governance process is
in search of a “liable decision”, and the strategic plan prepared with participative methods
is a kind of liable decision-making mechanism. In pursuit of liable decisions, all decision
makers feel responsibility to all stakeholders who may be affected. This responsibility
brings the decisions to maturity with the contribution of all the stakeholders, equity
rights, ethics, organizational objectives and a shared wisdom. The governance process
requires that all layers of stakeholders should contribute to the governance processes
and all employees should absorb the strategic plan. A strong governance structure
may prevent the problems that may be caused by stakeholder participation (Lipton
ve Lorsch, 1992: 64). According to fifth hypothesis of the research, the internal audit
plays a moderating role between governance and the strategic planning implementation
success. The internal audit strengthens the relationship between these two variables
by evaluating the effectiveness of the governance process.

According to third hypothesis of the research, there is a positive relationship between
the internal control system and the SP implementation success. A strong and positive
internal control structure of an organization positively affects the SP implementation
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success. Actually, internal control is an objective oriented system, having an important
role in achieving operational objectives and shedding light on strategic objectives.
The internal control system, including all the controls of the strategic management,
management processes, activities and performance evaluation, can be considered
effective only if it contributes to achieve organizational objectives (Pruvasi ve Ratrizia,
2015: 487). The internal control system that projects a high quality information
flow, appraising the organizational culture as the most important factor achieving
organizational objectives, evaluating the performance systematically puts forward a
road map to achieve the organizational objectives and positively affecting the strategic
planning implementation success. The last research hypothesis, that internal audit’s
moderating role between internal control and strategic planning implementation success
is not supported by the research results. Although the internal audit, as a strategic control
tool, evaluates the internal control effectiveness, it also is a part of the monitoring
component of the internal control system, and that is why the hypothesis is not supported
by the research results. The “monitoring standards” require continuous and independent
evaluations in order to find out the internal control gaps, and to recommend corrective
actions for these gaps. According to the research results, the internal control system,
including the internal audit, affects the SP implementation success positively and the
internal audit does not have a moderating role on this relationship.

Besides, a research result reveals another point, that there is a negative relationship
between organization size and yhe SP implementation success. As the organization
size gets bigger, the implementation success of the strategic plan decreases. Many
factors affecting the implementation of the strategy negatively are counted in literature.
Incompatible organizational structure with the implemented strategy and lack of
communication-coordination mechanisms are the factors that we may link with the
organization size. As the organization size is getting bigger, area of control and hierarchy
layers are growing, complexity of management systems and uncertainty increase. In
this case, putting into practice the organizational decisions or implementing strategic
plans is much easier for smaller organizations than for bigger ones. As the size and
the complexity of the organization get bigger, the problems encountered within the
management processes hamper the strategic planning implementation.

Strategic planning, internal controls, enterprise risk management, internal control and
governance are the management devices for sustaining their existence and achieving
organizational objectives. The common trait of these management devices is to support
the decision-making process and to lead towards the correct decisions that maximize the
stakeholder benefits. If the rational interaction of these management devices that projects
minimizing the uncertainty and risks, managing the operations effectively, efficiently and
economically, wishing adding value to the organization is ensured, a corporate assurance
synergy that will help accomplishing organizational objectives can be achieve .
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The internal audit literature is very limited and the researchers mostly analyze the
operational effects of internal audits, rather than strategic effects. But many things have
changed since the first emergence of internal audits, and their role has been evolving
day by day. Managers now are expecting the internal audit toshed light on strategic
decisions. Today, the internal audit literature is far behind this expectation. In our
opinion, future research should be focused on internal audits’ strategic contributions
to the organizations and their role in supporting strategic issues. The prerequisite for a
sustainable competitive advantage in an open system is to adapt to change. The internal
audit’s role in managing organizational change may be another point that should be
considered for future studies.
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Oz

Cinsiyet ayrimciliginin bir tlrevi olan tokenizm olgusu bu g¢alismanin ana temasini olusturmaktadir. Kanter (1977a)’in
ortaya koydugu Tokenizm Teorisi yer aldigi meslekte sinirli sayida bulunan bireylerin performans baskisi, yukseltilmis
sinirlar ve rol kusatmasi olarak ifade edilen olumsuz deneyimlere maruz kaldigini belirtmektedir. Kanter’den sonra
tokenizm konusunda yapilan arastirmalar, farkli deneyimlerin de olabilecegine dikkat ¢ekmektedir. Bu ¢alismada Kanter
(1977a)’in ortaya koydugu performans baskisi, ylkseltilmis sinirlar ve rol kusatmasi deneyimleri ile Yoder (1991,1996,
2002)'in ortaya koydugu cinsiyet stattisti, mesleki uyumsuzluk ve midahalecilik deneyimleri birlikte ele alinmaktadir. Bu
baglamda ¢alisma, kadin egemen mesleklerde (anaokulu 6gretmenligi, hemsirelik ve kabin ekibi memurlugu) erkeklerin;
erkek egemen mesleklerde (spor antrendrliigi, orman mihendisligi, polis memurlugu ve infaz koruma memurlugu)
kadinlarin deneyimlerini kesfetme amacini tagimaktadir.

Calismada nitel arastirma yontemi ve olgu bilim deseni kullaniimistir. Amagl 6rneklem ydntemi ile belirlenen 41 katihmci
ile derinlemesine milakat gergeklestirilmistir. Elde edilen veriler MAXQDA Pro Analytic 2018 programi yardimiyla analiz
edilmistir. Calismada, sayisal azinlik olmanin tokenizmin olumsuz deneyimlerine tek basina etki ettigine dair kisith ispat
bulunmaktadir. Performans baskisi deneyimi ile en ¢ok karsilasan grup olan token kadinlar benzer bigimde rol kusatmasi
deneyimini de en fazla hisseden gruptur. Kadinlarin cinsiyet kategorisi itibari ile erkeklere kiyasla goreli olarak dugik
stattide kabul edildikleri ve bu nedenle erkeklerin sinirlarini yikselterek kendi kiltirlerini daha fazla dayattiklari tespit
edilirken, gesitli mudahacilik uygulamalarini da kullandiklari belirlenmistir.

Anahtar Sézciikler
Tokenizm, Toplumsal Cinsiyet, Statii, Kadin Egemen Meslekler, Erkek Egemen Meslekler

Abstract

The phenomenon of tokenism, which is a derivative of gender discrimination, is the main theme of this study. Kanter’s
(1977a) theory of tokenism states that individuals who are available in limited numbers in their professions face
performance pressures, boundary heightening and role entrapment. The researchers who worked on tokenism after
Kanter pointed out that there are different experiences apart from the experiences revealed by Kanter. In this study,
performance pressure, boundary heightening, and role encapsulation revealed by Kanter (1977a), and the status
differences, the occupational inappropriateness and the intrusiveness dimensions revealed by Yoder (1991, 1996, 2002)
are handled together. In this context, the study was carried out with the aim of exploring the experiences of men in
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female-dominated professions (preschool teachers, nursing and stewardess) and women in male-dominated
professions (coaching, prison officers, police officers and forest engineering).

In this study, a qualitative research method and a phenomenological pattern were used. 41 participants of
the research were selected by a purposeful sampling method. The data collected through in—depth interviews
were analysed by the researcher. Later on, the MAXQDA Pro Analytic 2018 software was used to facilitate
and manage the process more systematically. In this study, it has been found out that there are very limited
evidences to indicate that minority in numbers alone leads to the undesired experiences of tokenism. It has
been concluded that women were more exposed to performance pressure and role entrapment, while men
did not experience it at all. It has been revealed that women were accepted to have a lower status compared
to men due to the nature of their sex category and, therefore, male created boundary heightening and female
tokens were more exposed to interventionism.

Keywords
Tokenism, Gender, Status, Male-Dominated Occupations, Female-Dominated Occupations

Extended Summa

Background

In 1977, Kanter inquired about the position of minorities within an organization
and coined the term ‘tokenism’ in the literature of organizations. According to Kanter
(1977a), people who represent a sex, sexual orientation, ethnic origin and race by
constituting 15% or less of a group have the ‘token’ status, while those who represent
85% or more are the dominant groups. Kanter also investigated the interaction between
the dominant and token groups within an organization and suggested that there were
three types of experiences after analysing the experiences of tokens. To him, these
experiences were performance pressure, boundary heightening and role entrapment.
Kanter claimed that the work performance required of tokens was greater than it should
have normally been, and called it performance pressure, further suggesting that such
pressure caused stress and anxiety in tokens. Secondly, dominant groups who attempt
to represent their bonds and cultures by exaggerating them get into a solidarity state,
and elevate the boundaries against tokens. This results in barriers to the detriment of
tokens. Thirdly, dominant groups make generalizations for tokens, and they result
from prejudices and also reinforce stereotypes. Due to this experience, known as role
entrapment, tokens get suppressed within certain roles ascribed to them while they are
also expected to act according to such roles within an organization.

Having emphasized that tokens may also be subject to various other experiences
other than those offered by Kanter, Yoder (1983, 1991, 1996, 2002) drew particular
attention to the dimensions she called status differences, occupational inappropriateness
and intrusiveness. According to Yoder (1983), the gender of a token affects his or her
experiences. These experiences are called tokenism dimensions, and are given below.
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Performance Pressure

Kanter found out that women are highly visible within the organization. While the
visibility of an individual generally creates positive results (promotion, premium,
etc.), it is considered as excelling, and thus, preventing individual development and
negatively affects the acceptability of tokens that may be included in the institution
in the future (Spangler et al., 1978: 161). This visibility causes performance pressure.
The performance expected from the tokens is presented as being normalized, although
it is actually above the normal, and even in the category of “outstanding success”.

Boundary Heightening

The second barrier created by the dominant group to limit the behaviour of the
tokens is coined as boundary heightening. The dominant group tries to heighten its
boundaries and present its bonds by exaggerating against the desire of “foreigner”,
who is an outsider and included in group, to form a collective culture and structure
by changing the culture and bond structure formed by the dominant group (Kanter,
1977: 975).

Tokens are often kept at a borderline in their interaction with the dominant group.
Tokens wishing to cross the borderline must gain the trust of the dominant group
and prove their loyalty. If a token is unable to prove his/her loyalty, s/he is exposed
to social isolation. On the other hand, loyalty tests are related to whether tokens use
any information that s/he has obtained about the dominant group to gain strength or
damage the dominant group (Kanter, 1977: 979).

Role Encapsulation

Tokens are set separate from the dominant group by being compressed into prescribed
stereotypes about them, in other words, status levelling is made against tokens. According
to Kanter (1977), status levelling is the perception adjustment between the professional
role of the token and the basic status to which it belongs. However, since the basic
status is considered higher than the professional status, the said status levelling works
against women in favour of men (Kanter, 1977: 981). Since the dominant group has
a tendency to preserve generalizations and stereotypes pre-established for tokens,
traditional women are accepted unquestioningly (Kanter, 1977: 981-984).

Occupational Inappropriate

Gender typing of occupation includes two dimensions: the normative dimension
and the numerical dimension. Occupational gender typing sets norms related to which
profession is appropriate for women, and women making choices beyond expectations
face negative consequences (Schachter, 1951). However, this negative experience is
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not related to the “fear of success” that a woman lives because of her suitability for her
chosen occupation, but to, “her being despised” (Cherry and Deaux, 1978). Reskin and
Hartman (1986) argue that gender apartheid is so dominant that 53% of those making
occupational choices that are not suitable for gender typing, regardless of men or
women, have to change their jobs. This research shows both the power of stereotypes
and explains the reflections of these socially formed judgments on professional life.

Status Differences

Society is hierarchically structured into different social groups connected in terms
of power and status relations. While ethnicity, age, gender and occupation are the most
common statuses, not every status is of the same value and does not bring the same
degree of prestige to the individual since there is a hierarchical structure between
social statuses.

Gender builds different social structures for men and women. This is a structure
created by behaviours, discourses and interaction. In general, culture forms a schema
related to this social structure and shapes status information. In this respect, it is
discussed whether men included in a group of women strengthen the status of that
group. There is also such a discussion in other groups without status equality between
each other. These discussions are shaped by to what extent status differences become
evident and how they are manipulated (Yoder, 2002: 4).

Intrusiveness

The substitutability and prestige of the job are important in gender typing. Men are
mostly employed in highly-paid and prestigious professions where there are a limited
number of employees, and this makes that occupation being perceived as more masculine
and more suitable for men (Coser, 1981). For this reason, it gets difficult for women
to be employed in highly-paid and prestigious occupations where there are a limited
number of employees by the social interference of men, and men interfere with these
“uninvited guests” (Zimmer, 1986). Because women’s being employed in academia,
law, physics, policing and engineering dominated by men indicates an increase in
status and prestige, this results in field loss for men. Therefore, the majority wishing
to remove this threat develops methods of intervention. Some of these interventions
are restricted opportunities, wage inequality, job harassment, heightened standards, etc.

Purpose

The general purpose of this research is to contribute to the literature as regards
to the effects of the tokenism process on the individuals who are engaged in male-
and female-dominated professions. On the other hand, the particular purpose of this
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study is to investigate the interaction between gender as a status and the undesired
dimensions of tokenism which are performance pressure, boundary heightening, role
encapsulation, status differences, occupational inappropriateness and intrusiveness.
With this motive, the study focuses on the experiences of male tokens in a female-
dominant environment and vice versa, the effects of such experiences on the career
paths and personal development of tokens, and the role of these effects in the structural
transformation of professions.

Method

Considering the need to interpret and scrutinize a social phenomenon, a qualitative
research method was employed while a phenomenological pattern was used since the
focal point was the experiences of the participants. In this phenomenological study,
the object of study was the experiences and perceptions of the participants in regards
to the dimensions of tokenism as part of the evaluation of the tokenism phenomena.

The population of the research was determined with regard to the tokenism literature.
The professions ascribed to men were determined to be engineering, police officers,
prison officers and sports coaching while the same for women were nursing, preschool
teaching and stewardess.

The population of the research consisted of the members of the said professions who
were employed by institutions and organizations located in Ankara. The participants
of the research were selected in consequence of the interviews with the employees
of such institutions and organizations, and the sample was created by a purposeful
sampling method. Of all 41 participants, the numerical and professional distributions
are as follows:

Table 1
The Sexual and Professional Distributions of the Participants
Preschool | Sports Forest Stewardess | Prison Police Nurses
Teachers | Coaches . Officers
Engineers Officers
Women 3 3 3 4 2 3 3
Man 3 2 3 3 3 3 3
Total
Number of
Participants 6 5 6 7 5 6 6
according to
Professions

In this study, the data collected through semi-structured interview forms and an audio
recording device were analysed by the researcher. The audio records taken during the
interviews were transcribed into text and read using MS Office Word software. The
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328 pages of transcribed data were firstly coded according to the categories established
for theoretical and conceptual frameworks. Later on, the MAXQDA Pro Analytic 2018
software was used to facilitate and manage the process more systematically.

Results and Conclusion

In this study, it has been found out that there is very limited evidence to indicate
that minority in numbers alone leads to the undesired experiences of tokenism. In
other words, the experiences of the participant tokens are diverse. Additionally, it has
been also clarified that there are various perspectives by dominant group members
concerning tokens. That is, all the individuals who form a group of limited members
in their profession due to their gender status cannot experience attentive assessment,
increased visibility, interpersonal conflict, boundary heightening and role entrapment
while none of the dominant group members give cause for such experiences. Therefore,
limited representation is not a criterion alone, and there should also be other factors that
affect token experiences. As a result of the diversity of the roles acquired by women
and men in social life, the experiences of women and men are also varied.

The difference of the roles ascribed to men and women by the society affects the
experiences acquired by token women and men. It has been concluded that women were
more exposed to role entrapment while men did not experience it at all. On the other
hand, it has been found out that both female and male tokens experienced professional
incongruity and faced difficulties before a dominant group. In this sense, the women
who were subject to professional incongruity had limited opportunities of promotion
and progress while the men with the same condition achieved these faster. However, it
was only men who experienced the manipulation of the status of tokens and reversed
it to the benefit of tokens. It has been revealed that women were accepted to have a
lower status compared to men due to the nature of their sex category. Compared to
male tokens, female tokens were more exposed to interventionism. In this context, the
findings represented parallelism with professional incongruity. Additionally, women
are considered to have a secondary importance in both job applications and interviews.
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Cinsiyete Dayal Tokenizm: Kadin Egemen ve Erkek Egemen Meslekler
Uzerinde Nitel Bir Arastirma

Kanter (1977a)’e gore bulundugu grup iginde cinsiyeti, etnik kokeni veya 1rki
itibariyle sayisal olarak %15 ve altinda bulunan gruplar token statiisiinde iken, %85
ve lizerinde bulunan gruplar hakim statiidedir. Hakim grup ile token grubun orgiit
icindeki etkilesimini arastiran Kanter, tokenlerin elde ettigi deneyimlere odaklanmustir.
Kanter (1977a), tokenlerin {i¢ tip deneyim elde ettigini iddia etmektedir. S6z konusu
deneyimler performans baskisi, yiikseltilmis siirlar ve rol kusatmas: olarak ifade
edilmektedir. Kanter’in ifade ettigi deneyimlerle birlikte tokenlerin bagka deneyimler
de elde edebilecegine vurgu yapan Yoder (1983, 1991, 1996, 2002) cinsiyet statiisii,
mesleki uyumsuzluk ve miidahalecilik boyutlarina dikkat cekmistir. Kanter (1977a)’den
sonra tokenizm konusunda bir¢ok arastirma yapilmistir (Bknz. Cook, 1978; Riemer
1979; Podmore ve Spencer, 1982; Hammond ve Mahoney,1983; Yoder 1983, 1991,1996,
2002; Kraiger ve Ford: 1985; Yoder ve Sinnet,1985; Floge ve Merrill, 1986; Ott, 1989;
Cautant, 1994; McDonald, 1998; Goldenhar vd., 1998; Riordan, 2000; Budig, 2002;
King vd., 2010). S6z konusu ¢aligmalarin tek ortak noktasi tokenizmin sadece sayisal
oranla iliskili olamayacagidir. Diger bir deyisle say1sal olarak %15 ve altinda olan her
grup ayni deneyimi elde etmemektedir. Bu nedenle tokenizm kavraminin ¢ok boyutlu
ve karmagik oldugunu ve bu konu ile ilgili daha fazla aragtirma yapilmasi gerektigi
ortaya ¢ikmaktadir.

Bu calismanin temel amaci tokenizm siirecine etki eden faktorleri ve tokenizmin
boyutlarini birlikte degerlendirmek ve tokenizmin drgiitlerin sosyal yapisi i¢inde nasil
isledigi konusunda tespitlerde bulunarak tokenizmin olumsuz sonuglarini énlemek i¢in
onerilerde bulunmaktir. Bu amagla ¢alisma temel olarak {i¢ boliimlii kurgulanmustir.
Birinci béliimde tokenizm olgusu boyut ve alt boyutlari ile birlikte ele alinmaktadir.
Ikinci boliimde arastirmanin tiirii, yontemi, arastirma icin belirlenmis meslek gruplari
ve sdz konusu meslek gruplarinda yer alan katilimeilar ile ilgili bilgi verilmektedir.
Boliimiin devaminda verilerin toplanma ve analiz siireci aktarilmaktadir. Verilerin analizi
ile elde edilen bulgularin aktarilmasinda ise iki yontem kullanilmstir. Ik yéntemde
verilerin analizi sonucunda ortaya ¢ikan katilimci sdylemleri dogrudan aktarilmakta
ve yorumlanmaktadir. Ikinci yontemde katilimeilardan elde edilen veriler arastirmaci
tarafindan atanan kodlar esliginde Maxqda Pro Analytic 2018 programi yardimiyla kod
haritalari ile gorsellestirilmektedir. Arastirmanin son boliimii olan sonug¢ ve Oneriler
kisminda ise arastirmadan elde edilen sonuglar tartisilmakta ve tokenizm siirecinin
yarattig1 olumsuz deneyimlerin 6nlenebilmesi i¢in gelistirilen 6neriler sunulmaktadir.
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Kavramsal Cerceve

Tokenizm Kavrami ve Boyutlar:

Kanter (1977: 19); temel olarak islerinde, is yerlerinde veya yonetim seviyelerinde
%15’in altinda temsil orani bulunan gruplar1 “token”, %85 ve lizerinde oran ile
bulunan hakim grubu ise “tokenist” olarak tanimlamistir. Kanter, en fazla %15’e
kadar ¢ikabilen kiigiik bir azinligin parg¢asi (token) olmanin olumsuz etkileri tizerinde
durmustur. Kanter’e (1977a, 1977b) gore tiim token gruplar, hakim grup karsisinda
performans baskist, ylikseltilmis sinirlar ve rol kusatmasi olmak tizere {i¢ olumsuz siireci
deneyimlemektedir. Yoder (1991, 1996, 2002) ¢aligmalarinda; Kanter’in ifade ettigi
yetersiz diizeyde sayisal temsilden daha 6tede bir boyutunun olduguna dikkat cekmis,
tokenlerin orgiit iginde temsilini etkileyen farkli boyutlarin da oldugunu ifade etmistir.

Yoder (1991, 2002) séz konusu boyutlar cinsiyet statiisii, mesleki uyumsuzluk
ve miidahalecilik olarak ifade etmistir. Daha agiklayici olabilmek amaciyla, boyutlar
tablo halinde sunulmakta ve ardindan kavramsal agiklamalarina yer verilmektedir:

Tablo 2

Tokenizm Boyut ve Alt Boyutlart

Tokenizm Boyutlar1 Alt Boyutlar

Performans Baskis1 (Kanter, 1977a) a-Toplum Performansi (Beklentisi)

b-Intikam Endisesi

c-Sonuglarin Kapsami

Yiikseltilmis Siirlar (Kanter, 1977a) a- Hakim Grubun Kiiltiiriiniin Abartilmasi
b-Farklilig: Hatirlatan Kesitler

c-Bigimsel Olmayan Izolasyon: Acikg¢a

Engellenme
d- Sadakat Testleri
Rol Kusatmasi (Kanter, 1977a) a- Statii Seviyelendirme
b- Stereotipik Rol Atamalar1
Cinsiyet Statiisii (1991, 1996, 2002) a-Tokenlerin Statiisiniin Manipiile Edilmesi

b- Statli Kesigmesi

Mesleki Uyumsuzluk (1991, 1996, 2002)
Miidahalecilik (1991, 1996, 2002)

Performans Baskisi

Kanter’e gore token kadinlar 6rgiit i¢inde son derece goriiniir durumdadir (Kanter,
1977b: 972). Orgiitte bireyin goriiniirliigii genellikle olumlu sonuglar yaratirken (terfi,
prim vb.), buradaki goriiniirliik gbze batma seklini almakta ve performans baskisi
olusturmaktadir. Tokenlerden beklenen performans, olmasi gerekenin {lizerinde ve
hatta “iistiin basar1” kategorisinde yer almasina ragmen, tokenlere normallestirilerek
sunulmaktadir. Bununla birlikte isyerinde, egitim, toplanti, organizasyon ve sosyal
etkinliklerde siirekli inceleme ve gézleme maruz birakilan s6z konusu kadinlarin
toplumun goziinden kacacak bir davranista bulunmasi imkansizdir.
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Kadinlarin toplum tarafindan da baski altinda altinda tutuldugunu ifade eden Kanter
bu durumu toplum performansi (beklentisi) olarak nitelendirmektedir. Islerine veya
gorevlerine devam edebilmek i¢in iistiin performans sergilemek durumunda olan
tokenler, s6z konusu performansi sergilediklerinde ise bunun hakim grubu rahatsiz
edecegi endisesi ile gizli kalmasini ve hatta ddiillendirilmemesini isteme gibi bir ¢eliski
yasamaktadirlar. Kanter (1977a,b)’in intikam Endisesi olarak nitelendirdigi bu durum,
performansin dogal seyri igerisinde ilerlemesine etki etmekte ve performansin dniine
geemektedir (Spangler vd. 1978: 161).

Kanter (1977a), ¢alismasinda yoneticilerin kadin ¢alisanlardan fikir isterken, “bir
kadin goriisii ile” degerlendirmeler beklediklerini tespit etmistir. Diger bir deyisle,
kadinlarin beyan ettigi kisisel goriis ve diisiinceleri bile tiim kadinlar1 kapsar nitelikte
olmaktadir. Kanter (1977b) bu durumu Sonug¢larin Kapsam seklinde ifade etmis
ve s0z konusu sembolik sonuclarin kapsam genisligi nedeniyle kadinlar i¢in firsata
dontisebilecegine vurgu yapmistir. Diger bir deyisle, “tiim kadinlar” olarak goriilen
bir kadinin bu durumdan iki sekilde faydalanmas1 miimkiindiir. {1k olarak isyerinde
sinirla sayida kabul edilen kadinlar, birey olarak degil ait olduklar: sosyal kategorinin
temsilcisi niteliginde oldugundan bu durumu oldugu gibi kabul etme yolunu tercih
edebilimektedir. Bu yolla belirsizlikten uzaklasan kadinlar, ait olduklar1 sosyal
kategoriyi reddetmeden, firsatlara ulasma yolunu agmaktadirlar (Kanter, 1977a: 215).
Ikincisinde odak konumunda bulunan tokenler, bu durumun yarattig1 dezavantajdan
kurtulmak i¢in hakim grubun giyim tarzina ve konugma bi¢imine uygun davranmay1
segmektedir. Bu yolla hakim grup iiyelerine “benzeserek™ odak noktasi olmaktan
uzaklagmaktadirlar.

Yiikseltilmis Simirlar

Kutuplagsma ve abartma, performans baskisindan sonra hakim grubun tokenlerin
davraniglarini kisitlamak i¢in olusturduklart ikinci set olarak ifade edilmektedir.
Hakim grubun tokenleri “tehdit” olarak algilamas1 ve bariyerler olusturmasi i¢in
iki neden bulunmaktadir. Bu nedenlerden ilki disaridan gelen ve gruba dahil olan
“yabanc1”nin hakim grup tarafindan olusturulmus kiiltiir ve bag yapisini degistirerek,
kollektif bir kiiltiir ve yap1 olusturma istegine karsi hakim grup kendi sinirlarini
yikseltme ve baglarini abartarak sunma gayreti i¢ine girmektedir (Kanter, 1977b:
975). Nedenlerden ikinci ise, tokenlerin orgiit i¢indeki varlig1 ve gosterdikleri gabanin
farkindalik yaratmasidir.

Hakim grup tiyeleri paylastiklart deger ve kiiltiirel unsurlarin énemini vurgulamak,
dogrulugunu tasdik etmek amaci ile tokenler karsisinda dayanigsma igine girmektedirler.
Kanter (1977a,b) bu durumu Hakim Grubun Kiiltiiriiniin Abartilmasi olarak ifade
etmektedir. Hakim grup iiyeleri, toplu organizasyonlarda tokenler ve kendileri arasindaki
farklilig1 hatirlatan ve pekistiren davraniglarda bulunmakta ve Farklihg Hatirlatan
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Kesitler sunmaktadirlar (Kanter, 1977b: 977). Ima iceren soru ciimleleri, kiifiir ve argo
iceren sakalar buna 6rnek teskil etmektedir. Bununla birlikte, hakim grup iiyeleri baz1
faaliyet ve konusmalar ise topluluk i¢inde ger¢eklestirmekten kacinarak, tokenlerin sz
konusu 6zel alanlaria girmelerini engellemekte diger bir deyisle tokenlere Bigimsel
Olmayan izolasyon uygulamaktadir.

Sinir ¢izgisinden gegmek isteyen tokenler, hakim grubun gilivenini kazanmak ve
sadakatini ispat etmek zorunda oldugundan sadakat testlerine tabi tutulmaktadir.
Sadakat Testi ise, tokenlerin hakim grupla ilgili elde ettigi bir bilgiyi gii¢ kazanmak
veya hakim gruba zarar vermek {izere kullanmamasi ile ilgilidir. Bu nedenle, sadakat
testinden basarili olarak gegmek isteyen tokenler iki yol izlemektedirler.

Bunlardan birincisi, kendilerini ait oldugu sosyal kategorinin 6zellikleri itibari
ile istisna olarak tanimlamalaridir (Kanter, 1977b: 979). Ikincisi ise, grubun mizah
anlayisina uyum gostermektedir (Kanter, 1977b: 979).

Rol Kusatmasi

Tokenler, kendileri ile ilgili dnceden olugmus kalipyargilar igine sikistirilarak,
egemen gruptan ayr1 tutulmaktadir. Tokenlerin kabul géren tek davranis bigimi, onlar
i¢in belirlenmis kalip yargilar ile uyumlu olarak gosterdikleri davraniglardir (Kanter,
1977b: 980). Hakim grup, tokenler i¢in dnceden olusmus genellemeleri ve kalipyargilar
koruma egilimindedir. Kanter (1977a,b) Statii Seviyelendirme ve Stereotipik Rol
Atamalarn ile bu egilimin pekistirildigini ifade etmektedir.

Kanter (1977) statii seviyelendirmeyi, tokenin sahip oldugu profesyonel roli ile
ait oldugu ve kendisini tanimlayan temel statiisii arasindaki algi1 ayarlamasi olarak
tanimlamaktadir. Kanter (1977a) gcalismasinda, satig personeli olarak ¢alisan bir kadinin
kendisinden beklenen gorev davranislar arasinda sekreterlik oldugu ifadesine yer
vermigstir. Diger bir deyisle satis departmani yoneticisi, satis personeli olan kadin
calisanindan sekreterlik gorevini de yerine getirmesi talep etmektedir. Benzer bir durum
erkek hemsirler i¢in de giindeme gelmektedir. Bulunduklari meslekte sayisal olarak
azimlikta bulunan erkek hemsireler de token statiisiindedir. Ancak cinsiyet statiileri
profesyonel statiilerinden yiiksek kabul edildigi i¢in s6z konusu statii seviyelendirme
erkek hemsirelerin lehine calismaktadir. Hastalar1 onlar1 hemsire olarak degil “doktor”
olarak ¢cagirmaktadir (Kanter, 1977b: 981).

Kanter (1977) kadinlar i¢in annelik, cinsel obje, sirinlik rolii ve demir leblebi
seklinde tanimladigi dort farkli stereotipik rol atamasi oldugunu ifade etmektedir.
Kanter’e gore (1977); s6z konusu rollerin her biri, belirli bir davranis egiliminden
hareketle olugsmustur. S6z konusu roller, kadinlarin is ve sosyal yasamlarina da etki
etmektedir.
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Cinsiyet Statiisii

Toplum birbirine gii¢ ve statii iliskileri agisindan bagli farkli sosyal gruplar halinde,
hiyerarsik olarak yapilanmustir. Etnik koken, yas, cinsiyet ve meslek en yaygin statiiler
olmakla birlikte toplumsal statiiler arasinda hiyerarsik bir yap1 oldugundan, her statii
ayni degerde degildir ve bireye ayni oranda prestij saglamamaktadir. Tokenin cinsiyeti
de, tokenin statiisiine etki etmektedir. Diger bir deyisle erkek tokenler, kadin tokenlerin
yasadig1 olumsuz deneyimlerle karsilagsmamaktadir (Yoder, 1991: 180). Bu konuda
yapilmig ¢aligma ve arastirmalar (Heilman, 1993; Terborg, 1977; Sacket vd.,1991;
Cohen ve Swim,1995; Reskin, 1988); cinsiyetin, tokenin statiisiine etki ettigini destekler
niteliktedir. McDonald vd. (1997) tarafindan lisans 6grencileri lizerinde yapilan bir
diger ¢alisma Tokenlerin Statiisiinii Manipiile Edilmesi konusunda 6nem teskil
etmektedir. Calismada, lisans 6grencilerinden olusan bir grup 6grencinin isim, yas,
egitim durumu, hobileri, algiladiklar giiglii ve zay1f yonleri hakkinda bilgiler alinmistir.
Daha sonra bu 6grenciler arasindan rastlantisal olarak secilen kadin 6grenciler telefon
ile aranmig ve alt1 kisilik li¢ ayr1 gruba karar verme konusunda liderlik etmek iizere
gorevlendirildikleri bildirilmistir (McDonald vd., 1997: 102). Her gelen kadin 6grenciye,
sorunlar hakkinda kisaca bilgi verilmis ve diger grup iiyeleri gelene kadar kendileri
ile paylasilan sorunlar ve ¢oziimleri {izerinde diisiinmeleri istenmistir. Konu pilot
uygulamada ii¢ durum olusturulmustur. Birinci grupta, grup lideri ve diger grup
iiyelerinin ayni yas ve egitim diizeyinde oldugu kadinlardan olustugu diger bir deyisle
token statiisiiniin bulunmadig1 bir yap1 olusturulmustur. ikinci grupta, grup liderinin
kadin ve grup iiyelerinin ayni yas ve egitim diizeyinde oldugu ancak grup iiyelerinin
tamaminin erkek oldugu bir durum tasarlanmig ve cinsiyete dayali token statiistiniin
bulundugu bir yap1 olusturulmustur. Ugiincii grupta, grup liderinin kadin ve grup
iiyelerinin tamaminin erkek ancak grup liderine oranla daha geng ve daha az egitimli
oldugu (grup iiyelerinin tamamu lise 6grencisidir.) bir durum yaratilmistir. Bagka bir
ifadeyle, yliksek statiilii cinsiyete dayali token durumu olusturulmustur. Bu ¢aligmanin
sonucuna gore; token olmayan birinci gruba oranla ikinci ve {igiincii grupta daha
fazla ayrigma ve kalip yargi ortaya cikigi tespit edilmistir. Bununla birlikte, ikinci ve
lclincii grubun her ikisinde de grup lideri kadin; token statiisiinde olmakla birlikte,
ikinci gruba liderlik eden kadinin daha fazla performans baskisi, endise ve tedirginlik
hissettigi ortaya konmustur.

Tokenlerin deneyimlerini etkileyen temel statii cinsiyet olmak ile birlikte, cinsiyetin
yanisira tokenin farkli statiileri de bulunabilmektedir. Ozellikle 1tk ve etnik kdken
olarak kargsimiza ¢ikan bu statiilerin cinsiyetle kesismesi Statii Kesismesi olarak
nitelendirilmekte ve tokenin deneyimlerine etki etmektedir. Yoder vd.’ nin (1996)
yaptig1 caligmada, lisans dgrencisi olan Afro Amerikan ve beyaz kadinlarin irk ve/
veya etnik kokenlerinin hedeflerine ulagsmalar1 konusundaki etkisi tespit edilmeye
calisilmistir (Yoder vd., 1996b). Bu amagla, s6z konusu kadin denekler ile dort durum
olusturulmustur: token olmama durumu, cinsiyete dayali token durumu, etnik kokene
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dayal1 token durumu, hem cinsiyet hem etnik kokenin birlikte bulundugu token durumu.
Ornegin dérdiincii durumda Afro-Amerikan kadimlar, beyaz erkeklerin egemen oldugu
bir grupta ¢alismaya baglamistir. Arastirma sonuglarina gore; sosyal atmosfer ve yakin
is arkadashig1 birinci grupta daha iyi algilanir iken, token olma durumunda tercih edilir
bir boyutta olmamistir. Bu durum ii¢ilincii ve dordiincii grupta test edildiginde ise,
dordiincii gruptaki tokenlerin algiladigi sosyal atmosferin gergin ve mesafeli oldugu
belirlenmistir (Yoder vd., 1996: 175).

Mesleki Uyumsuzluk

Kanter’in ¢aligmasinda tokenizmin 6znesi olan kadinlar ayni1 zamanda erkek egemen
bir meslekte ¢alisan kadinlardir. Diger bir deyisle s6z konusu kadinlarin cinsiyet-
meslek uyumsuzluklar1 bulunmaktadir. Mesleki cinsiyet tiplemesi hangi meslegin
kadina uygun olup olmadig1 konusunda normlar koymakta, normatif beklentilerin
disinda se¢im yapan kadinlar olumsuz sonuglar ile karsilasmaktadir (Schachter, 1951).

Reskin ve Hartman’in (1986) yaptigi ¢alismada, mesleki cinsiyet tiplemesine uygun
olmayan meslek secimleri yapan bireylerin %53’ is degisikligi yapmak zorunda
kaldiklarini ortaya koymaktadir. Bu arastirma hem kalipyargilarin giiciinii géstermekte
hem de toplumsal olarak olusturulan yargilarin is yasamindaki yansimalarini temsil
etmektedir.

Miidahecilik

Sinirlt sayida ¢alisanin bulundugu, yiiksek maasi ve prestiji bulunan mesleklerde
genellikle erkekler yer almaktadir. Bu durum s6z konusu meslegin erkege daha uygun
olarak algilanmasina neden olmakta (Coser, 1981) ve kadinlarin bu mesleklerde
caligmasi erkeklerin sosyal miidahalesi ile zorlagtirilmaktadir. Ciinkii, kadinlarin bu
mesleklerde yer almasi onlarin statii ve prestij artisina isaret ederken, erkeklerin de
alan kaybina yasamasina zemin hazirlamaktadir (Zimmer: 1986).

Kanter kadin satis personelleri ile yaptig1 goriismede miidahalecilik yontemleri
ile karsilastiklarini tespit ederken, token kadinlarin sayilarinin artmasi halinde
tokenizmin yarattigi olumsuz deneyimlerin azalacagini belirtmektedir (Kanter: 1977a,
283-284). Bununla birlikte Yoder (1991), miidahalecilik olgusu ve sayisal oraninin
tokenizm deneyimlerine etkisinin birbirinden ayri degerlendirilmesi gerektigine vurgu
yapmaktadir (Yoder, 1991: 185). Aksi takdirde temel hedef tokenlerin say1sal varligini
arttirarak meslek ve kariyer firsatlarini esitlemek olacaktir ki, bu nokta da tokenizmin
diger tiim boyutlar1 yok sayilmis olacaktir (Yoder, 1991:186). Yoder (1991)’e gore
sayisal olarak azinlikta olan tokenlerin performans baskisi, sosyal izolasyon ve rol
kusatmas1 deneyimlerini yasadiklar1 bilinmektedir. Ilave olarak s6z konusu tokenler
kadin ise, cinsel taciz ve kisitlanmis firsat gibi baska deneyimlerlerle de miicadele
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etmektedirler. Tokenlerin hakim grup igindeki sayisalarinin artigi, goriiniirliiklerini
nispeten yitirmelerine ve is kosullarinin daha rahat hale gelmesine neden olmaktadir.
Fakat s6z konusu artisinin siirekli hale gelmesi ve 6nemli miktarlara ulagsmasi durumu;
hakim grubun diismanliginin artmasina, gruplar aras1 gegisin kisitlanmasina ve diisiik
ticret uygulamasina neden olmaktadir (Yoder, 1991: 188).

Yontem

Arastirmanin Tiirii ve Deseni

Bu ¢alismada sosyal bir olguyu derinlemesine anlamlandirmak ve incelemek
ihtiyacindan yola ¢ikarak nitel arastirma yontemi ve tokenizm olgusuna iligkin
katilimeilarin deneyimleri odak noktasi olarak goriildigii i¢in olgu bilim deseni
kullanilmustr.

Arastirmanin Evreni ve Orneklemi

Aragtirmanin evreninin belirlenmesinde tokenizm alanyazinindan yola ¢ikilmistir.
Erkeklere 6zgii oldugu diisiiniilen meslek tipleri mithendislik (Ott, 1978), polis
memurlugu (Martin, 1980; Ott, 1989), hapishane gorevlileri (Jurick, 1985; Zimmer,
1986, 1988), spor antrenorliigii (Kane ve Stangl, 1991); kadinlara 6zgii oldugu diisiiniilen
meslek gruplari ise hemsirelik (Floge ve Merill, 1985; Fottler, 1976; Greenberg ve
Levine, 1971; Segal, 1962; Ott:1989), okuloncesi 6gretmenligi (Croos ve Bagihole,
2006) ve kabin memurlugu (Jackson, 1974) olarak belirlenmistir.

Calismanin evreni Ankara’da yer alan kurum ve kuruluslarda s6z konusu
mesleklerde yer alan ¢alisanlar seklinde belirlenmistir. Bu kurum ve kuruluslarda
caligsanlarla yapilan goriismeler neticesinde arastirmaya katki verecek katilimeilar
belirlenmis ve amagli 6rneklem yontemiyle drneklem olusturulmustur. Amaclh
orneklem, genelleme yapilmamasi gibi bazi sinirliliklara sahip olmakla birlikte,
olgularin kesfedilmesi ve agiklanmasinda aragtirmacilar tarafindan siklikla kullanilir
(Berg & Lune, 2015: 71). S6z konusu sinirliligin bir diger sebebi olguyu yasayan
bireylerin ¢ok az sayida olmas1 ve drnekleme dahil edilebilecek birey sayisinin
kisitli olmasindan kaynaklanabilmektedir. Okuloncesi 6gretmenleri, antrendrler,
orman miihendisleri, kabin ekibi memurlari, polis memurlari, hemsireler, infaz ve
koruma memurlarindan olmak {izere toplam 41 katilimcinin yer aldig1 ¢alismada,
katilimcilarin sayisal ve mesleki dagilimi asagidaki gibidir.
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Tablo 3
Arastirmaya Katilan Katilimcilarin Cinsiyet ve Meslek Dagilimi
T 5 e ) )
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Meslege 6 5 6 7 5 6 6
Gore
Toplam
Katilimel

Arastirmanin Veri Toplama Siireci

Arastirmada; literatlir taramasi 15181nda arastirma sorusuna yonelik temalar
belirlenmis ve yari yapilandirilmig gériisme sorulari hazirlanmigtir. Goriisme formunda
yer alan sorular, tokenizm konusunda yapilan nitel ¢alismalar (Bknz: Gustafson,
2008; Stichman vd., 2010; Cognard-Black, 2004; Williams, 1995; LaSala vd.,
2008; Anastas, 2004; Lupton, 2006; Floge ve Merill, 1986; Roth, 2004; Guadagno
ve Cialdini, 2007; Guadagno ve Fobes; 1995; Jackson vd., 1995; Niemann, 1999;
Comaz Dias ve Beverly, 1994; Archbold ve Schulz; 2008; Cross ve Bagilhole; 2002)
g0z Oniine alinarak arastirmaci tarafindan olusturulmustur. Yar1 yapilandirilmis
derinlemesine goriisme formu olusturulduktan sonra belirlenen bir token ve bir
hakim grup iiyesi ile 6n goriigme yapilmis, gériisme sonrasi gerekli degerlendirme
ve glincellemeler yapilmistir. Gorlismeden 6nce katilimcilara arastirmanin amaci
ve igerigi hakkinda bilgilendirme yapilmis, gizlilik konusunda giivence verilmistir.
Calismada katilimcilarin isimleri kullanilmamais, katilimeilar token grup iiyesi,
hakim grup tiyesi olarak tanimlanmiglardir. S6ylemlerin aktarildigi kod haritalarinda
katilimcinin belirtmis oldugu kisi ve kurum isimleri de arastirmaci tarafindan
degistirilmis ve gizliligi saglanmistir. Goriismede daha fazla bilgi elde etmek amaciyla
katilimcilara agik uglu sorular da yoneltilmistir. Gorligme siiresince katilimeilara hi¢bir
yonlendirmede bulunulmamais, katilimeilarin diisiincelerini rahat ifade edebilecekleri
bir ortam saglanmistir. Goriismeler katilimeilarin uygun oldugu tarih ve saat tizerinde
goriis birligine varilarak, katilimcilarin kendi kurumlarinda yer alan toplant1 ve
calisma odalarinda yiiz ylize ger¢eklestirilmistir. Katilimcilarla yapilan gériismeler
30 ile 60 dakika arasinda siirmiistiir. Goriismeler katilimcilarin s6zlii onayi ile ses
kayit cihazi araciligiyla kaydedilmistir.
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Katilimer goriismeleri, Nisan 2019 tarihinde baslamis Haziran 2019 tarihinde
tamamlanmistir. Gorlisme esnasinda katilimcinin bahsettigi temel noktalar ve kullandig:
onemli kelimeler ve kavramlar not alinmis diger bir deyisle katilimci i¢in nelerin
onemli oldugu hakkinda ipuglari saglanmistir.

Verilerin Analizi

Fenomenolojik arastirmalarda verilerin analizi, bir olayin yasantilarini ve anlamlarimni
aciga cikarmaya yoneliktir (Yildinm ve Simsgek, 2008: 74). Bu arastirmada veriler
yorumlayici fenomenolojik yontemle analiz edilmistir. Yorumlayici fenomenolojik
analizde, bireyin deneyimleri ¢er¢evesinde belirlenen fenomeni katilimcinin ayrintil
bicimde ele almasi ile baglayan ve boylelikle fenomeni tanimlayan analitik bir yap1
olusturulmaktadir. Yorumlayici fenomenolojik analiz bir katilimcinin derinlemesine
incelenmesi ile baglamakta ve sonra ikinci katilimcinin derinlemesine incelenmesiyle
devam etmektedir (Pietkiewicz ve Smith, 2014). Bu baglamda veri analizinin baslangi¢
asamasinda katilimcilarin 6zellikle tizerinde durduklari bazi noktalara iliskin notlar
alinmakta, tekrar eden temalar belirlenmekte ve boylece list-alt temalar olusturulmaktadir.
Her katilimer igin gergeklestirilen bu siireg¢ sonucunda, katilimcilar arasinda tekrar eden
ortak ve karsit goriisler belirlenerek temalar olusturulmaktadir (Smith vd., 2009: 79-
80). Analiz asamasindan dnce veriler diizenlemekte ve bu diizenlemeler genellikle
bilgisayar ortaminda yapilmaktadir. Elde edilen iglenmemis veriler metne dokiildiikten
sonra probleme hakimiyet saglanmasi ve problemin net olarak anlasilmasi amaciyla
arastirmaci tarafindan defalarca okunmaktadir. Bu asama tamamlandiktan sonra analiz
siireci baglamaktadir. Verilerin ardindan olusturulan belgeler arastirmaci tarafindan
analiz edilmekte, analiz edilen veriler arastirmacinin yorumlamalar1 ve katilimcilarin
deneyimleri ile bir araya getirilerek okuyucuya rapor halinde gorsellestirilerek
sunulmaktadir (Creswell, 2016: 182- 187).

Bu calismada da yar1 yapilandirilmig goriigme formuyla ses kayit cihazi kullanilarak
toplanmis veriler aragtirmaci tarafindan dinlenmistir. Goriigmelerde alinan ses kayitlar
MS Office Word programina aktarilarak metne dondstiiriilmiistiir ve okunmustur.
Metin haline doniistiiriilen 328 sayfalik veri kuramsal ve kavramsal ¢erceve 6zelinde
olusturulan kategorilere gore kodlanmistir. Daha sonra siirecin kolaylastirmasi ve
sistematik bigimde yonetilmesi igin MAXQDA Pro Analytic 2018 programi kullanilarak
rapor halinde gorsellestirilmistir.

Bulgular

Calismada kullanilan MAXQDA Pro Analytic 2018 programinin okuyucuya sundugu
en onemli gorsel araglardan biri kod haritalaridir. Kod haritalari, aragtirmaci tarafindan
belirlenmis ve atanmig kodlarin birbirleri ile olan iligkilerini belgeler bazinda analiz
ederek gorsellestirmektedir. Kod haritalari, dil engelinin iistesinden gelmek i¢in oldukc¢a
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faydalidir. Calismada kod haritalar1 olusturulmasindaki temel amag; tokenizmin
boyutlarini ifade eden alti ana kodun (Performans Baskisi, Yiikseltilmis Sinirlar,
Rol Kusatmasi, Statii Farkliliklar, Mesleki Uyumsuzluk ve Miidahalecilik) ve soz
konusu ana kodlara bagli alt kodlarin her bir meslek grubunda hangi kodlar ile yogun
etkilesimde oldugu konusunda okuyucuyu bilgilendirmektir. Bu bulgular agsagida her
bir meslek grubuna 6zgii basliklar altinda sunulmaktadir:

Okuléncesi Ogretmenleri

Okuldncesi 6gretmeni token erkekler kendilerini “istisna” olarak tanimlamaktadirlar.
Token okuldncesi 6gretmenler istisna olma durumunu hem sayica az olmalarini
aciklamak i¢in, hem de kadin egemen bu meslekte basarili olmalarinin ne kadar zor
ve yorucu oldugunu vurgulamak i¢in kullanmaktadirlar. “Cok az erkek meslek olarak
okul éncesi ogretmenligini tercih ediyor. Ben 6grenci iken 75 kisilik sinifta 3 erkek,
72 kiz olarak egitim almistik.” ifadesini kullanan token erkeklerden biri bu duruma
ornek teskil etmektedir.

“14 yullik 6gretmenlik yasantimda 7 y1l boyunca sinifta bizzat égrenci ile ¢alisarak
ogretmenlik yaptim. Buna kéy okullart da dahil. Bunu ézellikle soyliiyorum ¢iinkii
tasrada okul oncesi 6gretmenleri hep kadindir. Bu yoniimle kendimi istisna olarak
kabul ediliyorum.” ifadesini kullanmistir.

Kanter (1977)’e gore stereotipik rol deneyimi token kadinlarin yasadigi bir deneyimdir.
Fakat kadinlar hakim grup iiyesi konumunda iken bile s6z konusu stereotipik rol
kusatmasi deneyimini edinmektedir. Token katilimeilardan biri bu durumu “Okuléncesi
ogretmenligi meslek olarak kadina daha wygun goriiliiyor. Soz konusu ¢ocuk oldugu
icin kadn daha sefkatli, anag ve yardimsever olarak algilaniyor. Dolayist ile meslekte
cinsiyete dayali 6nyarg: var maalesef.” seklinde ifade etmektedir.

