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Editorden

2021 yilmin {iglincti sayistyla yeniden karsinizdayiz. Yillar énce yaym haya-
tna baslarken arastirmacilarin toplumla ilgili bilimsel temelli iirettikleri bil-
gilerin daha fazla okuyucu ve arastirmaciya ulastirilmasinda bir referans
noktast olma hedefini belirleyen OPUS, 2021 yilnin tigiincii sayis1 olan 35.
Say1 ile bu hedefinde kararli adimlarla ilerlemeye devam etmektedir.

35. sayimizda yine topluma dair problemleri (egitim bilimleri, sosyoloji,
psikoloji, yénetim bilimi alanlarindan) disipliner veya disiplinleraras ele alan
30 kuramsal ve uygulamali cahismayla toplum arastirmalarma énemli katki-
lar sagladigimiz1 diisiinmekteyiz.

OPUS Uluslararas: Toplum Arastirmalar1 Dergisi yaymn periyodunu de-
gistirerek, aylik periyotta yilda 12 say1 olarak yaymnlanacaktr. Ttim yazar, ha-
kem ve okuyucularimizin bilgisine sunariz.

Bildiginiz iizere OPUS makale takip ve yayn stireci Dergipark tizerinden
yuriitiilmektedir. Bu kapsamda daha 6nceki yillarda yayimlanmis makale-
lerde yazarlar tarafindan talep edilen diizeltmeler (Kaynakea eksikligi vb.)
hemen yerine getirilmekteydi. Ancak Dergipark 2018 yilindan itibaren say1
yaymnlandiktan sonra diizeltmeler icin siireyi bes giinle smirlandirmistir. Bu
stirenin disinda diizeltme imkani bulunmamaktadir.Bu nedenle yaymlan-
diktan sonra makalesinde diizeltme talebinde bulunan yazarlarmmizdan dii-
zeltme metni talep edilmekte ve bu metinlere bu sayidan itibaren ¢ikacak ilk
sayilarda yer verilmektedir.

Diger taraftan 2018 y1li igerisinde titiz ve seffaf akademik yaymecilik ilke-
leri kapsaminda OPUS yayn etigi ve yaym ilkelerimizi derginin web sayfa-
sindan tiim paydaslarimizla paylasmistik. OPUS yaym etigi boliimiindeki
etik ilkelere yo6nelik standartlara, yayme ve editorler olarak bagh kalacagi-
miz1 belirtip diger paydaslarimizdan da ayni hassasiyeti beklemekteyiz.
Ozellikle dergimize cok degerli katkilar veren hakemlerimizden yaymn deger-
lendirme ilkeleri konusunda biraz daha hassas olmalarmu rica ediyoruz.

OPUS'un 35. Sayisinda emegi gecen tiim yazar, hakem ve calisanlara te-
sekkiir eder, tiim yazarlarimiza; huzur, basar1 ve saghk dileriz.

Editorler
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Abstract

The sense of curiosity in people has developed over the years as they reach knowledge. Moreover, this
has always led people to research and study individuals. Especially with the invention of the computer
and the internet, a new era has begun; with technological infrastructure development, the distribution
and access of information have become more comfortable. People have connected to research from more
intensive or different perspectives according to their interests. With the technology that developed after
Web 2.0, people not only read but started to "get involved.” Since human beings are social creatures,
they need to share, learn, develop, be liked, and be admired. Although sometimes this is a lifestyle, it
has come at the point of a significantly developing new business area. Every year, dozens of people
have become "influencing people or an individual with a follower,” As they share their new experienc-
es as they produce content, they have been followed and sometimes imitated. The purpose of this quan-
titative research is to measure university students’ trust in social media influencer before purchasing
and the impact of social media influencer on purchasing decisions. It has been observed that the vast
majority of university students, who are their focal points, regularly follow social media influencers.

Keywords:  Influencer Marketing, Lifestyle Marketing, Social Media, Marketing Communication
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Gelisen Medya Diizeninde Pazarlama Konseptleri ve
Fenomenlerin Gencler Uzerindeki Etkileri

Oz

Bilgiye ulastikca insanlardaki merak duygusu da yillar icerisinde daha da gelismistir. Ve bu da kisileri
hep aragtirmaya ve bireyleri incelemeye yonlendirmistir. Ozellikle bilgisayar ve internetin icadi ile
yeni bir devir baglamus, teknolojik alt yapinin gelismesiyle bilginin dagilimi ve ulagimi kolaylasmus,
insanlar ilgi alanlarina gore daha yogun ya da daha farkly perspektiflerden arastirma yapmaya
baglamiglardir. Web 2.0 sonrasinda gelisen teknoloji ile insanlar sadece okumakla kalmamugs, ‘dahil
olmaya’ baglamiglardir. Insanoglu sosyal bir varlik oldugundan paylasma, 63renme, gelisme begenilme
ve begenme ihtiyact duyar. Bazen bu yasam tarzi olsa da oldukca gelisen yeni bir is alani noktasinda
gelmistir. Her yil onlarca insan “insanlart etkilemek ya da takipcisi olan bir birey” haline gelmis, icerik
iirettikce yeni deneyimlerini paylastikca da takip edilen bazen de taklit edilen kisiler olmuslardir. Bu
nicel arastirmanin amact uiiversite ogrencilerinin satin alma oncesinde sosyal medya fenomenlerine
olan gubvenlerini ve satin alma kararlarinda sosyal medya fenomenlerinin etkisini olgmektir. Odak
noktas1 olan iiniversite Ggrencilerinin biiyiik bir cogunlugunun diizenli olarak sosyal medya
fenomenlerini takip ettigi gozlemlenmistir.

Anahtar Kelimeler:  Fenomen Pazarlamasi, Yasam Tarzi Pazarlamasi, Sosyal Medya, Pazarlama
fletisimi
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The Marketing Concepts in The Developing Media and The Effects of Influencers on Youth

Introduction

With the rapid development of the new media, the communication process
has undergone a significant change. The new media that shape communica-
tion technologies have their main features. Researchers could not achieve a
partnership in terms of features as they approached new media from a dif-
ferent perspective. The most important reason why the 2000s became the
"new media age" is that technological developments direct the masses. The
impact of globalization and the strengthening of large-scale international
companies are other essential factors that accelerate the new media age
(Baudrillard, 2004, p.19).

New media; it has been a variable, individualized connectivity, inde-
pendent and control-deploying environment. On the other hand, new me-
dia is not just digital media or the digitalized form of other media (images,
videos, text), but an independent interactive medium or distribution form in
which more information is spread. The points where new media and tradi-
tional media differ; It is expressed as "changing," "bringing together," and
being instant" in the sense of information accessed or transmitted (Akar,
2011, p.9-10).

The division and digitization of the media in various sections have also
changed the traditional media economy's functioning structure. Traditional-
ly, economic activities have now been forced to continue on their way by
changing and transforming into the new media field. Now, advertising ac-
tivities carried out for the audience in traditional media are carried out for
the individual in new media. Brands that have found themselves in mass
media have also added new media to their advertising efforts. New media
and social media, especially addressing the new economy, are the primary
media brands should use for their promotion and marketing activities (Giir-
can and Kumcuoglu, 2017). The group formed by the students, especially
addressing the youth audience, are very interested in digital platforms. For
this reason, changes can be seen in faster buying habits. The research will
first examine whether social media influencers affect young people's pur-
chasing decisions by examining the transition from traditional media to new
media and talking about social media improvement.

1582 ¢ OPUS © Uluslararasi Toplum Arastirmalari Dergisi
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Development of Media Through Marketing

The emergence of the newspaper has an ancient history dating back to BC.
The newspaper, which was created for people to announce and learn the
news, provided the opportunity to receive news by continuing with the first
period publications of the 17th century and continuing with the rapid de-
velopment. The development of communication tools in the face of the need
to learn and learn about people, countries, and crucial moments has taken
on identity in the 19th century and gained new forms with the effect of rap-
id development in technology in the 20th century (Ergin, 2015).

There have been significant developments in the field of communication
with the invention of the radio. Radio was the most critical communication
and propaganda tool, especially by the states that participated in the war
during World War II. When we look at the history of the media, television is
one of the most revolutionary inventions. Television, newspaper, and radio
that spread after the 1950s were adopted more. Being both visual and audi-
tory distinguished it from other mass media and increased its credibility in
the news (Cosar, 2018).

If today's economic system is implemented in the world in a way accept-
ed by the majority, the power of communication tools cannot be denied. The
development of communication tools has made Mc Luhan's "World Village"
prediction, which was once considered a utopia, alive today. This integra-
tion causes us to be affected by the economic problem that is kilometers
away from us, which has entered our lives economically. Besides, our eco-
nomic activities' movement area has improved, and the circulation speed of
capital has increased (Askeroglu and Karakulakoglu, 2019).

All these changes have made information the most valuable commodity
and made the name of the age we live in becoming the "Information Age."
Considering that information gains such importance and circulates as
goods, it is useful to underline the place and importance of mass media in
information circulation. Media globalization has caused changes and devel-
opments in information and communication technologies. Thanks to cable,
digitalization, direct broadcast satellites, and the Internet, a large amount of
information transfer can be done in seconds worldwide. (Cosar, 2018)

Traditional media is an environment where content is transferred to the
masses in one way. These audiences consume content that is broadcast uni-

OPUS © Uluslararasi Toplum Arastirmalarr Dergisi ¢ 1583
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laterally to large audiences, and these audiences cannot be customized. The
contents of traditional media cannot be touched, commented on, or
changed. The messages it reaches the audience are received unilaterally, and
the communication process ends in this way. Traditional media tells the
masses everything from what, how to do, how much to consume, even
when to use them. Individuals are entirely passive consumers in the face of
mass media. Continuous media content is focused on consumer individuals
adopting the advertisement and getting their consent. The ads, which have
accelerated the transition to the consumer society, which needs the global
world order, have started to become widespread with the Industrial Revolu-
tion (Cosar, 2018).

Traditional media has also benefited from social media in live television
programs by benefiting from the essential contributions of social media in
information and sharing and ensuring the audience's participation with the
power of social media. Thus, social media started to change traditional me-
dia's one-way mass communication structure, albeit a little. The shaping of
the program contents enabled the virtual environment to provide support
by providing live broadcast content feedback. However, most of the news
sharing on social media is taken from traditional media is an indication that
there is no ideological difference between social and traditional media
(Ergin, 2015).

With the mass media expressed as "new" in the world, there is almost a
transformation. Transformation manifests itself in the technological field,
but it is also experienced in economic, political, and sociological environ-
ments. With the phenomenon of individualization offered by the new me-
dia to the masses, their lifestyle has changed. The transformation in technol-
ogy has facilitated access to the media deemed inaccessible in the past and
created a civilian control mechanism. Another important factor that brought
the new title to the media is "convergence." This concept means that multi-
ple technologies are used simultaneously and together, and all technologies
act as one tool. Almost every individual has met the phenomenon of con-
vergence directly or indirectly in our age. Convergence and new media are
in a close relationship (McPhillips and Merlo, 2008, p.237). In other words,
as we mentioned before, the most important reason for technology to high-
light information is the 'distribution’ factor provided by technology for the
same purpose.
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New media; it has been a variable, individualized connectivity, inde-
pendent and control-deploying environment. On the other hand, new me-
dia is not just digital media or the digitalized form of other media (images,
videos, text), but an independent interactive medium or distribution form in
which more information is spread. The points where new media and tradi-
tional media differ; It is expressed as "changing," "bringing together," and
being instant" in the sense of information accessed or transmitted. In Web
1.0, web pages are created by a small number of authors for a more signifi-
cant number of readers; that is, content creators are few, and users are most-
ly just consumers of the content. It is almost non-existent to contribute to
any interaction or content. Web 2.0 allows each participant to be a content
creator (Akar, 2011, p.18-19).

Web 1.0 has a predominantly read-only feature. It includes features such
as reading and getting information. It is also not possible to share infor-
mation and share experiences to comment on the web 1.0. It also has a non-
dynamic web page (such as fixed corporate web pages). It enables one-way
information transfer. It focuses on teaching with advertising. It is the first
method that forms the basis of information technologies and contributes to
developing other web technologies (Cormode and Krishnamurthy, 2008,
p-2-3). With the developments in the process, there has been a transition
from Web 1.0 to Web 2.0 as of 2004. In other words, the only reading envi-
ronment offered by Web 1.0 has left its place to an environment that is both
read and written, ideas and information shared, and open to interaction.
Web 2.0 defines second-generation internet services - social communication
sites, wikis, communication tools, etc. - the systems created by internet users
collectively and by sharing.

