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1| GIRIS

ABSTRACT

The business processes of the enterprises have started to digitalize with the increasing
technological developments and large amounts of data have emerged. Database
management systems allows the processing, storage and management of these data,
which are important for businesses. The choice of these systems is a decision-making
problem that involves many criteria. In this study, it is aimed to choose the best DBMS
software by using SWARA and COPRAS methods as one of the multi criteria decision
making methods. The criteria weights were calculated using the SWARA method and the
software alternatives were evaluated with the COPRAS method. According to the results
of the analysis, the most important criteria are safety, compatibility with software
languages and ease of use; the best software alternative is MYSQL.

OZET

Giinlimiiz artan teknolojik gelismeleri ile birlikte isletmelerin is stiregleri dijitallesmeye
baslamis ve ¢ok biiylik miktarlarda veri ortaya ¢ikmistir. Veri tabani yonetim sistemleri
isletmeler i¢cin dnemli olan bu verilerin islenmesi, saklanmasi ve yonetilmesini saglayan
sistemlerdir. Bu sistemlerin se¢imi igerisinde bir¢ok kriteri bulunduran bir karar verme
problemidir. Bu ¢alismada ¢ok kriterli karar verme yontemlerinden SWARA ve COPRAS
yontemleri biitiinlesik olarak kullanilarak, en iyi VYYS yaziliminin segilmesi
amaglanmistir. SWARAyo6ntemiyle kriter agirliklar: hesaplanmis, COPRASydntemiyle ise
yazilim alternatifleri degerlendirilmistir. Analiz sonuglarina gére en 6nemli kriterler
giivenlik, yazilim dilleri ile uygunluk ve kullanim kolaylig1 olarak belirlenirken; en iyi
yazilim alternatifi ise MYSQL olarak tespit edilmistir.

© 2018 JOBDA All rights reserved

adlandirilmakta ve isletmelerin mevcut yazilimlari ile
entegre bir sekilde calismaktadir. Dolayisiyla bu

isletmeler teknolojideki gelismeler dogrultusunda is
streclerini dijitallestirmek amaciyla son yillarda
bilisim teknolojilerinden siklikla yararlanmaktir. Is
siire¢lerindeki bu dijital degisim, gerek isletmeye 6zel
gerekse de ortak bir paydada kullanilan yazilimlar
sayesinde saglanmaktadir.

s siireclerindeki dijital doéniisiim, ¢ok bilyiik
miktarda verinin ortaya ¢ikmasina neden olurken, bu
verileri yonetmek ve saklayabilmek olduk¢ca dnemli
bir konu haline gelmistir. Isletmeler icin cok degerli
olan verinin saklandigi, islendigi ve kullanildig:
sistemler, veritabani yonetim sistemleri olarak
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sistemlerin hangisinin isletmenin ihtiya¢larini en iyi
sekilde karsilayacaginin belirlenmesi 6nem arz
etmektedir.

Veri tabani yonetim sistemi (V7TYS) secim karar
verilirken, yazilimlarin géz 6niine alinmasi gereken
bircok 6zelligi bulunmasi nedeniyle, bu se¢im
sirasinda ¢ok kriterli karar verme (CKKV) yontemleri
ile karar vermek rasyonel bir davranis olacaktir. Bu
dogrultuda mevcut ¢alismada, belirlenen kriterler goz
ontline alinarak, VV'TYSyazilim alternatifleri arasindan
en iyisinin belirlenmesinde KKV yontemlerinden



yararlanilmistir. KKV ile karar problemlerinin
¢ozimiinde oncelikli olarak problemde yer alan
kriterlerin 6nem  agirhiklarinin  hesaplanmasi
gereklidir. VTYS yazilimi seciminde dikkate alinan
kriterlere iliskin degerlendirmeler yapilirken, yazilim
uzmanlarinin gorislerinden yararlanilmistir.
Kriterlerin  6nem  agirliklarinin  hesaplanmasi
surecinde ise uzman goriisliine uygun bir yontem olan
SWARA yonteminden yararlanilmistir. SWARA
yontemiyle kriter agirliklar: elde edildikten sonra, en
iyl VTYS yaziliminin belirlenmesi i¢in bir diger CKKV
yontemi olan COPRAS yontemi ile ¢oziim
tamamlanmistir.

Icerisinde cok sayida kriteri ve karar alternatifini
bulunduran karar problemlerinin ¢6ziimiinde CKKV
yontemleri literatliirde sikhikla kullanilmaktadir.
Mevcut calismada, ulusal literatiirde daha Once
herhangi bir calismaya rastlanilmamis, spesifik bir
uygulama alani olan V7YS yazilim se¢iminde, (KKV
yontemleri bitiinlesik olarak kullanilmistir. Bu
acidan bakildiginda mevcut calismanin literatiire
katki saglayacag diistiniilmektedir.

2 | LITERATUR TARAMASI

Literatiir incelendiginde SWARA ve COPRAS
yontemlerinin gerek tek basina gerekse de diger
CKKV yontemleri ile biitiinlesik olarak kullanildig
bircok c¢alismaya rastlanmistir. Bu ¢alismalar ve
uygulama alanlarina iliskin bir 6zet Tablo 1’de
sunulmustur.

Tablo 1. Literatiir Taramasi

Yazar (Yil) Uygulama Yontem(ler)
Kze gil(l)l)lene vd Uyusmazlik ¢oziimii SWARA
KerSuliene ve Mimar seimi SWARA
Turskis (2011) ARAS
. . - SWARA
Agdaie vd. (2013)| Makine pargasi segimi COPRAS
Imalat isletmelerinde pres
Dzdagoglu (2013)| alternatiflerinin COPRAS
degerlendirilmesi
SWARA
Zolfani vd. (2013)| Uriin dizayn Ying-Yang

Denge Teorisi

Enerji sektoriinde

Folfani ve A,
Saparauskas stfrdurulebl.hrhk SWARA
2013) gostergelerinin
onceliklendirilmesi
Konut dis duvar izolasyon SWARA
Ruzgys vd. (2014) alternatiflerinin se¢imi TODIM
folfani ve ;I:Qijt:i]i(gg}:l?il atirimlarin SWARA
Bahrami (2014) | 3% <1 yatir COPRAS
onceliklendirilmesi
{ Performans AHP
Karaath vd (2015] degerlendirmesi COPRAS
Karabasevicvd. | Ise alinacak miihendis SWARA
2015) secimi MULTIMOORA
Kouchaksaraei vd| Ev konumlarinin SWARA
2015) degerlendirilmesi COPRAS
Stanujkic vd. L
2015) Paketleme tasarimi se¢imi | SWARA
Zolfani vd. (2015)[ Ar-Ge projesi secimi SWARA
sik ve Adal Otel secimi SWARA
2016) s OCRA

52

Tablo 1. Literatiir Taramasi (devami)

E. Aycin/ Journal of Business in The Digital Age 1(2), 2018, 51-58

Karabasevic vd. p | secimi SWARA
2016) ersonel se¢cimi WASPAS
Dzbek ve Erol Depo verd secimi COPRAS
2016) poyerise¢ MOORA
Nakhaei vd. Halka acik yer alt1 SWARA
2016) alanlarin 1siklandirilmasi COPRAS
Saricali ve Otel alternatiflerinin
Kundake1 (2016) | secimi AHP COPRAS
. . - SWARA
Shukla vd. (2017)| ERP sistemlerinin se¢imi PROMETHEE
P SWARA
Cakir (2017a) CNC makinesi se¢imi Copeland
Cakir (2017b) Miiteahhit firma se¢imi SWARA & GIA
Cakir ve Karabiy1ll Bulut depolama hizmet SWARA
2017) saglayici se¢imi COPRAS
Tablet markalarinin SWARA
fan vd. (2017) degerlendirilmesi COPRAS
KEIO iilkelerinin kiiresel
Ertugrul vd. finansal gelisim ARAS
2017) kriterlerinin COPRAS
degerlendirilmesi
uodagalviene vd.| Ev planlarinin SWARA
2017) degerlendirilmesi EDAS
. Uglincti parti lojistik SWARA
Mavivd. (2017) hizmet saglayicisi se¢imi MOORA
Omiirbek ve Balci Ez‘il:}:i ViaAEnr::ﬂl“mm Entropi
2017) vayolu fasimactiig COPRAS
degerlendirilmesi
Sahin ve Oztel U!.kelerlrl. y.asanablllrllk
diizeylerinin COPRAS
2017) z o
degerlendirilmesi
Urosevic vd. Personel secimi SWARA
2017) s COPRAS
Valipour vd. Projelerin risk SWARA
2017) degerlendirmesi COPRAS
Yurdoglu ve Sunucu secimi SWARA
Kundakgi (2017) 4 WASPAS
Ayyildiz ve igﬁ‘t‘:l‘jr‘; rasam SWARA
Demirci (2018) o . . TOPSIS
degerlendirilmesi
. SWARA
Cakir (2018) EBYS yazilim se¢imi EDAS
Pahooie vd. Yetkinlige dayal personel SWARA
2018) secimi ARAS-G
Karabiyik ve o - .
Giindogmus Bllgl s'lsteml kriterlerinin SWARA
2018) secimi
Ulastirma sektoriinde
Radovi¢ ve Stevi¢ | kritik performans
2018) gostergelerinin SWARA
degerlendirilmesi
Dzbek ve Armalanin performans | SWARA
Demirkol (2018) | 1 0 pertol Gia
degerlendirmesi
BIST faktoring SWARA
. sirketlerinin mali ARAS
Pzbek (2018) yapilarinin MOORA
degerlendirilmesi TOPSIS
Forbes 2000 listesinde yer | Entropi
Omiirbek ve alan havacilik SAW
Akcakaya (2018) | sektoriindeki firmalarin COPRAS
degerlendirilmesi MAUT
Demir-gelik endiistrisinde SWARA
Folduvd. (2018) | . yarikei seqimi WASPAS
Veskovié vd. Demir yo.lu.yonetlm SWARA
(2018) modellerinin DELPHI
degerlendirilmesi MABAC




3| SWARA

SWARA (Step-wise Weight Assessment Ratio
Analysis), Kersuliene vd. tarafindan 2010 yilinda
gelistirilen bir¢cok alanda uygulama alani bulan,
uzman gorisine dayali degerlendirmelere dayanan
bir CKKVyontemidir (Kersuliene vd., 2010).

Her uzman her bir kriterin 6énemini kendine gore
belirledikten sonra, ilk kriterden sonuncuya kadar
tlim kriterleri siralar. Bu siirecte uzmanlar kendi bilgi
birikimleri ve deneyimlerinden yararlanirlar.
Siralama stireci, en 6nemli kriter birinci sirada ve en
az onemli kriter sonuncu sirada yer alacak sekilde
tamamlanir (KerSuliene ve Turksis, 2011: 654).
Kriter agirliklarinin belirlenmesi siirecinde,
kriterlerin 6nem orami  hakkindaki uzman
goriislerinin tahmin yetenegi bu yontemin ana
unsurudur (Agdaie vd., 2013: 8). Degerlendirme

siirecinde  birden fazla uzman goriisiinden
yararlaniliyorsa, uzmanlarin belirledikleri Kkriter
siralamalarinin geometrik ortalamalar1 alinarak,

nihai siralama olusturulur.

Cok sayida kriteri igerisinde bulunduran karar
problemlerinin ¢oéziimiinde, SWARA yontemi diger
yontemlere gore daha az sayida ikili karsilastirma
gerektirmektedir. Bu yontemde n adet kriter icin n-7
adet Kkarsilastirma yapilmaktadir (Stanujkic vd.,
2015:182). SWARAyodntemi alt1 asamadan olugsan bir
uygulama siirecine sahiptir (KerSuliene vd. 2010;
Stanujkic vd., 2015; Karabasevic vd., 2016)

1. Asama: Kriterlerin ve Karar Vericilerin Belirlenmesi:
Yontemin ilk asamasinda karar probleminde yer
alacak kriterler ve karar vericilerden olusan karar
komitesi belirlenmektedir. Problemde n tane kriterin
(Cn,n = 1,2, ...,n) ve karar komitesinde m tane karar
vericinin (Kmim=12,..,m) bulundugu
varsayllmaktadir.

2. Asama: Kriterlerin Onem Sirasinin Belirlenmesi: Bu
asamada karar vericiler, kendi bilgileri ve
deneyimlerine dayal olarak kriterleri en iyiden en
kotliye dogru dnem sirasina gore degerlendirir. Karar
probleminde birden fazla karar vericinin olmasi
durumunda, her karar verici kriterleri kii¢likten
biiytige dogru onem diizeyinde siralar. Elde edilen
siralamalarin geometrik ortalamasi alinarak, genel
bir siralama elde edilir.

3. Asama: Kriterlerin Goreli Onem Diizeylerinin
Belirlenmesi: Kriterlerin goreli onem diizeylerini
belirlemek i¢in kriterler kendi aralarinda kiyaslanir. /.
kriterin (j+1). kritere gore ne kadar dnemli oldugu
belirlenir. Belirlenen bu deger "s;" ile gosterilir ve
“ortalama degerin karsilastirmali 6nemi’ olarak
tanimlanir.

4. Asama: k; Katsayisinin Belirlenmesi: Her Kriter i¢in
“k;” Kkatsayilar,, Esitlik (1)’den yararlanilarak
hesaplanir.
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K 1 ji=1

ols +l @
5. Asama: q; Katsayisinin Belirlenmesi: Her kriter i¢in
agirhiklar1 gosterecek olan “q;” katsayilari, Esitlik
(2)’den yararlanilarak hesaplanir.

1 .
=1
.= q'— J
q; SJ_l j>1 )

J

6. Asama: Kriterlerin Géreli Agirliklarini Belirlenmesi:
Yontemin son agamasinda, “w;” j. kriterin goreli

agirhgimi  gosterecek sekilde, kriterlerin  goreli
agirliklan Esitlik (3)’den yararlanilarak hesaplanir.
w =i
J n (3)
qu
k=1

4| COPRAS

COPRASyontemi Zavadskas ve Kaklauskas tarafindan
ortaya koyulan, karar alternatiflerini 6nem ve fayda
dereceleri agisindan degerlendirerek siralama
yapilmasint bir KKV yontemidir. (Zavadskas vd.,
1994; Kaklauskas vd., 2006).

Yontem, kriter degerlerini maksimizasyon (fayda)
kriteri ise en iist diizeye ¢ikarmak minimizasyon
(maliyet) kriteri ise en alt diizeye indirmek amaciyla
¢ok kriterli degerlendirme yapabilmektedir. Hem
nicel hem de nitel kriterleri ele alabilen COPRAS
yontemi, karar alternatiflerin tam siralamasinin elde
edilmesine olanak taniyan bir yontemdir (Mulliner,
2013: 274). Diger (KKV yontemlerine gore
kiyaslandiginda uygulama siirecinin daha kisa ve
kolay olmasi, hesaplamalarin yapilmasi i¢in spesifik
bilgisayar programlar1 gerektirmemesi yontemin en
onemli avantajlari olarak gosterilebilir.

COPRAS yontemi alti asamadan olusan bir uygulama
stirecine sahiptir (Chatterjee vd., 2011: 852-853; Das
vd., 2012: 7-8; Kaklauskas vd. 2007: 168-169;
Ozdagoglu, 2013b: 235-237):

1. Asama: Karar Matrisinin Olusturulmasi: Yontemin
ilk asamasinda x;;: degerlerinden olusan ve D ile
simgelenen karar matrisi Esitlik (4)'te gosterilen
sekilde olusturulur.

Ap [X11 X12 X1in
Ay | %21 X22 Xon

D= ;2 : : : (4)
Am Xm1  Xm2 Xmn

Esitlik (4)’te yer alan x;; degerleri, j. degerlendirme

kriterine gore 1i. alternatifin aldig1 degerleri
gostermektedir (7 karar alternatifi sayis1 i=
1,2,...,m; j ise degerlendirme kriteri sayis1 j =

1,2, ....,nsayisl).
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2. Asama: Karar Matrisinin Normalizasyonu ve m
Agarliklandirilmasr.  Karar problemlerindeki farkl S—minzs—i
birimlere sahip kriterlere iligkin degerler, Esitlik Q=s,+——— (10)
(5)’ten yararlanilarak normalize edilir. s, - Z S_min

X% e

Xi. = m ) ,v- =1,2,...,n p1e 5 i
! ! ®)) Esitlik (10) yardimiyla hesaplanan Q; degerlerine
ZX” gore, en biylik Q; degerine sahip karar alternatifinin,

goreceli 6nemi en ytliksek alternatif oldugu belirlenir

3. Asama: Normalize Edilen Karar Matrisinin (Qmaks)-
Agirliklandiriimasi: Bu  asamada  her  bir

~ - P b .. : 6. Asama: Karar Alternatiflerinin Performans
degerlendirme kriterinin agirhk degeri (w;) ile

Indekslerinin ~ Hesaplanmasi:  Yontemin  son

normalize edilmis karar matrisinin elemanlar agamasinda, her bir karar alternatifi icin performans
carpilir ve agirliklandirilmis normalize karar matrisi indeks degerleri (P;), Esitlik (11) yardimiyla
(D), Esitlik (6)’da gosterilen sekilde elde edilir. hesaplanir.
r_|dar dy . dy i~ 11D
D=1ty L (6) " Quac
d d v d

m Tm2 mn Esitlik (11)’de P; ile gosterilen performans indeksi
Normalize edilmis karar matrisinin 100 olan karar alternatifi, en iyi alternatif olarak
agirliklandirilmasi icin Esitlik (7)'den belirlenir. Performans indeks degerlerini biiyiikten
yararlanilmalidir. kiicige dogru siralayarak, karar alternatiflerinin

dij _ Xij* W, % tercih sirasini belirlemek miimkiindiir.
Esitlik (7)’de yer alan d;; degerleri, /. degerlendirme 5| UYGULAMA
kriterine gore i alternatifin aldigi agirhklandirilmis Bu calisgmada V7TYSyazilim alternatifleri arasindan en
normalize degeri gostermektedir. iyisinin belirlenmesi siirecinde, SWARA ve COPRAS

yontemlerinin biitlinlesik olarak kullanildig1 bir
uygulama  gerceklestirilmistir. VTYS  yazilim
se¢ciminde dikkate alinacak kriterlerin 6nem
agirliklar1 SWARA yontemiyle hesaplandiktan sonra,
en iyi yazilim alternatifinin belirlenmesi icin COPRAS
yonteminden yararlanilacaktir.

VTYS yazilim se¢iminde dikkat edilmesi gereken en
onemli Kkriterler yazilim uzmanlarinin gorisleri
dogrultusunda belirlenmis ve ¢alisma kapsaminda ele

4. Asama: Agirliklandiriimis Normalize Indekslerin
Toplanmasr. Bu agsamada, karar probleminde yer alan
kriterler icin agirlikli normalize edilmis karar
matrisindeki  degerlerin  toplam1  hesaplanir.
Maksimizasyon (fayda) yonli kriterler i¢in daha
yliksek degerler daha iyi durumu gostermekte iken;
minimizasyon(maliyet) yonlii kriterler igcin daha
diistik degerler daha iyi durumu géstermektedir.

Maksimizasyon (fayda) yonli kriterler icin alinan  degerlendirme  kriterleri Tablo 2’de
agirliklandirilmis  normalize karar matrisindeki gosterilmistir.
d?gefler-in top-la-ml v“S+i"' minimizasyon (maliyet) Tablo 2. VTYS Yazilimi Se¢im Kriterleri
yonli kriterler i¢in agirliklandirilmis normalize karar : :
matrisindeki degerlerin toplami ise “S_;” ile Kriter No | KriterAdi
ssteril ktedi “g » “g » deserleri (KD Satin Alma Maliyeti
gosteriimexte lr'_ Lot Ve, —i egerier (K2) Gelistirme Maliyeti
hesaplanirken Esitlik (8) ve (9)'dan yararlanilir. (K3) Gavenlik
k . —
. (K4) Procedure, Trigger vb. Teknik Ozellikler
S,; = Zd“j j=12,..k (8) (K5) Yazilim Dilleriyle Uyumluluk
=1 (K6) Yedekleme Ozellikleri
(K7) Kullanim Kolaylig
n
. (K8) Hiz
S = Zd—ij j=k+1,k+2,..,n (9
j=k+1 Uygulamanin ilk adimi olan SWARA yontemiyle kriter
o o agirliklarimin belirlenmesi icin 6ncelikle kriterlerin
5. Asama: Karar Alternatiflerinin Goreli Onem karar  vericiler  tarafindan  6nem  siralarn
Diizeylerinin Hesaplanmasr. Her karar alternatifi icin belirlenmistir.  U¢  farkh  karar  vericinin
goreceli 6nem degeri anlamina gelen Q; degeri, Esitlik degerlendirmelerine goére 6nem siralari belirlenen
(10)’dan yararlamlarak hesaplanur. kriterler ve bu kriterlerin goreli 6nem diizeyleri Tablo

3’te gosterilmistir.
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Tablo 3. Kriterlerin Onem Siralar1 ve Géreli Onem Diizeyleri

Karar Verici-1 Karar Verici-2 Karar Verici-3
Onem | Kriter Sj Onem | Kriter Sj Onem | Kriter Sj
Sirasl Sirasl Sirasi

1 K3 - 1 K3 - 1 K3 -

2 K5 0,15 2 K7 0,25 2 K1 0,10
3 K1 0,05 3 K5 0,15 3 K5 0,25
4 K7 0,10 4 K8 0,20 4 K8 0,05
5 K8 0,30 5 K1 0,40 5 K7 0,25
6 K2 0,15 6 K4 0,35 6 K6 0,25
7 K4 0,10 7 K2 0,25 7 K2 0,05
8 K6 0,25 8 K6 0,20 8 K4 0,10

Kriterlerin goreli diizeyleri belirlendikten sonra her
karar verici i¢in ayr1 ayri kriterlerin goreli agirliklar
Esitlik (1)-(3)’ten yararlanilarak hesaplanmalidir.
Tablo 4’te karar verici-1 i¢in 6érnek bir hesaplamaya
yer verilmistir.

Tablo 4. Karar Verici-1 igin Hesaplamalar

Karar Verici-1
Onem | Kriter | sj Kj qj wj
Sirasi
1 K3 - 1 1,000 | 0,187
2 K5 0,15 | 1,15 | 0,870 | 0,162
3 K1 0,05 | 1,05 | 0,828 | 0,155
4 K7 0,0 | 1,1 | 0,753 | 0,141
5 K8 030 | 1,3 | 0,579 | 0,108
6 K2 0,15 | 1,15 | 0,504 | 0,094
7 K4 0,0 | 1,1 | 0,458 | 0,085
8 K6 0,25 | 1,25 | 0,366 | 0,068

icin Tablo 4’te 6rnegi verilen hesaplamalar tiim karar
vericiler icin yapildiktan sonra, karar vericilere ait
kriter agirliklarinin geometrik ortalamalar alinarak
nihai kriter agirliklart belirlenmis olur. Tablo 5’te
SWARA yontemiyle elde edilen Kkriter agirliklari
gosterilmistir.

