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ANALYSIS AND CLASSIFICATION OF APPLICATIONS BY
AIRLINES TO PROTECT CONSUMERS DURING THE COVID-19
PANDEMIC PERIOD

COVID-19 PANDEMIiSIi DONEMINDE TUKETICILERI KORUMAK
ICIN HAVAYOLLARININ YAPTIGI UYGULAMALARIN ANALIZI VE
SINIFLANDIRILMASI

Hiiseyin Erbil 0ZYORUK"
Aysun Asena ASLAN™

Oz

Havayolu sirketleri, Covid-19 pandemisi sirasinda ticari faaliyetlerini siirdiirebilmek ve tiiketicileri
koruyabilmek igin belirli 6nlem ve uygulamalar gelistirmistir. Ornegin, bazi havayollar1 ugaklarin ve
bagajlarin dezenfektasyonu gibihijyen onlemlerialirken, birkismidayolcularin ugushaklarini kaybetmemesi
i¢in biletlerine belirli zaman esneklikleri getirmislerdir. Oteki yandan yolcular1 web sayfalar1 araciligi ile
bilgilendirmisler ve sosyal mesafenin korunmasi ve kalabaligin azaltilmasi adina da birtakim uygulamalar:
olmugstur. Bu ¢alismada, Uluslararas1 Hava Tasimaciligi Birligine (IATA) iiye havayollarinin resmi web
sayfalar1 incelenmis, firmalarin tiiketicileri hastaliktan korumak ve onlarin hak kayiplarini minimuma
indirmek veya telafi etmek i¢in yurittikleri uygulamalar tespit edilmis ve bu uygulamalar amaglarindaki
benzerlikler esas alinarak sistematik olarak gruplandirilmistir. Ayrica IATAnin bolgesel siniflandirmasi
temel alinarak, havayollarinin uygulamalar: arasindaki bolgesel farkliliklar da incelenmistir. Literatiirdeki
¢alismalar bu uygulamalar tek tek ele alsa da bu ¢aligma, bu kapsamdaki tiim uygulamalar1 bir araya
getirmis ve sistematik olarak ilk kez smniflandirmistir. Boylece, covid-19 vakalarinda tekrar hizli bir artig
veya benzeri baska bir pandemi durumunda bulag1 azaltmak, tiiketicileri korumak ve hak kayiplarini telafi
etmek i¢in havayolu ile yolcu tasimacilig1 sektoriinde yapilabilecek uygulamalari tek bir galismada bulmak
miimkiin hale gelmistir. Pandemi doneminde esnek bilet ve self-servis teknoloji uygulamalarinin pandemi
sonrasinda da devam ettirilmesi tiiketicilere fayda saglayacaktir, bu uygulamalara devam eden havayolu
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Analysis and Classification of Applications by Airlines to Protect Consumers During the Covid-19 Pandemic Period

firmalar1 rakip firmalarla aralarinda fark yaratacaktir. Pandemi doneminde alnan hijyen 6nlemleri ve
uygulamalarinin da 6nemi biiyiiktiir.Havayollar1 hijyen 6nlemlerini uygulamaya devam ettiginde grip,
nezle gibi bulasic1 hastaliklarin yayilimi engellerken; yolcularina giiven saglar.

Anahtar Kelimeler: Covid-19 pandemisi, havayolu sirketleri, onlemler, uygulamalar, tiiketicileri koruma
JEL Siniflandirilmasi: M31

Abstract

Airline companies have developed specific measures and practices to maintain their commercial activities
and protect consumers during the COVID-19 pandemic. For example, while some airlines take hygiene
measures such as disinfection of airplanes and luggage, others have introduced certain time flexibility
on their tickets so that passengers do not lose their flight rights. On the other hand, they informed the
passengers through their web pages and had some practices to maintain social distancing and reduce
the crowd. In this study, the official websites of the member airlines of the International Air Transport
Association (IATA) were examined, the practices carried out by the companies to protect consumers from
disease and to minimize or compensate for their loss of rights were determined, and these practices were
systematically grouped based on the similarities in their purposes. Also, regional differences between
airlines’ practices were examined based on the regional classification of IATA. Although the studies in
the literature deal with these practices one by one, this study brought them together and classified them
systematically for the first time. Thus, in the event of a rapid increase in COVID-19 cases or another
similar pandemic, it has become possible to find applications that can be made in the airline passenger
transportation sector in a single study to reduce transmission, protect consumers, and compensate for the
loss of rights. Continuing flexible ticketing and self-service technology applications during the pandemic
will also benefit consumers after the pandemic, and airline companies that continue these applications
will make a difference between them and their competitors. Hygiene measures and practices taken during
the pandemic are also necessary. While preventing the spread of infectious diseases such as colds provides
confidence to its passengers.

Keywords: COVID-19 pandemic, airline companies, precautions, practices, protect consumers

JEL Classification: M31

1. Introduction

The COVID-19 pandemic has brought unprecedented problems worldwide, and among the most
important of these are economic problems. While the Annual Gross Domestic Product worldwide
grew by 3.6% in 2018 and 2.9% in 2019, it shrank by 3.1% in 2020 and 6.1% in 2021 due to the negative
impact of the coronavirus on the economy (International Monetary Fund [IMF], 2022) Many sectors
such as construction, education, tourism, transportation, and aviation have been affected by the
Covid 19 pandemic (Loewenstein & Dey, 2020). One of the most adversely affected among these was
the aviation sector because, with the emergence of the epidemic, restrictions on air transportation
came all over the world. The World Tourism Organization (WTO) stated that, in 2020, all countries
restricted travel, and 72% closed their borders completely (WTO, 2020). Airline companies suffered
severe losses due to the travel restrictions imposed to prevent the spread of the disease. It has been
observed that airline flights increased from 2011 to 2019 to 39,203,774 but decreased to 20,458,481
in 2020 worldwide (The World Bank Group, 2022), so air traffic decreased by 47.81% in a year.
There was a slight increase in international air transportation in 2021 compared to the previous year.
Still, even after this increase, air passenger transportation could only reach half of the pre-pandemic
level (International Civil Aviation Organization [ICAQO], 2022). With this sudden drop in passenger
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traffic caused by the epidemic, health organizations and industry experts tried to identify measures
to prevent or reduce the spread of the disease, thereby ensuring the continuation of air transport
activities. As a result, many airline companies quickly implemented the recommended measures and
developed practices to compensate for the loss of rights of consumers due to the epidemic.

In this study, the measures taken by aviation companies to protect consumers during the epidemic
and their practices to eliminate the loss of rights were investigated, systematically classified, and
presented on a regional basis. The study is the first to investigate and bring together the practices
of airline companies to reduce the possibility of consumers catching the disease and to eliminate
the loss of rights due to the pandemic. In this context, the main contribution of the study is to
present a bird’s-eye view of the efforts of airline companies to protect airline consumers from a broad
perspective. In this way, it is possible to see at a single glance what can be done in case the pandemic
becomes severe again or a similar pandemic occurs in the future. To determine the practices by
airlines to protect their customers during the COVID-19 pandemic, first, the websites of the member
airlines of the IATA were examined, and the airlines were grouped according to their regions. Then,
the detected measures were classified according to their similarities. Thus, both the practices of the
airlines in the different areas of the world are presented, and the measures applied worldwide are
given together to be benefitted in case of a re-increase in the number of cases or a new epidemic.

The literature and research methodology are explained in the next section of the study. Then, the
measures determined are brought together, classified, tabulated, and described in the analysis and
results sections. Finally, the findings and the theoretical/managerial applications and limitations
were discussed.

2. Literature Review

Due to the coronavirus pandemic, many countries and health authorities have worked to detect the
disease, strict hygiene and social distance rules have been applied, and the spread of the disease has
been tried to be reduced with restrictions (Haleem et al., 2020). It was observed that the minimum
physical distance rules applied reduced the spread of SARS-CoV-2 (Chu, et al., 2020). Li & Linton
(2020) developed a model that determines when the epidemic will peak and works on the rise and
fall of the daily number of cases. Yue and others (2020) worked on early warning, coping with risk,
and monitoring and analyzing risk.

As Covid-19 spreads worldwide, strict measures have been taken to prevent it. Borders were closed,
travel bans were imposed to reduce the spread of the disease, and many people avoided traveling—
canceling upcoming flights seriously hurt airlines (Gupta et al., 2020). Nakamura Managi (2020)
argued that to prevent air travel transmission, authorities should limit travel frequencies, impose
quarantine at home, and restrict flights of passengers suspected of being infected with COVID-19.
China controlled the domestic spread with heavy mask measures, flight tracking, and rerouting in
March 2020 but could not prevent the transmission of COVID-19 to the rest of the world due to
nonstop international flights (Yu & Chen, 2021).
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IATA Medical Advisory Group stated that the use of masks prevents the spread of small particles,
that it can be used in areas where there is no social distance, and that gloves and masks should be
used not only by the passengers but also by the cabin crew, and that mutual protection can only
be provided in this way (IATA Medical Advisory Group, 2020). The group pointed out that social
distancing in the airport and the boarding process, including the management of the embarkation
and disembarkation, the restriction of the cabin baggage of the customer, and the coordination to
reduce the contact of customers on board, can be easily achieved. However, they stated that seating
arrangement is limited by the ability and availability of the airline and related to passenger budget
(IATA Medical Advisory Group, 2020). Pavli and others (2020) emphasized the importance of rapid
case detection, isolation, and taking necessary precautions in flight to reduce the spread of the
disease and claimed that in this way, the spread of the disease can be controlled. The author clarified
that using masks in the cabin is a must for both the passengers and the crew and that even the use of
masks can be infected. Chen and others(2020) also pointed out that COVID-19 spread during the
flight. Although there is no covid contamination in food preparation and service, Shahbaz, Bilal,
Moiz, Zubair, & Igbal (2020) stated that the preparation and presentation of meals should be done
according to hygiene and social distance rules; otherwise, there is a risk of covid spread for both
food service and customers.For this reason, some airlines have started implementing packaged food
services, while others have removed food services. Schultz and Fuchte (2020) claimed that in-flight
cabin air should constantly be circulated and passed through high-efficiency particulate air (HEPA)
filters that remove 99% of bacteria and viruses.

Moreover, according to Bagshaw & Illig (2019), infectious diseases spread in the cabin. Still, more
research is needed, and no evidence exists of the disease spreading through HEPA-filtered air. From
past to present, in-flight disinfection is applied before take-off, during flight, and after landing of
airplanes coming from regions where there are highly pathogenic agents such as Ebola/Lassa fever
virus, SARS-/MERS-CoV, pandemic influenza virus (Alshahrani et al., 2021; Klaus et al., 2016).

COVID-19 tests performed 72 hours before the flight are vital in detecting the disease and preventing
transmission ( Dollard et al., 2020). Disinfection of luggage has also been suggested to reduce the
spread of disease. Using disinfection tunnels at airports was thought to prevent the spread (Murthy,
2020). Contrary to widespread belief, it has been seen that a passenger loading from the back to the
front while boarding the plane affects the transmission of the disease. Leaving the middle seats empty
reduces exposure, and the prohibition of using cabin baggage minimizes the contact between the
passengers moving and sitting in the aisle (Islam et al., 2021).

After the COVID-19 virus was declared a global epidemic by the World Health Organization,
countries struggled to reduce the transmission of the disease by taking the necessary precautions
(MACIT & MACIT, 2020); (Hopanct et al., 2021). Turkey first stopped its flights to China and then
brought its citizens abroad to the country in a gradual and controlled manner. In specific periods,
quarantine was applied to those who came from abroad to reduce the spread of the disease. Flights
to countries with increased cases were restricted; International flights were suspended occasionally
due to rising cases (SHGM, 2020a). Pehlivanli (2020), to determine the possible effects of COVID-19
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on the Turkish aviation sector, the performances of airports before and during the COVID-19
period were compared. It was observed that productivity decreased during the Covid-19 period.
Although the efficiency of the airports decreased, Giirsoy and Ates (2022) observed that during the
pandemic, passengers at the airports waited longer in line due to the length of the procedure. They
drew attention to the importance of applications such as self-service kiosks, baggage drop, and online
check-in, which have been actively used during the pandemic.

The pandemic, which hit aviation activities, caused a 54% decrease in air traffic in 2020 compared to
2019in Turkey (EUROCONTROL,2021). Airlines introduced certain practices for safe transportation.
For this reason, steps have been taken to reduce the time spent at airports and in the cabin and to
reduce the transmission of the disease during this time. During the pandemic, Turkish Airlines,
Turkey’s flag carrier, has implemented several practices. Turkish Airlines informed its passengers
and employees about signs of illness, masks, and disinfection; disinfected the inside of the aircraft
and reduced the on-board refreshments; the magazine removed the newspapers; products such as
blankets, pillows, and headphones were disinfected and replaced with new ones and distributed as
disposable (MACIT & MACIT, 2020).

3. Methodology

In this study, the practices carried out by airline companies to protect their customers during the
COVID-19 period were investigated using the content analysis method. A list of airline companies
that are members of the IATA was compiled from the association’s official website (IATA, 2022). The
total number of IATA member airlines is 289. Cargo airlines were excluded from our population, so
265 airline companies were in the population.

Ofticial websites of 265 IATA member airlines were scanned to identify the ones who shared official
information regarding their practices to protect consumers during the COVID-19 outbreak, and a
total of 53 airlines were included in the sample. This way, 53 airlines were selected to create a sample
using the convenience sampling method.

The practices carried out by the airline companies to protect the customers were taken from the
official websites of the airline companies and classified into four main groups by conducting content
analysis. These groups are called hygiene procedures, procedures to reduce the loss of rights,
informative and regulative procedures, and actions to ensure social distance and reduce crowds.
The practices in each group were then classified into sub-groups. After that, five different regions,
as given on the IATA official website (IATA, 2022), were analyzed to reveal the regional differences:
Africa, Middle East, Asia Pacific, China North Asia, Europe, and The Americas. The number of
airline companies in each region is given in Table 1. In this study, the measures and practices taken
will be examined and brought together; regional differences will be revealed. No analysis program
was used for content analysis. The sample selection and the collection of data from the data source
were made manually by the researchers, as described above.
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Table 1: Number of the Airline Companies Included in the Sample

Region Total Number of Airlines Sample Size
Europe 92 18

Africa & Middle East 56 11

Asia Pacific 44 9

China & North Asia 35 7

The Americas 38 8

This study compares the measures taken by airlines in different parts of the world to protect their
passengers from the disease during the pandemic, and it aims to evaluate these practices on a regional
basis and to reveal regional differences.

4. Analysis and Results

This study revealed what the airlines are doing to protect their customers during the pandemic. In
Appendix 1, the list of all practices found on the websites and the number of airlines applying them

are given per region.

The practices in Appendix 1 were then divided into main groups, and those with a common base were
classified in the same group. The main groups established are Main Group 1-Hygiene Precautions,
Main Group 2 - Loss of Rights, Main Group 3-Informative Regulative Precautions, and Main Group
4-Social Distancing Precautions.

4.1. Main Group 1- Hygiene Precautions

The Covid 19 pandemic has changed the way all industries process. In this context, hygiene has
become one of the most critical issues. It was observed that the hygiene measures in Appendix 2 were
applied by the airline companies in the sample. These include HEPA filters, aircraft disinfection, a fly
safety kit, protective clothing and gloves, hygienic food service, and luggage disinfection.

4.1.1. HEPA Filter

High-efficiency particulate air filters reduce airborne transmission of ‘contagious’ aerosols. HEPA filters
have been proven effective at keeping tiny particulate bacteria, fungi, and viruses circulating in the air
(Khatib et al., 2020). As a result, it was observed that HEPA filters are used by 70% of all companies in
the sample, and all in the Americas region use this filter. China North Asia is in second place with a
usage rate of 71%. In the European region, the usage of HEPA filters was at its lowest at 61%.

4.1.2. Aircraft Disinfection

The disinfection process kills the harmful micro-organisms on the surfaces and helps to remove them.
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To ensure in-flight hygiene, airlines periodically disinfect the interior of the airplane. During the
disinfection application, the decontamination team wears their protective equipment and performs
their duties. The general cleaning procedure is applied in the second stage of the disinfection process.
At this stage, every point that customers meet, especially overhead cabinets, windows, headrests,
seat edges, and pockets, is thoroughly cleaned. Some airlines prefer disinfecting the planes before
each flight, while others disinfect them daily. The application rate of aircraft disinfection is 81%
in general. All the companies from the China-North Asia region apply the in-flight disinfection
procedure. While 100% applies disinfection in the China-North Asia region, this rate drops to 63%
in The Americas.

4.1.3. Luggage Disinfection

It has been found that the COVID-19 virus lives on inanimate surfaces for up to 3 days (Doremalen
et al., 2020). The fact that COVID-19 can stay alive for such a long time increases the possibility of
transmission of the disease in environments where there is a human flow. Airports bring people from
different countries together as they are the doors that open countries to each other. On the other
hand, airlines carry passengers both in the country and abroad and bring people together. Thus,
disinfection began to be applied to passenger baggage. Passenger baggage passes through many
regions after receiving it from airline companies. For this reason, airline companies find it suitable
to carry out the disinfection process before delivering the luggage to the customers. Nine percent of
airlines have been doing this. This measure has yet to be implemented in the Europe and Asia Pacific
region but is mostly applied in the China-North Asia region with a 29% implementation rate.

4.1.4. Protective Clothes and Gloves

With the emergence of SARS-CoV-2, the use of masks and gloves, which are protective equipment,
has become common (Xue et al., 2020). It is aimed to prevent contamination with the use of masks
and protective clothing applied all over the world during the pandemic process. These measures have
also taken their place in the aviation sector. As for health control, Africa and the Middle East region
are at the forefront in this regard.

4.1.5. Food Serving Arrangement

Hygiene has been the most critical subject affecting service quality during the pandemic process.
Not taking any health precautions during this period creates a negative attitude (Al-Marzougqi & Ben,
2021). Since serving food increases contact and passengers must remove their masks while eating,
food services changed during this epidemic period. The food to be served has been packaged under
hygienic conditions to reduce contamination. Some airlines preferred to take pre-flight orders for
the food preferences of the customers; with the support of technology, passengers could make their
meal choices in advance of embarkation through mobile applications or web pages to minimize the
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communication time between passengers and cabin attendants. In this way, customer-specific meals
were packed hygienically. The frequency of application is 9%, and this application has not been found
in China, North Asia, vs Africa Middle East countries. Passengers were free to take off masks during
the meal; throughout this process, in-flight ventilation systems continued to work, aiming to reduce
contamination. It was observed that necessary precautions were taken in food services at a rate of
36%. In the China& North Asia region, 57% of the airlines took measures, followed by The Americas
region at 50%. On the other hand, 27% of the airlines in the Africa Middle East region applied them,
and the least used area was Africa Middle East.

4.1.6. Fly Safe Kit

Airlines distributed the kit called fly safe kit, which includes a mask and disinfectant wet wipes. With
this application, the comfort and hygiene of the customers were aimed. This practice was widely
carried out in Asia Pacific countries at 44% compared to other countries. However, this practice was
rare among airlines in general. While 32% of airlines distributed Fly Safe Kits, it was distributed by
14% of the airlines in the China-North Asia region.

4.2. Main Group 2 - Loss of Rights

Due to the pandemic, the admission conditions of 208 countries in the world are constantly changing.
This can complicate passenger transfers and create grievances. Considering the spread of the disease,
airline companies have seen the necessity to take some initiatives to protect the rights of consumers.
Appendix 3 includes the measures taken by airlines to protect passenger rights.

4.2.1. Flexible Ticket

Flexible ticketing was applied by changing ticket dates according to passenger demand. As many
schedules changed during the pandemic, travelers needed to update dynamically. Flexible ticketing is
essential so that the ticket rights of the purchased customers are recovered. Also, uncertainty causes
a decrease in demand, and flexible products will increase revenues when there is a low demand
for airlines (Duduke & Venkataraman, 2022). Ticket flexibility occurs when the dates on the ticket
bought can be changed on request, and 81% of airline companies in the sample offered the flexible
ticket option to protect their customers’ rights against uncertainty. As a result of the region-based
analyses, the flexible ticketing application was used more widely, with 94% in Europe and 89% in the
Asia Pacific, China, and North Asia region lags far behind with 29%.

4.2.2. Travel Insurance

The travel and tourism industries are open to external risks such as pandemics and other events that
threaten security (Bassil et al., 2017), and tourists prefer insurance to cope with uncertainties such
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as health problems (Choe et al., 2022). Due to the uncertainty caused by the COVID-19 pandemic,
insurance packages have become attractive to passengers.

Pandemic conditions have brought a new perspective to insurance. Insurance companies included not
only health insurance but COVID insurance in addition to health insurance. As a result, there were
several differences in the coverage of insurance packages. Airlines were trying to reduce ambiguity
by sharing the information of their contracted insurance companies or by offering insurance with
unconditional tickets. Pandemic packages were included in the insurance coverage, and it was stated
that if the passenger was COVID-19 positive at the destination, the insurance would cover this
situation. While this practice was common with Middle Eastern and African airlines, it was rarely
practiced by airlines from other regions.

4.2.3. Travel Document Confirmation

Due to the pandemic, the entry conditions to the countries were constantly updated, and these
conditions were given on the IATA website (IATA, 2022). Each country has changed the required
documents for acceptance to reduce the spread of the disease. However, this made it difficult for
passengers to follow the frequently changing acceptance conditions. The airlines aimed to prevent the
problems that the passengers may experience in case of missing or incorrect documents by checking
the flight documents of the passengers before the flight. It has been observed that airlines provided
services to check the flight documents of their customers and whether they met the documental
requirements of the destination country, with 11% of airlines in both Europe and the Asia Pacific
and 9% in Africa and the Middle East. As can be seen, the rate of airlines providing this service was
relatively low.

4.3. Main Group 3 - Information Providence

This group explains the types of information provided by airline companies to prevent loss of rights.
First, the passengers learn the acceptance conditions of the destination country, and then they are
given the COVID-19 test center information, which has become mandatory. Informative regulatory
measures are included in this group and detailed in Appendix 4.

4.3.1. Destination Country Acceptance Conditions Information

IATA Travel Centre’s (2022) official website includes the acceptance, Covid test, and vaccination
requirements for all countries which have IATA-member airlines. This website helps travelers learn
about the conditions for admission to the country. 83% of the airlines in the European region shared
this information with their passengers. In Africa and the Middle East region, this rate was 82%.
Despite the application rates in these two regions being high, the rate of 43% for the China-North
Asia region was relatively low.
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4.3.2. Covid-19 Test Center Information

Soon after the emergence of the COVID-19 pandemic, tests that detect the disease have been
developed (Chau et al., 2020). It has become mandatory for passengers to demonstrate a valid negative
Covid test to be admitted to the airplane. These tests quickly became a necessity in most countries.
Thus, airlines started to contract with test centers, offer customers discounts at those centers, and
provide COVID-19 test reservations. While America implemented this practice at a rate of 63%,
China and North Asian countries were less interested in it, with a rate of 29%.

4.4. Main Group 4 - Social Distancing

In this group, the measures taken to maintain social distance and prevent the spread of the disease
were classified. For this purpose, airlines took measures to reduce contamination, such as increasing
the use and functionality of mobile applications, designing the seating positions of passengers on
airplanes to prevent the spread of Covid 19, boarding the airplane in small groups, regulating the
number and capabilities of shuttle services, and checking the health of the flight crew before the
flight. Appendix 5 presents the practices applied per region.

4.4.1. Mobile Application

Many airlines have used mobile applications for operations such as checking flight status, mobile
check-in, mobile boarding pass creation, seat availability, seat choice, and flight changes (Burmistrov,
2009). Airlines offered online check-in, contactless boarding, and flight cancellation opportunities
by uploading COVID test results through mobile applications. Thanks to those practices, the
processing times were shortened, and the contact time was reduced (Pretty, 2018). As a result of
our investigation, we have seen that mobile applications were widely used in the Asia Pacific, China
North Asia, and American regions, with an overall implementation rate of 89%

4.4.2. Seating Arrangement and Shuttle Service Arrangement

Some people infected with SARS-CoV-2 were asymptomatic; the diagnosis of this disease was
difficult among the passengers who had a flight, and these passengers continued to spread the disease
to many people during the flight (Freedman & Wilder-Smith, 2020). Leaving an empty seat between
the passengers in the aircraft cabin is regarded as one of the solutions to prevent the spread of the
disease (Pavlik et al., 2022). For this reason, some airlines arranged a seating plan with as much space
between two passengers as possible, while others recommended that the passengers buy a ticket
for the seat next as a precaution. The seating arrangements of the passengers were also prepared in
line with the pandemic measures. This practice was uncommon, so it occurred in only 26% of the
sample. Airlines also cared about the health of passengers before take-off and after landing. For this
reason, they organized the shuttle services used in passenger transfer according to measures such as
increasing the number of shuttle services and seating the passengers according to the distance rules.
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4.4.3. Group Boarding

Airlines can arrange how people board flights at the gate using boarding groups. Typically, boarding
groups are given to passengers at check-in. However, they can sometimes be predefined depending
on the airline or other specific classifications, such as families or travelers with impairments (Siegel
& Gold, 2023). Group boarding takes passengers waiting for boarding on the airside to the airplane
in groups of various sizes. Airlines began to organize boarding in small groups to reduce contact
between customers during boarding. Although this practice was applied by 38% of the airlines in
The Americas region and 21% in general, this practice has not been found in the airlines of the Asia
Pacific region.

4.4.4. Pre-flight Health Check of Flight Crew

Although many measures have been taken worldwide, Covid-19 has devastated many areas
(Chowdhury et al., 2020; Lian et al., 2020). Covid-19 has shown how quickly epidemic diseases
spread among the masses through the airlines. This has shown how vital the health checks of the
airlines’ personnel and the COVID-19 tests requested from the passengers (Grout & Leggat, 2021).
For this reason, airline companies have taken some measures to reduce the effects of the disease.
One of them was to try to prevent the spread of the disease by checking the health of flight personnel
before flights. First, the airline conducts Covid-19 tests and health checks on the flight crew to reduce
the risk of disease transmission among the crew. The airline’s personnel are responsible for checking
crew health and should ensure the tests are clean before assigning the flight crew (The Economic
Times, 2020). While this practice was 27% common in the African & Middle East region, this rate
was relatively low in other regions.

5. Discussion and Conclusion

This study investigated the practices that airlines put forward to protect consumers during the
Covid-19 pandemic period. The fact that technology is such a part of our lives has given airlines
the chance to use this opportunity. As Burmistrov (2009) stated, practices such as online check-in,
loading vaccination cards and changing ticket routes, online boarding, and kiosks were provided
through mobile applications. Mobile applications were widespread during the pandemic, and 89%
of the airlines in our sample enabled passengers to perform their transactions remotely via mobile
applications. All airlines in the Asia Pacific, China & North Asia, and America region used mobile

apps.

Basically, by improving screening processes, reducing the possibility of letting pre — or asymptomatic
patients board, and ensuing implementation and observance of straightforward hygiene precautions
that stop the spread of diseases, flying will become safer, and super spreading incidents will be reduced
(Bielecki, et al., 2020). Although social distancing was an essential precaution, surprisingly, only 21%
of the sample applied group boarding, and this practice has never been seen in the Asia Pacific
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region. It was thought that taking passengers from the back to the front would reduce passenger
contact and crowding and thus reduce the transmission of the disease; it has later been revealed
that it carries much more infection risk than a random boarding model (Islam et al., 2021). The
implementation rate of the seating arrangement, which places the passengers in the cabin by leaving
a space between them, was 26% and was applied at least in The Americas region. Although leaving
the middle seats empty on the plane increased the social distance and reduced the infection rate,
IATA did not support this practice for economic reasons. Because leaving the middle seats empty
meant the plane was between 50% and 66% occupied. However, the plane had to be 77% occupied
to meet its expenses (Bielecki, et al., 2020). By using the shuttle service arrangement method, which
is applied for a similar purpose to the seating arrangement, was aimed to ensure that the passengers
sit in space and are close to the doors to maintain a physical distance during transportation to the
aircraft. However, the application rate was only 13%, and no example has been found in the North
Asian Region of China. As a result, these methods minimized interpersonal contact and allowed
passengers to manage their journey (Pretty, 2018). Thus, we may claim that the Covid-19 period
has contributed positively to the use of technology in our lives, and the aviation industry has been
affected in this way.

During the pandemic, ICAO and Shahbaz, Bilal, Moiz, Zubair, & Igbal (2020) recommended that
passengers’ seating arrangements should be adjusted according to social distancing rules, food
services should be reduced to reduce physical contact time for passengers and crew, pre-packaged
meals should be served, or catering on short-haul flights should be removed entirely. However, we
found that only 36% of the airlines provided catering services following the COVID-19 measures.
In Africa and the Middle East region, this rate was the lowest at only 27%. However, 50% of China
& North Asia airlines provided catering services following the COVID-19 measures. Considering
the risk of transmission of the disease to the cabin crew, who are in contact with many customers
during the day, the airlines performed pre-flight health checks on the cabin crew. This practice was
implemented by only 13% of airlines. The European region, on the other hand, was the region that
applied this practice the least, with 6%.

In addition, some airlines gave importance to the use of protective clothing and gloves by the cabin
crew. 32% of the airlines in the sample applied this measure. Surprisingly, only 14% of airlines located
in the China & North Asia region, which is the starting point of the disease, were involved in this
practice. While airline personnel were using protective equipment, they also offered passengers a
“fly-safe kit” containing disinfectant wet wipes and a mask. Like the use of protective equipment and
gloves, the airlines in the China & North Asia region have carried out this the least with a rate of 14%.

It has also been approved by ICAO to use HEPA filters to activate the circulation system. While 70%
of the airlines in our sample used HEPA filters, all airlines in The Americas region used HEPA filters.
Additionally, it was stated by the ICAO that in-cabin disinfection should be provided at appropriate
frequencies. The rate of airlines disinfecting aircraft was 81%, greater than the HEPA filter usage
rate. All the airlines in the sample taken from the China-North Asia region regularly conducted
disinfection. Although baggage disinfection was thought to have a positive effect on preventing the
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spread of COVID-19 (Murthy, 2020), luggage disinfection has been applied in only 9% of our sample.
It is not used at all in the Asia Pacific and Europe regions.

Visitor acceptance conditions of countries differ in international journeys. Some airlines shared
the requirements of all countries on their web pages to inform consumers correctly. While 75% of
the airlines did this, the China and North Asia region was the least informative, with 43%. Some
airlines shared the information of their contracted COVID test centers so that their passengers
can have their COVID-19 tests. They aimed to help their customers get accepted on their trips by
offering services such as online test appointments and special discounts on test fees. These types of
practices were implemented by 51% of all airlines, but China and the North Asia region lagged with
an implementation rate of 29%. However, while IATA antigen tests are sufficient for test use, Some
countries found this test insufficient and requested PCR tests. While the reliability of antigen tests
was questioned, there were also difficulties in the supply of the PCR test (Guglielmi, 2020); (Dube,
Nhamo, & Chikodzi, 2021).

Airlines introduced an application called flexible ticketing to end the grievances that occur due to
uncertainties and international restrictions regarding the journeys of consumers. With this method,
the tickets purchased by passengers on specific dates can be changed without canceling them. This
practice was commissioned by 81% of our sample, and the European region was the most applied
region with a 94% implementation rate. As another precaution, airlines changed their insurance
coverages. They implemented an insurance system that, in addition to travel insurance, can cover
hospital and care costs in case the passenger catches the COVID-19 disease at the destination. While
this practice was widely used in Africa and the Middle East region with 55%, only 32% of the airlines
in the sample offered this option.

On the other hand, the least applied practice was traveling document approval. It was implemented
by only 8% of our sample. Each country set different prerequisites for passenger admission during
the pandemic. Requested documents to be admitted to the destination country included antibody
tests, vaccine cards, vaccine dose amounts, and COVID test results. Only four airlines checked
the required documents of their passengers before the flight. Checking these documents, which
passengers are unfamiliar with, and detecting missing or inaccuracies may increase the customers’
confidence in the airline company and provide consumers a journey without doubts. It may be
thought that implementing this practice will boost the confidence of the customers in an airline
company and air travel itself and change their attitude.

The COVID-19 pandemic has forced airlines to take several measures that can protect their
consumers from the disease, and this study brought together the practices implemented by airline
companies to protect consumers during the COVID-19 pandemic. While many of the measures
or practices have been addressed separately in the literature, this study grouped the measures and
practices aiming for the same purpose. At the same time, the practices and precautions of the airlines
are highlighted based on different regions. This study presents together the measures and practices
that can be used to reduce the spread of an increased number of cases or a new infectious disease.
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For the continuity of the aviation industry, it is essential to take special measures in extraordinary
disease conditions. The results of the study will help airlines find their regional shortcomings and
see their differences from other regions. This study compiled all the measures that can be used in the
event of an increase in COVID-19 cases and the emergence of other mass-spreading diseases. ICAO,
which represents the countries” aviation authorities, and IATA, which is the representative of the
airlines, published guides containing recommendations during the pandemic process. However, the
implementation of the measures is left to the airlines. Instead, the mandatory imposition of some of

the advisory measures on airlines could effectively reduce the spread of the disease.

The Covid-19 virus has had an unavoidable impact on the aviation industry. Lange (2020) of Airbus
has emphasized that they have no experience managing this process, and many airlines have stopped
making predictions and plans for the future. They are trying to develop new forecasting approaches.
Ruhlin (2020), on the other hand, stated that due to the restrictions of many countries, they had
a hard time estimating the demand of passengers, and everything changed very quickly. These
restrictions have forced airlines to be prepared in any case. When restrictions are lifted, airlines must
have the potential to meet demand (Cleaz-Savoyen & Richard, 2020). In systematic studies reviewing
travel restrictions, it has been seen that travel restrictions have a limited effect in general, and this
effect depends on the size of the epidemic, the period of restrictions, and the transmission efficiency
of the virus (Bielecki, et al., 2020).

On the other hand, airlines took several measures to reduce contact and transmission in this process.
Amankwah-Amoah (2021) examined practices such as in-flight social distance, use of contactless
technologies at airports, disinfection of airplanes with UV, open middle seat policy, use of accelerated
biometrics during check-in, and COVID-19 insurance during the COVID-19 epidemic period.

Although there are studies on these measures, regional studies of practices and measures are included.

After the COVID-19 pandemic, there are expected to be some changes in the aviation sector, which
was affected by this epidemic. Flexible and changeable ticket applications will continue in airlines
after the COVID-19 pandemic (Garrow & Lurkin, 2021). It is reccommended that the verification
process of the health checks of passengers be put into practice. Passengers have started to use self-

service services during the pandemic process.

Therefore, it completes transactions such as ticket purchase, check-in, and reservations via digital
rather than physical transactions. For this reason, strengthening online sales channels and using
steps such as online check-in and mobile boarding pass purchase in boarding procedures have
become widespread. While airlines need to strengthen themselves at these points, The shortening of
the boarding process, which is the result of self-service technologies, will bring commercial concerns
to the agenda as passengers spend less time at the airport (Choi, 2021). At the same time, continuing
hygiene measures such as HEPA filters and in-flight disinfection will continue to provide confidence

to airline customers.
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Appendix 1-Precautions List

Region
. Afrika & . .. | China & North | The
No Precaution Europe Middle East Asia Pacific Asia Americas Total
1 HEPA Filter 11 7 6 5 8 37
2 Aircraft Disinfection 14 9 8 7 5 43
3 FlySafe Kit 6 3 4 1 3 17
4 | Protective Clothing and Gloves 4 5 4 1 3 17
5 Food Serving Arrangement 5 3 3 4 4 19
6 Luggage Disinfection 0 2 0 2 1 5
7 Flexible Ticket 17 9 8 2 7 43
8 Travel Insurance 7 6 1 2 1 17
9 Travel Document 5 ] ] 0 0 1
Confirmation
10 | Destination Point Information 15 9 7 3 6 40
1 Covid-19 Test. Center 1 5 4 ) 5 97
Information
12 Mobile Application 14 9 9 7 8 47
13 Seating Arrangement 5 2 2 4 1 14
14 Group Boarding 4 3 0 1 3 11
15 | Shuttle Service Arrangement 2 2 2 0 1 7
16 Pre-flight Health Check 1 3 1 1 1 7
Appendix 2-Hygiene Precautions
Hygiene Precautions
HEPA Filters Aircraft Disinfection Luggage Disinfection
# Of Airlines |  Percent # Of Airlines Percent | # Of Airlines Percent
Europe 11 61% 14 78% 0 0%
Africa Middle East 7 64% 9 82% 2 18%
Asia Pacific 6 67% 8 89% 0 0%
China North Asia 5 71% 7 100% 2 29%
The Americas 8 100% 5 63% 1 13%
Total # and % of airli.nes 37 70% 3 81% 5 9%
applying the precaution
Hygiene Precautions
Protective Clothing and Food Served Compatible ,
Gloves ’ with Covidp Fly Safe Kit
# Of Airlines |  Percent # Of Airlines Percent | # Of Airlines Percent
Europe 4 22% 5 28% 6 33%
Africa Middle East 5 45% 3 27% 3 27%
Asia Pacific 4 44% 3 33% 4 44%
China North Asia 1 14% 4 57% 1 14%
The Americas 3 38% 4 50% 3 38%
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# 9 irli
Total i and % of alrh'nes 17 3% 19 36% 17 329
applying the precaution
Appendix-3 Loss of Right
Loss of Rights
Flexible Ticket Travel Insurance Travel Pocument
Confirmation
#of Airlines | Percent | # of Airlines Percent # of Airlines Percent
Europe 17 94% 7 39% 2 11%
Africa&Middle East 9 82% 6 55% 1 9%
Asia Pasific 8 89% 1 11% 1 11%
China&North Asia 2 29% 2 29% 0 0%
The Americas 7 88% 1 13% 0 0%
# 9 irli
Total i and % of alrh'nes 3 81% 17 3% 4 8%
applying the precaution

Appendix4 - Loss Information Regulation

Information/Regulation
Destination points information Covid-19 Test Center Information
# Of Airlines Percent # Of Airlines Percent

Europe 15 83% 11 61%

Africa Middle East 9 82% 5 45%

Asia Pacific 7 78% 4 44%

China North Asia 3 43% 2 29%

The Americas 6 75% 5 63%

Total # and % of airli.nes 0 75% 97 51%
applying the precaution

Appendix5 - Actions to Ensure Social Distancing and Reduce Actual Contagion

Actions to Ensure Social Distancing and Reduce Actual Contagion
Mobile Application Seating Group Boarding Shuttle Service | Pre-flight Health
Arrangement Arrangement Check
#Of Percent #Of Percent #Of Percent #Of Percent #Of Percent
Airlines Airlines Airlines Airlines Airlines
Europe 14 78% 5 28% 4 22% 2 11% 1 6%
Africa Middle 9 82% 2 18% 3 27% 2 18% 3 27%
East
Asia Pacific 9 100% 2 22% 0 0% 2 22% 1 11%
China North Asia 100% 57% 14% 0 0% 1 14%
The Americas 8 100% 13% 3 38% 13% 1 13%
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Total # and % of
airlines applying 47 89% 14 26% 11 21% 7 13% 7 13%
the precaution
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Oz

Bu ¢aligmada, dijital tedarik zinciri yonetimi ve tedarik zincirindeki dijital uygulamalari ele alan, 1995-
2022 yil araligini ve 2023 yili igin erken goriinimdeki yayinlar: da igeren uluslararasi indeksli dergilerde
yayimmlanan yaymlarin kapsamli bir bibliyometrik analizi sunulmaktadir. Calismada s6z konusu yil
araliginda Web of Science (WoS) veri tabaninda yer alan “dijital tedarik zinciri” ana temasinda farkli
tiirlerdeki 1.857 yayin incelenmistir. Alandaki en etkili arastirma, yazar, iilke is birlikleri, en sik tercih edilen
anahtar kelimeler, iilkelerin yayin sayilari, tilkeler ve yazarlar arasindaki kiimelemeler incelenmis, yazarlar
arasindaki ortak atif ag1 detaylandirilmis, gelecekte alanda ¢aliymak isteyen arastirmacilar icin “dijital
tedarik zinciri yénetimi” konusundaki ¢aligmalarinin genel durumu, gelisimi ve trendleri belirlenmistir.
Anahtar Kelimeler: Dijital tedarik zinciri, Bibliyometrik analiz, Ortak atif ag analizi.

Jel Siniflandirmasi: M10, M19.

Abstract

In this study, a comprehensive bibliometric analysis of the publications published in international indexed
journals, including the years 1995-2022 and including publications in early view for 2023, which deals
with digital supply chain management, is presented. In the study, 1,857 publications of different types were
examined on the main theme of “digital supply chain” in the Web of Science (WoS) database during between
these years. By examined the most effective research the author, country collaborations, the most preferred
keywords, the number of publications in the countries, the clusters between countries and authors in the
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field, the general status, development and trends of the studies on “digital supply chain management” were
determined for researchers who want to work in the field in the future.

Keywords: Digital supply chain, Bibliometric analysis, Co-citation network analysis.

Jel Code: M 10, M19.

Extended Summary

Digitalization and digital applications imposed by technological developments are not a choice but
almost a necessity for businesses that play a role in the increasing world trade volume due to the
increasing severity of globalization and the blurring of national borders. In national or international
supply chain management, whose role in global trade cannot be ignored, it is known that the
processes that need to be managed most effectively among the actors are the information flow in
addition to the flow of goods, services, and money. Integration of many applications brought by
advanced technology with the supply chain has facilitated information communication and provided
cost and time advantages.

In the Industrialization Revolution that started in England in the 18th century, mechanical production
facilities working with water and steam power were switched to mass production with electrical
energy (second industrialization revolution) in the 19th century. From this development, with the
introduction of electronics and information technologies at the beginning of the 20th century,
manufacturing automation (third industrialization revolution) was started, and then in 2011, with
the introduction of production based on cyber and physical systems, the fourth industrialization
(Industry 4.0) step was reached. According to Kagermann et al. (2013), the main concept of Industry
4.0 is smart production, and in this production environment, there are cyber-physical systems,
intelligent machines that can autonomously exchange information, trigger actions and can be
controlled independently of each other, storage systems and production systems. It can be said that
Industry 4.0 is embodied as digitalization in all the work and processes of a company, rather than an
integrated process with concepts such as the internet of cyber-physical systems, objects, and services
(Davutoglu, 2020:178). Ivanov and Dolgui (2021) emphasized that Industry 4.0 creates a technological
framework for the adoption of cyber-physical integration principles in manufacturing, logistics and
supply chain. Facilitating fundamental improvements in industrial processes related to engineering,
stock usage, supply chain and life cycle, especially manufacturing, are among the main benefits of
this industrial revolution (Kagemann et al., 2013: 5). With the industrial digital transformation of
Industry 4.0, the traditional supply chain has evolved into a smart supply chain, or in other words,
a digitally transformed supply chain. On the other hand, it is predicted that the digital supply chain
management (SCM) will create a competitive advantage for businesses in the micro sense and for
the countries in terms of the role of supply chain management in global trade in the macro sense.
Improving the performance of the supply chain with digitalization has become one of the research
areas that both the actors in the supply chain and the academicians find remarkable. However, in
order to find the best answer to the research problem, it is necessary to analyze the current situation
of the field that is the subject of the research problem and to identify the developments, trends and
deficiencies or gaps in the field. In this context, being aware of seminal articles, authors, and keywords
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in international indexed publications in the relevant field for researchers investigating digitalization
and digital applications, especially in supply chain management integrated with Industry 4.0, will
help initiate further development, encourage co-authoring collaborations, and improve the overall
quality of future research work.

Under this foresight, in this study, the current status and trends of the integration of digitalization
into supply chain management, which is one of the biggest phenomena of today, in the publications
in scientific journals in the WoS database, the concept of “digital supply chain” were searched in the
keywords, titles and abstracts of the publications and bibliometrically examined. Studies in the field
of social sciences under the main theme of “digital supply chain” in the WoS database were searched,
and it was determined that the first study in the field was made in 1995, there were 1,857 publications
of different types between the years 1995-2022, including the publications in the early view of 2023.

According to the results of the bibliometric analysis on digital SCM after the first study in the field was
published in 1995, it was determined that there was a significant increase in the number of studies in
2018 (n: 108). It was seen that the studies published between 2018-2022 (n:1217) constituted 65.5% of
all studies in the study year range (1995-2023). It was determined that 71.4% of the studies published
in the field were in the type of articles (n:1326), and the remaining 28.6% were books, book reviews,
editorial articles, papers, and reviews. It has been determined that the number of researchers doing
research on digital supply chain is 4828, 96.2% of the researchers have a collaborative work, and only
184 researchers have a single authored publication. On the other hand, while the cooperation rate
per publication was 3.32%, the international cooperation rate per publication was 38.66%. Among
the most relevant authors in the field, the most published researcher is Ivanov, D. (n: 20, h-index:
15), Kumar, A. (n:17, h-index:9) and Gupta, S. (n:16, h-index:8) were determined to be prominent
researchers in the field.

The most cited publication in the field is the article published by Rai et al (2006) (n:955) examining
the effects of digitally enabled supply chain integration capabilities on firm performance. When the
most relevant sources on digital SCM are examined, International Journal of Production Economics
(n:2801) and International Journal of Production Research (n:2785) are the two most cited journals.
On the other hand, it has been determined that these journals are the two journals that publish the
most with digital SCM and have the highest h-index value among other sources. In the analysis, the
most frequently used keywords by the authors in the studies published on digital SCM are Industry
4.0 (n: 130), blockchain (n: 115), digitalization (n: 87), digital transformation (n: 79), Covid-19 (n:76)
and sustainability (n:71). The centrality and intensity levels of the subjects studied in the field
were examined with the thematic map, which included the key or determining word groups in the
publications in the field. Accordingly, the most basic and prominent themes are management (n:334),
conceptual framework (n:181), internet (n:125). On the other hand, optimization (n:46), demand
(n:29), risk (n:24) concepts came to the fore in isolated and advanced themes, which had relatively
low interaction with other themes but high intensity. In addition, the theme group, which is among
the most basic topics in the field and discussed in isolation, draws attention: Information technologies
(n: 101), big data analysis (n: 87), firm performance (n: 74). It can be said that the prominent words
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in this group still maintain their centrality and are the subjects that are studied intensively among
themselves. In this context, it is thought that these findings will create awareness for future researchers
who want to work in the field.

In the findings of the research, the most influential countries in the field of digital supply chain,
similar to the studies on digital applications in the supply chain in the literature, the USA, China
and European countries (Mufioz-Villamizar et al.,2019; Muessigmann et al.,2020; Rejeb et al.,2020;
Moosavi et al., 2021; Malacina and Teplov, 2022). When the cooperation between the countries
is examined, it has been determined that these countries are the countries that show strong
cooperation. This indicates that the interaction of researchers in these countries with researchers
from other countries is strong. On the other hand, it was observed that the cooperation network
between researchers differentiated and clustered according to the research topic. In this context,
when the cooperation between the country and the author is considered together, it can be said
that the researchers in the countries with strong interaction cooperate on a subject-specific basis.
Another important finding is that when the scientific productivity distribution of researchers on
digital SCM is examined, the majority of researchers (85%) contribute with only one publication in
the field. In this context, researchers who publish in the field are expected to develop the subject they
have studied and contribute to the literature with subject cooperation.

1. Giris

Kiiresellesmenin siddetini artirmasi, ulusal sinirlardaki gegis izinlerinin kolaylagmasi nedeniyle artan
diinya ticaret hacminde rol oynayan isletmeler i¢in, teknolojik gelismelerin dayattig: dijitallesme
ve dijital uygulamalar bir se¢im degil, neredeyse bir zorunluluktur. Kiiresel ticarette rolii géz ardi
edilemez olan ulusal veya uluslararas: tedarik zinciri yonetiminde ise aktorler arasinda en etkin
yonetilmesi gereken siireglerin mal, hizmet ve para akisinin yani sira bilgi akisi oldugu bilinmektedir.
Tim bu akislar icin dijital uygulamalar ve bilgi teknolojilerinin siireci kolaylastirdig1 ve mutlaka
dijitalizasyon ¢emberine dahil olunmas: gerektigi ortadadur.

18. yyda Ingilterede baglayan Sanayilesme Devrimi'nde su ve buhar giiciiyle galigan mekanik
tiretim tesislerinden, 19.yyda elektrik enerjisiyle seri tiretime (ikinci sanayilesme devrimi), 20.yy’in
baslarinda elektronik ve bilgi teknolojilerinin devreye girmesi ile imalat otomasyonuna (li¢iincii
sanayilesme devrimi) ve ardindan 2011 yilinda da siber ve fiziksel sistemlere dayali iiretimin devreye
girmesi ile dérdiincii sanayilesme adimina ulasilmistir (Schwab,2018:15-16). Ulasilan bu sanayilesme
stirecine Endiistri 4.0 ad1 verilmistir. Kagermann vd. (2013)e gore Endiistri 4.0'in ana konsepti akilli
tiretimdir ve bu iiretim ortaminda siber-fiziksel sistemler, otonom olarak bilgi aligverisi yapabilen,
eylemleri tetikleyebilen ve birbirinden bagimsiz olarak kontrol edilebilen akilli makineler, depolama
sistemleri ve iiretim sistemleri bulunmaktadir. Endiistri 4.0'in siber-fiziksel sistemlerin, nesnelerin
ve hizmetlerin internet gibi kavramlarla sadece bir iiretim hattinin bir faaliyetine entegre bir siiregten
ziyade, bir girketin biitiin ¢aligma ve siireclerinde dijjitallesme olarak viicut buldugu séylenebilir
(Davutoglu, 2020:178). Ivanov ve Dolgui (2021) de Endiistri 4.0'in imalat, lojistik ve tedarik zincirinde
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siber-fiziksel entegrasyon ilkelerinin benimsenmesi i¢in teknolojik bir cergeve olusturdugunu
vurgulamigtir. Imalat bagta olmak iizere miihendislik, stok kullanimi, tedarik zinciri ve yasam
dongiisii ile ilgili endistriyel stireclerde temel iyilesmeleri kolaylagtirmasi bu endiistri devrimin
baslica faydalar1 arasindadir (Kagemann vd.,2013:5). Frank vd. (2019) ise akilli tedarik zinciri ve
akilli calismanin Endiistri 4.0’m diger iki tamamlayici 6n teknoloji grubu oldugundan, bunun yani
sira s0z konusu akilli tedarik zincirinin, geleneksel tedarik zincirindeki operasyonel maliyetler ve
teslimat siiresi tizerinde etkili olan hammadde ve nihai iiriin teslimatini iyilestirmek i¢in fabrikanin
dis tedarikgilerle yatay entegrasyonunu destekleyen teknolojiler icerdiginden bahsetmektedir.
Diger yandan tedarik zinciri yonetiminde dijital uygulamalar altinda ele alinan konulardan birisi
de blok zincir teknolojisinin siirece nasil entegre olacag: ve saglayacag: faydalardir. 2008'de Satoshi
Nakamoto tarafindan teorisi ve uygulamasi ortaya konan bu teknolojinin tedarik zinciri yonetimi
i¢in geffaflik, izlenebilirlik ve giivenlik gibi avantajlar ile dijital defter (akilli defter) teknolojisi olarak
islem gormesi sebebiyle zincirdeki bazi sorunlar1 hafifletmesi ve siirecin etkinligini ve verimliligini
yiikseltmesi soz konusudur (Saberi vd.,2019:.2117). Moosavi vd. (2021) ¢alismalarinda blok zincir
teknolojisinin katkida bulunabilecegi en temel tedarik zinciri alanlarinin, finans, lojistik, yonetim ve
givenlik oldugunu vurgulamustir.

Endiistri 4.01n getirmis oldugu dijital teknolojiler, gegmisten giiniimiize insan yasaminda 6zellikle
iletisim ve etkilesimde 6nemli farkliliklar sunmaktadir. Mobil cihazlar, kisisel bilgisayarlar, otonom
arabalar, gelismis TV iriinleri, giyilebilir cihazlar, akilli telefonlar, akilli saatler gibi kisisel teknolojik
araglar basta olmak {izere s6z konusu dijital teknolojiler, bireyden yola ¢ikarak toplumlarin bilgiye
erisimini, bilgi aligverisini ve iletisim seklini degistirmistir (Biiylikdzkan ve Goger, 2018:157).
Degisen iletisim ve erisim olanaklar1 ise ekonomide katma deger yaratan neredeyse tiim sektorlerde
etkisini gostermistir (Agrawal ve Narain,2018:1; Biiyiikozkan ve Géger, 2018: 157-159).

Endiistri 4.01n enddstriyel dijital doniigim ile geleneksel tedarik zinciri, akilli tedarik zincirine
veya diger bir ifade ile dijital dontisiimli tedarik zincirine evrilmistir. Cok aktorlii network sistemi
olarak tanimlanan tedarik zinciri yonetiminde mal ve hizmetlerin fiziksel veya dijital olmasinin
disinda, siireglerin gelisen teknolojiye uyumu, yenilikgi teknolojilerle nasil yonetildigi dijital tedarik
zinciri (Biyiikozkan & Goger,2018:157) olarak ifade edilebilir. Tedarik zincirinin dijitallesmesi,
tedarik zinciri aktorleri arasindaki siireglerde etkinlik yaratacag: i¢in biiytik ilgi gormektedir (Rai
vd.,2006: 226). Dijital tedarik zinciri entegrasyonu giderek daha dinamik hale gelmektedir (Korpela
vd., 2017:4182). Diger yandan sosyal bilimler ve multidisipliner alanlarda dijital tedarik zinciri
yonetiminin uygulama alanlar1 ve bu alanlarda yapilan arastirmalarin 1995 yili (Arntzen vd.,1995)
ve sonrasinda itibaren artarak giincelligini korudugu goriilmektedir. Anrtzen vd. (1995), 1990’1
yillarda diinyanin en bityiik ii¢incii dikey entegre bilgisayar sirketi olan, giiniimiizde HP GlobalSoft
markasinin yaraticist olan Dijital Eqiupment Corporationnin teknoloji donatimiyla yo6nettikleri
kiiresel tedarik zinciri inceldikleri ¢aligma, Web of Science (WoS) veri tabaninda yer alan alana
iliskin ilk yaymndir.

Bu ¢alismada 1995’ten gliniimiizde sadece dijital teknoloji sirketlerinin degil, tiim sektorlerdeki
tedarik zinciri yonetimindeki aktif aktorler arasindaki basta bilgi akisi olmak iizere mal ve hizmet
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akigini kolaylastiran dijitalizasyon ve uygulamalarinin, zincirdeki tiim aktorler ve aga niifus etmesi
tizerine geleneksel tedarik zincirine yeni bir boyut kazandirmasiyla olusan “dijital tedarik zinciri
yonetimi” konusunun egilimlerini ve gelisimlerini incelemek amaglanmistir. Bu kapsamda dijital
tedarik zinciri alanda uluslararasi alan endekslerini (SSCI, SCI-E, ESCI vb.) tarayan WoS veri
tabaninda yer alan 1995-2023 yillar1 araliginda yaymnlanan caligmalar bibliyometrik olarak analiz
edilmistir. Bibliyometrik analiz yardimiyla hem alan yazinda hem de uygulamada djjital tedarik zinciri
yonetimi konusunda artan stratejik 6nemi nedeniyle, alanda yayimlanmis, WoS veri tabaninda yer
alan makale, kitap boliimii, elestiri yazisi, kitap ve bildiri tiiriindeki tiim ¢aligmalarin, bibliyometrik
oOzellikleri ve alandaki ¢alismalarin genel egilimi ortaya konarak, gelecegin arastirmacilarina
rehberlik etmek amaglanmistir. Bu kapsamda bu ¢alisma, “djjital tedarik zinciri” ile ilgili ¢aligma
alanimin literatiirde ortaya ¢ikisindan bu yana nasil gelistigi, alanda 6ne ¢ikan baglica tilkeler, en
etkili aragtirmacilar ve en etkili yaymlarin hangileri oldugu, alanin gelisiminden yola ¢ikilarak
mevcut egilimin ve en giincel ¢aligmalarda en ¢ok tartisilan konu bagliklarinin ne oldugu konusunda
kapsamli bir inceleme sunmaktadir.

2. Dijital Tedarik Zinciri ve Tedarik Zincirinde Dijital Uygulamalar ile {lgili Literatiir

Dijital tedarik zinciri kavrammin birbirini tamamlayan ancak farkli, birden fazla tanimi
bulunmaktadar:

Bhargava vd. (2013)e gore dijital tedarik zinciri kiiresel olarak dagitilmis kuruluglar arasindaki
etkilesimleri destekleyen ve tedarik zincirlerindeki aktorlerin satin alma, tretimi, depolanmasi,
tasinmast ve pazarlanmasi gibi faaliyetlerini diizenleyen yazilim, donanim ve iletisim aglar
sistemleridir.

Xue vd. (2013)% gore dijital tedarik zinciri, “firmalarin tedarik zinciri ortaklar: (yani, yukari yonlii
tedarikgiler ve asagi yonlii miisteriler) ile islem ve is birligi stireglerini dijitallestirmek i¢in uyguladiklar:
organizasyonlar arast sistemler” olarak ifade edilebilir.

Queiroz vd. (2021)e gore ise dijital tedarik zinciri yonetimi, “gii¢lii veri yonetimi teknikleri ve
becerileri ile desteklenen, agin tiim asamalarinda 6zel iiretim ve tedarikgilerin isbirligi icin araglar
dahil olmak iizere bir kurulusun, kaynak tiiketimini en aza indirmek ve iiretkenligi iyilestirmek, ag
goriiniirliigiinii desteklemek icin hem fiziksel hem de dijital etkinliklerde entegre bir bicimde uygulanan,
fiziksel etkinlikleri dijitale kaydirmak amaciyla aglariyla etkilesim kurmak adima gercek zamanl geri
bildirim sunan bir dizi bilgi ve iletisim teknolojisi ile yonetilen ok asamali bir siire¢” tir.

Dijital tedarik zincirinin saglamis oldugu avantajlar ve faydalardan s6z edilmektedir. Iddris (2018),
dijital tedarik zincirinin akilli telefonlar, tablet, bilgisayar ve portatif cihazlar ile misteri talep ve
isteklerinin cevaplanmasinda kolaylik; firma ve tedarik zinciri aktorleri arasinda ise elektronik
veri sayesinde hizli ve kolay iletisim sagladigindan sz ederken, Korpela vd. (2017), ¢aligmalarinda
dijital tedarik zincirinin rekabet @istiinliigli avantajinin yani sira, manuel islemler yerine dijitallesmis
islemlere gecis sayesinde, sirketlerde i¢ yonetim maliyetlerinin azaltilmasi ve verimlilik artis:

382



Dijital Tedarik Zinciri Yonetimi Konusundaki Yayinlarin Bibliyometrik Analizi (1995-2023) ve Gelecek Arastirmalar igin Firsatlar

saglayarak hem sirket ici hem sirketler arasi bilgi akisi hizini artirmanin, lojistik is ortaklari, izleme
ve izlenebilirlik 6zellikleri ile teslimat gériiniirligliniin, bilgi ve iletisim teknolojisi ile uygun maliyetli
veri depolama i¢in bulut hizmetleri ¢éziiminiin miimkiin oldugunu vurgulamiglardir. Scuotto
vd. (2017) ise dijital tedarik zincirinde kullanilan bilgi ve iletisim teknolojileri, sadece mevcut is
modellerini dijitallestirmenin disinda tiim tedarik zinciri tiyelerinin birbirleriyle daha hizli etkilesime
girebildigi, problem ¢6zme siireglerini iyilestirdigi ve karar verme siirecini desteklemek i¢in daha
kesin bilgilerle yeni iliski modellerini miimkiin hale getirdigini vurgulamistir. Iftikhar vd. (2022)
ise dijital tedarik zincirinde yenilik¢i teknolojilerin kullaniminin, Radyo Frekans ile Tanimlama
Teknolojisi (RFID)den blok zincir ve siber-fiziksel sistemlere kadar tedarik zinciri kesintisi ve
dayaniklilik alaninda gelisim sagladigini belirlemislerdir.

MacCarthy ve Ivanov (2022), akilli fabrikalar, akilli depolar, akilli lojistik, bulut tabanli sistemleri
ve dijital platformlara ek, blok zincir, dijital ikizler ve nesnelerin interneti, 5G, ug ve sis biligiminin
dijital tedarik zinciri kapsaminda ele alinan yeni nesil uygulamalar oldugundan bahsetmektedir.

Dijjitalizasyon ve dijital uygulamalar, tedarik zinciri yOnetimi agisindan aragtirmacilarin ve
uygulamacilarin giincel arastirma konularindandir. Alanla iligkili farkli dijital uygulamalarin
tedarik zincirine entegrasyonu, etkisi ve/veya siireclerdeki kullanimi konu edinen aragtirmalarin
bibliyometrik agidan inceleyen arastirmalara da rastlanilmaktadir. Bu kisimda literatiirde yer alan
benzer nitelikteki caligmalara yer verilerek, calismaya temel hazirlanmigtir:

Ahmi vd. (2018), tedarik zincirindeki geleneksel metotlara ve siireclerde otomasyon ve elektronik
teknoloji doniisiimiinii konu edinen elektronik tedarik zinciri konusunda Google Scholar veri
tabaninda yer alan 2000-2018 yil araligindaki 237 ¢alismay1 bibliyometrik olarak incelemistir. En
¢ok atif alan yazarinin Ross, D.E ve ¢alismanin da Rossa ait 2016 yilinda yayimlanan “Introduction
to e-supply chain management: engaging technology to build market-winning business partnerships”
oldugunu, ¢aligmalarin yillara gore dagilimini incelemis, ¢alismalarin yaymn dillerinin yogunlukla
Ingilizce oldugunu tespit etmistir.

Muiioz-Villamizar vd. (2019), tedarik zincirinde “siirdiiriilebilirlik ve dijitalizasyon” konusunda
Scopus veri tabaninda 2002-2018 yil araliginda dergilerde yayinlanan 484 makaleyi kronoloji,
disiplin, kaynak, tilke ve alintilara gére VOSviewer yazilimi ile bibliyometrik bir analizini sunmustur.
Siirdiiriilebilirlik ve dijitalizasyonun tedarik zincirinde énem kaydeden konular oldugu, en etkili
iilkenin ise ABD oldugu, en etkili yazarin Ly, X. (ABD), Sayogo, D.S. (ingiltere) ve Weng, Y. (Cin)
oldugunu, en ilgili derginin IFIP Advances in Information and Communication Technology oldugunu
tespit etmistir.

Muessigmann vd. (2020), EBSCO, Emerald, Science Direct, Taylor and Francis, Springer,
WoS, SSRN, Scopus ve IEEE Xplore olmak tizere farkli veri tabanlarinda yer alan kaynaklarda
yayimlanmus, tedarik zinciri ve lojistikte “blok zincir teknolojisi” ana temasini konu edinen toplamda
613 caligmay1 bibliyometrik agidan incelemistir. Alanda ilk ¢alismanin 2016 yilinda yayimlandigy,
2019 yilinda toplamda 329 yayin sayisina ulasildigindan bahsederken, ¢alisma da analiz i¢in BibExcel
yazilimi kullanmis ve alanda en etkili kurumlarin Kuzey Dogu Amerika ve Avrupada yogunlastig
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belirlenmistir. Alanda en etkili yazarlarin Christidis ve Devetsikiotis (2016) ve Tian (2016) oldugu
sonucuna yer vermistir.

Rejeb vd. (2020), tedarik zinciri ve lojistikte “nesnelerin interneti” arastirmalarinin bilgi gelisimini
analitik ve objektif bir sekilde ortaya ¢ikarmak adina, Scopus veri tabaninda yer alan dergilerin baslik,
6zet ve anahtar kelimelerinde “internet of things/IoT/RFID” ana temasindaki 807 yayin1 kapsaml
sekilde bibliyometrik analizini sunmustur. VOSviewer yazilimi yapilan analiz sonucunda 6ne ¢ikan
tilkelerin ABD, Cin ve Almanya oldugunu, en etkili arastirmacinin Bottani, E. ve Choy, K.L. oldugu,
en ilgili derginin ise International Journal of RF Technologies: Research and Applications oldugunu
belirlenmistir.

Bhandal vd. (2021), tedarik zinciri yonetimi ve operasyonlarini optimize etmek i¢in dijital ikiz
uygulamalarinin entegrasyonunu konu edinen, 2011-2021 yil araliginda Scopus veri tabaninda
yaymlanan 234 arastirmay1 BibExcel programu ile bibliyometrik olarak incelemislerdir. Alandaki en
ilgili kaynagin Journal of Manufacturing Systems; en fazla katki saglayan yazarin Tao, F.; en tiretken
tilkenin Cin oldugunu belirlemislerdir.

Moosavi vd. (2021), blok zincir teknolojisinin tedarik zinciri yonetimine nasil katkida bulundugunu
ortaya koymak amaciyla, Scopus veri tabaninda yer alan 354 bildiri, 285 makale ¢alismasini,
VOSviewer yazilimi ile bibliyometrik agidan incelemis, alanda 2010-2019 yil araliginda giderek
artan sayida arastirmanin yayimlandigini belirlerken, en etkili yazarin Kouhizadeh, M. Oldugu, en
etkili kurumun Hong Kong Polytechnic Institute ve The university of Hong Kong oldugunu, 6ne ¢ikan
tilkelerde ise ilk siray1 ABD ve ardindan Cin’in aldigini tespit etmistir

Iftikhar vd. (2022) ¢alismalarinda dijital yenilik, veri analitigi ve tedarik zinciri esnekligini baglantisini
konu edinen, Scopus veri tabaninda yer alan 2008-2021 araliginda yayimlanan 262 makalenin
alandaki kritik inceleme alanlari, ¢aligmalarin zamansal gelisimi VOSviewer yazilimi kullanarak
bibliyometrik analiz ile sistematik olarak incelenmistir. Arastirma bulgularinda yeni temalarin
Endiistri 4.0, blok zincir, katmanly iiretim, 3 boyutlu baski, siber-fiziksel sistem, dijital ikiz ve Covid-19
oldugu, one ¢ikan anahtar kelimelerin de nesnelerin interneti, biiyiik veri analizi, blok zincir ve tedarik
zinciri esnekligi oldugu sonucu elde edilmistir.

Malacina ve Teplov (2022) ise “tedarik zincirinde inovasyon” aragtirmalar1 konusunda 1997-2021
yil araliginda Scopus ve WoS veri tabaninda 52 dergide yayinlanan 230 makalenin sistematik
analizini BibExcel programi yardimiyla incelemislerdir. Tedarik zinciri is uygulamalarinda mevcut
yonelimlerin eko-inovasyon, dijitallesme, uzun vadeli is birligi 6n plana ¢iktig1 sonucuna ulagmiglardar.
Bunun yani sira aragtirmacilar, 1997den giiniimiize alanda artan sayida yayin oldugu, en ilgili
derginin International Journal of Production Economics dergisi, en sik kullanilan anahtar kelimenin
is birligi oldugunu tespit etmislerdir.

Zhou ve Liu (2022), blok zincir etkinlestirilmis sinir otesi e - ticaret tedarik zinciri konusunda 2013-
2021 y1l aras1 donemde WoS veri tabaninda yer alan, anahtar kelimelerinde “blok zincir”, “sinir Gtesi
e-ticaret” ve “tedarik zinciri yonetimi” olan 19.062 arastirma c¢aligmasinin bibliyometrik analizini
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VOSviewer sistematik olarak incelenmistir. Arastirma bulgularinda blok zincir ¢aligmalar tizerine
en ilgili kaynagin IEEE Access and Lecture Notes in Computer Science dergisi, en etkili tilkenin sirastyla
Cin, Avrupa ve ABD oldugu tespit edilmistir.

Peng vd. (2023), tedarik zinciri yonetiminde blok zincir teknolojisine iligkin, WoS veri tabaninda
2007-2011 yillar1 arasinda yaymlanan 468 arastirmayi, Citespace programi yardimiyla bibliyometrik
incelemislerdir. Alanda en {iiretken iilkenin Cin oldugunu; en fazla miihendislik alaninda yayin
yapildigini, en ilgili kaynagin IEEE Access oldugunu ve bunlarin yani sira alanda sik kullanilan

» o«

anahtar kelimelerin “blockchain”, “supply chain” ve “management” oldugunu belirlemislerdir.

Sharma vd. (2023), 2000-2021 yillar1 arasinda dijital tedarik zinciri aragtirmalarinin gelisimini,
gelecege yonelik endiseleri ve egilimlerini Bibliometrix R Studio-Biblioshiny, VOSviewer ve SciMAT
{i¢ program yardimiyla karsilastirmali olarak, bibliyometrik agidan incelemislerdir. Arastirmaya gore
en iretken tilkelerin sirasiyla Almanya, Tiirkiye ve ABD oldugunu belirlemislerdir.

Konu 6zelinde yapilan bibliyometrik analizler incelendiginde, genel bir kavram olan dijital TZY
ziyade Endiistri 4.0'n kazandirdig1 uygulamalarin TZY’ye entegrasyonu incelenmistir. Bu ¢aligma
mevcut ¢aligmalardan bu konuda ayrilmakta olup her birinin ¢atis1 oldugu 6ngoriilen dijital TZY
konusu ele alinmustir. Bibliyometrik analiz ve sosyal ag analizi yardimiyla dijital TZY alanindaki
yaymnlarin mevcut giincel durumu analiz etmek amaciyla asagidaki arastirma sorularina yanit

aranmuigtir.

RQ-1: Dijital TZY alanindaki yayinlarin yillara gore dagilimi nasildir?

RQ-2: Yayinlarin tek ya da ¢ok yazarlilik durumu nedir?

RQ-3: Dijital TZY alaninda en ilgili yazarlar kimlerdir?

RQ-4: Yayin yapiminda en gii¢li kurumlar ve tilkeler hangileridir?

RQ-5: Yayinlarda en ¢ok kullanilan anahtar kelimeler nelerdir?

RQ-6: Atif yapilan kaynak yayinlarda en ¢ok tekrarlanan anahtar kelimeler nelerdir?
RQ-7: Caligma konular: yillar boyunca hangi egilimi izlemektedir?

RQ-8: Dijital TZY alaninda ¢alisilan konular nelerdir?

RQ-9: Dijital TZY literatiirii ve arastirmacilarin bu alana katkilar1 yeterli midir?

3. Yontem

Bu ¢alismada arastirma modeli, bir konuda mevcut durumu arastirmak ve belirlemek amaciyla
kullanilan betimsel tarama modeli tercih edilmistir. Karasar (2002), nicel arastirma modellerinden
birisi olan betimsel tarama modelini, cok sayida elemandan olusan bir evrende, evren hakkinda genel
bir yargiya varmak amaci ile evrenin tiimii izerinde ya da ondan alinacak bir grup iizerinde yapilan
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tarama ¢aligmasi olarak tanimlamaktadir. Betimsel tarama modelinde, herhangi bir konuda genel bir

yargiya ulagsmak adina frekans ve temel tanimlayici istatistiklerden yararlanilmaktadir.

Bibliyometrik analizlerde ise, belirli bir alanda veya arastirma konusunda yayinlanan ¢aligmalarin
mevcut durumundan yola ¢ikilarak, alanda veya arastirma konusunda mevcut olan ve devam eden
egilime yonelik genellenebilir yargilara ulasmak miimkiindiir. Dolayisiyla bibliyometrik analizlerin,
betimsel tarama modelleri arasinda yer aldig1 soylenebilir. Ayrica bibliyometrik analizlerin, iliskisel
yaklagimlar1 da kapsadig1 bilinmektedir (Jiang vd.,2017:4). Bu durumda bibliyometrik analizlerin

betimsel aragtirma modellerinin en iyi 6rneklerinden biri oldugunu destekler niteliktedir.

1969 yilinda Pritchard tarafindan literatiire kazandirilan, matematiksel ve istatistiksel yontemlerin
kitaplar ve diger iletisim ortamlarina uygulanmasini ifade eden “bibliyometri” kelimesi s6z konusu
bu analizin kokenini olusturmaktadir. Ancak soz konusu analizler sadece bibliyometrik verinin
hesaplanmast ile sinirli kalmamistir. van Raan (2005), bibliyometrik analizlerin, belirli bir alandaki
bilimsel ilerlemeyi ve tiretimi 6l¢mek amaciyla akademik literatiiriin sistematik bir nicel analize
doniisimiinii incelemistir. Glintimiizde bibliyometrik analizler, bilgi biliminden i aragtirmalarina
kadar disiplinler arasi etkilesimi ortaya koyan ve biiyiik hacimli bilimsel verileri kesfetmek ve analiz
etmek icin popiiler, oldukea titiz bir yontemdir ve bibliyometrik analizler kendi i¢inde performans
analizi (yaym ile ilgili 6l¢titler, atif ile ilgili 6l¢iitler, atif ve yayin iliskili 6l¢titler) ve bilimsel haritalama
(atif analizi, ortak atif analizi, bibliyometrik eslemeler, ortak kelimeler, is birlikleri) olmak {izere temel
teknikleri ve ag analizini (merkezilik dereceleri, aradalik merkeziligi, 6zvektor merkeziligi, yakinlik,
kiimeleme ve gorsellesme) iceren zenginlestirme teknikleri olmak tizere iki gruba ayrilmaktadir
(Donthu vd.,2021:285-288).

Bibliyometrik analizler i¢in literatiirde farkli yazilim paket programlari kullanilmaktadir: VOSviewer
(Rejeb vd.,2020; Moosavi vd.,2021; Iftikhar vd.,2022; Zhou ve Liu,2022), SciMAT, Citespace (Peng
vd.,2023), Biblioshiny-R studio Bibliometrix (Sharma vd.,2023), BibExcel (Bhandal vd.2021; Malacina
ve Teploy,2022). Kullanilan yazilim programlar1 ayni amaca hizmet etmekle birlikte, program ¢iktilar
olan grafikler ve gorseller farklilagmaktadir. Bu ¢alismada analiz i¢in R programlama dilinin entegre
yazilim gelistirme ortami olan R Studio arayiiziinde yer alan, internet tarayicisinda bibliyometrik
analiz yapma firsat1 sunan Bibliometrix yazilim programinin Biblioshiny (Soyler ve Tekindal,2021)
paket yazilimi tercih edilmistir. Diger yandan ilgili literatiirde de goriildiigii tizere alandaki ¢aligmalar
da dahil olmak tizere, farkli disiplinlerde yapilan bibliyometrik analizler de yaymlar farkli veri
tabanlar1 kullanilarak incelenmistir. Bu ¢alismada alanla ilgili alan yazin, diger veri tabanlarina gore

veri kalitesi agisindan daha ¢ok tercih edildigi bilinen WoS ! olarak belirlenmistir.

1 Scopus veri tabani, Bibtex ve CSV boyutundaki bazi meta verilerinin disa aktarilmasina izin vermemektedir. Bu
sebeple Web of Science veri kalitesi agisindan diger veri tabanlarina gore tercih edilmektedir. https://bibliometrix.org/
biblioshiny/biblioshiny1l.html Erisim Tarihi:25.12.2022.
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4. Analiz ve Bulgular

4.1. Veri Seti

WoS veri tabaninda bashklarda “digital supply chain (dijital tedarik zinciri)” ana temasi altinda yer
alan sosyal bilimler alanindaki ¢aligmalar aratilmis, alanda yapilan ilk ¢alismanin 1995’te yapilmasi
nedeniyle ¢alisma veri araligi 1995-2023 olarak belirlenmistir. Calismanin metodolojik 6zeti Sekil

I'de gosterilmistir.

b:;rhk‘)s;]:;:ir; E,an;':: Al *Wo§ veri tabaninda bashk, 6zet ve anahtar kelimelerde

tedarik ZinGn" tema "dijital tedarik zindn" kelimesi taratilmisitir.

arasmast * Management. Engenering Industrial,
*Business

* Operational Research

*» Information Sdence

* Economics
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ulasmak igin bilim
dallan filtrdemesi
yapilmigtr.

+1857 vayina ulasilmistr.

Sekil 1: Aragtirmanin Metodolojik Akist

Sekil 1'de gortildiigii tizere soz konusu 1857 yayin bu ¢alismanin veri seti olarak belirlenmistir. Ayrica
ulagilan makalelerde kullanilan akademik dilin yogunlukla Ingilizce oldugu belirlenirken, Cince,

Fransizca, Almanca, Portekizce, Rusga ve Ispanyolca dilinde de galismalarin oldugu tespit edilmistir.

4.2. Bulgular

WoS veri tabaninda yer alan ilgili alanda yayimlanan makalelere iliskin temel bilgiler Tablo 1'de
gosterilmistir. Tablo 1'de yer alan makalelere iliskin parametreler incelendiginde; yillik ortalama
yayin sayisindaki artisin %6,61 ve yayin basina ortalama alinti sayisinin ise 19.8 oldugu goriilmiistiir.
Diger yandan s6z konusu bilimsel yayilarin toplamda 4828 arastirmaci tarafindan kaleme alindig1
tespit edilmistir. Bu yazarlardan sadece 184'niin tek yazarli olarak ¢aligma yaptigy, kalan 4644 yazarin
ise en az bir yazarla ortak ¢aligma yaptig: tespit edilmistir. Makale basina yazar is birligi %3,38 olarak

belirlenirken, alanda yazarlar arasindaki uluslararasi i birliginin ise %38,66 oldugu goriilmiistiir.
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Tablo 1: Dijital TZY Konulu Makalelere Ait Temel Istatistikler

Veri Hakkinda Ana Bilgiler Sonuglar
Zaman Araligs 1995:2023
Kaynaklar (Dergiler, Kitaplar vb.) 613
Belgeler 1857
Yillik Ortalama Yaym Sayisindaki Artis (%) 6,61
Yayin Basina Ortalama Alint Sayis: 19,8
Yayin/Belge Tiirii

Makale 1038
Makale: Kitap Boliimii 65
Makale: Erken Erisime Atk Makale 209
Makale: Bildiri 14
Kitap 1
Kitap elegtirisi 1
Editirel yazi 28
Bildiri 369
Elestiri yazist 123
Aragtirmacilar

Toplam Aragtirmact Sayist 4828
Tek Yazarl Yayn Yazarlar: 184
Cok Yazarl Yayin Yazarlar: 4644
Makale basina yazar is birligi (%) 3,32
Uluslararast yazar is birligi (%) 38,66

Yayinlarin yillara gore tretimi Sekil 2de gosterilmektedir. Buna gore; dijital TZY konusundaki

makalelerin WoS veri tabaninda yer alan uluslararasi alan endeksli dergilerde ilk kez 1995 yilinda

yaymlandigi, yayimlanma sayisinin ise 2017 sonrasinda tirmanisa gectigi belirlenmistir. 2022 yili

alanda yayimlanan makale sayisinin 373 oldugu, 2023 yili i¢in erken gériiniimde ise 6 yayinin oldugu

tespit edilmistir.

Yayin
Sayisi

200
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001
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00
00
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011
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0
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Sekil 2: Yillik Bilimsel Uretim

388



Dijital Tedarik Zinciri Yonetimi Konusundaki Yayinlarin Bibliyometrik Analizi (1995-2023) ve Gelecek Arastirmalar igin Firsatlar

Yazarlar Anahtar Kelimeler Kaynaklar

Sekil 3: Ug Alan Grafigi

Sekil 3’te ise alandaki s6z konusu yayinlarin yazarlari, anahtar kelimeleri ve galismalarin yayimlandigt
kaynaklar arasindaki iligkiyi gosteren ii¢ alan grafigine yer verilmistir. Sekil 3’te gosterilen {i¢ alan
grafiginin solunda yazarlari gosteren ilk degisken, ortada anahtar kelimeler en sagda ise makalelerin
yayimlandig1 dergilere yer verilmis, gorsellestirme agisindan her kategorideki ilk 20 incelenmistir.
Buna gore; alanda yapilan caligmalarin en ¢ok yayimlandigi dergiler, bu dergilere en ¢ok katki
saglayan yazarlar ve s6z konusu yazarlarin en ¢ok kullandig1 anahtar kelime/temalar gosterilmekte
ve degiskenler arasindaki iliski gri renkli baglanti cizgileriyle gorsellestirilmektedir. Sekil 2de
yazar, kelime ve kaynaklarin yanlarinda yer alan dikdértgenlerin boyutu; bu 6gelerin her biriyle
iligkili yayin sayisinin biiytikliigiinti gostermektedir. Buna gore yazar, anahtar kelime ve dergiler
olmak tizere ii¢ kategori baglaminda, kategoriler arasindaki iliski incelendiginde 6ne ¢ikan en ilgili
anahtar kelimelerin sirasiyla “management (yonetim)”, “impact (etki)”, “performance (performans)”
oldugu; dergiler de sirasiyla “International Journal of Production Economics”, “International Journal
of Production Research” ve “Technological Forecasting and Social Change” oldugu belirlenmistir.

Yazarlarda ise Ivanov, D’nin en ilgili arastirmaci oldugu soylenebilir.

Alanda yayim yapan en ilgili kaynaklar ise Sekil 4’te incelenmistir. Sekil 4’te alanda ilgili diizeyine
gore her bir dergi tarafindan yaymlanan caligmalarin sayist gosterilmistir. Sekil 4te ilgili dergiler ve
karsilarinda farkli renk ve bityiikliikte gosterilen yayin sayilari ile paraleldir. Yayin sayisinin ¢oklugu,
dairenin biiytikliigli ve renginin koyulugu ile ifade edilmektedir. Bu bilgiler 15181nda, yayin sayist
araliginin 0 ile 60 arasinda oldugu ve dijital tedarik zinciri konusu ile iligkili en ¢ok yayin yapan
kaynagin 59 yayinla “International Journal of Production Research” dergisi oldugu belirlenirken,
“International Journal of Production Economics” 56 yayin ile ikinci sirada oldugu, 46 yayn ile “Annals

of Operations Research” dergisinin ise tigiincii sirada oldugu tespit edilmistir.
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Sekil 4: En ilgili 20 Kaynak

Dergi veya kaynagin ne derece etkin ve verimli oldugunun bir gostergesi olan h-indeksi degerlerine

gore dijital TZY konusunda en ilgili 25 kaynaga ait h-endeks ve g-endeks degeri, toplam atif sayilarr,

toplam yayn sayilar1 ve kaynagin atif patlamasi yasadig: yil Tablo 2'de gosterilmistir.

