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2022 PRESIDENTIAL ELECTION IN FRANCE: AN ASSESSMENT OF FOREIGN POLICY
ANALYSIS

Olcay OZKAYA*, Ziihal UNALP GEPEL**

ABSTRACT

Assessments of the foreign policy of France after the April 2022 presidential election will guide the
scholars on the future of the internal and external policies of France and the European Union (EU). Within
this framework, the paper aims to identify the foreign policy approaches of the presidential candidates and
the political parties they have represented in France. The paper adopts a diverse approach from traditional
foreign policy approaches which take internal and external factors separately as units of analysis in foreign
policy-making processes. Contrary to the traditional perspective, the authors focused on the interaction of
internal and external factors, because it is argued in the paper that this interaction creates mutual impacts
on agents and shapes foreign policy-making procedures. Methodologically the paper elaborates on the
interaction through an analysis of the discourses of seven presidential candidates and the programs of the
political parties they have represented. It is concluded in the paper that the interaction of the factors in
French foreign policy has currently concentrated on the themes such as migration, security, economy,
climate change, Islam, NATO membership, and the future of the EU. The article tries to contribute to the
foreign policy analysis literature through a comprehensive analysis from a perspective of neoclassical
realism on the combination of internal and external factors and to illuminate the probable reflections of the
presidential election process in France.

Keywords: Foreign Policy Analysis, France, Presidential Election, European Union,
International Politics.
JEL Classfication: F53, F59.

2022 FRANSA CUMHURBASKANLIGI SEGIiMi: DIS POLITIKA ANALIzZi UZERINE BIiR
DEGERLENDIRME

oz

Nisan 2022 cumhurbaskanhdi secimi sonrasindaki Fransa dis politikasina iliskin yapilacak
degerlendirmeler, arastirmacilara Fransa ve Avrupa Birligi'nin (AB) i¢ ve dis politikalarinin gelecegi
konusunda yol gdsterici nitelikte olacaktir. Bu ¢ercevede makalenin amaci, Fransa'da cumhurbaskanhgi
adaylari ile adaylarin temsil ettigi siyasi partilerin dis politika yaklagimlarinin tespit edilmesidir. Makale, dis
politika yapim sireglerinde i¢ ve dis faktdrleri ayri analiz birimleri olarak ele alan geleneksel dis politika
yaklasimlarindan farkl bir yaklasim benimsemektedir. Geleneksel bakis agisinin aksine, yazarlar i¢ ve dis
faktorlerin etkilesimine odaklanmakta olup makalede bu etkilesimin aktorler Gzerinde karsilikh etkiler
yarattigi ve dis politika yapim sireglerini sekillendirdigi tartisiimaktadir. Metodolojik olarak makale, bu
etkilesimi, yedi cumhurbaskani adayinin séylemleri ve adaylarin temsil ettikleri siyasi partilerin programlari
Uzerinden degerlendirmektedir. Makalede, Fransiz dis politikasindaki ic ve dis faktorler arasindaki
etkilesimin, halihazirda gé¢, giivenlik, ekonomi, iklim degisikligi, islam, NATO (yeligi ve AB'nin gelecegi
temalari Gzerinde yogunlastigi sonucuna varilmistir. Bu c¢alisma, i¢ ve dis faktorlerin bilesimi lzerine
neoklasik realizm perspektifinden kapsamli bir analiz yaparak dis politika analizi literatiriine katkida
bulunmaya ve Fransa'daki cumhurbagkanlii secim surecinin olasi yansimalarina isik tutmaya
calismaktadir.

Anahtar Kelimeler: Dis Politika Analizi, Fransa, Cumhurbaskanhd: Secimi, Avrupa Birligi,
Uluslararasi Siyaset.
JEL Siniflandirmasi: F53, F59.
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2022 Presidential Election in France: An Assessment of Foreign Policy Analysis

INTRODUCTION

The students of international relations have been currently witnessing the
transformation of actors and factors within foreign policy analysis (FPA). The
transformation stems from the nature of politics both in domestic and international
realms. Until the end of the Cold War, scholars separated domestic policy and foreign
policy strictly from each other, and they considered that these areas had unique
characteristics. However, with the end of the Cold War, the lines between domestic and
foreign policy areas are blurred. As expressed by Kaarbo et al., FPA connects the
study of international relations with the study of domestic politics (Kaarbo, Lantis, &
Beasley, 2013, s. 2). Thus, the approaches within the FPA have become inevitable in
analyzing these blurred lines.

The FPA is based upon different factors which influence the foreign policies of
states. Traditionally, these factors were grouped into two categories: external factors
and internal factors. While the first category refers to the international environment as
the source of foreign policies, the second category refers to the domestic area shaping
the foreign policy of states. Kaarbo et al. define external factors as “the organization of
the international system, the characteristics of contemporary international relations and
acts of other actors”. On the other hand, they define internal factors as “characteristics
of the domestic political system and its ingredients; citizens and groups within the
system, the government organizations, and individual leaders" (Kaarbo et al., 2013, p.
7). The literature refers to the constructivist approach and different units of analysis
such as the public, societal groups, bureaucratic organizations, leaders, and political
psychology as internal factors, whereas, traditional viewpoints benefit from realism,
liberalism, dependency theory, and world-systems theory to conceptualize and explain
external factors.’

The literature centered on the divisions or one of these particular factors to
identify foreign policies of states. However, neoclassical realist theory adopts a broad
foreign policy perspective including both domestic and international factors. The realist
school was composed of neorealism, structural realism, offensive realism, and
defensive realism until the 1990s. Nevertheless, with the end of the Cold War,
neoclassical realism as a more recent school has brought a new dimension to
interpreting foreign policy. With this new trend, politics should be studied not only
through the lens of systemic factors but also through internal factors such as leaders'
choices and perceptions (Schweller, 2018, 28). According to neoclassical realism,
external factors do not have direct effects since they are filtered by intervening
variables, namely internal factors. To elaborate on the foreign policy of a state, one
must observe ‘the preferences and configurations of key domestic actors” (Rose, 1998,
146-147). Since it is argued in the paper that the interaction creates mutual impacts on
agents, this assumption can be tested by examining the discourses and promises of
presidential candidates and their political parties in France. The paper is based upon

' See. Kaarbo, J., Lantis, J. S., & Beasley, R. K. (2013). The Analysis of Foreign Policy in Comparative
Perspective. Foreign Policy in Comparative Perspective: Domestic and International Influences on State
Behavior. United States: Sage Publications.
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the argument by Devlen and Ozdamar (2009, 136) that the political leaders' perception
of the systemic environment, their prioritization of “political survival” and ‘large group
identity” are determining factors in foreign policy-making processes. From this point of
view, it is aimed in the paper to answer the following questions: How do the presidential
candidates in France interpret the foreign policy priorities of the state? What is the
impact of ideology, political survival, and large group identity priorities of the leaders
during the April 2022 presidential election?

To answer the questions above, the paper elaborates on the first ballot results
and public opinion polls released by Politico’. The analysis covers both oral and written
forms of different sources taken from the mainstream media, official websites of the
political parties, and speeches given by the presidential candidates. From a
neoclassical realist perspective, the paper highlights the interaction of factors in French
foreign policy. Concerning the results of the latest polls, this paper handled seven
candidates and parties or movements they belong to. Through the analysis, the paper
aims to provide a broad understanding of the French foreign policy both for the present
and the future, whilst shedding light on the foreign policy agenda of the EU as well. The
first section informs briefly about the election process in France and its repercussions
both in Europe and around the world. The second section elaborates on the
presidential election from the perspective of FPA. The third and fourth sections inform
and analyze the political parties/movements, leaders, and their foreign policy agendas
during the election process. The final section provides prospects for the foreign policy
agenda of France and the impact of the election on the EU and international politics.

2022 PRESIDENTIAL ELECTION IN FRANCE AND ITS REPERCUSSIONS

According to the Constitution of France which was mainly designed by General
Charles de Gaulle® in 1958, the president is the main figure in the democratic system in
the country. In this semi-presidential system of France from 1958 to the present,
namely the French Fifth Republic, the president appoints the prime minister as the
head of the government and ministers. The government is accountable to French
citizens, the National Assembly, and the Senate (Gouvernement, n.d.). Due to the
president's position, the presidential election plays a crucial role for the French citizens.

2 This paper exploited POLITICO’s polls on the presidential election in France. POLITICO is a global
nonpartisan politics and policy news organization. See https://www.politico.eu/europe-poll-of-polls/france/,
gLast Access: 09.04.2022).

Charles de Gaulle was a General in the French army and he was the leader of the 'Free France'
movement which was founded by him to fight against the German invasion of France during World War II.
He has been named the founder of democratic France after the war. General de Gaulle had a conservative
and nationalist foreign policy rooted in the developments during World War 1l. He supported the 'national
independence' and 'free and sovereign Europe' policy in the region and he had negative attitudes toward
the presence of the US and the UK in Europe. He has seen the US and the UK as 'Trojan horses' against
the peace and stability in Europe. For those reasons, he opposed both the membership of the UK and the
'supranational’ efforts in the European Community during the 1960s. Within this foreign policy approach,
France, under the leadership of de Gaulle, withdrew from the military command of NATO, in 1966 and
favored a rapproachment with the Soviet Union to build up a 'pan-European' system 'ranging from the Ural
Mountains to the Atlantic Ocean'. Since then, 'Gaullist' foreign policy sentiments have had a considerable
place in the foreign policy preferences of the politicians in France (Sander, 1995, p. 348-355).
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The president with its highest authority is elected for five years with universal suffrage
(Leterre, 2002). The results of elections, especially in states with major or middle power
have a considerable impact on domestic, regional, and international politics. Regarded
as a middle power democracy, France has been playing a central role in EU policies
and a significant role in global politics (Kleinfeld et al, 2021). Considering the traditional
foreign policy priorities of France, namely Europe, transatlantic relations, and
Francophone Africa, the election for the presidency will have striking repercussions on
both EU policy-making and international politics.

According to Article 7 of the French Constitution, if a candidate takes the
absolute majority of the votes, then he or she becomes the president of France for five
years. Otherwise, electorates vote for the second time but for the two candidates who
take the majority of the votes on the first ballot (Leterre, 2002). The second round
should be carried out two weeks later than the first round, and the candidates need just
the majority of the votes to be elected in this round. Since Macron and Le Pen took
27.85% and 23.15% of the votes respectively in the election on 10 April 2022, they two
passed to second-round elections on 24 April 2022. According to Article 6 of the
Constitution, the same president can be elected by the citizens two times (1958, p.5).
For that reason, Macron's candidacy has taken the attention of the French electorate,
media, and foreign countries. In addition to Macron’s candidacy, the election in April
2022 has various dimensions which need to be observed in detail.

This paper discusses the importance of the 2022 election within four main
aspects: domestic politics, EU politics, relations with NATO, and international politics.
The first and foremost aspect is the domestic politics of France which has been
currently on the verge of various difficulties and changes. The major themes of the
presidential election can be identified as migration, security, economy, climate change,
Islam and Muslims, NATO, and the future of the EU. The second aspect of the election
is on the EU level. The EU has been one of the main themes of the French presidential
elections since the first years of European integration. While the election is a matter of
domestic politics, it influences EU bodies and EU member states as well. As one of the
six founding members of European integration, France has been shaping the core
policies of the EU. As can be inferred from Macron's discourses, specific themes like
"security, defense, economy, sovereignty, migration, and leadership of the EU on
global politics" will dominate the EU in the long run (Cakir, 2021).

The third aspect of the presidential election revolves around NATO and its
position in domestic and international politics. The historical roots of the significance of
NATO in French foreign policy can be traced back to the establishment process of the
Alliance after the Second World War, the French position against the American
dominance over European security, the 1966 withdrawal decision of France from
NATO'’s integrated military command under the administration of de Gaulle and its
return to it in 2009. The position of France, as a NATO member, will determine the
future of the organization. After the establishment of Australia, UK, and US alliance,
namely AUKUS, a heated debate on the membership of France in NATO was restarted
by the presidential candidates (Pollet, 2021). Therefore, the presidential election in
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France touches upon the future of NATO and its power in a broad sense. The final
aspect points out a more complicated and broad area: international politics. The
changing characteristics of the balance of power and politics make French elections
critical at regional and global levels. The stances of presidential candidates on
international issues have an impact not only on the foreign policy of France but also on
international politics.

In connection with the last aspect, a recent development has been highly
affecting global politics and producing many repercussions on the French election. The
invasion of Ukraine by Russia in 2022 created a complex political environment in
France. While the war has dominated the agenda, it has affected the discourses and
campaigns of the candidates as well. In this respect, it is essential to consider the
Ukraine war during the analysis within the context of assessing the impact on the
election (Coffey, 2022; Quentin & Boiteau, 2022). By taking into consideration all these
aspects and dynamics, it can be argued that the presidential election in France has the
potential to open up 'Pandora's box' to assess regional and international politics in the
short term. Moreover, it becomes necessary to analyze this presidential election from
the perspective of the FPA to foresee the interaction of various factors.

FRENCH PRESIDENTIAL ELECTION FROM THE PERSPECTIVE OF
NEOCLASSICAL REALISM

It is argued in the paper that the interaction of external and internal factors
determines the foreign policy preferences of the agents and the structure. The idea
behind this stems from the insufficiency of traditional literature on FPA that separates
internal and external factors and focuses on just one aspect to make an analysis.
Hence, traditional analyses do not explain foreign policy-making and the preferences of
actors in a broad sense. Therefore, it can be stated that the separation of factors
reduces international politics to a narrow area of research.

Hill (2003, p.28) defines foreign policy-making as a “complex process of
interaction between many actors, differentially embedded in a wide range of different
structures”. Freire (2012, p.3) supports this argument and adds that the co-constitutive
relations between agency and structure lead to the process of foreign policy-making.
Since the 1990s, neoclassical realists have stressed the role of "firstly statesmen, not
the states”; "cognition, strategic culture, state-society relations, and domestic
institutions” in foreign policy-making (Zakaria, 1998, p. 42; Lobell, Ripsman and
Taliaferro, 2009, p. 68). In a similar vein, Devlen and Ozdamar (2019, p. 149) argue
that the foreign policy of a state is influenced by the perceptions of domestic political
leaders. If the leaders have “conflictual or cooperative” actions, if they maximize the
large-group identity and prioritize political survival over everything, then the foreign
policy-making procedures will be directly shaped by those mentioned. The paper
follows this perspective in assessing French foreign policy through the interaction of
various factors during the presidential election process.

FPA proposes that the leadership style, personalities, and beliefs of the leaders
construct and shape the foreign policy of states. However, foreign policy-making
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cannot be reduced to internal factors or actors such as the acts of presidents, prime
ministers, or authoritarian leaders. It is argued in the paper that these actors play a
significant role as components of the interaction between internal and external factors.
It should be stressed that the discourses of French leaders and political parties or
movements they act for during the presidential election campaigns unveil the
interaction of factors in foreign policy.

LEADERS, PARTIES, AND THEIR FOREIGN POLICY AGENDAS FOR THE
PRESIDENCY

The spring of 2022 has a special meaning to French citizens due to the
presidential election. Although the number of candidates reached 60, there were 12
candidates in the first round as stated by Laurent Fabius, Head of the Constitutional
Council. Accordingly, 12 of the 60 candidates obtained the required 500 valid
signatures from the elected officials in at least 30 different French departments
(Fitzpatrick, 2022). One of these candidates has been Emmanuel Macron who officially
announced his candidacy on 3 March 2022 (France 24, 2022). The remaining
candidates have been; Marine Le Pen (Rassemblement National), Jean-Luc
Mélenchon (La France Insoumise), Valérie Pécresse (Les Républicains), Eric
Zemmour (Reconquest), Anne Hidalgo (Socialist Party), Yannick Jadot (Green Party),
Nicolas Dupont-Aignan (Debout La France/Stand Up France), Fabien Roussel (Parti
communiste frangais/Communist Party), Jean Lassale (Resist), Nathalie Arthaud (Lutte
Ouvriere/ Workers’ Struggle) and Philippe Poutou (Nouveau Parti anticapitaliste/ New
Anticapitalist Party) (Tidey, 2021). The polls on the election focused on seven
candidates who could have reached at least 4% of the total votes.* In that respect, this
paper focuses on these seven candidates, their political parties or movements, foreign
policy choices, and goals. The candidates are; Emmanuel Macron, Marine Le Pen,
Jean-Luc Mélenchon, Valérie Pécresse, Eric Zemmour, Anne Hidalgo, and Yannick
Jadot. In the section below, the authors take a closer look at those candidates and their
parties to examine the interaction between the factors and elaborate on their foreign
policy agendas and motives from a neoclassical realist perspective.

Emmanuel Macron- La République en Marche (LRM) / The Republic on the Move

As a former Minister of Economy, Industry, and Digital Affairs, Emmanuel
Macron is the founder of the political party, La République en Marche (LRM) as well.
The party was founded in 2016 as a political movement to combine leftist, rightist, and
other groups into its structure (Macron, n.d.) Starting with the 2017 presidential
election, the movement En Marche has pursued its political goals under the leadership
of Macron. He ran for a second term after he completed his first term as the president
of France (Tidey, 2021). Politico estimated that Macron could take 26% of the votes in

“To narrow down the study, Politico’s data on polls in France is studied.
See. https://www.politico.eu/europe-poll-of-polls/france/ (Last Access: 11.01.2022)
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the first round of the election.’ As expected, he obtained the highest number, 27.8% of
the votes in the first round which gave him the right to run for the second round.®

During his term in the 2017-2022 presidency, Macron followed an active and
passionate foreign policy both in Europe and around the world to strengthen his
position in domestic politics as well. Macron aimed to empower the EU by protecting
both "the international liberal order and European civilization”. He has underlined that
this is the mission of France to maintain stability in the region as a reflection of the
party’s ideology. France has been following a consistent foreign policy approach to
European security since the first years of the European integration.1950 Pleven Plan
was proposed by France to establish the European Defense Community. Even though
this initiative could not be put into practice, France aimed to integrate the six founding
members' foreign and security policies through Fouchet Plan in 1962. In the 1990s,
Common Foreign and Security Policy and European Security and Defense Policy have
been the turning points for the EU in terms of deeper integration in the political sphere.
In 1998, the then president of France, Jacques Chirac, and the then prime minister of
the UK, Tony Blair, agreed on the Saint-Malo Declaration to lead an autonomous
foreign and security policy in Europe through a ‘rapid reaction force’. Those efforts
finally worked and NATO members recognized the individual capacity of the EU in
defense policy through the 2002 Berlin Plus agreements (Bindi, 2022, p. 37). By
following the defense policy initiatives of de Gaulle and Chirac, the latest French
president Macron proposed the Permanent Structured Cooperation (PESCO) pact to
boost European defense cooperation in 2017, and aimed at a more autonomous EU in
terms of security and defense (Staunton, 2021). After France took over the rotating EU
presidency in January 2022, Macron made a speech in the European Parliament (EP)
by highlighting the European collective security and the 'strategic autonomy' of the EU
(France24, 2022). Strategic autonomy has been on the agenda of Macron since the
2010s to exist with a strong “European sovereignty” in the international arena
(European Parliament, 2021). As neoclassical realism explains, Macron has followed
En Marche's policies which have been stated in the party program for his political
survival and the continuity of the large-group identity.”

Macron announced the agenda of the EU as "an independent, strong, sovereign
and free EU”. The foreign policy agenda of France has focused on migration, defense,
hate speech in social media, and the economy as large group identity preferences.
Macron has stressed building forces for the EU borders to control migration and EU
Joint Armed Forces to strengthen the defense in the region. To compensate for budget
deficits in the EU, he has supported the reform of the existing rules on economic
integration (Marin Pool, 2021). Thus, he planned to succeed both in domestic and
foreign policy by using the interplay between these areas.

®To see the tables, charts, and methodology. See. https://www.politico.eu/europe-poll-of-polls/france/,
(()Last Access: 11.01.2022)

For the results of the first round. See. https://www.gouvernement.fr/actualite/election-presidentielle-les-
resultats-du-premier-tour (Last Access: 12.04.2022)
" See the details of the program at https://en-marche.fr/femmanuel-macron/le-programme/europe (Last
Access: 11.01.2022)
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As part of the EU policies on defense and security, ‘Strategic Compass’, was
proposed in November 2021 by France to fortify self-sufficiency in European security.
The goal of the Compass is to create “aufonomy on defense” and decrease the
dependency on the US and NATO. The EU aims to deploy ‘rapid deployment troops’,
organize military drills, and facilitate partnerships among member states (Temizer,
2021). According to some analysts, Macron tries to fill the gap of leadership in the EU
by taking major steps within the EU's foreign policy. On the issue of the full
membership of Turkey to the EU, Macron has ensued disapproving stances of former
French presidents. He thinks that Turkey does not share the EU’s values and policies,
consequently, he opposes full membership of Turkey (Euronews, 2022).

France has a considerable role in shaping the crises around the world. In Africa,
France sought to “project influence, build new alliances, repair old rifts and defuse the
migration issue at home” under the leadership of Macron (Chutel, 2021). Military
operations have been launched by France in Mali to eliminate religious fundamentalism
and terrorism in the country since 2013. In 2022, with a decision by the Macron
administration, France announced withdrawal from Mali because of the disagreements
with the junta regime. However, political leaders in the Sahel have announced that they
need France in conflict resolution processes (France 24, 17 February 2022). On the
other hand, Libya has been a significant North African country for France. NATO
operations in Libya were held in 2011 with the support of France to change the regime
in the country. The Macron administration has also strategic interests over Libya in the
terms of energy sources, stability of the Mediterranean region, and migration control
(Zahr, 2021). Accordingly, the operations in Libya have brought different results for
France and the region than the Mali operations (Gros, 2014). These developments
have also influenced domestic politics as a result of the interaction of domestic and
foreign politics. The relations with the east and the AUKUS crisis® have been a
watershed for the foreign policy preferences of France and Macron's position. It was
previously seen as a “treason to France”, but currently it has been perceived as an
instrument for the EU to have a key role in Asia as stated by Macron (Reuters, 2021).
French opposition leaders share Macron's political stance on the AUKUS crisis and
they reopen the debate on withdrawing from NATO after the row on submarines (Pollet,
2021).

