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ORNEGT!

Rabia BEYTER? "2/, Dog. Dr. Hicabi ERSOY 3

Ozet

Bu ¢aligmada CAMELS analizinde kullanilan rasyolara ilaveten hem mevduat bankacilig1 sistemi hem de katilim
bankacilig1 sistemi i¢in ayr1 ayr1 En Kiiciik Kareler yontemi ile regresyon modeli kurulmugtur. Aktif biiyiikligi
acisindan mevduat bankalarinin ve katilim bankalarmin 2022 yilsonu verileri analiz edilmistir. Istatiksel
analizlerin agiklanabilir ve daha giivenilir olmasi sebebiyle, bankalarin finansal performanslarini 6l¢gmek igin
CAMELS analizi gibi siibjektif degerlendirmelere dayanan yontemlerin yani sira istatistiksel yontemlerin de
kullanilabilirligi degerlendirilmistir. CAMELS analizinde yer alan parametrelerle kurulan modellerin bankalarin
finansal performanslarini agiklamada yeterli oldugu goriisiine varilmistir.

Anahtar Kelimeler: Banka Performansi, CAMELS Analizi, EKK Yodntemi

COMPARATIVE PERFORMANCE ANALYSIS OF DEPOSIT AND
PARTICIPATION BANKING SECTORS USING CAMELS ANALYSIS AND
STATISTICAL METHODS: TURKEY EXAMPLE

Abstract

In this study, in addition to the ratios used in the CAMELS analysis, a regression model was established
separately for both the deposit banking system and the participation banking system with the Least Squares
method. The 2022 year-end data of deposit banks and participation banks were analyzed in terms of asset size.
Since statistical analyzes are explainable and more reliable, the usability of statistical methods, as well as
methods based on subjective evaluations such as CAMELS analysis, has been evaluated to measure the financial
performance of banks. It has been concluded that the models established with the parameters in the CAMELS
analysis are sufficient to explain the financial performances of banks.
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1. Giris

Bankacilik Denetleme ve Diizenleme Kurumu (BDDK)’nun yayinlamig oldugu 5411
sayili kanunun 1. maddesinde bankalar i¢in “finansal piyasalarda giiven ve istikrarin
saglanmasi, kredi sisteminin etkin bir sekilde calismasi, tasarruf sahiplerinin hak ve
menfaatlerinin korunmasi1” ciimlesini kullanilmaktadir. Buradan anlagilan tasarruf sahiplerinin
ve kredi kullandirma sisteminin iyi bir sekilde caligmasi gerektigidir. Ayrica bankalar

diizenleyen ve denetleyen bir kurumun olmasi da bu yiizdendir.

Bankalarin finansal olarak durumlarini ortaya koyabilmek ig¢in cesitli analizler
yapilmakta ve bu analiz sonuglarma gore bankacilik sisteminin iyi isleyip islemedigi,
biiylimekte olup olmadig1 gozlemlenmektedir. Bu analizlerden biri 1979°da ABD’de bankalar1
denetleyen kurum tarafindan gelistirilen CAMELS analizidir. CAMELS analizi alt1 bilesenden
olugsmaktadir. Bunlar; Sermaye Yeterliligi (C), Aktif Kalitesi (A), Yonetim Kalitesi (M),
Karlilik (E), Likidite (L) ve Piyasa Riskine Duyarlilik (S)’dir. Bir diger analiz ise parametrik

yontem olan En Kii¢lik Kareler analizidir.

Bu c¢alismada bankacilik sisteminin CAMELS analizi ile degerlendirilmesi
incelenmistir. CAMELS analizinin tanim1 ve bankacilik sektoriinde 6nemine yer verilmistir.
Tiirkiye’de Mevduat ve Katilim bankacilik sistemlerinde yapilan c¢alismalar incelenmistir.
Calismada aktif biiyiikliik agisindan en biiyiik on mevduat bankasi ve faaliyette olan alt1 katilim
bankasi se¢ilmistir. Mevduat bankalarindan on bankanin se¢ilmesinin nedeni, TBB’nin Haziran
2023 i¢in yayinlamis oldugu bankalarin aktif biiyiikliiklerine gore siralamasi veri setine gore

mevduat bankacilik sisteminin yaklasik 90%’ 11 temsil etmesidir.

Calismalar g6z onilinde bulundurularak CAMELS analizi i¢in rasyolar belirlenmis ve
veri seti olusturulmustur. Mevduat bankalar1 i¢in veri seti Tiirkiye Bankalar Birligi (TBB)
internet sitesinden ve katilim bankalar1 i¢in veri seti Tiirkiye Katilim Bankalar1 Birligi (TKBB)
internet sitesinden alinarak olusturulmustur. 2010-2022 yillar1 arasinda mevduat ve katilim

bankalart CAMELS sonuglar1 karsilagtirilmastir.
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CAMELS analizinde kullanilan agsagida belirtilen rasyolar bagimsiz degisken olarak en
kiiciik kareler (EKK) yonteminde de kullamlmistir.* Bagimli degisken olarak ise Takibe
Doénitistim Orani (%) secilmistir. Bu oran bankalarin verdikleri nakdi krediler toplaminin ne
kadarmin takibe intikal ettigini, yani miisterilerin 6deyemedikleri toplam tutar1 ifade
etmektedir. Bu oran yiikseldik¢e sektoriin finansal performansi da diismektedir. Bankalar
verdikleri krediyi tahsil edemezler ise, mevduat miisterilerinin de paralarin1 6deyemez duruma
gelebilirler. Bu nedenle Takibe Doniisiim Orani (%) finansal performansi 6lgmede bagimli

degisken olarak belirlenmistir.

EKK yontemi ile mevduat ve katilim bankaciligi sektorleri i¢in ayr1 ayri iki model
gelistirilmistir. Bunun nedeni, iki bankacilik sektoriiniin de bankacilik sektoriindeki paylari ve
caligma sekillerinin farkli olmasidir. EKK yontemi ile modellerin istatiksel olarak anlamlilig1

da arastirilmis ve aciklanmaya caligilmistir.

EKK yonteminin ve CAMELS analizinin sonuglar1 kiyaslanarak hangi ydntemin

kullanilmasinin daha dogru sonuglar verecegi bu ¢alismada arastirma konusu olmustur.

* Yazarlardan Rabia Beyter tarafindan Siileyman Demirel Universitesi Vizyoner Dergisi’nde yayimlanan
Tiirkiye’deki Konvansiyonel Bankalar ile Katilim Bankalarinin CAMELS Analizi ile Karsilagtirilmas: adl
makaleye, aktif biiylikliigii agisindan ii¢ mevduat bankasi (QNB Finansbank, Denizbank ve TEB) ve 2022 yilsonu
verileri eklenmek suretiyle ilgili ¢alisma, EKK ydntemi ile karsilastirmali analiz yapilmak suretiyle genisletilmis
ve glincellenmistir.
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2. Tiirk Bankacilik Sisteminin Finansal Performansinin Degerlendirilmesi

2.1. Mevduat Bankacihig1 Sektoriinde Yapilan Cahsmalar

Kaya (2001) yaptigi calismada Tiirk bankacilik sektoriindeki bankalar1 aktif
biiyiikliiklerine gére CAMELS performanslar1 ile iligkilendirerek degerlendirmistir.
Olusturulan CAMELS sisteminin bilesenlerinin sonuglar1 2000 yilinda 1997 yilina gore kotiiye
gittigi  gorlilmektedir. Bankalarin aktif biyiikliiklerine gore gruplanarak CAMELS
performanslart degerlendirildiginde; 1997 yilinda aktif biiytlikliigline gore kiiciik bankalarin
daha 1yi performans gosterdigi, ancak bu yapinin 2000 yilinda biiylik bankalar lehine degistigi
tespit edilmistir (Giindogdu, 2017, s. 28-29).

Tosuner vd. (2002), Tiirk bankacilik sektoriintin temel gdsterge oranlarini faktor analizi
yontemi ile bulmaya g¢alismis, ancak CAMELS bilesenlerinin tam olarak Tiirk bankacilik
sistemine uymadig1 yoniinde bulgulara ulasmislardir (Kandemir ve Demirel Arici, 2013, s. 68).

Kili¢ ve Fettahoglu (2005), Tiirk bankacilik sisteminin performansini 2002-2004 yillar
icin CAMELS modeli yontemiyle analiz etmisler ve modelin sektérde yasanan gelismeleri
acikladigr ve modelin iyi 6ngoriide bulundugu sonucuna varmiglardir (Kandemir ve Demirel
Arict, 2013, s. 69).

Cinko ve Avci (2008) yaptiklar ¢alismada mali rasyolar1 kullanmis ve 1996 ila 2000
yillart i¢cin CAMELS derecelerini ve bilesenlerini hesaplamislardir. 2001 yilinda Tasarruf
Mevduati Sigorta Fonu’na (TMSF) devredilmis bankalar CAMELS bilesenlerini olusturan mali
rasyolar yardimiyla lojistik regresyon, diskriminant analizi ve yapay sinir aglar1 yontemleri
kullanilarak tahmin etmeye c¢aligmiglardir. Netice olarak, bir bankanin Tasarruf Mevduati
Sigorta Fonu’na (TMSF) devredilmesinin CAMELS rasyolar1 ile tahmin edilemeyecegi
sonucuna varilmistir.

Sakarya (2010) yaptig1 calismada Istanbul Menkul Kiymetler Borsasi’nda (IMKB) hisse
senetleri yer alan yabanci ve yerli sermayeli bankalarm mali performanslarmi CAMELS
metodu ile hesaplamistir. Sonug olarak, piyasa risklerine kars1 yabanci bankalarin daha hassas,
yerli bankalarin ise daha likit olduklar1 sonucuna varilmistir.

Arigelik (2010) calismasinda Tiirk bankacilik sisteminde faaliyette bulunan on {i¢
mevduat bankasinin CAMELS analiz metoduyla performansini degerlendirmistir. 2002 ila
2009 yillar arasinda en fazla performans artis1 olan bilesenlerin likidite, yonetim kalitesi ve
aktif kalitesi bilesenlerinin oldugu sonucuna varilmistir. Ayrica, yapilan ¢alismada

4
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performansinda biiylik bir degisim olmayan bilesenin piyasa riskine duyarlilik bileseninin
oldugu sonucuna varilmistir.

Aytekin ve Sakarya (2013) ise yaptiklar1 ¢alismada CAMELS metoduyla Borsa
Istanbul’da (BIST) hisse senetleri yer alan mevduat bankalarinin performanslarini dl¢miislerdir.
Sonug olarak, mevduat bankalarinin performans puanlariin domestik kriz donemi ile global
kriz doneminde genel olarak dalgalanma gosterdigi kanaatine varmiglardir.

Abdullayev (2013) yaptig1 calismada 2005 ila 2008 yillar1 arasinda Tirk bankacilik
sektoriindeki bankalarin  finansal performanslarini CAMELS metodunu kullanarak
degerlendirmistir. Analiz sonucuna gore, mevduat bankalarinin 2005 ila 2008 yillar1 arasinda
stirekli olarak iyiye giden bir egilim gosterdikleri sonucuna varilmistir.

Dinger vd. (2015) Tiirk bankacilik sistemindeki mevduat bankalarinin CAMELS
rasyolariyla kredi derecelendirme rasyolar1 arasindaki iligkiyi incelemislerdir. Yirmi mevduat
bankasi1 yirmi bir farkli mali rasyoyla degerlendirilmistir. Calisma sonucunda, bankalarin kredi
derecelendirmesinde etkili olan yonetim kalitesi, varlik kalitesi ve piyasa riskine duyarlilik
bilesenlerindeki rasyolar iken, etkili olmayanlar ise sermaye yeterliligi ve karlilik
bilesenlerindeki rasyolarin oldugu neticesine varilmistir (Giindogdu, 2017, s. 28).

Ege vd. (2015) yaptiklar1 calismada 2002 ila 2010 yillarinda Tiirk bankacilik
sektoriindeki 6zel, kamu ve yabanci sermayeli mevduat bankalarinin CAMELS ydntemiyle
finansal performanslarini degerlendirmislerdir. Yonetim kalitesi, sermaye yeterliligi ve piyasa
riskine duyarlilik bilesenleri agisindan kamu sermayeli mevduat bankalarinin; karlilik agisindan
0zel sermayeli mevduat bankalarinin; aktif kalitesi ve likidite acisindan ise yabanci sermayeli
mevduat bankalarinin digerlerine gore durumlarimin daha iyi oldugu sonucuna varilmistir
(Giindogdu, 2017, s. 28).

Atesoglu Coskun ve Kargin (2016) yaptiklar1 ¢alismada Tiirkiye’de gergeklesen iig sinir
Otesi banka satin almasinin s6z konusu bankalarin finansal performanslarina olan etkilerini
CAMELS yontemiyle incelemislerdir. Sonucunda, satin alinma sonrasinda yabanci bankalar
tarafindan satin alinan ii¢ bankanin performansinda azalis gergeklestigi tespit edilmistir.

2.2. Katihm Bankacihig1 Sektoriinde Yapilan Calismalar

“Apak ve Ac¢ikoz (2011) yapmis olduklar1 ¢alismada katilim bankalarinin bankacilik

sektodriindeki yerini incelemislerdir. Ayrica Islami esaslara gore kurulduklarmi ileri siiren
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katilm bankalarinin son yillardaki bazi gostergelerini karsilagtirarak performanslarmi ve
finansal piyasa istikrarlarini arastirmiglardir. Bu arastirmada performans degerlemesi icin aktif,
0zkaynak, karlilik durumu, sube ve personel gelisimleri gibi gostergeler kullanilmistir. Bu
arastirmanin sonucunda katilim bankalarinin performanslarini arttiramasalar bile mevcut
performanslarint  korumalart halinde finansal sektordeki istikrara ve fon kullanimina
stirdiiriilebilir katki saglama potansiyelinin oldugunu tespit etmiglerdir” (Dogan, 2013, s. 60).
2.3. Mevduat ve Katihm Bankacilig1 Sektorlerinin Karsilastirilmasi Amaciyla Yapilan

Cahsmalar

“Parlakkaya ve Ciiriik (2011) yapmis olduklar ¢alismada ¢alisma prensipleri farkli olan
geleneksel ve katilim bankalar1 arasinda finansal karakteristikler baz alinarak ayirim yapilip
yapilamayacagini arastirmiglardir. Bu ¢alismada logit analiz modelinde yirmi ii¢ farkl finansal
rasyo kullanilmigtir. Bu aragtirmanin sonucunda karlilik ve likidite oranlarimin katilim bankalar1
ile geleneksel bankalar arasinda ayirt edici bir unsur olabilecegi tespit edilmistir” (Dogan, 2013,
s. 60).

Dogan (2013) yaptig1 calismada 2005 ila 2011 donemlerinde mevduat ve katilim
bankalarinin mali performanslarini ¢esitli rasyolarla karsilastirmistir. Calismada, mevduat
bankalarinin daha likit, bor¢ 6deme giicli daha yiiksek ve riskliligi daha diisiik oldugu, ancak
karlilik agisindan bir farklilik olmadigi sonucuna varmistir (Pehlivan, 2016, s. 307).

Ayricay vd. (2014), 2006-2011 yillar1 i¢in mevduat ve katilim bankalarmin
performanslarini farkli finansal oranlarla karsilastirmis ve 2008 krizinin dncesi ve sonrasi igin
analiz yapmislardir (Pehlivan, 2016, s. 308).

Glmiis ve Nalbantoglu (2015) Tiirkiye’deki bankalar1 kamu, 6zel yerli, yabanci ve
katilim bankalar1 olarak dort gruba ayirarak 2002 ila 2013 yillarindaki performanslarimni
CAMELS analizi yontemiyle karsilagtirmislardir. Analiz sonucuna gore; 2001 ekonomik krizi
sonrasinda BDDK’nin kontroliinde bankalarin bilangolarmin diizeldigi ve giiclendigi tespit
edilmistir.

Yurttadur ve Demirbas (2017) yapmis olduklar1 ¢caligmada 2010-2016 yili verilerini
kullanarak 6zel sermayeli mevduat ile katilim bankalarinin performanslarinin karsilagtirilmali
analizini yapmislardir. Ug katilim bankas1 ve ii¢ mevduat bankasi kullanilarak yapilan bu
calismada on bir finansal oran kullanilmistir. Sonu¢ olarak, katilim bankalarinin karlilik
acisindan daha yiiksek olduklarini, ancak katilim bankalarmin bor¢luluk agisindan mevduat

6
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bankalarindan daha fazla olduklarini gozlemlemislerdir. Bunlara ek olarak katilim bankalarinda
takip oraninin daha az oldugunu, ancak mevduatin krediye doniisme oraninin mevduat
bankalarina gore daha diistik oldugunu tespit etmislerdir.

Ozcan (2021) yaptig1 ¢alismada, Tiirk bankacilik sektdriiniin finansal performansinin
olgiilmesinde en kiigiik kareler yontemi kullanilmistir. BIST te yer alan on bankanim aktif
karlilik oranlari, 6zkaynak karlilik oranlari, sermaye yeterlilik oranlari, likidite oranlar1 ve kredi
riski oranlar1 olmak iizere bes adet finansal performans gostergeleri kullanilmigtir. Tiirk
bankacilik sektoriiniin finansal performansinin, 2010-2019 yillar1 arasinda genel olarak
lyilestigi sonucuna varilmaistir.

3. CAMELS Degerlendirme Sistemi

3.1. CAMELS Degerlendirme Sisteminin Olusturulmasi

CAMELS Analizi bir ¢esit finansal rasyo analizidir, incelenen bankanin ya da banka
grubunun finansal oranlar1 secilen banka grubunun aynmi finansal oranlar ile karsilastirilarak
performansinin degerlendirilmesidir (Atesoglu Coskun ve Kargin, 2016, s. 49). CAMELS
Analizi yapilirken ayn1 mali rasyolar birden fazla bilesende kullanilabilir. Ornegin; bankalarmn
varlik yapilarin1 degerlendirirken kullanilan rasyolarin bir kism1 ayni anda hem karliligi, hem

likiditeyi ve hem de varlik kalitesini etkileyebilmektedir (Canbaz, 2013, s. 54).

