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Extended Abstract
Introduction

Research shows that as technological infrastructure strengthens and the labor market adapts to this
infrastructure, fully remote and hybrid work models will continue to spread and increase in importance
day by day. For this reason, research on remote work can make meaningful contributions to the
literature and professional business life. It is observed that, especially after the pandemic period, studies
on remote work are limited and generally conducted by selecting samples solely from remote workers.
In the current research, not only was the sample selected from remote/hybrid workers, but a scale
specifically related to remote work, the 'Remote Work Attitude Scale,’ was also used. In this context, the
research aims to determine whether the attitudes of current remote/hybrid workers towards remote
work differ according to demographic variables. Based on factors such as the use of a scale directly
aligned with the objective and the fact that the data collection period took place at a time unaffected by
the pandemic, it is believed that this research will make a significant contribution to the literature.

Literature Review

When the studies in the literature are examined, it is seen that some socio-demographic characteristics
significantly differentiate perceptions or attitudes towards remote working. It is seen that factors such
as time worked (experience), average weekly working hours on the basis of adaptation to the working
style; factors such as gender, marital status, etc. on the basis of work-family balance are evaluated within
the framework of variance analysis or moderator effect analysis. In addition, many demographic
variables such as income level, education level, and age have been examined in previous studies as
factors that may differentiate the perception or attitude towards remote working.

Method

The research was structured according to the quantitative data analysis model. In the analysis of data,
the difference analysis technique was preferred among the quantitative data analysis methods in
accordance with the purpose of the research. Independent samples t-test and one-way anova variance
analysis techniques were used to test the research question. The survey data collection technique was
preferred as the data collection method.

In collecting the data, the "Remote Working Attitude Scale", the validity and reliability study of which
was conducted by Basol and Comlekei (2022), and the "Personal Information Form", which included
questions to determine demographic characteristics prepared by the researchers, were used. The data
were analyzed using the SPSS 26 program. Before starting the data analysis, mean, standard deviation,
skewness and kurtosis coefficients were calculated in order to test normality. Since the data showed a
normal distribution, independent samples t-test was used to determine whether the mean scores of the
sub-dimensions of the scale differed according to gender, marital status and previous traditional work
in the same job. In addition, whether there was a difference according to the variables of work type
preference, age, duration of remote work and average weekly remote work hours was tested with one-
way analysis of variance (ANOVA).

Results

In the study, it was determined that age and gender variables did not significantly differentiate the
attitude towards working remotely. This situation was similar to the studies in the literature except for
one. In the variables of average weekly working hours, duration of remote working experience and
marital status, it was observed that there was a significant difference in the "resistance to negative
attitude" sub-dimension of the "remote working attitude" scale.

In the question asked about which type of work they would prefer if they had the chance to choose, a
significant difference was found in all sub-dimensions except the "institutional support” sub-dimension.
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It can be said that it is a remarkable result that the 3 socio-demographic variables used in the study,
which have not been tested in other studies in the literature, also reached significant results.

Conclusion

In light of the findings obtained from the analyses conducted for the research, it can be said that the
importance of remote working will continue to increase for human resources professionals. In fact, the
new conditions of modern social life and information communication technologies will force employers
to give more importance to remote working.

Again, based on the results, it can be said that the correct construction of remote working methods in a
way that will help family-friendly human resources policies is important in terms of employee
performance. In addition, it should not be forgotten that the adaptation of employees to the remote
working method is one of the elements that should be taken into consideration in the process. Finally, it
is evaluated that research on remote working styles focusing on work-family-life balance and
disadvantaged individuals can make significant contributions to the literature.

1. Giris

Bilgi iletisim teknolojilerinin (BIT), sosyal ve kiiltiirel hayatin yan1 sira is yasamindaki etkinligi de her
gecen giin fark edilebilir bir hizla artmaktadir. BIT hem calisanlar hem de orgiitler acisindan yeni
calisma bicimlerine imkan tanimakta, hatta zorunlu kilabilmektedir. Teknolojinin gelisimiyle birlikte,
bircok meslegin ve isin ofise gitmeden yapilabilmesine olanak taniyan bir altyapi olusmustur. Bu
anlamda esnek ¢alisma bigcimlerinden biri olan ve 6zellikle Kovid-19 pandemisinden sonra yayginlasan
uzaktan calisma, isletmelere ve calisanlara 6nemli avantajlar saglamaktadir. Uzaktan calismanin
kazanimlarinin yani sira, dogas1 geregi ya da uygulama biciminden kaynakl olarak isverenler ve
calisanlar agisindan birtakim zorluklar: ve engelleri de barindirabildigi de bilinmektedir. Ancak calisma
hayatinin 6nemli bir parcgasi haline gelen uzaktan calisma biciminin, gelecekte daha sik uygulanacagi
tahmin edilmektedir. Yapilan genel istatistik arastirmalari da bu perspektifi desteklemekte ve
literatiirdeki uzaktan c¢alismayla ilgili bir¢cok arastirmanin neticeleri de arastirmacilarin ve
profesyonellerin dikkatini cekmektedir.

Onemli arastirma kuruluglarindan Endeavor Tiirkiye ve Talentmelon ortakhgiyla, isverenler ve
calisanlar acisindan uzaktan calisma planlamalarimi konu alan bir arastirmaya goére 2022 yilinda
elindeki isgilicliniin en az yarisini uzaktan ya da hibrit olarak istihdam etmeyi hedefleyen isverenlerin
orani %67 olurken, hali hazirda uzaktan ya da hibrit ¢alisanlarin %30’u isverenlerin tamamen ofisten
calismaya gecilmesini uygulamaya koydugu takdirde isten ayrilmayi isteyebileceklerini belirtmislerdir
(Harvard Business Review-HBR Tiirkiye, 2021). Isverenler ise, teknofobi, calisan kontrolii zafiyeti,
degisime direng vb. kaygi ve sebeplerle uzaktan calisma bi¢cimi uygulamalarinda ¢ekinceli davransa da
bu konuda cesur davranan isverenler de azimsanmayacak seviyelerdedir. Ornegin Us Census’un yaptig
bir arastirma sonucundaki raporuna gore, 2021 yilinda hibrit (karma, ofisten-uzaktan) calisma
olanaklarini ve teknik altyapiyi iyilestirmek amaciyla yatirim yaptigini beyan eden isverenlerin orani
%38 diizeyindedir (Owl Lab., 2021). Buna paralel olarak is géren tarafinda pandemi sonrasinda Global
Workplace Analytics (GWA) tarafindan yapilan bir arastirmaya gore ise, Amerika Birlesik Devletleri’'nde
(ABD) %56’lik bir boliimiiniin en azindan kismen uzaktan galismayla uyumlu bir iste ¢alistigini
gostermektedir (GWA, 2024).

Arastirmalar gosteriyor ki teknolojik altyapr giliclendikce ve isgilicii piyasasi bu altyapiya uyum
sagladik¢a tamamen uzaktan ve hibrit calisma bicimleri yayginlasmaya devam edecek ve dnemini
giinden giine artiracaktir. Bu nedenledir ki uzaktan ¢alismaya dair yapilacak arastirmalar, literatiire ve
profesyonel is hayatina anlamli katkilar yapabilir. Ozellikle pandemi déneminden sonra uzaktan
calismaya dair yapilan arastirmalarin sinirli ve genellikle yalnizca 6rneklemin uzaktan calisan kisilerden
secilerek yapildig1 goriilmektedir. Mevcut arastirmada ise hem 6rneklem uzaktan/hibrit ¢alisanlardan
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secilmis hem de uzaktan calismaya dair miistakil bir 6lgek olan uzaktan c¢alisma tutumu o6lcegi
kullanilmistir. Bu baglamda arastirmada halihazirda uzaktan/hibrit ¢alisanlarin uzaktan c¢alisma
tutumlarinin demografik degiskenlere gore farklilasmalarinin belirlenmesi amaglanmaktadir.
Dogrudan amaca uygun 6l¢ek kullanilarak ve verilerin toplandigi donemin pandemi etkisi olmayan bir
zaman diliminde gerceklesmesi gibi faktorlerden yola cikarak, arastirmanin literatiire 6nemli bir katki
yapacagi degerlendirilmektedir.

2. Kavramsal Cerceve ve Literatiir Taramasi

Bu béliimde 6ncelikle arastirma modelimizde yer alan uzaktan calisma kavramina dair kavramsal
bilgilere yer verilecek, sonrasinda ise uzaktan calisma ile ilgili glincel arastirma bulgular1 ve
yontemlerine deginilecektir.

2.1. Uzaktan ¢alisma kavrami

Literatiirde esnek calisma bicimleri siralanirken ve kavramsallastiriirken bir¢cok farkli model
kullanilmistir. Ancak uzaktan ¢alismanin, esnek ¢alisma bicimlerinden biri olarak genel kabul gordiigu
sdylenebilir (Tilev, 2018; Oztiirkoglu, 2013). Uzaktan ¢alisma kavraminin alt calisma bicimi olarak
tanimlanabilecek ya da karsilig1 olarak kabul edilebilecek farkli kavramlar da kullanilabilmektedir.
Uluslararast literatiir incelendiginde uzaktan ¢calisma anlamindaki “remote work” ile birlikte, “distance
work, virtual work, telework, teleworking, telecommuting, work-from-home” gibi kavramlar da uzaktan
calisma kavrami icin kullanilabilmektedir (Allen, Golden, Shockley, 2015). Ancak mesafeli ¢alisma, sanal
calisma ve evden calisma, uzaktan ¢alismanin alt tiirleri olarak degerlendirilebilir ve tele ¢alisma olarak
anilan kavramlar ise uzaktan ¢alismanin yerine kullanilabilen kavramlar olarak séylenebilir.

Calisma hayatina dair gerceklestirdigi arastirmalarla 6ne ¢ikan International Labour Organization (ILO)
kurumunun, uzaktan ¢alismaya dair yaptigl tanimlamasinda, isverenin sagladig1 ofis disinda yapilan,
islerde bilgisayar, akilli telefon veya tablet gibi bilgi ve iletisim teknolojilerinin (BIT) kullanimi olmasi
gerektigine dikkat ¢ekilmistir (ILO, 2017). Uzaktan ¢alismanin tanimi ve uygulamalar tlkemizdeki
mevzuatta da kendisine yer bulmustur. Uzaktan ¢calisma tanimina yer verilen 4857 sayili Is Kanunu’nun
14. maddesinde, “Uzaktan calisma; iscinin, isveren tarafindan olusturulan is organizasyonu kapsaminda
is gérme edimini evinde ya da teknolojik iletisim araclari ile isyeri disinda yerine getirmesi esasina dayali
ve yazili olarak kurulan is iliskisidir” ifadesine yer verilmistir. Literatiirde yer alan bu tanimlamalardan
yola c¢ikarak kapsamli bir tanim yapmak gerekirse uzaktan c¢alisma, konvansiyonel olarak is
sozlesmesiyle bagh bulunulan isletmenin ofisinden yiiriitiilebilecek bir isi, BIT araclar1 marifetiyle
diizenli olarak tamamen ya da kismen (belirli saatlerde), isletme ofisi disindaki ev, kiralik hazir ofis vb.
alanlarda yiirtitilmesidir.

Uzaktan ¢alismanin, ¢alisanlara ve isverenlere birgok faydasi olmasinin yani sira toplumsal agidan
onemli katkilar sundugu séylenebilir (Demirbag, 2021). Son yillarda calisanlar ve isverenler tarafindan
daha cok tercih edilmeye baslanan uzaktan calismanin galisan, isveren ve toplum acisindan cesitli
faydalarina deginmek yerinde olacaktir.

2.1.1. Uzaktan calismanin ¢alisanlar a¢isindan faydalari

Uzaktan calisma c¢alisanlara is o6zerkligi vermekte ve c¢alisanlarin hissettikleri bu 06zgiir ortam
motivasyonlarina olumlu olarak yansimaktadir (Mattarelli & Tagliaventi, 2010). Arastirmalar
gosteriyor ki, calisanlarin, uzaktan calismalar1 sayesinde kendilerini gézetim altinda hissetmemesi,
onlara daha fazla “bagimsiz olma” duygusunu yasatmakta ve kendi kontroliinii saglama gerekliligi
hissettirerek inisiyatif gelistirmelerine katki saglamaktadir (Bellman & Hiibler, 2021). S6z konusu
ozerklik hissi, ¢alisanlarin motivasyonlarini artirarak 6znel iyi olus ve is doyumu diizeylerini olumlu bir
sekilde etkilemektedir (Wheatley, 2017; Dolan, Peasgood ve White, 2008; Ryan and Deci, 2001).
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Ayrica uzaktan calisanlar lizerine yapilan arastirmalarin birgogunda 6zellikle cift kariyerli ailelerde
uzaktan ¢alismanin, is-aile catismasini azaltan bir ¢alisma bi¢imi olarak goériilmistiir (Sullivan, 2012;
Nadiv, 2022; Otonkorpi-Lehtoranta, Salin, Hakovirta, Kaittila, 2022). Cift kariyerli aile kavrami,
ebeveynlerin ikisinin de kariyer basamakh islerde ¢alisma durumu olarak tanimlanabilir (Oztiirk,
Carikgl & Alparslan, 2018). Ote yandan trafik sorunu olan mega sehirlerde ve seyahat siirelerinin
nispeten fazla olugu yerlerde, isveren ofislerine gitmek yerine evinden ya da sehrin farkh
lokasyonlarinda bulunan kiralik hazir ofis konseptlerinden ¢alisma imkani, calisanlar icin 6nemli vakit
tasarrufu saglayarak is disindaki yasamlarina daha fazla vakit ayirmalarina yardimci olabilir (Stiles &
Smart, 2020).

Uzaktan ¢alisma biciminin zaman y6netiminin iyilesmesi, ¢cesitli sosyal becerilerin gelismesi, liretkenlik
ve verimlilikte artis, sosyal hayata ve aileye daha fazla zaman ayirma gibi katkilar1 araciligiyla, stres ve
zorlanma gibi baz1 durumlardan daha uzak bir yasami ¢alisanlara sundugu belirtilmektedir (Baruch,
2000). Bu gergevede calisanlarin iyi kurgulanmis bir uzaktan ¢alisma uygulamasinda fayda gorecegi
bir¢ok etken bulunmaktadir. Ayrica bazi dezavantajli gruplarin ancak uzaktan ¢alisma bigimi sayesinde
kariyerlerine devam edebilmeleri ya da is hayatina girebilmeleri miimkiin olabilmektedir (Linden,
2014). Bu anlamda uzaktan calisma bi¢imi, calisan bireyler ve isgilicii piyasasina 6nemli bir katki
sunmaktadir. Fiziksel bir engeli bulunup, ise gidip gelmekte zorluk yasayacak bireylerin uzaktan calisma
bicimi sayesinde isgiicli piyasasina dahil olmasi ve boylelikle isverenlerin nitelikli isgiiciinden mahrum
kalmamasi bu duruma spesifik bir 6rnek olarak verilebilir.

2.1.2. Uzaktan ¢calismanin isverenler acisindan faydalari

Uzaktan ¢alisma, isverenlerin énemli maliyet kalemlerinden kurtulmalarina da katki saglamaktadir.
Isverenler, is sézlesmelerine bagh olarak, calisanlarin toplu tasima harcamalar, ya da onlara tahsis
edilen araclarin yakit giderleri ve bakim-onarim harcamalar ile otopark iicretleri gibi giderlerin,
isverenlerce karsilandig1 harcama kalemlerinden kurtulmus olurlar (Daniels, Lomond & Standen, 2000).
Ayrica fiziki ofis altyapilarina harcanan arsa, arazi, bina vb. satin alma-kiralama maliyetleri ya da
bunlara iliskin aydinlatma, 1sinma vb. enerji harcamalarinin énemli bir kismindan ya da tamamindan
tasarruf edebilirler (Bloom, Liang, Roberts ve Ying, 2015).

Ote yandan yukarida anilan bir¢ok ¢alisan agisindan saglanan fayda dolaylh olarak isveren faydasina da
doniisebilmektedir. Calisanlarin hissettigi 6zerklik, 6znel iyi olus vb. bir¢ok faktor isyerinde
motivasyonlarinin artmasi, Uretkenlik diizeyinin yilikselmesi ve buna bagh is performansi artisi
isverenlerin uzaktan ¢alisma biciminden edinecegi 6nemli faydalardan sayilabilir (Aksoy & arkadaslari,
2021). Ayrica ofise gidip gelme zorunluluguna da ortadan kaldirmasi acgisindan ise devamsizligl da
onemli olciide diisiirdiigii ve bu sayede isverenlerin calisanlarin isgiiciinden daha etkili bir sekilde
yararlandigini gosteren ¢alismalar da mevcuttur (Chiru, 2017).

Ayrica salgin hastaliklar, afetler vb. olaganiistii sartlarda ofise gitme zorunlulugu ve fiziki bir ofiste
bulunma mecburiyetini ortadan kaldiracak uzaktan calisma yontemi, c¢alisanlarin isgiiciinden zor
donemlerde dahi faydalanma imkani saglamakta, 6nemli bir rekabet avantaji yaratmakta ve isgiicii
kaybini onleyebilmektedir. (Siitlii & Keles-Taysir, 2022; Adhikari, 2020). Tiim bunlardan hareketle
isverenlerin her ne kadar ¢alisan kontrolii gekinceleri olsa da (Takahashi, Yokoya ve Higuchi, 2023)
uzaktan ¢alisma bigimini uygulamalari ve fayda saglamalari icin bircok sebebi bulunmaktadir.

2.1.3.Uzaktan calismanin toplumsal acidan faydalari

Uzaktan ¢alisma bi¢imi, evden ¢calisma ya da 6zellikle mega kentlerde ¢alisanin ikamet ettigi yere yakin,
“konsept ofis” kullanimlari ile islerin yiiriitiilmesine olanak saglar. Bu sayede ¢alisanlar evlerinden hi¢
cikmadan ya da bir¢ogu yiirtime mesafesi sayesinde motorlu ara¢ kullanmaksizin ¢ok kisa yolculuklar
yaparak ofislerine ulasim saglamaktadir. Boylece trafik sorununun akaryakit kullaniminin ve karbon
saliniminin azalmasina katki saglanmaktadir (Asgari & Jin, 2018, Harpaz, 2002). Trafigin azalmasi
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sonucu trafik kazalarindaki azalma, risk diizeyinin diismesiyle sigorta primleri, tazminat édemeleri,
tamir masraflari vb. bircok kalemde bireysel anlamda tasarruf sagladigi gibi ulusal ekonomiye sagladigi
katki agisindan toplumsal faydaya da doniismektedir (Kaplanhan, 2021).

Evden ¢alisma ya da ikamete yakin kiralik hazir ofis kullanimi sayesinde trafik sorunlarini azalttig: gibi
karbon saliniminin diismesine de katkida bulunan uzaktan ¢alisma, ayni zamanda ofisler i¢in sarf
edilecek enerji, altyap1 harcamalari vb. bir¢cok kaynagin da verimli kullanilmasina olanak tanimaktadir
(Tan, Erhart & Tereci, 2020; Harpaz, 2002). Boylece yasanabilir ve siirdiiriilebilir sehirlerin
yonetilmesinde kolayliklar sunarak toplumsal agidan 6nemli katkilarda bulunmaktadir.

2.2. Literatiir taramasi

Literatiirde uzaktan ¢alisanlarin farkli degiskenler araciligiyla incelendigi oldukg¢a fazla arastirma olsa
da (Otonkorpi-Lehtoranta vd., 2022; VanZoonen, 2021; Zang, Yu ve Marin, 2021) uzaktan calisma
tutumuna dair gelistirilen bir 6lcek araciligiyla cesitli degiskenlerle iliskilerin incelendigi arastirmalar
olduk¢a siirhdir (Kogoglu, 2024; Farah ve Aydogan, 2023; Basol ve Cémlekci 2021). Ote yandan
uzaktan ¢alismanin sosyo-demografik faktorler acisindan incelendigi calismalar da sayica fazla degildir.
Bu baslikta da arastirmamizin amaci ve yontemiyle yakindan iligkili arastirmalara ve arastirmadan elde
edilen bulgularin kisa bir degerlendirilmesine yer verilecektir.

Kocoglu (2024), arastirmasinda 227 uzaktan (Kovid-19 gibi belirli bir donem de olsa) ¢alisan kisi
orneklemi lizerinde Grant vd. (2019) uzaktan c¢alisma 6l¢egi yardimiyla uzaktan ¢alismanin, orgiitsel
baghlk ve is-yasam dengesi iliskilerini incelemistir. Arastirmada uzaktan ¢alisma, ¢esitli sosyo-
demografik degiskenler agisindan da incelenmis ve fark analizleri yapilmistir. Yapilan analizlerin
sonuglarina gore cinsiyet, yas, medeni durum, egitim seviyesi, gelir dlizeyi, sektor, gérev pozisyonu ve
calisma tecriibesine gore uzaktan ¢alisma 6l¢cegi puanlarinin anlaml diizeyde farklilastig1 gérilmiistiir.

Farah ve Aydogan (2023) uzaktan calisan, Somaliland’de yasayan 174 katilimciyla, uzaktan calisma
tutumunun, is performansina etkisini arastirmislardir. Cesitli demografik 6zelliklerin, bu iliskide
diizenleyici roli olup olmadig1 incelenmistir. Veriler, dogrusal regresyon analizi teknigi kullanilarak test
edilmistir. Bulgulara gore, calisanlarin uzaktan ¢alismaya iliskin algilar, is performansini pozitif yonde
etkilemektedir. Ancak yas, cinsiyet, medeni durum, egitim diizeyi, hiyerarsik pozisyonun bu iliskide
diizenleyici bir etkisi goriilmemistir. Tecriibe faktoriiniin ise uzaktan c¢alisma tutumunun is
performansina etkisinde diizenleyici roliiniin oldugu belirlenmistir.

Otonkorpi-Lehtoranta vd. (2022), uzaktan ¢alisan ve 18 yasindan kiiciik en az bir cocuga sahip olan 348
Fin ebeveynden pandemi kisitlamalar1 uygulanmaktayken veri toplayarak, is-aile dengesine ydnelik
insan kaynaklar1 (IK) uygulamalarin ve is-aile-yasam dengesini arastirmiglardir. Arastirmada fark
analizi, timdengelim-tiimevarim ve icerik analizi gibi analiz teknikleri kullanilmistir. Sonuglar, Kovid-
19 donemindeki izolasyon kurallar1 kapsaminda uzaktan ¢alisma silirecinde kadinlarin, erkeklere gore
daha fazla sorumluluk iistlendigini ve bu durumdan daha fazla etkilendigini ortaya koymustur. Ayrica,
is ve aile sorumluluklar arasindaki sinirlarin geleneksel calisma bicimine gore daha bulaniklastig1 ve
hatta kismen ortadan kalktigi goriilmiistiir. Bu sinirlarin yonetimi ve aile i¢i sorumluluklarin
paylasiminda cinsiyet farklarinin belirgin bir sekilde ortaya ¢ciktig1 saptanmistur.

Mevcut arastirmada da kullanacagimiz olgegi gelistiren Basol ve Comlekei (2021), uzaktan ¢alisma
tutumunu cesitli sosyal ve demografik faktorler acisindan incelemistir. Veriler, Kovid-19 pandemisi
doneminde en az 1 saat uzaktan ¢alismis katilimcilardan toplanmistir. Toplam 415 katilimcidan elde
edilen veriler, t-testi, anova ve korelasyon analizine tabi tutulmustur. Bulgular, egitim seviyesi
ylkseldikce beyaz yakali ¢alisanlarin uzaktan ¢alisma tutumunun yiikseldigini gostermistir. Yine is
yuki, uzaktan ¢alisma imkanlarinin yeterliligi, pandemiden 6nce uzaktan calisma deneyimi, uzaktan
calisma sikhig1 gibi faktorlere gore uzaktan calisma tutumunun anlamh diizeyde farklilastig1 tespit
edilmistir. Ote yandan cinsiyet, medeni durum, ¢ocuk sahibi olma durumu, 6zel ya da kamu sektériinde
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calisiyor olma gibi durumlarin uzaktan ¢alisma tutumunda anlamli farklar olusturmadig1 sonucuna
ulasilmistir.

Literatiir incelendiginde uzaktan ¢alismanin demografik degiskenler agisindan incelenmesinin zorunlu
olarak uzaktan ¢alismaya gecis donemlerinde olmasi ve uzaktan ¢alisma i¢in saglanmasi gereken arag-
gereg ile cesitli sosyal dlizenlemelerin olmadig1 géz oniinde bulundurulmasi, is gereklerinin uzaktan
calismaya uygun olmasi ve uzaktan ¢alisanlara dogrudan uzaktan calisma ile ilgili bir 61¢ek uygulanarak
gerceklestirilmesi 6nem arz etmektedir.

Bu dogrultuda arastirma sorusu; “Calisanlarin uzaktan calismaya dair tutumu, ¢esitli demografik
degiskenler acisindan farklilasmakta midir?” olarak belirlenmistir.

3. Arastirma Yontemi

Bu béliimde arastirmada kullanilan model, ¢alisma grubu, veri toplama araglar ve verilerin analizi ile
ilgili bilgilere yer verilmistir.

3.1. Arastirma modeli

Arastirma, nicel veri analizi yontemine goére yapilandirilmistir. Verilerin analizinde arastirmanin
amacina uygun olarak nicel veri analizi yontemlerinden fark analizi teknigi tercih edilmistir. Arastirma
sorusunu test etmek amaciyla bagimsiz 6rnekler t testi ve tek yonlii anova varyans analizi teknikleri
kullanilmistir. Veri toplama yéntemi olarak anket tercih edilmistir.

3.2. Evren ve orneklem

Tiirkiye’de uzaktan ya da hibrit (karma) sekilde ¢alismakta olan 20-65 yas aralifinda bulunan 147 (%
44.7) kadin ve 182 (% 55.3) erkek olmak iizere 329 katilimci arastirmanin ¢alisma grubunu
olusturmaktadir. Katilimcilarin yas ortalamasi 33.47’dir. Veriler kolayda 6rnekleme yontemi ile
toplanmistir. Kolayda érnekleme, en kolay ulasilabilen cevaplayicidan baslayarak hedef sayiya ulasana
dek veri toplama isleminin devam ettigi ve yaygin olarak kullanilan bir 6rnekleme teknigidir (Karagoz,
2019). Cevrimigi platformda hazirlanan anket sorular1 baglanti linki lizerinden ¢agri merkezleri, kiralik
ofis konsepti firmalari, finans kurulusu yetkilileri, teknoparklar ve bagh sirketler ile ¢evrimici egitim
kuruluslari vb. bir¢ok kurulusa yalnizca uzaktan ya da hibrit ¢alisanlarina iletilmistir. Ayrica her ihtimal
g6z O6ntline alinarak calisma sekli ile ilgili bir kontrol sorusu da goniilli olarak katilim beyaninin hemen
sonrasina konulmustur. Calisma seklini “geleneksel (konvansiyonel)” olarak isaretleyen calisanlar i¢in
anket sonlandirilmistir. Elde edilen 441 veriden “geleneksel” calisma bigimini sectigi goriilen 112 yanit
veri setinden c¢ikarilmis ve analizlere 329 veri ile devam edilmistir. Veri toplama araglarinda kullanilan
Olcegimizde toplam 16 ifade bulunmaktadir. Hair, Black, Tatham & Anderson (2010) 6rneklemin
olcekteki ifadelerin en 5 kati, Everitt (1975) ve Nunnally (1978) ise ifade sayisinin en az 10 kat1 olmasi
gerektigini savunmustur. Orneklem sayisi 6lcek ifade sayisi iizerinden hesaplandiginda yukarida anilan
yazarlara gore yeterli diizeye ulasilmistir.

3.3. Veri toplama araclar

Verilerin toplanmasinda Basol ve Comlekei (2022) tarafindan gecerlik ve giivenirlik calismasi yapilan
“Uzaktan Calisma Tutumu Olgegi” ile arastirmacilar tarafindan hazirlanmis demografik 6zelliklerin
belirlenmesine yonelik sorularin bulundugu “Kisisel Bilgi Formu” kullanilmistir.

3.4. Uzaktan ¢calisma tutumu dlcegi

Basol ve Comlekei (2022) tarafindan gecerlik ve giivenirlik calismasi yapilan 6lcek 16 madde ve her bir
boyutu dérder ifadeden olusan dort alt boyuttan olugsmaktadir. Olgegin alt boyutlar sirasiyla; Olumlu
Tutum, Beceri Gelistirme, Olumsuz Tutuma Diren¢ ve Kurumsal Destek boyutlaridir. Olcek maddelerinin
faktor yiikleri .70 ile .91 araliginda degismektedir. Dogrulayic1 faktor analizi sonucunda elde edilen
degerler x"2/sd=2,17, RMSEA=.06, NFI= .97, NNFI= .98, CFl= .99, GFl= .92 ve AGFI=.89 seklindedir.
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Hesaplanan bu degerler uyum sinirlan iginde yer almaktadir. I¢ tutarhlik katsay1 degeri .91 olarak
hesaplanmistir. Elde edilen bu degerler 6lcme aracinin gecerli ve giivenilir oldugunu géstermektedir.
Bu ¢alisma i¢in hesaplanan i¢ tutarlilik katsay1 degeri ise .87 olarak hesaplanmistir.

3.5. Verilerin analizi

Veriler SPSS 26 programi kullanilarak analiz edilmistir. Verilerin analizine baslamadan 6énce normalligin
test edilmesi amaciyla ortalama, standart sapma, carpiklik ve basiklik katsayilar1 hesaplanmistir. Veriler
normal dagilim gosterdigi i¢in 6lcegin alt boyutlarinin puan ortalamalarinin cinsiyet, medeni durum ve
ayni iste daha once geleneksel calisma degiskenlerine gore farklilasip farklilasmadigini tespit etmek
amaciyla bagimsiz 6rneklemler t testi kullanilmistir. Ayrica ¢alisma sekli tercihi, yas, uzaktan calisma
sliresi ve haftalik ortalama uzaktan calisma saati degiskenlerine gore farklilasma olup olmadig1 tek
yonli varyans analizi ile test edilmistir.

4. Bulgular

Bu boliimde uzaktan calisma tutumunun alt boyutlarina ait puan ortalamalarinin bazi demografik
degiskenler acisindan farklilasip farklilasmadigina iliskin yapilan bagimsiz érnekler t testi ve tek yonlii
varyans analizi (ANOVA) sonuglarina yer verilmistir.

Tablo 1

Betimsel Istatistikler
Alt Boyutlar N X Ss Carpikhik Basiklik
Olumlu Tutum 329 14.961 3.883 -710 -.255
Beceri Gelistirme 329 14.985 3.307 -.597 133
Olumsuz Tutuma Direng 329 14.195 3.815 -520 -.204
Kurumsal Destek 329 15.286 3.337 -.824 666

Uzaktan Calisma Tutumu Olgeginin alt boyutlarina ait betimsel istatistikler Tablo 1'de verilmistir.
Ortalama ve standart sapma degerlerinin yakin degerler olmasi ve c¢arpiklik/basiklik katsayi
degerlerinin -1 ile +1 araliginda olmasi normal dagilimin bir gostergesidir. Normal dagilim oldugu icin
verilerin analizinde bagimsiz 6rneklemler t testi ve ANOVA kullanilacaktir.

Tablo 2

Cinsiyet Degiskenine Gore Uzaktan Calisma Tutumunun Alt Boyut Puanlarina Iliskin Betimsel Istatistik ve T-Testi
Sonuglari

Cinsiyet N X Ss t p

Kadin 147 3.79 .93

Olumlu Tutum .908 365
Erkek 182 3.70 1.00
Kadin 147 3.82 .80

Beceri Gelistirme 1.520 130
Erkek 182 3.68 .85
Kadin 147 3.61 .93

Olumsuz Tutuma Direng 1.029 .304
Erkek 182 3.50 97
Kadin 147 391 .82

Kurumsal Destek 1.666 .097
Erkek 182 3.75 .84

p<.05

Tablo 2 incelendiginde, 147’si kadin ve 182’si erkek olmak tizere 329 katilimci oldugu goriilmektedir.
Katilimcilarin cinsiyet degiskenine gore uzaktan ¢alisma algisinin alt boyutlar: olan olumlu tutum,
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beceri gelistirme, olumsuz tutuma diren¢ ve kurumsal destek puan ortalamalarinin anlamh diizeyde
farklilasip farklilagsmadiginin tespit edilmesi icin bagimsiz drneklemler t testi yapilmistir. Analiz
sonuglarina gore; olumlu tutum (p=.365, p<.05), beceri gelistirme (p=.130, p<.05), olumsuz tutuma
diren¢ (p=.304, p<.05) ve kurumsal destek (p=.097, p<.05) puan ortalamalar1 cinsiyete gore
farklilasmamaktadir. Kadinlarin isgiicline katilimlar1 acisindan uzaktan ¢alismanin énemli bir imkan
sundugu goz 6niine alindiginda kadin calisanlarin erkek ¢alisanlara oranla uzaktan g¢alisma tutumuna
dair daha olumlu bir bakis acis1 gelistirmeleri beklenebilirdi. Ancak bulgulara goére iki grup arasinda
anlamli bir fark tespit edilememistir.

