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Tourism Revenues and Energy Prices:
A Dynamic Panel Analysis

Turizm Gelirleri ve Enerji Fiyatlari: Dinamik Panel
Veri Analizi

ABSTRACT

The literature rarely studies tourism revenues and crude oil prices. There are few studies that
focus on which countries, like China, Germany, Spain, France, the United Kingdom, Italy, Mexico,
Thailand, Turkey, and the United States, are the most popular destinations with tourists, many
of which are located on the European continent. In light of this perspective, this study provides
insight into the period between 2010 and 2019. The purpose of this study is therefore to examine
how crude oil prices affect tourism revenue. For the analysis, a dynamic panel data technique is
used. Two econometric models were used for the empirical part of this study. One of these mod-
els includes tourism revenues as the dependent variable, whereas the other model includes only
travel tourism revenues. According to the results, oil prices are significantly and positively associ-
ated with tourism revenues. Oil prices have a less significant effect on travel tourism revenues
than they do on total tourism revenues, which include international passenger travel, but they are
more significant if they affect only travel tourism revenues. Using the findings for tourism policy
and management, strategies can be developed to manage oil price impacts on tourism.

Jel Codes: 730, Z31

Keywords: Brent crude oil prices, dynamic panel data analysis, tourism receipts, travel-only tour-
ism receipts

6z

Turizm gelirleri ve ham petrol fiyatlari literatiirde nadiren galisiimaktadir. Cin, Almanya, ispanya,
Fransa, Birlesik Krallik, italya, Meksika, Tayland, Tirkiye ve Amerika Birlesik Devletleri gibi cogunun
turistlerin en cok tercih ettigi Ulkeler arasinda yer aldigi tlkelerin dahil edildigi bir arastirmaya
nadiren rastlanmaktadir. Avrupa kitasi, bu ¢alismada ele alindigi sekliyle. Calisma bu bulgu ile son
bulmaktadir. Bu bakis agisiyla bu ¢alisma, 2010-2019 yillari arasindaki doneme isik tutmaktadir.
Sonug olarak, ¢calismanin temel amaci, ham petrol fiyatlarinin turizm gelirleri Gzerindeki etkile-
rini incelemektir. Analizlerde dinamik panel veri teknigi kullanilmistir. Sonuglar, petrol fiyatlarinin
turizm gelirleri Gzerinde anlamli ve pozitif bir etkiye sahip oldugunu géstermektedir. Bulgularin
turizm politikasi ve yonetimi igin ¢ikarimlari vardir ve petrol fiyatlarinin turizm tzerindeki etkilerini
yonetmek icin stratejiler gelistirmek icin kullanilabilir. Bu ¢calismanin ampirik kismi iki ekonomet-
rik model kullanilarak gerceklestirilmistir. Bu iki model bagimli degisken olarak turizm gelirlerini
icerirken, diger model sadece seyahat turizmi gelirlerini icermektedir. Petrol fiyatlarinin seyahat
turizmi gelirleri Gzerindeki etkisi, uluslararasi yolcu seyahatlerini iceren toplam turizm gelirleri
Uzerindeki etkisinden daha az, ancak sadece seyahat turizmi gelirlerini etkiliyorsa daha anlamlidir.

JEL Kodlari: Z30, Z31

Anahtar Kelimeler: brent ham petrol fiyatlari, seyahat turizmi gelirleri, turizm gelirleri, dinamik
panel veri analizi

Introduction

Tourism is always affected by the macroeconomic environment. There can be direct effects, such as
fewer people traveling due to a recession, or indirect effects, such as fuel prices rising and raising travel
costs. Macroeconomic events can affect the tourism industry in either case. Macroeconomic vari-
ables have been extensively discussed in the literature in relation to tourism development. Adapting
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strategies to macroeconomic events and implementing mitiga-
tion measures is a requirement for governments and industries.
Tax breaks and government subsidies may be used in some cases
to encourage travelers. Adapting marketing strategies to differ-
ent customer segments may be necessary in other cases.

The oil price spike during and after the pandemic significantly
affected tourism revenues. Increasing transportation costs have
also affected the tourism sector. This has caused many destina-
tions to become less attractive to those looking to take a vaca-
tion or travel. As a result, many businesses have had to close or
reduce their services due to a lack of demand. Likewise, many
people have had to cancel or postpone their trips due to the finan-
cial burden. China, Germany, Spain, France, the United Kingdom,
Italy, Mexico, Thailand, Turkey, and the United States are the top
tourist destinations on the European continent, but there is very
little research that examines these locations. In this study, the
period between 2010 and 2019 is examined for these countries.
The purpose of the study was to analyze the economic and social
impacts of tourism in the top tourist destinations in Europe. The
results of the study will help guide future decisions about tourism
in the region.

Except for the United States, the countries included in the study
are largely energy-importing countries. There is concern that
Brent oil prices may increase costs in a variety of sectors, from
manufacturing to tourism in these countries. Energy prices have
a cost-increasing effect on the Turkish economy in service sec-
tors, manufacturing, tourism, and so on, according to Besel's
study (Besel, 2017). The price of Brent Crude Qil and the num-
ber of tourists arriving in the studied countries were the variables
used in the econometric part of the study. Two different models
were tested in the econometric part in which travel-only receipts
and tourism receipts were dependent variables.

Additionally, price increases in the economy result in cost
increases. The impact of these factors on income is dynamic.
Due to the fact that dynamic panel data analysis was used in the
study. Based on the possibility of internality between the vari-
ables being analyzed, the dynamic panel estimation technique
can prevent the problem from occurring. This technique can pro-
vide reliable results while eliminating the endogeneity problem.
In addition, dynamic panel estimation is a powerful tool to cap-
ture the effect of market prices on incomes over time (Akimov et
al., 2009).

FRED 44 — Global price of Brent Crude

— Producer Price Index by Commodity: Fuels and Related Products and Power: Jet Fuel
500

100

400

200

U.S. Dollars per Barrel , Index 1982:

We can see in Figure 1 how global Brent crude oil prices and jet
fuel prices are moving in parallel. Most travelers prefer to travel
by airplane. Fuel is an important expense item for airlines. It is
expected that crude oil prices will be in line with aviation fuel
prices, which are the raw materials for aviation fuel. Airline com-
panies buy and store fuel in advance, so new price increases do
not reflect immediately on flight prices (Vogel, 2021). The delayed
occurrence of airline flight costs is also seen in Figure 1. In the
aforementioned study, we therefore applied dynamic panel data
analysis based on this fact. This would enable us to determine the
current effects of previous price increases.

As depicted in Figure 2, Europe’s energy consumption between
1990 and 2011 can be divided into 14 types. There is a remarkably
high energy consumption in the airline industry (between 10%
and 15%). Considering tourism at a global level requires examin-
ing it from two different perspectives. Tourism on the domestic
and international levels. Domestic tourism is generally easier to
manage, as the government has greater control over it. Inter-
national tourism, on the other hand, is more difficult to manage
due to the need to coordinate with other countries. Therefore, it
is important for governments to consider the effect of interna-
tional tourism on energy consumption when formulating poli-
cies. The majority of tourists travel from developed countries to
developing countries. Travel from European countries to other
countries accounts for more than half of all global tourism. This
leads to an increase in the demand for energy resources, which
is a major contributor to global climate change. Therefore, gov-
ernments must consider the impact of international tourism on
energy consumption and the environment when formulating
policies to ensure sustainable practices (Becken, 2011a). Conse-
quently, oil prices affect both travel destination countries and
travel source countries. US$1.86 trillion accounted for 6% of total
global trade in 2019, making global tourism one of the largest
global trade revenue generators. The Covid-19 pandemic has had
a drastic impact on this industry, with the World Tourism Orga-
nization estimating a 60-80% decrease in international tourist
arrivals in 2020. This has had a major effect on both economies
and jobs, with millions of people being affected by the downturn
in the industry (World Trade Organization, 2020). Nonetheless,
more than 6% of all refined oil production in the world goes to the
aviation industry alone (Becken, 2011a). As of 2019, commercial
airlines were consuming 95 billion gallons of fuel globally, an all-
time high. The Coronavirus pandemic, however, resulted in fuel

1975 1980 1985 1990 1995

Figure 1.

2000 2005 2010 2015 2020

Global Price of Brent Crude Oil and Producer Price Index of Jet Fuel. Source: https://fred.stlouisfed.org/series/POILBREUSDM#
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Figure 2.

Energy Consumption by Type, EU. Source: https://www.eea.europa.eu/data-and-maps/figures/term-01-transport-final-energy-1

consumption falling to 52 billion gallons in 2020, only to reach 57
billion gallons in 2021. This decrease in consumption is expected
to continue, as the aviation industry recovers slowly and more
fuel-efficient aircraft are produced. The pandemic has also forced
airlines to re-evaluate their business models, leading to more effi-
cient use of fuel.

A rise in tourism oil prices greatly narrows the operations in the
sector when viewed from the cost perspective. Oil price increases,
for example, have considerably reduced New Zealand’s tourism
industry’s value. (Becken, 2011a).

For this purpose, in the second part of the study, there is a sec-
tion on the literature review, which reviews studies that deal with
the relationship between macroeconomic variables and tourism.
Afterward, a brief explanation is provided of the data and method
to be used in the econometric analysis. The third part of the study
presents the results and interpretations of the dynamic panel
data analysis, and the fourth part evaluates and discusses these
results according to the study’s objectives.

Literature

As a general matter, the literature related to tourism discusses
both its macroeconomic role and contribution to growth, as well
as itsimpact on fluctuations in energy prices, especially oil prices.
Although tourism is important for collecting foreign currencies, it
can also negatively affect economies due to the rise in oil prices,
as it is heavily dependent on foreign currency collection. With
declining oil prices and inflationary effects, the revenue of the
tourism sector follows an increasing trend in terms of its share of
the global economy. The tourism sector has a positive effect on
the economy by generating employment opportunities, foreign
exchange, and other economic benefits. It can also contribute to
economic and social development through taxation and invest-
ment in infrastructure. However, it is important to remember
that the tourism sector is also vulnerable to external shocks such
as natural disasters and political unrest.

Trends in Business and Economics | 2023 37(4): 226-236 | doi: 10.5152/TBE.2023.22102

As Lennox concluded in his study, the global oil supply will not
be able to meet the rapidly increasing global demand without a
significant increase in oil prices. As Lennox concluded in his study,
the global oil supply will not be able to meet the rapidly increas-
ing global demand without a significant increase in oil prices. The
two-stage general equilibrium model is used in the empirical part
of the study to measure the long-term economic effects of the
persistent decline in global oil supply. Tourism exports are dis-
proportionately affected by income and price effects, based on
the results of the study. Different segments of the inbound tour-
ist market experience different impacts. There are several impor-
tant factors that affect the farthest markets, but distance is one
of them. (Lennox, 2012).

According to this study, oil prices, exchange rates, and inflation
in Pakistan have asymmetric effects on tourism demand based
on an asymmetric cointegration model and a dynamic multiplier
model developed by Shin, Y., Yu, B., and Greenwood-Nimmo,
M. In addition to CO, emissions, institutional quality, oil prices,
exchange rate, inflation, and tourism demand, the non-linear
autoregressive distributed lag (NARDL) boundary test examined
the possibility of cointegration among these variables (Shin et
al., 2014). There is evidence that ignoring intrinsic nonlinearities
may lead to incorrect conclusions. Tourism demand is nega-
tively impacted by CO, emissions over the long term, whereas
institutional quality is positively impacted by tourism demand,
according to the predicted NARDL model. Moreover, the study’s
findings indicate a long-run asymmetric relationship between oil
prices, exchange rates, inflation, and tourism demand (Meo et
al., 2018).

Spanish tourism and indirect effects of peak oil on the economy
are explored in Logar and Van Den Bergh’s study. Different sce-
narios are created for oil and fossil fuel price increases, as well as
the inflationary effects they will have. With the help of Tourism
Satellite Accounts and extended input—output tables, these sce-
narios provide context for an input—output analysis (I/O). Three


https://www.eea.europa.eu/data-and-maps/figures/term-01-transport-final-energy-1

229

steps are involved in the analysis: (1) applying an 1/O price model
to predict the increase in oil and other fossil fuel prices in Spain
that will lead to a price increase in tourism services; (2) assessing
how price changes will affect tourism demand; and (3) using an
I/O demand model to estimate the impact of change in demand
on the national economy. Among the air, water, road, and rail
transport sectors, the tourism-related shares have seen the larg-
est decline in output due to declining tourism demand. Following
this are activities related to tourism agencies, rest areas, cultural
activities, and hotels. A decrease in gross domestic product (GDP)
of between 0.08% and 0.38% may lead to indirect and direct job
losses ranging between approximately 20,000 and 100, 000,
depending on the oil price scenario adopted (Logar & Van Den
Bergh, 2013).

Many empirical studies that examine oil price shocks in oil-
exporting countries do not distinguish between different types
of shocks, assuming that shocks and macroeconomic variables
are linearly related. Additionally, it is assumed that oil-exporting
countries respond homogeneously to oil price shocks. Based on
avector autoregression (VAR) model with price shocks estimated
using the Generalized Autoregressive Conditional Heteroskedas-
ticity (GARCH) method, Moshiri examines the nonlinear effects
of oil price shocks on macroeconomic performance. Two main
interest rate variables are oil price shocks and economic growth,
as well as intermediate variables such as investment, exchange
rate, and inflation rate. For the period 1970-2010, nine major oil-
exporting countries were included in the sample, six developing
countries and three developed countries. There is a difference
in the responses of oil-exporting countries to oil shocks among
all of them. Development countries that export oil suffer from
asymmetrical effects from oil shocks; lower oil prices lead to sig-
nificant income cuts and stagnation in the economy, whereas
higher oil prices and accompanying higher incomes do not lead
to sustainable economic growth; in oil-exporting developed
countries, it does not have a significant impact on economic
growth. It appears that heterogeneous responses to oil price
shocks in oil-exporting countries can also be explained by differ-
ences in their institutional quality, especially government activity
(Moshiri, 2015).

According to Hassani et al., oil price volatility impacts tourism-
related economic activities by driving up oil prices. In the analysis
itself, perspectives on time, frequency, and information theory
domains are considered. Using time domain, frequency domain,
and converging cross-maps (CCM), this document analyzes cau-
sality for the USA as well as nine European countries. In contrast
to parametric approaches, the CCM approach is non-parametric
and is therefore not constrained by assumptions. A successful
and demonstrative application of an advanced method and the
identification of important causal links between oil prices and
tourist arrivals contribute to existing research (Hassani et al,
2021).

Oil prices and tourism revenues have been studied by Hesami
et al. (2020). The study found a cointegration between oil prices
and tourism revenues. This study found that oil prices have a uni-
directional effect on tourism revenues based on a Granger cau-
sality analysis (Hesami et al., 2020).

Inbound tourism contributes to economic growth in various
countries that are dependent on tourism as an export item. The
tourism-led growth hypothesis (TLGH) contributes to this lit-
erature for various countries that are dependent on tourism as

an export item (Deng et al., 2014; Gunduz et al., 2009). Qil price
shocks, however, negatively affect economic growth for countries
that are not exporters of crude oil (Jiménez-Rodriguez & Sdnchez,
2005). Furthermore, countries’ dependency on energy cannot be
ignored as it contributes to economic growth significantly. This
has caused devastating effects on the developed economies by
using energy as a weapon of political control. (Faisal et al., 2021).
By using Computable General Equilibrium (CGE) analysis, Becken
and Lennox established an equilibrium model for tourism in light
of future expectations of higher oil prices in their study. The pur-
pose of their study is to explain tourism supply and demand in
detail. They concluded that doubling oil prices would result in a
general decrease in the balance of payments (Becken & Lennox,
2012). In his study, Becken discussed the dependence of tour-
ism on oil. During his study, the author noted that an increase in
oil prices may cause contractions in the tourism industry. Using
non-fossil fuels and the green economy in the tourism industry
as soon as possible will allow the sector to maintain its competi-
tiveness (Becken, 2008). Additionally, Becken collected research
findings regarding the relationship between tourism and oil from
the literature. The study gives special attention to New Zealand
(Becken, 2011b).

As a result of an increase in oil prices, Van Cranenburgh et al.
claim that tourism will be negatively affected in multiple aspects
by increasing the cost and changing consumer choice of desti-
nation, length of stay, and type of accommodation (Van Cranen-
burgh et al., 2014). As a result, a substantial increase in travel
costs is likely to have major consequences for the tourism indus-
try that extends beyond transportation. A previous study (Becken,
2011a), employing meta-analysis, asserts that the increase and
scarcity of oil prices are going to change tourism and social life,
leaving more remote destinations more vulnerable. Similarly, Al-
Mulali et al's study on Malesia, an oil-exporting country, shows
an asymmetric relationship (Al-Mulali, Gholipour, & Al-hajj, 2020).
However, Chatziantoniou et al., utilizing a structural VAR model,
found that oil price shocks on the demand side have no effect
on tourism on the supply side (Chatziantoniou et al., 2013). This
study investigated 19 randomly selected countries using an
NARDL model. Several of these countries are also investigated in
this study because they are the top 10 tourist destinations. Based
on the exogenous factors of each country, the existence of the
impact varies (Kisswani et al., 2020).

Hesami et al. contribute another viewpoint to the literature. For
MENA countries, which are middle-east nations whose econo-
mies are primarily dependent on oil exports, the study exam-
ined the relationship between tourism receipts and oil prices.
According to the study, rising oil prices are positively related
to tourism receipts in the region (Hesami et al., 2020). Numer-
ous studies have examined tourism and tourism-related topics
on economies by using tourist arrivals as a variable in order to
assess tourism’s impact. As an example, one of the well-known
studies about tourism’s effect on the Maltese economy exam-
ined the subject using tourist arrivals rather than tourism rev-
enues to avoid multicollinearity. (Katircioglu, 2009). Balaguer and
Cantavella-Jord4, however, used tourism revenues as a variable to
examine the same TLGH (Balaguer, 2002). Gunduz and Hatemi-j
studied Turkey’s hypothesis and faced multicollinearity problems
in their model as well (Gunduz). Overall, both variables are used
to evaluate tourism’s impact on other variables. Tourist arrivals
will be used as an independent instrumental variable for tourism
receipts in this study.
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Oil Prices and Travel Industry

Cruise ships carried 30 million passengers worldwide in 2019,
according to the International Maritime Organization. From local
coastal destinations to remote locations like Antarctica, cruises
travel virtually everywhere in the world. It is possible for cruises
to last for only a few days, but it is also possible for them to last
for weeks or even months, as they usually travel across entire
oceans or even around the world. In addition to air travel, road
travel is another way to travel. Road transport in Organisation
for Economic Co-Operation and Development (OECD) coun-
tries consumed 48.6% of total oil consumption in 2020, accord-
ing to OECD Stats (2021). Travel is one of the most oil-sensitive
industries, and on the other hand, tourism is a major consumer
of refined petroleum. Further, there are concerns about “peak
oil,” the point at which the rate at which petroleum is extracted
reaches a level that is greater than it has ever been and begins to
decline permanently.

According to Figures 3 and 4, oil accounts for the largest share
of global energy consumption. A portion of the total oil demand
is also consumed by the aviation industry, according to Figure 4.

Global energy consumption, 2000 to 2021
-0.8% trend per year from 2016 to 2021 for oil
r_L\

-0.1%l/yr
A +2.5%/yr
~

+16.0%/yr

+1. 1%/yr
+0.8%l/yr

=

Natural Nuclear Hydro Other
gas renewables

Coal  Oil

Figure 3.
Global Energy Consumption. Source: https://en.wikipedia.org/wiki/World
_energy_supply_and_consumption

While planning for future years, the tourism industry should take
into account the risk of increased costs due to rising oil prices.
Tourism customers' budgets are also impacted by higher oil
prices, resulting in inflation and shrinking their budgets, which
leads to changes in their consumption patterns. It is also pos-
sible that increasing oil prices will affect other sectors, resulting
in unemployment and uneven income distribution, which could
cause tourism to be perceived as a more luxurious service than it
really is, narrowing the target market for tourism. Despite the fact
that coal, natural gas, and renewable energy options are available,
studies have shown that these resources contribute only a small
amount of energy. (Becken, 2011a), particularly in the case of col-
lective transportation, are not efficient enough.

Methodology

Data

The purpose of this study is to examine the effect of Brent Crude
Qil Prices on tourism revenues and travel-only tourism revenues
in the ten destinations that attract the most international tour-
ists. For robust and effective results, we have selected the ten
most visited non-oil-exporting countries. A dataset covering the
period from 2010 to 2019 is used. In order to be as up-to-date as
possible, we used data set between 2010 and 2019 to examine
the most recent situation. Because of the global health prob-
lem, which started in 2020, the entire economy, particularly the
tourism industry, ceased to function. In order to avoid including
the Pandemic process, we used the years 2010-2019 as the last
data before it, since there will be insufficient information during
it. An analysis of dynamic panel data was conducted in the study.
The research will involve two dynamic panel models covering 10
countries from 2010 to 2019. Sargan, Arrellano-Bond, and Han-
sen tests are performed to determine if the results are robust.

It is based on World Bank data. Two 10-country panels will be
created for the period 2010-2019, as mentioned before. World
Tourism Organization statistics indicate that these are the 10
countries with the highest number of international tourists
(World Trade Organization, 2020)

Methodology

In our study, we used dynamic panel data analysis to eliminate
the problem of the lagged model of the dependent variable being
connected to the error term in static models. The models pro-
posed by Anderson and Hsiao (1981) use instrumental variables

- Rail & domestic waterways 1.8%

« Electricity generation 3%
Marine bunkers 3.6%
- Aviation 4.4%

« Residential/commercial/agricultural. ..

Other industry 12.6%

« Petrochemicals 16.2%

Figure 4.

- Road 48.6%

Distribution of Oil Demand by Sector (OECD, 2020). Source: https://www.statista.com/statistics/307194/top-oil-consuming-sectors-worldwide/
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at different lagged levels. We adopted their suggestion and used
two lagged levels of the independent variable as instruments to
reduce the bias from lagged dependent variable. We also used
the Arellano-Bond GMM estimator to estimate our dynamic
panel data models. In other words, even though there is a correla-
tion between the explanatory variables and the lagged variables,
there is no relationship between them and the error term. Due to
this, lagged instrumental variables can be used to estimate the
model, but they may not be as efficient as other estimators (Arel-
lano & Bond, 1991).

In the study, two econometric models were tested. Travel-only
receipts are the dependent variable in one model, while tourism
revenues are the dependent variable in the other. Travel tourism
revenues only exclude international passenger transport, which
makes it different from “travel tourism revenues only.” Tourism
revenue from international travel, which includes only expenses
incurred by international tourists in the reporting economy,
refers to the expenditures incurred by international tourists
in the reporting economy. The passenger either purchases or
receives goods and services free of charge for use or rendering on
their behalf. All prepayments made in the country of destination
must be included in these receipts A dynamic panel data analysis
is applied in the empirical part of the study, as described above.
It is anticipated that the next phases of this study will shed light
on the oil dependence of tourism passenger items and other rev-
enues, largely from services.

Table 1 lists the sources from which the data for the variables in
the study were obtained. As shown in Table 2, numerical data are
provided for the variables used in the empirical part of the study.

Functional forms of the econometric models are represented as
follows:

TR=f(OIL, ARR) (1)
TO=£(OIL, ARR) (2)

The dynamic panel data model to be investigated is demon-
strated as follows:

LnTR, = PBo +PiLNTR; + BoLNOIL, +BsLNARR, + 1, (3)

LNTO, =g + MLnTO.s + ML nOIL: + AsLnARR: +&; (4)

where in a period t, 7p, is the annual tourism revenue, 70, is the
annual travel only tourism revenue, oy, is Brent crude oil price,
ARR is the number of tourists arrived to the country at each
country. g, is the constant term of first model, g, g, .p, are the
elasticities of their variables respectively, ¢ is the error term of
the first model, j, is the constant term of second model, ), 3,
), are the elasticities of their variables respectively, ,, is the
error term of the second model.

Table 1.

Data

Variable Code Unit Source Period
Tourism receipts InNTR USD  World bankdata 2010-2019
Travel-only tourism  InTO ~ USD  World bankdata 2010-2019
receipts

Tourist arrivals INARR  Unit  World bankdata 2010-2019
Crude oil price InOIL  USD  World bankdata 2010-2019

Dependent Variables:

TR.; represents the annual total tourism revenue of the country in
current USD.

TO,; represents the annual travel-only tourism revenue which is
international tourism receipts for travel items are expenditures
by international inbound visitors in the reporting economy.

Travelers buy goods and services for themselves or on their
behalf or they provide them without a quid pro quo, for use or
distribution. Any other prepayments made for goods or services
received in the destination country should also be included in
these receipts. Additionally, they may include receipts from
same-day visitors, unless they are of such significance as to war-
rant a separate classification. Carriage of travelers internationally
is excluded, since it is covered under passenger travel items. All
data are presented in current US dollars.

Empirical Results

This study examines the impact of Brent crude oil prices on tour-
ism receipts in ten most visited countries. In this analysis, the
years 2010-2019 are considered. A dynamic panel data analysis is
applied to the data. Dynamic panel analysis requires more cross-
sections (n) than years (t), so for ten countries, the maximum
number of years must be less than. This is because there must be
greater variation in cross-sectional data than in time-series data
in order to obtain accurate results. Additionally, using more than
one observation per cross-section may help to reduce the bias of
the coefficients. As such, dynamic panel data analysis is a power-
ful tool that can be used to measure the impact of different vari-
ables over time. It is also useful for capturing the effect of both
time-invariant and time-varying variables. These tests resulted in
the following results:

Dynamic panel estimation shows a positive and significant rela-
tionship between one lagged tourism receipt value and its cur-
rent value at 5%. Omri et al. found similar results. (Omri, Shahbaz,
Chaibi, & Rault, 2015). According to the current study, the num-
ber of tourist arrivals and oil prices also play an important role
in determining tourism receipts. As it is shown in Table 3, a sig-
nificant 1% increase in oil prices has a 0.079% impact on tourism
receipts. Also, tourist arrivals have a significant impact of 0.762%
at a level of significance of 5%. Thus, an increase in oil prices of
1% translates to an increase in tourism receipts of 0.762% and an
increase in tourist arrivals of 1% translates to an increase in oil
prices of 0.079%. The results of this study suggest that oil prices
and tourist arrivals are both important factors in determining the
tourism receipts. Therefore, policies should be developed to both
reduce the cost of oil and increase the number of tourists in order
to maximize the tourism receipts.

Hence, the econometric model which infers that tourism receipts
are dependent can be expressed as follows:

LnTR: =(0.348)LnTR,_1 +(0.079)LnOIL; +(0.762)LNARR; + .

Modeling the travel-only receipts as dependent can be done as
follows:

LnTO; =(0.399)LNTO;; +(0.087)LnOIL; + (0.695)LnARR; + &,

In asimilar way, there is a significant positive relationship between
one lagged value of travel-only receipts and its current value at
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Table 3.
Regression Results of the Model in Which Tourism Receipts is
Dependent Variable (Intr)

Standard

Intr Coefficient Error t-value P 95% Cl

L 0.348 0153 228 .023 0.049-
0.648***

Inoil 0.079 0.027 2.95 .003 0.027-
0.432%**

Inarr 0762 0.095 8.05 0 0.576-
0.947***

Mean 24.699 SD-dependent variable 0.611

dependent

variable

Number of 80 Chi-square

observations

***p <.01; **p <.05.

1%. Travel-only receipts are affected by oil prices by 0.087% at the
significance level of 1%. As it is in Table 4, travel-only receipts are at
a significance level of 1%. In other words, when oil prices increase
by 1%, travel-only receipts increase by 0.087%, while when tour-
ist arrivals increase by 1% and travel-only receipts increase by
0.695%. The findings of this study have significant implications for
policymakers and industry leaders. They can use the findings to
make better-informed decisions about the tourism industry and
its relation to oil prices. Additionally, it can be used to improve
revenue forecasts for the tourism industry.

Hence, despite the fact that travel tourism revenues are less
affected by oil prices than total tourism revenues, including
international passenger travel, changes in oil prices are more
significant for travel tourism revenues. It is primarily the cost
of tickets purchased by travel companies that determine the
difference between total tourism revenues and travel-only
tourism revenues. A regression analysis of two models reveals
that total tourism receipts are most sensitive to changes in
crude oil prices, while other items of tourism are more sensi-
tive to changes in crude oil prices. As a result of these findings,
crude oil prices have a greater impact on total tourism facili-
ties except for passenger items, although passenger items rely
heavily on oil.

Table 4.
Regression Results of the Model in Which Travel-Only Receipts is
Dependent Variable (Into)

95%
Stan dard Confidence
Into Coefficient  Error  t-value p Interval
L 0.399 015 266 .008 0.105-
0.693***
Inoil 0.087 0.032 273 006 0.025-0.15%**
Inarr 0.695 0167 416 0 0.368-
1.023***
Mean 24.584 SD-dependent variable 0.603
dependent
variable
Number of 80 Chi-square
observations
***p <.01.

We perform an Arellano-Bond test to determine the correlation
between Yit-1 (first difference between tourism receipts and
travel-only receipts) and the idiosyncratic error term. This AR(1)
coefficient represents the persistence or memory of the process
that generated Yit. The Arellano-Bond test is used to estimate
the AR (1) coefficient and can be applied to a variety of panel-data
models. An Arellano-Bond test can be used to test the hypoth-
esis of no autocorrelation in the idiosyncratic error term. For the
Arellano-Bond test, residual matrices are calculated to test for
robustness. The null hypothesis states that the AR (1) coefficient is
equal to zero, meaning that the errors are uncorrelated. If the test
results reject the null hypothesis, then autocorrelation is pres-
ent in the idiosyncratic error term. Robust estimation requires
at least a 5% confidence interval from the AR1 test. It is recom-
mended to use AR2 results whose confidence level is greater than
5% but not greater than 30% for more robust results. Therefore,
it is important to use the AR2 test to determine the presence of
autocorrelation in the data. If the AR2 test results are within the
5-30% range, then the autocorrelation is statistically significant.

Results of Arellano-Bond Test for Tourism Receipts (tr) Model:

Arellano-Bond test for AR(1) in first differences: z=-2.00 Pr >
z=0.046

Arellano-Bond test for AR(2) in first differences: z=-1.45 Pr >
z=0.148

Results of Arellano—Bond Test for Travel Only Tourism Receipts
(to) Model:

Arellano-Bond test for AR(1) in first differences: z=-1.88 Pr >
z=0.060

Arellano-Bond test for AR(2) in first differences: z=0.04 Pr >
z=0.965

Tourism receipts are affected by their first lag values, according to
Arellano-Bond tests. According to dynamic panel results, tourism
receipts one period delayed are significant in explaining energy
consumption for both the panel and all units (countries), and the
parameter sign is expected to be positive. Tourism receipts and
travel-only tourism receipts are positively influenced by oil price
elasticity and tourist arrivals. This implies that a decrease in the
price of oil would lead to an increase in tourism receipts and that
higher tourist arrivals would also increase tourism receipts. The
findings of this research can help inform policy decisions related
to tourism and energy consumption.

Conclusion and Recommendations

The diversified structure of the tourism industry has made it a
significant contributor to economic growth in recent years. A
similar effect is observed in the tourism industry as in other sec-
tors of production. It aims to fill a gap in the literature since there
are not many studies on the topic. Policymakers and stakehold-
ers in the tourism sector will be able to use the results of this
study to make better decisions.

The majority of tourists traveling around the world come from
developed countries. As a tourist sender and a tourist attraction,
the European Union region is one of the most developed regions
in the world. This study aims to examine tourism revenues and
travel-oriented tourism revenues in relation to oil, taking into
account the region’s average foreign energy dependence. For
this purpose, we analyzed dynamic panel data using travel-only
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receipts, tourism receipts, and number of tourist arrivals data
from ten top tourism destinations, six of which are in the Euro-
pean Union region, between 2010 and 2019. Ten of the most vis-
ited tourist destinations are included in the data, such as France,
Spain, the United States, Turkey, China, Italy, Mexico, Thailand,
Germany, and the United Kingdom. Qil prices are more likely to
affect tourism receipts than travel-only receipts, although tour-
ism receipts are expected to reflect oil prices more strongly.

A number of studies in the literature support the empirical find-
ings of the study. According to Lennox (2012), oil prices have a
negative impact on tourism because they increase prices. Thus,
oil prices increase tourism prices, which negatively affects the
export-oriented tourism industry. These countries are subject
to fluctuations in energy prices, which affect a variety of indus-
tries, including tourism. As a result, these countries are vulner-
able to changes in oil prices and are affected by the volatility of
the oil market. This implies that oil prices have a direct impact
on the tourism sector in energy-importing countries. In their
study, Logar and Van Den Bergh (2013) found a price elasticity of
demand of —0.50% in the tourism sector. Therefore, an increase in
prices of 1% will increase tourism demand by 0.5%. Tourism prices
increase due to oil prices, according to the study. Policymak-
ers should take seriously this positive interaction between the
increase in energy prices and the increase in travel costs. Invest-
ments should be made in alternative and renewable energies,
taxes should be imposed on air travel, which costs even more, and
public transport should be improved. As well as these, eco-tour-
ism investments should also be considered. These investments
should be made in a way that would not burden the general public
but would rather be subsidized by the government to ensure their
sustainability. Furthermore, the environmental impact of these
initiatives should also be taken into account.

With the world’s transition to green energy in sight, if oil runs out
in a not-too-distant future, it would be the right step for econ-
omies to have already made their transitions to green energy.
Currently, it is imperative that the tourism sector, whose com-
mitment and sensitivity to oil have been redefined in literature
as well as in this study, is flexible enough to make the transition
to green energy. This topic is rarely discussed in the literature. In
orderto make tourism more sustainable, we need to begin study-
ing the use of green energy now. In the near future, there may
be more empirical or theoretical studies on this topic. Conse-
quently, tourism will be more competitive in the future as a result
of this step.

A very wise move would be to invest as soon as possible in infra-
structure to use fossil-free fuels, especially in international airline
transportation. As a result of this study, policy makers should pay
close attention to its results, since many of these countries have
the highest tourist traffic and import the largest amounts of oil.
Tourist revenue is a major source of income for these countries,
and by understanding the impact of oil prices on tourism, policy
makers can make betterdecisions regarding theireconomic strat-
egies. Furthermore, understanding the relationship between oil
prices and tourism can help countries plan their energy and tour-
ism policies to ensure a more stable and prosperous economy.
A policy consequence of the study may be: First, tourism inves-
tors should plan their business by accounting for oil price fluc-
tuations, with the understanding that these changes will affect
tourism prices. Second, governments should consider oil prices
when setting tourism policies, such as taxation and subsidies, to
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ensure the sustainability of their tourism industry. Finally, coun-
tries should invest in alternative energy sources to reduce their
dependence on oil and ensure their economies are more resilient
against oil price shocks. Politicians pay attention to movements
in oil prices. To measure risks, the oil market fluctuations must be
followed, in order to determine the risks. Various factors are con-
sidered when assessing oil sensitivity, such as national income,
local reserves, input costs, and alternative energy sources. It is
therefore possible to investigate the relationship between the
tourism sector and macroeconomic variables during and after
the pandemic in future studies. Economic growth can also be
discussed during this period. Finally, this would provide an insight
into the role of the tourism sector in the overall economic recov-
ery. It could also help to identify strategies and policies to support
the sector in order to ensure its sustainability. Additionally, the
impact of the pandemic on the tourism sector could be evaluated
in order to better understand the long-term implications.
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Genisletilmis Ozet

Makroekonomik olaylar her zaman Turizm sektoriint dogrudan etkilemistir. Ekonomik durgunluk nedeniyle daha az seyahat eden insan-
lar veya yakit fiyatlarinin artmasi ile artan seyahat masraflari buna érnektir. Makroekonomik olaylarin Turizm setdriine olan etkisi litera-
tlrde sikga tartisilan aragtirma konularindan biridir. Ote yandan, Turizm gelirleri ve ham petrol fiyatlari literatiirde nadiren ¢alisiimaktadir.
Turizm, déviz toplama agisindan dnemli olmakla birlikte, petrol fiyatlarindaki artis nedeniyle ekonomileri de olumsuz etkileyebilmektedir
clinkd, biiyiik dlglide déviz tahsilatina bagimlidir. Ornegin, kiiresel ekonomide diisen petrol fiyatlari Turizm sektoriini olumlu etkiler ve
istihdam olanaklari yaratir. Ayrica, vergilendirme ve yatirimlar da ekonomik ve sosyal kalkinmayi destekler. Burada hatirlanmasi gere-
ken 6nemli unsur Turizmin de en az diger sektorler kadar dogal afetler ve siyasi huzursuzluk gibi dig soklara karsi hassas olusudur. Cin,
Almanya, ispanya, Fransa, Birlesik Krallik, italya, Meksika, Tayland, Tiirkiye ve Amerika Birlesik Devletleri gibi turistlerin en cok tercih ettigi
Ulkeler arasinda yer aldigi Ulkelerin dahil edildigi bir arastirmaya nadiren rastlanmaktadir. Bu bakis agisiyla bu ¢alisma, 2010-2019 yillan
arasindaki doneme sk tutmaktadir. Dolayisiyla, galismanin temel amaci, ham petrol fiyatlarinin turizm gelirleri Gzerindeki etkile-rini
incelemektir. Calismanin uygulama kisminda turizm gelirleri ve sadece seyahat amagch turizm gelirlerinin bagimh degiskenler olarak
kullanildigi iki ana model analiz edilmistir. Calismada saglam ve etkili sonuclar elde edebilmek amaciyla en ¢ok turist geken Ulkelerden
on tanesi ele alinmistir. Bunlar agirlkh olarak petrol ihrag etmeyen Ulkeler arasindan secilmistir. Veri seti 2010- ve 2019 yillari arasini
kapsar. Daha gtincel bir ¢alisma olabilmesi icin alinabilecek en yakin zaman dilimi olarak bu yillar kullaniimistir. 2020 yilinda baslayan
kirsel saglik sorunu tim ekonomileri ve elbette en basta turizm sektoriind etkilemistir. Bu slireci galismaya dahil etmemek igin veriler
2019 yiliile sinirlandiriimistir.

Galismanin uygulama kisminda dinamik panel veri teknigi kullaniimistir. Dinamik panel analizinde, yillardan (t) daha fazla kesit (n) gerek-
tirir, yani on Ulkenin ele alindidi bu ¢alismada, maksimum yil sayisi ondan az olmalidir. Bunun nedeni, yatay kesit verilerinde daha fazla
varyasyon olmasi gerektigidir. Dogru sonuglar elde etmek igin yatay kesit sayisinin zaman serisi verilerinden daha fazla olmasi geregi
bundandir. Bunlara ek olarak, kesit basina birden fazla gozlem kullanmak, katsayilarin yanliligini azaltmaya yardimci olur. Bu nedenle,
dinamik panel veri analizi, zaman iginde farkli degiskenlerin etkisini dlgmek icin kullanilabilecek glcli bir aragtir. Ayni zamanda, hem
zamanla dedismeyen hem de zamanla dedisen degiskenlerin etkisini yakalamak igin de yararlidir. Sonuglar, petrol fiyatlarinin turizm
gelirleri Gzerinde anlamli ve pozitif bir etkiye sahip oldugunu gostermektedir. Bulgularin turizm politikasi ve yonetimi igin gikarimlari
vardir ve petrol fiyatlarinin turizm Gzerindeki etkilerini ydnetmek igin stratejiler gelistirmek icin kullanilabilir. Petrol fiyatlarinin seyahat
turizmi gelirleri Gzerindeki etkisi, uluslararasi yolcu seyahatlerini iceren toplam turizm gelirleri Gzerindeki etkisinden daha az, ancak
sadece seyahat turizmi gelirlerini etkiliyorsa daha anlamlidir.
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Innovation in Consumer Behavior:
A 30-Year Systematic Review

TUketici Davranislarinda inovasyon:
30 Yillik Sistematik Bir Degerlendirme

ABSTRACT

The world is under the influence of the paradigm shift that started with the fourth Industrial
Revolution. The paradigm shift-triggered global technological developments both affect each
other and create the formation of new developments. These technological developments,
which are described as an innovation ecosystem, also show their effects on consumer behavior.
Innovations are shaped in line with consumer behavior as well as affecting consumer behavior.
This study aimed to reveal the reflections of consumer behavior and innovation interaction in
the literature. For this purpose, a systematic literature search was conducted using the R Studio
program for articles with the keywords “innovation” and “consumer beh*” in the Web of Science
database. According to the analysis findings of the study, which focuses on the last 30 years of
innovation in consumer behavior, it has been determined that studies on the concepts of “sus-
tainability,” “marketing,” and “e-commerce” are frequently conducted in the literature. In addition,
the studies are based on the theory of planned behavior and the technology acceptance model.
In recent years, it has been emphasized that the subjects of “sharing economy,” “co-creation,” and
“covid-19” have been studied within the scope of innovation and consumer behavior.

Keywords: Circular economy, consumer behavior, innovation, sustainability

6z

Diinya, 4. Sanayi Devrimi ile baglayan paradigma degisiminin etkisi altindadir. Bu paradigma degi-
simiyle kiiresel capta gergeklesen teknolojik gelismeler hem birbirlerini etkilemekte hem de yeni
gelismelerin olusumuna zemin hazirlamaktadir. inovasyon ekosistemi olarak nitelendirilen bu tek-
nolojik gelismeler etkilerini tiiketici davraniglari (izerinde de géstermektedir. inovasyonlar tiiketici
davraniglarini etkiledigi gibi tlketici davraniglari dogrultusunda da sekillenmektedir. Bu calis-
mada tlketici davraniglari ve inovasyon etkilesiminin literatlire yansimalarinin ortaya koyulmasi
amagclanmistir. Bu amag dogrultusunda Web of Science veri tabanindan konusunda “innovation”
ve “‘consumer beh*” anahtar kelimeleri gecen makalelere R Studio programi kullanilarak siste-
matik literatir taramasi yapiimistir. Tiketici davraniglarinda inovasyonun son 30 yilina odaklanan
calismanin analiz bulgularina gore, literattirde siklikla “stirdtrdlebilirlik”, “pazarlama” ve “e-ticaret”
kavramlari Uzerine galigmalar yapildigi tespit edilmistir. Ayrica galismalar “planli davranig teorisi”
ve “teknoloji kabul modeli” teorilerine dayandiriimistir. Son yillarda ise inovasyon ve tliketici dav-
raniglari kapsaminda “paylagim ekonomisi”, “birlikte yaratma” ve “covid-19” konularinin ¢aligildig
vurgulanmigtir.

Anahtar Kelimeler: Donlisim ekonomisi, tiketici davranisi, inovasyon, stirdirtlebilirlik

Introduction

Intoday’s competitive business environment, the success of businesses and their sustainability depend
on producing solutions that differ from their competitors. The capacity of businesses to understand
the needs and expectations of consumers, to offer new goods and services, and to share resources
paves the way for them to create a competitive advantage. Focusing on consumer demands and needs
while creating innovation ensures that businesses that want to grow maintain their sustainable com-
petitive advantage. At this point, businesses should first determine the target consumer dynamics
in the best way. Understanding the demands and needs of consumers and developing unique solu-
tions for these wishes and needs are handled within the scope of the consumer behavior study area,


mailto:ece.ozer@icloud.com
http://orcid.org/0000-0002-8597-2073

238

which is one of the cornerstones of marketing strategies. Con-
sumer behavior should be explored by businesses in order to cre-
ate innovations that will facilitate purchasing decisions by better
understanding the factors and motivations that affect consum-
ers’ purchasing decisions. Through consumer behavior research,
which seeks to understand consumers’ needs, desires, attitudes,
and preferences, firms can market their products and services to
customers more effectively and efficiently.

Innovation, on the other hand, has an important role in the
growth and competitive advantage of businesses. Innovation
happens through the creative implementation of new ideas,
products, services, or business models. Businesses constantly
innovate in order to meet consumer expectations, differentiate
in the market, and ensure sustainable growth. Understanding
consumer behavior is a critical factor in the innovation process.
Consumers’ needs, wants, and preferences guide businesses in
determining their innovation strategies. Consumer feedback,
market research, and analysis provide businesses with ideas to
develop new products and services. At this point, the systematic
and instant realization of sharing, which is a powerful strategic
tool for businesses, makes the process from estimating con-
sumer needs to meet sustainability. The sharing of resources and
information paves the way for the emergence of innovative ideas
by businesses.

The act of sharing, the most fundamental building block of com-
munication, also has a key role in consumer behavior (Belk &
Llamas, 2012. p. 619). The content and structure of sharing vary
according to years, places, and subjects. With the effect of tech-
nology and globalization, changes have started to be seen in
sharing. In the digital age we live in, sharing has become instant
and global. Digitalized sharing has gained ease of access and
speed, thanks to technological innovations and is at the center of
the value-creation process between consumers, companies, and
even countries. The paradigm shift, which started after the fourth
Industrial Revolution, focused on sustainable goals that are both
technologically and environmentally responsible and steered dig-
italized sharing (Beier et al.,, 2017. p. 227). In this way, digitalized
sharing has become a phenomenon that focuses on innovation
and sustainability (Richter et al., 2017. p. 301).

In contrast to the literature’s innovation studies in the fields
of production, management, and organizational behavior, the
concept of innovation in this study is important in terms of fill-
ing the gap in the marketing literature. In the study, it is aimed
to draw the limits of the diversity in the innovation ecosystem
within the scope of consumer behavior, and a road map to be
followed for future studies has been revealed. For this purpose,
a systematic literature analysis was applied to 1098 articles
obtained from the Web of Science database. In the following
parts of the study, the analysis findings were visualized and
interpreted. In the conclusion part of the study, suggestions
were made for future studies.

Theoretical Framework

Innovation

In the globalizing and rapidly changing world, businesses have to
change, renew, and be more creative in order to survive and com-
pete. This obligation also requires businesses to be more inno-
vative. While creating value, businesses also provide sustainable
competitive advantage by making innovations in various fields.
In other words, innovation is a competitive power for businesses.
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The concept of innovation, which derives from the Latin word
“innovates,” can be realized in every field from designing a new
product in a business to marketing the product (Dereli, 2015.
p. 1366). Conceptually, innovation, first used by the economist
Schumpeter, brings together innovation and creativity. Accord-
ing to Schumpeter (1982. p. 36), innovation is defined as a radical
change that has no continuity and is different from existing tech-
nology. In the Oslo Manual (2005. p. 18) prepared by the Organi-
zation for Economic Co-operation and Development (OECD) and
Eurostat, innovation refers to the application of a new or signifi-
cantly improved product, service, or process in a new marketing
method, business practice, workplace organization, or external
relations. Granstrand and Holgersson (2020. p. 1), on the other
hand, emphasized that the innovation system consists of three
elements, namely actors, activities, and artifacts, in their defini-
tion of the innovation ecosystem. Although there are many dif-
ferent definitions in the literature for the concept of innovation,
the focus of the definitions is to create value by introducing a
new idea.

A new idea and value generation concepts, which are also at the
center of innovation, are also the two most basic stages of the
innovation process. In the first stage, a new idea emerges, and in
the second stage, this new idea is commercialized.

Consumer Behavior-Centered View of Innovation

The concept of innovation is a concept that should be examined
from the point of view of consumers as well as from the point of
view of businesses. Putting consumer demands and needs in
the focus of innovation also increases the acceptance rate and
success of innovation. There have been many consumer-centric
innovations over the years. Some of these are electric vehicles
(Wilton & Pessemier, 1981. p. 162), home computers (Dickerson
& Gentry, 1983. p. 225), and solar energy (Labay & Kinnear, 1981.
p. 271).

