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Kiymetli akademisyenler ve degetli okurlar;

Uluslararast hakemli ve uluslararasi indeksli bilimsel bir dergi olan Journal EMI,
2017 yilinda basladigt yayin hayatinin 5. yilina girmig bulunmakta.

Dergimiz, bu bes yillik dénem igerisinde biri 6zel olmak Uzere toplam sekiz say:1 ile
girisimcilik, strateji, yonetim, 6rgiitsel davranig, ekonomi, giizel sanatlar ve sosyal bilimlerin her
alanindan disiplinleraras1  6zgiin bilimsel  ¢alismalarin  yayimlanmasina  katkida

bulunmustur.

Journal EMI’de yayinlanan makalelerin 2020 yilt sonu itibariyle DergiPark sisteminden toplam
indirilme sayis1 yaklagik 38.000’e ulagmig olup, dergimiz hem ulusal hem de uluslararasi
bilimsel ¢alismalar icin 6nemli bir referans kaynak haline gelmistir.

Journal EMI 2020 yilinda yayin vizyonunda biytk bir déniisim planlamasi yapmis olup,
cikartmis oldugu 6zel say1 da dahil 2020 yilinda 8i Ingilizce olmak iizere toplam 29 makale
yayinlayarak, bilimsel yazina degerli katkilar sunmugtur.

Bu déntisimiin bir pargasi olarak, hem TR Dizin igin hazirliklar tamamlanmis hem DOI
bagvurusu yapilmis hem de dergimizde yayinlanacak galismalar icin Etik Kurul Onay1
getirilmistir. 2021 yilinn ilk sayisinda da hem yeni yayin kurallari hem de gorsel tasarimi ile
Journal EMI akademik yayin camiasinda 6nemli bir dergi olarak yerini korumaya devam
edecektir.

Dergimizin 2020 yilinin son sayisinda 10 makale ile yayina ¢ikiyoruz. Bu sayida 41 Ingilizce
olmak tizere toplam 10 makale, ilk olarak editoryal degerlendirmeye alinmus ve sonrasinda gift
koér hakem (double blind review) siirecinden gegerek, yayinlanmaya deger goralmustiir.

Bu sayimizda, yabanct yatirimlardan ve issizlikten, ekonomik bagimliik teorisine;
saglik sektoriinden, eklektik yetenek paradigmasina; inovasyondan, orgiitsel baglliga;
deneyimsel pazarlamadan, girisimcilige kadar sosyal bilimlerin bircok alaninda glncel
calismalar yer almaktadir.

Ilgi duyanlara iyi okumalar ve bol atiflar dileriz.

Prof. Dr. Himmet KARADAL Dr. Ogt. Uyesi Yahya Can DURA
Prof. Dr. Ahmet ERGULEN Dr. Dababrata CHOWDHURY
Do¢.Dr. A. Mohammed ABUBAKAR Erdem YAZGI (Planlama Uzmani)

Ogr. Gor. Ethem MERDAN
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HYSTERESIS IN UNEMPLOYMENT: NEW EVIDENCE FROM 19 EURO
AREA COUNTRIES

Asst. Prof. Dr. Onur OZDEMIR
istanbul Gelisim University, Department of International 0000-0002-3804-0062
Trade and Finance (English)

Abstract onozdemir@gelisim.edu.tr

This paper utilizes the degree of permanent effects in unemployment rates using a wide array of unit-root
testing methods for 19 Euro Area countries over the 1983M1-2019M7 period. First and foremost, we examine
the theoretical context of linear hysteresis through the implementation of univariate unit-root tests. Since
this may contain some potential issues, we also take into account the presence of structural breaks in
unemployment. Moreover, we quantify the initial results within the context of panel unit-root tests whether
the hysteresis effects in unemployment are still prevailing for the sample. Our findings show that, in general,
we cannot reject the hysteresis hypothesis for the 19 Euro Area countries against the alternative of a natural
rate even after controlling for structural breaks. The results are thus compatible with the views on the
existence of path-dependence of steady-state equilibrium unemployment.

Keywords: hysteresis, unemployment, univariate unit-root test, panel unit-root test, structural break

JEL Classification: C10, E20, E24
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1. Introduction

The post-1980s era has been witnessed to a pervasive unemployment problem across many countries. The
academic discussions substantially point to the context and the quality of high and increasing unemployment
rate for a given time span. Therefore, the relevant policy responses preparing to solve this issue basically
entail a comprehensive inquiry of the conditions of labor markets in different kinds of economies. In that
vein, one of the most critical ways to assess whether the unemployment puzzle roots mostly in lack of policy
agenda prepared for the labor markets is to determine that the existing problems are structural or cyclical
(Akdogan, 2017: 1416). On the one hand, an efficient way to solve the structural unemployment problem
is to conduct policy suggestions in connection with the change in the condition of the labor market. On the
other hand, if the unemployment problem is cyclical, the long-run deviations from the equilibrium point
could be restored by carrying out a relevant demand management policy. Therefore, cyclical deviations
from the optimal level could evolve to a structural problem in unemployment which means that each policy
tool should be eligible pursuant to the country-specific phenomena to a large extent.

In particular, the dynamic tendencies of unemployment are conceptually defined in hysteresis approaches
in the relevant literature. Although the concept of hysteresis has been initially originated by Ewing (1881)
to investigate the stress-thermoelectric quality of metals nexus, it was also expanded in the economic
discipline by Samuelson (1965) to overcome the difficulties in modeling the benchmark economic theories
which were inherently dynamic to the social components. Phelps (1972) also incorporated the hysteresis
term into the unemployment theories to reveal the practical reasons behind the soaring unemployment level
in Europe after 1960s and then Sachs (1986) inferred some implications about the hysteresis effects for
policy regime. In that vein, the ongoing unemployment problem in Europe was presented by the classical
arguments (Friedman, 1968, Modigliani, 2003) as temporary deviations from the natural level and thus
theorized as a natural unemployment rate which is adaptive to the non-accelerated inflation rate of
unemployment (NAIRU). However, according to Blanchard and Summers (1986), the only condition to use
the word of hysteresis depends on the existence of path-dependence of steady-state equilibrium
unemployment. Therefore, Blanchard and Summers (1986) remark the historical process of the actual
unemployment rate and then criticize the unemployment theories (e.g., NAIRU) since most of them neglect

to cover the country-specific and time-variant effects of an exacerbated shocks in unemployment over 1980s
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Europe. That assessment of a surge in the unemployment rates in 1980s Europe has also been validated in
other countries mostly from the so-called emerging economies. In particular, the classical arguments
towards the existence of temporary shocks in unemployment critically discussed by Blanchard and Summers
(1986) in order to show that these shocks could be permanent in the long-run due to labor market rigidities
and thus the demand management policies might be prepared to solve path-dependent long-run

unemployment.

Over the past four decades, the persistence in unemployment has been considered as one of the most serious
economic problem facing Euro Area countries, as well as the other countries. For instance, Fig. 1 presents
the total unemployment in the European Union, Euro Area, United States, and Japan. All the data presenting
in the following figures are seasonally adjusted and are organized by the monthly series for the 2000(M1)-
2019(M6) period.

There are couple of reasons for analyzing the unemployment hysteresis in the context of those countries in
the light of economic downturns over time. First, the economic shocks have more intense effects on the
unemployment hysteresis in emerging economies relative to high-income countries mostly due to lack of
employment opportunities. The group of emerging countries has similar dynamics in case of a change in
employment level where the labor market rigidities are more prone to restrict employees to switch from one
job to another. Any kind of negative impulses in path-dependent long-run equilibrium unemployment could

rather fail to adopt a new economic environment for current employees.

Figure 1. Unemployment in the EU, Euro Area, United States, and Japan
(monthly average, seasonally adjusted, percent)
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Source: Eurostat
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Second, the evidence of hysteresis may not support short-run policy applications to increase the aggregate
demand due to the differential characteristics of employees. A potential factor that would state whether the
economic disruptions would have negative long-term effects on working conditions is the level of self-
employment. On the one hand, self-employed workers are relatively more open to the unemployment shocks
since they have isolated from much of the opportunities in which the other employees could largely be
benefited from the economic outputs provided by policymakers and thereby are supported by stabilization
policies. On the other hand, the deviations from the optimal unemployment level could well change the
income level of self-employed workers and thus could lead to aggregate demand shocks and labor market
distortions. As these negative conditions maintain, they could also lead to an emergence of parallel shocks

in aggregate supply along with a negative change in equilibrium unemployment.

Third, the hysteresis in unemployment can provide a partial understanding if the pattern of employment
structure is not equally distributed within the economy. That kind of a labor market structure may put
forward the application of different types of policies that are mostly specific to the existing conditions
resulted from the shocks. For instance, the implication of the same type of policy reform in the case of labor
market distortions could not suffice to adjust the deviations in the optimal unemployment level. Therefore,
the policymakers should be well-equipped with the policy tools which are heterogeneous for employees

having different characteristics.

In contrast to the traditional view which argues that there is no connection between the history of aggregate
demand shocks and the long-run level of unemployment as well as the potential output, one should thus
look at the demand-side driven factors to analyze the inner dynamics of the economic downturns and to
reveal the potential effects of demand-side policies on the level of unemployment and productive activities.
Several reasons can be ranged for the case of employment sluggishness in the post-1980 period. Some of
them, for example, can be classified as follows: (i) wage rigidities (Hall, 2005; Shimer, 2012), (ii) job
polarization and disappearance of middle-income jobs (Jaimovich and Siu, 2012), (iii) decrease in union

power (Berger, 2012), and (iv) heterogeneity of unemployment appeal (Wiczer, 2013).

Similar to those reasons, Reed (1997: 398-405) also ranges the sources of hysteresis as follows: (i) path-
dependence and the formation of preferences, (ii) insider-outsider effects in wage determinations, (iii)

depreciation of skills and search effectiveness, (iv) path-dependent stigma effects, (v) labor hoarding and
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labor market rigidities, (vi) firing costs and voluntary quits, (vii) institutional effects of cyclical

unemployment, (viii) capital formation, and (ix) increasing returns and co-ordination failures.

Most of the empirical literature about the hysteresis in unemployment has basically implemented the unit-
root tests to determine which kind of approach perfectly explains the whole story. According to Mednik et
al., (2012), the distinction for the hypotheses between linear hysteresis and general hypothesis is much
extreme for the former one relative to the latter one. For instance, Cross et al. (1999) note that the key
implications of general hysteresis can be divided into two cases as remanence (“...reversal of a shock will
not be followed by a return to the status quo ante...”) and selective memory (“...in dominated extremum

values being wiped”).

However, the defining feature of a linear hysteresis hypothesis depends on the fact that dominated extremum
values are not prevalent and the tandem shocks having an equal magnitude will cancel each other if the
directions of these shocks have opposite effects. In that case, at the outset, one should be well-defined the
pattern of unemployment just before the application of unit-root testing whether it implies persistence or
not. According to this breakpoint in defining the adjustment process of equilibrium unemployment, there is
a very slow adjustment of unemployment in case of persistence whereas the equilibrium unemployment will
automatically rise if the country has a prolonged period of historically-high unemployment in case of
hysteresis (Ledn-Ledesma and McAdam, 2004: 383).

Further, partial hysteresis means that the unit-root is high but below one and pure hysteresis implies that
unit-root equals one (Layard et al., 1991). Even if this is one case of the story on hysteresis, Leon-Ledesma
and McAdam (2004: 384), by contrast, also argue that “...hysteresis as a unit-root should not necessarily be
understood as a ‘true’ description of the underlying data generating process but as a local approximation
during a sample period.” Therefore, unemployment should not have a unit-root over longer time span in the

context of unemployment rates are necessarily bounded.

In this paper, we empirically discuss the linear hysteresis term as identified by the presence of unit-roots in
unemployment and hence we follow the empirical framework which applies a battery of univariate and
panel unit-root tests. In addition, given that the presence of unit-roots or full persistence in unemployment,

we will also investigate whether there exist structural breaks in monthly series to determine the effects of
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some potential break dates on unemployment. In particular, the existence of such a unit-root in the series
means that at least one type of economic issue has a negative and permanent effect on unemployment (Gali,

2015).

In consideration of both univariate and panel unit-root tests, we ask for to reveal possible sources of that
unit-root for the series having a non-stationary path. In that vein, the contribution of this paper is to test for
unit-roots in unemployment employing time-series with and without the structural breaks proposed by
Dickey and Fuller (1981), Phillips and Perron (1988), Kwiatkowski et al. (1992), Zivot and Andrews (1992),
and Clemente et al. (1998), and using panel unit-root tests described by Hadri (2000), Choi (2001), and Im
et al. (2003). In particular, the panel procedure provides for a higher degree of heterogeneity in the cross-

section dynamics (Leon-Ledesma, 2000: 2).

According to Mednik et al. (2012), the literature on traditional unit-root tests has itself also enhanced in the
context of several factors, mostly due to coping with a number of problems that lead inaccurate findings for
the presence of unemployment hysteresis. First, if the process is near integrated, then the traditional testing
method of unit-root will have low power (Bai and Ng, 2004). Second, if the sample is small, the conventional
unit-root test will also have low power. So, by proceeding with empirical strategy, we determine both

univariate and panel unit-root tests considering structural breaks.

This paper tests hysteresis effects on unemployment employing panel data obtained from Eurostat database
for 19 Euro Area countries using monthly series over the 1983M1-2019M7 period. The hysteresis in
unemployment addressed is important for several reasons. First, the countries from the Euro Area have
different labor market structures and employment dynamics, as well as different macroeconomic policy
regimes. Second, many of the sample countries from the Euro Area have similar historical dynamics of
unemployment with the other economies, especially the high-income and upper-income countries.
Therefore, if there exist a persistence or hysteresis in unemployment in those countries, it may give critical
signals for the common reasons behind a surge in the unemployment rate over time, which are mostly
stemmed from economic disturbances. Third, analyzing hysteresis in unemployment in case of the countries
from the Euro Area provides a rationale to compare the long-run trends in unemployment rates among other
countries, which exhibits stationary process. Table 1 provides the summary statistics on the basis of

seasonally adjusted monthly data for unemployment rates.
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Table 1. Summary statistics (unemployment rate, monthly, seasonally adjusted)

Country Period No. of abs. Mean Std. Dev. Min Max
Austria 1995M1 - 2019M7 295 4.89 0.62 3.6 6.3

Belgium 1986M4 - 2019M7 400 8.02 114 5.5 10.1
Cyprus 2000M1 - 2019M7 235 7.85 4.37 3 16.8
Estonia 2000M2 - 2019M6 233 9.12 3.60 3.9 19.3
Finland 1988M1 - 2019M7 379 9.11 3.27 2.9 17.6
France 1983M1 - 2019M7 439 9.27 0.95 6.7 1

Germany 1991M1 - 2019M7 343 7.29 2.15 3 11.2
Greece 1998M4 - 2019M6 255 15.3 6.69 7.3 27.8
Ireland 1983M1 - 2019M7 439 10.7 4.58 3.9 171
Italy 1983M1 - 2019M1 439 9.47 1.67 5.8 131
Latvia 1998M4 - 2019M7 256 117 3.67 54 20.6
Lithuania 1998M1 - 2019M7 259 111 412 4 18.3
Luxembourg 1983M1 - 2019M7 439 3.69 1.48 14 6.6

Malta 2000M1 - 2019M7 235 6.14 1.19 34 8.5

Netherlands 1983M1 - 2019M7 439 5.94 1.67 31 9.5

Portugal 1983M1 - 2019M7 439 8.63 2.95 4.8 175
Slovakia 1998M1 - 2019M7 259 13.6 3.83 5.3 19.7
Slovenia 1996M1 - 2019M7 283 6.96 151 4.2 10.9
Spain 1986M4 - 2019M7 400 16.8 4.87 7.9 26.3
Euro Area 1998M4 - 2019M7 256 9.48 127 7.3 121

Regarding these influential factors on unemployment, two central questions can be presented to figure out
the validity of hysteresis effects in unemployment in the Euro Area. First, is the unemployment hysteresis
statistically valid for the Euro Area? Second, is there a significant effect of economic disturbances on
equilibrium unemployment? Those questions addressed have crucial meanings in the context of economic
discipline for the following reasons, which are the basis of the empirical investigations of the hysteresis
effects on unemployment. First, they provide a way for us to make a clear distinction for the theoretical
validity between NAIRU and the hysteresis. Second, they sort out the negative influencing factors on
unemployment rooted in economic disturbances which are mainly unique for each country’s own features
and thereby may not be generalized to expound the concept of hysteresis on the basis of the Euro Area.
Third, the answers to these questions will lead to favor the policymakers since they may have some crucial
implications for labor market reforms and social protection networks, as well as social cohesion in the Euro

Area.
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Following the above-mentioned strategies about the unit-root testing, our findings show that the hysteresis
hypothesis is statistically significant for both univariate and panel unit-root tests. The main contribution of
these findings to the relevant literature is that the presence of unit-root and the hysteresis hypothesis are all
investigated at a level of both time-series and panel contexts using seasonally adjusted monthly average data
of unemployment. Having provided motivation for the study, the rest of the paper is structured as follows.
The second section devotes to the explanation of two sub-sections which include the explanation of unit-
root testing procedures. On the one hand, we provide a theoretical detail for univariate unit-root tests and
on the other hand, we summarize the theoretical underpinnings for panel unit-root tests. The third section

presents the empirical results for the unit-root tests. The last section will conclude the article.

2. Unit-Root Testing Procedure
2.1 Univariate unit-root tests

Univariate unit-root tests will consider both pure unit-root tests (i.e., without structural breaks) and the
extended unit-root tests (i.e., with structural breaks). On the one hand, pure time-series unit-root tests will
be based on the analyses of Dickey and Fuller (1981), Phillips and Perron (1988) and Kwiatkowski et al.
(1992), which ignore the structural breaks. On the other hand, the extended versions of time-series unit-root
tests will include the methods provided by Zivot and Andrews (1992) and Clemente et al. (1998), which
include the effects of structural breaks.

Primarily, the traditional method in unit-root testing for time-series is based on applying the Augmented
Dickey-Fuller (ADF) test advocated by Dickey and Fuller (1981) and the Phillips-Perron (1988) test to the
unemployment series in order to determine whether the hysteresis exists or not. In addition to these two
methods, some of the other studies also use Lagrange multiplier (LM) unit-root testing procedure pioneered
by Kwiatkowski et al. (1992) to investigate the same issue for time-series. However, none of them consider
the effects of structural changes in the series. While the lack of considering structural breaks in the series is
one of the major problems of these conventional unit-root tests, they are also criticized due to their low
explanation power in small samples (Song and Wu, 1998). Here we represent an ADF (p) test regression in

Eq. (1) as follows:
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p
Aunemp, = u + Bt + gunemp;_, + Z yr Aunemp,_j, + u,; (1)
k=1

where unemp, indicates the unemployment rate, Aunemp;_;, are used to approximate the autoregressive
moving-average (ARMA) structure of the errors, p is a constant term, t is the linear time trend, and u; is a
white-noise, serially uncorrelated and homoscedastic error term. The idea behind including the lags into the

regression is actually to correct for the presence of serial correlation in the auxiliary regression.

Since the ADF test is basically regressed through the selection of an optimal lag length, the estimation
results will be biased if the chosen lag length is not suitable. Therefore, Phillips and Perron (1988) produced
an alternative unit-root test (i.e., so-called the PP test) to solve the asymptotic problem in the ADF test. In
this sense, Eq. (2) represents the regression form of PP test:

Aunemp, = p + St + gunemp,_1 + u; (2)
where u, is 1(0) and may be heteroskedastic. The null hypothesis of a unit-root is tested as ¢ = 0 against
the stationary alternative hypothesis of g < 0. However, similar to the ADF test, the PP test have also low
testing power in case of explaining the differences between near-stationary and pure unit-root processes
(DeJong et al., 1992).

Furthermore, the PP test also addresses the problem of serial correlation in the error term. However, the
form of the auxiliary regression is slightly different in the PP test. Therefore, the main differences between
the ADF and PP tests basically depend on their ways to deal with serial correlation and heteroskedasticity
in the errors. The PP test ignores any serial correlation in the test regression, in which this direction leads
us to argue that the PP test uses non-parametric correction to the t-statistic in order to produce robust
estimators in the presence of serial correlation and heteroskedasticity. In this sense, the PP test has no need
to specify the number of lags in contrast to the ADF test just because the test statistics are robust to serial
correlation, which are produced by using the heteroskedasticity- and autocorrelation-consistent covariance
matrix estimator advocated by Newey and West (1987). However, the PP test may suffer from severe size
distortions if the autocorrelations of the error term are predominantly negative (Akay et al., 2011: 495). In
order to compare the advantages of PP test over the ADF test, Schwert (1989) argues that the size distortion

should be corrected.
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Although both of these two unit-root tests are for the null hypothesis that a time-series unemp; is integrated
of order one, the stationary tests are for the null hypothesis that unemp; is integrated of order zero. One of
the common testing procedure for the stationary process, the KPSS test, is pioneered by Kwiatkowski et al.
(1992), where the series unemp, is trend stationary under H,. In order to derive the KPSS test, the model
can initially be represented as follows:

unemp; = u+ Lt 4y + u; 3)
where y, is a pure random walk with innovation variance o2 and can be shown as follows:

Yt =Yt-1 T & (4)

The null hypothesis of a stationary process is tested as Hy: g = 0, in which unemp, is 1(0). Since the KPSS
test statistic is based on the LM statistic for testing the null hypothesis against the alternative that H,: o? <

0, we can produce LM statistic as follows (Kwiatkowski et al. 1992: 163):
T
LM =) st /62 (5)
t=1

where the partial sum process of the residuals can be defined as S; = Zle e; (t=12,..,T).

The extended versions of unit-root tests are differentiated from the traditional unit-root tests since the former
one considers the structural breaks in the series. First, Zivot and Andrews (1992) developed the initial
foundations of Phillips and Perron’s (1988) unit-root testing procedure allowing for an exogenous structural
break by way of determining the breakpoint endogenously from the datal. Similar to the models proposed
by Phillips and Perron (1988), the methodology of Zivot and Andrews (1992) is based on three different
models, i.e., Model A includes a shift in intercept, Model B includes a change in slope, and Model C
considers the change of both parameters. The null hypothesis (g = 0) suggests that the series are integrated
without an exogenous structural break against the alternative. Therefore, for each of three models, the null
hypothesis implies that the unemployment series can be denoted by a trend-stationary 1(0) process with a
possible break occurring at an unknown point in time. In particular, the unit-root tests advocated by Zivot
and Andrews (1992) determine the breakpoint as the minimum t-statistic on the autoregressive unemp;
variable, which emanates at time 1 < Tz < T. So, the augmented regressions we use to test for a unit-root

can be represented for Models A, B, and C in Egs. (6), (7), and (8), respectively, as follows:

! Lumsdaine and Papell (1997) also extended the method provided by Zivot and Andrews (1992) which includes one structural
break in the time-series through accommodating of two structural breaks.
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k
Ye = @4 + 04DU(A) + pAt + @ty + z & Ay, + e, ©)
j=1
k
ye =07 + B2t +9°DT; (1) + @Yoy + Y 6P Ay + &, 0
j=1
k
ye = 8+ 0°DU () + Ot + 9°DT; (A) + @0y + ) &F + Ay + &, )
j=1

where DU is an indicator dummy variable for a mean shift emerging at each possible breakpoint and DT
corresponds to trend shift variable (Waheed et al., 2006: 5). Formally, DUy(}) = 1 if t > TA, 0 otherwise;
DTF (M) =t—TAif t > TA, 0 otherwise. In addition, A is the difference operator, k is the number of lags
determined for each possible point for structural break and e is the random-walk error term. The Zivot-
Andrews method posits that every unknown point in time is a potential break date and thus runs a regression
for every possible break date sequentially. Ay,_; is used to eliminate the autocorrelation problem in the
model. However, Zivot-Andrews method regards the presence of the endpoints which is very critical since
it leads to the emergence of the asymptotic distribution of the statistics to diverge towards infinity. Hence,
some endpoints of the sample are ignored in the model to determine the exact region? (Waheed et al., 2006:
5).

Moreover, Clemente et al. (1998) allow for two potential endogenous breaks. On the one hand, the first
approach, which is called as innovative outlier (10), shows the suddenly occurred structural breaks where
two breaks belong to the innovational outlier. On the other hand, the second approach, which is called
additive outlier (AO), implies that the shifts are better, and the deterministic part of the variables is
eliminated through additive outlier. In that case, while Eq. (9) refers to the 10 model, Eq. (10) describes the

AO model in which the minimal t-ratio for the p = 1 hypothesis is taken as follows:

K
Ye =W+ pye—1+ 8:DTBy + 8,DTBy, + dy DUy + dy DUy + z Ci Ay + e ©)
i=1
and
k k K
Ve = ) w1;DTByt i+ ) wiDTBy i+ pyr—q + z ciAYe-i + e (10)
i=0 i=0 i=1

2 According to Zivot and Andrews (1992), the “trimming region” is specified as 0.15T, 0.85T.
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where DTB;; and DUj; are pulse variable and indicator dummy variable for a mean shift occurring in each
possible breakpoint, respectively. Furthermore, TB, and T B, are the dates when the shifts in mean emerge.
DTB;; = 1ift = TB; + 1 and 0 otherwise; DU;; = 1ift = TB; > 1 and 0 otherwise.

In the Clemente et al. (1998) test, the structural breaks of the time-series follow a first-order autoregressive
process. Therefore, the testing hypotheses are based on a first-order autoregressive process. In that vein, to
test the null hypothesis (Ho), the following model is used in Eq. (11):

HO: yt = yt—l + 61DTB1t + 62DTB2t + ut (11)
as against the alternative hypothesis (Ha) in Eq. (12):
HA: yt = |.l + dlDUlt + dZDTBZIZ + et (12)

2.2 Panel unit-root tests

The panel unit-root tests will be evaluated on the basis of three different methods: (i) Hadri LM stationary
test, (ii) Im-Pesaran-Shin test (hereafter, IPS), and (iii) Fisher-type test. First, the null hypothesis in Hadri’s
(2000) stationary test refers to having no unit-root in panel series against the alternative of a unit-root. This
panel stationary test is allowed for individual specific variances and correlation patterns (Hlouskova and
Wagner, 2006). Further, it is based on a residual-led LM test where the residuals are obtained from the
following regression:

Ayir = Omidme + Emi (13)

In this regression, the residuals are denoted as é;; and their partial sum is expressed as S;; = 1/T 2521 é;.

So, Hadri’s LM test statistic is obtained as follows:

1

HLM,m = W

4

(9%}
SN

> (14)

t=1

<
N

N T
=1

L)
~

where 6% = 1/T YT, é2. So, the Z-statistic is represented in Eq. (15):

ZLM,m _ \/N(HLI\éI,m - S;m) N N(O,l) (15)
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In Eq. (15), if the model includes only constant, the optimal numbers for the parameters will be £ =1/6
and ¢ = 1/45; however, if the other conditions are valid, they will be ¢ = 1/15 and { = 1/6300 (Hadri,
2000: 153-154).

Second, the IPS test relaxes the assumption of a common autocorrelation coefficient and thus instead allows
each panel to have its own autocorrelation coefficient. In addition, IPS test leads to the allowance of
heterogeneity among the panel units contrary to the other unit-root tests produced by such as Harris and
Tzavalis (1999) and Levin et al. (2002). The first autoregressive process for y;; is produced as follows:
Yie = (1= 8)pi +8YVie-1+ €t (16)
and
Ay;e = a; + Biyie-1 + €t (17)
where the null hypothesis is that all panels have a unit-root (Hy: 8; = 0) and the alternative hypothesis is
that the fraction of panels that are stationary is different than zero (H;: 8; < 0). In that case, t-statistics for

the IPS test is conducted as follows:
N

. 1.
t— baTNT = NZ tiT (18)

i=1

Besides the estimated standardized £ — bary statistics in Eq. (18), the W;_, 4, statistics is also formulated

in the following regression:
VE{t = baryy = 5 51 Elter(py, 0)18; = 01} 7
\/72 VAR[t;r(p;, 0)|B; = 0]

Wi-bar = : N(0,1) (19)

Finally, the Fisher-type test proposed by Maddala and Wu (1999), and Choi (2001) uses Fisher’s (1932)
results which combine the p-values from univariate unit-root tests such as ADF and PP. The formula of the

test to have asymptotic results is regressed in the following Eqg. (20):

N
~2 ) log () ~ X3 (20)
i=1

where 7; denotes the p-value from univariate unit-root tests for the i-th cross-section i. In consideration of

this asymptotic assumption, Choi (2001) also calculates the asymptotic results as follows:
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N
_ ANy
Z= m;‘” () = N(0,1) (21)

where ¢~ denotes the inverse of the standard normal cumulative distribution function. Each panel unit-
root test statistics have standard normal limiting distributions.

3. Estimation Results

This section carries out different types of unit-root testing procedures to reveal whether the hysteresis in
unemployment exists or not over the 19 Euro Area countries. While we apply univariate unit-tests to
understand the hysteresis issue, we also compare both univariate and panel unit-root test outcomes as
robustness checks, including structural breaks. To estimate our results, we use monthly series on seasonally
adjusted unemployment rates from 19 Euro Area countries over the period 1983M1-2019M7. Since the
number of observations is very high in total on a monthly basis, it provides an advantage for the long-run

understanding of the effects of deviations on the relevance of unemployment hysteresis.

3.1 Univariate time-series unit-root tests results

Table 2 sets out three different widely-used unit-root tests on the monthly, seasonally-adjusted
unemployment series of our set of Euro Area countries. First of all, the ADF test points to the case that the
rejection of the unemployment hysteresis does not relevant for the Euro Area as a whole. However, in case
of country-specific results, it shows that the same issue is rejected for Belgium, Finland, France, Latvia,
Netherlands and Spain where the ADF results are statistically significant and thus lead to the fail of the
relevance of unemployment hysteresis. Second, the PP test reveals that none of the unemployment series
are stationary. Finally, KPSS test indicates that 13 unemployment series out of 19 countries are non-
stationary. In addition to the single base analysis, we also check the stationary condition of all countries
integrated with the Euro Area in which the unemployment series are non-stationary for all pure time-series

unit-root tests.



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

J O u rn a_I E M I ISSN: 2602 — 3970 SS. 101-124
Bagvuru Tarihi/ Received Date: 31.12.2020

ARASTIRMA malalesi Kabul Tarihi/ Accepted Date: 01.01.2021

Table 2. Univariate time-series unit-root tests: ignoring structural breaks

Country ADF PP KPSS
Austria -1.97 -2.36 0.78*
Belgium -4.01* -1.89 0.38***
Cyprus -1.61 -1.02 1.31*
Estonia -2.50 -1.68 0.51**
Finland -3.69* -1.73 0.31
France -2.86*** -2.53 0.24
Germany -0.70 -0.26 1.16*
Greece -2.43 -0.93 1.34*
Ireland -2.08 -0.89 0.93*
Italy -2.20 -1.79 0.33
Latvia -2.81%** -1.40 0.28
Lithuania -2.52 -1.34 0.49**
Luxembourg -0.71 -0.62 2.11*
Malta 0.21 -0.10 1.62*
Netherlands -3.26** -1.92 1.03*
Portugal -1.79 -1.29 0.97*
Slovakia -0.50 -0.09 1.29*
Slovenia -1.45 -0.94 0.26
Spain -2.59%* -1.48 0.30
Euro Area -2.10 -1.19 0.55**

Notes: *** p<0.01, ** p<0.05, * p<0.10. Lag selection is determined by the AIC.

One of the most significant mistakes of these unit-root tests is neglecting the structural breaks, whereas the

given period possibly includes different dynamics for each country. For instance, many of these countries

were confronted with a number of economic shocks, which led to a change in case of hysteresis in

unemployment in line with occurring structural breaks. Therefore, in order to check the stationary positions

of unemployment series in case of structural breaks, we consider two kinds of unit-root tests that allow for

a single break in intercept and/or trend and consider the double mean shifts. While Table 3 provides the

unit-root test results with structural breaks with a single break in intercept and/or trends developed by Zivot

and Andrews (1992), Table 4 and Table 5 show the unit-root test results with double mean shifts, as

proposed by Clemente et al. (1998).
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At first glance, the Zivot-Andrews unit-root test statistics seem to offer different results than the results
provided in pure time-series unit-root tests. The non-stationary positions are more powerful than the initial
results; however, besides Latvia, we see that unit-root statistics are also stationary for Estonia, Lithuania,
Malta, and Slovakia in the presence of structural breaks. In other words, the null hypothesis is not rejected
for almost all countries due to the fact that the min-t values are smaller than the critical values in levels. In
that sense, the unit-root test results in first-differences of the series should be stationary. All these statistics
imply that the hysteresis phenomenon is still relevant for many Euro Area countries in the presence of

structural breaks.

Table 3. Zivot-Andrews unit-root test results: single structural break

Country Intercept Trend Both
k  min-t Ts k  min-t Ts k  min-t Te

Austria 2 283 2017M1 2 =277 2016M9 2 -2.98 2015M10
Belgium 4  -2.69 1992M9 4 -2.32 2015M4 4 -252 2012M6
Cyprus 1 -2.00 2016M11 1 -230 2014M10 1 374 2011M8
Estonia 2 -5.40*** 2008M7 2 223 2010M4 2 -5.29** 2008M6
Finland 4 -4.38 1990M8 4 -4.09 1991M7 4 -4.36 1990M8
France 3 -3.68 1995M5 3 -240 2016M2 3 -369 1999M5
Germany 3 -393 2001M4 3 -391 2004M3 3 -4.37 2002M4
Greece 3 -320 2010M1 3  -167 2015M8 3  -3.04 2010M9
Ireland 4  -4.30 2010M3 4 -213 1998M1 4  -5.05* 2008M5
Italy 4 321 2011M5 4  -1.96 2005M8 4 -2.96 2011M8
Latvia 4 -6.34*** 2008M7 4 -2.63 2011M5 4 -6.43*** 2008M7
Lithuania 4  -5.40** 2008M6 4 -2.22 2004M5 4  -5.44%* 2008M6
Luxembourg 3 401 2002M3 3 -299 1986M8 3 -3.75 2002M3
Malta 1 -4.85** 2016M2 1 -5.00*%** 2013M5 1 537** 2009M1
Netherlands 4 -3.86 2011M7 1 321 1999M4 1 41 2011M5
Portugal 4 235 2016M3 4 227 2014M4 4 -2.89 2008M12
Slovakia 2  459* 2008M1 2 3.06 2013M10 2 -457 2009M1
Slovenia 3 296 2009M1 3 194 2014M10 3 271 2009M1
Spain 2 -3.88 2007M11 2 -187 1998M12 2 -340 2008M4
Euro Area 2 -3.18 2008M9 2 -261 2014M2 2 -3.58 2011M5

Notes: In all models, the trim value is accepted as 0.05. Lag length is determined by Akaike-Schwarz information criteria (AIC).
min-t is the minimum t-statistic measured. The critical values of t-statistics are as follows: intercept: -5.34 (1%), -4.80 (5%), -4.58
(%10); trend: -4.93 (1%), -4.42 (5%), -4.11 (10%); both: -5.57 (1%), -5.08 (5%), -4.82 (10%).
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Moreover, Table 4 and Table 5 present the extended results of the Zivot-Andrews method by way of
allowing for double mean shifts of the series in the case of AO and 10 models proposed by Clemente et al.
(1998), respectively. First, the results from the additive model show that break date is not limited to any
year. For each country, the break date differs subject to other determinants influencing by the changes in
socio-economic and political issues and therefore all of the factors affecting the unemployment rate lead to

the validity of the hysteresis phenomenon.

Table 4. Additive outlier model results: double mean shifts

Country Te1, Te2 min-t dua t-stat (dua) duz t-stat (duz)
Austria 2003M7, 2013M3 -2.68 0.63 10.11 0.44 6.53
Belgium 1993M11, 2000M4 -2.81 1.19 7.91 -1.58 12.28
Cyprus 2012M6, 2017M10 -4.71 9.13 34.75 -5.98 -13.52
Estonia 2009M8, 2011M9 -2.90 5.69 9.41 -7.98 -12.94
Finland 1992M8, 1998M3 -4.60 9.56 3341 -6.32 -29.15
France 1993M12, 2000M11 -3.75 1.68 16.13 -1.38 -14.51
Germany 2011M7, 2016M12 -2.82 -3.45 -20.78 -1.46 -5.62
Greece 2012M1, 2016M1 -4.18 15.09 39.36 -5.08 -10.22
Ireland 1999M9, 2010M2 -3.83 -7.92 -22.03 5.10 12.45
Italy 2002M2, 2011M8 -3.09 -1.99 -16.29 3.72 25.07
Latvia 2009M9, 2013M7 -2.97 4.92 10.34 -7.17 -13.61
Lithuania 2006M7, 2009M12 -3.09 -5.26 -7.64 3.12 4.60
Luxembourg 2003M11, 2013M7 -3.70 2.29 40.22 1.13 14.83
Malta 2006M12, 2016M4 -4.93 -0.93 -12.72 -2.27 -24.04
Netherlands 1999M1, 2013M10 -3.14 -2.45 -19.29 0.89 5.14
Portugal 2013M2, 2014M10 -3.28 7.15 12.34 -5.59 -8.52
Slovakia 2007M4, 2017M4 -3.35 -4.45 -15.61 -5.58 -12.08
Slovenia 2011M12, 2017M6 -4.23 245 17.65 -3.76 -16.46
Spain 2000M6, 2009M6 -3.51 -7.31 -20.45 9.98 2501
Euro Area 2010M7, 2017M7 -3.09 1.99 17.88 -2.45 -11.44

Notes: The 1% (***), 5% (**), and 10% (*) critical values of t-statistics with two breaks are -5.96, -5.49 and -5.24, respectively.

Ts denotes the estimated breakpoints. The coefficients (dui) are also reported in the table.

Second, the results for the innovative outlier model, which implies that the unemployment series have

gradual changes, show that the inner dynamics of sample countries are substantially (only exception is
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Finland) affected by different factors emerging in societal norm. Therefore, there is no change occurring in
the non-stationary characteristics of the unemployment rate.

Table 5. Innovative outlier model results; double mean shifts

Country Te1, Te2 min-t dus t-stat (duz) duz t-stat (du.)
Austria 2002M4, 2011M7 -3.14 0.03 1.29 0.02 1.17
Belgium 1992M7, 1999M4 -3.14 0.07 2.89 -0.06 2.81
Cyprus 2010M11, 2017M1 -4.17 0.36 4.36 -0.33 -4.86
Estonia 2008M9, 2010M12 -3.86 0.46 4.15 -0.55 -4.57
Finland 1990M11, 1996M8 -6.19***  0.29 5.95 -0.18 -6.54
France 1999M3, 2008M8 -4.58 -0.04 -4.26 0.03 351
Germany 2002M2, 2005M7 -3.74 0.03 251 -0.07 -4.46
Greece 2009M11, 2016M11 -4.43 0.35 4.89 -0.26 -4.51
Ireland 1993M11, 2008M1 -2.84 -0.06 -2.99 0.04 2.32
Italy 2000M1, 2011M3 -4.17 -0.08 -3.76 0.13 4.17
Latvia 2008M5, 2012M3 -3.91 0.22 4.45 -0.26 -4.85
Lithuania 2010M9, 2008M2 -3.04 -0.15 -3.14 0.08 2.57
Luxembourg 2002M1, 2012M7 -4.58 0.08 4.89 0.04 2.34
Malta 2007M1, 2015M12 -4.45 -0.10 -3.31 -0.23 -4.09
Netherlands 1995M11, 2008M12 -3.13 -0.02 -2.48 0.01 149
Portugal 2008M10, 2014M12 -3.21 0.10 3.54 -0.14 -4.71
Slovakia 2004M3, 2015M1 -3.97 -0.12 -3.92 -0.11 -3.29
Slovenia 2008M11, 2016M10 -4.35 0.09 3.96 -0.16 -4.69
Spain 1998MS5, 2008M2 -3.72 -0.07 -2.94 0.09 3.33
Euro Area 2008M9, 2015M5 -3.87 0.05 3.62 -0.06 -3.75

Notes: The 1% (***), 5% (**), and 10% (*) critical values of t-statistics with two breaks are -5.96, -5.49 and -5.24, respectively.
Ts denotes the estimated breakpoints. The coefficients (dui) are also reported in the table.

3.2 Panel unit-root tests results

While the univariate unit-root test results indicated that the hysteresis phenomenon is statistically prevailing
and still powerful in the socio-economic structure, we also test it by using a panel data approach through
the incorporation of country-specific effects. In Table 6, we test three panel unit-root tests. Each of them

allows for different options for time trends and cross-sectional dependence.
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First, we embark upon the results of the IPS panel unit-root test at level, which clearly shows that the null
hypothesis of a panel unit-root in the level of the unemployment series cannot be rejected at lag length
chosen by AIC. Therefore, we can conclude that the unemployment series are non-stationary in with and
without time trend specifications at level in case of using the IPS test which can also allow for heterogeneous
panel to test whether the unemployment series contain unit-root. The results of the first panel unit-root test

of IPS support the hysteresis hypothesis in unemployment rates for 19 Euro Area countries.

The second test is the panel Fisher-PP test defined by Choi (2001), which allows for univariate unit-root
processes so that p; may vary across cross-sections. The rationale to apply the panel Fisher-PP test is to
derive a panel-specific result for the validity by way of combining the univariate unit-root tests. The
estimated panel Fisher-PP test strongly and statistically rejects a unit-root in the unemployment rate for the
19 Euro Area countries. Therefore, the results based on the Fisher-PP test bring no support for the stationary

of the series even at 10% significance level and individual effects.

Lastly, the Hadri-LM panel unit-root test is applied to check that the series are stationary or not. The test of
Hadri (2000) strongly rejects the null hypothesis of stationary for both homogeneous and heterogeneous
cases supporting the hysteresis hypothesis for unemployment rates even in the case of allowing for cross-

sectional dependence and time trend.

All in all, based on the above panel unit-root tests, the empirical results indicate that the hysteresis
hypothesis is valid for the 19 Euro Area countries and thereby are complemented the arguments provided
by Blanchard and Summers (1986). In other words, the empirical results of given tests point to the fact that
the shocks have a permanent effect on unemployment rates. All estimated results reject the other views of
unemployment such as structuralist and/or NAIRU, implying that the economic hysteresis strictly depends
on the existence of path-dependence of steady-state equilibrium unemployment since most of them neglect
to cover the country-specific and time-variant effects of the shocks in unemployment rates, especially in the
Euro Area. Therefore, contrary to cyclical determinants, the structural and country-specific factors should
be taken into account to characterize the deviations in unemployment rates and thereby the economic

performance in the Euro Area.
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Table 6. Panel unit-root test results

Panel Tests Test Statistic (p-value)
1.0585 (0.8551)

Panel means included

No time trend
2.4083 (0.9920)

Panel means included

Im-Pesaran-Shin (IPS) Test

Time trend included

Inverse 2 (p) = 0.0061 (0.9970)

Inverse normal (z) = 2.7449 (0.9970)
Inverse logit (L*) = 3.4169 (0.9962)
Modified inverse ¥? (Pm) = -0.9970 (0.8406)
43.9490 (0.0000)

Allow for cross-sectional dependence

Fisher-PP Test

No time trend
4.5618 (0.0000)
Allow for cross-sectional dependence

Hadri-LM Test

Time trend included

Notes: Lag specification is chosen by Akaike Information Criteria (AIC) in the IPS panel unit-root test. The lagged differences are
determined by two in Fisher-type test and the Phillips-Perron unit-root tests conducting on each panel which includes both panel
means and time trend. While the null hypotheses for IPS and Fisher-type unit-root tests imply that all panels contain unit-roots, the

reverse case is prevailing for Hadri-LM test in which all panels are stationary for the null hypothesis.

4. Concluding Remarks

This paper investigates the hysteresis hypothesis for 19 Euro Area countries through the use of both
univariate and panel unit-root tests, taking into account the possible structural breaks. In consideration of
the existing literature, the stationary conditions of the unemployment rates provide challenging and
complicated results for many sample countries, which imply that the hysteresis hypothesis can be affected
by different sources. In particular, we divide the testing procedure into two parts as univariate and panel to
show that both empirical results can complement each other due to some common factors such as the labor
market rigidities and thus the demand management policies, which might be prepared to solve path-
dependent long-run unemployment. However, the theoretical differences in the literature lead to the
emergence of idiosyncratic arguments for understanding the long-run correlation between unemployment

dynamics and the behavior of business cycles. While the natural rate of unemployment hypothesis states
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that shocks may generate cyclical movements in the unemployment rate but tends to revert to its equilibrium
in the long-run depending on mean-reverting process, the structuralist view argues that the shocks have not
permanent effects on unemployment even though they are highly persistent to resolve over time, which are
subjected to the changes in structural factors and institutional environment. Furthermore, the persistence
view implies that there are a near unit-root process and long-lasting effects on unemployment caused by the
economic downturns. There should be a sufficient period of time to re-establish the equilibrium and thus

the series have a constant long memory process.

Regarding these conflicting arguments, the question on the validity of the hysteresis hypothesis still remains
in force and the given results provided for the stationary process of unemployment series are ambiguous to
make further discussions. In case of testing the significance of hysteresis hypothesis, on the one hand, we
deal with univariate unit-root tests without and with structural breaks, which are ADF, PP, KPSS for the
first part, and are Zivot and Andrews (1992) and Clemente et al. (1998) for the second part. On the other
hand, we use panel unit-root tests, which are IPS, Fisher-PP, and Hadri-LM to test for unemployment
hysteresis in 19 Euro Area countries against the alternative of other views. The results indicate that the
hysteresis in unemployment hypothesis is accepted within the context of both univariate and panel unit-root
tests for the given countries and thereby confirms the view described by Blanchard and Summers (1986). In
other words, all of the results providing by different unit-root tests strengthen the hysteresis hypothesis,
implying that potential shocks and economic downturns have highly persistent and also permanent effects
on unemployment. Therefore, any kind of interruption in the process of economic functioning can lead to
the deviations of unemployment rate from the equilibrium, which point out significant heterogeneity in
unemployment dynamics over 19 Euro Area countries due to the fact that there is a large difference in labor
market institutions. Accordingly, the lack of structural reforms may intensify the problems not only in the
current level of unemployment but also the loss of the influences on wage-settings and union behaviors each

of which can be considered as the major factors for highly persistent unemployment rates in the Euro Area.
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Degisimlere ayak uydurmada ve stratejik hedeflere ulasmada, kendini gelistirmis, yiiksek kapasiteli, yeniliklere
ve teknolojik gelismelere kolay adapte olabilen yetenekli bireylere duyulan ihtiyag giderek artmaktadir.
Yetenekli bireylerin orgiite kazandirilmasi ve orgiitte tutulabilmeleri, orgiitlere rekabet avantaji saglayan dnemli
bir hamle olarak goriilmektedir. Ancak ise yeni alinmis yetenekli bireylerin, orgiite transferleri sonrasinda
yasanan bir orgiitsel basarisizlik durumunda, orgiitsel faktorler goz ardi edilerek, sorumlulugun taraf olan yeni
yeteneklere yiiklenebildigine sahit olunmaktadir. Ozellikle ¢okuluslu sirketlerin {ist diizey y&netici transferleri
ve bu yoneticilerin ise yonelik isabetsiz kararlari distiniildigiinde, direkt olarak “basarisiz olan gider”
mottosunun uygulamalara yerlestigi, fakat bu basarisizligm ardinda, aslinda saglam bir 6rgiitsel yapinin bulunup
bulunmadiginin agik bir sekilde sorgulanmadigi goriilmektedir. Bu ¢aligmada, yetenekli bireyleri ¢eken ve
onlarm avlanabilmeleri i¢in gerekli drgiitsel kosullarin neler olabilecegi, ayrica bu bireyler ile orgiitlerin uzun
donemli evliliklerinin yiiriitiilebilmesi igin gerekli dinamiklerin nasil saglanabilecegi, bir Eklektik Paradigma
uyarlamas1 c¢ercevesinde tartisilmaya c¢alisilmakta ve konuya iliskin ¢ok disiplinli bir model Onerisi
getirilmektedir.

Anahtar Kelimeler: Eklektik Paradigma, Eklektik Yetenek Paradigmasi, Yetenek Avciligl,

Yetenekleri Elde Tutma
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The need for talented individuals who are self-developed, capable of adapting to innovations and technological
developments is increasing gradually in order to keep up with the changes and reach strategic goals. Bringing
talented individuals into the organization and keeping them in the organization is seen as an important move that
provides competitive advantage to organizations. However, in the event of an organizational failure after the
transfer of newly recruited talented individuals to the organization, it is observed that the organizational factors
can be ignored and the responsibility can be imposed on new talents. It is observed that the motto of “failing
expense” is directly embedded in applications, especially when considering the high-level executive transfers of
multinational companies and their business-related decisions, but it is not explicitly questioned whether or not
there is a solid organizational structure behind this failure. In this study, it is tried to be discussed within the
framework of an Eclectic Paradigm adaptation, which attracts talented individuals and what the organizational
conditions required for their hunting can be achieved, as well as how to provide the dynamics necessary for the
long-term marriage of these individuals and organizations, and a multidisciplinary model proposal is introduced.

Keywords: Eclectic Paradigm, Eclectic Talent Paradigm, Talent Hunting, Retaining Talents
JEL Classification: M12, M14, M54
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GIRIS

Insan kaynaklar1 yonetiminin artan stratejik konumu ile birlikte orgiitler, kendini gelistirmeyi basarmus,
kapasitesi yiiksek, yeniliklere ve teknolojik degisimlere kolay adapte olabilecek yetenekler igin rekabet
etmeye baslamiglardir. Bu dogrultuda adaylar, hem kendi becerilerine ve kariyer hedeflerine uygun orgiitleri
secmekte, hem de Orgiitlerin sahip olduklar1 6zelliklere gore kiyaslamalar yapmaktadirlar. Diger yandan
orgiitler, dogru bireyin dogru pozisyon igin ise alinmasi, egitilmesi ve gelistirilmesi gibi faaliyetleri
gergeklestirirken, bu siirecte orgiitiin hedef ve stratejilerine uygun kararlar verilebilmesi, bir biitiinliik

igerisinde hareket edilebilmesi i¢in de gayret gostermektedirler.

Bireyler ve orgiitler acisindan disiiniildiigiinde, birey-6rgiit uyumunun yakalanmasinin olduk¢a ciddi
ugraglar gerektirdigi, bununla birlikte bireylerin Orgiite kazandirildiklar1 zaman sonrasinda ¢ok daha
zorlayici bir siirece girilebildigi goriillmektedir. Cogunlukla yetenekli bireylerin orgiite secilmeleri seklinde
incelenen bu durumun, bireyler acisindan bakildiginda, galigilacak orgiitiin diger orgiitler karsisinda tercih
edilme sebebi seklinde aciklanabilecegi, ancak bireylerin yeteneklerini Orgiitlerinde agik bir sekilde
degerlendirme imkan1 bulabilmelerine dair dinamiklerin neler olacagi konusunda g6z ardi edilen noktalar
oldugu ve yasanan Orgiitsel basarisizliklarin ardinda daha farkl faktorlerin yatabilecegi ihtimali akla

gelmektedir.

Potansiyel yeteneklerin orgiite kazandirilmasi, rakipler karsisinda avantaj saglayan 6nemli hamleler olarak
goriilmektedir. Ancak, ilerleyen siiregte yasanabilecek bir orgiitsel basarisizlik durumunun, gogunlukla
orgiite yeni katilan yeteneklerin basarisizligi olarak goriilebildigine ve orgiitsel faktorlerin goz ardi
edilebildigine sahit olunmaktadir. Simdiye kadar bu konunun yeteneklere sahiplik ¢ercevesinde
degerlendirildigi, ancak bu sahipligin ve devamliliginin gerektirdigi sartlar hakkinda bir tartismanin
olmadig1 ve bireylerin yeteneklerini en iyi bicimde sergileyebilmeleri agisindan, yeni orgiitlerine karsi olan
beklentilerinin acik bir sekilde konusulmadig1 goriilmekte ve bu konu, arastirma probleminin ¢ikis noktasini
olusturmaktadir. Yeteneklerin, orgiitiin potansiyel birer pargasi olarak goriilmesinin ve bu yeteneklerin
orgiite kazandirilmasinin Gtesinde, orgiitlerde yetenekli bireyleri ¢eken kosullarin neler olabilecegi ve
onlarin elde edilebilmesi ve oOrgiitleriyle olan uzun siireli evliliklerinin saglanabilmesi igin gerekli
dinamiklerin nasil saglanabilecegi sorusunun cevaplanabilmesi adma, bir model gelistirilmesi
amaclanmakta ve ilgili model, Dunning’in Eklektik Paradigmasi’nimn bir uyarlamas: ile agiklanmaya

calisilmaktadir.
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Bu calismada, orgiitlerin yetenek avciligi yaparken, bireylerin yeteneklerini sergileyebilmelerine zemin
hazirlayan ve bunun devamliligimi saglayan kosullarin var oldugu, rekabet avantaji saglamada yalnizca
yeteneklerin kesfedilip onlarin 6rgiite kazandirilmasi degil, orgiitlerin de bu yetenekli bireylerle uyumlu
dinamiklere sahip olmalarinin basariy1 getirecegi iddia edilmektedir. Arastirma, simdiye kadar pek ¢ok kez
tanik olunan yetenek transferleri ve orgiitsel basarisizlik durumuna dair, ulasilan olumsuz sonuglarin yeni
yeteneklerin orgiitsel uyumsuzlugundan kaynaklandig: diisiincesine elestirel bir yaklagim getirmektedir. Bu
diisiincenin aksine, basarisizliklarin asil olarak, orgiitlerin bu yeteneklere uygun sartlar saglayamadiklar
savunularak, yetenek yonetimi agisindan konuya farkli bir perspektif sunulmakta ve bu nedenle, ¢alismanin
onemli oldugu diisliniilmektedir. Ayrica, arastirma ile ulasilan yeni kavramsallagtirmalar ile literatiire
zenginlik kazandirildigi, 6zellikle, yetenek yonetimi agisindan farkli bir perspektif sunulmasi nedeniyle,
yetenek yoOnetimi yazinina katkida bulunuldugu tahmin edilmektedir. Bir diger acidan, orgiitlerin,
yeteneklerin kazanimi ve elde tutulmasi adina, gerekli degisim ve gelisim uygulamalarini hayata gegirmeleri
ve uyum siireglerini gerceklestirebilmeleri yoniinde yol gosterici olabilecegi ve bu nedenle, mevcut

caligmanin pratikte de katkilar verebilecegi umulmaktadir.
1. YETENEK AVCILIGI VE YETENEKLERIN ELDE TUTULMASI

Bu boliimde, orgiitlerin potansiyel yetenekleri kuruma dahil edebilmeleri ve bu yetenekleri elde
tutabilmelerine iligkin modelleme yapilabilmesi adina bir ¢cergeve sunulmakta ve konunun literatiir bulgular

ile desteklenmesi amaglanmaktadir.
1.1. Modelleme Yontemi

Arastirmanin modeli, Dunning’in eklektik paradigmasinda dogrudan yabanci yatirim karari verilirken sahip
olunmasi gereken ii¢ temel avantajin, Orgiitlerin en temel sosyal unsularindan olan yeteneklerin elde
edilmesi ve bunun siirekliliginin saglanmasi adina gerekli olan orgiitsel faktorlerin bir uyarlamasina
dayanmaktadir. Bu uyarlamada, yeteneklerin 6rgiit ile uyumunun saglanmasina odaklanilmakta ve bu iligki

bireysel ve orgiitsel ¢iktilar yoniiyle de incelenmeye ¢aligilmaktadir.

Arastirmada yetenekler ile orgiit arasindaki uyum iligkisine dair kurulan model, Byrne (1971) tarafindan
ileri siiriilen “Benzerlik-Cekim Yaklasimi”na dayandirilmaktadir. Bu yaklasim, bireylerin, kendilerine
benzeyenleri etkiledigi ve onlardan da etkilendigini savunmakta ve baskalarinin kendilerine benzer olarak
algilanmasinin, bireyleri giiclendirdigi belirtilmektedir (Cigek, Evcimen, Biger, 2018). Bireylerin

kendilerine benzerlik gostermeyen digerleri ile olan farklilik deneyiminin, olumsuz bir pekistire¢ roli
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tistlenecegi, dolayisiyla yetenekli bireylerin kendileriyle ve / veya beklentileri ile uyumlu olmayan bir drgiite
dogru ¢ekilemeyecekleri ve / veya bu tarz bir orgiitle iligkilerini daha fazla devam ettirmek istemeyecekleri,
yiiksek derecede olas1 goriilmektedir. Bu noktada, orgiitlerin yetenekleri elde etmek ve bunun devamliligini
saglamalar1 adina, bu yeteneklere uygun bir orgiitsel nitelikler kiimesine sahip olmalarinin gerekli oldugu

diistiniilmektedir.
1.2. Literatiir Taramasi

Yeteneklerin 6rgiite kazandirilmasi ve bu yeteneklerin elde tutulabilmesi, orgiitler agisindan zorlu bir sinav
olarak karsimiza ¢ikmaktadir. Mevcut yeteneklerin orgiit iginde tutulabilmeleri ve basarili bir is hayatinin
gergeklestirilebilmesi, potansiyel yetenekler i¢in bir vitrin sunmakta ve yeni yetenek kazanimlari agisindan,
orgiitlere avantajlar kazandirmaktadir. Icten baslayan basarili uygulamalar, genisleyen bir etki olusturarak

potansiyel giiciin elde edilmesine de katkida bulunabilecektir.