Marketing 1.0 has emerged as an approach aiming to develop produc-
tion ability with information and communication technologies (Kotler et al.
2012, p.56). The Web's main principle in Marketing 1.0 is to offer offline
businesses products and services (Erragcha and Romdhane, 2014: 137). Us-
ers are passive, and all they can do is click through the pages. The primary
purpose of businesses is to produce and sell more. Customer expectations
are not very important for businesses. Marketing is the heart of marketing
products in 1.0. In Marketing 1.0, communication is provided in traditional
ways (such as TV, radio, e-mail) (Erragcha and Romdhane, 2014: 138).
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In the pre-Web 2.0 era, the media was in human life as a one-way com-
munication tool, several large media groups' monopoly. As a media con-
sumer, he could only choose one or more of the various but limited options
available to the individual and consume content for the individual not con-
trolled by these large groups. In traditional media, such as television, radio,
and newspaper, the consumer was passively "exposed" to the content of-
fered to him. In social media, it is seen that the consumer can act in line with
his own choices and interactively. With social media, control has taken over
individuals rather than institutions (Ergin, 2015).

With Web 2.0, new developments and changes are seen in internet tech-
nology. The basic principles of Web 2.0 include using the Web as a platform
to run applications instead of the operating system, giving users control
over their content, and using new methods to share the content more easily.
Web 2.0 platforms provided the opportunity to share content and data cre-
ated online more quickly. Also, web 2.0 is designed to create data and share
the created content. In Web 2.0 technology, content can be created and
shared as quickly and seamlessly as possible (Whittaker, 2009, p.2-3).

Marketing 2.0 sees customers as users who receive messages and actively
participate in all marketing (Erragcha and Romdhane, 2014, p.138). Market-
ing 2.0 enables the sharing of information both between customers and
businesses and among customers. Marketing 2.0; web 2.0 consists of social
media and creative customers (Berthon et al., 2012, p.263). The form of Web
2.0 seen by customers is called "social media" (Yazici, 2014, p.23). Communi-
cation with customers on the Web provides interactive channels such as
blogs, microblogs, forum sites, social networks, wikis, podcasts, and content
sharing communities (Yazici, 2014, p.24).

Web 3.0, also called the Semantic Web, is defined as the smart Internet
that recognizes users. A database that all the registered information, keeps
searches in its memory, ensures users reach the most accurate and fastest
results thanks to a system that records the information such as what they
have researched before. As a result of the product search done on a shop-
ping site, the user's products are automatically presented to the searcher
thanks to the information recorded when entering the same site for the sec-
ond time. In this way, it offers the opportunity to follow suitable subjects for
people’s interests and provide fast access without searching many times
(Askeroglu and Karakulakoglu, 2019).
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Marketing 3.0 is a new online environment where the user's data to cre-
ate new meaning is combined (Erragcha and Romdhane, 2014, p.138). Im-
proved customer focus, including a collaborative, cultural, and spiritual
marketing approach, requires marketing 3.0 (Erragcha & Romdhane, 2014,
p-139). Marketing 3.0 places the concept of marketing into human aspira-
tions, values, and feelings. It suggests that consumers be a complete person
whose other needs and hopes should never be neglected. This marketing
view complements emotional marketing with social spirit marketing. For
this reason, marketing practices are affected by changes in consumer behav-
ior and attitude. (Durukal, 2019)

Marketing 3.0, 3 waves are mentioned in his book. The first is the Agri-
culture age, and the second is the industrial age, the third is the information
age and the technology age we are entering. This age of technology has re-
vealed creativity, engagement, and rapid access to information. Their trig-
gers are stated as cheap computers/smartphones, cheap internet usage, and
open sources. These facilities provided the rise and even the rise of social
media. Thus, two types of social media approaches have emerged as expres-
sive and collaborative. (Kotler et al. 2011)

It can be said that with the increasingly expressive feature of social me-
dia, the power of influencing other consumers will increase by transferring
the opinions and experiences of the consumers. Accordingly, the power of
shaping the consumption of company advertisements will decrease (Kotler
et al,, 2011, p.21). In addition to expressing their thoughts in writing on so-
cial media, people can express themselves even with only the 'like' button
(Romele, 2013).

Social media; It can be classified into various platforms such as collabora-
tive projects (Wikipedia), content communities (YouTube), social network-
ing sites (Facebook, MySpace, Instagram), blog and microblogs (Blogger,
Twitter, etc.) and virtual games and social environments (World of
Warcraft) ( Kaplan and Haenlein, 2010, p.62). Wiki allows users to create
new pages, make edits to pages, and link them. Wiki refers to a collective
and collaborative communication environment. Wikis, which have a very
dynamic appearance, are the environments where the encounters and ex-
changes in the virtual environment are intense, but they lack a particular
and unchanging architectural structure. Wikipedia is the best known of
these wikis (Aslan, 2011, p. 22).
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Alternative Marketing Strategies In New Media Order

The concept of new media has comprehensive coverage. New media incor-
porating all-new communication technologies; can be defined as "environ-
ments that direct the media, in general, to interactively transform it into
digital data and provide production, distribution and sharing via computer"
(Manovich, 2001, p.19).

As can be understood from the definition, with the emergence of new
media, all traditional media formats existing in the past have become inte-
grated with digital technology (0 and 1). The partnership created by digital
technology with 0's and 1's made it easier for the new media to reach large
masses (Tocci et al., 2007, p.11-13).

Poster puts traditional media within the 1st Media Age scope and ex-
presses the new media age as a central, one-way, state-prone period. Ac-
cording to the Poster (1995: 3), at this age, the participants have a passive
mass feature. Stating that the interaction element was at the forefront with
the transition to the 2nd Media Age, Poster declared that the majority in this
age was mostly able to communicate and interact.

In addition to all these; He added that the 2nd Age of Media has a demo-
cratic feature based on decentralized bilateral and multi-faceted communi-
cation, free from state intervention. As it can be understood from their opin-
ions, Poster pointed out that the interaction factor is at the forefront in the
new media era and described the users as active individuals (Poster, 1995, p.
3-4).

The new media has made some changes in the production, distribution,
and use of information. Accordingly, the new media has features such as
digital, interactive (interactive), hyper-textual, networked, virtual, and simu-
lation (Lister et al. 2009, p.13).

The content found in social media tools shape consumer behavior and
social media marketing. Consumers are affected by the content created by
the user or company on social media at the point of purchase. Thus, how
and how a product/service is spoken on social media becomes essential for
businesses. At this point, it is crucial to examine the effect of social media on
consumer behavior. Consumers share in virtual media by using these me-
dia's social features, staying connected with other users, and becoming a
party to interactive communication (Islek, 2012). In this field, which can be
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updated at any time, knowing what the future is waiting for us and follow-
ing them should be one of our most important works. Some of the alterna-
tive marketing techniques can be listed as follows:

Whisper Marketing / Viral Marketing / Word of Mouth Marketing / Buzz
Marketing

Buzz marketing is also known as a whisper or gossip marketing. With
globalization, communication technology has developed rapidly so that
people can share their experiences more quickly. Institutions try to create
exciting news spoken by everyone to achieve the results they want to
achieve. The purpose of institutions to do this is because they believe that
the news will spread rapidly in gossip. Gossip marketing is considered one
of the most powerful tools in the world. "The purpose of rumor marketing
for gossip purposes is the same in terms of core values. Increasing sales by
creating a rumor about a product/service, raising ideas about the prod-
uct/service with buyers, and improving product service or company credi-
bility (Ozer, 2009)

World of mouth communication is the oldest form of communication
and is a form of communication that is not formal and takes place outside its
control. Oral to mouth marketing is defined as a form of verbal communica-
tion between two or more consumers interested in a brand good or service
without a commercial purpose (Cepni, 2011). Since today's consumer is un-
der intense message bombing in his daily life, not every subject can think
and do detailed research. For this reason, they tend to benefit from the
thoughts of the people who have experience before. This word-of-mouth
marketing process saves time for consumers and enables them to obtain
more reliable information (Giilmez, 2010). In a word of mouth communica-
tion, it is seen that people share their purchasing experiences and find the
information they obtain in this way more reliable. It is possible to see the
total share in this case. Because today's consumer needs to live in the infor-
mation age, he faces so much information and messages in daily life that he
does not have time to think and investigate such intense information and
messages (Silverman, 2001, p.9).

Word of mouth communication on the Internet is clear conversations,
mostly in online opinions and reviews (Amblee and Bui, 2007). Because
online communicators show less shyness, exhibit less social phobia/anxiety,

OPUS © Uluslararasi Toplum Arastirmalari Dergisi ¢ 1589



The Marketing Concepts in The Developing Media and The Effects of Influencers on Youth

and act more freely than those, who communicate face-to-face (Sun et al,
2006, p.1106).

Consumers may experience tension when using a product or service,
and one way to reduce this tension is that people tend to talk about prod-
ucts they love or dislike. Chat helps to relive the narrator's satisfaction or to
spread the excitement caused by using the product. For example, consumers
are often influenced by something new and feel that they need to convey
how beautiful the product they found to other people (Loudon and Bitta,
1994, p.330). Also, people may feel uncomfortable when they buy an expen-
sive product. One way to reduce this discomfort is to talk to others around
them to justify their own decisions. A person who buys a new car is likely to
tell other people about the advantages of this car and the information they
receive from reliable sources that support their own decisions (Rosen, 2000,
p-56).

Another reason is message commitment. Message loyalty is inherent in
advertising. Oral-to-mouth marketing is often encouraged by-products
shown through advertising, but it is unnecessary to rely on the speaker's
experience with the product. It is thought that the subject of speech can be
creative and entertaining, especially since some individuals believe that they
are experts on effective advertising and can speak like a critic (Loudon and
Bitta, 1994, p.331).

Buzz marketing aims to create a message with them rather than convey a
message to the consumer. It aims to make consumers a part of the campaign
and turn them into a brand ambassador. In this way, consumers become the
salespeople of the organization. Oral marketing, which stands out as an
alternative method with the recognition of the importance of the advice,
which is the oldest marketing method, has taken its place in today's market-
ing world by proving its effectiveness (Dagdas, 2013).

Emotional Marketing

Anger is one of the emotions that make people talk. While the consumers
share their negative experiences, they also share their anger, reduce tension,
prevent others from experiencing their problems, and receive advice on
solving problems. People want to ease their feelings by sharing their nega-
tive experiences and anger with other people and warning them not to en-
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counter the same event. Institutions cannot prevent consumers from sharing
their negative experiences. However, institutions can turn crises into oppor-
tunities if they can manage the process they will experience after their nega-
tive experiences (Toros, 2016).

Emotional marketing has emerged as an essential marketing and brand-
ing paradigm since the 1990s. As pressing needs are eliminated, emotional
needs, which make their impact felt deep, bring emotional orientations in
product and service preferences. Emotional brands' propositions are created
using the product and service based on the meaning that the consumer will
add to the consumer's life compared to the functional (product and price)
benefits (Alemdar, 2012).

Consumers shopping or browsing websites act either for "solving their
problems" or "for fun and joy, for realizing their dreams and fantasies, for
pleasure and emotional pleasure." Even for consumers acting directly for a
specific purpose, researchers try to observe and examine the details of con-
sumers' purchasing behavior based on their emotional experiences during
shopping and the instrumental activities they are satisfied with (Oztiirk,
2013, p. 64).

Libert and Tynski (2013), in their research on raw emotions used in viral
marketing, concluded that emotions with vigorous emotion intensity in
advertising messages would contribute to the possibility of sharing the ad
message. This means that the emotion in the advertisement may cause the
advertisement to turn into a corner.

Social Network Marketing

Social networking sites can be defined as websites where people can convey
content prepared by users interactively. These contents are transmitted
through personal information (profile), blogs, and discussion lists in the
network among friends (Yagmurlu 2011, p.7). Social networking sites are
designed to encourage interaction in a virtual environment. In general,
communication is facilitated through information stored on a profile (ie.,
user page), which provides information about the person's identity, identi-
fies what they care about, and usually photos of their members. Users who
are members of the social networking site can see each other's profiles and
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communicate through various applications such as e-mail or online message
boards (Pempek et al. 2009, p. 228).

One of the latest examples of groups that have come together through a
communication channel is social networks. Environments created by the
coming together of people in such places as everyone knew each other are
like parks or cafes. People are in these circles to communicate with their
acquaintances. Other people are included if they say something interesting
to the conversation that occurs in their environment. Otherwise, they are
ignored. The importance of public space in social life is paramount. It is one
of the most important reasons social networking sites get so much attention
(Akyazi and Ates, 2012, p. 182-183).