Tablo 3

Medeni Durum Degiskenine Gére Uzaktan Calisma Tutumunun Alt Boyut Puanlarina iliskin Betimsel Istatistik ve T-
Testi Sonuclari

Medeni =

Durum N X Ss t p
Evli 178 3.736 998
Olumlu Tutum -.084 933
Bekar 151 3.745 941
Evli 178 3.722 863
Beceri Gelistirme -.578 564
Bekar 151 3.775 .784
Evli 178 3.669 950
Olumsuz Tutuma Direng 2.525 .012
Bekar 151 3.406 942
Evli 178 3.878 .799
Kurumsal Destek 1.332 .184
Bekar 151 3.755 872

p<.05

Tablo 3 incelendiginde, katilimcilarin 178’inin evli ve 151’inin bekar oldugu goriilmektedir.
Katilimcilarin medeni durumlarina gore uzaktan calisma algisinin alt boyutlar1 olan olumlu tutum,
beceri gelistirme, olumsuz tutuma diren¢ ve kurumsal destek puan ortalamalarinin anlamh diizeyde
farklilasip farklilasmadig1 bagimsiz 6rneklemler t testi yapilarak incelenmistir. Analiz sonuglarina gore;
olumlu tutum (p=.933, p<.05), beceri gelistirme (p=.564, p<.05) ve kurumsal destek (p=.184, p<.05)
puan ortalamalari medeni durum degiskenine gore farklilasmamaktadir. Ancak olumsuz tutuma direng
(p=.012, p<.05) alt olgegi evli katihmcilarin lehine farklilasma gostermektedir. Baska bir degisle
olumsuz tutuma direng alt boyutu 6zelinde evli calisanlarin, uzaktan ¢alismaya dair tutumlari, bekar
calisanlara gore anlamh diizeyde daha yiiksektir. Uzaktan calisma biciminin, énemli aile dostu IK
politikalarindan biri oldugu g6z 6niine alindiginda, evli calisanlarin uzaktan ¢alisma tutumlarinin bekar
calisanlara gore daha yiiksek olmasi beklenen bir durum oldugu séylenebilir.
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Tablo 4

Uzaktan Calisma Tutumunun Alt Boyut Puanlarimin Calisma Sekli Tercihine Gére Farkllagip Farkhilasmadigina Iliskin
Tek Yonlii Varyans Analizi Sonuglari

Kaynak KT Sd KO F p
Gruplar g4 647 2 45,271
arasi
Olumlu Tutum Grupigi 218,614 326 671 67,508 .000
Toplam 309,155 328
Gruplar 16,909 5 8455
arasl
Beceri Gelistirme Grupigi 207,274 326 636 13,297 000
Toplam 224,183 328
Gruplar 31,986 ) 15,993
arasi
Olumsuz Tutuma Direng Grupigi 266486 326 817 19564 000
Toplam 298,472 328
Gruplar 2.349 5 1175
arasi
Kurumsal Destek Grupici 225,972 326 693 1,694 185
Toplam 228,321 328

p<.05

Tablo 4’te, katilimcilarin olumlu tutum (p=.000, p<.05), beceri gelistirme (p=.000, p<.05) ve olumsuz
tutuma diren¢ (p=.000, p<.05) puan ortalamalarinin ¢alisma sekli tercihi degiskenine gore anlamlh
diizeyde farklilastig1 goriilmektedir. Ancak, kurumsal destek alt 6lceginin puan ortalamalarinin farkhlik
gostermedigi tespit edilmistir (p=.185, p<.05). Anlamh fark tespit edilen toplam 3 alt boyutta, hangi
gruplarin digerlerinden nasil farklhlastigini tespit etmek amaciyla post-hoc testlerinin yapilmasi
gerekmektedir.
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Tablo 5

Uzaktan Calisma Tutumunun Alt Boyut Puanlarinin Calisma Sekli Tercihine Gére Gruplar Arast Karsilastirilmasina
Iliskin Games-Howell Analizi Sonugclart

Baz Grup N Karsilastirilan Grup Ortalama Farki p
Hibrit (Kismen Uzaktan) ,619” .000
Tamamen Uzaktan 120
Geleneksel 1,807 .000
Tamamen Uzaktan -,619" .000
Olumlu Tutum Hibrit (Kismen Uzaktan) 175
Geleneksel 1,188 .000
Tamamen Uzaktan -1,807" .000
Geleneksel 34
Hibrit (Kismen Uzaktan) -1,188" .000
Hibrit (Kismen Uzaktan) 377" .000
Tamamen Uzaktan 120
Geleneksel ,695” .000
Tamamen Uzaktan -377" .000
Beceri Gelistirme  Hibrit (Kismen Uzaktan) 175
Geleneksel 0.317 .059
Tamamen Uzaktan -,695" .000
Geleneksel 34
Hibrit (Kismen Uzaktan) -0.317 .059
Hibrit (Kismen Uzaktan) 3117 .013
Tamamen Uzaktan 120
Geleneksel 1,091 .000
1 T Tamamen Uzaktan -311" .013
O.umsuz utuma Hibrit (Kismen Uzaktan) 175
Diren¢ Geleneksel 780 .000
Tamamen Uzaktan -1,091" .000
Geleneksel 34
Hibrit (Kismen Uzaktan) -, 780" .000
p<.05

Tablo 4’te ilk ti¢ alt boyutta gruplar arasi anlamli fark olustugu goériilmiistii. Tablo 5’te ise hangi gruplar
arasinda ne yonde anlaml farklarin olustugu goriilebilmektedir. Anova Post-Hoc testlerinden Games-
Howell secilmesinin nedeni gruplar arasindaki 6rneklem sayilarinda esit dagilim olmamasidir. Tablo 5
incelendiginde; olumlu tutum, beceri gelistirme ve olumsuz tutuma diren¢ alt boyutlarinda
katilimcilarin calisma tercihlerinden “geleneksel” calisma sekline nazaran, “tamamen uzaktan” ve
“hibrit (kismen uzaktan)” calisma sekli lehine anlaml fark gértilmektedir. Ayrica yine ayni boyutlarda
“geleneksel” calisma sekli tercihine gore “hibrit (kismen uzaktan)” calisma sekli lehine anlamli fark
bulunmustur. Kurumsal destek alt boyutunda gruplar arasi anlamli fark bulunmadigindan Anova post-
hoc testine tabi tutulmamistir.

Calisanlarin tercihine birakilacak olsa hangi ¢alisma tiiriinii tercih edeceklerine dair sorulan soruda
beklendigi iizere, uzaktan ya da hibrit calismay1 tercih edenlerin uzaktan c¢alisma tutumu o6lgek
puanlarinin, geleneksel calismayi tercih edeceklere oranla anlamlhi diizeyde daha yiiksek oldugu
goriilmektedir. Yine beklenebilecegi gibi uzaktan ¢alismayi tercih edenlerin puan ortalamalari ise hibrit
calismayi tercih edenlere oranla 3 alt boyutta anlaml diizeyde daha ytliksek oldugu tespit edilmistir.
Olgek uzaktan ¢aligma tutumuna dair olumlu bir tutum icinde olanlarin puanlarinin daha yiiksek olacag1
bir oldugu diisiiniildiigiinde ¢alisanlarin ¢alisma tiirii tercihlerindeki egilimlerinin de bu minvalde
gerceklesmesi beklenebilir bir durumdur.
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Tablo 6

Uzaktan Calisma Tutumu Alt Boyut Puanlarinin Yas Degiskenine Gore Farkhlasip Farklilasmadigina iliskin Tek
Yonlii Varyans Analizi Sonuglari

Kaynak KT Sd KO F p
Gruplar arast 6.895 5 1.379
Olumlu tutum Grup i¢i 302.260 323 936 1.474 .198
Toplam 309.155 328
Gruplar arast .681 5 136
Beceri Gelistirme Grup i¢i 223.502 323 .692 197 .964
Toplam 224.183 328
Gruplar arast 10.932 5 2.186
Olumsuz Tutuma Direng Grup i¢i 287.540 323 .890 2.456 .033
Toplam 298.472 328
Gruplar arast 5.418 5 1.084
Kurumsal Destek Grup i¢i 222.903 323 .690 1.570 168
Toplam 228.321 328

p<.05

Tablo 6'da katilimcilarin uzaktan ¢alisma algisinin alt boyutlarina ait puan ortalamalarinin yas
degiskenine gore farkllasip farklilasmadigina iliskin yapilan tek yonlii varyans analizi (ANOVA)
sonuglar1 verilmistir. Katilimcilarin olumlu tutum (p=.040, p<.05) puan ortalamalarinin yas degiskenine
gore farklilasma gosterdigi tespit edilmistir. Fakat beceri gelistirme (p=.230, p<.05), olumsuz tutuma
diren¢ (p=.232, p<.05) ve kurumsal destek (p=.386, p<.05) alt boyutlarindan alinan puanlarin
ortalamalarinin yas degiskenine gore anlaml diizeyde farklilasmadigi gérilmiistiir. Anlaml fark tespit
edilen olumsuz tutuma direng alt boyutunda, hangi gruplarin digerlerinden nasil farklilastigini tespit
etmek amaciyla post-hoc testlerinin yapilmasina ihtiya¢ duyulmaktadir.
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Tablo 7

Uzaktan Calisma Tutumu Alt Boyut Puanlarinin Yas Degiskenine Gére Gruplar Arast Karsilagtirlmasina liskin
Scheffe Analizi Sonuglari

Baz Grup N Karsilastirilan Grup  Ortalama Farki p
25-29 yas -.241 .888
30-34 yas -.337 691
20-24 yas 37 35-39 yas -475 .340
40-44 yas -496 311
45 yas ve lizeri -702 127
20-24 yas 241 .888
30-34 yas .095 .995
25-29 yas 88 35-39 yas -.233 .832
40-44 yas -254 794
45 yas ve uzeri -460 427
20-24 yas .337 691
25-29 yas .095 .995
30-34 yas 68 35-39 yas -.137 .985
40-44 yas -.159 974
Olumsuz Tutuma 45 yas ve lizeri -.365 716
Diren¢ 20-24 yas 475 340
25-29 yas 233 .832
35-39 yas 57 30-34 yas 137 .985
40-44 yas -021 1.000
45 yas ve lizeri =227 957
20-24 yas 496 311
25-29 yas 254 794
40-44 yas 52 30-34 yas .159 974
35-39 yas .021 1.000
45 yas ve lizeri -.205 974
20-24 yas .702 127
25-29 yas 460 427
45 yas ve 27 30-34 yas 365 716
lizeri
35-39 yas 227 957
40-44 yas .205 974

p<.05
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Tablo 7’de, hangi yas gruplari arasinda ne ydonde anlaml farklarin olustugu goriilebilmektedir. Anova
Post-Hoc testlerinden Scheffe secilmesinin nedeni gruplar arasindaki orneklem sayilarinin dengeli
dagilim gostermesidir. Tablo 7 incelendiginde; yapilan Post-Hoc testinde herhangi bir grup arasinda
anlamli diizeyde bir fark goriillememistir. Bu yiizden Post-Hoc testi sonucu olusturulan yas gruplarina
gore herhangi bir alt boyut icin anlaml bir farklilik olusmadigi séylenebilir.

Uzaktan calisma bigimi teknolojik altyap1 ile uygulama alani bulan bir ¢alisma seklidir. Teknoloji ile geng
yas gruplari arasindaki pozitifiliski diistintildiiglinde, geng yas gruplarinin uzaktan calisma tutumlarinin
daha yash gruplara oranla yliksek olabilecegi beklenebilirdi. Ancak buna dair anlamli dizeyde bir
farklilasma olmadig1 ve yas gruplarinin uzaktan ¢alisma tutumunu farklilastirmadig goriilmiistiir. Bu
ylzden isveren tarafinin istihdam politikalarinda yas gruplarinda ziyade mesleki ve teknoloji kullanimi
tecriibelerini de hesaba katarak adim atmalarinin daha dogru olacagi séylebilir.

Tablo 8

Uzaktan Calisma Tutumu Alt Boyut Puanlarinin Uzaktan Calisma Siiresi Degiskenine Gére Farklilasip
Farkhlasmadigina Iliskin Tek Yénlii Varyans Analizi Sonuglart

Kaynak KT Sd KO F p
Gruplar arast 5.780 4 1.445
Olumlu tutum Grup i¢i 303.375 324 .936 1.543 .189
Toplam 309.155 328
Gruplar arast 7.625 4 1.906
Beceri Gelistirme Grup ici 216.558 324 .668 2.852 .024
Toplam 224.183 328
Gruplar arast 16.279 4 4.070
Olumsuz Tutuma Direng Grup ici 282.193 324 871 4.673 .001
Toplam 298.472 328
Gruplar arast 2.500 4 .625
Kurumsal Destek Grup ici 225.822 324 .697 .897 466
Toplam 228.321 328

p<.05

Tablo 8 incelendiginde, katilimcilarin olumlu tutum (p=.189, p<.05) ve kurumsal destek (p=.466, p<.05)
alt boyutlarina ait puan ortalamalari uzaktan calisma siiresi degiskenine gore anlamh diizeyde
farklilasmadig1 goriilmektedir. Ancak beceri gelistirme (p=.024, p<.05) ve olumsuz tutuma direng
(p=.001, p<.05) alt boyutlarinin puan ortalamalarinin uzaktan c¢alisma siliresine gore farklilasma
gosterdigi saptanmistir.
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Tablo 9

Uzaktan Calisma Tutumu Alt Boyut Puanlarinin Uzaktan Calisma Siiresi Degiskenine Gére Gruplar Arasi
Karsilastirmaya Iliskin Games-Howell Analizi Sonuglari

Baz Grup N Karsilastirilan Grup Ortalama Farki P
7-12 ay .198 724
0-6 ay 61 13-18 ay 377 156
19-24 ay 494 .063
24 ay ve daha fazla .078 967
0-6 ay -198 724
13-18 ay 179 .856
-12

7123y 53 19244y 295 556
24 ay ve daha fazla -120 910
0-6 ay -.377 156
Beceri Gelistirme 13-18 ay 42 7-12 ay -179 856
19-24 ay 116 977
24 ay ve daha fazla -.299 252
0-6 ay -494 .063
7-12 ay -.295 .556

19-24 27
& 13-18 ay -116 977
24 ay ve daha fazla -416 .105
0-6 ay -.078 967
24 ay ve daha 146 7-12 ay 120 910
fazlasi 13-18 ay .299 .252
19-24 ay 416 .105
7-12 ay 166 844
0-6 ay 61 13-18 ay 702* .003
19-24 ay .628* .030
24 ay ve daha fazla 343 .062
0-6 ay -166 844
13-18 ay 536 071

-12
712ay 53 19242y 462 236
24 ay ve daha fazla 177 766
ol Tut 0-6 ay -702* .003
umsuz Tutuma

b 13-18 ay 42 7-12 ay -.536 .071
Ireng 19-24 ay -.074 .998
24 ay ve daha fazla -.359 262
0-6 ay -.628* .030
7-12 ay -462 236

19-24 27
g 13-18 ay 074 998
24 ay ve daha fazla -.284 .599
0-6 ay -.343 .062
24 ay ve daha 146 7-12 ay -177 766
fazlasi 13-18 ay .359 262
19-24 ay 284 .599

p<.05

Tablo 8'de yalnizca beceri gelistirme ile olumsuz tutuma direnc alt boyutlarinda gruplar arasi anlaml
fark olustugu goriilmiistii. Tablo 9’da ise hangi gruplar arasinda ne yonde anlaml farklarin olustugu
goriilebilmektedir. Anova Post-Hoc testlerinden Games-Howell secilmesinin nedeni gruplar arasindaki
orneklem sayilarinin esit dagilim géstermemesidir. Tablo 9 incelendiginde; yapilan Post-Hoc testinde
yalnizca olumsuz tutuma direng alt boyutunda, 0-6 ay siiresince ¢alisanlar lehine, 13-18 ay ve 19-24 ay
calisanlara gore anlamli fark oldugu goriilmektedir.

Uzaktan c¢alisma deneyimlerinin siiresi arttikca gelistirilen uzaktan calisma bicimine dair olumlu
tutumun artmasi beklenirken, tiim alt boyutlarda olmasa da bazi gruplar arasinda bunun tersi oldugu
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gorilmistiir. Sinirli da olsa uzaktan calisma deneyiminin artmasi uzaktan calisma bicimine dair
gelistirilen olumlu tutumu disiirdigii gozlemlenmistir. Burada isverenlerin calisanlarina uygun
ortamlar1 hazirlamasi ve desteginin dnemi ortaya ¢ikmakta oldugu sdylnebilir.

Tablo 10

Uzaktan Calisma Tutumu Alt Boyut Puanlarinin Haftalik Ortalama Uzaktan Calisma Saati Degiskenine Gére
Farkhlasip Farkhlasmadigina liskin Tek Yénlii Varyans Analizi Sonugclart

Kaynak KT Sd KO F P
Gruplar 19.039 3 6.346
arasl

Olumlu tutum Grup ici 290.117 325 893 7.109 .000
Toplam 309.155 328
Gruplar 4901 3 1634
arasl

Beceri Gelistirme Grup ici 219.282 325 675 2421 .066
Toplam 224.183 328
Gruplar 8.242 3 2746
arasl

Olumsuz Tutuma Direng Grup ici 290.225 325 .893 3.079 028
Toplam 298.472 328
Gruplar 6.197 3 2.066
arasl

Kurumsal Destek Grup ici 222125 325 .683 3.022 030
Toplam 228.321 328

p<.05

Tablo 10 incelediginde, katilimcilarin olumlu tutum (p=.000, p<.05), olumsuz tutuma diren¢ (p=.028,
p<.05) ve kurumsal destek (p=.030, p<.05) alt boyutlarina ait puan ortalamalarinin haftalik ortalama
uzaktan calisma saatine gore anlaml diizeyde farklilastig1 tespit edilmistir. Ancak beceri gelistirme alt
Olcegine ait puan ortalamasinin anlamli olarak farklilasmadig1 goriilmiistiir (p=.066, p<.05).
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Tablo 11

Uzaktan Calisma Tutumu Alt Boyut Puanlarinin Haftalik Ortalama Uzaktan Calisma Saati Degiskenine Gére Gruplar
Arasi Karsilastirmaya Iliskin Games-Howell Analizi Sonuglari

Baz Grup N Karsilastirilan Grup Ortalama Farki p
16-30 saat -.307 123
0-15 saat 117 31-45 saat -,638%* .000
45 saatten daha fazla -.230 .535
0-15 saat 307 123
16-30 saat 89 31-45 saat -.331 .063
Olumlu Tutum 45 saatten daha fazla .076 971
0-15 saat ,638* .000
31-45 saat 76 16-30 saat 331 .063
45 saatten daha fazla 407 .075
0-15 saat 230 .535
45 saatten daha 47 16-30 saat -076 971
fazla
31-45 saat -407 .075
16-30 saat -225 286
0-15 saat 117 31-45 saat -.066 960
45 saatten daha fazla 284 440
0-15 saat 225 .286
16-30 saat 89 31-45 saat 159 672
Olumsuz Tutuma 45 saatten daha fazla 510 .050
Direng 0-15 saat 066 960
31-45 saat 76 16-30 saat -.159 672
45 saatten daha fazla .350 .300
0-15 saat -.284 440
45 saatten daha 47 16-30 saat -510 050
fazla
31-45 saat -.350 .300
16-30 saat -.035 991
0-15 saat 117 31-45 saat -.289 .065
45 saatten daha fazla -.309 .149
0-15 saat .035 991
16-30 saat 89 31-45 saat -.254 152
Kurumsal Destek 45 saatten daha fazla -274 254
0-15 saat .289 .065
31-45 saat 76 16-30 saat 254 152
45 saatten daha fazla -.020 .999
0-15 saat .309 .149
45 saatten daha 47 16-30 saat 274 254
fazla
31-45 saat .020 999

p<.05

Tablo 10’da yalnizca beceri gelistirme haricindeki tiim alt boyutlarda, gruplar arasi anlamhl fark
olustugu goriilmustii. Tablo 11'de ise hangi gruplar arasinda ne yonde anlamh farklarin olustugu
goriilebilmektedir. Anova Post-Hoc testlerinden Games-Howell secilmesinin nedeni gruplar arasindaki
orneklem sayilarinin esit dagilim géstermemesidir. Tablo 11 incelendiginde; yapilan Post-Hoc testinde
yalnizca olumlu tutum alt boyutunda, haftalik ortalama 31-45 saat ¢alisanlar lehine, 0-15 saat
calisanlara gore anlamli bir fark oldugu goriilmektedir.
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Buradan hareketle 6zellikle hibrit c¢alisanlarda simirli bir uzaktan c¢alisma siiresi oldugu
disiinildiigiinde uzaktan ¢alismaya dair olumlu tutumun, bazi alt boyutlarda daha uzun siireler uzaktan
calisanlara oranla daha az gelistigi ¢ikarimi yapilabilir. Ozetle uzaktan calisma bicimini daha sik
deneyimleyen ¢alisanlarin daha seyrek deneyimleyenlere oranla uzaktan ¢alisma tutumlariin olumlu
yonde etkilendigi soylenebilir.

Tablo 12

Uzaktan Calisma Tutumu Alt Boyut Puanlarinin Ayni Iste Daha Once Geleneksel Calisma Degiskenine Gére Farklilasip
Farklhilasmadigina Iliskin Betimsel Istatistik ve t-testi Sonuglari

Daha Once Geleneksel =

Calisma Durumu N X Ss t p

Evet 246 3,745 993 154 .878
Olumlu Tutum

Hay1r 83 3,726 906

Evet 246 3,729 .849 -.662 .508
Beceri Gelistirme

Hayir 83 3,798 760

Evet 246 3,612 922 2,078 .039
Olumsuz Tutuma Direng

Hay1r 83 3,361 1.026

Evet 246 3,779 .837 -1.612 .108
Kurumsal Destek

Hay1r 83 3,949 .819

p<.05

Tablo 12 incelendiginde, katilimcilarin uzaktan ¢alisma sekli ile ytriittiikleri islerini daha 6ncesinde
geleneksel yiiriitiip yiirtitmediklerine gére olumsuz tutuma direng (p=.039, p<.05) alt 6lgegine ait puan
ortalamalarinin anlamli olarak farklilastigi gériilmektedir. Tespit edilen farklilasma ayni isi daha 6nce
geleneksel sekilde calisan katilimcilarin lehinedir. Fakat olumlu tutum (p=.878, p<.05), beceri gelistirme
(p=.508, p<.05) ve kurumsal destek (p=.108, p<.05) alt boyutlarina ait puan ortalamalarinin anlaml
olarak farklilasmadigi gorillmiistiir.

Arastirmanin amaci dogrultusunda incelenen tiim bulgular degerlendirildiginde bazi demografik
degiskenlerin uzaktan calisma tutumunu farkhlastirdigi tespit edilmistir. Ozetlenecek olursa, cinsiyet,
yas, medeni durum ve ayni isi daha 6nce geleneksel yiirtitmiis olma durumunun uzaktan calisma
tutumunu farklilastirmadigi goriilmistiir. Tercihe birakildiginda istenen ¢alisma sekli, uzaktan ¢alisma
tecrilibe siiresi ve haftalik ortalama uzaktan calisma siiresinin ise bazi alt boyutlarda kismen uzaktan
calisma tutumunu anlamh diizeyde farklilastirdig: tespit edilmistir.

5. Sonug

Arastirma bulgularimiz ile literatiirdeki benzer arastirmalarin bulgularini karsilastirdigimizda bazi
bulgularin literatiirii destekledigi bazilarinin ise literatiirden farkli oldugu gorilmektedir. Oncelikle
benzer arastirmalarda olmayip mevcut arastirmada yer alan; tercihinize birakilsa hangi calisma tiirtinii
tercih etmek istediklerine dair soruda, yanitlarin uzaktan ¢alisma tutumu 6l¢eginin ilk ti¢ alt boyutunda
(olumlu tutum, beceri gelistirme ve olumsuz tutuma direnc¢) anlaml olarak farklilastigi goriilmistiir.
Gruplar arasi karsilastirma yapilan post-hoc testinde ise beklenilen dogrultuda uzaktan ¢alismayi tercih
edeceklerin 6lgcek puanlary; hibrit ve geleneksel ¢alismay1 tercih edenlerden daha yiiksek; hibrit
calismay tercih edenlerin de geleneksel ¢calismayi tercih edeceklere gore daha yiiksek olarak anlamli
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diizeyde farklilasmistir. Bu durum aslinda uzaktan ¢alisma tecriibesi arttik¢a calisma bicimine uyumun
arttigl ve bu anlamda isverenlerin uzaktan g¢alisanlara verdigi/verecegi kurumsal destegin (egitim,
oryantasyon, teknolojik altyap1 vb.) 6nemini ortaya ¢ikarmaktadir.

Onceki arastirmalarda yer almayan baska bir kriter olarak ne kadar siiredir uzaktan ¢ahsildiginin
uzaktan calisma tutumu diizeyini anlaml olarak farklilasmasinin incelendigi Tablo 8’e gore ise beceri
gelistirme ve olumsuz tutuma diren¢ alt boyutlarinda anlamh fark bulunmustur. Ancak post-hoc
testlerinden, yalnizca olumsuz tutuma direncte genel olarak daha tecriibesiz olan uzaktan ¢alisanlarin
olumsuz tutuma direnclerinin daha az oldugu ¢ikarilabilir. Bu sonuglardan hareketle uzaktan calisma
diizenine uyum siirecinin ¢alisan agisindan 6nemli oldugu sdylenebilir. Nitekim, Van Zoonen ve
arkadaslarinin (2021), oldukea ytliksek katilimci barindiran (2242 uzaktan calisan) arastirmalarinda,
uzaktan calismaya uyum konusunda isverenlerin, ¢alisanlarin1 destekleme ve adaptasyon siirecini
kolaylastirmalarinin 6nemi, ¢alisan refahi ve motivasyonu agisindan vurgulanmaktadir (Van Zoonen vd.
2021).

Benzer nitelikteki arastirmalarda yer almayip arastirmamiza dahil edilen bir diger soru olan énceden
ayni isi geleneksel olarak yiiriitiilmesi sorusu icin de 6lgegin olumsuz tutuma direng¢ alt boyutunda
anlaml bir farkliligin oldugu tespit edilmistir. Beklendigi gibi bu soruya “evet” yanitini verenler yani
daha 6nce ayni isi geleneksel olarak yiiriitenlerin 6l¢ek puanlar: digerlerine gére daha ytiksektir. Bu
anlamda iki ¢alisma seklini tecriibe ederek kiyaslayabilenler uzaktan ¢alismaya dair daha olumlu bir
tutum icindedir ¢ikarimi yapilabilir.

Uzaktan calisma tutumunun mevcut arastirmada yas degiskenine gore farklilasmadigl sonucuna
ulasilmistir. Bu durum Farah ve Aydogan (2023) ile Basol ve Comlekei (2021) yaptiklar: arastirmalarla
benzerlik arz etmektedir. Ote yandan Otonkorpi-Lehtoranta ve arkadaslarinin (2022) cinsiyet
esitsizligine odaklanan arastirmasinda bu durumun aksi yoniinde bazi sonuglara rastlanmistir. Bir diger
deyisle Otonkorpi-Lehtoranta ve arkadaslarinin (2022) yaptig1 ¢calisma uzaktan ¢alisanlarda erkek ve
kadinlarin uzaktan ¢alisma tutumlarinin anlamh bir sekilde ayristigini gosteren bulgular ulasmistir.
Ayn sekilde Kocoglu'nun (2024) yaptig1 arastirmada da yine yaslara gore uzaktan ¢alisma algisinin
degistigi sonuclarina ulasilmistir. Mevcut arastirmada ise bunun aksi yonde sonuglara ulasilmistir.
Ancak arastirmada kullanilan dlcekteki 4 alt boyuttan yalnizca birinde ve toplam 4 yas grubunun ikisi
arasinda bdyle bir anlaml farklilik oldugu ve buna gore 18-27 yas araligindakilerin etkinlik/verimlilik
alt boyutundaki 6lcek puanlarinin, 41-50 yas aralifindakilere gore anlamli diizeyde yiiksek oldugu
tespit edilirken diger yas gruplarinin hi¢birinde bu gériilmemistir. Dolayisiyla anlamli bir farklhilik ve
yas arttikca ya da azaldikca 6lcek puani artmakta ya da azalmakta gibi bir genel ¢ikarim yapmak dogru
olmayabilir. Bu yiizden mevcut arastirmada yas gruplarinda anlaml bir fark goriillmemesi durumunun
genel olarak literatiirle ayrismadigi soylenebilir. Yas degiskeninde aslinda genc¢ calisanlarin gérece yasi
biiylik olanlara nazaran uzaktan ¢alismay1 daha ¢ok benimseyebilecekleri tahmin edilmisti. Nitekim
uzaktan calisma teknolojik iletisim araclari yardimiyla uygulamaya gecen bir ¢calisma bicimidir (Aydin,
2008, s.352). Bu yiizden genc yastakilerin daha ileri yaslardaki ¢alisanlara nazaran teknoloji ile daha
sicak bir iliski icinde olabilecegi 6ngoriilmustii. Ancak uzaktan galisanlarin biiyiik bir kisminin Bilgi
Teknolojileri (BT) sektoriinde olmasi ve kurumlarin uzaktan calisanlara egitim, oryantasyon vb.
destekleri sagliyor olmalari anlamli farkin olusmamasina neden olmus olabilir.

Uzaktan calisma tutumunun medeni durum degiskenine gore farklilastigi tespit edilen mevcut
arastirmamizda ise Otonkorpi-Lehtoranta ve arkadaslart (2022) ile Kocoglu'nun (2024)
arastirmalarinin bulgulariyla paralellik arz etmektedir. Nitekim Tablo 3’e gore evli ¢alisanlarin bekar
calisanlara gore uzaktan ¢alisma tutumlarinin olumsuz tutuma direncleri daha diisiik diizeydedir. Yine
bulgulara gore zayif da olsa, haftalik uzaktan calisma stiresi yiiksek olanlarin diisiik olanlara nazaran
olumlu tutum diizeyleri daha fazla oldugu s6ylenebilir. Haftalik calisma siiresi uzadikga, calisma sekline
uyumun kolaylasabilecegi yontinden bu durumun beklenen bir durum oldugu sdylenebilir.
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Farah ve Aydogan’in (2023) yaptiklar1 calismada calisanlarin uzaktan ¢alismaya iliskin algilarinin is
performanslar1 lizerinde anlamli etkisi oldugu, ancak bu etkide yas, cinsiyet, medeni durum gibi
demografik degiskenlerin herhangi bir diizenleyici rolii olmadig tespit edilmistir. Mevcut arastirmada
ise egitim diizeyi hari¢ diger ii¢ degiskenin calisanlarin uzaktan c¢alisma tutumlarinin farklilasmadig
tespit edilmistir. Bu anlamda Farah ve Aydogan’in (2023) bulgulari ile mevcut arastirmanin bulgularinin
ortiismektedir. Mevcut arastirmada medeni durum 6lgegin bir alt boyutunda anlamli diizeyde farklilik
oldugu tespit edilmisse de genel olarak benzer sonuclar gériilmektedir. Ote yandan Kocoglu’'nun (2024)
arastirmasinda uzaktan ¢alisma icin cinsiyet, yas, medeni durum, egitim seviyesi, gelir diizeyi, sektor,
gorev pozisyonu ve tecriibenin anlamli olarak farklilastig1 sonuglarina ulasilmistir. Mevcut arastirmada
da medeni durum ve tecriibe faktorleri acisindan bulgular ortiisiirken cinsiyet ve yas acisinda bulgular
farklilasmaktadir. Ote yandan belirtmek gerekir ki, Farah ve Aydogon (2023), bagimsiz degiskeni
uzaktan calisma algisi olmak iizere iki degisken arasindaki etkide, demografik degiskenlerin diizenleyici
bir etkisi olup olmadigini incelerken, mevcut arastirmada yalmizca uzaktan c¢alisma tutumu
degiskeninde demografik degiskenlerin ilgili tutumu farklilastirmasi incelenmistir.

Mevcut arastirmanin yapilan benzer arastirmalardan ayrilan en 6nemli yam verilerin pandemi
kisitlamalari1 nedeniyle zorunlu uzaktan calismaya gecenlerden degil pandemi sonrasinda da rutin bir
uzaktan calisma deneyimi stlirdirenler iizerine yapilmis olmasidir. Ayni zamanda uzaktan calismaya
dair bir calismanin yalnizca segilen 6rneklem iizerinden degil dogrudan uzaktan ¢alismaya dair tutum
diizeyi belirleyen bir o6lcek lizerinden yapilmis olmasidir. Mevcut arastirmadaki calisma grubu
biiytikligii ve niteligi gibi sinirhiliklar ile diger arastirma sonuclari ile farkliliklarin bulunuyor olmasi géz
oniine alinarak gelecekte uzaktan calismaya dair genis caph ve farkli arastirma teknikleri ile yapilacak
arastirmalarin literatiire 6nemli katkilarda bulunacagi sdylenebilir.

Uzaktan calisma algis1 ya da tutumunun incelenecegi arastirmalarin érgiitsel davranis baglaminda farkh
degiskenlerle yapisal esitlik modeli, dogrusal veya hiyerarsik regresyon vb. analiz teknikleri ile
yapilacak calismalar literatiire katki saglayabilir. Ayrica uzaktan calisma ve geleneksel calisma
yontemlerinin kiyaslamasinin daha somut ortaya konabilecegi deney-kontrol gruplarinin oldugu, nicel
ve nitel analizin birlikte kullanildigi tiirden arastirmalar, calisanlar ve isverenler ag¢isindan
arastirmacilara ve profesyonellere da spesifik katkilar sunabilir.
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1. Introduction

The nature of healthcare needs, the determinants of these needs, and the priorities in health services
have become increasingly critical topics. Issues such as access to health information, advancements in
health technology, rising healthcare costs, demographic shifts, and changes in social and economic life
have brought about significant transformations. The commercialization of health, seen through the lens
of neo-liberal policies, has transformed being healthy from a birthright into a commodified service or
product, accessible and consumable for a better quality of life. Turanci and Bulut (2016) noted that this
commercialization is evident in the private healthcare sector. However, scientific studies and
international experiences suggest that healthcare cannot be fully managed under free market conditions
due to its unique nature. Unlike other goods and services, healthcare often requires specific regulations,
especially in marketing practices like advertising, to address issues such as information asymmetric and
the critical nature of the services provided.

Montefiori (2008) argued that healthcare users might not accurately assess the quality of advertised
services without additional information. Conversely, Kim and Diwas (2019) found that patients could
be positively influenced by hospital advertisements. Although legal regulations in Tirkiye impose
restrictions on advertising in healthcare, there is a growing trend of utilizing marketing tools, including
promotional and informational activities. Elrod and Fortenberry (2020) highlighted that while
healthcare advertising was previously viewed negatively and heavily restricted, it is now considered a
vital communication tool in healthcare delivery. Similarly, Temel and Akinci (2016) observed that the
competitive market and global changes have led to increased acceptance and use of healthcare
marketing.