Bir bireyin orgiitte devamliliginin saglanmasi, degisen kosullar ¢ercevesinde ¢esitli nedenlere baglanabilir
goriilse de, bu nedenleri belirli bakis agilarindan genelleyebilmek miimkiin olabilmektedir. Branham (2005),

orgiitten yedi nedenden dolay1 ayrilik yasandigina isaret etmekte ve bunlari su sekilde siralamaktadir:

e Beklentiyi karsilamayan bir is ortami

e Birey ve igin 6zellikleri arasindaki uyumsuzluk

e Yeterince geri bildirim ya da kogluk destegi alinamamasi

¢ Kisinin kendisini degersiz hissetmesi

o Kisinin orgiitte kendisini gelistirme / ilerleme olanaginin olmadigini hissetmesi
e  Agiri is yiikii altinda kalma ve is-yasam dengesinin bozulmasi

e Ust ydnetime olan giivenin ve sayginin kaybedilmesi.

Bireylerin, orgiitte maksimum diizeyde tatminlerinin saglanmasi ve iyi bir ¢alisma ortamimin sunulmasi,
yeteneklerin kaybedilmemesi i¢in bir 6n kosul olarak goriilmekle birlikte, bu anlamda yetenek yonetimini
orgiitsel agidan en iyi agiklayan teorilerden birinin, Yetenek-Motivasyon-Firsat Teorisi oldugu ve yonetimin
faaliyetleri tizerinde en etkili ¢iktilar1 saglayacak insan kaynaklar1 unsurlarinin tespit edilmesinde kullanilan
bu teoriye gore, insan kaynaklar1 faaliyetleriyle birlikte artan insan sermayesi, yetenek ve kapasitesinin daha
yiksek verimlilik, kalite ve karlilikta artig gibi Orgiitsel performans: etkileyen ¢iktilarina

doniistiiriilebilecegi ileri siiriilmektedir (Rajiani, Musa, Hardjono, 2016). Bu agidan bakildiginda, 6rgiitlerin
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elinde tuttuklan yeteneklerin motive edilmesi ve bu yeteneklere firsat verilen bir ortamin varligi gerekli

gorilmektedir.

Arastirma sonuglari, orgiitsel tesvik ve cesaretlendirme, otonomi ve dzgiirliik, iletisim, is grubu destegi ve
iddial1 bir isin, bireyin yaraticiligini ve bagliligini artirdigini (Eren ve Giindiiz, 2002; Heyns ve Rothmann,
2018; Nel ve Linde, 2018); isin genel goriiniimii, calisana saglanan sosyal ve ekonomik cikarlar, {icret, terfi
imkanlari, kariyer gelisimi ve egitim firsatlari, statii gibi is ortami sartlarinin, bireyleri tatmin ettigini ve
baghlik sagladigim (Sevimli, Iscan, 2005; Quastel ve Boshier, 1982; Yang ve Wang, 2013; Aktar ve Pangil,
2018; Sarti, 2014; Jun, Cai, Shin, 2006; Nel ve Linde, 2018); esnek ¢alisma ve nitelikli fiziki kosullar,
destekleyici bir yonetim tarzi, adaletli bir sistem, takdir edicilik, birey-orgiit arasi etkilesim, arkadaglik
ortami ve sosyal bir yapmin, bireyler lizerinde pozitif etkili oldugunu, tatmin sagladigini ve bagliligi
artirdigini gostermektedir (Erdil, Keskin, imamoglu, Erat, 2004; Siu, 2002; Yang ve Wang, 2013; Aktar ve
Pangil, 2018; Sarti, 2014; Schyns ve Croon, 2006; Boshoff ve Arnolds, 1995; Nel ve Linde, 2018; Ghosh,
Rai, Sinha, 2014; Inoue vd., 2010; Dai ve Qin, 2016).

Rakiplerine kiyasla calisanlara saglanan temel ve yan haklar ile, yurtdisi tecriibe edinme imkanlarinin 6rgiitii
tercih edilebilir kildigi (Duman, 2018); orgiitlerdeki inovatif diisiinceyi olusturan etkenlerin, bireylerin
yenilik odakliligin1 ve proje iiretme konusundaki diisiince diizeylerini yiikselttigi (Akyildiz, 2014);
orgiitlerdeki yenilik¢i bir iklimin, bireylerin yenilik¢i davraniglarinda ve kurumsal performansta etkili
oldugu (Nart, 2019; Garcia-Morales, Llorens-Montes, Verdi-Jover, 2006) belirtilmektedir. Inisiyatif ve
giiclendirmenin, ig tatmini ve orgiitsel baglilik gibi érgiitsel sonuglar ile iliskili oldugu (Orgambidez-Ramos
ve Borrego-Alés, 2014; Gamboa, Gracia, Ripoll, Peiro, 2009), orgiit ikliminin, is tatmini ve bagliligi
etkiledigi ifade edilmektedir (Siu, 2002; Biswas ve Varma, 2011; Putter, 2010).

Nitelikli insan kaynaginin uzun siireli olarak sirkete bagliligin1 saglayan unsurlardan birinin de, halka arz
oldugu; iicret 6demeleri ya da emeklilik geliri olarak hisse senedi paylasimi ile bunun ger¢eklestirilebildigi
ifade edilmekte (Akpinar, 2012), bununla birlikte finansal performansin gii¢lii bir kiiltiir ortaya cikartacag:
ve bu giiclii orgiit kiiltiiriiniin ise, ¢alisan bagliligini artiracagi belirtilmektedir (Simsek, Celik, Akgemci,
2019). Ayrica kurumsal itibarm, orgiit iiyeleri agisindan pozitif bir etki olusturacagi ve bagliligi 6nemli
ol¢iide etkileyecegi (Korkmazer ve Saydan, 2018; RitaMen, 2012; Ali ve Ali, 2011; Shirin ve Kleyn, 2017);
gliclii bir igveren markasinin, ¢alisanlari elde tutmayi, orgiite olan baglilig ve orgiitleri ile bilissel, duygusal
ve davranigsal olarak 6zdeslesmelerini sagladigi da vurgulanmaktadir (Akgemci Gersil, Kalfaoglu, Erat,

2018; Kara, 2013; Veerabramham ve Kolla, 2014; Timur, 2019). isveren markasi, yalmzca orgiite bagh
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bireylerin degil, potansiyel isgiiciiniin de orgiitii tercih sebebi olarak goriilmektedir. Bireylerin, giiglii bir
referans olabilecek, sektorde oncii, kokli ve saygin bir sirkette ¢aligmak istedikleri, ayrica ¢aligmak igin,
kariyer beklentilerine cevap veren, egitim firsatlari olusturabilen, kisisel gelisimi ve yenilik¢iligi 6nemseyen

sirketleri tercih ettikleri belirtilmektedir (Gozen, 2016).

Ozetle, bir bireyin drgiite olan baghligini, o drgiitteki devamini ve drgiite olan katkilarini etkileyen birden
fazla dinamik bulunabilmektedir. Bu dinamikler etkin bir sekilde sistematize edildiginde orgiitsel basariy1
getirebilmekte ve oOzellikle degisim siireglerinde bu dinamiklerin etkileri daha somut bir sekilde
gozlenebilmektedir. Bunun bir 6rnegi, Nokia’nin CEO degisimi neticesinde yasadigi basarisizliktir.
Degisim siiregleriyle gegmiste olduk¢a ¢ok konusulmus olan Nokia’nin bu basarisizligi, genel itibariyle yeni
atanan CEO’nun aldig1 kararlar ve yonetim sekli ile iligkilendirilmistir. Aslinda bu basarisizliginin altinda,
degisiklik detaylarinin paydaslar tarafindan yanlis anlagilmasi, sorunlarin yetersiz teshisi ve analizlerin
zayiflig1 oldugu belirtilmekte (Lam, 2013) ve bu durum, yeteneklerin basarisi(zlig1)nin arka planinda, orgiit
kiiltiiriniin, orgiitsel yapimin ve orgiit liyeleri ile olan etkilesim kalitesinin varliginin sorgulanmasina yol

a¢gmaktadir.

Bu baglamda, orgiitsel basarinin, yalnizca basarili bir bireyin orgiite dahil edilmesiyle elde edilemeyecegi
ve gecmiste basarilar elde etmis bireylerin, farkli Orgiitlerde aymi ¢izgiyi yakalama olasiliginin
bulunamayabilecegi anlasilmaktadir. Orgiitlerin sahip olduklari essiz nitelikler ve birbirlerinden ayr1 kilan
farkliliklar, basar1 yolundaki ince niianslar belirleyebilmektedir. Dolayisiyla, yetenekli bireyleri basariya
ulastirabilecek bir 6rgiit insasinin ve buna sahip olmak adina eklektik bir diisiince yapisinin gerekli oldugu

goriilmektedir.
2. EKLEKTIK YETENEK PARADIGMASI

Hamel (2013), is tanimlarimin simirlarina bagh kalmayan, proaktif olan, farkli fikirler pesinde kosan ve
islerini gorev askiyla yerine getiren ve bunu diinyada farklilik olusturmak adina yapan bireyleri iist
yetenekler olarak adlandirmakta ve bu yeteneklere sahip olabilmek i¢in dncelikle “galisanlari orgiite nasil
daha iyi hizmet ettirebiliriz?” sorusunun yerine, “galisanlarin ise adayacaklari olaganiistli yeteneklerine
layik orgiitleri nasil insa edebiliriz?” sorusunu sormamiz gerektigini belirtmektedir. Bu diisiinceden
hareketle, bilhassa yetismis yetenekli bireylerin orgiite kazandirilmasinin ve bu yeteneklerin elde

tutulmasinin, orgiitiin stirekliligini saglayabilmede olduk¢a 6nemli bir roli oldugu goriilmektedir.
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Yeteneklerin Orgiite c¢ekilmesi ve rakip oOrgiitlerin geride birakilarak bu yetenekli bireylerin orgiite
kazandirilabilmesi, Orgiitiin sahip olacagi baz1 6zellikler ile kolaylastirilabilecektir. Ancak bu durumun,
yeteneklerin saf degisimi gibi algilanmamasi gerekmekte ve séz konusu cergevenin, bireylerin Orgiitte
tutunabilmeleri ve yeteneklerini sergileyebilmeleri agisindan uyumlu bir ¢alisma ortaminin ve gelecegine
gliven duyulan bir oOrgiit profilinin esaslarinin belirlendigi sinirlarin ¢izilebilmesi ile ilgili oldugu
diisiiniilmektedir. Literatiir taramasi ile elde edilen arastirma bulgulart da, c¢alismanin amacini
desteklemekte ve ulasilan sonuglar, bireylerin orgiite ¢ekilmesi, orgiitte devamliliklarinin saglanmasi ve
orgiite olan bagliliklarinin ve tatminlerinin artirllmasina yonelik oldukga gesitli etkenlerin olabilecegini

gostermektedir.

Etkin bir beseri sermaye yatirimi yapilabilmesi adma, orgiitsel anlamda bir¢ok faktdriin gbz Oniinde
bulundurulmasi gerektigi oldukga agiktir. Bu amagla konuya daha genis bir perspektiften bakilabilecegi ve

bu soruna eklektik bir model {izerinden cevap verilebilecegi tahmin edilmektedir.
2.1. Eklektik Paradigma ve Yetenekler Cerc¢evesinde Bir Uyarlama

Eklektik paradigma, yabanci yatirim kararlar1 vermede, sahiplik avantajlari, konum avantaji ve i¢sellestirme
avantaji seklinde ti¢ unsurun gerekli oldugunu savunmaktadir (Dunning,1980; Dunning, 2000; Dunning,
2001). Eklektik paradigmaya gore, isletmelerin uluslararasi egilimi bu ii¢ kosulu saglandiginda artmakta
(Dunning, 1988, Dunning, 2001) ve bu egilimle birlikte, isletmelerin uluslararasilagsmalar1 kademeli bir
sekilde gergeklesmektedir. ilk asamada, isletmenin faaliyet gosterecegi pazarda rakiplerine gore belirli
amaclara sahip olmalar1 gerekmektedir. ikinci asamada, yapilacak yatirimlarm, isletmenin hedeflerine
ulasmak icin uyguladig1 stratejiye uygun olmasi gerekmektedir. Ugiincii ve son asamada ise, isletmenin
uluslararasilagsmaya yonelik Ozelliklere sahip olmasi, diger bir ifadeyle belirli sézlesmelere ihtiyag

duymadan, kendi 6z kaynaklartyla uluslararasilagmalar1 gerekmektedir (Erdem, 2019).

Bu a¢idan bakildiginda, potansiyel yeteneklerin orgiitler i¢in birer yabanci yatirim 6zelligi tasidig, rakipler
karsisinda rekabet avantaji saglayan ve sahip olunmasi gereken beseri sermayeler oldugu diistiniilmektedir.
Yetenekli bireylerin secilmesi, orgiite kazandirilmasi ve elde tutulmasimin, eklektik paradigmaya benzer
sekilde belirli asamalardan gegtigi ve her asamanin da kendi iginde 6zelliklere haiz oldugu 6ngorilmektedir.
Bu uzun siireg, orgiitler agisindan oldukga zorlu ve karmasik dinamiklerin etkin bir sekilde yonetilmesini
ve konuya disiplinler arast bir perspektif ile bakmay1 gerektirmektedir. Dolayisiyla, ele alinan durumun
eklektik bir yoniiniin bulundugu ve ilgili konunun “eklektik yetenek paradigmasi” seklinde

adlandirilmasinin uygun oldugu tahmin edilmektedir.
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2.2. Eklektik Yetenek Paradigmasi ve Bilesenleri

Yetenekli bireylerin orgiite kazandirilmasi ve daha onemlisi bu kazanimlarin devam ederek, elde tutulan
yeteneklerin en iyi sekilde degerlendirilebilmeleri ve siirekliliklerinin saglanabilmesinin, orgiitiin sahip
olacagi bazi 6zellikleri iceren bir model cergevesinde aciklanabilecegi diisiintilmektedir. Bu model, sahiplik,
maddi konum ve i¢sel durum seklinde, li¢ unsurdan olusmakta ve her biri kendine haiz ozellikler

icermektedir.
2.2.1. Sahiplik

Eklektik yetenek paradigmasinin ilk bileseni olan sahiplik, orgiite ait kiiltiirel ve yapisal 6zellikleri ifade
etmektedir. Bir orgiitiin yapisal ve kiiltiirel bilesenleri, o orgiitiin giicli hakkinda bilgi vermekle birlikte,
gelecege iliskin hayat ¢izgisini de belirlemektedir. Bu iki ana yapidan birinin zayif kalmasi, drgiitiin gelecegi

agisindan bir tehdit unsurudur.

Hamel (2013), orgiit biiyikliigii, sektor liderligi, esnek olmayan is sistemleri, zihinsel modeller, fazla
kaynaklara sahip olunmasi ve basarinin daimi goriilmesinin, orgiit icin yaklasan bir tehlikenin habercisi
oldugunu belirtmekte ve esneklikten uzaklagmanin orgiitleri dinazorlastirdigini ifade etmektedir. Gelecegin
diinyasinin dijitallesme {izerine kuruldugu da g6z 6niinde bulundurulursa, bir 6rgiitii ayakta tutabilecek
yegane unsurun, ¢evreye adapte olabilen, 6grenmeye acgik ve inovatif bir yapiya ve bu yapiy1 destekleyen
bir kiiltiire sahip olmak oldugu agik¢a goriilmektedir. Bununla birlikte, yapinin essiz bir bileseni olan beseri
sermayenin bu yapi i¢indeki uyumlulugu, tamamlayic1 bir rol iistlenmekte ve i¢ miisteri olarak tanimlanan
orgiit calisanlarin, yapiyr tasiyabilecek ve gelecege aktarabilecek en Onemli unsur oldugu
diisiiniilmektedir. Dolayistyla, eklektik yetenek paradigmasinda sahiplik boyutu, inovatif ve adaptif bir yapi,
ar-ge ve teknolojik gii¢, sistemsel biitiinliik, departman ya da takim bazinda tecriibeli ya da uyumlu bir is
giiclinii icermekte ve bu ozellikler, orgiitiin sahip oldugu yetenekli bireyleri icerde tutabilmesi ve potansiyel

yetenekler agisindan da, ¢ekim giicliniin devam edebilmesini saglayan unsurlar olarak gériilmektedir.
2.2.2. Maddi Konum

Orgiitiin goriinen unsurlarini ve harici faktorleri igeren maddi konum, eklektik yetenek paradigmasimin
ikinci bilesenini ifade etmektedir. Bir varlig: tercih edilebilir kilan unsurlarin basinda, o varligin somut
goriiniimiinil belirleyen ozellikler gelmektedir. Aym sekilde, orgiitiin tercih edilebilirlik algisini, digsal
niteliklerin yiikseltebilecegi ve taraflar iizerinde ilk etkiyi birakan unsurun, goriinen yiiz oldugu

diisiiniilmektedir. Diinyadaki teknolojik, sosyal ve ekonomik gelismeler ile birlikte, calisma kosullar
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degisime ugramis ve esnek is yapis bigimleri tercih edilmeye baslamis olsa da, bir orgiitiin fiziki
yerleskesinin nerede bulundugu bireyler agisindan dnemini korumaktadir. Bu durum g¢ogunlukla ulagim
kolaylig1 nedeniyle tercih edilir bir faktor olarak goriilse de, bolgenin ya da yerleskenin bilinirligi, marka
algis1 araciligi ile orgiitii bir adim daha ileriye tagiyabilmektedir. Bununla birlikte, ¢calisma ortaminin fiziki
kosullari, bireylerin motivasyonlarini artirarak, rahat ve mutlu bir sekilde is gormelerinde etkili olmakta ve
orgiitiin sahip oldugu maddi gii¢, bireylerin orgiite karst olan baghiligini giiclendirmekte ve orgiite olan
gliveni artirarak, maddi beklentilerin karsilanabilecegi ve simdiki ve gelecege iliskin haklarin

almabilmesinde bir sorun yasanmayacagi diisiincesini dogurmaktadir.

Orgiitiin giiciine hatta biitiiniine iliskin bireylerin gdzlem alanlarindan biri, orgiitsel iletisimin etkin
kullanimi, 6zellikle sosyal medya iizerindeki yerlesimidir. Sosyal medya, bir varligin sanal mecradaki
konumunu belirlemekte ve bu yeni medya, koklii is modellerini ve kurumsal stratejileri tehdit etmekle
birlikte, yeni uyarlanabilir stratejiler yoluyla firsatlar sunmakta ve taraflar arasindaki iliskiler, kaotik ve
etkilesimli bir tilt oyununa benzetilmektedir (Hennig-Thurau vd., 2010). Dolayisiyla, bu platformlarda
orgiitiin kendini etkin bir bi¢imde konumlandirmasi ve bu araglar1 giiclii bir bigimde yonetebilmesi, orgiitiin
yetenekler acisindan cekiciliginin artmasinda oldukca etkili olmaktadir. Ozetle, merkezi bolgelerde
bulunma, calisma ortaminin ergonomik durumu, 6rgiitiin maddi ve finansal giiciinii ifade eden sermaye
durumu ile orgitiin medya ve iletisim araglarindaki konumu, yetenek avciligi ve yeteneklerin elde

tutulabilmesi agisindan 6nemli unsurlar olarak goriilmektedir.
2.2.3. i¢sel Durum

Eklektik yetenek paradigmasinin son bileseni i¢sel durum, orgiitiin maddi olmayan, dahili unsurlarini ve
icsel degerlerini ifade etmektedir. Bir orgiitiin esas olarak taninabilmesi, ancak o orgiit catis1 altinda
bulunmakla gerceklesebilir. Orgiit ici iliskiler, calisma ve is durumundan memnuniyet, adil yonetim
politikalari, bireylerin bagliliklarini artiran ve orgiitlerin nitelikli isgiicii kaybini engelleyen yegane unsurlar
olarak karsimiza ¢ikmaktadir. En 6nemlisi, bu tarz yonetim uygulamalarinin ve siki birey-orgiit iliskilerinin,
orgiitlin bireyler nezdinde degerini artirici bir rol tistleniyor olmasidir. Bu deger, orgiitiin itibar1 ile birlikte,
orgiitlerin hedef kitleler zihnindeki pozitif konumlandirmasini ifade eden isveren markasi altinda
pekistirilmektedir. itibar ve isveren markasi, orgiitiin igten dogan ve yetenekleri etkilemede giiclii etkiler
birakan eklektik yetenek paradigma unsurlari olarak goriilmektedir. Bu iki unsurun, etkin bir ydnetim
sonucu ortaya ¢ikabileceginden ve dogrudan yap1 ya da kiiltiirlin bir parcasi olmadigindan, igsel bir durum

olarak ifade edilmesinin uygun goriildiigii diisiiniilmektedir. Sonug olarak, itibar, gili¢lii bir igsveren markasi,
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haklar ve firsatlar agisindan adil bir dagitim politikasi, diisiik isgiicii devir hiz1 ve yiiksek ¢alisan bagliligi,
eklektik yetenek paradigmasinin igsel durum bilegseni bashgi altinda yer alan faktorler olarak

siralanmaktadir.
SONUC

Diinyadaki degisim, is ¢ercevesinde bazi konularin sorgulanmaya baslanmasina neden olmus ve orgiitler
acisindan artik bireylerin performansinin degil, potansiyellerinin él¢iimlenmesinin amaglanmasina dogru
bir kayma gozlemlenmeye baglamigtir. Ayni sekilde, bu degisimler ile birlikte, bireylerin de sahip olduklari
yetenekleri etkin bir sekilde degerlendirebilecekleri ve arzuladiklar is hayatimi yasayabilecekleri orgiitlere
iligkin arayislarinda ve farkindaliklarinda artiglara sahit olunmaktadir. Ancak, genelde yetenekli bireylerin
her kosulda degerini bilen ve onlar1 yonetebilen orgiitler ile karsilasamadigi, hatta bir 6rgiitsel basarisizlik
s0z konusu oldugunda bunun sorumlulugunun daha ¢ok beklentide bulunulan bu “yenilere” atfedildigi,
ozellikle cok uluslu sirketlerin {ist diizey yonetici transferleri diisiiniildiigiinde, “basarisiz olan gider”
mottosunun yerlestigi, ancak bu basarisizligin ardinda aslinda saglam bir Orgiitsel yapimin bulunup
bulunmadiginin da c¢ogunlukla goz ardi edildigi goriilmektedir. Birinci boliimde ele alinan Nokia’nin

yasadig1 basarisizlik deneyimi, bu durumu carpici bir sekilde izah etmektedir.

Bu caligmada, potansiyel yeteneklerin avlanmasi ve elde tutulabilmesine iligkin, literatiirde bulunan
aragtirma sonuglarina dayanarak, ii¢ bilesenli bir model sunulmakta ve kesifsel bir ¢aligma tasarimi
benimsenmektedir. Metodolojik olarak kavramsal nitelik tasiyan mevcut arastirmanin, yeni diinya diizeni
yonetim buluslar1 agisindan ilgili taraflara farkli fikirler sunabilecek bir nitelikte oldugu tahmin
edilmektedir. Ayrica bu arastirma ile, yetenek yonetimine iliskin farkli bir perspektif sunulmakta ve

orgiitlerin yetenekleri avlama ve elde tutmalari adina, pratik bir ¢dziimlemede bulunulmaya ¢alisilmaktadir.

Tartismaya oldukea acik olan bu konu, gelecek calismalarda genis bir gercevede sunulabilecek agiklamalar
ile zenginlestirilebilir. Bu calisma, bir giris niteligi tasimaktadir ve “eklektik yetenek paradigmasi” adi
altinda Ozetlenmektedir. Model ve modele iliskin boyutlar, farkli disiplinlerden gesitli arastirmalar ile

gelistirilebilir.

Eklektik yetenek paradigmasi, yeteneklere yonelik bir modelleme onerisi oldugundan, sahip olunmasi
gereken beseri ve oOrgiitsel Ozelliklerin biitiintine iliskin bir simflandirmaya gidilmemektedir. Bireysel
ozellikler, kesin hatlar ile ¢cergevelenemedigi gibi, bir orgiitiin de keskin sinirlarla belirlenmis gruplar i¢inde

tarif edilmesinin miimkiin olmadig1 bilinmekte, dolayisiyla eklektik yetenek paradigmasi bilesenlerinin
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aragtirmalardaki bakis acilara gore farkli sonuglar verebilecegi ongoriilmektedir. Eklektik paradigmanin
dinamik yapisi, eklektik yetenek paradigmasi i¢in de gegerli olup, ozellikler ve bilesenler konusunda
degisim gostermeye ve yenilenmeye aciktir. Bu kavramsal ¢ercevede uygulanabilecek ampirik ¢alismalarin,
ilgili modelin gelistirilmesine katkida bulunabilecegi ve isletme yoOnetimi, insan kaynaklari, orgiitsel
davranis, yetenek yonetimi ve halkla iliskiler gibi birgok disiplinin birlestigi bu eklektik catinin, gelecekteki

arastirmalara esin kaynagi olabilecegi diisiiniilmektedir.
KAYNAKCA

Akgemci, T., Gersil, G. S., Kalfaoglu, S., & Erat, L. (2018). isveren markas1 algisi ile 6rgiitsel 6zdeslesme
iligkisi lizerine bir aragtirma. IV. International Caucasus Central Asia Foreign Trade and Logistics Congress,

548-564, 7-8 Ekim 2018, Adnan Menderes Universitesi, Aydin.

Akpinar, F. G. (2012). Halka arz olmak bir sirkete neler kazandirir?. TUYID E-Biilten. s.10. Erisim adresi:
http://www.tuyid.org/files/makaleler/EBulten_10_sayi FGA.pdf

Aktar, A. & Pangil, F. (2018). The relationship between human resource management practices and
employee engagement: the moderating role of organizational culture. Journal of Knowledge Globalization,
10(2): 53-87.

Akyildiz, S. (2014). Orgiit kiiltiiriiniin calisanlarda inovatif diisiince gelistirme, is tatmini ve orgiit
bagliligima etkisi: bilisim sektdriinde bir uygulama. Yiiksek lisans tezi, Gelisim Universitesi Sosyal Bilimler

Enstitiisii, Istanbul.

Ali, I. & Ali, J.F. (2011). Corporate social responsibility, corporate reputation and employee engagement.
MPRA Paper 33891. University Library of Munich, Germany.

Biswas, S. & Varma, A. (2011). Antecedents of employee performance: an empirical investigation in India.
Employee Relations, 34(2), 177-192. Doi: 10.1108/01425451211191887

Boshoff, C. & Arnolds, C. (1995). Some antecedents of employee commitment and their influence on job
performance: a multi foci study. South African Journal of Business Management, 26(4): 125-135. Doi:
10.4102/sajbm.v26i4.832

Branham, L. (2005). How to recognize the subtle signs and act before it’s too late: the 7 hidden reasons

employees leave. New York: American Management Association.



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 125-140
Bagvuru Tarihi/ Received Date: 15.07.2020

ARASTIRMA malalesi Kabul Tarihi/ Accepted Date: 20.12.2020

Cigek, L., Evcimen, 1. V., & Biger, 1. H. (2018). Orgiitsel baglamda kisi-grup uyumu (kuramsal perspektif).
Uluslararas1 Yonetim iktisat ve Isletme Dergisi, 14(3): 699-730. Doi: 10.17130/ijmeb.2018343119

Dai, K. & Qin, X. (2016). Perceived organizational support and employee engagement: based on the
research of organizational identification and organizational justice. Open Journal of Social Sciences, 4(12):
46-57. Doi: 10.4236/jss.2016.412005

Dunning, J. H. (1980). Toward an eclectic theory of international production: some empirical tests. Journal
of International Business Studies, 11(1): 9-31. Doi: 10.1002/tie.5060220301

Dunning, J. H. (1998). Location and the multinational enterprise: a neglected factor?. Journal of
International Business Studies, 29: 45-66. Doi: 10.1057/palgrave.jibs.8490024

Dunning, J. H. (2000). The eclectic paradigm as an envelope for economic and business theories of MNE
activity. International Business Review, 9(2): 163-190. Doi: 10.1016/S0969-5931(99)00035-9

Dunning, J. H. (2001). The eclectic (OLI) paradigm of international production: past, present and future.
International Journal of Economics of Business, 8 (2): 174-175. Doi: 10.1080/13571510110051441

Duman, C. (2018). Sirketler y1ldiz ¢alisanlarin1 neden kaybeder? Istanbul: Kanon Kitap.

Erdem, A. T. (2019). X ve Y kusaklar1 acisindan kurumsallasma, kurumsal girisimcilik ve orgiitsel
yenilik¢ilik arasindaki iliskilerin analizi: kiiresel dogan aile isletmelerinde bir arastirma. Doktora tezi,

Aksaray Universitesi Sosyal Bilimler Enstitiisii, Aksaray.

Erdil, O., Keskin, H., Imamoglu, S. Z., & Erat, S. (2004). Yonetim tarz1 ve ¢alisma kosullar1, arkadaslik
ortam1 ve takdir edilme duygusu ile is tatmini arasindaki iligkiler: tekstil sektoriinde bir uygulama. Dogus

Universitesi Dergisi, 5(1): 17-26.

Eren, E. & Giindiiz, H. (2002). Is cevresinin yaraticilik iizerindeki etkileri ve bir arastirma. Dogus
Universitesi Dergisi, 5: 65-84.

Gamboa, J. P., Gracia, F., Ripoll, P., & Peird, J. (2009). Employability and personal initiative as antecedents
of job satisfaction. The Spanish Journal of Psychology, 12(2), 632-640. Doi: 10.1017/s1138741600001992

Garcia-Morales, V. J., Llorens-Montes, F.J., & Verdu-Jover, A.J. (2006). Antecedents and consequences of
organizational innovation and organizational learning in entrepreneurship. Industrial Management & Data
Systems, 106(1): 21-42. Doi: 10.1108/02635570610642940



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 125-140
Bagvuru Tarihi/ Received Date: 15.07.2020

ARASTIRMA malalesi Kabul Tarihi/ Accepted Date: 20.12.2020

Ghosh, P., Rai, A., & Sinha, A. (2014). Organizational justice and employee engagement: exploring the
linkage in public sector banks in India. Personnel Review, 43(4): 628-652. Doi: 10.1108/PR-08-2013-0148

Gozen, E. (2016). Potansiyel isgdrenler acisindan isveren markasi algisi: Akdeniz Universitesi turizm

ogrencileri 6rnegi. Journal of Tourism and Gastronomy Studies, 4(1): 70-80.
Hamel, G. (2013). Simdi ne yapiyoruz. Umit Sensoy (Cev.). Istanbul: Optimist Yayinlar1.

Hennig-Thurau,T., Malthouse, E.C., Friege, C., Gensler, s., Lobschat, L., Rangaswamy, A., & Skiera, B.
(2010). The impact of new media on customer relationships. Journal of Service Research, 13(3): 311-330.
Doi: 10.1177/1094670510375460

Heyns, M. & Rothmann, S. (2018). Volitional trust, autonomy satisfaction, and engagement at work.
Psychological Reports, 121(1): 112-134. Doi: 10.1177/0033294117718555

Inoue, A., Kawakami, N., Ishizaki, M., Shimazu, A., Tsuchiya, M., Tabata, M., Akiyama, M., Akiko, K., &
Kuroda, M. (2010). Organizational justice, psychological distress, and work engagement in Japanese
workers. International Archives of Occupational and Environmental Health, 83(1): 29-38. Doi:
10.1007/s00420-009-0485-7

Jun, M., Cai, S., & Shin, H. (2006). TQM practice in maquiladora: antecedents of employee satisfaction and
loyalty. Journal of Operations Management, 24(6): 791-812. Doi: 10.1016/j.jom.2005.09.006

Kara, M. N. (2013). Isveren markas: ile drgiitsel baglilik arasindaki iliski: bilisim sektdriinde bir uygulama.

Yayinlanmamis yiiksek lisans tezi, Uludag Universitesi Sosyal Bilimler Enstitiisii, Bursa.

Korkmazer, F. & Saydan, R. (2018). Kurumsal itibar algisinin orgiitsel baglilik tizerindeki etkisi: saglik
sektoriinde bir uygulama. Avrasya Uluslararast Arastirmalar Dergisi, 6(15): 542-561. Doi:
10.33692/avrasyad.510135

Lam, A.H.C. (2013). Change management at Nokia. Warwick University Master of Science Programme
and Project Management Study. Erisim adresi: https://www.coursehero.com/file/

13261614/ChangeManagementAtNokia/

Nart, T. (2019). Sirketlerdeki yenilik ikliminin yenilik¢i davranislar tizerindeki etkisi. Yiiksek lisans projesi,

Maltepe Universitesi Sosyal Bilimler Enstitiisii, Istanbul.



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 125-140
Bagvuru Tarihi/ Received Date: 15.07.2020

ARASTIRMA malalesi Kabul Tarihi/ Accepted Date: 20.12.2020

Nel, J. H. & Linde, B. (2018). Antecedents and outcomes associated with high levels of engagement. The
Art of Engaging Unionised Employees, Palgrave Pivot (35—44) eBook ISBN: 978-981-13-2197-9.

Orgambidez-Ramos, A. & Borrego-Alés, Y. (2014). Empowering employees: structural empowerment as
antecedent of job satisfaction in university settings. Psychological Thought, 7(1), 28-36. Doi:
10.5964/psyct.v7i1.88

Putter, L. (2010). The relation between organizational climate and performance and an investigation of the
antecedents of organizational climate. Master thesis, Delft University of Technology, Delft.

Quastel, L. & Boshier, R. (1982). Educational needs and opportunities as antecedents of job satisfaction.
Adult Education, 32(3): 130-141. Doi: 10.1177/0001848182032003002

Rajiani, I., Musa, H., & Hardjono, B. (2016). Ability, motivation and opportunity as determinants of green
human resources management innovation. Research Journal of Business Management, 1(10): 51-57. Doi:
10.3923/rjbm.2016.51.57

Ritamen, L. (2012). CEO credibility, perceived organizational reputation, and employee engagement. Public
Relations Review, 38(1): 171-173. Doi: 10.1016/j.pubrev.2011.12.011

Sarti, D. (2014). Job resources as antecedents of engagement at work: evidence from a long-term care

setting. Human Resource Development Quarterly, 25(2): 213-237. Doi: 10.1002/hrdq.21189

Schyns, B. & Croon, M. A. (2006). A model of task demands, social structure, and leader—-member exchange
and their relationship to job satisfaction. The International Journal of Human Resource Management, 17(4),
602-615. Doi: 10.1080/09585190600581378

Sevimli, F. & Iscan, O. F. (2005). Bireysel ve is ortamina ait etkenler agisindan is doyumu. Ege Akademik
Bakis Dergisi, 5(1): 55-64.

Shirin, A. & Kleyn, N. (2017). An evaluation of the effects of corporate reputation on employee
engagement: the case of a major bank in South Africa. International Studies of Management & Organization,
47(3): 276-292. Doi: 10.1080/00208825.2017.1318023

Siu, O. (2002). Predictors of job satisfaction and absenteeism in two samples of Hong Kong nurses. Journal
of Advanced Nursing, 40(2), 218-229. Doi: 10.1046/j.1365-2648.2002.02364.x

Simsek, M. S., Celik, A., Akgemci, T. (2019). Davranis bilimleri (10. Bask1). Konya: Egitim Yayimevi.



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 125-140
Bagvuru Tarihi/ Received Date: 15.07.2020

ARASTIRMA malalesi Kabul Tarihi/ Accepted Date: 20.12.2020

Timur, A. (2019). Isveren marka algisinin galisan baglihigi ve orgiitsel 6zdeslesme iizerindeki etkisi:
kusaklararas1 karsilastirmali bir arastirma. Yiiksek lisans tezi, Marmara Universitesi Sosyal Bilimler

Enstitiisii, Istanbul.

Veerabramham,B. & Kolla, N. (2014). Antecedents of employee engagement: an empirical study.
International Journal of Management (1JM), 5(3): 21-27.

Yang, X., & Wang, W. (2013). Exploring the determinants of job satisfaction of civil servants in Beijing,
China. Public Personnel Management, 42(4), 566-587. Doi: 10.1177/0091026013502169

Arastirma ve Yaymn Etigi: Bu calismada arastirma ve yayin etigi kurallarina uyuldugu yazar tarafindan

taahhiit edilmektedir.

Research and Publication Ethics: In this study, the rules of research and publication ethics were fully

followed by author.



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 141-157
Bagvuru Tarihi/ Received Date: 13.11.2020

ARASTIRMA malalesi Kabul Tarihi/ Accepted Date: 07.12.2020

GUVENILIR SU KAYNAKLARINA ERiSIMDE DOGRUDAN YABANCI
YATIRIMLARIN VE EKONOMIK BUYUMENIN ETKILERININ ANALIiZi

Dr. Ogr. Uyesi Ebru Giil YILMAZ

istanbul Geligsim Universitesi, lISBF Uluslararasi Ticaret ve 0000-0002-3610-4982
Finansman Bolimi, egyilmaz@gelisim.edu.tr
Ozet . .
Ar. Gor. Sedef CEVIKALP
istanbul Gelisim Universitesi, iiSBF Uluslararasi Ticaret ve 0000-0002-1272-3287

Finansman Bolim{, scevikalp@gelisim.edu.tr

Iklim degisikliklerine bagli olarak yasanan pek g¢ok unsur, insanhgi oldukga olumsuz etkilemektedir.
Yeryiiziindeki su kaynaklari da gerek iklim degisikliginin yol agtig1 etkenler, gerekse sanayilesmenin olumsuz
etkileri kapsaminda ciddi anlamda tehdit altindadir. Halihazirda su kithigi ¢eken bolgelerde yasayan insan sayisi
1 milyarm tizerindedir. Diinyamizi, ¢atigmalara, yoksulluga ve iklim degisikliklerinin olasi olumsuz etkilerine
kars1 korumaya yonelik olarak Ocak 2016°da yiiriirliige giren siirdiiriilebilir kalkinma kriterlerinden altincisi;
temiz su ve sanitasyon baslig1 altinda iilke niifuslarmin yiizdesel olarak ne kadarmin giivenilir suya erigsiminin
oldugu raporlanmaktadir. Calismanin amaci, temelde yabanci yatirimlarin giivenilir suya erisim olanaklarini
artirip artirmadigini test etmekle birlikte, temiz suya erigim tizerinde etkisi olabilecegi diistiniilen kisi bagina milli
gelir ile arasindaki esbiitinlesme iliskisinin varliginin smanmasidir. Bu amagla 2000-2017 yillart igin,
Westerlund Esbiitiinlesme Testi ve Heterojen PDOLS- Panel Dinamik En Kiigiik Kareler tahmincisi kullanilarak;
diinya siralamasinda en fazla giivenilir su erisim yiizdesine sahip ilk 20 ve en diisiik yiizdeye sahip son 20 iilke
olmak iizere toplam 40 iilke i¢in analiz gergeklestirilmistir. Analiz sonucunda, kisi basima milli gelir ve dogrudan
yabanci yatirimlarin temiz suya erisim tizerinde uzun stireli ve istatistiki olarak anlamli pozitif etkilerinin varligi
tespit edilmistir.

Anahtar Kelimeler: Dogrudan Yabanci Yatirimlar, Ekonomik Biiyiime, Tklim Degisikligi, Su
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Abstract

There are several factors experienced due to climate change affect humanity negatively . Water resources in the
world are also under serious threat both due to the factors caused by climate change and the negative effects of
industrialization. The number of people currently living in areas with water scarcity is over 1 billion. Sixth of the
sustainable development criteria that entered into force in January 2016 to protect our world against conflicts,
poverty and possible negative effects of climate changes; Under the heading of clean water and sanitation, it is
reported how much of the country's population as a percentage have access to safe water. The primary aim of the
study is to test whether foreign investments increase access to safe water, but also to test the existence of a
cointegration relationship with per capita income, which is thought to have an impact on access to clean water.
With this purpose, Westerlund cointegration test and Heterogeneous PDOLS- Dynamic Ordinary Least Squares
estimator for the years 2000-2017 is used. The analysis was carried out for a total of 40 countries, the top 20 with
the highest percentage of safe water access and the last 20 with the lowest percentage in the World ranking. As
a result of the analysis, it was determined that per capita income and foreign direct investments have long-term
and statistically significant positive effects on access to clean water.

Keywords: Foreign Direct Investments, Economic Growth, Climate Change, Water
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GIRIS

Son yillarda siirdiiriilebilir ekonomik biiyiimeyle birlikte c¢evre Onemli bir konu olarak giindeme
gelmektedir. Insan hareketlerinin ve ekonomik faaliyetlerin artan hacmi gevre iizerinde biiyiik tahribat
yaratmaktadir. Ormanlarin yok olmasi, biyolojik ¢esitliligin zarar gérmesi, artan karbondioksit emisyonlari
ve kiiresel 1sinma ¢evresel bozulmanin geldigi boyutlar1 géstermektedir. Kiiresel 1sinma ile birlikte iklim
degisiklikleri s6z konusu olmakta ve bu degisikliklerin yagis miktarlarinda, mevsim siirelerinde ve
sicakliklarda meydana getirdigi farklilagmalara bagl olarak tarim, ormanlik alanlar, dogal cevre, su
kaynaklarinda farklilasmalar yasanmaktadir. Ozellikle temiz hava ve suya erisimin dniinde biiyiik bir engel
olusturmaya baslayan bu biiyilk cevresel bozulma insan yasaminin kalitesini ve devamlilifini

etkilemektedir.

Degisen iklim, gelismekte olan su krizine sebep olan birgok faktoriin en 6nemlilerinden biridir. Gelecekte
de degisen iklime eklenen, artan niifus ve endiistriyel iiretim iliskilerine bagl dogan su talebi yiikselisi bu
krizi daha da derinlestirecektir. Bu nedenle su kalitesinin ve arzinin korunmasi biyogesitliligin devami, insan
refahinin artirilmasi ve ekonomik biiyiime agisindan biiyiilk 6nem tagimaktadir. Su kalitesinin bozulmasi,
insan sagligina dogrudan olumsuz etkisinin yaninda gida zinciri gibi dolayli etkiler ile de zarar vermektedir.
Su kirliliginin diger olumsuz etkisi biyogesitlilik iizerindedir. Atik su alanlarina yakin alanlarda
biyogesitliligin az oldugu ve bu atik su alanlarindan uzaklastik¢a bu etkinin azaldigi goriilmektedir. Su
kalitesinin bozulmasinin ortaya ¢ikardigi diger negatif etkiler, balik¢ilik ve turizm gibi ekonomik faaliyetleri
de etkileyecektir. Sudaki Kirleticilerin deniz canlilar1 yoluyla besin zincirine katilmasi su kalitesinin
gereklilik oldugu su kiiltiiri endiistrilerini olumsuz etkilemektedir. Turist hareketliligin ¢ogunun
yogunlastig1 kiy1 seridine sahip iilkelerdeki su kirliligi, bu bolgeleri cazibe merkezi olmaktan ¢ikarip basta
yerel ekonomiye biiyiik katki saglayan turizmi olumsuz etkileyecektir. Balik¢ilik ve turizm faaliyetlerinin
otesinde giiniimiiz ekonomisinin genelinde de su kaynaklar1 nemli bir rol oynamaktadir. Ozellikle tatli su
yasamin devamliligimin bir par¢asinin olmasiyla birlikte tarim ve endiistriyel islemlerde de 6nemli bir yere
sahiptir. Yani ekonomik biiylime ve gelismenin saglanmasi ve siirdiiriilebilirligi i¢in suyun temini gerekli

bir kosuldur (Ganoulis, 2009: 6-10).

Ekonomik biiylime i¢in su kaynaklari ne kadar vazgegilmez ise su kaynaklarina erisimde ekonomik

biiylimenin etkisi ayni oranda énemlidir. Su giivenligini saglamak konusunda yiiksek gelire sahip gelismis
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iilkeler, diisiik gelirli lilkelere gore avantajli konumdadir. Ciinkii temiz suya erigim giivenliginin saglanmasi
yiiksek yatirim gerektirmektedir. Temiz suya erisimin oldugu ¢ogu gelismekte lilkede ise iklim degisikligi,
demografik ve ekonomik geligsmeler takip edilerek siirekli yatirim yapilma ihtiyaci dogmaktadir. Bu su
yatirimlar1 yapisi geregi genellikle yiiksek bir baslangic sermayesi gerektiren uzun siireli yatirimlardir.
Temiz suya erisim verisi temin edilebilen 174 {ilkenin gelir diizeylerine gore siniflandirilarak
gergeklestirilen analizde (Grafik 1), 2017 y1l1 verileri itibariyla temiz suya erisim oraninin, diisiik gelir grubu
iilkeler ortalamasinin %27, orta gelir grubu iilkeler ortalamasinin %54 ve yiiksek gelir grubu ortalamasinin

%99 oldugu goriilmektedir.

Grafik 1. Ulke Gelir Gruplarina Gére Temiz Suya Erisim Oram

96 97 97 97 97 98 o 98 98 98 98 98 98 98 98 929 99 99 99

53 54
42 = 43 =m 44 am 45 46 um 47 g 47 g 48 49 g 50 gm 51 52

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

e=@==Y(iksek Gelir Grubu Ulkeler — ==@==Diisiik Orta Gelir Grubu Ulkeler Diisiik Gelir Grubu Ulkeler

Kaynak: Diinya Bankasi veri ambarmdan yardim alinarak yazarlarca grafiklestirilmigtir.

https://data.worldbank.org/indicator/SH.H20.SMDW.ZS

Ekonomik biiylime iilkelerde ne kadar suya erisimde kolaylik saglasa da bu tlkelerdeki biiylime igin
ekonomik faaliyetler de artacaktir. Ekonomi genislemesine bagh talepte meydana gelen bu yiikselme su
riskleri yaratmaktadir (iktisadi Isbirligi ve Gelisme Teskilat: (OECD), 2016: 1-10). Ekonomik biiyiime suya
erisimde ne kadar avantaj ve dezavantaja sahip olsa da tiim bunlar1 karsilastirdigimizda ekonomik
biliylimenin suya erisimde avantaji daha ytiksektir. Ekonomik genislemeye dayali suyun arz1 ve kalitesinde
olumsuz degisimler yasansa da ekonomik biiyiime ile suya bagl risklerin azaltilmasi i¢in hayati énem
tagimaktadir. Ekonomik biiylime, iilkelerin su risklerini azaltmada gerekli teknoloji, altyapi gibi yatirimlar

icin en 6nemli finansman kaynagidir.

144
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1.1. iklim Degisikliklerinin Su Kaynaklarina Etkisi

Su, canlilarin yasamlarini siirdiirmesinde ve elektrik iiretimi, sanayideki kullanim alani, ulagimdaki rolii
sebebiyle insan yasantisinin ayrilmaz bir parcast konumundadir. iklim degisikliginin su iizerine etkileri
konulu ¢alismalar agirlikli olarak su kaynaklari iizerine etkiler, nehir ve dere akislarinda meydana gelen
degisiklikler seklinde yogunlagsmaktadir. Calismalardaki genel c¢ikarim su kaynak miktarlarinda ve
kalitesinde bozulmalar oldugu yoniindedir. Bu bulgular 1s181nda pek c¢ok iilkede siirdiiriilebilir su yonetimine
yonelik aksiyonlar alinmaya baslanmistir. 1992°de Uluslararasi Su ve Cevre Konferansi’nda su kaynaklarini
siirdiiriilebilir kilmak amaciyla Dublin Statement yaymlanmistir. Dublin Statement’in 1992 yilindaki en
kritik vurgusu suya yonelik tehlikenin gelecekte diinyay: tehdit etmesi degil, halihazirda bu tehlikenin
yasanityor oldugudur. Ilerleyen donemde séz konusu olan etkiler i¢in Demir (2009) kiiresel 1sinmanin
ekosisteme olan olasi olumsuz etkilerinin, kara ekosistemlerine kiyasla su ekosistemlerine daha hizh

yanstyacaginin tahmin edildigini belirtmistir.

Iklim degisikliginin suya olan etkisini inceleyecek olursak bunlardan en 6nemlisi yiikselen sicakliklara bagh
olarak ortaya ¢ikan dzellikle yilin sicak aylarinda yeryiiziindeki sularin varliginin azalmasidir. Yiikselen
sicakliklar canlilar i¢in su talebini yiikseltirken, daha fazla miktarlarda mevcut suyun atmosferde
buharlagmasina neden olur. Yagislarin iklim degisikligine bagl olarak sekil, miktar ve sikligindaki artiglarin
neden oldugu seller altyapi sistemlerinin ¢okmesine ve buna bagli bulagici hastaliklar ile yer alti suyu
miktarlarinda degisimlere yol agmaktadir. Ayrica meydana gelen bu sel olaylar1 biiyiik maddi kayiplar ve
oliimlerle sonuglanmaktadir. Iklim degisikliginin diger bir sonucu olarak karsimiza mevsimsel akis
siirelerindeki degisimler ¢cikmaktadir. Daha uzun siiren bir kuraklik donemi sanayi tliretimini, yer alt1 ve yer
iistii su arzini, igme suyu erisimini, tarimi ve enerji liretimini olumsuz yonde etkilemektedir. Kurakligin tam
tersi durumda yogun ve uzun yagislarin erozyon gibi dogal afetlere neden olarak dogal yasam alanlara ve
topraga zarar verdigi goriilmektedir. Boylece, canli ekosistemi zarar gorerek biyogesitliligin azalmasina
neden olur. Kiiresel 1sinmayla birlikte eriyen buzullar deniz seviyelerinin ylikselmesine katki saglamaktadir.
Yiikselen bu deniz seviyeleri tatli su kaynaklarina tuzlu suyun sizmasina neden olarak icme suyuna erigimin
oniinde biiyiik engel olusturmaktadir. Bdylece diinya niifusu tath suya erisimde daha savunmasiz ve yer altt
sularina bagimli duruma gelmektedir (Birlesmis Miletler (UN), 2010: 3 ve Birlesmis Milletler Cocuklara
Yardim Fonu (UNICEF), 2017: 9-10).
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1.2. Dogrudan Yabanc1 Yatirnmlar ve Cevre lliskisi

Ekonomik kalkinmanin en biiyiik itici giicli olan dogrudan yabanci yatirimlar ¢evre {izerinde pozitif ve
negatif olmak iizere iki olasi durum yaratmaktadir. Negatif etki olarak gosterecegimiz ilk durumda,
gelismekte olan iilkelerde dogrudan yabanci sermaye girisleri beraberinde bu iilkelere kirli tiretimi sokarak
cevresel emisyonlarin yiikselmesine neden olmaktadir. Gelismekte olan iilkelerin dogrudan yabanci
yatirimlar1 ¢ekmek ic¢in igcinde bulunduklari yaris neticesinde iilkeye girecek bu yatirimlar nedeniyle
cevresel standartlarin gevsemesi ile kirliligi yogun iiretim sekilleri gelismis iilkelerden gelismekte olan
iilkelere tasinmaktadir. Ayrica gelismis iilkelerde cevreye verilen zararin ve dnleme ¢abalarinin maliyetinin
yikselmesi de cevresel emisyonlara neden olan bu iiretim sekillerinin gelismekte olan {ilkelerde
cogalmasina neden olur. Tiim bunlara ek olarak dogrudan yabanci yatirimlarin ¢evre {izerindeki olumsuz
etkisinin diger bir nedenini de kiiresellesme olarak gosterebiliriz. Yiikselen kiiresellesme yarisi ile daha agik
hale gelen piyasalarda firmalarin rekabet edebilirligini korumak ve yiiksek kar i¢in ¢evresel bozulmalar
dikkate almayarak daha diisiik maliyetli kirliligi yogun bu iiretim sekillerini benimsedikleri goriilmektedir.
Teoride, dogrudan yabanci yatirimlarin cevre iizerindeki olumlu etkisini de gérmek miimkiindiir. Ozellikle
gelismekte olan iilkeler basta olmak iizere bir iilkeye yabanci sermayeli firmalarin girisi gevresel
emisyonlarin azaltilmasina katki saglayan yesil teknolojilerin de beraberinde o tilkelere girisi anlamina
gelmektedir. Ulke iginde bulunan yerel firmalara gore daha temiz bir teknoloji ile iiretim yapan bu firmalar
zaman icinde bu yesil iiretim siireglerinin yerel firmalarca da benimsenmesini saglayarak emisyonlarin
azaltilmasina neden olur (Demena ve Afesorgbor, 2020: 3). Yani dogrudan yabanci sermaye ile birlikte

ekonomik biiyiime saglanirken yesil teknolojinin transferi ve yayilmasi da saglanmaktadir.

2. LITERATUR TARAMASI

Yasamu siirdiiriilebilir kilmanin en 6nemli ve zaruri kaynaklarindan biri de sudur. Bu 6zelligi ile temiz ve
giivenilir suyun 6nemi pek ¢ok aragtirmacinin ilgisini ¢ekmis ve bu konuda farkl bakis agilar1 ve yontemleri
ierir pek cok calisma yapilmistir. Ote yandan cevre sorunlar1 ve ekonomi arasindaki direkt iliski; yani
ekonomik faaliyetlerle yasanan artigla birlikte artan ¢evre kirliligi ve ¢evre kirliliginde yasanan artisla
birlikte siirdiiriilebilir ekonomik biiylime itizerinde olusan tehditler iki unsurun birbirine olan etkilerinin
bilimsel olarak analiz edilmesini zaruri kilmigtir. Temiz suya erisimde etkisini arastiracagimiz dogrudan

yabanci yatirimlar ve kisi basina milli gelir ile ilgili literatiirde az sayida caligma goriilmiis, diinya
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siralamasinda en fazla giivenilir su erigim yiizdesine sahip ilk 20 ve en diisiik yiizdeye sahip son 20 iilke

icin yapilmis bir incelemeye rastlanilmamastir.

Tablo 3. Secilen Calismalara Ait Literatiir Ozeti

Yazar Yil Ulke

Jorgenson 2006  53iilke

2007 37 az
gelismis
iilke

Jorgenson

2009 Az
Geligmis
Ulkeler
(Diinya
Bankasi'ni
n (2007)
tilke
diizeyinde
gelir
geyrekleri
siiflandir
masinin en
ust
ceyregine
girmeyen
iilkeler)

Jorgenson

Do6nem

1980-
1995

1975-
2000

1980-
2000

Degiskenler

Isci  Basmma  Giinliik
Organik  Su  Kirletici
Emisyonlari, Kisi Bagina
Milli  Gelir, Imalatta
Kimilatif DYY Stoklari,
Gayri Safi Yurtici
Yatirim, Imalat, Ihracat,
Devlet Cevreciligi,

Demokratiklesme Indeksi

CO2, Ginlik Toplam
Organik  Su  Kirletici
Emisyonlari, DYY, Niifus,
Kisi Basgina Milli Gelir,
Yerli Yatirim, Imalat,
Ihracat, Sehir Niifusu

Endiistriyel Organik Su
Kirliligi Yogunlugu,
Bebek Oliim Orani, Cocuk
Olim Orani, Kamu
Harcamalari, DYY,
Kukla: Cevre Bakanligi
Mevcudiyeti, Kisi Bali
Milli Gelir, Sehir Niifusu
Orani, fhracat, Yerli
Yatirimlar, Saglik
Harcamalari, Orta
Ogretim, Dogum Oranlar,
Demokrasi/Otokrasi
Diizeyi

Yontem

Siradan En
Kiigiik
Kareler
(OLS) and
Robust
Regresyon

OLS Sabit
Ekiler (FE)
Panel
regresyon

Genellestiri
Imis En
Kiigiik
Kareler
(GLS)
Rassal
Etkiler
(RE) Panel
Regresyon

Sonug¢

Uretime yapilan
DYY, az gelismis
tilkelerde organik su
kirliligi
yogunlugundaki
bliylimeyi  olumlu

etkilerken, gelismis
ilkelerde bu etki
anlamsizdir

Az gelismis
tilkelerin ~ imalatta
yabanci yatirim
bagimliligi  toplam
karbondioksit
emisyonlari ve
organik su Kirletici
emisyonlari ile
pozitif iliskilidir

Endiistriyel su
kirliligi
yogunlugunun DYY
ile pozitif bir sekilde
iligkili oldugunu
gostermektedir
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Archaryya

Hitam ve
Borhan

Avazalipour
ve digerleri

Kalami ve
digerleri

Neafie

2009

2012

2013

2013

2018

Hindistan 1980-
2003

Malezya 1965-
2010

Secilen 1996-

Non- 2007

OECD

tilkeleri

Secilmis 1996-

OECD ve 2007

Non-

OECD

tilkeleri

Gelismekte  1990-

olan (orta 2010

ve disiik

gelire

sahip) 136

ilke

DYY, GSYIH Biiyiimesi

Cco2, DYY, Niifus
Yogunlugu, Ihracat,
Ithalat

Kimyasal Su Kirliligi,
DYY, Endistri Katma

Degeri, Enerji Tiiketimi

Kimyasal Su Kirliligi, Kisi
Basia Milli Gelir, DYY,
Endiistri Katma Degeri,
Enerji Tiiketimi

Suya Erisim, DYY, Gini
Katsayist, Yerli
Yatirimlar, Biiylime Hizi,
Ticaret, Sehir Niifusu
Orani, Niifus, Insani
Gelismislik Endeks,
Freedom House Polity-
Diinyada Ozgiirliik
Yonetimi

Regresyon

Dogrusal
olmayan
model

Sabit Ekiler
(FE)
Modeli

Hausman

Sabit
Etkiler (FE)
Regresyon
Modeli

Incelenen dénemde
Hindistan'daki DYY
girisinin ~ GSYIH
bliylimesi iizerinde
uzun vadeli pozitif
etkisi  goriiliirken,
CO2 emisyonlarinin
artisinda da etkisi
oldukga biiyiiktiir.

