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EDITORUN NOTU

Usak Universitesi Uygulamali Bilimler Fakiiltesi Dergisi’nin 2023 yil1 ilk sayisin1 Haziran
ayinda sizlerle bulusturmaktan mutluluk duyuyoruz. Dergimizin bu sayisinda Yyedi
arastirmacinin  katkilariyla hazirlanmis dort arastirma makalesine yer vermekteyiz. Bu
calismalarin ticii pazarlama, biri iktisat digeri ise mesleki egitim alanindan kiymetli
calismalardir.

Saymin ilk ¢aligmasinda, Tiiketim Toplumu denildiginde ilk akla gelen isimlerden biri olan
Fransiz sosyolog ve medya teorisyeni Jean Baudrillar’in kaleme aldigi “La société de
consommation” adli kitab1 bi¢im, t6z ve dil bakimindan 6zelliklerini tespit etmek, eser
hakkindaki sorulara yanit aramak ve bu alanla ilgili yapilacak olan arastirmalara ve
incelemelere katki sunmak amaciyla Erdemsoy tarafindan hazirlanan kitap incelemesidir.
Varnali tarafindan hazirlanan ikinci calismada ise isletmelerde uygulanan kalite
programlarinin ¢alisanlar lizerinde yarattig1 etki ve bu etkinin dis miisterilere nasil yansidigi
arastirilmistir. Sayimizin {igiincii makalesini kaleme alan Eldem Culhaoglu ve Bayrakdaroglu
calismalarinda, Izmir’de tarim okulu veya tarim atdlyesinde egitim alan alfa kusagi
ogrencilerine, tarim ve dogay1 6grenmeye yonelik verdikleri uygulamali egitimin, 6grencilerin
okullarda gordiikleri diger derslere olumlu etkisi olup olmadigini incelemislerdir. Sayinin
dérdiincii makalesinde ise Iri, 2023 yilinda Giineydogu Anadolu Bolgesi’nde gergeklesen
depremde yasanan ve gelisen olaylarla ilgili sosyal medya kullaniminin 6nemini arastirmigtir.
Saymin son caligmasinda ise Giiven ve Yokoyoma, pazarlama arastirmasinda Biiyiik Veri
Analizi ve Kalin Veri Arastirmasimnin metodolojik olarak entegrasyonunun avantajlarini
arastirmislardir.

Dergimizin 2023 yili ilk sayisinda verdikleri katkilardan dolayr Tiirkiye’nin g¢esitli
bolgelerinden ¢aligmalarini  bizimle paylasan tiim yazarlarrmiza ve c¢alismalarin
degerlendirilmesinde desteklerini esirgemeyen tiim hakemlerimize tesekkiir ederiz. Dergimizi
siz saygideger okuyucularimizla bulusturmaktan memnuniyet duyar, keyifli okumalar dileriz.

Saygilarimizla...

Yaym Kurulu
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TUKETIM TOPLUMU

Baudrillard, J. (1997). Tiiketim Toplumu. (16. Baski1). (Cev. N. Tutal
ve F. Keskin). Istanbul: Ayrmt1 Yayimnlari.

'Emine ERDEMSOY

Kisilerin her tiirlii istek ve ihtiyaglarini kargilamak maksadiyla yaptiklari harcamalar “tiikketim”
kavramin1 ifade eder. Tiiketimler, yasanan ihtiyaglara gore gerceklestirilmektedir. Bireylerin
ihtiyaglarini belirleyen ve bu unsurlart ¢ergeveleyen tiiketim kiiltiirtidiir. Literatiirde bu ve benzeri
tanimlar olsa da tiiketim, tiiketim kiiltiirii ve tliketim toplumu goriinenden ve bilinenden ¢ok daha
fazlasidir. Tiiketim kiiltiirii, sosyal ve toplumsal diizen igerisinde statii, kimlik, degerler ve eylemlerin
hizmet ve iriin temelinde sekil aldig1 bir kiiltlir yapisidir. Dolayisiyla da genis bir alana tezahiir
etmektedir.

Bu konu ile ilgili Featherstone, Bocock, Veblen, Simmel gibi Frankfurt Okulu diisiiniirlerinden
olan bircok teorisyen calismalarda bulunmustur. Tiiketim Toplumu denildiginde ilk akla gelen
isimlerden biri de Fransiz sosyolog ve medya teorisyeni Jean Baudrillardir. Bu ¢alisma eserin anlatim,
bicim, t6z ve dil bakimindan 6zelliklerini tespit etmek, esere dair sorulara yanit aramak ve bu alanla
ilgili yapilacak olan aragtirmalara ve incelemelere katki sunmak adina hazirlanmis bir referans 6zelligi
tasimaktadir. i1k baskis1 2002 y1linda gerceklesen eserin orijinal ad1; “La société de consommation”dur.
Fransizcadan dilimize terciimesi Nilgiin Tutal ve Ferda Keskin tarafindan yapilan, 2021 yilinda Ayrinti
Yaymlar tarafindan yayimlanan bu eser, 272 sayfadan olugmaktadir. “Nesnenin Bigimsel Litiirjisi,
Kitle Iletisim Araglar1, Tiiketim Kurami, Cinsiyet ve Bos Zaman Etkinlikleri seklinde ii¢ béliimden
olusmaktadir.

“Birinci bolim” de (s. 15-47) Nesnenin Bigimsel Litiirjisi alt basligi altinda nesnelerin
bollugundan bu bolluk ile beraber nesnelerin insanlar1 kusatmis oldugundan, drugstore’larda kiiltiir
endiistrisine donistiiriilmesinden bahsetmektedir. Bu kisimda nesnenin bir anlam bularak, kiiltiiriin
satiga sunuldugu ¢ikarimina varabiliriz. Propaganda seviyesinde olmayan kiiltiir endiistrisi, 6znelesme
siirecine de dahildir (Ray, 2014: 246). Lakin bu etkileri meydana getiren kiiltiir endiistrisi, bunu
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Tiiketim Toplumu

da gostermektedir. Ortaya ¢ikan bu yeni kiiltiir endiistrisinde gercek ve sahte arasindaki sinir, zamanla
belli belirsiz olmaya baslamstir. Diisiik ve yiiksek kiiltlir yapilarinin bir araya geldigi, gligsiizlestigi
kiiltiir endiistrisinde artik her sey birbirine benzemektedir (Adorno, 2009: 110, 47).

Baudrillard, bu durumu ilk dénem diisiincesinde tiiketim toplumunu meta-gdsterge teorisiyle ele
alir (Featherstone, 1996: 120). Bu teorik bakis, kiiltiiriin arka planinda ekonominin degil, kiiltiirel
boyutun olduguna yonelir (Gottidiener, 2005: 66). Baudrillard metalarin kullanim degerlerinden ¢ok,
bir ortam bilesimine sahip olduklarim iddia etmektedir. Bu durum ‘Tiiketimin Mucizevi Statiisii’ adli
alt baglig1 altinda incelenebilir. “Tiiketimi yoneten biyiilii bir diisiince, glindelik yasami yoneten
mucizeci bir zihniyettir; bu, disiincelerin mutlak-giiciine inan¢ iizerine kurulu bir sey olarak
tanimladigimiz bir ilkel zihniyettir. Buradaki inang, gostergelerin mutlak-giiciine duyulan inangtir.
Bolluk ve ‘refah’ aslinda yalnizca mutluluk géstergelerinin birikimidir” (Baudrillard, 1997: 23).

Baudrillard’a gore bolluk ve refah sonucunda ortaya ¢ikan mutluluk bir tiir mucizedir ve hatta
biiyiiliidiir. Televizyon gibi kitle iletisim araglar1 bu biiyiiniin etkisini kaybetmeden siirekli olarak
gerceklesmesine yardimei olur. Bu bolluk durumu ile birlikte israftan da s6z edilmektedir. Ona gore,
tolumda bolluktan s6z edilecekse bu yapilan israfa bakilarak olmalidir. Bu durumun sonucunda da ne
kadar tiiketim varsa o kadar konfor o kadar refah vardir anlayis1 degil, ne kadar israf varsa 0 kadar refah
vardir anlayist hakim olmustur. Nesnelerin birer metaya doniisiip, dolagim siirecine dahil olmasinin yani
sira tiiketimi gerceklestiren birey icin, ortaya ¢ikan toplumsal anlam da &nemlidir. Ihtiyactan baslayip
zorunluluga giden siirecin hizlandigini, ortamin genisledigini 6zellikle yasadigimiz donemde daha
derinlemesine gormekteyiz. Statliye 6zgli metalarin varligindan séz edebiliriz. Bu metalar bireyleri
temsil ediyorlar.

‘Biiyiimenin Kisir Dongiisti’ alt bagliginda Baudrillard, biiyiimeyle birlikte ortaya ¢ikabilecek
olumsuz durumlar ifade etmektedir. Y6netimin, kisisel harcamalar disinda yapmis oldugu harcamalar,
bu harcamalar sonucunda ortaya ¢ikan zararlar bir gesit savurganliktir. Savurganlik, tiiketim toplumunun
doktrini her seyi tiiketmek lizerine insa edilmistir. Evlerdeki kiyafet, esya ve yiyecek fazlaligi bununla
aciklanabilir. Son model bir elektronik cihazin, yeni ¢ikan bir {ist modelle degistirilmesi tiiketim
toplumunun nesneleri nasil yok ettigini agiklar niteliktedir. Tiiketim toplumu hicbir zaman elindeki ile
yetinmez, kapitalist diizenin stirmesi ve bu ¢arkin dénmesi i¢in siirekli iretir. Nesneleri Urettigi gibi
ihtiyaglar1 da tiretir.

‘Ikinci boliim” de (s. 51-117) Baudrillard Tiiketim’i kuramsal bir zemine oturtuyor ve tiiketimin
toplumsal mantigindan s6z etmektedir. Kendiliginden ortaya ¢iktigini iddia ettigi fikrini yeniden gdzden
gegciriyor bu boliimde. Haz ve mutluluk olgusunun ideolojik giiciinden bahsediyor. Tiiketimle ilgili en
uzun Omiirlii ve inat¢1 yorumun idealist yorum oldugunu sdylemektedir. Buna gore; biiyiime bolluktur
ve bolluk demokrasidir. Buna gore tiiketimin mantiginda bollugun oldugunu, bunun bir refah getirisi
oldugunu ve bunun sonucu olarak esitlik¢i bir ideolojiyi getirdigi diisiiniilmektedir.

Baudrillard, bu béliimde tiiketimi okul, simif kurumu benzetmesiyle acikliyor. Insanlarin tagimis

oldugu smif kaygisinin temel ideolojisinin fetigist mantik oldugunu iddia ediyor. Buradaki fetigist
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mantik, tapinma esyasindan 6te put haline getirme anlamina da gelmektedir. Bireyleri tiiketime iten
giiclin altindaki duygulardan bahsederken, bu durumu fetis diinyanin bir dayatmasi olarak gormektedir.
Baudrillard’a gore tiiketim, biiylik markalarin insanlar icin belirli toplumsal statii faktoriine
doniismektedir. Bireyler tiikettikleriyle yeni bir kimlik olusturmaktadir. Kaliteli ya da markal: bir iiriin
tilketirse, kendince daha yiiksek statiiye ulasiyor. Hatta o iiriinii tiiketemeyenler iizerinde bir {istiinliik
sagliyor. Bu durum, agik¢asi paranin olusturdugu statiidiir ve paranin bireye gergekte verdigi mutluluk
yapay bir mutluluktur.

“Ihtiyaglarin artmasiyla iiretimin artmasini karsi karsiya getirmek, belirleyici ‘ara’ degiskeni
gozler oniine sermeye donmektir: bu degisken ise farklilagsmadir. Dolayisiyla iliskinin, {irlinlerin artan
farklilasmasiyla toplumsal prestij talebinin artan farklilagma arasina yerlestirilmesi gereklidir”
(Baudrillard, 2014: 69). Insanlarin ¢ogu aslinda bu prestiji satin almak igin tiiketim yapmaktadur.
Aslinda bireyler, digerlerinden farkli olmak i¢in tiiketim yaparken digerlerinden farklar1 kalmamaktadir.
Tiiketim, tektiplesme yoniinde bir harekete doniigmiistiir. Baudrillard’a gore tiikketimin diger bir temel
mantig1, begenilme ve kabul gorme arzusudur. Bireyler tiiketirken haz alir. Tiiketim olgusu ortak
davranig bigimleri ile birlikte bir tiiketim kiiltlirii olusturmanin &tesinde biiyiik etkilere sahiptir. Bu
durum tiiketim olgusunu, insan yagaminin her aninda giiclii ve derin etkilere sahip olan bir ideoloji haline
getirmistir. Tiiketim artik bir tiir gostergedir ve ideoloji igerir. Tiiketim kavramina bir ideoloji olarak
bakilirsa Cevizei (1999)’nin ifadesine gore, belli bir donemi kapsamas1 yoniiyle postmodern c¢agin
ideolojisine, sosyal yasamda farklilik yaratmaya olanak saglayan temel gosterge olmasi yoniiyle de
toplumsal inang biitlinline karst gelmektedir. Bireylere kazandirdig, tiiketim merkezli bakis agisiyla
yasam tarzlarini sekillendirmektedir.

Yine bu bdliimde tiiketimin eril ve disil model ayrimina da dikkat ¢ekiyor. Kadina, kendinden
hoslanmasini ve 6zen gostermesini disil model iizerinden dayatir. Bu da ortaya ¢ikan narsist bir boyuttan
s0z edilmesini ¢agristirir. Ayni durum eril model i¢cinde s6z konusur. Baz1 kisimlarda ise eril ve disil
modelin yapisal ve hiyerarsik karsitligi pekistirilerek vurgu yapilir. Bu kisimda bir kez daha toplumsal
kategoriler ve cinsiyetlerle karistirilmamasi gereken ayirt edici modeller s6z konusudur. Soyle ki
yayilma, birbirinden etkilenme ve etkileme her yerde goriilebilir bir durumdur. Modern erkek de modern
kadin da kendini begendirme konusunda 6zendirilir ve birer rekabet ve gii¢ unsuru haline getirilebilir.

“‘Ugiincii boliim” de (s. 121-241) “Kitle Iletisim Araglari, Bos Zaman Aktiviteleri ve Cinsiyet’
baslig1 altinda yazmus oldugu son boliimde Baudrillard, kitle iletisim araglari igerisinde reklamin
Oonemine ve konumuna Ozellikle vurgu yapiyor. “Reklamin kitle iletisim islevi daha ¢ok reklamin
Ozerklesmis, yani ger¢ek nesnelere, gergek bir diinyaya, bir gondergesele degil, bir gostergeden digerine,
bir nesneden digerine, bir tiiketiciden digerine gonderme yapan ara¢ mantigindan kaynaklanir” seklinde
bir ifadede bulunuyor. (Baudrillard, 1997: 149). Buradan da reklamin simgesel sistem diizleminde bir
sOylemi iirettigini varsayabiliriz. Baudrillar’a gore aslinda iletilen imgeler, gostergeler ya da nesneler

her ne varsa ideolojiktir. Diger bir alt baslik konusu ise “Bedendir”. Baudrillard, bedenin sayginlik
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kazanmasini bir kiiltiir gostergesi olarak incelemektedir. Bu bdliimde bedenin durumu, bedenin
tiikketilmesi ve kadin bedeninin nasil tiiketim nesnesi haline doniistiigii izerinde duruyor.

“Narsistik kiilt nesnesi ya da toplumsal taktik ve ritiiel 6gesi olarak ele alinan bedenin bu uzun
kutsallastirma siirecinde giizellik ve erotizm iki ana leitmotivdir” (Baudrillard, 1997: 159). Bedenin
cevresini saran saglik, tedavi, perhiz, gilizellik, bedenle ilgili bakimlar, erillik-disilik, gibi kavramlar
bedenin bir kurtulus, bir aragtirma nesnesine doniistiigliniin kanitidir. Beden artik bu ideolojik diizende
gergek manasiyla ruhun yerini almig durumdadir. “Bedenin statiisii bir kiiltiir olgusudur” ve bu olgunun
ekonomik bir degeri olduguna gonderme yapan, Jean Baudrillard’in ifadelerine gore insanlar, tarih
boyunca, hep bir bedene sahip olmadiklarina inandirilmaya ¢alisildi. Giiniimiize geldigimizde ise tam
tersi bir sekilde, israr derecesin de bir bedene sahip olduklarina ikna edilmeye calisiimaktadir
(Baudrillard, 2012: 150). Erkek diistinen bir ruhken, kadin mutlak bir bedeni temsil etmektedir. Genel
olarak bakildiginda kadinin varligi, bedenin varliginin yadsinmasi ile anlasilmaktadir goriisii mevcuttur.
Toplumlar, sosyal yapilar ve iligki sekillerine ilintili olarak kadin bedenin statiisii ayn1 kalmis, erkegin
de bir bedeninin oldugunun farkina varilmistir. Zamanla tiiketimler, hizmete evirilmeye baglamistir. Her
seyin hizmete doniismesi, bir diger baglikta tartisiliyor. Tiiketicinin aslinda kendini farkli ve degerli
hissetmek, ilgi gormek i¢in tiilketimde bulundugu ilgiyi satin aldigin1 ve bu sayede aslinda kendini
odiillendirdigini anlayabiliriz.

Sonug itibariyle Baudrillard, bu eserinde tiiketim, nesne, beden, bos zaman, ihtiyag, haz, gibi
bir¢ok kavramin anlamlarinin ¢ok daha otesine gectiklerini irdeliyor. Bizi tiiketim yapmaya iten giiclin
altindaki duygu ve ideolojilerin 6zellikle iizerinde duruyor. Tiiketim, sadece herhangi bir iiriinii ya da
hizmeti satin almaktan ziyade bireyin varligini, yasiyor oldugunu hissetmesine sebep olan bir ara¢ haline

donlismiistiir.
ARASTIRMA VE YAYIN ETiGi BEYANI
Caligmada kullanilan yontem etik kurul iznini gerektirmemektedir.
DESTEK BEYANI
Bu ¢alisma herhangi bir kisi veya kurulus tarafindan desteklenmemistir.
CIKAR CATISMASI BEYANI

Yazarlar arasinda ¢ikar ¢atismasi bulunmamaktadir.

KAYNAKCA
Adorno, T. (2009). Kiiltiir endiistrisi kiiltiir yonetimi. (Cev. N. Ulner, M. Tiizel ve E. Gen). Istanbul: Iletisim
Yayinlart.
Baudrillard, J., Delicegayli, H. ve Keskin, F. (1997). Tiiketim toplumu. Istanbul: Ayrint1 Yaynlari.
Cevizci, A. (1999). Felsefe sozliigii, Istanbul: Paradigma Yayincilik.



Emine ERDEMSOY

Featherstone, M. (1996). Postmodernizm ve tiiketim kiiltiirii. (Cev. M. Kiigiik). Istanbul: Ayrmnt1 Yayinlar1.
Gottdiener, M. (2005). Postmodern géostergeler. (Cev. A. Nur, E. Cengiz ve H. Giir). Ankara: Iimge Yayinlari.

Ray, G. (2014). Culture Industry and the Administration of Terror. A. Artun (Ed.) Sanat Emegi: Kiiltiir Is¢ileri ve
Prekarite icinde (ss. 237-258). (Cev. E. Sogancilar) Istanbul: letisim Yaymnlar.



Usak Universitesi Uygulamali Bilimler Journal of The Faculty of
Fakiiltesi Dergisi Applied Sciences of Usak University
Yul: 2023, Cilt: 3, Sayu: 1, ss. 6-25 Year: 2023, Vol: 3, Issue: 1, pp. 6-25

Makale Tiirii / Article Type: Arastirma Makalesi / Research Article

KALITE PROGRAMLARININ CALISANLAR
UZERINDEKI ETKISININ DIS MUSTERILERE
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Tayfun VARNALI

Ozet

Firmalarin genel amact kar elde etmektir. Ancak giiniimiizde teknolojinin hizli bir sekilde gelismesi nedeniyle
firmalarim trettikleri tiriinler rakip firmalarin {irlinlerinden daha kaliteli olmak zorundadir. Bu nedenle rekabet
ortaminda, Uriinlerini satin alan dis miisterilerin istek ve ihtiyaglarii karsilamak zorunda olduklarini fark
etmiglerdir. Ancak bir¢ok arastirma, firmalarin trettikleri {irlinlerin ve hizmetlerin miisterilerin istek ve
ihtiyaglarin1 karsilamada yetersiz kaldigimi ortaya koymustur. Son zamanlarda yapilan arastirmalar ise, is
gorenlerin (yani ¢aliganlarin) 6nemine odaklanmistir. Eger ¢alisanlar diisiikk motivasyonla ¢alistyorlarsa, lirettikleri
tirlinlerin kalitesi her agsamada azalacaktir. Kalitesiz tirlinlerin miisterilere satilmasi, miisteri memnuniyetsizligine
neden olarak firmanin basarisiz olmasina yol agabilir. Cilinkii iirlinlerin tasarimindan, iiretimine ve miisterilere
satigina kadar her asamada firma calisanlar1 sorumludur. Bu nedenle, firmalar ¢aliganlarin motivasyonunu ve is
doyumunu artirmakla sorumludur.

Bu calisma, timevarim yontemi kullanarak odak grup calismasi yaparak nitel arastirma yontemlerinden
yararlanmigtir. Literatiirde internet kaynaklari, e-dergiler, e-kitaplar, gazeteler, makaleler, tezler, kitap ve dergiler
gibi kaynaklar da kullanilmigtir. Calismada, K78M isimli firmanin yeni bir kalite programina gecerken yaptigi
hatalar incelenmistir. Firmanin ¢alisma sekli, kalite yonetimi faaliyetleri ve bu faaliyetler sonucu olusan is géren
tatminsizligi gibi konular firma ile yiiz yiize, mobil veya ev telefonu ve elektronik ortamda video/ses kayit
goriismeleriyle ele alinmigtir. Calismada, yapilan hatalarin g¢alisanlarin motivasyonunu diisiirdigii ve {irlin
kalitesine etkilerinin analiz edildigi belirtilmistir. Ozellikle, calisanlarin diisiik is doyumunun dis miisterilere
satilan iriinlerin kalitesine olan etkileri incelenmistir. Calisma, i¢ miisterilerin (yani ¢aliganlarin) kaliteli {iriin
iretimindeki 6nemine ve bu 6nemin g6z ardi edilmesinin firmanin imaj kaybina ve miisteri kaybma yol
acabilecegine vurgu yapmaktadir. Bulgulara dayanarak, ¢alismanin sonunda 6neriler sunulmustur.

Anahtar Kelimeler: Kalite, Kalite Yonetimi, Misteri, Miisteri Tatminsizligi

Reflections of the Impact of Quality Programs on Employees to External Customers

Abstract

The general aim of companies is to make a profit. However, due to the rapid development of technology in today's
world, the products produced by companies must be of higher quality than their competitors' products. Therefore,
in a competitive environment, companies have realized that they must meet the wants and needs of their external
customers who purchase their products. However, many studies have shown that the products and services
produced by companies are inadequate in meeting the wants and needs of customers. Recently, research has
focused on the importance of employees. If employees work with low motivation, the quality of the products they
produce will decrease at every stage. Selling low-quality products to customers can lead to customer dissatisfaction
and failure of the company. This is because employees are responsible for every stage of product design,
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production, and sales to customers. Therefore, companies are responsible for increasing employee motivation and
job satisfaction.

This study utilized the inductive approach by conducting focus group interviews as a qualitative research method.
In addition, various resources such as internet sources, e-magazines, e-books, newspapers, articles, theses, books,
and journals were also utilized from the literature. The study investigated the errors made by a company named
K78M while implementing a new quality program using the firm's work style, quality management activities, and
the dissatisfaction of the employees (internal customers) and their impact on external customers due to the negative
experiences of the internal customers through face-to-face, mobile, or electronic video/audio recordings. The study
revealed that the mistakes decreased employee motivation and affected the product quality. Particularly, the impact
of low job satisfaction of the employees on the quality of products sold to external customers was examined. The
study highlights the importance of internal customers (i.e. employees) in producing high-quality products and
emphasizes that neglecting this importance can result in damage to the company's image and loss of customers.
Based on the findings, the study presents recommendations at the end.

Keywords: Quality, Quality Management, Customer, Customer Disstisfaction.
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GIRIS

Giliniimiizde sanayi devrinden bu yana teknoloji hizla degisim gecirmis olup hayatimizin her
alanina girmistir. Teknolojinin hayatimiza girmesi kolaylastikca bireylerin bilgiye ulagmalar
kolaylagmistir. Bu gibi nedenlerden dolayr mamul {iretip satan firmalar i¢in piyasada bulunan sartlar her
giin degiskenlik gosterdiginden rakip firmalarla rekabet etme kosular1 zorlagmaktadir. Miisteriler ise
giliniimiiz kosullarinda piyasada satilan mamulleri ve hizmetleri tercih ederken kendi doyum diizeylerini
ve ihtiyaclarimi 6n planda tutarlar. Bu sebepten dolay1 bir mamulii alirken detayli arastirma yaparak
bilingli davranirlar. Diger taraftan miisteri tatmini saglamak icin firmalar birbiriyle yarisa girmislerdir.
Miisteri yarisina katilan firmalarin birinci hedefi miisterilerin memnuniyet diizeyini artirmak olmustur.
Buna gore akademik calismalarda, dergilerde, tezlerde yazilan bir¢ok arastirmada piyasaya mamul ve
hizmet satiminda her zaman insan etkeni 6n plana ¢ikmis olup firmalarin hayatta kalabilmesi i¢in bu
onemi ortaya koymuslardir. Ancak firmalar, dis miisteriyi kaybetmemek i¢in kurum i¢inde ¢aligan is
gorenlerin motivasyonlarini ve is doyumlarini artirmaya yonelik ¢calismalar yapmaktadirlar.

Glinlimiizde bir¢cok firma, ulusal ve uluslararasi kalite programlarinin niteligini, amacini
anlamadan kalite programlarin1 uygularken ¢alisan sayisini azaltma anlayisi giiderek maliyet odakli
uygulamaktadir. Firmalar, maliyet odakli kalite programlarini uygularken, {icretini verdigim siirece isi
yapanlar herhangi bir isi yerine getirmeye hazir olduklarini diisiinmektedir. Bu nedenle ig gorenler, kotii
is yeri kosullarinda ¢alismaya mecbur kalmaktadir. Firmalarda mobbinge maruz kalan is gérenler isten
atilma korkusuyla ses ¢ikaramamaktadirlar. Bu durum, is gorenlerin mutsuzluguna ve sessiz istifaya
sebep olmaktadir. Calisanlarin yagadigi bu mutsuzluk, ¢alisma performanslarina da olumsuz bir sekilde
yansimaktadir.

Yapilan bu arastirmada, yeni kalite programina gecen yag firmasmin yaptig hatalar sonucu is
gorenlerde yasanan umutsuzluk, giivensizlik gibi etkenlerin ortaya ¢ikmasi ve bu etkenlerin mamul
{iretimine yansimas1 incelenmistir. Is gorenlerin yasadig1 tatminsizlik sonucu gergeklesen uygunsuz
tretimin, dis misterilerin evlerine kadar gitmesi firmanin miisteri ve imaj kaybinin sonuglar

incelenmistir.
1. MUSTERI, iC VE DIS MUSTERI

Miisteri; bir para karsiliginda herhangi bir iirlin veya hizmet alan bireydir. Farkli bir tanimla ile
alinan hizmet ve triinlerin tiiketicisidir (Yiicel ve Saymer, 2018: 1). Miisteri tipileri i¢ ve dis miisteri
tipleri olarak iki ayrilmaktadir. I¢ miisteri kavraminin tanimi incelersek, i¢ miisteriler firma igerisinde
caligan is gorenlerdir. Firmada bulunan her departman, kendinden once olan seviyenin miisterisidir
(Demirel, 2006: 22-23). Firmalar dis alicilarin tatmin seviyelerini, bagliliklari, kar oranlarim
artirmalarin1 arzu ve talep ediyorsa ilk Once i¢ alicilar isimlendiren is gorenlerin tatmin diizeyini
artirmalidir (Demirel, 2006: 23). Bir firma iiriinii tedarikinden baglayarak tiriinii alan miisterilere kadar
devam eden asamalarda birbirine hizmet veya mamul saglayan i¢ tedarik¢i, hizmet ve mamul alan ise i¢

miisteri denir (Kalder, 2000: 32). Sekil 1’de firma igi alic1 (miisteri) asamalari simiflandirilmustir. Sekil
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1’e gore, aday is goren firmanin is goreni aday1 olan, aday havuzundaki is gorendir. Is goren ise; firma
icerisinde aday is gorenlik sathasini atlatip calismaya katilan bireylerdir. Tertipli ve diizenli olan is goren
calistig1 firmada kabul gérmiis olan firma i¢inde ¢calismakta olan is gérenler ve sahipleri tarafindan kabul
goren bireylerdir. Destekleyen is géren firmaya karsi bagli olan ve galistig1 firmayi rakip firmalara karsi
aktif olmayan bicinde savunan bireydir. Firmasina kars1 bagli olan is goren ise firma disinda tavsiye
eden devamli olarak firma hakkinda pozitif diisiinceye sahip olan bireylerdir. Son olarak sekildeki ortak
is gorenin tanimini yaparsak firmanin c¢ikarlarint kendi ¢ikarlar1 gibi diisiinen birey olarak

tanimlayabiliriz (Dogan, 2005: 155).