Tablo 2: En Yiiksek H-Endeks Degerine Sahip Kaynaklar ve Etki Dereceleri

h g Toplam Atif Yaymn Atif Patlamasi
Dergiler endeksi  endeksi  Sayist sayist  Yasadigi Yal
International Journal Of Production Economics 25 52 2801 56 2009
International Journal Of Production Research 20 52 2753 59
Production Planning & Control 19 34 1226 39
Technological Forecasting And Social Change 16 41 1713 45 2016
International Journal Of Information Management 15 17 1644 17 2007
Computers & Industrial Engineering 14 26 722 41 2011
Teee Transactions On Engineering Management 12 19 366 31
International Journal Of Operations & Production
Management 12 24 611 31
Production And Operations Management 12 20 792 20
Supply Chain Management-An International Journal 12 27 820 27
International Journal Of Logistics Management 11 18 383 18
Annals Of Operations Research 10 28 829 46
Journal Of Business Research 10 17 609 17 2016
Journal Of Manufacturing Technology Management 10 17 867 17
Operations Management In Digital Economy 10 16 271 19 2015
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Tablo 2'de gorildugi tizere h endeks degerine gore “International Journal Of Production Economics”
dergisi 25 h-endeks degeri ile ilk sirada yer alirken, dergide alanda yayimlanmis 56 yaymin oldugu
belirlenmistir. Ayrica derginin 2009 sonrasinda atif sayisinda patlama yasadigi belirlenmistir. Tkinci
sirada yer alan 20 h-endeks degerine sahip “International Journal Of Production Research” dergisinin
ise alandaki yayin sayisinin 59 oldugu tespit edilmistir. H-endeksine gore iigiincii sirada alanda 39
caligma yayimlayan “Production Planning & Control” dergisi bulunmaktadir.

Diger yandan Tablo2de goriildiigii tizere en fazla atif alan dergiler ise sirasiyla 2801 atif ile
“International Journal Of Production Economics”; 2753 atif ile “International Journal Of Production
Research” ve bu dergileri h - indeksine gore dordiincii sirada takip eden, alanda toplam 45 yayin
1713 atif ile “Technological Forecasting and Social Change” oldugu tespit edilmistir. S6z konusu bu
dergiyi 1644 atif ile alanda 17 yayini olan “International Journal Of Information Management” dergisi
takip etmektedir.

Sekil 5’te ise alanda en ilgili 25 yazar ve galisma sayilar: gosterilmistir. Buna gore alanda Berlin School
Economics & Law Supply Chain Management departmanindan 20 ¢aligma sayzsi ile en ilgili yazarin
Dmitri Ivanov, 17 ¢alisma sayist ile Fransa Emlyon Business Schooldan Ajay Kumar, oldugu, Fransa
Neoma Business Schooldan Shivam Gupta'nin da 16 ¢alisma ile ti¢tincii sirada oldugu gortlmektedir.
Diger yandan Tiirkiyeden Galatasaray Universitesinden Giilgin Biiyiikozkann ise 7 ¢aligmayla alan
ile en ilgili ilk 25 arastirmaci listesinde yer aldig: belirlenmigtir.
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N. of Documents

Sekil 5: En llgili 25 Yazar
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Sekil 6da yazarlarin zaman igerisindeki iiretkenligi gosterilmistir. Sekil 6da yazarlara ait yillik
caligma sayisinin artigi karsisindaki dairenin biyiikligi ile; yillik atif sayisindaki artis ise dairenin
renginin koyulugu ile ifade edilmektedir. Sekil 6 genel olarak incelendiginde, Ivanov, D. nin 6zellikle
2019 yilindaki yayini olmak iizere son 4 yildaki yayinlarinda atif sayisinda 6nemli artis oldugu, genel
olarak ise tiim yazarlarin 6zellikle son ¢ yilda hem yayin sayilarinda hem de atif sayilarinda artis
oldugu sdylenebilir. Diger yandan dijital TZY ile ilgili yayinlardaki yillik atif sayis1 incelendiginde
Ivanov, D’nin 2019,2020 ve 2021 yillindaki ¢aligmalarinda 6nemli artis kaydedildigi goriilmektedir.
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GROSSE EH

-
GUPTA S - - - @&
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b o - -
= LUO X
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BUYUKOZKAN G - - - - -
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HUANG GQ- - — - - -
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MISTREE F T
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Sekil 6: Yazarlarin Zaman Iginde Uretimi

Sekil 7de yazarlarin yaymlari ve atif sayilarinin bir degerlendirmesi olan h-indeks degerleri
incelendiginde en yiiksek h-indeks degerinde yine Ivanov, D.” nin 15 h endeks degeri ile ilk sirada
yer aldig tespit edilirken, alandaki diger arastirmacilar ile arasinda en az 6 endeks degeri fark oldugu
gorilmustir. Tirk arastirmaci Biiyiikozkan, G.” nin de 5 h-endeks degerine gore alanda en etkin 20

aragtirmaci yer aldig1 belirlenmistir.
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Sekil 7: Yazarlarin H-Endeksine Gore Etkileri: {lk 20 Yazar

Konuya gore en ¢ok yaymn yapan kurumlar ise Sekil 8de gosterilmistir. Buna gore en ilgili
aragtirmacilarin bagl oldugu kurumun 30 makale ile BAE Abu Dabide yer alan Khalifa University
ve University of Cambridge oldugu, ikinci sirada ise 29 makale sayisi ile Maastricht Universitynin
yer aldig1 belirlenmistir. {lk 20 kurum arasinda ézellikle ABD, Avrupa iilkeleri ve Cinde yer alan
tiniversitelerinin yogunlugu dikkate degerdir.
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Sekil 8: En Ilgili Kurumlar: ilk 20
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Alandaki ¢aligmalarin sorumlu yazarlar: ve sorumlu yazar tilkesindeki tilke i¢i yazar is birligi (SCP)
ve uluslararasi yazar is birligi (MCP) Sekil 9da gosterilmistir. Kirmizi alanlarla gosterilen MCP, bir
bagska ifade ile birden fazla tilkeden yazar1 olan yayinlari, yesil alanla gosterilen SCP ise tek iilkeden
yazara veya yazarlara ait yayinlar1 gostermektedir. Buna gore, Cin yazarlar arasinda is birliginin
250’nin {izerinde olmasiyla diger tlkelerden ayrisirken, Cin’in diger iilkelere gére SCP tiiriinde
(N1 101/0,  :152) 6nde oldugu tespit edilmigtir. ABD'nin ise MCPye gore (n, 71 /ny, . :175)
uluslararas: alanda en fazla is birligi olan iilkesi oldugu belirlenmistir. Tiirkiye icin ise toplam is
birligi sayisinin 15 oldugu, bunun 5’i SCP kalan 10 ¢alismanin ise MCP oldugu belirlenmistir.
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Sekil 9: Sorumlu Yazar Ulkeleri ve Ulkelerdeki Is birlikleri: {lk 30 Ulke

Diger yandan “digital supply chain (dijital tedarik zinciri)” ana temasi altinda en ¢ok makale {ireten
25 tlkeye ait istatistikler Tablo 3’te gosterilmistir. Tablo 3 gore alandaki ¢aligmalarin yazarlarinin
tilkelerine ait bilimsel iiretim sayilar: incelendiginde Amerikanin 696 ¢alisma ile ilk sirada oldugu,
Gin'in ise 566 ¢aligma ile ikinci oldugu, igiincii sirada ise 519 ¢aligma sayist ile Ingiltere'nin oldugu
goriilmektedir. Yirmi ikinci sirada ise 40 ¢aligma ile Tiirkiye'nin yer aldig: tespit edilmistir.

Tablo 3: Ulkelerin Bilimsel Uretimi: Ilk 25 Ulke

Sira Ulke Yayin Sayist Sira Ulke Yayin Sayis1
1 Amerika 696 14 Kanada 72
2 Cin 566 15 Tsveg 65
3 Ingiltere 519 16 Norveg 59

394



Dijital Tedarik Zinciri Yonetimi Konusundaki Yayinlarin Bibliyometrik Analizi (1995-2023) ve Gelecek Arastirmalar I¢in Firsatlar

4 Hindistan 347 17 Portekiz 50
5 Almanya 286 18 Malezya 47
6 Italya 215 19 Romanya 44
7 Fransa 171 20 Yunanistan 42
8 Avusturalya 130 21 Danimarka 40
9 Ispanya 106 22 Tiirkiye 40
10 Hollanda 105 23 Giiney Afrika 38
11 Rusya 104 24 Giiney Kore 38
12 Brezilya 79 25 Avusturya 36
13 Finlandiya 78

Bilimsel tiretimleri incelenen {ilkelerin atif sayilarina gore ilk 25 iilke siralamasi ise Sekil 10da

gosterilmistir. Buna gore yayin sayisina paralel 8780 atif ile Amerikanin 6ne ¢iktig1 belirlenirken,
Amerika’y1 4762 atif ile Ingiltere’nin, 3682 atif ile Almanya'nin takip ettigi gorillmektedir. Cindeki

aragtirmacilarin toplamda aldiklar: atif sayist ise 3572dir. Tiirkiye ise listede 242 atif ile yirminci

siradadir.
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Sekil 10: En Gok Atif Alan Ulkeler: {1k 25 Ulke

Son olarak alanda en ¢ok atif alan yaymlar ve yayimlandig: kaynaklar Tablo 4’te gosterilmistir.

Tablo 4: En Cok Atif Alan Calismalar

Makale

Atif Sayist

Rai, A., Patnayakuni, R., & Seth, N. (2006). “Firm performance impacts of digitally enabled supply chain 955
integration capabilities”. MIS quarterly, 225-246. https://doi.org/10.2307/25148729
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Saberi, S., Kouhizadeh, M., Sarkis, J., & Shen, L. (2019). “Blockchain technology and its relationships to 882
sustainable supply chain management”. International Journal of Production Research, 57(7), 2117-2135.

Frank, A. G., Dalenogare, L. S., & Ayala, N. E (2019). “Industry 4.0 technologies: Implementation patterns in 708
manufacturing companies”. International Journal of Production Economics, 210, 15-26.

Ivanov, D. (2020). “Predicting the impacts of epidemic outbreaks on global supply chains: A simulation-based 593
analysis on the coronavirus outbreak (COVID-19/SARS-CoV-2) case”. Transportation Research Part E:

Logistics and Transportation Review, 136, 101922.

Ivanov, D., Dolgui, A., & Sokolov, B. (2019). “The impact of digital technology and Industry 4.0 on the ripple 500
effect and supply chain risk analytics”. International Journal of Production Research, 57(3), 829-846.

Ghobakhloo, M. (2018). “The future of manufacturing industry: a strategic roadmap toward Industry 4.0”. 426
Journal of manufacturing technology management.
Gebler, M., Uiterkamp, A. J. S., & Visser, C. (2014). “A global sustainability perspective on 3D printing 420

Technologies™. Energy policy, 74, 158-167.

Barua, A., Konana, P, Whinston, A. B., & Yin, E. (2004). “An empirical investigation of net-enabled business ~ 420
value”. MIS quarterly, 585-620.

Arntzen, B. C,, Brown, G. G., Harrison, T. P, & Trafton, L. L. (1995). “Global supply chain management at 415
Digital Equipment Corporation” Interfaces, 25(1), 69-93.

Lopes de Sousa Jabbour, A.B., Jabbour, C.J.C., Godinho Filho, M.& Roubaud, D. (2018). “Industry 4.0 and 412
the circular economy: a proposed research agenda and original roadmap for sustainable operations” Annals of
Operations Research 270, 273-286. https://doi.org/10.1007/s10479.018.2772-8

Dwivedi, Y. K., Hughes, L., Ismagilova, E., Aarts, G., Coombs, C., Crick, T,, ... & Williams, M. D. (2021). 399
“Artificial Intelligence (AI): Multidisciplinary perspectives on emerging challenges, opportunities, and agenda

for research, practice and policy”. International Journal of Information Management, 57, 101994.

Li, L. (2018). China’s manufacturing locus in 2025: With a comparison of “Made-in-China 2025” and 389
“Industry 4.0””. Technological Forecasting and Social Change, 135, 66-74.

Chang, B., Chang, C. W., & Wu, C. H. (2011). “Fuzzy DEMATEL method for developing supplier selection 371
criteria”. Expert systems with Applications, 38(3), 1850-1858.

Benitez, J., Henseler, J., Castillo, A., & Schuberth, F (2020). “How to perform and report an impactful 354
analysis using partial least squares: Guidelines for confirmatory and explanatory IS research”. Information &
Management, 57(2), 103168.

Tablo 4e gore en fazla atif alan galigmanin, 955 atif ile 2006 yilinda MIS quarterly adli dergide
yayimlanmis Rai, A., Patnayakuni, R., & Seth, N’. e ait “Firm performance impacts of digitally enabled
supply chain integration capabilities” makalesidir. Bu makalede gelistirilen aragtirma modelinde
bilgi teknolojileri ile ilgili yeteneklerin hiyerarsisi ve bunlarin tedarik zinciri yonetiminde aktif rol
oynayan firma performansi tizerindeki etkileri ele alinmigtir. Bu ¢alismay1 882 atif ile takip eden ve
International Journal of Production Research adli dergide 2019 yilinda yayimlanmis olan Saberi S,
Kouhizadeh, M., Sarkis, J., & Shen, L’ye ait “Blockchain technology and its relationships to sustainable
supply chain management,” baglikli makalede ise blok zincir teknolojisi ve akilli sozlesmelerin,
tedarik zinciri yonetiminde potansiyel uygulamalari elestirel olarak ele alimirken, tedarik zincirinin
siirdiiriilebilirligi baglaminda bir degerlendirme sunulmustur. Bu ¢aligmay1 708 atif sayist ile tigiincii
sirada Frank, A. G., Dalenogare, L. S. ve Alaya, N. F ye ait 2019 yilinda International Journal of
Production Economics dergiside yayimlanan “Industry 4.0 technologies: Implementation patterns in
manufacturing companies” baglikli makaledir. Bu makale de Endiistri 4.01n sundugu yeni teknolojilerin

imalat¢i firmalarda kullanmmin konu edilirken, imalatci ve perakendeci firmalarin tedarik zinciri ve
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lojistik performansinin entegre bilgi teknolojileri (BT) ile gelistirilmesinin miimkiin oldugu, BT destekli
tedarik zinciri entegrasyon yeteneginin, ozellikle operasyonel miikemmellik ve gelir artisinda onemli
ve siirekli sirket performansi kazanumlar: sagladigi ve dolayisiyla Endiistri 4.0 siireg performansina
onemliligi ve siirdiiriilebilirligi katkisi konu edinilmistir. En ¢ok atif alan dérdiincii ¢aligma 593 atif
ile Ivanov, D.” nin 2020 yilinda Transportation Research Part E: Logistics and Transportation Review,
dergisinde yayinlamis oldugu “Predicting the impacts of epidemic outbreaks on global supply chains:
A simulation-based analysis on the coronavirus outbreak (COVID-19/SARS-CoV-2) case” basglikli
makale ¢alismasi olmugtur. Bu ¢alismada 2019 yilinda kiiresel anlamada tiim diinya ekonomilerini
derinden etkileyen kiiresel salgin Covid-19'un kiiresel tedarik zinciri tizerindeki etkisi, kiiresel tedarik
zincirindeki epidemik kirilmalar baglanminda ele alinmis, uygulanan simiilasyon analizi sonucunda
salgin durumunda karar vermeyi kolaylastiran dijital ikiz? uygulamasimin 6nemi vurgulanmistir. Son
olarak 500 atifla en ok atif alan besinci ¢alisma ise yine Ivanov, D. 'nin de yazarlarindan biri oldugu,
Ivanov, D., Dolgui, A., & Sokolov, B. tarafindan 2019 yilinda, yine International Journal of Production
Research adl1 dergide yaymlanan “The impact of digital technology and Industry 4.0 on the ripple effect
and supply chain risk analytics” adli makale olmugtur. S6z konusu bu ¢alismada ise bagligindan da
anlagilacagi tizere dijitallesme ve Endiistri 4.0'm tedarik zincirindeki dalgalanma etkisi ve bozulma
riski kontrol analitigi tizerindeki etkisi konu edilmistir.

“Digital supply chain (dijital tedarik zinciri)” ana temasi konu edinen ¢alismalarda yazarlar tarafindan
tercih edilen ve bagliklarda siklikla kullanilan anahtar kelimeler Tablo 5’te incelenmistir. Buna gére
hem anahtar kelimeler de hem de basliklarda siklikla supply (n:563), supply chain (n:152) ve supply
chain management (n:146) yer aldigy, dijitalizasyona uygun olarak ise anahtar kelimeler de Industry
4.0 (n:134), blockchain (n:130), digitalization (n:115) ve digital transformation (n:87) kelimelerinin,
benzer sekilde bashklarda da digital (n:497), industry (n:233), blockchain (n:127) ve technology (n:116)
kelimelerinin en sik kullanilan ilk 10 kelime arasinda oldugu goriilmektedir.

Tablo 5: Makaleler Anahtar Kelimelerinde One Cikan Trend Konular

Yazar Anahtar Kelimeleri Basliklarda One Cikan Kelimeler

Sira Kelime Kullanim  Kelime Kullanim

Sikhig Siklig1

1 Supply Chain (Tedarik Zinciri) 152 Supply (Tedarik) 697

2 Supply Chain Management 146 Chain (Zincir) 563
(Tedarik Zinciri Yonetimi)

3 Industry 4 134 Digital (dijital) 497
(Endiistri 4)

4 Blockchain 130 Industry (Endiistri) 233
(Blok Zincir)

2 Dijital Ikiz (DT), her ikisi de gercek zamanli veri aligverisi yoluyla birbirine bagli olan herhangi bir fiziksel varhgin
(fiziksel ikiz) sanal kopyasi veya modeli anlamina gelir. Kavramsal olarak, bir DT fiziksel ikizinin durumunu gergek
zamanli olarak taklit eder ve bunun tersi de gegerlidir. DT uygulamasi, ger¢ek zamanl izleme, tasarim/planlama,
optimizasyon, bakim, uzaktan erisim vb. igerir (Singh vd.,2021:1).
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5 Digitalization 115 Management (Yonetim) 233
(Dijitalizasyon)

6 Digital Transformation 87 Chains (Zincirleri) 139
(Dijital Doniigiim)

7 Industry 4.0 79 Manufacturing (Uretim/imalat) 136
(Endiistri 4.0)

8 Covid-19 (Kovid-19 Salgini) 78 Blockchain (Blok zincir) 127

9 Sustainability (Siirdiiriilebilirlik) 76 Performance (Performans) 117

10 Circular Economy 71 Technology (Teknoloji) 116
(Déngiisel Ekonomi)

Arastirma verisi yardimiyla Sekil 11de de “digital supply chain (dijital tedarik zinciri)” konusu
ile ilgili yayinlara iligkin anahtar sozciiklerden olusan tematik haritaya yer verilmistir. Tematik
haritanin yatay eksini anahtar kelimelerden olugan kiimelerin merkezilik derecelerini, dikey eksen
ise yogunluk derecelerini gostermektedir. Callon vd. (1991:164-165)%e gore

o Merkezilik derecesi, belirli bir kiimenin diger kiimelerle olan baglantilarinin yogunlugunu ifade
etmektedir ve bu baglantilar ne kadar giiglii ise diger ifade ile bir kitmenin merkezilik derecesi
ne kadar yiiksekse, bu kiimenin bilimsel veya teknolojik topluluk tarafindan ¢ok 6nemli kabul
edilen aragtirma problemini belirleme de oldukga fazla etkili oldugunu gosterir.

o Yogunluk derecesi, kiimenin elemanlar1 olan anahtar kelimeleri birbirine baglayan baglantilarin
gliciinii ifade etmektedir. Bir kiimenin yogunluk derecesi ne kadar yiiksek ise, ilgili kiimeye
karsilik gelen arastirma problemlerinin o kadar uyumlu ve bitiinlesik bir yapida oldugunu
niteler.

Merkezilik ve yogunluk derecelerine gore anahtar kelimelerin olusturdugu kiimelerin yer aldig:
tematik harita, kendi i¢inde dort genel kategoriye ayrilmaktadir. Callon vd. (1991:166-167) bu
alanlardan ilki, Sekil 11'de gosterilen tematik haritanin sag tist alanini olusturan motor tema alanidur.
Bu alanda yer alan kiimelerin hem merkezilik dereceleri hem de yogunluk dereceleri yiiksektir.
Bu baglamda bu kiimelerin, diger kiimelere giiglii sekilde bagli oldugu ve ayrica kiimenin dahili
baglantilarinin da yiiksektir. Bu agidan bu alanda yer alan kiimeler, arastirilan konunun ¢ekirdegini
olusturur, stratejiktir ve iyi tanimlanmis bir grup arastirmaci tarafindan uzun bir siireli ve
muhtemelen sistematik olarak incelenmektedirler. Ikincisi ise yine tematik haritanin saginda ancak
altinda yer alan, tematik ve dongiisel tema olarak isimlendirilen alandir. Bu alanda merkezidir ancak
yogunluk derecesi nispeten diisiiktiir. Bu a¢idan ise bu alanda yer alan kiimelerin yine alan i¢in
stratejik oldugu ancak heniiz 6nemli olan konularin hedeflerine yonelik olmayan aragtirma sorulari
ile ilgili olduklar: séylenebilir. Sekil 11'deki tematik haritanin sol iist alani, izole ve gelismis tema alani
olarak isimlendirilen Ggiincii alanda yer alan kiimelerin ise yogunluk derecesi motor tema alaninda
yer alan kiimeler kadar yiiksek ancak merkezilik derecesi diisiiktiir. Dolayisiyla bu alanda yer alan
kiimelerin iyi gelistirilmis arastirma problemlerine karsilik geldikleri, daha erken zamanlarda
merkezi iken, zamanla daha az ilgi uyandiran ve marjinallesen kiimeler olduklari, diger alt aglardan
izole olan uzmanliklar gosterdikleri sdylenebilir. Son olarak $ekil 11de verilen tematik haritanin
sol alt alani olan, ortaya ¢ikan ve kaybolan tema alan olarak isimlendirilen alanda yer alan kiimeler
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ise arastirilan alanin kenar bosluklarini temsil eder, bir diger ifade ise bu alandaki kiimelerin hem

merkezilik dereceleri hem de yogunluk dereceleri diigiiktiir.

Bu bilgiler 1s181nda Sekil 11 incelendiginde en biiyiik kiimenin motor temalar ile temel temalar
arasinda yer aldigini ve bu kiime baglaminda 6ne ¢ikan temalarin management:334, framework:181,
internet:125 oldugu belirlenmistir. Buradan s6z konusu temalarin hem alanin en temel ¢alisma
alanlar1 oldugu hem de gelisimlerini siirdiirdiikleri séylenebilir. izole ve Geligmis Temalar kisminda
optimization:46, demand:29, risk:24 temalarimin olusturdugu kiime yer almistir. Bu temalar yiiksek
yogunluklu temalar olmalarinin yani sira diisitk merkezilik derecelerine sahiptirler. Bu durum
bu temalarin hizli gelisme alanlari olmalarina ragmen belirli ve yeterince {izerinde durulmayan
konular olduklarini géstermektedir. Diger taraftan Sekil 11'de en yiiksek yogunlugun ve daha yiiksek
merkezilik derecelerine sahip bir kiimenin varlig: dikkat ¢ekmektedir. Bu kiime izole ve gelismis
temalar ile motor temalar araliginda yer almakta olup, temalarinda information-technology:101, big
data analytics:87, firm performance:74 bulunmaktadir. Bu baglamda bu temalarin alanda caligilan
en temel (motor) alanlar arasinda yer aldig1 ve orta diizey veya iistiinde tizerlerinde durulan, kendi
i¢cinde kismen yogun baglantili, alanin merkezinde yer alan konular oldugu s6ylenebilir. Ortaya ¢ikan
veya kaybolan temalar alaninda ise competition:29; online:19, decision:15 temalar1 yer almaktadir. Bu
temalar hem diisitk yogunluklu hem de diisiik merkezilik derecelerine sahip olduklarindan alanda
daha once ¢alisilmis ancak ne ¢ok merkezi ne de yogunluklu kelimelerdir. Son olarak temel tema
alaninda yer alan impact:247; performance:232, supply chain:188’in yer aldig1 kiime bulunmaktadir. Bu
temalarin ise yliksek merkezilik derecelerine sahip olmalarina ragmen diisiik yogunluk derecelerine
sahip olduklari, diger bir deyisle bu temalarin alanda etkilesimlerinin yiiksek oldugu s6ylenebilir.

!
izole ve Gelismis Temalar |

i
informfationttechnology
big data analytics
firm perl'lormance
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optimization
demand
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1
1
1
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1
1
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1

management

internet

Developmert degree

Younluk o
performance
supply chain
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Sekil 11: Tematik Harita
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Analizin diger 6nemli bir ¢iktist ortak atif ag analizidir. Ortak atif ag analizi, yazarlar1 arasinda bir
bibliyografik baglanti kurularak analiz edilen yayinlara atifta bulunan yazarlari kapsamaktadir.
“Digital supply chain (dijital tedarik zinciri)” konulu ¢aligmalarin referanslarinda birlikte bulunan
yayinlar, bunlarin birbirlerine olan yakinsamalarini gorebildigimiz Sekil 12'deki ortak atif ag ayrica
alaninda etkin arastirmacilar1 da gostermektedir
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Sekil 12: Yazarlar arasindaki ortak ag analizi

Sekil 12de “digital supply chain (dijital tedarik zinciri)” konusu igin 50 bilimsel ¢aligma icin ortak atif
analizi yapilmis ve ag yapisi icindeki kiimeler farkli renklerle gosterilmistir. Elde edilen sonuglara
gore mavi, kirmizi ve yesil renkle gosterilen ti¢ farkli kiime elde edilmistir. Buna gore Kirmizi renkli
agda en etkili yazarin, 2019 yili “The impact of digital technology and Industry 4.0 on the ripple effect
and supply chain risk analytics” (betweenness:156.89) ¢aligmasiyla Ivanov, D. oldugu belirlenmistir.
Yesil kiimede yer alan en etkili ¢alismanin ise Barney, J. 1991 yilinda “Firm resources and sustained
competitive advantage” (Betweennes:33.45) oldugu, diger yandan en yogun gériinen kiimenin mavi
kiime oldugu, bu kiimede ise en etkili ¢calismanin 2018 yili “Digital Supply Chain: Literature review
and a proposed framework for future research” (betweenness:33:11) adli caligma, bu ¢alisma ile Tiirk
aragtirmacilardan Biiyiikozkan, G. nin etkili aragtirmacilar arasinda oldugu belirlenmistir.

Sekil 13’te aragtirmacilar arasindaki is birligi gosterilmektedir; renk gruplariyla isaretlenmis 10
kiime vardir. Kiimeler alanda calisilan konularin benzerliklerine gore olusmaktadir. Buna gore
dijital tedarik zinciri ve tedarik zincirinde dijjital uygulamalar konusunda iiretken arastirmacilarin
odaklandiklar1 yonler arasindaki iliski géz éniine alindiginda, is birligi kiimeleri arasinda baglarin
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¢ok fazla olmadig1 yani konular arasi is birliginin zayif oldugunu ama kiimelerin odaklandig: konu

ozelinde is birligine gidildigi gortilmektedir.
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Sekil 13: Yazarlar arasindaki Is Birligi Ag1

Sekil 14’te ise alanda yayinlanan ¢aligmalarin yazarlarinin aidiyetinin oldugu kurumlarin bulundugu
tilkeler arasindaki is birligi agina yer verilmistir. Olusan agda goriilen dairenin buytkligii ve ¢izginin

kalinlig: tilkeler arasindaki ortak iligskinin giiciinii géstermektedir (Nunen vd.,2018: 4).

Sekil 14: Ulkeler Arasindaki Is Birligi

Bu bilgi 1s1¢1nda, Sekil 14’te de goriildiigii iizere ABD, Cin ve Ingilterenin iilkeler arast is birliginde giiclii
konuma sahip {ilkeler oldugu belirlenmistir. Diger yandan ABD ve Cin'in hem kendi aralarinda alandaki
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en gliglii bir is birliginin oldugu hem de her ikisinin de Kanada, Japonya, Kore ile giiglii is birliginde
olduklary; Ingiltere'nin ise Fransa, Hindistan ve Avusturalya ile giiclii is birliginin oldugu tespit edilmistir.
Tiirkiye'nin en yogun is birliginde oldugu ag ise Ingilterenin en giilii oldugu ag olan Mavi alandur.

Dort farkli kategoriye gore en sik tekrar eden 50 kelimeden olusan kelime bulutlarinin gorsellestirildigi
Sekil 15te ise ilgili kategoride en sik kullanilan kelimeler, siklik biyiikliikleri ile orantili olarak biiyiik
punto ile gosterilmektedir. Ilk kategori yazarlarin ¢aligmalarda tercih ettigi anahtar kelimelerdir. Bu
kategoride en sik tercih edilen anahtar kelimeler Endiistri 4.0 (n:130), blok zincir (n:115), dijitallesme
(n:87), dijital doniisiim (n:79), Covid-19 (n:76) ve siirdiiriilebilirlik (n:71)dir. Ikinci kategori Biblioshiny
yaziliminda “keywords plus” olarak adlandirilan, ¢aligmalardaki anahtar kelime ve bagliklarda olugan
dizin terimlerinden olusan (Gok,2021: 1559) kisimdir. Bu kategoride etki (n:247), performans (n:232),
tedarik zinciri (n:188), gerceve (n:181) kelimeleri en sik kullamilan kelimelerdir. Ugiincii kategoride
sadece bagliklara gore en sik kullanilan kelimeler bulunmaktadir. Bu kategori de de tedarik (n:697),
zincir (n:563) ve dijital (n:497) en sik kullanilan kelimeler olmustur. Son kategori de ise 6zetlerde sik
kullanilan kelimeler i¢in bulutta en sik kullanilan kelimelerin yine tedarik (n:3355), zincir (n:2676),
dijital (n:2335) kelimelerinin yani sira arastirma (n:1820) ve yonetim (n:1209) oldugu belirlenmistir.
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Sekil 15: Ilgili Kategorilere Gére Kelime Bulutlar:
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Dijital tedarik zinciri veya tedarik zincirinde dijital uygulamalar konusunda yapilan ¢aligmalarin
anahtar kelimeleri ve bagliklarinda ortaya ¢ikan dizinlere gore trend konulardaki degisim ise Sekil
16da gosterilmistir. Sekil 16’ya gore konu hakkinda yapilan galismalarda ilk yillarda “pazarlar”
(n:17) tizerinde durulsa da 2010-2012 yillar1 arasinda “elektronik marketler” (n:7), 2016 sonrasi

“e-isletmeler” (n:14) glinimiizde ise “Endiistri 4.0” (n:72)’mn en yeni trend oldugu goriilmektedir.
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Sekil 16: Anahtar Kelimeleri ve Bagliklarinda Ortaya Cikan Dizinlere Gore Trend Konular

Sekil 17de “digital supply chain (dijital tedarik zinciri)” ana temasi Gizerine yaymlanan ¢aligmalarda
sik yer alan her kelimenin kavramsal yap: haritasina ve alanda en yayin konular1 ve bu konularin
birbirleriyle iliskisini konu edinen konu dendrogramina yer verilmistir. Kavramsal yap: haritasina
gore mavi ve kirmizi olmak tizere iki gruplandirmanin oldugu goériilmektedir. Buna gore en sik
kullanilan kelimelerin kavramsal yap: haritasinda yogun olan kirmizi renkli gruplamanin daha ¢ok
dijital tedarik zinciri kapsaminda ele alanin kelimeler oldugu, mavi alandaki kelimelerin ise daha
¢ok dijital tiretim siireglerinde ele alinan kavramlar oldugu belirlenmistir. Konu dendograminda da
kavramsal yap1 haritasina benzer gekilde mavi ve kirmizi olmak {izere bir ayrimin oldugu; ¢alisilan
konularda anlamli bir farklilasmanin oldugu goriilmiistiir. Ancak kavramsal haritanin tam tersine
konu dendograminda mavi renkli alaninda daha yogun oldugu ve bu alanda da Endiistri 4.0 basta
olmak tizere dijitallesmenin tedarik zinciri yonetimine katkilarina yonelik konularin 6n planda

oldugu, kirmizi alanda ise yine dijital iiretim siireclerine yonelik konularin yer aldig1 belirlenmistir.
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Topic Dendrogram

Conceptual Structure Map - method: MCA
| X3d printing

Dim 2 (13.71%)

Dim 1 (36.44%)

Sekil 17: Kavramsal Yap1 Haritas1 ve Konu Dendogrami

Son olarak Tablo 6da alandaki arastirmacilarin bilimsel iiretkenlik dagilimlar: yer almaktadir.
Herhangi bir bilimsel arastirma bir alaninda yeterli diizeyde literatiiriin oldugu séylemek igin,
alana yonelik tek yayinla katki saglayan arastirmacilarin tim yayinlara oraninin yaklasik %60; iki
yaymnla katki yapan arastirmacilarin tek yayimnla katki yapanlara oranmin %25; {i¢ yaymla katki
yapanlarin oraninin ise %11,1 olmas: gerekmektedir (Lokta,1926:323). Bu oranlarin {izerinde veya
altinda degerler s6z konusu alanin yetersizliginden ve gelistirilmesi gerektiginden bahsedilir. Tablo
6da dijital TZY konusundaki literatiir incelendiginde mevcut durumda arastirmacilarin %85 nin
tek yayin yaptig1, %10’nun iki yayin yaptig1 ve {i¢ yayin yapan arastirmacilarin yiizdesinin ise %2,5
oldugu tespit edilmistir. Bu da alandaki ¢alismalarin Lokta yasasina gore yetersiz oldugundan ve
gelistirilmesi gereken bir alan olduguna isaret etmektedir.

Tablo 6: Lokta Yasasi

Yazili belgeler Yazar sayist Yazarlarin yiizdesi
1 4102 85.0%

2 484 10%

3 122 2.5%

4 44 0.9%

5 26 0.5%

5. Tartigma ve Sonug

Kiiresel ticarette rekabet avantaji, {ilkedeki firmalarinin tedarik zinciri yonetimindeki basarisindan
gecmektedir. Bagarili bir tedarik zinciri performansi 6ncellikle etkin siire¢ yonetiminin ¢iktisi
olarak firmalar i¢in yiiksek miisteri memnuniyeti, pazar pay: artisi ve karlilik saglarken, bir iilkenin
gliclii tretici kaynagini olusturmaktadir. Diger yandan ileri teknolojinin getirmis oldugu pek ¢ok
uygulamanin tedarik zincirine entegrasyonu bilgi iletisimini kolaylagtirmasinin yani sira, maliyet ve
zaman avantaji saglayabilmektedir. Giinlitk hayatla biitiinlesen teknolojik uygulamalarin tedarikten
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dagitima zincirdeki tiim siireclere entegre olmasi neredeyse kaginilmaz olmustur. Dolayisiyla sektor
aktorlerin tedarik zinciri siireglerindeki iyilesmeleri nasil saglayacaklart hem sektor hem de akademik
olarak siklikla ele alinmaktadir.

Ozellikle Endiistri4.0ilebiitiinlesen tedarik zinciriyonetiminde, dijitalizasyon ve dijital uygulamalarini
aragtiran arastirmacilar icin yeni ufuklar agan makalelerin, yazarlarinin, ilgili alandaki uluslararas:
endeksli yayinlardaki anahtar kavramlarin bilincinde olmak, daha fazla gelismeyi baslatmaya,
ortak yazarlik is birliklerini tesvik etmeye ve gelecekteki arastirma ¢aligmalarinin genel kalitesini
artirmaya yardimci olacaktir. Bu kapsamda bu ¢alismada giiniimiiziin en biiyiik olgularindan biri
olan dijitallesmenin tedarik zinciri yonetimine entegrasyonun, WoS veri tabaninda yer alan bilimsel
dergilerdeki yayinlardaki, mevcut durumu ve yonelimleri “dijital tedarik zinciri” kelimelerinin
Ingilizcesi olan “digital supply chain” kullanilarak bibliyometrik olarak incelenmistir.

Dijjital TZY’ ni konu edinen bibliyometrik analiz sonucuna gore, alandaki ilk caligmanin 1995 yilinda
yaymlanmasinin ardindan, 2018 (n:108) yilinda ¢alisma sayisinda 6nemli bir artis egilimi oldugu
belirlenmis, 2018-2022 yillar1 arasinda yayimlanan ¢alismalarin (n:1217) ¢alisma yil araligindaki
(1995-2023) tiim ¢aligmalarin  %65,5ni olusturdugu tespit edilmistir. Alanda yayimlanan
calismalarin %71,4'niin makale tiirtinde (n:1326) oldugu, kalan %28,6’sinin ise kitap, kitap elestirisi,
editorel yazi, bildiri ve elestiri yazist oldugu belirlenmistir. Dijital tedarik zinciri konusunda aragtirma
yapan arastirmaci sayisinin 4828 oldugu, arastirmacilarin %96,2’sinin ortak ¢aligmasmnin oldugu
sadece 184 arastirmacinin tek yazarli yaymn yaptigi belirlenmistir. Diger yandan yayin bagina is
birligi oran1 %3,32 iken, yayin bagina uluslararasi is birligi oraninin %38,66 oldugu tespit edilmistir.
Alanda en ilgili yazarlar arasinda en ¢ok yayin yapan arastirmacinin Ivanov, D. (n:20, h-endeks:15)
oldugu, KumanA. (n:17, h-endeks:9) ve Gupta, S’ninde (n:16, h-endeks:8) alanla ilgili 6ne ¢ikan
aragtirmacilardan oldugu belirlenmistir.

Alanda en ¢ok atif alan ¢alisma ise Rai vd. (2006) (n:955) tarafindan yayimlanan, dijital olarak
etkinlestirilen tedarik zinciri entegrasyon yeteneklerinin firma performans: iizerindeki etkileri
inceleyen makale olmustur. Alanda en ilgili arastirmaci olan Ivanov, D! ye ait 2020 (n:593) ‘de
yayimladig1 kiiresel salgin doneminde TZY de karar verme kolayligi saglayan teknolojileri (dijital ikiz)
ve 2019 (n:500)de Dolgui ve Solokov is birliginde yayimlanan dijitallesme ve Endiistri 4.0 tedarik
zincirindeki dalgalanma etkisi ve bozulma riski kontrol analitigini konu edinen ¢alisma da yiiksek atifl
caligmalardandir.

Dijjital TZY’yi konu edinen en ilgili kaynaklar incelendiginde International Journal Of Production
Economics (n:2801) ve International Journal Of Production Research (n:2785) en ¢ok atif alan iki dergi
olmugstur. Diger yandan bu dergilerin dijital TZY ile en ¢ok yayin yapan iki dergi oldugu ve diger
kaynaklar arasinda en yiiksek h — endeks degerine sahip oldugu da tespit edilmistir.

Analizde dijital TZY konusunda yayimlanan c¢alismalarda yazarlar tarafindan en sik kullanilan
anahtar kelimelerin, Endiistri 4.0 (n:130), blok zincir (n:115), dijitallesme (n:87), dijital déniisiim
(n:79), Covid-19 (n:76) ve siirdiiriilebilirlik (n:71) oldugu belirlenmistir.
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Alandaki yayinlarda yer alan anahtar veya belirleyici kelime gruplarinin yer aldig1 tematik harita ile
alanda ¢aligilan konularin merkezilik ve yogunluk dereceleri incelenmistir. Buna gore, en temel ve 6ne
¢ikan temalar yonetim (n:334), kavramsal cerceve (n:181), internet (n:125) olurken, diger temalarla
etkilesimi nispeten diisiik, ancak yogunluk olarak yiiksek bir diger deyisle izole olarak ele alinan
temalarda optimizasyon (n:46), talep (n:29), risk (n:24) kavramlarinin 6ne ¢iktig1 belirlenmistir. Diger
yandan hem alanda en temel konular arasinda olan hem de izole olarak alinan tema grubu dikkat
cekmektedir: Bilgi-teknolojileri (n:101), biiyiik veri analizi (n:87), firma performansi (n:74). Bu grupta
one c¢ikan kelimelerin glinimiizde de merkeziliklerini koruduklarini ve kendi aralarinda yogun
caligilan konular olduklar1 soylenebilir. Bu baglamda s6z konusu bu bulgularin, alanda ¢alismak
isteyen gelecek aragtirmacilar i¢in farkindalik olusturacag: disiiniilmektedir.

Aragtirmanin bulgularinda dijjital tedarik zinciri alaninda en etkili {ilkelerin, literatiirde yer alan
tedarik zincirindeki dijital uygulamalar tizerine yapilan ¢aligmalara benzer sekilde ABD, Cin ve
Avrupa tlkeleri (Mufioz-Villamizar vd.,2019; Muessigmann vd.,2020; Rejeb vd.,2020; Moosavi
vd.,2021; Malacina ve Teplov, 2022) oldugu belirlenmistir. fleri teknoloji tiretiminde ve ihracatinda
da 6n plana c¢ikan bu iilkelerin, en yeni dijital uygulamalar1 tedarik zinciri operasyonlarina
entegre etmeleri kaginilmaz oldugu gibi, bu uygulamalarin, tedarik zinciri yonetimi alaninda
calisgan aragtirmacilarinin da tedarikten-iiretime, tiretimden-dagitima TZYde siire¢ iyilestirme
ve en iyi performansa ulagilabilmesi adina, 2014 ve 6zellikle 2018 sonrasinda artan trendde 6nem
verdigi konular oldugu tespit edilmistir. Alanda yayin sayis1 yiiksek olan bu iilkelerin, atif sayilar
da yiiksektir. Benzer sekilde alandaki arastirmacilarin aidiyetleri olan kurumlar incelendiginde
en ¢ok calisma sayisina gore ilk sirada, Khalifa Universitesi (Birlesik Arap Emirlikleri) (n:30) ve
Cambridge Universitesi (Ingiltere) (n:29) yer alsa da ilk 20 kurum arasinda ABD, Avrupa ve Cin'deki
tiniversitelerin yogunlugu dikkat ¢ekmistir. Ulkeler arasindaki is birligi incelendiginde de yine soz
konusu bu iilkelerin giiglii is birligi gosteren iilkeler oldugu belirlenmistir. Bu da bu iilkelerdeki
aragtirmacilarin diger tlke arastirmacilar ile etkilesimin giigli olduguna isaret etmektedir.
Diger yandan arastirmacilar arasindaki is birligi aginin ise arastirma konusuna gore farklilagarak
kiimelestigi de gorillmistiir. Bu baglamda tilke ve yazar is birligi birlikte ele alindiginda is birliginde
gliclii etkilesimdeki iilkelerdeki arastirmacilarin konu 6zelinde is birligine gittigi soylenebilir. Bir
diger 6nemli bulgu da dijital TZY konusundaki yayin yapan arastirmacilarin bilimsel tiretkenlik
dagilimlar: incelendiginde de arastirmacilarin ¢ogunlugunun (%85) alanda tek yayinla katkida
bulundugudur. Bu alanda bilimsel iiretkenligin yetersiz oldugunu gostermektedir. Dolayisiyla alanda
yayin yapan arastirmacilarin ¢aligmis olduklar: konuyu gelistirmeleri ve konu is birligi ile literatiire
katk: saglamalar1 beklenmektedir.

Dijjital TZY konusundaki ¢aligmalarin mevcut durumuna iligkin genel durumunun tespit edildigi
bu ¢aligmada gelecek arastirmacilar i¢in konunun biiyiik resmi, gelisimi ve yonelimlerinin izlenmesi
saglanmigtir. Caligmada kullanilan veriler WoS veri tabanindan basta tedarik zinciri yonetimi ve
lojistik olmak tizere, yonetim, yoneylem arastirmasi yonetim bilimi, miithendislik endiistrisi, bilisim
bilimi, ekonomi, sosyal bilimler disiplinler arasi, ulastirma, multidisipliner bilim alani olarak
daraltilmistir. Bu aragtirmanin sinirhiklar arasindadir. Sosyal bilimler gergevesinde ele alinan bu
alanin genisletilmesi agisindan daha az filtreleme uygulanabilir, diger bilim alanlari ile iligkili daha
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genel bir analiz yapilmasi 6nerilebilir. Diger yandan bu ¢alismadaki arastirma verileri sadece WoS
veri tabanindaki yayinlarla sinirhidir. Gelecek ¢aligmalar igin veri kalitesi ve ulagilabilirligi dikkate
alinarak SCOPUS, IEEE Xplore, EBSCO, Emerald, Science Direct, Taylor and Francis, Springer,
SSRN gibi veri tabanlarindan da yararlanilmasi dnerilmektedir.
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Abstract

In today’s world, where development and change are experienced rapidly, employees need to provide the
necessary support to their organizations by displaying innovative work behavior (IWB) in the information
sector, where keeping up with the change has become even more important. The main purpose of the study
is to reveal the role of workplace social courage in developing IWB of IT sector employees and to determine
the effects of workplace social courage (WSC) on employees’ IWB. In this context, data were collected from
the first 100 IT sector employees. Data obtained from the information sector employees determined by the
convenience sampling method, it was concluded that the level of WSC and IWB of the information sector
employees is high. It is seen that WSC has a positive, and significant relationship with the IWB levels of
the employees, and WSC positively affects the IWB of the employees. In the research, it was concluded that
employees with high WSC in the IT sector exhibit more IWB. WSC and IWB of IT sector employees do not
differ according to gender and professional experience.

Keywords: Innovative work behavior, courage, workplace social courage, IT sector.
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Oz

Gelisimin ve degisimin hizla yagandig1 giiniimiiz diinyasinda, degisime ayak uydurmanin daha da 6nemli
bir hal aldig1 bilisim sektoriinde, ¢aliganlarin yenilik¢i is davranigi sergileyerek, orgiitlerine gereken
destegi vermeleri 6nem arz etmektedir. Calismanin temel amac, bilisgim sektorii ¢alisanlarinin yenilikei

is davranisi gelistirmelerinde isyeri sosyal cesaretlerinin roliinii ortaya koyabilmek, ¢alisanlarin isyeri
sosyal cesaretlerinin yenilik¢i is davranislar: izerindeki etkilerini belirleyebilmektir. Bu kapsamda, ilk 100
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bilisim sektorii ¢aliganlarindan, veriler toplanmigtir. Kolayda 6rnekleme yontemiyle belirlenen bilisim
sektoril galisanlarindan elde edilen verilerin analizi sonucunda, bilisim sektorii ¢aliganlarinin, isyeri sosyal
cesareti ve yenilikgi is davranigi diizeylerinin yiiksek oldugu sonucuna ulagilmistir. Bununla birlikte isyeri
sosyal cesaretinin ¢alisanlarin yenilik¢i is davranisi diizeyleri arasinda pozitif yonde, olumlu ve anlaml
bir iligki oldugu, igyeri sosyal cesaretinin ¢aliganlarin yenilik¢i is davraniglarini olumlu yonde etkiledigi
gortlmektedir. Arastirmada biligim sektoriinde sosyal cesareti yiiksek olan ¢aliganlarin daha fazla yenilikgi
is davranisi sergiledigi sonucuna ulagilmistir. Bilisim sektorii ¢alisanlarinin isyeri sosyal cesareti ve yenilikei
calisma davranislari cinsiyete ve mesleki deneyime gore farklilik gostermemektedir.

Anahtar Kelimeler: Yenilik¢i is davranigi, cesaret, is yeri sosyal cesareti, bilisim sektori

JEL Siniflandirmasi: M10, M11, M19

Extended Summary

In today’s world where development and change are experienced rapidly, employees need to provide
the necessary support to their organizations by displaying IWB (IWB) in the information sector,
where keeping up with the change has become even more important. Employees can exhibit WSC
behavior in their business life to contribute to their organizations and to reach their individual goals.
Based on this idea, the research aims to determine the role of WSC behavior in developing IWB.
Relationships between employees’ social courage in the workplace and IWB development; play an
important role in organizing the organizational structure. In this respect, it is expected that the
disclosure of the subject will contribute to the relevant literature and the leaders at the management
level of the organization. The main purpose of the study is to reveal the role of WSC in developing
IWB of IT sector employees and to determine the effects of workplace social courage (WSC) on
employees’ IWB. However, developments in the field of information and communication focus
on turning to the field of informatics and revealing innovations. In this context, considering that
creating innovative jobs is an important need in the field of informatics, it was decided that it would
be appropriate for the universe of the research to consist of IT sector employees. The population
of the research consists of the employees of the first 100 IT companies (according to their sales
revenues) stated in the report published by BTHaber (2021: 132). According to November 2022 data,
the number of paid employees in the information and communication sector in Turkey is 287,273.
The research data was obtained through a questionnaire form; 220 responses were provided to the
500 questionnaires sent, and after the extreme values were removed, analyzes were made from the
information about 209 informatics employees. When the literature is examined, it is stated that the
sample size should be at least five times the number of variables used in the research (Biiyiikoztiirk,
2002; Aksu et al., 2017; Ozdemir & Atan, 2020). In this context, it is seen that the collected data
meet the sample size. The surveys created through Google Forms were shared with the IT sector
employees through Linkedin and other social media platforms throughout January and February
2023, and they were applied in a digital environment. The questionnaire form prepared in line
with the purpose of the research consists of 3 parts: Personal information form, IWB scale form,
and WSC scale form. Data obtained from the information sector employees determined by the
convenience sampling method, it was concluded that the level of WSC and IWB of the information
sector employees is high. It is seen that WSC has a positive, and significant relationship with the IWB
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levels of the employees, and WSC positively affects the IWB of the employees. In the research, it was
concluded that employees with high WSC in the IT sector exhibit more IWB. It was concluded that
gender and professional experience, which are among demographic variables, do not differ in the
WSC and IWB of IT sector employees.

1. Introduction

Socio-economic transformation necessitates a change in every field. With the changes in competitive
conditions, organizations’ ability to create opportunities in the market area depends on innovation
and value creation. Thus, it is possible to make a difference in the activities, goods, and services
of organizations compared to their competitors. To focus on differentiation and revealing value in
business processes and achieve this, it is necessary to combine all organizational elements in common
goals and sharing. With the transformation of the organizational system; processes, business
methods, technological infrastructure, and capabilities are changing rapidly. The inevitability of
change pushes organizations to adapt to this change more quickly. For this reason, organizations are
to have a workforce that can take risks in their working lives, produce and implement creative and
innovative ideas in order not to remain unfamiliar with these changes and developments, and catch
up with the requirements of the age.

Today, the competence levels of the abilities of organizations are gaining more importance. Although
the developing technology can perform many physical tasks, mental performance is needed to
reveal new ideas, inventions, or methods. In other words, the role of innovative ideas emerging in
organizations is extremely important in differentiating organizations and seizing the opportunity
against their competitors. As it is known, innovation is one of the most important keywords of our
age. For this reason, there is a need to develop creative ideas and, accordingly, innovative behaviors
in organizations. In this sense, revealing innovative behaviors in organizations or ensuring and
maintaining the commitment of innovative talents to the organization may emerge as a problem.
Similarly, what is the needs of the talents who can exhibit innovative behavior and how the
organizational structure should be created in this context are also a problem. When the relevant
literature is examined; the moderate climate created in the organization (Caliskan, 2013; Howard
& Fox, 2020), a transparent, democratic management structure (Amabile et al., 1996; Ogan, 2022),
information sharing (S6zbilir, 2018; Imamoglu, 2019), employee voice status in the organization
(Kanten et al., 2022) that is, the elements that make up the culture are seen to be effective in developing
IWB. From this point of view, the IWB in the organization where studies in the field of management
have been intensified recently; was aimed to investigate whether WSC, which reflects organizational
culture, affects or not. Organizational employees can exhibit WSC behavior in their business life to
contribute to their organizations and to reach their individual goals.

WSC is thought to be the premise of employees’ ability to exhibit IWB in the organization to
contribute to organizational goals and achieve their individual goals. As it is known, WSC is the
whole of behavior that includes the emotions, cognitions, and actions that employees display at the
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risk of being harmed for the sake of their goals. Studies on courage are based on the embedded theory,
which states that the most important antecedent of individuals’ risk-taking decisions to achieve their
goals is the perception of benefit and risk (Koksal et al., 2022). WSC behavior, which is examined
based on embedded theory; is desired to prove that it is a premise that enables employees to exhibit
IWBs in the organization and, when necessary, to go beyond organizational culture, organizational
structure, and organizational norms, to exhibit IWBs.

Based on this idea, the research aims to determine the role of WSC behavior in developing IWB.
Relationships between employees’ social courage in the workplace and developing IWB; are
considered important in terms of guiding the reorganization of the organizational structure and
environment. In this respect, it is expected that the disclosure of the subject will contribute to the
relevant literature and the leaders at the management level of the organization.

2. Conceptual Framework and Hypotheses Development

2.1. Innovative Work Behavior

The concept of innovation is expressed as a process involving the discovery of something that did
not exist before or a significant change in the characteristics of an existing thing (OSLO, 2005).
The innovation in question can occur as a product/service, or as a marketing method, business
model, or application style. In other words, innovation is expressed with different definitions in
terms of the field in which it is applied. Mogee & Schact (1980) defines innovation as improving
something with technological advances. Obeso et al., (2013) state that innovation is a process of
change stemming from environmental effects. In line with the definitions made, it can be said that
innovation is a behavioral process that emerges with the support of technological developments
under certain conditions and at a certain maturity level. Although innovation and creativity are
sometimes used interchangeably, they are related. Innovation can be revealed through creativity. The
emergence of new ideas, new methods, new products, or new technologies is possible with creative
thinking behavior (West & Farr, 1989; Barker, 2002). Revealing innovation is an important strategy
for organizations (Drucker, 1988). The existence of creative talents in the organization provides a
competitive advantage (Iraz, 2005). For this reason, it is necessary to support innovative behaviors in
organizations. In the innovation performance of the organization; employees’ creative thinking plays
an important role (Li & Zheng, 2014; Ozbezek, 2021; Senol, 2022). Innovative business behavior can
be expressed as an effort to reveal new ideas, products, and services with all organizational elements
in line with the goals of the organization (Cevik & Akgemci, 2019). From this point of view, it can
be said that IWB in organizations emerges with changes in the environment, differentiation in
employee abilities, and organizational information sources (Obeso, 2013). IWB highlights employees
who follow current developments in line with organizational strategies and focus on their work in
this direction (Tore, 2017). The critical value of human resource capital, which exists in each process
of the organization, is gradually increasing.
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Developing the IWB of the organization; depends on the leaders and their followers who direct the
activities of the organization (De Jong, 2007; Senol, 2022). It is known that some elements support
the development of IWB in the organization. These elements are; it is the characteristics and abilities
of the managers who determine the organizational strategies and the employees who implement the
strategies they have determined (Palmer & Kaplan, 2007). For employees to create innovation with
their creativity, motivating and appropriate job design should be realized (Ogan, 2021). Likewise, the
autonomy granted to employees while performing their jobs contributes to the development of IWB
in organizations (De Jong & Kemp, 2003). Some studies have also shown that the motivation levels
of employees, that is, their adoption of the job and their orientation towards a common goal, affect
the level of performance they reveal. For example, it is stated that the intrinsic motivation levels and
professional experiences of employees affect IWB (Wang, 2013). The role of leaders who observe
IWB and can analyze well and share the knowledge gained is considered extremely important (Dyer
etal., 2011; Akgiil, 2019; Erdem, 2021). For this reason, the level of leadership in all elements of the
organization is also a source of motivation, so employees need to develop their IWBs.

When considered in terms of demographic variables, it is stated that IWB does not differ according
to gender. In addition, when the employees are examined in terms of their professional experience,
it is seen that the rate of IWB of experienced employees is high (Eroz & Sittak, 2019). Based on the
findings; “H,: TWB differs according to the demographic characteristics of the employees™; “H, : TWB

differs according to the gender of the employees™ “H ,: IWB differs according to the professional
experience of the employees” hypotheses were created.

2.2. Workplace Social Courage

Courage, as a word, means bravery, assertiveness, and audacity (TDK, 2022). It can be said that
courage is a feeling found in the genes as an instinctive behavior since the existence of humanity.
Courage varies according to people’s perceptions. At the same time, it can be a situation that one
person sees bravely, and it can be perceived as crazy by another. Although the place of courage in
human life dates back to ancient times, it is possible to say that the concept of courage is considered
a science in the literature, which is quite new. Courage is addressed in different areas with moral
and personality dimensions. This is due to the deep meaning of courage. For this reason, when
the relevant literature is examined, it is seen that there are different definitions of courage. Rate
et al. (2007) define courage as a situation in which individuals take risks, perhaps out of fear, but
voluntarily, to have or protect a right, favor, or positive thing for themselves or others, in a negative
and potentially dangerous situation. Scientists such as Maddi, (2006) and Lopez, (2007) draw
attention to the psycho-social meaning of courage in terms of turning to logical results with a mental
process in the face of a feared situation.

Kilmann et al. (2010), on the other hand, state that courage is the whole of behavior that includes
emotions, cognitions, and actions that the employee takes the risk of being harmed for a noble
cause. Recently, it is seen that the concept of courage has started to be discussed in the field of
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management sciences, especially its reflections on the organizational climate and organizational
effectiveness (Ginevra et al., 2020; Kramer & Zinbarg, 2019; Howard, et al., 2017). Workplace
courage in organizational life; can be defined as the behavior of taking action deliberately in the
face of risks, threats, or obstacles that may occur while trying to achieve goals that are attributed
to morally valuable (Koerner, 2014; Howard & Holmes, 2019). A brave behavior exhibited in the
organization; means to be free to exhibit the behavior, to take the risk of being harmed, to believe that
the risk is bearable, to believe that the courageous act is justified, to pursue valuable goals, and to take
careful steps despite the fear experienced (Kilmann et al., 2010; Koerner, 2014).

WSC is observed in the behavior of members and affects the organizational climate. Therefore, WSC
can be seen as an element of organizational culture. Scientific studies on WSC also focus on the
relationship between organizational culture and organizational behavior (Mert, Sen, & Alzghoul,
2021; Howard & Fox, 2020; Uysal & Bayramoglu, 2022; Koksal, Mert & Giirsoy, 2022). In this sense,
WSC, which we can attribute to the opposite of organizational silence behavior, is the situation in
which employees can stand up to the injustice done by not staying silent when they are faced with
injustice in the organization, and for this, the employee exhibits a brave behavior. WSC is seen as
a virtuous quality that leaders/managers should have in organizations that adopt a contemporary
management approach. It is a supporter of leaders/managers in their fight against undesirable
behaviors in organizations (Detert & Bruno, 2017). Similarly, social courage in the workplace
is effective in the behavior of employees and managers, and it guides managers to be fair in their
decisions; it is seen that it plays an active role in the management of organizational conflict and in
the failure of employees to submit to injustice when they are faced with injustice at work (Koksal,
Mert & Giirsoy, 2022: 33). In addition, there is a dominant opinion that WSC plays an important role
in organizational success and that organizational employees” having high WSC will have a possible
effect on their high performance (Kilmann et al., 2010).

Studies also show that employees who display bold behaviors in the workplace influence other
employees who observe them. Employees who act to protect their rights and the interests of their
colleagues and exhibit courageous behaviors including risk-taking gain self-respect, on the other hand,
gain the admiration of their colleagues (Koerner, 2014). In terms of demographic characteristics, it is
seen that male employees exhibit a higher level of workplace SCB than female employees (Koksal et
al., 2022). In this situation; there may be different reasons such as the existence of some deficiencies
in women’s employment rights or the fear of losing a job.

Based on the findings; “H,: WSC differs according to the demographic characteristics of the

employees”; “H, : WSC differs according to the gender of the employees™; “H,: WSC differs according
to the professional experience of the employees” hypotheses were formed.

Different reasons push the employees of the organization to exhibit SCB in the workplace. Among
these reasons, the existence of the potential for conflict in organizations can be counted. Asitis known,
employees with different perspectives from different cultures come together to realize a common
goal in organizations. This situation can cause power struggles and conflicts within the organization
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(Klein & Napier, 2003; Kilmann, O’Hara & Strauss, 2013). Employees must exhibit workplace
courage to express problems related to power struggles and conflicts that may occur in organizations,
to defend those who have been wronged, and to fight against negative business behaviors such as
mobbing and corruption. Similarly, the high sense of risk that the work environment imposes on
individuals will lead employees to display courageous behaviors at work. For most employees, work
is at the center of life and is an element that fulfills a range of instrumental, psychological, and social
needs. This wide-ranging meaning that the employee imposes on his/her job will lead to the fact that
the perceived risks in the courageous behaviors to be exhibited in the workplace are so extensive that
they can threaten the employees’ livelihoods, friendships, reputation, career, and personal identity.

2.3. The Relationship Between IWB and WSC

Innovative behavior has critical importance in todays competitive environment that brings
sustainability to organizational activities (Damanpour & Wischnevsky, 2007; Carmeli & Spreitzer,
2009). Innovative culture brings a proactive feature to organizational activities. New ideas, products,
strategies, and services give the organization a competitive advantage (Iraz, 2005). Organizations
must have an innovative structure in increasing the performance of employees and producing
quality goods and services (Shayah & Zehou, 2019). In addition, it is stated that the emotions of the
employees affect their organizational behaviors and organizational success (Kilmann et al., 2010).
Employees in the organization are critical elements that undertake all kinds of production. For this
reason, it is necessary to identify and develop other factors that shape the behavior of employees.
The positive behavior of the employees along with their feeling good also reveals the moderate
organizational climate (Yuan & Woodman, 2010). Thus, it will be able to lead the organization to
holistic success by influencing the culture, structure, and processes to be created in the organization
(Angadi & Naik, 2011).

It is possible to say that one of the most important elements supporting innovative activities in the
organization is the possession of developing technologies. Studies are showing that adopting and
applying technology is associated with revealing innovative behaviors in the organization (Heinze
& Heinze, 2018). For this reason, it is necessary to implement principles and policies that support
and protect innovation in the structure and processes of the organization (Barker, 2002). The
decision-making positions in the organization must determine the strategies to reveal the IWBs of
the employees. For the applicability of innovative strategies, innovative and flexible structures that
are open to information sharing, and giving importance to the thoughts of the employees are needed
(Adair, 2008). At the same time, the perspective that contributes to the professional and personal
development of employees by supporting their continuous learning also supports the increase of
motivation in the organization and the creation of a moderate organizational climate (Sozbilir, 2018).

Collaboration among employees in the performance of organizational activities and the need for
employees to exhibit innovative behavior can be counted among the reasons that push the employees
of the organization to exhibit social courage behavior in the workplace. WSC plays a critical role

417



Nurcan CETINER « Ela OGAN

in collaborative work that supports innovation and entrepreneurship, which is important for the
development of the organization and for it to compete with its competitors in an increasingly

competitive environment (Koerner, 2014).

Based on the findings; “H,: There is a positive significant relationship between WSC and TWB;
“H,: There is a positive significant relationship between WSC and idea generation”; “H3b: There

is a positive significant relationship between WSC and idea promotion”; “H, : There is a positive

significant relationship between WSC and idea realization”, hypotheses were formed.

3. Method

3.1. Aim of Research

The main purpose of this research is to reveal the role of WSC in developing the IWB of IT sector
employees. The research is a relational survey in terms of revealing the relationships between facts
and events. At the same time, it is a quantitative research method since it is field research aimed at
revealing the relationships (Biiyiikoztiirk, 2002). Whether there is any relationship between WSC
and IWB within the framework of the main purpose; The sub-objectives of the research are whether

WSC affects IWB or whether there is a cause-effect relationship between them.

3.2. Universe and Sample of The Research

With the innovations in Industry 4.0 technologies, important developments have been experienced
in the fields of information and communication. In particular, innovation in systems and processes
is seen as a necessity of the digital age. However, developments in the field of information and
communication focus on turning to the field of informatics and revealing innovations. In this
context, considering that creating innovative jobs is an important need in the field of informatics,
it was decided that it would be appropriate for the universe of the research to consist of IT sector
employees. The population of the research consists of the employees of the first 100 IT companies
(according to their sales revenues) stated in the report published by BT Haber (2021: 132). According
to November 2022 data, the number of paid employees in the information and communication sector
in Turkey is 287,273. The research data was obtained through a questionnaire form; 220 responses
were provided to the 500 questionnaires sent, and after the extreme values were removed, analyzes
were made from the information about 209 informatics employees. When the literature is examined,
it is stated that the sample size should be at least five times the number of variables used in the
research (Biiyiikoztiirk, 2002; Aksu et al., 2017; Ozdemir & Atan, 2020). In this context, it is seen that

the collected data meet the sample size.
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3.3. Procedure and Measures

Research data were collected through a questionnaire, which was approved ethically in the meeting
of the Scientific Research and Publication Ethics Committee of Artvin Coruh University on 27
December 2022. The surveys created through Google Forms were shared with the I'T sector employees
through Linkedin and other social media platforms throughout January and February 2023, and they
were applied in a digital environment. The questionnaire form prepared in line with the purpose of
the research consists of 3 parts: Personal information form, IWB scale form, and WSC scale form.

Personal Information Form: It consists of questions to determine the characteristics such as age,
gender, city of residence, education level, and professional experience of the IT sector employees
participating in the research.

IWB Scale: The original scale used to measure IWB was developed by Janssen, (2000). The adaptation
study of the scale into Turkish was made by Tore (2017), and it was composed of 9 items and 3 sub-
dimensions: idea generation, idea promotion, and idea realization. There are 3 items in each sub-
dimension. The reliability of the IWB scale is 0.87 (Hair et al., 2010).

WSC Scale: The scale was developed by Howard, Farr, Alicia, and Gutworth (2017). The Turkish
adaptation of the scale was made by Uysal and Bayramoglu (2022). The scale consists of 9 items and
one dimension. The reliability of the WSC scale is 0.85. Scale items were prepared in a five-point
Likert type. Items of the scale; It is scored as Never (1), Rarely (2), Sometimes (3), Often (4), and
Always (5).

3.4. Data Analysis

Before performing the analyzes on the data obtained within the scope of the research, the normality
tests and reliability analyzes of the data were carried out by using the SPSS program to check the
validity of the data and whether they were normally distributed. As a result of the analysis, Skewness,
and Kurtosis values were - ,537 and ,616 for the IWB scale; — .395 and .501 for idea generation, one
of the sub-dimensions of the scale; - 1,232 and 1,289 for idea promotion; - .435 and - .025 for idea
realization; it was found to be - .117 and - .411 for the WSC Scale. Since Kurtosis and Skewness
values were found to be between - 1.5 and +1.5, it was accepted that the data showed a normal
distribution (Tabachnick & Fidell, 2013). In addition, Cronbach’s Alpha values were checked for the
validity of the scales and the IWB scale was a=,889; idea generation from the sub-dimensions of the
scale a=,751; idea promotion a=.825; it was concluded that idea realization a=.829 and WSC Scale
a=.859 and the scales were at a reliable level.

For the factor analysis of the IWB Scale, the Kaiser Meyer-Olkin (KMO) value and the Bartlett test
values were checked to evaluate the suitability of the data set for factor analysis. The KMO coefficient
of the scale was ,867; The result of Bartlett sphericity test was found as Chi-Square=946.040, df = 36,
sig .000 (p <.001). The results obtained show that the data set is suitable for factor analysis.
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As can be seen in Table 1 as a result of the exploratory factor analysis (EFA) conducted for the IWB
scale, unlike the original scale, it was collected in two dimensions. The total variance explained by
this two-factor structure is 57.36%. The reliability value of the IWB Scale, which consists of two
factors and 9 statements, is 0,889; the Idea generetion&realization sub-dimension is 0,867; The idea

promotion dimension is 0,825.

Table 1: EFA Results of the IWB Scale

Factor/Item Factor Load Explained Variance
Idea Generation&Realization (a=,867) 48,134
fu_5 927

fu_4 771

fu_3 ,723

fu 1l ,615

fu_6 ,583

fu 2 576

Idea Promotion (a=,825) 9,230
fd_2 967

fd_1 ,748

fd_3 ,486

Extraction Method: Maximum Likelihood.

Rotation Method: Oblimin with Kaiser Normalization.

a. Rotation converged in 5 iterations.

After determining the factor structure displayed in Table 1, the structural equation model and CFA
were applied using the AMOS24 program to analyze the construct validity of the Innovative Business
Behavior Scale, which consists of two factors and 9 statements, on the factor structure in question.
As a result of the CFA performed, the model fit indices were seen as x* /df (CMIN/DF)= 3,342;
RMSEA = ,106; GFI =,920; NFI = ,910; RFI = ,875; AGFI=,862; CFI =,934. Modification indices
suggested error covariance between expressions e4 and e6 (MI=23,626), e4 and e5 (MI=14.416).
After combining the error variances of the mentioned items for the goodness of fit values in line
with the modification indices suggestions, confirmatory factor analysis was performed again and the
model fit indices were x2 /df (CMIN/DF)= 1.895; RMSEA = .066; GFI = .956; NFI = .953; RFI = .929;
CFI = .977 values revealed that the two-factor model showed a perfect fit (Bentler, 1990; Browne &
Cudeck, 1993). In addition, idea_promotion, the sub-dimension of the Innovative Business Behavior
Scale is AVE=,636; CR=,837; idea_generation&realization is AVE=,508; CR=,825. The CFA results

of the Innovative Business Behavior scale are shown in Figure 1.
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Fikri_Destokkeme

.69

Figure 1: CFA Analysis Results of IWB Scale

In the study, for factor analysis for WSC Scale, Kaiser Meyer-Olkin (KMO) value and Bartlett test
values were checked to evaluate the suitability of the data set for factor analysis. The KMO coefficient
value of the scale was ,875; The result of the Barlett sphericity test was found as Chi-Square=690,379,
df = 36, sig .000 (p < .001). The results obtained show that the data set is suitable for factor analysis.

As can be seen in Table 2, as a result of the exploratory factor analysis (EFA) conducted for the WSC
scale, it was collected in one dimension following the original scale, and the total variance explained
by this single factor structure was 42,085%, and the reliability value was ,859.

Table 2: EFA Results of the WSC Scale

Factor Load Explained Variance
WSC (a=,859) 42,085
isc_5 777
isc_6 ,744
isc_9 717
isc_7 ,677
isc_1 ,628
isc_4 ,618
isc_3 ,550
isc_2 ,549
isc_8 ,528
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Extraction Method: Maximum Likelihood.
Rotation Method: Oblimin with Kaiser Normalization.
a. 1 factor extracted. 4 iterations required.

After determining the factor structure displayed in Table 2, the structural equation model and CFA
were applied using the AMOS24 program to analyze the construct validity of the WSC Scale, which
consists of 9 single-factor statements, on the factor structure in question.

As a result of the CFA, model fit indices were x2 /df (CMIN/DF)= 3.007; RMSEA = .098; GFI
=.921; NFI = .885; RFI = .846; AGFI=0.869; CFI = 0.919. The modification indices suggested error
covariance between the items e3 and e4 (MI=11.083), e3 and e7 (MI=10.043), e4 and e6 (MI=8.183).
After combining the error variances of the mentioned items for the goodness of fit values in line
with the modification indices suggestions, confirmatory factor analysis was performed again and the
model fit indices were x2 /df (CMIN/DF)= 2.244; RMSEA = .077; GFI = .951; NFI = .923; RFI = .885;
CFI = .955 values revealed that the single factor model showed good fit (Bentler, 1990; Browne &
Cudeck, 1993). In addition, AVE=.415 on the WSCScale; CR=,862. The CFA results of the WSCscale
are shown in Figure 2.

Figure 2: CFA Results of the WSC Scale

4. Findings

After the normality, validity, and reliability analyses of the scales, descriptive information about the

demographic characteristics of the participants was included in this part of the study.
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Table 3: Demographic Characteristics of Participants (n=209)

Variables n % n %
Female 78 37,3 Istanbul 118 56,5
Gender Male 131 62,7 Ankara 27 12,9
<22 yag 4 1,9 City [zmir 8 3,8
Age 23-41 yas 172 82,3 Bursa 13 6,2
42-57 33 15,8 Antalya 16 7,7
Lo Public 10 438 Diger 27 12,9
Organization - -
Private 199 95,2 High school 3 1,4
1-5 year 80 38,3 Associate 28 13,4
. degree
. 6l0yer 55 26,3 Education 77 e 132 63,2
Working Period =777 35 16,7 Degree 13 20,6
16-20 year 25 12,0 Doctorate 3 1,4
> 21 year 14 6,7

As can be seen in Table 3, 95.2% of the participants are private sector employees, 62.7% are men,

37.3% are women, 63% are undergraduate graduates, and 82.3% are aged 23-41. Among these, 38.3%

have 1-5 years of professional experience, and 56.5% work in Istanbul.

The descriptive statistics of the scales are given in Table 4. As can be seen in Table 4, it is seen that the
IWB levels of the participants are quite high (4.29), while the levels of WSC are high (3.88).

Table 4: Descriptive Statistics of Scales (n=209)

Min Max Mean Std. Error S.D. Variance
IWB 2,44 5,00 4,2865 ,03533 ,51074 ,261
WSC 1,78 5,00 3,8852 ,04645 ,67158 ,451

The SPSS21 program was used to test the hypotheses of the study. Correlation analysis was performed

to examine the relationship between the variables.

Table 5: Correlation Results of IWB and WSC

1 2 3 4
P Correlati 1
IWB ‘earson orrelation
Sig.
X Pearson Correlation 1802 1
Idea promotion -
Sig. ,000
X L Pearson Correlation ,965" 618" 1
Idea generation&realization —,
Sig. ,000 ,000
Pearson Correlation 563" 450" 543" 1
WwsC ;
Sig. ,000 ,000 ,000

**. Correlation is significant at the 0.01 level (2-tailed).
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As a result of the correlation analysis (can be seen in Table 5), it was found that the relationship
between WSC and IWB of employees (r=.563; p=.000) was a significant and positive moderate
relationship and that WSC was associated with all dimensions of IWB (r,, . ~=.450; p=.000;
T dea._gencrationsaealiztion =2 43> P=-000) was found to be significantly, positively and moderately correlated.
It was seen that the social courage of the employees was related to their IWB levels and the H
hypotheses were accepted in line with these findings.

3a,3b, and 3¢

Regression analysis was conducted to test the level of influence of WSC on the IWB of employees. As
seen in Table 6, WSCexplains approximately 32% of the variance of IWB. It is seen that every 1 unit
increase in WSC will bring an increase of 428 in IWB.

IWB= 2,624+0,428 * WSC A regression model has been formulated as.

Table 6: The Effect of WSC on IWB

Model R R? Ad];:ted Std. Error
1 ,563% ,316 ,313 ,42328
ANOVA®
Model Sum of Square df Mean Square F Sig.
Regression 17,172 1 17,172 95,846 ,000°
Residual 37,087 207 179
Total 54,259 208
Coefficients
Unstandardized Coefficients Standardized Coefficients t Sig.
E— Model
B Std. E. B
1 Constant 2,624 172 15,232 ,030
WSC ,428 ,044 ,563 9,790 ,000

a.Dependent Variable: IWB

According to the results of the regression analysis carried out to test the level of the effect of WSC
on idea promotion, one of the sub-dimensions of IWB of employees, it is seen that WSC explains
approximately 20% of the variance of the idea promotion dimension. As can be seen in Table 7, it
is seen that every 1 unit increase in WSC will bring along an increase of 0,341 in the dimension of
intellectual support.

Idea promotion dimension= 3.274+0.341 * IWB a regression model was formulated as.

Table 7: The Effect of WSC on Idea Promotion

Adjusted
RZ

1 4502 203 ,199 /45588

ANOVAP

Model R R? Std. Error
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Model Sum of df Mean Square F Sig.
Square
Regression 10,930 1 10,930 52,593 ,000b
Residual 43,021 207 ,208
Total 53,951 208
Coefficients’
Model Ulg;:?g :irecrl:tz:d Standardized Coefficients t Sig.
[} Std. E. [}
1 Constant 3,274 ,186 17,641 ,000
WSC ,341 ,047 ,450 7,252 ,000

a.Dependent Variable: Idea Promotion

According to the results of the regression analysis conducted to test the level of the effect of WSC on
idea generation & realization, one of the sub-dimensions of IWB of employees, it is seen that WSC
explains approximately 30% of the variance of the idea generation & realization dimension.

As can be seen in Table 8, it is seen that every 1 (one) unit increase in WSC will bring an increase
of 0,471 in the dimension of idea generation & realization. It is seen that the social courage of the
employees is effective in generating and realizing new ideas.

Idea generation & implementation dimension= 2,300+0,471 * WSC a regression model was
formulated as.

An independent sample t-test was conducted to analyze the differences in the IWB levels of the
employees by gender. According to the results of the analysis, it was concluded that the IWB levels
of the employees (p=0.743 >0.05) did not differ according to gender. Er6z and Sittak (2019: 1574)
concluded in their study that there is no significant difference between IWB and gender variables.
The findings are in line with the literature.

Table 8: The Effect of WSC on Idea Generetion&Realization

Model R R? Ady ;Zted Std. Error
1 ,543% ,295 ,292 ,48989
ANOVA®

Model Sum of Square df Mean Square F Sig.
Regression 20,819 1 20,819 86,751 ,000°

Residual 49,677 207 ,240

Toplam 70,497 208

Coefficients
Unstandardized Coefficients Standardized Coefficients t Sig.
E— Model
] Std. E. ]
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1 Constant 2,300 ,199 11,533 ,000
WSC 471 ,051 ,543 9,314 ,000
a.Dependent Variable: Idea generation&realization

A One-Way ANOVA test was conducted to analyze the difference between the IWB levels of the
employees according to their professional experience. According to the results of the analysis, it was
concluded that the IWB levels of the employees (p=0.988 >0.05) did not differ according to their
professional experience. Erz and Sittak (2019) state that IWB differs according to the working hours

of the employees. H _hypotheses were rejected within the scope of the findings.

1a,1b

An independent sample t-test was conducted to analyze the differences in WSC of employees by
gender. According to the results of the analysis, it was concluded that the WSC of the employees
(p=0.259 >0.05) did not differ according to gender.

Koksal et al. (2022: 29) concluded in their study that men exhibit higher WSC than women. While
gender expresses a physiological feature, it refers to culturally defined social and psychological
phenomena when considered socially. This feature, which we can express as social gender, accepts
that people will behave in different ways according to their gender. What is generally accepted among
cultures is that women assume a role that is more gentle, affectionate, sympathetic, and respectful to
the needs of other individuals than men, and this situation seems to suggest that they may exhibit
less courageous behaviors compared to men and that men will be more courageous (Howard &amp;
Fox, 2020:3). In the study, different findings were obtained from the literature. According to the
characteristics attributed to women and men within the scope of gender, it may be an indication that
courage is not unique to men. On the other hand, since it is possible that the unequal distribution
of the participants according to the gender variable can be shown as a reason for not detecting the
difference, it can be thought that the subject will become clearer in future studies to determine
whether gender affects workplace social courage.

One-Way ANOVA test was conducted to analyze the difference in WSC of employees according to
their professional experience. According to the results of the analysis, it was concluded that the levels
of WSC of the employees (p=0.159 >0.05) did not differ according to their professional experience.

H, . .., hypotheses were rejected within the scope of the findings.

5. Discussion and Conclusion

Organizational employees can exhibit WSC behavior in their business life to contribute to their
organizations and to reach their individual goals. In adapting to changing environmental conditions,
organizations need to have and retain employees who will make a difference in their business
processes, who are innovative and who have high social courage, attract the attention of the potential
workforce, and make them current employees. It is obvious that employees with a high level of
social courage in the workplace will develop more creative works, and will anticipate and implement
new opportunities to keep up with the change and contribute to it by using the initiative. In the
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study, an answer was sought to the question of whether WSC is effective in the IWB of the IT sector
employees, where development and change are experienced rapidly and it is even more important
to keep up with this change. As can be seen from the findings, it is seen that the social courage and
IWB levels of the IT sector employees are high. In addition, it was concluded that WSC positively
affects IWB levels, and employees with high social courage exhibit more IWB. In the literature, direct
studies on the relationship between WSC and IWB have not been found yet. Despite this, there are
studies on social courage behavior that have positive reflections on the organizational climate. It
is stated in the literature that individuals who exhibit WSC tend to create a positive organizational
climate, display courageous behavior and show high job performance. In this case, it can be said
that the findings support the results of similar studies in the literature. Koerner (2014) revealed
in his study that employees who show social courage in the workplace help reduce social identity
mismatches. Kanten et al., (2022) found significant relationships between social courage behavior in
the workplace and prosocial vocalizing behavior in their research. Koksal et al. (2022) concluded in
their study that men exhibit higher WSC than women. It has been concluded that the increase in the
level of social courage behavior in the workplace also increases prosocial behavior. Magnano et al.,
(2022), in their study investigating the mediating role of social courage in the relationship between
risk intelligence, courage, and job performance; shows the effect of subjective risk intelligence and
courage. In addition to these studies, some research in the literature that include some organizational
elements that support IWB can be mentioned. Caligkan (2013) found positive significant relationships
between organizational culture and IWB in his study. Akkog (2011) states in his research that the
understanding of leadership and organizational culture together supports innovative business
behavior. Again, Caligkan & Akkog (2012) revealed that IWB increases organizational performance
as a result of their research on informatics workers. Holman et al., (2012) found positive and
significant relationships between job design in organizational structure and IWB. Sozbilir (2018)
concluded in his research that professional competence and self-efficacy have a positive effect on
the innovative behavior of the employee. In his research, Ayas (2015) revealed that the IWBs of
the IT sector employees are related to intellectual capital and concluded that this relationship also
affects organizational performance. Imamoglu (2019) stated that the IWB of IT sector employees
is related to organizational support and knowledge sharing; revealing that empowering leadership
assumes a full mediator role in this relationship. Ozcan (2021), in his research, determined that there
is a significant and high-level relationship between IWB and the metacognitive skills of IT sector
employees. Likewise, Ogan (2021) found in his research that adapting the workplace design according
to the employees reveals creative ideas in the workplace. Biger (2021) found significant and positive
relationships between IWB and employee empowerment. In his research, Ogan (2022) determined
that the innovation management ability of leaders increases employee loyalty in the organization. It
has been revealed that organizational cultural structure, innovation strategy, and project management
and commitment are interrelated. Amabile et al. (1996) stated that the work environment encourages
innovation. In the research, it has been determined that there are relationships between innovative

behavior in encouraging and liberal work environments.
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In the study, it was also examined whether the levels of WSC and IWB differ according to the
demographic characteristics of the employees. From demographic characteristics; because the data
related to the variables of the institution he/she works for, the level of education, and the province
he/she works in do not show an equal distribution, the analyzes were not carried out. Differences
between demographic variables in terms of gender and professional experience were tested and it
was concluded that these demographic variables did not differ on the levels of WSC and IWB of the
employees. Akgiil & Yavuz (2019) revealed that the IWB of IT sector employees differed according
to gender and field of expertise, and the said difference was in favor of men. This difference is mostly
in favor of the software field; stated that it emerged at least in favor of the database area. In his
research, Tore (2019) determined that the IWBs of the IT sector employees did not change in terms
of demographic variables. As can be seen, different results can be obtained in terms of demographics
on the subject.