DYY Malezya'daki
¢evresel bozulmanin
onemli
belirleyicisidir

OECD liyesi
olmayan iilkelerde,
gevre kalitesini

gosteren su kirliligi
ile DYY arasinda
dogrudan bir iliski

vardir; DYY,
secilmis OECD
iiyesi olmayan bu
iilkelerde su
kirliligini
artiracaktir.

DYY, OECD iiyesi
olmayan  secilmis
iilkelerdeki su
kirliligini artirirken,
OECD iilkelerinde
kimyasal su Kirlilik
miktar1 azaltir

DYY' nin igme suyu
erigimi tizerinde
olumsuz bir etkiye
sahiptir
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Rafindadi
ve digerleri

Pazienza

Demena ve
Afesorgbor

2018

2019

2020

Korfez 1990-

Ilkeleri 2014

Isbirligi

Konseyi’'ni

n kaynak

temelli

ekonomiler

i

30 OECD 1989-

Ulkesi 2016

65 calisma Mayis

(1006 2018

gbzlem) kadar
yayinlan
an
erisilebi
lir
ampirik
calismal
ar

CO2, Kisi Bagma Milli
Gelir, DYY, Enerji
Tiiketimi, Yerli Yatirim

CO2, DYY, Briit Sermaye
Olusumu, Sektorel
GSYIH, Ortalama Okul
Yili, Korunan Bdlge,
ithalat Ve ihracat Toplami

DYY, GSYIH, Cevresel
Emisyon

The Pooled
Mean
Group
(PMG)

Panel Data

Meta
Analizi

DYY girisleri ¢evre
lizerinde  olumsuz
etkiliyken, enerji
tiketiminin olumlu
etkisi oldugu tespit
edilmis ve her ikisi
de bolgedeki karbon
emisyonlarinin

kapsamint
aciklamada
istatistiksel
anlamlhidir

olarak

DYY' nin CO2
tizerindeki olumsuz
etkisi, DYY giriginin
Olcegi arttikga azalir

DYY'nin  gevresel
emisyonlar
tizerindeki temel

etkisinin sifira yakin
oldugu, heterojenlik
hesaba katildiginda
DYY'nin  gevresel
emisyonlar1  6nemli
Olciide azalttig1
gOriilmistir

Literatiirde dogrudan yabanci yatirimlar ile ¢cevre kirliligi arasindaki iliskinin incelendigi pek ¢ok ¢alismay1

gormek miimkiindiir. Bu ¢aligsmalarda genel olarak cevre kirliligini sayisal olarak ifade etmek i¢in hava

kirliligine neden olan CO2 emisyonlarinin veri olarak kullanildig1 goriilmektedir. Cevresel bozulmanin

ifadesi olarak suya dair gostergelerin kullanildig1 ¢alisma sayisina literatiirde oldukga az rastlanilmaktadir.

Tiim bu ¢aligmalardan, dogrudan yabanci yatirimlarin ¢evresel bozulmaya hem pozitif hem de negatif yonli

etki ettigine dair sonuglar elde edilmistir. Genel egilim her ne kadar dogrudan yabanci yatirimlarin ¢evre

kirliligini artirdig1 dogrultusunda olsa da ¢alismaya dahil edilen iilke ya da iilke gruplarinin 6zelliklerinin,

dogrudan yabanci yatirimlarin 6l¢eginin ve niteliginin bu sonuglar farklilagtirdigi goriilmektedir.
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3. VERI VE METODOLOJI

Caligmada, diinyada temiz suya erigim orani en yiiksek 20 iilke olan; Malta, Yunanistan, Kuveyt, Monako,
Yeni Zelanda, Singapur, Izlanda, 1ngiltere, Hollanda, Isvec, Almanya, Slovak Cumhuriyeti, Liikksemburg,
Finlandiya, Kibris, Belgika, Israil, Polonya, Amerika Birlesik Devletleri, Avusturya ve en diisiik temiz suya
erisim oranina sahip 20 iilke olan; Uganda, Etopya, Nijerya, Mongolya, Kambocya, Nepal, Pakistan, Butan,
Gana, Fildisi Sahili, Meksika, Vanuatu, Kongo Cumbhuriyeti, Filipinler, Liibnan, Tacikistan, Peru,
Nikaragua, Banglades, Guatemala olmak iizere, toplam 40 iilke i¢in secilen tiim degiskenlerin

erisilebilirligine bagli olarak 2000-2017 yillar1 arasinda bir esbiitiinlesme analizi gergeklestirilmistir.

Arastirmanin modeli (1) numaral esitlikte belirtildigi gibidir:

Temizsu; = a + B1InGSYH, + B2InDYY, + €t (1)

Modelde temiz suya erisim orani, biri ekonomik gelismislik ve refah diizeyi digeri globellesme diizeyi
gittikce artan giliniimiiz diinyasinda dogrudan yabanci yatirimlarin etkisi ile iligkisinin simanmasi
amaglanmistir. Temiz suya erisim orani rasyo olarak kullanildig: i¢in logaritmik deger kullanilmamis, buna
karsin kisi basina GSYH ve Dogrudan Yabanci Yatirimlar mutlak deger olarak ele alindigi i¢in logaritmik
degerlerinin analize dahli tercih edilmistir. Kullanilan veri setlerinin tamami i¢in Diinya Bankasinin veri

ambarindan faydalanilmistir. Veriler ile ilgili tlim detaylar, tablo 4’te yer almaktadir.

Tablo 4. Calismaya Dahil Edilen Verilerin Tamimi ve Kaynag:

Kisaltma Veri Kaynak

TemizSu Temiz Suya Erigimi Olan Kisi Sayisi/Niifus Diinya Bankast
DYY Dogrudan Yabanci Yatirimlar Diinya Bankasi
GSYH Kisi Basina Gayr1 Safi Yurtici Hasila Diinya Bankas1

Nihai amag, degiskenler arasinda esbiitiinlesmenin yani uzun énemli ve istatistiki olarak anlamli bir iligkinin
varligin1 sinamak olsa da modelde kullanilan degiskenlerin yapisimi analiz etmek, dogru esbiitiinlesme
modeli ve tahminci se¢imi yapmak konusunda bir zorunluluktur. Bu minvalde, oncelikli olarak modelin

parametrelerinin birimlere gore homojen olup olmadigini sinamak tizere ‘Swammy S Homojenlik Testi’
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uygulanmistir. Prosediiriin ikinci agsamasinda ise paneli olusturan birimlerin herhangi birinde yasanacak sira
dis1 bir gelismenin, diger birimleri etkileyip etkilemedigini sinamak iizere ‘Pesarans’ CD’ yatay kesit
bagimhilig1 testi gerceklestirilmistir. Uciincii asamada sahte iliski tespitini engellemek maksadiyla,
degiskenlerin duraganliklarini sinamak tizere CADF (Cross-section Augmented Dickey-Fuller) uygulanmis,
dordiincii asamada Westerlund esbiitiinlesme testi gerceklestirilmistir. Test sonucunda dort testin ikisinde
uzun donemli ve istatistiki olarak anlamli iligkinin tespitinden sonra tahminci olarak ‘Heterojen PDOLS’
uygulanarak analizin prosediirii tamamlanmistir. Bundan sonra alt boliimlerde yukarida bahsedilen

asamalarla ilgili detay teknik bilgi ve analiz sonuglarina yer verilecektir.

3.1. Swammy S Homojenlik Testi

Egim ve sabit parametrelerin birimlere gore heterojen ya da homojen olma durumlarina gore en uygun
tahminci yontemi ve egbiitiinlesme testi farklilagmaktadir (Tatoglu, 2018). Bu sebeple en uygun yontemleri
secebilmek adina Swamy S homojenlik testi uygulanmis; test istatistiginin kritik degerden biiylik oldugu

gOriilmiis ve sonug olarak panelin heterojen oldugu sonucuna ulasilmustir.
Test of parameter constancy: chi2(156) = 3.7e+11  Prob > chi2 =0.0000

3.2. Yatay Kesit Bagimhhg

Model igin uygun birim kok testi, esbiitiinlesme testi ve tahminciyi tespit edebilmek adina sinanmasi
gereken bir diger husus da paneli olusturan birimlerin; iilkelerin arasinda yatay kesit bagimliliginin
varligidir. Yatay kesit bagimliligi ile analiz edilmeye ¢alisilan husus iilkelerin birinde meydana gelebilecek
olasi bir soktan panelin diger birimlerini teskil eden diger iilkelerin etkilenip etkilenmeyecegini
belirlemektir. Ikinci diinya savasindan sonra son ve en etkili dalgas1 yasanan kiiresellesme sebebiyle
cogunlukla ekonomik veriler iceren panel analizlerinde yatay kesit bagimlilig1 tespit olasiligi artmistir.
Bahsi gegen hususun arastirmanin unsurlart i¢in varligini sinamak iizere, panel birim boyutunun zaman
boyutundan biiyiik; N>T oldugu durumlarda Breusch ve Pagan (1980) testine gore daha saglikli sonug
verdigi bilinen Pesaran's CD (2004) testi tercih edilmistir.

Pesaran CD testi;

CD=y/(1/(N.(N — 1). XY™ ELi41(T p{-1)~N(0,1) )
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Esitligi ile hesaplanmaktadir. Ho hipotezi: Yatay kesit bagimliligi yoktur, H1 hipotezi: Yatay kesit
bagimliligi mevcuttur seklindedir. Arastirmaya konu, yatay kesit bagimliligi test sonuglarina tablo 5°te yer

verilmektedir.

Tablo 5. Yatay Kesit Bagimlhihgi Sonuclari

Yiiksek Gelir Grubu Ulkeler

Test [statistik P-Degeri

Pesaran CD 99,89 0.0000

Tablo 5’teki sonuglar dikkate alindiginda Ho: Yatay kesit bagimliligi yoktur hipotezi reddedilmekte ve

birimler arasinda yatay kesit bagimliliginin varlig1 kabul edilmektedir.

3.3. Birim Kok Testleri

Yatay kesit bagimliligi sinamasindan sonra, modelin degiskenlerinin tamami igin ayri ayri duraganlik
testlerinin yapilmasi zaruridir. Zira degiskenler duragan degilse bir bagka ifade ile tiim degiskenlerde ayni
yonlii bir ivmelenme s6z konusu ise, degiskenler arasinda sahte uzun donemli iliskilerin tespiti miimkiindiir
(Altun ve Isleyen, 2019: 666). Modelde yatay kesit bagimlilig: tespit edildigi icin, birinci nesil birim kok
testlerinden, kesit ortalamalar1 elimine edilerek ulasilan ikinci nesil testlerin kullanimina karar verilmistir.
Lakin bu testler de ikiserli kesit kovaryanslar1 farklilastiginda, testin basar1 yiizdesi distiiglinden, ikinci
nesil, ti¢lincli grup testi olan CADF (Cross-section Augmented Dickey-Fuller/Yatay Kesit Genisletilmis
Dickey Fuller) testi (Pesaran, 2007) kullanilacaktir. S6z konusu testin tercih edilmesinde g6z Oniinde
bulundurulan bir diger husus da zaman birim sayisinin, panel birim sayisindan biiyiik oldugu ya da tam tersi
bir durumun s6z konusu oldugu; N<T ya da N>T durumlarda da kullanilabiliyor olmasidir (Pesaran, 2007:

266-267).

Test, ‘ADF-Genisletilmis Dickey Fuller’ regresyonunun gecikmeli yatay kesit ortalamalar1 formundadir ve
(3) nolu esitlikteki gibi ifade edilmektedir:

AYit =+ pip-q1+doYi-1+d1 AV e (3)
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Tablo 6. CADF Birim Kok Test Sonuglari

Diizey
Degisken t-bar Olasilik Degeri
TemizSu -2.055 0,022**
IGSYH -1.976 0,063*
DYY -2.044 0,026**

Not : ** %5 ve * %10 anlamlilik diizeyini ifade etmektedir.

CADF Birim kok test gore (Tablo 6) birimlerden temiz su ve DYY igin, diizeyde t-bar degeri % 5 giliven
seviyesinde ve Kisi Basmma GSYH igin 10% giiven seviyesinde, belirlenen kritik degerden mutlak deger

olarak biiyiik olduklar i¢in serilerin diizeyde duragan olduklarina kanaat getirilmistir.

3.4. Westerlund Esbiitiinlesme Sonucu

Gergeklestirilen yatay kesit bagimliligi, homojenlik testleri sonrasi uygulanmasinda karar verilen
Westerlund esbiitiinlesme testi dort alt testten (Ga, Gt, Pa, Pt) olugmaktadir. Bunlardan Ga ve Gt panelin
homojen oldugu durumlarda, Pa ve Pt ise panelin heterojen oldugu durumlarda daha etkin sonug vermektedir
(Tatoglu, 2018: 204). Persyn ve Westerlund (2008) esbiitiinlesme testi (4) nolu esitlikte belirtilen regresyon

denklemi ile ifade edilir:

AYit = §;di+ W AXie 4y Yie 1+ @i Xie—1 et 4
Denklemde; ¢; ve y; kisa donem, yj ise uzun dénem parametreleridir.

Degiskenler arasinda uzun siireli iligkinin varliginin sinanmasi amaciyla gergeklestirilen Westerlund testleri

sonucunda (Tablo 7); temiz suya erigsim orani ve dogrudan yabanci yatirimlar ve kisi bagsina GSYH’ya orani

arasinda uzun dénemli ve anlamli iligkiler oldugu tespit edilmistir.
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Tablo 7. Westerlund Esbiitiinlesme Test Sonuclar:

Test Ist. Deger Z-Degeri Olasilik
Degeri
Gt -2,011 -2,684 0,004
Ga -6,832 -0,824 0,205
Pt -6,050 -1,399 0,081
Pa -3,176 -0,618 0,268

3.5. Heterojen PDOLS (Panel Dinamik En Kiiciik Kareler) Tahmincisi Sonuclar:

Esbiitiinlesme iligkisinin varliginin Westerlund esbiitiinlesme testi araciligiyla tespit edildikten sonra, uzun
donem katsayilarinin belirlenmesi amaciyla, ikinci nesil heterojen tahmincilerden, PDOLS (Panel Dinamik
En Kiigiik Kareler) tercih edilmistir. Ikinci nesil bir tahmincinin tercih edilmesinin sebebi, panel birimleri
arasinda yatay kesit bagimliliginin tespitidir.

Tahmincinin regresyon tahmini (5) nolu esitlikte belirtilmistir.

Yit=ai + X;,B +Zq=—q ®ij AXierj + et ©)

Tablo 8. Heterojen PDOLS Test Sonuclari

Variables Beta t-statistics
DYY .01926 14.98
IGSYH .5138 27.44

Yapilan heterojen PDOLS test sonucuna gore (tablo 8) hem ‘dogrudan yabanci yatirimlar’ hem de ‘kisi
bagina milli gelir’ ile ‘temiz suya erisim oran1’ arasinda pozitif ve istatistiki olarak anlamli bir iligki oldugu
sonucuna, t istatistik degerlerinin, 0,05 kritik degeri olan 1,96 nin {izerinde olmasi durumuna dayanilarak,

ulagilmigtir. Dogrudan yabanci yatirimlarda meydana gelen %1 diizeyinde bir artis temiz suya erigim oranini
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% 0,02 oraninda artirmaktadir. Kisi basina milli gelir diizeyinde yasanan % 1 diizeyinde bir artis ise temiz

suya erigim oranini % 0,5 oraninda artirmaktadir.

SONUC

Ozellikle ikinci diinya savasindan sonra, diinya genelinde hiz kazanan dogrudan yabanci yatirimlar,
kalkinma siirecinin baslangicinda olan iilkeler agisindan; hem biiyiime ve istihdama katki hem de teknoloji
transferine imkan tanimasi yonleriyle 6nem kazanmistir. Dogrudan yabanc1 yatirimlarin ¢evreye olan etkisi
ise pek cok aragtirmacinin ilgisini ¢ekmistir. Literatiirde agirlikli olarak hava kirliligine odaklanan
caligmalarin sayica ¢ok oldugu buna mukabil, temiz suya erisime etki konusundaki ¢aligmalarin ise oldukga
kisith oldugu goriilmektedir. Dogrudan yabanci yatirimlarin ¢evre kirliligine olumsuz etkilerinin oldugunu

gosterir aragtirmalar oldugu gibi olumlu etkilerinin oldugu sonucuna varilan ¢alismalar da mevcuttur.

Arastirmaya konu, temiz suya erisim orani en yiikksek 20 ve en diigiik 20 iilke olmak tizere, 40 iilkeli analiz
sonucunda, dogrudan yabanci yatirimlarda meydana gelen %1 diizeyinde bir artigin temiz suya erigim
oranint % 0,02 oraninda, kisi bagina milli gelir diizeyinde yasanan % 1 diizeyinde bir artigin ise temiz suya

erigim oranini1 % 0,5 oraninda artirdigi sonucuna ulasilmistir.

Ote yandan tiim diinya genelindeki iilkelerin tamami incelendiginde yiiksek gelir grubundaki {ilkelerin temiz
suya erigim oraninin %99, orta gelir grubu iilkelerin oraninin % 54 ve diisiik gelir grubu iilkelerin ise % 27
oldugu goriilmektedir. Toplumun % 70’inden fazlasinin temiz suya erisim imkan1 bulunmayan bir diinyada
kalkinma siirecini tamamlamis, refah diizeyi yiiksek iilkelere 6nemli roller diismektedir. Zira bu durum
iilkelerin bagimsiz birer problemi degil insanlik adina genel bir ¢aba ile ¢6ziim yaratilmasi gereken bir

husustur.

Hizlanan diinya ticareti ile birlikte, 1960 yilinda 453 § olan diinya kisi basina milli gelir ortalamasi 2018
yilinda 11.313 $’a yiikselmis ve 2018 yil1 itibariyla diinya GSYH toplami 84,5 Trilyon $’1 bulmustur. Lakin
ekonomik biiyiikliik anlamindaki bu ivmelenme, diinya genelinde halen 1 milyarin iizerinde insanin su
sikintist ¢ekiyor olmasi gercekligini ortadan kaldirmaya yetmemistir. Arastirmanin sonucunda dogrudan
yabanci yatirimlarin temiz suya erigim orani lizerinde istatistiki olarak anlamli ve pozitif etkisinin varligi

kanitlanmustir. Ozellikle temiz suya erisim orami diisiik iilkelerin hiikiimetlerinin, iilkeye gelen yabanci
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yatirimlar {izerinden belirli bir oranin temiz suya erisim alt yapisimt kurmak {izere kullanilmasini bir
zorunluluk haline getirmesi Onerilmektedir. Halihazirda ¢ok uluslu ve kurumsal pek g¢ok sirket sosyal
sorumluluk ve g¢evre konulart i¢in yillik biitge planlamasi yapmaktadirlar. Dogrudan yabanci yatirimi
yapacak olan c¢ok uluslu sirketlerin, bahsi gegen Oneriyi sosyal sorumluluk/cevre projesi olarak

degerlendirip desteklemeleri ¢ok yiiksek olasiliklidir.
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Calismanin konusunu, ekonomik olarak gelismekte olan iilkelerin Neo-klasik teorinin 6ngoriilerinin aksine
gelismis bir ekonomiye sahip olamamasi ve kalkinamamasi olusturur. Calismada, siiregelen bu duruma agiklama
getiren ekonomik bagimlilik teorisi incelenmis, gelismekte olan iilkelerin ekonomik bagimliligi Tiirkiye ve
Arjantin Ornekleri iizerinden ele almmustir. Literatiir taramasi sonucunda ekonomik bagimliligm iilkelerin
kendilerine 6zgii tarihselliklerinde, 6zellikle sanayi devriminde ve Oncesinde, sahip olduklari maddi somut
sartlarin etkisinde ortaya ¢iktig1 sonucuna varilmistir. Bu perspektiften yapilan degerlendirmelerde ekonomik
bagimlilikta belirleyici rol oynayan bircok tarihsel faktor oldugu ve bu faktorlerin incelenmesi i¢in de g¢ok
disiplinli bir yaklasim gelistirilmesi gerektigi agiga ¢ikmustir. Tiim bunlar 15181nda yapilan degerlendirmelerdeyse
hem Arjantin hem de Tiirkiye i¢in ekonomik bagimliligin oldukga ciddi bir problem oldugu ve bu bagimhiligin
mevcut iktisadi sistem igerisinde ¢oziilmesinin olduk¢a gii¢ oldugu sonucuna ulasilmistir. Sonug olarak, ayni
durumdaki bir¢ok iilkenin ekonomik bagimlilikla miicadele etmek ve bu bagimliliga son vermek igin, i¢inde
bulunduklar iktisadi ve siyasal sistemlerde koklii degisikliklere gitmelerinin son derece 6nemli oldugu sonucuna
varilmistir.

Anahtar Kelimeler: Ekonomik Bagimlilik, Bagimlilik Teorisi, D1s Ticaret, Tiirkiye, Arjantin

JEL Kodlar:: F13, F19

* Bu makale, Eskisehir Osmangazi Universitesi SBE Iktisat Anabilim Dalinda kabul edilen "Diyalektik Materyalizm
ve Bagimlilik Teoremi" isimli yiiksek lisans tezinden tiiretilmistir.
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GIRIS

Diinyadaki bir¢ok gelismekte olan iilkenin uzun zaman ic¢inde gelismis iilkeler haline gelememesi, bu
iilkelerin ekonomik gelisme ve kalkinma problemlerinin siirdiigiine isaret etmektedir. Tiirkiye ve Arjantin
gibi iilkelerin kars1 karsiya kaldig1 bu durum Klasik ve Neo-Klasik iktisada tabi olan yakinsama hipotezi
gibi; tiim diinya {ilkelerinin gelismis bir ekonomiye sahip olacagini 6ngoren teorilere ve varsayimlara,
stipheyle yaklagilmasina yol agar. Bu baglamda iilkelerin gelisme ve kalkinma problemlerinin Neo-Klasik
iktisadi kiilliyatin digina ¢ikarak elestirel ve disiplinler aras1 bir perspektifte ele alinmasinin, probleme dair
yeni bulgularin yani sira yeni bakis agilarmin da ortaya konmasinda 6nemli rol oynayabilecegi
diisiiniilmektedir. Nitekim bu cergevede giiniimiiz egemen literatiiriiniin disinda kalan, ancak iilkelerin
gelisme ve kalkinma problemlerini bambaska dinamikler tizerinden degerlendiren Bagimlilik Okulunun ve
bu okulun teorisyenlerinin iilkelerin s6z konusu problemleriyle ilgili farkli tespitlerde bulunmus olduklar

dikkat gekmektedir.

Bu c¢aligmada, tarihselliklerinde ve ekonomik seriivenlerinde 6nemli benzerlikler bulunan Tiirkiye ve
Arjantin’in gelisememe sorunsalinin, bagimlilik okulu tartigmalar1 perspektifinden teorik olarak
incelenmesi amaglanmigtir. Bu kapsamda, bagimlilik okulu yaklagimlari agiklanmig, Arjantin ve Tirkiye
ekonomisinin tarihsel siirecleri bagimlilik yaklasimi ¢ergevesinde incelenmistir. Calismanin ortaya koydugu

tespitlerin bu iilkelerdeki gelisme sorunlar tartigmalarina farkl bir bakis agis1 sunmasi hedeflenmektedir.

1. BAGIMLILIK OKULU

Sanayi devriminin gergeklesmesi ve klasik iktisadin diinya genelinde kabul gérmesinin uzun vadedeki bir
sonucu, diinya iilkelerinin sanayi devriminin ulasim olanaklarina yaptigi énemli katkinin etkisiyle oldukca
yiiksek miktarlarda dis ticaret yapabilmesi olmustur. Ulkeler arasinda gergeklesen bu ticaret, ticarete konu
ekonomik emtianin niteligine ve niceligine gore ilkeler i¢in oldukca farkli anlam ve Oneme sahip
olabilmektedir. Ornegin bir iilkenin ihracat kalemlerinde yer alan iiriinlerini iiretmek igin ithal girdilere
ihtiya¢ duymasi, s6z konusu girdiler olmadan o {irlinleri ihrag edemeyecek olmasi, o {ilkenin uzun yillar
boyunca kurmus oldugu dis ticaret iliskilerinin bir bakimdan ekonomik bagmmlhilik olarak

yorumlanabilecegini gostermektedir. Dolayisiyla dis ticaret, dogrudan yabanci sermaye yatirimlari ve
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portfdy yatirimlar1 aracilifiyla olusan bu karmasik ekonomik entegrasyon iligkisi, dogal olarak

dinamiklerinde ekonomik bagimlilik potansiyelini barindirmaktadir (Bucak, 2003).

Bagimlilik okulunun teorisyenleri, bu ekonomik bagimlilii Neo-Klasik iktisadi teorinin uygulanmasi
sonucunda diinya genelinde ortaya c¢ikan serbest dis ticaret ve para politikalarinin dogal bir sonucu olarak
gormektedir. Ancak bu durumu cesitli argiimanlarla agiklamaya c¢alisan bagimlilik teorisyenlerinin kendi
aralarinda bazi kuramsal ve metodolojik ayrigmalar s6z konusudur. Bu ayrisma ve farkliliklarin ortaya
cikmasinda filke tarihselliklerinin oldukeca biiyiik bir etkisi vardir. Ciinkii her iilkenin kendine 6zgii politik-
ekonomik ve toplumsal yapilara sahip olmasi, bagimliligin farkli dinamiklerini ortaya ¢ikarmakta,
bagimlilik teoremlerinin gelismesini ve ¢gesitlenmesini saglamaktadir. Ancak tiim bunlara ragmen bagimlilik
teorisyenlerinin biiyiik bir gogunlugunun ortak bir paydast bulunmaktadir. Bu ortak paydanin bilesenleri

asagidaki maddelerle 6zetlenebilir:

* Neo-Klasik iktisadi sistem igerisinde gelismis iilkeler gelismisliklerini az gelismis ve gelismekte
olan iilkeler sayesinde elde eder ve siirdiiriirler.

» Mevcut iktisadi sistemde az geligmis iilkelerin gelismis iilke haline gelebilmesi miimkiin degildir.

* Gliniimiizde iilkelerin kalkinma ve ekonomik gelisme problemleri {ilkelerin uzun yillar boyunca,
bulunmus olduklart maddi nesnel sartlar igerisindeki ekonomik ve siyasi yolculugunun, tarihselliginin bir
sonucudur.

* Sanayi devriminin ger¢eklesmesi ve kapitalizmin gelisimi, {ilkelerin kendine 6zgii toplumsal ve
kiiltiirel yapist itibariyle tiim {ilkelerde farkli bir tarihselligin ortaya ¢ikmasimi sagladigi igin iilkelerin

gelisme ve kalkinma siireglerini anlamlandirabilmek adina kritik bir 6neme sahiptir.

Bagimlilik teorisyenlerinin bu maddelerde bulugmasinda tarihselligin, klasik iktisadi ekoliin varsayimlarina
ve oOngoriilerine siipheyle yaklasilmasi gerektigini diislindiiren tespitlerinin 6nemi biiyiiktiir. Ancak
bunlardan bahsetmeden dnce, bagimlilik teorisinin diisiinsel anlamdaki ilk niivelerinin Marksist iktisat¢ilar
arasinda goriildiigiinden, daha sonrasindaysa yine onlar tarafindan gelistirildiginden bahsetmekte fayda
vardir. Cilinkii anlagilmaktadir ki, bagimlilik teorisinin ortaya ¢ikmasinin ve gelismesinin ardinda klasik
iktisada en giiclii elestirileri yoneltmis ve varsayimlarindan dngoriilerine kadar klasik iktisada kapsamli

sekilde kars1 ¢ikmis Karl Marx ve onun diisiince yontemi bulunmaktadir.



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 158-182
Bagvuru Tarihi/ Received Date: 13.11.2020

ARASTIRMA malalesi Kabul Tarihi/ Accepted Date: 04.12.2020

Marx’m somiirgeciligin yarattig1 esitsizligin ve bagimliligin yani sira kapitalizmin gelisim siirecinin her
iilkede farkli olacagi ve sermayenin daha hizli biiyliyerek kapitalizmin daha hizli gelistigi iilkelerin
ekonomik olarak daha giiclii olacagi yoniinde dngoriilere sahip oldugu bilinmektedir. Bu durumun yani sira
Marx uzun vadede kapitalizmin sonunu getirecegini 6ngordiigii geliskilerin de en hizli bu tilkelerde
olgunlasacagini 6ngdrmiistiir. Ancak Marx’in yasadigi donem, bagimlilik teorisinin iskeletinin ve ana
hatlarinin olusmasi i¢in gerekli unsurlar1 barindirmaktadir. Bunun sebebi, o donemde sanayi devriminin ve
klasik iktisadi teorinin iilkelere etkisinin gdozlenememesidir. Bu yiizden 6zellikle Biiylik Buhran sonrasinin,
dis ticaretin, dogrudan ve dolayl1 yabanci sermaye yatirimlarinin, kisacasi iilkeler arasi ekonomik iligkilerin
olgunlagmasinin etkilerinin gozlenebildigi bir donem olarak bagimlilik teorisinin ortaya ¢ikmasindaki rolii
anlagilmaktadir. Bu baglamda ECLA (Latin Amerika Ekonomi Komisyonu) arastirmacilarinin Latin
Amerika tlizerine aragtirmalarinin, Neo-Marksistlerin kurmus oldugu bagimlilik okulunun temellerinin
atilmasindaki etkisi olduke¢a biiyiiktiir. Clinkii ECLA’nin Latin Amerika iilkeleri i¢in degerlendirmesi en
basit anlamiyla dis ticaretin ekonomik gelisim ve kalkinma agisindan Latin Amerika tilkeleri igin pozitif bir
etkisinin olmadigini, aksine bu durumunun Latin Amerika {ilkeleri ve gelismis iilkeler arasindaki gelisme-

kalkinma farkini artirdigini ifade eder.

Ekonomik agidan klasik iktisadi ekolii siyasal agindan da liberal ideolojiyi sahiplenmis; Fransa, ABD,
Ingiltere gibi diinyann lider iilkelerinin yer aldig1 Birlesmis Milletler’e bagli ECLA’nin mevcut siyasal ve
ekonomik doktrinin savunduguyla c¢elisen sonuglara ulagmis olmasi, olduk¢a carpici bir anlam
atfetmektedir. Bununla birlikte ECLA’nin o ddnemlerde Latin Amerika tilkelerine ithal ikameci, devletin
ekonomide daha fazla yer aldig1 ekonomi politikalar1 tavsiye etmesi, az gelismis-gelismekte olan iilkelerin
gelismis lilkelerle yapmis oldugu ticaretin sorgulanmasi ve bagimlilik teorisinin somut bir dayanak elde

etmesiyle sonuclanmistir.

Bagimlilik teorisyenleri, gelismislik sorununu genel olarak Klasik ve Neo-Klasik iktisadi ekoliin diinyaya
yayimasinin ve iilkelerin ¢ogu tarafindan uygulanmasinin dogal bir sonucu olarak gorse de, bagimlilik
teorileri arasinda birtakim farkliliklar bulunmaktadir. Ornegin Paul Baran, diger bagimlilik teorisyenleri
gibi bagimlilik iligkisinin ekonomik olarak geliskin olan iilkelerle (merkez) az gelismis-gelismekte olan
iilkeler (¢evre) arasinda olustugunu iddia eder. Ancak cevre iilkelere ve bagimliligin ortadan kalkmasina

dair yaptig1 bazi tespitler, Baran’1 diger bagimlilik teorisyenlerinden biraz da olsa ayirmaktadir. Ciinkii
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Baran olduk¢a kesin ve siyasal bir tablo cizerek, cevre iilkelerin bagimliliktan kurtulmasinin yegane
yolunun, is¢i-koyli siifinin yapacagi siyasi devrim oldugunu belirtmis ve meseleyi sinif miicadelesi,

devletin sinifsal karakteristigi perspektifinden ele almistir (Baran, 1974).

Bir diger bagimlilik teorisyeni Samir Amin meseleye yine merkez-cevre perspektifinden bakarak tipki
Baran gibi bagimlilik literatiirine 6zgiin katkilar sunmustur. Amin’in Avrupa Merkezcilik olarak
tanimladig1 yaklasimi ortaya koymasi ve Ahbap-Cavus kapitalizmi (Crony Kapitalizm) kavramina
yonelttigi elestiriler, yeni tartismalarin baslamasini ve yeni fikirlerin ortaya ¢ikmasim saglamistir. Cilinkii
Amin her iki konuda yaptig1 agiklamalarla, Neo-Klasik iktisadi ekolii destekleyen iilkelerin kendi ¢ikarlarim
kollamak icin, sosyal bilimlerde ve insanligin diisiinsel diinyasina dair tiim mecralarda gérece kurmus
oldugu ve hakimiyet alanini daha da artirma niyetinde oldugu emperyalist otoriteyi sert bir bicimde
elestirmistir (Amin, 2016). Avrupa-Merkezcilik kavramiyla bu hegemonya mekanizmasinin cesitli
dinamiklerini ele alan Amin, Ahbap-Cavus kapitalizmi kavramina getirdigi elestirilerle de liberal
iktisatcilarin sosyal bilimlerde Neo Klasik iktisadi teorinin mesruiyetini artirmak ve propagandasini yapmak

icin kasten manipiilasyona basvurduklarini ileri siirer (Amin, 2018).

Baran ve Amin farkli noktalara deginmekle birlikte, bagimlilik teorisinin ana hatlarinda ve merkez-¢evre
iligkisinde miisteregi saglamislardir. Ancak Wallerstein’in ortaya koydugu “Diinya Ekonomisi” teorisinin
bu goriiglerden daha farkli bir yeri bulunmaktadir. Bunun sebebi Wallerstein’in iilke ekonomilerini daha
spesifik sekilde degerlendirmesidir. Wallerstein tilkelerin merkez ve ¢evre olarak siniflandirilmasinin yanlis
olmamakla beraber yetersiz ve diinya genelindeki ekonomik-politik tabloyu anlamlandirmak igin eksik
oldugunu ifade eder (Wallerstein, 2013). Bu baglamda Wallerstein klasik merkez-gevre iliskisine yari-gevre
olarak adlandirdig1 bir kavram eklemistir. Wallerstein yari-¢cevreyi; ¢evre iilkeyi merkez iilkeden daha az
somiiren merkez iilkenin ¢evre iilkeden daha az somiirdiigii iilkeleri tanimlamak i¢in kullanmistir.
Wallerstein’a gore, tiim diinya iilkeleri birbirleriyle merkez-gevre-yar1 ¢evre baglaminda bir ekonomik-
siyasi iligki kurmus durumdadir. Wallerstein bu sebeple meseleye biitiinsel bir perspektiften bakarak bu
iliskiyi “Diinya Ekonomisi” olarak tanimlamistir. Dolayisiyla Wallerstein’a gore, merkez-yar ¢evre-gevre
iilkeler biitiinlesik, birbirini iireten, birbirini var eden mekanizmalar biitiiniidiir. Dolayisiyla ¢evre ve yari
cevre ilkelerin bazi tekil istisnai durumlarin diginda ¢ogul anlamda gelismis {ilke haline gelebilmesi

miimkiin degildir (Wallerstein, 2011).
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Bagimlilik teorilerinin ortak paydasinda goriilmektedir ki, bagimlilik; tarihsel bir dizi olaylar zincirinin
sonucunda her iilke nezdinde 6zgiin olarak sekillenen maddi somut kosullarin iilkelerin diinya ekonomik ve
politik yelpazesindeki konumlanisinda oynadigi roliin sonucunda olugmustur. Andre Gunder Frank de ayni
tarihsellikten yola ¢ikarak, diger bagimlilik teorisyenlerini desteklemenin yani sira bazi iilkeler i¢in spesifik
degerlendirmelerde bulunmustur. Frank’in bu degerlendirmeleri arasinda yer alti ve yer {isti
kaynaklarindaki zenginlik sebebiyle Ispanya gibi somiirgeci devletlerin ilk hedefi haline gelen Latin
Amerika iilkelerinin somiirgeci donemin etkisiyle, kapitalist ekonominin gelisiminde, dogal kaynaklar1 ¢ok
daha kisitli olan iilkelerden bile daha geri kaldig1 yer almaktadir (Frank, 1997). Bu 6zgiin degerlendirmenin
yani sira Frank de merkez-uydu (¢evre) olarak tanimlanan bagimlilik iliskisine tipki Wallerstein gibi yeni
bir ekleme yapmis ve “siiper uydu” kavramini ortaya koymustur. Frank’e gore, siiper uydu; merkezle
bitmesi miimkiin olmayan bir bagimlilik iliskisi i¢erisine girmis iilkeleri ifade etmektedir. Frank merkez ve
uydu arasindaki bagimliliklarin merkez tilkede yasanan siyasi ve ekonomik krizler esnasinda ¢evre iilkenin
uyguladigr ithal ikameci politikalarla ¢oziilebilecegini diisiinse de, merkez ve siiper uydu arasindaki
bagimliligin yalnizca siyasi devrimle sona erdirilebilecegini ifade eder. Bu noktada Frank’in goriisii bize
gostermektedir ki, bagimlilik teorisyenlerinden bazilar1 ekonomik bagimliligin Neo-Liberal iktisadi sistem
igerisinde sonlanabilecegini diisiinmezken, bazilart mevcut iktisadi kosullar altinda da gelismekte olan

tilkelerin geligmis tilkelere olan bagimliligini sonlandirabilecegi kanaatindedir (Frank, 1969).

2. ARJANTIN EKONOMISi VE BAGIMLILIK

Gelismekte olan iilkelerin ekonomik bagimliligini tam anlamiyla aciklamak ve incelemek i¢in s6z konusu
tilkenin ekonomik yapisin1 ve bu yapiy1 sekillendiren somut kosullar1 genis bir tarihsellikte ele almak
gerekmektedir. Bu baglamda, Arjantin’in ekonomik bagimliligini ortaya koymak i¢in meseleyi Arjantin’in

Ispanyol somiirgesi oldugu donemlerden ele almak isabetli olacaktir.

Arjantin uzun yillar boyunca, yer alt1 ve yer iistii kaynaklari icin Ispanya tarafindan somiiriilmiistiir.
Uretimin sémiirgeci iilkenin ¢ikarlarina ydnelik planlanmasi, Arjantin’in ekonomik ve sosyolojik yapisinin
sekillenmesinde oldukga etkili olmustur. Bu yapiy1 basitce ortaya koymak gerekirse, Arjantin’in ekonomik
ve demografik yapisinin sekillenmesinde, iiretimin degerli maden ocaklari1 ve bu maden ocaklarinda ¢alisan

iscilerin gida ihtiyacimi karsilayacak Latifundialarda (bilyiik ¢iftlik) yogunlagmasindan bahsedebiliriz
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(Acemoglu ve Robinson, 2017). 1816 yilina kadar devam eden bu iiretim yapisi, Arjantin bagimsizligini
kazandiktan sonra, liretimin yogunlastig1 yer alt1 kaynaklarinin tiikenmesiyle Arjantin’deki Latifundialarin
biiytik bir 6nem kazanmasii saglamistir. 1860’larda Arjantin’de gergeklesen i¢ savasin etkileri sebebiyle
Arjantin’de kapitalist {iretim bi¢iminin ve sanayi devriminin, ancak 1900’lere dogru ger¢ek anlamda

varligini hissettirdigi sdylenebilir.

Arjantin’e dair en eski veriler gostermektedir ki, Arjantin ekonomisi i¢ savastan sonra uzun siiren bir gelisim
seyri gostermistir. Bununla paralel olarak Arjantin’in gog¢ alan ve niifusu hizla artan bir {ilke haline geldigi
gbozden kacirilmamadir. Bunun yani sira somiirgeci donemin etkisiyle bir tarim iilkesi olarak 6ne ¢ikan
Arjantin’in s6z konusu dénemlerdeki ekonomik gelisiminin yine tarim sektorii odakli ve tarim tiriinleri
ihracatina yonelik bir gelisme gosterdigini belirtmek gerekir. Ancak bu noktada Arjantin’in tarim
tiriinlerinin yam sira hayvansal {iriinlerin ihracatinda da gelisim gosterdigi bilinmektedir. Tiim bunlar tarim
ve hayvanciligin gelisme seyrinde oldugunu gosterirken s6z konusu yillarda Arjantin’de sanayilesmenin
gelistigini gosteren herhangi bir bulgu bulunmamaktadir (Skidmore vd., 2009). Bu yillarda (1875’¢ kadar)
Arjantin’de yalnizca manifaktiir sayisinda artis gézlemlenmektedir. Ancak artan niifus diisiiniildiigiinde bu
artis dogal olarak goriilmiis ve sanayilesme belirtisi ya da egilimi olarak ele alinmamistir (Balze ve Felipe,

1995).

Tablo 1’de goriildiigii {izere Bliylik Buhran’a kadar Arjantin’de niifusta, ihracatta, ithalatta hatir1 sayilir
diizeyde bir artis s6z konusudur. Tiim bunlar Arjantin’in ekonomik ve toplumsal olarak hizla biiylidiigiini
gostermektedir. Burada dikkat edilmesi gereken bir diger husus, ekonomik bagimlilik analizi i¢in oldukca
Oonem atfeden dis ticaretin denge durumudur. Arjantin’in 1895 yilindan sonra genellikle dis ticaret fazlasi
verdigi goriilmektedir ve bu durum ilgili yillarda Arjantin’in ekonomik bagimlilik géstergelerinden birinin
olumlu seyrettigini gostermektedir. Ancak yine de bu noktada, Arjantin’in tarim ve hayvanciliga dayali,
sanayide ise tarima dayal1 sanayilesme agirlikli bir gelisim seyrine girmesinin, ilerleyen yillarda dis ticarette
iilkelerin en biiyiik avantajlar1 arasinda yer alan katma degeri yliksek tirtinleri iiretebilecek sinai gelisimi
gOsterememesinin, gelecekte Arjantin’in dis ticarette potansiyel bir dezavantaji oldugu anlamina geldigi
unutulmamalidir. Bunun yani sira ekonomik istikrar i¢in gerekli olan siyasi istikrarin saglanmasi konusunda
Arjantin’in militarist yapisinin da Arjantin ekonomisi i¢in olduk¢a Onemli bir tehdit olusturdugu

vurgulanmalidir (Rocchi, 2006).
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Tablo 1: 1875-1930 Yillar1 Arasinda Arjantin’deki Genel Ekonomik Gostergeler

Yillar  Niifus ihracat ithalat GSYH  Kisi Sanayi
(Altin peso) (Altin peso) Basmma  Uretimi
GSYH

1875 2.161.000 52.009.113 57.624.481 17,45 55,82 14,46
1880 2.492.000 58.380.787 45.535.880 21,78 53,02 14,57
1885 2.880.000 83.879.100 92.221.969 44,70 82,64 22,40
1890 3.377.000 100.818.993 142.240.812 58,59 88,25 31,62
1895 3.956.000 120.067.790 95.096.438 82,69 115,32 60,37
1900 4.607.000 154.600.412 113.485.069 100 100 100
1905 5.289.000 322.843.841 205.154.420 164,35 159,26 169,56
1910 6.586.000 389.071.360 379.352.515 197,43 162,95 217,85
1915 8.148.000 558.281.000 305.488.006 216,30 137,63 235,14
1920 8.968.000 1.0440.085.000 963.123.000 231,73 13550 271,50
1925 10.500.000  867.930.000 887.973.000 304,94 162,10 389,66
1930 12.046.000  614.104.000 740.088.000 326,93 149,15 417,35

Kaynak: (Rocchi, 2006).

Biiyiik buhrandan ve o zamana kadar gerceklesen iki askeri darbeden sonra Arjantin ordusunun Arjantin
ekonomisinde ve siyasetinde oldukga etkili olacag: goriilmiistiir. Oyle ki Arjantin’de biiyiik buhrandan sonra
da darbeler olmaya devam etmistir. Peron donemiyle yeni bir siyasi ve ekonomik atmosfere kavusan

Arjantin i¢in, Peronizm ekonomide ve siyasette biiyiik bir 6nem ifade etmektedir (Dornbusch, 1989).

2.1. Peronizm Doneminde ve Sonrasinda Arjantin Ekonomisi

Kendisi de bir asker olan Peron, ¢esitli toplumsal ¢aligsmalariyla toplumun hatir1 sayilir bir bdliimiiniin
destegini alarak iktidara gelmeyi basarmis ve sosyal demokrat cizgide siyaset yapmistir. Toplumun tiim
katmanlarini ulusal ¢ikarlar nezdinde 6rgiitlemeye ¢alisan Peron, soguk savas doneminde dogu ve bati blogu
iilkelerinin gelismekte olan iilkelere daha temkinli yaklasarak iyi iligkiler kurma ¢abasindan faydalanarak

dis politikada her iki blok arasindaki dengeyi korumay1 basarmistir (Castorina, 2013).
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Peron doneminde ithal ikameci ve halker politikalarin, Tablo 2’de verilen kamu harcamalarinin hasilaya
oranindaki artistan da gozlendigi lizere, s6z konusu oldugu sdylenebilir. Peron bir yandan ithal ikameci
politikalarla sanayiyi gelistirme planlar1 olustururken, diger taraftan da is¢ci ve memur maaslarina zam
yaparak, halkin refah seviyesinde hatir1 sayilir bir artis saglamis, ancak hem bu artis hem de devletin

ekonomideki roliiniin artmasi sebebiyle biiyiik sermaye sahiplerinin tepkisiyle karsilagsmistir (Balze, 1995).

Tablo 2: Arjantin’in Genel Ekonomik Géstergeleri (Yillik Ortalama, %)

1940-1945 1946-1950 1951-1955
GSYH(Biiyiime) 2,6 5,0 3,0
Kisi Basi GSYH 09 2.8 1,0
Yatrim/GSYH 178 25,2 16,8
TUFE 5,6 20,0 18,2
Kamu/GSYH 21,0 31,4 30,0
Biitge A13/GSYH 45 10,8 78

Kaynak: (Balze, 1995: 31).

Peron halkin biiyiikk destegini almasina ragmen Peron hiikiimetinin ekonomi politikasinda yaptig1 bazi
hatalar, Peron’un yabanci sermayeye karsi ¢ikan ve ithal ikameciligi destekleyen politikalarinin bosa
cikmasiyla sonuglanmis ve ekonomik sikintilarin bag gostermesiyle toplumsal huzursuzluklarin ortaya
¢ikmasina sebep olmustur. Bu durum daha 6nce ii¢ darbe gerceklestirmis Arjantin ordusunun, dérdiincii

darbeyi gerceklestirmesiyle sonuglanmis ve Arjantin’i derinden etkilemistir (Romero, 2002).

Peronizm sonrasi ordunun etkisiyle bati bloguyla kurulan samimi iligskiler Arjantin’i Neo-liberal iktisadi
politikalar1 uygulamaya itmis ve halkin Peron’a ve Peronizme olan gii¢lii destegi devam etmesine ragmen,
ordu her firsatta darbe gergeklestirerek Peronizmi bastirmay1 tercih etmistir (Gezgiic ve Uzun, 2017).
Ordunun halkin iradesini hige sayarak gelistirdigi bu tutum, Arjantin’de ekonomik ve siyasi iktidarin
tamamen kaybolmasina ve bu istikrarsizlikta uygulanan Neo-Liberal politikalarin Arjantin ekonomisini

bagimliliga siiriiklemesine yol agmistir (Cardoso ve Faletto, 2014).

Ilgili yillarda Arjantin’in dis ticaret rakamlarinin verildigi Tablo 3’te goriildiigii gibi Peronizm sonrasindaki
dis ticaret dengesindeki bozulma Arjantin’in bagimlilik nezdinde oldukga tehlikeli bir seyir igerisine

girdigini gostermektedir. Ustelik Peronizm-Anti Peronizm geliskisinin, askeri darbelerin ve Neo-Liberal
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politikalarin iilkedeki devamlilig1 diisiintildiigiinde ilerleyen donemlerin daha farkli yonde gelismelere konu

olmasini beklemek giiclesmektedir.

Tablo 3: Ilgili Yillarda Arjantin’deki Dis Ticaret Dengesi (Milyon dolar)

Yillar Ihracat ithalat Dis Ticaret Dengesi
1955 928,6 1.172 -244

1956 943,8 1.127 -183,8

1957 974,8 1.310 -335,6

1958 993,9 1.232 -238,7

1959 1.000 983 17

1960 1.079 1.249 -41,1

1961 964,1 1.460 -496,2

1962 1.216 1.356 -140,5

Kaynak: (Sachs ve Collins, 1989: 140-141).

Arjantin’de ele alinan donemdeki dis bor¢lanmaya yonelik gostergeler Tablo 4’te goriildiigii iizere, tarim ve
hayvanciliga dayal bir ekonomik yapiya sahip olan Arjantin’de, sanayinin oldukg¢a sinirli diizeyde gelismis
olmasi sebebiyle dig ticaret nezdinde olusan dezavantajlarin, tiim bunlara ragmen uygulamaya konan Neo-
Liberal serbest ticaret ve serbest doviz politikalarinin uzun yillar varligini korumasi, Arjantin’deki dis ticaret
dengesinin bozulmasina, Arjantin’in dig borcunun katlanarak artmasina ve ekonomik bagimliligin
tirmanmasina sebep olmustur. Daha sonra 1983 yilinda askeri darbelerin son bulmastyla ekonomik olarak

toparlanma donemine girilmistir (Ciria, 1974).

Tablo 4: ilgili Yillarda Arjantin’deki Dis Bor¢lanma (Milyon dolar)

Yillar Kamu Ozel Toplam Net Dis Dis Bor¢/GSYH
Bor¢/ihracat (%)

1976 5.189 3.090 8.279 1,7 18,6

1977 6.044 3.635 9.679 11 19,2

1978 8.357 4.139 12.496 1,1 23,9

1979 9.960 9.074 19.034 1,2 30,2

1980 14.459 12.703 27.162 2.5 37,3

1981 20.024 15.647 35.671 3,5 48,1

1982 28.616 15.018 43.634 54 60,3

1983 32.196 12.585 44,781 54 59,5

Kaynak: (Sachs ve Collins, 1989: 137).
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Arjantin ekonomisinin toparlanma doneminde dis ticaret dengesinde olumlu degisimeler gozlenmekle
beraber, lilkenin icerisinde bulundugu bagimlilik ve borg yiikii diigiiniildiiglinde bu gelismelerin genel seyri
degistirecek bir nitelige sahip olmadig1 Tablo 5’te goriildiigli gibi asikardir. Arjantin yine de dis ticaret
dengesinde yasanan bu olumlu seyri, baz1 istisnai yillar hari¢ korumayr basarmis ve giiniimiize kadar
getirmistir. Asil mesele tiim bu olumlu seyrin Arjantin’in i¢inde bulundugu genel bagimlilik tablosuna olan
etkisidir. Zira konu bu ac¢mmdan ele alindiginda ekonominin bagimhilik egiliminin siirdiigi

degerlendirilmektedir.

Tablo 5: Ilgili yillarda Arjantin Dis Ticaret Dengesi (Bin dolar)

Yillar ihracat ithalat Dis Ticaret Dengesi
1983 7.836.063 4.504.156 3.331.907

1984 8.107.405 4.584.672 3.522.733

1985 8.396.017 3.814.148 4.581.869

1986 6.852.213 4.724.053 2.128.160

1987 6.360.160 5.187.818 542.342

1988 9.134.812 5.321.565 3.813.247

Kaynak: (Sachs ve Collins, 1989: 137).

Giliniimiize dek Arjantin’in ilan ettigi moratoryumlara bakildiginda Arjantin ekonomisinin bagimlilik
probleminin uzun vadede olustugu ve bu bagimliligin Neo-Liberal iktisadi sistem igerisinde ¢dziilmesinin
oldukga gii¢ oldugu anlasilmaktadir. Arjantin’in uluslararasi arenada kredibilitesinin ve ekonomik agidan

giivenilirliginin zayiflamasi da bu durumda 6nemli rol oynamaktadir.

Peso yerine Austral para birimine gecis yapan Arjantin hem enflasyonla hem de dis bor¢larla miicadele
etmeyi planlamistir (Conde, 2008). 1985-1989 aras: yiiriirliikkte olan plan uygulandigi ilk yilda yiizde 670
dolaylarinda olan enflasyonun yiizde 90 diizeylerine diismesini saglamistir. Ancak plan, para ve maliye
politikasinin uygulanmasinda yasanan birtakim sorunlar nedeniyle sekteye ugramis ve Arjantin yeniden

hiperenflasyon olgusu ile kars1 karsiya kalmistir. Ancak Arjantin’in bu doneme kadar, dis ticaret dengesini
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lehine c¢evirerek odemeler dengesinde yakaladigi avantajla dis borglarini finanse etmeyi basardigi

sOylenebilir.

Tablo 6’daki veriler Arjantin’in dis ticarette yakaladigi olumlu seyri devam ettirmesine ragmen dis
borglarint 6deme giigliigii cekmenin yaninda, kredibilite ve ekonomik bakimdan giivenilirlik sorunlari
yasadigii ve defalarca ilan edilen moratoryumlardan kurtulamadigini géstermektedir. Bu durumun yani
sira 2001-2012 yillar1 arasinda ihracatin GSYH’deki pay1 ithalattan daha fazladir. Bu veri bize Arjantin’in
dis ticaret fazlas1 vermeyi basardigini gostermektedir. Bu Arjantin’in 6demeler dengesinde olumlu bir etki

yaratmis olsa da 2012 yilindan sonra ithalatin GSYH’deki pay1 yine ihracattan fazla hale gelmistir.

Tablo 6: Arjantin’de Dis Ticaretin Seyri 2001-2019

ihracat/GSYH ithalat/GSYH Disa Acikhik Oram
2001 11,6 10,3 21,9
2002 28,4 13,4 41,8
2003 259 14,7 40,6
2004 23,8 16,8 40,7
2005 23,2 17,3 40,6
2006 23,0 17,4 40,4
2007 22,7 18,3 40,9
2008 22,1 18,3 40,4
2009 19,6 14,5 34,1
2010 18,9 16,0 35,0
2011 18,4 16,8 35,2
2012 16,2 14,3 30,5
2013 14,6 14,7 29,5
2014 144 14,0 28,4
2015 10,7 11,8 22,5
2016 12,5 13,6 26,1
2017 11,2 14,0 25,2
2018 14,3 16,4 30,7
2019 17,3 15,1 32,4

Kaynak: (Diinya Bankasi, 2020)
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Arjantin ekonomisi dis ticaret fazlasi verdigi yillarda bile ihracatin GSYH’deki payi ithalatin payindan
sadece yiizde 5 daha fazla olmustur. Bu yiizden kisa siireligine elde edilen bu basarinin Arjantin’in genel

ekonomik durumuna etkisi oldukca sinirlilik gostermektedir.

3. TURKIYE EKONOMISi VE BAGIMLILIK

Tiirkiye Cumhuriyetin ilaniyla piyasa ekonomisini hizla olusturarak gecikmis oldugu sanayilesme yarisina
hizla dahil olmayi amacladi. Mustafa Kemal ve arkadaslarinin bu hedefi Tiirkiye’'nin o dénemki
ekonomisini ve siyasetini belirleyen en 6nemli faktor olarak dne ¢ikmaktadir. Bu baglamda izmir iktisat

Kongresi olduk¢a dnem arz etmektedir (Boratav, 2005). izmir Iktisat Kongresinde alinan kararlarla;

e Ulagim gibi kritik bir sektorde, Haydarpasa-Ankara, Eskisehir-Konya, Arifiye-Adapazari, Mersin-
Tarsus-Adana demiryollari kamulastirildi. Dolayisiyla bu donem devletin elindeki en geligkin isletme demir
yollar1 olmus oldu.

o Tiitiin tiretim atdlyeleri devlet tarafindan satin alinarak kamulastirildi.

e Osmanli doneminde kdyliilerden iirettikleri tarim iiriinlerinin ylizde 10’unun alinmasimi saglayan
asar vergisi kaldirildi.

¢ Sinai gelisimi desteklemek amaciyla 1925 yilinda Maadin Bankas1 kuruldu. Bu bankaya 6zellikle
yerli burjuvazinin olugmasi i¢in gerekli olan finansmanin saglanmasi konusunda 6zel bir misyon bigildi.

e Sanayi gelisimini destekleme politikas1 1927 yilinda resmileserek Tesvik-i Sanayi kanunu olarak

yuriirliige girdi.

Izmir iktisat Kongresinde alman bu kararlardan anlasilacag: iizere, ekonomide devlet¢i politikalar
hedeflenmistir. Ancak bu donemlerde 1929’a kadar Lozan antlagsmasindaki bazi yaptirimlarin ekonomide
devletgi politikalarin uygulanmasini  engellediginden bahsetmekte fayda vardir. Ciinkii Lozan
Antlagsmasinda Tirkiye’nin bes yil boyunca serbest piyasa ekonomisi uygulayacagina yonelik baglayici bir
hiikkiim bulunmaktadir (Toprak, 1999). Dolayisiyla Tiirkiye’nin ekonomi politikasini serbestce

uygulayabilmesi, ancak Biiyiikk Buhran’dan sonra miimkiin hale gelebilmistir.

Biiyiik Buhrandan sonra ithal ikameci politikalarin hizla yiiriirliige kondugunun en somut gostergelerinden

biri olarak, korumaci politikalar esliginde sanayilesme stratejisinin ilk adiminin yaygin tiiketim mallarinin



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 158-182
Bagvuru Tarihi/ Received Date: 13.11.2020

ARASTIRMA malalesi Kabul Tarihi/ Accepted Date: 04.12.2020

yurt i¢inde tiretimi gosterilebilir. Bu mallardan en énemlileri 1930 yilinda iiretimine baslanan un ve seker
ile fabrikalar agilan yiik dokumadir. Daha sonrasinda ise demir, ¢elik ve ingaat malzemesi liretimi igin

gerekli fabrikalar kurulmustur (Tezel, 1986).