Health services are provided in an increasingly competitive environment due to factors such as rising
costs, technological advancements, the pursuit of a better quality of life, and the expanding role of the
private sector. To succeed in this competitive market, health service providers strive to offer diverse
and high-quality services, provide advantages in price, time, and location, and build a strong image. One
of the most effective tools in achieving this is marketing. Berkowitz (2022) defined marketing as the
planning and execution of pricing, promotion, and distribution processes for ideas, goods, or services to
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meet individual or organizational objectives, emphasizing the growing importance of consumer
satisfaction. Healthcare marketing involves understanding the needs and desires of potential patients
to meet their healthcare needs to the highest standards (Radu et al., 2017). Key marketing activities
include promotional and informational activities and advertising. Although legal regulations often
restrict advertising in healthcare services, these activities are effectively implemented as "advertising”
in practice.

In Tiirkiye, studies on healthcare advertising have primarily focused on legal regulations (Motur and
Tatli, 2021; Erbay and Yalgin, 2018; Agirbas et al,, 2011). These studies reveal that advertisements are
a commonly used marketing tool, especially among private hospitals, beauty centers, and aesthetic
clinics. Erbay and Yal¢in's (2018) analysis of Advertising Board decisions between 2013 and 2017
showed a rising trend in health-related advertising penalties, with most advertisements appearing
online, in brochures, and newspapers. However, there is limited information on the specific advertising
tools used by private hospitals. For example, Temel and Akinci (2016) listed posters, advertisements,
brochures, and educational activities as common advertising tools in Tiirkiye. Ekiyor and Tengilimoglu
(2014) explored the relationship between advertising freedom and the effectiveness of various
advertising mediums in the health sector, noting that 21.5% of participants relied on the internet and
social media, 9.3% on traditional advertisements, and 12% on promotional brochures for information
about health services and products. Notably, 67.9% of participants believed that advertising restrictions
in the health sector should be relaxed in a controlled manner, while 12.4% supported a complete
removal of these bans. Giiney and Selvi (2017) examined healthcare users' attitudes toward private
hospital advertisements, finding that negative attitudes increased with the education level of
participants. Yagar and Soysal (2017) concluded that factors such as technology, accessibility, and staff
competence were more influential than promotional activities in shaping hospital preferences. Despite
the growing importance of these findings, there is still a limited number of studies focusing specifically
on healthcare users' attitudes. Given the increasing number of private health service providers and the
rise in service utilization, particularly in a large, populous city like Istanbul, understanding user
attitudes towards private hospital advertisements is crucial. This study aims to fill this gap by exploring
three main questions: "What positive or negative attitudes do healthcare users have about the
advertising activities of private hospitals?”, "What factors influence the choice of hospitals where
healthcare users receive services?", and "Which promotional activities of hospitals are most effective
from the perspective of healthcare users?" This study seeks to provide insights into the impact of
promotional activities on hospital selection and their contribution to the overall goals of these activities.

1.1. Hospitals and promotional activities in Tiirkiye

Private hospitals in Tiirkiye are defined by the Law on Private Hospitals as "health hostels, other than
state hospitals and hospitals operated by private administrations and municipalities, established to
treat patients through hospitalization or to care for individuals who are newly ill under sanitary
conditions and provide childbirth assistance until they regain their strength (2219 Sayili Hususi
Hastaneler Kanunu, 1933). The Regulation on Private Hospitals states that private hospitals, owned by
natural persons and private legal entities—excluding those operated by the State, provincial special
administrations, municipalities, universities, and other public legal entities—are required to provide
outpatient and inpatient examination, diagnosis, and treatment services in one or more specialties
continuously and regularly for twenty-four hours, provided they meet the building, service, and
personnel standards specified in the Regulation (Ozel Hastaneler Yonetmeligi, 2002).

Over the past two decades, the private sector's involvement in health service delivery has significantly
expanded, becoming one of Tiirkiye's fastest-growing service sectors. According to the 2022 Yearbook
of Health Statistics published by the Ministry of Health General Directorate of Health Information
Systems, the number of private hospitals increased by 111%, from 271 in 2002 to 572 in 2022. Likewise,
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the number of hospital beds in private hospitals rose by 345%, from 12,387 in 2002 to 55,069 in 2022.
Private hospitals accounted for 37% of all hospitals in Tirkiye and 21% of the total number of patient
beds. In 2022, the number of physician consultations per capita in private hospitals was 0.9. Of the
admissions to secondary and tertiary health care providers, 16% occurred in private hospitals. These
data highlight the growing role of private hospitals in the provision of health services in Tiirkiye. In
2022, there were also 290 private polyclinics and 579 private medical centers providing health services.
In the realm of oral and dental health, there were 4,083 private enterprises at the institutional level and
17,724 at the unit level (Saghk Bakanligi, 2024).

Advertising serves as a market tool to achieve profitability for the supplier of a product or service while
also providing information to consumers. However, because health information often includes clinical
details that are not easily understood by the general public, incorrect, biased, or incomplete information
can have serious, sometimes irreversible, consequences for individuals' health. Therefore, advertising
activities in health services are distinguished from those in other goods and services sectors,
considering the definition of health as a birthright and the unique characteristics of health services.
According to the Regulation on Advertising, Commercial Advertising, and Unfair Commercial Practices,
advertising includes any marketing communication conducted by advertisers in any medium to
promote the sale or rental of goods or services or to inform or persuade the target audience (Ticari
Reklam ve Haksiz Ticari Uygulamalar Yonetmeligi, 2015). The promotional activities that hospitals in
Tiirkiye can undertake are outlined in the Regulation on Private Hospitals. According to this regulation,
private hospitals can engage in information and promotional activities aimed at protecting and
improving health. However, they are prohibited from including misleading, exaggerated, scientifically
unproven information intended to generate demand. Private hospitals must comply with general
advertising regulations and specific health service regulations to protect service users from misleading,
incorrect, panic-inducing, or exploitative practices, to fulfil their ethical responsibilities towards other
health institutions, and to prevent unfair competition (Giirdin, 2017; Ozel Hastaneler Yonetmeligi
2002). Accordingly, the scope of promotional activities in health services is limited to providing
information and informing the public.

2. Method
2.1. Aim of the study

This study is a cross-sectional, descriptive study. The aim of the study is to determine the opinions of
people who applied to an outpatient department of a private hospital serving in Istanbul about the
advertising activities applied by private hospitals, what they are affected by when choosing the hospital
where they will receive services and what promotional activities they think are most effective for private
hospitals.

2.2. Universe and sample

The study data were collected by questionnaire from people who applied to an outpatient department
of a private hospital serving in Istanbul in the period of January-February 2022. The average monthly
admissions for this private hospital in the first three months of 2021 was determined as 4493. In line
with this information, the sample size required for the study was calculated as 354 for 5% error and
95% confidence interval. In the study, the following formula was used to determine the sample size
(Stimbiiloglu and Siimbiiloglu 1997). Considering the possibility of errors and deficiencies in the
questionnaires, more questionnaires were administered, and 360 questionnaire data were analyzed.

n = [N*t** (p*q) ] / [d**(N-1) + t* (p*q)]
n: Number of individuals to be sampled

N: Number of individuals in the universe
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p: Probability of occurrence of the examined event

g: Probability of non-occurrence of the examined event

t: Theoretical value of the t table at the detected error level

d= Deviation level desired to be made according to the frequency of occurrence of the event

2.3. Data Collection tool and features

A questionnaire consisting of 3 sections was used as a research tool. The first part of the questionnaire
consists of thirteen questions: eight questions on the demographic and socio-economic information of
the participants, four questions on their health insurance status, frequency of admission to health
institutions and chronic disease status. In the second part, the questions used in the Empirical Analysis
of Consumers' Attitudes towards Hospital Advertising published by Horece E. Johns and H. Ronald
Moser (1989) and aimed to determine consumers' attitudes towards hospital advertising were used. In
the third part, there are two multiple-choice questions about the factors that influence the choice of
hospital (12 option and the other option) and what are the most effective promotional activities of
hospitals (7 options and other options). Two multiple-choice questions were developed by researchers
based on a review of studies in the literature (Ekiyor and Tengilimoglu, 2014; Giile¢ 2017; Giiney and
Selvi, 2017; Tongil and Diwas, 2019; Yagar and Soysal, 2017; Zerenler and Ogijt 2007).

2.4. Analysis of data

While evaluating the findings obtained in the study, SPSS (Statistical Package for Social Sciences) for
Windows 21.0 program was used for statistical analysis. As a result of the reliability analysis of the
questionnaire questions used in the study, the Cronba alpha value was obtained as 0.648, which is
considered to be quite reliable. The normal distribution status of the data was evaluated according to
the flatness and skewness indicators -1.5 to +1.5 (Tabachnick and Fidell, 2013). While evaluating the
study data, descriptive statistics and parametric and non-parametric tests were applied to determine
the differences between the groups according to the normality condition.

Participants' demographic characteristics, socio-economic characteristics and opinions about private
hospital advertisements were summarized in tabular form with descriptive indicators including number
and percentage. Participants' opinions on private hospital advertisements were compared according to
their demographic and socio-economic characteristics. The factors that the participants consider when
choosing the hospital which they will receive services from and the promotional activities that they
think are effective for private hospitals are presented with numbers and percentages.

3. Results

51.9% of the participants were women, 43.1% were between the ages of 26-30, and 61.4% were
undergraduate graduates. Of the participants, 58.9% reported having children in their household, and
38.6% stated that three people lived together in the same household. Additionally, 47.5% of the
participants identified as workers, while 51.1% indicated that their monthly income was sufficient.
28.6% of participants had private health insurance. 220 participants (61.1%) stated that the number of
applications to health service providers (family medicine, public hospital and private hospital, etc.) and
private health service provider (private hospital, polyclinic, etc.) in the lastyear was two or less. The
share of those who stated that they did not have a chronic disease was 62.2% (Table 1).
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Table 1
Identifying Information About Participants

Gender Number (n) Percentage Working status Number (n) Percentage

(%) (%)
Female 187 519 Not working 36 10.0
Male 173 48.1 civil servant 68 18.9
Age n % worker 171 47.5
18-25 109 30.3 self-employed 85 23.6
26-30 155 431 Monthly income ... n %
31< 96 26.7 sufficient 184 51.1
Education n % insufficient 176 48.9
Primary 8 2.2 Health Insurance n %
high school 47 131 the universal health 231 64.2

insurance (UHC)
Associate 84 233 pr.ivate health 103 28.6
degree insurance
Bachelor's 221 614 no health insurance 26 79
degree
Number of n % Number of n %
people living applications to the
together health care
provider!

alone 43 11.9 two and less 220 61.1
2 people 103 28.6 three to five times 99 27.5
3 people 139 38.6 six and more 41 11.4
4 people 75 20.8 Number of n %

referrals to a
private health care

provider
Are there n %
children in the two and less 220 61.1
household?
yes 212 58.9 three to five times 99 27.5
no 148 411 six and more 41 11.4
Do you have a n %
chronic illness?
yes 136 37.8
no 224 62.2

Notes: 1: The number of applications to health service providers such as family medicine, public hospital and
private hospital etc. peryear

2: Number of applications to private health service providers such as private hospitals, polyclinics, etc. peryear
In the study, the participants' participation in the positive statements about the advertisements made
by the hospitals was questioned. 60% of the participants stated that it was appropriate for hospitals to
advertise and 48.33% said that they would like to see more advertising by hospitals. 91.67% of the
participants stated that they would use the services of the hospitals that advertised. 76.39% of the
participants stated that useful information was provided to the public through advertisements made by
hospitals; 76.1% believe that advertising by hospitals is a useful tool to inform potential patients about
services and specialities. 261 respondents (72.50%) agreed that advertising made the public more
aware of the qualities of hospitals; 283 (78.61%) agreed that advertisements made by participating
hospitals helped patients make better choices. The share of those who agreed with the opinion that
"Advertising will improve the quality of hospital services in the future" is 76.39%; The share of those
who agree that when advertising is given, prices will decrease due to more competition is 74.72% (Table
2).

In the study, the participants' participation in the negative statements about the advertisements made
by the hospitals was questioned. 55% of respondents neither agree nor disagree with the idea that when
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hospitals advertise, costs are passed on to patients at higher prices, and 30.28% agree with this
statement. However, the share of those who think that advertisements made by hospitals are more
deceptive than other forms of advertising is 63.61%, while 20.83% disagree. 57.50% of respondents
agreed with the statement that advertising by hospitals will only benefit quacks and incompetents; the
share of those who did not participate was 36.94%. The share of those who think that the
advertisements made by hospitals reduce the reliability and reputation of their services is 63.89%, and
the share of those who do not agree with this opinion is 36.11%. However, 217 (60.28%) respondents
expressed suspicion of advertising hospitals. 102 respondents (28.33%) responded that they neither
agreed nor disagreed with the statement that they are suspicious of advertising hospitals. 78.89% agree
that you can trust what a friend says about hospitals much more than an ad. However, the share of those
who agreed with the statement "I would like to see more advertising by hospitals" is 48.33%; the share
of those who do not participate is 38.61% (Table 2).

85.83% of the participants agree that it is better to choose a reputable hospital than a hospital that offers
the lowest price. 78.06% of the participants think that it is good to prefer the hospitals that offer the
lowest prices for routine procedures (Table 2).

Table 2 Opinions

Distribution of Respondents' Opinions Regarding Hospital Advertising and Its Effects

Qo9

) >
SR 5 & %
— 0 ) e ) 8o
[ = < & o 5 0
[=JT)] en w - i~
o ® (3] L = 5] S b
| ] (2] _:Q < [0 +)
= - =} a
17 = =] = =

o © (3]

z =

n % n % n % n % n %

It is convenient for hospitals to advertise. 0 0.00 85 23.61 59 16.39 216 60.00 0 0.00
I'd like to see more advertising done by hospitals. 0 0.00 139 38.61 47 13.06 174 48.33 0 0.00
[ use the services of advertising hospitals (if necessary). 00.00 27 750 3 0.83 33091.67 0 0.00

Useful information is provided to the public through
advertisements made by hospitals.

Advertising will improve the quality of hospital services in the
future.

Advertising by hospitals is a useful tool to inform potential
patients about services and specialities.

Advertising helps people make smarter choices between

00.00 85 23.61 0 0.00 275 76.39 0 0.00

00.00 85 23.61 0 0.00 275 76.39 0 0.00

00.00 65 18.06 20 5.56 274 76.111 0.28

00.00 44 12.22 33 9.17 283 78.61 0 0.00

hospitals.

Adve-rtlsmg makes the public more aware of the qualities of 00.00 87 2417 12 3.33 261 72.50 0 0.00
hospitals.

When h.o.spitals advertise. prices go down due to more 00.00 47 13.06 44 12.22 269 74.72 0 0.00
competition.

When hos'pitals advertise. the costs are passed on to patients at 00.00 53 14.72 198 55.00 109 30.28 0 0.00
higher prices.

Advertlslng by hospitals would benefit only quacks and 10281333694 19 5.28 207 57.50 0 0.00
incompetents.

AdVEI't.lS.ll’lg by hospitals is more deceptive than other forms of 00.00 75 20.83 55 15.28 229 63.61 1 0.28
advertising.

Often you can trust.what a friend tells you about hospitals much 00.00 12 333 64 17.78 284 78.89 0 0.00
more than advertising

I would be suspicious of hospitals that advertise. 0 0.00 41 11.39 102 28.33 217 60.28 0 0.00
Itis good to f)pt for hospitals that offer the lowest price for 00 4 11 74 206 281 781 1 03
routine services.

It is better to opt for a reputable hospital than to opt for a

hospital that offers the lowest price. 0 0 33 92 18 50 309 858 0 0
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Table 3 shows the statistical differences in opinions regarding advertisements made by private hospitals
based on the situation of living with a child. In other words, individuals who do not live with a child
believe that advertisements made by private hospitals provide useful information (3.76+0.66), improve
quality (3.76%0.66), and reduce prices (3.89+0.38). They had a higher level of participation in positive
statements such as (3.66+0.6 9) and would like to see more advertising given (3.32 + 0.90). However,
they also agreed with the statement that advertising by private hospitals was more deceptive at a higher
level (3.56+ 0.78). Participants living with a child had a lower overall level of agreement with positive
statements about private hospitals' advertising but had a higher level of participation (3.93 * 0.35) for
the statement that they would attend the services of these hospitals when necessary.

In Table 3, there are expressions that differ statistically significantly according to whether they find their
income sufficient. Participants who did not find their income sufficient had a higher level of participation
in positive statements such as that it was appropriate for hospitals to advertise (3.531£0.68), that this
advertising provided useful information to patients (3.78+0.62), that advertising would improve quality
(3.78+0.62). However, they also participated in the statement that prices will fall with advertising in a
higher straight (3.73£0.59). On the other hand, they had a high level of agreement with the statements;
“a friend's recommendation is more reliable than advertising” (3.73+0.59) and “advertising only
benefits only quacks and incompetents” (3.36+0.90) and "I am suspicious of hospitals that advertise."
(3.57+0.60). Respondents who said they found their income sufficient agreed higher (3.39+ 0.61) that
advertising would lead to higher prices but said they would see more advertising (3.79+0.58) and that
advertising was useful for informing potential patients about services and specialities (3.72+ 0.63) were
also higher in participation in the statements. However, they stated more frequently that they would
use the services of hospitals that advertise when necessary (3.85+0.38).

Table 3 shows statistically significant differences according to the working status. Non-study
participants had significantly less participation in the statements that hospitals provide healthy
information to the public with advertisements, that advertisements will improve quality, and that it is
appropriate for hospitals to advertise at a statistically significant level than all other study situations.
On the other hand, they showed statistically significantly higher participation in the statement that
advertising will lead to a rise in prices. Non-employees showed statistically significantly higher
participation in the statement that the advertisements would harm the hospital's credibility and
reputation. Often my impression of the hospital is lower as a result of advertising. The level of
participation of those who did not work to express was statistically significantly higher than the level of
participation of workers. However, workers also showed higher participation than civil servants, and
the difference between them is statistically significant. Self-employed people were more likely to
participate in the statement that advertisements made by hospitals are more deceptive than other forms
of advertising, and they were also statistically significantly lower than all other groups. Civil servants’
level of participation in the statements "I will use the services of hospitals that advertise (if necessary)"
and “You can generally trust what a friend tells you about hospitals much more than advertising” is
statistically significantly higher than the level of participation of self-employed people. The level of
workers' participation in the statement "I'd be suspicious of hospitals advertising” is statistically
significantly lower than in all other groups.
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Table 3

Comparative Analysis of Respondents’ Opinions on Hospital Advertising

Statements on Hospital Advertising Do you live witha Average+ Standard Test p
child?/n Deviation Statistics
Useful information is provided to the yes/212 3.37+£0.93
public through advertlsements made by no/148 3 7640.66 4.646**2  p<0.001
hospitals.
Advertlsl.ng will 1Tnpr?ve the quality of yes/212 3.37+£0.93 4646%2  p<0.001
hospital services in the future. no/148 3.76%0.66
Advertising by hospitals is a useful tool to yes/212 3.52+0.85 2.043%2
inform potential patients about services no/148 3.68+0.67 0.042
and specialities. no/148 3.56+0.78
) ) ) , yes/212 3.16+0.88
It is convenient for hospitals to advertise. no/148 3.6640.69 -6.144**%2  p<0.001
A(-ivertlsmg by hospitals is more. . yes/212 3.35+£0.83 2 37g%2 0.018
deceptive than other forms of advertising. no/148 3.56%0.78
It is convenient for hospitals to advertise. yes/212 3.16+0.88
no/148 3.66+0.69 6.1447  p<0.001
I'd like to see more z.advertlslng done by yes/212 2.94+0.92 395542  p<0.001
hospitals. no/148 3.32+0.9.
[ use the serV1<?es of advertising hospitals yes/212 3.93+0.35 14096.500%  0.001
(if necessary). no/148 3.72+0.70
When hospitals advertise. prices go down yes/212 3.43+0.81
due to more competition. no/148 3.89+0.38 1128151 p<0.001
Useful information is provided to the Yes/184 3.28+096 -5.898"2  p<0.001
public through advertisements made by no/176 3.78+0.62
hospitals.
When hospitals advertise. the costs are yes/184 3.39+0.61 7.522"2  p<0.001
passed on to patients at higher prices. no/176 2.91+0.61
Advertising will improve the quality of yes/184 3.280.96 -5.898"2  p<0.001
hospital services in the future no/176 3.78+0.62
Advertising by hospitals is a useful tool to yes/184 3.72+0.63 3.279"2 0.001
inform potential patients about services no/176 3.45+0.89
and specialities.
It is convenient for hospitals to advertise. yes/184 3.20£094 -3.85772  p<0.001
no/176 3.53+0.68
I'd like to see more advertising done by yes/184 3.79+0.58 -491772  p<0.001
hospitals. no/176 3.74+0.62
I use the services of advertising hospitals yes/184 3.85+0.38 15140.500*1 26to 0.0
(if necessary). no/176 3.70£0.51
Often you can trust what a friend tells you yes/184 3.51+0.79 14142.000*1 0.003rd
about hospitals much more than no/176 3.73+0.59
advertising.
I would be suspicious of hospitals that yes/184 3.4+0.76 -2.148*2 0.032
advertise. no/176 3.57+0.60
Advertising by hospitals would benefit yes/184 3.05+0.99 -3.102*2 0.002
only quacks and incompetents. no/176 3.36+0.90
When hospitals advertise. prices go down yes/212 3.51+0.79 14253.000"1  0.010
due to more competition. no/148 3.73+0.59
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Table 3 (Continue)

Comparative Analysis of Respondents’ Opinions on Hospital Advertising

Statements on Hospital . Test
Advertising Working Status/n Avg#Ss. Statistics P
Useful information is  notworking(A)/36 2.89+1.01
provided to the public officer(B)/68 3.56+0.84 8.045%1 p<0.001 A-B p<0.05
through advertisements worker(C)/171 3.60+0.80 ’ A-C p<0.05
made by hospitals. self-employed(D)/85 3.62+0.79 A-D p<0.05
. . not working(A)/36 3.69+£0.52
When hospitals advertise. the officer(B)/68 3.19+0.55 ey P<0.001  A-Bp<0.001
Coi.ts e h.pﬁssed omto orker(C)/171 3026062 L1773 A-C p<0.001
patients at fugher prices. self-employed(D)/85 3.18+0.73 A-D p<0.001
. I not working(A)/36 2.89+1.01
Advertising will improve the officer(B)/68 3.56+0.84 ., P<0.001  A-Bp<0.05
quality of hospital services in worker(C)/171 3.60+0.80 8.045%*1 A-C p<0.05
the future. self-employed(D)/85  3.62+0.79 A-D p<0.05
not working(A)/36 2.78+0.93
It is convenient for hospitals officer(B)/68 3.47+0.84 6.886%1 p<0.001  A-Bp<0.001
to advertise. worker(C)/171 3.42+0.80 ' A-C p<0.001
self-employed(D)/85 3.41+0.79 A-D p<0.05
. . . not working(A)/36 3.53+0.14
ﬁl‘i)t‘zrtaségegpt?‘i’e ht(});I;ltilih;i officer(B)/68 3912081 oy, P<0.001  D-Ap<0.005
forms of advertising, worker(C)/171 3.43%0.60 D-B p<0.05
self-employed(D)/85 3.01+0.91 D-C p<0.05
. . not working(A)/36 3.28+0.45
Usually my impression of the officer(B)/68 3.53+0.72 . 0.006 A-C p<0.05
hospital is lower as a result of worker(C)/171 3.60£0.49 4.170*1
advertising, self-employed(D)/85  3.45:0.52
I use the services of notworking(A)/36 3.81+0.62
advertising  hospitals  (if officer(B)/68 3.97+0.24 11.8192 0.008 B-D p<0.05
necessary). worker(C)/171 3.80+0.42 '
self-employed(D)/85 3.75+0.43
Often you can trust what a  not working(A)/36 3.92+0.37
friend tells you about officer(B)/68 3.74+0.44 11.409%*2 0.010 B-D p<0.05
hospitals much more than worker(C)/171 3.44+0.81 )
advertising. self-employed(D)/85 3.69+0.66
I would be suspicious of not working(A)/36 3.78 £0.42
hospitals that adveri‘tise officer(B)/68 3.63£0.71 6.577%*1 p<0.001 C-A p<0.001
) worker(C)/171 3.3320.77 ' C-B p<0.05
self-employed(D)/85 3.49+0.69 C-D p<0.05
. . not working(A)/36 3.28 £0.97
Advertising makes the public officer(B)/68 3.3240.95 o, 0.006 C-B p<0.05
more aware of the qualities of worker(C)/171 3.65+0.72 4.264**1
hospitals. self-employed(D)/85 3.36+0.94
. . not working(A)/36 3.83 £0.56
é\v%‘l’fl;tlsngeﬁtb% . hosﬁ;tcalz officer(B)/68 3554080 . 4iaziq  P<0.001  C-Ap<0.001
T oot y 4 worker(C)/171 3.06+0.97 : C-D p<0.001
p ) self-employed(D)/85 2.93+1.00
. . not working(A)/36 3.92+0.37
V‘fi‘cee‘; gojgﬁlz :‘i‘ée;ffri officer(B)/68 3815047 o0y, P<0.001  C-Ap<0.05
Cpom etgition “ worker(C)/171 3.44+0.81 : C-B p<0.05
p ' self-employed(D)/85 3.08+1.00 C-D p<0.05
Advertising by hospitals  not working(A)/36 3.9420.33 C-B p<0.05
tends to reduce the officer(B)/68 297:100 288832 P<0001 5\ 0001
credibility and reputation of T ) A-D <0'001
their services. worker(C)/171 3.36+0.94 A-CI;)<0. 0

*: p<0.05; **:p<0.001; 1: Mann Whitney U test; 2: T test

Participants were asked to select from the various alternatives listed in the survey and to indicate the
three factors that were influential in their decision to receive services from a private hospital, and their
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responses were presented in Table 4 with cumulative values. Information according to the results
obtained (14.84%); Referral of the hospital by an acquaintance and promotional activities (advertising.
etc.) (14.19%); health care price (13.55%); proximity and accessibility to the hospital (13.27%) and
modern equipmentin the hospital (10.41%) were the most frequently repeated responses. Other factors
noted included the physical conditions of the hospital (8.02%), the availability of all kinds of health
services and specialists in the hospital (7.93%), the hospital has an SSI agreement (4.61%).

Participants were asked to choose among the various alternatives listed in the survey and indicate three
of the promotional activities carried out by hospitals that they thought were the most effective. and their
answers are presented in Table 4 with cumulative values. According to the evaluations of the
participants. the most effective promotional activities were billboard/billboard (26.47%), social
platform applications (Instagram, Facebook etc.) (26.19%) and written brochure promotions (22.06%).
Other promotional activities were promotion by direct dialling by phone (10.66%), TV advertising
(7.63%), free promotional services (checkups. etc.) (5.88%) and social responsibility project work
(1.10%).

Table 4

Factors Influencing Private Hospital Selection and the Effectiveness of Promotional Activities: Participants’
Perspectives

Factors influencing the choice of a private hospital n %
Information 161 14.84
Recommendation of the Hospital by an Acquaintance and promotional activities (advertisingetc.) 154 14.19
Healthcare Price 147 13.55
Proximity to Hospital and Accessibility 144 13.27
Modern Equipment in the Hospital 138 12.72
Image of the Hospital 113 1041
Physical Conditions of the Hospital 87  8.02
Availability of all kinds of health services and specialists in the hospital 86 7.93
The Hospital Has an SSI Agreement 50 4.61
The Hospital Has a Private Insurance Agreement 5 0.46
Sum 108 100.0
5 0
Promotional activities n %
Billboard/Billboard 288 26.47
Social platform applications (instagram, facebook. etc.) 285 26.19
Written Brochure introductions 240 22.06
Promotion by direct dialing by phone 116 10.66
TV Commercial 83 7.63
Free promotional services (checkup etc.) 64 5.88
Social responsibility project work 12 1.10
Sum 108 100.0
8 0

4. Discussion

This study, conducted in a private hospital in Istanbul, aimed to determine the opinions of people who
applied to the outpatient department about the advertisements of private hospitals, which factors they
were affected by when choosing a private hospital and what promotional activities they found most
effective for private hospitals. We can say that the majority of the participants in this study are people
who are educated at the undergraduate level, who work in the status of workers, who receive services
under the UHC, who live with at least one child in their household, who do not have a chronic disease
and who apply to 2 or fewer health care providers per year. The participants, who placed the reputation
of the hospital in the forefront over the price, stated that they would prefer a lower price, especially in
routine procedures. It was concluded that the participants, who we can define with these basic features,
do not have a negative opinion about the advertising of private hospitals in general and can use the
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services of advertising hospitals. Ekiyor and Tengilimoglu (2014). Gliney and Selvi (2017) also stated in
their studies that health service users are not against advertising in the health sector.

According to the findings of the study, more than 70% of the participants think that hospitals offer useful
information to people through advertisements and that advertisements are informative about the
qualifications of the hospital and the services it offers, thus contributing to patients making more
accurate choices. In addition, the share of those who think that the advertisements made by hospitals
will make a positive contribution to the quality of hospital services and ensure price competition is over
70%. These results show that respondents generally think that hospital advertising has positive effects
on information, quality and price. Giiney and Selvi (2017) stated in their studies that the participants
were in favour of private hospitals advertising as long as they were in compliance with the laws and
they found these advertisements introductive, necessary and reminder for patients. They also reported
that participants found the advertising informative. As a result, they stated that they thought that private
hospital advertisements were necessary and useful for the public because they were informative. Isik
also stated in his study that the features of the advertisements, such as providing information about the
service, teaching ways to live comfortably, and being funny and entertaining, were liked by the patients
or seen as useful (Isik. 2012).

The results of the study show that the participants expressed their opinions about the negative aspects
of hospital advertisements, especially that these advertisements are misleading and not reliable enough.
Advertisements in the health sector and studies on the penal sanctions applied also support this view.
Esiyok’s (2018) studyexamined the decisions of the Advertising Board in the first six months of 2018
and found that some companies operating in the health sector made advertisements in violation of the
rules in the Regulation on Commercial Advertising and Unfair Commercial Practices.

Participants found their friends' recommendations more reliable than hospital advertisements
(78.89%) and thought that hospital advertisements were misleading (63.61%). For this reason, they
expressed their suspicion about the hospitals that advertised (60.28%). In the study conducted by Yagar
and Soysal (2017), the participants showed high participation in the statement, "The fact that my close
circle is satisfied and recommends the hospital is effective in my choice of hospital." In this study. it was
obtained that hospitals thought that advertising harmed quality and trust. However. it is noteworthy
that when asked if they would like to see more hospital advertising, the percentage of negative
respondents increased.

The issue of advertising in children and health has also been the subject of many studies as an important
topic. In particular, studies on the effect of food product advertisements on children's health. the
inclusion of children in advertisements and children in health sector advertisements were carried out
(Ozdemir. 2020; Bagc1 Bossi. 2018). In this study, it was questioned whether the situation of living with
a child differed in the evaluations of people about the advertisements of private hospitals. The findings
of the study show that people living with a child generally participate in positive statements about
advertisements of private hospitals to a lesser extent. It is noteworthy that the statement that they
showed the lowest level of participation (2.94+0.92) was that I'd like to see more advertising done by
hospitals.

Receiving services from private hospitals is often associated with having private health insurance or the
ability to pay, as it requires additional payment. For this reason, the difference between the finding the
income level sufficient and the evaluations regarding the advertisements of private hospitals was
questioned in the study. The findings of the study show that there are statistically significant differences
between the participants' opinions about the advertisements of private hospitals according to whether
they find their income levels sufficient. It is noteworthy that people who do not find the level of income
sufficient have a higher level of participation in many positive statements about advertisements of
private hospitals. It seems that these people think that advertising provides useful information and
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improves quality. Although they see it appropriate for private hospitals to advertise. it is another result
that they are skeptical about these hospitals. Those who found the income level sufficient stated that
they would use the services of the hospitals that advertised when necessary.

Another of the inquiries in the study is the relationship between people's working status and evaluations
of private hospital advertisements. It is noteworthy that the opinions of the participants who stated that
they did not work had statistically significant differences from the opinions of those who worked as civil
servants, workers or self-employed people. It is seen that the participants who stated that they did not
work had more negative opinions about the advertisements of private hospitals. Another important
result is that the group that has the least participation in the statement that the advertisements of
private hospitals are more deceptive than other advertisements is the self-employed people. It was
concluded that although civil servants were the group most likely to believe that advertisements of
private hospitals were more deceptive, they also agreed at the highest level with the statement that they
would use the services of private hospitals when necessary. Another noteworthy fact is that the workers
showed the lowest level of participation in the statement, "I would be suspicious of hospitals that
advertise." Giliney and Selvi (2017) also emphasized in their study that workers had a more positive
attitude toward private hospital advertisements.

Karagor and Arkan (2014) found in their studies that patients did not attach much importance to
promotion activities such as price and stated this situation as a situation that should be investigated.
Our findings showed that the 3rd most frequently cited reason among the factors affected by the
participants in the choice of a private hospital was determined as the service price. Again the
participants had the highest participation in routine services by choosing the hospital with the lowest
price. In the study conducted by Yagar and Soysal (2017), people showed the highest level of
participation in requesting additional fees in the selection of private hospitals.

In this study, participants stated that they were influenced by the advice of an acquaintance or
promotional activities (14.19%) when choosing a private hospital. Giile¢ (2017) also determined in her
study that one of the factors affecting people's private hospital preferences was "the recommendation
of my close circle and people who have received services" (5.8% and 5th place).

According to the findings obtained, another factor effective in the selection of the hospital (6. Rank) is
the image of the hospital (10.40%). In the Ayhan and Cand6z (2006) studies, the success and good image
of the hospital were determined as the most important selection factor (45.1%). However, in their
studies, they have determined that the most effective elements in the image of a good and successful
hospital are television and internet promotional materials. Tongil and Diwas (2019) concluded in their
study that TV advertising is effective in choosing a hospital. In this study, according to the opinions of
the participants, one of the most effective promotional activities for hospitals is TV advertisements.