The fact that the findings obtained cannot be generalized to other fields is one of the limitations of
the study since the study was carried out only on IT sector employees. In addition, since there are
no similar studies in the literature containing research variables in the informatics sector or other
sectors, the deficiencies in the comparison of the findings can be considered as another limitation. In
future studies, the generalizability of the findings can be ensured by conducting research in different
sectors regarding the effect on WSC and IWB. In addition, it is recommended to carry out studies to
determine the antecedents of WSC behavior, which is a new topic in the literature, by including it in
the analysis process.
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Oz

Uriin goriiniirliigiiniin gercek hayattaki tiiketici davranislarini etkiledigi bilinmesine ragmen, ¢evrimigi
davranislar tizerindeki etkileri heniiz incelenmemis bir alandir. Kullanic1 tarafindan olusturulan igerik
iiretme aragtirmalarinin bir bagka sorunlu yonii de bir¢ok kiiltiirler arasi ¢alijmanin Amerikan ve Cin
orneklemlerini karsilastirmasidir ki bu durum Cin’in kendine has kiiltiirel yonleri ve internet diizenlemeleri
nedeniyle bilim adamlarin1 yanlis yonlendiriyor olabilir. Soylemez (2021a) ve Soylemez (2021b)’nin devami
niteligindeki bu ¢aligma esitlik teorisini kullanarak tiriin goriiniirligiiniin ve bireycilik-topluluk¢ulugun,
marka odakli ve topluluk odakli igerigin goreceli iiretimini nasil etkiledigini aragtirmaktadir. Orneklemler
Tiirkiye ve ABDden toplanmistir. Calisma, daha goriinir bir tiriiniin ¢evrimigi topluluguna tiye olanlarin
gorece daha ¢ok markaya yonelik igerikler iirettigini gosterirken, daha az goriiniir bir iirtiniin ¢evrimigi
topluluguna iiye olanlarin gorece daha topluluga yonelik icerikler iirettigini gostermistir. Benzer bir sekilde,
bireyci topluluk tiyelerinin gorece daha fazla markaya yonelik icerik tirettigi gézlemlenmisken, toplumcu
topluluk iiyelerinin gorece daha fazla topluluga yonelik igerik iirettigi bulunmustur. Uriin goriiniirliigi ile
ulusal kiiltiir arasinda kayda deger bir etkilesim yoktur. Caligmanin teorik ve yonetsel ¢ikarimlari da ortaya
konmustur

Anahtar Kelimeler: Kullanic: tarafindan yaratilan icerik, gevrimici marka topluluklari, tirtin gortiniirlag,
ulusal kiiltir.

JEL Siniflandirilmasi: M31

1. Introduction

Muniz & Oguinn (2001) describe online brand communities as specialized, non-geographic
communities based on structured social relationships among a product’s fans. Members of online
brand communities contribute to and utilize the collective intelligence of communities (Laroche et
al,, 2012). The value creation process is changing as digital platforms expand from a brand-centric
perspective to interactive and personalized customer experiences. In today’s Web 4.0 world, members
of the online brand community play an active role as producers and distributors of information
within the community ecosystem (Wang, 2021).

Despite the fact that the literature on the online branding community is growing rapidly, there
are still two important gaps. First, previous research often assumed that user-generated content
is undifferentiated and was only interested in analyzing what makes the users create few or more
posts. However, members generate brand-oriented content and community-oriented content to
engage with different audiences (Soylemez, 2021b) and create value for different stakeholders (Jiao
et al., 2018). Therefore, having a monolithic view of user-generated content may mislead marketing
practitioners and academics. Understanding this distinction is helpful for comprehending the
narrative of online brand communities. Research like Kozinets et al. (2010) demonstrated that rather
than merely conveying marketing messages and meanings, the narrative of a blog or online brand
community modifies them. Because of the first gap, the second gap arises. It is unclear what factors
drive online brand community members to generate different types of user-generated content.
Brands have different expectations from their online brand communities. Some brands may prefer
to utilize online brand communities as a hub of new product development, while others can position
them as free customer service. Understanding who generates which type of content under which
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motivations would help marketing scholars to better understand online consumer behavior and
marketing practitioners to adjust their online strategy depending on their strategic goals.

Literature suggests that product visibility (Berger & Schwartz, 2011) and national culture (Sdnchez-
Franco, Martinez-Lopez, & Martin-Velicia, 2009) influences online word-of-mouth behavior. Thus,
studying the impact of product visibility and individualism-collectivism is a good starting point for
understanding the dynamics of the relative generation of different UGC types. The research question
for this article is, therefore, the following:

RQ: What is the impact of product visibility and individualism-collectivism on the relative contribution
of brand-oriented content and community-oriented content?

Based on equity theory and cultural theory, this research study suggests that the relative generation of
brand-oriented and community-oriented content is determined by two factors: product visibility and
individualism-collectivism. Experiments have shown that these factors indeed influence the relative
contribution of user-generated content types. Based on the results; theoretical and managerial
implications along with future research directions are also discussed.

2. Literature Review

2.1. User-Generated Content Types

User-generated content is defined as brand-related content created by users (Tirunillai & Tellis,
2012). In online brand communities, the brand and the community are two stakeholders that
participants can choose as target groups (Haikel-Elsabeh et al., 2019). For example, when members
of the smartphone community offer advice on how to use smartphones more effectively, they reach
out to the community. This community-oriented content also provides indirect value to brands,
as community troubleshooting reduces the burden of customer service and increases brand loyalty
due to high community interaction (Soylemez, 2021a). Therefore, if a brand wants to establish a
community as a meeting place for fans or an informal information hub; therefore it should use
strategies that maximize the generation of community-oriented content.

Members directly add value to the brand when they make brand suggestions and complaints or
discuss brand-related news (Soylemez, 2021b). Companies are interested in the feedback and
suggestions customers give them, which they use to improve the overall customer experience (Itani,
El Haddad & Kalra, 2020). When members of a PC gaming series community make suggestions for
an upcoming game or complain about bugs in a released game, their target audience is the brand.
Although they appear to communicate with each other, members are aware that other members
cannot develop new games or fix bugs. By communicating with other members, they try to force
the brand to develop new games and address complaints. Therefore, if the brand wants to use the
community for co-creation activities; then it shall cultivate drivers that make members generate
more brand-oriented content.
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2.2. Product Visibility

Although product attributes are known to influence the behavior of e-WOM and online product
reviews, this is a relatively unknown area in the online brand community literature (Kamboj &
Rahman, 2017). Although studies such as Schulze, Schéler, and Skiera (2014) have compared
utilitarian and hedonic products, product visibility has not been examined. Marketing practitioners
generally agree that products must be novel, surprising and interesting to be talked about (Sernovitz,
Kawaski and Godin, 2006). A recurring theme in previous research is the management of self-
image. Consumers like to talk about brands with high social value (Hughes, 2005) because they
use ownership and brands as resources to create and express their identity (Gensler et al., 2013).
While this argument is valid, Berger and Schwartz (2011) argue that accessibility, rather than novelty,
creates immediate and continous word-of-mouth. Their claim is that different products have different
levels of visibility (Wyer & Srull, 1981) and accessibility (Nedungandi, 1990) and that using products
stimulates memory (Andersen, 2005).

It has long been known that consumers behave differently in the presence of others and are motivated
to create desired identities in their interpersonal encounters (Chuang, Cheng & Hsu, 2012). manage
their public image (Cheng et al., 2015). Physical presence of others is not a requirement for image
management. In fact, impression management is defined as “the attempt to control the images
projected in real or imagined social interactions” (Schlenker, 1980). While online brand community
members often lack real social connections, other studies, such as Lee (2004), show that presence is
a psychological rather than a physiological construct. Thus, members can also use the community to
gain approval and build reputation (Nov, Naaman & Ye, 2010). Because online brand communities
involve direct or indirect human contact (Gefen & Straub, 2004), individuals are likely to view
community members as an extended circle of friends (Cheung, Chiu, & Lee, 2011). Therefore, it can
be argued that members of the online brand community are likely to see the online brand community
as a complementary resource to their real-life social interactions. As traditional ties and identities

become weaker, ties in online communities become more prominent (Cova, 1997).

Equity theory states that individuals strive for fairness and strive to balance their contributions
with the outcomes they receive (Adams, 1965). When it comes to online brand communities, the
brand and the community are two important stakeholders. People show a positive attachment to
individuals or organizations who acknowledge and give positive feedback and rewards (Simon &
Tossan, 2018). Depending on the relationship with these stakeholders, members create more brand
- or community-oriented content.

Members of the online brand community expressly or implicitly engage in self-promotion. Explicitly,
members can promote themselves by generating envy in the community through braggarts, for
whom visible products seem more probable than less visible ones. For example, in a motorcycle
community, members can post their photos with their motorcycles in favorable public places. This
is an opportunity that less visible products like desktop PCs can't quite match. Therefore, it can be
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rightly assumed that members of the more visible product communities will perform in a similar way
and prioritize the community over the brand.

However, community members of the more visible products are expected to prioritize the brand over
the community for two reasons: the first is that these members have already been provoking the envy
of their real-life friends by driving their motorcycles around. Thus, their need for getting approval
is already satisfied. And second, the other community members also own similar motorcycles. I
can make my co-workers jealous by simply owning a Harley Davidson but in a Harley Davidson
community; everybody owns a Harley Davidson. Therefore, for the same effort, they receive less
appreciation from other community members than they receive from their real-life friends. Therefore,
community members of the more visible products have greater incentives for using the online brand
community to follow the latest brand news, develop their skills and more importantly establishing
themselves as a renowned brand authority by engaging in co-creation activities and demonstrating
their knowledge and mastery regarding the brand. Therefore, the following hypothesis is put forward:

H,: Brand community members pertaining to a more visible product category are likely to generate
more brand-oriented content than community-oriented content.

Members can implicitly advertise themselves by demonstrating their product expertise and
capabilities. Privately consumed products are often considered less suitable for image congruence
because managing expectations is less important and consumers don't have anyone but themselves to
satisfy (Graeff, 1996). Same as community members of more visible product categories, community
members of less visible product categories are also likely to see their engagements in the online brand
community as a supplement to in-person brand-related interactions. Less visible products are often
purchased by self and for the self and a personal relationship with the brand already exists (Graeff,
1996). Community members of less visible products are therefore likely to participate in online brand
communities to interact with like-minded people and satisfy their desire for image management,
which they barely do in real life. Consequently, the following hypothesis is put forward:

H.,: Brand community members pertaining to a less visible product category are likely to generate more
community-oriented content than brand-oriented content.

2.3. Individualism-Collectivism

Many definitions of culture have been used over the past 50 years (Gelfand, Erez & Aycan, 2007),
such as: Hofstede, 1984). Although the wording is subject to change, all definitions indicate that
culture is a set of common norms adopted and transmitted over time by those who share a common
geography, history and language (Shweder et al., 1984) . National cultures are known to influence
the intentions and behaviors of individuals (Sanchez-Franco, Martinez-Lopez & Martin-Velicia,
2009). Natural cultures reflect the fundamental issues and problems that societies face in regulating
human activities (Schwartz, 1994), and national cultures differ in the degree to which cooperation
and competition are emphasized (Mead, 1967).

437



Kemal Cem SOYLEMEZ

As far as online brand communities are concerned, national culture can influence the priorities of the
members (Gong, 2018). Telepresence theory states that messages are created in the medium rather
than simply being sent from the sender to the recipient (Song & Zinkhan, 2008). Indeed, one of
the main differences between collectivists and individualists is the emphasis on context rather than
content (Triandis, 2004). While online brand communities are known to create their own rituals
and subcultures (Cova & Pace, 2006), the members themselves are also influenced by the culture
of the society in which they live. The literature on online brand communities and national cultures
remains limited, problematic (Okazaki & Taylor, 2013) and far from conclusive (Pezutti & Leonhardt,
2021). Most cross-cultural studies compare China and the United States. Although this choice is
understandable, China’s strict internet regulation significantly alters online brand engagement (Song
etal,,2017). Although there are other multinational studies, they often use student samples (Cummins
etal.,, 2014). As aresult, previous findings about the effects of individualism and collectivism may not

be as conclusive as it appears.

Individualism means putting “I” before “we” and expecting the individual to care only for
themselves and their inner circle (Hofstede, 1984). Individualists focus on self-perception
independent of groups (Markus & Kitayama, 1991). They prioritize their own goals over
those of the team (Triandis, McCusker & Hui, 1990) and their relationship depends on a cost-
benefit analysis (Kim et al., 1994). Individualists prefer more relaxed group relationships that
require less commitment and consistency (Triandis & Suh, 2002). In individualistic cultures,
the self is a separate entity, the individual strives for self-glory and self-power (Triandis, 1993),
prefers productivity competition and self-acquisition to equality (Leung, 1997) and individual
action than joint action (Brandt, 1974). Individualistic cultures value joy, success, competition,
freedom, autonomy, and fair exchange (Triandis, 1993). Individualists prefer to do what they find
comfortable rather than what is required, as long as the costs are not excessive (Triandis, Brislin,
& Hui, 1988). Individualism has been associated with personal goals, personal achievement,
personal uniqueness, and personal control (Oyserman, Coon, & Kemmelmeier, 2002), even to
the detriment of groups (Triandis, Brislin, & Hui, 1988). Especially when their contribution to
society is ignored (Earley, 1989).

According to equity theory, social exchange is judged by the perceived fairness of the relationship
(Adams, 1965). Individualistic members are expected to put the brand above the community for
two reasons. First, individualists are less likely to participate in online brand communities (Amin,
2019), and when they do, they usually do so to gain brand benefits for themselves (Kitirattarkarn,
Araujo & Neijens, 2020) or to express their perceptions of the brand (Leonhardt, Pezutti &
Namkoong, 2020). Second, individualistic members prefer many but superficial connections with
other members. With this in mind, in individualist countries (Yaniv & Levy, 2021), marketing
communications are more direct, product information is more comprehensive, and they have no
incentive to engage more deeply with other people. Based on the literature search, the following

hypothesis is made:
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H, : Individualist online brand community members are likely to generate more brand-oriented content

than community-oriented content.

In collectivism, the group is expected to take care of individuals in exchange for loyalty to the
group (Hofstede, 1984). Groups and their harmony, rituals and expectations are more important
than individual goals (Markus & Kitayama, 1991). Group goals are focused and prioritized over
individual goals (Schwartz, 1990), and relationships are less dependent on costs and benefits (Kim et
al., 1994). Collectivism revolves around face, honor and public reputation (Hollebeek, 2018), while
collectivists are heavily influenced by the actions and thoughts of others (Cialdini et al., 1999). In
fact, for collectivists, relationships come first and individuals second (Triandis, 1993). Individualists
may act simply because they want to do something, but individuals from collectivist cultures are
more likely to please others and succumb to social pressure (Ahuvia, 2002). Group feedback is even
more important in collectivist cultures, where rules promote solidarity, altruism (Earley, Gibson,
& Chen, 1999), and altruism (Triandis, Brislin, & Hui, 1988). Collectivists prefer equality to self-
interest (Leung, 1997), even if their contribution is significantly greater than that of other members
(Hui, Triandis, & Yee, 1991).

Like individualists, collectivists participate in online brand communities for information and
entertainment. However, for collectivist members, communication with peers is even more important
(Tsai & Men, 2017). Collectivist members are more likely to seek and offer advice (Leonhardt,
Pezutti & Namkoong, 2020). In collectivist cultures, implicit and indirect messages that emphasize
enjoyment and socialization are often used to foster customer loyalty and relationships (Yaniv &
Levy, 2021). Collectivists participate in online brand communities to enhance their status (Madupu
& Cooley, 2010b) and to express a sense of belonging (Kitirattarkarn, Araujo, & Neijens, 2020).
Collectivist members view user-generated content as more credible than individualist members (Luo
etal,, 2014). Social interaction is more important for collectivists than for individualists (Xu-Priour,
Truong & Klink, 2014).

Collectivist members should put community above brand for two reasons. First, cross-cultural
studies from other fields show that collectivist cultures promote knowledge sharing with other
individuals in the group (Walsahm, 2001) and helping each other is seen as a moral obligation rather
than a personal choice (Triandis & Suh, 2002 ). In collectivist cultures, success depends on the help
of others rather than individual abilities (Triandis, 1993). Second, collectivistic people derive their
identity from in-groups, tend to develop more long-term in-group relationships, and are concerned
with group harmony (Triandis, 1993). Based on the literature research, the following hypothesis is
proposed.

H,,: Collectivist online brand community members are likely to generate more community-oriented

content than brand-oriented content.
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3. Methodology

3.1. Procedure

The experiment was designed as a two-country, two-condition study examining the impact of
product visibility and individualism-collectivism on the relative generation of different types of
user-generated content in an online brand community. Samsung desktop computers were chosen
to represent the less visible products and Samsung smartphones were chosen to represent the more
visible products. Choosing two products of the same brand and category (consumer electronics)
should minimize the impact of non-visibility factors. The United States was chosen to represent
individualist countries because of its high individualism score (91), and Turkey was chosen to
represent collectivist countries because of its low individualism score (37) (Hofstede Insights, 2022).
Countries with a high individualism score have a more individualistic culture and countries with a
low individualism score have a more collectivist culture. In each country sample, members who don’t

know or are totally unfamiliar with their assigned products are removed.

For the United States, the study included 108 qualified Amazon M-Turk users who engaged with an
online brand community in the last 30 days prior to the experiment participated in the study. Forty-
six of the participants were women (43%) and Sixty-two of them were men (57%) with an average
age of 35 to 44 years. Eighty of the participants (74%) earned a college degree at least and eighty-six
of them (80%) had full-time jobs with a median annual income between $50,000 and $60,000.

For Turkey, 108 qualified participants were recruited through the Pragma Panel. Same as their
American counterparts, Turkish participants were also required to be engaged with an online brand
community in the last 30 days prior to the experiment. Eighty-two of the participants (76%) were
women and 26 of them were men (24%), with an average of 25 to 34 years. Seventy-two participants
(66%) earned a college degree at least and Fifty-eight of them (54%) had full-time jobs with a median
annual income between $9,000 and $10,000.

In each country, participants were randomly assigned to more visible product or less visible product
conditions. First, participants were asked about their familiarity, knowledge and attitude toward the
product assigned to the condition. Then each participant saw the Samsung logo and the image of
the assigned product. Afterward, the participants were asked to imagine themselves in an online
community of their assigned product. The participants were shown six types of content and asked

how likely they would post these six types of content in their assigned communities.

As a manipulation check, participants were also asked to rate the visibility of their assigned Samsung

product (see Appendix B).
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3.2. Measures

To determine content orientation, participants were asked to what extent they are likely to post
particular types of content in the online brand community on a 7-point scale. The six content
types that were used in Soylemez (2021a) were used in the experiment (See Appendix A). Content
orientation was calculated in the same way, by dividing the average brand-oriented content score by
the average community-oriented content score. A higher content orientation score indicates a higher
inclination toward posting brand-oriented content as opposed to community-oriented content,
while a lower content orientation score indicates a higher inclination toward posting community-
oriented content as opposed to brand-oriented content.

Participants’ socio-economic status and real-life online brand community experiences were used as
control variables (number of communities they are members of, length of membership, anonymity
characteristics, the existence of reputation systems). These variables have been found to influence
content generation in previous studies (Resnick & Zeckhauser 2002; Madupu & Cooley 2010a;
Kusumasondjaja, Shanka & Marchegiani, 2012; Lee & Shin 2014).

3.3. Analysis

To confirm that the products were perceived as intended, a regression analysis with product visibility
score as the dependent variable; product visibility condition, familiarity, attitude and knowledge as
independent variables was conducted. The results show that Samsung smartphones (M=5.01, SD=
1.63) were indeed perceived as more visible than Samsung desktop computers (M=3.37, SD= 1.74, t
(215)=6,244, p < .001). The finding was also confirmed for each country sample.

Table 1: Manipulation Check

Unstandardized Standardized Collinearity Statistics
Coefficients Coefficients

t Sig.
B Std. Error Beta Tolerance VIF

(Constant) 2,507 0,610 4,113 0,000
Product Visibility (B) 1,603 0,257 0,427 6,244 0,000 0,805 1,242
Familiarity -0,213 0,179 -0,134 -1,190 0,235 0,296 3,382
Knowledge 0,200 0,171 0,126 1,169 0,244 0,323 3,096
Attitude 0,252 0,186 0,102 1,352 0,178 0,659 1,518

To analyze the relationship between product visibility, individualism-collectivism, and user-generated
content types, an ANCOVA with content orientation as a dependent variable; product visibility and
individualism-collectivism as independent variables, and control variables as covariates. ANCOVA
results show that product visibility has a significant and positive effect on content orientation (f=0.138,
F(1.198)=12.760, p<0.001). This result suggests that members of more visible product communities
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generate more brand-oriented content than they generate community-oriented content (higher
content orientation) and members of less visible product communities generate more community-
oriented content than they generate brand-oriented content (lower content orientation) Therefore,

we can say that H and H, are supported.

ANCOVA results also show that individualism has a significant and positive effect on content
orientation as well (f=0.118, F(1.198)= 6.282, p=0.013). This result suggests that individualistic
members generate more brand-oriented content than they generate community-oriented content
(higher content orientation) and collectivistic members generate more community-oriented content
than they generate brand-oriented content (lower content orientation). Therefore, we can say that

H, and H, are supported as well.

Table 2: Tests of Between-Subjects Effects

Type Il . Partial Eta ~ Noncent. Observed
Source Sum of df  Mean Square F Sig. S 4 Parameter  Power®
Squares quare
Corrected Model 2,5312 17 0,149 2,857 0,000 0,197 48,571 0,998
Intercept 3,497 1 3,497 67,107 0,000 0,253 67,107 1,000
Familiarity 0,017 1 0,017 0,320 0,572 0,002 0,320 0,087
Knowledge 0,001 1 0,001 0,025 0,875 0,000 0,025 0,053
Attitude 0,092 1 0,092 1,771 0,185 0,009 1,771 0,263
NoC 0,003 1 0,003 0,057 0,812 0,000 0,057 0,056
LoM 0,012 1 0,012 0,237 0,627 0,001 0,237 0,077
Anon_1 0,452 1 0,452 8,679 0,004 0,042 8,679 0,834
Anon_2 0,012 1 0,012 0,234 0,629 0,001 0,234 0,077
Anon_3 0,082 1 0,082 1,572 0,211 0,008 1,572 0,239
Anon_4 0,289 1 0,289 5,548 0,019 0,027 5,548 0,650
Sex 0,055 1 0,055 1,048 0,307 0,005 1,048 0,175
Age 0,194 1 0,194 3,727 0,055 0,018 3,727 0,485
Education 0,003 1 0,003 0,049 0,824 0,000 0,049 0,056
Employment 2,245E-06 1 2,245E-06 0,000 0,995 0,000 0,000 0,050
Income 0,000 1 0,000 0,009 0,923 0,000 0,009 0,051
Product Visibility (B) 0,665 1 0,665 12,760 0,000 0,061 12,760 0,945
Individualism 0,327 1 0,327 6,282 0,013 0,031 6,282 0,703
Pmc}‘;fiti\vlilﬁ;lits’;fm T o0 1 0,004 0,068 0,794 0,000 0,068 0,058
Error 10,317 198 0,052
Total 217,899 216
Corrected Total 12,847 215

Interaction is also controlled as well even though it is not hypothesized. ANCOVA results suggest

that there is no significant interaction between product visibility and national culture.
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Table 3: Parameter Estimates

Std. Partial Eta ~ Noncent. ~ Observed
Parameter B Error t Sig. Squared  Parameter Power®
Intercept 1,270 0,148 8,604 0,000 0,272 8,604 1,000
Familiarity -0,014 0,025 -0,566 0,572 0,002 0,566 0,087
Knowledge 0,004 0,025 0,158 0,875 0,000 0,158 0,053
Attitude -0,035 0,026 -1,331 0,185 0,009 1,331 0,263
NoC -0,001 0,004 -0,238 0,812 0,000 0,238 0,056
LoM -0,007 0,014 -0,487 0,627 0,001 0,487 0,077
Anon_1 0,158 0,054 2,946 0,004 0,042 2,946 0,834
Anon_2 0,026 0,054 0,484 0,629 0,001 0,484 0,077
Anon_3 0,052 0,042 1,254 0,211 0,008 1,254 0,239
Anon_4 -0,096 0,041 -2,355 0,019 0,027 2,355 0,650
Sex -0,039 0,038 -1,024 0,307 0,005 1,024 0,175
Age -0,035 0,018 -1,930 0,055 0,018 1,930 0,485
Education -0,003 0,013 -0,222 0,824 0,000 0,222 0,056
Employment -7,068E-05 0,011 -0,007 0,995 0,000 0,007 0,050
Income 0,001 0,006 0,097 0,923 0,000 0,097 0,051
[ProductVisibilityB=0] -0,138 0,050 -2,770 0,006 0,037 2,770 0,787
[ProductVisibilityB=1] 02
[Individualism=0] -0,118 0,052 -2,270 0,024 0,025 2,270 0,617
[Individualism=1] 0?
[ProductVisibilityB=0] * 0,017 0,065 0,261 0,794 0,000 0,261 0,058
[Individualism=0]
[ProductVisibilityB=0] * 0?
[Individualism=1]
[ProductVisibilityB=1] * 0
[Individualism=0]
[ProductVisibilityB=1] * 0*

[Individualism=1]

Among the control variables, anonymity, the existence of a reputation system and age proved to be
significant. Anonymity has a positive coefficient (f = 0.158, F(1198) = 8.679, p = 0.004), suggesting
that members generate relatively more brand-oriented content when anonymous compared to
the community. One possible explanation is that members of the online brand community censor

themselves when using their real identities for various reasons.

The presence of a formal reputation system has a negative coefficient (f = - 0.096, F(1.198) = 5.548, p
=0.019), suggesting that members generate more community-oriented content when the community
has a formal reputation compared to the brand. the content has a reputation system. Community
ranks are likely to provide additional incentives for members to view the community as an important
stakeholder. Additionally, these ranks give the owners some sort of authority over other followers of

lower rank.
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Age has a negative coefficient (f=-0.035, F(1.198)= 3.727, p=0.055), suggesting that older members
generate more community-oriented content, while younger members generate more brand-oriented
content. One possible explanation is that younger members see the community as a source of brand-
related information, while older members are more interested in the socializing aspects.

4. Conclusions and Discussion

Although content generation is a hot topic in the literature, earlier studies frequently pretended that
user-generated content was a monolith and was interested mostly in the number of posts. However,
community members generate brand-oriented content as well as community-oriented content to
reach different audiences (Soylemez, 2021a). According to Carvalho and Fernandes (2018), both
types of content contribute directly or indirectly to brand value, so striking the right balance between
them is crucial for the growth of online communities. To fully benefit from their communities, brands
should develop a deeper understanding of what motivates the generation of each content type.

This article investigated the effects of product visibility and cultural orientation on the relative
generation of brand-oriented content and community-oriented content. Based on equity theory, it
is argued that members of more visible product communities generate more brand-oriented content
than they generate community-oriented content and members of less visible product communities
generate more community-oriented content than they generate brand-oriented content. The
experiment results confirmed this hypothesis. Regarding the national culture, it is asserted that
individualistic members of online brand communities generate more brand-oriented content than
they generate community-oriented content and collectivistic community members generate more
community-oriented content than they generate brand-oriented content. The study’s findings
supported this theory as well.

4.1. Theoretical Implications

Researchers in marketing are anticipated to benefit from this study in a number of ways. The goal
of this study is to add to the work of Soylemez (2021a) and Soylemez (2021b), who categorize user-
generated content according to the target audience. Based on the equity theory, this study argued
that participants prioritize generating certain types of content to maintain fairness. Although equity
theory is rarely used in research on online brand communities (Kamboj & Rahman 2017), the theory
has certain explanatory power to describe behavioral differences among community members.

National culture has been studied in the context of online brand communities, but the findings
are far from conclusive, and studies have mainly focused on the impact of culture on member
participation in online brand communities in the first place (Gallagher and Savage, 2013). Beyond
that, this study demonstrates how national culture affects the way that participants interact with
online brand communities. Exchange fairness for collectivist members depends on other members’
approval and appreciation. They give back to the community in the form of community-oriented
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content because they gain a lot from other members’ acknowledgment. The community is merely a
means for individualistic members to learn new skills and forge enduring bonds with brands. The
value of brand-oriented content is used by these participants to compensate brands fairly.

The study also suggests that brand-related interactions between participants and online brand
communities may supplement such interactions in the real world. Members of more visible product
communities are more eager to participate in co-creation activities and skill development while
satistying their need for provoking envy in real-life. Members of less visible product communities,
on the other hand, favor more social interactions that are not possible for them in real life.

4.2. Managerial Implications

In several ways, marketing professionals are expected to benefit from this research. First and
foremost, this study benefits marketing professionals operating in global markets. In different
countries, businesses might have different expectations for online brand communities. In some
nations, businesses may view them as a valuable strategic resource for undertaking various co-
creation projects that energize the business and help with product development. If this is the case, the
brand must take action by organizing events that are open only to community members, providing
member-only discounts, and giving them first access to new products. Brands may notice that
individualist members are already inclined to interact with the community in that way under the co-
creation scenario. Brands can still offer incentives to these consumers, but they also have the option
to forgo spending extra money and just let the natural tendencies take their course. “My Starbucks
Idea” is a well-known example of this tactic. Starbucks used incentives to encourage US customers
to submit ideas, and as a result, they received about 200,000 submissions, of which about 300 were
actually implemented, such as new flavors and free Wi-Fi in the store. However, in order to reverse
their inclinations, companies must work twice as hard on collectivistic countries. Some businesses,
meanwhile, envision their online brand communities as casual gathering places where fans can
socialize and offer solutions to issues that the community members face. If so, the brand shall take
part in activities like planning social events for the community or using various gamification tools.
Brands may believe that in the socialization scenario, collectivist members already have a propensity
for interacting with the community and there is no need for additional expenditures. Yet, brands can
still incentive these members to amplify their natural tendencies. However, brands must work harder
on individualistic members to buck their inclinations. This tactic can be seen in Apple’s “Lounge””. If
an Apple community member generates certain amount of content that other community members
marked as “helpful” or “solved my problem”, he or she is invited to the “Lounge”. In the “Lounge”, they
are entitled to receive exclusive Apple news and mingle with other Lounge members. Apple benefits
from lower customer service costs and increased brand loyalty by encouraging users of the online
brand community to respond to and answer questions from other users.

Second, this study aids marketing departments in comprehending the relation between product
visibility and the relative generation of different content types. Brands can use a variety of online
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strategies depending on their product visibility. For instance, when a brand of more visible products
begins to develop its online community, the brand already knows that community members are
inclined to generate community-oriented content. The brand shall engage in activities like planning
social events for the community if the brand’s expectations of the online brand community are to
increase brand loyalty through community ties. Famous for its offline communities, Harley Davidson
utilized online “Harley Owner Groups” (HOGs) as a tool for this purpose. A brotherhood of riders
with a common ethos has come to define Harley Davidson over the past 40 years (Fournier and Lee,
2009). They bring their strategic positioning on the Internet as online brand communities grow. HOG
members can connect with one another, invite one another to private sales, and take part in group
riding events in addition to exchanging opinions and sharing photos. Customers are encouraged
by Harley Davidson to get involved in community organizations, start charitable causes, and attend
local, regional, national, and international events. Members are also urged to dress similarly while
attending these events in order to foster community ties. New Harley-Davidson owners can hone
their skills at regional chapters, which also offer training programs for both novice and expert riders.
By making members feel like a vital part of a larger whole, these initiatives hope to foster a strong
sense of belonging. In a similar vein, when a brand of less visible product starts to develop its own
online community, it is aware that the community members are already predisposed to generate
more brand-oriented content. A company should exert more effort to promote community-oriented
content if it views the brand community as a place for fans to gather informally or to receive “free

» o«

customer service. “Lego Ideas” is a good illustration of this strategy. Community members can
review designs, vote for their favorites, give feedback, and submit their own ideas on the Lego Ideas

website. Lego uses these product ideas and pays a commission to the submitter.

Third, similar choices can be made in situations involving brand extensions. When a brand with less
visible products decides to offer more visible products, they are aware that community members
are more concerned with impressing their peers than with brand-related matters like new product
development or the brand’s most recent public relations initiatives. As a result, it is recommended to
develop distinct brand communities for each segment and apply the aforementioned tactics to get
the desired effects.

4.3. Limitations and Further Studies

This research has several drawbacks that need to be addressed by future research. The first drawback
is the using experimental design over actual data. Finding communities of the same product category
of the same brand in two different countries is quite a difficult task. Although every effort has been
made to replicate actual brand communities, future studies should replicate our findings with real
data.

Future studies shall consider expanding this study by using equity theory to examine the impact
of members’ experiences with other communities. While this study examined how members seek
to maintain fairness within a specific community, equity theory also posits that individuals seek
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to maintain fairness with their peers outside the community. It would also be interesting for future
research to explore whether the findings of this study are applicable to offline brand communities.
While online and offline brand communities have some key differences, it's possible that similar
dynamics are observed in real-life discussions in offline brand communities. In face-to-face
communication, some members tend to talk more about the brand and latest products, while others
prefer to engage in social networking, depending on the brand/product and contextual factors.

Future research could also extend this study by examining community-level factors such as
community orientation. Anti-brand communities where members gather to disparage certain
brands or product categories are also worth exploring. These brand communities can have different
dynamics. Further research can also strengthen this study by examining the effects of individual
factors such as personality traits or other product classifications such as goods versus services, search
vs. experience vs. credence, prevention vs promotion products, and different stages of the product
life cycle.
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Appendix

A: Post Types

Brand-oriented content

Give feedback on how the brand can improve its products.
Complain about an issue you had with a product.

Offer ideas on new products that the brand can develop.

Community-Oriented Content
Answer other users” questions about a product
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Welcome a new user to the community
Ofter tips on how to best use a product

B: Product Visibility

Different products are consumed under different situations. Some products such as cars and shoes
are consumed more publicly. For example, other people can easily see you driving your car in town
or parking in front of the office. Meanwhile, the same thing cannot be said for some other products
such as anti-virus software and personal grooming products. These products tend to be consumed
more privately, often without the presence of others.

Do you consider X as privately consumed product or publicly consumed product?

(1=Privately Consumed Product, 7=Publicly Consumed Product)

C : Nomenclature

NoC: Number of Communities

LoM: Length of Membership

Anon_1: Users have anonymity.

Anon_2: Users can use alias/nicknames.

Anon_3: Users have a profile picture

Anon_4: The community has a formal reputation system.
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Dijital Tedarik Zinciri (DTZ) kavrami son yillarda literatiirde daha fazla yer edinmeye baglamistir. DTZ
kavraminin gelisiminin daha iyi anlagilabilmesi adina alanin bilgi birikimi ve entelektiiel yapisini ortaya
koymak i¢in bibliyometrik analizden yararlanilmistir. Bibliyometrik analiz, DTZ alaninda biiyiik veriler
halinde var olan yapilar1 analiz ederek, bu alanin net bir goriiniimiinii ortaya ¢ikarmaktadir. Bu ¢aligmanin
6nemi, DTZ alanindaki yayinlarin gelisimini incelemek ve gelecekteki arastirma firsatlari igin alanda ortaya
¢ikan aragtirma bosluklarini belirlemektir. Bu dogrultuda, 2012 - 2022 yillar1 arasinda Web of Science
(WoS) veri tabaninda yayinlanan 106 makale analiz edilmistir. Oncelikle, belirli bibliyometrik gostergeler
yardimiyla 106 makaleye iliskin genel bir bakis sunularak alanin 6nemli dergileri, makaleleri ve iiretken
yazarlariyla alanda 6ne ¢ikan tiniversiteler ve alana 6nciilikk eden tilkeler tespit edilmistir. Daha sonra atif
analizi, ortak atif analizi ve ortak kelime analizi gibi bibliyometrik yontemler kullanilarak DTZ literatiiriine
iliskin bilimsel alan haritalamas: yapilmistir. Atif analiziyle, alanin yiiksek atifli makaleleri arasindaki
baglant1 giicii; ortak atif analiziyle, birlikte atif yapilan ¢aligmalar arasindaki iliskilerin yogunlugu ve giicii;
ortak kelime analiziyle de DTZ'nin iliskili oldugu kavramlar saptanmustir. Arastirma bulgulary, DTZ ile
ilgili son yillarda bilimsel yayin sayisinin arttigini, ABD ve Hindistan'in en iiretken iilkeler, Supply Chain
Management: An International Journalin ise en iiretken ve etkili dergi oldugunu gostermektedir. 2021 yilina
kadar olan ¢aligmalarin tedarik zincirinin dijitallesmesi, tedarik zincirinde dijital doniisiim, inovasyon,
teknoloji ve nesnelerin interneti; 2021 yilindan sonra ise Covid-19 pandemisinin de etkisiyle akilli tedarik
zinciri, tedarik zincirinde tiretim, strdirilebilirlik, direnglilik, dijital ikiz, blok zinciri ve 3D bask: gibi
konulara yogunlastig: tespit edilmistir.
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Abstract

The concept of Digital Supply Chain (DSC) has recently received a lot of attention in the associated
literature. A bibliometric study was performed to demonstrate the historical path of DSC as well as the
accumulation of knowledge and intellectual structure of the field. By analyzing the current structures as big
data, this research gives a clear framework of the field. The significance of the study is to assess the progress
of DSC-related articles in order to identify opportunities and gaps for future possible research in the field.
In this regard, 106 articles from Web of Science (WoS) between 2012 and 2022 were thoroughly examined.
Firstly, an overview of the 106 articles was provided through certain bibliometric indicators to identify
important journals, articles, and prolific authors, as well as the leading universities and countries in the
field. Bibliometric methods such as citation analysis, co-citation analysis, and co-word analysis were then
used for the science mapping of DSC literature. Citation analysis was utilized to determine the strength
of the links between highly cited articles in the field, co-citation analysis was done to measure the density
and strength of the relationships between co-cited studies, and co-word analysis was conducted to specify
the concepts with which DSC was linked. The research findings indicate that the number of scientific
publications on DSC has increased in recent years, the USA and India are the most productive countries
and Supply Chain Management: An International Journal is the most productive and influential journal. The
findings also reveal that studies until 2021 focused on supply chain digitalization, digital transformation
in the supply chain, innovation, technology and the internet of things while the recent topics covered
smart supply chain, production in the supply chain, sustainability, performance, resilience, digital twin,
blockchain and 3D printing for the period beyond 2021, taking into account the effects of the Covid-19
pandemic among other things.

Keywords: Digital supply chain, digital transformation in supply chain, digital supply chain ecosystem,
bibliometric analysis.

JEL Classification: M10, C19, C88, 032

Extended Summary

The study aimed to analyze the articles in the Web of Science (WoS) database between 2012 and
2022 through bibliometric analysis method to provide a general framework for the conceptual,
evolutionary, and intellectual structure of the Digital Supply Chain (DSC). In order to determine the
articles in the WoS database, the TS=(“digital supply chain*” OR “supply chain* digitalization” OR
“supply chain* transformation” OR “smart supply chain*” OR “intelligent supply chain*” OR “supply
chain* intelligence”) was searched on February 23, 2023 including titles, abstracts, and keywords
and thus, 566 studies were listed. Certain WosS filters were used to acquire appropriate dataset for the
aim of the study. The search parameters were as follows: the articles which were written in English
and indexed in Social Sciences Citation Index (SSCI), Emerging Sources Citation Index (ESCI) and
Science Citation Index Expanded (SCI-Expanded) were selected and the period was limited to the
years between 2012 and 2022. As a result, 106 articles were found. The “txt” file with the dataset was
downloaded and analyzed by using bibliometric methods.

The findings reveal that scientific production in the field has increased rapidly after 2018. With 20
articles for each, the USA and India are the leading countries. Dmitry Ivanov is the most cited one
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among the most prolific authors in the field. Supply Chain Management: An International Journal
is the most important journal in the field in terms of number of publications, impact factor, and
citations.

Citation analysis, co-citation analysis and co-word analysis were conducted for science mapping using
the VOSviewer package program. In terms of the number of citations and links to other studies, the
most important study in the field is the article titled “The impact of Industry 4.0 implementation on
supply chains” by Ghadge et al. in 2020. As a result of the co-citation analysis, three thematic clusters
were formed and named as “Exploring the Benefits of Industry 4.0 in Supply Chain’, “Adoption of
Digital Technologies in Supply Chain” and “Research Methods and Statistical Methods”. According
to the co-word analysis, it was determined that the studies until 2021 focused on digitalization of
the supply chain, digital transformation in the supply chain, innovation, technology and internet of
things while after 2021, with the effect of the Covid-19 pandemic, they included smart supply chain,
production in the supply chain, sustainability, performance, resilience, digital twin, blockchain and
3D printing.

This paper offers an overview of the conceptual, evolutionary, and intellectual structure of the DSC
field. The expected contribution of this study is to provide an inventory of past research to enhance
the literature on DSC and to introduce some clues for future research.

1. Giris

Dijjitallesme ve Endiistri 4.0 gibi yikici inovasyonlar, tedarik zinciri yonetiminde yeni
paradigmalarin, ilkelerin ve modellerin gelistirilmesinde etkili olmaktadir (Ivanov, Dolgui, &
Sokolov, 2019). Dijitallesme ve Enddistri 4.0 tedarik zincirlerinin déntistimiinii saglayarak geleneksel
tedarik zincirlerinden dijjital tedarik zincirlerine gegisi hizlandirmaktadir. Dolayisiyla bu durum
tedarik zinciri alaninda bir paradigma degisikligi olarak ifade edilmektir (Stank vd., 2019). DTZ
paradigmasina gegise siber fiziksel sistemler, insansiz hava araglari, nesnelerin interneti, otonom
araglar, sosyal medya, omni-kanal, mobil teknolojiler, biiyiik veri, dijital ikiz, blok zinciri, bulut
bilisim, nanoteknoloji, tahmine dayali analitik, artirilmis gergeklik, robotik, sensor teknolojileri
ve 3D baski (Meier, 2016; Biiytikozkan & Goger, 2018; Queiroz vd., 2021; Barykin vd., 2020)
gibi teknolojiler onciiliikk etmektedir. Isletmelerin ¢ogunda ugtan uca operasyonlar1 kapsayan
tedarik zinciri alaninda, dijital teknolojiler faaliyetlerin yiiriitiilmesi icin temel bir platform gorevi
gormektedir (Balakrishnan & Ramanathan, 2021). Dolayisiyla bu teknolojilerin kullanimi tedarik
zincirinin dijitallesmesini saglayarak tedarik zinciri operasyonlarina daha yiiksek etkilesim, seffaflik,
goruniirliik, izlenebilirlik, esneklik ve ¢eviklik kazandirmaktadir.

Dijital doniisiim ve Endiistri 4.0’ tedarik zinciri tizerindeki etkilerini ortaya ¢ikarmak, dijital tedarik
zincirlerini daha iyi kavrayabilmek ve DTZ caligmalarinin kapsamini genisletmek adina pek ¢ok
caligma yapilmustir (Biiyiikozkan & Goger, 2018; Haddud & Khare, 2020; Agrawal, Narain, & Ullah,
2020; Balakrishnan & Ramanathan, 2021; Weerabahu vd., 2022; Stank vd., 2019; Garay-Rondero vd.,
2020; Queiroz vd., 2021; Rasool, Greco & Grimaldi, 2022; Ngo, Pham, & Nguyen, 2022; Meindl vd.,
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2021; Schoenherr & Swink, 2015). Dolayisiyla DTZ alani akademisyenler ve uygulayicilar i¢in dikkat
geken bir konumdadir. Ancak DTZ alaninin heniiz emekleme agamasinda oldugunu ileri siirmek
yanlis olmayacaktir. Ayrica, dijital ¢cagda tedarik zincirlerini diigiiniirken hem akademisyenleri hem
de uygulayicilar1 daha iyi anlamaya ve desteklemeye yonelik cerceveler iceren mevcut literatiir zayif
kalmaktadir (Queiroz vd., 2021). Bu baglamda, DTZ kavraminin daha iyi anlagilabilmesi adina alanin
bilgi birikimi ve entelektiiel yapisini ortaya koymak i¢in bibliyometrik analizden yararlanilmistir.
Clinki bibliyometrik analizler biiyiik veriler halinde olan yapilar: analiz ederek, ilgili alanin net bir
goriniimiinii ortaya ¢ikarmaktadir.

Dijital tedarik zincirinin yapisin1 kavramak, DTZ alanindaki bilgi durumunu ortaya koymak,
kategorize etmek, gorsellestirmek ve konuya iliskin akademik bir bakis agis1 sunmasi agisindan
bu ¢alismanin literatiire katki saglayacagi disiiniilmektedir. Dolayisiyla bu ¢alismanin amaci,
bibliyometrik analiz yoluyla DTZ kavraminin anlasilmasina ve doéniisimiine katki saglamaktir.
Bu amaca ulagsmak i¢in ¢aligmanin odaklandig1 arastirma sorular: su sekildedir: Yillar itibariyle
yayinlanan makale sayis1 kagtir? Alanin 6nemli makaleleri hangileridir? En iiretken yazarlar
kimlerdir? Alanin 6nemli dergileri hangileridir? Alanda hangi tiniversiteler 6ne ¢ikmaktadir? Alana
onciilitk eden {tilkeler hangileridir? DTZ alanindaki arastirma egilimleri nelerdir? DTZ ile ilgili
gelecekteki potansiyel aragtirma alanlar1 nelerdir?

Yukarida yer alan aragtirma sorularina yanit bulabilmek i¢in aragtirmanin geri kalani su sekilde
diizenlenmigtir. Boliim 2de DTZ literatiirii genel bir bakisla irdelenmekte olup DTZ, DTZ teknolojileri
ve DTZ yonetiminin faydalarina deginilerek gelecegin tedarik zincirleri tizerine degerlendirmeler
yapilmustir. Boliim 3’te bibliyometrik analiz yontemleri kullanilarak DTZ literatiiriiniin entelektiiel
yapist haritalandirilmistir. Caligma, Bolim 4’te yer alan temel bulgularin bir 6zeti, DTZ nin aragtirma
egilimleri, gelecekteki potansiyel aragtirma alanlarinin neler olacagi ve arastirma kisitlariyla
sonuclandirilmaktadir.

2. Dijital Tedarik Zinciri

Covid-19 pandemisinin dogurdugu zorlayici sonuglar bir yana, kiiresellesme, tirtin karmagikligy, tirtin
gelistirme dongtilerinin kisalmas, kitlesel 6zellestirme, titkenen dogal kaynaklar ve degisiminin hizi
gibi baskilar da son yillarda kiiresel tedarik zincirlerini olumsuz yonde etkilemektedir (Choudhury
vd., 2021). Lyall, Mercier, & Gstettner (2018) tarafindan yapilan The Death of Supply Chain
Management (Tedarik Zinciri Yonetiminin Oliimii) isimli ¢alismada, yoneticilerin en iyi kararlart
alabilmek icin tedarik zincirleri hakkinda ger¢ek zamanl verilere erisilebilmesi gerektigi, ancak
eski teknolojilerin sinirlamalarinin tedarik zincirlerinde ugtan uca seffaflik hedeflerini engelledigi
belirtilmektedir. Ayrica geleneksel tedarik zincirleri, bugiiniin ve yarinin is gereksinimlerinde ihtiya¢
duyulan belirli 6zelliklerden yoksun ve biiyiik 6l¢tide birbirinden ayry, silo halinde bir dizi adimdan
olusmaktadir (Bityitkozkan & Goger, 2018).

Ginimiiziin dijital ¢aginda isletmeler odak noktalarini maliyetleri diistirmek ve siiregleri
yonetmekten, tedarik zincirlerindeki inovatif teknolojiler araciligiyla miisterilerin yeni beklentilerini
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karsilamak, yeni siire¢leri miimkiin kilmak ve organizasyonlarini daha entegre, seffaf ve ¢evik hale
getirmek icin nasil gergek deger yaratabileceklerine yonlendirmek zorundadir (Agrawal & Narain,
2023). Bu siireg, is faaliyetlerini gerceklestirmek icin dijital teknolojilerin benimsenmesi ve bunlara
glivenilmesi yani “dijital doniisiim” veya “dijitallesme” olarak adlandirilmaktadir (Rasool, Greco,
& Grimaldi, 2022). Dijital doniisiim yillardir devam etmektedir ve tedarik zincirleri bu dijital
dontisimden muaf degildir. Bundan dolay: tedarik zincirleri, insanlarin, siireglerin ve cihazlarin
isbirligine dayanan ve giderek daha baglantili hale gelen bir ortamda faaliyet gostermektedir (Creazza
vd., 2022). Ayrica tedarik zincirlerinin, geleneksel dogrusal bir modelden seffaf, dinamik ve birbirine
bagli bir modele dogru doniistiigl goriilmektedir (Choudhury vd., 2021). Dolayisiyla tedarik zinciri
yonetimini tamamen {istlenecek potansiyele sahip yeni dijital teknolojiler, geleneksel c¢aligma
yontemlerini altiist etmektedir. Ontimiizdeki 5-10 yil i¢inde tedarik zinciri islevi tarihe karisabilir
ve tedarik zinciri, sorunsuz bir sekilde ¢aligan, uctan uca is akiglarini en iyi sekilde yoneten, insan
miidahalesini minimize eden ve kendi kendini diizenleyebilen bir yapiya doniisebilir (Lyall, Mercier,
& Gstettner, 2018). Bu yapy, dijitallesmenin tedarik zinciri yonetimi tizerindeki etkisini dikkate alan
yeni bir paradigma soylemini giindeme getirmektedir (Stank vd., 2019). Aslinda bu paradigmanin pek
¢ok arastirmaci tarafindan “dijital tedarik zinciri” olarak ifade edildigi s6ylenebilir (Biiytikdzkan &
Goger, 2018; Zekhnini vd., 2021; Choudhury vd., 2021; Mitra, Kapoor, & Gupta, 2022; Rasool, Greco,
& Grimaldi, 2022; Weerabahu vd., 2022; Dai vd., 2022; Ngo, Pham, & Nguyen, 2022; Benabdellah vd.,
2023; Li, Li, & Zheng, 2023).

Biyiikozkan & Goger (2018) tarafindan DTZ, hizmetleri tutarli, cevik ve etkili kazanimlarla daha
degerli, erisilebilir ve uygun fiyath hale getirerek kuruluslar arasindaki etkilesimi desteklemek ve
senkronize etmek amaciyla dijjital donanim, yazilim ve aglar i¢in bityiik veri kullanimi, mitkemmel
isbirligi ve iletisim yetenegine dayanan akilli ve en uygun teknolojik sistem olarak tanimlanmaktadr.
DTZ, isletmeler icin yeni gelir ve is degeri tirlerini olusturmak adina yeni teknolojik ve analitik
yontemlerle yeni yaklagimlardan yararlanmak igin akilli, deger odakli ve verimli bir siirectir
(Balakrishnan & Ramanathan, 2021). “Dijital tedarik zinciri” veya “tedarik zincirinin dijitallestirilmesi”
kavrami, Endistri 4.0’la dogrudan iliskilidir (Haddud & Khare, 2020). Dijital tedarik zincirinin
bitylik potansiyelinin ardinda dordiincii sanayi devrimi olan Endstri 4.0 yatmaktadir (Schrauf &
Berttram, 2016). Endiistri 4.0, bir¢ok kisi tarafindan dijitallesme ve internetin devreye girmesiyle
tiretim enddistrisinin kiiresel doniisiimii olarak tanimlanmakta ve bu doniisiimler, tiretilen {iriinler
ile sistemlerin, tasarim ve dretim siiregleri, operasyonlar: ve hizmetlerinde devrim niteliginde
iyilestirmeler olarak degerlendirilmektedir (Tjahjono vd., 2017).

Zekhnini vd. (2021) sektorlerin geleceginin inovasyon ve teknolojiye bagli olacagini ve her sektoriin
Endiistri 4.0’la birlikte hizli bir doniistim stirecinden gectigini belirtmislerdir. Ayrica daha 6nce
vurgulandig1 gibi tedarik zincirleri de bu dontisiim siirecinden muaf degildir. Dolayisiyla Endiistri
4.0 stireciyle birlikte, yeni teknolojiler geleneksel tedarik zincirlerini etkilemekte ve dijitallestirilmis
tedarik zincirlerine gecisi hizlandirmaktadir (Queiroz vd., 2021). Dijital tedarik zincirlerine geciste
doniisiimii hizlandiran teknolojiler literatiirde farkli aragtirmacilar tarafindan derlenmistir. Meier
(2016) tedarik zinciri yonetiminde dijital teknoloji trendlerini; mobil teknolojiler, biiyiik veri, bulut
bilisim, sosyal medya, tahmine dayali analitik, nesnelerin interneti, 3D baski ve robotik olarak
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belirtmigtir. Bliylikozkan & Goger (2018) yaymnlanan gesitli raporlar ve dijital tedarik zinciriyle
ilgili yapilan akademik arastirmalar dogrultusunda dijitallestirme teknolojilerini incelemislerdir. Bu
dogrultuda Biiytikozkan & Goger (2018) dijital tedarik zinciri teknolojilerini; artirilmig gerceklik,
biiytik veri, bulut bilisim, robotik, sensor teknolojisi, omni-kanal, nesnelerin interneti, otonom
araglar, insansiz hava araci, nanoteknoloji ve 3D bask: olarak belirtmektedir. Queiroz vd. (2021)
dijital tedarik zincirine déntisimii saglayacak teknolojileri; biiyiik veri analitigi, blok zinciri, yapay
zeka, bulut bilisim, siber fiziksel sistemler ve nesnelerin interneti olarak ifade etmektedir. Barykin
vd. (2020) ise dijital ikiz teknolojisinin fiziksel ve dijital tedarik zincirleri arasindaki baglantiy
belirgin hale getirdigini ileri siirmektedir. Bu ¢aligmalardan yola ¢ikarak (Meier, 2016; Biiyiikozkan
& Goger, 2018; Queiroz vd., 2021; Barykin vd., 2020) dijital tedarik zinciri teknolojileri Sekil 1'deki
gibi derlenmistir.

Insansiz
Hava Araci

Siber Fiziksel Otonom
Sistemler

Araglar

Sensor
el @

Mobil

Robotik Teknolojiler
Artirtlmig Buyiik Veri
Gergeklik
Bulut
Tahmine Bl
Dayal
Analitik
Nanoteknoloji Blok Zinciri

Sekil 1: Dijital Tedarik Zinciri Teknolojileri
Kaynak: Meier, 2016; Biiytikozkan & Goger, 2018; Queiroz vd., 2021; Barykin vd., 2020

Yeni dijital teknolojiler, isletmelerin miisteri tercihlerini daha iyi anlamalarini saglayarak
miisterilerle olan iligkilerini gelistirmelerine, operasyonlarinda gercek zamanli sonuglar elde
etmelerine, daha cevik ve esnek bir tedarik zincirine dontigmelerine olanak tanimaktadir
(Agrawal, Narain, & Ullah, 2020). DTZ hem direngli hem de hizli tepki veren tamamen yeni
bir tiir tedarik ag1 olusturma hedefi konusunda oldukea iddialidir (Schrauf & Berttram, 2016).
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Mevcut pazar ortami goz Oniine alindiginda, dijital bir tedarik zinciri olusturmak, miisteri talep
egilimlerindeki degisikliklerin derinlemesine incelenmesine olanak taniyarak pazarda ilk hamle
avantajini baslatabilir (Dai vd., 2022). Dolayisiyla, dijital tedarik zincirleri bireysel tiiketicilerin
talep egilimleri ve begenileri hakkinda ¢ok daha fazla bilgiye sahip olmaktadir. Bu da djjital
tedarik zincirlerinin, tiiketicilere sunduklar1 triinleri bireysel tiiketicilerin ihtiyaglarina gore
kigisellestirmesini saglamaktadir. Ote yandan DTZ, dijital platformlar arasinda yaygin bilgi, iistiin
isbirligi ve iletisim saglama yetkinligine sahiptir ve bu da daha fazla giivenilirlik, ¢eviklik ve etkinlik
saglamaktadir (Bliylikozkan & Goger, 2018). Agrawal & Narain (2018) ise dijital tedarik zinciri
yonetiminin faydalarini kapsamli bir sekilde agiklamistir. DTZ yonetiminin faydalari; daha fazla
seffaflik, daha iyi karar verme, azaltilmis envanter seviyeleri, gelistirilmis tedarik zinciri esnekligi,
miisteri ihtiyaclarinin daha iyi anlagilmasi, daha fazla merkezi olmayan depolama, rekabet
avantajinin korunmasi, daha yiiksek satislar, kir ve misteriyle giiclii bag, teslimat siirelerinin
azaltilmasi ve envanterin net goriiniirligii gibi unsurlardan olusmaktadir. Bu unsurlar Sekil 2'de

yer almaktadir.

Envanterin Net
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Dabha Iyi
Anlagilmasi

Sekil 2: Dijital Tedarik Zinciri Yonetiminin Faydalar:

Kaynak: Agrawal, P., & Narain, R. (2018). Digital supply chain management: An Overview. IOP Conference Se-

ries: Materials Science and Engineering, 455, 1-6.
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Endiistri 4.0 teknolojileri; tedarik zinciri stratejisi ve planlamasi, insanlar, beceriler, yetkinlikler
ve tedarik zinciri boyutlari, dijitallesme yolculugunun her asamasi igin hayati 6nem tasiyan
temel kolaylastiricilardir (Weerabahu vd., 2022). Dolayisiyla tedarik zinciri yoneticilerinin, dijital
teknolojilerden nasil faydalanilacagi ve bu teknolojilerin mevcut tedarik zinciri siireglerinde nasil
uygulanabilecegi sorularinin cevaplarini bulmalari gerekmektedir (Agrawal & Narain, 2018).
Ancak su da unutulmamalidir ki dijital tedarik zincirleri @iriin veya hizmetlerin fiziksel veya dijital
olmasiyla ilgili degil, tedarik zincirinin nasil yonetildigiyle ilgilidir (Bityiikézkan & Goger, 2018).
Benimsenme diizeyleri farklilik gosterse de yikici teknolojiler tedarik zincirlerini etkilemekte
ve geleneksel tedarik zincirlerini dijital bir tedarik zincirine doéniistiirmektedir. Bundan dolays,
tamamen baglantili ve goriiniir olan dijital tedarik zincirlerinin, gelecegin tedarik zincirleri olacag:
ongorilmektedir (Mitra, Kapoor, & Gupta, 2022). Gelecegin tedarik zincirleri déngiiseldir ve deger
zincirindeki tiim paydaslar1 koordine eden, eylemleri yiiriiten ve onlarla isbirligi yapan bulut tabanli
bir merkezi platform tarafindan etkinlestirilecektir (Microsoft, 2020). Sonug olarak gelecegin tedarik
zincirlerinin, ortak inovasyonlar elde edebilmek i¢in isbirlik¢i platformlar araciligiyla entegre bir
ekosisteme, yani “Dijital Tedarik Zinciri Ekosistemine” doniisecegi ongoriilmektedir (Weerabahu
vd., 2022).

3. Yontem

DTZ kavramiyla ilgili WoS veri tabaninda yer alan makaleler bibliyometrik analiz yontemiyle
incelenmektedir. Bibliyometrik analiz, bir konunun veya arastirma alaninin bilgi birikimini ve
entelektiiel yapisini belirlemek, kavramsal yapisini incelemek ve belirli bir bilimsel toplulugun sosyal
ag yapisi olusturmak i¢in kullanilan bir yontemdir (Aria & Cuccurullo, 2017). Bibliyometrik
analizde amag, makale, yazar, dergi ve anahtar kelime gibi unsurlari farkli gruplara ayirarak
aragtirma alaninin yapisinin bir resmini olusturmaktir (Zupic & Cater, 2015). En giivenilir bilimsel
yayin kaynaklarinin tespit edilmesine, yeni gelismelerin degerlendirilmesi igin akademik zeminin
olusturulmasina, onemli bilimsel aktorlerin belirlenmesine ve akademik ¢iktiyr degerlendirmek
i¢in kaynaklarin gelistirilmesine olanak tanimasindan dolay1 bibliyometrik ¢aligmalar, bilimin
ilerlemesine katkida bulunmaktadir (Gutiérrez-Salcedo vd., 2018).

Bibliyometrik analiz, literatiiriin 6znel degerlendirmesine nicel bir titizlik getirdiginden dolayz, bir
inceleme makalesinde teorik olarak tiiretilmis kategorilere dair kanit saglayabilmektedir (Zupic &
Cater, 2015). Bibliyometrik analiz, son yillarda aragtirmacilar tarafindan bu amagla yaygin olarak
kullanilan araglardan biridir (Cobo vd., 2011). Biiyiik veri havuzlarimin bu sekilde analiz edilmesini
saglayan bu tiir araglar, tim alan goéz 6ntinde bulunduruldugunda arastirmacilara 6nemli faydalar
saglamaktadir (Oztiirk, 2021).

Bibliyometrik bir arastirmay: bilimin her alaninda uygulayabilmek miimkiin olmakla
birlikte, bir bilimsel alanda derinlemesine incelemelerin yapilabilmesi i¢in bir 6n adim olarak
degerlendirilebilmektedir. Bibliyometrik analiz, incelenen arastirma alanina iliskin bir resim/
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harita sundugundan dolayi, herhangi bir alana iliskin boylesi bir harita ¢ikarildiktan sonra
derinlemesine analiz ve ¢oziimlemeler yapmak kolaylagacaktir (Oztirk & Giirler, 2021).
Dolayisiyla bibliyometrik yontemler, arastirmaciyr en etkili ¢aligmalara yonlendirerek ve
aragtirma alanini 6znel yargilar olmadan haritalandirarak, okumaya baglamadan o6nce bile
arastirmacilarin literatiire iligkin genel bir bilgi edinmelerine imkan sunmaktadir (Zupic &
Cater, 2015).

3.1. Literatiir Tarama Stratejisi

Belirli bir alanda aragtirmaya baslamak i¢in ilgili alanin 6nemli ¢alismalarinin, alana y6n veren
aragtirmacilarin ve yaygin olarak kullanilan temalarin kesfedilmesi amaciyla oncelikle literatiir
taramasi yapilmaktadir. Literatiir taramalari, mevcut bilgileri toplamak ve bir alanin durumunu
incelemek icin akademik arastirmalarda 6nemli bir rol oynamaktadir (Kunisch vd., 2018).
Bibliyometrik analiz, sistematik literatlir taramasinin 6zel bir bi¢imidir (Block & Fish, 2020).
Bibliyometrik yontemler kullanilarak yapilan sistematik literatiir taramasi, sosyal bilimlerin farkli
alanlarinda bilimsel bilgiyi derlemek i¢in kullanilan ve yaygin olarak kabul goren bir yontemdir
(Block, Fisch, & Rehan, 2020). Literatiir taramasi, makalelerin taranmasi ve incelenmesi olmak
tizere iki asamadan olusmaktadir. Makalelerin taranmasi asamasinda kullanilacak olan veri tabani
ve anahtar kelimeler secilmektedir. Makalelerin incelenmesi asamasinda ise dahil etme/hari¢ tutma
kriterleri belirlenmektedir (Oztiirk, 2021).

WoS, Scopus, Google Scholar, Microsoft Academic ve Dimensions gibi bir¢ok veri tabani
bibliyometrik analizler igin veri setleri saglamaktadir (Moral-Mufloz vd., 2020). Thomson Reuters
tarafindan gelistirilmis olan WoS diinya ¢apindaki en kapsaml: disiplinler aras1 atif veri kaynagidir
(Van Raan, 2014). WoS, ozellikle isletme ve yonetim alanindaki arastirmacilar tarafindan en
yaygin kullanilan veri tabanidir (Zupic & Cater 2015). Dolayisiyla arastirma kapsaminda WoS veri
tabanimin kullanilmasi uygun goriilmistiir. WoS veri tabaninda baglik, 6zet ve anahtar kelimeleri

iceren aramada kullanilan anahtar kelimeler Tablo 1'de yer almaktadur.

Tablo 1: WoS Veri Tabaninda Yapilan Aramada Kullanilan Anahtar Kelimeler

Anahtar Kelimeler

“digital supply chain*” OR “supply chain* digitalization” OR “supply chain* transformation” OR “smart supply chain*” OR
“intelligent supply chain*” OR “supply chain* intelligence”

Tablo 1de belirtilen anahtar kelimelerin DTZ literatiiriinde yer aldig1 6nemli ¢alismalarin listesi
Tablo 2'de verilmektedir.
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Tablo 2: Anahtar Kelimelerin Kullanildigi Onemli Calismalar

Anahtar Kelime

Anahtar Kelimenin Kullanildigi Onemli Calismalar

“digital supply chain*”

Agrawal, Narain, & Ullah (2020); AlMulhim (2021); Balakrishnan & Ramanathan
(2021); Biiyiikozkan & Goger (2018); Choudhury vd. (2021); Dai vd. (2022);
Haddud & Khare (2020); Mitra, Kapoor, & Gupta (2022); Rasool, Greco, & Grimaldi
(2022); Weerabahu vd. (2022); Zekhnini vd. (2021)

“supply chain* digitalization”

Garay-Rondero vd. (2020); Grida & Mostafa (2021); Lim vd. (2022); Queiroz vd.
(2021); Rasool, Greco, & Grimaldi (2022); Stank vd. (2019)

“supply chain* transformation”

Ngo, Pham, & Nguyen (2022); Rasool, Greco, & Grimaldi (2022); Samaranayake
vd. (2022)

“smart supply chain*”

Mital vd. (2018); Meindl vd. (2021)

“Intelligent supply chain*”

Xie vd. (2020); Siurdyban & Moller (2012)

“supply chain* intelligence”

Schoenherr & Swink (2015); Raisinghani & Meade (2005)

Tablo 2'den de anlasilacag tizere, literatiirde agirlikli olarak “digital supply chain” anahtar kelimesi

kullaniliyor olsa da aragtirmanin amacina uygun olarak “digital supply chain” ile birlikte veya onun

yerine kullanilan diger anahtar kelimeler de arastirmada kullanilmistir.

WoS veri tabaninda “digital supply chain*”, “supply chain* digitalization’, “supply chain*

transformation’, “smart supply chain*”, “intelligent supply chain*”, “supply chain* intelligence”

anahtar kelimeleriyle yapilan aramada 566 adet sonug listelenmektedir. Arastirma siirecinde izlenen

adimlar $ekil 3’te gosterilmektedir.

L. Adim

Veri Tabaninin Segilmesi

Web of Science

) 2.Adim » 3.Adm

‘ Anahtar Kelimelerin Belirlenmesi ‘

l

"digital supply chain*"
"supply chain* digitalization"
"supply chain* transformation"
"smart supply chain*"
"intelligent supply chain*"
"supply chain* intelligence”

| Makalelerin Taranmasi |

!

‘ 566 tane makale bulunmustur ‘

L 4. Adim

» 5.Adm » 6.Adim
| Makalelerin Filtrelenmesi | ‘ 106 makaleye genel bir bakis ‘ | Bilimsel Alan Haritalama |
‘ 106 tane makale tespit edilmistir Yillar itibariyle yayinlanan makale sayis1 kagtir? Auf analizi

Alanin 6nemli makaleleri hangileridir? Ortak atif analizi

En iiretken yazarlar kimlerdir? Ortak kelime analizi
Alamn 6nemli dergileri hangileridir?
Alanda hangi tiniversiteler 6ne ¢ikmaktadir?

Alana énciiliik eden iilkeler hangileridir?

Sekil 3: Arastirma Siirecinde Izlenen Adimlar
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Yukarida da belirtildigi tizere, dijital tedarik zincirini destekleyici en 6nemli unsurlardan biri
Endiistri 4.0dir. Endiistri 4.0 kavrami ilk olarak Kasim 2011de Alman Hiikiimeti tarafindan
yayinlanan bir makalede kullanildigindan (Zhou, Liu, & Zhou, 2015) dolay: yayinlarin baslangi¢
tarihi, 2011 yilindan sonraki ilk tam yil olan 2012 olarak belirlenmistir. Ayrica, yillar bazinda dogru
bir analiz yapilabilmesi amaciyla cari y1l olan 2023 analiz dis1 birakilmistir. Dolayisiyla 2012 - 2022
yillar1 arasinda yazilmig 517 tane yayin bulunmaktadir. ingilizce dili segildiginde yayin sayis1 511%;
yayin tiiriit makale ve WoS$ kategorilerinden “management” ve “business” segildiginde ise bu say1
115 dismektedir. WoS indekslerinden Social Sciences Citation Index (SSCI), Emerging Sources
Citation Index (ESCI) ve Science Citation Index Expanded (SCI-Expanded) secilerek 106 tane
caligmaya ulagilmustir.

3.2. Bibliyometrik Analiz

DTZ literatiiriine genel bir bakis sunmak amaciyla yapilan bibliyometrik analiz iki asamadan
olusmaktadir. Birinci asamada WoS veri tabanindan 23.02.2023 tarihinde elde edilen verilere
dayanarak DTZ literatiiriine iliskin bir inceleme yapilmistir. Tkinci asamada ise bilimsel alan
haritalamas yapilmistir.

3.2.1. Dijital Tedarik Zinciri Literatiiriine Genel Bir Bakis

WoS veri tabani iizerinden ilgililiteratiirde yillar itibariyle yayinlanan makale sayisi, en etkili makaleler,
en lretken yazarlar, alanin 6nemli dergileri, alanda éne ¢ikan tiniversiteler ve alana onciilitk eden
tilkeler gibi gostergeler tizerinden 106 tane makaleye iligkin bir degerlendirme yapilmigtir.

3.2.1.1. Yillar itibariyle Yayinlanan Makale Sayis1

2012 - 2022 yillar arasinda, yillik bazda yayinlanan makalelerin grafigi Sekil 4’te gosterilmektedir.
2012 - 2018 yillar1 arasinda toplam yayinlanan makale sayis1 10 iken, 2018 sonrasi yaymlanan makale
say1s1 96dur.

10
5 I
o M = W m =

2012 2013 2015 2016 2018 2019 2020 2021 2022

Sekil 4: Yillar itibariyle Yayinlanan Makale Sayist
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2018 yili itibariyle yillik bazda yaymlanan makale sayis1 hizla artmis ve 2020 yilindan 2021 yilina
gecerken yayin sayisinda onemli bir sigrama yasanmistir. 2012 — 2022 yillar1 arasinda yaymnlanan 106
tane makalenin %91’i 2018 yilindan sonra yazilmistir.

Lyall, Mercier, & Gstettner (2018), The Death of Supply Chain Management (Tedarik Zinciri
Yonetiminin Oliimii) isimli makalesinde geleneksel tedarik zincirlerinin uctan uca seffafli1 saglama
konusunda yetersiz kaldigini belirtmektedir. Biiyitkozkan & Goger (2018) dijitallesmenin tedarik
zinciri ve lojistik siireclere entegrasyonunu ortaya koymak adina 6nemli bir gerceve cizmistir.
Ayrica, Stank vd. (2019) tedarik zincirinde bir paradigma degisikligi vurgusuyla, dijital olarak
baskin bir tedarik zinciri yonetimi paradigmasinin gelistirilmesine dayanarak bunun, gelecekteki
tedarik zinciri arastirmalarini tetikleyecegini 6ngormektedir. Bu sebeple, yukarida bahsedilen éncii
caligmalar DTZ literatiiriinde 6nemli bir farkindalik yaratarak bu alana olan ilgiyi artirmistir. Dahast,
2020 yilinda yasanan Covid-19 pandemisiyle birlikte pek ¢ok alanda yer edinen dijitallesme siireci
tedarik zincirlerini de doniistiirmiistir. Dolayisiyla s6z konusu yillarda yayin sayisindaki dnemli
artista yukarida bahsedilen yaymlar ve Covid-19’la yasanan dijitallesme siirecinin etkili oldugu
distiniilmektedir.

3.2.1.2. Alanin Onemli Makaleleri

Alanin en ¢ok atif yapilan ve digerleriyle baglantisi olan ¢alismalarinin en etkili ve/veya 6nemli
olduklar varsayimindan hareketle ilgili makalelerin listesi Tablo 3’te verilmektedir.

Tablo 3: Alanin Onemli Makaleleri

Calisma Atif Sayist Ortalama Atif Sayist Baglanti sayist
Ghadge vd. (2020) 124 41 5
Kurpjuweit vd. (2021) 98 49 3
Queiroz vd. (2021) 72 36 7
Zouari, Ruel, & Viale (2021) 63 32 5
Agrawal, Narain, & Ullah (2020) 59 20 8
Xue vd. (2013) 49 5 3
Ivanov (2021) 41 21 2
Annosi vd. (2021) 34 17 3
Stank vd. (2019) 33 8 7
Buyukozkan & Gocer (2021) 31 16 2
Haddud & Khare (2020) 31 10 4
Ivanov & Dolgui (2022) 30 30 2

Alanin 6nemli ¢aligmalari s6z konusu oldugunda o6ncelikli kriterlerden bir tanesi atif sayisidir.
Ancak Tablo 3 incelendiginde, atif sayis1 diisitk olmasina ragmen yillik ortalama atif sayis: yitksek
olan ¢alismalar dikkat cekmektedir. S6z konusu ¢aligmalarin nispeten yeni olmasina ragmen kisa
zamanda alanin 6nemli ¢aligmalari haline gelme potansiyelinin yiiksek oldugu diisiiniilmektedir.
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3.2.1.3. En Uretken Yazarlar

Analize tabi tutulan 106 tane makale toplam 315 yazar tarafindan yazilmistir. S6z konusu yazarlardan

ilgili alanda en az 3 tane makalesi bulunanlarin listesi Tablo 4’te verilmektedir.

Tablo 4: En Uretken Yazarlar

Yazar Yayin Sayist Atif Sayist
Dmitry Ivanov 3 87
Benno Gerlach 3 13
T.S. Deepu 3 9
V. Ravi 3 9
Hamed Nozari 3 6

315 yazardan en az 3 tane yayini bulunan yazarlarin sayis1 5tir. Tablo 4 incelendiginde, en iiretken
ve en ¢ok atif alan yazar Dmitry Ivanovdur. T.S. Deepu ve V. Ravi s6z konusu her ¢ ¢aligmay1 da
birlikte yapmislardir. Tablo 4’te yer alan yazarlarin tiim ¢aligmalar1 2021 - 2022 yillarina aittir. Bu

durum, alanin son yillarda 6nemli 6l¢iide ilgi gordiigi fikrini desteklemektedir.

3.2.1.4. Alanin Onemli Dergileri

Alanla ilgili yayinlanan makale sayisi en az 5 ve {izeri olan dergilerin listesi, etki faktorii ve toplam

atif sayilar1 Tablo 5’te verilmektedir. Ilgili alandaki makalelerin %42’si tabloda verilen dergilerde

yaymnlanmigtir.
Tablo 5: Alanin Onemli Dergileri

Dergi ad1 Yayin Sayist Etki Faktorii Atif Sayist
Supply Chain Management: An International Journal 7 11,28 308
Technological Forecasting and Social Change 6 10,4 289
International Journal of Logistics Research and Applications 6 5,66 100
Journal of Business Logistics 5 7,04 135
Benchmarking: An International Journal* 5 - 116
IEEE Transactions on Engineering Management 5 7,39 100
Business Process Management Journal 5 3,85 50
Logistics Basel* 5 - 23

* Yakin bir zamanda Wo§ veri tabaninda taranmaya basladigindan dolay1 etki faktérii heniiz hesaplanamamigtur.

S6z konusu dergilerin alana yon veren onemli pek ¢ok makaleyi icerdikleri soylenebilir. Yayin
sayisy, etki faktorii ve atif sayis1 bakimindan alanin en 6nemli dergisi Supply Chain Management: An

International Journaldir.
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3.2.1.5. Alanda One Cikan Universiteler

DTZ ile ilgili yayinlar incelendiginde, en az 3 ve {istii yayinda yazar(lar)in calistig1 kurum olarak
goriinen Universitelerin listesi Sekil 5’te verilmektedir.

Technical University of Berlin

Royal Melbourne Institute of Technology

Indian Institute of Space Science and Technology
Indian Institute of Management

Department of Space Government of India

National Institute of Technology Tiruchirappalli [ NENEREREE

0 1 2 3 4 5
Sekil 5: Alanin Onde Gelen Universiteleri

Sekil 5’te bulunan iiniversitelerden Technical University of Berlin Almanyada, Royal Melbourne
Institute of Technology Avustralyada; geriye kalan tniversitelerin tiimii ise Hindistandadir.
Dolayisiyla Hindistandaki tiniversitelerin DTZ alaninda daha tiretken olduklar: s6ylenebilir.

3.2.1.6. Alana Onciiliik Eden Ulkeler

flgili alanda en az 5 tane yayini olan iilkelerin grafigi Sekil 6da yer almaktadir. Sekil 6dan da
anlagilacag iizere, ABD, Hindistan, Ingiltere ve Cin ilgili kriterler gercevesinde WoS'ta yer alan
toplam 106 tane makalenin %64 tine sahiptir. Dolayisiyla s6z konusu tilkelerin iiretkenlik baglaminda
alana yon verdikleri s6ylenebilir.
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Sekil 6: Alana Onciilitk Eden Ulkeler
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ABD, Hindistan, Ingiltere ve Cinde yapilan toplam 68 yayinin 55 tanesinin 2020 — 2022 yillar
arasinda yazilmis olmasi alanin ¢ok geng ve dinamik oldugu diisiincesiyle ortiismektedir.

3.2.2. Bilimsel Alan Haritalamasi

Bilimsel alan haritalamasi veya bibliyometrik haritalama, dinamik olarak degisen bilimsel bilgi
sistemi i¢inde entelektiiel baglantilarin goriintimlerini bulmaya ¢aligmaktadir (Small, 1997). Bilimsel
alan haritalamasi, belirli disiplinlerin, bilimsel alanlarin veya arastirma alanlarinin kavramsal,
entelektiiel ve sosyal olarak nasil yapilandirildigini tanimlayan bibliyometrik haritalar olusturmay1
amagclamaktadir (Cobo vd., 2011). Bilimsel alan haritalama, siniflandirma ve gorsellestirmenin bir
kombinasyonudur (Boyack & Klavans, 2014).

Bilimsel alan haritalamasi i¢in arastirmacilarin kullanabilecegi Bibliometrix, BibExcel, Pajek,
SciMAT ve VOSviewer gibi cesitli paket programlar bulunmaktadir (Aria & Cuccurullo, 2017). WoS
veri tabanindan elde edilen “txt” uzantili veri dosyasi kullanilarak VOSviewer 1.6.19 paket programi
araciligryla bilimsel alan haritalamas1 yapilmistir. VOSviewer (visualization of similarities) bilimsel
alan haritalamas i¢in gelistirilmig bir yazilimdir (Van Eck & Waltman, 2010). Bu bélimde atif analizi,
ortak atif analizi ve ortak kelime analizi teknikleri kullanilarak bilimsel alan haritalamas: yapilmistir.

3.2.2.1. Atif Analizi

Bibliyometride en yaygin olarak kullanilan analiz tiirii atif analizidir. Makaleler, yazarlar ve dergiler
arasindaki benzerligin bir 6l¢iisii olarak atif sayilar1 kullanilmaktadir (Aria & Cuccurullo, 2017).
Ayni zamanda, atiflar bir etki 6l¢iitii olarak da kullanilmaktadir. Eger bir makaleye yogun sekilde
atifta bulunuluyorsa, o makalenin 6nemli oldugu kabul edilir. Bu 6nerme, yazarlarin ¢aligmalari icin

onemli oldugunu distindiikleri makalelere atifta bulunduklar: varsayimima dayanmaktadir (Zupic

adge (202i

& Cater, 2015).

& VOSviewer

Sekil 7: Atif Analizine {liskin Is1 Haritas:
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Analiz kapsaminda incelenen 106 makalenin baglantisinin goriilebilmesi maksadiyla esik deger olarak
en az 5 atif kriterini saglayan 62 ¢aligma arasindan VOSviewer algoritmasi tarafindan baglantilar1 giglii
olarak degerlendirilen ¢aligmalarin 1s1 haritas: Sekil 7de verilmektedir. Is1 haritasindan yola ¢ikarak,
alanin en az 3 tane 6nemli makalesiyle baglantis1 bulunan ¢aligmalarin listesi Tablo 6da yer almaktadir.

Tablo 6: Atif Analizine liskin Ist Haritasina Gére Baglantist Giiglii Olan Galigmalar

Calisma Atif Sayisi Baglanti Sayist
Ghadge vd. (2020) 124 3
Queiroz vd. (2021) 72 4
Zouari, Ruel, & Viale (2021) 63 4
Agrawal, Narain, & Ullah (2020) 59 3
Stank vd. (2019) 33 4
Haddud & Khare (2020) 31 3
Beaulieu & Bentahar (2021) 24 3
Dwivedi & Paul (2022) 9 3

Ghadge vd. (2020) tedarik zinciri baglaminda Endiistri 4.0’a adaptasyon ve doniisiimii incelemislerdir.
Bu dogrultuda 6ncelikle Endiistri 4.0 uygulamasinin temel itici giiglerini ve engellerini stratejik,
orgiitsel, teknolojik, yasal ve etik olmak tizere dort is boyutu altinda kegfetmek igin elestirel bir
literatiir taramasi yapmiglardir. Daha sonra Endiistri 4.0 uygulamasinin tedarik zinciri parametreleri
tizerindeki etkisini anlamak ve bu teknolojik doniisiim i¢cin hem belirlenen itici giigleri hem de
engelleri dahil ederek bir sistem dinamigi modeli gelistirmislerdir. Ayrica radyo frekansli tanimlama
cihazlar1 ve bulut teknolojisi, tedarik zinciri performans: davranigini incelemek i¢in modele dahil
edilmistir. Arastirma sonuglari, geleneksel tedarik zincirleri ile Endiistri 4.0’a uyarlanmis ve tedarik
zincirlerini kargilagtirarak yorumlanmugtir. Tedarik zincirlerinde Endiistri 4.0 uygulamasinin on
kritik bileseni; dijital kiilttir, yeni dijjital is modelleri, isbirligi ve veri paylagimi, optimize edilmis
veri yonetimi, baglantili stirecler ve cihazlar, senkronize planlama ve envanter yonetimi, biitiinlesik
performans yonetimi, tedarik zinciri seffaflig1, entegre deger zincirleri ile baglantili miisteriler ve
kanallar olarak belirtilmistir. Aragtirmacilar tarafindan bu bilesenlerin operasyonel miikemmellik
platformlarinin gelistirilmesi icin kaginilmaz oldugu ve deger zinciri aginin entegre teknoloji dahilinde
yeniden yapilandirilmasinin akilli, baglantili, otonom, esnek ve ozellestirilmis aglar olusturulmasina
katk: saglayacag ileri siirtilmiistiir. Sistem dinamigi modelinin sonuglarina gére bulut teknolojisi ve
radyo frekansl tanimlama cihazlarinin uygulanmasi, envanter seviyeleri ve maliyetlerini azaltarak
ve envanter kararlarini istikrara kavusturarak operasyonel performans: 6nemli 6l¢tide artirmaktadr.
Gerg¢ek zamanl envanter izleme ve tedarik zinciri {iyeleri arasindaki bilgi paylasimi daha yiiksek
goriiniirliik saglayarak envanter yonetiminin basaril sekilde gerceklestirilmesini miimkiin kilmaktadr.

Queiroz vd. (2021) yaptiklari calismada DTZ yetenekleri i¢in bir ¢erceve olusturmayi amaglamiglardir.
Aragtirmacilar bu dogrultuda dijital tedarik zincirinde temel yetenekler olarak; bilgi ve iletisim
teknolojileri politikalari, ¢alisan politikalari, tedarik¢i entegrasyonu, miisteri entegrasyonu, depo
yetenekleri, ulagtirma ve akilli {iretimi belirtmislerdir. Ayrica geleneksel tedarik zincirinin dijital
tedarik zincirine doéniismesini saglayacak temel yeteneklerin alti ana kolaylastirict teknoloji
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tarafindan etkinlestirildigini ileri siirmiislerdir. Bu kolaylastiric1 teknolojiler ise biiyiik veri analitigi,
blok zinciri, yapay zeké ve ¢alisanlarla etkilesim, bulut bilisim, siber fiziksel sistemler ve nesnelerin
interneti seklinde ifade edilmistir.