Besides these old examples, during the Covid-19 period, some
global innovations were created. These are Paranoid Fan (USA)—
helped sports fans in various ways: Lush (UK)—30-second self-
timing soap; Woolworths (Australia)—shopping hours for the
elderly and disabled only; and Donut Robotics (Japan)—smart
masks (Ganapathy, 2022. p. 10). While creating consumer-ori-
ented innovations, why and how consumers accept innovations
has also been investigated. In the studies on how consumer-ori-
ented innovations are adopted in the literature, the adoption of
innovation has generally been tried to be explained based on the
“theory of planned behavior,” “technology acceptance model,” and
“diffusion of innovation” theories and models.

While examining the concept of innovation within the scope
of consumer behavior in the literature, one of the issues to be
addressed is consumer innovativeness. Consumer innovative-
ness can be briefly defined as the degree to which a person
accepts any innovation. It has been considered as a personal-
ity trait since the late 1970s (Tellis et al.,, 2009. p. 6). Hirschman
(1980. p. 284) defined innate innovativeness as an unobservable
predisposition toward innovation practices in product categories.
Steenkamp et al. (1999. p. 55) explained innate consumer inno-
vativeness as the tendency to buy new and different products
and brands rather than being limited to previous choices and
consumer patterns. In order to better explain the reasons under-
lying this tendency, the existence of four forces is emphasized.
These forces are defined by Roehrich (2004) as stimulation need,
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novelty seeking, independence toward others’” communicated
experience, and need for uniqueness.

Theories Related to Innovation in Consumer Behavior

In order to understand the place of the concept of innovation in
consumer behavior, it is important to know the most frequently
used theories in explaining behavior. The main of these theories
are as follows.

Planned Behavior Theory

Planned Behavior Theory (TPB) is a theory that explains how cus-
tomers make decisions about adopting and using innovations
(Lee, 2009. p. 132) According to TPB, three factors affect con-
sumers’ intention to adopt new technologies: attitude, social
norms, and perceived behavioral control. Perceived advantages
and costs toward innovation are related to the attitude variable.
Social norms mean that people take into account the expecta-
tions of others around them. Perceived behavioral control is
related to people’s capacity and confidence to adopt innovation.
These variables in theory affect the adoption and use of innova-
tions by influencing consumers’ intentions and behaviors (Ajzen,
2022. p. 665).

Innovation Diffusion Theory

This theory, which explains the adoption process of a new product
or service and how this innovation spreads, was put forward by
Everett Rogers (Rogers et al., 2005. p. 3). The theory consists of (1)
knowledge, (2) persuasion, (3) decision, (4) implementation, and
(5) verification (Zheng & Jia, 2017. p. 2). It tries to explain how inno-
vation spreads in society, why some individuals adopt innovation
faster than others, and why others resist innovation.

Diffusion Theory

This theory explains the factors affecting the speed and diffusion
of innovation, the categories of adoption, and the interactions
between people involved in the adoption process (Yuen et al,
2021. p. 506). Adoption categories in the theory are innovators,
early adopters, early majority, late majority, and laggards (Bowers
et al., 2009. pp. 42-43).

Technology Acceptance Model

There are two important elements in this theory: perceived ease
of use and perceived usefulness. The perceived ease of use from
these elements expresses how easy it is perceived by the con-
sumer to use that innovation. Perceived usefulness, on the other
hand, expresses the consumer’s belief about how much benefit
will be gained by using that innovation. It is one of the most fre-
quently used theories in the literature on the adoption of tech-
nology (Maranguni¢ & Granic¢, 2015. p. 81-83).

Innovation Theory

This theory explains how consumers respond to innovations and
accept new products or services. Consumers’ attitudes toward
innovation, innovativeness levels, risk perceptions, and social
connections and theirimportance are discussed within the scope
of the theory (Claudy et al., 2015. p. 528-530).

New Concepts in Consumer Behavior Related to Innovation
The concepts of circular economy, co-creation, sharing economy
and sustainability shape awareness, preferences, and demands of
consumers in the process of adopting, using, and continuing to
use innovations. The roles of the concepts of circular economy,
co-creation, sharing economy, and sustainability in the relation-
ship between consumer behavior and innovation in the studies in
the literature are as follows.

Circular Economy

A circular economy is an economic concept that focuses on
extending the life of resources and reducing waste. Consumers
like products and services that decrease waste output and make
better use of resources. In this context, consumer acceptance
of innovations is linked to their choice of products and services
that adhere to circular economy principles (Suchek et al., 2021. p.
3686-3688).

Co-Creation

Co-creation is a method in which customers connect with pro-
ducers and actively participate in the process of value creation.
Consumers participate in the creation of products or services by
conveying their ideas, comments, and desires to producers dur-
ing the innovation process. This gives customers greater say and
engagement in the innovation process (Voorberg et al.,, 2015. p.
1333-1335).

Sharing Economy

The sharing economy is an economic concept in which people
expand their consumption of products and services by shar-
ing them. Through creative sharing platforms and applications,
consumers may share, rent, or trade resources. While the shar-
ing economy promotes more efficient and sustainable resource
usage, it also pushes consumers to prioritize economic value and
accessibility (Liu et al., 2019. p.1).

Sustainability

Sustainability refers to a method that balances environmental,
social, and economic issues. Consumers choose products and
services that have a low environmental effect, conserve natural
resources, rely on renewable energy sources, and promote fair
working conditions. Sustainability-focused innovations enable
customers to adopt choices that are consistent with environ-
mental and social values, which strengthens the importance
of innovation in consumer behavior (Varadarajan et al., 2017. p.
14-15).

Methodology

Innovation on Consumer Behavior in Literature: A Bibliometric
Analysis

In the study, a systematic literature review was made of the stud-
ies in the literature from 1992 to 2022 regarding the concept of
“innovation” on consumer behavior. For analysis, articles contain-
ing the keyword in topic “ innovation” and “consumer behav*”
were searched from the Web of Science database. A total of 1098
articles were reached. Bibliometric analysis was applied to the
articles with the R Studio analysis program.

Figure 1 shows the word cloud that has 48 most repetitive
words in the data set. “Innovation” and “consumer behavior”
keywords are excluded from the word cloud because they are
used to search articles for creating data set. In the word cloud,
it is seen that keywords such as “sustainability,” “marketing,”
“e-commerce,” “internet,” and “adoption” are common words in
articles.

In the word tree shown in Figure 2, the distribution of the fre-
quencies of the words is given in order. In addition to the lead-
ing words in the word cloud, keywords that related innovation
on consumer behavior such as “social media,” “sustainable con-
sumption,” “circular economy,” and “purchase intention” are fre-
quently discussed in the literature.
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Figure 1.
Word Cloud.

Figure 3 shows the trend topics related to innovation on con-
sumer behavior from 2001 to 2021. Trending topics by years are
as follows, according to the periods.

o Between 2001 and 2010, the concept of “shopping” and the
effects of innovation on consumer behavior began to be seen.

e By 2005, studies involving the concepts of “electronic com-
merce” and “motivation” increased. In the studies, e-commerce
was considered as an innovation. In the face of this innova-
tion, the motivations of consumers to adopt innovations were
investigated.

« Inthe studies published between 2005 and 2010, the subjects
of “Internet,” “banking,” and “mobile communication systems”
were studied frequently.

« Between 2011 and 2015, the keywords “innovativeness,” “inno-
vation diffusion,” “marketing strategy,” and “social networks”

consumer behavior

Figure 2.
Word Tree.
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stood out. In the studies in this period, the effect of innova-
tiveness as a personality trait on the adoption of innovations
was investigated. In addition, studies based on the diffusion of
innovations model have been carried out.

« Inthe studies in the last period between 2016 and 2021, it was
seen that those trend topics such as “artificial intelligence,
“sharing economy,” and “digital transformation” started to be
studied within the scope of consumer behavior. In addition,
the keyword “covid-19” at the end of the graph draws atten-
tion. The effects of the Covid-19 pandemic, which affected the
whole world as of the end of 2019, and the forced digitaliza-
tion accelerated by the pandemic on consumer behavior were
investigated.

The thematic map of the innovation on consumer behavior is
given in Figure 4. In the thematic map, the motor themes in the
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Trend Topics.

right-upper quarter show the mostimportant and developed main
fields of study. Motor themes on the thematic map have three
topic groups. The first group (blue) includes “sustainable,” “circu-
lar economy,” and “purchase intention” topics; the second group
(gray) covers “theory of planned behavior,” “technology acceptance
model,” and “behavioral intention” topics; and the third group

(yellow) has “covid,” “sharing economy,” and “co-creation” topics.

The niche themes in the left-upper quarter show the topics have
strong ties among themselves and differ from other topics. Niche
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themes on the thematic map have two topic groups. The first
group (light blue) includes “service innovation,” “communication,”
and “retail” topics and the second group (brown) covers “diffusion
innovation” and “demographics”

The emerging and declining themes in the left-down quarter
show the topics developing or declining topics. The emerging and
declining themes have three topic groups. The first group (purple)
includes “social media,” “sustainable consumption,” and “con-

sumer innovativeness” topics; the second group (green) covers
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“technological innovation,” “innovations,” and “pricing” topics; and

the third group (orange) has “consumption,” “tourism,” and “sus-
tainable innovation” topics.

The basic themes in the right-down quarter show the topics that
include subjects of general importance for the studies to be car-
ried out. The first group (red) includes “consumer behavior,” “inno-
vation,” and “marketing” topics; the second group (light green)
covers “e-commerce,” “artificial intelligence,” and “china.” In addi-
tion to all quarters, in the middle of the thematic map, showing
the pink topic group includes “innovation diffusion,” “sustainable
development,” and “electric vehicles” If this last group developed,

it will take part in the motor themes.

In Figure 5, the most cited publications in studies related to inno-
vation on consumer behavior are presented by authors from USA,
United Kingdom, China, and Germany, respectively.

Figure 6 shows the annual production of studies related to
innovation in consumer behavior. According to the figure, it
has been observed that the number of studies has increased
gradually.

Figure 7 illustrates the corresponding author’s country. The col-
ors of the figure mean to single or multiple authors. Green bars
show a single corresponding author, and orange bars demon-
strate multiple corresponding authors.
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Most relevant sources are demonstrated in Figure 8. “Sustain-
ability” is the most relevant source of innovation in consumer
behavior.

Conclusion and Recommendations

Key Findings

In the study, it is aimed to reveal the general view of the studies
on innovation in consumer behavior in the literature in the last
30 years. Inthe studies carried out in these years, prominent top-
ics were determined, which theories were used while studying
innovation in consumer behavior, and trending topics for future
studies were highlighted. As seen in Word Cloud, the concept of
“sustainability” is by far the most prominent keyword in the lit-
erature. Accordingly, it is understood that studies on innovation
in consumer behavior also focus on sustainability. In Word Tree,
on the other hand, it has been determined that concepts such
as circular economy, co-creation, and the sharing economy are
included in which both sustainability and sharing are supported.
In the Trend Topics graphic, it is seen that in addition to the stud-
ies carried out in the focus of the Covid-19 pandemic in recent
years, studies that include both digital (“digital transformation”
—“artificial intelligence”) and sustainability (“sustainability™—*c
ircular economy™—“sustainable development”) in innovation have
been emphasized. Unlike other graphics, the most frequently
used theories (“theory of planned behavior—*technology accep-
tance model”) in the literature are noticed in Thematic Map. In
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addition, it has been seen that the topic group in the middle of
Thematic Map includes the “innovation diffusion” theory, as well
as “sustainable development” and “electric vehicles.” This topic
group is the most suitable topic group for development. Future
studies on this subject will be needed in the literature.

Further Research and Practices

Based on the findings of the study, suggestions were made under
the following headings for future academic studies and practitio-
ners in the sector.

Sustainability and Green Innovation

Environmental challenges such as climate change and resource
depletion should be emphasized in future research. Policies and
initiatives that encourage sector practitioners to create innova-
tions to improve environmental sustainability and invest in green
technology can be proposed. Academic research may concen-
trate on challenges such as creating sustainability assessment
and evaluation measures, assessing green innovation processes,
and examining sustainable business models.

Digital Transformation and New Technologies

In the future, advanced technologies will play an essential role.
Industry practitioners may be encouraged to embrace digital
transformation and provide creative solutions employing new
technologies like artificial intelligence, the Internet of things, and
blockchain. Academic research can look at the consequences of
digital transformation, the adoption of new technologies, and
data security and privacy.

Customer Experience and Personalization

Customer experience and personalization techniques are becom-
ing more important as consumers’ expectations and preferences
evolve. Practitioners might be instructed to employ data ana-
lytics and artificial intelligence technology to create customer-
focused innovations and deliver individualized products and
services. Customer behavior, experience design, emotional com-
mitment, and loyalty are examples of academic research themes.

Collaboration and Networking

In the innovation process, collaboration and networking facilitate
the exchange of new ideas and expertise. Academic research may
investigate the usefulness and success of innovation networks by
cooperating with industry practitioners. These investigations can
lead to the development of various approaches and metrics for
assessing the efficacy and performance of innovation networks. It
is also capable of identifying best practices and methods for man-
aging collaboration and networking operations. These activities
can better lead industry practitioners through the cooperation and
networking processes, increasing the total impact of innovation.

Training and Talent Development

Future research should concentrate on the development of origi-
nality and creative thinking abilities. More programs and courses
in innovation management and entrepreneurship might be
offered by educational institutions. Practitioners could consider
providing training and development opportunities to encourage
their staff to embrace an innovative culture.

Data Security and Ethics

In the innovation process, data security and ethics are critical.
It can help to lead the sector by addressing concerns like aca-
demic research, data protection measures, ethical standards,

and legislation. Practitioners can be given materials to help them
establish and execute data security and ethical policies.

Global Cooperation and Market Potential

Innovation is a phenomenon that crosses borders. Strate-
gies that will create a competitive edge in the global market
can be suggested to practitioners in the sector by focusing
on academic research, international cooperation, and market
potentials.

The study and application recommendations given above are an
important guide for every individual and business who want to
follow the developments in the sector, discover new opportuni-
ties, and gain sustainable competitive advantage.
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Genisletilmis Ozet

Amag: Bu calismanin amaci son 30 yilda (1992-2022) Web of Science veri tabaninda yer alan tliketici davraniglarinda inovasyon konulu
calismalarinin bibliyometrik gortinimunu ortaya koymaktir.

Yéntem: Calismanin amaci dogrultusunda Web of Science veri tabaninda konusunda “innovation” ve “consumer beh*” anahtar kelime-
lerini iceren makalelere R Studio programi kullanilarak sistematik literatlir taramasi yapiimistir. Veri seti olusturulurken 1992-2022 yillari
arasinda kalan galismalar segilmistir. Dokiiman tiiri sadece makale secenedi segilerek sinirlandiriimistir. inovasyon tiiketici davranisi
kapsaminda ele alindigindan veri setinden fen bilimleri dergileri ¢ikariimistir. Toplam 1098 makale ile veri seti olusturulmus ve R Studio
programi ile veri seti gorsellestirilmistir.

Bulgu ve Sonuglar: Data setine iliskin bulgular ¢calismada kelime bulutu, kelime agaci, yillara gore trend konular ve tematik harita gibi
sekil ve grafikler kullanilarak gorsellestirilmistir. Calismanin kelime bulutunda “strdurdlebilirlik” kavraminin literattirde en 6ne ¢ikan
anahtar kelime oldugu gorilmektedir. Buna gore, tiketici davraniglarinda inovasyon Uzerine yapilan galismalarin ayni zamanda strdu-
rilebilirlige de odaklandigr anlasiimaktadir. Kelime agacinda ise dontisim ekonomisi, birlikte yaratma, paylagim ekonomisi gibi hem
slrdurtlebilirligin hem de paylagimin desteklendigi kavramlara yer verildigi tespit edilmistir. Trend konular grafigi incelendiginde son yil-
larda Covid-19 pandemisi odaginda yUritllen ¢alismalara ek olarak hem dijitali (“dijital donlsim™"yapay zeka”) hem de strdurtlebilirligi
(“surdurulebilirinovasyon™’dontisim ekonomisi™-"strdurilebilir kalkinma”) igeren galismalarin yapildigi vurgulanmistir. Tematik harita'da
diger grafiklerden farkli olarak literattirde en sik kullanilan teoriler (“planh davranis teorisi™-“teknoloji kabul modeli”) gdze carpmaktadir.
Ayrica tematik haritanin ortasinda yer alan konu grubunun “yeniliklerin yayilmasi” teorisinin yani sira “stirdurdlebilir kalkinma” ve “elekt-
rikli araglar” konularini da igerdigi gortlmustir. Bu konu grubu gelistirme igin en uygun konu grubudur. Literatiirde bu konuda ileride
yapilacak ¢alismalara ihtiyag duyulacaktir.
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Politik Taktikler is Yasaminda Karsiligini
Buluyor Mu?

Do Political Tactics Pay off in Business Life?

6z

Galismanin temel amaci, orgutlerde politik taktiklere basvuran calisanlarin, amirlerinin/
yoneticilerinin goziinde daha iyi bir performans ve baglilik algisi yaratip yaratmadigini ve amirlerin
0z yeterliliklerinin bu iligskiyi ne dl¢lide etkiledigini incelemektir. Bu niyetle arastirma verileri gev-
rimici anket yardimiyla toplam 221 katilimcidan toplanmistir. Veriler toplanirken yoneticilerden
astlarinin davraniglarini (politik taktikler agisindan), performanslarini ve bagliliklarini, ayrica kendi-
lerinin 6z yeterlik diizeylerini dederlendirmeleri istenmistir. Verilerin analizi icin SPSS 25 programi
kullaniimistir. Sonug olarak amirlerinin gozline girmeye ¢alisan astlarin performanslarinin amirleri
tarafindan olumlu degerlendirilmedigi, 6z yeterliligi yliksek olan amirlerin ise bu tir astlari daha
da olumsuz degerlendirdikleri gortlmistir. Bagka bir ifade ile yoneticilerin, galisanlarin kullan-
digr politik taktiklerinden, beklenenin Gtesinde olumsuz etkilenmeleri ile yoneticilerin bu taktik-
leri nasil algiladiklarinin 6z yeterlilik diizeylerine gore farklilagsmasi politik taktikler yazinina degerli
katkilar olarak gorilmektedir.

JEL Kodlari: M10, M12

Anahtar Kelimeler: Calisan performansi, ¢alisan bagliligi, politik taktikler, Uste yonelik etkileme
taktikleri

ABSTRACT

The main purpose of this study is to examine whether employees who resort to political tactics
in organizations are able to create a better perception of performance and commitment in the
eyes of their supervisors or leaders and to what extent the supervisors’ self-efficacy affects this
relationship. To this end, research data were collected through an online survey from a total of
221 participants. During data collection, managers were asked to evaluate their subordinates’
behaviors (in terms of political tactics), performance, and commitment, as well as their own
levels of self-efficacy. As a result, it was found that the performance of subordinates attempting
to ingratiate themselves with their superiors was not positively evaluated by their supervisors.
Furthermore, supervisors with high self-efficacy tended to evaluate these types of subordinates
even more negatively. In other words, the differential impact of employees’ political tactics on
supervisors’ evaluations and the variations in supervisors’ perceptions of these tactics based
on their levels of self-efficacy are seen as valuable contributions to the literature on political
tactics.

JEL Codes: M10, M12

Keywords: Employee performance, employee commitment, political tactics, upward influence
tactics

Giris
Politik taktikler bireylerin kendi gikarlarini 6rgltln gikarlarinin 6niine gegirmesi (Kacmar & Baron, 1999)
ve sergilendigi orgUtteki kaynak dagitimini etkilemesi nedeniyle (Higgins ve ark.,2003), 6rgtitsel hayatin
kaginilmaz gergegidir. Orgiitteki bircok ciktiy etkileyen politik taktikler cogunlukla yoneticiler tarafin-
dan kullanilsa da (Madison ve ark., 1980) kimi zaman yoneticiler de bu davraniglarin hedefi olabilmek-
tedir (Hinkin & Schriesheim, 1990). Clinkl yoneticiler dlgme, 6dlllendirme, ise alma ve isten ¢ikarma
gibi 6rgttsel kaynaklarin dagitimiyla sonuglanan konularda 6nemli yetkilere sahiptirler (Pfeffer, 1992).
Olumlu is giktilarina ulagsmak (Madison ve ark., 1980), bireysel sayginligi artirmak (Ferris ve ark., 2000)
ve kariyer ve gelisim firsatlarina erigmek (Landells & Albrecth, 2017) gibi kazanimlar elde etmeyi umarak
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politik taktiklere bagvuran bireylerin belli kazanimlar sagladigi da
ifade edilmektedir (Kipnis & Schmidt, 1988).

Diger taraftan bireylerin “istenilen kisi” olma ve karsisindaki kisiyi
etkileme arzusu ile sergiledikleri bu davraniglar ¢ogu zaman
orgltl ve orglt icerisindeki diger bireyleri olumsuz etkilemek-
tedir (Dhar, 2009; Ferris ve ark., 2000; Kumar & Ghadially, 1989;
Kumar & Ghadially, 1989; Landells & Albrecth, 2017; Miller ve ark.,
2008; Vigoda, 2002; Zivnuska ve ark., 2004). Politik taktiklerin
orglt igerisinde belli seviyeyi agsmasi, tikenmiglik, stres, galisan-
lar arasi glvensizlik (Vigoda, 2002) ve adaletsizlik algisina (Byrne,
2005; Ercan, 2019; Kaya ve ark., 2016) neden olmakta, bireylerin
is tatminleri ve 6rgite baglliklari azalmakta ve bunun sonucunda
isten ayrilmalar gergeklesmektedir (Miller ve ark., 2008; Vigoda,
2000). Ayrica bu taktiklerin bireyler tarafindan kullanilma sikligi
ve bireyin lehine olup olmamasi da isten ayrilma niyetlerini etkile-
mektedir (Harrell-Cook ve ark., 1999). Harrell-Cook ve ark. (1999)
gore politik davraniglarin yaygin oldugu bir 6rgitte politik tak-
tiklere bagvurmayan bireylerin isten ayrilma niyeti, bu taktikleri
kullanan bireylere gore daha ylksek olmaktadir. Bu sonugtan yola
cikarak, politik davraniglarin, bu davraniglari sergilemeyen ve poli-
tik taktiklere bagvurmayan bireyleri rahatsiz ettigi yorumu yapi-
labilir. O halde 6rgltlin toplam performansindan sorumlu olan
yoneticilerin, bazi galisanlari rahatsiz eden bu tir davraniglara
(politik taktikler) izin vermemesi ya da en azindan bu davranislar-
dan etkilenmemesi ve politik davranislar sergileyen galisanlarin
birtakim kazanimlar elde etmelerine yol agacak kararlar verme-
mesi beklenir. Ancak politik davraniglarin orgitsel hayatta ise
yaradigi bilinmektedir (Higgins ve ark., 2003) ve bu da yoneticile-
rin bu tir davraniglara prim verdiginin gostergesi sayilabilir. Peki
yoneticiler igin politik taktikler neden onemlidir? Bu taktiklere
bagvuran calisanlar yoneticiler tarafindan nasil algilanmaktadir?
Bu sorular bu galismanin ¢ikis noktasini olusturmus ve arastirma-
nin temel motivasyonu politik davraniglarin yoneticiler nezdinde
nasll algilandigi ve kararlarinda bir etkisinin olup olmadiginin tes-
pit edilmesi olmustur.

Diger taraftan bu caligma Turkiye baglami agisindan da dederli
gorulmektedir. Bunun nedeni kiltirin politik davraniglar tzerin-
deki etkisidir (Vigoda, 2001). Ornegin glic mesafesi yiiksek top-
lumlarda yer alan ¢rgitlerde galisanlarin orgltsel politika algisi
daha ytksek olmakta, Ustelik bu calisanlar bu davraniglarin ise
yaradigini distinmektedirler (Ylksel & Bolat, 2016). Dolayisiyla
orgltsel politikanin ise yaradigini distinen bireylerin de daha
fazla politik davranis sergilemeye meyilli olacadi dustnulebilir. Bu
da glic mesafesi yiiksek kiltiirlerde daha yiiksek seviyede politik
davranis sergilenmesine neden olabilir. Bunun yani sira belirsiz-
likten kaginma 6zelligi de politik davraniglarin sergilenme yogun-
lugu agisindan dnemli bir kilttrel 6zellik olarak gosterilmekte ve
belirsizlikten kaginma diizeyi ylksek kilttrlerde daha fazla politik
davranis sergilendigi ifade edilmektedir (Arikan, 2011; Ulus & Kan-
bur, 2020; Yiksel & Bolat, 2016). Clinkl orgutteki sinirli kaynak-
lar ve bu kaynaklara ulasma yollari ile ilgili belirsizlikler (Pfeffer ve
ark., 1976) bireyleri bu belirsizligi azaltmak icin politik taktiklere
yoneltebilir.

Turkiye'de bugline kadar yapilan g¢alismalara bakildiginda gogun-
lugunun orgltsel politikayr galisanlarin algisi agisindan ele aldigi
ve calisanlarin orgltsel politikaya karsi tepkilerine odaklandigi
gortlmektedir (Ayhan & Glrblz, 2014; Basar & Basim, 2016;
Basar &Varoglu, 2016; Ercan, 2019). Oysa ki yoneticilerin bu davra-
nislari sergileyenlerle ilgili gortsleri hala net degildir. Her ne kadar
calisanlarin politik taktiklerin ise yaradigini distinmesi (Yiksel &

Bolat, 2016) bu taktiklerin ise yaradiginin bir gdstergesi sayilabilse
de konunun bir de yoneticilerin bakis agisindan degerlendiriimesi
onemli gorilmektedir. Buna karsin ilgili yazinda, 6rgltsel politi-
kay! yoneticilerin bakis agisindan ele alan galismalarin, astlarin
goziinden yapilan galismalara gore daha az oldugu gortilmektedir
(Bolino ve ark., 2006; Guo ve ark., 2019; Harris ve ark., 2007).

Eger yukarida da ifade edildigi gibi glic mesafesi ve belirsizlikten
kacinma boyutu ylksek olan kdltlrlerde Turkiye gibi, (Hofstede,
1980) daha fazla politik davranis sergileniyor ise bu toplum-
daki yoneticilerin bu ortami yaratti§i dtstnulebilir. Bu nedenle
bu galigmanin amaci bu kdltiirel baglamda yoneticilerin politik
taktiklerden ne dlzeyde etkilendiklerini agi§a cikararak, poli-
tik taktiklerin ise yarayip yaramadigi sorusuna belli dlglide yanit
bulabilmektir. Yoneticinin etkilenip etkilenmedigi ise, astinin per-
formansina ve drgiite baglihdina iliskin algisi ile dlgllmektedir.

Bunun yani sira yapilan arastirmalarda politik davranig sergile-
yen astlarin 6z yeterlikleri ile bu davraniglari iligskilendirilmektedir
(Hofstetter ve ark., 1990; Vecchione & Caprara, 2009). Buna gore
dlsuk 0z yeterlik seviyesinde daha ¢ok politik davranig sergilen-
digi gortlmektedir (Royle ve ark. 2005). Acaba 6z yeterligi dlslk
yoneticiler de politik davranisa daha fazla mi pirim vermektedir-
ler? Calismada cevap aranan bir diger soru da budur.

ilgili Literatiir

Orgitiin ya da érgiitteki diger bireylerin cikarlarini gézetmeksizin,
bireyin kendi ¢ikarlarini gozeterek kazanimlarini artirmak ama-
clyla sergiledigi politik davraniglar (Kacmar & Baron, 1999), bireyin
iliskide oldugu kisiyi etkilemesini ve istenilen yonde davranmasini
saglamaktadir. Bu nedenle bu davraniglar etkileme ya da politik
taktikler olarak da tanimlanabilmekte ve cesitli yollarla gercek-
lesebilmektedir. Sergilenen davranisin politik olabilmesi igin is
ciktilarini etkilemesi ve bireyin ¢ikarlari dogrultusunda olmasi ve
hesapli bir etkisinin olmasi gerekmektedir (Mayes & Allen, 1977).

Hedeflenen bireyde hesapli olarak bir etki yaratma amaci gliden
davraniglar Kipnis ve ark. (1980) galismasi ile detaylandiriimis ve
bu davraniglarin 8 farkli sekilde gergeklesebilecegdi ifade edilmis-
tir. Politik taktikler olarak da adlandirilan bu davranislar, atilganlik
(assertiveness), goze girme (ingratiation), rasyonellik (rationality),
yaptirimlar (sanctions), miibadele (exchange), Ust makama bas-
vurma (upward appeal), engelleme (blocking) ve destek olusturma
(coalition) olarak siniflandiriimistir. Yukl ve Falbe (1990) de arastir-
malarinda Kipnis ve ark. (1980) ¢alismasindaki bu 8 boyutlu sinif-
landirmayi degistirerek kullanmiglardir. Engelleme ve yaptirm
boyutlarini kullanimlarinin sik olmamasi nedeniyle galigmalarinda
kullanmamis, yerine danigsma (consultation) ve ilham verici etki-
lemeyi (inspirational appeals) eklemislerdir. Bu davraniglar daha
sonralari Lamude (1994) tarafindan ilimh ve zorlayici taktikler
olarak iki baslik altinda incelemistir. Zorlayici taktikler, bulunulan
statl ve otoriteyi kullanarak gercgeklestirilen ve manipulatif kul-
lanima aclk olabilecek etki taktikleridir (st makama basvurma,
koalisyon kurma vb.). llimli taktikler ise bireysel glic kullanimi
ve gl¢ paylasimini iceren, karsidaki bireyi gururlandirarak ya da
onunla birlikte hareket ederek belli yonde hareket etmesini sag-
layan etki taktikleridir (goze girme, danigsma vb.) (Lamude, 1994;
McFarland ve ark., 2002).

Tum bu politik davraniglarin temelinde bireylerin kazaniminin
artiriimasi ve cikarlari yoniinde hareket etmesi yatmaktadir
(Yukl & Falbe, 1990; Yukl & Tracey, 1992). Politik davraniglarin,
bu davraniglari sergileyen bireylerin lehine mi aleyhine mi sonug
ortaya cikardigr yonlinde literatlirdeki arastirma sonuglari
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tutarhlik géstermemektedir. Ornedin bu tir davraniglari sergile-
yen bireylerin sergilemeyenlere gore kariyerlerinde daha basarili
oldugu caligsmalara karsin (Yukl & Tracey, 1992), kazanimi azalt-
tig1 yoninde de bulgulara rastlanmaktadir (Thacker & Wayne,
1995). Orpen (1996) tarafindan yapilan arastirmada, yoneticile-
rine karsi goze girme taktigi sergileyen astlarin daha fazla terfi
aldiklari yontinde bulgu tespit edilmisken, baska bir ¢alismada
ayni politik davranigi sergileyen calisanlarin terfi degerlendir-
meleri arasinda negatif yonli bir iligki tespit edilmistir (Thac-
ker & Wayne, 1995). Tlrkiye'de yapilan bir calismada ise izlenim
yonetimi olusturmak icin sergilenen politik davraniglarin terfi
karari Uzerinde bir etkisinin bulunmadigi ifade edilmektedir
(Bingdl ve ark., 2015). Dolayisiyla politik davraniglarin, bireyde
bir kazanima ya da kayba yol agmasi ya da herhangi bir kazang/
kayipla iligkilendirilmemesi konusunda arastirma sonuglari
tutarlihk gostermemektedir.

Politik davraniglar terfi degerlendirmesini etkileyebildigi gibi
performans degerlendirme slirecinde de degerlendirici tarafa
kars! yapildiginda etkili olabilmektedir (Dulebohn ve ark., 2004;
Yukl & Tracey, 1992). Wayne ve Ferris’in (1990) ¢alismasinda astin
uyguladigr politik taktikler kisinin kendisini ya da yoneticiyi 6n
plana cikarmasina bagl olarak yoneticinin dederlendirmesini
farkli yonlerde etkilemistir. Oyle ki e§er ast kendini iyi biri olarak
gOstermeye calismak gibi kendini 6n plana gikaran (self-focus)
davraniglar sergilerse performans degerlendirme sonuglarinda
bir degisiklik gdzlemlenmemistir. Bunun aksine ast yaptigi isin
sonuglarini manipile ederek oldugundan iyi gostermeye calisirsa
(job-focus) performans dederlendirme sonuglarinin negatif yonde
etkilendigi, aksine ast yoneticiyi dvmek, ona 6zel olarak iyilikte
bulunmak gibi yonetici odakh politik (supervisor-focus) taktikler
uyguladiginda performans degderlendirme sonuglarinin pozitif
yonde etkilendigi gozlemlenmistir. Gorildigu Uzere politik dav-
ranis ya da taktikler yonetici degerlendirmesini olumlu etkileye-
bildigi gibi ayni zamanda olumsuz da etkilemektedir.

Bu calismada politik taktikler icin islamoglu ve Bori'niin (2007)
calismasi referans alinmistir. Politik taktikleri 6rgitsel hiyerarsiye
gore kapsamli bir sekilde siniflandirmasi ve Tirkiye baglaminda
yuratilen bir galisma olmasi nedeniyle bu galisma segilmistir.
Politik taktiklerin kiltirel ve sosyal olgulardan gok fazla etkile-
nebilecedi distinildigiinde (Vigoda, 2001; Yiksel & Bolat, 2016)
ayni baglamda gelistiriimis bir politik taktik 6lgedi kullanmanin
yararh olabilecegi disinulmUstir. Bu nedenle de bu calismada
ele alinan politik taktikler, islamoglu & Béri'niin (2007) gelistirdik-
leri 6lcek ve bu calismada ortaya ¢ikan siniflandirmadaki boyutlar
dikkate alinarak incelenmistir.

Bu calismada politik taktikler islamoglu & Bori'niin (2007) géze
girme, koalisyon kurma ve st yonetime yaranmaya galisma sek-
linde acikladi§r ve yonetici odakli olarak sinifladigi boyutlarda
ele alinmistir. Bu siniflama yoneticinin etkilenmesi agisindan ele
alindiginda, géze girmeye calisma ile Ust yonetime yaranmaya
calisma davraniglarinin yonetici agisindan benzer sonuglar ortaya
cikarabilecegi distintimustir. Oyle ki gdze girme taktigini uygu-
layan ast yoneticisinin istedigi yonde davranis sergiler ve Ust
yonetime yakin kisiler ile yakin iligkiler kurar. Benzer sekilde Ust
yonetime yaranmaya calisan ast da Ustlerinin begdenisine gore
davranir ve Ustlini 6nemli gostermeye calisir. Goze girmeye
calisma ve Ust yonetime yaranmaya calisma birbirleri ile benzer
sonuglar yarattidi igin ve bu galismanin amaci da bu davraniglarin
yoneticide yarattig etkiyi analiz etmek oldugdu igin birbirine ben-
zeyen bu iki boyuttan yalnizca goze girme taktiginin ele alinmasi
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uygun gorilmistir. Buna cok da benzer olmayan bir politik tak-
tik olan koalisyon kurma ise astlar tarafindan sergilenen diger
bir taktik olarak ele alinmistir. Calismada ele alinan bu iki boyut
ayni zamanda ilgili yazinda yapilan bazi tasniflemelerle de uyum
gostermektedir. Lamude (1994) calisanlar tarafindan sergilenen
politik taktikleri manipulatif, yoneticiyi zorlayan taktikler (zorla-
yicl) ve yoneticiyi gururlandiran, zorlayici olmayan (1hmh) taktikler
olarak siniflandirmaktadir. Buna gore bu g¢alismada ele alinan koa-
lisyon kurma Lamude’nin (1994) zorlayici taktik siniflandirmasina,
gbze girmeye galismak ise ilimli taktik siniflandirmasina uygun
taktiklerdir.

Galismada kullanilan politik taktiklerden goze girme davra-
nigl da Wayne ve Ferris’in (1990) ¢alismasindaki yonetici odakli
politik davranisla benzerlik gostermektedir. Wayne ve Ferris’in
(1990) galismasinda ast tarafindan yoneticiye karsi sergilenen,
ybneticiyi vme, ona daha iyi gériinmeye calisma ve 6zel olarak
iyi davranma gibi davraniglari iceren goze girme taktigi yonetici
goziinde olumlu degerlendirilmistir. Bu davranigi sergileyen ast
yOnetici tarafindan daha olumlu algilanmis, bu da yoneticinin
astin performansini daha iyi degerlendirmesine neden olmustur.
Clarke ve ark. (2022) de yaptiklari arastirmada benzer bir sonuca
ulasmiglardir. Buna gore goze girme taktigi uygulayan astlarin
performanslari (dolayl bir etki olsa da) Ustleri tarafindan daha
yuksek degerlendirilmistir. Bu nedenle bu ¢alismada goze girme
davranisinin yoneticinin dederlendirmesini olumlu yonde etkile-
yecedi dislinidlmektedir.

Ayrica politik davraniglar Gstiine karsi sergileyen bireyler genel-
likle UstinU etkilemek igin Ustl ile daha yakin iligki kurmaktadir-
lar. Ornegin Ustl ile yakin iligki kurarak belirli kaynaklara ulasmaya
calisan ast, yoneticisine isteklerini kabul ettirebilmek i¢in ondan
yana oldugunu hissettirebilir, yéneticisine hos goriinmeye cali-
sabilir veya yoneticisine kendini basarili gostermeye calisabilir
(islamoglu & Boérii, 2007). Bu durum karsiliklilik normu agisindan
amirde borglanma hissi yaratabilir ve onda bu davraniglara olumlu
karsilik verme ihtiyaci dogurabilir (Gouldner, 1961). CinkU kargi-
likhlik normu agisindan birinin yaptidi iyi bir davranis karsi tarafi
bu davranisin karsiligini verme yUkimlGligu altina sokacak-
tir (Ydrdr, 2019). Dolayisiyla yonetici elinde bulundurdugu yasal
yetkinin sinirlari icerisinde kendi ile yakin iliski kuran bu g¢alisana
daha comert davranabilir. Dolayisiyla géze girme davranigi Sos-
yal Mibadele Kurami (Blau, 1964) agisindan da pozitif sonuglar
dogurabilir gibi gortinmektedir. Buradan yola ¢ikarak galismanin
H1 ve buna bagh olan H1a ve H1b hipotezleri asagidaki gibi ifade
edilebilir:

o H1: Astin gbze girme taktigini kullanma diizeyi, yoneticinin ast
hakkindaki degerlendirmesini pozitif yonde etkilemektedir.

o H1a: Astin gbze girme taktigini kullanma dUzeyi, astin perfor-
mansi hakkindaki yonetici degerlendirmesini pozitif yonde
etkilemektedir.

o Hib: Astin goze girme taktigini kullanma duzeyi, astin orgite
bagliligina iliskin yonetici algisini pozitif yonde etkilemektedir.

Bu calismada kullanilan politik taktiklerden koalisyon kurma dav-
ranisi karsidaki bireyi belli yonde davranmaya ittiginden zorlayici
bir taktik olarak kabul edilmektedir (Kipnis ve ark., 1980; McFar-
land ve ark., 2002). Zorlayici etkileme taktiklerinin kullaniimasi
da literatlirde genellikle olumsuz sonuglar ile iligskilendirilmekte-
dir (Bunner ve ark,, 2019; Van Knippenberg & Steensma, 2003).
Oyle ki bu taktikleri calisanlar bir tepki olarak kullanabilmekte-
dirler. Ornegin calisanlar etkilesim adaletinin olmadigini diisiin-
dikleri durumlarda zorlayici etkileme taktiklerini bir tepki olarak
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kullanabilmektedirler (Wang & Yang, 2017). Calisanlarin bu tepkisi
mevcut kaynaklarini korumak ya da artirmak icin olabilecegi gibi
(Kacmar & Baron, 1999; Rosenblatt ve ark., 1993) bu taktigin is
ciktilarini olumsuz etkilemesi (Wayne & Ferris, 1990) yéneticilerin
bu davraniglari kendisine tehdit olarak gormesinden kaynakla-
nabilir. Kaynaklarin Korunmasi Kuramina (Hobfoll, 1989) gore de
bireyler sahip olduklari ya da potansiyel olarak sahip olabilecek-
leri kaynaklara yonelik bir tehdit algiladiklarinda stresli hisseder
ve mevcut kaynaklari korumaya calisirlar. Dolayisiyla yonetici ile
iliskisinde bekledigi sonuglari elde edememis calisanlarin orgiit-
teki diger bireylerle koalisyon kurmaya gitmesini beklemek makul
gorinmektedir.

Koalisyon kurma taktigi, yoneticiye zarar verme olasiligi olan
(McFarland ve ark., 2002) ve 6rgltteki diger bireylerin deste-
gini almay ifade eden (islamoglu & Bérii, 2007) bir taktik oldugu
icin yoneticinin, kendisine zarar verecegi dislincesiyle bu tak-
tigi uygulayan asti hakkinda olumsuz duygu veya dislincelere
kapilmasi beklenebilir. Yoneticinin bu olumsuz tepkisi Sosyal
Mibadele Kuraminin, taraflarin olumsuz kaynaklara olumsuz
tepkiler vermesi (Mitchell & Ambrose, 2007) 6nermesiyle agik-
lanabilir ve bu durumda ast-Ust iligkisinin olumsuz etkilenmesi
beklenebilir (van Knippenberg & Steensma, 2003). Dolayisiyla
bu caligmada koalisyon kurma davraniginin, yoneticinin asti
hakkindaki degerlendirmesi lizerinde olumsuz bir etkisinin ola-
cagl dusUnulmektedir. Bu agiklamalar isiginda ¢alismanin bir
diger hipotezi H2 ve buna bagli H2a ve H2b hipotezleri asagi-
daki gibi ifade edilebilir.

o H2: Astin koalisyon taktigini kullanma dizeyi, yoneticinin ast
hakkindaki degerlendirmesini negatif yonde etkilemektedir.

e H2a: Astin koalisyon kurma taktigini kullanma dizeyi, astin
performansi hakkindaki yonetici dederlendirmesini negatif
yonde etkilemektedir.

e H2b: Astin koalisyon kurma taktigini kullanma dizeyi, astin
orglte bagliligina iliskin yonetici algisini negatif yonde
etkilemektedir.

Yoneticilere kargl sergilenen politik davraniglarin, yoneticilerin
asta dair disunceleri Uzerindeki etkisi yoneticilerin 6z yeterlik
seviyesinden de etkilenebilir. Brutus ve ark. (2009) gore astla-
rini degerlendirme slregleri, yoneticilerin bazi kisisel 6zellikle-
rine gore farklilik gosterebilmektedir. Ornegin 6z yeterligi ylksek
dederlendiriciler, degerlendirme iglemini gergcege daha yakin
yapmaktadirlar (Wood & Marshall, 2008). Oz yeterlikleri yiiksek
olan yonetici, dederlendirme sirasinda daha rahat ve bagimsiz
hisseder, dolayisiyla degerlendirme agsamasinda kisisel veya duy-
gusal karar verme ihtimali azalir (Brutus ve ark., 2009). Bagka
bir ifade ile ylksek 6z yeterlige sahip yoneticiler degerlendirme
konusunda gergede daha yakin kararlar vermektedirler. Ote
yandan duslk 0z yeterlige sahip yoneticiler de dederlendirme
asamasinda rahat hissetmezler ve daha ¢ok yiiksek puanlara
yonelirler (Bernardin & Villanova, 2005). Dolayislyla bu galismada
daha dislk 6z yeterlige sahip yoneticilerin astin sergiledigi poli-
tik davraniglardan etkilenerek degerlendirme yapiyor olmasi ya
da tam tersi, 6z yeterligi ylksek olan yoneticilerin degerlendirme
yaparken astin sergiledigi politik davraniglardan daha az etki-
leniyor ya da etkilenmiyor olmasi beklenmektedir. Dolayisiyla
calismanin Gglinct hipotezi H3 ve buna bagli olarak kurulan alt
hipotezleri agagidaki gibidir:

« H3: Politik taktikler ile yoneticilerin ast hakkindaki degerlen-
dirmesi iligkisinde yoneticinin 6z yeterligi dizenleyici etkiye
sahiptir.

Yo6neticinin

0Oz Yeterligi

‘( Astin
>

Performansi

Goze Girme w (+)
Taktigi

Koalisyon
Kurma Taktigi J )

Astin Bagliligt

Sekil 1.

Aragtirmanin Modeli. Kisaltmalar: Astin Performansi, Astin Performansi
Hakkindaki Yonetici Degerlendirmesini; Astin Bagliligi ise Astin Orglte
Bagliligina lliskin Yonetici Algisini Ifade Etmektedir.

e H3a: Goze girme taktigi ile astin performansi hakkindaki
yonetici dederlendirmesi iligkisinde yoneticinin 6z yeterliginin
dizenleyici roll vardir.

o H3b: Goze girme taktigi ile astin 6rglte bagliligina iliskin yone-
tici algisi iliskisinde yoneticinin 6z yeterliginin dizenleyici roll
vardir.

e H3c: Koalisyon kurma taktigi ile astin performansi hakkindaki
yonetici dederlendirmesi iligkisinde ydneticinin 6z yeterliginin
dizenleyici roll vardir.

o H3d: Koalisyon kurma taktigi ile astin 6rgtite bagliligina iligkin
yonetici algisi iligkisinde yoneticinin 6z yeterliginin dlzenleyici
rolU vardir.

Arastirma modeli Sekil 1'de gosterilmistir:
Arastirmanin Yontemi

Arastirma nicel bir arastirma olup, anket yoluyla elektronik
ortamda veri toplanmistir. Arastirma kapsamindaki yoneticiler-
den astlarini degerlendirmeleri istendigi icin, anketi yanitlarken
distnecekleri astin kim olacagdi ile ilgili bir yonlendirme yapma
geredi hissedilmis ve ankette yer alan ifadeleri “en iyi tanidiklari”
astlarini dustinerek yanitlamalari istenmistir. Bunun ilk nedeni
anketin igeriginde yer alan Slgekler geredi astlarini, davraniglari,
performanslari ve bagliliklari agisindan iyi taniyor olmalarini sag-
lamaktir. ikinci neden ise anketi yanitlarken diistinecekleri astin
kim olacagi konusunda bir standart getirmektir. Boylelikle yone-
ticilerin bazilarinin en sevdigi, bazilarinin ise hi¢ sevmedigi astini
diUsiinerek anketi yanitlamasi sonucu olusabilecek yontemden
kaynaklanan hatalari minimize etmek amaglanmistir.

Arastirmanin Orneklemi

Arastirma, kolayda ornekleme yontemi ile belirlenen kendi-
sine bagli en az bir asti olan kamu ve 6zel sektor yoneticileri ile
gerceklestirilmistir.

Veriler 2022 yili Ocak-Mayis araliginda, online anket yoluyla top-
lanmistir. Ankete %70’ erkek olmak Uzere toplam 221 ilk, orta ve
Ust diizey yonetici katilmistir. Yaglari 25 ile 70 arasinda degisen
ve yas ortalamasi 40 olan katilimcilarin %90’ 6zel sektor calisa-
nidir. Arastirmaya katilan yoneticilerin %42’si orta diizey yonetici,
%37’si ise Ust dlizey yoneticidir. Katilimcilarin %54°U lisans derece-
sine sahiptir. Yoneticilerin mevcut isyerlerindeki gorev stirelerine
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bakildiginda, %28’inin 1-5yil arasinda, %23’Untn 6-10 yil arasinda,
%22’sinin 16 yil ve Uzeri, %20’sinin ise 11-15 yil arasinda gorev yap-
tigi gortlmektedir.

