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Abstract

Keywords: This research aims to examine the cyberloafing behaviors of employees with high burnout levels. For
Burnout, the objective of this study, the Maslach burnout questionnaire was applied to 114 academic and
Cyberloafing, administrative employees, and 17 employees with the highest burnout were identified. Then
University qualitative research on cyberloafing was conducted with these 17 people. Interpretation and analysis
Employees of qualitative data gathered with research were based on cyberloafing themes frequently found in the
Paper type: literature. Findings from the study show that employees with high burnout levels tend to cyberloafing
Research behavior during working hours.

Anahtar Kelimeler:

Oz
Bu aragtirmanin amaci tiikenmislik diizeyleri yiiksek olan ¢alisanlarin sanal kaytarma davraniglarin
incelemektir. Arastirmanin amaci dogrultusunda 114 akademik ve idari personele Maslach

Tukenmislik, tiikenmislik anketi uygulanmis ve Istatistiki programlar aracihifiyla tilkenmisligi en yiiksek olan 17
Sanal Kaytarma, . R . . s PO .
Universite personel tespit edilmistir. Ardindan tespit edilen 17 kisi ile sanal kaytarmaya yonelik nitel bir
Cahsanlari arastirma gerceklestirilmistir. Arastirmadan toplanan nitel verilerin yorumlanmas: ve analizi

$ literatiirde siklikla yer alan sanal kaytarma temalar1 temel alinarak gergeklestirilmistir. Calismadan
Makale tiirii: elde edilen bulgular, titkenmislik diizeyi yiiksek olan galisanlarin galisma saatleri igerisinde énemli
Aragtirma derecede sanal kaytarma davranisina yoneldiklerini gostermektedir.
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Introduction

Employees create the intellectual capital of organizations, and the surplus value of
employees plays a decisive role in the competition. The production of employees in
response to expectations is closely related to the appropriateness of working
environments. The balance of work environment can be deteriorated due to reasons
such as excessive workload, stress, the communication failure. Burnout, one of the
most significant consequences of this deterioration, has been studied by
Freudenberger (1974) in the literature and was addressed by Maslach in three
dimensions: emotional exhaustion, depersonalization, and lack of personal
accomplishment (Maslach and Jackson, 1981). In this context, Freudenberger (1974)
refers burnout as a state of exhaustion that occurs due to desires and expectations that
are seen and cannot be met in the employee's inner world because of failure, fatigue,
and loss of energy and power. Burnout represents a psychological state of emotion
that creates "emotional devastation" in job and relationships detracting employee's
sense of organizational commitment. Negative personal and organizational outputs,
such as weakening of the interest of the employee in the work, the decline in
organizational efficiency and productivity, are some of the devastating consequences
of the burnout process.

Along with having a controversial content, it is a cyberloafing that is assumed to
have adversely affected organizational effectiveness and productivity and parallel to
developments in communication technologies. The cyberloafing, considered by some
researchers as ordinary and harmless behavior (Blanchard and Henle, 2008; Kerse,
Soyalin and Karabey, 2016), reduces the stress and burnout levels of employees (Lim
and Chen, 2012), and facilitates learning (Block, 2001). Some researchers also draw
attention to the fact that employees using the internet and information resources for
their own personal purposes damages the organizational effectiveness and
productivity. Cyberloafing is related to the use of employees' internet and information
resources for personal purposes during working hours (Lim, 2002; Liberman et al.,
2011; Lim and Teo, 2005) and is considered to have an impact on organizational
outcomes. In the literature, the causes of employees' tendency towards cyberloafing
behavior have been tried to be explained in connection with issues such as person-job
fit, ethical and organizational justice, and organizational citizenship behavior. There is
a limited number of studies dealing with burnout syndrome and cyberloafing
behavior together. From this point, our work has been made by considering that the
findings of the study on the cyberloafing behavior of the employees who have burnout
syndrome will contribute to the literature.

1. Burnout

The developments that take place in business life cause a number of negative
consequences as well as various positive consequences for employees. Organizational
managers expect employees to show their maximum performance and make a variety
of sacrifices to be successful in the competitive environment they are. This situation
puts pressure on the employees and causes the individual to see himself as helpless,
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vulnerable, and weak, causing the psychological balance to deteriorate and experience
burnout (Akin and Oguz, 2010; Avsaroglu, Deniz and Kahraman, 2005).

The concept of burnout is one of the research topics that are widely discussed
because it affects the psychology of employees in the workplace and their attitudes
and behaviors towards both job and organization (Kerse, 2017). The concept of
burnout used by Freudenberger (1974) for the first time (Sezgin and Kiling, 2012) has
been described as “a state of mental and physical exhaustion caused by the
professional life of the individual”. According to this, employees with burnout become
unable to do what they expected in their job-related processes and relationships with
other people. This process leads to the loss of the energy and the organizational
commitment of the employees (Bakker, Demeroutin & Sanz-Vergel, 2014). In other
words, employees become inadequate in showing expected positive behaviors
towards job and relationships. Masclach and Jackson (1981) explain burnout, which is
credited to the literature by Freudenberger (1974), in three sub-dimensions of
emotional exhaustion, depersonalization, and lack of personal accomplishment.

Emotional Exhaustion: Emotional exhaustion, which is the first one of these
dimensions, emerges as a stress element. Emotional exhaustion refers to emotional
overdependence and exhaustion of one's emotional resources. Emotional fatigue,
weakness, energy loss, and depreciation represent the main features of this dimension
(Schwarzer, Schmitz & Tang, 2000; Siklar and Tunali (2012) point out that the person
in emotional exhaustion “has been indifferent to many feelings”. Kerse (2017) suggests
that the employee experiencing emotional exhaustion feels himself to be inadequate
and weak, which leads him to feel that he is unable to fully function, to think he is
being hindered, and to feel tense compared to the period he is not experiencing
emotional exhaustion.

Depersonalization: The second subdimension of burnout is depersonalization.
Depersonalization is defined as skepticism, irritability, loss of idealism, and negative
or inappropriate attitudes in relationships. Employees in this situation display
negative, insensitive, meaningless and overly irrelevant behavior towards other
people (Schwarzer et al., 2000).

Lack of Personal Accomplishment: The last dimension, lack of personal
accomplishment, is seen as a self-assessment dimension and is seen as a condition in
which employees cannot cope with low professional efficiency, low productivity or
ability, low morale, and job demands. In other words, the lack of personal
accomplishment represents a decline in employee competence and job achievement
(Schwarzer et al., 2000). Employees in this situation often feel weaker in their beliefs
of progress and feel the situation they are in going to worsen, and feel guilty about
themselves (Siklar and Tunali, 2012).

The concept of Burnout, which started to appear in the 1970s, became a subject of
interest to researchers (Budak and Siirgevil, 2013), and a number of studies were
conducted on both the elements that lead to burnout and the organizational
consequences of burnout. When the literature is examined, employees' expectations of
their organizations not being met, organizational conflicts, lack of participation in
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decisions, mobbing, lack of job security, length of working hours, role conflicts,
communication problems, and downsizing are among the reasons for burnout
(Eisenstat and Felner, 1984; Meier, 1983; Um and Harrison, 1998; Greenglass, Burke
and Fiksenbaum, 2001). In addition, they may feel emotional exhaustion (Kerse, 2017)
because they feel that there is no individual control in the tasks the employees
undertake and that they cannot change these tasks according to their personal interests
and abilities (lack of job competence). When we look at the studies on organizational
outcomes of burnout, burnout seems to negatively affect many positive organizational
variables such as intent to leave the work (For example, Onay and Kilci, 2011), job
satisfaction (for example, Ertiirk and Kegecioglu, 2012; Avsaroglu, Deniz and
Kahraman, 2007), organizational commitment (eg, Celep, Saridede and Beytekin, 2005,
Ozen and Mirzeoglu, 2006).

2. Cyberloafing

Although the frequency and extent are different, it is known that there are aberrant
behaviors in every workplace depending on various reasons. Aberrant workplace
behaviors occur in the form of theft, embezzlement, computer fraud, vandalism,
sabotage, absenteeism (Robinson and Bennett, 1995), which impacts efficiency and
productivity negatively. Almost all organizations encounter such problems at
different times and different extent, and managers spend intensive working hours to
solve the problem. One of the behaviors discussed in this context is cyberloafing.
Developments in computer and other mobile technologies with the possibilities
provided by internet connectivity have been influential in the increase of cyberloafing
behaviors. In this context, it is possible to evaluate the internet as a bilateral sword that
provides great convenience for employees to do business as well as becoming a source
of new problems (Zhang, Zhao, Liu, Xu, & Lu, 2015). In other words, the use of
technology and the Internet has increased the speed of the work done by the
employees, played a very important role in carrying out complex and multifaceted
transactions (Sampat and Basu, 2017) and on the other hand, it facilitated the spread
of cyberloafing behavior. In this context, cyberloafing refers to the preference of
behaviors such as the employee wasting his time or carrying out personal affairs
instead of using the opportunity provided by the internet (Jandaghi, Alvani, Matin &
Kozekanan, 2015). In other words, cyberloafing refers to the use of the internet for
personal advantage during business hours (Restubog et al., 2011). Examples of these
behaviors include receiving and sending non-business e-mails, surfing the internet for
non-business purposes, and downloading non-business-related information. Research
findings on the subject show that between 30% and 65% of internet usage in
organizations is not work-related and internet use increases the annual labor costs by
one billion dollars (Restubog et al., 2011). Vitak, Crouse, and Larose (2011) defined
cyberloafing as the internet and mobile technology use by employees for their personal
purposes, usually during working hours. When examining the definitions, it is
possible to say that the cyberloafing behavior requires the use of the internet and
technology, it takes place within working hours, and it is used for personal purposes.
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These three factors are only related to the tip of the iceberg. It is also necessary to add
the "intention" factor, which is much more important to determine this aspect of the
organizational output of cyberloafing, and it relates to the hidden part of the iceberg.

77 “” 77 1"

“Cyberloafing”, “cyberslacking”, “cyberbludging” (Lim and Teo, 2005; Henle and
Blanchard, 2008; Lim and Chen, 2009; Weatherbee, 2010; Mills, Hu , Beldona , & Clay,
2001; Vitak, Crouse, and LaRose, 2011) have been translated into Turkish as “sanal
kaytarma” and “siber aylakhik” (Kalayci, 2010; Kaplan and Ogiit, 2012; Ozkalp, Aydin,
& Tekeli, 2012; Yildiz, Yildiz and Ates, 2015). The concept was first used by Tony
Cummins, who wrote in 1995 in New York's daily news, and it gain fame after the
introduction to the literature by Lim (2002) based on the classification in Robinson and
Bennett's study at the same year (Jandaghi et al., 2015; Akin, Ulukdk, and Arar, 2017).
According to Lim (2002), cyberloafing behavior is one of the aberrant behaviors seen
at workplaces. In this context, cyberloafing damages the productivity of the
organization. From this point of view, the idea that employees consume their energy
and time is the basis of the managers' cyberloafing-related concerns (Lim and Teo,
2005).

2.1. Types of Cyberloafing

The prevalence of the use of the Internet and technology for non-business purposes
in organizations is one of the basic problems of each organization, and the annual
losses of organizations in these circumstances are in the millions of dollars. The time
cost is calculated as hundreds of hours per year differing for each organization. From
this point of view, cyberloafing has severe damages in the effectiveness and
productivity of organizations (Oriicii and Yildiz, 2014). Despite the extension of this
view, there are also researchers who argue that cyberloafing behaviors are usual
/common in organizations. According to advocates of this view, the internet produces
beneficial results as it provides new openings to employees and encourages creativity
(Candan and Ince, 2016). These two different approaches also lead to classifications
related to cyberloafing. While Lim (2002) categorizes virtual rescue behaviors as
website activity/web browsing and e-mail activity, Robinson and Bennett (1995) deal
with these behaviors in a dual way as significant and insignificant cyberloafing. Such
behaviors are classified as destructive, relaxing, and instructive by Anandarajan and
Simmers (2004); Van Doorn appears to classify them as cyberloafing activities and
cyberloafing behaviors (2011). Blanchard and Henle (2008) and Ozkalp et al. (2012)
have dealt with the cyberloafing behavior in tree classification of damaging, creative
and instructive. When the studies with cyberloafing are contemplated as a whole, it is
possible to show the classifications made as follows (Ince and Giil, 2011; Seckin and
Kerse, 2017):

1. In terms of individual and organizational consequences: Harmful and
harmless cyberloafing,

2. In terms of impact and consequences: Minor/secondary and
serious/significant cyberloafing,

3. In terms of ethical consequences: Ethical and unethical cyberloafing,



Seckin, Ozdemir, Tuncer | Analyzing the Cyberloafing of The University Employees With High...

4. In terms of time spent: Short-term and long-term cyberloafing,
5. In terms of legal obligation: Legal and illegal cyberloafing,
6. In terms of administration policy: Intolerable and tolerable cyberloafing.

While classification of cyberloafing is crucial in determining the problem, it may be
ineffective in forming a sufficient condition for the solution of the problem. Two issues
are essential in the solution delivery, which will result in the benefit of the organization
for the cyberloafing problem. First of all, it is necessary to look at the frequency and
the type of the cyberloafing behaviors. To make these determinations by operating the
right processes can guide the creation and implementation of appropriate policies in
the solution of the problem. On the other hand, the lack of tolerance from the
administration towards the cyberloafing behaviors that arise in the organizations
triggers the alienation of the employees against the organization, reduces the job
satisfaction, and destroys the creativity (Blanchard and Henle, 2008). Conversely, can
cyberloafing behavior prevent alienation, increase job satisfaction, and trigger
creativity? When looking at the literature, it is also discussed that cyberloafing might
have such an effect. Employees doing more creative work by improving their
knowledge and skills through the learning opportunities provided by the internet,
which Blanchard and Henle (2008) have addressed as insignificant cyberloafing, can
be addressed in this framework. Organizational managers can tolerate such behavior
if they are momentary. However, the constancy of such behaviors can play a critical
role in reducing the productivity of organizations (Demir and Seferoglu, 2016). Such
behaviors seem to cost organizations at least five hours per week of time loss and $ 54
million per year of job loss (Lee, Lee, and Kim, 2004). In their study, Ince and Gul
(2011), also reach similar finding supporting Blanchard and Henle. Researchers have
found that employees who display insignificant cyberloafing behaviors feel more at
ease and there is a decrease in their intentions to leave their job and an increase in their
work performance.

3. Research Method

The purpose of this study is to examine the cyberloafing behaviors of employees
experiencing a high level of burnout. In the literature, it is mentioned that people who
work in jobs that require constant interaction with other people are experiencing more
burnout (Durak and Seferoglu, 2017). For this reason, the sample of the research is the
academic and administrative employees working at a state University that constantly
interacts with students.

The data were collected in 2018 and the research consists of two parts. In the first
part, a quantitative approach has been adopted to find out the burnout levels of
participants. The second part of the study is designed as a qualitative research type
based on the purposeful sampling method, which allows for a more in-depth study in
cases where there are substantial data (Yildirim and Simsek, 2006). The interview
technique which is a qualitative research method has been used in this study aiming
to examine the frequency and types of cyberloafing behaviors of employees who suffer
from burnout syndrome.
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In the first part of the study, the Maslach burnout survey developed by Maslach and
Jackson (1981), which was adapted to Turkish by Ergin (1992), was applied to 114
academic and administrative employees working at a state University selected
through convenience sampling. Cronbach's alpha reliability value of the scale was
found as 0.672. This value can be considered as quite reliable in terms of research
conducted in social sciences (Yildiz and Uzunsakal, 2018).

At the end of the survey in the first part, participants were asked whether they could
give their support for qualitative research related to research, and they were asked to
give contact information (e-mail or mobile phone) to reach them if they supported.
After the first part of the study, the collected data were analyzed, and 17 participants
with the highest burnout level among the participants were identified for qualitative
research. In this context, the cyberloafing behaviors of the employees are examined
through the 3-question semi-structured interview form prepared by literature review.
In addition, general information about cyberloafing was provided to participants
before the interview form was filled out. With the interview form approach in the
research, time flexibility was given to the interviewer, and case analysis was tried to
be done by taking similar and different information (Bulug, 2007).

3.1. Findings Quantitative Research
Table 1. Demographic Data of Quantitative Research Participant

Demographic Features Frequency Percentage
Gender

Women 49 43
Men 65 57
Marital Status

Married 87 76,3
Single 27 23,7
Age

25 and under 1 0,9
26-34 52 45,6
35 and above 61 53,5
Administration Duties

Yes 22 19,3
No 92 80,7
Educational Status

Undergraduate 17 14,9
Post-graduate 16 14
Master’s 26 22,8
Doctorate 55 48,2
Professional Time

1-5 Years 43 37,7
6-10 Years 42 36,8
11-15 Years 7 6,1
16-20 Years 12 10,5
21 Years and above 10 8,8
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Employees

Academic Employee 79 69,3
Administrative Employee 35 30,7
Wish to Participate in Qualitative Research

Participant 50 43,9
Nonparticipant 64 56,1

According to Table 1, 43% of the participants were women, and 57% were men
76.3% of the participants were married, and 53.5% were over 35 years old. While 80.7%
of participants do not have any administration duties, 36.8% have 6-10 years working
experience. 69.3% of the participants are academicians, and 48.2% have doctorate
degrees. In response to the question asked to indicate their willingness to support the
qualitative research that constituted the second part of the study, 43.9% of participants
stated that they wanted to participate in qualitative research.

Table 2. Burnout Averages of Quantitative Research Participants

Dimensions Items N X S
Emotional I feel emotionally distant from my job 114 | 2,42 | 1,29
Exhaustion I feel exhausted at the end of workday 114 | 3,02 | 1,16
T.he idea that I would be starting a new workday makes me feel 14 | 256 | 1,15
tired
Working with people all day is really a strain for me 114 | 2,31 1
I feel that my job has consumed me 114 | 2,39 | 1,01
I think my job has disappointed me 114 | 2,39 1,2
In my job, I feel I'm working above my strength 114 | 2,94 | 0,96
Working directly with people is causing too much stressonme | 114 | 2,49 | 1,01
I feel very helpless myself 114 | 2,08 | 1,11
Depersonalization | Ifeel like I treat to some of the people I serve as an object 114 | 2,12 | 1,11
Since I started this profession/job, I feel like I harden against 114 | 2,40 | 1,09
people
Im.havmg a hard time because this job makes me emotionally 114 | 227 1
solid
I really don't care what happened to some of the people Iserve | 114 | 1,97 | 0,89
I feel the people I serve blame me for some of their problems 114 | 2,33 | 1,07
I ca‘n easily .understand what the people I serve are feeling in 114 | 229 | 921
various topics
I mak.e lots of effort to solve the problems of the served people 114 | 218 | 027
effectively
I. fgel I'have influenced other people's lives positively with my 114 | 2,40 | 956
Lack of personal |- 1°
accomplishment I feel very energetic myself 114 | 2,97 | 1,025
I can easily provide a comfortable atmosphere for the people I 114 | 2,50 | 874
serve
I feel self-relieved after working closely with the people Iserve | 114 | 2,49 | 961
I achieved many valuable things in this profession 114 | 2,54 | ,960
I deal with emotional problems in my job with great calmness 114 | 2,60 | ,946
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When the averages of answers to the questions about the burnout behaviors of the
academicians and administrative employees (table 2) participating in the research are
evaluated, the highest average in emotional exhaustion dimension is "I feel exhausted
at the end of the workday" (X = 3,02) and the lowest average is "I feel very helpless
myself" (X =2,08). Among the expressions related to the depersonalization dimension,
the highest average is "Since I started this profession/job, I feel like I harden against
people" (X =2.40), whereas the lowest average is the statement that "I really don't care
what happened to some of the people I serve" (X=1.97). In the case of items related to
lack of personal accomplishment, the lowest average is “I make lots of effort to solve
the problems of the served people effectively” (X = 2.18), while the highest average is "
I feel very energetic myself” (X =2.97).

3.2. Findings of Qualitative Research
Table 3. Demographic Data of Qualitative Research Participants

Demographic Features Frequency Percentage
Gender

Women 6 35,3
Men 11 64,7
Marital Status

Married 13 76,5
Single 4 23,5
Age

25 and under 0 0
26-34 7 41,2
35 and above 10 58,8
Administration Duties

Yes 2 11,8
No 15 88,2
Educational Status

Undergraduate 1 5,9
Post-graduate 3 17,6
Master’s 5 29,4
Doctorate 8 47,1
Professional Time

1-5 Years 5 29,4
6-10 Years 9 52,9
11-15 Years 1 5,9
16-20 Years 2 11,8
21 Years and above 0 0
Employees

Academic Employee 13 76,5
Administrative Employee 4 23,5
Device used to access the Internet

Workplace Computer 9 52,9
Personal Device 2 11,8
Workplace and Personal 6 35,3
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According to Table 3, 35.3% of the participants are women, and 64.7% are men.
76.5% of the participants are married, and 58.8% are over 35 years old. While 88.2% of
the participants do not have any administration duties, 52.9% have 6-10 years of
working experience. 76.5% of the researchers are academicians, and 47.1% have
doctorate degrees. It was determined that 52.9% of the participants used workplace
computers to access the internet.

Table 4. Burnout Averages of Participants in Qualitative and Quantitative Researches

Participants of Qualitative Research Participants of Quantitative Research
N X N X
17 2,87 114 2,44

When the data in Table 4 are evaluated, it is seen that the burnout averages of
participants in the qualitative research (X = 2,87) is higher than the quantitative
research participants (X = 2.44).

The analysis of the qualitative research data constituting the second part of the
study was made according to the themes arranged fittingly for the purpose of research
by the researchers. In this context, various types of cyberloafing in the literature have
been examined, and then the interpretation and analysis of collected data based on
cyberloafing themes "internet surfing and e-mail activities" (Lim, 2002) and "recreative
and instructive" cyberloafing categorized by Anandarajan and Simmers' (2004) was
performed. In this section, the questions directed to the participants are;

e What do you generally do via internet during business hours?
e What are the reasons that lead you to these activities on the Internet?

e What are your views on the benefit-loss relationship of internet activities you
do during business hours?

The answers to the first question directed to interviewers in the framework of
qualitative research were analyzed according to the themes "surfing on the Internet”
and "e-mail". When the views towards these themes were examined, it was understood
that almost all of the participants partook in these activities. In examining what kind
of surfing, it is understood that the vast majority of participants follow social media
accounts and share through various social media tools and e-mail addresses. It was
also found that some of the participants read newspapers, browsed shopping sites,
and, in a few cases, watched the series and movies. It has also been understood that
especially the academic employees is involved in the research of theses, books, and
articles for personal development purposes. One participant says; "I enter Google
Scholar at the time I work on the thesis and I try to access the library databases.
Sometimes, I follow videos on Youtube for the requirements like the lesson,
presentation, etc.", and it is an example of this situation. Interestingly, however, the
lack of views on the corporate website is noteworthy. It is also noteworthy that a
significant number of participants have read daily newspapers on the Internet and
others have watched videos of social and political life. This situation shows that the
participants try to be up-to-date. Participants include paying bills and EFT transactions
among the reasons for using the Internet. They explained the reason for doing these
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things at work as saving time. Based on the views of the participants, it was also
understood that there is unnecessary internet use. One of the participants supports
this statement by saying "I surf the internet aimlessly".

When the participant's views on the cyberloafing theme of "surfing on the internet
and e-mail" are examined above, it is understood that the participants use the internet
for different reasons and they send and receive personal or corporate e-mails.
Participants also use social media tools, and the most used tools are social media
platforms such as Facebook and YouTube. It can be said that the academic and
administrative employees have different surfing on the internet because of their
position and purpose.

The answers to the second and third questions directed to the interviewers in the
framework of qualitative research were analyzed according to "recreative, entertaining
and instructive cyberloafing themes". When the collected data are examined in the
context of a recreative cyberloafing theme, it is understood that the vast majority of
participants watch various funny videos and listen to music to clear their head, to
reduce stress, and to feel better. In this context, a participant supports the statement
above by saying, "I usually use the internet because I feel relieved when I feel bored."
However, the majority of the participants declared that they did not use the
entertaining activities very profoundly. Some of the participants said they enjoyed
sharing things on social networking sites with their friends, while others said they
were trying to relieve themselves by listening to music, watching videos and visiting
news sites.

It has been determined that the most used social media tool for entertainment
purposes is YouTube. Some of the participants also stated that their academic activities
help them feel good. Apart from these, another participant who emphasizes the
entertaining and relaxing nature of the internet sees the internet as a tool for
eliminating burnout by saying, "At the moment I am overwhelmed, I see the internet
as a salvation". It is essential to this situation corresponds to the research purpose.

When the opinions of the interviewers on the theme of "entertaining cyberloafing"
were examined, most of the participants stated that they enjoyed the entertaining
aspect of the internet to relieve themselves. "Watching various videos" remark as one
of the most entertaining activities.

When the data obtained from qualitative research is examined, it is understood that
the vast majority of participants benefit from "instructive cyberloafing".
Administrative employees declare that they use the internet to improve themselves on
issues related to institutional legislation and other legal matters, while academic
employees have expressed that they are making more use of the internet in terms of
academic development. Academics have used various databases for their personal and
academic development to scan documents such as theses, books, articles, etc., and have
used the internet as a source of information in their academic development. One of the
participants declared that he uses YouTube, which the other participants used more
for entertainment purposes, to improve themselves by watching various conference
and course videos. In addition, two of the participants said that an academic needs
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internet to improve himself/herself not only about his / her field but also in other fields.
One of them emphasized the importance of developing in different fields by saying, "I
don't think it is enough that the academics have knowledge only about their field".
One of the participants said that they benefit from the instructive aspects of the quite
few and gave various examples of this. In one of these examples, many scientists who
have social media accounts transmit their work from this medium to other users, and
he also has benefited from it too. One of the participants stated that "I think that being
at the internet / PC day all day is harmful because it is getting people out of social life
and tearing ties with everyday life", and another participant draws attention to the
physical damages of long-term use of technology. These are examples of participants'
explanations for the harms of technology use. One of the participants noted the
harmful direction of such Internet-based activities, emphasizing that it takes too much
time to surf the Internet. One participant noted that another problem with surfing the
internet is the isolation of people, which is a crucial finding for this study in terms of
burnout.

In general, when participants' views on the instructive cyberloafing theme are
examined, it is understood that most of the participants view the internet as a very
educational medium. It has been discovered that academic and administrative
employees use the internet to increase their knowledge about their field. In addition,
it is understood that academicians benefit from the internet for their improvement
outside their own fields.