Ekonomi 1930-1939 yillar1 arasinda yaklasik yiizde 6’lik bir biiyiime temposu yakalamistir. Bu oran 1923-
1929 arasinda gerceklesen yillik ortalama biiylime oranindan diisiiktiir. Ancak hiikiimetin sanayiye agirlik
vermesi ve Biiylik Buhran sonrasi tarimsal {iriinlerde yasanan fiyat diisiisii géz 6niine alindiginda yiizde
6’lik bir biiylime oraninin olduk¢a olumlu yorumlanmasi miimkiindiir. Bu dénemde ekonomideki diger
gostergelerin de oldukca olumlu yénde seyrettigi sOylenebilir. Bu donemin 1933 ve 1939 yillar1 arasinda
kalan kisminda ise yillik ekonomik biiylime ortalamasinin yaklasik yiizde 8 dolaylarinda seyretmesi
Tiirkiye’nin Biiyiik Buhranin sokunu atlatti§ini ve hem sanayi hem tarim sektoriinde oldukga iyi bir biiylime
oranini yakaladigimi gostermektedir. Bu siiregte uygulanan yeni politikalarla sanayi millilestirilirken,
Cumhuriyet tarihinin en parlak doénemlerinden birine sahitlik edilmistir. Nitekim s6z konusu yatirimlar
yapilirken yabanci kurumlardan kredi alsa da bu tam da Mustafa Kemal’in istedigi bi¢imde ulusal ¢ikarlar
dogrultusunda kullamlmistir. Oyle ki 1930-1939 arasindaki donemde Tiirkiye, 1938 yil1 haric tiim yillar dis

ticaret fazlasi vermistir (Cavdar, 2003).

1946 yilina kadar olumlu seyreden dis ticaret gostergeleri, 1948 yilinda Istanbul Iktisat kongresinde alinan;
devletin ekonomiden c¢ekilmesi, ithal ikameci politikalara son verilmesi, serbest piyasaci ekonomi
politikalarinin tahsis edilmesi kararlarinin etkisiyle olumsuz yonde seyretmeye baslamistir (Kogtiirk ve
Korkmaz, 2010). Bu baglamda ithal ikameci politikalar1 terk etmenin ve Neo-Liberal iktisadi politikalari
biitliniiyle uygulamanin dis ticarete olan etkisi Tablo 7’de acik¢a goriilmektedir. Ayrica 1947 yilinda

Tiirkiye’nin dis ticaret agig1 vermeye basladigi ve bu durumun 1962 yilina kadar siirdiigii gézlenmektedir.

Osmanli’dan kalan borclar1 6deyebilen ve ekonomik bagimlilik anlaminda oldukca pozitif bir seyir
icerisinde olan (Tablo 7 ve 8) Tiirkiye ekonomisinin 6zellikle ABD’ye olan borcu dikkat ¢ekmektedir.
Tiirkiye’nin ABD’ye toplam 586 milyon dolar borcunun bulunmasi, Tiirkiye ekonomisinin 6zellikle dolar

kuruna kars1 oldukg¢a hassas bir durumda oldugunu gostermektedir (Karpat, 2011).
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Tablo 7: Savag Sonrasi Dig Ticaretin Seyri (Cari Fiyatlarla Milyon TL)

Yil Ihracat Artis ithalat Artis Fark ihracat/ T.D1s. T/
orani Oranm Ithalat GSMH
1946 432 97 224 78 208 1929 9,6
1947 625 45 685 206 -60 91,2 17,4
1948 551 -12 770 12 -219 71,6 13,9
1949 694 26 812 5 -118 85,5 16,6
1950 738 6 800 -1 -62 92,3 15,9
1951 879 19 1.126 41 -247 78,1 17,2
1952 1.016 16 1.557 38 -541 65,3 19,2
1953 1.109 9 1.491 -4 -382 74,4 16,7
1954 938 -15 1.339 -10 -401 70,1 14,3
1955 877 -7 1.393 4 -516 63,0 11,9
1956 854 -3 1.141 -18 -287 74,8 9,0
1957 967 13 1.112 -3 -145 87,0 7,1
1958 692 -28 882 -21 -190 78,5 4,5
1959 991 43 1.316 49 -325 75,3 5,3
1960 1.721 74 2.214 68 -493 77,7 8,4
1961 3.121 81 4.585 107 -1.464 68,1 15,6
1962 3.431 10 5.600 22 -2.169 61,3 15,7
Kaynak: (Toprak, 1999: 60).
Tablo 8: Tiirkiye-ABD Arasindaki Finansal fliskiler (1946-1962, Milyon dolar)
ABD ABD Ekon. Toplam Diger Kredi
Ekon. Bor¢ Yardim. Kuruluslar
1946-48 454 - 45,4 50
1949 33,8 - 33,8 -
1950 40,0 31,9 71,9 80,4
1951 - 49,8 49,8 -
1952 11,2 58,4 69,6 35,2
1953 - 58,6 58,6 20,0
1954 - 78,7 78,7 3,8
1955 25,5 83,8 109,3 -
1956 25,0 104,3 129,3 -
1957 25,1 62,3 87,4 13,5
1958 23,2 90,4 113,6 125,5
1959 97,2 107,0 204,2 -
1960 26,5 99,0 125,5 37,0
1961 131,0 89,8 220,8 161,7
1962 102,5 81,6 184,1 15,0
Toplam 586,4 995,6 1.582,0 48,8

Kaynak: (Kepenek ve Yentiirk, 1995: 93).
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3.1. Yeniden Planhh Ekonomi ve Sonrasi

1963’ten 1979’a kadar olan yeniden planli ekonomiye gegis doneminde, 27 Mayis darbesini yapan askeri
yonetimin ve OECD’nin destegiyle Devlet Planlama Tegkilati kurulmustur. Bu kapsamda gelistirilen
korumaci ve ithal ikameci ekonomi politikalari, Cumhuriyetin ekonomik ve siyasi anlamda altin dénemini
gecirdigi 1930-1939 aras1 doneme benzemekle birlikte bir noktasiyla da kendine 6zgii bir yapiya sahiptir
(Kepenek ve Yentiirk, 1995). Dénemin kendine 6zgii bir yaprya sahip olmasindaki en énemli etken devletin
yatirim portfoyiiniin sektorel dagilimindaki 6zgiinliiglinden kaynaklanmaktadir. Bu planla amaglanan
yiksek ekonomik bagimlilik siirecine son vermek ve Cumhuriyetin 1930-1939 arasindaki ekonomik
dinamiklerine doniigii saglamaktadir. Ancak hem diinyanin i¢inde bulundugu siyasi konjonktiir hem dig
borglarin ekonomiye olan yiikii hem de gegen yillar arasinda Tiirkiye ekonomik yapisinin degismesi bu
plamin uygulanabilirligini zorlayacaktir. Ik bes yillik planlamanin sonunda yani 1963-1968 arasi dénemde,
ithalat ve ihracat arasindaki fark azalmaya bagladiysa da daha sonraki yillarda farkin giderek agildigi ve
ithal ikameci ekonomik planlarin amaglananin aksine daha biiyiik bir ekonomik bagimliliga sebep oldugu

goriilmektedir.

Tablo 9: Tlgili Yillarda Dis Ticaretin Seyri (Cari Fiyatlarla Milyon TL)

il GSMH Artis ihracat  ithalat  Ticaret ihracat/ Toplam/
Orani (%) Dengesi ithalat GSMH

1963 66.801 16 3.313 6.216 -2.903 53,3 14,3
1964 71.312 6,8 3.697 4.878 -1.181 75,8 12,0
1965 76.726 7,6 4,174 5.193 -1.019 80,4 12,2
1966 91.419 19,1 4.415 6.522 -2.107 67,7 12,0
1967 101.480 11,0 4.701 6.217 -1.516 75,6 10,8
1968 163.892 61,5 4.468 6.934 -2.466 64,4 7,0
1969 183.356 11,9 4.832 6.785 -1.953 71,2 6,3
1970 207.814 13,3 6.408 9.598 -3.190 66,8 7,7
1971 261.072 25,6 9.090 16.474  -7.384 55,2 9,8

1972 314.139 20,3 11.876 21.564  -9.688 55,1 10,6
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1973 399.088 27,0 18.037 29.083  -11.046 62,0 11,8
1974 537.677 34,7 21.197 52.311 -31.114 40,5 13,7
1975 690.900 28,5 20.075 68.987 -48.912 29,1 12,9
1976 868.065 25,6 30.775 82.941  -52.166 37,1 13,1
1977 1.108.270 27,7 31.338 104.882 -73.544 29,9 12,3
1978 1.645.968 48,5 55.358 113.290 -57.932 48,9 10,2
1979 2.876.522 74,8 75.743 178.505 -102.762 42,4 8,8

Kaynak: (Tirkiye Cumhuriyeti Ticaret Bakanligi, 2020).

Ithal ikameci politikalar sonucunda olusan bu duruma sebep olan birden ¢ok faktor olmakla beraber en etkili

olanlar sunlardir (Tabakoglu, 2009):

* Tiirkiye’nin ihracatinda basi ¢eken kalemlerin iiretimi i¢in ithal girdi gereksiniminin yiiksek olmasi,
« fhracatin GSMH i¢indeki paymin azalmast,
« ithal ikame politikasinin bir sonucu olarak yurt disinda iiretilen yaygn tiiketim mallarinin Tiirkiye

sanayisinde lretilmesi i¢in yiiksek miktarda ithal girdiye ihtiya¢ duyulmasi.

Bunlara ragmen, Tiirkiye ekonomisi biiyiimeye devam etmistir ve bunun sebebi yine yiiksek miktarda dig

borg alinmasi olmustur.

Ithal ikameci politikalarm, 1930-1939 yillarinda oldugu gibi, ekonomik bagimlilig azaltmada etkili
olamamasinin bir diger sebebi ise Devlet Planlama Teskilati’nin sektdrel anlamda 6zel ve stratejik yollar
belirlemek yerine sadece oncii sektorii belirlemek disinda bir hamle yapmamis olmasi1 gosterilebilir. Bu
donemde Tablo 10 ve 11°de goriildiigii lizere, imalat sanayi yatirnmlarda oncii sektor olarak belirlenmistir.
Ancak her iki tablo da imalat sanayi haricindeki yatirimlarin oldukg¢a genele yayilmis bir goriiniim izledigini
gostermektedir. Ayrica tablolarin gosterdigi yatirim portfoyii, disa bagimlilig1 azaltmaktan ¢ok, kalkinma

hedefini 6n plana koyan bir iilkenin ekonomisine ait gibi goriinmektedir.
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Tablo 10: 1963-1979 Déneminde Yatirimlarin Sektorel Dagilimi

(%) Konut Egitim Saghk Diger Hizmetler
Kamu Ort. 3,1 8,6 2,5 8,2

Pay 8,6 97,0 92,9 64,6
Ozel ort. 32,6 0,3 0,2 4,5

Pay 91,4 3,0 7,1 35,4
Toplam Ort 19,2 4,1 1,3 6,2

Kaynak: (Tirkiye Cumhuriyeti Strateji ve Biitge Bagkanligi, 2020).

Tablo 11: 1963-1979 Doneminde Yatirimlarin Sektorel Dagilimi

(%) Tarnm  Maden imalat  Enerji  Ulastirma Turizm
Kamu Ort. 13,4 6,6 19,3 13,8 234 0,9

Pay 55,3 1,2 4,8 2,1 2,0 0,3
Ozel Ort. 10,9 0,9 40,7 0,5 9,0 0,4

Pay 447 120 678 38 278 313
Toplam Ort. 12,1 3,5 31,0 6,6 15,5 0,6

Kaynak: (Tiirkiye Cumhuriyeti Strateji ve Biitge Bagkanligi, 2020).

1980°de Tiirkiye’de uzun zamandir devam eden siyasi gerilim ordunun giderek siyasete miidahale etme
ihtimalini artirmistir. Oyle ki darbe gerceklesmeden once bile ordudan hem siyasete hem de ekonomiye

dogrudan bir miidahale niteligindeki 24 Ocak 1980 kararlar1 gelmistir.

IMF regetelerini andiran 24 Ocak 1980 kararlari ise su sekildedir (Yenal, 2017):

* Yiizde 32,7 oraninda devaliiasyon gergeklestirilerek giinliik kur ilan1 sistemine gegildi.
» QGiibre, enerji ve ulagtirma alanlari1 digindaki tiim devlet tegvikleri sonlandirildu.

» Devletin ekonomideki rolii azaldi.

* Dis ticarette tam serbestlik politikasi uygulandi.

* Yabanci sermaye yatirimlari yeniden tesvik edildi.

« Ithalat yasaklari tedricen kaldirilds.

e Doviz alimi serbest birakildi.
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1980’lere kadar bagimliligin artis gosterdigi, dis ticaret agiklarinin, dig borglarin kimi zaman yavag kimi
zaman hizl1 bir sekilde biiytiidiigi, 33 yillik bir ekonomik deneyimin ardindan 24 Ocak Kararlarini almanin,
Tiirkiye’nin ulusal ¢ikarlar ile ilgisi tartismali goziikmektedir. Ciinkii Tablo 12’de de goriildiigii iizere 24
Ocak Kararlar1 ekonomik bagimliligin normallesmesini saglamistir. Bu baglamda Arjantin ve Tiirkiye hem
ekonomik biiylimenin yasandigi hem de ekonominin diga bagimlhiginin arttigi 6rneklerdir. Dolayisiyla
Arjantin ve Tiirkiye i¢in ekonomik bagimlilik, toplumlarin zaman zaman refah seviyelerinin artmasina da
iilkelerin ekonomik biiyiimelerine de engel degildir. Nitekim refah artig1 ve ekonomik biiyiime, ekonomik

bagimlilikla beraber gerceklesebilecek olan ekonomik gelismelerdir (Siriner ve Dogru, 2005).

Tablo 12: Tlgili Yillarda Dis Ticaretin Seyri (% cinsinden)

Yil ihracat/ithalat  ihracat/GSMH  ithalat/GSMH  Disa Acakhk
1980 36,8 4,1 11,4 15,5
1981 52,6 6,6 12,5 19,1
1982 65,0 8,8 13,7 22,5
1983 62,0 9,2 15,1 24,3
1984 66,3 11,5 17,8 29,3
1985 70,2 11,5 16,7 28,2
1986 67,1 9,6 14,5 24,1
1987 72,0 11,6 16,3 27,9
1988 81,4 12,8 15,6 28,4
1989 73,6 10,6 14,5 25,1
1990 58,1 8,6 14,8 23,4
1991 64,6 9,0 13,9 22,9
1992 64,3 9,2 14,3 23,5
1993 52,1 8,6 16,5 25,1
1994 77,8 14,5 18,6 33,1
1995 60,6 18,0 29,7 47,7
1996 54,4 12,6 23,2 35,8
1997 52,0 13,4 25,8 39,2
1998 53,4 13,4 25,1 38,5
1999 54,3 14,3 26,2 40,5

Kaynak: (Toprak, 1999: 87).
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Tiirkiye ekonomisinde 2001 krizi bir dizi ekonomik ve siyasi krizin kiimiilatif bir etkisi olarak ortaya
cikmistir. 2001 krizinin temelinde ekonomik bagimliliga bagli kirilganliklar yatmaktadir. Kriz Tirkiye
ekonomisini toplam ii¢ noktadan zorlamistir. Bunlardan birisi 1998 yilinda Tiirkiye’nin en ¢ok ihracat
yaptig1 iilkelerden biri olan Rusya’nin krize siiriiklenmesi olmustur (Isik, 2005). Béylece dnemli bir ihracat
gelirinden yoksun olan Tiirkiye, o donemlerde her zamankinden daha fazla yabanci paraya ihtiya¢c duymus

ve iilkedeki yabanci sermaye hareketlilikleri artmistir (Bayat ve Tiifekei, 2009).

Siyasi arenada yasanan gerginligin kisa siirede yabanci sermaye i¢in panik havasi olusturmasi, yabanci
sermayenin hizla cekilmesine sebep olmustur. Ote yandan bazi ekonomistler, krizde 1999 yilinda
gerceklesen Marmara depremi sonrasinda devletin artan mali ylikiimliiligiin etkisinin de oldugunu ileri

surmektedir.

2001 krizini izleyen donemde Tiirkiye’deki siyasi atmosferin degismesi ve AK Parti’nin iktidara gelmesiyle
yeni bir donem agilmistir. AK Parti’nin iktidara geldigi yillarda, Tiirkiye’nin AB miizakerelerinin baglamasi
sebebiyle Tiirkiye ekonomisi yliksek miktarda yabanci sermaye akist almaktadir. Ancak ilerleyen siirecte
izlenmekte olan ekonomi politikalarinin Tiirkiye’nin yiiksek miktarda yabanci sermaye yatirimi alarak

siirekli dig ticaret ag1g1 vermesine neden olmasi dis ticaret dengesinde kendisini gostermistir.

Tablo 13’te goriildiigii iizere bu donem, bagimlilik perspektifinden bakildiginda; genel anlamiyla
ozellestirme gelirleriyle dis borglarin finanse edildigi, yogun sicak para akisiyla ekonominin biiyiimeye
devam ettigi, ancak kronik dis agiklarin katlanarak arttigi, ekonomik bagimlilik durumunun ¢ok daha ileri

seviyelere tagindig1 bir donem olarak karsimiza ¢ikmaktadir.

Tablo 13: 2001-2018 Tiirkiye Dis Ticaret Dengesi (Bin dolar)

Yillar ihracat ithalat Dis Ticaret Dis Ticaret
Hacmi Dengesi
2001 31334 216 41 339 083 72 733 299 -10 064 867
2002 36 059 089 51 553 797 87 612 886 -15 494 708
2004 63 167 153 97 539 766 160706919 -34 372 613
2006 85534 676 139576 174 225110 850 -54 041 499
2008 132 027 196 201 963 574 333990 770 -69 936 378
2010 113 883 219 185 544 332 299 427 551 -71661 113
2012 152 461 737 236 545 141 389 006 877 -84,083,404
2014 157 610 158 242 177 117 399 787 275 -84 566 959
2016 142 529 584 198 618 235 341 147 819 -56 088 651
2018 167 967 219 223 046 481 391 013 699 -55 079 262

Kaynak: (Tirkiye Cumhuriyeti Ticaret Bakanligi, 2020)
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SONUC

Tarihselliklerinde 6nemli benzerlikler bulundugu diisiiniilen Tiirkiye ve Arjantin’in bagimlilik okulu
tartismalar1 perspektifinden teorik cercevede incelenmesinin amag¢ edinildigi bu caligma ile ekonomik

gelisme sorunlar1 tartismalarina farkli bir bakis agis1 sunmasi hedeflenmistir.

Arastirma kapsaminda incelenen ekonomilerde bagimliligin tarihsel bir siirecin parcasi oldugu ve siyasi
gelismelerden dogrudan etkilendigi anlasilmaktadir. Dolayisiyla ekonomiyi salt matematiksel ve mantiksal
bir olgu olarak ele almamanin ve ekonominin tarihsel olusumunu g6z ardi etmeden tarihsel baglamiyla ele
almanin hem ekonomik gelismelere daha gergekei bir perspektiften bakmay1 hem de ekonomik problemlere

alternatif ¢ozlimler tiretmeyi saglayacagi soylenebilir.

Calisma kapsaminda ele alinan 6rnekler, bir dizi tarihsel kosulun sonucunda ekonomik olarak bagimli hale
gelen her iki iilkenin de dis ticaret dengesizliginin siirdiigiinii ve dis bor¢larin 6denmesinde problem
yasanmaya devam ettigini gdstermektedir. Bu durum, tarihsel olarak ekonomide yapisal sorunlar barindiran
ve Ozellikle dis ticaret dengesi bakimindan bagimlilik emareleri gosteren iilkelerin, serbest piyasa kosullart
altinda gelisme gosterebilmesinin olduk¢a giic oldugunu gostermektedir. Cilinki iilkelerin mevcut
kosullardan kurtulmak i¢in ekonomilerinde ciddi yapisal reformlar gergeklestirmeleri gerekmektedir. Ancak
bu reformlarin gerek ekonominin diger ekonomilerle olan mevcut entegrasyon kosullarinin ve gerekse
sermaye sinifinin ¢ikarlarina ters diismesi gercegi altinda hayata gegirilebilme potansiyelinin diisiik oldugu

ifade edilebilir.

Tim teorik tartigmalar ve tarihsel siire¢ birlikte ele alindiginda, tipki bagimlilik teorisyenlerinin ortaya
koydugu gibi mevcut siyasal ve ekonomik yapida birkag istisnai 6rnek disinda gelismekte olan iilkelerin
gelismis iilke etiketi elde edebilme sansinin olmadig1 degerlendirilmektedir. Dolayisiyla gelismekte olan
iilkelerin ekonomik bagimliliga son vermek amaciyla mevcut iktisadi sisteme alternatifler gelistirmesinin
bagimlilik sorunun ortadan kaldirilabilmesi i¢in oldukga bilyiik 6nem arz ettigi sdylenebilir. Aksi takdirde
bu iilkelerde yasayan toplumlar bagimliligin uzun vadedeki zorlu etkileriyle yiizlesmeyi siirdiirmek zorunda

kalacaklardir.
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Abstract

The quality of treatment and care services provided in private health institutions is a significant factor for the
development and continuity of organizations. Organizations benefit from elements of public relations to ensure
corporate sustainability and patient commitment to the institution. Informing patients about requirements of the
treatment and care services offered to patients, the benefits of the applied treatment to the quality of life and the
course of their treatment is of great importance in terms of service quality. Today, besides the correct diagnosis
and treatments required for patient satisfaction in health institutions, the expert team, technological infrastructure,
fast and friendly service understanding, hygienic and physical conditions are necessary for corporate
sustainability. This research is based on determining the effect of promotional activities on the health institution
preference of patients having different sociocultural characteristics, and to what extent the promotional activities
applied in private health institutions affect the satisfaction levels of patients. The significance and purpose of the
research, the method of the research, the research model, data collected in the research are analyzed by the Spss
statistics program, and with the findings obtained, the problems determined are evaluated.

Keywords: Private Health Institutions, Public Relations, Patient Satisfaction, Patient Expectations

JEL Classification: 11, 12, M1
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INTRODUCTION

Given the fact that patients tend to be more selective in their treatment center preferences in the healthcare
sector, the fact that generation of good promotional activities in order to facilitate patients' choice of
treatment center is apparent. For efficient promotional activities in the health sector, the potential of patients
and their behavioral traits should be known very well. It is necessary to inform the patients about the
treatment and care services provided by the health institutions, that is, to contact with the patients requesting
treatment. For ensuring effective promotional activities, health institutions need to achieve this through
communication. Elements of promotion mix are used in order to convey the information about products
and/or services, which are produced by the businesses, to those who demand services. In this study, the
health services are introduced and the affects of public relations activities on patient satisfaction have been

investigated.

1. IDENTIFICATION OF TARGET AUDIENCE IN PRIVATE HEALTH INSTITUTIONS AND
COMMUNICATION CHANNELS

Besides the demographic and economic affects in the countries, the question of institutional preference of
the patients for treatment purposes are tried to be answered by taking into consideration also the
psychological and sociological affects. The question of which criteria are of prior significance is affected
by the treatment capacity of the sector, the expert team, by searching the physical standards, the
expectations, advantages, disadvantages and the affects on their behaviors and the patient's decision-making
process for getting service (Chaney, 199). In private health institutions, in relation to capacity to meet patient
expectations, institutions' ability to communicate effectively in relation to patients' demands for treatment
services, to make healthy decisions regarding what, how, when, where to say and to whom, they must have
set the target, that is, the message recipient well. Accordingly, they need to determine the sector in which
they will stand out and segment their sectoral share (Kotler, 2000). It is required to define the target
audience- that is, to whom the message will be delivered- that may be addressed by the business such as all
institutions that can be targeted by the service segmentation method in the health sector, those who use the
service and those who request it, as well as those advising to others needing the service, intermediaries etc.
( Beloucif,, Onaldson, 2004)



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

J O u rn aI E M I ISSN: 2602 — 3970 SS. 183-203
Bagvuru Tarihi/ Received Date: 25.08.2020

KONFERANS bildirisi Kabul Tarihi/ Accepted Date: 01.12.2020

The most appropriate communication channels in health organizations are mainly two channels; which one
of them is personal channels while the other is non-personal channels. Among these two channel types,
personal channels emerge as a result of establishing a mutual relationship during delivering or receiving of
the message to and by two or more people. Face-to-face, individual promotion promotional activities to an
audience can be given as an example (Blythe, 2001). On the other hand non-personal channels are; the
channels that deliver the message to the target audience without establishing a face-to-face relationship. The
most common of these channels, which are also called mass communication or mass media tools, are: health
programs on television, news programs introducing new treatment methods, internet, radio, print media,

open air vehicles and informative education programs (Gilbert, Jackaria, 2002).

2. PROMOTIONAL ACTIVITIES IN THE PRIVATE HEALTH SECTOR

The success of private health institutions, which cannot communicate the superiority, diversity and
appropriate payment facilities of their health care services to those who demand services, will be limited
and will depend on coincidences (Palazon, Ballester, 2009). Although distribution channels ensure that the
services are announced and delivered to the patients, this effect is limited. An effective promotion channel
should be used to give information about existence of the services of the health institutions, the benefits they
provide and their advantages on the quality of life (Sirgy, 1982). Patient satisfaction increases in patients
who receive services from health organizations with the quality of corporate communication services (Raaij,
Strazzieri, Woodside, 1999). Promotional activities aim to provide this communication with patients who
receive direct service and new patients. Promotional activities are related to introducing their services, by
providing information about health services, in order to make consumers to believe that they have
advantages in terms of quality, expert team, fast service, diagnosis and treatment accuracy compared to
competing health institutions (WHO-2003).

By the help of promotional activities in private health institutions, they aim to increase the demand for their
services at a certain price level, and thus to increase the amount of service. Private health institutions can
reach these goals through services they offer, by informing patients about the structure or current potential
of the health institution, reminding and persuading them about the features of treatment. (Ozkale, 1991;

Cemalcilar, 1996; Tek, 1999; Bickes, 2002 :). Criteria for determining promotion objectives; the objectives
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should be measurable and concrete, based on sound research on a well-defined target audience, be realistic,
reinforce the overall promotion plan, and promotional activities should be informative and arise awareness,

aim to persuade and remind. (Solomon, 1996).

Today, under current circumstances, the significance of promotional activities in health institutions is
increasing even more. The rise in competition also in private health sectors, as like other sectors, causes the
businesses to attach more importance to promotional activities (Shimp, Terence, 1993). However, high
sectoral investments due to the increasing significance of promotional activities are reflected in costs, and
therefore in service prices, and they affect the patients' preferences for health institutions (Wells, Tiger,
1971).

2.1. Service Definition and Scope in Private Health Sector

Private health institutions use personal promotion channel in marketing of their products and services.
Despite all difficulties of personal promotion or marketing, it is a sales development activity called hot
selling or active selling, which is frequently used today (Pearce & Hall, 1980). Babacan, 1997). If the
product or service is introduced to the buyer through a face-to-face relationship in promotional activities,
this relationship is expressed by the concepts of personal selling, face-to-face selling or selling. In private
health institutions, personal selling is the oldest, strongest and most frequently used promotional tool. The
basis of personal selling is face-to-face communication. In the personal sales activity, the consumer and the
seller adapt to the changing situation just in time. The one who promotes the product or service determines
the capacity of the purchaser and uses the promotion methods accordingly. In essence, the purpose of
personal promation is to convince the service recipient to receive the service in regard to the need (Govoni,
1986).

Personal service definition; we can define it as verbal communication to increase the patient potential of the
institution, and an act of informing individuals face-to-face about the service. (Cengiz, 2002). In health
services, it is the direct contact by public relations specialists providing information about the services
provided to individuals who demand treatment and care services. (Ergeneli, 2002) In order to promote, it is
offering of service by face-to-face communication on services and diversity of treatment (Olug, 1991).

During the treatment and care activities offered as personal promotion in the service sectors, the benefits of



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

J O u rn aI E M I ISSN: 2602 — 3970 SS. 183-203
Bagvuru Tarihi/ Received Date: 25.08.2020

KONFERANS bildirisi Kabul Tarihi/ Accepted Date: 01.12.2020

services are explained to the patients, they are mutually agreed, the consumer makes the payment, so that
the sale is realized. (Taylor, England, 2006).

3. PUBLIC RELATIONS IN HEALTH SECTORS AND PROMOTION PROGRAMS

It is very important to prepare a program for a successful public relations and promotional activity in the
health sector. When and what to do, how much is the budget, and rational use of the current budget is critical
for efficient use of employees. If we consider the planning process stages of public relations and promotional
activities (Balta, 2001; Odabasi, 2003);

e Collecting Information: The first thing to do in preparing the public relations and promotion
program is to determine the requests and thoughts of the target audience, that is, to gather
information about the target audience. Scientific methods should be used in collecting information
for reliable results (Kop, 2008). First of all, if any, previous researches, written books and articles
are examined. Various methods can be used to collect information. Information can be collected
using the methods of survey, question and answer interviews, telephone or face-to-face interviews,
etc. (Durmaz, 2008).

e Planning: In line with the information obtained as a result of collected information and the research
conducted, public relations and promotion program should be planned by use of findings obtained,
that is, what, when should be done and by whom have to be determined (Ayhan, 2006.). The
necessary budget for the public relations and promotion campaign, the communication means to be
used, the characteristics of the personnel, the current situation and the campaign objectives are
determined in detail at the planning stage. In planning, the aim should be to achieve the best result
and objectives set with the least effort. Therefore, it should be dwelled on determining the current
situation and objectives, determining and recognizing the target audience, determining the
communication means and appropriate message, and preparing the appropriate budget at the

planning stage. (Gude, Nirmalakhandan, Deng, 2010).
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Pretesting and Implementation: For determining whether the success can be achieved in accordance

with the information collected and the prepared plan, it is implemented on a small group

representing the target audience for pretesting purposes. According to the result obtained here, it is

decided whether the project will be implemented or not.

Evaluation of Results: As soon as the prepared plan is implemented, it is evaluated immediately and

in the evaluation made, it is determined whether the campaign is successful, that is, whether the

objectives set can be achieved with the determined budget. By the evaluation made, the benefit of

the campaign to the health institution is determined, and it is also used as a guideline for the

promotional activities to be prepared in the future (Kozisek, 2004).

4.FINDINGS

Table 4.1: Frequency and percentage distribution in relation to demographic characteristics of the research

participants

Demographic characteristics Frequency Percent
Gender
Male 137 33.7%
Female 269 66.3%
Total 406 100%
Marital status Frequency Percent
Single 269 66.3%
Married 137 33.7%
Total 406 100%
Age Frequency Percent
Age 20 and above 181 44.6%
Age 30 and above 129 31.8%
Age 40 and above 56 13.8%
Age 50 and above 24 5.9%
Age 60 and above 16 3.9%
Total 406 100%
Education level Frequency Percent
Primary school 10 2.5%
High school 66 16.3%
University 315 77.6%
University student 15 3.7%
Total 406 100%
Income status Frequency Percent
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1000 TL and above 36 8.9%

2000 TL and above 125 30.8%
4000 TL and above 121 29.8%
6000 TL and above 72 17.7%
10000 TL and above 52 12.8%
Total 406 100%

In Table 4.1, gender, marital status, age, education level and income status which are among demographic
characteristics of the participants have been evaluated, and when the results are reviewed, it is seen that, of
the participants; 33.7% is male, 66.3% is female, 66.3% is single, 33.7% is married, 44.6% is between ages
20 to 29 as called young age group, 31.8% is at age group 30 to 39, 13.8% is at age group 40 and above,
5.9% is at age group 50 and above, 3.9% is at age 60 and above as called higher age group. Of the
participants, 2.5% is primary school graduate, 16.3% is high school graduate, 3.7% is university student and
the remaining 77.6% is university graduate and has a high education level. All 406 participants have stated
their income status; it is seen that 8.9% of them has an income 1000TL and above, 30.8% earns 2000TL
and above, 29.8% earns 4000 TL and above, 17.7% earns 6000 TL and above, and 12.8% earns 10000 TL
and above.

Table 4.2: Do you think that promotional activities affect the patients in their preference for private health

institutions?

Frequency Percent
Yes 297 73.2%
No idea 44 10.8%
No 65 16.0%
Total 406 100.0%

In Table 4.2, it has been investigated that if the promotional activities are effective in the preference behavior
of patients for a health center; a majority of 73.2% stated that elements of promotion mix affect their
purchase of care and service, it is seen that promotional activities has no effect on service demand of 16%,
while 10.8% of the participants stated that they have no idea. As a result of the data obtained, the vast
majority of participants believe the effect of promotional activities on the health center preferences of
patients.
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Table 4.3: Which option do you think is the most important reason and effective on why patients get health

services from private centers?

Frequency Percent

Introduction of technological devices and services 135 33.3%
Price advantage 29 7.1%
Effect of arisen competition on quality 49 12.1%
Opportunity of choosing between goods and services of competing 45 11.1%
organizations
Effect of increase in patient demand on treatment costs 11 2.7%
Giving information about the features of treatments 137 33.7%

Total 406 100.0%

In Table 4.3, regarding the most important reason why promotional activities are effective in the center

selection of patients, 33.7% of the patients stated the option of giving information about the features of the

treatments, 33.3% stated the option of introduction of technological devices and services, 12.1% stated the

option of increase of quality due to arisen competition, 11.1% stated the option of opportunity of choosing

between goods and services of competing organizations, 7.1% stated the option of decrease in prices due to

arisen competition, 2.7% stated the option of decrease in treatment costs due to increased patient demand,

and it has been emphasized that giving information about distinguishing features of care and treatments is

critical in preference of the patients. Therefore, it is required by the firms to attach importance on

promotional activities.

Table 4.4: Which option do you think is the most important reason that promotional activities are not

effective in patients' service demands?

Frequency Percent
Causing excessive consumption 45 11.1%
Not reflecting the truth, being deceptive and misleading 181 44.6%
Increase in price of the product due to the expenses made 74 18.2%
Causing indecision of consumers due to activities of intense 106 26.1%
advertising, personal sales etc.
Total 406 100.0%
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In Table 4.4, as the most important reason of promotional activities not being effective, 44.6% of the
participants think that they do not reflect the truth, are deceptive and misleading, 26.1% of them think that
they cause indecision of patients due to activities of personal sales etc., 18.2% of them think that they
increase the cost of services due to the expenses made, 11.1% of them think that introduction of a treatment
by health institutions has no effect on promotional activities and this is not effective on demand of service
by patients in case of need. In health institutions, the public relations should pay attention that the

promotional activities reflect the reality and convincing while performing such activities.

Table 4.5: Do you think that promotional activities should be performed for the service purchase

processes?
Frequency Percent
Yes 270 66.5%
No idea 97 23.9%
No 39 9.6%
Total 406 100.0%

In Table 4.5, the answers of the participants to the question, “Do you think that promotional activities should
be performed for the service purchase processes?” are evaluated and 66.5% participants stated that
promotional activities are required to perform, while 9.6% of them stated they are not required, and 23.9%
of them stated that they have no idea. It has been understood that promotional activities are significant in
treatment process of patients.

Table 4.6: Which of the following options affect your choice of Private Health Institutions?

Importance Level 1 Importance Level 2 Importance Level 3
Frequency Percent Frequency Percent Frequency Percent

R -

ecommendations 199 12.9% 83 10.8% 25 9.0%
Market research 157 10.2% 101 13.1% 27 9.7%
Price 188 12.2% 89 11.6% 19 6.8%
Past experiences 187 12.1% 83 10.8% 15 5.4%
External image of the 166 10.8% 93 12.1% 21 7.5%

Health institution
Quality Standards 253 16.4% 32 4.2% 10 3.6%
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Follow-up
appointments offered
after treatment
Physical conditions 76 4.9% 112 14.6% 88 31.5%
of the institution

Promotional

activities (public 120 7.8% 107 13.9% 57 20.4%
relations and

promotion)

Total 1542 100.0% 769 100.0% 279 100.0%

196 12.7% 69 9.0% 17 6.1%

In regard to question of which of the options affect your choice of private health institutions asked to the
participants, the preference of patients is substantially affected by quality standards of health institutions,
recommendations, patient follow-up after the treatment and price advantage compared to competing health.

Table 4.7: Frequency and percentage distribution for the effect of technology used by and physical
conditions of the health center on patient preference.

Frequency Percent
Affects fully 67 16.5%
Affects 156 38.4%
No idea 70 17.2%
Not affect 80 19.7%
Not affect at all 33 8.1%
Total 406 100.0%

If the frequency and percentage distribution for the effect of technology used by and physical conditions of
the health center on patient preference is reviewed; cutting edge technology used by the health institution
has a substantial impact on patients.

Table 4.8: Discounts made by the private health institution affects my preference positively.

Frequency Percent
Affects fully 137 33.7%
Affects 215 53.0%
No idea 26 6.4%
Not affect 18 4.4%
Not affect at all 10 2.5%

Total 406 100.0%




International Journal Entrepreneurship and Management |nquiries

Cilt 4 - Say1 7 - Aralik 2020

J O u rn a_I E M I ISSN: 2602 — 3970 SS. 183-203

Bagvuru Tarihi/ Received Date: 25.08.2020

KONFERANS bildirisi Kabul Tarihi/ Accepted Date: 01.12.2020
Hdairisi

Asked to the patients if price discounts made by private health institutions affect their choice, and it has
been observed that such discounts affect patient preference substantially, by 53.0%.

Table 4.9: Frequency and percentage distribution based on answers of participants regarding if the treatment
campaigns organized affect service purchase behavior or not.

Frequency  Percent

Affects fully 107 26.4%
Affects 211 52.0%
No idea 50 12.3%
Not affect 31 7.6%
Not affect at all 7 1.7%
Total 406 100.0%

When the frequency and percentage distribution based on answers of participants regarding if the treatment

campaigns organized affect service purchase behavior or not is reviewed, it is seen that it as effective by
52%.

Table 4.10: Regarding my preference for a health center, explanatory information catalogues and leaflets
related to the demanded treatment/care service

Frequency Percent
Affects fully 60 14.8%
Affects 135 33.3%
No idea 107 26.4%
Not affect 65 16.0%
Not affect at all 39 9.6%
Total 406 100.0%

For the question asked to the participants if center preference of patients is affected by explanatory
information catalogues and leaflets related to the demanded treatment/care service, it is seen that their
preference is affected by 33.3%.
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Table:4.11: Regarding my preference for a health center, being a sponsor for social responsibility projects
by Private Health Institution

Frequency Percent
Affects fully 79 19.5%
Affects 140 34.5%
No idea 103 25.4%
Not affect 57 14.0%
Not affect at all 27 6.7%
Total 406 100.0%

It is seen that service demand of participants is affected by sponsoring social responsibility projects by
health institutions by 34.5%.

Table:4.12: Regarding my service demand, establishment of foundations, hospitals, schools, etc. by
private health institutions

Frequency Percent

Affects fully 110 27.1%
Affects 165 40.6%
No idea 68 16.7%
Not affect 41 10.1%
Not affect at all 22 5.4%
Total 406 100.0%

It is seen that service demand of patients is affected by establishment of foundations, hospitals, schools, etc.
by private health institutions by 40.6%.

Table 4.13: Regarding my preference, conducting environmental activities by the health institution

Frequency Percent
Affects fully 133 32.8%
Affects 169 41.6%
No idea 58 14.3%
Not affect 29 7.1%
Not affect at all 17 4.2%

Total 406 100.0%
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It has been determined that if the health institution is involved in environmental activities, this affects the
patients’ choice by 41.6%.

Table:4:14 Regarding my service demand, promotion of the health center by impartial people

Frequency  Percent

Affects fully 120 29.6%
Affects 169 41.6%
No idea 63 15.5%
Not affect 30 7.4%
Not affect at all 24 5.9%
Total 406 100.0%

It has been determined that if the health center is promoted by impartial people, this affects the patients’
choice by 41.6%.

Table 4.15: Regarding my purchase of service, popularity of the health center

Frequency Percent
Affects fully 83 20.4%
Affects 194 47.8%
No idea 66 16.3%
Not affect 31 7.6%
Not affect at all 32 7.9%
Total 406 100.0%

If the health center is mentioned in the media frequently and popular among the treatment centers, this
affects the center preference of patients by 47.8%.

Table 4.16: Regarding my service demand, since the information, leaflets explaining the health services
ensure me to know the different types of treatments and care services, this

Frequenc Percent

y
Affects fully 82 20.2%
Affects 189 46.6%
No idea 70 17.2%
Not affect 40 9.9%
Not affect at all 25 6.2%

Total 406 100.0%
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The health institution preference of patients is affected by leaflets including information about different
treatment services and types by 46.6%.

Table 4.17: Regarding my service demand, if the specialist giving health service is presentable

Frequency Percent
Affects fully 88 21.7%
Affects 181 44.6%
No idea 84 20.7%
Not affect 26 6.4%
Not affect at all 27 6.7%
Total 406 100.0%

It is seen that if the specialists giving health service are presentable , this affects the service demand of
patients by 44.6%.

Table 4.18: Regarding my service demand, the behavior (warm, cold, etc.) of the team in the health
institution

Frequency Percent
Affects fully 143 35.2%
Affects 183 45.1%
No idea 46 11.3%
Not affect 19 4.7%
Not affect at all 15 3.7%
Total 406 100.0%

The friendly and sincere behaviors of the team in the health institution affect the service demand of patients
by 45.1%.
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Table 4.19: Regarding my service demand, providing honest, understandable answers to my questions by
the healthcare specialist

Frequency Percent
Affects fully 203 50.0%
Affects 156 38.4%
No idea 27 6.7%
Not affect 10 2.5%
Not affect at all 10 2.5%
Total 406 100.0%

Providing honest, understandable answers to the informative questions of patients related to the treatment
by the specialist offering the health service affect the service demand of patients by 38.4%.

Table 4.20: Regarding my service demand, the knowledge of health employees related to treatment/care

Frequency Percent

Affects fully 169 41.6%
Affects 180 44.3%
No idea 27 6.7%
Not affect 17 4.2%
Not affect at all 13 3.2%
Total 406 100.0%

The knowledge and experience of health employees related to treatment/care affects the treatment center
preference of patients significantly, by 44.3%.

Table 4.21: Regarding my service demand, having information about all details of the planned treatment
and care services before and after

Frequency Percent
Affects fully 154 37.9%
Affects 180 44.3%
No idea 44 10.8%
Not affect 15 3.7%
Not affect at all 13 3.2%

Total 406 100.0%
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It has been determined that giving information to patients regarding all details of the planned treatment and
care services before and after and about all related stages affect the choice of a health institution by patients
by 44.3%.

Table 4.22: The frequency distribution of effect of follow-up care after treatment on private health
institution preference for service purchase

Frequency  Percent

Affects fully 220 54.2%
Affects 138 34.0%
No idea 34 8.4%
Not affect 4 1.0%
Not affect at all 10 2.5%
Total 406 100.0%

It is seen that the frequency distribution of follow-up care after treatment on private health
institution preference for service purchase is 220, and it affects fully with a rate of 54.2%.

4.1. Relationship Hypotheses

4.1.1. The relationship between the education level of participants and holding of promotional
activities or not

H10: There is no relationship between the education level of the participants and the opinions about
whether promotional activities to be held or not.

H11: There is a relationship between the education level of the participants and the opinions about
whether promotional activities to be held or not.

4.2. Chi Square Test 1

Value Df Asymp. Sig. (2-sided)
Pearson Chi-Square 28,0752 6 .000
Likelihood Ratio 27.173 6 .000
N of Valid Cases 406

The minimum expected count is 1.08.
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In the calculated chi square test, the value of Asymp. Sig. (2-tailed) is considered and this is called p value.
If P<0.05, there is a relationship between the education level of the participants and the opinions about
whether promotional activities to be held or not. If P>0.05, it is concluded that there is no relationship
between the education level of the participants and the opinions about whether promotional activities to
be held or not.

Since Asymp. Sig. value is found lower than 0.05 in the analysis conducted, the H11 hypothesis is
accepted. It is apparent that there is a relationship between the education level of the participants and the
opinions about whether promotional activities to be held or not. As the level of education increases, the
consumer becomes more conscious and follows promotional activities more effectively.

4.3. The relationship between the age of participants and their thoughts on preferring to purchase
service from private health institutions

H20: There is no relationship between the age of participants and their thoughts on preferring to
purchase service from private health institutions.

H21: There is a relationship between the age of participants and their thoughts on preferring to purchase
service from private health institutions.

4.3. Chi Square Test 2

Asymp. Sig. (2-
Value df sided)
Pearson Chi-Square 6.9878 8 .538
Likelihood Ratio 10.817 8 212
N of Valid Cases 406

The minimum expected count is 1.73.

In the calculated chi square test, the value of Asymp. Sig. (2-tailed) is considered and this is called p value.
If P<0.05, there is a relationship between the age of participants and their thoughts on preferring to
purchase service from private health institutions. If P>0.05, it is concluded that there is no relationship
between the age of participants and their service demand. Since Asymp. Sig. value is found higher than
0.05 in the analysis conducted, the H20 hypothesis is accepted. It is apparent that there is no relationship
between the age of participants and their thoughts on preferring to purchase service from private health
institutions.
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4.4, The relationship between the promotional activities and the thoughts of participants on
preferring to purchase service from private health institutions

H30 : There is no significant relationship between the promotional activities and the thoughts of participants
on preferring to purchase service from private health institutions.

H31: There is a significant relationship between the promotional activities and the thoughts of participants
on preferring to purchase service from private health institutions.

4.5. Chi Square Test

Asymp. Sig. (2-
Value df sided)
Pearson Chi-Square 62.9912 4 .000
Likelihood Ratio 54.212 4 .000
N of Valid Cases 406

1 cell (11.1%) is expected.

In the calculated chi square test, the value of Asymp. Sig. (2-tailed) is considered and this is called p
value. If P<0.05, there is a significant relationship between the promotional activities and the thoughts of
participants on preferring to purchase service from private health institutions. If P>0.05, it is concluded
that there is no significant relationship between the promotional activities and the thoughts of participants
on preferring to purchase service from private health institutions. Since Asymp. Sig. value is found lower
than 0.05 in the analysis conducted, the H31 is accepted. It is apparent that there is a significant
relationship between the promotional activities and the thoughts of participants on preferring to purchase
service from private health institutions.
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CONCLUSIONS

Access to information is easier today as a result of advances in technology, and this has caused the
consumers to become more investigative and inquisitive. While deciding to purchase service, they prefer
a health center after lots of filtering process. The biggest expectation of the consumer from a company is
to be treated with the same interest level during after sales support as like the one shown during the sales.
For this reason, many patients prefer well-established corporate health companies. Regardless of the
sector, the biggest expectation of patients is that to be treated with the same interest level during support
process after the treatment and care service as like the one shown during the service giving process.
Therefore, many patients prefer well-established corporate companies. As well as the importance of
marketing strategies, all promotional activities are important for consumers.

Today, quality awareness is the first priority of individuals and it has been stated that promotional
activities are not effective in companies that have not proven their quality. In other words, the quality is
very important in health. If they will be transparent in post-treatment services, the service quality in
promotional activities will be a reason for preference by the patient. Patients' trust in treatment centers
makes them preferable and recommendable. The participants responded to the questionnaire stating if the
promotional activities in health institutions are important for the attitudes and behaviors of the patients
have stated that it is important for them to receive complete information about the treatments. As a result
of these answers, we can say that they should know the services and that the promotional activities
increase the brand awareness of the institutions. The promotion activity coming in the first rank for the
people participating in the research is personal promotion. The reason why the personal promotion is
critical for patients is that they think that they can get accurate and detailed information about the services.
The companies offering health services should have an ethical approach expected by the consumers, and
they should provide their service in a reliable manner. They should first determine their duties and
objectives, and in this direction, they should set their goals. It should meet the expectations of consumers
during their activities for technology development. Health tourism is becoming more and more common
nowadays and for all these reasons, attaching great importance to the expert team, technological
infrastructure, hygienic and physical conditions, and the most important of all, to the understanding of
friendly and sincere service by the health institutions is a must. The health institutions should adapt to
developments in terms of specialist number and treatment facilities of the centers in order to compete with
the leading health institutions of the world, so that they will not become inadequate in terms of
technological infrastructure. The companies offering health services should calculate their service costs
and treatment expenses correctly and they should also add promotional activities to this to ensure correct
pricing in services, and they should maintain price stability at all times. They should attach importance to
patient loyalty programs, and they should provide the highest service quality by investing in post-
treatment support. The health institutions that fulfill service quality and patient expectations thanks to the
promotional activities can be preferred much more by increasing their capacity. For ensuring corporate
sustainability and development, companies that also engage in environmental activities and allocate
budget for social responsibility projects can be one step ahead of others.
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Teknoloji diinyasinda ger¢eklesen olaganiistii hizdaki gelismeler, kiiresellesme ve rekabet, pazarlama alaninda
cesitli zorluklar yaratirken; miisteri davranislarinda da yeni degisimler olusturmaktadir. Geleneksel pazarlama
araclar1 bu degisime yanit verememekte ve isletmeleri yeni ¢oziimler bulmaya yoneltmektedir. Gilintimiizde
isletmeler, miisterilerine ulagsmak ve daha etkin iletisim kurmak icin yenilik¢i ve alternatif iletisim yollarini
aramaktadir. Bununla birlikte, tek yonlii iletisimin artik calismadigini ve miisterilerle duygusal baglarin varligini
fark etmeye basglamislardir. Deneyimsel pazarlama, isletmelerin olumlu deneyimler yaratarak ve miisteri
duygularina dokunarak sadik misteriler olusturmayi amagladigi bir pazarlama konseptidir. Bu konsepti
uygulayan isletmeler, miisterilerine unutulmaz bir deneyim sunmaya yogunlasmaktadir. Deneyimsel pazarlama,
isletmelere; miisteri sadakati, miisteri memnuniyeti, satiglarin ve yatirim getirisinin arttirilmast gibi 6nemli
avantajlar sunmaktadir. Bu baglamda bu ¢aligmada, deneyimsel pazarlama kavrami hakkinda genis bir kavramsal
cergeve olusturmaya odaklanilmaktadir. Ayrica ¢alismada, isletmeler tarafindan yapilan gesitli deneyimsel
pazarlama drneklerine de yer verilerek, soz konusu pazarlama kararlarini alirken yoneticilere yardimci olunmast
amaclanmaktadir.

Anahtar Kelimeler: Deneyimsel Pazarlama, Deneyim, Deneyimsel Pazarlama Ornekleri,
Deneyimsel Pazarlamanin Avantajlari

Jel Kodlari: MO0, M30, M31
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While the extraordinary rapid developments in the technology world, globalization and competition create
various challenges in the field of marketing; it also creates new changes in customer behavior. Traditional
marketing tools cannot respond to this change and lead businesses to find new solutions. Today, businesses are
looking for innovative and alternative ways of communication to reach their customers and communicate more
effectively. However, they have begun to realize that one-way communication is no longer effective and there
are emotional bonds with customers. Experiential marketing is a marketing concept in which businesses aim to
have loyal customers by creating positive experiences and touching customer emotions. Experiential marketing
offers businesses significant advantages such as customer loyalty, customer satisfaction, increasing sales and
return on investment. In this context, this study focuses on creating a broad conceptual framework about the
experiential marketing. In addition, the study aims to assist managers in their marketing decisions by including
various experiential marketing examples of businesses.
Keywords: Experiential Marketing, Experience, Examples of Experiential Marketing,
Advantages of Experiential Marketing
JEL Classification: M00, M30, M31
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GIRiS

Kiiresellesme ve rekabetin yani sira ekonomik durgunluklar ve gevresel krizler, pazarlama alaninda ¢esitli
zorluklar yaratmistir (Khan ve Rahman, 2014: 319-320). Pazarlama yonetimi felsefelerinin gelisimi; liretim
kavrami, iriin kavrami, satis konsepti, pazarlama kavrami, toplumsal pazarlama kavrami ve iligki
pazarlamasi konseptinden giiniimiizde deneyimsel pazarlama kavramina dogru ilerlemistir. Holbrook ve
Hirschman (1982) bilgi isleme perspektifine alternatif olarak tiiketimin deneyimsel goriislinii ortaya
koymuslardir. Holbrook ve Hirschman’a gore; fanteziler, duygular ve eglence (3F) deneyimsel agidan
basarili tilketimin hedefleri ve olgiitleridir. Bagka bir deyisle, deneyimsel tiiketimde, bilgi isleme modelinin
rasyonel ve hedefe yonelik miisterisi, stirekli olarak eglence, keyif ve duyusal-duygusal uyarimi arayan
memnun bir kisiye doniismektedir. Deneyimsel pazarlama esasen alt1 duyuyla ilgilidir. Bunlar; koku, gérme,

tat, isitme, dokunma ve dengedir (Datta, 2015: 27).

Deneyimsel pazarlama, 1998 yilinda Pine ve Gilmore tarafindan dnerilen deneyim ekonomisi kavramindan
tiiretilmistir. Pine ve Gilmore, uzun vadeli bir bakis agisiyla, ekonomik degerin gelisimini emtialar, lirlinler,
hizmetler ve deneyimler olarak dort asamada degerlendirmislerdir (Tsaur vd., 2006: 48). Deneyimsel
pazarlama kavrami ilk olarak 1999 yilinda psikolog Bern Schmitt tarafindan kullanilmistir (Wang ve Lin,
2010: 108). Schmitt, ¢esitli endistrilerde isletmelerin odaginin geleneksel 6zellik/faydalar pazarlamasindan,
miisteriler i¢in deneyimler yaratmaya dogru kaydigini vurgulamis ve deneyimsel pazarlamanin ortaya ¢ikis
nedenlerini ii¢ O6nemli degisime baglamistir. Bunlar; bilgi teknolojilerinin her alanda kullanilmaya
baglanmasi, marka kavramimin egemenligi, iletisim ve eglencenin ayni anda her yerde bulunabilme

ozelligidir (Schmitt, 1999a: 53-54).

Deneyimsel pazarlama, miisteri duygularina dokunarak sadik miisteriler yaratmayi amaglayan ve igletmenin
sundugu iiriin ve hizmetler hakkinda olumlu hisler uyandiran bir pazarlama konseptidir. Bu yaklagimda
isletme; miisterilerin duyularina, kalplerine ve zihinlerine dokunarak bir {iriin veya hizmet yaratirken,
miisterilerine de unutulmaz bir deneyim yasatmaktadir (Noor, 2020: 192). Misterilere miikemmel
deneyimler sunma kavrami her endiistride genis ¢apta uygulanmaktadir (Yang, 2009: 242). Pine ve Gilmore
(1999), benzersiz bir miisteri deneyimi yaratmanin isletmeler i¢in finansal degerler saglayabilecegini

belirtmektedirler (De Farias vd., 2014: 92).
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Gilinlimiizde isletmeler, misterilerine ulagsmak ve daha etkin iletisim kurmak i¢in yenilik¢i ve alternatif
iletisim yollarin1 aramakta ve pazarlama harcamalarinda degisikliklere gitmektedirler. Ayrica miisterilerle
duygusal baglarin varligin1 ve tek yonlii iletisimin artik calismadigini fark etmeye baglamislardir. Marka
mesajinin sadece miisterilere iletilmesi degil, ayn1 zamanda onlar tarafindan kabul edilmesi, anlasilmasi ve
ideal bir sekilde deneyimlenmesi gerekmektedir. Dolayisiyla bu durum, miisterinin marka ile ilgili
deneyiminin tiim y6nlerinin 6nemli oldugu ve sonucu etkiledigi daha biitiinsel bir yaklasim olan deneyimsel
pazarlamanin kullaniminin artmasina yol agmistir (Strazdina, 2009: 23). Deneyimsel pazarlama, tiiketim
deneyimi siirecinde giderek daha 6nemli bir rol oynamaktadir ve isletmelerin pazarlama karmasinda ana

akim haline gelmektedir (Lin vd., 2009: 229).

Deneyimsel pazarlama; potansiyel miisterileri, marka ve tanitilan iriin veya hizmetlerle daha derin bir
baglant1 kurmay1 amaglayan deneyimlere dahil etmeye odaklanmaktadir. ABD'deki deneyimsel pazarlama
harcamalari, 2017 yilinda 57,7 milyar $dan 2018 yilinda 62,29 milyar $’a ulagmustir.
(https://www.statista.com/, 2019a). 2018 yilinda Statista’nin gergeklestirdigi ve perakende etkinliklerinin
ve deneyimlerinin ABD / Kanada tiiketicilerinin goriiglerine etkisini inceleyen ankette; katilimcilarin
yaklagik %85'i, bir markanin etkinliklerine ve deneyimlerine katildiktan sonra firiinlerini satin alma

olasiliklarinin daha yiiksek oldugunu belirtmislerdir (https://www.statista.com/, 2019b).

Festivaller, pop-up'lar, aktivasyonlar, tiriin 6rnekleme, sanal ger¢eklik (VR) ve artirilmis gerceklik (AR);
markalarin, pazarlama stratejilerinde deneyimi merkezlemek ve Kkitlelerini dogrudan hikayelerine dahil
ederek derin baglantilar olusturmak icin kullandiklar1 araglardir. Duygusal ve duyusal pazarlamayi,
kigisellestirmeyi ve giivenilirligi birlestirmek, giiriilti ve karmasay1r agmaktan daha fazlasini yapan
siiriikleyici marka deneyimleri yaratmaktadir. Deneyimsel pazarlama, tiiketicileri sadece dikkat etmeye
zorlamakla ~ kalmamakta, aym1  zamanda tiiketicilerin  istemelerini de  saglamaktadir

(https://insights.bookmarkcontent.com/, 2020).