The position of France in Russia and Ukraine has been particularly important
for European security. The Macron administration supported NATO’s position in the
2014 Ukraine crisis. Macron both wanted to communicate with Putin and strived to
force Russia to refrain from a new clash. He aimed to improve relations with Russia the
same as the other candidates. This had been one of the commonalities of leaders and
political parties in France before the war in 2022 (Marlowe, 2022). However, during the

8 The AUKUS crisis stemmed from Australia's decision to cancel the 90 billion dollars contract with France
for 12 submarines, which was negotiated between 2014 and 2016, and a new deal with the US, the UK,
and Australia for building nuclear-powered submarines in September 2021. Although this new ‘alliance’
with Australia was named a huge success by the US and the UK against China's influence in the Indo-
Pacific region, it annoyed France and caused a confidence crisis between these NATO allies (Scheffer &
Quencez, 2021).



Olcay OZKAYA and Ziihal UNALP CEPEL

2022 Russian invasion, Macron stood against Russia and pledged support for Ukraine.
He stresses the EU autonomy as a long-term policy, particularly on security and the
economy (Leali & Moens, 2022). During the first round of the elections, the situation in
Ukraine made Macron more favorable as a result of ‘the rally-round-the flag effect'. It
makes people tend to rally around the incumbent leader and the government in times
of war and crisis. For that reason, the current presidential election and the expectations
of voters have been acutely influenced by external factors, namely Russia and the war
in Ukraine (Caulcutt, 2022b; Coffey, 2022; Quentin & Boiteau, 2022).

Valérie Pécresse- Les Républicains / The Republicans

Valerie Pécresse, the successor of Jacques Chirac and Nicholas Sarkozy in the
party, Les Républicains, is a representative of a center-right liberal-conservative
political party following the ideas of de Gaulle (Reuters, 2015). The mainstream media
presented Pécresse as a strong contender for Macron. It was estimated that she would
grab at least 8% of the votes in the first round (Sputnik, 2022). However, she was able
to obtain 4,78% of the total votes and lost her chance to compete in the second round.
She has been the governor of the lle-De-France region of Paris and she served as a
Minister for Higher Education and Budget (Tidey, 2021).

Les Républicains and Pécresse’s view on foreign policy was explained within
the party convention published on the official website, in September 2021.° Their
foreign policy agenda focused on three major goals. The first goal was “fo reconquer
the independence of Europeans”. Pécresse believed that the EU needed various
reforms in the sectors such as agriculture and industry (Les Republicains, 2021, pp.
10-16). Furthermore, in line with other candidates and political parties, the party
planned to “fight against uncontrolled immigration by setting up a European section of
measures (in addition to measures at the national level)”. Pécresse promised to restore
the Schengen Agreement and migration policy of the EU and France. The main
difference between Pécresse and Macron seems to be her promise to abandon the
“uncontrolled migration” as a reflection of large-group identity. The promise included
halving the number of residence permits for migrants, holding a referendum to change
the laws, and introducing migration quotas first in France and later in the EU (Chrisafis,
2021; Les Republicains, 2021, p. 20). To support these steps, they also planned to
reform foreign aid to African countries.

Pécresse, who cares about large group identity priorities, has similarities with
the foreign policy approaches of Macron. She has pledged to “restore France's pride
and protect the French"” by making France “more sovereign” in the world as a second
goal (Chrisafis, 2021; Euronews, 2021a). The party has been critical of "any further
enlargement of the European Union or the Schengen area and put a definitive end to
accession negotiations with Turkey” (Les Republicains, 2021, p. 29). Pécresse stated
that it is possible to take back control over the European migration policy with the
regeneration of bilateral relations with Turkey (Les Republicains, 2021, p. 46).

® “Convention Europe et International”. See https://republicains.fr/wp-content/uploads/2021/09/2021-09-24-
IR-convention-europe.pdf , (Last Access: 12.01.2022)
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Moreover, in line with the Paris Agreement on climate change, she targeted to increase
carbon taxes and include nuclear energy in the green taxonomy (Les Republicains,
2021, p. 33; Tidey, 2021). The last goal has been to give France a truly international
role and “.. to face China, Russia, Turkey, and the US” (Les Republicains, 2021, pp.
37-48). They see China as a big rival and threat to European values. To balance
China's hegemony, they suggested a new approach to the Indo-Pacific region by
supporting Taiwan, Hong Kong, Japan, and Australia both militarily and economically
(Les Republicains, 2021, p. 42). While China has been maintained to be considered a
rival and threat, Russia was considered a “debatable” actor. However, the Russian
invasion of Ukraine in 2022 has changed the approach. Currently, they have not
pursued this positive attitude and have supported Ukraine in the war against Russia.
According to Pécresse, ‘“the Russian president can no longer become an ally for
France”. She supports the sanctions against Russia and defines those as "necessary”
for the security of Europe (Linfo.re, 2022).

Les Republicains has challenging ideas on the relations with the US. They have
aimed to maintain the ‘Gaullist’ and ‘Chiraquian' tradition concerning their relations with
the US as can be seen in the discourses within the party convention: “Allied but not
aligned” as stated in the past by Former Foreign Minister Hubert Védrine. They
opposed the economic superiority of the US companies. Pécresse stressed that France
should not be "dependent on the US" (Les Republicains, 2021, p. 48). Their attitude
toward the US is rooted in the historical goal of independence in foreign policy.

Last but not least, Pécresse aimed to increase ties with French-speaking or
francophone countries. The party delegates wished to strengthen the resources
devoted to the Francophonie to make them a lever for economic, technical, and cultural
cooperation with France (Les Republicains, 2021, p. 50). As a result, Pécresse and her
party hoped to fortify the position of France around the world by increasing ties with
different regional actors from Russia to African countries which could ultimately
strengthen the position of Pecresse and the Republicans in domestic politics.

Marine Le Pen- Rassemblement National / National Rally

The leader of Rassemblement National, Marine Le Pen has had a long-lasting
political career in France. As a far-right leader, she took over her father's seat at the
party. Although she has followed radical sentiments on politics due to her father as a
model of a political figure, she both has changed and has been changed within years.
For instance, the party’s name was changed from National Front to National Rally in
2018 to get more support from European citizens in the EP elections in 2019 (Deutsche
Welle, 2018).

In the 2017 presidential election, Le Pen lost the presidency against Macron in
the second round. Much as she lost in the 2017 election and popularity in France, she
persevered in her ambition to unseat Macron in the 2022 election (Tidey, 2021). Even
though she has lost popularity in the previous election, Politico’s polls on the
presidential election refuted this opinion for 2022. It was estimated that she could grab
at least 23% of the votes and they succeeded in their prediction. She obtained 23.1%
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of the total votes and she has the right to run in the second round election against
Macron on 24 April 2022.

The leading characteristic of the party is that it centers on the leader’s authority
and discriminates against democratic participation within the organization. Due to this
structure, charismatic leadership and hierarchy play a central role in this political party
(Akgul Durakgay, 2021, p. 252-253). Moreover, Le Pen's discourse on foreign policy
predominantly determines the preferences of the party. Le Pen has had radical and
critical sentiments in foreign policy for a long time. She sticks to some themes, namely
security, migration, independent foreign policy, a strong military, and the economy as a
reflection of the party’s ideology and for her political survival (Tidey, 2021). In the 2017
party program, Le Pen wrote 144 articles to clarify her party’s stance on domestic and
foreign policies. While she softened some policies, she kept many of them. She has
seen the EU as a bond with France and has opposed the EU for years. After Brexit,
she named the pledge for exit from the EU as "Frexit” (Akgul Durakgay, 2021, p. 262).
However, she has currently emphasized how to “transform the EU”, in line with far-right
sentiments in European countries that can be assessed from a neoclassical realist
point of view.

The party aims to direct EP and the EU towards a more conservative and
nationalistic path. Le Pen's role is vital because she has been one of the strong
candidates for presidential elections in 2022. She planned to expand her foreign policy
preferences across the region by setting alliances in Europe. Initially, she planned to
withdraw France from the Schengen Area and implement strict border controls. The
party followed a campaign against the existing structure of the EU in the 2019 election.
In this process, the party tried to influence Europeans to take their assistance for a
“new Europe" (Akgul Durakgay, 2021, p. 264). Le Pen's opposition has not been
indigenous to the EU. She opposes NATO membership and the role of the US in
European security as well. As stated in the manifestation, France should “leave the
integrated military command of NATO so that France is not drawn into wars that are
not hers” (Le Pen, 2017, p. 19). Before the invasion of Ukraine in 2022, Le Pen
opposed the US position against Russia in the region and she pledged to improve
relations with Russia. She believed that Russia had been a part of European culture
and identity, but the US had not (Dagens Nyheter, 2016). Recently, she has turned
against Russia and embraced Ukrainian refugees obviously for electoral reasons
despite her strong ties with the Putin regime including financial support for her party. It
should be noted that Le Pen has never condemned the annexation of Crimea in 2014
and improved ties with Putin’s government. In recent, on the contrary, she has strongly
condemned Russia due to the civilian casualty allegations in Ukraine. She has called
these incidents war crimes and has demanded investigation (Caulcutt, 2022a; France
24, 2022b, p. 24).

Eric Zemmour- Reconquéte / Reconquest

Eric Zemmour, who moved from journalism to politics, has been the most
controversial candidate for the 2022 presidential election. He has been one of the far-
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right candidates and is considered a radical figure in politics. This has made Le Pen a
moderate candidate in the election. Zemmour and Le Pen have followed different ways
for their political survival to unseat Macron in the presidential election (Amiel, 2021). To
follow his way, Zemmour set up his political party Reconquéte in December 2021,
instead of joining one of the right-wing parties. However, they have narrow policy
agendas which focus on a few issues, particularly migration, Islam, gender, and
Euroscepticism.”® Zemmour's campaign has been considered a mixture of nostalgia
and searing provocation replication of de Gaulle in some quarters (Ramdani, 2021).

Zemmour has been famed for his provocation on Islam, migration, and women.
He stated that France has been losing its power from the perspectives of geopolitics
and economics for the reasons of “migration, Islamization, and feminization of the
society” (Tidey, 2021). In illustrating his theory of the ‘great replacement’ based on the
allegation that the French-born population is being replaced by immigrants, he has
used hate speech and has a discriminative approach against different segments of the
society. It was estimated that he would get at least 9% of the votes in the election.”" In
the first round, he obtained 7.07% of the total votes, therefore he did not run in the
second round. He had promises predominantly over domestic policy areas. However,
one can infer their foreign policy preferences from the "priorities” of the party which
were released on the official website.’? He planned to implement his policies primarily
in Europe and later in the whole world, by using domestic and foreign politics mutually
to the benefit of their large group’s identity as can be explained by neoclassical realism.

The texts within his website of Zemmour show that his ideas on foreign policy
have been challenging in some respects. For example, he wanted to “save” France
from decades of migration and liberalism. He thinks that these two phenomena have
caused the decline of France in international politics. In his opinion, Europe has had a
"Christian heritage" and "without Christianity, the EU wouldn't be possible"”. He argued
that the “Islamization of Europe reflects the clash of civilizations". From his viewpoint,
European countries must forbid the movement of Muslim migrants to “protect Europe”.
He has extended his ideas both for the region and around the globe by referring to the
Nagorno-Karabakh conflict. He argued that European states must protect Armenia from
regional “threats”, because, Armenians reflect the Christian heritage in the region as
well. Zemmour’s foreign policy perception and choices signify his radical thoughts
(Euronews, 2021b).

Zemmour’s campaign consisted of five priorities, one of which reflected his
main goal in foreign policy: “independence”. He stressed that France should follow de
Gaulle's approach to foreign policy. He rejected the judgments of supranational bodies
by implying judicial bodies of the EU. He has also opposed the role of NATO by
pledging to withdraw from it to follow an "independent"” policy. Furthermore, he
opposed the role of the US in Europe as well. He aimed to strengthen relations with
Russia and loosen with the US respectively. To follow these goals, he stressed the role

1 Zemmour's program for the presidential election. See., https://programme.zemmour2022.fr/, (Last
Access: 13.01.2022)

" See. https://www.politico.eu/europe-poll-of-polls/france/, (Last Access: 13.01.2022)

'2 For more details. See. https://www.zemmour2022.fr/priorites, (Last Access: 13.01.2022)
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of military power and he planned to ramp up the armed forces of France (Pujol-Mazzini,
2021). At the beginning of the war in Ukraine in 2022, Zemmour supported building
negotiations between the two parties and the "neutralization" of Ukraine on NATO
membership. The civilian massacres in Ukraine made those views controversial.
Henceforth Zemmour was also forced to change his position on Russia while in the
past he used to declare he dreamed of becoming a Putin. Recently he has called Putin
“a dirty image of Russia” (Franceinfo, 2022b, 2022c).

Jean-Luc Mélenchon -La France Insoumise / Rebellious France

La France Insoumise is a left-wing populist party that was settled by Jean-Luc
Mélenchon in 2016 as a democratic socialist party. Following the socialist ideas,
Mélenchon was previously co-leader of the Socialist Party until 2008 (Mullen, 2018). To
start changes in France, he started a movement called La France Insoumise, which
means ‘rebellious France’ or ‘insubordinate France’. He first showed up in the 2017
presidential election as a candidate and took 19% of the votes in the first round.
However, he lost against Macron and Le Pen in the second round. Politico estimated
that Mélenchon’s popularity decreased to 17% (Tidey, 2021). In the first round of the
2022 election, he obtained 21.95% of the total votes but he lost his chance to run for
the second round.

Mélenchon’s campaign in 2022 focused mainly on domestic politics and the EU.
The party shares the idea of Le Pen and calls the EU a “dead” organization. They
assert that “the EU is not Europe. The current Union boils down to a single market
where the people are subject to the dictatorship of banks and finance”. Following this
idea, Mélenchon and his party aimed to regenerate the current treaties of the EU (La
France Insoumise, 2018). The party also supports a French referendum to see the
supporters of Frexit (France 24, 2017). In addition to their socialist and ecologist views,
the party keeps a Eurosceptic approach to EU affairs. Consequently, this approach
indicates that Mélenchon, Le Pen, and Zemmour have been in agreement with each
other on the functioning of the EU. As neoclassical realism argues, they elaborate on
the EU issues from their parties' ideological points of view and by prioritizing their
political survival.

The aforementioned leaders have also critical arguments on the role played by
NATO and the US in European security. They oppose the hegemonic role of the US
around the world. Mélenchon pledged to withdraw from NATO (Jouve, 2016). The party
asserted that the United Nations (UN) is the only legitimate body for collective security.
She aimed to “organize a European conference on the internal and external borders of
the EU, peace and collective security within the framework of the Organization for
Security and Cooperation in Europe to promote peace and cross-border cooperation
(Ireland, Cyprus, Hungary, Austria, Italy, Catalonia, Ukraine, Russia, etc)” (La France
Insoumise, 2018).

Mélenchon’s party has been following socialist views on trade and economy.
The party aims to withdraw from the International Monetary Fund (IMF) and the World
Bank and aims to replace them with a “Social Emergency Fund” and a “Social
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Investment Bank”. Moreover, Mélenchon pledged to empower the UN Conference on
Trade and Development (UNCTAD) against G20, G7, IMF, and WTO. Since he objects
to the dollar monopoly in the international system, he encourages the plan of China to
propose a global currency (France 24, 2017). In terms of relations with Middle Eastern
states, the party has discrete and critical ideas. It has pledged to end "hypocritical
alliances with Gulf petro-monarchies such as Saudi Arabia, Qatar, and United Arab
Emirates”. Mélenchon has supported Palestine's claims and two-state solutions in line
with the UN resolutions. On the other hand, while he has criticized domestic politics in
Russia due to the authoritarian regime, he has promoted some of Russia's interference
in different regions like Syria (La France Insoumise, 2018). He had supported relations
with Russia and had aimed to build dialogue on common security. However, in terms of
war in Ukraine and Russian aggression, Mélenchon has reflected a clear attitude
compatible with his stance. He names Putin as “the only culprit” and defines this war as
“Putin’s crime against his country”. He thought that it was not possible, thereafter, to
"pursue personal relations with a man like Mr. Poutine who has had personal
responsibility for war crimes”. Mélenchon wanted to prevent France from becoming a
“co-belligerent” on Ukrainian soil. Moreover, he reaffirmed his goal for France to be a
non-aligned country (Franceinfo, 2022a; Laurent, Oberdorff, & Peiron, 2022).

Anne Hidalgo-Parti Socialiste | Socialist Party

The latest mayor of Paris since 2014, Anne Hidalgo, has been the candidate of
the Socialist Party for the 2022 presidential election. The Socialist Party or in French,
"Parti Socialiste" is known as a central-left, social democratic, and pro-EU political
party which has had deep roots in the political life of France for half a century (Tidey,
2021). Although they cannot gain the majority of the total votes for the presidency as
estimated by Politico's polls, they pursued their goals for the 2022 presidential election
under the leadership of Anne Hidalgo. It was estimated that Hidalgo would grab at least
4% of the total votes in the election.' However, she could only get 1.75% of the total
votes in the first round and she did not run for the second round on April 24. While
Hidalgo and Socialist Party mainly focus on domestic politics for this election and
represent their arguments towards domestic policies, they explain their point of view for
foreign policy mainly referring to the EU.

Hidalgo’s program for election targets eight major topics and 70 articles within
them. It includes work conditions in the country, ecology, democracy, education, social
security, the rule of law, providing the means for economic recovery by ecology, foreign
policy within the voice of France, and the strength of Europe (Hidalgo, n.d.). Among
these major issues, the last section covers 13 articles that explain Hidalgo’s and
Socialist Party’s perspectives on international politics. To begin with, it must be
underlined that Hidalgo and her party are pro-European. Their foreign policy agenda
has been based on the role and significance of the EU. They consider the EU as a
guarantee of French sovereignty and power in world politics. The EU is defined in the
party program with the following words:

" See. https://www.politico.eu/europe-poll-of-polls/france/, (Last Access: 15.01.2022)
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“...powerful asset for controlling their security in the face of the major challenges facing
all Europeans like climate change and the biodiversity crisis, health and food crises,
the influence of multinationals and in particular digital giants, but also geopolitical
challenges” (Hidalgo, n.d.).

Moreover, they consider the US and China as rivals by calling them “G2 states”,
and point out the brutalization of international politics by referring to Russia as a
reflection of the party’s ideology. Furthermore, the party is skeptical about these great
powers. Hidalgo has underlined the importance of cooperation and alliances among the
EU member states as an antidote to these powers. On the other hand, she has aimed
to change the economic structure of the EU to improve social security and implement
more ecological arrangements. She has supported reducing emissions by 55% until
2030 and achieving carbon neutrality until 2050. In line with these goals, she aimed to
change tax policies within the EU to decrease income inequality (Hidalgo, n.d.).

As a controversial debate among the candidates, migration, and migrants play a
very distinct role in the arguments. Hidalgo and Socialist Party evaluate this
phenomenon mainly from a humanitarian perspective. They state that ‘the EU must
adopt a more humane, united and effective migration policy”. They consider migrants
as "contributors to the construction and the history of their country” (Hidalgo, n.d.). In
addition, Hidalgo had a positive look to improve relations with Francophone countries
to preserve and empower the position of the French language, which reflects the large-
group identity priorities as well. She considered French as a cultural and political space
for countries sharing universal values (Hidalgo, n.d.) Moreover, she promised to use
diplomacy as a “soft power” tool to expand the consciousness of climate change
around the world and to build a new international regime on environmental issues.
Through these goals, Hidalgo has pledged a state with more social priorities and
policies to promote democracy both in domestic and international politics. She has
supported Ukraine and has shown solidarity with Ukraine against Russia in their war.
She stated that "It is a sine qua non-condition for this war to end.... It must be done
now, otherwise it will drag on.” (Loaec, 2022).

Yannick Jadot — Europe Ecologie Les Verts | Green Party

As a Member of the European Parliament (MEP), Yannick Jadot ran for Greens
in France for the presidential election in April 2022. The Greens or Les Verts have
positioned themselves in the center-left and have a green political ideology. By
following this ideology, Jadot aimed to extend his party's policies nationwide by
unseating Macron and grabbing the presidency. Jadot’'s and Green Party's programs
for the election have focused on green politics in France, the EU, and world politics
(Kayali & Bermingham, 2021). According to Politico’s opinion polls, Jadot would have
got at least 5% of the total votes in the first round of the presidential election.™
Following Politico's estimation, Jadot obtained 4.63% of the total votes in the first
round. However, he had no opportunity to participate in the second round.

" See. https://www.politico.eu/europe-poll-of-polls/france/ , (Last Access: 15.01.2021)
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Green Party’s program and project for the election consists of six main pillars.
One of these pillars had been the motto of the party, “building a world in peace”
(Europe Ecologie Les Verts, n.d.). They aimed to transform the state into an ecological
state and make it possible to transform society as well. In line with this aim, they
supported reinforcing the diplomatic capacity of the EU, increasing their power of action
in favor of a renewed multilateralism, to protect fundamental rights and democracy as
explained in the program. By supporting the role of the EU, Jadot and Greens
manifested their positive attitude towards the supranational structure of the EU.
However, they did not believe that the EU and its bodies have been adequate for these
goals. Therefore, they aimed to transform the EU in the name of promoting ecology,
social security, and democracy as well. Moreover, they clearly explained their stance
on international conflicts. They supported the use of non-military instruments such as
economic sanctions as means of international action. They supported the
strengthening of the role of the EP in defining the EU's foreign policy. On the other
hand, they aimed to support disarmament measures around the world, and abolish
nuclear weapons under the aegis of the UN and with the support of European states
(Europe Ecologie Les Verts, n.d.).