Olgiim Araglari

Politik Davranig Boyutlan Olgegi

Ast tarafindan yoneticiye uygulanan politik taktikleri 6lgmek
icin islamoglu ve Bérii (2007) tarafindan gelistirilen politik dav-
ranig dlgegi kullanilmistir. Olgegin Ustl etkilemeye yonelik olan
boyutlarindan, “goze girme” ve “koalisyon kurma” boyutlarina ilis-
kin ifadelere yer verilmistir. Olcegin orijinalinde yer alan ifadeler,
ydneticinin yanitlayacagi bicimde tekrar diizenlenmistir. Ornegin
orijinalinde “Yoneticiye isteklerini kabul ettirebilmek i¢in ondan
yana oldugunu hissettirmek” ifadesi “Isteklerini kabul ettirebil-
mek icin, benden yana oldugunu hissettirir’” seklinde dizenlen-
mistir. Benzer sekilde “Yoneticiye isteklerini kabul ettirebilmek
icin is arkadaslarinin destegini almak” ifadesi “Bana isteklerini
kabul ettirebilmek icin, is arkadaslarinin destegini alir” sekline
donustirdlmustir. Bunlardan ilki goze girme boyutuna 6rnek
ifade iken ikinci ifade ise koalisyon kurma davranigini dlgen ifa-
delere ornektir. Politik davranig boyutlari dlgedinin bu iki alt
boyutunda toplam 10 ifade bulunmakta ve bunlarin 5'i goze
girme davranigini, 5’i de koalisyon kurma davranigini 6lgmektedir.
Olgekte yer alan ifadelere 5'li Likert formatinda yanit istenmis,
buna gore “1=Kesinlikle katilmiyorum,” “5=Kesinlikle katiliyo-
rum”u ifade etmektedir.

is Performansi Olgegi

Astin, yoneticinin goziindeki is performansini 6lgmek igin Sigler
ve Pearson (2000) ve Kirkman ve Rosen (1999) tarafindan kulla-
nilan, Col'tin (2008) Turkge gegerlilik galismasini yaptidi is gdren
performansi dlcedi kullaniimistir. is performansi dlcedi toplam
4 ifadeden olugmakta olup, “Astim gorevlerini tam zamaninda
tamamlar” ve “Astim is hedeflerine fazlasiyla ulasir” dlgekte yer
alan ornek ifadelere 6rnektir. Olgekte yer alan ifadelere 5'li Likert
formatinda yanit istenmis, buna gore “1=Kesinlikle katiimiyo-

rum,” “5=Kesinlikle katiliyorum”u ifade etmektedir.

Duygusal Baghlik Olgegi

Yoneticinin astin bagliligina iliskin algisini 6lgmek icin Meyer ve
Allen (1984, 1997) tarafindan gelistirilen Pelit ve ark. (2007) tara-
findan Turkce'ye uyarlanan baglilik olgeginin duygusal baglilik
boyutu kullaniimistir. Calismanin amacina uygun olmasi nede-
niyle Olgekte yer alan ifadeler yoneticilerin astlarinin baghlik
tutumlarini degerlendirecegi sekilde diizenlenmistir. Olgekte
toplamda 6 ifadeden olusmakta, “Kariyer hayatinin geriye kala-
nini bu kurumda gegirmekten mutluluk duyar,” “Calistigi kurumun
problemlerini kendi problemleri gibi hisseder” ifadeleri 0lgekte yer
alan ifadelere ornektir. Olgekte yer alan ifadelere 5'li Likert for-
matinda yanit istenmis, buna gore “1=Kesinlikle katilmiyorum,”
“5=NKesinlikle katihyorum”u ifade etmektedir.

Genel Oz Yeterlik Olgegi

Yoneticinin 6z yeterligini dlgmek icin Schwarzer ve Jerusalem
(1995) tarafindan gelistirilen, daha once Yesilay vd. (1996) tarafin-
dan da Turkge'ye uyarlanmis olan, Aypay’in (2010) Turkce gegerlik
ve guvenilirlik calismasini yapti§i genel 6z yeterlik olgedi kulla-
nilmistir. “Yeterince ¢aba harcarsam, zor sorunlari ¢g6zmenin bir
yolunu daima bulabilirim,” “Bana karsi ¢ikildiginda, istedigimi elde
etmemi saglayacak bir yol ve yéntem bulabilirim” 6lgekte yer alan
ifadelere drnektir. Olgekte toplam 10 ifade bulunmaktadir. Olgekte

" DFA, AMOS programi kullanilarak yapilmistir.
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yer alan ifadelere 5'li Likert formatinda yanit istenmis, buna gére
“1=Kesinlikle katilmiyorum,” “5=Kesinlikle katiliyorum’u ifade

etmektedir.

Ankete ayrica yas, cinsiyet, egitim, sektor, kurumdaki pozisyon
ve galisma siresi gibi demografik veri elde edilecek sorular da
eklenmistir.

Bulgular

Faktor Analizi, Glivenilirlik Analizi ve Ortak Yontem Yanlilik
Testi

Veri toplamak igin kullanilan dlgekler daha once Tirkiye'de gesitli
calismalarda kullaniimistir. Bu nedenle bu galismada s6z konusu
Olgeklerin yapisi dogrulayici faktor analizi (DFA) ile test edilmis-
tir! Veriler normal dagihm gosterdigi icin maksimum olabilirlik
yontemi kullaniimistir. Analiz stirecinde faktor yikleri diisik gik-
tigi icin toplam 30 ifadeden 7 madde (goze girme 1, koalisyon 2,
ast baghhgi 1, yoneticinin 6z yeterligi 3) ¢ikarilmistir. Daha sonra
analiz tekrarlanmis ve DFA sonucunda elde edilen uyum iyiligi
degerleri (x2/df=1,292; GFI=,908; CFI=,980; RMSEA=,036)
modelin veri ile uyumlu ve dolayisiyla kabul edilebilir oldugunu
gostermistir. Bu degerler dlgeklerin gegerliligine isaret etmekte-
dir (Gurbiiz, 2019).

Olgeklerin glvenilirligini dlgmek amaciyla Cronbach Alfa katsayi-
sindan yararlaniimistir. Tablo 1'deki Korelasyon Analizi ve Tanimla-
yici istatistikler tablosundan gériilebilecegi gibi tiim alt dlgeklerin
Cronbach Alfa degerleri 818 ile ,926 arasinda dedisen dederlerde-
dir. Veri toplama araci olarak kullanilan élgeklerin glivenilir oldugu
soylenebilir (Gliem & Gliem, 2003).

Bu kesitsel calismada degiskenlere ait veriler ayni kisilerden, ayni
Olglim aracliyla ve ayni anda toplanmistir. Dolayisiyla ortak yon-
tem yanlh§i olup olmadigi arastiriimistir. Bunun igin Harman'in
tek faktor (Wong ve ark., 2011) ve ortak gizil faktdr analizleri (Pugh
ve ark.,, 2011) kullanilmigtir. Harman'in tek faktoriine gore, tek
boyut icin gikarilan toplam varyans %21,32 (<%50) olarak bulun-
mustur. Ortak gizil faktor analizleri agisindan, kisitlanmis ve kisit-
lanmamis modellerden elde edilen standardize edilmis regresyon
agirhgr karsilastirilmistir. Sonug olarak, kisitlanmis ve kisitlanma-
mis modeller arasindaki farklar 0,2’den az olmustur. Bu sonuglar
1sI§inda, bu arastirmada ciddi bir ortak yontem yanhligi olmadigi
sonucuna varilabilir (Afthanorhan ve ark., 2021). Dolayisiyla bu
calismada, sistematik 6lgcme hatalarindan biri olarak kabul edilen
ortak yontem varyansinin, arastirma sonuglari Gzerindeki olasi
negatif etkilerinin (yanlis analiz sonuglari, yanlis yapi gegerligi ve
glvenirligi sonuglari) gozlemlenmesi beklenmemektedir (Cizel ve
ark., 2020).

Korelasyon Analizi ve Tanimlayici istatistikler

Yapilan korelasyon analizine gore (Tablo 1) astin uyguladigi koa-
lisyon kurma taktigi ile yoneticinin astin performansina ve bagli-
ligina iliskin dederlendirmesi arasinda istatistiksel olarak anlaml
bir iliski tespit edilememistir (o > ,05). Ayrica astin uyguladigi
goze girme taktigi ile yoneticinin astin bagliligina iliskin deger-
lendirmesi arasinda da istatistiksel olarak anlamli bir iligki tespit
edilememistir (p > ,05). Bu degiskenler arasinda herhangi bir ilis-
kinin olmamasi, aralarinda sebep-sonug iligkisinin de olmayacagi
distncesiyle bir ileri analiz olan regresyon analizi yapiimamasina
neden olmaktadir. Ote yandan astin uyguladi§i géze girme tak-
tigi ile yoneticinin astin performansina iliskin degerlendirmesi
arasinda distk diizeyde negatif yonli anlamli bir iligki (r=-,213;
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Tablo 1. )

Korelasyon Analizi ve Tanimlayici Istatistikler

Degiskenler Ort Ss 1 2 3 4 5

1. Goze Girme 31244 94377 (,818)

2. Koalisyon 3,0980 , 96606 A39%* (,890)

3. Astin Performansi 3,4548 ,96306 —,213%* -124 (,926)

4, Astin Baghhigi 3,3475 ,84518 -109 -,062 ,343** (,892)

5. Yonetici Oz Yeterligi 4,3568 ,63766 -140* -,004 M7 179** (,901)

Not. N=221; Cronbach Alpha degerleri tabloda parantez igerisinde gosterilmistir.

Ayrica kalin (bold) olarak gosterilen deger, aralarinda sebep-sonug iligkisi arastirilabilecek degiskenleri gostermektedir.

*p <,05, **p < ,01.

p < ,05) tespit edilmistir. Goze girme taktigi ile yoneticinin astin
performansinailigskin degerlendirmesi arasindaki negatif yonli bu
korelasyon iliskisi diger analizler i¢in kullanilabilir gérilmektedir.
Bir bagka ifade ile bu analize gore sadece bu degiskenler arasi
sebep-sonug iliskisi sorgulanabilir gortlmektedir.

Degiskenler Arasi Sebep-Sonug iligkileri

Degiskenler arasi sebep-sonug iliskisi ve diizenleyici degiskenin
bu iliskiye etkisini incelemek igin Hayes'in Process yontemi kul-
laniimistir. Hayes’in ilk olarak 2013 yilinda tanittigi bu yontem
SPSS versiyon 25 (IBM Statistical Package for the Social Scien-
ces Corp., Armonk, NY, ABD) programi aracilidi ile yapiimaktadir.
Galismanin kurgusuna ait modelin segilerek uygulandigi bu yon-
tem genellikle en az iki regresyon analizinin gerektigi modeller
icin tercih edilmektedir (Hayes ve ark., 2017). Bir 6nceki bolimde
de ifade edildigi gibi (bkz. korelasyon analizi) sebep-sonug iligki-
sinin arastirilabilecedi tek model goéze girme taktigi degiskeni
ile astin performansi arasindaki iligki ve yoneticinin 6z yeterlik
dizeyinin bu iliskiye etkisidir. Bunun nedeni diger degisken-
ler arasinda korelasyon iligkisinin olmamasinin sebep-sonug
iliskisinin arastirilmasi gerekligini ortadan kaldirmis olma-
sidir. Bu nedenle H1b, H2a, H2b, H3b, H3c ve H3d hipotezleri
desteklenmemistir.

GOze girme, yoneticinin 0z yeterligi ve astin performansi degis-
kenleri arasindaki iligki icin analizler iki asamada yUratilmastdr.
Oncelikle gdze girme ile astin performansi bagimli degiskeni ara-
sindaki iliski i¢in regresyon analizi kullaniimistir. 2. asamada ise
Hayes'in Process yontemi ile goze girme ve astin performansi
arasindaki iligkide yoneticinin 6zyeterliginin dizenleyici etkisi
analiz edilmistir. Sonuclar Tablo 2'de incelenebilir.

Tablo 2.
Goze Girme, Astin Performansi ve Yonetici Oz Yeterligi Arasindaki
lliskilerin Hayes'’in Process Yéntemi ile Incelenmesi

Astin Performansi

B t AR? Ss
1. Asama
Goze Girme —,205 —3,011%** ,044 94147
Yonetici Oz-Yeterligi 134 1,332
2.Asama
Goze Girme —1639 —2,3682*** ,0783 ,8667
Yonetici Oz-Yeterligi 1956 1,9072*
Qéze Girme x Yonetici -,2783 —2,4404***
Oz-Yeterligi
Not. N=221.

*p <,05. **p < ,001.

Analiz sonuglarina gore, astlar goze girme taktiklerini kullandik-
larinda, yoneticiler onlarin performanslarini daha disik olarak
algilamaktadir (3=-,200, p=,008). Dolayisiyla, goze girme takti-
gini kullanan astin performansini yoneticisinin ylksek dederlen-
direcegine yonelik gelistirilen H1a hipotezi desteklenmemistir. Bir
bagka ifade ile goze girme taktigi kullanan astlar Ustleri tarafin-
dan (gorece) dustk performansli olarak degerlendirilmistir. Hipo-
tezde dngorilen pozitif etkinin, analiz sonucunda istatistiki olarak
anlamli ancak negatif yonli oldugu gorilmus ve bu nedenle de
H1a hipotezinin desteklenmedigi sonucuna varilmistir. Ote yan-
dan, yoneticilerin 6z yeterlik diizeyleri de bu iligki izerinde dizen-
leyici bir etkiye sahiptir (3=-,2783, p=,0155). Daha ayrintili olarak,
Process analizine gore, distk 0z yeterligin gdze girme ve astin
performansi arasindaki iligki Gizerinde diizenleyici bir etkisi yok-
tur (p >,05). Bununla birlikte, orta ve yliksek 6z yeterlik diizeyine
sahip yoneticiler goze girme taktikleri kullanan astlarinin perfor-
mansini daha disiik olarak algilamislardir. Ozellikle, 6z yeterlik
seviyeleri orta diizeyden (B=-,1639, p < ,05) yliksek diizeye (B:
-,3413, p < ,01) giktikga negatif diizenleyici etki artmistir. Bagka
bir deyisle, yoneticilerin 6z yeterlik diizeyi ylkseldikge (belirli bir
diizeyden sonra), yoneticilerin goze girme taktikleri kullanan ast-
larinin performansina iligkin degerlendirmesi olumsuz etkilen-
mektedir. Dolayisiyla H3a hipotezi desteklenmistir.

Dizenleyici etkinin grafigi Sekil 2'de gdsterilmektedir. Sekilde
de gorilebilecedi gibi, distk 6z yeterlikte dlizenleyici etki goz-
lemlenmemistir. Ancak, orta ve ylksek 0z yeterlik dizeyleri
dizenleyici etkiye sahiptir ve 0z yeterlik dlzeyleri arttikga etki
artmaktadir. Ozetle, politik taktikler ile yoneticinin astini deger-
lendirmesi arasindaki iliskide yoneticinin 6z yeterliginin dlzenle-
yici etkisine iligkin Uglincl hipotez kismen desteklenmistir (H3b,
H3c ve H3d desteklenmezken, H3a desteklenmistir). Buna gore
goze girme taktigi kullanan astlarin performansi daha ylksek 6z
yeterlige sahip yoneticiler tarafindan daha distk degerlendiril-
mistir. Ancak hem goze girme taktigi kullanan astlarin bagliligina
iliskin, hem de koalisyon taktigi kullanan astlarin performans ve
bagliligina iliskin yonetici degerlendirmesi, yoneticilerin 6z yeter-
lik dlizeylerine gore farklilasmamaktadir.

Analiz sonuglar dogrultusunda, g¢alismanin tim hipotezlerinin
kabul edilip edilmedigdi Tablo 3'te gosterilmistir.

Tartisma

Calisanlarin yoneticilerine karsi uyguladiklar politik taktiklerin
yoneticiler tarafindan nasil algilandigi, astlarina iliskin gortslerini
etkileyip etkilemedigi ve nihayetinde is yasaminda bu taktikle-
rin ise yarayip yaramadigi sorusundan yola c¢ikilarak ytritilen
bu arastirmada ilgi ¢eken bulgulardan ilki géze girme taktigini
uygulayan astin performansinin, yoneticisi tarafindan olumsuz
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degerlendirilmis olmasidir. Diger bir ifadeyle bu arastirma kapsa-
mindaki yoneticiler, isteklerini kabul ettirebilmek igin hos gorin-
meye ve Ust yonetimle yakin iligkiler kurmaya calisarak goze
girme taktigini kullanan (islamoglu & Borii, 2007) astlarin perfor-
manslarini daha duslk degerlendirmektedir. Bu bulgu beklenme-
yen bir bulgu olup, hem ilgili literatlr (Clarke ve ark., 2022; Wayne
& Ferris, 1990) hem de Sosyal Miibadele Kuramindaki (Blau, 1964)
karsiliklilik normuna (Gouldner, 1961) dayanarak, kendisine olumlu
davranan astina yoneticinin de olumlu yénde davranmasi bek-
lentisiyle olusturulan hipotezin de desteklenmemesine neden
olmustur. Oysa ki glic mesafesinin ve belirsizlikten kaginmanin
yUksek oldugu kulttrlerde politik taktiklerin orglitsel kaynaklara
ulasmada bir arag olarak kullanildigi ifade edilmektedir (Arikan,
2011; Ulus & Kanbur, 2020; Yiksel & Bolat, 2016). Politik taktikle-
rin bireyin kazanimini artirmasi ve belirsizligi azaltmasi nedeniyle,
glic mesafesi ve belirsizlikten kaginmanin ylksek oldugu Turkiye

baglaminda da ise yarayacagi distnulebilir. Ancak bunun tersine
bu arastirmada yoneticiler goze girme taktigini kullanan astla-
rinin performanslarini daha dustk algilamistir. Bu beklenmeyen
sonucun bir nedeni, yoneticinin bu taktikleri sahte algilamasi ve
astin ¢ikar saglama amaciyla bu davraniglari sergiledigini distin-
mesi olabilir. Clnkl gbze girme taktigini uygulayan ast duru-
mun ve zamanin gerektirdigi gibi davranmayi, isteklerini kabul
ettirebilmek icin yoneticiden yana oldugunu hissettirmeyi ve bu
istekleri yoneticisine kabul ettirmek icin hos goriinmeyi amaglar
(islamoglu & Borii, 2007). Benzer sekilde Thacker ve Wayne (1995)
da gbze girme taktiginin astin performans dederlemesiyle iligki-
sinde negatif bir etkiden s6z ederken, Rao ve ark. (1995) iki degis-
ken arasinda biriliski olmadigini vurgulamaktadir. Bu sonuglardan
yola ¢ikarak politik taktiklerden biri olan goze girme davranisinin
performans degerlendirmesi bakimindan astin arzuladigi karsi-
lig1 bulmadidi séylenebilir. Tam tersine astin géze girme davranisi

Tablo 3. )

Hipotezlerile ilgili Bilgilendirme Tablosu

Hipotez Sonug Etki
H1a: Astin goze girme taktigini kullanma dizeyi, astin performansi hakkindaki yonetici dederlendirmesini pozitif Desteklenmedi Negatif
yonde etkilemektedir.

H1b: Astin géze girme taktigini kullanma diizeyi, astin 6rgiite baghligina iliskin yonetici algisini pozitif yonde Desteklenmedi Anlamsiz
etkilemektedir.

H2a: Astin koalisyon kurma taktigini kullanma diizeyi, astin performansi hakkindaki ydnetici degerlendirmesini Desteklenmedi Anlamsiz
negatif ydonde etkilemektedir.

H2b: Astin koalisyon kurma taktigini kullanma diizeyi, astin 6rgiite baghlidina iligkin yonetici algisini negatif yonde Desteklenmedi Anlamsiz
etkilemektedir.

H3a: Goze girme taktigi ile astin performansi hakkindaki yonetici degerlendirmesi iliskisinde yoneticinin 6z Desteklendi Negatif

yeterliginin diizenleyici roll vardir.

H3b: Goze girme taktigi ile astin orglte bagliligina iliskin yonetici algisi iligkisinde yoneticinin 6z yeterliginin

dizenleyici roll vardir.

Desteklenmedi

H3c: Koalisyon kurma taktigi ile astin performansi hakkindaki yonetici degerlendirmesi iliskisinde yneticinin 6z

yeterliginin diizenleyici roll vardir.

Desteklenmedi

H3d: Koalisyon kurma taktigi ile astin 6rglte bagliligina iliskin yonetici algisi iliskisinde yoneticinin 6z yeterliginin

dlzenleyici rolt vardir.

Desteklenmedi
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yoneticisi nezdinde performansi agisindan negatif karsilik bul-
maktadir. Bu sonug Sosyal Miibadele Kurami (Blau, 1964) agisin-
dan yorumlandiginda, politik taktiklerin ve 6zel olarak da goze
girme davranisinin ast-Ust iliskisinde mibadele edilen bir “kay-
nak” oldugu sdylenebilir. iki taraf arasinda varolan bir miibadelede
somut seylerin yani sira soyut seylerin de kaynak olabilecegini
savunan Foa ve Foa’nin (1980, 2012) duslincesini de dogrula-
maktadir. Foa ve Foa'ya (1980, 2012) gore bir mibadele iligskisinde
kaynak, bireyler arasinda degis-tokus edilebilen ya da islem gére-
bilen her seydir. Astinin géze girme davraniglarina karsilik perfor-
mansi ile ilgili negatif dislince gelistiren yonetici muhtemelen bu
dUsiinceye bagli olarak da astina karsl olumsuz bir tutum ya da
davranis sergileyecektir. Boylelikle de astin politik taktik olarak
sergiledigi goze girme davranigi, karsiliginda negatif bir sey elde
ettigi bir kaynaga dontsmektedir. Ancak bu kaynak, kaynagi ilk
sunan bireyin beklentisinin tersine geri donis alinan bir kaynak
ozelligi gostermektedir denilebilir.

Bu bulgu ayni zamanda orgltsel davranisla ilgili pek cok konunun
bireylerin 6znel algilariyla ilgili oldugunu da (6rn., 6rgitsel adalet,
Folger & Cropanzano, 1998) dogrular niteliktedir. Yani bu aras-
tirmada esasen performansi dislk algilanan birey, yoneticisine
karsl goze girme taktigi uygulayan, en azindan yoneticisi tara-
findan boyle algilanan bir ¢alisandir. Bu galisanin performansinin
diUsik degerlendiriimesini adaletsizlik olarak algilamasi duru-
munda (ki boyle algilamasi beklenir, ¢linki kigisel ¢ikar modeline
gore bireylerin durumu kendi ¢ikarlari dogrultusunda algiladiklari
ve yorumladiklari ifade edilmektedir (Lind & Tyler, 1988)), aslinda
adaletsizlik algisina neden olan sonucun kaynagdi yine kendisi ve
kendi politik davraniglaridir. Yani goze girme davraniglari sergile-
yerek ylksek performans algisi ya da olumlu izlenim yaratmaya
calisan bir astin, arzuladi§i sonucu elde edememesi nedeniyle
yasayacagi adaletsizlik, aslinda nesnel olarak var olan bir durum
degil, kendi 6znel dederlendirmesi olacaktir. Bu nedenle pek ¢ok
orgltsel davranig konusunun, tim taraflarin bakis agisindan aras-
tirllmasi, konunun her ydniyle irdelenmesi bakimindan dnemlidir.

Arastirmada desteklenmeyen iki hipotez yoneticinin astin sergi-
ledigi koalisyon kurma taktiginden etkilenmemesi, astin perfor-
mansini ve bagliigini buna gore dederlendirmemesiile ilgilidir. Bu
bulgu beklenmeyen bir bulgu olup, Higgins ve ark. (2003) tarafin-
dan ydrUtllen calismanin sonuglariyla da tezathk gostermekte-
dir. Koalisyon kurma taktigi, isteklerini kabul ettirmek icin bireyin
orgutteki diger calisanlarin destedini almaya caligmasini ifade
etmektedir (islamoglu & Borii, 2007). Yoneticinin kendisine kars!
gl olusturmaya galismak gibi algilayabilecedi ve bu nedenle de
bir tehdit olarak gorebilecegi bu taktigin, astla ilgili degerlendir-
mesini etkilememis olmasi ilgingtir. Bu sonucun bir nedeni koa-
lisyon kurma taktiginin etkinligiile ilgili olabilir. ilgili yazinda politik
taktikler arasinda en az etkili taktigin koalisyon kurma taktigi
oldugu ifade edilmektedir (Falbe & Yukl, 1992; Lee ve ark., 2017;
Yukl & Tracey, 1992). Yapilan arastirmalarda yukariya, asagiya ya
da yatay dizeyde sergilenen politik taktikler arasinda koalisyon
kurma taktiginin hangi yone olursa olsun en etkisiz taktik oldugu
vurgulanmaktadir. Lee ve ark. (2017), meta analiz ¢alismalarinda
koalisyon taktiginin ne ise ne de iliskilere yonelik sonuglarla ilis-
kili olmadigini ifade etmektedir. Dolayisiyla da koalisyon kurma
taktigi ile ilgili sonuglar, bu taktigin “en az etkili” ya da Lee ve ark.
(2017) ile bu calismada gorildiugu gibi “etkisiz” bir taktik olmasi
konusunda belli olctide tutarlilik gostermektedir. Koalisyon

kurma taktiginin etkisiz olmasi sonucunun bir nedeni, astin bu
davraniglari yatay diizeyde gizli olarak yiiritmesi nedeniyle yone-
ticinin bundan haberdar olmamasi olabilecegi gibi yoneticinin
bu davraniglari kendisi i¢in bir tehdit olarak gormemesi olabilir.
Glc¢ mesafesi ylksek toplumlarda ydneticinin yasal glicd, astlarin
koalisyon ile olusturabilecegi gligten daha fazla olarak gorulebilir.
Bir diger ifadeyle astin diderlerinin destegini alma cabasi, yoneti-
cide bir glig kaybi endigesi yaratmiyor olabilir ve bu nedenle de bu
taktiklere karsl astla ilgili olumlu ya da olumsuz bir duygu ya da
dUsince gelistirmiyor olabilir.

Galismanin bir diger beklenmeyen bulgusu ise ast tarafindan ser-
gilenen politik taktiklerin, yoneticilerin galisanin baglilik dizey-
lerine iligskin degerlendirmesi lizerinde bir etkisinin olmamasidir.
Ustelik bu bulgu her iki politik taktik icin de gegerlidir. Koalisyon
kurma taktigi ile yoneticinin astin bagliligina iliskin degerlendir-
mesi arasindaki iligkinin anlamli olmamasi, yukarida ifade edildigi
gibi koalisyon kurma taktiginin etkisiz olmasi ile iligkilendirilebilir.
Ancak goze girme taktigi, koalisyon taktiginden farkli olarak poli-
tik taktikler arasinda hem calisan degerlendirmesini hem de is
yeri ¢iktilarini en gok etkileyen taktiklerden biridir (Higgins ve ark.,
2003). Dolayistyla goze girme taktigi ile calisanin 6rgitsel baghligi
arasindaki iligkinin istatistiki olarak anlamli olmamasi, astin bag-
lihk degerlendirmesi ile iligkili olabilir. Bu galismada ast tarafindan
sergilenen politik taktiklerin yénetici nezdinde yalnizca perfor-
mans degerlendirmesini degil, ast ile ilgili duygusal bir deder-
lendirmeyi de (duygusal baglilik) etkileyebilecedi 6ngorilmustir.
Bunun nedeni de eder yonetici bu taktiklerden etkileniyorsa, ast
ile ilgili diger tim degerlendirmelerinin de etkilenebileceg§i bek-
lentisidir. Ancak bu beklenti karsilik bulmamis, yoneticinin astin
performansi ile ilgili degerlendirmesi astin politik davranigindan
negatif etkilenirken astin baghhgd: ile ilgili dederlendirmesinin
bundan bagimsiz oldugu gorilmdistir. Bunun nedeni yonetici-
lerin ¢alisanlarin baghliklarindan ziyade, gorevi geregi, perfor-
manslarini sirekli takip etmek durumunda olmasi olabilir. Bir
baska ifade ile yoneticiler astlarinin performansi Uizerine strekli
bir degerlendirme yaparken?, astlarinin bagliligr ile ilgili bir far-
kindaliga sahip olmayabilir. Bunun da nedeni belki de bagliligin,
ozellikle de bu galismada ele alinan 6rglte duygusal olarak bagli
olmak anlamina gelen duygusal bagliligin (Meyer & Allen, 1984,
1997) bireyin kendisi digindaki biri tarafindan gozlenebilir olma-
masit ile ilgili olabilir. Yani belki de yoneticiler astlarinin 6rgitlerine
ne dlzeyde duygusal olarak bagl olduklarina dair bir degerlen-
dirme yapamamis olabilirler.

Arastirmanin, yoneticilerin 6z yeterliklerinin bu siregte oynadigi
role iligkin sorusuna yanit olarak elde edilen bulgu, astlarin politik
taktiklerinin yoneticiler Uzerindeki etkisi konusunda yoneticile-
rin 0z yeterlik dlizeylerinin 6nemli oldugudur. Buna gore, ylksek
0z yeterlige sahip yoneticiler, géze girme taktigini kullanan ast-
larinin performansini daha distk olarak algilamislardir. Bunun
nedeni, yliksek 6z yeterlik diizeyine sahip yoneticilerin degerlen-
dirmelerinde daha bagimsiz ve daha az duygusal olmalari olabilir
(Brutus ve ark., 2009). Ayrica kendine glivenen, 6z yeterligi yliksek
bireyler digerlerini etkileme isini iyi bildiklerinden (Brouer ve ark.,
2011) astlarinin uyguladi§i goze girme davraniglarinin da birer
taktik oldugunun daha fazla farkinda olabilirler. Bu nedenle de bu
taktikleri uygulayan astlarini, 6z yeterligi distik yoneticilere gore
daha fazla olumsuz dederlendirme egiliminde olmus olabilirler.
Bu bulgu, ilgili literatlirde 6z yeterligin avantajlarina bir tanesinin

2 {lgili yazinda yapilan arastirmalar da politik taktikler ile genellikle calisanlarin performans degerlendirmeleri veya bu degerlendirmeler sonucunda elde ettigi kazanimlari incelemektedir

(Chaturvedi ve Srivastava, 2014).
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daha eklenmesine sagladigi katki nedeniyle 6nemli gortlebilir.
Yani 6z yeterligi yiksek bireylerin amaglari dogrultusunda daha
iyi motive olmalari (Meera & Jumana, 2015), stres ve tlikenmislikle
daha iyi basa ¢ikmalari (Betoret, 2006; Lange & Kayser, 2022) ya
da orgutsel bagliliklarinin daha yiiksek olmasinin (Syabarrudin ve
ark., 2020) yani sira bu 6zelliklerine etraflarindaki bireylerin politik
taktiklerinin daha ¢ok farkinda olmalari da eklenebilir.

Sonug ve Oneriler

Sonug olarak bu galisma temel olarak iki amaca odaklanmistir.
Bunlardan ilki, astin Ustl etkilemek igin kullandigi taktiklerin,
yoneticilerin algisini etkileyip etkilemedigini ortaya koymaktir.
Boylece kultirin sekillendirdigi politik taktikleri anlamak ve
aciklamak icin farkh bir kiltirel baglamdan kanit elde etmek
mUmkin olabilecektir. yliksek glic mesafesine ve toplulukgu bir
kiltlre sahip olan Turkiye'de yoneticilerin astin politik taktik-
lerinden etkilenecegi ve ast lehine tepki verecegi distincesiyle
ydrdtilen bu galismanin sonuglari ilgili alan yazin ile karsilag-
tinldiginda tam tersi yénde bulgular ortaya koymustur. Oyle ki
Clarke ve ark. (2022) Arabistan’da (toplulukgu ve glic mesafesi
yuksek) yaptigr galismanin sonucuna gore goze girme taktigi
astin performans degerlendirmesini pozitif yonde etkilemek-
tedir. Dolayisiyla bu sonuglarin farklilagmasi, kiltlr ve politik
taktiklerin etkinligi iliskisinde, hala cevaplanmamis sorularin
varliyina isaret etmektedir. Ornedin: “géze girme taktigi yalanci
paradoksu?® gibi bir 6zellik mi gostermektedir?” yani “bu taktigi
dogru uygulayanlar zaten samimi bulundugu igin bu taktigi kul-
lanmiyor gibi mi goriinmektedir?” ayrica “yonetici performansi
distk cahsanlarini mi politik algilama egilimindedir?” yoksa
“performansi disik galisanlar bu acigi kapatmak icin politik mi
davranmaktadirlar?”

Politik taktiklerin galisanin baghhdina iligkin dederlendirmeyi
etkilememesi de ilgili yazina potansiyel bir katki olarak gortlebilir.
Bunun nedeni, politik taktiklerin kullanilmasinin ast ile ilgili yapi-
lan tim degerlendirmeleri ayni yoénde etkilemeyebilecegidir. Bu
durum politik taktiklerin etkilerinin hangi degiskenler agisindan
neden farklilastiginin arastiriimasini degerli kilmaktadir.

Bu arastirma, amacina uygun olarak sadece yoneticiler lizerinde
gergeklestirilmistir. Orgitlerin ast-lst oranlari disiinildigiinde,
yonetici sayisinin az olmasi érneklem blytkligindn sinirl kalma-
sina neden olmustur. Bu durum arastirmanin bir sinirliligi olarak
gorulebilir. Ayrica yoneticilerin anket sorularini yanitlarken, ken-
dilerinden istendigi gibi “en iyi tanidiklar’” astlarini disinerek
yanitlayip yanitlamadiklari da kesin olarak bilinememektedir. Son
olarak yoneticilere kendi 6z yeterlikleri ile ilgili sorularin sorulmasi
(her ne kadar ¢evrimigi anketlerde bu yanhlik gogunlukla gortl-
mese de (Grimm, 2010; Krumpal, 2013) sosyal cazibe yanliligi ihti-
malini glindeme getirmektedir.

Gelecek galigmalar icin, yoneticilerin astlarinin kullandigr politik
taktiklerden nasil ve neden etkilendiklerini kesfetmek, bu etki-
lenme sonucunda astlarina hangi kaynaklari daha fazla veya daha
az sunduklarini incelemek ve yoneticilerin astlarinin performan-
sinidaha dusik olarak algilamalarinin nedenlerini ortaya ¢ikarmak
amaciyla nitel bir galisma yapilmasi 6nerilebilir.
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Extended Summary

Political tactics are an inevitable fact of organizational life because individuals care about their own interests more than the interests
of the organization (Kacmar & Baron, 1999) and try to affect the resource distribution in the organization through these tactics (Higgins
et al., 2003). Reaching positive work outcomes (Madison et al., 1980), increasing individual dignity (Ferris et al., 2000), and accessing
career and development opportunities (Landells & Albrecth, 2017) are some of these gains that individuals hope to provide. However,
it is known that individuals who do not engage in political behavior in organizations, where these behaviors are common, are affected
negatively (Vigoda, 2002, Byrne, 2005; Kaya et al., 2016; Ercan, 2019). For this reason, it can be expected that the managers who are
responsible for the total performance of the organization will not allow political behaviors or at least not be affected by these behaviors
and not make decisions that will lead to gains for these employees who exhibit political behaviors. However, it is known that political
behaviors still work in organizational life (Higgins et al., 2003). For this reason, the main motivation of the study is to determine how
political behaviors are perceived by managers and whether they have an effect on their decisions.

On the other hand, this study is considered valuable in terms of the Turkish context. This is because of the influence of culture on politi-
cal behavior (Vigoda, 2001). For example, employees in organizations in societies with high power distance and uncertainty avoidance
have a higher perception of organizational politics, and these employees consider that these behaviors work (Arikan, 2011; Yiksel &
Bolat, 2016; Ulus & Kanbur, 2020). Therefore, it can be thought that individuals who think that organizational politics work will be more
inclined to exhibit more political behavior. This may lead to higher levels of political behavior in cultures with high power distance and
uncertainty avoidance like Turkey.

The basis of political behavior is to increase the gains of individuals and to act in the direction of their interests (Yukl & Falbe, 1990;
Yukl & Tracey, 1992). The results of the research in the literature do not show consistency in terms of whether political behaviors produce
results in favor or against the individuals exhibiting these behaviors. Therefore, the first question of this study is whether the political
behavior of the individuals works or not. In this research, using ingratiation (soft tactic) and using coalition (hard tactic) tactics have
been accepted as political behavior. In addition, the effect of political behaviors on the manager’s performance and commitment evalu-
ation of the subordinate is investigated because political behaviors can affect performance evaluation when done against the evaluator
(Yukl & Tracey, 1992; Dulebohn et al. 2004). Therefore, the first hypotheses of the research are:

« H1: The level of using the ingratiation tactic positively affects the managers’ assessments of subordinate.

« H1a: The level of using the ingratiation tactic positively affects the manager’s assessment of the subordinate’s performance.

« H1b: The level of using the ingratiation tactic positively affects the manager’s perception of the subordinate’s commitment to the
organization.

o H2: The level of using the coalition tactic negatively affects the managers’ assessments of subordinate.

« H2a: The level of using the coalition tactic negatively affects the manager’s assessment of the subordinate’s performance.

« H2b: The level of using the coalition tactic negatively affects the manager’s perception of the subordinate’s commitment to the
organization.

In addition, according to Brutus et al. (2009), the processes of evaluating subordinates may differ according to some personal char-
acteristics of managers. For example, evaluators with high self-efficacy make the evaluation process more realistic (Wood & Marshall,
2008). Managers with high self-efficacy feel more comfortable and independent during evaluation, so the possibility of making personal
or emotional decisions during evaluation is reduced (Brutus et al., 2009). On the other hand, managers with low self-efficacy do not
feel comfortable in the evaluation process and tend to evaluate with higher scores (Bernardin & Villanova, 2005). Therefore, the other
hypotheses of the study are:

o H3: The self-efficacy of the manager has a moderating effect on the relationship between political tactics and managers’ assessment
of subordinate.

« H3a: The self-efficacy of the manager has a moderating effect on the relationship between the ingratiation tactic and the manager’s
assessment of the subordinate’s performance.

« H3b: There is a moderating effect of the manager’s self-efficacy on the relationship between the ingratiation tactic and the manager’s
perception of the subordinate’s commitment to the organization.

o H3c: The self-efficacy of the manager has a moderating effect on the relationship between the coalition tactic and the manager’s
assessment of the subordinate’s performance.

o H3d: The self-efficacy of the manager has a moderating effect on the relationship between the coalition tactic and the perception of
the manager about the subordinate’s commitment to the organization.

The research is a quantitative research and data were collected electronically through a questionnaire. The research was conducted
on managers because managers are the people who manage the performance appraisal process, evaluate their subordinates, and are
the addressees of the political behaviors exhibited by subordinates. Data were collected from managers working in public institutions
and the private sector and had at least one subordinate. Responses were received from a total of 221 managers. SPSS 25 was used for
analysis. Hayes Process method was performed to analyze the relationships between the variables. Information about whether the
hypotheses were accepted as a result of the regression analysis is shared in Table 1.

The first finding of this study is that the performance of the subordinate who used the ingratiation tactic was negatively evaluated by
the manager. In other words, the managers tend to evaluate subordinates’ performance who use the ingratiation tactic lower. Managers
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Table 1.

Hypotheses Testing Results

Hypothesis Result Effect
H1a: The level of using the ingratiation tactic positively affects the manager’s assessment of the subordinate’s Not supported Negative
performance.

H1b: The level of using the ingratiation tactic positively affects the manager’s perception of the subordinate’s Not supported
commitment to the organization.

H2a: The level of using the coalition tactic negatively affects the manager’s assessment of the subordinate’s Not supported
performance.

H2b: The level of using the coalition tactic negatively affects the manager’s perception of the subordinate’s Not supported
commitment to the organization.

H3a: The self-efficacy of the manager has a moderating effect in the relationship between the ingratiation tactic and Supported Negative

the manager’s assessment of the subordinate’s performance.

H3b: There is a moderating effect of the manager’s self-efficacy in the relationship between the ingratiation tacticand  Not supported
the manager’s perception of the subordinate’s commitment to the organization.

H3c: The self-efficacy of the manager has a moderating effect in the relationship between the coalition tactic and the Not supported
manager’s assessment of the subordinate’s performance.

H3d: The self-efficacy of the manager has a moderating effect in the relationship between the coalition tacticandthe ~ Supported
perception of the manager about the subordinate’s commitment to the organization.

may perceive these tactics as fake and think that the subordinate exhibits these behaviors for the sake of gain and it can be the reason of
this finding. Similarly, Thacker and Wayne (1995) mention a negative relationship between the tactic of ingratiation and the performance
appraisal of the subordinate. Based on these results, it can be said that ingratiation, which is one of the political tactics, does not find
the desired response of the subordinate in terms of performance evaluation.

The second finding obtained in the research and differing from the literature (Higgins et al., 2003) is that the manager is not affected
by the coalition tactic exhibited by the subordinate. The tactic of coalition means that the individual tries to get the support of other
employees in the organization in order to get their wishes accepted (islamoglu & Bérii, 2007). It is interesting that this tactic, which
the manager may perceive as trying to create power against himself and therefore see it as a threat, did not affect his evaluation of the
subordinate. One reason for this result may be that the manager is unaware of this because the subordinate is secretly executing these
behaviors at the horizontal level. Another reason may be that the manager does not see these behaviors as a threat to himself. In high
power distance societies, the legal power of the manager may be seen as more than the power that the subordinates can create with
the coalition. In other words, the subordinate’s effort to get the support of others may not cause a loss of power in the manager, and
therefore, he may not develop a positive or negative emotion or thought about these tactics. Finally, one reason for this result may be
related to the effectiveness of the coalition tactic. In the related literature, it is stated that the least effective tactic among the political
tactics is the coalition tactic (Falbe & Yukl, 1992; Yukl & Tracey, 1992; Lee et al., 2017).

Another finding obtained in the research is that the self-efficacy of the manager is also important under the influence of political tactics.
Accordingly, managers with high self-efficacy perceive lower performances of their subordinates who use the ingratiation tactic. The
reason for this may be that managers with high self-efficacy levels are more independent and less emotional in their evaluations (Brutus
etal.,2009). In addition, self-confident individuals with high self-efficacy may be more aware of the fact that their subordinates’ ingratia-
tion tactics are also a tactic, as they know how to influence others (Brouer et al., 2011). For this reason, they may have tended to evaluate
their subordinates who use these tactics more negatively than managers with low self-efficacy.
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Osmanli Devleti'nde Mali Kapasite:
Ruznamce Verileri Uzerinden Bir Analiz

Fiscal Capacity in the Ottoman State: An Analysis
Based on Ruznamce Accounts

6z

Bu calisma Osmanli devletinde mali kapasiteyi konu edinmektedir. Makalede mali kapasite
merkezi devlet icin ayrilan vergilerin ne kadar gecikmeyle hazineye intikal ettirilebildigi Gzerin-
den tanimlanmistir. Vergi gelirlerinin hazineye aktarilmasinda yasanan gecikmeler merkeze olan
mesafe ile vergi tlrl ve miktarinin bir fonksiyonu olarak diisiinilmus ve incelenmistir. 16. yizyil
sonuna ait hazine-i amire ruznamce verileri kullanilarak yapilan ekonometrik analize gore merkeze
mesafe arttikga gelirlerdeki gecikmenin arttigi gorilmektedir. Mesafenin bu etkisi ise gelir tiirle-
rine gore farklilik arz etmektedir. Bununla birlikte, avariz gelirlerine gore cizye, agnam ve mukataa
gelirlerinin daha fazla gecikmeyle hazineye girdigi tespit edilmistir. Son olarak, hacmi ylksek gelir-
lerin daha hizli hazineye intikal ettirildigi gortlmustir.

JEL Kodlari: N43, N45, H79

Anahtar Kelimeler: Mali kapasite, Osmanli Devleti, Ruznamce defteri, Vergi gelirlerinde gecikme

ABSTRACT

This paper studies the fiscal capacity of the Ottoman Empire. In the paper the fiscal capacity is
defined in terms of the delay in the transfer of tax revenues to the central treasury. Delays in tax
collection are analyzed as a function of distance to the center, tax types, and the volume of tax
revenues. Econometric analysis based on data from the records of daily transactions of the central
treasury (ruznamge defterleri) of the late 16th century shows that the increased distance from the
center is associated with a higher delay in tax collection. Moreover, the impact of the distance var-
ies by tax types. It is also observed that compared to avariz taxes, revenues from jizya, agnam, and
mukataa enter into the treasury in a greater delay. Finally, results show that revenues with higher
volumes are transferred to the treasury fa ster.

JEL Codes: N43, N45, H79

Keywords: Delay in tax revenues, fiscal capacity, Ottoman state, Ruznamce defteri

Giris

Tarihsel olarak bakildiginda vergi gelirlerini artirabilmis devletlerin hem siyasi ve askeri sahadaki faa-
liyetlerini finanse etmekte bir sorun yasamadiklari hem de iktisadi gelisme igin gerekli politikalari
tasarlayip uygulamakta yetkinlik kazandiklari gozlemlenmektedir. Bununla birlikte vergi gelirindeki
artisin bir sonucu olarak ortaya ¢ikan devlet kapasitesindeki iyilesmelerin i¢ glivenligin tesisi ve ic
savaglardan kaginma gibi konularda devletlere dnemli avantajlar sagladigi bilinmektedir. Bu bakim-
dan mali kapasite ya da daha genis bir ifadeyle devlet kapasitesi hem tarihi gelismeleri hem de
glinimuzde bariz sekilde gézlemlenen milletlerarasi iktisadi gelisme farkliliklarini anlamakta kritik
bir 6neme sahiptir.

Mali kapasite meselesine Osmanli 6zelinde bakildiginda ise Osmanl devletinin vergi gelirini merkeze
aktarma konusunda ¢cagdasi Avrupali devletler kadar basaril olamadigi tartisiimaktadir. Ornegin, Kara-
man ve Pamuk (2010, s. 608), bltge verilerine dayanarak yaptiklari karsilagtirmali bir analizde, 17. ve

" iktisadi gelisme ile mali kapasite arasindaki iligki icin bkz. Dincecco ve Katz (2016). Mali kapasitenin olusumuyla ilgili bkz. Tilly (2017), Besley
ve Persson (2010).
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18. yuzyillarda Osmanli devletinin “milli” hasilanin ancak ylzde
4’0 kadar bir meblagr merkeze vergi geliri olarak aktarabildi-
gini, buna karsin dénemin ingiltere ve Hollanda'sinda bu oranin
ylizde 10'dan fazla oldugunu ortaya koymuslardir. Merkeze ait
gelirlerin dnemli bir kisminin mltezimler gibi gelirlerin merkeze
aktarilmasi stirecinde kullanilan aracilarin elinde kaldigi tahmin
edilmektedir (Geng, 1997). Her ne kadar s6z konusu analizler konu
hakkindaki bilgi ve anlayisimizi nemli lgtide ileri tagimis olsa da
Osmanli mali kapasitesine dair calismalar hala yetersizdir. Ozel-
likle mali kapasitenin nasil dlgllebileceginin ve kapasite olusumu-
nun onitinde ne tir engellerin var oldugunun mikro galismalarca
detaylandiriimasi konunun daha iyi anlasiimasi bakimindan énem
arz etmektedir. Bu galigmada ise Osmanli mali kapasitesine farkli
bir bakis agisiyla yaklagilmakta ve mali kapasite olusumunu etki-
leyen unsurlar mikro verilerle sistematik olarak incelenmektedir.