Bankalar her bir CAMELS bileseni i¢in ayr1 ayr1 degerlendirilir. Bu degerlendirmede
cesitli finansal rasyolar kullanilir. Degerlendirme sonunda her bir bilesen “1” ile “5 arasinda
puanlandirilir. “1” en iyi performansi gosteren bankanin derecesiyken, “5” en kotii performansi
gosteren bankanin derecesidir. Her bir bilesen ayri ayri hesaplandiktan sonra bilesenlerin

ortalamasi alinarak bankanin genel performans (CAMELS) notu ortaya ¢ikar.

Tablo 1. CAMELS Analizinde Uygulanan Islemler

Izlenen Adimlar Yapilan islemler

Calismada incelenecek olan bankalarin tarihsel bazda finansal

1. Adim: Veri Seti . L
oranlarindan olusan bir veri seti hazirlanir.

2. Adim: Referans Her yi1l i¢in bankalarin finansal oranlar1 ayr1 ayri analiz edilir. Finansal
Degeri Hesaplama oranlarin aritmetik ortalamasi alinir.
3. Adim: Endeks Her yil igin hesaplanan referans degerinin, her bankanin o yila ait
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izlenen Adimlar

Yapilan islemler

Degeri Hesaplama

degerine boliinmesi ile endeks degeri hesaplanir. (Referans
Degeri/Banka Degeri)*100 seklinde hesaplanir.

4. Adim: Sapma
Degeri Hesaplama

Finansal oranlarin (+) ve (-) yonleri bulunmaktadir. Finansal oran (+)
yonlii ise (Endeks Degeri-100), (-) yonlii ise (100-Endeks Degeri)
olarak sapma degeri hesaplanir.

5. Adim: Sapma
Degerinin
Agirliklandirilmast

Bulunan her sapma deger, s6z konusu finansal oranin grup igerisindeki
agirhigi ile garpilarak sapma degerleri agirliklandirilmis olunur.

6. Adim:
Agirliklandirilmig
Sapma Degerlerinin
Toplanmast

5. Adim’da bulunan agirliklandirilmis sapma degerleri her grup bazinda
(C.A.M.E.L.S.) toplanarak hesaplanir.

7. Adim: Toplam
Agirlikli Sapma
Degerlerinin Grup
Bazinda
Agirliklandirilmast

Toplam agirlikli sapma degerler ile grup agirliklar: ¢arpilir.

8. Adim: CAMELS
Degerlerinin
Hesaplanmasi

7. Adim’da bulunan grup bazindaki toplam 6 adet agirlikli sapma
degerleri toplanir. Bulunan degerlerin mutlak degerleri alinir ve her bir
deger 4 ile ¢arpilip 100’e boliiniir ve ¢ikan sonuca 1 eklenerek

CAMELS analizini yorumlamaya uygun degerler elde edilir.

Kaynak: (Kandemir, Demirel Arici, 2013, s. 73 & Yazar)

Tablo 2. CAMELS Derecelendirme Sistemi ve Yorumlamasi

Degerlendirme | Degerlendirme | Degerlendirme o .
A - . . Degerlendirme Yorumu
Olgegi Arahg Analizi
1 1,0-1,5 Gugli Her agidan saglam.
1.62.5 Yeterli Temelde saglam, diizeltilebilir zayiflik-
2 lar mevcut.
Dikkat edilmemesi halinde durum kotii-
2,6-3,5 Makul, Orta lesebilir, Boliimlerin dikkatli izlenmesi
3 gerekli.
3,6-4,5 S1n1rdz.1 (b.asarlslzhk Yakin gozetim ihtiyact var.
4 riski var)
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Degerlendirme | Degerlendirme | Degerlendirme

Olcegi Arah Analizi Degerlendirme Yorumu

Yakin vadede basarisizlik riski yiiksek,

> 4,6-5,0 Yetersiz stirekli gézetim altinda tutulmal.

Kaynak: (Dogan, 2013, s. 46)

3.2. CAMELS Degerlendirme Sisteminin Bilesenleri
3.2.1. C(Capital Adequancy) — Sermaye Y eterliligi

Sermaye yeterliligi, miktar ve kalite {lizerinde odaklanarak kurumlarin bilango
sarsintisina karsi saglamligini belirler. Bu amag¢ dogrultusunda, banka sermayesi, miktar ve
kalitesi, karlilik rasyolari, banka varliklarinin degerleri, dagitilmamis karlar ve bankalarin
cesitli kaynaklara ulagim durumu gibi benzer durumlar dikkate alinarak siire¢ icerisinde

degerlendirilir.
3.2.2. A (Asset Quality) — Varhk Kalitesi

Bu gosterge portfoy kalitesini, portfoy riskini ve uzun siireli varliklarin verimliligini
analiz eder (Giimiis ve Nalbantoglu, 2015, s. 85; Babar ve Zeb, 2011, s. 4). Bu analiz, kredi
stireglerinin etkinligini, kredi karsiliklarini, problemli kredilerin varlik ve miktarlarini, tahsilat
becerilerini, bankanin bilgi ve belge iletim sistemlerini ve bunun gibi bir¢cok kistasi

degerlendirir.
3.2.3. M (Management Quality) — Yonetim Kalitesi

Bankanin, yonetim, kapasite ve basarisini tespit ve temsil eden bir bilesendir. Bu kisim,
bankalarin yonetim sistemlerinin yapisini, i¢ kontrol sistemlerinin etkinligini, bankacilik
mevzuatina yonetimin ne kadar hakim olup olmadigini, sektordeki gelismelere ne kadar siirede
gecildigini, yonetim hiyerarsisini ve bunun bankanin yapisi ile ne kadar uyumlu oldugu ile ilgili
bilgileri igerir.

3.2.4. E (Earnings) — Kazanclar

Bankalarin karliligin1 6lgen bir bilesendir. Bu bilesen, mevcut ve ge¢mis karlilik

verilerini, karlilik diizeyinin ne kadar siirdiriilebilir oldugunu, dagitilmamis karlar1 ve
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miktarini, yeniden degerlendirmenin ne kadar kullanildigini, karlilik durumunun diger

bankalara gore durumunu inceler.
3.2.5. L (Liquidity) — Likidite

Bankalarin nakit pozisyonunu ve nakde donme becerisini Olger. Likit varliklarin
miktarint ve yillara gore diizeyini, varliklarin menkul degerlere doniisiime oranini, hizini,
bankanin ge¢mis yillara gére performansini ve stratejilerini ve kisa vadeli krediler ile likidite
uyumunu hesaplamay1 amaglar. Likidite oranlarmin yiiksek olmasi bankanin taahhiitlerini

karsilayabilme giiclinii géstermektedir.
3.2.6. S (Sensitivity to Market Risk) — Piyasa Riskine Duyarhhk

Bu bilesen hammadde, doviz, gayrimenkul fiyatlarindaki ve faiz oranlarindaki ani,
beklenmedik ve ters degisimlere karsi bankalarin yonetim becerisini degerlendirmektedir. Bir
bankanin karlilik, likidite, sermaye miktarinin piyasadaki muhtemel olumsuzluklara karsi

duyarlilig1 bu bilesen ile 6l¢iiliir.
4. Bankalarin Finansal Performanslarinin CAMELS Analizi ile incelenmesi

Secilen mevduat bankalar1 agisindan 2022 yilsonu verileri ile CAMELS analizi

sonuglar1 asagidaki gibi olmustur.’ (Bkz. Tablo 3 ve Sekil 1)

Tablo 3. Tiirk Bankacilik Sektoriinde Aktif Biiytikliik A¢isindan En Biiyiikk On Mevduat Bankasinin
2010-2022 Yillar1 Arasindaki CAMELS Puanlan

2010 2011 2012 | 2013 2014 | 2015 2016 2017 | 2018 2019 2020 | 2021 = 2022
ZIRAAT BAN-

KAST 9 18 15 20 21 29 13 17 35 19 23 33 12
c 48 76 51 70 -120 188 53 | 59 24 01 03 53 19
4 48 35 04 <Ll 07 06 001 =09 -9 07 02 07 02
M 24 26 13 04 09 22 21 | -18 361 265 99 | 549 27
E 26 | 34 03 27 38 51 37 28 -2 12 25 | 165 | 117
L 62 56 56 7 35 23 <06 03 120 179 113 37 .07
s 28 86 35 L1 93 196 100 53 190 -138 78 273 43

‘;QKNIIF(';‘;? 15 4.2 w1 1 14 15 14 13 L6 L1 19 17
c 48 360 00 67 04 27 40 -3 06 55 50 131 112
4 05 00 08 05 09 09 -0 -8 34 47 54 70 -18
M 46 | <12 | 05 [ -1 | 22 | 20 | L6 | 30 | 28 | 33 | 47 | 51 | 56

5 S6z konusu on mevduat bankasmm aktif toplamlarim mevduat bankalarinin toplam aktiflerine oran1 yaklasik
90%’dur.
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2010 2011 2012 2013 2014 2015 2016 = 2017 2018 2019 2020 | 2021 @ 2022

E 6,3 3,0 3,0 24 12 05 06 | 0,1 03 56 31 | 204 | 153
0,7 24 2.8 04 24 14 22 35 41 152 19 1,7 | 09
N S12,1 406 35 | -120 38 69 -85 65 | 46 <19 22 | 11 20
HA%(’Z;;IAN' 1,3 1,8 2,0 1,4 2,3 L6 1,4 20 12 28 20 37 34
c 4,6 8,3 96 | 36 -148 73 63 | 83 | 30 | 146 129 345 21,0
A 0,6 0,2 02 | 03 0.1 11 | 14 | -1 | 28 | 51 | 45 | 53 | 23
M 22 2,9 29 | 22 412 -15 09 27 | 23 06 319 | -194 59
E 35 45 47 | 44 | 17 | 210 | 32 18 | 145 225 174 | 656 288
L 10,1 6,7 47 2,9 43 49 62 | 01 68 151 10,1 | 49 & -03
N 6,8 -108 | -11,6 | 32 -189  -101 118 | -155  -170 -1, 282 @ -139 @ 72
IS BANKASI 13 1,5 14 1,2 12 L1 11 1,1 13 1,3 13 | 1,0 12
c Bl 438 41 | 21 | 25 | 05 | -09 | 03 | 07 | -1,9 | -1,1 | 29 | 36
A 1,9 0,9 0,5 0,1 0,4 04 07 | 09 | 09 1,5 14 1,5 12
M 13 -1,6 21,0 01 03 -01 03 10 | 43 62 08 | 24 26
E 0,5 0,7 07 | 00 -1,1 11 02 12 | <12 19 | 13 33 | 415
L 0,9 1,0 2,6 0,6 09  -1,6 09 -0 | 25 13 65 1,6 | 48
N 5,1 8,7 63 | 32 <19 06 04 01 | 18 19 02 | 03 04
g:mgll 1,4 1,5 1,6 1,7 1,3 13 12 13 12 1,7 1,7 | 1,7 16
c 24 33 47 61 21 33 29 38 | 37 51 42 | 41 45
A i3 =17 12 | -1 | 05 00 03 | 02 07 04 06 1,0 -01
M -1,9 2,8 45 020 -1 01 00 | 10 | -14 <19 29 | 29 20
E =il2 25 08 | 08 -15 -5 23 26 | 27 41 27 | 50 38
L 2,0 0,8 2,0 0,3 0,1 04 10 | 05 45 39 29 | -45  -18
N 0,8 A7 44 | 67 <10 | -19 00 05 | 21 30 34  -19 21
AKBANK 1,6 1,4 1,6 14 1,5 L6 1,7 15 | 14 12 12 | 1,7 | 15
c 4,7 1.8 25 | -15 26 30  -41 35 | 31 58 53 | 66 -70
A 2,1 2,7 66 | 39 32 29 33 02 | 02 09 06 | 03 20
M 32 34 30 0 29 32 35 -40 38 | 24 21 -19 | 40 27
E 03 0,7 04 | 09 21 -1 21 25 | 14 33 29 | 47 52
L 4.8 -4,1 27 05 23 27 23 28 | -14 18 46 | 04 19
N 0,9 1,1 0,0 0,9 01 | -17 31 0 06 | 07 15 08 32 | 21
YAPI ve
KREDI BAN- 1,1 1,1 12 12 1,1 13 12 12 | 12 12 14 | 1,5 13
KASI
c 1,8 13 0,6 1.8 1,1 31 28 | 37 07 07 -4 | 25 28
A 0,7 0.8 02 | 07  -10 o1 01 | 03 00 03 -5 -18 @ -13
M 1,8 14 07 | -7 -0  -1,0 07  -12 | -,7  -15 21 | 21  -03
E 14 0,5 1,9 3,0 3,5 50 36 | 35 06 23  -13 | 36 36
L 142 6.1 43 1,6 1,5 1,0 14 | 05 36 51 -13 | 13 | 04
s 52 -1,0 12 06 21 08 <13 02 | 00 07 26 22 -10
QN%&%‘(‘N S 16 1,3 1,3 1,6 1,5 20 1,8 | 20 1,7 13 41 | 37 | 16
c 0.1 -0,6 0,7 15 1.4 42 37 38 19 09 15 | 26 59

11
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2010 2011 2012 2013 2014 2015 2016 = 2017 2018 2019 2020 | 2021 @ 2022

A 0,7 1,1 0,1 1.8 14 1,6 16 | 09 03  -17 21 33 03
M 6,9 38 22 3,1 0,9 41 | 41 86 | 59 27 895 450 @ 25
E 0,8 0,7 1,1 5,1 18 57 23 | 21 22 46 23 | 20 | 10
L 1.8 04 0,7 1,7 38 2,9 13 | 29 33 10 72 23 1,6
N 7,3 41 3,0 2,6 3,7 60 60 | 75 101 88 | 69 | 230 25
DENIiZBANK 2,1 1,3 1,3 2,2 2,0 18 14 1,6 12 14 16 12 1,0
c 42 0,3 2.8 107 90 88 58 | 85 13 43 68 | -122 | 02
A 33 2,0 07 | -16 04 L1 06 01 13 L6 15 1,9 | 36
M 56 42 18 34 5,1 41 27 22 03 | -6  -14 | 08 03
E 45 2,7 110270 35 02 | 02  -1,0 47 22 | <11 | 09
L 7.2 1,9 2,0 3,5 0,5 09 18 16 | 05 07 21 57 | 38
S 8,9 6,0 3,5 3,6 4,1 42 26 | 1,6 26 10 40 26 @ -07
TEB 1,5 2,9 1,7 1,5 1,3 L0 1,0 1,3 | 1,0 1,4 25 | 32 11

c 57 11,6 5.3 3,1 34 6 26 19 27 1,9 16 | 07 | -08
A 5.5 35 -6,0 41 65 86 16 66 86 49 73 | -10,7 | -05
M 34 8,6 5.8 34 43 32 24 | 72 35 107 205 | -32,0 46
E 6,6 247 74 56 2,9 03 27 | 36 51 03 04 | 02 28
L 1,1 0,7 1,0 3,7 22 20 <15 | 00 59 41 69 | -28 @ -34
s 1,6 49 3,5 1,7 1,6 1,1 19 | 26 29 58 | -55 | -103 | -06

4.5
4.0
3,5
3,0
2,5
2,0
1,5
1,0
0,5
0,0
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
= 7IRAAT BANKASI = VAKIFLAR BANKASI
e HALK BANKASI IS BANKASI
= GARANTI BANKASI = AKBANK
= Y API ve KREDI BANKASI = (QNB FINANSBANK

Sekil 1.2010-2022 Yillar1 Arasinda Mevduat Bankalarimin CAMELS Deger Dagilimlari

Sekil 1°den de anlasildig: iizere Tiirkiye Is Bankas1 ve Yapi ve Kredi Bankasi haric diger

bankalarin CAMELS sonuglarmin yillar igerisinde dalgalandig goriilmiistiir.

12
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Altt katilim bankast i¢cin hem nihai CAMELS puanlarna hem de CAMELS
bilesenlerinin ayr1 ayr1 puanlarma Tablo 4’te yer verilmistir. Ayrica, bankalarin y1l bazindaki

CAMELS puan degisimleri Sekil 2°de grafik olarak gosterilmistir.