Statii seviyelendirme deneyimiyle de tokenler degil, hakim grup tiyesi kadinlar
kars1 karsiya kalmaktadir. Cinsiyet statiisii itibariyle erkeklere kiyasla “diigiik ” statlide
kabul edilen kadinlarin, okuldncesi 6gretmenligi mesleginde de kars1 karsiya kaldiklar
durum bu bakis a¢isinin uzantisidir. Hakim grup tiyesi okuldncesi 6gretmenlerinden
biri bu durumu “Okul éncesi ogretmenlik, 6gretmenlik gibi goriilmiiyor maalesef. Hal
boyle olunca “bakicilik isi” kadina daha uygun goriiliiyor. Kadin da erkek de olsa
anaokulu ogretmeni ogretmendir. Cocuga yagsam becerileri verir, farkindalik verir,
sosyal ve akademik hayata hazirlar.” seklinde ifade etmektedir.

Cinsiyeti itibari ile “yiiksek” statiide kabul edilen erkekler, kadinlarin egemen oldugu
bu meslekte yonetsel gorevlere talip olmakta ve s6z konusu gorevleri almaktadir. Token
grup tiyeleri, kadinlarin yonetsel gorevlerde bulunmamasini iki nedenle agiklamaktadir:
Bu nedenlerden ilki, kadinlarin aile yasamlarini nceliklendirmesidir. Ikinci neden ise
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zaten sayica az olan token erkekler, yonetsel pozisyonlar i¢in basgvurularinda erkek
kotalarmin dolmamasi sebebiyle avantajli hale gelmektedir. Diger bir deyisle, kadinlarin
basvuru yaptigi yonetsel gorevlerde yigilma olurken, erkekler i¢in boyle bir yigilma
olmamaktadir. Buna benzer bir durum yurtdis1 gérevlendirmelerinde de yasanmaktadir.
Token grup iiyesi katilimcilardan biri yurtdist gérevlendirmesi i¢in yaptig1 miiracatta
3 erkek , 25 kadin olarak miilakata ¢agrildiklarini ifade etmistir. S6z konusu miilakat
sonucunda erkek adaylarin kontenjani dolduramamasi sebebiyle hepsinin sec¢ildigini
ancak kadinlar arasinda eleme oldugunu dile getirmistir. Hakim grup iiyesi kadinlar
ise, yonetsel gorevlere talip olmalar1 durumunda bile olumsuz yanit aldiklarimni ifade
etmektedirler. Velilerin kadin 6gretmenlerini sinifta gérmek istemesi nedeniyle yonetimin
bu tip kararlar aldigin1 savunmaktadir. Erkek okuldncesi 6gretmenlerinin “gizlendigi”
bu yap1 erkeklerin lehine sonuglar liretmektedir.

Caligsmaya katilan token grup lyesi ii¢ erkek katilimci da yonetsel gorevlerde
bulunmaktadir. Katilimcilardan biri bakanlikta {ist diizey yonetici, diger ikisi ise
okul miidiirii olarak gorevlerine devam etmektedir. Dolayisiyla token erkeklerin,
hakim grup iiyesi kadinlar tarafindan miidahalecilik uygulamasina maruz birakildig:
diistinilmemektedir.

Asagida bu agiklamalarin takip edilebilecegi kod haritas1 katilimcilarin séylemleri
ile birlikte gorsellestirilmektedir:
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Antrenorler

Alt1 antrenor katilimer arasinda iki kadin antrenér bulunmakta ve s6z konusu iki
kadin antrenor token grup iiyesi olarak kabul edilmektedir. Her ikisi de basarilarindan
ve ¢aligmalarindan ziyade, “kadin” olmalarina odaklanilmasindan rahatsiz olduklarini
belirtmis, hakli olduklar1 konularda bile tartigma ve ¢atigma ortamindan kagindiklarini
ifade etmislerdir. Bu durum s6z konusu token kadinlarin intikam endisesi yasadiklarini
dogrular niteliktedir. Mevcut durumlarinin ve isyerinde saglamis olduklari barisin
bozulmasindan endise eden token kadinlar terfi ve yonetsel gorevlere aday olmak
yerine mevcut pozisyonlarmi korumak igin caba gostermektedirler. Ilave olarak token
kadinlar kendileri ile ilgili tiim detaylarin bilinmesinden rahatsizlik duymakta ve
bu nedenle toplu organizasyon ve yemeklerden 6zellikle kaginmaktadirlar. Token
kadinlar, kendilerini ispat etmek i¢in ¢ok ¢aligmakta bunu yaparken de maskiilen roller
ustlenmektedirler. “Barikat kursalar yikarim”, “benim topuklu ayakkabim yoktur...”
ifadelerinin hakim grupla uyumlu olma ihtiyacindan kaynaklandig: disiiniilmektedir.

Token konumunda olan kadin antrendrler hakim gruptan farkli olan 6zelliklerinin
vurgulandigimi, siklikla bu meslegi neden sectiklerini agiklamak zorunda kaldiklarimi
ifade etmislerdir. Higbiri hakim grupla sosyallesmek istemedigi gibi, hakim grubun
hicbir iiyesi de tokenlerle sosyallesmeyi istememektedir. Clinkii s6z konusu sosyal
organizasyonlarda hakim grubun dile getirdigi basari hikayeleri, askerlik anilar, kiifiirli
sakalar token kadinlari rahatsiz etmektedir. Kendileri basar1 hikayelerini anlatmaya firsat
bulamamakta ve mevcut durumlarimi agiklamakta yetersiz kalmaktadirlar. Bu nedenle
bu konuda sert tutum gosteren token kadinlar, maskiilen ifadeler kullanmaktadirlar.
“Basarimdan bahsedilmezse, bahsettiririm”, “saka yapan duvara toslar....” gibi
ifadeler bu duruma 6rnek niteligindedir. Kendilerini “istisna” olarak tanimlayan token
kadinlar, meslekten ayrilmay1 diisinmemekte aksine Tiirkiye’de yeni taninan branglarda
calisarak kendilerini ispat etme yolunda tercihlerini ortaya koymaktadirlar. Bununla
birlikte sectikleri bransglarda da az sayida olmalar1 nedeniyle performans baskisi ile
ylizlesmektedirler.

Token kadinlarin, strereotipik rol atamasi deneyimini yasadiklar1 belirlenmistir.
Yetersizlikle suclanan kadinlar, cocuk sporcularin egitimine yonlendirilmekte ve orada
basarili olacaklar1 iddia edilmektedir. Bu durum, kadinin anac¢higi ve ¢ocuk sporcu ile
daha iyi iletisim kurabilmesi gerekg¢esiyle agiklanmaktadir. Benzer bir bigimde temas
gerektiren (giires ve okguluk gibi) sporlarda da kadinlar 6n planda tutulmaktadir. Token
antrendrlerden biri “Temas gerektiren sporlarda kadinlar daha fazla tercih edilir”
sOyleminde bulunmustur. Spor kurumlar1 6zellikle baglangi¢ egitimi asamasinda
erkek antrendrleri geri planda tutarak, kadin antrenérlerle ¢alisma yapilmasini tegvik
etmekte ve boylece kurum imajini gliglendirmeyi amaglamaktadir. Diger yandan
egitim caligmalarinda geri planda tutulan erkek antrendrler, miisabaka ve sampiyonluk
yarismalarina hazirlanmakta ve 6n plana ¢ikmaktadir. Boylelikle erkek antrendrler
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milli takim se¢gmelerinde tstiin performans gostererek, branglarina uygun takimlarda
yer alabilmektedirler.

Hakim grup iiyeleri, kadinlarin s6z konusu meslege uygun olmadigini diisiinmektedir.
Kadinlar, yogun ¢alisma saatlerinin, ulusal ve uluslararasi miisabaka ve organizasyon
katilimlariin gerektirdigi sehir dis1 mesailerin aile hayatina zarar verecegine vurgu
yapmaktadir. Bununla birlikte kadinlar bu fikri paylasmamakta, ulusal ve uluslararasi
arenada onemli bagarilar elde etmis kadin sporcularin var oldugunu ifade etmekte ve
meslekten ayrilmay1 diisiinmediklerinin altini ¢izmektedirler.

Asagida bu aciklamalarin takip edilebilecegi kod haritas1 katilimeilarin sdylemleri
ile birlikte gorsellestirilmektedir.
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Hemsireler

Hemsirelik mesleginde token konumunda bulunan erkekler, performans baskisini tim
boyutlari ile deneyimlemektedir. Y6netim, hakim grup liyeleri ve hastalar tarafindan
gereginden fazla elestiriye maruz kaldiklarini ifade eden token erkekler, hastalar
tarafindan da son derece goriiniir olma ve zaman zaman verdikleri hizmetin reddine
varan bir siireci aktarmaktadirlar. Bu nedenle token erkek hemsireler kurum tarafindan
“gizlendiklerini” kabul etmektedirler. Acil poliklinigi, ambulans ve yogun bakim
iiniteleri tokenlerin gizlendigi birimlerin baginda gelmektedir. S6z konusu “gizlenme”
amacinin yani sira, bu birimler hastanin taginabilmesi i¢in fiziksel giiclin gerekli oldugu
birimlerdir. Bu nedenle token erkekler bu birimlerde hem kas giiclerinden yararlanildigin
hem de gizlendiklerini belirtmektedirler. Daha fazla sorun yagamaktan ¢ekinen token
erkekler, kadin meslektaslari ile tartisma ve ¢atisma ortamina girmekten kaginmakta
ve hem “gizli” hem “sessiz” olmay1 tercih etmektedirler.

Yiikseltilmis sinirlar deneyimi ile en ¢ok karsilagan grup token erkek hemsirelerdir.
Token erkekler, hakim grubun izolasyonuna tabi tutulmaktadir. Gece mesaisi olan
meslekte kurum tarafindan tahsis edilmis bir adet dinlenme odas1 bulunmasina ragmen
s6z konusu oday1 hakim grup liyeleri sadece kendi kullanimlarina ayirmiglardir. Bununla
birlikte token grup tiyesi erkek hemsireler giysilerini degistirmek igin koridorda yer
alan depo odasini kullanmaktadirlar. Token hemsirelerden biri bu durumu “Cogu
zaman depoda giysilerimi degistirmek zorunda kaliyorum...” seklinde ifade etmistir.
[lave olarak hakim grup iiyesi kadinlarin ayda bir kere toplandiklari organizasyonlari
bulunmaktadir. Toplant1 ve organizasyonlara token erkekler dahil edilmemekte, is
ile ilgili organizasyonlarda bir araya gelindiginde ise hakim grup tiyeleri kendilerine
6zgii sohbet konular1 olugturmaktadir. Bu sohbetlerde token erkekler sessiz kalmay1
tercih etmekte; uzlasamadiklar1 konularda fikir beyan etmeleri durumunda catisma
endigesi yasamaktadirlar.

Hakim grup iiyesi konumunda bulunan kadin hemsireler de meslegin zorlu ve
yorucu olmasi nedeniyle siklikla “sert” sifati ile anildiklarini dile getirmisglerdir.
Token erkeklerin ise rol kusatmasi deneyimini yasamadiklari belirlenmistir. Bununla
birlikte hemsirelik mesleginde rol kusatmasi deneyiminin sinirli kaldigini ve statii
seviyelendirme deneyiminin ise erkekler lehine ¢alistigint sdylemek miimkiindiir. “Bize
hitap ederken abi diyen var, doktor bey diyen var.” ifadesini kullanan token grup iiyesi
erkek hemsire, hastalarin gogu zaman kendilerine nasil hitap edecegini bilemediklerini
dile getirmektedir. “Doktor bey” ifadesi prestijli ve yiiksek statiilii meslege gonderme
yaparken, “abi” ifadesi saygiy1 barindirmaktadir. Kadin egemen bir meslegi tercih
eden erkeklerin goreli statii diisiisii toplumun bu ifadeleri kullanmast ile yiikseltilmeye
calisilmakta ve bu durum statii seviyelendirmesi olarak yorumlanmaktadir.
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Saglik hizmetleri miidiirleri, idari ve mali isler miidiirleri erkek hemsirelerden
secilmektedir. Kidem kriterini tamamlayan tiim adaylar miilakatlara cagrilmakta
ancak se¢imler erkeklerden yana olmaktadir. Hakim grup bu durumu adaletsiz olarak
degerlendirmekte iken, token grup bu durumu erkek hemsirelerin tiim servislerde
istihdam edilememesinin sonucu olarak acgiklamaktadir. Bu nedenle token erkekler,
meslegin ilk yillarindan itibaren yonetsel gorevlere hazirlik yapmakta, sosyal aglarini
bu yonde gelistirmektedir.

Token erkek katilimcilarin hi¢biri miidahalecilik deneyimi ile karsilagsmamakta;
hakim grup {iyesi konumunda bulunan kadinlar tarafindan gii¢, kaynak veya firsat
esitsizligine maruz birakilmamaktadir. Hakim grubun miidahalecilik faaliyeti olmadigi
gibi, tokenler yonetsel gorevlerde daha hizli ilerlemekte ve statii farkliliklarinda dile
getirilen tokenlerin statiisiinliin manipiile edilmesi durumu giindeme gelmektedir.
Asagida bu agiklamalarin takip edilebilecegi kod haritast katilimcilarin sdylemleri
ile birlikte gorsellestirilmektedir.
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infaz ve Koruma Memurlar

Token grup iiyesi konumunda bulunan kadinlarin tamaminin performans baskisi
hissettigi belirlenmistir. Kendilerini ispat etmek zorunda kalan token kadinlar ¢ok
caligmakta, mesleklerinde yeterli bilgi ve donamina sahip olduklarini ispat etmek i¢in
emek vermektedirler. Token kadinlarin yasadiklar1 performans baskisinin ana kaynagi
mahkumlar ve toplum olmakla birlikte, hakim grup iiyesi konumunda bulunan erkekler
de s6z konusu performans baskisini arttiracak sdylem ve eylemlerde bulunmaktadir.
Hakim grup tiyesi erkekler, kadinlarin fiziksel yetersizliklerine génderme yapmakta
ve bu meslekte kas giiciiniin 6nemine isaret etmektedirler. Tiim bu nedenlerle token
kadinlar tartisma ve ¢atismadan 6zellikle uzak durmaktadirlar.

Hakim grubun kiiltiirinlin en ¢ok abartildigi meslek grubu olan infaz ve koruma
memurlugu, kiifiir ve argo kullaniminin da en yaygin oldugu meslekler arasinda
bulunmaktadir. Nitekim hakim grup {iyesi katilimcilardan biri bu durumu “futbol
konusulur, argo ve kiifiir kullanimlar: da mevcuttur maalesef. Kiifiir ve argo kullanimi
birbirimize karsi olmaz. Yola sokamadigimiz mahkum i¢in kullamhr. Ashinda dogru
degil biliyorum ama oluyor maalesef. Mecbur kaliyoruz bir noktada...” sozleri ile
dogrulamaktadir. Hakim grup {iyesi katilimcilar, s6z konusu konusma dilini mahkumlari
“adam etmelk” i¢in kullandiklarini dile getirmektedirler. Token ve hakim grup tiyeleri
igyerinde ve diginda birlikte sosyallesmemektedir. Olasi organizasyonlarda ise token
kadinlar eslerinin de bulundugu ortamlarda sosyallesmeyi tercih etmektedir. Diger
bir deyisle, statii denkliginin esleri ile kurulabilecegini diisiinmektedirler. Toplum
tarafindan saskinlik ve tereddiitle kargilanmalari nedeniyle, meslegi neden sectiklerini
sik sik ac¢iklamak durumunda kalan token kadinlar, farkli olduklarimi da ayni siklikla
hatirlamaktadirlar. Bu durum token kadinlarin kurum degistirme istegini arttirmaktadir.

Token kadinlar stereotipik rol atamalari ile ¢ok sik karsilastiklarini “sert, seksi, deli
vb.” birgok sifatla anildiklarini belirtmektedirler. Fakat soz konusu sifatlar hakim grup
tarafindan degil, mahkumlar tarafindan se¢ilmekte ve kullanilmaktadir.

Isyan, yeni bir sug ve firarin dnlenmesi durumlari haricinde infaz ve koruma
memurlarinin karsi cins mahkum ile iletisimi bulunmamaktadir. Benzer durum
kars1 cins meslektaglari i¢in de gegerlidir. Diger bir deyisle yukarida bahsi gecen
olaganiistli kosullar haricinde token kadinlar, hakim grup tiyesi erkek meslektaglari ile
bir araya gelmemektedir. Ancak, hakim grup {iyelerinin kiiltiir ve davranis bigimleri
token kadinlar1 6nemli 6lglide etkilemektedir. Bu durumun iki temel nedeni oldugu
diisiiniilmektedir. T1ki, token kadilarin hakim grubun kiiltiirii olarak ifade ettigi “argo
ve kiifiir kullanim1”nin hakim gruba degil, mahkumlara ait olma olasiligidir. ikincisi
ise hakim grup iiyeleri erkeklerin yonetsel gorevler almasi ile birlikte token kadinlarla
giinliik mesai i¢inde yogun iletisime baslamasi ve s6z konusu iletisim neticesinde hakim
gruba ait oldugu diisliniilen “argo ve kiiflir” kiiltiiriin benimsenmis olma olasiligidir.
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Hakim grup liyelerinin tamami meslegin kadinlar igin uygun olmadigini diisiinmektedir.
ettiklerini ve gelirinin iyi olmasi nedeniyle de isten ayrilamadiklarini belirtmektedirler.

Tiirk orf ve adetleri geregi kadinin “korunmas: gereken bir emanet” olduguna vurgu
yapilmaktadir. Meslegi secen token kadinlar,is bulamadiklari i¢in meslegi tercih
Asagida bu agiklamalarin takip edilebilecegi kod haritas1 katilimcilarin séylemleri ile
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birlikte gorsellestirilmektedir.

“IpepR[eWUR[INUOS J[I LIB[ew[e Je[eyIs 131§ ynnunios nsnuoy zQs oA opyow|ds ofey nunigd

O[ATUOPAU LIB[RWI[O UIPLY ‘Te[UIpeY] Uo) O], “IIP[IZOp NIZISIN)A BAOA/OA NI[ZISLIESeq ‘Tudpau uruiseweseX 1spjseq sueuloysod uLIe[uIpes| uayo) uefe 194

op[o[sow nsnuoy zos ‘o[$14op J1q 1031 TIpapjownIos ngnpjo WSS9 11q ungoK epuisere npoy e Lefewele o1 dijoaIals 1jgeq euNpoy| eue Iseunesny|

[01 3[1 NPOY }[& BWUR[YEPO SULII[YI[[9ZQ I[318§ UIUYO) I[Feq BUNPOY BUR ISTYSeq SUBWLIONAd 9pIwsnioF ue[ided o[l LIRMNWIIA BWNIOY A ZBJU]
1SejLIRY LISID{SI[I POY JIE BULIRINWSW BUINIOY A ZBJU] f [142S'

(v) uejeweyy [0y dioasals

‘wndnwAnp 1uuspIpap L
‘iIseSyie |I6ap ep epwniwin ‘wnpAnp uIpey| 1]3p uld! Liq uepziwiiejSepese uejo N3]
JuLBPPap UIpex 116 iwap ZnsnBANGE (DL (£) ewuepjepg suuap|i||3zQ 1pjie4 ulujor 1q16 wiuaq ul 0 ‘219 zueAnp uepiejwnyyew

5 ® PG

“wnpANp 405 WnpANp 1uIsapey! ISY9S “('O"L ‘Np|o ep Jejuipey uelejue nuNBNpjo NWNjyew Japey ‘uejejue luiplap ‘dnkoy suak auuy ‘npjo
ap Ja|uakip dSeuy ‘npjo uipey Iqib N3 ‘Las ziwipe uspunznk sejkejo 3jkoq 15| ‘Ipue|RY “WiIpap wiispuob
nv eAeank nBnoo iy "wipap eweuko unko sjwiuag ‘winib euiuek e1uos 'iqel npuop akijeq 'ebndo3d wipjeq
uaq uapawaA euo unb Jiq wey wiply ‘wiuaq eAipiea ap unb O “wipap ully ‘ipues wnioAideA exes 'nbnood
wipap uly ‘znioAiwapaseq 3o JoAlp wauLIpak ‘wiijeliq Se ‘1ziq JoAipa 1pya) epn0’ Jokiwiey 161pawalhos
‘10A1pa ja1e)RY 9219 "UIpEY JIq Jisaibe 303 jexe)
‘lejwnyyew uipey uejo nBnoo epuiyje uideA UQ 1 6
11q epuided G ‘wewinun 314 N 1pe ‘'unb Jiq 1pab wnjyew auey ig “1oAiy|ey akswis 1auedey aziq ep wnjyew
‘wast zew|o 1as 1963 "winJoAljey epunwININp Jew|o 13s epeing "WNpAnp juisapey uipey 1q16 Yy ‘WS 1N'D°L

Q

110



Kurt-Yilmaz, Surgevil-Dalkilig / Cinsiyete Dayal Tokenizm: Kadin Egemen ve Erkek Egemen Meslekler Uzerinde Nitel Bir...

Kabin Memurlari

Token erkekler, yolculari ve kadin meslektaslarinin kendilerini detayli incelediklerini
dile getirmekte, bu goriiniirliigii azaltmak i¢in ¢ok calistiklarint belirtmektedirler.
Calismaya katilan token erkeklerin tamami yonetsel gorevlerde bulunmaktadir.
Hakim grup iiyesi kadinlarin, bundan rahatsiz oldugunu diisiinen token erkek
katilimcilardan biri VIP uguslar i¢in se¢ildigini duyan kadin arkadaslari igin “terfimi
duyan kadin arkadaslarim beni tebrik etmedi ve iletisimlerini minimuma indirdiler”
ifadesini kullanmistir. Token erkek bu durumu, basarinin takdir edilmemesi olarak
yorumlamaktadir.

Kabin ekibi memurlar1 uzun uguslarin ardindan konaklama yaptiklari sehirlerde yeni
yerleri gorme, birlikte yemek yeme vb. aktiviteleri planlamakta ve bundan memnuniyet
duymaktadir. Token kabin ekibi memurlarindan biri “egim ile ayni sirkette ve boyle
bir ucus sonrasi yaptigimiz konaklamada tamstik.” ifadesini kullanmistir. Token
erkeklerin tamami kendilerini istisna olarak tanimlamaktadir. Gerek meslekteki sayisal
azliklari, gerek cok ¢alismalari, gerekse kariyer yollarinda hizli ilerlemeleri nedeniyle
kendilerini “istisna” olarak degerlendirmekte ve bu yoniiyle token okuldncesi erkek
ogretmenler ile benzesmektedirler.

Hakim grup tiyesi kadinlarin tamamu stereotipik rol atamalar ile karsilagmaktadir.
“Sert, seksi, anag¢ vb.” sifatlar ile anildiklarini ifade etmektedirler. Gegmiste kadin
kabin ekibi memurlarinin uniformalariin kirmizi kisa etek, kirmizi yelek ve beyaz
gomlekten olustugunu, kirmizi renk ve kisa etek se¢iminin kadini “cinsel obje” olarak
sundugunu ifade etmektedirler. Token grup liyelerinden biri “kadinlar genellikle daha
tercih edilir oluyor fakat bu durum o kadar ileri gitmis ki bir donem kadin kabin
memurlart biver cinsel obje gibi algilanmis. ” ifadesi ile stereotipik rol atamalarindan
cinsel obje roliiniin kadin kabin ekibi memurlarina atfedildigini dile getirmektedir.
Hakim grup iiyesi kadinlardan biri “Ornegin sirket sadece kadin adaylara yénelik is
ilanina ¢ikarken, sadece erkek adaylara yonelik is ilant ¢ikartmamaktadir. Kabin ekibi
memuru alimlarinda sirketin tercihi kadinlardan yana olmakta ve kadin kabin ekibi
memurlarinin sayist hep fazla tutulmaktadir.” ifadesini kullanmaktadir. Ayrica kadin
kabin ekibi memurlarinin, kaptan pilotlarin cinsel ima ve sakalarina maruz kaldiklar
ve islerini kaybetme korkusu ile sessizliklerini koruduklari belirtilmistir. Bununla
birlikte token erkekler kadinlarmn fiziksel gii¢lerinin yetersizligine vurgu yapmakta,
ozellikle erkek kabin ekibi memuru alimlarini s6z konusu fiziksel giice olan ihtiyagla
aciklamaktadirlar.

Kabin ekibi memurlart agirlikli olarak kadinlardan olugmakla birlikte, kadinlar statii
seviyelendirmeyi deneyimlemeye devam etmektedir. Bu durum 6zellikli seyahatlerde
kendini gdstermektedir. Ornegin Arap Emirlikleri ve Suudi Arabistan uguslarinda
erkek yolcular erkek kabin memurlar ile kadin yolcular kadin kabin memurlar ile
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iletisime ge¢mektedir. Benzer bir bigimde havayolu sirketinin asker tagima sdzlesmesi
geregince yaptig1 asker tagimalarinda tiim kabin ekibi erkek memurlardan secilmekte,
hicbir kadin kabin ekibi memuru bu uguslarda yer almamaktadir.

Hakim grup tiyesi kadinlar, erkeklerin terfi ve atamalarda tercih edilmelerini sadece
“cok ¢alismak ’la agiklayamamaktadirlar. Kadinlara kiyasla erkeklerin, yonetsel
gorevlere daha hizli terfi etmelerinin “erkek” olmakla iliskisine dikkat ¢gekmekte ve
“sirketin tist yonetimi agirlikli erkeklerden olusuyor.” ifadesini kullanmaktadirlar. 12.000
kabin ekibi memuru arasindan secilen 60 kisilik kontrol kabin ekibi memurunun 46’s1
erkek, 14’1 kadindan olusmaktadir. Benzer bir bigimde 12.000 kisi i¢inden se¢ilen 70
VIP kabin ekibi memurunun 50’si erkek, 20’si kadin memurlar arasindan se¢ilmistir. S6z
konusu secimler, tokenlerin statiisiiniin manipiile edilmesi olarak yorumlanmaktadir.
Benzer bigimde sirkette yer alan 15 hizmet bagkanliginin sadece birinde kadin yonetici,
geri kalan 14 hizmet bagkanliginda erkek yoneticilerin tercih edildigi ifade edilmektedir.
Bu durum, token erkeklerin cam merdiven' etkisi yasadiklarini diisiindiirmektedir.
Asagida bu agiklamalarin takip edilebilecegi kod haritasi katilimcilarin sdylemleri
ile birlikte gorsellestirilmektedir.

1 Ilk kez 1992 yilinda Christine Williams tarafindan ortaya konan Cam Merdiven (Glass Escalator), cinsiyeti
itibariyle yiiksek statiide kabul edilen erkeklerin, kadin egemen meslekleri se¢meleri halinde diisiik
kabul edilen mesleki statiilerinin terfi verilmesi veya yiiksek maas 6denmesi suretiyle iyilestirilmesi,
mesrulastirilmasi ve bdylece statii seviyelendirme siireci olarak ifade edilmektedir.
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Polis Memurlari

Polis memuru kadinlar son derece goriiniir olduklarini dile getirmektedirler. 30 kisilik
ekipte 4 kadin 26 erkek olarak ¢alisan token kadinlar, hakim grubun kendileri ile ilgili
tiim detaylar1 bildigini ifade etmektedirler. Yaslari, medeni durumlari, mezun olduklari
okullar, cocuk sahibi olup olmadiklar1 hakkinda hakim grup iiyeleri bilgi sahibidir.
Token kadinlar ise hakim grup tiyelerinin sadece isimlerini bildiklerini ifade etmekte
ve tamamina “abi” diye hitap ettiklerini dile getirmektedirler. Token grup {iyesi kadin
polis memurlarindan birinin “Eger vantandas ile tartisma giindeme gelirse, zaten
abilerimiz hemen miidahale eder.” ifadesi hem intikam endisesini azaltma istegi hem
de hakim grup iiyelerinin “yiiksek statiisiiniin ” kabulii seklinde yorumlanmaktadir.

Hakim grubun hemen her ortamda futbol konusmalar1, askerlik anilar1 ve kahramanlik
hikayelerinin anlatilmasi, konusma ve sakalagmalarda kiifiir ve argo kullanimimin
yaygin olmasi token kadinlar rahatsiz etmektedir. Token kadinlar i yasami diginda
hakim grup tiyeleri ile sosyallesmekten ¢ekinirken, esler ile yapilan programlara daha
olumlu bakmaktadirlar. Diger bir deyisle hakim grup iiyesi erkek polis memurlarinin
esleri ve kendi eslerinin de bulundugu sosyal ortamlari tercih etmektedirler. Token
katilimcilardan birinin “Esimle tanistirmadan erkek is arkadaglarimla sosyallesmem.”
ifadesi bu durumu destekler niteliktedir.

Mesai saatlerinin belirsizligi, yogun ¢alisma kosullari, gece nobetlerinin olmasi token
kadinlarim aile yasaminda sorunlara neden olmaktadir. Bu nedenle katilimeilar, farkli
kurumlara gegmek i¢in mevcut kurumlarina taleplerini ilettiklerini ifade etmektedirler.
Token kadinlarin tamamu stereotipik rol atamalarina maruz kalmaktadir. “Sirin, cici,
sert vb.” sifatlar1 alan kadinlar zaman i¢inde bu sifatlarin degisecegini umduklarini
ifade etmektedirler.

Token kadinlar, komiser ve komiser yardimcilig1 gibi yonetsel pozisyonlar i¢in
tercih edilmediklerini s6z konusu pozisyonlar i¢in yapilan se¢imlerin erkeklerden
yana oldugunu dile getirmektedirler. Bununla birlikte toplumsal olay ve patlamalarda
da geri planda tutulduklarini, riskli bolgelerde gorev yapmadiklarini ifade etmekte bu
durumun deneyim eksikligini de beraberinde getirdigini aktarmaktadirlar. S6z konusu
deneyim eksikliginin yonetsel gorevlere aday olma konusunda, ileride giindeme
gelebilecek olasi terfi ve atamalarda kendilerine olumsuz yansidigini ve dezavantajl
duruma digiirdiigiinii belirtmektedirler. Asagida bu agiklamalarin takip edilebilecegi
kod haritas1 katilimeilarin sdylemleri ile birlikte gorsellestirilmektedir.
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Orman Miihendisleri

Token grup tiyesi konumunda bulunan kadin orman miihendisleri kendilerini
ispat etmek i¢in ¢ok ¢alismakta ve mesleklerinde basarili olduklarini géstermek
istemektedirler. Token kadin orman miihendisinin “Ben bu meslekte ¢ogu erkege
tas ¢ikartirim. Benim yaptigim isi bir¢ogu yapamaz, benim bildigim, gezdigim
araziyi bir¢ogu gérmemigstir. Samimi séyliiyorum...” seklindeki ifadesi buna 6rnek
gosterilebilir. Gereginden fazla elestirilme ve yildirma gibi davranisglara maruz kalan
kadinlar, ¢atisma ve tartismadan uzak durarak sadece islerine yogunlagsmayi tercih
etmektedirler. Ozellikle anne olma siirecinde yasanan sikintilara vurgu yapan token
kadinlar, bu dogal siirecin yoneticiler tarafindan “abartilarak” sunulmasindan ve
kendilerini basarisiz gostermek i¢in bir arag¢ olarak kullanilmasindan duyduklar
rahatsizlig1 dile getirmektedirler. Paralel bir bigimde hakim grup iiyesi ve yonetici
konumunda olan erkek orman miithendisi de hamilelik siirecini “isin aksamasit”
olarak yorumlamaktadir. Bu durum da token kadinlar {izerinde ilave performans
baskisina ve endiseye neden olmaktadir.

Token kadinlar meslegi niye segtiklerini agiklamak zorunda kalmaktadirlar. Satasma,
kiiftir ve argo kullaniminin hi¢ olmadigimi dile getiren token kadinlar, futbol ve kurum
sorunlarinin ¢ok siklikla sohbet konusu olduguna vurgu yapmaktadirlar. Token kadinlar
ve hakim grup tiyesi erkekler, i ve mesai diginda bir araya gelmekten kaginmaktadirlar.
flave olarak tokenler, hakim grubun davranislarindan duyduklar rahatsizlig: “niye
onlardan biriymis gibi davranayim, onlar once kendisine baksin” sozleriyle dile
getirmektedir.

Token konumunda bulunan orman miihendisi kadinlarin “sert, yumusak basii”
gibi sifatlar aldig1 ifade edilmektedir. Maskiilen bir meslekte bulunduklarini ifade
eden kadinlar, s6z konusu stereotipik rol atamalar1 karsisinda saskinlik duymakta
bununla birlikte miihendis denilince akla sadece erkeklerin gelmesinden rahatsizlik
duymaktadirlar. Token kadin orman miithendislerinden biri “Miihendis denince akla
sadece erkek gelmemeli. Bu yargiyt kirmamiz gerekiyor.” ifadesini kullanmistir.
Nitekim miihendislik gibi prestijli mesleklerin erkeklere atfedilmesinin nedeninin
de erkegin yiiksek statiilii varsayimindan ileri geldigi diisiiniilmektedir. Bununla
birlikte token grup iiyesi kadinlar ve hakim grup iiyesi erkeklerin tamami meslegi
erkeklere atfetmektedir. Oyle ki, calisma sonucunda mesleki uyumsuzluk frekansinin
en yiiksek oldugu meslek orman miihendisligi olmustur. Bu kaniksanmis durum
kadinlarin meslek se¢iminde orman miihendisligini tercih etmemesi, kadinlarin
meslekte sayica az olmalar1 ve alimlarda da tercih edilmemeleri gibi bir dongliyii
beraberinde getirmektedir.

Token kadinlar orman mihendisligi mesleginde yonetsel gorevlerde tercih
edilmediklerini, kadin olmanin dezavantaj yarattigini dile getirmektedirler. Ankara,
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Izmir ve Istanbul gibi metropol kentlerde iki veya ii¢ kadin miidiir oldugunu ifade
etmekte, geri kalan tiim il ve ilgelerde miidiir ve miidiir yardimcist atamalarinda
erkeklerin tercih edildigini dile getirmektedirler. Calismaya katilan token kadinlarin
hi¢birinin statiisii manipiile edilmemektedir.

Kadinlarin orman miithendisligi mesleginde ve yonetsel gorevlerde az olmalarini
“kadinlarin tercihi” olarak agiklayan hakim grup iyelerinden biri, “kadinlar
kurulu diizen, konfor ve refahi kariyerden daha fazla énemsedikleri icin yonetici
basamaklarinda bulunmamaktadir.” ifadesini kullanmistir. Meslekte tecriibe
edinilmesi i¢in arazi ekim, bakim ve denetlemenin énemine vurgu yapilmaktadir.
Fizikzel zorlugu ve yoruculugu nedeniyle s6z konusu arazi uygulamalarindan uzak
tutulan kadinlar “yeterince” deneyim elde edemedikleri i¢in yonetsel gorevlerde tercih
edilmediklerini dile getirmektedirler. Bununla birlikte token kadinlar, s6z konusu
deneyime sahip olmadan, sadece “erkek” olmalar1 nedeniyle yonetsel gorevlere
atanan orman miihendisleri oldugunu belirtmekte, kendilerinin ise geri planda
tutuldugunu dile getirmektedirler. Asagida bu agiklamalarin takip edilebilecegi kod
haritas1 katilimcilarin sdylemleri ile birlikte gorsellestirilmektedir.
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Sonu¢ ve Oneriler

Bu ¢alismada, tokenizmin olumsuz deneyimlerini irdelemek amaciyla kadin
egemen ve erkek egemen mesleklerde yer alan 41 katilimei ile derinlemesine goriisme
gerceklestirilmigtir. Kanter (1977a), tokenizm teorisini ortaya koydugu “Men and
‘Women of the Corporation” adli kitabinda sayisal olarak azinlikta bulunan tiim bireylerin
performans baskist, yiikseltilmis, sinirlar ve rol kusatmasi deneyimlerini elde edecegini
ifade etmekle birlikte ¢calismasini token kadinlarla gergeklestirmistir. Diger bir deyisle
token erkeklerin ve diger sayisal azinlik gruplarin deneyimlerine bagvurmamustir. Bununla
birlikte dengeli gruplarda s6z konusu olumsuz deneyimlerin de ortadan kalkacagini ifade
etmistir. Caligmada, Kanter (1977a,b)’in vurguladigi sayisal azinlik olmanin tokenizm
deneyimlerine tek bagina etki ettigine dair kisith ispat bulunmaktadir. Baska bir ifade ile yer
aldig1 meslekte cinsiyet statiisii itibari ile sinirli sayida bulunan bireylerin tamami dikkatli
incelenme, artan goriiniirliik, bireylerarasi ¢atisma, yiikseltilmis sinirlar ve rol atamalari
gibi deneyimleri elde etmemekte ve hakim grup iiyelerinin tamami da bu deneyimlere
zemin hazirlamamaktadir. Calisma sonuglar1 Reskin (1988)’in aragtirma sonuglari
ile ortiismektedir. Nitekim Reskin (1988), Kanter’in hipotezini test etmek amaciyla
gerceklestirdigi aragtirmasinda erkeklerin kadinlarla birlikte es kosullarda ¢aligmaya
direng gosterdiklerini, igyerinde farkliligi “baltalayarak™ hakimiyeti ellerinde tutmak
istediklerini belirtmistir. Dolayisiyla tokenizmin olumsuz deneyimlerini sayisal statiiden
bagimsiz degerlendirmesi gerektigine vurgu yapmistir. O halde, Kanter (1977a,b)’in
ifade ettigi sinirh temsil tek basina bir kriter degildir ve token deneyimlerini etkileyen
bagka faktorler de bulunmaktadir. S6z konusu tespitlerin yani sira Kanter’in hipotezini
test eden ve Kanter (1977) ile benzer sonuglara ulagan arastirmalar da mevcuttur . Yoder
vd.’nin (1983) Amerikan Askeri Akademisi’nde ilk kadin asker ile yaptig1 aragtirmada,
Rustad (1982), Jurik (1985) ve Zimmer (1986) gibi arastirmacilarin kadin infaz ve koruma
memurlar ile gerceklestirdigi arastirmalarda ve Martin (1980)’in kadin polis memurlari ile
gerceklestirdigi arastirmada token kadinlarin performans baskisi, yiikseltilmis, simirlar ve
rol kugatmasi deneyimleri ile karsilastiklar ifade edilmektedir. Ancak belirtilmesi gereken
bir diger husus ise bu ¢aligmalarin tamami kadin tokenlerin deneyimini aragtirmak amaciyla
yapilmustir. Diger bir deyisle hi¢birinde token erkeklerin deneyimlerine bagvurulmamustir.

Kanter (1977)’in ifade ettigi gibi cinsiyet temel statiilerden biri olmakla birlikte
toplumsal yasam i¢inde kadin ve erkeklerin rol yiiklenimlerinin farkli olmasi, farkli
deneyimleri de beraberinde getirmektedir. Toplumun kadina yiikledigi roller ile erkege
yiikledigi rollerin farklilig1 token statiisiinde bulunan kadin ve erkegin edindikleri
deneyimlere de etki etmektedir. Calismanin yapildigi meslek gruplarinda hakim
veya token grup tiyesi fark etmeksizin kadinlarin tamami sert, anag, seksi, sevimli
ve sirin gibi sifatlar ile anilirken ¢alismaya katilan erkek tokenlerin higbiri meslek
yasami boyunca sifatlandirilmamistir. Bu baglamda sadece kadinlarin stereotipik rol
atamasina maruz kaldiklart goriilmektedir. Bu durumun token olmanin 6tesinde, “‘kadin”
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olmakla iligkili oldugu diistiniilmektedir. Bununla birlikte her iki cinsiyet grubu da
erkeklerin fiziksel giiclerine atifta bulunarak, bu giicti 6nemli ve degerli gérdiiklerini
ifade eden yorumlarda bulunmuslardir. O halde 6nemli olarak goriilen s6z konusu
fiziksel gii¢ erkekler i¢in herhangi bir sifat yaratmazken, kadinlara bu kadar fazla
sifat verilmesi toplumun kadina yiikledigi rollerin yansimasidir. Toplumsal feminen
rol atamalar1 kadinin is ve meslek yasaminda giigsiiz ve zay1f olarak algilanmasina
neden olurken, maskiilen rol atamalari erkegin is ve meslek yagaminda giiclii, basarili
ve atilgan olarak algilanmasina neden olmaktadir. Bu nedenle is yasaminda cinsiyet
kimlikleri ile savagsmak durumunda kalan kadinlar “sert” sifatin1 alirken, erkekler cinsiyet
kimlikleri ile savagmadigi gibi s6z konusu kimlik {izerinden yapilandirilan ve token
statlisiinde olduklar1 mesleklerde dahi 6n planda olmalarini saglayan yeni bir kimlik insa
etmis olmaktadirlar. Erkeklerin hakim oldugu meslekte bulunan token kadinlar daha
“maskiilen” olarak anilirken, kadinlarin egemen oldugu mesleklerde yer alan erkekler
daha “feminen” olarak algilanmamaktadir. Tlave olarak bu mesleklerde kendilerini
“daha az degerli” hissetmemektedirler. Oysa ki token statiisiinde bulunan kadinlar,
hakim grup tiyesi erkekler karsisindan kendilerini daha az degerli ve kalipyargilar igine
sikistirilmis hissetmektedir. Bulunduklar1 meslekte azinlik olmalarina karsin token
konumunda bulunan erkekler, yonetsel gorevlere talip olmakta ve kadinlara kiyasla bu
gorevlere daha hizli erismektedirler. Ornegin okuldncesi 6gretmenligi mesleginde yer
alan token erkekler kendilerini ispat etmek i¢in degil, 6grencilerinin basarili olmalari
icin ¢ok calistiklarini ifade etmektedirler. Bununla birlikte s6z konusu token erkeklerin
tamami1 mesleklerinin ilk on yilinda yonetsel sorumluluklar almaktadir. Benzer bir durum
kabin ekibi memurlugunda da goze carpmaktadir. Kabin ekibi memuru token erkeklerin
tamami, kariyerleri boyunca terfi ederek ilerlemis ve yonetsel gorevler almiglardir.
Fakat ayni durum token kadinlar i¢in s6z konusu degildir. Bulunduklari meslekte sayisal
olarak azinlikta bulunan token kadinlar, yonetsel gorevler i¢in tercih edilmemektedir.
Token kadinlar bu durumu “miidahalecilik” olarak yorumlamaktadir. Hakim grup
iiyesi erkekler ise token kadinlarin ¢ocuk bakimi ve ev yasamini nceliklendirmeleri
nedeniyle bu gorevleri tercih etmediklerini ve hatta reddettiklerini ifade etmektedir.
Ozetle, tokenizmin olumsuz deneyimleri sosyal statiisii hakim grup karsisinda géreli
olarak diisiik kabul edilen bireylerin deneyimlerinde belirginlesmektedir. Nitekim
Alexander ve Thoits (1985), Dworkin (1986), Unger (1978) ve Wagner (1988)’e gore
cinsiyet statiisii de bu deneyime etki eden statiilerden biridir ve token kadinlarin olumsuz
deneyimlerinin pekismesine neden olmaktadir. Taylor ve Fiske (1976) tokenlerin
etnik kokeni, ait oldugu sosyal sinif ve aldig: egitimin de deneyimlerine etki ettigini
ifade etmekte, bu bireylerin performans baskisi, yilikseltilmis, sinirlar ve rol kusatmasi
deneyimleriyle karsilastiklarina vurgu yapmaktadir. Bununla birlikte sahip oldugu bu
statiilerden biri veya fazlas1 goreli olarak yiiksek olan tokenlerin erk ve yetki sahibi
olma, sosyal yonden merkeze dogru ilerleme ve daha fazla sorumluluk alma noktasinda
siirlart daha hizli gegebildigini ortaya koymaktadir ( Webster ve Foschi, 1988).
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Antrendr, infaz ve koruma memuru, polis memuru ve orman miithendisi olarak
calisan token kadinlarin is doyumunun diisiik oldugu, kurum ve meslek degisikligi
isteklerinin yiiksek oldugu ve meslek sececek bireylere ise bulunduklar: meslegi
se¢me konusunda oneride bulunmak istemedikleri gozlemlenmektedir. Bununla
birlikte token erkek okuldncesi 6gretmenleri ve token erkek kabin ekibi memurlar:
i¢in siire¢ farkli islemektedir. Token erkekler hakim grup tiyelerinin bulundugu sosyal
ortamlardan, organizasyonlardan ve sohbetlerden 6zellikle uzak durmaktadir. Diger
bir deyisle, token erkekler hakim grup liyesi kadinlar ile aralarina mesafe koymay1
tercih etmektedir. Boylece “gizli” ve “mahrem” kalmasini istedikleri detaylar1 hakim
grup liyeleri ile paylasmadiklar1 gibi, stratejileri hakkinda da bilgi vermemektedirler.
Sosyal aglarimi yonetsel gorevlerde bulunan hemcinsleri ile genisletmekte ve olasi terfi
/atama siirecleri i¢in kredi toplamaya devam etmektedirler. Token erkek hemsgireler bu
konuda istisna olusturmaktadir. Bu durumun ise iki nedeni oldugu diistiniilmektedir.
[lki token erkek hemsirelerin hastalar tarafindan kabul gormemesi nedeniyle kurumun
s0z konusu token grubu gizleme isteginin kendiliginden olugmasidir. Bu gizleme
istegi, token erkek hemsirelerin sinirli servislerde istihdam edilmesi veya hastanelerin
idari birimlerine sorumlu olarak aktarilmalari ile sonuglanmaktadir. ikinci ise token
erkeklerin istihdam bi¢imlerinden rahatsizlik duyan hakim grup {iyesi kadinlarin
token erkek hemsirelere uyguladigi sinirlar yilikselterek, sosyal mesafeyi agmalaridir.
Diger bir deyisle hemsirelerde mesafeyi koymayz1 tercih eden grup hakim grup iken,
okuldncesi 6gretmenlerinde ve kabin ekibi memurlarinda mesafe koymayi tercih
edenler token grup lyeleridir.

Caligsmada token kadin ve erkeklerin hakim grubun tavir ve davraniglarindan endise
duyup duymadigi da arastirilmigtir. Diger bir deyisle tokenlerin, hakim grubun intikam
almak tlizere davranis gelistirip gelistirmeyecegi konusundaki goriisleri arastirilmistir.
Katilimeilar ile yapilan goriismelerde token kadinlarin, token erkeklere gore ¢ok daha
fazla intikam endisesi hissettigi, kaygi diizeylerinin ¢ok daha yiiksek oldugu ve bu
nedenle tartisma ve ¢atisma ortamindan uzak durarak kendilerini koruma altina aldiklar
tespit edilmistir. Bununla birlikte token erkeklerin 6nemli bir b6liimii intikam endisesi
tagimamakla birlikte, hakim grup liyesi kadinlardan mentorluk destegi aldiklarini da
ifade etmektedir. Token kadinlar ise hi¢ mentorluk destegi almadiklarini belirtmektedir.
Ott (1989), Cherry ve Deaux (1978), Yoder ve Sinnett (1985)’in arastirmalar1 da bu
bulgular1 destekler niteliktedir. Diger bir deyisle, mesleki uyumsuzluklar: bulunan
token erkekler olumsuz deneyimlerle karsilasmamaktadir. ilave olarak goreli yiiksek
cinsiyet statiisii itibariyle erkekler, avantaj elde etmeye devam etmektedir (Reskin,
1988). Sacket vd. (1991) ¢alismalarinda, token kadinlarin performans degerlendirme
siire¢lerinde mevcut ¢alisma ekiplerine gére daha diisiik performans puanlariyla
degerlendirildiklerini ortaya koymaktadir.
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Calisma bulgularinin degerlendirilmesi ile arastirma siirecinde elde edilen veriler ve
gozlemler 15181nda token olmanin yarattig1 olumsuz sonuclarin asgari diizeye indirilmesi
amactyla bazi oneriler gelistirilmistir. Bu 6neriler agsagidaki gibi siralanabilir:

* Bireylerin is ve meslek se¢imine yardimei olmak i¢in egitim kurum ve kuruluslarinin
¢esitli bilgilendirme seminerleri diizenlemesi ve bu yolla meslek tanitimini
saglayarak, birey-meslek uyumu konusunda farkindalik yaratilmasina destek olmak.

*  Kurum ve kuruluglarin ig bagvurusu ilanlarinda kadin veya erkek adaylarin istihdam
edilme siirecinde ayrimciliga neden olan 6zel kosullarin gerekli yasal diizenlemeler
ile denetim altina alinmasini saglamak. Boylelikle cinsiyete dayali istihdami ortadan
kaldirmaya yardime1 olmak.

» Personel secim siirecinde yetkinlik temelli is bagvuru formlarinin olusturulmasina 6zen
gostermek ve cinsiyet kimligini 6n plana ¢ikaran resim, isim, cins isaretlemelerinin
kaldirilmasini saglamak.

*  Yazili ve gorsel basinda meslek cinsiyet tiplemelerini giiglendiren veya toplumda
kadin ve erkeklere 6zgii olarak algilanan rolleri pekistiren ve bu yolla gii¢ hiyerarsileri
olusturan temalarin kullanilmasinda denetim mekanizmalar1 olusturmak.