While Jadot pursued “building a world in peace”, he planned to follow a security
policy that reminded the goals of Macron. He wanted to create a European operational
military command for an autonomous Europe. As stated in the party program, he
supported the strengthening of military cooperation at the EU level in strict compliance
with international law and multilateralism. The party attributed this plan to two strategic
goals: one is conflict resolution through security cooperation, and the second is
preventing conflicts arising out of climate change. Furthermore, according to him, this
approach will allow Europeans to weigh within the Atlantic framework and to make it
more consistent with European interests. Related to this goal, he aimed to
"emancipate"” from the other great powers and balance the role of the US in Europe
(Europe Ecologie Les Verts, n.d.). This attitude towards the US has been a reflection of
the large-group identity priority of the party. Contrary to other candidates, Jadot
pledged to reform the relations with Africa. As in the program, the party recognized the
ecological responsibility contracted in the industrial era and during colonization.
Withdrawal of the French army from Mali, Niger, and Burkina Faso, and ending the
predation of the large industrial groups such as Total and Bolloré International where
the French state has been present have been aimed (Europe Ecologie Les Verts, n.d.)
On the war in Ukraine, Jadot has been following a certain policy against Russia by
emphasizing the significance of peace with the following words: "Peace is not about
making big speeches; peace is about building the balance of power to put an end to
these atrocities”. In his view, the EU should have turned off the Russian gas and “play
collectively” against Russia to balance the power in the region (Franceinfo, 2022e).

ANALYSIS OF PARTIES, LEADERS, AND FOREIGN POLICY AGENDAS

The comprehensive analysis of seven candidates, their political parties, and
foreign policy agendas for the 2022 presidential election sheds light on the interaction
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between internal and external factors as it is argued in the Introduction part of the
paper. It is worth highlighting that the categorization of different factors helps us to
understand patterns of behavior in foreign policy-making. Although the categorization
seems useful for special cases, it has been currently insufficient to understand and
analyze rapidly transforming international politics.

In the case of the 2022 election in France, the paper points out this argument
through the analysis of the discourses of candidates and political party programs. Their
agendas for foreign policy indicate that external and internal factors interact with each
other. The foreign policy preferences of leaders as presidential candidates illuminate,
on the one hand, the characteristics of contemporary international relations and acts of
other states as external factors; on the other hand, characteristics of the domestic
political system and its components such as citizens, groups, the government
organizations and individual leaders as internal factors. These two dimensions shape
each other through a complex process that can be studied from a neoclassical realist
perspective.

The role of external factors in the presidential election can be found in the
viewpoints of candidates and their parties over the international system. Regardless of
the right-wing or left-wing views, the majority of the candidates and their parties have
predominantly realist points of view. They indicate this in their policy preferences as
explained in the previous section. Candidates regard the international system as an
area of competition, conflict, and distrust. To manage these difficulties, leaders like
Macron and Jadot suggest creating an army with the EU whilst leaders like Zemmour
and Le Pen prefer to boost the military power of France, especially after the 2022
Russian invasion of Ukraine. As the neoclassical realist approach assumes, the
external factors bring long-term foreign policy approaches. French attempts to establish
an EU army since the 1950 Pleven Plan indicates the realist background in foreign
policy-making tradition. On the other hand, some of the leaders have critical
standpoints toward the international liberal order. For instance, Zemmour and
Mélenchon oppose the existing liberal economic system and consider it a threat to
France.

The aforementioned candidates keep different perceptions of the international
system and the actors such as NATO, Russia, and China. Pursuing a separate attitude,
Zemmour, Mélenchon and Le Pen oppose the role of NATO and the US in the region.
They regard the US as a rival and perceive NATO as an obstacle to stability in the
region. Before the war in Ukraine, these actors aimed to improve their bilateral relations
with Russia, while others like Hidalgo opposed this. The foreign policy agendas of a
few of these candidates also follow realist and liberal approaches on considerable
issues. For example, their support for European integration indicates this perspective.
Jadot, Hidalgo, Macron, Pécresse keep these ideals contrary to other leaders. They
aim to strengthen the EU and EU bodies to promote security and prosperity in the
region.

While the impact of the systemic factors, external actors, and geopolitics are
regarded outside the control of policy-makers, it is a fact that these are reinterpreted by
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groups and individuals within states (Kaarbo et al., 2013, p. 7). These are leaders, the
public, societal groups, and government organizations. Therefore, foreign policy-
making is not a one-sided and linear process, rather it is a process of interaction of all
these factors as we witness in the discourses of candidates for the presidential election
in France. To clarify this point, one can observe the positions of candidates and their
parties on a certain number of international developments. The discourse of ‘migration
crisis’ has been an apparent case to observe how the migration influx has been
perceived by the political society and how it has been currently used as a populism tool
not only in France but also in a large number of countries, especially the developed
ones. The Turkey case analyzed by Kaya (2020) indicates that domestic and
international factors have been influential in Turkey’s migration policy and Turkey-EU
relations under the Justice and Development Party government. In the same manner,
French leaders’ discourses are influenced by this external development. The
presidential candidates have differentiated perceptions on the issue of migration. From
a neoclassical realist perspective, these perceptions have arisen from the group-level
identity formation processes and for the political survival of party leaders which can
ensure their footing in politics. While the majority of the candidates such as Macron,
Zemmour, Le Pen, and Pécresse consider migration as a threat to their country, others
such as Hidalgo and Jadot refute this idea. It is clear that the approaches of Socialist
and Green party leaders on migration have been based upon their ideologies.
However, Macron, Zemmour, Le Pen, and Pecresse have maintained populist and
xenophobic approaches to migrants to influence the votes of party bases. On the other
hand, Hidalgo and Jadot prioritize environmental and social issues in their foreign
policy agendas. The reflections of these foreign policy preferences influence both
domestic and international politics, because, this is a mutual process among various
factors. In sum, the interaction among factors determines the actions from the
perspective of FPA. The international system together with the leaders and their
perceptions has currently played a great role in the foreign policy-making processes of
France. Therefore, both the external and internal factors construct the building blocks
of the next five years' foreign policy agenda in France.

CONCLUSION

Intending to focus on the mutual interaction between internal and external
factors, this article examined the April 2022 presidential election in France through the
analysis of the discourses of seven candidates and their party programs. While their
policy agendas include both domestic and foreign policies, the scope of this paper is
limited to their foreign policy preferences and programs for the election. By bringing
into discussion the traditional categorization of different factors for FPA, this paper tried
to put a new and inclusive approach in the area of research. The authors argued that
interaction between internal and external factors creates mutual impacts on agents and
this can be observed in the presidential election process in France. Analysis of the
discourses of candidates and their party programs clarifies various interwoven policies
influenced by internal and external factors.
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While one categorization within the traditional FPA attributes these candidates'
foreign policy preferences to the structure of the international system, the other
categorization attributes these preferences to the sources internal to states. However,
these factors are two sides of a coin and they shape each other through interaction.
The election process in France represents this idea via candidates and their political
parties. As stressed above, various themes and issues dominate the agendas of the
candidates in international politics. Although their ideologies and opinions are different,
these themes are predominantly common among them. They are shaping and being
shaped by these themes. Thus, they determine internal and external factors and are
determined by internal and external factors. This mutual and complex process among
them represents the main feature of the presidential election in France. Whilst this
article analyzes the election process in France from an FPA perspective, the results of
the election will shape these prospects in the long run. The re-election of President
Macron with 58.2% of the votes in the second round will be confirming France’s firm
stand within the EU and enhance its cooperation with NATO with regard to the Ukraine
war.

As a crucial historical turning point, the outbreak of the conflict between Russia
and Ukraine, less than forty days before the presidential election, has influenced the
discourses of the candidates and the voters’ choices. Ties of candidates like Le Pen,
Zemmour, and Melenchon with Russia and Putin and their position towards the war,
have affected the first round of the election on 10 April. While Zemmour’s ambiguous
attitude decreased his votes, Le Pen’s and Mélenchon's stance in favor of Ukraine
slightly increased their votes in the first round. The war in Ukraine has shown that
France as a middle power will maintain its historic security-oriented policy goals in its
foreign policy and within the EU. However, the discourses of the presidential
candidates over migration, Islam, and European integration can be read as the signals
of the policy fields which can be manipulated dramatically through the internal factors.
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SOSYAL MEDYANIN IiSE ALIM SUREGLERI UZERINE ETKIiSi: FACEBOOK,
LINKEDIN VE TWITTER KAPSAMINDA BiR DEGERLENDIRME

Zeynep Ceren NURATA*

OZET

GilinimUzde gelisen teknoloji ile birlikte insan kaynaklari (iK) uygulamalarinda da
degisimler yasanmaktadir. ise alim sireglerinde geleneksel K yontemleri terk edilmeye
baslanmig, sirketler tarafindan potansiyel adaylara, sosyal medya araciligiyla ulasiimaya
baslanmistir. Bu sekilde sirketler daha az maliyetle daha kisa strede personel istihdam etme
olanagina sahip olmuslardir. Sosyal medyanin ilgi cekmesinde sosyal aglarin énemi buyuktar.
Gunumuzde hem isverenler hem de calisanlar sosyal aglar vasitasiyla karsilikli etkilesimde
bulunmaktadir ve sosyal aglarin iK sireclerine sagladigi katki giderek artmaktadir. Ozellikle
sosyal medyanin, IK uygulamalarindan ise alim siireglerine etkisi incelenmeye deger bir konu
olarak ortaya ¢ikmakta ve literatiirde bu konuda giderek daha fazla ¢alisma ortaya konmaktadir.
Bu galisma ile sosyal medya sitelerinden Facebook, LinkedIn ve Twitter ele alinarak ise alim
surecleri yoninden getirdigi kolayliklar ve bu kolayliklar karsisinda tasidigi bazi sorunlar
tartisiimaya calisilacaktir. Dolayisiyla en yaygin kullanim agina sahip ug¢ farkh sosyal medya
sitesinin IK ise alim siirecine etkisi; sirketler, IK uzmanlari, isgérenler ve potansiyel adaylar
perspektifinden incelenerek konunun ¢ok amagli ele alinmasi ve bu suretle alan yazinina katki
saglanmasi amagclanmaktadir. Arastirma hem sosyal ag hem de IK literatiiriiniin genisletilmesi
agisindan katki saglamaktadir.
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GiRIS

Teknolojik degisim ve rekabetin gelisimi sirketler igin insan kaynaklari (iK)
uygulamalarini giderek daha oOnemli hale getirmektedir. Personelin segimi,
yerlestiriimesi, egditimi, ylkseltiimesi, yetenek yoénetimi, sirketlerin insan kaynaklarina
yonelik stratejilerinin  belilenmesi konusundaki anlayislar gecgmisten gunimuize
evrilerek gelmistir. Personel yonetimi slrecinden, onun bir uzantisi ancak daha genis
ve kapsamli bir boyutu olarak IK uygulamalarina gegilmis (Deringdl, 2010, s. 1), insan
kaynaklarina yénelik plan, politika ve stratejiler Gst yonetimin ana gorevlerinden biri
haline gelmistir (Mucuk, 2016, s. 317).

Klasik yonetim anlayisindan ginimize insanin verimliliginin artiginda yalnizca
maddi odullerin ya da dis denetimin etkili olamayacagi, insanin motive edilerek
verimliliginin artacagina yonelik gorusler yonetim literattrinde yerini almistir (Yuksel,
2000, s. 13-15). Bu nedenle orgitler icin bu kadar énemli olan insan faktoriiniin 6zenli
seciminin érgutlerin verimliligi ve rekabet avantaji kazanmasi agisindan ne denli 6nem
arzettigi daha net anlasiimistir.

Bu 6neme istinaden artik daha yetenekli bir isgicunin sirkete kazandiriimasi
insan kaynaklari yonetiminin (iIKY) baslica hedeflerinden biri haline gelmistir.
Dolayisiyla IK uzmanlari ya da yoneticiler, is ilanlarini daha gérinir kilmak adina
sosyal paylasim sitelerinden yararlanmaya baslamiglardir. Bu sekilde hem yetenekli
adaylara ulasmak hem de adaylara ydnelik bir 6zge¢mis taramasi yapabilmek mimkin
olmaktadir. Bugun pek ¢ok sirket, sosyal paylasim sitelerinden LinkedIn’i profesyonel is
arayislarinda kullanmaktadir. LinkedIn, dinya capinda farkl sektérlerden milyonlarca
profesyonelin bulusma noktasidir. Bu platform (zerinden IK uzmanlari ya da
yoneticiler, uygun pozisyonlar igin is adaylarini tespit etmekte, profesyonellerin
6zgecmislerini taramakta, profesyoneller de agik olan pozisyonlarin takibini
yapabilmektedir. Daha ¢ok sosyal paylasim sitesi olan Facebook da bugln igverenlerin
hem is adaylarini hem de sirket calisanlarini izledikleri bir alana donusmektedir
(Delaney, 2013, p. 86-102).

Bir diger sosyal paylasim sitesi olan Twitter; isverenlerin, is adaylan ve
¢alisanlarinin  profil ve paylasimlarina eriserek kigilere ait karakter analizi
yapabilmesine imkan taniyan bir platform mahiyetindedir. Son yillarda &zellikle
profesyonellerin siklikla kullandidi bir web sitesi olan Twitter, kullanicilarin yapmis
oldugu paylasimlar vasitasiyla isverenler agisindan sirketlerine uyum saglayip
saglayamayacaklarinin bir anlamda kontrolindn yapildigi bir alana donusmektedir. Bu
anlamda sosyal paylasim siteleri isverenlere sundugu muazzam veri ile hem is tanimi
kapsaminda en dogru personeli segme hem de o kisinin gercekten sirket ve pozisyon
icin uygun olup olmadigini anlama avantajini sunmaktadir (Rosen, Solomon, McLarty,
Esken & Taylor, 2014, p. 256-272).

Ote yandan, sosyal medyada yer alan bilgilerin dogruluguna iligkin tereddutler
kadar igverenlerin bu sitelere erisim saglayarak calisanlarini ya da is adaylarini
goruntiluyor olabilmesinin, 6zel alanin ihlali anlaminda yarattigi rahatsizlik dile
getiriimektedir. Kimse 6zelinin, gérmesini istemedigi kisiler tarafindan gérintulenmesini
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istemez. Bu sadece c¢alisanlarin 6zelinin gérilmesi anlaminda degil ayni zamanda
igverenlerin de 6zelinin korunmasi gerektigi anlamindadir (Delaney, 2013, p. 86-102).
Bu calismada, sosyal medyanin insan kaynaklari secimi ve ise alim sirecine
etkilerinin Facebook, LinkedIn ve Twitter baglaminda ele alinmasi amaglanmaktadir.
Calisma Ug¢ bolumden olugmaktadir. Birinci bolimde “sosyal medya ve Internet” bashgi
altinda Internet, sosyal medya ve sosyal paylasim aglarinin tanimina yer verilmektedir.
ikinci boliim “sosyal medyanin ise alim siirecine etkisi” basligini tasimaktadir. Sosyal
medyanin, iIK uygulamalarindan personel segimi ve ise alim siireci lizerine etkisi ele
alindiktan sonra ¢uncl bélimde dunya genelinde en yaygin kullanim agina sahip olan
U¢ sosyal paylasim sitesi Facebook, LinkedIn ve Twitter'in kullanimi incelenmekte ve
bu aglarla ilgili gindeme gelen gizlilik, guvenlik, etik konulari ve hukuki sorunlar
tartisiimaktadir. Calisma genel degerlendirme kismi ile sona ermektedir.

SOSYAL MEDYA VE INTERNET

Internet; insanlar arasindaki iletisim ve bilgi aligveriginin gerceklesmesini
saglayan ortak iletisim alt yapisi olarak ifade edilebilir. Bu ortak iletisim altyapisi,
sayllari milyonlarla ifade edilebilen bilgisayarin birbirine baglanmasi ile olusmaktadir
(Guler, Meral, Kose, Teyin, Senol ve Kocak, 2015, s. 1828). ABD Savunma
Departmani tarafindan ARPAnet aginin kurulmasi ile 1969 yilinda ilk calismalari
baslayan haberlesme sisteminin (Turkiye'de Internet,
http://www.internetarsivi.metu.edu.tr/tarihce.php) tim dinyada yaygin olarak kullanihr
hale gelmesi 1995 yilini bulmustur. Ulkemizde ilk kullanimi ise 1992 vyilinda
gerceklesmistir. 1999 yilinda Internet altyapisi olusturulmus ve 2000’li yillarin basinda
bu alt yapi tzerinden bircok kurulus internet erisimine kavusmustur (Internet, Dinyada
ortaya cikisi, Turkiye'de ilk kullanimi, http://tarihinizinde.com/internet-dunyada-ortaya-
cikisi-turkiyede-ilk-kullanimi/).

Internetle birlikte gelen bilgiyi génderme ve alma 6zelligi is yapma ve yasam
seklimizi degistiren bir iletisim devrimi gergeklestirmistir (Neumann, O’Murchu,
Breslin, Decker, Hogan & MacDonaill, 2005, p. 472). Internetin dnemli bir kitle
iletisim araci olduguna iligkin Morgan Stanley tarafindan yapilan bir arastirma
sonucuna gore (Meeker & Pearson, 1997); 50 milyon kullaniciya ulagsma stresinin
radyoda 38 yil, televizyonda 13 yil, internette 5 yil olmasi, internetin hedef kitleye
ulagsmadaki hizini géstermesi agisindan énemlidir (Vural ve Bat, 2010, s. 3351).

Internet teknolojisi ile birlikte artan sosyal etkilesim, sosyal medya olgusunu
yaratmistir. Sosyal medya; “kullanicilara enformasyon, dislnce, ilgi ve bilgi paylasim
imkani taniyarak karsilikli etkilesim yaratan ¢evrimigi araglar ve web siteleri icin ortak
kullanilan bir terimdir.” (Sayimer'den aktaran isler, Ciftgi ve Yarangiimelioglu, 2013, s.
179). Sosyal medya, kullanicilarin bir profil yaratarak, kendileri ile ilgili bilgileri,
haberleri paylastiklari ve diger kullanicilarin paylagimlarini izleyebildikleri sanal
ortamlardir (Erhan, 2017, s. 60, 61).

Sosyal medya, kKigilerin zaman ve mekan sinirlamasi olmadan (mobil tabanli),
paylasimda bulunduklari bir iletisim seklidir (Vural ve Bat, 2010, s. 3351).
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Lariscy, Avery, Sweetser & Howes (2009, p. 314), sosyal medyayi, surekli bir
degisim icinde, dunya capinda anhk ag baglantili iletisime olanak saglayan ve
cogunlukla bloglara ve cevrimici sosyal paylasim sitelerine atifta bulunan bir kavram
olarak tanimlamaktadir.

Sosyal medyanin geleneksel medyadan farki bilgiye daha hizl ulagsabilme firsat
vermesi ve daha genis bir 6zgurlik alani tanimasidir. Geleneksel medya, bireylerin
karsilikli etkilesim halinde olamadigi, sinirh bir iletisim taraddr (Erhan, 2017, s. 60).
Sosyal medyanin karsilikli etkilesime olanak tanimasi, sifir ya da ¢ok az bir maliyetle
iletisim imkani sunmasi, guncellenebilir olmasi, kolay ve hizli geri dénlsime imkan
tanimasi ve sinirsiz bilgiye ulagabilme olanagi saglamasi gibi olumlu o6zellikleri s6z
konusudur. Geleneksel medyada paylasim igin egitim ve uzmanlasmis yetenekler
gerekirken sosyal medya igin bu gecerli degildir, sosyal medyada herkes Uretim ve
paylasimda bulunabilir. Geleneksel medya lzerinden iletilen bir paylasim, yaratildiktan
sonra degistirilemez, bununla birlikte sosyal medya yeniden diizenlemeyle aninda
degistirilebilme 6zelligine sahiptir (Vural ve Bat, 2010, s. 3352, 3372).

Sosyal medyanin ilgi cekmesinde sosyal aglarin da énemi buyiiktir. insanlari
sanal ortama ¢eken ve burada uzun sireler gegirmesini saglayan sosyal aglar, farkli
kullanim alanlari ve farkh iceriklere sahiptirler (Vural ve Bat, 2010, s. 3355). Ayni
zamanda bu sosyal aglarin kullanilma sikligi da farkhlasmakta ve her gecen gin
artmaktadir. GlinUmuizde saniyede atillan tweet sayisi 10.161 iken, Instagram’a
yuklenen fotograf sayisi 1.186 adet, Google'da yapilan arama sayisi 105.335 adet,
Youtube’da izlenen video sayisi 97.336, e-mail gonderimi ise 3.181.216 adete
ulasmaktadir. Bu, saniye basina internet trafiginin 161.121 GB’1 bulmasi anlamina
gelmektedir (Internet live stats, http://www.internetlivestats.com/one-second/)*. insanlik
tarihinin baglangicindan 2003 yilina kadar kayit altina alinmis toplam veri 5 milyar GB
iken bu rakam, 2011 yilinda her iki ginde bir, 2013 yilinda ise her 10 dakika bir
Uretiimeye baslanmistir?2. Glinumuz istatistikleri dikkate alindiginda bu slrenin daha
kisalmis oldugu tahmin edilmektedir (Cekin, 2018, s. 1).