Conclusion

The use of technological tools and the internet has become an indispensable part of
individual and organizational life. Although positive contributions of internet and
technology use are very prominent in business life, it is also known that it opens the
door to controversial areas. One of the complex problems of organizational life, the
phenomenon of burnout, leads employees to behave differently. Proposals for
combating the adverse effects of the burnout phenomenon at the organizational level
are frequently discussed. In this context, Kerse (2017) found that emotional exhaustion
decreases when employees feel they have personal control over tasks they undertake
and if they can change these tasks according to their personal interests and abilities
(task competence). The findings of Naktiyok and Karabey (2005) that the increase in
the level of workaholism increases mental, physical and emotional exhaustion draws
attention to the delicacy of the matter. One of the issues addressed in the context of the
intermediate variables to remove organizational burnout is the perception of
organizational justice. In their study, Meydan Sesen and Basim (2011) and Yeniceri,
Demirel and Seckin (2009) have pointed out that the perception of justice has an effect
on decreasing the burnout feelings of the individuals. The proposition of the Meydan
(2011) suggesting that burnout levels of individuals have an impact on impression
management tactics is also very important. As a result of analyzing the answers to the
qualitative questions directed to academic and administrative employees with high
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burnout level in the study, it has been determined that participants with high burnout
level;

e They benefit from the entertaining aspect of the virtual environment to clear
their head, relieve stress, and feel better about themselves,

e They have benefited from the usefulness of the virtual environment to
increase their knowledge of their field,

e Almost all of the participants are engaged in many virtual activities such as
internet browsing, banking operations, news update, and aimless browsing.

These findings in the study indicate that employees with high levels of burnout tend
to consider cyberloafing behavior during working hours. Hardiani, Rahardja, and
Yuniawan (2017) also found that burnout affects cyberloafing in a similar way. Aghaz
and Sheikh (2016) found a meaningful and significant relationship between burnout
and cyberloafing. When the studies on the subject are examined, it is seen that opinions
about cyberloafing are clustered in different dimensions in the context of positive or
negative effects.

It is known that the academic employees in universities often use the internet for
research purposes. Considering factors such as time constraints, fatigue, and
workload, it is understood that academic and administrative employees show
behaviors such as messaging during the day, making bank transactions, browsing
shopping sites. Particularly, it is seen that academic employees frequently use the
internet during the day because they are carrying out their scientific studies during
working hours. It seems difficult for organizations to interfere with employees'
cyberloafing behavior on the internet. Instructive and recreative cyberloafing
behaviors can be effective in generating conclusions for the benefit of the organization,
contrary to what you might think. In addition to this, organizational outcomes can be
negatively affected because the organization's employees overspend their time in
activities such as browsing the internet, playing games, messaging, surfing various
sites during working hours. Such a result would adversely affect the performance of
the employee/organization, so the use of the internet at the harmful level should not
be allowed. However, it is not easy to determine the limits of harm. Taking all these
facts into account, the measures that directors should take are as follows:

e The prevalence and cause of burnout cases among employees should be
investigated. Accurate determination of the causes of burnout will facilitate
management to take precautions,

e The workload of the employee must be considered, the manager should be
flexible in matters that may be tolerable, and the stress factors should be
assessed,

e Communication problems originating from manager-employee and
employee-employee relationships should be identified. Communication-
based problems among employees cause their isolation, and communication
problems trigger problems in relationships. Because of these problems,
employees can tend to cyberloafing behaviors over the internet. In this
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context, the development of relationship-based relationships should be
encouraged,

e It should be paid attention to sharing information about employees' research
on the job they do on the internet. In this context, instructive and recreative
cyberloafing behaviors should be controlled rather than hindered.
Organizational politics should be produced to prevent employees from
cutting off their initial work for cyberloafing, even though it is instructive,

e Informative meetings on cyberloafing should be held, and some training
could be provided if necessary. The effects of employees' cyberloafing
behavior on the individual and organizational performance should be
assessed, and any possible adverse effects should be shared with employees,

e The frame of sanctions related to the subject should be described and shared
with employees. In this context, administrators should clearly define their
policy,

e Instead of forbidding the act of cyberloafing altogether, administrators
should exclude instructive and recreative cyberloafing from sanctioning
practices in a way that does not hinder the actual work.

The fact that the sample of the study consist of a limited number of academic and
administrative staff working for a public university constitutes an important
constrains. Hence, it is recommended for future studies to expand the number of
participants and to include the employees of private universities.
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Oz
Bu calismanin amaci, akilli telefon kullanim motivasyonlariin geng tiiketicilerin reklami izleme ve
degerlendirme siiregleri iizerindeki etkilerini incelemektir. Bu baglamda, Aksaray Universitesi'nde

Anahtar Kelimeler: Ogrenim hayatina devam eden 263 Ogrenciye yonelik bir alan arastirmasi gerceklestirilmistir.
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Motivasyon mesajina akis deneyiminin satin alma niyetleri tizerinde etkili olmadig1 saptanmustir. Diger taraftan,
iiniversite genglerinin akilli telefon reklamlarina iliskin akis deneyimlerinin, reklam degeri iizerinde
Makale tiirii: olumlu sonuglar1 oldugu anlagilmistir. Ayrica, akilli telefon kullamim motivasyonlarindan “marka
Aragtirma imajimin”, akis deneyimi ve reklamin deger algisi {izerinde anlamli bir etkisinin oldugu saptanmistir
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Bilgi ve iletisim teknolojilerindeki gelismeler, insanlarin teknolojik araglardan
faydalanma seklini durmaksizin degistirmektedir. Ornegin, akilli telefonlar insanlarmn
iletisim kurma, bilgi arama, eglenme ve giinliik yasamlarim1 yonetme bic¢imlerinde
kokli bir degisiklige yol acmistir. Ayrica, gelistirilen igletim sistemleri, her giin
yenisiyle karsilastigimiz ilgi ¢ekici uygulamalar ve markalar aras: rekabetin tiiketim
davraniglarma yansimasiyla kullanici sayisinda dikkate deger bir biiytime
gozlenmistir (Park, Kim, Shon ve Shim, 2013, s. 1763). Kiiresel 6lgekte faaliyet gosteren
We Are Social aragtirma kurulugsunun “Dijital 2020” raporuna gore, diinya genelinde
5,19 milyardan fazla insan akilli telefon kullanmaktadir ve kullanic1 sayisi bir 6nceki
yila gore 124 milyon (yiizde 2,4) artmustir (We Are Social Inc., 2020). Bu artisin
ontimiizeki yillarda da ayni ivmeyle devam edecegini sdylemek olanaklhidir.

Akallr telefonlar, internete baglanma, e-posta ve sosyal aglarda digerleriyle vakit
gecirme olanag1 sunarak modern hayatin iginde iletisimi kesintisiz kilmaktadirlar
(Montag, 2015, s. 2). Internet ve sosyal ag erisimine imkan taniyan akilli telefonlar,
teknolojik bir aygitin ¢ok Gtesinde bir anlama biirlinmiislerdir. Eglence ve alternatif
bir diinya arayisindaki bireylere dijital bir kimlik sunmanin yaninda, kullanicilarma
internet tizerinden alisveris yapma ve finansal durumlarmi yonetme olanagi da
tanimaktadirlar (Gokgearslan, Mumcu, Haslaman ve Cevik, 2016, s. 639). Cagimizda,
akill1 telefonlar yas, cinsiyet ve egitim durumu fark etmeksizin tiim tiiketici
gruplarinda giinliik pratiklerin bir gerekliligi olarak goriilmektedir. Oniimiizdeki
yillarda akilli telefon sahipliginde artis beklenmekle birlikte, diinyanin bir¢ok
tilkesinde akilli telefon kullanimina ayrilan siire internet kullanimina oranla artis
gosterme egilimindedir. Bu baglamda, akilli telefonlarin bireyler icin yalnizca
teknolojik bir aygit olarak islev gormedigi, bunun yaninda, farkli sembolik anlamlara
da sahip olan bir arag olarak 6nem kazandig1 ifade edilebilir (Persaud ve Azhar, 2012).

Diinya genelinde akilli telefon pazarinda doyum noktasina ulasilmakla birlikte
markalarin pazarlama ¢abalarmin da ayni oranda hiz kazandig1 goriilmektedir.
Markalar giintimiizde pazar paylarmi artirmak icin iletisim stratejilerine farkl: reklam
tekniklerini dahil ederek daha dinamik teklifler ve kampanyalar sunabilmektedirler
(Martins, Costa, Oliveira, Gongalves ve Branco, 2019, s. 379). Bu nedenle akilli telefon
reklamlarinin, tiiketici satin alma karar siirecinde 0nemli bir ikna araci oldugunu
sOylemek miimkiindiir. Ayrica, pazarlamacilarin akilli telefon reklamlarinin satin
alma niyetine etkileri konusunda tiiketici i¢ goriilerine iliskin ¢alismalar yaptiklari
bilinen bir gergektir. Kim ve Han’a (2014) gore tiiketicilerin akilli telefon tercihlerini
etkilemek amaciyla tasarlanan reklamlar giderek daha kabul edilebilir seviyede
bilgilendirici ve kullanici imaji sunan bir igerige doniistirken, tiiketicilerin yalnizca
fonksiyonel bilgilerle donatildig1  enformasyonel reklam yaklasimlariyla
yetinmedikleri goriilmektedir.

Akillr telefon reklamlarinda sunulan gelismis 6zellikler, teknolojik yenilikler ve
bununla birlikte vaad edilen imaj; tiiketiciler tarafindan yogunlasan dikkat,
odaklanma ve ilgi ile sonug¢lamaktadir. Bu durum, tiiketicilerin herhangi bir mecrada
telefon reklamlarina maruz kaldiklarinda akis deneyimini yasamalar1 anlamina
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gelmektedir. Mesaj motivasyonu ve stirekli dikkatle iliskilendirilen akis deneyimi
beraberinde reklam ve markaya yonelik tutumun ortaya ¢ikmasini saglarken satin
alma davraniglar1 iizerinde de onemli bir etkiye neden olabilmektedir. Ayrica,
algilanan reklam degeri ve tiriiniin reklamdaki konumlandirmas: algilanan tiiketici
imajina da katki saglayabilmektedir. Bu ¢alismada, 6zellikle geng tiiketicilerin akilli
telefon reklamlarma verdikleri tepkiler incelenmektedir. Maruz kaldiklar
reklamlarda kendilerine iletilen mesajimn algilanan imaja katkisi, reklama gosterdikleri
ilgi, reklama yonelik tutumlar1 ve satin alma niyeti arasindaki iligkiler incelenmistir.
Boylece, tiiketicilerin akilli telefon reklamlarinda iirtinle iliskilendirdikleri 6zelliklerin
davranigsal niyetlerle iligkisinin anlasilmasi amaglanmaktadr.

1. Literatiir Taramasi

1.1. Akis Teorisi ve Reklama Akis Deneyimi

Csikszentmihalyi (1975, s. 137) Akis Teorisi'ni, “bireylerin tiim bilissel
kapasitelerini bir etkinligi tecriibe ederken kullandiklar1 ve biitiiniiyle o ana
yogunlastiklar1 zihinsel motivasyon halini” agiklamak amaciyla gelistirildigini

“”

belirtmektedir. Bu durum, bireyin i¢inde bulundugu zihinsel akis deneyimini
eglenceliydi”, ... zevkliydi” seklinde betimlemesiyle birlikte arzulanan bir etkinlige
doniismektedir (Csikszentmihalyi, 1997; Sherry, 2004). Bireyler, akis durumunda
halihazirdaki faaliyetlerine kapilirlar ve dikkatlerini yalmizca etkinligin kendisine
odaklarlar (Kim ve Han, 2014, s. 258). Ayrica, karsilasilan zorluklara verilen biligsel
tepkiler bireyin, o anin tadini ¢ikarmasini ve doyuma ulasmasin saglamakla birlikte,
bireye becerilerini gelistirmesi ve 6zgiliven insa etmesi baglaminda benligini gelistirme

firsat1 da sunar (Csikszentmihalyi ve LeFevre, 1989, s. 816).

Akig, insan yasaminda miimkiin olan en iyi duygular1 ve en keyifli deneyimleri
varolusun temel bileseni olarak gosterir. Tanimi geregi akis deneyimi, bir bireyin
biligsel olarak verimli, motive olmus ve mutlu hissettigi psikolojik bir durumdur
(Martins vd., 2019, s. 379). Birey i¢inde bulundugu bu psikolojik siiregte farkl zihinsel
deneyimler elde eder. A¢ik bir hedefe odaklanma, geri bildirim, zorlayic1 problemleri
¢oziime kavusturma, 0z biling kaybi, zaman kavraminin doniisiimii bunlardan
bazilaridir (Nakamura ve Csikszentmihalyi, 2009, s. 90). Ayrica, yiiksek beceriler
gerektiren durumlarda motivasyonu artan bireyler calisma konusunda daha olumlu
hissetmektedirler. Boylelikle, kisisel tatminin bir 6diile doniismesiyle birlikte zorlu
durumlar: deneyimleme egilimi, diger bir ifadeyle, “ototelik kisilik” kavrami ortaya
cikmaktadir (Csikszentmihalyi, 1975, s. 145).

Ote yandan, satin alma davranigina ve diger davranigsal niyetlere etkileri
baglaminda yapilan arastirmalarda, akis deneyiminin tiiketicilerin kararlar: tizerinde
onemli bir rol oynadig1 dogrulanmistir (Korzaan, 2003; Luna, Peracchio, ve de Juan,
2003; Martins vd., 2019; Siekpe, 2005). Akis kavrami, bireyin etkinlik ya da bir reklam
mesajiyla biitiinlestigi, reklamin hikayesinden keyif aldig1 anlarda elde ettigi optimal
deneyimlerdir. Bu bakimdan, tiiketiciler etkinlige kapildiklarinda ilgisiz diisiinceler
ve algilardan soyutlanirlar; ayrica, gevrelerindeki diger uyaricilara ¢ok diisiik
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seviyede tepki verirler (Ghani ve Deshpande, 1994; Lee ve Jeong, 2012). Bu bakimdan
mesaj ilginligi bireyin akis deneyimine girmesine olanak tanimakta ve tiiketicilerin
icinde bulunduklar1 bu durumu olumlu bir degerlendirmeyle tasvir etmelerini
saglamaktadir. Bu baglamda bireyin konsantrasyonu satin alma davranislarinin
gerceklestirilmesi agisindan onemli bir akis deneyimi gostergesine doniismektedir
(Koufaris, 2002, s. 209). Ayrica, reklam mesajina yonelik stirekli dikkatin besledigi
yogunlasma, {iriin ve markaya iligskin bilgilerin i¢sellestirilmesini saglayabildigi gibi,
bu durum, tiiketicilerin satin alma kararlarinda daha hizli ve aktif davranmalarim
kolaylastirabilecektir. Bu nedenle, bireyin ortaya koydugu yiiksek motivasyonun
reklam degeri algis1 ve devaminda satin alma davranisina iligkin niyetler {izerinde
olumlu bir etkiye sahip oldugunu diistinmek miimkiindiir.

1.2. Reklam Degeri

Teknolojiye uyum ve onun kullanimin1 anlamaya yonelik calismalarda siklikla
basvurulan modellerden birisi “Teknoloji Kabul Modeli (The Technology Acceptance
Model — TAM)”dir (Bagozzi, 2007, s. 248). Algilanan kullaniglilik (PU — Perceived
Usefulness) ve algilanan kullanim kolaylig1 (PEOU - Perceived Ease of Use) seklinde
iki degiskeni temel alan model, bu iki faktor arasindaki iliskinin davramigsal niyet
tizerinde belirleyici bir rolii oldugunu onermektedir (Davis, 1989, s. 325). Algilanan
kullanighlik (PU), potansiyel kullanicilarin teknolojinin deneyimi gelistirdigine
yonelik 6znel degerlendirmeleri seklinde tanimlanirken; algilanan kullanim kolaylig:
(PEOU) kullanicilarin teknolojiye olan uyum siireclerinde sergileyecekleri ¢abaya
atifta bulunmaktadir. Modelde, algilanan kullanim kolayligmin algilanan
kullanighlig etkiledigini dolayisiyla da teknolojinin, davranigsal niyeti belirledigini
one stirtilmektedir (Park, Kim ve Shon, 2013, s. 1764).

Algilanan kullanighilik ve algilanan kullanim kolaylig: biligsel tepkilerin ortaya
¢itkmasini saglayan Teknoloji Uyum Modeli (TAM) degiskenleridir (Koufaris, 2002).
Bu durumda, davranigsal niyetlerin yalmizca fonksiyonel faydalarm bilesimi
sonucunda ortaya c¢ikamayacagr diistincesi tiiketicilerin sergiledigi diger tepkileri
incelemeyi gerektirmektedir. Ornegin, Ducoffe (1995) tarafindan ortaya atilan Reklam
Degeri Modeli'nde, reklama yonelik tutum tanitimi yapilan fonksiyonellik ile
iliskilendirilmis ve tiiketicilerin algiladig1 tiim yararlara dikkat c¢ekilmistir. Bu
baglamda, reklam degeri, “reklamin tiiketiciler i¢in goreceli degerinin ya da
faydasmin 6znel bir degerlendirmesi” olarak tanimlanmaktadir (Ducoffe, 1995, s. 1).
Reklam degeri modeli, 1940'larda radyo ortaminin etkinligi tizerine yapilan bir
calismada gelistirilen Kullanimlar ve Doyumlar Teorisi {izerine insa edilmistir
(Sinkovics, Pezderka ve Haghirian, 2012, s. 23). Ducoffe (1995, s. 3), hangi niteliklerin
bir reklami1 degerli kildigini anlamak tizere, kitle iletisim araglarinin etkisiyle ortaya
cgtkan dort temel oOnciil belirlemistir. Bilgilendirme, eglendirme, aldatma ve
ofkelendirme seklinde siralanan bu 6nciillerden ilk ikisi (bilgilendirme ve eglendirme)
reklam etkinliginde bir artisa olanak tanirken, aldatma ve 6fkenlendirme ise olumsuz
etkilerin goriilmesine neden olmaktadir. Ancak dort onciilin de reklamin
degerlendirilmesi asamasinda bir baslangic noktasim1 temsil ettigini sOylemek
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miimkiindiir. Ducoffe (1996, s. 21) hoslanma ya da sevme bic¢iminde ifade edilen ve
marka tutumlari tizerinde etkisi oldugu diisiiniilen reklam tutumlarinin aksine reklam
degerinin ¢ok daha kapsamli bir kavram oldugunu ifade etmektedir. Reklam, medya
iceriginin Onemli bir parcast oldugundan, oOzellikle eglence niteligi tiiketiciler
acisindan onemli bir reklam degeri kaynagima dontismektedir. Reklamin bu 6zellikler
itibariyle olumsuz olarak degerlendirilmesi, reklamverenlerin tiiketicilerle degisim
iliskileri kurma cabalarmi engelleyen "reklami atlama" ya da “karsit diisiince
gelisimi” gibi riskli tiiketici tepkileriyle yiizlesmeyi gerektirebilmektedir. Ancak,
reklam degerinin olumlu yonde yiikselmesi, diger etkilerle biraraya geldiginde,
reklama yonelik olumlu tiiketici tutumlarina katkida bulunan bir ¢kti olarak
degerlendirilmektedir (Ducoffe, 1995, 1996; Martins vd., 2019).

Ote yandan, bilgilendirici rol, reklamimn tiiketicileri alternatif tirtin Ozellikleri
hakkinda bilgilendirebilmesi yetenegine atifta bulunur. Bu yoniyle, reklamm
bilgilendirme islevi tiiketici istek ve ihtiyaglariyla marka vaatlerinin bulusmasim
saglar. Boylece piyasa kosullarinin saglikli bir sekilde ilerlemesi saglanir (Dao, Le,
Cheng, ve Chen, 2014, s. 274). Ayrica, tiiketiciler bir reklam mesaj1 ile karsilastiklarinda
biligsel bir siirecten gecerek duygusal tepkiler gosterirler ve reklama yonelik giiven
algis1 gelistirirler (Zha, Li ve Yan, 2015, s. 522). Bu siireg, tiiketicilerin markalara
olumlu ya da olumsuz tepkiler vermesinin altindaki en Onemli etkenler olarak
goriilebilir. Dolayisiyla reklam degeri, reklam etkinliginin bir ol¢lisiidiir ve reklami
yapilan driinlerle ilgili bir miisteri memnuniyeti gostergesi olarak hizmet
edebilmektedir (Ducoffe, 1995, s. 1). Bu nedenle mevcut ¢alisma, reklamda sunulan
urtinlerin fonksiyonel niteliklerinin yaninda iirtinlere iliskin imaj algilarmin da akillt
telefon reklam degerine katkida bulunup bulunmadigini1 sorgulamaktadir. Boylece
reklamlara yonelik tiiketici tepkilerinin ve davranissal niyetlerin ne dl¢iide degistigini
ortaya koymay1 amaglamaktadir.

1.3. Akilli Telefon Kullanim Motivasyonlari

Teknolojik ilerlemenin hiz kazandig1 cagimizda akill telefonlar nemli dontistimler
gecirmektedir. Oyle ki, teknolojinin ve ilerlemenin somutlastirilmasinda birer sembole
evrildiklerini ifade etmek miimkiindiir. Akilli telefonlar kesintisiz iletisime olanak
tanimas: ve kolay tasmabilirligi nedeniyle, glinimiizde insanoglunun yanindan
ayirmadigr ve gunliik pratikleri igerisinde yogun sekilde kullanageldigi bir aygt
konumundadir. Ayrica, saglik hizmetleri, bagimsiz yasam, daha az izolasyon, aile ve
arkadaslarla daha yakin baglar, basitlestirilmis ticaret ve daha pek ¢ok alanda insanlar
icin yasam kalitesini iyilestirmede biiyiik bir potansiyele sahiptirler (McGaughey,
Zeltmann, ve McMurtrey, 2013). Bu nedenle, ilerleyen donemde de akilli telefonlarin
hem is hem de kisisel hayatimizda 6nemli bir rol oynamaya devam edecegini
soylemek yanlis olmayacaktir. Hayat1 kolaylastirmasinin yaninda akilli telefonlarin
islevsellik, imaj ve tasarim yoniinden kullanicilar1 motive ettigi ifade edilebilmektedir
(Filieri ve Lin, 2017). Teknoloji kullanim motivasyonlari iizerine yapilan ¢alismalarda
ise bu temel Ozelliklerin farkli baglamlar dahilinde calisildiklar1 anlasilmaktadir.
Ornegin, akilli telefonlarin kullanim motivasyonlari arasinda eglence ve anlam arayist
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(Hong ve Tam, 2006; McLeod, 2009), kullanighilik ve tasarim (Conci vd., 2009), imaj ve
bilinirlik (De Vries, Gensler ve Leeflang, 2012, s. 84), saglamlik ve iirtin 6zellikleri
(Renaud ve Biljon, 2010) gibi nitelikler siralanmaktadir. Dolayisiyla mevcut ¢alisma
asagida aciklanan akilli telefon kullanim motivasyonlarindan “tasarim, algilanan kalite
ve marka imajimin”, reklam degeri ve akis deneyimi ile iligkili olabilecegini
varsaymaktadir.

1.3.1. Uriin Tasarum

Uriin ya da markaya ait estetik unsurlar, teknik 6zelliklerin standart hale geldigi bir
pazarda, tiiketicilerin satin alma karar stireclerinde onemli bir gorev tistlenmektedir
(Dospinescu ve Florea, 2016). Ogzellikle rekabet yogun bir pazarda tiiketicilerin
dikkatinin ~ ¢ekilmesi Onemli Olglide tasarima dayali bir yaklagimla
gerceklestirilmektedir. Ayrica iiriine ait tasarimsal 6geler, markanin iletisim stratejileri
baglaminda &nemli bir anlam {istlenmektedir. Ornegin Apple markasmn ilk
Macintosh stirtimii, kompakt tasarimai ile kullanim kolayligini hedeflemis, yaraticilik
ve sicakligin antropomorfik bir anlatimini gergeklestirmistir. Dolayisiyla tasarim,
marka kimliginin insa edilmesine 6nemli bir katki sunarken, gii¢lii bir kurumsal
felsefenin gelismesinde de oncii bir rol oynamaktadir (Bloch, 1995, s. 20).

Ote yandan, iistiin bir tasarima sahip olan markalarm kullanimi tiiketici
memnuniyet algismi gelistirebilmektedir. Estetik ve tasarim kalitesinden yoksun
urtinler ise tiiketicilerin markadan uzaklasmasima neden olabilmektedir (Noble ve
Kumar, 2010). Lawson (2005, s. 43), bu durumun ortaya ¢ikmasini insanlarin her an
akill1 telefonlarla vakit geciriyor olmasma baglamaktadir. Tiiketicilerin gilinliik
pratiklerinde Onemli bir kullanim sikligina ulasan akilli telefonlarm, tasarim
yoniinden bu fonksiyonelligi destekledigi diistintilebilmektedir. Ayrica tasarim ve
estetik 6gelerin uzun vadeli etkileri de bulunmaktadir. Uriin yasam egrisi markalar
acisindan kagmilmaz bir stireg olarak goriinse de, estetik degerler bakimindan giiglii
ogeler barindiran markalar, tiiketiciler ve potansiyel kullanicilarin markayi tercih
etmeleri tizerinde onemli bir etkeni temsil etmektedir (Bloch, 1995, s. 20). Dolayisiyla
renk, sekil, doku, malzeme kullanimi gibi estetik unsurlarin reklamlarda sunulmasiyla
tiiketicilerin reklama yonelik akis seviyeleri ve reklama yonelik deger algis1 gelistirme
ihtimali artmaktadir.

1.3.2. Algilanan Kalite

Tiiketici satin alma kararlarinda onemli bir rol oynayan diger faktor tiriin ya da
markaya iliskin genel kalite algisidir. Tiiketicilerde kalite algisinin olusmasim
saglayan nitelikler ise gesitlilik gostermektedir. Fiyat, renk, koku, tarz, boyutlar gibi
uriin karakteristikleri, ambalaj, {iretici firma ve marka imaji, marka iletisimi, viral
enformasyon ve kullanici deneyimleri bunlardan bazilaridir. Aaker’e (1991) gore
algilanan kalite markanin topyekun degerlendirilmesi neticesinde ortaya ¢ikmakta ve
tiiketicilerin marka tercihlerini Oncelikli olarak etkilemektedir. Ayrica marka
agisindan  Onemli bir rekabet ve farkhilastirma avantaji sunarak yiiksek
fiyatlandirabilme yetenegine katkida bulunmaktadir. Boylece markanin saglikli bir
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sekilde genislemesine olanak taniyabilmektedir (Alhaddad, 2015, s.1). Ayrica marka
sadakatinin olusturulmasinda temel faktorlerden birisi olarak goriilmektedir
(Biedenbach ve Marell, 2010, s.448). Kirmani ve Zeithaml’a (1993, s. 144) gore, mesaj
stratejisinden {irtin dagitimina kadar marka mimarisinde yer alan tiim bilesenler birer
kalite Onciilii olarak tamimlanabilmektedir. Bir diger ifadeyle, algilanan kalite
tiiketicilerin markalara yonelik 6znel degerlendirmeleri neticesinde ortaya
citkmaktadir (Severi ve Ling, 2013). Bu durum, tiiketicilerin reklamlarda gérmeyi arzu
edebilecekleri iirtin ve marka nitelikleri arasinda yer alabilmektedir. Dolayisiyla
tiiketicilerin reklamlarda karsilasacagi mesaj icerikleri olarak kalite ¢cagrisimlarinin,
akis deneyimini tetikledigi ve reklam deger algismi  sekillendirdigi
varsayilabilmektedir.