Gelecek Calisma Onerileri: Tokenizm konusunda yapilan ¢alismalarin son derece
siirli olmasi s6z konusu alanda daha fazla aragtirma yapilmasi gerekliligini ortaya
koymaktadir. Bu baglamda, cinsiyete dayali tokenizm olgusunu irdeleyebilmek i¢in
kadin egemen ve erkek egemen mesleklerde calisma yapilmaya devam edilmesi
onerilmektedir. Ilave olarak, kadin egemen ve erkek egemen mesleklerde yer alan
token grup iiyelerinin deneyimleri de farklilasmaktadir. O halde s6z konusu deneyimleri
farklilagtiran etkenler nelerdir sorusu giindeme gelmektedir. Orgiitsel deneyimlerin
farklilasmas1 kadin ve erkekler i¢in farkli se¢imleri insa etmektedir. S6z konusu
karmasik yapi, alanda daha fazla arastirma yapilmasi gerekliligini teyid etmektedir.
Kanter (1977a) dengeli gruplarda tokenizm deneyiminin olmadigini ifade etmekle
birlikte, Kanter’den sonra yapilan ¢aligsmalarda sayisal oranin s6z konusu deneyimlere
etkisinin kisith oldugunu ortaya koymaktadir. O halde cinsiyetin dengeli dagildigi
mesleklerde kadin ve erkek deneyimlerinin ne sekilde benzestigi ve farklilastigi da
arastirma sorularindan biri olarak giindeme gelmektedir.

Kanter (1977a) tokenizm teorisini ortaya koyarken calismasini kadin ¢aligsanlar
iizerinde gerceklestirmis olmakla birlikte tokenizmin olumsuz siireglerini cinsiyeti,
yasl, sosyal sinifi ve etnik kokeni itibariyle sayisal olarak azinlikta olan tiim gruplarin
deneyimleyebilecegini ifade etmekte ve kendisinden sonra gelen bir¢ok arastirmaci
da bu konunun 6nemine vurgu yapmaktadir. O halde gelecek ¢alismalarda tokenizm
olgusu sz konusu gruplar tizerinde arastirilabilecegi gibi farkli nitelikleri geregi token
konumunda bulunan bireyler 6zelinde de arastirilabilir.
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Abstract

Brand is considered as a profitability enhancing factor and an element that enhances the purchase intention and consumers’
willingness to pay a price premium. This research studies the effects of brand credibility, perceived uniqueness, and brand
trust on consumers’ willingness to pay a price premium for audit services in Yemen. The research aims to understand
the organizations’ attitude toward branded audit firms (big 4) in an unstable political and economic environment, taking
Yemen as an example. Data were collected from 121 organizations that were audited in the last two years and analyzed
using regression analysis. The analysis results revealed that the audit firms’ brand credibility and brand trust do not affect
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Introduction

Brand is a name, a term, a sign, a symbol, a design, or a combination of them,
created to identify the goods and services of a single seller or group of sellers and to
differentiate them from other competition’s goods or services (Keller, 2013). Branding
is used to create a difference from other competitors and will make it much more than
just a name or a symbol (Park & Lennon, 2009). It has some dimensions which are
different somehow from the other products that are made to satisfy the same needs
(Keller, 2013).

A well-known brand name is a strong factor that directly influences consumers’
perception of a store image and has an effect on their purchase intention (Park &
Lennon, 2009), it works on increasing consumers perception of experience, credibility
attributes, and performance evaluation (Srinivasan & Till, 2002).

From the consumer point of view, a brand is a sign of the product source, identifies
the responsibility of the manufacturer or provider, helps in deciding which product to
select and a sign of quality (Keller, 2013). A consumer also uses the brand to shape
the expectation’s boundaries of what to expect from the product or service acquired
and what not to expect, according to his experience with the brand (Keller, 2013).

Organizations consider the brand as “a source of consumer trust and loyalty that will
lead to a long term relation, and a competitive advantage in the market” (Kapferer, 2008).
“It is a reflection of the organization’s credibility and high-performance evaluation”
(Srinivasan & Till, 2002). “It gives the organizations legal protection and copyrights due
to the unique characteristics of its products and helps in increasing profits” (Keller, 2013).

According to Kotler & Pfoertsch (2006) and Keller (2013), branding plays an essential
role in services organizations, as services are more intangible and differ according to
their providers. Branding can address the variability issue and shapes the consumers’
expectations related to the service provided. This can be achieved by “communicating
the brands’ value to audiences and providing resources to ensure consistency in the
services provided” (Marquardt et al., 2011).

Auditing firms are providing the service of evaluating and giving an opinion that
the financial statements of their clients are fairly stated and there is no sign of fraud
and errs (Ajao et al., 2016). “Auditor’s opinion must be documented in an audit report
which communicates the audit findings, results, and recommendations to the users of
accounting information” (Arens et al., 2012).

The audit process must be done by someone who is experienced enough and
independent, as it is a third party confirmation that the financial situation of the
organization is on track (Arens et al., 2012). The more experienced, better reputed,
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strong branded or international branded the auditor, the more reliable and credible the
audit report and financial statements will be, so organizations are trying to get audited
by a well-known audit firm to leverage themselves with the branded audit firm.

Leveraging with a secondary brand is connecting the brand to some other entity
to: establish a new set of associations from the entity to the brand which will affect
the existing brand associations (Keller, 2013). “It creates brand equity by connecting
the brand to other information in the consumer’s memory that expresses a meaning to
them” (Kotler & Keller, 2016). The secondary brand is called a master brand which
is “a dominant established brand in customers’ minds that holds some particular
associations.” (Farquhar et al., 1992).

There are worldwide branded audit firms, such as the big 4 audit firms: Deloitte,
KPMG, PwC and EY. A worldwide brand will give them an aura of excellence and
a set of obligations (Holt et al., 2004), being audited by one of these firms will add
value and provide a leveraging opportunity to any organization, however as a result
of such a strong international brand name, the audit fees will be high.

According to Rahmat & Iskandar (2004), the Big 4 (branded Name) audit firms
in the Malaysian market earn audit fee premiums of about 9.4 percent over the non-
Big 4 ones, and branded industry specialization audit firms have more earnings than
non-branded ones. Craswell et al. (1995), found that the audit fees of Big (branded
name) auditors in Australasia include a premium related to brand name and industry
specialization.

“This will lead to the idea that organizations have to pay a price premium if they
want to be audited by an international branded audit firm” (Ghaleb & Kaplan, 2019).
“A price premium is the variance between a higher price and the minimum average
price of any similar high-quality product” (Rao & Monroe, 1996). In this case, are
the organizations willing to pay a price premium to be audited by an international
branded audit firm?

Ghaleb & Kaplan, (2019) studied the direct effect of brand reputation, predictability,
and competency on consumer willingness to pay a price premium and recommended
to study the effect of other brand variables on the consumer willing to pay a price
premium for audit services. Based on their recommendation, his research studies
the direct effect brand credibility, perceived uniqueness and brand trust have on the
consumer willing to pay a price premium for audit services in Yemen. The study was
implemented in 2019 in Yemen to understand organizations’ attitudes toward branded
audit firms in an unstable political and economic situation as per the 2018-2019
evaluation of the World bank.
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Conceptual Framework

Brand creditability is “the brand ability and willingness to stay true and its commitment
to performance-enhancing” (Erdem & Swait, 2004). “Consumers evaluate the brand
credibility according to their perceived expertise with the brand, trustworthiness of
the brand, and the likability of the brand” (Keller, 2013). “It works on minimizing
risks and increasing consumers’ confidence, as when they believe that a brand has
credibility and purchase it repeatedly, a commitment to the brand can be developed”
(Kemp & Bui, 2011).

According to Alam et al. (2012), brand credibility has a positive relationship with
trustworthiness, perceived quality, and customer loyalty, “it has a defensive role that
serves the brand itself, by enhancing word of mouth significantly and working on
decreasing the switching behaviors between brands among customers” (Sweeney &
Swait, 2008).

Audit firms work on strengthening their credibility by “working on the quality of
services that they present to go side by side with the applicable professional standards,
make sure that the professional advice and conclusions presented to their clients are
independent and objective” (Deloitte, 2016), they work on reinforcing their reputation
as trusted and objective business advisers, and communicate openly and honestly
(KPMG, 2005).

“Brand credibility plays a role in consumers’ price perception, as it can decrease
their price sensitivity, increase acceptance of price changing and enhance consumers’
willingness to pay a higher price” (Erdem et al., 2002), and also “it affects their purchase
intention” (Xuehua & Yang, 2010). “It works on increasing the probability of a brand
to be taken into consideration, which will lead to increase the brand choice” (Erdem
& Swait, 2004). This will lead to the first hypothesis of this research which is:

H1: An audit firm’s brand credibility affects consumers’ willingness to pay a price
premium for auditing services.

Perceived uniqueness is “the brand special element that makes it different from
other brands” (Dwivedi et al., 2018), it is represented by “a strong point of difference
that shows how much the brand is noticed, recognized and recalled comparing to other
brands” (Netemeyer et al., 2004). “It provides an added value to the consumer that
separates the brand from competition and positively affects the consumer willing to
pay a price premium” (Dwivedi et al., 2018). “It impacts the brand perceived value
and works on enhancing purchase intention” (Chen & Sun, 2014, p. 232).

Providing audit services may be the same to consumers as it depends on the standard
auditing procedures, so audit firms are working to be unique through their attitude with
their clients and the high-quality services that they provide. They are committed to
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delivering quality services that reflect their professional capabilities and appropriateness
to the specific issues and needs of their clients (EY, 2017). They also work on developing
a culture of appropriate professional skepticism and personal accountability which
supports clients and drives quality in the services they provide (Deloitte, 2016).

Anselmsson et al. (2014) documented that uniqueness is considered to be the
strongest determinant of a price premium, but are audit firms’ clients willing to pay
for such uniqueness? This will lead to the second hypothesis of this research which is:

H2: An audit firm’s perceived uniqueness affects consumers’ willingness to pay a
price premium for auditing services.

Brand trust is “the consumer willingness to rely on the ability of the brand to perform
its stated function” (Chaudhuri & Holbrook, 2001). It is created and developed by
the direct interaction and experience of the consumer with the brand, if the result of
such interaction with the brand is safety, honesty, and reliability companies will gain
consumer’s trust (Liao, 2015). “It affects consumer behavior before purchasing and has
an effect on his repurchase intention after purchasing” (Gegti & Zengin, 2013), so to
gain brand trust products or services must always meet or even exceed the consumers’
expectation (Sallam, 2017).

“Brand trust has a significant positive influence on repurchase intention” (Goh et al.,
2016), and it has an impact of brand commitment (Mosavi & Ghaedi, 2012; Sallam,
2017), it also leads to brand loyalty by playing a mediating role between brand image
and customers loyalty (Basavaraj & Shivashankar, 2017), brand predictability and
brand loyalty (Lau & Lee, 1999).

The insights and quality services international audit firms deliver help to build
trust and confidence in the capital markets around the world (EY, 2017), they provide
industry-focused assurance and advisory services to build public trust and enhance
value for the audit clients and their stakeholders (PwC, 2011).

Will trusting an audit firm lead to the willingness of paying a price premium for audit
services? Especially when “organizations have the target of maximizing income and
minimizing expenses” (Porter & Norton, 2011). This will lead to the third hypothesis
of this research which is:

H3: An audit firm’s brand trust affects consumers’ willingness to pay a price
premium for auditing services.

Willing to pay a price premium is “the preparation and desire of a consumer to pay
more for a particular brand instead of a comparable alternative brands” (Casidy &
Wymer, 2016). “A strong and smart brand is the one that is utilizing strategies that create
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and sustain a meaningful difference which helps consumers to justify paying more”
(Hollis, 2014), as “consumers are consumers looking for better and improved services,
and they are willing to pay more for that” (Garrow et al., 2007; Kuo & Jou, 2017).

Audit Firm’s:
oy ey H1
Brand Credibility >
illi P:
Perceived Uniqueness it > ConsumFr Wi ne to Pay a
Price Premium
Brand Trust H >

Figure 1. Research model
Research Methodology

Population and Sampling Method

The target of this research is to understand the attitude of organizations toward
branded audit firms in an unstable political and economic situation, taking the Yemeni
market in 2019 as an example.

A list of 4333 organizations registered in Yemen was obtained from the Yemen
business index and 170 organizations were selected randomly as a sample for this
research using a convenience sampling method. A convenience sampling method
is one of the non-probability sampling methods that “targets respondents that meet
certain practical criteria and considered as a convenient source of data for research”
(Etikan et al., 2016).

An online survey link was sent to the financial department of the organizations, 163
responses were received and 121 responses were accepted to be used in this study.
The first part of the survey question was the demographics data part, which helps to
understand more about the respondent and his/her relation with the survey topic. The
121 accepted responses were based on the results of the survey demographic answers.
The amount of accepted observation which is more than 100 will lead to 10% errors
in prediction accuracy (Varoquaux, 2018).

The main determinant of accepting the responses was the last time the organization
had been audited, a demographic question was added to the survey to answer this
point, to understand how regular the organization deals with the audit firms and how
the relative information is fresh in the respondents’ memory, any organization which
stated that it has been audited more than two years ago was removed from the study.
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The other two demographic questions are related to the position of the respondent
and his/her years of experience. Such questions will help to have an idea about how
much the respondent is involved in the external auditor selecting decision and how
much experience he/she has in the financial work and audit process. The demographic
characteristics of the respondents are shown in Table 1.

Table 1
The Demographic Characteristics of the Participants
E |z | & E | & & s |z &
= =~ s = = o~ s = = o~ s
= s-| =8 ) S - =3 = S - =3
= = > D &% f= = > D % f= = > D &%
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2 il 53 3 o 53 3 ] 53
=} =E AT = =E AT =} =E AT
, S Respondent’s Years of Last time organization has
Respondent’s Position: experience: been audited:
Stafflevel. | 19 | 16% | SYS¥S | g0 | gy | Beore2 s 1oy
or less years.
More
Supervising 49 40% than 5 41 349 Last 30 26%
level. years, to Year.
10 years.
Managerial More This vear
level or 53 44% than 10 60 50% (20 1y9) 74 62%
above. years. ’

Data Collecting Instrument and Analysis Techniques

The four variables of this study were measured using a 5 point Likert scale (1 =
Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree). The
scales adopted for this study were in English and sent to the respondents in English,
as English language skills is a requirement and an added value for anyone working in
finance in Yemen language.

The scale adopted for this study was used in previous studies, as the brand credibility
scale includes 6 items, it was used in Dwivedi et al., (2018) and was developed by
Erdem & Swait, (1998). The perceived uniqueness includes 4 items, and the consumer
willing to pay a price premium scales also includes 4 items, and both of them were used
by Dwivedi et al., (2018) but were developed by Netemeyer et al., (2004), Finally the
brand trust scale includes 5 items, and was developed and used by Lau & Lee, (1999).

The statistical technique used was multiple regression analysis as “it is a strong
statistical analysis that examines the relationship between two or more variables
dependent and independent. It tests the effect of one or more independent variables
on a dependent variable” (Hirst, 1970). Analysis software used for this research was

IBM SPSS version 23.
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Cronbach’s Alpha reliability assessment

“Reliability refers to the extent to which test scores are free of measurement error.
It indicates whether or not the instrument used can be relied on to give similar results
if used with the same respondents after a short period, and whether all the items are
measuring the same construct” (Muijs, 2004).

“Reliability can be assessed using the Cronbach’s alpha test, it provides a provide
a measure of the internal consistency of a scale. Internal consistency describes the
extent to which all the items in a test measure the same concept or construct.” (Tavakol
& Dennick, 2011). “Cronbach’s alpha coefficient is between 0 and 1, the higher the
score, the more reliable the scale is. 0.7 or more is an acceptable result for reliability”
(Santos & Reynaldo, 1999).

The reliability assessment for each variable of this research was above 0.7, which
indicates that the scales were reliable and could be used to generate results, as shown
in Table 2.

Table 2

Cronbach's Alpha Reliability Assessment Results

Variable name Cronbach’s Cronbach’s Alpha Based on N of
Alpha Standardized Items Items

Brand Credibility 0.79 0.793 6

Perceived Uniqueness 0.81 0.814 4

Brand Trust 0.78 0.781 5

mlrlrll‘i’fr;o Pay a Price 0.75 0.742 4

Multiple Regression Assumptions
“Multiple regression assumes that the residuals variables are normally distributed and
independent variables are not highly correlated with each other” (Williams et al., 2013)

Normality distribution “shows how the variables’ values are symmetrically distributed
around its mean were the values near the mean are more frequent in occurrence than the
values far from the mean. It can be checked using the graphical method that visualizes
the distributions of variables’ values and compared it to the standard theoretical one”
(Baghban et al., 2013). The distribution of this research variable’s values shown in
Figure 2. indicates that it is normally distributed.
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Figure 2. Normality distribution

“In normality assessment, it is important to confirm that data distribution does
not have a Skew or Kurtosis shape, such distributions reflect a none-normality data
distribution. A data in a Skew distribution is not asymmetrical around its mean and
has an SI calculated value over 3 and less than -3. A data in a Kurtosis distribution
has a higher peak (heavy-tailed) or have a lower peak (light-tailed) comparing to the
normal distribution, and has a KI calculated over 8 and less than -8 (Kline, 2011).
The calculation of Skew and Kurtosis is shown in Appendix 1 indicates that there is
no Skew or Kurtosis for this research’s data distribution and it supports the related
normality distribution graph.

“Multi-Collinearity appears when independent variables are not highly correlated,
there is an acceptable degree of such correlation, but it should not be high. VIF and
tolerance are used to test Multi-Collinearity, the VIF calculation should be less than
10, and tolerance calculation should be more than 0.1, to indicate that there is no
multi-collinearity”” (O’Brien, 2007).

In this research, there are three independent variables (brand credibility, perceived
uniqueness, and brand trust). The multi-collinearity analysis was made using SPSS
three times, putting one variable as dependent and the other two as independents to
detect collinearity. The VIS and tolerance results shown in Table 3 indicate that there
was no multi-collinearity between the independent variables.

135



ISTANBUL MANAGEMENT JOURNAL

Table 3

Multi-collinearity VIS and tolerance results

Collinearity Statistics: Part 1

Dependent Variable: Brand Credibility Tolerance VIF
Perceived Uniqueness .809 1.236
Brand Trust .809 1.236
Collinearity Statistics: Part 2

Dependent Variable: Perceived Uniqueness Tolerance VIF
Brand Credibility 576 1.749
Brand Trust 576 1.749
Collinearity Statistics: Part 3

Dependent Variable: Brand Trust Tolerance VIF
Brand Credibility 737 1.357
Perceived Uniqueness 737 1.357

Multiple Regression Analysis for Hypotheses Testing

“Multiple regression is a predictive analysis tool that examines the relationship
between more than one independent and dependent variables, to fit a mathematical
function describing how the value of the response changes when the values of the
predictors vary” (Gkioulekas & Papageorgiou, 2019). “It calculates the P-value that
is between 0 and 1, the cutoff point of 0.05 is the determinant of accepting or rejecting
a hypothesis, if it is less than 0.05 the hypothesis is accepted” (Hair Jr et al., 2014).
Table 4 shows the results of this research hypothesis testing.

Table 4
Multiple Regression Hypotheses Testing results
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
Brand Credibility 101 113 .108 .896 | 372
Perceived Uniqueness 315 A11 288 2.849 | .005
Brand Trust .039 113 .040 348 | 728
a. Dependent Variable: Willing to pay a price premium

This will lead to the results of this research which indicates that there is no effect
form brand credibility and brand trust on consumers’ consumer willingness to pay a
price premium for auditing services in Yemen, but perceived uniqueness does have
that effect.
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Table 5
Hypotheses Testing Results Summary
Relationships P-value Interpretation
Hi1 Br‘and Credlblhty - Willingness to pay a 372 Rejected
price premium
H2 Percelve_d Unlqufzness - Willingness to 005 Supported
pay a price premium
3 Branq Trust > Willingness to pay a price 728 Rejected
premium

The results indicate that organizations operating in Yemen are interested in the
perceived uniqueness of the branded audit firms. Comparing to the audit firms’ brand
credibility and brand trust, audit firms’ perceived uniqueness is the only variable that
will lead the Yemeni organizations to be willing to pay a price premium for branded
audit services.

Discussion and Conclusion

Consumer’s willingness to pay a price premium for branded audit services in Yemen
was tested in this research. It concentrates on the effect of audit firm brand credibility,
perceived uniqueness, and trust in the audit firm’s brand. This research was implemented
in 2019 taking Yemen as an example of an unstable political and economic environment
to see if there is an effect of audit firms’ branding in such an environment.

According to the hypothesis analysis results, it is concluded that brand credibility does
not affect consumers’ willingness to pay a price premium for audit services in Yemen.
This finding supports Ghaleb and Kaplan (2019), finding that brand credibility does
not have a mediating role between brand characteristics and consumers’ willingness
to pay a price premium for audit services in Yemen.

Credibility is essential for any brand, however, it has no significant effect for Audit
firms as it is monitored by law, audit firms cannot increase their fees based on their
credibility (Ghaleb, 2019). This supports the case of Arthur Andersen — a worldwide
branded audit firm that surrendered their licenses to practice as an audit firm and shut
down due to the scandal of their client Enron Energy Corporation that affected their
credibility - because they reported that Enron Energy’s financial condition is sustained,
ignoring the fraud indicators Enron Energy had (Nogler, 2007).

It is also concluded that brand trust does not have any effect on consumers’ willingness
to pay a price premium for audit services in Yemen. This finding indicates that what
is applicable for other products and services is not applicable for audit services, as
brand trust has an effect on repurchase intention (Goh et al., 2016), brand commitment
(Sallam, 2017), and leads to brand loyalty (Lau & Lee, 1999), but not to price premium.
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The hypothesis analysis results lead to conclude that perceived uniqueness affects
consumers’ willingness to pay a price premium for audit services in Yemen. This
finding supports Ghaleb and Kaplan (2019), finding that perceived uniqueness does
have a mediating role between brand competence and consumers’ willingness to pay
a price premium for audit services in Yemen.

Perceived uniqueness of an audit firm is regularly related to their expertise,
professionalism, and attitude with their clients. It is also, linked with their industry
specialization. Industry expertise is an important demand for audit firms’ clients (Scott
& Gist, 2013). Being a branded audit firm with an industry specialization will generate
audit fees (Rahmat & Iskandar, 2004).

The overall finding of this research continues the findings of Ghaleb and Kaplan’s
(2019) research which was conducted in 2018, as they found that brand reputation,
brand predictability, and brand competency do not affect consumer willingness to pay
a price premium in Yemen. The Yemeni market situation in 2018 and 2019 confirm
the idea that audit fees are significantly decreased during financial crises as the clients
are under high pressure of reducing expenses (Sonu et al., 2017), and “financial crisis
negatively affected audit fees and the ability of clients to pay a price premium” (Groff
etal., 2017).

Implications and recommendations

This research provides insights to the audit firms about the organizations’ attitude
toward their audit fees, and their pricing strategies in an unstable market. It adds to
the branding literature by discussing the branding effect on the audit firms from the
consumer side and the effect of branding in the professional services industry. It also
provides an idea about the organizations’ attitude toward professional services in an
unstable market.

According to the results of this research, it is recommended that audit firms which
are operating in an unstable market should review their audit fees scale to be more
competitive. They should work and concentrate on their industry specialization strategies
to gain a competitive advantage. They also have to grow their other services besides
auditing such as consulting, tax declaration review, and other accounting services, to
attract more clients.

This research is limited to the organizations audited in Yemen. It represents the
Yemeni market and organizations’ attitudes in 2019. It is suggested that for further
research it would be useful to test the effect of branding on consumers’ willingness
to pay price premium in other countries and different environments, also in different
professional services other than auditing.

138



Ghaleb, Kaplanu / Branding and Yemeni Organizations’ Willingness to Pay a Price Premium for Audit Services

Peer-review: Externally peer-reviewed.
Conflict of Interest: The authors has no conflict of interest to declare.
Grant Support: The authors declared that this study has received no financial support.

References

Ajao, O. S., Olamide, J. O., & Temitope, A. A. (2016). Evolution and development of auditing.
Unique Journal of Business Management Research, 3(1), 032-040.

Alam, A., Arshad, M. U., & Shabbir, S. A. (2012). Brand credibility, customer loyalty and the role
of religious orientation. Asia Pacific Journal of Marketing and Logistics, 24(4), 583-598.

Anselmsson, J., Bondesson, N. V., & Johansson, U. (2014). Brand image and customers’ willingness
to pay a price premium for food brands. Journal of Product & Brand Management, 23(2), 90-102.

Arens, A. A., Elder, R. J., & Beasley, M. S. (2012). Auditing and Assurance Services: an integrated
approach (14th ed.). London: Pearson Education Ltd.

Baghban, A. A., Younespour, S., Jambarsang, S., Yousef, M., Zayeri, F., & Jalilian, F. A. (2013).
How to test normality distribution for a variable: a real example and a simulation study. Journal
of Paramedical Sciences (JPS), 4(1), 73-77.

Basavaraj, S., & Shivashankar, K. (2017). “Brand Image and Trust on Customers Loyalty: A Study on
Private Label Brands in Hubli-Dharwad Conglomerate City of Karnataka”. Journal of Engineering
Research and Application, 7(9), 01-06.

Casidy, R., & Wymer, W. (2016). A risk worth taking: Perceived risk as moderator of satisfaction,
loyalty, and willingness-to-pay premium price. Journal ofRetailingandConsumerServices, 32,
189-197.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect to
brand performance: The role of brand loyalty. Journal of Marketing, 65(2), 81-93.

Chen, H.-J., & Sun, T.-H. (2014). Clarifying the impact of product scarcity and perceived uniqueness in
buyers’ purchase behavior of games of limited-amount version. 4sia Pacific Journal of Marketing
and Logistics, 26(2), 232-249.

Craswell, A. T., Francis, J. R., & Taylor, S. L. (1995). Auditor brand name reputations and industry
Specializations. Journal of Accounting and Economics , 20, 297-322.

Deloitte. (2016). Code of Ethics and Professional Conduct The power of shared values. UK: Deloitte
Development LLC.

Dwivedi, A., Nayeem, T., & Murshed, F. (2018). Brand experience and consumers’ willingness-to-pay
(WTP) a price premium: Mediating role of brand credibility and perceived uniqueness. Journal
of Retailing and Consumer Services, 44, 100-107.

Erdem, T., & Swait, J. (1998). Brand Equity as a Signaling Phenomenon. Journal of Consumer
Psychology, 7(2), 131-157.

Erdem, T., & Swait, J. (2004). Brand Credibility, Brand Consideration, and Choice. Journal of
Consumer Research, 31(1), 191-198.

Erdem, T., Swait, J., & Louviere, J. (2002). The impact of brand credibility on consumer price
sensitivity. International Journal of Research in Marketing, 19, 1-19.

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of Convenience Sampling and Purposive
Sampling. American Journal of Theoretical and Applied Statistics, 5(1), 1-4.

139



ISTANBUL MANAGEMENT JOURNAL

EY. (2017). Global Code of Conduct. International: EYGM Limited.

Farquhar, P. H., Han, J. Y., Herr, P. M., & Ljiri, Y. (1992). Strategies for leveraging master brands.
Marketing Research, 4(3), 32-34.

Garrow, L. A., Jones, S. P., & Parker, R. A. (2007). How much airline customers are willing to pay:
An analysis of price sensitivity in online distribution channels. Journal of Revenue and Pricing
Management, 5(4), 271-290.

Gegti, F., & Zengin, H. (2013). The Relationship between Brand Trust, Brand Affect, Attitudinal
Loyalty and Behavioral Loyalty: A Field Study towards Sports Shoe Consumers in Turkey.
International Journal of Marketing Studies, 5(2), 111-119.

Ghaleb, M. M. (2019). Effects of Brand Characteristics on Consumers’ Willingness to Pay (WTP)
A Price Premium: An Analysis in Audit and Accounting Services. Diss. Istanbul: Istanbul Aydin
University Institute of Social Sciences.

Ghaleb, M., & Kaplan, B. (2019). Brand Characteristics’ Effects on Yemeni Companies’ Willingness
to Pay (WTP) A Price Premium For Audit Services. International E-Journal of Advances in Social
Sciences, 5(14), 878-889.

Gkioulekas, I., & Papageorgiou, L. G. (2019). Piecewise regression analysis through information
criteria using mathematical programming. Expert Systems With Applications, 121, 362-372.
Goh, S. K., Jiang, N., & Tee, P. L. (2016). The Impact of Brand trust, Self-image Congruence and

Usage Satisfaction toward Smartphone Repurchase Intention. /nternational Review of Management
and Marketing, 6(3), 436-441.
Groff, M. Z., Trobec, D., & Igli¢ar, A. (2017). Audit fees and the salience of financial crisis: evidence

from Slovenia. Economic Research-Ekonomska Istrazivanja, 30(1), 922-938.

Hair Jr, J. F.,, Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate Data Analysis (7th
ed.). England: Pearson Education Limited.

Hirst, M. (1970). Building and operating a forecasting model: the regression analysis approach.
European Journal of Marketing, 4(3), 121-125.

Hollis, N. (2014). How Smart Brands Command A Premium Price. Retrieved September 7th, 2018,
from https://www.millwardbrown.com/docs/default-source/insight-documents/points-of-view/
millward brown_how-smart-brands-command-a-premium-price.pdf

Holt, D. B., Quelch, J. A., & Taylor, E. L. (2004, September). How Global Brands Compete. Retrieved
November 19, 2018, from https://hbr.org/2004/09/how-global-brands-compete

Kapferer, J.-N. (2008). The New Strategic Brand Management (4th ed.). London and Philadelphia:
Kogan Page Limited.

Keller, K. L. (2013). Strategic Brand Management (4th Global ed.). London: Pearson Education
Limited.

Kemp, E., & Bui, M. (2011). Healthy brands: establishing brand credibility, commitment and
connection among consumers. Journal of Consumer Marketing, 28(6), 429-437.

Kline, R. B. (2011). Principles and Practice of Structural Equation Modeling (3ed ed.). New York:
THE GUILFORD PRESS.

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th Global ed.). London: Pearson
Education Limited.

KPMG. (2005). KPMG Global Code of Conduct - Performance with Integrity. International: KPMG
International.

140



Ghaleb, Kaplanu / Branding and Yemeni Organizations’ Willingness to Pay a Price Premium for Audit Services

Kuo, C.-W., & Jou, R.-C. (2017). Willingness to pay for airlines’ premium economy class: The
perspective of passengers. Journal of Air Transport Management, 59, 134-142.

Lau, G. T., & Lee, S. H. (1999). Consumers’ Trust in a Brand and the Link to Brand Loyalty. Journal
of Market - Focused Management, 4(4), 341-370.

Liao, Y.-K. (2015). The Role of Trust on Brand Loyalty and Brand Equity. Bari - Italy: Joint International
Conference.

Marquardt, A. J., Davis, D. F., & Golicic, S. L. (2011). B2B services branding in the logistics services
industry. Journal of Services Marketing, 25(1), 47-57.

Martin-Consuegra, D., Faraoni, M., Diaz, E., & Ranfagni, S. (2018). Exploring relationships among
brand credibility, purchase intention and social media for fashion brands: A conditional mediation
model. Journal of Global Fashion Marketing, 9(3), 237-251.

Mosavi, S. A., & Ghaedi, M. (2012). A survey on the relationship between trust, customer loyalty,
commitment and repurchase intention. African Journal of Business Management, 6(36), 10089-
10098.

Muijs, D. (2004). Doing Quantitative Research in Education with SPSS (1st ed.). London: Sage
Publications.

Netemeyer, R. G., Krishnan, B., Pullig, C., Wang, G., Yagci, M., Dean, D., . . . Wirth, F. (2004).
Developing and validating measures of facets of customer-based brand equity. Journal of Business
Research, 57,209 —224.

Nogler, G. E. (2007). Going concern modifications, CPA firm size, and the Enron effect. Managerial
Auditing Journal, 23(1), 51-67.

O’Brien, R. M. (2007). A Caution Regarding Rules of Thumb for Variance Inflation Factors. Quality
& Quantity, 41, 673-690.

Park, M., & Lennon, S. J. (2009). Brand name and promotion in online shopping contexts. Journal
of Fashion Marketing and Management, 13(2), 149-160.

Porter, G. A., & Norton, C. L. (2011). Using Financial Accounting Information (7th ed.). USA:
South-Western Cengage Learning.

PwC. (2011). Doing the right thing - the PwC way Code of conduct. International: PwC.

Rahmat, M. M., & Iskandar, T. M. (2004). Audit fee premiums from brand name, industry specialization

and industry leadership: A study of the post Big 6 merger in Malaysia”. Asian Review of Accounting,
12(2), 1-24.

Rao, A. R., & Monroe, K. B. (1996). Causes and Consequences of Price Premiums. The Journal of
Business, 69(4), 511-535.

Sallam, M. A. (2017). The Impacts of Brand Trust and Brand Credibility on Indonesian Customers’
WOM Communication: The Mediating Role of Brand Commitment. International Journal of
Economics, Commerce and Management, 5(5), 227-243.

Santos, A., & Reynaldo, J. (1999). Cronbach’s Alpha: A Tool for Assessing the Reliability of Scales.
Journal of extension, 37(2), 1-5.

Scott, W. D., & Gist, W. E. (2013). Forced auditor change, industry specialization and audit fees.
Managerial Auditing Journal, 28(8), 708-734.

Sonu, C. H., Ahn, H., & Choi, A. (2017). Audit fee pressure and audit risk: evidence from the financial
crisis of 2008. Asia-Pacific Journal of Accounting & Economics, 24(1-2), 127-144.

141



ISTANBUL MANAGEMENT JOURNAL

Srinivasan, S. S., & Till, B. D. (2002). Evaluation of search, experience and credence attributes:
role of brand name and product trial. Journal of Product & Brand Management, 11(7),417-431.

Sweeney, J., & Swait, J. (2008). The effects of brand credibility on customer loyalty. Journal of
Retailing and Consumer Services, 15, 179-193.

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach’s alpha. International journal of
medical education, 2, 53-55.

The World Bank. (2018, October 3). Yemen's Economic Outlook - October 2018. Retrieved March
20,2019, from http://pubdocs.worldbank.org/en/547461538076992798/mpo-am18-yemen-yem-
9-14-kc-new.pdf

Varoquaux, G. (2018). Neurolmage. Cross-validation failure: Small sample sizes lead to large error
bars, 180, 68-77.

Williams, M. N., Kurkiewicz, D., & Grajales, C. G. (2013). Assumptions of Multiple Regression:
Correcting Two Misconceptions. Practical Assessment, Research, and Evaluation, 18(1), 11.
Xuehua, W., & Yang, Z. (2010). The Effect of Brand Credibility on Consumers’ Brand Purchase
Intention in Emerging Economies: The Moderating Role of Brand Awareness and Brand Image.

Journal of Global Marketing, 23(3), 177-188.

142



Ghaleb, Kaplanu / Branding and Yemeni Organizations’ Willingness to Pay a Price Premium for Audit Services

Appendix I

Research’s Descriptive Statistic

Scale ‘ Mean ‘ SD ‘ Skewness | Kurtosis
Brand Credibility (Erdem & Swait, 1998)

QO1: [Brand] has a name you can trust. 4.27 | .671 -1.056 3.469
QO02: [Brand]’s service claims are believable. 4.04 | .676 -.544 0.861
QO03: [Brand] delivers what it promises. 4.01 | .747 -.867 1.207
QO04: [Brand] has the ability to deliver what it promises. | 4.09 | .619 =701 2.161

QO05: Over time, my experiences with [Brand] had led

me to expect it to keep its promises, no more and no less. 3.68 |.777 -0.992 1.631

QO06: [Brand] reminds me of someone who is competent

and knows what he/she is doing. 4.00 | 658 -336 469

Perceived Uniqueness (Netemeyer et al., 2004)

l())r(:17n:dls feel that [Brand] really stands out from other 384 | 730 2269 -069
QO8: I think that [Brand] is distinct from other brands. 3.75 | .819 -.435 .302

Q09: [Brand] is unique from other brands. 3.68 | .744 -.015 -.350
berla(r)l:ngrand] offers very different products than other 345 | 806 080 431

Brand Trust (Lau & Lee, 1999)

Q11: I trust [Brand] in the service that it present. 412 | .648 -.862 2.328
Q12: [Brand] cannot be counted on to do its job. (*) 3.74 | .861 -.351 -.051

Q13: 1 feel that I can trust [Brand] completely. 3.88 |.759 -.485 200

Q14: I cannot rely on [Brand]. (*) 3.87 |.795 -.364 -0.216

Q15: I feel secure when I buy [Brand] because I know it

. 3.92 |.702 -0.912 2.445
will never let me down.

Consumer Willing to Pay a Price Premium (Netemeyer et al., 2004)

Q16: I am willing to pay a higher price for a specific

[Brand] than for other brands. 3.71 | 978 -0.637 0.107

Q17: I am willing to pay a lot more for [Brand] than

other brands. 3.57 | .902 -.352 -335
Q18: The price of [Brand] services would have to go up

quite a bit before I would switch to another brand. 3.19 | .809 -458 -065
Q19: I am willing to pay more for [Brand] over other 337 | 905 399 e

brands.

(*) Items are reversed scaled.
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Vekalet Kuramina Gore Tiirkiye’deki Otellerin Pazara Giris
Stratejilerinin Degerlendirilmesi*

An Assessment of Market Entry Strategies of Hotels in Turkey Based on Agency Theory

Ece Zeybek Yilmaz' ©, Goksel Ataman?

Oz

Bu arastirmada isletmelerin pazara giris stratejilerine gére yasanan vekalet sorunlarindan ahlaki tehlike ve ters segim riski
ile karsilasma olasiliklari arasindaki farklilik durumlari incelenmistir. Bu kapsamda Turkiye'de faaliyet gosteren 5 yildizli
otel isletmelerinde yonetici pozisyonunda calisan (asil ve vekil) 46 kisi ile derinlemesine miilakat gergeklestirilmistir.
Elde edilen veriler NVivo 12 Pro paket programinda analiz edilmistir. Arastirma sonuglarina gore ahlaki tehlike boyutu
altinda haksiz kazang, mevzuata uygunluk ve sézlesmenin feshine iligskin tic temel kod belirlenirken, ters segim riski boyutu
ise bedavacilik ve giiven kodlari altinda ele alinmistir. Katihmci ifadelerine gore segilen pazara giris stratejilerine gore
yasanan ahlaki tehlike ve ters segim riskinin orani arasinda anlamli bir fark olmadigi ortaya konulmustur. Buna karsin otel
isletmelerinin yapisi geregi gerceklestirilen denetlemelerin 6zellikle zincir isletmelerde hem marka tarafindan, hem de
yasal olarak yapilmasinin ahlaki tehlike ve ters segim riskini azalttigi sdylenebilir. Katilimcilarin ifadelerine gore bazi otel
isletmelerinde birden fazla pazara giris seklinin ayni anda tercih edildigi goriilmektedir, bunun ekonomik nedenleri oldugu
gibi vekalet problemlerinin 6nlenmesinde yonelik de oldugu soylenebilir.

Anahtar Sozciikler
Vekalet Kurami, Ahlaki Tehlike, Ters Segim Riski, Bilgi Asimetrisi, Pazara Giris Stratejileri

Abstract

This study evaluates the probability of encountering a moral hazard and risk of adverse selection, which are among
agency problems originated from the market entry strategies of enterprises. In this context, we conducted in depth
interviews with 46 people who were hotel managers (principal and agent) at five-star hotels operating in Turkey. The data
of the study was analyzed in the NVivo 12 Pro package program. We determined three main codes for a “moral hazard”
dimension, which were unfair earnings, compliance with the legislation and termination of the contract, and evaluated
“risk of adverse selection” dimension via free-riding and trust codes. Our results revealed that according to reports of the
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participants, there was no difference in the rates of encountering a moral hazard or risk of adverse selection
with regard to the market entry strategy. On the other hand, it can be concluded that conducting an audit that
hotel management carries out routinely reduces the risk of moral hazard and adverse selection, especially in
chain enterprises, both brand and legal audits should be performed. Reports of the participants demonstrated
that some hotel enterprises chose to use more than one market entry strategy concurrently. Preventing agency
problems as well as economizing may be the purpose of their choices.

Keywords
Agency Theory, Moral Hazard, Risk Of Adverse Selection, Information Asymmetry, Market Entry Strategies

Extended Summary

Regardless of where in the world and in what area agency problems are encountered
(Ross, 1973: 134-138), the aim of research defines effects of management and enforcement
differences on contracts arising from information asymmetry due to the differentiation
of market entry strategies of enterprises in order to minimize these problems.

In this research agency theory, moral hazard, adverse selection and market entry
strategies are defined. In studies carried out so far, one or at most two market entry
types have been evaluated in terms of agency theory, and behavioral studies about
agency theory constitute the minority. This study aimed to reveal whether there is a
difference in terms of agency problems experienced according to 7 different market
entry strategies and the probability of encountering these problems. In this way, it
aimed to show investors, who enter the new market, which type of market entry may
be more advantageous. On the other hand, it demonstrated that none of the ways of
entering the market had any superiority over the other, but in cases where more than
one way of entering the market was preferred, agency problems were encountered
less frequently.

This research aimed to understand whether there were any specific agency problems
to the market entry strategy. If so, how were these problems specific to the field and
would the ownership structure of the enterprises make a difference in terms of a moral
hazard and risk of adverse selection?.

In the study, questions about moral hazard were prepared by making use of scientific
studies abroad (Lindqvist & Dusjan, 2012, p. 47-48; Smith, 2011, p. 88-90). According
to the data from 685 5-star hotels that were called by phone the market entry strategies
were determined. In line with this information, interviews were conducted with hotel
agents and owners authorized according to the sampling method which was not based
on probability (Altunisik R., Coskun, Y1ildirim, & Bayraktaroglu, 2012).

In the research, which was gathered from 487 hotels that had adopted a market
entry strategy during the process of determining the research group, 119 people were
contacted via LinkedIn. Due to the repetitive nature of the answers and a limited number
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of ways of entering the market, only 46 hotel agents and owners were interviewed.
During the interview phase of the research, the information about entry strategies into
the market was confirmed as a result of the phone calls.

The study determined whether there was a difference in the ratio of a moral hazard
and adverse selection risk experienced according to the different types of market entry,
and which market entry method was more advantageous. On the other hand, the findings
show the way that each market entry has a different advantage compared to another
market entry, but the fact that problems in any market entry can’t be prevented one
hundred percent led to the thought of moving towards a single market entry.

To sum up, through the life cycle of enterprises, changes were made to adapt to the
environment over the years and more than one market entry method was applied at
the same time. In addition, agency problems have decreased, but the ways of entering
different markets by different audits, the costs of attorneys and monitoring increased.

Hotels compete on location selection, quality, range of product offerings, and price.
While there was a low tendency to give franchises in countries with an average capacity
for investment, there was not much difference between franchised enterprises and full
ownership initiatives in countries with high investments. While prices were kept high
in order to make a profit in franchised companies, prices were lower in full-ownership
enterprises due to the absence of contract costs and commissions (Vroom & Gimeno,
2007). At this point, it was important to determine how effective a market entry strategy
was in determining if it reached the targeted market in that region. It was thought that
it would be more appropriate for a hotel known in the local market to continue as a
full ownership enterprise if it does not need guests from the foreign market.

According to the research data, it could be said that the problem of information
asymmetry underlying agency problems constitutes a moral hazard and risk of adverse
selection. However, because of the nature of hotel enterprises we can say that in hotel
businesses there are less problems when compared to other sectors, whether they are
audited by the institution itself or by the government.

According to agency theory, management contracts revealed that franchises were
more likely to pose moral hazards than franchised businesses, and therefore causeed
higher costs to monitor an agency’s behavior. However, in franchise businesses, while
the moral hazard problem was less, the probability of the franchisee to promote free-
rider behavior increased the risk of adverse selection. It was not possible to talk about
free-rider risk in enterprises that were sole-ownership (Dimou, Chen & Archer, 2003;
Gillis & Combs, 2009). Barthélemy’s study stated that although businesses have a
brand value, the risk of free rides was limited. In contrast, a franchise has revealed that
a potential free rider risk in business will increase monitoring costs (2008).
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In this context, according to statements obtained from interviews with the participants
it revealed that the free-rider risk was not so great, and that companies that have
signed franchise, management or strategic partnership agreements, especially support
the international market with advertising, sales, and marketing. For this reason, even
though companies withdrew from a brand, they revealed that they could not ensure
the sustainability of the market they are in for a long time. An enterprises’ franchise
or management, after gaining the right to name the market entry strategies, gained
experience in hotel management due to the implicit information obtained as a result of
an untimely termination of the contract. Implicit information obtained in the enterprise
may cause the company to continue with its own name by not renewing the contract.
In this case, it was possible to talk about the free-riding problem.

The study, tried to determine if there was a difference in the ratio of a moral hazard
and adverse selection risk experienced according to the different types of market entry,
and which market entry method was more advantageous. The findings showed that
each market entry had a different advantage when compared to another market entry,
and the fact that problems in any market entry could not be prevented one hundred
percent, led to the thought of moving towards a single market entry.

In considering the life cycle of enterprises, it could be said that changes were made
in order to adapt to the environment over the years, and that more than one market
entry method was applied at the same time. In this context, it can be said that agency
problems are further reduced due to the different types of market entry methods, but
proxy and monitoring costs increased.
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Vekalet Kuramina Gére Tiirkiye’deki Otellerin Pazara Giris
Stratejilerinin Degerlendirilmesi

Orgiitlerin varliklarin1 devam ettirebilmeleri icin zaman zaman karsilastiklar:
yonetimsel ve operasyonel problemlerin 6niine gegmeleri gerekmektedir. Bu baglamda
hayatimizin ¢esitli alanlarinda oldugu gibi, drgiitlerin de yasadiklar1 sorunlarin altinda
yatan nedenlerin bir kisminin vekéalet problemlerinden kaynaklandigi soylenebilir.
Ornegin sosyal hayatimizda kendimizin fiilen bulunamayacag1 hukuki islerde bir
bagkasina vekalet vermemiz gerekebilir. Ancak vekalet sozlesmesinde vekaletin
kapsami net olarak belirtilmeksizin genel bir vekalet verildiginde, vekilin vekaleti
kendi lehine kullanabildigi goriilmektedir. Vekilin kendi ¢ikarlari dogrultusunda
hareket etmesi ahlaki tehlike riskinin ortaya ¢ikmasina neden olabilmektedir. Diger
yandan hasta-doktor iligkisi gibi taraflardan birinin digerine gore daha fazla bilgi
sahibi olmasindan kaynaklanan durumlarda ise bilgi asimetrisinden kaynaklanan
ahlaki tehlike riskinin oldugu sdylenebilir. Bir bagka ornek ise ige alimlarda kisinin
kendisine iligkin bilgileri eksik vermesi, yaniltict beyanda bulunmasi ya da aymi
sekilde isletmeyi temsil eden kiginin ¢aligma sartlarina iliskin yaniltici bilgi vermesi
gibi durumlarda da yine bilgi asimetrisinden kaynaklanan ters se¢im riski ortaya
cikmaktadir. Orneklerden de goriildiigii gibi vekalet kurami adi bu sekilde anilsin ya
da anilmasin vekalet kurami ¢ergevesinde degerlendirilsin ya da degerlendirilmesin
asil ve vekil arasindaki temel problemleri ele almaktadir. Diinyada kuram genellikle
hukuki acidan ele alinmakla birlikte, 6zellikle ekonomi ve muhasebe gibi alanlarda
isletmelerin 6z kaynaklari lizerinde maliyet problemlerine iliskin ¢aligmalarin da
azimsanmayacak ol¢iide oldugu sdylenebilir. Bu baglamda arastirmanin amaci;
Tiirkiye’de faaliyet gosteren igletme belgeli bes yildizli otel isletmelerin pazara giris
stratejilerine gore uyguladiklart yonetimsel farkliliklarin vekalet problemlerinin dniine
gegmesindeki etkisini ortaya koymaktir.

Vekalet Kurami

Vekalet, bir veya daha fazla kisinin, bagka bir kisiye kendi adina karar verme
yetkisini devretmesi ve vekilin yapmakla yiikiimlii oldugu seylerin ve yapmadigi ya
da yazilandan farkl olarak yapmis oldugu davraniglarin sonuglariin neler olacagina
yonelik diizenlenen karsilikli s6zlesmedir. S6zlesmelerin maliyetlerinin yiiksek olmasi
vekalet kuraminda vekalet verenlerin listlenmekten kagindiklari ya da bu maliyetleri
yliklenseler de isletme maliyetlerinin artmasindan hosnut olmadiklar1 hususlar olarak
ifade edilebilir. Kuramsal agidan bakildiginda ise vekalet sdzlesmeleri diizenlense de
her zaman yasanabilecek sorunlarin 6niine gecilemeyecegi unutulmamalidir. Miidiir
ya da vekil konumunda olan diger kisilerin vekil verenden fazla bilgi sahibi olmasi,
bildiklerini aktarsa da ortiik bilgileri olabilecegi goz ard1 edilmemelidir. Bu durum
vekalet kuraminin temel sorunlarindan biri olan bilgi asimetrisi sorununun ortaya
¢tkmasina neden olmaktadir. Diger yandan vekilin kendi menfaatine yonelik kararlar
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almasi, kendisine sunulan yetkiden kaynaklanan gii¢ sayesinde kayit dis1 kazanimlar
elde etmesi gibi ahlaki tehlike olarak nitelendirilebilecek davranigsal problemlerin de
oldugu goz ardi edilemez.

Vekalet Kurami 1973 yilinda Mitnick tarafindan asil ve vekil acisindan iki yonlii
olarak ele alinmistir (Mitnick, 1973). Fikir birliginin dogal yapisi, vekilin davranislarinin
kaynagindaki sartlar, vekilin (hig/az) karar alma derecesi ve son olarak vekilin kogullu
ya da kigisel 6zellikleri olmak tizere dort durum iizerinde kurgulanan kuram i¢in kigisel
hedefler ve diger hedefler iizerinde durulmustur. Kisisel hedeflerin 6l¢iilmesi her zaman
kolay olmayacagindan vekalet sorunu ortaya ¢ikabilmektedir. Vekil kisi her zaman
bireyin kendisi degil, zaman zaman bir organizasyon, sistem, hatta ortak bir amag bile
olabilmektedir. Vekil ile ortaya konulacak iliskinin 6zellikleri incelendiginde yukarida
bahsi gegen dort durum, fikir birligine varilan konular, sd6zlesmeler, yonlendirilen
kisisel davranislar, kurallar ve kurallarin amaglarla iliskisi, sozlesmeye dayali vekillik
(sozlesmede belirtilen uyulmasi gereken ortak davranislar, kurallara uyulmamasi
durumunda karsilasilacak yaptirimlar) {izerinde durulmaktadir.