The first social networking site was founded in 1997 under the name
SixDegrees.com. This site offers users the opportunity to create profiles and
lists their friends. In 1998, he allowed surfing on friends lists. Between 1997-
2001, sites where various ethnic groups shared their personal, professional,
and dating profiles appeared. In 1999, Live Journal, AsianAvenue, Black
Planet, LunarStorm; In 2000, MiGente; Cyworld and Ryze in 2001; In 2002,
Fotolog and Friendster, Skyblog; In 2003 Couchsurfing, LinkedIn, Tribe.net,
Open BC / Xing, MySpace, Last.FM, Hi5, Orkut, Dogster; In 2004 Flickr,
Piczo, Mixi, Facebook (only at Harvard University), Multiply, Smallworld,
Dodgeball, Care2 (social networking site added), Catster, Hyves; In 2005
Yahoo! 360, Youtube, Xanga, Cyworld, Bebo, Facebook (high school net-
works), AsianAvenue, BlackPlanet (re-release). In 2006, QQ), Facebook (open
to corporate networks), Windows Live Spaces, Cyworld, Twitter, My-
Church, Facebook (public) (Boyd, Ellison, 2007). As can be seen, it is ob-
served that the sites with dense users in the world mostly appeared in 2003-
2006 (Onat & Alikilig, 2008).

One of the essential features of social networks is that sharing is facilitat-
ed. Information spread more quickly due to features such as likes, resharing,
notifications. Before social networks became popular, people directed their
e-mail messages to each other, but the spread of information on social net-
works was more effective than e-mail (Qualman, 2011, p.110).

Social networks create a media environment that allows users to create
virtual identities and exist in virtual social groups based on interaction. In
other words, the virtual environment allows users to build a new identity
outside their real identity for various purposes. In social sharing platforms
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that provide privacy and anonymity to the users, individuals can realize
their virtual identities through their virtual identities, which have been cre-
ated with their real identity. Therefore, there may be significant differences
in attitudes and behaviors based on real identities and virtual identities
(Zinderen, 2020).

Experience Marketing

Depending on the rapidly changing technology, the economic values ob-
tained from goods and services change. Economic values among social
transformations have reached the present day as products (goods), services,
and experiences. Consumption culture is based on the concept of experi-
ence, which is the last stage. In parallel with these changes, Pine and Gil-
more (1999) introduced the experience economy concept. They stated that
businesses are moving from selling goods and services to an understanding
of selling experience based on consumer experience. On the other hand,
Schmitt (1999) developed the experience economy concept and revealed the
experiential marketing approach as consumers are evaluated not only as
rational decision-makers but also as individuals who act with their emotions
and consume in this direction. He stated that, unlike traditional marketing
strategies, today's practices are directed towards experiential marketing
strategies that appeal to the customer's feelings.

Research shows that 85% of managers believe that differentiation with
traditional tools such as price, product, quality, and distribution network is
not a sustainable competitive advantage; customer expectations in these
areas have already reached a certain standard, after which the competition
will continue through the experiences provided to the customer (Shaw &
Ivens, 2002).

In the 2006 square, in the Times square, mobile toilets with P&G prod-
ucts were used to control Procter & Gamble hygiene products, and this ex-
periential activity provided more than 464 million media exhibitions
worldwide. All three organizations aimed to overcome these experiential
marketing activities and the perceived barriers of consumers who do not
know that this is marketing communication (Pine and Gimore, 2007).
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Lifestyle Marketing

Lifestyle is an essential factor in the individual's method of spending time
and money. Individuals' lifestyle is influenced by their past experiences,
demographic characteristics, beliefs and attitudes, and personality. Even
individuals who have the same income and education level and are grown
in the same culture have different lifestyles. For this reason, lifestyle helps to
determine the characteristics of the group. Because the attitudes, beliefs,
ways of living, views of life, needs, and desires of individuals in a similar
lifestyle group are similar (Ercis et al. 2007).

In their daily lives, people talk about products, services, or brands, make
comments, make evaluations, and advice. Advice is the basis of word of
mouth marketing. Consumers share any information or evaluation related
to the product or service with other consumers who are close to them or
whom they trust, give advice, and speed up consumers' decision-making
process at the purchasing decision stage. It is much more effective than oth-
er marketing methods because the person who recommends the product
does not work in an organization that sells it (Toros, 2016).

Factors affecting the purchasing decision process are categorized under
four general headings: cultural, social, personal, and psychological. The
concept of "lifestyle," which is one of the personal factors, is also essential for
understanding consumer behavior. Explain the buying behavior of demo-
graphic variables, determine the causes of brand loyalty, learn consumers'
attitudes towards new products, motivate in purchasing decisions, research
the importance of attitudes and status, etc. Personal and psychological fac-
tors have become essential variables of consumer behavior research in re-
cent years (Erdal, 2001, p.37).

Influencer Marketing

With the digital age we are in, consumer behavior and the situations affect-
ing these behaviors have changed drastically. Although traditional media
tools on consumers continue, the new generation media order is shaped by
social media tools. Social media users have become people who can produce
by drinking in this new media layout. It has become much more accessible
and increasingly widespread to produce video content on social media plat-
forms in recent years. Enterprises use social media influencers in addition to
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their famous use in product advertisements. Factors that comment, give
advice, and convey their experiences on many different topics, such as trav-
el, shopping, food, beauty, and makeup products, attract businesses' atten-
tion. In terms of the impact of consumers on purchasing behavior and the
impact it has created, influencer marketing has been one of the current ap-
proaches that are included in the marketing agenda (Armagan and
Doganer, 2018).

The word Influencer is used for "affecting, mentioned, remembered, in-
fluential" people in English, and there is no exact equivalent in Turkish.
Although the most popular of the words used instead of Influencer is the
"influencer," there are also equivalents such as "opinion leader, impressive."
The Influencer can significantly shape the customer's purchasing behavior
but are third parties responsible for the product or service purchased
(Brown and Hayes, 2008, p. 50).

An Influencer is a person whose values and thoughts are valued and
valued more than others on the same platform, than people in the environ-
ment or society. Social media is the medium where the concept of the Influ-
encer is used the most. They are actively present on many social media sites;
they have high followers. Influencers can be briefly defined as useful or
remembered people (Bayuk and Aslan, 2018, p.177).

In terms of the economic aspect of Influencer marketing, according to the
research conducted by an Influencer Marketing firm named Creatorden;
Users with significant influence on social media, namely influencers, are
used for marketing and product promotion purposes. 48% of Influencer
Marketing activities realized in Turkey were realized on Instagram. This
rate also confirms that Instagram is the most trendy medium. Following
Instagram comes Influencer Marketing activities on Facebook with 21%,
Youtube with 16%, and Twitter with 15%. Influencer Marketing activities
take place in beauty and makeup at a rate of 19%, while in fashion, 18%.
Immediately afterward, categories of travel with 13% and life and food with
12% stand out. In other words, the target audience of Influencer Marketing
is generally women. These rates are also reflected in Influencer's specialties.
10% of Influencers operating in Turkey are in life, 6% in fashion, family,
beauty, and 5% in entertainment, travel, business, and health. Influencers'
followers generally outweigh Facebook. While the average follower rates on
Facebook, which is the place where Influencers are followed the most, were
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63 thousand, respectively 59 thousand on Twitter, 47 thousand on Insta-
gram, and 41 thousand on Youtube (https://creatorden.com/2017-turkiye-
influencer-marketing-raporu/).

Unlike celebrities, influencers are easily accessible and can be found an-
ywhere, and at any time, so they frequently interact with their followers.
The Influencer who listens to understand, respond, think, and respect their
comments increase their influence by reaching more followers over time
(Can and Koz, 2018, p.449).

Method

The changes and developments in communication technologies, the increase
in the young population, and the increase in internet use have caused some
changes in marketing. The fact that consumers base most of their purchas-
ing decisions on advice makes social media influencers' comments about
product/service on different platforms more valuable. The concept of trust
comes to the fore, and social media influencers become one of the most criti-
cal stakeholders in consumer purchasing decisions.

Purpose of the research

This study aims to measure university students' trust in social media influ-
encers before purchasing and the impact of social media influencers on their
purchasing decisions. Research questions are determined as follows:

1. Research Question 1: Does the social media influencer followed to im-
pact consumers' purchasing decisions?

2. Research Question 2: Do consumers find the advice of the social media
influencer they follow reliable?

3. Research Question 3: Is there a positive and meaningful relationship
between the variable of trust in the shared social media influencer about
any product/service and that unfamiliar person are followed as an in-
fluencer?

Research Sample

In the product/service purchasing process, the survey sample was conduct-
ed to examine the trust in social media influencers' recommendations to
social media's new opinion leaders. The effects on purchasing decisions are
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the most widely used by university students. The research was carried out
among students of public relations, advertisement design and communica-
tion, and new media and journalism undergraduate students at Uskiidar
University on the Anatolian side of Istanbul. From the 180 forms answered,
"Is there any social media influencer you follow?" 145 forms that answered
"yes" to the question were analyzed. The data obtained from the question-
naire was evaluated through the SPSS for Windows 21.0 statistics program.
The research was conducted between 01 - 29 October 2019. Likert scale was
used in the research.

Limitations

This study investigates the effects of social media influencer on consumers’
purchasing of products/services and is limited to Uskiidar University on the
Anatolian side of Istanbul.

Findings

The data obtained for demographic variables such as gender, age, education
level, Net monthly income, and marital status are given in Table 1 to better
interpret the study.

Table 1. Demographic Features of the Participants

Demographic variables Demographic Features Frequency Percentage (%)
Gender Female 102 56,5
Male 78 43,5
Age 18-25 175 97
25-32 5 3
Education Level University Student 100 100
Net monthly income Less than 1000 TL 16 9
Between 1000-2000 TL 49 27
Between 2000-3500 TL 61 34
Between 3500-5000 TL 37 20,5
5000 TL and plus 17 9,5
Marial Status Married -
Single 100 100

As stated in Table 1, 56.5% of the participants are men, and 43.5% are
women. Considering the age variable, the group with young people be-
tween 18-25 stands out with a significant 97% difference. Young people
between the ages of 25-32 make up only 3%. All of the mentioned partici-
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pants are single. When looking at the monthly net income variable, it is
2000-3500 TL. Students with income levels constitute 34% of the partici-
pants.

Table 2. Follow-Up Rates of Social Media Influencers

Are there any social media influencers you follow?

Frequency Percentage (%)
Yes 145 80,5
No 35 19,5

"Are there any social media influencers you follow?" 80.5% of the re-
spondents answered yes to the problem. It is assumed that students are
more likely to be affected by these influencers due to this situation, high-
lighting university students' interest in social media influencers.

Table 3. Frequency of Following Social Media Influencers

Ilook at the social media account of the influencer I follow at least once every day.

Frequency Percentage (%)
Strongly agree 89 49,5
Agree 62 34,5
Undecided 12 6,5
Disagree 10 55
Strongly disagree 7 4

Considering the frequency analysis table created using the five-point
Likert scale, 61.5% of the participants stated that they look at the influencers'
social media accounts at least once every day with the answer "strongly
agree." The rate of those who answer "agree" is 18.5%. This shows that the
majority of university students regularly follow the social media accounts of
social media influencers.

Table 4. Platforms Following Social Media Influencer

Which social media platform do you prefer to follow social media influencer?

Youtube 1,60 1
Facebook 2,45 2
Instagram 3,08 3
Twitter 3,27 4
Snapchat 4,57 5

According to the evaluation where the difference between the averages is
taken, Youtube is the platform where social media users follow social media
influencers. Youtube is followed by Facebook, Instagram, Twitter, and
Snapchat, respectively.
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Table 5. Trust in Recommendations of Social Media Influencer

I trust the recommendations of the social media influencer I follow for any product or service

Frequency Percentage (%)
Strongly agree 89 49,5
Agree 42 23,5
Undecided 26 14,5
Disagree 16 9
Strongly disagree 7 35

While 25% of the participants are very confident with social media influ-
encers' recommendations regarding any product or service, the rate of those
who express their trust in social media influencers by replying "I agree" is
27.5%. The rate of those who do not trust social media influencers remains
at 7%.

Table 6. Effects of Social Media Influencer on Consumer Purchase Decisions

The advice of the social media influencer I follow leads me to purchase that product/service.

Frequency Percentage (%)
Strongly agree 63 35
Agree 67 372
Undecided 22 12,2
Disagree 20 11,1
Strongly disagree 8 4,5

53.5% of the participants stated that with the answers of “absolutely
agree” and “agree”, they preferred to buy any product/service upon the
recommendation of the social media influencer they followed. The propor-
tion of those who are “undecided” is 22%, while those who “do disagree”
and “Strongly disagree” are 24.5%. This shows that the recommendations of
social media influencer are also effective in today’s marketing world, where
the power of advice cannot be denied.