1.3.3. Marka Imajz

Marka imaji, markanin icinde bulundugu, hayata gecirdigi ve uyguladig: tiim
faaliyetlere ya da cabalara yonelik tiiketici tarafindan olusan algi ve inanclarin
toplamidir (Park, Jaworski ve Maclnnis, 1986, s. 135). Pazarlamacilar ve marka
yOneticileri tarafindan yaratilan bu alginin basarili bir sekilde markay1 temsil etmesi
tiiketicinin her yoniiyle tanimlanmasina baghdir. Bir marka, bu algilar: tiiketicilerin
temel gereksinimlerinden yola ¢ikarak olusturacagi bir kavramsallagtirma ile
yonetmek zorundadir. Bu baglamda, Low ve Lamb (2000, s. 352), zihinlerdeki rasyonel
ve duygusal ¢agrisimlarin tiiketicileri markalara iliskin bazi inanglar gelistirmeleri
yoniinde motive ettigini fade etmektedirler. Dolayisiyla bir marka algisinin
olusturulmasi ve yoOnetilmesi Oncelikle tiiketici ihtiyaclarmi belirlemeyi
gerektirmektedir (Han, Nguyen, Song, Lee, ve Chua, 2019). Bu dogrultuda, imaj,
tiiketici gereksinimlerine bagh olarak fonksiyonel, sembolik ve deneyimsel ihtiyaclar
dogrultusunda markanin sececegi bir kavramsallastirma ile yapilandirilir. Bununla
birlikte, {irtine yonelik olumlu deneyimlerin iletisimi marka bilinirligi ile birleserek
algilanan imaja katki sunmaktadir (De Vries, Gensler ve Leeflang, 2012, s. 84). Marka
ya da tirtintin hitap ettigi tiiketici gruplar tarafindan sahiplenilmesi ve yayginlagsmasi
marka bilinirligi ve imaji ile dogrudan iligkilidir (Filieri ve Lin, 2016, s. 6). Bu
dogrultuda markalar, fonksiyonellik {izerine insa ettikleri marka imajiyla uzun stireli
pazarlama c¢abalaria yon vermektedirler.

Marka imaji, markanin kullanicilar1 tarafindan sahip olunan cagrisimlarin
kavramsallastirilmasidir. Bu yiizden, tiiketicilerin 6znel yargilar1 ile ortaya ¢ikan
rasyonel ya da duygusal temelli algilar1 yansitmaktadir. Marka imajinin basarili bir
sekilde gelistirilmesi ile stirdiiriilen olumlu inanglar, hem markanin 6mrii hem de
marka tarafindan tiretilen diger tirtinler iizerinde kalic1 etkilere sahip olabilmektedir.
Ayrica, Park ve arkadaslarina (1986) gore bir marka imajmin tiiketici zihninde
gliclendirilmesi, tirtinlerin tutundurulmas: asamalarinda zaman ve maliyet tasarrufu
elde edilmesi avantajlari da beraberinde getirmektedir. Ustelik bu durumun,
markanin drinlerine iliskin satin alma davranislarini tegvik etmesi de oldukca
olasidir. Bu dogrultuda, reklama yonelik ilginligin ve 6znel degerlendirmelerin
odaginda algilanan marka imaji ve popiilerligin yer aldig1 degerlendirilmektedir.
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Boylelikle, algilanan marka imajinin akis deneyimi, reklam degeri ve davranissal
niyetlerle arasindaki iliskilerin incelenmesi amaglanmistir.

1.4. Satin Alma Niyeti

Algveris yapma yoniindeki davranigsal niyetler, genel olarak satin alma
davranmisinin bir belirleyicisi olarak ele alinmaktadir (Chakraborty, 2019, s. 145). Satin
alma niyeti bireyin ihtiyaglari, {irtin veya markaya yonelik tutum ve alg1 arasindaki
etkilesime dayal1 olarak tiiketicilerin belirli bir tirtinii satin alma olasiliga atifta
bulunur (O’Cass ve Lim, 2002). Arastirmalar, satin alma niyetindeki bir artisin, satin
alma davranisindaki olasilig1 artirdigini gostermektedir. Tiiketiciler olumlu bir satin
alma niyetine sahipse, olumlu marka etkilesimi, genellikle, davranis gelisimini tesvik
etmektedir (Martins vd., 2019, s. 379). Tiiketicilerin belirli bir markay1 satin alma
konusundaki yargilarinin marka degerinin en 6nemli davranigsal sonuglarindan biri
oldugu yaygimn olarak kabul edilmektedir. Bu gercevede, yiiksek marka degerinin
marka tercihini artirdigini ve satin alma niyetini tesvik ettigini ifade etmek
gerekmektedir (Beneke, Sousa, Mbuyu, ve Wickham, 2016, s. 177). Tiiketicilerin tirtin
veya hizmetin ne oldugu hakkinda bir karar vermesi ve satin alma ya da tiiketim
eylemlerini belirleyebilmesi markanin algilanan o0zellikleri konusunda bilingli
olmasin gerektirir (Keller, 1993). Dolayisiyla, satin alma niyeti tiiketicinin bir iriine
yonelik ilgilenim yogunlugu ile mesajin algilanan degeri sonrasindaki genel
degerlendirmelerine bagh olarak ortaya ¢gikmaktadir.

Tiiketicilerde satin alma niyetine etki eden faktorler gesitlilik gostermekle birlikte
tiiketicinin marka ile duygusal ve zihinsel bir ilgilenim yoluyla etkilesime ge¢mesi,
satin alma davranigmin onemli gostergelerinden birisidir. Bu baglamda marka
iletisimi ekseninde deneyimlenen akis (Korzaan, 2003; Martins vd., 2019) ve algilanan
reklam degerinin (Wu, Chen, Chen, ve Cheng, 2014) satin alma niyetleri tizerinde etkili
oldugu distiniilmektedir. Diger bir ifadeyle, reklamdan hareketle iiriin ya da marka
hakkinda yapilan degerlendirmeler ile tiiketici satin alma kararlar1 arasinda anlaml
bir iliskinin bulundugunu sdylemek miimkiindiir.

2. Arastirma Metodolojisi

2.1. Amag, Hipotezler ve Olcekler

Bu calisma tiiketicilerin akilli telefon satin alma motivasyonlari ile akis deneyimi,
reklam degeri ve satin alma kararlar1 arasindaki iliskileri test etmeyi amaglamaktadar.
Akalli telefon {irtin kategorisi genelinde tiiketicilerin reklam tercihleri ile davranigsal
niyetler arasindaki stireg yiizytize anket teknigi sonucunda toplanan verilerle analiz
edilmistir. 2018-2019 Giiz yariyili basinda, Onlisans Ogrencilerinin katildig:
arastirmada 277 6grenciye anket uygulanmis, 14 anket formu eksik ya da hatali oldugu
tespit edildigi i¢in kapsam disinda birakilmistir. Anakiitlenin homojen birimlerden
olusmasi nedeniyle, calismada kolayda 6rnekleme yontemi kullanilmistir. Dolayisiyla,
arastirmaya 263 tiniversite 0grencisinden derlenen veriler dahil edilmistir. Arastirma
modelini (Sekil 1) test etmek tizere asagidaki hipotezler gelistirilmistir:
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Hia. Uriin tasarimi motivasyonu ile akis deneyimi arasinda anlamli ve pozitif bir iliski
vardur.

H1b. Algilanan kalite motivasyonu ile akis deneyimi arasinda anlamli ve pozitif bir iliski
vardir.

H1c. Marka imaji motivasyonu ile akis deneyimi arasinda anlamli ve pozitif bir iliski vardir.

Hid. Uriin tasarimi motivasyonu ile reklam degeri arasnda anlaml ve pozitif bir iligki
vardir.

Hle. Algilanan kalite motivasyonu ile reklam degeri arasinda anlamli ve pozitif bir iligki
vardur.

H1f. Marka imaji motivasyonu ile reklam degeri arasinda anlamli ve pozitif bir iliski vardir.
H2. Akis deneyimi ile algilanan reklam degeri arasinda anlamli ve pozitif bir iliski vardir.
H3. Reklam degeri ile satin alma niyeti arasinda anlamli ve pozitif bir iliski vardir.

H4. Akis deneyimi ile satin alma niyeti arasinda anlaml ve pozitif bir iligki vardir.

Hi1
—2 »| Tasanm PEENNS L
Hib _| Algilanan | Hle
T Kalite
Hic Marka Hif
Imaji
Y V¥V ¥ r v
Akas Reklam | »| Satinalma
Deneyimi H2 Degeri H3 Niyeti
H4

Sekil 1. Arastirma Modeli

Soru formu iki boliimden olusmustur. Ik boliimde katilimcilarin demografik
Ozelliklerine dair sorular yoneltilmis, ikinci boliimde ise arastirma hipotezlerine
yonelik veriler toplanmistir. Soru formunda kullanilan Olgek ifadeleri gesitli
arastirmalardan derlenmistir. Akis deneyimi Ho ve Kuo (2010) tarafindan gelistirilen
bes maddelik Olgek ile degerlendirilmistir. Reklam degerini Olglimlemek tizere
Ducoffe’nin (1996) calismasindan {i¢ maddelik bir ifade grubu uyarlanmistir. Alt1
ifadeden olusan iirtin-marka tasarmmi beklentileri ve dort maddelik marka imaji-
popiilaritesi 6lgegi Filieri ve Lin (2017) tarafindan tasarlanmistir. Algilanan kalite ise
dort ifadeden olusan bir soru grubu ile 6l¢tilmiistiir (Yoo ve Donthu, 2001). Son olarak
satin alma kararlarma iliskin yargilar dort sorudan olusan bir 6lgek yardimiyla
degerlendirilmistir (Kim ve Han, 2014). Ilk boliim digindaki tiim 6lcek skorlari,
“kesinlikle katilmiyorum" ve "kesinlikle katiliyorum" yanitlari kullanilarak besli Likert
tipi ile elde edilmistir.
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2.2. Analiz ve Bulgular

Arastirmaya katilan 6grencilerin cinsiyet, yas, aylik gelir ve yasanilan yere iliskin
sorulara verdikleri yanitlara ait sayisal verilere Tablo 1’de yer verilmektedir. Tablo
1"de yer alan bilgilere gore, arastirmada yer alan 6grencilerin 144t kadin ve 119'u
erkektir. Katihmcilarm 171’ 18-20 yas grubunda, 82’si 21-23 yas ve 10'u da 24 yas ve
tistiinde yer almaktadir. Aylik gelirler yoniinden incelendiginde ise 145 katilimcinin
1300 TL ve altinda bir gelire sahip oldugu goriilmektedir. Bu ise toplam katilimc
say1sinin %50’sine karsilik gelmektedir. Ayrica, arastirmaya katilan 6grencilerin 96’s1
illerde ve 54’1 ise ilgelerde yasamaktadir. 71 katilimcinin ise kdylerde ikamet ettigi

gorulmektedir.
Tablo 1. Demografik Ozellikler
n %
1.Cinsivet Kadin 144 54,75
“mstye Erkek 119 45,25
18-20 171 65
2. Yas 21-23 82 31
24+ 10 4
1300 ve alt1 145 55,1
1301-2000 63 23,9
Avylik Gelir (TL .
3.Ayhk Gelir (TL) 2001-2700 24 9
2701-3400 31 12
Biiyiiksehir 42 15,4
il
4.Yasanilan Yer - 96 36,6
Ilge 54 20,5
Koy 71 27
Toplam 263 100,0

2.2.1. Ol¢iim Modelinin Degerlendirilmesi

Nedensel iligkileri incelemek ve kavramsal modelin yapisal gecerliligini test etmek
tizere Yapisal Esitlik Model'inden yararlanilmistir. Bu baglamda, Oncelikle,
arastirmada kullanilan 6lgeklerin gecerliligini belirleyebilmek adma LISREL programi
ile kovaryans matrisi kullanilarak Dogrulayici Faktor Analizi (DFA)
gerceklestirilmistir. Tiim Olgek ifadeleri icin faktor ytikleri, onerildigi tizere, 0.6’dan
yliksek olarak hesaplanmistir (Chen ve Tsai, 2007; Kline, 1994). Yalnizca, Akis
Deneyimi 6lgegine ait bir ifadenin diisiik faktor agirligina sahip oldugu goriilmiis ve
analiz dis1 birakilmigtir. Model yeterliligini degerlendirmek igin Joreskog ve Sorbom
(1993) ve Hair, Anderson, Tatham ve Black (1999) tarafindan 6nerilen uyum indeksleri
kullanilmigtir. Model uyumu ise kabul edilebilir degerlerde tespit edilmistir (X?/df =
2.099, RMSEA = 0.065, GFI=0.83, AGFI=0.81, CFI=0.97, NFI= 0.95). Ayrica, tim
maddelerin standartlastirilmis faktor ytikleri igin ¢ degerleri anlamli bulunmus (p<
0.001) ve 0.71 ile 0.91 arasinda degisen giivenilirlik katsayilarin (Cronbach’s o)
kompozit giivenirlik (CR) katsayilari ile birlikte 0.7 kritik degerini asti1 goriilmiistiir
(Field, 2011; Fornell ve Larcker, 1981). Dolayisiyla yap1 giivenirliginin tatminkar
seviyede oldugunu soylemek miimkiindiir. Son olarak, yakinsak gegcerliligi
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degerlendirmek adina ayiklanan ortalama varyansin (AVE) yeterli kabul edilebilmesi
icin 0.5 kritik esigini astig1 gozlenmistir (Hair vd., 1999). Ayrica, dogrulayici faktor
analizinde elde edilen yap1 gegerliligi, maddelerin faktor katsayilari, yap giivenilirligi
ve ¢tkarilan ortalama varyans katsayisi ile desteklenmistir. (Tablo 2).

Tablo 2. Yap1 gegerliligine ait istatistikler

.. . Faktor t-
Ol¢ek | Ifade Yiikleri | Degeri CR AVE o
Akilli telefon reklamlarinda gormek istedigim
ozellikler;
ST1 — Markanin sik telefonlarimi gdstermesi 0.75 13.99
b ST2 — Markanin zariflige vurgu yapmasi 0.79 15.13
ﬁ ST3 - TasaTrl‘r{u bﬁ'yijle'yici telefonlarin tanitilmasi 0.74 13.72 0908 | 0.624 | 0873
2 ST4 — Cekici 6zelliklerin sunulmasi 0.84 16.38
= ST5 — Giizel tasarimli telefonlarin gosterilmesi 0.86 17.04
ST6 — Kullanimi kolay telefonlarin sergilenmesi 0.75 13.84
§P7 - Kullanim1 yaygin olan telefonlar gormek 0.87 1753
1sterim.
- f:’li;lizzlfjf;;:tizjrzilinen bir markanin telefonunun 0.89 18.16
= 0912 | 0.722 | 0.890
E SP9 — Ulkemizde pek ¢ok insanin satin aldig1 bir
. 0.89 18.16
telefonun sunulmasini isterim
SI?lO - A.rkac.laglarlmm ¢ogunda bulunan bir markay1 0.74 1059
gormek isterim.
SK11 — Saglam bir akill1 telefonu gérmek isterim 0.83 16.31
= SK12 — Kalitesi yiiksek telefonlarin tanitilmasin 0.85 16.68
g lenm 0.902 | 0.698 | 0.863
§ SK13 - Uzun.sure. dayanabilen telefonlarin 0.87 1708
sunulmasini isterim
SK14 — Islevsel agidan ileri 6zellikler gérmek isterim. 0.79 15.09
SK15 — Akilli telefon reklamlarmna genellikle 0.74 1022
konsantre olurum
K16 - Akill: telef laml. izledigi
SK16 - Aki 1 tele o.n.rek amlarmni izledigimde zaman 0.65 1021
cok hizli geciyor gibi olur.
92} } : =
v SK17 .Alillh telt'efon lj%lflém.l.alfn{.lz}erken diger 0.75 13.26 0848 | 0529 | 0707
< herseyin 6nemsizlestigini diisiiniiriim.
SK18 - Akill1 telefon reklamciligini izlerken kendimi
. a . 0.73 11.93
tamamen reklamin igine ¢ekilmis gibi hissederim.
SK}9 — Akalli telefon reklamlarina dikkatimi 076 12.05
yogunlagtiririm.
= SK21 — Akilli telefon reklamlarina deger veririm 0.76 13.99
)EJD SK22- Akilli telefon reklamlar: benim i¢in 6nemlidir 0.83 15.94
‘5‘ SK23 — Akill: telefon reklamlar: etkilidir 0.77 14.25
s SK24 — Akilli telefon reklamlar: kullanighidir 0.77 14.24 0.889 | 0.573 | 0.871
< _ . o .
§ SK25 uAkllh telefon reklamlar1 benim igin referans 075 13.63
o kaynagidir
~ SK26 — Akilli telefon reklamlar1 bana ¢ok sey katar 0.65 11.22
“ SK:27 - Reklamui yapilan akill: telefonu satin almaya 0.82 15.94
S deger buluyorum.
i "= | SK28 - fleride reklami yapilan iiriinleri satin alacagim. 0.91 20.06
z E SK29 - Bagkalarina reklami yapilan iiriinleri satin 0.91 1916 0.934 | 0.780 | 0.935
E Z | almalarini siddetle tavsiye ederim. ) '
(ﬁ SK30 - Akill1 telefon reklamlarina dayanarak
o . 0.89 18.23
muhtemelen iiriin veya hizmet satin alirdim
UYUM 1YILIGI INDEKSLERI
Xx2=760.03, df =362, x?/df=2.099, p=0.000, GFI=0.83, AGFI=0.80, IFI=0.97, CFI=0.97, RMSEA = 0.065
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Olgek uyumuna iliskin yapisal gegerliligi test eden ayirtedicilik analizi sonuglarina
gore, (AVE) karekokleri,
katsayilarindan biiyiik olmak zorundadir (Fornell ve Larcker, 1981). Yapilar arasi
korelasyon matrisi Tablo 3'te goriilmektedir. Parantezle ifade edilen rakamlar AVE

ayiklanan ortalama varyans yapilarin  korelasyon

karekoklerini ve bunlarin altinda yer alanlar ise korelasyon katsayilarmi temsil
gore, faktorler korelasyon
karekoklerinden diisiik oldugu gozlenmistir. Dolayisiyla yapisal uyuma iliskin
ayirtedicilik gegerliginin kabul edilebilir oldugu anlagilmaktadir. Eldeki verilerden
hareketle, veri toplama stirecinde kullanilan tiim 6l¢ek ifadelerinin yapisal gecerlilige
katki sundugu ifade edilebilmektedir. Ayrica, dogrulayici faktoér analizi (DFA)
sonucunda elde edilen uyum iyiligi degerlerine gore modelin tatminkar diizeyde
kabul gorebilecegi anlasilmaktadar.

etmektedir. Buna arasindaki sayllarinin  AVE

Tablo 3. Yap1 Gegerliligine Iliskin Korelasyon Tablosu

Yapilar Reklam Degeri | Tasarim | Akis imaj Kalite Satin alma Niyeti
Reklam Degeri (0.756)

Tasarim 0.493" (0.789)

Akis 0.258™ 0.257" (0.727)

Marka Imaj1 0.121" 0.512° | 0.318" | (0.849)

Kalite 0.315" 0.724™ 0.223™ | 0.547" | (0.835)

Satin alma Niyeti | 0.272" 0.660 0.159" | 0.443™ | 0.625" (0.883)

Parantez iginde yer alan rakamlar ayiklanan ortalama varyanslarin (AVE) karekokleridir. Diger rakamlar ise yapilar arasindaki korelasyonlar:
temsil etmektedir.

* Korelasyon 0.05 seviyesinde anlamlhidir (2-tailed).

** Korelasyon 0.01 seviyesinde anlamlidir (2-tailed).

2.2.2.Yapisal modelin degerlendirilmesi

Olgiim modelinin tatmin edici seviyede uyum iyiligi gosterdigi anlasildiktan sonra
yapisal modelin test edilmesi ve nedensel iligkilerin agiklanmasi olanakli hale
gelmistir. Yapisal modele iliskin uyum iyiligi degerleri Tablo 4’te sunulmustur. GFI ve
AGEFI degerleri, onerilen kriterlerin biraz altinda olmasmna karsin kritik esik olan 0.80
diizeyinde yer almiglardir (Kim ve Han, 2014). Dolayisiyla arastirma modelinin kabul
edilebilir diizeyde uyum iyiligine sahip oldugu ifade edilebilmektedir. Hipotez
testlerine iliskin sonuglar ise Sekil 2'de gosterilmektedir.

Tablo 4. Arastirma Modeline Ait Uyum lyiligi Indeksleri

Uyum iyiligi Indeksleri Arastirma Modeli Tavsiye Edilen Kriter
x*/df 2.543 <3.0
GFI 0.80 >0.9
AGFI 0.77 >0.8
IFI 0.96 >0.9
CFI 0.96 >0.9
RMSEA 0.077 <0.08

Yapisal esitlik modellemesi sonuglarina gore, arastirma modelinin toplam
varyansin %6011 agikladig tespit edilmistir. Hipotez testi sonuglarinda gore, akis
deneyimi marka imaji ($=0.37, p<0.05) motivasyonundan anlamli ve olumlu yonde
etkilenirken, algilanan kalite (5=0.01, p>0.05) ve iirtin-marka tasarimai (p=-0.04, p>0.05)
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faktorlerinin akis deneyimi tizerinde herhangi bir anlamli etkisi gozlenmemistir.
Reklam degeri de, benzer sekilde, imaj motivasyonundan (5=0.38, p<0.05) anlaml1 ve
pozitif yonde etkilenirken iirtin-marka tasarimmin (p=0.77, p<0.05) da algilanan
reklam degeri tizerinde yiiksek diizeyde bir etki katsayisina sahip oldugu
saptanmustir. Ancak algilanan kalitenin (f= -0.07, p>0.05) reklam degeri tizerinde
istatistiksel agidan gegerli bir etkisine rastlanmamustir. Bu bilgiler 1s1§1inda; a) tirtin
tasarimi, (b) algilanan kalite ve (c) algilanan imajin, reklam degeri ve akis deneyimi ile
anlaml1 ve pozitif yonde bir iligkiye sahip oldugunu varsayan H1 hipotezi kismen
kabul edilmistir.

o4l Tasanm
(-0.29) 077
L 0.01 Alglanan 0.07 |(6.28)
' (0.06 -0.58
| (:"')'" Kalite ""E"é; )
047 0.38
| : (3.52 Popiilerlik [(-4.03) :
i : / Imaj :
v ¥ y v
Akss L . Reklam o| Satinalma
De:ne: Imjl_ 022 Deheri 0.31 g K
Y (3.08) g (4.59) atatt
4 A
S G4 T '
(0.58)

Sekil 2. Yapisal Model Test Sonuglar1
Parantez icindeki degerler t skorlarini yansitmaktadur. Kesik ¢izgiler istatistiksel olarak anlamsizdwr (p >0.05).

Ote yandan, akis deneyiminin reklam degeri ile anlamli ve olumlu bir iligkisinin
bulundugu goriilmektedir ($=0.22, p<0.05). Ancak akis deneyiminin satin alma
kararlar1 {izerinde anlamli bir etkisi gozlenmemistir (8= 0.04, p>0.05). Son olarak
reklam degeri faktoriiniin satin alma karar siireclerine etkisinin anlamli ve pozitif
yonde oldugu anlasilmistir (8=0.31, p<0.05). Bu verilere dayanarak, akis deneyimi ile
algilanan reklam degeri arasinda ve reklam degeri ile satin alma niyeti arasinda pozitif
iligskiler bulundugunu varsayan H2 ve H3 hipotezleri dogrulanirken, akis deneyiminin
satin alma niyeti tizerindeki roliinii agiklayan H4 hipotezi kabul edilmemistir. Hipotez
test sonuglarina iliskin 6zet bilgiler Tablo 5te sunulmustur.

Tablo 5. Hipotez sonugclarina iliskin 6zet bilgiler

Hipotez | Yol Sonug
Hla Uriin tasarimi <> Akig deneyimi Desteklenmedi
Hi1b Algilanan kalite <> Akis deneyimi Desteklenmedi
Hilc Marka Imaji <> Akis deneyimi Desteklendi
Hid Uriin tasarimi <> Reklam degeri Desteklendi
Hle Algilana kalite <> Reklam degeri Desteklenmedi
Hif Marka Imaji <> Reklam degeri Desteklendi
H2 Akis deneyimi <> Reklam degeri Desteklendi
H3 Reklam degeri <> Satin alma karar1 Desteklendi
H4 Akis deneyimi <> Satin alma karari Desteklenmedi
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Sonug¢

Universite dgrencilerinin akilli telefon kullanim motivasyonlari temelinde akis
deneyimi, reklamlar1 degerlendirme bigimleri ve satin alma niyetleri arasmndaki
iligkileri kesfetmeyi amaglayan mevcut ¢alismada daha onceki literatiir bilgilerini
destekleyen bulgulara ulasilmis olsa da farkli sonuclar da elde edilmistir. Ornegin,
onceki ¢alismalarda iiriin ya da markaya ait niteliklerin reklam degeri ve satin alma
kararlar1 tizerindeki rolleri degerlendirilmis ve istatistiksel olarak anlamli sonuglara
ulagilmistir (Filieri ve Lin, 2017; Hellier, Geursen, Carr ve Rickard, 2003). Benzer
sekilde, akis deneyiminin de reklam degeri ve satin alma niyeti ile anlaml: iligkilere
sahip oldugunu bulgulayan ¢alismalar s6z konusundur (Kim ve Han, 2014; Martins
vd., 2019). Bu calismalarda, akilli telefon kullanicilarinin sahip oldugu fonksiyonel ve
duygusal motivasyonlarin genellikle reklam degeri ve satin alma siirecleri tizerinde
sahip oldugu roller tartisilmistir. Ancak mevcut ¢calisma, reklama akis deneyiminin de
reklami1 degerlendirme bigimlerini etkiledigini ve bu durumun satin alma stireclerinde
onemli bir etken olarak degerlendirilebilecegini one stirmektedir. Ayrica, akilli telefon
kullanim motivasyonlarmin tiiketicilerin reklamda gormeyi arzuladiklari mesaj
icerikleri olarak reklama akis deneyimini derinlestirebilecegi 6ngoriilmiistiir.