Daha 6zelde bu galismada, merkezi devlet igin ayrilan vergi gelirle-
rinin hazineye aktarilmasi sirecinde yasanan gecikmeler, diger bir
ifadeyle verginin tahakkuk ettigi tarih ile tahsil edildigi tarih ara-
sindaki zaman farki mali kapasitenin bir 6l¢ttl olarak kullaniimig
ve gelirlerin hazineye aktariimasinda yasanabilecek gecikmeler
mali kapasitenin zayifliginin bir gostergesi olarak yorumlanmistir.
Mali kapasite bu sekilde tanimlandiktan sonra ise mali kapasiteyi
etkileyen unsurlar tartisiimig, 6zellikle vergi tabanindan mer-
keze olan mesafe, vergi gelirinin tlrd ve miktar gibi degiskenle-
rin gelirlerin merkeze aktarilmasinda ne gibi kisitlar olusturdugu
ampirik olarak incelenmistir.

16.ylzyilin sonlarina ait hazine-i amire ruznamge verileri kullanila-
rak yapilan ampirik analiz, gelir kaynagindan merkeze olan mesafe
arttikca gelirlerin daha fazla gecikerek hazineye intikal ettigini
gOstermektedir. Hazineye ait gelirlerin merkeze aktarilmasinda
yasanan gecikmeler gelir tirlerine gore de degdismektedir. Gay-
rimuslim reayadan alinan cizye, hayvan surtleri lizerinden alinan
agnam ve genellikle ticari ve zirai faaliyetler Gizerinden toplanan
mukataa gelirlerinin, olagan Ustl zamanlarda haneler tzerinden
alinan avariz gelirlerine gore daha fazla gecikerek hazineye girdigi
gorilmektedir. Gelir tlrleri icerisinde en fazla gecikme ise muka-
taa gelirlerinde yasanmistir. Gelirlerin hazineye intikalinin gelir
tlrlerine gore farklilagmasi muhtemelen vergi tabaninin 6lgtlme-
sinin zorluk derecesi ve gelirlerin toplanmasi siirecinde karsilagi-
lan mukavemetin bir sonucu olarak ortaya ¢ikmaktadir. Bununla
birlikte istanbul’a mesafenin etkisi de gelir tiirlerine gére farklilas-
maktadir. Diger taraftan, gelirin miktari ile hazineye intikali ara-
sinda ise ters yonlu bir iliski tespit edilmistir. Bu bulgu isiginda,
devletin dislk hacimli gelirlerin hazineye aktarilmasi hususuna
ylUksek hacimli gelirlerin aktarilmasina gosterdigi kadar 6zen gos-
termedigini soylemek ¢ok yanlis olmayacaktir.

Osmanli maliyesi ile ilgili genis bir literatliir mukataa gelirlerinin
hazineye aktarilmasi stirecinde yasanan iltizam ve malikane gibi
kurumsal dénlstmleri incelemektedir. Bu galismalar, stireci mer-
kezi devletin zamanla artan gelir ihtiyaci baglaminda ele almakta
ve miltezim ve ayan gibi yerel unsurlarin merkeze gelir aktari-
minda nasil bir kisit olusturdugu Uzerinde durmaktadir (Geng,
2000, s. 107; Ozvar, 2003, s. 9-26). S6z konusu literatiirden
farkh olarak, bu calismada mali kapasiteye devlete ait gelirlerin
ne kadarinin yerel unsurlar ile paylasildigi Gzerinden degil ama
miultezim gibi yerel unsurlarin zaten hazineye 6demeyi taahht
ettigi gelirlerin hazineye aktariimasi slirecinde yasanan gecikme-
ler Gzerinden yaklasiimaktadir. Yapilan analiz, daha 6nce yapilan

2 Bu konuylailgili galismalar igin bkz. Johnson ve Koyama (2017).
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calismalara paralel olarak mukataa gelirlerinin diger gelir tlrlerine
gore onemli dlglide gecikerek hazineye intikal ettirilebildigini gos-
termektedir. S6z konusu literatiriin bulgulari isiginda bu gecik-
mede miltezim gibi aracilarin mukavemetinin etkisi oldugunu
disinmek mimkdindur.

Ote yandan, bu arastirma, cografya ve mali kapasite iligkisini
inceleyen calismalarla da alakahdir. Yildirim (2023) 1530’lu yillara
ait vilayet muhasebe defterlerini kullanarak devlete ait gelirlerin
merkez, timar ve vakif-mulk kesimi arasinda pay edilmesinde cog-
rafi faktorlerin nasil bir rol oynadidini incelemistir. Mezk(r ¢alisma,
merkeze ayrilan pay ile istanbula mesafe arasinda, beklenenin
aksine, pozitif bir iligki tespit etmistir. Bu arastirmada ise merkeze
ayrilan paylarin ne kadar gecikmeyle hazineye girdigi incelenmek-
tedir. Sonuglar, gelir kaynagindan istanbul’a olan mesafe arttikca
gelirlerin daha fazla gecikmeyle hazineye girdigini gostermekte-
dir. iki calismanin bulgular birlikte disinildiginde muhasebe
defterlerindeki verilerin temelini olusturan tahrirler yapildiginda
uygulama oncesi (ex-ante) uzaktaki gelirleri merkeze aktarma egi-
liminde olan Osmanli birokrasisinin, bu karari alirken gelirlerdeki
gecikmeyi hesaba katip katmadigi sorusunu akla getirmektedir.

Bu calisma ayni zamanda ruznamge verilerini Osmanl maliyesi
ile ilgili analizlerde kullanan literatlrle de ilintilidir. Hazine-i amire
ruznamge defterleri kullanilarak yapilan bu tarz caligsmalar bitge,
devletin yillik gelir ve giderleri gibi makro degiskenleri kendile-
rine konu edinmislerdir (Arslanboga, 2007, 2012, ipcioglu, 1996;
Tabakoglu, 2016; Yildirim, 2008). Bu arastirma ise ruznamge veri-
lerinin s6z konusu makro degigkenleri igeren konular haricinde,
mali kapasite gibi hususlara cevap aramak igin de kullanilabilece-
gini gostermekte ve bunu yaparken mikro bir bakis agisiyla, kayit
dlzeyinde bir analiz gergeklestirmektedir.

Literatlirde, cografi olarak genis ve nifusun etnik ve dini yapisi
bakimindan cok cesitlilik gésteren tlkelerin merkezilesme ve mali
kapasite olusturma imkanlarinin kisith oldugu vurgulanmaktadir.
S6z gelimi, ingiltere’nin Fransa ve ispanya’ya gére daha erken mali
merkezilesmeye gidebilmesini tlkenin tarihi ve kdltlrel agidan
homojen yapisina ve nispeten kiiglik cografyasina baglayan galig-
malar vardir.2 Benzer sekilde, 1850 yili dncesi donemde Japonya
ile karsilastirilinca Cin'de daha distk bir mali kapasitenin ortaya
¢tkmasi durumu Cin’in cografi genisligi ile iliskilendirilmis ve bas-
kentten uzaklastikga devletin daha az vergi toplayabildidi tespit
edilmistir (Sng & Moriguchi, 2014). Zikredilen bulgularla uyumlu
olarak bu makalede merkezden uzaklastik¢a vergilerin daha geg
hazineye geldigi gorilmuUstdr. Yine literatlirde bahsedilen gesit-
liligin bir boyutu olarak vergi yapisindaki gesitligin mali kapasite
olusumuna etkisi hentiz verilerle test edilmemistir. Bu ¢alismada
ilk defa vergi turlerinin mali kapasite Uzerindeki etkisi verilerle sis-
tematik olarak analiz edilmigtir.

Gelirlerin Gecikmesini Etkileyen Faktorler

Gelirlerin merkezi hazineye intikalinde yasanan gecikmelerin ne
gibi sebepleri olabilir? Bu soruya cevap ararken gelirlerin hazineye
intikalini etkileyebilecek birgok faktdrden bahsedilebilir. Fakat bu
calismada, hakkinda sistematik verilere sahip oldugumuz ve bu
yonulyle regresyon analizine imkan saglayan gelir kaynagindan
merkeze olan mesafe, gelirin trl ve gelirin miktari gibi degisken-
ler Gzerinde durulacaktir.

Vergi tabaninin merkeze olan uzaklidi ile vergi gelirinin hazineye
intikalinde yasanan gecikmeler arasinda bir miinasebet olabilir.
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Ozellikle, ddnemin ulagim teknolojisi goz 6nine alindiginda uzak
yerlerdeki gelirlerin yakin yerlerdeki gelirlere gore gecikmeli ola-
rak hazineye girmesini beklemek mimkindir. Buna ek olarak,
devletin uzak yerlerdeki kurumsal varliinin daha zayif olmasi
buradaki vergilerin zamaninda toplanmasi ve hazineye intikal
ettirilmesinde geciktirici bir rol oynamis olabilir.

Diger yandan verginin nasil tarh edildigi ve toplandidi gibi gelirin
cinsi ile ilgili unsurlarin da gelirlerin hazineye gecikmeli olarak
intikal etmesinde payi olabilir. Cizye, mukataa, aded-i agnam ve
avariz gibi gelirler diigtinildtglnde hem vergi toplama organizas-
yonu hem de verginin matrahi bakimindan bu gelirlerin kendi ara-
larinda farkllastigi gortilmektedir.® Bu noktada bahsi gegen vergi
tlrlerinin yapisindan bahsetmek faydali olacaktir.

Osmanli ekonomisinde mukataayi olusturan vergi tabanlari daha
gok 6nceden kestirilmesi gig ticari ve zirai faaliyetlerden olug-
maktaydi. Bu tlr vergilerin matrahini 6lgme ve degerlendirmede
yerel kosullarin bilgisine sahip miltezimler mukayeseli olarak
daha avantajliydilar ve bundan dolayr mukataa gelirleri genellikle
miltezimler eliyle toplaniyordu. Genellikle tg¢ yilligina miltezim-
lere verilen mukataalarin satiginda devlet agik artirma ile multe-
zimleriyaristirip mimkin oldugunca ylksek bir meblagdi hazineye
transfer etmeye caligiyordu.*

Cizye, Osmanl devletinde calisan gayrimislim tebaadan alinan
bas vergisiydi. Devlet cizye vergisini ddemekle mukellef olan kisi-
leritespit etmekigin sayim yapar ve bu kimseleri cizye defterlerine
kaydederdi. Her Ug¢ yilda bir yapilan sayimlarla da cizye defterlerin-
deki bilgiler giincellenirdi (inalcik, 1993). Vergi tabaninin yildan yila
cok degisim gostermemesi ve kolay olcilebilir nitelikte olmasi
dolayisiyla hem bu vergiyi 6demekle ylikimlG olanlarin vergilerini
ddemekten kaginmalari hem de bu vergiyi toplamakla mukellef
kimselerin defterde kayitl meblagdan farkli bir mebladr merkeze
rapor etmeleri pek olasi goziikmemektedir. Bu nedenle cizye ver-
gilerinin genellikle merkezce atanan memurlar eliyle toplandigi
gorilmektedir.

Avariz vergisinin matrahini gergek hanelerden olusan avariz
hanesi olusturmaktaydi. Bir avariz hanesinin kag gercek haneden
miutesekkil olacagi ahalinin ekonomik durumuna gore belirle-
nirdi (Tabakoglu, 2016, s. 364-374). Avariz vergileri igin de vergi
tabaninin tespit edilmesi ve Olcilmesi nispeten kolaydi ve bu
yonuyle genellikle devlet tarafindan gorevlendirilen kadilar eliyle
toplanmaktaydi.

Aded-i agnam ise hayvanlar tizerinden alinan bir vergiydi. Bu vergi
ozellikle gegim kaynagi koyun besiciligine dayanan Turkmenler ve
Yorukler gibi konargoger gruplari etkilemekteydi (Emecen, 1988).
Bu tur vergiler de genellikle merkez tarafindan atanan memurlar
eliyle toplanmaktaydi. Vergi mukelleflerinin bu verginin matrahini
olusturan koyun miktarini oldugundan daha disik gostermek
saikiyle surUlerini vergi memurlarindan saklamasi s6z konusu
olabilmekteydi. Diger yandan vergi mukelleflerinin nemli dlctide
konargogerlerden olusmasi, bu tiir vergilerin toplanmasini zorlas-
tirabilecek bir diger unsurdu.®

Mukataa, cizye, avariz ve aded-i agnam hakkinda verilen bu bil-
giler gecikme ile gelir tiru arasindaki iliskinin anlagiimasina yar-
dimci olabilir. Bu gelir tlrlerinin vergi tabaninin istikrari ve kolay

Olgulebilirligi Gzerinden yapilacak bir degerlendirmesi konunun
anlasgiimasi igin ozellikle onemlidir. Bu dogrultuda, avariz geliri
icin vergi tabaninin hem istikrarli hem de kolay dlgulebilir oldugu
soylenilebilir. Cizye geliri igin de benzer bir iddiada bulunmak
mUmkin gozikse de gog ve olim gibi sebeplerle gayrimislim
erkek nifusta yasanan degisimler avariz hanesinde yasanabilecek
degisimlerden daha fazla olacaktir. Bu bakimdan cizye matrahini
Olgmenin avariz matrahini dlgmekten nispeten daha zor olacagi
da dusUnulebilir. Agnam gelirleri s6z konusu olunca hem vergi
miukelleflerinin slrdlerini vergi tahsildarlarindan kolayca sakla-
yabilmeleri hem de bu vergiyi veren kisilerin konargdger olmalari
sebebiyle bu verginin dlglilmesinde glclik toplanmasinda ise
mukavemetle karsilagiimasi s6z konusudur. Bu bakimdan agnam
vergilerinin avariz ve cizyeye gore daha ge¢ hazineye intikal
etmesi beklenebilir.

Mukataa gelirlerine gelince, mukataay! olusturan vergi taban-
larinin iktisadi faaliyete gore dalgalanmasi s6z konusu oldugu
icin vergi tabaninin olgimi zordur. Dolayisiyla maash memurlar
eliyle (emanet yontemi) toplanan mukataa gelirlerinin diger vergi
tlrlerine gore daha ge¢ hazineye girmesini beklemek mimkin-
dir. Fakat mudltezimler araciligiyla toplanan mukataa gelirle-
rindeki gecikme ele alindiginda birbiriyle zit etkiler doguracak
iki durumdan bahsedilebilir. Oncelikle, miiltezimlerin hazineye
odeyecegi bedelin bir kisminin pesin alinmasi ve multezimin Ug¢
yil icinde hazineye 6deyecedi miktarin daha mukataanin satig
asamasinda belli olmasi gelirlerin devlet tarafindan hazineye
intikal ettirilmesinde belirli kolayliklar saglamalidir. Buna ek ola-
rak, eger mukataanin satildidi agik artirma rekabetgi bir ortamda
gergeklesmez ise multezimin gelir potansiyeli yliksek mukataay!
daha uyguna alip ylksek kar etmesi s6z konu olacaktir ki boyle
bir durumda miltezim devlete olan borcunu muntazaman ve
vaktinde odeyebilecektir. Elbette bu durumun tersi de mim-
kiindur. Eger mukataa gelir potansiyelinin Ustlnde bir bedelle
satilmig ise, bu defa miltezimlerin taahhUtlerini yerine getir-
meleri zorlasacaktir. Ayrica, iltizam sozlegsmelerinin genellikle
Uc yil ile sinirli olmasi mukataayi tekrar uhdesine almak isteyen
miltezimi devlete olan 6demlerini zamaninda yapmasi yoniinde
tegvik edecektir. Aksi takdirde mukataanin kendisine tekrar
satilmasi gergeklesmeyebilir. Diger yandan miltezimlerin sik-
likla siyasi gli¢ sahibi kigiler, hatta Osmanli yonetici ve birokra-
tik sinifina mensup ytksek ritbeli kigiler olmasi vergi gelirlerinin
hazineye zamaninda intikal ettirilmesinde problemlerin ortaya
cikmasina sebebiyet verebilir. Bu durum goz ontine alindiginda,
teorik olarak, mukataa gelirlerinin diger gelirlere gore hazineye
erken yahut geg girmesi beklenebilir. Bu durumlardan hangisinin
gegerli oldugu ise sonraki bélimlerde yapilacak ampirik testlerle
ortaya gikacaktir.

Gelirlerin hazineye intikalini etkileyen faktorlerden bir digeri geli-
rin miktar blyUkligu olabilir. Zira vaktinde 6denmeyen vergilerin
tahsil edilmesi igin gereken insani ya da parasal kaynagi diislik
hacimli bir gelirin tahsili igin kullanmak yerine ylksek hacimli bir
gelir icin kullanmak daha makul bir durum olabilir. Hacmi yUk-
sek meblaglarin hazineye vaktinde girmemesinin yol agabilecegi
finansal olumsuzluklar dustinlldiglnde, devletin bu tir gelir-
leri hazineye intikal ettirirken daha dikkatli davranmasi gerek-
tigi dUstinllebilir. Bu noktada meblaglar ylkseldikge gelirlerdeki
gecikmenin azalmasini beklemek mimkdnddr.

3 Vergilendirilebilir kaynaklar ile vergi tabani arasindaki iliski ve vergi toplamada kullanilan yéntemler icin bkz. Cosgel (2005) ve Cosgel ve Miceli (2005, 2009).

4 Mukataa gelirleriyle ilgili genis bilgi icin bkz. Cakir (2003).

5 Agnam vergisinden kaginmak igin miikelleflerin hayvanlarini sakladiklarina dair ge¢ déneme ait bir rnek icin bkz. Akéz (2020).
¢ Yerlesiklerin denetim ve kontroll daha kolay oldugu igin Osmanli devleti baslangicindan itibaren konar-goger gruplari iskan etmek igin cabalamistir (Tabakoglu, 2000, s. 162-165).
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Tablo 1.

Gecikme ve Gelir Tiirleri

Gelir tiirii Ortalama Standart sapma Frekans
Avariz 1,473 1,194 387
Agnam 2,542 2,547 118
Cizye 2,440 1,888 507
Mukataa 2,463 2,815 339
Toplam 2178 2,119 1,351

Bu kisimda s6z konusu edilen teorik milahazalarin ne derece
vakiaya tetabuk ettigini anlamak igin ¢alismanin ilerleyen kisim-
larinda regresyon analizine bagvurulacaktir.

Veriler

Bu calismada kullanilan veriler hazine-i amire ruznamce defter-
lerine dayanmaktadir. Ruznamgeler hazineye giindelik giris ve
cikiglarin kaydedildigi defterlerdir. Bu defterlerde gelirin miktari
ve tlrd, ne zaman tahakkuk ettigi, ne zaman hazineye girdigi ve
cografi olarak nereden geldigi gibi bilgilere ulagmak mimkinddr.
Bu calismada kullanilan ruznamge defteriise Osmanli Argivi Kamil
Kepeci Tasnifi 1774 numaraya kayith olup 1591-1592 arasi donemi
kapsayan bir gelir ruznamgesidir. Defterdeki gelir kayitlari cografi
olarak belli bir bolgeyle sinirli olmayip bitln imparatorluk gene-
lini kapsamaktadir.”

Analizde kullaniimak tzere gelirlerin tahakkuk ve tahsil tarihi bilgi-
leri kullanilarak gecikme degiskeni olusturulmustur. Olusturulan

gecikme degiskeni, gelirin hazineye girdigi yildan tahakkuk ettigi
yilin gikariimasiyla elde edilmistir. Tablo 1'de kayit diizeyinde
gecikme zamanina bakildiginda ortalama gecikme zamaninin
2,178 yil oldugu gortlmektedir. Bu dedisken -1 ile 20 arasinda
degismektedir. Bu durum biryil nceden yani pesin alinan vergiler
oldugu gibi 20 yil gecikmeyle hazineye intikal eden vergi gelirleri-
nin de mevcut oldugunu ifade etmektedir. Ortalama gecikme yili
vergi tirlerine gore farklilagmaktadir. Bu deder, avariz gelirleri igin
1,47, agnam gelirleri icin 2,54, cizye gelirleri icin 2,44 ve mukataa
gelirleri igin 2,46 yildir. Bu sonugclara gore en hizl avariz gelirleri
hazineye intikal ederken agnam ve mukataa gelirleri daha gec¢
hazineye aktarilabilmistir. Ayrica agnam ve mukataa gelirleri igin
standart sapmalarin ortalamalarindan yiksek oldugu gorilmek-
tedir. Dolayisiyla ortalamalar Uzerinden bir ¢ikarsama yapmanin
yaniltici olabilecedini akilda tutmak gerekir.

Kayit sayisi kullanilarak hesaplanan bu rakamlar sayet hazineye
erken giren gelirlerin meblagi ylksek ve geg gelen gelirlerin meb-
lagi duslk ise yaniltici olabilir. Bu noktada ise gelir miktarindaki
gecikmelere bakmak faydali olacaktir. Tablo 2 bize gelir miktarinin
vergi tlrlerine gore gecikme rakamlarini géstermektedir. Tabloya
gore 1591-1592 mali yilinda hazineye giren 117 683 289 akge geli-
rin ylzde 3,5’ tahakkuk ettigi yildaki gelirden olusurken, yiizde
48,3’U bir yil dnce tahakkuk eden, ylizde 374U iki yil 6nce tahak-
kuk eden, ylizde 4,5'i ise Ug yil 6nce tahakkuk eden gelirlerden
olugsmaktadir. Elde edilen rakamlar gelir tirlerine gore de farklilik
goOstermektedir. Buna gore, 30 851 263 akge avariz gelirinin yakla-
stk ylizde 90’1 bir yil 6nce tahakkuk eden, yiizde 4,5'i de iki yil 6nce

Tablo 2.
Geciken Gelir Miktari

Avariz Agnam Cizye Mukataa Toplam
Gecikme (y1l) % Birikimli % % Birikimli % Birikimli % % Birikimli % % Birikimli %
-1 0] 0 0 0 0,0009 0,0009 0,0160 0,0160 0,0046 0,0046
0 0] 0] 0,0130 0,0130 0,0020 0,0029 0,1057 01217 0,0296 0,0342
1 0,8998 0,8997 0,3899 0,4029 0,3331 0,3360 0,3307 0,4524 0,4838 0,5180
2 0,0452 0,9449 0,4950 0,8978 0,5733 0,9093 0,3590 0,8114 0,3741 0,8921
3 0,0206 0,9654 0,0191 0,9169 0,0528 0,9621 0,0644 0,8757 0,0458 0,9378
4 0,0274 0,9929 0,0565 0,9734 0,0169 0,9789 0,0499 0,9257 0,0303 0,9682
5 0,0025 0,9954 0,0058 0,9792 0,0073 0,9862 0,0253 0,9510 0,0108 0,9790
6 0,0010 0,9964 0,0106 0,9898 0,0008 0,9871 0,0139 0,9649 0,0048 0,9838
7 0,0001 0,9965 0,0051 0,9948 0,0019 0,9889 0,0035 0,9684 0,0020 0,9858
8 0,0002 0,9967 0 0,9948 0,0004 0,9894 0,0026 0,9710 0,0009 0,9867
9 0 0,9967 0,0007 0,9956 0,0019 0,9913 0,0020 0,9729 0,0014 0,9880
10 0 0,9967 0,0025 0,9981 0,0014 0,9927 0,0098 0,9827 0,0033 0,9914
1 0,0032 1 0,0013 0,9994 0,0019 0,9946 0,0145 0,9972 0,0056 0,9969
12 o] 1 0 0,9994 0,0053 0,9999 0] 0,9972 0,0022 0,9992
13 0 1 0,0004 0,9998 0,0000 0,9999 0 0,9972 0,0000 0,9992
14 0 1 0,0002 1 0,9999 0,002 0,9988 0,0004 0,9997
15 0 1 0 1 0,9999 0,000 0,9993 0,0001 0,9998
16 0 1 0 1 8E-05 1 0 0,9993 0,0000 0,9998
17 0 1 ] 1 1 0,0003 09996 0,0001 0,9999
18 0] 1 0 1 1 0,0004 1 0,0001 1
20 0] 1 0 1 4,01E-06 1 0] 1 0,0000 1

7 S6z konusu ruznamce defteri hakkinda genis bilgi icin bkz. Yildirim (2008).
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tahakkuk eden gelirlerden olusmaktadir. 5 721 234 akge agnam
gelirinin ise ylizde 38,9'u biryil 6nce, ylizde 49,5%i iki yil 6nce, ylizde
5,6’s1 4 yil dnce tahakkuk eden gelirlerden olugmaktadir. 49 852
825 akge cizye gelirine bakildi§inda, bu gelirin yizde 33,3’ bir yil
once, ylzde 57,3'G iki yil 6nce, ylzde 5,2’si de 3 yil 6nce tahakkuk
eden gelirlerden olusmaktadir. Son olarak 31 257 967 akge muka-
taa gelirlerinin ytzde 10,5'i tahakkuk eden yilda, ylizde 33,1'i bir yil
once, ylzde 35,9'u iki yil once, ylizde 6,4°U g yil 6nce ve ylzde
5'i de 4 yil 6nce tahakkuk eden gelirlerden olusmaktadir. Bura-
dan anlasilacagi Uzere, gelir diizeyinde gecikme en fazla mukataa
gelirlerinde gorilirken, hazineye en hizli girigler ise avariz gelirle-
rinde yasanmistir. Kayit sayisi Uzerinden yapilan gikarsama, gelir
miktari Gizerinden yapilan gikarsamayla orttismektedir.

BUtln bunlarla birlikte, ruznamgeler gelirlerin cografi olarak nere-
den intikal ettigi bilgisini de saglamaktadir. Analiz igin bu bilgi kul-
lanilarak gelir kaynagindan istanbul’a olan mesafe dlgiilmiistiir.
Fakat berat resmi gibi bazi gelir tirleri igin cografi mekan bilgisi
belirsizdir. Mekan bilgisi olmayan gelirler analiz disinda tutul-
mustur. Analizde kullanilan degiskenlerin Ozet istatistikleri Ek
Tablo 1'de verilmistir.®

Analiz

Bu kisimda, gelirlerin hazineye aktariimasinda yasanan gecik-
melerin belirleyicisi olarak daha dnce bahsedilen istanbul’a olan
mesafe, gelir tlrld ve gelir miktari degiskenleri regresyon analizi
gergevesinde incelenip istatistiki olarak ne ifade ettikleri ve etki
blyutklikleri degerlendirilecektir. Bu baglamda asagidaki regres-
yon denklemitahmin edilmistir.

Gecikme; =B, + B:Mesafe; + B,Gelir. + BsMiktar+ €;

Gecikme, de@iskeni ruznamce defterindeki i kaydi igin gelirin hazi-
neye girdigi yildan tahakkuk ettigi yilin ¢ikarilmasiyla elde edilen
farki gostermektedir. Mesafe, degiskeni i kaydindaki gelirin ortaya
ciktig yerden istanbul’a olan kus ugusu mesafeyi kilometre cin-
sinden dlgmektedir. Gelir; ise i kaydindaki gelirin cizye, avariz,
agnam ve mukataa gelirlerinden hangisi oldugunu isaretleyen
kukla degiskenlerden olusan bir vektordlr. Tablo 1 ve 2'deki 6zet
istatistiklere gore en az gecikmeyle hazineye aktarildigi gortilen
avariz gelirleri referans kategorisi olarak kullanilmistir. Miktar,
i kaydindaki gelirin akge cinsinden miktarini gostermektedir. Bu
degiskenin logaritmasi alinarak analizde kullaniimistir. ¢; ise kayit
dlizeyinde hata terimini gostermektedir. Bu modelin parametre-
leri En Klglk Kareler tahmincisi kullanilarak hesaplanmistir.

Kurgulanan bu ekonometrik modelin tahmin edilen parametre-
leri Tablo 3'te verilmistir. Tablodaki veriler vergi tabaninin bulun-
dugu yerden istanbul'a olan mesafe arttikga gelirlerin hazineye
girisinde yasanan gecikmelerin de arttigini gostermektedir. Bu
sonug yukarida ortaya konulmus teorik beklentiyle uyumludur.
Tablodaki bitlin modellerde mesafe degiskeni istatistiki ola-
rak ylizde 1 dizeyinde anlamlidir. SGtun 3'teki etki blyUkligtne
bakilirsa eger bir vergi geliri istanbuldan 1000 km uzaga tagin-
mis olursa, o gelirin hazineye girisinin yaklasik bir buguk yil geci-
kecegi goriilmektedir. ikinci ve iglincii siitunlarda vergi tiirleri de
modele eklenmistir. Burada teorik olarak en hizli hazineye intikal
etmesi beklenen avariz geliri referans kategori olarak kullanilmig-
tir. Cikan sonuglara gore avariz vergisi ile mukayese edildiginde

Tablo 3.
Gelirlerin Hazineye Gecikmeli Girmesini Etkileyen Faktérler

Degiskenler (1) Gecikme (2) Gecikme (3) Gecikme (4) Gecikme
istanbul'amesafe  1,064*** 1,519%** 1,578*** 1,578%**
(04171) (0,244) (0,242) (0,353)

Cizye 0,87T7*** 0,878*** 0,878***
(0,107) (0,104) (0,127)

Mukataa 1,341%** 1,362%** 1,362%**
(0,194) (0,191) (0,373)

Agnam 1,041%** 0,987*** 0,987***
(0,241) (0,224) (0,234)

Miktar (log) —0,284*%*%  —(0,284%**
(0,048) (0,056)

Sabit 1,705%** 0,746*** 3,637*** 3,637***
(0,081) (0,127) (0,482) (0,606)
Gozlem 1,351 1,351 1,351 1,351
R-kare 0,017 0,072 0,116 0,116

Not: Saglam (robust) standart hatalar parantez iginde verilmistir. *** p <,01,
**p < ,05*p< 1.

cizye, agnam ve mukataa gelirleri hazineye daha geg¢ girmekte-
dir. Detaylica ifade etmek gerekirse, avariz gelirlerine gore cizye
gelirleri 0,87 yil, agnam gelirleri 1,04 yil, mukataa gelirleri ise 1,34
yil daha ge¢ hazineye intikal etmektedir. Etki buyUklikleri de
yukarida agiklanan teorik beklentiyle uyumludur. Bu degiskenler
icin etki buyUklUklerinin istatistiki olarak da sifirdan farkli oldugu
gorilmektedir. Son olarak, miktar degiskeni tabloda model Uge
eklenmistir. Bunun sonucunda yine teorik beklentiyle uyumlu ola-
rak gelir miktari arttikga hazineye girislerin hizlanmakta oldugu
gorilmektedir. Eder bir kayittaki gelir miktari ylzde 100 artti-
rilirsa o gelirin hazineye girisinde yasanacak gecikme yaklagik
0,3 yil azalmaktadir. Bu etki istatistiki olarak ylzde 1 diizeyinde
anlamlidir.

Ruznamge kayitlarinda bazen ayni gelir kaynagindan birkag tak-
sitle gelen gelirler olabilmekte dolayisiyla ayni gelir kaynagdi igin
birden ¢ok kayit bulunabilmektedir. Bu durumun sebep olabile-
cegi hatalari azaltmak igin Tablo 3'teki dordiinci sttunda hata
terimleri kaza diizeyinde gruplandiriimistir. Yapilan gruplamanin
neticesinde degiskenlerin istatistiki anlamlilik dlizeylerinde bir
degisme olmadigi gorilmustir.

istanbul’a mesafenin gecikmeye etkisinin gelir tiirlerine gore
farklilik arz edebilecegi beklentisini test etmek igin Tablo 4'te,
Tablo 3’te yapilan analiz 6rneklem vergi tirlerine gore ayrilarak
tekrarlanmistir. Ortaya ¢ikan sonuca gore mukataa gelirleri s6z
konusu oldugunda istanbul'a olan uzaklk en fazla gecikmeye
sebep olmaktadir. S6z gelimi, eger istanbul'daki bir mukataa geliri
1000 km uzaga tasinirsa 4,2 yil daha gecikmeli olarak hazineye
girecektir. Benzer sekilde, mesafe degiskeninde ayni miktardaki
bir degisikligin etkisi agnam gelirleri icin 2,1 yil, cizye gelirleri igin
0,7 yil ve avariz gelirleri igin 0,5 yil olarak tespit edilmistir. Dola-
yistyla hangi tir gelirin merkeze ne kadar uzak oldugunun gelir-
lerin hazineye intikali bakimindan 6nem arz ettigi gortlmektedir.

& Mukataa kayitlarinda yerismi belirtilse de mukataalarin genellikle birden fazla gelir kaynaginin bir araya getirildigi mali birimler olmasi ve hemen her mukataa kaydi sonuna mukataaya dahil
edilen ve spesifik olarak zikredilmeyen gelir kaynaklarini ifade etmek igin kullanilan “ve tevabiuha” ifadesinin eklenmesi mukataalarin kesin mekani ile ilgili belirsizlik yaratmaktadir (Geng,
20086, s. 57-64). Fakat donemin teknolojik sartlari goz ontine alindiginda mekansal olarak birbirinden ¢ok uzaktaki yerlerin ayni mukataa altinda birlestirilmelerinin cok yaygin bir uygulama
olmayacagini sdylemek mimkindir. Mukataa gelirleri ile ilgili bulgulari yorumlarken bu kisit akilda tutulmalidir.
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Tablo 4.
Gelir Tuirlerine Gére Degisen Etkiler
(1) Avariz (2) Cizye (3)Agnam (4) Mukataa
Degiskenler Gecikme  Gecikme  Gecikme Gecikme
istanbul’a mesafe 0,504* 0,748*** 2147* 4 211%**
(0,258) (0,282) (1134) (0,732)
Miktar (log) —0,197-***  -0,248***  —0,786*** -0,199**
(0,058) (0,083) (0,208) (0,085)
Sabit 3,259%** 4,589*** 9,412+ 3,474%**
(0,626) (0,858) (2,375) (0,868)
Gozlem 387 507 118 339
R-kare 0,062 0,050 0,221 0,143

Not: Saglam (robust) standart hatalar parantez icinde verilmistir. ***p < ,01,
**p < ,05*p< 1.

Avariz, cizye ve mukataa gelirlerinde miktarin gecikmeye etkisi
benzerdir. Miktar degiskeninin etkisi ise agnam gelirleri igin yik-
sek gozikmektedir.

Sonug ve Oneriler

Bu galismada Osmanli devletinin mali kapasitesi incelenmistir.
Devletin vergi gelirlerini toplayip hazineye aktarma sirecinde
yasanan gecikmeler, diger bir ifadeyle verginin tahsil tarihi ile
tahakkuk tarihi arasindaki fark, mali kapasitenin bir ol¢list olarak
kullanilmistir. Vergi gelirlerinin hazineye aktariimasi sirecinde
yasanan gecikmelerin gelir kaynagindan merkeze olan mesafe,
gelirin cinsi ve miktari gibi degdiskenler tarafindan nasil etkiledigi
lzerinde durulmustur. 16. ylzyilhn sonlarina ait ruznamce kayit-
lari kullanilarak yapilan ekonometrik analize gére istanbul’a olan
mesafe arttikca gelirlerin daha fazla gecikmeyle hazineye intikal
ettigi gorulmdustir.

Gelirtirlerinin gecikmeye olan etkisine bakildiginda avariz vergisine
gore siraslyla (artan) cizye, agnam ve mukataa gelirleri daha geg
hazineye girmektedir. Gelir tiirlerine gore hazineye intikalde yasa-
nan gecikmelerin degismesi vergi tabaninin olculebilirligi ile vergi
mikelleflerinin vergi toplama slirecinde ortaya koydugu mukave-
metin bir sonucu olarak ortaya ¢ikmis olmalidir. Avariz vergisi cizye
vergisine, cizye vergisi ise diger vergi tlrlerine gére daha kolay 6lgU-
lebilir vergi tabanlarina sahiptir. ilaveten, agnam gelirlerinin toplan-
masi slirecinde konargdgerlerin gikarabilecedi muhtemel zorluklar
ve mukataa gelirlerinin niifuz sahibi miltezimlerin elinde bulun-
masl, agnam ve mukataa gelirlerinin hazineye intikalini daha da
geciktirici yonde bir etki dogurmus olabilir. Gelir miktarindaki artig
ile gecikme degiskeni arasinda ise ters yonlu bir iligki tespit edilmis-
tir. Bu sonugtan Osmanli yoneticilerinin ylksek meblagh gelirlerin
hazineye intikalini daha iyi organize ettikleri anlagiimaktadir.

Bu calismada yapilan ampirik analiz 16. ylzyilin sonuna ait veri-
lere dayanmaktadir. Ortaya konulan bulgularin Osmanli maliyesi-
nin blyUk déntstmler yasadigi 17. ve 18. ylzyilda ne kadar gegerli
oldugunun ise bagka galismalarla incelenmesi faydali olacaktir. Bir
diger husus zamanla iltizamin yayginlastigi tartismalaridir. iltizam
usullindeki bu genigleme esnasinda Osmanli yoneticilerinin mer-
keze mesafe degiskenini karar alma slreclerinde bir faktor olarak
hesaba katip katmadiklari yine ileriki calismalarda tetkik edilebile-
cek ilgi gekici bir konudur.
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Extended Summary

This paper studies the fiscal capacity of the Ottoman Empire. It uses variation in time difference between the date of tax accrual and
the date of tax collection to identify fiscal capacity and argues that longer delays in transferring tax revenues to the center should result
from a weaker capacity. Using regression analysis, the paper empirically examines the impact of distance from the center to the tax
base, tax types, and the volume of tax revenues on the lag in tax collection. The data for the empirical analysis come from the books of
daily transactions of the central treasury (ruznamce defterleri), the ruznamge of the fiscal year of 1591-1592. Ruznamge defters contain
information on the date of tax accrual and date of tax collection, tax types, and location of tax base. Empirical analysis reveals that the
increased distance from tax base to the center led to longer delays in tax collection. Tax types also mattered in efficient transfer of tax
revenues to the central treasury. Compared to extraordinary taxes (avariz) levied on avariz households, poll taxes (cizye) levied on the
non-Muslim population, sheep taxes (aded-i agnam) levied on herds of livestock, and tax farms (mukataa) revenues, which were gene-
rally collected from commercial and agricultural activities, were transferred into the center in greater delays. The highest delay hap-
pened in revenues from tax farms. Measurement and enforcement costs associated with tax collection, which potentially varies with
revenue tapes, may have contributed to these findings. It is also observed that the effect of distance from the center differed across
revenue types. Finally, results show that the volume of revenue is negatively associated with delays in tax collection.
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Ek Tablo 1.
Ozet Istatistikler

Degiskenler Go6zlem Ortalama Standart sapma En diisiik deger Enyliksek deger
Gecikme 1,351 2178 2119 -1 20
istanbul’a Mesafe 1,351 0.444 0.260 0.022 1.403
Cizye 1,351 0.375 0.484 6] 1
Mukataa 1,351 0.251 0.434 6] 1

Agnam 1,351 0.087 0.282 0 1

Avariz 1,351 0.286 0.452 0 1

Toplam gelir 1,351 87108.280 253716.700 20 5648148
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GUnlUmUzde artan rekabet kosullari icerisinde perakendeciler ayakta kalabilmek icin tiketicilerle
olan siki iliskilerine dayanarak onlarin istek ve ihtiyaglarini anlama ve tatmin etmek amaciyla kendi
markalarini kullanmaktadir. Bu sekilde dretilen Urlinlere market markali Grtinler denilmektedir.
Temizlik Grlnlerinden kisisel bakima, mutfak arag gereglerinden gida trlinlerine kadar genis bir
Urlin yelpazesine sahip olan market markalarina yerel gida Urtinlerinin de dahil edildigi gortlmek-
tedir. Bu calismada tiketicilerin market markali yerel gida Urtinlerini tercih etmelerini etkileyen
faktorlerin belirlenmesi amaglanmistir. Bu amagla literatir incelenip farkli ¢alismalardan alinan
Olceklerarastirma konusuna uygun bir sekilde revize edilip bir model olusturulmustur. Olusturulan
model; Urlnlerin ozellikleri ve kalitesi, markalama ve tutundurma boyutu, dagitim ve fiyatlan-
dirma boyutu, duygusal boyut ve Urtin boyutlarindan olugsmaktadir. Bu boyutlarin market markali
yerel Urlnlerin tercih edilmeleri Gzerindeki etkilerinin tespit edilmesi amaciyla online anket yon-
temiyle veriler toplanmis olup toplam 394 anket ile dederlendirme yapilmistir. Anket uygulamasi
sonucunda elde edilen veriler SPSS 20,0 istatistik programinda analiz edilmistir. Yapilan analizler
sonucunda urdnun ozellikleri ve kalitesinin, markalama ve tutundurma boyutunun, dagitim ve
fiyatlandirma boyutunun, duygusal boyutun ve Uriin boyutunun market markali yerel Griinlerin
tercih edilmesinde olumlu bir etkiye sahip olduklari saptanmistir.

JEL Kodlari: C12, D12, D40

Anahtar Kelimeler: Market markalari, yerel Grtnler, Grin tercihi

ABSTRACT

In today's enhanced competitive conditions, retailers use their own brands to understand and
cater to consumers' needs and demands based on their close relationships with consumers in
order to survive. The products produced in this way are called market branded products. It is seen
that local food products are also included in the market brands, which have a wide product range
from cleaning products to personal care, from kitchen tools to food products. The aim of this
study was to determine the factors affecting the consumers' preference for market brand local
food products. In accordance with this purpose, the literature was examined and the scales taken
from different studies were revised in accordance with the research topic, and a model was cre-
ated. The model created consists of the features and quality of the products, the branding and
promotion dimension, the distribution and pricing dimension, the emotional dimension, and the
product dimensions. In order to determine the effects of these dimensions on the preference
of market brand local products, data were collected by online survey method, and a total of 394
surveys were evaluated. The data obtained as a result of the survey application were analyzed in
the Statistical Package for the Social Sciences 20.0 statistical program. As a result of the analysis,
it has been determined that the features and quality of the product, the branding and promotion
dimension, the distribution and pricing dimension, the emotional dimension, and the product
dimension have a positive effect on the preference of market brand local products.

JEL Codes: C12, D12, D40

Keywords: Local products, private labels, product preference
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Giris
Tuketiciler yasadiklari dénemin sahip oldugu demografik, sos-
yolojik ve psikolojik &zellikleri sonucunda farkli algi ve moti-
vasyonlarla satin alma davranisini gerceklestirmektedir. icinde
bulunduklari sosyal ortamlari, aile yapilari, farkli algr diizeyleri gibi
faktorlerde tiketicilerin satin alma egilimlerini etkileyen unsurlar
arasindadir. Konu ile alakali literatlir incelendiginde tiketicilerin
basta kisisel 6zellikler olmak Uzere, satin alma egilimlerini etkile-
yen ¢ok sayida sebebin oldugu gorilmektedir. Geleneksel tiketici
davranigs modellerine gore tlketici rasyonel davraniglar sergileyen
bir karar verici olarak nitelenmektedir. Ancak arastirmalar tiketi-
cilerin aligverislerde sadece rasyonel dirtilerle degil, cogu zaman
duygusal dirtllerin etkisi altinda kalarak satin alma davranigini
gerceklestirdigini ortaya koymustur (Okutan ve ark., 2013, s. 121).

Degisen trendlerin de tlketicilerin satin alma davraniglar tze-
rinde etkisi bulunmaktadir. Ozellikle son yillarda sehir insani olarak
hitap edilen dogadan, dogalliktan ve yesilden uzak olan tiketici-
lerde dogala ve geleneksel gida Uriinlerine donts baglamistir. Bu
degisen gida trendinin fabrikalarda tretilen katki maddeli gidalara
olan siphenin artmasi, artan saglik sorunlari, 6zellikle son yillarda
koronavirlis sebebiyle insanlarin saglikli yasama olan ilgi diizeyi-
nin de artmasi sebep olarak gosterilebilmektedir.

Ulkemiz, geleneksel gida gesitliligi bakimindan dinyanin sayili
Ulkelerinden biridir. Bunda gok eski medeniyetlere ev sahipligi
yapmasindan bitki ortlstine, dort mevsimin birden yasanma-
sindan, cografi Ozelliklerinin etkisine kadar birgok neden sayi-
labilmektedir (Yalgin, 2013, s. 206). Tim bu etkilerin sonucunda
geleneksel gida dedigimiz yerel gida, yoéresel Urlin olarak da anilan
kavram ortaya cikmistir. Uretim yerleriyle 6zdeslesmis olan bu
Urlnlertlketiciler tarafindan yoreye duyulan gliven nedeniyle ter-
cih edilmekte, yore adinin kullanilmasi triinin kalitesi konusunda
glivence yaratmaktadir (Yalgin, 2013, s. 206).

Yerel Urlnlerin olusturulmasinda farkh birgok etken s6z konu-
sudur. Literatir incelendiginde bir yoreyi etkileyen bagimli ve
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badimsiz degiskenlerin o yorede Uretilen yerel Urlinleri sekillen-
dirip, gercek degerini verdiginden bahsedilmektedir. Bu yerel
drtnleri etkileyen bagimli degiskenler; farkli tarihi gecmisler, farkli
yerel, bolgesel ve ulusal kulturler, farkli gelenekler, farkli hayat
tarzlari, farkli galisma kosullari, yaraticiliktaki farkhliklar, merak ve
ilgi dizeyi ile emek olarak belirlenmistir. Bagimsiz degiskenler ise;
iklim, toprak yapisi, rakim ve baki olarak saptanmistir. Bu sayilan
bagimli ve bagimsiz degiskenlerdeki farkliliklar sonucunda yerel
urtinlerdeki cesitlilik ortaya gikarmaktadir. insanlar uzun yillardir
Ulkemizdeki iklim, toprak ve rakim gibi degistirmesi elinde olma-
yan bu bagimsiz degisken unsurlarina adapte olarak toplumun
faydasina katki saglayacak bigimde yerel drlinlerini olusturmak-
tadir (Lok & Yildiz, 2015, s. 159-160; Yalgin, 2013, s. 206-207).

Son yillarda market markal Uriinlerin Uretici firmalar karsisinda
pazarda daha glgli bir konumda oldugunu sdylenebilir. Bunun
sebepleri olarak tlketicilere olan yakinliklari, stirekli ve etkin bir
bicimde tlketicilerin istek ve ihtiyaglarindaki degdisimi izleyebil-
melerive bu dogrultuda Uretici firmalardan daha hizli bir bigimde
tlketici ihtiyaglarini dogru bir sekilde kargilamalari 6rnek veri-
lebilir. Temizlik, bakliyat, stit ve st Urlnlerinin yani sira yerel
drtinlerinde market markal Urlin gruplari arasina girdigi soy-
lenebilir. Buna Erzurum ve bagka dogu illerinde bulunan Tema
marketlerinin kendi markasiyla piyasaya sundugu Erzurum’un
yoresel Grlni olan kitlama seker veya islamoglu markasinin yine
kendi adiyla Urettigi Trabzon’un yoresel Grlind olan tereyagi ve
farkli peynir cesitleri (kolot peyniri, minzi peyniri vb.) 6rnek olarak
verilebilir.