5. Conclusion and Recommendations

In line with the information obtained within the scope of this study, it can be said that the people who
receive services from private hospitals generally have positive opinions about private hospital
advertisements. In general, people have the opinion that it is appropriate for private hospitals to
advertise, but their suspicion of these advertisements, the fact that they find the information they
receive from other individuals more reliable and the opinions that the advertisements will harm the
credibility and reputation of the hospital are also noteworthy. In line with this information, although
individuals do not have a negative perspective on the advertisements of hospitals, the result that they
are suspicious is important. In line with all this information, the view is that the advertising activities of
the hospitals are frequently used by the service providers and accepted by the service recipients today.
But the rules to be followed in the advertising here should be well determined and there should be
mechanisms to prevent negativity. However, it is thought that the fact that the participants see private
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hospital advertisements as information tool is significant for the Ministry of Health and the institutions
and organizations that have a role in health education and literacy. In the focus of informing the public,
these institutions and organizations recommend practices such as increasing the information activities
for the person and the society, carrying out video, message and reminder activities for the person, and
increasing and strengthening the information tools in the family medicine system.

Conducting the research, it became evident that there is a need for a current measurement tool that has
proven validity and reliability and is capable of revealing social differences in the attitudes of healthcare
service users toward hospital promotional activities. Furthermore, addressing this topic in conjunction
with variables such as health literacy and healthcare utilization behavior will contribute to the field's
knowledge base.

Limitations

In this study, data were collected through a questionnaire. The findings are representative of the sample
analyzed and may not necessarily be generalizable to a broader population
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1. Introduction

Imposter syndrome, first introduced in the psychological literature in the late 1970s (Clance & Imes,
1978), is characterized by a persistent belief that individuals do not genuinely deserve their
accomplishments and competencies (Hampton & Feller, 2019). This phenomenon is particularly
prevalent among high-achieving individuals, yet it transcends specific demographic groups, affecting
students, employees, and professionals across various sectors (Le, 2019).

Individuals experiencing imposter syndrome frequently grapple with feelings of inadequacy, often
attributing their successes to external factors such as luck or destiny rather than acknowledging their
abilities and efforts (Slank, 2019). This cognitive distortion adversely impacts individual well-being and
significantly influences dynamics within professional organizational environments. Given the
widespread nature and detrimental effects of imposter syndrome, it is imperative to enhance
understanding of this phenomenon across diverse contexts. The syndrome is associated with a range of
negative personality traits, including stress, anxiety, depression, pessimistic attribution styles,
insecurity, low self-efficacy, perceived inferiority, cynicism, low self-esteem, and heightened self-
criticism (Bensley et al., 2022; Karvay et al., 2022; Hampton & Feller, 2019). These traits underscore the
relevance of investigating imposter syndrome from psychological and organizational perspectives. The
implications extend beyond individual experiences, manifesting substantial organizational
consequences. Empirical studies indicate that individuals grappling with imposter feelings may
experience burnout, increased emotional exhaustion, diminished job satisfaction, and social ostracism
within workplace settings (Bennett, 2024; Hutchins et al., 2018). Furthermore, when employees
perceive themselves as impostors, their commitment and productivity may decline, contributing to high
turnover rates and potentially undermining organizational stability. Feelings of inadequacy can foster
insecurity, inhibiting the development of innovation and creativity within teams.

In light of these considerations, exploring the causes, consequences, and coping strategies associated
with imposter syndrome is crucial. Recognizing and addressing this phenomenon is essential for
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promoting mental health among individuals and fostering a healthy organizational culture that
encourages growth, innovation, and well-being. This study aims to elucidate the concept of imposter
syndrome and uncover its psychological foundations and impacts. Additionally, it seeks to conduct a
comprehensive examination through the identification and analysis of coping strategies related to the
syndrome.

Employing a theoretical and descriptive approach, the study begins with a literature review
synthesizing key findings on the syndrome's historical development, psychological foundations, and
distinctions from related constructs such as burnout and fraud. It also analyzes the psychological factors
contributing to imposter syndrome and its impacts on individuals in personal and professional contexts.
This research offers several significant contributions to the field. First, it provides a clear and
comprehensive examination of the concept of imposter syndrome, elucidating its origins and
distinguishing it from closely related constructs such as burnout, desensitization, and fraud. Second, by
investigating the psychological foundations contributing to imposter syndrome, the study enhances the
existing knowledge base regarding its antecedents, fostering a deeper understanding of the
phenomenon. Third, by exploring the impacts of imposter syndrome, the study elucidates concrete
implications for theoretical and practical measures that can be implemented in both daily life and
professional settings. Lastly, the research presents coping strategies for managing imposter syndrome,
offering practical tools for practitioners. The study first addresses the conceptual framework of
imposter syndrome, followed by an examination of its psychological foundations and impacts,
concluding with a discussion of coping strategies. The final section highlights notable trends and
findings, contributing to the ongoing discourse in this area.

2. Conceptual Framework
2.1. Imposter syndrome

Imposter syndrome, first introduced in the psychological literature in the late 1970s (Clance & Imes,
1978), is fundamentally characterized by feelings and cognitions that individuals do not genuinely
deserve their accomplishments and competencies (Hampton & Feller, 2019). This phenomenon is
particularly prevalent among high-achieving individuals. It is marked by emotional states that suggest
their achievements, likability, and competencies are not authentic, leading to the fear that their failures
will soon become evident (Breeze, 2018). Individuals experiencing imposter syndrome often harbor a
deep-seated belief that their successes have been erroneously attributed to them or are the result of
external factors rather than their abilities (Slank, 2019). The syndrome manifests across diverse societal
contexts; for instance, an employee promoted to a managerial position may perceive their advancement
as a mistake, a colleague receiving a promotion might believe they do not merit it, a student achieving a
high score may think that they did not earn it but rather that the instructor graded leniently, or an
individual gaining admission to an academic institution may attribute this outcome to sheer luck. Those
who consistently attribute their current success and position to chance or errors, despite receiving
positive feedback from others, can be recognized as exhibiting characteristics of imposter syndrome
(Slank, 2019; Breeze, 2018).

Imposter syndrome is intricately linked to psychological constructs such as insecurity, low self-efficacy,
and self-perception of inferiority (Barari et al., 2024). Furthermore, it may correlate with feelings of low
achievement as a manifestation of pessimistic attribution and burnout (Deshmukh et al., 2022; Hampton
& Feller, 2019). In the context of pessimistic attribution, individuals tend to attribute their successes to
external circumstances while attributing their failures to internal deficits (Luten et al., 1997). This
cognitive style stands in stark contrast to optimistic attribution and diverges from self-serving bias. In
this framework, individuals struggle to internalize their successes, resulting in pervasive feelings of
inadequacy. Moreover, the sensation of low achievement is often tied to an unjust perception of one’s
failures, which may indeed intersect with imposter syndrome, particularly in individuals experiencing
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burnout. Another dimension potentially associated with imposter syndrome is cynicism (Deshmukh et
al,, 2022). Individuals exhibiting cynical attitudes, whether in social or professional contexts, frequently
grapple with persistent doubts regarding themselves and others. A salient feature of imposter syndrome
is the individual’s self-doubt, which is likely to coincide with cynical perspectives (Bensley et al., 2022).
Furthermore, the locus of control referring to our beliefs about the factors that shape events in our lives
may also be pertinent to understanding imposter syndrome (Tovey et al., 2022). This phenomenon is
not merely confined to simplistic negative self-perceptions; rather, as Breeze (2018) articulates, it is
deeply intertwined with beliefs surrounding deceit and fraudulence. Consequently, individuals
grappling with imposter syndrome find it challenging to internalize their virtues, fostering an
underlying fear that, eventually, others will question their authenticity and perceive them as frauds or
impostors (Hampton & Feller, 2019; Breeze, 2018).

Although imposter syndrome was first identified in the 1970s (Clance & Imes, 1978), its scientific
relevance has markedly increased in recent years. The heightened volume of research since the 2000s
is a significant indicator of this trend. Imposter syndrome remains a pertinent research topic
encompassing various demographics, including students, employees, and other societal groups (Le,
2019). Numerous studies have sought to delineate the symptoms associated with imposter syndrome.
Kolligian & Sternberg (1991) posited that perceived fraudulence, thoughts of deceit, depressive
tendencies, self-criticism, social anxiety, pressures to achieve, and self-monitoring skills collectively
characterize this phenomenon. Furthermore, a study conducted by Leach et al. (2019) established a
correlation between symptoms of imposter syndrome and burnout among medical professionals. In a
comprehensive investigation, Hampton & Feller (2019) identified a range of manifestations of imposter
syndrome, including anxiety, depression, feelings of unease, fear of failure, burnout, diminished self-
esteem, reduced motivation, issues of self-identity, avoidance of perceived threatening environments,
and decreased professional aspirations and participation. Their findings also highlighted limited goal-
setting, self-consciousness, and diminished engagement, as well as tendencies to reject positive
feedback, avoid seeking assistance, and experience communication difficulties.

Employing an autoethnographic approach, a qualitative study exploring an individual's early
professional career revealed multiple themes associated with imposter syndrome. Notably, it was found
that the theme of nervousness predominated, with the author interpreting feelings of nervousness as
closely tied to the fear of being exposed as a fraud (Wilkinson, 2020). The causes and consequences of
imposter syndrome have also been subjects of scholarly discourse. For instance, factors that mitigate
the effects of imposter syndrome include social support, recognition of achievements, and the reduction
of cognitive distortions (Hutchins & Rainbolt, 2017). A study by Kamarzarrin et al. (2013) revealed that
individuals experiencing imposter syndrome often struggle to internalize their successes and that there
exists a negative correlation between imposter syndrome and self-esteem, particularly pronounced
among women. Research involving employees has yielded additional insights. Hutchins et al. (2018)
found a negative correlation between imposter syndrome and job satisfaction, alongside a positive
correlation with emotional exhaustion. Investigations focusing on students have primarily concentrated
on the adverse implications of the syndrome. Students who identify as impostors demonstrate elevated
levels of procrastination and psychological distress. Furthermore, the same study indicated that those
experiencing imposter syndrome place a heightened emphasis on moral values compared to their non-
impostor counterparts (Maftei et al., 2021). Another investigation identified that imposter syndrome
mediates the relationship between perfectionism and anxiety, as well as moderates the relationship
between perfectionism and depressive mood (Wang et al., 2019). Previous studies on imposter
syndrome suggest that the phenomenon primarily possesses a psychological foundation. To facilitate a
deeper understanding of the concept, it is both pivotal and valuable to examine the underlying
psychological frameworks that contribute to the syndrome.
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2.2. Psychological foundations

Understanding the psychological foundations of imposter syndrome is essential for guiding the
development of interventions to mitigate its impact. Given the multifaceted nature of the psychological
factors underlying imposter syndrome, these can be elucidated through various theoretical frameworks
and concepts. One critical aspect is personality traits, which are instrumental in explaining both
behavioral variations among individuals and their internal psychological experiences (Ardi¢ & Ozsoy,
2016; Ozen Kutanis et al., 2015). Specifically, the trait of perfectionism, often associated with Type A
personality typologies, may have a significant correlation with imposter syndrome (Fakhri et al., 2020).
Individuals exhibiting high levels of perfectionism tend to exert considerable effort to ensure that all
tasks are executed flawlessly, exhibit an aversion to making mistakes, engage in meticulous problem-
solving, and demonstrate a pronounced fixation on details (Stricker et al., 2022; Hill et al., 2018). Such
individuals rarely accept their achievements at face value; rather, they aspire for their outputs to meet
exceptionally high standards (Hill et al., 2018). Consequently, when these individuals fail to meet their
self-imposed standards, they may experience a profound fear of failure stemming from an inability to
fulfil their internal expectations of success (Yosopov et al., 2024). This fear of failure suggests that
perfectionistic individuals are more likely to experience imposter syndrome (Holden et al., 2024; Rad et
al., 2020). Moreover, their apprehensions regarding external evaluations and judgments can lead to
detrimental outcomes, including heightened anxiety and stress over time (Karvay et al, 2022).
Furthermore, imposter syndrome is posited to have a connection with neuroticism, a personality trait
characterized by emotional instability, negative affect, and heightened anxiety (Widiger & Oltmanns,
2017). Individuals with elevated levels of neuroticism often possess negative self-perceptions, which
may lead them to view themselves as less competent, thereby increasing their susceptibility to feelings
of inadequacy characteristic of imposter syndrome (Kaur & Jain, 2022). The relationship between
personality traits and imposter syndrome is not confined solely to perfectionism and neuroticism; traits
such as low self-esteem, introversion, and excessive social anxiety have also been implicated in this
phenomenon (Dimitrovska, 2024; Kaur & Jain, 2022).

Cognitive distortions represent another relevant dimension linked to imposter syndrome. Individuals
grappling with imposter syndrome frequently attribute their successes to external factors, such as luck
or fate, while attributing their failures to internal factors (Wells, 1999). This cognitive pattern can
exacerbate feelings of inadequacy and self-doubt. Additionally, the cognitive distortion known as
catastrophizing, characterized by a tendency to anticipate the worst possible outcomes, can amplify
fears of being perceived as a fraud (Yurica & DiTomasso, 2005), thereby increasing the likelihood of
experiencing imposter syndrome.

Social comparison theory offers important insights into the dynamics of imposter syndrome. Proposed
by Festinger (1957), this theory posits that individuals evaluate their own social and personal worth
based on comparisons with others. Typically, individuals engage in upward comparisons, contrasting
themselves with those who are perceived to be more successful, competent, or talented (Brewer &
Weber, 1994). Such comparisons can reinforce feelings of self-doubt and inadequacy, heightening the
propensity for imposter syndrome (Snyder et al, 2024). Emotional reactions stemming from social
comparisons often include diminished self-esteem and self-worth, underscoring the evident connection
between these negative reactions and imposter syndrome (Ferrari & Thompson, 2006). Lastly, it is
worth noting that adverse experiences encountered during childhood or early career stages may
contribute to the prevalence of imposter syndrome in adulthood or later career phases (Shytle, 2022;
Wilkinson, 2020). Historical experiences of humiliation, shaming, ostracism, or disproportionately
harsh penalties for mistakes may be linked to the development of imposter syndrome.

Having laid out a thorough understanding of the psychological underpinnings of imposter syndrome, it
is essential to investigate the extensive repercussions of this phenomenon. The interaction among
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personality traits, cognitive distortions, and social comparisons not only affects how individuals
perceive their abilities but also impacts their emotional health and well-being.

2.3. Impacts of imposter syndrome

Imposter syndrome manifests in individuals' daily lives and professional environments, leading to a
range of detrimental effects. Notably, individuals across various societal segments, whether they are
ordinary citizens, students, professionals, or participants within organizational contexts, are susceptible
to experiencing this syndrome (Le, 2019). This widespread occurrence reinforces the syndrome's
impact and prevalence. When evaluated from an individual perspective, it becomes evident that
imposter syndrome is intricately linked to mental health issues, significantly undermining individuals'
overall well-being. Those afflicted with the syndrome often perceive themselves as inadequate and
unsuccessful, exhibit cognitive distortions, and frequently associate with personality traits such as high
neuroticism and low self-esteem, all of which indicate adverse effects on psychological health (Yosopov
etal,, 2024). Figure 1 illustrates the overarching impacts of imposter syndrome.

Figure 1

Impacts of Imposter Syndrome in Various Contexts
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A robust correlation exists between experiences of imposter syndrome and anxiety. Factors such as
anticipatory failure and the sensation of being a fraud despite external validation have been reported to
have a direct relationship with anxiety (Karvay et al, 2022). Additionally, research indicates that
imposter syndrome is positively correlated with stress and depression, which further compromise
psychological well-being (Hampton & Feller, 2019). Other negative consequences associated with
imposter syndrome include low motivation, diminished self-esteem, and depressive moods (Hampton
& Feller, 2019). In a study examining experiences from early career stages, Wilkinson (2020) identified
feelings of nervousness as the most pertinent theme linked to imposter syndrome. Furthermore,
numerous studies have identified burnout as a variable associated with imposter syndrome. Evidence
suggests that imposter syndrome increases burnout both in individual contexts and within professional
settings (Deshmukh et al, 2022; Hampton & Feller, 2019). Additional research has established
connections between imposter syndrome and feelings of ostracism and loneliness (Bennett, 2024; Kuna,
2019). Collectively, the findings of these studies elucidate the detrimental effects of imposter syndrome
on individuals' well-being.
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Imposter syndrome exerts its influence not only on individuals but also on organizational dynamics.
Research by Hutchins et al. (2018) investigated the implications of imposter syndrome on employees,
revealing a positive correlation with emotional exhaustion and a negative correlation with job
satisfaction. Within organizations, participation and goal-setting are of paramount importance.
Hampton & Feller (2019) reported that imposter syndrome is associated with reduced goal attainment
and participation. This finding underscores the harmful effects of imposter syndrome on
communication, motivation, and engagement within organizational settings. Contemporary research
further suggests that imposter syndrome is a precursor to job-related anxiety and depression (Haar &
de Jong, 2024). Moreover, a separate study revealed that individuals experiencing the imposter
phenomenon are significantly less likely to engage in citizenship behaviors and tend to exhibit lower
affective commitment (Grubb & McDowell, 2012). Thus, similar to its negative implications for
individual well-being, it can be posited that imposter syndrome fosters undesirable attitudes and
behaviors within organizational contexts. Nevertheless, the significance of both individual and
organizational well-being is distinctly evident (Uslu & Simsek, 2020).

2.4. Coping strategies and interventions

Minimizing the harms and effects associated with Imposter Syndrome and effectively managing the
related emotional responses have become both a necessity and an obligation for personal and
professional development. This syndrome significantly impacts various demographic groups on both
individual and societal levels (Le, 2019). Among the most salient manifestations of the syndrome are
negative emotional states and self-deprecation (Barari et al., 2024; Breeze, 2018). A beneficial strategy
may involve efforts to mitigate negative thought patterns or to transform these thoughts into more
optimistic perspectives. Adopting a positive outlook on events and situations, practising empathy, and
consciously avoiding anxiety-inducing negative feelings represent essential tools in the fight against the
syndrome. In this context, the importance of emotional intelligence becomes increasingly evident, as it
indicates strong empathetic skills and serves as a protective barrier against adverse emotional
conditions and cognitive distortions (Uslu, 2020; Uslu, 2016).

A study investigating Imposter Syndrome within academic contexts suggests that effective coping
strategies include deriving lessons from constructive criticism, refraining from downplaying one’s
achievements, engaging in learning from comparative experiences with peers, and sharing personal
experiences to solicit support (Abdelaal, 2020). The primary theme of this research centers on the
importance of transitioning from negative thought patterns to positive cognitive frameworks in
addressing Imposter Syndrome (Abdelaal, 2020). Consequently, the significance of emotional
intelligence and positive psychological capital, alongside the imperative to educate and develop
individuals in this area, is abundantly clear. One prominent strategy for coping with Imposter Syndrome
is the provision of mentorship to those who experience its effects. Mentoring not only offers crucial
support for professional development but also enriches the mentor’s experience (Gresham-Dolby,
2022). Furthermore, mentorship practices facilitate indirect social support, as the sharing and
discussing thoughts constitute fundamental prerequisites for effective social support systems. Beyond
formal mentoring, conveying thoughts and feelings to acquaintances or friends, regardless of the
professional context, can also yield beneficial outcomes.

Additionally, activities such as conferences, workshops, training sessions, and wellness programs
focused on Imposter Syndrome can provide substantial benefits. For instance, research conducted by
Bauman et al. (2020) revealed that approximately 80% of participants perceived the Imposter Wellness
Session as an effective intervention for promoting overall well-being. Similarly, Rivera et al. (2021)
organized a workshop on Imposter Syndrome, where effective strategies were discussed among 92
participants at individual, personal, and institutional levels. This study also noted that participants
expressed intentions to modify their behaviors (Rivera et al., 2021). These strategies and interventions
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can be further augmented by incorporating mindfulness practices and continuous learning initiatives.
Activities such as physical exercise, meditation, and breathing exercises have been shown to help reduce
anxiety and stress (Komariah et al., 2023). Moreover, ongoing education can support individuals in
developing competencies across various domains while fostering awareness in managing negative
thoughts associated with Imposter Syndrome (Hutchins & Flores, 2021).

3. Discussion

This study aims to elucidate imposter syndrome by exploring its underlying psychological mechanisms,
examining its consequences, and identifying effective coping strategies, thereby contributing to a
comprehensive theoretical framework on the subject. Conducted with a descriptive and theoretical
focus, this investigation yields several significant insights. While the concept of imposter syndrome
emerged in the late 1970s (Clance & Imes, 1978), it has garnered substantial attention since the 2000s,
a trend that continues today. This syndrome is not confined to specific segments of society; rather, it
manifests across various demographics, particularly among individuals who have achieved a certain
level of success (Le, 2019). Such prevalence underscores the syndrome’s significance as a pressing
concern in social and professional contexts.

Characterized by pervasive feelings and cognitions that individuals do not genuinely merit their
accomplishments and competencies (Hampton & Feller, 2019), imposter syndrome is closely associated
with various negative personality traits, individual characteristics, and emotional states. These include
pessimistic attribution, insecurity, low self-efficacy, a self-perception of inferiority, cynicism, low self-
esteem, feelings of anxiety, depressive tendencies, self-criticism, and a depressive mood (Barari et al.,
2024; Deshmukh et al,, 2022; Wilkinson, 2020; Slank, 2019; Wang et al., 2019; Kolligian & Sternberg,
1991). A parallel can be observed between the negative traits associated with imposter syndrome and
its foundational psychological elements. Recent literature emphasizes psychological foundations such
as perfectionism linked to Type A personality, emotional instability, negative affectivity, heightened
anxiety, low self-esteem, introversion, and excessive social anxiety (Dimitrovska, 2024; Holden et al,,
2024; Kaur & Jain, 2022; Fakhri et al, 2020). Moreover, social comparison theory and cognitive
dissonance are recognized as significant contributors to the syndrome's psychological underpinnings.
This theory posits that social comparisons can reinforce feelings of self-doubt and inadequacy,
exacerbating the propensity for imposter syndrome (Snyder et al, 2024). Additionally, cognitive
distortions, particularly those related to catastrophizing, are anticipated to amplify fears of being
perceived as a fraud (Yurica & DiTomasso, 2005).

Empirical findings indicate that imposter syndrome adversely affects the well-being of individuals and
employees in both social and organizational settings. Notably, prior research has illuminated the
detrimental implications for well-being and psychological health associated with imposter syndrome.
Specific individual consequences include heightened anxiety (Karvay et al., 2022), stress and depression
(Hampton & Feller, 2019), burnout (Deshmukh et al,, 2022), ostracism, and feelings of loneliness
(Bennett, 2024; Kuna, 2019). The adverse effects extend to organizational environments as well,
manifesting as low participation and goal-setting (Hampton & Feller, 2019), elevated emotional
exhaustion, diminished job satisfaction (Hutchins et al, 2018), increased job-related anxiety and
depression (Haar & de Jong, 2024), as well as reduced organizational commitment and citizenship
behavior (Grubb & McDowell, 2012). These findings suggest that imposter syndrome can be viewed as
a contributing factor to undesirable and counterproductive work attitudes and behaviors within
organizations. Despite the myriad negative outcomes associated with imposter syndrome, it is essential
to recognize that it can be managed and mitigated to some extent. The literature indicates that strategies
such as reframing negative thoughts, engaging in mentoring practices, fostering social support, and
participating in conferences, workshops, training sessions, and wellness programs are effective in
addressing this syndrome (Gresham-Dolby, 2022; Abdelaal, 2020; Bauman et al., 2020).
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Given the content, causes, and consequences of imposter syndrome, it is feasible to implement a series
of practical interventions. Engaging in physical activities and pursuing hobbies can serve as effective
strategies for alleviating stress, and similarly, individual measures can be devised to combat imposter
syndrome. Notably, avoiding social comparisons and fostering self-acceptance may serve as protective
factors against the emergence of negative thoughts. Within organizational contexts, it may be beneficial
for employees to first gain a comprehensive understanding of imposter syndrome, as accurate diagnosis
is critical prior to any therapeutic interventions. In this regard, organizing informational sessions and
discussions regarding the nature of imposter syndrome and potential interventions could prove
beneficial. Ensuring fairness and equity within the organizational environment may mitigate negative
thoughts and comparisons stemming from perceived injustices, thereby contributing to the prevention
of imposter syndrome. Implementing equitable practices may not only alleviate negative comparisons
but also enhance employees' trust in the organization and its leadership, subsequently preventing
detrimental behaviors such as cynicism and burnout.

This study is not without its limitations. The primary objective has been to provide a broad
understanding of imposter syndrome, and as such, the topic has been approached from a generalized
perspective without adopting a specific theoretical stance. Future research could focus on exploring the
manifestations of imposter syndrome exclusively within organizational contexts. Research could
investigate how factors such as organizational culture, leadership approaches, and industry-specific
challenges influence the emergence and experience of imposter syndrome in various settings, including
corporate environments, startups, academic institutions, and non-profit organizations. Given the
theoretical and descriptive nature of this study, empirical investigations into causal relationships were
not conducted, nor was field research undertaken. Future studies should aim to establish empirical
connections between imposter syndrome and organizational outcomes. Moreover, future research
could employ longitudinal or experimental designs to investigate how imposter syndrome influences
key organizational outcomes, such as job performance, employee engagement, career progression, and
overall well-being. Additionally, there is a pressing need for empirical investigations linking the limited
variables discussed in the literature, such as trust-distrust and turnover intentions, to imposter
syndrome. Finally, research centered on interventions is essential for creating effective strategies to
alleviate the impact of imposter syndrome. Experimental studies assessing the success of various
interventions, such as mentorship initiatives, cognitive-behavioral techniques, or changes in
organizational policies, would offer valuable evidence to help reduce the effects of imposter syndrome
in the workplace.

4. Conclusion

Imposter syndrome represents a significant psychological phenomenon with far-reaching implications
for individual well-being and organizational dynamics. Its prevalence across various demographics
highlights the necessity for increased awareness and understanding of its underlying mechanisms. By
implementing targeted interventions such as promoting self-acceptance, fostering social support, and
ensuring equitable organizational practices, individuals and organizations can alleviate the negative
impacts of this syndrome. In conclusion, by embracing a holistic approach that integrates individual,
social, and organizational strategies, both individuals and organizations can mitigate the detrimental
effects of imposter syndrome. This, in turn, would enhance employee engagement, improve job
satisfaction, and foster greater overall organizational success.

155



Sakarya Universitesi Isletme Enstitiisii Dergisi, 6 (2), 2024, 148-159

References

Abdelaal, G. (2020). Coping with imposter syndrome in academia and research. The Biochemist, 42(3),
62-64. https://doi.org/10.1042/B1020200033.

Ardic, K., & Ozsoy, E. (2016). Examining the relationship between the dark triad traits and big five
personality dimensions. In Proceedings of the Fifth European Academic Research Conference on
Global Business, Economics, Finance and Banking. Retrieved from http://globalbizresearch.
org/Turky_Conference_2016_Dec/docs/doc/1.% 20Global% 20Business, % 20Economics% 20&%
20Sustainability/1614. pdf.

Barari, N., Singh, T. Thakur, N., & Nayak, S. (2024). Imposter syndrome: A threat to mental
health. Educational Administration: Theory and Practice, 30(6), 925-932.
https://doi.org/10.53555 /kuey.v30i6.5400.

Baumann, N., Faulk, C., Vanderlan, |., Chen, ]J., & Bhayani, R. K. (2020). Small-group discussion sessions
on imposter syndrome. MedEdPORTAL,16, 11004. https://doi.org/10.15766/mep_2374-
8265.11004.

Bennett, S. H. (2024). Outsiders, impostors, and Equals: A quantitative study of workplace ostracism,
impostor phenomenon, and perceptions of fair treatment (Doctoral dissertation, Creighton
University).

Bensley, D. A,, Watkins, C,, Lilienfeld, S. 0., Masciocchi, C., Murtagh, M. P., & Rowan, K. (2022). Skepticism,
cynicism, and cognitive style predictors of the generality of unsubstantiated belief. Applied
Cognitive Psychology, 36(1), 83-99. https://doi.org/10.1002/acp.3900.

Breeze, M. (2018). Imposter syndrome as a public feeling. Feeling academic in the neoliberal university:
Feminist Flights, Fights and Failures, 191-219. https://doi.org/10.1007/978-3-319-64224-6_9.

Brewer, M. B., & Weber, ]. G. (1994). Self-evaluation effects of interpersonal versus intergroup social
comparison. Journal of Personality and Social Psychology, 66(2), 268.
https://psycnet.apa.org/doi/10.1037/0022-3514.66.2.268.

Chauvet-Gélinier, J. C., Trojak, B., Lemogne, C., Aho-Glélé, L. S., Brindisi, M. C,, Bouillet, B,, ... & Verges, B.
(2016). Potential influence of type A personality on plasma C-reactive protein levels in people
with diabetes. Diabetes & Metabolism, 42(2), 88-95.
https://doi.org/10.1016/j.diabet.2015.08.001.

Clance, P. R, & Imes, S. A. (1978). The imposter phenomenon in high achieving women: Dynamics and
therapeutic intervention. Psychotherapy: Theory, Research & Practice, 15(3), 241.
https://psycnet.apa.org/doi/10.1037/h0086006.

Deshmukh, S., Shmelev, K., Vassiliades, L., Kurumety, S., Agarwal, G., & Horowitz, ]. M. (2022). Imposter
phenomenon in radiology: Incidence, intervention, and impact on wellness. Clinical Imaging, 82,
94-99. https://doi.org/10.1016/j.clinimag.2021.11.009.

Dimitrovska, J. (2024). Self-esteem as a mediator between perfectionism and impostor syndrome among
gifted students. International Journal of Research, 13(13), 157-168.
https://doi.org/10.5861/ijrse.2024.24112.

Fakhri, A.,, Baboli, M., Jahanbani, E., Moradi-Joo, E., Karamianpoor, J., Binandeh, M, ... & Gorjizade, B.
(2020). The relationship between perfectionism, personality type A and meta-cognition with Job
burnout in staff of Ahvaz Jundishapur University of Medical Sciences. Entomology and Applied
Science Letters, 7(2-2020), 26-34.

156



Osman Uslu

Ferrari, J. R., & Thompson, T. (2006). Impostor fears: Links with self-presentational concerns and self-
handicapping  behaviours. Personality  and Individual Differences, 40(2), 341-352.
https://doi.org/10.1016/j.paid.2005.07.012.

Festinger, L. (1957). Social comparison theory. Selective Exposure Theory, 16(401), 3.

Gresham-Dolby, C. (2022). Imposter syndrome: An opportunity to positively influence
mentees. Currents in Pharmacy Teaching and Learning, 14(2), 130-132.
https://doi.org/10.1016/j.cptl.2021.11.019.

Grubb, W. L., & McDowell, W. C. (2012). The imposter phenomenon’s impact on citizenship behavior and
employee commitment: Flying under the radar. Journal of Business Issues, 1(1), 1-10.

Haar, J., & de Jong, K. (2024). Imposter phenomenon and employee mental health: What role do
organizations play? Personnel Review, 53(1), 211-227. https://doi.org/10.1108/PR-01-2022-
0030.

Hampton, B. A., & Feller, M. D. (2019). Impostor syndrome and medicine: Talented people believing 'l
am a fraud'. Rhode Island Medical Journal, 102(3), 7-8.

Hill, A. P., Mallinson-Howard, S. H., & Jowett, G. E. (2018). Multidimensional perfectionism in sport: A
meta-analytical review. Sport, Exercise, and Performance Psychology, 7(3), 235-
270. https://doi.org/10.1037 /spy0000125.

Holden, C. L., Wright, L. E., Herring, A. M., & Sims, P. L. (2024). Imposter syndrome among first-and
continuing-generation college students: The roles of perfectionism and stress. Journal of College
Student Retention: Research, Theory & Practice, 25(4), 726-740.
https://doi.org/10.1177/15210251211019379.

Hutchins, H. M., & Flores, ]. (2021). Don't believe everything you think: Applying a cognitive processing
therapy intervention to disrupting imposter phenomenon. New Horizons in Adult Education and
Human Resource Development, 33(4), 33-47. https://doi.org/10.1002/nha3.20325.

Hutchins, H. M., & Rainbolt, H. (2017). What triggers imposter phenomenon among academic faculty? A
critical incident study exploring antecedents, coping, and development opportunities. Human
Resource Development International, 20(3), 194-214.
https://doi.org/10.1080/13678868.2016.1248205.

Hutchins, H. M., Penney, L. M., & Sublett, L. W. (2018). What imposters risk at work: Exploring imposter
phenomenon, stress coping, and job outcomes. Human Resource Development Quarterly, 29(1),
31-48. https://doi.org/10.1002/hrdq.21304.

Kamarzarrin, H., Khaledian, M., Shooshtari, M., Yousefi, E., & Ahrami, R. (2013). A study of the
relationship between self-esteem and the imposter phenomenon in the physicians of Rasht
city. European Journal of Experimental Biology, 3(2), 363-366.

Karvay, Y., Imbriano, G., Jin, ], Mohanty, A., & Jarcho, J. M. (2022). They’'re watching you: The impact of
social evaluation and anxiety on threat-related perceptual decision-making. Psychological
Research, 86(4), 1174-1183.
https://doi.org/10.1007 /s00426-021-01547-w.

Kaur, T., & Jain, N. (2022). Relationship between impostor phenomenon and personality traits: A study
on undergraduate students. Journal of Positive School Psychology, 6(11), 734-746.

Kolligian Jr, ]J., & Sternberg, R. ]. (1991). Perceived fraudulence in young adults: Is there an'imposter
syndrome'? Journal of Personality Assessment, 56(2), 308-326.
https://doi.org/10.1207/s15327752jpa5602_10.