Tablo 5. SWARA Ydntemiyle Belirlenen Kriter Agirliklar

Kriter | KV-1 KV-2 KV-3 Nihai | Siralama
Agirhik
K1 0,155 | 0,098 | 0,177 0,139 4
K2 0,094 | 0,058 | 0,082 0,076 7
K3 0,187 | 0,236 | 0,195 0,205 1
K4 0,085 | 0,072 | 0,075 0,077 6
K5 0,162 | 0,164 | 0,142 0,156 2
K6 0,068 | 0,048 | 0,086 0,065 8
K7 0,141 | 0,188 | 0,108 0,142 3
K8 0,108 | 0,137 | 0,135 0,126 5

Tablo 5’'te gosterilen hesaplamalara gore K3-giivenlik
kriteri (0,205) en dnemli kriter olarak belirlenmistir.
Giivenlik kriterini sirasiyla K5-yazilim dilleriyle
uygunluk (0,156) ve K7-kullanim kolaylig1 kriterleri
(0,142) takip etmektedir.

SWARA yontemiyle kriter agirliklari belirlendikten
sonra, COPRAS yontemiyle VTYS yazilimi
alternatifleri degerlendirilecektir. Uygulama
kapsaminda yer alacak VTYS yazilim alternatifleri
Oracle, MSSQL, MS Access ve MYSQL olarak
belirlenmistir. Belirlenen yazilim alternatiflerinin
secim kriterlerine gore degerlendirmeleri karar
vericiler tarafindan 100 puan lizerinden yapilmistir.
Karar vericilerin degerlendirmelerinin ortalamalari
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alinarak olusturulan karar matrisi Tablo 6’da

gosterilmistir.

Tablo 6. Karar Matrisi

K1 | K2 | K3 | K4 | K5 | K6 | K7 | K8

ORACLE 95 | 80 | 90 | 95 | 90 | 95 | 50 | 85
MSSQL 70 | 80 | 85 |92 | 90 | 95 | 65 | 85
MS ACCESS 35 145 |15 | 10 | 85 | 15 | 90 | 70
MYSQL 25 |20 |30 |60 |8 |70 80|80

Tablo 6’da gosterilen karar matrisi Esitlik (5)ten
yararlanilarak normalize edilir. Normalize Kkarar
matrisi Tablo 7’de gosterilmistir.

Tablo 7. Normalize Karar Matrisi

K1 K2 K3 K4 K5 Ké K7 K8
ORACLE 0,422 0,355 0,409 0,369 0,257 0,345 0,175 0,265
MSSQL 0,311 0,355 0,386 0,358 0,257 0,345 0,228 0,265
MS ACCESS 0,155 0,200 0,068 0,038 0,242 0,054 0,315 0,218
MYSQL 0,111 | 0,088 | 0,136 | 0,233 | 0,242 | 0,254 | 0,280 | 0,250
Normalize edilen karar matrisi Esitlik (7)’den
yararlanilarak, SWARA yontemiyle hesaplanan kriter
agirliklari ile carpilir ve agirliklandirilmis normalize
karar matrisi Tablo 8’de gosterilen sekilde elde edilir.
Tablo 8. Agirhiklandirilmis Normalize Karar Matrisi
K1 K2 K3 K4 K5 K6 K7 K8
ORACLE 0,059 0,027 0,084 0,029 0,040 0,023 0,025 0,033
MSSQL 0,043 0,027 0,079 0,028 0,040 0,023 0,032 0,033
MS ACCESS 0,021 0,015 0,014 0,003 0,038 0,004 0,045 0,028
MYSQL 0,015 | 0,006 | 0,028 | 0,018 | 0,038 | 0,017 | 0,040 | 0,031
Tablo 8’'deki degerler elde edildikten sonra,
agirliklandirilmis normalize indeks degerlerinin

toplamlar1 hesaplanacaktir. Bu hesaplama yapilirken
maksimizasyon yonli kriterler i¢in Esitlik (8),
minimizasyon yonlii kriterler i¢in ise Esitlik (9)’dan
yararlanilmaldir. Uygulama kapsamindaki
kriterlerden K1 ve K2 kriterleri minimizasyon yonlii
kriterler iken; diger alti kriter maksimizasyon
yonlidiir. Kriter yonleri dikkate alinarak yapilan
hesaplamalar sonucu elde edilen degerler Tablo 9'da
gosterilmistir.

Tablo 9. Agirhiklandirilmis Normalize Indeks Toplamlar

S S_;
ORACLE 0,233 0,086
MSSQL 0,235 0,070
MS ACCESS 0,131 0,037
MYSQL 0,172 0,022
COPRAS yoOnteminin son asamasinda Kkarar

alternatiflerinin goreli énem diizeyleri (Q;) Esitlik
(10) yardimiyla hesaplanir. Q; degerleri kullanilarak
karar alternatiflerinin performans indeksleri (P;) ise
Esitlik (11) yardimiyla hesaplanarak en iyi VTYS
yazilim alternatifi belirlenir. Yapilan hesaplamalara
iliskin sonuglar Tablo 10’da gosterilmistir.




Tablo 10. Q; - P; Degerleri ve Siralama

Q; P; Siralama
ORACLE 0,259 95,66 3
MSSQL 0,267 98,44 2
MS ACCESS 0,190 70,32 4
MYSQL 0,271 100,00 1

Tablo 10’da gosterilen uygulama sonuglarina gore en
iyi  VTYS vyazilm alternatifi MYSQL olarak
belirlenmistir. Diger yazilim alternatifleri ise MSSQL,
Oracleve MS Access seklinde siralanmistir.

6| SONUC
Gliniimiiz artan teknolojik gelismeleri dogrultusunda
isletmelerin is slireglerinde yasanan dijital

dontsiimle birlikte ortaya cikan, isletmeler icin
oldukg¢a 6nemli olan ¢ok biiyiik miktardaki verilerin
saklanmas1 ve yonetilmesi veri tabani yonetim
sistemleri sayesinde miimkin olabilmektedir.
Isletmeler icin son derece énem arz eden bu
sistemlerin, hangisinin isletme amaglarina en uygun
sekilde oldugunun belirlenmesi icerisinde bir¢cok
kriteri de bulunduran bir sorundur. Bu calismada
belirlenen VTYS yazilim alternatiflerine yonelik bir
degerlendirme CKKV yontemlerinden yararlanilarak
gerceklestirilmistir. Uzman goriisiine dayali olan bir
yontem olan SWARA yontemi degerlendirme
kriterlerinin 6nem agirliklarinin belirlenmesinde,
COPRAS yontemi ise yazilim alternatiflerinin
siralanmasinda  kullamilmistir.  V7YS  yazilimi
seciminde SWARA yontemine gore en Onemli
kriterler giivenlik, yazilim dilleriyle uygunluk ve
kullanim kolaylig1 olarak belirlenmistir. COPRAS
yontemi ile ¢6ziim sonuglarina gore ise en iyi V7YS
yazilimi MYSQL olarak tespit edilmistir.

Ele alinan KKV yontemleri ve uygulama sonuglari
ornek uygulamanin VTYS yazilimlarinin
degerlendirilmesinde kullanilabilecek bir metodoloji
oldugunu gostermistir. V7YS yazilimi se¢imi spesifik
bir uygulama alani oldugundan, literatiirde bu alanda
CKKV yontemleri ile ¢6ziimii yapilan herhangi bir
calismaya rastlanmamistir. Dolayisiyla mevcut
¢alismanin bulgularini, diger ¢alismalar ile kiyaslama
imkani olmamustir.

Gelecek calismalarda daha farkli KKV yontemleri ile
calismalar yapilarak elde edilen sonuglar bu
calismanin sonuglari ile karsilastirilabilir. Daha farkl
VTYS vyazillm alternatifleri ve degerlendirme
kriterleri karar probleminde yer alabilir. Kriter
agirliklarinin hesaplanmasinda, verilerin yapisina
uygun olacak sekilde, objektif karar verme yontemleri
ile bir degerlendirme yapmak miimkiin olabilir.
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ABSTRACT

In recent years, the rapid development of the technology to be effective after the concept
of globalization of enterprises, more than busy markets activities of competition they can
continue to their organization according to changing conditions configurations are
required. These organizations according to the enterprises ' strategy of configurations in
the future which will deal with the implementation of anticipating would be correct.
Business strategies and organizational structure, no matter how compatible businesses
operate more efficiently than the other competition because of business they will be
leading. The aim of this paper was to align business strategies and organization
structures and the factors affecting the process of these factors create the structure of the
organization within the enterprise in accordance with the strategy in line with regard to
determine is to contribute. According to the strategy applied by enterprises in which the
organization structure, which reveals the reasons should be designed. To do this, first
determines which element of the organizational structure of a diverse set of
organizations later depending on the circumstances of how the situational approach
needs to be replaced. According to the business strategy of the organization, which will
fit.

OZET

Son yillarda teknolojinin hizla gelismesinin de etkili oldugu kiiresellesme kavrami
sonrasinda isletmelerin, rekabetin fazlasiyla yogun oldugu pazarlarda faaliyetlerini
devam ettirebilmeleri i¢in organizasyonlarini degisen kosullara gore yapilandirmalari
gerekliligi ortaya ¢cikmistir. S6z konusu o6rgiit yapilandirmalari, isletmelerin stratejilerine
gore gelecekte hangi durumlarla karsilasacagini 6ngorerek uygulanmasi dogru olacaktir.
Isletme stratejileri ve orgiitsel yapt ne kadar uyumlu olursa isletmeler daha verimli
calisma sonucunda rekabette diger isletmelerden daha dnde olacaklardir.
Bu calismanin amaci isletme stratejileri ve orgiit yapilarinin uyumlastirilmasi siirecine
etki eden faktorleri ortaya koymak ve bu faktorler dogrultusunda isletme icerisindeki
orgiit yapisini olusturmasini stratejiler dogrultusunda belirlemek konusunda katkida
bulunmaktir. isletmelerin uyguladig1 stratejilere gére hangi o6rgiit yapisini, hangi
nedenlerden dolay1 dizayn etmesi gerektigini ortaya koymaktadir. Bunun i¢in 6ncelikle
organizasyon yapisini hangi unsurlarin belirledigini daha sonra organizasyonlarin
farklilasan kosullara gore nasil degistirilmesi gerektigi durumsallik yaklasimi ile
anlatilmistir. Sonrasinda ise isletme stratejilerine gore hangi o6rgiit yapilarinin uygun
olacagi belirlenmistir.
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1| GIRIS
1980 yilindan giliniimiize kadar isletme literatiiriinde

bulunan stratejik yonetim kavrami stratejilerin
planlanmasi, uygulanmasi ve ulasilan sonuglarin

59

degerlendirilmesi  ve kontrolii
icermektedir. Genel olarak
organizasyonda uygulanacak stratejilerin belirli
analizler sonucu planlanmasi ve ardindan bu
stratejilerin uygulanmasi asamasinda gerekli drgiitsel

asamalarini
stratejik  yonetim,



yapinin iligkilendirilmesi ve son olarak da secilmis
olan stratejilerin degerlendirilmesi ve kontroliinii
kapsayan bir yonetim siirecidir. Bu ¢alismanin da
konusunu olusturan strateji ve orgiitsel yapi iliskisi
de stratejilerin uygulanmasi asamasinda
organizasyonlarin dikkat etmesi gereken oOnemli
hususlardan biridir. Organizasyonlar ilk kurulus
asamasindan itibaren gittikce biiytr ve degisen cevre
ve rekabet kosullar1 ile birlikte yapilarini da
degistirmek zorunda kalirlar. Bu nedenle de se¢ilmis
olan stratejinin uygulanma asamasinda ilk olarak
strateji ve orgiitsel yapi iliskisinin ayarlanmasi
gerekmektedir. Yeni uygulanacak olan strateji
organizasyon yapisi ile ne kadar uyumlu? Sec¢ilmis
olan strateji organizasyon yapisini nasil etkileyecek?

Mevcut organizasyon yapisi secilen stratejinin
uygulanmasinda kisitlama yaratiyor mu?
Organizasyon yapisinda hangi  degisikliklere

gidilmesi gerekecek? gibi bircok hususun segilen
stratejilerin uygulanmasi safhasinda mutlaka goz
oninde  bulundurulmasi  gerekmektedir.  Bu
calismada ilk olarak organizasyon ve organizasyon
yapist kavramlar agiklanmis olup, ardindan siirekli
olarak degisen bir c¢evrede faaliyet gosteren
organizasyonlarin degisen stratejileri ile
organizasyon yapilari arasindaki iliski aktarilmistir.

2| ORGANIZASYON KAVRAMI VE YAPISI

Orgiit, “ortak bir amaca ulasmaya yonelik olarak
calisan insanlarin olusturdugu bir topluluk” seklinde
tanimlanabilir. Bir baska acidan orgiit, iiretimde
gerekli maddi ve maddi olmayan araglari, belli bir
diizen icinde bir araya getirme faaliyetinin sonucunda
ortaya c¢ikan yapi ve iskelettir. Genel olarak orgiit
denildiginde, iki veya daha fazla insanin, ortak bir
amaca ulasabilmek icin davranislarini bicimsel
kurallara gore diizenledigi yapi, anlasilir (Bolat vd.,
2008,s5.107).

Ote yandan érgiitlerde soézii edilen bigimsel yapinin
disinda bigcimsel olmayan bir yapinin da varligi
kacinilmazdir. Bu yapi kendiliginden olusan ve bilingli
bir tasarimin sonucu olmadan ortaya ¢ikan iliskileri
ifade eder. Orgiit tiyelerinin birbirleri ile is-i¢i ve is-
dis1 iligkileri nedeniyle, aralarinda bazen bigimsel
orgiit yapisinin 6ngoérmedigi iliskilerin gelismesi,
boyle bir yapinin ortaya ¢ikmasina neden olmaktadir.
Bu yapi ayni zamanda bicimsel yapinin etkinligi
lizerinde de etkilidir. Bu nedenle yoneticilerin
bicimsel olmayan o6rgiit yapisin1 da dikkate
almalarinda yarar vardir. (Bolat vd., 2008, s. 108).

Organizasyon teorisi ile ilgilenen yazarlar
isletmelerde iki tiirli yapinin  bulundugunu
belirtmektedirler. Isletmenin fiziki yapisi; binalar
makineleri, kurulus yeri (mekan), bélgesel konumu
gibi fiziki unsurlar ve bunlar arasindaki iliskinin
olusturdugu yapidir. Isletmenin sosyal yapisi ise
calisanlar, pozisyonlar (mevkiler), béliimler vb. gibi
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sosyal elemanlar ve bunlar arasindaki iliskinin
olusturdugu yapidir (Ulgen ve Mirze, 2007, s. 343).

Chandler ise orgit yapisini; isletmenin yonetilmesi
amaciyla orgiitiin tasarimlanmasi olarak tanimlar.
Buna gore yapi, birinci olarak, farkli yonetim birimleri
arasindaki yetki ve iletisim hatlarini ve ikinci olarak
da bu yetki ve iletisim hatlarinda dolasan bilgi ve
verileri icerir. S6zl edilen yetki ve iletisim hatlar1 ve
bu hatlarda dolasan bilgiler etkin bir koordinasyon ve
ongorimlemenin yanisira temel amag ve politikalarin
belirlenmesi i¢in de gereklidir. Béylece bir¢ok orgiit
veya alt birimler kendi 6zel kosullarini yansitan
yapisal modelleri se¢cmeye veya benimsemeye
zorlanir. Buna gore orgiit yapisi, 6rgiit amaclarinin
basarilmasinda birey veya gruplarin gorevlerini
birbirine baglamak ve koordine etmek i¢in yonetim
tarafindan tasarlanmis, birbirini etkileyen bigimsel
bir modeldir (Budak, 1999, s. 3). Organizasyon teorisi
ile ilgilenen yazarlar isletmelerde iki tiirlii yapinin
bulundugunu belirtmektedirler. Isletmenin fiziki
yapis; binalar1 makineleri, kurulus yeri (mekan),
bolgesel konumu gibi fiziki unsurlar ve bunlar
arasindaki iliskinin olusturdugu yapidir. isletmenin
sosyal yapisi ise calisanlar, pozisyonlar (mevkiler),
boélimler vb. gibi sosyal elemanlar ve bunlar
arasindaki iliskinin olusturdugu yapidir (Ulgen ve
Mirze, 2007, s. 343).

Chandler ise orgiit yapisini; isletmenin ydnetilmesi
amaciyla orgiitiin tasarimlanmasi olarak tanimlar.
Buna gore yapi, birinci olarak, farkli yonetim birimleri
arasindaki yetki ve iletisim hatlarini ve ikinci olarak
da bu yetki ve iletisim hatlarinda dolasan bilgi ve
verileri icerir. S6zi edilen yetki ve iletisim hatlar1 ve
bu hatlarda dolasan bilgiler etkin bir koordinasyon ve
ongoriimlemenin yanisira temel amag ve politikalarin
belirlenmesi icin de gereklidir. Béylece bir¢cok 6rgiit
veya alt birimler kendi 6zel kosullarini yansitan
yapisal modelleri se¢meye veya benimsemeye
zorlanir. Buna gore orgiit yapisi, orgiit amaglarinin
basarilmasinda birey veya gruplarin gorevlerini
birbirine baglamak ve koordine etmek i¢in yonetim
tarafindan tasarlanmis, birbirini etkileyen bigimsel
bir modeldir (Budak, 1999, s. 3).

3 | ORGANIZASYON YAPISINI BELIRLEYEN
UNSURLAR

Bir oOrgit yapisini olusturan baslica unsurlar,
asagidaki sekilde aciklanabilir (Bolat vd.2008, s. 111,
Kogel, 2007, s. 133, Efil, 2009, s. 298)

Is boliimii ve uzmanlasma derecesi: isletme icerisinde
bulunan mevcut islerin boéliinerek daha kiigik
pargalara ayrilmasi ve ayrilan her gorevi bir kisinin
devamli olarak yapmasi sonucunda ortaya ¢ikan
uzmanlagsmanin, isletmede etkinligi ve verimliligi
artirdign bilinmektedir. iIs béliimii ve uzmanlasma
derecesine bagh olarak, orgiitte yapilan islerin



icerdigi gorevlerin cesitliligi ve c¢alisanlarin bu
gorevleri gerceklestirirken sahip olduklar inisiyatif
farklilik gosterir.

Formallesme derecesi: Isletme icerisinde belirlenen
isler yapilirken o ise ait ilke ve metotlarin izlenmesi
durumuna verilen 6nemi ifade eder. Baska bir deyisle
kurallarin, diizenlemelerin ve is tanmimlarinin
olusturularak, is siireglerinin biiyik dlgiide
standartlastirildigi yapilar, formallesme derecesi
yuiksek yapilardir. Formallesme derecesi yiiksek olan
bir orgiitte, olusturulan standartlarin
benimsenmesine yonelik olarak yaygin egitim
faaliyetleri yiiriitilir ve kurallar esnetilmeden
isletilir.

Karmasiklik Derecesi: Karmasiklik, orgiitiin dikey,
yatay ve bolgesel olarak yayillma derecesini ifade
eder. Orgiitlerin faaliyetleri genisledikge ve icinde
bulunduklar ¢evre karmasik hale geldikge, orgiitiin
karmasiklik derecesi de artmaktadir. Bu ise en basta
haberlesme, koordinasyon ve kontrol sorunlarini
ortaya cikaracaktir.

Merkezilesme Derecesi: Merkezilesme derecesi,
orgiitte karar verme yetkisinin nasil dagitildigina
iliskin bir kavramdir. Karar verme yetkisi alt
kademelere dogru kaydirilirsa, merkezilesme
olmayan bir organizasyondan, karar verme yetkisi tist
kademelerde  toplanmis ise  merkezi  bir
organizasyondan bahsetmek miimkiin olacaktir.
Merkezilesme derecesinin belirlenmesiyle ayni
zamanda organizasyondaki bir mevKkiinin
(pozisyonun) de sahip olacagi otorite belirlenmis
olacaktir. Merkezilesme derecesi ile denetim alani ve
kademe sayisi arasinda yakin iliski bulunmaktadir.

Béliimlere ayirma (departmanlasma): Is bolimi ve
uzmanlik derecesine gore belirli gérevler bir araya
getirilerek isler, belirli isler bir araya getirilerek
mevkiler ve belirli pozisyonlar bir araya getirilerek
departmanlar (bolimler) olusturulacaktir.
Departmanlari olusturma siirecinde benzer islerin bir
araya getirilmesi 6nem tasimaktadir.
Departmanlasma, Kkisilerin departmanlar iginde,
departmanlarin  toplam  organizasyon iginde
gruplandig bir temel olusturmaktadir.

Denetim Alani (Yonetim/Kontrol Alani) ve Kademe
Sayisi: Denetim alami bir ydneticiye bagh calisan
astlarin sayisin1 ifade eder. Bu say1 orgiit yapisi
acisindan belirleyici bir unsur olarak kabul edilir. Bu
bir liste bagh ast sayisinin artmasi, denetim alaninin
genislemesi anlamina gelir.

Emir- Komuta ve Kurmay Organlarin Olusturulmast:
Bir isin yapilmasi veya yapilmamasi konusunda tistiin
ast lizerinde, dogrudan dogruya emir verebilme
yetkisine emir-komuta yetkisi denir. Her st
kendinden sonra gelen astina dogrudan dogruya,
daha asagidaki astlara da kendi altindaki astlar
araciligi ile buyurma yetkisine sahiptir.
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lletisim kanallan ve sekli: Organizasyon icerisindeki
is  birimleri  arasindaki iletisim iliskileri,
organizasyonlar1 tanimlayan diger bir unsurdur.
Orgiitiin yoénetim anlayisina bagh olarak dikey, yatay
veya ¢apraz iletisim s6z konusu olacaktir.

4 | ORGANIZASYON YAPISI VE DURUMSALLIK
YAKLASIMI

Durumsallik yaklasimi, mevcut durum ve sartlara
gore nasil ve hangi sekillerde uyulmasi gerektigini
ifade etmekte ve arastirmaktadir. Bundan dolay1
uyulmasi gereken sartlar ve uygulanmasi durumdan
duruma degisim géstermektedir. Ornegin, klasik
yaklasimin icerdigi ilkelerden biri olan “emir-komuta
birligi” ne gore eger iyi bir organizasyon yapisi ve
isleyisine ulasilmak isteniyorsa olusabilecek her
durumda bu ilkeye uymak gerekecektir. Durumsallik
yaklasimi ise ilkelerin uygulanmasinda hangi durum
ve sartlarin uygun olup olmadiginmi arastirmaktadir.
Ornegin, matriks yapisinin  uygulandigi  bir
organizasyon yapisinda ¢alisan birey iki farkl tistten
emir almak durumundadir. Bu emir-komuta birligini
bozan bir uygulamadir (Kogel, 2007, s. 205).