Belirtilen dnemine binaen bu calismada market markali yerel
Urlnlerin tercih edilmesini etkileyen faktorlerin tespit edilmesi
amaglanmistir. Literatlirde market markali drlnler ve yore-
sel Urlnlerin ayri ayri incelendigi gok sayida galisma mevcuttur.
Ancak market markasinin ve yerel Urlinln birlikte ele alindigi bir
calismaya rastlanmamistir. Dolayisiyla bu galismada market mar-
kali yerel Urln tercihinin arastiriimis olmasi, konu bakimindan
calismanin 6zgUlnliginl ortaya koymaktadir. Bununla birlikte

H;

Market Markal1 Yerel
Uriinlerin Tercih
Edilmesi

4

Hs
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Tablo 1. )

Cevaplayicilarin Demografik Ozellikleri

Cinsiyet Frekans Yiizde Gelir Durumu Frekans Yiizde
Kadin 226 574 2500 ve alti 33 83
Erkek 168 42,6 2501-4000 89 22,6
Medeni Durum Frekans Yiizde 4001-5500 180 457
Evli 268 68 5501-7000 65 16,5
Bekar 126 32 7001 ve Uzeri 27 6,9
Yas Frekans Yiizde Meslek Frekans Yizde
18-29 92 23,3 Kamu c¢alisani 35 8,9
30-39 81 20,5 Ozel sektor calisani 166 421
40-49 161 40,9 Ogrenci 33 8,4
50-59 46 1,7 Serbest meslek 84 21,3
60 yas + 14 36 Emekli 17 43
Egitim Duzeyi Frekans Yiuizde Ev hanimi 24 6,1
ilkokul-Ortaokul 1 03 Galigmiyor 11 2,8
Lise 87 221 Diger 24 6,1
Universite 272 69,2

Lisansustl 33 8,4

calismada olusturulan model kapsaminda market markali yerel
Urtnlerin tercih edilmesinde etkili olabilecedi ongortlen degdis-
kenler saptanip bunlarin olasi etkilerini belirlemek amaciyla kuru-
lan hipotezler test edilmis ve sonuglar yorumlanmustir.

Kavramsal Cerceve

Market Markasi Kavrami

Perakendeciler gibi kanal Uyeleri tarafindan Ureticilere fason
olarak Urettirilen, pazarlama gibi Gretim sonrasi tim faaliyetleri
perakendecilerin Ustlendigi, perakendecinin kendi adi veya olus-
turdugu ad ile satisa sunulan Griin markalari market markalari
olarak tanimlanmaktadir (Cop & Turkoglu, 2008, s. 72). Market
markasi, Ureticinin pazarlama streci Uzerindeki kontroll pera-
kendeciye devrettigi bir marka tiridur (Akin & Yoldasg, 2010, s. 3).
Bir bagka ifade ile bir kurulusun Grettigi Grind, tiketiciden gelen
talepleri iceren sartlar altinda tiketicilerinin istedigi ve kendi-
sine ait oldugunu belgeledigi marka ve dizayn cercevesinde imal
etmesine market markasi denmektedir (Yildiz, 2008, s. 4). Mar-
ket markasi olabilmenin en énemli kosulu, marketin kendisini bir
marka olarak gérmesidir (Gavcar & Didin, 2007, s. 24).

Market markasi kavraminin, yabanci literatirde yer aldigi sekliyle
Private Label, Private Brands, Private Label Brands, Retail Brands,
Store Brands, Retailer's Own Brands, Own Label Brands, Middle-
man Brands, Distributor’s Label, House Brand olarak adlandiril-
maktadir. Gelistirilen marka ismi, perakendeci igletme adi ile ayni
olarak kullanilmasi durumunda “Market ya da Magaza Markala-
ri’(Store Brands) olarak alinirken (6rn. Migros slt, Gima pecete),
perakendeci isminden bagimsiz olarak yeni bir marka isminin
yaratiimasi durumunda “Ozel Marka’(Private Label) olarak tanim-
lanmaktadir (Cop & Tiirkoglu, 2008, s. 72). Ornek olarak Bim’in
Dost marka sit ve sit Urlinleri veya Efsane marka bakliyat trin-
leri verilebilir.

Market markalari Urtin kavraminin gelisimine; market markali
Urlnlerin tiketiciler tarafindan benimsenmesi ve taninirliginin
artmasiile ylksek kar marjiyla hareket eden perakendecilerin mar-
ket markalarinin yonetimi konusunda gerekli yetenedi kazanmig
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olmalari sebep olmustur (Kwon ve ark., 2008, s. 105). Avrupa'da
30 yillik gegmisi olan market markali Grtinlerin Turkiye'deki geli-
simi ise son 10 yil icinde gortlmuUstir. Tlrkiye'de perakendecilik-
teki yogunlagma ve fiyatlara kargi artan duyarlilik gibi faktorlerin
etkisi ile market markalarinin ticari cirodaki payinda artiglar gortl-
mektedir (Albayrak & Délekoglu, 2006, s. 213).

Market markali Grlin kategorileri arasinda sit, yogurt, tereyag,
peynir, tam hazir yemekler ve et gibi sogutulmus yiyecekler, mar-
ket markali Grlin satiglarinin en biytk payini olusturmaktadir.
Genel olarak, sogutulmus gida, dondurulmus gida, rafta dayanikli
gida ve k&gt drlnler, plastik posetler ve ambalajlar market mar-
kali Grtin satiglarinda gii¢lt oyunculardir; sampuan, dis macunu ve
kozmetik gibi kigisel bakim Urtnleri ise genellikle en kiglik pazar
payina sahiptir. Market markali Urlinlerin satiglarindaki kategori-
ler arasi farkliliklarin nedeni, farkli Griin 6zelliklerine baglanabilir.
Market markalariyla ilgili 6nceki arastirmalarin cogu, demografik
ozellikler deger bilinci, fiyat duyarlihgi, aligveris degerleri ve risk-
ten kaginma gibi 6zel marka satin alma niyetini etkileyen tiketici
ozelliklerine odaklanmistir. Sadece birkag galisma, trlin kategori-
leri arasindaki satis farkhliklarina dikkat etmis ve Urln 6zellikleri-
nin 6zel markali Grtnlerin satiglar Gzerindeki potansiyel etkisini
incelemistir.

Glnimuzde perakendeciler marka imajini ve marka denkligini
olusturmak icin biyik yatirimlara girmektedirler. Bu yatirim-
lardan en 6nemlilerinden birisi de 6zel marka olusturulmasidir.
Tesco marka degerini yansitabilmek icin kendi markasini gelis-
tirme yoluna gitmistir. Firma; kendi markali trtnlerinde ilk dnce
taklit stratejisini uygulamistir. Burada Tesco'nun amaci oncelikle
magazanin imajini 86 tlketicilerin zihninde olusturabilmekti.
Zaten ozel markali Grinlerin gelisim slrecine bakildiginda pera-
kendeciler markalarinin tiketici zihninde yerlesmesini saglamak
ve kurum imajini olusturabilmek icin dncelikle kendi markalarini
taklit stratejileri ile ortaya koymaktadirlar. Bu durumda teknoloji
ve kalitesi lider markaya yakin, fakat lider markadan daha ucuz
Urlnler Greterek magaza imajlarini gliclendirme cabasi gitmek-
tedirler (Fettahlioglu, 2008, s. 85-86).
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-(I;Z?/!ac/,a/za;y/a/arm Market Markali Yerel Uriinleri Tercih Etmesini Etkileyen Faktorlere Yonelik Algilari

DEGISKENLER Ortalama Standart Sapma
Uriinlerin Ozellikleri ve Kalitesi 4,09 0,676
Yerel Urlinler daha sagliklidir. 4,64 0,824
Yerel Urlinler daha dogaldr. 4,56 0,833
Yerel Urlinler daha tazedir. 4,15 0,758
Yerel Urlinler daha glvenilirdir. 410 0,758
Yerel Urlinler daha yUksek kalitelidir. 4,04 0,825
Yerel Urlinler daha kaliteli malzeme igerir. 4,03 0,845
Yerel Urlinler daha lezzetlidir. 4,0 0,845
Yerel Urlnler daha hijyeniktir. 3,74 0,981
Yerel Urlinlerdeki kalite benim icin UrlinG alirken 6dedigim fiyattan daha dnemlidir. 4,06 0,802
Dogrudan ciftciden aldigim yiyeceklerin herhangi bir katki maddesi icermediginden emin olurum. 3,85 0,896
Yerel Urlinler dogal ve gevre dostu olarak Uretilmektedir. 3,73 0,835
Markalama ve Tutundurma Boyutu 2,655 1,244
Yerel Urlinler daha kolay bulunur. 2,50 1,436
Yerel Urlinleri taninmis markalarda bulmak mimkindur. 2,49 1,443
Yerel Urlinlerin daha fazla reklami yapilmaktadir. 2,41 1,414
Market markali Grinleri ve indirimlerini marketlerdeki katalogla takip ediyorum. 2,76 1,481
Market markali Griinlere yonelik gikarilan magaza kartina sahip olmam bu trlnleri alma egilimimi arttirir. 2,74 1,466
Market markali Grtinlerin Urlin ¢esidinin arttiriimasi tercihimi etkiler. 3,03 1,314
Dagitim ve Fiyatlandirma Boyutu 3,96 0,541
Market markali Griinlerini begendigim marketten aligveris yaparim. 4,07 0,722
Market markali Griinlerin kendi marketleri digindaki marketlerde de satilmasi iyi olurdu. 4,03 0,768
Surekli ayni zincir marketin market markali Grlinlerini tercih ederim. 3,94 0,767
Aradigim market markali trlnleri raflarda kolaylikla bulabilirim. 3,89 0,794
Market markali Griinler fiyat-kalite iligkisi agisindan iyi bir alternatiftir. 3,95 0,652
Market markali Urtinlerin tanitimina yonelik kampanyalar (lrtin deneyi, ikram) bu Urlnleri alma sikligimi 4,01 0,703
arttirir.

Market markali Griinleri satin alirken diger Uretici markali gida trlnleriyle fiyat kargilagtirmasi yaparim. 4,01 0,636
Market markali Urtinlere yonelik promosyon ve 6zel indirim uygulamalarinin arttirilmasi gerektigini 4,01 0,720
dislintGyorum.

Market markali Griinlerin Gretici firmasinin taninirhg nemlidir. 4,05 0,612
Yerel Urlinler kalitesine gore uygun fiyathdir. 3,64 0,932
Duygusal Boyut 4,20 0,648
Yerel Urlinler yore ekonomisi igin daha dnemlidir. 412 0,721
Yerel Urlinler satin alirken yerel Uretimi destekledigimi dlstnlyorum. 419 0,686
Bolge ekonomisini desteklemek igin yerel Uriinlere daha cok 6deme yapmayi kabullenebilirim. 4,28 0,864
Uriin Boyutu 3,76 0,747
Genellikle market markali Grtinlin kalitesi satildigi marketle iligkilidir. 3,53 1,080
Bir magazanin ismine ne kadar giiveniliyorsa, market markali Grtinlerine de o kadar glvenilir. 4,00 0,656
Market Markali Yerel Uriinlerin Tercihi 3,953 0,692
Gelecekte de market markali yerel Urlinleri satin almayi dislindyorum. 3,97 0,751
Market markali yerel Urlinleri satin almaya istekliyim. 3,99 0,729
Market markali yerel Grlinleri arkadaslarima ve yakinlarima tavsiye ederim. 3,90 0,749

Market markalarin Turkiye'deki ilk uygulamasi ise Migros-Tirk slire pazarda etkin bir rol oynayamamistir. Bu nedenle Turkiye'de
onculiginde 1957 yilinda baslayan 6zel marka uygulamalari 0zel markalarin biyUk 6lcekli perakendeciler tarafindan yogun ve
biyuk olgekli zincir magazacilik formatinin 6zel marka ¢ikaracak farkh stratejik amaglara hizmet edecek sekilde kullanimi 1990l
buyUklikte olmamasi, Uretici sayl ve niteligindeki eksiklik, 6zel yillarin ikinci yarisindan sonra baglamistir (Ozgll, 2004, s. 145).
markalar konusunda yaklagim eksiklikleri gibi nedenlerle uzun GUnlmUzde market markali Urlinlere sahip olan kuruluslara
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Tablo 3.

KMO ve Barlett Testi Sonuclari

Kaiser—-Mayer-Olkin (KMO) 930

Barlett Testi Ki-Kare 11356,850
Sd 496
Sig. ,000

Migros, Tansas, ismar, CarrefourSa, Kipa, Tema, A-101, Bim ve Sok
gibi perakendeciler 6rnek olarak verilebilir.

Market Markalarinin Ozellikleri ve Avantajlar
Market markasi, perakendeci ya da toptancinin bir Grintdir ve
magdazasi icin ticari bir markadir. Market markal Griin, dagrtim

Tablo 4.
Faktorler Igin Agiklanan Varyanslar Tablosu

Toplam Faktor Yiikleri

Baslangig Oz Degerleri (Dondurilmiis)

Aciklanan Aciklanan

Varyans Birikimli Varyans Birikimli
Faktdr Toplam (%) (%) Toplam (%) (%)
1 12,884 40,263 40,263 7696 24,048 24,048
2 4792 14,976 55,239 5,650 17,657 41,706
3 3,035 9,483 64,722 5,445 17014 58,720
4 1,315 4,109 68,831 2,025 6,328 65,048
5 ,986 3,082 71,913 1,757 5,491 70,539
6 ,903 2,822 74735 1,343 4,196 74,735
7 , 7196 2,487 77,222
8 ,692 2162 79,384
9 ,642 2,005 81,389
10 515 1,610 82,999
1 500 1,561 84,560
12 480 1,499 86,059
13 428 1,337 87,396
14 .389 1,214 88,610
15 .350 1,093 89,702
16 315 ,986 90,688
17 .301 941 91,629
18 .289 ,903 92,532
19 256 ,799 93,332
20 248 776 94,108
21 ,231 ;722 94,830
22 ,218 ,682 95,512
23 ,202 ,632 96,144
24 192 ,601 96,745
25 182 ,570 97,315
26 164 512 97,827
27 147 460 98,288
28 141 441 98,728
29 128 401 99,130
30 110 ,345 99,475
31 ,089 278 99,753
32 ,079 247 100,000
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asamasinda garantiye ve madazada da iyi bir raf alanina sahip-
tir. Tuketicilerin fiyatlar arasindaki farklari algilamalari da, bu
sayede kolaylagir. Market markali trlinlerde fiyat kararlari, pera-
kendeci tarafindan gerceklesmektedir. Market markali Grlinlerin
imaji, marketle ayni oldugu igin tutundurma galismalarina kaynak
aktarmaya gerek kalmamaktadir (Doganli, 2021, s. 329).

Uretici firmalarin, Uretim ve pazarlama faaliyetlerini arttiric,
perakendecilerin kar marjlarini distrlcU sekilde pazarlama stra-
tejilerini degistirmeleri perakendeci markasi uygulamalarinin
baslangi¢ noktasini olusturmaktadir (Cop & Turkoglu, 2008, s. 72).

Market markalarinin 6zelliklerini su sekilde siralamak mimkuinddir
(Ozkan & Akpinar, 2003, s. 23-24);

o Market markasi magaza igin ticari bir markadir.

o Market markasi perakendeci ya da toptancinin bir Grinuddr.
Perakendeci veya toptanci Uriin geligtirme, isleme ve marka
yonetimi kararini kendisi verir.

o Market markal Grlnler iyi bir dagitim garantisi ve magaza raf
alanina sahiptir.

o Market markali drlnler, Uretici markali Griinlerin hakim olduk-
lari pazar bolimlerinde yer almaktadirlar. Bu sayede de miste-
rinin fiyat farkini algilamasi kolaylagmis olur.

o Market markali Urlinlerde fiyatlandirma karari perakendeci
isletme denetimindedir. Market imajini yansittigindan ¢ok kap-
samli tutundurma faaliyetlerine ihtiyac duyulmamaktadir.

o Tuketiciler market markasini distk kaliteli olarak algilar-
ken, dretici markali Urlnlerin yUksek kalitede oldugunu
dislinmektedirler.

o Musterilerle iligkilerinin gligclenmesinde farkli bir alternatif ola-
rak kargsimiza ¢ikan market markalari, magaza sadakati yaratma
konusunda 6nemli bir konumdadir.

Market markalarinin hem perakendeciler hem de tlketiciler igin
farkli avantajlar bulunmaktadir. Bunlar (Akin & Yoldas, 2010, s. 5);

o Market markalarinin imalat maliyetlerinin distk olmasi, distk
paketleme maliyetleri, distk reklam maliyetleri, lgek ekono-
misinin sundugu avantajlardan dolayr ulusal markalara gore
daha ucuz fiyatlarla tiiketicilere ulagsma imkani saglar.

o Ekonomik kosullardaki olumsuzluklardan perakendecinin daha
az etkilenmesine olanak saglayabilir.

o Daha sik stok kontroli yapabilirler.

« Perakendeciye ylksek getiri ve iyi bir kar marjinin yani sira pazar
payinin artisina da katki saglar.

o Market markasi magazanin farklilagsmasina da sebep olur.
Market markalari bagka marketlerden satin alinamayacagi igin
ve direkt olarak bagka bir magazadan yerine ikame edilmesi s6z
konusu olmadigi igin market markalari perakendeciyi digerle-
rinden farklilastiracak ve bu da magaza trafiginin artmasina ve
dolayisiyla magaza sadakatinde artisa sebep olur.

o Market markalari perakendecinin imajini arttirmak ve tiketici
ile iligkiyi gliglendirmeye yardim edebilirler.

e Kurumsal imajin olusturulmasina ve desteklenmesine katki
saglar ve markaya tn kazandirir.

o Gugll bir market markasi perakendeciye ayni zamanda dagitim
kanalinda da glclU bir pozisyon elde etmesine yardim eder.

« Perakendecinin imalatgi kargisinda giiglenmesini saglar. Ulusal
marka Ureticilerine karsi bir ateskes silahi olarak kullanilabilir.

Market Markali Uriin Satin Alan Tiiketicilerin Ozellikleri
Son yillarda giderek artan rekabet kosullari sonucunda ticari
anlamda ayakta kalabilmenin en dnemli yolu tiketicileri ¢ok iyi
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tanimak, onlarin istek ve ihtiyaglarini dogru sekilde karsilamak ve
tatmin etmekten gegmektedir. Bu durumun farkinda olan market
markall Urlin Ureticileri de tlketiciler ile olan yakin temaslarinin
da sonucu olarak tliketici istek ve ihtiyaglarini kisa zamanda fark
etme ve buna gore piyasadan daha ucuza Urilin Uretme kapasi-
tesine sahiptirler. Bu durum da market markali Uriin satiglari-
nin paylarini arttirmis, tiketicilerinde giderek bu trlnleri tercih
etmesine sebep olmustur.

Tiketicinin anlamasi ve ne istediginin bilinmesi Uretici firma icin
basarili bir strateji gelistirmesinde kilit rol oynamaktadir (Miquel
ve ark., 2002, s. 6). Market markali Grlinleri satin alan tliketici pro-
filini belirlemek amaciyla farkl degiskenler kullaniimistir. ilk basta,
arastirma sosyo-demografi Uizerine odaklanmisti, ancak sonraki
calismalar psikografik 6zellikler, davranisg, kisilik veya yasam tarzi
gibi diger degiskenleri de dikkate almistir. Market markali Griin-
leri satin alan tiketici kesimini belirlemek igin sosyo-demogra-
fik degiskenleri géz oniinde bulunduran arastirmalarin kesin bir
sonuca varamadi§i tespit edilmistir. Ornegin, yas degiskeni ile
ilgili olarak, bazi aragtirmalar market markalarinin geng tiiketiciler
tarafindan daha yaygin olarak kullanildigini bulurken, diger aras-
tirmalar yas ile market markali Urlinler arasinda anlamli bir iligki
bulamamistir. Hanehalkinin gelir diizeyi Uzerinden yapilan aras-
tirmalarda ise geliskili sonuclar elde edilmistir. Bazi ¢alismalarda
dUstik ekonomik kaynaklara sahip hanelerin bu tlir markalara daha
duyarli oldugu gozlemlenirken, bazi caligmalarda ise ortalama
gelire sahip hanelerinde market markali tGrlinleri tercih ettigi g6z-
lemlenmis, bazi ¢alismalarda ise bu degiskenler arasinda anlamli
bir iliski bulunamamistir (Martinez & Montaner, 2008, s. 479). Ayni
sonuglar egitimde de ortaya ¢ikmaktadir. Bazi ¢alismalarda daha
az egitimli olanlarda daha ytiksek duyarlilik tespit edilirken, diger-
lerinde anlamli bir iliski bulunamamistir. Tim calismalarda tutarli
sonuglara sahip tek degisken hane halki blyUkltgudur. Daha fazla
kisinin oldugu haneler market markalarini daha sik satin aldigi
tespit edilmistir.

Tlketici profillerinin olusturulmasinda sosyo-demografik ¢zellik-
ler ve psikografik 6zellikler olmak tizere iki farkli yaklagimin benim-
sendigi gortlmektedir. Farkl Ulkelerde yapilan birgok galismada
psikografik 6zelliklerin tlketicilerin profillerinin belirlenmesinde
sosyo-demografik 6zelliklere gore daha iyi oldugunu géstermek-
tedir. Bundan dolayi ¢alismada psikografik ozelliklere bagh ola-
rak tlketici profilleri olusturulmustur (Akin & Yoldas, 2010, s. 16).
Tuketicilerin psikografik profili, cok gesitli 6zelliklerden olustugu
icin arastirmacilar, market markasi satin alan ttketici ozellikle-
rini incelerken ¢ok cesitli farkli psikografik degiskenleri dikkate
almiglardir. Ailawadi ve digerlerinin 2001 yilinda yaptigi ¢alisma
en genis psikografik degisken grubunu dislinmdistir. Bu cgalig-
maya gore, market markali Urlinleri satin alan tiketicileri karak-
terize etmek amaciyla kalite bilinci, aligveris keyfi, yenilikgilik,
cesit arayigl, durtUsellik gibi psikografik degiskenlerin yani sira
maliyetler gibi ekonomik faydalar ve hedonik faydalar Uzerinde
de durularak aragtirma yapmiglardir (Ailawadi ve ark., 2001, s. 74).
Market markali Grin satin alma egilimleri Uzerinde fiyat bilinci,
cesitlilik arayanlar, yenilik odaklilik ve aligveris uzmanligr boyutla-
rinin diger faktorlerden daha fazla etkilerinin oldugu soylenebilir
(Akin & Yoldas, 2010, s. 16). Ekonomik veya hedonik faydalar, trin
ozellikleriyle ilgilidir, yani mUsterilere islevsel bilgiler saglamak-
tadir. Ote yandan, hedonik faydalar soyut niteliklerle baglantilidir
ve deneyimseldir. Hedonik faydalarla ilgili olarak, tasarruf ile fiyat
bilincine sahip tiketiciler ve mali kisitlamalari olanlar igin dikkate
deger degisken oldugu saptanmistir. Bazi tiketiciler igin, Grlinle-
rin fiyati, satin alma kararini vermelerinde belirleyici bir faktordtr

ve neredeyse, diger Urlin ozelliklerini goz ardi ederek daha distk
fiyatlar 6demeye odaklanmiglardir. Market markalari ulusal mar-
kalara gore daha dustik bir fiyata sahip oldugu igin, fiyat bilincine
sahip tuketiciler onlara karsi olumlu bir tutum sergileyerek mar-
ket markali Grlinlere daha yatkin hale gelmektedir. Literatlirde yer
alan diger ¢caligmalar daise promosyonlara verilen yanitile market
markalarina verilen yanit arasindaki iliskiye deginilmistir (Marti-
nez & Montaner, 2008, s. 479).

Market markal Urlinler distk gelirli haneler tarafindan daha
gekici olup, sik sik bu haneler tarafindan tercih edilmesine karsin,
glinimUzde bu markalarin sadece kisitli blitgeye sahip tiketiciler
icin Uretildigi dustintlmemektedir. Bu Urlinlerin aliminda para-
sal tasarruflardan daha bagka bircok nedenin var olduguna ina-
nilmaktadir. Dolayisiyla market markali Grlinleri sadece finansal
kisitlamalara sahip tlketici grubunun degil, bunun diginda farkli
finansal olanaklari olan tiketicilerinde gesitli sebeplerle bu Grin
grubunu tercih ettigi goz ardi edilmemelidir.

Market markali Griin satin alma egiliminde olan tiketiciler fiyata
duyarli, kaliteye daha az 6nem veren ve magaza sadakati olan
tlketicilerdir. Bu tiketiciler ayni zamanda gesitlilik arayan, yenilik
odakl ve aligveris uzmani olan tiketicilerdir (Akin & Yoldas, 2010,
s.17).

Yerel Uriin Kavrami

Yerel gidalar, literatlirde cesitli sekillerde tanimlanmaktadir. Sch-
neider ve Ceritodlu 2010 yilinda yapmis olduklari calismalarinda,
yerel gidayi cografi agidan bir bdlgeye veya yoreye 6zgU, kalitesini
bdlge veya yorenin dogal kosullari veya bilgi, deneyim ve gelenek-
lerinden alarak Uretiminde bolgenin hammadde ve Uretim girdi-
lerini kullanarak Uretilen Urlnler olarak ifade etmektedir (Duru &
Secer, 2019, s. 1).

Geleneksel, gegcmisten ginimize sabitlenmis, bir nesilden dige-
rine aktarilan, gegmisten gelen ve tiketilen, uzun stredir var olan,
her zaman tlketicinin hayatinin bir pargasi olan seylerle iliskilend
irilmektedir. Geleneksel gida Urtnleri konsepti saglik, dogdallik, ev
yapimi, zanaatkar, giftlikte endUstriyel islem gormeden ve katki
maddesi olmadan yapilan konulari igermektedir. Tim bu kavram-
lar birbiriyle yakindan iligkilidir. Dogal gidalar hem besleyici hem
de glivenli olarak algilanir ve siklikla insan saghgi zerinde olumlu
bir etki ve duslk derecede isleme ile iligkilendiriimektedir. Duy-
gusal cekiciligi ile 'dogal’ terimi genellikle geleneksel ve ev yapimi
gibi diger duygusal terimlerle iligkilendirilmektedir.

Genel olarak, yerel ve yoresel gida drtnleri kavrami igin dort ana
boyut tespit edilmistir (Guerrero ve ark., 2009, s. 348):

1. Aligkanhklar ve dogallik: Yerel gida Urinleri, her giin veya
oldukga sik tiketilen, glinlik yasamin bir parcasi olan ve
yaygin olarak kullanilan gida Urlnleri olarak algilanmaktadir.
Gogu tuketicinin yerel gida Urtnleri aligkanhkla iligkilendir-
digi gortlmektedir. Aligkanlik, gidayla ilgili davranigin glgli
bir belirleyicisidir. Tlketiciler, yerel gida Urlnleri tiketiminde
gucli aliskanhklarin olmadigi durumlarda, aksi yénde niyet-
lerini bildirseler bile ahlsilmis davraniglari tekrarlamakta-
dirlar. Bu tekrarlanan davranis, tiketicilerin zihninde ‘yerel’
kavramini olusturmanin temelini olusturabilmektedir. Ozel
glnlerde tlketilen bazi yerel gida Urlnleri de son derece
mevsimlik olarak tanimlanmaktadir. Aliskanhk ve dogallik
tek bir boyut olarak kabul edilebilmektedir ¢linki aligkanlik
ve gelenek nadiren lezzetli ve saglikli olmayan yiyeceklere
dayanmaktadir.

Trends in Business and Economics | 2023 37(4): 266-280 | doi: 10.5152/TBE.2023.23123



272

2. Menseiveyer:Yerel, gidakokeniyle baglantilidirve buanlamda
tlm Ulkeler geleneklerin ihrag edilemeyecedi konusunda
hemfikirdir. Etki alanlari digindaki yerel Grtinler, bulunduklari
yer, bélge veya ulke disinda, basitce normal Uriinler olarak
algilanacak ve boylece tiketicilere orijinal Uretim yerlerinde
verilebilecek ek deder ve duygularin tamamini veya dnemili bir
bolimunl kaybedecektir. Bununla birlikte, odak gruplarina
katilan bazi tiketiciler, bazi durumlarda geleneklerin bagka
bdlge veya Ulkelerden yaratilabilecegdini veya devralinabilece-
§ini 6ne stirmektedir. Glinkd bilgi (internet, TV, gazeteler, vb.),
moda veya kiresellesme bazi gelenekleri ve yerel gida Griin-
lerini tim dlinyaya yayabilir ve geleneksel olmayan bir GriinG
bile geleneksel hale getirebildigi diistinilmektedir.

3. igleme ve detaylandirma: Gidanin hazirlanmasinin 6nemi
konusunda Ulkeler arasinda genel bir mutabakat vardi.
Normalde, yerel ve yerel olmayan bir gida triind arasindaki
farki yaratan detaylandirmadir. Bu baglamda, detaylandirma
yénteminin gastronomi mirasi ve zanaatkar karakteri blyuk
onem kazanmaktadir. Yemekle ugrasirken, teknik bilginin
veya mutfak sanatlarinin nesiller boyunca aktarilmasi gastro-
nomik mirasi olusturmaktadir. Yiyecek hazirlamanin bazi bile-
senlerive sistemleri, bolgesel yiyeceklerin kimliginin ve onlari
tlketen insanlarla iligkilendirilmesinin ig¢sel bir pargasini
temsil etmektedir. Bir Grtintin yerel olmasi igin, yalnizca yerel
malzemeler icermesi degil, ayni zamanda geleneksel tariflere
gore geleneksel bir sekilde islenmesi gerekir. Geleneksel gida
drtnleri, genel olarak, disik karmasikhga sahip basit Grlnler
olarak algilanmaktadir. Yerel gida Griinleri temel, dogal ve saf
olma egilimindedir, genellikle birincil Gretimden sonra gok az
islem gormektedir.

4. Duyusal 6zellikler: Lezzet, yerel gida Uriinlerinin énemli bir
boyutunu olusturmakta, farkli tatlar ise yerel gida Grinleri-
nin en glgli ozelliklerinden biri olarak ortaya gikmaktadir.
Tiketicilerin kabul veya reddini belirlemede bir kalite faktord
olarak duyusal 6zelliklerin énemi bir dizi ¢alismada belirtil-
mistir. Duyusal parametreler, bir gida Urlndnin gercekligini
tanimanin ve tanimlamanin en basit ve en kolay yollarindan
birini olusturmaktadir.

Yerel gida Urlnlnd tiketicinin bakis agisindan 6zetlemek gere-
kirse, sik tlketilen veya belirli kutlamalarla ve mevsimlerle iligki-
lendirilen, normalde bir nesilden digerine aktarilan, gastronomiye
gore belirli bir sekilde dogru bir sekilde yapilan bir Grin olarak
tanimlanmaktadir. Cok az isleme ve manipilasyona sahip olan
veya hi¢ olmayan miras, duyusal ozellikleri nedeniyle ayirt edilir
ve bilinir ve belirli bir yerel alan, bélge veya tlke ile iligkilendirilm
ektedir.

Yerel Uriin Kavraminin Pazarlama Agisindan Onemi
Tuketicilerin yoresel Urlnlere olan tutumlarini ve tercihlerini
etkileyen degiskenlerin belirlenmesine ydnelik galigmalar ince-
lendiginde; bu calismalarin teorik gercevesinin Obermiller ve
Spangenberg (1989, s. 456) tarafindan gelistirilen “Countr-
y-of-Origin (Ulke Mensge)” kavramindan yola gikilarak tiretilen
“Region-of-Origin  (Bolge/Yore Mense)” kavramina dayandigi
gorulmektedir (Schneider Kelemci & Ceritoglu, 2010, s. 33).

Uriinler, hem icsel (yani fiziksel triin &zellikleri) hem de digsal
(yani fiziksel olmayan Urlin ozellikleri) bir dizi bilgi ipucu olarak
dUsundlebilir. Dlnya ticaretinin miktari arttikga, digsal isaret olan
mense Ulkenin arastiriimasi daha kritik hale gelmistir. Mense tlke
genellikle "Uretildigi tilke (ilkenin adi)" ifadesiyle belirtilir. "Made
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in" isareti, belirli bir Glkeden Urlnlere yaygin olarak eklenen imaji
(yani itibar veya stereotip) ifade etmektedir. imaj, kitle iletisimi,
kisisel deneyimler ve ulusal kanaat énderlerinin gorisleri ile sekil-
lenmektedir. Satin alma kararlarinda triinln fiziksel 6zellikleri ve
performansina bagl “igsel” faktorlerle; ambalaj, marka, garanti
gibi “digsal” faktorler dikkate alinmaktadir (Thorelli ve ark., 1989,
s. 35). icsel faktorlerin dederlendirmeye alinamadigi durumlarda
ise, digsal bir faktor olan ‘llke mense’ kavrami etkili olmaktadir.
Bu kavram Urlnln dretildigi Glkeyi ifade etmektedir ve Griinlerin
kalitesinin degerlendiriimesinde 6nem tagimaktadir.

Literatlirde bu sonuca bagli olarak gelistirilen “Yore Mense” (Regi-
on-of-Origin) kavrami, tiketici zihninde kalite, lezzet, gliven ve
dogalligi ifade eden ve tlketicilerin yoresel Grlin tutum, imaj ve
tercihlerini etkileyen digsal bir faktor olarak kabul gérmektedir. Bu
nedenle pazarlama agisindan farklilasma ve rekabet UstlnlUgu
yaratmaktadir (Schneider Kelemci & Ceritoglu, 2010, s. 33).

Uriinlere markalama stratejisi olarak yerel ya da yore isimlerinin
verilmesi siklikla kullanilan bir yéntemdir. Bu yontemle Ureticiler
farkhlagsma yaratarak, Urline ek bir fayda katildigi, dogal oldugu
algisiyla tiketicileri Grtinlerine daha fazla bir bedel 6deme egili-
mini arttirmayi amaglamaktadir. Yontemi dogru sekilde uygulaya-
bilen Ureticiler pazarda ytiksek fiyat politikasi avantajini da elinde
bulundurmaktadir.

Yerel Uriin Satin Alan Tiiketicilerin Ozellikleri

Tlketiciler farkl tutum, inang ve motivasyonlar dogrultusunda
yerel Urlnleri tercih etmektedir. Bazi tlketiciler yerel Grinleri
dogalhg, kalitesi, kullanilan Griinlerin safligi gibi faktorlerden etki-
lenerek tercih ederken bazi tlketiciler ise sadece aldiklari yerel
drtinlerin yore ekonomisine katki saglayacagdi inanciyla satin alim-
larini gerceklestirmektedir.

Tiketiciler Uzerinde yapilan arastirmalarda markali ve markasiz
yerel Urlinlere olan bakis agisinin dahi farklilik gosterebildigini
ortaya koymaktadir. Bollktepe ve Yilmaz (2006) tiketicilerin
%49,6'sI yalnizca markali bal, %42,9'u hem markali hem de marka-
siz yerel bal ve %7,5'i markasiz yerel bal satin almayi tercih ettikleri
saptamistir (Bollktepe & Yilmaz, 2006, s. 139). Bu calisma gos-
termektedir ki tiketiciler bir Grinl satin alirken yerel olmasinin
yani sira markall ve markasiz olmasi gibi faktorlerinde etkisinde
kalarak karar vermektedir.

Yerel drlnlerin satin aliminda tlketici kararini etkileyen bir diger
faktor ise Urlnlerin dizglin bir ambalaja sahip olup olmama duru-
mudur. Tuketicilerin bir Grin hakkinda ambalajlar dogrultusunda
satin alma davraniglarinin degisiklik gosterdigi bilinmektedir.
Ambalajlarin koruma 6zelliginin yani sira dikkat gekici, Grtin hak-
kinda bilgi verici, tagima kolayligi gibi fonksiyonlari da s6z konu-
sudur. Yerel drlnler icinde her ne kadar ‘yerel’ s6zclgu tlketici
algisinda dogalligi ve safligi gagristiriyor olsa da, ambalajsiz bir
gida Urlndnidn gerekli hijyen ve koruma etkisinden mahrum
kaldigi, hakkinda gerekli bilgiye ulagsma imkaninin bulunma-
mas! gibi faktorler sonucunda tercih edilme olasiliklari oldukga
dislirmektedir.

Yerel drlnleri tercih eden tiketiciler ayni zamanda duygusal
boyutun bir etkisi olan yore ekonomisine katki sagladigi diistin-
cesiile de bu Urlin grubundan satin alimlarini gergeklestirmekte-
dir. Hatta bazi tiiketicilerin diger tGrlin gruplarina nazaran driiniin
fiyati fazla daha olsa satin alma egilimlerinin ylksek oldugunu
ortaya ¢ikaran calismalar mevcuttur.
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Literatlr incelenip yerel Urlnleri tercih eden tiketicilerin 6zel-
liklerini belirlemek amaciyla ylrttilen galigmalara bakildiginda,
bilissel, duygusal ve davranigsal boyut veya Urlinin oOzellikleri,
markalama boyutu ve duygusal boyut etkisinin altinda tiketici
ozelliklerinin belirlenmesi amacglanmistir (Leitow & Jader, 2005, s.
97; Schneider Kelemci & Ceritoglu, 2010, s. 41). Yapilan arastirma-
lar sonucunda tiiketicilerin damak zevki, tazelik ve fiyat gibi bilig-
sel nedenler ile kisa ulagim yollari ve yére ekonomisini korumak
gibi duygusal ve davraniglar nedenlerin etkisinde kalarak yerel
Urlnleri tercih ettigini gostermektedir. Bu Urlnleri tercih eden
tlketici ozellikleri de cevreye duyarli, lezzetli ve saghkl yiyecek
arayisl iginde olan, dogal igerikli Grtinlere, diger Urlinlere nispeten
daha gok fiyat 6demeye razi olan seklinde ifade edebilir.

Metodoloji

Arastirmanin Amaci, Kapsami ve Kisitlari

Bu arastirmanin temel amaci, tlketicilerin gida satin aliminda
market markalarini tercih etmelerini etkileyen faktorlerin belir-
lenmesidir. Bu amag dogrultusunda Urlnlerin ozellikleri ve
kalitesinin, markalama ve tutundurma boyutunun, dagitim ve
fiyatlandirma boyutunun, duygusal boyutun ve Uriin boyutunun
tiketicilerin market markali yerel Urlnleri tercih etmelerinde ne
dizeyde etkili olduklarinin belirlenmesi amaglanmistir. Bu aras-
tirmanin kapsamini 18 yas ve Uzerindeki, gida aligverislerinde
market markali yerel Urln satin almay tercih eden tiketiciler
olusturmaktadir. Arastirmada zaman kisiti nedeniyle sinirli sayida
katilimciya ulasilabilmistir.

Arastirmada Kullanilan Model ve Olgekler

Arastirma modeli 5 bagimsiz ve 1 bagimh degiskenden olugmak-
tadir. Bagimsiz degiskenlerle ilgili lgeklerin belirlenmesinde Sch-
neider ve Ceritoglu'nun 2010 yilinda yapmis oldugu calismadan,
Cop ve Turkoglu’nun 2008 yilinda yapmis oldugu caligmadan
yararlanilmig, market markali yerel Grlnlerin tercih edilmesi ile
ilgili olan dlgek ise Akin ve ark. 2009 yilinda yapmis olduklari galis-
madan alinmistir (Akin ve ark., 2009, s. 132, Cop & Tlirkoglu, 2008,
s. 78; Schneider Kelemci & Ceritoglu, 2010, s. 41).

Arastirma Hipotezleri

Bu calismada, arastirma modeli dogrultusunda test edilmek
lzere 5 adet hipotez gelistirilmistir. Calismada olusturulan hipo-
tezler asagida ifade edildigi gibidir.

H,;: Uriinlerin 6zellikleri ve kalitesi, market markali yerel Griinlerin
tercih edilmesinde olumlu bir etkiye sahiptir.

H,: Markalama ve tutundurma boyutu market markali yerel Griin-
lerin tercih edilmesinde olumlu bir etkiye sahiptir.

H,: Dagitim ve fiyatlandirma boyutu market markali yerel Uriinle-
rin tercih edilmesinde olumlu bir etkiye sahiptir.

H,: Duygusal boyut market markali yerel Grlinlerin tercih edilme-
sinde olumlu bir etkiye sahiptir.

H,: Urlin boyutu market markali yerel Grtnlerin tercih edilme-
sinde olumlu bir etkiye sahiptir.

Ornekleme Siireci

Arastirmanin ana kutlesini gida aligverigleri sirasinda market
markal yerel Urlnleri tercih eden tlketiciler olusturmaktadir.
Ornekleme yontemi olarak tesadiifi olmayan drnekleme ydn-
temlerinden kolayda ornekleme yontemi kullaniimistir. Anket
uygulamasinda oncelikle cevaplayicilarin market markali yerel
Urlnleri satin alip almadiklari sorulmus, bu Grinleri tercih ettik-
lerini ve satin aldiklarini belirten tliketiciler arastirma kapsamina
dahil edilmistir. Arastirma toplam 398 tiiketiciye uygulanmis olup

hatali doldurulan anketlerin ¢ikarilmasi sonucunda 394 anket
Uzerinden analizler yapilmistir.

Veri Toplama Yontemi ve Araci

Arastirmada kullanilan anket formu 41 sorudan olugmaktadir.
Bunlardan 6 tanesi tlketicilerin demografik 6zelliklerini, 32 tanesi
tlketicilerin market markali yerel GrUnleri tercih etmelerini etki-
leyen faktorleri ve 3 tanesi ise market markali yerel Grlin tercihini
tespit etmek amaciyla sorulmustur. Cevaplayicilarin arastirma
modelinde yer alan degiskenlere iliskin dislincelerinin tespitinde
5'li likert olgedi (1: Kesinlikle Katiimiyorum,....5: Tamamen Katili-
yorum) kullaniimistir. Demografik 6zellikleri lgmeye dayali soru-
lan sorularin cevaplanmasinda ise gesitli secenekler sunulmustur.

Verilerin Analizi ve Degerlendirilmesi

Arastirmada elde edilen verilerin analiz edilmesinde; ortalama,
standart sapma, frekans dagilhmi, glvenilirlik analizi, faktor analizi
ve regresyon analizi kullaniimistir. Analizler SPSS versiyon 20,0
(IBM Statistical Package for the Social Sciences Corp., Armonk,
NY, ABD) paket istatistik programi kullanilarak yapiimistir.

Cevaplayicilarin Demografik Ozellikleri
Arastirmaya katilan tuiketicilerin demografik ozelliklerine iligkin
bilgiler Tablo 1'de gosterildigi gibidir.

Tablo 1 incelendiginde arastirmaya katilan tiketicilerin agirlikh
olarak kadin, evli, 40-49 yas araliginda, tGniversite mezunu, 4001-
5500 arasinda gelire sahip, 6zel sektor calisanlarindan olustugu
soylenebilir.

Market Markali Yerel Uriinlerin Tercih Edilmesini Etkileyen
Faktorlere Yonelik Katilmcilarin Algilari

Arastirmaya katilan tlketicilerin aligverigleri sirasinda market
markali yerel Uriinleri tercih etmelerini etkileyen faktorlere iligkin
tlketici degerlendirmelerini belirlemek amaciyla 6lgekleri olug-
turan alt degiskenlerin aritmetik ortalamalari ve standart saplari
hesaplanmis, elde edilen sonuglar Tablo 2'de sunulmustur.

Tablo 2 incelendiginde market markali yerel trlin tercihinde etkili
olan faktorler igerisinde en yiiksek ortalamaya sahip degiskenin
Duygusal Boyut (4,20), en diislk ortalamaya sahip degiskenin ise
Markalama ve Tutundurma Boyutu (2,655) oldugu gorilmektedir.
Degiskenlerin alt ifadeleri itibariyle ortalamalar incelendiginde,
‘Yerel Urlinler daha saglikhidir! ifadesi 4,64 ortalama ile en yiiksek
dedere sahiptir. “Yerel Urlnlerin daha fazla reklami yapilmaktadir’
ifadesi ise 2,41 ortalama ile en distik degere sahiptir.

Arastirma Degiskenlerine iliskin Faktdr Analizi Sonuglari
Verilerin Faktor Analizine uygunlugunun denetlemek igin KMO ve
Barlett Testi yapilmis, elde edilen sonuglar Tablo 3‘te sunulmustur.

Tablo 3’e goére elde edilen KMO degeri 0,930> 0,5 oldugundan
calisma icin toplanan veri seti faktor analizi icin uygundur. Calig-
mada Barlett testinin sonucu p(sig)=,000 olarak bulunmustur
ve bu deger 0,01'den kiiglik oldugu igin veri seti faktor analizi igin
uygundur.

Faktor analizi sonucunda, faktorleri dondirmeden 6nce ve sonra
agiklanan varyanslar Tablo 4'te verilmistir.

Tablo 4’te verilen bilgilere gore, analize tabi tutulan 5 faktor top-
lam varyansin %74’UnU agiklamaktadir. Yapilan faktor analizinden
sonra degiskenlerin faktor yikleri ile Cronbach’s Alpha degerleri
Tablo 5'de verilmektedir.

Faktor ylk dederi, maddelerin faktorlerle olan iligkisini agiklayan
bir katsayidir. Maddelerin yer aldiklari faktordeki yiik degerlerinin
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Tablo 5.
Faktr Gruplari ve Glvenirlik Testi Sonuglari
Faktor Adi ifadeler Faktor Yiikleri  Cronbach’s Alpha
Uriin Ozellikleri ve Kalitesi Yerel Urlinler daha yiiksek kalitelidir. 0,895 0,947
Yerel Griinler daha lezzetlidir. 0,866
Yerel Urlnler daha kaliteli malzeme igerir. 0,864
Yerel Urlinler daha glvenilirdir. 0,817
Yerel Urlinler daha hijyeniktir. 0,797
Yerel Urlinler daha tazedir. 0,793
Yerel Urlinler daha dogaldir. 0,767
Yerel Grtinler daha saghklidir. 0,764
Yerel Urlinlerdeki kalite benim igin Uriind alirken 6dedigim fiyattan daha 0,628
onemlidir.
Yerel Urlinler dogal ve gevre dostu olarak Uretilmektedir. 0,568
Dogrudan giftgiden aldigim yiyeceklerin herhangi bir katki maddesi 0,558
icermediginden emin olurum.
Markalama ve Tutundurma Yerel Urlnleri taninmis markalarda bulmak mimkindur. 0,900 0,939
Boyutu Yerel triinler daha kolay bulunur. 0,886
Yerel Urlinlerin daha fazla reklami yapiimaktadir. 0,875
Market markali Griinleri ve indirimlerini marketlerdeki katalogla takip 0,835
ediyorum.
Market markali Griinlere yonelik ¢ikarilan magaza kartina sahip olmam bu 0,830
Urtnleri alma egilimimi arttirir.
Market markali Griinlerin Uriin gesidinin arttirilmasi tercihimi etkiler. 0,747
Dagrtim ve Fiyatlandirma Market markali Griinlerini begendigim marketten aligveris yaparim. 0,869 0,902
Boyutu Market markali Urtinlerin kendi marketleri disindaki marketlerde de 0,779
satilmasi iyi olurdu.
Surekli ayni zincir marketin market markal Grinlerini tercih ederim. 0,756
Aradigim market markali trlnleri raflarda kolaylikla bulabilirim. 0,700
Market markali Griinler fiyat-kalite iligkisi agisindan iyi bir alternatiftir. 0,642
Market markali Griinlerin tanitimina yonelik kampanyalar (Grin deneyi, 0,629
ikram) bu Urlnleri alma sikhgimi arttirir.
Market markali Griinleri satin alirken diger Uretici markali gida trtnleriyle 0,598
fiyat kargilastirmasi yaparim.
Market markali trtinlere yonelik promosyon ve 6zel indirim 0,591
uygulamalarinin arttiriimasi gerektigini distindyorum.
Market markali Griinlerin Uretici firmasinin taninirhgr dnemlidir. 0,557
Yerel Urlinler kalitesine gore uygun fiyathdir. 0,341
Duygusal Boyut Yerel Urlinler yore ekonomisi igin daha dnemlidir. 0,679 0,810
Yerel Urlinler satin alirken yerel Uretimi destekledigimi distndyorum. 0,657
Bolge ekonomisini desteklemek igin yerel Urlinlere daha cok 6deme 0,492
yapmayi kabullenebilirim.
Uriin Boyutu Genellikle market markali Grtinlin kalitesi satildigi marketle iligkilidir. 0,711 0,572
Bir magazanin ismine ne kadar giiveniliyorsa, market markali Grtinlerine 0,584

de o kadar guvenilir.

yuksek olmasi beklenir. Genel olarak, isaretine bakilmaksizin 0,60
ve Ustlylkdegeriytksek; 0,30-0,59arasiyikdederiortadlizeyde
biyuklUkler olarak tanimlanabilir ve degisken gikartmada dikkate
alinir (Blyukoztirk, 2002, s. 473). Calisma kapsaminda yapilan
faktor analizi neticesinde Tablo 5'te gorildigu tzere Olgeklerde
yer alan degigkenlerin faktor ytkleri biytk oranda 0,60'in lize-
rinde ¢ikmistir. Bu sonug, 6lgek maddelerinin iginde yer aldiklari
faktorle iligkisinin ylksek oldugunu gostermektedir.