Sosyal aglar, bir bireysel profil olusturularak diger baglantilarla etkilesimde
bulunulmasini ve bu sekilde sistem icindeki tanidiklarin baglantilarini da géruntilemeyi
olanakli kilan web tabanlh servisler olarak tanimlanabilir (Boyd & Ellison, 2008, p. 211).
Bunlar, kullanicilarin, baglantilari hakkinda detayli bilgi edinmesini, bunu bagskalar ile
paylasmasini ve bu sekilde online iliskilerin olusturulmasini saglayan platformlardir
(Yokoyama, 2016, p. 3). S6z konusu siteler on milyonlarca Internet kullanicisi
tarafindan ilgi gérmekte ve degerleri her gegen gin bu taleple orantili artmaktadir.
Sosyal aglar giderek hayatimizin daha énemli bir parcasi haline gelmektedir. Mesleki
ve sosyal yasamlarimiz, zaman ve mekan siniri olmaksizin sosyal aglar araciligiyla
giderek daha fazla raporlanir, arastiriir, paylasiir ve &gdrenilir hale gelmektedir
(Eijkman, 2008, p. 93). Ancak bu durum, sosyal aglarda mahremiyet konusunu
giindeme getirmektedir. Ornegin Facebook'ta kisiler ten rengine ya da irkina gére farkli

1S6z konusu veriler 27.08.2022 tarihi itibariyle belirlenen verilerdir.
2Bilginin yer aldigi videoya ulagmak igin: Kirk Borne, Big Data, Small World: Kirk Borne at

TEDxGeorgeMasonU, https://bigdata-madesimple.com/big-data-small-world-kirk-borne-at-ted/.
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reklamlar gérmekte; Google, kisi profiline gore farkl sonuclar sunmaktadir ve Twitter'in
bir aplikasyonu olarak yapay zeka sohbet robotu Tay, uygulamaya gectikten 16 saat
sonra Iirkgl ve cinsiyetci sdylemleri nedeniyle Microsoft tarafindan sonlandiriimak
durumunda kalmistir®. Cevrimici diinyadaki kisisel verilerin kullanilarak islenmesi
(Cekin, 2018, s. 2-3) mahremiyet sorunlarini ve hak ihlallerini giindeme getirmektedir.
Yine de tum bunlara ragmen, sosyal aglarin kullaniima dizeyi ya da bu aglara olan ilgi
azalmamaktadir (Vural ve Bat, 2010, s. 3357).

Sosyal paylasim sitelerinde mahremiyet konusu ¢ogunlukla net olarak
tanimlanmis bir olgu degildir. Sosyal medya Uzerinden gergeklesen tim iliskiler,
etkilesimler kayit altina alinmaktadir ve sosyal veri madenciligi igin s6z konusu kayitlar
muhafaza edilmektedir. Sosyal medya siteleri icin mahremiyetin s6z konusu olabilmesi
icin bu sitelerin agik politikalar ve veri koruma mekanizmalari saglamasi 6nemlidir
(Dwyer, Hiltz & Passerini, 2007).

SOSYAL MEDYANIN iSE ALIM SURECINE ETKIiSIi

IK secimi, isletmedeki uygun kadrolara/géreviere i¢ ve dis kaynaklardan
basvuran adaylar arasindan isin gereklerine en uygun olan kisi ya da kisilerin sec¢imidir.
insan kaynagini bulma ve segcmede, “6rgiit ici ve digi referanslar, is ilanlari, testler,
milakat ve basvuru formlarindaki bilgilerin analizi” yogun olarak kullanilan
yontemlerdir. Turkiye’de Internet de orgutlerin ise alimda yaygin olarak kullanmaya
basladigi araclardan biri haline gelmistir (Polat, 2017, s. 229-230). Sirket digi sosyal
paylagim siteleri, IK secim siirecini desteklemek amaciyla ayrica kullaniimaktadir
(Yokoyama, 2016, p. 4).

Sosyal medya uzerinden goriintileme, potansiyel isverenlerin, adayla yaptig
gorismeden ya da adayin is basvuru formundan elde edemeyecegi tirde ‘hazine
degerinde’ bir bilginin girketlere teminine imkan tanir (Saylin & Horrocks, 2013). Cogu
kez bu bilgi bir adayir elemek amaciyla kullaniimasina ragmen gunimuizde her
zamankinden daha fazla ise alimi destekler mahiyettedir. Orgutler icin ise alim
maliyetlerini minimumda tutmak 6nemli oldugundan, dogru adaylarin ilk seferde ise
alinmasi azami 6nemdedir (Rosen et al., 2014, p. 256-272).

Sosyal medya, sirketlere ve dolayisiyla IK uzmanlarina geleneksel ise alim
metotlarinin 6tesinde firsatlar sunar. Bir is ilani ile ilgili ‘tweet’ atilmasi, IK uygulamalari
acisindan ise alim surecini hem daha ilging hem de daha etkin hale getirebilir. Bugin
‘head-hunting’, sayisiz LinkedIn profili sayesinde kolaylasabilmekte ya da bir ¢calisanin
icinde bulundugu sirkette calismanin nasil bir sey olduguna blogunda yer vermesi 6rgut
imajini etkilemektedir. Dolayisiyla sirket is ilanlarina daha fazla kisinin basvurmasi
mumkln olmaktadir. Sosyal medya Uzerinden paylasilan bilginin yarattigi etki, gigclu bir
sirket imaji olusturarak hem mevcut galisanlari ¢6rgite daha fazla baglamak hem de

3Detay bilgi icin bknz: The Guardian, Microsoft 'deeply sorry' for racist and sexist tweets by Al chatbot,
https://www.theguardian.com/technology/2016/mar/26/microsoft-deeply-sorry-for-offensive-tweets-by-ai-
chatbot.
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potansiyel is adaylarini kendine c¢ekmek isteyen o&rgutlerin birincil dnceligi olmaya
bagslamistir (Parry & Solidoro, 2013, p. 128). Asagidaki tabloda, ise alim slrecinde
sosyal medya kullanimi ile geleneksel yontemlerin farki ortaya konmaktadir.

Tablo 1: Sosyal Medya ise Alim Uygulamalarinin Geleneksel Yontemlerle Farki

Geleneksel Yontemler

Sosyal Ag Siteleri Kullanimi

Etkilesimin Dogasi

iki tarafli iletisim (adaylar
6zgegmislerini
gonderirken, isletmeler
de karar alimi sirecinde
geri bildirim saglarlar.)

Tek tarafli iletisim (adaylar
isletmelere karar vermeleri igin
ipucu niteliginde cesitli sinyaller
gonderirler).

Yetenek Havuzu

Cografi acgidan
sinirlandiriimig bir
yetenek havuzu s6z
konusudur.

Sosyal medya, 6rgutlerin daginik
bir yetenek havuzundan ise alim
yapabilmelerine olanak saglar.

Ag Olusturma

isverenler, is adaylarinin
uygunlugu icin referans
isteme yoluna
basvururlar.

isverenler, is arayanlar hakkinda
davranissal ve ayirt edici bilgileri
6grenmek  amaciyla sosyal
medyadan faydalanirlar.

Kaynak: Wade, 2015, p. 4.

Sirkete basvuran adaylarin gegmisine iligskin arastirma sosyal medya araciligi ile
yuratalebilir. En iyilerin firmada istihdam edilmesine olanak saglar zira sosyal medya
aracihgiyla daha genis bir aday havuzuna erisim ve pasif adaylarla da etkilesim s6z
konusu olabilmektedir (Nagendra, 2014, p. 197-207). Geleneksel olarak ise alim
surecleri igverenler tarafindan daha ¢ok gazetelere ilan vermek seklinde iken son on
yilda online ilan vermeye dogru bir degisim gerceklesmigtir. Internetin yaygin kullanimi
bugiin ise alim sirecini yeniden sekillendirmistir. isverenler ya da IK uzmanlari
tarafindan bu sureci sosyal medya araciligi ile yuritmek ¢ok daha kolay hale gelmistir
(Dinesh, 2015, p. 283-285). Sosyal medya araglarini kullanan igletmeler bu araclarda
isletme ile ilgili giincel verileri paylasabilmekte, potansiyel adaylarin, resim, gorintu ve
bireysel paylagimlari iIK uzmanlarinca degerlendirilebildigi gibi isletmedeki
pozisyonlarla ilgili detayli bilgilendirme gibi ¢ok genis bir bilginin de adaylarin erigimine
aclk olmasi s6z konusudur. Bu bilgi cesitliligi geleneksel ise alim aracglarinda
bulunmamaktadir (Yiimaz, 2016, s. 49).

Bununla birlikte, calisan paylasimlar, 6zellikle IK uzmanlarinin ve isverenlerin
dikkat etmesi gereken bir konu haline gelmektedir. Sosyal medya aracilhidiyla
yetenekleri sirkete cekmek kadar sirketle ilgili izlenimlerin ve girket imajinin yonetilmesi
konusuna da yeterli kaynagin tahsis edilmesi 6nem arz eder (Holland & Jeske, 2017, p.
293).

Nasil ki igverenler sosyal medya paylasimlarindan yola ¢ikarak adaylar hakkinda
degerlendirme yapabiliyorsa, adaylar da sirketlerin reputasyonlarini degerlendirmede
sosyal aglar kullanmaktadirlar (Adecco, 2015, p. 4). Sosyal medya, farkli etkilesim
bicimlerine olanak saglayan benzersiz bir ortamdir. Bu alanda yapilan calismalar,
sosyal medyada yer alan sirket hakkindaki bilgilerin, potansiyel bagvuru sahiplerinin
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algilarini etkileyebilecegini gdstermektedir. Ornegin, sosyal medyada sirketle ilgili
bilgileri gérdugunu bildiren kisilerin, o sirkete iliskin daha olumlu bir kurumsal itibar
algisina sahip oldugunu ortaya koymustur. Ayni sekilde bir kurum hakkinda sosyal
medyada algilanan mevcut bilgilerin, kurumsal imaj algilari ile pozitif yonde iliskili
oldugu ve bunun da igveren cekiciligi ile pozitif iligkili oldugu, Carpentier, Hoye &
Weijters’in (2019) bir Belgika Universitesi isletme bélimi son sinifinda okuyan 165
yuksek lisans oOgrencisi Uzerinde yaptiklari arastirma ile ortaya konmustur. Ayrica,
Carpentier, Hoye, Stockman & Van Theemsche (2017, p. 11), bir kurulusun Facebook
sayfasinin isveren imaji ve kurumsal cekicilik Uzerinde olumlu bir etkisi oldugunu
belirtmistir. Bu nedenle, simdiye kadar yapilan arastirmalar, sosyal medyada sirket
bilgilerine ulasmanin kurumsal itibari, kurumsal imaji, isveren imajini ve kurumsal
cekiciligi olumlu yénde etkileyebilecegini gostermektedir (Carpentier et al., 2019, p. 6).

Bununla birlikte, ginimuzde sosyal medyanin artan kullanimi, repitasyon
yonetimi ve markalasma c¢abalari konusunda sirketler acisindan yeni zorluklari
glindeme getirmektedir. Sosyal medyaya yansiyan c¢alisan yorumlari, potansiyel
adaylarin gozinde sirketin nasil degerlendirildigi konusunu etkilemektedir. Artik
galisanlar da sosyal medya Uzerinden yapmis olduklari paylasimlarla sirketlerin
guvenilirligini ve itibarini etkilemektedirler. Sonug¢ olarak, kasith ya da kasitsiz, bilerek
ya da bilmeyerek, calisanlar ‘marka elgileri ve ‘isveren vekilleri gibi hareket
etmektedirler. Bu aslinda galiganlarin elinde bir gi¢gmus gibi gérinmesine karsin bunun
disiplin cezalari ve isten c¢lkarmaya kadar gidecek sonucglari da g6z onunde
bulundurulmalidir (Holland & Jeske, 2017, p. 293-297).

Orgiitlerin ise alm sireglerinde sosyal medya Uzerinden goriintiileme yaptidi,
0zgecmis aramalari igin LinkedlIn’e, adayin daha ¢ok kisisel 6zelliklerine yonelik bir fikir
edinmek amaciyla da Facebook ve Twitter’a baktiklari ifade edilmektedir (Rosen et al.,
2014, p. 256-272). Ancak igverenlerin yaridan fazlasinin, is basvurusunu, kisinin sosyal
medya hesabini goruntuledikten sonra reddettikleri gérilmustar (Delaney, 2013, p. 91).
Adaylari reddetmenin temel sebepleri, adayin provokatif ve uygunsuz fotograf ya da
bilgi paylasimi, alkol ve uyusturucu kullanimina iligskin icerik, énceki igsvereni kotileyen
paylasimlari, ayrimci yorumlari, nitelikleri konusunda yalan séylemesi ve énceki isyeri
ya da igverene ait gizli bilgileri paylasmasi olarak ifade edilmektedir. Sosyal medya
uzerinden adayin ise alinmasindaki temel sebepler ise olumlu kisilik 6zellikleri, érgute
uyum, adayin igin ihtiyaclarina uygun bir profil ¢izmesi ve sosyal paylagim sitesinde
adayin 6dul ve basarilarinin gérulebilir olmasi seklinde belirtiimektedir (Kluemper, Mitra
& Wang, 2016, p. 162).

FACEBOOK, LINKEDIN VE TWITTER: KULLANIMLARININ SAGLADIGI
AVANTAJLAR VE GUNDEME GETIRDIGI SORUNLAR

2004 yilinda sadece Harvard 6grencilerinin kullanimina agik bir platform olarak
yaratilan Facebook, 26 Eylul 2006'da 13 yas ustu tum kullanicilara agilmistir. Ekim
2012'de Facebook’un aylik aktif kullanici sayisi 1 milyara ulagmigtir. Sitenin, ilk
yaratildidi gunden buglne tasariminda da pek c¢ok degisiklik yapiimistir. Degismeyen
tek sey, her kullanicinin sitede bir ‘profilinin olmasidir. Kisi profilinde cinsiyeti, adi, mail
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adresi ve fotografi dahil olmak Uzere kendi ile ilgili pek ¢ok bilgiye yer verebilmektedir.
Ayrica yasl, dini ve politik gorusleri, sevdigi kitaplar, dinledigi muzik, sevdigi spor ve
diger faaliyetler de yer alabilmektedir. Bunlari kimlerle paylasacagina kullanicinin
kendisi karar verir (Delaney, 2013, p. 88). Profesyoneller icin online sosyal ag olan
LinkedIn, 2002 yilinda Reid Hoffman tarafindan yaratiimistir. Profesyonel bir ag olarak
tasarlanan LinkedIn, Uyelerini, egitim, beceriler, is tecribeleri ve bunlarin
guncellenmesi gibi profesyonel yasama dair bilgilerini paylasmaya davet eder
(Stelmaszak, 2014, p. 11). Kullanicilarin profil yaratmasina, diger profesyoneller ile
baglanti kurmasina, grup olusturmasina ya da var olan gruplara katilmasina izin verir.
Bunlarin diginda sirketler igin distundukleri pozisyonlara uygun adaylarin belirlenmesi,
calisanlar icin de is arama ve bulma gibi IKY kapsaminda kullanilabilecek énemli
Ozelliklere sahiptir. Ayrica 6zel mesajlasma, sirketleri takip etme ile birlikte basarilar,
uzmanliklar ve iletisim bilgilerinin profiller Gzerinden yayinlanmasina olanak saglama
gibi sundugu faydalar mevcuttur (Kudug, 2011, s. 28). Fortune 500 sirketlerinden
yoneticiler dahil olmak Uzere dinya c¢apinda 850 milyondan fazla Uyesiyle LinkedIn,
dinyanin en buyuk profesyonel agi konumundadir (LinkedIn.com).

Uc blyiik ABD sosyal medya sitesi arasinda yer alan Twitter, aylik yaklasik 340
milyon kullaniciya sahiptir (Digital 2020). Yapilan arastirmalar, Twitter'in igverenlerin
goruntiledikleri baslica sosyal medya sitelerinden biri oldugunu gdstermistir. Sirketler,
kisinin yaraticiligi, potansiyel iletisim becerileri, profesyonel 6zelliklerinin analizi ve
orgute uyumlu olup olmadiginin anlasiimasi agisindan Twitter't kullanmayi tercih
etmektedirler (Rosen et al., 2014, p. 256-272).

Sosyal medya Uzerine yapilan ¢alismalar, sosyal paylasim sitelerinin ise alim
yapan orgutlere, adaylarin Kigiliklerine bakis olanag sundugunu ortaya koymaktadir.
Bu da adaylarin gelecekteki is performanslari konusunda igverenlere dnemli ipuglari
sunmaktadir. Kisiligin sosyal medya kullanimi ile olan iligkisi Uzerine Quercia ve
arkadaslari (2011, p. 181) tarafindan yapilan arastirmanin sonugclari, Kisilik ve ise
alinabilirligi degerlendirmede Twitter kullanicilarinin profillerinin kullanimi konusunda
degerli bilgiler elde edilmesini saglamistir. Karakter analizi baglaminda, disa doénuk
(extroversion) bir bireyin Twitterda daha fazla takipgisinin oldugu; uzlasmaci
(agreeable) bir karakterin digerleri ile pozitif etkilesim iginde oldugu; 6zdisiplin sahibi
(conscientious) kisilerin, ¢cok sayida faaliyetin icinde oldugu; deneyime acik Kkisilik
yapisinda olanlarin (open to experience) kisisellestiriimis bir arka plan, ilging bir baslik
ve profil fotografina sahip oldugu; duygusal dengesizlik ya da nevrotiklik (neuroticism)
durumunda kisinin sik sik kotu bir ruh hali ve genel olarak hayata karsi negatif duygular
ile lgili konustugu belirtimektedir. Isverenler, is performansiyla olumlu
iliskilendirilebilecek kisilik 6zelliklerine sahip adaylari belirleme ve ise alma konusunda
isteklidirler (Rosen et al., 2014, p. 256-272).

Quercia ve arkadaslarinin (2011, p. 180) galismasina benzer sekilde, Gosling ve
arkadaslarinin (2011) Texas Universitesinde 133 katimcliyla gergeklestirmis olduklari
calismada, katilimcilarin Facebook sayfalarinda paylastiklari bilgiler ve kullanim
sikhklan ile bes temel kisilik 6zelligi arasinda anlamh iligskiler ve farkhliklar tespit
etmislerdir. Hughes ve arkadaslari (2012), Avrupali, Kuzey Amerikali, Asyali Facebook
ve Twitter kullanicilar arasindan 300 kisilik 6rneklem grubuyla gergeklestirmis olduklari
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calismada sosyal ag tercihini Facebook’tan yana kullanan katilimcilarin Disadénikltk
ve Duygusal Denge faktord itibariyle anlamh olarak daha yiksek skorlara sahip
oldugunu ortaya koymuslardir. Adali ve Golbeck (2012), 71 kullanicinin Twitter ve
Facebook profilini inceledikleri ¢alismalarinda, bireylerin profil bilgilerinden yola ¢ikarak
kisilik 6zelliklerini tahmin etmenin mimkdn oldugunu ortaya koymuslardir. Ortigosa ve
arkadaslari (2013) da benzer sekilde Facebook profilindeki bilgilerinden yola ¢ikarak
kisilik 6zelliklerini blylk oranda tahmin etmenin mimkdn oldugunu belirlemiglerdir (Dal
ve Dal, 2014, s. 149). Oktay, Firat & Ertem (2014, s. 10) calismasinda, Amerikan
twitter kullanicilarinin  sadece ilk isimlerine bakarak yas ve etnik Dbilgilerinin
hesaplamasini  yapmiglardir. Li & Cardie (2014, p. 643) Kkisilerin Twitter
paylasimlarindan yola c¢ikarak yasam gec¢misinin ortaya konulabilecegini ve tweet
analizi ile 6nemli kisisel yasam olaylarinin kronolojik listesinin ¢ikarilabilecegini ortaya
koymuslardir.

Facebook, LinkedIn ve Twitter'in igletmeler acisindan ise alim sureclerindeki
kullanimina yénelik sagladigi faydalar konusunda Ulkemizdeki g¢aligmalara bakacak
olursak; Yilmaz (2016, p. 48,49), perakende sektoriinde faaliyet gosteren isletmelerin
sosyal medya uygulamalarinin ise alim silrecindeki roli ve etkisi Uzerine yaptigi
arastirmada, isletmelerin daha genis aday havuzuna ulasabilmek igin sosyal medya
sitelerinde hesaplari oldugu ve bu hesaplarin genellikle Linkedin ve Facebook
hesaplari oldugunu ortaya koymustur. Ozellikle, LinkedIn’in ise alim sireglerinde
isletmeler tarafindan oncelikle tercih edildigi gézlenmistir. Bozkurt ve Triki (2016, s. 89-
107), sosyal medyanin IK acisindan énemini, ise alim kararlarina ve siireclerine
etkilerini arastirmistir. Arastirma kapsaminda sosyal medyanin K yéneticilerinin is
goren adaylarini degerlendirmede ve bazi pozisyonlar igin ideal profilller olusturmada
belli bir norm olusturma giclne sahip oldugu ortaya konmustur. Sosyal medya
paylagimlarinin, iK yéneticileri tarafindan is adaylarinin ise alim milakatlarinda
belirtmedikleri ve psikolojik testler yapilmadan da bilinmesi zor olan, bireylere ait kisilik
Ozelliklerinin ve psikolojik yapilarinin ortaya konmasi icin kullanildigi goérulmustur.
Bakirtas ve Sekendir Turgu (2021, s. 807) LinkedIn’e karsi isgorenlerin algisini
belilemek Uzere vyaptiklan g¢alismada LinkedIn’in  diger sosyal aglarla
karsilastirildiginda daha genis kitlelere daha hizli ulagsma olanagdi saglamasi ve daha
fazla bilgiye ulagsmayr mimkin kilmasi nedeniyle daha fazla tercih edildigini
saptamislardir.

Dolayisiyla igse alim yapan orgutler Twitter, Facebook ve LinkedIn’de yer alan
paylasimlari kullanarak potansiyel adaylari inceleme firsati elde etmektedirler. Ayni
zamanda potansiyel adaylar da bu siteler Uzerinden yapmis olduklari paylasimlarla
kendilerini igsveren firmalara daha cazip gosterebilmektedirler (Rosen et al., 2014, p.
256-272).