Tablo 4. Tirk Bankacilik Sisteminde Katilim Bankalarinin 2010-2022 Yillar1 Arasindaki CAMELS
Puanlan

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

ALBARAKA
TORESA 100 10 10 11 11 12 L1 18 27 33 L6 49 20
BANKASI

c 12 1703 07 17 78 42 66 159 36 94 261 | 114

4 08 06 09 09 -5 L5 02 10 21 15 | -130  -188 13

M 44 06 02 =02 001 -6 09 36 79 33 07 02 07

E 04 | 04 -0 | 14 08 64 07 71 | 361 437 | 152 888 168

L 02 419 02 15 08 35 03 03 33 180 24 17 -l4

s 02 15 05 05 14 09 | 27 22 Ll 50 09 -6 | 27
KUVEYT
TS 34 22 10 10 12 12 L1 12 10 13 L 17 1
BANKASI

c 06 09 17 05 07 63 05 -1 05 03 17 05 -34

A 419 238 L6 06 09 -7 -9 22 14 -2 54 -169 23

M 00 02 04 01 03 -9 00 06 76 05 19 33 34

E L2116 LS 03 64 62 29 -8 -7 27 51 52

L 17 26 | L5 | 07 28 | 09 32 -0 | 56 33 37 22 | 41

s 204 4120 -0 06 04 00 09 05 10 00 34 26 LS
TURKIYE
S 12 10 L L L7 22 20 19 25 12 L1 L0 13
BANKASI

c 07 24 -5 04 45 148 133 98 86 36 09 03 31

4 29 20 13 09 14 31 36 40 06 22 | 25 31 26

M 1207 01 04 03 -0 -2 07 195 -8 21 31 59

E 41 -2 03 02 | 13 L6 | L5 12 | 30 | 34 | 04 08 29

L 02 13 24 00 37 98 48 02 37 07 24 03 13

S 14 07 04 13 57 50 68 68 102 35 06 04 49

ZIRAAT
KATILIM 7 17 1 25 14 19 14 17
BANKASI

c 493 62 <Ll 93 -2 87 42 | 61

4 43 -126 -1s1 342 81 23 20 83

M 34 86 51 03 03 32 26 04

E 401 113 L1 25 29 37 35 22

L L0957 168 42 | 141 89 | 137

s 157 60 46 81 05 99 21 26
VAKIF KA-

TILIM 12 19 10 10 14 10 14
BANKASI

13
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2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

c 0,6 1,1 0,5 2,9 -6,0 10 05
A 81 | 174 | -15 -4,0 1,6 08 | -1,0
M 22 43 2,7 0,4 1,5 1,1 24
E 16,5 0,8 5,1 24 | 44 46 03
L -1,9 0,3 1,7 12 04 0,8 6,1
s 1,7 0,7 24 2,6 1,8 5,5 2,1
EMLAK

KATILIM 1,1 1,9 1,1
BANKASI

c -0,1 58 53
A 42 09 | -74
M 0,6 39 | -03
E 170 121 | 3,1
L 45 27 |
N 5.4 3,7 9,2
5,0

4,5

4,0

3,5

3,0

2.5

2,0

1,5

1,0

0,5

0,0

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
——— ALBARAKA TURK KATILIM BANKASI =———=KUVEYT TURK KATILIM BANKASI

TURKIYE FINANS KATILIM BANKASI ZIRAAT KATILIM BANKASI
= VAKIF KATILIM BANKASI ———EMLAK KATILIM BANKASI

Sekil 2. 2010-2022 Yillar1 Arasinda Katilim Bankalarinin CAMELS Deger Dagilimlari

Sekil 2°den de anlagilacagi tlizere, 2010 yilinda Kuveyt Tiirk Katilim Bankasi iyi bir
performans gostermemektedirler. 2012 yili itibariyla banka toparlanmis ve iyi seviyelere

gelmistir. Albaraka Tiirk Katilim Bankasi’nin performansi 2018 yil1 itibariyla kétiilesmektedir.

14
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5. En Kiiciik Kareler Yontemi

Regresyon analizi, Gauss-Markov varsayimlaria sahiptir. Degiskenler arasindaki
iliskiyi agiklayabilmek icin bu yontem kullanilir. Bagimli degiskenin nitel olmasi
durumunda kullanmak gercek¢i olmayan sonucglara neden olabilir. Ancak, bagimsiz
degiskenlerin nicel ya da nitel olmas1 sorun teskil etmemektedir. Bagimli degiskenin siirekli
oldugu kabul edilir. +oo ve -co0 arasinda deger alabilir.

En kiiciik kareler yontemi de regresyon analizi yontemlerinden biridir. En kii¢iik
kareler yontemi, artiklarin (hatalarin) karelerinin toplamini en aza indirerek parametrelerin

hesaplanmasini saglar ve formiilii asagidaki gibidir:
Denklem 1. Ornek Regresyon Modeli

Yt = bO + blxlt + bzth + -+ bnxnt + St
Kaynak: Baykus, 2016, s.52

EKK yontemi, yukaridaki denklemdeki hata terimlerinin (&) kare toplamlarini

minimuma indirgemeye ¢aligir ve nihai formiil asagidaki gibi olur:
Denklem 2. En Kii¢iik Kareler Yontemi Formiili

thz = 23’152 — b1 2yix1 — DX yexor — o — bp Xy Xp:
Kaynak: Baykus, 2016, s.54

5.1. EKK Yo6nteminin Varsayimlarina iliskin Yapilan Testler

En kiigiik kareler yontemi ile kurulan modelin istatistiksel anlamda anlamliligin1 ve
dogrulugunu 6lgmek amaciyla, R? ve Diizeltilmis (Adjusted) R?, katsayilarin anlamlilig,
modelin genel olarak anlamliligi, hata terimlerinin normal dagilimi ve duraganlik testleri

yapilabilir.

5.2. Arastirma Yontemi ve Veri Seti

CAMELS analizinde kullanilan banka ve rasyolar en kiiclik kareler yonteminde de
kullanilmigtir. En kii¢iik kareler yonteminde hedef degisken olarak BDDK’nin sitesinden
Takibe Doniigiim Orani (%) rasyosu mevduat ve katilim bankacilig1 sektorleri icin ayr1 ayri
yilsonlarindaki degerler alinmistir. Bankalar verdikleri krediyi tahsil edemezler ise, mevduat
miisterilerinin de paralarin1 6deyemez duruma gelebilirler. Faiz oraninin artmasi da, sorunlu

kredilerin geri 6denmesini zorlastirabilir ve yeniden yapilandirilmasina veya tahsili i¢in yapilan
15
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harcamalar1 artirabilir. Bu durum sorunlu krediler nedeniyle bankalarin zararin1 ve sektorel
bazda bankacilik sektoriiniin riskini artirabilir. Bu nedenle Takibe Doniisiim Orani (%) finansal
performansi 6lgmede bagimsiz degisken olarak belirlenmistir. Bu durumda bankanin iflas
etmesine diger bir deyisle, bankacilik otoriteleri tarafindan sistem disina ¢ikarilmasi s6z konusu
olabileceginden hedef degisken olarak Takibe Donilisim Orani (%) secilmistir. Her bir
bankacilik sistemi ayri ele aliarak en kiigiik kareler yonteminin uygulanmasi ile EViews-12
programinda mevduat ve katilim bankalar1 i¢in farkli modeller kurulmustur. Bunun nedeni,
bankalarin biiyiikliiklerinin, sektordeki paylarinin ve caligma prensiplerinin farkli olmasidir.
Modeller kurulurken banka bazinda hazirlanan veri setinin aritmetik ortalamasi alinarak

degisken bazinda tekillestirilmistir. Boylece yil bazli zaman serisi veri seti olusturulmustur.

5.3. Analiz ve Bulgular

Mevduat ve katilim bankaciligi sektorlerindeki bagimli degiskenlerin birbirleri
arasindaki ve her bir bagimli degiskenin bagimsiz degisken ile olan korelasyonu
degerlendirilmistir. Degiskenler arasinda -70%’ten kiigiik ve + 70%’den biiyiik korelasyon
katsayisi olan degiskenler arasinda da kismi korelasyon katsayilarinin giiven araliklar
icerisinde kalip kalmadig1 ve Jarque-Bera testi ile degiskenlerin normal dagilim gosterip
gostermedigi kontrol edilmis ve ona gore bir secim yapilmistir. Aralarinda yiiksek iligki
bulunan degiskenlerin ikisi de kismi korelasyon katsayilarinin giiven araliklari igerisinde
kaliyorsa ve normal dagilim testinden gegiyorsa uzman goriisiine gore se¢im yapilmistir.

Mevduat ve katilim bankacilifi sektorlerinde yapilan analizler sebebiyle elenen
degiskenlerin kisaltmalar1 ve agiklamalar1 tablolardaki gibidir. Elenmeyen parametreler kisa
listeyi olugturmaktadir. Modeller ilgili kisa liste parametreleri tizerinden kurulmustur.

Tablo 5: Mevduat Bankacilig1 Sektorii I¢in Degiskenlerin Elenme Nedenleri ve Parametreler Uzerinde
Yapilan Dontisiimler

Degisken

Kisa Adlart Degisken Aciklamalar: Elenme Nedeni Yapilan Doniisiimler
D0 M Takibe Doniisiim Orani (%)
M1 Sermaye Yeterlilik Rasyosu
M2 (Ozkaynak-Duran Ak- MI16 ile arasinda yiiksek iliski
tif)/Toplam Aktif bulunmaktadir.
Ozkaynaklar/Toplam Aktif- = MS ile arasinda yiiksek iligki bu-
M3
ler lunmaktadr.
W  Doienm (@ Norm'al'daglhm.a sahip ol-
M4 . mast i¢in logaritmall ver-
rar1)/Toplam Aktifler .
siyonu alimmustir.
M5 Bilango I¢i Doviz Pozis-

yonu/Ozkaynaklar
16
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Degisken
Kisa Adlan

M6

M7

M8

M9

MI10

MI11

MIi2
MI3
M4

MI5

M16

Mi7

MI18

M19
M20

M21

Tablo 6: Katilim Bankacilig1 Sektorii I¢in Degiskenlerin Elenme Nedenleri ve Parametreler Uzerinde

Degisken
Kisa Adlan
K1

K2

K3

Degisken Aciklamalari

Vergi Oncesi Kar/Toplam
Aktifler

Toplam Krediler ve Alacak-
lar/Toplam Aktifler

Duran Aktifler/Toplam Ak-
tifler

Net Finansal Varliklar/Top-
lam Aktifler

Toplam Krediler ve Alacak-
lar/Toplam Mevduat

Tiiketici Kredileri/Toplam
Krediler ve Alacaklar

Personel Gideri/Diger Faali-
yet Giderleri

Diger  Faaliyet
leri/Toplam Aktifler
Net Faiz Dis1 Gelirler/Diger
Faaliyet Giderleri
Net Dénem
rar1)/Ozkaynaklar

Net  Faaliyet Kari(Za-
rar1)/Toplam Aktifler

Gider-

Kari(Za-

Likidite Karsilama Orant

Likit Aktifler/Toplam Aktif-
ler

TP Likit Aktifler/Toplam
Aktifler

YP Aktifler/YP Pasifler

Net Faiz Dis1 Gelirler/Top-
lam Aktifler

Elenme Nedeni

Normal dagilima sahip degildir.

M10 ile arasinda yiiksek iliski
bulunmaktadir.

M1 ile arasinda yiiksek iliski bu-
lunmaktadir.

M1 ve M10 ile aralarinda yiik-
sek iligki bulunmaktadir.

M1 ve M11 ile aralarinda yiik-
sek iligki bulunmaktadir.

M11 ile arasinda yiiksek iliski
bulunmaktadir.

M1 ve M10 ile aralarinda yiik-
sek iligski bulunmaktadir.

M10 ile arasinda yiiksek iligki
bulunmaktadir.

M10 ile arasinda yiiksek iligki
bulunmaktadir.

MS5 ve M18 ile aralarinda yiik-
sek iligki bulunmaktadir.

M16 ile arasinda yiiksek iliski
bulunmaktadir

M5, M16 ve M18 ile aralarinda
yiiksek iliski bulunmaktadir.

Yapilan Dontisiimler

Degisken Aciklamalari

Sermaye Yeterlilik Rasyosu
(Ozkaynak-Duran Ak-
tif)/Toplam Aktif
Ozkaynaklar/Toplam Aktif-
ler

Elenme Nedeni

K2 ve K10 ile aralarinda yiiksek
iliski bulunmaktadir.

17

Yapilan Doniisiimler

Normal dagilima sahip ol-
masi igin bir 6nceki yil ile
farki alinmigtir.

Kismi korelasyon katsayi-
larinin  gliven araliklari
igerisinde kalabilmesi igin
bir 6nceki yil ile farki alin-
mistir.

Kismi korelasyon katsayi-
larmin  giliven araliklar
igerisinde kalabilmesi igin
logaritmali versiyonu alin-
mistir.

Normal dagilima sahip ol-
mast i¢in logaritmall ver-
siyonu alinmugtir.

Kismi korelasyon katsay1-
larmnin  giliven araliklar
igerisinde kalabilmesi igin
bir 6nceki yil ile fark: alin-
mistir.

Yapilan Doniisiimler
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Degisken
Kisa Adlan

K4
K5
Ko
K7
K8

K9

K10

K11
K12
Ki13
K14
K15
K16
K17
K18
K19
K20

K21

Degisken Aciklamalari

Net Doénem  Kari(Za-
rart)/Toplam Aktifler
Bilango I¢i Doviz Pozis-
yonu/Ozkaynaklar

Vergi Oncesi Kar/Toplam
Aktifler

Toplam Krediler ve Alacak-
lar/Toplam Aktifler

Duran Aktifler/Toplam Ak-
tifler

Net Finansal Varliklar/Top-
lam Aktifler

Toplam Krediler ve Alacak-
lar/Toplam Fonlar

Tiiketici  Kredileri/Toplam
Krediler ve Alacaklar
Personel Gideri/Diger Faali-
yet Giderleri

Diger  Faaliyet
leri/Toplam Aktifler
Net Kar Pay1 Dist Gelir-
ler/Diger Faaliyet Giderleri
Net Doénem  Kari(Za-
rar1)/Ozkaynaklar

Net  Faaliyet  Kari(Za-
rar1)/Toplam Aktifler

Gider-

Likidite Karsilama Orant

Likit Aktifler/Toplam Aktif-
ler

TP Likit Aktifler/Toplam
Aktifler

YP Aktifler/YP Pasifler

Net Kar Payr Dis1 Gelir-
ler/Toplam Aktifler

Elenme Nedeni

Bagimli degiskenle arasinda
yiiksek iligki bulunmaktadir.

Bagimli degiskenle arasinda
yiiksek iliski bulunmaktadir.
K10 ile arasinda yiiksek iliski
bulunmaktadir.

K10 ile arasinda yiiksek iliski
bulunmaktadir.

Kismi korelasyon vardir.

K10 ile arasinda yiiksek iliski
bulunmaktadir.

Normal dagilima sahip degildir.

K10 ile arasinda yiiksek iliski
bulunmaktadir.

Normal dagilima sahip degildir.

Bagimli degiskenle arasinda
yiiksek iligki bulunmaktadir.
Bagimli degiskenle arasinda
yiiksek iliski bulunmaktadir.
K10 ile arasinda yiiksek iliski
bulunmaktadir.

K10 ile arasinda yiiksek iliski
bulunmaktadir.

5.3.1. EKK Modellerinin Kurulmasi ve istatistiksel Analizler

Mevduat ve katilim bankacilig sektorleri icin EViews-12 programinda en kiiciik kareler

yontemi uygulanarak kurulan modellerin ¢iktilart asagida verilmistir.

Yapilan Doniisiimler

Kismi korelasyon katsayi-
larmin  giliven araliklar
igerisinde kalabilmesi igin
bir 6nceki yil ile farki alin-
mistir.

Mevduat bankacilig1 sektorii i¢in olusturulan modelin denklemi;
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Denklem 3. Mevduat Bankacilig1 Sektorii Modelinin Denklemi

TDO M = 1331422101 + 0.288798383586*M1° - 0.0468179761742*M5" +
0.0415906554132*DIF_M10® - 2.79544608353*LN _M11° - 4.06421353029*LN_M16'° -
0.0196779396577*DIF_M18!!

Katilim bankacilig1 sektorii i¢in olusturulan modelin denklemi ise;

Denklem 4. Katilim Bankaciligi Sektorii Modelinin Denklemi

TDO K = 1.06510343537 - 0.223141088403*K1'?> + 0.699077266607*K2"% +
0.00047170780422*K5™ - 0.0166412658047*DIF_K10' + 0.235240596165*K18'°
0.417727351289*K19'7 - 1.30948550729*K21"8

Dependent Variable: TDO_M Dependent Variable: TDO_K
Method: Least Squares Method: Least Squares
Date: 01/02/24 Time: 19:21 Date: 01/02/24 Time: 21:13
Sample (adjusted): 2011 2022 Sample (adjusted): 2011 2022
Included observations: 12 after adjustments Included observations: 12 after adjustments
Variable Coefficient Std. Error t-Statistic Prob Variable Coefficient Std. Error t-Statistic Prob
c 13.31422 6.794862 1.959454 0.1074 (] 1.065103 2.443588 0.435877 0.6854
K1 -0.223141 0.098150 -2.273469 0.0854
M1 0.288798 0.187495 1.540296 0.1841
K2 0.699077 0.175714 3.978493 0.0164
M5 -0.046818 0.017121 -2.734592 0.0411
K5 0.000472 0.008572 0.055029 0.9588
DIF_M10 0.041591 0.055701 0.746681 0.4889
DIF_K10 -0.016641 0.033634  -0.494780 0.6467
LN_M11 -2.795446 1.462985 -1.910782 0.1143
K18 0.235241 0.110662 2.125758 0.1007
LN_M16 -4.064214 1.019188  -3.987699 0.0105 K19 0417727 0177453  -2.354010 0.0782
DIF_M18 -0.019678 0.044804  -0.439202 0.6788 K21 21309486 0511216 -2561513  0.0825
R-squared 0814897  Mean dependent var 3291667  R_squared 0.878022 Mean dependent var 3.716667
Adjusted R-squared 0.592774  S.D. dependent var 0.888777  Adjusted R-squared 0.664560 S.D. dependent var 1.025877
S.E. of regression 0.567167  Akaike info criterion 1.994870 S E. of regression 0.594159  Akaike info criterion 2.031381
Sum squared resid 1.608390  Schwarz criterion 2277733 Sum squared resid 1.412100 Schwarz criterion 2.354653
Log likelihood -4.969223 Hannan-Quinn criter. 1.890145 Log likelihood -4.188289 Hannan-Quinn criter. 1.911695
F-statistic 3.668668 Durbin-Watson stat 2643476 F-statistic 4113254 Durbin-Watson stat 1.426065
Prob(F-statistic) 0.087599 Prob(F-statistic) 0.094957

Sekil 3. Mevduat ve Katilim Bankacilig1 Sektorlerinin Model Sonuglar
Mevduat bankacilig1 sektérii i¢in kurulan model sonucunda diizeltilmis (adjusted) R?
degerinin 0,592774 olarak hesaplandig1 icin, bagimli degiskende (Takibe Doniisiim Orani (%))
meydana gelen degisimin %359,3 liniin secilen bagimsiz degiskenlerdeki degisimler tarafindan

aciklanabilir oldugu degerlendirmesi yapilabilmektedir.