157


https://doi.org/10.1037/spy0000125

Sakarya Universitesi Isletme Enstitiisii Dergisi, 6 (2), 2024, 148-159

Komariah, M., Ibrahim, K., Pahria, T., Rahayuwati, L., & Somantri, I. (2023). Effect of mindfulness
breathing meditation on depression, anxiety, and stress: A randomized controlled trial among
university students. Healthcare, 11(1), 26. https://doi.org/10.3390/healthcare11010026.

Kuna, S. (2019). All by myself? Executives’ impostor phenomenon and loneliness as catalysts for
executive coaching with management consultants. The Journal of Applied Behavioral
Science, 55(3), 306-326. https://doi.org/10.1177/00218863198320009.

Le, L. (2019). Unpacking the imposter syndrome and mental health as a person of color first generation
college student within institutions of higher education. McNair Research Journal SJSU, 15(1), 5.
https://doi.org/10.31979/mrj.2019.1505.

Leach, P. K., Nygaard, R. M., Chipman, J. G., Brunsvold, M. E., & Marek, A. P. (2019). Impostor phenomenon
and burnout in general surgeons and general surgery residents.Journal of Surgical
Education, 76(1), 99-106. https://doi.org/10.1016/j.jsurg.2018.06.025.

Luten, A. G, Ralph, ]. A., & Mineka, S. (1997). Pessimistic attributional style: Is it specific to depression
versus anxiety versus negative affect? Behaviour Research and Therapy, 35(8), 703-719.
https://doi.org/10.1016/S0005-7967(97)00027-2.

Maftei, A., Dumitriu, A., & Holman, A. C. (2021). “They will discover i'ma fraud!” the imposter syndrome
among psychology students. Studia Psychologica, 63(4), 337-351.
https://doi.org/10.31577 /sp.2021.04.831.

Ozen Kutanis, R., Ozsoy, E., Karakiraz, A., & Uslu, 0. (2015). Orgiitsel davranis arastirmalarinda kisiligin
karanlik yonii (narsisizm, makyavelizm ve psikopati) dikkate alintyor mu?, 23. Ulusal Yénetim ve
Organizasyon Kongresi, 14-16.

Rad, M. K., Pour, N. M., & Salehi, M. (2020). The Relationship between perfectionism and early
maladaptive fantasies with imposter syndrome in female students.journal of Consulting
Excellence and Psychotherapy: Issue, 9, 24-33.

Rivera, N., Feldman, E. A., Augustin, D. A,, Caceres, W., Gans, H. A., & Blankenburg, R. (2021). Do [ belong
here? Confronting imposter syndrome at an individual, peer, and institutional level in health
professionals. MedEdPORTAL, 17, 11166. https://doi.org/10.15766/mep_2374-8265.11166.

Shytle, J. G. (2022). Twice-exceptional childhood experiences contributing to imposter syndrome in post-
secondary faculty (Doctoral dissertation, Walden University).

Slank, S. (2019). Rethinking the imposter phenomenon. Ethical Theory and Moral Practice, 22(1), 205-
218. https://doi.org/10.1007/s10677-019-09984-8.

Snyder, K. E., Bartley, M. ., & Fowler, A. (2024). Context-dependent social comparison and imposter
phenomenon: An experimental vignette approach. Gifted Child Quarterly, 68(4), 264-278.
https://doi.org/10.1177/00169862241265310.

Stricker, J., Buecker, S., Schneider, M., & Preckel, F. (2020). Intellectual giftedness and multidimensional
perfectionism: A meta-analytic review. Educational Psychology Review, 32, 391-414.
https://doi.org/10.1007 /s10648-019-09504-1.

Tovey, T. L., Kelly, S., & Brown, W. (2022). The relationships among locus of control, the impostor
phenomenon, and math anxiety in business majors. International Journal for Business
Education, 163(1), 2. https://doi.org/10.30707 /]JBE163.1.1660590612.882591.

Usly, O. (2016). The associations among emotional intelligence, job satisfaction and job performance.
In Proceedings of the Fifth European Academic Research Conference on Global Business,
Economics, Finance and Banking (EAR16Turkey Conference) Istanbul-Turkey (pp. 15-17).

158



Osman Uslu

Usly, 0. (2020). How demographic factors associate with employees’ emotional intelligence? Bartin
Universitesi Iktisadi ve Idari Bilimler Fakiiltesi Dergisi, 11(21), 88-100.

Usly, 0., & Simsek, A. (2020). Calisma arkadaslarina giiven ve psikolojik iyi olusun ¢alisanlarin is
performansina etkileri. Sakarya Universitesi Isletme Enstitiisii Dergisi, 2(1), 6-12.

Wang, K. T., Sheveleva, M. S., & Permyakova, T. M. (2019). Imposter syndrome among Russian students:
The link between perfectionism and psychological distress. Personality and Individual
Differences, 143, 1-6. https://doi.org/10.1016/j.paid.2019.02.005.

Wells, D. (1999). The imposter phenomenon: an exploration of the need to please (Doctoral dissertation,
The University of Waikato).

Widiger, T. A., & Oltmanns, ]. R. (2017). Neuroticism is a fundamental domain of personality with
enormous public health implications. World Psychiatry, 16(2), 144.
https://doi.org/10.1002 /wps.20411.

Wilkinson, C. (2020). Imposter syndrome and the accidental academic: An autoethnographic
account. International Journal for Academic Development, 25(4), 363-374.
https://doi.org/10.1080/1360144X.2020.1762087.

Yosopov, L., Saklofske, D. H., Smith, M. M,, Flett, G. L., & Hewitt, P. L. (2024). Failure sensitivity in
perfectionism and procrastination: Fear of failure and overgeneralization of failure as mediators
of traits and cognitions. Journal of Psychoeducational Assessment, 07342829241249784.
https://doi.org/10.1177/07342829241249784.

Yurica, C. L., & DiTomasso, R. A. (2005). Cognitive distortions. Encyclopedia of Cognitive Behavior
Therapy, 117-122.

Article Information Form

Authors Notes: The author would like to express their sincere thanks to the editor and the anonymous
reviewers for their helpful comments and suggestions.

Authors Contributions: The author contributed entirely to the writing of this paper and has read and
approved the final manuscript.

Conflict of Interest Disclosure: No potential conflict of interest was declared by the author.

Copyright Statement: Author own the copyright of his work published in the journal and his work is
published under the CC BY-NC 4.0 license.

Supporting/Supporting Organizations: No grants were received from any public, private or non-
profit organizations for this research.

Ethical Approval and Participant Consent: It is declared that during the preparation process of this
study, scientific and ethical principles were followed and all the studies benefited from are stated in the
bibliography.

Plagiarism Statement: This article has been scanned by iThenticate.

159



Sakarya Universitesi isletme Enstitiisii Dergisi
Sakarya University Graduate School of Business Journal

SAKARYA ONIVERSITESI

e-ISSN : 2717-767X Vol. 6, No. 2,160-178, 2024
Yayinci/Publisher : Sakarya University DOLI: https://doi.org/10.47542 /sauied. 1520511

Research Article

A Descriptive Analysis of Project Management Success

Tufan Ozsoy 1" Abstract: Success in project management remains a relevant and evolving topic, with
Taner Kilig 2 numerous academic publications offering insights from various perspectives. A

comprehensive understanding of these perspectives is crucial for grasping both the
1 Adana Alparslan Tirkes University of development of the literature and potential future trends. This study aims to bridge a
Science and Technology, Adana, Tiirkiye, significant gap by analyzing forty years of articles on project management success indexed
tozsoy@atu.edu.tr in major databases. Through a bibliometric analysis, we highlight key trends and patterns
that shape the field, providing valuable insights for both scholars and practitioners. The
analysis sheds light on critical success factors, including time, cost, scope, stakeholder
satisfaction, and long-term impacts, illustrating the multifaceted nature of project success.
Additionally, the findings underscore the importance of efficient risk management,
communication, and the evolving criteria for measuring project outcomes. Based on the
results, this study offers recommendations for future research, particularly the need for
interdisciplinary approaches and in-depth examinations of project management across
various sectors. Ultimately, this research contributes to a more comprehensive
understanding of how project management practices can be enhanced to meet the
growing demands of complex, modern projects.

2 ozsoyt79@gmail.com

*Sorumlu Yazar/Corresponding Author

Received: 22.07.2024

Accepted: 16.11.2024 Keywords: Project Management, Project Success, Bibliometrics, Critical Success Factors
Available Online: 31.12.2024

1. Introduction

Project management is essential for achieving successful project outcomes, characterized by the
effective coordination of resources, time, and goals. Success in project management is typically defined
by completing projects on schedule, within budget, and meeting quality standards. The ability to
anticipate risks and ensure effective communication among team members also plays a crucial role in
enhancing project outcomes (Arabaci & Akilli, 2019). As project studies advance, understanding the
evolving criteria for project success has become increasingly important in ensuring that projects meet
their objectives.

A comprehensive review of the literature on project management success reveals a progression from
traditional measures like time, cost, and scope—often referred to as the "Iron Triangle"—to a more
nuanced understanding that includes stakeholder satisfaction and long-term impacts. Recent studies
have emphasized the need for a multidimensional approach to evaluate project success, considering
immediate outputs and longer-term benefits (Venczel, Brenyi, & Hriczo, 2021). However, existing
research has not thoroughly explored the interconnections between these dimensions and their
implications for future project management practices.

Despite the significant body of work, gaps remain in the literature concerning the specific factors that
contribute to project success across different industries and contexts. Many studies focus on individual
success factors in isolation rather than examining their systemic relationships. This research aims to
address these gaps by analyzing scholarly works on project management success from a broader
perspective, identifying critical themes and areas that require further exploration.

The primary objective of this study is to investigate the prevailing trends in project management success
literature from 1983 to 2023. This analysis will employ bibliometric methods to map the academic
landscape, highlighting key contributions and revealing underexplored areas. Research questions will
focus on identifying critical success factors, understanding their interrelations, and evaluating their
impact on project outcomes across various domains.
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This study contributes to the existing literature by providing a comprehensive bibliometric analysis of
project management success, synthesizing findings from diverse contexts. It aims to offer insights that
can inform academic research and practical project management applications. Additionally, the findings
will facilitate the identification of future research directions in the field, helping to bridge existing
knowledge gaps.

The article is structured as follows: First, the methodology used for the bibliometric analysis will be
outlined. Next, the findings will be presented, detailing key trends and themes identified in the
literature. Finally, the implications of these findings for project management practice and future
research will be discussed.

2. Data and Methodology

The research started with a review of the literature, and then the academic articles on "Project
Management Success" published in the WoS database were analysed using bibliometric analysis.
Bibliometric analysis studies have a systematic that is carried out in stages. According to this
systematics, the purpose and scope of the study are determined at the first stage. Afterwards, it is
determined which concepts such as document, author, article, journal, and word will be studied within
the scope. The data to be focused on are selected from the data obtained in line with the concepts, and
studies are carried out for the purpose as a result of the collection and analysis of the data obtained
(Yalgin, 2022).

Within the framework of the study, firstly, the academic articles to be analysed were identified using the
studies indexed in the WoS base. For this purpose, the article titles under the English language option in
the WoS base were scanned with the term "project success". Project success (Title) and 6.3 Management
(Citation Topics Meso) and Article (Document Types) and English (Languages), a total of 1398 articles
were reached between 1983-2023. The articles were analysed individually and those unrelated to the
field of study were weeded out. At the end of the sorting, 641 articles were reached for study. The
bibliographic details of these articles were analysed and visualised using the Biblioshiny package, the
bibliometric database of the R program.

3. Results

In this section, the results of the bibliometric analysis of the studies conducted in the field of project
management success between 1983-2023 May and obtained from the WoS database are shared. General
information about the research is shown in the table below.

Table 1

Main Information About Data

Timespan 1983:2023
Sources (Journals, Books, etc) 242
Documents 641
Average years from publication 8,1
Average citations per documents 35,09
Average citations per year per doc 3,517
References 24067
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Tablo 1 (Continued)

Document Types

article 609
article; early access 26
article; proceedings paper 6

Document Contents

Keywords Plus (ID) 798
Author's Keywords (DE) 1559
Authors

Authors 1502
Author Appearances 1883
Authors of single-authored documents 57
Authors of multi-authored documents 1445

Authors Collaboration

Single-authored documents 64
Documents per Author 0,427
Authors per Document 2,34
Co-Authors per Documents 2,94
Collaboration Index 2,5

Itis seen that a total of 641 studies were published in 242 different journals in the period between 1983
and 2023 May and that the documents in the dataset were published at an average interval of 8.1 years.
When the table is analysed, it is concluded that the documents are taken into consideration intensively
by researchers conducting academic studies with an average of 35.09 citations. On an annual basis, the
average number of citations per document is 3.517, indicating that the documents are continuously
cited, and 24067 references indicate that the study has a solid structure. In terms of document types,
641 articles were identified in the table, which includes conference proceedings and current research
consisting of academic articles in terms of its basic structure. Regarding the document contents showing
that the study has a comprehensive subject network, 798 "Key Words" and 1559 "Author's Keywords"
are seen as data in the table. In terms of authors, it has been determined that 1502 different authors
contributed to the study, appearing 1883 times in the documents. There are 57 single authors and 1445
multiple authors. This shows that the study generally adopted a collaborative approach and more than
one researcher participated. There are a total of 64 single-authored documents in the data. On average,
each author contributed to 0.427 documents. On average, each document has 2.34 authors and 2.94 co-
authors. The cooperation index was calculated as 2.5, indicating that the authors are prone to cooperate
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and collaborate on their work. A total of 641 academic articles subject to the research were published
between 1983 and May 2023, and the distribution of the articles by year is shown below.

Figure 1
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3.1. Author impact

The following table was created as a result of the analysis of the most productive author in the field of
project method success. The table shows the authors' h, g and m index values, total number of
publications, total number of citations and the year of publication of their first publication.

Table 2

Most Relevant Authors
Element h_index g index m_index TC NP PY_start
Chan Apc 16 18 0,696 1694 18 2001
Dvir D 10 11 0,357 1555 11 1996
Osei-Kyei R 10 12 1,429 404 12 2017
Kock A 6 6 0,545 425 6 2013
Muller R 6 6 0,5 502 6 2012
Zuo] 6 7 0,429 320 7 2010
Chan Dwm 5 5 0,25 454 5 2004
Ika La 5 5 0,333 671 5 2009
Jha Kn 5 5 0,385 185 5 2011
Shen Gq 5 5 0,333 168 5 2009
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Tablo 2 (Continued)

Wu Gd 5 6 344 6

Wuni Iy 5 5 1,25 75 5 2020
Zhao Xb 5 6 0,556 307 6 2015
Choi Jo 4 5 0,5 76 5 2016
Doloi H 4 4 0,267 319 4 2009
Heravi G 4 4 0,333 154 4 2012
Lipovetsky S 4 4 0,143 522 4 1996
Shenhar Aj 4 4 0,174 931 4 2001
Steyn H 4 4 0,308 89 4 2011
Tishler A 4 4 0,143 522 4 1996

TC: Total Citations, NP: Number of Papers, PY_start: year of first paper

The authors and related articles in Table 4.2. represent the researchers and studies that played an
important role in the focus of the study. According to these data, Chan is the author with the highest
number of articles, citations and index values. He is followed by Dvir and Osei-Kyei. Again, according to
the table, it is understood that the pioneering works in the field were published separately by Dvir and
Tishler in 1996. In order to understand the productivity of the authors over time, the figure below is
given. The horizontal bars in the figure represent the years the authors were active in the field. The
bubbles represent the number of articles of the authors, and the colour of the bubbles indicates the

number of citations.

Figure 2

The Most Prolific Authors Over Time

Top-Authors' Production over Time

CHAN APC-
OSEL-KYET R-
DVIR D-
ZU01-
KOCK A-
MULLER R-
ZHAO XB-
CHAN DWM-
L CHEN JH-
2 cHol Jo-
T wala-
< JHakN-
SHEN GQ-
VARAJAQ 1-
WU GD-
WUNI TY-
YANG LR~
CHENG MY -
DOLOT H-
HERAVT G-

o

1996 -

'
i)
@
a
h

2000 -

2002 -

2004 -

2006 -

2008 -

2010 -

]
=

164

2012 -

2014 -

2016 -

2018 -

2020 -

2022 -



Tufan Ozsoy, Taner Kilig

The figure, which shows that the research intensified significantly in the 2010-2020 period, can be
considered an important visual tool that researchers can benefit from in terms of presenting the data
obtained in the period starting from 1996 until 2022. In the figure, it is observed that Chan, who ranks
the highest in terms of the number of studies and citations, has been active for many years and has
exhibited a continuous continuity of work from the early 2000s to 2020. It is reached that he carried out
the most studies from 2016 to 2018 and received a large number of citations in this period. In addition,
according to the data in the table, it is seen that Osei-Kyei R. conducted the most studies between 2016-
2018. It was determined that Dvir, who carried out pioneering studies in the field, conducted studies
between 1996 and 2010 but did not continue his studies afterwards. It is concluded that all
academicians show an intense tendency to increase their studies, especially from 2014 to 2022.

3.2. Affiliations
The following table was created by taking into account the institutions where the authors of the articles
published in the field of project management success.

Table 3

Most Relevant Affiliations

Affiliations Country Articles
Hong Kong Polytech Univ Hong Kong 30
Univ Teknol Malaysia Malaysia 13
Natl Univ Singapore Singapore 12
Tech Univ Berlin Germany 11
Univ Pretoria South Africa 11
Univ Tehran Iran 9
Natl Cent Univ Taiwan 8
Norwegian Univ Sci and Technol Norway 8
Univ Johannesburg South Africa 8
Univ Malaya Malaysia 8
Univ Malaysia Pahang Malaysia 8
Univ Melbourne Australia 8
Univ Minho Portugal 8
Ben Gurion Univ Negev Israel 7
Cent Queensland Univ Australia 7
Natl Taiwan Univ Sci and Technol Taiwan 7
Northumbria Univ UK 7
Prince Sattam Bin Abdulaziz Univ Saudi Arabia 7
Qatar Univ Qatar 7
Univ Adelaide Australia 7

The universities in Table 4.6. are important institutions that contribute to publications that are
considered reputable in their fields. Hong Kong Polytechnic University, the Malaysian University of
Technology and the National University of Singapore are universities located in the Far East and have a
very important place in the literature in terms of their contributions to the field of project management.
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Considering the country of origin of the institutions, the weight of the Far East geography draws
attention.

3.3. Country scientific production

In this section, the total number of citations and an average number of citations for the countries that
are most active in the international arena in the field of project management success is presented in the
table below.

Table 4
Most Cited Countries
Average
Total Article
Country Citations Citations
USA 5726 67,36
China 3352 37,24
Australia 2245 46,77
United Kingdom 1566 34,80
Germany 1219 60,95
Canada 927 51,50
Malaysia 775 20,95
Singapore 649 72,11
U. Arab Emirates 414 59,14
Israel 409 58,43
Brazil 405 28,93
Netherlands 384 38,40
Norway 348 31,64
France 337 67,40
India 327 19,24
Thailand 303 43,29
Iran 281 14,79
Korea 209 26,12
Italy 196 49,00
South Africa 194 12,12
Sweden 151 75,50
Serbia 143 47,67
Lithuania 142 71,00

When the table is analysed, it is understood that the top five countries according to the highest number
of citations are USA, China and Australia, and according to the average citation per article, Sweden,
Singapore, Lithuania, France and USA.
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Table 5

Most Global Cited Documents

Total TC per
Paper DOI Citations Year
Shenhar Aj, 2001, Long Range Plann  10.1016/S0024-6301(01)00097-8 569 24,73
Griffin A, 1996, ] Prod Innovat Manag 10.1016/S0737-6782(96)00052-5 492 17,57
Li B, 2005, Constr Manag Econ 10.1080/01446190500041537 440 23,15
10.1061/(ASCE)0733-
Chan Apc, 2004, ] Constr Eng M Asce  9364(2004)130:1(153) 387 19,35
Tatikonda Mv, 2000, IEEE T Eng
Manage 10.1109/17.820727 365 15,20
Balachandra R, 1997, IEEE T Eng
Manage 10.1109/17.618169 365 13,51
Ika La, 2009, Proj Manag | 10.1002/pmj.20137 354 23,6
Pinto Jk, 1988, ] Manage 10.1177/014920638801400102 341 9,47
10.1061/(ASCE)0733-
Chua Dkh, 1999, ] Constr Eng M Asce  9364(1999)125:3(142) 325 13
Grewal R, 2006, Manage Sci 10.1287/mnsc.1060.0550 285 15,83

The figure below shows the most cited authors and the collaboration between these authors in the form
of a coloured map. According to the figure, authors are clustered under four different colours.

Figure 3

Collaboration Between the Most Cited Authors
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In the studies written in the field of project management success, it can be said that the cluster of authors
shown in red colour is in intense cooperation in terms of citation. The names Shenhar, Chan, Pinto, Ika
can be stated as the prominent active authors in the red cluster, Chan in the blue cluster and Hair in the
green cluster.

Table 6

Most Local Cited Documents

LC/GC

Document DOI Year LC GC Ratio (%)
10.1016/S0024-

Shenhar Aj, 2001, Long Range Plann 6301(01)00097-8 2001 87 569 15,29

Ika La, 2009, Proj Manag ] 10.1002/pm;j.20137 2009 72 354 20,34

Chua Dkh, 1999, ] Constr Eng M 10.1061/(ASCE)0733-

Asce 9364(1999)125:3(142) 1999 61 325 18,77

Chan Apc, 2004, ] Constr Eng M 10.1061/(ASCE)0733-

Asce 9364(2004)130:1(153) 2004 60 387 15,50

Li B, 2005, Constr Manag Econ 10.1080/01446190500041537 2005 58 440 13,18

Sanvido V, 1992, ] Constr Eng M 10.1061/(ASCE)0733-

Asce 9364(1992)118:1(94) 1992 54 241 22,41
10.1177/01492063880140010

Pinto Jk, 1988, ] Manage 2 1988 50 341 14,66
10.1016/j.ijproman.2013.02.00

Davis K, 2014, Int ] Proj Manag 6 2014 40 254 15,75
10.1061/(ASCE)0742-

Chan Apc, 2002, ] Manage Eng 597X(2002)18:3(120) 2002 39 212 18,40
10.1016/j.ijproman.2013.05.01

Mir Fa, 2014, Int ] Proj Manag 2 2014 38 278 13,67

The article by Shenhar (2001) titled "Project Success: A Multidimensional Strategic Concept" has the
highest value regarding local and global citations. The article titled "Project Success as a Topic in Project
Management Journals" by Ika (2009) has the second highest value in terms of local citations, and the
article titled "Critical Success Factors for Different Project Objectives” by Chua (1999) has the third
highest value. The LC/GC ratio of Li's (2005) article titled "Critical Success Factors for PPP/PFI Projects
in the UK Construction Industry"” is low, which means that the global impact of this article is more than
its local impact.

3.4. Most frequent words

According to the analysed data, attention was paid to the frequency of use of certain words in the study.
These words reflect the main focal points of the study, research topics and terms. The table below has
been prepared by considering "keyword plus".
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Table 7

Frequent Words

Words Occurrences
performance 170
management 128
model 91
impact 83
framework 53
implementation 44
construction 41
construction projects 35
criteria 31
innovation 31
systems 29
perspective 26

Firstly, the word "performance" is mentioned 170 times. This indicates that the study focussed on issues
such as performance measurement, performance management or performance improvement.
Performance is a concept that is assessed at the organisational or system level, and it can be considered
that the study addresses strategies, processes or methods related to performance. The word
"management” was used 128 times. This indicates that the study provides information on management
processes, strategies or practices. Management is a concept used for effective and efficient use of
resources, decision-making processes and achieving organisational goals. The word "model" appears 91
times and indicates that the study deals with theoretical or analytical models. Other important words
include "impact" (83 times), "framework" (53 times), "implementation” (44 times), "construction” (41
times) and "construction projects” (35 times). "Impact” indicates that the study focussed on a particular
event or practice's results, effects or consequences. "Framework" indicates that the study builds on a
specific theoretical or conceptual framework or addresses a topic. "Application" emphasises how the
study applies or evaluates a theory or method in the real world. The terms "construction" and
"construction projects” indicate that the study addresses issues, management or practices related to the

systems”,
"perspective”, "design”, "technology”, "identification"”, "industry”, "product development"”, "knowledge"
and "selection” also play an important role in the study. "Criteria" implies that the study focussed on a
specific evaluation or selection process and that specific criteria were used. "Innovation” indicates that
the study focuses on the development, implementation or evaluation of new ideas. "Systems" indicates

construction industry. In addition to these words, concepts such as "criteria", "innovation”,

that the study focuses on the analysis or management of a specific system or process. "Perspective"
indicates that the study addresses a particular point of view or approach. The words "design" and
"technology" indicate that the study addresses design processes or the use of technology.
"Identification” means the definition or specification of a particular concept or element, while the term
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"industry” indicates that the study focuses on a particular industry or sector. Finally, "product
development” indicates that the study focuses on the creation, development or management of new
products. Below, the most frequently used words in the titles of the articles cited in the studies written
in the field of project management are shown in the word cloud. When the figure is analysed, it is seen
that the most frequently used words or phrases in the titles of the studies cited by the authors are words
such as "management”, "model”, "impact" and "construction". Since the words in the titles give clues
about the content of the study, they can provide preliminary information about the study to the
candidate researchers or current researchers. It is seen that the words in the titles are in parallel with
the words in the studies and abstracts.

Figure 4
Frequent Word Cloud in Headings
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3.5. Analysing trending topics

Conceptual structure analysis and mapping is one of the important analyses in bibliometric research.
Conceptual structure analysis and mapping reveals the conceptual structure dynamics and conceptual
building blocks in the literature by performing factor analysis between concepts. The figure below
shows the conceptual structure map of the trending topics in the field of project management over the
years. The figure shows the years in ascending order on the horizontal axis. The vertical axis shows the
trending topics. The circle shapes in the figure indicate in which year the topics received the most
citations. The increase in the width of the circle means that the number of citations related to the subject
also increases. In the figure, the topics increase their trending status from bottom to top, towards the
present day. Again, according to the figure, the number of citations of the subjects increases from top to
bottom, from the past to the present.
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Figure 5
Trending Topics
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In the figure, there is a graph with the trending keywords by years from 2002 to 2022. When the figure
is analysed in detail, it can be seen that "failure" is the trending topic from 2002 to the early periods of
2020 and has the most prolonged time interval among other words. In the 2016-2020 period, some
words such as "performance”, "innovation”, "impact”, "model" and "management” come to the fore.
When it comes to the 2020-2022 date range, it is seen that the words "intermediary role",
"transformational leadership”, "infrastructure projects”, "industry"”, "trust, "governance",
"sustainability”, "leadership”, "construction projects"”, "criteria”, "definition", "competences" and
"barriers" are trending. As a result, it can be determined that there is a significant increase in the citation
status of the trending words from time to time, while some words have a periodic trend and lose their
effect completely after a while. As mentioned at the beginning of the section, the topics in the figure are
cited more recently from bottom to top. For example, the top-ranked topics such as "mediation role"
and "transformational leadership” have been trending in 2022 and more recently, and it is also
understood from the figure that these topics were heavily cited in 2022.

3.6. Thematic evolution

Thematic analysis in bibliometrics is a method used to examine publications or sources on a particular
topic to identify the main themes, trends or research trends of these publications. This analysis can be
used to understand the focal points and changes in research on a topic, identify gaps in the scientific
literature and provide clues for future research.
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Figure 6
Thematic Evolution of Studies (1983-2023)
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As aresult of the thematic analysis, the above visual was created. When the visual is analysed, there is a
distinction between two periods (1983-2017 and 2018-2023 periods). In the first period, construction
projects and performance were the main focus, while in the second period, it is understood that the
research area has evolved into management in a more generalised way, and the focus on performance
has also expanded. The visualisations of these two defined periods in terms of density and centrality are
shown below.

Figure 7
Thematic Map (1983-2017)

information-systems

impact
trust
[
2
g ;
ke perspective
= O
5% 4
ED :
58 system I
o
> I
a \
construction projects I
1
1
1 performance
1
1
iqnplementation ﬂ
I

I
Relevance degree
(Centrality)

In the first period (1983-2017), it was observed that there were publications centred on performance
and implementation, especially construction projects, and the impact was prominent.
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Figure 8
Thematic Map (2017-2023)
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In the second period covering the years 2018-2023, it can be stated that the topics evolved into a
managerial field of study, and the construction sector-centred project management success research
tended to create a theoretical framework in the field of management.

4. Conclusion

It is seen that different topics are addressed in the literature in the field of Project Management. One of
the studies considered in this field consists of studies centred on the success of project management.
This research aims to provide a perspective on how the literature on project management success has
developed and how it can evolve. For this purpose, academic articles related to project management
success in the WoS database were collected, and a bibliometric analysis was carried out. The data set of
the study is limited to a total of 641 academic articles published between 1983 and 2023 in 242 sources
indexed in WoS.

The keywords describe the subject area and research foci of the studies in more detail. These data show
that the study has a comprehensive subject network and combines research from different disciplines.
It shows that cooperation between authors plays an important role and that academic work is often
carried out as a team effort. It is thought that cooperation between the authors will enable different
perspectives to be combined, more comprehensive studies to be carried out, and scientific production
to be increased.

When the findings are evaluated in general, a dataset in which authors and countries working in the
field of project management success are more effective has been obtained.

While the USA and China are considered the most effective countries, it has been determined that the
University of Hong Kong stands out with its numerous studies. Again, it is understood that Far Eastern
countries (ex., China, Australia, Malaysia, Singapore, India, Thailand) contribute the most to the
literature on project management success. It has been observed that the previous studies are
concentrated especially in the field of civil engineering (ex. Chan et al., 2004; Osei-Kyei & Chan, 2017),
but the subsequent studies are shaped around the general title of management (ex. Hashfi & Raharjo, T.,
2023; Sunny et al., 2024; Zhou et al., 2020).
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5. Recommendations

This bibliometric analysis provides a comprehensive overview of research on project management
success. Researchers can use the findings from this analysis to contribute to the literature, understand
existing research and provide a basis for new studies. The WoS database used in this thesis represents
a limited data source. Therefore, future researchers can access a more comprehensive dataset by
including different databases (e.g. Scopus, PubMed). This will enable different studies to be found by
covering a broader literature and will provide a stronger basis for project management success.
Furthermore, future research could conduct more focused analyses using more specific search criteria
or more filtering. For example, focusing on a particular geographical region or specific sector can narrow
the scope of the study and provide a more in-depth examination. In addition, conducting analyses over
different periods would also provide opportunities to fill research gaps and obtain original results.
Finally, future researchers could focus on interdisciplinary studies and complex relationship analyses
where different factors that influence project management success are examined. For example,
examining the effects of factors such as leadership, communication, and resource management on
project management success can provide a more comprehensive understanding.

6. Limitations and Future Research Directions

This study is limited to bibliometric analysis based on data from the WoS database, which may not fully
represent the breadth of research in project management. Future research should consider expanding
the dataset by incorporating additional databases such as Scopus or PubMed. This could enhance the
understanding of project management success across diverse disciplines.

Based on the current bibliometric analysis of project management success, several research questions
can be formulated for future studies. First, it would be beneficial to investigate how the collaboration
patterns identified in this study influence project outcomes. Specifically, what role does co-authorship
play in enhancing the quality and impact of project management research? Additionally, given the
prominence of the USA and China in this field, future research could explore the cultural factors
influencing project management practices in these countries. How do these cultural contexts shape the
approaches to project success, and what lessons can be drawn for international project teams?

Moreover, since the existing literature has focused predominantly on civil engineering, examining
project management success across other sectors, such as healthcare or information technology, would
be valuable. How do success criteria vary between these fields, and what unique challenges do they
present? Another area for exploration is the impact of technological advancements on project
management. What specific technologies have proven to be the most beneficial for enhancing project
success, and how can organizations best integrate these innovations into their project management
practices?

Furthermore, this study highlights the importance of interdisciplinary research; future studies could
address the interplay between project management success and factors such as leadership, team
dynamics, and stakeholder engagement. What specific leadership styles contribute to project success in
different contexts, and how can effective stakeholder communication be fostered? Lastly, examining the
effects of sustainability practices within project management is crucial. How do sustainable practices
influence project success, and what frameworks can be developed to integrate sustainability into project
management methodologies? These questions will deepen the understanding of project management
success and pave the way for a more comprehensive body of research in this evolving field.
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Extended Abstract

The financial structures of companies may deteriorate due to factors such as war economies, natural
disasters, pandemic remnants, inflation and difficult living conditions that affect the World. In order for
companies to grow in a healthy way and maintain their competitive advantage, their financial
performance should be analysed (Omiirbek & Mercan, 2014: 238; Conkar vd., 2011: 83). It is stated that
analysing the financial performance of companies using various ratios derived from their financial
statements is one of the methods commonly used by investors, researchers, company managers and
shareholders (Temizel & Baycelebi, 2016: 160; Yalcinkaya & Basaran, 2022: 980). For these reasons, the
financial performance of listed deposit-taking banks is analysed using the TOPSIS and Bankometer
solvency models, and the relationships between financial performance and solvency are revealed.

The results obtained from TOPSIS, one of the most widely used methods for measuring the financial
performance of companies, are used together with various performance criteria such as AHS, ELECTRE,
Altman Z Score, PROMETHEE, SAW, MAUT, ARAS and VIKOR, and these results from different models
are compared (Ayaydin vd., 2018; Yalciner & Karaatli, 2018; Akgiil, 2019; Giilenger, 2020; Sari, 2020;
Yilmaz & Yakut, 2021; Yildirim & Yaman, 2023). In fact, there is no study using the TOPSIS and
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Bankometer models together for the Turkish banking sector. Therefore, it is thought that the study will
contribute to the literature and open new horizons for future studies.

The study covered 9 depository banks in the banking sector traded on Borsa Istanbul. These banks are
Akbank, ICBC, Sekerbank, Tiirkiye Garanti Bankasi, Tiirkiye Halk Bankasi, Tiirkiye is Bankasi, Tiirkiye
Vakiflar Bankasi, Yapi ve Kredi Bankasi and QNB Finansbank. The study used annual data for the period
2021-2023, using company balance sheets and ratios, and the relevant data were obtained from the
statistical reports of the Turkish Banking Association (tbb.org.tr).