IK uzmanlari, glinimiiz sartlarinda yeni mezun geng yetenekleri sirkete gekmekte
bazi zorluklarla karsi karsiya kalabilmektedir. Bu yeni kusak, Universite kariyer gunleri,
kariyer fuarlarl ya da tniversite kariyer merkezlerine ilgi duymamaktadir. is arayislarini
Internet Uzerinden yapan bu Universite mezunu genclere ulagsmak ve ilgilerini cekmek
icin etkin bir sosyal medya ise alim stratejisinin gelistiriimesi gereklidir. Sirketler,
mumkin oldugu kadar ¢ok 6grenciyi Facebook Uzerindeki sirkete ait fan sayfasina
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cekmeye calismaktadirlar. Facebook fan sayfasindan isverenin kariyer sayfasina dogru
zamanla olusacak yogdunluk, isverenin Facebook’taki ise alim c¢abalarinin istenilen
sonuglari yarattigi anlamina gelecektir (Wazed & Ng, 2015, p. 137-140).

isverenler, dzellikle kisisel bilgilerle ilgileniyor gériinmektedir. Nitekim kullanicilar
bilgilerini gizli tutmak niyetinde olsalar bile, isverenler, ig arayanlar gorugsmeler
sirasinda sosyal medya sifrelerine erismelerine izin vermeye zorlayacak kadar ileri
gidebilmektedirler (Van Dijck, 2013, p. 212). Bazi igverenlerin bu bilgiyi vermeyi
reddeden Kkisileri ise almaktan vazgecebildigi ya da mevcut calisanlari i¢inden bu
bilgileri vermeyi reddedenleri cezalandirabildigi ya da konuyu isten ¢cikarmaya kadar
gotiurebildigi dile getiriimektedir. Bu yolla, isverenler sosyal medya siteleri tzerinden
yalniz is basvurusu yapanlari dedil ayni zamanda kendi personelinin konugsma ve
faaliyetlerini de izleme imkanina sahip olmaktadir. Bunun sonucunda sirket musterileri
ya da kendi yoneticisi hakkinda olumsuz bir yorumda bulunmus ¢alisanin, paylasimlari
nedeniyle isini kaybetmesi olasilik dahilindedir (Delaney, 2013, p. 87).

Teknolojideki hizli gelismelerle birlikte artan sosyal medya kullanimi sonucunda
calisanlarin sosyal medya Uzerinden igverene yonelik itibar sarsici aciklamalari siklikla
gundeme gelmektedir. Calisanlar, sosyal medya araciligiyla mevcut islerine yonelik ya
da igveren orgute yonelik sikayetlerini dile getirebilmektedirler. Mahkeme kararlari
incelendiginde, calisanin isverene ya da baska bir ¢alisana yonelik sarf ettigi kiicluk
dusuricu, seref ve namusa dokunacak sdzlerinin, is sdézlesmesinin isveren tarafindan
hakli sebeple feshine yol actigi gorilmektedir (Yildiz ve Oztiirk, 2020, s. 555-572).

Sosyal medyanin istihdam kararlarinda belirleyici bir faktor olarak artan kullanimi,
davalara ve bazi durumlarda yasal dizenlemelere neden olmaktadir. Hukuki ortam;
sosyal medya gOnderilerinin kanita dayali olarak kabul edilebilirligi, olasi adaylar
taramak i¢cin hem genel hem de sifre korumal sosyal medya gegmiglerinin kullaniimasi,
Twitter ve Facebook gibi sosyal medya gonderileri icin ¢alisanlarin isine son verilmesi
vb. gesitli sorunlarla gevrelenmis durumdadir. Caligsanlarin sosyal medya kullanimiyla
tetiklenen isten ¢ikarmalardaki artig, bu tir isten ¢ikarmalari tanimlamak igin kullanilan
yeni bir terimi dogurmustur: Facebook paylasimi sebebiyle isten ¢ikarma (Facebook
Fired) (Mcgarvey Hidy & McDonald, 2013, p. 69-71).

Yildiz ve Oztiirk (2020) galisanlarin sosyal medya paylasimlarini, mahremiyet ve
isten ¢cikarma kapsaminda ele almislardir. Arastirma bulgulari kapsaminda, ¢alisanlarin
mahremiyet kaygisi tagsimaksizin sosyal medya uUzerinden yaptiklar paylasimlarin isten
cikarilma sebebi oldugu gorulmustur. Sosyal medyanin sadece igse alimda degil isten
¢ikarmada da isverenler icin bir degerlendirme kriterine dénastigini ortaya koyan
bulgular Tablo 2’de incelenebilir.
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Tablo 2: Ornek Olay Analizine iligkin Bulgular

Zeynep Ceren NURATA

Yil/karar Ornek olay Mahremiyete yonelik tehditler Hukuki sonucu
numarasi
Tema Kodlar
Yargitay 7. | Calisanin, is | Ifsa Acikga beyan | isverenin gegerli
Hukuk Dairesi | arkadaslariyla mesai Fotograf sebebe dayanarak
2016/11591 saatleri icerisinde, hasta cektirmesi iscinin is so6zlesmesini
yataklarinin Gzerine ¢ikip Facebook feshetmesiligyerindeki
kurumu ve meslegini Mesai saatleri | ¢alisma disiplinini ve is
kiicik duglrecek sekilde Sosyal medya | akigini etkileyecek
fotograf cektirmesi, daha nitelikte olup artik
sonra bu fotografi sosyal davali isverenden
medya hesabindan bir davaci ile galismasinin
grup aracihgiyla, kurum beklenememesi
isim ve logosunu acikca
beyan ederek, ‘hasta
gelmesin diye dua
ederken, ...Hastanesi”
basligiyla Facebook adli
sosyal paylasim sitesinde
yayinlamasi
2017/14208 isginin kendisine  ait | Gbzetim Birden fazla isverenin hakl sebebe
Twitter hesabindan baska paylagim dayanarak is
galisanlara hakaret ve Hakaret ve s6zlesmesini
satasma niteliginde birden satasma feshetmesi/igyerindeki
fazla paylasimda Twitter baska bir isyeri
bulundugu, ornegin, calisanina hakaret ve
“...Arkadaslar patroncu bir satasma
iK personeli olacaksaniz
yapmayin o  mesledi,
clldirtmayin insani...”
seklinde paylasimlar
yapmasi
2018/13723 isginin musteri | Gozetim Facebook isverenin gecerli
temsilcisi/sosyal medya Kole sebebe dayanarak is
uzmani  olarak  goérev Paylagim so6zlesmesini
yaparken yazili Adini vererek | feshetmesi/isginin

savunmasinda da kabul
ettigi Uzere, ise giris
esnasinda imzaladigi is
sOzlesmesi igin Facebook
hesabinda kurumsal
masgteri olan ...’nin adini
vererek “Buglin yaptigim
is s6zlesmesinde 46 sayfa

okudum ve imzaladim.
Artik kéle olmaya
hazirm.” seklinde

paylasimda bulunmasi

sosyal medya
paylasimi sonrasinda
davaciyla ayni projede
calismaya devam
etmek istememesi

Kaynak: Yildiz ve Oztirk, 2020, s. 563.
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LinkedIn ve Facebook gibi platformlar, bir calisanin sosyal davranigini izlemek ve
profesyonel degerini degerlendirmek Uzere isverenler tarafindan bir disiplin stratejisi
olarak kullaniimaktadir ki calisanlar ¢gogu zaman bunun farkinda degillerdir ancak bir
kez farkina vardiklarinda da bundan hoslanmayacaklarini iddia etmek yanlis
olmayacaktir (Van Dijck, 2013, p. 212).

isverenler bu uygulamayi, ‘ayrik otlarini temizlemek’, ‘clrik elmalari disarida
birakmak’ olarak adlandirmakta ve sirket kdltiriine uygun adaylar segcmek amaciyla bu
yolu izledikleri argimanini ileri sirmektedirler. Yasalarin uygulanmasina c¢alisan
kurumlar, is adaylari ve galisanlarini sosyal medya lzerinden goérintileme konusuna
sicak baktiklarini, buyuk bankalar ve menkul kiymet firmalari gibi finansal kuruluslar ise
seffaflik ve igceriden bilgi sizdirmanin 6nline geg¢mek icin calisanlarinin Facebook
hesaplarini talep etmekte sakinca gérmediklerini ifade edebilmektedirler. Ancak kigiler
isverenlere online bilgilerini sorgulamaksizin bu kadar rahatlikla verebilirler mi ya da
vermeyi isterler mi, bu tartismali bir konu olarak 6ne ¢ikmaktadir (Delaney, 2013, p. 91-
94).

Facebook'un kurucusu Mark Zuckerberg, cevrimici sosyal paylasimin artmasi
sonucu artik insanlarin mahremiyet beklentisine sahip olmamalari gerektigini belirterek
su ifadeleri kullanmistir: “...bunlarin yeni toplumsal normlar olacagina karar verdik ve
bu dogrultuda ilerliyoruz.” Sonug: Facebook kullanicilarinin su anda sitenin gizlilik
konusundaki uygulamalarina karsi ¢ikma olasiliginin ¢ok az olmasidir (Quercia et al.,
2011, p. 184).

Hem paylasilan bilgilerin iceri§i hem de tasarlanma amacina bagl olarak
LinkedIn, guvenlik ve bilgi seffafligi gibi konularda diger online sosyal aglar kadar
yakindan incelenmemistir. Uyeleri tarafindan da kabul goérdugl (izere LinkedIn'de
paylasilan bilgiler gérinirdir ve amaci potansiyel baglantilar ve is firsatlarini
cekmektir. LinkedIn’in kigisel gizlilik konularina yaklasimina iligskin, kullanicilar arasinda
huzursuzluga neden olan, LinkedIn kurucusunun bir toplantida dile getirdigi “gizlilik
yasli insanlar igcindir” s6ziyle glvenlik konusunda yaratmis oldugu endisedir. LinkedIn,
yuzlerce hatta binlerce birinci derece baglantiya erisim ve ekleme izni verir, bu da esi
benzeri goérilmemis bulylklikte ikinci ve Uglncl derece badlantilar anlamina gelir.
Ortalama bir kullanicinin LinkedIn’de 427 baglantisi oldugu dastnuldiginde, bu
5.576.901+ ikinci ve Uglncl derece baglanti anlamina gelmektedir. Linkedin’de 2.539
baglantiniz bulunuyorsa bu, 13.731.237+ Uyenin aga dahil olmasi anlamina gelir.
Bunun anlami aslinda bu kadar ¢ok insanin bilgilerinin gérinir olmasi ya da irtibat
kurulabilir olmasi demektir (Stelmaszak, 2014, p. 11-17).

Facebook fotograflar ve videolar olmak Uzere yuklenecek data miktari konusunda
kullanicilarina neredeyse sinirsiz bir imkan sunmaktadir. Nisan 2012'de Facebook,
yazihm sirketi Instagram’i satin alarak kullanicilarina Internet’e resim yikleme olanagi
sunmusgtur. Facebook'un bliyume hizi ABD’de yavaglamasina ragmen diger Ulkelerde
muazzam bir blyidme hizina sahiptir. Tim bu gelismeler, artik birbirimize daha fazla
baglandigimizi ve laptop, hizli Internet, akilli telefonlar ve Facebook gibi iletisim
teknolojilerinin bu sureci kolaylastirdigini gostermektedir. Sonug¢ olarak, teknoloji,
Internet, online iletisim, Facebook ve tabi diger sosyal aglar, mevcut hayatlarimizin bir
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parcasl konumundadir ve gelecekteki hayatlarimizin da bir parcasi olacaktir (Delaney,
2013, p. 86-102).

Tarkiye’deki 8.4 milyon LinkedIn kullanicisi (Digital 2020,
https://wearesocial.com/digital-2020) ve 37 milyon Facebook kullanicisi (Yiimaz, 2020,
https://www.webtekno.com/turkiye-instagram-twitter-facebook-kullanici-sayisi-
h86431.html) g6z onlne alindiginda, s6z konusu veri tabaninin sirketlere sagladigi
avantaj ortadadir. Boylelikle nitelikli isglcl daha kolay tespit edilebilir hale gelmektedir
(Oz, Keklik ve Kilig, 2015, s. 593). Zira bir sirketin bdyle bir aday havuzuna hatta
bunun bir kismina dahi sahip olmasi ¢ok uzun yillarini alacaktir ve bu bilgiyi giincel
tutabilmesi neredeyse imkansizdir. Agin icinde bilgilerin géranurlugl yuksektir ancak
bunun bazi istisnalari séz konusudur. Ornegin LinkedIn, potansiyel olarak riskli
olabilecek bilgilerin (dogum tarihi gibi) ikinci ve Ug¢lincl derece baglantilar tarafindan
gorulmesini otomatik olarak bloke etmektedir. Bir sosyal agin kullanicilari, profillerini
aslinda kimin goruntuledigi konusunda bilgi ve kontrollerinin s6z konusu olmadiginin
farkina vardikga (“profilini kim goérintiledi” kisminda sirketler kendilerini anonim
yapabilmektedir) bilgi mahremiyetine yonelik bakis acilari ve algilari da degismeye
baslamaktadir (Stelmaszak, 2014, p. 15,16).

Ginumiz K uygulamalarina bakildiginda, bir adayin dijital ayak izlerini
arastirmak ve takip etmek artik ¢ok kolaylagsmistir. Personel sec¢imi ve ise alim
baglaminda yeni teknolojiler, igsverenlere adaylar hakkinda enformel kaynaklardan bilgi
toplama konusunda firsatlar sunmaktadir. Burada ortaya cikan sorun, online
kaynaklarin etik kullaniminin saglanmasi ile ilgilidir. Siber sorgulama ya da adayi
goérintilemenin arkasindaki temel gudu, maliyetleri azaltma istedidir. Ancak burada,
‘veri madenciligi’ ve ‘elektronik gozetleme’ adina sosyal medyanin bir araca dontusmesi
tehlikesi bulunmaktadir. Sosyal medya Uzerinden elde edilen bilgilerin her zaman
guvenilir olamayacagi g6z oninde bulunduruldugunda, sosyal medyanin dogru insanin
ise alinmasini kolaylastirdigi ve bunun arka planindaki maliyetleri ortadan kaldirdigi
yonundeki yaklasimlar, ortaya ¢ikan endiseleri ne azaltir ne de mesrulastirir. Dahasi bu
tarz uygulamalar, iK profesyonellerince etik olanla etik olmayan izleme ve bilgi toplama
arasindaki ¢izginin asilmasi anlamina gelebilecektir (Holland & Jeske, 2017, p. 294-
295).

is arayisinda olan kigilerin aleni olarak yaptiklari paylagimlar konusunda 6zellikle
dikkatli olmalari ¢ok Onemlidir. Basit bir sekilde bir igveren sizin isminizi bir arama
motoruna (6rnegin Google) girdiginde birkag tik sonrasinda sizin yasiniz, dininiz, politik
gorusleriniz, cinsel egilimleriniz, aynen yaptiginiz alintilar, en sevdiginiz muzik grubu
gibi sayisiz bilgilere ulasabilir. Bunlarin iginde sizi utandiran Universite yillarindan bir
fotograf olabilecegi gibi siyasi giindemle ilgili dislinceleriniz ya da disinmeden yapmis
oldugunuz ayrimci yorumlar da olabilir, bunlari okuyabilir ve sizin hakkinizda hos
olmayan bir izlenime kapilabilirler (Delaney, 2013, p. 98). Dolayisiyla sosyal aglar
vasitasiyla bir veri paylasildiginda bu veriye kimin denk gelecegi sorunu vardir ve bu
Uzerinde giderek daha fazla distinmeye deger bir konu halini almaktadir (Quercia et
al., 2011, p. 184).
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GENEL DEGERLENDIRME

IKY fonksiyonlarindan biri de insan kayna@i bulma ve secme sirecidir. insan
kaynaklari yonetiminin diger sureclerinin etkili bir bicimde yerine getiriimesine katkida
bulunmasi sebebiyle bu IKY fonksiyonu érgitler icin ayri bir 6nem tasir (Yiimaz, 2016,
s. 36). Pozisyonun ihtiyaclarina ve sirketin kdltirine uygun bir adayin se¢imi hem
sirketin rekabet avantaji agisindan hem de isgorenin mutlulugu ve dolayisiyla etkinligi
acisindan énemlidir. Bu nedenle 6érgit icin dogru insanin bulunmasi, iK siireclerinde
dogru yontemlerin kullaniimasini gerektirmektedir (Oz vd., 2015, s. 592).

Orgtler dogru ise dogru adayi bulabilmek icin gazete ilanlari, tniversite kariyer
fuarlar, personel avciligi, istihdam ajanslari ve calisan tavsiyeleri gibi farkli ise alim
uygulamalari kullanmaktadir (Lebekwe ve Giran, 2018, s. 90). GUnimuzde kullanilan
bu yobntemlere karsin aday bulma, aday arastirmasini kolaylastirma, potansiyel
adaylarla iletisim saglama, aday havuzu olusturma, is ilanlari yayinlama, isveren marka
reklami yapma, is teklifi yapma gibi sagladidi sayisiz fayda ile sosyal medya kullanimi
en fazla tercih edilen segenek olmaya baglamistir (Oz vd., 2015, s. 592).

Sosyal medya araglari olarak sosyal aglar, isverenlerin en yetenekli personeli
kendi sirketine cekmesini mimkun kildigi kadar is adaylarinin da kendilerini igsverenlere
ve IK uzmanlarina tanitmasini mimkin kilmaktadir. Sosyal paylagim siteleri ile
potansiyel adaylar artik sirketler icin daha g6z 6ninde, daha goérinir hale gelmektedir.
Gunimuzde iletisim teknolojisindeki gelismeler dogrultusunda orgutler, K
fonksiyonlarini yerine getirmek igin her zamankinden daha fazla sosyal medyadan ve
populer sosyal aglardan faydalanmaktadir. Bu konuda U¢ temel sosyal paylagim agi
akla gelmektedir. Facebook, LinkedIn ve Twitter. Her ¢ ag da dinyada en siklikla
kullanilan ve nitelikli isgicline erisim anlaminda sirketlere muazzam veri seti sunan
platformlardir (Saylin & Horrocks, 2013).

Sirketler sadece is adaylarina ulasmak anlaminda bu aglardan faydalanmamakta,
ayni zamanda c¢aliganlarinin neler yaptigi, nelerden hoslandigi vb. paylasimlarina
erigserek onlari daha yakindan tanima imkani da elde etmektedirler. Ancak bugin
sirketlerin is adaylari ve c¢alisanlarindan sosyal aglarina ait kullanici adi ve sifrelerini
talep ederek onlarin sosyal medya Uzerindeki paylagimlarina erismek adina
sergiledikleri cabalar, o kadar da masum gérinmemektedir. isverenlerin ya da iK
uzmanlarinin bu sekildeki tutumunun, 6zel alanin sinirlarini agsmak oldugu seklindeki
yorumlara karsilik sirketler, gizli bilgilerin, ticari sirlarin ve girket reputasyonunun
korunmasi adina bu ydntemlere basvurmanin hakhligini savunmaktadirlar (Delaney,
2013, p. 86-102).

Bununla birlikte, isverenlerin basvuru sahiplerine yaptiklari abartil ya da yanhg
vaatler, eger basvuru sahipleri bunlari online duyururlarsa, sirketler agisindan olumsuz
sonuglar yaratmaktadir. Gergekgi olmayan ve galisanlar nezdinde karsilik bulamayan
beklentiler 6rglt icinde bir tlr catismaya yol agmaktadir. Bu sebepten, calisanlar
goruglerini 6rgut icinde dile getirebilecekleri gibi sosyal platformlar Gzerinden de dile
getirebilmektedirler. Bilgi caginda isverenlerin marka ve imajlarini yonetebilmeleri igin
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calisanlarinin beklentilerini yénetebilmeleri de gereklidir (Holland & Jeske, 2017, p.
300).

isletmeler eger sirdirilebilir, olumlu, gicli bir imaj yaratmak, var olani
surdirmek ya da gelistirmek istiyorlarsa sosyal ag sitelerinde mutlaka gercekgi bilgiler
paylagmalidiriar. isverenler, is giicii piyasasindaki her bireyin isletmelerini gelecekteki
istihdam olanaklari acisindan degerlendirebilecegi olasiigini  géz &éninde
bulundurmaldirlar (Denizli, 2020, s. 171).

Elektronik ise alimin daha da popller hale gelmesi ve insan kaynaklarinin
dijitallesmesi IK uzmanlari i¢in pek cok cephede potansiyel catismalarin varliginin
sinyalini vermektedir: elektronik izlemeyi mumkun kilan teknolojiler yalnizca kigisel
yasama el uzatiimasi anlamina gelmemekte ayni zamanda ‘akill’ teknolojiler kisisel
verilere sizma ve veri madenciliginin artmasi anlamina da gelmektedir. Bu gekilde
toplanan ylksek miktardaki veri, basvuru kayitlarina izinsiz erigim, verinin izinsiz ifsasi
ve veri glvenliginin tehlikeye atilmasi gibi endiseleri arttirmaktadir. Hizla gelisen
elektronik iletisim ve buna paralel sosyal medyanin hizli dedisimi ve beraberinde
getirdigi beklenmedik zorluklara karsin dizenleyici mevzuat bir adim geriden
gelmektedir (Holland & Jeske, 2017, p. 287-309).