Agency EA tarafindan hazirlanan Experiential Marketing Trends Report 2020’ye gore, marka
pazarlamacilarin %87'si hedef kitleleriyle etkili bir sekilde baglanti kurmak i¢in ve %831l web sitesi trafik
/ potansiyel satis yaratmak i¢in deneyimsel pazarlamaya yatirim yapmaktadirlar. Ankete katilanlarin

yaklagik %20’si, pazarlama biit¢elerinin dortte birinden fazlasin1 deneyimsel pazarlamaya harcadiklarini
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belirtmiglerdir. 4 marka pazarlamacisindan 1'i kisisellestirilmis deneyimleri, etkinliklere/deneyimsel

aktivasyonlara kisilerin katilimi i¢in kullanilan en iyi taktik olarak degerlendirmistir (Menegus, 2020).

Ote yandan literatiirde deneyimsel pazarlama kavrami birgok farkli sektdrde ve bircok farkli baglamlarda
arastirilmistir. Tablo 1°de, literatiirde deneyimsel pazarlama ile ilgili yapilmis ¢aligmalarin ve bulgularinin

bir 6zeti sunulmaktadir:

Tablo 1: Deneyimsel Pazarlama Literatiirii

Yazar(lar)/Tarih Bulgular

Wahyono ve Nurjanah, = Deneyimsel pazarlama, miisteri sadakatini ve hizmet kalitesini olumlu ve 6nemli

2020 olciide etkiler.

Ishara ve Gayathree, Deneyimsel pazarlama, miisteri memnuniyetini; miisteri memnuniyeti de, miisteriyi

2020 elde tutmay1 etkilemektedir. Dolayisiyla turizm endiistrisi, deneyimsel pazarlamanin
tiim yonlerine odaklanmalidir.

Haumer vd., 2020 AR deneyimsel pazarlama, marka bilinirligi, marka birlikleri ve marka sadakati
boyutlar1 ile marka degerini olumlu etkilemektedir. Ayrica, AR deneyimsel
pazarlamanin satin alma niyetleri {izerinde dogrudan olumlu bir etkisi vardir.

Abadi vd., 2020 Deneyimsel pazarlama, miisteri memnuniyetini ve sadakatini 6nemli 6l¢iide etkiler.

Oliveira vd., 2020 Deneyimsel pazarlama, bankacilik sektoriinde daha fazla miisteri sadakatine yol agan
bir strateji olarak kullanilabilmektedir.

Yeh vd., 2019 Deneyimsel pazarlama ve hizmet inovasyonunun miisteri memnuniyeti tizerinde
olumlu etkileri vardir.

Lin, 2019 (i) Deneyimsel pazarlama ve deneyim degeri, (ii) deneyim degeri ve miisteri

memnuniyeti, (iii) deneyimsel pazarlama ve miisteri memnuniyeti arasinda pozitif

iligki bulunmaktadir.
Pratminingsih vd., Deneyimsel pazarlama ve hizmet Kkalitesinin, etnik restoran tiiketicilerinin
2018 memnuniyeti ve sadakati tizerinde etkisi bulunmaktadir.
Wahyuningtyas vd., Deneyimsel pazarlama ile miisteri memnuniyeti arasinda énemli bir etki vardir.
2017 Miisteri memnuniyetini ve sadakatini siirdiirmenin yollari, miisteri tarafindan

edinilecek deneyim ile ilgilidir. Misteri i¢in unutulmaz bir deneyim, miisteri

sadakatini saglamada ana faktorlerden biridir.
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Kanopaite, 2015 Deneyimsel pazarlama ve miisteri tarafindan algilanan deger arasindaki iliskiyi test
etmis; duyu deneyiminin, miisteri tarafindan algilanan degerin her bir degiskeni
tizerinde olumlu bir etkisi oldugunu gostermistir.

Verma ve Jain, 2015 Deneyimsel pazarlamanin; 6n deneyim, deneyim ve deneyim sonrasi gibi tiiketicinin
tim temas noktalarinin bir pargast oldugu tespit edilmistir. En uygun ve
ozellestirilmis deneyimleri olugturmak icin, tiiketicilerin ihtiyag ve gereksinimlerini
anlamak hayati onem tagimaktadir.

Khan ve Rahman, 2014 = Tim yapisal deneyimsel modiilleri, binek otomobil pazarindaki miisteri satin alma
niyetini etkilemektedir. Burada his, diisiince ve duyu deneyimlerinin miisteri satin

alma niyeti lizerinde giiglii bir etkisi vardir.

Tablo 1: (Devami)

Chen, 2013 (i) Deneyimsel pazarlamanin marka degeri iizerinde 6nemli 6l¢iide olumlu etkisi
vardir. (ii) Marka degeri, satin alma niyeti iizerinde 6nemli 6l¢iide olumlu etkiye
sahiptir.

Liang vd., 2013 Deneyimsel pazarlamanin satin alma niyetleri ile pozitif iligkili oldugu goriilmiistiir.
Ayrica, cinsiyet farkliliklarinin deneyimsel pazarlama ve satin alma niyeti arasindaki
iligki tizerindeki 1limli etkileri onemlidir.

Hyunjin, 2013 (i) Giizellik salonu franchise magazalarinin deneyimsel pazarlamasini olusturan
faktorler; duyusal, duygusal, diisiinsel, eylemsel ve aitlik pazarlama seklinde
gosterilen toplam 5 boyut olarak dogrulanmistir. (i) Giizellik salonu franchise
magazalarinin deneyimsel pazarlamasinin, miisterilerin yeniden ziyaret niyeti
lizerinde istatistiksel olarak onemli etkisi bulunmaktadir. (iii) Giizellik salonu
franchise magazalarinin deneyimsel pazarlamasinin, miisteri memnuniyeti tizerinde
istatistiksel olarak dnemli bir etkisi bulunmaktadir.

Maghnati vd. 2012 Duyusal (sense), duygusal (feel), eylemsel (act), aitlik (relate) ve diisiinsel (think)
deneyim ile deneyimsel deger arasindaki anlamli pozitif iliskiler bulunmaktadir.

Lee ve Chang, 2012 Sarap turizminin davranig modellerini agiklayan analitik sonuglar; deneyimsel
pazarlama, aktivite katilimi ve memnuniyet deneyiminin turistlerin sadakat
niyetlerini 6nemli dl¢lide etkiledigini gostermektedir.

Kustini, 2011 SEM (Yapisal esitlik modellemesi) analiz sonuglari, deneyimsel pazarlama ve marka

giiveninin iirtin sadakati ile pozitif ve anlamli iliskisini ortaya koymustur.
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Lee ve Hwang, 2010 Deneyimsel pazarlama ayni zamanda marka esitligi saglamak ve miisterilerle uzun
vadeli bir iliski siirdirmek igin digiik fiyathh kozmetik pazarinda &nemli bir

pazarlama araci olarak kullanilmaktadir.

Bu c¢aligsma ile, deneyimsel pazarlama kavrami hakkinda genis bir kavramsal ¢er¢eve olusturarak Tiirkge
literatiire katki sunmak hedeflenirken; isletmeler tarafindan yapilan gesitli deneyimsel pazarlama
orneklerine yer vererek, soz konusu pazarlama kararlarini alirken yoneticilere de yardimer olunmast
amaclanmaktadir. Bu dogrultuda; metin i¢inde 6ncelikle deneyim, miisteri deneyimi ve miisteri deneyimi
yonetimi ve deneyimsel pazarlama kavramlari anlatilmakta, ardindan deneyimsel ve geleneksel
pazarlamanin karsilastirilmas:t  yapilmaktadir. Akabinde deneyimsel pazarlamanin boyutlarindan
bahsedilmekte ve deneyimsel pazarlamanin faydalari ve zorluklari tizerinde durulmaktadir. Deneyimsel

pazarlama 6rnekleri konusuyla makale sonlandirilmaktadir.

1. DENEYIM, MUSTERI DENEYiMi VE MUSTERI DENEYiMi YONETIMi KAVRAMLARI

1970'lerde isletmeler pazarlama icin gii¢lii bir sekilde iirlin ve hizmetlerin kalitesine odaklanmistir. Bu
odaklanma, 1980'lerde miisteri memnuniyetine yonelmis ve son yillarda kalite ve miisteri memnuniyetinin
Otesine gecmistir (Botha ve Van Rensburg, 2010: 46). Deneyimler, bugiin pazarlamada anahtar kavramlar
olarak kabul edilmektedir ve tiiketici davranigim, pazarlama yonetimini anlamada kilit unsurdur. Isletmeler,
marka bilinirligini artirmak, misteri sadakatini saglamak ve sonugta kar1 artirmak igin olaganiistii miisteri

deneyimleri olusturma zorlugu ile kars1 karsiyadir.

Pine ve Gilmore (1999) deneyimlerin yeni ekonomik teklifler oldugunu iddia etmislerdir. Deneyim,
deneyim pazarlamanin ana bilesenidir ve gelecegin pazarlamasidir (Same, 2012: 2; Ismail, 2011: 167).
Bagka bir ifadede deneyim, olaylar1 yasama ve gdzlemleme eylemi olarak tanimlanmaktadir; ayrica egitim
ve daha sonra edinilen bilgiyi/ beceriyi ifade etmektedir (Hoch, 2002: 448). Holbrook ve Hirschman (1982)
deneyimi, bireylerin kayda deger bir sevgi igeren iiriin veya hizmetleri tiiketmesi ve bunlarla etkilesimi
olarak tanimlamislardir. Bu kisisel olay, bireyin yiiksek diizeyde duygusal yogunluk iceren ve sira dist bir
olay tarafindan tetiklenen olaganiistii bir deneyim olarak tanimlanan deneyimlere doniismesine neden

olabilmektedir (Ismail, 2011: 167-168).



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 204-231
Bagvuru Tarihi/ Received Date: 25.07.2020

KONFERANS bildirisi Kabul Tarihi/ Accepted Date: 27.12.2020

Literatiirde, birgok deneyim tanimi mevcuttur. Tablo 2’de farkl disiplinler baglaminda deneyim tanimlarina

iligkin bir bakis a¢is1 sunulmaktadir.

Tablo 2: Farkli Disiplinlerde Deneyim Tanimlar1 (Ueacharoenkit, 2013: 40)

Disiplin Tanmm
Fen Olumlu anlamda, pozitif bilimlerden miras alinan, genellestirilebilen nesnel gerceklere ve
Bilimleri verilere dayanan bir deneye benzeyen bir deneyim. Genel deneyim ile bilimsel deneyim

arasindaki farki tanimak 6nemlidir. Ortak bir deneyim bireye 6zel bilgi saglar, bilimsel bir
deneyim herkes icin gegerli evrensel bilgi saglar.

Felsefe Bir deneyim, genellikle bireysel olan1 doniistiiren kisisel bir denemedir: Bir seyi
deneyimlemek bilgi birikimine yol agar. Dahast, bu tekil ve evrensel bir bilgidir. Dolayisiyla
deneyim, basit bir yaganmig olay olarak kaldiginda degil, bilgiye doniistiigiinde kazanilir.

Sosyoloji ve | Deneyim, bireyin gelismesini saglayan 6znel ve biligsel bir faaliyettir. Deneyim kavrami

Psikoloji genellikle bilissel bir faaliyet, bir test, gergekligi insa etmek ve her seyden 6nce bunu
dogrulamak i¢in bir ara¢ olarak tanimlanir. Dogal ya da sosyal deneyim ve estetik bi¢cim
arasinda deneysel bir baglant1 vardir.

Antropoloji Deneyim, bireylerin kendi kiiltiirlerini yagama bigimleri ve olaylarin biling tarafindan nasil

ve Etnoloji alindigidir. Kavramsal olarak, ayni zamanda olay kavramindan da ayirt edilir, ¢iinkii olay
bagkalarina, topluma, diinyaya olan genel bir durumdur. Deneyim, bireyin basina gelen tekil
bir durumdur.

Yo6netim Deneyim tamamen tiiketilen iiriin veya hizmetler olan uyaranlarla etkilesime dayanan,

Bilimi cogunlukla 6nemli duygusal 6neme sahip kisisel olaylarla ilgilidir.

Miisteri deneyimi kavrami 1990'larda ve Pine ve Gilmore'un Experience Economy (1999) kitabi ile birlikte
daha yogun bir sekilde tartisilmaya baslanmistir. Pine ve Gilmore, deneyimlerin yeni iiriinler oldugunu,
tiriin/hizmetlerin deneyimlerden sonra geldigini iddia etmislerdir. Bu, ekonomik degerin ilerlemesi olarak
adlandirilmaktadir. Giiniimiiz ekonomisinde iiriin ve hizmetler artik yeterli gelmemekte ve gelecekteki
ekonomik biiyiime i¢in deneyimlere ihtiyag duyulmaktadir. Ayrica, Pine ve Gilmore; deneyim ekonomisinin
bir igletme igin yararh olabilecek dort deneyimsel degere (egitim, estetik, hayalperestlik, eglence) sahip

oldugunu belirtmislerdir (Snakers ve Zajdman, 2010: 15).
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Isletmeler, siirdiiriilebilir rekabet avantajlar1 elde etmenin bir yolu olarak miisteri deneyimini
benimsemislerdir. Miisteri deneyimi, miisterilerin bir igsletmeyle herhangi bir temasina (dogrudan veya
dolayli) igsel ve 6znel yanitlaridir ve isletme teklifinin her yoniinii kapsayan biitiinciil bir kavramdir
(Teixeira vd., 2012: 363). Miisterilerin %511, ¢ogu isletmenin harika deneyimler i¢in beklentilerinin altinda
kaldigini soylemektedirler. Dolayisiyla bu durum, deneyimsel pazarlama uygulama hedefinde olan markalar

icin kendilerini farklilagtirma konusunda ¢ok biiyiik bir firsat oldugunu ifade etmektedir.

Bookmark Content and Communications, 2020 yilinda yayinladigi Experiential Marketing Industry
Report’da, siiriikleyici marka deneyimi olusturmak i¢in dort 6nemli boyuttan bahsetmistir. Bunlar; duygusal
pazarlama, kisisellestirme, duyusal pazarlama ve giivenilirliktir (https://insights.bookmarkcontent.com/,
2020).

Duygusal pazarlama; tiiketicilerin duygularina hitap etmenin, s6z konusu iriiniin mantiksal faydalarimni
tesvik etmekten daha etkili bir taktik oldugu fikrine dayanmaktadir. Sadece markadan memnun olan
miisterilerin %45°1 markay1 6nerebileceklerini belirtirken, markaya duygusal bir bag hisseden miisterilerin

ise %71'i markay1 dnerebilecegini belirtmisglerdir.

Kisisellestirme; tiiketicilerin bireysellestirilmis tanima igin artan talebini karsilamaktadir. Miisteriler; 6zel
ihtiyaclarma ve tercihlerine uygun, 6zel pazarlama iletisimi beklemektedirler. Miisterilerin %63’

kisisellestirmeyi standart bir hizmet olarak gormektedir.

Duyusal pazarlama; tiiketicileri temel, fizyolojik bir diizeyde ele almaktadir. Goriintii ve sesten daha
fazlasidir. Miisterilerin %75°1, iiriinii satin almadan 6nce hissetmeyi tercih etmektedir. Miisterilerin %90’1
miizik, gorsel ve kokudan yararlanan bir magazay1 yeniden ziyaret etme olasiliginin daha yiiksek oldugunu

belirtmiglerdir.

Giivenilirlik; bir markay1 veya isletmeyi neyin giivenilir hale doniistlirdiigiinii tam olarak tanimlamak zor
olsa da, marka bilinci olusturmada yeni bir 6l¢iittiir. Seffaflik, yetkinlik, giiven ve sosyal sorumluluk gibi
faktorlerin hepsi bu maddi olmayan faktére katkida bulunmaktadir. Tiiketicilerin %86'st marka

giivenilirliginin satin alma kararlarinda 6nemli bir rol oynadigini sdylemislerdir.
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Bir deneyimi markalagtirmanin amaci, bir tiiketici ile olan her baglantida isletmenin deger teklifini
taahhiitlerinde tutarhi bir sekilde yansitmaktir. Ancak tiim deneyimler ayni degildir. Bazi durumlarda
deneyim daha yogun ve derin olurken, diger durumlarda deneyim tiiketici i¢in daha basit veya temel olarak
planlanabilmektedir. Deneyimin temel hedefi; tiiketicinin iiriin veya marka ile etkilesime girerek, yani tim
ilgili dokunma, koku alma ve gérme duyularinin kullanilmasini saglayarak, toplam iiriinii ve deneyimi
gelistirme siiresini uzatmaktir. Tiketiciler icgiidiisel olarak her yeni deneyimi, ge¢miste yasadiklari

deneyimlerle karsilastiracak ve buna gore degerlendireceklerdir (Machado vd., 2014: 956).

Miisteri deneyimi yonetimi (CEM), bir miisterinin bir {iriin veya sirketle ilgili tiim deneyimini stratejik
olarak yonetme siirecidir (Cruz vd., 2010: 189). Bu uygulama, amaclanan miisteri deneyimi ile gergek
miisteri deneyimi arasindaki boslugu kapatmak i¢indir. Bu konuda yardimci olmak i¢in; CEM yazilimz,
miisteri geri bildirimlerini otomatik olarak toplamak ve analiz etmek igin kullanilabilmektedir. CEM
yazilimi, isletmedeki herkese tek bir miisteri goriisii (SCV) saglamaya yardimci olmaktadir. Bunun
avantajlar1 arasinda iyilestirilmis miisteri hizmetleri, miisteriyi elde tutma, daha yiliksek doniisiim oranlari
ve daha iyi bir miisteri yasam boyu degeri (CLV) bulunmaktadir (Ratcliff, 2015). Schmitt, isletmelerin
miisteri deneyimlerini yOnetme c¢abalarinda basarili olmalart igin, miisteri deneyimi yoOnetimini
onermektedir. CEM'e gore, deneyimsel pazarlama gabalarinin bes uygulama asamasi vardir (Herdem, 2019:
35):

1. Miisteri analizi: Bu asamada hedef miisteriler, deneysel ortamlar, miisteri temas noktalari, aragtirma
yontemleri belirlenmekte ve rakipler arastirilmaktadir.

2. Deneyimsel bir platform olusturulmasi: Bu asama, miisteri deneyimlerini dikkate alarak mal ve
hizmetlerin konumlandirilmasini igermektedir. Sirketlerin miisterilere ne tiir uyaranlar veya mesajlar
vermek istediklerini g6z Oniinde bulundurarak markanin yer alacagi bir site (deneyimsel platform)
olusturulmalidir.

3. Marka deneyimi saglama: Bu asama, misteri arayiizlerinde (magaza, ¢agrt merkezi vb.) deneyim
platformunun uygulanmasimi, marka deneyiminin belirlenmesini ve deneyim igin araglarin secilmesini
icermektedir. Bu asamada isletmeler; miisteri iligkilerini gdzden gegirerek mal ve hizmetleri, logolari,
isaretleri, lojistik faaliyetleri, tanitim ve reklam araclarini, grafik ve tasarim siireclerini yeniden tasarlamakta

ve diizenlemektedirler.
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4. Miisteri etkilesiminin olusturulmasi: Bu agsamada, satin alma siirecinde tiiketicilerin ihtiyag duydugu bilgi
ve hizmetler, etkilesimli iletisim yoluyla etkin ve verimli bir sekilde olusturulmaktadir.

5. Sirekli yenilik: Teknolojik gelismeler ve siirekli gelisen yasam standartlari, tiiketici talep ve
ihtiyaclarinda degisiklige ve yeniden tasarlanan mal ve hizmetlerin ortaya ¢ikmasina neden olmustur. Boyle
bir ortamda isletmelerin; hayatta kalmak, biiyiimek ve hedefledikleri karlilik oranlarina ulasmak ic¢in
degisen kosullar1 yakalamalar1 ve araclarini, politikalarin1 ve stratejilerini siirekli olarak yenilemeleri

gerekmektedir.

2. DENEYIMSEL PAZARLAMA KAVRAMI

Miisterilerin tiiketim tutumlari, iiriin/hizmet tiiketiminde farklilasma ve olumlu / olumsuz deneyimler
yaratmaktadir. Uriin ve hizmetlerde unutulmaz deneyimler yaratmaya ve miisteriler igin cazip deneyimler
saglamaya yonelik anlayislar, rekabetci ortamdaki stratejileri farklilagtirmak ve konumlandirmak igin kritik
oneme sahiptir. Bu tiir cabalar deneyimsel pazarlama olarak adlandirilan yeni bir pazarlama perspektifinin
dogmasina yol agmisgtir (Ihtiyar vd., 2019: 2). Deneyimsel pazarlama, iiriin veya hizmetler hakkindaki
bilgilerden daha fazlasini saglayan bir yaklagimdir. Deneyimsel pazarlama ile ilgili ¢esitli teoriler mevcuttur
(Andreani, 2007: 2):

* Deneyimsel pazarlama, markalasma ve bilgi ¢agi igin yeni bir yaklagimdir. Miisteri
deneyimleriyle ilgilenmektedir; iriinlerin fonksiyonel ozelliklerine ve faydalarina odaklanan geleneksel
pazarlama bigimlerinden oldukga farklidir.

* Deneyimsel pazarlama, tiiketicinin bir marka ile kisisel ve duygusal iliskisini gelistirmek icin
entegre edilmis modern pazarlama uygulamalarinin birlesimidir.

* Deneyimsel pazarlama fikri gercek beyin Onyargilarini yansitir ¢iinkii tiiketicilerin belirli

duygular1 deneyimleme isteklerini yerine getirmekle ilgilidir.

Pazarlamadaki bu degisimin ortaya ¢ikmasimin nedenlerinden biri, {iriinlerin kitlesel metalagmasidir.
Piyasadaki tiim markalar benzer oldugunda, diger markalar tarafindan sunulan ayni {irlinlerin daha iyi bir
marka olarak 6ne ¢ikmasi zordur. Diger neden, bilgili ve teknoloji meraklisi tiiketicilerdir. Uzun televizyon

reklamlarim1 ya da gazete ve dergilerdeki basili reklamlar izlemek i¢in zamanlar1 yoktur; yalnizca
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dikkatlerini ¢eken konularla ilgilenmektedirler. Bu degisim, tiiketicilerin hizli ve tempolu yasamlarina
atfedilebilir (Verma ve Jain, 2015: 2).

Deneyimsel pazarlama taktiksel bir yontem degil, bir metodolojidir. Deneyimsel yonler, pazarlama
karmasinin hemen hemen her yerine uygulanabilmektedir. insanlarin duyularina, duygularma ve iliskilerine
hitap ettigi, sadece islevsellik veya satig onerisi vb. odaklanmadig: siirece herhangi bir pazarlama 6gesi
deneyimsel olabilmektedir. Deneyimsel pazarlama, marka sadakati olugturmanin, halkla iliskiler ve agizdan
agiza pazarlamanin uygun maliyetli bir yoludur. Deneyimsel kampanyalar genellikle miisteri etkilesimi ve
uzun vadeli iligkiler i¢in olduk¢a karmasik geleneksel medyadan daha iyi bir zemin saglamaktadir

(Strazdina, 2009: 25).

Modern miisterilerin nesneleri elde etmek i¢in doyumsuz istekleri oldugu fikri, tiiketimin altinda yatan
mekanizmanin yanlig anlasildigini gostermektedir. Miisterilerin temel itici giicii, bir tiriin/ hizmet ile ilgili
hayal ettikleri sekilde tatmin edici bir deneyim tatma arzusudur ve her yeni {irlin / hizmet, bu tiir bir
motivasyon i¢in firsat sunmaktadir (Ihtiyar vd.,2019: 4). Tiiketicilere sunulan deneyimler, diger tiiketicilere
sunulan deneyimlere benzer olabilmektedir. Ancak, bunun 6ziimsenmesi son derece kisiseldir. Deneyimsel
pazarlama mutlaka tiiketici katilimini igermektedir ve sosyokiiltiirel baglam dikkate alinarak tiiketicinin
belirtilen gereksinimlerinin &tesine gegebilmektedir. Bu nedenle, deneyimsel pazarlama sadece istekleri ve
ihtiyaglari degil, ayn1 zamanda kisisel imaj1, sosyal hedefleri, degismeyen duygulari, degerleri ve tiiketicinin

derinden koklesmis arzularini da ele almaktadir (Srinivasan ve Srivastava, 2010: 193-194).

Deneyimsel pazarlamanin evrensel olarak kabul edilmis bir tanimi yoktur. Deneyimsel pazarlama,
tilkketicilerin bir markayla baglanti kurmak i¢in i¢ goriilerini ve duygularini kullanan canli etkilegimi
icermektedir (Doherty vd., 2012: 2). Deneyimsel pazarlama terimi, gesitli firmalar tarafindan (6rn. Coca-
Cola, Gillette, MasterCard); etkinlik pazarlamas: ve sponsorluklar, ¢cevrimi¢i pazarlama ve ¢esitli iletisim
bigimleri dahil olmak {iizere bir¢ok farkli baglamda kullanilmigtir (Schmitt, 1999b: 20). Deneyimsel
pazarlama; nihai hedefin tiiketici memnuniyetini elde etmek oldugu bir iriin veya hizmete karsi, duygu
odakl1 bir yanitla birlikte bir degerlendirme olan tiiketici memnuniyeti yanitidir. Aslinda bu pazarlama sekli,
misterileri isletmelerin markalarimi algilamaya, deneyimlemeye, hissetmeye, gerceklestirmeye ve

iliskilendirmeye dahil etme siireciyle ilgilidir (Rajput ve Dhillon, 2013: 714).
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Smilansky (2017), deneyimsel pazarlamay1; marka kisiliklerini hayata geciren ve hedef kitleye deger katan
iki yonlii iletisim yoluyla miisteri ihtiyaglarini ve isteklerini karli bir sekilde belirleme ve tatmin etme siireci
olarak tanimlamaktadir. Deneyimsel pazarlama kampanyasi, marka ile hedef kitle arasinda ger¢ek zamanh
ve iki yonlii iletisimi igerdiginden canli bir marka deneyimi firsati saglamaktadir (Smilansky, 2017: 5-6).
Yeh ve digerleri (2019) ise deneyimsel pazarlamay1; bireysel miisterilerin belli bir uyarimi algilamasi, satin
almak icin motivasyonunu tesvik etmesi ve belirli olaylar1 gozlemledikten ve katildiktan sonra
diistinceleriyle 6zdeslestirme siireci olarak belirtmislerdir (Yeh vd., 2019: 3). Deneyimsel pazarlama bir
bagka ifade ile, triiniin, misterinin zihnine ve kalbine dokunabilecek duygusal deneyimler sunma

yetenegidir (Wahyuningtyas vd., 2017: 106).

Kim ve Huh (2007), deneyimsel pazarlamanin temel o6zelliklerini bes maddede ozetlemislerdir: (i)
Miisterilerle marka arasinda derin bir iligki olusturmak, (i) kisisel nihai degerlerle ilgili olmak, (iii) bir marka
ile biitiinsel deneyim, (iv) eglence, zevk ve baglilik, (v) miisteri memnuniyetini saglamak ve miisteriyi
etkilemek (Kim ve Huh, 2007). Buna karsilik Schmitt’e gore deneyimsel pazarlamanin Sekil 1°de gdsterilen
karakteristik ozellikleri su sekilde agiklanabilmektedir (Schmitt, 1999b, s. 20-21):

* Miisteri Deneyimleri: Geleneksel pazarlamanin iglevsel 6zelliklere ve avantajlara odaklanmasinin
aksine, deneyimsel pazarlama miisteri deneyimlerine odaklanmaktadir ve bu da ¢ok daha genis bir goriis
sunmaktadir. Deneyimler, belirli durumlarla karsilasma, gegme veya yasama sonucu ortaya ¢ikmakta ve
fonksiyonel degerlerin yerini alan duyusal, duygusal, bilissel, davramigsal ve iliskisel degerler
saglamaktadirlar.

* Biitiinsel Bir Deneyim Olarak Tiiketim: Deneyimsel pazarlama, hangi irtinlerin ilgili tiiketim
durumuna uydugunu, bu irilinlerin nasil tasarlanacagini, ambalajlama ve iletisimin iriinleri kullanma
deneyimini nasil gelistirebilecegini diisinmektedir. Ayn1 zamanda, deneyimsel pazarlama makro resmi ve
belirli bir tiketim durumunun anlamini daha genis sosyokiiltiirel baglaminda incelemektedir.

* Misterilerin Rasyonel ve Duygusal Olmasi: Misteriler siklikla rasyonel bir se¢cim yapsalar da,
duygu deneyimleri tarafindan siklikla fantezilerin, duygularin ve eglencenin pesine distiiklerinden, ayni
zamanda duygularla da yonlendirilmektedirler.

* Yontemler ve Araclar Eklektiktir: Deneyimsel pazarlama tek bir metodolojik ideolojiye bagh
degildir; eklektiktir. Analitik, kantitatif, sezgisel, nitel, sozel, gorsel yontemleri icerebilmekte ya da

laboratuvar ortaminda gergeklesebilmektedir.
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Miisteri
Deneyimleri

Yontemler/ Biitiinsel Bir

. Deneyim
Araglar L | Deneyimsel =
o Pazarlama Olarak
: Eklektiktir ~ Tiiketim

—

Miisterilerin
Rasyonel ve
Duygusal
. Olmas:

Sekil 1: Deneyimsel Pazarlamanin Karakteristik Ozellikleri

Kaynak: (Schmitt, 1999a: 58)

Bir deneyim yaratmak icin gerekli bir faktor marka kimligi hissidir. Uriinler/hizmetler, miinferit
ozellikleriyle degil, markasiyla bilinmektedir. Miisteri deneyimleri, isletmelerin irtinlerine/hizmetlerine
daha yiiksek bir prim talep etmesini ve boylece kar marjini arttirmalarini saglayabilmektedir. Bunun nedeni;
miisterilerin {iriin veya hizmetten ziyade, benzersiz olan deneyim i¢in 6deme yapmasidir. Bu nedenle,
isletmeler unutulmaz deneyimler yaratmak i¢in ¢caba gdstermelidir. Deneyimsel pazarlama, miisteriler i¢in
eglence, duygusal ve iyi bir bag yaratmaya vurgu yapmaktadir. Bir dezavantaji, bu 6zelliklerin 6l¢iilmesinin
zor olmasidir. Miisteri cirosu ve hatta geleneksel yaklasimlardaki memnuniyet 6l¢iilebilir olsa da, zevk gibi

parametrelerin 6lgiilmesi zordur (Srinivasan ve Srivastava, 2010: 193-194; Raghunathan, 2007: 132).
3. DENEYIMSEL VE GELENEKSEL PAZARLAMANIN KARSILASTIRILMASI

Geleneksel pazarlama; tirtin 6zelliklerine/ faydalarina ve miisterilerin nesnellik tarafindan yonlendirilen
rasyonel karar vericiler oldugu varsayimina dayanmaktadir. Deneyimsel pazarlama bu bakis agisin
tamamen degistirmis ve miisteri deneyimi ile 6znellige dayanan duygu odakli marka se¢imini tesvik etmistir
(Moraru, 2014: 2). Deneyimsel pazarlama, tiiketicileri ve pazarlamacilar1 ortak paylasim platformunda bir
araya getirmek igin en etkili iletisim aracidir. Deneyimsel pazarlama, tiiketicinin bir marka ile kisisel ve

duygusal iligkisini gelistirmek icin entegre edilmis modern pazarlama uygulamalarinin birlesimi ayrica
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hedefkitlelere lirtinii kesfetmeleri ve gelecekteki satin alimlar igin deneyimlemelerini saglayan etkinlik veya

deneyimlerdir (Nigam, 2012: 114).

Geleneksel pazarlama i¢in dort temel ozellikten bahsedilebilir. Bunlar: (i) Fonksiyonel 6zelliklere ve
faydalara odaklanma, (ii) {iriin kategorileri ve rekabetin dar bir sekilde tanimlanmasi, (iii) miisteriler
rasyonel karar vericiler olarak goriilmesi ve (iv) ydontem/ araglarin analitik, nicel ve sdzel olmasidir (Schmitt,
1999b: 20). Geleneksel pazarlama, geleneksel ortamlar araciligiyla bir iiriiniin veya hizmetin 6zelliklerini
ve avantajlarini sergileyerek potansiyel miisterileri ikna etmeye calisir. Deneyimsel pazarlama, miisteriler
icin kisisel bir deneyim yaratmay1 ve iiriin‘hizmetle etkilesime girerken duyularimi kullanmalarina izin
vermeyi igerir. Deneyimsel pazarlama, dokunma, ses, koku, tat ve gérme yoluyla dogrudan duyulara hitap

eder (Mohasoa, 2014: 5-6).

Deneyimsel pazarlama, geleneksel pazarlama tekniklerinden 6nemli dl¢iide farklidir ve marka hakkinda
olumlu ve ilgi ¢ekici anilar olusturarak tiiketicileri cezbetmeye calisir ve bu da geleneksel pazarlama
yontemlerinin aksine markaya duygusal bir baglilikla sonuglanir (Verma ve Jain, 2015: 2). Maghnati vd.
(2012), iki tiir pazarlama oldugundan bahsetmektedir: Geleneksel pazarlama ve modern pazarlama. Modern
pazarlama, miisteri deneyimi ve deneyimsel pazarlama kavramlarin1 vurgulanmasi nedeniyle geleneksel
pazarlamay1 gélgede birakmustir. Isletmeler giderek daha fazla miisterilerin ruhuna dokunacak imaj ve
mesajlar olusturmaya calismaktadir. Deneyimsel pazarlama kullanilmasiyla birlikte ana odaklar, tiriin

performansindan deneyimlerin eglencesine dogru degismektedir.

Tablo 3, geleneksel pazarlama ile deneyimsel (modern) pazarlama arasindaki temel farkliliklar:

aciklamaktadir (Maghnati vd., 2012: 170).

Tablo 3: Geleneksel ve Deneyimsel Pazarlamanin Karsilastiriimasi

Geleneksel Pazarlama Deneyimsel (Modern) Pazarlama

Pazarlama Uriin 6zellikleri ve avantajlari Biitiinsel tiiketici deneyimi

odag:

Kapsam Uriin kategorilerinin ve tiiketimin dar Daha genis tiikketim durumu ve sosyo-kiiltiirel
tanimi baglam

Miisteri Rasyonel karar alic1 Akiler ve duygusal varliklar - Duygu, Fanteziler ve

ozellikleri Eglence

Arastirma Analitik, sdzel ve nicel Eklektik, sdzel, gorsel ve sezgisel

yontemleri

Kaynak: (Maghnati, Ling, & Nasermoadeli, 2012: 170)
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4. DENEYIMSEL PAZARLAMANIN BOYUTLARI

Dube ve Le Bel (2003) memnuniyet kategorilerini entelektiiel, duygusal, sosyal ve fiziksel olarak dort gruba
ayirmistir. (Dube & Le Bel, 2003). Fornerino ve digerleri (2006) siiriikleyici bir tilketim deneyimi durumunu
analiz ederek bes farkli boyut belirlemiglerdir. Bunlar; duyusal-algisal, duygusal, fiziksel-davranigsal
bilesenler ve sosyal ve biligsel yonlerdir. Gentile ve digerleri (2007) ise, mevcut literatiirden yola ¢ikarak,
miisteri deneyiminin boyutlar1 olarak kabul ettikleri alti deneyimsel bilesen tanimlamiglardir. Bunlar;
duyusal (sensorial), duygusal (emotional), bilissel (cognitive), pragmatik (pragmatic), yasam tarzi (lifestyle)
ve iliskisel (relational) bilesendir. (Gentile vd.,2007: 398). Brakus ve digerleri (2009), marka deneyiminin
boyutlarini belirlemek i¢in felsefe, biligsel bilim, deneyimsel pazarlama ve yonetim {izerine yazilmis yazilari
incelemisler ve duyusal, duygusal, entelektiiel, davranigsal ve sosyal olmak iizere bes deneyim boyutu

tanimlamiglardir (Brakus vd., 2009: 54).

Ote yandan Schmitt (1999b), miisteri deneyiminin modiiler bir kavramsallastirilmasini &nermis ve
deneyimsel pazarlamanin stratejik cergevesini iki kategoride incelemistir: Stratejik deneyimsel modiiller
(SEMs) ve deneyim saglayicilar (ExPros). Stratejik deneyimsel modiiller (SEMs), yoneticiler tarafindan
miisteriler i¢in farkli misteri deneyimi tiirleri olusturmada kullanilmakta ve bes boyutu igcermektedir:
Duyusal deneyimler (SENSE), duygusal deneyimler (FEEL), yaratici biligsel deneyimler (THINK), fiziksel
deneyimler, davraniglar ve yasam tarzlari (ACT) ve bir referans grubu veya kiiltiirle iliskin (RELATE)
olusan sosyal kimlik deneyimi. Her modiiliin kendi amaglar1, i¢yapisi ve ilkeleri vardir (Schmitt, 1999b:
22):

Duyusal (SENSE) deneyim; gorme, ses, dokunma, tat ve koku ile duyusal deneyimler yaratmak amaciyla
duyulara hitap etmektedir. Isletmeleri ve iiriinleri farklilastirmak, miisterileri motive etmek ve estetik veya
heyecan yoluyla tiriinlere deger katmak i¢in duyusal deneyim kullanilabilmektedir. Temel ilkelerinden biri

biligsel tutarlilik/ duyusal ¢esitliliktir.

Duygusal (FEEL) deneyim; bir markaya bagli hafif olumlu ruh halinden gii¢lii seving ve gurur duygularina
kadar duygusal deneyimler yaratmak amaciyla miisterilerin i¢ duygularina hitap etmektedir. Duygusal

deneyimlerin ige yaramasi i¢in gereken, belirli duygular tetikleyebilecek uyaranlari yakindan anlamaktir.
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Uluslararas1 dlgekte basarili duygusal pazarlama kampanyalari olugturmak zordur. Ciinkii hem duygu
uyaran uyaranlar hem de belirli bir durumda empati kurma istekliligi genellikle kiiltiirden kiiltiire

degismektedir.

Yaratici ve biligsel (THINK) deneyim; miisterileri yaratici bir sekilde mesgul eden bilissel, problem ¢6zme
deneyimleri olusturmak amaciyla akla hitap etmektedir. Yaratict ve bilissel kampanyalar, yeni teknoloji

iirlinleri i¢in yaygindir ve bir¢ok endiistride iiriin tasarimi, perakendecilik ve iletisimde de kullanilmaktadir.

Davranis (ACT) deneyimi; fiziksel deneyimlerini hedefleyerek, farkli seyler yapma yollari, alternatif yasam
tarzlar1 ve etkilesimler gostererek miisterilerin hayatlarim zenginlestirmektedir. Davranis degisikligine
rasyonel yaklasimlar, bircok davranis degisikligi segeneginden sadece biridir. Yasam tarzlarindaki ve
davranislardaki degisiklikler genellikle motivasyonel, ilham verici ve duygusaldir ve siklikla rol modelleri

(film y1ldizlar1 veya sporcular gibi) igermektedir.

Ait olma (RELATE) deneyimi: diger dort (sense, feel, think, act) deneyimin 6zelliklerini igermektedir.
Bununla birlikte, bireyin kisisel ve 6zel duygularinin 6tesine uzanmakta, boylece bireyi kendi 6zel durumu
disindaki durumlarla iligkilendirmektedir. Bu tiir kampanyalar, bireyin kendini gelistirme arzusuna ve diger
bireyler tarafindan olumlu algilanma ihtiyacina hitap etmektedir. Kisiyi daha genis bir sosyal sistemle

iliskilendirmektedir.

Diger taraftan, bu bes farkli stratejik deneyimsel modiiller (SEMs), asagidaki gibi araglar1 olan deneyim
saglayicilar (ExPros) aracihigiyla kisilere aktarilmaktadir (Grundey, 2008: 140):

* Tletisim: Reklam, dis ve i¢ isletme iletisimi, halkla iliskiler kampanyalari, gérsel ve sozlii kimlik/
tabelalar, isimler, logolar, renkler vb.

* Uriin varh@:: Tasarim, paketleme ve goriintiileme

* Ortak markalagma: etkinlik pazarlamasi, sponsorluklar, ittifaklar, ortakliklar, lisanslama, filmlere
iirlin yerlestirme vb.

* Mekansal ortamlar: Isletme ofislerinin i¢ ve dis tasarimu, satis noktalari, fuar alanlari

* Web siteleri

* Kigiler: Satig gorevlileri, isletme temsilcileri, miisteri hizmetleri saglayicilari, ¢cagri merkezi

operatdrleri
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5. DENEYIMSEL PAZARLAMANIN FAYDALARI VE ZORLUKLARI

Deneyimsel pazarlama, bir iiriin veya hizmet hakkinda bilgi saglamak icin ¢ok etkilidir. Pazarlamacilar,
iirtinlerini rakiplerinden farklilastirmaya 6nem vermektedirler (Wahyuningtyas vd., 2017: 106). Deneyimsel
pazarlama, gelismekte olan bir pazarlama yonetimi felsefesidir. Rekabet yogunlastik¢a, isletmeler hayatta
kalmalar1 ve rekabette avantaj elde etmeleri i¢in miisterilerine unutulmaz bir deneyim sunmanin énemini
fark etmektedirler. Bir isletmenin rekabet avantaji, iriin inovasyonu, fiyatlandirma stratejisi, giiglii
pazarlama kanallar1 gibi unsurlara baglidir. Bununla birlikte, unutulmaz deneyimlerden elde edilen rekabet
avantajinin taklit ve ikame edilmesi daha zordur. Dolayisiyla, isletmelerin arzu edilen bir deneyim
sunabilme derecesi, yeni binyilda kiiresel pazarlardaki basarisini biiyiik 6l¢iide belirleyecektir (Tsaur vd.,

2006: 48).

Deneyimsel pazarlama, gliniimiiz tiiketicisi ile baglant1 kurmak i¢in ¢ok 6nemlidir. Siiriikleyici deneyimler
duyular1 harekete gecirmekte, duygusal baglantilar kurmakta, kisisellestirilmis etkilesim sunmakta ve proje
Ozglnliigli saglamaktadir. Reklamlar, dogasi geregi geciciyken, deneyimler bireysel diizeyde anilar
olusturarak kalict etki yaratma giicline sahiptir. Basarili bir deneyimsel kampanya markay1 insancillastirir,
miisterileri marka savunucularina doniistiiriir ve yatirim getirisi iiretir
(https://insights.bookmarkcontent.com/, 2020). Deneyimsel pazarlamanin ana odagi; duyularin tepkileri,
etkileri, eylemleri ve iligkileri tizerinedir. Bu nedenle isletmeler, tiiketicilerin gergek yasami ile baglantili
deneyimsel markalar yaratabilmelidirler. Deneyimsel pazarlama ne kadar yiiksek olursa miisteri

memnuniyeti de o kadar yiiksek olur.

Deneyimsel pazarlamanin uygulanmasiyla isletmelerin sagladigi diger faydalar1 asagidaki gibi siralamak

miimkiindir (Nofiawaty vd., 2019: 302; Datta, 2015: 28; Abadi vd., 2020: 84):

* Diiglis asamasinda olan bir markay1 canlandirmak,
* Bir uirtinii rakip {irlinlerden ayirt etmek,

* Isletme imaj1 veya marka kimligini yaratmak

* Inovasyonu tesvik etmek

* Denemeleri ve satin alimlar arttirmak

* Musteri sadakatini gelistirmek
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* Olumlu agizdan agiza pazarlama olusturmak
* Yatirim getirisini artirmak

* Farkindalik yaratmak

Ote yandan deneyimsel pazarlamada bazi limitlerden de bahsedilebilmektedir. Bunlar; deneyimsel
pazarlamanin, genellikle geleneksel pazarlama yontemlerinden daha pahali olmasi; yiizlerce ziyaretginin
davranisini degerlendirmenin ve bir kampanyanin onlar iizerinde nasil bir etki biraktigindan emin olmanin
zorlugu; yetkin deneyimsel pazarlamacilarin eksikligi; markalarin beklentileri karsilayamama riski ve
dogrudan yatirim getirisini 6l¢gmenin zorlugu olarak sayilabilmektedir. Bu zorluklara ragmen, deneyimsel
pazarlama kampanyalarinin marka sahipleri i¢in biiyiik yarar sagladigi kanitlanmistir (Ryan, 2019; Shankar,

2017).

6. DENEYIMSEL PAZARLAMA ORNEKLERI

Ekonomik ve teknolojik gelismeler, miisteri davranislarii da kokten degistirmektedir. Miisteriler,
isletmelerden gittikge daha yiiksek kalite ve hizmet beklerken, daha az marka sadakati gostermektedirler.
Ayrica miisteriler, internet ve diger kaynaklardan aradiklari iiriin ve bilgilere ¢ok daha kolay erigebilmekte
ve ¢evrimigi aligverisi, geleneksel yollara tercih edebilmektedirler. Bu durum, isletmeleri yerli ve yabanci
markalarin rekabetiyle karsi karsiya birakmakta, artan maliyetlere ve azalan karlara neden olmaktadir

(Kailani ve Ciobotar, 2015: 281).

Deneyimsel pazarlama, isletmelerin olumlu deneyimler yaratarak ve miisteri duygularina dokunarak sadik
miisteriler olusturmay1 amaglayan bir pazarlama konseptidir. Deneyimsel pazarlama, yalnizca bir {iriine
veya hizmete degil, ayn1 zamanda miisterilerin 6n satin alma ve satin alma sonrasi da dahil olmak {izere
deneyim yaratma siireglerini agiklayan tiim deneyime odaklanmaktadir. Ayrica deneyimsel pazarlama,
deneyim ve eglencenin 6gelerini {iriin / hizmetlere entegre etmek i¢in olaganiistii bir ¢cergeve sunmaktadir

(Pratminingsih vd., 2018: 1-3).

Deneyimsel pazarlama katilimcilarda unutulmaz duygular veya tepkiler uyandirmaktadir. Bu bellek ve
duygusal tepki, markayla olumlu bir duygusal baglant1 kurulmasini saglamaktadir. Dolayisiyla deneyimsel

pazarlama, hem pazarlamacilar / markalar hem de katilimcilar i¢in bir kazan / kazan yaklasimidir. Bazi
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Fortune 500 sirketleri, gise rekorlar kiran filmlere rakip olacak deneyimler yaratirken, 6ziinde deneyimsel
pazarlama aktivasyonlarinin maliyetli olmasi gerekmemektedir. Miisterilerin memnuniyetini saglayacak,

ilgisini gekecek ve onlar1 sasirtacak duygular daha onceliklidir (EventMB Studio Team, 2019).

Tablo 4’te, gesitli markalar/kuruluslar tarafindan yapilmis deneyimsel pazarlama uygulamalariin bir 6zeti

sunulmaktadir.

Tablo 4: Deneyimsel Pazarlama Ornekleri

Kurulus Deneyimsel Pazarlama Ornegi |
Google 2015 yilinda Google, San Francisco Korfezi bolgesi igin daha iyi bir topluluk olusturmaya
adanmus 10 sivil toplum kurulusuna 5,5 milyon $ hibe vermistir. Ancak, hibeleri vermeden 6nce
Google, Bay Area iiyelerinin siirece katilmasini saglamak i¢in San Francisco'nun her yerinde halka
acik oylama kabini gorevi goren interaktif posterler kurmustur. Her poster 10 kar amaci giitmeyen
kurulusun timinii ve ele almaya ¢alistig1 ana nedeni gostermektedir. Vatandaslar sadece en
onemli oldugunu diistindiiklerine dokunmus ve poster oylart kaydetmistir. Sonunda, ilk alt1 kar
amaci giitmeyen kurulusun her birine 500.000 $ ve geri kalan dordiine 250.000 $ hibe verilmistir.
GE GE'nin Healthymagination kampanyasinimn amaci, dzellikle diinyanin gelismekte olan bolgelerinde
kiiresel saglik ¢oziimlerini tesvik etmektir. Insanlarin bu girisimin etkisini gérmelerine yardimct
olmak i¢cin GE, Agency EA ile birlikte galisarak, saglikli yonetim ¢alismalarinin gergeklestigi
farkli saglik ortamlarini temsil eden film setleri yaratmistir: Kirsal bir Afrika klinigi, bir sehir
klinigi ve bir acil servis odasi. Ana fikir, doktorlarin GE'nin saglik teknolojisinin her ortamda nasil
onemli bir rol oynadigini gosteren hikayelerini 700 katilimcinin 6niinde canli olarak
paylasmalartydi. Bu kampanya, Business Marketing Association Tower Award ddiiliinii
kazanmustir.

Economist The Economist bir¢ok deneyimsel pazarlama yapmaktadir. Bunlardan biri, yanindan insanlar
gecerken yanan bir ampulii iceren panodur ve herkesin parlak fikirleri oldugunu ima etmektedir.
Volkswagen | Volkswagen, Almanya'daki bir metro duraginda, yiiriiyen merdivenin hemen yaninda akilli piyano
merdivenleri olusturmustur. Bu, yolcularin merdivenleri segtiginde, her adimda yukari ve asagt
gittiklerinde kendi melodilerini ¢almasini saglamistir. Sonug olarak, akilli piyano merdivenleri
%66 daha fazla se¢ilmistir.

Aston 2014 yilinda, Colorado Rockies'te, bir grup Aston Martin sahibine, farkli Aston Martin’leri kaygan
Martin kis buzunun iistiinde siirme firsat1 verilmistir. Kursun tiim boliimleri, kapali ancak genis bir
ortamda profesyonel siiriiciiler tarafindan denetlenmistir. Her ne kadar sadece bir grup Aston
Martin sahibi buzda arag kullanabildiyse de, deneyim birden fazla sosyal medya kanalinda
paylasilmig ve Aston Martin’in marka goriiniirligilinii arttirmigtir.

WWEF ve WWF and The People’s Postcode Lottery, hayvan ticareti konusunda halk arasinda farkindaligi
The artirmak i¢in bir hafta boyunca Londra sokaklarinda dolasan gergek boyutta bir fil hologrami
People’s iretmistir. Bu, ticaretten en ¢ok etkilenen hayvanlar olan deniz kaplumbagalari, kar leoparlar1 ve
Postcode kaplanlarin baskilariyla bir dizi yaya gecidinin tasarimini da igeren daha genis bir pazarlama
Lottery kampanyasinin bir pargasidir. Bu 6zel etkinlik, yalnizca halki bu hayvanlarin karsilastig1 zorluklar

konusunda egitmekle kalmayip ayni zamanda onlart fiziksel olarak kullanilan alanlara yerlestirdigi
icin de etkili olmustur.

Sprite Miisterinin ihtiyaglarini karsilamak ve dikkatlerini ¢gekmek i¢in Sprite, plajda pop-up duslar
olusturmustur.
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Netflix

Gilmore Girls'nin 16. yildoniimiinii kutlamak ve dort boliimlii yeniden birlesme sezonu olan A
Year in the Life’1 yayinlamak i¢in Netflix, tilke ¢capinda 200 ABD kafesini Luke’s Diners'a
donistiiren bir kampanya baslatmistir. Sadece bagimsiz kahve diikkanlarina katilmayi tercih eden
Netflix, maliyetleri diisiik tutmus, ayn1 zamanda hayranlarinin gergekten takdir edecegi bir sekilde
programinin tanitimini yapmistir.

Coca Cola

Coca Cola, 2018 FIFA Diinya Kupasi'nin bagllamasini Ziirih tren istasyonunun diginda artirilmig
gergeklik deneyimi ile kutlamustir. Katilimeilar, Isvigreli Xherdan Shagiri ile ekranda becerilerini
gostermis, The Powercube (fotograflarindan biri) ile fotograf ¢cektirmis ve FIFA Diinya Kupasi'nin
resmi mag topunu kazanmak i¢in bir yarigmaya katilmiglardir.

Ikea

Ikea yeni magazasini Clermont-Ferrand'da actiginda, dikey olarak donebilen bir evin kopyasini
iceren duvar olugturarak miisterilerin duvara tirmanmasini saglamistir.

Disney
Channel

Doc McStuffin, hayali kliniginden oyuncaklari iyilestiren alt1 yasindaki bir kiz hakkinda bir
Disney Channel TV sovudur. 2014'te ikinci seriyi tanitmak ve iirlin satiglarini artirmak igin
Disney, Ingiltere'de Tesco, Smyths ve Toys R Us'ta Doc'un klinigini yeniden canlandirmustir.
Cocuklara Doc roliinii iistlendikleri ve Big Ted'de neyin yanlis oldugunu teshis ettikleri 10
dakikalik siiriikleyici bir deneyim sunulmustur. Cocuklar, Doc McStuffin {iriinleri ile oynamis,
renklendirmis ve TV sovundan klipler izlemiglerdir. Deneyime yaklagik 8.000 ¢ocuk katilmis ve
tiriin satisinda %5,3 artis olmustur.

Samsung

2012 Olimpiyatlarina sponsorlugunun bir pargasi olarak Samsung, St Pancras International,
Stratford International, Westfield Stratford, N1 Center Islington, Canary Wharf, One New Change,
Broadgate ve Heathrow T1 gidis salonu dahil olmak iizere Londra'nin ¢esitli yerlerinde marka
deneyimleri yaratmistir. Temmuz ayinin ortasindan eyliill aymnin baglarina kadar siiren Samsung
Studios, yeni Galaxy S3 ve Galaxy Note'u tanitmaya odaklanmistir. Ziyaretgiler Samsung’un
Olimpiyat Oyunlar1 uygulamastyla oynamis veya fotograflarin1 Galaxy S3'te ¢ekip aninda
kisisellestirilmis bir rozet haline getirebilmistir. Diger ¢esitli sonuglarin yani sira, her on
ziyaret¢iden dokuzu, Samsung Studio ile etkilesim kurmasi sonucunda bir Samsung telefonunu
diisiinme olasiligimin daha yiiksek oldugunu belirtmistir.

Blinkbox

Game of Thrones Sezon 3'{iin promiyeri i¢in, Ingiltere yaym hizmeti Blinkbox dev bir ejderha
kafatas1 olusturmus ve Charmouth'taki bir sahile yerlestirmistir. Bu PR dublor / deneyimsel
pazarlama sayesinde Blinkbox, gelirlerinde %600'den fazla artis yasamustir.

20th
Century Fox

2007 yilinda 20th Century Fox, bir ¢ok yerde Simpsonlar filmindeki Kwik-E Marts fiziksel
olarak da olusturmak i¢cin ABD’li market zinciri 7-Eleven ile ortaklik kurmustur.

Kaynak: (Stephen, 2017; Becker, 2019; Mulcahy, 2019; Econsultancy, 2018; Bowler, 2016; EventMB
Studio Team, 2019)

SONUC

Deneyimsel pazarlama, diinyada gelismesini siirdiiren bir yonetim felsefesidir. Deneyimsel pazarlama,

isletmelerin olumlu deneyimler yaratarak ve miisteri duygularina dokunarak sadik misteriler olusturmay1

amagladiklar1 bir pazarlama konseptidir. Bu konsepti uygulayan isletmeler, miisterilerine unutulmaz bir

deneyim sunmaya yogunlagmaktadirlar. Gliniimiizde her sektdrde yogun rekabetin yasandigi pazarlama

diinyasinda, isletmelerin ayakta kalabilmesi ve bu rekabete yanit verebilmesi i¢cin miisterilerine unutulmaz

deneyim yasatmalarinin 6nemi biiyiiktiir. Bunun nedeni, unutulmaz deneyimlerden elde edilen rekabet

avantajinin taklidinin ve ikame edilmesinin zor olmasidir.
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Bu calisgmada, deneyimsel pazarlama kavrami hakkinda genis bir kavramsal ¢erceve olusturulmaya
odaklanilmistir. Ayrica ¢aligmada, isletmeler tarafindan yapilan cesitli deneyimsel pazarlama 6rneklerine
yer verilerek, s6z konusu pazarlama kararlarini alirken yoneticilere de yardimer olmak amaglanmistir.

Ayrica yapilan bu ¢alismanin Tiirkce literatiire katki saglamasi hedeflenmistir.

Elde edilen bulgulara gore deneyimsel pazarlamanin; diisiis asamasinda olan bir markay1 canlandirma,
yeniligi tesvik etme, isletme imajin1 ve marka kimligini gelistirme, iirlinleri rakiplerinden ayirt etme, miisteri
sadakatini arttirma, yatirim getirisini arttirma ve olumlu agizdan agiza pazarlama olusturma agisindan ciddi
Ooneme sahip oldugu goriilmiistiir. Bununla birlikte literatiirde deneyimsel pazarlama ile ilgili yapilan
ampirik caligmalar incelendiginde; deneyimsel pazarlamanin miisteri memnuniyeti, misteri sadakati, marka
bilinirligi ve miisteri satin alma niyeti iizerinde olumlu etkileri oldugu kanitlanmistir. Dolayisiyla,
deneyimsel pazarlamanin benimsenmesi, rekabetin son derece yogun oldugu is diinyasinda rakiplerinden

bir adim 6ne gegmek isteyen isletmeler i¢in uygun maliyetli ve anahtar bir rol oynamaktadir.