Trends in Business and Economics | 2023 37(4): 266-280 | doi: 10.5152/TBE.2023.23123

Arastirma modelinde yer alan faktorlerin givenilirligi icin Cronba-
ch’s Alpha degerleri hesaplanmistir. Kullanilan 6lgeklerin genel ola-
rak gavenilirligi 0,750, Grin 6zellikleri ve kalitesi 0,947, markalama
ve tutundurma boyutu 0,939, dagitim ve fiyatlandirma boyutu
0,902, duygusal boyut 0,810, Uriin boyutu 0,572 olarak elde edil-
mistir. Ayrica arastirmanin bagimli degiskeni olan market markali
yerel Urlinlerin tercih edilmesi degdiskeni icinde glivenilirlik analizi
yapilmis, Cronbach’s Alpha dederi 0,927 olarak bulunmustur.
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Tablo 6.

Uriin Ozellikleri ve Kalitesinin Market Markali Yerel Uriinlerin Tercih Edilmesi Uzerine Etkisi

Model R R? Diizeltilmis R? Tahmini Standart Sapma
,610 372 ,370 0,55069
Kareler Toplami Serbestlik Kareler Ortalamasi F Degeri P
Derecesi
Regresyon Artilar 70,440 1 70,440 232,276 ,000
Toplami 118,879 392 0,303
189,319 393
Model Standartlastirilmamis Katsayilar Standartlastiriimis Katsayilar t Degeri P
B Standart Hata Beta

Sabit 1,386 0,171 0,610 8,110 ,000
Urin Ozellikleri 0,628 0,041 15,241 ,000
ve Kalitesi

Bagimli Degisken: Mgrket markali yerel Uriinlerin tercih edilmesi
Bagimsiz Degisken: Urlin ozellikleri ve kalitesi

Model Degiskenlerinin Market Markali Yerel Uriinlerin Tercih
Edilmesi Uzerindeki Etkisinin incelenmesi

Olgekte yer alan bes boyutun market markali yerel Grinlerin ter-
cih edilmesine olan etkisini belirlemek amaciyla her bir boyut igin
regresyon analizi yapilmis elde edilen sonuglar tablolar halinde
sunulmustur.

Uriin 6zellikleri ve kalite boyutunun market markali yerel triinle-
rin tercih edilmesi Uzerine etkisinin belirlenmesi igin yapilan reg-
resyon analizi sonuglari Tablo 6'da gosterilmistir.

Tablo 6'da gortldiugu gibi Grin ozellikleri ve kalitesi, market mar-
kaliyerel Grtinlerin tercih edilmesindeki degisimini %37,2’sini agik-
lamaktadir. Olusturulan regresyon modeli 0,05 énem dlizeyinde
istatistiki agidan anlamlidir. Uriin dzellikleri ve kalitesi boyutunun
market markali yerel Uriinlerin tercih edilmesi Gzerinde olumlu bir
etkisi vardir (B=0,628: p <,05). Bu sonuglar baglaminda H, hipo-
tezi kabul edilmistir. Buna gore Urtin 6zellikleri ve kalitesi arttikga
market markali yerel Griinleri tercih orani da artmaktadir.

Markalama ve tutundurma boyutunun market markali yerel triin-
lerin tercih edilmesi Uzerine etkisinin belirlenmesi icin yapilan
regresyon analizi sonuglari Tablo 7’de gosterilmistir.

Tablo 7'de gorildigt gibi markalama ve tutundurma boyutu,
market markali yerel Urlinlerin tercih edilmesindeki degisimin

%7,9'unu agiklamaktadir. Olusturulan regresyon modeli 0,05
onem dlzeyinde istatistiki agidan anlamlidir. Markalama ve
tutundurma boyutunun market markali yerel Grlinlerin tercih
edilmesi Uzerinde olumlu bir etkisi vardir B=0,156: p < ,05). Bu
sonuglar baglaminda H, hipotezi kabul edilmistir. Buna gére mar-
kalama ve tutundurma faaliyetleri arttikga market markali yerel
Urtnleri tercih etme orani da artmaktadir.

Dagitim ve fiyatlandirma boyutunun market markali yerel trlinle-
rin tercih edilmesi Uzerine etkisinin belirlenmesi igin yapilan reg-
resyon analizi sonuglari Tablo 8'de gosterilmistir.

Tablo 8de goruldigu gibi dagitim ve fiyatlandirma boyutu,
market markali yerel Urlnlerin tercih edilmesindeki degisimin
%46’sini - agiklamaktadir. Olusturulan regresyon modeli 0,05
onem dlizeyinde istatistiki agidan anlamlidir. Dagitim ve fiyatlan-
dirma boyutunun market markali yerel Grinlerin tercih edilmesi
Uzerinde olumlu bir etkisi vardir (B=0,878: p < ,05). Bu sonug-
lar baglaminda H, hipotezi kabul edilmistir. Buna gore dagitim
ve fiyatlandirma faaliyetleri iyilestirildikge market markali yerel
drtnleri tercih etme orani da artmaktadir.

Duygusal boyutun market markali yerel Urlnlerin tercih edil-
mesi Uzerine etkisinin belirlenmesi igin yapilan regresyon analizi
sonugclari Tablo 9'da gosterilmistir.

Tablo 7.

Markalama ve Tutundurma Boyutunun Market Markali Yerel Uriinlerin Tercih Edilmesi Uzerine Etkisi

Tahmini Standart

Model R R? Diizeltilmis R? Sapma
,281 ,079 077 0,66693
Kareler Toplami Serbestlik Kareler Ortalamasi F Degeri P
Derecesi
Regresyon Artilar 14,961 14,961 33,635 ,000
Toplami 174,358 392 0,445
189,319 393
Model Standartlastirilmamis Katsayilar Standartlastirilmig Katsayilar t Degeri Je)
B Standart Hata Beta
Sabit 3,540 0,079 0,281 44757 ,000
Markalama ve 0,156 0,027 5,800 ,000
Tutundurma

Bagimli Degisken: Market markali yerel trlinlerin tercih edilmesi
Bagimsiz Degisken: Markalama ve tutundurma
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Tablo 8.

Dagitim ve Fiyatlandirma Boyutunun Market Markali Yerel Urtinlerin Tercih Edilmesi Uzerine Etkisi

Tahmini Standart

Model R R? Diizeltilmis R? Sapma
678 460 458 0,51076
Kareler Toplami Serbestlik Kareler Ortalamasi F Degeri P
Derecesi
Regresyon Artilar 87,054 1 87,054 333,693 ,000
Toplami 102,265 392 0,261
189,319 393
Model Standartlagtinilmamis Katsayilar Standartlastiriimig Katsayilar t Degeri P
B Standart Hata Beta
Sabit 0,482 0,192 0,678 2,510 ,000
Dagitim ve 0,878 0,048 18,267 ,000

Fiyatlandirma

Bagimli Degisken: Market markali yerel trlinlerin tercih edilmesi
Bagimsiz Degisen: Dagitim ve fiyatlandirma

Tablo 9.

Duygusal Boyutun Market Markali Yerel Uriinlerin Tercih Edilmesi Uzerine Etkisi

Tahmini Standart

Model R Diizeltilmis R? Sapma
,542 ,294 ,292 0,58410
Kareler Toplami Serbestlik Kareler Ortalamasi F Degeri Je)
Derecesi
Regresyon Artilar 55,578 55,578 162,903 ,000
Toplami 133,740 392 0,341
189,319 393
Model Standartlastirnilmamis Katsayilar Standartlastirilmis Katsayilar t Degeri P
B Standart Hata Beta
Sabit 1,518 0,193 0,542 7,855 ,000
Duygusal Boyut 0,581 0,045 12,763 ,000

Bagimli Degisken: Market markali yerel Grlinlerin tercih edilmesi
Bagimsiz Dedisen: Duygusal boyut

Tablo 9'da gortldigu gibi duygusal boyut, market markali yerel
Urtnlerin tercih edilmesindeki degisimin %29,4’Unl agiklamakta-
dir. Olusturulan regresyon modeli 0,05 6nem dlizeyinde istatistiki
acidan anlamhidir. Duygusal boyutun market markali yerel Grlinle-
rin tercih edilmesi Gzerinde olumlu bir etkisi vardir (B=0,581: p <
,05). Bu sonuglar dogrultusunda H, hipotezi kabul edilmistir. Buna
gore duygusal boyut arttikga market markali yerel Urlnleri tercih
orani da artmaktadir.

Uriin boyutunun market markali yerel Uriinlerin tercih edil-
mesi Uzerine etkisinin belirlenmesi igin yapilan regresyon analizi
sonugclari Tablo 10°’da gosterilmistir.

Tablo 10°'da gortldagi gibi Griin boyutu, market markali yerel
Urtnlerin tercih edilmesindeki degisimin %29,6'sini agiklamakta-
dir. Olusturulan regresyon modeli 0,05 6nem dlizeyinde istatistiki
agidan anlamlidir. Uriin boyutunun market markali yerel Griinle-
rin tercih edilmesi lizerinde olumlu bir etkisi vardir (B=0,506: p <
,05). Bu sonuglar dogrultusunda H; hipotezi kabul edilmistir. Buna
gore Urln boyutu arttikca market markali yerel Urlinleri tercih
orani da artmaktadir.

Sonug ve Oneriler

Market markali yerel Grlinlerin tercih edilmesinde etkili olan fak-
torlerin incelendigi bu ¢calismada 394 cevaplayicidan elde edilen
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veriler dogrultusunda analizler yapilmistir. Verilerin analizinde
ortalama, standart sapma, frekans dagilimi, glvenilirlik analizi,
faktor analizi ve regresyon analizi yontemlerinden yararlaniimistir.
Arastirmada yapilan faktor analizi sonucunda 6lgeklerin genel ola-
rak incelenen cografya ve sektor agisindan uygun olduklari belir-
lenmistir. Arastirmada kullanilan 6lgeklerin glvenilirlik dlzeylerini
belirlemek amaciyla Cronbach’s Alpha katsayilarina bakiimis ve
Urin boyutu digindaki degiskenlerin guvenilirlik dizeylerinin
oldukga ylksek oldugu belirlenmistir. Modelde yer alan faktorlerin
market markali yerel Urlnlerin tercihi Gzerindeki etkilerini belir-
lemek amaciyla yapilan regresyon analizi sonuglarina gore; trin
ozellikleri ve kalitesinin, markalama ve tutundurmanin, dagitim
ve fiyatlandirmanin, duygusal boyutun ve trlin boyutunun market
markali yerel Griinlerin tercih edilmesi Uzerinde anlamli ve pozitif
etkiye sahip olduklari saptanmistir. Bu sonuglar dogrultusunda
kurulan tim hipotezler kabul edilmistir. Buna gore; Griln kalitesi
yukseldikge, markalama, tutundurma ve dagrtim etkinligi arttikca
ve fiyatlandirma ihmli hale getirildikge market markali yerel triin-
lerin tercih edilme dlizeyi de yikselecektir.

Arastirmada, yapilan analizler sonucunda tiketicilerin market
markali yerel Uriinleri tercih etmesinde etkili olan faktorler igeri-
sinde en dustk ortalamaya sahip degdiskenin markalama ve tutun-
durma boyutu oldugu tespit edilmistir. Bu dedisken igerisinde yer
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Tablo 10.

Uriin Boyutunun Market Markali Yerel Urtinlerin Tercih Edilmesi Uzerine Etkisi

Tahmini Standart

Model R R? Dizeltilmis R? Sapma
544 ,296 ,295 0,58293
Kareler Toplami Serbestlik Kareler Ortalamasi F Degeri P
Derecesi
Regresyon Artilar 56,116 1 56,116 165,144 ,000
Toplami 133,203 392 0,340
189,319 393
Model Standartlagtinilmamis Katsayilar Standartlastiriimis Katsayilar t Degeri P
B Standart Hata Beta
§abit 2,052 0,151 0,544 13,594 ,000
Urlin Boyutu 0,506 0,039 12,851 ,000

Bagimli Degisken: Market markali yerel uriinlerin tercih edilmesi
Bagimsiz Degisen: Urlin Boyutu

alan yerel Urlnler ile ilgili reklam algisi ve yerel Grlinlerin taninmis
markalarda bulunmasi gibi ifadelerin tiketiciler acisindan diger
ifadelere nispeten daha az degerlendirilmesi isletmelerin marka-
lama ve tutundurma faaliyetlerini iyilestirmesi gerektigini ortaya
koymustur. Bu amagla isletmelerin market markali yerel Grinleri
pazarlarken reklam cgaligmalarina agirlik vermesi, bu faaliyetler
icin akillica yatirimlarda bulunup reklam alanlarini genigletmesi,
marka taninirligini saglamasi gibi markalama ve tutundurma faa-
liyetlerini arttirmalari tiketiciler agisindan market markal yerel
drtnlerin tercih edilebilirliginin ylkseltilmesinde yararli olacaktir.

Arastirmada Urln ozellikleri ve kalitesinin, markalama ve tutun-
durmanin, dagrtim ve fiyatlandirmanin, duygusal boyutun ve Uriin
boyutunun market markali yerel Urlnlerin tercih edilmesi Uze-
rinde anlamli ve pozitif etkiye sahip olduklari saptanmistir. Dola-
yislyla market markali yerel trln Ureticilerinin, Gretmis olduklari
Urtinlere talebi ylkseltme noktasinda; Uriin kalitesini ylkseltme-
leri, Grlin dagitimini daha etkin ve yaygin hale getirmeleri, tutun-
durma calismalarinda yerelligin tlketicide yaratti§i duygusalligi
on plana gikarmalari ve ihml fiyat politikalari izlemeleri faydali
olacaktir.

Calismada elde edilen sonuglar, liretatirdeki bir takim galismala-
rin sonuglariyla paralellik gostermektedir ve bu da calisma kap-
saminda elde edilen sonuglarin gecerlilik ve glvenilirligini teyit
etmektedir. Benzer sonuglarin elde edildigi bu calismalardan
bazilari asagida sunulmustur.

Schneider Kelemci ve Ceritoglu’nun 2010 yilinda, yoresel gida
drlnlerinin imaj boyutlarinin belirlenmesi, bu boyutlarin satin
alma ve yoresel gida Uriinlerine daha fazla fiyat 6deme egilimi ile
iliskisinin incelenmesi icin yiirittiikleri galismalarinda “Uriin Ozel-
likleri ve Kalitesi,” “Markalama” ve “Davranigsal” boyutun yoresel
gida Urdnlerinin satin alinmasi ve daha fazla fiyat 6deme egilimi
Uzerinde farkh dlzeylerde ancak anlamli pozitif bir etkiye sahip
oldugu goérilmistir. Arastirmada “Urtin Ozellikleri ve Kalitesi”
boyutunun igerigi olarak yoresel gidalarin diger gida Urlinlerine
gore daha saglikli, dogal, taze, lezzetli ve kaliteli algilandiklari
gérilmustir. Uriiniin kolay bulunurlugu, markasi, fiyati ve bilinir-
ligi degiskenlerinin agikladigi yoresel gida UrdnG imajinin “Mar-
kalama Boyutu” ise; Urlinin marka, reklam, fiyat ve bulunabilirlik
gibi digsal kalite 6zelliklerini tanimlamaktadir. “Davranigsal Boyut”
ise yoresel drtinlerin glinlik kullanim ve yore ekonomisini des-
teklemek amaciyla satin alinan Urlnler olarak algilandigini ifade
etmektedir (Schneider Kelemci & Ceritoglu, 2010).

Cop ve Turkoglu 2008 yilinda, tiketiciler igin bir alternatif olus-
turan market markali Urtinlerin nasil algilandiklari, hangi Grin
grubunun daha fazla tercih edildigi, tercih etme ve etmeme
nedenlerini ortaya koymak bu dogrultuda da perakendecilere
artin, dagitim, tutundurma ve fiyatlandirma faaliyetleri ile ilgili
kararlarinda yardimci olacak amaciyla bir galigsma ytritmdaslerdir.
Bu calismada tiketicilerin satin aldiklari Griin grubuna gore bir
degerlendirme yapildiginda, gida ve temizlik trlinlerini ev gereg-
leri ve tekstil Urlinlerine gore daha cok tercih edenler, market
markalarinda Uretici firmanin taninirhdinin daha énemli oldugunu
disinmektedirler. Ayrica tiketicilerin market markali gida Gri-
ndndn kalitesinin ve bu Urlnlere olan glvenin satildi§i marketle
iliskili oldugu distincesine daha glicll olarak katildigi belirlenmis-
tir (Cop & Turkoglu, 2008).

Gavcar ve Didin 2007 yilinda, tiketicilerin tercih ettikleri pera-
kendeci markali Grlnleri satin alma ve kullanma konusundaki
dUsuncelerini belirleme ve buna etki eden faktorleri ortaya koy-
mak amaciyla Mugla ilinde gergeklestirdikleri galismalarinda,
tlketicilerin perakendeci markali Uriinleri diger markalara kiyasla
%75,6 oraninda daha ucuz buldugunu belirlemistir. En gok tercih
edilen perakendeci markali Griin grubunun ise kuru gida Urlnleri
oldugu ve gida aligverisinde; ankete katilanlarin cogunlugu ice-
rik ve kaliteyi; fiyat, ambalaj, raf dizilisi, Grlin cesidi, Uretici firma,
promosyon ve de market aligkanligina gore ¢cok daha 6nemli bul-
muslardir. Ayrica tlketicilerin %44,6’s| perakendeci markali Griin-
lerin kalitesini diger markali Urlinlere kiyasla distk bulurken, %45
ise fark olmadigini diistinilmektedir. Bu sonuglar dogrultusunda
tlketicilerin perakendeci markali Grlnleri diger Grlnlere kiyasla
daha gok tercih etmesinde ucuz fiyatlarin kaliteden daha etkili bir
faktor oldugu soylenebilir (Gavcar & Didin, 2007).

Yerel Gridn ve market markali Urlin pazarlari her gegen yil bliyU-
meye devam etmektedirler. Bu pazarlardan her biriyle ilgili yapil-
mis gok sayida bilimsel galisma olmasina karsin, market markali
yerel Urdnlerin birlikte incelendigdi bilimsel galismalara literattirde
rastlanamamistir. Dolayisiyla bundan sonra yapilacak bilimsel
calismalarda bilim insanlarinin bu konuya daha fazla agirlik ver-
meleri, farkli sektorler ve bolgeler agisindan konunun detaylandi-
rilarak incelenmesi yararli olacaktir.
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Extended Abstract

Research Problem

The main purpose of this research is to determine the factors that affect consumers' preference for grocery brands in food purcha-
ses. For this purpose, it is aimed to determine to what extent the features and quality of the products, the branding and promotion
dimension, the distribution and pricing dimension, the emotional dimension, and the product dimension are effective in consumers'
preference for market brand local products. The scope of this research consists of consumers aged 18 and over, who prefer to buy local
branded products in food shopping.

Research Questions

In the scope of the research; It has been investigated whether the features and quality of the products, the branding and promotion
dimension, the distribution and pricing dimension, the emotional dimension, and the product dimension have a positive effect on the
preference of market brand local products.

Literature Review

Retailers often use their own brands based on their close relationships with consumers in order to survive in intense competition con-
ditions. The products produced in this way are called market branded products. Market brands or private brands are defined as product
brands that are contracted out to manufacturers by channel members such as retailers, that retailers undertake all post-production
activities such as marketing, and that are offered for sale with the retailer's own name or the name created by the retailer. It is seen that
local food products are also included in the market brands, which have a wide product range from cleaning products to personal care,
from kitchen tools to food products.

Price decisions for market branded products are made by the retailer. Since the image of market-branded products is the same as the
market, there is no need to transfer additional resources to promotion studies. Market brand products are located in market segments
dominated by manufacturer-branded products. In this way, it becomes easier for the customer to perceive the price difference. Con-
sumers generally perceive the market brand as low quality, while they think that manufacturer-branded products are of high quality.

Due to the low manufacturing costs of market brands, low packaging costs, low advertising costs, and the advantages offered by eco-
nomies of scale, they provide the opportunity to reach consumers at cheaper prices than national brands. Market brand also causes
differentiation of the store. Since market brands cannot be purchased from other markets and cannot be substituted directly from
another store, market brands will differentiate the retailer from others, which will increase store traffic and thus increase store loyalty.

Although market brand products are more attractive by low-income households and are often preferred by these households, nowa-
days these brands are not thought to be produced only for consumers with a limited budget. It is believed that there are many reasons
for purchasing these products other than monetary savings. Therefore, it should not be ignored that not only the consumer group with
financial restrictions but also consumers with different financial opportunities prefer this product group for various reasons. Consumers
who tend to buy market brand products are price sensitive, less concerned with quality, and have store loyalty. These consumers are
also diversity seeking, innovation driven, and shopper consumers.

A local food product, on the other hand, is defined as a product that is consumed frequently or associated with certain celebrations
and seasons, normally handed down from one generation to the next, and made in a certain way according to gastronomy. With little or
no processing and manipulation, heritage is distinguished and known for its sensory characteristics and is associated with a particular
local area, region, or country. Giving local or regional names to products as a branding strategy is a frequently used method. With this
method, manufacturers aim to increase the tendency of consumers to pay a higher price for their products by creating differentiation,
with the perception that an additional benefit is added to the product and that it is natural. Manufacturers who can apply the method
correctly also have the advantage of high price policy in the market.

Methodology

The aim of this study was aimed to determine the factors that affect the consumers' preference for market brand local food products.
For this purpose, the literature was examined and the scales taken from different studies were revised in accordance with the research
topic, and a model was created. The research model consists of five independent variables and one dependent variable. The model was
created by considering the features and quality of the products, branding and promotion, distribution and pricing, emotional dimensi-
ons and product dimensions. In order to determine the effects of these dimensions on the preference of market brand local products,
data were collected by online survey method, and a total of 394 surveys were evaluated. The questionnaire form used in the research
consists of 41 questions. Six of them were asked to determine the demographic characteristics of consumers, 32 of them were asked to
determine the factors affecting consumers' preference for market branded local products, and 3 of them were asked to determine the
preference of market branded local products.

The data obtained as a result of the survey application were analyzed in the Statistical Package for the Social Sciences 20.0 statistical
program. In the analysis of the data obtained in the research, mean, standard deviation, frequency distribution, reliability analysis, factor
analysis, and regression analysis were used.
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Results and Conclusions

Cronbach's alpha values were calculated to determine the reliability of the factors in the questionnaire. The overall reliability of the sca-
les used was 0.750, product features and quality 0.947, branding and promotion dimension 0.939, distribution and pricing dimension
0.902, emotional dimension 0.810, product dimension 0.572. In addition, reliability analysis was carried out in the dependent variable
of the research, the preference of market brand local products, and the Cronbach’s alpha value was found to be 0.927. As a result of the
analysis, it has been determined that the features and quality of the product, the branding and promotion dimension, the distribution
and pricing dimension, the emotional dimension, and the product dimension have a positive and significant effect on the preference of
market brand local products. Therefore, all five hypotheses formed within the scope of the research model were accepted.
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ABSTRACT

This study explores how Turkish Islamic banking professionals project and interpret the future of
the Islamic banking sector in Turkey. The study adopted a case study methodology, included field-
work in Turkey, and drew on semi-structured in depth-interviews in 2017. Also, it got help from
documentary analysis based on documents such as banking legislations, magazines, booklets,
and related other documents. Thirty-one Islamic bankers volunteered to participate in the study.
Results showed that half of the participants are optimistic about the future of the Islamic banking
sector in Turkey. They asserted that the share of Islamic banking in Turkey will increase from 5% to
15% or even more by 2025. Three major themes appeared in this group’s discourses: the Erdogan
effect, Islamism, and the emergence of public participation banks. However, the other half was
critical of a 15% market share goal. They found the goal of 15% market share by 2025 unrealistic
and very difficult to attain under current economic conditions. Prominent discourses revealed in
the pessimist group were the geopolitics of Turkey, fatwa-shopping, lack of legislation, and prod-
uct diversity. Both groups of participants supported their arguments with various rationales.

Jel Codes: G21, G23, M10, N35, Z12

Keywords: Banking professionals, case study, Islamic banking, organizational design, religion,
Turkey

6z

Bu calisma katilim bankaciliyi calisanlarinin Tirk katihm bankaciligi sektoriinin gelecegini
nasil yorumlayip tahmin ettiklerini incelemektedir. Arastirma, vaka galismasi metodolojisine
dayanmaktadir. 2017 yilinda Tirkiye'de gergeklestirilen bir saha calismasi kapsaminda yari-
yapilandirilmis mulakatlardan faydalanmistir. Buna ek olarak belge analizinden yardim alinmistir.
Bankacilik kanunlari, sektorel dergiler, kurum brosturleri vb. dékiimanlari igermistir. Calismaya 31
katilim bankasi ¢alisani gonullt olarak katiimistir. Toplanan veritematik analiz yoluyla incelenmistir.
Sonuglar, katilimcilarin yarisinin katihm bankaciliyi sektortintin Turkiye'deki gelecedi hakkinda
iyimser oldugunu gostermektedir. 2025 yilina kadar katilim bankaciligi sektortinlin ylizde 5ten
ylzde 15’e kadar hatta daha fazla blyUyebilecedini tahmin etmiglerdir ve l¢ ana tema Ustlinde
durmuslardir. Bunlar; Erdogan etkisi, islamcilik ve kamu katilim bankalarinn ¢ikisidir. Ote yandan,
katihmcilarin diger yarisi ylzde 15 hedefi hakkinda elestireldir. Bu grup mevcut ekonomik sartlar
altinda yiizde 15 hedefini gergekei bulmadiklarini beyan etmistir. Kotlimser olarak nitelendirilen
bu grupta one gikan soylemler; Turkiye'nin jeopolitigi, fetva-ticareti, kanuni yetersizlikler ve trtin
cesitliligin azhigidir. Her iki grup da soylemlerini farkli mantiklarla desteklemistir.

Jel Kodlari: G21, G23, M10, N35, Z12

AnahtarKelimeler: Bankacilik calisanlari, islami Finans, Katilim Bankaciligy, Tiirkiye, Vaka Calismas,
Din, Orgiitsel Tasarim

Introduction

In this article, the researcher attempted to shed light on how Islamic banking professionals interpret
both Participation Banks Association of Turkey’s (PBAT) and the Turkish government’s strategy plan for

under a Creative Commons the Islamic finance sector, especially the goal of increasing the market share of Islamic banking sec-

Attribution 4.0 International . . .

License tor in Turkey from 5 to 15 by 2025. Was that an attainable goal for Islamic bankers or not? Moreover,

Content of this journal is licensed


mailto:gokmendurmus@gmail.com
http://orcid.org/0000-0001-5809-8459

282

how they projected the future of Islamic banking in Turkey? The
researcher tried to uncover their arguments and rationales that
underlie their discourse about future projections of Islamic bank-
ing. Islamic banking professionals’ interpretations are explained
in the analysis section of this research.

This study has made several contributions to the body of litera-
ture on Islamic banking. First, it enhances our understanding of
the underdevelopment of Islamic banking in Turkey. It attempts
to find rational answers to the limited market share of Islamic
banks in Turkey. Second, there have not been many case studies
on Islamic banks in Turkey yet. This study aims to update the lit-
erature with a qualitative approach. Third, because the bank that
was included in the study employed professionals from various
backgrounds, it reflected the data quality as a richness. Hence, it
gave the researcher the opportunity to examine the Islamic bank-
ing phenomenon from their perspectives in detail.

It has been a question that how a bank leaning toward Islamic
principles operates in a country that is ruled by secular laws. In
Turkey, there has been no specific banking law for Islamic banks.
Both conventional and Islamic banks have been operated under
the same banking law. Also, the literature mostly intensified
around the conventional banking system and neglected the
Islamic banking sector. Apart from this, most of the remaining
studies were quantitative. With this study, the researcher aimed
to fill that gap with a qualitative approach.

Literature Review

Islamic Finance

Islamic finance consists of financial transactions that are claimed
to be Shariah-compliant. These transactions are passed through
the supervision of Islamic scholars who are educated in Islamic
law (figh) and have expertise in issues, especially business and
commerce. Their approval makes economic transactions Islamic
or in other names interest-free or halal. “In Islamic finance there
are several products and services similar to conventional finance
such as; banking, credit cards, stock indexes, mortgages, insur-
ance and microfinance activities” (Kuran, 2018, p. 20). Those ser-
vices are provided to Islamically sensitive customers through
Islamic financial institutions. The major part of these insti-
tutions is composed of Islamic banks. Islamic banking leans
toward Islamic economics doctrine. This doctrine is proposed
by prominent Muslim scholars such as Mawdudi, Qutb, Sadr, and
Qaradawi. For them, the final goal of Islam is rejecting man-made
economic systems like capitalism and communism by establish-
ing Islamic economic systems all over the world. Their new inter-
pretation of the Islamic worldview gave rise to Islamic financial
institutions. For instance, A'la Mawdudi (2013) puts forward the
idea that banks are inevitable, but legitimate and beneficial insti-
tutions of modern times except for their riba part. For him, finan-
cial institutions help to create a reservoir for sectors rather than
being repositories of surplus capital. So, banking could in theory
become more profitable under the Islamic economic system (A'la
Mawdudi, 2013)

Islamic Banking

There have been two important steps in the development of
Islamic banking. The first one is the interpretation of riba (inter-
est). Interest concepts evolved in Islamic jurisprudence thought
with the interpretation of riba by the Hanifi figh (Noorzoy, 1982)
and lead to the birth of cash wagfs (foundation) in the Ottoman
Empire. Those institutions could be regarded as the first form of
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Islamic banks. They are devised to meet the credit needs of indi-
viduals in the Ottoman Empire, mainly between the 15th and 17th
centuries. “The endowed capital of the wagfs was lent as credit to
borrowers, generally for ayear, and then it was asked that this cap-
ital, with an “extra” amount, was reallocated to all kinds of religious
and social purposes” (Cizakga, 1995, p. 313). Those institutions are
also criticized for being problematic in terms of generating usury
income through mudaraba partnerships (Mandaville, 1979). How-
ever, Ebussud Efendi’s pragmatic fatwas helped the continuation
of cash wagfs for a while in the Ottoman Empire (Pamuk, 2004).

The second step was the application of the profit-and-loss sharing
system. With the application of the profit-and-loss sharing system
in Islamic banking, new models of Islamic banks are introduced in
Islamic countries. There have been several trials of Islamic bank-
ing models since the 1960s. Inarguably, the first modern Islamic
banking trial was Mith Ghamr Saving Bank (Mayer, 1985). Mith
Ghamr Bank was established by Dr Al-Najjar in a city named Mith
Ghamrinthe 1960s. Its lifespan endured short. Because the Egyp-
tian government shut down Mith Ghamr Bank with the allega-
tions of supporting Islamic fundamentalism. Another important
trial was Tabung Haji (Pilgrims Fund Corporation) in Malaysia.
Tabung Haji was established in 1963 to allow Malaysian Muslims
to save money to perform their hajj (pilgrimage). The corporation
was investing the collected funds into profit-generating projects
or Shariah-compliant instruments. The emergence of Tabung Haji
is thought to have given rise to the Bank Islam Malaysia Berhad—
which was the first Islamic bank in Malaysia—in 1983. After the
formation of Bank Islam, the Islamic financial system progressed
gradually in Malaysia (Nasser et al, 2013).

Another trial was the establishment of the Islamic Development
Bank in 1974 which was a product of the Jeddah Conference of
Finance Ministers of Muslim Countries in 1973 (Ahmed, 1990).
But Islamic Development Bank stayed as a coordinator bank in
the Gulf region for Islamic countries. Right after Islamic Develop-
ment Bank, Dubai Islamic Bank is established in 1975. This bank
can be regarded as the first full-fledged Islamic commercial bank
offering Shariah-compliant products. After its establishment,
new private Islamic banks came into the body in the Gulf region.
For instance, Al Baraka Finance House, Faisal Finance House, and
Kuwaiti Islamic banks began to expand their network with new
branches in the Middle East. Now many more Islamic banks give
service all over the world including Germany, England, Russia,
Pakistan, Sudan, Iran, and Indonesia.

Islamic Banking in Turkey

Even though its formal structure is arguably Islamic, a bank with
the name “Islam” started in Turkey with Adapazari Islamic Com-
mercial Bank (Adapazari islam Ticaret Bankasi) in 1913 (Sakarya
Chamber of Commerce and Industry, 2023). This bank was estab-
lished by a group of entrepreneurs in Adapazari and is regarded
as the first example of a national private enterprise in banking.
Due to the lack of credit supply of Ziraat Bank, high-interest rates
of moneylenders, and discrimination against the local people by
the foreign banks (Turkish Commercial Bank, 2023) such as Otto-
man Bank—which was founded by British capitalists with Queen
Victoria's royal charter (Aktemur, 2005, p. 3). Adapazari Islamic
Commercial Bank is established as a reaction to operating banks
in Turkey. Later, with the collapse of the Ottoman Empire and the
establishment of secular Turkey, the bank changed its name from
Adapazari Islamic Commercial Bank to Turk Ticaret Bankasi (Turk-
ish Commercial Bank, 2023).
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Islamic banking started in Turkey with the Ozal administration
indeed. His cabinet issued a legislative decree (No. 83/75086) in
1983 for Islamic financial institutions to start their operations in
Turkey (Baldwin, 2012, p. 38). Those Islamic banks adopted the
term “Special Finance Houses” (Ozel Finans Kurumlari) ratherthan
“Islamic banks” in Turkey. This naming issue could be explained
by the 1980 military coup’s post-effects (Canbaz, 2016, p. 173).
Newly established Islamic financial institutions did not want to
get sensed as a threat to the secular regime of Turkey. Addition-
ally, there was another explanation for the naming issue. Accord-
ing to Asutay (2013, p. 214), Islamic banks deliberately avoided
the use of the term “bank” to differentiate themselves from the
conventional banks in Turkey. Also, the Islamic part of society has
not been satisfied to see the terms “bank” and “Islam” together.
After the 2000s, those banks opted for the term of “Participation
Bank” (Katiim Bankasi) instead of “Finance House.” This naming
issue has still been a problematic issue for Islamic banks.

Albaraka Turk Finance House became the first Islamic bank in
Turkey. Albaraka Turk opened its first branch in 1985. As of 2023,
Albaraka Turk has approximately 225 branches in Turkey. Then,
Faysal Finance (1985), Kuveyt Turk (1989), Anadolu Finance (1991),
Ihlas Finance (1995), and Asya Finance (1996) joined the Islamic
banking sector. The economic crisis which took place in 2001
affected many Islamic and conventional banks negatively. In
2001, Ihlas Finance went into bankruptcy. Its customers rushed
to lhlas Finance to withdraw their money. Since this bank run,
still thousands of them—who are called /hlaszedeler (victims of
Ihlas)—could not get their money back from Ihlas Finance House.
In 2005, Anadolu Finance went merger with Faysal Finance under
a Turkiye Finance brand (Aysan et al, 2018). With the new legis-
lation after the 2001 crisis, the Turkish banking sector became
more resilient to economic shocks. In 2016, the Turkish govern-
ment took over Bank Asya with its connection to FETO (Gulen
Community) which was held responsible for the 15 July 2016 coup
attempt. Another turning point became the birth of state-owned
Islamic banks. Ziraat Participation Bank became the first public
Islamic bank in Turkey. Ziraat Participation started its operations
in 2015. Then, Vakif Participation was followed by Ziraat Partici-
pation in 2016 and Emlak Participation in 2019. With these new
three financial institutions, the number of Islamic banks increased
to six in Turkey (Table 1).

In 2015, the Erdogan administration set a 10-year economic
plan. There were a bunch of financial goals extending from trans-
forming Istanbul into a finance center to increasing the share
of Islamic banking to 15% (Presidency of The Republic of Turkiye
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Figure 1.
Market Share of Islamic Banking in Turkey (2001-2021). Source: Banking
Regulation and Supervision Agency of Turkey (2022).

economic development plan, the PBAT also penned a strategy
document indicating how to meet the government’s goals step
by step. In this strategy plan, the PBAT set action plans under six
themes such as increasing product diversity, the establishment
of a supreme Shariah board, standardization of Islamic banking
processes, reinforcing human resource of Islamic banks, improv-
ing the corporate communication side of Islamic banks to create
a better public image, and digitalization of the Islamic banks (Par-
ticipation Banks Association of Turkey, 2022b). There is no doubt
that the most challenging goal is reaching 15% market share for
Islamic banks by 2025 because the Islamic banking sector barely
reached to 5% limit till 2015. As of 2022, the share of Islamic bank-
ing in the total banking sector revolves around 7% level (Figure 1).

Research Methodology

Research Questions

The aim of this study is to understand Islamic banking phenom-
enon in Turkey from the lenses of Islamic banking professionals.
For this reason, each question was constructed in an attempt to
understand today and the future of the Islamic banking phenom-
enon. For this aim, the researcher put three questions. These are
as follows:

1) Why Islamic banking is limited to only 5% in the Turkish bank-
ing sector?

2) How do Islamic bankers interpret Islamic banking in Turkey?

3) How do Islamic bankers project the future of Islamic banking

Finance Office, 2022). In parallel with the Turkish government’s in Turkey?

Table 1.

Comparison of Islamic Banks in Turkey—Million TL

Bank Name Est. Year Type Branches Employees Assets Deposits Credits Profit
Albaraka Turk 1984 Private 230 3258 83,732,266 66,737,740 48,867,302 51,427
Emlak P. 2019 Public 65 1021 25,511,723 16,453,765 15,156,201 50,945
Kuveyt Turk 1989 Private 442 6087 186,903,445 151,191,037 94,886,325 1,407,781
Turkiye Finance 2005 Private 316 3576 84,891,128 62,284,849 48,366,433 483,480
Vakif P. 2016 Public 125 1803 73,215,553 50,416,438 38,618,455 802,468
Ziraat P. 2015 Public 113 1453 76,435,446 57,432,330 52,558,440 306,007
Total 1291 17198 530,689,561 404,516,159 298,453,156 3,102,108

Source: Participation Banks Association of Turkey (2022a).
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Research Design and Philosophy

According to Saunders et al (2012a, p. 128), the research phi-
losophy can be considered the researcher’s assumptions about
the knowledge which shapes his or her research questions. This
research held an interpretivist approach. It gave sound to a
neglected area of the banking side in Turkey which is called “par-
ticipation finance” (katiim finans) or in another name “Islamic
banking or finance.” The study aimed to update Islamic banking
literature with qualitative insight. In this case, an Islamic bank
which operates in Turkey kindly accepted the researcher’s request
for an academic study. With their grant for admission to the field,
the researcher started to conduct semi-structured interviews.

Semi-structured interviews are a kind of interview that occurs
from a protocol of a cluster of key questions which is planned
in advance about themes that direct each interview (Saunders
et al, 2012b, p. 374). The interview protocol ranged from warm-
up questions to sector-level questions, organizational-level
questions, and closing questions. From time to time, follow-up
questions accompanied the interview protocol. Especially sector-
level questions helped the researcher to extract the participants'
interpretation of the future of Islamic banking.

Sector-Level Questions

1. What are the constraints you face in the Islamic banking
sector?

2. Do you observe any legal, religious, or cultural constraining
factors in the sector?

3. s there any factor that increases your cost compared to
other banks?

4. Isthere any enabling factor in the sector for Islamic banks?

5. How do you project the next 10 years of the Islamic banking
sector? Positive or negative?

Thirty-one Islamic bankers volunteered to participate in the
study. Those professionals who agreed to participate in the study
ranged from an experienced Islamic banker who witnessed the
first days of Islamic banking in Turkey at the beginning of the
1980s to a newly started Islamic banker who started a job in 2017.
Interviews were held in five cities in Turkey including Istanbul,
izmir, Bursa, Kayseri, and Konya in 2017. Some interviews were
recorded with the permission of the participants. Also, notes
were taken during the interviews. After the interviews were com-
pleted, all the research material was transcribed into text. For the
accuracy of the transcription process, all interviews have listened
to twice. The whole body of transcription text was translated from
Turkish to English by the researcher.

Ethical Approval

This study got approval after an application was made to the
Research Ethics Committee of the University of Leicester in
March 31, 2016, No: 5948. All the participants participated in this
research on avolunteer basis. To eliminate possible risks for them
and the researcher, | gave a great effort. | informed participants
about the confidentiality, privacy, and anonymity of the inter-
views. For this, | preferred pseudonyms in the texts rather than
giving their real names. Also, | did not include the Islamic bank’s
real name which kindly accepted my request for the study.

Data Analysis

Thematic analysis is used to analyze research material which
consists of interview transcriptions, documents, and obser-
vational data. After several readings of the transcriptions and
field notes, initial codes started to appear. Then with additional
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readings, the final themes are crystallized. Mainly two types of
ideas developed. The first group of participants held a pessimist
approach. They had provided several justifications for being criti-
cal of the 15% goal. The second group of participants had an opti-
mistic approach toward the Erdogan administration’s 15% market
share goal for the Islamic banks. They had several justifications
for their assumptions. In the next section, the researcher will
attempt to explain their reflections in detail with quotes from the
participants.

Results
The First Group: The Optimists

“Islamic banking sector will definitely grow. Because there
will be more banks. The government’s support will increase.
Demand will grow. And its [Islamic banking] value will be
understood more.” (Zahide)

The first group of participants was very enthusiastic about the
15% share goal. They justified their projections from different
angles. Mostly touched themes have been the Erdogan effect,
the emergence of state-owned Islamic banks, and Islamism.
These three themes have been repeatedly touched themes by
the participants.

Erdogan Effect

“Our president [Recep Tayyip Erdogan] has a goal. | believe
that share of participation banking in the total banking sec-
tor will surpass fifteen percent in ten years.” (Hamza)

The most referred theme was the Erdogan effect. Optimist par-
ticipants found President Recep Tayyip Erdogan the most pro-
pelling power for the growth of Islamic banking. Because, only
in Erdogan’s era, the Turkish government opened public Islamic
banks.

“Well, our president [Erdogan] has a goal, which is increasing
the sector to fifteen percent. | think that the share of Islamic
banks in the total banking sector will exceed fifteen percent
in the next ten years” (Ahmet Hamdi)

Since the Ozal administration, the Turkish government gave the
biggest support in the Erdogan era to the Islamic finance sector
in its history. As participants were glad about this support, some
of the participants were positive about this goal. Hamza, Kemal,
Ahmet Hamdi, and Celalettin were some of these optimist partici-
pants who were hopeful about the future of the sector. Those par-
ticipants trusted President Erdogan and supported him cordially.
Ahmet Hamdi was among those participants who believed that
the market share of Islamic banking will surpass 15% in 10 years.

Some participants were dreaming of the top and hoping to reach
peak level by challenging England in terms of financially. In the eye
of those participants, England was the center of Islamic finance.
London Stock Exchange is possibly the top market for Islamic
finance. It raised 50 billion USD with the issuance of sukuk (Islamic
bonds). It also supplied Shariah-compliant Exchange Trade Funds,
and Shariah indexing such as FTSE Shariah Global Indexes, and
Russell Islamic Global Indexes (London Stock Exchange, 2022).
Kemal was among those participants who desired to challenge
England.

“We'll reach the level of England in ten years. If it goes like
this, we're going to be the best or the second. Our president
declared a fifteen percent growth goal for Islamic banking
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sector. God willing it happens. He is the greatest factor in the
development of Islamic banking. If president Erdogan hadn’t
wanted it, Islamic banking was going to stay limited to pri-
vate banking. Once the state-owned Islamic banks entered
the market, monopolistic market structure [of Islamic bank-
ing] began to change.” (Kemal)

The Emergence of State-Owned Islamic Banks

“I| believe that Islamic banking will grow. Especially after the
entry of public Islamic banks into the market. Vakif Katilim
started well. Ziraat Katilim announced a profit in two years.
It is not that easy for a two-year-old bank to make a profit.
But a state-owned bank made it. People encouraged the
government to open Islamic banks and they preferred these
banks...” (Kemal)

In 2015, the Erdogan administration established Ziraat Participa-
tion Bank (Ziraat Katilim Bankasi). Then, Vakif Participation Bank
(Vakif Katilim Bankasi) followed Ziraat Participation in 2016. These
two newly established Islamic banks were among the 10 biggest
finance groups in Turkey. Especially Ziraat is the finance giant of
Turkey. Ziraat Finance Group has thousands of branches all over
Turkey and abroad from Baghdad to London. Ziraat Finance Group
also has many subsidiaries such as an Islamic bank, venture capi-
tal, real estate investment trust, etc. With the establishment of
these two new public Islamic banks, the image of Islamic banking
began to change in the eye of Turkish consumers. Because Islamic
banks’ ownership in Turkey was mostly dominated by private
capital influx from the Gulf area like Kuwait, Saudi Arabia, Qatar,
and Bahrain. Even though local industrialist from Turkey was the
owner of these private-Islamic banks, there were no state-owned
Islamic banks in Turkey till 2015. Apart from that, the availability of
Islamic banks was restricted in populated cities. With the emer-
gence of public-Islamic banks, it got easier for Turkish customers
to reach Shariah-compliant financial products. Some partici-
pants drew attention to the importance of state-owned Islamic
banks in Turkey. Ziraat Katilim was a 2-year-old bank in 2017. And
it declared two million Turkish lira in profit that year. This was
appreciated by the participant and brought to the attention.