Table 7. Effects of Social Media Influencer on Informing Consumers

I learned information about many products / services from the sharing of the social media influencers I
followed

Frequency Percentage (%)
Strongly agree 59 325
Agree 61 34
Undecided 18 10
Disagree 26 14,5
Strongly disagree 16 9
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42.5% of the respondents stated that with the answers “Strongly agree”
and “agree”, the rate of those who are “undecided” 26.5%, “agree” and “ the
percentage of those who answered “Strongly disagree” is 31% in total.

Table 8. Source Factor (Famous Social Media Influencer)
Among the social media influencers I follow are journalists, artists, messengers and actors.

Frequency Percentage (%)
Strongly agree 102 57
Agree 58 32
Undecided 10 55
Disagree 8 45
Strongly disagree 2 01

Considering the results of “Strongly agree” and “agree” are 61.4% as to-
tal, it is seen that artists, journalists, journalists, and actors are accepted as
opinion leaders by the participants, and therefore, they trust their advice.

Table 9. Source Factor (Unfamiliar Social Media Influencer)
There are people who are not famous among the social media influencer I follow.

Frequency Percentage (%)
Strongly agree 42 23,5
Agree 84 46,5
Undecided 21 11,5
Disagree 29 16
Strongly disagree 4 25

With the answers "Strongly agree" and "agree," it is seen that the partici-
pants accept the unfamiliar social media forms as opinion leaders. There-
fore, it is observed that famous people and people who come to the fore
through social media become opinion leaders.

Table 10. Pearson Product Moment Correlation Analysis Results Conducted to Deter-
mine the Relationship between the Variable of Confidence in Sharing the Followed Social
Media Influencer on Product | Service and the Follow-up of Non-Famous People as an

Influencer
Trust in Social Media Following the Artists, Actors,
influencer's Product / Journalists and Messengers as a
Service Sharing Social Media Influencer
Trust in Social Media Influencer’s  Pearson Correlation 1 /596
Product / Service Sharing Sig. (2-tailed) 0
N 145 145
Following the Artists, Actors, Pearson Correlation ,596** 1
journalists and Messengers as a  Sig. (2-tailed) 0
Social Media Influencer
N 145 145

** Correlation is significant at the 0.01 level (2-tailed)
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It has been found that there is a positive and significant relationship be-
tween the Pearson product-moment correlation analysis results, which was
conducted to determine the relationship between the followed social media
influencer, the variable of trust in sharing with a product or service, and the
follow-up of loved actors/journalists/reporters as an influencer. (r = 0.596; p
<0.05). According to this result, it was concluded that as the trust in the In-
fluencer followed increases, the shares for the product/service will increase,
and the social media influencer will play the role of the public opinion lead-
er.

Table 11. Pearson’s Multiplication Moment Correlation Analysis Results Conducted to
Determine the Relationship Between the Following Social Media Influencer Confidence
in Product / Service Sharing and Their Following as an Influencer

Trust in Social Media Following Non-Famous
influencer’s Product / People as Social Media
Service Sharing Influencer

Trust in Social Media Pearson Correlation 1 ,612%*

Influencer’s Product/ Sig. (2-tailed) 0

Service Sharing N 145 145

Following Non-Famous
People as Pearson Correlation ,612% 1
Social Media Influencer

Sig. (2-tailed) 0

N 145 145

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

A positive and significant relationship was found between the Pearson
product-moment correlation analysis results performed to determine the
relationship between the followed-up social media phenomenon, the varia-
ble of trust in sharing the product/service, and the follow-up of people who
are not famous as a social media phenomenon (r = 0.612; p < 0.05). It is con-
cluded that as the trust in non-celebrities, who are phenomenal, increases,
the sharing of products/services will also increase.

Results and Discussion

As a result of the research, it has been revealed that even if the person fol-
lowed is not a journalist or an artist, people who are accepted as high-
follower social media influencers are trusted.

It is becoming increasingly common for people to turn to social media to
help them make big or small decisions. As social media platforms expanded
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and evolved, the advertising industry had to change and adapt to reach
consumers. The number of social media users has continued to grow over
the years, with billions of internet users using social networks today.

Accordingly, influencer marketing has become a collaboration between
brands and people with knowledge or social impact at the expertise level.
People with access to a broad audience have created feelings of trust, admi-
ration, or curiosity over people with whom they interact over time, based on
their originality and reach, and then promoting products and/or services.

In this research, it has been observed that the majority of university stu-
dents, whose focus is, regularly follow social media influencer. Even when
they are purchasing, the effects of the social media influencer they trust in
their decisions have been observed. It has been observed whether the fa-
mous greeners and those who can reach the majority via social media be-
come opinion leaders. The rearch demonstrated the effects of influencer
marketing if brands' target audiences include university students.

According to this result, social media influencers that are not famous but
followed by consumers also undertake the role of public opinion leaders,
and their posts are compelling. By looking at both results, these posts' effec-
tiveness is not related to whether they are famous or not, but rather to their
self-confidence.

Influencer marketing will continue to evolve as a new field of research
with more potential to be discovered. Future research can examine influenc-
er marketing across many age groups and businesses, not just among col-
lege students.
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Abstract

This study aims to divide the provinces in Turkey into clusters in terms of health status and healthcare
delivery indicators by using cluster analysis and determinate the differences between these clusters. The
data used in this study were obtained from the database of Turkey Statistical Institute. Infant mortality
rate, crude mortality rate and life expectancy at birth were considered as indicators of health status; and
the number of physicians, nurses and hospital beds per hundred-thousand people were considered as
healthcare delivery indicators. The Hierarchical clustering method was applied in the study and the
Ward connection method was used. Based on the results of this study, the provinces of Turkey are
divided into 4 clusters in terms of health indicators. It was observed that the fourth cluster, which
mainly includes Eastern and Southeastern provinces, has the highest infant mortality rate; life
expectancy at birth is lowest; the number of physicians, nurses and hospital beds per hundred-thousand
people was the lowest. It was determined that the first cluster, which includes big and relatively more
socio-economically developed provinces such as Istanbul, Ankara and Izmir, has the highest life
expectancy at birth; the highest number of physicians, nurses and hospital beds per hundred-thousand
people. As a result, there are significant differences in terms of health indicators among regions and
provinces in Turkey. It is recommended to develop specific policies for disadvantaged regions or
provinces to minimise these differences.

Keywords:  Comparison of provinces, health indicators, cluster analysis
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Tiirkiye’de illerin Saglik Gostergeleri Acisindan
Kiimeleme Analizi Ile Degerlendirilmesi

Oz

Bu ¢alismamin amact saglik statiisii ve saglik hizmeti sunum gostergeleri agisindan Tiirkiye'de illeri
kiimeleme analizi ile kiimelere (stniflara) ayirarak belirlenen kiimeler arasindaki farklar: ortaya koymak-
tir. Arastirmada kullamilan veriler Tiirkiye Istatistik Kurumu veri tabamndan almmistir. Saglik statiisii
gostergeleri olarak bebek 6liim hizi, kaba 6liim hizt ve dogumda beklenen yasam siiresi; hizmet sunum
gostergeleri olarak ise yiiz bin kisiye diisen hekim, hemsgire ve yatak sayist ise ele alinmigtir. Aragtirmada
Hiyerarsik kiimeleme yontemi uygulanmig olup Ward baglanti yonteminden yararlamlmigtir.
Arastirma sonucunda Tiirkiye'de iller saglik gostergeleri aqisindan 4 kiimeye ayrilmigtir. Agirlikla
olarak Dogu ve giineydogu illerinin yer aldi§1 4. kiime bebek 6liim hizi en yiiksek; dogumda beklenen
yasa siiresi en diisiik; yiiz bin kisiye diisen hekim, hemsire ve yatak sayisinin en diisiik kiime oldugu
goriilmiistiir. Istanbul, Ankara, fzmir gibi bilyiik ve sosyo-ekonomik olarak nispeten daha gelismis
illerin agirlikl olarak yer aldig1 1. kiimenin ise dogumda beklenen yasam siiresinin en yiiksek; yiiz bin
kisiye diisen hekim, hemsire ve yatak sayisinin en fazla olan kiime oldugu belirlenmigtir. Sonug olarak
Tiirkiye'de bolgeler ve iller arasinda saglik gostergeleri acisindan énemli farklar bulunmaktadir. Bu
farklarmn ortadan kaldirilmast icin dezavantajli bolge ya da illere ozel politikalarin geligtirilmesi
onerilmektedir.

Anahtar Kelimeler:  [llerin karsilastirilmasi, saglik gostergeleri, kiimeleme analizi
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Introduction

Increasing the health status of the society is very important for people to be
happier and to increase the level of well-being. In healthy societies, life ex-
pectancy is longer, and the longer people live, the more productive they
contribute to the economy. There are many factors that affect the health sta-
tus of the society and the ability of a country to provide quality health ser-
vices (WHO, 2020). The achievement of economic development, the welfare
of the societies, and the high quality of life of individuals are directly related
to the healthy population structure of the society. A healthy society is only
possible if the population can benefit from healthcare services and that these
services can be provided effectively. All layers of the society and individu-
als in different regions or provinces must have equal access to healthcare
services. However, it is not possible to say that the same conditions, espe-
cially geographical differences, can always be achieved in all regions. Elim-
ination of these differences will both increase the quality of life in the re-
gions and prevent problems that will interrupt social infrastructure, espe-
cially migration (Caglar, 2019, p.43).

There is a need for objective, standard and quantitative indicators in or-
der to obtain information about the development of countries by examining
the health levels of countries and to make comparisons between them
(Alptekin and Yesil Aydin, 2015, p.138). The indicator is defined as the value
obtained from an explanatory parameter or parameters that provide infor-
mation about the state of an event, environment or area. Indicators provide
easily understandable information to the public and decision-makers with
reasonable complexity on the issue to be addressed. Generally, indicators
have two main functions. Their primary function is that they reduce the
number of measurements required when defining a situation. Their second
function is to facilitate the announcement of positive and negative develop-
ments to politicians, administrators and decision-makers (Sara¢ and
Alptekin, 2017, pp.22-23). A health indicator is a measure designed to sum-
marize information about a given priority topic in population health or
health system performance. Health indicators provide comparable and ac-
tionable information across different geographic, organizational or admin-
istrative boundaries and/or can track progress over time (Canadian Institute
for Health Information, 2020). Health indicators are used in determining
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policies related to primary healthcare services, management, planning and
programming of healthcare services, determining and meeting the demand
in healthcare services, evaluating the health levels of communities, deter-
mining and solving healthcare-related problems (Cetintiirk and Gengtiirk,
2020, p.229).

Health indicators are classified into 5 main groups by Organisation for
Economic Co-operation and Development (OECD). These are healthcare
use, health equipment, health resources, health risks and health conditions
(OECD, 2019). Through the analysis made with all or some of these indica-
tors, information can be obtained on the health status and health perfor-
mance based on provinces, regions and countries. In addition, such analyses
can guide policies in the relevant field by enabling society to follow the
changes in health status and make regional or international comparisons
(Degirmenci and Yakic1 Ayan, 2020, p.231). Health indicators defining the
level of health of society and changing in health according to different char-
acteristics as well as the change in health problems over the time is deter-
mined and the health level of society can be compared to other societies. In
addition, health indicators help to determine the changes and trends in the
current situation in a certain period while revealing the current situation.
Also, health indicators can be used to determine whether countries use their
resources correctly and effectively in healthcare delivery (Sahin, 2017, p.55-
56)

Comparing provinces are important for determining the viability of ex-
isting policies and producing new policies and ensuring the continuation of
the necessary works (Zorlutuna and Erilli, 2018, pp.13-14). The level of
healthcare delivery varies from country to country and even from province
to province within the same country (Gengoglu, 2018, p.302). There is need
to compare the provinces in Turkey by using health indicators and deter-
mine their positions in order to identify differences in terms of health indi-
cators between the provinces, to reveal and meet the deficiencies, to reveal
and meet the demand, to identify health problems and to solve these prob-
lems of the society as a whole, to guide the healthcare policies. Frequently
revealing the differences between provinces and regions in terms of health
indicators enables a sustainable measure, control and improvement (Tekin,
2015, p.391-392). The aim of this study is to group the provinces in Turkey
with clustering analysis and to reveal the differences between the provincial
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groups determined in terms of health indicators. Thus, useful information
could be provided to policy-makers, decision-makers and practitioners in
eliminating the differences determined in healthcare delivery.