®M1: Sermaye Yeterlilik Rasyosu
7 M35: Bilango I¢i Doviz Pozisyonu/Ozkaynaklar
8 DIF_M10: Toplam Krediler ve Alacaklar/Toplam Mevduat (Bir dnceki yil ile farkt)
9 LN_M11: Tiiketici Kredileri/Toplam Krediler ve Alacaklar (Logaritmali versiyonu)
10N _M16: Net Faaliyet Kari(Zarar1)/Toplam Aktifler (Logaritmali versiyonu)
"' DIF_M18: Likit Aktifler/Toplam Aktifler (Bir 6nceki yil ile farkr)
12K1: Sermaye Yeterlilik Rasyosu
13 K2: (Ozkaynak-Duran Aktif)/Toplam Aktif
14 K5: Bilango I¢i Déviz Pozisyonu/Ozkaynaklar
15 DIF_K10: Toplam Krediler ve Alacaklar/Toplam Fonlar (Bir nceki yil ile farki)
16 K18: Likit Aktifler/Toplam Aktifler
17K19: TP Likit Aktifler/Toplam Aktifler
18 K21: Net Kar Pay1 Dis1 Gelirler/Toplam Aktifler
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Katilim bankacilig1 sektorii icin kurulan model sonucunda diizeltilmis (adjusted) R?
degerinin 0,664560 olarak hesaplandig1 i¢in, bagimli degiskende (Takibe Doniisiim Orant (%))
meydana gelen degisimin %66,4 iiniin secilen bagimsiz degiskenlerdeki degisimler tarafindan

aciklanabilir oldugu degerlendirmesi yapilabilmektedir.

Series: RESID_M Series: RESID_K
Sample 2010 2022 Sample 2010 2022

44 Observations 12 - Obsenvations 12

3 Mean 2.53e-15 Mean 7.565e-17
Median -0.027269 Median -0.050608
Maximum 0.718758 24 Maximum  0.513185

24 Minimum -0.746245 Minimum  -0.732697
Std. Dev 0.382384 Std. Dev. 0.358291

n Skewness  -0.045629 | 14 Skewness  -0.274346
Kurtosis 2.970222 Kurtosis 2711035

0 Jarque-Bera  0.004607 | Jarque-Bera  0.192262

075 050 -025 000 025 050 075 Probability ~ 0.997699 075 050 025 000 025 05 075 Probability ~ 0.908336

Sekil 4. Mevduat ve Katilim Bankacilig1 Sektorleri Modellerine Ait Hata Terimlerinin Dagilimi
Mevduat bankacilig1 sektoriiniin Jarque-Bera testinin sonucuna gore (0,004607), %90
gliven araligindaki olasilik (p) degeri 0,997699 olup, 0,10°dan biiyiik oldugu i¢in normal

dagilim hipotezi reddedilemez.

Katilim bankacilig1 sektoriinlin Jarque-Bera testinin sonucuna gore (0,192282), %90
giiven araligindaki olasilik (p) degeri 0,908336 olup, 0,10’dan biiyiik oldugu i¢in normal

dagilim hipotezi reddedilemez.

Hata terimlerinin duraganligi Genisletilmis (Augmented) Dickey-Fuller testi ile test

edilmistir. Korelogram analizi ile de duraganlik testinden gectigi desteklenmistir.
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Augmented Dickey-Fuller Unit Root Test on RESID_M

Null Hypothesis: RESID_M has a unit root
Exogenous: Constant
Lag Length: 0 (Automatic - based on SIC, maxlag=2)

t-Statistic Prob.*

Augmented Dickey-Fuller test statistic -4.197199 0.0100
Test critical values: 1% level -4.200056
5% level -3.175352
10% level -2.728985 Correlogram of RESID_M
*MacKinnon (1996) one-sided p-values. . = s A0y
Warning: Probabilities and critical values calculated for 20 observations Date: 01/02{24 Time: 19:25
and may not be accurate for a sample size of 11 Sample (adjusted): 2011 2022
Included observations: 12 after adjustments
Augmented Dickey-Fuller Test Equation Autocorrelation  Partial Correlation AC PAC Q-Stat Prob

Dependent Variable: D(RESID_M)
Method: Least Squares
Date: 01/02/24 Time: 19:26

Sample (adjusted): 2012 2022

Included observations: 11 after adjustments

1-0.324 -0.324 1.6030 0.205
2 -0.163 -0.299 2.0499 0.359
3 0.145 -0.026 2.4412 0.486

Variable Coefficient Std. Error t-Statistic Prob. 4 -0.337 -0.410 4.8278 0.305
RESID_M(-1) -1.325010 0.315689 -4.197199 0.0023 5 0033 -0.322 48534 0.434
(]

| I I I
| I I I
| I I I
| I I I
| I I I
-0.001573  0.120508 -0.013051 0.9899 [ | I | 6 0231 -0.105 6.3531 0.385
| I I I 7 -0.115 -0.154 6.7945 0.451
| I I I
| I I I
| I I I
| I I I

R-squared 0.661864 Mean dependent var -0.010492

Adjusted R-squared 0.624293 S.D. dependent var 0.651961 8 0.057 -0.159 69315 0544
S.E. of regression 0.399619  Akaike info criterion 1.166356 9 -0.030 -0.261 6.9822 0639
Sum squared resid 1.437258 Schwarz criterion 1.238700

Log likelihood 4414956 Hannan-Quinn criter.  1.120752 10 0.005 -0.069 6.9841 0.727
F-statistic 17.61648 Durbin-Watson stat 2.182941 11 -0.002 -0.125 6.9847 0.800
Prob(F-statistic) 0.002316

Sekil 5. Mevduat Bankaciligi Sektorii Modeli Genisletilmis (Augmented) Dickey-Fuller Test Sonucu
ve Korelogram Analizi

Genisletilmis (Augmented) Dickey-Fuller test sonucunun t istatistiginin %90 giliven
araligindaki olasilik (p) degerinin (0,0100) 0,10°dan kii¢iik olmasi1 nedeniyle hata terimleri

duragandir, sonucuna ulasilmistir.

Augmented Dickey-Fuller Unit Root Test on RESID_K

Null Hypothesis: RESID_K has a unit root
Exogenous: Constant
Lag Length: 1 (Automatic - based on SIC, maxlag=2)

t-Statistic Prob.*

Augmented Dickey-Fuller test statistic -4.081327 0.0137
Test critical values: 1% level -4.297073

5% level -3.212696

10% level -2.747676
*MacKinnon (1996) one-sided p-values. Correlogram of RESID_K
Warning: Probabilities and critical values calculated for 20 observations i

and may not be accurate for a sample size of 10 Date: 01/02/24 Time: 21:14
Sample (adjusted): 2011 2022

Augmented Dickey-Fuller Test Equation Included observations: 12 after adjustments
Depencent Varable: DIRESID 1K) Autocorrelation  Partial Correlation ~ AC ~ PAC Q-Stat Prob

Method: Least Squares

Date: 01/02/24 Time: 21:14

Sample (adjusted): 2013 2022

Included observations: 10 after adjustments

10280 0.280 1.1976 0.274
2 -0.326 -0.438 2.9787 0.226

Variable Coefficient ~ Std. Error  t-Statistic Prob. 3-0085 0226 3.1146 0.374
4 0.069 -0.175 3.2154 0522
RESID_K(-1 1124388  0.275496 -4.081327  0.0047
D(RESID—_Pé(J) ) 0455258 0232828 1955343  0.0914 5-0.257 -0.287 4.8050 0.440
c

I

I

I

I

I
0.094004  0.081911  1.147627  0.2888 I

I 7-0.155 -0.259 9.5968 0.213

I

I

I

I

|
|
|
|
|
|
|
|
|
|
|

I
I
I
I
I
I 6 -0.377 -0.204 8.7877 0.186
I
I
I
I
I

R-squared 0.709327 Mean dependent var 0.073748

Adjusted R-squared 0.626278 S.D. dependent var 0.422692 8 0.169 0.110 10.800 0.213
S.E. of regression 0.258404 Akaike info criterion 0.374738 U

Sum squared resid 0.467408 Schwarz criterion 0.465514 9 0160 -0.113 12236 0.200
Log likelihood 1.126309 Hannan-Quinn criter.  0.275158 10 0.022 0.004 12278 0.267
F-statistic 8.541021 Durbin-Watson stat 1.791589 11 -0.000 -0.166 12.278 0.343
Prob(F-statistic) 0.013241
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Sekil 6. Katilim Bankacilig1 Sektorii Modeli Genisletilmis (Augmented) Dickey-Fuller Test Sonucu ve
Korelogram Analizi

Genisletilmis (Augmented) Dickey-Fuller test sonucunun t istatistiginin %90 giiven
araligindaki olasilik (p) degerinin (0,0137) 0,10°dan kiiciik olmasi1 nedeniyle hata terimleri

duragandir, denilebilmektedir.
6. Sonug¢ ve Oneriler

Son donemlerde genel olarak hem mevduat hem de katilim bankacilig1 sistemlerinde

CAMELS degerlerinin arttig1 gozlemlenmistir.

CAMELS analizi degerlendirmesine gére mevduat bankalarinin katilim bankalarina
gore daha iyi sonuglar irettigi gozlemlenmistir. Son yillarda iki bankacilik sisteminin de

CAMELS degerlerinin daha iyi oldugu sonucuna ulasilmistir.

CAMELS analizi uzman goriisiine dayali bir yontem olmasi nedeniyle, buna ilaveten bu
calismada CAMELS analizinde kullanilan degiskenlerle ayrica istatistiki testlere dayali bir
regresyon modeli kurulmustur. Modeller kurulmadan 6nce korelasyon analizi ile degiskenlerde
elemeler yapilmistir. E-Views programinda mevduat ve katilim bankacilig1 sektorleri igin ayri

ayr1 en kiiciik kareler yontemi kullanilarak modeller kurulmustur.

Kurulan modellerin istatistiksel olarak anlamliligini 6l¢ebilmek amaciyla; modellerin
R2’si, Diizeltilmis R2’si, modellerin genel olarak anlamliligini 6lgebilmek icin F testi, hata
terimlerinin  dagilimlarmin  normalligi ve duraganlik testi uygulanmis ve sonuglari
yorumlanmigtir. Kurulan istatiksel modellerin anlamliliginin yeterli seviyede oldugu ve yapilan

testlerden gectigi goriilmiistiir.

Kurulan modellerde mevduat bankaciligi sektoriiniin finansal performansin1 Sermaye
Yeterlilik Rasyosu, Bilanco I¢i Déviz Pozisyonu/Ozkaynaklar, Toplam Krediler ve
Alacaklar/Toplam Mevduat (Bir 6nceki yil ile farki), Tiiketici Kredileri/Toplam Krediler ve
Alacaklar (Logaritmali versiyonu), Net Faaliyet Kari(Zarar1)/Toplam Aktifler (Logaritmali
versiyonu) ve Likit Aktifler/Toplam Aktifler (Bir dnceki yil ile farki) parametreleri agiklarken,
katilim bankacilig1 sektoriiniin finansal performansini1 Sermaye Yeterlilik Rasyosu, (Ozkaynak-
Duran Aktif)/Toplam Aktif, Bilango I¢i Déviz Pozisyonu/Ozkaynaklar, Toplam Krediler ve
Alacaklar/Toplam Fonlar (Bir onceki yil ile farki), Likit Aktifler/Toplam Aktifler, TP Likit
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Aktifler/Toplam Aktifler ve Net Kar Payr Dis1 Gelirler/Toplam Aktifler parametrelerinin

acikladig1 goriilmiistiir.

Mevduat ve katilim bankaciligr sektorlerinin  finansal performansini etkileyen
bilesenlerin sermaye yeterliligi ve aktif kalitesi, karlilik, likidite ve piyasa riskine duyarlilik
oldugu gorilmiistiir. Ayrica, iki farkli bankacilik sektorii i¢in finansal performanslarini

aciklayan parametrelerin benzer oldugu da gozlemlenmistir.

CAMELS analizi yerine EKK yonteminin kullanilmasiyla CAMELS analizindeki
parametrelerin bankalarin performanslarin1 agiklayabilecek yeterlilikte oldugu, CAMELS
analizine nazaran daha az parametre ile bankacilik sistemlerinin agiklanabilir oldugu sonucu
ortaya ¢cikmistir. Bu nedenle siibjektif uzman goriislerine ilaveten istatistiksel ve matematiksel
yontemlerin de kullanilabilir oldugu bu calisma ile desteklenmistir. CAMELS analizinde yer
alan parametrelerle kurulan modellerin bankalarin finansal performanslarini agiklamada yeterli

oldugu goriisiine varilmistir.

EKK yontemine gore de her bir banka bazinda analiz yapilarak, yontemlerin her bir
banka bazinda ayr1 ayr1 karsilastirmasmin yapilmasi bir baska c¢alismanin konusunu

olusturabilecektir.
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Ozet

Savaslar, ulusal ve uluslararasi giivenligi etkilediginden haberlerin dogru, tarafsiz ve giivenilir olmast son derece
onemlidir. Bu calismada, Israil ordusunun, Hamas’m 7 Ekim’de baslattig1 saldirilarin ardindan catismast ile ilgili
yapilan haberlerin dezenformasyon boyutu ortaya koyulmaya calisilmistir. Nitel yontemin uygulandigi ¢alismada,
Gazze’ye yonelik baglatilan saldirilarla ilgili dezenformasyon faaliyetlerini incelemek i¢in ardigik drnekleme
teknigiyle secilen 10 drnek analiz edilmistir. Haberlerin dogrulugu, Anadolu Ajansi (AA) Teyit Hatti, T.C.
Cumhurbaskanlig iletisim Bagkanlig1 Dezenformasyonla Miicadele Merkezi ve teyit.org haber sitesi iizerinden
incelenerek tespit edilmistir. Bu anlamda haberlerde ve gorsellerde nasil bir dezenformasyon yapildigi ve yanlis
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haberlerin yayildig1 gozlenmigtir. Ayrica ¢alismada, catigmayla ilgili haberlerinde ve iddialarinda
gerceklestirdikleri dezenformasyonla kitlelerin algilarini 6nemli sekilde etkilemeye calistig1 belirlenmistir.

Anahtar Kelimeler: Dezenformasyon, Sosyal Medya, Israil-Filistin Catismas1
JEL Kodlar: L82, J16.

BUILDING FALSE CONSCIOUSNESS ON SOCIAL MEDIA: THE
DISINFORMATION DIMENSION OF THE ISRAELI ATTACKS ON GAZA

Abstract

Since wars affect national and international security it is extremely important that the news is accurate, impartial
and reliable. In this study aims to reveal the disinformation dimension of the news about the conflict following the
attacks launched by the Israeli army and Hamas on October 7. In this qualitative study, 10 samples selected with
the consecutive sampling technique were analyzed to examine the disinformation activities related to the attacks
launched against Gaza. The accuracy of the news was determined by examining the Anadolu Agency (AA)
Confirmation Line, the Center for Combating Disinformation of the Presidency of the Republic of Turkey and the
news website teyit.org. In this sense, author attempted to reveal what kind of disinformation was used in the news
and visuals and the method by which misinformation was served. It was determined that Israel resorted to a lot of
disinformation in order to justify itself in the conflict despite the killing of women, babies and attacks on hospitals,
mosques and churches in the media. It has been determined that Israel can manipulate societies very easily with
quick and easy access through social media platforms. It has been observed that fake news was the most widespread
in the conflict. It was also determined in the study that they tried to influence the perceptions of the masses in a
significant way through disinformation in their news and claims about the conflict.

Keywords: Disinformation, Social Media, Israeli-Palestinian Conflict
JEL Codes: L82,J16.

! [stanbul Universitesi, Iletisim Fakiiltesi, Gazetecilik Boliimii, Istanbul, Tiirkiye
Email: hulyasemiz@istanbul.edu.tr; ORCID: 0000-0002-7177-1959

Makale Yiikleme Tarihi: 09.06.2024

Makale Kabul Tarihi: 28.06.2024

Yayin Tarihi: 30.06.2024

28



HULYA SEMizZ TURKOGLU

1. Giris

Medya, toplum tizerinde 6nemli etkiye sahip bir giictiir ve bu etki, zaman zaman yanlis
biling insast veya dezenformasyon yoluyla gerceklesmektedir. Medya araglari, politik,
ekonomik veya sosyal nedenlerle bilingli olarak yaniltici haberler yayabilmektedir. Savas

haberlerinde dezenformasyon yayinlamak, ciddi sonuglara yol acabilmektedir.

Sosyal medya, kullanici igeriginin benzersiz bir sekilde olusturulmasina, erigilmesine
ve {lretilmesine olanak taniyan web ve mobil tabanli internet uygulamalari olarak
tanimlanmaktadir. Ozellikle Instagram ve X gibi sosyal medya kanallarmni, diinya genelinde bir
milyardan fazla kullanici profiline sahip olmalar1 ve ¢ok ¢esitli bilgi tabanli hizmetler sunmalar1
nedeniyle platform olarak tanimlamak miimkiindiir. Bu platformlar i¢inde insanlar hizla
konumlandirilabilir, benzer ilgi, goriis ve ideolojiye sahip insanlar acik veya kapali iiye gruplari
olusturabilir ve ¢esitli konularda goriis alisverisinde bulunabilmektedirler. Ozellikle sosyal
medya platformu X, kullanici profillerinin bilgiye hizli erisim saglamasi, gerceklestirilen
etkinliklerin hizli bir sekilde gilincel konular olarak kullanicilara fark ettirilebilmesi ve aninda

haber akis1 saglayabilmesi nedeniyle kitlesel hareketlere olanak tanimaktadir.

Dezenformasyon; Fransizcadan dilimize ge¢mis bir kelime olup “bilgi ¢arpitma”
anlamma gelir Ingilizcede ise kelime, “bilerek yanlis haber verme” veya “insanlar1 aldatma

amaciyla yanlis haber yayma” anlamina gelmektedir. (TDK,2023)

Kitle iletisim araglar1 giiniimiiziin siyasi olaylarinda biiyiik bir rol oynamaktadir ve bu
ikilemin tartisilmasini ortaya cikarmaktadur. Israil-Filistin ¢atismasi ve buna bagl olaylar diinya

medyasinin glindemindeki en 6nemli konulardan biri haline gelmistir.