=Ortak Isgdren =1 Ortak Alici
H Bagli isgoren = Bagli Alict

£ | H Destekleyen £ | Hpestekleyen Alict

S Isgoren Z
< M 5 -

5 Tertipli ve Z Tertipli ve
<K Diizenl - Diizenli Alic
= Isgbren A

" = Alict
= Isgoren
- Aday Isgéren - Aday Alic1

Sekil 1. i¢ ve Dis Mamul A1 (Miisteri) Asamalari
Kaynak: Dogan, 2005: 146-147.

Sekil 1°de dig tirlin alicisi(miisteri) agamalarini incelendiginde firmanin en az bir defa hizmet ya
da mamul alms kisiler veya isletmedir. Uriin veya hizmet alicis1 (miisteri) ise mamulii satan firmadan
bir defa dahi hizmet ya da mamul satin alms kisiler veya firmalardir. Devamli alic1 (bagh miisteri) firma
ile devamli olarak iligkide bulunan kisi ve firmalardir. Destekleyen alici firmadan ¢ok memnun ve
firmaya bagli olan fakat firmaya farkli miisterileri kars1 aktif olmayarak destekleyen bireylerdir. Sadik
alic1 firmay:1 farkli miisterilere tavsiyede bulunan bireylerdir. Son olarak partner alict ise firmanin

cikarlarini kendi menfaati olarak géren miisteriler olarak tanimlayabiliriz (Dogan, 2005: 155).
2. MUSTERI TATMININE ETKi EDEN ASAMALAR

Miisteri tatmini; satin alinan mamul veya hizmetin satin alinan miisterinin istek ve beklentilerini
tam olarak karsilamasi olarak tanimlanir (Jiang and Zhang, 2016: 81). Miisterilerin beklenti ve
isteklerini firma olarak tam ve net sekilde karsilayabilmek i¢in tiretilen mamuliin hangi hedefkitle olarak
miisterilere hitap edecegini iyi bilinmelidir. Uretilen mamuliin alicilarm beklenti ve isteklerini
karsilayabilmesi i¢in hedef miisteri mamuliin alic1 kitlesini ¢ok iyi sekilde analiz firmalar analiz etmesi
gerekmektedir (Bayraktar vd., 2012: 100; O’Loughlin and Coenders, 2004: 1235; Tiiziintiirk vd., 2016:
114). Mamulii satilacak olan her alici kitlenin kendilerine haz 6zgiin belirleyici ve mamulden
beklentileri vardir (Odabasi ve Baris, 2017: 29). Miisteri beklenti ve isteklerini etkileyen temel asamalar

sirastyla mamuliin satisi, mamuliin tanitimi, mamuliin tiretimi, mamuliin tasarimi ve mamuliin satis
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sonrasi verilen hizmetler olarak siralanabilir (Unver, 2015: 91).Uriin alic1 tiplerini arzu ve istekleri
kargilanmig ve karsilanmamis diye ikiye ayirabiliriz (Odabasi ve Barig, 2017: 29-30). Tatmin olmamig
mamul alicist mamul hakkinda sikayeti var ise mamul hakkinda sikayetini etrafindakilere ve resmi
kuruluslara dile getirecektir. Mamul hakkindaki memnuniyetsizligini sesini ¢ikarmadan mamulii ve
firmayi terk ederek belirtecektir. Fakat mamuli alan alicinin davranis sekli, sikdyet ettigi mamuliin
ikamesi pazara siiriildiigli zaman mamulii terk edecektir. Alict memnuniyeti ise Sekil 2’ye gore tam

tersini yaratacaktir.

Mamulii satin almaktan

vazgegme
Mamulii Beklenti ve Firmgyg sikayet etme
Istekleri Farkli kigilere sikayet etme
Satin Alma Karsilamama Mamulii almaya devam

Sekil 2. Tatmin Olmamas Miisteri Davranisi
Kaynak: Tax vd., 1998: 61.

3. MUSTERI SIKAYET MODELI

Mamul alicis1 tarafindan yapilan sikayetler firmalarin pazardaki performansimi gosterir.
Genellikle firmalar mamulii alan miisteriler tarafindan gelen sikayetleri paylagmazlar. Bugiiniin is
diinyasinda, firmalar kendi basarisizliklarini saklamaya ¢aligsa da miisteri sikayetleri bu basarisizliklarin
aciga ¢ikmasinda dnemli bir role sahiptir. Fakat firmalarin bakis agis1 ne olursa olsun her zaman iiriini
alan alicidan gelen sikayetleri ortadan kaldirmaya caligirlar. Bu sebepten dolayi firmalar miisterilerden
gelebilecek sikdyet ve tatminsizlikleri azaltacak tedbirler alirlar. Firmalar, alicilarin sikayetlerini
azaltmanin bir yolu olarak mamul sikdyet kutularini gizlemek veya sikayet hatlarina ait telefon
numaralarin1 veya elektronik posta adreslerini degistirmek gibi yontemlere basvurmaktadir (Sariyer,
2013: 17). Bu tiir yontemler sikayetleri asil nedenlerinden kagirmak yerine sadece goriiniir sekilde
azaltir. Bu durum, tiiketicilerin sirkete giivenlerini kaybetmelerine ve uzun vadede satiglarda diisiise
neden olabilir. Bunun yerine, sirketlerin sorunlar1 kdkiinden ¢dzmek i¢in kalite kontrol sistemlerini
giiclendirmeleri ve miisteri sikayetlerine hizli ve etkili bir sekilde yanit vermeleri daha saglikli bir
yaklagim olabilir. Birden fazla iiretilen mamul ile ilgili sikayetler masraf olarak nitelendirilir, ancak her
kaybedilen mamuliin alicisinda iki olumsuz etki vardir: Birincisi, 0 mamulil bir daha almama egilimi,
ikincisi ise benzer bir mamulii rakip firmadan almaya yonelimdir. Bu nedenle, giiniimiizde miisterinin
dilek ve sikayetlerini dinleyen firmalarin sayis1 azaltilmak yerine, bu tiir firmalarin sayis1 artirilmalidir

(Sekil 3).
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Mevcut
sistemi
gelistirme

Sekil 3. Sikayet Gelistirme

Kaynak: Sariyer, 2003:18.
4. KALITE VE KALITE MALIYETLERI

Kalitenin tanimi kurumdan kuruma hatta kisiden kisiye degismektedir. Kalite miisterilerin istek
ve beklentilerini karsilayan iiretimin az maliyet ile alicilarin ihtiyaglarini karsilama yetenegidir (Efil,
1994: 139-159). Bir bagka tanima gore kalite, bir mamuliin alicis1 tarafindan istenilen sartlar ve
ozelliklerdir (Askariazad and Babakhani, 2015: 21; Bayraktar vd., 2012: 100; Ttiziintirk vd., 2016: 114;
KOSGEB, 1993: 38). Bir iirliniin veya esyanin ya da hizmetin kalitesi, miisteri beklenti ve ihtiyaglarini
miimkiin olan en alt seviyede karsilamay1 gaye ile mamulii pazarlama, tiretimi ve kalitenin idamesi ile
ilgili 6zellikleri kapsar (Garcia-Fernandez vd., 2018: 252; Feigenbaum, 1983: 6).

Piyasada satilan biitiin mamuller hem tcretleri ve maliyetleriyle hem de diger piyasadaki
mamullerle ve kaliteleriyle rekabet etmelidir. Sonug olarak mamullerin se¢ciminde kalite ve fiyatlari
birbirini tamamlayan etkenlerdir. Bir mamulili alic1 satin alirken mamuliin kalitesini ve fiyatim
kargilagtirirlar. Fakat bir mamul alict i¢in ayni kaliteden ikame edilebilecek iki iirlin var ise bu
mamullerden {icret olan1 olarak hangisi diisiik ise onu tercih eder. Bir iiriiniin kalite ilgili maliyet terimi,
birden ¢ok farkli tanimlamalar yapilir. Kalite uzmanlari kalite maliyeti tanimin1 diisiik olan kalitenin
meydana ¢ikardigi maliyetleridir olarak tanimlamaktadir (Corporation, 1994: 4-19). Mamuller de olusan
hatalar1 engellemek gayesiyle yiiriitiilen ¢alismalar, planlanmis olan kalite kontrolleri ve mamul iiretim
esasinda veya mamulii alictya teslimden sonra olusan problemlerim sonucunda olusan kalitesizlik
maliyetleridir (Cetin vd., 2001: 200-203). Kalite maliyetlerinin siniflar1 Sekil 4’te gosterilmektedir.

Onleme maliyetleri: Mamuliin arastirma-gelistirme asamasi ve iiretilirken olusan maliyetler;
kalite ile ilgili sistemin olusturulmasi ve organizasyonun asamalarina konulmasina iliskin ¢aligmalarin
ortaya ¢iktig1 maliyetlerdir (Yenersoy, 1997: 109-114).

Mamul ile ilgili degerlendirme maliyetleri: Mamullerin daha Onceden standartlagmis
standartlara uygun olup olmadigini test etmek gayesiyle yapilan ¢alismalarin maliyetleridir (Cetin vd.,
2001: 210).

Hasarh mamul maliyetleri: Mamullerin tasarim ve iretim asamasindaki problemlerden

kaynaklanan maliyetlerdir (Dogan, 2001: 259-260).
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Pazarlama ve

pazar
aragtirmasi

* Yipranma Pay1
* Firsatlar
* Faiz

Yatinm
Ile ilgili
Maliyetler

Tasarim
sartname
mithendisligi ve
{irlin sartnamesi

Termin

Ambalajlama
ve depolama

tiiketici/alict
tiretici/alict

Gergeklesen
Faaliyetler
ile Igilki
maliyetler

Degerlendirme

*Hasarli Mamul

* D1s Basarisizlik
« I¢ Basarisizlik

Muayene ,
deney ve
inceleme

,
Proses
Uretim planlama ve
gelistirme ]
\
Sekil 5. Kalite Halkasi Sekil 4. Kalite Maliyetleri
Kaynak: Cetin vd., 2001: 220 Kaynak: Dogan, 2001: 60.

Sekil 5’e¢ gore kalite ile ilgili maliyet halkasi mamuliin alicisina ulagan kalite, mamul
tiiketicilerinin istek ve ihtiyaclarinin tespit edilmesi ile baslayan ve alici igin sunulmus olan mamuliin
kullanim yerinde servis imkén saglanmasi, mamuliin kullanimindan sonra satilmasi ve tiim firma ile

ilgili galigmalarin kalitesine bagli ¢ikt1 durumuna denir (Cetin vd., 2001: 209).
5. KALITE YONETIMI VE iC MUSTERI

I¢ miisterilerin tatmini kalite asamalarinin saglikli olarak ¢alismasi ve is gdrenlerin calisma azmi
yoniinden hayati énem olustururken dis miisteriler organizasyon agisindan bir temel tasi olusturur
(Uryan, 2010: 17). Gliniimiizde halka satisa sunulan mamullerde stiin 6zelliklere sahip olmasi yeterli
degildir. Firmalar tarafindan satilan mamuller ya da hizmetlerin kalitesi giiniimiizde daha ¢ok 6nem
kazanmaktadir. Dolayisiyla en iist seviyelerde ¢aligma performansi saglayacak olan is gorenlerin
motivasyonlarini yiikseltecek caligmalar yapilmasi, egitimler verilmesi ve hatta is gorenlere deger
verildiginin hissettirilmesi konularinin tizerine gidilmesi gerekmektedir (Acuner vd., 2013:384).

Toplam kalite yonetimi is gorenlerin akillarinda bulunduklarin1 somut olarak gerceklestirmesine
imkan veren birey odakli bir ¢aligma sistemidir. Fakat bu ¢alisma sisteminin is gorenlere dogru sekilde
aktarildiginda asamalar sonunda firmalar istenilen gelismeleri elde etmekte bir adim daha atmis olur
(Pakdil, 2004: 3)

Sekle 6’ya gore firmalarda uygulanacak olan kalite yonetiminin firmanin basarist ile ilgili
gostergeleri pozitif olarak etkilemektedir. Buna gore kalite yonetiminin temelini olusturan bakis agisina
gore beyaz yakalilarin katilimi, birlik i¢inde caligilmasi ve kalite sistemlerinin uygulanmasi ile
isletmenin olusan problemlerin azaltilmasi, is gérenlerin mevcut ¢alisma sartlarinin iyilestirilmesi ve is
gorenlerin gelisiminin saglanmasi ile i¢ alicilarin tatminlerinin saglanmasi sonug¢ olarak isletme

karliligin olugsmasina imkan olacaktir.
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Sekil 6. Toplam Kalite Yonetimi ve Verimlilik — Karhhk iliskisi
Kaynak: Pakdil, 2004: 168.

6. iC MUSTERININ TATMINi VE iISTEKLERININ SAGLANMASI

Firmalarda davraniglar bireylerin 6zelinden genele dogrudur. Firmalarla bu sebeple olusan
problemler genellikle beseri problemler, is gorenlerin arzu ve istekleri nedeniyle olusan problemler
¢oziilmelidir (Erdogan, 1991: 40). Is gérenlerin firmadan istedikleri ihtiyag ve isteklerinin giderilerek
arzu edilen seviyeye getirilmis is gorenler, ilk dnce firmada calisirken yiliksek motivasyonla ¢alisacaklar
ve liretilen mamuliin kalitesine yansiyacagini, sonu¢ olarak mamuliin alicisi olan miisterilerin istek ve
ihtiyaglarin karsilanacagi igin bir hacim yaratacaktir. Sonug olarak firma en yiiksek karliliga ulasacaktir
ve firma i¢indeki miisteri profilinin ihtiya¢ ve isteklerine yansiyacaktir. Bireylerin ¢alisma ortamindaki
mutlu ve huzurlu olmasi, iretkenliklerini yiikseltecektir. Bu da is gorenlerin mesleki duyumu
saglayacaktir. Sonug olarak firmalarda i¢erideki miisterinin ihtiya¢ ve isteklerin karsilanmasi sadece
mesai saatleri i¢inde gegerli olmayip tiim hayatini etkiler (Cavus ve Demir, 2010: 220). Fakat firmalarin
igerisindeki miisteri mekaninda yapilmis olan arastirmalar inanglarin, istek ve ihtiyaglarinin
karsilanmasi seviyelerinin artmasi iizerinde onemli olmustur
(https://www.belge.com/belgelendirme/sistem/iso-10002/). i¢ miisterilerin is tatmini artirildiginda

firma karliligi, {iretimi de artacaktir.
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Organizasyonel
Etkenler *Diigiik seviyede olan
*Maag devir giicii
*Yiikselme Imkanlars *Makul seviye
*Yonetim Sekli devamstzlik
#Is Ortami Kosullary *Ige baglilik

 Grup Etkenteri
*I§ Arkadaglar ve

Arfeadaslik Tligkiteri
* Alt -Ust Iligkileri Iy
Tatminsizligi

I5 gérenlerin
yetenekleri

Bireysel Etkenler
*Bireysel Intiyaglar
*Verilen Ii Kabul

Caligma
kogullar:

Etme Egilimi *Hastalik
*Cevresel Beklentiler *Devamsizlik
*1§ Ortam1 Kogullars *Yiksek Devir

Oram

Sekil 7. is Tatmini veya Tatminsizliginin Sebep ve  Sekil 8.0grenme ve Gelisme Perspektifinin isleyisi
Sonuclari
Kaynak: Ozpehlivan, 2018:13-70. Kaynak: Erdogan, 1991: 89.

Caliganlarin is ortaminda istek ve ihtiyaclar1 karsilanmadiginda firma igerisinde arzu edilemeyen
sonuclar doguracaktir. Firmalarda maas, yiikselme olanaklari, firmanin yonetim tarzi, firmanin ¢alisma
ortami, beyaz ve mavi yaka arasindaki iligkiler, firma igerisindeki dostluk iliskileri, bireysel ihtiyaglar
v.s. gibi etkenler ig gérenlerde is tatmini etkilemektedir. Firmalarda is tatmini olmayan bireylerde saglik
problemlerine neden olmakta hatta is goérenlerde ise gelmeme oranlarinin artmasina sebep olmaktadir.
Fakat firmada calisana bireyler yaptiklari islerin 6nemli olduklarini diigiiniiyorsa devamsizlik
yapmaktan kaginir (Deming,1996: 68). Firma icerisinde is tatmini saglanmamis is gorenlerde ise bu
durum ige gelmeme oranlari artmakta, 6zel mazeretler uydurmaktalar ve hastalik oranlar1 artmaktadir.
Sonug olarak is gdrenler bdyle bahanelere siginarak devamsizliklarimi gizlemeye calismaktadirlar.
Ancak is tatmini alt seviyelerde olan bireylerde beden ve zihin olarak saglik yoniinden problemler
yaratmaktadir (Erdogan, 1991: 89-90). Ulkemizde firmalarda genellikle is gorenlerin istek ve
ihtiyaglarin yiiksek seviyede tutmak, is gorenlerin aidiyeti ve ig gorenlerin ¢alisma veriminin artirilmasi
gibi ciktilarin iizerine hedefler belirlemektedirler. Bu gibi agamalar is gérenlerin ihtiya¢ ve isteklerini
yani diger iki asama olan is gorenlerin firmaya olan aidiyetini etki eden asamalardir. is gérenlerin istek
veya ihtiyaglarini karsilamak gayesiyle firmalarin ig gérenlerin maral seviyelerini artirmak ve firmada
calisan is gorenlerin yapitliklari iste tatmin olmalaria 6nem vermektedirler. Is goren verimliligin artis1,
kalite ve iyi bir miisteri hizmeti verebilmek igin firmada calisan is goérenlerin istek ve ihtiyaglari

karsilanmis olmalidir.
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7. IS TATMININI KAPSAYAN TEORILER

Is gorenlerin istek ve ihtiyaclarini kapsayan birgok teori iiretilmistir. Fakat bu teorilerden en ¢ok
ii¢ tanesi 6n plana ¢ikmustir. Bunlar sirasiyla;

e [htiyaclar Hiyerarsisi “Maslow”

e Iki Etken Teorisi “Herzberg”

¢ Beklenti Teorisi “Vroom” dur.

Maslow yaptig1 caligmalar sonucunda 1954 yilinda “Ihtiyaglar Hiyerarsisi” modelini ortaya
koymustur (Akyazi, 2022: 345). Sekil 9’a gore Maslow bu modeli 5 agsamadan olusturmaktadir (Simsek,
2008: 217). Maslow’un lhtiyaglar Hiyerarsisi modelini tek tek incelersek; bir bireyin ilk énce kendi
karnmni doyurmak, barinmak ve dis tehlikelere karsi korunmak gibi fizyolojik ihtiyaglari vardir. Ikinci
olarak, kisiler ilk ihtiyaglarini karsiladiktan sonra geleceklerini de giivence altina almak isterler. Bu da
giivenlik ihtiyacidir. Ugiinciisii, bireylerin sevilmek veya baskalariyla arkadaslik kurmak gibi sosyal
ihtiyaglar1 vardir. Maslow bu ihtiyaglara 'sosyal ihtiyaglar' adin1 vermistir. Dordiincii olarak bu etken isg
gorenlerde diger is gorenlere saygi ve giiven duymay1 igeren sayginlik ihtiyacidir. Son olarak bireyin

kendini gergeklestirme ihtiyacidir (Sengoz, 2022: 168).

Hijyen Motivasyon
Etkenleri Etkileri

] Yapilan Isin

Is gorenlerin Kendisi

.. M calisma
Kendln.| kosullart
Gergeklestirme | Sorumluluk
- duygusu
] Verilen
1
. SR Basari elde
Sayginlik Thtiyact — - etme
] Isg (s duygusu

Giivenligi)

Sosyal ihtiya : | Aidiyet
/ Y yag \ fs iliskileri 4
_ o ] Yiikselme
Giiven Ihtiyaci Denetim Imkan
) . Firma
Fizyolojik Ihtiyaglar Politikalar1 ve
Yonetim

Sekil 9. Maslow ihtiyaglar Teorisi Sekil 10. iki-Faktor Teorisi
Kaynak: Maitland, 1997: 7-10.

Herzberg’e gore is gorenlerin motivasyonunu artirmak i¢in iki etken grubu bulunur. Bunlar hijyen
ve motivasyonlardir (Ozer, 2022: 213). Hijyen etkeni is gorenleri demorilize eder. Ancak is gorenlerin
hijyen konusunda etkilenmemeleri igin en azindan tatmin edici ¢alismalar yapilmasi gerekir (Maitland,
1997: 9). Herzberg is gorenlerin tatmin olmasimi Sekil 10’a gore bes etkende saglanacagina

inanmaktadir. Sonug olarak Herzberg bir birey motivasyonu kendisi yaratir ilkesine inanir.
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Motivasyon

—

Degerlilik X

Sekil 11. Beklenti Teorisi

Kaynak: Maitland, 1997:11.

Fakat VVroom, Herzberg'in 6ne siirdiigli teoriyi gelistirerek beklenti teorisini ortaya koymustur
(Karabati, 2018: 201). Vroom'a gore, is goren motivasyonunu artirmanin iki etkene dayandig
sOylenebilir. Vroom'un beklenti teorisine dayandirdig ilk etken, firmalarda meydana ¢ikabilecek bir
davranisin, bireylerin kisisel 6zellikleri ve c¢evre sartlariyla birlikte tespit edilip yonlendirilmesidir.
Ikinci etken ise, firma iginde calisan her is gorenin farkli gaye ve ihtiyaglara sahip oldugudur ve her is
gorenin amagladig1 6diillendirme yapilar1 birbirinden farklidir (Seker, 2014: 15-16). Bu nedenle, is
gorenler farkli davranig yapilarii segerek gayelerine ulasmak zorundadir (Oztiirk ve Iliman, 2015: 76;
Eren, 2001: 430). Sekil 11'de goriildiigi gibi, is gorenlerin firmalardaki gayeleri, belirli bir davranisin

bu gayelere yol agma olasiligina iliskin doyum noktasi ile ¢arpilarak hesaplanmaktadir.
8. FIRMA iCINDEKi URUN ALICILARININ DIS ALICILARA ETKILERI

Firmalarin sundugu hizmet kalitesi, Urettikleri mamulleri alan alicilarin yani sira firma iginde
caligan ig gorenlere (i¢ miisteriler) sagladiklari hizmet kalitesinden de etkilenir. Bu nedenle, iki miisteri
kavrami birbirinden ayr1 degildir. Fakat firmada mamul tireten is gorenlerin (i¢ miisteriler) birbirlerine
sagladiklar1 c¢iktilarm kalitesi artik¢a, mamulii alacak olan alicilara sunulan mamuliin kalitesi de
artacaktir (Oz, 2018: 423-424). Kisaca mamulii alan dis alicilarin tatmin diizeyinin artmasinin sebebi
firma i¢inde mamul {ireten is gorenler ile olmaktadir. Sonug olarak firma igindeki is gérenlerin varlig
(ic miisteriler) mamulii alacak olan alicilarin (dis miisteriler) devamliligi ve verimlilikleri ile ilgilidir
(Oz, 2018: 423-424).

Firma igerisinde ideal iicret alan, ¢alistig1 isi seven, o i§ yerine ait olduguna inanan, yaptig1 isin is
gorenin kendisine verdigi maddi veya manevi haza sahip olan, mesleki olarak kendini gelistirmis olan
bireyler o igyerinde uzun yillar ¢aligabilir ve hatta dis miisterilerin istedigi kalitede iiriin iiretebilir. Elde
edilen bu etkenler sonucunda firma kaliteli hizmet ve mamul iirettiginden dolay1 dis miisteriler siirekli

secilecektir. Ek olarak firmanin Pazar pay: artacaktir (Acuner vd., 2003: 423).

16



Tayfun VARNALI

[letisim; miisteriler ile iyi bir iletisim a1 saglayamayan firmalar Pazar paylarmi kaybetmekle
mahkumdurlar. Firmalarda miisteriler ile devamli olarak iletisim saglayan calisanlardir. Misteriler iyi
iletisim saglanabilmesi i¢in i¢ miisterilerin istek ve ihtiyaglari karsilanmalidir. Ek olarak firmalarda
diizenli ve kapsamli miisteri iletisim ag1 olmal1 ve bu miisteri iletisim agi siirekli olarak giincellenmelidir
(Zengin ve Giimiis, 2002: 95).

Firma igerisinde ¢aligan is gorenler (i¢ miisteri) firma i¢indeki calisma kosullarini dis miisteriye
yansitir. Clinkii mamuliin iiretim agamasinda bulunan biitiin asamalar is gérenlerin elinden gecer. Sonug
olarak tiretilen mamuliin kalitesi ve hizmetin kalitesi mamulii alan alicilara verilen mamul ve hizmettir.
Firma igerisinde ¢alisan is gorenler (i¢ miisteri) galistig1 yerin reklamini yaparlar. Dig miisteriler i¢in
firmada calisan kisiler firmanin negatif veya pozitif yanlar1 bilenler oldugundan dolay1 giivenilir
bireylerdir. Firmalarda c¢alisan is gorenler (i¢ miisteri) kurum i¢i aldigi egitimler ¢ergevesinde
sergileyecegi tavir sayesinde dis miisterileri firmanin mamullerine karsi sadik miisteri haline
getirebileceginden gelir kapisidir. Firmalarda is gérenler bir tiriinii tasarlar, somut hale getirirler, satisa
sunarlar ve diger iiriinlerle rekabet ettiklerinden dolayr kurumun sahibidir. Is gorenler miisterilerin

kaybina da sebep olabilir. Buna ters yonde giidiilemede denir.
9. ARASTIRMA YONTEMI

9.1. Arastirmanin Modeli

Yapilan arastirmada, nitel arastirma yontemi kullanilarak, katilimcilarin siibjektif deneyimlerine
odaklanilmig ve veriler tiimevarimci bir sekilde analiz edilerek bir yol olusturulmustur. Bu calismada
nitel arastirma modelinin eylem ¢alismasi, odak grup ¢aligmasi, firma kiiltiirii analizi, alint1 ve biyografi
caligmalart gibi yol haritalarindan yararlanilmig mevcut i¢ ve dis miisteri durum c¢aligsmasi yapilmisgtir.
Caligmanin amaci uygulanan kalite yonetimlerinin i¢ miisteriye etkisi ve buna paralel olarak dis
miisteriye yansimalarini analiz etmektir. I¢ miisterilerin is doyumunu saglamayan etkenleri ve mamul
kalitesine etkilerini belirlemek iizerine literatiire bagli olarak ¢aligmalar yapilmustir.

Yapilan bu ¢aligmanin 6nemi, kurumun basarisinin artmasi ve i¢ ve dis miisterilerinin tatmin
diizeyleri ile dogrudan iligkilidir. Kurum i¢inde g¢alisan i¢ miisterilerin memnuniyet ve motivasyon
seviyeleri ne kadar yiiksekse, mamullerin kalitesi o derece artacagindan dis miisteri tatmini {izerinde
olumlu etkisi olacaktir. Dolayisiyla, firmalarin i¢ miisterilerine yonelik etkili kalite yOnetimi
uygulamalar1 ger¢eklestirmesi, dis miisteri tatminini artirmak i¢in 6nemlidir. Bu ¢alismada, kurumun i¢
misteriye odaklanmis stratejilerinin dis miisteri tatminine olan etkisi degerlendirilmistir. Ayrica,
calisma is doyumunu saglamayan faktorleri belirleyerek firmanin performansini artirmak igin oneriler
sunmay1 hedeflemistir. Bu nedenle, arastirmanin sonuglar1 isletmelerin i¢ miisterilere odaklanmalar
gerektigine dair farkindalig1 artirabilir ve kalite yonetimi uygulamalarmin i¢ miisteriye olan etkisini

belirleyerek isletmelerin miisteri odakl stratejilerini gelistirmelerine yardimci olabilir.
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9.2. Verilerin Toplanmasi ve Analizi

Yapilan arastirmanin bu agamasinda firmada is goren tatminsizligini olusturan etkenler belirlenip
tespit edilen etkenlerin sonucu dis miisteriye yansimalari incelenmistir. Bu caligmada, kurum
yonetiminden 15 kisi ve kurumda caligan 33 igsgdren ile yiiz yiize derinlemesine miilakatlar yapilmistir.
Miilakatlar sirasinda kisiler, birbirlerinden bagimsiz olarak 6nceden belirlenmis sorulara cevap vermis
ve mobil veya ev telefonu ile elektronik ortamda video/ses kayit altina alinmistir. Yapilan analizler
sonucunda, firmanin batigina giden hatalar tespit edilmistir.

Firmanin calisma sekli, firmadaki kalite yonetimi faaliyetleri ve kalite yonetimi faaliyetleri
sonucu olusan ig goren (i¢ miisteri) tatminsizligi, i¢ miisteride yasanan olumsuzluklar sonucu dig
miisterilere yansimalar1 hakkindaki bilgileri firma ile yiiz ylize, mobil veya ev telefonu ve elektronik
ortamda video / ses kayit goriismeleriyle bilgi transferi saglanmustir. Yapilan analizler sonucunda
firmanin batisina neden olan hatalar tespit edilmistir.

Bu c¢alismada, firmanin batis1 6ncesinde elde edilen veriler kullanilarak analizler yapilmstir.
Firma batisindan sonra isletmeyi satmis oldugundan, sonrasinda elde edilen giincel verilere ulasmak
miimkiin olmamustir.