“Now our President wants us to grow. There are some insti-
tutions abroad performing Islamic banking operations like
HSBC. Why wouldn’t the Muslim capital be here? That is
why state-owned Islamic banks like Ziraat Participation and
Vakif Participation are established. Market share was up to
five percent so far. Islamic banks were not able to keep gov-
ernment institutions’ money in their accounts. | believe that
the Islamic banking sector would grow in ten years. For this
growth, Ziraat Participation and Vakif Participation will be
locomotives god willing”” (Celalettin)

Vakif Participation Bank was established in 2016 by the Turkish
government. After Ziraat Participation Bank, it became the sec-
ond state-owned participation bank entering the Islamic banking
sector in Turkey. Oguz stressed the importance of Vakif Participa-
tion Banks’s real estate properties. According to the Oguz, those
properties passed Vakif Bank through the Ottoman wagifs and its
transfer to Vakif Participation Bank will help the development of
the sector.

“I think that Islamic banking will grow with Ziraat Participa-
tion and especially with Vakif Participation Bank. Because
Vakif Bank has real estate properties. These assets are

passed through wagifs (foundations) from the Ottoman
Empire times. They are currently in the bank’s liabilities. It is
considered to transfer these properties to Vakif Participation
Bank. I think it will bring a serious income for the bank. But
when does that happen? It will take three to five years” (O§uz)

The takeover of Bank Asya damaged the Islamic banks in Turkey.
It lowered the confidence in Islamic banks. This was the second
time an Islamic bank was confiscated by the Turkish government
after Ihlas Finance House. In order to strengthen the Islamic
banking sector, the Turkish government established two new
state-owned Islamic banks. Neset was among those participants
who emphasized the significance of public Islamic banks for the
future of the sector.

“Now the government has entered this business, you know.
Ziraat Participation entered. Vakif Participation as well. Halk
Participation will enter. Even more, the government has the
policy to make grow this sector. It will be better. In my opin-
ion, the market share will increase. It fell after that Bank Asya
incident, but | think it will increase from now on.” (Neset)

“I honestly believe that the sector's share of the cake in the
banking sector will increase in the next ten years. We're at
about five percent right now. | honestly believe that our share
in the sector can reach fifteen percent together with Ziraat
Participation and Vakif Participation Banks. They have recently
joined the sector with their fast and aggressive policies” (Aziz)

For some Islamic banking professionals, the entrance of public
Islamic banks into the sector changed the structure of the mar-
ket. Because there have been only three Islamic banks operating
in Turkey till 2015. The market share of Islamic banking was lim-
ited to just 5%. Due to the market structure and their number,
they were eligible to make agreements on the prices. However,
it is not that easy to come up with this claim. One of the partici-
pants highlighted this issue. For him, religious people were limit-
ing themselves to Islamic banks because of their Islamic beliefs.
And Islamic banks were abusing this position. However, after the
entrance of public Islamic banks, the market structure began to
change as it is not acceptable to make secret agreements with
state-owned banks for private Islamic banks.

“These banks [private-Islamic banks] say that this man is a
haji (pilgrim), he won't go to conventional banks. So, he will go
to one of these banks. And they agreed among themselves.
Now the main player has arrived. What happened? We can't
come to terms with this man now. Why? Because it is a pub-
lic institution. There is no conflict with the state. (Devletle
dizen olmaz). They will certainly be subject to it. So instead
of giving direction, private-Islamic banks had to be subordi-
nate.” (Kemal)

Another participant referred to the visibility of Islamic banks.
Because Islamic banks generally preferred to give advertise-
ments to the conservative TV and radio channels before, they
were not in the prime-time programs. But with the entrance of
Ziraat Participation Bank and Vakif Participation Bank, public
Islamic banks started to give more advertisements to frequently
watched TV programs and soccer matches. Zahide pointed up
from sponsorship of these TV programs especially on aired dur-
ing Ramadan.

“Until now, for example, participation banking ads were
not circulating much. But now, with the intervention of the
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government, this has expanded even more. We see them in
the subway, on the ferry, etc. Pay attention to those adver-
tisements during football matches. All of them have Ziraat
Participation. For example, some TV programs during Rama-
dan are sponsored by Vakif Participation. They sponsor many
things. In this way, Islamic banking is to be heard more and
more.” (Zahide)

Many participants like Sait underlined the importance of the
government’s step in establishing new Islamic banks apart from
Ziraat and Vakif Participation. They mainly focused on Halk Bank.
As Halk Bank is the third biggest—state-owned—bank in Turkey,
banking professionals wished for the entrance of a new public
Islamic bank named Halk Participation Bank. Sait stressed on the
value of state-owned Islamic banks for the sector and compared
them to private Islamic banks.

“I think Islamic banking will grow. Now there are rumors
that Halk Bank will open an Islamic bank. In other words, the
Islamic banking sector will grow even more with the involve-
ment of state-owned Islamic banks. It will gain momentum
with the government's involvement in this business. | mean,
it will do what Kuveyt Turk, Albaraka Turk, and Turkiye Finance
couldn’t do in the past, through these public Islamic banks in
avery short time.” (Sait)

Some other participants like Yusuf mentioned the project of
Emlak Participation Bank in 2017. The government established
Emlak Participation Bank in 2019. A previously confiscated bank
named Emlak Bank transformed into an Islamic bank in 2019.
However, still, there isn't any clue about Halk Participation
Bank yet.

“I see the future of Islamic banking bright. Here are the new
Islamic banks like Vakif Participation and Ziraat Participa-
tion. You know, there will be Ada Bank too. Emlak Participa-
tion Bank will also participate soon. | believe that the share
of Islamic banking will go up to fifteen percent. The sector
is still untouched and the potential for development is very
high.” (Yusuf)

Some participants were pleased with the government’s steps.
But at the same time, they found these steps insufficient. For
some participants, the government stayed late in involving the
Islamic banking sector. Oguz was among those participants who
appreciated the government’s support but found it inadequate.
Besides, the economic situation in Turkey deteriorated in 2013,
some macroeconomic indexes including gross domestic prod-
uct, exchange rates, and inflation rates got worse since 2013. The
Erdogan government expelled a coup attempt in 2016 and over-
come from Gezi protests in 2013. With this in mind, Oguz referred
to 2016 as an unproductive year.

“The government entered the Islamic banking sector late. In
fact, it was in the sector during a barren period. If the gov-
ernment had entered five years ago, believe me, the sector
would have gone further” (Oguz)

Islamism

Some participants ideologically approached the Islamic banking
issue. They were considering Islamic banking as a jihad (holy war).
As itis known, jihad is warfare given against the kdifiir (blasphemy,
infidelity) and cehalet (ignorance), which means any struggle
against the non-Islamic systems. In this case, jihad is every reli-
gious endeavor given to the Islamic economic system including
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support of Islamic banking. It is also every step taken against
riba (interest) and ribawi or faizli (interest-based) economic sys-
tem including conventional banks. From their Islamic perspec-
tive, sooner or later Islam was going to be victorious over other
religions. This message was signaled in the holy book of Islam
According to the Quran, Allah (God) was going to realize his prom-
ise sooner or later. Hamza was among those religious Muslim
participants who believed in that promise. In his interview, Hamza
referred to a verse from the Koran and said:

“I believe that in the next ten years, by Allah’s leave, the share of
the sector will rise above thirty percent. God will perfect His light
as long as we are sincere and hardworking. If we embrace it, we
will increase the share of this sector to over thirty percent.

In the surah of As-Saff (The Ranks, <aall), it is stated that: “Gsu %
Ol % 5505 40 405 2600 5L 5581 46l " “They seek to extinguish
the light of God with their mouths; but God will perfect His light,
much as the unbelievers may dislike it” (Dawood, 1990). This verse
is commonly used by Islamic preachers to motivate Muslims to
endure their fight against the enemies of Islam. Hamza also used
this Koranic verse in his discourse. For pious participants like
Hamza, working in the Islamic banking sector was a kind of wor-
ship. Moreover, improving the product diversity of Islamic finance
is deemed a religious activity appreciated by God in which they
will get its response both in this world and the next world.

“| see an increase in diversity of interest-free banking instru-
ments as worship; | see it as a pious deed (salih amel). Its
reward gets deposited into our bank accounts in this world
as asalary. | also believe that I'm going to get its reward here-
after. If we code ourselves with this mentality we'd succeed.
Hence, we should have been training our Islamic banking
associates with this mentality.” (Hamza)

The Second Group: The Pessimists

“It is foreseen that the share of Islamic banking will be 15 per-
cent by 2025. I think it will reach 11 percent at most” (Selcuk)

Apart from optimists, there was another group of banking profes-
sionals who are categorized as pessimists. Those Turkish Islamic
bankers were critical of the future of Islamic banking. They did not
have the idea the Islamic banking sector would reach 15% market
share by 2025. Those participants approached the Islamic bank-
ing phenomenon from different angles. And their interpretations
are coded under themes such as geopolitics of Turkey, fatwa-
shopping, and lack of legislation and product diversity.

Geopolitics of Turkey

Turkey is located between Europe and Asia. It is often seen as
similarto a bridge between two continents. Istanbul, for instance,
located on both of these continents. Its position brings Turkey
advantages and disadvantages as well. Some of the participants
believed that some actors (diinya konjonktdiri) were not allowing
Turkey to grow. When | asked them who those actors were, | got
various answers such as masons, the Jewish lobby, Christian club,
London, the United States, and all enemies of Islam including
local collaborationists. This “foreign actors” (dis glicler) discourse
circulated many times during participants’ interviews.

“Ido notthinkthatthe world conjuncture (dlinya konjonktlir)
will allow Islamic banking to go further in Turkey. Because if
you get a share from the pie, they will start to trouble with
you after a while” (Nazim)
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Table 2.
Branch Number of Islamic Banks Versus Ziraat Bank

Branch Number  Branch Number

Bank Name (2017) (2022)
Albaraka Turk Participation 213 230
Bank

Kuveyt Turk Participation Bank 389 442
Turkiye Finance Participation 287 316
Bank

Vakif Participation Bank 43 125
Ziraat Participation Bank 56 113
Emlak Participation Bank 0 65
Total (Islamic Banks) 988 1291
Ziraat Bank (Conventional) 1781 1752

Source: Participation Banks Association of Turkey (2021), Banking Regulation and
Supervision Agency of Turkey (2022), and Ziraat Bank (2022).

Some of the participants believed that Turkey is in a trouble-
some geographic location. The crises around the country have
been negatively affecting Turkey. Also, inner politics such as pro-
tests, coup attempts, terrorist attacks, and frequent shuffles of
Ministers and Central Bank governors affected the finance sec-
tor adversely. One of the participants stated that banks stayed
in hope of passing these kinds of turbulent waves with minimum
damage.

“But we live in very difficult geography. Due to the geography
we live in, it is not possible to predict which way we will be
thrown or which way we will evolve. So for the last 3-4 years,
we have been saying ‘It will pass, it will get better! Hopefully
this crisis will pass. We're going to get through this too. But
we are at idle, with blood loss.” (Cengiz)

Sabahattin specified the size of Islamic banks in Turkey. He shared
an example from Turkey’s biggest financial institution, Ziraat
Bank. He compared all Islamic banks operating in Turkey with
Ziraat Bank. Based on his analysis, just Ziraat Bank had double
times many branches than the total of all Islamic banks in Turkey
(Table 2). Hence, it has not seemed that easy for Islamic banks
to compete with only a single conventional bank and triple their
market share from 5% to 15% in 10 years. Apart from Ziraat, there
were remaining more than 40 conventional banks in Turkey.

“In my opinion, the market share of Islamic banks will increase
to seven percent when it is six percent. But 15-20 percent
shares, as our President [Erdogan] declared, are very serious
goals. It is not easily attainable. There is the Ziraat Bank. | do
not count the other 48 banks. Just Ziraat Bank has two thou-
sand branches. All participation banks do not have that many
branches.” (Sabahattin)

Nazim was an experienced banker who worked both in the con-
ventional and Islamic banking sides. He gave rich insight into the
banks. In his future projection, the Turkish banking sector was
not an easy market, especially for foreign banks such as HSBC,
Citi Bank, Deutsche Bank, and Standard Charts. In Nazim’s future
scenario, Islamic banking was going to grow up to a point whilst
competition among the Islamic banks was increasing. First, for-
eign banks were going to exit the market. Then, Islamic banks

were going to downsizing. Finally, Islamic banks were going to
mergers and acquisitions to survive in 10 years.

“It'll grow. There’s a little more to go. After that, conflicts will
begin. Costs will come into play. Participation banking inev-
itably falls back as soon as costs are involved in meetings.
Because it's hard. After a while, we will start talking about
surviving. There is no need for a branch in Nisantasi' while we
can open it in Mecidiyekdy..It will be okay after a while. That’s
why downsizing happens. For example, HSBC was a huge
power. It disappeared. City Bank is like a giant in the world. It
didn't succeed in Turkey, like it, Standards Charts closed its
office. Deutsche Bank has been one of the first banks oper-
ating in Turkey for years. It is even preferred to convert its
branch into an office in Turkey. Doing business in Turkey is
not that easy. After a while, the big ones swallow the littles.
Participation banks should either merge. In a few years, we
will see 3-4 more participation banks coming. In the next 10
years, we will see mergers”” (Nazim)

Lack of Legislation and Product Diversity

“If better steps are taken in this regard such as legislations
and regulations, no one can prevent or stop Islamic banking.
But if nothing is done then Islamic banking disappears in the
system after a few years of shining. It goes back to the old
rates of 3-4-5%.” (Mihriban)

Some participants presumed that the Islamic banking sector could
reach a maximum of 10% level. But more than this number was
utopic for them. Because there have been many things missing in
the sector including legal amendments. Moreover, there is still no
specific banking law for Islamic banks in Turkey. All conventional
and Islamic banks operate under the same banking law no. 5411.

“In the strategy document, Participation Banks Associa-
tion of Turkey predicted that Islamic banking will reach fif-
teen percent in 2025. All the managers of the participation
banks have signed it. My prediction is they can’'t reach 15 per-
cent. Legislative and legal facilitations must be finished, the
economy must go well, the real economy must function, and
interest rates should fall. If the real sector works, | think that
it can reach 10 percent very comfortably. And 10 percent is a
huge number” (Orhan)

In some cases, customers prefer more costly products owing
to their religious beliefs or ideology. Several institutions such
as religion, race, culture, and ethics can play role in customers’
attitudes. One of the participants drew my attention to their core
customers. From his perspective, Islamic banks were not going
to grow more than double size in the demand size. For him, those
were their core customers who were opting for Islamic banks
even though Shariah-compliant financial products were more
expensive than conventional banking products. In addition to the
costliness of Shariah-compliant products, those products were
requiring more effort to use in terms of necessitating guarantors.
As Wagner-Tsukamoto (2008) pointed out in his paper, sticking
with religious values brings an extra burden for the company and
its customers as in Quaker firms Rowntree and Cadbury.

“I think Islamic banks are not ready for this growth. We just
said that people have sensitivities. They are really sensi-
tive to interest but they are also sensitive to losing their

" Nisantas (Nisantasi): A quarter of Istanbul. A popular neighborhood which is famous for its exclusive shops and lavishly expensive real estates.
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investments. In that sense, they have sensitivity. It's a fact
that demand must come from the below. This is something
that develops voluntarily. When | started to work for partici-
pation banks first, for example, when the loan rate was 1 per-
cent in normal banks, some people came here and used loans
from 2 percent also with guarantors. It was just because cus-
tomers preferred participation banks. These people are our
core customers.” (Omer)

Islamic banks typically offer no more than five financial products.
Those are mudarabah, murabaha, musharaka, sukuk, and gard-
ul hassan. However, the last one is not preferred because of its
high risk and low return. The Islamic banking sector has been
suffering from a lack of product diversity and has not able been
to invent new Shariah-compliant financial products and services
so far. Semsettin touched on this problem in his interview. He
emphasized the importance of product diversity and stayed
pessimist about the future of the sector. From my personal view,
he is not unfair in his judgment. Islamic banks need to increase
their product diversity to grow more and fulfill their 15% share
goal by 2025.

“Fifteen percent share envisaged by the President (Reisicum-
hur), as well as by those who are the mentors (mihmandarlar)
of participation banking. If it continues like this, we will hardly
be able to address 15 percent. In other words, we cannot see
15 or 20 percent market share in ten years, with only muda-
rabah and murabaha.” (Semsettin)

Fatwa-Shopping

“If they [banks with Islamic windows] don’t trivialize the
Islamic banking sector, | think it will grow a lot in the next 10
years. But if they make light of it, even the government may
exit from the Islamic banking market”” (Veysel)

Another controversial issue in Islamic finance sector is fatwa-
shopping. Getting fatwas easily in unethical ways creates incon-
sistencies among fatwas; breaks the harmony among banks,
supervision agencies, and customers; and finally leads to lose of
faith in the sector (Malik et al., 2011). Some conventional banks
prefer to enter the Islamic banking sector by opening Islamic
windows. In order to open Islamic windows, conventional banks
have to get fatwas from Islamic scholars. Veysel—who was one of
the most experienced banking professionals among the partici-
pants—was critical about the future of the sector. He approached
the Islamic banking market from a different angle which was con-
ventional banks with Islamic windows. He contacted a delicate
issue which was fatwa-shopping. For him, some conventional
banks were finding a sheikh and getting fatwa (approval) easily
from these “Islamic scholars” Fatwa-shopping is a controversial
issue in the literature for Islamic banks as it undermines the sec-
tor and damages trust over Islamic banks.

“Why would they [conventional banks] juice up? Now Yapi Kredi
Bank, Akbank, and Citi Bank are issuing sukuk (Islamic bond). They
got a fatwa for this transaction. They found a sheikh. I don’t know
who Sheikh Ahmet is. In the fatwa article, it's written that: We
examined the transaction that the bank’'s murabaha is religiously
permissible. Although we suggest one or two minor changes, we
have concludedthat the transaction complies with the principles of
interest-free banking. And Sheikh Ahmet Mustafa signed it. Those
banks’ branches also visit companies which have Islamic banking
sensitivities just because they hold a fatwa. This is diluting.”

Trends in Business and Economics | 2023 37(4): 281-291 doi: 10.5152/TBE.2023.23124

Veysel also mentioned from conventional banks with Islamic win-
dows offer lucrative products like sukuk. To the participant, con-
ventional banks offer better investment opportunities compared
the Islamic banks. This makes conventional banks with Islamic
windows much more compatible compared to Islamic banks in
Turkey. Hence, Islamic banks fall back on conventional banks. To
overcome this issue, Islamic banks need to offer better prices for
their customers. Easily got fatwas damage the legitimacy of the
Islamic banking sector and lead to the “What is your difference?”
question (Durmus, 2021).

“With the fatwa letter they [conventional banks] received,
these banks say in its branch that | got permission toissue an
interest-free instrument. Interest-free! And they sell it. Cur-
rently, when | offer sukuk from 11 percent ratio but they offer
from 14 percent return. They promise more. They are both
sukuk, right? Don’t they?!” (Veysel)

Discussion

Half of the participants were pessimists about the goal. They
found the 15% market share goal unrealistic. The participants
categorized into the pessimist group put forward various argu-
ments. Some of them mentioned from lack of legislation and
product diversity. They recommended agile legislation about
Islamic banks. Indeed, without a specific Islamic banking law,
it would be very difficult development of Islamic banking sec-
tor. Rules of the games should be set clearly for Islamic banks.
Otherwise, Islamic banks would have difficulties thriving in the
market. Forcing Islamic banks to follow a law designed for con-
ventional banking would result in a lacking behind conventional
banks. Some pessimist participants blamed “foreign actors”
for the cause of underdevelopment of Islamic finance in Turkey.
They worried future of Islamic banking. For those participants,
there was always an enemy outside. Sooner or later they were
ready to attack. This group of participants was on the conspiracy
side of the interpretations. These religious participants brought
verses from the Quran to encourage Islamic economics doctrine.
Another group of participants touched on delicate ethical issues
which are fatwa-shopping and cartels. They wanted to see Islamic
moral principles in the business area. Moral decision-making
processes are important in this meaning both for Islamic and
conventional banks. Unethical decisions damage the trust in the
sector and undermine its legitimacy.

The second group of participants was the optimists. They found
15 share market goals for Islamic banks attainable. They had
different arguments for their projections. Some religious par-
ticipants were optimists because they believed in Allah (God)
and referred to verses from the Koran. For those participants,
sooner or later Allah was going to realize his promise and Islam
was going to be the dominant religion in the world. So, Islamic
banking was part of this ideal and was believed to reach every
success. For the second part of the participants, the president
of Turkey, Recep Tayyip Erdogan, was the major force in the
development of the Islamic banking sector. He was found the
most support-giving president for the Islamic banking sector
by participants. Even though former Prime ministers Turgut
Ozal and Necmettin Erbakan supported the establishment of
Islamic banks, President Erdogan gave noteworthy support to
the Islamic sector. In this sense, public participation banks are
remarkable steps for the Islamic banking sector. With the estab-
lishment of Ziraat Participation Bank, Vakif Participation Bank,
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and Emlak Participation Bank, the sector’s share increased
from five to seven. However, it can be profit shares of private
Islamic banks don’t have enough potential to meet the 15 share
market goal.

Conclusion and Recommendations

The researcher undertook this study to get a deep insight into the
Islamic banking sector in Turkey. From the Islamic banking pro-
fessionals’ perspective, the researcher attempted to understand
the sector. In this meaning, participants’ interpretations were
very valuable. They shed light on the future of Islamic finance.
There was a tough goal set by the government which was to
increase the Islamic banking sector’s market share from 5% to
15% by 2025. In 2017, this share was around 5%. Tripling this num-
berin 10 years wasn’t an easily attainable goal. So, as a researcher,
| tried to uncover their projections and discover underlying fac-
tors that shape their predictions. Those participants varied from
expert-qualified bankers to inexperienced bankers. From my per-
spective, this is a difficult goal for Islamic banks to attain a 15%
share. To meet this goal, many sub-goals should be met as they
are indicated in the strategy document of the PBAT. But this is
not enough. Islamic banks should be able to offer better rates
for consumers with their newly invented rich product diversity.
Maybe, this may lead to increasing demand for Islamic banking
products in society.

Study Limitations

There are some limitations in this study. First, this study was
undertaken by the researcher in 2017. There was a state of emer-
gency in Turkey from July 2016 to July 2018. This was proclaimed
aftermath of the 15 July 2016 coup attempt in Turkey. Hence, par-
ticipants may have abstained from claiming their sincere opinions
regarding Islamic banking. Second, this research is a single case
study methodology. Because only one Islamic bank was included
in the study, it may result in representing only one Islamic bank’s
employees’ interpretations.

Future Studies

This research focused on Islamic banking professionals. However,
it would be interesting to get the perspectives of other stakehold-
ers in the Islamic banking sector such as Islamic finance schol-
ars, Islamic banking customers, or Islamic banking sharers. Apart
from this, it would be intriguing to do research on Islamic housing
companies, Islamic insurance companies, Islamic pension com-
panies, Islamic auditing institutions, Islamic regulatory bodies,
and Islamic finance associations. Finally, this study adopted a sin-
gle case study. It may be more interesting to learn about multiple
cases including both conventional and Islamic banks.
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Genisletilmis Ozet

Amag: Bu calisma, katilim bankaciligi sektoriini konu edinmis olup islami finansin Turkiye'deki gelecegini bir organizasyon tzerinden
anlamaya déniiktiir. 2015'te konulmus ekonomik hedeflerin islami finansa dair olanlarinin -mesela katilim bankacili§i sektérini % 5'ten
% 15'e ¢ikarma- ne derece yakalanip yakalanamayacagini sorusturmakta; bunu yaparken de katiim bankaciligi galisanlarinin bakis agi-
siyla sektoriin gelecegdini yorumlayip ne gibi gerekgelerle argiimanlarini temellendirdiklerini arastirmaktadir. Projeksiyonlari, altinda
yatan soylemler ve bunlarin iligkilendirildigi kurumsal mantiklar sorusturulmaktadir. Makale, finans sektdrtine ve organizyon arastirma-
larina nitel bir calismayla katkida bulunmayi hedeflemistir.

Yontem: Arastirma, yorumsamaci (interpretivist) felsefeye dayanmakta oldugundan, vaka ¢alismasi metodolojisi kullaniimistir. Saha
calismasi kapsaminda; Turkiye'de faaliyet gosteren bir katiim bankasinda 2017 yilinda yari-yapilandiriimig derin gérismeler yapilmistir.
Calismaya 31 katihm bankasi calisani gonulli olarak dahil olmustur. Milakat teknigi yaninda bilgi-belge analizinden ve gézlem metodun-
dan yardim alinmis; bankacilik kanunlari, dergiler, brosurler vb. dokiimanlar derlenmis haricen de gozlem ve saha notlari tutulmustur.

Bulgular: Sonuglar gostermistir ki katiimcilarin yarisi Tirkiye'de katilim bankaciligi sektoriiniin gelecegi hakkinda iyimserdir. 2025 yilina
kadar katilim bankaciligi sektoriiniin ylizde 5’ten ylizde 15'e kadar artacagini hatta daha fazla blyime saglayacagini 5ngérmduslerdir. Bu
gruptaki katiimcilar tic ana tema Ustiinde durmustur. Bunlar; Erdogan etkisi, islamcilik akimi ve kamu katilim bankalarinn cikisidir. Ote
yandan, katilimcilarin diger yarisi ylizde 15 hedefi hakkinda elestireldir. Bu gruptaki katiimcilar mevcut ekonomik sartlar altinda 2025
yilina degin ytizde 15 hedefine ulasmanin gergekgi olmadigi kanaatindedir. Kétimser olarak isimlendirilen bu temadaki grupta éne ¢ikan
sdylemler; Trkiye'nin jeopolitidi, fetva-ticareti, kanuni yetersizlikler ve Grlin gesitliligin azligidir. Her iki grup da soylemlerini farkh man-
tiklarla desteklemistir. Ongdiriilerini farkh argiimanlarla temellendirmeleri bu anlamda dikkate degerdir.
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ABSTRACT

This study aimed to investigate the correlation between the logistics performances, financial per-
formances, and stock prices of the companies listed in the Borsa Istanbul Transportation and
Storage Sector. Therefore, the logistic performances and financial performances of the compa-
nies included in the study were calculated using the performance measurement methods based
on the ratios using the financial statement data between 2012 and 2021. The Financial Statement
data of the companies were obtained from the Public Disclosure Platform. In the study, the cor-
relation between the logistics performances, financial performances, and stock prices of the com-
panies and the measure of the correlation between the variables were examined using the panel
data regression analysis. The results of the analysis revealed that the logistics performance of the
companies positively affected their financial performance, and the predicted correlation coeffi-
cient was statistically significant. Similarly, the financial performance of the companies was found
to positively affect their stock prices and the predicted correlation coefficient was found to be
statistically significant.

JEL Codes: R40, L91, L25, G17, C53, C31, C33

Keywords: Financial performance, logistic performance, panel data, stock price

6z

Bu calismanin amaci, BiST Ulastirma ve Depolama Sektériinde yer alan isletmelerin lojistik per-
formanslari, finansal performanslari ve hisse senedi fiyatlari arasindaki iligkinin arastirilmasidir.
Bu amagla arastirmaya dahil edilen isletmelerin lojistik performanslari ile finansal performans-
lart 2012-2021 yillari arasi mali tablo verileri kullanilarak oranlara dayali performans dlgim yon-
temleriyle hesaplanmistir. isletmelerin Mali Tablo verileri Kamu Aydinlatma Platformu’ndan elde
edilmistir. Calismada igletmelerin lojistik performanslari, finansal performansilari ve hisse senedi
fiyatlari arasindaki iliski ve degiskenler arasindaki iliskinin dlglisti panel veri regresyon analizi ile
incelenmistir. Analiz sonucunda isletmelerin lojistik performanslarinin finansal performanslarini
pozitif yonde etkiledigi ve tahmin edilen katsayinin istatistiki agidan anlamli oldugu, isletmelerin
finansal performanslarinin hisse senedi fiyatlarini pozitif yonde etkiledigi ve tahmin edilen katsa-
yinin istatistiki agidan anlamli oldugu tespit edilmistir.

JEL Kodlari: R40, L91, L25, G17, C53, C31, C33

Anahtar Kelimeler: Finansal performans, lojistik performans, panel veri, hisse senedi fiyati

Introduction

It is known that 90% of success depends on getting the right information in the right place and at
the right time before the competitors. At this point, the significance of the logistics function comes
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to the fore. The logistics function creates a strategic impact on
several aspects of the supply chain by directly affecting them. It
has an impact on the design of the supply chain as well as the
relationships with suppliers by directly affecting the supplier and
facility location selection. It affects the distribution operations
and therefore customer satisfaction of the company by ensuring
that the right products are delivered to the right customer at the
right time, under the right conditions, and at the right cost. It also
affects the costs of the enterprise by performing route and load
optimization while affecting production functions by conducting
stock management. On the other hand, the enterprises that pro-
vide logistics services follow familiar business strategies as their
own business strategies while they have a direct impact on the
member enterprises of the chain to achieve their strategic goals
by ensuring that the supply chain, which consists of several com-
panies, is operated effectively and efficiently. In this context, it is
a must for all managers related to the logistics function, whether
they are the managers of the logistics department of a company
or the managers of a logistics service provider, to have a good
level of knowledge about strategy, strategic management, and
logistics strategies and to align the strategic practices within the
logistics framework with business strategies.

Although logistics is referred to as a function in enterprises,
logistics has several direct and indirect effects on business strat-
egies and competitiveness. Therefore, every strategic decision
regarding the management of logistics activities in the enter-
prise will affect the performance of the business strategies. This
study aims to investigate the correlation between the logistics
performances, financial performances, and stock prices of the
companies listed in the Borsa Istanbul (BIST) Transportation and
Storage Sector. Therefore, the logistic performances and finan-
cial performances of the companies included in the study were
calculated using the performance measurement methods based
on the ratios using the financial statement data between 2012
and 2021. The Financial Statement data of the companies were
obtained from the Public Disclosure Platform.

In the study, the correlation between the logistics performances,
financial performances, and stock prices of the companies and
the measure of the correlation between the variables were exam-
ined using the panel data regression analysis. The results of the
analysis revealed that the logistics performance of the companies
positively affected their financial performance and the predicted
correlation coefficient was statistically significant. Similarly, the
financial performance of the companies was found to positively
affect their stock prices and the predicted correlation coefficient
was found statistically significant.

Logistics Concept

Logistics refers to all processes such as transportation, storage,
customs clearance, packaging, and distribution of a product from
the first manufacturer to the end consumer. In other words, pro-
viding the right product, at the right place, at the right time, in
the right quantity, method, and quality, and at a competitive price
defines the concept of logistics. The logistics function is a strate-
gic function that ensures the connection between the elements
in the supply chain from the raw material to the end customer
and the flow of products (Bayraktutan & Ozbilgin, 2015. p. 96).

The competence of ensuring the effective and efficient provision of
a certain product flow through logistics function in line with busi-
ness strategies has strategic importance for enterprises. Logis-
tics management is the process of planning, implementation,

and control procedures to ensure the effective and efficient flow
and storage of all kinds of products, services, and related infor-
mation flow from the starting point in the supply chain to the
end point where the product is consumed in order to meet the
requirements of the customers (Acar, 2020. p. 3; CSCMP, 2013).
Supply chain management is a broader concept that includes
logistics and essentially is a process that coordinates the rela-
tionship of logistics with other processes of the company. It can
be considered as a two-way flow of goods, services, and informa-
tion between production and consumption points to meet cus-
tomer requirements (Izmir University of Economics [iEU], 2009).

As can be seen, the logistics function has been moved beyond
the scope of planning a distribution channel for transportation
and/or marketing in line with various developments affecting
world trade life. Actually, as a result of this view, which is parallel
to the changes in the attitude to the enterprise, we can summa-
rize the factors affecting the emergence of modern logistics as
follows (Acar, 2020. p. 14):

« Companies compromising on their aim to conduct all activities
within their own structure and choosing to collaborate with
other enterprises instead, as a result of their desires to spe-
cialize by focusing on the core competency of the enterprises,
an outcome of the concerns about reducing the investment
requirement,

o Enterprises that want to create a price advantage by enlarging
the scales refrain from unproductive activities,

o The desire of responding quickly to the customers of enter-
prises that want to increase customer satisfaction,

o The efforts of enterprises to grow their business by focusing
their investments on certain areas of enterprises that want
to implement new technology while trying to outsource other
activities from those who do those jobs the best,

o Enterprises that want to reduce their labor problems go down-
sizing and outsource some of their activities.

The main purpose of logistics management in enterprises is to
effectively achieve the predetermined production or marketing
goal in accordance with business strategies at the lowest pos-
sible total cost. In order to achieve this goal, it should be ensured
that the physical distribution function (shipping, packaging, and
storage of goods) and the material management function (mate-
rial flow planning, procurement, storage, and control) should be
aligned with each other. According to another definition, the pur-
pose of logistics is to provide the goods in the production stage
to the customer at a low cost by using high-quality standards
(Kaya, 2003. p. 137).

Logistics Performance

Logistics also has a significant impact on the financial perfor-
mance of enterprises. The most significant indicator of this effect
is the return on assets (ROA). The ROA refers to the ratio of profit
to total assets. This metric is an indicator of how effectively the
existing resources are used, and a high value indicates that busi-
ness performance is good. Assets are all tangible or intangible
elements used in the business and activities of the enterprise
or in the production of goods and services. Assets are generally
defined in the following two categories: current assets (cash,
stock, etc.) and fixed assets (plant, equipment, etc.) (Lazol, 2004).
Due to the acceleration of material flow with effective logistics
and working with lower stock levels, the need of the enterprises
forthe current assets will decrease. The decrease in investmentin
stock results in an increase in the amount of cash to be allocated
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to other activities; thus, the need for getting loans decreases.
Moreover, effective logistics network planning causes a decrease
in fixed assets, which increases the profit (Acar, 2020. p. 16).

Efforts to improve efficiency and reduce costs in logistics have
brought the issue of logistics performance to the agenda. Defin-
ing and choosing the most appropriate performance metrics
while monitoring the performance of the logistics process is of
great importance in terms of achieving certain goals. Choosing
the right metrics contributes greatly to the development of mea-
surement and evaluation skills. Performance metrics basically
measure the level of meeting customer needs. However, most of
the metrics reflect the effectiveness of input and output in the
supply chain (Bayraktutan & Ozbilgin, 2015. p. 99).

Efficiently planned and managed logistics activities contribute
greatly to the financial performance of enterprises (Ylcenursen,
2013. p.13). On the other hand, there is a need for resources of
fixed capital and working capital to carry out logistics activities.
Considering all these, the impact of logistics activities, which are
considered quite costly, on the performance of the enterprise
becomes indisputable. In general, the logistics performance of
enterprises is measured for the following three reasons (Aydin &
Bacak, 2018. p. 199):

¢ Reducing operating costs,
« Managing revenue growth,
« Protecting shareholder value.

The impact of effective management of logistics activities or out-
sourcing logistics activities on financial performance is explained
by the ROA. Return on assets is defined as the ratio of profit to
total assets. This ratio shows the efficiency of the use of existing
resources. Higher values of this ratio indicate that the enterprise
uses its assets effectively (Aydin & Bacak, 2018. p. 199; Tokay et al.,
2011. p. 230).

Literature Review

Indicators that measure logistics performance are not only
related to costs. There are several types of indicators calculated
at both company and sector levels (Kumar, 2013). According to
the literature, the selected indicators are given in categories and
the set of these indicators is defined as a performance measure-
ment system.

Krauth et al. (2005) conducted a literature review to investigate
which metrics affected the performance of companies providing
logistics services. They gathered these metrics, which they called
key performance indicators, under four main groups: effective-
ness, efficiency, customer satisfaction, and information tech-
nologies utilization skills. These main categories have 29, 38, 8,
and 13 metrics, respectively. Besides these, a total of 37 metrics
related to the company providing logistics services and custom-
ers receiving logistics services, including internal and external
factors, were included.

Hausman et al. (2005) analyzed the logistics performance
of export and import operations based on the criteria under
the following four main groups: uncertainties and difficulties
encountered in foreign trade and the cost and duration of these
operations.

Kumar (2013) examined logistics performance under four catego-
ries. These categories are the cost, efficiency, quality, and com-
pletion time of logistics activities. Cati et al. (2015) studied the
effect of outsourcing on financial performance by examining the
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managers of the SMEs in the manufacturing industry in Dizce
(Turkiye). The attitudes of the managers of SMEs to outsourc-
ing were evaluated and changes were examined depending on
the managers’ education level and experience. The results of the
study revealed that their attitudes to outsourcing did not differ
depending on the education level of the managers. Consider-
ing their experience in management, it was determined that the
managers’ attitudes to outsourcing differed in terms of cost and
service quality factors. It was found that the transportation/shipp
ing and logistics area, which is one of the outsourcing areas, has
an effect on the market share, which is one of the metrics related
to the financial performance of the enterprise.

In her study, Kiymetli Sen (2014) discussed the management and
costing approaches to logistics activities. According to research
on logistics activities, physical distribution costs of enterprises
can reach up to 30% of sales. The increase in costs has negatively
affected the financial performance, cash flows, profitability, and
therefore the value of the shares of the enterprises. This study
describes the logistics costs and their structure and discusses
the methods used to cost logistics activities.

Gokalp (2014) conducted a study to determine the performance
metrics affecting the financial performance of the enterprises
providing logistics services. In this research, 28 metrics were
determined. These metrics were grouped into the following
three main categories: efficiency metrics, financial metrics, and
customer satisfaction metrics. Participants stated that they
attached the highest importance to the following metrics: order
cycle time within the efficiency metrics, sales and operating profit
within the financial metrics, and timely delivery within the cus-
tomer satisfaction metrics.

Methods

The Financial Statements published on the Public Disclosure
Platform between 2012 and 2021 of the enterprises in the trans-
portation and storage sector were used as the data set of the
research. The return on equity in the DuPont Model was used as
the logistics performance indicator of the enterprises. The finan-
cial performance of the enterprises was calculated using the Alt-
man Z-score model in Equation 1 (Altman, 1968. p. 594) Tables 1-3:

Z=12X,+1.4X,+3.3X,+0.6X,+0.999X, (1)
X,=Working capital/total assets;
X,=Undistributed profits/total assets;

Table 1.
Financial Performance Values (2) of Enterprises in the BIST Storage and
Transportation Sector

Company/Year BEYAZ CLEBI GSDDE PGSUS RYSAS THYAO
2012 0.20 1.89 [aes 1.43 0.87 114
2013 014 1.35 017 1.97 0.98 1.03
2014 0.97 2.35 0.22 219 0.67 1.39
2015 3.08 2.58 0.06 178 0.28 114
2016 3.90 170 -0.54 1.00 0.25 0.65
2017 8.51 2.49 -0.11 1.51 0.21 1.00
2018 6.69 2.32 0.53 1.04 -0.09 097
2019 4.47 21 014 1.21 0.25 0.79
2020 6.49 1.64 013 0.20 0.46 0.23
2021 6.56 1.63 2.30 019 0.35 0.39
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Table 2.
Logistics Performance Values (LP) of Enterprises in the BIST
Transportation and Storage Sector

Company/

Year BEYAZ CLEBI GSDDE PGSUS RYSAS THYAO
2012 0.0015 0.0537 0.0213 0.0703 0.0168 0.0004
2013 0.0150 0.0038 -0.0469 0.0442 0.0659 0.0015
2014 -0.0198 01200 -0.0335 0.0386 0.0333 0.0709
2015 0.3313 01500 -0.0557 0.0445 -0.0455 0.0821
2016 01506 0.0557 -0.0855 -0.0256 -0.0490 0.0000
2017 0.0648 01284 -0.0457 0.0746 -0.0194 0.0118
2018 0.0061 01410 01256 0.0397 -0.0775 0.0480
2019 0.0639 0.0968 -0.0231 0.0662 0.0065 0.0344
2020 01177 -0.0482 -0.0561 -0.0697 -0.0157 -0.0326
2021 01172 01153 01704 -0.0389 -0.0264 0.0260
Table 3.

Stock Price Values (F) of Enterprises in the BIST Storage and
Transportation Sector

Company/ Year BEYAZ CLEBI GSDDE PGSUS RYSAS THYAO
2012 123 2020 0.39 17.80 0.66 5.39
2013 059 1080 029 3460 0.59 5.80
2014 069 2850 067 3340 074 9.36
2015 123 3580 0.53 17.56 0.65 7.39
2016 2.97 2150 0.53 1415 0.79 4.94
2017 3361 3698 065 3248 1.28 15.69
2018 274 6260 056 2286 0.74 16.01
2019 314 10640 119 8475 418 13.95
2020 1018 18490 244  74.60 9.24 12.91
2021 915 18390 360 8495 456 2112

X,=Earnings before interest and tax (EBIT)/total assets;
X,=Market value of total equity/book value of total liabilities;
X, =Sales/total assets.

Panel Data Analysis and Results

Inthe study, the data of the enterprises for 10 years were included
in the analyses as a whole, and panel data analysis was applied
because both the horizontal and vertical dimensions of the data
progressed. The correlation between the variables was calculated
using panel data analysis as the research method. Panel data
analysis is used when it comes to horizontal and vertical cross-
sectional data. The panel data regression model is given in Equa-
tion 2 (Altunisik et al., 2010. p. 237):

Y= 0+ Bue X+ e (2)
In the panel data model,

Y stands for the dependent variable,

X, stands for the independent variables,

a stands for the constant term,

B, stands for the slope coefficients, and

U, stands for the error term.

i denotes the index of the units,
t denotes the index of time,
The research hypotheses are stated as follows:

H,: There is a correlation between the logistics performances and
financial performances of the enterprises listed in the BIST Trans-
portation and Storage Sector.

H,: There is a correlation between the logistics performances,
financial performances, and stock prices of the enterprises listed
in the BIST Transportation and Storage Sector.

The research model can be expressed using Equations (3) and (4).
Research models:

F=4.5395+1.49, - 1.69 .+¢, (3)
where Fis the Stock price value,

Z is the financial performance value, and

LPis logistics performance value.

While stock price value (F) is included as a dependent variable in
the model, financial performance value (2) and logistics perfor-
mance value (LP) are included as independent variables.

7=1.3691+5.60,,+¢, (4)
where Z is the financial performance value and
LPis the logistics performance value

While Z is included as a dependent variable in the model, LP is
included as the independent variable.

Some basic descriptive statistics of dependent and independent
variables used in the panel data analysis are given in Table 4.

As can be seen in Table 4, the mean F of six enterprises for the
2012-2021 period is 22.01833, the mean LP is 0.0335216, and
the Z is 1.620136. Moreover, the standard deviation and other
statistical values of the variables are presented in detail in the
relevant table.

Horizontal Cross-Sectional Dependence Test

Testing the sectional dependency, which is one of the panel data
analysis assumptions, isimportant to produce consistent param-
eters both based on the variable and the model.

In the study, the Pesaran CD (2004) test results in Table 5 were
taken into account in terms of cross-sectional dependence since
the cross-sectional dimension is greater than the time dimen-
sion. According to the result of the analysis, the null hypothesis
is rejected because the probability of F on the basis of variables is
less than .05. Since the probability values of LP and Z are greater
than .05, the null hypothesis is accepted. The null hypothesis is
rejected because the probability values based on the model are
less than the critical value (.05). This indicates that the variables
in our model have a cross-sectional dependence. Therefore,
both the second-generation panel unit root tests and the first-
generation panel unit root tests, which take into account cross-
sectional dependence, were used while testing the stationarity of
the variables.

Panel Unit Root Test
While the basic hypothesis in the CADF test states the existence
of the unit root, the alternative hypothesis is established with the
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Table 4.
Descriptive Statistics of the Variables

Variables Average Standard Deviation Minimum Maximum Number of Observations
F 22.01833 38.25061 0.29 184.9 60
LP 0.0335216 0.0752634 0.0855282 0.3312652 60
V4 1.620136 1.974501 -0.54 8.51 60

Note: F=Stock price value; LP=Logistics performance value; Z=Financial performance value.

Table 5.

Horizontal CD Test

Method CD (Pesaran 2004)

Variables Statistics P

F 71670* .0000
0.2480 .8040

LP 0.7750 4380

Pesaran CD test statistics 4.277* .0000

Note: H,: There is no CD. H,: There is a CD.

CD=Cross-sectional dependence; F=Stock price value; LP=Logistics
performance value; Z=Financial performance value.

* *% and *** refer to the significance levels of 1%, 5%, and 10%, respectively.

assumption that there is no unit root. The unit root test results
for the variables used in the analysis are given in Tables 6 and 7
below.

The probability values less than .05 refers to the stationarity of the
variables.

The equality of variance and autocorrelation, which were among
the assumptions of the model, were examined. Levene’s test
and Brown-Forsythe’s test were performed to test the equality
of variances, and the results revealed that there was a variance
problem. It was concluded that there was no ALM autocorrelation.

As can be seen in Table 8, according to the results of Levene’s
test and Brown-Forsythe’s test of equality of variance, H,, which
is stated as the variances of the units are equal, is rejected; that
is, the variance changes according to the units. According to the

ALM test results, the probability value reveals that there is an
autocorrelation problem.

Prediction of the Panel Data Models

Tests for the selection of the prediction model revealed that the
random effects model would reveal more consistent parame-
ters than other predictors. Moreover, the presence of horizontal
cross-sectional dependence, varying variance, and autocorrela-
tion problems in the model indicates the requirement of using
resistant predictors in the panel data analysis.

As can be seen in Table 9, the probability value of Wald x? statistic
is .000, indicating that the model is significant. The significance
levels of the variables reveal that the coefficients of the variables
CONSTANT and LP are statistically significant.

Considering the significance level of the model in the results, it
is seen that there is a significant positive correlation between LP
and Z. One unit increase in LP is found to cause an increase of
5.60 unitsin Z.

As can be seen in Table 10, the probability value of the Wald x?
statistic is .0389, indicating that the model is significant. Sig-
nificance levels of the variables revealed that the coefficient of
variable Z is statistically significant, and the coefficients of the
constant term and the LP variables are not significant.

Considering the results by taking into account the significance
level of the model as well, it is seen that there is a positive cor-
relation between Z of the enterprises and their F. The results
reveal that one unit increase in financial performance will cause
an increase of 1.49 units in the stock price and the predicted

Table 6.
Pesaran Panel Unit Root Test Results

Pesaran CADF (CIPS)

Critical Table Value

Variables Model Statistic Lag Length 10% 5% 1% P
F Stationary —2783** 1 -2.280 -2.470 -2.850 .0280
Stationary—with trends —3.099*** 1 -2.870 -3.100 -3.510 .0900

Note: CADF=Cross-sectional augmented Dickey—-Fuller; CIPS = Cross-sectional Im-Pesaran—Shin; F=Stock price value.

* *% and *** refer to the significance levels of 1%, 5%, and 10%, respectively.

Table 7.

First-Generation Panel Unit Root Test Results

Variables Model LLC Test Statistic Probability IPS Test Statistic P Stationary

Z Stationary —6,7575* 0.0000 —2,7420* .0031 1(0)
Stationary—with trends —-8,4570* 0.0000 —2,7458* .0030 1(0)

LP Stationary -5,3367* 0.0000 -3,0511* .0011 1(0)
Stationary with trends -6,9708* 0.0000 -2,3273* .0100 1(0)

Note: IPS=Im-Pesaran-Shin panel unit root test; LLC, Levin—-Lin—Chu test; LP=Logistics performance value; Z=Finanacial performance value.

* ** and ***refer to the significance levels of 1%, 5%, and 10%, respectively.
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Table 8.