Israil- Filistin catismasinin haberi yapilirken, bilgi saglama konusunda haber ajanslarma
bagli olarak bir cesitlilik olusturmaya baglanmistir. Ne yazik ki, medya siklikla tarafli
yazmakta, tamamen farkli hedeflere yonelmekte veya ¢catismanin sadece bir katilimeisini kasith
olarak korumaktadir. Bu kasitli taraflilk meselesi de sosyal medya {izerinden
dezenformasyonlarla saglanmaktadir. Bu amagla dijital cagda dezenformasyonun savag olarak
goriilmesi goz oniine alindiginda Israil-Filistin ¢atismasia iliskin sosyal medyada yer alan

haberler iizerinden dezenformasyon yayin icerikleri incelenecektir.
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2. Sosyal Medya ve Habercilik Anlayis1

Internet teknolojisinin ortaya cikmasi ve beraberinde getirdigi yenilikler, medya
sektoriinde bir dizi reforma neden olmustur. Gazete, televizyon ve radyo gibi geleneksel kitlesel

iletisim araglar1, zamanla yeni iletigsim teknolojilerine birakilmistir.

Zaman ve mekan kisitlamasi olmadan, kiiresel ¢apta iletisimi kolaylastiran ve toplumsal
siniflar arasindaki engelleri kaldirarak kullanicilarin diinyanin her yerindeki diger insanlarla

aninda baglant: kurmasini saglayan platformdur (Ozmen, Akiiziim, Siinkiir, & Baysal, 2012).

Sosyal medya, yogun etkilesim barindiran ve igerik {iretimini destekleyen internet
tabanli uygulamalar1 kapsamaktadir Palen ve Hughes, 2018: 728). Sosyal paylasim aglari,
ornegin “X, Facebook, Instagram ve YouTube” zaman icinde haber kaynagi olarak
yayginlasmistir. Internet ve sosyal aglarin kolay ve hizli erisim saglamasin yani sira,

kullanicilarin arasinda etkilesime izin vermesi sayesinde kullanim oran1 gittikge artmaktadir.

Sosyal medya; siyasal, toplumsal ve kiiltiirel alanlarda 6nemli bir role sahiptir. Bu
baglamda, gazetecilik, haber {iretimi, tiikketimi ve dagitimiyla ilgili olarak sosyal medyanin
etkiledigi ve doniistiirdiigii alanlar 6ne ¢ikmaktadir. Sosyal medya, haber endiistrileri,
gazeteciler ve haber tiiketicileri arasinda genis bir tartisma ve arastirma alanina doniismiistiir.
Sosyal medyanin gazetecilik ve habercilik alanindaki doniisiimii, medya endiistrileri ve
gazetecilerin sosyal medya kullanimini, izleyici kitlesinin sosyal medya iizerindeki degisen
konumunu, sosyal medyanin haber iiretimi, tiilketimi ve dagitim siireglerini nasil
sekillendirdigini ve sosyal medya ile ortaya c¢ikan haber pratikleri, normlart ve

uygulamalarindaki degisim siirecine girmistir.

Van Dijk’e (1989) gore, haber medyasi diinyada meydana gelen olaylar1 ve haberleri
sadece pasif sekilde tanimlamak veya kaydetmekle kalmaz, ayni zamanda bu haberleri
cogunlukla bir dizi kaynak sdylem tiiriine dayal1 olarak aktif bir sekilde yeniden insa eder. Bu
dontisimde, kurumsal c¢ikarlar, haber degerleri, profesyonel ideolojiler ve haber semasi

formatlar1 6nemli bir rol oynar.

Medya, ideolojilerin yayilmasi ve halk {izerinde etki kurma amaciyla 6nemli bir aragtir.
Bu hedefe ulasabilmek icin oOzellikle propaganda ve dezenformasyon gibi yontemlere
basvurmaktadir. Bu sayede medya, egemen siniflarin lehine toplum iizerinden riza olusturma
gorevini yerine getirmektedir. Bu baglamda medya, etik sinirlar1 asarak ve dezenformasyon

araciligiyla kitlelerin bilinglerini sekillendirme siirecinde aktif rol iistlenmektedir.
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Medyanin temel sorumlulugu toplumu dogru sekilde bilgilendirmektir, zira medya,
haberleri ve igerikleriyle iilke ve diinya giindemini belirlemede 6nemli rol oynamaktadir. Sosyal
medya ise, geleneksel medyadan farkli olarak herhangi kontrol veya dogrulama mekanizmasi

icermedigi i¢in daha fazla yaniltic1 bilgiye neden olabilir.

Geleneksel medyadaki editorler, haberler ile toplum arasindaki son savunma hattini
olusturur. Sosyal medya ve internet, esik bekgilerinin gergeklestirdigi filtreleme gorevlerini
degistirmis; dijital iletisim ¢aginda esik bekgiligi kavrami genis yer bulmustur. Geleneksel
medyada esik bekgileri mevcutken, sosyal medyada kullanicilar kendi esik bekgisi roliinii
iistlenmistir. Bu durum, sosyal medyada dezenformasyonu artirirken ayni zamanda profesyonel
yayin akigimi degistirmis, kullanici tiiretilmis igerik iiretimiyle esik bek¢iligi kavrami sosyal

medyada evrim gegirmistir.

Toplumun genis kesimleri, haber medyasindan gazetecilere, kamusal ve siyasal
aktorlere, izleyici kitlesine kadar, sosyal medyanin kullanimin1 benimsemis durumdadir. Bu
durum, haberin iiretiminden bilginin paylasilmasina, izleyici kitlesinin haber tiiketim ve
iiretiminin boyutlaria dair genis bir tartisma ve buna bagl arastirmalarin giindeme gelmesine

sebep olmustur (Broersma & Eldridge, 2019: 194).

Son yillarda, internet ve iletisim teknolojilerinin etkisiyle haber medyasi, 6zellikle de
gazeteciler i¢in haberlere ulagsma ve bilgi edinme siireclerinin vazgecilmez bir unsuru olmustur.
Izleyiciler, artik metin, fotograf, video gibi cesitli igerikleri toplayarak ve paylasarak
endiistrinin ve gazetecilerin ihtiya¢ duydugu bilgiye erisimde Onemli bir kaynak haline

gelmistir.

X, Facebook, Snapchat, Instagram gibi sosyal medya mecralarinda aktif varlik
gostermek, pek ¢ok haber yoneticisi tarafindan gazetecilikteki dijital evrimin temel ve 6ncelikli
bir agsamasi olarak degerlendirilmektedir. Bu ¢er¢evede, sosyal medya platformlari, yalnizca bir
icerik dagitim kanali olmanin Otesine gegerek gazetecilik uygulamalarini ve haber iiretim

iliskilerini degistirmektedir (Lewis & Molyeneux, 2018: 11-12).
3. Dijital Savas Kavrami: Dezenformasyon

Iletisim teknolojilerindeki ilerlemeler, insanligin sosyal ve kiiltiirel yasaminda énemli
degisikliklere yol agcmistir. Ancak, insanlik tarihinde 6nemli bir donemeg, internetin sosyal
hayatimiza katilmasiyla gerceklesmistir. Bilgi toplumunun teknolojiyle entegrasyonu, kitle

iletisim araglar1 ve internetin karsilikli bagimlilig1 sayesinde, insanlig1 sinirsiz bilgi, haber ve
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goriintii akisina erisebilir hale getirmistir. Enformasyonun diinya ¢apinda serbestge akmasini

miimkiin kilan temel etken, iletisim araglarinin tagiabilir olmasidir.

Gliniimiizde toplumun haber ve bilgi alma, sosyallesme ve mesleki ihtiyaglari taginabilir
telefonlar yoluyla karsilanmaktadir. Ozellikle sosyal aglarda, yamltici haberlerin hizla genis
kitlelere ulagsmasini1 saglanmaktadir. Bu durum, haber kaynaklarindaki ve bilgiye erisimdeki
degisikliklerle birlikte toplumun algilarimi etkileyen O6nemli bir faktor haline gelmistir.
Manipiilasyon amaci tagtyan ve gercek disi bilgiler igeren dezenformasyon, ayni zamanda kara
propaganda olarak da bilinmektedir. Bu strateji genellikle kisiler, organizasyonlar, gazeteler ve
haber kanallar tarafindan kullanilarak kamuoyu olusturmay1 ve kitleleri mobilize ederek kaos

yaratmay1 amaglamaktadir.

Dezenformasyon

Melenformasyon

Nefret séylemi
Taciz

" Misenformasyon  /

Yanhs istatistik
Yanhs rakam

Yanlis baglama
Sahte ve uydurma

¥anlis fotograf igerik \ Bilgi sizintisi
metinleri Maniplle edilmisg iletisim gizliligini
Eksik bilgi igerik ihlal
Cerceveleme Algl operasyonu Ozel hayatin
Mizah yoluyla Zarar verme amaci gizliligini ihlal
elestiri Dogru bilgiyi yanhg Casusluk

bilgi ile gizleme
cabasi

Sekil-1: Bilgi kirliligi tiirleri (Wardle ve Derakshan, 2017:5).

Sekil-1’de isaret edilen dezenformasyon, uydurma veya kasitli olarak manipiile edilmis
ses ve gorsel iceriklerin yani sira kasith olarak iiretilen komplo teorileri ve sdylentilerden

olusmaktadir.

Dezenformasyonun yayilmasinin énemli sebeplerinden biri, medya kuruluslarinin hizli
haber yayinlama baskis1 altinda olmalaridir. Bu ylizden, bazi haber platformlar1 haberleri
dogrulamadan yayimlamaktadirlar. Bu durum, bilgi kirliligi ve yaniltic1 bilginin yayilmasina
neden olmaktadir, bu da insanlarin internet arastirmalar yaparken dogru bilgiye ulagsmalarini

zorlagtirmaktadir.
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Holdeman (2018), dezenformasyonu, ilk bakista mesru ve dogru gibi goriinen ancak
gercekte yaniltict bilgi olarak tanimlamistir. Ilgin (2021: 305), dezenformasyonu, bir kurulusa
zarar vermek amaciyla toplumu kasitli olarak yaniltici ve yanlis bilgilerle manipiile etme
seklinde tanimlamistir. Wardle ve Derakhshan (2017: 17), 7 dezenformasyon tiirlerini ifade
etmistir. Bunlar; hiciv veya parodi, yaniltici igerik, sahte icerik, uydurma igerik, yanlis baglanti,

yanlis baglam ve manipiile edilmis igerikten olusmaktadir.

Bilgiyi paylasmada evrensel bir standart olmamasi, bilgilerin c¢arpitilmasina, sahte
haberlerin gercek haberler olarak algilanmasina ve gercege ulagsmanin zorlagmasina neden
olmaktadir. Bu baglamda, giivenilirligi sorgulanmayan haberleri sorgulamak amaciyla
“teyit.org” gibi dogrulama siteleri olusturulmustur. Hatal1 ya da yaniltic1 bilginin yayilmasiyla,

etkili kurallarin uygulanma ihtiyaci karsimiza ¢ikmuistir.

Unutmamak gereken bir bagka konu da internet {izerindeki kaynaklarin diger iletisim
araclarina kiyasla farklilik gostermesidir. Giivenilir kaynak, bazen ¢ok yakin arkadasiniz
olabilecegi gibi, bazen de binlerce takipgisi olan ancak kisisel olarak tanimadiginiz biri olabilir.
Bu durumda, kaynagin giivenilirliginin mesajin igerigi tarafindan desteklenip desteklenmedigi
onemli hale gelmektedir. Glivenilirlik, bazen basit bir degerlendirme gerektirirken, bazen de iki

asamal1 bir inceleme siirecine ihtiya¢ duyabilir. (Semiz Tiirkoglu & Dogan, 2018: 376).

Gergekmis gibi sunulan bilgi, haber, séylem ve politikalar, kisa ve orta vadede yalan
olduklar1 ortaya ciksa da, ilk andaki etkileri ve kitleleri manipiile etme kapasiteleri, sahte
icerigin gercegin yerini almasina neden olmaktadir. Dezenformatif igerikler, siyasetten
gazetecilige, ekonomiden ulasima, giivenlikten saglhiga, turizmden Kkiiltiire, egitimden spora
kadar hemen her alanda gercegi tehdit eden bir potansiyele ulasmistir. Bu durum, toplumun

sosyal medya platformlarina olan giivensizliginin her gegen giin artmasma yol a¢maktadir

(Altun, 2023: 16).
4. Amac ve Yontem

Dezenformasyon haberleri, yaniltict veya manipiilatif bilgiler iceren haberlerdir ve
genellikle ilgiyi etkilemeyi, diislinceyi yonlendirmeyi veya olaym carpitilmasi islemlerini
icermektedir. Bu tiir haberler, sosyal medya, haber siteleri veya diger iletisim kanallar
aracilifiyla ¢ok hizli zamanda yayilmaktadir. Toplumda biiyiik dneme sahip olan bilgi edinme,
dezenformasyonla birlikte toplumun giiven duygusunu yok ederek, tedirgin etmekte ve dogru
bilgiye kars1 yanlis yonlendirme yapmaktadir. Diinyadaki savas, salgin ve catigmalara karsi

sosyal medyada yayilan dezenformasyon biiyiikk bir tehlike olusturmaktadir. Bu amacla
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calismada Filistin-Israil ¢atismasinda sosyal medya X’de yayilan dezenformasyon haberleri
incelenerek, dezenformasyona kars1 diinyada ve lilkemizde hangi merkezlerden iizerinden teyit
edildigi analiz edilmistir. Bu dogrultuda toplumu yani bireyi bilinglendirme ve farkindalik
olusturarak dijital okuryazar olma yolunun 6nemi vurgulanacaktir. Anadolu Ajansi (AA) Teyit
Hatt1, T.C. Cumhurbaskanlig: iletisim Baskanligi Dezenformasyonla Miicadele Merkezi ve
teyit.org haber sitesi iizerinden, 7 Ekim’de Gazze’ye yonelik baglatilan saldirilarla ilgili
dezenformasyon faaliyetlerini incelenerek, ardisik 6rnekleme teknigiyle seg¢ilen 10 6rnek analiz
edilmigtir. Calisma 7 Ekim 2023- 14 Ekim 2023 tarihleri arasinda sosyal medya X’de
yayinlanan haberlerin dezenformasyon olup olmadigi asagida yer alan sorular iizerinden

incelenmistir:

1. Fotograf ger¢ek mi? - Haberde kullanilan fotografin gercek olup olmadigi nasil kontrol
edilebilir?

2. Kaynak giivenilir mi? - Haberin kaynag1 ne kadar giivenilir ve daha 6nce dogru bilgi
saglamig mi?

3. Metin tutarli m1? - Haberin metni i¢inde ¢eliskili veya mantiksiz bilgiler var m1?

4. Baglam dogru mu? - Fotograf ve metin dogru bir baglamda mi1 sunulmus, yoksa yanlig

bir izlenim mi yaratiyor?
Ek kanit var m1? - Haberi destekleyen baska giivenilir kaynaklar veya kanitlar var m1?
5. Bulgular

Israil-Filistin gatigmasi, uzun bir tarih boyunca cesitli siyasi, geleneksel ve kiiltiirel
unsurlarla karmasiklagmis bir durum haline gelmistir. Bu ¢atisma silirecinde, haberlerin
dezenformasyon boyutunda olduk¢a onemli bir rol oynanabilir. Dezenformasyon, yaniltici
bilgileri bilingli olarak dagitmak anlamina gelir ve bir ¢atisma miicadelesini karsilikli
propaganday1 artirabilir. Bu tlir dezenformasyonlar, medya organlari, sosyal medya
platformlar1 veya gesitli propaganda araclari araciligiyla yayilabilir. Taraflar, catisma hakkinda
olumsuz bir imaj yaratma, kamuoyunu etkilemek veya kendi kayitlarin1 desteklemek amaciyla
haberleri manipiile edebilir. Catisma sirasinda, haberler degerlendirilirken dikkatli olunmali ve
farkli kaynaklardan gelen bilgileri siirdiirmek igin ¢aba sarf edilmelidir. Bagimsiz haber

kaynaklarina bagvurmak, olaylarin bir sekilde anlasilmas1 6nemlidir.

Arastirmada, Israil-Filistin catismastyla ilgili yapilan haberlerde dezenformasyonlar dne
cikarken, Anadolu Ajansi (AA) Teyit Hatti, T.C. Cumhurbaskanhig: Iletisim Baskanlhig

Dezenformasyonla Miicadele Merkezi ve teyit.org haber sitesi, sosyal medyadaki “yalan
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haberleri” tespit ederek, dogru bilgiyi okuyucuyla paylagsmistir. Bu amagla ¢alismamizda da
uluslararasi basina yansiyan en ¢ok etkilesim alanlarindan 10 haber 6rnegi secilerek haberlerin

dezenformasyon boyutlar1 {izerine bir inceleme yapilmustir.

@ Teyit Hatti @ X

mew @AA_TeyitHatti - Follow

1?9 “israil ordusunun kafasi kesilmis 40 bebek buldugu"
iddiasi

X YALAN

“#* Dezenformasyon Israil medyasindan cikti ve sosyal
medyada yayildi.