Zouari, Ruel, & Viale (2021) tedarik zinciri direngliligi ile tedarik zinciri dijitallesmesi arasindaki
baglantiy1 arastirmiglardir. Arastirmada tedarik zinciri dijitallesmesi, dijital olgunluk derecesi ve
tedarik zinciri dijital araglarinin benimsenmesiyle nitelendirilmektedir. Ayrica, dijital olgunluk
derecesinin, dijital ara¢larin benimsenmesi tizerinde giiglii bir etkiye sahip oldugu ve dijital tedarik
zinciri direngliliginin hem dijital olgunluk derecesinden hem de dijjital araglarin benimsenmesinden
olumlu yonde etkilendigi tespit edilmistir.

Agrawal, Narain, & Ullah (2020) djjital tedarik zincirinin benimsenmesini engelleyen baglica
nedenleri belirlemis ve bunlar arasindaki iliskileri analiz etmislerdir. Dijital tedarik zincirinin
oniindeki engelleri ilgili literatiir ve uzman gorisleri dogrultusunda ele alarak, s6z konusu engeller
arasindaki karsilikli bagimliligi hiyerarsik bir model olarak gelistirmek icin yorumlayic1 yapisal
modelleme (interpretive structural modelling) yaklagimini kullanmiglardir. Arastirma sonucunda,
aciliyet duygusunun olmamasi, sektore 6zgii kilavuzlarin yetersizligi, dijital beceri ve yetenek
eksikligi, yitksek uygulama ve isletme maliyeti engellerinin tedarik zincirinin dijjital dontsiimiiniin
ontindeki en 6nemli engeller oldugu tespit edilmistir.

Stank vd. (2019) dijital kavramlarin ve i¢goriilerin, tedarik zinciri yonetiminin unsurlaria nasil
dahil edilecegini gosteren Orta Diizey Teori (Middle-Range Theory) ile temellendirilmis bir dijital
baskin paradigma cergevesi belirtmislerdir. Arastirmacilar tarafindan Onerilen gercevenin, dijital
olarak baskin bir tedarik zinciri yonetimi paradigmasinin gelistirilmesine dayanan gelecekteki
tedarik zinciri aragtirmalarini tetikleyecegi diisiiniilmektedir.

Haddud & Khare (2020) yaptiklar1 ¢aligmada tedarik zincirlerinin dijitallesmesinin yalin operasyon
uygulamasi tizerindeki etkisini incelemis ve yedi etkinlestirici teknolojinin, yani mobil teknolojiler,
biylik veri, bulut bilisim, sosyal medya, tahmine dayali analitik, nesnelerin interneti ve 3D
baskinin tedarik zinciri performans: ve is performansi tizerindeki etki diizeyini arastirmiglardir.
Caligma sonucunda tedarik zincirlerinin djjitallesmesinin, bes yalin operasyon olarak ifade edilen
tam zamaninda (JIT) yaklasimi, gorsel yonetim (visual management), toplam verimli bakim (total
productive maintenance), kaizen/stirekli iyilestirme (kaizen/continuous improvement) ve otonomasyon
(autonomation) tizerindeki 6énemli etkisi tespit edilmistir. Ayrica tedarik zincirlerinin dijitallesmesinin
genel tedarik zinciri performans: ve is performansini dogrudan iyilestiren belirli alanlar1 gelistirdigi
sonucuna da ulagilmistir. Bunlara ek olarak, arastirmacilar yedi etkinlestirici teknolojik trendin tedarik
zinciri performansi ve i performanst tizerindeki etki diizeyini belirlemis ve teknolojik trendler icerisinde
dahili sosyal medya ve 3D baskinin en az etkili olarak algilanan araglar oldugunu tespit etmislerdir.

Beaulieu & Bentahar (2021) saglik hizmetleri tedarik zinciri baglaminda djjitallesme yoniinde
onerilerde bulunmuslardir. Aragtirmacilar tarafindan ifade edilen oneriler, saglik birimleri i¢in
envanter politikalarinin daha dinamik hale getirilmesi, daha proaktif envanter yonetimi uygulamak
i¢in talep tahmin araglarinin gelistirilmesi, ¢alisma programinin daha dinamik hale getirilmesi,
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tesis i¢indeki akislar1 daha iyi sekilde birbirine baglamak icin lojistik otomasyon teknolojilerinin
uygulanmasi ve bakim faaliyetlerinin gelisimine uyum saglamak icin dis tedarik zincirinin daha
dinamik hale getirilmesi bagliklarindan olusmaktadir. Arastirmacilar bu 6neriler icerisinden saglik
tedarik zincirlerinin dijitallesmesini baslatmak icin en iyi se¢imin, envanter politikalarinin daha
dinamik hale getirilmesi oldugunu belirtmislerdir.

Dwivedi & Paul (2022) dongiisel ekonomi perspektifinden dijital tedarik zincirinin benimsenmesi
i¢in bir cergeve gelistirmeyi amaglamislardir. Aragtirmacilar literatiir taramasi ve uzman goriisleri
dogrultusunda dijital tedarik zincirlerinin hedeflerine ulasabilmesi i¢in dijjital tedarik zincirlerinin
onilinde 19 potansiyel engelin oldugunu tespit etmislerdir. Belirlenen engelleri 6nceliklendirmek
icin En Iyi-En Kétii Metodunu (Best-Worst Method) kullanmislardir. Calismada ayrica, engellerin
tistesinden gelmek i¢in dongiisel ekonominin dijital tedarik zincirleriyle entegrasyonuna yonelik
stratejiler formiile edilmistir. Onerilen stratejilerin farkli seviyelerini vurgulamak igin degistirilmis
bir Toplam Yorumlayict Yap: Modeli (Modified Total Interpretive Structure Model) gelistirilmistir.
Aragtirma bulgularinda, dijital beceri ve tesis eksikliginin DTZ gelisiminin 6niindeki en 6nemli
engeller oldugu ve ayrica finansal ve regiilasyon desteklerinin dijitallesmis bir ekonomiye gegiste
birincil basamaklar oldugu ifade edilmistir.

3.2.2.2. Ortak Atif Analizi

Ortak atif, iki ¢aligmanin birlikte alintilanma siklig1 olarak tanimlanmaktadir (Small, 1973). En
¢ok kullanilan ve gegerliligi kanitlanmis bibliyometrik yontemdir (Zupic & Cater, 2015). Bu analiz,
birlikte atif yapilan yazar, calisma ve dergiler arasindaki iligkilerin yogunlugunun ve giicliniin tespit
edilmesine olanak saglamaktadir (Bags, 2021).
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Sekil 8: Ortak Atif Analizine Iliskin Baglant: Haritas
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Analize dahil edilen 106 makalenin atif yaptig1 toplam referans sayis1 7044 tiir. Ortak atif analizi i¢in
esik deger olarak en az 10 kere birlikte atif alma kriterini saglayan 18 ¢aligmanin baglanti haritas:
Sekil 8de verilmektedir. Sekil 8de goriildiigii iizere, ilgili ¢aligmalar ii¢ kiimeye ayrilmaktadir. S6z
konusu kiimeler Tablo 7de gosterilmektedir.

Tablo 7: Ortak Atif Analizi Sonucu Olusan Kiimeler

Kiime Kiimenin Odak Noktast Yaymn Onemli Yayinlar Anahtar Kelimeler ve Temalar
Sayis1
1. Kiime Tedarik Zincirinde 9 Ben-Daya, Hassini, & industry 4.0, internet of things, industrial
(Kirmuz1) Endistri 4.0'in Bahroun (2019) internet of things, supply chain management,
Faydalarin1 Kesfetme Hofmann & Riisch (2017) smart supply chain, sustainable supply chain,
Manavalan & Jayakrishna supply chain processes, closed loop supply
(2019) chain, cyber-physical systems, distributed

ledger technology, enterprise resource
planning, advanced manufacturing, cross-
company kanban, just-in-time, just-in-

sequence
2.Kiime Tedarik Zincirinde 5 Biiyiikozkan & Goger industry 4.0, digital supply chain,
(Yesil) Dijital Teknolojilerin (2018) digital supply chain framework, digital
Benimsenmesi Frank, Dalenogare, & transformation, digital twin, disruption risk,
Ayala (2019) resilience, smart manufacturing, technology
Ivanov & Dolgui (2021)  enablers, data analytics
3.Kiime Aragtirma Yontemlerive 4 Podsakoff, MacKenzie, &  research methods, statistical process and
(Mavi) Istatistiksel Teknikler Lee (2003) techniques, method bias, estimating non-

Fornell & Larcker (1981)  response bias
Armstrong & Overton
(1977)

1. Kimede (Kirmiz1) yer alan galismalar, Endiistri 4.0'in tedarik zinciri iizerinde yarattig1 firsatlar,
faydalar ve zorluklari anlamaya yonelik aragtirmalardir. Bu kitmede 6n plana ¢ikan 6nemli ¢aligmalara
agagida yer verilmektedir.

Ben-Daya, Hassini, & Bahroun (2019) yaptiklar1 ¢alismada nesnelerin internetinin rolii ve tedarik
zinciri tizerindeki etkisini kapsamli bir literatiir taramasiyla arastirmislardir. Nesnelerin internetinin
tedarik zincirindeki 6nemli yonleri, nesnelerin internetinin tanimi, nesnelerin interneti teknolojisinin
ana kolaylagtiricilart ve gesitli tedarik zinciri yonetimi siiregleri ve uygulamalar1 aragtirmacilar
tarafindan ele alinmistir. Arastirmacilar tarafindan ele alinan literatiiriin bibliyometrik analizi ortaya
konulmustur. Bu analiz sonucunda analitik modeller ve ampirik ¢alismalarla ilgili arastirmalarin
¢ok smurli oldugu ve aragtirmalarin ¢ogunun nesnelerin internetinin etkisini kavramsallagtirmaya
calistig1 tespit edilmistir. Ayrica aragtirmacilar gogu ¢alismanin teslimat siireci, gida ve tiretim tedarik
zincirlerine odaklandig1 sonucuna varmustir.

Hofmann & Riisch (2017) tarafindan yapilan ¢alismada, Endiistri 4.0’1n firsatlar1 lojistik yonetimi
baglaminda degerlendirilmistir. Arastirmacilar, Endiistri 4.0’m sadece bir yonetim modasi olmadigini
ve siirdiiriilebilir bir kavram oldugunu belirtmislerdir. Arastirmacilar tarafindan yapilan anketlere
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katilan uzmanlarin cogu Endiistri4.0'in lojistik yonetimi alaninda potansiyeli oldugunu belirtmistir.
Ancak bazi uzmanlar senaryolarin uygulanabilirligi konusunda siiphelerini dile getirmislerdir.
Arastirmacilar literatiirde daha ¢ok veri giivenligi veya altyapinin standartlagtirilmasi gibi
uygulama engellerinin oldugunu ifade ederken, uzmanlarin ise liretim ve isletmeler arasi lojistik
aglarinin artan karmasikligini kritik bir engel olarak gordiiklerini tespit etmislerdir. Hatta bazi
uzmanlarin Endistri 4.0’in sadece dikkat ¢ekmek i¢in kullanilan bir “ifade” oldugunu diistinme
egiliminde oldugu, arastirmacilar tarafindan belirtilmistir. Arastirmacilar, Endistri 4.0in
ozellikle gercek zamanli bilgi akisi, ugtan uca tedarik zinciri seffafligi ve esnekligi tizerinde olumlu
iyilestirmelere yol actig1 tespitinde bulunmuslardir. Ayrica yazarlar, Endiistri 4.0'in isletmeler aras:
lojistik acisindan 6nemli oldugu ve boylece sirketlerin deger yaratma siirecini optimize etmelerine
katki sagladigini vurgulamiglardir. Bunlara ek olarak aragtirmacilar, lojistik yonetiminin karmagik
yapist nedeniyle Endiistri 4.0’in potansiyelinin durumsal olarak degerlendirilmesi gerektigini de
ifade etmislerdir.

Manavalan & Jayakrishna (2019) tarafindan yapilan caligmanin amaci, tedarik zinciri yonetimi,
kurumsal kaynak planlamasi, nesnelerin interneti ve Endiistri 4.0n c¢esitli yonlerini gézden
gecirmek ve Endiistri 4.0 dontisimil i¢in nesnelerin interneti tabanl stirdiiriilebilir bir tedarik
zincirinde mevcut potansiyel firsatlar1 kesfetmektir. Bu dogrultuda aragtirmacilar, Endiistri 4.0'in
gerekliliklerini karsilamak icin siirdiiriilebilir tedarik zinciri yonetimini is tabanli akilli operasyonlar,
teknoloji tabanli akilli éirtinler, siirdiiriilebilir kalkinma, isbirligi ve yonetim stratejisi olmak tizere beg
onemli perspektiften yola ¢ikarak kurgulamiglardir. Arastirmacilar tarafindan kurgulanan gerceve
model ti¢ katmandan olugsmaktadir. Birinci katman siirdiiriilebilirligi yonlendiren 5 etkinlestiriciyi;
ikinci katman 18 siirdiiriilebilirlik kriterini; tigiincii katman ise 62 6zelligi icermektedir.

2. Kimede (Yesil) yer alan ¢alismalar, dijitallesmenin tedarik zinciri siireglerine nasil entegre
edilecegi ve bu teknolojilerin benimsenme bigimlerini anlama odakli aragtirmalardir. Bu kiimenin
onemli aragtirmalarina agagida yer verilmektedir.

Biytikozkan & Goger (2018) mevcut DTZ literatiiriiniin geldigi son noktayr hem akademik hem de
endiistriyel perspektiften detayli bir sekilde incelemektedirler. Arastirmacilar, dijitallesmenin tedarik
zinciri ve lojistik siireglere nasil entegre edilecegini izah etmeye ¢alismaktadirlar. Aragtirmacilar
tarafindan ortaya konulan kapsamli derleme, ampirik sonuglar sunmaktan ziyade, bu alanda
daha fazla aragtirma yapilmasi i¢in bir temel olusturmay1 amaglamaktadir. Dolayisiyla, bu ¢aligma
tedarik zincirlerindeki dijitallesmeyi yakalamak, ortaya koymak ve iliskilendirmek i¢in bir ¢ergeve

sunmustur.

Frank, Dalenogare, & Ayala (2019) iiretim isletmelerinde Endiistri 4.0 teknolojilerinin etkili bir
sekilde uygulanmasi i¢in nelerin gerekli oldugunu tespit etmeye c¢aligmiglardir. Bu dogrultuda
ilk olarak Endiistri 4.0 teknolojilerinin kavramsal bir gercevesini, 6n u¢ teknolojiler ve temel
teknolojiler olmak iizere iki ana katman seklinde onermiglerdir. Ik katman (6n ug teknolojiler)
Endiistri 4.0in dort ana boyutu olan akilli tiretim, akilli dirtinler, akilli tedarik zinciri ve akilli
caligma bilesenlerinden olugsmaktadir. Tkinci katman (temel teknolojiler) ise nesnelerin interneti,
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bulut hizmetleri, biiyiik veri ve analitik teknolojilerinden olugmaktadir. Arastirma sonuglari,
Endiistri 4.0’in akilli Gretimin merkezi bir rol oynadig1 6n ug teknolojilerin sistematik bir sekilde
benimsenmesiyle ilgili oldugunu ve biiyiik veri analitiginin incelenen 6rneklemde hala disitk
diizeyde uygulaniyor olmasi nedeniyle temel teknolojilerin uygulanmasinin isletmeleri zorladigim

ortaya ¢ikarmistir.

Ivanov & Dolgui (2021) DTZ ikizi kavramini kuramsallagtirmiglardir. Arastirmacilar tarafindan
tedarik zinciri bozulma yonetimi i¢in dijital ikizin genellestirilmis bir ¢cerceve modeli olugturulmustur.
Gelistirilen cerceve model, ilk kez, tedarik zinciri bozulma risklerini yonetmek i¢in benzersiz bir DTZ
ikiz gercevesini kavramsallagtirmakta ve bu da tedarik zinciri bozulma risklerini yonetmek i¢in veri
analitiginin, ne zaman ve nasil entegre edilecegine dair anlayisin gelismesine katki saglamaktadir.
Aslinda bu ¢alisma bozulma risklerini yonetmek i¢in dijital tedarik zinciri ikizinin genel bir yapisini,
yani proaktif direngli tedarik zinciri tasarimlarinin veriye dayali modellemesi ve reaktif gercek
zamanli bozulma riski yonetimi icin bir karar destek sistemi olusturmaya odaklanmistir. Caligma
sonuglari, karar vericilerin bir firmanin kendisinin ve ortaklarinin risk verilerinden 6ngoriicii ve
reaktif karar verme i¢in yararlanmanin degeri ve kullanimi konusundaki anlayis1 gelistirerek, tedarik
zinciri bozulma riski yonetiminde karar verme desteginin hem teorisine hem de uygulamasina
katkida bulunmaktadir.

3. Kiimede (Mavi) yer alan ¢alismalar, aragtirma metodolojisiyle ilgilidir. Bu kitmedeki ¢aligmalardan
Ivanov, Dolgui, & Sokolov (2019) harig, digerlerinin DTZ alaniyla dogrudan ilgili olmadig1 halde
birlikte yogun bir sekilde alintilanma siklig1 oldugu gériilmektedir. Dogrudan DTZ ile ilgili olmayan
caligmalar, yontem yanhiliklarini kontrol etmek i¢in kullanilabilecek farkli siire¢ ve istatistiksel
tekniklere (Podsakoff, MacKenzie, & Lee, 2003); mevcut test yontemlerinin cesitli sinirlamalari
oldugu ve yaniltici sonuglar verebilecegi ve Ki-kare istatistiginin aksine, yapisal model, 6l¢iim
modeli ve genel model igin agiklayic1 gii¢ (paylasilan varyans) olgiitlerine (Fornell & Larcker, 1981)
ve yanit vermeme yanlhliginin tahmin edilmesine yonelik yontemlere (Armstrong & Overton,
1977) odaklanmaktadir. Dolayisiyla bu kiimede yer alan ¢alismalar arastirma yontemleri kapsami
icerisinde degerlendirilebileceginden, DTZ alaninda ampirik olarak yapilan ¢aligmalarin metodolojik
kisimlarinda yogun bir sekilde alintilanma siklig1 oldugu séylenebilir. Bu sebeple, bu kiimede yer
alan calismalarin, dogrudan DTZ konusuyla ilgisi olmasa da alandaki ¢aligmalarin metodolojik
kisimlarinda yogun bir alintilanma siklig1 oldugu ifade edilebilir.

3.2.2.3. Ortak Kelime Analizi

Ortak kelime analizi, belirli bir aragtirma alaninda sik¢a kullanilan kelimeleri 6lgmektedir. Bu
analiz, yazarlarin anahtar kelimelerine ya da ilgili makalelerin 6zetlerinde kullanilan kelimelere
dayanmaktadir (Block vd., 2020). Kokl ve etkili bir yaklagim olan ortak kelime analizi, bir aragtirma
alaninin entelektiiel yapisini ortaya ¢ikarabilmektedir (Ronda-Pupo & Guerras-Martin, 2012). Ortak
kelime analizi, bir alanin biligsel yapisinin anlagilmasini kolaylastiran semantik haritalar tiretmektedir
(Aria & Cuccurullo, 2017).
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Sekil 9: Ortak Kelime Analizine {liskin Katmanl Baglant1 Haritast

Analiz kapsaminda incelenen 106 makalede birbirinden farkli toplam 441 tane anahtar kelime
kullanilmistir. Ortak kelime analizi i¢in esik deger olarak en az 3 c¢aligmada yer alma kriterini
saglayan 25 anahtar kelimenin baglanti haritas1 Sekil 9da yer almaktadir. Sekil 9da verilen katmanl
baglanti haritasi, alanin yillar bazinda egilim gosterdigi konular i¢in de bir 6ngérii sunmaktadir. Bu
dogrultuda DTZ alaninda yer alan baglantili anahtar kelimeler incelendiginde, 2021 y1il1 6ncesinde
yapilan ¢alismalarda tedarik zinciri doniisiimi, tedarik zincirinde dijital doniisiim, inovasyon,
teknoloji, nesnelerin interneti gibi konular 6n plana ¢ikarken, 2021 yilindan sonraki ¢aligmalarda
Covid-19 pandemisi, akilli tedarik zinciri, tiretim, siirdiiriillebilirlik, direnglilik, djjital ikiz, blok

zinciri, performans ve 3D baski gibi konular 6n plana ¢ikmaktadir.

4. Sonug ve Tartisma

DTZ literatiiriiniin kavramsal, evrimsel ve entelektiiel yapisina iligkin genel bir goriiniimiiniin
ortaya cikarilabilmesi maksadiyla WoS veri tabanindan elde edilen veri setiyle bibliyometrik analiz
yapilmugtir. {lk olarak, birtakim bibliyometrik géstergeler yardimiyla DTZ literatiiriine iligkin genel
bir bakis sunabilmek amaciyla alanin 6nemli dergileri, makaleleri ve iiretken yazarlariyla alanda 6ne
¢ikan Universiteler ve alana onciilitk eden iilkeler tespit edilmistir. Daha sonra DTZ literatiiriine
iligkin bilimsel alan haritalamas: yapmak amaciyla atif analizi, ortak atif analizi ve ortak kelime

analizi gibi bibliyometrik yontemler kullanilmistir.
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DTZ ile ilgili ¢alismalar incelendiginde, alandaki makale sayisinin 2018 yilindan itibaren biiyiik bir
artig gosterdigi tespit edilmistir. Alanda, atif sayisi1ve diger calismalarla olan baglanti sayistagisindan en
onemli makale Ghadge vd. tarafindan 2020 yilinda yazilan “The impact of Industry 4.0 implementation
on supply chains” isimli galiymadir. Bu ¢alismada yazarlar tedarik zinciri gercevesinde Endiistri 4.0
adaptasyon ve doniistimii incelemislerdir. Bu alanda en tiretken yazarlar olarak Dmitry Ivanov, Benno
Gerlach, T.S. Deepu, V. Ravi ve Hamed Nozari 6n plana ¢ikmaktadir. Ayrica bu yazarlar tarafindan
yapilan ¢aligmalar 2021 ve 2022 yillarina ait oldugundan dolay: bu alanin son yillarda 6nemli bir
ilgi merkezi haline geldigi ileri siiriilebilir. DTZ alanindaki dergiler yayin sayisy, etki faktorii ve atif
sayis1 dikkate alinarak incelendiginde bu alandaki en etkili derginin Supply Chain Management: An
International Journal oldugu gorilmektedir. Bu alandaki 6nemli iiniversitelere bakildiginda ise en
¢ok yayin yapan tiniversite National Institute of Technology Tiruchirappallidir. Ayrica bu alanda 6ne
¢ikan alt1 iniversiteden dordiintin Hindistan'da yer almasi bu tilkenin DTZ alaninda daha tiretken bir
yapida olduguna isaret etmektedir. Son olarak alandaki iilkelerin iiretkenlik diizeyleri incelendiginde
ABD, Hindistan, Ingiltere ve Cinde yapilan ¢alisma sayisinin oldukga yiiksek oldugu goriilmektedir.
Bu tilkelerin, WoS’ta birtakim kriterler cergevesinde olusturulan toplam 106 ¢alismanin %64’tine
sahip oldugu goriilmektedir. Dolayistyla DTZ literatiiriine bu doért tilkenin yon verdigini sdylemek
yanlis olmayacaktr.

Bilimsel alan haritalamasi ile DTZ alaninin kavramsal, evrimsel ve entelektiiel olarak nasil
yapilandirildig: tanimlanmaya calisgitlmistir. Bu dogrultuda oncelikle atif analizi yapilmistir. Atif
analizi sonucunda alanin en az {i¢ tane 6nemli makalesiyle baglantis1 bulunan galigmalar ortaya
¢ikarilmigtir. Yapilan atif analizi sonucunda en ¢ok atif alan ¢aligmalarin Ghadge vd. (2020), Queiroz
vd. (2021) ve Zouari, Ruel, & Viale (2021) oldugu tespit edilmistir. Ayrica uygulanan bibliyometrik
kriterler sonucunda en ¢ok atif alan ¢alismalarin, dijital tedarik zincirinin benimsenmesi 6niindeki
engeller ve bunlar arasindaki iligkilere, Endiistri 4.0 paradigmasinin tedarik zincirlerini ne gekilde
dénistiirdiigiine, dijital tedarik zincirindeki temel yetenekler ve dijital tedarik zincirini kolaylastiran
teknolojilere, tedarik zinciri direngliligi ve tedarik zinciri dijitallesmesi arasindaki baglantilara,
tedarik zincirinde dijitallesmenin yalin operasyon uygulamalari tizerindeki etkilerine, saglik tedarik
zincirinde dijitallesmeye ve dijital tedarik zincirlerinin déngiisel ekonomi perspektifinden ele
alimasi gibi konulara odaklandig: goriilmektedir.

Ortak atif analizi sonucunda DTZ alanindaki ¢alismalar ti¢ kitmeye ayrilmistir. 1. Kimede (Kirmizi)
yer alan ¢alismalar daha ¢ok Endiistri 4.0’mn tedarik zincirinde sagladig: firsatlar, sundugu faydalar
ve yarattig1 zorluklar1 anlamaya yonelik arastirmalardir. Dolayisiyla bu kiimedeki ¢aligmalarin
odak noktasinin, tedarik zincirinde Endiistri 4.0’ faydalarini kesfetmek oldugu diisiiniilmektedir.
2. Kiimede (Yesil) yer alan caligmalarin dijitallesmenin tedarik zinciri ve lojistik siireglere nasil
entegre edilecegine, Endiistri 4.0 teknolojilerinin hayata gecirilmesi i¢in nelerin gerekli olduguna
ve DTZ ikizi fikrinin, tedarik zinciri bozulma risklerini yonetmek i¢in kavramsallagtirilmas: gibi
konulara odaklandig: gérillmektedir. Bu sebeple bu kiimedeki ¢aligmalarin odak noktasinin, tedarik
zincirinde dijital teknolojilerin benimsenmesi oldugu ifade edilebilir. 3. Kiimede (Mavi) yer alan
calismalardan biri haric, digerlerinin dogrudan DTZ alaniyla ilgili olmadig1 gértiilmektedir. Ancak
bu ¢alismalarin DTZ alaniyla dogrudan bir baglantilar1 olmamasina ragmen, alandaki ¢aligmalarda
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yogun bir sekilde alintilanma siklig1 oldugu tespit edilmistir. Bu durumun sebebi ise DTZ alaniyla
ilgili yapilan ampirik ¢alismalarin arastirma metodolojisi kisimlarinda bu ¢aligmalarin yogun bir
sekilde alintilanmasidir. Bundan dolay1 da bu kiimenin odak noktasinin aragtirma yontemleri ve
istatistiksel teknikler oldugu ileri siirtilebilir.

Ortak kelime analizi sonucunda DTZ alanindaki ¢alismalarin son yillarda tedarik zincirinin
dijitallesmesi, tedarik zincirinde dijital doniisiim, akilli tedarik zinciri, teknoloji, inovasyon ve
nesnelerin interneti gibi konulara odaklandig: gortlmektedir. Ancak giinimiize daha yakin
donemlerdeki arastirmalar incelendiginde 6zellikle Covid-19 pandemisinin de etkisiyle alandaki
calismalar tedarik zincirinde tretim, performans, siirdirilebilirlik, direnglilik, dijital ikiz, blok
zinciri ve 3D baski gibi konulara yogunlagmaktadir. Bilhassa tedarik zincirlerinde djjital ikiz ve 3D
baski teknolojileri niimiizdeki donemlerde daha yogun ¢alisilacak konularin basinda gelmektedir.

Dijjital doniigiimle birlikte tedarik zincirinde performans yonetiminde de bir doniisiim olacag:
distiniildiigiinden dijital tedarik zinciri performans yoénetimini anlamaya yonelik ¢aligmalarin
yapilmasi Onerilmektedir. Ayrica Covid-19 pandemisiyle 6nemi artan bir diger konu da direnglilik
oldugundan, tedarik zincirinde dijital doniisiim ve dijital tedarik zinciri direngliligi arasindaki
baglantilarin ortaya ¢ikarilmasina yonelik ¢alismalara daha ¢ok ihtiyag vardir. DTZ teknolojilerinin
kullanimi veya benimsenmesinin hala diisitk diizeyde kalmasina ragmen alanin bu teknolojilerle
birlikte ilerleyecegi diistiniilmektedir. Dolayisiyla bu teknolojilerin benimsenmesi ve uygulamada
nasil faydalar sagladigina yonelik analitik yontemlere ve ampirik ¢aligmalara olan ihtiyag her gecen
giin artmaktadir.

Agrawal, Narain, & Ullah (2020), aciliyet duygusunun olmamasi, sektore 6zgii kilavuzlarin yetersizligi,
dijital beceri ve yetenek eksikligi, yiiksek uygulama ve isletme maliyetinin; Dwivedi & Paul (2022)
ise dijital beceri ve tesis eksikliginin DTZ nin gelisiminin 6niindeki en énemli engeller oldugunu
belirtmistir. Ozellikle, dijital beceri ve yetenek eksikligine sebep olan unsurlar1 ortaya gikarmak ve
bu unsurlarin hangi kavramlarla iligkili oldugunu tespit etmek adina yapilacak olan ¢aligmalar alana
degerli katkilar saglayacaktir.

Alana onciiliik eden tilkelerin sosyo-ekonomik seviyeleri farklilik arz etmektedir. Bu nedenle, gelismis
ve gelismekte olan iilkeler baglaminda yapilacak olan karsilastirmali DTZ ¢alismalarinin literatiirii
zenginlestirecegi diigiiniilmektedir. Ozellikle gelismekte olan tilkelerde, biiyiik isletmelerden ziyade
Kiigiik ve Orta Biiyiikliikteki Isletmelerin (KOBI) daha fazla olmasi, DTZ teknolojilerinin KOBI’ler
tarafindan benimsenmesini kolaylastiracak veya engelleyecek unsurlar1 derinlemesine analiz edecek
aragtirmalarin sayis1 ve niteligi agisindan literatiirde bir firsat boslugu oldugu distiniilmektedir.

Alanin énemli makaleleri agirlikli olarak kavramsal diizeydedir. Dolayisiyla bu alanin kapsamini
genisletmek i¢in vaka analizi caligmalarina, analitik modellere ve ampirik ¢aligmalara agirlik verilebilir.
Ayrica, bu alanda yapilan caligmalarda ¢ogunlukla kesitsel verilerin kullanildig gozlemlenmistir.
Bu nedenle, DTZ literatiiriiniin farkli yonlerini ortaya ¢ikarmak ve zaman icinde gelistirilebilecek
stratejileri kesfetmek icin boylamsal calismalar yapilabilir. Ozellikle DTZ literatiiriinde Covid 19'dan
sonra ¢aligmalarin artmasindan dolayi, Covid-19 6ncesi DTZ literatiirii ile Covid-19 sonrast DTZ
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literatiirti baglaminda karsilagtirmali ¢aligmalar yapilabilir. Bununla birlikte, DTZ teknolojilerinin,
tedarik zinciri operasyonlar1 ve paydaslar: tizerindeki etkilerinin hukuki ve etik boyutlar1 da
incelenebilir.

Bu ¢alisgmanin DTZ yapisinin anlasilmasi, DTZ alanina iliskin mevcut bilgi diizeyinin ortaya
¢ikarilmasi, smiflandirilmasi, gorsellestirilmesi ve gelecekte akademisyen ve uygulayicilara bir
perspektif sunmasi agisindan literatiire katki saglayacagi diisiiniilmektedir. Bununla birlikte,
aragtirmanin bazi kisitlar1 bulunmaktadir. Birincisi, aragtirma dilinin ingilizce ile sinirlandirilmasidir.
Gelecekteki ¢alismalarda bagka diller analize dahil edilerek aragtirmanin kapsami genisletilebilir.
Ikinci kusit ise aragtirma verilerinin yalnizca WoS veri tabani iizerinden elde edilmesidir. Ancak
Scopus, Google Scholar, Microsoft Academic ve Dimensions gibi veri tabanlarindan elde edilen
veriler gelecekteki caligmalarda analize dahil edilebilir. Ayrica bu veri tabanlarindan elde edilen
veriler karsilastirilabilir veya tiim veriler birlestirilerek DTZ alaniyla ilgili daha kapsamli sonuglar
elde edilebilir.
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Son yillarda Tirkiyede kamu muhasebeciligi mesleginin temsilcileri olan vergi miifettislerinin kamudan
istifa ederek ozel sektore gegisleri, kamu muhasebeciligi meslegi icin gerekli olan teknik yeterliliklere ve
etik karaktere sahip meslek mensuplarinin elde tutulamadigini gostermektedir. Kamu muhasebeciligi
mesleginde sozkonusu etik degerlerden yoksun kisilerin istihdami meslege duyulan giiveni etkileyebilir.
Kisisel degerlerin kurumsal degerlerle uyumu yani Kisi-Meslek Uyumu (K-M Uyumu) ¢alisanlarin
ise alinmasi, sosyallesmesi ve elde tutulmasinda olduk¢a onemli bir faktérdiir. Bu ¢aliyjmada kamu
muhasebeciligi mesleginin onciileri olarak kabul edilen Vergi Bagmiifettisleri ile Dogu Karadeniz Bolgesi
Universitelerinde muhasebe egitimi alan 6grencilerin kigisel degerleri birbiriyle karsilagtirilmugtir.
Sézkonusu kisisel degerler Rokeach Degerler Olgegi (RDO) kullanilarak 8l¢iilmiistiir. Elde edilen bulgulara
gore kamu muhasebeciligi mesleginin 6nctileri olan Vergi Bagmiifettisleri (n=156) ile muhasebe 6grencileri
(n=250) arasinda 36 kisisel degerden 23’tine verilen 6nem dereceleri agisindan anlaml farklhiliklar oldugu
tespit edilmistir. Elde edilen bu sonug s6zkonusu muhasebe 6grencileri ile kamu muhasebeciligi meslegi
arasinda K-M uyum eksikligini ortaya koymaktadir. S6zkonusu uyum eksikligine iliskin ¢alismada
birtakim 6neriler sunulmus, 6zellikle meslegin teknik gereklilikleri kadar etik degerlerin de 6nemine vurgu
yapilmustir.
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Abstract

The fact that tax inspectors, who are the representatives of the public accounting profession in Turkey,
resigned from the public sector and moved to the private sector in recent years, shows that professional
members with the technical qualifications and ethical character required for the public accounting
profession cannot be retained. Employment of people who lack ethical values in the public accountancy
profession may affect confidence in the profession. The compatibility of personal values with corporate
values, namely Person-Profession fit (P-P fit), is a very important factor in recruiting, socializing and
retaining employees. In this study, the personal values of the Tax Inspectors, who are considered to be the
pioneers of the public accounting profession, and the students who receive accounting education in Eastern
Black Sea Region Universities, were compared with each other. These personal values were measured using
the Rokeach Values Scale (RVS). According to the findings, it has been determined that there are significant
differences between the Tax Inspectors (n=156) who are the pioneers of the public accounting profession
and accounting students (n=250), in terms of the degree of importance given to 23 of 36 personal values.
This result reveals the lack of P-P fit between the accounting students and the public accounting profession.
In the study regarding the lack of compliance in question, some suggestions were presented, and the
importance of ethical values as well as the technical requirements of the profession was emphasized.
Keywords: Professional Values, Person-Profession (P-P) Fit, Tax Inspector, Ethics in Accounting.

JEL Classification: M40, M41, E62.

Extended Summary

The aim of this research is to examine the harmony between the personal values of the Tax
Inspectors, who are the pioneers of the public accounting profession, and the students who have
received accounting education in Eastern Black Sea Region Universities (Amasya University, Artvin
Coruh University, Bayburt University, Giresun University, Giimiishane University, Hitit University,
Karadeniz Technical University, Ondokuz Mayis University, Ordu University, Recep Tayyip Erdogan
University, Samsun University, Sinop University, Tokat Gaziosmanpasa University).

Since the starting point of this study is to determine the students who receive accounting education
and their personal values, students who are more likely to participate in professional life after a short
time were preferred. For this reason, students studying in the third or fourth year of undergraduate
education and students continuing their graduate education at the universities within the scope
of the research were preferred. Therefore, since these students are likely to participate in the
professional life in the near future, it can be said that they are likely to become a Tax Inspector,
which can be expressed as a public accounting profession. Based on this, the first research question
was formulated as follows: Research Question 1: What are the personal values of students studying
accounting at Eastern Black Sea Region Universities? While creating the second research question,
the Tax Inspectors, who are the pioneers of the public accounting profession, were taken as the basis.
The second pillar of the research is how there is a similarity or difference between the personal values
of the accounting students within the scope of the research and the personal values of the Tax Chief
Inspectors. Research Question 2: Are the personal values of the students studying accounting in
Eastern Black Sea Region Universities compatible with the Tax Inspectors, who are the pioneers of
the public accounting profession?
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Studies conducted separately with Public Accountants in the USA (Ariail et al., 2020; Ariail, 2005;
Swindle et al., 1987; Wilson et al., 1998) and studies conducted with students (Abdolmohammadi &
Baker, 2006; Eaton & Giacomino, 2001) draws attention to the incompatibility between the values of
students and professionals. Therefore, when it is accepted that the members of the profession are the
pioneers of the profession, especially in the field of public accounting and other accounting fields,
there is a mismatch between the accounting students who are considering choosing the profession
and the profession, that is, the P-P mismatch draws attention.

In the study, the Rokeach Values Scale (RVS) developed by Milton Rokeach (1968) was used in order
to measure and present the personal values of the Tax Inspectors and the students. In the mentioned
scale, two sub-dimensions as purposive and instrumental values and 18 values in each dimension
were defined (Rokeach, 1973). In this scale, purposive values are used to measure the basic goals of
people in life, and instrumental values are used to measure the behaviors adopted to reach the basic
goals. Research data were obtained by applying a questionnaire to the participants.

In this study, the personal values of the Tax Inspectors, who are considered to be the pioneers of
the public accounting profession, and the students who receive accounting education in Eastern
Black Sea Region Universities, were compared with each other. These personal values were measured
using the Rokeach Values Scale (RVS). According to the findings, it has been determined that there
are significant differences between the Tax Inspectors (n=156) who are the pioneers of the public
accounting profession and accounting students (n=250), in terms of the degree of importance given
to 23 of 36 personal values. This result reveals the lack of P-P fit between the accounting students and
the public accounting profession. In the study regarding the lack of compliance in question, some
suggestions were presented, and the importance of ethical values as.

1. Giris

Kamu muhasebeciligi meslegi, kamusal mal veya hizmetlerin kesintisiz bir sekilde yiiriitiilmesi ayrica
devletin birincil gelir kaynagi olan vergi gelirlerinin eksiksiz ve dogru bir bigimde toplanabilmesi igin
hayati bir 6neme sahiptir. Pek ¢ok iilkede oldugu gibi Tiirkiyede de vergi gelirlerinin toplanmasinda
beyan esasina dayali bir sistem benimsendigi i¢in etkin bir vergi denetim sisteminin varligina olan
ihtiyag kaginilmazdir. Tiirkiyede Vergi Denetim Kurulu Bagkanlig: ile hayata gegirilen bu sistemin hi¢
stiphesiz en 6nemli pargasi vergi miifettisleridir. Vergi miifettislerinin istihdam siirecinin baslangici ve
yetisme usulleri devlet tarafindan en ince ayrintisina kadar diistiniilerek planlanmus, sistem iginde iyi
yetismeleri i¢in egitim-sinav-egitim tiiggeninde gecen kaliteli bir siire¢ insa edilmistir. Vergi Miifettis
Yardimcisi olarak meslege atilan kisilerin meslekte erisecegi son unvan Vergi Bagmiifettisidir. Elbette
bu unvanin elde edilmesine kadar gecen zaman diliminde adaylar1 zorlu bir siire¢ beklemektedir. Bu
zorlu siireci basariyla tamamlayip Vergi Bagsmiifettisi unvani elde eden kisiler kamu muhasebeciligi
mesleginin onciileri olarak kabul edilmistir. Clinkii almis olduklar: egitim, gecirmis olduklari
sinav agamalar1 ve meslekte edindikleri tecriibe bu kisileri meslekteki diger kisilere gore ayricaliklt
kilmaktadir.
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Devletin yukarida anlatilan siireg icerisinde kamu muhasebeciligi mesleginin temsilcileri olan vergi
miifettisleri i¢in harcamis oldugu kaynak ve zaman hig stiphesiz son derece kiymetlidir. Ancak bunca
kaynak ve zaman sarf edilen vergi miifettiglerinin son yillarda kamudan istifa edip 6zel sektore gegisleri
kamu muhasebeciligi meslegi i¢in gerekli olan teknik yeterliliklere ve etik karaktere sahip meslek
mensuplarinin elde tutulamadigini gostermektedir. Kamudaki yetigmis insan kaynaginin bu sekilde
kaybedilmesi hig stiphesiz telafisi gii¢ zararlar dogurabilmektedir. Hi¢bir zararin gerceklesmeyecek
olmasi kabul edilirse en azindan yetismis insan kaynaginin yerinin doldurulmasi oldukga zor olabilir.

Yiiksek isgiicii devir orani her meslekte oldugu gibi kamu muhasebeciligi mesleginde de biiyiik
sorun olusturabilir. Ayrica kamudaki yetismis insan kaynaginin kaybi sézkonusu yiiksek isgiicii
devir orani sorununa yol agmaktadir. Dolayisiyla devletin kamudaki yetismis insan kaynagin
kaybetmemek adina onlarin sorunlarina kulak vermesi, gelir ve 6zlitk haklarindaki iyilestirmeler bu
sorunun ¢ozlimiine katki saglayacagi agiktir. Ayrica kisisel degerlerin kurumsal degerlerle uyumu
yani Kisi-Meslek (K-M) uyumu ¢alisanlarin ise alinmasi sosyallesmesi ve elde tutulmasinda dnemli
bir etkendir. Bu nedenle kamu muhasebeciligi mesleginin teknik yeterliliklerini saglayan kimseler
kadar, kisisel degerleri kurumun degerleriyle uyusan kisilerin istihdami da sézkonusu sorunun
¢oziimiinii saglayabilir.

Yukarida genel hatlariyla ifade edilen bu ¢aligmanin amaci Dogu Karadeniz Bolgesi Universitelerinde
muhasebe egitimi alan 6grencilerin kamu muhasebeciligi mesleginin onciileri olarak kabul
edilen Vergi Bagmiifettisleri ile kisisel degerlerinin uyusup uyusmadiginin arastirilmasidir. Vergi
Bagmiifettislerinin almis olduklar:1 egitim ve meslekte gegirdikleri zaman diliminde edindikleri
tecriibe de dikkate alindiginda, kamu muhasebeciliginin 6nciileri olarak meslegin degerlerini temsil
ettikleri ifade edilebilir. Vergi Basmiifettislerinin degerlerinin kurumsal degerleri yansittig1 kabul
edildiginde s6zkonusu muhasebe 6grencilerinin degerlerinin Vergi Basmiifettisleri ile uyumu aym
zamanda K-M uyumunu ifade edecektir. Bu ¢alismada Vergi Basmiifettisleri ile 6grencilerin degerleri
Rokeach Degerler Olgegi (RDO) kullanilarak él¢iilmiistiir. Calisma; konuya iliskin teorik gergeve,
literatiir ve aragtirma olarak kurgulanmis, ¢calismadan elde edilen sonuglar neticesinde konuya iligkin
birtakim 6neriler sunulmustur. Son olarak bu ¢aliymanin sinirliliklarindan bahsedilmis ve gelecekte
yapilacak benzer arastirmalar i¢in 6nerilerde bulunulmustur.

2. Teorik Arka Plan

2.1. Kamu Muhasebesinin Onciileri: Vergi Bagmiifettisleri

Kamu hizmetlerinin kesintisiz bir bi¢imde yiiriitiilmesi devletin finansman kaynaklarinin daimi
bir sekilde devamina baglidir. Devletin finansman kaynaklari icinde hi¢ sliphesiz vergi gelirleri en
basta gelmektedir. Vergi, devletin kisi ya da kurumlardan ekonomik giigleriyle dogru orantili olarak;
karsiliksiz, zorunlu ve kanunlara dayanilarak alinan para ve benzerlerini ifade eder (Organ & Cavdar,
2017: 146).
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Kamu finansmani konusunda birinci derecede rol oynayan vergilerin toplanmasi 6zellikle tilkemiz
ozelinde kisi ya da kurumlarin beyan esasina dayanmaktadir. Ciinkii vergi miikellefi olarak
adlandirilan bu kisi ya da kurumlarin vergisel acidan en iyi bilirkisilerinin kendileri olduguna inanilir
(Dastan, 2011: 181). Ancak vergilerin eksik veya hata olmadan toplanabilmesi vergi miikelleflerinin
gergege uygun bilgilerle beyani tizerine kuruludur ve dogal olarak beyan esas: kendi i¢inde birtakim
riskleri de beraberinde getirir. Bunlarin en bagta geleni ise beyan edilen bilgilerin gercege uygun
olup olmadigidir. Vergilerin beyan esash toplanmasinda etkin bir vergi denetim sisteminin varlig
kaginilmazdir (Ergen & Kilingkaya, 2014: 297).

Yukarida bahsedilen vergi denetim sistemi, Tiirkiyede 31.10.2011 tarihli ve 28101 sayili Resmi
Gazetede yayinlanan yénetmelikle Vergi Denetim Kurulu'nun gorev alanina déhil edilmistir. {lgili
yonetmelikte Vergi Denetim Kurulu Baskanligrnin goérev, yetki ve sorumluluklar: belirlenmis, yine
ayn1 yonetmelikte Vergi Miifettislerinin de benzer sekilde gorev, yetki ve sorumluluklar: agikliga
kavusturulmustur. Esasen ad1 gegen bu yonetmelikte ¢alismada kamu muhasebesi onciileri olarak
isimlendirilen Vergi Basmiifettisleri, Vergi Miifettisi olarak isimlendirilmis, Bagmiifettiglerin yan
sira Vergi Miifettisleri ve Vergi Miifettis Yardimcilar: da bu baslik altinda toplanmustir.

Bu ¢aligmada kamu muhasebesi 6nciileri olarak kabul edilen Vergi Basmiifettislerinin bu unvana
kavugabilmeleri i¢in oldukga zorlu giris siavi ve egitim siireci ile meslek yasamindaki uzun yillar:
geride birakmalar1 gerekmektedir. Vergi miifettisleri meslege Vergi Miifettis Yardimcist olarak adim
atmaktadirlar. Ancak oncelikle Maliye Bakanlig tarafindan duyurulan yazili ve sézlii olmak {izere iki
agamali 6zel yarisma sinavinda bagar1 saglanmasi esastir. Elbette bu sinava katilmak i¢in de 6n kosullar
(dort yillik ilgili lisans programinin tamamlanmasi, Kamu Personeli Se¢me Smavindan yeterli
puan alma gibi) mevcuttur. {lgili sinavda basar1 saglayanlar Bakanlik¢a Vergi Miifettis Yardimcist
olarak atanirlar. Yapilan bu atamanin ardindan 6zel ve temel egitime tabi tutulan Vergi Miifettis
Yardimcilarinin almis olduklar1 bu egitimle ilgili yeniden sinava girmeleri gerekmektedir. S6zkonusu
sinavda bagarili olanlar grup bagkanliklar: olarak anilan yerlerde Vergi Miifettis Yardimcist olarak
goreve baslarlar (Vergi Denetim Kurulu Yonetmeligi, 2011).

Vergi Miifettis Yardimcilarinin en iyi sekilde yetistirilebilmeleri ve vergi denetimi i¢in gereken
yeterlilikleri kazanabilmeleri i¢in aynu titiz siire¢ devam ettirilir. Ug y1l olan bu yardimcilik déneminde
Vergi Miifettisleri gozetiminde gorev yapan Vergi Miifettis Yardimcilarinin bu siire zarfinda yine
mesleki konulardaki kurs ve seminerlere katilmalar: icin gereken 6zen gosterilmektedir. Meslege
giristen itibaren fiili olarak 18 ay calisma ardindan Vergi Miifettis Yardimcilar: yetki sinavina
tabi tutulurlar. Bu sinav bir nevi meslegin gerektirdigi becerilerin kazanip kazanilmadigini 6lgen
performans sinavidir. Smav sonucu yeterli goriilen meslek mensuplarina re ’sen inceleme, teftis ve
sorusturma yetkisi taninir (Vergi Denetim Kurulu Yonetmeligi, 2011).

Vergi Miifettis Yardimcilig1 gorevinde fiilen ti¢ y1l caligan meslek mensuplari, bu déonemde performans
olarak da istenen 6lgiitii saglamalarinin ardindan yeterlik sinavina girmeye hak kazanirlar. Yazili ve
sozlii olarak iki asama halinde uygulanan bu sinavda bagarili olanlar Vergi Miifettisi olarak atanirlar.
Bu sinavda bagarili olamayanlar, sinava girmeyenler ya da simnava girmeye hak kazanamayanlar
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derecelerine uygun sekilde Bakanlik¢a uygun goriilen memur kadrolarina atanirlar. Vergi Miifettisi
olarak atanmanin ardindan, yardimcilik donemi de dahil olmak iizere en az on yil ¢alisan ve yeterlik
sonrast donemde de ii¢ yil performans degerlemesine tabi tutulan ve performans: yeterli goriilenler
Vergi Bagmiifettisi kadrolarina atanirlar (Vergi Denetim Kurulu Yonetmeligi, 2011).

Yukarida kisa olarak ele alinip anlatilmaya ¢alisilan Vergi Bagmiifettisligi, anlagildig tizere hi¢ de
kolay olmayan smav-egitim-sinav sarmalinda gegen zorlu, karmagik ve her insanin kolaylikla
ustesinden gelemeyecegi siireci ifade etmektedir. Dolayisiyla bu ¢alismada da adi gegen kamu
mubhasebesi onciileri olarak nicin Vergi Basmiifettislerinin kabul edildigi daha rahat anlagilabilir.
Kendi aralarinda ve Vergi Miifettis Yardimcilar1 ile Vergi Miifettiglerinin onlar1 “Ustat” olarak
isimlendirmeleri de yersiz degildir. Tiim bu anlatilanlar cercevesinde almig olduklar: egitim, gecirmis
olduklar1 smav agsamalar1 da dikkate alinacak olursa Vergi Basmiifettislerinin kamu muhasebesi
onctileri olarak kabul gormesi en azindan bu ¢alisma agisindan isabetlidir.

Muhasebe biliminin ve muhasebe Ogrencilerinin ise bu c¢aligmada Vergi Bagmiifettisleri ile
iliskilendirilmeleri ise yine egitim ve sinav siiregleriyle yakindan ilgilidir. Oyle ki Vergi Bagmiifettisi
unvani elde edilene kadar gecen siirecte meslek mensuplarinin gecirdigi egitim ve sinav siirecinde;
Genel Muhasebe, Sirketler Muhasebesi, Maliyet Muhasebesi, Mali Tablolar Analizi, Tekdiizen Hesap
Plani ve Isleyisi, Tiirkiye Muhasebe Standartlar1 (TMS) ile Tiirkiye Finansal Raporlama Standartlar1
(TFRS) ve bu standartlarin uygulanmasi konular1 Vergi Miifettisi adaylarinin hakim olmalar: gereken
konular arasinda sayilmuistir.

2.2. Kamu Muhasebeciliginin Elestirel Yonii: Yiiksek Isgiicii Devir Orani

Isgiicii devir orani, igyerinde istifa, terk, isten ¢ikarilma ve ise alinma neticesinde ¢alisanlarin
sayisinda meydana gelen degisikligin yiizdesel olarak ifadesidir (Eronat, 2004: 22). Bu konuya kamu
muhasebeciligi agisindan bakmadan once 6zel isletmeler agisindan bakilacak olursa isgiicti devir
oraninin her tirli isletme i¢in maliyetli olacag: ifade edilebilir. Koch (2006) Fortune 25 isletmeleri
tizerinde yapmis oldugu bir aragtirmada isgilici devir oraninin makul seviyeden (sektorel olarak
degismekle birlikte % 8den az olmali) daha yiiksek olmasinin isletmelere maliyetinin 1 milyar
dolarin iizerinde oldugunu ifade etmistir. Yapilan bir bagka aragtirmaya gore Lucas (2012) tarafindan
isgiicii devir oraninin yiiksekligi sebepleri arasinda ¢alisanlarin maaslarinin azhig1 gosterilmistir.

Kamu muhasebeciligi alanindaki yiiksek isgiicli devir orani konusuna yerli ve yabanci literatiir olarak
iki yonli bakilabilir. Amerikan Sertifikali Kamu Muhasebecileri Birligi (AICPA), Tiirkiyede devletin
denetim elemanlariyla esdeger olarak kabul edilen 5000den fazla Yeminli Mali Miisavir (YMM)
ile gerceklestirdigi bir anket ¢alismasinda, ontimiizdeki 15 yil igerisinde meslekte gerceklesmesini
bekledigi 10 ana temadan biri olarak meslege mensup kazandirma ve onlar: elde tutma ihtiyacinin
on plana ¢iktigini belirtmistir (AICPA Horizons 2025 Report, 2011). Dolayisiyla AICPA tarafindan
meslegin 6nde gelen sorunlar1 arasinda personelin ¢alisma hayat1 ve isyerinde gegirmis oldugu
zaman zarfinda duyulan memnuniyetin 6n plana ¢iktig1 ifade edilebilir. Elbette kamu muhasebeciligi
Amerika Birlesik Devletlerinde Tiirkiyeden oldukg¢a farkli bir yapiya sahiptir. Nitekim ABD'deki
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yapi birden fazla ortagi bulunan YMM firmalarinin kamu muhasebesini yiiriitmelerine dayalidir.
ABDde yer alan bu YMM firmalarindan 2 ile 10 ortag: bulunanlar igin nitelikli calisanlar bulmak en
onemli endigelerin basinda gelmektedir. Ortak sayist 11°den fazla olan firmalar ise nitelikli ¢alisanlar:
bulmay1 ve elde tutmayi ikinci en énemli sorun olarak nitelendirmislerdir (AICPA PCPS, 2015).

Sozkonusu iilkede kamu muhasebesi alanindaki isgiicti devir oranimnin yiiksek olmasi, belki de
meslegi secmeyi diisiinen 6grencilerin YMM firmalarmin ¢alisma ortamlar: hakkindaki olumsuz
diigiincelerinden kaynaklanmaktadir. Oyle ki isin donemsel yapisi geregi yogun zaman dilimleri yani
Ocak ayindan Nisan ortalarina kadar yiiksek ¢aligma saatleri icinde birgok onayli denetim ve vergisel
beyanname hazirlama isleri yogun mesai gerektirmektedir (Jankowski, 2016). Yani Ogrenciler
acisindan kamu muhasebeciligi is-sosyal hayat dengesi olmayan zorlu ve esnek ¢aligmaya imkan
tanimayan bir meslek gibi goriilebilir (AICPA PCPS, 2015). Bu firmalardaki tecriibeli personel
sayisinda azalma, daha kisa siirede daha fazla denetimin tamamlanmasi, diger yetismis personellere
daha fazla is yikinti doguracaktir. Bu baski kamu muhasebeciliginde tiikenmiglige yol agabilir
(Almer & Kaplan, 2002; Herda & Lavelle, 2012). Ancak bu isgiicii devir oraninin bazen yalnizca
lisans alabilmek i¢in sdzkonusu YMM firmalarinda is tecriibesi edinmek amaciyla ise kisa stireli
giris-cikis yapan 6grencilerden de kaynaklandig: ifade edilebilir (AICPA PCPS, 2015).

Yabanci literatiirde ifade edilen konu Tiirkiye igin ele alinacak olursa kamu muhasebesi yani vergi
miifettisleri 6zelinde yapilmis dogrudan bir akademik kaynaga rastlanilamamistir. Ancak az da olsa
sosyal medya ve gazete kose yazilari seklinde konu ele alinip degerlendirilmistir. 2022 yilindaki
degerlendirmelere gore 6zlikk ve mali haklar agisindan doyum yasayamamuis vergi miifettislerinin
kamudan istifa ettigi dile getirilmistir. O yillarda 7.500 vergi basmiifettisi, miifettis ve miifettis
yardimcisinin gérev yaptigindan bahisle meslekte 10 yilinin dolmasini takiben son iki yilda 600 vergi
miifettisinin kamudan istifa ettigi ifade edilmistir. 08.02.2022 tarih ve 31744 sayili Resmi Gazetede
yer alan atama kararlarina gore yil icinde 494 Vergi Miifettisi atamasi gergeklestirilmistir. Sayet istifa
edenlerin sayist son iki yil i¢in esit kabul edilirse 2022 yil1 i¢in isgiicii devir oran1 % 728,68 olarak
hesaplanir. Bahsedilen bu oran oldukga yiiksek sayilabilir. Clinkii Tiirkiyede seckin {iniversitelerde
oOzel egitim almuig, bir dnceki baslikta da bahsedildigi gibi zorlu bir egitim ve sinav siirecinden ge¢mis
vergi milfettislerinin yerinin doldurulmasi gergekten de kolay olmayacaktir (indyturk.com, 2022).

Yukarida bahsedilen isglici devir oraninin yiiksekliginin nedenlerine gelince oncelikle vergi
miifettislerinin yaptiklar: ise oranla hak ettikleri geliri elde edememeleri ilk sirada gelmektedir.
Bunun yani sira yogun mesai ayni sekilde Tiirkiyedeki kamu muhasebeciligi i¢in de gegerli olan
ikinci nedendir. Ornegin 2020 yilinda vergi miifettisleri 47.597 miikellefi incelemisler, inceleme
neticesinde tarh edilen verginin 24,9 milyar Tiirk Lirasi oldugu belirlenmis, 40,3 milyar liralik da vergi
cezasinin kesilmesi 6nerilmistir. Ayrica zliik haklar: agisindan da vergi miifettislerinin dezavantajli
oldugu ifade edilebilir. Nitekim kamu kurum ve kuruluslarinin harcama ve giderlerini denetleyen
ve vergi miifettisleri ile ayni isi yapan Sayistay Denetgileri, maas bazinda vergi miifettislerine gore
iki kat daha fazla gelir elde ederken, emeklilik ve 6zliik haklar1 bakimindan da vergi miifettislerinin
oldukga &tesindedirler (indyturk.com, 2022). Yukarida sayilan sebeplerin yani sira 6zel sektorde
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vergi miifettislerine kamudan yaklasik iki ti¢ kat daha fazla gelir teklif edilmesi ile meslek mensuplar1
YMM, inceleme danismanlig: gibi alanlara yonelmektedir.

Hem yabanci literatiir hem de Tiirkiye 6zelinde bakildiginda kamu muhasebeciligi tiniversitede
derece almis personelden olusan bir bilgi is¢iligi oldugu i¢in bu meslegin mensuplarinin isten gontlli
olarak ayrilmasiyla ortaya ¢ikan iggiicii devir orani 6zel sektore gore ok daha fazla maliyetlidir (The
CPA Practice Advisor, 2015). Daha genel ifade edilecek olursa; tarama ve goriisme maliyetleri, testler,
0zgegmis kontrolleri, ise alma ikramiyeleri, yan haklar, egitim, oryantasyon ile teknolojik maliyetler
bunlardan bazilaridir (Koch, 2006). Bu sayilanlar somut olarak ortaya konabilirken tahmin edilmesi
daha gii¢ olanlar ise soyut maliyetlerdir. Bu soyut maliyetlere 6rnek olarak isi 6grenme egrisi ile ilgili
maliyetler ve mutsuz olan ¢alisanlarin diisiik {iretkenliginden kaynaklanan maliyetler verilebilir.

Genel hatlariyla ifade edilmeye ¢aligilan kamu muhasebeciligindeki bu yiiksek isgiicii devir oran
i¢in elbette bir ¢6ziim Onerisi de getirilebilir. Bu 6neriler arasinda; kamu muhasebeciliginde ise yeni
almanlarin isle ilgili talepleri konusunda gergekgi bir bakis acisi, meslekte deneyimli olan kisiler
araciligiyla sosyallesmeyi tesvik etme ve sosyal etkinlikler diizenleme sayilabilir (MacLean, 2013;
Roth & Roth, 1995). Esnek ¢alisma kosullarinin saglanmasi, personelin ¢esitli ihtiyaclarina duyarsiz
kalmamak ise bagka bir ¢6ziim yolu olarak sunulabilir (Almer & Kaplan, 2002). Motive eden ve ekip
ruhu olusturan bir yonetim anlayisina sahip olmak da ¢alisanlar1 elde tutmay: saglayabilir. Esasen
Vergi Denetim Kurulu Bagkanligrnda yer alan grup baskanliklari ile vergi miifettisleri arasinda bu
sekilde bir ekip ruhu olusturulmaya ¢alisiliyor da olabilir (Cory vd, 2007; Jankowski, 2016; MacLean,
2013).

2.3. Kamu Muhasebeciliginde Istihdama Farkli Bir Yaklagim: Kisi-Meslek (K-M) Uyumu

Psikolojide; kisilik ozellikleri, kisisel degerler, giidiiler ve yetenekler gibi bireyden bireye farklilik arz
eden faktorler insan davranislarinin da belirleyicileri olarak gorillmistiir (Chatman, 1991). Kurumsal
davranis tarzinin, kurumu olusturan bireylerin davranislarindan ayr tutulamayacagini ifade eden
Schneider (1987) 16 yy. ‘da ifade edilen bir atasoziinii tiiylii kuglar bir araya toplanir seklinde dile
getirerek bireyi kuruma yonelten siireci gekim-se¢cim-ayrilma olarak 6zetlemistir. Schneider (1987)’a
gore ¢cekim sunu ifade eder:

...benzer tiirden insanlarin benzer kisilikleri olmas: muhtemeldir, benzer tiirden seyleri yapmay:
segmeleri muhtemeldir ve benzer sekilde davranmalar: muhtemeldir (Schneider, 1987: 441).

Se¢im, bir kuruma istthdam amaciyla basvuran ve benzer kisilik 6zelliklerine sahip bagvuru
sahiplerinin kuruma alinma siirecini ifade etmektedir. Ayrilma ise kuruma alinan insanlarin ortak
degerler konusunda yanilabileceklerini ve kurum ile paydaslarina uyum saglayamayacaklarin
distindiiklerinde kurumu terkleridir. Bunun neticesinde bir kurumda kalan insanlar birbirlerine
benzeyenlerdir (Schneider, 1987). Dolayisiyla anlatilan bu siire¢ bir kurumdaki kisilik homojenligi
teorisini destekler niteliktedir (Schneider vd., 1995).
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Konuyabenzeragidan yaklasan Chatman (1991) kisisel degerler kadar kurumsal degerlerin de kisilerin
kurumu tercih etmesinde 6nemli oldugunu ifade etmistir. Buna gore kisinin bir ise basvurmay1
tercih etmesi igin bagvuru sahibinin kisisel degerleriyle kurumun degerlerinin uyum iginde olmasi
ya da bir kurumun kisiyi istihdam edebilmesi i¢in bireyin degerlerinin kurum degerlerine uygun
olmasi gereklidir. Ige alinan bireyin kurum kiiltiirii iginde sosyallesmesi bireyin degerlerini kurumun
degerlerine benzer hale getirir. Sayet bu uyum yoksa kisi is tatminsizligi yasayacaktir. Dolayisiyla
kisinin degerleriyle kurumun degerlerinin 6rtiismesi kisi-meslek (K-M) uyumu olarak adlanduirilir.

K-M uyumunu yakalamak ve bunu ortaya ¢ikarmak her zaman i¢in kolay olmayabilir. Kristof (1996:
4-5)a gore K-M uyumu su ii¢ durumda ortaya ¢ikar:

- Bir kurum insanlarin ihtiyaglarina cevap verdiginde,
- Kurumdaki insanlar benzer temel 6zellikleri paylastiklarinda,
- Yukarida sayilanlarin her ikisi beraber gerceklestiginde,

K-M uyumunu saglamak ve onu gelistirmek, kurumun c¢alisanlarini elde tutmaya yonelik stratejiler
olarak ifade edilebilir. Yani bir kurumun 6ncelikle kendisinin degerlerine uyan ¢aliganlar ise almast,
ardindan sosyallesme yoluyla ¢alisanlarin aidiyet duygusunu gelistirmeleri K-M uyumuna katk:
saglayacaktir. Bir onceki baglikta agiklanmaya calisilan isgiicii devir oranini azaltmaya yonelik
¢Ozlim onerileri aslinda K-M uyumunun bir parcasidir. Yani kurum kiiltiiriine ve degerlerine uyan
calisanlar1 ise almak esasen iggiicii devir oraninin yiiksekligi gibi bir sorunu ortadan kaldirabilir
(Cory vd., 2007; CPA Practice Advisor, 2015; Vien, 2017). Bu alanda yapilmis ¢aligmalarin bazilari
da isgiicti devir oranini azaltmaya yonelik K-M uyumunun nasil gerceklesecegini agiklamaya
caligmiglardir. Roth & Roth (1995) tarafindan gerceklestirilen ¢alismada ¢alisanlarin beklentilerine
uygun bir is fikri sunabilmek bu sayede adaylarin bu is fikrine gore kurumca secilmesi K-M
uyumuna katki saglayabilmektedir. Kurumun hem degerlerine hem kiltiiriine uyan c¢aliganlari
belirleyip secebilmesi K-M uyumunun unsurlariyla yakindan iliskilidir. Bir ekip ruhu olusturma
ve kuruma aidiyet duygusunu gelistirme yine aym sekilde K-M uyumunu destekler niteliktedir.
Bunlarin tamaminin ¢aliganlar: elde tutmaya yonelik stratejiler oldugu ifade edilebilir. Bu sayede
K-M uyumu desteklenerek yiiksek isgiicli devir orani sorununun ortadan kalkmasina katk: saglamak
mimkindiir (Hoek vd., 2016).

Nitekim yapilan ¢aligmalar 1s18inda sunu belirtmek gerekir ki kamu muhasebeciligi mesleginin
degerleriyle uyusan kisilerin kamu otoritesi tarafindan ige alinip istihdam edilmesi en akilcr yoldur.
Yani meslek icin gerekli olan teknik becerilerin yaninda kurumla uyumlu kisisel degerlere sahip
calisanlari bulup istihdam etmeye yonelik ¢abalarin artirilmasi gerekmektedir. Bu sayede K-M uyumuna
katki saglanarak ¢alisanlari elde tutmak kolaylagacaktir (Hinkle & Choi, 2009; Yamamura & Westerman,
2007). Bu asamadan sonra ¢aliganlarin kurumun misyonunu benimsemeleri i¢in ¢alismak ve kuruma
aidiyet duygusunu kazandirmak i¢in ¢alismak gereklidir. Bu sayede ¢aliganlar kurumun amaglarinin
yerine getirebilmesi i¢in daha ¢ok katki saglayacaklardir (McLean, 2013). Ayrica bir kurumun tercih
edilebilirligini artirmak i¢in muhtemel adaylara cazip teklifler (yiiksek maas, prim, hediyeler... vs.)
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sunmak yerine kurumun degerleriyle uyumlu personelin istthdam edilmesi yine benzer sekilde K-M
uyumuna dolayisiyla isgiicti devir orani probleminin ¢oziimiine katk: saglayacaktir (Vien, 2017).

3. Degerlerin Olgiimii ve K-M Uyumu Arasindaki iliski: Literatiir

Bu ¢alismada 6zellikle bir onceki boliimde siirekli olarak tekrarlanan deger kelimesi konunun
odak noktasini olusturmaktadir. Dolayisiyla bir meslege mensup kisilerin degerlerini 6lgiip somut
olarak ortaya koyabilmek ve buradan hareketle meslege yeni katilacak kisilerin o kuruma uyumunu
aragtirmak bu ¢alismanm oldugu kadar geg¢miste yapilan benzer ¢alismalarin da odak noktas:
olmustur. Bu béliimde literatiirdeki ozellikle kamu muhasebeciligi ile muhasebe 6grencilerinin
bu meslege uyumu bazli galismalarin kisisel degerleri ortaya koymada kullandiklar1 yéntem ve
elde edilen sonuglara deginilmistir. Ancak yabanct literatiirde bahsedilen kamu muhasebeciligi ile
Tiirkiye arasinda farklar oldugu literatiiriin de bu sekilde ele alinacagini ifade etmek gerekir. Ayrica
bu konuda yerli literatiirde yapilmis bir ¢alismaya rastlanilamamustir.

Konuyla kismen ilgisi kurulabilecek alandaki 6ncti ¢alismalardan biri Maccoby (1976) tarafindan
gergeklestirilmistir. Caligmada deger 6lgiimiint yapmak {izere ana ve ara degerler olmak iizere
19 deger tanimlamas: gerceklestirilmistir. Bu degerlerden dokuzu ana degerler (6rnegin esneklik,
kendine giiven, performans gibi) 10’u ise ara degerler (diiriistliik, sefkat, comertlik gibi) olarak
ifade edilebilir. Biiytik sirketlerde 250 denekle yapilan arastirma neticesinde kurumsal firmalarin
kisilerde aradig1 degerler bilimsellik, biligsel yetenekler, yenilik ve ekip ¢alismasidir. Ancak empati
ve comertlik gibi duygusal yeteneklerin ayni firmalar tarafindan énemsenmeyen degerler oldugu
belirlenmistir (Maccoby, 1976).

Ahaidat & Smith (1994) tarafindan gerceklestirilen ¢aligmada, ¢esitli muhasebe firmalarinda ise
alman 507 muhasebe 6grencisi {izerinde firmalarin 6nem verdikleri degerler arastirilmistir. En
onemli goriilen ilk 10 siradaki degerden besinin hassas/yumusak degerler oldugu ifade edilebilir.
Bu degerler; profesyonel davranis, etik, gtivenilirlik, goériiniim ve uygunluktur. Firmalarda ise alim
stirecinde gorevli olan kisiler, s6zkonusu bu 6zellikleri akademik basars, yiiksek lisans ¢aligmalar1 ve
alman sertifikalardan daha 6nemli gérmiislerdir.

See & Kummerow (2008) tarafindan ele alinan ¢aliymada, muhasebe 6grencileri ve muhasebe
uygulayicilarin ¢aligma degerleri ile is ve aile degerleri karsilagtirilmigtir. Caligma degerleri Sarros vd.
(2005) tarafindan gelistirilen yedi deger boyutu, is ve aile degerleri ise Thompson vd. (1999) tarafindan
gelistirilen 21 deger boyutu ile 6lgiilmiistiir. Aragtirma 52 muhasebe 6grencisi ile 50 Avustralya Mali
Misavirlik firmast izerinde gergeklestirilmistir. Elde edilen bulgular ¢aligma degerlerinden dérdiinde,
is ve aile degerlerinin ise tamaminda iki grup arasinda anlamli farkliliklar oldugunu gostermistir.

Lan vd. (2009) Cinli muhasebe uygulayicilar ile yiiksek lisans egitimine devam eden muhasebe
ogrencileri tizerinde yaptiklari aragtirmada bu iki grubun kisisel degerlerinin uyum diizeyini
aragtirdilar. Degerler Schwartz Deger Anketi (Schwartz, 1994; Schwartz & Sagiv, 1995) kullanilarak
olgiildii. Bulgular bu iki grup arasinda degerlerin % 32,14’tine verilen 6ncelik agisindan anlamh
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farklilik oldugunu ortaya koymustur. Muhasebe uygulayicilary; karsilikli iyilik, baris icinde bir diinya,
tarafsizlik, hayattaki konumumu kabul etme, itaatkdrlik ve hayattan zevk alma gibi alt1 degeri daha
onemli buldular. Ote yandan, uygulayicilar i¢ uyum, yasamdaki anlam, aidiyet duygusu, yaraticilik,
olgun ask, sosyal tanima, gesitli yasam, gercek arkadagshk, ilimhilik, kendi hedeflerini se¢me, merakli
ve basarili olma degerlerini ise daha az 6nemli buldular. Ancak muhasebe uygulayicilarina kiyasla
ogrenciler kendi kendine yon verme degerine daha fazla 6nem vermislerdir. Arastirma sonucunda
yazarlar iki grup arasindaki benzerliklerin farkliliklardan daha fazla oldugunu tespit etmislerdir.

Yukaridaki caligmayla iligkili olarak hem ABDdeki muhasebe 6grencileri (Eaton & Giacomino,
2000) hem de ABDdeki YMMler (Ariail, 2005) tarafindan en yiiksek (ilk sira) 6nem atfedilen
diiriistliik degeri Cindeki muhasebe uygulayicilar: ile muhasebe 6grencileri tarafindan ¢ok fazla
onemsenmemistir. Muhasebe uygulayicilar: bu degeri 12. sirada, muhasebe 6grencileri ise 10. sirada
6nemli gormiislerdir (Lan vd., 2009).

Deger ol¢timii konusunda gelistirilen ilk olgeklerden Maccoby (1976) deger dlgegini kullanarak
gerceklestirilen bagka bir caliymada Krambia vd. (2011), Kibristaki muhasebe Ogrencileri ile
YMM’lerin degerlerini karsilastirmiglardir. Ankete 250 YMM ile 126 6grenci katilim saglamistir.
Arastirma neticesinde hem ara degerler hem de ana degerler agisindan iki grup arasinda anlamli
farkliliklar oldugu tespit edilmistir. Ancak 6grencilere kiyasla YMM’ler ara degerlerden ziyade ana
degerlere daha fazla 6nem vermislerdir. Ara degerler olarak esneklik, agik fikirlilik ve performans
gibi degerlerde iki grup arasinda anlaml: farkliliklar tespit edilmistir. Aragtirmanin bir diger yoniine
gore ise ise yeni alinan ¢alisanlarin muhasebe sektoriinde firmalarin kiiltiirtine aligtiklar: ve tig yillik
zaman diliminin ardindan da benzer kiiltiirel aliskanliklar edindikleri ortaya konulmustur.

Inabinett & Ballaro (2014) tarafindan yapilan ¢alismada, kiigiik ve orta 6l¢ekli YMM firmalarinin 229
calisan1 6rneklem olarak ele alinmigtir. Bu arastirmada kurum kiiltiirii ve bireysel degerler bagimsiz
degisken, calisan sadakati ise bagimli degisken olarak belirlenmistir. Yazarlar, ¢alisanlarin elde
tutulmasinin kisisel degerler ile firmanin kurumsal kiiltiiri arasindaki uyuma bagli oldugunu ileri
siirdiiler. Ankete katilanlarin ¢ogunlugu (% 55), ¢alisan memnuniyetinin ve sadakatinin, kurumun
kiltiirtine uygun kisisel degerlerle iliskili oldugunu ifade etmislerdir.

Yukaridaki calismalara ilave olarak 6zet seklinde ifade edilecek olursa; ABDdeki YMM’ler ile
ayr1ayr yiriitiillen ¢aligmalar (Ariail vd., 2020; Ariail, 2005; Swindle vd., 1987; Wilson vd., 1998)
ile 6grencilerle yuritiilen ¢aligmalar (Abdolmohammadi & Baker, 2006; Eaton & Giacomino,
2001)da oOgrenciler ile meslek mensuplarinin degerleri arasindaki uyumsuzluga dikkat
¢ekilmistir. Dolayisiyla 6zellikle kamu muhasebeciligi alaninda ve diger muhasebe alanlarinda
meslek mensuplarinin meslegin 6nciileri oldugu kabul edildiginde, meslegi segmeyi diislinen
muhasebe 6grencileri ile meslek arasinda bir uyumsuzluk oldugu yani K-M uyumsuzlugu
dikkati cekmektedir.

Dolayisiyla hélihazirda Tiirkiyede ozellikle kamu muhasebeciligi alaninda yukarida bahsi gegen
caligmalar gibi bir ¢caliymanin olmamasi ve s6zkonusu bu ¢alismanin alandaki bu boglugu dolduracak
olmasi galismanin ¢ikis noktasini olusturmaktadir.
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4. Metodoloji ve Arastirma Sorular1

Bu arastirmanin amaci, kamu muhasebeciligi mesleginin 6nciileri olan Vergi Bagmiifettisleri ile
Dogu Karadeniz Bolgesi Universitelerinde (Amasya Universitesi, Artvin Goruh Universitesi, Bayburt
Universitesi, Giresun Universitesi, Giimiishane Universitesi, Hitit Universitesi, Karadeniz Teknik
Universitesi, Ondokuz Mayis Universitesi, Ordu Universitesi, Recep Tayyip Erdogan Universitesi,
Samsun Universitesi, Sinop Universitesi, Tokat Gaziosmanpasa Universitesi) muhasebe egitimi almig
6grencilerin kisisel degerlerinin birbiriyle olan uyumunu incelemektir.

Calismada Vergi Bagmiifettisleri ile 6grencilerin kisisel degerlerinin 6l¢iiliip somut olarak
ortaya konulabilmesi i¢in Milton Rokeach (1968) tarafindan gelistirilen Rokeach Degerler
Olgegi (RDO) kullanilmistir. Sozkonusu 6lgekte amagsal ve aragsal degerler olmak iizere iki
alt boyut ve her bir boyutta 18 deger tanimlanmistir (Rokeach, 1973). Bu o6l¢ekte kisilerin
yasamdaki temel amaglarini 6l¢mek i¢in amagsal degerler, temel amaglara erismek igin
benimsenen davranis bigimlerini 6l¢gmek i¢in ise aragsal degerler kullanilmaktadir. Her bir
boyuta iliskin amagsal ve aragsal degerlere Tablo 1'de yer verilmistir. Tablo 1'de goriilen amagsal
degerler kisi merkezli ya da toplum merkezli olabilir. Ornegin ahiret selameti veya i¢ huzur
kisi merkezli iken, giizellikler diinyas1 ya da ulusal giivenlik toplum merkezlidir. Buna karsin
aragsal degerler kisinin ahlaki degerleri ya da yeterliliklerine iliskindir. Yardimseverlik veya
bagislayici olmak gibi ahlaki degerlerin ¢ikis noktasi kisiler arasu iligkilerden kaynaklanir ve bu
degerler zedelendiginde kisilerde utanma duygusu ya da ayiplanma gibi hisler olusur. Kisilerin
yeterlilikleriyle ilgili degerlere 6rnek olarak ise entelektiiel olmak, mantikli olmak verilebilir
(Bilgin, 2003).

Tablo 1: Rokeach Degerler Olgegindeki Amagsal ve Aragsal Degerler

Amagsal Degerler Aragsal Degerler
Rahat Bir Yagam fc Huzur Hirshi Olmak Hayal Giicii Kuvvetli Olmak
Heyecanli Bir Yagam Olgun Sevgi Genis Goriisli Olmak Bagimsizlik
Bagar1 Hissi Ulusal Giivenlik Muktedir Olmak Entelektiiel Olmak
Baris I¢inde Bir Diinya Zevk Negseli Olmak Mantikli Olmak
Giizellikler Diinyasi Ahiret Selameti Temizlik Sevecenlik
Esitlik Kendine Sayg: Cesaretli Olmak [taatkarlik
Aile Giivenligi Sosyal Onay Bagislayici Olmak Kibarlik
Ozgiirlitk Gergek Dostluk Yardimseverlik Sorumluluk Sahibi Olmak
Mutluluk Bilgelik Diiriistlitk Kendi Kendini Kontrol Edebilmek

Soézkonusu 6lgegin ilk formu 1967 yilinda Milton Rokeach tarafindan ortaya konuldugunda
amagsal ve aragsal degerler olmak iizere toplam 12 degerden olusmaktaydi. Ancak olgek dort
defa revize edildikten sonra Tablo 1'deki son halini almistir (Rokeach, 1973). Olcekte kisilerin
sozkonusu degerlerini 6l¢mek icin 1 ila 18 6nem puani arasinda puanlama yapilmistir (1: En
Onemli, 18: En Az Onemli). Ancak bu ¢alismada 6lgek uzunlugunun 6zellikle $grenciler agisindan
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kafa karistirici olabilecegi ve arastirma sonuglarini etkileyebileceginden hareketle 1 ila 10 6nem
puani arasinda puanlama yapilmasi tercih edilmistir (1: En Onemli, 10: En Az Onemli). Kisilerin
degerlerini 6lgmek icin RDO’niin tercih edilmesinin nedeni olarak, 6lgegin 40 yili askin siiredir
bircok ¢aligmada kullanilmis olmasi, gecerlik ve giivenilirliginin ispat edilmesi gosterilebilir
(Reynolds & Jolly, 1980).

Calismanin ¢ikis noktasi muhasebe egitimi alan 6grenciler ve onlarin kisisel degerlerinin belirlenmesi
oldugundan kisa bir siire sonra meslek hayatina katilma ihtimali diger 6grencilere oranla daha
yiiksek olan 6grenciler tercih edilmistir. Bu sebeple arastirma kapsamindaki tiniversitelerde lisans
egitiminin igiincli ya da dérdiincii sinifinda egitim géren 6grenciler ile yiiksek lisans egitimine
devam eden 6grenciler tercih edilmistir. Dolayisiyla bu 6grencilerin meslek hayatina yakin zamanda
katilma ihtimalleri oldugundan kamu muhasebeciligi meslegi olarak ifade edilebilen Vergi Miifettisi
olmaya yonelme ihtimallerinin de oldugu soylenebilir. Buradan hareketle ilk arastirma sorusu su

sekilde olusturulmustur:

Aragtirma Sorusu 1: Dogu Karadeniz Bolgesi Universitelerinde muhasebe egitimi almakta olan

ogrencilerin kisisel degerleri nelerdir?

Ikinci aragtirma sorusu olusturulurken ise kamu muhasebeciligi mesleginin onciileri olan Vergi
Bagmiifettisleri esas alinmustir. Arastirma kapsamindaki muhasebe 6grencilerinin kisisel degerleriyle
Vergi Bagmiifettislerinin kisisel degerleri arasinda nasil bir benzerlik veya farkliik oldugu
aragtirmanin ikinci ayagini olusturmaktadir. Calismanin 6nceki béliimlerinde de belirtildigi tizere,
calisanlarin degerlerinin kurumun degerleriyle uyumlu olmasinin yani K-M uyumunun ¢alisanlarin
elde tutulmasinda 6nemli oldugu ifade edilmisti. Vergi Basmiifettislerinin almis olduklar: egitim
ve meslekte gecirdikleri zaman diliminde edindikleri tecriibe de dikkate alindiginda, kamu
muhasebeciliginin 6nciileri olarak meslegin degerlerini temsil ettikleri ifade edilebilir. Agiklamalar

dogrultusunda ikinci aragtirma sorusu su sekilde olusturulmustur:

Arastirma Sorusu 2: Dogu Karadeniz Bolgesi Universitelerinde muhasebe egitimi almakita olan
dgrencilerin kisisel degerleri kamu muhasebeciligi mesleginin onciileri olan Vergi Basmiifettisleri ile

uyumlu mu?