Arastirma sonucunda elde edilen bulgular, yukarida agiklanan hedeflere kismen
ulagildigini gostermektedir. Tiiketicilerin akilli telefon kullanim motivasyonlarindan
marka imajinin reklamlara maruz kalma siirecinde akis deneyimini tetikleyebilecegi
ve daha da derinlestirebilecegi elde edilen bulgulardan anlasilmaktadir. Satin alma
siklig1, tercih yayginlig1 ve algilanan marka imaji gibi faktorlerin reklam mesajina
yonelik ilgilenim diizeyini artirarak akis deneyimini maksimize etmesi, geng
tiiketicilerin anlam yaratma ve kimlik ihtiyaglarina paralel olarak degerlendirilmesi
gerekmektedir (Buckingham, 2008; Chan, 2006; Engel, Bell, Meier, Martin ve Rumpel,
2011). Bu baglamda, kitlesel olarak satin alinan bir akilli telefon modelinin genclerde
toplumsal kabul ve kimlik sunumu gibi ihtiyaglar tizerinde uyaric1 bir etkiye neden
olabilecegi diisiintilebilmektedir. Bu durum, onceki ¢alismalarda da vurgulandig:
tizere (Filieri ve Lin, 2017; Oulasvirta, Rattenbury, Ma, ve Raita, 2012; Park vd., 2013),
yaygm kullanima sahip markalar1 edinme konusunda gengler tizerinde normatif bir
baskiya doniiserek digerlerini taklit etme mekanizmasini harekete gecirebilmektedir.
Dolayisiyla, marka imaji motivasyonunun genclerin akilli telefon reklamlarina maruz
kalma stirecini ¢ok daha nitelikli bir akis deneyimine doniistiirmesi olasi
gortinmektedir.

Diger taraftan, algilanan kalite ve tasarim faktorlerinin satin alma niyetleri
tizerindeki etkisi bilinmesine karsin (Agyekum vd., 2015; Saleem vd., 2015), geng
tiikecilerin reklama yonelik akis diizeylerine herhangi bir etkisi saptanmamuistir. Bu
durum, kalite ve tasarim gibi iriin niteliklerinin bir akilli telefon reklamimda mesaj
ilginligine yol ag¢madigini gostermektedir. Dolayisiyla, dayamiklilik, saglamlik,
fonksiyonellik, giiclii malzeme kullanimi gibi kalite algisina hizmet eden faktorlerin
reklam1 “stirekli dikkatle takip etme” motivasyonlar1 arasinda bulunmadig:
anlasilmistir. Ancak, marka tasarimi da akis deneyimi tizerinde herhangi bir etkiye yol
acmamuistir. Akilli telefon kullanim motivasyonu olarak tasarim faktorii, bireyin bir
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teknoloji ~ dirtiniinden  beklentisini  islevsellikten = hedonik  bir  faydaya
doniistiirmektedir. Diger taraftan; tasarim, estetik bir bakis agisi, toplumsal pozisyon
ve trendleri takip etme iletisiminin akranlara ve diger kullanicilara gostergeler
kullanilarak yapilmasina aracilik etmektedir (Filieri ve Lin, 2017). Bu nedenle, 6zellikle
geng tiiketicilerin tasarim yoniinden gtiglii teknolojik tirtinleri moda kullanimlar, statii
ve prestij odakli bir yaklasimla degerlendirmeleri beklenebilmektedir. Ancak bu
degerlendirme bigiminin geng tiiketicileri reklami akis deneyimi ile derinlikli bir
izleme siirecine motive etmedigi goriilmektedir. Ayrica tasarimin, bir reklamimn énemli
mesajlar1 tasidigy, tiiketiciler icin kayda deger bir bilgi ve referans kaynag: oldugu
yoniindeki algilarmi pekistiren bir faktor oldugu ifade edilebilmektedir. Bu anlamda,
uriin ve marka tasariminin reklami izleme istegini gliclendirmedigini ancak goz ard:
edilemeyecek bir reklam mesaj icerigi olarak gen¢ tiiketiciler tarafindan
degerlendirildigini sdylemek miimkiindiir. Genglerin akilli telefon reklamlarina
yonelik deneyimledikleri akis stireci, imajla iligkili mesaj iceriginden etkilenirken; bu
durum, reklama yonelik deger algismin da ortaya c¢ikmasinda ayni paralelde
belirleyici olmaktadir. Ancak iirtin/marka tasarimi, yalnizca reklam deger algisinin
olusumunda daha etkili bir performans sergilemektedir. Dolayisiyla, akilli telefon
reklamlarinda genc hedef kitlenin ilgisini ¢eken faktoriin yalnizca marka imaji oldugu
ifade edilebilir. Bu dogrultuda, iiriin ve marka tasarimi reklam degeri olusturmada
imajin Oniine gegmektedir. Diger bir anlatimla, genglerin, cogunlukla, marka imajina
kiymet verip reklami izleme davranisinda derinlestiklerini, kendilerini bagkalar: gibi
diistinme egiliminde olduklarini ancak reklamda izlemeseler de tasarimin 6nemli bir
faktor olduguna kanaat getirdiklerini soylemek olanaklidir.

Ote yandan, akis deneyiminin tiiketici davramslarini farkli agilardan etkiledigini
One siiren pek ¢ok arastirma bulunmaktadir (Ettis, 2017; Koufaris, 2002; Lee ve Chen,
2010; Smith ve Sivakumar, 2004). Ancak akilli telefon kategorisi ve geng tiiketiciler
Ozelinde yiriitiilen bu calismada, reklam izleme niteliginin satin alma niyetleri
tizerinde anlamli bir etkisinin olmadig1 saptanmisir. Dolayisiyla, bu ¢alismada elde
edilen bulgulara dayanarak akis deneyiminin satin alma karar siirecinde anahtar bir
rol tstlendigi goriilmemektedir. Ayrica, akis deneyiminin ¢ogunlukla imaj gibi
duygusal faktorlerden etkilendigi ortaya ¢ikmistir. Akis deneyimi, bu acidan, izleme

ancak satin alma siireci tizerinde onemli bir belirleyici olmaktan uzaklagsmaktadir.

Arastirma modeli sonuglari, isletmeler agisindan stratejik ve yonetimsel ¢ikarimlar
sunmaktadir. Akilli telefon reklamlarmin geng tiiketiciler tarafindan ilgiyle
izlenmesini saglayacak faktorlerin basinda tiriin ya da markanin akranlar nezdinde ne
siklikla tercih edildigi yatmaktadir. Dolayisiyla bu bulgunun, hedef kitleyi harekete
gecirebilecek tiiketici i¢goriilerinin belirlenmesi asamalarinda isletmelere yarar
saglayacag1 diisiiniilmektedir. Markalarin reklam mesaj stratejileri ve igerikleri
kapsaminda imaj ¢agrisimlariin kullanimi, hem akis deneyimini ortaya ¢ikarabilecek
hem de tasarim niteligi ile birlikte reklamin deger algismi besleyebilecektir.
Calismamiz, yiiksek kaliteli akilli telefon reklamlari sunmanin etkili yollarindan
birinin, marka imaji1 ve tasarim temelinde miisterilerin ilgisini ¢ekmek oldugunu
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gostermektedir. Bu bakimdan, isletmelerin, satin alma karar siireglerinde rol oynadig:
diistintilen bu motivasyonlar1 mesaj igerikleri olarak nitelikli hale getirebilecek
calismalar igerisinde olmalar1 6nem arz etmektedir. Bu ¢abalar, yogun rekabet
kosullar altinda isletmeye 6nemli bir avantaj sunabilecektir.

Calisma, arastirma sonuglarinin genellestirilmesi baglaminda bazi smirlamalar
icermektedir. Ik olarak, arastirma katilimcilart Aksaray Universitesi onlisans
ogrencileri ile sinirhidir. Bu bakimdan, arastirma modelinin genellestirilmesi i¢in daha
fazla arastirmaya gerek duyulmaktadir. Tkinci olarak, akis deneyimi iizerinde rol
oynayan akilli telefon kullanim motivasyonlar1 igerisinde iiriin tasarimi, algilanan
kalite ve marka imaj1 olmak tizere smirl sayida faktor bu arastirmaya dahil edilmistir.
Bu noktada olabildigince genelleyici bir yaklasim sergilenmis ve kullanim faktorleri
¢ temel baslik altinda birlestirilmistir. Dolayisiyla bu ¢alisma kapsaminda ele
alinmayan ve hem akis deneyimine hem de reklam degerine etki eden degiskenlerin
belirlenmesi 6nemli bulgularin elde edilmesini saglayacaktir. Akilli telefon ve genel
olarak teknoloji tirtinleri kategorisindeki reklam izleme aligkanliklarma iliskin akis
deneyimi ve satin alma kararlar1 arasindaki iligkilerin teorik ve ampirik olarak
dogrulanmasi icin daha fazla ¢aba gerektigi ortadadir. Ayrica, reklam degeri bu
calismada reklam tutumu paralelinde ele alinmis ve bir referans kaynag: olarak
etkinligi sorgulanmistir. Bu nedenle bilissel, duygusal ve ekonomik faktorler ile
reklam degeri arasindaki iligkilerin ¢ok boyutlu bir yaklasimla incelenmesi literatiire
onemli katkilar sunabilecektir. Son olarak, reklama akis deneyiminin biligsel ¢iktilar
ile reklam degeri ve satin alma karar siiregleri baglaminda detayli g¢alismalarmn
yapilmasi, akilli telefon tirtin kategorisinde oldugu kadar diger iiriin gruplarindaki
davranigsal siireclerin anlasilmasini da kolaylastiracaktir.
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Abstract

Opening to international trade has been a crucial factor in the development and growth of economies
for the last decades. On the other hand, it is known that opening brings advantages and disadvantages
for economies. Income inequality can thus be related to these disadvantages which have been
increasing in certain countries. The aim of this study is to find out whether trade flows have an impact
on income inequality related to trade opening in Angola. Ordinary Least Squares method is used to
analyze the relationship between variables over the period 2000-2017. In order to define the effect of
international trade on the income inequality Gini coefficient is analyzed along with export and import
values of Angola. Gini values are gathered from World Inequality Database with 0 representing
perfect equality and 1 meaning perfect inequality. Other macroeconomic variables are used such as
unemployment and short term debt stock along with export and import to assure the relationship
between Gini and foreign trade variables. According to the model results, exportation has a negative
effect on Gini coefficient, while importation, unemployment and debt have a positive impact on Gini.

Oz

Uluslararasi ticarete agilmak ekonomilerin gelismesinde ve biiyiimesinde son yillarda ¢ok énemli bir
faktor olmustur. Ote yandan ekonomik olarak disa agilmanin ekonomilere avantaj ve dezavantajlar
getirdigi bilinmektedir. Dolayisiyla gelir esitsizligi bazi {iilkelerde artan dezavantajlar ile
iliskilendirilebilir. Bu ¢alismanin amaci ticaret akiglarinin Angolanin ekonomik olarak disa agiklig1
baglaminda gelir esitsizligi {izerinde bir etkisinin olup olmadigmu ortaya g¢ikarmaktir. 2000-2017
doénemi icin degiskenler arasindaki iliskiyi analiz etmek icin Ordinary Least Squares yontemi
kullanilmustir. Uluslararas: ticaretin gelir esitsizligi {izerindeki etkisini tanimlamak icin Gini katsayist
Angola'min ihracat ve ithalat degerleri ile birlikte incelenmistir. Gini degerleri World Inequality
Database’den alinmis ve 0 mitkemmel esitligi temsil ederken 1 mitkemmel esitsizligi ifade etmektedir.
Gini ve dis ticaret degiskenleri arasindaki iligskiyi saglamlastirmak icin ihracat ve ithalatin yani sira
issizlik ve kisa vadeli bor¢ stogu gibi makroekonomik degiskenler kullanilmistir. Model sonuglarina
gore, ihracatin Gini katsayist degeri {izerinde azaltic1 bir etkisi olurken; ithalat, issizlik ve bor¢ Gini
tizerinde artirici bir etkiye sahip oldugu bulunmustur.
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Introduction

The objective in this study is to focus on the relationship between trade flows and
inequality or unfair distribution of income in Angola. The principal concern as
examined by many researchers or literature is the fact that most patterns of national
openness to the world economy have been increasing onwards with inequality. This is
well known for Angola since the natural resources owned such as oil, gas, diamonds,
and powerful agricultural land, Angola still be ranked as a poor country, the country
presents unquotable improvements by being the second petroleum and diamond
extractors in Sub-Sahara Africa. Besides, with the creation of policies that influenced
the construction of frameworks and social institutions, although the country
dependence is on the oil sector, with elevated oil prices and increasing the level of oil
production allows Angola to have strong economic growth with high levels of
inequality. Angola’s market economy working still a process and they are factors or
constraints playing a role, especially in the private sector, and with Angola occupying
the ranking of 165 out of 180 in terms of corruption, thus persisting a problem for
Angola’s economic development (Transparency International Corruption Index,
2019).

Even though Angola retains a small economy and being critically dependent on
international trade, there are no changes in the cost of production, causing unhealthy
consumption and high-cost prices. Developing countries are integrated with 40% of
world trade. Furthermore, most economic models of international trade like Ohlin’s
(1933) model inform in advance that the trade causes change in the income distributed
to society. Some commercial economists indicate that a recompense system should be
created for those harmed by trade because it encourages aggregate growth. Seyoum
(2009) states that due to the desertification of the economy, developing countries tend
to be more dependent on international trade than developed countries. Therefore,
international trade allows manufacturers or distributors to look for products or
services in foreign countries because of the cost advantages or to learn about advanced
technical systems to decrease the cost of production. Alvaredo et al. (2018) argues that
economic inequality is not precisely written, there is a need to correlate
macroeconomic aspects because in terms of microeconomic aspects it is more targeted
at individual wages. Additionally, stopping global and national transformations in tax
can help decrease social inequality.

Torul and Oztunali (2018) claim that the distribution of wealth has a very large
economic involvement because it covers the infratemporal and temporal decisions of
families. They also emphasize that often what drives developing economies to diverge
are their discount rates and the share of capital and technology. Kayikgi (2019) informs
that the contemporaneous method of studying inequality and poverty may have very
lucrative strides for policymakers because it can generate development and stop
situations of crime or even social exclusion. On the other hand, income distribution is
a consistent issue for professionals in the field of knowledge all over the world, and
that many kinds of literature show great divergences when comparing the growth
rates of developing and developed countries. Thus, if economies had an assessment in
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terms of choice and high technology, it could be said that the economies of developing
countries grow faster than the rich ones.

The fundamental approach following the Gini coefficient is that it uses a value of 0
to describe a society where everyone has the same income and does not present the
sign of inequality, at the different end of the scale, it utilizes 1 to describe a society
where only one person has all the income and which has the maximum inequality. At
some point, it can be discussed that extreme revenue is not enough for the economy
because it leads to produce fewer incentives to enforce human capital. In this context,
income inequalities are examined as the rate of return on investment and its miss
control can create social tensions and political insecurity. Nevertheless, some countries
demonstrate that the average health of society relies on the distribution of income,
implicating that countries with more unequal distributions struggle with lower life
expectancy.

Despite, Angola having a high number of young unemployed, it makes difficult for
the country to develop taking into account that the progress of improving health care
and education still laggard, destabilizing the country by aggrandizing inequality,
making poverty more visible in the rural areas and increasing the mortality level
among mothers and children. The diversification of the economy is a decisive factor
for sustainable growth and that can be only achievable if the country brings structure
transformation by modernizing and constructing social infrastructure, encompassing
transportation, service to telecommunication and energy and water (United Nations
Organization, 2016). Raising the quality of life for many people by managing the
human and natural resources available rationally has been an everyday endeavor of
the economic and political system.

Provided that to be a subject of analysis considering the definition of inequality
must certainly be correlated with another measurable factor. These are the common
factors that will be analyzed in this study in order to find any relation with an equal
distribution of income; export, import, unemployment and debt. For that, this study is
divided into four sections. In the first section, there is information about Angola
Economy in a general meaning. The second section provides information on income
distribution in Angola. The third part is dedicated to the econometric analyses and
results. A conclusion completes this study.

1. Angola Economy

Luanda is the considerable capital of Angola, bring to bear an effect of repose in all
national territory and despite personifying the inter-ethnic and exclusive cross-
cultural culture of the country. The central/eastern region has the producing provinces
of diamonds and electricity in the northern region we find the province of Cabinda
and Zaire, owning the present largest natural resource of the country and it is
occupying by a main ethnic group Bakongo. The central/west region can be named as
the great land reserve and the county’s fisheries, it represents a huge potential,
especially for agro-industry sector formation to satisfy the needs of the domestic
market and export. The South part of Angola possessed only two provinces with
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competencies and exceptional. Besides Angola shows to be in a transaction to a
market-driven economy where the main goal is to achieve macroeconomic
stabilization and rebuild the economy (Reis and Serafim, 2018).

The improvement of the population’s well-being, sustainable funding, acquirement
of investment, and increasing competition has been a supreme challenge for the
country, for this purpose, the implementation of policies and programs in different
areas of national life with an emphasis on agriculture and rural development has been
constant to ensure systematic monitoring and evaluation of the effect of the policies
and programs on the living conditions of the population. In this context, the results of
the Integrated Program on the Well-Being of the Population (Intergrado sobre o Bem-
Estar da Populagao, IBEP) in the integrated survey on the welfare of the population,
which arrived at an opportune moment for the economic and social enlargement of
the country, allowed setting up a baseline for various population well-being
indicators, from which it is possible to adjust some ongoing policies and programs.
The financial sector of Angola is improving positively, although the private sector
demonstrates to have issues related to short-term operations in making available credit
for international investors and local investors to finance their business, its turn the
neediest investors to seek internal banks because they need to see their business
undergoing. In order to change this situation, the country chooses to interfere with
subsidized loan programs to encourage economic development, but it is more
complicated than it seems because the country is selective in choosing who should
benefit from such initiatives thereby making inequality even greater (International
Business Publications, 2009).

Currently, the country decided to implement conservative lending practices
throughout the financial sector, because most of the corporative had more advantage
to loans and concessionary rates compared to other commercial enterprises. Besides,
among many obstacles the foreign exchange restriction opted by the national bank of
Angola is the most notable in national financial markets and it’s scarcity bring serious
problems, especially the depreciation of the national currency and the abandonment
of two main bank’s providers of dollars making it difficult to import products,
nevertheless, the preference is based on the creation of an equilibrium to grow
economy and protect those Angolan’s with a higher level of demand from rather
economic shocks.

Carvalho (2017) states that the prioritization in spending on services, infrastructure
development, and megaprojects to private equity and Purchasing Power Parity
facilitates allowed Angola to hold a lower debt to Gross Domestic Product (GDP). In
fact, with such results, Angola could encourage associates such as International
Monetary Fund (IMF), that Angola’s economy display conditions to grow, plus the
election brought relief to many Angolan’s because there was an open for foreign
exchange restrictions which demonstrate that apart from economic policies, reforms
to foment hope from international organizations is also necessary for the country to
increase the competitive edge.
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Figure 1. Annual Growth Rate of Real GDP in Angola (%, 2000-2020)
Source: Africa Development Bank (AFDB)

Figure 1 represents information on the Annual Growth Rate of Real GDP in Angola
between 2000 and 2020. Angola displayed an average annual growth rate of 12% from
2002 to 2008, composing the economies with rapid growth in the world. Provided that
from 2004 to 2008 GDP growth had a significant impulse when comparing with the
year of 2003 in Figure 1.2 this abysmal progress was due to new fields of oil discovered
and better governance by the Angolan government with effective macroeconomic
policies to oppose inflation in the country consequently, there was a historic reduction
in the national economy with inflation reducing to 35% and recover the national
currency against US dollar. Besides that, Angola demonstrates to have grand debts
due to huge construction projects execute to stimulate economic growth, providing
that growth has always been buoyant since Angolan’s economy depends totally on oil.
The International financial crisis in 2009 had a crucial impact on the economy
estimated around 0.9% in the development of the country and with this fast growth
allow a viable betterment of the GDP per capita, which enlarge at an annual average
rate of 9.9% from 2000 to 2009. GDP growth in 2008 and 2011 did not gain plenty from
the oil price enlargement, and this shrinkage only happened due to oil production
problems that the country displayed.

In contrast, the impulse given was not enough because in the year 2016 towards the
year 2020 the GDP attained extremely negative values due to excess oil dependence.
Bearing in mind that foreign exchange rate depends on oil export, so was necessary
the intervention of the Central Bank for the improvement of a new exchange rate or
monetary policy which once again seems to be unsustainable covered, thus affecting
the coming years. Notably, agriculture is among the sectors that helped the
government achieve admirable results in GDP growth rates, although the sectors are
getting back from the massive struggles made by the internal conflict in the country.
Nonetheless, the rapid progression of GDP growth rate demonstrated to have a
sustainable impact on the GDP per capita that flourished with a rate of 9.9% from 2002
to 2020.

Specifically, there are disparities during the growth of GDP per capita when making
a comparison between the level of GDP per capita and Current Purchasing Power
Parity (PPP) USD. It can be observed in Figure 2 from 2002 to 2020 current USD and
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current PPP USD are in constant fluctuation, with GDP per capita current USD
presenting an increase up to 2014 then decreasing until 2020 and GDP PPP presenting
a higher increase with a slight decrease until 2020.
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Figure 2. GDP Per Capita at Current Prices and Current PPP (USD, 2002-2020)
Source: AFDB
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Figure 3 Unemployment Rates in Angola (%, 2000-2020)
Source: World Bank

The rapid economic growth that Angola exhibit during some years was not efficient
to respond to the changes in unemployment but was possible to improve the living
conditions for the Angolans in some sectors, mainly the agricultural and
reconstruction sector. In the Angolan territory, unemployment has decreased since
1990, as shown in Figure 3 from 2000 to 2009, 42% of the Angola workforce was
unemployed not having a significant impact comparing with the years 2010 and 2020
in which unemployment peak an abysmal negative level. Lopes et al. (2007) conclude
that unemployment is to the greatest extent observed as urban phenomena while
compared to rural zones.

Among the number of people employed 44.2% were working in agriculture and
fisheries representing a subsistence of the economy, but nothingness compared to
Cuanza Sul which is the province with a large agricultural capacity with 70% working
in agriculture in 2014. Despite that, the lack of skilled labor impedes the progress of
this task, especially in the construction sector which the need for skilled labor is
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obligatory. Contrarily, the industrial sector that employs 6.1% of the workforce, more
frequent in urban areas, there is also the service sector that contributes massively for
the country in generating employment which divides into two terms for the
economically active population estimated in 26.6% and 23.5% that does not advocate
their activity sector. The workforce market of Angola is simply characterized by the
large level of the informal sector found in the country. The rise of the informal
economy in Angola resides on many factors, for instance, rural livelihood and non-
agricultural rural enterprises. However, it is important to say that the rapid pace of
urbanization in some way influences the informal economy due to the migration of
people from rural zones to urban zones, owning to internal conflicts that abruptly
affected the country. In another way, this in-house migration brought very negative
results regarding opportunities for formal jobs in urban areas and encouraged the
population to sell regulated products at black market prices to have an additional
salary to cover their expenses.

For the developing countries, especially Angola the informal urban sector is
contemplated to be all in all, by giving opportunities to the poor and a way out of
unemployment. It also states that a contemporary assessment of development
conducted by the United Nations in Angola in terms of socioeconomic context
considered that Angola should focus on fewer or more strategic areas that can add
more value to the economy thus rejects the need of investing in non-profit projects and
have a broad vision of a program focused on decisive results-oriented that are capable
of ensuring the sustainability of contributions to directly influence on the reduction of
poverty and promoting human development. Putting an end to the informal sector is
not a solution, on the contrary, it is necessary to work together with the sector to
promote the empowerment of beneficiaries and ensure the sustainability of initiatives
that may eventually be part of the government. The informal sector in many countries
is normally observed as the leftover sector, typically it is nothing more or less than
obtaining leftover products from crucial sectors of the economy, like the public sector,
domestic transportation, import, and export protection of production and services.

Figure 4 demonstrates the evolution of export and import from 2000 to 2020. After
the civil war that covered all the national territory at the end of 2002 and the global
crisis from 2008-2009, Angola could achieve positive and negative results, either in
export and import or even in the trade balance. With export reaching 71.873 billion
USD in 2012, it was the highest level of export attained due to the fast recovery of the
world from the crisis which reduces in mid-2010 due to the focus on the main product
demands. Still, the trade balance registered a trade deficit, notwithstanding a decrease
of 11.6% from 2012 to 2013 because of the increase in import and reduced export.
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Figure 4. Exports and Imports in Angola (Billion USD, 2000-2020)
Source: Banco Nacional de Angola (BNA)

The export sector of Angola has shown fabulous growth for many years, due to at
least two important factors, first because of the extractive sector of the country that
represents 99% of all the export, and second, the diversification of products, thus
decreasing the level of mining and utilities in the country. Beyond that, there is a very
large mass of Angolans that do not have access or profit from the country’s export
(IMF, 2019). The revenue required from these transactions goes precisely to the
national reserve, under these circumstances, creating enormous inequality and
affecting poverty even more. Although there is a government budget that encloses
poverty, still there must be a bet on local production. For instance: the food amount
consumed by the workforce in the country is imported, the employment generated by
the sector is smaller than the level of the population, urban coastal population
participation into the economy is less, depending still on the imported products due
to poor market conditions and the manufactures that have not recovered yet from the
civil war. Considering the extensive territory of Angola and the non-investment in
agriculture, some agricultural producers are in areas of difficult access, providing
difficulties for the import and export markets. The state has been working to improve
this situation, but the resolution does not seem to be enough because the urban
population is increasingly dependent on all food chain imports.