Firma ile yiiz yiize yapilan goriismeler Eyliil ve Ekim aylarinin ikinci yarilarinda 2017 yilinda
gerceklesmistir. Yapilan goriisme Fabrika Miidiiri Bay K, Satis Midiirii Bayan L, Toplam Kalite
Midiirii Bayan M ile serbest goriisme yapilmistir. Midiirlerle yapilan goriismede firmanin tirettigi ve
satiga sundugu iriinler, ¢calisma yapisi, kurulusu ile ilgili tarih¢e bilgisi ve kaliteli tiriin liretmek icin
kullandiklart yontemler hakkinda bilgiler alinmis olup ve notlar alinarak kaydedilmistir. Ek olarak
margarin departmanindan 25 kisi ve teneke bdliimiinden 8 kisi ile birbirinden bagimsiz yiiz yiize
miilakatlar yapilmigtir. Elde edilen veriler 1s1ginda K78M firmasi hakkinda i¢ miisterilerin tatminsizligi
ve dig miisterilere yansimalar1 detaylica incelenmistir.

Uzerinde arastirma yapilan firma 1986 yilinda Tekirdag’in Ergene civarinda yaklasik 190.000 m?
kurulmus olan yag iiretim fabrikas1 ISO, Ingiliz Perakendeciler Birligi Standardi (BRC, British Retail
Consortium), Uluslararas1 Gida Standardi (IFS, International Food Standard) ve Tehlike Analizi ve
Kritik Kontrol Noktalar1 (HACCP, Hazard Analysis and Critical Control Points) olmak {izere baz1 gida
giivenligi kalite yonetim programlarinin net bir sekilde uygulanmaktadir. Yag iiretim firmas1 mamul
iretimin her asamasinda siirekli iyilestirmeyi ve kaliteli iiretimi 6n planda tutmay1 bir gaye olarak
benimsemistir.

Firma icerisinde yapilan goriismeler sonucunda, firma 2000-2014 yillar1 arasinda eski bir kalite
programi uygulamistir. Ancak, 2014 yilinda bu programin beklentileri karsilamadigi disiiniilerek
sonlandirilmistir. 2014 yilindan itibaren ise firma yeni bir kalite programi uygulamaya baglamistir ve
yapilan goriismelerde eski ve yeni kalite programlar arasinda biiytik farklar oldugu gozlemlenmistir.

Firma 2000 yillarin basinda {ilkemizin uyguladig: kalite programini1 uygulamaya baslayip 2014

sonlarinda noktalamis olup yerine uluslararasi kalite programina gecis yapmustir. Yag {iretim firmasi

18



Tayfun VARNALI

eski kalite programinda is gorenlerle yapilan goriismeler kapsaminda kurum i¢i her y1l performansa gore
ylikselme sanslar1 oldugunu, adil bir ddiillendirme sistemi yapildigi, firmaya giivendikleri, ihtiya¢ ve
isteklerinin karsilandiklarint roportajlarda tespit edilmistir. Ek olarak her firma kurum igindeki
iligkilerin ve motivasyonun artmasi i¢in bazi donemlerde iist yonetimden alt kademedeki ¢alisanlarin
birlikte oldugu motivasyon programlari diizenlemis oldugu gézlenmistir. Yeni kalite programinda ise
tam tersi yapilarak is gorenlerin (i¢ miisteri) tatminsizligi artirmis olup firmaya karst giiveni
kaybettirmistir.

Firma i¢i egitimler, Sekil 12’de detaylica incelendiginde, eski kalite programinda makine
operatorlerine aylik, alt1 aylik ve yillik egitimler verilerek hatali mamul {iretim oranim azaltmig ve
kaliteli lirin seviyelerinin artmasina katkida bulunmustur. Buna ek olarak, uzman yetigsmis eleman sayisi
artmis ve ¢aligsanlar belirli hedeflere ulagsma amaciyla tesvik edilmistir. Ancak, yeni kalite programindaki
Sekil 13'in incelenmesi, tecriibesiz ¢aliganlarin egitim almadan yer degistirmesi makine hata oranlarini

artirmig ve egitim almayan eleman sayisi arttikea is giicli motivasyonu diismiistiir.

Eski Kalite Programi Uygulandiginda Yeni Kalite Programi Uygulandiginda
Makine Egitim Oranlari Egitim Oranlari
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Sekil 12. Eski Kalite Program Uygulandiginda Sekil 13. Yeni Kalite Programi Uygulandiginda
Makine Egitim Oranlar1 Makine Egitim Oranlar:

Firma icerisinde gergeklestirilen iki farkli kalite programi arasinda ise gelmeme oranlari agisindan
belirgin bir farklilik gozlemlenmektedir. Eski kalite programinda ve firmanin uyguladigi politika
sayesinde Sekil 14’e gore diislis gostermis iken yeni kalite programinda ise biiyiik oranlarda artis
gostermistir. Ayrica, firma igindeki i¢ miigterilerin hastaliktan rapor alan oranlarinin eski kalite
programinda birinci yilda %10, ikinci yilda %5 ve iigiincii yilda %20 seviyelerinde oldugu tespit
edilmistir. Yeni kalite programmnin ilk ii¢ yilinda ise Sekil 15'te gorildiigi gibi departmanlarda
calisanlarin hastaliktan rapor alma oranlari ilk yilda %70, ikinci yilda %75 ve tiglincii yilda artarak %80
seviyelerine yiikselmistir. Bu baglamda, yeni kalite programiyla birlikte ise gelmeyenlerin oranlarinin
ve hastaliktan rapor alip ise gelmeme oranlarinin artmasinin sebepleri incelendiginde, i¢ miisterilerin

talep ve ihtiyag¢larinin karsilanmamasinin etkili oldugu gézlemlenmistir.
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Sekil 14. ise Devamsiziik Oranlar Sekil 15. Hastaliktan Rapor Alanlarin Oranlari

Firma yoneticilerin yeni kalite programinda aldiklar1 karara gore; firma ideal ise ideal calisan
sayis1 prensibinden ayrilmasi ile birlikte ¢cok miktarda ige az is géren prensibine gegmistir. Bu prensibi
kurum igerisinde hayata gecirilmesi ile i¢ miisterilerin kurum iginde istler ile ¢atigmasi, galigma
arkadaslariyla catismasi ve bu catismalarin ¢ogunu iist yonetimin adaletsiz davranarak koriiklemesi
neden olmustur. Bu ¢atigsmalar sonucunda mutsuz olan is goren (i¢ miisteri) firma igindeki yasanilan
olumsuzluklar firma disinda anlatarak firmanin dis miisteri kaybina sebep olmustur. Ek olarak Sekil
16°da yeni programda eski programa gore her yil uyari alanlar/ isten ayrilanlarin sayisi artigi tespit
edilmistir. Bu oranlarin aratmasina paralel olarak firma icerisindeki tatmin olmayan is gorenler (i¢
miisteri) firma hakkinda ve iirettigi mamuller hakkinda negatif olarak reklam yapmuslardir. Is gérenler

tarafindan yapilan kotii reklamin sonucunda firma ekonomik olarak zarar gormeye baslamistir.

Uyari Alanlar/ isten Atilanlar Tiiketici Sikayet Oranlari/Uygunsuz

18 Uretim Oranlari

15
Uyari Alanlar ( Yeni 16

Kalite Programinda) 14 W Tiketici Sikayet

Orani (Eski Kalite 3. Yil

12 Programinda)

m isten Atilanlar (
Yeni Kalite

Programinda)

B Uygunsuz Uretim
Orani (Eski Kalite

Programinda) S

M Uyari Alanlar ( Eski

Kalite Programinda) W Tiiketici Sikayet

Orani (Yeni Kalite
Programinda) 1.yl

W isten Atilanlar (
Eski Kalite
Programinda)

Uygunsuz Uretim
Orani (Yeni Kalite
Programinda)

Sekil 16. Uyari Alanlar / isten Atilanlarin Sekil 17. Tiiketici Sikayetleri / Uygunsuz Mamul
Oranlar Uretim Oranlar

Sekil 17°de eski ve yeni kalite yonetimi programinda ii¢ er yillik iiretim kaynakli tiiketici gikayet
oranlart ile uygunsuz mamul oranlar1 gosterilmistir. Sekil 17 detaylica incelersek eski kalite
programinda birinci y1l %0,2, ikinci y1l %0,18 ve ii¢iincii y1l %0,9 oraninda uygunsuz mamul {iretimi
gbzlemistir. Fakat yeni kalite programin uygulandigi ilk yillarda yine firmadan alinan bilgilere gore

birinci %8,7, ikinci y1l %11,7, liglincii y1l ise %15 oraninda uygunsuz mamul {iretildigi tespit edilmistir.
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Firma igerisinde uygunsuz mamul iiretiminin artmasinin sebeplerini iist yonetimden aldigimiz bilgilere
gore siralarsak, firmanin yanlis uyguladig: kalite programlarindan kaynaklanmasi, ideal ise ideal is
goren sayisi uygulanmamasi, is gorenlerin istek ve ihtiyaclarinin karsilanmamasi, is gorenin adil sekilde

kurum i¢inde yiikselme ve ddiillendirilmesine imkan verilmemesinden kaynaklandigi gozlenmistir.

Dis Miisterilerin internet Ortamindan
Yaptiklari Sikayet Oranlari

Dis Miisterilerin Mobil Cihazlarla veya Ev
Telefonu ile Sesli Sikayet Oranlari
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Sekil 18. Dis Miisterilerin Mobil Cihazlarla veya Sekil 19. Dis Miisterilerin internet Ortaminda
Ev Telefonu ile Sesli Sikayet Oranlar: Yaptiklar: Sikdyet Oranlari

Sekil 18’de Eski kalite programinda dis miisterilerin mobil veya ev telefonu sesli/goriintiilii
sikdyet oranlarmi incelediginde birinci y1l %20, ikinci yil azalarak %10 ve {giincii y1l %5 oraninda
gerceklesmis oldugu tespit edilmistir. Fakat yeni kalite programinda ise ilk yilda %70, ikinci yilda %80
ve lUgiincii yilda %90 oraninda dis miisteri sikdyeti gerceklesmistir. Ek olarak Sekil 19°da dis
misterilerin internet ortaminda firmaya uygunsuz iiretilmis mamul sikayet oranlar1 verilmistir. Bu
oranlara gore eski kalite programinda ilk y1l %10, ikinci y1l %6, liglincii y1l %8 oraninda gerceklesmis
olup, yeni kalite programinda ise ilk y1l %40, ikinci y1l %35 ve tiglincii yilda ise %60 oraninda uygunsuz
mamul sikdyeti yapilmistir. Firmalarda bagarisiz mamul ve hizmetin tasarimindan, somut olarak iireten
ve mamulii miisterilere satanlar firma c¢alisamidir. Bu sebepten dolayr firmalar is gorenlerin
motivasyonlarin1 ve is doyumlarini artirmakla sorumludur. Yeni Kkalite programinda miisteri
sikayetlerinin artmasinin sebebi ise ¢alisan motivasyonun, mutlulugun ve is doyumunun diistik oldugu
icin kaynaklandig: tespit edilmistir.

Uretim kaynakli miisteri sikayetlerini incelendigimizde yeni kalite programinm ilk {i¢ yilina
gore ilk yilda %13,5, ikinci yilda %20,27 tglincii yilda %50,85 oraninda gergeklestigi tespit edilmistir.
Sekil 20°de dis miisterilerden gelen iiretilen mamul ile ilgili sikayetler firmanin internet sitesine web
ortamindan gonderilerek, firmanin sikdyet hattini arayarak yapilmistir. Firmanin bu artan dig miisteri
sikayetlerini detaylica incelersek genellikle ezik ve patlak mamuller, kodsuz triinler, rengi bozuk
mamuller, mamuliin i¢erisinden sinek bocek vs. gibi haserelerin ¢ikmasi, liriiniin i¢inin piitiirlii olmasi,

mamuliin i¢inde tel, civata ¢ikmasi, mamuliin i¢inde kagit ¢cikmasi, kiiflii tenekeler, {iriin i¢inde tortu
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¢ikmasi ve hatta iiriin i¢inde kil ¢tkmasindan kaynaklandig1 dis miisterilerden gelen fotograflarla tespit

edilmistir.

Sekil 20. Di1s Miisterilerden Gelen Uygunsuz Mamul Resimleri

Firmada yaganan iiriiniin kalitesindeki diisiisler ve dis miisteriye uygunsuz tiretilmis mamullerin
gitmesi firmanin imajimni etkilemis ve miisteri kaybina sebep olmustur. Dis miisteri kaybina esas olarak
etki eden etmen ise firma i¢indeki i¢ miisterinin ihtiyag ve isteklerin karsilanamamasindan, ise bagliligin
az olmasindan, yiikselme imkanin olmadiginin inanmasindan, ¢aligma ortaminin kotii olmasindan, is
arkadaslar1 ve alt — iist iligkilerin kotii olmasindan son olarak verilen ticretlerin adaletsiz oldugundan
dolay1 kalitesiz ve uygunsuz liretim iiretildigi is gérenler ile yapilan roportajlar sonucunda gozlenmistir.
Sonug olarak firma i¢indeki galigan is gorenlerin (i¢ miisteri) tatmin diizeyi ne kadar fazla ise tirettikleri
mamuliin kalitesi o kadar fazla olacaktir. Bununda dis miisterilerde firmanin {irettigi kaliteli mamulii
tercih eder olacak ve firmanin piyasadan aldig1 kar pay1 artacaktir. Yani i¢ miisterinin tatmin orani ile

dis miisterinin oranlarinin artmasi birbirleriyle i¢ i¢edir. Birbirlerinden ayrilmaz biitiindiir.
SONUC

Firma eski kalite programiyla ¢alisanlarina adil davranarak ¢alisanlarin motivasyonunu artirmak
icin bir¢ok proje yiiriitmiistiir. Firmada is doyumu artan is gorenlerin iirettikleri mamullerin kalitesi
artarken, ¢alisanlarin bir bahane uydurarak is gelmeme ve hastaliktan rapor alma oranlarini azaltmstir.
Elde edilen sonu¢ gosteriyor ki is gorenler dedigimiz calisanlarin calistiklari is yerine giivenleri
olduklari, o ig yerine aidiyet sahip olduklari, aldiklar1 maag ve ddiillendirmelerin yeterli oldugu ve hatta
caligma ortamlarimin ideal oldugu goézlenmistir. Bunlara paralel olarak dig miisteri sikdyet oranlar

diismiis ve firmanin pay1 artmigtir. Firma yeni kalite programinda ise i¢ miisteri dedigimiz is gorenlerin
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istek ve ihtiyaglarini karsilamamak i¢in direnmistir. Firmanin bu konuda yaptigi ilk hatasi ise ¢ok ise az
calisan ilkesine ge¢mesi olmus paralel olarak is gorenlere egitim vermeyerek egitimi maliyet olarak
gormesi hatali mamul {iretme oranim artirmistir. Ust ydnetim kurum icinde olan ¢atismalar1 artirma
cabasina giderek calisma performansini artiracagini diisiinmiis fakat tam tersi olmustur. Ek olarak
calisanlara kurum icinde adil olarak yiikselme sansi1 vermemis ve adil 6diillendirme yapmamistir. Bu
etkenlerin sonucunda firmada tecriibeli calisan sayist azalmis, calisanlarin firmaya karsi giivenleri
kalmamustir. Ek olarak calisanlar bahaneler uydurarak ise gelmeme ve hastaliktan rapor alama oranlari
artmigtir. Son olarak iiretim kaynakli miisteri sikdyet oranlar1 eski kalite programindaki oranlara
maksimum seviyeye ulagsmistir. Firma iginde is tatmini, motivasyonu diisiik olan i¢ miisteriler firma
icindeki yasadiklar1 olumsuzluklar1 g¢evresindeki bireylere anlatmuslardir. I¢ miisterilerin firma
icerisindeki kotli c¢alisma kosullarini firma disindaki bireylere anlatmasi uriinii alacak olan dis
misterilere negatif bir algi yaratmistir. Clinkii firma iginde c¢alisan is gorenler dis miisteriler igin
giivenilir bilgi kaynagidir. Ek olarak kurum igerisinde egitim verilmemis ve firma igerisinde siirekli
catisma yasayan is gorenler firmanin reklamimm kotii yonde yapmiglardir. Buda kurum imajim
zedelemistir. Sonug olarak dig miisterilerin {iretilen mamuller kars1 sadik miisteri haline getirmek yerine
misterileri benzer tirlinleri tireten rakiplere kaptirmiglardir. K78M firmasi igerisinde ¢alisan is gorenler
(ic miigteri) ideal iicret almadiklarindan, c¢alistig1 isi sevmediklerinden, calistigi is yerine ise ait
olmadigina inandigindan, manevi haza ulasmadiklarindan kaliteli iirlin iiretim oranlar1 azalmistir.
Uygunsuz iiretilen mamuller dis miisterilerin evlerine kadar gitmistir. Buda dis miisterilerin aldiklar
iirlinlerin dis miisterilerin istek ve ihtiyaglarin1 karsilamadigindan dolay1 mutsuz olmuslardir. Firmadan
iiretilip dis miisterilerin evlerine kadar gelen kalitesiz ve ayipli mamullerden dolay1 dig miisterilerin bir
daha firmanin iirettigi mamulii tercih etmemelerine sebep olmustur. Sonug olarak firma miisteri
kayiplar1 yasayarak ekonomik zarara ugramistir. Kisaca firma igerisindeki i¢ miisterinin motivasyonu,
tatmini artikca kaliteli mamul tiretirler ve dis miisteriler firmanin sattig1 kaliteli mamulii tercih ederek
firmanin satis oranlarmi artirir. I¢ miisterilerin tatmin oranlar1 ile dis miisterilerin tatmin oranlari i¢
icedir. Calismasini yaptigimiz K78M firmasinda dis miisteri kaybimnin ve tatminsizliginin sebebi ig
miisteri tatminsizliginden kaynaklamaktadir. I¢ miisterilerde yasanan tatminsizligin nedeni ise iist
yonetimin uyguladigi yeni kalite programindaki yaptiklari hatalardan kaynaklanmuistir.

Yapilan bu g¢aligmanin sonucunda firmalara elde edilen sonuglar 1siginda Oneriler vermek
gerekirse, firmalar kurumlarinda i¢ ve dis miisterilerinin istek ve ihtiyaglarina odaklanmalidir. i¢ ve dis
misterilerin tatmin diizeylerini artirmak i¢in ¢abalamalidirlar. Kurumlar diinyada yasanan gelismeler
dogrultusunda ortaya ¢ikan yeni teknolojik gelismeleri takip etmeli ve kurumlarina yenilik¢i ¢oziimler
iireterek i¢ ve dis miisterilerin deneyimlerini pozitif yonde tamir etmelidir. Bunun sonucunda diger
firmalarla rekabet edebilme giiciinii artirabilirler. Kurumlar kendi biinyelerinde ¢alisan i¢ miisterilerinin
doyum diizeylerini ve mutluluk seviyelerini artirmaya yonelik ¢alismalar yapmalidirlar. Son olarak,

kurumun stirdiiriilebilir olmasi i¢in iyi bir ekonomi planlamas1 yapmalar1 gerekmektedir.
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ARASTIRMA VE YAYIN ETiGi BEYANI

Caligmada kullanilan yontem etik kurul iznini gerektirmemektedir.
DESTEK BEYANI

Bu ¢alisma herhangi bir kisi veya kurulus tarafindan desteklenmemistir.
CIKAR CATISMASI BEYANI

Yazarlar arasinda ¢ikar ¢atismasi bulunmamaktadir.
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Abstract

Since Alpha generation was born in a digital age, simulations, super-reality dimensions, humanoid robots,
wearable technological devices, holograms, drone applications and 3D printers are some of the ordinary events in
their worlds. The extraordinary thing is that they can touch the soil and acquire the knowledge that can blend the
ecological cycle with technology. Questions were asked to the 5th grade students who preferred agriculture
workshops or farm schools, who learned by having fun, by questioning, researching and wondering, so that they
could develop their creative aspects and live more integrated and respectful with nature. These questions are about
agriculture and education. The data obtained using the SPSS program will be interpreted by the children who
attend the agricultural workshops and farm schools actively operating in Izmir. Based on these findings, it can be
concluded that educational practices that combine mathematics, science and technology in Izmir have a positive
effect on the lessons they take at their schools, as Alpha Generation learns about agriculture and nature. In addition,
the Agricultural Workshop will be able to support the creative powers of children. Another finding is that it can
be shown that different segmentations may emerge in the Agro tourism market with Agricultural trainings.

Keywords: Agro Tourism, Circular Agriculture (Another Agriculture is Possible), Farm Schools, Agro Education,
Izmir, Alpha Generation.

Izmir'de Tarim Okulu veya Tarim Atélyesinde Egitim Alan Alfa Kusaginin
Tercihlerinin Degerlendirilmesi: Cocuklarla Veri Analizi

Ozet

Alfa Kusagi dijital bir ¢agda dogdugundan beri simiilasyonlar, siiper gergeklik boyutlari, insansi robotlar,
giyilebilir teknolojik cihazlar, hologramlar, drone uygulamalari ve 3D yazicilar onlarin diinyalarindaki siradan
olaylardan bazilaridir. Olaganiistii olan ise topraga dokunabilmeleri ve ekolojik dongiiyli teknoloji ile
harmanlayabilecek bilgiyi edinebilmeleridir. Eglenerek, sorgulayarak, arastirarak ve merak ederek 6grenen tarim
atdlyelerini veya ¢iftlik okullarmi tercih eden 5. siif 6grencilerine yaratici yonlerini gelistirebilmeleri, dogayla
daha biitiinlesik ve saygili yasayabilmeleri igin sorular sorulmustur. Bu sorular tarim ve egitim ile ilgilidir. SPSS
programu kullanilarak elde edilen veriler Izmir'de aktif olarak faaliyet gdsteren tarim atdlyelerine ve ciftlik
okullarina devam eden gocuklar tarafindan yorumlanacaktir. Bu bulgulara dayanarak, [zmir'de matematik, fen ve
teknolojiyi birlestiren egitim uygulamalar ile Alfa Kusaginin tarim ve dogay1 6grenmesiyle okullarinda gordiikleri
derslere olumlu etkisi olduguna ulagilabilecektir. Bununla birlikte Tarim At6lyesinin ¢ocuklarin yaratici gii¢lerini
de destekleyebilecektir. Bir bagka bulgu ise Tarim egitimleri ile Agro turizm pazarinda farkli segmentasyonlarin
ortaya cikabilecegi gosterilebilir.
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Kusagi.
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INTRODUCTION

Today, the fight against poverty and drought is the most important issue in the strategic plans of
all nations. Climate change is cited as the main reason for this situation. In addition to natural changes
in the climate, human activities also affect the global climate system. The clearest indication that human
activities have an impact on the climate system is the increasing trend in global temperatures in the
second half of the 20th century. Paleoclimatic evidence indicates that the warming trend that took place
in the 20th century occurred at a rate and magnitude that had never occurred during the last 10 thousand
years (Erlat, 2010: 63). According to the 5th Assessment Report of the IPCC (Intergovernmental Panel
on Climate Change), “The increase in global mean surface temperatures over the 1951 - 2010 period
was definitely (95% - 100% probability) due to human activities.” The fact that the report increases the
level of certainty unequivocally reveals that the climate change we are experiencing is human-induced
(IPCC 5. Report). The IPCC (Intergovernmental Panel on Climate Change) published the first part of
its 6th assessment report (WGI — Physical Science Foundation) in August 2021. The WGI found that
greenhouse gases from human activities increased global warming by approximately 1.1 °C between
2010-19 compared to 1850-1900, and that global temperature is expected to increase by 1.5 °C over the
next 20 years, or even exceed this figure. The report left no room for doubt regarding this situation,
which was declared a “red code” for humanity by the UN Secretary General Antonio Guterres.
According to the 2019 report of IPBES (Intergovernmental Science Policy Platform on Biodiversity and
Ecosystem Services), the scale of destruction caused by humanity on the planet is increasing
exponentially. Since 1970, the world's population has doubled and the production and consumption has
increased in parallel with it, the total area of urban settlements has doubled since 1992, the destruction
of more than 100 million hectares of forests for livestock only between 1980 and 2000, and more. More
than a million animal and plant species are in danger of extinction, which, according to many experts,
is the harbinger of the 6th mass extinction in the history of the world. The term 'Anthropocene’, first
pronounced by Crutzen and Stoermer in 2000, refers to the permanent trace left by the activities of the
human species on the earth's crust - nitrogen used in agriculture, carbon emissions, microplastics mixed
with the oceans, etc. - as a new geological age. used to describe. The claim that we are living in the
Human Age prompts those who work in different fields to question the past accumulation of their
disciplines and the way they are practiced today (Gonligiir and Kurtgozi, 2020: 17-18). S-ince
agriculture is an activity largely dependent on climate and weather events (Bazzaz and Sombroek, 1996:
70), the impact of climate change on agriculture is greater than in other sectors. In addition, since
agriculture is an activity that uses natural resources, it is effective on soil and water resources, and
changes in natural resources affect agricultural production. Due to all these features and its different
structure from other sectors, agriculture is more affected by the effects of climate change and its impact
width is greater. It is thought that the Neolithic Age is the beginning of these agricultural activities,

which includes all the work done on the soil with the aim of growing necessary and useful plants and

27



An Evaluation of Alpha Generation Preferences Studying in Farm School or Agricultural Workshop in Izmir: Data Analysis
with Children

obtaining products. There are many breaking points until today. The first of these is the Green
Revolution. The historic beginning of the Green Revolution is often attributed to Norman Borlaug, an
American scientist with an interest in agriculture. He began research in Mexico in the 1940s and
developed new disease-resistant high-yielding wheat varieties. As a result of the Green Revolution, food
production increased, population growth accelerated, and the use of chemical drugs was on the agenda.
The book named “Silent Spring”, written by Rachel Carson in 1962, is another turning point due to its
opposition to chemicals used in the agricultural sector (Cetiner, 2012: 21). The concept of sustainability,
defined as "meeting the needs of the present without compromising the ability of future generations to
meet their own needs" in the 1991 report of the United Nations World Commission on Environment and
Development, "Our Common Future™" began to shape agriculture significantly. The reflection of this
report on Turkey is; The Seed Law in Turkey in 2000, the change in the Metropolitan Law, the changes
in the Forest Law and the privatization of Agricultural Credit cooperatives are the most important
turning points in the field of agriculture. Contrary to popular belief, liberalism is not a "let them do it,
let them pass" system. On the contrary, it is a regulatory regime created by laws, regulations and
institutional interventions. The important thing is whose priorities and interests all these arrangements
are made (Yenal, 2022). In an environment where these situations are experienced in Turkey, Another
Agriculture is Possible, which Tung Soyer matured in Seferihisar in 2009, is transforming Izmir and the
whole of Turkey today. In line with Mayor Tung Soyer's izmir Agriculture strategy, which is based on
combating drought and poverty, it sets an example for all agriculture stakeholders with the vision of
Another Agriculture is Possible (Circular Agriculture). In the light of this vision, it continues its
exemplary work on supporting agricultural production, which it sees as the cornerstone of its goal of
"local (rural) development". Izmir Metropolitan Municipality Agricultural Services Department
continues to support agricultural and animal production in urban rural areas, continuing to support
peasants and farmers through cooperatives with a contracted production model with purchase guarantee
at a time when industrial and corporate agriculture is supported worldwide and small-scale producers
are destroyed. While the contracted purchase model provides purchase and payment guarantees to the
villagers, it also improves the infrastructure and production techniques of the cooperatives and increases
their production and employment capacities. Izmir Agricultural Development and Other Agricultural-
Purpose Cooperatives Union (K&y-Koop izmir) is progressing in coordination with Neptiin Soyer, the
Chairman of the Board, with the most concrete example of solidarity and unity. To evaluate the products
of cooperatives and to protect their common interests in marketing and to carry out economic activities
in this regard, to coordinate and supervise their activities, to regulate their relations with foreign
countries, to develop cooperatives and to provide training. Thousands of local producers who are
members of the cooperative, whose marketing opportunities have increased, are standing strong despite
the crisis thanks to the strong solidarity model provided by the Izmir Metropolitan Municipality and the

brand value created.
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It has been seen that Izmir can very well feed the population in the cities with ancestral seeds and
small producers. Terra Madre Anadolu izmir fair, on the other hand, has shown that it can establish a
better, fairer and cleaner food production chain.

While protecting these principles, the younger generations should not be forgotten either. With
the 'Children's Agriculture Workshop' in Can Yiicel Tohum Center Bornova, it is thought that the motto
of "Seed is root, tradition and future™ has been internalized and will offer a different segmentation

opportunity for agro tourism with the alpha generation.
1. LITERATURE REVIEW

Sustainable improvement can be achieved through the support of small-scale farmers and
indigenous communities for actions to strengthen their socio-economic status, community organisation,
self-management and access to markets and value chains for a sustainable agriculture (Kara and Yereli,
2022: 367). The most important way to ensure community organization in accordance with the
ecological cycle is to provide education for the younger generations. The youngest generation, the Alpha
Generation, are those who are called digital natives, who know the mother tongue of the digital world
very well and use this language among themselves because they have advanced knowledge and skills
about information technologies. (Prensky, 2001: 1) It is obvious that the Alpha generation will be the
human resource of the future, but there is not enough information about this generation. Alpha
generation includes individuals born after 2010 (McCrindle and Wolfinger, 2010: 10). As of 2022, this
generation, the oldest of which is 12 years old, will start to take their place in business life after 10 years
at the latest. This situation increases the importance of having knowledge about the Alpha generation
day by day. In their studies, Schawbel (2014) and Ramadlani and Wibisono (2017) made some
predictions about Alphas that we may encounter in working life, based on the characteristics of the
Alpha generation. These estimates are; they will be self-sufficient, better educated and prepared for great
challenges. Alpha generation will have to overcome many of the world's greatest challenges, including
global warming and famine. They will not have social security or social safety nets such as pensions and
health. Since the alpha population will be concentrated in underdeveloped or developing countries and
sparse in countries with high welfare level, income inequality, in other words, the gap between rich and
poor will become more evident. In order to prevent this, the education of the Alpha generation becomes
even more important. Researchers think that traditional education methods are not equipped to meet the
intellectual, social and emotional needs of this new student group due to the characteristics of the Alpha
generation (Bennett, Maton and Kervin: 2008: 778). It is thought that especially teachers who lack
technological knowledge will have serious problems with the Alpha generation (Tapscott, 2009: 131).
Since the alpha generation are accustomed to high-speed learning, making random web connections,
and processing visual and dynamic information, more online game-based learning will be suitable for

them (Brown, 2000: 12). Therefore, the increase of Agricultural Schools or Agricultural Workshops,
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which provide education and training in an ecological knowledge in nature, is increasing with game-
based and STEM applications in izmir.