Olgekte yer alan ve yukarida bahsedilen degerlerin yani sira Vergi Bagmiifettisi ve ogrencilere
demografik sorular da yoneltilmistir. Cinsiyet, yas, egitim hayat1 boyunca muhasebe meslek etigi
egitimi alinip alinmadigr sozkonusu demografik sorulardir. Yabanc literatiirde yapilan benzer
aragtirmalarda siyasi yonelim (liberal, demokrat, muhafazakar gibi) sorusu da katiimcilara
yoneltilmis, ancak bu ¢alismada katilimcilar: rahatsiz edebilecegi ve arastirma ile ¢ok fazla ilgisi
bulunmadigindan bu sorunun yoneltilmesinden kaginilmistir (Ariail, 2005; Ariail vd., 2012;
Giacomino & Eaton, 2003; Rokeach, 1973; Wilson vd., 1998).
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Aragtirmaya iliskin sonuglara gegmeden 6nce katilimcilarin demografik 6zelliklerine Tablo 2'de yer

verilmistir.
Tablo 2: Katilimcilarin Demografik Ozellikleri
Vergi Bagsm. (n=156) Ogrenciler (n=250)
Degiskenler Say1 % Say1 %
Erkek 140 89,7 133 53,2
Cinsiyet Bayan 16 10,3 117 46,8
Toplam 156 100,0 250 100,0
30’un altt 0 0,0 224 89,6
30-39 16 10,3 21 8,4
Yas 40-49 70 44,9 4 1,6
40’ Gistit 70 44,9 1 0,4
Toplam 156 100,0 250 100,0
Evet 86 55,1 195 78,0
Etik Egitim Hayir 70 44,9 55 22,0
Toplam 156 100,0 250 100,0

Ogrencilere iligkin veriler ad1 geen iiniversitelerdeki lisans egitimi alan {igiincii veya dérdiindii sinif
ogrencileri ile yiiksek lisans egitimi alan 250 kisilik bir 6rneklemden elde edilmistir. Ogrencilerin
cogunlugu erkek (% 53,2) olmakla birlikte sayilar birbirine yakindir. Ogrencilerin oldukga biiyiik
bir kismi ise 30 yasin altindadir. (% 89,6). Biiyiik bir ¢ogunlugu ise (% 78) 6grenim hayatlarinda
muhasebede etik egitimi dersi almiglardur.

Vergi Bagmiifettislerine iligkin veriler ise 156 kisilik bir o6rneklemden toplanmistir. Vergi
Bagmiifettislerinin olduk¢a biiyiik bir ¢ogunlugu erkek (% 89,7), katihimcilarin geneli ise 40-
49 (% 44,9) yas aralig1 ile 40 yas tistidiir (% 44,9). Nitekim katilimcilarin yaridan fazlasi (% 55,1)
muhasebede etik egitimi almiglardir. Vergi Basmiifettisi katilimcilarda bayan katilimcilarin sayisinin
az olmasi meslekte olan bayanlarin azlig1 ve kendilerine anket gonderilen bayan katilimcilarin ise
daha az geri doniis yapmasidir.

4.1. Arastirma Sonuglar1

Aragtirma kapsamindaki iniversitelerde muhasebe egitimi alan ogrenciler odlcekte yer alan
ve hayatlarinda ulagmak istedikleri 18 amagsal degerin siralamasini verdikleri cevaplarla
gerceklestirmislerdir. Burada su sekilde bir siniflandirma yapmak miimkiindiir. Hayattaki en 6nemli
alti amagsal deger, orta siradaki alti amagsal deger ve son siradaki alti amagsal deger. Ogrenciler
kendileri i¢in hayatlarindaki en 6nemli alt: amagsal degeri su sekilde siraladilar: 1) Aile Giivenligi, 2)
Kendine Saygt, 3) I¢ Huzur, 4) Mutluluk, 5) Ozgiirliik ve 6) Ulusal Giivenlik. Ogrenciler i¢in hayattaki
son siralarda yer alan alt1 amagcsal degerin siralamasi ise su sekilde idi: 13) Basar: Hissi, 14)Zevk,
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15) Bilgelik, 16) Giizellikler Diinyasi, 17) Sosyal Onay ve 18) Heyecanli Bir Yasam. Bunun yani sira
ogrenciler hayatlarindaki bu amaglar1 gerceklestirmek igin 6lgekte yer alan 18 aragsal degeri de
siralamiglardir. Ayni siniflama esasina gore 6grenciler i¢in kigisel hedeflere ulasmadaki en 6nemli alt:
aragsal deger su sekilde siralanmistir: 1) Diiriistliik, 2) Bagimsizlik, 3) Temizlik, 4) Cesaretli Olmak,
5) Yardimseverlik ve 6) Sorumluluk Sahibi Olmak. Ogrenciler icin son siralarda yer alan alt1 aragsal
deger ise su sekilde idi: 13) Sevecenlik, 14) Bagislayict Olmak, 15) Muktedir Olmak, 16) Entelektiiel
Olmak, 17) Hirsli Olmak ve 18) Itaatkarlik.

Vergi Basmiifettislerinin 6zellikle amagsal degerlere iliskin siralamalar1 6grencilerinkilerle biiytik
oranda benzerlik gostermekteydi. Vergi Bagmiifettisleri hayatlarindaki en 6nemli alt1 amagsal degeri
su sekilde siraladilar: 1) Aile Giivenligi, 2) I¢ Huzur, 3) Kendine Saygi, 4) Ozgiirliik, 5) Ulusal Giivenlik
ve 6) Mutluluk. Vergi Bagsmiifettisleri i¢in son siralarda yer alan alti amagsal degerin siralamasi ise su
sekilde idi: 13) Zevk, 14) Sosyal Onay, 15) Rahat Bir Yasam, 16) Gtizellikler Diinyasi, 17) Basar: Hissi ve
18) Heyecanl: Bir Yasam. Vergi Basmiifettislerinin hayata dair amaclarini gerceklestirmedeki aragsal
degerlerinin siralamasi Ggrencilere gore kismen farklilk gostermekteydi. Vergi Basmiifettisleri
kendileri i¢in en 6nemli alt1 aragsal degeri su sekilde siraladilar: 1) Diiriistliik, 2) Bagimsizlik, 3)
Sorumluluk Sahibi Olmak, 4) Kendi Kendini Kontrol Edebilmek, 5) Temizlik ve 6) Mantikli Olmak.
Vergi Bagmiifettisleri i¢in son siralardaki alti aragsal degerin siralamast ise u sekilde gergeklesmistir:
13) Entelektiiel Olmak, 14) Sevecenlik, 15) Hayal Giicii Kuvvetli Olmak, 16) Muktedir Olmak, 17)
Hirsli Olmak ve 18) Itaatkarlik.

Yukaridaki agiklamalar neticesinde arastirmanin ilk sorusu cevap bulmus olur. Yani muhasebe
ogrencilerinin kigisel degerleri ortaya konulmustur. Aragtirmanin bu kismina iligkin en ¢arpic
sonuglar ise 6grenciler ile Vergi Bagmiifettislerinin siralamalarindaki benzerliklerdir. Her iki grup
icinde amagsal degerler bazinda Aile Giivenligi, aragsal degerler bazinda ise Diiriistliik ilk sirada
gelmektedir. Yine her iki grup i¢in de amagsal degerler bazinda Heyecanli Bir Yasam, aragsal degerler
bazinda ise [taatkarlik son sirada yer almistir. Bunun yani sira amagsal ve aragsal degerler bazinda

yukaridaki agiklamalar dikkate alindiginda benzerlikler dikkat gekmektedir.

4.1.1. Mann-Whitney U Testi Sonuglar:

Mann-Whitney U testi iki grup arasinda karsilastirma yapmak i¢in kullanilan birincil testlerden
bir tanesidir. Dolayisiyla bu arastirma icinde kamu muhasebeciligi meslek onciileri olarak kabul
edilen Vergi Basmiifettisleri ile 6grencilerin deger 6nceliklerini karsilastirmak amaciyla bu teste

basvurulmustur. Test sonuglarina Tablo 3’te yer verilmistir.
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Tablo 3: Mann-Whitney U Testi Sonuglar:

Deger Siralamalari ve Grup
y Medyanlar1 Mann-Whitney U Testi (n=406)
Degerler - ..v -
Vergi Bagm. Ogrenciler
(n=156) (n=250) Mdn U Z r p
Amagsal Degerler
Rahat Bir Yagam (15) 3,5582 (10) 1,5731 2,0 17.271,0 -2,119 -0,11 0,034**
Heyecanli Bir Yagam (18) 8,1333 (18) 3,2308 4,0 13.925,0 -4,901 -0,24 0,000%
Basar1 Hissi (17) 4,1818 (13) 1,7750 2,0 | 17.482,0 -1,845 -0,09 | 0,065***
Baris Icinde Bir Diinya (11) 2,0299 (9) 1,5698 1,0 16.840,0 -2,708 -0,13 0,007*
Giizellikler Diinyast (16) 3,7000 (16) 2,2466 2,0 17.700,0 -1,627 -0,08 0,104
Esitlik (8) 1,5085 (11) 1,6568 1,0 17.800,0 -1,650 -0,08 0,100
Aile Giivenligi (1) 1,0959 (1) 1,3266 1,0 16.270,0 -4,066 -0,21 0,000*
Ozgiirlik (4) 1,2985 (5) 1,4375 1,0 17.584,0 -2,046 -0,11 0,041**
Mutluluk (6) 1,4000 (4) 1,3807 1,0 19.432,0 -0,072 -0,01 0,943
i¢ Huzur (2) 1,1857 (3) 1,3744 1,0 17.018,0 -2,866 -0,15 0,004*
Olgun Sevgi (9) 1,6167 (8) 1,5635 1,0 | 192710 -0,221 -0,01 0,825
Ulusal Giivenlik (5) 1,3175 (6) 1,4467 1,0 17.799,0 -1,797 -0,09 0,072***
Zevk (13) 2,8824 (14) 1,8506 2,0 14.946,0 -4,087 -0,21 0,000*
Ahiret Selameti (10) 1,7660 (7) 1,5434 1,0 17.147,0 -2,300 -0,12 0,021**
Kendine Sayg1 (3) 1,1944 (2) 1,3450 1,0 17.414,0 -2,427 -0,13 0,015**
Sosyal Onay (14) 3,0556 (17) 2,6094 3,0 17.265,0 -1,980 -0,10 0,048**
Gergek Dostluk (7) 1,4444 (12) 1,7037 1,0 16.911,0 -2,516 -0,12 0,012**
Bilgelik (12) 2,1379 (15) 1,9054 2,0 18.358,0 -1,038 -0,05 0,299
Aragsal Degerler
Hirsh Olmak (17) 4,1818 (17) 2,8101 3,0 | 13.661,0 -5,141 -0,26 0,000*
Genis Goriislit Olmak (9) 2,0000 (11) 2,0494 2,0 | 19.374,0 -0,114 -0,01 0,909
Muktedir Olmak (16) 2,9730 (15) 2,4767 3,0 15.944,0 -3,145 -0,16 0,002*
Neseli Olmak (12) 2,2500 (9) 1,8816 2,0 17.162,0 -2,111 -0,11 0,035**
Temizlik (5) 1,6441 (3) 1,6163 1,0 19.280,0 -0,210 -0,01 0,833
Cesaretli Olmak (10) 2,0882 (4) 1,6395 2,0 16.039,0 -3,194 -0,16 0,001*
Bagislayic1 Olmak (11) 2,1714 (14) 2,2838 2,0 18.732,0 -0,690 -0,03 0,490
Yardimseverlik (7) 1,6724 (5) 1,6725 1,0 19.113,0 -0,366 -0,02 0,715
Diriistlik (1) 1,1690 (1) 1,4241 1,0 16.213,0 -3,715 -0,19 0,000*
Hayal Giicti Kuvvetli Olmak | (15) 2,7692 (10) 1,9205 2,0 | 15.080,0 -3,953 -0,20 0,000*
Bagimsizlik (2) 1,3846 (2) 1,6012 1,0 16.987,0 -2,511 -0,12 0,012**
Entelektiiel Olmak (13) 2,5385 (16) 2,7308 3,0 18.542,0 -0,854 -0,04 0,393
Mantikli Olmak (6) 1,6557 (7) 1,7669 2,0 18.431,0 -0,998 -0,05 0,319
Sevecenlik (14) 2,7111 (13) 2,1899 2,0 16.535,0 -2,640 -0,13 0,008**
[taatkarlik (18) 5,2609 (18) 4,9020 5,0 17.857,0 -1,440 -0,07 0,150
Kibarlik (8) 1,9811 (12) 2,1867 2,0 18.390,0 -1,000 -0,05 0,317
Sorumluluk Sahibi Olmak (3) 1,5246 (6) 1,7083 1,0 17.343,0 -2,060 -0,11 0,039**
Kendi Kendini Kontrol Edb. (4) 1,6333 (8) 1,8792 2,0 16.783,0 -2,525 -0,13 0,012**
Not: Diisiik medyan degerleri, ayrica parantez igindeki siralama iki grubun degerlere iliskin yiiksek onceliklerini gostermektedir.
*p<0,01 ** p<0,05 *** p<0,10
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Iki grup arasinda medyan (ortanca) degerleri tizerinden karsilagtirma yapmak {izere 18 defa amagsal
degerler 18 defa da aragsal degerler igin olmak iizere Mann-Whitney U testi gergeklestirilmistir. Vergi
Bagmiifettislerinin ve 6grencilerin verdikleri cevaplardaki deger siralamalarindaki benzerliklerin
aksine istatistiksel olarak Mann-Whitney U testi sonuglari siralamalardaki benzerliklerin tam aksini
isaret etmekteydi. Test sonuglarina gore, Vergi Basmiifettigleri ile 6grenciler arasinda 18 amagsal
degerin 13’tine (% 72,2); 18 aragsal degerin 10’una (% 55,5) verilen 6nem dereceleri agisindan
bityiik 6l¢tide anlaml: farkliliklar tespit edilmistir. Dolayisiyla genele bakildiginda iki grup arasinda
36 degerin 23’tine (% 63,8) verilen 6nem dereceleri agisindan anlaml farkliliklar vardir. Anlamli
farkliliklar agisindan, degerlere verilen 6nceliklerin ikisi i¢in etki degeri kii¢iik (r < 0,10) 21’1 igin ise
kiigtik ve orta aralikta (r > 0,10 ve r < 0,30) idi. Etkilerin hi¢biri orta biiytikliikte ya da biiytik degildir.

Vergi Bagmiifettigleri tarafindan en énemli siradaki ilk alt: amagsal degerin besinde (1) Aile Giivenligi, 2) I
Huzur, 3) Kendine Saygi, 4) Ozgiirliik, 5) Ulusal Giivenlik); yine ilk alt: siradaki aragsal degerin dérdiinde
(1) Diiriistliik, 2) Bagimsizlik, 3) Sorumluluk Sahibi Olmak, 4) Kendi Kendini Kontrol Edebilmek) anlaml
farkliliklar tespit edilmistir. Dolayisiyla Vergi Basmiifettisleri ile 6grencilerin deger siralamalarindaki
benzerliklerin istatistiksel sonuglar agisindan tam tersi oldugunu ifade etmek miimkiindiir.

Mann-Whitney U testi sonuglarinda etki biyikliiklerinden bahsedilmisti. Etki buyiikligi
degerlerinin (r) yalnizca kiiglik ve orta araliklar sinirinda gerceklesmesi Tip I hatasinin varliginin olup
olmadigini akla getirmektedir. Rosnow & Rosenthal (1989)a gore Tip I hatasi aslinda var olmayan
bir etkinin aranmasi sonucu ortaya ¢ikmaktadir. Field (2009) ise birden fazla Mann-Whitney U
testi gerceklestirmenin Tip I hata oranini artirdigini ifade etmistir. Bu ¢alismada amagsal ve aragsal
degerler agisindan ayri ayri bakildiginda 18%er defa Mann-Whitney U testi gergeklestirilmistir.
Dolayisiyla Tip I hatasini asgariye indirgemek gerekir. Bunu yapabilmenin en basit yolu Bonferroni
diizeltmesini kullanmaktir. Yani aragtirmada kullanilan en tist anlamlilik degeri olan 0,10 degerini
test kag kez kullanildi ise ona bélerek yeni bulunacak olan kisitlayict anlamlilik degerini kullanarak
Bonferroni diizeltmesi gerceklestirilmis olur. Amagsal ve aragsal degerler agisindan ayri ayri
uygulanan diizeltme neticesinde yeni kisitlayict anlamlilik degeri (p) 0,06dir. Diizeltilmis anlamlilik
degerine gore Vergi Basmiifettisleri ile 6grenciler arasinda 36 degerden 17’sine (% 47,2) verilen 6nem
acisindan anlamli farklilik tespit edilmis olur. Bu farkliliklarin 111 amagsal, altisi ise aragsal degerler
bakimindan ger¢eklesmistir. Sozkonusu sonuglara gore halen Vergi Bagmiifettisleri ile 6grenciler
arasinda ciddi bir farklilik oldugu asikardur.

4.1.2. Medyan Testi Sonuglar1

Mann-Whitney U testine ilave olarak gergeklestirilen ve tamamlayici bir test niteliginde olan Medyan
testi de Vergi Basmiifettisleri ile 6grenciler arasindaki deger onceliklerinin kargilagtirilmas: amaciyla
kullanilmistir. Tablo 4'deki test sonuglar1 incelendiginde, Vergi Basmiifettisleri ile 6grenciler arasinda
Mann-Whitney U testi sonuglar1 ile hemen hemen ortiisen degerler oldugu goriilmektedir. Tki grup
arasinda 18 amagsal degerin 12’sine (% 66,6); 18 aragsal degerin dokuzuna (% 50) verilen 6nem
degerleri agisindan anlaml farkliliklar tespit edilmistir. Genel olarak degerlendirildiginde ise 36
degerin 21’ine (% 58,3) verilen 6nem degerleri agisindan anlaml farkliliklar oldugu ifade edilebilir.
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Tablo 4: Medyan Testi Sonuglar1

Deterler Deger Siralamalari ve firup Medyanlar Medyan Testi (n=406)
8 Vergi Bagm. (n=156) ‘ Ogrenciler (n=250) | Mdn | Ki-Kare ‘ ‘ p

Amagsal Degerler
Rahat Bir Yagam (15) 3,5582 (10) 1,5731 2,0 11,461 0,001*
Heyecanli Bir Yagam (18) 8,1333 (18) 3,2308 40 13,078 0,000*
Basar1 Hissi (17) 4,1818 (13) 1,7750 2,0 1,615 0,204
Barig iginde Bir Diinya (11) 2,0299 (9) 1,5698 1,0 3,959 0,060**
Giizellikler Diinyasi (16) 3,7000 (16) 2,2466 2,0 4,339 0,037**
Esitlik (8) 1,5085 (11) 1,6568 1,0 1,390 0,238
Aile Giivenligi (1) 1,0959 (1) 1,3266 1,0 17,767 0,000*
Ozgiirlitk (4) 1,2985 (5) 1,4375 1,0 2,868 0,090***
Mutluluk (6) 1,4000 (4) 1,3807 1,0 0,497 | 10,481
ic Huzur (2) 1,1857 (3) 1,3744 1,0 8,184| |0,004*
Olgun Sevgi (9) 1,6167 (8) 1,5635 1,0 1,722] 10,189
Ulusal Giivenlik (5) 1,3175 (6) 1,4467 1,0 4,066 0,044**
Zevk (13) 2,8824 (14) 1,8506 2,0 16,354 0,000*
Ahiret Selameti (10) 1,7660 (7) 1,5434 1,0 2,908 0,088***
Kendine Sayg1 (3) 1,1944 (2) 1,3450 1,0 4,921 0,021**
Sosyal Onay (14) 3,0556 (17) 2,6094 3,0 1,880 0,170
Gergek Dostluk (7) 1,4444 (12) 1,7037 1,0 3,715 0,045**
Bilgelik (12) 2,1379 (15) 1,9054 2,0 0,002 10,964
Aragsal Degerler
Hirsh Olmak (17) 4,1818 (17) 2,8101 3,0 17,009 | | 0,000¢
Genis Gortisli Olmak (9) 2,0000 (11) 2,0494 2,0 3,514 0,061
Muktedir Olmak (16) 2,9730 (15) 2,4767 3,0 1,791 0,181
Negeli Olmak (12) 2,2500 (9) 1,8816 2,0 0,022 0,882
Temizlik (5) 1,6441 (3) 1,6163 1,0 1,550 0,213
Cesaretli Olmak (10) 2,0882 (4) 1,6395 2,0 0959 | 0,328
Bagislayic1 Olmak (11) 2,1714 (14) 2,2838 2,0 1,085 0,298
Yardimseverlik (7) 1,6724 (5) 1,6725 1,0 0616 10432
Diriistlik (1) 1,1690 (1) 1,4241 1,0 14,505 0,000%
Hayal Giicii Kuvvetli Olmak (15) 2,7692 (10) 1,9205 2,0 10,926 0,001*
Bagimsizlik (2) 1,3846 (2) 1,6012 1,0 3,720 0,045**
Entelektiiel Olmak (13) 2,5385 (16) 2,7308 3,0 0,148 0,700
Mantikli Olmak (6) 1,6557 (7) 1,7669 2,0 7,766 0,005*
Sevecenlik (14) 2,7111 (13) 2,1899 2,0 3,202 0,074***
ftaatkarlik (18) 5,2609 (18) 4,9020 50 0,000| 0,985
Kibarlik (8) 1,9811 (12) 2,1867 2,0 8,183 | |0,004*
Sorumluluk Sahibi Olmak (3) 1,5246 (6) 1,7083 1,0 1,677 |0,144
Kendi  Kendini  Kontrol
Edebilm. (4) 1,6333 (8) 1,8792 2,0 12,893 0,000*
*p<0,01 ** p<0,05 ** p<0,10
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Medyan testi sonuglarina gore Vergi Bagmiifettisleri tarafindan en 6nemli siradaki ilk alt1 amagsal
degerin besinde (1) Aile Giivenligi, 2) I¢ Huzur, 3) Kendine Saygi, 4) Ozgiirliik, 5) Ulusal Giivenlik);
yine ilk alti siradaki aragsal degerin dordiinde (1) Diiriistliik, 2) Bagimsizhik, 4) Kendi Kendini
Kontrol Edebilmek ve 6) Mantikl: Olmak) 68rencilere gore anlamli farkliliklar oldugu goriilmektedir.
Dolayisiyla tamamlayici test niteligindeki Medyan testi de Vergi Basmiifettigleri ile ogrenciler
arasinda siralamalardaki uyumun aksine farkliliklar1 ortaya koymustur. Medyan testi sonuglarina
Tablo 4’te yer verilmistir.

Aragtirma sonuglarina gore ¢alismanin ikinci aragtirma sorusu da cevap bulmus olur. Dolayisiyla
kamu muhasebeciligi meslek onciileri olan Vergi Basmiifettisleri ile Dogu Karadeniz Bolgesi
Universitelerinde muhasebe egitimi alan ogrencilerin kisisel degerleri arasinda uyum olmadig:
sonucuna varilir. Buradan hareketle muhasebe 6grencilerinin kamu muhasebeciligi meslegi ile K-M
uyumunun tam kargilanmadig1 sonucu ¢ikarilabilir.

Bu aragtirmanin en dikkat ¢ekici sonuglarindan birisi Vergi Basmiifettisleri ile 6grenciler arasindaki
kisisel deger siralamalarinin birbirine olduk¢a benzer olmasina ragmen istatistiksel test sonuglari
agisindan iki grup arasindaki farklilagsma idi. Her iki gruba iligkin deger siralamalar1 Tablo 5’te

gosterilmistir.
Tablo 5: Vergi Bagmiifettisleri ile Ogrencilerin Degerlere Iliskin Siralamalar
Amagsal Degerler | Vergi Basm. | Ogrenciler Aragsal Degerler Vergi Basm. | Ogrenciler

Aile Giivenligi 1 1 Diiriistlitk 1 1
I¢ Huzur 2 3 Bagimsizhik 2 2
Kendine Saygi 3 2 Sorumluluk Sahibi Olmak 3 6
Ozgiirlik 4 5 Kendi Kendini Kontrol Edebilmek 4 8
Ulusal Giivenlik 5 6 Temizlik 5 3
Mutluluk 6 4 Mantikli Olmak 6 7
Gergek Dostluk 7 12 Yardimseverlik 7 5
Esitlik 8 11 Kibarlik 8 12
Olgun Sevgi 9 8 Genis Gortiglit Olmak 9 11
Ahiret Selameti 10 Cesaretli Olmak 10 4
Barig I¢inde Bir Diinya 11 Bagislayic1 Olmak 11 14
Bilgelik 12 15 Neseli Olmak 12 9
Zevk 13 14 Entelektiiel Olmak 13 16
Sosyal Onay 14 17 Sevecenlik 14 13
Rahat Bir Yagam 15 10 Hayal Giicii Kuvvetli Olmak 15 10
Giizellikler Diinyasi 16 16 Muktedir Olmak 16 15
Bagar1 Hissi 17 13 Hirsli Olmak 17 17
Heyecanli Bir Yagam 18 18 Itaatkarlik 18 18

Daha 6nce de ifade edildigi tizere amagsal degerler bazinda Aile Giivenligi, aragsal degerler bazinda
ise Diriistliik hem Vergi Basmiifettisleri hem de 6grenciler tarafindan en énemli degerler olarak
goriilmistiir. Ancak iki grup arasinda kargilagtirma yapmaya yarayan ve birincil testlerden olan
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Mann-Whitney U testine gore, ayrica tamamlayici test olan Medyan testine gore bu degerlere verilen
onem dereceleri a¢isindan anlaml farkliliklar bulunmugtur (p<0,01). Ayrica bu degerlere iliskin
etki buytklugi (r) anlamli farkliliklar bulunan diger degerlere gore daha yiiksekti. Ancak her iki
grubun da bu degerlere ilk siralarda 6nem vermelerine ragmen gruplar agisindan medyan degerleri
tizerinden kargilastirma yapildiginda; Aile Giivenligi amagsal degerine Vergi Basmiifettislerinin
(1,0959) 6grencilere (1,3266) nazaran daha fazla 6nem verdigi, yine aym sekilde Diiriistliik aragsal
degerine Vergi Bagmiifettislerinin (1,1690) 6grencilere (1,4241) gore daha fazla 6nem verdigi ifade
edilebilir. Diisitk medyan degerlerinin yiliksek 6nem puani oldugunu tekrar hatirlatmak da fayda
vardir.

5. Sonug ve Oneriler

Kalifiye ¢alisanlar1 segerek istihdam siirecine katmak, ise yeni almmanlarin kurum kiltirtyle
kaynagmasi, uzun yillar siiresince emek verilen egitimli personelin elde tutulmasi ve tiim bunlarin
neticesinde isgiicti devir oraninin azaltilmasi tiim mesleklerde oldugu gibi kamu muhasebeciliginin
de en 6nemli hedefleri arasinda sayilabilir. Kalifiye caliganlarin ise alinmasi ve onlarin elde tutulmas:
ayni zamanda K-M uyumuna da katki saglayabilir.

Bu ¢alismada Dogu Karadeniz Bolgesi Universitelerinde muhasebe egitimi almakta olan grencilerin
kamu muhasebeciligi mesleginin onciileri olan Vergi Basmiifettisleri ile kisisel degerlerinin uyumu
dolayisiyla Ogrencilerin K-M uyumu aragtirilmustir. Vergi Basmiifettiglerinin almis olduklar
egitim ve meslekte gecirdikleri zaman diliminde edindikleri tecriibe de dikkate alindiginda, kamu
muhasebeciliginin 6nciileri olarak meslegin degerlerini temsil ettikleri ifade edilebilir. Vergi
Bagmiifettislerinin kisisel degerlerinin somut olarak ortaya konulup 6l¢lilmesinin ayni zamanda
meslegin de degerleri oldugunu ifade etmek mimkiindir. Dolayistyla Vergi Basmiifettigleri ile
sozkonusu 6grencilerin degerlerinin karsilastirilmasi: K-M uyumunun 6l¢iisii olarak goriilebilir.

Calisma sonuglart muhasebe 6grencilerinin kamu muhasebeciligi ile K-M uyumunun eksikligini
ortaya koymustur. Caligmada Tiirkiyedeki Vergi Basmiifettislerinin 10 yilini doldurmalarinin
ardindan kamudan istifa ettikleri, istifa nedenleri arasinda da kendilerince hakli gerekgelerinin
oldugu ifade edilmistir. Son yillarda 600 kadar Vergi miifettisinin kamudan istifa etmesi, ayrica
aragtirmada bu meslek i¢in potansiyel aday olan muhasebe 6grencilerinin mesleki degerlerle olan
uyumsuzluklart kamu muhasebeciliginde ileride de devam edecek olan bir istihdam sorunu ve
yiiksek isgiicii devir orani sorununa isaret etmektedir. Hal boyle iken 6zellikle bu galisma temelinde
sozkonusu muhasebe égrencilerinin meslekle olan uyumunu artirmanin yollarini aramak; ayrica
diiriist, sorumluluk sahibi, etik degerlere 6nem veren kisilerin meslekteki istihdami aragtirma
neticesinde elde edilen K-M uyum eksikligine ¢are olabilir.

Kalifiye ¢alisanlari elde tutma ve etik davranislar sergileyen bireyleri istihdam etme ile K-M uyumuna
katki saglanip, kamu muhasebeciligi mesleginin sézkonusu sorunlarina ¢éziim bulunabiliyorsa, hem
muhasebe akademisyenleri hem de kamu muhasebeciligi meslek onciileri bu ¢alisma ile 6nceki
caligmalarin (Ariail vd., 2020; Ariail, 2005; Swindle vd., 1987; Wilson vd., 1998; Abdolmohammadi
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ve Baker, 2006; Eaton ve Giacomino, 2001) sonuglar1 hakkinda endise edebilirler. Bu ¢alisma ile diger
galismalarin sonucunda elde edilen kamu muhasebeciligi meslegine iliskin K-M uyum eksikligi,
universitelerin 6grencileri meslek hayatina yeterince hazirlayamayabilecegi kaygisini dogurabilir.
Dolayisiyla Yiiksekogretim kurumlarinda kamu muhasebeciligi mesleginin temel degerlerini de
i¢ine alan segmeli derslerle miifredat degisikligi yollarina bagvurulabilir. Bu sayede meslek hayatina
atilmaya yakin olan muhasebe 6grencilerinin teknik beceriler kadar kamu muhasebeciligi mesleginin
degerlerinin de olduk¢a 6nemli oldugunun farkina varmalari saglanabilir. Bu degerlerin Muhasebe
Meslek Etigi ya da Mesleki Yarg: gibi bagimsiz derslerle 6grencilere kazandirmanin bir yolu oldugu
ifade edilebilir. Hatta bu dersleri ya da boyle bir egitimi almis olmanin kamu muhasebeciligi meslegi
sinavlarina katilmak igin 6n kosul olarak koyulmast bile diistiniilebilir.

Yukarida anlatilanlarin yani sira su an kamu muhasebeciligi mesleginin i¢inde bizzat yer alan ve
uygulamaya yon veren vergi miifettisleri gelecekte istihdam edilecek kisilere iligkin fikir beyan etmede
en onemli paydaslardir. Nitekim bu ¢aligmada meslekte uzun yillarini gegirmis ve oldukga tecriibeli
olan Vergi Bagmiifettisleri meslegin onciileri olarak kabul edilmistir. Dolayisiyla meslegin onciileri
olarak Vergi Basmiifettislerinin meslegin degerlerini de kapsayacak sekilde muhasebe derslerine
iliskin mifredatta 6nerilerde bulunmasi olduk¢a degerli olacaktir. Onlarin tiniversitelerde verilecek
egitime iliskin egitim komisyonlarina meslekte istenilen niteliklere iliskin tavsiyeler vermeleri bir
bagka akilci yol olabilir. Tiim bunlara ek olarak Vergi Bagmiifettislerinin istihdam siirecinin baslangi¢
noktasi olan 6zel yetenek sinavlarinda ve sonrasinda yapilacak sinavlardaki kurullarda yer almalar:
da meslegin degerlerine uygun kisilerin istihdamina yardimei olabilir.

Bu ¢aligma 6rneklem kapsamina alinan muhasebe 6grencilerinin kamu muhasebeciligi meslegine
iliskin K-M uyum eksikligini ortaya koymustur. Bu nedenle kamu muhasebesinin gelecekteki
bagarisinin, kamunun giivenini korumak i¢in meslek mensuplarinin diristliikle ¢alismalar:
gerektigine ve muhasebe mesleginin degerlerine oncelik veren 6grencilerin digerlerine nazaran
oncelikli istihdamina bagh oldugu diisiiniilmektedir. Bu noktadan hareketle kamu muhasebeciligi
mesleginin teknik gereklilikleri kadar ozellikle “diirtstlik” gibi etik gerekliliklerin de gozetilmesi
gerektigi unutulmamalidir.

5.1. Calismanin Sinirliliklar ve Gelecek Caligmalar igin Oneriler

Bu caligma arastirma kapsamina dahil edilen 6grenciler ve Vergi Basmiifettislerinin sayisiyla sinirh
olarak gerceklestirilmistir. Ayrica anket yoluyla veri toplama siireci i¢inde gecen zaman déhilinde
kisilerin degerlere iliskin goriigleri alinmistir. S6zkonusu degerler kisisel degerler oldugundan zaman
icindeKkisilerin icinde bulundugu psikolojik ve sosyolojik faktorlere gore degisiklik gosterebilmektedir.
Gelecekte benzer ¢alismalar yapacak olan aragtirmacilar 6rneklem kapsamini genisletebilir. Ayrica
bu ¢aligmay1 ve ge¢miste buna benzer yapilan ¢aligmalar: kiyaslama amaciyla kullanabilirler. Bunu
yant sira su sekilde bir aragtirma sorusu da gelistirilebilir. Ogrenciler ile Vergi Basmiifettiglerinin
kisisel degerlerinde zaman iginde olusan bir degisiklik var midir? Son olarak elbette farkl: kiiltiir ve
ogretilerde bu vb. yapilan ¢alismalarin sonuglar: kiiltiirtin etkisiyle birbirinden oldukga farkl olabilir.
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Finansal Destek

Bu ¢alisma i¢in herhangi bir kurumdan destek alinmamaigtir.
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Abstract

The aim of this study was to examine the relationship between perceived power distance and loneliness
at work and whether these variables differ according to demographic characteristics. The Perceived
Power Distance and Loneliness at Work scales were used as data collection tools. Descriptive statistical
methods were used, as well as independent samples T, ANOVA, and Pearson correlation analysis. Research
conducted on 422 employees working in Bolu Municipality, Mersin Metropolitan Municipality, and
District Municipalities revealed a statistically significant relationship between employees’ power distance
perceptions and loneliness at work. In addition, a significant difference was found between the mean scores
of loneliness at work and the emotional deprivation dimension according to age and educational status.
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Oz

Bu ¢alismanin amaci, algilanan gii¢ mesafesi ile is yasaminda yalmizlik iliskisinin ve bu degiskenlerin
demografik 6zelliklere gore farklilasip farklilasmadiginin incelenmesidir. Veri toplama araci olarak algilanan
glic mesafesi ve is yasaminda yalnizlik 6lgekleri kullanilmistir. Verilerin analizinde tanimlayici istatistiksel
metotlarin yaninda Pearson Korelasyon, Bagimsiz Orneklem T ve Anova testinden yararlanilmistir. Mersin
Biyiiksehir Belediyesi ve Bityiiksehir flce Belediyeleri ile Bolu Belediyesinde ¢aligmakta olan toplam 422
calisanla gerceklestirilen arastirma sonucunda ¢alisanlarin gii¢ mesafesi algilari ile is yasaminda yalnizlik
diizeyleri arasinda istatistiksel agidan anlamli bir iligki oldugu, is yasaminda yalnizlik duygusu ve duygusal
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Does Power Distance at Work Make Employees Lonely?

yoksunluk boyutu ortalama puanlar: arasinda ise yasa ve egitim durumuna gore anlamli bir farklilik
saptanmigtir.

Anahtar Kelimeler: Giig, gii¢ mesafesi, i yasaminda yalnizlik.

JEL Siniflamasi: M12, M14

1. Introduction

All human communities have applications of power, regardless of whether they are more or less
powerful. As can be seen in history and today, this power is sometimes used on the basis of primitive
and brutal coercion, but it can also be used in contemporary societies with its source, way of use,
and conditions bound to rules. In short, power is a management concept that inevitably exists in
communities of all types and sizes, whose subject is human and is present in every system in which
humans exist (Kogel, 2015). As we know that they exist in societies, it is possible to encounter
hierarchical power structures that always make a difference between people in organizations. Some
authors, including Robbins and Judge (2013), have defined the concept of power as the variability in
the behavior of individuals in an organization, while others have discussed power as the power of an
organization (Dikili, 2014). In general, while power is defined as the ability of an individual to change
the behavior of other individuals in the direction they want, power distance is defined as the degree
to which individuals accept inequality in power distribution in societies and organizations.

In today’s world, the high rate of innovation and the fact that social structures differ also reveal some
inevitable problems. Individuals who want to make their lives more meaningful and of high quality
are constantly struggling with the current difficulties. As social beings, humans tend to establish
meaningful, satisfying, and regular relationships with the people around them. The historical
formation, production style, and cultural structure of society and the organization of which the
individual is a member of his/her physical environment and psycho-social development have a very
decisive role (Ozatga, 2009). The fact that the lifestyle brought about by urbanization emphasizes
individuality and causes a decrease in solidarity exposes the individual who experiences these
changes and contradictions through social relations to many problems and causes them to live their
social relations in a more isolated way. Loneliness is a powerful, universal, and common emotional
experience; however, it is a growing problem. Loneliness, which is somehow a part of our lives, is
difficult to define in terms of how it is handled (Yasar, 2007).

Loneliness has been the subject of many studies and has been defined differently. The common points
of these definitions are that loneliness is a qualitative rather than a quantitative problem; second, it
is a subjective experience; and third, it is related to undesired and avoided negative emotions such as
anxiety, anger, sadness, and stress (Dogan et al., 2009).

Loneliness in work life occurs as a result of people experiencing loneliness in their daily lives in their
workplaces. Wright (2005) states that loneliness in work life is related to environmental factors such as
culture and family; organizational communication, perceived organizational support, organizational
climate, workload, and individual factors such as pessimism, shyness and personality traits. Many
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factors affect loneliness in both organizational and individual lives because loneliness is one of the
strongest and most basic human experiences. The fact that loneliness is closely related to social
variables can cause difficulties in revealing the cause-effect relationship in the loneliness process.
In such a complex relationship, where concepts are interrelated, it becomes difficult to determine
whether the variables mentioned are the cause or the result of loneliness (Yasar, 2007).

The main purpose of this study is to examine the interaction between the power distance
phenomenon that individuals perceive in their work environment and their sense of loneliness in
their work life. As stated above, it is important to examine and reveal the antecedents, especially
in the organizational dimension, to prevent the negative consequences of loneliness arising from
environmental, organizational, and individual dimensions in working life.

In the literature review on perceived power distance and the feeling of loneliness in work life, which
is the subject of this research, no study has discussed and examined these concepts together. The
variable of loneliness in work life, which has fewer areas of study compared to the power variable, was
generally examined by teachers (Kaplan, 2011; Karakurt, 2012; Nartgiin & Demirer, 2012; Yilmaz
& Aslan, 2013; Karaduman, 2013; Sezen, 2014) and academic staff (Mercan, et al., 2012; Cetin &
Alacalar, 2016; Demirbas & Hasit, 2016). From this point of view, the fact that high perceived power
distance isolates individuals have not been addressed as a research topic emerges as the original
value of this study. From this perspective, first, the concepts of power, power distance, and loneliness
in work life are discussed in the study, the relationships between the variables are examined, and
suggestions are made in line with the results.

2. Literature Review

2.1. Power and Power Distance

Power is an indispensable element of social life and the center of human relations, but it is also a key
concept in social sciences (Turner, 2005). Who has power in social life and how this power is used have
been important subjects of social and political theories since the times of Plato, Hobbes, Machiavelli,
Marx, and Weber. Understanding power relations and focusing on power also necessitates studies
on who the power holders are, what effects power has, what the amount of power is, and how the
concept of power is explained and measured (Cook et al., 2006).

According to the Turkish Language Association, power is defined as the ability to create physical,
intellectual, and moral influence and resist it. Weber (1947) defined power as an individual’s position
in a social relationship to be able to do whatever he/she wants, even if he or she faces resistance from
another or others (Grimes, 1978). Power is a relational concept as it is the ability to direct others to
act in the direction of their choice. In other words, it can be said that one of the elements that make
up interpersonal relations is the concept of power (Bayrak, 2000). According to Pfeffer (1992), when
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an individual is considered as one, he or she can be evaluated as neither strong nor weak, and it is
understood whether a person has power or not only when he/she communicates with others.

When we look at the definitions made to explain the concept of power, it is seen that some of them
define power as a personal potential and some as an interaction in social relations. The differences
in these definitions are mostly due to the differences in the methods of power. Some authors define
power as the capacity to influence others, whereas others define it as an actual effect. For example,
Robbins (2013) states that the existence of power does not mean its use, and he defines it as capacity.
While Archer and Fitch define power as the ability to influence outcomes, according to French et al.,
power is the deliberate influence on people’s emotions and behaviors (Walumbwa, 2006). According
to the common point of all these definitions, power characterizes the relationship between people
and social actors. In other words, it is not a one-way concept but is based on interaction. Individuals
have power only in a social situation and as part of it. Power is related to other people, even if it is
considered an individual difference. The need for individual power is associated with wanting to
influence other people and using that influence in social situations (Tjosvold, 1990). In short, the
basis of power is the ability to influence others and control their behavior.

As reported by Robbins and Judge (2013), there is a dependency relationship based on power, and to
the extent that any B person is dependent on A, it is expected that A's power over B will be to the same
extent in this relationship. An individual has power over that individual only if he/she can exercise
control over anything that another individual cares about and needs. The importance, scarcity,
and non-substitutability of resources constitute three indispensable elements of the dependency
relationship. The abundance of any resource does not mean that the individuals who own it have
power over other individuals. Another feature of the concept of power arising from its relationality is
that it is intransitive; that is, the fact that person A has power over person B and person B has power
over person C does not lead to the conclusion that person A has power over person C. Another
feature of power is that it does not have a definite and unchangeable structure. Power relations vary
according to time, people, conditions and environment. Specifically, it can be accepted that it is
a dynamic structure that varies from culture to culture and from one power structure to another
within each culture (Krause & Kearney, 2006).

The concept of power distance appears in Hofstede’s cultural values model. Geert Hofstede’s
research in order to measure cultural differences has been widely used and applied in international
management since it is considered the most comprehensive experimental study from past to present.
Dutch researcher Hofstede identified differences in the values and attitudes of IBM employees
operating in 56 countries through detailed interviews and surveys and classified these differences
into four main dimensions: power distance, uncertainty avoidance, individualism and collective
behavior, masculinity, and femininity. Subsequently, by adding the long-short term focus dimension
to this model, a five-dimensional structure was created (Eginli & Cakur, 2011). Hofstede’s research
stated that as a result of the fact that each society has its own culture and the values that individuals
internalize are affected by the culture of the society to which they belong, there are differences in
the solution proposals of the participants in the face of current problems (Giirbiiz & Bingol, 2007).
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According to Hofstede’s definition, power distance is the degree to which relatively weak members
of organizations in a country accept the unequal distribution of power, or the state of individuals
not being disturbed by this uneven distribution of authority and power (Celik, 2007). As stated
by Hofstede, although inequality in the distribution of power exists in all cultures, the degree of
inequality varies from culture to culture (Sahin, 2012).

Power distance includes the feelings, thoughts, and behavioral tendencies of a society’s members of
an organization or a group about how they perceive inequality in the distribution of power among
them (Akyiirek, 2001). The level of power distance in a country is a measure of the extent to which
members of the country expect and adopt an uneven distribution of power. Power distance is
shaped by the value judgments of the powerless, and the distribution of power is based on rulers’
perspectives (Sahin, 2012). The power distance describes the range of how individuals deal with the
fact that they are unequal. Although it is not denied that people have equal conditions in the world
and the existence of some universal rights is not denied, people in the society can be differentiated
by variables such as their mental capacities, physical and personal characteristics, education levels,
financial situations, professions, statuses and social class they are members of, family (Baltaci, 2011).

Inequality in individual skills and power distribution is observed in almost all organizations.
Inequalities arising from the positions of employees generally manifest themselves in areas such as
reputation and power, and this inequality emerges in the form of superior-subordinate relations.
Most people are in various environments, such as schools and families, during the development
process, and they continue their relationship, which first started in the family as a parent-child, at
school as a teacher-student, and at work as a boss-subordinate (Giimiistekin & Emet, 2007).

Power distance, which expresses the degree of adoption of inequality by individuals based on hierarchy
and power, is classified into two categories: low and high. Cultures with low power distance take for
granted practices that minimize privileges arising from having power, whereas cultures with high
power distance adopt structures in which power is institutionalized (Terzi, 2004). Along with the
imbalances in power distribution and inequality of opportunity are accepted in societies with high
power gap; descriptive expressions such as title and status are very important and require respect. In
workplaces, the distance between superior-subordinate is felt, and care is taken to protect it. It can be
said that societies where it is easier to get closer by communicating with the powerful, to be involved
in the process when important decisions are made, and to express ideas and thoughts comfortably
are those that have low power distance, that is, the power gap is narrow. In such societies, inequality
between opportunity and reward is less common (Ertiirk, 2014).

High power distance describes situations in which the existence of inequality between superiors and
subordinates is accepted from the beginning, the degree of centralization is high, the hierarchical
structure is in the form of a pyramid, and communication weakens as one goes from the bottom up.
While it is expected that the orders given in organizations of this structure are carried out without
questioning, methods such as deprivation of rewards or punishment are used in other cases, and
there are significant differences in pay systems (Celik, 2007). Since managers are at a higher level in
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the hierarchy, subordinates think that managers have more power than they do, so they follow their
orders and do not see themselves at the same level (Yaman & Irmak, 2010). Similarly, white-collar
workers are thought to have more status than blue-collar workers because in such organizations, it is

clear who has authority over whom (Ertiirk, 2014).

An autocratic system emerges in high power distance organizations. From a managerial point of
view, the high-power distance in the areas of leadership, decision-making and authority mechanisms
increases the loyalty of the employees to their managers and provides a more centralized structure.
Employees have accepted that managers have privileges, and all decisions taken are correct. According
to the opinions of individuals in these enterprises, the ideal manager is paternalistic and autocratic
(Deniz, 2013). In this type of organization, the relationship between the boss and lower levels usually
includes a strong emotional bond. In this context, Philippe d’ Iribarne’s work is important. In these
studies, human relations in production enterprises in France, America and the Netherlands were
analyzed. It was determined that hierarchical relations in France contain emotionality, and that the
feelings fed to superiors can turn from great admiration to serious hatred. However, such a situation
was not observed in the USA or Netherlands. As can be understood from here, there is serious
polarization among people about addiction in France, which has a high-power range. In Peter Smith’s
research, it was observed that employees in high-power distance societies rely on managers and
official rules instead of trusting themselves and their subordinates (Hofstede, Hofstede, & Minkov,
2010).

High-power distance also prevents the establishment of open communication between subordinates
and superiors, leading to the formation of asymmetrical communication systems. In contrast,
symmetrical communication systems and participatory management approaches are encountered at

low-power distances (Sepetci, 2012).

In organizations with low power distance, despite the hierarchical structure, managers and other
employees see each other as equal and know that their superior-subordinate roles can change. The
hierarchical structures of organizations are flat, and few employees are responsible for supervision.
Salary differentials are lower, workers are skilled, and a high level of manual labor is more valuable
than a lower level of office work. Managers are not considered privileged and regardless of their
location, all employees use the same cafeterias, restrooms and parking areas. Managers are available,
and an ideal manager is a respected, resourceful, and knowledgeable democracy. Employees feel less
dependent on their managers (Terzi, 2000); they can communicate more easily with their superiors
and objects regarding the decisions taken by the managers. Additionally, employees expect to be
consulted at the stages of important decisions (Jahangirov, 2012). However, they always accept
that the final decision-maker is their manager (Hofstede et al., 2010). Managers also consult their
subordinates before making a decision and express that they need support occasionally. Subordinates
do not hesitate to contradict their managers, cooperate with other employees, and attach importance
to their loyalty (Yesil, 2012).
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2.2. Loneliness at Work

Loneliness affects both the person him/herself and his/her life. If the person experiences a feeling
of loneliness intensely, he/she feels alone in the world, thinks that his/her life has no purpose or
benefit, and sees himself/herself as abandoned by other people. Loneliness, which affects a person’s
private life, is an inevitable situation in their work life. The extent of loneliness experienced by an
individual in a work environment is defined as loneliness at work. Although many studies have been
conducted on loneliness, the number of studies dealing with feelings of loneliness in work life is quite
limited. The reason for this surprising situation stems from the fact that the concept of loneliness is
considered by many as a psychological condition, which is the quantitative and qualitative deficiency
of individuals in establishing social relations. The feeling of loneliness in an organizational life is not
similar to the normal feeling of loneliness. Individuals who are happy in their life outside of work,
who do not feel alone, who can establish satisfactory and healthy relationships with their friends in
their social environment, may feel lonely and excluded because of the problems they encounter in
organizational life (Dogan et al., 2009).

Although workplaces are generally thought of as social environments that create opportunities for
the development of social relationships, it cannot be said that relationships are always healthy and
satisfying in work life. Loneliness in work life is generally perceived as a problem originating from
the person and therefore it can be neglected by the organization. However, loneliness due to its nature
can affect both the individual and the organization. The quality of social relationships they have in
their work life affects the physical and emotional well-being of individuals, and as a result, their work
performance is also affected (Wright, 2005).

Loneliness is a feeling that usually arises from the inadequacy and poor quality of one’s relationships.
It is very difficult to predict the loneliness levels of employees in the workplace as well as personality
traits, feelings of dissatisfaction and introversion. Loneliness in work life is used not only to make
sense of how individuals feel but also to reveal the effects on their work productivity levels (Ozgelik
& Barsade, 2011).

Loneliness in the workplace is mostly the state of being left alone by other employees or isolated
from the group. In addition, loneliness in the workplace can be caused by a lack of quality relations
expected in the workplace. If a person feels lonely at work, it is not because of the few people he/
she communicates with but because of the lack of quality and desired communication (Wright et
al., 2006). The sum of the relationships of employees in a workplace with each other constitutes
the fulcrum of organizational events in that workplace. For this reason, it is of great importance
to determine the extent to which feelings of loneliness in the workplace affect employees’ behavior
(Lam & Lau, 2012).

Having satisfying social relationships at work does not mean that employees will not experience
loneliness. It should be noted that employees’ loneliness at work may have situational, environmental,
and personal dimensions (Perlman & Peplau, 1984). When employees go to their workplaces, they
bring their mental states and behavioral, cognitive, and personality traits with them. Apart from
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this, some standard rules that exist in the working environment restrict some of the unique features
that employees have outside of their work life. The lack of harmony between the person and the
organization, that is, a mismatch between the self and the values of the organization, can cause
feelings of loneliness among employees, similar to other factors (Wright, 2005).

While some studies on loneliness at work attribute the cause of loneliness to situational reasons,
others argue that environmental factors affect loneliness at work. At this point, the correct approach
would be to accept that loneliness in the workplace may be affected by both environmental and
personality factors. To measure more quantitatively whether loneliness in the workplace is affected
by the mentioned personal or situational factors and to reveal the causal relationships, it is necessary
to examine the variables in an experimental environment in a controlled manner. Since it is not
possible to examine the variables in a controlled way, the studies conducted assumed that loneliness
in the workplace is affected by both individual and organizational factors (Kaplan, 2011).

Studies on the dimensions of loneliness generally have commonalities. Thus, loneliness is mostly
qualitative and has a subjective dimension. Another common feature is that loneliness is associated
with unhappiness and anger, which are unwanted and unsettling emotions people try to avoid.
Loneliness was dealt with in two dimensions by Weiss, however, since loneliness in work life is a
different concept from loneliness in daily life, Wright, Strongman and Burt created the Loneliness at
WorkScale (LAWS), which measures loneliness in two dimensions, social friendship and emotional
deprivation, in order to measure these two types of loneliness in a distinctive way (Karaduman,
2013).

The social friendship dimension, which is one of the dimensions of loneliness in work life, is the
quantitative perception of relationships developed in the work environment (Dogan et al., 2009).
The social friendship dimension covers a situation in which an individual cannot enter the social
network in his/her workplace or does not see himself/herself as a member of this social network. If
an employee cannot establish a healthy communication channel with his/her colleagues; does not
participate in events such as meals, picnics, and parties; and does not attend events such as births,
weddings, and funerals, which will improve the strength of friendship, it can be stated that this
employee suffers from loneliness in the dimension of social friendship. In addition, it can be stated
that an individual who suffers from loneliness in the dimension of social friendship has difficulty in
sharing his or her problems at work or expressing his or her own ideas, and has difficulty finding
a friend to spend time in his/her free time; therefore, he/she does not feel himself a member of the
group in the work environment (Mercan et al., 2012). In this way, people who experience loneliness
may experience feelings such as bashfulness, shyness, and feelings of rejection ($isman & Turan,
2004).

Employees of an organization are in the same social relations system and as a result, they are in
production together. Individuals working in the organization must have perfect and trouble-free
communication to carry out production in a quality and error-free manner. In such a communication
environment, individuals are able to express themselves more easily and feel a sense of trust in their
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colleagues by moving away from the feeling of loneliness (Asunakutlu, 2002). Cooperation and
solidarity become difficult when individuals are not aware of the needs and feelings of their colleagues.
Therefore, coordination in an organization is only possible through healthy communication (Demir,
2003). Friendship in the workplace is a value shared between individuals that requires mutual trust
and commitment. It is known that this is effective in fulfilling tasks efficiently, reducing the feeling
of stress about the job, increasing communication, and in the change process of organizations. For
this reason, organizations should implement supportive practices to establish strong friendships in

the workplace (Berman et al., 2002).

In his research, Weiss (1973) expressed the loneliness that occurs with the disappearance of emotional
attachment in intimate relationships as emotional loneliness. While situations such as separation,
death, and divorce can be given as examples of factors that pave the way for emotional deprivation,
symptoms such as anxiety, indescribable fears, tendency to misinterpret behaviors, and extreme

sensitivity can be interpreted as expressions of emotional deprivation (Demirbag & Hasit, 2016).

Emotional deprivation, one of the dimensions of loneliness in work life, explains the quality of
relationships that develop in work life (Dogan et al., 2009). Individuals experiencing emotional
loneliness at work close themselves to their colleagues and avoid sharing their feelings and thoughts
with them. They think that their colleagues will not understand them and will feel uncomfortable
and restless in the working environment. In addition, they find themselves in a constant sense of
anxiety, worry, and emptiness at work, and they think that there is a distance between themselves and

their colleagues and that they are excluded from the group (Kaplan, 2011).

Emotional deprivation is related to the quality of communication with these people rather than the
number of people around them. Therefore, it is considered a qualitative dimension and, unlike the
social friendship dimension, consists of the feelings and thoughts that the employee has about his/
her relations with her colleagues (Mercan et al., 2015). The personality characteristics of individual,
environmental, and situational factors in the work environment are effective in the formation of
emotional deprivation. Problems experienced in the work environment, based on both physical
deficiencies and lack of communication between employees, can cause employees to feel emotional
deprivation. In addition, uncertainty in the organizational environment arises from the lack or
absence of communication, and causes stress, dissatisfaction, insecurity, low levels of organizational
commitment, inefficiency, absenteeism, increased turnover, and natural loneliness in organizational
life (Schweiger & Denisi, 1991). In addition, uncertainty in the organizational environment arises
from alack of communication and causes stress, dissatisfaction, insecurity, low levels of organizational
commitment, inefficiency, absenteeism, increased turnover, and natural loneliness in organizational
life (Schweiger & Denisi, 1991).
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3. Methodology

3.1. Sample

The population of the research consists of 5800 people working as civil servants and permanent
workers in Bolu Municipality, Mersin Metropolitan Municipality and Metropolitan District
Municipalities (Yenisehir, Akdeniz, Tarsus, Toroslar, Mezitli, Erdemli, Silifke, Anamur, Mut,
Bozyazi, Giilnar, Aydincik, Camliyayla Municipality), which provide public services in Bolu and
Mersin. The sample of the study consisted of 460 people selected according to the sample number
required for the 95% reliability level, the acceptance that the population is not homogeneous, and
the convenience sampling method. Before starting the research, ethics committee approval (protocol
number 2022/89 and dated 06.04.2022) was obtained from the Human Research Ethics Committee
of Bolu Abant izzet Baysal University and the questionnaires were hand-delivered to 460 people. 13
of the questionnaires were not returned, and 25 were canceled due to incomplete information. The
remaining 422 questionnaires were found to be suitable for analysis, and the research findings can be

generalized with a 95% reliability interval and a 5% sampling error.

Of the 422 participants, 217 (51.4%) were female and 205 (48.6%) were male. It is seen that33.2%
of the employees were in the 26-35 age range, 32% were in the 36-45 age range, 24.4% were in the
46-55 age range, 5.9% were in the 18-25 age range, and the other 4.5% were aged 56 and over. It
was determined that 68.5% of them were married and the remaining 31.5% were single. Of the
participants, 49.8% were undergraduates, 28.4% were high school graduates, 15.9% were college
graduates, and 5.9% were postgraduates. Finally, it was determined that 27% of the participants
had 20 years or more, 24.6% of0-5 years, 20.9% of6-10 years, 16.1% of11-15 years of professional

seniority, and the remaining 11.4% have years professional seniority of 16-20 years.

3.2. Data Collection Tools

A three-part questionnaire was used as the data collection tool in this study. In the first part of the
questionnaire, six questions were asked to collect the demographic information of the participants.

The scales of the variables are included in other sections.

In the second part of the questionnaire, the power distance scale developed by Varoglu et al. (2000)
(Cronbach Alpha 0.87-0.91) was used to measure the perception of power distance. The scale consists
of 10 items in 5-point Likert type. The Cronbach’s Alpha value of the Perceived Power Distance scale
was 0.714 after removing two items affecting reliability. The scale consists of a single factor; therefore,
the analysis was performed according to the general average. It was concluded that as the scores
obtained by the participants on the scale decreased, the perception of power distance was lower, and

as the score increased, the perception of power distance was higher.
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The scale used to measure feelings of loneliness in work life is a self-report scale developed by Wright
et al., which subjectively evaluates loneliness at work. It was taken from Dogan, Cetin, and Sungur’s
(2009) article titled Validity and Reliability Study of the Turkish Version of the Loneliness at Work
Scale, and its reliability (Cronbach’s Alpha 0.91 for the whole scale, Cronbach’s Alpha 0.83 for social
friendship, Cronbach’s Alpha 0.87for emotional deprivation) and validity were tested. The scale
consists of 16 statements, which were prepared using a 5-point Likert-type structure. When the KMO
and Barlett’s test results are examined, the Sampling Adequacy Measure value is 0.861 (86.1%), and
a p-value less than 0.05, indicating that the scale is suitable for factor analysis. When the results were
examined, the first factor emerged as the social friendship sub-dimension (34.279%), which expresses
the quantity of variables in the workplace, and the second factor was the emotional deprivation sub-
dimension (15.899%), which measures the quality of the employee’s relations with their colleagues,
both of which explain 50,178% of the total variance. As a result of factor analysis,with two items
removed from the scale, the Cronbach’s Alpha coefficient of the scale was 0.844; the items belonging
to the emotional deprivation factor were 0.804, and the items belonging to the social friendship
factor were 0.842, indicating that they are reliable.

3.3. Research Hypotheses

The research question, which constitutes the starting point of the research, is “Is there a significant
relationship between the perceived power distance and the level of loneliness felt in work life?”
Therefore, the main hypothesis of this research is to examine whether there is a relationship between
perceived power distance and the feeling of loneliness in work life. We investigated whether there is a
relationship between the sub-hypotheses and the dimensions of these two variables, and whether the
power distance perceptions of the participants and the average levels of loneliness in work life differ
according to demographic characteristics. In this context, the hypotheses are as follows:

H : There is a significant relationship between employees” perceptions of power distance and their
level of loneliness at work.

H, : There is a significant relationship between employees’ perceptions of power distance and the
levels of emotional deprivation felt at work.

H, ,: There is a significant relationship between employees’ perceptions of power distance and their
social friendship levels at work.

H,: There is a significant difference between the mean scores of the dimensions of perceived power
distance and the level of loneliness at work, according to gender.

H.: There is a significant difference between the mean scores of the dimensions of perceived power
distance and the level of loneliness at work, according to marital status.

H,: There is a significant difference between the mean scores of the dimensions of perceived power
distance and the level of loneliness at work, according to educational status.
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H.: There is a significant difference between the mean scores of the dimensions of perceived power

distance and the level of loneliness at work, according to age.

H.: There is a significant difference between the mean scores of the dimensions of perceived power

distance and the level of loneliness at work, according to years of seniority.

4. Findings

4.1. Descriptive Statistics of the Scales

Within the scope of the descriptive statistics on the power distance scale, the mean, percentage,
frequency, and standard deviation values of the expressions in the scale were calculated. When the
perceived power distance scale averages are examined, the statement “A good manager should have
an authoritarian fatherly structure” has the highest average value, and 48.3% of employees fully agree
with this statement ((X ) =4.05). The statement “Consulting subordinates is a natural behavior” also
had the second highest average, and 44.8% of the employees stated that they completely agreed with
this statement ((X ) =4.00). The third statement with the highest average is “Getting the support of
strong people is very important in social and work life” and 42.2% of the respondents completely
agree with this statement ((X ) =3.95). The statement “Developing children’s sense of obedience
should be one of the important goals of families” has the lowest average and 29.1% of the employees
strongly disagree with this statement ((X ) =3.00). The general average of the scale is ((X) =3.64).

This shows that employees respond positively to statements about perceived power distance.

When the averages of the sense of loneliness on the work-life scale were examined, it was seen that
the expression “There is someone I can spend time with during breaks at work” had the highest
average value, and 59.7% of them completely agreed with this statement ((X ) =4.27). It is determined
that the statement “There are people at work who take the trouble to listen to me” is the second
highest average and 54% of the employees fully agree with this statement ((X )'=4.21). It is seen that
the statement of the scale “There is someone I can talk to about my daily problems at work when
necessary” is the third highest average and 50.2% of the employees fully agree with this statement
((X')'=4.14). It is seen that the statement “I feel a general sense of emptiness when I am at work” has
the lowest average value and 55.2% of the employees do not agree with this statement ((X ) =1.99).
Considering the general average of the scale ((X) =3.27), it is concluded that employees are mostly
undecided while responding to feelings of loneliness on the work-life scale.

4.2. Relationships Between Variables

Pearson’s Correlation test was used to examine the relationship between perceived power distance

and loneliness in work life and its subdimensions, social friendship, and emotional deprivation.
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When the results were examined, a statistically significant relationship was found between
perceived power distance and feelings of loneliness in work life (r=0.297, p=0.000<0.01). In this
case, hypothesis H  was supported. Regarding the sub-dimensions, no significant relationship was
found between perceived power distance and the emotional deprivation dimension of loneliness in
work life (r=-0.030, p=0.542>0.05). In this case, hypothesis H  was not supported. A statistically
significant relationship was found between perceived power distance and social friendships (r=0.346,

p=0.000<0.01). In this case, hypothesis H, , was supported.

Table 1: Pearson correlation test results

Perceived P Feeling of Loneli
erceived Power  Feeling of Loneliness Emotional Deprivation Social Friendship

Distance in Work Life

Perceived Power r 1,000 0,297 -0,030 0346"
Distance

P 0,000 0,542 0,000
Feeling of Lonelinessin | 1.000 0.497" 0,633™
Work Life

p 0,000 0,000
Emotional Deprivation | 1,000 -0,358™

p 0,000
Social Friendship r 1,000

p

*p<0,05 **p<0,01

4.3. Difference Analysis on Demographic Variables

To measure whether the power distance perceptions and loneliness levels of the participants
changed according to the demographic parameters, the Independent Sample T-Test and Anova
tests, which are parametric tests, were used. As a result of the analysis, no statistically significant
difference was found between perceived power distance in terms of gender, marital status, seniority,
loneliness in work life, and the mean scores of its dimensions. Therefore, hypotheses H,, H,, and

H, were not supported.

Since there were four categories belonging to the educational status factor, an ANOVA test was
performed. The average of the perceived power distance scale is higher at all educational levels, and
the average of loneliness on the work life scale is 3.38, which is higher in postgraduate employees.
There was a statistically significant difference between the mean scores of the loneliness scale
in work life (p=0.004<0.01) and the emotional deprivation factor (p=0.001<0.01), according to
educational status. Based on this result, hypothesis H, is partially supported.
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According to the pairwise comparison results of the Post Hoc tests, it is seen that the employees
who are high school graduates experience more loneliness than the employees with a bachelor’s
degree. When the results of the comparison are examined in terms of employees experiencing
emotional deprivation according to their educational level, it is seen that those who are high

school graduates experience more emotional deprivation than those who have a bachelor’s degree.

Table 2: One Way ANOVA test results regarding education status

Standard

Deviation p  Pairwise Comparison

nox

High school 120 3,57 0,857 0.866 0,459 -
College 67 3,73 0,871

Perceived Power Distance Undergraduate 210 3,66 0,662
Postgraduate 25 3,56 0,754
Total 422 3,64 0,761

Highschool (1) 120 3,36 0,575 4.466 0,004* (1-3)

College (2) 67 3,35 0,556
Undergrad (3) 210 3,18 0,423

Feeling of Loneliness in Work

Life
Postgrad (4) 25 3,38 0,519
Total 422 327 0,504
Highschool (1) 120 2,61 1,006 0.905 0,001* (1-3)

College (2) 67 2,32 1,019
Emotional Deprivation Undergrad (3) 210 2,17 0,923
Postgrad (4) 25 2,56 0,864
Total 422 2,34 0,976

High school 120 3,93 0,851 5703 0,437 -
College 67 4,12 0,897
Social Friendship Undergraduate 210 3,94 0,780
Postgraduate 25 4,00 0,785
Total 422 397 0,820

*p<0,01 **p<0,05

ANOVA test was performed for age. The average of the perceived power distance scale was 3.73
with the participants between the ages of 26-35, and the average of the loneliness in work life scale
was 3.31 with the participants between the ages of 36-45. It can be said that individuals between
the ages of 46-55, who have an average of 2.49 in terms of emotional deprivation, experience
more emotional deprivation than individuals between the ages of 18-25. There was a statistically
significant difference between the mean scores of loneliness in work life and the emotional
deprivation sub-dimensions according to age (p<0.05). In this case, hypothesis H, was partially

supported.

519



Gozde BATMAZ YILDIZ « Ayla Zehra ONCER

Table 3: One Way ANOVA test results for age

n X Standard Deviation F P
18-25yearsold 25 3,64 0,755 1.251 0,289
26-35yearsold 140 3,73 0,623
Perceived Power Distance 36-45yearsold 135 3,59 0.786
46-55yearsold 103 3,63 0,818
56 years and older 19 3,38 1,119
Total 422 3,64 0,761
18-25yearsold 25 3,22 0,531 0.533 0,712
26-35yearsold 140 3,23 0,440
Feeling of Loneliness in Work Life 36-45yearsold 135 3731 0,507
46-55yearsold 103 3,30 0,562
56 years and older 19 3,23 0,582
Total 422 327 0,504
18-25yearsold 25 4,20 0,689 0.796 0,529
26-35yearsold 140 4,01 0,732
Social Friendship 36-45yearsold 135 3,93 0,822
46-55yearsold 103 391 0,921
56 years and older 19 4,00 1,003
Total 422 397 0,820
18-25yearsold 25 1,92 1,056 3.355 0,010**
26-35yearsold 140 2,20 0,955
. L 36-45yearsold 135 2,47 0,957
Emotional Deprivation
46-55yearsold 103 2,49 0,998
56 years and older 19 2,21 0,761
Total 422 2,34 0,976

*p<0,01 **p<0,05

5. Conclusion and Recommendations

In this study, it was tried to determine what kind of a relationship exists between the perceived power
distance and the feeling of loneliness in work life. According to the results of the analysis, it is seen
that there is a positive relationship between power distance and loneliness in work life. It can be
said that as the perceived power distance level increases, the increase in the sense of loneliness can
be explained by the power of many phenomena of social sciences and power differences between
the parties of the relationship can shape social relations. If the power distance is high in a society
or culture, individuals, groups and organizations will also act in line with the characteristics of the
society in question. It can be said that in the high-power distance culture, elders have more influence
in the family and seniors have more influence in the workplace. In such organizations, since the
subordinates cannot speak to their superiors, they keep their mistakes, different perspectives and
creative ideas to themselves, and thus the decisions are limited to the perspective of those at the
higher levels in the hierarchy and the experience they have. It can be said that when the individual
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feels the power distance in the organization and accepts this, he/she will avoid sharing his/her
thoughts and will obey the decisions and orders without question. As a result, a communication
problem that arises based on the psychological communication deficiencies of the employees in the
horizontal and vertical hierarchy can cause uncertainty in the organizational environment, stress,
insecurity, an increase in turnover and naturally loneliness in organizational life.

It is seen that the power distance perceptions of the employees are above the average. It has a
cultural structure in which the institution, position and status of the research are important and the
relationship between employees and managers is distant. This result is in parallel with many previous
studies. In their research, Basim (2000), Turan, Durceylan & $isman (2005), Giirbiiz & Bingél (2007),
Macit (2010), Sargut (2010), Yayik (2017) found the power distance at medium level and above. In
Hosftede’s research, Turkey was counted among the countries with a high-power distance level with
66 points. In this case, it can be said that this study shows parallelism with Hofstede’s study when it
is looked at the general average of the perceived power distance scale.

From an administrative point of view, if the organizational power distance is high and the power
distance perception of the employees is low, democratic management styles and participatory
management approach should be adopted, and a strong communication and feedback system
should be established between the employees and the management. If the organizational power
distance is low and the power distance perception of the employees is high, the rules should be made
stricter in the conduct of the work, centralization of the organizational structure and a paternalistic
management approach should be adopted. Thus, employees will have positive thoughts as they will
encounter a desired power distance.

It is concluded that the employees remain undecided while responding to the statements of the
loneliness scale in work life. Studies have shown that some groups are more prone to loneliness.
However, everyone has felt lonely at some point in time. Considering that the characteristics of the
individual, life experiences and situational variables are effective on loneliness, which is a subjective
experience, it can be said that the intensity of loneliness will be felt differently in different social
groups. Loneliness can be related to different reasons due to its changing nature from individual to
individual and may lead to various results. However, regardless of the duration, it affects the majority
of people negatively. The fact that loneliness cannot be shared or that it is a concept that belongs to
those who do not share their feelings also makes it more difficult to understand.

Difference analyzes were performed to measure whether there were statistically significant differences
between perceived power distance and demographic variables. As a result of the analyzes made on
the variables of gender, age, marital status, education level and seniority, no significant difference
was found for the perceived power distance scale. A statistically significant difference was found for
the variables of age and education level in the tests performed for the mentioned variables for the
loneliness in work life scale.

Many studies have been conducted to determine the relationship between demographic variables
and loneliness, and the results of these studies have also shown differences from each other. The
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findings of our study show parallelism with the findings of the study conducted by Green et al. in
2001, which is one of the studies emphasizing the increase in the level of loneliness experienced with
the advancement of the individual’s age, with the social networks of individuals and their social and
emotional loneliness levels. As a result of the research, the emotional and social loneliness levels of
the older individuals were found to be higher than the young ones. It can be said that these findings

may be due to general differences related to life stages.

When examined from an organizational perspective, loneliness affects the performance of the
organization. For this reason, it is necessary to determine the causes of loneliness in a solid way and to
find ways to deal with it. Creating a supportive environment for working together such as invitations,
ceremonies, celebrations, joint tasks and shared activities outside of work that increase sincere
interpersonal relations in the workplace, uniting employees around the goals of the organization,
creating shared values and goals will ensure individuals to have quality and satistying relationships at

work and in this way, it will prevent loneliness.

It will be effective to provide trainings such as conflict resolution and communication skills to
improve the relations between employees and increase interaction, which will enable individuals who
experience loneliness in work life to express their feelings more easily. In addition, applying practices
to increase the motivation of the employees will protect the resistance against the difficulties in the
workplace and make it difficult to catch the feeling of loneliness. Therefore, recommendations can

be made to organizations for the effective use of motivational tools.

Workplace friendship is an institutional value that connects employees to each other and to the
organization, reduces stress levels, increases communication, enables tasks to be fulfilled more
efficiently and helps organizational change process. For this reason, organizations should implement
supportive practices towards establishing companionship and friendship in the workplace. The social
support that the employee receives from the management and his/her colleagues improves the sense
of trust and belonging within the organization however, an employee who does not receive sufficient
social support becomes anxious and may experience loneliness. Because of all these, social support,
which is considered as an opportunity to help relationships of different quality and strength, should

be integrated with work life and used a lot in order to cope with loneliness in work life.

As a suggestion for future studies; it can be re-studied in the future with a larger sample size and using
different scales. In addition, the concepts that are the subject of the research can be examined by
associating them with other organizational behavior and management issues. Sectoral comparisons
can be considered in future research on variables. Similar and different aspects can be compared
with the results of this research carried out in the public sector by conducting a similar study in the

private sector.

522



Does Power Distance at Work Make Employees Lonely?

Author Contribution

CONTRUBUTION RATE EXPLANATION CONTRIBUTORS
. . . Gozde BATMAZ YILDIZ
Idea or Notion Form the research idea or hypothesis Ayla Zehra ONCER
Literature Review Review the literature required for the study Gozde BATMAZ YILDIZ
. Lo Gozde BATMAZ YILDIZ
Research Design Designing method, scale, and pattern for the study Ayla Zehra ONCER
Data Collecting and Processing Collecting, organizing, and reporting data Gozde BATMAZ YILDIZ
Discussion and Interpretation Taking responsibility in evaluating and finalizing the | Gozde BATMAZ YILDIZ
P findings Ayla Zehra ONCER

Conflict of Interest
No conflict of interest was reported by the authors.
Financial Support

The author(s) has not received any financial support for this study.

References

Akytirek, S. (2001). Tiirk silahli kuvvetlerinde giic mesafesi ve iletisime etkisi. Yayimlanmamus Yitksek Lisans Tezi.
Ankara: Baskent Universitesi Sosyal Bilimler Enstitiisii.

Asunakutlu, T. (2002). Orgiitsel giivenin olusturulmasina iliskin unsurlar ve bir degerlendirme. Mugla
Universitesi Sosyal Bilimler Enstitiisii Dergisi, 9, 1-13.

Baltacy, A. (2011). Kirklareli sanayisinin gelisiminde sosyo-kiiltiirel faktorler. Istranca Panelleri I-1I 2010 Yilinda
Kirklarelinde Sanayi ve Saglanan Tesvikler Bildiriler Kitab: iginde (s. 76-85). Kirklareli: Kirklareli
Universitesi Iktisadi ve Idari Bilimler Fakiiltesi Yayinlar1.

Basim, N. (2000). Belirsizlikten ka¢inma ve gii¢ mesafesi kiiltiirel boyutlar1 baglaminda asker yoneticiler tizerine
gorgil bir arastirma. Kara Harp Okulu Bilim Dergisi, 2, 33-53. doi: 0.1501/SBFder_000.000.2243
Bayrak, S. (2000). Yonetimde bir ihmal konusu olarak gii¢ ve gii¢ yonetimi - I-. Siileyman Demirel Universitesi

Iktisadi ve Idari Bilimler Fakiiltesi Dergisi, 5(2), 21-34.

Berman, E., West, ]. & Richter, M. (2002). Workplace relations: Friendship patterns and consequences (according
to managers). Public Administration Review, 62(2), 217-230. doi: 10.1111/0033-3352.00172

Cook, K.S., Cheshire, C. & Gerbasi, A. (2006). Power, dependence and social exchange. California: Stanford
University Department of Sociology.

Celik, M. (2007). Orgiit kiiltiirii ve drgiitsel vatandaslk davramsi: Bir uygulama. Yayimlanmamis Doktora Tezi.
Erzurum: Atatiirk Universitesi Sosyal Bilimler Enstitiisii.

Cetin, A. & Alacalar, A. (2016). I yasaminda yalnizlig1 yordamada kisilik 6zellikleri ile algilanan sosyal ve érgiitsel
destegin rolil. Uluslararas: Yonetim Iktisat ve Isletme Dergisi, 12(27), 193-216. doi: 10.17130/10.17130/
ijmeb.2016.12.27.968

Demir, K. (2003). Orgiitlerde iletisim yonetimi. C. Elma ve K. Demir (Eds.). Yonetimde ¢agdas yaklasgimlar:
Uygulamalar ve sorunlar iginde (s.135-161). Ankara: An1 Yayincilik.

Demirbas, B. & Hasit, G. (2016). Is yerinde yalnizlik ve isten ayrilma niyetine etkisi: Akademisyenler {izerine bir
uygulama. Anadolu Universitesi Sosyal Bilimler Dergisi, 16(1), 137-158.

523



Gozde BATMAZ YILDIZ « Ayla Zehra ONCER

Deniz, A. (2013). Okullarda gii¢ mesafesi ve orgiitsel baghlik arasmdaki iliski. Yayimlanmamis Yiiksek Lisans
Tezi. Balikesir: Balikesir Universitesi Sosyal Bilimler Enstitiisii.

Dikili, A. (2014). Orgiitlerde gii¢ kavrami: Elestirel yonetim galigmalari ile kaynak bagimliligi yaklagiminin
bakislarina dair kargilastirmali bir analiz. Yonetim Bilimleri Dergisi, 12(23), 141-164.

Dogan, T., Cetin, B. & Sungur, M. Z. (2009). Is yasaminda yalnizlik dlgegi tiirkge formunun gegerlilik ve
gtivenilirlik ¢alismasi. Anadolu Psikiyatri Dergisi, 10, 271-277.

Eginli, A. T. & Cakur, S. Y. (2011). Toplum kiiltiiriniin kurum kiiltiiriine yansimasi. Sosyal ve Beseri Bilimler
Dergisi, 3(2), 37-50.

Ertiirk, E. (2014). Sosyal miibadele teorisi baglaminda giic mesafesi ve orgiitsel adalet algilamarinin Grgiitsel
vatandaghk davranis: iizerindeki etkisi. Yayimlanmamig doktora tezi. Konya: Selcuk Universitesi Sosyal
Bilimler Enstitiisii.

Green, R,, Richardson, L., Deborah S., Lago, T. & Schatten-Jones, E. C. (2001). Network correlates of social and
emotional loneliness in young and older adults. The Sociaty For Personality And Social Psychology, 27(3),
281-288. doi: 10.1177/014.616.7201273002

Grimes, A. J. (1978). Authority, power, influence and social control: A theoretical synthesis. Academy of
Management Review, 3(4), 724-735. doi: 10.2307/257928

Guimiistekin, G. E. & Emet, C. (2007). Giiglendirme algilarinda degisimin 6rgiitsel kiiltiir ve orgiitsel baglilik
tizerine etkileri. Dumlupinar Universitesi Sosyal Bilimler Dergisi, 17(17), 90-116.

Giirbiiz, S. & Bingol, D. (2007). Cesitli orgiit yoneticilerinin gii¢ mesafesi, belirsizlikten ka¢inma, eril-disil ve
bireyci-topluluk¢u kiiltiir boyutlarina yonelik egilimleri tizerine gorgiil bir arastirma. Savunma Bilimleri
Dergisi, 6(2), 68-87.

Hofstede, G., Hofstede, G. J. & Minkov, M. (2010). Cultures and organizations: Software of the mind. London:
McGraw Hill.

Jahangirov, N. (2012). Kiiltiirel bir degisken olarak gii¢ mesafesi ve cam tavan engeli arasindaki iliskiler iizerine
ampirik bir arastirma. Yayimlanmamug Yiiksek Lisans Tezi. Ankara: Gazi Universitesi Egitim Bilimleri
Enstitiisti.

Kaplan, M. S. (2011). Ogretmenlerin is yerinde yalmzlik duygularinin okullardaki érgiitsel giiven diizeyi ve bazi
degiskenler agisindan incelenmesi. Yayimlanmamis Yiiksek Lisans Tezi. Konya: Selcuk Universitesi
Egitim Bilimleri Enstitiisi.

Karaduman, M. (2013). Is yasaminda yalmzlhik algisimin orgiitsel vatandashk davramst iliskisi ve dgretmenler
iizerinde bir uygulama. Yayimlanmamus Yitksek Lisans Tezi. Bursa: Uludag Universitesi Sosyal Bilimler
Enstitiisti.

Karakurt, A. (2012). Ogretmenlerin is yerinde yalmzhk diizeyinin drgiitsel destek ve bazi degiskenler agisindan
incelenmesi. Yayimlanmamis Yiiksek Lisans Tezi. Konya: Necmettin Erbakan Universitesi Egitim
Bilimleri Enstitiisii.

Kogel, T. (2015). [sletme yineticiligi. Istanbul: Beta Basim Yayin.

Krause, D. E. & Kearney, E. (2006). The use of power bases in different context: Arguments for a context-specific
perspective. Chester A. Schriesheim & Linda L. Neider (Eds). Power and influence in organizations: New
empirical and theoretical perspectives iginde (s. 59-86). Hartford: Information Age Publishing, Inc.

Lam, L.W. & Lau, D.C. (2012). Feeling lonely at work: Investigating the consequences of unsatisfactory workplace
relationships. The International Journal of Human Resource Management, 23(20), 4265 — 4282. doi:
10.1080/09585.192.2012.665070

524



Does Power Distance at Work Make Employees Lonely?

Macit, G. (2010). Iletisim tarzlari iizerinde kiiltiirel degerlerin etkisi: Mehmet Akif Ersoy Universitesi dgrencileri
iizerinde bir aragtirma. Yayimlanmamig Yiiksek Lisans Tezi. Isparta: Siileyman Demirel Universitesi
Sosyal Bilimler Enstitiisii.

Mercan, N., Demirci, K., Ozler, D. E. & Ovyur, E. (2015). 1§ yagaminda yalnizlik, duygusal zeka ve psikolojik
sermaye arasindaki iliskiler {izerine bir arastirma. Manas Sosyal Arastirmalar Dergisi, 4(5), 197-211.

Mercan, N., Oyur, E., Alamur, B., Giil, S. & Bengiil, S. (2012). Isyeri yalnizlig1 ve sosyal fobi arasindaki iliskiye
yonelik bir aragtirma. Organizasyon ve Yonetim Bilimleri Dergisi, 4(1), 213 — 226.

Nartgiin, $. S. & Demirer, S. (2012). Ogretmenlerin orgiitsel sessizlik ile is yasaminda yalnizlik diizeylerine
iliskin goriisleri. Bayburt Egitim Fakiiltesi Dergisi, 7(2), 139-156.

Ozatca, A. (2009). Ergenlerde sosyal ve duygusal yalmzligin yordayicisi olarak aile islevieri. Yayimlanmamus
Yiiksek Lisans Tezi. Adana: Cukurova Universitesi Sosyal Bilimler Enstitiisii.