When analysing the results of the study, according to the financial performance scores measured by
TOPSIS, it was found that Garanti Bank and Akbank were the banks that did not change their positions
in the first two ranks for the years 2021, 2022 and 2023 and showed the best performance. In 2022,
bank performances generally decreased compared to 2021. The decline in these ratios indicates a
decrease in banks' financial assets and loans and an increase in short-term liabilities. This situation
confirms that bank costs increased in 2022 and banks restricted their loan disbursements. In fact, the
BDDK, in its decision dated 24 June 2022 and numbered 10250, imposed a foreign currency asset limit
on the use of Turkish lira loans and restricted the use of new cash loans if companies' foreign currency
TL reserves exceed TL 15 million (BDDK, Haziran, 2022). With the decision of the BDDK dated
21.10.2022 and numbered 10389, the upper limit was reduced from TL 15 million to TL 10 million.
(BDDK, Ekim, 2022). On the other hand, bank performances generally increased in 2023. The resurgence
in bank performances in 2023 can be explained by the effectiveness of new economic policies. It is
believed that the use of currency protected deposits and the transition to Turkish lira with the increase
in policy rates after currency protected deposits also had a positive impact on the bank's performance.
In 2023, the increase in Sekerbank's financial performance is also noteworthy. The most important
reason for this is likely to be the improvement in Sekerbank's asset quality in 2023. In fact, the increase
in Sekerbank's performance enabled Moody's to raise Sekerbank's credit rating by three notches (IHA,
2024).

The study also tried to determine the solvency of banks with the Bankometer s score model. According
to the s scores, it was determined that no bank had solvency problems in any period and all of the banks
subject to the study had high solvency. In 2021 and 2022, the banks with the highest solvency were
Akbank, ICBC and isbank, while in 2023 it was ICBC, Sekerbank and Akbank. It has been revealed that
the improvement in Sekerbank's financial performance in 2023 is also reflected in its solvency.

The relationship between the TOPSIS performance scores of the banks and their solvency as measured
by the Bankometer score model was attempted to be determined with the help of a graph, and it was
found that the banks with high performance scores also have high solvency scores. For Akbank, ICBC,
Isbank, Yapi Kredi and Garanti Bank, there is not a complete correspondence between financial
performance score and solvency, while for QNB, Sekerbank, Vakiflar Bank and Halk Bank, there is a
complete correspondence (linear relationship) between financial performance and solvency.

1. Giris

Cin’de baslayip 2020 yil1 Mart ayinda Tiirkiye’de ilk vakasi goriilen Kovid-19 salgini beraberinde birgok
tedbir ve kisitlama getirmis, salginin etkileri Diinya genelinde ekonomik bir krize doniismiistiir. Subat
2022 tarihinde Rusya-Ukrayna ve Ekim 2023 tarihinde ise Israil-Filistin savasinin yansimalari
Tiirkiye’de de hissedilmis, artan enerji, hammadde, ara mamul ve gida fiyatlari nedeniyle enflasyon hiz
kazanmistir. Bunlarin yani sira Tiirkiye'nin savas bolgelerine olan ihracatinin diismesi, Tiirkiye'nin cari
aciginda olumsuz etkilere neden olmustur. Diinya’da yasanan bu gelismelerin yaninda ekonomik
onlemler alan Tiirkiye’de, Tiirkiye Cumhuriyeti Merkez Bankasi Eyliil 2021 tarihinden Subat 2023’e
kadar faiz oranlarimi diisiirmiis, Haziran 2023 tarihinden itibaren de kademeli olarak ytlikseltmeye
baslamistir. Tiim bu gelismelerin yani sira 6 Subat 2023’te Tiirkiye tarihinin en biiyiik depremlerinden
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birisi olarak kayitlara gecen ve 11 ilde yikima neden olan Kahramanmaras merkezli deprem bir¢ok mal
ve can kaybina yol acarken, TC Cumhurbaskanlig1 Strateji ve Biitce Baskanligi (2023: 8) raporunda,
depremin toplam yiikiiniin yaklasik 103,6 milyar dolar oldugu ve bunun Milli Gelirin yaklasik %9’una
ulasabilecegi tahmin edilmistir.

Diinya’y1 etkisine alan savas ekonomisi, dogal afetler, pandemi doneminin izleri, enflasyon, zorlasan
hayat kosullar1 gibi faktorler nedeniyle isletmelerin mali yapilarinda bozulmalar olabilmektedir.
Isletmelerin saghkl bir sekilde biiyiiyebilmesi ve rekabet avantajinin siirdiiriilebilirligi icin finansal
performanslarinin analiz edilmesi gerekmektedir (Omiirbek & Mercan, 2014: 238; Conkar vd., 2011:
83). Isletmelerin mali tablolarindan elde edilen cesitli rasyolarla finansal performanslarinin
incelenmesinin, yatirimcilar, arastirmacilar, sirket yoneticileri ve ortaklar1 tarafindan siklikla
basvurulan yontemlerden oldugu ifade edilmektedir (Temizel & Baycgelebi, 2016: 160; Yalcinkaya &
Basaran, 2022: 980). Bu nedenlerle borsada islem géren mevduat bankalarinin finansal performanslari
TOPSIS ve Bankometer bor¢ 6deme giicii modelleri ile analiz edilecek ve finansal performansla borg
O0deme giicii arasindaki iliskiler ortaya konulmaya calisilacaktir. Bankacilik sektériiniin secilmesinin en
onemli nedeni ise, sektoriin lilke ekonomisi icerisindeki 6nemli pay1 ve diger sektorler icin lokomotif
rolii tistlenmesidir (Yamaltdinova, 2017: 69; Giil, 2021: 1).

Sirketlerin finansal performanslarinin 6l¢timiinde siklikla kullanilan yontemlerden biri olan TOPSIS’ten
elde edilen bulgular, farkli performans 6lgiitleriyle bir arada kullanilmakta ve farkli modellerden elde
edilen bu sonuclar karsilastirilmaktadir (Ayaydin vd., 2018; Yalciner & Karaatli, 2018; Akgiil, 2019;
Giilencer, 2020; Sari, 2020; Yilmaz & Yakut, 2021; Yildirim & Yaman, 2023). Nitekim Tiirkiye bankacilik
sektori icin TOPSIS ve Bankometer modellerinin bir arada kullanildig1 calismaya rastlanilmamaistir.
Dolayisiyla ¢alismanin literatiire katki saglayacag ve ileride yapilacak olan ¢alismalar i¢in yeni ufuklar
acacagi distiniilmektedir.

Calismanin bundan sonraki boliimlerinde literatlirde Tiirk Bankacilik Sektoriine iliskin konuyla ilgili
yapilan ¢alismalara yer verilmis, calismanin verileri ve yonteminden bahsedilmis, elde edilen bulgular
aciklanmis ve sonuglar tartisilmistir.

2. Literatiir

Literatiirde sirketlerin finansal performanslarinin degerlendirilmesinde TOPSIS ydnteminin tiim
sektorler icin siklikla kullanildigi, agirlikli olarak bankacilik sektoriiniin calisildigl goriilmektedir.
Literatiirde bankacilik sektorii lizerine yapilan ¢alismalara yer verilecektir. Calismalarin bir kisminda
yalnizca TOPSIS yéntemi kullanilirken (Demireli, 2010; Ozkan, 2017; Dursun & Bozkir, 2018; Kanat,
2018; Daver, 2020; Ozkan, 2020; Ova, 2021; Giil, 2021; Yetiz 202 1), baz1 calismalarda ise farkl finansal
performans degerlendirme yontemleri bir arada kullanilarak iki ydntemin sonuglarinin karsilastirildigi
gorilmistiir (Ayaydin vd., 2018; Yal¢ciner & Karaatli, 2018; Akgiil, 2019; Giilencer, 2020; Sari, 2020;
Yilmaz & Yakut, 2021; Yildirim & Yaman, 2023). Diger taraftan Tiirk Bankacilik Sektoériiniin Bankometer
modeli ile analizine iliskin calismalar da mevcuttur (Akin Aksoy & Kandil Géker, 2018; Ozbek vd., 2021;
Eren & Ucar, 2021; Sakarya & Karakas, 2021; Erben Yavuz, 2023; Kaya, 2023). Bu dogrultuda literatiir
tic kisma ayrilmis ve ilgili calismalardan elde edilen sonuglara bu béliimde yer verilmistir.

Tiirkiye’deki bankalara yonelik olarak yalnizca TOPSIS yo6nteminin kullanildigr c¢alismalara
bakildiginda; Demireli (2010), iic kamu bankasinin performansini 2001-2007 yillar1 icin arastirmis,
sonug¢ olarak kamu bankalarinin yerel ve global krizlerden etkilendigi, ilgili donemde bankalarda
herhangi bir iyilesmenin yasanmadigini ortaya koymustur. Ozkan (2017), 7 bankanin performansini
2007-2015 yillar1 i¢in incelemis sonug olarak bankalarin performans puanlarinda belirgin farkliliklarin
olmadig1 tespit edilmistir. Dursun ve Bozkir (2018), 10 ticari bankay1 2013-2017 yillar i¢in aktif
kalitesine gore siralamis ve sonug olarak bankalarin kredi riskini diisiik tutmasi gerekliligi dnerilmistir.
Bu sayede bankalarin aktif kalitelerinin giiclenecegi ifade edilmistir. Kanat (2018), alti bankanin
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performansini 2008-2017 yillan icin belirlemis ve hisse senedi getirileri ile arasinda herhangi bir
iliskinin olmadig1 ortaya konulmustur. Daver (2020), 12 bankanin 2018 y1li icin performansini CAMELS
bilesenlerine dayali olarak incelemis, en yiiksek ve en diisiik performansa sahip bankalar1 tespit
etmistir. Ozkan (2020), bes katihm bankasinin performansini 2016-2018 yillar1 icin incelemis ve sonug
olarak finansal performansi diisiik olan bankalarin likidite karlilik seviyelerini artirmalari ve varliklarini
verimli kullanmalari 6nerilmistir. Ova (2021), 10 bankanin performansini 2012-2019 yillar icin
incelemis ve sonu¢ olarak kamu bankalarinin performanslarinin diistiigiinii ve yabanci sermayeli
bankalarin en iyi performans gosteren bankalar oldugunu tespit etmistir. Gil (2021), 20 mevduat
bankasinin performansini 2009-2019 yillari i¢in incelemis, sonug olarak bankalarin performanslarinin
belirlenmesindeki en 6nemli kriterlerin 6zkaynak karliligi ve aktif karlilig1 oldugu ortaya konulmustur.
Yetiz (2021), bes katilim bankasinin performansini 2016-2019 yillar i¢in incelemis ve sonug olarak
katilm bankalarinin finansal performanslarini giiclendirecek faaliyetlerde bulunulmasi gerekliligi
ortaya konulmustur.

Tiirkiye’deki bankalara yonelik olarak farkli finansal performans degerlendirme yontemlerinin bir
arada kullanildigi ¢alismalara bakildiginda: Ayaydin vd. (2018), 29 mevduat bankasinin performansini
2011-2013 yillar1 icin TOPSIS ve AHS (Analitik Hiyerarsi Siireci) yontemleri ile analiz etmis ve sonug
olarak ilgili donemde en iyi performansi gosteren bankalarin yabanci sermayeli bankalar oldugu ortaya
konulmustur. Yal¢iner ve Karaath (2018), 25 mevduat bankasinin performansini 2002-2015 yillari i¢in
TOPSIS ve ELECTRE y6ntemleri ile analiz etmis ve sonug olarak bankalarin sermaye yapilari acisindan
en iyi performansi kamu sermayeli bankalarin ve yabanci sermaye ortaklara sahip 6zel sermayeli
bankalarin gdsterdigini ortaya koymuslardir. Akgiil (2019), SAW, MAUT ve ARAS yontemleri ile 52
bankanin performansim1 2010-2018 yillar1 icin degerlendirmis ve finansal performans acgisindan en
onemli rasyonun Likit Aktifler/Kisa Vadeli ylikiimliliikler oldugunu ortaya koymustur. Giilenger
(2020), 10 bankanin performansini 2013-2017 yillar1 i¢cin TOPSIS ve VIKOR yéntemiyle aragtirmis ve
sonug olarak her iki yonteme gore de 6zel bankalarin kamu bankalarina gére daha iyi performans
gosterdigini ortaya koymustur. Sar1 (2020), 11 bankanin performansini 2017 yili icin TOPSIS ve
PROMETHEE yontemleri ile analiz etmis ve her iki yontemin de birbiriyle uyumlu oldugu ve finansal
performansi 6lgmede etkin oldugu ortaya konulmustur. Yilmaz ve Yakut (2021), 22 bankanin
performansini 2009-2018 yillar1 icin TOPSIS ve VIKOR yontemleri ile analiz etmis, sonug olarak en
onemli performans kriteri Likit Aktifler / Kisa Vadeli Yiikiimliiltikler olarak tespit edilirken, TOPSIS ve
VIKOR yontemlerindeki siralamalarin performans diizeyi nispeten diisilk bankalarda degisiklik
gosterdigi ortaya konulmustur. Yildirim ve Yaman (2023), bes bankanin performansini 2018-2022
yillar1 icin TOPSIS ve ARAS yontemleri ile incelemis ve sonug olarak performansin belirlenmesindeki en
onemli kriterlerin donemler itibari ile degistigini, TOPSIS ve ARAS yontemleri ile yapilan siralamalarin
degiskenlik gosterdigini ortaya koymustur.

Tiirkiye’deki bankalara yonelik olarak Bankometer yonteminin kullanildig1 ¢calismalara bakildiginda:
Akin Aksoy ve Kandil Goker (2018), 10 bankay1 2012-2016 yillar1 icin Altman Z skoru ve Bankometer
yontemleri ile incelemisler ve sonuc olarak Bankometer skorlarinin tiim dénemlerde tiim bankalar i¢in
yliksek diizeyde oldugu, bankalarin bor¢ 6¢deme giicii bakimindan iyi durumda olduklar1 ortaya
konulmus ancak Altman Z skoru modelinde Bankometer yontemine gore zit sonuclar elde edilmistir.
Ozbek vd. (2021), 10 bankanin Bankometer skorunu 2011-2020 yillar1 i¢in incelemis, tiim dénemler ve
bankalar icin Bankometer skorunun yiiksek oldugunu, bankalarin édeme giicii agisindan saglam
olduklarini, Kovid-19'un bankalarin performansinda diisiise neden oldugunu, kamu mevduat
bankalarinin, 6zel ve yabanci mevduat bankalarina kiyasla 6deme gii¢clerinin daha diisiik oldugunu
tespit etmislerdir. Eren ve Ugar (2021), yedi mevduat bankasin1 2019 ve 2020 yillar1 i¢in analiz etmisler
ve sonuc¢ olarak bankalarin finansal acidan saglam olduklari ve Kovid-19’un neden oldugu ekonomik
krizin Tiirk Bankacilik sektorii i¢in iyi bir sekilde yonetildigi belirtilmistir. Sakarya ve Karakas (2021),
kamusal, 6zel ve yabanci sermayeli 28 bankay1 2010-2019 yillan1 icin CAMELS ve Bankometer
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yontemleriyle analiz etmislerdir. Her iki yonteme gore de bankalarin 6deme giiclerinin oldukga yiiksek
oldugu ortaya konulmustur. Erben Yavuz (2023), 15 bankanin 2006-2022 yillar1 icin incelemis ve tiim
donemler ve bankalar i¢in Bankometer skorunun yiiksek oldugunu ortaya koymustur. Kaya (2023), 10
bankanin 6deme gii¢lerini 2012-2022 yillar1 i¢in Bankometer yontemi ile analiz etmis ve sonug olarak
tiim bankalarin incelenen tiim yillar i¢cin 6deme giiclerinin yiiksek oldugu ortaya konulmustur.

3. Veriler ve Yontem

Calismada bankalarin finansal performanslari ve 6deme gii¢leri TOPSIS ve Bankometer modelleri ile
incelenmistir. Borsa Istanbul’'da islem géren bankacilik sektoriindeki 9 mevduat bankasi incelemeye
tabi tutulmustur. Bu bankalar Akbank, ICBC, Sekerbank, Tturkiye Garanti Bankasi, Tiirkiye Halk Bankasi,
Tiirkiye is Bankasi, Tiirkiye Vakiflar Bankasi, Yapi ve Kredi Bankasi ve QNB Finansbank’tir. 2021-2023
donemine iliskin yillik verilerin kullanildigi calismada sirket bilancolarindan ve rasyolarindan
yararlanilmis ve ilgili veriler Tiirkiye Bankalar Birligi (TBB) istatistiki raporlarindan (tbb.org.tr) elde
edilmistir. TOPSIS modeli icin literatiirde finansal performansin o6l¢iilmesinde siklikla kullanilan
degiskenler secilmis ve Tablo 1’de gosterilmistir.

Tablo 1
TOPSIS Yonteminde Kullanilan Rasyolar

Kod Rasyo

=

Ozkaynaklarin Toplam Aktiflere orani
(Ozkaynaklar-Duran Aktifler)’in Toplam Aktiflere orani
Finansal Varliklarin Toplam Aktiflere orani

Toplam Kredilerin Toplam Aktiflere orani

Toplam Kredilerin Toplam Mevduata orani

Takipteki Kredilerin Toplam Kredilere orani

Likit Aktiflerin Toplam Aktiflere orani

Likit Aktiflerin Kisa Vadeli Yikiimliliiklere orani

O© 00 N O U1 A~ w N

Ortalama Aktif Karlihig:

[uny
[}

Ortalama Ozkaynak Karhhg

3.1. TOPSIS modeli

TOPSIS modeli, siklikla kullanilan finansal performans degerlendirme yo6ntemlerinden biridir
(Tirmikgioglu Cinar, 2010: 39). TOPSIS yonteminde negatif ideal ¢oziim ve pozitif ideal ¢6zlim
noktalarinin belirlenmesi icin ¢ok kriterli karar verme teknigi kullanilmaktadir (Kendirli vd., 2021:
2325). TOPSIS yonteminin asamalar1 Aslan vd. (2023: 117-118) yararlanilarak asagidaki sekilde
gosterilmistir;

Performans olciitleri belirlendikten ve karar matrisleri olusturulduktan sonra normalize karar
matrisinin olusturulmasi gerekmektedir. Normalize karar matrisi Denklem 1’deki formiil yardimiyla
olusturulmaktadir;
Xij . .
rj=—T——,i= 1,23,..nvej=123,..,m
2
(%) (1)
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Burada i alternatifleri ve j kriterleri gostermek i¢in kullanilmaktadir. 7;;, normalize karar matrisini
gosterirken, n alternatif sayisini ve m de kriter sayisin1 temsil etmektedir. Bu asamadan sonra
agirliklandirilmis normalize matrisin olusturulmasi gerekmektedir.

Daha sonra her bir eleman 6nem agirliklar ile ¢arpilarak agirlikli normalize matris olusturulmaktadir
ve Denklem 2’deki formiilde gosterilmistir;

vij = wiry, =123,.nvej=123,..,m (2)

Burada v;, agirliklandirilmig karar matrisini, w; 1'den m’ye kadar olan kriterlerin her biri igin agirhiklar
gostermektedir. Daha sonra ideal ve negatif ideal ¢ozlimlerin belirlenmesi gerekmektedir ve ilgili
hesaplamalar Denklem 3 ve 4 yardimiyla yapilmaktadir;

A* = {(maxv;; |j € J*), (minv;; |j €J7)} (3)
A™ = {(minv;; |j € J*), (maxv;; |j €J7)} (4)
Burada A* agirliklandirilmis karar matrisindeki ideal ¢ozimleri A~ ise negatif ideal ¢oziimleri

gostermektedir. J* ve J~ sirasiyla fayda ve maliyet kriterleri olarak ifade edilmektedir. Uzakliklarin
belirlenmesi ise Denklem 5 ve 6 yardimiyla gerceklestirilmektedir;

(5)

(6)

Son asamada ise gorece en iyi alternatifin secilmesi gerekmektedir. Bunun i¢in her bir alternatifin degeri
Denklem 7’deki gibi hesaplanmaktadir.

oS (7)
‘= (S +57)

3.2. Bankometer modeli

Shar vd. (2010), calismalarinda IMF (2000) tavsiyelerini dikkate alarak mali sikintiya kars1 hassas olan
bankalar tespit etmek amaciyla bir prosediir gelistirmislerdir. Bankalarin bor¢ 6deme giiciinli gésteren
bu prosediir Bankometer orani olarak isimlendirilmekte ve Denklem 8’deki gibi hesaplanmaktadir
(Shar vd., 2010: 114-115);

S =15CA+12EA + 3,5CAR + 0,6NPL + 0,3CI + 0,4LA (8)

Burada S 6deme glicilinii gosterirken; CAR sermaye yeterliligi oranini, CA sabit sermayenin toplam
varliklara oranini, EA o6zkaynaklarin toplam varliklara oranini, NPL takipteki kredilerin toplam
kredilere oranini, CI giderlerin gelirlere oranini, LA toplam kredilerin toplam varliklara oranini
gostermektedir. CAR'1n %8 ile %40; CA'nin %4’'ten bilyiik; EA'nin %2’den biiyiik; NPL'nin %15’ten
kiiclik; CI'nin %40’tan kii¢cliik ve LA'nin %65’ten kii¢lik olmasinin ideal oranlar oldugu belirtilmistir. S
skorunun %?70’ten biiyiik olmasi bankalarin saglam oldugunu ve 6deme gii¢lerinin ytksek oldugunu
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gosterirken, %50'nin altinda olmasi bankalarin 6deme giicii agisindan gl¢li  olmadiklarini
gostermektedir.

4. Bulgular

Calismanin bulgular1 TOPSIS yonteminden elde edilen, Bankometer yonteminden elde edilen ve TOPSIS
yontemi ile Bankometer yonteminin karsilastirilmasiyla elde edilen bulgular olmak iizere ii¢c kisimda
incelenmistir. Tablo kalabaligina yer vermemek acisindan TOPSIS ve Bankometer modeline iliskin
hesaplamalarin tablolar1 EK 1'de gosterilmistir.

Tablo 2

TOPSIS Performans Puanlarina Gore Bankalarin Siralanmasi

2021 C 2022 C 2023 C
1 Garanti Bankasi ,716 Garanti Bankasi ,600 Garanti Bankasi ,656
2 Akbank ,652 Akbank ,585 Akbank ,588
3  IsBankasi 571 ICBC ,564 QNB ,540
4 Yapi Kredi ,564 Yap1 Kredi ,480 ICBC ,530
5 ICBC ,509 Is Bankasi 475 is Bankasi ,487
6 QNB ,500 QNB ,418 Sekerbank 477
7  Vakiflar Bank. ,405 Vakiflar Bank. ,348 Yap1 Kredi 475
8 Halk Bankasi ,315 Halk Bankasi ,241 Vakiflar Ban. ,378
9 Sekerbank ,220 Sekerbank ,233 Halk Bankasi ,283

Tablo 2 incelendiginde tiim yillar i¢cin en iyi performansi gosteren bankanin Garanti Bankasi oldugu ve
bunu Akbank’in takip ettigi gérilmektedir. 2021 ve 2022 yillarn1 kiyaslandiginda banka performans
puanlarinin iki banka disinda diistiigii dikkat gekmektedir. Performans puani artan iki banka ise ICBC
ve Sekerbank’tir. Sekerbank performans puani 2022 yilinda 2021 yilina gére az da olsa artmis ancak
performans siralamasinda bir degisiklik yasanmamistir. ICBC ise 2021 yilinda 5’inci sirada iken 2022
yilinda 3’lincii siraya yiikselmistir. 2022 yilinda banka performans puanlarindaki genel diisiis
incelendiginde bankalarin Finansal Varliklar/Toplam Aktifler, Toplam Krediler/Toplam Mevduat, Likit
Aktifler/Toplam Aktifler, Likit Aktifler/Kisa Vadeli Yiikiimliiliikler’e iliskin oranlarinda azalma oldugu
tespit edilmistir. ICBC i¢in ise bu durumun tam tersi yasanmuis, ilgili oranlar ICBC i¢in yilikselmis ve
ICBC'nin performans: artmustir. Ozellikle 2022 yilinda tiim bankalarda Likit Aktifler/Kisa Vadeli
Yikimliltikler orani diisiis gosterirken ICBC'de bu oran 2021 yilina gore yaklasik %25 oraninda
artmistir.

2023 yilinda ise iki banka disinda banka performans puanlarinda genel bir ylikselisin oldugu dikkat
cekmektedir. Performans puaninda yiikselis olmayan iki banka ise ICBC ve Yap1 Kredi Bankasi'dir.
ICBC’nin 2022 y1li performans puanindaki ciddi yiikselise karsin 2023 yili performans puanindaki ufak
diisiis 6nemsiz olarak degerlendirilmektedir. 2023 yilinda en ¢ok dikkat ceken durum ise Sekerbank’in
yukselisidir. Performans siralamasinda 2021 ve 2022 yillarinda son sirada yer alan Sekerbank, Yapi
Kredi, Vakiflar Bankasi ve Halk Bankasi’'ni geride birakarak ii¢ basamak yiikselmis ve 2023 yilinda 5’inci
sirada yer almistir. Sekerbank’in yiikselisi incelendiginde 2022 yilina kiyasla en ¢ok artis olan oraninin
yaklasik %35 ile Likit Aktifler/Kisa Vadeli Yiikiimliiliikler oldugu dikkat cekmektedir. Yaklasik %29
artis ile onu takip eden oran ise Likit Aktifler/Toplam Aktifler oranidir. Dolayisiyla Sekerbank’in
performansindaki artisin nedeni aktif Kkalitesi ile ag¢iklanabilmektedir. Bu durum banka
performanslarindaki en o©6nemli rasyonun Likit Aktifler/Kisa Vadeli Yiikiimlilikler oldugunu

185



Sakarya Universitesi Isletme Enstitiisii Dergisi, 6(2), 2024, 179-196

gostermektedir. Bu sonuclar literatiirdeki calismalar1 destekler niteliktedir, Nitekim Akgtl (2019),
Yilmaz ve Yakut (2021) ¢alismalarinda bankalarin finansal performansi agisindan en 6nemli rasyonun
Likit Aktifler/Kisa Vadeli Yiikiimliiliikler oldugunu ortaya koymuslardir.

Tablo 3’te bankalara iliskin 2021, 2022 ve 2023 yillar i¢cin Bankometer s skorlar1 gosterilmistir. Tiim
yillar ve tiim bankalar icin s skorlarinin 100’den biiyiik olmasi1 bankalarda 6deme giicli sorunu
olmadigini géstermektedir. Bu sonuglar Aksoy ve Goker (2018), Ozbek vd. (2021), Eren ve Ugar (2021),
Sakarya ve Karakas (2021), Yavuz, (2023) ve Kaya’'nin (2023) sonuclariyla tutarlidir. 2021 ve 2022
yillart icin ilk {i¢ sirada ICBC, Akbank ve Is Bankasi yer alirken 2023 yilinda ICBC, Akbank ve Sekerbank
ilk ii¢ sirada yer almistir. Son li¢ sirada ise tiim yillarda QNB, Vakiflar Bankasi ve Halk Bankas1 yer
almaktadir.

Tablo 3

Bankalara Iliskin Bankometer S-Skorlari

2021 Sskor 2022 Sskor 2023 S skor
1  Akbank 140 ICBC 147 ICBC 164
2 ICBC 137 Akbank 146 Sekerbank 152
3 s Bankasi 131 Is Bankasi 145 Akbank 142
4 Yapi Kredi 126 Garanti Bankasi 132 Garanti Bankasi 139
5  Garanti Bankasi 125 Yap1 Kredi 131 Is Bankasi 137
6  Sekerbank 119 Sekerbank 127 Yapi Kredi 134
7 QNB 112 QNB 106 QNB 121
8  Vakiflar Bank. 111 Halk Bankasi 105 Vakiflar Bankasi 112
9  Halk Bankasi 109 Vakiflar Bankasi 105 Halk Bankasi 111

Tablo 3 incelendiginde Vakiflar ve Halk Bankasinin diger bankalara nispeten 6deme giiclerinin daha az
oldugu goriilmektedir. Ayrica sonuglar Tablo 2’deki TOPSIS performans puanlari ile karsilastirildiginda,
o0deme giicii diger bankalara gore daha az olan Vakiflar ve Halk Bankasinin, performans puanlarinin da
diger bankalardan daha disiik oldugu anlasilmaktadir. Ek olarak QNB, Vakiflar Bankasi, Halk Bankasi
ve Sekerbank i¢in tiim yillarda Bankometer s skorlar1 ile, TOPSIS performans puanlarinin iliskili
olabilecegi diisiiniilmektedir. Diger taraftan 2022 yilinda 2021 yilina oranla Likit Aktifler/Kisa Vadeli
Yiikiimliltkler oranini yaklasik %25 artiran ICBC'nin 6deme glicii agisindan da 2022 yilinda ilk sirada
yer aldig1 goriilmustiir. Ayrica 2023 yilinda Likit Aktifler/ Kisa Vadeli Yiikiimliilikler oraninda yaklasik
%35°lik bir artis saglayan Sekerbank da 6deme giicii agisindan ikinci sirada yer almistir. Konunun daha
net anlasilabilmesi acisindan bankalarin TOPSIS performans puanlariyla, Bankometer s skorlari
arasindaki iliski grafik yardimiyla incelenmis ve Grafik 1’de gosterilmistir.
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Grafik 1

Bankalarin Tarihsel TOPSIS Performanst ve Bankometer Skoru
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Grafik 1 incelendiginde QNB, Vakiflar Bankasi, Halk Bankasi ve Sekerbank icin tiim yillarda Bankometer
skorlari ile finansal performans arasinda tam ve dogrusal bir uyum oldugu gériilmektedir. ilgili bankalar
icin yiikselen/azalan Bankometer skorlarina karsin yiikselen/azalan finansal performans puanlari
mevcuttur. Diger bankalar i¢in ise degiskenler arasinda tam bir uyum olmadig1 ancak finansal
performansi daha yiiksek olan bankalarin 6deme giiclerinin de daha yiiksek oldugu anlasilmaktadir.

5. Sonug

Calismanin sonuglar: incelendiginde; TOPSIS ile 6lgiilen finansal performans puanlarina gore 2021,
2022 ve 2023 yillariigin ilk iki sirada yeri degismeyen ve en iyi performansi gdsteren bankalarin Garanti
Bankasi ve Akbank oldugu tespit edilmistir. 2022 yilinda 2021 yilina kiyasla banka performanslarinin
genel olarak diistiigii gorilmiistiir. Ilgili oranlardaki diisiis bankalarin finansal varliklarinda ve
kullandirilan kredilerde bir azalmaya ve kisa vadeli yiikiimliiliiklerde bir artisa isaret etmektedir. Bu
durum 2022 yilinda banka maliyetlerinin yiikseldigini ve bankalarin kredi kullandirimlarinda
kisitlamalara gittigini dogrulamaktadir. Nitekim BDDK 24.06.2022 tarih ve 10250 sayili kararinda Tiirk
Liras1 kredi kullanimina doéviz varligi sinir1 getirmis, sirketlerin yabanci para TL karsiliklarinin 15
Milyon TL’nin lizerinde olmasi durumunda yeni nakdi kredi kullanimini sinirlandirmistir (BDDK,
Haziran, 2022). 21.10.2022 tarih ve 10389 sayili BDDK karari ile daha 6nce 15 Milyon TL olan iist sinir
10 Milyon TL’ye indirilmistir (BDDK, Ekim, 2022). Diger taraftan banka performanslar1 2023 yilinda
genel olarak artmistir. Banka performanslarindaki 2023 yilindaki yeniden ytkselisi, yeni ekonomi
politikalarinin etkinligi ile agiklamak miimkiindiir. Kur korumali mevduat uygulamasi ve kur korumali
mevduat sonrasi politika faizindeki artisla Turk Lirasina gecis siirecinin banka performanslarina da
olumlu olarak etki ettigi diisiiniilmektedir. 2023 yilinda yasanan ve dikkat ceken bir diger husus
Sekerbank’in finansal performansindaki yiikselistir. Bunun en 6nemli nedeninin Sekerbank’in 2023
yilinda aktif kalitesinin artmasi oldugu dusiiniilmektedir. Nitekim Sekerbank’in performansindaki
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ylkselis, Moody’s’in Sekerbank’in kredi notunu ti¢ kademe birden yiikseltmesine olanak saglamistir
(HA, 2024).

Calismada ayrica Bankometer s skoru modeli ile bankalarin 6deme giicii belirlenmeye ¢alisilmistir. S
skorlarma gore hicbir donemde hi¢bir bankada 6deme giicli sorunu olmadigi ve arastirmaya konu
bankalarin tamaminin 6deme gii¢lerinin yiiksek oldugu tespit edilmistir. 2021 ve 2022 yillarinda
odeme giicii en yiiksek olan bankalar Akbank, ICBC ve s Bankasi iken 2023 yilinda ICBC, Sekerbank ve
Akbank olmustur. Sekerbank’in 2023 yilinda finansal performansinda yasanan gelismenin ddeme
giiciine de yansidigi ortaya konulmustur.

Bankalarin TOPSIS performans puanlar1 ile Bankometer s skoru modeli ile dl¢iilen 6deme giicleri
arasindaki iliski grafik yardimiyla tespit edilmeye c¢alisilmis ve performans puani yiiksek olan
bankalarin 6deme giiclerinin de yiiksek oldugu anlasilmistir. Akbank, ICBC, Is Bankasi, Yap1 Kredi ve
Garanti Bankasi icin finansal performans puam ile ddeme giicii arasinda tam bir uyum tespit
edilemezken; QNB, Sekerbank, Vakiflar Bankasi ve Halk Bankasi icin finansal performans ile 6deme giicii
arasinda tam bir uyumun (dogrusal bir iliskinin) oldugu tespit edilmistir.