Materials and Methods
Population and Sampling

The sampling of the study consisted of provinces in Turkey. All provinces
are included in this research. The data on health indicators of provinces ob-
tained from the database of Turkey Statistical Institute (TSI). The health in-
dicators selected to be used in the study were infant mortality rate, under-
five-year mortality rate, maternal mortality rate, crude mortality rate, life
expectancy at birth, number of physicians and nurses, and number of hos-
pital beds. However, since the data on maternal mortality rate could not be
obtained separately for each province, it was excluded. In addition, the in-
fant mortality rate and under-five mortality rate were excluded due to the
high correlation between them (this was explained in more detail in the data
analysis section). Infant mortality rate, crude mortality rate and life expec-
tancy at birth were considered as indicators of health status; and the number
of physicians, nurses and hospital beds were considered as healthcare de-
livery indicators. The data used on health indicators are the most up-to-date
data as of the date of the study and belong to 2018. Only data on life expec-
tancy at birth belonged to 2017.

Data Analysis

The data obtained from the databases of TSI were analyzed using the Sta-
tistical Package for the Social Science (SPSS) 20 software. In this study, it
was determined how the provinces were clustered according to their health
indicators. Cluster analysis was used to achieve this. Clustering analysis is
an analysis that can be used to create clusters. The purpose of the analysis
is to reveal the similarities of the units according to their specific character-
istics and to cluster the units based on these similarities. Hierarchical and
non-hierarchical clustering methods can be used as cluster methods
(Cokluk et al., 2012, pp.138, 141). Hierarchical clustering method was used
in this study. Hierarchical clustering method is a preferred cluster method
in cases where the sample size is low (n<250) (Cokluk et al., 2012, p.141).
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The number of provinces included in our study is 81. Therefore, the use of
hierarchical clustering method was preferred in this study. The hierarchical
clustering method aims to combine the units at certain levels (cluster dis-
tance measures) by taking into account the similarities of the units. As hier-
archical clustering methods, differential and associative clustering methods
can be used (Ozdamar, 2013, p.269). Each unit is initially considered as a
separate cluster on its own while using combining methods. In the next
step, the two closest clusters are grouped as a new cluster (Alpar, 2013,
p.322). Later, other units with different similarity levels are added to this
cluster and all units are connected (combined) in a cluster (Ozdamar, 2013,
p-269). In differentiating methods, a process is carried out in the opposite
process, which carried out in combining methods. At the beginning of this
process, there is a large set containing all the observations. In the next steps,
the most different (dissimilar/distant) observations separate from each
other to create smaller clusters. This process continues until each observa-
tion creates a separate cluster on its own (Alpar, 2013, p.322). In this study,
the combining hierarchical (progressive) cluster method was used. Connec-
tions, distances and levels of units are shown with tree graphs called den-
drograms in combining methods (Ozdamar, 2013, pp.269-270). The tree
(dendrogram) graph obtained in this study is shown in Figure 1. Different
methods can be used to create clusters in the combining clustering method.
These are single connection method, average connection method, full con-
nection method, central method, median method and ward method. Ward
method was used in this study and the Square Euclidean distance was used.
Ward method is based on the distance of the observations located in the
middle of a cluster from the observations found for the same cluster
(Kalayc, 2010, p.259). Square Euclidean distance is generally used in the
Ward method (Alpar, 2013, p.333). The clusters obtained as a result of the
analysis were provided in Table 2.

Since the data have different structures (thousandths, hundredths,
years), they were analysed by taking standardized Z values before being
analysed. Some assumptions should be met before carrying out cluster anal-
ysis. According to Cokluk et al. (2012), the representation of the sample and
the problem of multiple connections between variables are two critical
points that researchers should focus on (p.154). Since all units (provinces)
are included in the scope of this research, there is no problem in terms of
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the representation of the sample. Pearson correlation analysis was con-
ducted between variables to test whether there was a multiple connection
problem between variables. In addition, the variance inflation factor (VIF)
values of the variables were examined. The high correlation between varia-
bles (r> 0.90) and VIF values above 10 indicate a multiple connection prob-
lem (Cokluk et al. 2012, p.35). In the study, since there is a high correlation
(r = 0.94) between infant mortality rate under-five-years mortality rate, as
well as the value of VIF for mortality rate under-five-years, was over 10, it
was excluded from this study. After the under-five-years mortality rate was
excluded, VIF values for other variables were found as below 10 (ranged
from 1,284 to 4,655).

One-way analysis of variance (ANOVA) was conducted to test whether
there was a significant difference between clusters in the study. Tukey test
was conducted to determine which group caused the difference or among
which groups there was a significant difference. Kurtosis and skewness val-
ues were examined to evaluate whether the data were normally distributed.
In addition, Kolmogorov-Smirnov Z test was performed and it was ob-
served that the data were distributed normally. Homogeneity of variances
was evaluated by Levene test. When the assumption of homogeneity of var-
iances could not be achieved, Welch statistics (Alpar, 2013, p.256), which
does not require the assumption of homogeneity of variances, was used and
Tamhane T2 test was used as further analysis.

Aspect of Research Ethics

Ethics Committee Permission (date and number: 10.11.2020, 2020/5-1) was
obtained from the Batman University Ethics Committee to conduct the
study.

Results

The indicators regarding Turkey and its provinces were provided in Table
1. According to data from 2018, in Turkey, the infant mortality rate was 9.3
per thousand; the crude mortality rate was 5.2 per thousand; the number of
physicians was 187 per hundred-thousand; the number of nurses was 232
and the number of hospital beds was 283 per hundred-thousand popula-
tion. According to the data of 2017, life expectancy at birth is 78 in Turkey.
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The first five provinces with the highest infant mortality rate are Gaziantep,
Sirnak, Kilis, Cankiri and Kilis, respectively. The first five provinces with
the lowest infant mortality rate are Tunceli, Canakkale, Kirklareli, Edirne
and Giresun, respectively. The first five provinces with the highest crude
mortality rate are Kastamonu, Sinop, Balikesir, Edirne, Artvin and Canak-
kale, respectively. The first five provinces with the lowest crude mortality
rate are Sirnak, Hakkari, Batman, Sanliurfa and Van, respectively. The first
five provinces with the highest life expectancy at birth are Tunceli, Mugla,
Trabzon, Gumushane and Mardin, respectively. The first five provinces
with the lowest life expectancy at birth are Kilis, Agri, Kutahya, Gaziantep
and Ardahan, respectively. The first five provinces with the highest number
of physicians per hundred thousand population are Ankara, Edirne, Izmir,
Isparta and Bolu, respectively. The first five provinces with the lowest num-
ber of physicians per hundred thousand population are Sirnak, Agri, Mus,
Hakkari and Igdir, respectively. The first five provinces with the highest
number of nurses per hundred thousand people are Isparta, Trabzon, Bolu,
Edirne and Eskisehir, respectively. The first five provinces with the lowest
number of nurses per hundred thousand people are Sirnak, Hakkari, Agri,
Sanliurfa and Mardin, respectively. The first five provinces with the highest
number of hospital beds per hundred thousand people are Elazig, Erzurum,
Edirne, Bolu and Isparta, respectively. The first five provinces with the low-
est number of hospital beds per hundred thousand people are Sirnak,
Hakkari, Bilecik, Igdir and Agri, respectively.

Table 1. Health Indicators of Turkey and its Provinces (2017-2018)

Infant Mortality =~ Crude Mortaliy — Life Expectay ~Number of Number Number

Kod Provinces Rate* Rate* at Birth Physician**  of Nurses** of Beds**
TR Turkey 9.3 5.2 78 187 232 283
1 Adana 83 48 77,5 194 227 317
2 Adiyaman 11 41 79,7 143 215 209
3 Afyonkarahisar 9,5 71 77,1 146 217 301
4 Agri 12,3 34 76,8 94 150 163
5 Amasya 7,7 7,7 78,5 133 218 247
6 Ankara 7,6 48 79,4 304 285 332
7 Antalya 7.2 45 79,3 211 226 296
8 Artvin 8,7 84 79,3 147 238 199
9 Aydin 83 73 78,5 192 228 287
10 Balikesir 7.2 8,8 77,5 147 228 272
11 Bilecik 84 71 77,8 121 186 150
12 Bingol 9,5 39 78,8 113 225 245
13 Bitlis 10,2 33 78,4 115 217 274
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14 Bolu 8,6 7 79,2 237 340 464
15 Burdur 8 8,2 79,2 147 237 281
16 Bursa 7,3 5,6 77,7 165 212 246
17 Canakkale 51 84 78 189 254 307
18 Cankiri 13,8 8,2 78 110 194 215
19 Corum 7.8 7,7 78,6 143 260 310
20 Denizli 9,9 6 78,2 188 248 314
21 Diyarbakir 99 3 78,9 153 213 267
22 Edirne 64 8,6 774 288 332 470
23 Elazig 94 52 78,6 164 301 502
24 Erzincan 74 6,3 79,2 177 225 229
25 Erzurum 10,5 54 77,3 207 316 472
26 Eskisehir 6,7 6,7 78 219 330 407
27 Gaziantep 15,3 39 76,9 143 206 297
28 Giresun 64 8,2 79,7 149 262 347
29 Gumushane 79 53 79,8 114 203 201
30 Hakkari 13,3 2,8 77,1 95 149 137
31 Hatay 10,1 46 77,9 142 195 260
32 Isparta 8,5 7.2 78,7 245 364 458
33 Mersin 8 51 78,2 156 219 262
34 Istanbul 7,6 4.2 78,7 219 229 261
35 Izmir 71 6,2 78,6 256 234 277
36 Kars 10,5 49 77,3 142 197 255
37 Kastamonu 9 10,2 77 4 131 219 287
38 Kayseri 10,5 52 77,9 196 247 329
39 Kurklareli 51 8,3 77,7 139 201 251
40 Kirsehir 10 6,8 78,5 150 201 195
41 Kocaeli 8,3 4,6 78,1 158 214 227
42 Konya 94 53 78,3 193 245 341
43 Kutahya 72 8 76,8 132 250 326
44 Malatya 10,6 53 79 214 279 372
45 Manisa 11,3 71 77,1 166 228 320
46 Kahramanmaras 12 44 79,2 141 238 257
47 Mardin 14,9 3,3 79,8 111 166 174
48 Mugla 7,3 58 80,3 171 199 211
49 Mus 12,8 32 77,5 95 169 181
50 Nevsehir 9,5 6,5 77,8 124 185 234
51 Nigde 10,2 57 77,6 121 199 243
52 Ordu 8 7 79,3 139 234 278
53 Rize 8,5 6,6 79 201 285 318
54 Sakarya 7,6 6 77,5 154 184 191
55 Samsun 8,9 6,5 78,1 205 285 346
56 Siirt 13,8 33 78,4 114 213 259
57 Sinop 8,3 94 78,4 134 251 243
58 Sivas 6,8 6,6 78 187 300 404
59 Tekirdag 75 56 77,6 138 182 259
60 Tokat 8,1 7,3 77,5 152 269 359
61 Trabzon 71 6,3 80 219 351 402
62 Tunceli 5 6,4 80,7 167 235 170
63 Sanliurfa 13,5 29 77,7 111 151 198
64 Usak 94 7,1 78,1 138 251 336
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65 Van 114 29 77 125 214 257
66 Yozgat 75 74 77,5 152 255 303
67 Zonguldak 77 74 77,8 173 285 366
68 Aksaray 94 49 78,3 124 189 193
69 Bayburt 8,2 6,1 79,1 136 247 243
70 Karaman 73 6,4 78,7 130 237 237
71 Kirikkale 8,8 6,5 77,8 223 211 438
72 Batman 10,3 2,8 79,3 120 199 217
73 Sirnak 14,5 26 77,6 87 126 120
74 Bartn 13,3 8,2 77,9 125 214 217
75 Ardahan 6,8 7,7 76,9 135 225 202
76 Igdir 92 4 78,8 104 186 159
77 Yalova 91 6,6 78,6 148 205 217
78 Karabuk 10,6 72 784 171 271 289
79 Kilis 14,5 55 76,1 194 294 225
80 Osmaniye 12,6 4,6 78 121 195 242
81 Duzce 8,5 6,1 77,5 169 200 204

*Per Thousand, ** Per Hundred Thousand People

There is no standard in determining the number of clusters in the hier-
archical cluster analysis. It is often considered the best approach to benefit
from the experience and knowledge of the researcher. In contrast, k=vn /2
formula can be used to approximate the number of clusters (Alpar, 2013,
p.321). Accordingly, since the number of units in our study was 81, it was
calculated as k = V81 / 2 ~ 6. However, when the number of clusters is con-
sidered as 6, it is seen that there is only 1 unit in one cluster and only 2 units
in another cluster. A similar situation occurs when considered as 5 clusters.
Therefore, the number of clusters was determined as 4, taking into account
the tree graph (Figure 1). In addition, when the number of clusters was eval-
uated as 4, a significant difference was found between clusters in terms of
all variables.
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Figure 1. Tree Chart (Dendrogram)
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The clusters obtained are shown in Table 2. When Table 2 is examined,
There are 20 provinces in cluster 1; 23 provinces in cluster 2; 26 provinces in

cluster 3; and 12 provinces in cluster 4.