Results of the Levene’s Test and Brown'’s Test of the Equality of
Variances and ALM (Breusch and Pagan Lagrangian Multiplier)
Autocorrelation Test

Df LBF Test Statistic Pr>F
WO 16.706 0.0000
W50 4.948 0.0008
W10 12.001 0.0000
ALM (lambda=0) 20.66 0.0000
LM (Var(u)=0; lambda=0) 0.99 0.0000

Note: ALM =Assets and liability management; LBF = Levene-Brown-Forsythe.

Table 9.
Analysis Results Regarding the Correlation Between Logistics
Performance and Financial Performance

Driscoll-Kraay

Variables Coefficient Standard Error  z-Statistics P
CONSTANT 1.369185 01065714 12.85* .0000
LP 5.603014 0.8386888 6.68* .0000
Wald x? (1) 44.63* Number of 60

observations
Probe > x? 0.000 Groups Count 6

Method

Note: FGLS =Feasible generalized least squares; LP=Logistics performance
value.
* ** and *** refer to the significance levels of 1%, 5%, and 10%, respectively.

FGLS regression

Table 10.
Analysis Results on the Effect of Logistics Performance and Financial
Performance on the Stock Prices

Driscoll-Kraay

Variables Coefficient Standard Error  z-Statistics P
CONSTANT 45395 7.0352 0.65 5190
LP -1.6925 9.9058 -0417 .8640
V4 14932 0.6458 2.31* .0210
Wald x? (1) 6.49* Number of 60

observations
Probe > x? 0.0389 Groups count 6

Method FGLS regression

Note: FGLS = Feasible generalized least squares; LP=Logistics performance
value.
* ** and *** refer to the significance levels of 1%, 5%, and 10%, respectively.

coefficients are statistically significant. On the other hand, LP
has a negative correlation with F, which is not statistically signifi-
cant. According to the results, one unit increase in LP will cause a
decrease of 1.69 units in F; however, the coefficient is not statisti-
cally significant.

Discussion

The study concludes that the logistics performances of enter-
prises affect their financial performance positively; on the other
hand, the analysis results reveal that the logistics performances
of the enterprises do not have a significant correlation with the
stock prices. In the study, it was also found that there was a posi-
tive and significant correlation between financial performance
and stock price.

F=45395+149, - 169 ,+¢,

Considering the results, it is seen that there is a positive corre-
lation between the Z of the enterprises and their F. The results
reveal that one unit increase in financial performance will cause
an increase of 1.49 units in the stock price and the predicted coef-
ficients are statistically significant. On the other hand, LP has a
negative correlation with F, which is not statistically significant.
According to the results, one unit increase in LP will cause a
decrease of 1.69 units in F; however, the coefficient is not statisti-
cally significant.

7=1.3691+560,,+€,

Considering the coefficients in the model, it is seen that there is
a significant positive correlation between LP Z. One unit increase
in the value of the LP is found to cause an increase of 5.60 units
in the financial performance. According to the prediction results,
the constant term and the slope coefficient in the model are sta-
tistically significant.

In the study, the correlation between the logistics performances,
financial performances, and stock prices of the companies and
the measure of the correlation between the variables were exam-
ined using the panel data regression analysis. The results of the
analysis revealed that the logistics performance of the companies
positively affected their financial performance and the predicted
correlation coefficient was statistically significant. Similarly, the
financial performance of the companies was found to positively
affect their stock prices and the predicted correlation coefficient
was found statistically significant.

Conclusion and Recommendations

As a result, it is seen that logistics performances increase their
financial performance, while the increase in financial performance
positively affects the stock price. Logistics performance, which
expresses the quality and competence of logistics services and
the timely delivery of products to the customer, is the measure
of the success and effectiveness of logistics activities. Cost lead-
ership strategies, product and service differentiation strategies,
focusing strategies, and market positioning strategies covering
all of these activities related to the activities that businesses
will implement in the field of logistics will turn into competitive
advantage and create a momentum that will strengthen financial
performance and positively affect the stock prices of businesses.
Since the financial performances of the enterprises are based
on a multicriteria model that includes profitability ratios, liquid-
ity ratios, leverage ratios, efficiency ratios, and market values, it
is seen that the performance scores obtained affect the stock
prices linearly.
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Genisletilmis Ozet

Basarinin on da dokuzu dogru bilginin dogru yerde ve dodru zamanda rakiplerden énce elde edilmesine bagli oldugu bilinmektedir. Tam
da bu noktada lojistik fonksiyonunun énemi karsimiza gikmaktadir. Lojistik fonksiyonu tedarikgi ve tesis yeri segimiyle tedarik zincirinin
tasarimina ve tedarikgilerle olan iligkilere, dogru Urilnlerin, dogru zamanda, dogru musteriye, dogru sartlarda ve dogru maliyetlerde
ulagsmasini saglayarak dagitim operasyonlarina ve dolayisiyla isletmenin muisteri memnuniyetine, rota ve yik optimizasyonu ile iglet-
menin maliyetlerine ve stok yonetimiyle tretim fonksiyonuna gogunlukla dogrudan etki ederek stratejik bir etki yaratmaktadir. Diger
taraftan lojistik hizmet saglayan isletmeler ise kendi isletme stratejileri olarak yine bilindik isletme stratejilerini uygularken aslinda farkl
isletmelerden olusan tedarik zincirinin etkin ve verimli olarak isletilmesini saglayarak zincir Uyesi her isletmenin stratejik hedeflerinin
gerceklesmesi Uizerinde dogrudan etki yaparlar. Bu baglamda gerek bir isletmenin lojistik departmaninin yoneticisi olsun gerekse bir
lojistik hizmet saglayici firmanin yonetici olsun lojistik kavramiyla ilgili tim yoneticiler strateji, stratejik yonetim ve lojistik stratejileri
hakkinda iyi dlizeyde bilgi sahibi olmak ve lojistik cergevesindeki stratejik uygulamalari igletme stratejileriyle uyumlu hale getirmek
zorundadirlar.

Gorllecegi Uzere igletmelerde lojistik bir fonksiyon olarak temsil edilmekle birlikte lojistidin isletme stratejilerine ve rekabetgiligine
dogrudan ve dolayli birgok agidan etkileri bulunmaktadir. Bu nedenle isletmedeki lojistik faaliyetlerin yonetimine dair stratejik agidan
alinacak her karar igletme stratejilerinin performansini etkileyecektir. Bu calismanin amaci, BIST Ulagtirma ve Depolama Sektériinde yer
alan isletmelerin lojistik performanslari, finansal performanslari ve hisse senedi fiyatlari arasindaki iliskinin arastirilmasidir. Bu amacla
arastirmaya dahil edilen isletmelerin lojistik performanslari ile finansal performanslari 2012-2021 yillari arasi mali tablo verileri kullani-
larak oranlara dayali performans dlciim yontemleriyle hesaplanmistir. isletmelerin Mali Tablo verileri Kamu Aydinlatma Platformu’ndan
(KAP) elde edilmistir.

Calismada isletmelerin lojistik performanslari, finansal performanslari ve hisse senedi fiyatlari arasindaki iliski ve degdiskenler arasindaki
iliskinin 6lclsU panel veri regresyon analizi ile incelenmistir. Analiz sonucunda isletmelerin lojistik performanslarinin finansal perfor-
manslarini pozitif yonde etkiledigi ve tahmin edilen katsayinin istatistiki agidan anlamli oldugu, isletmelerin finansal performanslarinin
hisse senedi fiyatlarini pozitif yonde etkiledigi ve tahmin edilen katsayinin istatistiki agidan anlamli oldugu tespit edilmistir.
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lletisim Kaygisi ve Girisimcilik Niyeti
lliskisinde Sosyal Ozyeterlik Algisinin
Duzenleyici Rolu

The Moderator Effect of Perception of Social
Self-Efficacy in the Relationship Between
Communication Apprehension and Entrepreneurial
Intention

6z

Bu calismanin amaci; Universite 6grencilerinin iletisim kaygisi ve girisimcilik niyeti duzeyleri
Uzerinde sosyal ozyeterlik algisinin de@erlendirilmesidir. Arastirmaya yonelik verilere Bayburt
Universitesi dgrencilerine anket uygulanarak ulasiimistir. Elde edilen veriler SPSS ve AMOS
programlari kullanilarak uygun analizlere tabi tutulmustur. Bu analizler sonucunda arastirmaya
katilan 6grencilerin iletisim kaygisinin girisimcilik niyeti Gzerinde olumsuz ve anlamli bir etkiye
sahip oldugu ve s6z konusu bu etki lizerinde sosyal 6zyeterlik algisinin diizenleyici bir etkiye sahip
oldugu sonucuna ulagiimistir.

Jel Kodlari: M13, D83, L26

Anahtar Kelimeler: iletisim kaygisi, girisimcilik niyeti, sosyal 6zyeterlik

ABSTRACT

The aim of this study is to evaluate the perception of social self-efficacy on university students’
communication apprehension and entrepreneurial intention levels. The data for the research
were obtained by applying a questionnaire to Bayburt University students. The obtained data
were subjected to appropriate analyses using SPSS and AMOS programs. As a result of these
analyses, it was concluded that the communication apprehension of the students participating
in the research had a negative and significant effect on their entrepreneurial intention, and the
perception of social self-efficacy had a moderating effect on this effect.

Jel Codes: M13, D83, L26

Keywords: Communication apprehension, entrepreneurial intention, social self-efficacy

Giris
Girisimci olma fikri; basta 6grenciler olmak tzere gengler icin daha gekici bir hal almaya baslamistir.
GlnUmuzde gengler girisimciligi kendi kisisel ozgurliklerini kaybetmeden kendileri igin bir istihdam
firsati yaratma araci olarak gérmektedirler (Abdigani Kyzy & Kahramanoglu, 2022, s. 1069). Ogren-
ciler adina bu istihdam yaratma eylemi kendi kariyer hedeflerinin yeniden bigimlendiriimesine yar-
dimci olmakta ve sonug olarak topluma, ulusa ve genel olarak diinyaya 6nemli faydalar saglamaktadir
(Janssens & Lambrecht, 2018). Dolayisiyla girisimcilik konusunun Gniversite 6grencileri géziinden ele
alinmasi 6nemlidir. Clinkd Universitelerin glinimUizde hizmet ettigi yon degismektedir. Temel aras-
tirma ve nitelikli isglic saglayan yapilar olarak gorilen Universiteler artik yenilik ve is kurma yetene-
gine sahip, bolgesel ve ulusal blyimeye yon verebilen 6zelliklere sahip olarak degerlendiriimektedir.
Hatta ylksek dlizeyde sanayi deneyimi olan ve ylksek egitim seviyesine sahip girisimci bireylerin, daha
dUstk diizeyde sanayi deneyimi olan ve distk egitim seviyesine sahip girisimci bireylerle karsilagtiril-
diklarinda basarili olma ihtimallerinin ylksek olacagi ifade edilmektedir (Nalbantoglu, 2022, ss. 12-25).
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Bu dogrultuda temel olarak girisimcilik niyeti Gzerine yogunlasan
bu galigmada arastirma orneklemini, girisimcilik niyetinin gele-
cekte girisimci olma egilimlerinin temelini olusturacagi diisiini-
len Universite 6grencileri olusturmaktadir.

Ajzen’in (1991) ifade ettigi gibi bireyin belirli bir davranigi gos-
terebilmesi i¢in o davranisa iliskin bir niyet gelistirmesi gerek-
mektedir. ClnkU niyet davranigsin kedisini anlayabilmek igin
onemli bir aragtir. Dolayisiyla girisimcilik faaliyetlerinin gergek-
lesebilmesi icin bireyin girisimcilik niyetine sahip olmasi gerek-
mektedir. Girisimcilik strecinin anlasilabilmesi igin girisimcilik
niyetinin ve girisimcilik niyetinin basaril bir girisimcilik strecini
baslatabilmesi icin de niyetin hangi unsurlarin etkisinde kaldigi-
nin arastiriimasi onemli gorilmektedir. Girisimcilik niyeti, bireyin
bir is kurma veya kendi isine sahip olma arzusu ve niyeti olarak
tanimlanmaktadir (Krueger ve ark., 2000). Diger her davranista
oldugu gibi bireyi harekete gegirecek bir niyet olusmadan bir
anda girisimci olunamayacagina gore oncelikli olarak bu niye-
tin nasil olustugunu ortaya koymak gerekmektedir. Girigsimci-
lik niyeti Gzerinde yasam kosullarinin ve sekillerinin incelendigi
arastirmalarda, bireyin ¢evresinde algiladigi engeller ve destek
faktorlerinin girisimcilik niyetini etkiledigi sonucuna ulasiimistir
(Naktiyok & Timuroglu, 2009, s. 89). Bu noktada bireyin girisim-
cilik niyetini iletisim kaygisi duymasinin engelleyebilecegi ifade
edilebilir. Dustk entelektlel beceriler, konusma becerisi eksik-
likleri, gonUlll sosyal ice kapanma, sosyal yabancilagsma, iletisim
kurma yoninde duyulan korku ve endise, disik sosyal benlik
saygis! ve iletisim normlarinda etnik veya kilturel farkhliklar gibi
unsurlarin iletisim kaygisina sebep olabilecegi ifade edilmekte-
dir. Ayrica iletisim kaygisinin kigilerarasi iletisimi, motivasyonu
ve davranisi etkiledigi de one slirilmektedir (Shah ve ark., 2023,
s. 15). Bu bakimdan bireyin iletisim kaygisinin girisimcilik niyeti
Uzerinde etkili olabilecedi sdylenebilir. Diger taraftan bireyin giri-
simcilik ile ilgili faaliyetleri yerine getirebilecedi noktasinda ken-
dini yeterli gérmesi anlamina gelen ozyeterligin eksikligi bireyi
girisimcilige niyet etmekten uzaklastirabilecektir. Buradan yola
cikarak iletisim kaygisi ile girisimcilik niyeti arasinda éngorilen
bu iliskide sosyal 6zyeterligin diizenleyici bir rol oynayabilecegi
dislnllmektedir.

Bu ifadeler dogrultusunda galismanin ilk amaci, iletisim kaygisinin
girisimcilik niyetini etkileyen bir dedisken olup olmadigini belirle-
mek; ikinci amaci ise, sosyal 6zeyeterlik dlizeyinin iletisim kaygisi
ile girisimcilik niyeti iliskisinde duzenleyici bir etkisinin bulunup
bulunmadidini incelemektir. Bu dogrultuda arastirmanin kuram-
sal baglamina uygun bir orneklem segilerek, elde edilen veri-
lere uygun analizler yapilmistir. Literatir incelendiginde iletisim
kaygisi ile girisimcilik niyeti iligkisini ele alan pek bir ¢alismanin
olmamasi ve bu galismada sosyal 6zyeterlik algisinin diizenleyici
rolinlin arastirilmasi galismayi farklilagtirmaktadir.
Kavramsal Cerceve

Girisimcilik Niyeti

GlUntumuzde oldukga sik kullanilan girisimcilik kavraminin tam
olarak ne anlama geldigi farkli disiplinlerce ¢ok sayida arastirmaci
tarafindan agiklanmaya cgaligilsa da girisimcilik hakkinda genel
kabul gérms bir tanim vermek glctir. 1700°lG yillarda Cantil-
lon girisimciyi, toprak sahibi ile Ucret karsiliinda ¢alisanlar ara-
sinda araci olarak degerlendirmis (Hébert & Link, 20086, s. 589) ve
girisimciligin mali belirli bir fiyattan alma ve belirsiz bir fiyattan
satma riskini tasimayi gerektirdigini ifade etmistir (Stevenson ve
ark., 2002, s. 18). Bu tanima gdre girisimcilik bireyin basarili giri-
simler gergeklestirmek icin risk Ustlenmeye razi olmasi anlamini

tagimaktadir (Minniti &Lévesque, 2008, s. 603). 19. ylzyilda J.
B. Say bu tanima Uretim faktdrlerini bir araya getirme olgusunu
dahil ederek girisimciyi ekonomik faaliyetlerin dnclisii konumuna
getirmistir (Stevenson & Jarillo, 2002, s. 18). 20. ylzyilda girisim-
ciligin temel iglevinin yenilikgilik olduguna vurgu yapan Schum-
peter (1965) girisimciyi; yeni bir girisim icin yeni pazar firsatlarini
kesfeden yenilikgi biri olarak degerlendirmistir (Amrutrao, 2019,
s.172). Unlii ydnetim gurusu Peter Drucker (1985) degisim fikrini
girisimcilik kavramiyla iliskilendirerek girisimcinin degisim anla-
rini belirleyen, tahmin eden ve is firsatlarina dontstlren birey
oldugunu ifade etmigstir (aktaran Rusu ve ark., 2012, s. 3573).
Gorluldugu gibi yuzyillardir farkli bakis agilariyla agiklanmaya gali-
silan girisimcilik olgusu deger yaratma, yeni bir 6rgit kurma ve
gelistirme, yenilik yapma, esnek ve dinamik davranma, yaraticilik
ve risk alma unsurlarindan olugsmakta, hem her tirld yenilik ve
degisim slrecini hem de bir girisim, orglt ve is kurma slrecini
icermektedir (Naktiyok, 2004, ss. 3-7).

Girisimciligin planh bir davranis oldugu, planh bir girisimcilik
davranisinin da temel gostergesinin niyet oldugu ifade edilmek-
tedir. Bird’e (1988) gore niyet bireyin dikkatini belirli bir amaca
yonlendiren zihinsel bir durumdur (aktaran Timuroglu & Akpinar,
2017, s. 880). Girisimcilik niyeti ise bireyin gevresindeki firsat-
lari degerlendirerek kendi isini kurma ve yeni bir girisimi basg-
latma fikrini yansitmaktadir (Karabey, 2013, s. 147). Dolayisiyla
girisimcilik niyeti bireyin kendi isini kurmasinin ilk asamasini
olusturmaktadir. Diger bir ifadeyle bireyin girisimcilik faaliyetle-
rini gerceklestirebilmesi igin dncelikle girisimcilik niyetine sahip
olmasi gerekmektedir. Girigsimcilik niyetine sahip bireyler giri-
simciligi kendilerine meslek olarak segmeyi hedeflemislerdir ve
tlm riskleri goze almak, kaynaklari bir araya getirmek ve kendi
girisimlerini baglatmak icin stratejiler gelistirmektedirler (Kara-
bulut, 2016, s. 16). Dolayisiyla girisimcilik niyeti ylksek bireyle-
rin yeni bir is kurma potansiyellerinin daha ylksek oldugu ifade
edilebilir.

Sosyal Ozyeterlik

Bandura (1986) tarafindan gelistirilen Sosyal Bilissel Ogrenme
Kuraminda 6zyeterlik kavrami bireylerin bir performansi gergek-
lestirebilmeleriigin yapilmasi gereken eylemleri organize etme ve
yurttme yeteneklerine iligkin yargilari olarak tanimlanmaktadir
(aktaran Chou, 2019, s. 62). Ozyeterlik algisi bireylerin hayatlarin-
daki 6nemli olaylari kendi kontrolleri altina alabilecekleri sekilde
performans gdsterebileceklerine olan inanglarini yansitmaktadir.
Bireyler gosterecekleri performans sonucunda bir sonuca varabi-
leceklerine inanmadikga onlari harekete gegirecek yeterli moti-
vasyonu da saglayamayacaklardir (Matsushima & Shiomi, 2003,
s. 323). Ozyeterlik, tanimindan da anlasilacagi tzere genel bir
kavramdir ve her davranig igin ayri bir 6zyeterlik algisindan bah-
sedilebilmektedir. Bunlardan biri de sosyal 6zyeterliktir (Akin &
Basoren, 2015, s. 604). Sosyal 6zyeterlik bireyin diger bireylerle
sosyal iligkiler baglatma ve onlarla arkadasliklar kurup bunu stir-
dirme yetenegdine sahip olduguna dair inancini ifade etmektedir
(Wei ve ark., 2005, s. 602). Bandura’ya (1986) gore sosyal ozye-
terlik algisi; bireyin sosyal davraniglara iliskin bilgi sahibi olma-
sini, etkili davraniglarda bulunabilecegine olan glivenini ve sosyal
gevresinden bu davraniglarinin geribildirimlerle desteklenmesini
gerektirmektedir (aktaran Coleman, 2003, s. 353). Dolayislyla
sosyal Ozyeterligin; bireyin sosyallesmesini gerceklestirecegi
ortamlarda daha kendine glvenir sekilde davraniglar gosterebil-
mesine ve diger bireylerle olan etkilesiminde daha basarili olabil-
mesine yardimci olacak énemli bir unsur oldugu ifade edilebilir
(Caprara ve ark., 2003).

Trends in Business and Economics | 2023 37(4): 300-307 | doi: 10.5152/TBE.2023.23161



302

iletisim Kaygisi

iletisim kaygisi; McCroskey (1977, s. 78) tarafindan, ‘bireyin,
bagka kisi veya kigilerle gergeklesen ya da gergeklesmesi bek-
lenen iletisimi ile ilgili korku veya endise yasama dlzeyi’ ola-
rak tanimlanmaktadir. Bdyle bir durum sebebiyle birey iletisim
glcligu ceker, gonderdigi veya aldigi mesajlardan emin olamaz
ve dolayisiyla basarisiz bir iletisim gergeklestirir. Bu nedenle
iletisim kaygisi, engellenmesi gereken olumsuz bir durumu
ifade etmektedir (Cakmak & Aktan, 2016, s. 20). iletisim kay-
gisi; bireyin rahatsizligini nasil ve nerede yasadigina bagl olarak
slrekli (trait-like) ya da durumsal (state-like) olarak kavramsall
astirilmistir. Surekli iletisim kaygisi bireyin yasadigi iletisimsel
deneyimlerde siirekli endiseli hissetme egilimini ifade ederken;
durumsal iletisim kaygisi bireyin karsilastigi belirli durumlarda
ortaya ¢ikmaktadir (Winiecki & Ayres, 1999, s. 431). Surekli ile-
tisim kaygisi nispeten kalici bir kisilik 6zelligiyken; durum-
sal iletisim kaygisi grup tartismalari, kisilerarasi konusmalar,
resmi toplantilar ve sunumlar gibi durumdan duruma degisen
bir 6zellik sergilemektedir (Russ, 2012, s. 314). Yuksek dlizeyde
iletisim kaygisi duyan bireyler bu kaygiy! bir daha yagsamamak
icin genellikle iletisimden kaginirlar. Bu durum, ylksek iletisim
kaygil bireylerin bir daha asla iletisim kurmayacaklari anlamina
gelmemektedir, distk iletisim kaygili bireylere nazaran daha az
iletisim kurmayi tercih edecekleri seklinde degerlendirilebilmek
tedir (McCroskey, 1977, s. 78).

Hipotezlerin Gelistirilmesi

Bireyler kendi iglerini kurmak istediklerinde bir takim girigimci
faaliyetleri gergeklestirmeleri gerekmektedir. Bireylerin bu yonde
caba sarf etmeleri ve bu eylemleri gostermeye olan baglliklari
girisimcilik niyetine sahip olduklarini gostermektedir. Cinki giri-
simci faaliyetler bireyin istek ve arzularina gore sekillenmekte,
niyet edilerek ortaya konulan planlanmis davraniglar olarak
degerlendirilmektedir (Timuroglu & Cakir, 2014, s. 121). Girisimcilik
niyetinin olusabilmesi igin girisimciligin tesvik edilmesi, girisim-
ciligin tesvik edilmesi iginse bireyin girisimcilik niyetini etkileyen
faktorlerin arastiriimasi faydali olacaktir.

iletisim kaygisi ile girisimcilik niyeti arasinda kavramsal bir iligki
ortaya konulmasina ragmen, bu iliskiyi ampirik olarak ele alan bir
arastirma sonucuna pek ulasilamamistir. iletisim kaygisi bire-
yin baskalariyla iletisim kurmaktan, konusma, yazma gibi faali-
yetlerden korku veya endige duymasi anlamina gelmekte olup,
iletisime katilma ya da kabul edilmeden korkan veya kagan birey-
lerin iletisim kaygisi yasadiklari ifade edilebilir (Konuk, 2019, s. 8).
Dolayislyla iletisim kaygisinin engellenmesi gerektigi ifade edil-
mektedir (Cakmak & Aktan, 2016). Diger taraftan iletisim, Lans
ve ark. (2004) tarafindan girisimcilerin cesitli paydaslarla iletisim
kurmak icin ihtiyag duyduklari iletisim yeterliligi olarak ifade edil-
mektedir ve arastirmacilar arasinda girisimcilik i¢in etkili, glclu
ve iyi iletigsimin son derece gerekli oldugu konusunda bir fikir bir-
ligi vardir (Azleen ve ark., 2013; Clarke & Cornelissen, 2011; Holt
& Macpherson, 2010; Lee & Jones, 2008; Roodt, 2005; Shen &
Huang, 2022). Dolayislyla iletisim kaygisinin bagimsiz degisken
olarak gosterildigi hemen hemen her modelde bagimli degiskeni
olumsuz etkileyebilecegdi yorumu yapilabilir. Ornegin iletisim kay-
gisinin girisimcilik niyeti ile iligskilendirildigi Shah ve ark. (2023),
mezuniyet sonrasl 6grenciler Uzerinde yaptiklar calismalarinda
iletisim becerileri iyi olanlarin girisimcilik niyetlerinin artmasina
katkida bulunabilecedi, iyi iletisim becerilerine sahip kisilerin
kendi iglerini kurma ve basarili olma egiliminde olacaklari sonu-
cuna ulagmiglardir.
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Girisimcilik baglaminda 6zyeterlik bireyin, girisimciligin gerektir-
digi rolleri ve gorevleri yerine getirebilecedine olan inancini ifade
etmektedir. Ayni zamanda Ozyeterligin hem girisimcilik niyeti-
nin glicint hem de bu niyetin girisimci eylemlerle sonuglanma
potansiyelini belirlemede 6nemli bir agiklayici degisken oldugu
ifade edilmektedir (Chen ve ark., 1998, s. 301). Bir girisim baglat-
mak veya kendi isini kurmak genellikle kasitli ve amacli bir eylem
olarak tanimlanmaktadir. Birgcok bireysel ve cevresel faktorle bir-
likte, girisimcinin 6z yeterliligi kariyer segimini ve gelisimini etki-
ledigi icin girisimcinin 6z yeterliligi niyet agisindan 6nemli bir
onculdir (Naktiyok ve Timuroglu, 2009; Naktiyok ve ark., 2010,
s. 420). Litaretlr incelendiginde ozyeterligin girisimcilik niyeti-
nin bir on kosulu oldugunu, aralarindaki iliskinin pozitif ve anlamli
oldugunu gosteren calismalar bulunmaktadir (Avci & Ardig, 2022;
Fragoso ve ark., 2020; Naktiyok ve ark., 2010; Sesen & Basim,
2012; Wilson ve ark., 2007; Zain ve ark., 2010; Zehir & Bektas,
2022). Yeni bir girisim baglatmak sosyal bir stirectir ¢iinki giri-
simci firsat bulmak igin gerekli kaynaklari toplarken toplumdaki
diger insanlarla etkilesim halindedir. Ayrica sosyal ¢evre, sosyop-
sikolojik baglamda bireyin motivasyonu, algisi ve tutumu Uze-
rinde onemli bir etkiye sahiptir (Naktiyok ve ark., 2010, s. 420). Bu
noktada onemli gorilen sosyal 6zyeterlik kavrami da 6zyeterlik
catisi altinda degerlendirilebilecedinden 6zyeterlik ile girisimci-
lik niyeti arasindaki iliskinin sosyal 6zyeterlik ile girisimcilik niyeti
arasindaki iliskide de var oldugu ifade edilebilir. Buna bagli olarak
calismada sosyal 6zyeterlik diizeyinin alabilecegi farkl degerlere
gore iletisim kaygisi ile girisimcilik niyeti arasinda dizenleyici bir
rol oynayabilecegi distinilmstdr.

Bu degerlendirmeler dogrultusunda asagidaki hipotezler
olusturulmustur:

H1: iletisim kaygisi ile girisimcilik niyeti arasinda negatif yonlii bir
iliski vardir.

H2: iletisim kaygisi ile girisimcilik niyeti arasinda sosyal 6zyeterli-
gin dizenleyici etkisi vardir.

Yontem

Arastirmanin verileri Bayburt Universitesi égrencilerinden elde
edilmistir. Anket formlari Google Form ile olusturulmus ve anket
linki uygun kanallarla 6grencilerle paylagiimistir. 604 6grenci-
den analize uygun anket verileri toplanmistir. Elde edilen verilere
SPSS ve AMOS programlari yardimiyla dogrulayici faktdr ana-
lizi, korelasyon ve regresyon analizleri uygulanmistir. Oncelikle
ankete katilan ogrencilerin %67,4’Unln kadin, %32,6’sinin erkek
ve %61,4Unln lisans, %38,6’sinin 6nlisans egitimi aliyor olduklari
tespit edilmistir.

iletisim kaygisini 8lgmek igin McCroskey ve ark. (1985) tarafindan
gelistirilen, 24 maddeden ve 4 faktérden olusan, 5'li likert sek-
linde derecelendirilen dlgekte yer alan 12 madde kullaniimistir. Bu
12 maddeye dogrulayici faktor analizi yapildiginda dort faktorlt
yapiya ulasiimistir ancak iletisim kaygisi bir bttin olarak deger-
lendirileceginden ikinci dlizey faktor analizi yapilarak dort faktor
tek bir faktore baglanmistir. Gerekli modifikasyonlar yapildiktan
sonra yapinin uyum indeksi dederlerinin kabul edilebilir diizey-
lerde oldugu belirlenmistir (CMIN/DF: 3,679; GFl: ,954; CFl: ,926;
NFI:,902; TLI: ,899; RMSEA:,067). Olgegin toplam Cronbach alpha
guvenirlik katsayisi ,806 olarak bulunmustur.

Sosyal Ozyeterlik algisini dlgmek icin Sherer ve ark. (1982) tarafin-
dan geligtirilen, 5’li likert seklinde derecelendirilen 6 maddeden
ve tek faktdrden olusan dlgekten yararlanilimistir. Olgekte yer alan
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ters sorular, diiz forma cevrilerek kullanilmistir. Dogrulayici fak-
tor analizi sonucu gerekli modifikasyonlar da yapildiktan sonra 6
maddeden olusan tek faktorll yapinin uyum indeksi degerlerinin
kabul edilebilir dlizeylerde oldugu belirlenmistir (CMIN/DF: 2,672;
GFI:,990; CFI:,981; NFI: ,971; TLI:,960; RMSEA: ,053). Olgegin top-
lam Cronbach alpha guvenirlik katsayisi ,736 olarak bulunmustur.

Girisimcilik niyetini 6lgmek icin Kickul ve D’Intino (2005) tara-
findan gelistirilen, 5'li likert seklinde derecelendirilen 4 madde
kullanilmistir. Tek boyuttan olusan Slgek yapisi dogrulayici faktor
analizinde gerekli modifikasyonlar yapildiktan sonra da dogrulan-
mistir. Yapinin uyum iyiligi degerlerinin kabul edilebilir diizeyde
oldugu belirlenmistir (CMIN/DF: 2,486; GFI: ,998; CFl: ,998; NFI:
,997; TLI: ,990; RMSEA: ,050). Olcegin toplam Cronbach alpha
glvenirlik katsayisi ,821 olarak bulunmustur.

Bulgular

Arastirmaya iligkin degiskenlerle ilgili ilk olarak ortalamalar, stan-
dart sapmalar ve degiskenler arasindaki korelasyonlara bakilmig-
tir. Tablo 1'de gorildigu gibi degiskenler arasinda anlamli iligkiler
bulunmaktadir.

Korelasyon analizi ile iletisim kaygisi, sosyal 6zyeterlik, girisimcilik
niyeti arasindakiiligkilerin varligi ve kuvveti tespit edildikten sonra,
iletisim kaygisi ve girisimcilik niyeti iliskisinde sosyal 6zyeterligin
dizenleyici rollind incelemek igin hiyerarsik regresyon analizin-
den yararlanilmistir. Dizenleyici degisken, bagimsiz degiskenle
bagimli degisken arasindaki iliskinin yontni ve/veya gliclinG etki-
leyen Uglincl bir degisken olarak tanimlamaktadir. Dizenleyici
etkinin analiz edilebilmesi igin dlzenleyici degisken ile bagimsiz
degiskenin carpilmasi ile yeni bir degisken olan etkilesim degiske-
nin elde edilmesi gerekmektedir. Eger etkilesim degiskeni anlaml
ise, dlizenleyici etkinin varligindan so6z edilebilir (Baron & Kenny,
1986). Buna gore sosyal ozyeterligin diizenleyici rolinin bulunup
bulunmadigini belirlemek icin gerceklestirilen hiyerarsik regres-
yon analizine iliskin sonuglar Tablo 2'de yer almaktadir.

Gergeklestirilen analiz sonucunda iletisim kaygisi ile girisimcilik
niyeti iliskisinin negatif yonde ve anlamli oldugu (B=-142 ve p <
,001) belirlenmis olup arastirma modeline iliskin H1 hipotezi des-
teklenmistir. Dolayisiyla iletisim kaygisinin ytksek olusunun giri-
simcilik niyetini azaltacagi ifade edilebilir.

Duzenleyici etkiyi belirlemekicin Baron ve Kenny (1986) tarafindan
onerildigi sekilde hesaplanan etkilesim degiskeni (iletisim kaygisi
X sosyal 6zyeterlik) regresyon modele dahil edilmis, girisimcilik
niyeti Uzerinde pozitif ve anlamli bir etkisinin (3=,091 ve p < ,05)
oldugu gorilmustlr. Buna gore sosyal ozyeterligin, iletisim kay-
gistile girisimcilik niyetiiliskisinde dlizenleyici etkiye sahip oldugu
ifade edilebilir. Bu sonuca gore H2 hipotezi de desteklenmektedir.

Ayni zamanda degiskenler arasindaki etkilesimi test etmek
icin yapilan egim analizi (slope testi) sonucunda dizenleyici

Tablo1.
Degiskenlerin Ortalamalari, Standart Sapmalari ve Degiskenler Arasi
Korelasyonlar

Faktor Ortalama Standart Sapma 1 2 3
iletisim Kaygisi (1) 2,821 668 1

Sosyal Ozyeterlik (2) 3,343 744 -, 320%* 1
Girisimcilik Niyeti (3) 3,484 ,956 -142%* - 180** 1

**p < ,01.

Tablo 2.
iletisim Kaygisinin Girisimcilik Niyetine Etkisinde Sosyal Ozyeterligin
Dlizenleyici Rolline lliskin Hiyerarsik Regresyon Sonuglari

1.Adim 2.Adim 3.Adim
B B B

iKa —142%xx iK -,094* iK -105*
Soy4 JBO*** S0z JBO***

iK*sOz ,091*

R2 ,020 R2 ,040 R2 ,048

AR? 018 AR? 037 AR? ,043
F 12,334 F 12,580 F 10,140

siK=lletigim Kaygrsi.
°SOZ=Sosyal Ozyeterlik.
***p <,001; **p < ,01; *p <,05.

degiskenin etkileri grafiksel olarak Sekil 1'de gosterilmistir. Slope
testi sonuglarina gore sosyal ozteyerligin (SOZ) disik olmasi
durumunda iletisim kaygisi (IK) arttikga girisimcilik niyeti (GN)
azalmaktadir (B= -104; t: 1,97; p < ,05). Buna karsin sosyal 6zye-
terligin ylksek olmasi durumunda iletisim kaygisinin girisimcilik
niyetini negatif ama anlamli olmayan sekilde etkiledigi gozlen-
mektedir. Yani ylksek sosyal 6zyeterlik durumunda iletisim kay-
gisindaki artisin girisimcilik niyetini azalttigi ancak bu azaligin
anlamli olmadigi goézlenmektedir (3=-,098; t: 1,86; p > ,05). Bu
nedenle sosyal 6zyeterligin ylksek oldugu durumlarda H2 hipo-
tezi desteklenmisgtir.

Tartisma

Girisimcilik; gelismis Ulkeler icin dinamizm, zenginlik ve refahin,
gelismekte olan Ulkelerde kalkinmanin ve geri kalmig Ulkelerde
yapilanmanin temel tasi olarak degerlendirilmektedir. Clinkd giri-
simciler yeni girisimlerde bulunarak, stireg¢ yenileyerek, sosyal iyi-
lesme yaparak ve yeni is imkanlari sunarak gayri safi milli hasilaya
katkida bulunmakta ve bdylece ekonomik deger yaratmaktadirlar
(Naktiyok, 2004, s. 11). Dolayisiyla Ulkelerin kalkinmislik dizeyleri
agisindan girisimcilik Snemlidir. Ozellikle glinimiiz rekabet kosul-
larinda bireylerin daha girisimci faaliyetlerde bulunabilmeleri igin
cesaretlendiriimeleri hem kendileri hem istihdam saglayacaklari
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Ozyeterligin Dizenleyici Rold.
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diger bireyler hem de iginde bulunduklari toplum ve tlke agisin-
dan faydali olacaktir. Dolayisiyla girisimcilik konusunda bireylerde
farkindalik yaratabilecek, onlara girisimsel faaliyetlere baglaya-
bilme noktasinda cesaret kazandirabilecek ortamlar olarak tni-
versiteler degerlendirilebilir. Universiteler egitim veren kurumlar
olarak, bireylerin sosyallesebilecekleri, kendi yeteneklerine given
olusturabilecekleri, iletisim becerilerini gelistirebilecekleri ortam-
lari sunmasi agisindan geng bireylerde girisimci olma yontinde
bir niyet olusturabilecektir. Girisimcilik niyetinin olusmasi onemli
gorilmektedir ¢linkl Ajzen’e (1991) gore bireyin belirli bir davra-
nisi gosterebilmesi icin o davranisa iliskin bir niyet olusturmasi
gerekmektedir. Dolayisiyla girisimcilik icin de girisimcilik niyeti
bir 6n kosul olarak degerlendirilmektedir. Bu dogrultuda calisma-
nin drneklemini Universite 6grencileri olusturmaktadir ve galig-
mada ogrencilerin orta dlizeyde (3,484) girisimcilik niyetine sahip
olduklari gézlemlenmistir.

Bireyin iletisim kaygisi duymasi girisimcilik niyetinin olugsmasini
engelleyecek bir faktér olarak ele alinabilir. iletisim kaygisi; bireyin
yasadigi bu olumsuz deneyimden dolayi yasadidi bir utangaclik
sekli olup, baskalariyla iletisim kurarken korku veya huzursuzluk
duymasi anlamina gelmektedir (Shen & Huang, 2022, s. 2).

Diger taraftan girisimcilik ile yapilan dederlendirmeler goz
oninde bulunduruldugunda girisimci bireylerin hatta girisimci
olmaya niyetlenen bireylerin iletisim kabiliyetleri sayesinde diger
bireyleri etkileyerek daha basarili olabilecekleri de ifade edil-
mektedir (Yilmaz & Siinbiil, 2009, s. 197). iletisim kaygisi diizeyi
ylksek olan bireylerin 6rgitsel ortamlarda diger bireylerle fazla
iletisim kurmalarini gerektirmeyecek islerde, aksine iletisim kay-
gisl dizeyi distk olan bireylerin 6rgltsel ortamlarda daha fazla
iletisim sureglerinin etkili olacagi islerde basarili olabilecekleri goz
ontinde bulunduruldugunda (Harville, 1992) girisimcilik ve giri-
simcilik niyeti agisindan iletisimin ne kadar dnemli oldugu ortaya
konulabilecektir. Dolayisiyla literatlir incelendiginde iletisimin
girisimcilik igcin Gnemine vurgu yapan calismalarin (Azleen ve ark.,
2013; Clarke & Cornelissen, 2011; Holt & Macpherson, 2010; Lee &
Jones, 2008; Roodt, 2005; Shen & Huang, 2022, s. 6) var olmasi
iletisim kaygisinin girisimcilik i¢in istenmeyen bir durum olabile-
cegi sonucunu dogurabilir. Calismada 6grencilerin diistik diizeyde
(2,821) iletisim kaygisi yasiyor olduklari gériilmektedir ve iletisim
kaygist ile girisimcilik niyeti arasindaki iligkiye bakildiginda iletisim
kaygisinin girisimcilik niyetini olumsuz yonde ve anlamli olarak
(B=-142ve p <,001) etkiledigi gorilmektedir. Yani iletisim kaygisi
yasayan bireylerin girisimcilik niyetlerinin azaldigi ifade edilebilir.
Elde edilen bu sonug, yukarida yer alan literattirdeki diger calisma
sonuglariyla benzerlik gostermektedir.

Galismada ele alinan bir diger degisken sosyal Gzyeterliliktir.
Ozyeterlik genel bir kavramdir, her davranisa uyarlanabilir ve bire-
yin bir davranigi gosterirken kendini yetkin hissetmesi anlamina
gelmektedir. Ozyeterlik her seyden dnce bir algidir, bireyin bir seyi
yapabilecegine inanmasidir. Ozyeterlik bireyin yetenekli olmasi
degil, var olan bu yeteneklerine glivenmesi anlamina gelmekte-
dir. Daha agik bir ifadeyle dzyeterligi dislk bir birey karsilastig
herhangi bir durumla bas edebilecek yeteneklere sahipse bu
yeteneklerini harekete geciremeyecek ve basarisiz olabilecektir
(Yildinm &ilhan, 2010, s. 2). Dolayisiyla 6ncelikle genel bir kavram
olarak degerlendirilen 6zyeterligin girisimci olabilmeyi distinen
bireyler agisindan ylksek olmasi gerekir ki girisimcilik faaliyetle-
rini basariyla gergeklestirebilecedine inanabilsin. Literatlr ince-
lendiginde Ozyeterlik ile girisimcilik niyeti arasinda olumlu ve
anlamli iligkiler ortaya koyan galismalara rastlanmaktadir (Aver &
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Ardig, 2022; Fragoso ve ark., 2020; Naktiyok ve ark., 2010; Sesen
& Basim, 2012; Wilson ve ark., 2007; Zain ve ark., 2010; Zehir &
Bektas, 2022).

Ozyeterligin bireylerin sosyallesebilmeleri yoniindeki yetenekle-
rine vurgu yapan bir tiirl olan sosyal 6zyeterlik bireyin bagkalariyla
iletisim haline gegebilecegine dair sahip oldugu yeteneklere inan-
masidir. Sosyal acidan bireyin kendisini yetkin algilamasi etkile-
simlerinde daha glivenli davranmasina ve daha olumlu sonuglarla
karsilagsmasina yol acabilecekken, sosyal agidan bireyin kendisini
yetersiz algilamasi ¢ekingenlik, motivasyon kaybi, distk basari,
olumsuz sosyal iligkiler gibi istenmeyen sonuglara neden olabile-
cektir (Akin & Bagoren, 2015, s. 604). iletisim ile benzer paralel-
likte yorumlanabilen sosyal 6zyeterligin ylksek oldugu bireylerde
girisimcilik faaliyetlerinin basarili olabilecegi, sosyal 6zyeterli-
gin dislk oldugu bireylerde girisimcilik faaliyetlerinin istedikleri
yonde ilerlemeyecegi yorumu yapilabilir dolayisiyla galismada
sosyal Ozyeterligin iletisim kaygisi ile girisimcilik niyeti arasinda
dlzenleyici roli olabilecegi distiniimis ve bu dogrultuda olustu-
rulan hipotez desteklenmistir.

Calismada 6zellikle sosyal Gzyeterligin distk oldugu durum-
larda iletisim kaygisinin artmasinin girisimcilik niyetini azaltacagi
sonucuna ulasiimistir (3=-,104; p <,05).

Sonug ve Oneriler

Girisimcilik niyetinin incelenmesiyle girisimcilik faaliyetlerinin
nasil ortaya gikabilecedi ve boylece girisimciligin nasil tesvik edi-
lebilecedi anlagilabilecektir. Bu dogrultuda bireylerin girisimcilik
niyetlerinde basarili olabilmelerii¢in bu niyetin olusmasini engel-
leyen ya da destekleyen unsurlarin bilinmesi faydali olacaktir. Sos-
yal bir varlik olarak bireyin hayatinin her aninda iletisim gereklidir.
Cunkd iletisim bireyin kendini ifade edebilmesini ve kendini ifade
eden diger bireyleri anlayabilmesini saglamaktadir. Dolayisiyla
iletisim bir gerekliliktir ve girisimci olmaya niyet eden bir birey
icin de iletisim becerilerine sahip olmak basarili olmalarini daha
kolaylastirabilecektir.

Calismada elde edilen sonugclar belirli sayida 6grenci ile sinirli
oldugundan genellenememektedir. Calismanin daha genis
orneklem gruplarinda, farkli cografik bolgelerde ve hatta farkli
sektorlerde tekrarlanmasi faydali olacaktir. Girisimcilik niyeti gibi
onemli bir degiskenin oncllleri ve ardillari ¢esitlendirilerek farkli
modellerin dnerilmesiyle ilgili literatlr zenginlestirilebilir
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Extended Summary

Research Problem: The aim of this study is to evaluate the perception of social self-efficacy on university students' communication
apprehension and entrepreneurial intention levels.

Research Questions: Is there a significant relationship between communication apprehension and entrepreneurial intention?
Does the relationship between communication apprehension and entrepreneurial intention differaccording to social social self-efficacy?

Literature Review: Entrepreneurial intention reflects the idea of establishing one's own business and starting a new venture by evalu-
ating the opportunities around the individual (Karabey, 2013, s. 147). Therefore, in order to be an entrepreneur, one must first have an
entrepreneurial intention. In the study, it was thought that communication apprehension, defined by McCroskey (1977, p. 78), as “the
level of fear or apprehension about the communication of the individual with another person or people, which is realized or expected to
occur,” will negatively affect the formation of entrepreneurial intention. Although a conceptual relationship between these two variables
has been revealed, a research that empirically examines this relationship has not been reached. However, there is a consensus among
researchers that effective, strong, and good communication is essential for entrepreneurship (Azleen et al., 2013; Clarke & Cornelissen,
2011; Holt & Macpherson, 2010; Lee & Jones, 2008; Roodt, 2005; Shen & Huang, 2022). On the other hand, another variable discussed
in the study is social self-efficacy. Social self-efficacy refers to the individual's belief that he or she has the ability to initiate and main-
tain social relationships with other individuals. (Wei et al., 2005, p. 602). When the literature is examined, there are studies showing
that self-efficacy is a prerequisite for entrepreneurial intention and the relationship between them is positive and significant (Avcr &
Ardig, 2022; Fragoso et al., 2020; Naktiyok et al., 2010; Sesen & Basim, 2012; Wilson et al., 2007; Zain et al., 2010; Zehir & Bektas, 2022).
Therefore, in the study, it was thought that social self-efficacy might have a moderator effect. As a result of these evaluations, research
hypotheses were formed.

Methodology: The data used in the research were collected from the university students using an online questionnaire. Questionnaire
data suitable for analysis were collected from 604 students. Confirmatory factor analysis, correlation and regression analyses were
applied to the obtained data with the help of SPSS and AMOS programs.

Result and Conclusion: As a result of the study, it was seen that communication apprehension affects entrepreneurship intention
negatively and significantly (3=-.142 and p <.001). In addition, findings show that social self efficiacy has a moderating role in the rela-
tionship between communication apprehension and entrepreneurial intention. In the study, it was concluded that an increase in com-
munication apprehension, especially in cases where social self-efficacy is low, will decrease entrepreneurial intention (3=-,104; p <,05).
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