Ozgelik, H. & Barsade, S. (2011). Work loneliness and employee performance. Academy of Management Annual
Meeting Proceedings, 11(1), 1-6. doi: 10.5465/AMBPP.2011.658.69714

Perlman, D. & Peplau, L. A. (1984). Loneliness research: A survey of emprical findings. L. A. Peplau & S.
Goldston (Ed.). Preventing the harmful consequences of severe and persistent loneliness iginde (s. 13-46).
U.S. Government Printing Office.

Pfeffer, J. (1992). Managing with power: Politics and influence in organizations. Boston: Harvard Business Press.

Robbins, S. P. & Judge, T. A. (2013). Orgiitsel davranis (Gev: Inci Erdem). Ankara: Nobel Akademik Yayincilik.

Sargut, A. S. (2010). Kiiltiirler aras: farklilasma ve yonetim. Ankara: Imge Kitabevi.

Schweiger, D.M. & Denisi, A.S. (1991). Communication with employees following a merger: A Longitudinal
field experiment. Academy of Management Journal, 34, 110-135. doi: 10.2307/256304

Sepetgi, T. (2012). Toplum kiiltiiriiniin uygulanan halkla iliskiler modellerine etkisi: Tiirkiyedeki devlet ve
vakif iiniversiteleri izerine bir arastirma. Journal of Yasar University, 28(7), 4722-4748. d0i:10.19168/
jyu.52330

Sezen, G. (2014). Ogretmenlerin isle biitiinlesme ve is yasaminda yalnizlik diizeyleri arasindaki iliskinin incelenmesi.
Yayimlanmamis Yiiksek Lisans Tezi. Sakarya: Sakarya Universitesi Egitim Bilimleri Enstitiisii.

Sahin, S. (2012). Turist rehberlerinin kiiltiirlerarast iletisim yeterlilikleri: Alman, fngiliz ve Rus turistlerin
algilamalari. Yayimlanmamig Doktora Tezi. Balikesir: Balikesir Universitesi Sosyal Bilimler Enstitiisil.

Sigsman, M. & Turan, S. (2004). Baz1 orgiitsel degiskenler agisindan ¢alisanlarin is doyumu ve sosyal-duygusal
yalnizlik diizeyleri: MEB sube miidiir adaylar1 tizerinde bir arastirma. Osmangazi Universitesi Sosyal
Bilimler Dergisi, 5(1), 117-128.

Terzi, A. R. (2000). Orgiit kiiltiirii. Ankara: Pegem Yayincilik.

Terzi, A. R. (2004). Universite 6grencilerinin gii¢ mesafesi ve belirsizlikten kaginma algilar: iizerine bir aragtirma.
Afyon Kocatepe Universitesi Sosyal Bilimler Dergisi, 6(2), 65-76.

Tjosvold, D. (1990). Power in cooperative and competitive organizational context. Journal of Social Psychology,
130(2), 249-258. doi: 10.1080/00224.545.1990.9924575

Turan, S., Durceylan, B. & Sisman, M. (2005). Universite yoneticilerinin benimsedikleri idari ve kiiltiirel
degerler. Manas Universitesi Sosyal Bilimler Dergisi, 13, 181-202.

Turner, J. C. (2005). Explaining the nature of power: A three-process theory. European Journal of Social
Psychology, 35(1), 1-22. doi: 10.1002/ejsp.244

Varoglu, A. K., Basim, H. & Ercil, Y. (2000). Bilimsel aragtirma yontemlerine farkli bir bakis: Analitik diistince-
biitiinlesik diisiince modellemeleri ile belirsizlikten kaginma ve giic mesafesi aragtirmasi. 8. Ulusal
Yonetim ve Organizasyon Kongresi Bildiri Kitabi icinde (s. 421-44). Kayseri: Erciyes Universitesi.

525



Gozde BATMAZ YILDIZ « Ayla Zehra ONCER

Walumbwa, E O. (2006). Power and politics in organizations: Implictions for OD professional practice. Human
Resource Development International, 2(3), 205 - 216. doi: 10.1080/136.788.69900000023

Weber, M. (2006). Biirokrasi ve otorite. (Cev. H. B. Akin). Ankara: Adres Yayinlar1 (orijinal baski tarihi 1947).

Weiss, R. S. (1973). Loneliness: The experience of emotional and social isolation. Cambridge: The MIT Press.

Wright, S. L. (2005). Loneliness in the workplace. Yayimlanmamis Doktora Tezi. University of Canterbury, New
Zealand.

Wright, S. L., Burt, C. D. B. & Strongman, K. T. (2006). Loneliness in the workplace: Definition and scale
development. New Zealand Journal of Psychology, 35(2), 59-68.

Yaman, E. & Irmak, Y. (2010). Yoneticiler ve gretmenler arasindaki giic mesafesi. Mustafa Kemal Universitesi
Sosyal Bilimler Enstitiisti Dergisi, 7(13), 164-172.

Yasar, R. (2007). Yalnizlik. Firat Universitesi Sosyal Bilimler Dergisi,17(1), 237-260.

Yayik, E. (2017). Gii¢ mesafesinin sosyal sermaye iizerine etkisi: Tekstil sektoriinde bir arastirma. Yayimlanmamisg
Yiiksek Lisans Tezi. Malatya: Inénii Universitesi Sosyal Bilimler Enstitiisii.

Yesil, S. (2012). Tirkiye'nin ulusal kiiltiirel 6zellikleri ve yenilikgilik potansiyeli arasindaki iligki agisindan bir
degerlendirme. Mustafa Kemal Universitesi Sosyal Bilimler Enstitiisii Dergisi, 9(17), 33-62.

Yilmaz, E. & Aslan, H. (2013). Ogretmenlerin is yerindeki yalnizliklar1 ve yasam doyumlar1 arasindaki iligkinin
incelenmesi. Pegem Egitim ve Ogretim Dergisi, 3(3), 59-69.

Resume

Gozde Batmaz Yildiz (Res. Assist.), is a research assistant at Faculty of Economics and Administrative Sciences,
Bolu Abant Izzet Baysal University. She holds a Master’s degree in Human Resources Management from
Marmara University. Her research interests focus on the areas of human resources management, organizational
behavior, strategic management.

Ayla Zehra Oncer (Prof. Dr.), is Professor of Human Resources Management at Faculty of Business
Administration, Marmara University. She holds a Ph.D. in Management and Organization from Marmara
University. Her research interests in the areas of management and organization, human resources management,
organizational behaviour and science of strategy.

526



Journal of Research in Business : 8 (2), 527-548 December * Dezember * Aralik: 2023 + ISSN: 2630-6255
DOI: 10.54452/jrb.1325116

RESEARCH ARTICLE * FORSCHUNGSARTIKEL * ARASTIRMA MAKALESI

FINANCIAL COMPETITIVENESS OF COMPANIES OPERATING
IN THE AIR TRANSPORTATION SECTOR IN BORSA ISTANBUL

BORSA ISTANBUL DA HAVA TASIMACILIGI SEKTORUNDE
FAALIYET GOSTEREN SIRKETLERIN FINANSAL REKABET GUCU

Hakan ALTIN"

Oz

Bu ¢aligmanin temel amaci, Borsa Istanbulda hava tagimaciligi sektdriinde faaliyet gosteren sirketlerin
finansal rekabet gii¢lerinin degerlendirilmesidir. Borsa Istanbulda hava tagimacilig1 sektériinde faaliyet
gosteren ¢ sirket vardir. Bu sirketlerin, finansal rekabet giiglerinin belirlenmesi hususunda genel
kabul gdrmiis finansal oranlar kullanilmigtir. Uger aylik bilango doénemlerinin kullanildigi ¢aligmada
incelenen dénem 06/2019 ve 03/2023 yillar: arasidir. Dénem sayist on altidir. Buna kargilik, her bir
sirketin zarar agikladig1 bilango dénemleri analiz diginda birakilmistir. Calismanin uygulama siireci tig
asamadan olugsmaktadur. Birincisi, sirketlerin finansal rekabet gii¢lerinin belirlenmesi i¢cin OCRA ydntemi
kullanilmugtur. Tkincisi, elde edilen bulgular ARAS yéntemi ile karsilagtirilmistir. Son olarak, iki yontemden
elde edilen sonuglarin istatistiksel olarak anlamliligi spearman sira korelasyonu ile test edilmistir.
Agirliklandirma siirecinde her bir kriterin hem standart sapmasini hem de diger kriterlerle iliskisini temel
alan CRITIC yontem kullanilmigtir. Caliymanin sonuglar1 havayolu sirketlerinin likiditesi, yonetimsel
tutumlari, karlilik ve piyasa degerleri hakkinda 6nemli bilgiler saglar. Bu bilgiler, yatirim kararlarin
vermelerine yardimci olabilecek tiim piyasa katilimcilarin ilgilendirir.
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Abstract

The main objective of this study is to evaluate the financial competitiveness of companies operating in the
air transportation sector in Borsa, Istanbul. Three companies are operating in the air transportation sector
in Borsa Istanbul. Generally accepted financial ratios were used to determine the financial competitiveness
of these companies. The period analyzed in the study using quarterly balance sheet periods is between
06/2019 and 03/2023. The number of periods is sixteen. On the other hand, balance sheet periods in which
each company announced a loss were excluded from the analysis. The implementation process of the study
consists of three stages. First, the OCRA method is used to determine the financial competitiveness of
companies. Second, the findings obtained are compared with the ARAS method. Finally, the statistical
significance of the results obtained from the two methods is tested with Spearman rank correlation. The
CRITIC method, which is based on the standard deviation of each criterion and its relationship with other
criteria, was used in the weighting process. The study results provide important information about airlines’
liquidity, managerial behavior, profitability and market capitalization. This information interests all market
participants who can help them make investment decisions.

Keywords: Borsa Istanbul, Air Transportation, Financial Competitiveness, OCRA, ARAS

JEL Classification: G11, C02, C44

1. Introduction

Airline is one way to transport people and goods or services from one place to another for various
purposes Baltaci et al. (2015, p. 89). Increasing demand for air transportation over time contributes
to the economy’s growth. Empirical results show that air transport, urbanization process and social
globalization have positive and significant effects on economic growth Balsalobre-Lorente et al.
(2021, p. 503). However, there are mixed results about the direction of the relationship. This is because
the aviation industry creates worldwide passenger and cargo transportation by facilitating access
to markets, employment, resources, labor, knowledge and technology that can lead to economic
growth. In contrast, economic success creates demand for air transport in passenger and freight
markets Zhang & Graham (2020, p. 507).

Yao & Yang (2012) show that air transportation positively correlates with economic growth,
industrial structure, population density and openness. According to Hakim & Merkert (2016),
economic growth and aviation activities have a unidirectional causality relationship. Baker et al.
(2015) found a short and long-term bidirectional causality between regional aviation and economic
growth. Nguyen (2023) confirms a bidirectional causality between air transportation (passenger and
cargo) and economic growth. Chi & Baek (2013) find that market shocks have little impact on air
transportation demand. Marazzo et al. (2010) found a long-run co-integrated relationship between
air transport demand and economic growth. Adedoyin et al. (2020) state that the air transport
industry, seen as the key to economic recovery and a critical factor in developing the tourism sector,
makes significant direct and indirect contributions to national income. Ishutkina & Hansman (2008)
argue that the general trend in air transport services and economic development is a correlation
between air travel and economic growth. However, each economy’s growth rates and mechanisms
behind the interaction differ. Profillidis & Botzoris (2015) argue that there is a correlation between
air passenger transportation and economic activity and that air passenger transportation activity
affects growth rates. Njoya & Nikitas (2020) explain that air transportation significantly impacts

528



Financial Competitiveness of Companies Operating in the Air Transportation Sector in Borsa Istanbul

output, income and employment. Wong et al. (2022) argue that air transport increases regional
development and positively impacts economic growth. Gudmundsson et al. (2021) show that the
strength of economic shocks from various causes affects the linear growth of passenger and freight
traffic and the industry’s recovery over time in a predictable temporary manner. According to Law
et al. (2022), developing civil air transport connectivity contributes to a country’s economic growth
by creating jobs, promoting trade and stimulating tourism. As a result, air transport is considered
one of the most popular and rapidly growing sectors, offering a wide range of services and societal
benefits Abdi & Camara-Turull (2020). In contrast, airlines have experienced large fluctuations and
extreme variations in their financial and operational performance, where inappropriate financial and
operational management decisions can lead to high-risk situations by affecting internal costs and, if
not properly addressed, can result in bankruptcy declaration or airline closure Pineda et al. (2018).
This negatively affects all market participants.

Research has confirmed the impact of aviation on economic growth. According to a study by the
International Air Transport Association (IATA), the aviation industry contributes $2.7 trillion to
the global economy annually. This contribution is made through employment, tax revenue, and
economic activities. In Turkey, the aviation industry is also an important driver of economic growth.
According to statistics published by the Turkish Civil Aviation Authority (SHGM), the employment
size of the aviation industry in Turkey reached 2.5 million people in 2022. This employment is
created directly and indirectly. The aviation industry contributes approximately $20 billion to the
Turkish economy annually.

There are 10 companies operating in the Transportation Sector on the Istanbul Stock Exchange. Of
these, three companies operate in the air transportation sector. These three companies operate under
high competition and cost pressure, both domestically and internationally. The determination of the
financial performance of these companies is valuable in terms of having a strong financial structure,
providing a competitive advantage, and being attractive to investors.

The main objective of this study is to assess the financial competitiveness of companies operating in
the air transportation sector in Borsa, Istanbul. For this purpose, the Operational Competitiveness
Ratings Analysis (OCRA) method was first used. Then, the findings are compared with the Additive
Ratio Assessment (ARAS) method. The originality of the study is revealed in two ways. The first is
the proposal of the OCRA method in evaluating the overall performance of companies. The second
is the solution to the problem of which multi-criteria decision-making method should be selected.

2. Literature Review

This section of the study summarizes the studies examining the financial performance of airline
companies. When Table 1 is examined, it is seen that although multi-criteria decision-making
methods are used in a wide range of areas, they are limited in comparing the financial performance of
airline companies. In addition, it is understood that only one study has compared different methods

of measuring financial performance.
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The common point of these studies can be summarized as evaluating the financial health and

soundness of companies, having information about the competitive strength of the company, and

making it easier for managers to make investment decisions. In this context, financial performance

provides important information on the company’s cash flow, profitability, and market value. In

Table 1, other studies that responded to the purpose of the study are written in bold.

Table 1: Financial Performance of Airline Companies

Authors Periods  Methods Purpose of the study Results

Behn & Riley (1999) 1988-1996 Regression model To examine whether Nonfinancial data
nonfinancial performance  positively affect financial
information is a useful performance.
indicator of financial
performance in the airline
industry.

Feng & Wang (2000) Case study GRA, TOPSIS Establishing a performance ~The empirical result shows
evaluation process for that airline performance
airlines based on financial ~ evaluation is more
ratios. comprehensive if financial

ratios are considered.

Riley Jr (2003) 1988-1999 Panel data regression  To examine the relationship The findings suggest that
between nonfinancial accounting earnings,
performance variables, changes in abnormal
traditional accounting earnings and nonfinancial
variables and other performance variables
financial statement are significantly related to
information in the airline  stock returns.
industry.

Flouris & Walker (2005) 1996-2003 Regression model September 11, 2001, Airline performance
terrorist attacks and the depends on lower
stock and accounting operating costs, consumer
performance of three major confidence, product
airlines in the United States. offering, organizational

structure, workforce and
operational processes,

Wang (2008) 2001-2005 Fuzzy TOPSIS  To analyze the financial performance The financial performance

of three domestic airlines in Taiwan. ~ of these airlines can be easily
evaluated with the Fuzzy
TOPSIS method, whether
the number of alternatives is
high or not.

Guzhva (2008) 1974-2005 Regression model September 11 terrorist attack on The analysis shows that not

the performance of the US airline all airlines have been equally
industry. affected by the terrorist act,

and investors are pricing
quite rationally.
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Wang & Kao Case study
(2009)

Mahesh & Prasad  2005-2010
(2012)

Lin (2012) Case study
Asatryan & Case study
Brezinova (2014)
Mellat-Parastet ~ 1998-2009

al. (2015)

Teker et al. (2016) 2011-2014

Hakim & Merkert (2016) 1973-2014

Chen et al. (2017)

Yang &
(2017)

1994-2011

Baasandorj 2006-2015

Fuzzy
multi-criteria
group decision-
making

Paired sample
t-test

It evaluates the financial
performance of three domestic
airlines in Taiwan.

It analyzes the profitability, leverage,
liquidity and financial performance

efficiency of Indian Airline
Companies in the post-merger and
post-acquisition period.

Data envelopment
analysis

It is an examination of the financial
performance of several major

international airlines from North
America, Europe, Latin America,
Asia and the Middle East.

Regression model

To examine the extent to which
corporate social responsibility (CSR)
initiatives are related to the financial

performance of airline companies.

Panel data
regression

To examine the relationship between
service quality and profitability in

the airline industry.

Harmonic index

It analyzes the financial performance

of the top 20 airlines in the world.

Pedroni/Johansen
cointegration,
Granger, Wald

Panel regression

Panel regression

To examine the causal
relationship between air
transportation and economic
growth in the South Asian
context.

It is being investigated
whether state ownership

has significantly affected

the performance of publicly
listed Chinese airlines.

The impact of corporate
social responsibility (CSR)
on the financial performance
of low-cost and full-service
air carriers.

The FMCGDM method is
used to solve the problem
of assessing the financial
performance of airlines.
Overall, Airline M&A in
India does not significantly
affect post-merger financial
performance.

Efficiency measures relate
to strategically focused
spending on operations and
customer service.

The study found a
significant positive
relationship between CSR
initiatives and financial
performance measures.
Specifically, mishandled
baggage and customer
complaints negatively
impact the profitability of
airlines that focus on this
issue more than airlines that
do not.

A harmonic index is
proposed to assess financial
performance.

The results confirm a long-
run unidirectional Granger
causality from GDP to air
passenger traffic and air
transport volumes.

Chinese airlines with mixed
ownership perform worse
than their largely privately
owned or majority state-
owned counterparts.

Air carriers influence their
financial performance
through corporate social
responsibility activities.
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Pineda et al. (2018) Case study

Day1 & Ulusoy (2018) 2008-2014

Pergin & Aldalou (2018) 2012-2016

Kalemba &  Campa 2011-2015
Planas (2019)

Battal (2019) 2013-2018
Park et al. (2019) 1996-2014

Abdi et al. (2020) 2013-2019

Huang (2021) 2016-2019

Analytic network To propose an integrated

process, VIKOR

Minimum

Spanning Tree

Fuzzy AHP
Fuzzy TOPSIS

Panel regression

TOPSIS

model that combines data
mining and multiple criteria
decision-making to extract
critical factors for airline
performance improvement.
The financial performance of
airlines around the world

is to evaluate them in terms
of their performance.
Evaluating the financial
performance of companies
working in the aviation
sector.

The impact of safety on
economic and financial
indicators in the airline
industry.

In Europe

of the financial performance
of the four major airlines

is its measurement.

Panel two-stage least It is an examination of the

squares

Panel data analysis

Malmquist
productivity index
and the conditional
value-at-risk

role of various types of
transportation infrastructure
in OECD and non-OECD
countries using a hybrid
production approach that
combines macroeconomic
growth with transportation
supply and demand.

To examine how
implementing environmental,
social, and governance (ESG)
disclosures affect airlines’
firm value and financial
performance.

It is an investigation of the
financial performance of

twenty-two Asia-Pacific-based

airlines.

This integrated model is a
method that can be used
to evaluate each airline
individually.

The MST approach can make
this assessment.

Fourier distribution confirms
the findings.

A financial analysis model is
proposed.

The results show that safety
has a non-significant impact
on airlines’ profitability, while
safety significantly impacts
airlines’ revenues.

The results show that the
performance scores of airlines
changes over the analysis
period.

The finding shows
maritime transport is more
important in economic
growth than air and land
transport. However, mostly
in developing countries,
air and land transport are
unrelated to or negatively
affect economic growth.
An airlin€’s effort

to improve its ESG
dimensions will lead

to higher market
capitalization and return
on invested funds.

The study’s findings
provide recommendations
for airlines to manage
their capital structures and
increase their financial
stability.
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Fardnia et al. (2021) 1990-2009

Cocis et al. (2021) 2016-2018

Ellibes & Candan 2012-2018
(2021)

Abdi et al. (2022) 2008-2019

Batrancea et al. (2022) 2012-2021

Rahman et al.
(2022)

Kiraci et al.
(2022)

Kuo etal. (2021)  2012-2016, A multilevel quadratic
2013-2017  growth model

Law et al. (2022)  1995-2018 Panel autoregressive
distributed lag

OLS and Poisson
regressions

TOPSIS

Fuzzy Analytical
Hierarchy Process,
GRA

To investigate whether an
airline’s financial factors
are related to the safety
performance of the airline
carrier.

The relationship between
corporate reputation and
financial performance in the
airline industry.

To evaluate the financial
performance of selected

Panel data analysis

2003-2017  Panel data analysis

2028-2020 CRITIC, CODAS

airline companies from
Turkey and the world.

To investigate the impact of
environmental, social, and
governance (ESG) scores
on the value and financial
performance of firms in the
airline industry.

The relationship between
financial performance

and sustainable corporate
reputation in airlines.

The relationship between
negative customer engagement
(NCE) and financial
performance in airlines.
Analyzing the financial
performance of global aircraft
leasing companies.

To examine whether corporate
social responsibility (CSR)
practices increase costs and
affect corporate financial
performance in thirty airline
companies.

It examines the relationship
between air transportation
development, economic growth
and inbound tourism in
Cambodia, Laos, Myanmar and
Vietnam.

There is a mixed
relationship between the
financial factor and the
airline’s safety record.

The rankings of companies
in Fortune magazine and
TOPSIS rankings yield
similar results.

The financial performance
rankings of the firms were
carried out with the Gray
Relational Analysis (GRA)
method.

ESG scores affect firms’
value and financial
performance.

Airline rankings in
Fortune magazine and
VIKOR rankings are
similar.

The results show that the
number of NCE incidents

in airlines affects financial
performance.

The results prove that air charter
companies have been affected by
the Covid-19 pandemic.

The results show that
environmental, social, and
governance-based practices
initially reduce airlines’
Return on assets and then
gradually increase it.

A bidirectional causality

exists between air passenger
traffic and economic growth

in the long run. Inbound
tourism significantly impacts
air transportation demand in
the long run, but there is no
significant relationship between
the two in the short run.
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3. Data and methodology

Three companies are operating in the air transportation sector in Borsa Istanbul. Generally
accepted financial ratios produced by the accounting information system were used to determine
the ability of these companies to continue their activities healthily and to survive. The period
analyzed in the study using quarterly balance sheet periods is between 06/2019 and 03/2023. The
number of periods is sixteen. On the other hand, the balance sheet periods in which each company
announced a loss were excluded from the analysis. Therefore, the dimensions of the decision
matrix, which should be created in the first stage of multi-criteria decision-making methods,
are calculated differently for each company. The implementation process of the study consists
of three stages. First, the OCRA method was used to determine the financial competitiveness of
the companies. Second, the findings obtained are compared with the ARAS method. Finally, the
statistical significance of the results obtained from the two methods is tested with Spearman rank
correlation. The Criteria Importance Through Intercriteria Correlation (CRITIC) method, which
is based on the standard deviation of each criterion and its relationship with other criteria, was
used in the weighting process. The alternatives and criteria used in the study are presented in Table
2 and Table 3.

Table 2: Alternatives

Company Name Code Traded Market
Turkish Airlines Inc. THAO Star Market
Celebi Air Service Inc. CLEBI Star Market
Pegasus Air Transportation Inc. PGSUS Star Market

Table 3: Criteria

Criteria Formula Code Criteria Direction
Price/Earnings (P/E) Price per share / Earnings per share Cl  Max
Market/Book (M/B) Market price per share / Book value per share C2  Max
Current Ratio Current assets / Current liabilities C3 Max
Quick Ratio (Current assets — Inventories) / Current liabilities C4 Max
Times-interest-earned (TIE) Earnings before interest and taxes (EBIT) / Interest charges C5 Max
Profit margin Net Income / Sales C6  Max
Return on total assets (ROA) Net income / Total assets Cc7 Max
Return on common equity (ROE) Net income / Common Equity C8  Max
Inventory turnover Sales / Inventories C9  Max
Days sales outstanding

(DSO) Receivables / (Annual sales / 365) C10 Min
Short-term debt to total debt Short-term debt / Total debt Cll  Min
Total debt to total capital Total debt / Total capital Cl12 Min
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4. Limitations of the Study

The number of periods in which the financial performance of the companies is analyzed is different
depending on the profit status of each company. This situation necessitated matrix operations of
different sizes. Historical (past) data were used in the study. Therefore, the financial competitiveness
of companies is explained in a fixed period. As it is known, financial ratios that change over time
change the performance of companies. This constraint applies to all multi-criteria decision-making
methods that are not based on dynamic relationships. Multi-criteria decision-making methods
consist of a large number of matrix operations. The result matrices of CRITIC and ARAS methods
are included in the calculation process. Finally, in the process of comparing the results of the two
methods used in the study, in the first stage, the correlation relationship between the scores was
examined before any ranking process. Then, after the ranking process, the correlation relationship

between the scores was examined.

5. Operational Competitiveness Ratings Analysis (OCRA)

OCRA, first introduced in the literature by Parkan, (1994) and Parkan, (1996), is a nonparametric

technique used to evaluate alternatives’ performance and efficiency analysis.

The mathematical representation of the method is explained below by Chatterjee & Chakraborty
(2012, p.388):

Step 1: Calculate preference ratings based on nonbeneficial criteria.

In this step, the OCRA method is only interested in the scores of the various alternatives for the input
criteria without considering the scores for the utility criterion. Preference is given to useless or low
values of the input criteria. The overall performance of alternative I with respect to all input criteria

is calculated using the following equation.

- max (x”)[]x’
I = wﬂ (i=L12,...m; j=1..,n; i[Qm) (1)

o= min (x7)

where [, i. is a measure of the relative performance of the alternative and is the performance score

of alternative i. with respect to input criterion xl.j j.

Step 2: Calculate the linear preference rating for the input criteria.

[=1,0min (I)) 2)
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This linear scaling is done to assign a zero rating to the least preferred alternative. / represents the
total degree of preference for alternative i. according to the input criteria.

Step 3: Calculate preference ratings based on useful criteria.

Aggregate performance for alternative i. across all utility or output criteria is measured using the
following expression.

H i : m

— x; [Jmin (x

O =W h—,(nh) (3)
] min (x;")

where h = 1,2, . ... H denotes the number of useful attributes or output criteria and the calibration

constant W, or weight importance of the h. output criterion. The higher the score of an alternative
for an output criterion, the higher the preference for that alternative

Step 4: Calculate the linear degree of preference for the output criteria using the following equation.
0=0 min (0, (4)

Step 5: Overall preference ratings are calculated.

The overall preference rating for each alternative is calculated by scaling the sum (/i +0))  such that
the least preferred alternative receives a zero rating. The overall preference rating (Pi) is calculated
as follows.

P =(1,+0)Omin (1, +0,) (5)

Alternatives are ranked according to the values of the overall preference ranking. The alternative
with the highest overall performance rating is ranked first.

6. Research Findings

6.1. THYAO OCRA

This section of the study presents the OCRA results for Turkish Airlines Inc. The OCRA method has
an implementation process consisting of seven stages. In the first stage, the decision matrix is created.
Table 4 shows the decision matrix. Then, a new normalized matrix is obtained using Equation (1)
and Equation (3). Table 5 shows the calculation of the new normalized decision matrix. Then, a
weighted normalized matrix is obtained using the w, values. In other words, the values of I_, and

O, are obtained in their weighted form. Table 7 shows the calculation of the weighted normalized

536



Financial Competitiveness of Companies Operating in the Air Transportation Sector in Borsa Istanbul

matrix. This calculation is preceded by the determination of the importance weights (degrees) of the
criteria. The results of the application using the CRITIC method are presented in Table 6. It is then
]_i obtained using Equation (1) for the Elinimization-oriented criteria. Table 8 shows the criteria
with a minimization direction. Itis then O, obtained using Equation (3) for the maximizing criteria.
Table 9 shows the maximization-oriented criteria. Then, the minimum value of the series is found
by taking the (7 +0,) sums, which are the Linear Degrees of Preference. Table 10 shows the linear
degrees of preference. In the last stage, OCRA scores are found. For this, the minimum value of the
series is subtracted from its sum (7 4+ 0 . Then, the scores are ranked from largest to smallest. Table
11 shows the OCRA scores.

Table 4: Decision Matrix

Alternatives and Criteria C1 C2 C3 C4 C5 C6 C7 C8 (C9 C10 cC11 C12
Sep.19 10.28 0.49 0.74 0.69 2.37 0.05 0.02 0.07 3534 20.83 0.33 0.78
Dec.19 535 055 0.80 0.75 2.89 0.06 0.03 0.11 43.60 6.32 033 0.83
Sep.21 10.53 040 0.76 0.72 290 0.10 0.03 0.11 2534 50.24 0.34 0.76
Dec.21 515 052 073 0.69 1.77 0.08 0.02 0.09 27.97 46.19 034 0.74
Mar.22 551 050 073 0.69 1.22 0.05 0.01 0.02 10.18 124.44 038 0.74
Jun.22 6.81 0.65 079 0.75 3.83 0.10 0.02 0.08 22.84 61.03 043 0.72
Sep.22 545 079 0.89 085 7.57 0.17 0.07 0.21 39.96 3489 0.40 0.68
Dec.22 501 112 0.88 0.84 440 0.15 0.08 0.26 50.22 21.84 0.39 0.69
Criteria Direction Max Max Max Max Max Max Max Max Max Min Min Min
Minimum Value 501 040 0.73 0.69 1.22 0.05 0.01 0.02 10.18 6.32 033 0.68
Maximum Value 10.53 1.12 0.89 0.85 7.57 0.17 0.08 026 5022 12444 043 0.83

Table 5: New Normalized Decision Matrix
Alternatives and Criteria C1 C2 C3 C4 C5 C6 C7 C8 C9 C10 Cll1 CI12

Sep.19 1.05 0.23 0.02 0.01 094 0.00 243 227 247 0.27 0.27  0.06
Dec.19 0.07 038 0.10 0.09 136 0.31 455 4.27 3.28 0.27 0.27  0.00
Sep.21 1.10 0.00 0.04 0.04 137 124 3.65 4.13 1.49 0.25 025  0.10
Dec.21 0.03 0.30 0.00 0.00 045 0.83 3.18 3.29 1.75 0.24 024 012
Mar.22 0.10 0.25 0.00 0.01 0.00 0.13 0.00 0.00 0.00 0.13 013 013
Jun.22 0.36 0.63 0.08 0.09 2.13 1.I5 3.18 299 1.24 0.00 0.00 0.15
Sep.22 0.09 098 022 024 519 2.74 1127 9.05 2.92 0.07 0.07 022
Dec.22 0.00 180 0.21 0.21 2.61 231 13.74 1139  3.93 0.11 0.11 021

Table 6: Criteria Weights Calculated by Critic Method

Criteria C1 C2 C3 C4 C5 Coé c7 C8 (9 C10 Cl1 C12
W, 0.17 0.06  0.07 0.07 0.06 0.06 0.08 0.08 0.07 0.07 0.15 0.08

According to Table 6, the most important criterion is Price/Earnings (P/E) (C1: 0,17). This criterion
is followed by Short term debt to total debt (C11: 0,15), Total debt to total capital (C12: 0,08), Return
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on total assets (ROA) (C:0.08), Return on common equity (ROE) (C9: 0,08), Current Ratio (C3
:0,07), Quick Ratio (C4:0,07), Inventory turnover (C9: 0,07), Days sales outstanding (DSO) (C10:
0,07), Times-interest-earned (TIE) (C5:0,06), Profit margin (C6: 0,06) and Market/Book (M/B) (C2:
0,06) criteria respectively.

Table 7: Weighted Normalized Matrix
Alternatives and Criteria C1 ~ C2 C3 4 G C6 c7 C8 C9 C10o C11 C12

Sep.19 0.17  0.01 0.00 0.00 0.05 0.00 000 017 016 002 0.04 0.00
Dec.19 0.01  0.02 0.01  0.01 0.08 0.00 000 032 021 0.02 0.04 0.00
Sep.21 0.18  0.00 0.00 0.00 0.08 0.01 0.00 031 0.0 0.02 0.04 001
Dec.21 0.00  0.02 0.00 0.00 0.03 0.01 0.00 025 0.1 002 0.04 001
Mar.22 0.02  0.02 0.00 0.00  0.00 0.00 000 0.00 000 0.01 0.02 001
Jun.22 0.06  0.04 0.01 0.01 0.12  0.01 0.00 023 0.08 0.00 0.00 001
Sep.22 0.01  0.06 0.01  0.02 0.30 0.01 0.01 068 0.9 001 0.01 0.02
Dec.22 0.00 0.11 0.01 0.01 0.15 0.01 0.01 086 0.26 001 0.02 0.02

Table 8: Minimization Directional Criteria

Alternatives and Criteria Iline Min I line I double line
Sep.19 0.28 0.00 0.28
Dec.19 0.24 0.00 0.24
Sep.21 0.19 0.00 0.19
Dec.21 0.15 0.00 0.15
Mar.22 0.10 0.00 0.10
Jun.22 0.07 0.00 0.07
Sep.22 0.06 0.01 0.05
Dec.22 0.03 0.02 0.02

Table 9: Maximization Directional Criteria

Alternatives and Criteria Qi line Min Qi line Q double line
Sep.19 0.42 0.00 0.42
Dec.19 0.45 0.00 0.45
Sep.21 0.59 0.00 0.59
Dec.21 0.30 0.00 0.30
Mar.22 0.04 0.00 0.04
Jun.22 0.46 0.00 0.46
Sep.22 1.10 0.01 1.09
Dec.22 1.16 0.00 1.16

Table 10: Linear Preference Ratings

Alternatives and Criteria I double line + Q double line
Sep.19 0.70
Dec.19 0.69
Sep.21 0.78
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Table 10: Continues

Dec.21 0.45
Mar.22 0.14
Jun.22 0.54
Sep.22 1.14
Dec.22 1.18
Min 0.14

Table 11: OCRA Scores

Alternatives and Criteria Pi Rank
Sep.19 0.562 4
Dec.19 0.547 5
Sep.21 0.641 3
Dec.21 0.314 7
Mar.22 0.000 8
Jun.22 0.396 6
Sep.22 1.004 2
Dec.22 1.040 1

According to the results of the application of the OCRA method to assess the financial competitiveness
of Turkish Airlines Inc., the ranking of the eight periods is presented in Table 11. Accordingly,
the period with the highest financial performance of the company is the December 22 balance
sheet period. December 22 balance sheet period is followed by September 2022, September 2021,
September 2019, December 2019, June 2022, December 2021 and March 2022 balance sheet periods,
respectively.

6.2. THYAO ARAS

In this section of the study, the financial competitiveness of THYAO was calculated according to the
ARAS method. Table 12 shows these calculations.

Table 12: ARAS Scores

Alternatives and Criteria Si Ki Rank
Sep.19 0.101 0.581 5
Dec.19 0.115 0.659 3
Sep.21 0.103 0.592 4
Dec.21 0.086 0.495 7
Mar.22 0.068 0.393 8
Jun.22 0.092 0.528 6
Sep.22 0.127 0.731 2
Dec.22 0.134 0.768 1
Optimal Values 0.174 1.000
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According to the results of the application of the ARAS method to evaluate the financial
competitiveness of Turkish Airlines Inc., the ranking of the eight periods is presented in Table 12.
Accordingly, the period with the highest financial performance of the company is the December
22 balance sheet period. The balance sheet period of December 22 is followed by September 2022,
December 2019, September 2021, September 2019, June 2022, December 2021 and March 2022,

respectively.

6.3. Statistical Significance of OCRA and ARAS Methods for THYAO

In this part of the study, the statistical significance of OCRA and ARAS results for Turkish Airlines

Inc. is analyzed by Spearman Rank Correlation.

Table 13: Spearman Rank Correlation

Correlations
OCRA  ARAS
Spearman’s rho OCRA  Correlation Coefficient 1 .929%%
Sig. (2-tailed) . 0.001
N 8 8
ARAS Correlation Coefficient .929%* 1
Sig. (2-tailed) 0.001
N 8 8

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

According to Table 13, there is a strong positive correlation between the ranking results of the two

methods, statistically significant at the 92.90 percent level.

6.4. CLEBI OCRA

In this section of the study, the financial competitiveness of CLEBI was calculated according to the
OCRA method. Table 14 shows these calculations.

Table 14: CLEBI OCRA

Alternatives and Criteria Pi Rank
Jun.19 0.000 9
Sep.19 0.401 4
Dec.19 0.333 6
Sep.21 0.219 7
Dec.21 0.701 1
Mar.22 0.189 8
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Table 14: Continues

Jun.22 0.345
Sep.22 0.646
Dec.22 0.672

According to the results of the application of the OCRA method to evaluate the financial
competitiveness of Celebi Air Service Inc., the ranking of the nine periods is presented in Table 14.
Accordingly, the period with the highest financial performance of the company is the December 21
balance sheet period. The balance sheet period of December 2021 is followed by the balance sheet
periods of December 2022, September 2022, September 2019, June 2022, December 2019, September
2021, March 2022, and June 2019, respectively.

6.5. CLEBI ARAS

In this section of the study, the financial competitiveness of CLEBI was calculated according to the

ARAS method. Table 15 shows these calculations.

Table 15: CLEBI ARAS

Alternatives and Criteria Si Ki Rank
Jun.19 0.064 0.442 9
Sep.19 0.092 0.636 5
Dec.19 0.098 0.680 4
Sep.21 0.083 0.573 7
Dec.21 0.112 0.775 3
Mar.22 0.073 0.504 8
Jun.22 0.090 0.624 6
Sep.22 0.118 0.817 2
Dec.22 0.128 0.886 1
_Optimal Values 0.144 1.000

According to the results of the application of the ARAS method to assess the financial competitiveness
of Celebi Air Service Inc., the ranking of the nine periods is presented in Table 15. Accordingly, the
period with the highest financial performance of the company is the December 22 balance sheet
period. The balance sheet period of December 2022 is followed by the balance sheet periods of
September 2022, December 2021, December 2019, September 2019, June 2022, September 2021,
March 2022 and June 2019, respectively.

541



Hakan ALTIN

6.6. Statistical Significance of OCRA and ARAS Methods for CLEBI

In this section of the study, the statistical significance of Celebi Air Service Inc. OCRA and ARAS
results are analyzed by Spearman Rank Correlation.

Table 16: Spearman Rank Correlation

Correlations
OCRA  ARAS
Spearman’s rho OCRA Correlation Coefficient 1 .900%*
Sig. (2-tailed) . 0.001
N 9 9
ARAS Correlation Coefficient .900%% 1
Sig. (2-tailed) 0.001
N 9 9

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

Table 16 shows a strong positive correlation between the results of the two methods, statistically
significant at the 90 percent level.

6.7. PGSUS OCRA

In this section of the study, the financial competitiveness of PGSUS was calculated according to the
OCRA method. Table 17 shows these calculations.

Table 17: PGSUS OCRA

Alternatives and Criteria Pi Rank
Jun.19 0.116 3
Sep.19 0.000 5
Dec.19 0.019 4
Sep.22 0.379 2
Dec.22 0.866 1

According to the results of the application of the OCRA method to evaluate the financial
competitiveness of Pegasus Air Transportation Inc., the ranking of the five periods is presented
in Table 17. Accordingly, the period with the highest financial performance of the company is the
December 22 balance sheet period. The December 2022 balance sheet period is followed by the
September 2022, June 2019, December 2019 and September 2019 balance sheet periods, respectively.

6.8. PGSUS ARAS

In this section of the study, the financial competitiveness of PGSUS was calculated according to the
ARAS method. Table 18 shows these calculations.
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Table 18: PGSUS ARAS

Alternatives and Criteria Si Ki Rank
Jun.19 0.130 0.536 5
Sep.19 0.138 0.570 4
Dec.19 0.150 0.622 2
Sep.22 0.148 0.615 3
Dec.22 0.192 0.796 1
Optimal Values 0.242 1.000

According to the results of the application of the ARAS method to evaluate the financial
competitiveness of Pegasus Air Transportation Inc., the ranking of the five periods is presented
in Table 18. Accordingly, the period with the highest financial performance of the company is the
December 22 balance sheet period. December 2022 balance sheet period is followed by December
2019, September 2022, September 2019 and June 2019 balance sheet periods, respectively.

6.9. Statistical Significance of OCRA and ARAS Methods for PGSUS

In this section of the study, the statistical significance of the OCRA and ARAS results of Pegasus Air
Transportation Inc. is analyzed by Spearman Rank Correlation.

Table 19: Spearman Rank Correlation

Correlations
OCRA ARAS
Spearman’s rho OCRA Correlation Coefficient 1 1.000%*

Sig. (2-tailed) .

N 5 5
ARAS Correlation Coefficient ~ 1.000** 1

Sig. (2-tailed) .

N 5 5

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

Table 19 shows a statistically significant positive correlation between the results of the two methods
in absolute terms.

7. Conclusion and Discussion

According to a generally accepted definition, economic growth is “the increase in income generated
in a country compared to the previous year.” Each sector contributes to economic growth at different
levels. The contribution of the aviation sector to economic growth has been a subject of extensive
research. Early research focused on the operational performance of the airline sector. Later, the
correlation between operational performance and financial performance led to new research on

financial performance.
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The performance evaluation of companies operating in the aviation sector is important for several
reasons. First, investors use financial performance to make decisions. Second, creditors are concerned
with the repayment of debt. Third, managers evaluate the performance of the company. Fourth, it
shows the company’s position in the industry. A company with high performance attracts investors.
It provides a competitive advantage. It has a stronger financial structure. This is achieved by making
the right decisions. One way to make the right decision is to use multi-criteria decision-making
methods. Multi-criteria decision-making methods make it easier to make decisions when there are
multiple alternatives and criteria.

The first originality of this study is the proposal of the OCRA method to determine the financial
performance of companies operating in the aviation sector. The second originality is to use the ARAS
method to control the robustness and reliability of the findings. The third originality is the use of the
CRITIC method to determine the importance level of the criteria. In this context, the mathematics
used in the study is easy to understand and comparable. It eliminates the problem of which method
to choose for managers. This result is consistent with the studies of Feng & Wang (2000), Wang
(2008), Wang & Kao (2009), Pineda et al. (2018), Day1 & Ulusoy (2018), Per¢in & Aldalou (2018),
Battal (2019), Cocis et al. (2021), Ellibes & Candan (2021), Batrancea et al. (2022), and Kirac et al.
(2022).

Airline managers need an objective approach to determine the operational and financial performance
of the airline without subjective evaluation. This objective approach is critical in ensuring that the
company continues to operate healthily because an airline company’s business performance and
financial efficiency are realized through correct decision-making.

The main objective of this study is to evaluate the financial competitiveness of companies operating
in the air transportation sector in Borsa, Istanbul. For this purpose, Operational Competitiveness
Ratings Analysis (OCRA) method is first used. Then, the findings are compared with the Additive
Ratio Assessment (ARAS) method. The findings are as follows. First, the OCRA method can be used
for financial performance evaluation purposes. Second, OCRA and ARAS methods give very similar
results. Third, the findings are statistically significant.

In this process, Turkish Airlines Inc. posted a profit in eight of the sixteen balance sheet periods
analyzed, while Celebi Air Service Inc. posted a profit in nine balance sheet periods. This correlation
between the two companies is a signal that the increase in demand in the market has a positive impact
on all stakeholders. However, Pegasus Air Transportation Inc. profited in five balance sheet periods.
It is understood that the unpredictable COVID-19 pandemic is the most important systematic risk
factor of the balance sheet periods in which the companies announced losses.

The results of the study provide important information about airline companies’ liquidity, managerial
behavior, profitability and market capitalization. This information interests all market participants,
which can help them make investment decisions. My suggestion for future research would be the
impact of oil price fluctuations on airline profitability.
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Abstract
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independent variables included inflation, the number of branches, unemployment, and GDP. The results
indicate that an increase in FinTech investments is negatively affected by inflation and the number of
branches. However, the results show that individual internet usage positively influences the amount of
FinTech investment. These findings provide strong empirical evidence that FinTech investments can
enhance profitability levels in the financial and banking sectors. This study emphasizes the impact of
FinTech on the transformation process in the financial sector and provides valuable insights for financial
service providers and policymakers. Such studies are also important in understanding consumer demand
and expectations for financial technologies and will serve as a necessary roadmap.

Keywords: FinTech, Financial Markets, Banking Industry, Banks profitability, FinTech Investments.

Jel Cod: G2, G3, G21, G23, G39

*  Corresponding Author: Dr., Adnan Menderes University, Nazilli Vocational School, nuray.yuzbasioglu@adu.edu.tr,
ORCID: 0000-0001-7409-4263.

To cite this article: Yiizbasioglu, N. (2023). How does the fintech innovation wave affect financial markets, the banking
industry, and customer behavior?, Journal of Research in Business, 8(2), 549-574. DOI: 10.54452/jrb.1350890

Ethics Committee: “There is no requirement of Ethics Committee Approval for this study”

Submitted: 27.08.2023 Revised: 20.10.2023 549
Accepted: 24.10.2023 Published Online: 20.12.2023


https://orcid.org/0000-0001-7409-4263

Nuray YUZBASIOGLU

Oz

Bu ¢aligma FinTech’lerin finansal piyasalar, bankacilik sektorii ve tiiketiciler tizerindeki etkilerinin yani sira
FinTech’in finansal hizmetlerin sunumu ve kullanimindaki roliinii incelemektedir. FinTech yatirimlarinda
o6ne ¢ikan Amerika, Kanada, Brezilya, Almanya, Fransa, Israil, Cin ve Hindistan gibi tilkelerdeki FinTech
yatirim alanlarini konu alan ¢alismada 2012-2022 yillar1 arasinda panel veri yontemi ile sabit etkiler
modeli kullanilmis ve veriler diinya bankasi ve KPMMden elde edilmistir. FinTech yatirimlar1 6deme
yonetimi, sigorta, bilgi teknolojileri, yazilim, finansal hizmetler ve diger kategorilere gore gruplandirilmis
ve aralarindaki iligskiler analiz edilmistir. Bagimli degisken olarak FinTech yatirim tutari, bagimsiz
degisken olarak enflasyon, sube sayisy, igsizlik ve GSYH kullanilmustir. Elde edilen sonuglara gore FinTech
yatirimlarindaki artisin enflasyon ve sube sayisindan olumsuz etkilendigini gostermektedir. Ancak
sonuglar bireysel internet kullanim degiskeninin FinTech yatirim tutarini pozitif yonde etkiledigi sonucu
ortaya ¢ikmustir. Bu bulgular, FinTech yatirimlarinin finans ve bankacilik sektorlerinde karhilik diizeylerini
artirabilecegine dair giiglit ampirik kanitlar sunmaktadir. Bu ¢aligma, FinTech'in finans sektoriindeki
doniisiim siireci tizerindeki etkisini vurgulamakta ve finansal hizmet saglayicilar ve politika yapicilar
i¢in degerli bilgiler sunmaktadir. Bu tiir ¢aligmalar tiiketicilerin finansal teknolojilere yonelik talep ve
beklentilerini anlamak a¢isindan da 6nemlidir ve gerekli bir yol haritas: olacaktir.

Keywords: FinTech, Finansal Piyasalar, Bankacilik Sektorii, Bankalarin karliligi, FinTech Yatirimlari.

Jel Cod: G2, G3, G21, G23, G39

1. Introduction

Technological developments have long played a critical role in the advancements in finance. In
recent years, the spread of information technologies in the banking and finance sector has led to the
rapid development of digital technologies, which has led to the popularization of FinTechs (Begley
& Srinivasan, 2022; Jinger & Mietzner, 2020). The advancement of digital technologies such as
artificial intelligence, blockchain, cloud computing, and big data has made FinTechs stand out in
the global financial markets, which has led to increased investment amounts in FinTechs (Buchak
et al., 2021). The development of FinTech allows financial services to be provided more efficiently,
securely and user-oriented. For example, Al-based algorithms can improve financial analysis and
risk management processes; blockchain technology enables secure and transparent transactions. At
the same time, big data analytics can help understand customer behavior and deliver personalized
services (Hendershott et al., 2021). The increase in the investment amounts of FinTech supports the
financial sector’s digital transformation and improves customer service. This causes financial markets
and the banking sector to change and adapt. FinTechs increase competition by offering alternative
solutions to traditional financial institutions while expanding access to financial services (Cruz-
Garcia et al., 2021). This leads to changes in customer behavior and demands for more innovative
financial products and services.

The main innovation points of this study are to examine how the leading countries (USA et al.)
in FinTech investments affect the determinants of FinTech investment amount, financial markets,
banking sector, and customer behavior, and the link on banks’ profitability levels. In addition, the
trends shaping the future, the relationship between these trends and technology and the banking
sector, and the technologies used (blockchain, big data, data mining, the internet of things, artificial
intelligence, machine learning, and deep learning) are discussed in the study. This study aims to
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understand the changes and developments in the financial sector, reveal the determinants and effects
of FinTech investments, and investigate the effect on banks’ profitability levels. This information can
inform decision-makers about future threats and opportunities as they formulate their strategies.
The study provides a detailed analysis to understand the relationships between financial markets,
the banking sector, and customer behavior (Chishti & Barberis, 2016). This analysis contributes
to understanding how FinTech investments differ on a regional basis and how they affect banks’
profitability levels. Unlike previous studies, this article explores the impact of FinTech investments
on financial markets, the banking sector, and consumer behavior (Buchak et al., 2018; Fuster et
al., 2019; Goldstein et al., 2019; Berg et al., 2020; Lee et al., 2021). FinTechs have an essential role
in financial markets and the banking sector, and there is a strong relationship between these two
areas (Campanella et al., 2017). FinTechs provide an alternative to traditional financial institutions
by offering innovative products and services in financial markets. For example, through investment
platforms, individual investors can participate in financial markets in an easier and more accessible
way. Payment systems and digital wallets make daily financial transactions faster and easier. The
digitalization of financial markets and the rise of FinTechs have allowed the development of faster,
more efficient, and user-friendly financial services (Goldstein et al., 2019). However, issues such as
regulation and security are also important factors affecting the integration of FinTechs with financial
markets. Therefore, the relationship between financial markets and FinTechs is constantly evolving
and changing (Hasan et al., 2020).

The rapid development and gaining importance of the FinTech sector attracts the attention of the
academic community and the business world. FinTech is thought to represent a new era in the
financial services industry and is therefore followed with great interest by researchers, academics and
business people. (Chen, 2016; Anagnostopoulos, 2018; Fuster et all., 2019; Phan et all., 2020; Chen
and Zhang, 2021; Guo et all., 2022). Literature studies on FinTechs are carried out by researchers
from different disciplines. Many studies are carried out in the fields of finance, economy, business,
information technologies, marketing and so on. These studies address FinTechs” business models,
technological innovations, impacts on financial markets, customer behavior and many more (Boot,
et all,, 2021). Literature studies on FinTechs are conducted to understand the size, potential and
effects of the sector, to guide the business world and to guide policy makers (Buchak et al. 2018). In
addition, purposes such as evaluating the risks and opportunities of FinTechs, providing guidance
on regulation and compliance, and making predictions about the future of financial services are also
included in these studies. Literature studies on the interactions of FinTechs in the banking sector
and financial markets are growing rapidly and ensure that the sector is followed intensively by the
academic community and the business world (Buchak et al., 2018; Berg et al., 2020; Boot et al.,
2021). ; Dadoukis et al., 2021; Lee et al., 2021; Wang et al., 2021). These studies help us understand
the impact of FinTech on the financial services industry, predict future trends, and offer insights into
business innovation and competitiveness (Frame & White 2004).

The rapid development and gaining importance of the FinTech sector attract the attention of the
academic community and the business world. FinTech represents a new era in the financial services
industry and is therefore followed with great interest by researchers, academics, and business
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people. (Chen, 2016; Anagnostopoulos, 2018; Fuster et al. 1, 2019; Phan et al. 1., 2020; Chen and
Zhang, 2021; Guo & Shen 2019). Researchers from different disciplines carry out literature studies
on FinTech. Many studies are conducted in finance, economy, business, information technologies,
marketing, etc. These studies address FinTechs’ business models, technological innovations, impacts
on financial markets, customer behavior, and many more (Boot et al., 2021). Literature studies on
FinTech are conducted to understand the sector’s size, potential, and effects, to guide the business
world, and to guide policymakers (Buchak et al., 2018). In addition, purposes such as evaluating
the risks and opportunities of FinTechs, providing guidance on regulation and compliance, and
making predictions of financial services are also included in these studies. Literature studies on the
interactions of FinTech in the banking sector and financial markets are proliferating and ensure that
the sector is followed intensively by the academic community and the business world (Buchak et al.,
2018; Berg et al., 2020; Boot et al,, 2021). ; Dadoukis et al., 2021; Lee et al., 2021; Wang et al., 2021).
These studies help us understand the impact of FinTech on the financial services industry, predict
future trends, and offer insights into business innovation and competitiveness.

Studies conducted to measure the determinants of FinTech investment amount and its effect on the
profitability level of banks were included in the financial literature. These studies generally focus on
analyzing the growth and impact of the FinTech sector. They conducted to understand the growth of
the FinTech sector, analyze its impact and evaluate its effects on the financial system. These studies
aim to understand better the growth dynamics of the financial technology sector and its effects on the
financial services sector. This information can be helpful for decision-makers and stakeholders as they
formulate strategies for the FinTech sector and guide the transformation of the financial system (Begenau
et al., 2018). It can also play an essential role in shaping the strategic decisions of financial institutions
and providing better services to their customers. The digital transformation of financial markets and
the growth of FinTechs are vital factors shaping the future of financial services. Collaboration and
interactions between traditional financial institutions and FinTechs foster innovation and increase
the potential to serve customers better (Bollaert et al., 2021). FinTech solutions enable customers to
perform financial transactions with ease. Improves the customer experience and facilitates access
to financial services. FinTechs provide personalized services to customers using big data analytics
and artificial intelligence technologies (Gomber et al. 1, 2017). They recommend financial products
and services that fit customers’ needs by analyzing customer data. In this way, customer satisfaction
increases, and unique solutions are offered to customers (Al Nawayseh, 2020). The innovative and
user-oriented services provided by FinTech using these technologies can influence customer behavior
and significantly impact financial markets. Therefore, research on the effects of FinTechs on financial
markets and customer relations plays an important role.

In line with the findings of some studies in the literature, the fact that banks accumulate large
amounts of customer information and transaction data reveals that FinTechs have a complementary
effect on traditional banking (Begley & Srinivasan, 2022; He et al., 2021; Jiinger & Mietzner, 2020).
By adopting technological innovations, FinTech can provide a competitive advantage to traditional
financial institutions and provide customers with more modern and user-friendly services (Jiinger &
Mietzner, 2020). By adopting technological innovations, FinTechs can gain a competitive advantage
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over traditional financial institutions and offer more modern and user-friendly services to their
customers. On the other hand, FinTechs can offer financial services as an alternative to traditional
financial institutions and reach a broader customer base. These collaborations and interactions
enable financial services to become more innovative, accessible, and sustainable (Guo et al., 2020).
FinTech solutions such as technological infrastructure, big data analytics, artificial intelligence, and
blockchain enable financial markets to operate more efficiently and improve risk management. In
addition, collaborations between FinTechs and financial institutions can contribute to promoting
sustainable financial services (Tiirkmen et al, 2019). Sustainable investment and financing
models increase the sustainability of financial decisions by considering environmental, social, and
governance (ESG) factors (Romer, 1990). With the digital transformation of bankers and financial
markets and the growth of FinTechs, collaborations and interactions between traditional financial
institutions and FinTech are becoming increasingly important (Cheng & Qu, 2020). Therefore, it
stated that FinTechs have a complementary effect on traditional banking, and banks can cooperate
with FinTechs by taking advantage of significant data sources. These collaborations make financial
services more innovative, efficient, and customer-oriented.

The study will fill the academic gap in the field by examining how FinTechs affect financial markets,
the banking sector, and customer behavior. FinTechs encourage innovation and technological progress
in the sector by using new technologies to deliver financial services (Maier, 2016; Manrai & Manrai,
2007). Innovative technologies such as mobile payments, blockchain technology, artificial intelligence,
and big data make financial transactions faster, safer, and more efficient. They also enable more people
to benefit from the financial system by increasing access to financial services and expanding financial
inclusion. FinTechs such as digital banking, microcredit platforms, and online investment applications
offer new opportunities to those who do not have access to financial services (Gomber et al., 2017)

Numerous studies have examined how emerging technologies have the potential to radically transform
financial services by making transactions cheaper, easier, and more secure (Begenau et al., 2018; Fuster
et al., 2019). FinTechs provide services at a lower cost and more efficient way than traditional banking
transactions. Technologies such as digital payments, automated processes, robotic process automation,
and data analytics enable the automation of operational processes and reduce operating costs (Zhang et
al., 2022). Mobile applications, online banking platforms, and personalized services provide customers
with faster, more accessible, and more cost-effective financial services (Lee et al., 2021).

In the second part of this study, explanations about the concept of FinTech, its development process,
and financial product diversification are given. The third chapter examines the applications of Big
Data and Artificial Intelligence technologies in FinTech. In the fourth chapter, information about
the effects of FinTech initiatives on the banking and finance sector is explained. The fifth chapter
explains the variables used and the research methodology. In the sixth section, the empirical results
are presented. The seventh chapter shares the study’s results, recommendations, limitations, and
future research directions. This sequence of chapters will help us understand the study’s general
structure and content. Specific topics are discussed in each chapter, and analysis and results are
presented.
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2. Institutional Context

2.1. Definitions of FinTech

Although there is no generally accepted definition of FinTech, it can be expressed as using information
technologies in the financial field. Thus, financial services become faster and more accessible, and
innovative business models can be created. Today, the new and vast possibilities offered by the digital
world to its users have increased their importance by keeping financial technologies on the agenda
(Sezal, 2020). The developments in FinTech have eliminated traditional financial services and have
provided financial services to consumers in an easier, faster, safer, and more economical way by using
digital technologies such as data analysis, the internet, and mobile (Gimpel et al., 2018).

The increase in internet and mobile usage has made consumers’ lives easier. Consumers can
efficiently perform their financial transactions thanks to the mobile applications they use(Hou et
al 2016). Consumers previously excluded from the financial system are now included in the system
with the digitalization of the financial sector. The rapid development and growth of technology have
affected every sector, as well as the finance sector. The development and automation of financial
services using technology have increased the speed of information transfer. This has, in turn,
increased the processing speed. Using special software and algorithms, consumers, business owners,
and companies can now perform their financial transactions quickly and reliably with computers
and smartphones (Baber & Billah 2022).

FinTech applications are increasing day by day. FinTech applications are used in many areas, such as
banking, money transfers and payments, fundraising, investment management, asset management
facilitation, education and consulting, and financial literacy. Some prominent FinTech verticals areas
are listed below (T.R. et al. Office, 2021; Demirci, 2021);

o  Peer-to-peer lending (P2P Lending),

o Personal finance management,

o  Payments (Digital payments, e-money companies, cross-border payments),
o Cryptocurrency and Blockchain,

o Digital banking,

e Microinsurance,

«  Crowdfunding,

«  Financial API Economy,

o RegTech (models that digitize regulations),

o FinTech models focused on money markets

There are many types of FinTech startups today. The field of finance covers not only financial activities
but also infrastructure work that optimizes systems. For this reason, data security, cyber security,
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technological search comparison, and technological infrastructure are significant when classifying
financial technologies. (Demird6gen, 2020).

2.2. Development Process of FinTech

The historical development of FinTech can be divided into three periods. The first period lasted from
1866-1967 (FinTech 1.0), the second period was from 1968-2008 (FinTech 2.0), and the third period
continued until 2009-present (FinTech 3.0). In addition to the historical periods of FinTechs, the FinTech
3.5 period is also mentioned together with the developing and growing market economies (Kémiirciioglu
& Akyazi, 2020).

The first period is the transition period from analog applications to digital applications. Up to the First
World War, the foundations of financial infrastructures were laid to enable rapid realization of financial
transactions, financial information, and payments using railways, canals, telegraphs, and transatlantic
telegraph cable. In the FinTech 2.0 era, developments in digitalization technologies have also enabled
digitalization in financial transactions. At the same time, the rapid development of communication
technologies has brought with it the process of globalization. FinTech’s second term comes to an end
with the 2008 economic crisis. The FinTech 3.0 era started, and in parallel with the developments in
technology, financial initiatives called FinTech began to be established with the introduction of Bitcoin
and the launch of cryptocurrencies in 2009. As a result of the development of the functions of the Internet
and smartphones, these initiatives have made it easier for consumers, banks, and companies to use
various financial products and services over the Internet (Arner et al., 2017). In this way, financial and
technological innovations have become much more visible daily (Kavuri & Milne, 2019).

The FinTech sector in the world has reached billions of dollars. FinTech startups are widely used today,
especially in the United States (USA) and England. The global FinTech ecosystem has five main hubs.
These centers are Silicon Valley and New York in the USA, London in Europe, Singapore, and Beijing
in Asia. Apart from these five cities, Shanghai, Boston, Hong Kong, Paris, Chicago, Los Angeles, and
Toronto are essential centers. Asia took the lead (Startup Genome’s Research Report, 2021). Silicon Valley
and London are some emerging markets with Indian and China FinTech startups. China-based FinTech
companies such as Alibaba, Baidu, and Tencent influence every aspect of the global financial system. This
situation causes FinTech companies in China to develop more and more and the Chinese economy to
grow even more. The increase in graduates with engineering and technology degrees in economies such
as China and India has played an essential role in making FinTech an undeniable part of these economies.

FinTech companies completed 2020 with a total investment of 31 billion USD. This value reached 29.8
billion USD by the end of April 2021. In other words, even as of the third quarter of 2021, 93% of the
previous year’s total funding has been reached. In the five years between 2015-2020, an average of 30
billion dollars was invested every year in the global arena in the FinTech field. In 2023, it is estimated that
customer service robots will pay banks 7.3 billion USD, and artificial intelligence applications will bring
1.3 billion USD to the insurance industry. Figure 1 shows the annual global FinTech funding amounts.
(KPMG, 2021).
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Figure 1: Amount of Annual Global FinTech Funding (Billion USD) (Startups.watch)
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Although it is seen that the consumers in Latvia are not aware of FinTech and the innovations and
new financial products offered by FinTechs (Saxonova & Kuzmina Merlino, 2017), it is understood
that these innovations in the FinTech sector have a positive impact on the financial sector (Palmaie
etal., 2019). When the effect of FinTech in risky situations is examined, it has been reported that the
use of financial technologies is much more significant when the risks are high. In such cases, it is
recommended to use FinTechs (Lai & Order, 2017).

The number of FinTech startups is increasing day by day in cities such as San Francisco, London, and
New York, where FinTech applications are robust (Tastan & Uralcan, 2019: 43). The USA ranks first
in the world in the ranking of FinTech venture investments in 2020, followed by the UK. According
to 2020 data, 44 billion dollars of FinTech investment was made from 3,052 transactions.

FinTech investment amounts increased by 14% compared to the previous year, 2019. The largest of
these investments was 22 billion dollars in the USA. It then amounted to $4.1 billion in the UK, $3.3
billion in Indonesia, and $3.6 billion in India. FinTech investments in the European region reached
$39.1 billion in the first half of 2021. England is the first country in Europe. Figure 2 shows the top
five European countries by FinTech investments (Innovate Finance, 2021).
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Figure 2: FinTech Investment in European Countries (KPMP)

556



How Does the Fintech Innovation Wave Affect Financial Markets, the Banking Industry, and Customer Behavior?

Recently, investment companies established by banks and insurance companies worldwide have
preferred to invest in FinTechs, which will contribute to their products and services today and
in the future using the funds they invented. Banks in many countries, especially the USA, invest
significantly in FinTechs. They try to respond to the changing consumer needs and preferences with

the solutions of FinTechs.

One of the critical reflections of FinTech applications in European Union countries is in the field of
crowdfunding. When the crowdfunding data in the European Crowdfunding Network is analyzed, it
is observed that the penetration of FinTech services has contributed significantly to crowdfunding.
Accordingly, there has been a sharp increase in the amount of money collected and the financing of

projects in the last few years (Baber, 2020).

As can be seen in Figure 3, with the funding volumes in European and Middle Eastern countries,
among the top three countries are the United Kingdom with 13.6 billion USD, France with 5.3 billion
USD, and Germany with 5.1 billion USD.
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Figure 3: European and Middle Eastern Countries Funding Volumes in 2020 (USD million) (KPMG)

Globally, FinTech has caught a steady growth trend with new entrepreneurs, investors, and regional
development. FinTech investments are made intensively in the world’s American, Asia Pacific,
Europe, Middle East & Africa FinTech regions. In 2020, American and European FinTech companies
made 29.3 billion dollars in FinTech investments. In 2021, this amount reached 70.0 billion dollars.

Figure 4 (KPMG, 2022) presents Global FinTech Enterprise activities by Region.
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Figure 4: Global FinTech Venture Activity by Region ( PitchBook and SVB Analysis )

Today, FinTech sector investments are made in many areas in both worlds. It is predicted that the
COVID-19 epidemic will continue in 2022. This will continue to be an active driving force for
FinTech investments. Changing conditions have led to the emergence of new financial products
and services and the diversification of products. Venture investments in FinTech, such as the
growth of the financial service network, applications used in digital banking, and alternative
payment channels, are increasing daily. The transaction volumes formed in the FinTech vertical
are given in Figure 5.
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Figure 5: Transaction Volumes, All FinTech Verticals (% change, first six months of 2020 compared to the

same period of the previous year)

***Source: The Global Covid-19 FinTech Market Rapid Assessment Study
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Generally, similar approaches can be seen in the literature regarding FinTech activities. Dorfleitner
(2017) has gathered companies in financial technologies according to their primary fields of activity,
generally underpayments, asset management, finance, and other financial issues (Aktug, 2020).
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Globalization has also led to a change in sectoral needs. Changing conditions have led to the
emergence of new financial products and services and the diversification of products. At this point,
FinTech is a significant starting point for the financial sector. Thanks to the developments in the
FinTech sector, business models for the finance sector are diversified, and new job opportunities are
emerging daily. Financial services have grown and expanded with the different technologies used.

3. Applications of Big Data and Artificial Intelligence in FinTech

Technological innovations provide significant gains such as the production and processing of
information, decision-making processes, and access to new markets (Srivastava & Gopalkrishnan
2015). Individuals have more accessible and faster access to financial services thanks to the new
generation of devices used Therefore, FinTechs are on the way to shaping the future and becoming a
part of social life (Reyes-Mercado & Reyes-Mercado 2021).

The FinTech industry is in rapid progress. Five technologies affect the sector’s development:
Machine Learning and Artificial Intelligence, Application Programming Interfaces, Quantum
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Computing, and Blockchain. FinTech startups aim to provide the best service to their customers
by intensively using innovative products, services, business models, and cutting-edge technologies
(Tastav & Uralcan, 2019). The reasons for the widespread use of FinTech are digitalization, increased
information processing power, eliminating intermediaries, more accessible and faster access to goods

and services, and low transaction costs.

FinTech was first introduced by adapting existing financial systems to today’s technologies. FinTech
fields and practices that transform the process appear in different sectors and industries, such as
training, retail banking transactions, and investment management. Apart from all these points,
FinTech is also frequently used in developing cryptocurrencies. FinTech entrepreneurs contribute
significantly to the faster advancement of financial technologies. Transactions with FinTechs can be

listed as follows:

o Use of mobile payment technologies,

o Implementation of interpersonal money transfers (P2P Lending),
o Customer representation through chatbots,

o  Contactless payment options,

o Increased security features such as fingerprints, face scanning,

«  Managing portfolios with artificial intelligence support,

o Creation of cryptocurrencies and blockchain.

The fact that thousands of transactions are made every day in the banking and finance sector naturally
leads to the formation of a large data pool. Thanks to the created Big data pools, personalization of
the data is ensured, and essential operations such as getting to know and understanding the customer
better, responding to customer requests faster, and developing customer-specific products and
services can be performed (Baker &Dellaert, 2017). Big data provides the opportunity to provide
services focused on customer requests and needs, thus reducing marketing costs. Big data provides
benefits to banks in terms of storing customer information securely, detecting the connection
between the accuracy of customer data and customer behavior, and reducing risks by early detection
and prevention of fraudulent actions (Srivastava & Gopalakrishnan, 2015).

It is observed that the applications of big data in the banking sector are increasing rapidly around the
world. When 60 articles on big data in banking between 2012 and 2020 were examined, it was seen
that big data themes included FinTech, investment, profit, competition, banking crime, and credit
risk analysis (Nobanee et al., 2021).

In 2020, humans created 1.7 MB of data per second. By 2022, 70% of the world’s GDP is predicted to be
digitized (Wu et al., 2022). The banking and financial sector has a large amount of data flow. FinTech
enables making strategic decisions, predicting customer behavior, risk assessment, minimizing risks,

and predicting the future using big data.
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4. The Effects of Banking and FinTech Initiatives on the Finance Sector

The technology and finance sectors are different from each other, not static, and open to dynamic
innovations. Institutions operating in the financial sector have started to provide faster and higher-
quality customer services by merging these two dynamic sectors (Omodero, 2021). Therefore,
integrating the technological infrastructure with the financial markets has enabled faster and more
effective solutions without losing time by eliminating the procedures of complex transactions.

The first application of FinTech in the banking sector is automated ATM services. Thanks to FinTech
initiatives, mobile payment applications and money transfer systems started to be developed.
Developments in FinTech have developed the financial sector, leading to new opportunities (Monika
etal., 2021). Thanks to many applications developed, the products and services offered in the financial
sector have been made less costly. It has reduced the need for banks for many banking activities, such
as money transfers and personal payments. In the future, banks may choose to use digital values
as a medium of exchange to offer their products and services rather than using physical currencies
(Hornuf, et al., 2021). Thanks to the developments in financial technologies, it is predicted that
there will be significant changes in payment systems in the future, and banks and financial services
will change gradually. The payment industry is becoming more robust and innovative today (Sezal,
2020).

FinTech startups radically impact the transformation of banks and financial institutions. FinTech
startups have started to gain a remarkable place in finance, with applications such as machine
learning, API, data-centered marketing, and behavioral analysis developed using new technologies.
The global financial crisis 2008; has enabled the more effective use of FinTech, the restructuring and
development of banks and the financial sector, and the offering of new opportunities to its customers.
Bill Gates emphasized the importance of FinTechs in 1994, saying, “Banking is necessary, not banks”
(Beck, 2001).

The emergence of innovative technologies for a long time has changed the traditional way the
financial sector works. The financial sector has a large volume on a global scale. FinTech startups are
proliferating in Europe and especially in America. Therefore, the share of FinTechs in the market is
increasing daily (Palmié et al., 2020).

Thanks to mobile banking services, bank customers can perform many banking transactions without
any problems, without going to a bank branch. As a result of, the banking applications downloaded to
smartphones, it enables real-time transactions and offers customers meaningful financial solutions
and innovative solution proposals (Kathuo et al., 2015). The most significant advantage of FinTech
startups over the financial sector is that they can focus on unilateral and high-yielding businesses by
using the latest technology available (Huei et al., 2018).

Many deals came to a standstill in early 2020 due to the worldwide pandemic. Institutions and
organizations worldwide had to switch to remote work and make heavy use of online channels. This
has resulted in an increased amount of money spent on cybersecurity. In the year’s second half,
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investors and FinTechs took advantage of this situation. While cyber security investments were 500
million dollars in 2019, they increased to over 2 billion in 2020. In the second half of 2020, $105.3
billion in FinTech investments was made in 2,861 transactions. In the first half of 2020, $33.4 billion
was invested in global payments (PE M&A) and venture capital (Venture et al.) transactions, and a
total of $71.9 billion in FinTech in the second half. In the first half of 2020, digital banks made VC
investments worth $533 million in US-based digital bank Chime, $580 million in Revolut, and $650
million in Sweden-based Klarna. FinTechs reached the highest level of investment since 2018, with
$42.3 billion in VC investment despite the pandemic since 2019. Some innovations encountered in
2020; Contactless banking, e-payment solutions, e-commerce platforms, digital customer service
channels, e-wallet, growing demand for organizations that invest or associate with FinTech startups
to adapt to innovations, mature FinTechs and BigTeks (Tech Giants) offer new opportunities to the
consumer. They turn to mergers and acquisitions to grow and expand geographically to create value
(KPMG, Pulse of FinTech H2°20, 2020).

While the growth and development of FinTech is nothing new, its potential in emerging markets is
clear. FinTech startups took market share from the financial sector and added a different dimension to
the relations between banks and consumers. Customers in the finance sector can efficiently perform
their banking or financial transactions by accessing their accounts from anywhere, anytime, thanks
to mobile media over the Internet (Romanova & Kudinska 2016). Transactions in the financial
sector have become faster and safer, and costs have decreased due to the innovative solutions offered
by FinTech. For this reason, many institutions in the financial sector allocate serious budgets to
financial technologies. Considering that investments in the financial sector will yield results in the
medium and long term, it is evident that there will be significant developments in the next five years
(Omarini, 2018).

Another area where FinTech is used is Islamic finance. The future of Islamic finance, sustainability,
and the contribution of FinTech to sustainable development have been examined in various studies
(Saksonova & Kuzmina-Merlino 2017). Ultimately, FinTech applications have been shown to have a
positive impact on a wide variety of components such as account opening process, digital identity,
anti-money laundering process, electronic ‘know-your-customer’ process, digital payment systems,
innovative artificial intelligence, blockchain-based Islamic financial services, financial inclusion,
government service delivery, sustainable development, and sharia compliance (Atif et al., 2021).

4.1 FinTech Bank Efficiency

Banks are institutions that naturally contain many inputs and outputs and serve as economic
decision units. Banks want the most output with minor input to increase their efficiency (Knight &
Wojcik 2020). Therefore, banks will be able to increase their efficiency and immediately impact their
customers; There are three areas of development: automation (online applications), activation instead
of an application, and faster activation. Using FinTech startups will help these areas be developed
more effectively and efficiently. Thus, banks will be able to increase their efficiency even more. It has
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been observed that the use of FinTechs has increased in the leading banks of Europe and the USA and
the financial services sector in different countries (Romanova & Kudinska, 2016).

In recent years, people’s intense use of the internet has increased the interest and demand for mobile
technologies. Therefore, many banking and financial transactions can be done very quickly thanks to
some applications downloaded to smartphones. (Ntwiga, 2020). While this situation has made the life
of customers in the banking sector easier, it has also increased their expectations for quick solutions.
Therefore, banks started to implement the internet branch and then mobile banking applications in
line with the wishes and expectations of their customers (Buchak et al., 2018).

Banks have closed their low-income branches, reducing costs by using the mobile branch more
effectively (Shen & Guo 2015). Therefore, there has been a decrease in transaction costs, personnel
expenses, and general expenses. Efficiency increases due to these reductions and increases in
processing speed (Dsouza et al., 2022).

4.2. FinTech Bank Profitability

Banks invest heavily in information and communication technologies to continue their activities
effectively, increase profitability, and provide better customer service. Banks that adopt new-
generation banking offer more products quickly with lower costs thanks to FinTech initiatives. New-
generation banks have increased their profit margins thanks to their marketing strategies. (Anand
and Mantrala, 2019).

Banks that keep up their traditional banking activities offer fewer products and services at higher
costs for a longer time. Innovative, low-cost products and services banks offer to their customers
increase their profitability levels (Li et al., 2021). Banks can provide better services to their customers
and increase their turnover by using fewer resources with the help of FinTech applications. Thanks
to FinTech, banks provide innovative solution opportunities by using new-generation applications.
Therefore, banks will increase the average transaction volume of their customers by providing
more services to their customers, thus increasing the product usage volume of the customers. In
terms of banks, this situation will cause them to both gain customers and increase their turnover. In
addition, banks will not have to bear an operational burden by not using capital for these works. It
is anticipated that using FinTech will contribute significantly to increasing banks” profitability and
gaining competitive advantages (Goldstein et al., 2019).

In a study conducted by Okoli (2021), the relationship between financial technology (FinTech) and
bank credit risk measured in terms of Non-Performing Loans to Total Loans (NPL)/total credit was
investigated in BRICS (Brazil, Russia, India, China, and South Africa) countries between 1995 and
2018. As a result, this study showed that macroeconomic and bank-specific factors increase credit
risk. In addition, the study revealed a non-linear relationship between FinTechs and credit risk
(Davydov et al., 2021). Finally, the study pointed out that FinTechs reduce the ratio of NPL (bank
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credit risk) to a certain threshold in BRICS countries. In light of these findings, it is understood that
FinTech significantly affects banks’ profitability (Okoli, 2020).

5. Data and Empirical Methodology

This study, aimed at identifying the determinants of the FinTech investment amount and measuring
the impact of banks on the profitability level, begins with a description of the methodology and data
set, and then the empirical analysis is included. In the empirical analysis, payment management,
insurance, information technologies-software financial services, and others determined by using the
panel data analysis method were grouped according to FinTech investment domains in America,
Canada, Brazil, Germany, France, Israel, China, India, which are the leading FinTech investments on
a regional basis in the year between the years 2012-2022. The dependent and independent variables

in the study and the information on all of them are listed in Table 1.

Table 1: Variables Included in the Study

Dependent Variables Independent Variables Source
Gross Domestic Product Per Capita (GDP) www.worldbank.org
Inflation www.worldbank.org
Unemployment www.worldbank.org
Users who have access to the Internet www.worldbank.org

Number of branches of commercial banks in countries. www.worldbank.org
FinTech Investment Amount www.kpmg.com

Various studies on the FinTech industry use panel data analysis (Li et al., 2017; Fan, 2018; Mention,
2019; Ntwiga, 2020; Wang et al., 2021; Gautam et al., 2022; Dsouza et al., 2022). Using the panel data
analysis method in the FinTech field is a powerful approach to examining the sector’s performance
in a certain period and the factors affecting it. Panel data analysis analyzes data sets with repeated
observations on different units over time. By using panel data analysis in the FinTech sector, it is
possible to identify the factors affecting the performance of FinTech companies in a given period
and evaluate their impact on profitability, growth, or other financial indicators. This analysis
method can be used to examine the factors that affect FinTech investments (for example, regulations,
technology use, and market intensity) and the effects of these factors on the profitability, growth, or
competitiveness of FinTech companies. Panel data analysis includes various statistical techniques,
for example, fixed effects model, random effects model, dynamic panel data models, panel Granger
causality tests, etc. These techniques can be used to obtain statistically reliable results, taking into
account the FinTech industry’s characteristics and the data set’s structural characteristics (Kanga
et al,, 2022). By using the panel data analysis method in the FinTech sector, it is possible to identify
the factors affecting the sector’s performance and to understand the impact of these factors on the
profitability, growth, and competitiveness of FinTech companies (Mohsin et al., 2022).
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In this work, it will be analyzed which model will be used initially. There are a couple of tests that
need to be done for the selection of the model. These tests are the F test, in which the classic model
is tested against the fixed effects model, and the Likelihood Ratio test, in which the classic model
is tested against the random effects model. As a result, the model to be employed using the help of
the F test will be determined. The Stata 15 package program was used to analyze empirical findings.

6. Empirical Results

Summary statistics were obtained for the eight selected countries. China was found to be the country
with the most significant FinTech investments between 2012 and 2022.

Table 2: Summary Statistics N Mean SD Min Max by (rank)

rank N mean sd min max
Brazil 8 496.472 592.284 54.7 1539.688
Canada 8 1317.275 1607.554 90.5 4677.6
China 8 5612.725 5880.587 114.5 18230.7
France 8 1743.575 3421.073 25.6 10088.2
Germany 8 1154.125 698.586 68.1 2057.9
India 8 1789.438 1234.711 165 3587.8
Israel 8 90.325 56.568 17.8 180.2
USA 8 50.988 34.664 14.2 119.9

The classic model was first tested against the fixed effects model with the help of F test in this work.
Because the probability value (0.13) of the F statistic (1.70) is more than 0.10, the null hypothesis
stating that the classic model should be preferred could not be rejected as an outcome of the test. The
Likelihood Ratio test was employed as the study’s second test. The null hypothesis stating that the
classic model should be preferred could not be rejected because the probability value of test statistics
(0.33) is more than (0.859 0.10).

It was decided to exclude the GDP_pc variable from the model because its VIF value is more than 10.
The model has been defined and predicted as follows.

nvestment = By + fypercent_int;; + f,BranchNumber;; + f3Unemployment;; +
JInflation + PsCostincome;; + i (1)

Breush-Pagan and Wooldridge’s tests were performed, respectively, to test whether the model had
varying variance and autocorrelation. Because the probability value (0.000) of the test statistic
(17.6) was less than 0.10 due to the Breusch-Pagan test. As the result of the Breusch-Pagan test,
the probability value (0.000) of the test statistic (17.6) was less than 0.10, and the null hypothesis
representing constant variance was rejected at all traditional significance levels. The null hypothesis
that no first-order autocorrelation in the model could not be rejected at any of the traditional
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significance levels due to the Wooldridge test because the probability value of the test statistic (0.07)
(0.81) was more significant than 0.10. The model was estimated with standard solid errors due to the
variable variance problem, and the estimation results are given in Table 3.

Table 3: The Results of The Classic Model (Selected model)

Investment Coef. St.Err. t-value p-value [95% Conf Interval] Sig
Inflation -318.401 139.574 -2.28 .026 -597.789 -39.013 h
Unemployment 44.542  56.635 435 -68.824 157.908

0.79
Branch number -99.179  56.193 -1.76 .083 -211.661 13.302 *
Cost-Income 53.115 161.39 0.33 743 -269.943 376.173
Internet 2696.422  1267.206 -2.13 .038 -5233.01 -159.833 b
Constant 5480.949 1423.319 3.85 0 2631.867 8330.031 e
Mean dependent var ~ 1531.865 SD dependent var 2919.639
R-squared 0.128 Number of obs 64
F-test 3.614 Prob > F 0.007
Akaike crit. (AIC) 1205.181 Bayesian crit. (BIC) 1218.134

B p<.0L, P p<.05, * p<.]

Hypothesis tests were evaluated only according to the analysis results of all variables included in the
model.

Table 4: Hypothesis Tests, Analysis Results

Hypothesis No Description of Hypothesis Coefficient Significance Level Outcome

The increase in the annual consumer inflation rate has an

_ *%
Hl effect on FinTech investments. 318401 Accepted
0 The increase in the annual unemployment rate has an effect 4454 0.435 Rejected
on FinTech investments.
The i in th f hes h ffe
H3 ! e 1ncr.ease in the number of branches has an effect on 99.179 N Accepted
FinTech investments.
Ha The increase in cost-income ratios has an effect on FinTech 53115 0.743 Rejected
investments..
H5 The increase in the rate of the population using the Internet 2696420 ** Accepted

has an effect on FinTech investments.