Table 2. Distribution of Provinces by Clusters

Cluster 1 (20 Provinces)

Cluster 2 (23 Provinces)

Cluster 3 (26 Provinces)

Cluster 4 (12 Provinces)

Adana Adiyaman Afyonkarahisar Agri
Ankara Aksaray Amasya Bartin
Antalya Batman Ardahan Cankiri
Bolu Bilecik Artvin Gaziantep
Denizli Bingol Aydin Hakkari
Edirne Bitlis Balikesir Kilis
Elazig Bursa Bayburt Mus
Erzurum Diyarbakir Burdur Osmaniye
Eskisehir Duzce Canakkale Siirt
Isparta Gumushane Corum Sanliurfa
Istanbul Hatay Erzincan Sirnak
Izmir Igdir Giresun Van
Kayseri Kahramanmaras Karabuk
Kirikkale Kars Karaman
Konya Kirsehir Kastamonu
Malatya Kocaeli Kirklareli
Rize Mardin Kutahya
Samsun Mersin Manisa
Sivas Nevsehir Mugla
Trabzon Nigde Ordu
Sakarya Sinop
Tekirdag Tokat
Yalova Tunceli
Usak
Yozgat
Zonguldak

The comparison of clusters obtained as a result of cluster analysis accord-
ing to health indicators is shown in Table 3. Statistically significant differ-
ences were found in all clusters in terms of health indicators. When the clus-
ters were examined according to the infant mortality rate, it was seen that
the infant mortality rate of the provinces in cluster 4 was significantly higher
than the other clusters (13.43 per thousand), and there was a statistically
significant difference between the 4th cluster and all other clusters (p <0.01).
When looking at the crude mortality rate; It was observed that the average
mean mortality rate of the provinces in cluster 3 (7.57) was higher than the
other clusters and there was a statistically significant difference between the
cluster 3 and all other clusters (p <0.01). As regards to the life expectancy at
birth; although the mean of this value is close to each other in all clusters, it
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was observed that the average life expectancy (77.42) of the provinces in the
4th cluster was less than other clusters and there was a statistically signifi-
cant difference between the 4th cluster and all other clusters (p<0,01). Con-
sidering the number of physicians per hundred thousand people; it was ob-
served that the average number of physicians per hundred thousand people
in provinces in cluster 1 was higher than other clusters and there was a sta-
tistically significant difference between cluster 1 and all other clusters (p
<0.01). The mean number of hospital beds per hundred thousand people in
provinces in cluster 1 (218.5) is approximate twice the mean number of hos-
pital beds per hundred thousand people in provinces in cluster 4 (117.33).
Considering the number of nurses and hospital beds, similarly, in the prov-
inces in cluster 1, the mean number of nurses per hundred thousand people
(281.75) and the mean number of beds (376) is higher than the other clusters
and it was found that there was a statistically significant difference in terms
of the number of nurses and beds between cluster 1 and all other clusters (p
<0.01).

Table 3. Multiple Comparison of Province Clusters in Turkey by Health Indicators

Indicators Clusters n Mean* SD* F p SD*
Cluster 1 20 8,42 1,34
i luster 2 2 9, 1, 1-4, 24,
Infant Mortality Rate  Cluster 3 53 68 5,630 <0001
(Per Thousand) Cluster 3 26 7,80 1,49 3-4,2-3
Cluster 4 12 13,43 1,07
Cluster 1 20 595 1,08
Crude Mortality Rate  Cluster2 23 4,97 1,25 25190  <0,001 1-3, 14,
(Per Thousand) Cluster 3 26 7,57 1,01 3-4,2-3
Cluster 4 12 4,29 2,00
Cluster 1 20 78,45 0,73
Life Expectancy Cluster 2 23 78,40 0,78 1-4, 24,
4,641 <0,001
at Birth Cluster 3 26 78,36 1,04 64 0 3-4
Cluster 4 12 77 42 0,65
Number of Phvsici Cluster 1 20 218,50 34,00
umber of Physicians
Cluster 2 23 135,91 19,09 1-2, 13,
Per Hundred Thou- 487 <0,001
(Per Hundred Thou- o3 26 151,38 1839 5648 1-4,3-4
sand People)
Cluster 4 12 117,83 2897
Numb £ N Cluster 1 20 281,75 46,79 12 13
umber o urses - -
Cluster 2 23 201,30 16,46 g /
(Per Hundred Thou- Cluster 3 % 239,38 21,10 29417  <0,001 1-4, 23,
sand People) 3-4
Cluster 4 12 189,58 44,85
Number of Cluster 1 20 376,00 72,93 12 13
Nurses and Beds (Per ~ Cluster 2 23 223,43 35,74 -
27, <0,001 1-4, 23,
Hundred Thousand Cluster 3 26 276,96 51,46 805 0,00 34
People) Cluster4 12 209,25 52,33

* Mean, Standard deviation, Significant difference
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Discussion

It has been observed that there are significant differences between the clus-
ters of provinces determined in this study, which is aimed to evaluate health
indicators of the provinces in Turkey with clustering analysis. The first clus-
ter, which includes the provinces of Adana, Ankara, Antalya, Bolu, Denizli,
Edirne, Elazig, Erzurum, Eskisehir, Isparta, Istanbul, Izmir, Kayseri, Ki-
rikkale, Konya, Malatya, Rize, Samsun, Sivas and Trabzon, identified as
having the highest life expectancy at birth; the cluster has the highest num-
ber of physicians, nurses and beds per hundred thousand people. Statisti-
cally significant difference was found between the 1st cluster and other clus-
ters in terms of the specified indicators. The fourth cluster, which includes
the provinces of Agri, Bartin, Cankiri, Gaziantep, Hakkari, Kilis, Mus, Os-
maniye, Siirt, Sanliurfa, Sirnak and Van, has the highest infant mortality
rate; life expectancy at birth is lowest; the number of physicians, nurses and
beds per hundred thousand people was the lowest. Cluster 4 was found to
be the cluster with the lowest statistics in five of the six health indicators
included in the study, and it is statistically significant from other clusters.
The provinces in the 4. cluster, except for Osmaniye, Cankiri and Bartin, are
located in the Eastern and Southeastern Anatolia regions. A study con-
ducted by Caglar and Keten (2019), which compare the health index of
provinces, found that Trabzon, Malatya, Burdur, Denizli, Bolu are the first
five provinces, while Van, Mus, Agri, Hakkari and Sirnak are the last five
provinces. Also, eight of the eleven provinces (Bingol, Sanliurfa, Kars, Van,
Mus, Agri, Hakkari, Sirnak) with less than 0.40 health index were found to
be Eastern or Southeastern Anatolia region which is two of the seven geo-
graphical regions. A study carried out by Santas and Santas (2018), which
aim to determine the current status and ranking of regions and provinces of
Turkey and OECD countries, Western Anatolia Region is in the first rank in
relation to health status, health care infrastructure, and the Southeastern
Anatolia Region is the latest one in the list. In the mentioned study, it was
also seen that the provinces in the Eastern Region constitute the last places
in health services utilization. In a study where provinces were classified ac-
cording to the health indicators, it was seen that the Eastern and Southeast-
ern provinces such as Hakkari, Sirnak, Sanliurfa, Kilis, Agri, Kars, Mus and
Van were in the worst condition (Celik, 2013). It can be said that the current
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research results and the results of other literature are consistent with each
other and according to the results obtained, provinces in the East and South-
east regions are generally disadvantageous in terms of health indicators,
with a few exceptions.

In the research, infant mortality rate, crude mortality rate and life expec-
tancy at birth were included as indicators of health status. The mentioned
indicators are among the most important interrelated health indicators and
are accepted as an important instrument in measuring and improving the
quality of healthcare services at both national and international levels. Es-
pecially the infant mortality rate is seen as an important indicator of health
in most contries as it is associated with a variety of factors, such as maternal
health, quality of healthcare and access, socio-economic conditions and
public health practices. In addition, this indicator is influenced by other fac-
tors that are likely to affect the health status of the entire population, such
as economic development, general living conditions, social welfare, disease
rates and the quality of the environment. The infant mortality rate is con-
sidered as the most important indicator of the health of a society and it is
seen as the main focus of health policy. Countries generally formulate their
health strategies, priorities and outcome measurement by taking this indi-
cator into account (Songur et al., 2017, p.2-3). The number of physicians,
nurses and hospital beds per 100,000 people was included healthcare deliv-
ery indicators in the study. The determined indicators are among the im-
portant indicators showing the health infrastructure. The efficient allocation
of healthcare resources in health infrastructure is one of the most complex
issues in health policy (Santas and Santas, 2018). Significant differences
emerged between the clusters determined in terms of both healthcare deliv-
ery indicators and health status indicators. There are significant differences
between cluster 1 and cluster 4 especially in terms of healthcare delivery
indicators. The number of physicians, nurses and beds per hundred thou-
sand people in the provinces in the 1st cluster is approximately 1.5 times
more than the number of physicians, nurses and beds per hundred thou-
sand people in the provinces in the 4th cluster. Health status indicators are
affected by health services as well as many cultural, social and economic
indicators. With health investments to be made in a region, it may not be
possible to make significant improvements in these indicators in a short
time. However, since healthcare delivery indicators are directly related to
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health investments made in a region, health investments can be increased
in disadvantaged regions or provinces, and improvement in healthcare de-
livery indicators (the number of physician, nurse, beds, etc.) can be achieved
in the short term.

Article 21/2 of the Universal Declaration of Human Rights, which was
approved by the Council of Ministers in 1949 and published in the official
gazette, states that "everyone has the right to equally benefit from public
services in their country" (Bulut, 2019, p.81). In addition, the right to a
healthy life has been defined as the most fundamental human right in many
international documents, and the duty of health protection, treatment and
rehabilitation of disease has been undertaken by states as a public service
(Erol and Ozdemir, 2014, p.9). In Turkey, there is need for policymakers to
produce solutions to eliminate differences between provinces that have sig-
nificant differences in terms of health indicators. In a study by Ozturk and
Meral (2016), it was determined that the inequality in the distribution of
hospital beds by provinces decreased from 1970 to 2014, except for some
exceptional years. Accordingly, even if the differences between provinces
decrease over time, it can be said that there are still significant differences.

There may be several reasons for the differences in health indicators be-
tween regions and provinces. Historical, cultural, geographic, socio-eco-
nomic and demographic differences are shown among these reasons (Tekin,
2015, p.391; Taban, 2006, p.31). It is observed that especially socio-econom-
ically more developed regions or provinces have better health indicators. In
a study conducted by Taban (2006), it was determined that there is a close
and reciprocal relationship between the health level of the society and eco-
nomic development. Intense migration events caused by socio-economic
development differences create a major population pressure and also cause
urbanisation problems, which have become a major problem across the
country. Education and health services have become inadequate in cities
that grow with migration (Zorlutuna and Erilli, 2018, p.13-14). Therefore, it
can be said that the measures to be taken as a contribution to the develop-
ment of underdeveloped provinces can contribute not only to these prov-
inces but also to the solution of certain problems of developed provinces.
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Limitation of Research

It is a limitation of the study that clustering analysis was performed using
only six health indicators (infant mortality rate, maternal mortality rate,
crude mortality rate, life expectancy at birth, number of physicians and
nurses, and number of hospital beds). Conducting research with other
health indicators may increase the content validity of the research.