When we look at the history of education in Turkey, according to Gerard Tongaz (1937), Atatiirk's
Philosophy was able to achieve the works that could be realized in ten centuries, and can be proudly
presented to all humanity as an exemplary philosophy. In a Kemalist understanding of education, basic
concepts such as school, method, student, teacher, program have attained their real function. The main
features of the education method envisaged in Kemalist education are practicality, functionality, success
in life, compliance with environmental conditions, being based on business principles. According to
him, “The method to be applied in education and training is to turn knowledge into a useful and used
device that provides success in life rather than an unnecessary ornament, a tool of pressure, or a pleasure
of civilization. Mustafa Necati (1894-1929), the most talked about minister of Atatiirk's period, put most
of the suggestions of John Dewey, who wrote a report on the Turkish Education System, into practice
(Tongug, 2007: 34). Darwin, C. Hegel, J. Piaget, JJ. Dewey, who was influenced by Roesseau,
Pestallozzi, Froebelk, Montessori, almost synthesized the views of these scientists and philosophers. He
tried to clarify by analyzing the concepts of "Experience, Freedom, Discipline, Democracy, Interest,
Job". The most important contribution of these most famous educational philosophers of the 20th
century is that they put the concept of "business school" into practice as an alternative to the schools
where the traditional understanding of education, called "book school”, "memorization school™ is
dominant. Work is a social activity that develops the child's connection with the world, forms his
personality, and develops his mental activities. The business school movement was the most widespread
of educational reforms in the 20th century. Pestalozzi, who tried to put Rousseau's ideas into practice,
gave importance to job training in terms of being a synthesis-action of the three elements he saw in
human beings (thinking, hearing and doing). In this respect, he said that thinking is the power of the
brain, hearing is the power of the heart, and doing is the power of the hand (Bal, 1991: 25).

This trend suggested combining handicrafts with mental work in order to ensure the effectiveness
and productivity of students, and the programs to be functional by establishing a connection with life.
The concept of Tongug business school, the painting and handicraft education he received, the theories
and practices he studied abroad will be synthesized with the experience of Village Institutes for the
solution of the country's problems by putting the reforms of the new Republic of Turkey into practice
and gain originality (Kocabag, 2008: 211). This system is systematically put into practice from theory
with the legal regulation enacted on April 17, 1940, with the principle of learning and teaching on the
job, for the job, by job. This system has made schools the center of education, production, social life,
art and culture with its various outputs (Kurtulus, 2001: 24). With the closure of the Village Institutes
in 1954, the biggest deficiency in our education system today will be that our schools and our teacher
training system will be removed from the qualifications of "book school" and "memorization school"

and bring them to business schools and practice-oriented programs (Kocabas, 2008: 211).
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Agricultural Schools and Agricultural Workshops, which differentiate the quality of
memorization schools, are also in the field of interest of researchers (Smeds, Jeronen and Kurppa, 2015:
11). In their article investigating the effect of agricultural education on children, learning activities in an
authentic learning environment enable students to be involved in the process of creating and
experiencing knowledge in their real environment, thus enabling a more comprehensive understanding
and understanding of the phenomenon to be learned. This result clearly shows the importance of personal
experience (Ballantyne and Packer, 2009: 68) in the learning process and in shaping students' mental
schemas and unique learning environments. These findings are also supported by the ideas of Dewey
(1938/1997), who argues that students' learning should be related to their environment and be purposeful
and meaningful in the present. Another outcome of this research is that if children grow up believing
that agriculture is a less important profession, this will not encourage them to receive education in
agriculture and there will be a loss of skilled workers in rural areas. Finally, one of the most important
results of this research is that if children's understanding of agriculture, their views and values are based
on information blended with fiction, they will not be able to make the right choices about food. They
will not be able to properly understand how their decisions now or in the future affect their health,
society, environment, culture or agriculture in a broader perspective. Apart from these studies
emphasizing the importance of Agricultural Schools or Agricultural Workshops, it is thought that the
places where these practices will take place in Turkey will lead to a new segmentation in terms of Agro

Tourism.
2. METHODOLGY

2.1. Purpose and Importance of the Reseach

When the studies on recognizing the alpha generation are examined, it has been concluded that
the individuals belonging to the Alpha generation are individuals who do not know boundaries, do not
hesitate to express their thoughts, and do not recognize traditional power, authority and hierarchy
structures compared to previous generations (McCrindle and Fell, 2020). Another suggestion on
education is to apply the learning method by gamification with the support of technology, especially in
school education of the Alpha generation (Tootell et al., 2014: 89). With this research, it shows that the
education in the Agriculture Workshop is the learning method where the Alpha generation can blend
technology, gamification, and ecological concepts. The participation of the Alpha generation, born into
a digital world, to the Agricultural Workshops is also very important in terms of showing that their
creative powers and learning performances in other courses are positively affected by the contribution
of nature. In the light of these data, it is thought that agriculture schools and workshops can reshape the
alpha generation. It is predicted that at the end of this transformation, they will become an ecocentric
thought-centered individual. They will be those who prioritize the protection of the environment in the
recovery or recycling of wastes, efficient use of water and energy, and prefer public transportation

instead of using their private vehicles, taking into account the protection of the environment, except in
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cases of necessity. They will be people with ecocentric thinking, who see the world as a stand-alone
value, believe that nature should be protected without prioritizing their own interests, and act
accordingly. Apart from this being the macro purpose of this study, a new segmentation will emerge in
the Agro tourism market with the increase in the number of Agricultural Workshops and Agricultural
Schools of the Alpha generation.

2.2. Sample

In this research, especially Can Yiicel Seed Center Bornova 'Agricultural Workshop' was chosen.
The center, which works for the protection, reproduction and dissemination of seeds, is an indispensable
place for many nature protectors on a voluntary basis. The Agricultural Workshop, which started its
activities at the request of conscious parents, provided training for more than a thousand people between
the ages of 4-17 by giving two hours a week, four lessons per month in a short period of one year. In the
research, a survey was conducted with the students who passed the 5th grade, who were entitled to
receive the Agricultural Workshop certificate in the 4th grade. The reason for reaching the students
residing in Buca, Karabaglar, Konak, Karsiyaka, Cigli and Narlidere districts is because they have the
least contact with the soil in the city. The reason for the determination of the schools selected from the
districts was revealed according to the course hours they took. Students, who attended the agriculture
workshop in the 4th grade for four weeks in total by using ahaslides.com online via zoom in lzmir
districts, were reminded of their information and asked survey questions after each information slide.
With the interactive ahaslides.com, the content was created with the help of valuable trainers and
supported with emojis to attract children's attention and interests. With an active participation of the

Alpha generation, they completed the training, which is expected to take 30 minutes, with 55 minutes.
2.3. Reserach Method

SPSS program was used to analyze the survey data. First of all, one of the tools used to measure
the consistency of Likert-type scales in the study is the Cronbachs's Alpha coefficient. As a result of the
reliability analysis, it can be said that the survey results are quite reliable. 250 students participating in
the research; One-Way Analysis of Variance (TYVA), one of the parametric tests, was used to test
whether there is a statistically significant difference between the mean scores according to the class
hour. When the questions asked are combined under two main headings: the effect of the course content
and the effect of the school environment; It can be said that the effect of class hours on children's
education and creativity differs statistically after the ANOVA test. In order to decide which post-hoc
multiple comparison technique to use after ANOVA, the hypothesis of whether the variances of the
group distributions were homogeneous was tested with Levene's test and it was determined that the
variances were homogeneous (p=0.072). On top of that, Scheffe multiple comparison technique, which
is widely used, was preferred in case the variances were homogeneous. The reason why the Scheffe test

is preferred is that the test is sensitive to alpha type error.
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HO: The effect of the agricultural workshop on the education and creativity of children is not
statistically significant.

H1: The effect of the agricultural workshop on the education and creativity of children is
statistically significant.

In terms of each question asked in the survey, the district and the hours of training received, it
was examined whether the effect of the Agricultural Workshop on education and creativity was

statistically significant.
3. RESULTS

According to the research, district and the number of hours taken by the students participating in
the research are given in Table 1.

Table 1. General Information

Demographic Features Number of Observation Ratio(%0)
29 Ekim Primary School 18 7,2
Sasal1 Primary School 107 42,8
I Cakabey Primary School 50 20,0
Institution flhan Onat Primary School 25 10,0
Kibris Sehitleri 23 9,2
Tiirk Kadinlar Konseyi 27 10,8
Buca 27 10,8
Cigli 107 42,8
_—— Karabaglar 18 7,2
District Karsiyaka 50 20,0
Konak 23 9,2
Narlidere 25 10,0
8 hour 50 20
Lesson Hours 10 hour 18 7.2
12 hour 25 10,0
14 hour 157 62,8
Total 250 100

According to Table 1, the students participating in the research;

* 7.2% of 29 Ekim Primary School, 42.8% of Sasali Primary School, 20% of Cakabey Primary
School, 10% of ilhan Onat Primary School, 9.2% of Kibris Sehitleri, 10.8%' i is in the Tiirk Kadinlar
Konseyi.

* 10.8% are from Buca, 42.8% from Cigli, 7.2% from Karabaglar, 20% from Karsiyaka, 9.2%
from Konak and 10% from Narlidere.

* 20% took 8 hours, 7.2% took 10 hours, 10% took 12 hours and 62.8% took 14 hours.

To summarize, from Table 1, it can be said that the students participating in the research generally

took 14 hours of lessons from Cigli district, Sasali Primary School.
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Table 2: Distribution of Students' Answers to the Questions
" 2
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1 What | learned in class is intriguing. 195 42 13 0 O
2 I do research on the topics | learned in the course. 145 33 5 17 0
3 Actively participating in round group conversations with my 244 6 0 0 o0
teachers.
4 | know how to get the seed. 249 0 1 0 o0
5 | know the importance c_)f preserving, finding, propagating and 250 0 0 0 0
distributing seeds.
6 I know the use of all the tools used in the lessons and related to the soil. 179 71 0 0 O
7 I continue to Iearr_1 abo_ut insects, an_lmals and all other living 210 40 0 0 o0
things in the ecological cycle.
8 I know the importance of water and soil. 170 70 100 0 O
9 I know how to compost and prevent food waste. 250 0 0 0 O
10 I know how and when fruits and vegetables were planted. 120 120 10 0 O
11 I know the importance of taste, texture _zmd sme_ll in agricultural 205 95 0 0 0
products and I can cook traditional dishes.
12 I know the importance of the forest 190 60 0 0 O
13 I can use the knowledge I learned in Nature in real life. 221 29 0 0 o0
After the lessons taught by my teachers, my knowledge about
14 . : - 243 0 7 0 o0
science, mathematics and technology increased.
15 My science and math grades improved. 250 0 0 0 O
16 I am more successful when | work as a team and as a team. 140 72 140 0 O
17 Being in nature increases my activeness and my desire to learn. 191 59 0 0 O
18 I am more creative because | am inspired by nature. 227 15 8 0 0
19 | feel more fit, healthy and prepa_red for_changlng conditions in 240 10 0 0 0
the garden or in the field.
Table 2 shows the distribution of the answers given by the 250 children participating in the
research.

One of the tools used to measure the consistency of the Likert type scales used in this study is the

Cronbachs's Alpha coefficient. Accordingly, the alpha () coefficient should be greater than 0.7 (Pallant,

2005:47).

Table 3: Reliability Analysis Results

Reliabilty Analysis

Cronbach's Alpha
0,839

Number of Questions

19

According to Table 3, it can be said that the results of the survey are quite reliable as a result of

the reliability analyzes of the answers given to the surveys by the students participating in the research.

Table 4: Statistics of Students' Answers to Questions

Min-Max
N Midpoint Mean Standart Deviation Mean Standart Deviation
Effects of Course 4,9040
Content 250 1-5(3) 4,904 0,29518 0,29518
Effects of School 4,8400
Environment 250 1-5(3) 4,84 0,36734 0,36734
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According to Table 4, considering the average scores, 250 students participating in the research;

* It can be said that the average score (4,9040) on the questions they gave about the effect of the
course content is well above the average.

« It can be said that the average score (4,8400) on the questions they gave about the effect of the
school environment is well above the average.

Based on Table 4; In line with the results obtained from the questionnaires applied to the
students participating in the research, it can be said that the Children's Workshop, which was held for
the students, gave very effective results on their development. At the same time, it can be said that the
effect of the course contents and the effect of the school environment are effective in its development

due to the training provided.

Table 5: Frequency of Answers by Students to the Questions

o
P < °
g o Z
> < >
o B 8 o Q
Lesson Hours 2 S £ zZz B
£ . £
g £ 8
[«5)
prd
8 hour 28 22 0 0 0
10 hour 0 18 0 0 0
Effect of Lesson Content 12 hour 25 0 0 0 0
14 hour 157 0 0 0 0
8 hour 44 6 0 0 0
10 hour 0 18 0 0 0
Effect of School Environment 12 hour 25 0 0 0 0
14 hour 157 0 0 0 0

According to Table 5, the students participating in the research;

* Their answers to questions measuring the impact of course content according to course hours;
Of the students who took 8 hours of lessons, 28 were 'definitely yes', 22 of them were 'yes', 18 of the
students who took 10 hours of lessons were 'yes', 25 of the students who took 12 hours of lessons were
‘definitely yes', 157 of them answered 'definitely yes'.

* Their answers to questions measuring the impact of the school environment according to the
class hour; 44 of the students who took 8 hours of lectures were 'definitely yes', 6 of them were 'yes', 18
of the students who took 10 hours of course were 'yes', 25 of the students who took 12 hours of course
were ‘definitely yes', 157 of them answered 'definitely yes'.

The students participating in the research; One-Way Analysis of Variance (TYVA), one of the
parametric tests, was used to test whether there was a statistically significant difference between the
mean scores according to the class hour. Table 6 shows the significance values of the effect of the

agricultural workshop on the creativity of the children according to the lesson hours.
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Table 6: The Effect of Agricultural Workshops on Children's Creativity by Class Hours

Total Sum of Squares  Sd Mean of Squares F Statistics, p
Between Groups 21,280 3 7,093
o 141,636
Lesson Hours  Within Groups 12,320 246 0,050 0.000
Total 33,600 249 '

HO: The effect of the agricultural workshop on the education and creativity of children is not
significant according to the lesson hours.

H1: The effect of the agricultural workshop on the education and creativity of children is
significant according to the lesson hours.

According to Table 6, in the analysis in which the effect of class hours on children's education
and creativity was tested, since the significance value (p=0.000) was less than 0.05, it can be said that
the effect of class hours on children's education and creativity differs statistically. In this case, the HO
hypothesis is rejected. In this case, it can be said that the education given to the children is positively
affected by the answers they give to the questions and supports their personal development.

In order to decide which post-hoc multiple comparison technique to use after ANOVA, the
hypothesis of whether the variances of the group distributions were homogeneous was tested with
Levene's test and it was determined that the variances were homogeneous (p=0.083). On top of that,
Scheffe multiple comparison technique, which is widely used, was preferred in case the variances were
homogeneous. The reason why the Scheffe test is preferred is that the test is sensitive to alpha type error.
The Scheffe test allows us to determine which group differs significantly from each other. The results
of the Scheffe multiple comparison analysis performed are presented below.

According to Table 7;

As a result of the post-hoc Scheffe test after one-way analysis of variance (ANOVA), which was
conducted to determine between which subgroups the scores calculated from the answers given by the
students to the survey questions differ according to the course hours.

« children with 8 hours of lessons; From the children who took 10 hours, 12 hours, 14 hours of
lessons;

* children with 10 hours of lessons; From the children who took 8 hours, 12 hours, 14 hours of
lessons;

e children with 12 hours of lessons; Of the children who took 8 hours and 10 hours of lessons;

* children with 14 hours of lessons; It was determined that there was a statistically significant
difference between the children who took 8 hours and 10 hours of lessons.

Using Levene's test, it was tested whether the group variances were equal and it was determined

that the variances were equal.
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Tablo 7: Scheffe Test Results

(M () (1-J) ;

Lesson Hours Lesson Hours Mean Difference Std. Error Sig.
10 hours ,56000" ,06151 ,001

8 hours 12 hours -,44000" ,05482 ,000
14 hours -,44000" ,03634 ,002

8 hours -,56000" ,06151 ,001

10 hours 12 hours -1,00000" ,06918 ,000
14 hours -1,00000" ,05569 ,000

8 hours ,44000" ,05482 ,000

12 hours 10 hours 1,00000" ,06918 ,000
14 hours ,00000 ,04819 1,000

8 hours ,44000" ,03634 ,002

14 hours 10 hours 1,00000" ,05569 ,000
12 hours ,00000 ,04819 1,000

HO: According to the institutions, the effect of the agricultural workshop on the education and
creativity of children is not significant.

H1: According to the institutions, the effect of the agricultural workshop on the education and
creativity of children is significant.

According to Table 8, since the significance value (p=0.000) is less than 0.05 in the analysis in
which the effect on children's education and creativity is tested according to institutions, it can be said
that the effect of institutions on children's education and creativity differs statistically. In this case, the

HO hypothesis is rejected.

Table 8: The Effect of Agricultural Workshops on Children's Creativity by Institutions

Square Total Sd Square Average F Statistics, p
- Between Groups 32,643 5 6,529 1665,41
Institutaion Within Groups 0,957 244 0,004 0,000
Total 33,600 249 '

In order to decide which post-hoc multiple comparison technique to use after ANOVA, the
hypothesis of whether the variances of the group distributions were homogeneous was tested with
Levene's test and it was determined that the variances were homogeneous (p=0.072). On top of that,
Scheffe multiple comparison technique, which is widely used, was preferred in case the variances were
homogeneous. The reason why the Scheffe test is preferred is that the test is sensitive to alpha type error.

The results of the Scheffe multiple comparison analysis performed are presented below.

Table 9: Scheffe Test Results

(1) Institution (J) Instituition Mean Difference (I-J)  Std. Error Sig.
Sasal1 Primary School -1,00000" ,01595  ,000
Cakabey Primary School -1,00000" ,01721  ,000
) . Ilhan Onat Primary School -1,00000" ,01935  ,000
29 Ekim Primary School Kibris Sehitleri 04348 01970 434
Tiirk Kadinlar Konseyi -1,00000" ,01905 ,000
29 Ekim Primary School 1,00000" ,01595  ,000
Cakabey Primary School ,00000 ,01073 1,000
Sasal1 Primary School IIhan Onat Primary School ,OOOOO* ,01391 1,000
Kibris Sehitleri ,95652 ,01439 ,000
Tiirk Kadinlar Konseyi ,00000 ,01348 1,000
29 Ekim Primary School 1,00000" ,01721 000
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Cakabey Primary Sasal1 Primary School ,00000 ,01073 1,000
School iThan Onat Primary School ,00000 ,01534 1,000
Kibris Sehitleri ,05652" ,01577  ,000
Tirk Kadimnlar Konseyi ,00000 ,01495 1,000
29 Ekim Primary School 1,00000" ,01935  ,000
Sasali Primary School ,00000 ,01391 1,000
iThan Onat Primary Cakabey Primary School ,00000 ,01534 1,000
School Kibris Sehitleri ,05652" ,01809  ,000
Tiirk Kadimlar Konseyi ,00000 ,01738 1,000
29 Ekim Primary School ,04348 ,01970  ,434
Sasali Primary School -,95652" ,01439 ,000
. Cakabey Primary School -,95652" ,01577 ,000
Kibris Sehitleri ilhan On};t Primaily School -,95652" 01809 000
Tiirk Kadmlar Konseyi -,95652" 01777 ,000
29 Ekim Primary School 1,00000" ,01905  ,000
Sasali Primary School ,00000 ,01348 1,000
.. . Cakabey Primary School ,00000 ,01495 1,000
Turk Kadmlar Konseyi ilhan Onat Primary School ,00000 01738 1,000
Kibris Sehitleri ,95652" ,01777  ,000

According to Table 9;

As a result of post-hoc Scheffe test after one-way analysis of variance (ANOVA), which was
conducted to determine between which subgroups the scores calculated from the answers given by the
students to the survey questions differ according to the institutions.

* Children taking classes at 29 Ekim Primary School; Sasali Primary School, Cakabey Primary
School; Ilhan Onat Primary School, Tiirk Kadinlar Konseyi;

* Sasali Primary School; From the Kibris Sehitleri of the 29 Ekim Primary School, ;

* Cakabey Primary School, 29 Ekim Primary School, Kibris Sehitleri

« {lhan Onat Primary School, 29 Ekim Primary School, Kibris Sehitleri;

« Kibris Sehitleri, Sasali Primary School, Cakabey Primary School, ilhan Onat Primary School,
Tiirk Kadinlar Konseyi,

* It has been determined that there is a statistically significant difference from the children

educated in the Tiirk Kadinlar Konseyi, 29 Ekim Primary School and Kibris Sehitleri;

Table 10: Descriptive Statistics of the Effects of Agricultural Workshops on Children's Creativity
According to Questions

Groups Questions Total Average Variance
1 What | learned in class is intriguing. 1182 4,73 0,30
2 I do research on the topics | learned in the course. 1056 4,22 1,03
3 Actively participating in round group conversations with my 1244 4,98 0,02

teachers.
4 I know how to get the seed. 1248 4,99 0,02
5 | know the importance of preservn;géggndmg, propagating and distributing 1950 5,00 i
6 I know the use of all the tools used in the lessons and related to the soil. 1179 4,72 0,20
7 I continue to learn abo_ut insects, an_lmals and all other living things 1210 4,84 0,13
in the ecological cycle.
8 I know the importance of water and soil. 1160 4,64 0,31
9 I know how to compost and prevent food waste. 1250 5,00 -
10 I know how and when fruits and vegetables were planted. 1110 4,44 0,33
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I know the importance of taste, texture and smell in agricultural

1 products and | can cook traditional dishes. 1185 4,74 0,35
12 I know the importance of the forest 1190 4,76 0,18
13 I can use the knowledge I learned in Nature in real life. 1221 4,88 0,10
14 After the_Iessons taught b_y my teachers, my I_<now|edge about 1236 4,94 0.11
science, mathematics and technology increased.

15 My science and math grades improved. 1250 5,00 -

16 I am more successful when | work as a team and as a team. 1102 4,41 0,55
17 Being in nature increases my activeness and my desire to learn. 1191 4,76 0,18
18 I am more creative because | am inspired by nature. 1219 4,88 0,17
19 I feel more fit, healthy and prepared for changing conditions in the 1240 4.96 0,04

garden or in the field.

HO: The effect of the agricultural workshop on the education and creativity of children is not
statistically significant.
H1: The effect of the agricultural workshop on the education and creativity of children is

statistically significant.

Table 11: The Effect of Agricultural Workshops on Children's Creativity

Square Total Std. Error Square Average F Statistics, p
Between Groups 225,75 18 12,54
Instutions  Within Groups 1005,20 4731 0,21 59,03
Toplam 1230,95 4749 0,000

According to Table 11, since the significance value (p=0.000) was less than 0.05 in the analysis
in which the effect of agricultural workshops on children's education and creativity was tested, it can be
said that the effect of the education and creativity of agricultural workshops differed statistically. In this

case, the HO hypothesis is rejected.
CONCLUSION AND RECOMMENDATIONS

Today, we are feeling the effects of the climate crisis more than ever. With the pandemic process,
we once again remembered the importance of food and the world we live in. The importance of
agriculture has emerged in order to be more sensitive to the environment and protect our food. The
awareness of the Alpha generation, which will carry us to the future, is more essential than ever. Our
biggest goal should be to raise responsible individuals who are integrated with nature and have high
environmental awareness. An individual who has received a good environmental education will be an
environmental literate and will be able to live in peace with the environment he lives in in the future. In
order to provide such an education, it is necessary to develop appropriate training programs and to
conduct practical training in suitable environments (Kiyici, Yigit, and Dar¢in, 2014, 18). Nature
education programs have a certain systematic. Such programs aim to introduce nature to students in
nature. Nature stands out here as the purpose, tool and evaluation material of education (Keles, Uzun
and Varnaci Uzun, 2010, 386).

The experiences of the students regarding the time they spend in nature are important in terms of
finding the nature equivalents of the information they learned at school. In this process, students have

the opportunity to develop many high-level thinking skills such as problem solving (Lai, 1999: 241).
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According to ecological philosophy, man finds himself in nature, identifies with nature, learns to
take into account the wishes and interests of nature while considering his own wishes and interests in
his relations with nature. The meaning of the natural environment can be learned while interacting with
it. In the light of this view, environmental education is important because it increases the interest in
nature when it takes place in the natural environment and allows to look at life by empathizing with
nature. (Atasoy, 2006: 45)

Ozaner (2007: 69) states that in order to increase environmental awareness, first of all, it is
necessary to know what the environment is, and this will be possible by learning the language of nature.

With this research, Can Yiicel Seed Center Bornova was chosen, which ensures the discovery,
preservation and reproduction of seeds, which are our ancient heritages, while learning the language of
nature. The reason for this is that apart from being able to provide ecological literacy in the best way, it
shows all stages of food from soil to plate with the trainings created in the Agriculture Workshop. In the
last lesson, children are provided to cook for themselves from the fruits or vegetables they produce
depending on the season, and they create a self-sufficient generation that can produce and cook with
traditional methods. Educational contents are localized after blending international education programs.
Alpha generation started to prefer to touch the soil even though they knew and preferred to harvest in
the computer games they played. They understood the importance of water until they reached the harvest
stage. They realized that insects could be beneficial as well as harmful insects. They learned what the
bee and silkworm can do. They realized that household waste is not just garbage, they can compost with
them and add fertilizer to the soil. They learned all of these by playing, working, living and experiencing.

The reason why the schools included in the research were chosen especially from places in the
city of izmir and which do not have much contact with nature was to be able to see that even the students
who study here can differ with a small touch. It was revealed that the effect of the students on the
guestions in which the effect of the course content was measured was 4.9 and the effect of the school or
the nature environment in which they were educated was well above the average with 4.84. In line with
these data, it can be said that the children's agricultural workshop is effective in their development.

Another important finding of the study is that in the Scheffe test applied after one-way analysis
of variance, it was seen that the school in Karabaglar showed significant differences from all other
district schools. The fact that the district school, which we call as a disadvantage, is in this way reveals
that the course hours in such schools should be increased. When the effect of course hours is examined,
no significant difference was found between those who took 12 or 14 hours of courses.

After all data analysis, the effect of Agricultural Workshop on children's education and creativity
is statistically significant.

It is thought that students who learn about soil, nature and the climate crisis will make a difference
by blending the technology world they were born into due to this high level of consciousness and Alpha

generation.
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It is foreseen that the number of Agricultural Workshops and Schools will increase, this will be a
sub-title of Agro Tourism and the attitudes of the alpha generation will cause a new segmentation in
terms of sales and marketing.

Considering the cyclical process of Another Agricultural Possible, local breeds offer seed, feed,
equipment, training and product consulting, planning, branding and sales support. A shepherd's map has
been drawn for purchase and sales support. It enables contracted production and provides support for
export. The focus products are meat, milk, dried fruit, olive and fertilizer facilities for packaging,
branding and sales of products. Product development and imaging is also done. At the end of these
efforts, according to the agriculture and product planning most suitable for Izmir, cereals and legumes,
olives and olive oil, grapes and dehydrated fruits, coastal fisheries and pasture animal husbandry.
Another topic in which this whole cycle is gathered is Agro Tourism. The fact that the research was
conducted in Izmir is especially due to this vision.

The limitation of this research is that it was not done with the Alpha generation, who live in other
more rural areas and are more familiar with agriculture. Another limitation is that it should be extended
to other age groups as well.

According to the 2017 data of the Address Based Population Registration System (ADNKS) of
the Turkish Statistical Institute (TUIK), it is predicted that the Alpha generation will reach 26 million in
2040 and constitute 26% of the country's population (Apaydin and Kaya, 2020: 126). In their studies,
Schawbel (2014) and Ramadlani and Wibisono (2017) made some predictions about Alphas based on
the characteristics of the Alpha generation. These estimates are; Alpha generation will have a more
entrepreneurial spirit compared to other generations. In fact, each generation after this generation will
be more entrepreneurial than the previous one. Because they will have the opportunity to access
information and the source of power at a very early age. In fact, it will be possible for us to see Alphas
who have turned 10 years old and own their own businesses. They won't be able to get any work done
without social networks. If a business wants to reach Alphas from a marketing or recruiting perspective,
that business will need to have a mobile-friendly website. Moreover, they will expect social
communication to be customized according to their needs. The Alpha generation, spoiled by their X and
Y parents, will also be very impressed by their ideas. For this reason, businesses will need to consider
their parents in their advertising and sales activities targeting the Alpha generation. They will be self-
sufficient, better educated and prepared for great challenges. The Alpha generation will have to
overcome many of the world's greatest challenges, including global warming and famine. As its
researchers predict, it is thought that the greatest help that can be made to the Alpha generation will be
with the "Agricultural Workshop or Agricultural Schools" in this tough battle that it will have to give

against global warming.