Bu c¢aligmay1 referans alarak gerceklestirilecek gelecek c¢alismalarda, deneyimsel pazarlamanin
uygulanmasinin farkli sektorlerde ve baglamlarda nasil sonuglar olusturacaga dair arastirmalarin

yapilmasi yazar tarafindan planlanmaktadir.
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The purpose of this research paper is to investigate into the management of change in private sector healthcare
organisations in Bangladesh and developing framework to support healthcare organisations. The study followed
mixed methods research-convergent parallel design. The purposive sampling method were used to select the
respondent which includes senior staffs. Semi-structured interviews were conducted with 10 individuals, asking
about their views and perceptions about change management. Using Nvivo themes and subthemes were
developed from the interviews. Clustered probability sampling methods used for the quantitative survey
questionnaire and total 300 survey were conducted. Chi-square test and Spearman correlation analysis techniques
were used to analyse data. The results demonstrate that effective communication influenced sustained healthcare
culture as well as overcome resistance to change. It is also very necessary to have clear understanding and good
perception about individual goals that are involved in significant change._ The main point of this research is to
advance the knowledge of the change management and change management within the private sector healthcare
organisations in Bangladesh. Private sector healthcare organisations in Bangladesh are undergoing a significant
change, mainly reform of the private sector policy. However, this research project is sought to understand and
represent barrier, communication, resistance, and understanding of the change management by private sector

healthcare organisations in Bangladesh.

Keywords: Change Management, Communication, Culture change, Resistance to change,

Overcoming resistance.
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INTRODUCTION

In a highly competitive and turbulent business world, the dynamism for changes in any organisations
became indispensable for greater success and excellence. This result is that in most organisations whether
public or private, have already known the phenomenon of change and often come to the realisation that if
they cannot change, they will perish (Nohria and Beer, 2011). In a continuous changing business
environment, change became the norm for most organisations in order to sustain their success and existence
(Ackoff, 2016; Burnes 2016; Hailey and Balogun, 2012; Mintzberg, 2013). Therefore, change has become
an everyday phenomenon in our life (Burns, 2016). It became one of the biggest challenges for the
organisations (Cowan and Sahadath, 2016) and in today’s management literature, clearly sends the message

that organisations must change in order to survive (Oijako et al, 2018).

Despite all the emphasis put on change management by management experts, and change becoming a buzz
word in all the top corporations, the brutal fact is that about two third or more then 70% of change initiatives
fail to be implemented (Burnes, 2016; Beer and Nohria 2011, P. 5). Likewise, Macredie et al, (2012) stated
that very vibrant organisations in the future, whether public or private, must embrace the concept of change
on a continuous basis or be ready to become extinct like dinosaurs. Meanwhile, Beer and Nohria (2011)
found that many organisations failed their change initiatives just because of a rush in the change process
and thereby lost focus as well as becoming easily overwhelmed by the change initiatives in their
organisations. Therefore, executing the change whether public or private organisations is not an easy work
to be accomplished. Moreover, some private sector healthcare organisations malpractices are existent in the
common norms of change management. As a result, the workplace has become more turbulent and
unpredictable. In the basis of this problem, management needs to reconsider their change management

approaches, directions and motivation for all employee’s (Daft and Marcic, 2014).

In the context of Bangladesh, healthcare organisations change management became an ultimate necessity,
because its management and delivery were so obsolete that it unbelievable. But managing change is not an
easy task (Burns, 2016), it is expensive, complex and takes time to achieve success. The healthcare
organisations need a perfect framework to make change successful or the result becomes merely a response
to the change initiative or is diluted by any resistance to change. Most organisations respond wrongly to

stakeholder needs and thereby lose ground and often cease to exist (Hope, 2012).
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1. LITERATURE REVIEW

Change management is often viewed by experts as essential present-day organisational capabilities and core
competencies for every employee (Newton, 2017). This study explores healthcare organisational conditions
within this context and the capability that needs to be developed to facilitate the change management
complexities during the change implementation. Though change management is a very challenging task
(Hosking and Anderson, 2012) its scope and frequency result in a growing importance in an organization’s
ability to adapt. Hence, the ability to continuously and successfully adapt to new situation is regarded as the
basis for the long-time competitiveness of any organisations (Hamel and Valikangas, 2018). The ability to
manage change successfully has become an essential managerial skill and this skill becomes a success factor

for most of organisations (Ashurst and Hodges, 2017).

1.1. Change management-A brief overview of the field

Change management, it is an integral part of our life (Szamosi and Duxbury, 2012). Some private sector
healthcare organisations in Bangladesh face fierce competition from public sector healthcare organisations,
as well as some other international healthcare organisations. In this particular paradigm, it became ultimately
necessary for the private sector healthcare organisations of Bangladesh to manage change effectively in
order to maintain its competitive advantage, both nationally and internationally. Burns (2016) identified that
organisations that effectively manage the change have the greater advantage over their competitors.
However, change management is very difficult to define (Stewart and Kringas, 2013). That is why the term,
change management, has become a ubiquitous theme in the management literature (Stewart and Kringas,
2013). Nonetheless, despite the difficulties to define change management, Pettigrew et al (2011) point out

that change management has become one of the great matters in social science.

However, scholars like Kotter (2016), Mead (2015) and Sheil (2011) figured out that factors like
organisational culture, strategy and organisational structure control the destination and operations of some
organisations. Kotter (2016) pointed out a very clear idea about this issue by maintaining that today’s
organisations are facing new kinds of challenges due to globalisation and thereby these are the influencing
factors by which they are controlled. In detail, though globalisation is often thought to erode the influence
of national institutions and the restriction of the borders, there is an argument that globalisation has resulted
in the transformation of relationships between countries, different regions and among the organisations
(Mead, 2005). On the other hand, Corsi (2013), Dierks (2017) and Richardson (2012) believe that
globalisation has done more than just transforming the relationships among different countries, regions and

organisations, rather it has opened up new horizons for social, economic and political boundaries for the
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affected organisations. Accordingly, the proponents of globalisation, for instance Corsi (2013), Dierks
(2017), Sheil (2011) and Richardson (2012) have made some arguments for the benefits of the process, even
Kotter (2016) posited the idea of the benefits of globalisation. But globalisation has some drawbacks and
creates various business hazards. Consequently, organisations have been fiercely forced to manage and
maintain quality improvements in order to compete with similar organisations, not just only for their survival
but also to prosper their business. Kotter (2016) also stated that globalisation has some powerful elements
that have driven technological change, domestic market saturation and international economic integration
worldwide. This view was supported by Burke and Trahant (2012) who provided an opinion that
globalisation is accelerating the pace of commerce throughout the world today in virtually every industry.
In essence Kotter (2016), Burke and Trahant (2012) stated that in present day organisations, in order to get
a competitive advantage over their rival organisation, there has to be effective change and change

management process in place.

1.2. Change communication

For years, many management scholars found a deep relationship between communication and change
management (Kitchen and Daly, 2012; Proctor and Doukakis, 2013). According to Elving (2015) stated that
communication activities definitely need to be distinguished from the information provision, which
represents a merely short-sighted approach to change management. In fact, organisational change literature
has the opportunity to offer a unique communication approach by exploiting the stories, narratives and
discourse concepts within the organisational context (Johnsson and Heide, 2018). Often communication has
been recognised as an important dimension to the organisational success and it is also thought as a key point
to build the change readiness, minimising uncertainty, and a major factor for gaining commitment to change
in the organisation (Armenakis et al, 2013; Klein, 2015). Caldwell (2013) stated that communication within
the point of change management has been considered as a way to inform, involve and inspire collaborators

in order for them to participate with all their effort in the change process.

Moreover, communication is often regarded as a key issue in a successful change implementation process
because it is used as a tool for announcing, explaining and preparing people for change (Spike and Lesser,
2011). Lippitt (2017) stated that communication also increases the understanding of the change process and
reduces confusion and change resistance. Grunig (2016) also stated that communication works as a catalyst
to organisational excellence and effectiveness. Therefore, the change effort is often dependent on the ability
of the organisation to change the individual behaviour of individual employees. If the organisational change

is about how to change the individual tasks of employees, then communication conveying the information
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about the change to employees is vital. Communication with the employees should be an important and
integral part of the change effort and strategies (Robertson et al, 2013).

Therefore, communication that is aligned with the change can be more successful at reducing resistance to
change. The connection between communication and organisational change has been attracting increasing
interest from many scholars and practitioners during the last few decades (Johansson and Heide, 2008).
Some of them have also emphasised on the important role of communication in the change management
process (Ford and Ford, 2014; Kotter, 2016; Lewis and Seibold, 2016; Daly et al, 2013; Elving, 2015) and
according to some of them, communication and organisational change are an inextricably related process
(Lewis, 2001). It is also found many times in the change literature that the change is a communicative
challenge (Allen et al, 2017) or another similar view has found that change implementation is primarily a
communication problem (Lewis and Seibold, 2016). Bordia et al (2014) stated that communication is
inherently a part of the change implementation activities.

1.3. Organisational culture and change

Healthcare organisations are often considered very difficult to change (Arrow, 2013). There are plenty of
examples of how professional territorialism and organisational inertia creates disruptions in the healthcare
organisation (Ouchi, 2017; Ahgren, 2017; Street and Blackford, 2011; Scott et al, 2013). To effectively meet
this challenge, healthcare organisations need to realign their traditional practices of change management.
However, new working models have been hindered by culture that is resisting the change process
(Holmberg, 2017; Benders and Van Hootegem, 2013). Therefore, culture has been developed in
organisations in response to resistance management (Schein, 2013) and change represents a state of
imbalance and is often considered as a threat (Appelbaum and Wohl, 2010). The development of culture in
the healthcare setting is often driven by professionals who share similar values and goals (Edmondsson,
2013). Sinclair (2011) stated that even if no excellent model of managing organisational change existed,
culture can influence an organisation in many ways and not just in negative ways. Martin (2012) articulated
three different types of organisational culture supporting change. The first one is integration perspectives,
which corresponds to the traditional view of culture promoting a strong and conservative consensus and
maintaining social structures. The other types are differentiation and fragmentation perspectives which
describe culture as a collection of subcultures of contradiction and ambiguity. Such diverse culture

contributes to conflict and plays a major role in the change management process (Hatch, 2013).
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Moreover, a diversity in the organisational culture has been registered in the healthcare organisation and it
has proven to have various effects. It can on the one hand, be conservatism and demonstrates organisational
inertia. On the other hand, it can improve communication, collaboration and coordination activities (Berlin
and Carlstrom, 2018). The ability of cultural artefacts has been to improve safety and that has been already
studied as their central role in promoting change (Xiao et al, 2011, 2014). Xiao et al (2011) stated that a
supportive culture in the workplace functions as a powerful source that benefits the change process between

different professionals.

1.4. Resistance to change

The theoretical context of the resistance to change has set an appropriate perspective of this study, because
many healthcare organisations’ employees think that change means loss to them, and loss is an emotional
experience linked with paranoia, stress and anxiety (Carr, 2011). An employee’s emotional negative reaction
to change often can be compared to the experience of heartache. Additionally, exploring change resistance,
Ford and Ford (2014) identified the importance of change agents, integrity, honesty, authenticity, the ability
to communicate, resolve conflicts and realistically appraise limits when addressing the phenomena of
change resistance. It is very important to acknowledge, address and use change agents to focus on building
relationships with the recipients, rather than avoiding resistance. In order to develop this focus, it is
necessary to engage participatory management, and this is the attribute of an empowered workforce (Kanter,
2013). However, resistance often is viewed as a positive force for organisational change (Ford and Ford,
2014). Robbins (2016) asserted that resistance can help to test the commitment of those initiating the change,
if resistance to change is based on valid viewpoints, then the important truth could be heard, understood and
taken into account by the change agent in order to make the change successful. Often resistance can help to
weed out the bad idea that might not have been be vetted by the change agent at the initial time, or any idea
that might create an impulsive reaction by external events. Often resistance can be the outlet for the
employee’s reaction and energy during the times of intense pressure. Resistance to change only becomes

negative when it hinders the employee’s adaptation to change and organisational progress (Kanter, 2013).

2. RESEARCH METHOD

In this section of the research study is concerned with the choice of relevant research methodology by which
the research can be fully validated. Therefore, it was very necessary to have a clear and comprehensive
rationalisation of how the study was to be done and why specific procedures and methods were selected.
The research design has been chosen as a grounded theory, as already discussed have been chosen as the

research design and hypotheses developed based on the research conceptual framework. With the aim of
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selecting an appropriate research methodology, the research paradigm and philosophy have been discussed.
Justification have been provided for the approach adopted. The researcher collected quantitative data though
the survey questionnaires, and qualitative data through the semi-structured interviews. The collected data
through the survey questionnaire was analysed by the computer software Statistical Package for the Social
Sciences (SPSS). For the qualitative data ten top executives of the healthcare organisations had been invited
and the interviews recorded. The recordings were transcribed through the computer software. Using the
gualitative data analysis (QDA) software like Nvivo, themes and sub-themes were developed from the

interviews.

This research study followed the mixed methodology and the sampling strategy also took the mixed method
of sampling. The mixed method sampling involves the combination of both qualitative and quantitative
techniques to answer the specific research questions (Teddlie and Yu, 2017). For the quantitative research,
clustered probability sampling method has been carried out amongst the private sector healthcare
organisations employees within the different position, age, gender and educational level of the healthcare
organisations. With clustered probability sampling, the researcher divided the population into separate
groups, then a simple random sample of clusters was selected from the population. The figure-2 shows the

different approaches selected by the researcher sequentially and that is as follows:
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Figure-1: Research methodology and design roadmap.
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3. FINDINGS AND ANALYSIS

Findings from both the qualitative and quantitative data are presented in this chapter. This research is based
on the healthcare organisations in Bangladesh and quite a large amount of data has been collected.
Consequently, the first quantitative data has been presented with the different graphs, pie charts, bar charts,

bar diagrams and then the analysis of statistical tests has been presented.

3.1 Descriptive statistics analysis

The descriptive statistics used are here to analyse the basic data feature of this study and it is far different
from inferential statistics. In this research descriptive statistics have been used to describe large data sets
quickly and easily. Descriptive statistics used in this research to measure central tendency, such as mean,

median and mode and the measure of dispersion such as standard deviation, standard error and variance.

Table-1: Descriptive statistics analysis:

Descriptive statistics
Range | Maxi | Mini Sum Mean Std. Varian
N mum | mum Statist | Std. Deviation ce
ics Error

Age range 300 4 1 5 667 2.22 .064 1.103 1.218
Job title 300 5 1 6 1298 4.33 0.07 1.213 1.472
Work experience 300 3 1 4 594 1.98 .049 0.85 0.722
Education level 300 3 1 4 867 2.89 .041 0.712 0.506
Managerial experience 300 3 1 4 710 2.37 .061 1.063 1.129
Familiar with change 300 2 1 3 306 1.02 0.01 0.182 0.033
management

Change and competitive advantage 300 2 1 3 321 1.07 .019 0.335 0.112
Cultural support 300 2 1 3 563 1.88 .028 0.485 0.236
Change implementation process | 300 2 1 3 571 1.9 .021 0.367 0.134
Roles responsibilities 300 4 1 5 992 3.31 0.05 0.861 0.742
Training development 300 2 1 3 601 2 .014 0.238 0.057
Management respect 300 4 1 5 1095 3.65 .051 0.878 0.77
Management inspiration 300 4 1 5 974 3.25 0.05 0.873 0.762
Problems complaint 300 4 1 5 1020 3.42 .042 0.726 0.528
Effective communication 300 2 1 3 594 1.98 .015 0.258 0.066
Support available 300 4 1 5 1003 3.34 .045 0.771 0.594
Change communication 300 4 1 5 980.4 | 3.268 | .056 0.9708 0.943
How change managed 300 4 1 5 666 2.22 .074 1.285 1.65
Good idea and appreciation 300 2 1 3 595 1.98 .015 | 0.264 0.07
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Participation 300 4 1 5 974 3.25 .042 | 0.726 0.528
Resistance caused by 299 4 1 5 490 1.64 .057 0.985 0.97
Intensity resistance culture 300 2 1 3 392 131 0.03 0.517 0.267
Symptoms resistance 300 2 1 3 336 1.12 .025 0.439 0.193
Communication free flow and 300 4 1 5 472 1.57 .068 1.179 1.389
vibrant

Resistant to change 300 4 1 5 489 1.63 .068 1.174 1.378
Valid n (listwise) 300

Sources: SPSS output-Descriptive statistics of the study.

3.2 Reliability statistics

The reliability test used in this research study found that the reliability scale in the survey questionnaire
rated very good. It shows a high consistency number .811 (Table-2) which means higher internal consistency
across all the scales. Further, the reliability of the individual test was different than the overall scale. The
individual scale varied from 0.811 to 0.813, which shows that survey questionnaire has high level of internal
consistency.

Table-2: Cronbach’s alpha reliability statistics.

Reliability statistics

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized N of Items
Items

811 .813 21
Sources: SPSS output-Cronbach’s alpha reliability statistics.

3.3 Factor analysis

Correlation coefficient fluctuate from variable to variable, much more in small sample than in large.
Therefore, reliability of factor depends on sample size. Many ‘rules of thumbs’ exist for the ratio of cases
to variables; a common one is to have at least 10-15 participants per variable. Test parameters tend to be
stable regardless of the cases-to-variable ratio (Kass & Tinsley1979) which is why Comrey and Lee (1992)
class 100 as a poor sample size, 300 as good sample size and 1000 as excellent. In this sense, this research
has 300 sample sized and it is estimated that it has good sample size. The factor analysis of the variables is

in the following tables:
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Table-3: Factor analysis of the variables.

Factors Items Faccﬁgg éeead Evéﬁliz':ceed KMO 12 df P
Familiar with change management 15 0,875-0,526 69,815 0,925 | 1613,635 | 105 | 0,000
Change and competitive advantage 7 0,949-0,832 80,874 0.920 977,588 15 0,000
Change implementation process 8 0,677-0,803 71,559 0,706 202,199 4 0,000
Roles responsibilities during change 6 0,778-0,809 55,324 0,715 | 545,084 5 0,000
Cultural support 6 | 0801-0,619 | 52,959 | 0,837 | 386,399 | 5 | 0,000
Management respect 9 0,775-0,766 75,897 0,848 854,906 21 0,000
Management inspiration & motivation 7 0,881-0,887 79,953 0,739 783,987 34 | 0,000
Problems complaint handle effectively 6 0,883-0,665 52,654 0,848 | 415,263 66 | 0,000
Support available during change 11 0,834-0,778 79,893 0,673 | 100,523 10 | 0,000
Change communication 14 | 0,863-0,750 | 75,053 | 0,848 | 112,209 | 20 | 0,000
Effective communication 12 | 0,788-0,588 | 76,053 | 0,648 | 187,908 | 6 | 0,000
Communication free flow and vibrant 9 0,802-0,825 67,350 0,598 | 515,368 30 | 0,000
Resistance to change 11 | 0,788-0,874 | 53234 | 0,727 | 651,149 | 26 | 0,000
Reasons behind resistance 10 0,844-0,598 67,253 0,778 | 445,084 25 | 0,000
Symptoms resistant 14 0,809-0,891 67,893 0,884 55,342 15 | 0,000

Sources: SPSS output-factor analysis of the variable.

Table-4: Summary of the factor analysis result for the SPSS:

Familiar with change scale Competitive Implementation  Roles

Change management provide competitive advantage during change 0,822
Workplace culture support organisational change management 0,789
Change implementation process openly communicated 0,698

Roles and responsibilities are clearly defined during change 0,597

| take necessary training and development support during change 0,986

I have been well informed during change. 0,887

I have responsibility to process the change 0,778

I am aware about the change happening in my workplace 0,615
I am not scared for the change 0,764
Change will enhance my employability 0,769

Cultural support scale Respect Inspiration Problems Support

My manager respects me as an individual 0,857

I have respect for all colleagues 0,785

We have mutual respects for each other 0,855

| never tolerate disrespect 0,987

My manager inspires me for every good works | do 0,765

Motivation is the key to change successful 0,786

Management inspiration is the key to change success 0,885

Every problem is effectively handled in my workplace. 0.773




International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

J O u rn a_I E M I ISSN: 2602 — 3970 SS. 232-257
Bagvuru Tarihi/ Received Date: 03.08.2020

KONFERANS bildirisi Kabul Tarihi/ Accepted Date: 11.12.2020

Avoiding problems is not a good idea 0,875

Effective handle problem increase performance 0,677

My management support me for when necessary 0,886

Management listen all subordinates 0,876

Takes into consideration any opinions by colleagues 0,875
Change communication scale Effective communication ~ Communications free flow

I am informed when necessary change taken place 0,817

My workplace has satisfactory communication each other 0,877

My workplace communication is comprehensive by all 0763

Communication is the key to change management success 0,871

Top management communicates effectively to all junior 0,766

Poor communication existent in my workplace 0,863

| can communicate with anyone in my workplace 0,971

Resistance to change scale Reason behind resistance Symptoms resistance

Resistance is common in my workplace 0,766

Climate of mistrust creates resistance 0,881

Resistance is the conflict of interest 0,863

Resistance happen because of status que 0,879

Anger and withdrawal are the symptoms of resistance 0,828

1 will be less resistant if | am part of the decision-making process 0,833

Intensity of resistance depends on workplace culture 0,874

Resistance is inevitable during any change 0,877

Sources: SPSS output-factor analysis of the variable.

In order to determine the cultural support and change management dimensions, varimax rotation factor
analysis was applied to the 15 variables in the questionnaire with the basic component method. As a result
of the analysis, some questionnaires were excluded from the analysis as they reduced the validity of result
of factor analysis. The suitability of the data for factor analysis was measured by Kaiser-Meyer-Olkin
(KMO) coefficient and Barlett Sphericity test. The fact that KMO is 0.837 and 0.925 and that the Barlett
Sphericity test (386,399 & 1613,635; p <0.000) is significant shows that the data are suitable for factor
analysis. The Kaiser-Meyer-Olkin measure verified the sampling adequacy for the analysis, KM0=0.92
(‘marvellous’ according to Kaiser & Rice, 174) all KMO values for individual items were greater than 0.77,
which is well above the acceptable limit of 0.5 (Kaiser and Rice, 1974). An initial analysis was run to obtain
eigenvalues for each factor in the data. Four factors had eigenvalues over Kaiser’s criterion of 1 and in
combination explained 50.32% of the variance. This research retained four factors because of the large
sample size and the convergence of the scree plot and Kaiser’s criterion on this value. The items that cluster
on the same factor suggests that factor 1 represent familiarity with the change management, factor 2 cultural

support, factor 3 change communication and factor 4 resistance to change.
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3.4 Spearman correlations coefficient analysis

The result of the correlation coefficient table shows that there are some strong positive and negative
relationships between the variables and some variables have no relationships at all. For example, one of the
important variables is age range as it is used for demographics identity, it has very strong positive
relationships with the two other variables, work experience and management experience. The work
experience (r=0.647) and management experience (r= 0.605) both have positive moderate relationship with
the age range. Where p=<.001 it means the probability of getting a correlation coefficient at least as big in
a sample of N=300 people if the null hypothesis were true there was no relationships between these variables
if it were very low. In fact, all the significance values are below the standard criteria of p<0.05 and it means
that statistically significant relationships exist. There are two more independent variables have been chosen
for hypothesis testing and these are, understanding/familiarity with change management and competitive
advantage. These two variables have positive relationships as well, as it is shown that
understating/familiarity with the change management has a positive relationship with change and
competitive advantage.

Table-5: Correlation coefficient between variables.

- . Change and competitive
Familiar with Change Management advantage
Familiar with .362**
Change Pearson Correlation
Management
Sig. (2-tailed) .000
N 300 300
Change and .362**
competitive Pearson Correlation
advantage
Sig. (2-tailed) .000
N 300 300
** Correlation is significant at the 0.01 level (2-tailed).

The Spearman correlation test statistics r=0.362, N=300, P<.001 indicate that better of
understanding/familiarity of change management will provide competitive advantage during change. There
is positive relationship between these two variables. Where p=<.001 it means the probability of getting
correlation coefficient at least big a sample of N=300 people if the null hypothesis were true there was no
relationships between these variables were very low. In fact, all the significance values are below the
standard criteria of p<0.05 it means a statistically significant relationship exists. Furthermore, this research

study selected two more important independent variables, and these are cultural support and change
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implementation process. The cultural support and change implementation process have positive
relationships and often positive culture supports the organisational change management process in

implementing change successfully.

Table-6: Correlation coefficient between variables.

Cultural Support Change Implementation
Process

Cultural Support Pearson Correlation 1 A497**

Sig. (2-tailed) .000

N 300 300
Change Implementation Pearson Correlation A97** 1
Process

Sig. (2-tailed) .000

N 300 300

** Correlation is significant at the 0.01 level (2-tailed).

The Spearman relationship test statistics r=0.497, N=300, p=<001 these results indicate that the
relationships between the two variables is moderately positive. It means that where cultural support is
available or flexible culture prevails, the change implementation process would be much easier, and less
resistance would be faced. Where p=<.001 it means the probability of getting correlation coefficient at least
big a sample of N=300 people if the null hypothesis were true, there was no relationships between these
variables were very low. In fact, all the significance values below the standard criteria of p<0.05 and it
means a statistically significant relationship is in existent. One of the very important variables in this
research is effective communication because communication is very crucial for the change management

process.

According to Kotter (2009) poor communication is the biggest reason for change management failure. In
this research survey, participants responded concerning effective communication. Another important
independent variable is resistance to change. One hypothesis has been developed about the relationship
between communication and resistance to change. Now presented below are the relationships between the
variables. Effective communication and least resistance to change have very strong positive relationships.
The Spearman relationship test statistic r=0.855, N=300, P=<.001 that indicates that least resistance to
change has very strong relationships with the effective communication. It means if the effective

communication increases then the resistance to change would be decreased.
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Table-7: Correlation coefficient between variables.

Effective Communication Least Resistant to
Change

Effective Communication | Pearson Correlation .855**

Sig. (2-tailed) .000

N 300 300
Least Resistant to Pearson Correlation .855**
Change

Sig. (2-tailed) .000

N 300 300
** Correlation is significant at the 0.01 level (2-tailed).

As the correlation coefficient value r=0.855 and is positive and p=<.001 it means that the probability of
getting a correlation coefficient at least as big in a sample of N=300 people, if the null hypothesis were true
there was no relationship between these variables, was very low. In fact, all the significance values are
below the standard criteria of p<0.05 and it means a statistically significant relationship exist. The variable
change management process and resistance to change is positively related but this positive relationship is
very weak. The variable change resistance result of r=0.072, N=300 and p=0.212 it indicated that there is a
positive relationship between the two variables, but this relationship is weak.

Table-8: Correlation coefficient between variables.

Change Implementation process Change
Resistance

Change Implementation process | Pearson Correlation 0.072

Sig. (2-tailed)

N 300 300
Change Resistance Pearson Correlation 0.072

Sig. (2-tailed)

N 300 300

** Correlation is significant at the 0.01 level (2-tailed).

As the correlation coefficient value r=0.072 and it is positive and p=>0.212 it means the probability of
getting correlation coefficient at least as big in a sample of N=300 people if the null hypothesis were true
there was a relationship between these variables, was very high. In fact, all the significance values up the
standard criteria of p>0.05 and it means a statistically significant relationship was not exists. It means high

level of resistance to change will negatively affect change management process is not true.
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3.5 Statistical analysis chi-square test and crosstabulation:

The Chi-square test is a statistical hypothesis test it is written as X2 where the sampling distributions of any
test statistics is a Chi-square distribution where the null hypothesis is true. The Chi-square test is often used

just on simple idea Pearson’s Chi-square test.

Table-9: Chi-square test.

Chi-square test
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 61.484a 4 .000
Likelihood Ratio 17.833 4 .000
Linear-by-Linear Association 39.078 1 .000
N of Valid Cases 300
a. 6 cells (66.7%) have expected count less than 5. The minimum expected count is .05.

In analysing the above table output it is clear that one of the important assumptions of the Chi-square test
has not been violated, that is the expected cell frequencies must not be the less than 5. The important thing
in the chi-squared test is the value of Pearson chi-squared 61.484 with the 4 degrees of freedom, which is
significant at the p<.001 level. So that it can be like, X* =61.484, df=4, p=<.001. The Chi-square test is
usually used to determine whether the association in the crosstabulation is a significant one. In the above
Chi-square table, the p value is less than p<0.05. However, to be statistically significant the probability
value to be 0.05 or smaller. In this case, we have found that the p value is less than 0.05. Therefore, it can
be concluded that there is significant relationship between the two variables. Therefore, an examination of
Chi-square test table will enable us to make sure whether the patterns developed in the crosstabulation table
are significant or not in the following table, it can be noted that the Chi-square test is a non-directional

hypothesis and that is indicated by the asymptotic significance (2 sided).

Table-10: Chi-square tests.

Chi-square test
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 128.348a 4 .000
Likelihood Ratio 91.335 4 .000
Linear-by-Linear Association 73.732 1 .000
N of Valid Cases 300
a 3 cells (33.3%) have expected count less than 5. The minimum expected count is .44.
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In analysing the above table 6.13, it is clear that one of the important assumptions of the Chi-square test has
not been violated. That is the expected cell frequencies should not be the less than 5. The important thing in
the Chi-square test is the value of Pearson Chi-square 128.348 with the 4 degrees of freedom, which is
significant at the p<.001 level. So that it can be like, X* =128.348, df=4, p=<.001. The Chi-square test
usually is used to determine whether the association in the crosstabulation is a significant one. In the above
Chi-square table, the p value is less than p<0.05. However, to be statistically significant the probability
value needs to be 0.05 or smaller. In this case we have found that the p value is smaller than 0.05. Therefore,
it can be concluded that there is significant relationship between the two variables. Hence, the hypothesis
that the better understanding of change management will provide competitive advantage has a statistically
significance association. However, an examination of the Chi-square test table enables us to make sure
whether the pattern developed in the crosstabulation table is significant or not. In the following Chi-square
test table, it can be noted that the Chi-square test is a non-directional hypothesis and that is indicated by the
asymptotic significance (2 sided).

Table-11: Chi-square test.

Chi-square test
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 29.041a 8 .000
Likelihood Ratio 19.234 8 0.014
Linear-by-Linear Association 0.834 1 0.361
N of Valid Cases 300
a 9 cells (60.0%) have expected count less than 5. The minimum expected count is .14.

The analysis the above table output shows that one of the important assumptions of the chi-squared test has
not been violated, expected cell frequencies should not be the less than 5. The important thing in the Chi-
square test is the value of Pearson Chi-square 29.04 with the 8 degrees of freedom, which is significant at
the p<.001 level. So that it can be like, X* =29.04, df=8, p=<.001. The Chi-square test is usually used to
determine whether the association in the crosstabulation is a significant one. In the above Chi-square table,
the p value is less than p<0.05. However, to be statistically significant, the probability value needs to be
0.05 or less. In this case we have found that the p value is less than 0.05. So that it can be concluded that
there is significant relationship between the two variables. Hence, the hypothesis better understanding of
change management will provide competitive advantage has a statistically significant association.
Therefore, an examination of Chi-square test table will enable us to make sure whether the patterns

developed in the crosstabulation table are significant or not. In the following chi-squared test table it can be
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noted that the Chi-square test is a non-directional hypothesis and that is indicated by the asymptotic
significance (2 sided).

Table-12: Chi-square test.

Chi-square test
Value df Asymptotic Significance (2-sided)
Pearson Chi-Square 21.226a 4 0.000
Likelihood Ratio 10.628 4 0.031
Linear-by-Linear Association 5.809 1 0.016
N of Valid Cases 300
a 3 cells (33.3%) have expected count less than 5. The minimum expected count is .19.

In analysing the output from the above table, it is clear that one of important assumption of the Chi-square
test has not been violated. That is the expected cell frequencies must not be the less than 5. The important
thing in the Chi-square test is the value of Pearson Chi-square of 21.226 with the 4 degrees of freedom,
which is significant at the p<.001 level. So that it can be like, X* =21.226, df=4, p=<.001. The Chi-square
test usually used to determine whether the association in the crosstabulation is a significant one. In the above
Chi-square, table the p value is less than p<0.05. However, to be statistically significant the probability
value must be 0.05 or smaller. In this case we have found that the p value is smaller than 0.05. So that it can
be concluded that there is significant relationship between the two variables. Hence, the hypothesis that a
high level of resistance to change will affect negatively on the change implementation process has a

statistically significance association.

3.6 Presenting the qualitative findings

The project map is used here to represent the graphical illustration of the different themes that have been
used in this research. Especially representing the different connection among the all the nodes is based one
participant. The following project map is a way of visually exploring the data used in this research and is
based on the participant Foysal’s interview. The different shapes of connection have been developed based
on. For example, Foysal’s provide opinion about change management and it has two sub-themes that are

related with the themes change management and this project map shows it clearly.
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Figure-2: Project map-graphical illustration of themes
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Another example is that the theme cultural change has been developed based on the participant interview.

There are two more sub-themes under the theme cultural change. These themes are cultural factors

associated with the change and change and culture, both have interrelationship.

The whole ring lattice graph shows the clear connection between the themes and how much strength are in

the relationships. The following graph shows that the relationship between the words and different colour

shows its strength. For example, change vision has a strong relationship with the effective change

communication.
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Figure-3: Whole ring lattice graph-inter-relationship within themes:

Change Vision

Sources: Nvivo output-whole ring lattice graph-inter-relationship within themes.

On the other hand, change vision has a weak relationship with the steps to overcome resistance. Change

management and change management process has medium relationships with the theme ‘recommendation

for solution’. There is a medium relationship among the three themes, and these are ‘change management’,

change management process and ‘critical success factors for change’. Now in in order to understand the

summary of all the graphical illustrations their summary table is presented in the next page:

Generally, to understand the most frequently used words, the word cloud query tools have been used. In this

research the word cloud has been used here to show the most frequent word in different themes. The

following word cloud shows the most frequent word in the themes. Form the above word cloud it is clear

that the most frequent or occurring words in the different themes are communication, management and

resistance.
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Figure-4: Highest frequencies word in all nodes.
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Next infrequencies are organisation’s culture, implementation, behaviour and so on. As has been shown to
be common in change management without effective communication, any type of change program is
doomed to fail before implementation. On the other hand, change resistance is another major word for
change management and it is an integral part of change management as well. People often resist change just

because they are scared of change, and most of the time it becomes so strong that change managers are
unable to overcome the resistance.

CONCLUSION

The study is concerned about employees’ understanding, perceptions and attitudes with regard to change
management. Overall, employees understanding and perception about change is statistically significant and
there is a positive relationship between change and competitive advantage. The relationship between
employees’ understanding and perception, and competitive advantage of change is also to be found
statistically significant. This suggests that, when employees’ understanding and perception about change is
clear and positive, then they become more cooperative about organisational change. On the other hand,
effective communication is vital for any change management process. It works as an artery for information
and truth. Management scholars have found that effective communication has a deep relationship with the

change management process. Overall, effective change communication has been found to be statistically

252
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significant and with a positive relationship with the change management process. The relationship between
effective communication and the change management process in the healthcare organisation has been found
to be statistically significant. This suggests that effective change communication is the vital factor for the
organisational change implementation process. Additionally, organisational culture is another important
factor for successful organisational change. Most often organisational change means organisational culture
change. Organisational culture is receiving significant attention in the healthcare organisations over the last
few years. Often culture is called a system of informal rules that spells out how people are to behave most
of the time. However, sustained organisational culture change has a positive relationship and is statistically
significant with the change management. This suggests that the more positive and sustained organisational
culture is the more successful the change management implementation process would be. From the result
of the study, it is clear that culture in the healthcare organisations in Bangladesh is not supportive for change
at all, as its culture is conventional, rigidly hierarchical and an obsolete structure. Often when such an
environment exists, any new ideas coming from the junior employees are rarely listened to by the senior
executives. Finally, it is also found that the resistance in the healthcare organisations is very strong and most
often change limitations fail without a final stage. It is also found that some participants recommended
factors overcoming resistance to change. Which highlighted mostly education, participation, facilitation,
negotiation and coercion for overcoming resistance to change in the healthcare organisations in Bangladesh.
Finally, there might have been some limitations like lacking evidences or hypothetical issues. During the
interview, employees are often asked questions such as their thoughts about the change outcome. This type
of question might lead to a lack of evidence and attribution. Since guessing often does not represent the real
situation, the convenient time frame also matters for getting accurate data from the interviews. One might

feel comfortable to undertake the survey during one’s lunch time, where others might prefer a different time.
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Sosyal Bilimler Enstitlist

Bu arastirmanin amaci KOBI niteligindeki imalat sanayi calisanlarinin hissettikleri is yeri yalmzhigmin 6rgiitsel
bagliliklar iizerine etkilerini tespit etmektedir. Calisanlarin orgiit icinde saglikli iliski kuramayisini ifade eden
ve negatif ve yikici bir duygu durumu ifade eden yalnizhigin, orgiitsel baghlik duygusu iizerindeki etkilerinin
belirlenmesi 6nemli goriilmektedir. Daha iyi olanaklar sunulsa bile ¢alisanin 6rgiitiinde kalmaya iligkin niyetini
ifade eden baghlik orgiitleri birgok negatif sonugtan korumaktadir. Arastirmanin verileri Konya ve Kirikkale
Organize Sanayi Bolgesinde faaliyet gosteren 320 KOBI calisanindan elde edilmistir. Tarama modeli
benimsenen arastirmanin, verilerinin analizinde ¢coklu dogrusal regresyon analizinden yararlanilmistir. Yapilan
analizler sonucunda is yeri yalnizligimin duygusal yalnizlik alt boyutunun duygusal bagliligi; sosyal yalnizlik
boyutunun ise orgiitsel bagliligin tiim boyutlarini (duygusal, devam ve normatif) negatif yonlii ve anlamli bir
sekilde etkiledigi tespit edilmistir.

Anahtar Kelimeler: Is Yeri Yalnizligi, Duygusal Yalnizlik, Sosyal Yalmzlik, Orgiitsel Baglilik
Jel Kodlari: M5, M10
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The purpose of this research is to determine the effects of the loneliness perceived by SMSE manufacturing
industry employees on their organizational commitment. It is important to determine the effects of loneliness,
which expresses the employees' inability to establish a healthy relationship within the organization, and which
expresses a negative and destructive emotion, on the sense of organizational commitment. Even if better
opportunities are offered, loyalty organizations expressing their intention to stay in the organization protect them
from many negative consequences. The data of the study were obtained from 320 SMSE employees operating in
Konya and Kirikkale Organized Industrial Zone. Multiple regression analysis was used in the analysis of the data
of the research, the survey model of which was adopted. As a result of the analyzes, it was determined that the
loneliness of the emotional loneliness of the workplace loneliness and the loneliness of the social status
negatively and significantly affect all dimensions of the organizational loyalty (emotional, continuing and
normative).

Key Words: Workplace Loneliness, Emotional Loneliness, Social Situation Loneliness,
Organizational Commitment

Jel Classification: M5, M10
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GIRIS

Ekonomik temelli olmasina karsin kiiresellesme sosyal hayati, calisma hayatini, is¢i-igveren iligkilerini ve
hatta hukuki yapilan temelinden etkileyen bir doniisiim ve degisim siireci yaratmistir. Zaman iginde
meydana gelen degisimlerden hem oOrgiitsel yap1 ve siiregler, hem calisanlar hem de miisteriler payini
almistir. Is ve is yapma siireglerindeki degisim, orgiitleri bilinen hantal, biirokratik ve bireysel performansin
Onem arz ettigi mekanik yapilardan uzaklastirmis; igbirliginin 6nem arz ettigi, ekip ve takim odakli, esnek,
organik yapilara doniistiirmiistiir. Bu yapilar icinde deger yaratan ¢alisanlardan etkin sekilde yararlanmanin
on kosulu ise onlarin ekonomik ihtiyaclarinin yani sira sosyal ve psikolojik ihtiyaglarimi etkin sekilde

karsilamaktir.

Orgiitlerin en énemli kaynagini olusturan ¢alisanlarin memnuniyeti performans iizerinde belirleyici bir giice
sahiptir. Orgiit-iiye uyumunun saglandig1 drgiitlerde calisanlarin drgiit yararma katki saglayacak diisiince,
fikir ve goriislerini paylasma ve is birligi yapma egilimi artmaktadir. Bireysel yetenek ve tecriibelerin
kollektif bir basariya doniismesini arzu eden Orgiitler buna uygun bir orgiit kiiltiirii ve iklimi yaratmak ve
siirdiirmekle yiikiimliidiir. Orgiitsel basar1 ve performans {izerinde 6nemli etkiye sahip olan ve ¢alisanlart
bilissel, duyussal ve davranigsal olarak negatif etkileyen is yasaminda yalmzlik olgusu orgiitsel davranig
yazininda uzun siiredir dikkat ¢eken konulardan biridir. Yalnizlik, bireylerin i¢inde olmak istedikleri sosyal
iligkilerden uzak kalmalari nedeniyle ortaya ¢ikan ve rahatsizlik hissi yaratan psikolojik bir olgudur. Diger
duygular gibi yalnizlikta her an her yerde deneyimlenebilen, uzun vadede yikici ve negatif etkileri bulunan
bir duygudur. Bu anlamda bireylerin birgok duyguyu bir arada yasamalarina olanak veren ig yerleri zaman

zaman ¢alisanlar1 yalnmizliga iten orgiitsel ve bireysel siirecleri de i¢inde barindirmaktadir.

Sosyal yalnizliktan farkli olarak is yeri yalnizligi sadece bireylerin ¢alistiklari is yerinde ortaya ¢ikmaktadir.
Yani birey normal yasantisinda saglikli ve giivenilir iligkilere sahip olsa da ¢alistigi ortamda saglikli iligki
kurmakta bir takim zorluklar yasayabilmektedir. Bu durum ise bireylerin is ortamlarinda yalnizlik ve
soyutlanma hislerini deneyimlemelerine sebep olmaktadir (Dogan, Cetin ve Sungur, 2009; Mercan vd.,
2012: 214). Yalmzlik duygusu bireyin 6zel yasaminin yam sira i yasami ilizerinde de 6nemli etkilere
sahiptir. Is yeri yalnizhigma iliskin literatiir incelendiginde yalnizlik galismalarinin, is yerinde yalmzlik
caligmalarina oranla daha fazla oldugu goriilmektedir (Keser ve Karaduman, 2014; Mercan vd., 2012;

Silman ve Dogan, 2013; Sezen, 2014). Is yeri yalmzlig1 galismalarinin biiyiik bir boliimii bireylerin yalmzlik
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diizeylerini belirlemeye odaklanirken (Bulus, 1997; Kogak, 2005; Hamamci ve Duy; 2005; Kozakli, 2006;
Turan, 2010), kavramin orgiitsel etki ve sonuglarini belirlemeye yonelik caligmalarin da mevcut oldugu
goriilmektedir (Wright vd., 2006; Wright, 2005; Peng vd., 2017; Oguz ve Kalkan, 2014; Erogluer ve Yilmaz,
2015; Yilmaz ve Aslan, 2013; Sisman ve Turan, 2014).

Yapilan arastirmalarda is yerinde yalnizlik duygusu yasayan bireylerin, orgiitsel vatandaslik davranisi
sergileme olasilig1 azalmaktadir (Keser ve Karaduman, 2014). Ay (2015) ¢alismasinda is yeri yalnizligs,
oOrgiitsel sinizm ve istismarct yonetim arasinda pozitif iligkiler tespit etmistir. Yine Nartgiin ve Demirer
(2012) orgiitsel sessizligin boyutlarindan olan savunmaci ve kabullenici sessizlik ile is yerinde yalnizligin
duygusal ve sosyal yalnizlik boyutlar1 arasinda orta seviyede pozitifiliskiler belirlemistir. Demirbas ve Hasit
(2016) is yeri yalnizliginin isten ayrilma niyetini; Mercan vd., (2012) ise kavramin sosyal fobi inang¢larini
pozitif yonde etkiledigini tespit etmistir (Kaplan, 2011). Yine Cetin ve Alacalar (2016) tarafindan yapilan
bir aragtirmada arkadag desteginin is yeri yalnizlig1 {izerine negatif, aile bireylerinin desteklerinin ise is yeri

yalmzlig1 lizerinde pozitif etkileri oldugu ortaya konmustur.

Aragtirmanin bir diger degiskeni olan baglilik ise oOrgiitler icin dnem arz eden bir diger kavramdir.
Caliganlarin bilgi, yetenek ve tecriibesini Orgiitsel amac¢ ve hedeflerin hayata gegirilmesinde kullanma
istegini belirten bagllik, daha iyi bir firsat olsa bile ¢alisanin drgiitiinden ayrilmak istemeyisidir. Isi yapan
bireylerle orgiit arasinda yaratilmasi gereken uyumun bir igareti olan baglilik kavrami, ¢alisan devir hizinin
meydana getirdigi negatif etkiyi yok etmede kullanilan en 6nemli faktorlerden biri olarak kabul gérmektedir
(Giiglii, 2006). Yalgin ve iplik (2005)’e gére orgiitsel agidan baghlik seviyesi yiiksek bireyler hem 6rgiite
hem de tiretime biiyiik katki ve katilim saglamaktadirlar (Colakoglu, Ayyildiz ve Cengiz, 2009: 77). Balci
(2003) ise orgiitsel agidan baglhilig: yiiksek bireylerin gerek orgiite uyum, gerekse is doyumu konusunda
daha bagarili olduklarini belirtmektedir. Yine bu ¢alisanlar daha fazla sorumluluk iistlenmeye isteklidir.
Balay (2000:2), orgiitsel baghilig1 fazla olan bireylerin emirlere kendi istegi ile uyduklarini, amag¢ ve
hedeflere ulasma konusunda digerlerinden daha istekli davrandiklarini ve beklentilerin lizerinde davranig

sergilediklerini vurgulamaktadir.

Orgiitlerin taklit edilemeyen, yegane kaynagmi olusturan galisanlarm orgiitlerine karsi hissedecekleri
baglilik birgok orgiitsel siire¢ ve sonug lizerinde etkiye sahiptir. Literatiirde kavramin is goren sessizligi

(Eroglu vd., 2011), orgiitsel sinizm (Ergen,2015), orgiitsel destek (Ozdevecioglu, 2003), tiikenmislik (Cetin
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vd., 2011), is tatmini (Cekmecioglu,2006; Porter vd., 1974), orgiit iklimi (Yiiceler, 2005), orgiitsel
vatandaslik davranigi (Demirel ve Aslan, 2008), isten ayrilma niyeti (Poyraz ve Kama, 2008), psikolojik
baglanma (O’Reilly ve Chatman, 1986), is performansi (Meyer vd., 1989) gibi bircok degisken ile iligkileri

siklikla incelenmistir.

Gecmisten giiniimiize insan1 farkli ihtiyaglar ve motivasyon 6geleri baglaminda degerlendiren aragtirmalar
bulunmaktadir. Bu arastirmalarin sonuglar1 insanin yalnizca para ile motive olamayacagini belirterek
insanin sosyal yoniine vurgu yapmaktadir (Bkz. Hawthorne Arastirmalari, Maslow’un Ihtiyaclar
Hiyerarsisi, 1943). Insanmn sosyal yoniine dikkat ceken c¢aligmalar goz oniinde bulunduruldugunda
sosyallesme ve grup olma ihtiyaci 6rgiit i¢inde biiyiik onem arz etmektedir. Bu anlamda bireyin hissedecegi
yalnizlik duygusunun uzun vadede bircok orgiitsel ¢ikt1 ve siireci etkileyecegi soylenebilir. Wright (2005)
is yerinde yalnizligin yarigsmaci tutum, ¢aligsma arkadaslar1 destegi, is dis1 destek, yonetici destegi, is yukil,
korku iklimi, topluluk ruhu, is doyumu, algilanan ig stresi, orgiitsel baglilik, yasam doyumu gibi ruhsal
ozelliklerle iliskili oldugunu belirtmektedir (Mercan vd., 2012; 218). Orgiitlerin basarisi iizerinde énemli
etkiye sahip calisanlarin orgiitlerine iliskin gelistirecekleri bagliligin bir kosulu oldugu diisiiniilen is yerinde
yalnizligin imalat ¢alisanlar1 {izerindeki etkisinin belirlenmesi bu aragtirmayi énemli kilmaktadir. Yine
aragtirma sonuglarindan elde edilecek sonuglarin alan yazin ve uygulayicilara yol gosterecegine iliskin inang

aragtirmanin motivasyonunu olusturmaktadir.

Orgiitlerin en dnemli kaynagini olusturan ¢alisanlarin drgiitte kalmaya iliskin egilimleri {izerinde belirleyici
bir giice sahip olan baglilik kavraminin is yeri yalmzlhigindan olumsuz etkilenecegine iligskin beklenti
arastirma sorunsalini olusturmaktadir. Literatiirde yalnizlik ve orgiitsel baglilik arasindaki iligkiyi inceleyen
bircok calisma bulunmaktadir. Yapilan arastirmalarda is yeri yalmizhiginin orgiitsel bagliligi negatif
etkiledigini belirten ¢alismalar bulunmaktadir (Wright, 2006; Ertosun ve Erdil, 2012; Ayazlar ve Giizel,
2014; Tabancali ve Korumaz, 2015; Aykan vd., 2019). Ancak ¢aligmalarda is yeri yalnizlig1 ile birbirinden
farkli baghlik boyutlarinin birlikte degerlendirildigi goriilmiistiir. Ornegin Yilmaz (2008) galismasinda
Balay (2000) tarafindan gelistirilen uyum, 6zdeslesme ve igsellestirme alt boyutlarindan olusan baglilik
6lcegini kullanmistir ve degiskenler arasinda pozitif etkilesim oldugu sonucuna ulagmistir. Yilmaz (2008)
okul miidiirleri iizerine gergeklestirdigi ¢alismasinda okul miidiirlerinin yalnizlik diizeyleri ile orgiitsel
baghiligmm uyum diizeyleri arasinda pozitif; yalnzlik ile orgitsel bagliligin i¢sellestirme ve 6zdeslesme

diizeyleri arasinda ise negatif bir iliski oldugunu tespit etmistir. Aykan, Karakus ve Karakog (2019) ise
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calismasinda duygusal yalnizhigin duygusal baghlik (negatif yonde) ve normatif baglilik (pozitif yonde)
tizerinde, sosyal yalmzligin da duygusal baglilik (pozitif yonde) ve normatif baglilik (negatif yonde)

iizerinde etkisi bulundugunu tespit etmistir.

Tiim bu agiklamalar ve ¢alismalar dogrultusunda arastirmanin hipotezleri asagidaki gibi olusturulmustur.
Hi: Duygusal yalnizlik duygusal baglilig1 negatif yonde etkilemektedir.
H>: Duygusal yalnizlik devam bagligini negatif yonde etkilemektedir.
Hs: Duygusal yalnizlik normatif baglilig1 negatif yonde etkilemektedir.
Ha: Sosyal yalnizlik duygusal baglilig1 negatif yonde etkilemektedir.
Hs: Sosyal yalnizlik devam bagliligin1 negatif yonde etkilemektedir.
Hs: Sosyal yalnizlik normatif bagliligi negatif yonde etkilemektedir.

1. YONTEM

1.1. Arastirmanin Orneklemi

Caligan yalnizliginin 6rgiitsel baglilik {izerine etkisini belirlemek amaciyla yapilan aragtirmanin 6rneklemini
Kirikkale ve Konya Ili Organize Sanayi Bolgesinde faaliyetlerine devam eden KOBI niteligindeki
isletmelerin 320 c¢alisanindan olusturmaktadir. Kolayda oOrneklemi yontemi ile toplanan verilerin
anlasilirligini saglamak adina yiiz yiize goriismeler gerceklestirilmistir. KOBI niteligindeki bu isletmelerin
genel itibari ile kiigiik takim ve ekipler halinde ¢alismalarin stirdiirdiigli sdylenebilir. Ekip ve takim iginde
bireylerin hissedecekleri yalnizligin performans {izerinde olumsuz etkiler yaratmasinin yani sira orgiitten
ayrilmaya iliskin niyeti de énemli 6lclide etkiledigi diisiiniilmektedir. Bu anlamda bu ¢aliganlarin 6rgiit
icinde hissettikleri yalnizlik ve bu yalnizlik duygusunun orgiitsel bagliliklar1 iizerinde nasil bir etki

yaratacaginin belirlenmesi 6nem arz etmektedir.

1.2. Veri Toplama Araci

Is yeri yalmzliginin 6l¢iimii igin Wright vd. (2006) tarafindan gelistirilen ve Tiirkce uyarlamas1 Dogan vd.
(2009) tarafindan yapilan dlgek kullamilmistir. Duygusal yalmizlik ve sosyal yalmzligi olmak tizere iki
boyuttan olusan 6lgek 5°1i likert tipindedir. Olgegin sosyal durum yalmzlik boyutunda yer alan ifadeler “Is
yerinde sosyal iligkilerim vardir”, “Is yerimdeki sosyal etkinliklere (piknik, parti, yemek vs.) katilirim”
seklindedir. Olgekte yer alan bazi ters uglu sorular ¢alisanlarin kafasini karistirmamak adina gevrilerek

sorulmustur. Orgiitsel bagligin l¢iimii igin ise literatiirde siklikla kullanilan Meyer-Allen (1984) tarafindan
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gelistirilen rgiitsel baglilik 6lgegi tercih edilmistir. Duygusal, devam ve normatif olarak ii¢ boyuttan olusan

0lcek 17 sorudan olugmaktadir.

Is yeri yalnizhig1 lgegi icin hesaplanan Cronbach Alpha katsayis1 a=0,91; orgiitsel baglilik dlcegi icin ise
bu deger 0=0,87"dir. Arastirmanin bagimsiz degiskeni olan is yeri yalmizlig1 6lgegi ve orgiitsel baglilik
Olceginin yapilarinin dogrulanmasi amaciyla agiklayicit faktor analizi (AFA) ve dogrulayici faktor
analizinden (DFA) yararlamlmistir. Is yeri yalmzligi dlgegi icin Kaiser-Meyer-Olkin (KMO)= ,871;
Bartlett’s kiiresellik degeri=1502,109, df=105 olarak hesaplanmistir. Olgekte ifadelerden birinin iki boyuta
birden dagildigi goriilmiistiir. Bu ifadenin analizden ¢ikarilmasi sonucunda 6lgegin iki faktorlii yapisi
dogrulanmistir. Buna gére iki faktdriin toplam varyansin % 65,505’ini agikladigr bulgulanmustir. Orgiitsel
baglilik 6lcegi icin gerceklestirilen analizde {i¢ faktorlii orijinal 6lgek yapisi elde edilmistir. Bu faktorlerin
ise toplam varyansin %385,444’linii acikladig1 goriilmektedir. Yine kullanilan o6lgeklerin yapilar ve
maddeleri ile iligkilerini belirlemek i¢in YEM kapsaminda birinci diizey dogrulayici faktor analizi (DFA)
yapilmustir.

Is yeri yalnizhginin iki boyutlu yapisinin ifadeleri ile iliskisini belirlemeye ydnelik yapilan ilk DFA analizi
sonrasinda beklenen uyum iyiligi degerleri elde edilememistir. Ancak bir ifadenin analizden ¢ikarilmasi ile
tekrarlanan analiz sonrasinda 6lgegin minimum Ki-kare degerinin (y2= 193, 478, df=73, p=0.00) anlaml
oldugu goriilmistiir. Uyum indeksi degerleri ise RMSEA=0.08, CFI=0.90, NFI=,90, IF1=,90 ve TLI=,90
olarak bulunmustur. Yine aragtirmanin bir diger degiskeni olan orgiitsel baglilik 6lgeginin maddeleri ile
iligkisinin belirlenmesi amaciyla yapilan birinci diizey DFA’dan elde edilen modelin uyum indeksleri
incelenmistir. Olgegin duygusal baghlik boyutuna ait iki ifadenin analizden ¢ikarilmasi ile minimum ki-
kare degerinin (y2= 282,961, df=85, p=0.00) anlamli oldugu goriilmiistiir. Uyum indeksi degerleri ise
RMSEA=0.07, CFI=0.93, NFI=,90, IFI=,93 ve TLI=,91 olarak bulunmustur. Bu uyum indeksi degerleri ii¢
faktorlii modelin kabul edilebilir oldugunu gostermektedir. Olgeklere iliskin uyum indeksleri Tablo 1°de

yer almaktadir.
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Tablo 1: Olgeklere Iliskin Uyum lyiligi Degerleri

Olcek/ Indeksler %2 df | p x2/df | CFI | NFI | TLI | IFI | RMSEA
Isyeri Yalmizhig 193,478 | 73 | ,00 | 2,650 | ,90 | ,90 | ,90 | ,90 ,08
Orgiitsel Baghlik 282,961 |85 |,00 | 3,329 | 93 | 90 | ,91 | 93 ,07

Marsh, Balla ve McDonald 1988; Byrne, 2001; Siimer, 2000; Simsek, 2007; Tabachnick ve Fidell, 2007.

2. ARASTIRMA BULGULARI

Arastirmaya katilan ¢aliganlarin demografik 6zellikleri incelendiginde; katilimcilarin %94,6’sinin erkek;
%46,2’sinin 31-41 yas araliginda oldugu goriilmektedir. Yine bu ¢aliganlarin %90’min evli olup; %51,5’1
ilkdgretim mezunudur. Calisanlarin deneyim siireleri incelendiginde, %52,3’liniin 6-10 yil arasinda,

%27,7’sinin ise 11-20 y1l arasinda deneyime sahip oldugu gorilmektedir.
Arastirmanin sonraki boliimiinde ise is yeri yalnizlig1 ve orgiitsel bagliligin alt boyutlarina (duygusal, devam
ve normatif) iliskin verilerin ortalamalari, standart sapmalar1 ve aralarindaki korelasyon incelenmistir. Bu

analizlere iliskin veriler tablo 2’de yer almaktadir.

Tablo 2: isyeri yalmzhig1 ve Duygusal baglilik Arasindaki Korelasyon Analizi Sonuglari

Degiskenler Arit. St. DY SY DUY DEV NOR
Ort. Sap.