Conclusion

In this study, provinces in Turkey were divided into clusters (classified)
based on health indicators by clustering analysis. In the study, provinces
were divided into 4 clusters and significant differences were found between
clusters in terms of both health status and healthcare delivery indicators. In
Turkey, the Health Transformation Program has been introduced 2003 and
radical reforms have been made. Significant progress has been made over
the years in terms of health indicators. However, there are still significant
differences between regions or provinces. In order to eliminate these differ-
ences, the right distribution of healthcare resources between regions or
provinces should be ensured. Health investments should be increased in
disadvantaged regions. Since health indicators are affected by other factors
except for healthcare delivery such as education, culture and socio-eco-
nomic development, it is recommended to develop policies that can provide
improvement in these areas. It is recommended for the researchers to con-
duct research on which specific policies can be developed for disadvan-
taged regions or provinces.
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Abstract

The concept of quality cost emerged as a result of both product development and process improvement
studies, following the products produced not meeting customer expectations. Measuring and calculating
quality costs is one of the important and necessary stages of the Total Quality Management program. En-
hancing quality is seen as the fastest way to improve customer loyalty, decrease manufacturing costs and
increase productivity. While preparing initiatives to enhance the quality, the associated costs should be
taken into account. Since consumer demands need to be fulfilled at the lowest cost possible. Seeing the cost-
benefit factor, as competitiveness, expense preparation should be made to improve efficiency. In this study
data were gathered from a vehicle spare parts supplier. The data collected from this firm’s accounting de-
partments and other divisions were used to analyze PAF and the Quality Ratio Analysis model, quality
costs, system review, calculation of production prices, and monitoring method. As a result, the company’s
management program has been calculated not to be effective in calculating the company’s production costs
according to the output assessments attributable to worker and machine costs. In this study it is concluded
that the measurement and analysis of the company’s quality costs should be given greater importance.
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Kalite Maliyetleri ve Bir Uretim Isletmesinde
Uygulamas1
*

Oz

Kalite maliyeti kavramu, iiretilen iiriinlerin, miisteri beklentilerini karsilamamasini takiben hem iiriin
gelistirme hem de siirec iyilestirme calismalarimin sonucu olarak dogmugtur. Kalite maliyetlerinin 6l-
ciiliip hesaplanmas: Toplam Kalite Yonetimi programumin 6nemli ve gerekli asamalarindan biridir. Ka-
litenin iyilestirilmesi, miisteri memnuniyetini artirmamn, iiretim maliyetlerini azaltmanin ve tiretken-
ligi artirmanin en iyi yolu olarak kabul edilir. Kaliteyi artirmaya yonelik faaliyetler planlanirken ilgili
maliyetleri de dikkate almalidir. Ciinkii miisteri gereksinimlerinin karsilanmasi, miimkiin olan en diisiik
maliyetle yapimalidir. Kaliteyi elde etmek icin gereken maliyet planlamas:, rekabet goz oniine alindi-
Sinda fayda maliyet 6lciisiinii diigiinerek yapimalidir. Bu calismada veriler otomotiv yedek pargast imal
eden bir firmadan toplanmistir. Bu firmamin muhasebe ve diger boliimiinden toplanan veriler PAF ve
Kalite Oran Analizi modeli, kalite maliyetleri 6l¢iim ve raporlama sisteminin incelenmesinde kullanil-
mugtir. Sonug olarak, firmann kalite maliyetlerinin dlciilmesinde isci ve makine maliyetlerinden dolay:
kalite raporlarina gore sirketin kalite sisteminin verimli olmadi$i tespit edilmistir. Bu calismada sirketin
kalite maliyetlerinin dlciilmesi ve analizine daha cok 6nem verilmesi gerektigi sonucuna varilmigtir.

Anahtar Kelimeler:  Kalite, Kalite Maliyetleri, Kalite Maliyet Modelleri
Jel Kodu: M40,M41, M49
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Introduction

In the globalizing world, the survival and competition of businesses depends
on quality goods and customer satisfaction. Quality is what makes it one step
ahead of other businesses in customer satisfaction and business loyalty. Vari-
ous definitions of quality have been made. Quality is the aggregate of a ser-
vice / product's characteristics dependent on its ability to satisty defined spe-
cifications. Quality; to meet the specifications, standards, suitability for use
and customer requirements and expectations at a competitive cost. Quality
cost is the cost that arises due to the measures taken to prevent poor quality
(Oztiirk, 2009, p.421). Significant studies that form the basis for quality costs
were made by Kaoru Ishikawa in 1976, Philip B. Crosby in 1979, William
Edwards Deming in 1986, Joseph Juran in 1988 and Armand Vallin Feigen-
baum in 1991 (Cabuk, 2005, p.1). Quality cost has emerged as product deve-
lopment and process improvement studies in case the manufactured pro-
ducts do not meet customer expectations. Quality is a performance criterion
used for both customers and businesses. Because quality has a cost to busi-
nesses. Businesses have to incur these costs in order to maintain their existing
customers and gain new customers in order to maintain their existence or inc-
rease their sales (Alci, 2007, p.1).

Quality Costs And Classification

The definition itself is not straightforward provided that there is no universal
consensus on a single defined concept of service costs. However, according
to (Dale and Plunkett, Quality Costing, 1995), quality costs are required to
design, implement, operate and maintain quality control framework, invest-
ment costs dedicated to performance development, method, product and
process deficiencies, and product or service efficiency. It is the sum of all the
services and non-value adding operations that are required. Evaluating and
revealing these costs is seen as a key problem for all management looking to
achieve strategic leverage in today's markets. Typical dictionary meaning of
quality means "degree of perfection;" quality is a subjective measure of good-
ness in this context. Cost is the sacrifice made to achieve the goal of quality
products (Ustiin, 1994, p.31). Quality costs are an indicator of quality. In order
for total quality management to be implemented continuously, the pursuit of
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quality must be measured and recorded. It is known that the criterion expres-
sing the improvement in quality is price of quality. In order to present the
quality targets of the companies, the monetary amount and amount of quality
costs should be determined.

As consumers prefer quality products, manufacturers have tried to pro-
vide it. Businesses want to control their costs while trying to improve quality.
Businesses allocate a significant share from their budgets while trying to re-
ach their quality goals. The entire budget allocated is called quality cost (Oz-
tirk, 2009, p.421), (https://tr.wikipedia.org/ wiki/Kalite_maliyetleri, 2019).
Quality costs are expressed as preventing the production of defective pro-
ducts or services and the losses caused by the defects (Woolf et al., 1988, p.165
and Uly, 2017, p.12). Quality Costs are expressed as preventing the produc-
tion of defective products or services and the losses caused by the defects
(Woolf etal.,, 1988, p.165 and Ulu, 2017, p.12). Control activities consist of avo-
idance and measurement practices. Control costs are the consequence of mo-
nitoring operations. Failure operations are carried out by a company or its
clients in response to low results. If the reaction to low quality happens before
abad (unsuitable, faulty, defective, etc.) product is provided to the consumer,
the actions are categorized as internal failure actions; otherwise, they are clas-
sified as external failure activities. Definitions of failure practices and failure
costs mean that a customer's reaction to bad service will be expensive to a
company. The concepts of quality dependent operations often apply to four
types of quality costs: (1) prevention costs, (2) evaluation costs, (3) internal
failure costs, and (4) external failure costs. (External risk of failure) (Schecter,
1992).

OPUS © Uluslararasi Toplum Arastirmalari Dergisi ¢ 1629



Quality Costs And Application In A Manufacturing Enterprise
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Figure 1. Distribution of Quality Costs

Prevention Costs

Preventive costs are the expenses paid to avoid low quality of products before
and after the manufacturing process (Tekin, 2004, p.37). Quality engineering,
quality training of workers, quality maintenance of tools, quality planning,
quality reporting, evaluation of suppliers, quality control, design reviews are
included in the prevention costs (Feigenbaum, 1956, p.93). It is accrued in or-
der to avoid low quality of the manufactured goods or services. If the costs of
avoidance rise, the costs of loss are projected to decline (Kefe, 2013, p.31).

Evaluation Costs

It is the cost of controlling whether the product produced conforms to the
criteria determined during the design phase (Aydemir and Giirsoy, 2003,
p-589). It is done to determine whether products and services are in line with
customer expectations. Examples comprise inspection and checking, package
inspection, appraisal operation inspection, product acceptance, process ac-
ceptance, device evaluation (inspection and examination), and regulatory
approvals. Acceptance of the product involves screening from finished pro-
duct lots to determine whether they reach an appropriate standard of quality;
if so, the products are approved. Acceptance of the procedure, inspection of
the products in the procedure to see whether the process is under control and
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if non-defective goods are produced; if not, stoppage of service before correc-
tive action is taken. The key aim of the valuation feature is to avoid the ship-
ping of incompatible goods to clients.

Internal Failure Costs

Items and services exist because they don't meet consumer expectations or
standards. So the internal cost of loss is the cost of converting the faulty pro-
duct into a successful one. In general, the costs of faulty and faulty goods and
the costs sustained as a result of the repair efforts are internal costs of failure
(Pekdemir, 1993, p.26). These are the faults found in the measurement opera-
tions. Cost of internal failure are costs arising from waste material, defective
product, remeasurement, rework and redesign (Yiikgii, 1998, p.487).

External Failure Costs

It occurs when goods and services do not fulfill the specifications or fail to

satisfy consumer requirements after distribution to customers. This category

can be the most destructive of all the service costs. Recall charges, for

example, will affect a wide number of clients. Other examples include loss of

sales due to poor product performance and returns and allowances due to

poor quality, warranties, repairs, customer dissatisfaction, lost market share

and complaint. If there is no defect, external breakdown costs are eliminated

as well as internal breakdown costs (Berry & Parasurman, 1991, p.16).

Quality costs and control are of great importance. However, it is observed

that many businesses still do not give the necessary importance. In a study,

various reasons for not following the quality costs of enterprises are given

below (Sower & Quarles, 2003, p.625):

¢ Unwillingness and indifference of top management on this issue

¢ Insufficient budget to monitor these cost items

¢ How should the quality costs be monitored and how managers not ha-
ving enough information about

¢ Lack of competence in accounting information systems

* Some managers do not believe in the benefits of monitoring quality costs
for businesses and focus on other issues.
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Table 1. Quality Cost Elements

QUALITY COST ELEMENTS
PREVENTION COSTS VALUATION COSTS
® Quality planning ® Pre-Production verification

¢ Quality engineering

¢ Quality measurements and design and development of
test tools

* Quality inspection and verification of design quality

® Measurement of quality and adjustment and main-
tenance of test tools

. Adjustments and maintenance of production
tools used for quality assessment

. Statistical process control

. Cost accounting for production variances

* Supplier selection

Supplier warranty

® Quality training

* Quality inspection

* Analysis of the latest situation and reporting of quality
results

* Quality improvement projects

® Other checks to prevent errors

* Pickup inspection

* Quality control costs incurred during pro-
duction

* Quality control costs of finished products
® On-the-job inspection

* Laboratory examination

 Acceptance of Laboratory test

® Test equipment and Inspection

* Materials used during inspection and
examination phase

* Analysis and reporting activities of the re-
sults of the inspection and tests

* Field achievement test

® Permissions and approvals

® Stock valuation

® Maintenance of production equipment

* Quality inspections

® Record keeping

INTERNAL FAILURE COSTS

Residues (waste, sawdust, scrap)

Re-inspection of reprocessed products

Failures due to material defects

Failure analysis

Reconstructed production and repair operations
Troubleshooting and failure evaluations
Deciding for inspection and tests

Contractor's fault

Exchange Permissions and privileges

Loss of earnings due to quality non-compliance
Time losses

Cost of fixing defective products

Cost of scrapped products

Cost of production disruptions due to errors in production
Cost of losses caused by work accidents

EXTERNAL FAILURE COSTS
Complaints

Transactions made under warranty
Products that are not accepted but returned
Compromise

Sale loss

Costs of contacting the customer
Product liability

Product warranty cases

Returning repaired products
Product services

Commitment expenses

Penalties and damages

Lost sales

Loss of prestige

(Tanis, 2005, p.122) and (Yikgii, 1999, p.95) Quality costs in production processes are

shown as follows (Yildiztekin, 2005:401);
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Figure 2. Quality Costs Time Phases

The stages of production that the costs expressed as prevention, valuation
and failure may occur are shown in Table 2 (Topal, 2000, p.206);

Table 2. Examples of Quality Costs
EXAMPLES OF QUALITY COSTS

BY PROCE
OCESS PREVENTION ASSESSMENT FAILURE
Desi Verificati
DESIGN Design Evaluation e31g1.1 ertfication Redesign
Redesign
Input Inspecti d li Product Re-
PURCHASE Supplier Assessment pu spection an .Sup.p ler or Froduct Re
Control jection
PRODUCTION Evaluation of Compe- — . .
PLANNING tence in Production Calibration of Tools Reevaluation of Vehicles

P Inspecti d
MANUFACTURING  Personnel Training rocess  Inspection - Serap emergence  an

and Experiment Reprocessing
SALES ?iemznz?or; of cus.- Surveys and Market Cust;)tl.ner Cdomp:[?mts,
omer demands preci- o - rch penalties and compen:
sely sation
Topal (2000, p.206)

Approaches For Quality Cost Measurement

As Juran (1951) addressed quality costs, several researchers suggested diffe-
rent approaches to the measurement of quality costs. Reviews of the quality
cost in Plunkett and Dale (1987) and Porter and Rayner (1992) literature can
be found. In this section, quality cost measurement approaches will be briefly
reviewed.
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Table 3. General Quality Cost Models and Cost Categories

General Model Activity Cost Classification
PAF Model Prevention + evaluation + failure
Crosby Model Prevention + evaluation + failure- opportunity

Opportunity or intangible cost models

Compliance + non-conformity

Availability + non-compliance + opportunity
Compliance + non-conformity

Compliance + non-compliance + opportunity Dis-
pute + intangible assets

P-A-F (failure cost includes opportunity cost)

Scale of Process Cost Compliance + non-conformity

Cost-Based Costing Model Adding Value + Non-Value Adding

Schiffauerova, Thomson (2006, p.647)

PAF Model

Many cost variants are categorized according to the PAF standard. Juran
(1951) first addressed the study of product costs and became a pioneer in qu-
ality costs (Ttirk, 2009, p.32). Following the categorization of product costs as
prevention-evaluation deficiency (PAF) by Feigenbaum (1956), the PAF met-
hod for product costing was implemented almost universally. Failure costs in
this package can be divided into two sub-categories: These are internal failure
and external failure costs. Oakland sets down these expenses as follows (Oak-
land, 1993, p.186):

Prevention costs: This costs are related to planning, executing, and ma-
naging the overall quality control system. Prevention expenses are
anticipated and incurred in advance of operational service.