Calismanin en 6nemli kisit1 yalnizca U¢ yilin degerlendirilmis olmasi ve sonuglara iliskin ¢ikarimlari
kuvvetlendirmek icin daha fazla arastirmaya ihtiya¢ duyulmasidir. Bundan sonra yapilacak olan
calismalarda, Altman Z skoru, finansal performans ve 6deme giicii gibi farkli degiskenlerin, daha fazla
veriyi kapsayacak sekilde panel veri analizine tabi tutulmasi 6nerilmektedir. Bu sayede degiskenler
arasindaki iligkiler istatistiksel olarak da ortaya konulabilecektir.
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Emrah Oget

EK 1. Analizlere iliskin tablolar

Tablo a
Karar Matrisleri
2021
1 2 3 4 5 6 7 8 9 10
AKkbank 1,7 7,4 41,4 49,8 85,5 5,0 2,2 37,0 2,1 17,5
ICBC 3,7 3,2 32,5 47,6 11,5 ,2 2,4 48,5 4 8,4
QNB 6,0 4,2 34,4 57,3 93,8 4,2 23,0 37,6 1,3 19,0
Sekerbank 5,9 ,8 24,0 55,3 8,0 6,9 22,4 35,1 ,6 9,1
Halk Bankasi 4,8 2,8 25,1 59,9 86,2 3,0 14,1 19,6 ,2 3,5
Vakiflar Bankasi 52 3,9 34,1 58,8 10,2 3,1 17,1 28,5 ,5 8,5
Yapi Kredi 8,6 5,4 27,3 55,1 101,3 4,6 19,5 32,0 1,8 18,9
is Bankasi 9,4 3,9 35,2 55,5 86,3 4,1 22,2 33,2 1,8 17,4
Garanti 1,4 7,0 35,5 56,1 82,8 3,8 26,5 39,5 2,1 18,5
2022
AKkbank 14,3 1,4 35,0 52,1 82,5 3,0 14,9 28,9 6,7 52,3
ICBC 4,7 4,3 34,8 44,4 111,0 ,2 21,9 6,5 2,6 6,9
QNB 7,4 5,7 29,5 6,1 91,7 2,5 18,9 34,2 3,5 51,9
Sekerbank 7,4 2,3 18,8 56,6 76,5 3,9 18,4 32,4 2,6 39,1
Halk Bankasi 6,5 4,1 21,7 6,5 79,4 2,2 11,9 17,5 1,3 22,1
Vakiflar Bankasi 6,4 4,8 32,2 56,7 84,6 2,1 18,4 3,1 1,8 3,2
Yapi Kredi 11,4 8,4 24,3 54,5 89,8 3,4 15,6 27,2 5,7 55,6
is Bankasi 13,6 6,3 3,1 55,6 84,0 3,0 15,8 24,6 5,3 44,2
Garanti 13,3 9,5 27,8 58,1 84,7 2,6 2,0 32,5 6,1 5,5
2023
AKkbank 11,8 7,6 38,3 48,6 71,4 2,4 19,1 36,6 4,6 36,4
ICBC 4,8 4,3 42,6 34,6 77,9 4 23,1 52,6 1,6 34,6
QNB 8,3 5,6 27,1 6,5 94,6 1,7 18,7 35,1 4,2 52,7
Sekerbank 9,3 4,0 24,0 52,3 8,4 2,0 23,6 43,6 3,4 39,8
Halk Bankasi 5,8 3,5 2,4 57,9 67,8 1,5 13,2 19,5 ,6 9,3
Vakiflar Bankasi 6,1 4,3 3,8 54,3 77,4 1,3 18,5 3,5 1,1 18,0
Yapi Kredi 1,3 6,9 23,6 52,0 87,2 3,0 16,7 3,3 4,8 44,6
is Bankasi 1,9 3,3 35,1 47,8 7,5 2,1 23,1 36,3 3,7 31,5
Garanti 12,7 8,4 27,3 55,2 77,0 2,0 22,4 37,7 5,7 43,9
Tablo b
Normalize Edilmis Karar Matrisleri
2021
1 2 3 4 5 6 7 8 9 10
AKkbank ,470 ,524 423 ,301 ,309 ,396 ,323 ,349 ,503 ,400
ICBC ,162 ,225 ,332 ,287 ,399 ,019 ,326 ,457 ,087 ,192
QNB ,262 ,295 ,352 ,346 ,338 ,332 ,368 ,355 ,314 ,435
Sekerbank ,258 ,054 ,246 ,334 ,289 ,542 ,357 ,331 ,138 ,208
Halk Bankasi ,212 ,199 ,257 ,362 ,311 ,238 ,225 ,184 ,046 ,080
Vakiflar Bankasi ,226 277 ,349 ,355 ,362 ,243 ,273 ,269 ,117 ,194
Yapi Kredi ,378 ,386 ,279 ,333 ,366 ,366 ,311 ,302 420 ,433
is Bankasi 411 ,276 ,360 ,335 ,312 ,319 ,355 ,313 424 ,399
Garanti 457 ,493 ,363 ,339 ,299 ,298 ,423 ,372 ,500 425
2022
AKkbank 474 ,515 ,406 ,313 ,314 ,367 ,284 ,284 ,509 ,373
ICBC ,157 ,212 404 ,266 422 ,019 ,415 ,595 ,200 ,434
QNB ,244 ,285 ,342 ,360 ,349 ,304 ,359 ,337 ,268 ,370
Sekerbank ,246 , 116 ,218 ,339 ,291 ,478 ,349 ,318 ,199 ,279
Halk Bankasi ,214 ,204 ,252 ,363 ,302 ,268 227 ,172 ,097 ,158
Vakiflar Bankasi ,211 ,236 ,373 ,340 ,322 ,259 ,350 ,296 ,135 ,215
Yapi Kredi ,378 ,418 ,282 ,327 ,342 417 ,296 ,268 ,433 ,396
is Bankasi ,451 ,314 ,349 ,333 ,320 ,360 ,299 ,242 ,399 ,315
Garanti ,440 A74 ,322 ,348 ,322 ,320 ,380 ,320 464 ,360
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Tablo b (Devami)

2023
Akbank 424 ,453 416 ,312 ,303 ,407 ,317 ,331 417 ,330
ICBC 171 ,254 462 ,222 ,330 ,063 ,383 476 ,148 ,313
QNB ,297 ,331 ,294 ,388 ,401 ,299 ,311 ,318 ,375 477
Sekerbank ,336 ,239 ,260 ,336 ,341 ,346 ,391 ,395 ,304 ,360
Halk Bankasi ,210 ,206 221 ,371 ,287 ,249 ,219 177 ,051 ,084
Vakiflar Bankas1  ,220 ,258 ,335 ,348 ,328 ,223 ,307 ,276 ,101 ,163
Yapi Kredi ,369 410 ,256 ,333 ,369 ,507 ,277 274 ,430 ,404
is Bankasi ,392 ,197 ,381 ,306 ,299 ,363 ,383 ,329 ,337 ,285
Garanti 456 ,499 ,296 ,354 ,326 ,347 ,371 ,341 ,510 ,398
Tablo c
Agirliklandirilmis Normalize Karar Matrisleri
2021
1 2 3 4 5 6 7 8 9 10
Akbank ,047 ,052 ,042 ,030 ,031 ,040 ,032 ,035 ,050 ,040
ICBC ,016 ,022 ,033 ,029 ,040 ,002 ,033 ,046 ,009 ,019
QNB ,026 ,030 ,035 ,035 ,034 ,033 ,037 ,035 ,031 ,043
Sekerbank ,026 ,005 ,025 ,033 ,029 ,054 ,036 ,033 ,014 ,021
Halk Bankasi ,021 ,020 ,026 ,036 ,031 ,024 ,022 ,018 ,005 ,008
Vakiflar Bankasi ,023 ,028 ,035 ,036 ,036 ,024 ,027 ,027 ,012 ,019
Yap1 Kredi ,038 ,039 ,028 ,033 ,037 ,037 ,031 ,030 ,042 ,043
Is Bankasi ,041 ,028 ,036 ,034 ,031 ,032 ,035 ,031 ,042 ,040
Garanti ,046 ,049 ,036 ,034 ,030 ,030 ,042 ,037 ,050 ,042
2022
Akbank ,047 ,052 ,041 ,031 ,031 ,037 ,028 ,028 ,051 ,037
ICBC ,016 ,021 ,040 ,027 ,042 ,002 ,042 ,060 ,020 ,043
QNB ,024 ,028 ,034 ,036 ,035 ,030 ,036 ,034 ,027 ,037
Sekerbank ,025 ,012 ,022 ,034 ,029 ,048 ,035 ,032 ,020 ,028
Halk Bankasi ,021 ,020 ,025 ,036 ,030 ,027 ,023 ,017 ,010 ,016
Vakiflar Bankasi ,021 ,024 ,037 ,034 ,032 ,026 ,035 ,030 ,014 ,022
Yapi Kredi ,038 ,042 ,028 ,033 ,034 ,042 ,030 ,027 ,043 ,040
Is Bankas1 ,045 ,031 ,035 ,033 ,032 ,036 ,030 ,024 ,040 ,032
Garanti ,044 ,047 ,032 ,035 ,032 ,032 ,038 ,032 ,046 ,036
2023
Akbank ,042 ,045 ,042 ,031 ,030 ,041 ,032 ,033 ,042 ,033
ICBC ,017 ,025 ,046 ,022 ,033 ,006 ,038 ,048 ,015 ,031
QNB ,030 ,033 ,029 ,039 ,040 ,030 ,031 ,032 ,038 ,048
Sekerbank ,034 ,024 ,026 ,034 ,034 ,035 ,039 ,039 ,030 ,036
Halk Bankasi ,021 ,021 ,022 ,037 ,029 ,025 ,022 ,018 ,005 ,008
Vakiflar Bankasi ,022 ,026 ,033 ,035 ,033 ,022 ,031 ,028 ,010 ,016
Yapi Kredi ,037 ,041 ,026 ,033 ,037 ,051 ,028 ,027 ,043 ,040
Is Bankasi ,039 ,020 ,038 ,031 ,030 ,036 ,038 ,033 ,034 ,028
Garanti ,046 ,050 ,030 ,035 ,033 ,035 ,037 ,034 ,051 ,040
Tablo d
Ideal (A+) ve Negatif Ideal (A-) Céziimler
2021
A+ ,047028 ,052415 ,04232 ,036 ,04 ,002 ,042 ,046 ,05 ,043
A- 016 ,005 ,025 ,029 ,029 ,054 ,022 ,018 ,005 ,008
2022
A+ 04741 ,05153 ,04058  ,03629 ,0422 ,00189 ,04155 ,05952 ,05092 ,04344
A- 016 ,012 ,022 ,027 ,029 ,048 ,023 ,017 ,010 ,016
2023
A+ 04555 ,04987 ,04621 ,03884 ,0400 ,0063 ,03912  ,04756  ,05096  ,04771
A- 017 ,020 ,022 ,022 ,029 ,051 ,022 ,018 ,005 ,008
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Tablo e

TOPSIS Performans Puanlari

2021
S+ S- C SIRALAMA

AKkbank ,04192984 ,07841835 ,65159562 2
ICBC ,06167007 ,06398489 ,50921102 5
QNB ,05021359 ,05009850 ,49942636 6
Sekerbank ,08589857 ,02423629 ,22006011 9
Halk Bankasi ,07603430 ,03498776 ,31514239 8
Vakiflar Bankasi ,06200984 ,04222092 ,40507161 7
Yapi Kredi ,04630327 ,05984724 ,56379608 4
is Bankasi ,04461218 ,05947517 ,57139671 3
Garanti ,03169402 ,07982684 ,71580189 1

2022
AKkbank ,04994660 ,07036241 ,58484742 2
ICBC ,05452460 ,07046182 ,56375580 3
QNB ,05699055 ,04092787 ,41797924 6
Sekerbank ,08072207 ,02451962 ,23298391 9
Halk Bankasi ,08057601 ,02557475 ,24092856 8
Vakiflar Bankasi ,06704469 ,03575855 ,34783483 7
Yapi Kredi ,056722581 ,05292561 ,48048053 4
is Bankasi ,05671850 ,05127055 A7477547 5
Garanti ,04357765 ,06560812 ,60088524 1

2023
AKbank ,04170405 ,05947213 ,58780766 2
ICBC ,05515855 ,06217435 ,52989697 4
QNB ,04319180 ,05069914 ,53997907 3
Sekerbank ,05073781 ,04624843 ,47685557 6
Halk Bankasi ,07628393 ,03008679 ,28284839 9
Vakiflar Bankasi ,06133622 ,03713182 ,37709515 8
Yapi Kredi ,05652272 ,05113468 ,47497596 7
is Bankasi ,05105544 ,04839063 ,48660169 5
Garanti ,03652081 ,06952652 ,65561783 1
Tablo f
Bankometer S Skorlari

2021

CAR CA EA NPL CI LA S-skor

Halk Bankasi 14,5 3,383869 4,826806418 3 71,65964541 59,87326 108,8652
Vakiflar Bankasi 14,8 3,531722 5,158089542 3,1 72,93112284 58,77698 11,5374
is Bankasi 2,4  6,043371 9,372102887 4,1 49,19709707 55,49603 131,1291
Sekerbank 16,7 5,086181 5,88397518 6,9 58,34530897 6,6343 119,0374
AKkbank 22,2 7,08481 1,71432098 5 53,20888488 49,84716 14,0859
Yapi Kredi Bankas1 18,7 5,576503 8,616528903 4,6 56,03827306 55,14163 125,7827
ICBC 26,9 3,32737 3,703041145 ,2 48,25618263 47,5722 137,2104
QNB 15,9 5,493997 5,962802496 4,2 51,66301456 57,28642 111,9798
Garanati Bankasi 18,3 7,328036 1,41208653 3,8 41,08478257 56,06412 124,5676

2022
Halk Bankasi 14,7 2,478127 6,45366127 2,2 55,67758 6,52681 105,1456
Vakiflar Bankasi 15,2 2,555113 6,364135507 2,1 53,51235 56,73352 104,6767
is Bankasi 24,4 4,869338 13,58892811 3 39,08388 55,55707 144,7587
Sekerbank 2,7 4463665 7,423629119 3,9 46,20164 56,56031 126,3785
AKkbank 24,6 5,698549 14,2859003 3 39,83414 52,11656 146,3878
Yapi Kredi Bankas1 21,3 4,474169 11,39397921 3,4 39,95568 54,54781 13,7799
ICBC 30 2,335617 4,743707998 ,2 48,29268 44,35696 146,5465
QNB 15,1 4,04334  7,356149928 2,5 41,68811 6,07113 105,7773
Garanati Bankasi 2,6 5943904 13,25192766 2,6 33,78605 58,09905 131,8536
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Tablo f (Devami)
2023

Halk Bankasi 14,3 2,381329 5,849166874 1,5 86,43108 57,87603 11,6207

Vakiflar Bankasi 15,1 2,523534 6,129797464 1,3 83,3965 54,3193  111,5177
is Bankasi 21,6 4934707 191363825 21 69,85293 47,77484 137,4242
Sekerbank 27,2 5186314 9,345197129 2 51,53899 52,31664 151,7821
AKkbank 21,9 6,278987 11,80405036 2,4 71,19239 48,63171 142,4837
Yapi1 Kredi Bankas1 2,3 5,428059 1,28682582 3 66,71476 51,97052  134,1389
ICBC 341 2,737369 4,771385693 4 69,93639 34,56328 164,2279
QNB 16,7 4,206751 8,262461569 1,7 71,62463 6,54239  121,3994
Garanati Bankasi 26 6129152 12,68342094 2 65,02337 55,23837 139,3162
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Extended Abstract

The 4 Ps of marketing; Product, Price, Place and Promotion are the basic elements that businesses
should consider when creating their marketing strategies (McCarthy, et al., 1979). These four basic
elements form the core of businesses' marketing systems (Mucuk, 2012, p. 32). Apart from this, it is
known that 6-7 classifications are also made in the literature. However, the subject is only discussed
here based on these four basic approaches.

Artificial Intelligence (AlI) has a great potential in the field of marketing. Al allows marketers to focus
more on customers, understand and meet their needs in real time. Thanks to the data collected or
created with Al, it is possible to quickly determine what can be offered to customers, when, where,
through which channel and in what way (Haleem, vd., 2022). In this study, firstly, the artificial
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intelligence and marketing literature was reviewed, and then the use of artificial intelligence in the
marketing activities of food and beverage companies was discussed.

It is known that the term artificial intelligence (Al) was first used by McCarthy in 1956 (Yilmaz, 2023;
Ozgen & Tiryaki, 2024). McCarthy, (2004) explains artificial intelligence as the branch of science and
engineering used to create intelligent machines and intelligent computer programs. Al refers to the
situation that occurs as a result of being designed and produced in a certain way by humans, not by
natural means (Fetzer, 1990).

It is understood that the meaning attributed to the concept of artificial intelligence has changed,
developed and its boundaries have expanded greatly with the developing technology. In this sense, the
number of artificial intelligence-based technologies has increased rapidly over time and artificial
intelligence has become used in almost every sector.

Food and beverage businesses can benefit from big data in determining customer preferences, following
sales trends, stock management, menu planning, determining marketing strategies and many other
issues. By analyzing the data obtained, businesses can make the right decisions at the right time, increase
their efficiency, and ensure customer satisfaction and customer loyalty. Personalized marketing
strategies can be developed and special offers can be offered to customers.

Throughout history, every development experienced on the technological side has also closely affected
marketing. First radio and television, then the internet and social media, and then Al have affected
marketing activities in many ways. Al has now become an important component of marketing. After the
2010s, marketing activities have begun to be reshaped around big data. With the innovations it has
brought, Al has added a new dimension to advertising, sales, and market research efforts.

Artificial intelligence marketing technology allows businesses to better understand customer needs and
meet these needs effectively. Al technology offers businesses the opportunity to retain their existing
customers, as well as opportunities to predict the demands of potential customers and reach them
(Bozpolat, 2024). Based on the data on Al systems, it can instantly detect customer needs and behaviors,
perform the necessary analyzes, and thus contribute to the creation of customer-focused processes.

The food and beverage sector is a sector where competition is quite intense. In this intensely competitive
environment, food and beverage businesses benefit from artificial intelligence tools in many ways
during many of their routine activities. Food and beverage businesses can use Al tools for purposes such
as controlling costs, increasing profitability, communicating with customers faster, and offering
personalized products and services. In order to address Al-based marketing activities in food and
beverage businesses in more detail, the relevant topic is discussed separately below within the
framework of the 4Ps, which are considered the four basic elements of marketing mentioned above.

Al enables customization of products in line with customer needs and expectations. It is possible to offer
special offers to customers based on data obtained from customer profiles (Kuruca, Ustiiner, & Simsek,
2022). Al can help businesses better understand customer needs and develop products and services
that meet these needs (Kiling, 2023).

Thanks to Al, personalized price offers can be offered to customers (Kuruca, et al., 2022). Al-supported
pricing tools can analyze the prices of products from different businesses and enable consumers to see
the most suitable price (Cesur & Armutcu, 2023). Thanks to Al, dynamic pricing strategies can be
developed and implemented. However, rapid and automatic price increases or decreases can damage
customer trust and be perceived as unfair and misleading. Therefore, customer-oriented and ethical
approaches should be adopted at this point (Sagtas, 2023).

Distribution in marketing refers to the process of delivering products and services to consumers.
Distribution includes access to a product or service, its availability, and how and in what way it can be
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delivered to customers. Having the product or service at the right time, in the right quantity and in the
right place is very important for marketing success.

In the distribution process of a food and beverage business, it is important to ensure that food and
beverages are delivered to the customer under appropriate conditions without wasting time. With Al,
orders placed can be delivered in a shorter time, order information can be recorded and analyzed, and
the most appropriate routes can be determined for outbound service, ensuring that the product is
delivered to the customer at the appropriate time and cost (Khan, 2021).

Promotion includes marketing activities carried out for the purpose of introducing the products and
services of businesses to customers, increasing sales and creating customer loyalty. For business
success, the right tools must be used and the right strategies must be implemented.

Marketers can now analyze what their customers think, say and feel about their brands by using Al tools.
Similarly, it is possible to understand what and how customers feel through social media posts (Haleem,
et al,, 2022). From this situation, food and beverage marketers can make inferences and improve
product and service processes.

The results of the research show that artificial intelligence is an important tool in the marketing
processes of food and beverage businesses. Food and beverage businesses can get more effective and
efficient results by using Al tools in their marketing processes. Customer data in virtual environments,
automation systems, and social media can be analyzed by using Al tools. Marketing strategies can be
determined and personalized campaigns can be run in line with the findings emerging from this data.
All of these can contribute to the financial success, operational efficiency, and customer satisfaction of
food and beverage businesses.

The study results show that Al produces efficient results in issues such as reaching potential customers,
understanding customer emotions, analyzing customer satisfaction, improving market performance,
creating customer loyalty, and improving customer relations. In food and beverage businesses,
customer experience can be improved and enriched by offering special menus, products, content and
offers to each customer through Al.

1. Giris

Pazarlamanin 4 P’si olan; iiriin (Product), fiyat (Price), dagitim (Place) ve tutundurma (Promotion)
isletmelerin pazarlama stratejilerini olustururken dikkate almalar1 gereken temel unsurlardir
(McCarthy, vd., 1979). Bu dort temel unsur isletmelerin pazarlama sistemlerinin ¢ekirdegini olusturur
(Mucuk, 2012, s. 32). Bunun disinda literatiirde 6’l1 7’li siniflandirmalarin da yapildig:1 bilinmektedir.
Ancak burada konu sadece bu dort temel yaklasim lizerinden ele alinmistir.

Yiyecek icecek insanlarin en temel ihtiyacidir. insanlarin bu temel ihtiyacin1 karsilamaya yénelik
yiyecek icecek isletmeleri ortaya ¢ikmistir. Her ne kadar bu isletmeler baslangigta temel bir ihtiyacin
karsilanmasina yonelik ortaya ¢ikmis olsalar da zamanla bu isletmelerden beklentiler artmis ve
farklilasmistir. Yiyecek icecek isletmeleri, diger sektorlerde faaliyet gosteren pek ¢ok isletmeden farkl
olarak hem somut bir {iriin hem de soyut bir hizmet sunumunun s6z konusu oldugu isletmelerdir.
Miisteri tarafinda farklilasan beklenti, degisen tiiketici davranislari, isletme tarafindaki dontisiimler,
yiyecek icecek isletmelerinde pazarlama faaliyetlerinin 6nemini her gecen giin daha fazla ortaya
koymakta ve yenilik¢i pazarlama yaklasimlarini gerekli kilmaktadir.

Tarih boyunca teknoloji alanindaki yenilikler toplumsal dontlisiimlere, yasam tarzlarinin degismesine ve
isletme ile tiiketici arasindaki siireclerin farklilasmasina neden olmustur. Akilli teknolojiler pek cok
sektorde geleneksel is yapma yontemlerini doniistiirmekte isletmeler icin yeni firsatlar ortaya
koymaktadir. Endiistri 4.0 ile birlikte pek ¢ok yeni teknoloji ortaya ¢ikmistir. Bunlardan birisi de yapay
zekadir. Yapay zekanin gelisimi diinya ¢apinda pazarlamanin dinamiklerini degistirmistir. Devrim
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niteliginde ortaya cikan yapay zeka pazarlamaya yeni yaklasimlar getirmistir. Siirekli degisen dinamik
pazar ortaminda rekabetci kalmak isteyen isletmelerin bu teknolojiye entegrasyonu bir neredeyse bir
zorunluluk haline gelmisgtir.

Yapay zeka (YZ?) giintimiizde isletmelerin is siireclerini doniistiirmeye ve isletmelere ¢ok yonlii firsatlar
sunmaya baslamistir. Buna karsin isletmeler yogun rekabet ortaminda teknoloji alanindaki gelismeleri
ve ilerlemeleri takip ederek kendilerini siirekli degistirmek ve gelistirmek durumunda kalmistir.
Isletmeler biiyiik veri, otomasyon ve kisisellestirilmis miisteri deneyimi konularinda YZ araglarindan
faydalanarak rekabet avantaji elde edebilmektedir (Kiling, 2023).

Giintimiizde birgok isletme liretim ve pazarlama siireclerini optimize etmek, giderleri azaltmak, geri
doniis siiresini kisaltmak ve ¢iktilari iyilestirmek icin YZ kullanmaktadir. YZ ile verilerdeki egilimler
tespit edilerek piyasa riskleri azaltilmakta, sanal asistanlar araciligl ile miisteri hizmetleri
iyilestirilmektedir (Murgai, 2018).

Isletmeler pazarlama siireglerinde iiriin gelistirme, {iriin ¢cesitlendirme, miisteri hizmetlerini yénetme,
raf diizenlemeleri, dagitim, dinamik fiyatlandirma gibi pek ¢ok noktada YZ araclarindan
faydalanmaktadirlar. Burada YZ i¢in ilk ve en 6nemli sey veri tabaninin olusturulmasidir (Yilmazel,
2022). Bu noktada YZ tabanli pazarlama faaliyetleri icin veri en temel gereksinim oldugu sdylenebilir.

YZ pazarlama alaninda oldukg¢a biiyilik bir potansiyele sahiptir. YZ pazarlamacilarin miisterilere daha
fazla odaklanmasina, misterilerin ihtiyag¢larin1 ger¢ek zamanli anlamasina ve karsilamasina olanak
saglamaktadir. YZ ile toplanan ya da olusturulan veriler sayesinde miisterilere neyin ne zaman nerede
hangi kanal tizerinden ne sekilde sunulabilecegi hizla belirlenebilir (Haleem, vd., 2022).

YZ, isletmeler i¢in pek cok firsat sunarken pazarlama siire¢lerinde bazi gereksinimler ortaya ¢ikmakta,
zorluklarla karsilasilabilmekte, olumsuz sonuglar da dogabilmektedir. Calisma kapsaminda tim
bunlarin belirlenmesi ve genis bir perspektif sunulmasi amacglanmaktadir. Calismada dncelikle yapay
zekd ve pazarlama literatiirii gozden gecirilmis, ardindan yiyecek icecek isletmelerinin pazarlama
faaliyetlerinde yapay zeka kullanimina deginilmistir. Bu kapsamda oOncelikle yapay zeka kavrami
aciklanmis ve ortaya cikis siireci ele alinmistir. Ardindan pazarlamanin kisa ge¢cmisine deginilerek
pazarlama faaliyetlerinde YZ kullanimi agiklanmistir. Daha sonra pazarlamanin dort temel unsuru olan
4P cercevesinde yiyecek icecek isletmelerinde YZ temelli ortaya ¢ikan pazarlama yaklasimlari ortaya
konulmaya ¢alisilmistir.

2. Yapay Zeka

Zeka kavramu ile ilgili literatiirde farkl disiplinler acisinda ¢ok cesit tanimlamalar bulunmaktadir.
“Zeka” Latince kokenli bir kelime olup “intellegere” den gelmekte ve anlamak, iki sey arasinda se¢cim
yapmak anlamlarimi tasimaktadir. “Yapay” kelimesi ise dogal olmayan, kimyasal ya da teknik
malzemeler kullanilarak iiretilmis olan, dogal stiregleri taklit eden, dogadan esinlenen fakat dogal bir
sekilde gerceklesmeyen insan yapimi anlaminda kullanilmaktadir (Ozizer, 2024). YZ biiyiik miktardaki
verileri analiz ederek isletmelerin miisteri tercihlerini, davranislarini ve beklentilerini anlamasini saglar
(George, vd., 2024). YZ, bilgisayarlara insan iletisimini ve davranisin1 anlamayi ve taklit etmeyi 6greten
bir bilgisayar bilimi teknolojisidir. insanlar gibi diisiinebilen ve hareket edebilen akilli makineler
tasarlamakla ilgilenir. Bu teknoloji pek ¢ok endiistri i¢in olaganiistii firsatlar sunar (Haleem, vd., 2022).

Yapay zeka (YZ) teriminin ilk kez 1956 yilinda McCarthy tarafindan kullanildig1 bilinmektedir (Yilmaz,
2023; Ozgen & Tiryaki, 2024). McCarthy, (2004), yapay zekay1 akilli makineler, akill bilgisayar
programlar1 yapmak icin kullanilan bilim ve miihendislik dali olarak ac¢iklamaktadir. YZ dogal yollarla
degil, insanlar tarafindan belli bir sekilde tasarlanmasi iiretilmesi sonucu ortaya ¢ikan durumu ifade
etmektedir (Fetzer, 1990). YZ, bilgisayar sistemlerinin karmasik problemleri ¢6zme, 6grenme, karar

1 Calismanin devaminda YZ olarak kullanilacaktir.
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verme ve insan benzeri yetenekleri sergileyebilme yetenegini ifade eder (Hassabis, vd. 2017). Akil
yuriitme (bilgiden yeni bilgi ¢ikarma), 6grenme (deneyimlerden bilgi edinme) ve eylem (cevre iizerinde
bir etki yaratma) yapay zekayi olusturan temel kavramlardir (Kiling, 2023).

YZ, internet, sosyal medya, arastirmalar, gozlem, sensorler gibi farkli kaynaklardan elde edilen verilerin
temelinde hareket etmektedir (Kuruca, vd., 2022). YZ teknolojisi metin, sayisal veri, gorsel, ses gibi farkl
formattaki verileri isleme kapasitesine sahip olup bu verilerden ¢ikarimlar yaparak kullanicilara farkh
¢6ziim Onerileri sunmaktadir. Yapay zekanin buradaki rolii, elde edilen verileri islemek, tanimlamak ve
ardindan belirli gorevleri gerceklestirmektir (Jarek & Mazurek, 2019). YZ uzun vadede diinya ¢apinda
neredeyse her kurulusun ayrilmaz bir pargasi haline gelmesi beklenmektedir (Haleem, vd., 2022).

Chat Generative Pre-Trained Transformer (ChatGPT), OpenAl tarafindan gelistirilen, 30 Kasim 2022
tarihinde kullanima ag¢ilan ve kullanima acilmasindan bes giin sonra yaklasik bir milyon kullaniciya, iki
ay sonra ise yaklasik yliz milyon kullaniciya ulasan bir yapay zeka aracidir (Erig, vd., 2024). ChatGPT bu
alanda one ¢ikan ve en yaygin kullanilan YZ araglarindan birisidir.

Yapay zeka kavramina yiiklenen anlamin gelisen teknoloji ile birlikte degistigi, gelistigi ve sinirlarinin
cok fazla genisledigi anlasilmaktadir. Bu anlamda yapay zeka temelli teknolojilerin zamanla sayisi hizla
artmis ve yapay zeka neredeyse her sektorde kullanilir hale gelmistir. Saglik, hukuk, finans, egitim,
miithendislik, imalat, tarim, enerji, medya, insaat, turizm ve pazarlama gibi pek ¢ok sektoér verimliligi
artirma, maliyetleri diistirme gibi ¢ok ¢esitli nedenlerle bu teknolojiden yararlanmaya baslamistir. Tim
bu siireclerde yapay zeka kullanimi farkli donanimsal araglar da gerektirmektedir.

3. Yiyecek icecek isletmeleri

Yiyecek icecek isletmeleri; “yapisi, teknik donanimi, konforu ve bakim durumu gibi maddesel, sosyal degeri
ve personelin hizmet kalitesi gibi niteliksel elemanlari ile kisilerin beslenme ihtiyaclarini karsilamayi
meslek olarak kabul eden, bunun gibi amaglar ile ortaya ¢cikan ekonomik, sosyal ve disiplin altina alinmig
isletmeler” seklinde tanimlanmaktadir. Insanlar bagta fiziki gerekler olmak iizere sosyallesme, saglik,
duygusal, psikolojik ve imaj kaynakli pek ¢ok sebepten o6tiirli yiyecek icecek isletmelerini tercih ederler.
Yine yiyecek icecek isletmeleri kolaylik, pratiklik ve farkl lezzetler sunuyor olmasi gibi nedenler de
tercih sebebi olabilmektedir. insan davranisi agisindan yemek yemenin, yemekler arasinda segim
yapmanin ya da yemek yeme zamani konusunda karar vermenin insanin farkli gereksinimlerini
karsiladigi ileri stiriilebilir. Yiyecek icecek isletmeleri igerisinde geleneksel restoranlar, liiks restoranlar,
biiylik 6lcekli restoranlar, 6zellikli restoranlar, hizli yemek sunan restoranlar (fast food), zincir
isletmeler, lokantalar, kafeler, pastaneler sayilabilir. Ucak, gemi ve trenlerde sunulan yiyecek icecek
hizmetleri, sanayi isletmelerinde sunulan yiyecek icecek hizmetleri, okul, hastane ve askeri birliklerde
sunulan yiyecek icecek hizmetleri de bulunmaktadir (S6kmen, 2014).

Gunimiizdeki tiiketici profiline bakildiginda eskiye nazaran yiyecek icecek isletmelerinden daha fazla
beklenti icerisine girildigi soylenebilir. Lezzet, aroma, tat, renk uyumu, gorsel estetik ve daha pek cok
detay tiiketiciler icin daha fazla 6nem kazanmistir. Bu noktada yiyecek icecek isletmelerinin izleyecegi
pazarlama stratejileri daha da 6nem kazanmaktadir.

Yiyecek igecek isletmelerinde gastronomi prensiplerini bilen ve bu prensipler ile hareket eden sefler,
calisanlar, misafirlerine unutulmaz deneyimler yagatabilmektedir. lyi tasarlanmig bir atmosfer, 6zenle
secilmis triinler, iyi planlanmis bir meni, estetik bir sunum sonucu yliksek memnuniyet ve miisteri
sadakati yakalanabilir. Bu konseptteki isletmecilik anlayisi ile hem kalite saglanmis olur hem de yiliksek
gelir elde edilebilir. Bunu basarmanin yolu giiniimiiz pazarlama alanindaki gelismeleri takip etmek ve
uygun stratejiler ile hareket etmekten gecer.