41



An Evaluation of Alpha Generation Preferences Studying in Farm School or Agricultural Workshop in Izmir: Data Analysis
with Children

STATEMENT OF RESEARCH AND PUBLICATION ETHICS
The method used in the study does not require ethics committee approval.
DECLARATION OF SUPPORT

This study was not supported by any person or organization.
CONFLICT OF INTEREST STATEMENT

There is no conflict of interest between the authors.

REFERENCES

Apaydin, C. and Kaya, F. (2020). An analysis of the preschool teachers views on alpha generation. European
Journal of Education Studies, 6(11), 123-140.

Atasoy, E. (2006). Cevre i¢in egitim ¢ocuk doga etkilesimi. Bursa: Ezgi Kitabevi.
Bal, H (1991). J. Deweyin egitim felsefesi. Istanbul: Aydinlar Matbaas1.

Ballantyne, R. and Packer, J. (2009). Introducing a fifth pedagogy: Experience-based strategies for facilitating
learning in natural environments. Environmental Education Research, 15(2), 243-262.

Bazzaz, F.A. and Sombroek, W.G. (1996). Global climate change and agricultural production: Direct and indirect
effects of changing hydrological, pedological and plant physiological processes. Food and Agriculture
Organization of the United Nations.

Bennett, S., Maton, K. and Kervin, L. (2008). The ‘Digital Natives’ debate: A critical review of the evidence.
British Journal of Educational Technology, 39(5), 775-786.

Brown, J. S. (2000). Growing up digital: How the web changes work, Education and the Ways People Learn.
Change, 32(2), 10-20.

Cetiner, S. (2012), Sessiz bahar ne diyor(du)?. Tarlasera, 18-21.
Erlat, E. (2010). fklim sistemi ve iklim degismeleri. 1zmir: Ege Universitesi Basimevi.

Goénlugiir, E. and Kurtgdzii, A. E. (Ed.). (2020). Cizgisel gelisme anlayisina angaje olmayan, tiiketim odakl bir
ilerlemenin nihai amag olarak goriilmedigi bir tasarim ugrasi miimkiin miidiir. Izmir: Izmir Akdeniz
Akademisi.

IPBES, (2019). The IPBES Global Assessment Report on biodiversity and ecosystem services. Bonn: IPBES
Secretariat.

IPCC (2022). IPCC 6 degerlendirme raporunun ikinci kismi neleri kapsayacak. Retrieved from:
https://www.iklimhaber.org/ipcc-6-degerlendirme-raporunun-ikinci-kismi-neleri-kapsayacak/

Kara, K. O. and Yereli, A. B. (2022). iklim degisikliginin yonetimi ve tarim sektérii. Afet ve Risk Dergisi, 5(1),
361-379.

Keles, O., Uzun, N. and Varnac1 Uzun. F. (2010). Ogretmen adaylarmin gevre bilinci, cevresel tutum, diisiince ve
davraniglarinin doga egitim projesine bagli degisimi ve kaliciliginin degerlendirilmesi. Elektronik Sosyal
Bilimler Dergisi, 9(32), 384-401.

Kiyiey, F., Yigit, E and Dar¢in, E . (2014). Doga egitimi ile 6gretmen adaylarinin ¢evre okuryazarlik diizeylerindeki
degisimin ve goriislerinin incelenmesi. Trakya Universitesi Egitim Fakiiltesi Dergisi, 4(1), 17-27.

Kocabas, A. (2008). Tiirk egitim sisteminin felsefi temelleri, Dewey, Mustafa Necati ve Ismail Hakki Tongug.
Toplum ve Demokrasi Dergisi, 2(3), 203-212.

Kurtulus, Y. (2001). Koy enstitiilerinde sanat egitimi ve Tongug. Ankara: Giildikeni Yayinlari.

Lai, K.C. (1999). Freedom to learn: A study of the experiences of secondary school teachers and students in a
geography field trip. International Research in Geographical and Environmental Education, 8(3), 239-
255.

42



Pmar ELDEM CULHAOGLU * Funda BAYRAKDAROGLU

McCrindle, M. and Fell, A. F. (2020). Understanding generation alpha. Retrieved from:
https://mccrindle.com.au/insights/blog/gen-alpha-defined/

McCrindle, M. and Wolfinger, E. (2010). Generations defined. Ethos, 18(1), 8- 13.

Ozaner, F. S. (2004). Tirkiye’de okul dis1 ¢evre egitimi ne durumda ve neler yapilmali? [Tam metin bildiri]. V.
Ulusal Ekoloji ve Cevre Kongresi iginde (ss. 67-98). izmir: Biyologlar Dernegi.

Pallant, J. (2005). SPSS survival manual: A step by step guide to data analysis using SPSS for Windows (version
12). Australia: Allen & Unwin.

Prensky, M. (2001). Digital natives, digital immigrants. On The Horizon, 9(5), 1-6.

Ramadlani, A. K. and Wibisono, M. (2017). Visual literacy and character education for alpha generation. Retrieved
from: http://sastra.um.ac.id/wp-content/uploads/2017/11/01-07-Abdul-Khalig-Ramadlani-Marko-
Wibisono_LAYOUTED.pdf

Schawbel, D. (2014). Predictions for generation alpha. Retrieved from: www.danschawbel.com

Smeds, P., Jeronen, E. and Kurppa, S. (2015). Farm education and the effect of a farm visit on children’s
conception of agriculture. European Journal of Educational Research, 4(1), 1-13.

Tapscott, D. (2009). Grown up digital: How the net generation is changing your world. United States: McGraw-
Hill.

Tongug, E. (2007). Atatiirk ve kdy enstitiileri. Yeniden Imece Dergisi, 14(2). 30-41.

Tootell, H., Freeman, M. and Freeman, A. (2014, January). Generation alpha at the intersection of technology,
play and motivation [Full text paper]. 47th Hawaii International Conference on System Sciences (HICSS)
in (p. 82-90). Waikoloa, ABD: The Institute of Electrical and Electronics Engineers, Inc.

TUIK (2021). https://www.nufusu.com/turkiye-nufusu-yas-gruplari

Yenal, Z. (2022). Tarimi nasil onarabiliriz. Retrieved from: https://www.perspektif.online/tarimi-nasil-
onarabiliriz/

43


http://sastra.um.ac.id/wp-content/uploads/2017/11/01-07-Abdul-Khaliq-Ramadlani-Marko-Wibisono_LAYOUTED.pdf
http://sastra.um.ac.id/wp-content/uploads/2017/11/01-07-Abdul-Khaliq-Ramadlani-Marko-Wibisono_LAYOUTED.pdf

Usak Universitesi Uygulamali Bilimler Journal of The Faculty of
Fakiiltesi Dergisi Applied Sciences of Usak University
Yul:2023, Cilt:3, Sayi:1, 55.44-66 Year: 2023, Vol:3, Issue:1, pp.44-66

Makale Tiirii / Article Type: Arastirma Makalesi / Research Article

2023 TURKIYE DEPREM SURECINDE YASANAN VE
GELISEN OLAYLARDA SOSYAL MEDYA
KULLANIMININ ONEMi: NiGDE VE YORESi SOSYAL
MEDYA KULLANICILARINA YONELIK BiR ARASTIRMA

Ruhan IRI

Ozet

Aragtirma, 2023 Tiirkiye deprem siirecinde gelisen ve yasanan olaylarda sosyal medya kullanimiin nemine
yonelik sosyal medya araglari lizerinden yapilan her tiirlii s6z, fotograf, video, sohbet, canli yaym vb. icerik
paylagimlarina yonelik Nigde ve yoresi sosyal medya kullanicilarinin duygu, diisiince, begeni, elestiri, yorum ve
onaylamalar1 hakkindaki algilamalarinin incelenmesi ve degerlendirilmesine yonelik olarak gergeklestirilmistir.
01-31 Mart 2023 tarihleri arasinda, Nigde ve yoresindeki aktif sosyal medya kullanicilari ile yapilan yiiz yiize
goriismeler sonucu gergeklestirilen anketlerden elde edilen veriler ve bilgiler dogrultusunda, 2023 Tiirkiye
depreminde olaylarin gelisimi ve gerceklesmesinde sosyal medya araclari iizerinden yapilan her tiirlii s6z, fotograf,
video, sohbet, canli yayin vb. igerik paylasimlarinin sosyal medya kullanicilarinin duygu, diisiince, begeni, elestiri,
yorum ve onaylamalar ile algilamalarinin analiz edilmesi gerceklestirilerek sonuglart degerlendirilmektedir.
Gergeklestirilen arastirma, kesifsel bir aragtirma olup, arastirma mevcut durumu belirlemeye yonelik tanimlayici
durum tespiti yapmak amacindadir. Arastirma sonucunda, 2023 Tiirkiye deprem siirecinde sosyal medya araglari
tizerinden soz, fotograf, video, sohbet, canli yayin vb. igerik paylagimlarin gercek hayatta yasanan olaylarin
gelisiminde veya olaylarin yonlendirilmesi ilizerinde etkili olmasinin yani sira, 2023 Tiirkiye deprem siirecinde
sosyal medya araclari tizerinden gergeklestirilen s6z, fotograf, video, sohbet, canli yayin vb. igerik paylagimlarinin
¢ok fazla dezenformasyon veya yanlis bilgilendirmeye yol agtigi ortaya ¢ikmistir. Ayrica, 2023 Tirkiye deprem
stirecinde, sosyal medya kullanicilari en fazla Instagram, Twitter ve Whatsapp uygulamalar iizerinden igerik
paylasimlarini takip ettiklerini veya aktif olarak. igerik paylasimlarinda bulunduklart ile sosyal medya araglarindan
s0z, fotograf, video, sohbet, canli yayin vb. icerik paylagimlarinin en fazla iiziintii, birlik ve beraberlik ile ¢aresizlik
duygularini etkiledigi sonucu da ortaya ¢ikmuistir.

Anahtar Kelimeler: Deprem, Sosyal Medya Araglari, Nigde.

The Importance of Social Media Use in The Events and Development of 2023 Turkey
Earthquake Process: A Research on Social Media Users in Nigde and Its Region

Abstract

The research was carried out to examine and evaluate the perceptions of social media users in Nigde and its region
about the feelings, thoughts, likes, criticisms, comments and approvals of all kinds of words, photos, videos, chats,
live broadcasts, etc. made through social media tools regarding the importance of social media use in the
development and realization of events in the earthquake process of 2023 Turkey. In line with the data and
information obtained from the surveys conducted as a result of face-to-face interviews with active social media
users in Nigde and its region between 01-31 March 2023, the results are analyzed and evaluated by analyzing the
perceptions of social media users' emotions, thoughts, likes, criticisms, comments and approvals and perceptions
of content sharing such as all kinds of words, photos, videos, chats, live broadcasts, etc. made through social media
tools in the development and realization of events in the 2023 Turkey earthquake. The research is an exploratory
research and the research aims to make descriptive due diligence to determine the current situation. As a result of

Do¢. Dr., Nigde Omer Halisdemir Universitesi, Nigde Sosyal Bilimler MYO, Pazarlama ve Reklamcilik Boliimii,
ruhaniri@ohu.edu.tr, ORCID: 0000-0002-5981-9673

Makale Gonderim Tarihi / Received Date: 08.05.2023
Makale Kabul Tarihi / Accepted Date: 22.05.2023



Ruhan IRT

the research, it has been revealed that the sharing of content such as words, photos, videos, chats, live broadcasts,
etc. through social media tools during the earthquake process in Turkey in 2023 has been effective on the
development of real life events or on the direction of events, as well as the sharing of content such as words,
photos, videos, chats, live broadcasts, etc. through social media tools during the earthquake process in Turkey in
2023 has led to a lot of disinformation or misinformation. In addition, it was also revealed that during the
earthquake process in 2023 Turkey, social media users mostly followed or actively shared content via Instagram,
Twitter and Whatsapp applications, and that content sharing through social media tools such as words, photos,
videos, chats, live broadcasts, etc. affected the feelings of sadness, unity and solidarity and helplessness.

Keywords: Earthquake, Social Media Tools, Nigde.
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2023 Tiirkiye Deprem Siirecinde Yasanan ve Gelisen Olaylarda Sosyal Medya Kullaniminin Onemi: Nigde ve Yéresi Sosyal
Medya Kullanicilarina Yonelik Bir Aragtirma

GIRIS

Siirekli degisen ve gelisen teknolojiye bagli olarak popiiler olan sosyal medya araglarinin 6zellikle
pazarlama faaliyetlerinde yogun olarak kullanim, birbirlerini hi¢ tanimayan insanlarin etkili ve ¢ift yonlii
bir iletisim kurmasinin yani sira, paylasim yapilan olay, kisi, yer vb. hakkinda her tiirlii bilgiye kolayca
ulasilabilmeyi ve hizli erisim hizmeti sonucu ¢ift yonlii etkilesim kurulmasinda yeni bir pazarlama
stratejisi olarak degerlendirilmektedir (Aslan ve Akei, 2021: 381). Bilgisayar ve iletisim teknolojileri
alaninda meydana gelen gelismeler bilgi teknolojilerinin pazarlama iletisiminde yerini almasi ile hizla
yayginlagsmastyla birlikte sosyal medya araclarmin proaktif kullanimi sosyal yasamin gerceklesmesinde
veya yasanan olaylarin gelisiminde ya da sekillenmesinde kapsamli ve koklii degisikliklere neden
olmustur. Son zamanlarda tizerinde durulan toplum yasantisinda dikkat ¢eken konulardan birisi de sosyal
medya araglarinin giinliik yasanan olaylar ile kamuoyu ve giindem olusturulmasi iizerindeki etkisi ve
giciidiir. Sosyal medya araglariin kullaniminin hizla yayginlagsmasi ve kisisel zamanin daha fazla sosyal
medya araglart kullanimina ayrilmasi, ozellikle pazarlama faaliyetleri agisindan giindem ve kamuoyu
olusturulmasinin yonlendirilmesinde sz, fotograf, video, sohbet, canli yayin vb. igerik paylagimlarinin
etkisinin ve dneminin bilinmesi ihtiyacini ortaya ¢ikarmaktadir.

Sosyal medya araglar iizerinden kullanicilar tarafindan gergeklestirilen her tiirlii s6z, fotograf,
video, sohbet, canli yayin vb. icerik paylagimlari genellikle bireysel 6zel durumlar ya da zamanlar
(dogum giini, evlilik, tatil, yemek vb.) ile ilgili yapilirken, son zamanlarda acil durumlarda veya kritik
siireglerde de (savas, olaganiistii hal, deprem, sel gibi dogal afetler vb.) yardim, bilgi aktarimi ve iletigim
amactyla yogun olarak gerceklestirilmektedir. 2023 Tiirkiye deprem siirecinde iletisim ve bilgilerin
yayillmasinin yani sira, yasanan olaylarin gelisiminde, sekillenmesinde, yonlendirilmesinde veya
ilerleme siireciyle ilgili Twitter, Instagram, Tik Tok, Youtube, Facebook, WhatsApp, TikTok, Telegram,
Youtube vb. sosyal medya araglar {izerinden ¢ok sayida soz, fotograf, video, sohbet, canli yayin vb.
icerik paylagimlari gergeklestirilmistir. 2023 Tiirkiye deprem siirecinde sosyal medya araglar1 tizerinden
paylasilan veya takip edilen kullanic1 hesaplarindan yapilan s6z, fotograf, video, sohbet, canli yayin vb.
icerik paylasimlarina yonelik sosyal medya kullanicilariin duygu, diisiince, begeni, elestiri, yorum ve
onaylamalar1 hakkindaki diisiince, bakis agis1 veya algilamalariin incelenmesi ve degerlendirilmesi
sonucu birbirleriyle kargilagtirilmasinin yapilarak kiyaslanmasiyla ilgili olmasi aragtirmay1 dikkat ¢ekici
hale getirmektedir. Aragtirma, 2023 Tiirkiye deprem siirecinde sosyal medya araglari {izerinden yapilan
her tiirlii s6z, fotograf, video, sohbet, canli yayin vb. ig¢erik paylasimlar: ile takip edilen hesaplarin
paylagimlar ile ilgili Nigde ve yoresindeki sosyal medya kullanicilarimin duygu, diisiince, begeni,
elestiri, yorum ve onaylamalar1 hakkindaki algilamalarinin incelenmesi ve sosyal medya {izerinden
yapilan paylasimlar dogrultusunda deprem siirecinde yasanan acil ya da kritik olaylar siirecinde sosyal
medyanin dogru kullaniminin ortaya ¢ikarilmasi bakimindan 6nemlidir. Yine arastirma sosyo-ekonomik
hayatta yasanan acil durumlarda veya kritik siireglerde (savas, olaganiistii hal, deprem, sel gibi dogal

afetler vb.) sosyal medya araglarinda paylasilan yanlis ve dezenformasyon bilgiye neden olabilecek s6z,
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fotograf, video, sohbet, canli yayin vb. icerik paylasimlarin olaylarin gelisiminde ve ilerleme siirecine
zarar verilmesini engellemek, yapilan her tiirli paylasimin neden oldugu tanitim ve pazarlama
faaliyetlerinin dogru gerceklestirilmesinin saglanmast ve gelecek zamanlarda konuyla ilgili

yapilabilecek aragtirmalarda faydalanilmasi agisindan da 6nemlidir.

1. SOSYAL YASAMIN SEKILLENMESI iLE SOSYAL MEDYA ARACLARININ
KULLANIMI ILISKIiSI

Sosyal medya araglari ve kullanimi, giiniimiizde sosyal yasamin 6énemli iletisim platformlar arasinda
yer alan, bireysel duygu ve diisiincelerin anlik olarak paylasildigi ortak alanlardir (Dursunoglu, 2017: 1579).
Ayrica, sosyal medya araglari dogasi geregi kiiresel olmasi 6zelligi sonucu en biiyiik faydalarmdan biri,
sosyal medya araclari kullanicilarimin farkli cografi bolgelerde yasayan arkadaslari, tanidiklari ve aileleriyle
baglanti kurmalarini saglamaktir (Costache, 2010: 198). Sosyal medya araglari iizerinden gergeklestirilen her
tiirlii s6z, fotograf, video, sohbet, canli yayin vb. icerik paylasimlar geri bildirimi yiiksek, iletisim maliyeti
diisiik, ¢ift yonlii kitle veya kisilerarasi iletisim ve etkilesim agisindan yogun ve dikkat ¢ekici mesajlarin
verildigi kompleks materyallerdir. Misyon ve vizyonu farkli olmasina ragmen temel hizmet alan1 benzer ya
da ayn1 olan sosyal medya araglar1, sosyal hayatin i¢indeki olaylari, kisileri ve yaptiklar ile ilgili s6z, fotograf,
video, sohbet, canli yayin vb. igerik paylasimlari gergeklestirmeleri sonucu sosyal hayatta yasanan glinlik
normal durumlarin yani sira, acil durumlarda veya kritik siireclerde ortaya ¢ikan olaylarin gelisimi veya
yonlendirilmesi yapilabilmesi sebebiyle giindem ve kamuoyu siirekli degisebilmektedir. Ayrica sosyal
medya araglari {izerinden kisisel siyasi ve sosyo-ekonomik diigiince veya goriisleri dogrultusunda yapilan her
tirlii soz, fotograf, video, sohbet, canli yaym vb. icerik paylasimlart sosyal medya araglar1 kullanicilart
tarafindan begeni, elestiri, yorum karsiliginin bulunmasina neden olabilmektedir. Hatta sosyal medya araglari
tizerinden kisisel siyasi ve sosyo-ekonomik diisiince veya goriisleri dogrultusunda yanlig bilgilendirme veya
dezenformasyona sebep olabilen soz, fotograf, video, sohbet, canli yaym vb. igerik paylagimlari gercek
hayatta yasanabilecek zorluklarin yani sira yanlis ya da telafisi miimkiin olmayan sonuglar
dogurabilmektedir. Sosyal medya araglar tizerinden gergeklestirilen her tiirlii soz, fotograf, video, sohbet,
canli yayin vb. igerik paylagimlarmin yaganan gercek hayatla veya sosyal hayatla bu kadar yakin iligkisi ve
giiclii etkilesimi sebebiyle sosyal medya araglari lizerinden yapilan soz, fotograf, video, sohbet, canli yaym
vb. igerik paylagimlarinin kontroliiniin veya yaptirim giicliniin olmast yanlig bilgilendirme ve
dezenformasyonun 6niine gegebilecektir.

Sosyal medya araclarimin sayisi, ¢esidi, fonksiyonlar1 ve kullanimlariin popiilaritesinin artmasi,
sosyal iligkilerde kullanilmas1 ve sosyal yasami normal bi¢ciminde oldugu gibi, sunma ve algilama
seklinde de bir degisiklige yol agmistir (Kiran vd., 2020: 436). Sosyal medya araglar1 kullaniminin moda
olmasi, sosyal medya araglar1 ortaminda gergek veya giinliikk yasamda duygularini ifade edemeyen ya
da yiiz ylize yapamadig faaliyetleri sosyal medya ortamlari sayesinde istedikleri an, istedikleri diisiince
ve duygu durumlarimi yansitmaya yonelik paylasimlarla yapabildigi ve kamuoyunun veya belli bir

grubun dikkatini gekmeyi basarabildigi bir alan haline gelmistir (Unlii, 2018: 168). Takip edilen gergek,
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takma isimli veya hayal iiriinii bireysel profiller veya sahte sosyal medya hesaplari, takipgilerin adeta
sosyal veya ger¢ek yasamlarinin bir pargast haline gelmekte, giinlik yasam faaliyetlerini
yonlendirebilmesinin yani sira, toplumsal yasam {izerinde doniistiiriicii bir rol oynamakta, kiiltiirel,
sosyal hatta psikolojik etkileriyle birlikte kisilerin, gruplarin olaylarin, toplumlarin yonetilmesinde veya
organize edilebilmesinde bilingli olarak kullanilabilmektedir (Aydin, 2016: 374).

Sosyal medya araclar1 ¢cok cesitli ve online olarak bulugsma alanlar1 olup, bireysel veya topluluk
halinde kiiresel iletisime ya da etkilesime olanak saglayarak giinliik yasamin sekillenmesinde, olaylarin
gelismesinde etkili olup, her yastan ve kiiltiirden insanlar1 bir araya getirdiginden ¢evrimici profillerini
olusturarak igerik iireterek (s6z, mesaj, fotograf, video, sohbet, canli yayin vb. goriintiiler {ireterek veya
paylasim yaparak) kendilerini istedigi sekilde ifade edebilmekte, hizli ve kiiresel boyutta iletisim
kurabilmektedir (Tutgun vd., 2020: 1291). Giinliimiizde sosyal medya araglarinin tercih edilmesinde
araliksiz etkilesimli iletisim kurulmasi, giindem ve modanin takip edilmesi, daha hizli haber, eglence,
pazarlama faaliyetlerinin gerceklestirilmesi ile ¢ok cesitli gelir elde edici reklam ve is imkéan1 saglama
gibi giiclii ve olumlu ydnleriyle vazgegilmez bir bagimlilik ve aligkanlik haline doniismektedir.

Sosyal medya araglari iizerinden kolayca gercek, takma isimli veya hayal {irlinii bireysel profiller
olusturabilen kullanicilar, tanidigi veya tanimadigi arkadas olmak istedigi tiim kullanicilarla etkilesime
girebilir, kigisel siyasi ve sosyo-ekonomik diisiince veya goriisleri dogrultusunda her tiirlii s6z, fotograf,
video, sohbet, canli yaym vb. icerik paylasimlar1 yapabilir veya paylasilan ilgi alanlarina dayanarak
sosyal medyada yer alan kullanicilarin tamamuyla cift tarafli iletisim kurabilirler (Kuss ve Griffiths,
2011: 3529). Sosyal medya araglarinda hesap agilmasi maliyeti olmayan veya ¢ok diisiik biitcelere
dayanmasi sebebiyle bireysel agidan ve kiigiik isletmeler igin tanitim ve pazarlama faaliyetleri agisindan
essiz firsatlar sunmaktadir (Qualman, 2012: 22). Son zamanlarda bireyler ve kiiciik yerel isletmeler
sosyal medya araglarimi kullanarak kolaylikla ve karli bir bi¢cimde {icretsiz veya ¢ok diisiik iicretle

tanitim ve pazarlama faaliyetlerini gerceklestirmektedir.

2.2023 TURKIYE DEPREMI VE SOSYAL MEDYA ARACLARININ
KULLANIMI

Sosyal medya araglarinin kullanimi, her tiirlii s6z, fotograf, video, sohbet, canli yayin vb. igerik
paylagimlar1 paydaslarinin biiyiik cogunluguna erken ve hizli bir iletisim ve bilgi paylagimi olusumunu
miimkiin kilmaktadir (Ngai and Jin, 2016; 454). Bilinen ve taninan sosyal medya araglar1 sarasinda
sayilan Twitter, Instagram, Tik Tok, Telegram, Youtube, Facebook, WhatsApp gibi uygulamalar
iizerinden {iiyeler/ kullanicilarin birbiriyle s6z, fotograf, video, sohbet, canli yayin vb. igerik ve bilgi
paylagimlarinin yani sira, herhangi bir sosyal olay, acil durum, dogal afet veya kriz siirecinde halki
yatistirmak, korkulari ortadan kaldirmak veya kritik siirecin asilmasina yardimci olmak ve
dezenformasyonu 6nlemek i¢in bilgi paylasim kaynag: saglamaktadir (Van der Meer and Verhoeven,
2013; 231). Sosyal medya araclarinin kullanimi, kriz ortami, afet ve acil durumlarda yardim

faaliyetlerine katilan kamu ve 06zel isletmelerin tamaminin birbirleriyle koordineli ve uyumlu bir
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bicimde en hizl iletisimini saglamasi i¢in ¢esitli avantaj saglamaktadir ve kriz ortami, acil durum ve
afetlerde gorev alan kisi ve kuruluslarin sosyal medya araglar1 kullanimina yonelik kriz planlar1 afet
veya kriz yonetimi odakli olmalidir (Karakulakoglu, 2015: 281-282). Sosyal medya araglar {izerinden
paylasilan pek cok olumlu veya olumsuz s6z, fotograf, video, sohbet, canli yayin vb. igerik paylasimlari
acil durumlarda veya kriz siire¢lerinde insanlarin psikolojisini ve toplumun genel moral seviyesi
iizerinde olumlu veya olumsuz etkileyebilmektedir.

Sosyal medya araglarinin iletisim agisindan bilingli kullanimi ve yonlendirme 6zelligi sayesinde,
bir olay, isletme veya iilke itibarinin ya da hedef kitlenin giivenini geri kazanilmasinda yardimc1 olabilir
(Wang, 2016: 45) Insanlari, isletmeleri ve iilkeleri oldukea ciddi bicimde etkileyen deprem, sel, kasirga,
tsunami ve iklim degisiklikleri gibi dogal afetlerin yan1 sira petrol sizintilari, enerji arizalari, terdr
olaylar1 gibi afet, acil durum veya kriz siirecinde sosyal medya araglar iizerinden gerceklesen diislince
ve duygu paylagimlarinin yani sira dayanisma ve yardimlagsma faaliyetleri sonucunda, bireylerin,
toplumlarin, isletmelerin ve tilkelerin afetler, acil durumlar ya da kriz siireclerindeki esnekliklerini ve
dayanikliliklarini artmaktadir (Zincir ve Yazici, 2013: 76). Sosyal medya araglarinda gergeklesen her
tirli s6z, fotograf, video, sohbet, canli yayin vb. igerik paylasimlar 6zellikle acil durum veya kriz
donemlerinde devlet kuruluslar1 veya yetkili kamu yoneticileri tarafindan yogun bir bigimde kullanilan
onemli bir pazarlama iletisim araci olmaktadir ve kriz ydneticileri Onemli kritik siireclerde
gerceklestirdikleri paylasimlarla acil durum veya kriz siirecini yonetmekte ve olusabilecek problemlere
kars1 onlem alabilmektedir (Sar1 ve Oztung, 2021: 804). Kriz ortamu, afet, acil, olagandis1 veya kritik
siiregler yasanirken, zamaninda, dogru ve etkili iletisimin kurulmasinda sosyal medya araglar iizerinden
yapilan her tiirlii s6z, fotograf, video, sohbet, canli yayin vb. icerik paylagimlari hayati 6neme sahip
olup, kaos ya da kompleks bir ortamin engellenmesinde sosyal medya araglari iizerinden yanls bilgi
veya dezenformasyonun yapilmamasi saglikli iletisim kurulmasinda esastir. Kriz ortami, afet ve acil
durumlara hazirlikli olmak, bu tiir 6nemli ve kritik siireglerde dogru, aninda, etkili ve hizli kararlar
alabilmek, riskli olmasina karsin alinan kararlar1 basariyla uygulayabilmek kadar krizden etkilenecek
biitiin kesimlerle hizli ve etkili iletisim kurabilmek ve bunu gergeklestirirken de dogru iletisim araglarini
tercih edebilmek de olduk¢a 6nemlidir. Tiirkiye genelinde son zamanlarda yasanan olaganistii hal, acil
durum, deprem, sel gibi dogal afetler olarak adlandirilan kritik siireglerde sosyal medya araclari
kullaniminin ¢ekiciligi ve popiilaritesi siirekli artmaktadir ve normal zamanlardan ¢ok daha fazla s6z,
fotograf, video, sohbet, canli yayin vb. i¢erik paylasimlar1 siyasi ve sosyo-ekonomik agidan yapilan
paylagimlara yonelik takipgilerin diisiince, yorum, begeni, elestirileri gerceklesmektedir.