Valuation costs: This expenses are attributable to the retailer and the
customer's appraisal of imported goods, procedures, intermediary
products, products and services to ensure that precise specifications
are fulfilled.

Internal Failure Costs: This costs occur where the research findings do
not follow the intended quality requirements, which are identified
before the consumer takes place.

While the TQM categorization plan Does not consider operation
costs, process development is a core priority of TQM. Therefore the
PAF paradigm in a TQM software has limited utility.
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Alternatives to the PAF

Alternative solutions to the PAF classification system include the division of
service costs into conformity and non-compliance, visible and intangible,
controllable and uncontrollable, voluntary and irreversible costs.

Crosby splits the quality cost into two groups (Crosby, 1984, p.86):

(1) The conformance price (POC), despite the apparent quality-related
costs of ensuring for the first time items are handled correctly; and

(2) The non-conformance price (PNOC) which covers all costs incurred for
the first time the standard is not right. The POC at Crosby covers costs of de-
tection and monitoring, while the PNOC covers internal loss and external
costs of loss (Shank & Govindarajan, 1994, p.6).

At Xerox, quality costs split into three categories : ( 1) enforcement costs
(prevention and assessment); (2) non-compliance costs (incapacity to meet
consumer expectations before and after delivery); and (3) missed potential
costs (Carr, 1992, p.72).

Juran's categorization program reflects on the expense of commodity bre-
akdowns and highlights the value of intangible cost factors that are more cri-
tical in the long term than cost reduction.

Another solution suggested by Dale and Plunkett is to manage retailer,
business (in-house) and consumer specific operations in the group PAF.
While this approach retains the advantages of PAF categorization, it also has
new categories closely related to business activities (Dale and Plunkett, Qua-
lity Costing, 1991, p.26).

Methods To Reduce Quality Costs

The main purpose in reducing quality costs; it is the minimization of total
quality costs while maintaining the level of quality. For this purpose, increa-
ses in prevention costs result in a much greater reduction in failure costs. In
this way, the total quality costs are expected to decrease. If there is no reduc-
tion in failure costs despite the increase in prevention costs, prevention costs
have come to a saturation point. After this stage, prevention costs will exceed
the savings to be made (Mazman, 2016, p.69).

Service costs in most organisations will typically vary from "10 to 30 per-
cent of revenue" or "25 to 40 percent of operational expenses" . Some of these
effects are clear, some are concealed (Oberlender, 2000). Juran believes that
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Quality costs are the prevention, detection and correction of defective work.
These costs are enormous, between 20 and 40% of sales. As a result, compa-
nies shouldn't stop spending money on prevention costs because it costs less
to prevent a bug than to try to fix it. The relationship between these costs is
expressed in Rule 1-10-100 as seen in Figure 3; one dollar spent on mitigation
saves $10 for assessment and $100 for failure costs (Omachonu and Ross,
2004, p.34).

Figure 3. 1- The Rule of 10-100

Quality improvement means reducing quality costs. If problems in pro-
duction are identified in enterprises and improvement is achieved with cor-
rective actions, costs can be reduced. (Kurgun, 1997, p.219).

The following strategies can be followed to reduce quality costs:

* Evaluating issues with all affected personnel.

* Creating a request for a solution.

» Providing directive support in planning and research.
* Following up ongoing problems.

Statistical Analysis Of Quality Costs

Quality cost analysis is the examination, evaluation and solution methods of
the costs of product or service quality to enterprises (Yiikgii, 1999, p.291).

Quality cost analysis may involve comparing the total cost of quality with
appropriate metrics such as net sales, cost inputs or direct labor costs. Con-
sequently, a relationship may be formed between the amount of work comp-
leted and the quality costs. The data obtained in quality cost analysis should
be classified according to quality cost types. According to these results, the
decision to optimize the quality cost should be made by the management
(Yiikeii, 1999, p.292).
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After the collection of quality cost data, these costs are gathered for analy-
sis and decision-making, improvement and problem solving (Sénmez, 2005,
p-49). Analysis of quality costs provides maximum quality opportunity at the
most affordable cost (Dalc1 and Tanis, 2002, p.143). The most used statistical
methods in quality cost analysis; Ratio Analysis, Trend Analysis, Pareto
Analysis and Regression Analysis (Mazman, 2016, p.99).

Implementation Of Exposure And Quality Cost Ratio Analysis Model In
A Production Facility

General Information About the Business

The Z production enterprise, on which the work was carried out, was estab-
lished in 1973, and became a Limited Liability Company in 1985 and a Joint
Stock Company in 2016, a family owned SME company. The business inclu-
des about 100 types of tractor spare parts; It manufactures front axle, four-
wheel front axle, rear axle, side arm head and also performs contract manu-
facturing. The enterprise is established on 50 decares of land and has two se-
parate facilities with approximately 5.000 m closed area. The first facility has
mold, design-project, heating, steel forging processes, and the second facility
has a sandblasting, machining and storage section. Also in the factory; There
are also departments of directorate, accounting and finance, marketing, pro-
duction and quality control.

Quality control processes are carried out both during the production
phase and after sales, based on the TS-EN-ISO 9001: 2008 standard series of
the Turkish Standards Institute. In quality control; three-dimensional measu-
ring instruments, calipers, micrometers, etc. tools and devices are used.

The raw materials that come for production are first checked visually (if it
is steel, such as curvature, crack and slit, then the diameter if the shaft, the
width if the billet). Analysis reports are requested from the supplier company
for the purchased raw materials. Steel components and steel quality are chec-
ked according to these reports. If deemed appropriate, the acceptance process
is carried out. If not eligible, it will be rejected. Quality control processes are
applied at every stage, starting from the initial stage of materials that match
the quality, until the product becomes finished and packaging. If there are
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production errors in this process, they are either revised or separated as
waste.

After sales, customer complaints are examined in case of the return of the
product related to the products. Complaints are recorded and it is investiga-
ted whether there is a manufacturing or user error on the returned product.
If there is a user error, this situation is reported to the customer. If there is a
manufacturing error, a new product is sent to the customer or the product is
returned. Quality control procedures are carried out under the supervision of
a mechanical engineer.

Analysis and Method

Many models have been proposed regarding quality costs. This research was
conducted according to the most used PAF model. The most important fea-
ture of the PAF model is that it defines the main and sub-components of qu-
ality costs one by one. The basic assumption of the model; It is that spending
on prevention and evaluation activities will reduce the costs of failure.

Taking into consideration the data of the applied enterprise for the nine-
month period of January-September 2019, first of all, quality costs data such
as prevention, measurement-valuation, internal failure and external failure
costs are tabulated and at the same time, quality costs have been analyzed
using some ratio analysis.

The total quality costs for the nine-month period of the enterprise Z are
512.629.96 TL, among which total prevention costs are 15.450.00 TL and the
percentage is 3.01%, the total measurement-evaluation costs are 39.975.00 TL
and the percentage is 7.80%, the total internal failure costs 472.374. Is 96 TL
and its percentage is 88.25% and the total external failure costs are 4.830.00 TL
and the percentage is calculated as 0.94%. Internal failure costs (88.25%) have
the largest share in the quality costs of the business, the most important of
which are nonconformity costs and scrap costs, second place is measurement-
valuation costs 7.80%, followed by prevention costs 3.01% and external fai-
lure costs%. It took the last place with 0.94.

Some income statement and cost items of the business are as follows
(These figures are taken from the trial balance and production department of
the last month examined) :

Sale :10.034.077,20 TL

Direct Labor :1.754.377,90 TL
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Total Production Costs :8.392.704,33 TL
Cost of Goods Sold :8.472.927,52 TL
Table 4. 9 Months Quality Cost Report of Enterprise Z (according to PAF Model)
QUALITY COST REPORT
MONTHS
2019 YILI JAN. FEB. MAR. APRIL MAY JUNE JULY AUG. SEPT. TOTAL
PREVENTION COSTS
Quality planning 2083 2083 2083 2083 2083 2083 2083 2083 20833
KO. And test equipment designand development 2166 2166 2166 2166 2166 2166 2166 2166 2166
Review of K. and the birth of design 3833 3833 3833 3833 3833 3833 3833 3833 3833
K.O. And test equipment adjustment and maintenance
Adjustment and maintenance of Kal.D.Ure.production equipment
Supplier warranty
Quality training 3666 3666 3666 36667 3666 3666 3666 3666 3666
Quality inspection 4666 4666 4666 4666 4666 4666 4666 4666 4666
Final situation analysis and analysis of quality information 75,0 75,0 750 7500 7500 750 75,0 75,0 75,0
Quality improvement programs
Total Cost of Prevention 17167 17167 17167 17167 17167 17167 17167 17167 17167  15450,0
Percentage of Total Cost (%) 339 1,80 4,46 4,83 239 321 3,04 3,80 2,62 3,01
MEASUREMENT-EVALUATION COSTS
Pre-production verification 1.000,0 1.000,0 1.000,0 1.000,0 1.000,0 1.000,0 1.000,0 1.000,0 1.000,0
Receiving (acceptance) inspection
Laboratory acceptance test
Inspection and testing 3.000,0 3.000,0 3.000,0 3.000,0 3.000,0 3.000,0 3.000,0 3.000,0 3.000,0
Inspection and test equipment
Materials consumed during ins and testing
Test and inspect. result analysis and report 208,33 2083 20833 2083 2083 20833 2083 2083 2083
Field achievement test
Permissions and approvals 2333 2333 2333 2333 2333 2333 2333 2333 2333
Stock valuation
Total Measurement-Valuation costs 44416 44416 44416 44416 44416 44416 44416 44416 44416 399750
Percentage of Total Cost (%) 8,78 465 1154 1251 6,18 831 7,85 9,84 6,78 7,80
INTERNAL FAILURE COSTS
Scrap 73061 87802 75350 152203 145749 12.127,0 10.543,8 13.6904 15.783,0
Replacement, remanufacturing, repair 36.168,3 79.675,4 23.852,9 13.179,6 50.136,0 34.226,9 38.901,0 24.334,7 42.589,0
Elimination of faults, fault / failure moment.
Inspection test revert
Subcontractor error
Exchange permits and privileges
K. Loss of earnings due to non-compliance 4166 4166 416,67 416,67 4166 4166 41667 4166 416,6
Time losses
Total Cost of Internal Failure 43.891,1 88.872,4 31.804,5 28.816,5 65.127,5 46.770,6 49.861,5 38441,7 58.7887  452.374,9
Percentage of Total Cost (%) 867 929 8261 811 9068 874 881 8517 897 882
EXTERNAL FAILURE COSTS
Complaints
My obligation fulfilled during the warranty period.
Products that are not accepted, returned 416,67 41667 41667 41667 41667 41667 41667 41667 41667
Compromise
Sale loss
Cost of customer contact 120,00 120,00 120,00 120,00 120,00 120,00 120,00 120,00 120,00
Total External Failure Costs 536,67 536,67 536,67 536,67 536,67 53667 53667 53667 5