Vekalet Problemleri

Yapilan ¢alismalarin igerikleri incelendiginde dogrudan vekalet kuramiyla
iliskili olarak yasanan sorunlarin temelinde bilgi asimetrisi oldugu goriilmektedir.
Bilgi asimetrisi problemi ise 6zellikle ters se¢im ve ahlaki tehlike boyutlariyla ele
alinmistir. Diger yandan yapilan ¢aligsmalar incelendiginde sdzlesme maliyetleri de
kuram problemlerinden biri olarak kabul edilebilir. Ancak s6zlesme maliyetlerinin
igerigi incelendiginde bilgi asimetrisini dnlemeye yonelik olarak diizenlenmesi,
vekilden kaynaklanan problemleri en aza indirebilmek i¢in miimkiin oldugu kadar
¢ok kuralin sézlesmeye dayandirilmasi maliyetleri artirmaktadir. Bu dogrultuda
sozlesme maliyetlerinden kaynaklanan problemler de bilgi asimetrisinin altinda ele
alinmigtir. Asil ve vekil arasinda herhangi bir konuda bilgi asimetrisi oldugunda
vekillere iligkin faaliyetlerinin izlenme maliyetleri sozlesmeye dayali diizenlemelerin
yapilandirilmasi zor oldugundan dolay1 yiiksektir. Vekalet masraflari, midiiriin
izleme harcamalarinin, vekil tarafindan yapilan baglayici harcamalarin ve vekillerin
faaliyetleri ile asillerin menfaatleri arasindaki ayrimlar1 yansitan kalic1 kayiplarin
izleme ve birlestirme stratejileri goz oniine alindiginda bu maliyetlere katlanmak
rasyonel bir karar olmaktadir (Preece, Mullineaux, Filbeck ve Dennis, 2004, s.
263). Yapilan calismalarda kadinlarin erkeklere gore izleme konusunda daha hassas
oldugu ancak izleme orani siklastik¢a yoneticinin motivasyonun diistiigiine iliskin
goriisler bulunmaktadir (Almazan ve Suarez, 2003, s. 530; Gul, Srinidhi, ve Ng,
2011, s. 315). Buna karsin izlemelerin igletmenin hayatini devam ettirebilmesi i¢in
Oonemi goz ardi edilemez.

150



Zeybek Yilmaz, Ataman / Vekalet Kuramina Gére Turkiye'deki Otellerin Pazara Girig Stratejilerinin Degerlendirilmesi

Ters Se¢cim Problemi

Akerlof tarafindan 1970 yilinda limon problemi olarak ele alinan ters se¢im problemi
kalite ve belirsizlikle ilgilidir. Problemin limon olarak tanimlanmasinin nedeni
Amerika’da ikinci el aramalarin limon olarak da anilmasi probleme ismini vermistir.
Insanlarm sifir araba aldiklarinda herhangi bir sorunla karsilagsma olasiliklari, ikinci
el araba alimlarinda problem yasama olasiligina kiyasla daha azdir. Ancak mevcut
bir sorunun alim-satim esnasinda satici tarafindan sdylenebilecegi gibi, kisi aldiktan
sonraki deneyimlerinde de bir sorunla karsilasabilir. Ozellikle az gelismis iilkelerde
meydana gelebilecek sahtekarliklarin ekonomik maliyetlerini hesaplamak, kalite
farkliliklarindan ve belirsizliklerden dogabilecek ekstra maliyetleri hesaba katabilmek
onem arz etmektedir. Bu nedenle pek ¢ok iilkede devlet tiretilen mallarin kalitesine
iliskin standartlar belirlemektedir, diger yandan isletmelerin de satin aldiklari tirtiniin
kalitesine dikkat etmeleri sonucu mallarin kalitesinde artis olmasini saglamaktadir
(Akerlof, 1970, 5.488-490). Yani ters secim, bir taraf digerine kabiliyetlerini yanlis
gosterdiginde ortaya ¢ikmaktadir (Zacharakis ve Eshghi, 1997, s. 101), eylemlerin
gozlemlenebilecegi durumlarda yasanan bir vekalet problemidir, ancak belli kontrol
mekanizmalarindan gegirilmedigi siirece aracinin eyleminin dogru olup olmadigindan
emin olunamaz (Holmstrom, 1982, s. 324).

Ahlaki Tehlike

Ahlaki tehlike, bir taraf {izerinde anlasilan ¢aba diizeyini ortaya koymadiginda
ortaya ¢ikmaktadir (Zacharakis ve Eshghi, 1997, s. 101). Eylemlerin dogrudan
gozlemlenemedigi veya sozlesmeye dayandirilamadigi durumlarda, uygun girdilerin
saglanamamasi sonucu vekillerin tesvik edilememesi sorununu ifade etmektedir. Yapilan
eylemin sonucunda elde edilen ¢iktida sorun yokmus gibi goriinse de, her zaman
¢iktinin tek ya da birkag sekilde kontrol edilememesi ve vekilin aldatici davraniglara
yonelmesi s6z konusu olmaktadir. Eger asil ve vekil ¢iktidan ayni derece yarar sagliyorsa,
aralarindaki is birlikten dolay1 ahlaki tehlike yasanmayacagi soylenebilir (Holmstrom,
1982, s. 324). Arastirmaci Wilson (1977), Ross (1973)’de vekalet sorunlarmin temelinde
yer alan ahlaki tehlikenin nedenlerinden birinin tesviklerin yetersiz kalmasi oldugu
iizerinde durmustur. Eger vekile yeterli tesvik saglanamazsa, isleri yliriitme konusunda
kayitsiz kalma egilimi gosterecegini vurgulamiglardir (Wilson, 1977, s. 167-207; Ross,
1973, s.232). Bu dogrultuda ahlaki tehlikeyi gizli eylem ya da firsat¢1 davranis olarak
da tamimlamak miimkiindiir (Smith, 2011, s.17).

Pazara Giris Stratejileri

Glinlimiizde isletmelerin hangi pazara giris stratejisini tercih ettikleri, yogunlastigi
iilkeler ve bolgeler arasinda farklilik gostermektedir. Cogu zaman ekonomik, yapisal
ya da hukuki ac¢idan bakildiginda isletmelerin farkli sekillerde uluslararas1 pazara
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girdikleri soylenebilir. Kat miilkiyetligi (condominium), tam sahiplik (sole ownership),
stratejik ortaklik (strategic alliance), ortak girisim (joint venture), imtiyaz (franchising),
yonetim sdzlegmesi (management contract), konsorsiyum (consortia) olmak {izere turizm
isletmeleri agisindan yedi temel pazara giris stratejisi oldugu soylenebilir. Isletmeler
icinde bulunduklar1 duruma gdre zaman zaman bu pazara giris stratejilerinden birini
ya da bir kagin1 ayn1 anda kullanabilir (Yu, 1999, s. 137-138; Avcikurt ve Dogdubay,
2015, s. 522; Tirksoy, Kaygalak, ve Kogak, 2013, s. 92-94, ). Bu kapsamda pazara
giris stratejileri asagidaki gibi agiklanabilir.

Kat miilkiyetligi (Condominium): kavrami, belirli bir licret karsiliginda binanin
kendisi, bina sahibine ait olmakla birlikte, i¢indeki her bir noktanin kullaniminin bir
baskasina devredildigi sozlesmelerdir. Boylelikle operasyonun profesyonellesmesi
saglanarak ulusal ya da uluslararasi pazarlama ve rezervasyon sistemlerine sahip
olmasinin daha fazla tercih edilebilecegi sdylenebilir (Migdal, 2006, s. 25-26).

Tam Sahiplik (Sole Ownership): Tam sahiplik, isletmenin gerek karar almada,
gerekse kar payinin paylasiminda tek olmasini ifade etmektedir. Politik ve ekonomik
dalgalanmalardan en ¢ok etkilenen yatirimlarin tam sahiplikler oldugu g6z ardi
edilmemelidir (Yu, 1999, s.137-138).

Stratejik ortaklik: iki ya da daha fazla isletmenin temel yeteneklerini ortaya koymak
suretiyle, yeni bir kimlikle ayr1 bir igletme kurulmasi mantigina dayanmaktadir (Kogel,
2013, s. 419-420).

Ortak Girisimler (Joint Venture): Ortak girisimler iki ya da daha fazla kisinin bir
araya gelerek yaptiklari is anlagmalaridir. Bir araya gelen kisilerin amaglari ortaktir
ve sozlesmelere dayali diger pazara giris stratejilerine gore baglayiciligi daha azdir
(Harrigan, 1988, s. 142).

Franchising (Imtiyaz): Marka ve imaj acisindan iistiinliigii olan bir isletmenin ismini
kullanma hakkinin beraberinde yonetim, egitim, reklam, promosyon gibi imkanlarindan
piyasada yeni olan ya da daha saglam bir yer edinmek isteyen isletmeye belirli bir
cografya iizerinde, sinirli siireligine s6zlesme karsiliginda kullanim hakki vermesi
franchising (imtiyaz) olarak tanimlanmaktadir (Ulas, 2006, s. 134).

Yonetim Sozlesmesi (Management Contract): Belirli haklar, yiikiimliliikleri ve
sorumluluklar1 yoneticilere devreden ticari statiiler yonetim sdzlesmeleri olarak ifade
edilebilir (Andonov, Mihajloski, Davitkovska & Goceva, 2014, s. 137-138). Genellikle
farkli ortaklik tiirleriyle beraber kullanildigina daha ¢ok rastlanmaktadir, diger ortaklik
tlirlerine oranla daha kisa siireli ve daha az kazang saglayici nitelikte oldugu sdylenebilir
(Mutlu Can, 2008, s. 116).
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Konsorsiyum (Consortia): Iki veya daha fazla sermaye katilimi bulunan tesebbiislerin
bir amaci gergeklestirmek i¢in belirli bir alanda hizmet verdikleri ortaklik tlirtidiir. Ortak
girisimlerle, konsorsiyum karistiritlmakla birlikte, konsorsiyumlar ticari bir igletme
faaliyeti degillerdir, bireysel ihtiyaclari karsilamak i¢in kurulurlar, yeni bir igletme
kurma zorunlulugu yoktur ve s6zlesme genellikle belirli bir proje tamamlanincaya
kadar yapilmaktadir (Mutlu Can, 2008, s. 120; Tile, 2013, s. 35-40).

Arastirma Metodolojisi

Arastirmanin bu kismina kadar vekalet kurami, vekalet sorunlarindan ahlaki tehlike
ve ters secim ile pazara giris sekillerinin ne olduguna kisaca yer verilmistir. Simdiye
kadar yapilan caligmalarda agirlikli olarak bir ya da en fazla iki pazara giris sekli
vekalet kurami agisindan degerlendirilmis olup, davranigsal agidan yapilan ¢aligmalar
aziligl olusturmaktadir. Bu ¢aligmada ise 6zellikle 7 farkli pazara giris stratejisine
gore yasanan vekalet sorunlar1 ve bu sorunlarla karsilagilma olasiliklar1 agisindan
ne derece farklilik olup olmadigi ortaya konmak istenmistir. Boylelikle yeni pazara
girecek yatirimcilara hangi pazara giris seklinin daha avantajli olabilecegi gosterilmek
istenmistir. Buna karsin higbir pazara giris seklinin digerine gore tam bir Ustliinligi
olmadigi, ancak birden fazla pazara giris seklinin ayn1 anda tercih edildigi durumlarda
vekalet sorunlart ile daha az kargilagildig1 ortaya konulmustur.

Arastirma Yontemi

Aragtirma tasarimina gore aragtirma yontemi, arastirmanin énemi, dlgegin nasil
gelistirildigi ve degiskenlerin belirlenme yontemleri, evren ve 6rneklem belirleme
stireci karsilasilan sinirliliklar, arastirmanin analizinde kullanilan yontem ve nigin bu
yontemin secildigi, gecerlilik ve giivenilirlik analizlerine bu boliimde yer verilecektir.

Diger yandan bu ¢aligmada ele alinacak olan arastirma sorulari dikkate alindiginda
onceden hazirlanmis bir 6lgek bulunmamaktadir. Bu nedenle nitel arastirmada
kullanilacak sorularin belirlenmesi i¢in literatiir taramasi genisletilerek uygun sorular
olusturulmustur. Arastirma kapsaminda tanimlayici, duruma 6zgii deneyimleri ortaya
¢ikaran, yapilanmis ve zit sorulara yer verilmistir.

Evren ve Orneklem Arastirma Grubu

Bu arastirmada kuramin davranigsal boyutu ortaya konuldugu i¢in ayn1 zamanda
g6zlem yapilmasini da olanakli kilan nitel caligmalardan derinlemesine goriisme
yonteminin (Kogel, 2013) kullanilmasi uygun gorilmiistiir. Kuramin temel sorunlarmdan
ahlaki tehlike ile ilgili yapilan ¢alismalar incelenerek goriisme sorulart hazirlanmigtir
(Lindqvist & Dusjan, 2012:47-48; Smith, 2011:88-90). Bu amagla Tiirkiye genelinde
5 yildizli otellerin sahiplik yapilari ve pazara girig stratejilerine gore arastirma gurubu
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tespit edilmistir. Aragtirmanin ideal evrenini Tiirkiye’de faaliyet gdsteren tiim oteller
olusturmaktadir. Yildiz ayrimi1 yapilmaksizin Turizm Isletme Belgeli otel sayisina
bakildiginda 2961 adet otel oldugu tespit edilmistir. Gergekei evreni olusturan otel
sayis1 2017 yili Haziran ay1 verilerine gore 640 adet 5 yildizli otel olarak belirlenmistir.
Tiirkiye’de faaliyet gosteren 5 yildizli otellerle telefon goriismesi yapilarak, kendilerine
pazara giris stratejilerine iligkin agiklayici bilgi verilerek, 487 tanesinden hangi pazara
giris stratejisini benimsedikleri 6grenilmistir. Aragtirma grubunun belirlenmesi siirecinde
LinkedIn tizerinden 119 kisi ile iletisim kurulmustur. Temsil ettikleri pazara giris
sekli dikkate alindiginda cevaplarin birbirini tekrar nitelikte olmasi ve bazi pazara
girig sekillerinin sinirli sayida temsil edilmesi nedeniyle toplam 46 kisi ile goriisme
yaptlmistir. Arastirmanin goriisme asamasinda da pazara giris stratejilerine iliskin
sorular yoneltilerek telefon goriismesinde alinan bilgiler teyit edilmistir. Arastirma
i¢in katilimcilardan bilgilendirilmis onam ve ¢alismanin yapildigi kurumdan etik
kurul onay1 alinmistir.

Arastirmanin Varsayimm ve Kisitlari

Pazara giris stratejileri dikkate alindiginda Tiirkiye’de temelde tam sahiplik (miilk
sahibi/ortaklar tarafindan igletilen), franchise ve management contract isletmeler olmakla
birlikte, ayn1 anda stratejik ortaklik, konsorsiyum ya da ortak girisim uygulayan isletmeler
de bulunmaktadir. Aragtirmanin kisitlari arasinda tiim oteller iletisim kurmanin miimkiin
olmamasi, goriigiilen otellerin ise hepsinin goriismeyi kabul etmemesi sdylenebilir.
Ozellikle miilk sahiplerine ulasmanin gii¢ olmast, hissede pay sahibi olan yonetim kurulu
tiyeleri ile goriigmeyi gerekli kilmistir. Akrabalik iligkilerinden dolay1 arastirmada hisse
sahibi olan yonetim kurulu tiyeleri de miilk sahibi olarak ifade edilmektedir.

Veri Analizinde izlenen Yéntemler

Nitel aragtirmada da nicel arastirmada oldugu gibi gegerlik ve giivenirligin énemli
olmasi nedeniyle konunun tiim gergekligi objektif olarak ortaya koymasi adina ses
kaydi alinip alinamayacagina iliskin izin alinmistir. 46 katilimcimin 13’ ses kaydi
alinmasina izin vermedigi i¢in, gorlisme esnasinda not tutulmustur.

Diger yandan katilimcilarin kullandigi ifadelerin arastirilan anlamlarla uygunluguna
iliskin yorumlayici gecerlik, hazirlanan sorularin cevaplari arastirilan konuyu yeterince
aciklayip agiklamadigina yonelik kuramsal gecerlilik, daha 6nce yapilan ¢aligsmalarla
ortiisen noktalarin olup olmadigini incelemeye yonelik genelleyici gegerlilik ve son
olarak durum hakkindaki degerlendirmelere yonelik degerlendirici gecerlilik kontrol
edilmistir (Yildirim, 2017, s. 79-92).

Toplanan verilerin analizinde NVivo 12 Pro programi kullanilmistir. Literatiir
taramasindan elde edilen bilgiler dogrultusunda, goriigmelerin ses kaydi altina alinanlari
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yaziya dokiildiikten sonra, katilimcilarin ifadelerine uygun kodlamalar yapilmistir.
Sonrasinda temel bilgilere gore katilimeilarin ve calistiklari isletmelere iliskin bilgiler
smiflandirilmistir. Verilerin glivenirligini test etmek amaciyla Kappa Testi yapilmistir.
Sonrasinda yapilan kodlamalara iliskin iligki haritas1 olusturulmustur.

Tablo 1
Katiimcilara Géore Belirlenen Kodlara Iliskin Kappa Analizi Sonuglart
- b - =)
3 g 2 |3 & S -
E Py z = E Py g | =
- = = = = = = =
5 2 S = | = 5 2 S & | 3
M 7 > < M M M > < M
0-1 15,8 0-1 23,1
MGMO04 * 10 37,5 MGM21 * 1-0 21,4
KGMO4 00 | 625 0,015 | KGO 00 | 786 0,004 |
1-1 | 842 1-1 | 769
MGMos ¥ 83 MGM22 * k167
KGMOS 1-0 | 533 | 0,030 | KGM22 1-0 | 333 | 0009 | V
0-0 46,7 0-0 66,7

Goriisme Verileri ve Degerlendirilmesi

Ahlaki Tehlike

Vekalet kuraminin temel sorunlarindan biri vekilin sinirh rasyonel karar almasi
olarak kabul edilebilir. Ancak vekilin kararlarinin rasyonel olup olmadigini asil ve
vekil arasindaki bilgi asimetrisinden dolay1 anlamak ¢ok da miimkiin degildir. Bu
nedenle katilimcilara bilgi asimetrisini ortaya ¢ikarma {lizere sorulan “7iim mevzuata
ve mesleki standartlara bagl kalmak kaydt ile karliligi arttirmak amaciyla gevresel
standartlar diisiirmenin ne tiir etkileri olacagim diisiiniiyorsunuz?”, “Isletmenizde
illegal bir is yapilmasi durumunda ne tiir uygulamalarda bulunursunuz? ”, “Sézlesmede
bu hususa yonelik maddeler yer almakta mi? Orneklerle agiklayiniz.” ve son olarak
“Simdiye kadar sizi temsil eden taraflarla (genel miidiiv, ya da markanizi kullanan
isletmelerle) sozlegmenizi fesih etmenize neden olacak bir durumda kaldiniz mi? Varsa,
yasadiginiz olumsuz deneyimleri paylagabilir misiniz?” sorulart yoneltilerek haksiz
kazang, mevzuata uygunluk ve sozlesmenin feshine iligkin belirlenen kodlara yonelik
tespitlerde bulunularak ahlaki tehlike riski ortaya konulmak istenmistir. Tablo 2’de
katilimcilarin ifadelerinde yer verilmistir.

Isletmelerde usulsiiz gelir kaynaklarmi olabilmektedir. Katilimcilarin cogu gerek
kendilerinin, gerek calisanlarin, gerekse miilk sahibinin yasa dis1 bir yolla para
kazanmayacagini ortaya koymustur. Buna karsin YK U4 kisilerin riigvet alma egilimlerinin
olmayacagi, olsa bile bunun yasal diizenlemeler ve bagimsiz denetlemeler sayesinde
mutlaka ortaya ¢ikacagini ortaya koymustur. GM2 ise 6zellikle miilk sahiplerinin yasa
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dis1 uygulamalar yapilsa ve bundan haberdar olsalar da kar getirdigi siirece sessiz
kaldiklarini ortaya koymustur. Diger yandan GM9 da kendi otelinde olmasa da farkl
otellerde uygun olmayan durumlarin yasanabildigini sdyleyerek ahlaki tehlikenin

oldugunu ortaya koymustur.

Tablo 2
Pazara Giris Sekillerine Gére Katilimcilarin Ahlaki Tehlike ve Ters Segim Riskine Yonelik
Ifadeleri
Ahlaki Tehlike Ters Secim Riski
Illegal Gelir Mevzuata Sozlesmenin ..
Kaynaklari Uygunluk Feshi Bedavacihk Giiven
MSS5: ... isletme (Ortak MSI11: ... Gizli
midiirii gérev ve Girisim) bir bilgi ile
sorumluluklarin1 | MS6: Hayir bir igyerinden
yerine hay1r disaridan baska bir
getirmemistir birini almistik | igyerine gecis
disiplin prosediirii| 6grenmek i¢in | yapiyorsaniz
vardir isletmede, | bir 13 ay kadar | eger agik¢ast
... Iste bu davranis| onunla calistik yarin 6bir
sunun karsiliginda| ondan sonra ben| giin karsiniza
ihtarina bakalir, oldum. Yok, mutlaka
tazminat kesilme, | isleri kendimiz | ¢ikar. Diinya
= olduguna bakilir yiiriitmek biiytiktiir ama
= kurul komitesi istedigimiz bir o kadarda
= _ bu karar verir. icin biz ilk kiigiiktiir diye.
n Isletme midiirtinii| etapta biraz Dolayisiyla
5 tabi bu pozisyona | isletmeciligi hikidyenin ya
= sokmak ¢ok ogrenelim da hadisenin
dogru bir davranig|  turizm de taraflar
olmaz. Getirdigi diye baska arasinda
seye bakmak birini aldik her iki taraf
lazim sonuca gore| profesyonel arasinda da
karar vermek birini ama konusulmasi
lazim... ondan ve bilinmesi
sonrasinda biz gerektigi
aldik. kanaatindeyim
ve boylesini
yaparim ben
agikeasi.
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Ahlaki Tehlike Ters Se¢im Riski
Illegal Gelir Mevzuata Sézlesmenin ..
Kaynaklar: Uygunluk Feshi Bedavacilik Giiven
GM2: Ozellikle | GM4: ...sdyle yasal | GM16: ... Patron GM16: GM1: ...Bana
sadece tek olan konularda bu yani sirket Markalarin bize | yilda bes bin
bir franchise | herhangi bir konuda, | sahipleri ¢ikmak | vermis oldugu oda getiren
otelde 25 y1l | higbir zaman kisiye | istedi markadan. 6zellik bir acentenin
calistim ama gbre muamele Bunlar yaptirnm |denetlenebilirlik| CEO’su...
patron ne derse | olmaz, ¢linkiibu | oluyor. Ama iste | bir kalite bir Ahlaki
o oluyor ve pek | sizi yiikiimliiliik yaptirimlar ¢ok | standart. Simdi diinyadaki
cok etik dis1 altina birakar... Oonemli, sdzlesme | biz hig oteli higbir renk
seyden marka | Uymamiz gereken |g¢ok dnemli. Ciddi| bilmeyen otelci | beyaz ya da
sahibi haberdar | yasal prosediirler maliyetler de olmayan bir | siyah degil, is
olmasina neyse biz onlara var... insan gelip yapis sekliniz
ragmen, karlilik | A’dan Z’ye uymakla MS13: ... burada A baska bir
oldugu siirece yiikiimliiytiz, stkintinin nerde | oteli kursa is insana zarar
miidahale burada tolerans basladigimi yapamaz, niye vermiyorsa
etmiyor... gostermemeliyiz, belirlemeli, bu standart yok, yapacaginiz
Ama turizm | ¢iinkii bagka seylerin | aldigi adamu isten |kalite yok, insan|  higbir sey
s0z konusu kapisini agar bu. | cikarmak zorunda| kalitesi yok... yok ki....
oldugunda her | Yarm bir giin bagka kald1 ¢iinkii Simdi franchise | Giivendigi igin
ne kadar dile sonuglar dogurur. otel gidiyordu sozlesmesini | geliyor ... ben
getirilmese de Isletmeniz zan elden yani. 40 sonlandiran kimlik almak
20| arkada pek gok | altinda kalabilir, kisi falan adam | firma kendisi zorundayim
Z | sey doniyor ¢linkii patron ¢ikardik... Yazi oldugu o is nereye
'S | diyebilirim... | sizden boyle bir sey | geldi markanin gibi devam | gidecek bes bin
g istemez, patronun merkezine... | edebilecek mi o | oda adam bunu
= . 2 . .
= istemedigi yerde biz | insan kaynaklar1 onemli. mutlaka disarida
genel miidiir olarak | politikalarimizi | GM1: ... Miilk | yapan birisi
ya da ¢alisanlari mahvettiniz sahibi artik var yapacak
olarak boyle bir diyor... Ama ben komisyon yani birisi
sey yapmamizin da merkezden 6demek ¢linkii giiven
anlami yok... gelen yaziya istemiyorum, | bdyle bir sey
profesyonelce kendim diistinsenize...
2 sayfa yazi isletecegim GM3: insaat
yazdim. Biz dedi... Artik zamant
aldigimiz zamanla| global bir diinya| basladim, o
bu arkadasin da yasiyoruz | giin bugiindiir
islettigi zaman ki inanilmaz 5 sezon oldu...
gelirimizi budur iletisim Ya biz artik
simdi aldigimiz teknolojinin birbirimize
gelir bu. Isi gelismesi her | giivendigimiz
bagladik... seye aninda i¢in her y1l
sahip olma sozlesmeyle
hiz1 bunlar ¢ok devam
biiyiik avantajlar| etmiyoruz, yani
getiriyor...  |biz konusuyoruz

sadece....
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Management Contract

Ahlaki Tehlike Ters Secim Riski
illegal Gelir Mevzuata Sézlesmenin ..
Kaynaklar: Uygunluk Feshi Bedavaciik Giiven
GM9: Benim | GMS: . ...daha ¢cok SS1: Ben GM10: GM23: Burasi
30 y1l boyunca sunlar olabiliyor 2015’ten beri Sézlesmenin icin gecerli
calistigim markanin prensip | buradayim, siiresi |siiresi dolduktan | olmasa da ¢cogu

grupta asla yasal
olmayan illegal
yollarla herhangi
bir uygulama
yapilmaz, fakat
maalesef bugiin
uluslararast
isim kullanan
fakat franchise
olarak ¢alisan
otellerin bilyiik
¢ogunlugunda
bu tarz
uygulamalar
mevceut.

... Yiksek iicret
alan elemanlarm
maaslarini
asgari iicretten
gostererek
sigorta giderini
disiirmek,
faturasiz
mal ve {irlin
olarak KDV
ddememek...
Miilk sahibinin
bu tiir
uygulamalardan
haberinin
olmamasi
miimkiin
olamaz.

ve kaide kurallarimi

her yatirimeiya
ayni sekilde kabul

ettiremeyebiliyoruz,

... ama bazen
yatirimeilar

tarafindan sekmeler

falan oluyor, biz

bunlarla ilgili sikintt

yaslyoruz.
GM10: Herhangi
bir illegal is
yapildiginda bizim
otelin yoneticisi
olarak kendi
kararlarimizi
vermemiz soz
konusu degildir...

onceden Ongoriilmiis
belirlenmis kriterler,

kistaslar ve

cezalandirmalar sz

konusudur... hukuk
duygularla karar

vermez. Kurallarryla

mantigiyla karar
verir. .. iginde

faaliyet gosterdiginiz
tilkenin kanunlarina

riayet etmek
zorundayiz. Ondan

sonra alt kanun olan

bizim otelin kendi
kanunlar1 gelir...
Bizim her seyden
6nce korumamiz

gereken kurumumuz

var...

bittigi halde
yenilenmeyen
sadece bir
sozlesme oldu,
o da el degistirdi
ve su an otel
olarak da faaliyet
gostermiyor.
Renovasyon
gbrmesi lazim
ama herhangi bir
sey yapilmiyor.
Biz o otelden
cekildik.

sonra devam
edip etmeme
karari, bu
tamamen
zamanin ve
yerin ortaya
koyacag bir
seydi... kendi
basina devam
etmek isteyen
otel ancak
o0 yerin ve
zamanin dogru
olmast sartiyla
igini bagarili
bir sekilde
yonetebilir.... bir
oteli tamamen
yerlestirdikten
sonra
yonetici firma
uluslararasi
yonetici
firmanin verdigi
en biiylik destek
satis destegidir.
Gerek
online satisi,
pazarlamasi
bunlar
¢ok biiyiik
destekler. Bir
otel anlagmasi
bittikten
sonra eger
bu zincirden
¢ikmak isterse
haliyle bu
satis destegini
kaybetmis
olacaktir.
Bunu goze alip
alamadig ile
ilgili...

otelde kendileri
yOnetiyor
ve vekalet
sorunlari
olabiliyor.
Vekalet
alanlardan
da ¢ok fazla
suiistimal
oldugu i¢in,
vekalet verenler
de tedirgin.
O kadar ¢ok
turizm sektori
bir donem
oteller ¢ok
fazla karlilik
i¢indeydi, o
donem herkes,
tekstilcisi,
yatgisi,
insaat¢isi
otel agti.
Bunlarin kimi
egitimli, kimi
egitimsiz. Otel
is yapamayinca
da sorumluluk
vekalet alanlarin
tlizerine atildz...
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Stratejik Ortakhk

Ahlaki Tehlike Ters Se¢im Riski
Illegal Gelir Mevzuata Sézlesmenin ..
Kaynaklar: Uygunluk Feshi Bedavacihik Giiven
MS3: ... is hukuku o SS2: SS3: (Markada SS3: Hata
kadar agir ki kotii bir| sozlesmelerimiz | 6grendiklerinizi aradiktan
sey ki tek tarafli is¢i | de ¢ok net yazar | diger otellerde | sonra mutlaka
tarafini daha dogrusu| onlar bu gibi kullanmiyor | bulursunuz ama
calisan1 korumak | olaylar markanin musunuz?) burada 6nemli
oldugu i¢in igten sayginligini Kullaniyoruz | olan, ben kendi
cikarma olmuyor tabi|  etkileyecek zaten, tabi ekibimize de
kot performansa olaylar oldugu ki, o zaten hep ayni seyi
bol parayla bay anda 24 saat ister istemez sOyliiyorum,
bay diyorsunuz... |i¢inde biz tabelay1| oluyoruz... yanlig
biz paramizi otelden sokeriz | Kullanmazsaniz | yapilabilir. Ama
caldigini ispat mal sahibi olmaz zaten, bu yanligin

ettigimiz adamlarda
mahkemelerde, ne
yazik ki Tiirkiye’de
ki en azindan
sOylilyorum is
mahkemeleri
gercekten ciddi
bir sekilde salt is¢i
tarafini koruyan
mahkemeler
halinde...

SS2: ... X’in global
politikas1 vardir.
Biz X biinyesinde
¢alisanlarin herhangi
bir kisiye riigvet
vermesi, devlet
kademesinden oteli
acmak i¢in, kimseye
rigvet veremeyiz,
¢linkdi isten atilir.
Otel agilmasin o
bizim i¢in sorun
degildir, istiyorsa
hi¢ agilmasin ama
o riigveti verirse biz
suglu olacagimiz
icin X biinyesinde
ig akdimize son
verilir. ..

sokmiiyorsa da
biz sdkeriz onun
faturasini yine
ona gondeririz,
o konuda bizim
¢ok keskin
kurallarimiz
var ¢linkii. Siz
kendinizi bir otel
yatirimcist yerine
koyun bu markaya
giivendiniz otel
yatirimi yaptiniz,
... X otelde
olabilecek adli bir
olay, yiiz kizartic
bir olay sizin
de karliliginiz1
etkileyecek sizin
otelde zarar
etmenize ya
da batmaniza
sebep olacak...
Pazarlama
yapiyorsunuz,
dolayistyla o
marka sattigimiz
ham maddemiz
onun da tehlikeye
diismesini
istemezsiniz.

marka bir firsat
bunun igin.
MS3: ...Simdi
sen oraya
X oteliyken
gidiyorsun,
tamam oraya
yer etmis gayet
giizel misafir
olarak diyorum.
Isim degisip
de gittiginde
de ayn1 konfor
ayni1 hizmet
ayni standart
var mi ona
bakmak lazim.
Sikint1 orda...
(Ogrendiklerini
devam
ettirirler.) Oyle
deme ama simdi
bak mesela A
markasinin 1
sene Onceki
standardi
ile simdiki
standardinin
arasinda ¢ok
biiyiik bir fark
var...

istlinii yanligla
bilerek drtmeye
calismak, bunu
saklamak artik
suna girer,
orda bir koti
niyet varsa,
sirketin aleyhine
ozellikle
yapilmis bir
sey varsa
bunun karsilig
mutlaka
olacaktir,
yani... teknik
midiirtimiiz, iki
li¢ sene bizimle
beraberdi.
Mesai
saatlerinde,
disardan bagka
birinin evine
hizmet vermeye
gitmis, yanina
da birkag tane
teknisyen almis.
Yani buranin
personelini
almis, bu olmaz,
onun da isine
son verildi...
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Ortak Girisim

farkli. Diyelim
0 4 sirketten
bir tanesi
bizi tantyor
veya ihaleyi
kaybettigi i¢in
bodyle bir seyden
stiphelenip bize
bunu soyliiyor.
Diyor ki 7
dolara teklifler
vardi ihale 9
dolara bitmis
kardesim. Bu
bize geldiginde
niye bdyle bir
sey oldugunu
sordugumuzda
tespit hemen
olmus oluyor.
Kimi zaman
bunu tespit
edemezsiniz....

isim olan otellerde
yapamazlar bdyle
bir sey... Benim
maasimi oldugu
gibi yansitiyorlar.
Ama soyle bir sey
var ¢ogu yerde ben

YKU2: Kati
atiklarin atilmast
vb. durum olsa,
ben fikrimi beyan
etsem diizeltmeye
gidilir. Benim
gorevlerimden
biri her giin resmi
gazeteyi bastan
sona okumak. Bizi
ilgilendiren bir sey
varsa, mevzuat
degisikliklerini
bildiririm. Hemen
uygulanabilecek bir
sey ise uygulanir.
Zaman ve maliyet
gerektirenler igin
fizibilite galigsmasi
yapariz.

yansitmadiklarini sonra da isten

biliyorum. ¢ikartabilir biz
Yansitilmadigma | de ¢ikartabiliriz

sahidim yani. Biraz deyip gergek
sikinti1 tabi... reel bir sekilde

anda tamamen
sey goziiyle
bakiyorlar,
potansiyel
20 senedir
caligilabilir, ama
potansiyel 20 sene

yaklasip ona
gore 6deneklerini
ayiriyorlar ona
gore bir program
yapiyorlar...

Ahlaki Tehlike Ters Secim Riski
Illegal Gelir Mevzuata Sézlesmenin ..
Kaynaklar: Uygunluk Feshi Bedavaciik Giiven
MS13: Bunu GM15: Eskiden GM15: MS13: RB GM15:
ne sekilde tespit| maaslarin farkll Franchising olarak degil Zincirlerde
ediyorsunuz, gosterilmesi otellerde yani ama mesela | tiim kurallarini
1 ihaleye 3-4 yoguncaydi. gonderilme S sehrinde H bilmek
farkl sirket Hala oldugunu sOyle... Orda oteli vardi. zorundasin...
giriyor. 3-4 | duyuyorum. Insallah | seyleri zaten belli| Mesela orda Ben seye
sirketin fiyatlar azalacak. Ama Odenekleri filan | ger¢i kendileri | inanmiyorum
hepsinin seylerde az dnce da var mesela | cikmak istediler | mesela zincirler
birbirinden sormustunuz ya |insanlar ise girdigi| markadan ¢ok |agiliyor, mantar

bunalmislardi.

H’dan ayrildilar

RB yaptilar

mesela. He ama

bir¢cok marka
biliyorum ki
standartlarina
uymuyor.
Mesela bizim
BW birkag otel
vardi, marka
kendini gekti.
Sen benim
sozlesmeme
uymuyorsun,
sartlarima
uymuyorsun,
standartlarima
uymuyorsun,
paralarini
zamaninda
6demiyorsun
dedi aldi. Cikt1
markadan.

gibi her tarafta
A markas1
acilryor. Ama
bu markanin
hepsinin farkl
sahibi var
tabi. Patron
gortistiyor
bunlarla ben
diyor ben bunu
uygulayacagim
o da diyor ki
sen benim
Franchisingi
kabul ettiysen
sunlar1 sunlari
uygulaman
lazim diyor
ama ve bence
ne kadar
uyguluyorlar,
ne kadar
yapiyorlar, ne
kadar bunu bire
bir yapiyorlar.
Ciinkii
Tirk milleti
biliyorsunuz
birazda iste...
S6zlesmede
yaztyorlar
ama ne kadar
uygulantyor
bilemiyorum...
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Ahlaki Tehlike Ters Se¢im Riski
Illegal Gelir Mevzuata Sozlesmenin ..
Kaynaklar: Uygunluk Feshi Bedavacihik Giiven
YKU4: Birileri | YKU4: Ozel bir MS14: MS14: ...
arkanizdan sey degil. Herhangi Sézlesmenin Kimlik
riisvet alirsa bir sirkette oldugu bitme siiresine almamay1
yaptiklari gibidir. Bir yonetim yakin, yakin yapabilecek
hakkinda kurulumuz var. lokasyonda olan ancak
bilgi sahibi Denetgilerimiz markanin 6n biiro
olamazsiniz. var. Diizenlemeler farkli bir midiiriiniin
Ancak bunu yapmak i¢in otelinin odalar1 inisiyatifi
kontrol etmenin calistyoruz. satilirken, ile yapar, ancak
iki yolu var. Sendikalarimiz s6zlesme biz karliligimizi
Oncelikle orada da var. Tim yenilenirse arttirmalarini
her zaman calisanlar sendikalar tekrar senin | isterken onlara
akrabalar olur, | tarafindan temsil otelini satmaya | yolsuzluk yapin
ciinkii neden biri| edilmektedir. Sorun baslarlar. demiyoruz.
riigvet veriyor, olursa, dogrudan Diyoruz ki

alabilecekleri sendikalarla biitce bu, elinde
bir sey konuguruz. Sonra ki imkanlar
istiyorlar. Ama da egitimler belli, personel
£ | yapiyorsaniz yapiyoruz... maaglarini, otel
: . .« .
£ | onlart bulmak giderlerini vs.
Kl o kadar da diistiigiinde,
3 zor degil. elinde
£ | Calisanlarimiza, kalan para ile
©) hiikiimete alacagi genel
sorarsiniz. midiiriin sihri.
Ikincisi, bunu Buna operasyon
kontrol eden yonetimi
sirket, ¢linki diyoruz, bunun
birisi riigvet icin ige aliyoruz.
verirse, maasin Ama sen kalkip
nereden mevzuatta
ddendigini, olmayan bir
yani her sey seyi yaparsan
biitcelerle ben arkanda
diizenlenir, durmam.
imzalarla Bugiin benim
diizenlenir, i¢in olan goz
kimse riigvet yumarsam yarin
veremez, para kendisi i¢in
alamaz. yapacaklarini
hakli gérmesine
neden olurum.
Ters Secim Riski

Literatiirde taraflardan birinin kendisine ilisin eksik ya da yaniltic1 bilgi vermesi
olarak adlandirilan ters se¢im riski normalde alim-satim vb. eylemlerde mali satin
alanin elde ettigi eksik bilgi nedeniyle magduriyeti agisindan kullanilmaktadir. Saticinin/

vekilin performansinin kolayca dl¢iilememesi durumunda da ters se¢im riski meydana
gelebilmektedir (Tiwana & Bush, 2007). Ancak otel isletmelerinde satilan seyin hizmet
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olmasi, alim-satimin asil adina diger ¢alisanlar tarafindan yapilmasi yine asilin bilgi diginda
bir takim ahlaki tehlike olusturabilecek ters secim faaliyetlerini glindeme getirmektedir.
Ters se¢ime iliskin kodlarin altinda bedavacilik ve giiven dgelerine de yer verilmistir.

Dogrudan ters secim olarak ele alinabilecek ifadeler incelendiginde, GM1 karlilig1
arttirmak adina zaman zaman isletmelerde etik ikilemlerde kalinabilecegini belirtmektedir.
Meslek itibari ile birinin ahlaki degerleri sorgulanamayacakken, kimligin alinmamasi
durumunda odada yasanabilecek herhangi bir olumsuz durumda mevzuatta uyulmasi
gereken bir kurala uyulmamasi nedeniyle isletmede boyle bir durum yasandigi 6ne
stiriilerek isletme itibar1 zedelenebilir. Normalde amag karliligi arttirmakken, isletme
isminin zedelenme olasilig1 ters secim riski olarak kabul edilebilir. Ciinkii burada vekil,
aslinda asilin menfaatine uygun davraniyor gibi goriinse de alinan kararin sorumlulugu
cezai olarak sorumlulugu tistlenen bireyde olsa da, isletme itibar1 diisiiniildiigiinde miilk
sahibini olumsuz etkileyecektir. Boyle durumlarda kars1 tarafi ne kadar tanidiginizin bu
kararda etkili olacagini, giiven unsurunun énemini dile getiren katilimci GM1’in yan
sira, diger katilimcilarin hepsi boyle bir uygulama yapmayacaklarini, kurallar neyse
muhakkak onu yapacaklarini, bdyle bir sorumlulugun altina girmenin gereksiz oldugunu
vurgulamaktadir. Buna iligkin olarak GM 14 de boyle bir durumun ancak bilgisi disinda
olabilecegini ve tespit edilmesi durumunda desteklenmeyecegini belirtirken, MS14
ise sinirlari belli oldugunu bu sinirlar ¢ergevesinde kimin ne yapacaginin kendisine
kaldigini ancak yasanabilecek hukuk dis1 bir olayda destek vermeyecegini belirtmistir.
GM1’in ters se¢im riski barindiran diger drnegine gore otelin yiizde yiiz dolu oldugu
bir durumda misafirin garanti rezervasyonunu iptal etmek, otelin prestiji yoniinden
olumsuz bir etki yaratabilecegi i¢in ters se¢im ahlaki tehlike barindirmaktadir. Ancak
burada iletisimde bulunulan kisilerden hangisi ile daha uzun soluklu is iligskisinde
bulunulacagi verilen karar lizerinde etkili olmaktadir, gelecekte karlilig1 ya da misafir
memnuniyetini arttirmak i¢in bugiin bas1 seylerin riske edilmesi s6z konusu olabilir.

Diger yandan calisanlarin usulsiiz uygulamalari, yapilan s6zlesmelerde sozlesme
stiresinin dolmasiyla yenilenmeme riski, ise girerken personelin bir seyleri saklama
riski ters se¢im olarak ele alinabilir. Ancak katilimcilara gére GM15 ¢ok iyi ¢alisan
bir personelin otelin yarar1 yaninda kendi yararini gozettigini ve bunun uzun siire
stire sonra tespit edildigini sdylerken, SS3 devletle aralarindaki sdzlesmede ilk s6z
hakki kendilerinde olsa da, zaten binanin amortisman émriinii tamamlamasi nedeniyle
sozlesme yenilenmese de riskin yiiksek olmadigini, asil riski Tiirkiye’nin konjonktiirel
durumunun olusturdugunu belirtmistir. MS11 ise vekil kendisine iliskin yanlis beyan
da bulunsa da sektorde herkesin birbirini tanimasindan kaynakli olarak da bunun er
ya da gec ortaya cikacagini o nedenle ¢ok da bilyiik bir risk olusturmadigini ortaya
koymaktadir. GM23 ise bir donem turizm sektoriine hakim olmayanlarin isin i¢erisinde
bulunup zarar etmesi sonucu vekilleri sorumlu tuttuklarmi belirterek yine vekil igin
ortaya c¢ikan bir ters se¢im probleminden bahsetmistir.
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Bedavacilik

Bedavacilik (Free-riding), maliyetleri diisiirmek i¢in diigiik iirlin tireten franchise
isletmeler olarak anilmaktadir, diger yandan ana isletmenin yaptigi reklam maliyetlerini
istlenmeksizin yarar saglamak olarak da kabul edilmektedir (Morrison, 1995, s. 86-87).
Garg ve Rasheed’e gore bedavacilik, marka degerinin franchise alan firmalarda aym
sekilde yansitilmasi gerekirken farkli yansitilma riskinin olmasi anlamina gelmektedir
(2003). Ozellikle franchise isletmelerde “bedavacilik” yaklasimmin, izleme maliyetlerini
arttirici etkisi oldugu yoniinde ¢alismalar bulunmaktadir (Carney & Gedajlovic, 1991;
Garg & Rasheedi, 2003; Barthélemy, 2008). Bedavacilik riskini azaltmak i¢in miimkiin
oldugu kadar fazla franchise taninmasi gerekmektedir (Hussain & Windsperger, 2010;
Griessmair, Hussain & Windsperger, 2014).

Katilimcilarla yapilan goriismelerden elde edilen ifadelere gore bedavacilik riskinin
cok fazla s6z konusu olmadigy, artik franchise, management ya da stratejik ortaklik
anlagmasi yapan isletmelerin 6zellikle uluslararasi pazara agilma, reklam, satig-pazarlama
destegi sagladiklarini ortaya koymuslardir. Bu nedenle isletmeler markadan cekilse
de kendi isimleri ile uzun bir siire i¢lerinde bulunduklari pazarin siirdiiriilebilirligi
saglayamayacaklarini ortaya koymuslardir. Isletmelerin franchise ya da management
vb. pazara giris stratejileri ile isim hakkini aldiktan sonra, sd6zlesmenin zamansiz
sonlandirilmasi ya da sézlesme siiresinin dolmasi ile yenilenmemesi sonucunda edindigi
ortiik bilgiler sayesinde otelcilige iliskin deneyim kazanmasi, bir siire sonrasinda kendi
adiyla sektérde devam etme arzusu duymasina neden olabilmektedir. Bu durumda
bedavacilik probleminden bahsetmek s6z konusudur. Ancak burada her ne kadar
eskiden hangi markanin ismini kullaniyorsa belirli bir siire 0 markanin olanaklarindan
faydalanacak da olsa katilime1 GM 10 ve GM 16 n1in dedigi gibi, diizenli olarak markanin
ne sekilde standartlarini gelistirdigini takip edemeyecektir. Diger yandan bulunulan
cografyada marka isminin karlilik getirmemesinin de s6zlesmenin yenilenmesini
engelleyen faktorler arasinda oldugu soylenebilir.

Franchise, zincir operatorleri i¢in degerlidir ¢linkii maliyetli izleme gereksinimini
azaltmaktadir. Boylelikle siirekli denetim yerine aylik-ii¢ aylik denetimler yeterli
olabilmektedir. Franchise alan marka adin1 kullanarak bedavacilik saglayarak kisa
vadeli karhiliklarini arttirabilmektedir (Ornegin bir otel zincirinin kendi marka adina
deger kazandirmak icin yaptig1 reklam harcamalarindan dolayl olarak istifade etmek
gibi.) Bu durum maliyet denetimlerine yonelik tesvik saglarken, franchise alanin firsatci
davraniglar1 s6z konusu olabilmektedir (Barthélemy, 2008). Bu kapsamda franchise
taniyanin riski azaltici eylemlerde bulundugu sdylenebilir. Bu kapsamda MS14’{in
franchise veren isletmelerin de bedavacilik riskinin oniine gegmek i¢in sézlesme
stirelerinin bitmesine yakin o isletme i¢in verilen pazarlama desteginin azaltildig:
yoniindeki ifadesi dikkat ¢ekmektedir. Bu nedenle bedavacilik sorunun iki tarafli bir
“ters secim” riski yaratabilecegi soylenebilir.
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MS6 ise tam sahiplik yapan bir isletme olup, burada bedavacilik sorunu marka
degeri olarak degil, genel miidiirden elde edilen bilginin kullanilarak, yonetim giiciiniin
alimmasindan kaynaklanmaktadir. Burada genel miidiir agisindan bir “ters se¢im” riski
oldugu soylenebilir.

Birden fazla pazara giris stratejisini kullanan isletmelerde yonetim sozlesmesi
olarak yiiriitiilen otel i¢in bedavacilik yapilmasa da, elde edilen bilgilerin, standartlarin
gelistirilmesi gibi uygulamalarin tam sahiplik uygulanan diger isletmelerde uygulanmasi
yine “ters se¢im” riski olugturmaktadir. Diger yandan kiiltiirel 6zellikler nedeniyle
Ozellikle satin alma faaliyetlerinde diger otellerin pazarlik giicliniin, yonetim
s0zlesmesinin uygulandigi otelde de kullanilmas bir firsat olarak degerlendirilebilir.
Bu baglamda aslinda bilgi asimetrisinden kaynaklanan sorunlarin, birden fazla pazara
girig stratejisini uygulayan igletmeler i¢in avantaj olusturdugu sodylenebilir.