& AA'ya konusan israil ordusu yetkilileri iddiay yalanladh.

| Stipheli buldugunuz icerikleri glivenilir kaynaklardan ve
resmi... Show more

11:45 PM - Oct 10, 2023 ®

@ 39 @ Reply 1 Share

Read more on X

Gorsel 1: “Kafas1 kesilmis 40 bebek cesedi bulundu’ iddias1 haberi

“Bu bilgi, gercek disi ve yamiltici bir iddiadir. Hamas i Israil'deki bebeklere zarar
verdigi veya baglarimi kestigi yoniindeki haber dogru degildir. Bu tiir bilgiler genellikle
propaganda veya dezenformasyon amaglt olarak yayilabilmektedir. Gergekleri dogrulamak ve
giivenilir bilgiye ulasmak i¢in giivenilir haber kaynaklarina basvurmaniz 6nemlidir.” (Anadolu

Ajansi Teyit Hatt1, 2023)
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Haber Israel X
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Gorsel 2: “Hamas’n kagirdig1 cocuklar1 kafese koydugu” iddias1 haberi

“Britain First isimli asur1 milliyet¢i siyasi parti tiyesinin paylastigi videoda, Hamas'in
kacirdigr ¢ocuklart kafeslerde tuttugu one siiriildii. Bu video, 2 milyondan fazla kez
gortintiilenmistiv. AA Teyit Hatti, yaptig1 inceleme sonucu iddialarin gercegi yansitmadigini
belirlemistir. Videonun dolasima sokuldugu Tiktok platformu iizerinden yapilan arastirmada,
icerigin Hamas ve Israil arasindaki ¢atismalar baglamadan énce sosyal medyaya yiiklendigi
anlasimistir. France24 televizyonu ise gortintiiniin 2015 'te Suriye 'de ¢ekildigini belirtilmigstir.
Kiimes kafeslerinde cocuklarin kilitli gorildiigii eski tarihli video Hamas-Israil ¢atismasiyla
iliskilendirilerek paylasildi: Haber Israel (@ShemaNews): “Bu bebeklere anlar sen o masallar
kagwrilan Yahudi bebekleri kafese koymugslar...” (Anadolu Ajanst Teyit Hatti, 2023)
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@ Teyit Hatt1 2 X

* @AA_TeyitHatti - Follow

ik Video Negev Colii'ndeki israil muizik festivaline saldiri
anini mi gésteriyor?

X HAYIR

E& Video, Bruno Mars konserine katilanlarin konser
alanina kosusturdugu anlarn gdsteriyor.

aa.com.tr/tr/teyithatti/...

FESTIVAL ATTENDEES
RUNNING FOR THEIR LIVES

#PRAYFORISRAEL =" @
I — - - -_

—
——

-~

1:54 PM - Oct 10, 2023 ®

¥ 8 ©® Reply M Share

Read more on X

Gorsel 3:“Supernova Miizik Festivaline katilan ve Hamas’1n kagirdig1 geng kiz” iddias1 haberi

“Israil’in giineyinde diizenlenen Supernova Miizik Festivaline katilan ve Hamas
tarafindan kagwrildigi bir geng kizin yakildiginin iddia edildigi goriintiiler de kisa siirede sosyal
medyada giindem oldu.” Ancak Bellingcat’in yaptigi incelemelerde bu videonun Guatemala’da
2015'te ¢ekildigi belirlenirken, videonun daha énce Hindistan basta olmak iizere bir¢ok yerde
dezenformasyon malzemesi olarak kullamildigi kaydedilmistir. (Anadolu Ajans1 Teyit Hatti,
2023)
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(v, Teyit Hatti1 2 X

DAA_TeyitHatti - Follow

A, lsrail 1600 yillik Aziz Porphyrius Kilisesi'ne saldiri
duizenledi mi?

Y HAYIR

Aziz Porphyrius Kilisesi, kiliseye y&nelik herhangi bir
saldin gerceklestirilmedigini acikladi.

aa.com.tr/tr/teyithatti/...

PN NS

H . . . . . .. . )
Israil, diinyanin en eski i¢nct kilisesi o' -2 T

yilhk Aziz Porphyrius Kilisesi'ni havaya ugurau.

12:43 PM - Oct 10, 2023 ®
®n ® Reply 1 Share

Read moreon X

Gorsel 4: “Israil 1600 yillik Aziz Porferius Kilisesine saldir1 diizenlendi” iddias1 haberi

Actklamada; “Sevgili kardeslerimiz, size Gazze deki Aziz Porferius Kilisesi'nin en iyi
durumda oldugunu bildiririz. Yayilan haberler dedikodudan baska bir sey degil. Sorup
ilgilenen herkese tesekkiir ederiz. Ve sizden bizim i¢in dua etmenizi istiyoruz. Aziz Porvierius
Kilisesi Gazze - 10/09/2023 Saat 21:30” ifadelerinin yer aldigi goériildii. ”(Anadolu Ajansi
Teyit Hatt1, 2023)
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IDF: Mysterious shafts in
south not “terror tunnels’

sy 0O000

Israeli military finds biggest Gaza mili-
tant tunnel

Gorsel 5:“Fotograf Gazze'deki Hamas tiinellerini gosteriyor” iddias1 haberi

“Gazze’den Israil’e Uzanan Yeni ve En Uzun Hamas Tiinelleri Kesfedildi” Iddiasi Israil
propaganda hesaplart tarafindan paylasilan bazi fotograflarla ilgili, “Gazze'den Israil’e
uzanan yeni ve en uzun Hamas tiinelleri kesfedildi” iddiasi dogru degildir. Iddiaya konu birinci
fotografin 2014 yilinda Israil medyasinda, “Israil Ordusu: Gazze Seridi simiri yakimnda
bulunan tiinellerin Hamas’a ait olmadigini acikladi” seklinde servis edildigi tespit edilmistir.
Tkinci fotografin ise yine 2014 yilnda Israil ordusu tarafindan, “Gazze’deki tiineller”
iddiasiyla servis edildigi, ancak herhangi bir kanit saglanamadigi belirlenmistir. Misir-Gazze
arasindaki Refah Sinir Kapisi2007 yilinda ticari gecislere kapatilmis, Israil ablukast ve simir
kapisinin kapatilmas: nedeniyle Filistinliler temel ihtiyaglarini giderebilmek igin tiinellere
yonelmistir. Israil, bu tinellerin ¢ogunu deniz suyu pompalayarak yikmistir. Bu tiinellerin
fotograflart bircok kez Israil tarafindan, terér tiinelleri iddiasiyla servis edilmistir”

(Cumhurbaskanlig Iletisim Baskanligi Dezenformasyonla Miicadele Merkezi, 2023).
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Gorsel6:Lionel Messi’nin Israil’e Destegini, Israil Bayragmni Tasiyarak Ifade Ettigi
Yoniindeki Iddialar

“Sosyal medya kullanicilar tarafindan paylasilan ekran goriintiisiiniin manipiile
edildigi belirlenmistir. Arjantinli futbolcu Messi’nin sosyal medya hesaplarindan béyle bir
paylasim yapilmamistir. Iddiaya konu olan fotografta Messi’nin bir markamn adim tasiyan
cantayi tuttugu, fotografin dijital ortamda diizenlenerek Israil bayragiyla degistirildigi ortaya
cikmistir” (Cumhurbaskanligi Iletisim Baskanligi Dezenformasyonla Miicadele Merkezi,
2023).
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Gorsel 7: “Rockefeller Center Oniinde Toplanan Filistin Destekgileri ‘Noel Agaglarin1 Yakin’
Sloganlar1 Attr” iddias
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“Gortintiiler dikkatli bir sekilde analiz edildiginde, Fox News’in bulundugu Rockefeller
Center oniinde toplanan Filistin destek¢ilerinin, iddia edildigi gibi “Yakin onu (burn it down)”
degil, “Kapatin onu (shut it down)” sloganlart attig1 goriilmektedir. Filistin destek¢ilerinin
sosyal medyada sik sik paylastigi brogiirlerde, “shut it down” sloganinin yazili oldugu agiktir.
Ayni yerde gorev yapan muhabirler de protestodan once dagitilan brogiirlerde “shut it down”
yvazili oldugunu ifade etmislerdir. Bu kara propagandanin, Batili toplumlarin hassasiyetleri
lizerinden manipiilasyon yaparak Filistin halkina verilen destegi baltalamayr amagladigi
degerlendirilmistir” (Cumhurbaskanligi Iletisim Baskanhigi Dezenformasyonla Miicadele

Merkezi, 2023).

Gorsel 8: Filistinliler’in Israil bayrag: giydirilen esegi yaktigini gdsteren fotograf iddiasi

“Sosyal medyada yer alan paylasimlarda ve teyit.org’a ihbar olarak gonderilen
fotografta Filistinliler’in Israil i protesto etmek icin bir esege Israil bayrag giydirip ardindan
esegi yaktiklar: iddia edildi. Ilk olarak 6 Nisan 2018 de Israil bayrag: giydirilmis bir esek
fotografi paylasildi. Ardindan, Filistinli protestocular tarafindan esegin yakildigini gosterdigi
iddia edilen benzer bir fotograf tepki topladi. Twitter, Instagram ve Facebook gibi sosyal medya
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platformlarinda paylasilan gérsel, kisa siirede internette yayildi. Iddia, Pasl Teneke isimli

Facebook sayfasinda 2 binden fazla paylasim aldr” (teyit.org, 2023)

“Ancak fotografin Filistinli protestocularin Israil bayrag: giydirilmis esegi yakarak
oldiirdiigiinii gosterdigi iddiasi dogru degil. Iddiada yer alan fotograflar farkl tarihlerden.
Kullanilan ilk fotograf Filistin’de yakin zamanda yapilan ve devam eden Biiyiik Ddniis
Yiirtiyiisii'ne ait. Iddiay1 tamamlayan ikinci fotograf ise 6 Agustos 2014 tarihinde, Israil

tarafindan diizenlenen hava saldirisinda olen esegin yakildigini gosteren baska bir fotograf.

Iddiaya konu olan yakilan esek fotografi ile ilgili sonuclara, gorsel arama araci
Tineye da yapilan arama ile ulasilabiliyor.Ilk gorselde yer alan Israil bayrag giydirilmis esek,
6 Nisan 2018°de yapilan protestolardan.Ikinci gorselde bulunan ve yakilarak éldiiriildigii
iddia edilen esegin fotografi ise 2014 yilina ait. Fotograf, stok gorsellerin bulundugu internet
sayfast olan Alamy.com’da goriilebiliyor. Ikinci fotografa ait aciklamada ise 2014 yilinda,
Gazze’de Israil saldirisi sirasinda élen bir esegin, Filistinli protestocular tarafindan yakildig:

belirtiliyor”(teyit.org, 2023).

‘We are at war, Netanyahu
says, after Hamas launches
devastating surprise attack

PM vows t¢ £l unprec ! fremm tervor group after hundreds
and IDF bazes; thousands of

of g
rockets fired; opposition backs

ooz | 22 00000

Metanyahu'nun videoda soyledikierinin Turkgesi su gekilde:

cadinyarum. Savastayiz ve kazanacadiz.”

Gorsel 9:Israil Basbakan1 Netanyahu’nun, Desteklerinden Dolay1 Tiirkiye’ye Tesekkiir Ettigi
Iddia Edilen Goriintii

anipiilasyon” iceren ve sosyal medyada paylasilan bir fotografin, El Kassam

Tugaylart tarafindan éldiiriilen Israil askerlerini gosterdigi one  siiriilmiistiir. Ancak
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dolasimdaki fotografin askeri simiilasyon oyun videosundan alinarak montajla olusturuldugu

tespit edilmistir” (teyit.org, 2023).

=
UN revises Gaza death toll, almost 50% less woman and
children killed than previously reported

Prpm—
=
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LN says total number of deaths in Gaza remains
unchanged after controversy over rvised data

HR%
R

Gorsel 10: “BM Gazze’de Kadin ve Cocuk Olii Sayismni Yar1 Yartya Azaltt1” iddias

“Israil resmi hesaplari tarafindan paylasilan ve bazi basin yaymn organlarinda yer alan
‘BM Gazze’de kadin ve ¢ocuk 6lii sayisini yart yariya azaltti” iddiast dogru degildir. Birlesmis
Milletler Insani Isler Koordinasyon Ofisi 'nin 6 Mayis 2024 tarihinde yayimladigi verilere gore,
7 Ekim 2023 ’ten bu yana 34 bin 735 Filistinli, Israil saldiilarinda hayatim kaybetmistir.8
Mayis 2024 'te ise Israil’in Gazze'ye yonelik saldirilarinda hayatini kaybedenlerin sayisini 34
bin 844 olarak giincellemistir. Ayrica raporuna kimlikleri tespit edilenlerin cinsiyeti ve yasina
bagl olarak yeni veriler eklemistir. Israilli yetkililerin iddialarimin aksine Birlesmis Milletler,
Gazze’'deki olii sayisini yart yariya azaltmamistir. BM, artik hayatini kaybeden kadin ve
cocuklarin toplam sayist ile ilgili verilerin yerine isimleri ve kimlik bilgileri tam olarak
belgelenen kadin ve ¢ocuklarin sayisint agiklamaktadr. Gazze Saglk Bakanligi ise hayatini
kaybedenlerle ilgili rakamlarin, “kimligi belli olan’ ve “kimligi belli olmayan” kisiler olarak
ayri tutuldugunu aciklamistir. BM ve Diinya Saglik Orgiitii (DSO) gibi uluslararast kuruluslar,
Gazze Saglik Bakanligi 'nin rakamlarinin giivenilir oldugunu teyit etmistir” (Cumhurbaskanligi

Iletisim Baskanlig1 Dezenformasyonla Miicadele Merkezi, 2023).
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6. Sonug¢ ve Oneri

Dezenformasyonla miicadele, bilgiye erisim ve bilginin yayiliminda giivenilirlik
sorununu giindeme getirmektedir. Bu sorunla basa ¢ikmak icin giivenilir kaynaklardan
yararlanmak ve bilgiyi dogrulamak biiylik 6nem tagimaktadir. Bu stratejiler, yanlis bilginin
yayllmasint 6nlemeye ve insanlarin dogru kararlar vermesine yardimci olacaktir. Ancak,
dezenformasyonla miicadele sadece bireysel ¢abalarla sinirli kalmamali, ayn1 zamanda
toplumsal bir sorumluluk olarak ele alinmalidir. Bu nedenle, dogru bilginin yayilmasi ve
dezenformasyonun oOnlenmesi i¢in toplumsal farkindalik olusturulmalidir. Dogru bilgiye
erismek dezenformasyonla miicadelede yeterli degildir; bilgiyi dogrulamak da kritik 6neme
sahiptir. Internet gibi agik kaynakli platformlarda yayinlanan bilgilerin dogrulugunu kontrol
etmek, dogru bilgiye erisimi saglamak i¢in gereklidir. Bu nedenle, bir bilgi kaynagindan alinan

bilginin dogrulugunu kontrol etmek, dezenformasyonla miicadelede hayati bir adimdir.

Toplumun bilinglenmesi, dezenformasyonla miicadelede en 6nemli adimlardan biridir.
Internetin yaygm kullanimi, bilgiye erisimi kolaylastirmis, ancak yanlis bilgiye de kolayca
ulagilmasint saglamistir. Bu nedenle, bireylerin dogru bilgiye erisebilecekleri kaynaklar

hakkinda bilgilendirilmeleri ve bu kaynaklara yonlendirilmeleri bilylik 6nem tagimaktadir.

Pek ¢ok durumda, ¢esitli catisma bolgelerinden olmayan, baska bir olaya ait boliimlerin
veya videolarin ¢atisma ile iliskileri ger¢eklesebilir. Bu, saklanmis bir sekilde manipiile edilmis
bilgilerin dagitimia neden olmaktadir. Bu tiir durumlarla basa ¢ikmak icin, kullanicilarin
sosyal medya paylasimlarmi siirdiirmek ve giivenilir kaynaklar1 gelen bilgileri kontrol etmek
icin dikkatli olmalidir. Haberin kokeninin stirekliligi ve resmi haberlerden alinan bilgilerin

aktarilmas1 onemlidir.

Bu c¢aligmanin sonucunda catigmada savas ihlali ve insan haklar ihlalini ¢igneyen
Israil’in Filistinlerle ilgili istedigi bir ideolojiyi yansitmasi ve yanlis biling insa etmede etkili
bir arag¢ olarak medya platformlari lizerinden kendini hakli ¢ikartmak adina yanhs bilgi-belge

ve gorsel servis ettikleri gdzlenmistir.

Israil’in Gazze saldirilarina yonelik olarak yapilan dezenformasyon haberleri iizerine
odaklanan makalemizde belirtildigi gibi, dezenformasyonun biiyiik ¢ogunlugunun Israil
kaynakli oldugu tespit edilmistir. Bu, kriz donemlerinde bilgi kirliliginin ne kadar yaygin
olabilecegini ve dezenformasyonun nasil bir propaganda araci olarak kullanilabilecegini

gostermektedir.
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Filistin-Israil ¢atismas1 haberlerinde dezenformasyonun zararlar1 oldukga biiyiik
olabilmektedir. Yanlis bilgilere dayali algilar, insan haklar1 ihlallerinin gizlenmesi, 6nyargilarin
ve nefretin yayilmasi, haber giivenilirliginin azalmasi ve barig siirecinin zorlagsmasi gibi
sonuglar ortaya ¢ikabilmektedir. Bu nedenle, bu ¢atisma siirecinde dogru ve giivenilir bilgilere

ulagmak i¢in elestirel diisiinceyi benimsemek ve farkli kaynaklardan bilgi edinmek 6nemlidir.

Sonug¢ olarak, dezenformasyon, kriz dénemlerinde halkin dogru bilgiye ulagsmasini
engelleyerek ciddi etkiler yaratabilir. Bu ylizden, bilgilerin dogrulugunu teyit etmek ve
giivenilir kaynaklardan bilgi almak her zamankinden daha onemlidir. Israil ve Gazze
baglaminda dezenformasyonun analiz edilmesi, medya ve dijital medya okuryazarhiginin
onemini vurgulamak icin bir firsat sunmaktadir. Bu calisma, hem akademik literatiire katki
saglayacak hem de gelecekteki arastirmalara temel olusturacak degerli bilgiler sunmaktadir.
Calismamizin bu 6nemli konuya dikkat ¢ekmesi, bu tiir dezenformasyon kampanyalarina karsi

bilinglenmeyi artirmak agisindan degerli bir katki saglayacaktir.
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Abstract

Marketing, which is in the process of evolving into being people-oriented, has started to take place in two basic
human fields (sectors) that the state carries on such as law and health. However, in these sectors, marketing is
relatively weak compared to other fields (sectors). The aim of this research is to reveal the level of perception and
application of marketing in these two sectors. For this purpose, one-on-one interviews were conducted with
lawyers and doctors. The obtained opinions were evaluated qualitatively, supported by quantitative data.
According to this, lawyers and doctors perceive marketing to be limited to promotional activities such as
presentations, advertising, and personal selling. Additionally, it has been revealed that lawyers have a more
positive perception of marketing and possess more knowledge about it compared to doctors. Lawyers believe that
marketers create more needs, while doctors believe they fulfill more needs. Doctors are expressing concerns about
the ethics of marketing. In order for the understanding of service marketing or human-centricity to evolve in these
two areas, it has been emphasized that the existing perceptions need to change first.