Orgiitiin icinde bulundugu duruma ve cevresel
kosullarin o6zelliklerine gore yoOnetim bicimi ve
sistemini etkileyen faktorlerin sayi, nitelik ve
etkilerinin degistigini ortaya koymaya calisan bu
yaklasima gore, her drgiitiin durumu, faaliyet konusu
ve cevresi diger orgiitlerden farkhidir. Bu yiizden her
orgiit kendi oOzelliklerine uygun bir c¢evresel
etkilesime ve orgiitsel iliskilere ihtiya¢ duyar. Baska
bir deyisle, bu yaklasimin temel dayanak noktasi,
farkli yapisal bigimlerin farkli durumlar i¢in uygun
oldugudur. Durumsallik yaklasimi, yoneticilerin
oncelikle genel durumu gozden gecirdikten sonra
orgilit icin en uygun olanini segip, Orgiti bu
dogrultuda diizenlemelerini 6ngérmektedir (Bolat
vd., 2008, 5. 57).

5 | STRATEJi VE ORGUTSEL YAPI ETKILESiMI

Yap1 kavrami, ¢ok cesitli sekillerde tanimlanmakla
birlikte, genelde herhangi bir drgiitte birbiriyle ilgili
boliimler ve kisiler arasindaki resmi is iliskisini
gostermektedir. Cok kisa bir tanimla yapi, bir 6rgiitiin
anatomisidir. Bu anlamda bir isletmenin yapisi, gérev
ve sorumluluklarinin belirlenmesi, bunlar arasindaki
davranis baglantilarinin kurulmasi demektir. Her
strateji bir érgiit icinde uygulanir. Stratejik kararlarin
verilmesi, uygulanmasi, yapi icinde yerlesmis
bulunan kadrolarin sonucudur. Bu kadrolarin
aralarindaki iliskiler, siirecleri etkili kilacak veya
engelleyecek glice sahiptir. Bu sebeple, isletmelerde
yap1 ile strateji arasinda karsilikli olarak siki bir
etkilesim bulunmaktadir (Dinger,2007, s. 310-311).

Yap1 Stratejiyi Takip Eder, yaklasimi ile
Alfred Chandler stratejinin 6rgiit icindeki kararlarda
belirleyici oldugunu ve dolayisiyla yapinin ona
bagiml bir degisken oldugunu savunmaktadir. Buna
gore, sanayi yapisi ve rekabet sartlar1 ve bunlarda



meydana gelecek degisiklikler stratejiyi etkileyen en
onemli giictiir. Bu giiclere baglh olarak secilen strateji
gercekte, isletmenin hangi amaglari
gerceklestirecegini ve bunun i¢in hangi fonksiyonlari
yerine getirecegini ve dolayisiyla isboliimiiniin nasil
yapilacagint belirlemesini gerektirir. Baska bir
ifadeyle, orgiit icindeki farklilagsmalarin temelini
strateji olusturur ve yapi stratejiyi takip eder.

Strateji Yapiy1 Takip Eder, yaklasimi
Chandler’in sanayiden stratejiye ve oradan yapiya
uzanan etkileme stirecini tersine cevirmektedir. Buna
gore, bazi durumlarda orgiit yapisi stratejilerin
seciminde etkili olmaktadir. Yapi belirli bir stratejinin
sec¢imi i¢in yoneticileri tesvik edebilir, sinirlayabilir
veya engelleyebilir.

Gercekte, yapi stratejiyi veya strateji yapiy1 takip eder
varsayimlarinin her ikisinin de gecerli olabilecegi
kabul edilmelidir. Ciinkii orgiit iginde iki tir
faaliyetten = bahsetmek  mimkindir:  Sirketin
planlanmis stratejilere dayal faaliyetleri olabilecegi
gibi, beklenmedik durumlar karsisinda yapilacak
faaliyetlere dayali stratejileri de olabilir. Ancak,
ozellikle cesitlendirme stratejisinin uygulandigi
durumlarda yapinin stratejiyi takip edecegi
diistincesi daha dogru goriinmektedir (Budak, 1999,
s. 23).

Organizasyonlarin belirledikleri stratejilerine bagh
olarak érgiitsel yapilari degismektedir. Ornegin iiriin
farklilastirma temelinde bir stratejiyi izleyen
organizasyonlarin yenilik¢i ve esnek bir yapilanmaya
ihtiyac duyacaklar1 acgiktir. Ote yandan bir
organizasyon maliyet alaninda pazar lideri olma yani
rakiplerine gore minimum maliyetlerle ¢alisarak
pazar TUstiinligii saglamay1 temel strateji olarak
benimserse etkin ve verimli bir ¢alismaya zemin
olusturacak bir sekilde yapilanmak zorundadir.
Stratejilerin basarisi dogru bir organizasyonel
yapisinin dizaynina ve bu yapinin islerligine baghdir.
Clinkii 6nemli olan ¢ok iyi bir organizasyon yapisi
olusturmak degil, olusturulan yapinin rakiplere gore
daha iyi noktada olmasi rekabet agisindan avantaj ve
rakiplere tistiinliik getirmektedir (Efil,2009, s. 349

6 | STRATEJIK ORGUT YAPILARI
6.1 | Basit Orgiit Yapisi veya Girisimci Orgiitler

Yalnizca bir tek {riin lireten isletmeler veya aym
teknolojiyi kullanarak déniisiimlii olarak birden fazla
irtn treten kiiciik isletmeler olarak ifade edilebilir.
Kullanilan teknoloji karmasik bir yapida degildir ve
yiiksek nitelikli olmayan operatorler tarafindan
yiiriitiilebilen iiretim sistemi mevcuttur. Isletme
icerisinde departmanlar mevcut isin yapilisina gore
olusturulmamis ve genellikle satis veya iretim
departmanlari 6n plana giktmistir. Isletme igi iletisim
¢ogunlukla resmi olmayip ¢ogu zaman yiliz yiize
iletisim sekli kullanilmaktadir. Yonetim bir kiside
toplanmis ve kararlari isletmenin sahibi ya da ist
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yoneticisi alir. Isletme kiiciik boyutlarda oldugundan
esnek bir yapiya sahiptir, planlama genelde kisa
donemli yapilmaktadir, glinltik olarak iiretim, satis ve
finans gibi konular stratejik yaklasimlarin 6ncesinde
gelir. Cevreye uyum saglama konusunda yeteneklidir
fakat pazarda olusan yapisal degisimlere karsi 6nemli
derecede zayif kalmaktadirlar (Dinger,2007, s. 312-
313).

6.2 | Fonksiyonel Yap1

Bu yapinin en belirgin niteligi isletmede yer alan
fonksiyonlarin yuritilmesinin uzmanlara
birakilmasidir. Uzmanhgin verimlilik tzerindeki
etkisini farkeden Taylor, 6rgiitii uzmanlik alanlarina
gore ayirmayl 6dnermistir. Bu konuda 6énemli nokta,
yoneticilerin alanlarinda uzman olmasi ve diger
departmanlara destek olabilecegi bir orgiitsel yapi
tasarimina gidilmesinin gerekliligidir (Efil, 2009, s.
361).

6.3 | Uriin Boliimiine Gére Yap1

Bu yonteme gore boliimlere ayirmada odaklanilan
nokta, liretilen triinlerdir. Bazi érgiitlerde birden ¢ok
iriin uretilmektedir. Her tirtiniin ayr1 ayri ozellikleri
nedeniyle bunlar1 igcine alan bagimsiz birimler
olusturulur ve bu firiinler ayr1 ayr1 birimler altinda
toplanir. Boylece orgiit icinde tretilen her bir {iriin
tird icin ayr1 ayr1 bolimler ortaya c¢ikar. Bu
boéliimlendirme, genis bir 6rgiitii daha dar yapilara ve
cevik yonetsel birimlere bélmektir. (Bolat vd., 2008,
s.122).

6.4 | Cografi Boliime Gore Yapi

Orgiitler biiyiidiikkce birden fazla farkli bélgede
faaliyet gosterebilir. Diger bir ifade ile orgiit
faaliyetleri, gerek pazar sartlari, gerek tedarik sartlari
ve gerekse iretim islevi nedeniyle ayr1 ayr
bolgelerde hatta iilkelerde birbirine benzer
faaliyetler olarak yapilmayi gerektirebilir. Bu tiir
boéliimlendirmede ana unsur, belirli bir alan ya da
bolgedeki faaliyetlerin gruplanmasi ve tek bir
yoéneticinin sorumluluguna verilmesidir. Olgek olarak
biiyiik ya da faaliyetleri ¢ok genis alanlara yayilmis
orgiitler icin daha wuygun bir orgit yapisidir.
Uluslararasi alanda faaliyette bulunan orgiitlerin
faaliyette bulunduklar1 tlkelerin sayisinin artmasi
durumunda orgitiin faaliyette bulundugu ve ayni
kitada bulunan tilkelerin gruplandirilmasi sonucunda
da bolge temeline dayali bir orgiit yapis1 olusur.
(Bolat vd., 2008, s. 125)

6.5 | Cok Boliimlii (Cesitlendirilmis) Yap1

Cok bolimli yapilar, ¢ok sayida isletmeye, {iriine,
farkli pazarlara sahip olan biiyiik yapilardir. Yapi
icerisinde bulunan tiim isletmeler veya boélimler
kismen bagimsiz birer orgiit halinde ¢alismaktadir.
Her bagimsiz orgiit genel bir merkez tarafindan
yonetilmektedir ve bu birimler mekanik biirokrasi
ozelligine sahiptir. Her bir isletme mevcut



fonksiyonlart ile ilgili karar1 kendisi verebilmektedir.
Ancak, her boliimiin yoneticisi sonuc¢lardan sorumlu
olacagy icin, bolim icinde, kararlar merkezilesme
egilimindedir (Dinger, 2007, s. 314).

6.6 | Benzer Stratejik Is Birimlerinden Olusan Cok
Boliimlii Yap1

Bu orgiitlenme yapisi ¢ok boélimli orgiit yapisi ile
benzerlikler tasimaktadir. Farkli olan yani, benzer
sektorlerde faaliyet gosteren ve ayni is kolunda
faaliyette bulunan ancak, birbirlerinden farkli pazar
ve hedeflere sahip kuruluslardir. Ornegin, demircilik
sektoriunde, tarim sektoriinde, finans sektorinde
faaliyette bulunan yatirimlarini cesitlendirmis bir
kurulus bu alanlarda faaliyette bulunan ayni isi yapan
cesitli kuruluslara sahip olabilirler. Su halde,
béliimlere baglanmis olan SiB’leri aymi isi yapan
kuruluslar olduklari i¢in yap1 ¢ok boyutlu isletmelere
nazaran boliimlere baghh kuruluslar diizeyinde
dikeylemesine homojenlik kazanmaktadir (Dinger,
2007,s.315).

6.7 | Yenilikgi orgiitler veya Adhokrasi (Adhocrasi)

Adhokrasi c¢esitli mesleki uzmanliklara sahip ¢ok
sayidaki grubun birlikte ¢alismasina firsat veren bir
yapidir. Olduk¢a dinamik ve dolayisiyla yenilikei, az
miktarda  bicimsellesmenin  oldugu, uzman
elemanlardan olusan ayr1 ayri takimlarin ¢alistigl ve
merkeziyetciligin olmadig1 bu yapilarda esneklik ve
koordinasyon 6nemlidir. Di1s ¢evre oldukc¢a dinamik
ve karmasiktir. Siklikla iiretilen mal veya hizmet
degisir. Teknik sistem ¢ok degisik niteliklere sahiptir.
Geng¢ veya yeni orgiit niteligindedir, fakat uzun
yasamasl halinde bicimsellesme egilimi tasir. Blyiik
6lcekli olmakla birlikte, kii¢iik olma egilimi tasir. Bu
orgiitlerde diizenli bir yapinin olmamasi ve
karmasiklik oldukca politik bir karar cevresi
yaratmaktadir (Dinger,2007, s. 315-316).

6.8 | Proje orgiit yapisi

Isletmelerin biiyiimesi ve gelismesi sonucunda iist
yonetiminde bulunan Kkisiler, isletme igindeki her
faaliyetlerle ilgilenecek kadar zaman bulamamalari
ve oOzel alanlarda yeteri kadar uzmanlk
kazanamamalar1 sebebiyle, ayr1 bir ¢alisma grubu
olusturarak  sorumlulugu onlara devretmeye
baslamislardir. Bu tip drgiitler kurmay proje orgiiti,
saf proje orgiiti olarak iki sekilde
uygulanabilmektedir: (Dinger,2007, s. 316-317).

6.9 | Kurmay Proje Orgiitii

Proje yoneticisi kurmay islevini iizerine almaktadir ve
bagh oldugu yoneticisinin proje de tstlendigi ytikii
hafifletmek adina destek olmaktadir. Bir bagka ifade
ile Gist yonetimi konu hakkinda bilgilendirmek ve
danismanlik etmekle gorevlidir. Kurmay proje modeli
orgiitlemenin bazi sakincalar1 vardir (Efil,2009, s,
365-366);

- Projeye gereken 6nem gosterilmeyebilir,
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- Projenin tiimiinden sorumlu olarak tek kisiyi
uygun bulmak mimkiin olmayabilir,

- Proje faaliyetlerinin koordinasyonu
saglanamayabilir.

6.10 | Saf Proje Orgiitii

Saf proje orgiit modelinin en 6nemli 6zelligi proje
yoneticisinin proje yonetimi lizerinde komuta yetkisi
kullanabilmesidir. Yonetici proje ile ilgili her tiirli
kaynag1 kullanabilmektedir. Proje yoneticisi diger
departman yoOneticileri gibidir, farkh
departmanlardan elemanlar alarak gecici bir proje
ekibi olusturur ve ekip proje tamamlandiginda
dagilir. Emir-komuta yetkisinin kullanilabilmesinden
dolay1 saf proje modeli daha etkin bir proje yonetimi
bicimidir ancak birden fazla projenin yiritiildigii
durumlarda bazi islemlerin farkli yerlerde gereksiz
yere tekrarlanmasi maliyetleri artirmaktadir. Projeye
dahil olan isler bitirildiginde proje yoneticisine ait
calisan isletmede projeden o6nce gorev aldiklari
boliimlerine  donecektir. Proje  organizasyonu
tamamlanacaktir. Biiytlik projelerin
tamamlanmasinda genellikle saf proje 6rgiitii yapilari
kullanilmaktadir (Kogel, 2007, s. 244).

6.11 | Matriks Orgiit Yapisi

Belirli isletmeler, global anlamda biitiinlesme ve bir
yandan bolgesel uyumlulugun rekabet i¢inde olan
baskisiyla basa ¢ikabilmek adina bazi stratejiler
izlemektedir. Bu durum, ayni anda fonksiyonel ve
boliimsel yapinin faydalarim1 tasiyan, matriks
yapisinin  dizayn edilmesini gerektirmektedir.
Matriks yapr1 teorik olarak, organizasyonlari
biitiinlesme veya uyumluluk kriterlerinde
desteklemekten ¢ok, iki kriterden de fayda saglamak
veya bir kriterin bastan kabul edilmeyip
faydalanmamay1 engellemek {izere kurulmustur
(Koparal, 2007, s.58) Orgiitlerin artan karmagik
yapilarina ¢o6ziim bulmada alternatif bir yontem
olarak goriilen matriks érgiit yapisina iliskin bu artan
ilgi gilinlimiizde de devam etmektedir. Matriks
yapinin daha ¢ok, cevre kosullarinin karmasik oldugu
ve hizla degistigi, siirekli yenilik yaratma
gereksiniminin duyuldugu, ayrica birden fazla tiirde
irlin lireten ve uluslararasi iligkilere girmis orgiitler
tarafindan tercih edildigi goriilmektedir. Matriks
orgiit yapilarinin proje tiri islere uygun olmasinin en
onemli nedeni, bir projenin, ¢ok c¢esitli dallara
mensup Kkisilerin bilgi ve birlikte calismasina ihtiyac
gostermesidir. Diger bir ifadeyle, matriks yapida
isgdrenin biri islevsel yonetici, digeri proje yoneticisi
olmak tzere iki yoneticisi bulunmaktadir. Proje
yoneticisi, proje ile ilgili konularda islevsel
yoneticinin tizerinde olup; islevsel bir orgiit yapisi
icerisindeki uzmanlik béliimleri ile yatay iliski icinde
bulunmaktadirlar, bundan dolayr uzmani olduklar
boliimlerde projeye destek ve katki saglamalari
amaglanmaktadir. Her iki yoneticinin birbirleriyle



siki bir iletisim ve esgiidiim icinde olmalar1 gerekir
(Bolatvd., 2008, s. 131-133).

6.12 | Sebeke Orgiit Yapilan

Sebeke orgiit yapilary, isletme icindeki gorev
tanimlar1 yapilmis yetkili katilimcilar tarafindan
olusturulmus bir ag sistemine dayanan, paylasiimis
bir degerler sistemidir. Bir baska tanimla sebeke
orgiitler, dagitim isletmeleri ve rakiplerle kurulan
stratejik is birlikleri ve ortaklhiklardir. Sebeke
kavramy, isletmeler arasi bicimsel iliskiler 6n planda
tutularak tanimlanacak olursa; kavram, iki ya da daha
¢ok oOrgiit arasinda gercgeklesen uzun siireli isbirligi,
birbirine belirli bir iligki tiirii ile baglanmis birimler
biitlini, hiyerarsiden bagimsiz olarak gerceklestirilen
digsal bir is bolimini gergeklestiren ve karsilikli
etkilesim halinde bulunan isletmeler, olarak
tanimlanmaktadir (Seymen ve Bolat, 2005, s. 90).

6.13 | Yigisim (Cluster) Yapi

Bu orgiit yapist degisken cevre faktorleri karsisinda
daha c¢evik karar alma mekanizmasina sahip ve hizli
tepki verme prensibine dayali bir orgiit yapsisi
tiriidiir. Orgiitle bir yénetimi grubu ile dogrudan
iliski kurabilen bir takim kiimeler seklinde karar
verme gruplarindan olusmustur (Eren, 2013, s. 426).
Bu organizasyon yapisi ile farkli alanlardan gelen
¢alisanlarin bir ekip kurulmasi ile devaml veya gecici
sekilde isleri tamamlamas1 gercgeklestirilmektedir.
Yigisim yapisina dahil olan bireylerin, hiyerarsik
anlamda farkli olmasina dayanan makam otoritesi ile
degil sonug odakly, bilgi ve iletisim kiiltiiriine dayanan
sekilde ¢alismalar1 da bu 6rgiit yapisinin en énemli
ozelligidir (Kogel, 2007, s. 305).

6.14 | Misyoner Orgiitler

Vakiflar veya kar amaci glitmeyen bazi kurumlar dini
gruplarin 6rgiitlenmesi ve nihayet inan¢larin 6n plana
ciktig1 isletmelerin 6rnek olusturdugu misyoner
orgiitlerde ideoloji hakimdir. Calisanlar ayni ilaglar
paylasir ve baslangicta aralarinda isbolimi ve
uzmanlasma yoktur. Ancak Orgiitiin iyeleri
cogaldikca ve kismi is bolimleri ve fonksiyonel
béliimler olusur. Uyelerin ortak inanc¢ ve degerleri
inanclardan kaynaklanan ilkeler ve standartlasmis
normlar koordinasyonu saglar (Dinger,2007, s. 322).

6.15 | Politik Orgiitler

Orgiitte hakim bir yénetim grubu veya hiyerarsisi,
koordinasyon mekanizmasi yoktur. Merkezilesme
derecesiyle ilgili herhangi bir tanimlama da
yapilamaz. Ogrenci dernekleri, belirli bir amag icin
lobi yapmaya calisan gruplar gibi gecici veya siyasi
parti teskilatlar gibi siirekli olabilirler (Dinger,2007,
s.323).

7 | STRATEJILERIN UYGULANMASINDA iSLETME
YAPILARI
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Kurumsal stratejiler orgiitlerin uzun vadede
surdirtlebilir bir yapida olmasim1 ve rekabet
tstiinligline sahip olarak gelecek donemlerde hangi
konumda bulunmak istedigini ve hangi calisma
alanlarinda faaliyetlerini devam ettirmesi gerektigi
gibi konulara odaklanan iist yonetim tarafindan
belirlenen  stratejileridir. Asagida stratejilerin
uygulanmasinda  yararli  olabilecek  stratejik
yapilardan bahsedilmistir (Ulgen ve Mirze,2007, s.
349).

7.1 | Gesitlendirme Stratejileri igin Uygun isletme
Yapilar

Isletmelerin faaliyette bulunduklar1 mevcut is
alanlarina benzer konularda yeni is alanlarina
girilmesi halinde iliski c¢esitlendirme stratejisi
uygulandig1 soylenebilir. Cesitlendirme stratejisi
amaglanan bir biiylime stratejisidir. Bu strateji
uygulamasinda, isletme kendi is alaninda sahip
oldugu deneyimleri ve kaynaklarim kullanarak
biiylimeyi secer. Dolayisiyla, burada yeni bir {iriin,
pazar veya siirecin mevcut islere eklenmesi so6z
konusur. Iliskili cesitlendirmede, matriks béliimlere
ayirma da kullanilabilir. Bu durumda is birimleri bir
merkez ofise degil, diger islevsel bdliimlerinde bagh
bulundugu merkez ofise  baghdir. iliskisiz
cesitlendirme, mevcut islerinden farkli alanlarda
faaliyet gostermeyi amaclayan isletmelerin kullandigi
biiylime  stratejisidir. Bu alanlar isletmenin
deneyiminin bulunmadig1 ¢ok farkl alanlardir. Bu
stratejiler icin uygun yapi1 yine merkez ofise bagh is
birimlerine gore boélimlere ayirmadir. Ancak, is
birimleri  birbirinden ¢ok farkli alanlarda
¢alistiklarindan aralarinda bir koordinasyona gerek
yoktur. iliskili cesitlendirme icin uygun olabilecek
matris yap1 bu strateji i¢cin uygun degildir. Ciinki her
farkli is birimi kendi alaninin gerektirdigi 6zellikte
kaynaklara gereksinim duyacak ve kullanacaktir.

7.2 | Cekilme Stratejileri I¢in Uygun isletme Yapilan

Bir ¢ekilme stratejisi olan tasarruf stratejisi, belli bir
stire icin gelistirme ve biiylime faaliyetlerini azaltarak
tim dikkat ve ugraslarin isletme ici verimlilige
yoneldigi bir stratejidir. Burada verimlilik maliyet
liderligi rekabeti i¢cin olmayip, sadece kendine ¢eki
diizen vererek kurumsal yasamin siirdiiriilmesine
yoneliktir. Tasarruf stratejileri cesitli bdliimlere
ayirma uygulamalarina sahip isletmelere uyabilir.
Islevsel, is birimine gére veya matriks boliimlere
ayirmada, bu  stratejiler = maksath  olarak
sec¢ilmektedir. Bu nedenle, tasarruf stratejilerinin
uygulanmasinda uygun bir béliimlere ayirmadan ¢ok,
merkezilesme derecesi, bicimsellesme ve yodnetim
alani iligkilerinde degisikliklerle stratejik ¢oziimler
aranmasi daha dogru ve gecerli bir yoldur. Tasarruf
stratejilerinin uygulanmasinda karar mekanizmasi
merkezilestirilir, bi¢gimsellesme derecesi denetim
acisindan arttirtlir ve yonetim alani etkin denetim
alani acisindan daraltilir.