Bedavaciligin ¢ok fazla risk olarak algilanmamasinin nedenleri arasinda MS14’iin
ve GM10’un satis desteginin ¢ekilmesi; GM11°e gore bolgesel olarak uluslararast bir
marka olmanin fayda getirmediginin goriilmesi, yerli misafirlerin daha fazla tercih etmesi
sOylenebilir. Bir diger husus da GM16’ya ve MS3’e gore her yil standartlarin degistirilmesi
yine bdyle bir riskin olmasmnmn miimkiin olmadigini diisiinmelerine neden olmaktadir.
MS6 ve SS3 igin ise isi 6grenmenin dniine gecilemeyecegi, bunun artik ortiik bir bilgi
oldugu ve ister istemez diger isletmelerde uygulanmanin 6niine gegmesinin miimkiin
olmayacagini belirtmesi dikkat ¢ekicidir. Ancak yine de 6zellikle satis, pazarlama ve reklam
faaliyetlerinden faydalanilamayacak olmasinin riski minimum seviye tuttugu sdylenebilir.
Kalitenin belirlenmesine yonelik standartlar uygulanmaya calisilsa da, marka standartlarmin
maliyetlerinin yliksek olmasi tamaminin uygulamaya gegirilememesine neden olmaktadir.

Giiven

Ahlaki tehlikeyi 6lcebilmek adina isletmelerde taraflar arasinda giivenin ne kadar siirede
olustugu, giivenden kaynaklanan sorunlarla karsilasilip karsilasilmadigi, dogabilecek
sorunlari anlamaya yonelik olarak katilimcilara kendilerine ¢alismaya bagladiktan ne
kadar siire sonra 6zerklik tanindig1 sorulmustur. Boylelikle isletmede ¢aligsma siiresi
arttik¢a gilivenin yer etmesinin ters se¢im riski yaratma olasiligi anlagilmak istenmistir.

Franchise isletmelerde standartlarin belli olmasi ve sdzlesmelerle bilginin paylasimina
iligkin rutinlerin olusturulmasi ile giivenin olusacagi sdylenebilir (Gillis & Combs,
2009). Buna karsin katilime1 GM3 giivenin olusmasi sonrasinda sdzlesmelere gerek
kalmadigini, artik sozlii olarak isleyisi devam ettirdiklerini belirtmislerdir. Ancak
ozellikle vekil agisindan bakildiginda s6zlesmenin yenilenmemesi igsiz kalma konusunda
ters se¢im riski olusturabilir. Ancak bu noktada is kanununda 3 y1l {ist {iste sozlesmenin
yenilenmesinin sonraki yillarda sézlesme yapilmasa da sinirsiz siireli is anlagmasina
donmesine yonelik is¢iyi koruyucu bir maddenin oldugu unutulmamalidir. Diger
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yandan katilimc1 GM4 ise kendisine gelen evraklari okumaksizin imzalamaktadir.
Yine kanunen 18 yasimi gecmis her bireyin attig1 imzadan sorumlu olmasi, okumadan
imzalanan belgenin ters se¢im riski olusturmasina neden olmaktadir. Getirilen evraktaki
baglayicilik maddi baglamda ise yapilan biitge anlagsmalarinda genel miidiiriin ne
kadara kadar maddi seylerde yetkisinin oldugunun belirli oldugu, zaten bankalarin
normalden fazla bir meblaga iliskin bir belge ile karsilasmalar1 durumunda yine de
genel miidiirii arayip bilgi vermeleri dogabilecek sorunlari nispeten engelleyebilir.
Buna kargin mevzuata aykirt her hangi bir kararin altina uygundur diye imza atilmasi
imza atanin usulsiizliikten sorumlu olmasina enden olacag gibi, isletmenin itibarini
da zedeleme riski tagimaktadir. Katilime1 SS3 ise teknik miidiir ve ekibinin gorevini
kotiiye kullanarak, kendi ¢ikarlarina yonelik disarda da is aldiklarini belirterek bir ters
sec¢im riski oldugunu ortaya koymustur.

Kuramsal olarak katilimcilarin goriisleri degerlendirilerek, pazara giris sekillerinden
hangisinde ahlaki tehlikenin daha az yasanacagi ortaya konulmustur. Buna karsin
degerlendirme sonuglari, ahlaki tehlike problemlerinin yasanma olasiligi az da olsa
pazara giris seklinin se¢iminde tek unsur olamayacagini gostermektedir. Miilk sahipleri
ve hatta zincirlerin temsilcilerinin goriisleri dikkate alindiginda zaman zaman risklerin
oldugunun farkinda olunsa da segimlerde dogrudan etkisi bulunmamaktadir. Clinkii her
pazara giris seklinden kaynaklanan avantaj ve dezavantajlar farklilik gdstermektedir. Bu
nedenle baz1 durumlarda miilk sahipleri bilseler de bazi dezavantajlar1 géze almaktadirlar.

Arastirmanin Sonuclari

Oteller, yer se¢imi, kalite, tirlin teklifleri araligi ve bunlarin belirlenmesinden
sonra fiyat konusunda rekabet etmektedir. Yatirim konusunda ortalama kapasitesi
olan iilkelerde franchise verme egilimi diisiikken, yatirimlarin fazla oldugu iilkelerde
franchise isletmeler ve tam sahiplik girisimleri arasinda pek fark bulunmamaktadir.
Franchise taninan igletmelerde kar elde edebilmek i¢in fiyatlar yiiksek tutulurken, tam
sahiplik isletmelerde komisyonlardan kaynaklanan sdzlesme maliyetlerinin olmamasi
nedeniyle fiyatlar daha diisiiktiir (Vroom & Gimeno, 2007). Bu noktada énemli olan
bulunulan bolgede hedeflenen pazara ulasmada belirlenen pazara giris stratejisinin
ne derece etken oldugunun belirlenmesidir. Yerel pazarda bilinen bir otelin yabanci
pazardan gelecek misafirlere ihtiya¢ duymamasi durumunda tam sahiplik olarak devam
etmesinin daha uygun olacag: diisiiniilmektedir.

Arastirmanin bulgulari dikkate alindiginda vekalet sorunlarinin temelinde yatan bilgi
asimetrisi sorununun ahlaki tehlike ve ters se¢im riski olusturdugu sdylenebilir. Ancak
otel igletmelerinin yapist geregi gerek kurumun kendisi tarafindan gerceklestirilen
denetlemeler olsun, gerekse hukuki denetlemeler olsun diger sektorlere gore yasanan
sorunlarin daha az oldugu sdylenebilir.
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Vekalet kuramina gore, yonetim sdzlesmelerinin franchise isletmelerden daha
fazla ahlaki tehlike yaratma olasiligiin yiiksek oldugunu ve bu nedenle vekillerin
davraniglarini izlemek i¢in yiiksek maliyetlere neden oldugunu ortaya koymaktadir.
Buna karsin franchise isletmelerde, ahlaki tehlike problemi daha azken, franchise
alanin bedavacilik davranigini tesvik etme olasiliginin daha yiiksek olmasi ters se¢im
riskini arttirmaktadir. Tam sahiplik uygulayan isletmelerde ise bedavacilik riskinden
s0z etmek miimkiin degildir (Dimou, Chen & Archer, 2003; Gillis & Combs, 2009).
Barthélemy, calismasinda isletmelerin marka degeri olsa da bedavacilik riskinin sinirh
oldugunu belirtmistir. Buna karsin franchise isletmelerdeki olas1 bir bedavacilik riskinin
izleme maliyetlerini arttiracagini ortaya koymustur. Franchise alan bir markanin adi
kullanilarak ancak kisa vadeli karlilik saglanabilecegi ortaya konulmustur. Buna
ornek bir otel zincirinin kendi marka adina deger kazandirmak icin yaptig1 reklam
harcamalarindan dolayli olarak istifade edebilecegi verilmistir (2008).

Bu kapsamda katilimcilarla yapilan goriismelerden elde edilen ifadelere gore
bedavacilik riskinin ¢ok fazla s6z konusu olmadigi, artik franchise, management
ya da stratejik ortaklik anlagmasi yapan isletmelerin 6zellikle uluslararasi pazara
acilma, reklam, satig-pazarlama destegi sagladiklarini ortaya koymuslardir. Bu nedenle
isletmeler markadan ¢ekilse de kendi isimleri ile uzun bir siire i¢lerinde bulunduklari
pazarin siirdiiriilebilirligi saglayamayacaklarini ortaya koymuslardir. Isletmelerin
franchise ya da management vb. pazara giris stratejileri ile isim hakkini aldiktan
sonra, sozlesmenin zamansiz sonlandirilmasi ya da sézlesme siiresinin dolmasi ile
yenilenmemesi sonucunda edindigi ortiik bilgiler sayesinde otelcilige iliskin deneyim
kazanmasi, bir siire sonrasinda kendi adiyla sektérde devam etme arzusu duymasina
neden olabilmektedir. Bu durumda bedavacilik probleminden bahsetmek s6z konusudur.

Arastirmada farkli pazara giris sekillerine gore yasanan ahlaki tehlike ve ters se¢im
riski oraninda farklilik olup olmadig1 ortaya konularak, hangi pazara giris seklinin daha
avantajli oldugu ortaya konulmak istenmistir. Buna kargin bulgular gostermektedir ki,
her pazara giris seklinin diger pazara giris sekline gore farkli bir avantaj saglamasi,
higbir pazara giris seklinde sorunlarin yiizde yiiz engellenememesi, tek bir pazara giris
sekline yonelmenin yanlis olacaginin diisiiniilmesine neden olmustur.

Isletmelerin yasam dongiisiine bakildiginda pazara giris seklinde yillar i¢inde ortama
uyum saglamak i¢in degisiklige gidildigi ya da ayn1 anda birden fazla pazara giris
seklinin uygulandig1 sdylenebilir. Bu baglamda farkli pazara giris sekillerinin farkli
denetlemeler getirmesi nedeniyle yasanan vekalet sorunlarinin daha da azaldig1 ancak,
vekalet ve izleme maliyetlerinin arttig1 sOylenebilir.
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Oz

Bu aragtirmanin ana amaci, iSO 500’e giren isletme st diizey yéneticilerinin bakis agisiyla stratejik liderlik kavramini
incelemektir. Bu kapsamda nitel arastirma yontemlerinden en ¢ok kullanilan teknik olan goriisme teknigi ile veriler elde
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Abstract

The primary aim of this research is to examine the concept of strategic leadership from the perspective of senior
executives from the I1SO 500. In this context, data were obtained using the interview technique, which is the most
widely used qualitative research method. The data obtained from the interviews with a total of 14 senior executives,
including 7 general managers, 4 assistant general managers, 1 chairman and 2 members of the board of directors, were
uploaded and the data were subjected to descriptive and content computer analysis. In this study, strategic leadership
characteristics were evaluated under the themes of transformational, managerial, ethical and political leadership. It is
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Extended Summa

At the present time, in which change and development are experienced very rapidly
under the fierce competition conditions of the 21st century, advances in the field
of technology, globalization, transition to an information society, and national and
international crises lead organizations to encounter certain opportunities and threats. In
order for organizations to survive and sustain their competitive advantage, they must take
advantage of opportunities in the environment and be protected from threats (Akdogan
and Cingoz, 2009, pp. 5-6). In this context, in order for organizations to accomplish
their goals, to survive and to achieve sustainable competitive advantage, they need
leaders who have a strategic perspective to facilitate environmental adaptability and
make strategic changes when necessary.

This research involves identifying the strategic leadership characteristics of leaders,
who are vital for the organizations in order to achieve their goals, survive and gain
competitive advantage in a very dynamic environment. In this context, the senior
executives characteristics required by the strategic leaders of the organizations were
examined and all strategic leadership definitions and characteristics which were
obtained by the researcher from the relevant literature were taken into consideration.
After the definitions were reviewed, codes were created to define the strategic leader
and to determine the characteristics required by the strategic leader by making use of
the “Strategic Leadership Scale” the most common scale in the literature and developed
by Guerra and Pisapia (2009), and adapted to the Turkish language and culture by
Coban (2016). By basing the created codes on the scale, questions were generated by
making use of the dimensions in the scale. At this stage, we examined to what extent
the dimensions in the strategic leadership scale corresponded to the definitions in the
related literature, and after creating the codes, the question generation phase was started.

The research was conducted using the qualitative research method. Data constituting
the content of the research was obtained using the interview technique, (-one of the
methods in qualitative research) and descriptive analysis and content analysis were
applied to the qualitative data acquired for the research. Before analysing the data,
two experts were selected from the relevant field for the reliability study of the data,
and copies of two randomly selected tapes and computer printouts were given to
these experts. Afterwards, evidence was established for the consistency by means of
comparison of the studies performed by the experts.

The results achieved under the transformational leadership theme at the end of the
research are those that share the vision, determine the strategic direction, determine
the basic talent and develop the basic talent. The categories obtained in the theme of
managerial leadership; are those who are able to determine behaviour patterns and
standard procedure and have the ability to manage crises. The categories obtained under
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the ethical leadership theme; are those embedding ethical values within organizational
culture and paying regard to public interest and welfare. The category achieved within
the political leadership as the final theme of the research the social capital.

Although the strategic leadership characteristics can be addressed separately under
transformational, managerial, ethical and political themes, strategic leaders with all of
these characteristics would be more effective in the current century. If senior executives
exhibit behaviours in accordance with the said strategic leadership characteristics, their
chances of being successful under fierce competition conditions will increase even
more. If senior executives exhibit behaviours in accordance with these characteristics,
they will always be one step ahead of their competitors, ensure customer satisfaction
by producing higher quality products and be able to manage the change accordingly.
In addition, leaders with these strategic leadership characteristics will know how to
take advantage of the opportunities that may arise while being cautious about possible
threats that may occur under fierce competition conditions.
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isletme Ust Diizey Yoneticilerinin Stratejik Liderlik Algilarin
Degerlendirilmesi Uzerine Nitel Bir Cahsma

21. ylizyilin sert rekabet kosullari altinda ve degisim ve gelisimin ¢ok hizli yasandigi
glinlimiizde teknoloji alaninda yasanan ilerlemeler, kiiresellesme, bilgi toplumuna
gegis, ulusal ve uluslararasi yasanan krizler igletmelerin birtakim firsat ve tehditlerle
kars1 karsiya kalmasina neden olmaktadir. Isletmelerin yasamlarim siirdiirmeleri ve
rekabet Ustlinliigiini stirdiiriilebilir hale getirebilmeleri i¢in ¢evredeki firsatlardan
yararlanmalar1 ve tehditlerden korunmalar1 gerekmektedir (Akdogan ve Cingoz,
2009, s.5-6). Bu baglamda isletmelerin belirledigi amaglarina ulagabilmesi, hayatta
kalabilmesi ve siirdiiriilebilir rekabet Gistiinliigiinii elde edebilmeleri i¢in ¢cevreye uyumu
kolaylastiracak ve gerektiginde stratejik degisimleri yapabilecek stratejik bakis agisina
sahip liderlere ihtiyac1 bulunmaktadir.

Davies (2004)’e gore gelecegi ongoérmek yolu ile sekillendirebilmek, gelecegi
sekillendirebilmek i¢in gerekli olan stratejik yonetim anlayisini olusturabilmek ve bu amag
dogrultusunda diger yoneticilerle birlikte is gorenleri yetkilendirerek stratejik degisimleri
gerceklestiren kisi olarak tanimlanan stratejik liderlik belirsizliklerle dolu bir ¢evrede
iist yoneticilerin sahip olmalar1 gereken en 6nemli yeteneklerden birini olusturmaktadir.

Stratejik karar verme siireglerinde ortaya ¢ikan ve orgiitsel amaglar1 gerceklestirmek
amaciyla olaylar1 6nceden tahmine dayanan stratejik liderlerin, kiiresellesmeye ait
degerlerin esas belirleyici oldugu giiniimiizdeki temel rolii 6rgiite sagladigi vizyonla
ilgilidir. Stratejik lider, degisimin esin kaynagi olan vizyonu olusturan ve aktaran kisi
olarak degisimin en 6nemli aktoriidiir (Naktiyok, 2004; Besler, 2004).

Stratejik liderlik teorisi, orgiitleri 6zellikle CEO’lar olmak iizere iist diizey
yoneticilerin bir yansimasi olarak degerlendirmektedir. Orgiitlerin stratejik liderleri
olarak CEO’larin temel gorevi, orgiitleri i¢in vizyon belirlemek ve bu vizyona ulagsmak
icin gerekli sartlar1 yaratmaktir. Bu gorev finansal basari ile sonuglandiginda ise kilit
stratejik liderler sirketlerin kahramanlari olarak taninmislardir. Ancak 21. ylizyil ile
beraber gelen globallesme ile birlikte 6rgiitlerin icinde bulunduklar: durgun ve tahmin
edilebilir ¢evre kosullar1 degismis ve global ekonominin yeni rekabetci yapisi, orgiit
yOniiniin tek bir bireyin bakis agis1 ile belirlenmesine engel olmus ve 21. yiizyil
orgiitlerin yapisini ve stratejik liderlik uygulamalarini farklilagtirmistir. Diger tiim
liderlik 6zellikleri stratejik liderlik i¢in de gecerli olmasina karsin stratejik liderin esas
sorumlulugunu orgiitiin yagamasi ve rekabet iistiinligiinii siirdiirmesi olusturdugundan,
stratejik liderin gelecege doniik, yonlendirici yetenek ve 6zelliklere sahip olmasi diger
ozelliklere gére daha fazla 6nem arz etmektedir (Ulgen ve Mirze, 2013, 5.375).

Bu arastirma, devaml degisim gosteren ¢cevrede igletmelerin amaglarina ulagabilmeleri,
hayatta kalabilmeleri ve rekabet iistlinliigiinii elde edebilmelerinde hayati neme sahip
olan liderlerin stratejik liderlik 6zelliklerini belirlemeyi kapsamaktadir.
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Ucg béliimden olusan arastirmanin ilk béliimiinde stratejik liderlikle ilgili literatiire
deginilmis, sonrasinda arastirmanin amacti, énemi ve yontemi ile ilgili bilgiler verilmistir.
Calismanin son boliimiinde ise iist diizey yoneticilerin stratejik liderlik 6zelliklerine
iligskin goriigleri incelenmis, bulgular yorumlanmis ve ¢alisma sonug¢ boliimi ile
sonlandirilmistir.

Calismanin Kavramsal Cercevesi

1950’11 ve 1980’11 yillar arasinda liderlik literatiirii 6rgiitlerdeki amir ve orta diizey
yoneticilere odaklanmigtir (Yukl, 2002, s.341). 1960’larda ve 1970’lerin baslarinda,
isletmelerin karsi karstya kaldiklar1 durum, yonetimsel davranislar ile 6rgiitsel ¢iktilarin
birincil belirleyicisi olarak diisiiniilmiistiir. Isletmelerin dis cevresindeki kosullarin etkisi
ile kiyaslandiginda, yoneticilerin igletmenin performansini etkileyecek kararlari almak
icin ¢ok az bir yetenege sahip olduklar diisiiniilmekteydi (Ireland ve Hitt, 1999, s.45).

1980°li yillardan sonra ise liderlik alaninda hem yenilenmenin hem de bir degisimin
meydana geldigi goriilmiistlir. Bu yillardan sonra liderlik alanindaki ¢aligmalara ilginin
azaldigi ve liderlikle ilgili cok az teori gelistirildigi goriilmektedir. Ayrica teorisyenler
de bu alanin nereye ve hangi konuma gelecegi konusunda ciddi sorularla karsilagmistir.
Ancak 1980’11 yillarin ortalarinda liderlik alanindaki degisim, denetimsel (supervisory)
liderlikten stratejik liderlige dogru kendisini gostermeye baslamistir (Vera ve Crossan,
2004, s.223). Denetimsel liderlik teorileri isletmelerin i¢ ¢evresine odaklanirken
stratejik liderlik teorileri ise daha ¢ok dis ¢cevreye odaklanmig ve Orgiitiin degisen
amag ve yetenekleri de dahil bir biitiin olarak ele alinmasi gerektigini savunmustur
(Boal ve Hooijberg, 2001, ss.515-516). Bu dénemlerde Ust Kademe Teorisi (Upper
Echelon Theory) ve Tepe Y onetimi Takimlar1 (Top Management Teams) ve bazi yeni
liderlik teorileri dikkat ¢eken ¢alismalar olmustur. (Vera ve Crossan, 2004, s.223).
Liderlik arastirmalarindaki bu degisim, Hambrick ve Mason’un (1984) Ust Kademe
Teorisi’'nde (Upper Echelon Theory) ortaya ¢cikmistir. Hambrick ve Mason (1984) iist
diizey yoneticilerin yasi, deneyimi, egitimi gibi demografik 6zelliklerinin, kullandiklar
bilgi tiirli ve miktarinin aldiklari stratejik kararlar1 ve isletme performansini etkiledigini
ileri stirmiistiir (Boal ve Hooijberg, 2001).

Stratejik liderlik teorisi de Ust Kademe Teorisi’nden ortaya ¢ikmis ve gelismistir
(Finkelstein ve Hambrick, 1996; Boal ve Hooijberg, 2001). Teori, orgiitlerin liderlerinin
yansimasi oldugunu iddia etmekte (Finkelstein ve Hambrick, 1996; Hambrick ve
Mason, 1984), liderin inang ve degerleri, meselelerin nasil yorumlandigini ve iizerinde
hareket edildigini belirlemekte ve liderlerin yaptiklar: secimler orgiitsel performansi
etkilemektedir (Boal ve Hooijberg, 2001, s.521).

Stratejik liderlik, strateji olusturmadaki kararlar1 alma, gelecege yonelik bir vizyon
yaratma; anahtar yetenekleri ve yetkinlikleri gelistirme, orgiitsel yapi, siire¢ ve kontrolleri
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gelistirme; gelecegin liderini segme ve yetistirme; etkili bir orgiit kiiltiirli siirdiirme ve
etik deger sistemlerini orgiit kiiltiiriine aktarma seklinde ifade edilmektedir (Boal ve
Hooijberg, 2001, 5.516). Stratejik liderlik, belirsizliklerle dolu bir ¢evrede hedefler,
eylemler ve taktiklerle ilgili 6nemli kararlar alabilme yetenegidir ( Pisapia, 2009, s.7).

Stratejik liderlik, stratejik karar verme siirecleri kapsaminda ortaya ¢ikan bir liderliktir.
Stratejik liderlik, drgiitiin amaglarini devam ettirmek ve gerceklestirmek i¢in bir vizyon,
misyon ve strateji olugturma gerekliligine inanma ve yonelme saglayan, uzun vadeli
bakis agis1 olan ve olaylar1 dngérmeye dayanan bir liderlik siirecidir. Stratejik liderler,
karizmatik rolleri sayesinde vizyon ve rol belirler, takipgileri giiglendirir ve onlara
enerji verirler (Naktiyok, 2004, ss.58-159).

Ireland ve Hitt (1999) stratejik liderligi, 6rgiit i¢in ulasilabilecek bir gelecek yaratacak
degisiklikleri baglatmak amaciyla gelecegi dngdrme, vizyon olusturma, esneklik
saglama, stratejik diisiinme ve baskalartyla ¢alisabilme becerileri olarak tanimlarken
Rowe (2001) stratejik liderligi, kisa donemli finansal istikrar1 korumada orgiitiin uzun
vadede yasayabilirligini saglayan giinliik kararlar1 goniillii olarak almasi i¢in baskalari
etkileme yetenegi olarak tanimlamaktadir (Rowe, 2001, s.82).

Pisapia’nmin Stratejik Liderlik Modeli

Giinlimiiziin post modern gergekliginde liderler, i¢inde yer aldiklari gevreyi etkileyen
toplumsal ve kurumsal giicleri tanimlarken problem yasamakta ve bu nedenle de
Orgiitlerini basariya ulagtiracak 6nemli yaklasimlar1 yakalayamamaktadirlar. Bununla
birlikte liderler orgiitlerinin basarisinin, diger orgiitlerin ve bireylerin faaliyet ve
bakis agilaria bagli oldugunu da gérememektedirler. Liderler orgiitsel degisim icin
gerekli olan birtakim degerli fikirleri, orgiit calisanlarinin bakis agisi ve istekleri ile
iliskilendirememekte ve 6rgiit ¢alisanlarini etkileyebilmek i¢in az sayida liderlik
ozelliklerini kullanmaktadirlar. Dolayisiyla sadece yiiriittiikleri az sayida liderlik
ozellikleri, i¢ginde bulunduklar1 kosullar ile uyumlu oldugunda basarili olabilmektedir
(Pisapia, Guerra ve Semmel, 2005, s.42).

Pisapia (2006)’nin gelistirdigi stratejik liderlik modeline gore, stratejik liderlik
yalniz iist ydnetime 6zgii degildir. Orgiitte her anahtar konumda yer alan liderler
stratejik bir sekilde gorev yapabilirler. Bu modele gore, liderlerin yeni bir liderlik
yapisina ihtiyaci bulunmaktadir. Orgiit hedefleri stratejik liderler tarafindan
belirlenmelidir. Hedeflerin herkes tarafindan bilinmesi durumunda ise, orgiit tiyelerini
harekete gecirme, kaynak temin etme, iliski kurma, uyum saglama ve dis ¢evreye
uyarlanmig bir 6grenme ortami olusturarak sonuglar elde etme stratejik liderlerin
gorevidir (Pisapia, Guerra ve Yasin, 2006, s.11).
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Pisapia (2006)’ya gore stratejik liderlik pusulasinda yon belirleyici olarak kuzeyde
doniisiimsel eylemler, giineyde yonetimsel eylemler; dengeleyici olarak doguda etik
eylemler, batida ise politik eylemler olmak iizere dort yon bulunmaktadir (Sekil 1).
Gilinliimiiz postmodern diinyasinda liderlerin daha etkili olabilmek i¢in bu dort eylemler
dizisini etkili bir bicimde kullanmalar1 gerekmektedir (Pisapia, 2006, s.14).
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Sekil 1. Pisapia’nin Stratejik Liderlik Modeli

Kaynak: Pisapia, J., “Mastering change in a globalizing world: New directions in leadership”, Faculty of
Education, Hong Kong Institute of Educational Research, The Chinese University of Hong Kong, 2006, s.12.
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Pisapia (2006)’ya gore, etkili bir stratejik liderin en 6nemli 6zelligi sanatkarliktir.
Bununla birlikte sanatkarlik stratejik liderler ile geleneksel liderler arasindaki temel
ayrim noktasidir. Etkili stratejik liderler, postmodern diinyaya uyum saglamak i¢in
dontisiimsel, yonetimsel, etik ve politik gibi biitiin liderlik 6zelliklerini kapsayan
¢ok yonlii eylemler dizinine ihtiya¢c duymaktadirlar. Bu ¢ok yonlii eylemler dizinini
kullanan liderler kullanmayanlara nazaran daha basarili olmaktadirlar.

Doniisiimsel uygulamalar: Doniigiimci liderler, ¢evrelerinde degisiklik yapabilen
liderlerdir. Bu liderler yalnizca ¢evredeki durumlara tepki gdstermez, ayn1 zamanda
yeni bir ¢evre yaratirlar (Kirby ve Paradise, 1992, s.303). Pisapia (2006)’ya gore,
doniisiim yetenegi, liderlerin yapiy1 kirici yoniinii kapsamaktadir. Doniigiimcii liderler
gelisim ve degisime odaklanirlar. iginde bulunduklar1 zamanla ilgili her zaman bir
hosnutsuzluklar1 vardir. Doniisiimcii liderler, orgiit vizyonuna ve orgiit ile ¢evre
arasindaki uyum iizerine odaklanirlar ve kendilerini liderlerin lideri, takipgilerini ise
ayni degerleri ve bagliligi paylasan meslektaslari olarak goriirler.

Yonetimsel uygulamalar: Bir¢ok yoneticinin uyguladigi liderlik yonetimsel
liderliktir. Yonetimsel liderlik, istikrar ile diizeni kapsamakta ve mevcut diizenin
korunmasini gerektirmektedir. Yonetimsel liderler giinliik faaliyetler ile kisa vadeli
amagclar1 yonetmede oldukga iyidirler. Baz1 orgiitler calisanlarini yonetsel liderler
olmak i¢in zorlarlar. Farkli alanlara yonelmis orgiitler, 6zellikle de devlet kurumlart,
diger is alanlarina gore calisanlarina daha fazla yonetsel liderler olarak davranirlar.
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Bunun en 6nemli sebebini ise bu tiir orgiitlerin gii¢lii finansal sistemleri gerektirmesi
olusturmaktadir (Rowe, 2001, s.84).

Etik uygulamalar: Pisapia (2009)’ya gore, etik liderler degisiklikleri inanglarla
bagdastiran liderlerdir. Bu yetenek, ilke ve erdemleri {istiin tuttugu, ortak iyi i¢in
calistig1 ve her durumda herkesin haklarina saygi gosterdigi i¢in liderligin dengeleyici
bir yonii olarak degerlendirilmektedir. Etik liderler, dogru ve yanlis olani sorgularlar ve
ardindan neyin dogru oldugu ile ilgili kendi dogrularina destek bulurlar. Izleyicilerinin
isleri yerine getirmesi i¢in erdemli davranislar sergiler, en dogru eylemleri secerler ve
kararlarin1 degerlere ve ortak iyiye uygun olarak alirlar.

Politik uygulamalar: Giiglerini artirmaya, korumaya ve basarilari kolaylagtirmak i¢in
kaynaklari tahsis edip etkili kullanmaya odaklanan politik liderler, izleyicilerini rakip
olarak goriir ve onlarla ihtiyaglarimi goriisiip karsilama yoluyla iliskiler gelistirmeye
0zen gosterir. Pragmatiktirler ve miimkiin oldugu kadar ¢ok kisiyi tatmin edebilmek
i¢in mimkiin olan her seyi yapmaya calisirlar. Bagarili liderler ¢alisanlara tepeden
inme ve kati biirokratik kurallar1 uygulamak yerine engelleri ortadan kaldirmak, uyumu
saglamak ve takim performansini kolaylagtirmaktan sorumludur. Bu degisiklikler
ise liderlerin orgiitlerde kisiler arasi etkilesime imkan saglayacak 6zellikle sosyal ve
politik becerilere sahip olmasini gerektirmektedir (Ahearn ve digerleri, 2004, ss.309-
310). Liderin politik becerisi ise, izleyicilerinin ihtiyag ve isteklerine etkili bir bigimde
cevap vermesini saglayacak ve izleyicilerin lidere olan giiven ve destegi ile is tatminini
artiracaktir. Liderin politik becerisi, liderin etkililigi i¢cin de oldukga kritiktir. Politik
beceri lidere gii¢ saglamakta ve kritik amag ve hedefleri bagarmalari i¢in insanlar1 bir
araya getirmektedir (Ahearn ve digerleri, 2004, ss.313-314).

Arastirmanin Amaci, Onemi ve Yontemi

Arastirmanin Amaci

Bu arastirmanin temel amaci, iSO 500’e giren isletme iist diizey yoneticilerinin
stratejik liderlikle ilgili algilariin degerlendirilmesidir. Bu baglamda isletme tist diizey
yoneticilerinin stratejik liderin sahip olmasi gereken 6zellikleri incelenmis ve ilgili
literatiirde yer alan ve aragtirmaci tarafindan ulagilan tiim stratejik liderlik tanimlamalari
ve ozellikleri dikkate alinmistir. Tanimlar ¢ikarildiktan sonra literatiirde en ¢ok kullanilan
Guerra ve Pisapia (2009) tarafindan gelistirilen ve Coban (2016) tarafindan Tiirk dil
ve kiiltiiriine uyarlanan “Stratejik Liderlik Olgegi”’nden faydalamilarak stratejik lideri
tanimlamaya ve stratejik liderin sahip olmas1 gereken 6zellikleri belirlemeye yonelik
olarak kodlar olusturulmustur. Olusturulan kodlar1 6lgege dayandirmak suretiyle
Olcekteki boyutlardan faydalanilarak sorular tiretilmistir. Bu asamada ilgili literatiirde
yer alan tanimlarla stratejik liderlik 6lgeginde yer alan boyutlarin ne kadar ortiistiigline
bakilmis ve kodlar olusturulduktan sonra soru olusturma agamasina gegilmistir.
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Arastirmanin Onemi

Isletme iist diizey yoneticilerinin isletmelerinin performanslarini artirmak ve
kurumu i¢in daha iyi bir gelecek olusturacak degisiklikleri sunmak amaci ile gelecegi
ongormek suretiyle sekillendirebilme, vizyon ve misyon olusturma, s6z konusu vizyon
dogrultusunda galisanlar1 yetkilendirerek yaratici ve yenilikci hedeflere yonlendirme,
esneklik saglama, stratejik diislinme yetenegi ve baskalari ile ¢alisabilme becerileri
olarak tanimlanan stratejik liderlik 6zelliklerini kullanmasi ile karmasik kiiresel rekabet
ortaminda yasamini devam ettirebilmeleri, rekabet avantaji elde etmeleri ve amaglarina
ulagmalar1 miimkiin gériinmektedir. Onemine ragmen iilkemizde stratejik liderlik ile ilgili
literatiir taramasi yapildiginda pek fazla ¢calismanin 6zellikle stratejik liderligin, stratejik
liderlik 6zelliklerinin belirlenmeye calisildig arastirmalarin olmadigi goriilmektedir.
Bu nedenle s6z konusu ¢aligma, rekabet listiinligiinii ele ge¢irmede dnemli bir aktor
olan stratejik liderlerin sahip olmalar1 gereken 6zellikleri belirlemesi agisindan ve
arastirma sonucu elde edilecek sonuglarin isletmenin iist diizey yoneticilerine 151k
tutacak diizeyde olmasi sebebiyle 6nem arz etmektedir.

Arastirmanin Yontemi

Bu arastirma, nitel arastirma yontemi kullanilarak yapilmistir. Aragtirmanin igerigini
olusturan veriler ise nitel arastirma yontemlerinden biri olan gdriisme teknigi ile
elde edilmistir. Ayrica bu arastirmada yapilandirilmis, yapilandirilmamis ve yari
yapilandirilmis seklinde ayrima tabi tutulan goriisme tiirlerinden yar1 yapilandirilmig
goriigme teknigi kullanilmistir.

Yar: yapilandirilmis goriisme sorularin dnceden hazirlandigl ve arastirmaya
katilanlara ayni sirayla soruldugu ve katilimcinin istedigi sekilde sorulara cevap
verebildigi gorlismeleri olusturmaktadir (Karasar, 1999, s.169). Biiyiikoztiirk ve digerleri
(2012)’ne gore yar1 yapilandirilmis goriisme, gerek sabit secenekli cevaplamayi gerekse
ilgili alanda derinlemesine ilerleyebilmeyi birlestirir. Bu nedenle, yar1 yapilandirilmig
goriligme tiirdi iki yontemin hem avantaj hem de dezavantajlarini igermektedir.

Goriisme Kilavuzunun Hazirlamp Sorularin Belirlenmesi

Arastirmact, gortisiilen her {ist diizey yoneticiye stratejik liderin dzelliklerini belirlemek
amactyla hazirlanan sorular1 sormustur. Stratejik liderlik 6zelliklerini belirlemek
amaciyla sorulan sorularin hazirlanmasinda, Senem Besler (2004) Isletmelerde Stratejik
Liderlik kitabinda yer alan goriisme kilavuzu sorularindan, Siileyman Agras (2007)
yayimlanmamis doktora tezi “Stratejik Liderlik Uygulamalarima Iliskin Tiirk Turizm
Sektériindeki Tiirk Isletmelerinde Nitel Bir Arastirma”, Siikrii Sert (2015) yaymlanmamis
doktora tezi “Stratejik Liderlik - Cag ve Nema Ogretim Isletmeleri Genel Miidiirliigii
Stratejik Liderlik Uygulamalar1” goriisme sorularindan ve literatiir taramasi sonucu
arastirmacilar tarafindan olusturulan sorulardan faydalanilmistir. Toplamda 12 soru
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belirlenmis ancak {i¢ iist diizey yonetici ile yapilan 6n goriigme sonucunda sorularin
bir kisminin iist diizey yoneticiler tarafindan anlasilamadig: goriilmiis ve bazi sorular
daha anlagilir hale getirilmis bazi sorular ise goriisme kilavuzundan ¢ikarilmistir. Bu
kapsamda soru sayis1 9’a indirilmistir. On goriismenin gerceklestirildigi {ist diizey
yoneticiler aragtirma kapsamina dahil edilmemistir.

Goriisme formunun igerik gegerligini belirlemek amaciyla alandan iki uzman
akademisyen formu incelemis ve bu inceleme sonucunda goriigme formuna son sekli
verilmistir. Bu amaci gergeklestirmek i¢in uzmanlar soru maddelerini incelemis, sorularin
aragtirilan konuyu kapsayip kapsamadigini ve sorularin anlasilir olup olmadigini
kontrol etmislerdir. Bu incelemeler sonucunda, soru maddelerinin gecerligi saptanmis
ve sorular aragtirmanin amacini gergeklestirmede yeterli goriilmiistiir.

Arastirmaya Katilan isletmelerin ve Ust Diizey Yoneticilerin Belirlenmesi

Arastirmada yer almasi gereken iist diizey yoneticiler belirlenmeden 6nce 2016
yilindan [SO 500’e giren imalat sektoriinde faaliyette bulunan tiim isletmeler belirlenmis
ve s0z konusu isletmelerin {ist diizey yoneticilerine ulagilmaya calisilmistir. 12
isletmeden 7 genel miidiir, 4 genel miidiir yardimcisi, 1 yonetim kurulu bagkan1 ve 2
yonetim kurulu {iyesi olmak iizere toplamda 14 iist diizey yonetici ile goriigiilmiistiir.
Goriisme yapilan igletmelere ve iist diizey yoneticilere ait bilgiler Tablo 1 ve Tablo
2’de gosterilmektedir.

Tablo 1

Goriisme Yapilan Isletmelere Ait Bilgiler

i , < iSO 500
Isletme Ad1 Bagh Oldugu Oda Siralamas:
Assan Hanil Otomotiv San. ve Tic. A.S. Kocaeli Sanayi Odast 159
itaé Havalimanlar1 Yiyecek ve Icecek Hizm. istanbul Sanayi Odas: 354
Opet Fuchs Madeni Yag San. ve Tic. A.S. Ege Bolgesi Sanayi Odast 74
Tirkiye Seker Fabrikalar1 A.S. Kamu 21
Teksiit Siit Mamiilleri San. ve Tic. A.S. Balikesir Sanayi Odast 404
Ergal Findik Otomotiv San. ve Tic. A.S. Samsun Tg?i;estl ve Sanayi 154
Jotun Boya San. ve Tic. A.S. Istanbul Sanayi Odas1 258
Calik Denim Tekstil San. ve Tic. A.S. Istanbul Sanayi Odasi 309
Kadooglu Yag San. ve Tic. A.S. Gaziantep Sanayi Odasi 303
Otokar Otomotiv ve Savunma Sanayi A.S. Istanbul Sanayi Odas1 71
Enerjisa Enerji Uretim A.S. Kocaeli Sanayi Odast 39
Petlas Lastik San. ve Tic. A.S. Kirgehir ng;: ve Sanayi 101
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Tablo 2
Goriisme Yapilan Ust Diizey Yoneticilere Ait Bilgiler
isletmede | Toplam
Yéneticini iist diizey iist diizey
PP PP oneticinin PR PR
- Yoneticinin | Yoneticinin . . yonetici yonetici
Kod isim RN isletmedeki
yasi cinsiyeti . olarak olarak
pozisyonu
calisma calisma
siiresi siiresi
Katilmer 1 (K)) 39 Erkek Genel mudiir 5ay 9 yil
Katilimer 2 (K) 41 Erkek Genel miidiir 15 yil 15 yil
Katilimer 3 (K) 58 Erkek Genel mudiir 20 yil 20 y1l
Katilime1 4 (K) 49 Erkek Genel midiir 1yl 28 yil
Katilimer 5 (K)) 52 Erkek Genel miidiir 13 y1l 13 yil
Katilime1 6 (K) 48 Erkek Genel mudiir 28 yil 28 yil
Katilimer 7 (K.) 60 Erkek Genel midiir 25 yil 25 y1l
Genel miidiir
Katilimei 8 (K) 47 Erkek yardimenst 8 yil 8 yil
Genel miidiir
Katilimc1 9 (Kg) 45 Erkek yardimeisi 1,5 yil 12 y1l
Genel miidiir
Katilimer 10 (K ) 57 Erkek yardimeist 33 yil 33 yil
Genel midiir
Katilimer 11 (K, ) 58 Erkek yardimenst 21 yil 21yl
Yonetim kurulu
Katilimer 12 (K, ) 59 Erkek bagkan 13 y1l 30 yil
Katilimer 13 (K, ,) 32 Erkek Yonetim kurulu |5 10 il
iiyesi
Katilimer 14 (K, ,) 30 Erkek YOIlCElIIl kurulu Syl Syl
liyesi

Verilerin Analiz Edilmesi

Goriismelerin tamamlanmasiyla ses kayitlarinin yaziya dokiilmesi asamasina
gecilmigtir. Kayitlarin yaziya dokiilmesi esnasinda duyulan her konusma duyuldugu
sekliyle, herhangi bir diizeltme yapilmaksizin ve goriisiilen sirasina gore yazilmistir.
Veriler kodlanmadan once arastirmacit miilakat verilerinin dokiimlerinden olusan
transkriptleri satir satir okumustur.

Kodlamalarda katilimcilar tarafindan ifade edilen kavram ve kelimeler miimkiin
oldugunca kod olarak kullanilmus, katitlimeilarin kullandigi kavram ve kelimeler kodlama
noktasinda yetersiz kaldiginda ise arastirmaci tarafindan farkli kavramlar kod olarak
belirlenmistir. Verilerin kodlanmasinda, Patton (2014)’un satir-satir analiz yaklagimi
kullanilmigtir. Katilimcilarin cevaplari analiz edilirken kodlama yapilmistir. Birbirine
benzer kodlar belirli kategorilerde toplanmistir. Daha sonra arastirmada elde edilen
nitel verilere betimsel analiz ve icerik analizi uygulanmistir. Veriler analiz edilmeden
once ise verilerin glivenilirlik ¢alismasi yapilmasi amactyla alandan iki uzman secilmis
ve iki uzmana tesadiifi iki kaset segilerek bu kasetlerin birer kopyasi ve bilgisayar
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dokiimleri verilmistir. Ardindan uzmanlarin yaptigi ¢alismalar karsilastirilmak suretiyle
tutarliliga kanit saglanmigtir.

Aragtirmanin Inandirnicih@, Aktarilabilirligi, Tutarliig: ve Teyit Edilebilirligi
Gegerlilik ve giivenirlilik kavramlarinin nicel arastirmalara 6zgii kavramlar niteliginde
olmasi sebebiyle nitel arastirma yonteminin kullanildigi bu aragtirmada gegerlik ve
giivenirlilik kavramlart yerine inandiricilik, aktarilabilirlik, tutarlilik ve teyit edilebilirlik
kavramlar kullanilacaktir. Gegerlilik ve giivenirlilik kavramlar1 nitel aragtirmalarin
temel ilke ve paradigmast ile ¢elismektedir (Mills, 2003, Patton, 2014; Metin, 2014).

Inandiriciik (Credibility): Arastirmanin inandiricihigmin artirilabilmesi icin ilk
Once literatiir incelenmis ve konu ile ilgili bir kavramsal ¢ergeve olusturularak miilakat
formu olusturulmustur. Miilakat formu olusturulduktan sonra miilakatlar yazili hale
getirilmis, miilakatlarin yazili dokiimlerinin dogrulugunun onaylanmasi amaciyla
yazili metinleri katilimeilar incelemistir. Ardindan uzman goriisti alinarak goriislerin
dogrulugu smanmustir.

Aktarilabilirlik (Transmissibility): Arastirma sorulari ile ilgili detayli betimsel
veriler toplanmistir. Raporlastirmada siire¢ yine detayli olarak aktarilmaya ¢aligilmis
ve tiim miilakatlar ses kayit cihazi kullanilarak kayit altina alinmistir. Arastirma
stiresi boyunca elde edilen tiim veriler, arastirmacilar ve nitel arastirma yontemlerinde
uzman olan bir 6gretim liyesi tarafindan degerlendirilmis, ayr1 ayr1 kodlanmis ve tiim
kodlamalar arasinda genel anlamda bir goriis birligi saglanmistir.

Arastirma verilerinin tutarh olmasi (Consistency): Arastirmada olusturulan
kodlamalarin giivenilirlik hesaplamasi i¢in; Cohen’s Kappa’nin 6nerdigi formiilden
[K = (FO- FC)/(N- FC)] yararlanilmstir.

Cohen’s Kappa giivenilirlik indeksinde;

FO = Kodlayicilarin fikir birliginde olduklari yargi sayisini,
FC= Sansa dayal1 olarak fikir birligine varilan yargi sayisini ve
N = Toplam kodlama kriterlerinin sayisin1 ifade etmektedir.

Bu aragtirmada Cohen’s Kappa giivenilirlik indeksi hesaplanmis ve kodlayicilar
aras1 giivenilirlik 0,89 olarak bulunmustur. Bu arastirmada Cohen’s Kappa degerinin
0,8-1 araliginda deger aldig1 diger bir ifade ile oldukga giivenilir oldugu goriilmekte
(Leiva, Rios ve Martinez, 2006, s.523) ve kodlayicilar arast giivenilirligin oldukga
yliksek oldugu sdylenebilmektedir.

180



Diizgiin / isletme Ust Diizey Yéneticilerinin Stratejik Liderlik Algilarinin Degerlendirilmesi Uzerine Nitel Bir Calisma

Kodlamalarin birbirleri ile uyumunu gosterebilmek igin ise Perreault ve Leigh
(1989)’in giivenilirlik indeksi formiiliinden Ir = [Pa-1/c)(c/c-1) 10,5 faydalanilmistir.

Perreault ve Leigh giivenilirlik indeksinde;
Pa = Degerlendirmelerde fikir birligine ulagsma, katilma oranini ve

¢ = Onceden tanimlanmis olan kodlama kategorilerinin sayisim belirtmektedir (Grayson
ve Rust, 2001, 5.72).

Veriler formiilde yerine yerlestirildiginde kodlayicilarin kendi i¢indeki giivenilirliginin
0,91 ve 0,93 oldugu goriilmektedir. Kodlayicilar arast uyumun 0,9-1 araliginda ve yiiksek
diizeyde giivenilir oldugu sonucu elde edilmistir (Leiva, Rios ve Martinez, 2006, s.524).

Teyit edilebilirlik (Corroborative): Arastirmada elde edilen miilakatlara iligkin ses
kayitlar1 ve dokiimanlar arzu edenlerin inceleyebilmelerine olanak saglamak amaciyla
arastirmaci tarafindan saklanmaktadir.

Bulgular

Bu boliimde yapilan miilakatlar sonucunda iist diizey yoneticilerden edinilen
verilerden elde edilen ve arastirmanin bulgularini olusturan kategoriler ve her bir
kategorinin kodlar1 yer almaktadir. Arastirmanin bulgularini olusturan kategoriler
asagida siralanmaktadir.

Doniisiimsel Liderlik Temasina Ait Kategori ve Kodlar

Déniistimsel liderlik temasina ait kategorilerimiz vizyonu paylasan, stratejik yon
belirleyen, temel yetenekleri belirleyen ve temel yetenekleri gelistiren olmak iizere
4 kategori ve bu kategoriler altinda 15 koda ulasilmistir. Tablo 3’de kodlarin kag ist
diizey yonetici tarafindan dile getirildigini gosteren frekans dagilimlari yer almaktadir.
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Tablo 3
Doniisiimsel Liderlik Temasina Ait Kategori ve Kodlar
~ Tema Kategoriler Kodlar F
'.E Vizyonu toplantilarla aktarmak
3 Vizyonu egitimler yoluyla 5
z Vizyonu aktarmak 4
= paylasan Vizyonu tanitim kitapgigi ile 4
ﬁ aktarmak 2
% Vizyonu telkin ederek aktarmak
:5 Globallesmek 4
5 Déniisii 1 Stratejik yon Mﬁsteri memnuniyeti saglamak 3
= onusumse belirleyen Ozgiin tasarimli tiriinler iiretmek 2
E Liderlik Dijitallesme 2
% Hiz yetenegi 7
= Temel yetenek Insan kaynaklari 5
3 belirleyen Teknolojiyi iyi takip edebilme 3
= Degisime uyum saglama 3
=1 Kiyaslama 7
;,‘;J T:llin :ilrzfltenek Toplantilar diizenlemek 5
selis Glindemi takip etmek 5

Tablo 3 incelendiginde, doniisiimsel liderlik temasinda en fazla dile getirilen
kategorinin “Temel yetenek belirleyen.” (n=18) ve bu kategori altinda en fazla dile
getirilen kodun ise “hiz yetenegi.” (n=7) oldugu goriilmektedir. Bu tema altinda olusan
kategoriler sikliklarina gore sirastyla; “Temel yetenek gelistiren.” (n=17), “Vizyonu
paylasan.” (n=15) ve “Stratejik yon belirleyen.” (n=11)’dir.

Déniistimsel liderlik temasini olusturan kategorilere ait kodlar sirasiyla asagidaki
alt basliklarda sunulmustur.

Vizyonu paylasan kategorisine ait bulgular

Calismanin doniistimsel liderlik temasinda olusan ilk kategori “vizyonu paylasan”dir.
Yapilan miilakatlar sonucunda 12 {ist diizey yonetici vizyonun caliganlarla ¢esitli
yontemlerle paylasildigi noktasinda goriis bildirmistir. Bu kategori altinda “Vizyonu
egitimler yoluyla aktarmak”, “Vizyonu telkin ederek aktarmak”™, “Vizyonu toplantilarla
aktarmak” ve “Vizyonu tanitim kitap¢igi ile aktarmak™ kodlar1 bulunmustur.