Kendisinden 6nceki iletisim araglarinin tiim 6zelliklerinin tamamini biinyesinde bulunduran ve
yeni fonksiyonlar gelistiren Twitter, WhatsApp, Tik Tok, Messenger, Instagram, Facebook, Snapchat,
Pinterest, Telegram gibi uygulamalardan olusan sosyal medya araglari, hemen her alanda oldugu gibi
acil durum, afet, kritik veya kriz siireclerinde iletisim kaynakl yetkili yoneticilere, kendi igeriklerini
olusturup yayinlama, yazili ve gorsel basin gorevlilerine duyulan bagimlilig azaltma, hedef kitleleriyle

interaktif iletigim kurabilme, hedef kitlelerin tepkilerini (feedbacklerini) dogrudan ve hizli 6grenebilme,
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davetiye, afis gibi basili iletisim araglarinin kullanimini asgari diizeye diisiirerek maliyetleri azaltma,
gorlintiili ve sesli videolarin yapimimi gergeklestirip istenilen uzunlukta, istenilen tarzda
yayinlayabilme, hedef kitlelere gore spesifik yayin yapabilme, zaman kisitlamasiz igerik
yayinlayabilme, herhangi bir konuda, kisa siirede, kiiresel verileri tarayip bilgiye kolayca ulasabilme,
isletme hafizasma (kurulus arsivine) aninda erigebilme, hedef kitleleri iizerinde istedigi zamanda ve
istedigi dogrultuda kolayca algi olusturabilme gibi firsatlar saglamaktadir (Cer¢i vd., 2020: 184).
Glintimiizde hemen her olayda ya da acil, olagandis1 veya kritik siirecte sosyal medya araglarinin
kullaniminda temel amag iletisim ve bilgi paylagiminin yapilmasinin yan sira siire¢ hakkinda tanitim
ve pazarlama faaliyetlerinin etkili ve yonlendirebilir bir sekilde yapilmaya ¢alisilmasidir. 13 milyon
insanin yagadigi 11 ili etkileyen Kahramanmaras merkezli iki depremden ilki 6 Subat 2023 saat 04.17°de
Pazarcik merkez iissiinde 7.7 siddetinde, ikinci deprem ise ayni giin saat 13.24’te Elbistan merkez
issiinde 7.6 olarak yaklasik bir dakikadan fazla siire gerceklesmistir. Acil, olagandis1 veya kritik
olaylarin yasandigi 2023 Tiirkiye deprem siirecinde sosyal medya araglari tizerinden gergeklestirilen her
tirlii s6z, fotograf, video, sohbet, canli yayi vb. igerik paylasimlar takipgileri psikolojik ve sosyolojik
yonden olumlu veya olumsuz olarak etkilemistir. 2023 Tiirkiye deprem siirecinde bilgilerin siirekli
degismesinde, yenilenmesinde ve olaylarin gelisiminde veya yonlendirilmesinde sosyal medya
araglarimi kullanan ya da takip eden insanlarin her tiirlii s6z, fotograf, video, sohbet, canli yaym vb.
icerik paylasimlar hakkinda diisiincelerini, begenilerini, elestirilerini kolaylikla belirttikleri ve ifade

ettikleri yerler arasinda sosyal medya araglari ilk sirada yer aldi.
3. LITERATUR TARAMASI

Literatiirde 6zellikle pazarlama alaninda son zamanlarda sosyal medya araglarinin etkiledigi veya
iligkili oldugu arastirma sayilarinin hizla arttign goriilmektedir. Literatiirde sosyal medya araglarinin
kullanim ile ilgili yapilan pek ¢ok caligma yer almasina ragmen, olaganiistii ya da acil durumlarda veya
kritik siireclerde (savas, olaganiistii hal, deprem, sel gibi dogal afetler vb.) sosyal medya araglarinin
kullanimi ile ilgili herhangi bir arastirmaya rastlanilmamistir. Kriz ddnemlerinde sosyal medya araglarinin
kullanimin birlikte ele aldig1 akademik yaymlar sinirli olup, bu ¢alismanin konusu olan ve acil durumlarda
veya kritik siireclerde (savas, olaganiistii hal, deprem, sel gibi dogal afetler vb.) sosyal medya araclarimn

kullanimi1 konularinda literatiirde yer alan aragtirmalar 6zet olarak Tablo 1’°de yer almaktadir.

Tablo 1. Literatiirde Yer Alan Arastirmalar

Arastirmaci ve Yih Arastirma Sonuclari

Plotnick vd., (2009) Arastirmacilarin acil ve kriz durumlarda mesajlarin sosyal medya araclari {izerinden etkin
B bir sekilde yayilmasi i¢in yazilim gelistirmeye ¢alisilmasini ortaya koymuslardir.
Ahn, (2011) Sosyal medyanin kullanim amaglarmi etkileyen onemli degiskenlerden birinin yas
' oldugunu belirtmistir.
Ogrencilerin, sosyal medya araclarmi en fazla baskalariyla etkilesim kurma amaciyla

Agosto vd., (2012) kullandiklarmi belirtmisglerdir.

50



Ruhan IRT

Alexander, (2013)

Eren, (2014)

Bat ve Yurtseven, (2014)

Cetin ve Toprak, (2016)

Jong ve Diicker, (2016)

Erol, (2017)

Diyadin ve Ozdil, (2017)

Kartal vd., (2017)

Demir vd., (2018)

Cerci vd., (2020)

Demirdz, (2020)

Kiran vd, (2020)

Salahuddin vd., (2020)
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Sosyal medya araclarmin diinya genelinde halk tarafindan yaygin olarak
benimsenmesi ve kullanilmasi, acil durum ve kritik siirecte yoneticilerin calisma
uygulamalarini siirecin gelisimindeki zorluklara ve potansiyeline gore uyarlamalari
gerektigini, ayn1 zamanda, etik uyarilar dikkate alinarak krizler ve acil durumlar
meydana geldiginde sosyal medya araglarinin kotiiye kullanimina ve dezenformasyon
veya suistimal edilmemesini belirtmistir.

Sosyal medya araglarinin kullanim amaglart 6lgegini gelistirmistir.

Sosyal medya araglari iizerinden kurumsal kriz yonetiminin, kurumun itibari i¢in biiyiik
deger tasidigini ve yapilacak yanlis paylasimlarin uzun siirecte hedef kitlelerde olusturulan
kurulus itibarin1 zedeleyebilecegini belirtmistir.

Volkswagen firmasinin olusturdugu kriz iletisim komitesi ile 2015-2016 yilindaki
emisyon krizine ¢ok kisa zamanda miidahale ettigini, kamuoyunu ozellikle ilk ay
icerisinde bilgi bombardimanina tutarak kamuoyunda olusmasi muhtemel bilgi
dezenformasyonunu engelledigini, her tiirlii s6z, fotograf, video, sohbet, canli yayin vb.
igerik paylasimlart sayesinde takipgilerinde yeniden bir giiven duygusu olusturdugunu,
ayrica yayimlanan yeni igeriklerle de krize sebep olan emisyon ile ilgili yeni projeler
tanitildigini ve krizi firsata doniistiirme stratejilerini aradigini belirtmistir.

Hollanda’da yasanan bir kriz siirecinde Twitter kullanicilarinin yorumlarmnim, fikirlerin
hizla yayildigi dezenformasyon ve yanlis sOylemlerin de ayni hizda yayilabilecegi
sonucuna ulasmislardi.

Hiz ve degisimin iizerindeki etkisinin egemen oldugu giiniimiiz sosyal hayatinda olugan
mevcut toplumsal yapi, titopik hedefler olan rahat ve liiks hayat ideali odakli diislinceye
ulagilmasinda sosyal medya araglarinin proaktif kullanimini gerekli kildigini belirtmistir.

Acil durum, kritik veya kriz siiregleriyle karsilasan igletmelerin, isletme i¢i ve isletme dist
iletisime dnem vermeleri gerektigini, kriz yonetimi stratejilerinde sosyal medya araglarmin
kullanimi1 konusunda uzman paydaslarin da bulunmasinin yararli olacagini belirtmislerdir.

Sosyal sermayenin belirleyicileri olarak dijital ugurum ve sosyal medya okur-yazarliginin
etkili olma potansiyelinin mevcut oldugunu belirlemistir.

Sosyal medya araglar1 iizerinden krize yanit stratejilerinin kurumsal itibar, giiven ve
davranigsal niyet {izerindeki etkisi karsilastirmali olarak incelediginde, fark yaratan
stratejinin ii¢ degisken iizerinde de aciy1 paylasma /anlayis stratejisi oldugu tespit etmistir.

Sosyal medya kullanicilarinin Covid-19 pandemi siirecinde bilgi edinmek, iletisim kurmak,
giindemi takip etmek ve haber almak i¢in sosyal medya araglarini kullanmayt tercih ettigini
belirtmistir.

Sosyal medya araglarinin etkili ve bilingli kullamminin acil durumlarda veya Kritik
stireglere (savag, olaganiistii hal, deprem, sel gibi dogal afetler vb.) yonelik bilgilendirme
ve bilinglendirme yapilmasimin (kamu spotlar1 vb.), acil durum iletisimini saglamanin,
yetkili yoneticiler tarafindan acil durum veya kritik siiregten etkilenenlere yonelik uyarilar
yayinlamanin, yardim faaliyetlerini koordine etmek gibi ¢esitli faaliyetlerde 6nemli dl¢iide
fayda saglayarak bilingli bir toplum olusacagin belirtmistir.

Bireylerde sosyal medya bagimliligt ile sosyal medya araglari iizerinden
gergeklestirilen igerik paylagimlarinin bireyler {lizerindeki etkisinin cinsiyete gore
farklilik gosterdigini, icerik paylagmak, iletisim kurmak, moday1 takip etmek, yeni
insanlarla tanigmak amaglar1 ile sosyal medya araglarimi kullanmak ile cinsiyet
arasinda iliski oldugunu ortaya koymuslardir.

Endonezya devletinin pandemi siirecinde sosyal medya araglarindan Twitter’in kamu
yoneticileri tarafindan bir iletisim ve koordinasyon araci olarak halk: bilgilendirmek



2023 Tiirkiye Deprem Siirecinde Yasanan ve Gelisen Olaylarda Sosyal Medya Kullaniminin Onemi: Nigde ve Yéresi Sosyal
Medya Kullanicilarina Yonelik Bir Aragtirma

ve pandemi siirecinde destek ve birlik olmak amaciyla kullanildig1 ve sosyal medya
araglari iizerinden ortak duygu ve diisiincelerin olusturuldugu sonucuna ulagmslardir.

Y kusagi, Baby Boomer ve Z kusagina gore sosyal medya araglarimmin kullaniminda

kendilerini daha yeterli gordiiklerini, Z kusag: erkekleri ayni1 kusaktaki kadinlara gore

kendilerini sosyal medya araglarini kullanmada daha profesyonel bulduklarinin yani sira,

sosyal medya araglarini 3 saatten fazla kullanan takipgilerin daha az kullananlara gore

(2020) sosyal medya kullaniminda stireklilik sagladig1 ve kendilerini daha yetkin bulduklarini
belirlemislerdir, Yine, Baby Boomer kusagi en cok Facebook’u kullanirken, Y kusagi en
¢ok Instagram’i tercih etmekte, Z kusaginda ise Instagram ve Youtube tercihleri
yiikseligte oldugunu belirtmislerdir.

Tutgun Unal ve Deniz,

Tiirkiye Saglik Bakanligi’nin pandemi siirecinde resmi Twitter hesabimi kriz iletisimi
bakimindan daha aktif ve etkin kullandigimi, aymi siiregte ABD Saglik Bakanligi’nin ise kriz
iletisimi yonetimi gerceklestiremedigini veya geg kaldigim ve Twitter hesabin kriz iletigimi
baglaminda daha az kullandig1 sonucuna ulasmuslardir.

Ates ve Baran, (2020)

Saglik Bakani Fahrettin Koca’nin sosyal medya araglarindan Twitter paylasimlarinda
yasanan gelismeleri aninda ve dogru aktarmada, pandemi siirecinde uygulanabilecek

Sar1 ve Oztung, (2021)  6nlemleri agiklamada ve vatandaslarin kaygi veya tedirginligini azaltic1 bilgilendirici
enformasyonu hedef kitleye ulagtirmada, bir acil durum veya kriz iletisim araci olarak
kullandig1 sonucuna ulagmuglardir.

Literatiirde yer alan sosyal medya araglarinin olaganiistii ya da acil durumlarda veya kritik
stireclerde kullanimu ile ilgili aragtirmalar incelendiginde, Covid 19 pandemi siirecinde sosyal medya
araclarinin kullanimu ile isletmelerin yasadigi kriz donemlerinde sosyal medya araglarinin kullanim ile
ilgili arastirmalarin yogunluk kazandig1 goriilmektedir. Yine literatiirde pazarlama alaninda sosyal medya
araglar1 ile ilgili arastirmalar incelendiginde ise, sosyal medyanin pazarlama iletisimine etkisi ve 6nemi,

sosyal medya araglarinin tiiketici satin alma davranigina etkisi gibi konulari 6n plana ¢ikmaktadir.

4. NiGDE VE YORESI SOSYAL MEDYA KULLANICILARININ 2023 TURKIYE
DEPREM SURECINDE YASANAN VE GELISEN OLAYLARDA SOSYAL MEDYA
KULLANIMININ ONEMINE YONELIK TUTUM VE ALGILAMALARIYLA ILGILi
YAPILAN BiR ARASTIRMA

Son zamanlarda sosyal medya araglarinin proaktif kullanilmasi sonucu sosyal medya araglari
tizerinden soz, fotograf, video, sohbet, canli yayin vb. igerik paylasimlari siirecinden olumlu veya
olumsuz yonde etkilenmeyen herhangi bir alan, sektor, isletme, kisi veya disiplin bulunmamaktadir.
Pazarlama faaliyetleri agisindan, sosyal medya araglari lizerinden gerceklestirilen her tiirlii s6z, fotograf,
video, sohbet, canli yayin vb. igerik paylagimlari tiiketici davraniglari bakimindan sosyal medya
takipcilerinin etkilenme diizeyleri ile olaylarin gelisiminde ve yonlendirilmesi agisindan 6nemlidir.
Bununla birlikte, gliniimiiz sosyal medya araglarini kullanan isletme ve bireylerin tanitim ve pazarlama
faaliyetlerine olan etkisinin basta pazarlama yoneticileri olmak iizere konuyla ilgili i¢ ve dis paydaslar
tarafindan 6grenilmek istenmesine duyulan ihtiyag, bu konuda ¢alisma gergeklestirilmesinin dikkat

cekiciligini ortaya ¢ikarmaktadir. isletmeler, kamu kurum ve kuruluslar tarafindan acil durumlarda ve
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kriz siireglerinde sosyal medya ara¢larinin kullanimi olaylarda yasanan gelismelerin yonlendirilmesinde

ve tiim pazarlama faaliyetleri siireci ile pazarlama iletisim siirecine katki ve kolaylik saglamaktadir.
4.1. Arastirmanin Amaci ve Onemi

Arastirma, 2023 Tiirkiye deprem siirecinde yasanan olaylarla ilgili sosyal medya araglari lizerinden
gerceklestirilen tiim s6z, fotograf, video, sohbet, canli yayin vb. igerik paylasimlarina yonelik olarak Nigde
ve yoresi sosyal medya kullanicilarmin diisiince, goriis ve algilamalarini degerlendirilerek incelenmesi ve
sosyal medya kullanimlarmin pazarlama kapsaminda degerlendirmek amaciyla hazirlanmigtir. Aragtirma
sosyo-ekonomik hayatta yasanan acil durumlarda veya kritik siireclerde (savas, olaganiistii hal, deprem, sel
gibi dogal afetler vb.) sosyal medya araglarinda paylasilan yanlis ve dezenformasyon bilgiye neden
olabilecek soz, fotograf, video, sohbet, canli yayin vb. i¢erik paylasimlarin olaylarin gelisiminde ve ilerleme
stirecine zarar verilmesini engellemek, yapilan her tiirlii paylasimin neden oldugu tanitim ve pazarlama
faaliyetlerinin dogru gerceklestirilmesinin saglanmasi ve gelecekte yapilacak aragtirmalarda yararlanilmasi
bakimindan da 6nemlidir. Arastirma, sosyal medya kullanimimnin toplum genelinde yasanan acil ve 6nemli
olaylar karsisinda, olaylarin gelisiminde ve yonlendirilmesinde sosyal medya paylagimlarinin giiciiniin ve
etkisinin ortaya konmasina katki saglayabilecektir. Yine arastirma, 2023 Tiirkiye deprem siirecinde sosyal
medya araglari lizerinden yapilan her tiirlii s6z, fotograf, video, sohbet, canli yayin vb. i¢erik paylasimlari ile
takip edilen hesaplarin paylagimlar ile ilgili Nigde ve yoresindeki sosyal medya kullanicilarinin duygu,
diisiince, begeni, elestiri, yorum ve onaylamalar1 hakkindaki algilamalarinin incelenmesi ve sosyal medya
iizerinden yapilan paylasimlar dogrultusunda deprem siirecinde yasanan acil ya da kritik olaylar siirecinde
sosyal medyanin dogru ve etkin kullaniminin incelenmesi bakimimdan 6nemlidir. Arastirma, yaganabilecek
acil ve onemli olaylar karsisinda, kriz siirecinin yonetilmesinde sosyal medya araglarinin kullanimimin
toplum genelinde olaylarin gelisiminde ve yonlendirilmesinde sosyal medya paylagimlarmin giiciiniin ve

etkisinin ortaya konmasina katki saglayabilecektir.
4.2. Arastirmanin Kapsam

Arastirma 01-31 Mart 2023 tarihleri arasinda, Nigde ve yoresinde sosyal medya araglari lizerinden
her tiirlii s6z, fotograf, video, sohbet, canli yayin vb. igerik paylagimlar1 yapan veya takip eden aktif
sosyal medya kullanicilar ile yapilan yiiz yiize goriismelerle gergeklestirilen anketler neticesinde elde

edilen veriler ve bilgiler dogrultusunda gergeklestirilmistir.
4.3. Arastirmanin Yontemi

Aragtirmada yapilan frekans dagilimlari, ortalama ve giivenirlik galigmalari, Nigde ve yoresinde
yasayan ve sosyal medya araclar lizerinden her tiirlii s6z, fotograf, video, sohbet, canli yaymn vb. igerik
paylasimlar yapan veya takip eden en az bir sosyal medya hesabim aktif olarak kullanan ve yargisal olarak
secilen 343 sosyal medya kullanicisiyla yiiz ylize yapilan anketlerden elde edilen veriler ile

gergeklestirilmistir. %95 giiven araliginda mevcut ana kiitleyi yeterli diizeyde temsil edecegi varsayilan
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orneklem sayist 343 olarak belirlenmistir. Nigde Omer Halisdemir Universitesi Etik Kurulu tarafindan
03.03.2023 tarih ve E-86837521-050.99-327544 Etik Kurul say1 numarasiyla aragtirma igin gerekli izin
verilmistir. Ger¢eklestirilen aragtirma, mevcut durumu belirlemeye yonelik tanimlayici durum tespiti yapmak
amacinda kesifsel bir arastirma olup, konu ile ilgili literatiir taranarak, daha 6nce yapilmis olan benzer
arastirma sonuglar1 incelenmis, elde edilen bilgiler ve yazarm diisiinceleri dogrultusunda hazirlanan “2023
Tiirkiye Depreminde yasanan ve gelisen olaylarda sosyal medya kullaniminin éneminin incelenmesi ve
degerlendirilmesi” isimli anket formu Nigde ve yoresinde yasayan ve en az bir sosyal medya hesabini aktif
olarak kullanan sosyal medya kullanicistyla yapilan gériismeler sonucunda gerceklestirilmistir.

Anket {i¢ boliimden ve toplam 27 sorudan olugsmaktadir. Anketin ilk boliimil katilimcilar hakkindaki
demografik bilgileri, ikinci ve iiglincii boliimleri ise sosyal medya araclar lizerinden yapilan her tiirlii s6z,
fotograf, video, sohbet, canli yayin vb. icerik paylagimlarina yonelik Nigde ve yoresi sosyal medya
kullamecilarinin duygu, diistince, begeni, elestiri, yorum ve onaylamalart hakkindaki algilamalari ile goriislerine
yonelik bakis agilarin1 belirlemeye iligkin likert tipi derecelendirme sorularindan olusmaktadir. Likert tipi
derecelendirme sorularinda daha 6nce literatiirde yer alan ¢aligmalardan faydalanilmigtir. Anket formunda yer
alan sorular arastirmada belirlenen amaglarla uyumlu bir bicimde olusturulmaya ¢aligilmis olup, katilimcilart
etkilememek igin yonlendirici sorularin sorulmamasina dikkat edilmistir. Tanimlayict bir aragtirma olmasi
sebebiyle hipotez ve model kurulmayan arastirma, 01-31 Mart 2023 tarihleri arasinda olusturulan anket formlari
yiiz yiize gériisme yontemiyle Nigde ve yoresindeki sosyal medya araglarnt kullanicilarina uygulanmustir.
Arastirmada 6rneklemin Nigde ve yoresindeki sosyal medya kullanicilart segilmesindeki en 6nemli sebep, 2023
Tiirkiye deprem siirecinde depremden etkilenen bdlgeye yakin olmasi ve gergeklestirilen lojistik, destek ve
yardim faaliyetlerinde sosyal medya araglarinin kullanim diizeyini en iyi bilen ve yasayan taraf ve paydaslar
olmasindan kaynaklanmaktadir. Veriler SPSS for Windows 28.0 istatistik hazir paket programinda
degerlendirilmistir. Arastirmaya katilanlarin demografik 6zellikleri ile sosyal medya araglarim kullanmalarryla
ilgili secenekli sorularda verilerin analiz edilmesinde bazi tanimlayici istatistiklerden yararlanilmugtir.

Arastirmada, Nigde ve yoresi sosyal medya kullanicilarinin 6rneklem secilmesinde, deprem bolgesine
yakin bir yer olmasi sebebiyle 2023 Tiirkiye deprem siirecinde sosyal medyay1 daha fazla kullanmalar ile
yardim ve lojistik destek saglamayi diger bolgelere gore sorunlart daha fazla takip etmelerinin sonucu olarak
halkla iligkiler ya da iletisim faaliyetleri agisindan daha objektif ve dogru bilgiler/ degerlendirmeler elde
edilmesinde etkili olmustur. Tablo 2’de arastirma kapsaminda Nigde ve yoresi aktif sosyal medya kullanan

ve anket gergeklestirilen katilimcilarin demografik 6zellikleri yer almaktadir.

Tablo 2. Nigde ve Yoresi Sosyal Medya Kullanicilarinin Demografik Ozellikleri

Yas f % Cinsiyet f %

18 Yas ve Alt1 12 3,5 Erkek 170 49,6
19-25 Yas Arasi 181 52,8 Kadin 173 50,4
26-36 Yas Arasi 76 22,2 Medeni Durum f %

37-47 Yas Arasi 37 10,8 Bekar 235 68,5
48-59 Yas Arasi 36 10,5 Evli 101 29,5
60 Yas ve Uzeri 1 3 Diger 7 2,0
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Egitim f % Mesleginiz f %
[Ikogretim 8 2,3 Isci 26 7.6
Lise 46 13,4 Memur 44 12,8
Universite 259 75,5 Emekli 6 1,7
Lisansiistii ve Diger 30 8,7 Ogrenci 161 46,9
Gelir f % Serbest Meslek 16 4,7
8.500 TL’ den az 193 56,3  lIssiz 36 10,5
8.501-12.000 Arasi 56 16,3  Ciftei 2 6
12.001-15.000 Arasi 30 8,7 Ev Hanimi 10 2,9
15.001-20.000 Arast 34 9,9 Esnaf-Tacir 16 4,7
20.001-30.000 Aras1 20 5,8 Akademisyen 16 4,7
30.001 TL ve tizeri 10 2,9 Diger 10 2,9
Toplam 343 100

Nigde ve yoresi sosyal medya kullanicilarinin %75,5°1 liniversite mezunu, %52,8’1 19-25 yas

arasi, %68,5’1 bekar ve %56,31 8.500 TL’den az aylik gelire sahip katilimcilardan olugsmaktadir.
4.4. Arastirmanin Bulgular ve Degerlendirilmesi
4.4.1. Arastirmanin Bulgulari ve Degerlendirilmesi

Tablo 3’te Nigde ve yoresindeki sosyal medya kullanicilarinin sosyal medya kullanim tecriibeleri/
siireleri durumlaria yonelik bilgiler yer almaktadir.
Tablo 3. Nigde ve Yoresi Sosyal Medya Kullanicilarimin Aktif Olarak Sosyal Medya Araclarim1 Kullanim

Siireleri/ Tecriibeleri Durumlar1 Dagilimi
Nigde ve Yoresi Sosyal Medya Kullanicilarinin Aktif Sosyal

Medya Kullanim Siireleri/ Tecriibeleri i ke
1 Yildan Az 2 6

1-3 Y1l Arasi 38 11,1
4-10 Y1l Arast 201 58,6
11 Y1l ve Daha Fazla 102 29,7
Toplam 343 100

Nigde ve yoresi sosyal medya kullanicilarinin, %58,6°s14-10 y1l arasi, %29,7’si ise 11 yil ve daha

fazla siire aktif olarak sosyal medya araglarini kullandiklarini belirtmislerdir.

Tablo 4. Nigde ve Yoresi Sosyal Medya Kullanicilarinin Giinliik Sosyal Medya Kullanim Siireleri
Durumlari Dagilimi

Nigde ve Yoresi Sosyal Medya Kullanicilarinin

Giinliik Sosyal Medya Kullanim Siireleri f %
1 Saatten Az 22 6,4
1-2 Saat Arasi 110 32,1
3-5 Saat Arasi 151 44.0
6-10 Saat Arasi 46 13,4
11 Saat ve Daha Fazla 14 4,1
Toplam 343 100

Tablo 4’te Nigde ve yoresi sosyal medya kullanicilarinin giinliik sosyal medya kullanim siireleri
yer almakta olup, Nigde ve yoresi aktif sosyal medya kullanicilarinin %44’ giinde en az 3-5 saat arast,

%?32,1’1 giinde en az 1-2 saat aras1 ve %13,4’1i ise giinde en az 6-10 saat arasi sosyal medya araclar
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tizerinden her tiirlii s6z, fotograf, video, sohbet, canli yayin vb. icerik paylagimlarim takip ettiklerini
veya s0z, fotograf, video vb. igerik paylasimlarinda bulunduklarini belirtmektedir.
Tablo S. Nigde ve Yoresi Sosyal Medya Kullanicilarimin En Fazla Kullandiklary/ Takip Ettikleri veya

Paylasim Yaptiklar1 Sosyal Medya Araglar:1 Durumlari Dagihim
Nigde ve Yoresi Sosyal Medya Kullanicilarinin En Fazla

Kullandiklary Takip Ettikleri veya Paylasim Yaptiklar Sosyal f %
Instagram 63 18,4
Whatsapp 26 7,6
Twitter 14 4,1
TikTok 6 1,7
Facebook 4 1,2
Youtube 2 6
Telegram 2 ,6
Hepsi 12 3,6
Instagram ve Whatsapp 40 11,7
Instagram, Twitter ve Whatsapp 26 7,6
Instagram, Facebook ve Whatsapp 16 4,7
Instagram, Twitter, Youtube ve Whatsapp 16 4,7
Instagram ve Twitter 14 41
Instagram, Youtube ve Whatsapp 12 3,5
Instagram, Twitter, TikTok, Youtube ve Whatsapp 12 3,5
Instagram, Facebook, Telegram ve Whatsapp 6 1,7
Instagram ve Youtube 6 1,7
Instagram, Twitter, Facebook, Youtube ve Whatsapp 6 1,7
Instagram, Twitter, TikTok ve Whatsapp 6 1,7
Twitter, Youtube ve Whatsapp 6 1,7
Instagram, TikTok ve Whatsapp 4 1,2
Instagram, TikTok, Facebook ve Whatsapp 4 1,2
Instagram, Twitter ve Facebook 4 1,2
Instagram, Twitter, Telegram ve Whatsapp 4 1,2
Instagram, Twitter, Telegram, Facebook ve Whatsapp 4 1,2
Instagram, Twitter, Telegram, Youtube ve Whatsapp 4 1,2
Instagram, Twitter ve TikTok 4 1,2
Instagram, Telegram, Facebook ve Whatsapp 2 ,6
Instagram, Telegram, Youtube ve Whatsapp 2 ,6
Instagram, TikTok ve Youtube 2 ,6
Instagram, Twitter ve Telegram 2 ,6
Instagram, Twitter, Facebook ve Whatsapp 2 ,6
Instagram, TikTok, Youtube ve Whatsapp 2 ,6
Instagram, TikTok ve Youtube 2 ,6
Instagram, TikTok, Telegram, Youtube ve Whatsapp 2 6
Instagram, TikTok, Telegram, Youtube ve Facebook 2 6
TikTok ve Whatsapp 2 ,6
Toplam 343 100

Tablo 5’te arastirmaya katilan Nigde ve yoresi sosyal medya kullanicilarinin en fazla kullandiklary/
takip ettikleri veya paylasim yaptiklari sosyal medya araglari dagilimlar1 yer almaktadir. Nigde ve yoresi

sosyal medya kullanicilarinin %18,4’1 Instagram, %7,6’s1 Whatsapp, %4,1’1 Twitter ve %3,6’s1 tiim sosyal
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medya araglarini kullandiklarini ya da soz, fotograf, video, sohbet, canli yayin vb. icerik paylagimlarin takip
ettiklerini veya soz, fotograf, video vb. igerik paylasimlarinda bulunduklarini belirtmektedir.
Tablo 6. Nigde ve Yoresi Sosyal Medya Kullamicilarinin Sosyal Medya Araclar1 Uzerinden S6z, Fotograf,

Video, Sohbet, Canh Yayn vb. icerik Paylasim Yapma Sikhklar1 Durumlari Dagilim
Sosyal Medya Kullanicilarinin Sosyal Medya Araclari

Uzerinden Soz, Fotograf, Video, Sohbet, Canli Yayin vb. i¢erik f %
Her giin 46 13,4
Haftada Bir Defa 59 17,2
On Giinde Bir Defa 52 15,2
Ayda Bir Defa 60 17,5
Yilda Birka¢ Defa 26 7,6
Sadece Ihtiya¢ Duydugumda 80 23,3
Higbir Zaman 20 5,8
Toplam 343 100

Aragtirmaya katilan Nigde ve yoresi sosyal medya kullanicilarinin sosyal medya araclari
iizerinden soz, fotograf, video vb. icerik paylasim yapma sikliklar1 durumlarina yonelik veriler
Tablo 6’da yer almaktadir. Nigde ve yoresi sosyal medya kullanicilarinin %23,3’1 sadece ihtiyag
duyduklarinda, %17,5’i en az ayda bir defa, %17,2’si en az haftada bir defa, %15,2’si en az on
gilinde bir defa ve %13,4’1i en az giinde bir defa sosyal medya araglari izerinden s6z, fotograf, video
vb. igerik paylasim gergeklestirdiklerini belirtmektedir.