7.3 | Maliyet Liderligi Stratejisi I¢in Uygun isletme
Yapilan

[sletme mas ve hizmetlerini rakiplerinden daha
diisiik maliyetle elde ederek bunlar1 piyasada olusan
fiyatlarla miisteriye sunar. Boylece rakiplerinden
daha fazla kar saglayarak sektdr ortalamasinin
lizerinde getiri elde eder. isboliimii ve uzmanlasma
acisindan maliyet liderligi stratejisinde homojen bir
bicimde birbirine benzer islerin biraraya getirilerek
ana grup ve alt gruplarin olusturulmasi uygun
olacaktir. Bu baglamda, maliyet liderligi stratejisi icin
onerilen uygun yaps, islevsel béliimlere ayirmadir. Bu
tiir yapilanmada, béliimler arasinda koordinasyon
saglanarak, kaynak kullannminin daha verimli
olmasina gayret edilir. Bu nedenle béliimler arasinda
koordinasyonun saglanmasi onemlidir. Maliyet
liderligi stratejisi uygulanan isletmelerde i¢ verimlilik
ve maliyetler 6nem kazandigindan, tist ydnetimin siki
denetiminin yaninda, merkezi bir denetim organina
fonksiyonel yetkiler verilerek, siki bir denetim etkin
bir yonetim saglanabilir.

7.4 | Farklilagma Stratejisi i¢in Uygun isletme Yapilarn

Islevsel boliimleri ayirma, farkhlastirma stratejisi
icinde uygun bir yapi olarak onerilmektedir. Her
boélim kendisi ile faaliyetleri icin deger yaratan
farkllastirmalar ~ saglamaya  calisir.  Yapilan
farklilastirmalar miisteriler tarafindan kabul gérerek
isletmenin  ¢iktilarinin  daha  ylksek fiyatla
satilmasina neden olacaktir. Boliimlere ayirmani
prensip itibariyle islevsel olmasi gerekir merkezi ile
ismi derecesi ve bicimsellesme derecesinin diisiik
olmasi uygun bir ¢o6ziimdiir. Farklilastirmay: yapacak
boéliimlerin verilen biitce icinde kendi kararlarini
kendileri vermeleri ve boéliimlerinde farklilasmayi
yaratacak her tirlii yaraticilia uygun bir ortam igin
yazili kural ve prosediirleri en aza indirmeleri
gerekir.

7.5 | Stratejik Ortaklik ve Ortak Girisimlerde Uygun
Isletme Yapilan

isletmenin temel ve rekabetci stratejileri uygularken
kullandiklar1 tekniklerden biri de aralarinda
yaptiklar is birlikleridir. Isbirlikleri icin en uygun

isletme yapilar1 sebeke organizasyonlardir. Bu
kuruluslar  genellikle o faaliyette  bulunan
kuruluslardir. Boylece merkezde ana isletme

etrafinda da faaliyetlerin dagitildigi uzman kuruluslar
olmak lizere birbirleriyle yardimlasma ve destek
icinde bir sebeke halinde faaliyetler yiiritiilir.
Franchising taseronluk lisans anlasmalari ve know-
how gibi stratejik ortaklik tiplerinde dengeli sebeke
organizasyonu yararll bir yapidir. Dengeli sebeke
yapisinda kaynaklar faaliyetlerin dagitildig1 bagimsiz
isletmelere aittir. Merkezdeki isleri dagitan isletme ve
isin dagitildigit bagimsiz isletmelerin miilkiyeti,
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yonetimi ve diger kaynaklar tamamen farkl kisilere
aittir. Sebeke icinde merkez isletme ile bagimsiz
isletmeler arasinda karsilikli bir alisveris s6z
konusudur.

Ortak girisimler, isbirligi yapan isletmeler tarafindan
ayr1 kimlik ve varliklara sahip olarak kurulmus
bagimsiz kuruluslardir. Dolayisiyla bu bagimsiz
kuruluslarda uygulanan kurumsal, rekabetci ve
islevsel stratejilere uyumlu olabilecek herhangi bir
yapt segilebilir. Ancak ortak girisimin isbirligi
yapanlarca belli maksat ve amaglara erisebilmesi i¢in
kurulmus oldugu diisiiniildiigiinde, uygun yapinin
yine sebeke organizasyonlarindan biri olabilecegini
soylemek yanlis olmayacaktir. Burada da isin ve
kaynaklarin 6nemine gore dengeli veya dahili sebeke
yapilarindan biri yararh olabilecektir.

8 | SONUC

Isletmeler, giiniimiizde kisa veya uzun vadeli yaptig
stratejik plan ve politikalarinin hayata gecirilmesinde
bazi yapisal sikintilarla karsilasmaktadir. Bu
sikintilardan isletme iginde olusan belki de en
onemlisi olan ve isletmeyi daha ileri gotlirmek
hususundaki en biiyiilk engel organizasyon
yapilarinin kati olmasidir. Buna istinaden isletmeler
stratejilerine gore organizasyon yapilarini esnek

tutup birlikte calisabilecek sistemler
gelistirmelilerdir. Stratejik  yonetim  bir
organizasyonda gelecege yonelik kararlar
alinmasinda kullanilan bir y6netim bicimidir.

Stratejik yonetim ile birlikte organizasyonlar ilk
olaraki¢ ve dis cevrelerini analiz ederek degerlendirir
ardindan  belirlenen stratejinin  organizasyon
acisindan uygunlugu gézden gecirilerek bu stratejinin
isletme hedefleri agisindan sonuglarimin kontrolii
saglanir.

Organizasyonel yap:1 kavrami, farkhh sekillerde
tanimlanmakla birlikte, genel olarak bir isletmede
birbiriyle ilgili boliimler ve c¢alisanlar arasindaki
resmi is iliskisini gostermektedir. Yani bir isletmenin
yapis], o isletmede calisan Kkisiler arasindaki gorev,
yetki ve sorumluluklarin belirlenmesi ve bunlar
arasindaki iligkilerin kurulmasi demektir.
Organizasyonlar hayatlar1 boyunca farkli stratejiler
izlemek durumunda kalirlar. Bu stratejilerin
uygulanmasi ve uygulanma sekli de o organizasyonun
yapisi lzerinde degisiklige yol acabilmektedir. Bu
nedenle organizasyonun izledigi strateji ile
organizasyon yapisl arasinda ¢ok yakin ve dogrudan
bir iliski vardir. Bu agidan baktigimiz zaman amaglar
ve hedefler dogrultusunda segilen stratejilerin 6rgiit
yapilarini da degistirmek veya revize etmek
gerektirecegi de bir gercektir. Bu degisiklikler;
organizasyondaki bazi birimlerin kapatilmasi, yeni
birimlerin ag¢ilmasi seklinde olabilecegi gibi mevcut
birimlerde degisiklik yapilmasi veya mevcut
birimlerin baska kisilere baglanmasi seklinde de
olabilir. Secilen stratejiye uygun organizasyon yapisi



yeniden olusturulurken mevcut yapida yer alan iyi,
etkin ve uyumlu bir sekilde ¢alisan kisi ve birimlerin
korunmasina dikkat edilmelidir.

Organizasyonlarda secilen stratejinin  basarili
olabilmesi icin organizasyonel yapinin dogru ve etkin
bir sekilde tasarlanmasi ve tasarlanan bu yapinin
aktif olarak calistirilmasi gerekmektedir. Bu sekilde
tasarlanan organizasyon yapilarinin aktif olarak
calistirllmasinin  amaci  isletmelerin  rekabette
bulundugu diger isletmelerden daha iistiin bir
duruma gelmektir.

Organizasyonlarin stratejik amag ve hedeflerine gore
belirledikleri stratejilerine bagl olarak organizasyon
yapilan degismektedir. Ornegin iiriin farkhlastirma
stratejisi  izleyen organizasyonlar esnek Dbir
organizasyon yapisina ihtiya¢ duyarlar. Ya da bir
organizasyon yeni bir {riin veya pazar
cesitlendirmesine  gidecek ise  ¢esitlendirme
stratejisini temel strateji olarak belirlerse bu
stratejiye uygun olarak matriks organizasyon yapisini
secebilir ve bu sekilde organizasyon yapisin1 daha
verimli ve etkin bir sekilde yapilandirmis olur.
Gliniimiizde kurulan teknoloji tabanh isletmeler,
daha fazla teknik uzmanlasmaya sahip oldugundan
dolay1 bicimsellesme daha az olmaktadir bu tir
isletmelerde yenilik¢i orgiit yapis1 tasarlanarak
farklllagtirma  stratejileri uygulanmasi  dogru
olacaktir. Isletmeler stratejilerini belirlediklerinde
orgiit yapilarini da bu sratejilerle ayni amaglara
hizmet edecek sekilde tasarlanmasi, rekabette her
zaman bir adim 6énde olmalarini saglayacaktir.
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ABSTRACT

Since the beginning of 21.st century, disruptive innovations in technology have ushered
a new era in payment systems. This article has been inspired by TROY, which is the
“Turkey’s Payment Method” in Turkish, and it aims to put the local payment schemes on
the map of Turkish Academia by exemplifying some best practices, why have been
needed and what are the expectations lying behind them. It consists of five chapter which
starts with the historical framework of modern cards payment industry and popularized
concept; “cashless society”. In the second part, the answer to the question of “who are the
key participants in a payment system?” is examined. In this context, modernized
definition of the payment is made by shortly introducing some of new and ever-changing
payment methods, namely mobile payments or crypto-currencies. Meanwhile, some
countries have established their own payment schemes to gain advantages in the
forthcoming technology race. Major national payment schemes are listed and
occasionally analyzed in terms of implementations. Hereby, TROY is reviewed concisely
and explained in terms of main features as a noteworthy implementation. Finally, despite
of the mighty global payment actors, basis of existence and future value of national
schemes are summarized.

1| INTRODUCTION

Since the trade has begun, the concept of payment has
been an important part of the business life. It has
started with the reciprocal exchange of goods, lately
called barter, in the primitive ages and the result of
this evolution is today’s modern payment methods,
outcomes of which cannot be anticipated even 20-30
years ago. Because the information technologies and
communication networks have triggered innovative
developments in the banking system and caused
immense changes and diversification in payment
methods in a very short period. Nowadays, as an
answer to the question of “what are the payment
methods in the world?”, there are twelve different and
widely used methods. These are; cash, cheques
and/or promissory notes, debit cards, prepaid cards,
gift cards, credit cards, mobile wallets, contactless
payments, online payments, bank transfer, peer-to-
peer payments (P2P) and crypto currencies. This
article aims to make some contribution to academic
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literature especially after the launch of TROY in
Turkey, about the formation of local payment
schemes by explaining the expectations lying behind
them and why they have been needed despite all the
others’ existence.

The concept of "Cashless Society" is a popular concept
in recent years and has been the target of many
institutions and organizations, especially
governments. Because, there are some direct and
indirect costs out of printing. For instance, logistic
cost is not only a burden for governments but for
every party who uses cash. In addition to heavy cost
factor, cash also oil the wheels of shadow economy.
Taking the aim at cashless economy is not a big
surprise, because it was the expectation of experts
since the first day the card payments began. "Cashless
society" is defined as a period in which banknotes and
coins are in circulation but not used in practice. "What
you can now do without cash?" is an article published
in the US News and World Report in 1958, said that



the cashless days were so close, and it is described
pretty well how the world would be (Arango et.al,
2015, p.137). However, after over half a century,
VISA, which is accepted as one of the biggest actors of
payment systems, has initiated an incentive system
under the name "Visa Cashless Challenge" to small
businesses by encouraging to refuse cash payments in
the United States. By this way, VISA is trying to push
the digital payments and releasing a digital footprint
by giving premiums of $10,000 to each of 50 winners
(VISA, 2017). In this context, the most promising
community seems to be Sweden. At the University of
Pennsylvania, the Wharton School of Business
conducted an interview with Jonas Hedman from the
Copenhagen School of Business Digitalization
Department and he said that with his colleagues
Professor Niklas Arvidssonand from KTH Royal
Institute of Technology, who is a well-known expert
on payment systems, and Bjorn Segendorf, Sweden's
Central Bank adviser, they expect Sweden to become
the world's first cashless country on March 24th,
2023 (Knowledge@Wharton, 2018). This is the
outcome of wide range of credit and debit card
acceptance in Sweden.

However, even though the high percentage of use of
credit cards in Turkey, recent statistics shows that
Turkey is far from this point. According to the "Card
Monitor" Research organized by the Interbank Card
Center in 2017, there are 20 million people in Turkey
that have not registered in Banks, yet (Interbank Card
Center, 2017, p. 2). Another statistic in this topic
shows that the share of digital payments in household
expenditures in Turkey is approximately 40% as of
2016 (Bruggink, 2016, p.232). Although cash still
seems to be king among people in Turkey, studies for
the goal of “being a Cashless Society by 2023"
continue in full swing. The basis of this goal is that
50% of the population is under the age of 30, and
almost all the urban part of the population is a
technological device user and/or registered in
banking system. Despite all these efforts, the use of
cash in the world is still known to have a large share.
According to a study conducted by Mastercard
Turkey in 2015, 85 out of 100 transactions in the
world were made with cash and more than 3 billion
people were not registered in the banking system, yet
(Payment System Magazine, 2015).

2 | THEORETICAL BACKGROUND OF CARD PAYMENT
SYSTEMS

To examine the concept of credit card as a definition,
itis better to apply for the law of 5464 Bank Cards and
Credit Cards Law which entered into force in Turkey
in 2006. "Credit Card: the card number which does
not necessarily have a printed card or physical
presence that allows the purchase of goods and
services or cash withdrawals without requiring the
use of cash" is defined in the clause-e (Resmi Gazete,
2006). The idea of shopping malls, paying by card and
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even online shopping was first revealed in 1888 in the
science fiction novel called "Looking Backward" by
Edward Bellamy (Ozkan, 2015, p. 29).

2.1 | Short History of Credit Cards in the World

In the present sense, the use of a card has started with
the signing of the business card instead of paying the
account by cash in a restaurant by a merchant named
Frank Mc Namara in the 1950s. By this innovation,
Frank Mc Namara who is the founder of Diners Club,
he marked the era by introducing one of the most
important innovations of the century. After this
revelation, because of its ease of use American
banking system has quickly began to develop this
product. In order to make it more profitable they have
added a credit limit on the card which would lead to
an unprecedented rate of demand. Meanwhile, the
interest-free period (grace period), which was being
applied differently by different banks, has been fixed
for 30 days. Moreover, the overdue interest has been
implemented as a result of the unpaid balances in the
early 1960s to sustain the system. Thus, the most
basic functions have been completed and the credit
card has reached the widely used form of today (Liu
et.al, 2015). In 1990’s card payments have evolved
and led to the emergence of electronic money. The
phenomenon of electronic money was first officially
investigated by the European Central Bank in 1993
and was published in its report in 1994. However,
electronic money at that time only included prepaid
cards. In the report, they use the term “electronic
purse” for the first time. For better understanding
about electronic money, some criteria of Juho
Heikkila and Markku Laukka from Helsinki University
of Technology should be applied which are security,
anonymity, portability, off-line capability, divisibility,
scalability, reliability, efficiency and reusability
(Gurkaynak & Yilmaz, 2015, p. 402). During 2000’s,
another ground-breaking technology has paved a way
for the evolution of the payments which is called
“Near Field Communication”. With help of raising star
of smart phones in every aspect of daily life, people,
just by approaching their smart phones to contactless
POS terminals, started to use NFC technology for
paying small amounts. It was 2004 and VISA was the
first adopter of this technology in 2005 and thereby
first-generation mobile wallets were in daily use.
During 2010’s, mobile wallets are not necessarily
used via a plastic card or a mobile phone anymore but
wearable devices like a watch, a wristband even a ring
can be used as a mobile wallet to carry the electronic
money and personal data. Contrary to first generation
mobile wallets which can be used only for one party,
nowadays, it is possible to collect all the official and
financial data in one digital wallet via a multi layered
chip. In 2016, India has launched first national mobile
wallet in the world, called India's Unified Payments
Interface (UPI), which gives a way to cashless society.



The platform has multiple functions and allows not
only digital money transfer but also including real-
time peer-to-peer (P2P) transactions, barcode-based
in-store payments, bill pay, delivery payments, public
transportation tickets, tax payments and more
(Business Insider Intelligence, 2016). Periodical
development of payment schemes is shown below.

2000 [ 20104 |

(-

[ 1960 |

as a Local Schemes take on a

Birth of Card Payments  Particula
Asia new significance

A

Figure 1 History of national schemes (Turkish Card Payments
Report, 2018, p. 26)

2.2 | Credit Card System in Turkish Market

Credit cards have been introduced in Turkey in 1968
by a Ko¢ Group Company, Servis Turistik Corporation.
It was Diner’s Club Charge Card and henceforth due to
political and economic instability in the country, it
was not easy to growth for credit cards. However, the
market developed after 2002 with the launch of
loyalty schemes. The installment lending on credit
cards was introduced by Pamukbank in 1987 with
“Prestij Card”. This was the result of the success of
store cards like Carsi-Advantage or Atalar. At
beginning of 2000’s, this feature has evolved and pave
the way for loyalty programmes on credit cards. In
addition to installment feature, rewards and loyalty
schemes have been bundled on credit cards and make
the Turkish banks a shining star in the international
arena. This feature made easier for clients to accept
the credit cards. Credit card programmes namely
World, Bonus, Maximum and Axess have offered
numerous rewards and bonuses in addition to widen
the range of last payment date for several months
through installment, when the card is used, as well as
the option for customers to. Moreover, Turkish Banks
have established partnerships with many sectors to
give some reward points in their programmes
(Edgar&Dunn, 2015, p. 4). Examples are diversified.
Garanti has a partnership with of Turkish Airlines
called the Miles&Smiles and in the subsequent years,
thanks to this partnership, American Express has
been positioned as an affluent card scheme in Turkey.
Thus, airlines inspired other banks and ING signed a
similar deal with Pegasus, Turkey’s second largest
airline. Consequently, other banks grab the
importance of airline miles and they introduced some
focused-cards into that subject. For instance, Yapi
Kredi’s Adios Premium, Akbank’s Wings and Is Bank’s
Maximiles cards have very powerful offers which
promises to get free airline tickets with the reward
points from credit cards. Some of the state-owned
banks have similar attempts. Vakifbank‘s Rail&Miles
has a loyalty programme in railways and Halkbank
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Parafly are the current colloborations (Edgar&Dunn,
2015, p. 8). During this period, another sector become
popular and even 2 banks have been derived benefit
from it in a decade which is cinemas. First Garanti had
introduced Cine-Bonus program for the Gen-Y and
millennials and then Is Bank’s Maximum card has
paid the price and changed the name of programme
as Cine-Maximum. In sum, Turkish card industry has
operated under the domination of banks for almost
four decades. However, in 2013 banking domination
in the payment industry has been distressed by e-
money legislation.

The number of credit cards increased from 13.4
million in 2000 to 65,5 million in 2018, which makes
Turkey the leader country in Europe in terms of
number of credit cards (Milliyet Daily Newspaper,
2018). Total outstanding balances and total
transaction volume increased similarly during this
period. In 2017, total volume that is spent via credit
cards is USD.375 Billion, total number of transactions
are 5 billion. Debit cards are issued with a connection
to card holder’s account and are mostly used in ATMs.
They are positioned as an efficient choice instead of
waiting for a que in the branch. 10 years ago, debit
card transactions were almost 3% of the total
transactions, but today more than 25% of all
transactions are made via debit card (Bruggink,
2016). Garanti Bank has introduced “Bonus Trink” in
2004 which is the most well-known brand for
contactless payments in Turkey. In 2018, contactless
acceptance merchants are more than 1,000,000
which means 40% of the 2.5 million terminals all over
the country. (Turkish Card Payments Report, 2018)
According to The ING International Survey on Mobile
Banking, New Technologies and Financial Behavior in
2015, 56% of mobile device owners have used a
mobile payment application. Regarding these rates, it
is possible to assume that consumers are eager to use
mobile payments when they become widely available
(Kart Monitor, 2017, p. 31).

Paying with cash has begun to shift more and more
towards cashless payment systems and the ratio of
using cashless payments systems among household
consumption has reached 40 per cent (Bruggink,
2016, p. 234). Nowadays, Turkey’s banking market
goes beyond the expectations. Here are some of the
examples which shows the futuristic vision of Turkish
Banks. Credit automation kiosks that can scan ID
documents and print loan contracts, Beacons
monitoring clients in branches, mobile banking apps
integrated with Facebook, and loan applications via
Twitter (Turkey Advanced Payment Report, 2015, p.
3).

3 | NEW PRACTICES IN PAYMENT SYSTEMS

As it is detailed above, after 1950’s card payment
industry has evolved towards widening of debit and
credit cards network and increasing the number card



holders. In addition to POS terminals ATM usage has
gained importance but branch banking was still the
dominant method in the system until the end of 80’s.
However, another disruptive innovation of
20th.century has come at the beginnings of 90’s which
is internet. With introduction of internet banks have
started to pronounce the term of electronic payments.
By the way, internet banking is growing, and banking
sector has understood the advantages of out-of-
branch banking in terms of costs. For example, utility
payments were the subject of online payment
anymore and clients were more satisfied because of
the disappearance of the ques. However, the more
people make shopping through internet caused some
security issues on card industry and then virtual
credit cards have been stepped in to scenario. In this
context, alternative payment choices were becoming
popular, like Paypal. This company which is
established by Elon Musk et al. and sold to e-Bay in
2002, changed the perception of card holders and
became an inspiration for a new development in the
next decade. Paypal lead the online brokers and they
stimulated the development of non-bank financial
intermediaries (Liu et al., 2015, p. 373).

3.1 | Mobile Payments

Starting with the definition of mobile payment which
is a kind of payment triggered by a mobile device for
authorization of financial value for buying any goods
or services according to Karnouskos. In 1997, first
mobile payment was authorized via SMS in Finland in
Coca-Cola vending machine (Liu et al., 2015, p. 381).
As it is mentioned before, because of the evolving
technology electronic money was not limited only to
plastic cards anymore. During the last decade, mobile
payments gained ground due to the regulatory efforts
for explaining electronic money. But contactless
system which is the basis of advanced mobile
payments technologies are based on the EMV system,
the spread of “chip and pin” has caused major delays
for the adoption of Near Field Communication (NFC)
mobile payments (Pourghomi et al,, 2015, p. 157).
European Union has initiated this official effort in
2000 with the Directive 2000/46/EC. However, due
to the loose order as the nature of technology, it
would not be possible to sort-out until Payment
Services Directive (PSD) in 2009/110/EC “E-Money
Directive” (Gurkaynak & Yilmaz, 2015, p. 403).

The first generation of electronic money solutions;
electronic checks named NetCheque, smart cards of
Gemplus, digital coins like DigiCash, and finally e-
wallets by CyberCash paved the way for contactless
payments to be used in public transportation. The
most well-known example for smart card usage in
public transportation is London’s “Oyster Card”. It has
been introduced in 2003 by the London Public
Transportation Office. For the future “cashless
London” project, they have made immense
investment and in 2014 with the enthusiasm of
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Mastercard, Oyster became the first contactless credit
and/or debit card and Apple Pay or Android Pay
accepting system for fare collection in the world. In
other words, Oyster is the first “open-loop”
transportation system and one of the largest
merchants of the world. Since then, cash is not
accepted on buses. In 2016, the size of the system was
described as such in the press release of London
Mayor. “more than 500 million journeys have been
made by more than 12 million unique credit and debit
cards from 90 different countries, as well as using
contactless-enabled mobile devices. Around one in 10
contactless transactions in the UK are made by
Oyster” (Verma, 2016).