The exports depreciated from 72 billion dollars in 2008 to 41 billion dollars in 2009
due to the global economic crisis. Alternatively, with this decline imports also decrease
with a margin of around 10% from 23 billion dollars to 21 billion dollars, causing the
total trade and trade balance with large declines but remaining positive. Angola’s
trade surplus was 4,933 million USD in the third quarter of 2019, with export decrease
24.6% to 8,140.9 million USD because of lower shipments of oil while the diamond
sales rose 13.3% and import fell 13.8% to 3,207.9 million USD (United Nations, 2020).
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Figure 5. Exports by Destination (Million USD, 2019)
Source: International Monetary Fund (IMF)

With the diversification of the export market, Angola is no longer dependent upon
developed countries. Figure 5 exhibits 12 countries that proffer up the Angolan export
sector. As mentioned above, diversification is an important component to improve the
economy, but regrettably, with so many exporting countries, there is no variety of
products, thus causing the country to be longer and more dependent on oil exports.
Angola’s main export markets are China that displays 27,487 million dollars of the
export products being the largest following by India with export surrounding 3,185
million dollars, United Arab Emirates with export surrounding 1,906 million dollars,
and Spain, Seychelles, and Portugal with 1,489 million dollars, 1.317 million dollars
and 821 million dollars.

Figure 6. contains information for 12 countries that proffer up the Angola import
sector. China occupies the first line with a value surrounding 2,050 million dollars,
following by Portugal with a value about 2,015 million dollars, and the Republic of
Korea with a value surrounding 851 million dollars. The import of Angola hasn’t
changed much compared to the previous years, only some changes happened with
China increasing its import products variations. However, it appears that most of the
products consumed by the Angolan people are imported, and it is a tragic reality
considering the production sector that is so vast with ambiguous possibilities to take
care of the basic needs do not go further. Intermediate goods are equivalent to 15.41%
of total imports while capital goods exhibit 32.38% of import because of the extractive
sector and the construction material that is an important segment of import trade.
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Figure 6. Imports by Destination (Million USD, 2019)
Source: IMF

2. Income Distribution in Angola

The state intervention and adequately-structured policies based on fair laws are key
factors in reducing inequality and may help children to have access to education who
after succeeding can help the state and bring benefits to families, in other words,
increase human capital which in turn will produce financial capital. Modern societies
have attained prosperity in several sectors with an emphasis on technological and
scientific sectors. Yet, there are problems far from being solved, especially in social
inequalities, because there are two ways to become rich, the first being ‘wealth and the
second withdrawal of wealth from others. In the primary case, there are advantages
for society, since this creation of wealth is equal, in the second case, creates problems
for society since it excludes wealth that could be redistributed equitably, thus
inequality is created from this type of enrichment. The crisis affecting the country
brings many problems, such as social and economic due to the fall in oil revenues and
poor governance. However, it is important to recognize that Angola has the most
unequal income distribution (Tvedten and Lazaro, 2011).

Over the years, Angola has waged a great fight against poverty that aims to improve
the socio-economic conditions of the people in Angola. Subsequently, a period from
2013 to 2017 was created an organization through a presidential decree to promote
rural trade and entrepreneurship, also there was a creation of a subprogram Papagro
Agricultural products acquisition programs, with the same objective and function to
reduce starvation and poverty that are widespread in rural areas.

By understanding the root of inequality there will be no difficulty in understanding
its outcome. He points out two crucial factors for straightening inequality, the market
as a factor that helps to shape the level of inequality and applied policies, which in
turn shape these market forces. The second factor explained by the author exhibits
foremost the creation of policies which is the most reliable method to level inequality
within a society. Still, the same author affirms that it is up to the state to determine and
implement actions to stimulate fair competition based on transparency either of
distribution income or resources, and creating central taxation and social contribution
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policies within the bases of the daily reality. By way of contrast, where there is no
government support the poor generally have huge difficulties in restoring the socio-
economic concerns, for instance, modest home to live in, basic food, health, and
education (Stiglitz, 2015). The world is a very unequal place. In a way, much of its
inequality coming from a large difference among social average earnings. Inequality
is a ‘relational phenomena’ because all human beings are associated, there are only
indifferences when a distinct group shares certain qualities such as forms of
governance, religious belief, historical sources, and language. Angola attained
effective peace about 18 years ago, over this time there has been a growth in the Gross
Domestic Product (GDP), as well as the State’s interest in approaching the obvious
losses in the social area (Milanovic, 2012). Moreover, with the global financial crisis
that happened over the years and the impact of the Coronavirus (Covid-19) after anew
presidential choice, the thoughts are inclined to diversify Angolan’s economy, giving
more emphasis to agriculture and industry.

Plano Nacional de Desenvolvimento (PND) is formed with the aim of sustainability,
development, and modernization of the country. The PND has a short-term duration,
is from 2013 to 2017, and the most recent from 2018 to 2022 which the aim is to promote
socio-economic and territorial development of Angola, focus on improving the well-
being and quality of life of families in reducing inequalities and poverty. Although,
Angola is a developing country, there are more possibilities to become more and more
connected with the international financial markets through many mechanisms, the
challenges that Angola brings from the twentieth-first century have been affecting the
country.

Globalization can stimulate economic development through global economic
integration, but because of the high level of growth rates and poor commercial
performance, the population of Angola is living in poverty. In any case, total trade
liberalization may harm Angola in terms of unemployment and production, above all,
there are developing countries that have already experienced these similarities where
inequality has seriously increased due to trade and financial policies, the increase in
income inequality is correlated with a frequent increase in financial crises worldwide.
Angola with a high level of inequality makes economic growth less able to reduce
poverty regardless of the rate of economic growth. However, this relationship is
observed in developing countries where all income from unproductive families goes
to consumption. Continuously, in the short run household income will be affected if
the dependence relies on specific factors of production. For instance, a home that earns
all of the income from a family-run farm will be dependent on the prices of agriculture,
if there is a price decrease, they shall eventually be capable to find other employment,
but it might be difficult in the short run.

Angola has a poorly diversified economic structure concentrated in oil activities,
low competitiveness concerning imports, and an export structure highly concentrated
in oil products. A comprehensive growth strategy should be based on activities
provided towards the production of goods that satisfy the basic needs of the
population, labor-intensive and job-creating, enhance the use of endogenous natural
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resources and streamline the national supply chain, it should also be emphasized that
the informal economy still has a very relevant weight in economic activity and a
significant share of employment is concentrated in activities with low productivity
and, therefore, low compensating wages. For this reason, promoting the
competitiveness of companies in the domestic market and exports is an essential
precondition for ensuring the diversification of the economic structure, reducing the
trade balance deficit, widening the tax base, facilitating integration in the markers to
regional scale.

In addition, the dimension of poverty and inequality has some links with the culture
and social structure of each sector to solve the problem of poverty and inequality there
is a need to focus on general social transformation, because if economic growth is the
right key to reduce poverty, there may be a great possibility that growth will delay
inequality. After all, high inequality could be detrimental to growth by affecting
education. Poverty is related to the insufficiency of having money, which in turn has
a very large impact on basic needs. Although it has great elements such as economics,
politicians, and societies playing a very important role in its spread, many
international organizations explain it as the lack of health, education, security,
freshwater, and hygiene. More importantly, these factors have their interference in
poverty in terms of advantages and disadvantages, so whatever the discussions about
the people’s income there are also discussions about the economic well-being of the
same people. The advantages of these factors are the quick recovery of the data, the
easy measurement of the same, and the normality of improvement of the same. In
addition to this, indicators such as education, health, and nutrition are a measure of
non-economic well-being and are used in long terms trends. Moreover, absolute
poverty is where a household’s income is insufficient to afford the primary needs of
life while extreme poverty sees the household receiving or holding 50% less income
comparing to the average median income.

Angola has progressed and improved in terms of social conditions after the civil
war, the country still bears notable difficulties that impede its attempts to reduce
poverty and inequalities. In addition to general income inequality, inequality was very
visible in rural areas at 0.39 but increased from 0.40 to 0.44 for urban areas. Although
Angola demonstrates to have a significant urban-rural separation. The current
developments in urban inequality almost compensated for the poverty reduction,
attained through rapid growth but in return, this growth did not favor the poor in
rural areas only those who are not poor (World Bank, 2020).

3. Analyses of Trade Flows and Income Distribution in Angola

International trade is the transaction of goods and services crosswise, seen with the
intent of embodying the world. In the same way that international trade is important
for the world, it can also be important for Angola, particularly in terms of economic
and social development. There have been too many studies done before to assess the
connection between understanding trade and income inequality. Although some are
based on collective extension with many similarities. Besides, knowing that many
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agents can cause equity, often the choice of variables depends on research with a
diverse range of results.

Isagiller (1988) argues that inequality will first increase and later diminish as
development takes place. He also states that income share of the modern sector
increases as development proceeds while the income of the traditional sector remains
stable or even falls as population growth demands. He argues that economic growth
constantly guides to increase inequality in income concentration and it has well-
known roots that go back to classical economists. He also points out that economic
growth is not adequate for a more normal distribution of income and that structural
determinants and policy attitudes are crucial in the experiences of the countries.

Bohoslavsky (2016) argues that severe economic inequality usually influences the
comfort of human rights, political rights, social-economic, and cultural. He mentions
that the higher is the inequality among societies, the higher is the violence and the
marginalization of diverse groups and people. He also states that there is a positive
correlation between child mortality and income inequality because countries with high
levels of inequality have more dangerous health issues. Cassete (2012) concludes that
the link between international trade and inequalities is placed on trade manufactured
goods between countries. The Ricardian framework, free trade predicts that the
national income increases due to the autarky situation, in this sense, an increase in
trade promote economic welfare and harm the lowest layer. He also indicates that the
issue of inequalities is predicted by the Heckscher-Ohlin. Stolper-Samuelson theorem
which states that if a country exports the good for which it uses the productive factor
completely, trade increase the price of this good, thus causing an increase in the
relative price of the abundant factor in the production of the traded goods which in
contrast decrease the remuneration in the scarce factor and it rises inequalities through
skills.

Naguib (2017) states that economic growth is positively correlated with unequal
distribution because it sensitizes more effort on the part of any individual. He also
argues that if the perception of the distribution of resources is perceived as unfair,
there may be political disorders. Cerdeiro and Komaromi (2017) find a solid
relationship between trade and income in his seminal work. Demir et al. (2012) reach
a correlation between the composition of trade and the portion of employment on
inequality in advanced countries.

3.1. Data and Methodology

For analyses, the period over 2000-2017 is used with time series for a dependent
variable Gini and independents variables. Along with this time period, income
inequality in Angola initiated to demonstrate some pattern of fluctuation with trade.
The study is limited to these date because of certain difficulties in gathering data for
some indicators. Variable information like name and sources are given in Table 1.

51



Ozcan, Cazeiro | Impact of Trade Flows on Income Distribution in Angola

Table 1 Variable Information

Variable Name Code Source Explanation
Gini Coefficient GINI | World Inequality Database Income Inequality Indicator
Export EXP BNA Export of Goods and Services
Import IMP BNA Import of Goods and Services
Unemployment UNM |IMF Yearly Unemployment Rate
Debt Stock DEBT | World Bank WDI Short Term Debt Stock of GDP

Gini coefficient is used to measure income inequality in this study as the dependent
variable. Liberati (2015) claims that the Lorenz curve is extremely used to examined
income size remittances and inequality measures. When addressing the inequality
Gini coefficient is the most useful variable in the literature. It is well known that the
Gini is used to compare income inequality between countries. Deferential numbers
such as 1 to 0 or even 0 to 100 are used. The smallest number in this case 0 means a
perfect equality in income distribution and the largest number 1 means a maximal
inequality, indicating only one person gets everything in an economy. Data for Gini
coefficient is gathered from the World Inequality Database.

Export and Import have been used in many studies to measure trade and to examine
the impact of trade on income inequality. The total values of exports and imports to
GDP are collected from the National Bank of Angola (BNA). The unemployment rate
used in this analysis is measured as the share of the workforce. The data for
unemployment is acquired from the International Monetary Fund (IMF). The data for
the Short Term Debt Stock of GDP is obtained from World Bank Development
Indicators (WDI). It consists of current liabilities like financial obligation of the
company that has to be paid within one year. For instance, bank loans, accounts
payable, wages, lease payments, and income taxes payable.

The Ordinary Least Squares (OLS) Method is used in this study in order to show
the relationship between dependent and independent variable by using two modes.
To have a convenient and robust model results, all variables are used in their
logarithmic form. Since the dependent variable is not stationary in level, in the model
a differentiated form of the Gini is used (DLGINI).

In order to show the impact of the international trade on income inequality in
Angola, we employ two models. In the first model, the relationship between the Gini
with export and import values of Angola is analyzed. In the second model, other
macroeconomic variables such as unemployment and total debt service along with
export and import are added to the first model. The second model is used to assure the
relationship between Gini and foreign trade variables. Models and other statistical
computations are run with EViews. The models specifications are given as follow:

Model 1: DLGINI = Bo + BiLEXP, + B,LIMP, + ¢,
Model 2: DLGINI = Bo + B;LEXP, + B,LIMP; + B;LUNM, + B;LDEBT, + ¢,
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where [ois the constant value, from ; to s they represent the coefficient of each
variable, and e, stands for the error term of the models.

3.2. Empirical Results

Before providing econometric results of the models, the descriptive statistics of the
variables are given in Table 2 for 17 observations. The mean of Gini coefficient for
Angola is calculated 0.613 over the analyze period. It reaches 0.667 as a maximum
value while 0.596 minimum. Based on values, unemployment rates fluctuate between
3.61% and 9.43% in the sample period. The correlations between these variables are
displayed in Table 3.

Table 2. Descriptive Statistics of Variables

GINI EXP IMP UNM DEBT

Mean 0.612488 39231.08 29169.67 5.558353 8.485227
Median 0.595711 35598.04 28256.54 3.875000 7.794657
Maximum 0.667016 71873.28 53537.92 9.430000 30.35991
Minimum 0.595711 6736.384 6696.817 3.612000 2.179528
Std. Dev. 0.024674 22392.96 16016.89 2.015594 6.145263
Skewness 1.106696 0.022564 -0.088752 0.344105 2.762098
Kurtosis 2.727909 1.730027 1.579176 1.540275 10.79085
Jarque-Bera 3.522639 1.143865 1.452260 1.844803 64.60997
Probability 0.171818 0.564434 0.483778 0.397563 0.000000
Sum 10.41229 666928.3 495884.3 94.49200 144.2489
Sum Sq. Dev. 0.009741 8.02E+09 4.10E+09 65.00191 604.2282
Observations | 17 | 17 | 17 | 17 \ 17

Table 3 shows that correlation between export of goods and services and Gini is
approximately -0.82, demonstrating a negative relationship. These results means that
when the Gini displays a positive slope the variable export was presenting a negative
slope and by the time the variable export starts increasing along the years, the Gini
coefficient exhibit a negative downward sloping. The correlation between import of
goods and services and Gini is approximately -0.87, indicating a negative association.

Table 3. Correlation Coefficients of Variables

Correlation GINI EXP IMP UNM DEBT
GINI 1.000000
EXP -0.820508 1.000000
IMP -0.864278 0.925780 1.000000
UNM -0.619035 0.548221 0.611522 1.000000
DEBT 0.720124 -0.650607 -0.616373 -0.337911 1.000000

The correlation between unemployment and Gini is approximately -0.62
demonstrating a negative connection. The correlation between total debt service and
Gini is approximately 0.73, representing a positive relationship. It implies that when
the Gini values are increasing the values of debt is also rising and vice et versa situation
is correct for this data set.
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In OLS method, in order to estimate a model all variable should be stationary. To
define the variables’ stationarity Kwialtkowski-Philips-Shmidt-Shin (KPSS) test
statistic are employed. KPSS test represents a Lagrange-Multiplier (LM) test to pass
the hypothesis without any effect, that an examined series is stationary around a
constant or linear. Considering another alternative that says that if the null hypothesis
of stationarity is rejected it is certain that the series has a unit root. Therefore, there is
a must to first determine whether the variables are stationary or not, in order to find
any level of causality in the relationship between trade flows (Export and Import) to
income inequality (GINI). The KPSS test originates from one-sided LM statistics for
the test, in other words, if the LM statistics is higher than the critical value in 1%, 5%,
10% then the null hypothesis is rejected causing the series not to be stationary.

The calculated LM statistic at level is 0.484 and asymptotic critical values are
computed for 1% level, 5% level and 10% level respectively; 0.739, 0.463, 0.347. Based
on the KPSS test results, GINI is found not to be stationary at level, for this reason the
first difference of the variable is taken to make this time series stationary. After taking
the first difference, LM statistic at difference becomes 0.087, staying under the critical
values which are calculated 0.216, 0.146 and 0.119 respectively for 1% level, 5% level
and 10% level. It causes the variable name to change from LGINI to DLGINI in the
model. Export, import and unemployment variables are stationary at their level but
debt variable is differentiated in order to make this series stationary, changing the
name from LDEBT to DLDEBT in the model.

3.3. Model Results

There is a strong relationship between the international trade and the income
equality. With this study, it is aimed to contribute to the ongoing literature by giving
example of Angola. For that purpose, there are two models. The results of the Model
1 are firstly discussed. In this model, DLGINI is the dependent variable and export
and import are the independent variables. The outcomes of the econometric analyses
are given in Table 4.

Table 4. Model 1 Results

Dependent Variable: DLGINI

Variables Coefficient Std. Error t-Statistic Prob.
C -0.04076 0.007654 -5.3251 0.0001
LEXP -0.01489 0.005708 -2.6083 0.0206
LIMP 0.02385 0.006175 3.8629 0.0017
R2 0.68209 - - -
F-statistic 15.01888 0.0003

According to the Table 4, all variables are statistically significant at different levels.
The constant value is calculated -0.041, being significant at less than 1%. There is a
negative relationship between export and Gini coefficient, indicating when export
increases by 1% then the Gini coefficient will be decreased by 0.015%. It means that
when export value is rising up, the effect of this increase over Gini value is negative.
In any rate, the finding can help the country understand and implement more
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dynamism into exports since it thus reduces the level of inequality in the country. This
finding might be supported by the work of Yasushi (2017) that the increase in the share
of exports in GDP can minimize income inequality in low-income developing
countries rather than in high-income countries. He also argues that an increase in
mineral exports could possibly further increase inequality because it could concentrate
export earnings within a capital-intensive industry instead of producing jobs for
unskilled workers.

The coefficient of import is computed positive 0.0024, meaning changes in import
affects positively Gini coefficient. Based on this value, it can be said that if import value
increases by 1% then Gini coefficient will increase 0.0024%. This statistical significant
econometric outcome indicates that the country should not focus on importing since it
does improve income equality which is the fair distribution of income throughout the
population. Ciani (2021) also finds that the income inequality of the country that
matters is negatively affected by the quality of imported manufactured products. As
Reuveny and Li (2003) argue that trade is an easy mechanism for companies in the
least developed countries and that unauthorized labor from cheap imports
undermines the power of the business to reduce wages. In turn, trade increases
economic competition and shortens the prices of basic consumer goods while the
competition also lessens the upper-class monopoly and also reduces income
inequality.

In the second model, DLGINI is the dependent variable and export, import,
unemployment and debt are the independent variables. The econometric results of the
Model 2 are specified in Table 5.

Table 5. Model 2 Results

Dependent Variable: DLGINI

Variables Coefficient Std. Error t-Statistic Prob.
C -0.028755 0.003754 -7.660494 0.0000
LEXP -0.007642 0.002762 -2.767151 0.0171
LIMP 0.01137 0.003224 3.526689 0.0042
LUNM 0.00614 0.000876 7.005665 0.0000
DLDEBT 0.00162 0.000486 3.327421 0.0060
=Y 0.94597 - - -
F-statistic 52.52266 0.0000

Table 5 shows that all variables are statistically significant at different levels. As it
shown in the first model, export has a negative coefficient and import has a positive
sing in this model. However, in the second model there are other macroeconomic
variables adding to the first model, the signs of export and import did not change. It
states that the relationships between Gini coefficient and trade flows are robust and
consistent. The value of R squared is about 95%, indicating the high capacity of the
explanatory variables in the model.

There is a positive relation between unemployment and Gini coefficient, in other
words when the unemployment rate increases by 1% then Gini coefficient will increase
by 0.0061%, demonstrating a statistically significant influence of unemployment to
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Gini. When there are more people seeking a job, income equality will not change in
favor of these individuals. They will have difficulty to access revenues for their needs
and the share of the income taken by these people in the economy will shrink. A
positive relationship is also found between debt and Gini in the model. It states that if
the debt rises by 1% then Gini will also grow by 0.0016%. As it is concluded by Arslan
(2019) it is not easy to define a clear relationship between the debt and income
distribution, based on these results debt also plays an important role to increase the
income inequality in Angola. When the debt stock is increasing it will lead to a higher
debt burden with its interest payments and it could be a vicious circle while finding
new expensive financial sources.

3.4. Diagnostic Tests

The diagnostic test results are given for Model 2 in Table 6, supporting robustness
of the model. According to Jarque-Bera test result, there is no normality problem in the
model. Breusch-Godfrey Serial Correlation LM test outcomes indicates the model has
no serial correlation trouble. As for the Heteroscedasticity issue in the model, Breusch-
Pagan-Godfrey Heteroscedasticity test values specify that the model does not have any
problem related to the changing variance. The Ramsey Regression Equation
Specification Error Test (RESET) is a general specification test for the linear regression
model. Based on the RESET conclusion, it is stated that the model specification is
correct.

Table 6. Diagnostic Test Results

Test Coefficient | Probability
Jarque-Bera Normality Test 2.14505 0.3421
Breusch-Godfrey Serial Correlation LM Test 0.60905 0.7375
Breusch-Pagan-Godfrey Heteroskedaticity Test 5.52801 0.2373
Ramsey RESET Test 0.11171 0.7445

4. Conclusion

The aim of this study is to examine the effects of trade flows on income inequality.
In this sense, using the OLS regression to analyze the time-series data of the
relationships between trade flows and income inequality in Angola is verified. The
results obtained from the model using Gini as an indicator for a measure of income
distribution reveal that some variables have a negative effect and some have a positive
effect. The highest result is reflected in the export variable because among all variables
it is the only variable that has a negative impact on Gini. In fact, the Heckscher-Ohlin
2x2x2 model of international trade stresses that the export of goods requires factors of
production, which only encourages people and companies to have more markets for
their consumer goods. Yet, it is also a component of job creation and decrease income
inequality. The second result is the import variable which reflect a positive result
towards Gini which is also emphasized by Hecksher-Ohlin that a nation cannot
manufacture in such an efficient way and defends that the visionary thing to do is to
export materials and resources that they produce in abundance, while on the import
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side they do it proportionally based on what they need. However, theoretically, some
factors related to trade liberalization and the reduction of tariff aid for products and
services, because of the unskilled labor, which will cause their wages to be reduced in
relation to the wages of qualified workers and, as a result, income inequality increases.

On the other hand, what was said just reflects on the variable unemployment which
is another variable that affects income inequality positively. In this study, a number of
scientific articles were used as an index to mark this variable. The coefficient for these
variables was positive and significant. In fact, although Angola has experienced rapid
economic growth for some years and the economy is based on natural resources, it is
necessary to say that for some years it had a negative observation and in others a
positive one in terms of unemployment.

It is possible to improve the frequency of income inequality related to the lack of
economic development in general. In addition, just like anywhere in world, inequality
and poverty in Angola can be generated by a miscellaneous source such has
inadequate high-quality education, accountable institutions, lack of political equalities
and government rules, health insurance, gender, corruption and payment systems for
wages and income that have no effect in the country and that are related to economic
indices based on knowledge. Thus, if Angola wants to resolve its barrier to
development and end successfully, it will have to comply with coordinated policies on
the demand side with those on the supply side, in order to attract an economic order
based on understanding. In any case, these decisions will have a positive impact on
employment for low-income economic agents today. In this regard and due to the fact
that in Angola the supply side of knowledge factors is active, therefore greater
attention should be paid to the demand for knowledge factors in order to avoid the
loss of resources and this is exactly the point that is missing. Human capital is
necessary for a knowledge-based economy, so it is necessary to generate infrastructure
and conditions to prevent brain drain, for this reason, it is necessary to adopt
coordinated demand and supply-side economic policies in order to control the
information of the knowledge-based development model so that those who are low-
income producers can seek better opportunities to acquire money.
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Bu calisma ile isletme yoneticilerinin pazarlama metrikleri hakkindaki diisiinceleri ve bu metriklerin
isletmelerde kullanilma durumu arastirlmugstir. isletme yoneticilerinin pazarlama metriklerine
yonelik diisiincelerini 6grenmek amaciyla farkl sektorlerde yonetici olarak ¢alisan 109 katilimciya
online anket yontemi uygulanarak veriler elde edilmistir. Anket formunda katilimcilara 11 adet
demografik soru, 1 adet acik uglu soru ve 38 adet yarg:i ciimlesi olmak iizere toplam 50 soru
yoneltilmistir. Arastirmadan elde edilen veriler normal dagilim gosterdiginden, veriler Bagimli
Orneklem T testi ile analiz edilmistir. Yapilan analiz sonucunda isletmelerin pazarlama
performanslarimn l¢limiinde miisteri tatmin ve sadakat diizeyi, miisterilerin algiladiklar1 hizmet ve
irlin kalitesi diizeyi, miisterilerin sunulan {riin ve/veya hizmetler hakkinda algiladiklar1 deger
diizeyi, isletme ve/veya iirlinlerinin marka bilinirlik diizeyi, miisteri kayip orani, isletmenin pazar
paymin Ol¢limii, iirlinlerin dagitim aginda bulunabilirlik diizeyi, iiriin/hizmetlerin fiyat esneklik
diizeyi ve miisterilerin yasam boyu degeri 6l¢iimlerinin pazarlama performansini olumlu etkiledikleri
fakat isletmelerde kullanilmadiklart sonucuna ulagilmigtir. YOneticilerin pazarlama metriklerini
isletmelerde neden kullanmadiklarina iligskin yoneltilen acik uglu soruya ise; pazarlama metriklerinin
¢ok 6nemsenmemesi, kalifiye personel eksikligi, ataerkil isletme yapisi, metriklerin 6l¢iim zorlugu ve
kurumsal yapinin olusturulamamasi gibi cevaplar alinmustir.