DY 3,09 87 1

SY 3,26 ,63 ,339** 1

DUY 2,24 ,51 -,346** -,646** 1

DEV 2,81 71 -,305** -,496 ,259** 1

NOR 2,43 77 -,295** -,636** ,373** ,290** 1

DY=Duygusal yalnizlik, SY=Sosyal yalmizlik, DUY=Duygusal baglilik, DEV=Devam bagliligi,
NOR=Normatif baglilik

** [liskinin %1 diizeyinde anlaml1 oldugunu gostermektedir (p<0,01).
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Tablo 2 incelendiginde, is yeri yalnizliginin alt boyutlar1 olan duygusal ve sosyal yalnizhigin orgiitsel
bagliligin alt boyutlar1 olan duygusal, devam ve normatif baglilik {izerine etkisini belirlemeye yonelik
yapilan analize iligkin katsayilarin istatistiki olarak anlamli (p<0,01) oldugu goriilmektedir. Buna gore is
yeri yalnizliginin alt boyutu olan duygusal yalmizlik ile duygusal baglilik (r=-,34 ve p= 0,01), devam
baglilig1 (r=-,30 ve p= 0,01) ve normatif baglilik (r=-,29 ve p= 0.01) arasinda negatif yonlii orta diizeyde
korelasyon tespit edilmistir. Yine is yeri yalnizliginin diger alt boyutu olan sosyal yalnizlik ile devam
baglilig1 (r=-,49 ve p= 0,01), normatif baglilik (r=-,63 ve p=0.01) ve duygusal baglilik (r=-,64 ve p= 0,01)
arasinda negatif yonlii anlamli korelasyon tespit edilmistir. Degiskenlere iliskin ortalamalar incelendiginde
genel itibari ile caligsanlarin is yeri yalmzligma iligkin verdikleri cevaplara iligkin skorlar (ort=3,09)
ortalamanin {izerinde seyretmektedir. Yine bu calisanlarin daha ¢ok sosyal yalmizlik hissettikleri
goriilmektedir (3,26>3,09). Bununla birlikte ¢alisanlarin devam ve normatif bagliliga iliskin cevap skorlari
ortalama deger olan 2,5’un ilizerinde seyrederken; duygusal baglilik cevap ortalamalari 2,24 olarak
ortalamanin altinda seyretmektedir. Buna gore en yiiksek ortalamanin devam; en diisiik ortalamanin ise
duygusal bagliliga ait oldugu goriilmektedir. Arastirma bulgulart artan is yeri yalnizliginin g¢aliganlarin

baglilik diizeylerini azaltacagina isaret etmektedir.
2.1. Hipotez Testi Sonuglari
Arastirmanin hipotezlerinin test edilmesi adina ¢oklu dogrusal regresyon analizinden yararlanilmistir. Buna

gore gergeklestirilen analizler ve sonuglar1 asagida yer almaktadir.

Tablo 3. Is yeri Yalnizliginin Duygusal Baglilik Uzerine Etkisi

Degiskenler Model Ozeti | Anova Katsayilar

Bagimsiz Degisken | Bagimh Degisken | R R? F p B T p

Duygusal Yalmzhik | Duygusal Baghhk -,144 | -8,425 | ,000
,660 | ,435 | 48,964 | .000

Sosyal Yalmzhk -597 | -2,033 | ,044

Tablo 3°te yer alan ¢oklu dogrusal regresyon analizindeki R? determinasyon katsayisi degerine gore orgiitsel
baglilikta meydana gelen degisiklerin %43°li (R?=.435) bagimsiz degiskenler olan duygusal ve sosyal
yalnizlik tarafindan agiklanmaktadir. F degeri olusturulan modelin anlamli oldugunu goéstermektedir
(F=48,964; p<,01). Buna gore is yeri yalmizliginin duygusal yalnizlik ve sosyal yalnizlik alt boyutunun
duygusal baglilik iizerinde negatif (p=.-,144; t=-8,425; p=.000; p=-,597 t=-2,033; p=.000) anlamli etkiye
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sahip oldugu tespit edilmistir. Degiskenlere ait § degerlerine dayanarak sosyal yalmzligin duygusal baglilig
etkileyen en 6nemli bagimsiz degisken oldugu sdylenebilir. Arastirma bulgularina gére duygusal yalnizlikta
meydana gelen bir birimlik degisim duygusal baglilikta -,144 birimlik; sosyal yalnizlikta meydana gelen bir
birimlik degisim ise -,597 birimlik bir azalmaya neden olmaktadir. Bu anlamda sosyal yalnizligin duygusal

baglilik tizerinde daha biiyiik bir etkiye sahip oldugu sdylenebilir.

Tablo 4. Is yeri Yalnzliginin Devam Baglihig Uzerine Etkisi

Degiskenler Model Ozeti | Anova Katsayilar

Bagimsiz Degisken | Bagimh Degisken | R R? F p B T p

Duygusal Yalnizhk - 155 | -1,921 | ,057
Devam Baghhg ,517 | ,267 | 23,180 | .000

Sosyal Yalmzhk -444 | -5,496 | ,000

Tablo 4’te yer alan ¢oklu dogrusal regresyon analizindeki R? determinasyon katsayis1 degerine gore orgiitsel
baglilikta meydana gelen degisiklerin %26’s1 (R*=,267) bagimsiz degisken olan is yeri yalmzlig1 tarafindan
aciklanmaktadir. F degeri incelendiginde olusturulan modelde anlamli oldugu goriilmektedir (F=23,180;
p<,01). Buna gore is yeri yalnizliginin sosyal yalnizlik alt boyutunun devam baglilig1 {izerinde negatif ve
anlamli bir etki yarattigl goriilmektedir (B=-,444, t=-5,496, p<,001). Bulgular sosyal yalmzliktaki bir
birimlik artisin devam bagliliginda -,444 birimlik bir azalmaya neden olacagina isaret etmektedir. Yine
arastirma bulgulart is yeri yalmzliginin duygusal yalmizlik alt boyutunun devam baglilig1 {izerindeki

etkisinin anlamli olmadigi gostermektedir.

Tablo 5. is yeri Yalmzliginin Normatif Baglilik Uzerine Etkisi

Degiskenler Model Ozeti | Anova Katsayilar

Bagimsiz Degisken | Bagimh Degisken | R R? F p B t P

Duygusal Yalmzhk -,052 | -,813 418
Normatif Baghhk | ,738 | ,544 | 75,900 | .000

Sosyal yalmzhk -, 719 | -11,293 | ,000

Tablo 5’te yer alan ¢oklu dogrusal regresyon analizindeki R* determinasyon katsayis1 degerine gore orgiitsel
baglilikta meydana gelen degisiklerin %54’ (R*=.544) bagimsiz degiskenler olan is yeri yalnizlig
tarafindan aciklandigimi gostermektedir. F degeri goz Oniinde bulunduruldugunda olusturulan modelin

anlamli oldugu goriilmektedir (F=75,900; p<,01). B degeri sosyal yalnizlik ile normatif baglhilik arasinda
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anlamli ve negatif yonlii etkilesimler bulundugunu (B=.-,719; t=-11,293; p=.000); ancak duygusal yalmzlik
alt boyutu ile normatif baglilik arasinda anlamli bir etkilesim olmadigini géstermektedir (p=-,052; t=-,813;
p>.05). Bulgulara gore sosyal yalnizlikta meydana gelen bir birimlik degisim normatif baglhlikta -,719

birimlik bir azalmaya neden olmaktadir.

SONUC

Orgiitlerin stratejik amac ve hedeflerine ulasmasinda ¢alisanlarin rgiitlerine baghligi biiyiik 6nem arz
etmektedir. Calisanlarin orgiitlerine karsi hissedecekleri baglilik ile ortaya ¢ikmasi muhtemel birgok negatif
sonu¢ ortadan kaldirilmaktadir. Bu noktada sosyal bir varlik olan calisanlarin orgiit icinde kuracaklari
duygusal ve sosyal baglar manevi tatmin unsuru olusturmaktadir. Bu arastirmada belirlenen 6rneklem
kapsaminda bireyin iginde bulunmak istedigi iliskilerden uzak ve dislanmis hissetmesinin orgiite karsi

gelistirecegi baglilik tizerindeki etkilerinin belirlenmesi amaglanmigtir.

Oncelikle arastirmanin degiskenlerine verilen cevaplara iliskin ortalamalar incelenmistir. Buna gore
caligsanlarin verdikleri cevaplara iligkin ortalamalar yiiksek diizeyde is yeri yalnizligina isaret etmektedir.
Calisanlarin genel itibari ile daha ¢ok sosyal yalmzlik hissettikleri de ortalama skorlara bakilarak
sOylenebilir. Yine calisanlarin duygusal bagliliga iliskin ortalamalarina gére devam bagliligi, normatif
bagliliktan daha diisiik diizeyde goriilmektedir. Calisanlarin herhangi bir digsal kaynaktan etkilenmeden
isini, severek ve isteyerek yapmasim saglayan baghilik tiirii olan duygusal baglhligin diger baglilik

tiirlerinden daha diisiik ortalamaya sahip olmasi orgiitler i¢in dikkat edilmesi gereken bir husustur.

Degiskenler arasindaki iliskilerin belirlenmesi adina gerceklestirilen korelasyon analizi sonucunda ise is
yeri yalnizliginin alt boyutu olan duygusal yalnizlik ve sosyal yalnizlik ile duygusal, normatif ve devam
baglilig1 arasinda negatif yonlii orta diizeyde anlamli korelasyon tespit edilmistir. Buna gore orgiit icinde

artan yalnmzlik hissi ¢caligsanlarin orgiitlerine karsi gelistirecekleri baglilik 6niinde engel teskil etmektedir.

Arastirmanin hipotezlerinin test edilmesi adina gerceklestirilen analizler sonucunda, is yeri yalmizliginin
duygusal yalmizlik ve sosyal yalmizlik alt boyutlarimin duygusal bagliligi negatif yonde etkiledigi
gorilmiistiir. Yapilan ¢oklu dogrusal regresyon analizinden elde edilen sonuglar modelin kabul edilebilir ve
anlamli oldugunu gostermektedir. Buna gore “Hi: Duygusal yalmzlik duygusal bagliligi negatif yonde

etkilemektedir.” ve “Ha: Sosyal yalnizlik duygusal bagliligi negatif yonde etkilemektedir “ hipotezleri
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desteklenmistir. Aragtirmanin bu sonucu Aykan, Karakus ve Karakog¢ (2019)’un g¢aligmasi ile paralellik
gostermektedir. Ayazlar ve Glizel’in ¢alismasi ile de benzerlikler tagimaktadir. Arastirmacilar da ig yeri
yalnizliginin iki boyutunun da duygusal baglilig1 negatif etkiledigini ancak duygusal yalnizligin duygusal

bagliliga etkisinin anlamli olmadig1 belirtmistir.

Duygusal yalnizlik ve is yeri yalnizliginin devam baglilig iizerine etkisini belirlemeye yonelik yapilan
coklu regresyon analizi sonucunda ise sosyal yalnizligin devam bagliligin1 negatif ve anlamli bir sekilde
etkiledigi sonucuna ulasilmistir. Duygusal yoksunlugun ise devam baglilig1 {izerinde herhangi anlamli bir
etkiye sahip olmadig1 goriilmiistiir. Buna gdre aragtirmanin “H,= Duygusal yalmizlik devam bagligini
negatif yonde etkilemektedir.”hipotezi reddilerken; “Hs: Sosyal yalnizlik devam bagliligini negatif yonde
etkilemektedir.” hipotezi desteklenmistir. Yine arastirmanin bu sonucu Ayazlar ve Giizel (2014)’in
caligmasi ile paralellik gostermektedir. Bu anlamda sosyal iligkilerden yoksunlugun artisi ile galisanlarin
orgiitlerinden ayrilmalar1 durumunda katlanmalar1 gereken maliyetleri gz oniinde bulundurduklarinda
ortaya ¢ikan baglilik tiirli olan devam baglilig1 azalmaktadir. Bu sonuca gore is yerinde sosyal anlamda
yalnizlasan ¢aliganlarin, orgiitte calisiyor olmaktan dolay1 elde edilen kazanglar1 kaybedecek bile olsalar

baglarini azaltma egilimde olduklar1 séylenebilir.

Son olarak is yeri yalmzliginin alt boyutlar1 olan duygusal ve sosyal yalnizlik boyutlarinin normatif baglilik
tizerine etkilerinin belirlenmesi amactyla ¢coklu dogrusal regresyon analizi yapilmistir. Analiz sonucunda
yine is yeri yalmizliginin sosyal yalmzlik alt boyutunun normatif bagliligi negatif yonlii ve anlamli etkiledigi
goriilmiistiir. Buna karsin duygusal yalnizlik alt boyutunun normatif bagllik iizerinde herhangi anlamli bir
etkisinin olmadig1 da arastirma sonuglar1 arasinda yer almaktadir. Analizden elde edilen bu sonuglara gore
arastirmanin  “Hs: Duygusal yalmzlik normatif bagliligi negatif yonde etkilemektedir.” hipotezi
reddedilirken; “He: Sosyal yalmzlik normatif baglhiligi negatif yonde etkilemektedir.” hipotezi
desteklenmektedir. Bu caligmadan farkli olarak Aykan vd. (2019) calismalarinda duygusal yalnizligin
normatif bagliligi pozitif; sosyal yalmzligin ise negatif yonde anlaml bir sekilde etkiledigi sonucuna
ulagsmiglardir. Wiener (1982)’in belirttigi sekilde normatif baglilik, kendini kuruma adamay1 ve sadakati
tesvik eden bir kiiltiir i¢inde sosyallesme saglamasi nedeniyle, kurum ve orgiitlere bagli ve sadik olma
egilimine vurgu yapar. Bu anlamda sosyal anlamda yalniz hisseden ¢alisanlarin normatif bagliliklarinda
azalmanin goriilmesi son derece normal olarak degerlendirilmektedir. Arastirma sonuglar1 ¢alisanlarin etik

ve dogru buldugu i¢in orgiitlerine karg1 gelistirdikleri baglilik tiirii olan normatif bagliligin sosyal yalnizlik
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tarafindan olumsuz bir sekilde etkilendigini gostermektedir. Sonu¢ Maslow’un ihtiyaglar hiyerarsisi
baglaminda degerlendirildiginde daha anlasilir bir hal almaktadir. Cesitli etik degerlere sahip olmak
ihtiyaclar hiyerarsinin {ist basamaklarina iliskin bir ihtiyag iken; sosyallesme ve iliski kurma ihtiyaci gorece
daha alt kademelerde yer alan, 6ncelikli bir ihtiyaci olusturmaktadir. Kurama gore bir basamaktaki ihtiyag
tam olarak tatmin edilmeden bir sonraki basamaga gecilememektedir. Bu anlamda sosyal olarak yalnizlasan
ve dislanmis hisseden bireyin dogruluk ve etik ilkeleri baglaminda gelistirmesi beklenen baglilik diizeyinin

azalabilecegi diisiiniilmektedir.

Arastirma sonugclar1 ¢aligsanlarin hissettikleri duygusal ve sosyal yalnizlik artik¢a orgilite karsi gelistirilen
duygusal, normatif ve devam bagliligin azaldigin1 gostermektedir. Birgok orgiitsel siire¢ ve ¢ikti iizerinde
onemli etki ve giice sahip olan baglilik iizerinde is yeri yalnizli§inin olumsuz etkileri 6rgiitlerde ciddi kaynak
kaybini beraberinde getirmektedir. Calisan sayisinin az oldugu KOBI’lerde bireylerin hissedecegi is yeri
yalmzliginin sonuclarinin daha yikici olacag: diisiiniilmektedir. KOBI calisanlarinin islerini ve drgiitlerini
sevmelerinin orgiitsel amag ve hedeflere ulasmadaki katkisi goz 6niinde bulunduruldugunda g¢alisanlarin is
yeri yalmizhigina iligkin gelistirecekleri alginin en aza indirilmesi elzemdir. Bu anlamda uygulayici ve
yoneticilerin benimseyecekleri liderlik yaklagimu ile lider-liye etkilesiminin kalitesini artirmalari, katilimci
ve destekleyici bir orgiit kiiltiiri ve iklimi yaratarak bunlarin galisanlar tarafindan Gziimsenmesinin
saglanmasi 6nemli goriilmektedir. Orgiitiin sicak ve samimi yapisini gelistirmeye katki saglayacak
politikalarin benimsenmesi, c¢alisanlarda biz duygusunun gelismesine yardimci olacaktir. Orgiit iginde
olusacak informal gruplarin desteklenerek ¢ok yonlii ve giiven temelli bir iletisim sisteminin kurulmasi
yalnizlik duygusunu en aza indirecektir. Yine orgiit i¢inde is yapma siireclerinin yeniden yapilandirilarak

takim c¢aligmasi, is birligi ve yardimlagsmanin 6zendirilmesi aragtirma onerileri arasinda yer almaktadir.

Arastirmanin Konya ve Kirikkale Organize Sanayi Bélgesinde faaliyet gosteren KOBI ¢alisanlar iizerine
gerceklestirilmis olmasi, sonuglarin genellenmesi adina kisit olusturmaktadir. Arastirmanin farkli sektorler
ve degiskenler ile tekrarlanmasi ile alan yazina 6nemli katkilar sunulabilir. Yine is yeri yalmzlig ve orgiitsel
baglilik gibi algisal kavramlarimin 6l¢iimiinde anket yonteminden yararlanilmis olmasi aragtirmanin bir
baska kisitin1 olusturmaktadir. Farkli calismalarda tercih edilecek nitel aragtirma yontemleri ile daha dogru

ve kapsamli bilgilerin elde edilecegine inanilmaktadir.
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Yenilik¢i faaliyetler yeni is alanlarinin yaratilmasi agisindan olduk¢a Onemli bir unsurdur. Yenilikgilik,
girigimciligin temel noktasi olarak ifade edilmektedir. Bununla birlikte yenilikgilik, isletmelerin mevcut
kaynaklarinin artirilmasi ya da soz konusu kaynaklara yeni seylerin ilave edilmesiyle yeni istihdam alanlarmimn
ortaya ¢ikmasina katki saglamaktadir. Ayrica, firsatlarin degerlendirilmesi, mevcut teknolojinin gelistirilmesi ve
pratik bir bicimde kullanilmasini saglamanin bir yolu olarak goriilmesi gerekir. Yenilik¢ilik, yeni tiriinlerin,
hizmetlerin, siireclerin, teknolojilerin ve is modellerinin olusturulmasiyla teknolojideki gelismelerin
vurgulanmasi yoluyla girisimcilik 6zelliklerinden yararlanir. Bu nedenle, girisimcilik diizeyi bireysel yenilikg¢ilik
alg1 dzelliklerine girdi saglayan bir kavram olarak karsimiza ¢ikmaktadir. Bu galismanin amaci, Istanbul’da
egitim veren li¢ arastirma tiiniversitesinin mithendislik fakiiltesinde gorev yapan 490 akademisyen igin,
girisimcilik diizeylerine gore yenilik¢ilik algi ozellliklerinin cinsiyete gore degerlendirilmesidir. Analiz
sonucunda, girisimcilik diizeylerine gore yenilikgilik algilarinin hem kadin hem erkek akademisyenlerde anlamlx
farklilik gosterdigi belirlenmistir. Gelenekgi 6zellige sahip akademisyenlerin girisimcilik diizeylerinin diisiik
oldugu goriilmiistiir.

Anahtar Kelimeler: Girisimcilik, Yenilik¢ilik, Akademisyenler, Istatistik Analiz

JEL Kodlan: C12, L26, 031



International Journal Entrepreneurship and Management |nquiries

Journal EMI ISSN: 2602 — 3970

ARASTIRMA makalesi

Cilt 4 - Say1 7 - Aralik 2020

SS. 276-300

Bagvuru Tarihi/ Received Date: 25.12.2020
Kabul Tarihi/ Accepted Date: 28.12.2020

THE EVALUATION OF THE PERCEPTION OF INNOVATION BY
ACADEMICIANS IN TERMS OF ENTREPRENEURSHIP LEVEL BY

GENDER
Dog¢. Dr. Gamze SART
istanbul University-Cerrahpasa, HAYEF, Department of 0000-0002-0653-2855
Educational Sciences, gamze.sart@istanbul.edu.tr
Abstract

Innovative activities are a very important factor in creating new business areas. Innovativeness is expressed as
the main point of entrepreneurship. However, innovation contributes to the emergence of new employment areas
by increasing the existing resources of the enterprises or adding new things to these resources. It also needs to
be seen as a way of making use of opportunities, enhancing existing technology and ensuring its practical use.
Innovation takes advantage of entrepreneurial features through the creation of new products, services, processes,
technologies, and business models, highlighting advances in technology. Therefore, entrepreneurship level
emerges as a concept that provides input for individual innovativeness perception characteristics. The aim of this
study is to evaluate the innovation perception characteristics according to entrepreneurship levels for 490
academicians working in the engineering faculties of three research universities in Istanbul. As a result of the
analysis, it was determined that innovativeness perceptions differ significantly between both male and female
academicians according to entrepreneurship levels. It has been observed that the entrepreneurship levels of the
academicians with traditional features are low.
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GIRIS

Girisimcilik kavramini tanimlamak i¢in giiniimiize kadar pek ¢ok arastirmaci tarafindan farkli bakis agilari
ile cesitli tanimlamalar yapildig1 goriilmektedir. Green (2008)’e gore; ticari faaliyet gosteren bir isletmeye
sahip olan, isleten ve risklerini iistlenen bireyler “girisimci” olarak tanimlanmaktadir. Bununla birlikte
girisimciler, piyasanin heniiz karsilanmamis olan taleplerini karsilamak igin ¢aba sarf etmektedirler.
Girisimcilerin ¢alisanlardan temel farki, risk tistleniyor olmalaridir (Green, 2008: 4’ten aktaran: Cetin ve

Tasdemir, 2017: 76).

Girisimcilik kavraminin temellerinin atilmasina biiyiik katkilari olan Schumpeter (1934) tarafindan yapilan
girisimcilik tanimlamasinda “degisim” kavrami tizerinde durularak girigsimci bireylerin deger yaratabilmek
acisindan degisimlerden yararlandiklar1 ifade edilmektedir. Jean Baptiste Say ise girisimcilik tanimini
yaparken “iiretkenlik” kavraminin iizerinde durmustur ve kaynaklarin nispeten diisiik tiretkenlikten yiiksek
tiretkenlige gecirilmesini girisimcilik olarak tanimlamistir (Peneder, 2009: 80). Hatten (2015) ise, taniminda

firsatlar1 avantaja ¢evirmek ve risk iistlenmekten sdz etmistir (Ozdevecioglu ve Karaca, 2015: 72).

Bird (1989) tarafindan girisimcilik, bir deger ortaya koymak amaciyla, kar amaci giiden yeni bir igletmenin
kurulmasi ya da biiyiitiilmesi veya yenilik¢i bir iirlin ya da hizmetin yaratilmas: siireci olarak ifade
edilmektedir. Thomas ve Mueller (2000) girisimciligi, bir firsatin algilanmasi ve s6z konusu firsatin
yakalanmasi amaciyla yeni bir organizasyonun yaratilmasina iligkin faaliyet olarak tanimlamaktadir
(Y1lmaz ve Siinbiil, 2009: 195). Tanimlardan goriilecegi gibi girisimcilige iliskin yapilmis olan tanimlarin

ortak ozelliklerini; bir firsatin, degisimin ve degerin yaratilmasi seklinde siralamak miimkiindiir.

Yeni igletmelerin ortaya ¢ikmasi, ekonomik anlamda biiyiimeyi de beraberinde getirdiginden dolay,
girisimcilik lizerine yapilan arastirmalarin gecmisi de oldukca eskiye dayanmaktadir ve bununla birlikte
1980°den bu yana girisimcilige verilen dnemin artmasini saglamistir (Landstrom vd., 2012: 1154; Lazear,
2005: 649; O’Connor, 2013: 546). Benzer sekilde sanayi toplumlarinin bilgi toplumlarina dontigmesi
stirecinde 6nemi artiran kavramlarin baginda yenilik ve girigsimcilik gelmektedir (Er, 2013: 83; Jeraj ve

Antoncic, 2013: 428).
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Yenilik kavrami ile girisimciligin arasinda bulunan iliskinin, uzun yillardan beri {izerinde c¢alisilan
konulardan biri oldugu goriilmektedir. Cevrelerinde bulunan firsatlar1 aglama, tanimlama ve degerlendirme
siireglerinde basar1 elde etmek isteyen girisimciler, yenilikten biiyiik 6l¢iide faydalanmaktadirlar (Zhao,
2005: 28). Girisimcilik egilimi gosteren bireylerin genellikle yenilik¢i olduklart (Ward, 2004: 173) ve
rakipleriyle rekabet edebilmek i¢in bireysel yenilik¢iliklerinin 6neminin farkinda olduklar1 gézlenmektedir

(Marcati vd., 2008: 1579).

Isletmelerin basarili olabilmesi agisindan girisimcilerin oldukg¢a &nemli bir rolii bulunmaktadir ve literatiirde
yenilik¢iligin girigsimciligi etkileyen en Onemli unsurlardan biri oldugu ¢esitli arastirmalarla ortaya

konulmustur (Thomas ve Mueller, 2000: 57).

Kiiresellesmenin etkisiyle ekonomi alaninda meydana gelen gelismeler, girisimciligin yam sira
yenilik¢iligin neredeyse biitiin alanlarda oldukca biiyiik bir Snem tasidigini gdstermektedir (Unay ve Zehir,
2012: 315). Isletmelerin, firsatlar dogrultusunda riskleri iistlenerek rakiplerine kars: iistiinliik saglama
istekleri, igletmeleri gcogunlukla yenilik yapmaya sevk etmektedir (Rezaei, 2012: 4064). Hizli bir sekilde
degismekte olan kiiresel piyasalarda isletmeler, varliklarini devam ettirebilmek, daha fazla gelir elde etmek,
stirdiiriilebilir bir basar1 yakalamak ve rakiplerine karsi iistiinliik saglamak agisindan girisimciligi ve

yenilikg¢iligi anahtar olarak gormektedirler (O’Connor, 2013: 551).

Garcia ve Calantone (2002) tarafindan girisimcilik, teknolojiyle iligkili bir icadin ticarilestirilebilmesi i¢in
yeni bir pazarin veya yeni bir hizmet alaninin bulunmasi amaciyla gayret gostermek olarak
tanimlanmaktadir (Garcia ve Calantone, 2002: 112). Genellikle girisimcilikle birlikte kullanilan bir kavram
olan yenilik¢ilik (Drucker, 2002: 30) ise girisimciligi besleyen temel bir kaynak olarak
degerlendirilmektedir. Diger bir ifadeyle; kiiresellesen diinyada degisimlerin siireklilik arz etmesi, firsatlarin
yakalanip ticarilestirilmesi i¢in bireylerin girisimci olmalarinin yani sira yenilik¢i olmalarimi da

gerektirmektedir (Ciavarella, 2004: 472).

Bu galigmada, akademisyenlerin girisimcilik diizeylerinin bireysel yenilikgilik 6zellikleri i¢in cinsiyete gore
degerlendirmesi amaclanmistir. Buradan hareketle, ilk asamada bireysel yenilik¢ilik ve girisimcilik

kavramlar agiklanmig olup sonrasinda istatistik analiz, bulgular ve yoruma yer verilmistir.
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1. KAVRAMSAL CERCEVE

1.1. Bireysel Yenilik¢ilik Kavrami

Rogers (2003) tarafindan yeniligin tanimi, herhangi bir fikrin, durumun veya varligin bireyler tarafinca
“yeni” seklinde algilanmasi olarak yapilmistir. Yenilik¢iligin tanimu ise, yeni seylerin denenmesine duyulan
istek ve degisime kars1 sergilenen tutum seklinde yapilmaktadir (Hurt vd., 1977: 61; Braak, 2001: 147). Bir
fikrin, durumun veya varligin, yeni olmasi, bunlar1 benimseyecek bireyler agisindan da bir risk unsuru teskil
etmektedir (Bhatnagar, Misra ve Rao, 2000: 98). Bireylerin, yenilik¢ilige kars1 gosterdikleri egilimlerin
birbirlerinden farkli olmasi sonucunda, yenilik¢i olarak ifade edilen bireylerin yenilige uyum saglama

stireclerinde, daha yiiksek riskleri iistlenme egiliminde olduklar1 gériilmektedir (Hurt vd., 1977: 62).

Yenilik tiirlerinin ¢esitli aragtirmacilar tarafindan ¢esitli sekillerde siniflandirildigi gézlenmektedir. Zaltman
vd., (1973) tarafindan yenilik “planli yenilik” ve “plansiz yenilik” olarak iki farkli tiirde incelenirken,
Tushman ve Nadler (1986) ise “iiriin yenilikleri” ve “siirecsel yenilikler” olarak iki ayri tiirde
siniflandirilmigtir. Damanpour (1991) tarafindan yeniligin “radikal” olmasi ve “kademeli” olarak
gergeklestirilmesine dikkat ¢ekilerek yenilik siniflandirilmast yapilmistir. Yenilikler, planlanarak veya
gereksinim duyulmasi halinde plansiz sekilde ortaya konulabilmektedir. Uriinlerde yapilan yenilik,
mevcutta bulunan bir iirlin iizerinde yapilan degisikliklerle {irliniin degerinin artirilmasini veya rekabet
edebilirliginin artirilmasin1 vurgularken, siiregsel yenilik ise trilinlerin veya hizmetlerin pazarlama
yontemlerinde yapilan degisiklikleri kapsamaktadir. Radikal olarak gerceklesen yenilikler, herhangi bir
alanda onemli oOlciide degisime yol acan temel iiriinlerin veya siireclerin degistirilmesi seklinde
tanimlanmaktadir. Kademeli olarak gerceklesen yenilikler ise kalite, maliyet, bagar1 ve zaman seklindeki
Olciitlerin gelistirilmesini saglamak iizere mevcutta bulunan yontemlerin iglevsel yonlerinin gelistirilmesini

ifade etmektedir (Rahman ve Lian, 2011: 255; Wonglimpiyarat, 2005:11).

Yuan ve Woodman (2010) tarafindan, bireysel yenilikgilik, bir yeniligin gelistirilmesi, benimsenmesi veya
uygulanmasi seklinde ifade edilmektedir. Literatiirde yapilan ¢alismalarin bir kisminda “davranissal bir
0l¢ii” seklinde degerlendirilen bireysel yenilikgilik, bireylerin bir yeniligi benimsemesi siiregleri seklinde
tanimlanmaktadir (Mahajan, Muller ve Srivastava, 1990: 38; Martinez ve Polo, 1998: 331). Bir kisim
aragtirmaci tarafindan ise, bireysel yenilikg¢ilik egilimi, sosyal ve psikolojik yonleri bulunan kigisel bir

0zellik seklinde degerlendirilmektedir (Summers, 1971: 316; Midgley ve Dowling, 1978: 229).
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Yenilige iliskin yapilmis olan arastirmalar incelendiginde, bu arastirmalarin biiyiik bir boliimiiniin yenilik
olgusunu teknolojik gelismelerin kapsaminda ele aldig1 gézlenmektedir (Hsu, Lu ve Hsu, 2007: 718; Hall
ve Elliott, 2003: 306; Sahin ve Thompson, 2006: 88). Bireysel yenilik¢ilik kavraminin, bireyler tarafindan
yeniligin benimsenmesi siireleri seklinde degerlendirilmesi halinde, giiniimiizdeki hizl1 teknolojik
gelismeler de goz Oniine alindiginda séz konusu siirenin bilyiik Olciide azaldigi goriilecektir. Bireysel
yenilikgiligin, sosyal ve psikolojik yonleri olan kisisel bir 6zellik seklinde ele alinmasi halinde, yenilik
karsisinda hizli uyum gosteren bireylerin, glinlimiiziin sartlarinda yenilikleri benimseme konusunda daha az
zorlanacaklar1 soOylenebilir. Diger taraftan bireysel yenilikgilik, girisimcilerin sahip olmalar1 gereken

ozelliklerin baginda gelmektedir (Herron, 1992: 8-9).

Bireysel yenilik¢ilik kavramini en genel sekilde bir yeniligin gelistirilmesi, benimsenmesi veya
uygulanmasi seklinde tanimlamak miimkiindiir (Yuan ve Woodman, 2010: 333). Kiliger (2011) tarafindan,
bireysel yenilik¢ilik kavrami ise bireylerin yenilik yapmaya iliskin duyduklar istek, yeniligin bireyler
tarafindan benimsenmesi ve yenilige iliskin olumlu bir tutuma sahip olunmasi seklinde ifade edilmektedir.
Bununla beraber, bireylerin yeniligi kullanmalar1 veya yenilikten faydalanmalar1 da bireysel yenilik¢ilik

seklinde tanimlanmugtir (Kiliger, 2011: 23).

Goldsmith ve Foxall (2003) tarafindan, yeni olan seylerin karsisinda bireylerin tutumlarinin karakterize
edilmesini saglayan ve “bireysel farkliliklar” seklinde ifade edilen bireysel yenilikgilik olgusunun
kavramsallagtirilmasi i¢in t¢ ¢esit yaklagim bulunmaktadir. Bu yaklagimlari; “davranigsal yaklasim
(behavioral)”, “genel kisilik 6zelligi (global personality trait) yaklagimi” ve “6zel kisilik alan1 6zelligi
(domain-specific personality trait) yaklasimi” seklinde siralamak miimkiindiir (Goldsmith ve Foxall, 2003:
324). S6z konusu ii¢ yaklagimin igerisinde, arastirmacilar tarafindan yenilik¢ilik kavramina ne sekilde
bakilmasi ve ne sekilde degerlendirilmesi gerektigine iliskin yargilar bulunmaktadir. Bu yaklagimlari

asagidaki gibi agiklamak miimkiindiir (Goldsmith ve Foxall, 2003: 324):

Davranigsal yaklasima gore yenilik¢ilik, yeniliklerin bireyler tarafindan benimsenmesi, benimsenmemesi
ve yeniliklerin bireyler tarafindan benimsenme siiresi gdz oniinde bulundurularak ifade etmektedir. Bu
yaklasim bireyi, birey i¢in yeni olan bir {irliniin satin alinmasi veya kullanilmasina gore “yenilik¢i” veya
“yenilik¢i olmayan” seklinde ikiye ayirarak siniflandirmaktadir. Ote yandan davranigsal yaklagimi

“yenilik¢iligin zamansal anlayis1” seklinde isimlendirmek de miimkiindiir.
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Zamansal anlayiga gore birey tarafindan yenilikgiligin benimsenmesi silireci Onem tagimaktadir.
Yenilik¢iliklerin benimsenmesi siireci, “yenilik¢i” olarak ifade edilen kimselerin s6z konusu yeniligi
kullanmasiyla birlikte baslamaktadir. Sonrasinda ise “ge¢ benimseyenler” olarak ifade edilen kimseler
yenilik¢i bireylerden etkilenir ve bahsi gecen yeniligi kullanmaya baglarlar. Son olarak ise “yenilikg¢i
olmayanlar” olarak ifade edilen kimselerin de yeniligi tam anlamiyla kullanmasiyla, bu yenilik, “yeni”
seklinde adlandirilmaz. Bireysel yenilik¢iligin zamansal yaklasiminda yenilik¢ilik degerlendirilirken,
yeniligin yaratilmasi ve kullanilabilir hale getirilmesinden sonra gegen siire igerisinde s6z konusu yeniligin
toplumdaki herkes tarafindan benimsenmesi siireci dikkat alinir. Zamansal yaklasima gore bireysel
yenilik¢ilik degerlendirilmesi amaciyla yararlanilan diger bir uygulama ise “kesitsel (cross-sectional)
yontem” olarak ifade edilmektedir. Bu yonteme gore bireylere icinde pek ¢ok yenilik bulunan bir liste
sunularak i¢lerinden hangilerini kullanmakta oldugunu se¢mesi beklenir. Birey tarafindan yapilan se¢imler

dogrultusunda bireyin yenilik¢ilik diizeyinin belirlenmesi saglanir (Goldsmith ve Foxall, 2003: 325).

Bireysel yenilik¢iligin genel kisilik 6zelligi yaklagimi ¢ergevesinde yenilikgilik, bir ¢esit kisisel 6zellik
seklinde degerlendirilir ve bununla beraber bireylerin yenilikler karsisinda sergiledigi tutumlar, bireyin
biligsel yapisinda ve davranigsal 6zelliklerinden meydana gelen kisisel 6zelliklerini yansitmaktadir. Bu
yaklasimda bireylerin yenilikler karsisinda sergilemis oldugu s6z konusu tutumlari dogrultusunda
yenilik¢iliklerinin diizeylerini belirlemek miimkiindiir. Buradan hareketle, yeniliklerin denenmesi igin
istekli olan, risk alabilen, yeni deneyimlere agik olan bireyler, “yenilik¢i” olarak degerlendirilmektedir.
Genel kisilik 6zelligi yaklagiminin eksik olarak goriilen tarafi ise bireylerin 6zelliklerinin agik ve belirgin

davranislarinda goriilmesiyle ilgilidir.

Genel kisilik 6zelligi yaklasimiyla bireysel yenilik¢ilik 6l¢iilmesi i¢in, literatiirde kabul goren 4 6lgekten
faydalanilmaktadir. Bu o6lgekleri; “Jackson Kisilik Envanteri (Jackson Personality Inventory) (1976)”,
“Kirton Yenilik Benimseme Envanteri (Kirton Adaption-Innovation Inventory) (1976)”, “NEO Kisilik
Envanteri (NEOPersonality Inventory) (1978)”, “Bireysel Yenilikgilik Olgegi (Innovativeness Scale)
(1977)” seklinde siralamak miimkiindiir (Goldsmith ve Foxall, 2003: 325).

Son olarak, bireysel yenilikgiligin tiglincli yaklasimi olan 6zel kisilik alan1 6zelligi yaklagimina gore
yenilikgilik, genel kisilik Ozelligi yaklasimi ile benzer bir bakis acismna sahiptir ve bu yaklasimda
yenilikgilik, kisilerin karakterleri ile iligkili sekilde tanimlanir. Bu yaklasimin genel kisilik 6zelligi
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yaklasimindan temel farki; bireylerin ilgi duyduklari iiriin alanlarina gore farklilasan yenilikgilik
ozelliklerine gore degerlendiriyor olmasidir. Diger bir ifadeyle; bu yaklasimda bireyler oncelikle ilgili
alanlarina gore ayrilarak bu alanlardaki yenilikgiliklere kars1 tutumlar1 dlgiiliir. Bireysel yenilik¢iligin 6zel
kisilik alani yaklagimina gore Olgiilmesi igin gelistirilmis olan 6lgeklerden biri, Goldsmith ve Hofacker
(1991) tarafindan hazirlanan “Alana Ozgii Yenilik¢ilik Olgegi (Domain Specific Innovativeness Scale)”

6lcegidir (Goldsmith ve Foxall, 2003: 329).

1.2. Girisimcilik Kavrami

Girisimcilik kavrami, insanlik tarihi boyunca gerek ekonomik gerekse sosyal hayata yapmis oldugu katkilar
sayesinde pek ¢ok teorisyen tarafindan arastirilan konular arasindadir. Girisimcilik kavrami, Fransizca’da
“kurulus” anlamina gelen “enterprise” sézciliglinden gelmektedir ve girisimci kavrami ise bu sozciikten
tiireyen ve yine Fransizca olan “entrepreneur” sdzciigiinden gelerek literatiirde yerini almistir (Luchsinger

ve Bagby, 1987°den aktaran Kantur, 2007: 133).

Literatiir incelendiginde, girisimcilik taniminin iki farkli bakis agisi ¢ergevesinde gelistigi goriilmektedir.
Bunlardan ilki “ekonomi okulu” seklinde adlandirilmaktadir. Bu adlandirmaya goére girisimcilik;
organizasyonlar olusturarak bir degerin yaratilmasi seklinde tanimlanmaktadir. Ekonomi okulu bakis
acisinda girisimciler kesfedilir, yenilikler yapilir, bireylerin yaraticilik yeteneklerinden faydalanilir ya da
herhangi yeni {iirlin, hizmet, kaynak, teknoloji veya pazar bulunarak bir degerin yaratilmasi saglanir.
Girigimcilik {izerine getirilen diger bir bakis ag¢isi olan ve “egitim okulu” seklinde adlandirilan kesim
tarafindan ise, girisimciligin kavramsal tanimindan Once girisimci bireylerin kisilik o6zellikleri ve
davraniglariin tizerinde odaklanilmaktadir. Egitim okulu bakig agisina gore girisimciler; fayda saglayan,
deger odakli, kar amaci giiden, risk alabilen ve yenilik¢i faaliyetler aracilifiyla organizasyonlar olusturarak

gelistiren ve doniistiiren kisiler seklinde ifade edilmektedir (Kapu, 2004: 32).

Girisimcilik faaliyetleri, biitiin gelismis ve gelismekte olan iilkeler icin ve neredeyse biitlin is kollar
acisindan biiyiik 6nem tagimaktadir. Girisimcilige verilen 6neme, 6zellikle {i¢ alan agisindan vurgu yapmak
miimkiindiir. Bu alanlar1 su sekilde siralayabiliriz (Coulter, 2001: 11):

e Yenilikgilik, icatcilik,

e Yeni organizasyonlarin kurulmasi ve gelistirilmesi,

e Yeni i§ alanlarinin yaratilmasi.
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Hizla gelisen teknoloji sayesinde, bilgi ve kaynaklar erisilebilir bir hale gelmistir ve bunun yam sira
kiiresellesme de hizimi artirmistir. Diinyanin kiiresel bir pazar haline gelmesiyle birlikte hizini artiran
rekabetin yaninda “biiylime, kalkinma, istihdam, degisim, yenilikgilik ve girisimcilik” gibi kavramlar da
Oonemini artirmistir. Hizli rekabet ortaminda varliklarini devam ettirmek isteyen isletmeler, biiylime ve
kalkinma i¢in birtakim arayislar igerisine girmislerdir. Siirdiiriilebilir bir basar1 hedefinde olan isletmelerin,
son donemlerde girisim faaliyetlerine ve girisimcilere verdikleri 6nem de artmistir. Genellikle gelismis
iilkelerde oldukca fazla sayida olan girisimcilik faaliyetleri, iilkemizde ise gelismekte olan iilkelere nispeten

daha fazla goriilmektedir (Sonmez ve Toksoy, 2014: 46).

Girisimci ve girisimcilik kavramlari, son donemlerde Diinya genelinde en yaygin olan kavramlar arasinda
gelmektedir. Bilgi teknolojilerinin hizli bir sekilde ilerlemesinin sonucunda bireylerin ¢evreyle olan
etkilesimlerinin nitelikleri de degismis olup gerek ekonomide gerekse toplumsal hayatta deger yaratma
siirecleri de degisime ugramistir. Ozellikle e-ticaret ve mobil uygulamalarda yasanan gelismeler, bireysel
girisimciler tarafindan ortaya konulan yeniliklerin biitiin diinyada hizla yayilmasimi saglamistir

(Ramaswamy ve Ozcan, 2014: 17).

Doéneminin 6nde gelen ekonomistlerinden biri olan Say (1845), girisimcilik kavramina farkl bir bakis agist
getirerek; girisimciyi ticari bir iirlinlin tretilmesi igin ¢alisgan ve birtakim sorumluluklar alarak dogal
kaynaklar1 ve sermayeyi bir araya getiren kisiler olarak tanimlamustir. ilk kez Say tarafindan ortaya atilan
ve giiniimiizde hala gegerliligini koruyan bu tanimlamaya gore, girisimcilerin yonetim anlamindaki
sorumluluklarina vurgu yapilmistir. 20. yilizyilla gelindiginde girisimciligin toplum ile biitiinlestigi
goriiliirken 21. yiizyilda ise hem bireylerin hem de isletmelerin teknolojiden faydalanarak yaratici

diisiinmeye ve biitiin diinyada etki yaratacak yenilikleri ortaya koyma egiliminde olduklar1 gézlenmektedir.

[k ¢aglardan itibaren toplum igin bir degerin yaratilmasi ve toplumlara ¢ag atlatacak kadar biiyiik
gelismelerin yasanmasinin arkasinda girisimcilik bulunmaktadir. Pek ¢ok arastirmacinin iizerinde siklikla
durdugu bir kavram olan girisimciligin 6ncii isimlerinden biri olarak Schumpeter karsimiza ¢ikmaktadir (Er,
2013: 78). Schumpeter (1976) tarafindan yapilan girisimcilik tamimlamasinda “yenilik” ve “deger yaratma”
gibi kavramlardan faydalanilmis olmas1 bulundugu dénem i¢in devrim yaratan bir tanim olmakla beraber

savas donemi olmasi nedeniyle fazla iizerinde durulmamustir. ilerleyen siiregte ise girisimcilik, Schumpeter
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tarafindan tanimlama dogrultusunda geliserek 80’li yillardan bu yana yenilik kavramiyla benzer bir anlamda

kullanilmstir.

Altuntag (2014) tarafindan girisimcilik, risk ve belirsizligin hakim oldugu kosullarda, kar elde etme
amaciyla yenilik¢i bir ekonomik 6rgiitiin olusturulmasi seklinde tanimlanmaistir. Bir firsatin yakalanmasi ve
degerlendirilmesi amaciyla kaynaklar1 birlestirmek suretiyle ekonomik bir degerin yaratilmasi siireci
girisimcilik olarak ifade edilmektedir. Diger bir tanimlamaya gore ise; sonucunda ekonomik bir degisimin

elde edilecegi deger yaratilmasi faaliyetleri girisimcilik olarak adlandirilmaktadir.

Girisimcilik faaliyetleri hem ekonominin kalkinmasinda hem de toplumlarin refah diizeylerinin
artirllmasinda 6nemli bir rol oynamakla beraber yerel ve bolgesel kalkinmanin saglanmasi i¢in de oldukga
biiyiik bir rol istlenmektedir. Girisimci bireylerin ekonomideki temel hedefleri, yerel ve bdlgesel
dinamiklerin harekete gegirilmesiyle iilkelerinin ekonomik olarak biiyiimesi ve toplumun refah diizeyinin

artirtlmasina katkida bulunmaktir.

Girisimcilerin ekonomide ve toplumda ortaya koyduklari bu katkilar sayesinde iilkeler tarafindan
girigimcilik faaliyetlerine 6nem verilmektedir. Ekonomide yasanan gelismelerin hizina uyum saglayabilmek
acisindan girigimcilerin  birtakim riskler istlenerek tehditleri firsata doniistiirmelerine ihtiyag
duyulmaktadir. Bu anlamda girisimciligi, piyasanin dengesini saglayan itici bir gii¢ olarak degerlendirmek
miimkiindiir. Giiniimiizde girisimciligin “inovasyon” ve “yenilik” kavramlari ile 6zdeslestigi goriilmektedir.
Girisimciler, ortaya koyduklar1 faaliyetler ile yeni istihdamlar saglamakla beraber yaraticiliklar1 sayesinde

yenilik¢i gelismelerin toplumun tabanina yayilmasinda 6nemli bir rol iistlenmektedirler.

Hem ekonominin disa bagimliliginin azaltilmasi hem de iiretim faaliyetlerinin iilkenin temel gelir kaynagini
olusturmasi agisindan girisimciligin olduk¢a O6nemli bir rolii bulunmaktadir. Girisimcilik faaliyetleri
sonucunda toplumun refah diizeyinin artirilmasi, tiretimde kullanilan kaynaklardan yiiksek verim almmasi
ve toplumun gereksinimlerinin karsilanmasi gibi faydalar saglanmaktadir ve kiiresellesen diinyada
ekonominin yeniden yapilanmasi girisimciligin {izerinde insa edilmektedir (Cunningham ve Lischeron,

1991: 45).
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Girisimcilik {izerine yapilmis olan tanimlamalardan goriilecegi gibi girisimci olmanin en 6nemli sartlari;
belirsiz kosullar altinda ortaya ¢ikmak ve yenilik¢i bir {irlin veya hizmeti piyasaya siirerek ekonomik bir

kazang saglamaktir (Scarborough vd., 2012: 5).

Girisimci faaliyetler ortaya koymak, bireylerin farkli kisilik o6zelliklerine sahip olmalarindan
kaynaklanmaktadir fakat diger taraftan bireyin bulundugu gevrenin de girisimcilik tizerinde 6nemli etkileri
bulunmaktadir (Eren, 2000: 79). Isletme basarisi iizerinde etkisi olan bircok cesit girisimcilik 6zelligi
bulunmaktadir. Girisimcilik, bireylerde bir¢ok kisisel 6zelligin bir araya gelmesinin sonucunda ortaya ¢ikan
bir biitiindiir. Girisimciler tarafindan s6z konusu 6zelliklerden kimileri daha fazla gelistirilirken kimileri ise

onemsenmeyebilmektedir (Ceylan ve Demircan, 2001: 830).

Girisimci dzellikler tagtyan bireylerde goriilen ve en ¢ok gdze ¢arpan 6zellik; basarili olma isteklerinin diger
insanlara gore daha fazla olmasidir. Bununla birlikte girisimciler genellikle giinliik tekrar eden islerde
caligma istegi gdstermez ve yenilik¢i diisiinceler ortaya koyarak gelistirmeyi daha cazip bulurlar. Daha uzun
calisma saatlerine uyum gosterirler ve stirekli olarak yenilik¢i fikirler yaratma istegi duyarlar. Girisimcilik
tizerine gergeklestirilmis olan aragtirmalar incelendiginde, girisimcilerin temel 6zelliklerini “risk alabilen,
atak, yaratici, yenilik¢i, 6ngorii yetenegi yiksek, hizli kararlar alan, 6zgliven sahibi ve akilc1r” seklinde

siralamak miimkiindiir (Celik ve Akgemci, 1998: 22; Jeraj ve Antoncic, 2013: 429).

Girigimcilik alaninda etkisi bulunan faktorler, icinde bulunulan donemin nitelikleri dogrultusunda birtakim
degisimler gostermektedir. S6z konusu degisimin bir getirisi olarak da girisimcilerin kimler olabilecegi ve

tagimalar1 gereken Ozellikler de farkliliklar gostermektedir (Arikan, 2002:34).
2. ISTATISTIK ANALIZ

2.1. Calismanin Amaci ve Onemi

Gilinlimiizde bilim ve teknolojinin hizla ilerlemesi siirekli bir degisim hali meydana getirmistir. Kiiresellesen
diinyada, tlkeler igin degisen kosullara ayak uydurabilmek, kalkinmayi saglamak, toplumun refah
seviyesini yiikseltmek ve zorlu rekabet ortaminda yer alabilmek igin inovasyon 6nemli bir kavram haline
gelmistir. Inovasyon gostergeleri hizli ve siirdiiriilebilir kalkinmanin temel unsurlarini olusturan
iiniversiteler, bilim ve teknoloji merkezleri, arastirma yapan kuruluslar, ileri teknoloji iiretim yapabilen

kuruluslarin ana unsuru durumundadir. Akademisyenlerin girisimcilik algilarinin diizeyi, 6grenciler ile olan
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iligkilerde sinerji etkisi yaratacak ve inovasyon ile sonuc¢lanacak siirece baslangi¢c saglayacaktir. Bu yol
gosterici etki, akademisyenlerim hem girisimcilik algilarimin hem de bireysel yenilik¢ilik algilarinin
degerlendirilmesi 6nem tasimaktadir. Bu calismanin amaci, Istanbul’da egitim faaliyetinde bulunan
arastirma {niversitelerinin miihendislik fakiiltesinde gorev yapan akademisyenlerin girisimcilik

diizeylerinin bireysel yenilik¢ilik algist a¢isindan farkliliklarinin cinsiyet a¢isindan degerlendirilmesidir.
2.2. Arastirmanin Hipotezleri

Aragtirmanin ana hipotezi, cinsiyet i¢in girisimcilik diizeylerine gore yenilik¢ilik algisinin anlamli farklilik

gosterecegi yoniyledir.

Tablo 1: Arastirmanin Hipotezleri

Hipotezler
Hia Girisimcilik diizeyi agisindan bireysel yenilikgilik algis1 agisindan anlamli farklilik vardr.
H2a Cinsiyet agisindan girisimcilik diizeyleri igin anlamli farklilik vardr.
Hza Cinsiyet agisindan yenilikgilik algisi 6zellikleri i¢in anlamli farklilik vardir.

2.3. Arastirmanin Orneklemi, Varsayimlar ve Kisitlar

Calismanin evreni, Istanbul’da faaliyet gosteren devlet {iniversitelerinde gorev yapan akademisyenlerdir.
Orneklem ise, ii¢ arastirma {iniversitesinin miihendislik fakiiltesinde gérev yapan akademisyenlerinden
calismaya katilan 490 kisiden olugmaktadir. Tesadiifi 6rnekleme yontemiyle akademisyenlere uygulanan
anket yiizylize yontemiyle uygulanmistir. Anket arastirmasi [01.11.2019-25.12.2019] tarihleri arasinda
gergeklestirilmistir. Yazicioglu ve Erdogan (2004) tarafindan gelistirilen 6rneklem biiyiikliigii tablosunda

0.05 ornekleme hatasi i¢in p=0.50 ve q=0.50 i¢in 333 kisi olarak belirlenmistir.

Akademisyenlerin gercek duygu ve diisiincelerini yansittiklari kabul edilmistir. Katilimcilarin anketi dogru
ve eksiksiz bigimde cevapladiklart kabul edilmistir. Sorular1 cevaplarken kelimelerin gergek manasiyla

anladiklart kabul edilmistir. Olusabilecek kavram yanilgilari g6z ardi edilmistir. Anketin 6rneklem sayisinin
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arttirllmasinda zorluklar yagsanmistir. Akademisyenlerin ankete katilma arzusunun diisiik olmasi 6nemli bir

kisit olarak soylenebilir.
2.4. Veri Toplama Araci

Caligma deneysel olmayan nicel arastirma tasarimina sahiptir ve yapilis yontemine gore tarama modelidir.
Ilgili anket genis bir literatiir taramasi sonucunda gegerlilikleri ve giivenilirlikleri daha 6nceki ¢aligmalarda

onaylanmis 6lgekler kullanilarak hazirlanmisgtir.

Girisimeilik Olcegi: Girisimcilik 6lcegi Yilmaz ve Siinbiil (2009) tarafindan gelistirilmis, ayn1 zamanda

gecerligi ve giivenirligi yapilmistir. Toplamda 36 maddeden olusmaktadir. Likert tipinde “Cok sik” (5)’den
“Higbir zaman” (1)’e uzanan 5’li yapidir. Olgegin Cronbach Alfa giivenirlik katsayis1 0.90 bulunmustur.
Toplam skor iizerinden en az 36 en ¢ok 180 puan almmaktadir. Olgekte 36-64 puan aras1 “gok diisiik
girisimcilik”, 65-92 puan aras1 “diisiik girisimcilik”, 93-123 puan arasi “orta diizeyde girisimcilik”, 124-151

puan arasi “yiiksek girisimcilik”, 152-180 puan arasi1 “gok yiiksek girisimcilik” olarak tanimlanmistir.

Bireysel Yenilik¢ilik Olcegi: Bu 6lcek Hurt vd. (1977) tarafindan gelistirilmis, Kilier ve Odabas1 (2010)

tarafindan Tirkgeye uyarlanmigtir. Toplam 20 maddeden olugsmaktadir. Cronbach Alfa katsayisi 0.87 olarak
belirlenmistir. Olgek kesinlikle katiliyorum igin (5) ve Kesinlikle Katilmiyorum (1) seklinde
derecelendirilmistir. Bu dlgekle almabilecek en yiiksek puan 94, en diisiik puan ise 14’diir. Olgege gore,
bireysel yenilikgilik puam 42+(1, 2, 3, 5, 8,9, 11, 12, 14, 16, 18, 19. madde puanlarinin toplami) — (4, 6, 7,
10, 13, 15, 17, 20. madde puanlarinin toplami) formiiliiyle hesaplanmaktadir. Bu formiile gore; 80 ve listii
puan alanlar “yenilik¢i”, 69-80 arasi puan alanlar “6ncii”, 57-68 arasi puan alanlar “sorgulayici”, 46-56 arasi

puan alanlar “kuskucu’ ve 46 alt1 puan alanlar ise “gelenekc¢i” olarak siniflandirilmigtir.

2.5. Istatistik Bulgular ve Degerlendirme

2.5.1. Anketin Giivenirligi

Anketin giivenilirlik testleri olarak Cronbach Alpha, Ikiye Bolme (split), Paralel, Mutlak Kesin
Paralel (strict) ele alinmistir. Bu kriterlerin %70’1 gecmesi anketin basarili  oldugunun
gostergesidir. Anketin giivenirlik analizi sonuglari; Cronbach-Alpha = 0.934, Paralel = 0.932, Strict =
0.934 olarak belirlenmistir.



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

J O u rn a_I E M I ISSN: 2602 — 3970 SS. 276-300
Bagvuru Tarihi/ Received Date: 25.12.2020

ARASTIRMA malkalesi Kabul Tarihi/ Accepted Date: 28.12.2020

2.5.2. Ankete Yonelik Tammsal istatistik ve Yiizde Dagihm Bilgileri

Akademisyenlerin %35.8’1 kadin ve %64.2’si erkektir. Caligma miihendislik fakiiltesinde yapildig: i¢in
erkek akademisyen sayis1 fazladir. Akademisyenlerin % 49.7°si 25-35 yas, % 40.5°1 36-45 yas ve %9.8’1
46 ve lizeri yas arasinda oldugunu belirtmistir. Ayrica, %40.2’si evli, %37.3’i bekar ve %?22.5’1
bosanmig/dul olarak belirlenmistir. Akademisyenlerin %37.4’4 1-10 yil arasi, %32.5°1 11-15 y1l arasi,
%30.1°si 16-20 y1l aras1 meslek kidemine sahiptir. Ogrencilerin %26.1°ii Aras.Gér., %27.9’u Dr. Ogr.
Uyesi, %24.3’ii Dogent ve %21.7’si Prof. Unvanina sahiptir.