Second generation m-payments are called cloud-
based mobile payments. The most important and
hesitance causing issue of NFC technology was
security. That's why, the terms “Secure Element”,
“Tokenization” and “HCE” have attracted the
attention of users. After 2010 telecom operators and
smart phone vendors were following the most secure
way of electronic money transfer through devices. In
2011 Google Wallet was launched but some US
telecom operators were already planned to sell new
android phone devices pre-loaded by their wallet
called SoftCard which would soon cause
disappearance of Google Wallet. In September 2012,
a small start-up company called ‘SimplyTapp’
proposed to store secure elements in the cloud.
“Instead of storing private data, namely payment card
details, in a secure element (SE) on the phone, they
proposed to store data as a “remote secure element”
in the cloud. This is officially the birth of Cloud-based
mobile payments. Visa is the first global actor with its
PayWave implementation that is VISA’s contactless
payment application for cloud-based payments by
adding a new feature in the Android. This allows any
NFC application on an Android device to emulate a
smart card, letting users to pay via smartphones,
while permitting financial institutions to host
payment accounts in a secure cloud structure
(Pourghomi et al., 2015, p. 159). Regulatory efforts
started again, and MasterCard and VISA have
announced the functional and security requirements
of HCE in 2014. This made a smooth way for e-wallets
and proliferation of many e-wallet applications
began. Today, most of the top-rated e-wallets
including Ali Pay and Softcard using this secure cloud
technology. The only exception is Apple Pay which
holds the secure element on the phone.

Transformation of payments didn’t stop here, e-
money evolved into m-payments through plastic
cards or wallets which can be on a watch or a ring. It
is possible to load some amount into e-wallets that
payments can easily be made at anywhere which has
a contactless POS reader just with a tap, with NFC or
by just scanning QR codes. Nowadays, a disruptive
challenge has been occupying our agenda, because



the more secure lines are needed cryptocurrencies
joined the race. These were called, a decentralized
system that no one could trace the payment, but it is
not fully functional yet.

3.2 | Cryptocurrencies

In order to understand crypto-currencies, it should
briefly be looked at blockchain technology which
might be accepted the biggest invention of 21st.
century, until now. Blockchain is basically a gigantic
decentralized and shared e-ledger works on a
network on which everyone can right about anything,
not just for financial transactions but for example
songs in Mycelia which is the P2P version of Spotify,
and the chained system updates and reconcile itself
regularly. Blockchain database isn’t stored in any
single location, meaning the records it keeps are truly
public and easily verifiable. No centralized version of
this information exists for a hacker to corrupt because
it is hosted by millions of computers simultaneously,
its data is accessible to anyone at the same time. By
allowing digital information to be distributed but not
copied, blockchain technology created the skeleton of
a new type of internet (Hurriyet Daily Newspaper,
2018).

Blockchain was originally invented by Satoshi
Nakamoto later understood that it is an alias, to be
used as a digital money, bitcoin. In 2008, the
mysterious “Satoshi Nakamoto” published an article
called “Bitcoin: A peer-to-peer Electronic Cash
System”. And then he made the first bitcoin
transaction on January 2009. In 2010 bitcoin mining
and peer-to-peer transactions became popular and
rival currencies appeared soon. In 2013, some
countries attempted to put crypto currencies under
regulation. For instance, Thailand bans bitcoin,
declaring that trading in the cryptocurrency is illegal.
Germany’s ministry of finance would not accept it as
an official currency but rather as a “unit of account”,
paving the way for a future framework to tax bitcoin-
based transactions. The People’s Bank of China
prohibits financial institutions from using bitcoins at
all, prompting another drop-in value. In Vancouver,
Canada, the first bitcoin ATM is launched (The
Telegraph, 2018). Since then, it is getting more
attention and governments are trying to regulate this
loose-tided system. Lately, Japan has accepted bitcoin
as a legal payment method and Argentina declared
bitcoin as the second official currency in order to
avoid the effects of fluctuation in their money.

4 | ANEW FORMATION IN CARD PAYMENTS:
NATIONAL PAYMENT SCHEMES

As it is discussed above, payment system is growing
immensely and thanks to disruptive technologies,
payment methods are the indispensable part of
globalization. However, since 1960’s some countries
have been trying to implement their own local
schemes. Reasons are mostly specific to the related
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market but long-term value propositions of each one,
are generally very similar. Common characteristics of
these schemes are shortly;

 Financial benefit of low-rate commissions per
transactions
¢ Inclusion of non-bank citizens to financial system
¢ Quick adaptation of value-added technological
services
Yet, the major obstacle is also common for these local
practices. That is; the difficulty of coping with global
card schemes in terms of giving incentive for issuers
to persuade them to change the existing brand.

4.1 | General Characteristics of National Schemes

Every country has some unique challenges which are
constantly shifting and evolving. A complete
understanding of technological trends, regulatory
landscapes and cultural practices is very important to
access the market. This is the starting point of the idea
of establishing national or domestic scheme.
Moreover, technological evolution specifically mobile
payments have accelerated them. Especially in
developing countries, mobile applications through
smart phones are pushing unbanked people to use
financial services. In other words, this is a tool for
some developing countries to beat down shadow
economy. Freedom from the risk of foreign political
interference in domestic payments is also going to be
increasingly important in future (Chaplin et al. 2014,
p.24). Domestic payments schemes give the ability to
integrate easily with other domestic services. For
instance, integration with public utility services give
them to support for combatting poverty. There are
also some examples that the domestic schemes
because of their in-depth knowledge about market
can develop some country specific facilities.
Portuguese Multibanco ATM network and the
Nigerian Quick Teller system are good examples for
local schemes (Chaplin et al. 2014, p. 14). Data
gathering from domestic schemes are much easier for
central banks to handle the financial system than
international giants.

4.2 | Best Practices of National Schemes
4.2.1 | China - Union Pay International

China Union Pay has been established in 2002 by 85
Chinese banks as a domestic bank card organization
and still the only interbank network in the country.
Despite of the crucial role in the opening of China to
global market, Union Pay is still a state-owned entity.
Reason for being of Union Pay is different from the
other local schemes. It is established solely for the
result of political policies. But the expected outcomes
are all the same which are lower cost than the global
peers and efficient management of monetary system.
In 2004, UnionPay, not satisfied with the domestic
market, expanded its business globally (Yip and Yaao,
2015, p. 3). Today, due to the population of China, UP



is the largest card network both in terms of numbers
and volume, in the world. Number of cards in 2016
was around 7 billion.

4.2.2 | India - Ru-Pay

Ru-Pay is the local debit-card system of India since
2012. Like the peer in China, it is an initiative of a
governmental entity NPCI (National Payment
Corporation of India) Initial aim was to cooperation
of some local rural banks with the payment system by
decreasing the costs of clearing and settlement. Share
of unbanked citizens is 52% mostly because of these
regions (Gupta, 2017, p. 3). Secondly, supporting the
utility system namely public transportation, by
customizing cards easily. So that, they would have
access to unpenetrated rural areas. In Banglore and
Kochi, Ru-pay’s implementation to public
transportation have started in 2017. The other
reasons are; without a domestic scheme, Indian banks
have to bear the high cost of clearing and settlement
of global card associations, and around 90% of card-
based transactions are routed through a switch
located abroad (Deokar & Krishnan, 2012, p. 23).
With three explicit value propositions - pricing,
governance and control - the RuPay scheme will
further strengthen the payment system of India and
will prepare the community for extensive use of
national mobile payment solutions. In 2016, India has
introduced UPI (Unified Payment Interface) within
the scope of Ru-pay. UPI will provide opportunity for
real time peer-to-peer transactions, bill payments and
barcode based in-store payments. According to
Abhaya Prasad Hota, Ru-Pay ex-CEO, the major
difference of Ru-Pay from its peers is the ability to
create 35% cost advantage (Turkish Card Payments
Report, 2018, p. 30).

4.2.3 | Italy - Bankomat

Bancomat is originally the Italian ATM network
system, established in 1983. Owner of the system is a
consortium based in Rome. Despite of almost 40 years
of past, Bancomat card is issued only by Italian Banks
and used only in Italy. The word “bancomat” is used
as a synonym for ATM in italian. Since the Bancomat
network is not used outside Italy, almost every
Bancomat debit card is co-branded with an
international scheme.

4.2.4 | France - Cartes Bleue

Cartes Bleue is the pioneer of the Chip&PIN debit card
usage among the national schemes. It is established in
1967 by six major French banks. Even though Cartes
Bleue is a debit card, it doesn’t authorization from the
cardholder’s bank. The card works like a credit card
but without fees for the advantage of cardholder.
These cards do not operate outside of France. That’s
the reason for Cartes Bleue to make a partnership
with VISA, for international usage.
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4.2.5 | Nigeria - Quick Teller

Quick Teller works in coordination with Verve Card
which is originally Nigerian since 2008 but today it is
also used by some other region countries. Quick
Teller has used the local expertise and created some
value-added offers for Nigerian people, for instance
reward points from utility payments, cable TV
payments, travel bookings, event tickets (Chaplin et
al. 2014, s. 12).

4.2.6 | Portugal - MultiBanco

It is established in 2005 by the local banks as an ATM
set up project. However, in the last decade, it turns out
to a card system that supports mobile payments via
phones and come up with some other features, to be
more accurate, paying social security contributions,
income tax and VAT, utility bills, event tickets and
recharging of mobile phone credits (Chaplin et al.
2014,s.12).

4.2.7 | Canada - Interac

Interac formed in 1984 by 5 Canadian financial
institutions as the domestically run debit card
network for cost saving purposes. 60% of payment
activities were conducted by Interac in 2015. Since
2008, Canadian payment system is using chip and PIN
technology even in debit cards. Interac is the main
sponsor of Canadian Retail Institute and focuses on
strengthening the retail industry by encouraging
education and career awareness through educational
programs, scholarships and partnerships.

4.2.8 | Australia - EFTPOS

In 2001 Australian Reserve Bank started to develop a
national credit card scheme to lower the credit cards
inter-charge fees. The objectives are set as; (1)
mandating the new entrants for issue credit cards or
provide merchant services; (2) establishment of a
cost-focused standards for the determining of
interchange fees; and (3) Getting rid of the
restrictions imposed by global actors; (4) preventing
merchants from recovering the costs of accepting
credit cards (the "no -surcharge" rule) from
cardholder (Bos, 2006, p. 741).

4.2.9 | Russia - MIR

In the late 2015, Russian national payment system
called MIR is launched as the subsidiary of Central
Bank of Russia. The system was planned out in 2014
in order to overcome potential blocks of payments,
after several Russian banks were denied by US-based
Visa and MasterCard because of the politically
imposed sanctions. To overcome the reluctance of
banks, on May 1, 2017, the law mandating all banks to
use Mir for welfare and pension payments entered
into force.



4.3 | Turkish Payment Method - TROY

TROY; the acronym of Turkish words for Turkey (TR),
Payment (0) and Method (Y). Before explaining
TROY, it is better to take a glance at Turkish market.
Turkey, as of September 2018, is the largest market in
Europe, with its 140.2 million debit cards, 65.5
million credit cards and 2.5 million terminals.
(Milliyet Daily Newspaper, 2018). BKM is Turkey’s
domestic interbank clearing & switch institution
owned by 13 public and private Turkish banks which
have strong infrastructure and innovative products in
terms of card payments. As a part of the plan for
“Cashless Society” BKM (Interbank Card Center of
Turkey) has introduced world’s first national e-
wallet, BKM Express in 2012.

There are many reasons behind the need of payment
method in Turkey. These can be listed as:

* Despite of the global experience and enormous
size of the international schemes, it is not very
easy for them to adopt to local expectations of
Turkish financial market. The most important
example is the loyalty programmes of credit cards
that is unique for Turkish Card Payment System.

91% of the card volume and 98% of the number
of unique cards are used in domestic market
(Turkish Card Payments Report, 2018, p. 42)

Another important determinant factor is the cost
of cash. Even if almost %40 percent of household
consumption is paid via cards today, cash is still
the dominant mean of payment and more than 4
billion Turkish liras (around US$22bn) per year.
This cost includes printing and distribution costs
to the government, distribution and management
costs for institutions, fraud costs, as well as
financial costs.

e Heavy use of cash feeds the shadow economy,
which paves the way for fiscal evasion and
reduced tax revenues (Bruggink, 2016, p. 234).

These are the reasons of being for TROY. Member
banks have reached the verdict that national scheme
would give freedom and increase efficiency that are
needed for quick adaptation of technology in Turkish
highly competitive payments market (Bruggink,
2016, p. 231).

TROY has growing pertinaciously with the support of
member banks and Ministry of Treasury and Finance.
By April 2016, merchant acceptance rate of TROY has
reached to 100% which is the major advantage
comparing to its global peers. Today, number of cards
is above 3 million.
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Figure 2- The milestones of TROY
(Turkish Card Payments Report, 2018, p. 43)

According to reports and interviews about the targets
of TROY, it is expected to be one of the main tools for
the domestic fiscal policies. In addition, if TROY gets
full support of the government, it would have the
power to give some attractive incentives especially
for the unbanked population. Another expected
outcome is to support to struggle with the shadow
economy which is an acute problem of Turkey.
However, due to the lack of compulsiveness, Turkish
banks are reluctant about choosing local scheme as it
is all over the world. As it is confirmed in the White
Paper of Anthemis Group, seen below, local expertise
is the last item to decide what scheme to choose for
issuers.

Figure 3- Effective Factors for Chosing Scheme
(Chaplin et al,, 2012, p. 11)

5| CONCLUSION

Cyber security and data confidentiality are gaining
importance day by day. Under this circumstances,
importance of local data is becoming more evident.
Obvious benefits of national schemes can be
summarized as such; (1) Increase the regulatory
control of central banks in the market, (2) attract the
unbanked citizens and shows the benefits of
registered in the system, (3) Support the plans for
Cashless Society, (4) Strive with the fraud, (5)
Minimalize the cost of payment especially for the
banks.

According to a report of McKinsey & Company as of
2016, number of cards from national schemes have
reached to 2.5 billion which take 15% of the total
volume of 26 trillion USD. That means some of the
local schemes are bigger that the international
schemes. Same report shows that number of Union
Pay cards are bigger than the sum of MasterCard and
VISA, as seen below figure. It is possible to say that



Russian payment scheme, MIR, has the similar
potential.
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Figure 4- Global Card Payment Figures
(Turkish Card Payments Report, 2018, p. 27)

As a result, under convenient circumstances national
schemes may create big differences. But it is for sure
that they must be financially and officially backed up
by public and private authorities. This would expedite
the process and cause quick wins for financial point of
view.

For Turkish case, it might be suggested that some
financial incentives would be given to encourage
banks to issue TROY due to lack of awareness among
the end-user. Despite of the all efforts of BKM,
governmental authorities, BDDK (Banking Regulation
and Supervision Agency) and / or TCMB (Turkish
Central Bank), may give some endorsements through
tax reduction or provisionary favors. Thus, banks may
offer reduction on annual card fees or on interest
rates specifically for TROY. State owned banks may
prefer to use this scheme especially for the payments
of retired citizens. All types of immigrant payments
might be done via TROY. This immigrant welfare
payments are in the agenda of Turkish Government
since the Syrian Refugee Crisis. Municipalities should
be informed about TROY and public transportation in
every city, in fact some cities have already open loop
systems with MasterCard, might be automatized with
the support of TROY card. So that, both systems,
transportation and financial systems, would interact
each other and percentage of unbanked citizens
would decrease. Moreover, universities might be
added to study groups of TROY development process
and also universities might push post-graduate
students to do researches about national payment
system.
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ABSTRACT

In this study, it is aimed to bibliometrically examine the postgraduate thesis written in
the field of cultural tourism between the years of 1990-2018. Another aim of the research
is to reveal the general features of the literature on the cultural tourism and to provide
convenience to researchers working on this area. For this purpose, 45 thesis including 38
graduate thesis, 6 doctorate thesis and 1 qualification in art published in the National
Thesis Centre web site on culture tourism in 1990-2018 thesis tags; the type of the thesis,
the language it was written, the year the thesis was published, the university, the
institute, the department, the subject of study were examined in accordance with the
parameters. The data related to the determined parameters were calculated as number
and percentage. At the end of the study, it is seen that most thesis was written in 2017
and most doctoral thesis was written in 2015. Most graduate and doctorate thesis is
written in Istanbul University.

OZET

Bu c¢alismada kiiltlir turizmi alaninda 1990-2018 yillar1 arasinda yazilan lisansiistii
tezlerin bibliyometrik olarak incelenmesi amaglanmistir. Kiiltiir turizmi konusunda
alanyazinin genel 6zelliklerini ortaya koymak ve bu alanda ¢alisacak arastirmacilara
kolaylik saglamak da arastirmanin bir diger amacini olusturmaktadir. Bu amagla, Ulusal
Tez Merkezi internet sitesinde 1990-2018 yillarinda Kkiiltiir turizmi konusunda
yayinlanan 38 yiiksek lisans tezi, 6 doktora tezi ve 1 sanatta yeterlilik tezi olmak iizere
45 tez, tez kiinyelerinde yer alan; tezin tiirii, yazildig: dil, tezin yayinlandigi y1l, iiniversite,
enstitii, anabilim dali, ¢alisma konusu gibi parametreler dogrultusunda incelenmistir.
Belirlenen parametrelere iliskin verilerin sayr ve yiizdelik olarak hesaplamalari
yapimistir. Calisma sonucunda en fazla yiiksek lisans tezinin 2017 de en fazla doktora
tezinin de 2015 yilinda yazildig goriiliir. En fazla yiiksek lisans ve doktora tezi Istanbul
Universitesi’nde yazilmistir.

© 2018 JOBDA All rights reserved

tezlerin nicelik ve nitelik bakimindan incelenmesini
gerektirmektedir (Giigli Nergiz, 2014: 212).

Bibliyometrik ¢alisma ile belgelerin veya yayinlarin
konu, yazar, yayin bilgileri gibi 6zelliklerin niceliksel
olarak analizi yapilmakta ve elde edilen bibliyometrik
verilere dayanarak ilgili disiplinlerde bilimsel iletisim
slirecinin nasil gerceklestigi arastirilmaktadir (Umut
ve Tonta, 2004).

Turizm, her gecen giin 6nem kazanan, ekonomiye
biiytik katki saglayan hizmet sektoériidiir. Bu katkinin
biiyiikliigl yalnizca turizm gelirlerinin ylikselmesi ile
sinirll kalmamakta bu alanda arastirmaya ve teoriye
dayali c¢alismalar1 da ortaya c¢ikartmaktadir. Bu
gelismeler turizm alaninda hazirlanan lisansiisti
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Bibliyometri, turizm c¢alismalarinda giderek daha
onemli bir konu haline gelmistir. Bunun sebepleri,
turizmin bir bilgi alanm olarak biiylimesi, bireylerin,
yayin  kuruluslarinin  ve kurumlarin turizm
literatiirline  katkisina  olan  ilgi, arastirma
performansinin degerlendirilmesidir (Hall, 2011:16).

Bu ¢alismada kdiltiir turizmi alaninda 1990-2018
yillar1 arasinda yazilan lisansiisti  tezlerin
bibliyometrik  olarak  analizi  amag¢lanmistir.
Lisanststl ¢alismalar, bir bilim dalinin gelismesinde
onemli bir yere sahiptir. Bu calisma 6zgiin olarak
degerlendirilebilir. Ciinkii yazin taramasinda kiiltiir



turizmi kavramini bibliyometrik acidan inceleyen bir
calismaya  rastlanilmamistir.  Kiltiir  turizmi
konusunda yazilan lisansiistii tezlerin incelenmesi,
kiiltiir turizminin turizm anabilim dali i¢indeki yeri,
6nemi ve paymin belirlenmesi acisindan 6nem
tasimaktadir. Ozel ve Kozak’in (2012) de belirttigi
gibi; turizmin farkli alt konu basliklarinda yapilacak
olan bibliyometri c¢alismalari, bu alanlara iligkin
kapsamli bir bakis agis1 saglayarak alana katkida
bulunabilecektir. Dolayisiyla bu c¢alismadan elde
edilecek bulgular, kiiltiir turizmi konusunda
yayinlanan yiiksek lisans ve doktora tezlerinin genel
goriintiisiinii sayisal verilerle ortaya koymasi ve bu
alandaki boslugu doldurmasi agisindan Onemli
goriilmektedir. Arastirmada Ulusal Tez Merkezi
internet sitesinde 1990-2018 yillarinda kiiltiir
turizmi konusunda yayinlanan 38 yliksek lisans tezi,
6 doktora tezi ve 1 sanatta yeterlilik tezi olmak lizere
45 tez, tez kiinyelerinde yer alan; tezin tiirt, yazildig:
dil, tezin yayilandig y1l, tiniversite, enstitii, anabilim
dali, ¢alisma konusu gibi parametreler dogrultusunda
incelenmistir. Belirlenen parametrelere iliskin
verilerin say1 ve yiizdelik olarak hesaplamalar
yapilmistir.

2 | KULTUR TURIZMi

Kiltir yaratildign topluma 6zgii oldugu icin baska
cografyalara tasinmasi ya da farkli toplumlar
tarafindan yasanmasi miimkiin degildir. Kiiltiiriin
kendi yasam alaninda goriilmesi ve yasanmasi
gerekmektedir. Bu durum turizm talebi yaratir.
Kiltir ve turizm arasindaki iliski iki kavramin
kapsaminin dogal sonucu olarak ortaya ¢ikar. Kiltiir
turizme neden olurken, turistler de gordiikleri
kiiltiirden etkilendigi icin kiiltiir ve turizm iliskisi iki
yonli ele alinmalidir (Bahge, 2011:10). Kiiltiir turizmi
sozcigiine ilk kez 1980°1i yillarin basinda Avrupa
Komisyonu’'nun, Avrupa Birligi'nin kiltiirel kimligini
ve kiltiirel mirasini ortaya ¢ikarmak amaciyla yaptigi
calismalar sirasinda rastlanilmis olup arastirmalar
halen devam etmektedir (Kocapinar 2007, aktaran
Culha, 2008: 1829).

Kiiltiir turizmi, ev sahibi topluluk disindaki kisilerin
bir topluluk, grup ya da kurulusun tarihsel, sanatsal,
bilimsel veya yasam tarzi, kiiltiirel miras sunumlarina
olan merak ile tamamen veya kismen motive
edilmeleriyle yaptiklar1 ziyaretlerdir (Silberberg,
1995:362). Kiltir turizmi, insanlarin kendi
kiltiirlerini veya diger kiiltiirleri merak etmeleri,
gormek ve tamimak istemeleri dolayisiyla kiiltiirler
aras1 etkilesim kurma ihtiyacindan dolay1 ortaya
¢ikan, turistlerin gorglisiinii ve bilgisini arttiran,
arastirma yapmalarin1 saglayan, gidilen boélgedeki
kasaba, koy, folklorik yapi, el sanatlari, yerlesim
sekilleri gibi degerleri tanimalarini saglayan turizm
tirtdir (Albayrak, 2013:51-52).