Our results show that the evolution of FinTech investments leads to better management efficiency,
consistent with the existing literature (Zhao et al., 2022; Singh et al., 2021; Medyawati et al., 2021;
Wang et al., 2021; Fuster et al., 2019; Jaksi¢ & Marinc¢, 2019). According to the findings of our study,
while inflation and the number of branches have a negative and statistically significant impact on
FinTech investment amount, the effect of individual internet usage variables on FinTech investment
amount, which is an independent variable, is positive and statistically significant. Consequently, an
increase in the bank’s cost-income ratio positively affects FinTech investments; however, this effect
is not statistically significant. In countries with an increase in the cost-income ratio of banks, this
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indicates that the profitability level in the banking and finance sector is sound. This leads to an
increase in FinTech investments, but this relationship was not found to be statistically significant due
to the model. The workforce, the level of investments, and the number of institutions in the FinTech
sector globally are at a different levels. A skilled and experienced workforce is needed. However,
even though the sector appears proliferating regarding investment and workforce, the sector still
needs to mature. It is concluded that FinTechs hurt the unskilled workforce, but this effect is not
statistically significant. It has led to people using the Internet to do their banking transactions rather
than visiting a branch. Banks have achieved higher profitability because of the reduced number of
branches and costs. FinTech investments decrease as the inflation level rises. This has been important
for the countries economies.

7. Conclusions and Discussion

7.1. Conclusions

Empirical research is conducted based on the world bank data of the countries of America, Canada,
Brazil, Germany, France, Israel, China, and India, which are the leading FinTech investments. Results
(1) It has been determined that the increase in the cost-income ratio of banks has a positive effect
on FinTech investments. In countries with an increase in the cost-income ratio of the banks, the
profitability level in the banking and finance sector is high. In addition, it has been observed that
FinTech investments have increased in countries where the profitability level in the banking and
finance sector is sound. In the first stage (2), it was determined that while FinTech investment
amounts negatively affected inflation and the number of bank branches, increased customer internet
usage positively affected FinTech investment amounts. It has been determined that the decrease
in the number of branches of banks significantly affects profitability by reducing bank costs. (3)
It has been determined that FinTech investment amounts are negatively related to inflation and
the number of bank branches. However, the increase in customers’ internet usage positively affects
FinTech investment amounts. It has been determined that the decrease in the number of branches of
banks significantly affects profitability by reducing bank costs. (4) It has been concluded that FinTech
investments have increased over the years in certain countries, and there are positive relationships
between FinTech investment amount and internet usage, unemployment rate, and cost-income rates.
When the distribution of FinTech investments by countries is analyzed, it is concluded that China isa
significant country. In addition, it was determined that the increases in internet usage, unemployment
rate, and cost-income ratios were positively related to the number of bank branches. According to
the results obtained from the study, the coefficient of the inflation variable is significant at the 5%
significance level; since the sign of the coefficient is negative, a decrease in investment is expected
when there is an increase in inflation. The coefficient of the number of branches variable is significant
at the 10% significance level. Since the coefficient is negative, increasing the number of branches
reduces the investment. The coefficient of the population variable using the Internet is significant at
the 5% significance level. Since the coefficient is positive, there is an increase in investment in case of
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an increase in the population using the Internet. The research states that independent variables such
as inflation, number of branches, and internet usage affect FinTech investments. While a decrease in
investment is expected with the increase in inflation, the increase in the number of branches reduces
the investment. As the use of the Internet increases, an increase in investment is observed. These
results show that FinTech investments significantly affect the banking sector, and certain factors
shape these investments. This empirical research reveals the effects of FinTech investments on the
banking and finance sector and the factors that shape these investments. These findings show that
FinTech investments contribute to the transformation process in the financial sector and that future
research can offer a broader perspective.

7.2. Suggestions

Using FinTech significantly and positively impacts banks and the financial sector. With the rapid
development of FinTechs, banks need to adopt FinTech applications more proactively to improve
their profitability continuously. Measures can be taken from the following aspects: (1) Banks should
increase their investments in FinTechs. Banks can reduce the marginal costs of financial services
by investing in their organizational structures, human resources, and business models. In this way,
banks can improve their profitability by simultaneously achieving the objectives of “cost reduction”
and “increasing efficiency”. For example, Zhao et al. (2022) found that increases in FinTech
investments increase the level of bank performance. (3) The workforce, investment levels, and the
number of institutions in the FinTech sector are generally different. Therefore, banks should invest
in specialized human resources in the FinTech sector. The demand for specialized human resources
and investments in the FinTech sector is essential for the sector’s growth. Banks can develop training
and employment programs to attract and train talented employees in this field. In addition, they
can encourage the sector’s growth by supporting FinTech startups (4). Banks can apply a strategy
of “incentivizing the outside in” to improve the creative ability of local banks. The experience of
FinTech in developed countries can inspire banks in other countries and help them increase their
innovation. This way, local banks can benefit from FinTech development and gain a competitive
advantage. (5) Banks should invest in business models that focus on FinTechs. FinTechs can lower
the costs of financial services, optimize business processes and improve the customer experience.
Banks’ adaptation of their business models to FinTechs increases efficiency and competitiveness. (6)
Regulation and policy adjustments: Appropriate regulation and policy adjustments are essential to
support the growth of the FinTech sector. By collaborating with banks, governments, and regulators,
they can contribute to creating regulations that foster the growth of the FinTech sector. These
regulations should protect consumer safety and financial stability while promoting innovation.
(7) Banks can collaborate with FinTech companies to ensure a smooth transformation. Banks and
FinTech startups have the benefits of working together. This collaboration may be the best option for
banks that want to transform without further investment. Collaboration between banks and FinTech
enterprises encourages banks to acquire customers en masse, improves product innovation capability,
and can lower the financial sector entry threshold for FinTech startups. For example, Hornung et al.
show in their study that banks generally invest in small FinTechs but establish product-oriented
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collaborations with larger FinTechs. These measures can help banks improve their profitability and
efficiency by increasing their use of FinTech. It can also enable the financial sector to exploit its
innovative potential and better serve customers. As a result, banks and the financial sector need to
increase their investments, cooperate and encourage appropriate regulation to increase the use of
FinTech. In this way, the financial sector can provide more efficient and innovative services, improve

customer experience and increase competitiveness.

7.3. Limitations and Future Research Directions

Although our results are statistically significant, our analysis also has limitations. First, this article
only includes data from the eight leading countries in FinTech investment (America, Canada, Brazil,
Germany, France, Israel, China, India) and the world bank for 2012-2020. Our research’s limited
analysis time, scope, and data sources may limit the generalization of the results and the complete
determination of the overall effects. Basing future research on more comprehensive and long-
term data can offer a broader perspective Factors such as the continued development of financial
institutions and the rapid growth of banks may require future research to expand the scope and
timeframe of research topics to achieve more complete results. It is an important issue that FinTech
shows different development processes between different regions and countries, which may change its
effects. That is the point. Considering regional differences is essential to understand FinTech’s impact
on banks’ profitability in different countries. Future research should incorporate these differences
to understand better the impact of FinTech development in different regions and regional factors
on the profitability of FinTech investments of banks. Future research can examine how FinTech
investments affect banks’ profitability in different countries. In this way, it can assess how different
countries’ regulatory environments, financial infrastructures, and other factors might change the
impact of FinTech investments. These are some points that future research can address to provide
a more comprehensive understanding. These points can make future research more comprehensive

and inclusive.
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Oz

Hizmet pazarlamasindaki eski anlayis hizmeti tanimlamaktan ziyade triin baskin mantik gercevesinde
tirtin ile hizmetin farkliliklarina odaklanmistir. Hizmet baskin mantik iiriin ile hizmetin kargilagtirmasini
yapmaz. Miibadelenin temelinde olan seyin hizmet oldugunu séyler ve bir gergeve ¢izer. Hizmet baskin
mantiga gore ekosistem igerisindeki aktorler, kaynaklarini entegre ederek kurumlarin diizenleyici
rolit 1s1ginda hizmet i¢in hizmet miibadelesini gergeklestirerek deger yaratir. Bu ¢aligmada, saglik
hizmetlerindeki profesyonellerin hizmet baskin mantig1 ne él¢tide benimsedikleri anlagilmaya ¢aligilmigtir.
Aragtirmada derinlemesine goriigme teknigi olan yari yapisal miilakat tekniginden yararlanilmigtir.
Istanbul'da aktif olarak ¢aligan, 7 hekim ve hekim olmayan 2 hastane yoneticisi olmak {izere toplamda 9
kisi ile yiiriitillen ¢alisma sonucunda uzmanlarin saglik hizmetleri ekosistemindeki aktorlerin, hizmetin,
kaynaklarin, degerin ve kurumlarin neler olduguna dair gériislerine ulagilmistir. Ciktilar literatiirle genel
olarak uyusmakla beraber hizmet baskin mantigin merkezinde bulunan hastalarin, profesyonellerce goz
ard1 edildigi ve hizmetin bir parcasi degil hizmeti alan taraf olarak kabul edildigi anlagilmistur.

Anahtar Kelimeler: Hizmet baskin mantik, hizmet pazarlamasi, saglik hizmetleri pazarlamasi

JEL Siniflandirilmasi: M31, L8, 11

Abstract

The old understanding of service marketing focused on the differences between the product and the service
within the framework of product-dominant logic rather than defining the service. Service-dominant logic
does not compare product and service. It says that the basis of exchange is service and draws a framework.
According to the service-dominant logic, actors in the ecosystem create value by integrating their resources
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and realizing service-for-service exchange in the light of the regulatory role of institutions. In this study, we
tried to understand the extent to which professionals in health services adopt the service-dominant logic.
Semi-structured interview technique, which is an in-depth interview technique, was used in the research.
As a result of the study conducted with a total of 9 people, including 7 physicians and 2 non-physician
hospital managers actively working in Istanbul, experts’ views on the actors, services, resources, value, and
institutions in the healthcare ecosystem were obtained. Although the results are generally consistent with
the literature, it is understood that patients, who are at the center of the service-dominant logic, are ignored
by professionals and are considered as the service recipients rather than a part of the service.

Keywords: Service dominant logic, service marketing, health care marketing

JEL Classification: M31, L8, I1

Extended Summary

In the early years of service marketing, academics’ attempts to define service did not go beyond
describing the differences between service and product (Shostack, 1977). Vargo and Lusch (2004a) on
the other hand, argued that services and products are not subject to comparison and that marketing
should already have a service-dominant logic at its core. The concept of service-dominant logic has
received so much attention in the marketing community that Stephen L. Vargo and Robert F. Lusch’s
2004 article “Evolving to a new dominant logic for marketing” became the most cited article in the
80-year history of the Journal of Marketing in 2018 (Gummesson, 2019). There are 11 premises that
form the framework of service-dominated logic. Five of these 11 premises, which have evolved over
the years with the contributions of theorists, are now axioms. These five axioms, which form the basis
of service dominant logic, are related to actors, services, resources, values and institutions (Vargo &
Lusch, 2016). According to service-dominant logic, actors in the ecosystem interact and create value
by integrating their resources and exchanging services for services in light of the regulatory role of
institutions (Vargo & Lusch, 2019).

This study will try to explore the place of service-dominant logic in the health services sector. In
the literature, there are limited number of studies that examine the health services sector within
the framework of service-dominant logic (Vespestad & Clancy, 2019). However, despite all the
technological developments in the field of health, the lack of an increase in outputs can be remedied
by approaching health services with a service-dominant logic (Joiner & Lusch, 2016). In this study,
convenience sampling method was chosen due to time and cost constraints, intensive working
hours of healthcare professionals, over-regulation of the sector and difficulty in accessing service
professionals. A total of 9 people, including 7 physicians and 2 non-physician hospital managers
actively working in Istanbul, were interviewed. Semi-structured interview technique, which is an in-
depth interview technique, was utilized in the research. The participants were asked five questions
about the basic building blocks of the service dominant logic: actors, service, resources, value and
institutions.

When the outputs of the research are analyzed, it is understood that a very important element,
even the most important element, has been ignored: the patient. It is understood that within the
healthcare ecosystem, the patient is not seen as an actor who has resources (Dahl, Milne, & Peltier,
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2021) and integrates resources, and is not recognized as a co-producer of the service and the main
value creator. Whereas, the patient is at the center of the healthcare ecosystem and is not only a party
to the exchange of services but an active partner in service creation at every stage of the service
(Sharma & Conduit, 2016). Participants identified actors in health services as the state, doctors,
nurses, allied health personnel, family, friends, managers, hospital staff, administrative team, but did
not identify the patient as an actor. Experts define knowledge, skills, and technology as resources,
but do not see the patient as a source of knowledge and skills. Likewise, although there are different
views on what value is, the general mindset is that value is created by the healthcare provider and the
patient is only a consumer of value, not the creator of value.

The first limitation of this study is that it cannot be generalized to the healthcare ecosystem as it is a
qualitative study. The participants in this study are limited to Istanbul province. Future researchers
who want to work in this field can conduct studies with other healthcare professionals not included
in this study. Especially focusing on institutions and institutional structures will contribute to the
marketing literature in this field.

1. Giris

Hizmet pazarlamasinin heniiz emekleme yillar1 olan 1980 6ncesindeki akademisyenlerin ana hedefi,
hizmeti tanimlamak olmustur. Hizmetleri somut triinlerden ayirmak, soyut iirtinlerin pazarlama
yonetimindeki zorluklar: gibi konular sebebi ile akademisyenler hizmetleri tanimlamaktan ziyade
hizmetlerin karakteristiklerini belirlemeye ¢alismiglar, somut iiriinlerle soyut triinlerin farklarin
anlatmaya ve cizimlerle 6rneklendirme yoluna gitmislerdir (Fisk, Brown, & Bitner, 1993). Shostack
(1977) bu durumu klasik pazarlama karmasina sikisip kalmis ve tiriin odakli pazarlama anlayiginin
bir sonucu oldugunu séylemistir. Mevcut hizmet sektoriinii tanimlamakta yapilan hizmet tanimlari
¢ok s1g, hizmete atfedilen 6zellikler de miadini doldurmus ve alana katki saglamamaktadir. Pazarlama
teorisinin bir yol ayriminda oldugu (Duncan & Moriarty, 1998) ve yeni bir yaklasim kaginilmaz
oldugu belirtilmistir. (Edvardsson, Gustafsson, & Roos, 2005).

[ligkisel pazarlama ve ag pazarlamasi gibi yeni alt disiplinlerin ortaya ¢ikmasina, pazarlamada bir
paradigma degisiminin sart oldugu goriis birligine ragmen pazarlama bilim insanlar1 pazarlamanin
veya baskin mantiginin ne olduguna dair net bir agiklama, bir kolektif mantik gelistirememislerdir.
Bu esnada Stephen L. Vargo ve Robert F Lusch (2004a) pazarlamadaki hakim mantigin somut
kaynaklara dayali oldugu oysa 1980’lerden sonra pazarlamaya soyut kavramlarin da giris yaptig
ve pazarlamadaki baskin mantigin “hizmet” olmas1 gerektigini savunarak “Hizmet Baskin Mantik”
(HBM) (Service Dominant Logic - SDL) kavramini ortaya atmuslardir. Vargo ve Lusch aslinda
kendi deyimleri ile “yeni bir sey” bulmadiklarini, yalnizca “var olan ama tanimlanmamis olan1”
tanimladiklarini soylemislerdir. HBM nin onlara ait bir kavram degil pazarlamaya y6nelik — olmasi
gereken - bir bakis agisini tanimladigini ifade etmislerdir (Lusch & Vargo, 2006).

HBM pazarlama akademisyenleri tarafindan oldukga ilgiyle karsilanmistir. O kadar ki Stephen
L. Vargo ve Robert F. Lusch'un 2004 yilindaki “Evolving to a new dominant logic for marketing”
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makalesi 2018 yilinda Journal of Marketing’in 80 yillik ge¢misinde en ¢ok atif alan makale olmustur

(Gummesson, 2019). Pazarlamada bu kadar ilgi ¢cekmesine ragmen saglik hizmetleri alanindaki

caligmalar siurll kalmigti. Bu ¢aligma ile saglik hizmetleri pazarlamasi alanindaki bosluk

doldurulmaya caligilmaktadar.

2. Literatiir Taramasi

Hizmet baskin mantik teorik gercevesi onbir temel Onciil tizerine yapilandirilmistir. Teorinin

gelismesiyle beraber onbir temel 6nciil igindeki bes onciil aksiyom halini almistir. Bu 6nciillerin

ve aksiyomlarin hem sayis1 zaman i¢in artmis hem de teorileri gelismistir. Zaman i¢inde aksiyom

durumuna gegen bes 6nciilden diger alt1 6nciile ulasilabilir (bkz.Tablo 1). Bu aksiyomlarin esas amaci

hizmet icin hizmet miibadelesi aracilig1 ile deger yaratmay1 agiklamaktir (Vargo & Lusch, 2016).

Tablo 1: Aksiyomlar ve Temel Onciiller

Aksiyom 1
(Onciil 1):
Hizmet
Miibadelenin
Temel [lkesidir

Onciil 5:
Tiim
Ekonomiler
Hizmet
Ekonomileridir

Aksiyom 2
(Onciil 6):
Deger, Fayda

Saglayanin da iginde

Bulundugu Birgok
Aktor Tarafindan
Birlikte Yaratilir

U

Onciil 3:

Mallar, Hizmet
Sunumunun
Dagitim
Mekanizmalaridir

Onciil 2:
Dolayli
Miibadele,
Miibadelenin
Temel {lkesini
Maskeler

Aksiyom 3
(Onciil 9):
Biitiin Sosyal ve

Ekonomik Aktorler

Kaynak
Entegratorleridir

<=

Onciil 4:
Isleyen
Kaynaklar
Stratejik
Faydanin
Temel
Kaynagidir

Aksiyom 4
(Onciil 10):

Deger Her Zaman

Benzersiz Bir
Sekilde ve
Fenomenolojik
Olarak Fayda
Saglayan
Tarafindan
Belirlenir

U

Onciil 7:
Aktorler Deger
Saglayamazlar

Ancak Deger
Tekliflerinin
Yaratiminda ve
Onermelerinde
Rol Alabilirler

Aksiyom 5
(Onciil 11):
Birlikte Deger
Yaratma, Aktorler
Tarafindan
Olusturulan
Kurumlar ve
Kurumsal
Diizenlemeler
Araciligr ile
Koordine Edilir

<=

Onciil 8:
Hizmet Odakli
Bakis Agist
Dogas1 Geregi
Fayda
Saglayan
Odaklidir ve
[liskiseldir

Kaynak: Lusch, R. E, & Vargo, S. L. (2019). An Overview of Service-Dominant Logic. S. L. Vargo, & R. E. Lusch i¢inde, The
Sage Handbook of Service-Dominant Logic (s. 3 - 21). California: SAGE. 5.16
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Tablo 1de gosterilen aksiyom 1'den 6nciil 5e, aksiyom 2den onciil 3 ve onciil 2’ye, aksiyom 3’ten
onciil 4%, aksiyom 4’ten onciil 7’ye, aksiyom 5’ten onciil 8¢ ulasilabilir.

HBM’nin en nihayetinde temelini olusturan bes kavram vardir: aktorler, hizmet, kaynaklar, deger ve
kurumlar. Bu kavramlar HBM’nin zaman i¢inde temel 6nciillerinin gelistirilerek ve hatta 6nctillerin
artik aksiyom durumuna gegerek ¢ergevesinin gelismesi ile temel yapu taslari haline gelmistir (Lusch
& Vargo, 2019). Bu kavramlar soyle agiklanabilir:

Aktorler: HBM baslarda klasik liteatiirden hareketle tanimlanmis tiiketici, misteri, iretici,
tedarikgi gibi aslinda roller bi¢ilmis terimleri kullanmistir. Zamanla rolleri sinirlandirmak yerine
daha genis bir anlam ifade etmesi agisindan “aktor” kelimesi tercih edilmistir. Ne de olsa biitiin
aktorler ayni seyi yapmaktadir: kaynak entegrasyonu ve hizmet miibadelesi. Aktor bakis acis
kullanimda olan B2C(Business to Consumer), B2B (Business to Business) ve C2C(Consumer to
Consumer) kavramlarin1 da A2A (Actor to Actor) olarak kullanimini gerekli kilmistir (Vargo &
Lusch, 2011).

Hizmet: Burada ozellikle belirtilmesi gereken nokta HBM™in “hizmetler” yerine “hizmet”
kullaniminda 6zen gostermis olmasidir ¢ciinkit HBM’ye gore hizmetler hem bir sektorii belirttigi gibi
hem de iiriin baskin mantigin getirdigi bir kullanim olmustur. Uriin baskin mantik ¢ergevesinde
bakildiginda “hizmetler” soyut bir ¢iktiy1 tanimlamakta oysa HBM gergevesinden bakildiginda
“hizmet” bilgi ve yetenek gibi kaynaklarin bir uygulamas: olarak kavramsallagtirilmaktadir (Lusch
& Vargo, 2015).

Kaynaklar: Kaynaklar hizmet saglayabilmenin birincil gerekliligidir. Aktorlerin deger yaratabilmek
adina kullandiklar1 her sey kaynak olarak degerlendirilebilir. Bu kaynaklar somut ve soyut olarak
gruplandirilabilecekleri gibi islenen ve isleyen kaynaklar olarak da gruplandirilabilir. Islenen
kaynaklar, fayda saglayabilmek icin islenmesi gereken kaynaklar olarak gosterilebilir (6rn: dogal
kaynaklar). Isleyen kaynaklar ise islenen kaynaklari igleyerek fayda saglayabilmek yetkinligine sahip
olan kaynaklardir (6rn: bilgi ve yetenekler). Insan yetenekleri, uygulamali bilgi gibi olgular hizmet
miibadelesinin konusudur (Lusch & Vargo, 2019).

Deger: Mitbadelenin gerceklesmesindeki amag deger yaratmaktir. Deger bir aktoriin iyi olusundaki
net bir degisimi ifade eder (Lusch & Vargo, 2014). Bu tanim ayni zamanda degerin aktore 6zgii
oldugunu ve degerin fayda saglayan tarafindan belirlendigini de anlatir. Deger her zaman birlikte
yaratilir. Bu sebeple deger algisinda miibadeledeki taraflarin yani aktérlerin de dnemi vardir ¢linki
degeri tanimlayan taraf degeri tanimlarken deneyimlerinden, tecriibelerinden, yargilarindan,
miibadele konusunun mevcudiyetinden ve etkilesimlerden etkilenir (Vargo & Lusch, 2016).

Kurumlar: Kurumlar diizenleyici, normatif ve kiiltiirel-biligsel unsurlarin faaliyetler ve
kaynaklarla bir araya gelmesinden olusur (Scott, 2014). Kurumlar birlikte deger yaratmayi
miimkiin kilar. Burada bahsedilen kurumlar genel olarak literatiirde bahsi gegen organizasyonel
yapilari tanimlamaki¢in kullanilmamaktadir. Kurumlar daha kapsamli kurumsal diizenlemelerin
birer pargasidirlar. Kurumlar kaynak entegrasyonu, hizmet miibadelesi ve birlikte deger yaratma
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faaliyetlerinin diizenleyicisi rollerini iistlenirler. Hizmet ekosistemini anlamak i¢in kurumlar
¢ok onemlidir ¢iinkii onyargilar, genel kabul géormiis mantiklar ve de ideoloji gibi kurumlar
hizmet sunumunu ve dahi birlikte deger yaratmay etkileyebilecek giice sahiptirler (Lusch &
Vargo, 2019).

HBMnin kokenlerinde yatan fikrin ortaya ¢ikisinda B2B evreni etkili olmustur denilebilir.
Misterilerle birlikte hareket etme, geribildirimler sayesinde triin ve hizmetler agisindan
iyilestirmeler ve giincellestirmeler vb. ilk kullanan B2B evreni olmustur. Bu agidan bakildiginda
satic1 igletme, tiriiniinii satmakla degil (miibadeledeki deger) sattig1 isletmenin bunu nasil kullandig:
(kullanimdaki deger) ve kendisine nasil deger sagladig ile ilgilenmistir (Vargo & Lusch, 2008).
HBM ise B2Bde filizlenen bu anlayis1 ayaklar1 yere basan bir gerceveye oturtmus ve son kullanicrya
kadar gotiriilebilecek bir tedarik zinciri sistemi tanimlamistir. Ne de olsa tedarik zincirinin ana
amaci miisterilerin deger yaratma siireglerine hizmet teklifleriyle ya da hizmetlerin aracilar: olan
mallarla desteklemektir (Lusch, Vargo, & Tanniru, 2010). Bu tanimlama desteklendigi kadar fazla
misteri odakli oldugu ve aslinda hizmetin yaraticilarinin bir veya iki degil bir biitiin olarak ag yapisi
icerisinde paydaslar oldugu saviyla da elestirilmistir (Gummesson, 2008). Tek bir ger¢ek var ki o da
HBM ortaya atildigindan bu yana “firma” ve “miisteri” sinirlarindan siyrilip daha genis bir bakis
acisina evrildigidir (Vargo & Lusch, 2016).

HBM bazen fazla yonetimsel bakig agis1 odakli olmakla (Wilkie & Moore, 2015), bazen fazla
makro seviye oldugu igin mikro diizeyde yonetimsel bir bakis agis1 sunamayacagi ile (Gronroos
& Voima, 2013), bazen de her hizmetin kendi baglaminda degerlendirilmesi gerektigi ancak
HBM’nin genellestirme yaparak ayni iiriin odakli bakis acis1 gibi bir standardizasyon arayisinda
oldugu ile elestirilmistir (Gronroos, 2006). Bu elestiriler yerinde olmakla birlikte yanlis
anlasilmanin bir sonucudur (Vargo & Lusch, 2017). Bu elestirilere sebep olan yanlis anlamalar:
diizeltebilmek i¢in HBM’nin besinci aksiyomu olan “Birlikte Deger Yaratma, Aktorler
Tarafindan Olugturulan Kurumlar ve Kurumsal Diizenlemeler Araciligi ile Koordine Edilir”
bakis a¢isini genisletmek gerekir. Kurumlar, aktorler ve kurumsal diizenlemelere daha genis bir
acidan bakinca aradaki etkilesimleri ve akisi gormek miimkiin olabilir. Bu genis bakis acisiyla
karsimiza sistem yonelimi olan “yiginlarin yiginlarla” (many-with-many) aktor bakis agis1 ¢ikar
(Gummesson, 2015).

Hizmet ekosisteminde kaynak entegrasyonunda bulunan aktorler hizmet i¢in hizmet miibadelesi
aracihify ile kurumsal diizenlemeler cercevesinde ortak bir deger yaratma amaciyla birbirleri ile
etkilesim icindedirler. Hizmet ekosistemleri a¢ik ve dinamik sistemler olup, siirekli bir 6grenme
stirecinden gecerler. Bylece bu 6grenme siireci sonunda kendilerini yeniden diizenleyerek sistem
i¢inde varliklarini devam ettirirler (Lusch & Vargo, 2019).

Hizmet ekosistemleri tek bir katmandan olugmazlar. Bu katmanlar her biri kendi i¢clerinde etkilesimde
bulunan aktérlere sahip oldugu gibi farkli katmanlardaki aktorler arasinda da etkilesim vardir. En
altta bulunan en kiigiik katman olan mikro seviyedeki katmanda B2B, B2C ve C2C miibadeleleri
konumlandirilabilir. Mezo olarak nitelendirilen orta katmanda pazar, endiistri, marka birlikleri ve
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diger alt kiiltiirler bulunmaktadir. Mezo katmanda etkilesim biraz daha karmasiktir ¢iinkii taraflar
birbirlerine hizmet sagladiklar1 gibi bu hizmet saglama etkilesimleri igiincii bir akt6rii de etkileyebilir.
En tst katmanda yani makro seviyede ise toplumsal, global ve ulusal aktorler yer alir. Makro katman
yalnizca aktorlerden degil onlari gevreleyen kurumlardan, kiiltiirlerden ve iligkilerden olusur. Ust
katmanlari olusturan alt katmanlardir ancak tist katmanlar da alt katmanlari etkiler ve onlar igin bir
gevre olarak, bir baglam olarak hizmet eder. Kisacasi mikro, mezo ve makro katmanlari birbirlerinden
kopuk olarak diisiiniilemezler (Chandler & Vargo, 2011) (Akaka & Chandler, 2019). Bu birliktelik,
i¢inde bilgi aligverisi ve 6grenme barindirdig i¢in dogal olarak inovasyonu da barindirir (Lusch &
Nambisan, 2015).

2.1. Saglik Hizmetlerinde Hizmet Baskin Mantik

Bir iilkenin saglik sisteminin amaci insanlari, kaynaklar1 ve kurumlari organize ederek toplumun
saglik hizmeti ihtiyacini saglamaktir (Akram & Khan, 2007). Hemen tiim sektorler gibi saglik
hizmetleri de endustri devriminden kalma tiriin baskin mantikla sunduklar: driinlerin ya da
hizmetlerin (6rn. yatis, ambulans, onleyici, alternatif) igsel bir deger barindirdigini kabul eder.
I¢sel degerin varliginin kabuli, iiriinii tikketene degil iiriine odaklanma ile sonuglanir. Bu durum
kullanimdan dogan degeri maskeledigi i¢in sektoriin verim sorununa, bir bagka deyisle “ciktilarinin
iyilesmeme” sorununa c¢are olamamaktadir. Saglik alanindaki biitiin teknolojik gelismelere ragmen
¢iktilarda bir artis olmamasina, saglik hizmetlerine HBM anlays1 ile yaklasarak bir ¢care bulunabilir
(bkz.Tablo 2) (bkz.Tablo 3) (Joiner & Lusch, 2016).

Tablo 2: Saglik Hizmetlerindeki Terminolojilerin Kargilagtirilmasi

Uriin baskin mantik Hizmet baskin mantik

Saglik hizmeti Saglik iyilestirme

Kalite Deger

Hasta merkezli hizmet Hasta idaresi

fyi yasam hizmeti Saghk yatirimi

Kisisellestirilmis / kesin ilag Saglik deger diizenlemesi

Tiiketici yonetiminde hizmet Tiiketici deger segimi

Hasta tatmin anketi Deger degerlendirme 6lgegi; hazir olus degerlendirme arac
Hasta harekete gecirme / katilm Deger agiklama ve onceliklendirme

Kaynak: Joiner, K. A., & Lusch, R. E. (2016). Evolving to a new service-dominant logic for health care. Innovation and
Entrepreneurship in Health, 3(3), 25-33.. 5.31

Tablo 2'de yapilan karsilastirma, farkliliklar: tespit etmek amaciyla yapilmig bir aragtirmanin ¢iktilar

degil, HBM ¢ercevesinin daha iyi anlasilmasi icin 6nerilen bir terminolojidir.
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Tablo 3: Saglik ve Saglik Hizmetleri Igin HBM’nin Yeni Bir Dile Uygulanmast

Terim / kavram

Ne degil?

Ne?

Hasta merkezli hizmet

Kisisellestirilmis ilag

Tiiketici
hizmet

yénetiminde

Sorumlu hizmet

*Miisteriyi ve aileyi dinleyen saglayicilar,
ardindan doktor tarafindan optimal olarak
belirlenen bir dizi aktiviteyi regete eder.
*Miisteri ve aileyi dinleyen saglayicilar,
ardindan misteri ve ailelerin isteklerini
tamamen yerine getirir.

*Tilketicilere bir yasam tarzi plani, ilag
profili ve tarama programi regete etmek i¢in
saglayicilar tarafindan genomik, proteomik,
metabolomik, farmakogenomik,
genetik epidemiyoloji ve diger araglarin
kullanilmast.

*Sigorta  kapsami, koruyucu bakim ve
kronik ~durumlarin  y6netimine iligkin
kaynak tahsisi kararlar1 i¢in sorumlulugu
titketicilere devretmek.

*Maliyet tasarrufu ile es zamanli olarak
kalite

*Tiiketicinin ~ yapmak istedigi isi bagarma
olasiligini 6nemli 6l¢tide artirmak i¢in saglayicilar
ve saglik ve iyi yagam sistemi tarafinda idare.
*Tiiketici tarafinda 6z yeterlilik.

*Giinlik yasam aktivitelerine gomiilii bir yagam
tarzt ve saglik yonetimi planinn tilketici ve
saglayici arasinda birlikte yaratilmast.

*Zaman ve biite kisitlamalar1 dahilinde saglik
sermayesi stokunu optimize etmede tiiketiciler
icin 6z-yeterlilik yaratmak.

*Tiiketici i¢in deger yaratmayr artirmak igin
tuketiciler,

olgtitlerindeki
iyilestirmek igin tiiketicilerin  saglik
hizmeti sisteminin saglayicilar1 ve bakim
unsurlariyla  olan iligkilerini koordine
etmek.

performansi saglayicilar  ve  bakim  unsurlari

arasinda birlikte yaratmayi kolaylastirmak.

Kaynak: Joiner, K. A., & Lusch, R. E (2016). Evolving to a new service-dominant logic for health care. Innovation and
Entrepreneurship in Health, 3(3), 25-33.. 5.31

Tablo 3 {iriin baskin mantigin literatiirdeki hizmet algis1 ile HBM’nin ekosistem mantig1 ile hizmet
algisi arasindaki farkliliklara 151k tutmaktadir. Uriin baskin mantikla hizmetin de tek yonlii olduguna
dair yanlis algiyr diizeltmeyi amaglayan HBM hastay1 merkeze koymakla kalmaz onu ekosistemin
merkezindeki aktor olarak tanimlar.

Saglik hizmetleri literatiirlinde HBM anlayis1 baz alinarak yapilan arastirmalar hasta forumlars,
hasta panelleri, odak gruplar ve birebir arastirmalar ve faaliyetler ile sinirli kalmistir. Calismalarda
hastalarin rolt sinirli veya hi¢ olmamakla beraber hastalardan sadece bilgi talep edilmis, hizmet
sunumunda veya gelistirilmesinde aktif bir rol verilmemistir (Crawford, ve digerleri, 2002). Oysa
saglik hizmetleri hasta doktor iliskisinin otesinde daha karmasik bir hizmet ekosistemi tanimlar
(Frow, McColl-Kennedy, & Payne, 2016). Geleneksel Saglik hizmeti sunum modelinde merkezde
hasta degil saglik hizmet sunucusu bulunur (Pollard, Bansback, & Bryan, 2015). Saglik hizmetleri
ile ilgili olarak genel algi hastalarin pasif durumda olduklar: onlara saglik hizmetleri personeli
tarafindan (doktor, hemsire vb.) saglik hizmetinin “verildigi” yoniindedir (Badcott, 2005). Eskide
kalmis bu anlayis saglik hizmetlerinde verimlilik ¢aligmalarini da sonugsuz birakmistir ¢iinkii
hastalarin HBMdeki rolleri gormezden gelinmistir (Nordgren, 2009). Oysa 6zellikle son zamanlarda
gelisen anlayiga gore hastalar pasif olarak hizmeti alan degil bilakis hizmete aktif olarak katilim
gosteren taraflardir. Hastanin merkeze oturtuldugu bu anlayista hizmet kalitesinin gelismesinden
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oOte hastanin fayda saglama derecesi artmaktadir (Porter & Lee, 2013). Hastanin HBM ¢ercevesinde
sistem icerisindeki rolii arttik¢a hizmet kalitesi algis1 da artmakta ve saglik hizmeti ¢iktilar: da artig
gostermektedir. Saglik hizmetlerinde HBM tiim taraflar i¢in deger ¢iktilar: ile sonu¢lanmaktadir
(Gallan, Jarvis, Brown, & Bitner, 2013). Ote yandan HBM anlayigin1 benimseyen saglik hizmet
sunucusu, hizmet sunmanin yaninda bir girisimci roliinii de iistlenmektedir (McCleary, Rivers, &

Schneller, 2006)

Saglik hizmetlerinin sosyal yapidaki onemi oldukga yiiksektir. Saglik hizmetlerinin toplum
tizerindeki ekonomik yiikii ve de kolektif olarak toplum saglig: izerindeki etkileri yadsinamaz. Buna
karsin bagta etik kaygilar nedeniyle aragtirmacilarin bu alana ilgi gostermemesi saglik hizmetleri
pazarlamas: alanindaki aragtirmalarin literatiirde ¢ok sinirli sayida kalmasiyla sonuglanmigtir
(Rehman, Dean, & Pires, 2012). Ozellikle Tiirkge literatiir tarandiginda saglik hizmetleri pazarlamasi
alaninda yapilmig ¢aligmalarin iriin baskin mantiktan kalma hizmet kalitesi (Joiner & Lusch, 2016)

odakli oldugu anlagilmaktadir.

3. Yontem

Bu calismada, HBM nin saglik hizmetleri sektorii temelindeki yerinin kesfedilmesi amag¢lanmaktadir.
Buna gore, uluslararasi ve ulusal literatiirde kisitl miktardaki saglik temelli HBM ¢aligmalarindan
hareketle, kalitatif bir arastirma tekniginden yararlanarak; HBM ¢ergevesinin Tiirk saglik hizmetleri
sektoriinde ne olgiide benimsendiginin ve uygulanabilirliginin (Vespestad & Clancy, 2019)

kesfedilmesine gayret edilmistir.

3.1. Orneklem

Kalitatif ¢aligmalar dogalar1 geregi daha kiigiik 6rneklemler ile caligmaktadir. Diisiik 6rneklem
say1s1 arastirmact icin ilgili konuyu daha detayli ve derinlemesine inceleme imkéani sunar (Mays,
Pope, & Ziebland, 2006).Bu ¢alismada kolayda 6rneklem yonteminden yararlanilmigtir. Kolayda
orneklemenin secilmesindeki amag zaman ve maliyet kistasinin yaninda saglik hizmetleri sektorii
profesyonellerinin yogun ¢aligma stireleri, sektoriin agir1 diizenlenmis olmasi, yogun denetime tabi
olmast ve hizmet profesyoneline ulagim zorlugudur. Kolayda 6rneklemede istatistiksel bir genelleme
yapilamaz yani ornek sadece kendini temsil eder lakin pilot nitelikli kesfedici bir arastirma igin
uygun bir segenektir (Kurtulus, 2010). Istanbulda aktif olarak ¢alisan 7 hekim ve hekim olmayan
2 hastane yoneticisi olmak tizere toplamda 9 kisi ile goriigiilmiistiir. Bu kisilere ait veriler asagidaki
gibidir (bkz.Tablo 4).
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Tablo 4: Aragtirmaya Katilan Uzmanlar

Katilimai Cinsiyet Yas Uzmanlik Alan1 Calistig1 Saglik Sunucusu
K1 Erkek 68 KBB Muayenehane
K2 Erkek 67 Goz Hastaliklar: Muayenehane
K3 Kadin 44 Radyoloji Devlet Egitim Aragtirma Hastanesi
K4 Erkek 40 Cocuk Hastaliklary Devlet Hastanesi
K5 Erkek 40 Anestezi Devlet Universite Hastanesi
K6 Kadin 45 Goz Hastaliklar: Vakif Universitesi Hastanesi
K7 Erkek 40 Pratisyen Hekim Is Saglig Hekimi
K8 Erkek 56 Hastane Yoneticisi Ozel Hastane
K9 Erkek 38 Hastane Yoneticisi Devlet Hastanesi

3.2. Veri Toplama Teknigi

Aragtirmada derinlemesine goriigme teknigi olan yar yapisal miilakat tekniginden yararlanilmigtir.
Aragtirmanin hedef kitlesi meggul yoneticiler ve teknik uzmanlardan olustugu icin bu teknik
benimsenmistir. Yar1 yapisal miilakatlarda ana konular ve alt bagliklar belirlidir. Miilakat: yapan bu
cercevede ilgili konular1 miilakat icerigine dahil etmeye ¢alisir. Bu sayede yar1 yapisal miilakatlar
ozellikle teknik konularda daha detayli ve daha fazla bilgi elde etme sans1 sunar (Gegez, 2015).
Gorlismede kullanilan sorular HBM cergevesinin temel yap1 taglari olan aksiyomlarindan hareketle
yapilandirilmigtir. Literatiirden yararlanilarak (Vargo & Lusch, 2019) katilimcilarin anlayabilecegi
sekilde, akademik dilden arindirilarak toplamda 5 adet soru olusturulmugtur. Buna goére aragtirma

sorular1 sunlardir;

Saglik hizmetlerindeki aktorler kimlerdir ve rolleri nelerdir?

o Saglik hizmeti nedir? Hizmet kelimesinden ne anliyorsunuz?

o Saglik hizmetinin sunulabilmesi i¢in somut veya soyut ne gibi seylere ihtiyag vardir?
o Saglik hizmetlerinde deger nedir? Nasil yaratilir?

o Saglik hizmetlerinde diizenleyici etmenler, benimsenmis ve tatbik edilen anlayislar, normlar,
kurallar, faaliyetler, kiiltiirel ve biligsel unsurlar nelerdir? Bunlarin saglik hizmetindeki yeri ve

etkisi nedir?

S6z konusu arastirma sorularinin cevaplari 2023 yilinda Mayis-Haziran aylar1 arasinda en kisa 45

dakika, en uzun 90 dakika olmak {izere ortalama 70 dakikalik gortismelerle toplanmistir.
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4. Arastirma Bulgular1

Analiz siirecinde gortismeler ayr1 ayr1 degerlendirilerek katilimcilarin tizerinde durduklar: konular
ve cevaplarin ortak noktalar: belirlenmistir. HBM ¢ercevesini belirleyen unsurlarin pratikte ne ifade
ettigi sadelestirilerek sunulmustur.

4.1. Aktorler

Tim aktorler temelde ayni seyi yapar: kaynak entegrasyonu (Vargo & Lusch, 2011). Fakat saglik
hizmetlerindeki bazi sorunlarin kaynagi, aktorlerin net olarak tanimlanmamis olmasindadir.
Aktorler kimdir? Hangi aktorler, hangi kaynaklarla, neler yapar? Bu sorularin cevaplar: halen kesin
olarak bilinmemektedir (Hardyman, Daunt, & Kitchener, 2015). Katilimcilar saglik hizmetlerindeki
aktorleri devlet, doktor, hemsire, yardimci saglik personeli, aile, arkadas, yoneticiler, hastane
caliganlari, idari ekip olarak tanimlamiglardir.

“Saglik hizmetlerinin en énemli aktorii devlettir. Devlet kanunlart koyar, hizmeti sunar veya hizmet
sunanlari denetler. Sonra doktorlar gelir. Elbette hemsireler gibi yardimci saglk personelini de sayabiliriz.
Doktor hastaya hizmet verir. Verdigi bu hizmet saghgima kavusturmaktir. Estetik de bir saglik kabul
edilebilir. Kendisini begenmeme, giindelik hayatinda alaya konu olma gibi kisinin psikolojisini bozan
bir durumu diizeltmek de kisiyi saghkl yapar” (K1)

“Saghgin en bas aktorii doktordur. Digerleri yardimci aktorlerdir. Hizmeti biz veririz. Hastayi iyi
ederiz. Hastane olsun, hemsire olsun doktorun saglik hizmeti vermesine yardimcidir. Bunu sadece ben
soylemiyorum devlet de soyliiyor. Herhangi bir malpraktiste (hastanin beden biitiinliigtinii bozucu olay,
yanls bir ameliyat veya gelisen bir komplikasyon sonucu olusan durum) devlet yalnizca bizi (doktordan
bahsediyor) sorumlu tutar” (K2)

“Saglk hizmetlerinde aktorler doktorlar, hemsireler ve hasta bakicilar olarak sayilabilir. Rolleri hastaya
en iyi sekilde davranmak ve sagligina kavusturmaktir” (K3)

“Bana gore saglik hizmetlerinde aktérler doktorlar ve ebeveynlerdir. Tabi yardumci personeli de buna
dahil edebiliriz. Ebeveyn dememdeki sebep saghk hizmetini etkiliyor olmalarindan kaynaklidir. Ben
¢ocuk doktoruyum ve hastalarim olan ¢ocuklarin sagliklarimn takibi ebeveynlere aittir. Yani ¢ocugun
saghgimdan sadece doktor degil ebeveyn de sorumludur” (K4)

“Tabii ki doktorlar ve hemsirelerdir. Hatta ameliyathane ortaminda tip teknisyenleri, yerleri silen abi
bile saglik hizmetinin aktorii sayilabilir. Yalniz doktorun tek rolii hastaya saglik hizmeti vermek degildir.
Universitede doktorun gérevi aymi zamanda bir akademisyen olarak da yeni doktorlar yetistirmektir.
Dolayisiyla doktorun saglik hizmetlerinde iki farkl: rolii oldugunu séyleyebiliriz” (K5)

“Doktorlar ve yardimci saglik personelidir. Ben burada uzman olarak elbette asil saglik hizmetini verenim
ancak bana yardimci olan kizlarin (doktor asistanlarindan bahsediyor) da katkisi inkar edilemez. Ne de
olsa hastay1 onlar karsiliyor, onlar ilk élciimlerini aliyor ve onlar hastay: yonlendiriyorlar. Uzerimden
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biiyiik bir yiik altyor hatta cihazlar: kullanmay: benden daha iyi biliyorlar. Dolayisiyla saglik hizmetini
sadece doktorun verdigi algisi yanhstir” (K6)

“Benim agimdan bakildiginda is saghg: hekimi, is giivenligi uzmani, isveren ve tabi ki devlettir. Sosyal
bir devletin gerekliligi olarak kanun yapicilar isvereni iscilerin ¢alisma ortaminda saghklarint muhafaza
etmeleri icin gereken énlemleri almasimi zorunlu tutar. Isveren de bizden bu konuda yardim ahr. Is
glivenligi uzman belirli tehlikeleri bertaraf etme adina gereken dnlemleri alir. Ben ise is¢ilerin saglkl
olup olmadigini ve sagliklarinda zaman igin bir bozulma olup olmadigini takip ederim. Iscilerin diizenli
kontrollerini yaparak, gerektiginde énleyici eylemlerle saghk hizmetini veririm.” (K7)

Ashinda saghk hizmetlerinde ilk akla gelen aktorler doktorlar ve hemsireler olsa da gercekte oyle
degildir. Hastanecilik hizmetinin yani saglik hizmetinin devam edebilmesi i¢in ¢ok fazla aktor vardir
ama bunlar genelde fark edilmez. Arka planda kaynak planlamasindan tutun da hizmetin devamliligini
saglayan teknik ekibe kadar genis bir isletme kadrosu vardir. Yani saglik hizmetinde bir goriinen bir de
goriinmeyen aktorler var. Tabi burada devleti de unutmamak gerekir ¢iinkii tiim diizenlemeler onun
elinden geger” (K8)

“Saghk hizmetindeki aktorler doktorlar ve hemsirelerdir. Hizmeti onlar sunarlar. Zaten yoneticileri de
bashekimdir. Biz (hastane yonetim kademesinden bahsediyor) hastane hizmetini sunariz. Doktorlarin
iyi hizmet sunabilmesi icin gerekli islevieri yerine getiririz.” (K9)

Cevaplar incelendiginde genel olarak devlet, doktor, hemsire, yardimci saglik personel, aile, arkadas,
yoneticiler, hastane ¢alisanlary, idari ekip saglik hizmetlerindeki aktorler olarak degerlendirilmektedir.
Katilimcilar 6zellikle devlet ve doktoru saglik hizmetleri aktori olarak tanimlamaktadr.

4.2. Hizmet

Literatiirde hizmetlerin {irtinlerden farkliliklarina atifta bulunularak, iiriin ve hizmet ayrim
netlestirilmeye calisilmistir. Bu ayrimi yapabilmek i¢in hizmet literatiirii soyutluk, heterojenlik,
ayrilmazlik ve bozulabilirlik hizmet 6zelliklerini kullanmistir (Edvardsson, Gustafsson, & Roos,
2005). Ancak bu ozellikler hizmetlerin hala iriin odakli bir mantikla degerlendirilmeye galisildig:
ve yine bu ozelliklerin yalnizca hizmetlere 6zgli olmadig1 gerekgesiyle elestirilmistir (Lovelock
& Gummesson, 2004). Aslinda bu 6zellikleri tanimlamak hizmetlere bir gesit irtin muamelesi
yapmaktir. Oysa hizmet, {irin baskin mantikla soyut bir ¢iktiy1 degil yetenek ve bilgi gibi kaynaklarin
entegrasyonu olarak tanimlanmalidir (Vargo & Lusch, 2015). Arastirmadaki doktor katilimcilar
saglik hizmetinini sunulan bir eylem olarak tanimlamakta, bilgi, yetenek, iletisim gibi kaynaklarin
entegrasyonu olarak ifade etmektedir. Katilimcilardan idari tarafta bulunanlar ise saglik hizmetinin
yalnizca hekimler tarafindan verilen bir hizmet oldugunu, diger saglik unsurlarinin ise hekimlere
yardimci olmak adina var oldugunu belirtmislerdir.

“Hizmet bir konu hakkinda uzman olan birinin ihtiyaci olan birine bilgisini sunmasidir. Saghk hizmeti
de tip biliminde uzman birinin hastaya bilgisi cercevesinde yardimci olmasidir” (K1)
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“Hizmet hastay1 iyi etmektir ama iyi etmek icin yalnmizca muayene etmek, ameliyat etmek yetmez. Onu
teselli de etmelisin. Hastay: bilgilendirmeli ve stresini almalisin. Hasta normal diisiinmez. Onu sadece
muayene etmen yetmez. Kotii diisiincelerini silmeli ruhsal olarak da rahatlatmalisin. Saghk hizmeti
budur” (K2)

“Saglik hizmeti hastanin saghigina kavusmasi igin gereken seyleri yapmaktir” (K3)

“Saghk hizmeti yalmzca hasta olan ¢ocuk icin degildir. Annesi babasi icindir de. Cocuk aglar ama
stresini anne baba ceker. Bazen anne babalar ¢ocuktan daha fazla hasta oluyor. Cocuktan once
pimpirikli ebeveyni tedavi etmek lazim” (K4)

“Saglik hizmeti hastayi en acisiz ve agrisiz sekilde, sikintisim asgaride tutarak saglhigina kavusturmaktir”
(K5)

“Hizmet bilgi ve beceri cercevesinde hastaya yardimci olmaktir. Saglik hizmeti oncelikle hastaya iyi
davranmaktir. Sonra da hastay: en iyi sekilde tetkik ederek sagligina kavusturmaktir” (K6)

“Hizmet talep edene bilgi ve becerilerini sunmaktir. Mesela ben tip bilgimi isverene sunuyorum. Saglik
hizmetini ise saghgt bozulana veya bozulma ihtimali olana verdigin hizmettir. Iscilere saglk hizmeti
veriyorum gibi...” (K7)

“Isletmede iiriin disindaki her sey hizmettir. Saghk hizmeti ise hastalar iyilestirmek i¢in girisilen biitiin
aksiyonlardir” (K8)

“Hizmet senden istenen seyi yapmaktir. Saglik hizmeti de sagligini isteyen hastay: iyilestirmektir.
Yonetim tarafi olarak biz de hastalar: iyilestirmeye ¢alisan doktorlara hizmet ederiz.” (K9)

Hekim katilimcilar saglik hizmetini iiriin baskin bir mantikla sunulan bir olgu olarak tanimlamaktadir.
Hizmetin sunulabilmesi i¢in bilginin, yetenegin ve iletisimin énemine vurgu yapmaktadirlar. idari
departmana mensup saglik hizmeti caliganlari ise yine iiriin baskin mantikla hizmetin sunuldugunu
ancak kendilerini saglik hizmeti disinda tutarak yalnizca hekimin bu hizmeti sundugunu ve diger
calisanlarin birer “yardimci” rolii éistlendigini belirtiyor. Katilimcilarda hizmetin tek tarafli ve sadece
doktor tarafindan tiretildigi gortistiniin hakim oldugu anlasilmaktadir.

4.3. Kaynaklar

HBMde kaynaklar isleyen ve islenen kaynaklar olmak izere ikiye ayrilir. Basitce islenen kaynaklar
somut {iriinler, elle tutulan ve islemeye hazir kaynaklardir. Isleyen kaynaklar ise bilgi ve yetenek gibi
elle tutulmayan ancak iglenen kaynaklar1 kullanarak ¢iktilar tireten kaynaklardir (Arnould, Price, &
Malshe, 2015). Hizmet profesyonelleri saglik hizmetlerindeki kaynaklar: bilgi, yetenek, teknoloji,
tiziki ortam, cihazlar ve finans olarak tanimlamaktadir.

“Saglik hizmeti verebilmemiz icin cihazlar ve cerrahi aletler gereklidir. Mesela benim goriintiileme
cihazim var. Ufak bir kamera. Hastamn kulaklarina, burnuna, bogazina bununla bakiyorum. Elektronik
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cihazlar eksiden yoktu biz de 1sikla manuel bakiyorduk. Fakat bu cihazlar islerimizi kolaylastirmakla
beraber tani koyamazlar. Onun icin bilgi ve tecriibe gerekir. Tabi hastanin sorununu iyi ifade etmesi

isimizi hizlandiran seylerden biridir” (K1)

“Oncelikle bir yere ihtiyacin var elbette (giiliiyor). Benim kendi muayenehanem. Eskiden ruhsatli oldugu
icin devam edebiliyorum ama yeni bir yer agmak istesem bakanligin belirledigi kriterlere uygun bir yer
bulmam gerek. Kapi genisligi su olacak, metrekaresi su olacak vs.. Yeri bulduktan sonra en onemli sey
giiler ytiz ve samimiyettir. Hastayi aileden biri gibi kabul edeceksin ama gergekten dyle hissederek. Hasta
senin samimiyetini hisseder ve sana giivenir. Giiven olmadan saglik hizmeti olmaz. Sana giivenmeyen
hastay: ne yaparsan yap iyilestiremezsin. Isler hep ters gider. Son olarak da bilgi gerekir. Bilgi olmadan

tant da koyamazsin tedavi de edemezsin. Tedavinin yarisi tant koymaktan gecer” (K2)

“Bizim i¢in cihaz. Olmazsa olmazimiz. Cihaz ne kadar gelismisse o kadar hizli ve kesin tani koyabiliriz.
Dolayisiyla cihaz teknolojisindeki gelismeler saglik hizmetini de gelistirir. Sonra tecriibe geliyor. Yanls
anlasilma olmasin bilgisiz bir tecriibeden bahsetmiyorum. Fakat gordiigiin ile radyolojiye gonderen
doktorun bulgularinin ve siiphelendigi seyin uyusmasi lazim. Ornek vereyim beyinde bir kitle goriirsiin,
doktorun siiphelendigi seyle veya hastanin semptomlar: ile alakasi yoktur. Baska yere bakman
gerekiyor olabilir. Daha merkeze mesela. Ote yandan gordiigiin sey onleyici bir saglik hizmetine katkida
bulunabilir. Baska bir sey ararken bambaska bir sey gormiissiindiir ve ilgili doktora bu konuda uyarida

bulunursun. Bunun gibi seyler” (K3)

“Once doktora ihtiyag var elbette ama gercek bir doktora. Zar zor mezun olmus, en son fakiiltede
makale okumus bir doktordan bahsetmiyorum. Yeteri kadar okursan hasta odaya girdigi anda kafanda
bir tanm olusur. Ben mesela ¢ocugun hal ve hareketlerinden %90 hastaligini anlarim. Hatta hasta olup
olmadigini da anlarim. Aileye baktigimda bile anladigim olur. Cocuk sumariklik mi yapiyor yoksa
gergekten mi hasta ya da ¢ocuktaki sorun fizyolojik mi yoksa psikolojik mi?... Bunlar hep okumayla ve
zamanla edinilen seyler” (K4)

“Oncelikle kalifiye bir doktora ihtiyag var. Sonrasinda ise teknolojiye. Teknolojiye sadece elektronik
cihazlar girmiyor. Hastanin koluna taktigimiz anjiokattan, yatirdigimiz masaya, monitor ettigimiz
cihazlara kadar. Bunun yaninda tecriibeli hemsire de sarttir. Hemsgire hastay: vezir de eder rezil de...
Damara giremeyen hemsireler gordiim. Sorsan okul bitirip mezun olmuglar. Doktorla uyum icin de

calisan iyi bir hemsgire saglik hizmetinin kalitesini 6nemli olctide artirir” (K5)

“Goz hastaliklarma genel olarak baktignmizda optik teknolojisi saglik hizmetini verebilmemiz igin
elzem. Hem bizim gozii inceleyebilmemiz icin gerekli bir teknoloji(cihazlar optik temelli) hem de gorme
kusurlarin giderebilmek ve katarakt igin kullandigimiz lensler adina énemli bir teknoloji. Ozel olarak
baktigimizda ise isler biraz daha farkhlasiyor. Ilaglar cok dnem arz ediyor. Géz diger organlardan
farklidir. Goriirsiiniiz ama miidahale etmeniz bazen zor olabilir. Igneyle kuyu kazmak bizim igin
soylenmis olabilir. Goz tansiyonunu Ornek verirsek farkli versiyonlar: icin ilagla, lazerle veya gioze bir
aparat takarak miidahalede bulunabiliriz.” (K6)
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“Saglik hizmetinin sunulabilmesi icin temel unsur koordinasyondur. Devletin organizator gorevini
iistlenerek toplumsal bir saglikli olmay: dizayn etmesi gerekir. Organize etmesi gereken seylerden
bazilarinmi sayarsam yapilacak hastaneler, hastane icinde ¢alisacak personel, hizmeti verecek doktor
diyebilirim. Devletin bu konuda bir diger gorevi de yalnizca hastalari iyi etmek degil insanlar hasta
olmadan onleyici hizmetler ile toplumun saghgin en iist diizeyde tutmaktir. Saghk hizmetinin sunulmasi
icin gerekli diger seyler yalnizca ikincil oneme sahip, detay diyebilecegimiz seylerdir” (K7)

“Iyi bir yonetim ve tabi ki yonetici. Bunu kendi yaptigim isin reklami olsun diye séylemiyorum ama
gercekten dyle. Saglik hizmetleri cok kompleks bir yap:. Insanlar sadece doktordan ibaret saniyorlar
ama 0Oyle degil. Her seyden Once siirekli degisen yonetmelikler is akisina miidahale etmeyi ve yeniden
yapilandirmay: gerektiriyor. Baska sektorler gibi zamanla diizelir diyebileceginiz bir sektor degil saglik
hizmetleri. Sorumluluklari agir. Saghk personeli olmayanlarin bir sekilde adaptasyonu saglanabiliyor
ama ozellikle doktorlar: bir sekilde ikna etmek ve is yapislarini degistirmek gercekten zor. Tibbin
gereklilikleri cergevesinde onlar da hakli olabilir ancak yonetmeliklerin emirleri boyle. Anlatsam kitaplar
yazilir. Ne sizin ne de benim zamanim yetmez. Genel bir cerceve olarak yonetim diyebilirim.” (K8)

“Biitce! Act ama gercek. Doktorlar bircok sey istiyor. Biitce yoksa alamiyoruz. O yiizden bazen
ameliyatlar kalir. Bazen de ge¢ yapilir. Biitce yoksa elimiz kolumuz bagli oluyor. Saglik maliyetli bir
hizmettir. Saghk hizmetinin verilebilmesi i¢in de gerekli olan ilk sey paradir” (K9)

Saglik hizmetlerinin tarafi olan uzmanlar bilgiyi, yetenegi, teknolojiyi, fiziki ortamu, cihazlar1 ve
finansi saglik hizmetlerindeki kaynaklar olarak tanimlamaktadir. Ozellikle bilgi, yetenek ve teknoloji
tizerinde duran uzmanlar hastayi bir bilgi ve yetenek kaynag: olarak tanimlamamaktadir.

4.4. Deger

Deger tanimlanmasi zor bir kavramdir (Gronroos, 2008). Bir goriise gore deger miibadele neticesinde
olusan fayda algisinin genel bir degerlendirmesi olarak tanimlanabilir (Zeithaml, 1988). Deger
yaratma ise isleyen kaynaklarin nasil kullanildigs, isleyen kaynaklarla ne yapildigidir (Berthon &
John, 2015). Deger yaratma siireci yalnizca hizmet sunan tarafinda gergeklesmez. Mutlaka hasta da
bu stirece dahil olur (Lusch & Vargo, 2014). Arastirmaya katilan saglik profesyonelleri bu konuda
farkli deger kavramlari tanimlamalari yapmaktadir.

-Muayenehane hekimleri degeri belirleyeni hasta olarak tanimlamaktadir;

“Saghk hizmetlerinde deger memnuniyettir. Hasta memnun olunca deger yaratilmais olur. Bu hem hasta
ile olan iletisimle hem de sikayetlerine uygun olarak verilen t:bbi ¢oziimlerle saglanr. Hastaya en iyi,
en bilimsel altyapisi olan hizmeti vermis dahi olsaniz memnun olmamus bir hasta ile deger yaratilmis
olmaz” (K1)

“Deger esittir mutlu hasta. Hasta muayenehaneden ayrilirken mutlu sekilde ayrilacak. Sorularina
cevap almis olacak. Aklinda “acaba” olmayacak. Ayrica hastaya yalan séylemeyeceksin. Ne kendisini iyi
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hissetsin diye ne de daha fazla parasini almak icin. Diiriist ol, hakkini al, bilgin dahilinde en iyi hizmeti

ver. Senin bilginin disinda ise hastay: bilgisi olana yonlendir. Deger boyle yaratilir” (K2)
-Hastane hekimleri degeri ve deger yaratmay1 hekim 6zelinde degerlendirmektedir;

“Saghk hizmetlerinde bizim agcimizdan deger hizli ve dogru tamdir. Bu degeri yaratabilmek igin egitimli
doktorlarin yan: sira gelismis teknolojik cihazlar da gereklidir” (K3)

“Saglik hizmetlerinde deger doktorun hastaya ve topluma kattig1 seylerdir. Doktor isini diizgiin
yaptiginda bir deger yaratmus olur. Yalniz burada bir yanhs anlasilmaya isik tutmak istiyorum. Sanki
doktor gece giindiiz ¢alisinca, yapmas: gerekenden fazla sey yapinca ok biiyiik deger yaratmus gibi bir
algi var toplumda. Boyle bir sey yok. Doktor gerektigi kadar isini yapmaldir ¢iinkii fazlasini yapmasi
hastaya ve topluma zarar verir. Bu zarar hem kendisini fazla yorarak diger hastalara gereken hizmeti
saglayamamasi olarak hem de fazla maddi kiilfet yaratarak insanlar iizerine yiik yaratarak zararh
olabilir” (K4)

“Dogru saglk hizmeti degerdir. Saghk hizmeti ile iki tiirlii deger yaratilir; birincisi hastay: saghgina

kavusturarak, ikincisi de koruyucu hekimlik hizmetleri ile toplum icin deger yaratarak.” (K5)

“Saghk hizmetlerinde deger ekonomiktir. Uygun fiyath ve kaliteli bir hizmet saghk hizmetleri igin
degerdir. Saglik hizmetlerinde deger sadece doktor tarafindan yaratilmaz. lyi bir ekonomik altyapinin
yanmnda kalifiyesi yiiksek yardimci saglik personeli, teknolojik imkanlar, fiziki sartlar... bunlarin hepsi
para demektir” (K6)

“Bilgi ve ilgi saghk hizmetlerinin degeridir. Saghk hizmetlerinde deger oncelikle calisan memnuniyeti ile
yaratilir. Memnun ¢alisan iyi ve kaliteli hizmet demektir” (K7)

-Hastane yoneticileri ise daha somut unsurlar iizerinde degeri ve deger yaratmay1 tanimlamaktadir;

“Saglik hizmetlerinde deger hastay: rahat ettirmektir. Hasta hastaneye girdigi anda ruhsuz bir binaya
degil, kendisini rahat hissedecegi bir yere geldigini anlamalidir. Hasta her anlamda konforlu bir alanda
oldugunu hissetmelidir. Hastaneye gelmek hasta icin ¢ileye donmemelidir. Iyi bir lokasyon, mimarisi i¢

agict bir bina, samimi bir ortam ve iyi hizmet alacagin emin olan bir hasta. Deger boyle yaratilir” (K8)

“Hastamn saghgina kavusmasidir. Deger yaratmak doktorun elindedir. Doktor mevcut imkanlardan en

iyi sekilde yararlanarak hastay: iyi ettiginde deger yaratmis olur” (K9)

Farkli katilimer gruplart degeri ve deger yaratmay: farkli olarak tanimlamaktadir. Muayenehane
hekimleri degeri belirleyenin hasta oldugu ve mutlu hastanin deger yaratma sonucu olugacagi
konusunda goriis birligindedirler. Hastane hekimleri deger ve deger yaratmay: hekimin ozelinde
bir olgu olarak degerlendirmektedirler. Idari ekip ise deger kavramini daha elle tutulur unsurlar

cercevesinde tanimlamaktadirlar.
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4.5. Kurumlar

Kurumlarin  6nemi hizmet ekosistemi icerisindeki uygulamalari sekillendirmesinden
kaynaklanmaktadir (Lawrence, Hardy, & Phillips, 2002). Saglik hizmetlerini sekillendirmede en etkin
kurumlar icerisinde devlet, kiiltiir, politika ve yaptirim giictine sahip devlet kurumlar: sayilabilir.
Bunlara ek olarak da medya, hastane, klinikler, uzman birlikleri 6rnekleri verilebilir (Frow, McColl-
Kennedy, & Payne, 2016). Bu arastirmada ortaya ¢ikan bulgulara gore devlet, hastane, muayenehane,
uzman birlikleri, kiiltiir, ila¢ sirketleri, cinsiyet, internet, arkadas, is yapma kiiltiirli, ekonomi,
doktorluk saglik hizmetlerini sekillendiren kurumlar olarak gosterilebilir.

“..ozetlemek gerekirse devlet (dolayisiyla saghk bakanhgr ve saghk miidiirliikleri), ilag sirketleri,
doktorlar elle tutulan seyler olarak soylenebilir. Medya nemli bir unsurdur ¢iinkii insanlar estetik igin
geldiklerinde genelde referans verecekleri medyatik bir kisi ile geliyorlar. Kiiltiir konusu ¢ok derin ama
genel olarak hasta doktor iliskisindeki eski kiiltiir kayboldu diyebilirim” (K1)

“Bizim her seyimizi saglk bakanhg: diizenler ancak saghk bakanhg: ¢ok genis bakarak herkesi aym
kefeye koyuyor. Koskoca hastane ile bana (muayenehane hekimi olarak konusuyor) uyguladigr kurallar
ayni. Oysa verdigimiz hizmetin tiirii de bizi tercih eden hastanin da beklentileri de farkli. Bakanlk
sanki muayenehane agmaym diyor. Bizim tabip odasi: da ayakta uyuyor” (K2)

“Saglik hizmetlerinde kadin olmak saglik hizmetlerinin zorluklarina ek olarak zorluklar da getiriyor.
Kimi hasta bize hala hemgsire muamelesi yaparken kimi hasta da sadece kadin oldugumuz icin tercih
ediyor bizi. Kadin olarak mesafeyi her zaman korumak zorunda hissediyorum kendimi aksi takdirde
bilimsel itibar gormeme veya baska sorunlarla karsilasabiliyorum.” (K3)

“Bence bizde saglik hizmetini sekillendiren baslica etmen kiiltiir. Kisa bir yurtdisi tecriibem de oldugu
icin biliyorum. Bizde ebeveynler ¢ocuklari konusunda asir1 hassas. Cocuk oksiirse evladim oliiyor diye
hastaneye kosuyor. Yurtdisinda béyle bir durum yok. Bizim aile yapnmizda ¢ocuga “cocuk” olmasi
disinda da anlamlar yiikleniyor saniyorum. Belki yetisme tarzimi boyle. Bizdeki ebeveynlere kendimi
de dahil ediyorum bu arada. Ben doktorum ama benim cocugum da hastalandiginda ayni davranisi
ben de gosteriyorum. Sebep nedir bilemiyorum.” (K4)

“..doktora saygi kalmadi. Eskiden doktor hasta geldiginde elinden gelenin en fazlasini yapmaya
calisirds. Artik boyle bir durum yok. Hasta istedigi ilaci alamadi diye doktoru sikayet ediyor. Doktor
bu yiizden sorusturma gegiriyor. O yiizden doktorlar artik ugrasmiyor. Hastamn istedigi ilaci yazip
gonderiyor. Zaten bes dakikada hasta muayene etmek zorunda. Ne kadar ilgilenebilir ki...” (K5)

“Internet, arkadas ve sabit fikir saglik hizmetlerinin en biiyiik diismani. Hasta semptomlarini internete
yaziyor ve eksik bilgisi ile karsimiza geliyor. Gelen hasta hastaliginin su veya bu oldugunun iddiasinda
bulunuyor. Bunun bir sebebi de Cem Yilmazm “kaynimda da var” muhabbeti. Her hasta farklidir.
Farkl: tantya ve farkl tedaviye ihtiyaci vardir. Oysa hasta kendi tanisimi da koymus, tedavi kararini da
vermis oluyor ve bizden bunu talep ediyor. Bir diger durum da hastanin tam koymaya direng gostermesi.
Hastaya detayli muayene yapmak istedigimizde hasta sadece gozliik almak icin geldigini baska bir sey
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istemedigini soyliiyor. Oysa detayl bir muayene ile baska hastaliklarini da ortaya ¢ikarabilecegimizi
anlatamiyoruz. Goz 6yle bir organdir. Viicudunuzun baska bir yerindeki hastahgimz gozde emareler
gosterir” (K6)

“Benim alamim icin is yapma kiiltiirii diyebilirim. Isverenler genel olarak is saghgi ve giivenligini devletin
koydugu kanun neticesinde bosa bir harcama kalemi olarak goriiyor. Bunun aslimda hem toplum igin
hem de isveren icin iyi bir sey oldugunu kavrayamziyor. Saglikli isci, saghgimin takip edildigini bilen is¢i
kendini giivende hisseder. Bu da performansina yansir. Bazi isciler de bizi sevmez ashinda. Hastaliginin
ise girmesine neden olacagini veya hastalanirsa isini kaybetmesine yol agacagin diistiniir. Bu kismen

dogru olsa da pratikte nadir rastlanan bir durumdur” (K7)

“Devlet, ekonomi, politika gibi bircok diizenleyici etmenden bahsedebilirim. Benimsenmis bir anlayis
olarak saglik hizmetlerinin, mesela bir hastanenin yéneticisinin doktor olmas: anlayisini 6rnek olarak
verebilirim. Hastane yoneticisi oldugumu soyledigimde ¢ogu zaman doktor oldugum diisiiniiliir. Bu
biraz, kiiltiirel degil ama yonetimin farkli bir alan oldugu anlayisinin heniiz oturmamis olmasindan

kaynakl bir durum galiba. Saglik hizmetini yoneten doktordur algisi.” (K8)

“Devlet en biiyiik diizenleyici elbette. Mesela hasta feragatnamesi olan onam formlarmin hastaya
miidahale edilmeden once alinmast zorunlulugu bir diizenleyici unsur. Is siireclerimiz de keza devletin
koydugu kurallarla belirleniyor. Hasta agisindan saglik hizmeti bir faaliyet oldugu gibi bazi hastalar
icin hastaneye gelme bir faaliyet aslinda. Kimi hasta burada bulunmay: siirekli muayene olmay: bir
faaliyet olarak goriiyor. Kimisi de (emekli mesela) vakit gecirmek icin geliyor. Hadi bir muayene olalim

ya da yeni bir doktor gelmis gidip muayene olalim diye gelen hastalarla karsilasiyoruz.” (K9)

Katilimcilar saglik hizmetlerini etkileyen kurumlar: devlet, hastane, muayenehane, uzman birlikleri,
kaltir, ilag sirketleri, cinsiyet, internet, arkadas, is yapma kiltiirli, ekonomi, doktorluk olarak
nitelendirmektedirler. Cevaplar genel olarak degerlendirildiginde devlet ve kiiltiir saglik hizmetlerine

sekil veren oncii kurumsal yapilar olarak karsimiza ¢ikmaktadir.

5. Sonug ve Tartisma

Saglik hizmetlerinin geleneksel yapisinda saglik sunuculari, saglikli olmanin profesyonelleri olarak
gortldigi i¢in saglik hizmeti ¢oziimleri de tek yonlidiir. Bilgi, tek yonlii olarak saglik hizmetleri
sunucularindan hastalara dogru akar. Tersi ya mevcut degildir ya da smirhdir (Wald, Dube, &
Anthony, 2007). Saglik hizmeti sunucusunun tek otorite olusu hastalarin saglik hizmetlerinde karar
almaya katilmakta isteksiz davranmalarina yol agmaktadir (Joseph-Williams, Elwyn, & Edwards,
2014). Bu durum saglik hizmetlerinde inovasyonun da &éniinii tikamaktadir (Peltier, Dahl, & Swan,
2020). Oysa HBM’nin benimsenmesi saglik hizmet sunumunun ¢iktilarini artirabilir (Vespestad &
Clancy, 2019).
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HBMde her zaman var olan, degismeyen tek aktor hastadir (Sweeney, Danaher, & McColl-Kennedy,
2015). Ancak arastirma sonucunda ortaya ¢ikan bulgular saglik hizmeti profesyonellerinin hastay1
bir aktor olarak gormedikleri yoniindedir. Daha ziyade onlar i¢in hasta hizmeti alan pasif taraftadur.

Katilimci uzmanlarin hizmetin ne olduguna dair diigiinceleri tiriin baskin mantikta var olan hizmet
- tiriin ayrimindan ziyade (Vargo & Lusch, 2004b) HBM mantiga uygun olarak kaynak entegrasyonu
olarak nitelendirilebilir. Bunun sebebi hizmet sektoriinde hizmeti sunan taraf olmalar1 olabilir.
Lakin kaynak entegrasyonunda kendilerini hizmeti yaratan taraflardan biri olarak degil de tekil bir
bakis acisiyla hizmeti sunan olarak gormektedirler. Aktor olarak hastay: disarida birakmaktadirlar.
Ekosistem mantigiyla biitiinciil bir hizmet anlayigina sahip degildirler.

Islenen kaynaklar pazardaki miibadele ile sahip olunan somut objeler olarak tanimlanabilir (Arnould,
Price, & Malshe, 2015). Isleyen kaynaklar yani soyut sahiplikler ise sosyal, kiiltiirel ve fiziksel olmak
tizere ti¢ kategoride incelenebilir. Bu kaynaklar tek tek kullanabilecegi gibi ikisi veya ticii birlestirerek
de kullanabilir (Baron & Harris, 2008). Arastirmada cevaplayicilar islenen kaynaklara atifta bulunsa
da neticede isleyen kaynaklara yani bilgi ve yetenekler iizerine yogunlagsmaktadir. HBM bakis a¢is1
isleyen kaynaklar1 birinci siraya koyar ¢iinkii etkiyi yaratan isleyen kaynaklardir (Vargo & Lusch,
2004a). Saglik hizmeti sunucular1 rekabet avantaji elde etmek istiyorlarsa isleyen kaynaklar; bilgi
ve uzmanlagmis yetenekler iizerine yogunlasmalidirlar (Madhavaram & Hunt, 2007). Arastirmaya
katilan profesyonellerin mevcut durumu rekabet avantaji icin gerekli anlayisa sahip olduklarini
gostermektedir.

Pazarlamada degisen anlayis, degeri tiiketici odakli kabul etmistir (Holbrook, 1999). Deger yaratilmasi
konusunda farkli goriisler bulunmaktadir. Vargo ve Lusch’a (2019) gore HBM c¢ergevesinde deger
birgok aktor tarafindan birlikte yaratilir, Gronroos ve Voimaya (2013) gore degeri yalnizca miisteri
yaratir, Ramaswamy ve Ozcan'a (2018)gore ise sosyal cevre icindeki etkilesimde bulunan her kisi
deger yaratandir. Bu aragtirmaya katilan saglik profesyonelleri bulunduklar1 konuma gore farklh
deger tanimlamalar1 ve deger yaratma olgularindan bahsetmektedir. Muayenehane hekimlerinin
daha HBM odakli bir anlayisa sahip olduklar: anlagilmaktadir. Burada hasta ile birebir etkilesim
bu mantikla hareket etmelerine etki etmis olabilir. Hastane hekimleri ise tirtin baskin mantikla
hizmeti sunan taraf olarak degeri kendilerinin hasta ve toplum igin yarattiklari diisiincesine
sahiptirler. Hastanin deger algis1 degil somut verilerle hastanin kendi alanlar1 agisindan sihhatli olup
olmadiklari onlar i¢in degeri tanimlamaktadir. Saglik hizmetlerindeki yonetici profesyoneller ise
deger baglaminda daha somut unsurlar tizerinde durmaktadirlar. Onlar i¢in degerin karsilig1 “fiziki
sartlar” veya “hastanin hekim tarafindan saglikli ilan edilmesi” oldugu anlagilmaktadir.

Kurumsal diisiince pazarlamada heniiz emekleme asamasindadir. Pazarlama literatiiriinde hangi
kurumlarin var oldugu, bunlarin pratikte nasil etkileri oldugu ve organizasyonlarin bunlarla nasil
basa ¢iktig1 tizerine sinirl sayida ¢alisma vardir (Barile, Lusch, Reynoso, Saviano, & Spohrer, 2016).
Oyunun kurallar1 olarak nitelendirilebilecek kurumlar (Yang & Su, 2014) diizenleyici, normatif ve
kiltiirel-biligsel olarak ii¢ baslik altinda toplanabilir (Scott, 2014).Kurumlarin mikro, mezo, makro
seviyelerine gore siniflandirmalar da mevcuttur (Pop, Leroi-Werelds, Roijakkers, & Andreassen,
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2018). HBM’nin besinci aksiyomunun konusu olan kurumlar birbirleri ile etkilesim icindedir
ve aktorleri, kaynak entegrasyonunu ve hizmet ekosistemlerini bir arada tutarak deger yaratmay1
olanakli kilarlar (Vargo & Lusch, 2017). Arastirma neticesinde ulagilan sonuglar saglik hizmetleri
icerisindeki kurumlar1 devlet, hastane, muayenehane, uzman birlikleri, kiiltiir, ilag sirketleri, cinsiyet,
internet, arkadas, is yapma kiiltiirii, ekonomi, doktorluk olarak tanimlamaktadir. Bu ¢iktilardan
devlet, hastane, muayenehane, uzman birlikleri, kiiltiir, ila¢ sirketleri, is yapma kiiltiirii literatiirle
uyusmaktadir (Pop, Leroi-Werelds, Roijakkers, & Andreassen, 2018). Cinsiyet, internet, arkadas,
ekonomi ve doktorluk ise bu arasgtirmaya 6zgii kurumsal yap: olarak tanimlanabilecek bulgulardur.
Kuramsal kuramin yeni bir alan olmasi ve literatiirde genel olarak organizasyon yapisini ifade etmesi
sebebiyle arastirmaya 6zgii bu bulgularin kurum olup olmadig: tartismaya agiktir. Scottn (2014)
“Kurumlar, ilgili faaliyetler ve kaynaklarla birlikte toplumsal yasama istikrar ve anlam saglayan
diizenleyici, normatif ve kiiltiirel-biligsel unsurlardan olusur” tanimi géz 6niinde bulundurularak
cinsiyetin, internetin, arkadagligin, ekonominin ve doktorlugun birer kurum olup olmadiginin
tespiti i¢in daha fazla ¢aligmaya ihtiya¢ vardur.

HBM ¢ergevesinde hizmet ekosistemi hizmet miibadelesinde kurumsal diizenlemeler ve ortak deger
yaratimi araciligi ile aktorlerin kaynaklarini entegre ettigi, hem kendi kendine yeten hem de kendi
kendini diizenleyen bir sistem olarak tanimlanabilir (Vargo & Lusch, 2016). Arasgtirmanin ¢iktilari
incelendiginde sonuglarin bu tanima uygun olmakla beraber gok 6nemli bir unsur olan hatta en
6nemli unsur olan “hasta” kavraminin goz ardi edildigi anlasiimaktadir. Saglik hizmetleri ekosistemi
icerisinde hastanin, kaynaklar1 olan (Dahl, Milne, & Peltier, 2021) ve kaynaklarini entegre eden
bir aktor olarak goriilmedigi, hizmetin ortak iireticisi, degeri asil yaratan olarak kabul edilmedigi
anlasilmaktadir. Oysa saglik hizmetleri ekosisteminin merkezinde hasta bulunur ve yalnizca hizmet
miibadelesinin bir tarafi degil hizmetin her agamasinda hizmet yaratiminin aktif bir ortagidir
(Sharma & Conduit, 2016). Bu ortaklik saglik hizmeti tiretimindeki kalite algilarini gelistirecegi
gibi (Rehman, Dean, & Pires, 2012) girisimcilik (Callaway & Dobrzykowski, 2009) ve inovasyonlar
i¢in arac1 gorevi de gorebilir (Peltier, Dahl, & Swan, 2020). HBM ile pazarlama prensiplerinin saglik
hizmetlerine adapte edilmesi olumlu ¢iktilar iiretmektedir (Vespestad & Clancy, 2019).

HBM’nin hasta merkezli anlayist bir hayal degil ancak agilmas: gereken engelleri olan bir siiregtir.
Bu engellerin asilabilmesi i¢in giiglii bir liderlik, 6rgiitsel yeniden yapilandirma, siireclerin gézden
gecirilmesi ve pazarlamanin bir gider kalemi degil bir yatirimdir anlayisi ile hasta merkezli bir bakis
acisinin sirkete finansal olarak ne kadar biyiik katk: saglayabileceginin anlagilmasi gerekir (Shah,
Rust, Parasuraman, Staelin, & Day, 2006). Saglik hizmetleri ekosistemi i¢erisindeki artan maliyetlerini
diigirmek ve organizasyonel performanslarini artirmak i¢cin HBM1 benimseyecek yoneticiler
(Chakraborty, Bhattacharya, & Dobrzykowski, 2014), geleneksel saglik hizmetleri yapisindaki “saglik
hizmet sunucusu merkezli” anlayistan (Pollard, Bansback, & Bryan, 2015) kurtulmak i¢in hastalarla
etkilesim icine girerek onlari hizmet iretimine dahil etmek istiyorlarsa oncelikle pazarlamaya
bakis agilarini degistirerek “hizmet sunucusu’, “deger iletenler” rollerini birakarak degeri yeniden
tanimlamali ve “bir seyleri kolaylastiric1” roliinii istlenmelidirler (Wells, Gallarza, Andreu, & Calero,
2015). Sonra da kurumlar1 ve kurumsal anlagmalari iyi tetkik etmeli, degisimleri takip etmelidirler
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(Pop, Leroi-Werelds, Roijakkers, & Andreassen, 2018). Aksi durumda ¢iktilar iki tarafa da katki
saglamak bir yana yikic etkiler yaratabilir (Palumbo, 2017).