Giintimiizde robot teknolojisi yiyecek icecek isletmelerinin iiretim, hazirlik ve hizmet silireglerinde
entegrasyonu saglamak, kaliteyi ve verimliligi artirmak gibi amaclarla kullanilmaya baslanmistir.
Mutfaklarda kesme, dograma, pisirme gibi faaliyetlerde robot teknolojisinden yararlanilmaktadir.
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Restoran isletmelerinde yemegin hazirlamasi, hazirlanan yemegin servis edilmesi, misafirlerin
karsilanmasi ve bilgilendirilmesi gibi amaglarla robot teknolojilerinden faydalanilmaktadir. Robot
teknolojisi, yiyecek icecek isletmelerinin operasyonel siireglerini gelistirmek, tutarh ve kaliteli iirtin
sunmak, teslimat siireclerini iyilestirmek icin cesitli firsatlar sunmaktadir (ibis, 2019, ss. 405-409).
Yiyecek icecek isletmelerinde robot ve sensor teknolojisi sayesinde tedarik zincirinin izlenmesi, stok
takibinin yapilmasi kolaylasmaktadir. Yine bu isletmelerde yiyecek ve iceceklerin tat ve kalitesini
6l¢cmede ve bunu standartlara uygunlugunu saglamada robot teknolojilerinden yararlanilabilir.

Yiyecek icecek isletmelerinde bu tiir teknoloji kullaniminin pek ¢ok faydasi yaninda basta gizlilik ve
giivenlik endiseleri olmak {izere cesitli sakincalarinin da oldugu soylenebilir. Teknik arizalar, kazalar,
elektrik kesintileri gibi sorunlar hizmet siireclerini aksatabilir. Bu alandaki yasal bosluklar hem
isletmeler hem de tiiketiciler icin sorun olusturabilir.

Yiyecek icecek isletmeleri; miisteri tercihlerini belirlemede, satis trendlerini takip etmede, stok
yonetiminde, menii planlamasinda, pazarlama stratejilerinin belirlenmesinde ve daha bir¢cok konuda
biiylik veriden yararlanabilirler. Elde edilen verilerin analizi ile isletmeler dogru zamanda dogru
kararlar alabilir, verimliliklerini artirabilir, miisteri memnuniyetini ve miisteri sadakatini
saglayabilirler. Kisisellestirilmis pazarlama stratejileri gelistirilerek, miisterilere 6zel teklifler
sunulabilir. Biiylk veri sayesinde miisteri geribildirimleri ve yorumlar izlenerek isletmenin hizmet
kalitesinin ve miisteri deneyiminin iyilestirilmesi s6z konusu olabilir. Yine triin ve hizmetlerin piyasa,
pazar kosullarina gore fiyatlandirilmasi noktasinda biiyiik veriden yararlanilabilir.

4. Pazarlamanin Tarihsel Siireci

Pazarlama, insanlarin bireysel ve sosyal ihtiyaclarinin tespit edilmesi ve bu ihtiyaclarin karsilanmasi ile
ilgili bir kavramdir (Ulema & Kaymaz, 2021, s 1). Pazarlama, temelde insanlarin ihtiyag ve isteklerini
karsilamaya yonelik bir degisim (miibadele) islemidir. Pazarlama, mal ve hizmetlerin {ireticiden
tiiketiciye ya da kullaniciya dogru akisini yonelten isletme faaliyetlerinin yerine getirilmesidir.
Gilinlimiizde pazarlama tiiketici yonlidiir ve tiiketici ihtiyaclarinin karsilanmasi temeline dayanir.
Pazarlama, isletme amaclarina ulasmayi saglayacak degisimleri gerceklestirmek ftizere, mallarin
hizmetlerin ve fikirlerin gelistirilmesi, fiyatlandirilmasi, tutundurulmasi ve dagitilmasi siirecidir
(Mucuk, 2013).

Kisaca pazarlamanin tarihsel siirecine bakildiginda; 1800°li yillarda iiretim anlayisi (ne iiretirsem onu
satarim), 1920’li yillardan sonra triin odakh anlayis, biiylik ekonomik kriz sonrasi satis anlayisi (ne
liretirsem onu satarim yerine, yeter ki satmasini bileyim), 1950’lerin ardindan pazarlama anlayisi
seklinde gelistigi gortilmektedir. Ardindan toplumsal pazarlama anlayis1 ve miisteri odakli pazarlama
anlayis1 kendini gostermistir (Mucuk, 2012).

Pazarlama yaklasiminin bu tarihsel siire¢ icerisindeki degisimine bakildiginda o6zellikle ekonomik
sartlar, sosyal kosullar ve teknolojinin ¢ok belirleyici oldugu gériilmektedir. Uriin, iiretim, satis ve
pazarlama yaklasimlarindan sonra miisteri odakli pazarlama anlayisi 6n plana ¢ikmistir. Zamanla
pazarlama anlayisinda miisteri ile dogru araglar ile ve uzun vadeli pazarlama iletisimi ¢abalar1 6n plana
cikarak biitlinlesik pazarlama 6nem kazanmistir. Gliniimuzde ise yine miisteri odakl dijital pazarlama
ekseninde teknoloji yogunluklu bir pazarlama yaklasimi s6z konusu oldugu sdylenebilir.

Tarih boyunca teknoloji tarafinda yasanan her bir gelisme pazarlamay: da yakindan etkilemistir. Once
radyo televizyon, sonra internet ve sosyal medya ve ardindan YZ pazarlama faaliyetlerini ¢ok yonli
olarak etkilemistir. Artik YZ pazarlamanin 6nemli bir bileseni haline gelmistir. 2010’lu yillardan sonra
pazarlama faaliyetleri biiyiik veri ekseninde yeniden sekillenmeye baslamistir. YZ getirmis oldugu
yenilikler ile reklam, satis, pazar arastirmalari ¢abalarina yeni bir boyut kazandirmistir.
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5. Pazarlama Siireclerinde Yapay Zeka Kullanimi

Teknolojideki hizli gelismeler ve dontisiimler pazarlama araglari ve stratejilerinde de degisim meydana
getirmistir (Kuruca, vd., 2022). YZ, son zamanlarda pazarlama alaninda oldukea popiiler bir konu haline
gelmistir. YZ, onceleri daha ¢ok miihendislerin, bilgi teknolojisi uzmanlarinin ve analistlerin ilgisini
cekerken giiniimiizde pazarlamacilarin da ilgi odag: haline gelmistir. Ozellikle cevrimici ortamlarda ve
mobil cihazlarda mevcut olan ve giderek artan tiiketici verisi, YZ pazarlamasinin 6nemli bir miittefiki
haline gelmektedir (Jarek & Mazurek, 2019).

Pazarlama siireclerinde YZ kullanimina baslamak oncelikle biiyiik miktarda veri gerektirir. Bu siire¢
isletmelerin dncelikle veri toplamasi ve bu verileri analiz etmesi ile baslar. Bu noktada isletmelerin
tclincli taraf kuruluslar ile is birligi icerisine girmesi gerekebilir (Haleem, vd., 2022). Yapay zeka
pazarlama teknolojisi, isletmelere miisteri ihtiyaclarini daha iyi anlama ve etkin bir sekilde bu ihtiyac¢lari
karsilama imkani vermektedir. YZ teknolojisi isletmelere mevcut miisterilerini elde tutma imkani
sundugu gibi potansiyel miisterilerin taleplerini tahmin etme ve onlara hizli ve dogru yoldan ulasma
noktasinda firsatlar da sunmaktadir (Bozpolat, 2024).

YZ sayesinde isletmelerde zahmetli ve zaman alic1 faaliyetleri ortadan kaldirabilir, rutin ve
tekrarlanabilir gorevleri otomatik olarak yerine getirebilmesi saglanabilir. YZ tarafindan
gerceklestirilen hassas analizler neticesinde ortaya cikan bilgiler ile isletmeler rekabet avantaji
saglayabilir (Jarek & Mazurek, 2019). Pazarlama alaninda YZ kullanilarak miisteri davranislari analiz
edilebilir, pazarlama stratejileri gelistirilebilir. Yeni {irtin gelistirme siire¢lerinde de YZ kullanilabilir.
Nitekim yapilan arastirmalarda YZ ile iirlin inovasyonu arasinda pozitif bir iliski oldugu saptanmistir
(Kiling, 2023). YZ, pazarlama siirecinde Kisisellestirme, gelismis miisteri deneyimi gibi firsatlar
sunarken oOte taraftan tiiketici direnci ve giiveni konusunda zorluklar da ortaya cikabilmektedir
(Senyapar, 2024).

YZ, sahip oldugu algoritmalar sayesinde pazarlama profesyonellerine miisteri tutum ve davranislarini
daha dogru anlama, miisterilerin gelecekteki davranislarini tahminleme olanagi sunmaktadir (Kuruca,
vd., 2022). YZ mevcut verilerden yararlanarak gelecek ile ilgili pazar tahminleri yapabilir, miisteri
davranislarini 6ngorebilir. YZ insan goriintiilerini ¢erezler gibi ele alarak miisterilerin tercihlerine gére
daha kisisellestirilmis {iriin ve hizmetler sunulmasina olanak saglar. Bazi isletmeler miisterilerinin ruh
hallerini teshis etmek ve sonug olarak uygun iirtin ve hizmet 6nerilerinde bulunmak i¢in yliz tanima
sistemleri ile deneyler yapmaktadirlar (Haleem, vd., 2022).

YZ pazarlama teknolojisi hem isletmeler acisindan hem de tiiketiciler agisindan 6énem tasimaya baslayan
bir konu olmustur. YZ sistemler tizerindeki verilerden hareketle miisteri ihtiya¢ ve davranislarini anlik
olarak tespit edebilir, gerekli analizleri gerceklestirebilir ve bdylelikle miisteri odakli siire¢lerin
olusturulmasina katkilar sunabilir.

6. Yiyecek icecek Isletmelerinin Pazarlama Siireclerinde Yapay Zeka Kullanim

Yiyecek icecek isletmelerinde YZ, yiyecek ve icecekleri siralamak, tedarik zincirini yonetmek,
calisanlarin kisisel hijyen prosediirlerini saglamak, yeni iiriinler gelistirmek, {iriin teslimati yapmak,
temizlik islemi donanimlarini yonetmek gibi pek ¢cok amaclar ile kullanilabildigi gériilmektedir (Cerkez
& Kizildemir, 2020). Yiyecek icecek sektorii rekabetin oldukca yogun oldugu bir sektérdiir. Bu yogun
rekabet ortaminda yiyecek icecek isletmeleri pek cok rutin faaliyetleri esnasinda yapay zeka
araclarindan ¢ok yonli olarak faydalanmaktadirlar. Maliyetleri kontrol etmek, karliligi artirmak,
misteriler ile daha hizli iletisim kurabilmek, kisiye 6zgii iiriin ve hizmet sunumu yapabilmek gibi
amaglar ile yiyecek icecek isletmeleri YZ araglarini kullanabilmektedirler.

Gilintimiizde kafeler, fast food isletmeleri, farkli nitelikteki restoranlar gibi pek ¢ok yiyecek icecek
isletmesi rekabet edebilmek ve hizli biiylimek i¢in YZ teknolojilerinden faydalandiklari gériilmektedir.
Restoran isletmelerinde YZ kullanimi; iyi bir miisteri deneyimi i¢in analitik ¢ézlimler sunar, siparis ve
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rezervasyonlarin sistematik bir sekilde yiiriitiilmesine imkan verir, tedarik siirecinin iyilestirilmesine
katki saglar, stok takibine ve talep tahminlerine yardimci olur. Ayrica mutfak ve servis ¢alisanlarinin
gida gilivenligi protokollerini takip edip etmedigi noktasinda kontrol olanagi saglar (Khan, 2021).

YZ temelinde pazarlama faaliyetlerinde oOncelikle sosyal medya hesaplari, meniiler, ¢evrimici
incelemeler, otomasyon araclari ve web siteleri olmak cesitli yerlerden veriler toplanir. Daha sonra YZ
bilgileri hedef kitleyle ilgili icerik liretmek ve sunmak icin kullanir. YZ restoranlarin ve miisterilerinin
derinlemesine ¢evrimici analizler yapilmasini saglar (Haleem, vd., 2022).

Gilintimiizde bir yiyecek icecek isletmesinin yalnmizca ¢evre halkina hizmet sunmasi yeterli
olmamaktadir. Isletmeleri bilyiimesi icin sanal platformlarda yer almasi neredeyse bir zorunluluk haline
gelmistir. Sanal ortamlarda yer alan yiyecek icecek isletmeleri miisteriler tarafindan bulunmasi
kolaylasir. Bunun i¢in isletmelerin arama motorlarinda ve sosyal aglarda yer almasi gerekir (Khan,
2021).

IBM tarafindan gelistirilen yapay zeka tabanl sef Watson mutfak asistani ytizlerce farkli malzemenin
kimyasal bilesimlerini ¢oziimleyebilmekte, binlerce yemek tarifini analiz edebilmektedir. Dominos
Pizza adrese Uriin tesliminde otonom araglar robot teknolojilerinden faydalanmaktadir. Goktas, (2023)
tarafindan farkl vejetaryen beslenme tiirlerine uygun mentler olusturma becerisini analiz etmeye
yonelik yapilan arastirmada ChatGPT-4’e malzemeler verilmis, menii olusturmasi istenmistir. Her
vejetaryen diyet tiirli icin yasakli malzemeler de eklenmis, ChatGPT’'nin yasakli malzemeleri ayirt edip
edemeyecegi test edilmistir. Calisma sonucunda bazi meniileri dogru bir sekilde hazirlayabilmis
bazilarinda ise hatalar tespit edilmistir. Bu calisma sonuclart YZ'nin belli élciide yardimci oldugunu
ancak tam anlamiyla giiven saglamadigini gostermektedir.

Yiyecek icecek isletmelerindeki YZ tabanli pazarlama faaliyetlerini daha ayrintili bir sekilde ele almak
icin ilgili konu yukarida bahsedilen pazarlamanin dort temel unsuru kabul edilen 4P cergevesinde
asagida ayri ayri ele alinmistir.

6.1. Uriin

Uriin, isletme tarafindan sunulan mal ve hizmetleri tanimlamaktadir. Yiyecek icecek isletmelerinde iiriin
hem somut hem de soyut unsurlara sahiptir (Ulema & Kaymaz, 2021: 5-13). Uriin, tiiketicinin istek ve
ihtiyaclarim karsilamaya yonelik teklifler olarak mal ve hizmetleri icerir. Uriiniin markalasmasi ve
standardizasyonu siirecinde YZY’dan faydalamilabilmektedir. Uriiniin tiiketici tarafindaki
benimsenmesi YZ aracilifi ile isletme tarafindan otomatik olarak takip edilebilir ve izlenebilir (Huang &
Rust, 2021). YZ tabanli araglar iiriin tasariminin miisteri ihtiyaclarina uygunlugunu ve bunun sonucunda
ortaya ¢ikan miisteri memnuniyetini 6lgebilir (Dkimpe, 2020).

YZ miisteri ihtiya¢ ve beklentileri dogrultusunda iirtinlerin 6zellestirilmesine olanak saglar. Miisteri
profillerinden elde edilen verilere dayali olarak miisterilere 6zel teklifler sunulmasi mimkiin
olabilmektedir (Kuruca, vd., 2022). YZ miisteri ihtiyaclarini daha iyi anlama ve bu ihtiya¢lara uygun triin
ve hizmetler gelistirme konularinda isletmelere yardimci olabilmektedir (Kiling, 2023). YZ biiytk veri
tizerinden Kkisisellestirilmis {iriin ve hizmet onerileri sunabilmektedir. Ancak burada biiyiik veride
eksiklik, hata ya da yetersiz olmasi istenmeyen sonuglari da dogurabilmektedir. Bu da hem isletme hem
de tiiketici agisindan risk ve giiven sorunlarini ortaya gikarabilmektedir (Bozpolat, 2024).

Uriinlerde yapilan kisisellestirme ile miisterilere kisisel ve ilgi cekici deneyimler sunularak onlarin
irtine ve isletmeye olan baghliklari gelistirilmekte, daha fazla alisveris yapmalari saglanabilmekte, iiriin
ve markaya sadik olmalarina yardimci olunabilmektedir (Sagtas, 2023). Nitekim giiniimiizde yiyecek
icecek isletmelerine giden pek ¢cok musterinin beklentileri arasinda iyi bir deneyim yasama vardir.

Tiiketici davranislarinin anlasilmasinda ve tiiketicilerin satin alma tercihlerinin etkilenmesinde
trtinlerin ambalaj tasarimi belirleyici olabilmektedir. Giiniimiizde pek ¢ok isletme {iriiniin tadi, formulii
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ve ambalaj tasariminda yapay zeka araglarindan faydalandigi bilinmektedir (Kaya & Kavuran, 2014). YZ
destekli akilli asistanlar, sosyal medya ve diger ortamlar araciligi ile elde edilen miisteri verilerini analiz
ederek yeni iirtin gelistirme, mevcut liriinde iyilestirme ya da tiiketicinin ilgisini cekebilecek pazarlama
kampanyasi yiirttiilmesini saglayabilmektedir (Kamran, 2021).

Isletmeler hizla degisen miisteri tercihlerini yakindan takip etmek ve uygun stratejiler ile hareket etmek
durumundadir. YZ sayesinde sanal ortamlarda tiiketicilerin tercihleri, fikirleri, deneyimleri
izlenebilmektedir. Isletmeler de buna goére iiriin ve hizmet tasarimina gidilebilmektedir.

6.2. Fiyat

Fiyat, mal ve hizmetlere bicilen degerdir (Ulema & Kaymaz, 2021, s 5). Fiyatlandirma, dogru ve ¢ok yonlii
hesaplamalar gerektiren pazarlamanin zor ve bir o kadar 6nemli bir kismidir. YZ tabanli algoritmalar
ile maliyetler, miisteri talepleri, tedarik zinciri ve rakipler dikkate alinarak dinamik fiyatlandirmalar
yapilabilir. YZ temelli araglar en yiiksek kara ulasmak i¢in dinamik ger¢ek zamanli, pazar tabanl
fiyatlandirma olanaklari sunmaktadir (Kamran, 2021, s. 55). Biiyiik veri analitigi ve yapay zeka araglari,
tiiketici tercihlerini anlama, pazar egilimlerini belirleme gibi konularda pazarlamacilara cesitli firsatlar
sunmaktadir (Giir, 2022).

YZ sayesinde miisterilere kisisellestirilmis fiyat teklifleri sunulabilmektedir (Kuruca, vd., 2022). YZ
desteKli fiyatlandirma araclari farkli isletmelerin triinlerinin fiyatlarini analiz ederek tiiketicilerin en
uygun fiyati gérmelerini saglayabilmektedir (Cesur & Armutcu, 2023). YZ sayesinde dinamik
fiyatlandirma stratejileri gelistirilebilir ve uygulanabilir. Ancak hizli ve otomatik fiyat ytlikseltmek ya da
diisiirmek miisteri giivenini zedeleyebilir, haksiz ve yaniltici algilanabilir. O nedenle bu noktada miisteri
odakl ve etik yaklagimlar benimsenmelidir (Sagtas, 2023).

Jesus’a (2019) gore YZ, pazarlamacilara rekabetci fiyatlandirma ¢dziimleri sunan, tiiketicilerin satin
alma egilimlerini takip etme yetenegine sahip bir teknolojidir. YZ, farkli bolgelerden tiim rekabetci
fiyatlandirma verilerini alarak isletmeye dinamik bir ¢6ziim sunabilmektedir. Ozellikle otel isletmeleri
bu noktada avantaj saglayabilmektedir (Nanayakkara, 2020).

Bir yiyecek icecek isletmesi i¢in en temel unsur gelirdir. YZ ile analiz edilen veriler lizerinden yiyecek
icecek isletmelerinin gelecek tahminleri yapilabilir, performans ve operasyonel siirecleri iyilestirilebilir.
Yine YZ sayesinde talep durumuna, mevsimsel 6zelliklere, yerel olaylara bagl olarak tiiketicilere uygun
fiyat sunulabilir.

6.3. Dagitim

Pazarlamada dagitim, iiriin ve hizmetlerin tiiketicilere ulastirilmasi siirecini ifade eder. Dagitim, bir
irin ya da hizmete erisimi, ulasilabilirligi, miisterilere nasil ve ne sekilde ulastirilabilecegini
icermektedir. Uriin ya da hizmetin dogru zamanda, dogru miktarda ve dogru yerde olmasi pazarlama
basarisi icin oldukca 6nemlidir.

Uriine erisim ve iriin bulunabilirligi, miisteri memnuniyeti i¢in pazarlama karmasmin temel
bilesenleridir. Uriin dagitim biiyiik élciide mekanik ve tekrar eden nitelikte olan lojistik, depolama,
tasima gibi faaliyetleri icerir. Bu noktada YZ paketleme i¢in robotik teknolojiler, teslimat icin dronlar,
siparis takibi icin sohbet robotu araglarini kullanarak ¢éziimler sunar (Huang & Rust, 2021). Dagitim
stirecinin standardizasyonu isletmelere, tedarikcilere ve miisterilere pek ¢ok noktada kolaylik saglar
(Verma, vd., 2021).

Huang ve Rust (2018) hizmet siireclerinde hizmetlerin yapay zeka ile saglanmasinda mekanik, analitik,
sezgisel ve empati olmak lizere dort evreden bahsetmektedir. Buradaki mekanik yapay zekd; cagri
merkezi ¢alisani, satis gorevlisi ve garsonluk gibi rutin bir siireci olan mesleklerde gerekli olan zeka
olarak ifade edilmistir (Call1 & Calli, 2021). Nitekim giiniimiizde pek cok yiyecek icecek isletmesinde
bunlarin uygulama érnekleri mevcuttur.

205



Sakarya Universitesi Isletme Enstitiisii Dergisi, 6(2), 2024, 197-210

Bir yiyecek icecek isletmesinin dagitim siirecinde, yiyecek ve iceceklerin zaman kaybi olmadan uygun
sartlarda miisteriye ulastirilmasini saglamak onemlidir. YZ araciligi ile verilen siparisler daha kisa
stirede teslim edilebilmekte, siparis bilgileri kayit altina alinip analiz edilebilmekte, disariya serviste en
uygun rotalar belirlenerek irinin uygun zaman ve maliyette miisteriye ulastirilmasi
saglanabilmektedir (Khan, 2021). Burada kayit altina alinmis olan pek ¢ok bilgi yiyecek icecek
isletmelerinin gelecekteki planlamalarina 1sik tutabilmektedir.

Yiyecek igecek isletmelerinde tedarik zinciri, isletme basaris1 ve miisteri memnuniyeti acisindan son
derece Onemlidir. Gerek insan saglig1 icin gerekse nihai {rliniin Kkalitesi i¢cin gida maddelerinin
giivenligine ve tazeligine 6zen gosterilmesi gerekir. Ayrica maliyet kontrolii ve finansal basari icin
tedarik zincirinin optimizasyonu 6nem tasir. Bu noktada da YZ yiyecek icecek isletmelerine firsatlar
sunmaktadir.

6.4. Tutundurma

Tutundurma, isletmelerin triin ve hizmetlerini miisterilere tanitma, satislar1 artirma ve miisteri baghhgi
olusturma gibi amaclarla yapilan pazarlama faaliyetlerini icerir. Isletme basarisi icin dogru araclarin
kullanilmasi ve dogru stratejiler ile hareket edilmesi gerekir.

Tutundurmada, segilen iiriin ya da hizmet icin uygun hedef kitleye uygun ve dogru mesaji iletmek
onemlidir. YZ ge¢mis verileri analiz ederek miisterilerin daha iyi anlasilmasini ve uygun mesajin
kendilerine uygun zamanda iletilmesini saglayabilmektedir (Kamran, 2021, s. 63).

YZ destekli sohbet robotlar1 miisteriler ile zaman ve mekan sinir1 olmadan iletisim kurabilen bir
bilgisayar teknolojisidir. Sohbet robotlari isletmelerin tiiketiciler ile olan iletisimi siirecine her gecen
giin daha fazla dahil olmaktadir. Bu uygulamalar miisteri memnuniyetinin saglanmasinda énemli rol
oynamaktadirlar (Kuruca, vd., 2022). Sohbet robotlari, YZ teknolojilerini kullanarak insanlar ile
konusabilen bilgisayar programlaridir. Kullanicilarin sorularini yanitlayabilmekte, talimatlar1 yerine
getirmekte, oneriler sunabilmektedir (Eri¢, vd., 2024). Sohbet robotlari, metin ya da ses yoluyla
kullanicilar ile etkilesim kurabilir, sorular1 yanitlayabilir, bilgi saglar, verilen gorevleri yerine getirir ya
da getirmeye yardimci olabilir. Sohbet robotlari, miisteri sorularini cevaplayabilir, liriin 6nerilerinde
bulunabilir, siparis takibi yapabilir, stok bilgisi verebilir, stok takibi yapabilir, promosyon ve indirimler
hakkinda bildirimde bulunabilir, miisterilerden geri bildirim alabilir (Sagtas, 2023).

Promosyon yonetimi; medya planlamasi, reklam kampanyasi yonetimi, arama motoru optimizasyonu
gibi konular1 igerir. Tiim bunlar her gecen giin fiziksel ortamdan dijital ortama ge¢mektedir. YZ miisteri
profiline ve begenilerine gére mesajlarin kisisellestirilmesini ve 6zellestirilmesini saglar (Huang & Rust,
2021). YZ algoritmalari ile miisteri begenileri ve begenmemeleri ya da sikayetleri gercek zamanl olarak
izlenebilir (Verma, vd., 2021).

Geleneksel reklam ve pazarlama tekniklerinde miisteriden geri doniis almak zaman ve maliyet
gerektirirken, YZ aracglarinin kullanimi sayesinde bu zaman ve maliyet unsuru ortadan kalkabilmekte ya
da en aza indirilebilmektedir. Pazarlama profesyonelleri reklam faaliyetlerinde YZ' dan
faydalanmaktadir. YZ sayesinde reklamlarin etkinligi, hedef kitlesine ne derece ulastigi, geri doniis
oranlar1 hizli bir bigimde tespit edilebilir. YZ sayesinde dogru zamanda dogru yerde dogru kisiye dogru
mesajlarin verilmesi miimkiin olabilmektedir. Verilecek mesajlarin kisisellestirilmesi ve dogru hedefe
dogru zamanda ulasmasi saglanabilmektedir.

Pazarlamacilar YZ araglarini kullanarak artik miisterilerinin markalar1 hakkinda ne diisiindiiklerini, ne
soylediklerini ve ne hissettiklerini ¢oziimleyebilmektedir. Benzer sekilde sosyal medya paylasimlari
lizerinden miisterilerin ne hissettikleri nasil hissettikleri anlasilabilmektedir (Haleem, vd., 2022). Bu
durumdan yiyecek icecek pazarlamacilar1 g¢ikarimlarda bulunarak {riin ve hizmet siireclerini
iyilestirebilmektedir.
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YZ, pazarlamacilarin pazar boéliimlendirme yapmalarina, miisterilerini ayirt etmelerine onlar1 neyin
motive ettigini kesfetmelerine, miisteriler ile uzun vadeli iliski kurmalarina yardimci olur (Jain &
Aggarwal, 2020). YZ kullanilarak miisterilerin demografik bilgileri, satin alma ge¢misleri, ilgi alanlar1
tespit edilebilir, buradan hareketle de dogru ve etkili tutundurma araglarina basvurularak pazarlama
faaliyetlerinde basari saglanabilir.

Yiyecek icecek isletmelerinde YZ pazarlamasi ile ilgili literatiirden yola c¢ikarak yiyecek icecek
isletmelerinin pazarlama karmasi unsurlarinda (4P) YZ kullaniminda 6ne ¢ikan konular 6zet bir bicimde
sekil tizerinde belirtilmigtir.

Sekil 1

Yiyecek Icecek Isletmelerinde Yapay Zekéa Tabanh Pazarlama

Yiyecek icecek isletmelerinde
Yapay Zeka Tabanli Pazarlama

s Fiyat - Tutundurma
Ki _Urun_ Dinamik fiyatlandirma Dagiim Kisisellestirilmis mesaj
isisellestime U , Uygun zaman s
ygun fiyat . Anlik geribildirim
Markalasma Etkin kontrol Hizl teslimat Miisteri sadakati
Standartlasma in kontro Zamandan tasarruf usteri sadakatl

Not: Arastirma bulgularindan olusturulmustur.
7. Sonug, Degerlendirme ve Oneriler

Yapilan arastirmada ortaya ¢ikan sonuglar yiyecek icecek isletmelerinin pazarlama siire¢lerinde yapay
zekanin 6nemli bir ara¢ oldugunu gostermektedir. Yiyecek icecek isletmeleri, pazarlama siireclerinde
YZ araglarini kullanarak daha etkili ve verimli sonuglar alabilir. YZ araclarindan faydalanilarak sanal
ortamlarda, otomasyon sistemlerinde, sosyal medyada yer alan miisteri verileri analiz edilebilir. Bu
verilerden ortaya ¢ikan bulgular dogrultusunda pazarlama stratejileri belirlenebilir, kisisellestirilmis
kampanyalar yiiriitiilebilir. Tiim bunlar yiyecek icecek isletmelerinin finansal basarisina, operasyonel
verimliligine ve miisteri memnuniyetine katki sunabilir. Ancak burada gézden kacirilmamasi gereken
bir nokta veri gizliligi ve kisisel bilgi ihlalleridir. Bu noktada pazarlamacilar yasal dlizenlemelere uygun
hareket etmesi gerekecektir. Nitekim tiiketici tarafinda bu konularin endise yarattigi bilinen bir
gercektir.

e YZicin veri son derece 6nemlidir. O nedenle yiyecek icecek isletmeleri icin veri gelecekte daha
da fazla 6nem tasiyan bir konu olacag diisiiniilmektedir. isletmeler gelecekte veri elde etme,
elde edilen verileri analiz edip ¢ikarimlar yapma ve pazarlama faaliyetlerini bu ¢ikarimlar
dogrultusunda gergeklestirme cabas1 icerisine girmeleri cok olasi goriinmektedir. Yiyecek
icecek isletmeleri kullandiklar1 uygulamalar, otomasyon araglari, sensoérler sayesinde pek ¢ok
bilgiyi kaydederek bu bilgilerden ¢cikarimlar yapabilir. Miisterinin bir sonraki siparisi tahmin
edilebilir. Bu noktada yiyecek icecek isletmelerinin ihtiya¢ duyacaklari insan kaynaginda bu
verileri okuyup analiz edebilen, bu verilerden yola ¢ikarak pazarlama stratejileri gelistirebilen
nitelikli calisanlarin ayr1 bir 6nem kazanacagi séylenebilir.

e (Calisma sonuglar1 potansiyel miisterilere ulasmak, miisteri duygularin1 anlamak, miisteri
memnuniyetini analiz etmek, pazar performansini iyilestirmek, miisteri sadakati olusturmak,
miisteri iligkilerini iyilestirmek gibi konularda YZ’ nin verimli sonuclar ortaya koydugunu
gostermektedir. YZ ile miisterilerin 6nceki deneyimleri kayit altina alinabilir ve sonraki
asamalarda miisterilere daha iyi bir deneyim sunmak icin pek ¢ok siirecin optimize edilmesi
saglanabilir. Yiyecek icecek isletmelerinde YZ araciligi ile her miisteriye 6zel mentiler, {liriinler,
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icerikler, teklifler sunularak misteri deneyiminin iyilestirilmesi ve zenginlestirilmesi
saglanabilir. Ge¢mis olaylar ve veriler baz alinarak gelecek ile ilgili tahminler yiiriitiilebilir.
Dolayisiyla yiyecek icecek pazarlamacilarinin tiiketici davranis ve kaliplarini anlamak,
gelecekteki durumlari tahmin etmek ve pazarlama stratejilerini en uygun sekilde
uygulayabilmek icin YZ arac¢larindan faydalanmasi gerekecektir.

Sonuc¢ olarak yiyecek icecek isletmeleri YZ temelinde; tiiketicilere Kkisisellestirilmis {riinler
tasarlayabilir, kisiye 6zgii meniiler sunabilir, miisteri odakli tiriinler gelistirebilir, dinamik fiyatlandirma
stratejilerinden yararlanabilir, stok verimliligini artirabilir, lojistik siireclerini iyilestirebilir, kisiye 6zgii
reklam kampanyalari yiirtitebilir ve bunun sonucu miisteri sadakati olusturabilir. Boylelikle YZ’ dan
faydalanan yiyecek icecek isletmeleri rekabet ortaminda basari saglayabilir.

YZ alanindaki teknolojilerin hiz kesmeden gelismesi beklenen bir durumdur. YZ teknolojisinin yiyecek
icecek isletmeleri lizerindeki etkileri de yayginlasmasi ve farklilasmasi da beklenmektedir. Bu nedenle
yiyecek icecek isletmelerinde konunun ¢ok farkli yonleri ile ele alinmasi gelecekteki arastirmacilara
onerilebilir. Bu calismada konu pazarlamanin 4P’si ile sinirlandirilmistir. Konu daha genis bir bicimde
7P ve 7C agisindan da ele alinmasi dnerilebilir. Ayrica YZ tabanl ortaya cikan teknolojilerin tiiketici
tarafindaki yansimalari ve algilari arastirilmasi gereken konular arasinda gosterilebilir.
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Makale Bilgi Formu

Yazar Onay1: Makale tek yazarhdir. Yazar, makalenin son halini okuyup onaylamistir.
Cikar Catismasi Bildirimi: Cikar catismasi bulunmamaktadir.

Telif Beyani: Yazar dergide yayinlanan ¢alismasinin telif hakkina sahiptir. Bu ¢alisma CC BY-NC 4.0
lisansi altinda yayimlanmaktadir.

Destek/Destekleyen Kuruluslar: Bu arastirma icin herhangi bir kamu kurulusundan, 6zel veya kar
amaci gitmeyen sektorlerden hibe alinmamistir

Etik Onay ve Katilimci Rizasi: Bu calismanin hazirlanma siirecinde bilimsel ve etik ilkelere uyuldugu
ve yararlanilan tiim ¢alismalarin kaynakg¢ada belirtildigi beyan olunmaktadir.

intihal Beyani: Bu makale iThenticate tarafindan taranmustir.
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