Kiultiir turizmi, gegmis ve cagdas kiiltiirlere ait somut
ve somut olmayan degerleri gérme, onlarla ilgili bilgi
edinme amac ile gergeklesen, bununla ilgili
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hizmetlerin satin alinmasina bagli olarak dogrudan ve
dolayli faaliyetlerden olusan turizm olgusudur
(Gillcan, 2010: 102). Kiltir turizminin faaliyet
kapsamini kiiltiirel etkinlikler belirler. Bir bolgenin
cografyas, tarihi, adet ve gelenekleri, giyim kusam
gibi ozelliklerini tanimak icin yapilan faaliyetler
kiltiir turizmi kapsamina girmektedir (Haberal,
2011: 32).

Kiiltiir turizmi turizmde yeni bir turizm tipi olarak
goriilse de arastirildigi zaman turizm icindeki en eski
turizm ¢esidi oldugu gorilmektedir. Anadolu’da
Hititlerin, Lidyalilarin, Urartularin ve Lidyalilarin
tapinaklarini ziyaret etmeleri ilk yolculuklarin
nedenidir. Turizmin 20. ylizyillda modern yasama
girmesiyle kiiltiir turizmi deniz turizmi yaninda ikinci
planda kalmistir. Fakat her yolculuk kiiltiir
kalintilarinin ~ birkagimi  her zaman icermistir
(Doganer, 2013: 12).

Ulkeler turizmden elde ettikleri geliri arttirabilmek
icin, insanlarin turizm ile ilgili beklenti ve isteklerini
karsilayacak turizm tiirleri gelistirmek zorundadirlar.
Turistlerin istek ve beklentilerindeki farkliliklar
arastirmaya yonelik calismalarda; turistlerin artik
deniz, giines, kum turizmi faaliyetleri yerine agirlikl
olarak kiltir ve doga turizmi faaliyetlerine
yoneldikleri belirtilmektedir (Oztiirk ve Yazicioglu,
2002: 10). Mevsim sartlarina bagh kalmadan turizmi
on iki aya yaymak, turizme hareket kazandirmak, iilke
kiiltiirtini  tamitmak ve korumak icin Kkiltir
turizminin gelistirilmesi ©6nemli bir avantajdir
(Emekli, 2006: 54).

Literatiir incelendiginde kiiltiir turizmi ile ilgili bir¢ok
calismanin var oldugu sdylenebilmektedir. Emekli
(2006), ¢alismasinda Turizm cografyasi
arastirmalarinda kiiltiirel turizme ve cografya-kiiltiir-
turizm arasindaki iliskiye dikkat cekmek, cografyanin
ya da cografyacinin turizm cografyas1 ve Kkiiltiirel
turizm  arastirmalarindaki  roliinii  belirlemek
istemistir. Calisma sonucunda cografyanin; kiiltiir ve
turizmi birlestiren bir giice sahip oldugunu ve turizm
ile ilgili potansiyel belirleme ve planlama
¢alismalarinda hatta dogal ve Kkiiltiirel ¢evrenin
korunmasi ¢abalarinda da etkin bir rol iistlendigini
belirtmistir.

Uygur ve Baykan (2007), ¢alismalarinda kiiltir ve
killtir  turizmi  kavramlarini, kaltir  turizmi
kaynaklarim1 agiklamislar ve Kkiiltiirel turistlerin
anlasilmasi saglanarak, turizm gelisiminin kiiltiirel
varliklar tlizerinde ortaya c¢ikaracagl olumlu ve
olumsuz etkiler izerinde durmuslardir. Sonug olarak
kiltiir turizminin olumsuz etkilerinin olusmamasi
icin planli ve kontrollii siirdiirtilebilir bir gelisme
modeli benimsenmesi gerektigini vurgulamislardir.

Culha (2008), deve giiresleri festivallerinin kiiltir
turizmini destekleyici turistik {riin oldugunu
belirtti§i calismasinda, izmir'in Selguk, Pinarbasi,
Torbali, Tire ve Bergama ilgelerinde diizenlenen
festivaller ilizerine alan c¢alismasi yapmistir. Alan



calismasindaki amacinin, kiiltiir turizmi kapsaminda
yer alan deve giiresi festivallerinin uluslararasi nitelik
kazanmasin1  saglayarak Ege Bolgesinde kis
turizminin kurtaricis1 haline getirmek oldugunu
belirtmistir. Yapilan calisma sonucu deve giiresi
festivalleri eski canliligina kavussa da istenilen
seviyede olmadigi, deve glireslerinin devletin turizm
politikasi ve turizm yatirimlar i¢inde gergek yerini
aldig1 takdirde, ¢ok o6nemli yararlar saglayacagini
vurgulamistir.

Giilcan (2010), calismasinda Tiirkiye’nin toplam
turizm urini icindeki kiiltir turizminin agirhgini ve
kiltir turizmi Urintinin mevcut karakteristik
yapisinl analiz etmistir. Calismada kiiltiir ve turizm
iliskisini incelemis, turizmin gelisimi i¢in kiltir
turizminin itici gii¢ oldugunu ortaya koymus ve somut
ozelliklere dayali kiiltiir turizminin Tirk turizmdeki
yerini niteliksel ve niceliksel olarak ortaya
koymustur. Calisma sonucuna gore Tirkiye'nin
kiiltlr turizmi Uriiniiniin agirlikl olarak somut kiiltiir
varliklarina dayali oldugu, mevcut {iriin karakterinin
uzunca bir siiredir degismeden sunuldugu igin
rekabet a¢isindan dezavantaj oldugu tespit edilmistir.
Bunun sonucunda somut Kkiiltiirel varliklarin triin
haline getirilmesi ve kiltir turizminde {riin
farklilastirilmasi gerektigini belirtmistir.

Kodasve Eroz (2012), kiiltlirel turizmin kirsal turizmi
tamamlayict fonksiyonunu aciklamak amaci ile
gerceklestirdikleri calismada, kirsal ve kiiltiirel
turizm {iizerine yogunlasmis aralarindaki iliskiden
bahsetmislerdir. Kiltiirel turlari dogrudan doga
icinde gerceklestikleri i¢in kirsal turizm kapsaminda
degerlendirmislerdir. Ulkemizin hem kirsal hem de
kiiltiirel anlamda ¢ok zengin arz kaynaklarina sahip
olmasinin uluslararasi turizm pazarinda ilgi cektigini
bu nedenle Tirkiye'ye gelen turistlerin deniz ve
eglence turizminden sonra en c¢ok kiltiirel turizm
amach geldiklerine dikkat ¢ekmislerdir. Dolayisiyla
turizmin gelecekte devamliligl icin siirdiirilebilir
turizme hizmet eden eko turizmin yaninda Kkirsal ve
onunla biitiinlesen Kkiiltiirel turizmin iizerinde daha
fazla durulmasi gerektigini vurgulamislardir.

3 | TURIZMDE BIBLIYOMETRIK CALISMALAR

Yapilan alanyazin taramasi sonucu kiiltiir turizmi
konusunda lisansiistii tezlerin bibliyometrik profilini
inceleyen bir c¢alismaya rastlanilmamistir. Fakat,
turizm alaninda bir ¢ok arastirmaci tarafindan
bibliyometrik ¢alismalarin yapildig1 gériilmektedir.

Ozel Hale ve Kozak (2012), literatiirde turizm
pazarlamasi konusunda kapsamli ¢alisma
bulunmamasindan dolay1 gergeklestirdikleri bu
calismada amag olarak 2000-2010 yillar1 arasinda
turizm pazarlamasi alaninda yayimlanan Tiirkge
makalelerin bibliyometrik 6zelliklerinin saptanmasi
ve bu calismalarda yer alan makalelere yapilan
atiflarin analiz edilmesini belirlemislerdir. Bu amagla,
ulasilabilen 286 hakem denetimli makale
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bibliyometrik 6zellikleri a¢isindan incelenmis ve bu
makalelerde yer alan 4048 makale atifi lizerinden atif
analizi calismas! yapilmistir. incelenen makalelerde
atif yapilan kaynak tiirleri arasinda dergilerin ilk
sirada yer almasi ve yabanci kaynaklarin yerli
kaynaklara oranla daha fazla tercih edilmesi,
calismadan elde edilen dikkat cekici bulgular
arasinda yer almaktadir.

Cevizkaya, ilsay ve Avckurt (2014), 2000-2013
yilar1 arasinda turizm alan yazininda engellilerle
ilgili calismalarin ¢esitli parametreler gercevesinde
bibliyometrik ozelliklerinin belirlenmesini
amagladiklar1 ¢alismada; 515 yiiksek lisans ve 88
doktora olmak tizere toplam 603 tez ve 49 makale
incelemislerdir. Arastirma sonucunda 2000- 2013
yillar1 arasinda yiiksek lisans ve doktora tezinin
¢ogunlukla Gazi Universitesinde hazirlandigl
saptanmistir. Hazirlanan tezler yillar bazinda
incelendiginde, biiyiilk ¢ogunlugunun 2010-2013
yillar1 arasinda yogunlastigi belirlenmistir. Konu
acisindan ise egitim ve 6gretim, spor ve psikoloji
alanlar ilk siralarda yer alirken turizm alaninin ise 6.
sirada oldugu tespit edilmistir.

Giicli Nergiz (2014), Tiirkiye’de 1990-2013 yillan
arasinda turizm alaninda hazirlanan yiiksek lisans ve
doktora tezlerinin genel bir degerlendirmesini yaptig1
calismada Yiiksekogretim Kurulu Baskanligi'nin
internet adresinde kayitl olan lisanstistii tezleri “tiir”,
“dil”, “y1l”, “Universite”, “enstiti”, “anabilim dali” ve
“konu” gibi bibliyometrik 6zellikler acgisindan
incelemistir. Tezler adi gecen internet adresinde
turizm, otel, otel isletmesi, seyahat acentasi ve
yiyecek-icecek isletmesi anahtar kelimeleri ile
taranmis, 1565 yiliksek lisans ve 783 doktora tezi
olmak tizere toplam 2348 tez arastirma kapsamina
dahil edilmistir. Arastirma sonucunda 1990-2013
yillar1 arasinda tez calismalarn igerisinde en fazla
yiiksek lisans tezinin Gazi Universitesi'nde, doktora
tezinin ise Dokuz Eyliil Universitesi’nde hazirlandig
saptanmigtir. Zaman agisindan incelendiginde en
fazla sayida tezin 2010-2013 yillar1 arasinda
hazirlandig1 saptanmistir. Konu agisindan ytiksek
lisans tezlerinde turizm, isletme ve mimarlik konulu
tezler ilk siralarda yer alirken; doktora tezlerinde
turizm, isletme ve cografya konulu tezler seklinde bir
dagilim géze ¢carpmaktadir.

Tokséz ve Birdir (2016), kiiltiirel mirasla ilgili
lisanstistii tezlerin bibliyometrik 6zelliklerini ortaya
koymayr amagladiklar1 ¢alismada, 2006-2015
yillarina ait 84 lisansiistil teze erisim saglamislardir.
Kayit altina alinan tezler iiniversite, enstitii, yayim
yil, alt konu vb. bibliyometrik 6zellikler baz alinarak
incelenmistir. Calisma sonucunda en fazla tezin
Istanbul Teknik Universitesinde hazrlandig
saptanmistir. Arastirma konularinin en fazla
dayandig disiplin mimarlik, kiiltiirel mirasla en fazla
iligkilendirilen = kavramin koruyuculuk oldugu
belirlenmistir.



Ayaz ve Tirkmen (2018)'de gerceklestirdikleri
calismada, yoresel yiyecekler konusunda 1999-2017
yillar1 arasinda yapilan Ulusal Tez Merkezi internet
sitesinde yayinlanan lisansiistii tez ¢alismalarini
siniflandirarak  analiz ~ etmislerdir. = Arastirma
kapsaminda 45 adet lisansiistii tez; y1l, iiniversite, ana
bilim dali, yazim dili, tez tiirli, ¢alisma konusu,
anahtar Kkelimeler ve arastirma yontemi gibi
degiskenler ele alinarak bibliyografik acidan
incelenmistir. Arastirma sonuglarinda gorilmustiir ki
yoresel yiyecekleri konu alan tezlerin c¢ogunlugu
2016 yilinda yogunlasmakta ve yiiksek lisans
tezlerinden olusmaktadir. Anahtar kelimeleri “yemek
kiltiri” ve “yoresel iiriin” olarak 6ne c¢ikan tezlerin

en fazla Turizm Isletmeciligi Anabilim Dal
kapsaminda tiretildigi belirlenmistir.
4| YONTEM

Calismada kiiltiir turizmi alaninda 1990-2018 yillari
arasinda yazilan lisansiistii tezlerin bibliyometrik
olarak incelenmesi amag¢lanmistir. Calismada; yiiksek
lisans ve doktora tezleri incelenmistir. S6z konusu
tezlere Yiiksekogretim Kurulu'na bagl Ulusal Tez
Merkezi internet veri tabani lizerinden erisilmistir.

Tezler “kiltiir turizmi” anahtar Kkelimesiyle
taranmistir. Tarama sonucunda 45 adet teze
ulasilmistir. Tezlerin bibliyometrik 6zelliklerinin

incelenmesi i¢in tez kiinyelerinde yer alan; tezin tiird,
yazildigi dil, tezin yayinlandigl y1l, tiniversite, enstitij,
anabilim dali, ¢alisma konusu gibi parametreler
belirlenmistir. Calismada, bibliyometrik 6zelliklerin
incelenmesi icin belirlenen parametrelere iligkin
verilerin say1 ve yiizdelik olarak hesaplamalar
yapimstir.

5 | BULGULAR

Arastirmanin bu béliimiinde, kiltiir turizmi konulu
lisanstistii tezlere iliskin veriler ve bu verilerin
yorumlanmasi yer almaktadir. Asagidaki tablolarda

c¢alisma kapsaminda incelenen tezlere iliskin
tanimlayici bulgular yer almaktadir.
Tablo 1 Tezlerin Tiiriine iliskin Bulgular

Tez Tiirti Say1 Yiizde

Yiiksek Lisans 38 84,5

Doktora 6 13,3

Sanatta Yeterlilik 1 2,2

Toplam 45 100

Tablo 1'de goriildiigli gibi, incelenen tezlerin 38'’i
(%84,5) yliksek lisans, 6’s1 (13,3) doktora tezi,1’inin
(2,2) sanatta yeterlilik tezi oldugu tespit edilmistir.
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Tablo 2 Tezlerin Hazirlandig Diller

Dil . . Sanatta
Yiiksek Lisans Doktora Yeterlilik
Say1 | Yizde | Say1 | Yiizde | Sayn | Yiizde

Tiirkge 36 94,8 6 100 1 100

ingilizce 2 5,2

Toplam 38 100 6 100 1 100

Tablo 2’ye gore; kiiltiir turizmini konu alan lisansiistii
tezlerin dil dagilimina bakildiginda, 36 adet yiiksek
lisans tezi Tirkge (%94,8), 2 adet yiiksek lisans tezi
Ingilizce (%5,2) olarak hazirlanmistir. Doktora tezi 6
adet Tiirkce (%100) olarak ve Sanatta yeterlilik tezi
ise 1 adet Tiirk¢e (%100) olarak hazirlanmistir.

Tablo 3 Lisansiistii Tezlerin Yillara Gore Dagilimi

Yiiksek Lisans Doktora
Yil Say1 Yiizde Say1 Yiizde
1990 1 2,6
1999 1 2,6
2001 - - 1 16,6
2002 2 52
2003 2 5,2
2005 1 2,6
2006 1 2,6
2007 1 2,6 1 16,6
2008 2 5,2
2009 1 2,6 1 16,6
2010 1 2,6
2011 4 10,5
2012 3 7,9
2013 3 7,9
2014 1 2,6
2015 4 10,5 2 333
2016 2 52
2017 7 18,4 1 16,6
2018 1 2,6
Toplam 38 100 6 100

Tablo 3’te gorildiigii tizere, kiiltlr turizminde en fazla
yiiksek lisans tezi 7 adet (%18,4) olarak 2017 yilinda,
doktora tezi ise 2 adet (%33,3) olarak 2015 yilinda
yazilmistir. Sanatta yeterlilik tezi ise sadece 2015
yilinda 1 adet yazilmistir. Tiirkiye’deki Kiiltlr turizmi
konusunda hazirlanan ilk yiiksek lisans tezinin 1990



yilinda,

ilk doktora tezinin

ise

2001 yilinda
yayinlandig1 ortaya ¢ikmaktadir. Kiltir turizmi ile
ilgili 1990-1999 yillar arasi ve 2000, 2004 yillarinda
lisanstistii teze rastlaniimamistir.

G. Sadik/ Journal of Business in The Digital Age 1(2), 2018, 76-83

doktora tezi ise 2 adet (%33,3) olarak istanbul ve
Marmara Universiteleri’'nde yazilmistir.

Tablo 5 Tezlerin Enstitiilere Gore Dagilimi

Tablo 4 Tezlerin Universitelere Gére Dagilimi Yiiksek Lisans Doktora Sanat.tfl
Enstitii Yeterlilik
Yitksek Doktora Sanatta Say1 | Yiizde | Say1 | Yiizde | Say1 | Yiizde
Universite Lisans Yeterlilik
Sosyal
Say1 | % | Say1| % | Say1| % Bilimler 35 | 921 5 83,3 - -
1 | Adnan Menderes 1 2,6 - - - - Enstitlist
Universitesi Fen
2 ) Akdeniz 2 52 - - - - Bilimleri 2 53 1 16,7 - -
Universitesi Enstitiisi
3 _Anadolu 2 52 - - - - -
Universitesi E.g1.t1m ]
4 ~ Ankara 1 2,6 _ _ _ _ Bllln’.ll?rlu 1 2,6 - - - -
Universitesi Enstitisi
5 | Atk 126 | - | - | - | - Guizel
Universitesi Sanatlar R _ _ R 1 100
6 | Atilim Universitesi 3 7.9 - - - - Enstitiisii
7 _Balikesir 2 |52 - | - | -] - Toplam 3 | 100 | 6 | 100 [ 1 [ 100
Universitesi
8 ) Beykent 2 5,2 - - - -
Universitesi
9 _ Bogazigi 1 | 26 _ B _ B Tablo 5’e gore, en fazla yiliksek lisans tezlerinin
Universitesi hazirlandigl enstitii 35 adet (%92,1) ile Sosyal
10 Dokuz Eylil 1126 | - - - - Bilimler Enstitiisiidiir. Bunu 2 adet tez (%5,3) ile Fen
Universitesi e . e e . oy
1T | Bye Universitesi 1 126 N n N n Bilimleri Enstitiisii ve 1 adet tez (%2,6) ile Egitim
ge Thiversitest Bilimleri Enstitiisii takip etmektedir. Doktora tezleri
12 Osmangazi 1 26 - - - - 0 Ti EP
o ) 5 adet tez (%83,3) Sosyal Bilimler Enstitiisiinde ve 1
Universitesi s . I
13 — T 126 | - " - " adet tez de (%16,7) Fen Bilimleri Enstitiisiinde
Fatih Universitesi ’ R P -
hazirlanmistir. Sanatta Yeterlilik tezi ise Giizel
14 | Gazi Universitesi 1126 - ) ) ) Sanatlar Enstitiistinde hazirlanmistir.
15 __Gz.azian.tep . 2 5,2 - - - - Tablo 6 Tezlerin Anabilim Dallarina Gore Dagilim
Universitesi
16 "Ha_lcette_:pe . 2 5.2 ) . ) . Yiiksek Sanatta
Universitesi N Lisans Doktora Yeterlilik
17 ] i_stanb_ul . 6 |157] 2 [333 _ B Anabilim Dal
Universitesi Say1| % |[Say1| % | Say1 | %
18 Istanbul Bilgi 1 2,6 - - - -
Universitesi Anadol.u _
19 ist__anbul Teknik 1 2.6 R R R R 1 | Medeniyetlerive 1 26 i ) ) )
Universitesi Kiiltiirel Miras !
20 ) Karabuk 1 2,6 _ _ _ ~ Yonetimi
Universitesi 2 Arkeoloji 1 26 B - - -
21 Triversiteac 1 |26 - |- - - _ ’
Kog Universitesi 3 Cografya 4 10,5 3 =0 ] ]
Marmara - - - - .
22 Universitesi 2 |333 4 Iletisim Bilimleri B _ 2 1333 B B
23 Mersin Universitesi 1 2,6 - - - - 5 | isletme 3 79 } ) ) )
24 | OndokuzMays - - 1 |166 | - - 6 | Isletme Yénetimi 1 | 26 ) . . -
Universitesi ’
25 ) Sakarya 2 5,2 - - - - 7 Kamu Yonetimi 1 2,6 _ R R R
Universitesi Gltir Yonetimi
26 Siilg_yr'nan l?em.irel i _ _ _ 1 100 8 | Kiiltiir Yonetimi 1 2,6 R B B ;
Universitesi 9 | Mimarhk 1 26 i ] . .
27 Yildiz Teknik 1 2,6 1 [16,6 - - !
Universitesi 10 | Sanatve Tasarim B R R . 1 100
Toplam 38 |100| 6 |100| 1 100 ~
hi Bol
11 | Sehirve Bolge 1 (26| 1 167 | - | -
Planlama
12 | Turizm 8 210
Tablo 4’te goriildiigii lizere Turkiye’'de kiiltiir turizm Isletmeciligi ’ j ] ] ]
ile ilgili tezler 27 farkh iiniversitede hazirlanmistir. Turizm
Tabloya gore en fazla yiiksek lisans tezi 6 adet 13 | isletmeciligi ve 6 |157 | - - - -
(%15,7) olarak Istanbul Universitesi'nde ve en fazla Otelcilik
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Turizm Eski kentsel yerlesim
14 isletmeciligi 1 2,6 - - - - birimlerimizin kiiltiir 1 2,6 - - - -
Egitimi turizmimizdeki yeri
15 | Turizm Y6netimi 1 26 R R R R Kiltiir turizmine
’ yonelik paket tur 1 2,6 - - - -
16 | TurkDilive ) 5o ) ) ) ) hazirlanmasi
Edebiyat ’ Bir bolgenin kiiltiir
17 | Tirk Halk Bilimi 1 26 R B R R turizmine sosyal ve 1 2,6 - - - -
_ ’ ekonomik katkilari
18 | Diger 5 [13,1 - - - - Kentsel
markalagmada kiltiir 1 2,6 - - - -
Toplam 38 100 6 |100 1 100 turizminin etkisi
Kiiltiir turizminde ¢ini 1 26 ) ) ) )
sanati
Tablo 6’da goruldigiu gibi tezlerin hazirlandigl Kultir turizmi 1 |26 - ; . )
anabilim dallar1 da incelenmistir. Ancak bir kisim ]S)trfjtfl’llleil ¥
tezde anabilim dallan ile ilgili bilgi verilmedigi tespit alz*;;l?a:; d:r]l:l.?ﬁusrlt 1 1261 - ) i )
edilmistir. Ulusal tez merkezi veri tabaninda kiiltiir turizmi ve yonetimi '
turizmi konulu 5 adet ytliksek lisans tezinin, yani Turistik iirin
yluksek lisans tezlerinin %13,1'inde anadallan gesitlendirmesi 1 |26 - . i .
belirtilmemistir. Tablo 6’ya gore 8 tane yiiksek lisans ﬁﬁ;?:;mda kiilttr
tezi Turizm Isletmeciligi Anabilim Dali'nda, 3 tane Kiltiir turizmini
doktora tezi ise Cografya Anabilim Dal’'nda gelistirmek 1126 - ] i ]
hazirlanmistir. Kiiltiir turizmi ve
gastronomi turlari
Tablo 7 Tezlerin Konularina Gore Dagilimi diizenleyen seyahat
acentalari tizerinde 1 2,6 - - - -
Yiiksek Doktora Sanatta tiiketici talep
Konu Lisans Yeterlilik boyutuyla ilgili bir
aragtirma
Sayi| % | Say| % | Say | % Tiirk tur
Bir destinasyonda operatorlerinin kiltiir
Kkiiltiir turizmi 8 21 3 50 N - turizmi pazarinda
Bir bolgenin kiltir 8 1 ) ] ) ] sunduklari triinler 1 2,6 - - - -
turizmi potansiyeli :glslrtlgalng.abana
Kiiltiir turizminin 3 79 i ) ) ) turist talebinin
siirdiiriilebilirligi ’ ‘I?C"’le“mesi(..]t..
Kultiir turizmi oruma vev ultur
e N P O O O O B vl
turizminin yerel halk ! Varimada'da Bizan 1 26 i ) i )
tarafindan algilanmasi Dé.l. ada da Blzans ’
6nemi mimari
Sosyal medya mirasinin
pazarlamasinin Kiiltiir 1 2,6 - - - - deserlendiril .
turizmine etkisi Kf_—‘.ie"r etn irilmesi
Kiiltiir turizmi ultar turizmi
kapsaminda kutsal ;glsmdar} ko ylere 1 2,6 - - - -
mekanlarin turistik 1 2,6 - - - - b}zlr.nftfgolt.urrtrlle .
cekicilik agisindan ledlgl ﬁi lyetlerl
degerlendirilmesi k?l lyelik egyamn
Bir destinasyonda kut{(ulr turizmine - - - - 1 100
koruma,surdiiriilebilir 1 26 i ) ) } .a.l dl..al.d.llvs.l. lisi
lik, kiiltiir turizmi ’ surdurule ll irligi
amacli diizenlemeler Toplam 38 [ 100 | 6 100 1 100
Kiiltiir turizmini
gelistirme
]fi"Pf’;S‘tes}nén . } 1 |166] - } Tablo 7’ye gore yiiksek lisans tezleri incelendiginde;
olgtilmesinde e . 1y oD
Kkavramsal bir model 8 tanve tezin bir destlr-lasy(.)nda"kultur turizmi ile 1!g111
ve yontem denemesi oldugu, 8 tane tezin bir bdlgede kiltir turizm
Kiiltiir turizmine potansiyeli ile ilgili oldugu ve 3 tane tezin ise kiiltiir
haﬂ;bllslmsel bir Lp2e | - - | - | - turizminin siirdiriilebilirligi ile ilgili oldugu tespit
?Zriﬁflgmut edilmistir. Doktora tezleri incelendiginde; 3 tane tezin
isletmeciligi ve kiiltar | 1 | 2,6 | - B} N B} bir destinasyonda kiiltiir turizmi ile ilgili, sanatta
turizmi iliskisi yeterlilik tezi incelendiginde ise 1 tane tezin hediyelik
Kultar turizmi esyanin kiltir turizmine katkilar ve
kapsaminda iletigim ; R I L I stirdiirilebilirligi ile ilgili oldugu gorilmektedir.
calismalari
Turizm tapltlr.m‘nda N i 1 166 - i
kiiltlir turizminin yeri
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6 | SONUC