ABD’de igverenlerin caliganlarina, sosyal medya yoluyla ayrimcilik yapmasini
onlemek adina ‘Sosyal Aglar Online Koruma Yasasi (Social Network Online Protection
Act)’ adi altinda federal yasalar gindeme gelmektedir (Delaney, 2013, p. 95). Social
Network Online Protection Act (SNOPA), Facebook, MySpace ve Twitter gibi web
sitelerinin yani sira e-posta ve diger herhangi bir kisisel kullanici tarafindan olusturulan
icerikler icin gecerli bir uygulama mabhiyetindedir. Mevzuat, “mevcut veya potansiyel
isverenlerin veya egitim kurumlarinin ¢evrimigi igerige bir kullanici adi, sifre veya bagka
bir erisim talep etmesini veya bu tar bilgileri génulli olarak vermeyi reddettikleri icin
bireyleri disipline etme, ayrimcilik yapma veya bireyleri istihdam etmeme veya onlari
cezalandirma” gibi uygulamalardan menetmeyi amaglamaktadir. SNOPA'nin herhangi
bir hikmin( ihlal eden igverenler, 10.000 $'1 gegcmemek lizere bir para cezasina
carptirilabilmektedir*. Ulkemizde ise internet teknolojilerinin barindirdigi riskler
karsisinda 6698 sayili Kisisel Verilerin Korunmasi Kanunu ile 2016 yilinda énemli bir
dizenleme yapilmigtir (Cekin, 2018, s. 3).

Ancak burada bir tartisma konusu da kuskusuz sosyal medya platformlarini
kullanan basvuru sahiplerinin gergekten mahremiyet iddiasinda bulunmaya haklari olup
olmadigidir. Zira kisilerin, bilgilerini sosyal ag sitelerine gonderdiginde gizlilik haklarini
kaybettigine dair gérisler oldugundan bahsedilmektedir ki bu durum, tlkemiz igin de
gecerli gdézikmektedir (Kroeze, 2015, p. 4). Turkiye’de 2016 yilinda c¢ikarilan 6698
sayih Kigisel Verilerin Korunmasi Kanunu’na gore kisisel verilerin, “ilgili kisinin kendisi
tarafindan alenilegtiriimis olmasi” halinde, acgik riza aranmaksizin iglenmesi mimkin
gorulmastar. S6zluk anlami itibariyla “acik, ortada, meydanda” anlamlarina gelen aleni
s6zcugunun anlami uyarinca sosyal ag sitelerinde paylasilan bilgilerin de “agik, ortada,
meydanda” olmasi dolayisiyla alenilestigi sonucu ¢ikmaktadir. Bu sebeple, adaylarin

4ESR, Social Networking Online Protection Act would Prevent Employers and Schools from Requiring
Usernames and Passwords; https://www.esrcheck.com/2013/03/20/social-networking-online-protection-
act-would-prevent-employers-and-schools-from-requiring-usernames-and-passwords/
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sosyal ag siteleri tGzerinde yer alan her tirll bilgilerinin, ise alim slrecinde, kisinin
rizasi aranmaksizin iglenmesi mimkin gorinmektedir (Denizli, 2019, s. 295). Bu
yonuyle konu daha ileri arastirma ve tartismalara aciktir.

Gunumuzde bu islemlerin hukuki boyutu ile birlikte etik boyutu da sorgulanmakta
ve bu konuda yasal dizenlemeler kadar kullanicilarin da kendilerini korumaya yonelik
tedbirler almasi dnerilmektedir. Orgditlerin gelisen ve dinamik bir ortamda giderek daha
fazla degiskene odaklanmasiyla birlikte, neyin is igin gerekli olduguna karar vermeleri
ve sonugta, ne c¢esit bir sosyal medya faaliyetinin/bilgisinin is igin gerekli oldugu
konusundaki  cizgiyi cekmeleri  giderek  gligclesmektedir.  Dolayisiyla K
profesyonellerinin, bilgi ve teknolojinin gelisimi ile olusan bu yeni sinirlari yonetebilmesi
icin etkin bir yasal ve etik ¢ergevenin gerekliligi vurgulanmalidir. Pek ¢ok 6rgit sosyal
medya kullanimina iligkin belirli etik davranis kurallari velveya etk talimatlar
belirlemistir. Bu ydnergelerin ise alim sureglerini de kapsayacak sekilde genisletilmesi
onemlidir. Orgiit ici agik yonetmeliklerin s6z konusu olmasi durumunda K uzmanlari ve
yoneticilerin etkin, savunulabilir ve gecerli kararlar alma konusunda daha basaril
olacaklarini séylemek mimkindir (Holland & Jeske, 2017, p. 287-309).

Her ne kadar orgit tarafindan alinacak etik tedbirler ve yaptirnmlar énem arz
etmekteyse de burada orgit icindeki her bir bireyin sahip oldudu etik ideolojinin
onemine de vurgu yapmak gerekmektedir. Zira ¢alisanlarin sahip oldugu etik ideoloji,
orgut tarafindan belirlenmig ahlaki kural ve yaptirnmlarin g6z éniinde bulundurulmasi ya
da g6z ardi edilmesi noktasinda 6nemlidir. Orgiit icindeki kiiltir, caliganlarin tutum ve
davraniglarina ne kadar yon veriyorsa, ¢alisanlarin sahip olduklari ahlak felsefesi ya da
etik ideolojileri de ¢alisma hayatini ve 6rgitin etik iklimini etkilemektedir. Yo&neticilerin
karar alim sureglerinde calisanlarin bireysel etik ideolojilerini de dikkate almasi
hususunu bir tavsiye niteliginde ortaya koyabiliriz.
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ABSTRACT

This study aims to (1) disentangle the relationship between brand origin (global vs. local) and brand
perceptions (perceived brand globalness, PBG vs. local iconness, LI), and (2) investigate how consumer
ethnocentrism moderates these model pathways. We utilize a multi-method approach in two complementary studies,
a survey (N=253) and an experiment (N=148). We find that brand origin (global vs. local) and perceptions (PBG vs.
LI) are distinct constructs that need to be accounted for separately in brand evaluation models. We show that the
routes to purchase intentions (PIs) differ across global and local origin brands. PBG has a positive relationship with
perceived brand quality and prestige but only for global origin brands. In contrast, for local origin brands, LI plays a
crucial role via positive relationships to perceived brand quality and prestige. Consumers prefer brands to stay true to
their brand origin. Ethnocentrism dampens both the PBG-PI and LI-PI relations only for global origin brands. Neither
PBG nor LI seems to trigger Pls for ethnocentric consumers for global origin brands. We show that the routes to Pls
differ across global and local origin brands. Brand managers should stay true to the origins of their brands
(global/local) in building their brands’ globalness/localness perceptions since consumers prefer a fit between origin
and perceptions.

Keywords: Brand origin, perceived brand globalness, local iconness, ethnocentrism.
JEL Classification: M31.

KURESEL VE YEREL MARKALAR: KOKEN VE ALGI AYRIMI

oz

Bu galisma, (1) marka kékeni (kiiresel ve yerel) ile marka algilari (marka kiireselligi, MK ve yerel ikonluk, Y1)
arasindaki iligkileri ve (2) bu yapisal iligkiler Gizerinde tiiketici etnosentrizminin roliini arastirmaktadir. Ampirik olarak
birbirini tamamlayici iki metot, bir anket (N=253) ve bir deney (N=148) kullaniimaktadir. Marka degerlendirme
modellerinde marka kdkeni (kiiresel ve yerel) ile marka algilari (MK ve Yi) ayri ayri hesaba alinmasi gereken farkli
kavramlardir. Tiiketicilerin satin alma niyetlerini (SAN) artirmada kiiresel ve yerel kdkenli markalar arasinda farkliliklar
bulunmaktadir. MK'nin marka kalitesi ve prestiji ile pozitif bir iliskisi vardir, ancak bu sadece kiiresel kdkenli markalar
icin gegerlidir. Buna karsilik, yerel kdkenli markalar igin Yi, marka kalitesi ve prestiji ile pozitif iligkisi sebebiyle énemli
bir rol oynar. Tuketiciler, marka kdkenlerine sadik kalan markalar tercih etmektedir. Ayrica, etnosentrizm, hem MK-
SAN hem de YIi-SAN iligkilerini yalnizca kiiresel koékenli markalar agisindan zayiflatici etkiye sahiptir. Etnosentrik
tiketicilerin kiiresel kokenli markalar agisindan SAN'larini tetiklemekte ne MK, ne de Yi etkin bir rol oynar.
Calismamiz SAN'a giden yollarin kiiresel ve yerel kokenli markalar arasinda farkliik gosterdigine isaret ediyor.
Tuketicilerin kdken ile algilar arasinda uyumu tercih etmesi nedeniyle, yoneticilere markalarinin kiresellik/yerellik
algilarini olugtururken marka kdkenine (kiresel/yerel) sadik kalmalarini 6neriyoruz.
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INTRODUCTION

The branding literature underlines the benefits of global brands and assumes that consumers
generally prefer them over local ones (e.g., Steenkamp et al., 2003). However, emerging market
firms enter international markets heavily with their own, newly developed brands such as
Huawei and Haier from China and Wipro from India. As well, they acquire global brands such as
IBM’s PC division by Lenovo or Godiva chocolates by Ulker. Thereby, the international
competitive landscape has increased in variety with respect to the origin of global brands. This
increased variety in global brand origin would not be of interest if consumers did not care about
brand origin in their global brand evaluations. Because sourcing and production have spilled
over national borders, it has in general become difficult to correctly identify brand origin
(Balabanis & Diamantopoulos, 2008; Samiee et al., 2005). Furthermore, to disguise their origin,
brands acquire other brands and use foreign sounding brand names (Gurhan-Canli et al., 2018).
Nonetheless, perceived origin of a brand is still considered an important attribute (e.g.,
Magnusson et al., 2011; Samiee, 2011). Given this background, we lack a clear understanding
of how brand origin adds to consumer evaluations above and beyond brand perceptions.

The extant literature defines perceived brand globalness (PBG) as a brand’s
perceived multimarket reach. The brand origin concept, on the other hand, captures the
country with which consumers relate the brand with (Balabanis & Diamantopoulos, 2008;
Samiee, 2011; Usunier, 2011). While consumers find it hard to correctly identify brands’
origin (Mandler et al., 2017), they do have a perception of at the minimum whether brands are
of domestic or foreign origin (Riefler, 2012). This implicit categorization of brands over their
(perceived) origin influence their evaluations (e.g., Balabanis & Diamantopoulos, 2011;
Mandler et al., 2021). For example, Winit, Gregory, Cleveland, and Verlegh (2014) distinguish
distribution globalness from ownership globalness and show that each has different effects.
Consumers may prefer a locally owned global brand over a globally owned one depending on
their level of ethnocentrism or home country bias. Similarly, Riefler (2012) distinguishes
between domestic and foreign origin global brands to find significant differences in brand
evaluations driven by globalization attitudes and global consumption orientation.

The difference between global and local origin is expected to become even more
relevant in Western countries that have entered a “post-globalization” phase (Gardels,

2008), characterized by shifts in public opinion against globalization processes (Ghemawat,
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2017). Global brands as symbols and tools of globalization are expected to get their share
of negative sentiments in this shifting environment, particularly by ethnocentric consumers
who generally prefer local origin brands (Balabanis & Diamantopoulos, 2004). Global
marketing managers should care about and respond to the local marketplace, positioning
their brands as a local player, or even as a symbol of the local culture when necessary (Alden
et al.,, 1999; Ozsomer, 2012). Indeed, consumer responses to globalization and global
brands have proven to be much more complex than initially assumed (Strizhakova et al.,
2012; van Ittersum & Wong, 2010).

Inspired by the changing landscape and recent research, this paper aims to address the
research gap in international marketing literature on global brand origins and perceptions. This
we do this in two steps. First, we disentangle the relationship between brand origin (global vs.
local) and perceptions (perceived brand globalness, PBG vs. local iconness, LI) (e.g., Batra et
al., 2000; Ozsomer & Altaras, 2008; Ozsomer, 2012; Riefler, 2012; Steenkamp et al., 2003).
Secondly, we investigate how consumer ethnocentrism moderates this model pathways. We
focus on ethnocentrism because it is a particularly relevant consumer dispositional factor
strongly predicting local origin brand purchasing behavior, especially when these brands are
also globally available and desired (e.g., Winit et al., 2014). While reaching these goals, we
theoretically compare and contrast Consumer Culture Theory (CCT) and Signaling Theory (ST)
and empirically utilize a multi-method approach in two complementary studies (a survey and an
experiment). Thence, we like to answer the recent call to address some of the inconsistencies
and omissions of previous work on global branding (Liu et al., 2021) and advance our branding
knowledge.

With survey data, we first show that brand origin (global vs. local) and brand perceptions
of globalness and local iconness are distinct constructs that need to be accounted for separately
in brand evaluation models. We also find that the routes to purchase intentions (Pls) differ
across global and local origin brands. PBG is positively related to perceived brand quality and
prestige but only for global origin brands. In contrast, for local origin brands, local iconness
plays a crucial role via positive relationships to perceived brand quality and prestige.
Interestingly, while the total effect of local iconness on purchase intentions are significant for
local origin brands, a similar effect is not observed for global origin brands. Thus, it is tough for a

global origin brand to start the local iconness path going, implying that consumers prefer global
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brands to stay true to their brand origin. When considered against the previous work in the
domain (e.g., Ozsomer 2012; Steenkamp et al., 2003), these insights are new.

Furthermore, global origin brands need to be cognizant of ethnocentric consumers. Our
results show that consumer ethnocentrism dampens both the PBG-PI and Local iconness - Pl
relations only for global origin brands. Neither PBG nor Local iconness seems to trigger Pls for
ethnocentric consumers for global origin brands.

Results from the experiment complement our survey findings and are especially relevant
for re-positioning brands with established origin and image/symbolism perceptions. If brand
managers would like to update a brand’s positioning along global image and symbolism, they
need either a previously recognizable global image and symbolism perceptions or a global
origin. Thus, the fit between previous origin and image perceptions are critical. For local
iconness, what matters is that the brand is perceived of local origin, especially when there are
ethnocentric consumers in that market.

Theoretically, we build a bridge between the Consumer Culture Theory (CCT) and
Signaling Theory perspectives to global branding by clarifying whether the consumer culture-
based perceptions or information-based signals explain more of consumers’ brand evaluations

and purchase intentions. We also explore their complementary effects.

THEORETICAL BACKGROUND AND HYPOTHESES
Consumer Culture and Signaling Theories

International marketing scholars have used mainly two theoretical perspectives when
investigating consumer attitudes and preferences of global and local brands: consumer culture
theory (CCT, Arnould & Thomson, 2005) and signaling theory (Erdem & Swait, 1998; 2004).
CCT enables researchers to address the cultural meanings, sociohistoric influences, and
experiential indicators over the choice of global vs. local offerings (e.g., Alden et al., 1999; Batra
et al., 2000). Consumer Culture Theorists also highlight how global brands enable participation
in an imagined global world (Holt et al., 2004). They hold a capacity to serve as a legitimacy
tool, a license while becoming cosmopolitan (Strizhakova et al., 2008; 2012). These researchers

define perceived brand globalness (PBG) as a brand’s perceived international and utilize
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subjective consumer-level data for its measurement (e.g., Steenkamp et al., 2003). A brand’s
globalness operates as a halo effect, influencing usually in a positive way the evaluation of
other, more objective product attributes like quality or prestige (Holt et al., 2004). Perceived
brand globalness increases willingness to pay (Davvetas et al., 2015).

The prominent approach in the domain is that to curate globalness perceptions, the
brand should be positioned in more than a couple of countries and recognized as worldwide in
these markets (Steenkamp 2019). This can happen in following ways: first via segmentation-
targeting-positioning efforts that connote a global, multicultural lifestyle and secondly via Public
Relations efforts, advertising, and word of mouth, especially using names, influencers.

Signaling theory, on the other hand, drives from information economics and argues in
case of a market with no perfect and symmetric information, actors employ information
regarding the uncertain characteristics to convey their brands’ positions to consumers (Erdem &
Swait, 1998). Signaling theorists use global origin, captured via worldwide availability and
recognition as a positive market signal that carries information on the brand’s capacity and
motivation to fulfil on its potentials (Erdem & Swait, 2004; Erdem et al., 2002; Ozsomer &
Altaras, 2008). A brand’s globalness implies worldwide success and, therefore, serves as a
hallmark of endorsement for any audience. Objective measures such as actual multimarket
reach and ratio of sales from abroad are generally used to capture the signaling function of
global brands. Objective measures are used mainly by practitioners and by brand ranking
frameworks such as those developed by ACNielsen and BusinessWeek (Chu & Keh, 2006).

Local brands, on the other hand, hint a closer tie and a richer commitment to
consumers’ niche wishes, a sensitivity to the local market peculiarities, culture, and
preferences (Dimofte et al., 2008; Kapferer, 2005; Ozsomer, 2012; Steenkamp & de Jong,
2010). Appendix A compares the current research with exemplary international marketing
literature regarding key concepts and measurements.

By examining the relative effectiveness of global vs. local cultural positioning, consumer
culture theorists assume that the actual origin of a brand is less relevant for consumers
compared to their perceptions of globalness or localness whilst they form their purchase
intentions and brand choices (e.g., Alden et al.,, 1999; Batra et al., 2000). If a brand
communicates its globalness (availability and acceptance in world markets) in a specific market,

even though it may actually be a local origin brand, it may still be perceived as high on
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globalness by consumers in that particular market. Indeed, brands of local origin engage in
market availability abroad in an effort to boost local perceptions of quality and prestige
(Ozsomer, 2012).

In contrast, a brand may engage in activities and communication that increases its
representativeness and symbolism of the local culture, even though it may have a global origin.
Thence, it may be associated with localness in consumers’ minds and hearts. Such a brand
would have a local consumer culture positioning according to Steenkamp (2019). For example,
Coca Cola is successfully positioned as the drink to be enjoyed with family in the holy month of
Ramadan (Bilgin & Wuhrer, 2014) and has become an indispensable stable of Ramadan dinner
tables in Turkey for several decades. The brand not only eliminated seasonality, which was a
problem with declining sales in the winter, but Ramadan became a month of increased sales. In
this reasoning, the origin of the brand (global or local) does not matter or matters less, while the
cultural positioning global vs. local is what matters or matters more (Liu et al., 2021). This leads

to the following proposition:

Proposition la: Perceived brand globalness is positively associated with purchase
intentions irrespective of brand’s global origin.
Proposition 1b: Perceived local iconness is positively associated with purchase

intentions irrespective of brand’s local origin.

We first test the validity of this proposition and then extend it by arguing that the benefits
of global (local) brand perceptions (i.e., PBG vs, Local Iconness) may actually depend on brand
origin (global vs. local). That is, building on the inconsistencies and omissions of the previous
literature (Liu et al., 2021), we investigate if and how the proposed relationships change when
we consider a brand with a global versus a local origin.

Previous work has suggested that consumers may prefer brands that have a fit between
their natural origin and nurtured perceptions (Riefler, 2012). Riefler (2012) shows that
globalness perceptions enhance evaluations of domestic origin global brands if consumers
have a positive attitude to globalization while foreign origin global brands suffer if
consumers oppose globalization. Local brands often share a long history and heritage with

their home markets, some even becoming representations of the local culture (Steenkamp
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et al., 2003). That said, in our context, local iconness could be a defensive strategy for local
brands while perceived globalness could be a proactive strategy for global brands (Ozsomer,
2012) as these two groups of brands compete with each other for consumer’s minds, hearts,
and wallets. Therefore, brand perceptions may not be two ends of a continuum yet indicate
positionings with a potential to exist together. This is a viable strategic option for brand
managers who face fragmented segments (e.g., ethnocentric customers) when pursing a multi-
market strategy. Given the emotional value attached to localness and functional value attached
to globalness (c.f., Zarantonello et al., 2013), the local iconness - prestige relationship may be
higher (lower) while globalness - quality relationship may be lower (higher) for brands with a
local (global) origin. Consequently, we suggest that the effectiveness of the routes to create
brand preference and purchase intentions may differ depending on brand origin. For global
origin brands, perceived globalness may enhance purchase intentions more while for local
origin brands, local iconness could be the key.

Hypothesis 1: The positive association between local iconness (PBG) and purchase
intentions is stronger for local (global) origin brands.
Hypothesis 2: For a local (global) origin brand, local iconness (PBG) enhances purchase

intentions via prestige (quality).

The difference between brand origins is particularly relevant when bearing in mind home
country predispositions (Alden et al., 2006; Balabanis & Diamantopoulos, 2004; Dimofte et al.,
2008; Verlegh, 2007). That is, “cultural associations are an important source of brand equity,
provided that the cultural positioning is aligned with consumers’ cultural attitudes” (Steenkamp
2019 p.13). Ethnocentric consumers, those who find it morally wrong to purchase foreign
branded products and services, may buy the brands with global origin less, no matter how high
they rate these offerings on globalness. Conversely, such consumers may prefer the local origin
brands more, no matter the high efforts of the global origin brands to build local symbols/image.
In fact, these efforts may be perceived with skepticism and labeled as not sincere (Winit et al.,
2014). When consumers have feelings of unease or lack of fluency in judgements, this may lead
to negative brand evaluations (Torelli et al., 2012). We, therefore, expect the well-established

consumer ethnocentrism’s negative moderation effect on the perceived globalness — purchase
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intention relation to be higher for global origin brands while its positive moderation effect on the
local iconness — purchase intention relation to be higher for local origin brands. Overall, these
predictions suggest that the way consumer brand perceptions (PBG and local iconness) affect
preferences may vary with brand origin and consumer ethnocentrism. Our conceptual

framework capturing these nuances is depicted in Figure 1.