Keywords: marketing ethics, service marketing, marketing perception, strategic marketing, qualitative research.

DOKTORLAR VE AVUKATLARIN PAZARLAMA HAKKINDAKI ALGI VE
DAVRANISLARI UZERINE NiTEL BiR KARSILASTIRMA

Ozet

Insan odakliliga evrilmeye galisan pazarlama, hukuk ve saglhk gibi rekabetin ve serbest girisimin tartigilmaya
devam ettigi iki temel insani alanda yer almaya baslasa da bu sektdrlerde diger alanlara (sektdrlere) gére nispeten
zaylf durumdadir. Bu arastirmanin amaci, bu iki sektorde pazarlama algist ve uygulamasinin seviyesini ortaya
cikarmaktir. Bu amacla, avukatlar ve doktorlarla bire bir gériismeler yapilmistir. Elde edilen goriisler nicel verilerle
desteklenerek nitel olarak degerlendirilmistir. Buna gore avukat ve doktorlar pazarlamay1 sadece sunum, reklam
ve kisisel satis gibi tutundurma aktiviteleriyle smirli gérmektedirler. Ayrica avukatlarin pazarlama konusunda
doktorlardan daha olumlu ve daha fazla bilgiye sahip olduklar1 ortaya konulmustur. Avukatlara gore
pazarlamacilar daha fazla ihtiya¢ olustururken doktorlara gore ise daha ¢ok ihtiya¢ gidermektedirler. Doktorlarin
pazarlamanin etik olmadigina dair endiseleri bulunmaktadir. Bu iki alanda hizmet pazarlamasi anlayigimin ya da
insan odakliligin gelisebilmesi i¢in dncelikle mevcut algilarin degismesi gerektigi ortaya konulmustur.
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A QUALITATIVE COMPARISON OF THE PERCEPTIONS AND BEHAVIORS OF LAWYERS AND
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1. Introduction

Since justice and health are among the most vital human rights, states have not
withdrawn from these two areas. Therefore, it cannot be said that there is 100% free competition
in these two sectors. Accordingly, marketing in these two areas has not developed compared to
other sectors with private sector players. Moreover, marketing is partially hindered in these two
sectors due to legal regulations. In this research, the situation of the sectors in terms of
marketing has been evaluated through the opinions and thoughts of lawyers and doctors, who

are the most important actors of the law and health sectors.

According to some authors, there is confusion about what marketing is because there
are too many interpretations and definitions about it (Contreras & Ramos, 2016). According to
Hunt (1983), marketing is a social science, and its main subject is relations of exchange, or
more simply, bartering. When looking at the definition and history of marketing in literature, it
is possible to talk about a development. The literature on the definition, scope, and historical
development of marketing, which has such a broad meaning, has been handled in a very simple
and comprehensive way. Marketing content has evolved from tactical and physical activities to
a more sociable and strategic understanding. The situation that best illustrates this is the change
over the years in the marketing definitions of the American Association of Marketers (AMA).
According to the AMA's most recent definition, marketing is the set of activities, institutions,
and processes that create, communicate, deliver, and exchange offers that have value for
customers, clients, partners, and society at large (marketing-dictionary.org, 2021). On the other
hand, this is a different definition than the definition first made by the AMA in 1935. While the
definition of AMA in 1985 offered a managerial focus on some specific tasks, including the
concept of the 4Ps, the aforementioned definition in 2007 turned into a definition with both a
strategic and tactical approach that includes many sides. As a matter of fact, it is assumed that

marketing has passed through four different phases and is currently in the 4.0 period.

On the other hand, it is not possible to argue that marketing is understood and applied
in the same way in all sectors within the economy. The situation of marketing should be
expected to be different in sectors that have not yet been opened to competition or where the

state is an important player. No similar research in the literature have been found in sectors
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where marketing is relatively less developed. The studies encountered are mostly in the form
of determining the opinions of marketers or managers about marketing. These examples have
been included in the literature section. This research presents the understanding of marketing
in two important sectors in a way to fill this gap in the literature. This situation reveals the
significance of the research because it is anticipated that this research will both close a gap in
the literature and set the foundation for developing a marketing approach that will enable a

customer-oriented development.

Within the framework of the concepts and questions put forward after the literature
section, the qualitative studies and results of the two sectors are mentioned. Thus, an effort has

been put forward to understand the current state of marketing.
2. Literature
2.1. Definition of Marketing

If a general framework is to be determined for today, marketing refers to activities that
facilitate shopping activities in business life, the activities that benefit society and the processes
that create value. In this definition, especially the emphasis on value creation and social benefit
is important (Liu, 2017). However, when we look at the older definitions, it is understood that
marketing is a concept that is more geared towards the interests and operations of companies.
For example, among the many definitions made at that time, one of the leading ones is the
Bartel’s definition (1951). The author defined marketing as a field of study that investigates the
terms and rules in the distribution of goods and services. After 17 years, the author developed
his definition as follows: Marketing is the development of solutions and systems that generate
shopping and expenditure between parts that interact with each other under economic and social
constraints in order to meet the consumption-related needs of society (Bartel, 1968). As can be
seen, the definition focuses more on society and the process, emphasizing the importance of

marketing in exchange (Liu, 2017).

Kotler is one of the important names in marketing. According to Kotler, Armstrong, &
Opresnik (2019), marketing is the science and art of discovering and creating to deliver value
to meet the needs of a market. Thus, marketing tries to identify and satisfy unfulfilled needs
and desires. By defining the size of the market and market segments, it designs and offers the
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most appropriate segment and products and services suitable for that segment. According to the
authors, marketing is a very basic function and is an entire business from the customers' point

of view.

On the other hand, Webster, Malter, & Ganesan (2005) in their research with many
CEOs and CMOs revealed that marketing can have a different definition for each company
depending on the vision of the CEO, and the boundaries of marketing managers are unclear.
Nevertheless, it is certain that marketing is an understanding that is not just about physical
transactions. Marketing, which starts with research before the products are introduced,
continues with the strategic segmentation of the market, the selection of suitable customers and
obtaining a position in their minds. Then comes the marketing mix called tactical marketing,
namely the 4Ps (product, price, distribution, promotion) or 7C in its modern form. After the
implementation of all these, it requires checking and reviewing all transactions and making
necessary corrections. On the other hand, while sales or traditional marketing is focused on
short-term and profit, contemporary marketing focuses on long-term customer relations and

meeting their expectations (Kotler et al., 2019).
2.2. Phases of Marketing

1900-1920 is the first period during which the marketing discipline emerged. Although
there are courses in which the name of marketing is held in some private institutions, the first
article that can be accepted as the beginning of the marketing discipline academically is Shaw
(1912). In this article, distribution channels, the function of marketing and the use of advertising
are discussed. Butler, DeBower, & Jones (1918) started to replace the word sales with
marketing and defined marketing methods as any activity that supports sales (Hunt, 2017).

Thus, marketing, which started to separate from sales, entered a second period.

There are 3 important emphases on marketing in the second phase/period. The first of
these is that marketing is focused on products (product features, varieties), the second is that
distribution channels (wholesalers, retailers) are important, and the third is that marketing has

three important functions. These functions are the following:

* Exchange function (buy-sell)

51



MUSTAFA SEHIRLI

* Physical supply function (transport, storage)
* Auxiliary functions (financial, risk management, market information, standardization)

The most important feature of the second period is that the customer focus and the 4Ps
(product, price, place, promotion) expressed as the marketing mix, that is, product, price,
distribution and promotion, become quite evident. McCarthy (1964) was the first to define the
concept of 4Ps that put marketing plans into practice (Bennet, 1997). Although the concept of
4Ps has been criticized by many authors (Lauterborn 1990; Méller 2006; Popovic 2006), despite
all its shortcomings, it continues to be the main element of marketing (Goi, 2009). Instead of
4P, Lauterborn (1990) introduced the concepts of 4C (consumer, cost, convenient,
communication), that is, consumer (customer), cost, convenience and communication. This is
the proof that customer orientation in marketing has become more evident. Subsequently,
Kotler, Kartajaya, & Setiawa (2010) revealed that companies should touch the mind, heart and
soul of their customers. Then, with the effect of digitalization, a fourth phase emerged. Table 1

summarizes the stages of marketing and its specific features.

Table 1. The Marketing Evolution Up to the Concept of Marketing 4.0

Marketing 1.0 Marketing 2.0 . Marketing 4.0
Marketing 3.0 . .
(Product (Customer (Value oriented) (Virtual Marketing
oriented) oriented) Oriented)
. To  satisty  the To ~ make the To create the future
Aim To sell products world a better
customer from today
place
Facilit that Industrial Information New Wave Cybernetic
y Revolution Technology Technology Revolution and Web
enables 40
Key Marketing Product : - Customer-based and
Differentiation Values just-in-time
Concept development .
production
Value Functional and Functional, Functional,
Provositions Functional Emotional Emotional and Emotional, Spiritual
P Spiritual and Self-Creativity
Interaction with One-to-Many One-on-One Many-to-Many  Many-to-Many  co-
. . . collaboration creation and
Customers operation relationship

collaboration

Source: Tarabasiz, (2013) & Ertugrul and Deniz, (2018)
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2.3. Scope of Marketing

According to McDonald (2009), although there are many admirable and correct
definitions of marketing, these definitions cannot provide a complete guide on what is included
in the marketing practice and what is not. Hunt (2017) states that marketing has problems in
creating an academic discipline. While supporting this view, he also benefits from the views of
other authors. Piercy (2002) argues, for example, that marketing lags in creating the impact of
other business disciplines and is more apt to "get off track." There is no definition and meaning
unity, especially in strategic marketing (Varadarajan, 2010; Shaw, 2012). However, this
situation is quite normal and acceptable for a social field based on human and human relations.
For example, according to Anderson (1982), one of the most important functions of marketing
is to provide a strategic planning opportunity from the perspective of the customer to the
company's managers, especially the top management. Although it is claimed that marketing has
become more strategic as explained above 30 years after this definition made in the 1980s,
Verhoef and Leeflang (2009) argue that marketing has lost its strategic importance. Because,
according to the authors, marketing managers in companies are more interested in a tactical

point of view than a strategic point of view.

The most basic function of marketing is to act as a link between the customer and the
various processes of the company (Day, 1994). In another approach, marketing develops ties
between customers and the company's product, service delivery, distribution, and financial
assets. Accordingly, marketing contributes to the company's financial performance, customer
relations performance, and (new) product/service development performance (Moorman and
Rust, 1999). Another debate has been whether marketing is an art or a science. Some authors
have claimed it to be art (e.g. Hutchinson, 1952) while others have claimed it to be science (e.g.

Bartels, 1951).

According to Liu (2017), there are many different topics within the scope of marketing
such as consumer behavior, product management, communication and brand equity. On the
other hand, in the early period, contradictory approaches emerged regarding the concept of
marketing, which has been completely forgotten today. For example, according to Liu (2017),

Bell and Emory (1971) did not find it right that marketing should be profit-oriented and stated
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that it was unethical, while Bennett and Cooper (1979) claimed that for success, marketing

should focus on technological developments, not on the customer.

In the literature review, not many studies were found to set an example for this research.
The research findings are generally intended to reveal marketing perceptions only among
marketing managers. In one of these studies, Webster et al. (2005) attempted to understand
managers’ marketing perceptions by conducting in-depth interviews with senior marketing
managers from different sectors. The results obtained show that the marketing understanding
of the company differs according to the understanding of the senior managers. In another study,
Contreras and Ramos (2016) discussed the marketing perception of marketing managers by
dividing them into two as strategic and tactical using content analysis method. According to the
results they obtained, while 16% of the managers defined marketing as a concept related to

strategic functions, 50% defined it through tactical functions and 28% over both.
3. Material and Method

In this research, the descriptive phenomenology design was used to reveal the
interpretations that people attributed to a conceptualized subject without having a deep

awareness (Yildinm & Simsek, 2018).

In qualitative research, data are collected or created; then, these data are coded,
processed and information is reached through induction. Phenomenological studies have some
difficulties, such as the difficulty of inductive generalization, the difficulty of identifying and
finding the most appropriate participants, and the influence of the researcher's judgments on the
subject (Giorgi, 1997). Therefore, in order to overcome these difficulties and drawbacks, it is
necessary to pay maximum attention to the sample selection of the research and the

validity/reliability of the research.

In accordance with qualitative research ethics, Ethics Approval (File No: 22-04, Date:
17.01.2022) was obtained from the SBU Hamidiye Ethics Committee before the interviews.
Consent was obtained from the participants, the content of the research was explained, it was
stated that they were free to participate or not, that they could withdraw from the research at
any time, and that the interviews would be recorded. According to Creswell (2007), doing so
increases the validity and reliability of qualitative research. Interviews were completed during

54



A QUALITATIVE COMPARISON OF THE PERCEPTIONS AND BEHAVIORS OF LAWYERS AND
DOCTORS ON MARKETING

the period of February 2022-September 2022, either in the participants' own working areas
(office or examination) or over the remote meeting applications (Microsoft Teams or Zoom) or
over the phone, depending on the participant's preference due to the pandemic difficulties. The

average interview duration was 17 minutes.
3.1. Statistical Methods
Sample Selection:

The sample selected by criterion-based method in phenomenological studies is very
useful in terms of representing individuals who have experience with the phenomenon under
investigation (Tashakkori & Teddlie, 2010; Cepni, Aydin, & Kiling, 2019). In the study,
criterion sampling was used in accordance with purposeful sampling, one of the non-random
sampling methods. In criterion sampling, all cases that meet some criteria are included in the
sample. In phenomenology research, data sources are selected from individuals or groups who
personally experience the phenomenon that the research focuses on and who can reflect it to
the outside (Yildirim & Simsek, 2013). For this reason, two basic criteria were considered when
determining the participants to be included in the sample as doctors or lawyers. These criteria
are professional experience (at least 3 years of experience) and the nature of the sector (working
in a private company or in his/her own examination/office). Since the participants are expected
to be open to competition and the concept of marketing, it is required that they work in the
private sector, not the government. In addition, attention was paid to the different demographic
characteristics, experience and expertise of the participants. Thus, it was possible to represent

the occupational average.
The Setting and Sample Size of the Research:

The setting of the research is in Istanbul and the participants were doctors and lawyers.
In qualitative research, the sampling frame and number are very important for the validity and
reliability of the research. On the other hand, the number of samples that can lead to very wrong
results for quantitative research can give extremely reliable and valid results for qualitative
research (Baltaci, 2018). What is important in qualitative research is the quality and value of

the information rather than the size or number of the sample. The breadth and depth of the
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information obtained in this type of research affects the determination of the sample size. If the
information is quite dense, then fewer samples are more accurate, while more samples are
determined to reveal the limits and prevalence of superficial information in a case (Bryman,
2007). Another important point is when the information to be revealed starts to repeat. This
means that the number of samples is sufficient (Shenton, 2004 as cited in Baltaci, 2018). In fact,

this situation is a derivative of the researcher's mastery and competence on the subject.

According to Baltact (2018), it is stated that the number of participants who form the
example can vary between 5 and 25 items in the literature (Creswell, 2013; Neuman, 2014;
Patton, 2005; Rubin & Babbie, 2016). In addition, as the number of participants increases, it
becomes difficult to carefully examine and understand the data. In line with this information,

10 samples (20 in total) were determined for each group in the study.
Data Collection Tool:

Face-to-face and semi-structured interview techniques were used as data collection
tools. Participants were asked about their profession and the concept of marketing with the help
of 10 general and open-ended questions. The questions were followed by probing questions so
that all open and secret thoughts of the participants were tried to be revealed. All interviews

were recorded with the consent of the participants.

The stage of determining the questions is very critical to overcome the difficulty of
generalization of phenomenological research. For this reason, the questions to be asked to the
participants were determined in a semi-structured way in accordance with the expertise of the
researcher and the literature review. In addition to the basic question used by Contreras and
Ramos (2016), an effort was made to select questions suitable for the personification technique
to reveal tacit knowledge. These questions are for the participants to consider an inanimate
concept as a living thing (Celep, 2020). The other questions are general questions that the

researcher determined for the general processes of marketing.

Then, these questions were presented to the opinions of two experts on marketing
research (Assoc. Dr. Ramazan Nacar and Associate. Dr. Esen Sahin). After expert opinions, the
questionnaire was tested on two participants, changes were made in the questionnaire according
to the feedback received from them and it was sent to the Turkish Language and Literature
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expert (Dr. Yasemin Ulutlirk Sakarya) for its final form. The questions that arose after the

corrections received from him are given in Table 2.

Table 2. Research Questions

1 What qualities do you think a doctor/lawyer should have?

Can you define marketing? What is marketing to you?

What activities does the marketing field include in your opinion?

If you were to compare marketing to an animal (or tree), what would it be? Why?
Do you think marketing is a science or an art? Why?

Do you think marketing changes people's perceptions, or does it adapt to them? Why?

N N D W

Do you think marketing creates a need or does it satisfy a need? Why?

What do you think are the qualities that a marketer (someone who works in marketing)
should have?

What do you think are the differences between marketing and sales or between marketer
and salesman?

10 Do you think a doctor/lawyer should also be a marketer? Why?

Data Analysis Method.:

In many qualitative studies conducted in Turkey, such as Kosar (2019), "descriptive
phenomenological research design", which includes the steps of bracketing, phenomenological
reduction, imaginative variation, and synthesizing meanings and essences, was used as an
analysis method (Y1lmaz & Sahin, 2016). On the other hand, an important data analysis method
used in qualitative research is Content Analysis. There are four different methods in the content
analysis method. These are frequency analysis, categorical analysis, evaluative analysis and

relationship analysis (Bilgin, 2014).