Abstract

In this study, business managers thoughts on marketing metrics and the use of these metrics in
businesses were investigated. Data were obtained by applying an online survey method to 109
participants working as managers in different sectors in order to learn the thoughts of business
managers on marketing metrics. In the questionnaire form, participants were asked a total of 50
questions including 11 demographic questions, 1 open-ended question and 38 judgment sentences.
Since the data obtained from the research showed normal distribution, the data were analyzed with
the Pair Sample T test. As a result of the analysis, in measuring the marketing performance of
businesses the level of customer satisfaction and loyalty, the level of service and product quality
perceived by customers, the level of value perceived by customers about the product and / or services
offered, the brand awareness level of the business and / or its products, the customer loss rate, the
measurement of the market share of the business, the availability level of the products in the
distribution network, price flexibility level of products / services and customer lifetime value
measurements positively affect the marketing performance but are not used in the businesses.
According to the open-ended question asked about why managers do not use marketing metrics in
businesses; Replies were received such as ignoring marketing metrics, lack of qualified personnel,
patriarchal business structure, difficulty of measuring metrics and failure to establish an institutional
structure.
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Giris

Glintimiiz rekabetci diinyasinda isletmelerin basarili olabilmeleri isletme igerisinde
bulunan pazarlama birimlerinin performansina baghdir. Pazarlama performansi
kavrami ise pazarlama birimlerinin hedef ve stratejilerine ulasilmas: olarak ifade
edilebilir. Pazarlama birimi isletmelerin uzun donemli basar1 saglamasinda onemli bir
rol istlendiginden, pazarlama birimlerinin basarisiz olmasi isletmelerin finansal
acidan bagarisiz olmasma neden olmaktadir. Dolayisiyla isletme veya pazarlama
yoOneticilerinin pazarlama performansin1i Olgmesi ve Ol¢lim sonucunda gerekli
onlemleri almasi igletmelerin varligini siirdiirmesinde hayati bir 6neme sahiptir.

Son yillarda hem uygulayicilar hem de akademisyenler pazarlama performansi
konusuna artan bir ilgi gostermektedirler. (Ambler, Kokkinaki & Puntoni, 2004).
Isletme yoneticilerinin pazarlama performansini neyin basarili veya basarisiz
yaptigin1 bilmeleri, pazarlama stratejilerinin olusturulmasina yardimci olmalidir
(Clark, 2000). Pazarlama metrikleri isletmelerin belirlenen amacglara ulasmasina
yardimci olmaktadir. Fakat pazarlama performansimi 6lgmedeki en temel problem en
iyi metrik ve uygulamanin belirlenmesidir (Ambler, 2000).

Bu calismada isletme yoneticilerinin pazarlama metrikleri hakkindaki diistinceleri
incelenecektir. Bu dogrultuda pazarlama metriklerine iligkin literatiir aragtirilmasi
yapildiktan sonra, isletme yoneticilerinin kullanabilecekleri pazarlama performansimni
etkileyen pazarlama metriklerine deginilecektir. Analiz boéliimiinde isletme
yoOneticilerinin pazarlama metrikleri hakkindaki diislinceleri ve isletmelerde
kullanilma durumu test edilecektir.

1. Literatiir Taramasi

Barvise ve Farley (2004) tarafindan yapilan ¢alismada; Amerika, Japonya, Almanya,
Ingiltere ve Fransa’da faaliyet gdsteren isletmelerin pazarlama yéneticileriyle
yapilandirilmis telefon goriismelerinden elde edilen veriler 1s18inda, pazarlama
metriklerinin uygulanmasma yo6nelik bir aragtirma yapilmigtir. Bu arastirmada pazar
payy, algilanan iirtin ya da hizmet kalitesi, miisteri sadakati, miisteri karliligi, miisteri
yasam boyu degeri ve nispi fiyat metrikleri gibi toplam alt1 metrigin tilkeler arasindaki
kiyaslamas: yapilmistir. Ayrica iilkeler arasinda firma biyiikligi ve metriklerin
kullanim1 arasinda fark olup olmadigmin tespit edilmesi amaglanmigtir. Arastirma
sonucunda firma iligkili farkliliklara rastlanilmistir. Cok uluslu ortakliklar ve biiyiik
firmalarin daha fazla metrik kullandiklar: ve {ist yonetime sunduklar: tespit edilmistir.

Morgan ve Lopo (2006) miisteri geri bildirim metriklerinin degerini test etmeye
yonelik bir ¢alisma yapmislardir. Miisteri geri bildirim metrikleri altinda yer alan
miisteri tatminine yonelik ortalama tatmin sonuglar1 degerlendirildiginde, gelecekte
isletmenin performansinmi tahmin etme konusunda miisteri tatmini metriginin en
bliylik degere sahip oldugunu belirtmistir. Calisma sonucunda ayrica isletmenin
performansini tahmin etmek i¢in satin alma niyeti ve tavsiye etme sayisinin bir degere
sahip olmadig1 ya da ¢ok az bir degere sahip oldugu tespit edilmistir.

Bennet (2007) tarafindan Ingiltere’deki bagis kuruluslarinin pazarlama metrikleri
kullanimina iligskin 210 bagis kurulusu yoneticisi iizerinde yapilan bir arastirmada;
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bagis kuruluslarinin en fazla kullandig1 pazarlama metriklerinin neler oldugunu,
hangi metriklerin en kullanisli oldugu ve iist yonetime sunuldugunu ve pazarlama
biitgesini artirmak icin hangi metriklerin en onemli gorildiigiinti tespit etmek
amaglanmistir. Bagis kuruluslari ile kar amaci giiden ticari kuruluslar arasinda
kullanilan metrikler agisindan bazi benzerliklerin yaninda farkliliklarin da oldugu
tespit edilmistir. Iki kurulus agisindan benzerliklere odaklanildiginda finansal
baskilar, organizasyonlarin pazarlama planlama sistem ve prosediirleri ile miisteri ve
rakip odakli olmanmn onemine deginilmistir. Her iki sektor arasinda pazarlama
metrikleri kullanimma iliskin farkliliklara bakildiginda ise bagis kuruluslarinda
kullanilan pazar pay1, miisteri sadakati ve miigteri tatmini metriklerinin tist yonetime
nadir olarak sunuldugu gozlemlenmistir.

O’sullivan ve Abela (2007) gelismis teknoloji firmalarinda pazarlama yoneticileri
tizerinde yaptig1 calismada, pazarlama yoneticilerinden toplanan birincil verilerin
yaninda karlilik ve hisse senedi getirileri gibi ikincil verilerden de yararlanarak
pazarlama performansmin Olglimiinii amaglanmistir. Yapilan ¢alisma sonucunda;
pazarlama performansinin 6l¢timlenebilmesinde karlilik, isletme performansi ve hisse
senedi getirilerinin onemli bir etkiye sahip oldugu ifade edilmistir.

Ambler, Kokkinaki & Puntoni (2004) 24 firmanin {ist pazarlama ve finans
yoneticileri {izerinde pazarlama metrikleri kullanimi konusunda bir arastirma
yapmustir. Bu arastirmada tiiketici davramisi metrikleri, aracit metrikler, finansal
metrikler, miisteri metrikleri, rakip metrikleri ve yenilik¢ilik metriklerinden olusan
toplam 38 metrik alt1 kategori altinda gruplandirilmistir. Yapilan arastirma sonucunda
ise list diizey yoOneticilerden elde edilen verilere gore finansal metriklerin diger
pazarlama metriklerine gore daha fazla kullanildig1 sonucuna ulagilmistir.

Joan, Eusebio & Ambler (2002) pazarlama basarisini 6l¢gmek amaciyla Ingiltere ve
Ispanya arasinda kargilagtirmali olarak yapilan galismada finansal metrikler, finansal
olmayan metrikler ve miisteri metriklerinin yaninda pazar payi, reklam pay1 ve
promosyon payina dayanan rekabete dayali metriklere yer verilmistir. Ispanya ve
Ingiltere’deki sonuglar karsilagtirildiginda Ispanya’daki katilimcilar, Ingiltere’deki
katilimcilara oranla daha fazla pazar odakli olduklari ve finansal metriklere daha az
onem verdikleri tespit edilmistir. Ispanya’da pazarlama gelirleri Ingiltere’ye oranla
daha fazla takip edilmekte ve pazarlama metrikleri ge¢mis yillarla karsilastirmal
olarak daha fazla kullanilmaktadir. Her iki tilkedeki yoneticilerin isletmelerde
pazarlama metriklerini kullanmanin isletmelerin gelisimi i¢in 6nemli oldugunu ifade
etmelerine  ragmen, Ispanya’daki yoneticiler — pazarlama  performansini
degerlendirmek icin kullanilan metriklerden daha fazla memnun olduklar: sonucuna
ulagilmistir.

Milichovsky (2015) Brezilya'daki yoOneticilerin pazarlama metriklerine yaklasim
tarzini ele alan calismasinda en fazla iliskisi bulunan 10 metrigi miisteri agisindan,
finansal agidan, {iriin agisindan, pazar ve inovasyon agisindan olmak tizere toplam 4
grup altinda toplamugtir. Bu gruplar igerisinde Brezilyali yoneticilerin en 6nem verdigi
gostergenin “miisteri vizyonu” gostergesi oldugu tespit edilmistir.
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Tescasiu (2015) isletmelerin pazarlama verimliligini incelemek amaciyla pazarlama
metriklerinin 6nemini ortaya koymay1 amacglamistir. Method olarak pazarlama 6l¢tim
felsefesine iliskin pazar, marka ve tiiketici agisindan bir modelleme kullanilmistir. Bu
calisma sonucunda isletmede pazarlama verimlili§inin yoneticiler tarafindan
degerlendirildigi ve pazarlama metriklerinin farkh sektorlerde farkli yorumlandig:
ifade edilmistir. Tiim bu faktorler gbz oniine alindiginda, isletmelerin vizyonlarina
ulasabilmesi i¢in yonetimin pazarlama metrikleri ile entegre bicimde c¢alismalarimni
siirdiirmesi gerektigi vurgulanmastir.

Hacioglu ve Gok (2013) calismalarinda hangi pazarlama metriklerinin, pazarlama
performansmin Ol¢iimiinde 6nemli oldugunu ortaya koymay: amaglamistir. 145
isletmeden elde edilen verilere gore en onemli metrigin tiiketicilerin tutumlar: metrigi
oldugu gozlemlenmistir. Ekonomik deger ve miisteri yasam boyu degeri metrikleri ise
isletme performansmi degerlendirmede en az Onemli olan metrikler olarak
siralanmistir. Yoneticilerin metriklere verdigi onem ve isletme performansi arasinda
onemli bir iliski ortaya ¢ikmamuistir. Iliski cikmamasmim nedeni ise Tirkiye gibi
gelismekte olan iilkelerdeki firmalarin iiriin odakli olup, pazar yonelimli
olmayisindan kaynaklandig: ifade edilmistir.

Pauwels (2015) ise c¢alismasinda isletmelerin kullanmis oldugu pazarlama
metriklerinin neden tercih edildigini ortaya koymay:1 amaclamistir. Arastirmada
kullanulan veriler Ingiltere’de kullanim alan1 bulan iki tiir veriden olusmaktadir. Tlk
veri uygulamacilarin yenilik, tiiketici davraniglar1 ve muhasebe gibi ana metrik
kategorilerinden olugsmaktadir. Ikincisi ise sektérden sektdre farkhilik gdsteren ozel
metriklerdir. Yapilan analiz sonucunda muhasebesel metriklerin tiiketici davraniglar:
ve yenilik gibi metriklere oranla daha dominant metrik kategorisinde oldugu
saptanmuigtir.

Farley, Hoenig, Lehmann & Nguyen, (2008) Vietnam firmalar1 tizerinde pazar
biiytikliigti artarken kullanilan pazarlama metrikleri arastirmislardir. Calisma
sonucunda Vietnamli yoneticilerin birkag gesit metrik kullandiklar1 gézlemlenmistir.
Ayrica sahiplik yapisi ve firma performansinin metrik kullanimini etkiledigi tespit
edilmistir.

Smith (2011) 114 muhasebe profesorii, 120 finans profesorii ve 116 pazarlama
profesoriiniin pazarlama metrikleri algilarmi 6l¢gmeye ¢alismistir. Calismada Brand
Finance ve London Business School tarafindan kullanilan metrikler kullanilmistir.
Calisma sonucunda Brand Finance arastirmasindan elde edilen sonuclarla benzerlik
oldugu tespit edilmistir. Ayrica marka degeri metriginin firma performansmnin
belirlenmesinde ¢ok kullanisli olmadig tespit edilmistir.

2. Pazarlama Performansinin Ol¢iimiinde Kullanilan Metrikler

Isletme yoneticileri geleneksel yontem olarak firmalarin  performansini
Olcimlemede finansal durum tablosu ve kar/zarar tablosu gibi verileri
kullanmaktadirlar. Bu tiir verilerden elde edilen bilgiler finansal tablo kullanicilarina
yalnizca cari veya bir onceki donemlere iliskin bilgiler sunmaktadir. Bu durum
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isletmelerin uzun dénemli ve stirdiiriilebilir finansal performans gosterebilmelerine
yardimci olan farkli 6l¢iim araglarini ortaya ¢ikarmaistir.

Pazarlama performansinin Olglimiinde kullanilan pazarlama metrikleri 2’ye
ayrilmaktadir:

2.1. Finansal metrikler

Genel olarak metrikler isletmelerin karsilastirilmasinda ve performanslarinin
degerlendirilmesinde kullanilmaktadir. Pazarlama performansmin
degerlendirilmesinde kullanilan finansal metrikler kesin olarak bir rakam ile formdile
edilebilen metriklerdir. Finansal metrikler isletmelerin kar/zarar ve nakit akisi
tablolarindan elde edilen satig gelirleri, karlilik ve nakit akis kalemleri metrikleri
olarak siralanabilir (Bruce, 1999; Marek, 2011). Ayrica briit satis kar1 ve miisteri yasam
boyu degeri metrikleri de finansal metrikler icerisinde degerlendirilebilir (Lars &
Anne,2006).

Herhangi bir donemde ortaya cikan satis ve karliliklar bir 6nceki pazarlama
faaliyetlerinden etkilendigi gibi, gelecek donemlerde de ortaya ¢ikacak satis ve
karliliklar simdiki pazarlama faaliyetlerinden etkilenecektir. Ornegin simdi verilen
reklamlar gelecek donem satis ve karliliklarimi artiracaktir (Ambler & Kokkinaki,
2005).

Finansal metrikler her ne kadar isletmelerin geleceginin yorumlanmasinda igletme
yOneticilerine bilgi saglasa da bu bilgiler yeterli olmadigindan, pazarlama veya isletme
yoneticilerinin finansal olmayan metrikleri de kullanmas1 gerekmektedir. Ancak bu
durumda kullanilan metrikler isletmelerin vizyonlarina ulasmalarina katki
saglayacaktir.

2.2. Finansal Olmayan Metrikler

Finansal olmayan metrikler parasal miktar olarak ifade edilemeyen metriklerden
olusmaktadir (Marek, 2011). Finansal olmayan metrikler isletmelere simdiki ve
gelecek donemlere iliskin bilgi sunmaktadir. Ayrica bu metrikler isletmelerin
yayimlamis olduklari finansal tablolardan elde edilemezler (Himme & Fischer, 2014).
Finansal olmayan metrikler;

e Miisteri sadakati,

e Miisteri tatmini,

e DPazar pay,

e Hizmet kalitesi

e Marka degeri

¢ Yeni eklenen miisteri sayisy,
e Verimlilik

e Kalite - siirec Iliskisi

e Personel devir hizi

* Yenilik ve yeni iirtin gelistirme siireci
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e Tedarik kaynaklar1 ve

e Demografik Ozellikler gibi metriklerden olugsmaktadir (Clark,1999; Tek &
Giimiis 2006).

Finansal olmayan metrikler isletmelerin bilangolarinda raporlanan maddi olmayan
duran varliklarin ol¢timiinii gerektirmektedir. Maddi olmayan varliklar ise fiziki
niteligi bulunmayan varliklar olarak ifade edilebilir (Ittner, 2008).

Geleneksel yonetim muhasebesi performans Olciimiinde yetersiz oldugundan
finansal olmayan metrikler ortaya c¢ikmistir. Finansal olmayan metrikler ayni
zamanda isletmelerin uzun vadedeki performanslarinin Olglimiinde isletme
yOneticilerine yol gostermekte ve dnemli bilgiler sunmaktadir (Tek, Glimiis, 2006).

3. Ampirik Calisma
Bu boliimde arastirmamizin amaci, hedef kitlesi, yontemi, bulgular1 ve arastirmaya
iliskin elde edilen verilerin degerlendirilmesi yer almaktadir.

3.1. Arastirmamin Amaci

Tiirkiye’de gesitli sektorlerde faaliyet gosteren kiigiik ve orta biiyiikliikte bir
isletmeye sahip olan kisilerin veya bu isletmelerde farkli birimlerde yonetici olarak
istthdam edilen galisanlarin, pazarlama metrikleri hakkindaki diisiincelerini tespit
etmek ve bu diisiincelerin isletmelerde uygulanip uygulanmadigini test etmek
amaglanmistir. Analiz sonucunda pazarlama metrikleri hakkinda olumlu diisiinceye
sahip olanlarin, bu metrikleri isletmelerde uygulamalari beklenmektedir. Bu
baglamda arastirmada kullanilan anket iki boliimden olusmaktadir. Birinci boliimde
isletme yOneticilerinin pazarlama metrikleri hakkindaki diistinceleri tespit edilmistir.
Ikinci boliimde ise pazarlama metriklerinin isletmelerde kullanilip kullanilmadig
arastirilmistur.

3.2. Arastirmanin Yontemi

Isletme yoneticilerinin pazarlama metriklerine yonelik diisiincelerini 6grenmek
amaciyla farkli sektorlerde yonetici olarak calisan 109 katiimciya online anket
yontemi uygulanarak veriler elde edilmistir. Anket formunda katilimcilara 11 adet
demografik soru, 1 adet acik uglu soru ve 38 adet yarg: climlesi olmak tizere toplam
50 soru yoneltilmistir!. Ankette kullanilan sorular ise Clark (1999) ile Davidson (1999)
tarafindan yapilan ¢alismalardan derlenmistir. Anket formunda ayrica yoneticilere ait
demografik verilere ve yoneticilerin hangi departmanda ¢alistigina iliskin sorular da
yer almaktadir. 109 anketten elde edilen verilerin giivenilirliginin test edilmesinde
Cronbach Alpha katsayisina bakilmistir. Alfa katsayismin giivenilirlik agiklamalar:
asagidaki gibidir (Kutlu, Oztiirk, Yilmaz, Gerekan, 2015):

1 Anket sorular1 igin Van Yiiziincii Y1l Universitesi, Sosyal ve Begeri Bilimleri Yayin Etik Kurul
Baskanligi'nin 17.02.2021 tarihli KARAR NO 2021/02-09 ile etik raporu alinmuistir.

64



Isletme, 2021, 2(1), 59-72
e < <0.40 dlgek gilivenilir degildir,
e 0.40 < <0.60 olcek giivenilirligi diistik,
e 0.60 < <0.80 olgek oldukga giivenilir,
e 0.80<a<1.00 6lgek yiiksek derecede giivenilir bir 6lgektir.

Arastirmamizda kullanilan verilere iligskin giivenilirlik analizi sonucunda Cronbach
Alpha degerinin 0,955 oldugu gozlemlenmistir. Elde edilen sonug 6lgegimizin ytiksek
derecede giivenilir oldugunu gostermektedir.

3.3. Arastirma Verilerinin Degerlendirilmesi

Anket sonuglardan elde edilen veriler, SPSS 22 istatistik paket programi ile analiz
edilmistir. Arastirmada kullanilacak olan testler, elde edilen verilerin normal dagilim
gosterip gostermedigine gore belirleneceginden burada oncelikle veri setinin normal
dagilip dagilmadigmin test edilmistir. Calismada verilerin normal dagilip
dagilmadigina carpiklik ve basiklik degerlerine bakilarak karar verilmistir. Verilerin
normal dagilmasi durumunda parametrik testler, normal dagilmamasi durumunda
ise non-parametrik testlerin kullanilmasi gerekmektedir. Tabachnick ve Fidell (2013)’e
gore verilere ait ¢arpiklik ve basiklik degerlerinin -1,5 ile +1,5 arasinda olmasi, George
ve Mallery (2010)’e gore ise -2 ile +2 arasinda olmasi verilerin normal dagilima sahip
oldugunu gostermektedir.

Yapilan normallik analizi sonucunda ise tiim degerlerin -2 ile +2 arasinda oldugu
gozlemlendiginden verilerin normal dagildig1 goriilmektedir. Bu durumda elde edilen
veriler parametrik testlerden olan Bagimli Iki Orneklem T Testi ile analiz edilecektir.

3.3.1. Verilerin Analizi ve Degerlendirilmesi

Verilerin analiz edilip degerlendirildigi bu boliimde, oncelikle arastirmaya katilan
isletme yOneticilerinin cinsiyet, yas, medeni durum, egitim diizeyi, aylik toplam gelir,
toplam is tecriibesi, isletmedeki pozisyon, isletme sektorii, isletme biytkligi ve
isletme sahiplik yapisi gibi demografik Ozellikler frekans ve yiizde yontemi ile
incelenmistir.

Tablo 1. Katilimcilarin Demografik Ozellikleri

Demografik Ozellikler Frekans | Yiizde
Cinsiyet Kiz 24 22
Erkek 85 78
Yas 18- 27 6 55
28-37 40 36,7
38-47 37 33,9
48 -57 23 211
58-67 3 2,8
Medeni Durum Evli 81 74,3
Bekar 28 25,7
Egitim Diizeyi Tlkokul 0 0
Orta Okul 1 9
Lise 7 6,4
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On Lisans 4 3,7
Lisans 53 48,6
Yiiksek Lisans 41 37,6
Doktora 3 2,8
Aylik Toplam Gelir 3000 TL ve alt1 0 0
3001-3500 TL 6 55
3501-4500 TL 10 9,2
4501-5500 TL 10 9,2
5501-6500 TL 6 5,5
6501-7500 TL 5 4,6
7501 ve tlizeri TL 72 66
Toplam i§ Tecriibesi 1 yildan az 2 1,8
1-5 y1l aras1 9 8,3
6-10 y1l aras1 17 15,6
11-15 y1l aras1 23 21,1
16-20 yil 16 14,7
21-25 yil arast 15 13,8
26-30 y1l aras1 9 8,3
31 yil ve iizeri 18 16,5
isletmedeki Pozisyon Isletme Sahibi 37 33,9
Genel midir 14 12,8
Pazarlama ve/veya Satis YoOneticisi 27 24,8
Muhasebe ve/veya' Muhasebe 13 119
Finans ya da Mali Isler Yoneticisi ’
Diger 18 16,5
isletmenizin Sektorii Tekstil 12 11
Otomotiv 8 7,3
Gida- Icecek 7 6,4
Hizmet 8 7,3
Enerji 1 0,9
Tarim 1 0,9
Sanayi 27 248
Madencilik 7 6,4
Diger 38 34,9
Isletmenizin Biyiikliigii Mikro 20 18,3
Kiigtik 38 34,9
Orta 35 32,1
Biytik 17 14,7
i§letmeninizin Sahiplik Yapis1 Yerli i§letme 101 92,7
Yabanci Ortakl: Isletme 4 3,7
Yabanci Menseli Isletme 4 3,7

Tablo 1’e gore arastirmaya toplam 109 katihm saglandigi ve bu katilimcilarin
%78 inin erkek, %22’sinin ise kiz oldugu goriilmiistiir. Katihmecilarm %36,7 gibi biiytik
bir ¢ogunlugu 28-37 yaslar1 arasinda olup, %743t evli, %25,7'i ise bekardir.
Katilimcilarin egitim durumuna bakildiginda ise %48,6's1 lisans, %37,6's1 yiiksek
lisans ve %2,8'i ise doktora egitimine sahiptir. Toplam 72 katilimcinin ise aylik toplam
gelirinin 7500 TL'den fazla oldugu gozlemlenmistir. Arastirmaya katilanlarin
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%21,1'lik kismmin toplam is tecriibesi 11-15 yillar1 arasmndadir. Katilimclarin
isletmelerdeki pozisyonlarma bakildiginda ise %37 gibi biiyiik bir cogunlugun isletme
sahibi oldugu ve en fazla katihm gosteren sektoriin ise %24,8 olarak sanayi sektorii
oldugu tespit edilmistir. Ayrica arastirmaya konu olan isletmelerin %92,7’si yerli
isletme olup, %18,3'tt mikro, %34,9'u kiiglik, %32,1’i orta, %14,7’sinin ise biiyiik
isletme oldugu belirlenmistir.

Isletme yoneticilerinin pazarlama metrikleri hakkindaki diisiincelerinin 6lgiildiigii
ankette 1-Kesinlikle Katilmiyorum, 2-Katilmiyorum, 3-Fikrim Yok, 4-Katiliyorum, 5-
Kesinlikle Katiliyorum seklindedir. Anketin birinci boliimiinde katiimcilara toplam
19 soru yoneltilmistir. Yoneltilen sorulara alinan cevaplarin ortalamas: ve standart
sapmalar1 Tablo 2’de sunulmustur.

Tablo 2. Isletme Yoneticilerin Pazarlama Metrikleri Hakkindaki Diisiinceleri

Ortalama Standart

......... (asagidaki her bir ifadeye iliskin)...... ....... isletmelerin pazarlama Sapma

erformansi iizerinde olumlu etkiye sahiptir.
Miisteri tatmin diizeyinin 6l¢iimii isletmelerin pazarlama performansi 116 1056
iizerinde olumlu etkiye sahiptir ’ ’
Miisteri sadakat diizeyinin dl¢iimii .... 3,88 1,060
Miisterilerin algiladiklar1 hizmet kalite diizeyinin 6l¢iimii ... 4,08 1,055
Miisterilerin algiladiklar {iriin kalitesi diizeyinin dl¢iimii...... 4,05 1,109
Miisterilerin sunulan {iriin ve/veya hizmetler hakkinda algiladiklar1 deger 396 950
diizeyinin dl¢timii ...... ’ ’
[sletme ve/veya iiriinlerinin marka bilinirlik diizeyinin &lgiimii.. 3,99 1,067
Miisterileri sikayet sayisinin dl¢limii..... 3,95 1,083
Miisteri kayip oraninin 6l¢limdi ...... 4,05 1,066
Miisteri basina satis miktarinin 6l¢imii ..... 3,67 1,155
Miisteri basina islem sayisinin (Miisterinin bir ay igerisinde kag kez satin 350 1167
alma yaptig1) dl¢timii..... ’ ’
Miisterilerin satin aldiklari satig miktarinin (hacmini) ol¢timii.. 3,65 1,083
[sletmenin pazar payinin dlgiimii..... 3,92 1,055
Mevcut miisteri sayisinin dl¢giimii.. .. 3,78 1,133
Kazanilan yeni miigteri sayisinin ol¢iimdi .... 4,14 1,014
Dagitim aginda iiriinlerin bulunabilirlik diizeyinin 6lgiimii .... 3,95 1,158
Uriin/hizmetlerin fiyat esneklik diizeyinin &lgiimii .... 3,89 1,083
Toplam karlilik oraninin él¢iimii. .. 3,74 1,166
Miisteri bagina karlilik oraninin 6l¢imdi. .. 3,56 1,220
Miisterileri yasam boyu degerinin dl¢iimii... 3,42 1,141

Tablo 2'ye gore ankette verilen pazarlama metriklerinin isletmelerin pazarlama
performans: {izerinde olumlu etkiye sahip olup olmadigina iliskin ortalamalar ve
standart sapmalar incelendiginde, pazarlama performansma en fazla etki eden
pazarlama metriginin 4,16'lik ortalama ile miisteri tatmin diizeyinin Olgililmesi
olmustur. Ikinci olarak katilimcilarn en fazla 6nem verdigi metrik 4,14'likk bir
ortalama ile kazanilan yeni miisteri sayisinin 6lglimii metrigi olmustur. Geri kalan
diger metrikler i¢cin de verilen cevaplarin ortalamas: incelendiginde pazarlama
metriklerinin pazarlama performansini net bir sekilde olumlu olarak etkileyecegi
goriilmektedir.
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Asagidaki tabloda ise Tablo 2’de verilen pazarlama metriklerinin isletmelerde
uygulanip uygulanmadigmna iliskin alinan cevaplarin ortalamalar1 ve standart
sapmalar1 verilmistir. Ankette verilecek olan cevaplar, 1- Kesinlikle Yapilmiyor 2-
Cogunlukla Yapilmiyor 3- Bazen yapiliyor (Kararsizim) 4-Cogunlukla Yapiliyor 5-
Kesinlikle Yapiliyor seklindedir.