Hypothesis 3: Brand origin attenuates consumer ethnocentrism’s weakening effect on
purchase intentions relationships, in that: for a local origin brand, consumer
ethnocentrism’s weakening effect is less, while for a global origin brand, consumer

ethnocentrism’s weakening effect is more.

consumer
S ethnocentrism

brand origin:

local vs. global H3

b \ }
Y
H2 _»| brandprestige [~
brand perceptions: N ~—__

- perceived globalness [<— R_\ /) purchase intentions

- local iconness —
™ brand quality
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Figure 1: Conceptual Model

METHODOLOGY
To follow a multi-method approach in our empirical research, we conducted a survey and an
experiment. With the survey, data was collected from the Netherlands during a period of two
weeks in May 2014. The Netherlands is a mature market in the “post-globalization” phase that

has achieved high global integration through foreign trade and internationally oriented citizens
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(Nijssen & Douglas, 2004). In line with the matched samples technique, the survey was
conducted in shopping malls and open markets catering to middle-income clientele who are
generally reasonably familiar with global and local brands (e.g., Ozsomer, 2012). Six Master
students (who we refer as the project team) conducted the survey under the supervision of the
author. As a token of appreciation, a small gift, a bar of chocolate, was given to respondents.
Overall, a total number of 256 respondents participated in the study. Three surveys were
excluded due to the respondent age below 18, leaving us with 253 completed surveys. The
resulting sample compromised of 73% respondents in the 18- to 45-year age range, 49% males,
an average daily television watching of 1.9 hours, and 38% with a university degree or higher.
Table 1: Profile of Respondents

Percentage
(N =253)

Age:
18-25 30
26-35 23
36-45 20
46-55 15
56 and above 12
Gender:
Female 51
Male 49
Average daily television watching:
<1 hour 13
>=1 and < 2 hours 24
>= 2 and < 3 hours 31
>= 3 and < 4 hours 15
>= 4 hours 9
Information not available 8
Education:
High School 24
Vocational Education 39
University 21
Master 14
PhD 2
Others 1
Monthly income:
€1500 or less 28
€1501- €2500 35
€2501- €3500 15
More than €3500 18
Information not available 4
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Product categories and brands were selected according to previous work examining the
interplay between local and global brands (i.e., Ozsomer, 2012). Brands were identified in two
steps. In the first step, the project team evaluated the ACNielsen rankings to select the global
origin brands in the Dutch market. The best-known global origin brands in the Dutch market
were first chosen and then matched with their best-known local-origin counterparts using
Euromonitor market share of brands in the Dutch market. In the second step, following previous
work (i.e., Ozsomer, 2012), a preliminary survey was conducted to establish consumer
perceptions of the selected 21 brands from 9 product categories. An online survey using
Quialtrics was preferred instead of a focus group to save time and increase reach. The
preliminary survey was sent out to 210 participants from the family and friend circles of the
research team, out of which 120 responded. The respondents were mostly young (i.e., 88% in
the age group of 21 and 40 years), educated (50% holding a Master’s degree), and represented
both genders (51% female). The high/low involvement scale for product categories and
perceived globalness and local iconness for brands were used to identify six categories (i.e.,
beer, coffee, jeans, laundry detergent, mobile service provider, and yoghurt) and a global - local
brand pair for each category (i.e., Grolsch - Corona, Douwe Egberts - Nepresso, G-star - Levi'’s,
Witte Reus - Ariel, KPN - Vodafone, and Campina - Danone) to be used in the actual survey.
Many of what we identified as local origin brands (i.e., originating in the Netherlands) were
actually perceived as high in perceived brand globalness. The relationship between brand origin
and perceived brand globalness (and local iconness) is indeed the issue we would like to
address, providing ecological validity for our selection of country with such success stories of
local origin brands.

The original English questionnaire was translated into Dutch and the Dutch version was
translated back into English by the researcher. To decrease order-effects, two versions of the
survey for each product category were randomly distributed: one starting with questions
pertaining to the local brand (N=128) and the other to the global brand (N=125). To reach
residents with an international background, the survey was also administered in English, N = 77.
The language and order of the survey did not have an impact on focal variables, p > .10, except
for brand purchase likelihood (Mpuch= 4.36, Mengisn=4.90, F(1,504)=12.12, p < .001). The

respondents completed the survey in 20 minutes, on average.
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We employed the same measurement items as Steenkamp et al. (2003) for our
constructs (see Appendix B for exact items). For the seven multi-item constructs (only prestige
was a single item construct), we standardized their items before conducting confirmatory factor
analysis (CFA) in MPlus (Muthén & Muthén, 2017) and used 5,000 bootstrap samples in our
examination. The item “purchasing foreign-made products is un-Dutch” and the reversed item
“not all knowledgeable about this brand” were dropped because of their low contribution to the
consumer ethnocentrism and brand familiarity measures, respectively. Factor loadings were all
higher than .50 (p < .001).

The measurement model’s fit is high, (x? (131) = 232.6 (p < .001), RMSEA = .04 [90%
C.l. = .03 - .05], CFl = .98, SRMR = .03). The seven multi-item constructs had convergent
validity, with average variance extracted (AVE) higher than .50 and composite reliability (CR)
larger than .70. The AVEs and CRs were higher (p < .001) than these benchmark levels. All
constructs expressed discriminant validity, which was checked by comparing the AVE of each
construct against its squared-correlation with another. Jointly, the results support the good
psychometrics properties for the latent constructs. Table 2 provides descriptive statistics about

the measures.

Table 2. Descriptive Information about the Measures

Construct Scale M SD 1. 2. 3. 4. 5 6. 7. 8

1. Brand Purchase Likelihood  7-point 4.5221.631.934

2. Perceived Brand Globalness 7-point 4.5791.735.063 .842

3. Perceived Brand Quality 7-point 5.0061.048.412 .207 .746

4. Local Iconness 7-point 3.5931.652.042-.633-.036.892

5. Perceived Brand Prestige 7-point 4.4431.365.130 .165 .231.0411.000

6. Brand Familiarity 7-point 5.6031.322.265 .134 .340.089 .153 .788

7. Country of Origin 7-point 5.453 .789.154-.048 .144.039 .047 .162 .806

8. Consumer Ethnocentrism 7-point 2.169 .986.056-.040-.009.097 .097-.057-.010.799
AVE .873 .709 .557.796 .621 .649.639
CR .932 .880 .715.921 .765 .881.840

Note: Correlations larger than .09 and smaller than -.09 are significant at p < .05 (N = 506). Diagonal
elements are the square roots of average variance extracted (AVE).

Survey Results
We first aimed to seek the validity of the proposition offered by research embracing CCT theory:

Perceived brand globalness (local iconness) is positively related to purchase likelihood
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irrespective of brand global (local) origin. We compared fit indices of two structural equation
models (SEMSs) of a pooled approach and a multi-group analysis. By pooling all sampled brands
into one model, the first SEM treats all global/local origin brands the same, assuming brand
origin does not matter. The pooled approach builds on the model by Steenkamp et al. (2003).
The alternative approach we propose acknowledges brand origins and distinguishes between
global/local origins by testing them separately in a multi-group SEM. The multi-group SEM also
tests our hypothesis H1, H2, and H3 and allows us to account for consumer ethnocentrism’s
moderation effects. Given that ethnocentrism is measured by a scale and in light of concerns
with dichotomizing a continuous variable when not conceptually relevant, we used latent factor
interactions (Klein & Moosbrugger, 2000) for testing the consumer ethnocentrism moderations.
To assess latent factor interactions in a multi-group set-up, mixture model analysis with known
class membership (class 1 = local and class 2 = global) was employed (Muthén & Muthén,
2017).

Loglikelihood difference tests were used to test the SEM models’ fit. The first SEM has
86 free parameters, with a loglikelihood value of -11695.2, and a scaling correction factor of
1.442. The second SEM has 112 free parameters, a loglikelihood value of -11866.6, and a
scaling correction factor of 1.362. Results from both models were obtained with the MLR
estimator. Following the steps needed to compute a chi-square difference test based on these
figures (Muthén & Muthén, 2017), we find that the multi-group SEM improves the model fit when
compared to the first utilizing pooled data, Ax2 (Adf), p-value = 311.9 (26), p < .001. Thus,
Proposition 1 is not validated, providing support for our more fine-tuned approach integrating
global/local brand origin. Distinguishing between the global vs. local origins of brands shed
more light on the phenomenon under study than the dominating view that does not consider the
origin of global/local brands.

Having found support for a nuanced approach that accounts for global vs. local brand
origin together with perceptions of globalness and localness, we turned to testing our
hypotheses. Our hypotheses suggest different routes to purchase intentions for brands with
global versus local origins. Before reporting the results, it is worth noting that the main effects
model with parameters set free across the brand groups did not have a better fit compared to
the one where parameters were constrained to be equal, (Ax2 (15)= 17.1, p = .311). However,

including consumer ethnocentrism interactions significantly improved the model fit when
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compared to both the constrained main effects model (Ax2 (19)= 31.3, p = .038), and the free
main effects model (Ax2 (4)= 21.2, p < .001). This suggests that consumer ethnocentrism brings
the effect of global/local brand origin to life. The multi-group SEM approach we endorse is
worthwhile when consumer ethnocentrism is accounted for in the model. This approach
incorporates a mixture model with free parameters across two groups (global vs. local origin
brands) and latent factor interactions (Table 3) and the mediation analyses incorporating these
effects are reported in Table 4.

Table 3: The Role of Origin

Local Brands Global Brands
p- p-

b S.E. value b S.E. value
Perceived Brand Quality
Brand Familiarity 315 112 .005 .259 .099 .009
Country-of-origin .096 .065 143 .073 .081 .368
Perceived Brand Globalness .207 117 .078 428 .168 .011
Local Iconness .285 141 .043 .054 134 .685
Perceived Brand Prestige
Brand Familiarity .079 .100 432 .088 101 .384
Country-of-origin .052 .071 463 .003 .084 972
Perceived Brand Globalness 404 122 .001 444 .188 .018
Local Iconness AT7 .139 .001 .289 170 .090
Brand Purchase Likelihood
Brand Familiarity .098 111 377 A71 .108 115
Country-of-origin 113 .073 .120 -.045 .069 .516
Perceived Brand Globalness -.028 117 .810 -.199 .233 .395
Local Iconness .166 119 .164 -.088 175 .613
Perceived Brand Quality .632 .106 <.001 561 .136 <.001
Perceived Brand Prestige -.109 .063 .084 .068 .063 .286
Consumer Ethnocentrism (CET) .040 .239 .867 114 .092 .216
CET x Perceived Brand Globalness 044 098 650 -.598 193 .002
CET x Local lconness .081 .126 519 -.610 .185 .001
Number of free parameters 112
Loglikelihood value -11866.6
Scaling correction factor 1.362
Ax2 (Adf), p-value 2 21.2 (4), p <.001

Note: Unstandardized solution; p-values are two-tailed. 2 The main effects model with free parameters
across the two groups had 108 free parameters, loglikelihood value of -11873.0, and a scaling correcting
factor of 1.390.
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Table 4: The Direct, Indirect, And Total Effects on Brand Purchase Likelihood:
A Multi-Group Analysis with Brand Origin

Local Brands

Perceived Brand

Local lconness

Global Brands

Perceived Brand

Local Iconness

Globalness Globalness
p- p- p- p-

b S.E. value b S.E. value b S.E. value b S.E. value
Direct effect -028 .117 .810 .166 .119 .164 -199 .233 395 -088 .175 .613
Direct effect moderated by
Consumer Ethnocentrism -.001 .007 .850 .013 .024 .580 119 128  .353 .054 .103 .601
Total direct effect -029 .123 812 .179 .133 .179 -080 .115 .490 -.034 .074 .643
Indirect effect via Perceived
Brand Quality 131 .073 .075 .180 .088 .041 240 .124 053 .030 .077 .695
Indirect effect via Perceived
Brand Prestige -044 .028 116 -.052 .034 .123 .030 .031 .327 .020 .020 .331
Total indirect effect .087 .071 .220 .128 .088 .145 270 .131 .039 .050 .082 541
Total effect .057 122 638 .307 .146 .035 190 .142 180 .015 .096 .873

Note: Unstandardized solution; p-values are two-tailed. Since this model incorporated latent factor
interactions, bootstrapping and Confidence Interval estimations were not possible to conduct.

The routes to purchase intentions differ across global and local origin brands, supporting
H1. Table 3 shows that, in line with CCT theory (Steenkamp et al., 2003), for global origin
brands, PBG has a positive relationship with perceived brand quality (b = .428, p = .011) and
perceived brand prestige (b = .444, p = .018). But, this holds true only for global origin brands.
In contrast, for local origin brands, local iconness plays a crucial role. That is, the local iconness
of the local origin brand has a positive relationship with its perceived brand quality (b = .285, p =
.043) and perceived brand prestige (b = .477, p = .001). The other relationships, PBG for local
origin brands or local iconness for global origin brands were insignificant, p > .10. Table 4
shows that the total effect of local iconness on purchase intentions holds true for local origin
brands (b = .307, p = .035), while a similar effect is not observed for brands with global origin, p
> .10. In contrast, PBG has a significant indirect effect on purchase intentions for global origin
brands (b = .270, p = .039), while its total effect is not significant for both global and local origin
brands with, p > .10, confirming H1 predictions. These results suggest that there are different

routes to purchase intentions depending on the global versus local origin of the brand. While
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local origin brands boost purchase intentions with local iconness, global origin brands benefit
from perceived globalness but to a lesser extent, supporting Ozsomer (2012)'s local iconness
results.

When we look at the results per mediator, the picture becomes clearer. Perceived brand
guality has a significant relationship with purchase intentions for both local and global origin
brands (respectively, b = .632 and b = .561, for both p < .001) while prestige plays an
insignificant role, p > .05 (see Table 3). Consequently, for local origin brands, the indirect impact
of local iconness on purchase likelihood via perceived quality is the most important path (b =
.180, p =.041) while for global brands, the indirect impact of PBG on purchase likelihood via
perceived quality is the most important (b = .240, p =.053, see Table 4). This partially confirms
H2 in that when we account for brand global/local origin, the mediation effect of prestige is
surpassed in importance by to the role of quality.

Consumer ethnocentrism as moderator. The consumer ethnocentrism moderation is impactful
only for the purchase likelihood of global origin brands supporting H3 (Table 3). The effect of
PBG and local iconness on purchase likelihood gets significantly weaker with higher consumer
ethnocentrism, (b = -.598, p = .002; b = -.610, p = .001, respectively) for global origin brands.
Contrast this with the insignificant moderation effects for local origin brands. To better
understand these moderation effects, we compared the impact of consumer ethnocentrism on
brand purchase likelihood at low and high levels of PBG and local iconness (Cohen et al.,
2003). As depicted in Figure 2a and 2b, respectively, for global origin brands, perceived brand
globalness has an insignificant effect on purchase likelihood when consumer ethnocentrism is
low (bLow = .195, p = .482) but has a significant negative effect as consumer ethnocentrism gets
higher (bricn = -.542, p = .004). Similarly, local iconness has an insignificant effect on purchase
likelihood when consumer ethnocentrism is low (biow = .309, p = .166) but has a negative
significant effect, as consumer ethnocentrism gets higher (buien = -.469, p = .005). Together,
these results indicate that consumer ethnocentrism negatively moderates the perceived
globalness — purchase intention as well as the local iconness — purchase intention relationships.
Yet these hold true, only for global origin brands, and not for local origin brands. Ethnocentric
customers are more sensitive when approaching brands with a global origin, while having more
stable preferences for local origin brands. We revisit these findings and provide some

recommendations in the Discussion section.
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A. PERCEIVED GLOBALNESS B. LOCAL ICONNESS
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Notes: CET = Consumer Ethnocentrism. Interaction effects were not significant for local brands
(p > .10), hence are not depicted here.

Figure 2: Consumer Ethnocentrism (CET) Moderates the Focal Relationships for Global
Brands

Survey study summary. Overall, we can conclude that when brand global vs. local origin is
accounted for, consumers attach different values to brands with perceived brand globalness
versus local iconness perceptions. Specifically, a local brand’s iconness connotes better quality
which in turn makes consumers prefer the local origin brand more while perceived globalness
and quality perceptions are the main route for global origin brand purchase likelihood. This
finding is new and consistent with ideas proposed by earlier work that accounts for brand origin
misclassifications (e.g., Winit et al., 2014).

The survey study helps us understand that brand perceptions (PBG and local iconness)
are related to consumer brand evaluations and purchase likelihood, depending on brand
global/local origin. This nuance is not addressed sufficiently in the global branding research (Liu
et al.,, 2021). Specifically, the focal relationships between brand perceptions and quality,

prestige, and purchase intentions not only depend on consumer characteristics such as
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consumer ethnocentrism but also on brand characteristics such as brand global or local origin.
This is a valuable extension of previous work.

What can marketers do when they want to create new perceived brand globalness and
local iconness perceptions for a brand with a specific brand origin and an existing brand
perception? This is an important question given the increase in acquisitions by emerging market
multinationals (EMNCs) of global origin brands (e.g., Chattopadhyay et al., 2012) with firmly
established brand schemas in consumer's mind. In the introduction, we had mentioned
Lenovo’s acquisition of IBM’s PC unit, or Ulker’s acquisition of Godiva chocolates as examples
of such acquisitions of established brands by EMNCs. What happens when a global brand is
acquired by a local origin brand that signals connections to local culture and symbolism such as
Tata’s acquisition of Jaguar and Land Rover and Haier’s acquisition of GE Appliances, or
Geely’s acquisition of Volvo Cars in 2010. How should brand managers design the
communication and advertising to re-position the Lenovo or the GE brand if necessary? Should
Lenovo build local iconness and GE build perceived globalness? In these examples, over time a
misalignment between the actual brand origin and its perceived positioning (PBG vs. local
iconness) can occur as more consumers learn the new origin of the brand. Then, it may be
possible to see some negative misclassification effects. To probe this possibility further, we run

our second study.

Experimental Study

Having established that brand global/local origin matters with a survey-based study, the second
study aims to provide guidance to managers who face an inexorable misalignment between
brand origin and perceptions. We manipulate rather than measure brand origin and perceptions
by making use of a fictitious brand. We distinguished four conditions for this brand: (1) brand
has a global origin and is perceived as a global brand, (2) brand has a global origin and is
perceived as a local brand, (3) brand has a local origin and is perceived as a local brand, and
(4) brand has a local origin and is perceived as a global brand. We will explore if new
perceptions of brand globalness and local iconness are differentially influenced by the origin and
the existing perceptions or is it simply a story of fit such that perceived globalness and local
iconness are higher when the brand origin (global vs. local) fits existing perceptions (conditions

1 and 3, respectively) compared to no-fit conditions (conditions 2 and 4). The measurement

63



Global And Local Brands: Distinguishing Perceptions from Origin

items used in the experimental manipulations build on previous work (i.e., for brand origin:
Zhang & Khare, 2009 and for brand perceptions: Alden et al., 1999) and the same with the
survey.

Experimental study method. In a 2 (origin: local vs. global) by 2 (perceptions: local vs. global)
experimental between-subjects design 148 students were recruited from a behavioral lab at a
Dutch University in exchange for course credit (Mage = 19.97, SDage = 1.88, 27% female). The
data collection took a week during late January-early February of 2017. Every participant was
allocated to an experimental condition in a randomized fashion.

All respondents were requested to read the information about a jeans brand called
SyPHer imagining it to be highly relevant for them. They were given some brief information
(brand origin manipulation) and an advertisement (brand perception manipulation) about
SyPHer. We manipulated brand origin by providing the following information: for the local brand

origin condition, “SyPHer is produced and marketedin_the Netherlands, for Dutch

consumers. It is a local brand that is available on the Dutch market only.” and, for the global

brand origin condition: “SyPHer is produced and marketed internationally, for global

consumers. It is a global brand that is available across the world.” After reading this
information, respondents were asked to examine the brand’s new advertisement, which was to
be placed in magazines and online. The local versus global perceptions were manipulated such
that for the local iconness (perceived globalness) condition, respondents saw an ad stating,
“SyPHer represents what the Netherlands (world) is all about. For me, SyPHer is a symbol of
the country (world) we live in. (see Appendix C for the exact image and wording). This is a
frequently used priming procedure in the international marketing research domain where
consumers are requested to examine an advertisement that is systematically varied across
conditions (e.g., Diamantopoulos et al., 2017).

After the manipulations, respondents indicated the brand’s perceived globalness and
local iconness by means of the same items as in the survey study (i.e., Steenkamp et al., 2003).
We later asked the manipulation checks and some demographic questions such as age and

gender.!

1 We also collected data for other constructs used in the survey such as purchase intentions, quality, prestige, and
consumer ethnocentrism. For brevity, we do not report these results here. We can do so upon request.
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Manipulation checks. Post-hoc manipulation checks demonstrated that our manipulations
effectively primed brand origin and perceptions. For each manipulation, we asked one
manipulation check question. For the brand origin question, respondents indicated their
perceptions of SyPHer’s origin, where 1= owned by a Dutch company (local), 7=owned by an
international company (global). Self-reported origin was significantly higher for the global origin
condition (Mgiobaio = 4.92) than for the local origin brand (Miocaio = 3.04; F(1,146)=40.6, p < .001),
suggesting that the manipulation worked. For the brand perception question, respondents
indicated their perceptions of SyPHer’'s advertisement, where 1=about the Netherlands 7=about
the world. Self-reported perception was significantly higher for the global perception (Mgiobair =
6.09) than for the local perception condition (Miocar = 2.62; F(1,146)=332.9, p < .001).