Frequency analysis, as the name suggests, is to reveal the statistical number and
proportions of the expressions in the content. In this respect, it is a method close to quantitative
research. In categorical analysis, the texts are first divided into units, and then these units are
categorized and grouped according to their similarities. Then, the themes in the texts are tried
to be revealed. Computers and different programs are also used for this process. Thus, the

meanings in the text are revealed (Bilgin, 2014).
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In this research, automatic software was not preferred because the text examined in this
study was not very long and the emotions and thoughts in the content were implicit. Computer
software was not used in the analysis phase, as the researcher followed all the details, including
the design, implementation, recording, transcription, and interpretation of the questions. The
analysis and interpretation of the statements were carried out by the researcher. Counting the
words and determining the themes were done by manual valuation. Excel software was only

used for calculations.

In the research, categorical analysis method was used by making use of frequency
analysis. This method is a systematic method for qualitative research (Ceswell, 2007). First, all
the interviews were transcribed, confirmed by the participants, and the records were read and
coded twice at different times by the researcher and another expert. Based on the codes, themes
were determined, especially with positive and negative approaches. Thus, an induction process

was performed.
3.2. Validity and Reliability of the Research

The validity and reliability used in quantitative research can be defined as internal
validity (credibility), external validity (transferability/transferability), internal reliability
(consistency) and external reliability (confirmability) in qualitative research, and various
methods are used to ensure these (Kosar, 2019; Yildirim et al., 2011; Cepni et al., 2018). In this

direction, the research carried out is as follows:
For the internal validity (credibility) of the study:

. The questions were prepared with expert opinion. The questions prepared by the
researcher in draft form were examined and interpreted by the market research expert. Then, it
was applied to a subject group of two, and the questionnaire was decided after the comments
and feedback from them.

. The participants were given preliminary information about the purpose, content
and method of the interview. Then, a long-term interaction with the participant was ensured,
that is, the interview was kept long enough. Thus, the data were collected in a deeply focused

manner.

58



A QUALITATIVE COMPARISON OF THE PERCEPTIONS AND BEHAVIORS OF LAWYERS AND
DOCTORS ON MARKETING

. For the analysis, coding and interpretation of the answers given, not only the
opinion of the researcher, but also the opinions of another expert were consulted, and a common

conclusion was reached.

For external validity, that is, transferability, detailed description and purposive sampling
method were used. In this sense, the research process has been described in detail and as a
whole, how the participants were determined, and the path followed in data collection were
presented in detail (Cepni et al., 2019). In addition, one-to-one examples from the views of the

participants were also expressed in the research text.

Expert review method was used for internal reliability, ie consistency. The details of the
research were transferred to a researcher specialized in market research, he was asked to

examine the research in terms of integrity and harmony, and his approval was obtained.

Expert review was also applied in terms of external reliability, that is, confirmability.
The results and comments obtained in the research were also shared with the market research
expert mentioned above, their opinions were taken, and the results of the research were

confirmed.
4. Results and Discussions

The average professional experience of the lawyers participating in the research is 14.7
years, while the doctors' experience is 22.8 years. 70% of lawyers and 50% of doctors are

women.

In the analysis of the data, questions and profession-based valuations were made. Each
question was first subjected to frequency and then to category analysis. After the answers were
divided into categories, categories with close meanings were combined. In the frequency
analysis, the concepts that were expressed on a person-based basis were counted as singular,
and then the percentage of the related concept was found among the number of concepts of all
participants. Percentages are indicated in parentheses. These percentages show the weight of

that concept within its category.

QUESTION 1. What qualities do you think a doctor/lawyer should have?
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The most important factors for lawyers are the ability of expression and persuasion
(16%), professional knowledge (14%) and reasoning ability (14%). Professional knowledge
(19%) is the most important factor for doctors, secondary and tertiary factors are physical skills
(14%), having good relationships (14%). These are quite expected results. Again, as an
expected result, lawyers and doctors think that attitudes are more important than abilities and
knowledge for success in their profession. Because when looking at the categories, the rate of
factors related to attitude such as being reliable, empathy, being organized is higher than factors
that can be defined as knowledge and ability such as professional knowledge and reasoning
ability. Lawyers weighed 70% and doctors 59% of factors related to attitude. Therefore, from
a marketing perspective, factors such as expression and persuasion should be considered among
attitudes. Therefore, it is understood that professional knowledge and abilities are in the second

plan for success in both occupational groups.

The statements of the participant with the code AV1 constitute a comprehensive

example in this regard:

“Legal reasoning skills must be developed. The so-called notion of law needs to be
developed. The second is the ability to express, that is, a beautiful Turkish. In order to be able
to use it in petitions or defense, the third is how to explain the issue to the other party, that is,

it must be able to empathize with what the other party will think.”
The views of the DR1 coded participant are as follows:

“They need to have good human relations, they need to be patient, they need to love
their profession. Physically, it should be vigorous because it is something we are physically
tired of. Their hands need to work well because it's something we shape. On the other hand,
they need to have a business-oriented mind.... They have to be patient and keep their empathy

high.”
QUESTION 2. Can you define marketing? What is marketing to you?

The definition of marketing question is a similar question to the next question, “What
are the activities that marketing includes?” Therefore, it is discussed in more detail below. On
the other hand, the definitions made by the participants with AV3, and DR 6 codes are in the

form of a consolidation of the definitions made by the 20 participants.
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“I think the most important thing in marketing is advertising. In other words, you will
do your advertisement well so that it first arouses curiosity in people. If your goods are good

or the service you offer, it comes after that. Some people also recommend it (AV3).”

“When I say marketing, the first thing that comes to my mind is, you know, there is a
job done and I think it's like announcing it to people. Something like explaining the content of

the work to people come to life in my head (DR6).”
QUESTION 3. What activities does the marketing field include in your opinion?

While advertising, promotion, presenting, persuading, exaggerating and selling were
prominent in the definitions of lawyers, similar concepts were used in the definitions of doctors.
Filler such as giving confidence and proving to support these concepts have also been added to
marketing. It is understood that both occupational groups associate marketing with advertising,
promotion and presentation. In other words, according to the participants, marketing was

defined only in terms of promotion.

Looking at the frequency analysis, all 20 participants used one of the expressions of
presentation, promotion or advertisement. Therefore, while the most dominant concepts for
lawyers are presentation, promotion and advertising (26%), it is followed by social media use
(8%), perception management (8%), brochure distribution (5%), stand setup (5%). is doing.
Presentation, promotion and advertisement (38%) and use of social media (19%) are at the

forefront in important activities for doctors.

Another important issue is that lawyers expressed 38 concepts and doctors expressed 26
concepts in this question. This situation can be interpreted as a statement that lawyers are more

interested in marketing than doctors.

“...we can say that such booth setup is e-mail commercial electronic message, of course,
it is done within the scope of authorized marketing within the legislation, here is written media,
audio-visual media, I can say these, radio ads, here are spot ads... Or in busy places, on busy
streets, where people are happy to be or where there is a lot of density. promotional activities
at the work done, maybe exhibiting a vehicle, maybe an outdoor, which you can see on the

exterior of a building where everyone can draw attention...(AV9)”
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“...advertising presentation is a good presentation, being able to explain this to the
other person and using the advertising tools of the age. Most people are using Instagram right

now. (DR4)”

QUESTION 4. If you were to compare marketing to an animal (or tree), what would it
be? Why?

Lawyers compared marketing to the following animals: Monkey (2), peacock (2), fox,
chicken, octopus, bird, tiger, fish. 8 (80%) of these simulations were used in a positive sense
and 2 of them (20%) were used in a neutral sense. No negative simulation was made. When the
content of these simulations is examined, it is seen that concepts such as marketing and

intelligence (cunning, versatile), attractiveness (visibility, proactiveness) are thematized.

The animals that doctors compared to marketing to are: peacocks, parrots, cats, sheep,
rabbits, monkeys, lions, chameleons, cows and snakes. 60% of them are used in a positive sense,
20% in a negative sense (snake and monkey), and 20% in a neutral sense (peacock and sheep).
Positive themes focused on intelligence (ability to imitate, adapting to the environment) and
attractiveness (visibility), while negative themes focused on insecurity (being dishonest,

deceiving).

When we consider the evaluations of lawyers and doctors conjunctively, it is seen that
intelligence and attractiveness are identified with marketing. On the other hand, it is understood
that doctors have a slightly more negative view of marketing than lawyers, expressing

marketing by being deceived or being persuaded in an undesirable way.

“.... for example, I heard that monkeys are intelligent animals. In that respect, I think it

requires something related to intelligence, in that respect, I can compare it to a monkey (AVS5).”

“As you know, in marketing, it is essential to highlight the best aspects of everything, at
least there is a perception like that. And it just made me think of how a peacock opens its
colorful feathers and fascinates everyone. The peacock is the center of attention when it spreads
its wings, but it does not attract much attention when it is more stable. This reminded me of the

aspect of attracting people’s attention in marketing activity (AV10).”

QUESTION 5. Do you think marketing is a science or an art? Why?
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According to lawyers, marketing is both a science and an art. Both were preferred
equally (50%). The biggest reason why marketing is seen as a science is the necessity of
reasoning, cause and effect relationship. This preference is similar to the concept of

"intelligence" in the previous question.

According to doctors, marketing is seen more as an art (64%). The reason for this is that,
according to doctors, marketing includes the necessity of making the product or service

attractive and an effective presentation. This is in agreement with the previous question.

"Marketing, It is the art of presenting the product to the consumer by blending scientific
data. Marketing is an art (DR3).”

“It actually benefits from statistics, marketing also benefits from observation, [
definitely think that marketing should base its data on it, but I also think that it has an artistic
side because it also requires creativity, so I think different people can be reached as long as we

are creative (AVS)."

QUESTION 6. Do you think marketing changes people's perceptions, or does it adapt
to them? Why?

70% of lawyers and 40% of doctors think that marketers change people's perception.
The remaining lawyers and doctors are of the opinion that marketing does both. Therefore, both
occupational groups believe that marketing changes perception. Therefore, it can be said that
the difference between the two groups does not matter, as a result all participants agree when
perceptions of marketing change. It can be argued that the reason why doctors think that
marketing fits people more than lawyers is because of their professional status. As a matter of

fact, the following sample doctor statements support this.

“To change something in the singular does not mean anything. You can't break that
thing on her doctor's head. After all, a medical representative is selling something to a doctor.
No matter how much it interferes with me, I see it, I use it, can I explain that its lens cannot

break that perception? (DR3).”
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“It can be both, but in order to change their perception, they need to find something
more effective than the old method, I think they need to find newer and different methods.
Because people wonder what they don't know. I think we can activate more marketing with such
interesting things. A new system has come, for example, in health, for example, we did not know
about the implant in the past, but people have adapted to the new diagnosis, by promoting it at
work. Although it was difficult at first, I think that the adaptation process was achieved by
making informative videos later on. Trying to change it can have the opposite effect, I think it
is more effective to move their attention away from that part and to move forward by putting

new things on top of the existing one (DR6).”

“Then the success of the marketing and the marketer is realized, that is, then it will be
successful, so we cannot talk about a successful marketing where it does not make a difference

when it appeals to the current perception (AV7).”
QUESTION 7. Do you think marketing creates a need or does it satisfy a need? Why?

30% of lawyers and 70% of doctors think that marketing both creates and fulfills needs.
60% of lawyers think that marketing creates a need that does not exist. In doctors, this rate is
40%. This situation is similar to the result in the previous question. In other words, doctors have

less belief in the power of marketing to change people than lawyers.

“Advertisements usually have him. Everyone buys things they don't need. Everything is

full of clothes and shoes. Then, after a year, the man says, "Let's throw them away."

“I think they can remind things that are actually needed. I think there is a reminder. |
think they will appeal to people more in this way by bringing the ignored things into
consideration more. In other words, they may actually be emphasizing what is actually needed

more by highlighting the things that are always covered up (DR6).”

“I think this is because of this question, it comes to me, introduces a product, meets the
need. It offers me something for the work I do. It fills a need but does not create a need. Why
create a need? (DR3).”

QUESTION 8. What do you think are the qualities that a marketer (someone who works

in marketing) should have?
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According to lawyers, the most important characteristics that a marketing person should
have been knowing their customers (12%), persuasion/expression skills (10%), and being
reliable and honest (10%). Reliability and honesty of a marketer (13%), product/service
knowledge (11%), analytical ability (8%) and extroversion are the most important
characteristics for physicians. The common expectation in both professions is reliability and
honesty. Thus, it can be argued that there is a trust concern towards marketers. Another
difference between the two groups is that lawyers expressed 49 concepts related to marketer
characteristics, while doctors expressed 38 concepts. This situation emphasizes a similar result

with the third question.

“So, it has to be absolutely honest, I mean absolutely because you are selling a product,
there are so many nowadays, but unfortunately it is defective or something different comes out,
you have much more serious problems with it, so you need to explain the features of what you

are marketing about the product properly (DRS).”

“First of all, I think that honesty and persuasion shouldn't play a role in something that

one doesn't believe in, it should be moral because they can easily reverse the event (AV7).”

QUESTION 9. What do you think are the differences between marketing and sales or

between marketer and salesman?

Except for only one participant, all participants showed the difference between sales and
marketing in a similar way. According to the participants, marketing is the premise of sales and
sales are the transactional stage of marketing. Thus, it can be argued that both occupational

groups are generally aware of the difference between marketing and sales.
“Marketing is general, includes selling (AV4).”
“Marketing is the path to sales (AV5). “
“To sell something, you have to market it. First, marketing. Then, selling (DR3).
QUESTION 10. Do you think a doctor/lawyer should also be a marketer? Why?

While 90% of lawyers think that a lawyer should also be a marketer, this rate is 50% for

doctors. Considering the evaluations of the previous questions, this situation will not be
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surprising. Because the perceptions of the doctors participating in the research about marketing

are slightly more negative than the lawyers. Sample answers to this question are as follows:

“The doctor who does his job well does not need marketing. Also, patients cannot decide

on treatment (DR1).”
“The doctor should focus on his work. It should not be separated from honesty (DR2).”
“It is unethical to sell something that is not needed (DR7).”
“Honesty is required. Profit and gain should not be considered (DR10).”
5. Conclusion and Implications

Both lawyers and doctors define marketing only in terms of promotion (presentation,
promotion, personal selling, etc.). This definition is similar to that of Bartel (1951) in the
literature in the early stages of marketing. Although the research area of the marketing
management process has been partially expressed, what is understood from this area is mostly
one-to-one customer (patient or client) acquaintance and knowledge. Subjects such as
product/service, image, market, perception research, which are included in marketing research,
are not mentioned at all. The concepts of segmentation, targeting or positioning in strategic
marketing are not mentioned at all (only one participant mentioned appropriate customer
selection). The concept of brand, which is one of the most important elements of marketing,
has not been mentioned. While the participants accept marketing as broader and more inclusive
than sales, they see it more as promotion efforts that support sales. Thus, it is possible to state
that both groups are still living in the early stages of marketing and are not interested in or aware

of the strategic or social aspects of marketing.

It is estimated that lawyers are more interested in marketing than doctors. Because, as
stated above, they viewed marketing more positively and were able to express more concepts
related to it. Doctors see marketing as more unethical than lawyers and define it as intelligently

influencing human behavior.

In summary, according to the explanations in the literature section and Table 1., it has
been revealed that lawyers and doctors are still in the early stages of marketing (lawyers are

closer to the second stage and doctors are closer to the first stage). As a matter of fact, the fact
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that lawyers think that the most important factor for their profession is the ability of expression
and persuasion (16%), showing that they are close to customer focus, which is the second phase
of marketing; The fact that the most important factor for doctors (19%) is professional
knowledge indicates that they are still product/service oriented, that is, they are still in the first

phase of marketing.

The development of marketing understanding and practices in the fields of law and
health will be possible with a transition to a more “customer” (client or patient) oriented
approach in these sectors. However, the fact that doctors perceive marketing in a more negative
way instead of seeing it as a patient-oriented, deep and broad business understanding creates an
obstacle to the development of marketing. On the other hand, historically marketing; It is also
necessary to admit that it is in applications that deserve the bad reputation it has. For this reason,
first of all, it will make marketers forget this bad reputation; It is important for them to switch
to a truly people-oriented marketing approach that is people-oriented and does not only pursue
the maximization of their own interests. On the other hand, it should be conveyed to lawyers
and doctors that the modern marketing approach is human-centered, that it should have
strategies based on research-based human knowledge, and that it is not just a function that
includes promotional activities. However, this paradigm shift cannot happen from today to
tomorrow; The sectors need to spend a little more time with competition. For this reason,
competition should be supported by legislators and practitioners in a way that will lead human

rights and law and pave the way for good-willed efforts in this regard.

The importance and usefulness of this research will increase as it raises awareness for
both academics and practitioners (doctors and lawyers). This research essentially makes due
diligence. While how this situation might be improved could be the subject of different studies,

some suggestions for the development of these sectors are as follows:

- Trainings should be organized for the development of well-intentioned marketing by

the state and professional organizations.

67



MUSTAFA SEHIRLI

- The legal regulations of the state regarding marketing in the fields of health and law
should be reviewed. Especially the practices that enlighten the public, inform the people, and

promote competition should be allowed and even encouraged.

-Competition and award systems that encourage customer focus in both sectors should

be established by professional organizations.

-Marketing courses should be added to the curriculum of law and medicine faculties.

5.1. Limitations of Research and Future Research

Conducting this research in other sectors and comparing the results of this research with
the results of this research will help to determine the areas of development of customer (patient)
focus in both law and health. The origins of the knowledge and thoughts revealed in the research
have not been explored. For example, the reason why some doctors find marketing unethical
and manipulative should be addressed in a separate study. Among the possible reasons, the
importance of health, the lack of competition and the prohibition of advertising can be
envisaged. No comparison was made in the study according to age and gender characteristics.

A study like this could produce important information.
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