Bu ¢alismada YOK veri tabaninda 1990-2018 yillar
arasinda kiiltiir turizm ile ilgili yayinlanan 38 yiiksek
lisans, alti doktora tezi ve bir sanatta yeterlilik tezi
cesitli parametreler cercevesinde degerlendirilmistir.
Calisma sonucunda en fazla yiliksek lisans tezinin
2017 de en fazla doktora tezinin de 2015 yilinda
yazildig1 gorilir. Arastirma sonuglarinda dikkat
ceken; doktora diizeyinde yapilan ¢alismalarin sinirh
kaldigidir. Bu alanda doktora diizeyinde daha ¢ok
¢alismanin yapilmasi gerektigi diisiiniilmektedir. En
fazla yiiksek lisans ve doktora tezi Istanbul
Universitesi’'nde yazilmistir. En fazla yiiksek lisans
tezlerinin hazirlandig1 enstitii Sosyal Bilimler
Enstitiistidiir. Yayinlanan tezlerde kullanilan dil genel
¢ogunlukta Tlrkeedir. Anabilim dallari
incelendiginde, = Turizm isletmeciligi, Turizm
Isletmeciligi ve Otelcilik, Cografya Anabilim dallar1 6n
plana ¢ikmaktadir. Yayinlanan lisansiistii tezlerde
konu olarak c¢ogunlukla bir destinasyonda Kkiiltiir
turizmi ve potansiyeli, kiltir turizminin
sturdiiriilebilirligi lizerinde durulmustur. Gelecekte
yapilacak ¢alismalarda, kiiltiir turizmi konulu tezler,
kullanilan yontemler a¢isindan incelenebilir.

Yazin taramasinda kiltiir turizmi kavramini
bibliyometrik a¢idan inceleyen bir c¢alismaya
rastlanilmadig icin bu ¢alismanin ilgili yazina katki
saglayacag1r disiiniilmektedir. Kiiltlir  turizmi
konusunda yazilan lisansiistli tezlerin incelenmesi,
kiltlr turizminin turizm anabilim dal icindeki yeri,
6nemi ve paymin belirlenmesini saglamistir.
Akademik diizeyde yapilacak ¢alismalar, bilim dalinin
gelismesinde 6nemli bir yere sahiptir. Ayrica, bu
¢alismalarin 6zellikle sektor yoneticilerine ve turizm
planlamacilarina katki sagladig1 dikkate alindiginda
kiiltiir turizmi konusunun iizerinde daha c¢ok
durulmasi gerektigi ortaya ¢ikmaktadir.
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ABSTRACT

The purpose of the study is to critically asses and investigate digital marketing activities
of Cork Institute of Technology’s online courses. In 2011, CIT introduced its first thought
online courses and presently offers a blended learning and fully online courses. This year
in 2017 CIT offers 13 online programmes. For this case study, qualitative methods were
used to gather research data. Semi-structured interviews were conducted with ten
master students who have e-learning experience to understand their experience in
relation to CIT’s online courses and marketing of e-learning courses in general. A
systematic analysis method is conducted to CIT’s digital marketing activities to gather
data from 8 past social media advertisement of 3 online programs. This research finds
that students value flexibility, convenience and price advantage of CIT’s online courses
while having concerns in relation to the self-motivation. Findings of this research
highlighted issues such as face to face interaction for students and teachers and the
difficulties they experience in communicating with each other. The answers from
students in relation to issues around lack of face to face interaction showed that majority
of the students feel more comfortable with taking fully online programs for technical
subjects and they think a blended learning program would be more suitable for social
science subjects instead of fully online programs.

1| INTRODUCTION

Technological changes with mostly development of
digital technologies and data affect not only the
business area but also private life of people (Lentsiou
et al.,, 2018). For example, thanks tothe technological
develeopments, social media is the most common way
for people to communicate with others and to reach
large number of people with lowest prices (Polat and
Yarimoglu, 2018). Also, e-learning is the other
important area of digitalization and technological
developments. In Ireland, there are not many
institutions that provide level 9 online learning
programmes. There are 49 educational institutions in
Ireland and only 12 of them offer online education
programs (colleges.ie). The Cork institution of
technology is one of the institutions located in County
Cork which provides online courses (cit.ie).

The aim of the research is to evaluate the
effectiveness of the online marketing activities of
Cork Institute of Technology; such as social media
activities, campaigns, direct online marketing
activities, Search Engine Optimisation (SEO) and pull
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marketing techniques. The researcher is going to
asses and investigates the effectiveness of online
contents used in online marketing. The researcher
analysed data from previous and current digital
marketing campaigns. The study will provide data for
the analysis of the above processes and identify
strengths and weaknesses of CIT’s digital marketing
activities. This research consists of a case study
investigating to see if there is a better way of
marketing online courses at Cork Institute of
Technology. In order to make key recommendations
to CIT and other institutions in Ireland in terms of
addressing the gaps and finding areas of
improvement in digital marketing, qualitative
research methods will be conducted using interviews
to find out the best practice in digital marketing
through online courses.

This study therefore concerns with assessment of the
attitudes perceptions and understanding of master
students in relation to the digital marketing of online
courses at Cork Institute of Technology. This study
firstly examines the Masters Student’s viewpoints on



digital marketing of higher education e-learning
programmes. Secondly, it will examine past digital
marketing activities of Cork Institute of Technology.
The following section describes the layout of this
thesis. The research study contains five chapters
including this introduction section. Each chapter has
a specific focus. This layout was chosen for its ability
to present clearly defined and specific research in a
managed an orderly fashion, while comprehensively
addressing the research topic.

2 | THEORETICAL BACKGROUND
2.1 | E-learning: An Historical Context

According to Nicholson (2007:10), knowledge of the
past is a key to understanding the present. The
context of e-learning, it is important to note that there
is no single evolutionary tree and no single agreed
definition of e-learning (Nicholson, 2007:10). Since
the 1960s, e-learning has evolved in different ways in
Business, Education and the Training sector
(Nicholson, 2007:11). Offir etal. (1994) described the
historical development of Information and
Communication Technology (ICT) wuse in the
educational process and indicated that, since the
introduction of ICT, the ‘traditional open’ courseware
continuum succinctly and accurately depicts the
progress made in the use of ICT for learning and
instruction. The ‘traditional open’ continuum
provides an insight as to how ICT evolved and
developed as educational media since the early
1960s. The introduction of Information and
Communication Technology (ICT) into the
educational system has been hailed as a major
catalyst of the long dreamed-about educational
revolution (Hoyle, 1983). According to Jones et al,,
(1993) ICT is designed to serve as a major vehicle for
improving the efficiency of the educational process.
ICT development provides students with the
opportunity of enriching their knowledge and
comprehension of a subject matter by facilitating the
ability to conduct comprehensive searches for
sources hitherto available only in libraries and
museums. The introduction of the use of spreadsheets
and databases in the educational process contributed
to the promotion of improved learning instruction
and increased effectiveness in the educational
process (Appelberg, 1997).

The steady evolution of ICT (radio, television,
interactive video, electronic mail, world-wide web)
has considerably influenced the development of
distance learning (Jones & Knezek, 1995). The first
generation of distance learning, using traditional
printed material and communication via post and
telephone, was superseded by second generation
audio recordings, radio and television broadcasts
(Southworth et al, 1981). Both first- and second-
generation distance learning delivery systems were
designed primarily to produce and distribute learning

85

E. Sen/ Journal of Business in The Digital Age 1(2), 2018, 84-95

materials as efficiently as the technology of the day
permitted without any attention to the lack of
interactive communication between students and
teachers (Trentin, 1997). As a result of the
development of enhanced third generation distance
learning systems which include interactive video,
email, and world-wide web technologies, learning
activity has been redefined to include teacher-
student  interaction (Trentin, 1997). In
contradistinction to this, Ottesen, (2007:275) argues
that over the years there has been a strong urge to
incorporate information and communications
technology (ICT) in teaching practices; however, the
pace of integration has been characterized as
disappointing. Teachers’ lack of competence, their
resistance and lack of availability and stability of
computers and infrastructure have been offered as
explanations (Ottesen, 2007:275).

According to Wilson at al., (1997) third generation e-
learning is flexible, and allows teachers to
continuously monitor overall progress of students as
well as permitting tutors to modify, reinforce and
even model educational processes, thereby meeting
the cognitive needs and requirements of students.
Similarly, Becker, (1984) says that interactive video-
conferencing or interaction by way of online Internet-
based instructional and e-learning packages offer
one-to-many tuition in which teachers and students
are able to communicate synchronously thereby
solving instructional and learning problems in real
time.

The origin of e-learning is currently practiced in
Business and Higher Education from the insightful
work of Patrick Suppes at Stanford and Don Bitzer at
the University of Illinois (Nicholson, 2007:10-16).
Suppes and Bitzer clearly situated the use of
technology within a broader educational agenda. In
the early 1960s, Don Bitzer at the University of Illinois
created PLATO, a timeshared computer system, to
address concerns about student literacy (Nicholson,
2007:10-16). It allowed educators and students to
use high resolution graphics terminals and an
educational programming language to create and
interact with educational courseware and to
communicate with other users. PLATO’s advances in
Computer  Assisted Instruction and its
communication features were equally innovative and
were the foundations of today’s conference and
messaging systems (Nicholson, 2007:10-16).

Two decades before the World Wide Web came on the
scene, the PLATO system pioneered online forums
and message boards, email, chat rooms, instant
messaging, remote screen sharing, and multiplayer
games, leading to the emergence of what was perhaps
the world’s first online community (Nicholson,
2007:10-16). When PLATO was eventually
commercialized, it became the direct ancestor of
today’s e-learning systems such as Blackboard™ and



WebCT™ (Nicholson, 2007:10-16). In the 1960s,
there were few educational applications of computers
in universities, with most performing routine
computational tasks (Nicholson, 2007:10-16). It was
thought that the high cost of technology would
prevent its ubiquitous uptake as an educational tool
(Nicholson, 2007:10-16).

In 1966 Suppes argued that ‘... in the future it would
be possible for all students to have access to the
service of a personal tutor in the same way that
ancient royals were once served by individual tutors,
but that this time the tutors would be in the form of a
computer (Nicholson, 2007:10-16). Suppes and
Bitzer appears to have created the technology mainly
as a tool, but also oversaw its operationalization in
other dimensions (Nicholson, 2007:10-16).

Since today, e-learning has increased more and more
in years especially in higher education institutions
around the world and become a very popular method
in short time (Jenkins et al., 2011; Stoica et al., 2017).
Depending upon the improvements on ICT, it can be
seen as the contemporary learning method which
uses online platforms and tools. However, there are
many reasons behind the motivations using e-
learning tools such as users’ knowledge and skills in
using ITs, perception to accept technology and the
internet, etc. (Tarhini et al,, 2016; Wong, et al,, 2015).
Also, Flavin (2017), stated that effective use of IC to
change how students learn and how faculty teach is
one of the main challenges that change the university
education in the future.

2.2 | How People Learn

In his study, Cross (2004:103) questions, how do
people learn? Why? What's e-learning? And does it
work? Cross (2004:103) addresses these questions
and recounts the history and pitfalls of first-
generation  e-learning.  According to  Cross
(2004:103), learning is one of life’s great mysteries
and is something to engage the mind with. That aside,
in more practical terms, learning is that which
enables you to participate successfully in your life and
in the environments that matter to you. Learning
involves meshing new material into what you already
know. Learning creates neural connections and
rewires your brain (Cross, 2004:103).

“What we have to learn to do, we learn by doing,”
(Aristotle) and “the only source of knowledge is
experience” (Einstein). One of the best ways to learn
is social; people learn with and from other people.
People learn by doing (Cross, 2004:104). People learn
because they have an innate desire to excel, the
promise of reward, the fear of punishment, the lure of
advancement, social pressure, peer pressure,
curiosity, a quest for understanding, the satisfaction
of accomplishment, status, pride and more (Cross,
2004:103).
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Clarke et al, (2006) believes, information and
communication technology (ICT) and e-learning are
connected subjects. Before anyone called it e-
learning, in late 1997, learning guru Elliott Masie
defined e-learning as “online learning is the use of
network technology to design, deliver, select,
administer, and extend learning” (Cross, 2004:105).
Similarly, in 1998, Jay Cross emphasizing the internet,
also defined e-learning as “e learning is learning on
Internet Time, the convergence of learning and
networks (Cross, 2004:105).

Nicholson, P. (2007:1) connects CIT with interned
and Defines e-learning as “thanks to the increasing
educational success of the Internet and easier access
to it. This broad field, which may include any kind of
learning process aided by Information and
Communication Technologies, is usually referred to
as e-learning. According to Katz (2002), e-learning is
the use of telecommunication technology to deliver
information for education and training. The progress
of information and communication technology
development and e-learning is emerging as the
paradigm of modern education (Katz, 2002). The
great advantages of e-learning include liberating
interactions between learners and instructors, or
learners and learners, from limitations of time and
space through the asynchronous and synchronous
learning network model (Katz, 2002).

In order to benefit from e-learning an individual need
to have a reasonable degree of ICT skills and
confidence in using technology (Clarke et al.,2006).
Tutors seeking to use e-learning methods need both
technical and pedagogical skills (Clarke et al.,2006). It
has been suggested that for e-learning the mix of skills
such as acceptance of responsibility, collaborative
learning, and time management, is different from
more traditional forms of learning (Clarke et
al,,2006). Similarly, Nicholson, P. (2007:1-11) also
focuses on skills by indicating “ Broadly in industry
settings, e-learning reflect an emphasis on informal
an non-formal, just-in-time learning where the
emphasis is on collaborative productivity. “Whilst in
higher education settings, best practice online
learning  emphasizes the development of
metacognitive skills where the emphasis is on
reflective and collaborative learning.”

According to Pei-Chen Sun, et al,, (2002), “e-learning
is basically a web-based system that makes
information or knowledge available to users or
learners and disregards time restrictions or
geographic proximity.” On the other hand, removing
the focus from e(electronic), Cross (2004:105) argues
that after the term “e-learning,” coined, today we live
in an e-world. Networks facilitate virtually all
learning. Most corporate learning today is at least in
part e-learning. It has become trite to point out that
the “e” doesn’t matter and that it’s the learning that
counts. Similarly, Masoumi, et al.,, (2012) emphasizes



the quality of e-learning context and say that with
globalization, there are worldwide calls for enhancing
and assuring quality in e-learning, specifically in the
context of the developing countries. Such calls for
quality enhancement, accountability, added value,
value for money, self-evaluation, and role players’
satisfaction in higher education settings cannot go
unheeded. Mc Garr (2009), also outlines that
predominant use of the technology lies within
discrete informatics subjects which tend to focus on
learning about the technology rather than learning
with it.

2.3 | Global E-learning Market

Hayes (2007) observes that although research into
the use of ICT in education is into its third decade,
there is still ‘a pressing need to better understand
how computer-based technologies are influencing
learning opportunities. The education community
expansion of instructional technologies throughout
all sectors, research into the appropriateness,
effectiveness, and modalities of learning via
information and communication technology (ICT)
continues to grow (Friedman, etal., 2003:402). Oliver
(2005) says that higher education institutions all over
the world, and not the least in developing countries,
are challenged to become more competitive on a
global level. According to Farrell, (2001), which
follows more than 200 electronic-learning
companies, the e-learning market will grow from
$550 million in 1998 to $11.4 billion in 2003. For
some institutions, businesses, and government
agencies, education is becoming the nexus of
innovative activity, e-commerce, and the Internet
(Friedman, et all, 2003:403). There seems to be
universal agreement that the worldwide e-learning
market will show fast and significant growth over the
next three years (IBIS Capital 2013:8-97). The
worldwide market for Self-Paced e-learning reached
$35.6 billion in 2011 (docebo.com:8). The five-year
compound annual growth rate is estimated at around
7.6% so revenues should reach some $51.5 billion by
2016 (docebo.com:4). While the aggregate growth
rate is 7.6%, several world regions appear to have
significantly higher growth rates (docebo.com:4).
With the inflow of an estimated $6 billion of venture
capital over the past five years, e-learning is being
driven not only by start-up dot-com entrepreneurs
but also by big corporations, for-profit spin-off
ventures, as well as big and small universities
(towerswatson.com).

Friedman et al., (2003:403) believes that education in
the 21st century can be thought of as a significant
thread of e-commerce. According to recent regional
studies, the highest growth rate is in Asia at 17.3%,
followed by Eastern Europe, Africa, and Latin America
at 16.9%, 15.2%, and 14.6%, respectively (td.org).
Eastern Europe market is driven by Russian
Federation and Asia is driven by India, China and
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Australia (docebo.com:8). Each of the world’s regions
has its idiosyncrasies in terms of the factors that drive
this market (docebo.com:11). In Asia, for example,
Government-funded projects related to literacy
development in rural areas are a major driver to the
introduction of e-learning (docebo.com:11). In the
Middle East, governmental interventions play a
critical role in the dissemination of e-learning
material as educational methods (docebo.com:11). In
some African countries, private universities are
making the difference when it comes to investments.
These Institutions are willing to provide a broad
offering to their students in order to help them boost
their careers (docebo.com:11). National governments
are not the only ones playing a key role in the
development of information and communication
technologies (ICT) for education (docebo.com:12).
Other sponsors of this trend are international
authorities, such as UNESCO, which invests heavily in
developing a modern framework for education in the
region (docebo.com:13).

2.4 | Digital Marketing in The Context of E-learning

The development of alternative organizational and
management structures for the new knowledge-
based industries is also relevant to virtual education,
which is not only dependent on an extensive and
reliable ICT infrastructure, but also requires a post-
industrial approach to organization and management
(Farrell, 2001:30). Friedman et al, (2003:407)
believes that it is imperative that educational
organizations, particularly  virtual education
institutions, realize that a content management
system is a requirement for success in this milieu. An
estimated 160 million people are expected to be
involved in higher education in the year 2025 and to
service them, publishing houses are teaming with
universities and education corporations to develop
and distribute both new content and new delivery
systems (Friedman et all., 2003:408). According to
Farrell, (2001:109) the convenience and growing
technological sophistication of virtual education is
causing some traditional institutions to reassess how
they organize, deliver and market their courses. As
stated by to Kotler (2002) Marketing deals with
identifying and meeting human and social needs. One
of the shortest definitions of marketing is “meeting
needs profitably” (Kotler, 2002). Kotler says that
(2002:5-6) marketing people are involved in
marketing 10 types of entities: goods, services,
experiences, events, persons, places, properties,
organizations, information, and ideas. Drucker
(1978) say that “the aim of marketing is to make
selling superfluous. The aim of marketing is to know
and understand the customer so well that the product
or service fits him and sells itself. Ideally, marketing
should result in a customer who is ready to buy”
(Drucker, 1978).



Kotler (2002:6) says that the marketplace is physical,
as when one goes shopping in a store; marketspace is
digital, as when one goes shopping on the Internet.
Kotler (2002:8) believes that in order to be successful
in the on-line marketspace, it is important for
marketers will to reorganize and redefine themselves.