Tablo 2: Yenilik¢ilik Algis1 Olgegi Cevap Ortalamasi Tablosu

MADDELER Ort.
cevap

1. |Arkadaslarim 6neri veya bilgi almak icin sik sik bana bagvururlar. 4,12

2. |Yeni fikirleri denemekten hoslanirim. 4.04

3. |Bir seyi yapmanin yeni yollarmi ararim. 4.01

4. |Genellikle yeni fikirleri kabullenmekte temkinliyimdir. 2.88

5. | Bir sorunu ¢6zerken yanit agik olmadig1 zaman ¢6ziim igin gogu kez yeni yontemler gelistiririm. 3.25

6. |Yeni icatlara ve yeni diisiince tarzlarina kars1 giipheciyimdir. 2.46

7. |Cevremdeki insanlarin bilyiik bir gogunlugunun kabul ettigini gorene kadar yeni fikirlere pek itibar 231
etmem.

8. |Arkadas grubum iginde etkili bir birey oldugumu diistiniirim. 3.85

9. |Diisiincelerimde ve davranislarimda kendimi yaratici ve 6zgiin 3.80
gorlirim.

10. |Genellikle arkadas grubum iginde yeni bir seyi kabul eden son kisilerden biri oldugumu 2.24
diigiiniiyorum.

11. |Yaratict bir kisilige sahibimdir. 3.81

12. |Ait oldugum grubun liderlikle ilgili sorumluluklarini almaktan 3.63
hoslanirim.

13. |Cevremdeki bireylerde ise yaradigini gorene kadar bir isi yapmanin yeni yollarini kabullenmekte 2.69
isteksiz davranirim.

14. |Diisiincelerimde ve davraniglarimda 6zgilin olmay1 heyecan 4.03
verici bulurum.

15. |Eski usul yasam tarzinin ve igleri eski yontemlerle yapmanin en iyisi oldugunu diistintiriim. 214

16. |Belirsizlikler ve ¢6ziilmemis problemler beni giidiiler. 3.90

17. |Yenilikleri dikkate almadan dnce diger insanlarin o yeniligi 2.53
kullandigini gérmeliyim.



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

J O u rn a_I E M I ISSN: 2602 — 3970 SS. 276-300
Bagvuru Tarihi/ Received Date: 25.12.2020

ARASTIRMA malkalesi Kabul Tarihi/ Accepted Date: 28.12.2020

18. |Yeni fikirlere agigimdir. 4.64
19. |Cevabui belirsiz sorular beni heyecanlandirir. 3.99
20. |Yeni fikirlere kars1 cogunlukla stipheciyimdir. 211
Genel Cevap Ortalamasi 3.32

Yenilikgilik alg1 6l¢egine verilen genel cevap ortalamasi 3.32 olarak elde edilmistir. Ortalamasi en yliksek
cevap “yeni fikirlere acigimdir” iken, ortalamasi en diisiik cevap “yeni fikirlere karst ¢ogunlukla

slipheciyimdir” olmustur.

Tablo 3: Girisimcilik Diizeyi Olgegi Cevap Ortalamasi Tablosu

MADDELER Ort. cevap
1 Okulumda ge¢mis performansimdan daha iyi olabilmek i¢in daha ok gaba harcamaya gali$irim. 4.23
2. Gérevimin son derece zor oldugu zamanlarda elimden gelenin en iyisini yaparim. 4.02
3. istedigim seyi elde ettigim zaman bunun sebebini genellikle kendi yeteneklerim oldugu diigiiniiriim. 3.85
4. |Islerimde kendi Kararlarim etkilidir. 3.92
5. Kendi igimi kurabilirim. 3.87
6. Isten zorunlu olarak ayrilsam isle ilgili kendime segenekler olusturabilirim. 3.90
7. Zor durumlarda segenekler olugturabilirim . 3.75
8. Farkl1 insanlarla dostluklar kurabilirim. 3.91
9. Denemediklerimi denemekten ¢ekinmem. 3.88
10.  |Kendimde farkl1 igler yapabilecek enerjiyi hissederim. 4.10
11. | Arkadaslarima degisik i$ projelerden s6z ederim. 3.93
12. | 'Yeteneklerimi uygulayabilecek alanlar olustururum. 3.68
13. | Arkadaslarimdan gelen baz1 projelere katilmaktan ¢ekinmem 3.97
14. |Hayatimi dig etkenlere birakmam 4.23
15. | Kararlarimla hayatim1 sekillendirebilece@imi diigiiniiyorum. 4.36
16. |Risk almaktan gekinmem 3.82
17. | Gelecegi gorerck ona déniik hazirliklar yapabilirim. 3.77
18. | Yeni bir Seyleri denememe imkan veren projeler iizerinde ¢al1Smay1 severim. 411
19.  |Eski fikirlere ve uygulamalara meydan okumay1 ve daha iyilerini arastirmay1 severim. 4.02
20. | Yeni bir perspektiften bakmama imkan saglayan proje ve islerle ugragirim. 4.03
21. | Gegmiste baskalar1 tarafindan kullaniimamis yeni yontemlerle galismay1 denerim. 3.98
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22. | Yeterli ¢abayla, her tiirlii sorunu ortadan kald1rabiliriz. 4.42
23. | Yaptigim planlart yiiriitebilecegimden gogunlukla eminimdir. 3.73
24 |Yeni bir durum ve uygulamaya adapte olmakta sorun yagamam. 3.66
25.  |Uzerinde cal15t1Z1m bir konuda hata yapmaktan gekinmem. 3.98
26. | Her isin bir riski vardir. Isimde her tiirlii riski goze alabilirim. 3.94
217. Basarlyl saglayacak uygun ydntem ve tekniklerin arayi$l igerisinde olurum. 4.07
28. | Kargima glkan firsatlart deZerlendirebilirim. 4.15
29. |Elimdeki kaynaklart  bir araya getirerek verimliliZe doniistiirebilirim. 3.90
30. 1$imde ve calismalarimda ortaya ¢ikan degisimlere ag1Zimdir. 3.95
31 |Isimi severek ve azimle yaparim. 4.20
32. 1$imde yaraticilik yoniim gigliidiir. 3.73
33.  |Isimi gergeklestirirken, herhangi bir ekip ya da Kisiyle calisabilirim. 3.77
34 |Biriste ya da uygulamada liderligi ele almaktan gekinmem. 3.59
35. |5 konusunda gelecekle ilgili etkili kararlar alabilirim. 3.80
36. | Farkl1 islere yonelik motivasyonum ve egilimlerim giiliidiir. 3.91
Genel Cevap Ortalamasi 3.95

Girisimcilik Olcegine verilen genel cevap ortalamasi 3.95 olarak elde edilmistir. Genel olarak

cevaplar “katiliyorum” yoniiyle verilmistir. Ortalamasi en yiiksek cevap “yeterli cabayla, her tirll

sorunu ortadan kaldirabiliriz” iken, ortalamasi en diisiik cevap “bir iste ya da uygulamada liderligi

ele almaktan ¢gekinmem” olmustur.

2.5.3. Grup Farkhihg: Analizleri

Caligmada uygulanacak yontemin belirlenmesi amagli, girisimcilik ve yenilikgilik algi dlgeginden alinan

puanlara yonelik normallik testi uygulanmistir. Shapiro-Wilk ve Kolmogorov-Smirnov testlerine gore

p<0.05 oldugundan normal dagilimin saglanmadigi belirlenmistir. Bu nedenle, ¢alismada parametrik

olmayan istatistik yontemler kullanilacaktir.
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Tablo 4: Kadin Akademisyenlerde Girisimcilik Diizeyi A¢isindan Yenilikgilik Algist
Ozellikleri I¢in Farklilik Analizi

Yenilik¢ilik Ozellikleri Girisimcilik Diizeyi | n Sira Ki-Kare p?
Ortalamasi
Yenilik¢i Cok Diisiik 20 203,92 12.473 .005*
Diisiik 38 213,52
Orta Diizey 56 282,62
Yiiksek 42 381,63
Cok Yiiksek 19 196,77
Oncii Cok Diisiik 20 208,77 12.908 .000*
Diisiik 38 217,31
Orta Diizey 56 276,08
Yiiksek 42 290,95
Cok Yiiksek 19 296,17
Sorgulayici Cok Diisiik 20 152,38 11.464 .012*
Diisiik 38 158,96
Orta Diizey 56 207,40
Yiiksek 42 222,63
Cok Yiiksek 19 268,35
Kuskucu Cok Diisiik 20 151,75 11.352 .000*
Diisiik 38 201,98
Orta Diizey 56 231,55
Yiiksek 42 266,92
Cok Yiiksek 19 292,42
Gelenekgi Cok Diisiik 20 301,92 10.997 .000*
Disiik 38 212,52
Orta Diizey 56 182,62
Yiiksek 42 281,63
Cok Yiiksek 19 296,77

*0.05 i¢in anlamli farklilik, p® =Kruskal-Wallis Test
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Toplam 175 kisiden olusan kadin akademisyenler agisindan, girisimcilik diizeylerine gore yenilikgilik algist
ozellikleri anlaml1 farklilik gostermektedir (p<0.05). Sira ortalamalarina bakildiginda; yenilik¢i, Oncii,
sorgulayici ve kuskucu 6zellikler i¢in girisimcilik diizeyi “cok yiiksek olanlar” 6l¢ege daha ¢ok katiliyorum
yoniiyle cevaplar verirken, gelenekei 6zellik icin “cok diisiik diizey” girisimci olanlar daha ¢ok katiliyorum
yoniiyle cevaplar vermistir. Girisimcilik 6zellikleri diizey diizey olan akademisyenlerin geleneke¢i yapi
tasidig1 belirlenmistir. Gelenek¢i yapidan kurtulabilen bireylerin girisimcilik diizeylerinin yiikselecegi

anlagilmistir.

Tablo 5: Erkek Akademisyenlerde Girisimcilik Diizeyi Agisindan Yenilikg¢ilik Algisi
Ozellikleri I¢in Farklilik Analizi

Yenilikgilik Ozellikleri Girisimcilik Diizeyi | n Sira Ki-Kare p?
Ortalamasi
Yenilikei Cok Diisiik 36 173,16 14.281 .000*
Diisiik 45 219,39
Orta Diizey 97 245,48
Yiiksek 82 259,59
Cok Yiiksek 55 284,05
Oncii Cok Diisiik 36 223,54 13.562 .0011*
Diisiik 45 227,17
Orta Diizey 97 196,67
Yiiksek 82 220,97
Cok Yiiksek 55 232,67
Sorgulayici Cok Diisiik 36 119,99 12.445 .000*
Diisiik 45 195,93
Orta Diizey 97 241,87
Yiiksek 82 267,09
Cok Yiiksek 55 296,40
Kuskucu Cok Diisiik 36 116,62 12.980 .003*
Diisiik 45 174,74
Orta Diizey 97 223,28
Yiiksek 82 240,96
Cok Yiiksek 55 267,68
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Gelenekgi Cok Diisiik 36 273,16 11.348 .009*
Diisiik 45 219,39
Orta Diizey 97 233,48
Yiiksek 82 248,59
Cok Yiiksek 55 251,05

*0.05 i¢in anlamli farklilik, p® =Kruskal-Wallis Test

Toplam 315 kisiden olusan erkek akademisyenler agisindan, girisimcilik diizeylerine gore yenilikgilik algist
ozellikleri anlamli farklilik gostermektedir (p<0.05). Sira ortalamalarina bakildiginda; yenilikei, onci,
sorgulayici ve kuskucu 6zellikler igin girisimcilik diizeyi “¢ok yiiksek olanlar” 6lgege daha ¢ok katiliyorum
cevab1 vermistir. Diger yandan, gelenekgi 6zellik igin “cok diisiik diizey” girisimei olanlar daha ¢ok
katiliyorum yoniiyle cevaplar vermistir. Erkek akademisyenlerde de kadinlar ile ayn1 sonuglara ulagilmigtir.

Girisimcilik diizeyi geleneksel kaliplardan ¢ikildig1 siirece yiikselme egilimi gosterecektir.

SONUC

Girisimcilik faaliyetlerinin ekonomik gelismelerin iizerinde oldukc¢a 6nemli bir rolii bulunmaktadir. Hem
bireysel anlamda hem de toplumsal anlamda ekonomik yonden gelisme ve biiyiime istegi, girisimciligin
onemini daha da artirmaktadir. Ulkeler tarafindan vatandaslarimi girisimcilik yapmalar1 konusunda tesvik
etmek ise hem ekonomik refahin saglanmasi hem de toplumda girisimciligin gelismesi agisindan énem bir
role sahiptir. Bu agidan bireylerin girisimcilik 6zelliklerine sahip olmalar1 veya birtakim gevresel unsurlar
sayesinde sonradan girisimcilik 6zelligi kazanmalar1 biiyiik 6nem tasimaktadir. Girisimcilik faaliyetleri,
ekonomik anlamda gelismek ve toplumlarin refah diizeyini artirmak agisindan lokomotif gorevi iistlenmesi

nedeniyle hayati bir 6nem tagimaktadir.

Teknolojinin hizla ilerlemesi, bilginin sagladigi rekabet avantajlari inovasyonun Onemini daha da
arttirmistir. Inovasyonun ekonomiye, topluma, kuruluslara olan katkisi her gecen giin artmaktadir.
Dolayisiyla, inovasyon iilkeler, kuruluslar, bireyler igin bir ihtiya¢ haline gelmistir. Bilgi ¢aginda
yasadigimiz giiniimiiz kosullarinda, hayatta kalabilmek, cesitli ihtiyaclara yanitlar saglayabilmek, rekabet
avantaji elde etmek inovasyon ile miimkiin olmaktadir. Ekonomilerin yapitaglarimni igletmeler ve girisimler

meydana getirmektedir ve kiiciik isletmeler dahil olmak iizere gelir elde eden biitiin kurumlar ekonomi igin
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olduk¢a 6nemli yapilardir. Dolayisiyla, girisimcilik ve yeniligi iligkili olarak degerlendiren pek ¢ok iilke
tarafindan biiyiimenin kolaylastirilmasi amaciyla yeniligin tesvik edilmesi agisindan birtakim stratejiler
gelistirilmektedir (Autioa vd., 2014: 1097). Ulkelerin yani sira yogun rekabet ortaminda varligii devam
ettirmek ve rakiplerine karsi tstiinliik elde etmek isteyen isletmelerin de girisimcilik faaliyetlerine 6nem
verdikleri goriilmektedir. Bu acidan c¢alisanlarini yaratici ve yenilik¢i diisiinmeye sevk eden igletmelerin
sayist giniimiizde oldukca artmistir. Bu dogrultuda Johnson ve Hayes (1996) tarafindan yapilan bir
calismada, ABD’de faaliyet gdsteren isletmelerin %88’inin yenilik¢ilik ve girisimcilik 6zelliklerine sahip

olan kisileri ise alma niyetlerinin daha yiiksek oldugu tespit edilmistir.

Bu calismanm amaci, Istanbul’da egitim faaliyetinde bulunan arastirma {iniversitelerinin miihendislik
fakiiltesinde gorev yapan akademisyenlerin girisimcilik diizeylerinin bireysel yenilikgilik algist agisindan
farkliliklarinin cinsiyete gore degerlendirilmesidir. Toplam 175 kadin ve 315 erkek akademisyenden olusan
orneklem grubu i¢in girisimcilik diizeylerine gore bireysel yenilik¢ilik algi 6zellikleri istatistik anlamli
farklilik gostermistir. Hem kadin hem de erkek akademisyenlerde yenilik¢i, 6ncii, sorgulayici ve kuskucu
ozellikler icin girisimcilik diizeyi ¢ok yiiksek olanlar Slgege daha cok katiliyorum yoniiyle cevaplar
verirken, gelenekgi 6zellik i¢in ¢ok diizey girisimci olanlar daha ¢ok katiliyorum yoniiyle cevaplar vermistir.
Girigimcilik diizeyi diisiik akademisyenlerin gelenekg¢i yapida oldugu belirlenmistir. Girisimcilik diizeyi

yiikseldikge inovasyon algi 6zellikleri de gelismektedir.

Universitenin tiim programlarinda planlama, zaman yonetimi, ekip caligmasi, iletisim, teknoloji
okuryazarligi, bilgiye ulagim gibi beceri ve yetkinliklerin gelistirilmesi 6nemlidir. Girisimcilik i¢in 6nemli
olan bu yetkinlikler aslinda ¢agimizda her tiirlii kariyerde basarili olmak icin gerekli olan temel
yetkinliklerdir. Yani; girisimci yetistirmeyi hedeflemeyen ve sadece profesyonel yetistirmeye calisan
iiniversitelerin bile bu yetkinlikleri gelistirmesi gereklidir. Once akademisyenlerden baslayacak bu
yetkinlikler sinerji kanaliyla 6grencilere gececek ve olumlu yonde adimlar atilacaktir. Baz1 6nerileri soyle

siralamak mimkiindir:

e Universitede girisimci olmak isteyen tiim mensuplari (6grenci, dgretim iiyesi ve idari personel)
destekleyen iiniteler bulunmas gerekir. Ideal girisimcilik yapisinin i¢inde bir 6grenci kuliibii, bir
girisimcilik merkezi, bir teknoloji transfer ofisi ve bir kulugka merkezi (veya hizlandirict)

bulunmasi gerekir.
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e Universitede toplumun tiim mensuplarina agik girisimcilik programlari diizenlenmeli ve
iiniversitenin kaynaklar1 girisimci olmayr hedefleyen herkesin kullanimina agilmalidir. Bu
programlar1 ve destek sistemini kurgularken, bireysel girisimcilerin her tiirliisiiniin (teknolojik,
kadin, sosyal, ekolojik vs.) yaninda ekonomi i¢in en az bireysel girisimciler kadar énemli olan
kurumsal girisimcileri de desteklemek son derece dnemlidir.

e Lisans veya yiiksek lisans egitimini bitirmis, birka¢ yil bir kurumda calismis ve is deneyimi
sirasinda bir firsat kesfetmis miihendisler, teknogirisimcilige en yatkin bireylerdir. Bu profildeki
kisilerin fikirlerini ticarilestirme konusunda gereken bilgileri olmayabilir, {iniversitelerin ve

akademisyenlerin yol gosterici ve destekleyici falaiyetlerine ihtiyag vardir.

Ayrica, ileriki ¢alismalarda farkli meslek gruplara girisimcilik diizeyi ve bireysel inovasyon algisi icin

degerlendirmeler yaparak, meta analiz sonucunda neler yapilabilecegi planlanabilir.
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The purpose of this study is to develop a social innovation scale for management and organizational science,
and to increase the social innovation capacities of managers and consultants. The research was carried out in
izmir province with the participation of 490 university graduates who were selected by sampling method. Data
were analyzed with SPSS program and confirmatory factor analysis was performed in Amos program in order
to test the construct validity of the scales. According to the findings, prosocial behavior explains social
innovation by 70%. Accordingly, prosocial behavior has an effect to increase social innovation. This research
will address business models, business ideas, and approaches that will enable existing organizations to re-

combine the products they offer with opportunities within the social sphere and it provides that these
approaches can scale with finance, marketing and organizations' other functional approaches.
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INTRODUCTION

In the literature, it is seen that the subject of social innovation can be divided into three areas; perspective
areas emerging in line with the definition of social innovation; Sociological / Social Political Perspective
Area (Howaldt and Schwarz, 2010; Heiskala, 2007; Nicholls and Ziegler quoted Ates, 2017: 60; 2014; Eren,
2010; Avelino, 2017; Moulaert et al., 2013; Bonneau, 2015; Howaldt, 2015 ; Serensen and Torfing, 2015;
Tatar and Aslan, 2017; Ozmete and Akgiil Gok, 2015), Administrative Perspective Area (Mulgan et al.,
2010 quoted Ates, 2017: 60; Eren, 2010; European Commission, 2013; Westkey, 2008 quoted Ates, 2017:
60), Entrepreneurship Perspective Area (Phills et al., Westkey, 2008 quoted Ates, 2017: 60; Kog, 2010;
Uslu and Mansur, 2017). Volunteering and innovation (Esen and Sekerdil, 2018), altruistic behavior
(Yesilkaya and Y1ildiz, 2018), internal entrepreneurship (Sekerdil and Esen, 2017), technological innovation
(Eren, 2010), proactive their relationships with personality (Mansur and Dilek, 2017) and their effects are

revealed.

One-dimensional social innovation scales related to social innovation have been developed; “Social
Innovation: A Scale Development Study” (Halig et al., 2014), “A Model Proposal for Measuring the Effects
of University Students' Social Innovation Capacities on Technological Innovation Trends” (Eren, 2010),
one-dimensional social innovation scales are encountered. Social innovation, change of social relations,
social transformation processes, social solutions in new ways, organization, power relations, development
of social cohesion, new and more sustainable life styles, new practices, new forms of cooperation and
organization are defined as new methods, new processes and new arrangements to meet social demands and
solve social difficulties (Avelino et al., 2017: 3; Moulaert et al., 2013: 1; Bonneau, 2015: 7 Howaldt et al.,
2015: 31). In this context, the phenomenon of social innovation has been a remarkable research area. Social
innovation, as a result of the integration of the concept of innovation with the social area (socio-political
studies such as education, health, youth work, the poor, disadvantaged individuals, environmental
problems), while innovative products and processes designed to include social benefit in the context of
social policies and social responsibility are evaluated within the entrepreneurship and innovation
management, which is the working area of management and organization, addressing business maodels,
business ideas and approaches that will enable existing organizations to re-blend the products offered by

opportunities within the social sphere and it is seen that this research is needed for these approaches to scale
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with finance, marketing and organizations with other functional approaches. When the literature is analyzed
in this context, it was found that the relationship between social innovation and many factors was not

analyzed.

Therefore, the organization needs to adopt the innovation and social innovation approach to improve its
innovation capacity. This study aims to develop the scale of social innovation for management and
organizational science and to improve the social innovation capacities of managers and consultants. In the
first part of the research, the literature summary regarding the evaluation of the functions of social
innovation and innovation interaction at the organizational and social level, method and application of the
research in the second part, in the last part, the results, constraints and suggestions for future research are

included.

1. EVALUATION OF THE FUNCTIONS OF SOCIAL INNOVATION AND INNOVATION AT
ORGANIZATIONAL AND SOCIAL LEVEL

Studies conducted in the last two decades have emphasized the importance of innovation for organizations
and managers (Caligkan and Aykog, 2012: 4). Innovation is an important factor that creates value and
provides sustainable growth for companies, and is a reliable source based on the knowledge, experience and
organizations of employees and providing competitive advantage based on information creation (Demirtas,

2013: 262).

One of the most important assisting factors in achieving organizational success is that employees have
innovative behaviors. The concept of innovative behavior, defining problems, producing ideas and
solutions, creating infrastructures to support ideas and it is a complex multi-stage process involving the
implementation of ideas. Innovative behavior is expressed as consciously applying or adopting new
ideas to the job role, business unit and the whole organization. Innovative behavior examples; discovering
new technologies for employees, suggesting new ways to achieve goals, applying new working methods,
securing the resources needed to implement new ideas and researching new resources can be listed as
behaviors (Akkog, 2012: 48).
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In the light of these concepts, individuals who display innovative behaviors in particular evaluate different
events and phenomena than other colleagues in the organization, in line with these evaluations, they seek
support by sharing their findings with interpretations, inferences and observations based on observations,
they put their ideas into practice and stated that they enable the organization to experience innovation and
this process creates a competitive advantage in the business sector (Cimen and Yiicel, 2017: 368). Innovative
behavior can be interpreted not only by new ideas produced by employees, but also by adopting new ideas
produced by other employees (Akkog, 2012: 48).

Organizational changes among the reasons why employees prefer innovative behavior, to be more
independent within the organization, to reach organizational awards, there are expressions such as producing
solutions to chronic problems to adapt to change (Kavas, 2017: 142). Scott and Bruce (1994) start with
innovative behavior, identifying the problem and creating new or previously accepted ideas and solutions,
continuing with seeking support for innovative ideas, the idea is visible and it is defined as a multi-stage
process that ends with its transformation into a tangible model or prototype. Carmeli et al. (2006) expressed
innovative behavior with a similar definition, defining the problem, producing solutions and implementing
this solution in the organization. Janssen (2000) stated that innovative behavior is the creation and
implementation of ideas in a way that will be for the benefit of the organization. According to these
definitions, innovative behavior can be expressed as the process of uncovering new problem solving
practices (Turgut and Begenirbas, 2014: 149). For this reason, companies must have innovative behavioral

skills, use them efficiently, and manage them effectively and sustainably (Caliskan and Aykog, 2012: 5).

According to Sanders et al. (2010), if the employees show innovative behaviors, companies can intervene
in an innovative process. According to Kanter (1988), innovation in organizations takes place in a complex
of three stages in individuals; In the first stage, innovative ideas are created for the solution of the problem,
In the second stage, organizations seek support from the internal and external environment to design their
ideas, in other words, they discuss with the planned data, in the third and final stage, the trial and
implementation phases of the ideas and solutions converted into a prototype model are carried out. When
innovative behaviors are evaluated under three headings; the characteristics of individuals are treated as an
individualistic approach; subjective characteristics such as age, gender, education level, personality and
cognitive style are tried to be explained. The structuralist approach suggests that organizational practices

such as the organization's attitudes, values, strategies, and reward policies are more effective in employee
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innovative behavior. The interactive process approach assumes that the interaction between personal
assessments and organizational features may be more effective in employee innovative behavior (Celik,
2012: 105).

While some researchers consider individual innovation as a behavioral criterion, some researchers consider
innovation as a personality trait that includes social and psychological dimensions (Oktug and Ozden, 2013:
4). Innovative individuals can be considered as individuals with more original thoughts and opinions than
non-innovative individuals, who can cope with problems and tend to be independent. Individuals have
important skill differences in terms of innovation (Simsek, 2002: 307). The S-curve put forward by Gabriel
Tarde is very important in terms of showing the level of adoption of an innovation in the social environment
over time. The horizontal axis of this curve represents the time, and the vertical axis represents the
quantitative dimension of those who adopt it. A novelty is primarily adopted by a small number of people
in the society, and it is quickly accepted by many as the level of elaboration and time increases. According
to this; if innovation is adopted by society quickly, it creates a curved orthogonal, it is adopted gradually

and gradually, it becomes inevitable to turn into a more oblique form (Kiliger and Odabasi, 2010: 150-151).

The different classifications of innovation are gathered under two roofs. Innovations collected as radical and
incremental (gradual); It includes processes such as product, service, marketing and organization. Various
terms are used in the definition of innovation. The first innovation definition was made by Schumpeter in
the late 1920s. According to Schumpeter, innovation; It is reflected in new outputs as a new good or a new
good quality, a new method of production, a new market, a new source of supply or a new organizational
structure that can be summarized as "doing different things". Although Schumpeter clearly positioned the
definition of innovation within the company area and determined its scope as a product, process and business
model, the necessity and competence of the invention (Pittaway et al., 2004), Discussions about various
aspects such as intention (Lansisalmi et al., 2006), economic quality (Zornoza et al., 2004), successful
implementation (Hobday, 2005; Klein and Knight, 2005) and its spread (Netherlands, 1997) still continue
(Crossan and Apaydin, 2010: 1155).

Innovation has several important aspects; production adoption (acquisition), utilization (use), creating added
value, giving innovation a relatively innovative feature (innovation is a relative concept; something that is

new to you may not be new elsewhere, or you may not think it is novelty because something that is perceived
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as new does not currently benefit). Innovation; to produce or adopt, adopt, absorb and use a value-added
innovation in the economic and social fields; renewed product, service and market growth; it is defined as
the development of new production methods and the establishment of new management systems, and it is
emphasized that it is both a process and a result. Dimensions related to innovation as a process should
answer the question of "how", and dimensions related to innovation as the output should answer "what" or
"what kind" questions (Crossan and Apaydin, 2010: 1166-1167).

Rogers (1995) states that there is a relationship between perceived characteristics of innovation and its
spread. A product that is perceived as new for one person can be a costly or unmet product for another.
Therefore, the alleged new product may not have an innovative value for someone else. Different kinds of
innovations in society may not be accepted at the same time. Therefore, the perceived characteristics of
innovation by the individual help explain the different adoption rates of innovation. These perceptions are
expressed in terms of relative advantage, compatibility, complexity, trialability, and observability. (Kiliger,
2011, 3-22; Esen and Sekerdil, 2018: 351).

Social innovation goals such as social needs and social challenges can be achieved by integrating various
stakeholders or working together and involving users. When used effectively, fewer resources can be used,
especially public costs and wreck funds can be reduced (EU-Guide to Social Innovation, 2013: 10). The
society has recently been involved in innovation activities, and is involved in increasing social innovation
efforts to solve social problems. Therefore, social innovation is a very important force for individuals,
companies and societies. There is no single way to solve complex issues, so innovation is understood as an
important approach, it is expressed as a doctrine that is accepted and used by everyone (Tatar and Arslan,
2017: 322). Social innovation can be measured (or at least convincingly justified), ranked (to decide on the
support condition) and it should be able to meet a number of criteria that characterize the factors (making

support more effective) against profitable business innovations (Kaderabkova and Saman, 2013: 3).

Schachter et al. (2015: 67) investigated 252 different definitions of social innovation. Riiede and Lurtz
(2012), on the other hand, reviewed 318 articles, books and book chapters and summarized seven different
concepts of social innovation, each based on a different understanding (Angelidou and Psaltoglou, 2017:
114). These; human-centered society development, social practices, non-technological aspect of innovation,

innovation in the digital world, social work, human welfare and working organization. Providing job
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opportunities for visually impaired women, helping people with dementia (dementia, forgetfulness) or
extending from unemployment to social work models (Tatar and Arslan, 2017: 322). Anderson et al. (2014:
10) indicates that social innovation is an activity process and an implementation dimension. He argues that
when there is no reliable information about common success factors and blockers, the way social innovators
are becoming more and more difficult, that a particular activity is in the cycle of social innovation, and it
becomes impossible to measure it. Therefore, the concept situation becomes vulnerable to misuse without a
clear definition. In fact, there is no common definition of social innovation in academic context. It is very
important for the concept of social innovation to create contextual features due to its innovations in terms

of both shaping and evaluation factors (Kaderabkova and Saman, 2013: 3).

According to Westley and Antadze (2010: 2), social innovation qualifies as a complex process that brings
new products, processes or programs that drastically change the basic routines, flows of resources, and
beliefs of the social system where innovation can be found, points out that successful social innovations
have resilience and broader impact. Tucker (2014: 4) sees social innovation more than just the inventive
dimension; It refers to a process that extends from the first system to the scale and even to systemic change.
Goldenberg (2004) states that social innovation targets individuals and societies that suffer social and
economic problems through social entrepreneurial activities (Kazangoglu and Dirsehan, 2016: 136-137).
According to Anderson et al. (2014: 28), it offers new solutions to social challenges that have the purpose
and effect of equality, justice and empowerment. Friedberg (1993) expressed social innovation as a new
social application model that individuals learn, create and apply in a particular collaboration with the
necessary conceptual and organizational skills. Haugh (2005) pointed out that new services can be offered
in areas where social problems are experienced and new income generating practices are sustainable.
According to Bittencourt and Ronconi (2016), social innovation is an element resulting from the initiative.
According to Mumford (2002), the concept of social innovation is the interpersonal activities or social
interactions of people. Social innovations consist of new strategies, concepts, ideas and organizations that
meet all kinds of social needs (Kazangoglu and Dirsehan, 2016: 136-137; Tatar and Arslan, 2017: 325;
Nicholls, 2015: 2).

Schachter et al. (2015: 67) conducted a systematic literature review covering 252 Social Innovation
definitions by examining 2,339 documents including academic articles, books, book chapters, research and

policy reports. This map can be seen as a series of clusters to assume that innovation is a learning-based
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process involving actors' interactions and social practices. Accordingly, there are three cluster situations:
Cluster 1: Societies that represent the continuity of social change are examples of process, change,
community, action, social practice, problem, need and social relationship. Processes that support social
innovation are terms that point to change and social practices. Cluster 2: Sustainable development. This
emphasizes value, knowledge, idea, technological innovation, new product and management in addition to
development. Cluster 3: It is the services sector. It shows the connections between society, market, social
need, new idea, product and business. It is also closely related to social needs, service value, quality and
life. This cluster proposes a point of view referring to innovations for social needs, particularly in relation

to the delivery of services related to both "market" and "society" (Nicholls, 2015: 3).

Social innovation differs from economic innovation because it is not about creating new forms of production
or using new markets on their own. Social innovation cannot be created by the market. This is about creating
new and lasting and more appropriate ways to add people a place and role in production. What should be
understood here is that social innovation is not a physical product, it is an abstract product and that everyone
can play a role in the production process of the social innovation stage (Nicholls, 2015: 3). According to
Anderson et al. (2014: 28), it is possible to talk about four criteria that should be included in social

innovation. These; "being new", "social inclusion”, "justice™, "equality and empowerment (development)".

TEPSIE (2012: 6), the concept of social innovation, social transformation, organizational management
model, social entrepreneurship, new program, product and service, governance, defines it as an authorization
and capacity building model. According to the BEPA (European Office of Policy Consultants) report, there
are three approaches to social innovation. These; It refers to social demand approaches that are traditionally
directed towards vulnerable groups in the community, such as youth, migrants, and the elderly, which cannot
be addressed by the market or existing institutions. The social difficulties approach refers to the transfer of
social, economic and environmental innovations to all social parties. The systemic change focus approach
is the most ambitious approach of the three and others; introduces new conditions to organizational
governance, encourages institutions and suppliers to create new business models or to renew themselves.
BEPA emphasizes that social innovations are related to service innovation. For example; innovation in
service is innovation in organizational processes and innovations in management processes (EU-Guide to
Social Innovation, 2013: 6-7).
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The TEPSIE consortium has identified the key elements that should be found in social innovation
(Kaderabkova and Saman, 2013: 3): Social innovations are new for activities such as industry, region,
market and user (but not necessarily original or original) or a new form of application. Social innovations
lead from practice to practice, not just promising changes but also realizing them. Social innovations are
process innovations. They increase the capacity of society to act, empower beneficiaries by creating new
roles and relationships, enhancing assets and abilities, and making better use of resources. The social
innovation process often requires changes in social governments, particularly in terms of governance;
increases the participation of vulnerable, marginalized or underrepresented groups. Social innovation has
more effective results than existing solutions. It creates a measurable improvement in terms of quality. It
increases the satisfaction levels of beneficiaries, increases social compliance and reduces social costs

accordingly.

According to Klein and Tremblay, knowing the mobilization processes of local and local resources by
encouraging knowledge-building cycles and creating change in institutional structures, it ensures the
realization of social innovations. Social innovation is required for regional development. This includes the
multiple learning process and the production of new talents among the actors. Social innovation concerns
include the mobilization of actors and the change in the process of participation in action, developing new
collective skills that facilitate transformation (Estensoro, 2015: 530). Howaldt and Kopp (2012) mention
that the role of social researchers in facilitating social innovation organizes the process of change as a
learning experience. The researcher's role is related to learning to be gained from the action. In this context,
the mentioned process should encourage the development of relevant skills in the participants and develop
their ability to produce appropriate transformation in social relations. Social innovation, in particular,
involves learning the nature of concepts such as collaboration and common leadership in a collective effort.
It is seen that social innovation is not a spontaneous process and requires a sensitive communication
construction. Social researchers can play an important role in facilitating social innovation in this context
(Estensoro, 2015: 528).



International Journal Entrepreneurship and Management |nquiries
Cilt 4 - Say1 7 - Aralik 2020

Jou rnal EM I ISSN: 2602 — 3970 SS. 301-323
Bagvuru Tarihi/ Received Date: 13.02.2020

ARASTIRMA malkalesi Kabul Tarihi/ Accepted Date: 30.09.2020

Figure 1: Scope of Social Innovation
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A defining feature of social innovation is that it does not come from any sector. Social innovations consist
of the non-profit sector (non-governmental organizations, non-governmental organizations, community
groups, individuals), the public sector (government), the private sector (businesses and entrepreneurs) and
formal/informal groups. The involvement of mixed and intermediary organizations at different levels plays
an important role in the social innovation process. (Angelidou and Psaltoglou, 2017: 114; The Young
Foundation, 2012: 30; Tucker 2014: 4).

As seen in Figure 1, four important sectors have an impact on the social innovation process and can be
addressed in many other activities. The nonprofit sector is also directly involved in the provision of social
work services not covered by the private or public sectors. The public sector may find the market inadequate
and may bring regulations for each of the other sectors. The private sector is not directly concerned with
social innovation; social initiatives consist of practices such as social enterprises, fair trade and corporate

responsibility. The informal sector is in the labor market. It contributes to the integrity and functioning of
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society through social production, informal networks, associations and social movements, and is the source
of a critical social innovation. Social innovation can be considered not only in the sectors, but also in terms
of the effect of the individual on the level of action or from the individual to the system level (micro or
macro level) (Nicholls, 2015: 4).

All actors listed as individuals or institutions; it faces a large number of obstacles that hinder social
innovation. For example, the state lacks mechanisms that allow for best development, for the weak to fail
and to disappear. Similarly, civilian individuals or groups that often produce ideas lack capital, extra time
and organizational capacity to realize the ideas put forward from the beginning to the end (Grice et al. 2012:
27).

According to Cernikovaité and Lauzikas (2011), there are three end users of social innovation. These;
community-targeted groups (students and educational institutions, research and development organizations,
the elderly or the disabled, excluded groups, low-income, volunteers, social workers, retired professionals,
public administration organizations and others), social business /non-governmental organizations (Civil
Society Organizations) can be counted as state and society (social policy, aid). In addition, the value of
social innovation, which is addressed, includes economic, environmental and social aspects (Tatar and
Arslan, 2017: 324). Social innovations go beyond the boundaries between the public, private and civil
sectors, creating new ideas and perspectives. It enabled the boundaries between all factors such as exchange
of ideas, changing roles, blending of market-based principles, and public and philanthropic mechanisms,
and integration (Hiteva and Sovacool, 2017: 635). Development of new social products and services for
social innovation, social issues, while developing these products and services, it also creates new

organizational structures (Eren, 2010: 25).

Social innovations include new products, services, models, markets, processes, etc. It is known that it meets
a social need, leads to new or improved abilities, relationships, better use of assets and resources (European
Commission, 2013: 15). In other words, social innovations are important both for the society and for
increasing the capacity of the society to act (The Young Foundation, 2012). Social innovations are new
concepts and measures adopted by the affected social groups and implemented to overcome social
difficulties (Howaldt and Swarz, 2010: 23). OECD (2011: 13) considers social innovation as new

mechanisms and norms that strengthen and improve the well-being of individuals, communities and regions
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such as social inclusion, job creation and quality of life. According to Stanford, social innovation evaluates
social innovation as a new solution to a social problem that is more effective, efficient, sustainable or fairer
than the existing solutions, and that the value created is in the share of society as a whole rather than
individuals. (Anderson et al., 2014: 7). According to the social innovation coordinator of Yildiz Technical
University (2018), social innovation is expressed as innovative solution proposals that are produced for
social problems that concern the society and that include social value. It refers to relationships with concepts
such as social differentiation and social integration, social order and social development, modernization and
transformation in both classical and modern social theory. Social sciences largely refuse to “present and list

social innovations” they discover and work on (Howaldt et al. 2015: 32).

Social innovation encompasses three broad elements: stimulating passionate new ideas (impulsive,
mobilizing), acting and measuring different combinations (McGowan and Westley, 2015: 55). Social
innovation enables market targets to be directed towards goals such as social inclusion and social
development in market conditions (Jenson, 2015: 90). Social innovation has a shared function between the
public and private sectors to overcome general responsibilities (Jenson, 2015: 91). The main features of
social innovation express many basic human needs related to social demands, social and environmental
demands (Gregoire, 2016: 60). On the other hand, the success of social innovation depends on certain

conditions.

These can be defined as follows (Topsakal and Yiizbasioglu, 2017: 569-570): Should meet social interaction
and social needs. It should contain a new process or product. Stakeholders should participate in social
innovation processes. It should create value for the whole society, not the individual. It should be long-term

and sustainable.

One of the main factors that make the measurement of social innovation difficult is that, as mentioned
before, there are different ideas and approaches in the definition of social innovation, therefore, the exact
boundaries for which products, processes or values can be categorized as social innovation have not yet
been drawn. As a matter of fact, in many countries where social innovation is institutionalized, how social
innovation can be measured and which measurement methods can be used is still a subject that is discussed.
For this reason, it is more important to know which main factors can be measured in social innovation

activities rather than detailed indicators. The main topics that discuss the measurement of social innovation
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can be summarized as follows; social added value, social impact, social value, social accounting, social
return (Ates, 2017: 100).

The social attitudes of the individual are shaped according to the group norms. “Social norms or group

norms” are regularities in attitudes and behaviors that characterize a social group and distinguish it from

other social groups (McDonald and Crandall, 2015: 147). Deviation from social norms is the phenomenon

of going out of the norm. Considering that entrepreneurs and leaders go beyond the norms and deviate from

social norms, the point where entrepreneurship and leadership begins is seen.

Table 1: Social Innovation Definitions Table

Author

Definition of Social Innovation

Tatar and Arslan,
2017: 322

It is a very important force for individuals, companies and societies. There is no single
way to solve complex issues. Innovation is understood as an important approach, it is
expressed as a doctrine that is used and accepted by everyone.

Kaderabkova and
Saman, 2013: 3

It must be measurable, sortable, and able to meet a number of criteria that characterize the
factors identified against profitable business innovations.

Anderson et al., 2014:
10

It is an activity process and an application dimension.

Westley and Antadze,
2010: 2

It characterizes the basic routines of the social system, where innovation can be found, as
a complex process that brings new products, processes or programs that drastically change
the flows and beliefs or beliefs, and indicates that successful social innovations have
resilience and broader impact.

Kazangoglu and
Dirsehan, 2016: 136-
137

According to Goldenberg (2004), it states that it targets individuals and communities
suffering social and economic problems through social entrepreneurial activities.

Kazangoglu and
Dirsehan, 2016: 136-
137; Tatar and Arslan,
2017: 325; Nicholls,
2015: 2

Friedberg (1993) has expressed it as a new social application model that individuals learn,
create and apply together with the necessary conceptual and organizational skills in a
particular collaboration. For Bittencourt and Ronconi (2016), it is an initiative factor.
According to Mumford (2002), it is the interpersonal activities or social interactions of
people.

Nicholls, 2015: 3

It differs from economic innovation because it is not about creating new forms of
production or using new markets on its own. It is not a physical product, it is an abstract
product.

TEPSIE 2012: 6

Social transformation, organizational management model, social entrepreneurship, new
program, product and service, governance, empowerment and capacity building model.

Estensoro, 2015: 528

It involves learning the nature of concepts such as collaboration and common leadership
in a collective effort. For this reason, it is seen that there is no spontaneous process and it
requires a sensitive communication construction.

Hiteva and Sovacool,
2017: 635

New ideas go beyond the boundaries between the public, private and civil sectors,
creating perspectives.

Eren, 2010: 25

The development of new social products and services for social issues creates new
organizational structures while developing these products and services.
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It is known that it meets a social need such as new products, services, models, markets,

European processes, and leads to new or improved abilities, relationships, better use of assets and

Commission, 2013: 15

resources.
Howaldt and Swarz, | New concepts and measures adopted by the affected social groups and implemented to
2010: 23 overcome social difficulties.

New mechanisms and norms that reinforce and improve the well-being of individuals,

OECD 2011: 13 communities and regions such as social inclusion, job creation and quality of life.

According to Stanford, social innovation is a new solution to a social problem that is more
effective, efficient, sustainable or fairer than the existing solutions, and the value created
creates a share of the society as a whole rather than individuals.

Anderson et al., 2014:
7

McGowan and It covers three broad elements: stimulating passionate new ideas (impulsive, actuating),
Westley, 2015: 55 acting and measuring different combinations.

. In market conditions, it enables market targets to turn towards goals such as social
Jenson, 2015: 90 . - -
inclusion and social development.

Its main features are expressing many basic human needs related to social demands, social
and environmental demands.

Gregoire, 2016: 60

If it is thought that entrepreneurs and leaders will evaluate the norms they perceive in perceiving
opportunities, taking risks, self-efficacy and proactive behavior, a preliminary evaluation phase will take
place in their minds; with this mental process, it is thought that information is evaluated by a mechanism
different from other individuals from micro culture and national culture. Assuming that this mechanism is
defined as an interventional mindset, it is different from the norms perceived by other individuals. There is
compliance behavior within the norms. Assuming that social norms create intrinsic negative motivation in
individuals and show that they have to acquire entrepreneurship and leadership behaviors in one direction,
intrinsic negative motivation, also compelling intrinsic forces, through their perception of entrepreneurship
and leadership, constitute the source of this assumption. At this point, the person will make an internal
choice. This preference will be considered as compliance or non-compliance. Social norms  reflect
group standards; Normative conflicts occur when a person is in more than one group such as family, friends,
and colleagues, and group standards do not match. McDonald et al., For people who have invested in
environmental protection, the conflict between the behaviors of different groups of people (conflicting
descriptive norms) is effective behaviors regarding water saving or energy saving, showed that it was related
to the feeling that the participants increased their intentions and real protection behaviors and it was
understood that the norms were different from individuals to individuals (McDonald and Crandall, 2015:
149). Accordingly, it is assumed that the relative significance levels of norms in individuals will change
their internal negative motivation perceptions. The effect of the relative significance perceived by this
assumption is also evaluated. In this context, “Do | feel the power to go beyond the norm (self-efficacy

perception)?” "Does going beyond the norm create an opportunity (perception of opportunity)?”, "What
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would be the risk (risk perception)?", The questions, “How can I take precautions before I leave (Proactive
behavior)?” Are evaluated as internally-sourced entrepreneurial mindset types questioned by entrepreneurs

and leaders.

Grouping is very important in understanding the effects of social norms. Normative interventions are
unlikely to be effective only because others show a similar norm, requiring the group to be considered
important for the individual and to meet social needs. The empirical study of Robert Cialdini showed the
importance of the distinction between a descriptive norm (do what others do) and the imperative norm (do
what others think others should do). Cristina Bicchieri defines social norms as one's beliefs about the actions
and beliefs of others in the reference group. One social norm's beliefs about others, namely social
expectations; within some reference groups, social approval and disapproval are maintained with other
social effects. Approving or rejecting may include other people's secret attitudes or clear positive and
negative sanctions (McDonald and Crandall, 2015: 149). Accordingly, it is assumed that entrepreneurs and
leaders will be less likely to be effective and admire reference groups, as only others show a similar norm.
Because entrepreneurs and leaders want to innovate to increase their impact. They will not see imitating or
mimicking existing ones as a success, and reference groups will block themselves. It is assumed that they
will accept until the change because they will be in the background and in this context, the basic assumption;
It is the assumption that “entrepreneurs and leaders are not like the group or care about the individuals in

the group and attract reference groups, create fans directly for them”.

2. RESEARCH METHODOLOGY

The research was carried out in November — December 2019 in Izmir where there 490 university graduates
living. The reasons for conducting the research by university graduates, measuring the social innovation
perception, provides saving time and money. The population in the research area includes university
graduates who were chosen randomly and were considered to contribute to the work as voluntary. The
survey methods were used. It is possible to measure the attitudes of the individual perceptions after obtaining
the necessary permits. A quantitative approach has been adopted in the research. The questionnaire which
includes participants' demographics was reported, then the social innovation scale, the prosocial scale
tendencies were measured on a 5 point Likert scale. The rating is appropriate for a likert scale of 5 (1 =

strongly disagree, 5 = strongly agree). SPSS 23.0 (Statistical Package for The Social Science) package
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program was used in the process of testing the main and sub-problems of the research. Frequency and
percentage distributions were put forward to demonstrate the demographic characteristics asked for
university graduates who make up our sample. Regression analysis was carried out to determine whether
university graduates significantly affected social innovation and prosocial tendencies. Confirmatory factor
analysis was performed in Amos program to test the construct validity of the scales. Within the scope of the
basic hypothesis of the research; the following hypothesis were tested considering social innovation and

prosocial tendencies;

HO: Prosocial tendency will not have effect on the social innovation

H1: Prosocial tendency will have effect on the social innovation

Figure 2: Research Methodology

Proactivity

Prosocial

Social interest

Social Innovation

47.8% of the participants are women and 52.2% of the participants are men in the study. Considering the
distribution by age groups; the 20-30 age range is 33.9%, the 31-40 age range is 31.5%, the 41-50 age range
is 21.5%, the 51 age and over is 13%. Education level of the participants are 43.7% of associate degree,
45.8% of undergraduate, 7.2% of master degree, 4.1% of PhD. According to the departments where the
participants graduated are 65.4% of Social Sciences 9.1% of Natural and Applied Science, 6.5% of Health
Sciences, 2.8% of Natural Sciences, 5.2% of Educational Sciences, 3.9% of Fine Arts and 7% of other
departments. According to the participants' monthly income is 23.5% of between 0-2000, 55.4% of between
2000-5000, 13.3% of between 5000-8000, 4.3% of between 8000-11000 and 3% of 11000 and above.
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Table 2: Reliability Analysis

Cronbach's Alpha Cronbach's Alpha Based on N of Items
Standardized Items
Social Innovation Scale 0,853 0,854 8
Prosocial Scale 0,874 0,881 12

The Cronbach Alpha value of the Social Innovation scale is 853. The Social Innovation scale is highly

reliable. The Cronbach Alpha value of the prosocial scale is 874. The prosocial scale is highly reliable.

Table 3: Exploratory Factor Analysis Component Matrix

) Item Factor Load Explained
Variables ) KMO X2 df p
Number Range Variance
Social
] 8 0,777 — 0,655 49,624 0,893 | 1240,526 | 28 0,000
Innovation
Prosocial 12 0,775 -0,541 54,289 0,921 | 1978,561 | 66 0,000

Since the KMO value of the Social Innovation Scale is 893, the data set is very well suited for factor analysis.
(X?=1240,526; df = 28; KMO = 0,893; p <0, 05). In terms of common variance values, the highest variance
is 0.604 and the lowest variance is 0.428 in the Social Innovation Scale structure. Basic components method
was applied to the variable; the highest variance is 0.777 and the lowest variance is 0.655. The items
included in the Social Innovation Scale explain 49,624% of the variance. Since the KMO value of the
Prosocial Scale is 893, the data set is perfectly suitable for factor analysis. (X? = 1978,561; df = 66; KMO
=0.921; p <0, 05). In terms of common variance values, the highest variance is 0,624 and the lowest variance
is 0,455 in the Prosocial Scale structure. Basic components method was applied to the variable; the highest
variance is 0.775 and the lowest variance is 0.541. The items included in the Prosocial Scale explain
54,289% of the variance.
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Table 4: Coordination and Regression Analysis Table

Correlation Analysis

Variables Mean Std. D. 1 2
Social Innovation 4,3841 0,46700 1 ,840
Prosocial 4,2820 0,47767 1

Regression Analysis: Entered

Dependent Variables: Social Innovation

Independent )

] R? F B T p DurbinWatson
Variables
Prosocial 0,704 | 1093,520 | 0,840 33,068 0,000 1,852

Correlation coefficients between social Innovation and prosocial variable are shown. There is a high level
and positive relationship between social Innovation variable and prosocial variable (r =, 840; p <0.01). As
a result of the regression analysis, the social innovation variable is 70% (B =, 704; F = 1093,520 p =,000)
rate. Values Durbin-Watson statistic value indicating whether there is autocorrelation between 1, 865 and it
can be said that there is no autocorrelation.

Table 5 : Confirmatory Factor Analysis Fit Statistics Results

Goodness of Fit Results of Social Innovation Model
CMIN/DF RMSEA CFI GFI AGFI NFI
CMIN DF
>5 <0.8 >0,85 >0,90 >0,80 >0,90
15,134 14 1,081 ,013 992 992 979 ,988
Prosocial Model Goodness of Fit Results
72,658 42 1,730 0,40 ,984 974 ,952 ,964

According to the table of goodness of fit of social innovation model, the model shows that the model has
achieved adequate compliance (CMIN / DF = 1,081; RMSEA =, 013; CFI =, 992; GFI =, 992; AGFI =, 979;
NFI =, 988). According to the results table of the prosocial model, the goodness of fit shows that the model

has achieved adequate compliance (CMIN / DF = 1,730; RMSEA =, 040; CFI =, 984; GFI =, 974; AGFI =,
952; NFI =, 964).
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CONCLUSION

In the research findings, it was determined that there is a high level and positive relationship between social
innovation and prosocial behavior. According to the results of the regression analysis, prosocial behavior
explains social innovation by 70 %. Accordingly, prosocial behavior has an effect to increase social
innovation. Entrepreneurs and managers who want to innovate should exhibit prosocial behavior. So why
do managers need to engage in practice areas and trends that will create prosocial behavior, social
innovation? Social innovation makes it necessary to design, implement and maintain innovative products
and services in social areas. In order to carry social innovations to the society and to be used in the society,
actors can see the opportunities and prosocial behavior and turn opportunities into initiatives and innovations
in the social field, interactions within the social sphere and solving the problems experienced in this
interaction will create prosocial behavior and a prosocial intention. Even if there are different expectations
behind social solutions, actors need to show prosocial behavior and create a social innovation mindset to be
successful. Whether individuals have a prosocial mentality or not, prosocial behavior is needed to generate
ideas for social innovation, to use it as a motivational tool, and to develop the product of social innovation.
In this context, it is recommended to researchers that the indirect and direct achievements of the innovative
solutions within the social sphere to the actors should be analyzed by analyzing the relations of the prosocial
scale and the social innovation scale with marketing, finance, organizational behavior and macro data. Due
to the fact that the field of social innovation has not been clearly revealed yet, as a result of which the
boundaries of the relationship areas of the concept are not yet clear, it causes the perception of social
innovation to be evaluated in the field of civil society. This approach is aimed at addressing the business
models, business ideas and approaches that will enable existing organizations to re-combine the products
they offer with opportunities within the social sphere and to ensure that these approaches can scale with
finance, marketing and other functional approaches, the fact that such studies are currently available has
brought a limitation in terms of supporting and modeling. It is thought that the knowledge and experience
of the participants on social innovation may be insufficient due to the fact that the sampling method was
easily applied in the research. The lack of detailed prior knowledge of the participants on their perceptions
of social innovation is limited. There are no qualitative studies on the relationship between prosocial
behavior and social innovation; Qualitative researches to be conducted will benefit from a deep
understanding of the subject and will enrich the literature. Addressing business models, business ideas and

approaches that will enable existing organizations to re-combine the products they offer with opportunities
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within the social sphere and it is recommended to examine prosocial behavior, social innovation with

financial, marketing and other functional approaches of organizations.
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yayinlanmaz.
Hakemlerden biri olumlu digeri olumsuz goriis bildirdiginde eser {igiincii bir hakeme gonderilir.

1. Hazirlanan ¢aligmalar, DergiPark iizerinden (http://dergipark.gov.tr/ijemi) sisteme yiiklenmek suretiyle
dergi editorliigiine iletilmelidir. Hakem incelemesi dahil tiim asamalar DergiPark sistemi iizerinden

ylriitiilecektir.

2. Gonderilen makalelerin ilk ve ikinci sayfasi 6zet ve abstract boliimii seklinde olmali, makalenin yabanci
dildeki adi, en fazla 300 kelimelik Tiirk¢e ve yabanci dilde 6zetlerinin ve en az 3 adet anahtar kelimenin

(Key Words) eklenmesi gerekmektedir. Calismanin sonunda Kaynaklar yer almalidir.

3. Sayfa yapisi: Ust ve alttan 2,5 cm; yanlardan 2,5 cm. olmalidir. Bu sekilde hazirlanan yazilar kural olarak

25 sayfadan fazla olmamalidir.

4. Metin yazilari: Times New Roman karakteri ile 11 punto 1,5 satir araligy, ilk satir1 6zel 1,25 cm degerinde
paragraf, paragraf arasi bosluklar 6ncesi ve sonrasi 0 nk olmak {izere iki yandan hizali yazilmalidir. Ana
baslik 14 punto, ikinci ana baslik 10 punto, 6zet ve abstract 9 punto kullanilmalidir. Yazar adi, ana bashigin
altina sola dayali olarak akademik unvan olmadan “adi1 SOY ADI” bi¢ciminde yazilmali, unvan, eposta adresi

ve kurum bilgileri dipnot seklinde ana baglik boliimiinde verilmelidir.

5. Makalenin daha once hi¢bir yerde yayimlanmamis veya yayimlanmak iizere gonderilmemis olmasi

gerekir.
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6. Yazarlara telif hakki Odenmeyecektir. Yazarlar, yayimmlanan yazilar {izerinde Journal EMI

Editorliigli’niin, her tiirlii formatta yayimlamak dahil, tiim yayin haklarina sahip oldugunu kabul ederler.

BU SARTLARI TASIMAYAN BASVURULAR KABUL EDILMEYECEKTIR.

Haberlesme Adresi: Dilkur Akademi Migros Arkasi ipekyolu Is Merkezi Kat:10 Aksaray 68100 Tiirkiye
0506 466 00 77

Internet Adresi: * http://dergipark.gov.tr/ijemi

E-Posta: * internationaljournalemi@gmail.com
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