Tablo 3. Pazarlama Metriklerinin Isletmelerde Uygulanma Durumu

Ortalama | Standart
Yargilar
Sapma
Miisteri tatmin diizeyinin 6l¢limii isletmemizde yapilmaktadir. 3,41 1,209
Miisteri sadakat diizeyinin 6l¢iimii isletmemizde yapilmaktadir. 3,25 1,186
Miisterilerin algiladiklar1 hizmet kalite diizeyinin 6l¢limii isletmemizde
3,48 1,189
apilmaktadir.
Miisterilerin algiladiklari {iriin kalitesi diizeyinin 6l¢timii isletmemizde
3,56 1,303
apilmaktadir.
Miisterilerin sunulan {iriin ve/veya hizmetler hakkinda algiladiklar: deger 334 1196
diizeyinin Ol¢iimii isletmemizde yapilmaktadir. ’ ’
[sletme ve/veya tiriinlerinin marka bilinirlik diizeyinin 6l¢limii isletmemizde
3,35 1,197
apilmaktadir.
Miisterileri sikayet sayisinin 6l¢iimii igletmemizde yapilmaktadir. 3,88 1,201
Miisteri kay1p oraninin 6l¢timii isletmemizde yapilmaktadir. 3,60 1,271
Miisteri basina satis miktarinin 6l¢limii isletmemizde yapilmaktadir. 3,81 1,231
Miisteri basina islem sayisinin (Miisterinin bir ay igerisinde kag kez satin alma 348 1336
aptig1) ol¢imii igletmemizde yapilmaktadir. ’ ’
Miisterilerin satin aldiklar1 satis miktarinin 6l¢timii isletmemizde yapilmaktadir. 3,80 1,226
[sletmenin pazar paymin §lgiimii igletmemizde yapilmaktadir. 3,51 1,292
Mevcut miisteri sayisinin lgiimii igletmemizde yapilmaktadar. 3,99 1,162
Kazanilan yeni miisteri sayisinin 6l¢iimii isletmemizde yapilmaktadir. 3,87 1,194
Dagitim aginda {iriinlerin bulunabilirlik diizeyinin 6l¢limii isletmemizde
3,15 1,328
apilmaktadir.
Uriin/hizmetlerin fiyat esneklik 8lgiimii igletmemizde yapilmaktadur. 3,47 1,295
Toplam karlilik oraninin 6l¢iimii isletmemizde yapilmaktadir. 4,00 1,191
Miisteri basina karlilik oraninin 6l¢limii isletmemizde yapilmaktadir. 3,70 1,249
Miisterilerin yasam boyu degerinin 6l¢iimii isletmemizde yapilmaktadir. 2,87 1,304

Tablo 3’e gore isletmelerde en fazla Ol¢iimii yapilan pazarlama metrigi 4,00’k
ortalamayla toplam karlilik oranmin 6lgiimii olmustur. Ikinci olarak en fazla
kullanilan metrik ise 3,99'luk ortalama ile mevcut miisteri sayisinin 6l¢timii metrigidir.
Katilimcilarin isletmelerde en az kullandiklar1 metrige bakildiginda ise 2,87’lik
ortalamayla miisterilerin yasam boyu degerinin Ol¢iimii metrigi oldugu
goriilmektedir.

Arastirmadan elde edilen verilerin normal dagilim gostermesinden dolayy, isletme
yoneticilerinin pazarlama metrikleri hakkindaki diisiinceleri ile bu metriklerin
isletmelerde kullanilmasi arasinda anlamli bir farklihik olup olmadigr Bagiml
Orneklem T testi uygulanarak tespit edilmistir. Asagidaki tabloda ise Bagimli
Orneklem T Testi sonuclar: verilmistir.
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Tablo 4. Bagiml1 Orneklem T Testi Sonuglari

Korelasyon | Anlamlilik
Cift Miisteri tatmin diizeyinin 6l¢limii isletmelerin pazarlama performansi
1 lizerinde olumlu etkiye sahiptir & Miisteri tatmin diizeyinin 6l¢limii ,233 ,000
isletmemizde yapilmaktadir.
Cift Miisteri sadakat diizeyinin 6l¢iimii isletmelerin pazarlama performansi
> tizerinde olumlu etkiye sahiptir. & Miisteri sadakat diizeyinin 6l¢timii ,242 ,000
isletmemizde yapilmaktadir.
Miisterilerin algiladiklar: hizmet kalite diizeyinin 6l¢timii isletmelerin
$ & y S $
Cift pazarlama performansi iizerinde olumlu etkiye sahiptir. & Miisterilerin
. e . ,245 ,000
3 algiladiklar hizmet kalite diizeyinin 6l¢iimii isletmemizde
apilmaktadir.
Miisterilerin algiladiklar: {irtin kalitesi diizeyinin 6l¢iimii isletmelerin
$ & y ¢ $
Cift pazarlama performansi {izerinde olumlu etkiye sahiptir. & Miisterilerin 105 002
4 algiladiklari {iriin kalitesi diizeyinin 6l¢timii isletmemizde ! ’
apilmaktadir.
Miisterilerin sunulan iiriin ve/veya hizmetler hakkinda algiladiklar:
Cift deger diizeyinin 6l¢limii isletmelerin pazarlama performansi iizerinde
s olumlu etkiye sahiptir. & Miisterilerin sunulan {iriin ve/veya hizmetler ,090 ,000
hakkinda algiladiklar: deger diizeyinin 6lgtimii isletmemizde
apilmaktadir.
[sletme ve/veya iiriinlerinin marka bilinirlik diizeyinin 8lgiimii
Cift  lisletmelerin pazarlama performans tizerinde olumlu etkiye sahiptir. & 156 000
6 [sletme ve/veya iiriinlerinin marka bilinirlik diizeyinin 8lgiimii ’ ’
isletmemizde yapilmaktadir.
Cift Miisterileri sikayet sayisinin 6l¢iimii isletmelerin pazarlama performansi
- tizerinde olumlu etkiye sahiptir. & Miisterileri sikayet sayisinin 6l¢iimii ,238 ,583
isletmemizde yapilmaktadir.
Cift Miisteri kay1p oraninin 6l¢limii isletmelerin pazarlama performansi
o lizerinde olumlu etkiye sahiptir. & Miisteri kay1p oraninin dl¢iimii ,303 ,002
isletmemizde yapilmaktadir.
Cift Miisteri basina satis miktarinin 6l¢limii isletmelerin pazarlama
9 performansi tizerinde olumlu etkiye sahiptir. & Miisteri basina satis ,271 ,458
miktarinin 6l¢limii igletmemizde yapilmaktadir.
Miisteri basina islem sayisinin (Miisterinin bir ay igerisinde kag kez satin
Cift alma yaptig1) Ol¢limii isletmelerin pazarlama performansi {izerinde
10 olumlu etkiye sahiptir. & Miisteri basina islem sayisinin (Miisterinin bir ,434 ,611
ay icerisinde kag kez satin alma yaptig1) dl¢imii isletmemizde
apilmaktadir.
Miisterilerin satin aldiklar1 satis miktarimin (hacmini) 6lgme isletmelerin
Cift  |pazarlama performansi {izerinde olumlu etkiye sahiptir. & Miisterilerin
. N r e . 375 ,408
11 satin aldiklar1 satis miktarinin (hacmini) Ol¢iimii isletmemizde
apilmaktadir.
. [sletmenin pazar payinin dlgiimii isletmelerin pazarlama performansi
Cift [~ . R . D
> tizerinde olumlu etkiye sahiptir. & Isletmenin pazar payinn dl¢iimii ,082 ,008
isletmemizde yapilmaktadir.
Cift Mevcut miisteri sayisinin 6l¢limii igletmelerin pazarlama performansi
3 tizerinde olumlu etkiye sahiptir. & Mevcut miisteri sayisinin 6l¢iimii ,201 ,144

isletmemizde yapilmaktadir.

69




Kurt, Kara | Isletme Yoneticilerinin Pazarlama Metrikleri Hakkindaki Diisiinceleri

Kazanilan yeni miisteri sayisinin 6l¢iimii isletmelerin pazarlama
performanst {izerinde olumlu etkiye sahiptir. & Kazanilan yeni miisteri ,209 ,059
sayisinin 6l¢limii isletmemizde yapilmaktadir.

Cift
14

Dagitim aginda tiriinlerin bulunabilirlik diizeyinin 6l¢iimii isletmelerin
Cift pazarlama performansi iizerinde olumlu etkiye sahiptir. & Dagitim

15 aginda tiriinlerin bulunabilirlik diizeyinin 6l¢limii isletmemizde
apilmaktadir.

,343 ,000

Uriin/hizmetlerin fiyat esneklik diizeyinin (fiyattaki degisimin, satin
alinan miktarda olusturdugu degisim) 6l¢limdii isletmelerin pazarlama

?61& performansi {izerinde olumlu etkiye sahiptir. & Urtin/hizmetlerin fiyat ,347 ,001
esneklik diizeyinin (fiyattaki degisimin, satin alinan miktarda
olusturdugu degisim) Sl¢limii isletmemizde yapilmaktadir.

Cift Toplam karlilik oraninin 6l¢iimii isletmelerin pazarlama performansi

7 tizerinde olumlu etkiye sahiptir. & Toplam karlilik oraninin 6l¢timii ,279 ,087
isletmemizde yapilmaktadir.

Cift Miisteri basina karlilik oraninin 6l¢iimii isletmelerin pazarlama

s performanst {izerinde olumlu etkiye sahiptir. & Miisteri basina karlilik ,391 ,562
oraninin Slciimii igletmemizde yapilmaktadir.
Miisterileri yasam boyu degerinin (Gelecekte de miisterilerden ne kadar

Cift kar elde edileceginin) 6lgtimii isletmelerin pazarlama performansi

9 izerinde olumlu etkiye sahiptir. & Miisterileri yasam boyu degerinin ,248 ,000

(Gelecekte de miisterilerden ne kadar kar elde edileceginin) dl¢timii
isletmemizde yapilmaktadir.

Bagimli Orneklem T Testi sonuglarina gére miisteri tatmin diizeyi, miisteri sadakat
diizeyi, miusterilerin algiladiklar1 hizmet kalite diizeyi, miisterilerin algiladiklar: tirtin
kalitesi diizeyi, miisterilerin sunulan iriin ve/veya hizmetler hakkinda algiladiklar:
deger diizeyi, isletme ve/veya firlinlerinin marka bilinirlik diizeyi, miisteri kayip
orani, isletmenin pazar paymmn oOlgiimii, dagitim agmda {irtinlerin bulunabilirlik
diizeyi, tirtin/hizmetlerin fiyat esneklik diizeyi ve miisterileri yasam boyu degerinin
(gelecekte de miisterilerden ne kadar kar elde edileceginin) Ol¢timii metriklerinin
isletmelerin pazarlama performansini etkiledigi diislincesi ile isletmelerde
uygulanmasi arasinda anlamli farkliliklar oldugu gozlemlenmektedir. Bagka bir ifade
isletme yoOneticileri belirtilen metriklerin isletmelerin pazarlama performansin
olumlu etkilediklerini ifade etmelerine ragmen, bu metrikleri igletmelerinde
kullanmadiklari tespit edilmistir.

Isletme  yoneticilerine  pazarlama  metriklerinin  isletmelerde  neden
kullanmadiklarmna iligskin agik uglu soru yoneltilmistir. Verilen cevaplar arasinda
pazarlama metriklerinin ¢ok Oonemsenmemesi, kalifiye personel eksikligi, ataerkil
isletme yapis1 ve kurumsal yapmin olusturulamamasi ve metriklerinin dl¢iim zorlugu
gibi nedenler siralanmustir.

Miisteri basina karlilik orani, toplam karlilik orani, kazanilan yeni miisteri sayisi,
mevcut miisteri sayisi, miisterilerin satin aldiklar: satis miktar: (hacmi), miisteri bagina
islem sayisi, miisteri basina satis miktari, miisteri sikayet sayis1 metriklerine iligkin
sonuglara bakildiginda ise bu metriklerin isletmelerin pazarlama performansmni
olumlu etkiledigi diistincesi ile isletmelerde uygulanmasi arasinda anlaml
farkliliklarin olmadig: tespit edilmistir.
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4. Sonug

Tiirkiye'de faaliyet goOsteren cesitli blytikliikteki isletmelerdeki isletme
yOneticilerinin pazarlama performansin etkileyen metrikleri isletmelerinde kullanip
kullanmadiklarin tespit edildigi bu ¢alismada, isletmelerin bu metriklerin bir kismini
kullandig1, bir kismmi ise kullanmadiklar1 goriilmiistiir. Pazarlama performansini
olumlu etkileyen miisteri basma karlilik orani, toplam karlilik orani, kazanilan yeni
miisteri sayisi, mevcut miigteri sayisi, miisterilerin satin aldiklar1 satis miktar: (hacmi),
miisteri basina islem sayisi, miisteri basma satis miktari, miisteri sikayet sayis1 gibi
finansal metrikler ile isletmelerde kullanilma durumu arasinda anlamli farkliliklar
bulunmadig: tespit edilmistir.

Isletme yoneticileri tarafindan miisteri tatmin diizeyi, miisteri sadakat diizeyi,
miisterilerin algiladiklar: hizmet kalite diizeyi, miisterilerin algiladiklar: tiriin kalitesi
diizeyi, miisterilerin sunulan iirtin ve/veya hizmetler hakkinda algiladiklar1 deger
diizeyi, isletme ve/veya iirtinlerinin marka bilinirlik diizeyi, miisteri kayip orani,
isletmenin pazar paymin Ol¢iimii, trlinlerin dagitim aginda bulunabilirlik diizeyi,
uriin/hizmetlerin fiyat esneklik diizeyi ve miisterileri yasam boyu degerinin (gelecekte
de miisterilerden ne kadar kar elde edileceginin) 6l¢limii metriklerinin pazarlama
performansmi olumlu etkiledikleri ifade edilmesine ragmen, isletmelerde
kullanilmadiklar: tespit edilmistir. Katilimcilara yoneltilen agik uglu sorulara verilen
cevaplardan hareketle, isletmelerin miisteri tatmin diizeyi, miisteri sadakat diizeyi,
miisterilerin algiladiklar1 hizmet kalite diizeyi gibi finansal olmayan metriklerin
kullanilmamas1 bu metriklerin O6l¢limiiniin zor olmasindan kaynaklandig:
gozlemlenmisgtir.

Arastirma yapilan isletmelerin yoneticilerinin yogun is temposu ve soz konusu
kisilere wulagabilmekteki zorluklar arastirmanin kisitin1 olusturmustur. Anket
uygulama asamasinda arastirmaya katilan bazi katilimcilarin anketi cevaplamadaki
isteksiz tutumlari, aragtirmanin zaman ve maliyet kisitlarindan dolay1 veri kayiplar:
yasanmasina sebep olmustur. Anket uygulamasi sirasinda karsilasilan bir diger kisit
yoneticilerin isletmelerinde gerceklestirdikleri uygulamalarm literatiirdeki karsiligini
bilmemeleri olmustur. Sonug¢ olarak isletmelerin finansal ve finansal olmayan
pazarlama metriklerini Olgiimlemeleri ve Ol¢iimler sonucunda gerekli onlemleri
almalar1 isletmelere uzun vadede siirdiiriilebilir ve rekabet edilebilir bir avantaj
saglayacaktir. Ciinkii 6lcemediginizi yonetemezsiniz ve yonetemediginizi de analiz
edip gelecekte basar1 saglayamazsiniz.
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Oz

Bu calismada saglik calisanlarinda orgiitsel adalet konulu lisansiistii tezlerin bibliyometrik analiz
yontemi ile incelenmesi amaglanmaktadir. Konu ile ilgili tez ¢alismalarmin son 20 yilda daha yogun
yazilmaya baglandig1 tespit edilmistir. Bu sebeple 2000-2020 yillar1 aralig1 secilerek bu aralikta
iiretilmis olan yiiksek lisans ve doktora tezleri; tezlerin yayinlandig: yillar, tezlerin tiirleri, tez
danismanlarinin unvanlari, tezlerin iiniversitelere gére dagilimi, tezlerin enstitiilere gore dagilimi,
orgiitsel
adaletin birlikte calisildigr konulara gore dagilimi gibi gostergeler kullamilarak bibliyometrik
yontemle analiz edilmistir. Analiz sonucunda Yiiksekdgretim Kurulu (YOK) veri tabaninda 52’si
yiiksek lisans ve 8'i doktora olmak iizere toplam 60 teze ulasilmistir. Arastirma sonucunda en gok
tezin kamu {iniversiteleri olan Marmara Universitesi ile Sivas Cumhuriyet Universitesinde galigildig
goriilmiistiir. Calisma sonucunda saglik ¢alisanlarinda orgiitsel adalet konulu ilk tez ¢alismasinin
2007 yilinda yazildig: tespit edilmistir. Orgiitsel adalet ile birlikte calisilan konular incelendiginde ise

tezlerin anabilim dallarina gore dagilimi, tezlerin arastirma yontemine gore dagilimi,

ilk sirada orgiitsel baglilik konusunun yer aldig gortilmiistiir.

Abstract

In this study, it is aimed to examine postgraduate thesis on organizational justice in healthcare
professionals by using bibliometric analysis method. It has been determined that thesis studies on the
subject have been written more intensely in the last 20 years. For this reason, graduate and doctoral
theses produced in this range from 2000-2020, the years of publication of theses, types of theses, titles
of thesis supervisors, distribution of theses by universities, distribution of theses by institutes,
distribution of theses by departments, distribution of theses by research method, The organizational
justice has been analyzed by bibliometric method using indicators such as the distribution according
to the subjects that are studied together. As a result of the analysis, YOK (Council of Higher Education)
database, a total of 60 theses, 52 of which are master's, 8 of which are doctorate have been reached. As
a result of the research, it was seen that the thesis was mostly studied in public universities, Marmara
University and Sivas Cumhuriyet University. As a result of the study, it was determined that the first
thesis on organizational justice in healthcare workers was written in 2007. When the topics dealt with
with organizational justice are examined, it is seen that organizational commitment takes the first
place.
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Giris

Yaym sayilarinin artmasi ile birlikte bilim insanlar1 ve bilimsel yayinlar ile ilgili
olarak bircok belirleyicinin dikkat cekmesiyle bibliyometrik analizler de ilgi cekmeye
baslamistir (Giidii Demirbulat ve Tetik Ding, 2016, s. 21). Bilimsel ¢alismalarda belirli
bir konunun gelisim siirecinin ve ¢alisilan konularin neler oldugunun belirlenmesinde
en ¢ok kullanilan nitel yontemlerden biri bibliyometrik analiz teknigidir (Hotamish ve
Erem, 2014, s.2) Bibliyometrik analiz yontemi belirli dokiimanlarin veya bilimsel
calismalarin yazarlarinin, yaymlandig dergilerin, incelenen konularin, atif sayilarinin
v.b. Ozelliklerin niceliksel olarak degerlendirilmesi seklinde tanimlanmaktadir
(Yilmaz, 2016, s. 66). Bibliyometri, bilimsel iletisim tizerine bilimsel iletisimin formunu
kapsayan arastirmalar igin ¢oziim yollar1 ortaya koymaktadir (Borgman ve Furner,
1990, s. 2; Aktaran Yalgin, 2010, s. 206 ). Bu tiir calismalarin ortaya koydugu sonuglar
bir yandan analize konu olan alanin zamanla ortaya ¢ikan degisim ve gelisimlerinin
takibini saglayabilmektedir. Ote yandan da, o alandaki problemlerin ve bu

problemleri ¢ozebilmek amaciyla yapilabilecek is ve islemlerin tartisilmasina olanak
taniyabilmektedir (Cigek ve Kozak, 2012, s. 735).

Jang ve Park (2011), bir alanda daha 6nce yapilmis olan aragtirmalarin kapsamli bir
incelemesinin alandaki bilginin bir panoramasmi sunabilecegini 6ne siirmektedir
(Zhung, Law, Leung, ve Wu, 2012, s. 465). Literatiirdeki galismalar niceliksel analize
tabi tutularak, bilimsel arastirmalarin degerlendirilmesi amaciyla kullanlabilir
(Gokgen ve Arslan, 2019, s. 40). Ayrica mevcut arastirmalar hakkinda bilgi sahibi
olmak, arastirmacilarin ve uygulayicilarin tarihsel kaliplar: takdir etmelerine ve ilgili
arastirma alanindaki gelecekteki egilimleri tahmin etmelerine yardimc olabilmektedir
(Zhung ve digerleri, 2012, s. 465).

Orgiitsel anlamda adalet kavraminin incelenmeye baglanmasi ikinci diinya savasi
dénemine kadar uzanmaktadir. Orgiitsel adalet ile ilgili ilk ¢alismalar genelde sosyal
adalet kuramlarini temel alirken zamanla orgiit bazinda da ele alinmaya baglanmistir
(Cakici, 2012, s. 11). Orgiitsel adaletin bircok alanda inceleme konusu olmaya
baslamasinin sebebi olarak, bireylerin adalet algilarmin orgiitsel davranis ile olan
etkilesimiyle aciklanabilir (Cihangiroglu ve Yilmaz, 2010, s. 199). Bireyin calistig1
kurumdaki davraniglarimi belirleyen inang, duygu ve tutum gibi konular ile birlikte
adalet kavraminin da bireyler iizerinde etkili olan kavramlardan biri oldugu bircok
calismada ortaya konulmustur (Van den Bos, 2001, s. 254 Aktaran Cakici, 2012, s.11).

Her orgiitte oldugu gibi saghk calisanlar icinde orgiitsel adaletin saglanmasi
konusu 6nemli konulardan biridir. Bu sebeple yoneticilerin kurumda 6rgiitsel adaletin
saglik hizmetleri alaninda calisan personellere ne tiir bir etki birakacagi, hangi
davranis tarzinin saglik ¢alisaninda pozitif bir geribildirim alacagi, hangi yontemler
uygulanirsa verimliligin artacagi, saghk calisaninin beklentilerini yerine getirmenin
saglik personelini nasil etkileyecegi konularmi bilmesi hem orgiit hem de saglik
personeli i¢in karsilikli fayda getirecektir (Alpay, 2015, s. 3). Bu nedenle orgiitsel
adaletin, orgiitlerin etkili isleyisi igin temel bir gereklilik olarak goriilmesi ile bu alanda
bir ¢ok calismanin yapilmaya baslandig: belirlenmistir (Colquitt, ve digerleri, 2001,
s5.425; Greenberg, 2000, s. 181; Aktaran Colak ve Erdost, 2004, s. 52). Bu sebeple bu
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calismada sayilar1 gliniimiize kadar artarak devam eden oOrgiitsel adalet alaninda
saglik calisanlar1 ile ilgili yazilmis tez calismalari bibliyometrik yontemle analiz
edilmigtir.

1. Literatiir Taramasi

Adalet kavrami ge¢misten giliniimiize insanlar i¢in onem arz eden ve iizerinde
calismalar yapilan bir konu olmakla birlikte insan ihtiyac1 ve beklentisini temel
almaktadir. Insanlar toplu halde yasamaya basladiktan sonra, toplumlarda karisiklik
yasanmamas1 veya diizenin tesis edilebilmesi amaciyla bir takim yasa ve kurallar
belirlenmistir, olusturulan bu kural ve yasalarin temelini ise ¢ogunlukla yoneticilik
gorevi ifa eden kisiler, inanislar ya da felsefe olusturmustur (Dahmaz, 2019, s. 8).
Adams (1965)'a gore insanlarm ilgilendigi sey, sonuclarmn mutlak diizeyi degil, bu
sonuglarin adil olup olmadigidir (Colquit ve digerleri, 2001, s. 426).

Adalet kavraminin genel kullanimda “dogruluk”, “diriistlitk “ veya “erdem”
anlamlarmi ifade ettigi goriilmektedir (Colquit ve digerleri, 2001, s. 425). Tiirk Dil
Kurumu (TDK, 2021) adalet kavramini “Herkese kendine uygun diiseni, kendi hakki
olan1 vermek” seklinde tanimlamustir.

Orgiitsel ortamlarda, "drgiitsel adalet" terimi ilk olarak Greenberg (1987) tarafindan
kavramsallastirilmistir ve bu terim ¢alisanlarin orgiitsel uygulamalar ve kararlarin adil
olup olmadig: algisina ve bu algilarin kurum personelinin davraniglar1 iizerindeki
etkisine atif yapmaktadir (Colak ve Erdost, 2004, s.52). Orgiitsel adalet tiim drgiitsel
asamalarin her bir evresini etkileyebilen bir 6gedir. Bu sebeple igverenler kurumdaki
tim personellerin yetkilerinin, sorumluluklarinin, yapmalar1 gerekli tiim is ve
islemlerin, is gorenlerin tiimiine adaletli bir sekilde dagitimmin yapilmasmdan
sorumludur (Bilsel, 2013, s. 8). Orgiitsel Adalet islemsel (procedural), dagitimsal
(distributive) ve etkilesimsel (interactional) adalet olmak {izere ii¢ baglik altinda
degerlendirilmektedir (Greenberg, 1990, s. 399; Charash ve Spector, 2001, s. 280;
Colquit ve digerleri, 2001, s. 426).