“Vizyonu egitimler yoluyla aktarmak.” Bu fikirde olan 4 iist diizey yonetici vizyonun
caliganlarla paylasilabilir olmasi i¢in egitimler diizenlediklerini ve egitimlerin bu
noktada ¢ok 6nemli oldugunu dile getirmislerdir. Ornegin; K, yoneticisi vizyonun
paylasilir olmasi i¢in izledikleri yontemi “Her seyin basi egitim oldugu gibi biz
vizyon konusunun da en iyi egitimlerle anlatilabilecegini diisiiniiyoruz. Diizenli bir
sekilde verdigimiz egitimler sayesinde vizyonun ¢alisanlarimizla paylasilir olmasin
saghyoruz” seklinde goriislerini ifade etmistir.
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“Vizyonu telkin ederek aktarmak.” K, yoneticisi “Sik sik telkinlerde bulunarak
vizyonumuzun ¢alisanlar tarafindan benimsenmesini saglariz”, K  yoneticisi ise
“Vizyonumuzu ¢alisanlarimizla paylagmak icin siivekli telkinlerde bulunuruz ” ifadeleri
ile vizyonlarini ¢aliganlarina telkin etme yontemi ile paylastiklarini dile getirmislerdir.

“Vizyonu toplantilarla aktarmak.” goriisiinde olan K, yoneticisinin “Her ¢alisanimiz
kurumumuzun vizyonunu adi soyadi gibi ezbere bilir, bilmek zorunda. Biz bunu
haftalik olarak bir araya geldigimiz toplantilarda agik ve net bir sekilde dile getirerek
sagladik™ ve K, yoneticisinin “Siirekli olarak diizenledigimiz toplantilarda vizyon ile
ilgili meydana gelen herhangi bir degisim ve gelisim hakkinda ¢alisanlarimiza bilgi
verilir” seklinde ifadeleri vizyonu ¢alisanlar ile paylasma noktasinda toplantilardan
faydalandiklarin1 desteklemektedir.

Vizyonun ¢alisanlarla paylasilir olmasinda “Vizyonu tanitim kitapgigi ile aktarmak.”
yontemini kullanan yoneticiler isletmenin tanitim kitapgiklari oldugunu ve bu kitapgiklarla
isletmenin vizyon ve misyonunun ¢alisanlar da dahil olmak iizere herkesle paylasildigim
ifade etmektedir. K yoneticisi, vizyonun paylagilir olmasiyla ilgili olarak eline aldig1 tanitim
kitapgigim gostererek “Vizyonumuz isletmemizin tamtim kitap¢iklarinda da yer aldig gibi
calisanlarla ve hatta herkesle paylasiimaktadir”, K,  yoneticisi, Vizyonumuz dogrultusunda
hareket edebilmek i¢in vizyonumuzu tiim ¢alisanlarimizla paylasmak durumundayiz ki
calisanlarimiz da vizyonumuzu benimsesinler. Vizyonumuzu paylasma yollarimizdan biri
de kitapgiklarimizda vizyonumuza yer vermektir” sdzlerini dile getirmistir.

S6z konusu kodlarin katilimeilara gore dagilimi asagidaki tabloda yer almaktadir.

Tablo 4
Vizyonu Paylasan Kategorisinde Elde Edilen Kodlarin Katilimcilara Gére Dagilimlar
Kodlar K IKIK|K K |K |K/[K/|K|K |[K K, K

1 2 3 4 5 6 7 8 9 10 11 12 13 K]4

Vizyonu toplantilarla
aktarmak v v v v v

Vizyonu egitimler yoluyla
aktarmak v v v v

Vizyonu tanitim kitapgigi ile N N N N
ifade ederek aktarmak

Vizyonu telkin ederek N N
aktarmak

Tablo 4’e gore, vizyonu paylasan kategorisinde en fazla dile getirilen kodun “vizyonu
toplantilarla aktarmak” oldugu belirlenmistir. Katilimeilarin 5’inin bu yontemi tercih
ettigi belirlenmistir. Bu kategoride olusan diger kodlar sikliklarina gore sirasiyla;
“Vizyonu tanitim kitapg¢igi ile ifade ederek aktarmak”. (n=4), “Vizyonu egitimler yoluyla
aktarmak”. (n=4), “Vizyonu telkin ederek aktarmak”. (n=2)’tir. Diger bir ifade ile iist
diizey yoneticilerin vizyonu ¢alisanlari ile paylasirken toplantilardan, egitimlerden,
tamitim kitapgiklarindan ve telkin etme yolundan faydalandigi sdylenebilmektedir.
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Stratejik yon belirleyen kategorisine ait bulgular

Calismanin donisiimsel liderlik temasinda olusan ikinci kategori “stratejik yon
belirleyen”dir. Yapilan miilakatlar sonucunda 9 iist diizey yonetici stratejik yon belirleme
noktasinda goriis bildirmistir. Bu kategori altinda “Globallesmek”, “Ozgiin tasariml
driinler iretmek”, “Miisteri memnuniyeti saglamak” ve “Dijitallesme” kodlar1 elde
edilmistir.

“Globallesmek.” yapilan miilakatlar sonucunda Ust diizey yoneticilerden K|
yoneticisi, “Biz sirket olarak global bir otomotiv yan sanayisi olmak istiyoruz. Su an
tiim operasyonlarimiz Tiirkiye de ve biz bunu globale tagimak istiyoruz. Bu dogrultuda
global bir sirket olma hedefimizi vizyona koyduk ve bunu gerceklestirebilecek bir
ihtiyag pazarda var. Bizim gibi rekabet¢i ve esnek ¢oziimler sunabilen firmalar dogru
stratejilerle hareket ederlerse global otomotiv yan sanayisi haline gelebilirler”
ifadeleri ile K, yoneticisi ise “Globalleserek pazar payimizi ve karliligimizy arttirmak
bizim suanda oncelikli amacimizdir” ifadeleri ile stratejik yon olarak globallesmeyi
belirlediklerini ifade etmistir.

“Ozgiin tasarimli {iriinler iiretmek.” K, yoneticisi “Otomotiv sektoriinde potansiyeli
olan sirketlere ihtiya¢ var. Biz iirettigimiz ve sattigumiz iiviinlerin 6zgiin tasarimimiz
olan tiriinler olmaswni istiyoruz. Bu amagla kiiresel 6zgiin tasarimlarla alakali AR-
GE yetkinligimizi, tiretim miihendisligi yetkinligimizi gelistiriyoruz” sdzlerini dile
getirmislerdir.

“Miisteri memnuniyeti saglamak.” K, yoneticisi, “Biz daha ¢ok agurlikli olarak
miisteri memnuniyeti 1. sirada olmak iizere gelir agirlikli hedefler belirliyoruz.
Stratejilerimizi daha ¢ok miisterilerimizi memnun etmek iizere ve girketi karli duruma
gegirme tizerine olusturuyoruz,” K, yoneticisi “Ana faaliyet alanimiz petrol oldugu
icin burada bizim i¢in miisteri kitlesi ¢ok énemlidir. Sahip oldugumuz miisteriyi elde
tutabilmek ve potansiyel miisterilere ulasip onlarin memnuniyetini saglamak bizim
icin en onemli yon” sozleri ile stratejik yon belirlerken dikkate alinmasi gereken en
o6nemli faktoriin miisteri memnuniyeti oldugunu dile getirmislerdir.

“Dijitallesme.” Stratejik yon belirleme kategorisi altinda olusturulan bir diger kod
dijitallesmedir. Dijitallesmeyi stratejik yon olarak belirleyen K yoneticisi, “Isletmemiz
icin gelecekte hangi faaliyetlerin énemli olabilecegi konusunda biz dijitallegsmenin
oldugunu diistiniiyoruz. Bu konu ile ilgili olarak sik sik toplantilar diizenliyor ve
dijitallesmeyi boliimlerde nasul kullaniriz, miizakere ediyoruz” ifadeleri ile dijitallesmenin
O6nemine vurgu yapmistir.

S6z konusu kodlarin katilimeilara gore dagilimi asagidaki tabloda yer almaktadir.
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Tablo 5
Stratejik Yon Belirleyen Kategorisinde Elde Edilen Kodlarin Katilimcilara Gére Dagilimlar
Kodlar K |KI|K |K |K |K |K|K|K|K |[K |K |K,|K

1 2 3 4 5 6 7 8 9 10 11 12 13 14

Globallesmek v v N
Miisteri
memnuniyeti ~ N N
saglamak
Ozgiin tasariml J J
uriinler tiretmek
Dijitallesme \ N

Tablo 5’te goriildiigii iizere, Uist diizey yoneticilerin globallesme, miisteri memnuniyeti
saglama, 6zgiin tasarimli iirlinler tiretme ve dijitallesmeyi stratejik yon olarak belirledikleri
sonucuna ulagilmigtir. Bununla birlikte stratejik yon belirleyen kategorisinde en fazla dile
getirilen kodun “Globallesmek” oldugu goériilmektedir. Bu kategori altinda sergilenen
diger kodlarm sikliklarina gore sirastyla; “Miisteri memnuniyeti saglamak.” (n=3),
“Ozgiin tasarimli {iriinler iiretmek.” (n=2) ve “Dijitallesme.” (n=2) oldugu gériilmektedir.

Temel yetenek belirleyen kategorisine ait bulgular

Caligmanin doniistimsel liderlik temasi altinda olusan {iglincii kategori “Temel yetenek
belirleyen”dir. Bu kategori altinda “Hiz yetenegi”, “Insan Kaynaklar1”, “Teknolojiyi
iyi takip edebilme” ve “Degisime uyum saglama’ olmak iizere 4 kod elde edilmistir.

“Hiz yetenegi.” Calismaya katilan iist diizey yoneticilerden elde edilen bulgulardan
temel yetenek belirleyen kategorisi altinda olusan ilk kod “Hiz yetenegi” kodudur. K,
yoneticisi “Biz otomotiv yan sanayisiyiz. Istenilen zamanda istenilen kalitede iiriinleri
tiretip, miisteriye teslim etmemiz gerekiyor. Hizli olmak, sartlara gére hizli karar alabilmek
bizim i¢in hayati oneme sahip”, K yoneticisi “Cabuk karar alabilmek bu giinde yarin da
bizim igin degismez temel yetenek. Bizdeki alt yoneticiler, yonetim kurulu baskanimizin o
konudaki vizyonunu ve bakisint bildigi icin ona yonelik hizli kararlar alabilir, iste uzun
uzun yonetim kurullari toplanmaz, hemen bir telefon baglantisiyla ya da video konferansla
karar alabiliriz. Yani baska sirketlerde bir ay siiren bir siirveg, bizde yarim giin, bir saat
stirebilir” sozleri ile en 6nemli temel yetenek olarak hiz yetenegine sahip olduklarimi ve
gelecekte de bu yetenege sahip olmalari gerektigini belirtmislerdir.

“Insan kaynag1.” Miilakat yapilan iist diizey yoneticilerden 5°i sahip olunmasi
gereken en 6nemli temel yetenegin insan kaynagi olduguna vurgu yapmistir. Ornegin, K,
yoneticisi, “Son donemlerde kesinlikle insan kaynagimin sahip olunmasi ve siirdiiriilmesi
gereken en onemli temel yetenek oldugunu diisiintiyorum. Ciinkii insanlar artik is
seg¢iyor, nitelikli insani bulabilmek ve onun isyerinde devamliligini saglayabilmek iilke
genelinde biiyiik sikinti. Bu nedenle isini iyi yapan insan kaynagini buldugumuz an
onlarin memnuniyetini saglayabilmek i¢in biz isletmemiz olarak ¢aba sarf ediyoruz”,
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K, yoneticisi, “En 6nemli temel yetenek daima insan kaynaklart tabii ki de. Her zaman
sovliiyorum; teknoloji ne kadar gelisirse gelissin, insan kaynagi olmadan hi¢bir basart
elde edemezsiniz. Teknoloji sadece bir alettir. En onemli kaynak teknolojiyi de kullanan
insandir” ifadelerini dile getirmislerdir.

“Teknolojiyi iyi takip edebilme.” Miilakatlarda teknolojiyi takip edebilme yetenegini
bugiiniin ve yarinin en 6nemli temel yetenegi olarak ifade eden K yoneticisi, “Sahip
olunmast gereken en onemli temel yetenek bence teknolojiyi yakinen takip edip teknolojik
tstiinliigii ele gecirmektir. Biz bu noktada tam olarak tistiin olmasak da iyi durumdayiz
diyebilirim. Ancak bu yetenegimizi arttirmamiz gerektiginin sirket olarak farkindayiz”,
K,,yoneticisi ise , “Su anda teknolojik olarak bizimle aynt isi yapan bir¢ok firmaya gore
tistiin konumdayiz. Bu iistiinliigii teknoloji ile yakindan ilgilenerek elde ettik diyebilirim.
Ileride de teknolojik olarak iistiin konumda bulunmamiz gerektigi kanmsindayim”
climleleri ile teknolojiyi takip edebilme yeteneginin elde edilmesi gereken temel

yetenek olduguna vurgu yapmiglardir.

“Degisime uyum saglama.” Miilakat yapilan {ist diizey yoneticilerden 3’ dis ¢evrede
meydana gelen degisikliklere uyum saglama yeteneginin basarinin anahtar1 oldugunu
ifade etmislerdir. K, yoneticisi, “Temel yetenek olarak belirledigimiz yoneticilerin
degisime uyum saglayabiliyor olmasi aradigimiz kriterlerden en 6nemlisidir. Bu ézelligi
gelistirmek bir yana bu 6zellige sahip olmayan kisileri yetenek havuzuna alamiyoruz”,
K, yoneticisi, “Bizde en onemli temel yetenek olarak degisime uyum saglama kabiliyeti
goriiliir. Degisime uyum saglayamayan firmalar piyasadan silinmeye mahkiamdur”
seklinde diisiincelerini dile getirmislerdir.

S6z konusu kodlarin katilimcilara gére dagilimi asagidaki tabloda yer almaktadir.

Tablo 6

Temel Yetenek Belirleyen Kategorisinde Elde Edilen Kodlarin Katilimcilara Gére Dagilimlar
Kodlar K |K, K |K K | K |K | K|K/|K |K,IK, K, K,
Hiz yetenegi N VA NN \ \

Insan kaynaklar N N \ V|
T 1

! gle(]gli(;ll;l) Je iyi iyi takip N N N

Degisime uyum saglama N \ \

Arastirma sonucunda st diizey yoneticilerin temel yetenek olarak hiz, insan
kaynaklari, teknolojiyi iyi takip edebilme ve degisime uyum saglamaya 6nem verdikleri
goriilmektedir. Tablo 6 incelendiginde, temel yetenek belirleyen kategorisinde en fazla
dile getirilen kodun “Hiz yetenegi” oldugu belirlenmistir. Diger bir ifade ile katilimeilarin
7’sinin en 6nemli temel yetenek olarak hizi gordiikleri sonucuna ulagilmistir. Bu
kategori altinda sergilenen diger kodlar sikliklarina gére sirastyla; “Insan kaynag:.”
(n=5), “Teknolojiyi iyi takip edebilme.” (n=3) ve “Degisime uyum saglama.” (n=3)’dir.
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Temel yetenek gelistiren kategorisine ait bulgular

Calismanin doniisiimsel liderlik temasi altinda olusan bir diger kategori “Temel
yetenek gelistiren”dir. Yapilan miilakatlar sonucunda {iist diizey yoneticilerin temel
yeteneklerin gelistirilmesine yonelik farkli ¢abalarinin oldugu sonucuna ulasilmaistir.
Bu kategori altinda “Kiyaslama”, “Toplantilar diizenlemek” ve “Gilindemi takip etme”
kodlarma ulasilmustir.

“Kiyaslama.” Goriismelerde iist diizey yoneticilerden 7°si sahip olduklari temel
yetenekleri basarili olan diger isletmelerle karsilastirdiklarini dile getirmislerdir. Ornegin,
K, yoneticisi, “Kiyaslama yapiyoruz. Teknolojik gelismeler ile birlikte diger isletmeleri
takip ediyoruz. Biz satis yaparken miisterilerimizi anlik takip etmek zorundayiz. Bizim
arti yonlerimiz, onlarin eksi yonleri biz sadece kendi iiriinlerimizi iiretip satmakla
kalmiyoruz, ayni zamanda pazardan da saticiyt takip ediyoruz. Ciinkii stratejimizi
bunun iistiine kuruyoruz ” ifadeleri ile kiyaslamanin 6nemine deginirken K yoneticisi
“Cimento sektoriinde faaliyette bulunan her igletmenin temel yeteneginin onlar i¢in
onemli oldugunu bu nedenle de her biriyle kendilerini kiyasladiklarini” dile getirmistir.

“Toplantilar diizenlemek.” K, yoneticisi, “Toplantilarda iist diizey kesimle bir
araya gelip giindemi degerlendirip sahip olmamiz gereken yeni temel yetenekleri
tartisyoruz”, K, yoneticisi ise, “Tabii ki de toplantilar yapiliyor, orada yeni temel
yetenekler tartisiliyor ve gelistiriliyor” ifadeleri ile toplantilar diizenleyerek yeni temel
yetenekler gelistirdiklerini ifade etmislerdir.

“Glindemi takip etme.” K, yoneticisi, “Biz ekonomik gostergelere bakariz.
Ulkemizin i¢inde bulundugu durum nedeniyle bizi dogrudan ilgilendiren ekonomik
durum ile yakindan ilgileniriz. Bununla ilgili de hem sirket sahiplerinin tecriibesi
dikkate alinir hem de sirketin finans boliimii tedbirli davranmaya ¢alisir imkanlar el
verdigi derecede. Hem firsatlar hem de tehditler icin gegerli bu durum. Bu sekilde
de bizi o giinkii kosullarda basariya gétiirecegine inandigimiz ve sahip olmamiz
gerektigini diistindiigiimiiz yeni temel yetenekler gelistiririz”, K | yoneticisi ise “Biz
bilgi verilerini ¢ok hizli kullanabiliyoruz. Mesela biitiin yoneticilerimiz biitiin raporlara
anlik ulasabiliyorlar. Neredeyse her giin incelemeler yapilyyor. Haftada bir sirket
direktorlerimiz baskanhginda ciddi anlamda ¢alismalar yapiliyor. Iletisimi yiiksek
bir ekip, dis pivasayi ¢ok iyi takip edebiliyor” seklinde goriislerini ifade etmislerdir.

S6z konusu kodlarin katilimcilara gére dagilimi asagidaki tabloda yer almaktadir.
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Tablo 7

Temel Yetenek Gelistiren Kategorisinde Elde Edilen Kodlarin Katilimcilara Gore Dagilimlart
Kodlar K KK K | K KKK KKK, K, KK,
Kiyaslama \ v A \ \ \ \
Toplantilar

diizenlemek v v v v v
Glindemi takip N NN N N
etmek

Tablo 7 incelendiginde, temel yetenek gelistiren kategorisinde en fazla dile getirilen
kodun “Kiyaslama” oldugu goriilmektedir. Katilimeilarin 7’sinin temel yeteneklerin
gelistirilmesinde kiyaslama yontemini kullandig1 goriilmektedir. Bu kategori altinda
sergilenen diger kodlarin sikliklarina gore sirasiyla; “Toplantilar diizenlemek.” (n=5)
ve “Glindemi takip etmek.” (n=5), oldugu goriilmektedir. Diger bir ifade ile {ist diizey
yoneticilerin temel yetenek gelistirme konusunda kiyaslama, toplantilar diizenlemek
ve glindemi takip etme gibi ¢esitli yollardan faydalandiklar1 sonucu elde edilmistir.

Yonetsel Liderlik Temasina Ait Kategori ve Kodlar

Yonetsel liderlik temasina ait kategorilerimiz davranis kaliplar1 ve standart prosediir
belirleyen ile kriz yonetme becerisine sahip olma kategorileridir. Bu kategoriler
altinda 5 koda ulasilmistir. S6z konusu kodlarin kag iist diizey yonetici tarafindan dile
getirildigini gosteren frekans dagilimlar: yer almaktadir.

Tablo 8

Yénetsel Liderlik Temasina Ait Kategori ve Kodlar
fZ_.' ~. | Temalar Kategoriler Kodlar F
=
= g Davranis Egitimlerle davranis ve standartlari 5
X 2 kaliplari
57 ve standart anlatmak 3
;qg" | Yénetsel prosediir Ornek davranislar gostermek 2
=5 L oo
%2 |Liderlik belirleyen Stirekli bilgilendirme ve agik iletigim
% E ifrlz )_fo.netme Ortak akil olusturmak 6
0 eeerisime Sakin kalmak 5
x sahip olma

Tablo 8’de yonetsel liderlik temasinda en fazla dile getirilen kategorinin “Kriz
yonetme becerisine sahip olma.” (n=11) ve bu kategori altinda en fazla dile getirilen
kodun ise “Ortak akil olugturmak.” (n=6) oldugu goriilmektedir. Bu tema altinda olusan
diger bir kategori ise “Davranis kaliplar1 ve standart prosediir belirleyen.” (n=10)’dir.

Yonetsel liderlik temasini olusturan kategorilere ait kodlar sirasiyla asagidaki alt
basliklarda sunulmustur.
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Davrams kaliplari ve standart prosediir belirleyen kategorisine ait bulgular
Caligmanin yonetsel liderlik temasinda olusan ilk kategori “Davranis kaliplar1 ve
standart prosediir belirleyen”dir. Yapilan miilakatlar sonucunda 10 iist diizey yoneticinin
isletmenin basarili olmas1 gereken davranis ve standartlari ¢alisanlarin benimsemesinde
davranis kaliplar1 ve standartlar1 belirlemenin énemine degindigi gortiilmiistiir. Bu
kategori altinda “Egitimlerle davranis ve standartlar1 anlatmak”, “Ornek davranislar
gostermek” ve “Stirekli bilgilendirme ve agik iletisim” kodlar1 elde edilmistir.

“Egitimlerle davranis ve standartlari anlatmak.” Miilakatlarin sonucunda iist diizey
yoneticilerden 5’inin davranis ve standartlari ¢aliganlara anlatma noktasinda egitimlerden
faydalandiklari ortaya ¢ikmistir. Ornegin K, yoneticisi, “Her is bast yapan arkadasimiz
is bast yapmadan énce 3 giin, yoneticilerimiz ise 1 ay oryantasyon egitimi alir. Bu
egitimlerde kurum kiiltiiriinii ve isletmemizin basarmasi gereken amacini ve bu amaci
basarabilmek i¢in nasil davranmas gerektigini anlatiriz” ve K yoneticisi, “Bu anlamda
oryantasyon egitimi ¢ok onemlidir. Oryantasyon egitimi, personel heniiz ise baslamadan
buramn kiiltiiriinii, bagariimasi gereken davranis ve standartlarini ve bu davranislarin
basariumasinda izlenecek yolu 6grenmesi agisindan ¢ok onemli” ifadeleri ile egitimlerin
onemine deginmislerdir.

“Ornek davranislar gostermek.” Ust diizey yoneticilerden K, yoneticisi, “Yoneticilerin
ornek davranislar gostererek ¢calisanlara davranis ve standartlar: benimsetebilecegini”,
K, yoneticisi ise “Yazili kurallar belirlemekle birlikte bu kurallarin oncelikle kendileri
tarafindan uygulanarak ¢alisanlara érnek teskil ettigini” ifade etmistir.

“Stirekli bilgilendirme ve agik iletisim.” K, yoneticisi, “Calisanlara benimsetmek
istedikleri davranis ve standartlar: aktarabilmek i¢in siirekli bilgilendirme ve kuvvetli
agik iletisimden faydalandiklarini”, K , yoneticisi, “Calisanlara siirekli olarak
basarilmas: gereken davranis ve standartlar anlattiklarint” dile getirmistir.

S6z konusu kodlarin katilimcilara gére dagilimi asagidaki tabloda yer almaktadir.

Tablo 9

Davranig Kaliplari ve Standart Prosediir Belirleyen Kategorisinde Elde Edilen Kodlarin Katilimcilara
Gére Dagilimlar

Kodlar K, K |K K, |K K |K|K K |K K, K, K;K,
Egitimlerle davranis ve

standartlari anlatmak v VN v v
Ornek davranislar J N N
gostermek

Stirekli bilgilendirme ve N N

acik iletisim

Arastirma sonucuna gore iist diizey yoneticilerin davranis kaliplar1 ve standart
prosediir belirleme konusuna 6nem verdikleri goriilmektedir. Tablo 9 incelendiginde,
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davranig kaliplar1 ve standart prosediir belirleyen kategorisinde en fazla dile getirilen
kodun “Egitimlerle davranis ve standartlar1 anlatmak” oldugu goriilmektedir. Diger
bir ifade ile st diizey yoOneticilerin 5’inin ¢aliganlarin davranis ve standartlar
benimsemesinde egitimlerin 6nemine degindigi goriilmektedir. Bu kategori altinda
olusan diger kodlar sikliklarina gére sirastyla; “Ornek davranislar gdstermek.” (n=3)
ve “Siirekli bilgilendirme ve agik iletisim.” (n=2)’dir.

Kriz yonetme becerisine sahip olma kategorisine ait bulgular

Calismanin yonetsel liderlik temasinda olusan ikinci kategori “Kriz yonetme
becerisine sahip olma”dir. Yapilan miilakatlar sonucunda 11 iist diizey yoneticinin
kriz yonetimine iligkin farkli goriislerinin oldugu ortaya ¢ikmistir. Bu kategori altinda
“Ortak akil olusturmak” ve “Sakin kalmak” kodlarina ulasilmistir.

“Ortak akil olusturmak.” K yoneticisi, “Kriz durumlarinda, olusan yeni duruma
karst degisik diisiinme yetilerine sahip degisik sektorlerden kisilerle ortak akil
olusturmaya ¢alistiklarini, sadece bir kisiyle durumu degerlendirmek yerine daha
farkh diisiinme a¢ilarina sahip kisilerle krizi degerlendirdiklerini ve bu sekilde ortak
akil olusturmak yoluyla krizi asmaya ¢alistiklarimi”, K, yoneticisi, “Beklenmedik
durumlarla bag edebilmek igin yer aldiklar: sektorde akil insan olarak gordiigii ve
ongoriisiine inandigi kisilerle karar almadan o6nce durumu istisare ettigini, bunun
sonucunda bir yol haritasi ¢tkardigini ve bu haritaya bagl kalmak kosuluyla krizi
¢ozmeye ¢alistigini “belirtmislerdir.

“Sakin kalmak.” Ust diizey yéneticilerden 5’inin sakin kalmanin krizi ¢ziime
ulastirmada en iyi yol oldugunu belirttigi gériilmiistiir. Ornegin, K, ve K, yoneticileri
“Herhangi bir krizle karsilastiklarinda bu krizi ¢oziime ulastirmanin en iyi yolunun
sakin kalip, sogukkanl bir sekilde konuyu ele alip, durumu bu sekilde degerlendirip
¢oziim yollart aramak” oldugunu belirtmislerdir.

Soz konusu kodlarin katilimcilara gére dagilimi asagidaki tabloda yer almaktadir.

Tablo 10

Kriz yonetme becerisine sahip olma Kategorisinde Elde Edilen Kodlarin Katilimcilara Gére
Dagilimlar:

Kodlar K, KKK K | K |K|K K|K,|K, |K, K;| K,
Ortak akil

olusturmak v v v v v v
Sakin kalmak N v \ \ \

Tablo 10’a gore, kriz yonetme becerisine sahip olma kategorisinde en fazla dile
getirilen kodun “Ortak akil olusturmak” oldugu goriilmektedir. Ust diizey yéneticilerin
6’sin1in kriz durumlarini ortak akil olusturma yoluyla ¢ozdiikleri sonucuna ulagilmistir.
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Bu kategori altinda olusan diger bir kod ise “Sakin kalmak™ (n=5)’tir. Diger bir ifade ile
iist diizey yoneticilerin isletmelerinde herhangi bir krizle karsilastiklarinda ¢6ziim yolu
olarak ortak akil olusturma ve sakin kalma yolunu tercih ettikleri sdylenebilmektedir.

Etik Liderlik Temasina Ait Kategori ve Kodlar

Etik liderlik temasina ait kategorilerimiz “Etik degerleri 6rgiit kiiltiiriine yerlestiren”
ve “Kamu faydasi gozetendir. Bu iki kategori altinda toplam 3 koda ulasilmistir. S6z
konusu kodlarin kag {ist diizey yonetici tarafindan dile getirildigini gosteren frekans
dagilimlar1 asagidaki tabloda yer almaktadir.

Tablo 11
Etik Liderlik Temasina Ait Kategori ve Kodlar
a. Temalar | Kategoriler Kodlar F
o
22T g e G
> ES S Etik degerleri orgiit Etik degerleri yasayarak anlatmak | 10
"X = 5 | Etik kiiltiiriine yerlestiren Etik kurul 2
s =83 R
»n 2 Liderlik
s0 7
3 Kamu faydasi gozeten Sosyal sorumluluk 11

Tablo 11 incelendiginde, etik liderlik temasinda en fazla dile getirilen kategorinin
“Etik degerleri orgiit kiiltlirline yerlestiren” (n=12) ve bu kategori altinda en fazla dile
getirilen kodun ise “Etik degerleri yasayarak anlatmak” (n=10) oldugu goriilmektedir.
Bu tema altinda olusan diger bir kategori ise “Kamu faydasi gdzeten” (n=11)’dir.

Etik liderlik temasini olusturan kategorilere ait kodlar sirasiyla asagidaki alt
basliklarda sunulmustur.

Etik degerleri orgiit kiiltiiriine yerlestiren kategorisine ait bulgular

Calismanin etik liderlik temas1 altinda olusan ilk kategori “Etik degerleri orgiit
kiiltiiriine yerlestiren”dir. Yapilan miilakatlar sonucunda tist diizey yoneticilerin etik
degerlerin orgiit kiiltiiriiniin bir pargas: haline gelmesi ile ilgili farkli goriislerinin
oldugu ortaya ¢ikmistir. Bu kategori altinda “Etik degerleri yasayarak anlatmak” ve
“Etik kurul” kodlarina ulasilmastir.

“Etik degerleri yagayarak anlatmak.” Gorlismelerin sonucunda iist diizey yoneticilerden
10’unun etik degerlerin 6rgiit kiiltiiriiniin bir pargasi haline gelmesi i¢in yasayarak
calisanlara benimsetme yolunu tercih ettikleri ortaya ¢ikmigtir. K, yoneticisi, “Etik
degerleri orgiit kiiltiiviimiiziin bir par¢ast haline getirmede kendilerinin yasayarak
benimsettiklerini”, K, yoneticisi ise “Etik degerlerin orgiit kiiltiiriiniin parcast haline
gelmesinde en onemli hususun etik davranislar ozellikle iist diizey yoneticilerin yasayip
calisanlara ornek olmasiyla benimsettiklerini dile getirmislerdir.
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“Etik kurul.” Yapilan miilakatlar sonucunda etik degerlerin 6rgiit kiiltliriiniin bir pargasi
haline gelmesinde 2 {ist diizey yoneticinin “Etik kurul”a vurgu yaptig1 goriilmiistiir.
K, ve K, yoneticisi “Etik kurula sahip olduklarint ve bu etik kurul araciligiyla etik
degerlerin drgiit kiiltiiriiniin bir par¢ast haline geldigini” dile getirdikleri goriilmektedir.

S6z konusu kodlarin katilimeilara gore dagilimi asagidaki tabloda yer almaktadir.

Tablo 12

Etik Degerleri Orgiit Kiiltiiriine Yerlestiren Kategorisinde Elde Edilen Kodlarin Katiimcilara
Gore Dagilimlar:

Kodlar K, | K, K K| K | K |K|K|K |K,|K, | K, K,]|K,
Etik

deerleri |y 1y v VNN VoA
yasayarak

anlatmak

Etik kurul v V

Tablo 12°de, etik degerleri orgiit kiiltiiriine yerlestiren kategorisinde en fazla dile
getirilen kodun “Etik degerleri yasayarak anlatmak’ oldugu goriilmektedir. Katilimeilarin
10’unun etik degerlerin orgiit kiiltlirlinlin bir pargas1 haline gelmesinde yasayarak
anlatmanin 6nemine degindigi goriilmektedir. Bu kategori altinda sergilenen diger kod
ise “Etik kurul” (n=2)’dur. Katilmcilardan 2’si etik degerlerin orgiitiin kiiltiirliniin bir
parcast haline gelmesi i¢in etik kurul olusturduklarini ve bu kurullardan faydalandiklarim
dile getirmistir.

Kamu faydasi gozeten kategorisine ait bulgular
Calismanin etik liderlik temasi altinda olusan bir diger kategori “Kamu faydasi
gozeten”dir. Bu kategori altinda olusan kod ise “Sosyal sorumluluk™ dur.

“Sosyal sorumluluk.” Yapilan miilakatlarda cogu iist diizey yoneticinin kamuya fayda
saglamak amaci ile bircok sosyal sorumluluk projelerinde yer aldigini dile getirdigi
goriilmektedir. Oregin, K, yoneticisi, “Kullanmadigumiz kiyafetler i¢in kutularimiz var:
Bu kiyafetleri getirip kutulara koyuyor ve bunlart yardima ihtiyaci olanlara veriyoruz.
Yasllar yurdunu dariilacezeyi, cocuk esirgeme kurumunu ziyaret ederiz. Birka¢ ¢ocugu
alp aligveris merkezine gotiiriiriiz. Orada sinemaya gotiiriiv, yedirir, i¢irir ve oyun
oynatir, oyuncaklar aliriz. Cocuk esirgeme kurumuna i¢ ¢camasir: vs. yardiminda
bulunuruz. Sirnak ta bir okulu sectik. Oraya yaklagik 80 koli kitap, defter, kalem, giyecek
malzemesi gonderdik. Bunu sirketimizin onderliginde ¢alisanlarimizin da destegiyle
yaptik. Bu gibi uygulamalarimiz var”, K, yoneticisi, “Yesil restorancilik hareketine
basladik ve bu uygulama tamamen kamu yararinadir”, K, yoneticisi, “Ampute takimi
icin spor salonumuz var, huzurevleri ile ilgili caliymalarimiz var” ifadeleri ile sosyal
sorumluluk projelerine deginmisler ve bu sekilde kamuya fayda sagladiklarini dile
getirmistir.
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Tablo 13

Kamu Faydas: Gozeten Kategorisinde Elde Edilen Kodlarin Katilimcilara Gore Dagilimlar

Kodlar KKK |K | K | K | K | K | K |K, | K, |K,|K,;|K,
Sosyal VIV VA VNN VoA
sorumluluk

Tablo 13 incelendiginde, kamu faydasi gozeten kategorisinde elde edilen kodun
“Sosyal sorumluluk” oldugu goériilmektedir. Ust diizey ydneticilerin 11’inin kamuya
faydali olmak amaciyla birgok sosyal sorumluluk projelerinde yer aldigini dile getirdigi
sonucuna ulagilmistir.

Politik Liderlik Temasina Ait Kategori ve Kodlar

Politik liderlik temasina ait kategorilerimiz “Sosyal sermaye (Ag iligkileri gii¢lii
olan)”dir. Bu kategori altinda elde edilen kod ise “Baglarin giicii”diir. S6z konusu
kodun kag iist diizey yonetici tarafindan dile getirildigini gosteren frekans dagilimi
asagidaki tabloda yer almaktadir.

Tablo 14
Politik Liderlik Temasina Ait Kategori ve Kodlar
Temalar | Kategoriler Kodlar F

Politik

Liderlik Sosyal sermaye (Ag iliskileri giiclii olan) Baglarin giicii | 12

Stratejik Lider
Kimdir? Ozellikleri
Nelerdir?

Tablo 14’de goriildigii gibi, politik liderlik temasinda olusan kategorinin “Sosyal
sermaye” (n=12) ve bu kategori altinda olusan kodun ise “Baglarin giici” (n=12)
oldugu goriilmektedir.

Politik liderlik temasini olusturan kategoriye ait kod asagidaki alt baslikta sunulmustur.

Sosyal sermaye (Ag iliskileri giiclii) kategorisine ait bulgular

Calismanin politik liderlik temasinda olusan kategori “Sosyal sermaye”dir. Ust diizey
yoneticilere dncelikle herhangi bir problemle kargilastiklar1 zaman ¢evrelerinde bu
problemi ¢cozebilecek ¢ok sayida kisi/kurumun mevcut olup olmadigi sorulmustur. Bu
soruya 12 list diizey yoneticinin tamami olumlu yanit vermistir. Bu sorunun ardindan
tist diizey yoneticilere sahip olduklar1 bu kisi ve kurumlarin amaglara ulasma noktasinda
katkilariin neler oldugu sorulmustur. Bu kategori altinda olusan kod ise “Baglarin

glicli” kodudur.
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“Baglarin giicii.” K, yoneticisi, “Baglarumizin gii¢li olmamast gibi bir sansimiz yok.
Ozellikle de havaliman: gibi bir biirokrasi ve devletle i¢ ice olan bir yerde. Muhakkak
baglantilarimizin olmasi gerekiyor. Bir isi halledebilmeniz igin tek basiniza ayakta
durmaniz imkansiz. Bu anlamda devlet ve 6zel sektor kurum ve kuruluslariyla devamii
bir arada iyi ge¢cinmek durumundayiz ve baglantilarimizi her zaman kuvvetli tutmak
zorundayiz” ve K | yoneticisi, “Sahip oldugumuz iliskilerimiz bazen yol gosterir bazen
de amacimiza ulastiryr: Bazen direkt olarak amacimiza ulagtirir bazen de dolayl yoldan
ulagtirtr” sozleri ile sahip olduklari sosyal sermayenin amaglara ulasma noktasindaki
6nemine deginmislerdir.

S6z konusu kodun katilimcilara gére dagilimi agagidaki tabloda yer almaktadir.

Tablo 15

Sosyal Sermaye (Ag Iliskileri Giiglii Olan) Kategorisinde Elde Edilen Kodlarin Katilimcilara
Gore Dagilimlart

Kodlar KIKIK[K K | K |K|K|K | K |K |K,|K,|K
\/

1 2 3 4 S 6 7 8 9 10 11 12 13 14

Baglarin giicii VA NN N AN A N N N

Tablo 15 incelenecek olursa, sosyal sermaye kategorisinde elde edilen kodun
“Baglarin giicli” oldugu goriilmektedir. Miilakatlara gore iist diizey yoneticilerin
12’sinin herhangi bir sorunla karsilastiklarinda bu sorunu ¢6zmek i¢in baglarn giiciinden
faydalandigi1 sonucuna ulagilmigtir. Diger bir ifade ile katilimcilar ¢6ziilmesi gereken
herhangi bir problem oldugunda ya da amaclarina ulasma konusunda iligkilerinin
giicinden faydalanmaktadir.

Sonu¢

Giiniimiiz sert rekabet kosullar1 isletme iist diizey yoneticilerini stratejik bakis
acisl ile hareket etmeye zorlamaktadir. Stirdiiriilebilir rekabet iistiinliigiinii elde etmek
isteyen hatta yagamini devam ettirmek isteyen isletmelerin basarili olmalar isletme
iist diizey yoneticilerinin stratejik liderlik 6zellik ve yetenegine baglidir. Diger bir
ifade ile giiniimiiz isletmelerinin basarili olmasinda liderlerin belirsizliklerle dolu bir
cevrede gerektiginde stratejik degisimleri yapabilecek bir bakis agisina sahip olmalar
hayati 6nem arz etmektedir.

Isletme igin 6nemli unsurlarindan olan stratejik lider, gelecegi dngdrmek suretiyle
sekillendiren, esnek olabilen, diger bireyleri gliglendirerek gerekli oldugunda stratejik
degisimleri yapabilen kisidir. Bu ¢alismada stratejik liderin sahip olmasi gereken
ozellikler isletme iist diizey yoneticileri ile yapilan miilakatlardan hareketle belirlenmeye
calisilmistir. Bu amagla belirlenen stratejik liderlik 6zellikleri i¢in kategoriler altinda
birtakim kodlar olusturulmustur. Dontisiimsel liderlik temasi altinda ulasilan sonuglar
vizyonu paylasan, stratejik yon belirleyen, temel yetenek belirleyen ve temel yetenek
gelistiren olmakla birlikte bu tema altinda en ¢ok dile getirilen kategorinin temel
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yetenek belirleyen oldugu goriilmektedir. Yapilan miilakatlar sonucunda iist diizey
yoneticilerin isletmelerinin temel yeteneklerinin neler olduklar1 konusunda agik goriisler
bildirdikleri goriilmekle birlikte iist diizey yoOneticilerin temel yetenegin ne oldugunu
anlama noktasinda zorlandig1 goriilmiis ve st diizey yoneticilerin ¢oguna temel yetenek
kavrami hakkinda bilgi verilmistir. Kavram anlasildiktan sonra iist diizey yoneticilerden
yedisinin bugiin de gelecek pazarlarinda da rekabetci kalabilmek i¢in sahip olmalari
gereken en 6nemli temel yetenek olarak hiz yetenegini gordiikleri sonucu elde edilmistir.
Ote yandan iist diizey ydneticilerin temel yeteneklerinin kendilerine rekabet edebilme
noktasinda 6nemli Gstiinliikler sagladigini diistindiikleri diger temel yetenekler; insan
kaynaklar1, teknolojiyi 1yi takip edebilme ve degisime uyum saglamadir. Besler (2004)
ise en onemli temel yetenegin teknolojik {istlinliik ardindan da hiz yetenegi oldugu
sonucunu elde etmistir.

Bir diger kategori olan temel yetenek gelistiren kategorisi altinda iist diizey
yoneticilerden 17’sinin goriis bildirdigi sonucu elde edilmistir. Bu {iist diizey
yoneticilerden 17’sinin dis ¢evrede meydana gelen degisimlere uygun yetenekler
gelistirmek i¢in farkli uygulamalardan yararlandig: goriilmektedir. Katilimcilarin
7’si temel yeteneklerini gelistirebilmek i¢in sektor i¢i ve farkli sektorlerde basarilt
olan isletmelerle kendilerini kiyasladiklarini dile getirmislerdir. Kiyaslama ile igletme
list diizey yoneticileri isletmesinin mevcut durumunu gorebilecek ve performansini
artirabilecegi eksik alanlar1 belirleyerek gerekli diizeltmeleri yapabilecektir. Ayrica
iist diizey yoneticilerin kiyaslamadan baska toplantilar diizenlemek ve giindemi takip
etmek yoluyla yeni temel yetenekler gelistirdikleri sonucu elde edilmistir. Besler (2004)
ise st diizey yoneticilerin temel yeteneklerin gelistirilmesi temasi altinda en fazla
kapasite ve yetenekleri rakip isletmelerle karsilagtirmak alt temasini dile getirdikleri
sonucuna ulagmistir. Ayrica yazarin ¢aligmasinda iist diizey yoneticilerin 3’iliniin
kapasite ve yetenekleri farkli endiistrilerdeki isletmelerle karsilagtirma alt temasina
ulastig goriilmektedir.

Doniisiimsel liderlik temasi altinda elde edilen bir diger kategori stratejik
yon belirleyendir. 14 st diizey yoneticiden gelecekteki olasi pazar kosullarini
degerlendirmeleri istendiginde 11 iist diizey yoOneticinin gelecekte pazar kosullarmin
daha rekabet¢i olacagini ve bu nedenle de kendilerine stratejik bir yon belirlediklerini
dile getirdigi sonucu elde edilmistir.

Yapilan miilakatlar sonucunda 4 {ist diizey yoneticinin gelecekte de hayatta kalabilmek
ve amagclarin gergeklestirebilmek icin globallesmeyi stratejik yon olarak belirledikleri
goriilmektedir. Ayrica {ist diizey yoOneticilerin sert rekabet kosullari altinda gelecekte
basarili olabilmek adina kendilerine miisteri memnuniyetini saglamak, 6zgiin tasarimli
iriinler iretmek ve dijitallesmeyi stratejik yon olarak belirledikleri ve bu sekilde de
basarili olmayi planladiklari ortaya ¢ikmistir.
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Déniistimsel liderlik temasi altinda olusan son kategori ise vizyonu paylasandir. 14 {ist
diizey yoneticiden 12’sinin vizyonu paylasma konusuna 6nem verdigi goriilmekle birlikte
iist diizey yoneticilerin vizyonun degisen sartlara gore sorgulanmasi konusunda farkl
bakis agilarina sahip olduklar1 goriilmiistiir. Ust diizey yoneticilerin en fazla toplantilar
yoluyla vizyonu ¢alisanlari ile paylastiklar: goriilmektedir. Bununla birlikte {ist diizey
yoneticilerin vizyonu paylagma noktasinda tanitim kitapg¢iklarindan, egitimlerden ve
telkin etme yontemlerinden faydalandigi goriilmektedir. Besler (2004) sekiz tist diizey
yonetici ile goriistiigii calismada yedisinin vizyon olusturma ve vizyonun paylasilmasin
saglama konusunda yeterli olduklar1 sonucuna ulagmistir. Besler (2004) vizyonu
paylasma noktasinda {ist diizey yoneticilerin en fazla ¢alisanlarin katkilarini alma
yolunu tercih ettigi sonucuna ulagsmistir. Bununla birlikte yazar vizyonun paylagilmasi
noktasinda sekiz {ist diizey yoOneticiden ii¢iliniin diizenli toplantilardan faydalandigi
sonucuna ulagmistir.

Arastirmada yonetsel liderlik temasinda elde edilen kategoriler; davranig kaliplar
ve standart prosediir belirleyen ile kriz yonetme becerisine sahip olma olmakla birlikte
bu tema altinda en fazla dile getirilen kategori kriz yonetme becerisine sahip olmadir.
Yapilan miilakatlarda iist diizey yoneticilerimize isletmenizin basarili olmasi gereken
davranig ve standartlar1 ¢alisanlara benimsetme noktasinda nasil bir yol izledikleri
soruldugunda iist diizey yoneticilerden en fazla alinan cevap egitimlerle davranis ve
standartlar1 ¢alisanlara anlatma ve bu sekilde de benimsetmeye ¢aligmak olmustur.
Bununla birlikte davranig kaliplar1 ve standart prosediirleri ¢alisanlara benimsetme
noktasinda iist diizey yoneticiler 6rnek davranislar sergilemek ve siirekli bilgilendirme
ve agik iletisimden faydalandiklarini ifade etmiglerdir.

Yonetsel liderlik temas1 altinda elde edilen bir diger kategori kriz yonetme becerisine
sahip olandir. Ust diizey yoneticilere sorulan beklenmeyen bir durumda kriz yonetim
seklinizi degerlendirir misiniz sorusuna list diizey yoneticilerin en fazla verdigi
cevap ortak akil olusturmak olmustur. Beklenmeyen bir durum karsisinda iist diizey
yoneticilerin ortaya ¢ikan bu beklenmedik duruma karsi farkli bakis agilarina sahip
farkli sektorlerden insanlarla bir araya gelerek krizi degerlendirdikleri ve bir sonuca
ulagtirmaya calistiklar sonucuna varilmaktadir. Ayrica {ist diizey yoneticilerin kriz
durumlart ile sakin kalmak yolu ile de baga ¢ikmaya ¢alistiklart sonucu elde edilmistir.

Orgiitiin amag ve varligini tehdit eden bir unsur olan kriz durumlarmin iist diizey
yoneticiler tarafindan yonetilmesi 6rgiitiin kriz durumunu en az kayipla atlatabilmesi i¢in
gerekli &nlemlerin alinmasini saglayacaktir. Ust diizey yoneticilerin kriz durumlarma
kars1 hazirlikli olmasi ve bir kriz aninda nasil davranmasi gerektigini bilmesi orgiitleri
icin hayati 6nem arz etmektedir.

Aragtirmada etik liderlik temasinda elde edilen kategoriler; etik degerleri orgiit
kiiltiiriine yerlestiren ile kamu faydasi gozetendir. Bu tema altinda en ¢ok dile getirilen
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kategori ise etik degerleri orgiit kiiltiiriine yerlestirendir. Ust diizey yoneticilere etik
degerlerin orgiit kiiltiiriiniin bir parcasi haline gelmesi i¢in ne tiir yontemler izledikleri
soruldugunda iist diizey yoneticilerin gogunlugunun etik degerleri yagayarak anlattigi,
iki yoneticinin ise ¢alisanlarina etik degerleri etik kuruldan faydalanarak benimsetmeye
calistiklar1 sonucu elde edilmis olup iist diizey yoneticilerin, etik degerleri orgiit
kiiltiiriine yerlestirme noktasinda kisitli yontemler izlediklerini sdylemek miimkiindiir.

Etik liderlik temas1 altinda elde edilen bir diger kategori ise kamu faydas1 gozetendir.
Bu kategori altinda olusturulan kod ise sosyal sorumluluktur. Ust diizey yoneticilerin
¢ogunlugu kamuya fayda saglamak iizere yesil restorancilik, yesil yol projeleri gibi
sosyal sorumluluk faaliyetlerinde bulunduklarini dile getirmiglerdir. Ayrica {ist diizey
yoneticilerin kamuya fayda saglamak amaciyla 6grencilerin gelisimine destek olduklart,
vergi 0dedikleri, yerli iiretimi destekledikleri, ihracat yaptiklar1 ve mevzuata uyum
sagladiklar1 sonucuna ulasilmistir.