Tablo 7. Katihmcilarin Sosyal Medya Araclar1 Uzerinden Soz, Fotograf, Video, Sohbet, Canh Yaymn vb.

icerik Paylasimlarin Ger¢ek Hayatta Yasanan Olaylarin Gelisiminde veya Olaylarin Yonlendirilmesi
Uzerindeki Etkisine iInanma Durumlar1 Dagilinn

Sosyal Medya Kullamecilarinin Sosyal Medya Araclar1 Uzerinden Soz, Fotograf, Video,

Sohbet, Canli Yayin vb. icerik Paylagimlarin Ger(;ek.Hayatta Yasanan Olaylarin Gelisiminde f %
veya Olaylarin Yonlendirilmesi Uzerindeki Etkisine Inanma Durumlari

Evet 295 86,0
Hayir 48 14,0
Toplam 343 100

Tablo 7°de Nigde ve yoresi sosyal medya kullanicilarinin sosyal medya araglar {izerinden s6z,
fotograf, video vb. icerik paylasimlarin gercek hayatta yasanan olaylarin gelisiminde veya olaylarin
yonlendirilmesi tizerindeki etkisine inanma durumlan yer almakta olup, katilimcilarin %86’s1 sosyal
medya araclar1 lizerinden s6z, fotograf, video vb. igerik paylagimlarin gergek hayatta yasanan olaylarin
gelisiminde veya olaylarin yonlendirilmesi iizerindeki etkisine inandiklarini belirtmektedir. Tablo 7’de
yer alan verilere gore sosyal medya araglar iizerinden s6z, fotograf, video, sohbet, canli yayin vb. igerik
paylasimlarin gergek hayatta yasanan olaylarin gelisiminde veya olaylarin yonlendirilmesi iizerindeki

etkili oldugu sdylenebilir.

Tablo 8. Nigde ve Yaoresi Sosyal Medya Kullamcilarinin 2023 Tiirkiye Deprem Siirecinde Sosyal Medya
Araclar1 Uzerinden S6z, Fotograf, Video, Sohbet, Canh Yaym vb. Icerik Paylasimlarin Deprem Siirecinde
Yasanan Olaylarin Gelisiminde veya Yonlendirilmesi Uzerindeki Etkisine Inanma Durumlar: Dagilim
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Sosyal Medya Kullamcilarinin 2023 Tiirkiye Deprem Siirecinde Sosyal Medya Araclar1 Uzerinden
Soz, Fotograf, Video, Sohbet, Canh Yaym vb. icerik Paylasimlarin Deprem Siirecinde Yasanan f %
Olaylarm Gelisiminde veya Yonlendirilmesi Uzerindeki Etkisine inanma Durumlar

Evet 263 76,5
Hayir 80 235
Toplam 343 100

Tablo 8’de arastirmaya katilan Nigde ve yoresi sosyal medya kullanicilarinin 2023 Tiirkiye
deprem siirecinde sosyal medya araglari iizerinden her tiirlii s6z, fotograf, video, sohbet, canli yayin
vb. icerik paylagimlarin deprem siirecinde yasanan olaylarin gelisiminde veya olaylarin
yonlendirilmesi {izerindeki etkisine inanma durumlar1 dagilimlar yer almaktadir. Nigde ve yoresi
sosyal medya kullanicilarinin %76,5°1 2023 Tiirkiye deprem siirecinde sosyal medya araglari
iizerinden soz, fotograf, video, sohbet, canli yayin vb. icerik paylasimlarin deprem siirecinde
yasanan olaylarin gelisiminde veya olaylarin yonlendirilmesi iizerindeki etkisine inandiklarini

belirtmektedir.

Tablo 9. Nigde ve Yoresi Sosyal Medya Kullanicilarinin 2023 Tiirkiye Deprem Siirecinde Kullandiklary/
Takip Ettikleri veya Paylasim Yaptiklar1 Sosyal Medya Araclar1 Dagilim

Nigde ve Yoresi Sosyal Medya Kullanicilarinin 2023 Tiirkiye

Deprem Siirecinde Kullandiklary Takip Ettikleri veya Paylasim f %
Yaptiklar1 Sosyal Medya Araclan Tiirleri

Instagram 77 22,4
Twitter 40 11,7
Whatsapp 13 3,8
Facebook 11 3,2
TikTok 2 ,6
Youtube 2 ,6
Telegram 2 ,6
Hepsi 6 1,7
Instagram ve Twitter 46 13,4
Instagram, Twitter ve Whatsapp 40 11,7
Instagram ve Whatsapp 24 7,0
Instagram, Facebook ve Whatsapp 8 2,3
Instagram, TikTok ve Whatsapp 6 1,7
Instagram ve Facebook 4 1,2
Twitter ve Youtube 4 3,5
Facebook ve Whatsapp 4 1,7
Youtube ve Whatsapp 4 1,7
Instagram, Twitter ve TikTok 4 1,7
Instagram, Youtube ve Whatsapp 4 1,7
Instagram, Facebook, Youtube ve Whatsapp 4 1,7
Instagram, Twitter, Facebook ve Whatsapp 4 1,2
Instagram, Twitter, TikTok ve Whatsapp 4 1,2
Instagram, Twitter, TikTok, Youtube ve Whatsapp 4 1,2
Twitter ve Whatsapp 2 ,6
Instagram ve TikTok 2 ,6
TikTok ve Whatsapp 2 ,6
Instagram, Facebook ve Youtube 2 ,6
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Instagram, Twitter ve Facebook 2 ,6
Instagram, Twitter ve Telegram 2 ,6
Twitter, Telegram, Youtube ve Whatsapp 2 ,6
Instagram, Twitter, Telegram ve Whatsapp 2 6
Facebook, Tiktok, Youtube ve Whatsapp 2 6
Instagram, Telegram, Youtube ve Whatsapp 2 6
Instagram, Twitter, Telegram, Facebook ve Whatsapp 2 ,6
Instagram, Twitter, Telegram, Youtube ve Whatsapp 2 ,6
Instagram, Twitter, Facebook, Youtube ve Whatsapp 2 6
Toplam 343 100

Aragtirmaya katilan Nigde ve yoresi sosyal medya kullanicilarimin 2023 Tiirkiye deprem
stirecinde kullandiklari/ takip ettikleri veya paylasim yaptiklar1 sosyal medya araglar1 dagilimi yer
almaktadir. Nigde ve yoresi sosyal medya kullanicilarinin %22,4°1i Instagram, %11,7’si Twitter,
%13,4’1 ise hem Instagram hem de Twitter iizerinden 2023 Tiirkiye deprem siirecinde sz, fotograf,
video, sohbet, canli yayin vb. icerik paylasimlarin takip ettiklerini veya s6z, fotograf, video, sohbet,

canli yayin vb. icerik paylasimlarinda bulunduklarini belirtmektedir.

Tablo 10. 2023 Tiirkiye Deprem Siirecinde Sosyal Medya Araclar1 Uzerinden Gerceklestirilen S6z, Fotograf,
Video, Sohbet, Canli Yayin vb. icerik Paylasimlarimin Nigde ve Yoresi Sosyal Medya Kullamicilarinin
Etkilendigi Duygu Tiirlerinin Dagilim

Sosyal Medya Kullanicilarinin 2023 Tiirkiye Deprem Siirecinde Sosyal Medya Araclar

Uzerinden Gergeklestirilen So6z, Fotograf, Video, Sohbet, Canh Yaym vb. Icerik f %
Paylasimlarindan Duygusal A¢idan Etkilenme Tiirleri

Uziintii 85 24.8
Birlik ve Beraberlik 73 21,2
Caresizlik 60 17,5
Ofke 18 5,2
Umutsuzluk 14 4,1
Umit 12 3,6
Korku 11 3,3
Inang 8 2,3
Utang 6 1,7
Hepsi 56 16,3
Toplam 343 100

Tablo 10’da 2023 Tiirkiye deprem siirecinde sosyal medya araglari lizerinden gergeklestirilen s6z,
fotograf, video, sohbet, canli yayin vb. icerik paylasimlaridan Nigde ve yoresi sosyal medya kullanicilarmin
etkilendigi duygu tiirlerinin dagilimi yer almaktadir. Nigde ve yoresi sosyal medya kullanicilar1 2023 Tiirkiye
deprem siirecinde sosyal medya araglari tizerinden gergeklestirilen soz, fotograf, video, sohbet, canli yaym
vb. igerik paylasimlarindan en fazla {iziintii duyduklarim (%24,8), ikinci sirada birlik ve beraberlik duygusu
hissettiklerini (%21,2), iiglincii sirada ise ¢aresizlik (%17,5) belirtmektedir. Tablo 10’da yer alan verilere
gore insanlarin Tiirkiye deprem siirecinde yasanan ve gelisen olaylar karsisinda sadece olumsuz
diisiinmedikleri, negatif olarak algilanan {iziintii ve garesizlik duygular1 hissettikleri kadar, pozitif bir

algilama olan birlik ve beraberlik duygusunun da 6nemli oldugu sdylenebilir.
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Tablo 11. Nigde ve Yoresi Sosyal Medya Kullanicilarinin 2023 Tiirkiye Deprem Siirecinde Sosyal Medya
Araclan Uzerinden Gergeklestirilen Soz, Fotograf, Video, Sohbet, Canh Yayin vb. i¢erik Paylasimlarim
Samimi ve Giivenilir Bulma Durumlar1 Dagilimm

Sosyal Medya Kullamcilarinin 2023 Tiirkiye Deprem Siirecinde Sosyal Medya Araclar

Uzerinden Gergeklestirilen S6z, Fotograf, Video Sohbet, Canh Yayin vb. icerik f %
Paylasimlarini Samimi ve Giivenilir Bulma Durumlari

Evet 211 61,5
Hayir 132 385
Toplam 343 100

Nigde ve yoresi sosyal medya kullanicilarinin 2023 Tiirkiye deprem siirecinde sosyal medya araglar
tizerinden gergeklestirilen sz, fotograf, video, sohbet, canli yayin vb. icerik paylasimlarin1 samimi ve
giivenilir bulma durumlar1 Tablo 11°de yer almaktadir. Nigde ve ydresi sosyal medya kullanicilarinin
%61,5°1 2023 Tiirkiye deprem siirecinde sosyal medya araglari iizerinden gerceklestirilen s6z, fotograf,
video, sohbet, canli yayim vb. icerik paylasimlarini samimi ve giivenilir bulduklarini, %38,5°1 ise Tiirkiye
deprem siirecinde sosyal medya araglari izerinden gergeklestirilen soz, fotograf, video, sohbet, canli yayin

vb. igerik paylasimlarini samimi ve giivenilir bulmadiklarini belirtmektedir.

Tablo 12. Nigde ve Yoresi Sosyal Medya Kullanicilarinin 2023 Tiirkiye Deprem Siirecinde Sosyal Medya
Araclar1 Uzerinden Gergeklestirilen Soz, Fotograf, Video, Sohbet, Canli Yayin vb. Icerik Paylasimlarinin
Dezenformasyon veya Yanhs Bilgilendirmeye Yol A¢tigina Inanma Durumlar1 Dagilim

Sosyal Medya Araglari Uzerinden Her Tiirlii Soz, Fotograf, Video, Sohbet, Canh Yayin vb. igerik

Paylagimlarinda Dezenformasyon ve Yanhs Bilgilendirmeye Sebep Olma inanma Durumlar f %
Evet 311 90,7
Hayir 32 9.3
Toplam 343 100

Tablo 12°de Nigde ve yoresi sosyal medya kullanicilarinin 2023 Tiirkiye deprem siirecinde sosyal
medya aracglar1 {iizerinden gerceklestirilen séz, fotograf, video sohbet, canli yaym vb. igerik
paylagimlarinin dezenformasyon veya yanlis bilgilendirmeye yol a¢tigina inanma durumlar1 yer almakta
olup, Nigde ve yoresi sosyal medya kullanicilarinin biiyiik bolimii (%90,7°si) 2023 Tiirkiye deprem
siirecinde sosyal medya araglar1 {izerinden gergeklestirilen soz, fotograf, video, sohbet, canli yayimn vb.

icerik paylasimlarinin dezenformasyon veya yanlis bilgilendirmeye yol agtigini belirtmektedir.

Tablo 13. Nigde ve Yoresi Sosyal Medya Kullanicilarinin 2023 Tiirkiye Deprem Siirecinde Sosyal Medya
Araclar1 Uzerinden Gergceklestirilen Séz, Fotograf, Video, Sohbet, Canli Yayin vb. icerik Paylasimlarina
iliskin Degerlendirmeleri/ Yargisal ifadeleri

Sosyal Medya Kullanicilarimin 2023 Tiirkiye Deprem Siirecinde Sosyal

Medya Araglar1 Uzerinden Gergeklestirilen Soz, Fotograf, Video, Sohbet, Ortalamalar Standart
Canh Yaymn vb. i¢cerik Paylasimlarina Yonelik Degerlendirmeleri/ Yargisal Sapma
ifadeleri

Sosyal medya araglan tizerinden paylagtigim her tiirlii olumlw/ olumsuz soz, fotograf, video vb.

iceriklerin gergek hayatta yasanan olaylarn yonlendirilmesi ve gelisimi iizerinde etkili olduguna 3,64 ,903

inantyorum.

Sosyal medya araglar iizerinden paylasilan olumlw/ olumsuz soz, fotograf, video vb.

iceriklerin gergek hayatta yasanan olaylarm yonlendirilmesi ve gelisimi tizerinde beni 3,65 ,882

etkiledigini diisiiniiyorum.

2023 Tiirkiye deprem siirecinde sadece sosyal medya araglar {izerinden pek ¢ok olumlu 368 1007

veya olumsuz s6z, fotograf, video vb. iceriklerini takip ettim.
2023 Tiirkiye deprem siirecinde sosyal medya araglari tizerinden aktif olarak pek ¢ok

olumlu veya olumsuz s6z, fotograf, video vb. igerikleri paylagtim. 2,68 1,345
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2023 Tirkiye deprem siirecinde sosyal medya araglari iizerinden paylastigim sz,

fotograf, video vb. iceriklerin kamuoyu, isletmeler ve devlet tarafindan dikkate alindigin 2,96 1,212
diistiniiyorum.

2023 Tiirkiye deprem siirecinde sosyal medya araglari iizerinden paylasilan sz, fotograf, 358 1048
video vb. i¢eriklerin kamuoyu olusturulmasinda etkili olduguna inantyorum. ' '
2023 Tiirkiye deprem siirecinde sosyal medya araglari iizerinden paylasilan s6z, fotograf, 387 920
video vb. i¢eriklerin giindem olusturulmasinda etkili oldugunu diigiiniiyorum. ' '
2023 Tiirkiye deprem siirecinde sosyal medya araglart iizerinden paylasilan s6z, fotograf,

video vb. igeriklerin depremde yasanan sosyo-ekonomik olaylar iizerinde etkili oldugunu 3,80 917
diitiniiyorum.

2023 Tiirkiye deprem siirecinde sosyal medya araclari iizerinden paylasilan soz, fotograf,

video vb. igeriklerin depremde hayat kurtarma ve ilk yardim ¢aligmalarinin koordine 3,81 ,963

edilmesinde etkili oldugunu diisiintiyorum.

2023 Tiirkiye deprem siirecinde sosyal medya araglari iizerinden paylasilan s6z, fotograf,

video, sohbet, canli yayin vb. igeriklerin deprem yardimlarnn saglanmasinda, 3,95 ,916
ulastirilmasinda ve koordine edilmesinde etkili oldugunu diistiniiyorum.

2023 Tiirkiye deprem siirecinde sosyal medya araglari iizerinden paylasilan s6z, fotograf,

video, sohbet, canli yayin vb. iceriklerin depremde su¢ veya yagmalama olaylarmim 3,83 ,968
engellenmesinde ve faillerinin bulunmasinda etkili oldugunu diigiiniiyorum.

2023 Tiirkiye depreminde sosyal medya araglari {izerinden paylasilan pek ¢ok olumlu
veya olumsuz soz, fotograf, video vb. igeriklerin psikolojimi bozdugunu diisiintiyorum.
2023 Tiirkiye deprem siirecinde sosyal medya araglari tizerinden paylastigim olumlu/
olumsuz s6z, fotograf, video vb. igeriklerin insanlari etkiledigini ve harekete gecirdigini 3,77 974
diistintiyorum.

2023 Tirkiye depreminde sosyal medya araglari iizerinden paylasilan sz, fotograf,

video, sohbet, canli yayin vb. igeriklerin depremde yasanan olaylarin yonlendirilmesinde 3,85 ,870
ve olaylarin geligsimi iizerinde etkili oldugunu diisiiniiyorum.

Sosyal medya araglar1 kullanan 6nemli kisiler veya sosyal medya fenomenlerinin 2023

Tiirkiye deprem siirecindeki yardim, goriis ve onerileri takipgiler iizerinde etkili oldugunu 3,98 ,855
diistiniiyorum.

Sosyal medya araglari tizerinden paylasilan her tiirlii olumlu veya olumsuz sz, fotograf,
video, sohbet, canli yayin vb. i¢erikler 2023 Tiirkiye depremi siirecinde ger¢eklesen kisi,
isletme, sehir, bolgelerin tanitim ve pazarlama faaliyetleri {lizerinde etkili oldugunu
diisliniiyorum.

*(0-1,49 arasi kesinlikle katilmiyorum, 1,50-2,49 aras1 katilmiyorum, 2,50-3,49 arasi ne katliyor ne de katilmiyorum, 3,50-4,49
arast katiliyyorum ve 4,50-5 arasi kesinlikle katiliyorum.)

3,47 1,039

3,65 ,982

Nigde ve yoresi sosyal medya kullanicilariin 2023 Tiirkiye deprem siirecinde sosyal medya araglart
tizerinden gerceklestirilen s6z, fotograf, video, sohbet, canli yayin vb. igerik paylagimlarina iligskin
degerlendirmeleri/ yargisal ifadelerinin yani sira ortalama ve standart sapmalari dagilimini Tablo 15
aciklamaktadir. Tablo 13’te yer alan Nigde ve yoresi sosyal medya kullanicilarinin 2023 Tirkiye deprem
siirecinde sosyal medya araglar iizerinden gerceklestirilen soz, fotograf, video, sohbet, canli yayin ve
icerik paylasimlart hakkindaki degerlendirmelerine/ yargisal ifadelerine yonelik goriiglerine iligkin ifadeler
incelendiginde; sadece “2023 Tiirkiye deprem siirecinde sosyal medya araglari iizerinden aktif olarak pek
¢ok olumlu veya olumsuz s6z, fotograf, video, sohbet, canli yayin vb. icerikleri paylastim” (x=2,68), “2023
Tirkiye deprem siirecinde sosyal medya araglari iizerinden paylastigim soz, fotograf, video, sohbet, canli
yayn vb. igeriklerin kamuoyu, isletmeler ve devlet tarafindan dikkate alindigini diigiiniiyorum” (Xx=2,96)
ile “2023 Tiirkiye depreminde sosyal medya araglari iizerinden paylagilan pek ¢cok olumlu veya olumsuz
s0z, fotograf, video, sohbet, canli yayin vb. igeriklerin psikolojimi bozdugunu disiiniiyorum” (X=3,47)
ifadelerinde/ yargilarinda kararsiz olduklarini, diger tiim ifadelere (13 ifade/ yarg) ise katildiklarimi ifade
etmektedir. Olgegin giivenilirligine iliskin bulgular i¢in Cronbach Alfa katsayilar1 hesaplanmus, .895
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katsayisma ulasilmistir. Ozdamar (2002), likert tipi bir derecelendirmede yeterli sayilabilecek bir
giivenirlik katsayismin olabildigince 1’e yakin olmasi gerektigini ifade etmektedir (Ozdamar, 2002: 673).
Elde edilen Cronbach Alfa degeri veri sonuglarina gore, sosyal medya kullanicilariin 2023 Tiirkiye
deprem siirecinde sosyal medya araglari {izerinden gergeklestirilen soz, fotograf, video, sohbet, canli yayin
vb. icerik paylasimlar1 hakkindaki degerlendirmelerine/ yargisal ifadelerine iligkin likert tipi

derecelendirme 6l¢eginin yliksek diizeyde giivenilir olduguna isaret etmektedir.
SONUC ve ONERILER

Internet kullaniminin diinya genelinde hizla yayginlasmasu, tiiketici kararlarinda birgok alanda koklii
degisimlere neden olmakla birlikte, isletmelerin pazarlama faaliyetlerinde e-ticaret ve sosyal medya
araclarinin kullaniminin daha fazla tercih edilmesini tetiklemistir (Alan vd., 2018: 536). Sosyal medya
araclari lizerinden acil durum ve kriz yonetimi ile kriz iletigim faaliyetlerinin planli yapilmasi ve yiiriitiilmesi
takipgilere ulagma, algisini yonetme ya da degistirme ve krizin neden oldugu olumsuz imaj1 ortadan kaldirma
konusunda biiyiik énem tagimakta olup, kuruluslarin sosyal medya araglar {izerinden bir kriz yonetim
faaliyeti gergeklestirmesi gerekliligi bulunmaktadir (Kayis, 2017: 131). Sosyal medya araglarimin
kullammnin giicii ile sosyal medya araglar tizerinden gerceklestirilen bilingli ve etkili s6z, fotograf, video,
sohbet, canli yayim vb. igerik paylasimlar1 6zellikle toplumlarin yasadigi acil ve 6nemli zaman siireglerinde
olaylarin akisinda, gelisiminde ve yonlendirilmesinde kritik 6neme sahiptir. Tiirkiye’de 6 Subat 2023
tarihinde meydana gelen, 2 birbirinden bagimsiz arka arkaya yasanan ve 13 milyondan fazla insanin yasadigi
11 il ve yoresinde bulunan ¢ok sayida ilge, kdy ve diger tiim yerlesim birimlerini aktif olarak etkileyen, cevre
illerde de siddetli olarak hissedilen tarihin en biiyiik depremleri arasinda yer alan Tiirkiye depreminde sosyal
medya araglar1 iizerinden yapilan fotograf, video, sohbet, canli yaymn vb. icerik paylagimlar ile bu
paylasimlara yonelik yorumlar, deprem siirecince bolgede ve iilke genelinde yasanan tiim olaylarin
gelisiminde ve yonlendirilmesinde herkes tarafindan kullanilan en 6nemli iletisim kanallari arasinda yer
almigtir. Hatta pekcok yerel, ulusal ve uluslararasi yazili veya gorsel basin kuruluslar1 haberlerinde sosyal
medya araglar1 iizerinden paylasilan s6z, fotograf veya video paylasimlarini kullanmustir.

Nigde ve yoresi sosyal medya kullanicilariin 2023 Tiirkiye deprem siirecinde sosyal medya araglari
iizerinden soz, fotograf, video, sohbet, canli yaym vb. icerik paylasimlarin gercek hayatta yasanan olaylarin
gelisiminde veya olaylarin yonlendirilmesi iizerinde etkili oldugu sonucu ortaya ¢ikmuistir. Yine aragtirma
sonucunda bolgenin kirilgan olan ekonomik, sosyolojik ve demografik yapisii degistiren 2023 Tiirkiye
deprem siirecinde, Nigde ve yoresi sosyal medya kullanicilart en fazla Instagram, Twitter ve Whatsapp
uygulamalar iizerinden sz, fotograf, video, sohbet, canli yaymn vb. icerik paylasimlarin takip ettiklerini
veya aktif olarak soz, fotograf, video, sohbet, canli yaym vb. igerik paylasimlarinda bulunduklarini
belirtmislerdir. Ayrica 2023 Tiirkiye deprem siirecinde sosyal medya araglar1 iizerinden s6z, fotograf, video,
sohbet, canli yayin vb. igerik paylasimlar1 Nigde ve yo6resi sosyal medya kullanicilarimi en fazla tiziintii, birlik
ve beraberlik ile caresizlik duygularmi etkilediklerini belirtmislerdir. Nigde ve yoresi sosyal medya

kullanicilar, 2023 Tiirkiye deprem siirecinde sosyal medya araglari tizerinden gergeklestirilen s6z, fotograf,
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video, sohbet, canli yayin vb. igerik paylagimlarinin ¢ok fazla dezenformasyon veya yanlis bilgilendirmeye
yol actigina inandiklarini belirtmeleri arastirmanin diger bir dikkat ¢ekici sonu¢ olmustur. Nigde ve yoresi
sosyal medya kullamcilarinin 2023 Tiirkiye deprem siirecinde sosyal medya araglar1 {izerinden
gerceklestirilen soz, fotograf, video, sohbet, canli yayin vb. icerik paylasimlarma iliskin degerlendirmeleri/
yargisal ifadelerinde ise en fazla, sosyal medya araglari kullanan iinlii siyasi ve 6nemli kisiler ile sanatg¢ilarin
veya sosyal medya fenomenlerinin 2023 Tiirkiye deprem siirecindeki yardim, goriis ve onerileri takipgiler
iizerinde etkili oldugu ile 2023 Tiirkiye deprem siirecinde sosyal medya araglari iizerinden paylasilan soz,
fotograf, video, sohbet, canli yayin vb. iceriklerin deprem yardimlar1 saglanmasinda, ulastirilmasinda ve
koordine edilmesinde etkili oldugunu diisiincelerine katildiklarim belirtmeleridir.

2023 Tiirkiye depremi siiresince can kurtarma ve dnemli yardimlarin saglanmasinin yani sira bir
pazarlama araci olarak da kullanilmasinda, diisiik biit¢e gerektirmesi, aninda ve kisa siirede karsiliklt
iletisim ve etkilesime miisaade etmesi ile ¢ok sayida insana dogrudan ulasilmasi sosyal medya araglarin
tercih edilmesinde etkili olmustur. Sosyal medya araglar {lizerinden gergeklestirilen iletisimin bilingli
olarak yonlendirilmesi 6zellikle olagan iistii hal, pandemi, darbe acil olaylar arasinda yer alan, dogal
afetler, sel, deprem vb. olaylarin akisinda, gelisiminde ve yonlendirilmesindeki giicii etkili olabilmektedir.
Acil durumlar ve kritik siireglerde sosyal medya araglar1 {izerinden s6z, fotograf, video, sohbet, canli yaymn
vb. icerik paylasimlarina yonelik kontrol saglanmasi veya yeni kanuni diizenlemeler (regiilasyonlar)
yapilabilecegi ongoriisiidiir. Yine sosyal medya araglari iizerinden gercgeklestirilen paylasimlarla ortaya
cikan sosyal medya pazarlama faaliyetlerinin stratejik ve planlt bir bicimde yapilmasi acil ve kritik
stireclerde tasarruf saglayacak ve yasanabilecek her tiirlii kayiplar1 en asgari diizeye diisiirebilecektir.
Ayrica hayat kurtarma, yardimlarin saglanmasi ve ulastirilmasinda, yagmalamanin Onlenmesinde,
kurtarma calismalarinin koordineli yapilmasinda sosyal medya araglar iizerinden so6z, fotograf, video,
sohbet, canli yayin vb. igerik paylagimlar1 kullanim egitimleri verilebilir.