According to Kotler (2002:7-13) In the Four P
Components of the Marketing Mix, promotion is
communication. Communication with market. To
reach a target market, the marketer uses different
kinds of marketing channels. Communication
channels deliver messages to and receive messages
from target buyers. They include newspapers,
magazines, radio, television, mail, telephone,
billboards, posters, fliers, CDs, audiotapes, and the
Internet. Marketers clearly face a design problem in
choosing the best mix of communication, distribution,
and selling channels for their offerings. Ryan et al,
(2011:11) says that Digital marketing is the fastest
growth area of marketing we have ever witnessed.
Ryan et al, (2012:17) outlines that the Digital
Marketing sector is so big that now everybody
competes for the lion’s share of an annual pot worth
approximately one trillion dollars. Global online
population statistics (www.internetworldstats.com)
put the number of internet users worldwide at about
1.3 billion and according to the latest stats, in just a
couple of years, more than a quarter of the global
population has access to the internet (Ryan et al,
2012:14). It is important to understand customers
and create relevant conventional and digital
marketing strategies (Chaffey et al., 2012:18). Digital
marketing strategy consider how the internet
strategy can be aligned with business and marketing
strategies and describes a generic approach with
phases of situation review, goal setting, strategy
formulation and resource allocation and monitoring
(Chaffey et al, 2012:18). According to Kotler
(2002:18), customers increasingly expect higher
quality and service and some customization. They
perceive fewer real product differences and show less
brand loyalty. They can obtain extensive product
information from the Internet and other sources,
permitting them to shop more intelligently. They are
showing greater price sensitivity in their search for
value.

Kotler (2002:6) believes that we can distinguish
between a marketplace and a marketspace. According
to Ryan etal.,, (2011:17) once it is decided what to do,
in fact, need to pursue some form of digital marketing;
the next step should be creating your own strategy.
There is no “one size fits all” strategic panacea that’s
why businesses need to “bake” its own unique
strategy based on its own particular set of
circumstances (Ryan et al, 2012:18). In his book
Kotler (2002:443-446) creates a Marketing
Effectiveness Review Instrument and he outlines 5
areas to be questioned in order to measure
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effectiveness of marketing which are Customer
Philosophy, Integrated Marketing Organization,
Adequate Marketing Information, Operational
Efficiency and Strategic Orientation. Chaffey et al,
(2012:472) however, gives different 5 areas of digital
campaign measures and says that "an interactive
marketing communication plan should have five main
types of goals included such as Traffic building,
Conversations with Visitors, Online Branding, Multi-
channel Marketing and Long Term Brand
Engagement” In line with Kotler, Ryan et al,
(2011:97-98) says that markets should have their
own ways measuring digital marketing success, and
explaining that '"digital marketing is not a
prescriptive medium. There are far too many
variables involved. What works for you won’t
necessarily work for me. The long and short of it is
that nobody can tell you categorically what will or
won’t work for you online, not without an intimate
knowledge of your business."

A critical review of the literature would indicate a
widespread perception that digital marketing is an
important means of harnessing and making the best
use of e-learning in an educational institution. In the
light of research discussed in the literature review it
should be possible to route to discover better ways of
digitally marketing Cork Institute of Technology
online courses. The author’s work will contribute to
research work in this area as a result. As a case study,
this research is specific to Cork Institute of
Technology. This will have been the first study of its
kind in relation to the online courses at CIT. As a
result, this study aims to generate valuable data and
recommendations to relevant stake holders of CIT
online courses and other higher education institutes
interested in digital marketing of the online courses

3 | METHOD

Gillham (2010:1), describes case study as “one which
investigates case to answer specific research question
and which seeks a range of different kinds of
evidence, evidence which is there in the case setting,
and which has to be abstracted and collated to get the
best possible answers to the research questions.” For
the purpose of this research the case will be Cork
Institute of technology and in this chapter the
researcher will describe the research methodology
and research methods used to answer the research
questions and to achieve the research objectives for
this case study.

The author outlines the research methodology used
to describe and answer the central questions of this
research in terms of research design, methods,
sample selection data collection and analyses. It also
outlines the choices taken by the author in relation to
the methods deemed most appropriate, in
undertaking this research.



The methodology of research used in this study
includes interviews and analyses of past digital
marketing campaigns. Online course offered by CIT is
selected randomly and in total, eight campaigns are
analyses that ran in the year 2016. Facebook and
YouTube campaigns are analyzed by the researcher
from the data provided by CIT. In order to analyses
CIT’s previous digital marketing campaigns a variety
of tools were used such as Google Analytics, Alexa and
insights of social media accounts. Using such kind of
data collection and these digital analytics tools would
always give reliable and valid data. Finally, the
outcome of the analyses, primary and secondary
gathered data as well as the digital marketing theory
is used to make recommendations on ways to better
market level 9 online courses.

3.1 | Qualitative Research and Grounded Theory

Saunders et all, (2009) suggest that qualitative
method is used to describe any data collection
technique (such as interviews) or data analysis
procedure (such as categorizing data) that generates
or uses non-numerical data, such as words, pictures
or videos. Qualitative research relies on transforming
information from observation, reports and
recordings into data in the form of written word or
visuals, images, not numbers (Denscpmbe 2010).

In carrying out research with master students, the
qualitative method was chosen by the author and the
most suitable method of collecting and ordering data.
Interviews can be often the often the main source of
data when using qualitative techniques and the
author availed of it for gathering data from master
students. It was the authors belief that such a method
would deliver honest answers and high quality of
insights from respondents about their opinion about
e-learning in higher education and digital marketing
of it. A questionnaire was developed for gathering the
data the interviewees are divided in to two groups
and the researcher conducted face to face and online
interviewees (by using google hangouts).

According to Denscombe (2010), the grounded
theory approach is one of the most preferred choice
of methodology among social researches in recent
times and in particular, it has been adopted by those
engaged in small scale project (such as this case
study) using qualitative research.

Denscombe (2010) believes that qualitative inquiry is
powerful as a source of grounded theory and that’s
why it has become the most used framework for
analyzing qualitative data. Denscombe (2010) states
that the grounded theory approach is an approach
dedicated to generating theories and coding is one of
the most central process of it. Employing the
grounded theoretical approach to this study, the
author addresses the issue of reviewing the interview
answers through the use of coding.
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3.2 | Sample

Particularly in digital marketing, there is a strong
connection between marketing context and customer
expectation. Conducive to finding out this link
between customer and digital context and make
valuable recommendations, it is important to
understand targeted customers (students) in depth.
Wengraf (2001:6) outlines “in depth” semi
structured interviews as; "in depth" is not only to go
into something to get a more detailed knowledge
about it but also to get a sense of how the apparently
straight forward is actually more complicated of how
the "surface appearances" may be quite misleading
about "depth realities'. In order to understand
customer behavior, the face to face questions were
asked to students to understand “in depth realities”.
Semi structured in depth interviews were conducted
to both first and second group. To ensure reliability
and validity of the interviews, any type of participant
error could adversely alter the way in which a
participant performs is prevented by creating an
online, standard and similar environment. Similarly,
“participant bias” and “researcher errors” are taken
under consideration to avoid any factor which
produces a false response. The researcher was
objective when interpreting the interviewee’s
answers. The answers from two interviewee groups
are compared and findings are presented in line with
digital marketing campaign analyses.

3.3 | Semi Structured Interviews

According to Kothari (2004:4), qualitative research
such as interviews, are especially important in the
behavioral sciences where the aim is to discover the
underlying motives of human behavior. Wengraf
(2001:5) says that the interview is a type of
conversational face to face interaction where an
interviewer asks concise unambiguous questions to
which the interviewee is willing to respond and listen
actively. In this study semi-structured interviews are
conducted, where areas of interest have been
predetermined and the key questions to be asked or
information to be obtained have been identified.
According to Wengraf (2001:5), semi-structured
interviews are designed to have a number of
interviewer questions prepared in advance but such
prepared questions are designed to be sufficiently
open that the subsequent questions of the
interviewer cannot be planned in advance but must
be improvised in a careful and theorized way.

For the purpose of this study, the researcher
conducted 10 interviews. All 10 participants were
master students. The researcher divided the
interviewees in to 2 groups in order to gather data
analyses the answers and insights from respondents
about their opinion about e-learning in higher
education and digital marketing of e-learning.

First Group



The first group consist of 5 master students and they
were all attending to an online higher education
course. The researcher interviewed two students
from CIT, two students from Griffith College and one
student from University College Dublin. All interviews
were done using Google Hangouts, an online video
chat application allows to communicate through
internet. All interviews recorded using a Samsung
phone digital recorder. The author familiarized
themselves fully using these interview devices and
found them very reliable and easy to use. The quality
of recording was also quite clear and this made it
easier to transcribe. A consent form is approved
verbally by each contributor, the consent is also
recorded and all contributors agreed to have an
interview recorded. It was the authors belief and
choice that creating this group would deliver honest
answers and insights from respondents about their
opinion about e-learning. As they are already taking
an online program already, i1t deemed to be the best
way to get the insights from student for the purpose
gathering data in order to answer the research
question and create recommendations for CIT case.

Second Group

The second group consist of 5 students who had
completed or currently studying on a classical master
program and had e-learning experience in the past.
The researcher conducted face to face interview for
the participants of this group. All interviews recorded
using a Samsung phone digital recorder. The author
familiarized themselves fully using these interview
devices and the quality of recording was also quite
clear that made it easier to transcribe. A consent form
is approved verbally by each contributor, the consent
is also recorded and all contributors agreed to have
an interview recorded. The author’s reason and belief
to create this group was that creating this group
would deliver honest answers and insights from
respondents about their opinion about e-learning and
marketing of e-learning. As they are already taking a
classical master degree and having e-learning
experience, it is considered by the author that this
group could represent the future target market for
CIT’s online programs and give valuable data for
further marketing of CIT’s online courses.

Comparing the first and the second group, the
significant difference is that first group consist of
students only who are studying an online higher
education program. Second group are the master
students who completed or currently studying in a
classical master program and have any type of e-
learning experience.

4 | FINDINGS and DISCUSSION

A significant finding emerging from this study is that
all of the student defined the most valuable benefits
of e-learning as “Easy to Use”, “Simple”, “Low Cost”,
“Easy to Access” and “Convenient”. Particularly these
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4 words were used by all of the interviewees. “You can
do it in your own time a lot of the time. If the course
allowed it, you could either choose to do the live
conferences, or you could watch the recordings
afterwards.” This common answer is given by all
interviewees. Nonetheless, the most common
disadvantage of the e-learning is outlined as a “Lack
of Face to Face Communication” among the master
students. Supporting Trentin (1997), the data
gathered from interviews has shown that there is still
room for improvement on the lack of face to face
interaction issue that can be also subject of CIT’s
online courses marketing.

Supporting Kotler (2002), marketers clearly face a
design problem in choosing the best mix of
communication, distribution, and selling channels for
their offerings. This current study suggests that while
promoting CIT’s online courses it important to use
these key words that were outlined by students in the
communication message in order to raise the
effectiveness of the campaign.

This current research study has found that one of the
most important reason behind buying an e-learning
program is defined as e-learning is a low-cost solution
to upskill the students. “So the reason is because I
wanted to reskill myself.” Similar answers were given
by all the participants. “I wanted to look at a low-cost
solution to upskill myself without having to change
my lifestyle”. This research has found that price was
defined as the most important reason on deciding to
buy an e-learning program. 70% of the contributors
defined “price” as one of the most important aspect of
the e-learning course.

Supporting Kotler (2002), customers are showing
greater price sensitivity in their search for value. This
current study suggests that while promoting CIT’s
online courses, in the advertisement context or in the
title it could be more attractive to refer the price and
work life balance of the e-learning.

Supporting Ryan (2011), this research has found that
Facebook is one of the most common social media
platforms that is being used by students. The answers
given to the interview questions showed that 70% of
the participants using Facebook, 40% participants
using Twitter and 20% of the participants using
twitter as most preferable social media platform.
“Facebook and LinkedIn”, “Facebook. I use and a bit of
Twitter”.

According to the marketing campaign analysis for this
research study, Facebook campaigns had good
response rates. The campaign ran for the Master of
Arts in E-learning program in 2016, and reached
14,228 Facebook users, and 223 of these users clicked
the link on the advertisement to read more about the
course. Cost per click was 0.67 euros. The campaign
on YouTube ran for the same program, however, did
not reach the same results. This study recommends



that Twitter and LinkedIn could be used for CIT’s
online courses social media campaigns.

This research has found that beside the digital
marketing campaigns, conventional marketing
activities are also effective. One of the participants to
survey stated that when first she had heard about the
online master program it was on a radio
advertisement. “I heard about it mainly on the radio a
couple of years ago and did a bit of research after
that”. Another significant finding emerging from this
study, is that all of the students defined the visuals
and the title of the advertisement to be the most
important part to attract student’s attention. Students
give similar opinions about the course content and it
is stated that if the visuals or the title is interesting,
they go to the CIT main page and read the course
content.

This study recommends that besides the digital
marketing campaigns, conventional marketing
activities are also effective and both marketing
advertisements could run in a campaign where the
same communication message is delivered. This
research has shown that in digital media, the visuals
and the title of the advertisement are the most
important part to attract student’s attention. Digital
media advertisements which have short, interesting
and need oriented titles, and which reflect the course
content and overall brand image, seem to be more
likely to attract students.

An important main finding emerging from this study
is that affiliate marketing is commonly used in higher
education. 40% of the master’s student had their first
e-learning experience by buying a personal
development course that they heard of through
Groupon. “I had lots of preconceptions about e-
learning, but [ was interested in digital marketing at
that time and when I saw a discount in Groupon, I
decided the buy the course. So, [ would say that my
reason for buying that first e-learning course was the
price and course content”.

Supporting Ryan et al, (2001:25), this study
recommends that affiliate marketing could be useful
to advertise CIT’s online courses on a digital platform
where the Institution’s reputation won’t be negatively
affected.

This research has found that it is crucially important
to be ranked on the first page of the search engine. “ |
think it's crucially important to be on the first page. I
never look beyond the first page unless I'm really
searching for something important.” 100% of the
contributors agreed on importance of being on the
first page of a search engine and give similar opinion
about the subject. Another interesting finding
emerging from this study showed that although it is
important to be on the first page, AdWords is not to
be attractive for master students. “I usually skip over
straight away because [ don't trust it.” 90% of the
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interviewees outlined that they don't click on
advertised search results and skip them. Contributors
give similar opinion about the subject. “I'm gonna use
the example Google. If I google something, the first
three are always the page sponsored, sponsored ads,
the big ads, [ actually skip them”.

Supporting Ryan et al, (2001:25), this study
recommends that it is important to use many
marketing techniques combined and compatible all
together. It is recommended that instead of spending
budgets on Google AdWords in the future, it could be
better to invest in search engine optimization where
the CIT web page will appear on the first page of a
search engine organically.

This research has found that in the digital world, as
much as the title and visuals of the adverts, the design
of the web site is also important for master’s students.
“I will go into the website, and have to check for the
description of the course, testimonials, and even some
ratings out of the course itself.” 80% of the
contributors outlined that customer experience and
testimonial are important and when they see an
advertisement usually, they go to the main page and
read the testimonials.

This research study recommends that it could be
beneficial to CIT online course if on the advertisement
itself or on the main page there are links related to
customer experience and testimonials.

Table 1 Key Findings and Impacts

Research Findings Impact of the Future marketing

online CIT Courses

e Particularly these key words
can be use in CIT’s online
marketing campaigns in the title
or in the course content.

e In order to match the price
sensitivity in student’s search,
the advertisement could refer to
refer the price and work life

e E-learning defined as
“Easy to Use”, “Simple”,
“Low Cost”, “Easy to
Access” and “Convenient”
by interviewees.

e E-learningis definedasa
low-cost solution to upskill
the students.

e Facebook is the most | balance.
used social media channel | e Beside YouTube campaigns,
by master students, | Twitter and LinkedIn

followed by Twitter and | advertisement can be used.

LinkedIn. e CIT could use both digital and
e As well as digital | conventional marketing
marketing campaigns, | channels for its online courses.
conventional marketing | e CIT could wuse affiliate
activities is also effective. marketing through appropriate
o Affiliate marketing is | web pages.

e [t could be more effective to
invest in SEO and appear in the
first page organically rather
than paying for it.

e [t could be beneficial to CIT
online course 1If on the
advertisement itself or on the
main page there are links
related to customer experience
and testimonials.

effective on students.

e It is important to be
ranked on the first page of
the search engine however
advertised results on search
engine are not preferred by
students.

e The vast majority of the
contributors outlined that
testimonials and customer
experience is important for
them.




5 | CONCLUSION

This study examines the attitudes, beliefs and
understanding of master students studying an online
program at CIT and other institutions in relation to
the marketing of e-learning and Its proposed future
expansion. This case study also examines the past
digital marketing campaigns of CIT’s online
programmes and expands on existing academic
literature through its findings focusing on find out
how to better market Its online offerings. Finally, this
research study investigates future opportunities for
marketing of its online courses.

The conclusion of this research study confirms that
CIT has effective digital marketing campaigns but
there is room for improvement. Cork Institute of
technology must have a comprehensive marketing
strategy aligned with institution mission and should
run digital marketing campaigns under Its marketing
orientation by generating a top-level plan. This would
allow institution to have a high level of planning,
applying, measuring, and adapting its marketing
activities.

This study has highlighted the importance of having
an overall strategy of marketing and notes that a
powerful brand and strong marketing structure are
key to achieving success for its digital marketing
campaigns. It is beneficial to marketing of its online
courses that CIT could putin place a quality assurance
measurement and performance indicator for all of its
online courses. Another important observation has
emerged from this study that CIT could use expand its
social media campaigns to more popular and
preferred platforms by master students such as
Twitter. It is recommended CIT for digital marketing
of its online courses to invest in more SEO then and
AdWords and to use affiliate marketing on a platform
where CIT brand can lead to increase its value
proposition.

The conclusion of this research study confirms that e-
learning  market  growing nationally and
internationally, growth of the online courses at Cork
Institute of Technology is inevitable and there is no
doubt that the increase in online offerings at CIT will
be progressive for the Institution. It would allow the
Institution to expand outside its geographical
catchment area and recruit students from all around
the world. This would lead to an increase in the
student numbers and naturally an increase in the
revenue they will bring. Such expansion also means
the opportunity to provide a range of online programs
as well as improvement in existing ones. In
conclusion, the increase in online programmes at the
Cork Institute of Technology has potential to bring
more success to the institution. To ensure this, Cork
Institute of Technology must ensure full staff
corporation  through  dedication, openness,
professionalism, education and quality assurance.
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The Institution should create a high-level plan, study
the multicultural perception of higher education in e-
learning, and globally, encourage students to engage
with CIT through the clever promotion of online
courses.

The progress of development of more online courses
in CIT are linked to many internal and industrial
relations issues. A significant finding emerging from
this study is the issue of perceived quality by students
in relation the production and delivery of the online
programmes of CIT. Among 50% of the contributors
which are studying and off-line master’s in business
program at CIT, there is a strong belief that it is
impossible to replace the course with online version
of it. This perception seems to be the major challenge
for CIT to beat in the future because the growth of the
online courses at Cork Institute of Technology is
inevitable. This study recommends that as stated by
most of the interviewees in chapter 4, blended
learning could be a good start of enlargement of the
online courses at CIT. In order to ensure this, CIT
could put in place a quality assurance measurement
and performance indicator for all of its online courses.

This research has shown that students acknowledge
the value and importance of e-learning in relation to
the flexibility that CIT offers. Therefore, CIT in its
drive to increase its online courses, it could be to its
advantage to create and promote the flexibility of its
programmes. A significant finding of this research is
that unlike technical field related online courses, large
percentage of the master students are against 100%
online courses in social science related fields such as
Masters in Business program offered by CIT. This
study outlined that the main reason why students are
against 100% online courses is the lack of face-to-
face. This was seen as a major hurdle for students
when it comes to learning online and again, by the
student blended learning were shown as a solution to
this problem. For CIT, this is important information
that must be addressed when creating and designing
online programmes. This study recommends that
instead of creating %100 courses in social science
related courses, it could be to its advantage to offer
blended learning and promote the flexibility of its
programmes.

Advertising is one of the most powerful forms of
"pull” marketing strategy—persuading the customer
to buy a product. "Push" marketing occurs when the
product is presented assertively from the seller to the
consumer. This research study has shown that Push
marketing strategy is more useful for CIT online
courses. This marketing strategy is a paid form of
impersonal promotion that can appear in many
forms. For example: print brochures or flyers,
billboards, digital advertisement, television and radio
ads, web site banners social media and e-mail
campaigns. This research has shown that CIT is
already using some of these forms such as print



brochures, digital advertisement and social media
campaigns. This study recommends CIT to use Social
Media Analytics, Management & Performance tools
that they can measure success of their social media
campaigns.

The focus of this research is the study of the attitudes
and understanding in relation to the topic of
marketing of online courses at Cork Institute of
Technology. This section provides recommendations
for future research pertaining to digital marketing of
online courses offered by CIT. The findings of this
current research provide the opinions and insights of
ten interviewees and analyses of previous digital
marketing campaigns of CIT’s online courses relating
to the objectives outlined in chapter 3. The findings
in this study can be used by those involved in digital
marketing from online higher education or personal
development perspective or by those studying
marketing, or by research professionals. In proposing
the future research, the author would recommend
that two strategies be employed. The first strategy
should involve a focusing of the research on overseas
target market for CIT’s online course. The second
strategy should involve a focusing of research on how
to expand CIT’s online courses internationally. Which
direction to go with what kinds of course content?

As a part of the first strategy an area of study which
deserves further extensive research relates to how to
expand CIT’s online courses internationally, would be
an investigation on creating the online courses for
international markets. As presented in chapter 2,
international e-learning market is growing and non-
English speaking markets such as Africa, middle east
and Asia are grooving rapidly in last decade. A study
may be undertaken in relation to what type of online
courses could be attractive and need oriented
examining what type of English courses is need in
such non English-speaking countries.

As part of the second strategy, an exciting area for
future research would be an empirical study of the
overseas target market for CIT’s online courses. Is
there an untapped potential in this target market? As
presented in chapter 2, international e-learning
market is growing, demand and interest to e-learning
is raising. English speaking markets such as USA, UK
Canada and Australia are mature and seems saturated
but non-English speaking markets have potential for
e-learning. Related to potential markets, another
interesting area which merits further research could
be an investigation into perceptions and effectiveness
of the passible marketing campaigns in such markets
relating to CIT’s online courses examining what type
of marketing strategy to follow in such markets in
order to appeal to a wider audience, attract students
in higher education and enticing more online students
to CIT.
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Future research should be also undertaken to gather
the views of higher education students from a wide
variety of cultures/countries in relation to the
opinions and values which they hold in relation to the
online  qualifications, when compared to
qualifications gained through traditional methods in
their countries. Such research would provide insights
into student perceptions across a range of
countries/cultures. It is expected that more
candidates will seek employment holding an online
degree, therefore it could be important for CIT to
learn viewpoint of students regarding e-learning in
higher education. The finding s of such research may
be valuable to CIT in its digital marketing of and
expanding of its online offerings internationally.

Finally, research may also be undertaken in relation
to lecturers who work exclusively in the e-learning
area. Such study would focus on examining their past
experience as a lecturer and their role as an online
lecturer. The results and findings may offer not only
insights into ways of overcoming academic resistance
but also overcoming of lecturing internationally
through e-learning.
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