Experimental study results. We followed the same procedures as those used in the survey to
check the convergent and discriminant validity of our multi-item constructs. After seeing all
perform well, we averaged the items to calculate factor scores for path analyses. As a
preliminary check, we tested for the mean differences using an ANOVA. We found that
perceived globalness and local iconness showed significant differences between the four
conditions, F(3,144)=29.3, p < .001 and F(3,144)=4.5, p = .005 (see Figure 3 for actual means)

providing confidence for our experimental design and manipulations.
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Figure 3: Experimental Results of Brand Origin Interaction with Brand Perception
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Before running the path models, we transformed the dummy codes into effect codes to
ease coefficient interpretation (following Cohen et al., 2003 and earlier work e.g., Harmeling et
al., 2015; Schrift & Amar, 2015) i.e., -0.5 for global brand origin / global brand perception and
+0.5 for local brand origin / local iconness variables and then calculated an interaction variable.
The path analyses results show that for perceived brand globalness, both brand origin and
brand perceptions mattered. That is, local brand origin created lower perceived globalness
compared to global brand origin (b= -1.780, p < .001). In addition, local perception created lower
perceived globalness compared to global perceptions (b = -.776, p < .001). Regarding local
iconness, however, only brand perceptions mattered (right hand side of Figure 3). That is, local
brand perceptions created higher local iconness compared to global brand perceptions (b=
.792, p < .001) while brand origin seemed not to drive new localness perceptions, p > .10.
Furthermore, with respect to the fit idea, we find that it does not hold. Specifically, the interaction
between brand origin and brand perceptions impacted neither the globalness nor the iconness
perceptions, p > .10. To summarize, we found that if marketers would like to re-position a brand
along perceived globalness, they should see if it originally has a global origin or holds existing
global perceptions. However, if they would like to position it along local iconness, they should
only do so if it is perceived as a local origin brand in the market. A brand with a global origin
cannot achieve local iconness according to these experimental results, not to mention it would

lose returns especially among ethnocentric consumers as suggested by our survey results.

DISCUSSION

This study revisits previous research on global branding (e.g., Steenkamp et al., 2003)
and investigates the benefits of disentangling the well-established effects of perceived brand
globalness versus local iconness perceptions for brands with global or local origin. The results
of the survey conducted in the Netherlands indicate that the routes to purchase intentions are
indeed asymmetric for global versus local origin brands. Specifically, perceived globalness
helps boost purchase intentions of global origin brands while local iconness enhances purchase
intentions for local origin brands. For both, however, the effects are only attainable if the quality

perceptions are primarily established. This is an important finding since Steenkamp et al. (2003)
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did not observe a positive relation between local iconness and perceived quality while Ozsomer
(2012) found a positive relation only in the culturally grounded food categories. The importance
of quality perceptions for local iconness is in line with Winit et al.’s (2014) finding for Thai
Airlines. Meanwhile, there is room to find ways to persuade highly ethnocentric consumers. The
findings show that neither perceived brand globalness nor local iconness can reverse this type
of consumers’ aversion to global brands. Hence, what global brand managers should do with
regard to ethnocentric customers depends on how large the ethnocentric consumer segment is
in the market of interest. How does the anti-globalization sentiments reflected in and fueled by
Br(exit), the Trump administration’s anti-globalization moves and similar sentiments affect the
number of ethnocentric consumers? If these segments reach a size difficult to ignore for global
origin brands, they may have to acquire local icon brands to complement their brand portfolios.

Building on these findings, we also examine in an experiment what happens if a re-
positioning strategy is intended. We suggest that for globalness, what marketers need is either
prior globalness perceptions or a global origin while for local iconness, what matters is that the
brand is perceived as local in the given market, especially when ethnocentric consumers are
targeted. This seems in line with anecdotal evidence as well as prior empirical findings. For
example, Cola Turka, a local, soft drink brand, was launched in 2003 by Ulker, a large food and
beverage manufacturer in Turkey. With Coca-Cola the market leader, followed by Pepsi, Cola
Turka needed a unique differentiation point whilst facing the global brands. The ad agency
curated a launch campaign that played on the Turkish pride and featured Chevy Chase. Later
on, the company has always built its localness perceptions in line with its local origin (Britt,
2003). Ulker in the recent decade turned out to be an emerging giant and even acquiring global
brands like Godiva chocolates. Yet for such brands, it followed a light-touch acquisition strategy
and has continued to build on their globalness perceptions, given the global brand origins as
well as their already established global brand schema (Chattopadhyay et al., 2012). Overall, the
two studies support such practical examples and provide practitioners evidence on how actual
brand origin plays a role in addition to prior global/local perceptions when making new
positioning decisions.

Torelli and colleagues’ findings (2012) in the context of global brands inform our findings.
Torelli et al. (2012) find that associations that contradict the existing brand concepts may make

consumers experience a sense of confusion, which in turn leads to negative brand associations.
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They find that brand concepts that fit (vs. misfit) with each other are as a result more (less)
positively perceived by consumers when a certain brand concept already exists. In our context,
perceived brand globalness and local iconness are brand concepts. When local iconness is
added to a global origin brand, consumers may experience a sense of unease or disfluency
dampening brand evaluations and purchase intentions.

Extending the findings of earlier work mostly emphasizing the perceptions and related
positioning efforts of brands (e.g., Steenkamp 2019), our conceptualization and empirical
approach shows that origin and the related impressions towards the brands are important for
consumers. These findings address gaps in global branding literature (Liu et al., 2021) in two
folds. First, we theoretically clarify inconsistencies of perceived globalness and local iconness
definitions. Second, we include experimental data using fictitious brands, which is empirically
not much preferred by prior work, mostly employing surveys and real brands. These insights are
essential for marketing practitioners in that both global and local brand managers need to re-
position their brands if the origin changes with growth or acquisition and in contexts with
heterogeneous consumer ethnocentrism. The different routes to purchase intentions for global
and local origin brands revealed in this study tilt the balance towards staying true to the “nature”
of global vs. local brands both in terms of origin as well as perceptions. While new positions can
be nurtured, there seems to be path dependence in terms of where the brands start. A brand’s
globalization trajectory is usually part of its growth story while its genetics stay the same (Sharp,
2010). Both managers and researchers could benefit from matching conceptual and empirical
choices with the delicate processes that consumers’ hearts and minds go through and thereby
keeping global - local brand origin and ethnocentrism as important variables in their models.
The key takeaways align well with recent work on omni-brand orientation (Schmidt-Devlin et al.
2022) and are underlined further since the meta-analysis that shows consumer ethnocentrism is
at varying degrees is dependent on cultural factors, yet overall universal (Balabanis &
Siamagka, 2022).

LIMITATIONS AND FUTURE RESEARCH
We hope our research stimulates future studies where the multi-faceted interplay between
brand origin and perceptions are investigated in the context of rising anti-globalization trends

particularly in post-industrialized markets and the growth of ethnocentric consumer segments. It

68



Peren OZTURAN

would be interesting to examine if brands that behave in ways that are congruent (incongruent)
to their origin (i.e., local origin brands building on their local iconness and global origin brands
building on PBG), translate into willingness to pay. While for local brands, this may translate into
favorable brand evaluations (attitude, preference, consideration), global brands may still warrant
higher margins in the marketplace. Winit et al. (2014) find heterogeneous effects across
categories on purchase intentions in Thailand. This is an interesting area worthy of exploring
further.

Future research could also use longitudinal or time-series data to track how the brand
origin and global/local perception interaction evolves with actual changes in brand positioning
(not hypothetical as we tested in the experiment). Given the initial support we find for path
dependence and staying true to the genetics of the brand (Sharp, 2010) such longitudinal
analyses could answer questions such as: How long does a brand need to shed its brand origin
effect in a specific market (think of the Coca Cola example in Turkey provided earlier before).

Since consumers in emerging and high-income markets are expected to react differently
to global origin and global brand perceptions (e.g., Burgess & Steenkamp, 2006; Batra et al.,
2000; Ozsomer, 2012), a multi-country study could be employed to investigate how results differ
in these contexts (e.g., Eng et al.,2016). We hope our study contributes to the insightful and
interesting research stream on global and local branding as their paths cross in many markets,

contexts, and hearts.
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APPENDIX A. COMPARING THE CURRENT RESEARCH WITH HIGHLY RELEVANT PAPERS ON GLOBAL BRANDING

Article Key Constructs Definitions Operationalization /  Methodological Substantive outcome
outcome
Steenkamp et Perceived the perceived multimarket Survey based, using subjective consumer- Perceived globalness is positively related to
al., (2003) globalness- reach of a brand and is based level data e.g., brands selected from focus quality and prestige and through them to
localness upon consumer perceptions. groups, where two brands in each category purchase likelihood (PL) while local
represent the global and local ends of the iconness has only a direct impact on PL.
perceived globalness continuum. Brands can be simultaneously global and
local.
Ozsomer Actual global-local widespread regional/ global Survey based, using objective measures Perceived brand globalness is positively
(2012) origin and perceived awareness, availability, e.g., ACNielsen rankings help identify best- related to local iconness in an emerging
globalness- acceptance, and demand known global (local) brands and focus market, but the relationship is negative in
localness groups are used to check local brands have advanced markets. Local brand’s
high local iconness and global counterparts globalness and global brand’s local
high perceived globalness iconness has differential effects.
Holt et al., Actual global-local wide availability and Survey based, using brands selected by Consumers choose global brands due to
(2004) origin recognition as the key objective measures i.e., from Interbrand quality signal, global myth, and social
features of global brands Global Scorecard responsibility.
Winit et al. Brand ownership brand globalness is a Experiment based, using manipulations that Consumers who perceive a brand as being
(2014) (local versus foreign continuum, based on the include brand information on geographical global (non-global) associate the brand with
owned) versus relative geographical scope of availability and promotions for brand higher (lower) quality and intended to
perceived the brand while brand globalness and information on headquarters purchase it more (less), regardless the
globalness ownership is what underlies location, nationality of majority of perceived ownership of the brand
the global / local distinction shareholders, and nationality of board / (consistent with Steenkamp et al. 2003).
i.e., perceived origin of the executives for brand ownership. Brands can be simultaneously global and
brand. local.
The current Actual global-local wide availability and Survey and experiment based, using Actual brand origin matters: The fit between
research origin and perceived recognition. objective measures: ACNielsen rankings the perceived globalness (local iconness)
globalness - local and Euromonitor market share for actual and global/local origin are associated with
iconness brand origin and manipulating promotions higher purchase intentions.

for perceived brand globalness / local

iconness.
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APPENDIX B. MEASURES

Constructs

Items

Perceived Brand

Answer the questions below considering brand X in the Y category

Globalness (AVE = .71, 1. To me, thisis a global brand - To me, this is a local brand
Steenkamp et al., 2003) 2. | DON'T think consumers overseas buy this brand - | DO think consumers
overseas buy this brand
3. This brand is sold only in the Netherlands - This brand is sold all over the
world
Local Iconness (AVE = 1. | associate this brand with things that are Dutch - | DO NOT associate this
.80, Steenkamp et al., brand with things that are Dutch
2003) 2. To me, this brand represents what the Netherlands are all about - To me,
this brand does NOT represent what the Netherlands are all about
3. To me, this brand is a very good symbol of the Netherlands - To me, this
brand is not a very good symbol of the Netherlands
Perceived Brand Quality 1. This brand is very low on overall quality - This brand is very high on overall
(AVE = .56, Keller & quality.
Aaker, 1992) 2. This is a brand of inferior quality - This is a brand of superior quality.
Perceived Brand e This is a prestigious brand - This is not a prestigious brand
Prestige (Han &
Terpstra, 1988)
Brand Purchase 1. lwould not buy it - | would certainly buy it
Likelihood (AVE = .87, 2. lam not at all likely to buy it - | am very likely to buy it.
Dodds et al., 1991)
Brand Familiarity (AVE 1. This brand is very familiar to me -This brand is unfamiliar to me
= .62, Steenkamp et al., 2. Everybody here has heard of this brand - Almost nobody here has heard of
2003) this brand
3. lam not all knowledgeable about this brand-I am very knowledgeable about

this brand

Consumer
Ethnocentrism (AVE =
.64, Shimp & Sharma,
1987)

Please indicate your own personal preference or feeling about each item by drawing
a circle around the number that is closest to your personal feeling. There is no right
Or wrong answer.

1

2.
3.
4.

Purchasing foreign-made products is un-Dutch.

It is not right to purchase foreign products.

A real Dutch person should always buy products made in the Netherlands.
Dutch should not buy foreign products, because this hurts Dutch business
and causes unemployment.

Country-of-origin (AVE
= .65, Jaffe &
Nebenzahl, 1984)

Products/brands made in the Netherlands are:

1.
2.
3.
4.

Overall quality: Poor - Excellent
Design and style: Poor - Excellent
Level of technology: Poor — Excellent
Value for money: Poor - Excellent

Note: Brand-related and country-of-origin items were scored on seven-point bipolar scales with the end
poles given above. Consumer Ethnocentrism items were scored on seven-point scales with 1=strongly
disagree and 7=strongly agree as anchors.
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APPENDIX C. EXPERIMENTAL MANIPULATIONS OF LOCAL VERSUS GLOBAL PERCEPTIONS

Condition: Local Perceptions Condition: Global Perceptions

SyPHer represents what the Netherlands is all about. For me, SyPHer represents what the world is all about. For me, SyPHer
SyPHer is a symbol of the country we live in. is a symbol of the world we live in.

o= KR enjoy
the.streets of
the world - with

——— OVARRISIE

77



Dokuz Eylill Universitesi isletme Fakiiltesi Dergisi, Cilt 24, Sayi 1, 2023

YAZARLARA DUYURU

DERGI HAKKINDA

isletme Fakdiltesi Dergisi yilda iki kez yayimlanan hakemli bir dergidir. Dergide isletme,
iktisat, siyaset bilimi, uluslararasi iligkiler ile turizm igletmeciligi alanlarinda, farkl
metodolojik ve kuramsal bakis acilari sunan bilimsel nitelikte 6zgin c¢alismalar
yayimlanmaktadir. Derginin yayin dili Tirkge ve ingilizcedir. Dergiye gdénderilen
calismalarin bagka bir yerde yayimlanmamis veya yayimlanmak Uzere
degerlendirmeye alinmamis olmasi zorunludur.

DEGERLENDIRME SURECI

Dergiye génderilen calismalarin 6ncelikle Dergi Editérligu tarafindan yayin ilkelerine
uygunlugu degerlendirilir. Bu asamada ayrica dergiye goénderilen batin ¢alismalar bir
intihal tespit programinda orijinalite yoninden kontrol edilir. Bu asamaya iliskin
degerlendirme sonuglari yazarlara ¢alismanin dergi editérliglnin eline gegmesini
izleyen 15 gun icerisinde bildirilir. Hakem incelemesine deger bulunan calisma ilgili
alanda uzmanlagsmis en az iki hakeme gonderilir. Bu surecte hakem ve yazar kimlikleri
gizli tutulur. Dergi editorligu hakemlerden gelen bilgiler dogrultusunda son
degerlendirmeyi yapar ve hakem raporlarini yazarlara en ge¢ 15 gun igerisinde
gbnderir. Son degerlendirme asamasinda dizeltme isteminde bulunan galismalar igin
degerlendirme slreci yeniden baglar. Calismalarin yayimlanmasi, hakem
degerlendirme sonuglari ve dergi editérliginin goérisleri dogrultusunda gercgeklesir.
Degerlendirme sureci i¢in hedeflenen toplam sire 75 ginddir.

YAZIM KURALLARI

Asagida yer alan bigimsel 6zellikleri tagsimayan calismalar, degerlendirme sirecine
alinmaz. Derginin son sayisinin referans amagli incelenmesi 6nerilmektedir.

Genel Sayfa Duzeni

Dergiye gonderilecek ¢alismanin tim metninde, 1,15 satir araligi, Arial 11 punto fontu
(A4 kagidina) kullaniimali, 4 cm Ustten, 3 cm alttan, 3 cm sagdan, 3 cm soldan bogluk
birakiimali; kapak sayfasi, sekiller, tablolar, kaynakga, notlar, ekler ve 6zet kisimlari
dahil olmak Gzere metin toplam 25 sayfayl gecmemelidir. Sayfa sinirini asan ¢alismalar
degerlendirmeye alinmayacaktir. Calismada dst ve alt-bilgi icin 1,5 cm mesafe
birakilmali ve Arial 9 punto fontu kullaniimalidir.

Kapak Sayfasi
Yazar/yazarlarin adi, soyadi, kurumu, ORCID bilgisi, adresi, telefon numarasi ve e-
posta bilgileri kapak sayfasinda yer almalidir. Yazar/yazarlar, kapak sayfasi disinda,
ana metin icerisinde herhangi bir yere yazar kimligini ortaya cikarabilecek ifadeler
yazmamalidir.
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Oz (Abstract) Sayfasi

Kapak sayfasini Oz sayfasi izlemelidir. Bu sayfada galismanin baghigi ve 6zeti,
calismanin yazildigi dil énce olmak lzere hem Tirkge hem de Ingilizce olarak yer
almaldir. Oz calismanin amag, kapsam, yéntem ile sonug ve bulgularin acgik bir 6zeti
olmali ve 150-250 sézcligu gegmemelidir (tek satir aralikh). Her bir Oz'iin altina
c¢alismanin igerigine uygun 5 adet anahtar kelimeler her iki dilde eklenmelidir. Calisma
konusuna uygun Jel Kodlari eklenmelidir. Link icin tiklayiniz:
https://www.aeaweb.org/econlit/jelCodes.php

Ana Metin

Calismanin ana metni Oz sayfasini izleyen sayfadan baslamalidir. Oz sayfasindan
baslamak Uizere sag alt kbseye gelecek bicimde sayfa numarasi konulmalidir. Paragraf
basliklari 1 cm igeriden baslamali, paragraflar arasinda bogsluk birakiimamalidir.

Ana basliklarin tamami blyik harflerle satir ortasina koyu fontla yazilmalidir. ikinci
duzey bagliklar sézcuklerin ilk harfleri blyuk, sola hizali ve koyu fontla yazilmalidir.
Ucuincti diizey basliklar 1 cm igeriden baslamali, sézctiklerin ilk harfleri blyiik olmali ve
koyu fontla yazilmamalidir. Ana bagliklardan énce ve sonra 12 nk aralik birakiimahdir.
ikinci diizey basliklardan énce 12, sonra 6 nk aralik birakiimalidir. Ugilincii diizey
basliklardan 6nce ve sonra ise 6 nk aralik birakilmaldir.

Tablo ve Sekiller

Her tablo bagligi tablonun Ustiinde; her sekil bashgi seklin altinda sola yasli yalnizca ilk
harfleri blylk olacak sekilde, tablo/sekil numarasi ve bashdi verilerek koyu fontla
yazilmahdir (Ornegin; Tablo 1: Orneklemin Ozellikleri). Renklendirme icin yalnizca
siyah ve grinin tonlari kullanilmahdir. Tablo/sekil bayukliglu 1 sayfayr ve yukarida
belirtilen sayfa olgllerini asmamalidir. Tablo/sekil icerisinde 8-10 punto kullanilabilir.
Yatay tablola eklenecek ise dergi yayin formatina uygun sekilde konulmalidir.

Tablo/sekil altlarinda yer alan acgiklamalar icin 8 punto, normal diz yazi karakteri
kullaniimalidir. Tablo/sekil altinda yer alan dipnotlar kugik harflerle Ust simge
(a,b,c,d...) baglklari kullanilarak verilmelidir. istatistiksel anlamhlik diizeyleri (*)
isaretinin Ust simge kullanimiyla belirtiimelidir (p<0.05 igin *, p<0.01 i¢in ** ve p<0.001
icin ***). Alintilanan tablo/sekil i¢in sayfa numarasi da dahil metin-igi atif verilmelidir.
Metin icinde sunulan tablo, formul veya sekiller resim olmamalidir.

Atif ve Kaynakga

Dergide APA-5 kapsaminda metin-igi atif yontemi kullaniimaktadir. Dipnot veya sonnot
yontemleri kullanilmamalidir. Sadece metinde agiklayici bilgiye ihtiya¢ duyulursa dipnot
kullanilabilir. Bu sekilde kullanilan dipnotlar 9 punto ile yazilmahdir.

Metin-ici atif ve kaynakga gOsterimi icin tiklayiniz:
https://drive.google.com/file/d/1w5zEQEHNDCbHk8GtMLVyY f9ybMO7WICl/view
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Uygun formati tasimayan ¢alismalar degerlendirme sirecine alinmaz.

Dogrudan alintilanma asagidaki bicimde sunulmahdir. Maksimum 3 satir, italik, Arial 10
font, 1 cm sag / sol girintili.

On degerlendirme asamasinda Dergi Yayin Kurulu tarafindan diizeltme talep ediimesi
durumunda yazarlarin 1 ay igerisinde ilgili diizeltmeleri yapmasi gerekmektedir. ilgili
dizeltmeler yapilmadigi takdirde RET karari verilir.

Yasal/Ozel izin Belgeleri

Anket, muilakat, odak grup calismasi, gozlem, deney, goérisme teknikleri kullanilarak
katilimcilardan veri toplanmasini gerektiren nitel ya da nicel yaklasimlarla yuruttlen her
tarlh arastirmalar icin Etik Kurulu Kararinin makaleyle beraber sisteme yulklenmesi
gerekmektedir. Ayrica makale icerisinde Etik Kurulu Karari bilgisine yer verilmesi (iznin
hangi kurumdan, hangi tarihte ve hangi karar veya sayi numarasi ile alindigi agikca
sunulmalidir) zorunludur. Son olarak olgu sunumlarinda “Aydinlatiimis Onam
Formu”’nun alinmasi; baskalarina ait 0dlgek, anket, fotograflarin kullanimi igin
sahiplerinden izin alinmasi ve yine makalede belirtimesi gerekmektedir.

intihal Raporu
Dergiye ilk gonderim asamasinda makale ile birlikte intihal raporunun sisteme
eklenmesi gerekmektedir.

Yayin haklari saklidir. Dergide yayimlanan calismalarin batini veya bir kismi,
yayimlayan kurulusun ve yazar/yazarlarin yazili izni alinmaksizin, elektronik, mekanik,
fotokopi, kayitlama veya benzeri bir aragla herhangi bir sekilde basilamaz,
¢ogaltilamaz, fotokopi veya teksir edilemez, 6zetlenemez ve yayimlanamaz.

isletme Fakiiltesi Dergi Editorliigii, yayin formatina uygun hazirlanmayan calismalari
hakem degerlendirmesine géndermeksizin yayimlamama hakkini sakli tutar.
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