Arastirmanin son temasi olan politik liderlik temasinda elde edilen kategori sosyal
sermaye ve bu kategori altinda olusan kod ise baglarin giiciidiir. Ust diizey y&neticilere
sorulan herhangi bir problemle karsilastiklarinda bu problemi ¢6ziime kavusturabilecek
¢ok sayida kigi/kurum var midir sorusuna iist diizey yoneticilerin on ikisinin olumlu yanit
verdigi goriilmektedir. Bununla birlikte iist diizey yoneticiler niifuzlu kisilerle iyi iliskiler
gelistirmenin ve sosyal ag igerisinde gii¢lii baglara sahip olmanin 6nemine deginmislerdir.
Dolayisiyla giinimiizde isletme {ist diizey yoneticilerinin basarili olmasinin, sosyal
sermayesini gelistirmesine ve bu iliskileri orgiit amaclarina ulastirabilecek sekilde
yonetebilmesine bagli oldugu sonucuna ulasabilmekteyiz.

Her ne kadar stratejik liderlik 6zellikleri doniistimsel, yonetsel, etik ve politik temalar1
altinda ayri ayri ele alinabilse de i¢inde bulundugumuz yiizy1l i¢erisinde stratejik liderlerin
bu 6zelliklerin her birini tagimasi liderlerin daha da etkili olmalarini saglayacaktir.

Ust diizey yoneticiler s6z konusu bu stratejik liderlik 6zellikleri dogrultusunda davranis
gbsterirlerse sert rekabet kosullari altinda basarili olma sanslar1 daha da artacaktir. Ust
diizey yoneticiler bu 6zellikler dogrultusunda hareket ederlerse rakiplerinden bir adim
daha 6nde olacak, daha kaliteli tiriinler tireterek miisteri memnuniyetini saglayacak
ve degisimi yonetebileceklerdir. Bununla birlikte stratejik liderlik 6zelliklerine sahip
olan liderler, sert rekabet kosullar1 altinda meydana gelebilecek olasi tehditlere karsi
tedbirli olurken ortaya ¢ikabilecek olan firsatlardan da yararlanmay1 bileceklerdir.

Bu calismada ISO 500’e giren isletmelerin iist diizey ydneticilerinin stratejik
liderlik 6zelliklerine iliskin goriisleri incelenmistir. Yapilan miilakatlar sonucunda
tist diizey yoneticilerin ilgili stratejik liderlik 6zelliklerine sahip olmasinin {ist diizey
yoneticilerin basari algilarini artirdig1 sonucuna ulagilmigtir. Her bir 6zellik liderlerin
icinde bulunduklari sartlari anlayip, gerekli gordiigii durumlarda stratejik degisimleri
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yapabilmeleri ve degisen ¢evre sartlarina uygun yetenekler belirlemeleri agisindan
Onem arz etmektedir. Literatiirde de 6zellikle doniistimcii 6zelliklere sahip liderlerin
etkililigi ile basarisi arasinda olumlu yonde iligkinin varligina kanit saglayan bir¢ok
arastirma bulunmaktadir (Ornegin, Lowe vd., 1996; Spinelli, 2006).

Gelecekte yapilacak aragtirmalarin nicel veya karma nitelikli olmasi, aragtirma
evreninin bununla iliskili olarak da 6rneklemin farklilastirilmasi, elde edilecek olan
sonuglarmn farklilasip farklilagsmadigini gérmek dolayisiyla da genelleme yapabilme
acisindan katki saglayabilir. Bu arastirmada evren ISO 500’e kayitl olan isletmeler
iken, yapilacak ¢aligmalarda farkli orgiitler dikkate alinabilir. Ayrica bu aragtirmada iist
diizey yoneticilerin stratejik liderlik 6zellikleri, list diizey yoneticilerin bakis agisina
gore degerlendirilmistir. Yapilacak caligmalarda stratejik liderlik 6zelliklerinin {ist
diizey yoneticilerin kendileri tarafindan degil de ¢alisanlar tarafindan degerlendirilmesi
farkli sonuglarin ortaya ¢ikmasina sebep olabilir. Gelecekte yapilacak olan caligmalara
diger bir 6neri ise hem {ist diizey yoneticilerin hem de calisanlarin stratejik liderin
Ozelliklerine iliskin algilarinin karsilastirilmasi seklinde olabilir.

Bu c¢alismanin arastirmaya konu olan isletmelerin sadece imalat isletmelerini
kapsamasi, arastirmaya katilan {ist diizey yoneticilerin stratejik liderlik hakkindaki
gorlis ve degerlendirmelerinin, elde edilen verilerin goriisme kilavuzunda yer alan
sorularla smirli olmas1 ve goriisiilen kisilerin verdigi bilgiler ile sinirli olmasi, bu
kisilerin diiriist ve objektif bir sekilde goriislerini yansitmama olasilig1 gibi birtakim
kisitlar1 bulunmaktadir.
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Yapilan galismada, hemsire adaylarinin yaslh bakim hemsireligi ve diger hemsirelik alanlarina yonelik tutumlar
arastirilmistir. Arastirmanin amacina uygun olarak, ilgili literatir taranarak hemsire adaylarinin ilgili alanlara yonelik
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Calismanin basinda, hemsirelik fakiltesi 6grencilerinin 6zellikle yash bakim hemsireligine yonelik tutumlarinin olumsuz
oldugu hipotezi ile yola ¢ikilmigtir. Analiz sonucunda, kariyer tercihi olarak yasli bakim hemsireliginin dezavantajli oldugu
is degerleri 6nem derecesine gore siralanmistir. Anketler matematiksel bir metot olan Analitik Hiyerarsi Prosesi (AHP) ile
degerlendirilmistir. Calisma kapsaminda AHP yontemi kullanilarak hemsire adaylarinin yasli bakim hemsireligi kariyeri ile
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Abstract

In the study, the attitudes of the candidate nurses towards elderly care nursing and other nursing fields
were investigated. In accordance with the purpose of the research, the relevant literature was scanned and
a number of job values (criteria), which are thought to affect positively or negatively the attitudes of the
nurse candidates towards the relevant fields, were determined and these criteria were transformed into
a hierarchical structure suitable for the analysis. The universe of the research consists of nursing students
studying at public universities in Istanbul, and the sample consists of nursing students from third and fourth
classes studying at the nursing department of a public university.

At the beginning of the study, it was set out with the hypothesis that nursing faculty students’ attitudes
towards elderly care nursing were negative. As a result of the analysis, the job values that the elderly care
nursing is disadvantageous as a career choice are listed according to their importance level. The surveys
were evaluated with a mathematical method Analytical Hierarchy Process (AHP). In terms of the study, the
qualitative judgments of the nursing candidates regarding the elderly care nursing career were transformed
into quantitative form by using AHP method. The research has revealed that the nursing students mostly
preferred the Operating Room Nursing field and the Elderly Care Nursing field is in the middle ranks. It was
found that there is no significant difference between the values of nursing students who prefer Elderly Care
Nursing and those who do not prefer it. Finally, establishing good relationships with the people with whom
they work and having job guarantee are determined as the most important work values for nursing students.

Keywords
Elderly Care Nursing, Values, Career, Nursing, Analytical Hierarcial Pprocess

Extended Summary

Research Problem
In this study, the career choices of the candidate nurses towards elderly care nursing
and other nursing fields were investigated.

Background

It is observed that nurses working with elderly individuals in our country play an
active role in home care hospitals and nursing homes. As the Turkstat projection by
the Ministry Health, of Turkey for the elderly population, which will improve the
Healthy Aging Action Plan and Implementation Program (2015-2020), is developed,
it is thought to play a key role in meeting the goals of the nurses in this direction.
Therefore, nursing education curricula should also include elderly care nursing. In
this regard, universities have taken some necessary steps. However, it is known that
there is no certificate program approved by the Ministry of Health yet (Kitis, 2014).

Methodology

The universe of the research consists of nursing students studying at public universities
in Istanbul, and the sample consists of nursing students from third and fourth classes
studying at the nursing department of a public university. In the study, a questionnaire
was used as quantitative research technique. As a data collection tool, a scale was
prepared by taking and adapting certain dimensions related to the subject from the
24-dimensional Working Values Scale developed by Yiicel and Karatas (2009). Some of
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the dimensions included in the original of this scale were job guarantee, recognition and
appreciation, competition, promotion-morality, moral-affective values, independence
and autonomy, influence, solidarity and physical activity. Because some dimensions
do not reflect the purpose of the study, two experts’ opinions, one from the health
sciences, were taken in order to prepare a research form with fewer questions. The
surveys were evaluated with the Analytical Hierarchy Process (AHP), which is one
of the multi-criteria decision making techniques, and the qualitative judgments of the
nursing candidates for nursing fields were transformed into quantitative forms. This
process takes place as a result of entering the binary comparison survey responses in
accordance with the 1-9 scale of Saaty into the analysis format template prepared in
Excel. The respondents reflect the subjective significance rate of the two criteria with
their response to the survey.

Results and Conclusions

The research has revealed that the nursing students mostly preferred the Operating
Room Nursing field and the Elderly Care Nursing field is in the middle ranks. It was
found that there is no significant difference between the values of nursing students who
prefer Elderly Care Nursing and those do not prefer it. Establishing good relationships
with the people with whom they work and having job guarantee are determined as the
most important work values for nursing students.

Generation Y gives more value to money than other generations (Keles, 2011: 137;
Akdemir and Konakay, 2014). Individuals in Generation Y attach great importance to
having fun in their working life, establishing good relations with their colleagues and
they want to do things that will satisfy themselves personally (Kaye, 2012; Sendemir
et al., 2016). The fact that the field of elderly care nursing is among the top 15 and
last 15 preferences of the students suggests that the students can be unsure about
the choice. It is understood that individuals who do not prefer Elderly Care Nursing
give more importance to constantly improving themselves, finding opportunities for
improvement and gaining status. This suggests that in today’s career choices, weight
has started to shift not to factors such as wages and working conditions, but to a job,
status and opportunity for development. It is very important to raise the awareness
of nursing students to the field of elderly care nursing, which will be needed more
in the future, in order to train qualified professionals. It is thought that the relevant
professional organizations will carry out advanced research on what they need to
do in order to improve themselves, and that it will contribute greatly to meeting the
requirements that will arise.

In the curriculum of the undergraduate curriculum, application areas should be created
where students can get together with the elderly more, improve their knowledge and
skills related to elderly care and perform all aspects of elderly care. It is stated that
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negative attitudes towards elderly individuals are the same all over the world, however
education is the most effective and best way to develop these attitudes in a positive
way (Lowell, 2006). Nursing education institutions and education curricula play an
important role in developing student nurses’ positive attitude towards old age and
elderly people (Williams et al., 2007). It is stated that positive attitudes of the nursing
students who are the future care professionals towards the elderly, will be effective in
increasing the quality of the care provided (Senol Celik et al., 2010).

In addition, it will be beneficial for students to participate in scientific sessions
and various activities related to elderly health in order to increase the awareness of
old age and to empathically approach the elderly. It is thought that it will contribute
significantly to the field in terms of further studies in different faculties and with larger
sample groups and a greater generalizability of the results.
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Hemsire Adaylarinin Kariyer Planlarinda Yash Bakim Hemsireligi ve Diger
Hemsirelik Alanlarina Yonelik Tercihlerinin Calisma Degerleri Baglaminda
Incelenmesine Yonelik Bir Arastirma

Diinya Saglk Orgiitii tarafindan yaslilik sinir1 <*65 yas ve {izeri” olarak kabul
edilmektedir (WHO, 2015). Tiirkiye Istatistik Kurumu (TUIK) verilerine gére (2019),
2018 yilinda %8.8 olan 65 yas ve {lizeri niifusun toplam niifus i¢indeki payinin 2023
yilinda %10,2’ye, 2060 yilinda ise %22,6’ya ulasacag1 tahmin edilmektedir. Bu sayisal
veri, lilkemiz niifusunun giderek yaslandigini goéstermektedir. Yagl niifusun demografik
ozelliklerinin degismesiyle birlikte, yash bireylerle iligkili sosyal, ekonomik, kiiltiirel
ve politik problemler de artmaktadir. Bu nedenle, giderek yaslanan diinyada yash
bireylerin bakimi son derece dnemli bir konu olarak gdriilmektedir (World Health
Organization, 2011). Dolayistyla yasli bireylerin yagsam kalitelerini arttirmaya yonelik
birtakim 6nlemler alinarak bu bireylerin iyi bir bakim hizmeti almalari saglanmalidir.
Bu baglamda, toplumlar kendi demografik yapilarina ve saglik gereksinimlerine uygun
hizmeti sunabilecek saglik insan giiclinii yetistirmek durumundadir.

Hemsirelik egitim programlarinda toplumun degisen saglik sorunlarina gore
diizenlemeler yapilmakta ve yaslanan niifusun gereksinimlerinin en iyi sekilde
karsilanmasina yonelik degisimler yapilmaktadir (Akdemir ve Akyar, 2009). Bu
yaklagimla birlikte geriatri hemsireligi olarak isimlendirilen yagli bakim hemsireliginin
cazip hale getirilmesinin toplum gereksinimlerinin karsilanmasi agisindan 6nem tasidigi
diistiniilmektedir.

Kavramsal Cerceve

Tutumlar ve Calisma Degerleri

Tutum, davranis bilimlerinin anahtar kavramlarindan biri olarak ortaya ¢ikmaktadir.
Tutum kavrami genel olarak bireyin ¢evresindeki herhangi bir olgu ve nesneye karsi
icinde barindirdigi tepki egilimi olarak tanimlanmaktadir. Degerler tutumlarin,
bireylerin hayata bakis agilarinin belirlenmesinde 6nemli bir yere sahiptir. Bu yiizden
bireylere ait degerleri anlamak, onlarin tutum ve davraniglarini anlayabilmek ve
tahmin edebilmek adina gereklidir. Degerler, kisinin nasil davranmasi ya da nasil
davranmamas1 gerektigini belirlemektedir. Ilgili literatiire bakildig1 zaman ¢alisma
degerlerinin bir¢ok arastirmaci tarafindan yagam degerlerinin bir pargasi seklinde
konumlandirildig: goriilmektedir. Calisma degerleri yazinda farkli perspektiflerin
varligryla birlikte farkli boyutlarla ele alinmistir (Ozveren ve Torun, 2014). Miller
(1974) calisma degerlerini i¢sel ve digsal olmak iizere iki boyutta incelemis ve bu
boyutlar1 kullanarak bir 6l¢ek gelistirmistir. Yazinda da ¢alisma degerlerini ele
alan arastirmacilar daha ¢ok bu iki boyut iizerinde durmuslardir. Igsel degerler
yaraticilik, entelektiiel egilim ve yonetim gibi kavramlar1 kapsarken; digsal degerler
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ekonomik 6zgiirliik, diger ¢alisanlarla iligkiler, is glivencesi gibi kavramlari igerisine
almaktadir. Daha sonra bazi arastirmacilar, igsel ve dissal siniflandirmasini agarak
calisma degerleri kavramini daha fazla boyutla birlikte ele almiglardir. Hofstede
(1980) calisma degerlerini kendine ait kiiltiir perspektifiyle deginirken, Pryor (1979)
birkac faktor ile birlikte bir calisma degerleri 6l¢egi olusturmustur. Bu faktorler
yaraticilik, maas, calisma arkadaslari, yardim etme, fiziksel aktivite, bagimsizlik
(otonomi), prestij ve giivenlik seklinde siralanmistir. Tevriiz ve Turgut (2004)’un
yapmis olduklar1 ¢aligmada farkli calisma degerlerini iceren on iki faktor belirlenmis
ve bu faktorlerin {li¢ ayr1 kiilmede toplandigi tespit edilmistir. Bu {i¢ kiime ‘¢alismanin
islevleri’ olarak tanimlanmig ve ¢aligmanin bireyselci, normatif ve diinyevi islevleri
olarak ayrismistir. Calisma amaclar1 adiyla gelistirilmis olan bu testin orijinalinde
12 faktore dagilan 69 madde vardir. Hofstede (1983) motivasyon teorilerinin daha
agirlikli bir bigimde, bireysellik-kolektivizm, disi-erkek kiiltiir ve belirsizlikten
kacinma boyutlar ile agiklanabilecegini 6ne siirmiistiir. Belirsizlikten kaginmanin
yliksek oldugu toplumlarda giivenlik ihtiyaci agir basmaktadir (Hofstede ve Bond,
1984). Tiirk kiiltiirii i¢inde yetismis bir birey i¢in giivenlik 6nemli bir motivasyon
kaynagidir (Demir ve Okan, 2009). Dolayistyla, Tiirk kiiltliriinde yetisen bir birey
i¢in siirlarin daha net oldugu, belirsizligin hiikiim siirmedigi bir iste ¢aligmanin
onemli bir calisma degeri olabilecegini sdylemek miimkiindiir (Ozveren ve Torun,
2014). Bireyin sahip oldugu ¢alisma degerleri bulundugu toplumun degerlerinden
ayri diisliniilemez.

Yash Bakim Hemsireligi

Yasli bakim hemsgireligi; saglikli ve hasta olan yasl bireylerin bakimi, sagliklarinin
siirdiiriilmesi ve gelistirilmesi, hastalik ve sakatliklardan korunmasi, hastalik
halinde rehabilitasyonu ya da huzurlu bir 6liimiin saglanmasini iceren uygulamalari
kapsamaktadir (Erdemir, 2014). Diinya tlkeleri arasinda yaglanma oraninin hizlt
olmasi, basta Avrupa lilkeleri ve Amerika Birlesik Devletleri olmak iizere bir ¢ok
iilkede bu dogrultuda politikalarin gelistirilmesine yol agmustir. Gelistirilen politikalar,
egitim programlarinda yasli bakim egitimine dnem verilmesini, ¢esitli toplantilar ve
kongrelerle birlikte yash bakim hemsireliginin gelismesini ve meslekler arasindaki
oneminin artmasini saglamistir. Hollanda ve Ingiltere’de temel hemsirelik egitimi
tizerine yash bakim hemsireligi egitim programlari bulunmaktadir. Almanya’da yaslt
bakim hemsireligi, 6zel dal hemsireligi alanlar1 arasinda yer almaktadir (Akdemir ve
Akyar, 2009).

Ulkemizde yash birey ile ¢alisan hemsirelerin agirlikli olarak evde bakim, hastane,
bakimevleri ve huzur evlerinde aktif bigimde rol aldig1 goriilmektedir. Saglik Bakanlig
tarafindan TUIK projeksiyonlarina gére, artacak olan yaslh niifusuna yonelik Tiirkiye
Saglikli Yaglanma Eylem Plani ve Uygulama Programini (2015-2020) gelistirmis olup
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bu dogrultudaki hedeflerin gergeklestirilmesinde hemsirelerin kilit rol oynayacagi
diisliniilmektedir. Dolayisiyla, hemsirelik egitim miifredatlarinda yasli bakim
hemsireligine de yer verilmesi gerekmektedir. Yasli bakimina yonelik 6n lisans, lisans
ve lisansiistii egitim programlarinda artis oldugu goriilmektedir. Bu nedenle lisans
diizeyinde hemsirelik egitim miifredatlarinda dahiliye veya halk sagligi hemsireligi
dersleri igerisinde konu olarak yer almaktadir. Buna ek olarak, lisans diizeyinde se¢gmeli
ders olarak da verilmeye baslanmistir. Lisansiistii programlarda ise yasl bakim/
geriatri hemsireligine yonelik dersler verilmektedir. Egitim miifredatlarinin disinda
son yillarda yash bakimina verilen énemin artmasiyla birlikte, yagh bakim alaninda
cesitli kurslar diizenlenmektedir. Ancak, heniiz Saglik Bakanlig1 tarafindan onaylanan
bir sertifika programi bulunmadig: da bilinmektedir (Kitis, 2014). Belirtilen bu egitim
programlarmin yeterliligi ve saglik alanindaki yansimalarinin ayrica tartisilacak bir
konu oldugu diisiiniilmektedir.

Saglik hizmeti veren kurumlarin yasl sagligin1 koruma ve gelistirmesi igin, saglik
caligsanlariin yaslilara karsi tutumlar1 ve inanglarinin belirlenmesinin énemli oldugu
belirtilmektedir. Bununla birlikte saglik bakim hizmeti veren kurumlar ve saglik
calisanlar1 tarafindan yasllar; “yatak isgal eden, uzun siire hastanede yatis1 gereken,
hastanenin etkinligini azaltan” ve “tedavi edilemedikleri i¢in de saglik sisteminde
basarisizlik olarak nitelendirilen” bir grup olarak kabul edilmektedir. Saglik ¢aliganlarina
gore, bu donemde goriilen hastaliklar yasa bagli hastaliklar olarak degerlendirilmekte,
bunun i¢in de yasl bakimi ile ilgilenmek onlar i¢in “diislik statiilii”” bir is olarak
goriilmektedir. Bu nedenlerden 6tiirii, yaslt bakiminin hemsireler tarafindan istenilen
bir ¢aligma alani olarak goriilmedigi ve bu alanda caligmaya istekli hemsgirelerin
bulunmadig: belirtilmektedir (Kulak¢i, 2010). Literatiirde hemsirelik meslegine
adim atacak hemsirelik dgrencileri tizerinde bu konuya yonelik yapilmis ¢aligmalar
bulunmaktadir. Bazi ¢calismalarda 6grencilerin yaslilara karsi pozitif tutumlarmin
oldugu belirtilirken (Hweidi ve Al-Obeisat, 2006; Lambrinou ve ark. 2009; Wang ve
ark., 2009; Ayaz Alkaya ve Birimoglu Okuyan, 2017), baz1 ¢alismalarda ise 6grenci
hemgirelerin yaslilara kars1 olumsuz tutumlar sergiledikleri ve bu olumsuz tutumlarin
yaslilar pasif, sikici, depresif ve inat¢1 bireyler olarak algilamalarindan kaynaklandigi
vurgulanmaktadir (Aud ve ark., 2006; Happell ve Broker, 2001). Bununla beraber
yasliligin negatif imajimin genglerin 6lim korkusu, gencligin fiziksel giizelligi ve
¢ekiciligi, yaglilikta iiretkenligin azalmasi, yaslilikta iyilik halinin ve sagligin bozulmasi
gibi diisiinceleri nedeniyle olustugu bildirilmektedir (Adibelli ve ark. 2013). Yapilan
bazi ¢aligmalarda ise hemsirelik 6grencilerinin yash bakim hemsireligini popiiler
olmayan bir meslek alani olarak gordiikleri de ortaya koyulmustur (Courtney ve ark.,
2000; McLafferty ve Morrison, 2004).

Yaslt bireylere yonelik olumsuz tutumlarin diinyanin her tarafinda ayn1 oldugu,
bununla birlikte bu tutumlarin olumlu yonde gelistirilmesinde egitimin en etkili ve
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iyi bir yol oldugu belirtilmektedir (Lowell, 2006). Hemsirelik egitimi veren kurumlar
ve egitim miifredatlar1 6grenci hemsirelerin yagliliga ve yaslilara kars1 pozitif tutum
gelistirmelerinde onemli rol oynamaktadir (Williams ve ark., 2007). Gelecegin bakim
profesyonelleri olan hemsirelik 6grencilerinin yasliliga ve yaglilara karsi tutumlarinin
olumlu olmasinin, verilen bakimin kalitesini artirmada etkili olacag: belirtilmektedir
(Senol Celik ve ark., 2010).

Arastirmanin Amaci

Arastirma, hemsire adaylarinin yaglh bakim hemsireligine yonelik tutumlarini ve bu
tutumlara etki eden faktorlerin belirlenmek amaciyla yapilmistir. Yapilan bu arastirmada
asagidaki aragtirma sorularina yanit aranmistir:

* Hemsire adaylar1 yasli bakim hemsireligine yonelik tercihlerini nasil
onceliklendirmektedirler?

* Hemsire adaylarinin is degerleri yash bakim hemsireligine yonelik tutumlarim
etkilemekte midir?

Gere¢ ve Yontem

Calisma kapsaminda anket uygulanmstir. Anketler yoneylem arastirmasi konularindan
biri olan ¢ok kriterli karar verme tekniklerinden Analitik Hiyerarsi Prosesi (AHP) ile
degerlendirilmis olup, hemsire adaylarinin hemsirelik alanlarina yonelik kalitatif
yargilari kantitatif sekle doniistliriilmiistiir. Bu slire¢ Saaty’nin 1-9 skalasina uygun ikili
kargilastirma anketi yanitlarinin Excel’de hazirlanan analiz formati sablonuna girilmesi
sonucu gergeklesmektedir. Anketi dolduran kigiler iki kritere ait subjektif 6nem oranini
ankete verdikleri yanit ile yansitmaktadir. Hemsire adaylarinin deger yargilari ile ilgili
yapilan analizlerde dncelikle hemsire adaylarinin asagida belirtilen ¢aligma degerleri
6lcegini cevaplamasi saglanmis, sonrasinda AHP analizi uygulanmistir. Ayni soru
formunda adaylarin bu 6lgekte yer alan ifadeleri karsilastirilmistir. Adaylara ¢alisma
degerlerinden hangisini tercih ettiklerini net bir sekilde ortaya koymalarini saglayacak
sekilde ilgili AHP 1-9 6l¢egi kullanilmis olup, adaylarin cevaplari neticesinde gerekli
ikili karsilastirmalar yapilmistir.

Arastirma Orneklemi

Kolayda 6rneklem yontemiyle ulagilabilen, bir kamu {iniversitesinin {igiincii ve
dordiincii siniflarinda 6grenim goren ve ¢aligmaya katilmayi kabul eden 107 hemsirelik
ogrencisi arastirmanin 6rneklemini olusturmaktadir. Ogrencilerin yaslar1 20-24 yas
araliginda degismektedir. Bu yilizden 6rneklem grubunun Y kusagina ait olmas1 verilerin
analizi ve tartismasi agisindan dnem arz etmektedir.
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Veri Toplama Araci

Calismada nicel arastirma teknigi olarak anket kullanilmigtir. Veri toplama araci
olarak, Yiicel ve Karatag (2009) tarafindan gelistirilen 24 boyutluk Caligma Degerleri
Olgeginden konu ile ilgili belli bir takim boyutlar almip adapte edilerek bir 6lgek
hazirlanmistir. Bu 6l¢egin orijinalinde yer alan boyutlar bazilari; is garantisi, taninma
ve takdir edilme, rekabet, yiikselme-ilerleme, ahlaki-duyussal degerler, bagimsizlik
ve otonomi, etkili olma, yardimlasma ve bedensel aktivitedir. Boyutlarin fazlalig1 ve
bazi boyutlarin ¢aligmanin amacini yansitmamasi nedeniyle, daha az sayida soru ile
bir aragtirma formu hazirlayabilmek amaciyla biri saglik bilimlerinden olmak {izere
iki uzman goriisii alinmistir. Ozveren ve Torun (2014) tarafindan yapilan ¢alismada
ilgili 6l¢egin hali hazirdaki ¢aligmanin amacina hizmet edecek boyutlar1 sectiginden,
bu ¢aligmada uygulanan faktor analizi esas alinmig ve ¢alisma degerlerini yordayan
ifadeler bes ana faktor altinda incelenmistir. Bu faktorler,

Ahlaki-Duyussal Doyuma Ait Degerler
Kisisel ve Mesleki Geligime Ait Degerler
Caligma Arkadaslari Ile ilgili Degerler
Maddi Degerler (Is Garantisi, Para vb.)

Calisma Kosullar Tle Tlgili Degerler

Bulgular

Yapilan ¢calismanin baginda hemsire adaylariin yaslh bakim hemsireligine yonelik
tutumlariin olumsuz oldugu hipotezi ile yola ¢ikilmistir. Arastirmanin sonucunda,
ogrencilerin en ¢ok tercih ettikleri hemsirelik alaninin Ameliyathane Hemsireligi oldugu
saptanmistir. Ameliyathane Hemsireligini 6grencilerin ilk on bes tercih listesinde olacak
sekilde sirasiyla Egitim Hemsireligi, Hematoloji Hemsireligi, Cerrahi Hastaliklar
Hemsireligi ve Kalite hemsireligi takip etmektedir. Ilgili sonuglara ait detayl tablo
asagida gosterilmistir. {1k sirada yer alan “ameliyathane hemsireligi” ncelik degeri
0,2085dir. Bunun anlami toplami 1 (%100) olan degerler i¢in bu alternatifin aldig

=9

oran %20,85 oldugudur. “Egitim hemsireligi” ise %9,06 tercih dnceligine sahiptir.

209



ISTANBUL MANAGEMENT JOURNAL

Tablo 1

Hemgire Adaylarimmn Ilk 15 Tercih Igerisinde Yer Verdikleri Hemsirelik Alanlart

Ameliyathane Hemsireligi

Egitim Hemsireligi

Hematoloji Hemsireligi

Cerrahi Hastaliklan Hemsireligi
Kalite Hemsireligi

Acil Bakim Hemgsireligi

Aile Saghgi Hemgireligi

Yenidogan Yogun Bakim Hemgireligi
Dogum ve Kadin Hastaliklan Hemsireligi
Psikiyatri Hemsireligi

Noroloji Hemsireligi

Danigman Hemsirelik

Yash Bakim Hemsireligi

Diyabet Hemsireligi

Evde Bakim Hemsireligi

01 0,15 02 0,25

Tablo 1°de goriildiigii tizere, Yasl Bakim Hemsireligi frekans degerleri kiyaslamalar:
Ozelinde hemsire adaylarinin ilk 15 listesine 13. sirada girmistir. Yasl bakim
hemsireliginin ilk 15 igerisine girmesi yasli bakim hemsireligine yonelik tutumlarin

¢ok da olumsuz olmadigini gostermektedir. Bu sonug, arastirmanin basinda yola ¢ikilan

“Ogrencilerin yasli bakim hemsgireligine yonelik tutumlart olumsuzdur” hipotezinin

dogrulanmadigimi gostermektedir. Ogrencilerin son 15 siralamasinda yer verdikleri

hemsirelik alanlarin frekans degerleri kiyaslama agisindan olduk¢a 6nemli olup,

Tablo 2°de belirtilmistir..
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Tablo 2

Hemgire Adaylarimin Son 15 Tercih Icerisinde Yer Verdikleri Hemsgirelik Alanlar

Cocuk Saghgi ve Hastaliklan Hemsireligi
Yenidogan Yogun Bakim Hemsireligi
Tiip Bebek Hemgsireligi

Uroloji Hemsireligi

Adli Hemgirelik
Yara-Ostomi-inkontinans Hemsireligi
Nefroloji Hemsireligi

Acil Bakim Hemsireligi
Gastroenteroloji Hemsireligi

isyeri Hemsireligi

Yash Bakim Hemsireligi

Evde Bakim Hemsireligi

Diyaliz Hemsireligi

Enfeksiyon Kontrol Hemsireligi

Aile Saghg Hemsireligi

I 0,134

m—— 0,0763
— 0,0701

I 0,0639
— 0,0623
—— 0,053
I 0,0498
I 0,0483
N 0,0436
I 0,0405
I 0,0389
I 0,0327
I 0,0327
I 0,0296

I 0,028

0 0,02 0,04 0,06 0,08

0,1 012 0,14

son 15 tercih igerisinde en fazla dahil ettikleri hemsirelik alan1 olup, bu alan1 Yenidogan
Yogun Bakim Hemsireligi, Tiip Bebek Hemsireligi, Uroloji Hemsireligi ve Adli

Hemsirelik takip etmektedir. Yasli Bakim hemsireligi de 6grencilerin son 15 tercih
listesine girmistir. Yaslhh Bakim Hemsireliginin 6grencilerin hem ilk 15, hem de son
15 tercih siralamasinda yer almasi oldukea ilging bulunmustur. Sonuglar1 daha net

ve dogru bir sekilde degerlendirebilmek agisindan hemsire adaylarinin hemsirelik
alanlarina yonelik tercihlerinin frekans tablosu asagida belirtilmigtir.
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Tablo 3

Hemgire Adaylarimin Kariyer Tercihleri Genel Frekans Tablosu

Ameliyathane Hemsireligi
Egitim Hemsireligi

Hematoloji Hemsireligi
Cerrahi Hastaliklari Hemsireligi
Kalite Hemsireligi

Psikiyatri Hemsireligi

Diyabet Hemsireligi

Danisman Hemsirelik

No6roloji Hemsireligi
Kardiyoloji Hemsireligi

Dogum ve Kadin Hastaliklari Hemsireligi
Aile Saglig Hemsireligi

Servis Hemsireligi
Rehabilitasyon Hemsireligi
Anestezi Hemgireligi

Yogun Bakim Hemsireligi

Yasli Bakim Hemsireligi
Poliklinik Hemgireligi

Acil Bakim Hemsireligi
Transplantasyon Hemsireligi
Yenidogan Yogun Bakim Hemsireligi
Aferez Hemsireligi
Sterilizasyon Hemsireligi
Norosirtrji Hemsireligi

Okul Sagligi Hemsireligi

isyeri Hemsireligi

Diyaliz Hemsireligi

Nutrisyon Hemsireligi

Travma Hemsireligi

Halk Saghg Hemsireligi

Evde Bakim Hemsireligi

ic Hastaliklari Hemsireligi
Onkoloji Hemgireligi

Enfeksiyon Kontrol Hemsireligi
Nefroloji Hemsireligi
Adli Hemgsirelik
Gastroenteroloji Hemsireligi
Yara-Ostomi-inkontinans Hemsireligi
Tup Bebek Hemsireligi
Uroloji Hemgireligi
Cocuk Sagligi ve Hastaliklari Hemsireligi

e 1103
e 374

855

I ——— 303
e 708
I /36
e 701

I 678

655
I 615
I ] )
I 611
I 600
]
I 537
I 533
I 530
I 514
I 513
I /08
I 10))
I 486
480
I 7]
I 468
I /59
I /53
I /5
I /A5
I 444
433
IS 372
IEEEEs——— 368
e 3/)
Eeess——— 309
Eemssss—— )30

I )79

EEE———— 228

Emmmm—— 137

128

0

400 600

800 1000 1200

Tablo 3’ten de anlagilacagi gibi Ameliyathane Hemsireligi hemsire adaylarinin ilk
10 tercih igerisinde en fazla yer alan hemsirelik alanidir. Cocuk Saglig1 ve Hastaliklar1
Hemsireligi hemsire adaylari tarafindan kabul gérmemistir ve tercih listesinde en altta
yer almistir. “Ameliyathane Hemsireligi” anketi dolduran kisiler agisindan 1103 puan
almistir. Bu puanin hesaplanmasinda agirlik degerleri verilmistir. Anketi dolduran kisi
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bu alternatifi ilk siralarda tercih ediyorsa alternatif yiiksek agirlik, alt siralarda tercih
ediyorsa giderek azalan agirlik degeri kazanmaktadir.

Yaslt Bakim hemsireligi tabloda orta siralarda yer almis olup, hem &grencilerin
ilk 15 tercihinde hem de son 15 tercihinde yer almasi ilging bulunmustur. Bu sonug,
aragtirmanin basinda diisliniilen ve yasl bakim hemsireligini tercih eden ve etmeyen
ogrencilerin ¢aligma degerleri 6zelinde nasil bir farklilik gésterdikleri sorusunu daha
da 6nemli bir hale getirmistir. Tablo 4’te yasli bakim hemsireligini tercih eden hemsire
adaylarinin ¢aligma degerlerine ait sayisal veriler gosterilmistir.

Tablo 4
Yash Bakim Hemgireligini Tercih Eden Hemsgire Adaylarimin Calisma Degerleri

Cahstiginiz kisi ya da kisilerle iyi iliskiler kurabildiginiz bir iste
calisiyor olmak

is garantisine sahip olacaginiz, isinizi kaybetme riskinizin hemen
°E o I 0, 1064

hemen olmayacag bir iste calismak

Yaptiginiz isin size taninirhk / prestij getirmesi [ NN 0,0/57

I ——— 0,1157

Surekli ilerleme imkani bulabileceginiz bir iste cahsmak [ NN 0.0754
Calistiginiz kisi ya da kisilerin size nezaket géstermesi [ N MM 0,071
Cok para kazanacagine bir iste cahismak [ NN 0,0704
Calisma saatleri, is disindaki hayatiniza da yeterince vakit I 00615

ayirabilmenize imkan verecek diizeyde olan bir iste calismak

alisma hayatinizda elde edeceginiz statliniiz (pozisyon ve
el ey ; POV . 0,059

unvanlanniz)
Kendinizi strekli gelistirebileceginiz, stirekli yeni seyler I 00545
dgrenebileceginiz bir iste calismak ’
Sevdiginiz bir iste caligiyor oimak | NI 0,0543
Isinizi yaparken hijyenik kogullar altinda caligiyor olmak | N B 0.0515
Yaptiginiz isin sizin igin anlamliolmas: [ N B 0,0427
Toplum adina yararh bir is yapyor olmak | NI 0©,0399
Bagkalarina yardim edebileceginiz bir iste caligiyor olmak | IINNEEEEE 0,0364
Is hayatinizda manevi yénden doyum kazanmak [ 0,0276
Isinizin ahlaki standartalrda uyumlu olmasi [N 0,0271
Konforlu bir calisma ortamina sahipolmak Il 0,0129
Estetik acidan hos bir calisma ortamimizin olmas: [l 0,0121

0 0,02 0,04 0,06 0,08 0,1 0,12 0,14

Tablo 4’ten anlasilacag: lizere, ¢aligma arkadaslari ile iyi iliskiler kurmak ve is
garantisine sahip olmak yasli bakim hemsireligini tercih eden adaylarin en ¢ok deger
verdigi hususlar arasinda yer almaktadir. Isin manevi yonden tatmin edici olmasi,
ahlaki standartlarla uyumlu olmasi ve anlamli olmasi ile ilgili manevi degerler ise
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yasli bakim hemsireligini tercih eden hemsire adaylarinin 6nem sirasinda alt siralarda
yer alan ¢alisma degerleridir.

Tablo 5
Yasli Bakim Hemsireligini Tercih Etmeyen Hemsire Adaylarinin Calisma Degerleri

Calistiginiz kisi ya da kisilerle iyi iligkiler kurabildiginiz bir iste _
caligiyor olmak 0,0985

Sirekli ilerleme imkani bulabileceginiz bir iste calismak | NNRRRDIEN NN~ 0525

is garantisine sahip olabilece giniz, isinizi kaybetme riskinizin
o birl — 0,089
hemen hemen olmayacag bir iste calismak ‘
Cok para kazanacaginiz bir iste calismak _ 0,0753
Kendinizi sirekli gelistirebileceginiz, strekli yeni seyler I 0056
&8renebileceginiz bir iste calismak ’
Calistiginiz kisi ya da kisilerin size nezaket gostermesi | R O,0G56
Calisma hayatinizda elc_l.e edeceginiz statliniz (pozisyon ve I 0,035
unvanlanniz)
Sevdiginiz bir iste galisiyor olmak _ 0,0618
Isinizi yaparken hijyenik kogullar altinda calisiyor oimak | NN ©,0595
Calisma saatleri is disindaki hayatiniza da yeterince vakit
menine | § i I 0,0585
ayirabilmenize imkan verecek diizeyde olan bir iste galismak
Yaptiginiz isin size taninirhk / prestij getirmesi _ 0,0463
Yaptiginiz igin sizin igin anlamli olmas: | RN 0.0457
Toplum adina yararh biris yapyor olmak | NN 0,0396
Bagkalarina yardim edebileceginiz bir iste caligiyor olmak | IS 0,0391
Is hayatinizda manevi ydnden doyum kazanmak _ 0,0342
Isinizin ahlaki standartlaria uyumlu olmas: | ©,0322
Konforlu bir calisma ortamina sahip olmak |l 0,0211

Estetik agidan hos bir calisma ortaminizin olmas: [l 0,0101

0 002 004 006 0,08 0,1 0,12

Tablo 5’te yasli bakim hemsireligini tercih etmeyen hemsire adaylarinin ¢alisma
degerlerine ait sayisal veriler gosterilmistir. Calisma arkadaslari ile iyi iligkiler kurmak
ve siirekli ilerleme imkan1 bulmak yash bakim hemsireligini tercih etmeyen adaylarin
en ¢ok deger verdigi hususlar arasinda yer almaktadir Yasl bakim hemsireligini tercih
edenler ve tercih ermeyenler arasinda ¢alisma degerleri agisindan 6nemli 6lgiide bir
farklilik tespit edilmemistir. Bununla birlikte i garantisine sahip olma, yash bakim
hemsireligini tercih eden adaylarinin daha fazla 6nem verdigi bir husus olarak ortaya
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¢ikmistir. Bu sonug, is garantisinin yasli bakim hemsireligini se¢cen hemsire adaylar
i¢in baslica kriterlerinden biri oldugunu gostermektedir. Ayrica, Tablo 6’da yash
bakim hemsireligini ilk sirada tercih eden, Tablo 7°de son sirada tercih eden hemsire
adaylarinin ¢alisma degerlerine ait bilgiler yer almaktadir.

Tablo 6
Yash Bakim Hemsireligini Ilk Sirada Tercih Eden Hemsire Adaylarinin Calisma Degerleri

Calistiginiz kisi ya da kigilerin size nezaket gostermesi [ M 0.1763
Cahstiginiz kisi ya da kisilerle iyi iligkiler kurabildiginiz bir iste I 00957

calisiyor olmak

Yapuginiz igin size tamnirlik / prestij getirmesi | AN NN 0,081

is garantisine sahip olabileceginiz, isinizi kaybetme riskinizin
. I 0,0764
hemen hemen olmayacag biriste calismak

Sevdiginiz bir iste calisiyor olmak | NN 0,0695

Calisma hayatinizda elde edeceginiz statiiniiz (pozisyon ve
tnvanlanniz) I 0,0598

Surekli ilerleme imkani bulabileceginiz bir iste calismak | NN NI 0,0587
Yaptiginiz igin sizin igin anlamh olmas: | I 0,0554
Baskalarina yardim edebileceginiz bir iste calisiyor olmak | I 0,0515
Toplum adinayararl bir is yapyor olmak |l 0,0431
isinizin ahlaki standartlarla uyumlu olmasi | 0,0407
Is hayatinizda maneviydnden doyum kazanmzak [ 0,0398

Cok para kazanacagine bir iste calismak [ 0,0388

Kendinizi stirekli gelistirebileceginiz, stirekli yeni seyler
8grenebileceginiz bir iste calismak I 0,0353

Isinizi yaparken hijyenik kosullar altinda caligiyor olmak [l 0,029

Caligma saatleri is digindaki hayatiniza da yeterince vakit
ayirabilmenize imkan verecek diizeyde olan bir iste galismak I 00278

Konforlu bir calisma ortamina sahip olmak [l 0,0106
Estetik agidan hog bir caligma ortaminizin olmast [l 0,0075

0 0,05 01 0,15 0,2
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Tablo 7

Yasli Bakim Hemsireligini Son Sirada T ercih Eden Hemsire Adaylarinin Calisma Degerleri

Kendinizi sirekli gelistirebileceginiz, strekliyeni seyler
6grenebileceginiz bir iste calismak

Calistiginiz kisi ya da kisilerle ivi iligkiler kurabildiginiz bir iste
calisiyor olmak

Sevdiginiz bir iste calisiyor olmak
Surekli ilerleme imkani bulabileceginiz bir iste calismak
Baskalarina yardim edebileceginiz bir iste calisiyor olmak

isinizi yaparken hijyenik kosullar altinda calisyor olmak

is garantisine sahip olabileceginiz, iinizi kaybetme riskinizin
hemen hemen olmayacag bir iste calismak

is hayatinizda manevi ydnden doyum kazanmak

Yaptiginiz isin sizin igin anlamli olmasi

Galisma hayatinzda elde edeceginiz statiiniiz (pozisyon ve
Unvanlanniz)

Toplum adina yararh biris yapiyor olmak

Calisma saatleri is disindaki hayatiniza da yeterince vakit
ayirabilmenize imkan verecek diizeyde olan bir iste calismak

Yaptiginiz isin size taninirhk / prestij getirmesi
isinizin ahlaki standartlarla uyumlu clmasi
Calistiginiz kisi ya da kisilerin size nezaket gstermesi
Cok para kazanacaginiz bir iste calismak

Konforlu bir galisma ortamina sahip olmak

Estetik agidan hog bir galisma ortaminizin olmasi

D 1837
[ 0,1788
I 0,1159
I 0,0592

I 0,0578

I 0,0562

I 00518

I 0,0502

I 0,042

I 0,0382

I 00313

I 0,0238

I 0,026

I 0,0247

I 0,0225

B 00156

I 0,0128

I 0,0044

0 0,02 0,04 0,06 0,08 01 0,12 0,14 0,16 0,18 0,2

Tablo 8’de hemsire adaylarinin ¢alisma degerlerine ait sayisal veriler gosterilmistir.
Manevi degerler hemsire adaylar i¢in daha az dnemliyken, maddi degerlerin daha

fazla 6nem arz etmesi iizerinde durulmasi gereken énemli bir sonugtur.
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Tablo 8

Hemgire Adaylarimn (Tiim Ogrenciler) Calisma Degerleri

Calistiginiz kisi ya da kisilerle iyi iliskiler kurabildiginiz bir iste
calisiyor olmak

is garantisine sahip olabilece giniz, isinizi kaybetme riskinizin
hemen hemen olmayacag bir iste calismak

Surekli ilerleme imkani bulabileceginiz bir iste calismak
Galigtiginiz kisi ya da kisilerin size nezaket gostermesi

Cok para kazanacaginiz bir iste calismak

Calisma hayatinizda elde edeceginiz statiinuz (pozisyon ve
tnvanlanniz)

Sevdiginiz bir iste caligiyor olmak

Kendinizi strekli gelistirebileceginiz, strekli yeni seyler
dgrenebileceginiz bir igte cahsmak

Calisma saatleri is disindaki hayatiniza da yeterince vakit
ayirabilmenize imkan verecek diizeyde olan bir iste calismak

Yaptiginiz isin size tammirhk / prestij getirmesi

isinizi yaparken hijyenik kosullar altinda calisiyor olmak
Yaptiginiz isin sizin icin anlamli olmasi

Toplum adina yararl biris yapyor olmak

Bagkalarina yardim edebileceginiz bir iste calisiyor olmak
is hayatinizda manevi yénden doyum kazanmak

isinizin ahlaki standartlarla uyumlu olmasi

Konforlu bir calisma ortamina sahip olmak

Estetik agidan hog bir calisma ortamimizin olmasi

I 0,1071
I 0,098

I 0,079

I 0,0707
I 0,0705
I 0,061
I 0,0604
I 0,0597
I 0,0582
I 0,0567
I 0,0527
I 0,0456
I 0.,0423
I 0,0395
I 0,035

I 0,0332

I 0,019

I o011

0 0,05

Tartisma

0,1

0,15

Hemgirelik insan bakimina temellenmis bir meslektir (Zhang ve ark., 2016). Hemsirelik
mesleki tutum, baglilik ve degerlerin mesleki uygulamalar i¢in temel olusturan bir meslek
olup, bu degerlerin bakim verilen bireylerle, toplumla ve meslektaslarla etkilesimlerde
rehberlik edecegi belirtilmektedir (Tarhan ve ark., 2016).

Arastirma sonuglarini ilgili literatiir de desteklemektedir. Hemsire adaylarmin ¢alistig
kisi/kisilerin kendilerine nezaket gdstermesi, is garantisi, taninirlik, ¢aligma arkadaglar
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ile iyi iligkiler kurmak gibi hususlara daha fazla deger verdikleri bulgusu arastirma
orneklemine giren hemsirelik 6grencilerinin Y kusaginda olmalariyla iliskili olduklarini
diistindiirmektedir. Y kusaginin ebeveynleri ¢ocuklarini yetistirirken korumaci, ilgili ve
anlayisl tutum gosterdigi ve ¢cok yonlil yetistirilmelerine bagl 6zgiivenleri yiiksek ve
ben merkezli olan Y kusag bireylerinin de kendi degerleri arasinda normal ve beklendik
davraniglar olarak karsimiza ¢iktig1 kabul edilebilir. Y kusagi, diger kusaklara gore
para kazanmaya daha fazla deger vermektedir (Keles, 2011:137; Akdemir ve Konakay,
2014). Y kusaginda yer alan bireyler, caligma hayatinda eglenmeye, ¢alisma arkadaglar
ile iyi iliskiler kurmaya ¢cok dnem vermekte ve kendilerini kigisel olarak tatmin edecek
isler yapmak istemektedirler (Kaye, 2012; Sendemir ve ark, 2016).

Yasli bakim hemsireligi alaninin 6grencilerin hem ilk 15 hem de son 15 tercihleri
arasinda yer almasi 6grencilerin tercih konusunda kararsiz olabildiklerini akla
getirmektedir. Literatiirde artan saglik sorunlari nedeniyle yasl bireylerin topluma yiik
olarak goriildiigii ve bunun yagl bireylere sunulan hizmet ve bakima yansimasi sonucunda
yagli bakiminin istenmeyen bir ¢alisma alani olarak goriildiigii de belirtilmektedir
(Ayaz Alkaya ve Birimoglu Okuyan, 2017). Ayrica Zhang ve arkadaslarinin (2016)
arastirmalarinda, yaslh bakiminda yeterli bilgi ve deneyimi olmayan &grencilerin
yasli bakimi vermek i¢in daha az istekli olacaklari, Liu ve arkadaslarinin (2013)
arastirmalarinda ise yaslilik hakkinda bilgili olma ve yasl bireylerle ¢aligmayi tercih
etme ile yagh bireylere yonelik olumlu tutumun iligkili oldugu ortaya konulmustur.
Ogrencilerin mesleki alan tercihlerinde yash bakimma yonelik egitim alip almama
durumlari, evde yash bireyin varligi ve bakim gereksinimlerinin tutum ve degerleri
etkileyecegini diisiindiirmektedir.

Yasli Bakim Hemsireligini tercih etmeyen bireylerin ise kendisini siirekli gelistirmek,
ilerleme imkanlar1 bulmak ve statii kazanmak hususuna daha fazla énem verdikleri
anlagilmistir. Bu durum, giinlimiizde meslek se¢imlerinde agirligin ticret, calisma
kosullar1 gibi faktorlere degil kendini gelistirebilecegi bir is, statii ve ilerleme olanag1
gibi faktorlere kaymaya basladigini akla getirmektedir.