1.1. Islemsel (Prosediirel) Adalet

Islemsel adalet; karar asamasinda degerlendirilen bigimsel usuller ile ilgili algilanan
adaleti belirtmektedir (Abbasoglu, 2015, s. 11). Islemsel adalet kavramini gelistirdikleri
teorileri ile Thibaut ve Walker (1978) literatiire kazandirmistir (Colquit ve digerleri,
2001, s. 426). Yaptiklar1 ¢alismalarin bulgular: ile hukuk literatiirii ile birlikte farkl
alanlara da yararl katkilar sunmuslardir (Abbasoglu, 2015, s. 11). Thibaut ve Walker
(1978)'1n calismasinda, Orgiit icerisinde kararlarin verilme sekline karsi ¢ikanlarin,
siireg kontrolii basamaginda kontrol kendilerinde oldugu stirece, karar alma siirecinde
kontrolden vazge¢meye hevesli olduklar1 goriilmiistiir (Igerli, 2010, s. 81).

Bu durum Rawls’m pasta orneginde, bir pastanin esit olarak paylasilmasmin nasil
saglanacagi konusu tizerinden islenmistir. Rawls bir kisi pastay1 bolerken diger kisinin
de se¢im hakkina sahip kisi olmasi1 6rnegini verir. Bu isleme gore pastay1 bolen kisinin
karsi tarafin en biiyiik parcay1 se¢gmek isteyeceginden hareketle pastanin adil olmayan
bir miktarda paylara ayrilmasi konusunu goze alamayacag1 ve pastay1 en esit sekilde

75



Korkmazer, Pirol | Saglik Calisanlarinda Orgﬁtsel Adalet Uzerine Yazilmus Lisansiistii Tezlerin...

pay edecegi goriisiinii savunur. Prosediir baglamadan 6nce pastanin kiigiik pargasmna
kimin sahip olacagi tahmin edilemediginden pastay1 pay eden kisinin en esit sekilde
hareket etmesi saglanmis olacaktir (Uysal, 2018, s. 26).

Ornekte belirtildigi gibi alisanlarda is yerindeki islemlerden, bireysel olarak dahil
olduklarinin sonucu adil degilse bile, dahil olmadiklar: islemlerden daha adaletli
olarak gormektedirler (Koyutiirk, 2015, s. 12). Siireci kontroliinde bulundurma
konusu, cogunlukla “adil siire¢ etkisi” ve “ sesini duyurma” etkisi olarak
tanimlanmaktadir (Folger, 1977; Aktaran igerli, 2010, s. 81).

1.2. Dagitimsal Adalet

Adams (1963)’ esitlik teorisi dagitimsal adaletin temellerinin atilmasini saglamistir.
Bu teori baz alindiginda dagitimsal adalet, kurumun tiimiinde cesitli ol¢litlere gore
verilen cezai miieyyidelerin dagitimindaki (ticret ve terfi gibi) diiriistliik ve esitlik ile
alakalidir (Yildiz, 2015, s. 56) Price ve Muller (1997) dagitimsal adaleti performans
girdileriyle baglantili 6diil ve ceza derecesi olarak agiklamistir. Bu agiklama, Adams’m
esitlik teorisinden kaynak alinarak olusturulmustur (Uysal, 2018, s. 25). Kisaca
tanimlanacak olursa dagitim adaleti; karsilasilan sorumluluklar, tirtin, hizmetler,
imkanlar, cezalar/ddiiller, roller, konumlar, maaslar, terfiler gibi bir¢ok kazanimin
bireyler arasindaki pay edilme yonetimin adilligini inceler (Cihangiroglu ve Yilmaz,
2010, s. 210).

1.3. Etkilesimsel Adalet

Etkilesim adaleti karar alma siirecleri esnasinda calisanlara ne soylendigi ve
sOylenirken nasil yontemler izlendigi konusunu kapsar (Bagci, 2013, s. 166). Yani
etkilesimsel adalet, Orglite ait pratiklerin insani yonii ile alakalidir. Adaletin
saglayicis1 ve muhatab: arasindaki etkilesim stirecinde kibar davranis, dogruluk ve
sayg1 gibi yonleri temel alir (Cihangiroglu ve Yilmaz, 2010, s. 210). Etkilesim adaleti
cikis noktasi olarak Lerner'm Adalet Motivasyonu Teorisi gosterilir.

Lerner'm Adalet Motivasyonu Teorisine gore dagitim kararlarinin nasil verilecegini
belirleyen adalet kurallari, dagitim kararlarmin verilmesinde ve bu kararlarin ne
zaman uygulanacagima gore taraflar arasindaki iliskiye gore degisiklik
gosterebilmektedir. Bu agidan ele alindiginda, Adalet Motivasyonu Teorisi etkilesim
adaletini aciklayabilir c¢iinkii etkilesimin adaleti, alinan kararlarin uygulanmasi
sirasinda karar vericinin gosterdigi davranislarin adaletli olmasina dayanir
(Greenberg, 1990, s. 402; Ozen, 2002, s. 112; Aktaran Igerli, 2010, s. 78).

2. Yontem ve Gereg

Arastirmanin bu béliimiinde ¢alismanin yapilma amaci, arastirma yontemi,
arastirma modeli ve verilerin toplanma sekillerine iliskin konulara yer verilmistir.
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2.1. Arastirmanmin Amact ve Onemi

Literatiire konu ile ilgili fayda sunmasi acisindan 6nemli olabilecegi diistintilen bu
arastirma ile Tiirkiye’de saglik calisanlarinda orgiitsel adalet konusunu ele almis olan
Yiiksek lisans ve toktora tezlerinin bibliyometrik analiz yontemi ile incelenmesi
amaglanmisgtir.

2.2. Arastirmanin Yontemi

Bu arastirma betimsel arastirma yontemlerinden tarama arastirmasi yontemi
kullanilarak yapilmistir. Arastirma evreninin miimkiin oldugunca tamamina ulagsmak
ve dogruluk oranmin artmasi ve sonucun daha anlamli olmasi1 amaciyla farkli anahtar
kelimeler ve konular kullanilarak YOK veri tabaninda tarama yapilmistir.

YOK Ulusal Tez Merkezi veri tabaninda “Orgiitsel adalet” , “saglik”, “hemsire”
kelimeleri ve tez kiinyesinde konu kisminda ise “saghk kurumlari yonetimi”,
“isletme”, “hemsirelik” konular1 taratilarak bu konuda yapilan yiiksekogretim tezleri
matematiksel ve istatistiksel yontemler kullanilarak degerlendirilmistir. Tezler ile ilgili
yayimlandiklar tarih araliklar1 ve bu tarih araliklarinda ki sayisal veriler tizerinden
veriler elde edilerek, ¢calisilmis konular incelenerek analizler yapilmistir.

2.3. Arastirma Modeli

Bu arasgtirmanin modelini YOK Ulusal Tez Merkezi veri tabaninda “drgiitsel adalet”
, “saglik”, “hemsire” anahtar kelimeleri aranarak ulasilan, 2000-2020 yillar1 arasinda
orgiitsel adalet konusunda saglik calisanlar: ile yapilmis olan lisansiistii tezlerin
bibliyometrik analiz yontemi ile incelenmesi olusturmaktadir. Calismada
bibliyometrik analiz yontemi ile asagida yer alan arastirma sorularma cevap
aranmistir.

e 2000-2020 yillar1 arasinda en ¢ok tez calismasi iiretilen yillar hangisidir?

e 2000-2020 yillar1 arasinda {iiretilen tezler yiiksek lisans ve doktora tez
tiirlerine gore nasil bir dagilim gostermektedir?

e 2000-2020 yillar1 arasinda tez danismanlarinin unvanlari tez tiirlerine gore
nasil dagilim gostermektedir?

e 2000-2020 yillar1 arasinda en ¢ok tez c¢alismasi hangi {iiniversitelerde
yapilmistir?

e 2000-2020 yillar1 arasinda Orgiitsel adalet ile birlikte hangi konular daha ¢ok
calisilmigtir?

e 2000-2020 yillar1 arasinda en ¢ok hangi enstitiide tez calismalar1 yapilmigtir?

e 2000-2020 yillar1 arasinda en ¢ok hangi anabilim dalinda tez galismalari
yapimigtir?

e 2000-2020 yillar1 arasinda yazilan tezlerde en ¢ok hangi arastirma yontemi
kullanilmigtir?

e 2000-2020 yillar1 arasinda yazilan tezlerde ortalama sayfa sayis1 nedir?
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e 2000-2020 yillar1 arasinda yazilan tezlerde ortalama orneklem biiytkligl
say1s1 nedir?

3. Bulgular

C)rgﬁtsel Adalet konusunda saglik ¢alisanlari ile yapilmis 2000-2020 yillar: arasinda
toplam 60 tez oldugu sonucuna ulagilmistir. Calisma kapsaminda ulasilan bu tezlerin
tiimii degerlendirmeye alinmustir. Tezlerin tiirtine gore dagilimlarina Tablo 1’de yer

verilmistir.
Tablo 1. Tirlerine Goére Tez Sayilari
Tezin Tiirii Say1 Yiizde
Yiiksek lisans 52 86,6
Doktora 8 13,3
Toplam 60 100

Tablo 1’de goriildiigii tizere YOK Tez sistemine konu ile ilgili olarak yiiklii bulunan

tezlerin %86,6’smn1 yiiksek lisans tezleri olustururken %13,3'tinii doktora tezlerinin
olusturdugu gortilmiistiir (Tablo 1). Konu ile ilgili olarak tipta uzmanlik, dis hekimligi
uzmanlik, tipta yan dal uzmanlik ve sanatta yeterlilik gibi tez tiirlerinde ise

calismalara rastlanmamistir.

Tablo 2. Lisansiistii Tez Sayilarin Yillara Gore Dagilimi

il Yiiksek Lisans Doktora
Say1 Yiizde Say1 Yiizde
2007 1 1,6
2008 1 1,6
2009 1 1,6
2010 2 3,3
2011 1 1,6
2012 1 1,6 1 1,6
2013 3 5,0
2014 4 6,6 1 1,6
2015 7 11,6
2016 5 8,3
2017 8 13,3
2018 2 3,3 4 6,6
2019 13 21,6 1 1,6
2020 4 6,6
Toplam 52 86,6 8 13,3

Tablo 2’de 2000 ile 2020 yillar1 arasi yillara gore YOK Ulusal Tez Merkezine

yliklenen tez sayilar1 verilmistir. Saglik calisanlari ile yapilmis orgiitsel adalet konulu
60 adet teze ulasilmistir. Bu tezlerin 52 adedi yiiksek lisans, 8'i ise doktora tezlerinden
olugsmaktadir. Veriler incelendiginde konu ile ilgili en fazla tez ¢alismasmm 2019
yilinda yapildig goriilmektedir. Genel olarak ise 2013 ten sonra yapilan ¢calismalarinin
sayisinda bir artis oldugu goriilmiistiir. Ote taraftan 2007 yilina kadar saglik calisanlari
ile orgiitsel adalet konulu higbir tez calismasi yapilmamistir. 2008-2011 yillar: aras: ve
2015-2017 yillar1 aras1 konu ile ilgili doktora tezine rastlanmamuistur.
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Tablo 3. Tezlerin Orneklem Sayilari ve Sayfa Sayilarmin Ortalamasi

Tezlerin Toplam Sayis1

Tezlerin Orneklem

Biiyiikliigiiniin ortalamasi

Tezleri Sayfa sayilarinin
Ortalamasi

60

428,9

133,7

Tablo 3'te mevcut bilgilerde de gortildiigii tizere 60 adet lisanstistii tezin orneklem
bliyiikliigii ortalamasi 428,9 iken sayfa sayilarmin ortalamasimn ise 133,7 oldugu

saptanmuistir.

Calismaya dahil edilen tez calismalarindan yalnizca 3 tezde nitel arastirma
yontemlerinin kullamildig1 tespit edilmigtir. Incelenen tez calismalarinin neredeyse
tamamina yakimin nicel yontemler kullanilarak ¢alisilmis oldugu gortilmiistiir
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Sekil 1. Tez Calismasi Sayilarmin Universitelere gore Dagilimi *

Orgﬁtsel adalet konusunda saglik calisanlar: ile en ¢ok tez {ireten liniversiteler
siralandiginda ilk sirada 7’ser adet tez ile devlet {iniversiteleri olan Marmara
Universitesi ve Sivas Cumhuriyet Universitesi goriilmektedir. Tkinci sirada ise 4 adet
tez ile bir vakif tiniversitesi olan Beykent Universitesi goze carpmaktadir (Sekil 1).

*En Cok Tez Calismasinin Yapildigi Ik On Iki Universite.
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u Sosyal Bilimler Enstitiisii
u Saglik Bilimleri Enstitiisii
m Isletme Enstitiisii

Lisansiistii Egitim Enstitiisii

Sekil 2. Lisansiistli Tezlerin Bagli Olduklar1 Enstitiilere Gore Dagilimi

Ulusal tez merkezi veri tabanindan ulasilan tezlerin c¢alisildig1 enstitiiler
incelendiginde %50’sinin sosyal bilimleri enstitiilerinde calisildig1, %46,6” smin ise
saglik bilimleri enstitiilerinde ¢alisildig1 sonucuna ulasilmistir (Sekil 2).

Tablo 4. Orgiitsel Adalet Konusu ile Birlikte Calisilan Konular

Ele alinan Ele alinan
Konular konulara iligkin Konular konulara iligkin
tez sayisi tez sayis1

Orgiitsel Baghilik 9 Isten Ayrilma Niyeti 1
Tiikenmisglik 8 Sanal Kaytarma 1

Is Doyumu 7 Orgiitsel Motivasyon 1

Is Tatmini 7 Yansizlik lkesi 1
Orgiitsel Vatandaghk 7 Etik Duyarlilik 1
Orgiitsel Sinisizim 5 Is Rotasyonu 1
Intikam Davranisi 3 Hemsirelik 1

Etik Liderlik 2 Taseronlagma 1
Duygusal Emek 2 Lider-Uye Etkilesimi 1
Paternalistik Liderlik 2 Cinsiyet Etkisi 1

Is Motivasyonu 2 Hasta Giivenligi Kiiltiirii 1
Performans 2 fletisim Doyumu 1

Isle Biitiinlesme 2 Orgiitsel Yap1 Unsurlari 1
Kisilik Ozellikleri 1 Insan Kaynaklari Yonetimi 1
Affetme Davranisi 1 Orgiitsel Giiven 1
Calisan Mutlulugu 1

Toplam 77

Tezlerde oOrgiitsel adalet konusu ile birlikte calisilan konular incelendiginde
orgiitsel baghlik, tiikkenmislik, is doyumu, is tatmini, orgiitsel vatandaslik konularinmn
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en ¢ok calisilan konular oldugu goriilmektedir (Tablo 4). Yine Tablo 4'te goriildiigi

tizere intikam davranigi, yansizlik ilkesi, is motivasyonu performans, paternalistik

liderlik, isle biitiinlesme gibi konularinda birden fazla kez ¢alisildig: belirlenmistir.
Tablo 5. Tezlerin Anabilim Dallarina Gére Dagilimi

Anabilim Dallarina Anabilim Dallarina

Tezlerin Anabilim Dallan Gére Tezlerin Sayist (s) Gore Tezlerin
y Yiizdesi (%)

Saglik Yonetimi

19 31,6
Saglik Kurumlar1 Yonetimi 2 3,3
Hastane Isletmeciligi 1 1,6
Hastane ve Saglik Kurumlarinda Yonetim 1 1,6
Saglikta Kalite Yonetimi 1 1,6
Yonetim ve Calisma Psikolojisi 1 1,6

i§letme 19 31,6

Isletme Yonetimi

4 6,6
Genel Isletmecilik 1 1,6
Ingilizce Isletme 1 1,6
Hemsirelik 7 11,6
Hemsirelikte Yonetim 3 5,0
Hemysirelik Programi 1 1,6

Toplam 60 100

Konu ile ilgili yazilmis tezlerin 19'unun (%31,6) saglik yonetimi anabilim dalinda
ve yine 19 tezin (%31,6) ise isletme anabilim dalinda yer aldig1 goriilmektedir. Ayrica
7 adet tezin (%11,6) hemsirelik anabilim dalinda, 4 adet tezinde (%?7,3) isletme
yOnetimi anabilim dalinda c¢alisildiklar1 belirlenmistir.

%38,3
25
20
%23,3 %25
15
10
5
0 .
Prof.Dr. Dog.Dr. Dr. Ogr. Uyesi
m Doktora Tezi 6 2 0
 Yuksek Lisans Tezi 14 15 23

Sekil 3. Tez Danigsmanlarinin Unvanlarina Gore Say1 ve Yiizdeleri

Yiiksek lisans ve doktora tez danigsmanlarinin unvanlari incelendiginde ytiksek
lisans tez danismanlarinin 23'niin (%38,3) Dr. Ogr. Uyesi unvania sahip oldugu
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goriilmiistiir. Doktora tez danismanlarinin ise 6’sinin (%10)'nin Prof. Dr. unvanina
sahip oldugu tespit edilmistir. Hig bir doktora tezinde Dr. Ogr. Uyesi unvanina sahip
tez danigsmani olmadig: gortilmiistiir.

4. Sonug ve Oneriler

Calismada sonucunda elde edilen bilgiler su sekildedir;

Saglik calisanlari ile ¢alisilmis Orgiitsel adalet konulu 60 teze ulasilmistir.

Bu alanda toplam iiretilen tezlerin 52’sinin ytiksek lisans, 8’inin doktora tezi
oldugu sonucuna ulasilmigtir. Alanda konu ile ilgili doktora tez sayisiin
yliksek lisans tez sayisina gore ¢ok az oldugu goriilmiistiir.

Saglik calisanlarinda orgiitsel adalet konulu tez ¢alismalarinimn sayisinin son
yillara dogru artis gosterdigi goriilmektedir.

En fazla doktora tezinin 4 adet ile 2018 yilinda en fazla yiiksek lisans tezinin
ise 13 adet ile 2019 yilinda yazildig1 goriilmiistiir. Boylece yiiksek lisans tez
calismalarinin sayisinin son yillarda da doktora tez sayisindan yiiksek
oldugu sonucuna ulasilmistir.

Degerlendirme sonucu 2000 yilindan 2007 yilma kadar saghk ¢alisanlar ile
orgiitsel adalet konulu higbir tez galismasi yapilmadig: tespit edilmistir.
“Orgiitsel adalet” anahtar kelimesi ile YOK veri tabaninda yapilan aramada
orgiitsel adalet ile ilgili ilk tez calismasinin 2000 yilinda yapildig: tespit
edilmistir. Yerli literatiir de heniiz {izerinde yeni ¢alisiimaya baslanan bir
alan olmas1 sebebiyle konunun saglik calisanlari Orneklemleri ile
calisilabilmesinin 2007 yilii buldugu gortilmiistiir.

Saglik Yonetimi, Saglhik Kurumlar: Yonetimi, Hastane i§1etmeciligi, Hastane
ve Saglik Kurumlarinda YOnetim anabilim dallarinda toplam 23 adet tez
uretildigi goriilmiistiir.

Isletme, Isletme Yonetimi, Genel Isletmecilik, Ingilizce Isletme anabilim
dallarinda toplam 25 adet tez tiretildigi gortilmiistiir.

Hemsirelik, Hemsirelik Programi, Hemsirelikte Yonetim anabilim dallarinda
toplam 11 adet tez tiretildigi goriilmiistiir..

Saglikta Kalite YOnetimi ve Yonetim ve Calisma Psikolojisi anabilim
dallarinda ise her anabilim dalinda birer adet olmak {izere toplam 2 adet tez
calismasina ulasilmistir.

Isletme, Isletme Yonetimi, Genel Isletmecilik, Ingilizce Isletme anabilim
dallarinda iiretilen tez sayisi ile Saglik Yonetimi, Saglik Kurumlar: Yonetimi,
Hastane Isletmeciligi, Hastane ve Saglik Kurumlarinda Yonetim anabilim
dallarinda da tiretilen tezlerin sayilarinin hemen hemen ayni oldugu
goriilmiistiir. Boylece Isletme alaninda da Saglik Yonetimi alaninda oldugu
gibi saglik calisanlarinin dahil edildigi ¢ok sayida arastirmanin yapildig:
goriilmektedir.
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Saglik calisanlar ile ¢alisilmis Orgilitsel adalet konulu tezlerin iiretildigi 35
universiteden 27’si devlet, 8’1 ise vakif tiniversitesidir.

Konu ile ilgili en ¢ok tez calismasmin yapilmis oldugu iiniversiteler 7 adet
tez calismasi ile Marmara Universitesi ile Sivas Cumbhuriyet Universitesidir.
Bu durum kamu tiniversitelerinin konuyu vakif {iniversitelerine oranla daha
cok calistigini gostermektedir.

Tez calismalarmin Orneklem biytiikligli ortalamas: 428,9 iken sayfa
sayilarmin ortalamasinin ise 133,7 oldugu saptanmistir. Bu verilere
dayanarak orneklem biiyiikliigii ve sayfa sayilarinin gorece yeterli oldugu
sOylenebilir.

Tezlerin tez danigmanlar1 unvanlarina gore incelendiginde yiiksek lisans
tezlerinin en fazla (%38,3) Dr. @gr. Uyesi unvanindaki tez danismanlari
tarafindan yonetildigi goriilmiistiir. Bu duruma sebep olarak dogentlik
basvurularinda sartlarin saglanabilmesi i¢in Dog. Dr. ve Prof. Dr.
unvanindaki danismanlarla karsilastirilinca Dr. C)gr. Uyelerinin daha fazla
yliksek lisans tezini yonetmeleri ileride kariyer yiikseltme durumunda
kullanabilmesi amacindan dolay1 oldugu sdylenebilir (Yeksan, 2019, s. 235).

Birlikte calisilan konuya gore tezler incelendiginde, orgiitsel adaletin en ¢ok
orgitsel baghlik degiskeniyle iliskilendirilerek calisildig: tespit edilmistir.
Bunu sirasiyla tiikenmislik, is doyumu, is tatmini, Orgiitsel vatandaslik,
orgiitsel sinizm konular: takip etmektedir.

Saglik calisanlarinda orgiitsel adalet ile ilgili konularm genel olarak sosyal
bilimler (%50) ve saglik bilimleri (%46,6) enstitiillerinde c¢alisildig:
gorilmiistiir.

Incelenen tez calismalarinin neredeyse tamamina yakinin nicel ydntemler
kullanilarak ¢alisilmis oldugu goriilmiistiir. Buna sebep olarak uygulamasi
ve degerlendirmesi daha pratik olan gecerlik ve giivenlik analizleri yapilmig
dlgeklerin kullamilmis olmasi oldugu sdylenebilir. Olgekler, yapilan
calismay1 6znellikten alip daha nesnel hale getirmesi ve degerlendirmenin
agirhigini calismacidan uzaklastirip o 6lgme aracina yiiklemesi sebebiyle de
daha ¢ok tercih edilebilmektedir. Ancak standart olgekler gelistirildikleri
cevrenin kiiltiirel yapismmi barmndirabildigi igin farkli bir kiiltiirde
kullanilmast durumunda o kiiltiirel yapiya wuyarlama c¢alismalar
yapilmalidir (Bayat, 2014, s. 9).

Is gorenler calisiyor olduklar1 kurumlarda adil muamele gérme istegi ile caligmaya
devam ederler. Teknolojilerin de gelisimi ile birlikte saglik kurumlar1 ve saglk
hizmetleri de daha karmasik hale gelmektedir. Bu saglik orgiitleri giderek biiytimekte
blinyesinde ¢alisan insan yogunlugu artmaktadir. Saglik ¢alisanlar1 yogun ve agir bir
tempo ile is hayatmi stirdiiriirken kurumdan da o6diil/ceza dagitimi, terfi gibi
konularda adaletli bir davranis sergilemelerini beklemektedir. Bu sebeple saglik
kurumlarinda orgiitsel adalet ile ilgili calismalarin artirilmasi ve tiniversitelerin bu
konuda tegvik edilmesi onerilmektedir. Saghk kurumunda diisiik bir adalet algisi ile
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calisan personelin kuruma baghligi, calisma motivasyonu azalir. Bireylerde
tiikkenmislik artar. Yapilan isin ¢iktilarinin etkililik ve verimliligini etkileyebilir. Hata
tolerans1 duisiik bir alan olan saglik hizmetleri alaninda bireylerin maksimum
motivasyon, baglilik ve istek ile ¢alismas1 daha 6nemli olmaktadir. Bu sebeple orgiitsel
adalet algis1 saglik hizmetleri Orgiitleri i¢in en dnemli konulardan biridir. Bu nedenle
orgiitsel adalet konusunun saghk yonetimi ve hemsirelik alanlarinda da daha ¢ok
calisilmasi onerilmektedir.

Saglik kurumlarindaki olumsuz olarak olusabilecek adalet algilarini 6nleyebilmek
icin terfi, 6diil, ceza konularindaki adaletli tutum bireylerin orgiite kars1 olan adalet
algilarinin da olumlu yonde gelismesini saglayacaktir. Bu sebeple giintimiizde saglik
calisanlarinin orgiitsel adalet algilar1 konusu da arastirmacilar igin dikkat c¢eken
konular arasina girmistir. Bu baglamdan yola ¢ikarak bu ¢alismada orgiitsel adalet ile
ilgili saglik c¢alisanlar1 Ozelinde c¢alisilmis tezler bibliyometrik analiz yontemi
kullanilarak incelenmistir. Hala gelismeye devam eden sektorlerden biri olarak saglik
hizmetleri alaninda orgiitsel adalet ile ilgili son 20 yilda yapilmis 60 teze ulasilmistur.
Degerlendirme sonucunda ortaya ¢ikan sistemli bilgilerin alan yazina katki saglamasi
amaglanmistir. Ayni zamanda bu ¢alisma konu ile ilgili arastirma yapmak isteyen
calismacilara da diizenli ve sistemli veriler sunmasi agisindan da onemlidir. C)rgiitsel
adalet konusu saglik calisanlar1 nezdinde 6nemli konulardan biri oldugundan dolay1
bu alan ile ilgili daha ¢ok c¢alismanin yapilmas: Onerilmektedir. Calismalarda
kullanilan arastirma yontemlerinin dikkatlice segilmesi ve kullanilan 6lgegin kiiltiire
iyi uyarlanmis Olgekler olmasi konusuna dikkat edilmesi Onerilmektedir. Ayrica
orgiitsel adalet kavramu ile birlikte ¢calisilacak konu gesitliliginin artirilmasi da orgiitsel
adaletin daha detayli incelenmesine imkan taniyabilmektedir.

Bu calisma yalnizca lisansiistii tezler incelenerek gergeklestirilmistir. Bu baglamda
konu ile ilgili yazilmis makalelerin de incelenmesi ayrica uluslararas: ¢alismalarin da
ayni sekilde degerlendirme kapsamina alinmasi konunun daha detayl bir sekilde
incelenmesine olanak taniyacaktur.
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