Gelecekte yapilacak arastirmalarda ise, “Acil Durumlarda Sosyal Medya Araglarinin Kullanimi”,
“Acil Durumlarda Sosyal Medya Araglarinin Kullanimmda Tamtim ve Pazarlama Faaliyetleri/ Stratejileri”,
“Acil Durumlarda Sosyal Medya Araclarmin Kullamnunda Karsilasilan Sorunlar ve Coziim Onerileri” gibi
konular, teorik ve uygulamali olarak arastirilabilir. Ayrica, yerel isletmelerin e-ticaret ve sosyal medya
kullanimi konusu yerel, bolgesel, ulusal ve uluslararasi alanlarda farkli degerlendirilebilecegi igin bdlgesel,
ulusal ve uluslararasi diizeyde karsilastirmali ¢alismalar yapilabilir.

Arastirmada %89 giiven diizeyinde test edilmekte, drnege iliskin elde edilen sonuglarla, hedef
kitle ile ilgili olarak yorum yapilmaktadir. Arastirmada verilerin toplanmasi yiiz yiize anket
yonteminden yararlanilmistir. Anket formunda yer alan sorular arastirmada belirlenen amaglarla uyumlu
bir bigimde olusturulmaya ¢alisilmis, sosyal medya kullanicilarinin alinan goriis, 6neri, istek ve elestiri
dogrultusunda sorularin kisa, anlasilabilir ve net olmasina dikkat edilmistir. Cevaplayicilar
etkilememek amaciyla yonlendirici sorularin sorulmamasina 6zen gosterilmistir. Bu aragtirmanin da
bir¢ok ¢aligmada oldugu gibi ¢esitli sinirliliklar arasinda yer alan ¢alismanin 6rneklemi ile ilgilidir ve

ormeklem yontemi olarak, yargisal drnekleme yonteminden faydalanilmis olup, drneklem biiyiikligii
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343’tiir. Aragtirmada yargisal ornekleme tercih edilmesinin sebeplerinden en Onemlisi c¢alismanin
kesifsel bir nitelik tagimasi nedeniyle daha saglikli degerlendirmelerin gergeklestirilebilecegi ve
orneklem grubun konuyla ilgili bilgi ve tecriibesinden veri elde etmek istegidir. Arastirmanin bir baska
sinirlilidl ise, veri toplama yerinin sadece I¢ Anadolu Bélgesinde yer alan ve kiigiik bir sehir olan Nigde
ve yoresi sosyal medya kullanicilarindan elde edilmis olmasidir. Elde edilen bulgularin daha saglikli bir
sekilde genellestirilebilmesi veya karsilagtirilabilmesi i¢in Tiirkiye geneli sosyal medya
kullanicilarindan olusan evren i¢inden temsil 6zelligi daha yiiksek 6rneklem tercih edilmesinde yarar
bulunmaktadir. Arastirmada yer alan inceleme ve degerlendirmelerin kamuoyunun bilgi saglamasinin
yani sira, bagta tiim kamuoyu ile sosyal medya kullanicilar1 olmak iizere, kamu yoneticileri, AFAD,
Kizilay gibi ilk yardim kuruluslarinin acil durumlarda sosyal medya pazarlama faaliyetlerinin
planlamasi ve sosyal medya kullanimlari ile sosyal medya araglari iizerinden gergeklestirecekleri soz,
fotograf, video, sohbet, canli yayin vb. igerik paylasimlarinda kurulus stratejilerini gelistirmelerine
yardimc1r olmasi diislinilmektedir. Ayrica, sosyal medya kullanicilarin 2023 Tirkiye deprem
siirecindeki sosyal medya kullanimina ve paylasilan tiim s6z, fotograf, video, sohbet, canli yayin vb.
icerik paylagimlarina yonelik diislince, goriis ve algilamalarini 6grenilmesi sonucunda kamu ve 6zel
isletmelerin yani sira takipgisi fazla olan 6nemli kisi ve fenomenlerin kritik zamanlarda yasanan olaylara
yonelik  sosyal medya kullaniminin  ydnetilmesinde  strateji  gelistirerek, politikalarim
uygulayabilmelerinin yani1 sira, tamitim ve pazarlama faaliyetleri agisindan rehberlik edecegi

distiniilmektedir.
ARASTIRMA VE YAYIN ETiGi BEYANI
Caligmada kullanilan yontem etik kurul izni alinarak uygulanmustir.
DESTEK BEYANI
Bu calisma herhangi bir kisi veya kurulus tarafindan desteklenmemistir.
CIKAR CATISMASI BEYANI
Yazarlar arasinda ¢ikar ¢catismasi bulunmamaktadir.
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Abstract

The continuing increase in big data combined with developments in information technology has prompted many
companies to shift marketing strategies into the digital environment, making traditional marketing approaches
seem increasingly obsolete. However, in addition to ethical debates regarding privacy, current market conditions
have cast doubt on the overreliance of big data due to weaknesses regarding the provision of ever more
sophisticated consumer insights. Therefore, emphasis is now increasingly placed on an integration of big data with
thick data in pragmatic marketing research approaches. Consequently, this paper aims to illustrate the requirement
for such a methodological integration by reviewing attempts to implement mixed methods in marketing research,
together with the viability of digitalised qualitative initiatives. Finally, this paper will argue that thick data is still
required during the marketing process, not only to gain specific insights into consumer behaviour, but also in
attempts to fully comprehend broader complex market trends in the era of big data.

Keywords: Big Data, Thick Data, Marketing.

Pazarlama Arastirmasinda Biiyiik Veri Analizi ve Kalin Veri Arastirmasinin
Metodolojik Entegrasyonunun Avantajlarim Kesfetmek: Dijital Cagda Niteliksel Bir
Yaklasim Gereksinimi

Ozet

Biiyiik veri alaninda devam eden artis, bilgi teknolojisindeki gelismelerle birlestiginde, bir¢ok sirketi pazarlama
stratejilerini dijital ortama kaydirmaya sevk etmis ve geleneksel pazarlama yaklasimlarini giderek gegersiz
kilmistir. Bununla birlikte, mahremiyetle ilgili etik tartigmalara ek olarak, mevcut piyasa kosullari, her
zamankinden daha sofistike tiiketici i¢goriilerinin saglanmasina iligskin zayifliklar nedeniyle biiyiik verilere asir
giiven konusunda siliphe uyandirmistir. Bu nedenle, pragmatik pazarlama arastirmasi yaklasimlarinda artik bilyiik
verinin kalin veri ile entegrasyonuna giderek daha fazla onem verilmektedir. Sonug olarak, bu makale,
dijitallestirilmis nitel girisimlerin uygulanabilirligi ile, pazarlama arastirmasinda karma yontemleri uygulama
girisimlerini gézden gegirerek bdyle bir metodolojik entegrasyon gerekliligini gostermeyi amaglamaktadir. Son
olarak, bu arastirma, pazarlama siirecinde yalnizca tiiketici davranisina iligkin belirli i¢goriiler elde etmek igin
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degil, ayn1 zamanda biiyiikk veri ¢agindaki daha genis karmasik pazar egilimlerini tam olarak kavrama
girisimlerinde de kalin verilerin hala gerekli oldugunu tartisacaktir.

Anahtar Kelimeler: Biiyiik Veri, Kalin Veri, Pazarlama.

INTRODUCTION

It was reported in 2018 that 33 zettabytes, or 33 trillion gigabytes, of data would be created
globally by the end of that year alone, while the number is now expected to reach 175 zettabytes by
2025 (Reinsel, Gantz and Rydning, 2018: 3). Indeed, since the internet became a vital tool for most of
the population, many companies have identified digital transformation as a priority business agenda to
utilise the exponentially increasing big data that is generated in cyberspace. Furthermore, what was
already a significantly increased focus on digital transformation has been further accelerated since the
onset of the Covid-19 pandemic with a result of shortening the previously estimated development time
frame by several years.

Marketing research is not an exception to this trend of digitalisation. Companies are now investing
more on digital marketing channels, while tracking consumer behaviour online using a range of big data
analytical technologies such as data mining, artificial intelligence, and machine learning. Moreover,
there is an ever-evolving view that traditional marketing research methods such as interviews, focus
groups, and observations are becoming increasingly obsolete, given the argument that extracting
consumer behavioural trends from quantitative data could prove more accurate, faster, and cheaper.
However, one immediate challenge is that an apparent radical change in consumer behaviour has
emerged since the pandemic. Indeed, in the context of what is now increasingly perceived as a
consequential volatile economic environment, many companies have come to experience a new reality
in terms of actually lacking competency in dealing with this dynamic shift in the market environment.
For instance, many CEOs now identify gaining consumer insights as one of the priority issues, but
simultaneously find this task increasingly daunting, as information drawn from big data is often not
immediately enlightening.

Consequently, this paper aims to illustrate the current requirement for an integration of
guantitative evidence from big data with contextual insights from thick data in pragmatic approaches to
marketing research. First, to contextualise this argument, the way in which information technology has
become the core marketing strategy will be described. Secondly, ethical issues in relation to big data
usage and the influence of data protection policies by companies on consumer behaviour will be
examined. Then, the problems arising from overreliance on big data in marketing process will be
analysed. Next, a marketing research approach that attempts to integrate quantitative and qualitative data
as well as an interdisciplinary approach will be explored. After this, the viability of digitalised qualitative
research methods will be critically evaluated. Finally, this paper will argue that, even though an ever-

increasing flow of data will become available while information technology will continue to advance in
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the future, qualitative research is still required during the marketing process not only to gain insights
into consumer behaviour, but also to comprehend the underlying reasons behind ever more complex

generalised market trends.
1. DIGITAL TRANSFORMATION IN MARKETING

It was reported in 2018 that 33 zettabytes, or 33 trillion gigabytes, of data would be created
globally by the end of that year alone, while the number is now expected to reach 175 zettabytes by
2025 (Reinsel, Gantz and Rydning, 2018: 3). Indeed, since the internet became a vital tool for most of
the population, many companies have identified Since readily available data continues to expand
exponentially online, many companies have begun to increasingly focus on digital transformation as a
priority business agenda to interpret and utilise the enormous amount of data available (Smaje &
Zemmel, 2022). Marketing activities are also progressively shifting into the digital environment, making
traditional marketing approaches seem increasingly obsolete. Indeed, a survey conducted with
marketing leaders in North America and Europe revealed that 53% of respondents in the business-to-
business sectors reported that they increased budgets for social marketing approaches such as social
media platforms and search engine optimisation, while 40% reported that they decreased in-person event
marketing budgets (Blum, 2021). Then, in the business-to-consumer sectors, 48% of respondents had
increased their digital advertising budgets, while 43% reduced the budgets for traditional advertising
approaches such as television, radio, and billboards. Moreover, it is also reported that surveys conducted
with marketing leaders revealed that about 60 to 70 percent of marketing budgets were expended on
digital channels in 2021 (Leone, 2022). Consequently, a survey conducted by the Boston Consulting
Group (Grebe et al., 2021) illustrated that revenue in 2020 increased by 10% since 2017 for 40% of
more digitally mature companies, which was more than double the rate of companies that were
struggling with business digitalisation. Therefore, it seems that such refocused expenditure enabled a
favourable return.

Furthermore, not only are digital marketing channels becoming more popular in recent years, but
marketing intelligence is also being increasingly sought from big data. In this context, marketing
intelligence is briefly defined as an attempt to incorporate comprehensive data about markets that can
then be utilised to develop more effective marketing decisions (Market Business News, 2015).
Traditionally, marketing intelligence is collected through sources such as sales data, surveys, and focus
groups, which is then analysed to identify market opportunities, together with other factors that become
key influencing issues in the subsequent formulation of a marketing strategy (Kerin & Hartley, 2021:
73). However, companies are now also sourcing market information from big data, the primary
characteristics of which are expressed as the five Vs where such Vs represent volume, velocity, variety,
veracity, and value (BBVA, 2020). This means that big data can offer accurate useful information that
is drawn from a large amount of data that originates within diverse sources in a swift manner, which is

crucial in a competitive business domain within an ever-changing market environment. That is to say
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that data relevant to the identification of consumer behaviour can be found in the cyberspace, as almost
all online activities are monitored and recorded when people search for information, post comments, or
log into subscription accounts (Strong, 2015: 43). Therefore, data mining tools, machine learning
techniques, algorithms, and artificial intelligence (Al) are now replacing the traditional marketing
methods. Consequently, the recent advancement in information technology (IT) has been used to
increase the capability to quantify such data and subsequently transform them into meaningful
information by sorting, analysing, and restructuring. Mayer-Schonberger and Cukier (2013: 23) coined
this process datafication, which is now becoming a mainstream practice in the marketing profession.

As a result, digital marketing has several advantages over traditional methods. Here, as one
example, big data together with sophisticated analytical methods can provide marketing decision-
makers with a more accurate estimation of consumer behaviour (Strong, 2015: 53). Subsequently,
marketers can apply the information acquired from big data to marketing tactics such as an increase in
website traffic and the creation of personalised advertisements in near real-time with lower marketing
costs (Thompson, 2019: 10). Furthermore, supply chain management can become increasingly more
efficient with swift data collection and analysis enabled by big data, which can result in a subsequent
reduction in operational costs. These advantages are particularly beneficial for start-ups that have limited
resources to compete with larger established businesses (Strong). For instance, DoorDash, a food
ordering and delivery platform in the U.S., exemplifies these advantages. The company’s machine
learning and optimisation model enables them not only to reduce costs and increase efficiency, but also
to keep customers, both restaurants and end users, satisfied and loyal to the company (Chauhan, 2022).
Though only established in 2013, DoorDash subsequently overtook Uber Eats that was the second
largest in the industry in 2018, and then became the largest food ordering and delivery service platform
in 2019 surpassing GrubHub.

Moving on from the above, as digital technologies progress, the target audience can be divided
into several smaller audience segments. As a result, companies are now adopting Al text generators to
create tailored messages to reach and engage with a specific segment (Ives, 2019). As one example, JP
Morgan Chase is currently cooperating with an Al text generator platform provider called Persado
(Ives). In an initial trial, they conducted an A/B testing where two versions of advertising messages on
a credit service product, one created by human copywriters and the other by Al, were displayed. The
result was that the machine-generated message induced 88% more applications for the service than the

human copy.
2. THE ETHICAL CONCERNS OF BIG DATA USAGE IN MARKETING

While progressive advances in technology have now made it easier and cheaper to collect,
analyse, and store data, the use of big data is typically accompanied by an increasing requirement to
focus on more sensitive approaches to processing the information acquired. More specifically, even

personalised advertising incorporating information typically judged not to be overtly sensitive may
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nevertheless still be interpreted or experienced as being too intrusive for the end recipients. To illustrate
this point, Duhigg (2012) presents an example of an American discount store Target that angered the
father of a teenage girl by sending her broachers relating to maternity products following accurately
identifying the girl’s pregnancy that had not yet been revealed to her father. Moreover, such highly
personalised advertisements can have adverse effects in that some consumers may opt for less preferable
products or services because of feeling their personal space and values have in some sense been violated
(Wertenbroch, 2021: 21). Indeed, this issue can become even more serious where issues of ethical
guestions arise regarding the ill-considered use of more potentially sensitive data. For instance, while
tracking the health status of people can be beneficial to monitor disease spread or tailor appropriate
responsive medication, such health-related data can also be employed to discriminate against applicants
such as during the attempted purchase of insurance (Martin, 2015: 73). Therefore, given the sensitivity
and possible negative interpretive consequences, companies must now take considerable care during the
process of the management customer data.

Indeed, mishandling potentially delicate data could result in a loss of customer trust since
consumers are becoming ever more cautious, especially in relation to issues relating to online privacy.
Furthermore, it has been demonstrated that consumers also tend to trust a company while being more
willing to share their information where they perceive the data protection policies are appropriate,
enforced, and sensitively managed (Martin & Murphy, 2017: 137). In contrast, where privacy policies
seem so complex as to become almost incomprehensible, consumers can consequently lose confidence
in the company and thus become less willing to engage in interactive marketing orientated
communication. In this context, worryingly, IBM (2022) reported that 83% of the companies
participating in the survey experienced a data breach more than once, while passing 60% of the

consequential costs of such incidents to increases in product prices.

3. THE CHALLENGE OF SOLELY RELYING ON BIG DATA IN
MARKETING

Furthermore, despite such technological advancement, the consequences of the Covid-19
pandemic seem to have demonstrated that digital technologies still need to be further improved to be
more efficient and effective. Indeed, consumer behaviour has been changing so rapidly since the onset
of the pandemic that some companies find it difficult to keep pace with the changes (Bibby et al., 2021).
For example, during the pandemic, a combination of lockdowns, remote working, and subsequent
increased social care requirements disrupted the daily routine of consumers, while online shopping has
become increasingly the norm. As a result, it is now reported that 75% of consumers who were
previously inclined to be creatures of habit, have been motivated to explore new brands and shops
(Charm et al. 2022), while 20% even switched brands (Bibby et al.).

Moreover, consumer behaviour also continues to change in response to the current global

financial crisis in relation to increasing consumer price inflation. While some consumers may react to
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this economic crisis by reducing the number of purchases, others may opt for cheaper private labels
(Hunneman, 2020).

However, given the two examples shown above, the problem of predictive analytics remains that
they are particularly sensitive and susceptible to changes such that they tend to lack statistical robustness
(Spiegelhalter, 2019: 76). Put simply, it is only where the status quo is preserved that predictive analytics
can be considered reasonably reliable. Moreover, as such analytical tools typically work on historical
data, unreliable predictions can also arise when changes become significant in purchase behaviour.
Indeed, research by Forrester (Leaver, 2021) illustrates that only 15% of the companies that were
surveyed consider that they currently have sufficient digital capability and competency. Consequently,
some companies have had to return to traditional mass marketing approaches, and thus suspending
personalised or precision marketing applications (Bibby et al., 2021).

Another problem from an over reliance on big data when engaging in marketing decisions is the
misconception that big data can reflect all variables, both known and unknown, that are relevant. In this
context, some data fundamentalists, a term used by Crawford (2013), believe that numbers self-evidently
show what is occurring, and therefore there is no need for theories or explanations as to why something
is occurring. However, the initial issue arising from this reductionist approach that attempts to extract
human behaviour solely from data is a lack of consideration for what is missing in data. Indeed, a
proportion of crucial values are often omitted from data (Harford, 2020: 19). For example, Netflix, a
streaming service and film production company, may believe that it has sufficient information on its
subscribers as far as the law allows, but information about non-subscribers is inevitably scarce. Another
interesting case can be observed in relation to the demographics of the users of Twitter, a social media
company. Here, users are hardly representative of the world population, as 72.7% of the 486 million
global Twitter users are men, while the U.S., Japan, and India alone cover one third of the users
(Datareportal, 2022). Moreover, according to the Pew Research Center (2019), 22% of adults in the U.S.
use Twitter, though the demographics are also rather skewed. For instance, the American Twitter users
are younger than the total U.S. population as illustrated by the fact that more than 70% of adult users
are between the age of 18 and 49, compared to around 50% for the population. It was also highlighted
that Twitter users are 11 percentage points more likely to have gained a degree from some higher
education institution, while being 9 percentage points more likely to have a household income of over
$75,000. In addition, in terms of active users, only 10% of the users account for 80% of total tweets.

The next problematic issue in relation to data reductionism is the common assumption that
correlation generally implies causation. However, treating correlations as if there were causal
relationships between variables without any hypothesis is dangerous mainly for two reasons. First,
correlations are rather ubiquitous in big data, most of which have no meaningful relationships (Strong,
2015: 20). Secondly, if the correlations fail to appear justifiable, there is no way to know how to

reconstruct the marketing strategy (Harford, 2020: 27). Therefore, it is necessary to initially identify a
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specific marketing problem, and then ask pertinent questions to identify the relevant possible
correlations from big data.

In addition to the problems listed above, it is also often assumed that IT departments are primarily
in charge of digitalisation of business operations including marketing (Strong, 2015: 30). However,
digital transformation in marketing will not automatically occur just by installing new digital systems.
Rather, human insights from marketing professionals need to be integrated into the typically reductionist
approach of IT professionals. In this context, the fall of Nokia provides an example of the importance
of human insights in marketing decisions. As one exemplification of the Nokia case, back in 2009, Wang
(2016), a technology ethnographer, conducted marketing research in China for Nokia that dominated
the smartphone market at that time. She spent months working beside low-income groups such as
migrant workers, while hanging around with young people in Internet cafes to gain insights into local
consumers in relation to smartphones. Consequently, Wang (2017) concluded that even these poorer
people that comprise the majority in China desired high-quality smartphones like iPhone. Indeed, they
were willing to spend half the monthly wages on second-hand or counterfeit smartphones and were
almost at the point where they were ready to pay for high end products. Subsequently, she reported her
findings and made recommendations regarding a marketing strategy in order to focus on the potential
demand of the market majority, rather than targeting a selective elite minority. However, Nokia rejected
her recommendations stating that her sample was too small, while there was no evidence supporting her
findings in the existing big data. While this may have been the case, what Wang detected from her
research was the impact of human dynamics that had not yet appeared in the available big data.
Consequently, even though this decision was not the sole reason for the fall, Nokia failed to retain its
dominance in the market that resulted in the handset business of the company being eventually acquired
by Microsoft in 2013 (Collins, 2020).

4. MIXING QUANTITATIVE EVIDENCE AND QUALITATIVE INSIGHTS

As an advocate of the integration of qualitative and quantitative research methods, Wang (2016)
labels in-depth qualitative information as thick data as opposed to big data that can be thin in terms of
the meaning it provides (Figure 1). This term stems from an anthropological approach that attempts to
capture the typical life experience, behavioural characteristics, emotional boundaries, and acquired
values of a person in a specific cultural environmental situation through observation and interviews
(Ang, 2019: 8).
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Figure 1. The Difference between Big Data and Thick Data
Source: Wang, 2016.

In this context, Rasmussen and Hansen (2015) also assert that big data research is not an
alternative to traditional marketing investigation, but rather that both should complement each other.
They then argue that the key to constructing sound marketing decisions requires constantly moving back
and forth between big and thick data to validate where there is some form of agreement between both
types of data. For instance, big data might show something has occurred, but it is the marketers’ role to
then conduct detailed research to form a hypothesis on what has occurred and build a marketing strategy
on how to mitigate or exploit the situational change. Then, it is necessary to return to big data to establish
whether there is sufficient specific evidence to support any subsequently constructed hypothesis and
consequential marketing strategy in some particular context. Moreover, Moisander et al. (2020: 123)
illustrate the importance of contextual information in a simple analogy. Here, the information that
someone raised a hand is not informative without context. This could mean anything dependent on the
circumstances such as voting in a meeting, hailing a taxi on the street, or signalling at an auction. Just
like this analogy, digital data will not tell the marketers why consumers behaved the way they did. They
also emphasise that thick data is becoming more crucial for marketing as thick data could reveal the
insights of consumers that would not be obtained from other methods.

Indeed, the mixed method that incorporates both big data and thick data is now increasingly being
adopted in the area of policy formulation. Such a pragmatic endeavour would be relevant in the
discipline of marketing, as marketing methods are applied in the process of policy making due to the
greater effectiveness in the primary approach towards customer persuasion, rather than rational
argumentation (McKenna, 2021: 116). As one example shown in Figure 2, a research team that functions
to deliver public policy solutions across UK government designs prototypes of public interventions
using data drawn both from a national level and a contextual individual level (Siodmok, 2020). Then,
the prototype is tested at a community level before subsequently being implemented as official policy.
To exemplify this process, Siodmok argues that thick data can supplement the weaknesses of big data

such as any possible omitted data, together with the challenge of integrating heterogeneous information
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from multiple sources. Therefore, these two seemingly opposing camps of thinking should not be
considered dichotomous, but as complementary, to overcome the potential limitations of either
approach.

Given that the market environment is becoming more uncertain and complicated, an adaptation
of this integrative research approach is becoming even more critical and urgent. Indeed, a global survey
showed that CEOs listed a lack of customer insights as the primary problem when attempting to manage
such a volatile market environment (Madsbjerg & Rasmussen, 2014: 81). Consequently, companies
heavily invest in analytical technologies to quantify human behaviour to identify the needs and demands
of consumers. However, despite the detailed information about the markets they provide, companies
often meet with difficulty in interpreting the information regarding customer insights (Madshjerg &
Rasmussen, 2014: 82). Therefore, human sciences, once thought to have little practical use in business,

are now attracting increasing attention from business world.
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Figure 2. The Model for Combining Big Data and Thick Data

Source: Siodmok, 2020.

Indeed, more insightful marketing could become increasingly achievable following the
implementation of an interdisciplinary approach that combines not only such fields as economics and
computer science, but also perceptions gained from the social sciences. Indeed, Strong (2015: 95) argues
that this approach would create significant opportunities for value exchange between companies that
seek new knowledge and academics that desire greater empirical data within the context of shared
concepts. Moreover, this approach would also promote transparency in terms of data usage and the
privacy policies of companies. Here, Harford (2020: 56) observes a curious similarity between
approaches to current big data analytical methods and the long-standing obsession with alchemy prior

to the emergence of the enlightenment. Indeed, from the enlightenment, science subsequently flourished
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as a result of the establishment of scientific methods aimed at attempts to verify knowledge by the
process of experimentation and observation. This increasingly rational approach to the investigation of
experiential phenomena was further progressed by the essential requirement to share knowledge
acquired by way of the publication of results that, in relation to the analogy discussed above, led to the
emergence of chemistry from the activities of the earlier alchemists. For example, even though certain
systematic methods were applied in alchemy that produced significant advances in areas such as the
development of ceramics and dyes, alchemical procedures and results were not shared due to the
compulsive secretive nature of the serendipitous endeavours of the alchemists. Though perhaps
requiring an imaginative leap between such apparently unrelated concepts, in terms of the underlying
process, big data analytical methods and alchemy share a parallel behavioural orientation in relation to
the maintenance of an ultimately self-defeating obsession with secrecy. Even given such limitations, the
thrust of this research is founded on the argument that, unlike alchemy, developments in big data
analytical methods represent a potential immediately achievable positive course of action. However,
prospective opportunities that could arise from the application of big data analysis are initially reliant
on the availability of sufficient data to facilitate wider public scrutiny of proposed actions. This, in turn,
is dependent on establishing broadly acceptable levels of confidence to allow and further motivate
companies to engage in at least a degree of knowledge sharing without exposing issues related to

confidentiality.
5. DIGITALIZATION OF QUALITATIVE RESEARCH

Next, increased online activities have also influenced the way in which qualitative research is
conducted. Even ethnographical research is now more frequently conducted online as the boundary
between physical and virtual realities in modern day life seem now to be decreasing (Delli Paoli &
D’Auria, 2021: 247). Ethnography is a type of research method within the discipline of anthropology
where the researchers explore a particular culture, society, or organisation by immersing themselves in
the environment they are observing (Mannik & McGarry, 2017: 18). For example, Netflix conducted
ethnographic research to explore forms of consumer behaviour that do not show in big data, such as
what other activities viewers do and what they eat while watching the programmes (Valero, 2017). This
kind of research is now shifting towards the digital sphere. Kozinets (2015: 13) coined the digital form
of ethnographic work as netnography, which studies online cultures and online communities through
social media interactions and online communications using traditional ethnographic methods. Indeed,
big data has created ample opportunities for ethnographic researchers in marketing to capture crucial
consumer insights (Heinonen & Medberg, 2018: 666). Therefore, provided that digital technology
continues to advance while an increasing number of human activities are conducted online, a

netnographic approach may well become a major research method in the marketing process.
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CONCLUSION

The aim of this paper has been to emphasise the current need for the integration of a big data
guantitative approach with a thick data qualitative approach in marketing research. To this end, an
attempt has been made to demonstrate that, while technology-based marketing research methods can
produce more accurate predictions about consumer behaviour faster at lower cost than traditional
marketing research methods in a stable marketing condition, they typically lack statistical robustness,
especially in an increasingly fast-changing environment such as the present global economy. As a result,
many companies are now experiencing a significant challenge in coping with the fast pace of the change
due to a lack of capability and competency in a digital approach to marketing. Indeed, contrary to the
view expressed in some reductionist approaches that the numbers speak themselves, such numbers are
frequently ambiguous and are not immediately possible to evaluate without a viable interpretive theory
or insights into what is actually occurring. Hence, overreliance on big data in the marketing research
process can result in the formulation of erroneous marketing strategic decisions due to being blindsided
in relation to crucial behavioural factors that can, in some case, be fatal for the survival of the business.
Moreover, as consumers are becoming more aware of the online privacy and security risks, companies
must now subsequently construct clear comprehensive privacy policies in order to maintain customer
trust while simultaneously attempting to benefit from such available valuable information. In addition,
further openness and transparency would not only fortify data protection, but also encourage increased
value exchange between marketing professionals and academics from wider fields of study.

Since big data analytics became the core of marketing strategy, companies have been heavily
investing in IT solutions. This transformation is expected to continue in the future in parallel with the
improved sophistication of digital technologies combined with the accelerating transition of human
activities into the digital sphere. Therefore, this paper concludes that the integration of big data with
thick data in marketing research is now an increasingly urgent requirement, as when combined, they can
supplement the potential limitations of either approach. Furthermore, qualitative data can act as a safety
net to provide a fallback position when big data becomes increasingly impossible to substantiate. Most
importantly, even if big data analytical tools were able to accurately predict consumer behaviour and
market trends, human behavioural insights would still be required to create unique products and services.
However, regardless of the development of ever more sophisticated big data analytical tools, it still
remains challenging to construct marketing models with limited human insights, as some consumer
behaviour can often be characterised as irrational eruptions of fads and short-term fashions that are

arguably beyond any possibility of projected anticipation.
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