Gilinlimiiz is giicii piyasasi ¢er¢evesinde bir meslegin se¢iminde para kazanmak,
is garantisine sahip olmak gibi degerlerin 6nemi yadsinamaz bir ger¢ektir. Bununla
birlikte manevi degerlere, taninirlik ve statii kriterlerinden daha az 6nem verildigi
goriilmektedir. Y kusaginin 6nceki kusaklara kiyasla ¢cok para kazanmaya daha az 6nem
verdigi, bunun yani sira kendisini daha fazla tatmin edecek anlamli ve iddiali islerde,
sosyal sorumluluk bilinci ytliksek orgiitlerde ¢alismaya 6nem verdigi bildirilmektedir.
Daha acik kariyer yollari, daha anlamli is deneyimlerinin Y kusagina daha cazip geldigi
belirtilmektedir (Boztung, 2014).

Yasli bakim hemgireligi 6zellikle yas ortalamasi gittikge yiikselen toplumumuzda
da 6nemi daha da fazla artacak olan bir meslek alanidir. Yapilan arastirma sonuglari
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hemsire adaylariin yagli bakim hemsireligini daha ¢ok is garantisi i¢in istediklerini
gostermektedir. Yasli bakim hemsireligini tercih etmeyen adaylarin da galistiklar:
ortamda caligsma arkadaslar1 ile olan iliskilerine deger veriyor olma bulgusunun,
ogrencilerin Y kusaginda olmalarina, gliniimiiz rekabet kosullarinda ¢aligma ortamlarinin
degismesine bagh tercihlerin farklilasmasina, egitim programlarinda yasl bakimina
yonelik farkindaliklarin tam olarak saglanamamasina bagli oldugunu diisiindiirmektedir.

Sonug ve Oneriler

Gelecekte ¢ok daha fazla ihtiyag duyulacak olan yasli bakim hemsireligi alaniyla ile
ilgili hemsirelik 6grencilerine daha fazla farkindalik kazandirilmasi, nitelikli meslek
profesyonellerini yetistirilebilmesi i¢in olduk¢a dnemlidir. Meslek profesyonellerinin
kendisini gelistirebilmesi i¢in yapmalari gerekenler iizerinde ilgili meslek orgiitlerinin
ileri aragtirmalar yapmasi dogacak olan gereksinimlerin karsilanabilmesine biiytik
katk: saglayacag diistiniilmektedir.

Ulkemizde hemsirelik egitim programi miifredatinda yer alan derslerde yaslanma
ve yagl sagligina iliskin kavramlara daha ¢ok yer verilmesi, bununla beraber lisans
hemsirelik miifredatlarinda yasli bakim hemsireligi, geriatri/gerontoloji hemsireligi gibi
derslerin daha fazla verilmesinin saglanmasi yaslh bireylere karsi tutumlarin olumlu
yonde gelistirilmesi adina 6nemlidir. Lisans ders program iceriklerinde 6grencilerin
yaslilarla daha fazla bir arada olabilecekleri, yasli bakimina iliskin bilgi ve becerilerini
gelistirilecekleri ve yash bakimini tiim yonleriyle gerceklestirebilecekleri uygulama
alanlar olusturulmalidir. Ayrica, 6grencilerin yaslilik konusunda farkindaliklarini
artirmaya yonelik yasli sagligi ile ilgili bilimsel oturumlara ve ¢esitli etkinliklere
katilimlar1 konusunda desteklenmeleri yash bireylere empatik yaklagabilmeleri agisindan
yarar saglayacaktir. Farkl fakiiltelerde ve daha biiyiik 6rneklem gruplari iizerinde daha
ileri ¢calismalarin yapilmasi, sonuglarin daha genellenebilir olmasi noktasinda alana
Oonemli Olctide katki saglayacag diistintilmektedir.

Hakem Degerlendirmesi: D1 bagimsiz.
Cikar Catismasi: Yazarlar ¢ikar ¢atismasi bildirmemistir.

Finansal Destek: Yazarlar bu ¢aligma i¢in finansal destek almadigini beyan etmistir.

Peer-review: Externally peer-reviewed.
Conflict of Interest: The authors has no conflict of interest to declare.
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YAZARLARA BiLGi

AMAC KAPSAM

Istanbul Management Journal, Istanbul Universitesi Isletme Fakiiltesi Isletme Iktisadi
Enstitiisii’niin uluslararasi resmi akademik dergisidir. Segilen ¢alismalar Tiirk¢e ve Ingilizce olarak
1975’ten bu yana basili olarak ve 2010’dan bu yana ise elektronik ortamda yayilanmaktadir.
Subat 2018 tarihinden itibaren Istanbul Universitesi Isletme Fakiiltesi isletme Iktisadi Enstitiisii
Yonetim Dergisi’nin ad1 “Istanbul Management Journal” olarak degistirilmistir. Dergimiz isletme,
ekonomi ve ilgili alanlarda karsilagilan sorunlara iliskin teorik ve pratik olarak yapilan disiplinler
arast ¢aligmalarin tesvik edilmesini amaglamaktadir. Dergimiz, yonetim ve strateji, orgiitsel teori,
insan kaynaklari, orgiitsel davranig, isletme ve yonetim tarihi, liretim yonetimi, finans, muhasebe,
pazarlama ve ekonomi gibi alanlarda yapilmis ¢aligmalar1 kabul eder. Dergimiz, her yil iki say1
(Aralik ve Haziran) seklinde yayimlanir.

EDITORYAL POLITiKALAR VE HAKEM SURECI

Yayin Politikasi

Dergiye yaymnlanmak iizere gonderilen makalelerin igerigi derginin amag¢ ve kapsami ile
uyumlu olmalidir. Dergi, orijinal arastirma niteligindeki yazilar1 yayinlamaya oncelik vermektedir.
Genel llkeler Daha 6nce yaymnlanmamis ya da yaymlanmak iizere baska bir dergide halen
degerlendirmede olmayan ve her bir yazar tarafindan onaylanan makaleler degerlendirilmek tizere
kabul edilir. On degerlendirmeyi gecen yazilar iThenticate intihal tarama programindan gegirilir.
Intihal incelemesinden sonra, uygun makaleler Editor tarafindan orijinaliteleri, metodolojileri,
makalede ele aliman konunun 6nemi ve derginin kapsamina uygunlugu agisindan degerlendirilir.
Bilimsel toplantilarda sunulan 6zet bildiriler, makalede belirtilmesi kosulu ile kaynak olarak kabul
edilir. Editor, gonderilen makale bigimsel esaslara uygun ise, gelen yaziy1 yurticinden ve /veya
yurtdisindan en az iki hakemin degerlendirmesine sunar, hakemler gerek gordiigl takdirde yazida
istenen degisiklikler yazarlar tarafindan yapildiktan sonra yayinlanmasina onay verir. Makale
yaymlanmak iizere Dergiye gonderildikten sonra yazarlardan higbirinin ismi, tiim yazarlarin yazili
izni olmadan yazar listesinden silinemez ve yeni bir isim yazar olarak eklenemez ve yazar sirasi
degistirilemez. Yayina kabul edilmeyen makale, resim ve fotograflar yazarlara geri gonderilmez.
Yayinlanan yazi ve resimlerin tiim haklar1 Dergiye aittir.

Telif Hakkinda

Yazarlar Istanbul Management Journal dergisinde yayinlanan g¢alismalarinin telif hakkina
sahiptirler ve ¢aligmalari Creative Commons Atif-GayriTicari 4.0 Uluslararas: (CC BY-NC 4.0)
olarak lisanslidir. Creative Commons Atif-GayriTicari 4.0 Uluslararas1 (CC BY-NC 4.0) lisansi,
eserin ticari kullanim disinda her boyut ve formatta paylagilmasina, kopyalanmasina, ¢ogaltilmasina
ve orijinal esere uygun sekilde atifta bulunmak kaydiyla yeniden diizenleme, doniistiirme ve eserin
iizerine insa etme dahil adapte edilmesine izin verir.

Acik Erisim flkesi

Istanbul Management Journal, tiim igerigi okura ya da okurun dahil oldugu kuruma ticretsiz
olarak sunulur. Okurlar, ticari amag¢ haricinde, yaymeci ya da yazardan izin almadan dergi
makalelerinin tam metnini okuyabilir, indirebilir, kopyalayabilir, arayabilir ve link saglayabilir.
Istanbul Management Journal makaleleri ag¢ik erigsimlidir ve Creative Commons Atif-GayriTicari
4.0 Uluslararast (CC BY-NC 4.0) (https://creativecommons.org/licenses/by-nc/4.0/deed.tr) olarak
lisanslidur.
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islemleme Ucreti

Derginin tiim giderleri Istanbul Universitesi tarafindan karsilanmaktadir. Dergide makale
yayii ve makale siireclerinin yiiriitiilmesi iicrete tabi degildir. Dergiye gonderilen ya da yayin i¢in
kabul edilen makaleler i¢in islemleme {icreti ya da gonderim iicreti alinmaz.

Hakem Siireci

Daha o6nce yaymlanmamis ya da yaymlanmak {izere bagka bir dergide halen degerlendirmede
olmayan ve her bir yazar tarafindan onaylanan makaleler degerlendirilmek {izere kabul edilir.
Gonderilen ve 6n kontrolii gecen makaleler iThenticate yazilimi kullanilarak intihal i¢in taranir.
Intihal kontroliinden sonra, uygun olan makaleler bas editor tarafindan orijinallik, metodoloji,
islenen konunun 6nemi ve dergi kapsami ile uyumlulugu acisindan degerlendirilir. Bas editor,
makaleleri, yazarlarin etnik kokeninden, cinsiyetinden, cinsel yoneliminden, uyrugundan, dini
inancindan ve siyasi felsefesinden bagimsiz olarak degerlendirir. Yayina gonderilen makalelerin
adil bir sekilde ¢ift tarafli kor hakem degerlendirmesinden gegmelerini saglar.

Secilen makaleler en az iki ulusal/uluslararasi hakeme degerlendirmeye gonderilir; yayin karari,
hakemlerin talepleri dogrultusunda yazarlarin gergeklestirdigi diizenlemelerin ve hakem siirecinin
sonrasinda bas editor tarafindan verilir.

Hakemlerin degerlendirmeleri objektif olmalidir. Hakem siireci sirasinda hakemlerin asagidaki
hususlar1 dikkate alarak degerlendirmelerini yapmalar1 beklenir.

- Makale yeni ve 6nemli bir bilgi igeriyor mu?

- Oz, makalenin igerigini net ve diizgiin bir sekilde tanimliyor mu?

- Yontem biitlinliikli ve anlagilir sekilde tanimlanmig mi1?

- Yapilan yorum ve varilan sonuglar bulgularla kanitlantyor mu?

- Alandaki diger ¢aligmalara yeterli referans verilmis mi?

- Dil kalitesi yeterli mi?

Hakemler, gonderilen makalelere iligkin tiim bilginin, makale yaymlanana kadar gizli
kalmasini saglamali ve yazar tarafinda herhangi bir telif hakk ihlali ve intihal fark ederlerse editore
raporlamalidirlar. Hakem, makale konusu hakkinda kendini vasifli hissetmiyor ya da zamaninda
geri donilig saglamasi miimkiin gériinmiiyorsa, editdre bu durumu bildirmeli ve hakem siirecine
kendisini dahil etmemesini istemelidir.

Degerlendirme siirecinde editor hakemlere gozden gecirme i¢in gonderilen makalelerin,
yazarlarin 6zel miilkii oldugunu ve bunun imtiyazli bir iletisim oldugunu agikca belirtir. Hakemler
ve yaymn kurulu iyeleri bagka kisilerle makaleleri tartisamazlar. Hakemlerin kimliginin gizli
kalmasina 6zen gosterilmelidir.

YAYIN ETiGi VE iLKELER

Istanbul Management Journal, yayin etiginde en yiiksek standartlara baglidir ve Committee on
Publication Ethics (COPE), Directory of Open Access Journals (DOAJ), Open Access Scholarly
Publishers Association (OASPA) ve World Association of Medical Editors (WAME) tarafindan
yaymlanan etik yayimncilik ilkelerini benimser; Principles of Transparency and Best Practice
in Scholarly Publishing bashig1 altinda ifade edilen ilkeler igin adres: https://publicationethics.
org/resources/guidelines-new/principles-transparency-andbest-practice-scholarly-publishing
Gonderilen tiim makaleler orijinal, yaymlanmamis ve baska bir dergide degerlendirme
siirecinde olmamalidir. Her bir makale editorlerden biri ve en az iki hakem tarafindan ¢ift kor
degerlendirmeden gegirilir. Intihal, duplikasyon, sahte yazarhik/inkar edilen yazarlik, arastrma/
veri fabrikasyonu, makale dilimleme, dilimleyerek yayn, telif haklar ihlali ve ¢ikar ¢atigmasinin
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gizlenmesi, etik dis1 davranislar olarak kabul edilir. Kabul edilen etik standartlara uygun olmayan
tiim makaleler yayindan ¢ikarilir. Buna yayindan sonra tespit edilen olasi kuraldisi, uygunsuzluklar
iceren makaleler de dahildir.
Arastirma Etigi

Dergi arastirma etiginde en yiiksek standartlart gézetir ve asagida tanimlanan uluslararasi
arastirma  etigi ilkelerini benimser. Makalelerin etik kurallara uygunlugu yazarlarin
sorumlulugundadir. - Arastirmanin tasarlanmasi, tasarimin gozden gegirilmesi ve arastirmanin
yiriitiilmesinde, biitinliik, kalite ve seffaflik ilkeleri saglanmalidir.

- Arastirma ekibi ve katilimcilar, arastirmanin amaci, yontemleri ve Ongoriilen olasi
kullanimlari; arastirmaya katilimin gerektirdikleri ve varsa riskleri hakkinda tam olarak
bilgilendirilmelidir.

- Arastirma katilimcilarinin sagladigi bilgilerin  gizliligi ve yanit verenlerin gizliligi
saglanmalidir. Arastirma katilimcilarin 6zerkligini ve sayginligini koruyacak sekilde
tasarlanmalidir.

- Arastirma katilimcilart goniillii olarak arastirmada yer almali, herhangi bir zorlama altinda
olmamalidirlar. - Katilimcilarin zarar gérmesinden kaginilmalidir. Arastirma, katilimcilar
riske sokmayacak sekilde planlanmalidir.

- Arastirma bagimsizligiyla ilgili agik ve net olunmali; ¢ikar catismast varsa belirtilmelidir.

- Deneysel calismalarda, aragtirmaya katilmaya karar veren katilimcilarin yazili
bilgilendirilmis onay1 alinmalidir. Cocuklarin ve vesayet altindakilerin veya tasdiklenmis
akil hastalig1 bulunanlarin yasal vasisinin onay1 alinmalidir.

- Calisma herhangi bir kurum ya da kurulusta gerceklestirilecekse bu kurum ya da kurulustan
caligma yapilacagina dair onay alinmalidir.

- Insan 6gesi bulunan ¢alismalarda, “yéntem” bolimiinde katilimcilardan “bilgilendirilmis
onam” alindiginin ve ¢alismanin yapildigi kurumdan etik kurul onay1 alindig: belirtilmesi
gerekir.

Yazarlarin Sorumlulugu

Makalelerin bilimsel ve etik kurallara uygunlugu yazarlarin sorumlulugundadir. Yazar
makalenin orijinal oldugu, daha 6nce baska bir yerde yaymlanmadig ve baska bir yerde, baska bir
dilde yaymlanmak tizere degerlendirmede olmadig1 konusunda teminat saglamalidir. Uygulamadaki
telif kanunlart ve anlagmalari gozetilmelidir. Telife bagli materyaller (6rnegin tablolar, sekiller veya
biiytik alintilar) gerekli izin ve tesekkiirle kullanilmalidir. Bagka yazarlarin, katkida bulunanlarin
caligmalari ya da yararlanilan kaynaklar uygun bigimde kullanilmali ve referanslarda belirtilmelidir.
Gonderilen makalede tiim yazarlarin akademik ve bilimsel olarak dogrudan katkist olmalidir, bu
baglamda “yazar” yayinlanan bir arastirmanin kavramsallastirilmasina ve dizaynina, verilerin elde
edilmesine, analizine ya da yorumlanmasina belirgin katki yapan, yazinin yazilmasi ya da bunun
icerik acisindan elestirel bicimde gbzden gegirilmesinde gorev yapan birisi olarak goriiliir. Yazar
olabilmenin diger kosullari ise, makaledeki ¢alismay1 planlamak veya icra etmek ve / veya revize
etmektir. Fon saglanmasi, veri toplanmast ya da arastirma grubunun genel siipervizyonu tek basina
yazarlik hakki kazandirmaz. Yazar olarak gosterilen tiim bireyler sayilan tiim 6lgiitleri kargilamalidir
ve yukaridaki dlgiitleri karsilayan her birey yazar olarak gosterilebilir. Yazarlarin isim siralamasi
ortak verilen bir karar olmalidir. Tiim yazarlar yazar siralamasini Telif Hakki Anlagsmasi Formu’nda

imzali olarak belirtmek zorundadirlar. Yazarlik i¢in yeterli 6l¢iitleri karsilamayan ancak ¢alismaya
katkist olan tiim bireyler “tesekkiir / bilgiler” kisminda siralanmalidir. Bunlara 6rnek olarak ise
sadece teknik destek saglayan, yazima yardimct olan ya da sadece genel bir destek saglayan,
finansal ve materyal destegi sunan kisiler verilebilir. Biitiin yazarlar, arastirmanin sonuglarini ya
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da bilimsel degerlendirmeyi etkileyebilme potansiyeli olan finansal iliskiler, ¢ikar catigmasi ve
cikar rekabetini beyan etmelidirler. Bir yazar kendi yaymlanmis yazisinda belirgin bir hata ya da
yanliglik tespit ederse, bu yanlishiklara iliskin diizeltme ya da geri ¢ekme icin editor ile hemen
temasa gecme ve isbirligi yapma sorumlulugunu tasir.

Editor ve Hakem Sorumluluklar:

Bas editor, makaleleri, yazarlarin etnik kokeninden, cinsiyetinden, cinsel yoneliminden,
uyrugundan, dini inancindan ve siyasi felsefesinden bagimsiz olarak degerlendirir. Yayina
gonderilen makalelerin adil bir sekilde ¢ift tarafli kor hakem degerlendirmesinden geg¢melerini
saglar. Gonderilen makalelere iliskin tim bilginin, makale yayinlanana kadar gizli kalacagini
garanti eder. Bas editor icerik ve yaymin toplam kalitesinden sorumludur. Gereginde hata sayfasi
yayinlamali ya da diizeltme yapmalidir. Bas editor; yazarlar, editorler ve hakemler arasinda gikar
catigmasina izin vermez. Hakem atama konusunda tam yetkiye sahiptir ve Dergide yaymlanacak
makalelerle ilgili nihai karar1 vermekle yiikiimliidiir.

Hakemlerin arastirmayla ilgili, yazarlarla ve/veya aragtirmanin finansal destekgileriyle ¢ikar
catigmalart olmamalidir. Degerlendirmelerinin sonucunda tarafsiz bir yargiya varmalidirlar.
Gonderilmis yazilara iliskin tim bilginin gizli tutulmasimi saglamali ve yazar tarafinda
herhangi bir telif hakki ihlali ve intihal fark ederlerse editdre raporlamalidirlar. Hakem, makale
konusu hakkinda kendini vasifli hissetmiyor ya da zamaninda geri doniis saglamasi miimkiin
goriinmiiyorsa, editére bu durumu bildirmeli ve hakem siirecine kendisini dahil etmemesini
istemelidir. Degerlendirme siirecinde editér hakemlere goézden gegirme igin gonderilen
makalelerin, yazarlarin 6zel miilkii oldugunu ve bunun imtiyazli bir iletisim oldugunu agikca
belirtir. Hakemler ve yaym kurulu tiyeleri baska kisilerle makaleleri tartisamazlar. Hakemlerin
kimliginin gizli kalmasma o6zen gosterilmelidir. Bazi durumlarda editoriin karartyla, ilgili
hakemlerin makaleye ait yorumlart aynt makaleyi yorumlayan diger hakemlere gonderilerek
hakemlerin bu siiregte aydinlatilmasi saglanabilir.

YAZILARIN HAZIRLANMASI

Dil

Dergide Tiirkge ve Ingilizce dilinde makaleler yaymlamr. Tiirkce makalelerde Ingilizce 6z,
anahtar kelimeler ve genisletilmis 6zet olmalidir. Ancak Ingilizce yazilmis makalelerde genis 6zet
istenmez.

Yazilarin Hazirlanmasi ve Yazim Kurallar

Aksi belirtilmedik¢e gonderilen yazilarla ilgili tiim yazigmalar ilk yazarla yapilacaktir. Makale
gonderimi online olarak ve http://imj.istanbul.edu.tr iizerinden yapilmalidir. Gonderilen yazilar,
yazinin yaymlanmak iizere gonderildigini ifade eden, makale tiirlinii belirten ve makaleyle ilgili
detaylar1 igeren (bkz: Son Kontrol Listesi) bir mektup; yazinin elektronik formunu igeren Microsoft
Word 2003 ve iizerindeki versiyonlart ile yazilmis elektronik dosya ve tiim yazarlarin imzaladig:
Telif Hakki Anlagmasi Formu eklenerek génderilmelidir.

1. Calismalar, A4 boyutundaki kagidin bir yiiziine, iist, alt, sag ve sol taraftan 2,5 cm. bosluk
birakilarak, 10 punto Times New Roman harf karakterleriyle ve 1,5 satir aralik dl¢iisii ile
ve iki yana yasli olarak hazirlanmalidir. Paragraf baglarinda tab tusu kullanilmalidir. Metin
icinde yer alan tablo ve semalarda ise tek satir araligi kullanilmalidir.

2. Metnin bashg1 kiigiik harf, koyu renk, Times New Roman yazi tipi, 12 punto olarak sayfanin
ortasinda yer almalidir.
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3. Metin yazarina ait bilgiler basliktan sonra bir satir atlanarak, Times New Roman yazi tipi,
10 punto ve tek satir aralig1 kullanilarak sayfanin soluna yazilacaktir. Yazarin adi kiiciik
harfle, soyad: biiyiik harfle belirtildikten sonra bir alt satira unvani, ¢alistigt kurum ve
e-posta adresi yazilacaktir.

4. Giris bolimiinden 6nce 150-200 kelimelik caligmanin kapsamini, amacini, ulasilan
sonuglar1 ve kullanilan yontemi kaydeden makale dilinde ve ingilizce 6z ile 600-800
kelimelik Ingilizce genisletilmis 6zet yer almalhdir. Calismanin Ingilizce bashig: ingilizce
6ziin iizerinde yer almalidir. Ingilizce ve makale dilinde 6zlerin altinda ¢alismanin igerigini
temsil eden, makale dilinde 5-8 adet, Ingilizce adet anahtar kelime yer almahdir. Makale
Ingilizce ise Ingilizce genisletilmis 6zet istenmez.

5. Calismalarin baslica su unsurlari icermesi gerekmektedir: Makale dilinde baslik, 6z ve
anahtar kelimeler; Ingilizce baslik 6z ve anahtar kelimeler; Ingilizce genisletilmis 6zet
(makale Ingilizce ise Ingilizce genisletilmis 6zet istenmez), ana metin bdliimleri, son notlar
ve kaynaklar.

6. Calismalarda tablo, grafik ve sekil gibi gostergeler ancak ¢aligmanin takip edilebilmesi
acisindan gereklilik arz ettigi durumlarda, numaralandirilarak, tanimlayici bir baslik ile
birlikte verilmelidir. Demografik 6zellikler gibi metin i¢inde verilebilecek veriler, ayrica
tablolar ile ifade edilmemelidir.

7. Yaymlanmak tizere gonderilen makale ile birlikte yazar bilgilerini igeren kapak sayfasi
gonderilmelidir. Kapak sayfasinda, makalenin baslhigi, yazar veya yazarlarin bagh
bulunduklar1 kurum ve unvanlari, kendilerine ulasilabilecek adresler, cep, is ve faks
numaralari, ORCID ve e-posta adresleri yer almalidir (bkz. Son Kontrol Listesi).

8. Kurallar dahilinde dergimize yayinlanmak {izere gonderilen c¢alismalarin her tiirlii
sorumlulugu yazar/yazarlarina aittir.

9. Yaym kurulu ve hakem raporlari dogrultusunda yazarlardan, metin iizerinde bazi
diizeltmeler yapmalari istenebilir.

10. Dergiye gonderilen calismalar yayinlansin veya yaymlanmasin geri gonderilmez.

KAYNAKLAR

Derleme yazilari okuyucular icin bir konudaki kaynaklara ulagmay: kolaylastiran bir arag
olsa da, her zaman orijinal ¢alismay1 dogru olarak yansitmaz. Bu yilizden miimkiin oldugunca
yazarlar orijinal caligmalar1 kaynak gostermelidir. Ote yandan, bir konuda ¢ok fazla sayida orijinal
caligmanin kaynak gosterilmesi yer israfina neden olabilir. Birkag anahtar orijinal caligmanin
kaynak gosterilmesi genelde uzun listelerle ayni isi goriir. Ayrica gliniimiizde kaynaklar elektronik
versiyonlara eklenebilmekte ve okuyucular elektronik literatiir taramalariyla yayinlara kolaylikla
ulagabilmektedir.

Kabul edilmis ancak heniiz saytya dahil edilmemis makaleler Early View olarak yayinlanir ve
bu makalelere atiflar “advance online publication” seklinde verilmelidir. Genel bir kaynaktan elde
edilemeyecek temel bir konu olmadikg¢a “kisisel iletisimlere” atifta bulunulmamalidir. Eger atifta
bulunulursa parantez i¢inde iletisim kurulan kisinin adi ve iletisimin tarihi belirtilmelidir. Bilimsel
makaleler igin yazarlar bu kaynaktan yazili izin ve iletisimin dogrulugunu gésterir belge almalidir.
Kaynaklarin dogrulugundan yazar(lar) sorumludur. Tiim kaynaklar metinde belirtilmelidir.
Kaynaklar alfabetik olarak siralanmalidir.
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Referans Stili ve Formati

Istanbul Management Journal, metin i¢i alintilama ve kaynak gosterme icin APA (American
Psychological Association) kaynak sitilinin 6. edisyonunu benimser. APA 6. Edisyon hakkinda bilgi i¢in:

- American Psychological Association. (2010). Publication manual of the American

Psychological Association (6™ ed.). Washington, DC: APA.

- http://www.apastyle.org/

Kaynaklarin dogrulugundan yazar(lar) sorumludur. Tiim kaynaklar metinde belirtilmelidir.
Kaynaklar asagidaki 6rneklerdeki gibi gosterilmelidir.

Metin icinde Kaynak Gosterme

Kaynaklar metinde parantez iginde yazarlarin soyad: ve yayin tarihi yazilarak belirtilmelidir.
Birden fazla kaynak gosterilecekse kaynaklar arasinda (;) isareti kullanilmalidir. Kaynaklar
alfabetik olarak siralanmalidir.

Ornekler:

Birden fazla kaynak;

(Esin ve ark., 2002; Karasar 1995)

Tek yazarli kaynak;

(Akyolcu, 2007)

Iki yazarl kaynak;

(Saymer ve Demirci, 2007, s. 72)

Uc, dort ve bes yazarlh kaynak;

Metin iginde ilk kullanimda: (Ailen, Ciambrune ve Welch 2000, s. 12—13) Metin i¢inde tekrarlayan
kullanimlarda: (Ailen ve ark., 2000)

Alti ve daha ¢ok yazarh kaynak;

(Cavdar ve ark., 2003)

Kaynaklar Boliimiinde Kaynak Gosterme
Kullanilan tiim kaynaklar metnin sonunda ayri bir bolim halinde yazar soyadlarmna goére
alfabetik olarak numaralandirilmadan verilmelidir.

Kaynak yazimu ile ilgili 6rnekler asagida verilmistir.
Kitap

a) Tiirk¢e Kitap

Karasar, N. (1995). Arastirmalarda rapor hazirlama (8.bs). Ankara: 3A Egitim Danismanlik Ltd.

b) Tiirkg¢eye Cevrilmis Kitap

Mucchielli, A. (1991). Zihniyetler (A. Kotil, Cev.). Istanbul: Tletisim Yaymlar1.

¢) Editorlii Kitap

Oren, T., Uney, T. ve Colkesen, R. (Ed.). (2006). Tiirkiye bilisim ansiklopedisi. istanbul: Papatya
Yayincilik.

d) Cok Yazarl Tiirkge Kitap
Tonta, Y., Bitirim, Y. ve Sever, H. (2002). Tiirk¢ce arama motorlarinda performans degerlendirme.
Ankara: Total Bilisim.
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e) Ingilizce Kitap

Kamien R., & Kamien A. (2014). Music: An appreciation. New York, NY: McGraw-Hill Education.

) Ingilizce Kitap Icerisinde Biliim

Bassett, C. (2006). Cultural studies and new media. In G. Hall & C. Birchall (Eds.), New cultural
studies: Adventures in theory (pp. 220-237). Edinburgh, UK: Edinburgh University Press.

) Tiirkge Kitap Icerisinde Béliim

Erkmen, T. (2012). Orgiit kiiltiirii: Fonksiyonlar1, 6geleri, isletme yonetimi ve liderlikteki 6nemi.
M. Zencirkiran (Ed.), Orgiit sosyolojisi kitab: iginde (s. 233-263). Bursa: Dora Basim Yayin.

h) Yayimcinin ve Yazarin Kurum Oldugu Yayin

Tiirk Standartlan Enstitiisti. (1974). Adlandirma ilkeleri. Ankara: Yazar.

Makale

a) Tiirk¢e Makale

Mutlu, B. ve Savager, S. (2007). Cocugu ameliyat sonrasi yogun bakimda olan ebeveynlerde
stres nedenleri ve azaltma girisimleri. Istanbul Universitesi Florence Nightingale Hemsgirelik
Dergisi, 15(60), 179-182.

b) Ingilizce Makale

de Cillia, R., Reisigl, M., & Wodak, R. (1999). The discursive construction of national identity.
Discourse and Society, 10(2), 149-173. http://dx.doi.org/10.1177/0957926599010002002

¢) Yediden Fazla Yazarli Makale

Lal, H., Cunningham, A. L., Godeaux, O., Chlibek, R., Diez-Domingo, J., Hwang, S.-J. ... Heineman,
T. C. (2015). Efficacy of an adjuvanted herpes zoster subunit vaccine in older adults. New
England Journal of Medicine, 372, 2087-2096. http://dx.doi.org/10.1056/NEJMoal501184

d) DOI’si Olmayan Online Edinilmis Makale

Al, U. ve Dogan, G. (2012). Hacettepe Universitesi Bilgi ve Belge Yénetimi Boliimii tezlerinin atif
analizi. Tirk Kiitiiphaneciligi, 26, 349-369. Erisim adresi: http://www.tk.org.tr/

e) DOI'’si Olan Makale

Turner, S. J. (2010). Website statistics 2.0: Using Google Analytics to measure library website
effectiveness. Technical Services Quarterly, 27, 261-278. http://dx.doi.org/10.1080/
07317131003765910

f) Advance Online Olarak Yayumlanmis Makale

Smith, J. A. (2010). Citing advance online publication: A review. Journal of Psychology. Advance
online publication. http://dx.doi.org/10.1037/a45d7867

g) Popiiler Dergi Makalesi

Semercioglu, C. (2015, Haziran). Siradanlhigin rayihasi. Sabit Fikir, 52, 38-39.

Tez, Sunum, Bildiri

a) Tiirkge Tezler

Sar1, E. (2008). Kiiltiir kimlik ve politika: Mardin’de kiiltiirlerarasilik. (Yaymlanmamis Doktora
Tezi). Ankara Universitesi Sosyal Bilimler Enstitiisii, Ankara.

b)Ticari Veritabaninda Yer Alan Yiiksek Lisans Ya da Doktora Tezi

Van Brunt, D. (1997). Networked consumer health information systems (Doctoral dissertation).
Available from ProQuest Dissertations and Theses. (UMI No. 9943436)
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¢) Kurumsal Veritabaninda Yer Alan Ingilizce Yiiksek Lisans/Doktora Tezi

Yaylali-Yildiz, B. (2014). University campuses as places of potential publicness: Exploring the
politicals, social and cultural practices in Ege University (Doctoral dissertation). Retrieved
from: Retrieved from http:/library.iyte.edu.tr/tr/hizli-erisim/iyte-tez-portali

d) Web’de Yer Alan Ingilizce Yiiksek Lisans/Doktora Tezi

Tonta, Y. A. (1992). An analysis of search failures in online library catalogs (Doctoral dissertation,
University of California, Berkeley). Retrieved from http://yunus.hacettepe.edu.tr/~tonta/
yayinlar/phd/ickapak.html

e) Dissertations Abstracts International’da Yer Alan Yiiksek Lisans/Doktora Tezi

Appelbaum, L. G. (2005). Three studies of human information processing: Texture amplification,
motion representation, and figure-ground segregation. Dissertation Abstracts International:
Section B. Sciences and Engineering, 65(10), 5428.

f) Sempozyum Katkist

Krinsky-McHale, S. J., Zigman, W. B., & Silverman, W. (2012, August). Are neuropsychiatric
symptoms markers of prodromal Alzheimer’s disease in adults with Down syndrome? In W.
B. Zigman (Chair), Predictors of mild cognitive impairment, dementia, and mortality in adults
with Down syndrome. Symposium conducted at American Psychological Association meeting,
Orlando, FL.

g) Online Olarak Erisilen Konferans Bildiri Ozeti

Cmar, M., Dogan, D. ve Seferoglu, S. S. (2015, Subat). Egitimde dijital ara¢lar: Google sinif
uygulamast iizerine bir degerlendirme [Oz]. Akademik Bilisim Konferansinda sunulan
bildiri, Anadolu Universitesi, Eskischir. Erisim adresi: http://ab2015.anadolu.edu.tr /index.
php?menu=5&submenu=27

h) Diizenli Olarak Online Yayimlanan Bildiriler

Herculano-Houzel, S., Collins, C. E., Wong, P., Kaas, J. H., & Lent, R. (2008). The basic
nonuniformity of the cerebral cortex. Proceedings of the National Academy of Sciences, 1035,
12593-12598. http://dx.doi.org/10.1073/pnas.0805417105

i) Kitap Seklinde Yayimlanan Bildiriler

Schneider, R. (2013). Research data literacy. S. Kurbanoglu ve ark. (Ed.), Communications in
Computer and Information Science: Vol. 397. Worldwide Communalities and Challenges in
Information Literacy Research and Practice iginde (s. 134-140). Cham, Isvigre: Springer.
http://dx.doi.org/10.1007/978-3-319-03919-0

J) Kongre Bildirisi

Cepni, S., Bacanak A. ve Ozsevgec T. (2001, Haziran). Fen bilgisi égretmen adaylarimin fen
branglarina karsi tutumlart ile fen branglarindaki basarilarmn iliskisi. X. Ulusal Egitim
Bilimleri Kongresi’nde sunulan bildiri, Abant izzet Baysal Universitesi, Bolu.

Diger Kaynaklar

a) Gazete Yazist

Toker, C. (2015, 26 Haziran). ‘Unutma’ notlart. Cumhuriyet, s. 13.

b) Online Gazete Yazist

Tamer, M. (2015, 26 Haziran). E-ticaret hamle yapmak icin tiiketiciyi bekliyor. Milliyet. Erisim
adresi: http://www.milliyet.com.tr

¢) Web Page/Blog Post

Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized [Web log post].
Retrieved from http://www.davidbordwell.net/blog/page/27/
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d) Online Ansiklopedi/Sozliik

Bilgi mimarisi. (2014, 20 Aralik). Vikipedi i¢inde. Erisim adresi: http://tr.wikipedia.org/wiki/Bilgi
mimarisi

Marcoux, A. (2008). Business ethics. In E. N. Zalta (Ed.), The Stanford encyclopedia of philosophy.
Retrieved from http://plato.stanford.edu/entries/ethics-business/

e) Podcast

Radyo ODTU (Yapimc1). (2015, 13 Nisan). Modern sabahlar [Podcast]. Erisim adresi: http://www.
radyoodtu.com.tr/

P Bir Televizyon Dizisinden Tek Bir Boliim

Shore, D. (Senarist), Jackson, M. (Senarist) ve Bookstaver, S. (Yonetmen). (2012). Runaways
[Televizyon dizisi boliimii]. D. Shore (Bas yapimct), House M.D. iginde. New York, NY: Fox
Broadcasting.

8) Miizik Kayd:

Say, F. (2009). Galata Kulesi. Istanbul senfonisi [CD] i¢inde. Istanbul: Ak Miizik.
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in the fields of management&strategy, organizational theory, human resources, organizational
behavior, business&management history, production management, finance, accounting, marketing
and economics.

EDITORIAL POLICIES AND PEER REVIEW PROCESS

Publication Policy
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General Principles
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iThenticate software. After plagiarism check, the eligible ones are evaluated by editor-in-chief
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Submitted manuscripts that pass preliminary control are scanned for plagiarism using
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PUBLICATION ETHICS AND PUBLICATION MALPRACTICE STATEMENT
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All parties involved in the publishing process (Editors, Reviewers, Authors and Publishers) are
expected to agree on the following ethical principles.

All submissions must be original, unpublished (including as full text in conference proceedings),
and not under the review of any other publication synchronously. Each manuscript is reviewed by
one of the editors and at least two referees under double-blind peer review process. Plagiarism,
duplication, fraud authorship/denied authorship, research/data fabrication, salami slicing/salami
publication, breaching of copyrights, prevailing conflict of interest are unnethical behaviors.

All manuscripts not in accordance with the accepted ethical standards will be removed from
the publication. This also contains any possible malpractice discovered after the publication. In
accordance with the code of conduct we will report any cases of suspected plagiarism or duplicate
publishing.

Research Ethics

The journal adheres to the highest standards in research ethics and follows the principles of
international research ethics as defined below. The authors are responsible for the compliance of
the manuscripts with the ethical rules.

- Principles of integrity, quality and transparency should be sustained in designing the
research, reviewing the design and conducting the research.

- The research team and participants should be fully informed about the aim, methods,
possible uses and requirements of the research and risks of participation in research.
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- The independence of research must be clear; and any conflict of interest or must be
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for publication elsewhere, in any language. Applicable copyright laws and conventions must be
followed. Copyright material (e.g. tables, figures or extensive quotations) must be reproduced
only with appropriate permission and acknowledgement. Any work or words of other authors,
contributors, or sources must be appropriately credited and referenced.
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English abstract, keyword and an extended abstract. Extended abstract in English is not required
for articles in English.
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Manuscript Organization and Format

All correspondence will be sent to the first-named author unless otherwise specified. Manuscpript
is to be submitted online via http://imj.istanbul.edu.tr/en/ and it must be accompanied by a cover
letter indicating that the manuscript is intended for publication, specifying the article category (i.e.
research article, review etc.) and including information about the manuscript (see the Submission
Checklist). Manuscripts should be prepared in Microsoft Word 2003 and upper versions. In addition,
Copyright Agreement Form that has to be signed by all authors must be submitted.

1. The manuscripts should be in A4 paper standards: having 2.5 cm margins from right, left,
bottom and top, Times New Roman font style in 12 font size, line spacing of 1.5 and “justify
align” format. For indented paragraph, tab key should be used. One line spacing should be
used for the tables and figures, which are included in the text.

2. The title of the text should be centered on the page, in lower-case letter, bold, Times New
Roman font and 14 font size.

3. Information about the author is to be written on the left part of the page skipping one line
space after the title, and it should be in Times New Roman font, 10 font size, with one line
spacing. After indicating the name of the author in lower-case letter and surname in capital
letter, the title, affiliation, and e-mail address should be included.

4. Before the introduction part, there should be an abstract of 150-200 words both in the
language of the article and in English. An extended abstract in English between 600-800
words, summarizing the scope, the purpose, the results of the study and the methodology
used is to be included following the abstracts. If the manuscript is in English, extended
abstract is not required. Underneath the abstracts, 5-8 keywords that inform the reader
about the content of the study should be specified in the language of the article and in
English.

5. The manuscripts should contain mainly these components: title, abstract and keywords;
extended abstract (If the manuscript is in English, extended abstract is not required),
sections, footnotes and references.

6. Tables, graphs and figures can be given with a number and a defining title if and only
if it is necessary to follow the idea of the article. Otherwise features like demographic
characteristics can be given within the text.

7. A title page including author information must be submitted together with the manuscript.
The title page is to include fully descriptive title of the manuscript and, affiliation, title,
e-mail address, ORCID, postal address, phone and fax number of the author(s) (see The
Submission Checklist).

8. Authors are responsible for all statements made in their work submitted to the Journal for
publication.

9. The author(s) can be asked to make some changes in their articles due to peer reviews.

10. The studies that were sent to the journal will not be returned whether they are published or not.

REFERENCES

Although references to review articles can be an efficient way to guide readers to a body of
literature, review articles do not always reflect original work accurately. Readers should therefore
be provided with direct references to original research sources whenever possible. On the other
hand, extensive lists of references to original work on a topic can use excessive space on the printed
page. Small numbers of references to key original papers often serve as well as more exhaustive
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lists, particularly since references can now be added to the electronic version of published papers,
and since electronic literature searching allows readers to retrieve published literature efficiently.
Papers accepted but not yet included in the issue are published online in the Early View section and
they should be cited as “advance online publication”. Citing a “personal communication” should be
avoided unless it provides essential information not available from a public source, in which case
the name of the person and date of communication should be cited in parentheses in the text. For
scientific articles, written permission and confirmation of accuracy from the source of a personal
communication must be obtained.

Reference Style and Format
Istanbul Management Journal complies with APA (American Psychological Association) style
6" Edition for referencing and quoting. For more information:
- American Psychological Association. (2010). Publication manual of the American
Psychological Association (6™ ed.). Washington, DC: APA.
- http://www.apastyle.org

Citations in the Text
Citations must be indicated with the author surname and publication year within the parenthesis.
If more than one citation is made within the same paranthesis, separate them with (;).

Samples:

More than one citation;

(Esin, et al., 2002; Karasar, 1995)

Citation with one author;

(Akyolcu, 2007)

Citation with two authors;

(Saymer & Demirci, 2007)

Citation with three, four, five authors;

First citation in the text: (Ailen, Ciambrune, & Welch, 2000) Subsequent citations in the text:
(Ailen, et al., 2000)

Citations with more than six authors;

(Cavdar, et al., 2003)

Citations in the Reference

All the citations done in the text should be listed in the References section in alphabetical order
of author surname without numbering. Below given examples should be considered in citing the
references.

Basic Reference Types
Book
a) Turkish Book

Karasar, N. (1995). Arastirmalarda rapor hazirlama (8" ed.) [Preparing research reports]. Ankara,
Turkey: 3A Egitim Danismanlik Ltd.
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b) Book Translated into Turkish

Mucchielli, A. (1991). Zihniyetler [Mindsets] (A. Kotil, Trans.). Istanbul, Turkey: Iletisim Yaymlari.

¢) Edited Book

Oren, T., Uney, T., & Colkesen, R. (Eds.). (2006). Tiirkive bilisim ansiklopedisi [Turkish
Encyclopedia of Informatics]. Istanbul, Turkey: Papatya Yaymcilik.

d) Turkish Book with Multiple Authors

Tonta, Y., Bitirim, Y., & Sever, H. (2002). Tiirk¢ce arama motorlarinda performans degerlendirme
[Performance evaluation in Turkish search engines]. Ankara, Turkey: Total Bilisim.

e) Book in English

Kamien R., & Kamien A. (2014). Music: An appreciation. New York, NY: McGraw-Hill Education.

f) Chapter in an Edited Book

Bassett, C. (2006). Cultural studies and new media. In G. Hall & C. Birchall (Eds.), New cultural
studies: Adventures in theory (pp. 220-237). Edinburgh, UK: Edinburgh University Press.

g) Chapter in an Edited Book in Turkish

Erkmen, T. (2012). Orgiit kiiltiirii: Fonksiyonlar1, 6geleri, isletme yonetimi ve liderlikteki énemi
[Organization culture: Its functions, elements and importance in leadership and business
management]. In M. Zencirkiran (Ed.), Orgiit sosyolojisi [Organization sociology] (pp. 233~
263). Bursa, Turkey: Dora Basim Yayin.

h) Book with the same organization as author and publisher

American Psychological Association. (2009). Publication manual of the American psychological
association (6" ed.). Washington, DC: Author.

Article

a) Turkish Article

Mutlu, B., & Savaser, S. (2007). Cocugu ameliyat sonrast yogun bakimda olan ebeveynlerde stres
nedenleri ve azaltma girisimleri [Source and intervention reduction of stress for parents whose
children are in intensive care unit after surgery]. Istanbul University Florence Nightingale
Journal of Nursing, 15(60), 179-182.

b) English Article

de Cillia, R., Reisigl, M., & Wodak, R. (1999). The discursive construction of national identity.
Discourse and Society, 10(2), 149—173. http://dx.doi.org/10.1177/0957926599010002002

¢) Journal Article with DOI and More Than Seven Authors

Lal, H., Cunningham, A. L., Godeaux, O., Chlibek, R., Diez-Domingo, J., Hwang, S.-J. ... Heineman,
T. C. (2015). Efficacy of an adjuvanted herpes zoster subunit vaccine in older adults. New
England Journal of Medicine, 372, 2087-2096. http://dx.doi.org/10.1056/NEJMoal501184

d) Journal Article from Web, without DOI

Sidani, S. (2003). Enhancing the evaluation of nursing care effectiveness. Canadian Journal of
Nursing Research, 35(3), 26-38. Retrieved from http://cjnr.mcgill.ca

e) Journal Article wih DOI

Turner, S. J. (2010). Website statistics 2.0: Using Google Analytics to measure library website
effectiveness. Technical Services Quarterly, 27, 261-278. http://dx.doi.org/10.1080/0731713
1003765910
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f) Advance Online Publication

Smith, J. A. (2010). Citing advance online publication: A review. Journal of Psychology. Advance
online publication. http://dx.doi.org/10.1037/a45d7867

g) Article in a Magazine

Henry, W. A., II1. (1990, April 9). Making the grade in today’s schools. Time, 135, 28-31.

Doctoral Dissertation, Master’s Thesis, Presentation, Proceeding

a) Dissertation/Thesis from a Commercial Database

Van Brunt, D. (1997). Networked consumer health information systems (Doctoral dissertation).
Available from ProQuest Dissertations and Theses database. (UMI No. 9943436)

b) Dissertation/Thesis from an Institutional Database

Yaylali-Yildiz, B. (2014). University campuses as places of potential publicness: Exploring the
politicals, social and cultural practices in Ege University (Doctoral dissertation). Retrieved
from Retrieved from: http://library.iyte.edu.tr/tr/hizli-erisim/iyte-tez-portali

¢) Dissertation/Thesis from Web

Tonta, Y. A. (1992). An analysis of search failures in online library catalogs (Doctoral dissertation,
University of California, Berkeley). Retrieved from http://yunus.hacettepe.edu.tr/~tonta/
yayinlar /phd/ickapak.html

d) Dissertation/Thesis abstracted in Dissertations Abstracts International

Appelbaum, L. G. (2005). Three studies of human information processing: Texture amplification,
motion representation, and figure-ground segregation. Dissertation Abstracts International:
Section B. Sciences and Engineering, 65(10), 5428.

e) Symposium Contribution

Krinsky-McHale, S. J., Zigman, W. B., & Silverman, W. (2012, August). Are neuropsychiatric
symptoms markers of prodromal Alzheimer’s disease in adults with Down syndrome? In W.
B. Zigman (Chair), Predictors of mild cognitive impairment, dementia, and mortality in adults
with Down syndrome. Symposium conducted at the meeting of the American Psychological
Association, Orlando, FL.

f) Conference Paper Abstract Retrieved Online

Liu, S. (2005, May). Defending against business crises with the help of intelligent agent based
early warning solutions. Paper presented at the Seventh International Conference on Enterprise
Information Systems, Miami, FL. Abstract retrieved from http://www.iceis.org/iceis2005/
abstracts_2005.htm

g) Conference Paper - In Regularly Published Proceedings and Retrieved Online

Herculano-Houzel, S., Collins, C. E., Wong, P., Kaas, J. H., & Lent, R. (2008). The basic
nonuniformity of the cerebral cortex. Proceedings of the National Academy of Sciences, 105,
12593-12598. http://dx.doi.org/10.1073/pnas.0805417105

h) Proceeding in Book Form

Parsons, O. A., Pryzwansky, W. B., Weinstein, D. J., & Wiens, A. N. (1995). Taxonomy for
psychology. In J. N. Reich, H. Sands, & A. N. Wiens (Eds.), Education and training beyond the
doctoral degree: Proceedings of the American Psychological Association National Conference
on Postdoctoral Education and Training in Psychology (pp. 45-50). Washington, DC: American
Psychological Association.
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i) Paper Presentation

Nguyen, C. A. (2012, August). Humor and deception in advertising: When laughter may not be
the best medicine. Paper presented at the meeting of the American Psychological Association,
Orlando, FL.

Other Sources

a) Newspaper Article

Browne, R. (2010, March 21). This brainless patient is no dummy. Sydney Morning Herald, 45.

b) Newspaper Article with no Author

New drug appears to sharply cut risk of death from heart failure. (1993, July 15). The Washington
Post, p. Al12.

¢) Web Page/Blog Post

Bordwell, D. (2013, June 18). David Koepp: Making the world movie-sized [Web log post].
Retrieved from http://www.davidbordwell.net/blog/page/27/
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