Bu calismada belli kisitlar mevcuttur. Oncelikle bu arastirma kalitatif bir arastirma olup saglik
hizmetleri ekosistemine genellenemez. Nitel bir arastirmanin amaci da genelleme yapmak degil
mevcudu genel olarak tanimlamaktir (Yildirrm & Simgek, 2021). Bu arastirmaya katilan saglik
profesyonelleri Istanbul ili ile sinirl1 9 kisi olup hepsi farkli saglik hizmetleri kolundandir. Gerek saglik
sunucusu farklilig1 gerekse de orgiit yapist icindeki yerleri saglik hizmeti anlayislarinda farkliliklara
neden olabilmektedir. Bu arastirmada fikirleri alinmamis hemsire (Rochette, Anne, Malartre-
Sapienza, & Rodier, 2021), hasta bakici gibi diger saglik hizmeti bilesenleri tizerine yogunlasmak
ve farkli 6rneklemlerde hem nitel hem de nicel aragtirmalar yapmak diger arastirmacilar i¢in bir
firsat olabilir. Bu alandaki ilgili aragtirmacilarin 6zellikle kurumlar ve kurumsal yapilar iizerine
yogunlasmalar1 eksik olan literatiire biiylik katkilar saglayacaktir ¢iinkii titketim faaliyetinin

sosyokiiltiirel, deneyimsel, sembolik ve ideolojik yonleri oldugu bilinmektedir.
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Extended Summary

Choosing the convenience store location is one of the critical and important issues, especially for
growing retailers. In this study, the selection of store location is applied on a provincial basis, making
use of the opinions of experts in the retail sector, and a model proposal that will support the store
location selection process by using the TOPSIS method and clustering analysis. The aim of the study
is to present an experimental study to the literature in order to get results by easily applying analytical
techniques to the sector, to apply the two techniques together in the store location selection process
and to design them flexibly according to expert opinions,

The importance of the place where the products are presented in terms of marketing is important
because one dimension of the marketing mix is place. The content of place in the marketing mix
includes elements such as channel, location, stock location, and transportation. It can be stated that
the sales place, which is expressed as a location here, is the place where the brand meets the customers
for retail and the place where the products are presented. Location is also a prominent criterion in
customer segmentation in terms of marketing management. In this context, it can be stated that
choosing the convenience location is valuable for retailers and should be evaluated together with all
other aspects that make up the marketing mix (Kotler and Keller, 2012), (Kotler et al., 1999). One of
the important areas for retail marketing is the location selection. It can be said that a good location
selection creates a strong competitive advantage, and the location selection decision is complex.
Considering that the location selection is a long-term decision, it is stated that the financial losses
caused by the wrong decisions should be taken into consideration. Appropriate site evaluations can
be performed with managerial experience, location evaluation checklists, comparisons of old and
new potential sites, and knowledge-based systems such as multivariate statistical techniques, spatial
interaction models and expert systems (Zentes et al., 2017).

In the first part of the study, studies on the selection of store location in the literature will be evaluated.
In the second part, the application will be given. In the third part, the results and recommendations
will be discussed.

In this study, for a retail brand selling household products, the clustering of the provinces and
the opening province prioritization were made in the process of opening a new store. First of all,
literature studies are included. Both clustering and multi-criteria decision making method were
used together in store opening decisions. In order to benefit from publicly available data, the types
of household expenditures announced by TUIK were examined on a provincial basis. The use of
analytical techniques in the decision-making process in line with the company strategy was ensured
through company authorized meetings.

Cluster analysis was applied with the results of in-depth interviews and the data obtained from the
TUIK database, and comments were made according to the determined clusters. In order to evaluate
the provinces in the clusters within themselves, the decision criteria were determined by expert
opinions and the TOPSIS method was applied.
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According to the results of this application, the provinces where the retail brand is recommended to
open priority stores were determined by taking into account the purchasing behavior and potential
within the framework of the demographic differences of the provinces. Decision makers will be able
to determine the size of the stores to be opened in accordance with their business models and their
location in the province. In this way, it is aimed to present an effective and easy model to the decision

maker.

The limitation of this study is the implementation according to the decisions of a retail business. The
methodology used in the study is designed to be easily applicable to different brands. The criteria
used for different brands may change, and techniques can be applied with the data collected by
the company itself instead of publicly available data. With the use of the TOPSIS model, it both
produces suitable results for selection and makes it easy to learn and use for business professionals.
Here, comparisons can be made using different methods. The combination of clustering and TOPSIS
methods provides support to the decision maker, and a hybrid model can be constructed by adding
other analytical methods as needed. Studies using different techniques in the literature have also

been evaluated.

1. Giris

Pazarlama agisindan tiriinlerin sunuldugu yerin 6nemi pazarlama karmasinin bir boyutunun da yer
olmasi sebebiyle 6nemlidir. Pazarlama karmasindaki yer (place) igeriginde kanal, lokasyon, stok yeri,
tagima gibi unsurlar bulunmaktadir. Burada lokasyon olarak ifade edilen satis yerinin perakende
i¢in markanin misterilerle bulustugu yer, iiriinlerin sunumunun yapildig: yer oldugu belirtilebilir.
Pazarlama y6netimi agisindan miisteri segmentasyonunda da lokasyon 6n planda olan bir kriterdir.
Bu ¢ercevede dogru lokasyonun se¢imi perakendeciler i¢in degerli oldugunu, pazarlama karmasin
olusturan diger tiim hususlar ile beraber degerlendirilmesi gerektigini ifade edilebilir (Kotler ve
Keller, 2012), (Kotler vd., 1999). Perakende pazarlamast i¢in 6nemli alanlardan biri lokasyon se¢imi
olarak ifade edilmektedir. Iyi bir yer seciminin giilii rekabet avantaji yarattig1, yer se¢im kararinin ise
karmagik oldugu s6ylenebilmektedir. Yer se¢ciminin uzun dénemli bir karar oldugu hesaba katildiginda
hatal1 kararlarin yaratacagi mali kayiplarinda goz 6niine alinmasi gerektigi belirtilmektedir. Uygun
yer degerlendirmeleri yonetsel tecriibelerle, lokasyon degerlendirme kontrol listeleri ile eski yerlerle
yeni potansiyel yerlerin karsilastirilmalariyla, cok degiskenli istatistiksel teknikler, uzamsal etkilesim
modelleri ve uzman sistemler gibi bilgi tabanli sistemlerle gergeklestirilebilmektedir (Zentes vd.,
2017).

Calismanin ilk bolumiinde literatiirde yer alan magaza yeri segimi ile ilgili ¢aligmalar
degerlendirilecektir. Tkinci kisminda uygulamaya yer verilecektir. Ugiincii béliimde de sonug ve

oOneriler tartisilacaktir.
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2. Literatiir Taramasi

Magaza yeri se¢imi konusu arastirildiginda kurulug yeri se¢imi, alisveris merkezi se¢imi gibi
calismalardan baslayarak perakendecilik icin yer seg¢imini cercevesinde literatiir ¢aligmalari ve
kullanilan yéntemler bu bélimde degerlendirilmistir.

Kurulus yeri se¢imi de literatiirde incelenen &nemli alanlardan biridir. Ozellikle dogru yerde
kaynaklara erisim i¢in en etkin yerin se¢im karar1 ¢ok kriterli karar verme yontemi ile incelenmistir.
Kriterlerin agirliklar: ve segenekler arasinda en dogru yerin belirlenmesi i¢in bulanik analitik serim
siireci kullanilmistir (Ozdagoglu, 2008). Literatiirde fabrikalarin, sirketlerin kiimelenmelerinin
secimi gibi hususlar da incelenmistir. Bu agilardan bakildigina iktisadi kriterler kurulus yerleri
seciminde etkin olmaktadir (Eraslan ve Giingoren, 2013). Bagka bir ¢aligmada kurulus yeri se¢imi
icin deri sektorli 6rnegi incelenmis ve analitik hiyerarsi siireci kullanilmistir (Elener, 2006). Delfi
analitik hiyerarsi stireci ve promethee tekniklerinin biitiinlesik olarak kullanildig bir ¢aligmada
fabrika yeri se¢imi yapilmistir (Mousavi ve Moghaddam, 2013). Yine fabrika yeri seciminde ¢ok
kriterli karar verme yontemlerinden fuzzy TOPSIS yontemi kullanilmistir (Chu, 2002). Calismada
satis ag1 tarafina yogunlagilarak magaza yeri secimine odaklanilmistir. Bu sebeple 6zellikle magaza
yeri se¢iminde kiimeleme veya ¢ok kriterli karar verme tekniklerinin kullanimlar aragtirilmstir.

Magaza yeri se¢imi perakendecilikte olduk¢a onemlidir. Yanhs ve dogru yerde magaza se¢imi bu
cercevede stratejik oneme sahiptir. Satis performansi boyutu diginda her bir yeni agilan magazanin
da yitksek maliyetleri bulunmaktadir. Dogru magaza yerinin segiminde isletmeden isletmeye
degisen hedef pazar bilgisine ihtiya¢ duyulmaktadir. Uygun ticari yerin ve buradan aligveris etmesi
muhtemel toplulugun dinamikleri karardaki 6nemli belirleyicilerden birkacidir. Rekabet tarafindan
da bakildiginda dogru yerin segilmesi rakiplerin konumlarini da goz 6niine almay: gerektirmektedir.
Tiiketicilerin satin alma davranisi da yer seciminde dikkate alinmasi gereken konulardan biri
olmaktadir. Perakendecilerin ozelliklerine ve beklentilerine gore ticari alanin degerlendirilmesi ve
alternatiflerin analiz edilmesi 6nemli asamalardir. Hedef pazara ulagma konusunda bagimsiz, bolge
is merkezi veya aligveris merkezleri {i¢ temel yer tiplerindendir (Ozgéren, 2013).

Magaza yeri belirlenmesinde pazarlama agisindan 6nemli siireglerden biridir. Hedef miisterinin
bakis agisindan magazanin konumu 6nem teskil etmektedir. Daha spesifik olarak bir mahalle, alan
icerisinde magazanin yerinin se¢iminde farkli yaklasimlar mevcuttur. Bilgisayar destekli bir¢ok
metot ile veriler analiz edilerek magaza yeri belirlenebilir (Damavandi vd., 2018). Pazarlama
aragtirmalarinda kiimeleme analizi gibi istatistiksel teknikler kullanilmaktir. Ozellikle miisteri
segmentasyonu tarafinda kullanimi daha yogun olan, birbirine benzeyen birimlerden, gruplar
belirlemede kiimeleme analizi de 6nemli yontemlerden biridir (Venugopal ve Baets, 1994).

Magaza lokasyonunda performans olgtileri, niifus yapisi, ekonomik faktérler, rekabet, doygunluk
seviyesi, ¢cekim giici, magaza karakteristikleri gibi kriterler 6nemli olarak 6n plana ¢ikmaktadir.
Perakendecilik i¢in karar vericilerin ge¢mis tecriibeleri, ge¢mis veriler, satilan/sunulan @riin gibi
ozelliklere gore kriterler degisebilecektir (Turhan vd., 2013).
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Literatiirde bulanik veri zarflama analizi de bir ilin icerisine agilacak magazanin yerini belirlemek
amaciyla kullanilmigtir. Etkinlik analizleri gergeklestirilmistir (Kabak ve Ozveri, 2017).

Kiime kapsama modeli, p medyan modeli kullanimiyla magazaya yerini Konya ili i¢in belirlemek
amaciyla inceleyen bir ¢alisma da senaryo analizleri de uygulanarak gelistirilen modeller
degerlendirilmistir (Ervural, 2022).

Aligveris merkezi yeri se¢iminde fuzzy analitik hiyerarsi siireci ve fuzzy TOPSIS yonteminin
kullanildig: bir ¢alismada uzmanlar tarafindan belirlenen alanlarda aligveris merkezi se¢imi ile ilgili
karara destek sunmak amaglanmistir (Oniit vd., 2010). Aligveris merkezi igin yer se¢imi hususunda
bagka bir ¢aliymada da Analitik ag siireci kullanilmistir (Cheng vd., 2005). Fuzzy analitik hiyerarsi
stireci perakende sistemine katilan bir marka icin magaza yeri se¢imi i¢in amaciyla kullanilmistir.
Calismada iist yonetim igin hiz ve kesinlikle kolaylik sagladig: ifade edilmektedir (Kuo vd., 1999).
Aligveris merkezi ozellikleri ve ticaret alami karakteristikleri arasindaki iliskinin belirlenmesinin
konu alindig bir ¢alismada mekéansal otoregresyon ve cografi agirlikli regresyon kullanilmistir
(Ozuduru ve Varol, 2011).

Perakende i¢cin magaza yeri se¢ciminde sadece analitik hiyerarsi stirecinin kullanildigr ¢aligma
literatiirde yer almaktadir. flgili caliymada yoneticilere hem kalitatif ham de kantitatif verilere
dayanan karar destegi sunmak amaclanmistir (Erbiyik vd., 2012). Bir fastfood zinciri i¢in de uygun
magazanin belirlenmesi amaciyla analitik hiyerarsi modeli kullanilmistir (Aytemiz ve Cingoz, 2020).
Analitik hiyerarsi stirecinin bagka bir ¢alismada da risk plan ve firsat ana kriterleri ¢ercevesinde
magaza yeri se¢iminde kullanildig literatiirde goriilmektedir (Calantone vd., 1989). Cok nitelikli
karar verme teknigi ile magaza yeri se¢cimini inceleyen bir caliymada fayda teorisine dayali bir
puanlama modelinin gelisimi, degerlendirilmesi ve uygulanmasi gerceklestirilmistir (Pope vd., 2012).

Bir ¢alismada kargo sirketi i¢in yeni sube yerinin se¢iminde ¢ok kriterli karar verme y6ntemleri
karsilagtirilmistir. Tlgili ¢aliymada ARAS, WASPAS, SWARA yéntemleri kullanilmistir. Belirlenen
kriterlere gore tekniklerin performanslari karsilastirlmistir. Ilge bazinda se¢im uygulanmustir
(Nebati vd., 2023).

Gergek hayatta bir siipermarket yeri segimi i¢in yapilan bir diger ¢alismada fuzzy analitik network
stireci kullanilmis, belirlenen ti¢ yerden hangisinin daha etkin oldugu segilistir (Tolga vd., 2013).

Yeni agilacak magaza i¢in optimum lokasyon se¢imi perakendeciler i¢in 6ncelikli konulardan biri
olmaktadir. Lokasyon se¢imini konu alan bir ¢alismada analitik hiyerarsi siireci ve TOPSIS teknigi
beraber kullanilmigtir. Calismanin dinamiklerine gore kriterler belirlenmistir. Analitik hiyerarsi
stireci ve TOPSIS yaklagimlarinin hibrit olarak kullanildig: bir ¢alismada aday yerler siralanmistir
(Shaikh, vd., 2021).

Yer secimi icin literatiirdeki ¢alismalarin incelendigi bir makalede ¢ok kriterli karar verme
tekniklerinin kullanimlari ile ilgili ¢alismalar degerlendirilmistir (Li Yap, 2018). Uygun yer se¢iminde
karar destek sistemlerini kullanarak bir model 6neren ¢alismada yiiriiylis mesafesi, tedarik yakinlig
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vb gibi kriterler incelenerek optimum yer se¢imi saglanmaya ¢aligilmistir. Cografi bilgi sistemlerinden
de yararlanarak karar destek sunmak amaglanmistir (Golovnin ve Igonina, 2021). Magaza lokasyon
belirleyicilerini ve yer alternatifleri arasinda se¢imi dematel ve analitik network siireci yontemi ile
beraber inceleyen bir galiymada literatiirde yer almaktadir (Lin vd., 2021). Literatiirde yer alan baska
bir ¢alisma Google API ve yapay sinir aglar1 kullanilarak perakende magaza yeri secimini Tiirkiyede
bulunan bir perakende magazalar zinciri i¢in yer se¢imi problemine uygulamistir (Satman ve
Altunbey, 2014). Calismada kullanilan yontemlerle ilgili bilgiler uygulama boéliimiinde sunulmustur.

3. Uygulama

Bu ¢alismada ev iirtinleri perakendecisi olan bir firmanin yeni agacag1 magaza yeri kararlari il bazli
incelenmistir. Yeni acilacak magaza yeri kararinda il bazli incelemeler yapilarak en uygun illerin hem
kendi icerinde gruplanmasi ve bolgelere ayrilmasi hem de ilgili illerin icerisinden se¢im yapilmasi
amagclanmustir. Bu siiregte sirket uzmanlar ile goriigerek magaza yeri se¢imi i¢in il bazli secenekler
acisindan karar verilmistir. Aragtirmanin yapildig: sirketin adi ticari gizlilik geregi sunulmamistir.

Literatiirde de aktarildig tizere magaza yeri se¢imi stratejik bir karar olmaktadir. Segilen yerin hedef
pazara gore belirlenmesi ve agilig maliyeti sebebiyle uzun dénemli bir yatirim olmasi sebebiyle karar
vericilerin fikirlerinin karar modelinde ve analiz siirecinde kullanilmas: saglanmigtir. Caligmanin
magaza yeri belirleme kararlarinda etkin bir siire¢ sunmas: ve isletme profesyonelleri i¢in bilimsel
metotlardan yararlanmast i¢in bir bakis sunmak hedeflenmistir. Karar verici olarak sirketin icra
mercii fikri alinmasi i¢in derinlemesine miilakat yontemi kullanilmistir.

Magaza yeri segim kararinda veri toplama igin iki kaynaktan veri toplanmustir. ilki ifade edildigi gibi
derinlemesine miilakat sorulari ile yapilan goriismedir. Burada birincil verilerden yararlanilmigtir.
Ikinci kaynak TUIK tarafindan agiklanan istatistiklerdir. Burada 2019 yili (il bazli en giinceli) illerin
hane halki harcama tiirlerine gore istatistikleri alinarak ilerleyen kisimlarda anlatilacak hesaplamalar
uygulanmigtir.

Kiimeleme yontemi i¢in K ortalamalar yontemi uygulanmistir. K ortalamalar yontemi temelleri 1967
ye dayanan J. MacQueen tarafindan gelistirildigi ifade edilen bir kiimeleme yontemidir (Li ve W,
2012), (MacQueen, 1967). Analizde kullanilan ikinci yontem de TOPSIS yontemidir. Ozellikle son
yillarda kullanimu gittikge artan TOPSIS yontemi 1981 yilinda Hwang ve Yoon tarafindan gelistirilen
cok kriterli karar verme ydntemidir. Ilgili yontem agagidaki asamalardan olugmaktadir. (Hwang ve
Yoon, 1981).

1. Karar matrisinin olusturulmasi ve normalize edilmesi,
2. Normalize edilmis matrisin agirliklandirilmast,
3. Ideal ve negatif ideal ¢oziimlerin belirlenmesi,

4. Ayrin olgiilerinin hesaplanmasi,
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5. Ideal ¢6ziime olan goreli yakinliklarin hesaplanarak alternatiflerin siralanmast.

Tekniklerin ayrintilar1 ve uygulamalar i¢in temel makaleleri referans olarak verilmistir. Literatiir
aragtirmasi kisminda da konunun odagindaki ¢alismalar ifade edilmistir. Caliymanin analizlerinde
Knime ve Microsoft Excel programlarindan yararlanilmistir.

Oncelikle ev tiriinleri perakendecisi sirketin iist ydneticisi ile yapilan derinlemesine miilakatta agilacak
magazanin il se¢ciminde etkin olacak yaklagimin sirket stratejisine gore ne oldugu sorulmustur. Verilen
cevaba gore illerin kendi i¢lerinde benzerliklerine gore gruplanmalar: gerektigi belirtilmistir. Buna
gore odaklanilacak il gruplarinin olugsmasi hedeflenmistir. Derinlemesine miilakatta gruplandirma
gerekliliklerinin sebebi soruldugunda:

o Benzer demografi gosteren illerin kendi iglerinde grup olusturmas: gerekliligi
o Benzer il gruplarinin 6zet istatistiklerinin bilinmesinin 6nemi

o Gruplarin igerisinden de illerin magaza agilma Onceliklerine gore siralanmasi gerektigi
belirtilmistir.

Buna gore bulgular 1g1§inda TUIK hane harcamalar1 verileri (2019) alinarak éncelikle ev tiriinleri
harcamalar1 kalemlerinin detaylar1 incelenmistir (Hanehalki Titketim Harcamasi, 2019). il bazl
toplanan verilerin en giincel hali esas alinmigtir. Sirket {ist yonetimi ile yapilan goriismelerde ev
tirtinleri perakendecisi sirketin sattiklari iiriinlerin TUIK tarafindan ilan edilen ev {iriinleri hane
harcamalarinin ortalama %57’sine tekabiil ettigi belirlenmistir. Bu belirlemede sirketin yoneticilerinin
yaptig1 hesaplama dikkate alinmustir.

Bu hesaplama tizerine hane halki harcamalarindan perakendecinin sattig1 ev triinlerine yapilan
harcamalarin ortalamalari hesaplanmistir. Ayrica hesaplanan ortalamalarin ge¢mis verilerinden
hareketle her bir il i¢in %90’lik giiven araliklar1 da hesaplanmistir. Hesaplamanin en 6nemli sebebi
gecmis verilerde olan degiskenligin hesaba katilmasidir. Her bir il i¢in agiklanan ge¢mis tarihsel
verilerdeki harcama degerlerini hesaba katarak yapilan harcamalarin giiven araliklar1 belirlenmistir.

Degisken tanimlamasinda harcama orani bashiginda bir degisken tanimlanmistir. Harcama oram
i¢in 1 numarali hesaplama yapilmustir:

Aylik Ortalama Hane Harcamast

Harcama orant = (1)

Aylik Ortalama Hane Geliri

Boylelikle ortalama hane gelirinin il bazli harcamaya déniisme yiizdesi tizerinden bir degisken
tanimlanmustir. Hane sayilari tim her bir ilin Tirkiyedeki haneler igerisindeki yogunlugu da
hesaplanarak il hane yogunlugu degiskeni tanimlanmistir. Elde edilen bu degiskenlerile derinlemesine
miilakat ile goriigler alarak kiimeleme denemeleri yapilmistir. Hesaplanan degiskenler magaza yeri
tercihinde kullanilacak birer kriter olarak degerlendirilmistir. Denemeler sonucunda asagida yer
alan dort kriter ile 81 il k-ortalamalar kiimeleme yontemi kullanilarak 7 adet kiimeye ayrilmistir.
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¢  Harcama oran1

o  Toplam il niifusu

o Ortalama hane bag1 harcama

Il hane yogunlugu

fllerin analiz sonucu ayrildiklar1 kiimeler Tablo 1'de sunulmustur. Burada énemli bir husus ilk dért

kiimenin birer ilden olugmasidur.

Tablo 1: Kriterlerin Kiimeler Altinda Ikili Karsilagtirmalar1

il Kiime Ad1 il Kiime Ad1 il Kiime Ad1
Istanbul 1. Kiime Malatya 6. Kiime Bolu 7. Kiime
Ankara 2. Kiime Afyon 6. Kiime Burdur 7. Kiime
[zmir 3. Kiime Erzurum 6. Kiime Nevsehir 7. Kiime
Bursa 4. Kiime Mardin 6. Kiime Kirikkale 7. Kiime
Antalya 5. Kiime Canakkale 7. Kiime Yalova 7. Kiime
Konya 5. Kiime Zonguldak 7. Kiime Mus 7. Kiime
Adana 5. Kiime Kiitahya 7. Kiime Sirnak 7. Kiime
Kocaeli 5. Kiime Tokat 7. Kiime Karabiik 7. Kiime
Mersin 5. Kiime Sivas 7. Kiime Karaman 7. Kiime
Gaziantep 5. Kiime Corum 7. Kiime Sinop 7. Kiime
Hatay 5. Kiime Elazig 7. Kiime Bitlis 7. Kiime
Sanhurfa 5. Kiime Giresun 7. Kiime Kirsehir 7. Kiime
Diyarbakir 5. Kiime Adiyaman 7. Kiime Bingol 7. Kiime
Manisa 6. Kiime Osmaniye 7. Kiime Erzincan 7. Kiime
Balikesir 6. Kiime Isparta 7. Kiime Kars 7. Kiime
Kayseri 6. Kiime Edirne 7. Kiime Bilecik 7. Kiime
Samsun 6. Kiime Yozgat 7. Kiime Cankur1 7. Kiime
Aydin 6. Kiime Kastamonu 7. Kiime Bartin 7. Kiime
Mugla 6. Kiime Kirklareli 7. Kiime Siirt 7. Kiime
Denizli 6. Kiime Usak 7. Kiime Artvin 7. Kiime
Tekirdag 6. Kiime Aksaray 7. Kiime Giimiishane 7. Kiime
Eskisehir 6. Kiime Batman 7. Kiime Hakkari 7. Kiime
Kahramanmaras 6. Kiime Diizce 7. Kiime Igdr 7. Kiime
Sakarya 6. Kiime Nigde 7. Kiime Kilis 7. Kiime
Ordu 6. Kiime Agn 7. Kiime Ardahan 7. Kiime
Trabzon 6. Kiime Rize 7. Kiime Tunceli 7. Kiime
Van 6. Kiime Amasya 7. Kiime Bayburt 7. Kiime

Sekil I'de 4 kriterin kiimeler altinda ikili karsilagtirmalar: yer almaktadir. Burada renklerle kiimeler

gosterilmistir.
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Niifus-Harcama Orani Ortalama hane bag1 harcama-Harcama Orani
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il Hane yogunlugu-Harcama Orant Ortalama Hane Bas1 Harcama-Niifus

IEEEEEREENE

il Hane Yogunlugu- Niifus il Hane yogunlugu-Ortalama Hane Bast

Harcama

Sekil 1: Kiimeleme Analizi Degiskenlerin Karsilagtirmalari

Kiimelerin 6zellikleri Tablo 2'de gériilmektedir.

Tablo 2: Kiimelere Ait Tanimlayici Istatistikler

Kiimeler Harcama  Orami il Hane Yogunluk Oran1 Hane Harcama Niifus Ortalamasi
Ortalamasi Ortalamasi Ortalamasi

1. Kiime 92% 19% 302 15519267

2. Kiime 108% 7% 214 5639076

3. Kiime 98% 6% 247 4367251

4. Kiime 101% 4% 248 3056120

5. Kiime 115% 2% 209 2033744

6. Kiime 122% 1% 194 1028531

7. Kiime 125% 0,4% 169 355120

flk dort kiimede sirastyla Istanbul, Ankara, Izmir ve Bursa illeri yer almaktadir. Tablo 2de

goriildigii tizere karakteristikleri diger kiimelerden farkli olmaktadir hem niifusun en fazla
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oldugu hem de hane sayilarinin fazla ve birbirinden farkli olmasi sebebiyle arastirmanin yapildig:
perakendeci i¢in bu dért ile ayr1 yaklagmak gerektigi belirtilebilir.

Istanbul igin harcama orani %92 ¢ikmustir. Tiirkiye geneline bakildiginda toplam hane sayisinin
%19’u Istanbulda yer almaktadir. Perakendecinin sattig1 iiriinler icin hane bagt ortalama 302 TL
lik bir harcama 6ngoriilmektedir.15 milyonu gegen bir niifus ile diger tiim illerden farkl olarak ele
alinmasi gerekliligi belirtilebilir. Ankara i¢in harcama orani %108 ¢ikmustir. Ortalama hane gelirinin
tizerinde ortalama harcama yapildig: ifade edilebilir. Tiirkiye geneline bakildiginda toplam hane
sayisinin %7’sinin Ankarada ikamet ettigi goriilmektedir. Perakendecinin sattig1 tirtinler i¢in hane
bas1 ortalama 214 TTlik bir harcama 6ngoriilmektedir. 5 milyonu gegen bir niifus bulunmaktadir.
[zmir i¢in harcama oran1 %98 ¢ikmistir. Tiirkiye geneline bakildiginda toplam hane sayisinin %6’sinin
[zmirde ikamet ettigi goriilmektedir. Perakendecinin sattig1 iiriinler i¢in hane bagi ortalama 247 TL
lik bir harcama 6ngoriilmektedir. 4 milyonu gegen bir niifus bulunmaktadir. Bursa i¢in harcama
orani %101 ¢ikmistir. Tiirkiye geneline bakildiginda toplam hane sayisinin %4’tiniin Bursada ikamet
ettigi gortilmektedir. Perakendecinin sattig1 tirtinler i¢in hane bas: ortalama 248 TLlik bir harcama
ongorilmektedir. 3 milyonu gegen bir niifus bulunmaktadir. Ankaranin istatistikleri ile benzerlik
gostermektedir. En 6nemli farklilik niifustadir.

Besinci kiimede dokuz sehir yer almaktadir. Dokuz sehrin ortalama harcama orani %115’tir. Ortalama
%2’lik bir hane yogunlugu bulunmaktadir. Perakendecinin sattig1 iiriinler i¢in hane basi ortalama

209 TL1ik bir harcama 6ngoriillmektedir. Ortalama 2 milyon civarinda niifuslar: bulunmaktadir.

Altinc1 kiimede on sekiz sehir yer almaktadir. $ehirlerin ortalama harcama orani %122dir. Ortalama
%1’lik bir hane yogunlugu bulunmaktadir. Perakendecinin sattig1 iirtinler i¢in hane bast ortalama

194 TTlik bir harcama 6ngoriilmektedir. Ortalama 1 milyon civarinda niifuslart bulunmaktadir.

Son kiime olan yedinci kiimede elli sehir yer almaktadir. Sehirlerin ortalama harcama oram
%125’tir. Ortalama %1’lik bir hane yogunlugu bulunmaktadir. Perakendecinin sattig1 tiriinler igin
hane bagt ortalama 169 TTlik bir harcama 6ngoriilmektedir. Ortalama 355 bin civarinda niifuslar
bulunmaktadir.

Bu agamadan sonra besinci, altinci ve yedinci kiimelerdeki sirketlerin magaza acilislar1 icin
onceliklendirilmesi amaciyla ¢ok kriterli karar verme yontemlerinden TOPSIS uygulanmustir.
TOPSIS uygulamasi 6ncesinde yapilan derinlemesine miilakatta kiimeler icerisinde yer alan illerin
hangi kriterlere gore secilmesi gerektigi ile ilgili bilgi toplanmistir. Buna gore asagidaki kriterler

belirlenmistir.
e Harcama orani
o Perakendecinin satmis oldugu iiriinlere olan harcamanin %90’lik Gist limiti

e Ilhane sayilar1
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Bu f{i¢ kritere gore TOPSIS modelleri ii¢ kitme i¢in kurulmustur. Kriterlerin agirliklar: sirket
stratejisine gore dusiiniilerek, karar verici uzmanlar tarafindan uzman goriisleri esas alinarak
harcama orani i¢in %20, harcama st limiti i¢in%40, il hane sayilar1 i¢in %40 olarak belirlenmistir.

Karar matrisinin olusturularak normalize edilmesi siirecinden baslanarak Ci skorlarinin
hesaplanmasina kadar tiim TOPSIS yontemi asamalar1 uygulanmigtir.

Besinci kiime i¢in yapilan TOPSIS analizi sonucu skorlar elde edilmistir. Buna gore besinci kiimede
yer alan illerde mevcut belirlenmis kriterlere gére magaza agilis1 i¢in 6ncelik siras1 Tablo 3’teki
gibidir. Burada Ci skoru alternatiflerin ideal duruma gore yakinliklarina ait degerlerdir. Bu skor
alternatiflerin degerlendirilmesinde kullanilmaktadir. Yiiksek olan skorlar daha iyi alternatifleri
gostermektedir. Ci skoru her bir alternatifin idealden (S}) ve negatif idealden (§;) olan uzakliklarina
gore 2 numarali formiildeki gibi hesaplanmaktadir. (Hwang ve Yoon, 1981).

(==l )

Tablo 3: Besinci Kiimede Yer Alan Illerin TOPSIS Analizi Skorlar1

iller Ci

Antalya 0,882
Konya 0,612
Adana 0,580
Kocaeli 0,595
Mersin 0,559
Gaziantep 0,414
Hatay 0,328
Sanlurfa 0,120
Diyarbakir 0,188

Altincr kiime igin ayni kriterler ve agirliklar ile TOPSIS uygulanmis olup Tablo 4’teki skorlar
hesaplanmustir. Belirlenmis kriterlere gore magaza acilis1 i¢in 6ncelik siras1 Tablo 4’teki gibidir.

Tablo 4: Altinci Kiimede Yer Alan Illerin TOPSIS Analizi Skorlar1

iller Ci

Manisa 0,653
Balikesir 0,544
Kayseri 0,442
Samsun 0,530
Aydin 0,560
Mugla 0,747
Denizli 0,458
Tekirdag 0,432
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Eskigehir 0,390
Kahramanmarag 0,369
Sakarya 0,393
Ordu 0,240
Trabzon 0,276
Van 0,216
Malatya 0,247
Afyon 0,163
Erzurum 0,167
Mardin 0,107

Yedinci kiime i¢in yapilan TOPSIS analizi sonucu skorlar elde edilmistir. Buna gore yedinci kiimede
yer alan illerde mevcut belirlenmis kriterlere gore magaza acilisi icin 6ncelik sirasi Tablo 5’teki gibidir.

Tablo 5: Yedinci Kiimede Yer Alan Illerin TOPSIS Analizi Skorlari

iller Ci iller Ci iller Ci
Canakkale 0,829184 Agr 0,443373 Bartin 0,26652
Zonguldak 0,872588 Rize 0,491959 Siirt 0,22933
Kiitahya 0,807191 Amasya 0,473578 Artvin 0,242152
Tokat 0,84911 Bolu 0,438996 Giimtishane 0,19523
Sivas 0,771634 Burdur 0,408638 Hakkari 0,23569
Corum 0,801376 Nevsehir 0,398713 Igdur 0,161305
Elazig 0,830903 Kirikkale 0,378488 Kilis 0,102154
Giresun 0,719336 Yalova 0,424712 Ardahan 0,116361
Adiyaman 0,661428 Mus 0,351172 Tunceli 0,106703
Osmaniye 0,733899 Sirnak 0,320386 Bayburt 0,131859
Isparta 0,718041 Karabiik 0,372545
Edirne 0,690571 Karaman 0,369261
Yozgat 0,56293 Sinop 0,310639
Kastamonu 0,550392 Bitlis 0,327356
Kirklareli 0,565792 Kirsehir 0,32536
Usak 0,580128 Bingol 0,31909
Aksaray 0,518278 Erzincan 0,312649
Batman 0,494858 Kars 0,280817
Diizce 0,50905 Bilecik 0,335399
Nigde 0,468315 Cankar1 0,282597

4. Sonug ve Tartisma

Bu ¢alismada ev driinleri satan bir perakende markas: i¢in yeni magaza agilis siirecinde illerin
kiimelenmesi ve agili ili 6nceliklendirmesi yapilmustir. {lk olarak literatiir galismalarina yer
verilmistir. Hem kiimeleme hem de ¢ok kriterli karar verme yontemi magaza agilis kararlarinda
beraber kullanilmistir. Kamuya agik verilerden yararlanmak i¢in TUIK’in agikladigi hane halki
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harcama tiirleri iller bazinda incelenmistir. Sirket yetkili gériismeleri ile de sirket stratejisine uygun

karar verme siirecinde analitik tekniklerin kullanimi saglanmustir.

Derinlemesine miilakat sonucu ve TUIK veri tabanindan alinan verilerle kiimeleme analizi
uygulanmis belirlenen kiimelere gore yorumlar yapilmistir. Kiimelerde yer alan illerinde kendi
iclerinde degerlendirilmesi i¢in karar kriterleri uzman goriisleri ile belirlenerek TOPSIS yontemi

uygulanmigtir.

Bu uygulama sonuglarina gore illerin demografik farkliliklar1 ger¢evesinde satin alma davranigt
ve potansiyeli hesaba katilarak perakende markanin oncelikli magaza agmasi Onerilen iller
belirlenmistir. Acilacak magaza sayis1 buytkliigii gibi hesaplamalara odaklanilmamistir. Bundan
sonraki siiregte karar vericilerin is modellerine uygun olarak a¢ilacak magazalarin biiyiikliiklerini il
icerisindeki konumlarini saptanabileceklerdir. Kurulabilecek aragtirma modeline gore ilgili illerdeki
detayli bolgesel demografik verilerle yapilan bu analiz bu kez daha kiigiik bir alanda yinelenebilecek

ve detaylandirilabilecektir. Bu haliyle karar vericiye etkin ve kolay bir model sunmak amaglanmustir.

Calisma smnirlarindan ilki bir perakende isletmesinin kararlarina gore uygulanmasidir. Calismada
kullanilan metodoloji kolaylikla farkli markalarin i¢in de uygulanabilir diizeyde tasarlanmustir.
Farkli markalar i¢in kullanilan kriterler degisebilecegi gibi kamuya acik veriler yerine sirketin kendi
toplayabilecegi verilerle teknikler uygulanabilecektir. Calisma bu yoniiyle diger perakende markalari
icin de uygulama modeli sunmak hedeflenmistir. Hesaplanan verilerde enflasyon farkliliklar:
hesaba katilmamistir. Mevcut enflasyon verilerinin hesaba katilmast i¢in giincel harcama verilerine
gerek duyulmaktadir. Degisen enflasyon satin alma davramisini da degistirebileceginden dolay:

harcamalarda enflasyon diizenlemesi yapilmamustir.

TOPSIS yonteminin kullanimi ile hem se¢im i¢in uygun sonuglar tiretmesi hem de is profesyonelleri
i¢in kolay 6grenme ve kullanim firsatina sahip kilmaktadir. Burada farkli yontemler de kullanarak
kargilagtirma yapilabilir. Calismanin amacinin digina ¢ikmamak i¢in sadece tek bir yontem
uygulanmustir. Calismanin sinirhiliklarinda tek bir yontemin uygulandig ancak farkli yontemler de
kullanilabilecegi belirtilebilir. Ayrica karar vericilerin sayisina ve sirket stratejisine gore kullanilacak

yontem degisebilecegi gibi, farkli kriter agirliklar: belirleme yontemlerinden de yararlanilabilecektir.

Caligmanin bir diger kisidi da iller bazinda calisma yapilmasidir. 11 6zelinde ve kamuya agik
verilerden yararlanarak model sunmak amagclanarak il bazli olarak gelistirilmistir. Verilere sahip
olundugun durumda ilge, mahalle, bélge bazinda da modelin gelistirilecegi belirtilebilir. Bolge bazli

da uygulanabilir.

Kiimeleme ve TOPSIS yontemlerinin birlikteligi ile karar vericiye destek saglandig: gibi diger analitik
metotlarin da ihtiyaca gore eklenmesi ile hibrit model kurgulanabilir. Literatiirde farkli tekniklerin

kullanildig: caligmalar da degerlendirilmistir.
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Calismada hem sirket yonetici stratejik kararlarinin uygulandigi hem de kamuya agik verilerden
yararlandigi, kiitmeleme ve ¢ok kriterli karar verme tekniginin beraber kullanilarak karar vericiye
destek olmasi ve deneysel bir yaklagim ile literatiire katki sunmasi hedeflenmistir.
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Ozet

Kiiresellesmenin ve para dolagiminin hizli oldugu finansal piyasalarda risk orani da finansal piyasa aktorleri
acisindan oldukga artmustir. Bu nedenle aragtirmada finansal piyasa aktorlerinden bankacilik sektoriiniin
risklerden korunmak amaciyla kullandiklari tirev araglarin Tirk bankacilik sektorii performansina
etkisi incelenmistir. Tiirk bankacilik sisteminde son yillarda 6nemini artan tiirev araglarin gerek riskten
korunmak gerekse de alim-satim amagli kullanimi, 6ziinde riskten korunmay: amaglar. Aragtirmada tiirev
araglarin bankacilik sistemine etkisini 6lgmek amaciyla panel veri analizi kullanilmistir. Panel veri analizi
modellerinden ise sabit ve rassal etkiler modelleri sonuglara uygulanmistir. Bununla birlikte aragtirmada
Tiirk bankacilik sisteminde yer alan bankalarin performans oranlari bagimli degisken, tiirev arag kullanim
hacimleri bagimsiz degisken, faiz, tiretim endeksi ve enflasyon ise kontrol degiskeni olarak analize dahil
edilmigtir. Tiirk bankacilik sisteminden yer alan bankalarin biiyiik bir ogunlugunun tiirev araglari riskten
korunmak amagl degil alim-satim amagh kullandiklar: tespit edilmistir. Bununla birlikte yapilan analiz
sonucunda finansal tiirev araglarin; bankalarin sermaye yeterlilik oranlarini, gelir-gider yapist oranlarinin
bircogunu, karlihk oranlarini, likidite oranlarini ve bilango yapisi oranlarindan yabanci para cinsinden
oranlarini negatif olarak etkilemistir. Diger yandan bankalarin toplam varlik ve 6zkaynaklarini, aktif
kalite oranlarini ve bilango yapist oranlarindan Tiirk para cinsinden oranlarini pozitif ve anlamli olarak
etkilemigtir.
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Abstract

In financial markets characterized by globalization and rapid currency circulation, the risk level has
considerably increased from the perspective of financial market participants. Therefore, in research
examines the impact of derivative instruments used by financial market actors, particularly the banking
sector, for risk mitigation, on the performance of the Turkish banking sector. In recent years, derivative
instruments, which have gained significance in the Turkish banking system, essentially aim at risk
management and trading. We used panel data analysis in research to measure the impact of derivative
instruments on the banking system. Among the panel data analysis models, fixed and random effects
models were applied to the results. In addition, in research, the performance rates of banks in the Turkish
banking system were included in the analysis as dependent variables, derivative instrument usage volumes
as independent variables, and interest, production index and inflation as control variables. It was identified
that a significant majority of banks in the Turkish banking system use derivative instruments primarily for
trading purposes rather than risk mitigation. Furthermore, the analysis revealed that financial derivative
instruments negatively affect banks™ capital adequacy ratios, many income and expense structure ratios,
profitability ratios, liquidity ratios, and foreign currency-denominated ratios from the balance sheet.
Conversely, they have a positive and statistically significant impact on total assets and equity, asset quality
ratios, and Turkish lira-denominated ratios.

Keywords: Derivatives, banks, panel data

JEL Classification: G15, G21, C33

Extended Summary

Financial markets involve risks in both goods and money markets due to the development of trade
and the increase in the circulation speed of money with globalization. Market actors use financial
derivative instruments to reduce or transfer this risk. Derivative, as a word, does not refer to an
independent value, but refers to instruments whose value is derived entirely from the value of the
underlying asset. The underlying asset could be anything from securities, commodities, bullion,
currency, livestock. In other words, derivative means futures, options, forward, swap or any other
hybrid contract of predetermined fixed duration that is linked to the value of a specific real or
tinancial asset or a security index for the purpose of fulfilling the contract (Gupta, 2017).

Today’s financial derivative instruments date back to World War II. Countries in economic depression
established the Bretton Woods System to stabilize exchange rates due to the devastating effects of the
war (Tanyel, 2016). One of the decisions taken in the Bretton Woods system was to link the dollar
to gold. In addition to the acceleration of globalization and the increase in money circulation in
the following years, this system collapsed in 1971 when the USA announced that it would give up
integrating the dollar into gold. With the collapse of this system, the use of derivative instruments has
increased in order to control the risks in the market.

Banks are one of the most important sectors where financial derivative instruments, the use of which
has increased considerably in recent years, are used. The economic strength of a country depends on
the effectiveness and strength of its financial market. The most important actors in financial markets
are banks. It is inevitable that banks, which are of such importance for financial markets, face many
risks. Banks use financial derivative instruments to both hedge this risk and make purchases and
sales. Both objectives essentially aim at hedging risks.
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Banks generally aim to protect themselves from the risks arising from their transactions and to make
a profit by buying and selling while protecting themselves from risks. Although banks use financial
derivative instruments for trading purposes, this use essentially aims to protect against risk. For
this reason, the aim of the research is to measure the impact of financial derivative instruments
used by banks in the Turkish banking system, mainly for risk protection, on their performance and
to encourage the widespread use of these instruments in the banking sector. For this purpose, the
impact of financial derivative instruments on the performance of banks was analyzed covering the

12-year periods between 2010 and 2021 and all banks actively operating between these years.

Within the scope of the research, first of all, the financial statements of deposit, participation,
investment and development banks in the Turkish banking system were examined by taking the
Banks Association of Turkey (TBB) and the Participation Banks Association of Turkey (TKBB). The
volumes of financial derivative instruments in the off-balance sheet accounts section of the financial
statements have been determined. Then, the logarithm of the financial derivative volumes was taken
to ensure consistency with the performance ratios. The ratios used in performance measurement in
the Turkish banking system were obtained from the financial statements of banks. In the analysis
phase, profitability, capital adequacy, liquidity, asset quality, income-expense structure and balance
sheet structure performance ratios were taken into account as dependent variables. Performance
ratios, which are dependent variables, financial derivative instruments for hedging purposes,
financial derivative instruments and total volumes of financial instruments, which are independent
variables, and interest, inflation and production index, which are control variables, were tested with
panel data analysis. The models created in the analysis were tested with fixed and random effects
panel data model. According to the results, financial derivative instruments used in the banking

system in our country are used especially for buying and selling purposes.

According to the panel data analysis results, financial derivative instruments positively affected
assets, equity, Interest expenses / Total expenses ratio from income-expense structure ratios, asset
quality ratios and Turkish currency assets / Turkish currency liabilities ratios from balance sheet
structure ratios. In addition, it negatively affected equity capital, capital adequacy ratios, general
income-expense structure ratios, profitability ratios, liquidity ratios, and the foreign currency assets
/ foreign currency liabilities ratio among the balance sheet structure ratios. Among the seven groups
of bank performance ratios, the most affected group was liquidity and income-expense structure
ratios. Generally speaking, it can be said that financial derivative instruments negatively affect bank
performance. It can be said that increasing the use of financial derivative instruments for hedging
purposes instead of using them for trading purposes will have a more positive contribution to the

performance of banks.
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1. Giris

Finansal piyasalar, kiiresel ekonomideki 6nemli yap: taglarindan biridir ve ge¢misten giiniimiize
bir¢ok aktoriin etkilesimde bulundugu dinamik platformlar: icermektedir. Bu piyasalarda faiz,
likidite, doviz kuru gibi finansal araglar, olasi risklerle basa ¢tkmak ve gelecekteki belirsizliklere
kars1 6nlem almak amaciyla kullanilmaktadirlar. Bu araglardan biri olan tiirev araglar risk yonetimi

konusunda 6nemli bir rol oynamaktadirlar.

Diinyadaki finansal piyasalarin en kritik noktasinda bulunan bankalarin, yapilar: geregi islemlerinin
bir¢ogu risk barindirmaktadirlar. S6z konusu riskleri ortadan kaldirmak, etkisini azaltmak veya
bagka bir varliga aktarmak amaciyla finansal tiirev araglar kullanilmaktadir. Tiirev araglar, uluslararasi
piyasada rekabet eden bankalar i¢in biiyiik bir gerekliliktir; bu araglar, d6viz, faiz, kredi ve fiyat
risklerine karsi korunma saglamak amaciyla kullanilir (Citak & Kurt 2020). Bankalar finansal tirev
araglar1 kullanarak ortaya ¢ikan veya cikacak risklerden dolay1 gelirlerinin olumsuz etkilenmesini
onlemeye caligmaktadirlar. Bu nedenle bankalar, finansal tiirev araglar1 riskten korunmak ve alim-

satim amagl olmak tizere iki gekilde kullanmaktadirlar.

Bankalarin tirev araglarimi kullaniminin finansal performanslar: tizerindeki etkileri 6nemli bir
aragtirma konusudur. Tiirev araglarimin dogru ve etkin bir sekilde kullanilmasi, bankalarin riskleri
azaltmasina, gelirlerini belli bir diizeyde tutmasina veya kérlarini arttirmalarina yardime olabilir.
Ancak, yanlis kullanildiginda veya yanls degerlendirildiginde, bu araglar bankalar igin olumsuz
sonuglara yol acabilirler. Bu nedenlerle tiirev araglarin kullaniminin bankalarin finansal performansi

lizerine etkisi caligmada analiz edilmistir.

Caligmanin amaci, bankalarin finansal performans gostergelerini ve kullandiklar: tiirev araglarin
Tiirkiyedeki tiim banka tiirleri agisindan finansal performansa etkisini 6l¢mek, bankalarin tiirev
araglar1 kullanimlarinin finansal performanslarina etkisi ve tiirev araglarin bankalar acgisindan

onemini ortaya koymaktir.

Bu calismada, Tiirkiye Bankalar Birligi (TBB), Tiirkiye Katilim Bankalar1 Birligi (TKBB) ve Bankacilik
Diizenleme ve Denetleme Kurumundan (BDDK)’ndan alinan veriler ile Tiirk banka sektoriinde yer
alan 35 mevduat, 16 yatirim ve kalkinma ve 6 katilim bankas1 olmak tizere toplam 57 bankanin 2010-
2021 yillar1 arasindaki finansal tablo verileri incelenmistir. Bu verilerden hareketle ¢aligmaya uygun
olan; 23 mevduat, 7 kalkinma ve yatirim ve 3 katilim bankas: analize dahil edilmistir. Calismaya
dahil edilen mevduat ve yatirim ve kalkinma bankalarinin TBBde yayimlanan: karlilik, sermaye
yeterlilik, likidite, aktif kalitesi, gelir-gider yapisi ve bilango yapist ile ilgili rasyolar dikkate alinarak
katilim bankalarinin da oranlar1 hesaplanmis bulunmaktadir. Caligmada, kullanilan finansal tiirev
araglarinin hacimlerinin logaritmas: alinarak oran analizleri yapilmis olup panel veri analizi ile

finansal tiirev araglarin banka performansina etkisi 6l¢iillmiistiir.
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2. Literatiir Taramasi

Konu iizerine yapilan literatiir taramalarinda 6n plana ¢ikan yerli ve yabanci kaynaklar ve bu

kaynaklarin igerikleri su sekildedir:

Tanriven & Yenice (2014), finansal kurumlarin tiirev ara¢ kullaniminin risk diizeyleri ile karlilik
diizeyleri arasindaki iliskiyi degerlendirmek i¢in rasyo analizi ve es biitiinleme testini kullanmiglardir.
Aragtirma sonuglar, tiirev ara¢ kullanimi ile banka sektoriindeki karlilik arasinda pozitif bir iligki
oldugu yoniinde bir bulguya ulagmistir.

Kurun (2004), tahvil ve bono portféyti yoneticilerinin risk yonetimi siirecini uygulamalarini analiz
etmis ve bu siirecin ayrintilarini incelemistir. Aragtirmada, Istanbul Menkul Kiymetler Borsast
(IMKB) Devlet i¢ Bor¢lanma Senetleri (DIBS) fiyat endeksini bir risk faktérii olarak ele alarak, Riske
Maruz Deger (RMD) modelini olusturmustur. Caligma sonuglarina gore, vadeli islem s6zlesmelerinin

bireysel emeklilik fonlarinin riskini azaltabilecegi sonucuna varilmistir.

Kiitiik (2014) bankalarin giderek artan tiirev ara¢ kullanimlarini incelemis ve bankalarin daha ¢ok
hangi tirtinlerde yogunlastiklarini icerik analizi yontemini kullanarak ortaya ¢ikarmaya galigmigtir.
Bu ¢alismada 2011 ve 2012 yillarinda aktif bytikliigiine gore ilk 10 banka analiz edilmistir. Bankalarin
forward, futures, opsiyon ve swap gibi tiirev ara¢ kullanimlarina bakilarak tiirev ara¢lardan en yogun
kullanilaninin swap islemleri oldugu tespit edilmistir. Swap islemlerine gore bir siniflandirma
yapildiginda ise sektor tarafindan en ¢ok dovize (paraya) dayali swap islemler yapildig1 sonucuna

ulagilmigtir.

Yilmaz (2020) tarafindan gerceklestirilen galisma, Borsa Istanbul Anonim Sirketinde (BIST) islem
goren 22 bankanin 2009-2018 donemi finansal performansini, klasik ve bulanik ¢ok kriterli karar
verme yontemleri kullanarak incelemis ve elde edilen siralama sonuglari ile Copeland yénteminin
siralamast arasindaki iligkiyi degerlendirmistir. Spearman sira korelasyon testi sonuglarina gore,
Bulanik Topsis yontemi ile Copeland yontemi arasinda belirli bir iligki tespit edilmis ve a=0,5 kesim

araliginin sonuglarin en yiiksek korelasyonunu gosterdigi belirlenmistir.

Agca (2019) Tirkiye bankacilik sektoriinde finansal riskten korunma araci olarak tiirev arag
kullanimmin nedenleri ve sonuglar: analiz etmistir. Bu ¢aligmada Tiirkiyede aktif biiyiikligiine
gore ilk 10 banka ele alinmis ve bu bankalarin bilangosundan elde edilen veriler kullanilmistir. Bu
bankalarm 2010-2017 yillar1 arasinda segili bankacilik oranlar1 kullanilarak tiirev araglarini daha
fazla kullanma egiliminde oldugu ortaya konmustur. Bunun yani sira bu bankalarin bir¢ok farkli
bor¢lanma kaynagi kullandigindan piyasa riskine daha ¢ok maruz kaldig1 ve bu piyasa riskini

minimize etmek icin gesitli tiirev araglar kullandiklari sonucuna varilmaistir.

Demirci (2020) 2015-2018 yillar1 arasi BIST kimya, petrol, kauguk ve plastik iiriinler sektorii
tizerine aragtirma yapmuigtir. Aragtirma sonucunda, firmalarin tiirev ara¢ kullanimlari ile finansal

performanslari arasinda anlaml bir iliski olmadig: tespit edilmistir.
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Bendob, Bentouir & Bellaouar (2015) yaptiklar: ¢calismada 2000-2013 yillar1 arasinda Korfez Arap
Ulkeleri 1§birligi Konseyi (KIK) iilkelerindeki 19 bankanin finansal tiirev araglarinin ticari bankalarin
performansina etkisini aragtirmistir. Dengesiz panel veri analizi kullanilmistir. Her bankanin ve
tilkenin 6zelliklerinin farkli olmasindan dolay: tiirev araglarin ticari banka performanst iliskisinin
bankaya gore degisiklik gosterdigi sonucuna ulagilmistir. Ayrica tiirev arag kullaniminin sistematik
risklerin azalmasina etki etmesi nedeniyle kriz donemlerinde ticari bankalarmm performansini

iyilestirdigi sonucuna da varilmistir.

Rivas, Ozuna & Policastro (2006) calismalarinda veri zarflama analizi “DEA” modelini kullanarak
2001-2002 doneminde tiirev araglarin Latin Amerikadaki bankalarin verimliliklerinin etkileyip
etkilemediklerini arastirmiglardir. Arastirma sonucunda tiirev araglarinin kullaniminin Latin
Amerika bankalarinin etkinligini arttirdigini ancak diizenleyici ve kurumsal kisitlamalarin bu

bankalarin etkinligini olumsuz etkiledigini bulmuslardir.

Shiu, Moles & Shin (2008) yaptiklar1 ¢alismada tiirevlerin belirleyicilerini panel veri analizi ve Probit
modeliyle incelemislerdir. Bu aragtirmada Tayvan borsasinda islem goren tiim yerli bankalarin 1998-
2005 donemindeki tiger aylik verileri dikkate alinarak riskten korunma amagl tiirev araglar1 ve bu
araglarin bankalara etkisi aragtirilmistir. Risk yonetimi, bilgi ve 6lgek gibi faktorlerden hareketle
tiirev araglarin kullaniminin agiklanabildigi ve Tayvanda diizenleyici, yasal ve kiiltiirel ortamlarin

bulundugu sonucuna varilmistir.

Keffala (2021) yaptig1 ¢alismada tiirev araglarin Islami bankalarin performansi iizerine etkisini
aragtirmugtir. 2007-2017 yillar1 arasinda 32 Islami bankanin tiirev araclarin etkisinin tespiti i¢in
panel veri analizi, banka performanslarinin tespiti i¢cin ise CAMELS yaklagimi uygulanmuistir. Analiz
sonuglarina gore Islami bankalarin tiirev araglar1 yogun olarak alim-satim i¢in kullandiklari ve tiirev
ara¢ kullaniminin banka performansi iizerinde olumlu ve orta derecede etkiye sahip oldugu tespit

edilmistir.

Li & Yu (2010) ¢alismalarinda tiirev araglarin Amerika Birlesik Devletlerindeki (ABD) bankalarin
karlilig1 tizerine etkisini en kiigiik kareler analizi yontemiyle arastirmistir. Aragtirmalarinda Aktif
Karlilik Oranini (Return On Assets: ROA) karlilik 6lctisii olarak almiglardir. Bankalarin tiirev arag

kullanimi arttirdik¢a karliliklarinin da arttigi sonucuna ulagilmistir.

Chang, Ho & Hsiao (2012) yaptiklar1 ¢alismada 25 Avrupa iilkesinden 218 ticari bankada kullanilan
tiirev araglarin, bankalarin riskten korunmalarina ve piyasa degerlerine olan etkisini panel veri
analizi ile 6l¢miistiir. Arastirma sonucunda tiirev arag kullaniminin bankalarin riskini arttirdigini ve
riskten korunmanin banka piyasa degerini etkiledigini tespit etmislerdir.

Gitogo (2012) Kenyada bulunan ticari bankalarin tiirev ara¢ kullanimlarimin kérhliklar: tizerine
etkisini Sosyal Bilimler Istatistik Paketi (Statistical Package for the Social Sciences:SPSS) teknigini
kullanarak betimleyici bir aragtirma yapmistir. Arastirma sonucunda tiirev ara¢ kullanimu ile karlilik
arasinda pozitif bir iliski bulmustur.
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Shen (2013) galigmasinda, yasalar geregi tiirev faaliyetleri kisitlandiginda, ozellikle kiigiik, tirev
piyasasi i¢in nispeten yeni olan ve dolayisiyla uygunsuz tiirev faaliyetlerine karsi daha savunmasiz
olan ziraat bankalarimin karlilik ve riskliliginin nasil etkilenecegini aragtirmistir. Yapilan ¢caligma tiirev
ara¢ kullanmanin ziraat bankalarinin kirlihginin iyilesmesini saglamis ve karlilik degiskenliginde

azalma acisindan olumlu sonuglari oldugunu ortaya ¢ikarmigtir.

Muthine (2021) ¢aligmasinda tiirev araglar ile belirli Kenya ticari bankalarinin finansal performansi
arasindaki iligkiyi incelemistir. Kenyada listelenen seg¢ilmis 11 ticari bankanin risk, operasyon ve
pazarlama yoneticilerine kapali uglu anketler uygulanmistir. Yapilan anketler SPSS ile analiz edilmis
ve bu ticari bankalarin kullandig tiirev araglar ile finansal performansi arasinda dogrusal bir iligki

oldugu sonucuna ulagilmistir.

3. Yontem

Aragtirmada panel veri analizini kullanilmis olup panel veri analizini uygulamak igin ise stata-64
programi kullanilmigtir. Panel veri analizi, belli bir zaman serisini ve belli bir veri grubunun yatay
kesitini ayn1 anda karsilastiran analiz tiirii olarak tanimlanabilir. Bu analiz, sabit etki veya rastgele
etki modelleriyle analiz edilen bireysel etkiye, zaman etkisine veya her ikisine birden sahip analizler
olarak bilinir (Park, 2011).

Panel veri analizi havuzlanmis en kiigiik kareler, sabit etkiler ve rassal etkiler olmak iizere ti¢ modelden
olusur. Klasik panel veri yontemi olarak tanimlanan ayni zamanda yatay kesit ve zaman verisinin
sabit oldugunu varsayan yonteme havuzlanmis en kii¢iik kareler modeli denir (Baltagi, 2021).
Sabit etkiler modeli her dénem igin ayni kisiler veya varliklarin gozlemlenmesi olarak adlandirilir
(Greene, 2008). Sabit etkiler modelinde ¢ok fazla parametre olmasi nedeniyle serbestlik derecesi
kaybini 6nlemek amaciyla gézlemlenemeyen bireysel spesifik etki rassal etkiler modeli olarak kabul
edilir (Baltagi, 2021).

Panel veri analizinde hangi modelin kullanilacagini belirlemek amaciyla baz: testler uygulanir. Bu
testlerin sonunda ise en uygun model belirlenir. Oncelikle havuzlanmis en kiiciik kareler modeli
ile rassal etkiler modeli arasinda Breusch-Pagan LM testine yapilir. Test sonucunda olasilik
degerlerinin %5 anlamlilik diizeyinden kii¢iik ise havuzlanmis panel veri analiz modeli, %5’ten
biiytik ise rassal etkiler modeli se¢ilmeli. Daha sonra ise rassal etkiler ile sabit etkiler modeli arasinda
dogru modeli belirlemek amaciyla Hausman testi yapilir. Test sonucunda olasilik degerinin de %5
anlamlilik diizeyinin altinda yer almasi, rassal etkiler modelinin dogru model oldugunu, tam tersi
durumda ise sabit etkiler modelinin uygun model olarak kullanilmasinin tercih edilmesi gerektigini

gostermektedir. Arastirmanin analiz agamasi agagidaki gibi modellenmistir:
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PANEL VERI
ANALIZI

Havuzlanmis En Rassal Etkiler

Kii¢iik Kareler Modeli

74

Sabir Etkiler Rassal Etkiler
Modeli Modeli

Breusch-Pagan LM

Testine Yapilir.

Hausman Testi

— Yapilir. Sonu¢ ——

Panel Veri Problemleri Test Edilir.

Degisen Varyans Otokorelasyon Yatay Kesit
Testi Testi Bagimhihg Testi

Sekil 1: Aragtirmanin Modeli

3.1. Arastirmada Kullanilan Degiskenleri

Aragtirmamizda uygulanan panel veri analizinde ii¢ degisken bulunmaktadir;
o Bagimh degiskenler

o  Bagimsiz degiskenler

o Kontrol degiskenleri

Arastirmada 46 bagimli degiskenden anlamli ve digerlerine gore daha etkili ¢ikan 16 bagimli
degisken analize déhil edilmistir. Bagimli degiskenler ve panel veri analizinde kullanilan kodlar:
agagidaki gibidir:
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Tablo 1: Aragtirmada Kullanilan Bagimli Degiskenler

KULLANILAN BAGIMLI DEGISKENLER

s Sermaye Yeterliligi Oran1 SYO
SERMAYE YETERLILIK
Ozkaynaklar / Toplam Aktifler OTA
. TP Varliklar / TP Yitkimliiliikler TPVTPY
BILANCO YAPISI ORANLARI
YP Varliklar / YP Yiikiimliiliikler YPVYPY
AKTIF KALITESI ORANLARI Toplam Krediler / Toplam Mevduat TKTM
Likit Aktifler / Kisa Vadeli Yikiimlilikler LKVY
LIKIDITE ORANLARI Likit Aktifler / (Mevduat + Mevduat Dig1 Kaynaklar) LMMDK
YP Likit Aktifler / YP Pasifler YPLYPP
Ortalama Aktif Karliligt OAK
KARLILIK ORANLARI
Vergi Oncesi Kar / Toplam Aktifler VOKTA
Ozel Kargiliklar Sonrast Net Faiz Geliri / Faaliyet Briit Kari OKNFFBK
R Faiz Dis1 Gelirler (Net) / Diger Faaliyet Giderleri FDGDFG
GELIR-GIDER YAPISI ORANLARI
Toplam Gelirler / Toplam Giderler TGTG
Faiz Giderleri / Toplam Giderler FGITG
.. VARLIKLAR log VRLK
VARLIK-OZKAYNAK
OZKAYNAKLAR log OZKNK

Aragtirmada bagimsiz degisken olarak {i¢ ¢esit finansal tiirev arag sec¢ilmistir. Bunlar:
Toplam Finansal Tiirev Ara¢ Hacmi: TFTH

Riskten Korunmak Amagh Finansal Tiirev Araglar: RKFTA

Alim-Satim Amagh Finansal Tiirev Araglar: ASFTA

Son olarak arastirmada kullanilan kontrol degiskenleri ise faiz, tiretim endeksi ve enflasyondur.
Kontrol degiskenleri, ¢alismada ek bagimsiz degiskenler olarak islev goriir (Anadi, 2011). Panel
veri analizinde belirlenen modellerin verileri agiklama giicli ve giivenirlilik diizeyini artirmak i¢in
kullanilan degiskenlere kontrol degiskenleri denir (Keskin & Gokalp, 2016). Bagimli ve bagimsiz
degiskenlerin her ikisini de etkileyen degiskenler olabilir. Ulkemizde finansal piyasalarin en biiyiik

aktorii olan bankalarin tilkenin faiz, enflasyon ve iiretim endeksinden etkilenmesi olasidur.

3.2. Aragtirmanin Kapsami

Caligmada Tiirk banka sektériinde yer alan 34 mevduat, 14 yatirim ve kalkinma ve 6 katilim bankas:

olmak tizere toplam 54 bankanin 2010-2021 yillar1 arasindaki finansal tablo verileri incelenmistir. Bu
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verilerden hareketle ¢aligmaya uygun ve stirekli verisi olan; 23 mevduat, 7 kalkinma ve yatirim ve 3

katilim bankasi analize dahil edilmistir. Arastirma kapsaminda kullanilan bankalar:

Tablo 2: Arastirma Kapsaminda Yer Alan Bankalar

KALKINMA VE YATIRIM
MEVDUAT BANKALARI BANKALARI KATILIM BANKALARI
1. Tirkiye Cumhuriyeti Ziraat Bankas1 A.. 1 Tiirkiye Kalkinma Bankas1 A.§. 1. Albaraka Tiirk Katilim Bankas:
2. Tirkiye Halk Bankasi A.S. 2. Aktif Yatirrm Bankast A.§. 2. Kuveyt Tiirk Bankas:
3. Tirkiye Vakiflar Bankasit T.A.O. 3. Diler Yatirim Bankast A.S. 3. Tirkiye Finans Bankast
4. Akbank TA.S. 4. GSD Yatirim Bankasi A.$.
5. Anadolubank A.S. 5. Nurol Yatirim Bankasi A.S.
6.  Sekerbank T.A.S. 6. Tirkiye Sinai Kalkinma Bankast
7. Turkish Bank A.S. AS.
8. Tiirk Ekonomi Bankast A.§. 7. Bank Pozitif Kredi ve Kalkinma
9.  Tiirkiye Is Bankast A.S. Bankasi A.S.

10.  Yapi ve Kredi Bankas1 A.S.
11.  Alternatifbank A.S.

12.  Arap Tiirk Bankas: A.§

13.  Citibank A.S.

14.  Denizbank A.S.

15.  Deutsche Bank A.S.

16. HSBCBank A.S.

17. ING Bank A.$

18.  QNB Finansbank A.S.

19.  Turkland Bank A.S.

20.  Tirkiye Garanti Bankasi A.S.
21.  Bank Mellat

22.  Habib Bank Limited

23.  Tirk Eximbank

Tablo 2'de yer alan bankalarin se¢iminde 2010-2021 yillar1 arasinda devamli verisi olan bankalar
analize dahil edilmigtir. Bank Mellat ve Habib Bankin finansal tiirev araglarin hacimleri diger
bankalardan daha kii¢iik miktarda ancak yillar itibari ile finansal tiirev araglari kullandiklarindan
analize dahil edilmistir. Diger bir yandan siirekli verisi bulunmayan Bank of America Yatirim Bank
A.S., Bank of China Turkey A.§., Burgan Bank A.S., Credit Agricole Yatirim Bankas: Tiirk A.S., D
Yatirim Bankasi A.S., Eurobank Tekfen A.S., Fibabanka A.S., Fortis Bank A.S., Golden Global Yatirim
Bankast A.S., ICBC Turkey Bank A.S., Intesa Sanpaolo S.P.A., Iller Bankasi, Merrill Lynch Yatirim
Bank A.S., Millennium Bank A.S., Misyon Yatirim BankasiA.$., MUFG Bank Turkey A.S., Odea
Bank A.S., Pasha Yatirim Bankast A.S., Portigon AG, Rabobank A.S., Standard Chartered Yatirim
Bankas: Tiirk A.S., Taib Yatirnm Bank A.S., Tekstil Bankas: A.S., The Royal Bank of Scotland N.V.,
The Royal Bank of Scotland Plc., Tiirk Ticaret Bankasi A.S., WestLB AG ve Destek Yatirim Bankasi

A.S. gibi bankalar arastirma kapsamina alinmamaistir.
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3.3. Arastirmanin Amaci

Calismamizin amaci finansal piyasalarin en etkili aktorii olan Tiirk bankacilik sektériindeki
kamu, 6zel, yabanci sermayeli mevduat bankalar: ile kalkinma, yatirim, katiim bankalarinin
performanslarina tiirev finansal araglarin etkisinin olup olmadigini analiz etmektir. Bu amagla da
finansal tiirev araglar bagimsiz degisken, banka performans oranlari ise bagiml degisken secilerek
regresyon analizi yapmustir. Arastirmamizin sonucunda tiirev finansal araglarin bankalar agisindan
onemini tespit etmek alt amaglardandir. Ayrica bunun ile performans gostergesi olarak bankacilik
sektoriinde kullanilan ve anlamli ¢ikan tiim oranlar kullanilarak tiirev araglar arasindaki iligkiyi
kapsamli bir sekilde ele almak da bir diger alt amacimizdur.

Tiirk bankacilik sektoriinde faaliyet gosteren bankalarin 2010-2021 yillarini kapsayan tiirev finansal
araglarin hacimleri, yillik olarak her banka 6zelinde incelenerek bankacilik sektoriindeki bankalarin
performanslarini gosteren sektor tarafindan yayimlanan oranlar dikkate alinmus ve tiirev finansal
araglar arasindaki iligki istatistiki testler ile analiz edilmistir. Yapilan analiz sonucunda tiirev araglar
ile bankalarin performanslar: arasinda anlaml iligki olup olmadigs, anlamli iligki var ise bu iligkinin
pozitif mi yoksa negatif mi oldugu sorularina cevap aranmigtir.

3.4. Verilerin Toplanma Yontemi

Caligmamizda Tiirk bankacilik sekt6riinde 2010-2021 yillar: arasinda faaliyet gosteren kamu, 6zel,
yabanci sermayeli 23 mevduat bankasi, 3 katilim bankasi ve 7 kalkinma ve yatirim bankasi olma
tizere toplam 33 bankaya ait konsolide olmayan finansal tablolar ile yil sonu denetim ve faaliyet
raporlar1 incelenerek elde edilen veriler analiz edilmistir. Tlirkiye Bankalar Birligi sitesinden katilim
ve yatirim bankalar: ile mevduat bankalarinin finansal tablolarina ait oranlar1 alinmigstir. Bununla
birlikte bu bankalara ait bazi oranlar ve tutarlar ise Tiirkiye Bankalar Birligi internet sitesinde
yayimlanan “Konsolide Olmayan Finansal Tablolar1 ve Faaliyet Raporlarindan® alman ikincil
verilerden olusturulmustur. Katilm bankalarinin verileri ise Tiirkiye Katilim Bankalar1 Birligi
sitesinde yayimlanan oranlar ve faaliyet raporlarindan alinan ikincil verilerden olusturulmustur.
Bankalarin verileri, ilgili sitelerden alinirken tutarlarin uyumluluk arz etmesi agisindan tarafimizca
milyon & olarak kisaltmalar yapilmigtir.

3.5. Arastirmanin Hipotezleri

Calismamizda panel veri modeli kapsaminda on alt1 bagimsiz, ti¢ bagimh degisken ve ii¢ kontrol
degiskeni bulunmaktadir. Ayrica ¢aligmamizda kurulan modellerin analizi kapsaminda iki ana
hipotez s6z konusudur. Bunlar:

H,: Tiirev finansal ara¢ kullaniminin bankalarin performansina etkisi yoktur.

H.: Tiirev finansal arag kullaniminin bankalarin performansina etkisi vardur.
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4. Uygulama

Uygulama modeli sekil 1'deki asamalara gore ilerlemistir. Bu nedenle 6ncelikle analizde her bir
model i¢in uygulanacak en uygun yontem belirlenmistir. Daha sonra panel veri analizinde ortaya
¢ikan problemleri ¢6zmek amaciyla gerekli testler yapilmistir. Uygulanacak yontemi belirlemek
amacryla oncelikle havuzlanmig en kiigtik kareler modeli ile rassal etkiler modeli arasinda Breusch-
Pagan LM testi uygulanmistir. Bu testin sonucu %5’ten kiigiik ise rassal etkiler modeli tercih
edilmistir. Daha sonra rassal etkiler modeli ile sabit etkiler modeli arasinda hausman testi yapilarak
regresyonlar i¢in en uygun model belirlenmigstir. Eger hausman testinin sonucu %5’ten kiigiikse sabit
biiyiik ise rassal etkiler modeli analiz i¢in uygulanmistir. Bu siire¢ tiim oranlar i¢in ayni siiregler
ile uygulanmigtir. Ayrica panel veri analizinde ¢ikabilecek otokorelasyon, degisen varyans ve yatay

bagimlilik problemleri icin gerekli testler yapilarak problemler giderilmistir.

Tablo 3: Finansal Tiirev Araglarinin Bankalarin Varlik-Ozkaynaklarina Etkisi

VARLIK-OZKAYNAK
(1) 2 (3) (4) (5) (6)
log_VRLK log_VRLK log_VRLK log_OZKNK log_OZKNK log_OZKNK

log TFTH 0.1" 0.06"

log RKFTA 0.03" -0.00

log_ASFTA 0.1" 0.06"
Faiz 0.7 0.4 0.7 10" 10" L1
Enflasyon 0.1 0.3 0.1 -0.6 -0.6 -0.6
Uretim Endeksi 0.03" 0.03" 0.03" 0.02" 0.03" 0.02"
N 396 396 396 396 396 396
BP LM Test 0.00 0.00 0.00 0.00 0.00 0.00
Hausman Test 0.00 0.00 0.00 0.00 0.00 0.00
g‘:)‘l’(lj:ig;m 0.00 0.00 0.00 0.00 0.00 0.00
Otokorelasyon DW _ _ _ _ _ -
Degisen Varyans 0.00 0.00 0.00 0.00 0.00 0.00

Tablo 3e gore Finansal tiirev ara¢larinin toplam varliklar-6zkaynaklar tzerindeki etkisi: riskten
korunma amagli, alim-satim amach ve toplam finansal tiirev ara¢ hacmi olarak ii¢ farkli yonden ele
almmugtir. Varliklar tizerinde toplam finansal tiirev arag hacmi ve alim-satim amagh finansal tiirev
hacminin %5 diizeyinde pozitif anlamli oldugu goériilmektedir. Riskten korunma amagh finansal
tiirev hacmin varliklar tizerinde etkisi pozitif ancak %10 diizeyinde anlamlidir. Yani regresyon
sonuglarina gére alim-satim amagh finansal tiirev ara¢larindaki ytizde birlik artis, toplam varliklar

9%0,1 diizeyinde arttirmaktadir. Bu etki (1) numarali siitunda oldugu gibi %5 diizeyinde anlamlidur.
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Tablo 4: Finansal Tiirev Araglarinin Bankalarin Sermaye Yeterlilik Oranlarina Etkisi

SERMAYE YETERLILIK ORANLARI
(1) (2) (3) (4) (5) (6)

SYO SYO SYO OTA OTA OTA
log TFTH 04 15"
log RKFTA 03" 03"
log ASFTA 0.8 08"
Faiz 13,1 1,2 13.9* 2 2,5 8.0*
Enflasyon 22.3 0.8 222" 76" 567 6.9
Uretim Endeksi 02" -0.01 02" -0.00 -0.05" -0.06"
N 396 396 396 396 396 396
BP LM Test 0.00 0.00 0.00 0.00 0.00 0.00
Hausman Test 0.00 0.99 0.00 0.07 091 0.02
Wooldridge Otokorelasyon  0.00 - 0.00 - - 0
Otokorelasyon DW - 0.58 - 0.89 0.93 -
Degisen Varyans 0.00 0.00 0.00 0.00 0.00 0.00

Tablo 4de yer alan sermaye yeterlilik oranlarinin finansal tiirev ara¢lardan ne yonde etkilendigi analiz
edilmistir. Analiz sonucunda Breusch-Pagan LM testine iliskin olasilik degerinin tiim regresyonlar
i¢cin %5 diizeyinin altinda ¢ikarak rassal etkiler modeli se¢ilmistir. Rassal etkiler ile sabit etkiler
modeli arasinda yapilan Hausman test sonuglarina gore, (1) , (3) ve (6) numarali siitunlarda sabit

etkiler modeli, (2), (4) ve (5) numarali siitunlarda ise rassal etkiler modeli tercih edilmistir.

Tablo 4’te bankalarin sermaye yeterliligi dogrudan sermaye yeterlilik orani ile 6zkaynaklarin toplam
varliklara orani degiskenleri ile 6lgiilmiistiir. (1) ve (3) numarali siitunlarda yer alan sonuglara gore
toplam finansal tiirev varliklar: ile alim-satim amagh finansal tiirev varliklarin sermaye yeterlilik
orani iizerinde %5 diizeyinde anlamli etkisinin olmadig1 sonucuna ulagilmistir. Diger yandan (2)
numarali stitunda yer alan sonuglara gore riskten korunma amagli finansal tiirev araglarindaki %1’lik

artis sermaye yeterlilik oranini %0,3 puan distirmektedir.

Tablo 4’te (4), (5) ve (6) numaral siitunlarda ise bankalarin sermaye yeterlilik oran1 “Ozkaynak/
Toplam Aktif” (OTA) degiskeni bagimli degisken olarak modelde yer almistir. Regresyon sonuglarina
gore tiirev piyasast araglarmin 6zkaynaklarin toplam aktifteki payini anlamli sekilde dastirdiigii
goriilmektedir. Her ii¢ denklemde de finansal tiirev araglarinin katsayis1 %5 diizeyinde anlamli ve
negatif ¢tkmugtir. Finansal tiirev araglar ile 6zkaynaklar arasinda pozitif iliski oldugu, ayn: zamanda
finansal tiirev araglar ile toplam varliklar arasinda da pozitif iligki oldugu tespit edilmistir. Dolayisiyla
finansal tiirev araglarin artmasi ile gerek 6zkaynak gerekse varliklar artacaktir. Diger yandan Tablo
4’te sermaye yeterlilik orani ile finansal tiirev araglar arasinda tespit edilen anlaml ve negatif etki ve
finansal tiirev araglar ile 6zkaynakta ortaya ¢ikan artisin, toplam varliklarda ortaya ¢ikan artigtan

diisiik oldugu sonucuna bizi ulastirmaktadir.
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Tablo 5: Finansal Tiirev Araglarinin Bankalarin Gelir-Gider Yapisi Oranlarina Etkisi

GELIR-GIDER YAPISI ORANLARI

@ @) G @ ©) ©) @) ® © ) @an (12

OKNFFBK OKNFFBK OKNFFBK FDGDFG FDGDFG FDGDFG TGTG TGTG TGTG FGITG FGITG FGITG

log TFTH 1.0 30 -5.2%% 1.7%%

log_RKFTA -0,5 0,6 240 1.0**
log_ASFTA -1 -3.2% -4.9%* 1.7
Faiz -4,5 -4,2 4,8 133.9** 135.2%* 131.1% 133.8%% 136.9% 131.8** 61.0% 51.8%*  62.4**
Enflasyon 9,7 11 9,8 142.2%* 156.9%* 142.5%* 2382 -58.8%* 356 -7.3 -2,6 -8
Uretim

Endeksi -0,2 -0.2* -0.2* 0.8 0.6** 0.8** 0.8%  07%  0.7% 03 03% 03"
N 396 396 396 396 396 396 396 396 396 396 396 396
BP LM Test 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Hausman Test  0.77 1.00 0,79 0.99 1.00 0,97 0,58 0,97 0,79 0,26 0,85 0,15
Otokorelasyon

DW Olasilik  0.01 0.01 0.01 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Degeri

Degisen

Varyans 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

Finansal tirev araglarinin bankalarin gelir-gider yapisi oranlar: tizerindeki etkisini incelemek icin
Tablo 4’te analiz yapilmistir. Uygun panel veri analizi ydntemini belirlemek i¢in baslangicta Breusch-
Pagan LM testi ve Hausman testi kullanilmistir. Breusch-Pagan LM testinde olasilik degeri, tim
regresyonlar icin %5 diizeyinin altinda oldugundan ve Hausman testi istatistigi i¢in olasilik degeri
%5 anlamlilik diizeyinin stiinde oldugundan, rassal etkiler panel veri analizi yonteminin tercih

edilmesi gerektigi sonucuna varilmigtir.

Yapilan testlerin sonuglarina gore, (1), (2) ve (3) numarali siitunlarda otokorelasyon problemi tespit
edilmemisken, diger regresyonlarda hata terimlerinde otokorelasyon oldugu belirlenmistir. Tiim
regresyonlarda hata terimlerinde degisen varyans problemi tespit edilmistir. Bu nedenle, Tablo 4’te
yer alan regresyonlarda otokorelasyon ve degisen varyansa direngli sonuglar veren genellestirilmis

rassal etkiler modeli kullanilmistir.

(1), (2) ve (3) numaral siitunlarda yapilan regresyon sonuglaria gore, toplam finansal tiirev
araglarindaki %1’lik artisin net faiz gelirinin faaliyet briit kdrina oranini %1 diizeyinde azalttig1
gorillmektedir. Bu etki %5 diizeyinde istatistiksel olarak anlamlidir. Ote yandan, (2) numarali
stitunda riskten korunma amagl finansal tiirev ara¢larinin faiz geliri izerindeki etkisi test edilmis ve
bu etkinin anlamli olmadig1 sonucuna varilmistir. Finansal tiirev varliklarinin faiz gelirinin faaliyet
karindaki pay: tizerindeki etkisinin, riskten korunma amacgli finansal tiirev araglarindan ziyade alim-
satim amagl finansal tiirev varliklarindan kaynaklandig: belirlenmistir. Alim-satim amagli finansal
tiirev varliklar1 islemleri kar amaciyla gergeklestirildigi icin, bu varliklarin artisinin faiz gelirinin
faaliyet karindaki payini azaltmas: beklenmektedir. Diger yandan, riskten korunma amagh finansal
varliklarin temel amaci gelir elde etmek degil, olast yiiksek giderlerden korunmaktir. Bu nedenle,

riskten korunma amacli finansal varliklar ile faiz geliri arasinda anlamli bir iliski tespit edilmemesi
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beklenen bir durumdur. Bu durum ayrica, riskten korunma amagl finansal tiirev varhiklarinin
bankalar tarafindan spekiilatif amaglarla kullanilmadiginin bir gostergesi olarak da degerlendirilebilir.

Diger bir yandan (4) numarali siitunda yer verilen regresyon sonuglarina gore finansal tiirev
araglarindaki %1’lik artis faiz disi gelirlerin diger faaliyet giderlerindeki paymi ortalama %3,1
diisirmektedir. S6z konusu iliskinin %5 diizeyinde anlaml oldugu tespit edilmistir. (5) numarali
tablodaki regresyon sonuglarina gore ise riskten korunma amagl finansal tiirev varliklarinin faiz dis1
gelirlerin diger faaliyet giderlerindeki pay: tizerinde herhangi anlamli bir iligki tespit edilememistir.
(6) numarali tablo sonuglar1 ise finansal tiirev varliklari ile faiz digi gelirlerin diger faaliyet
giderlerindeki pay1 arasindaki negatif iligkinin alim-satim amacl finansal tiirev varliklarindan
kaynaklandigini gostermektedir. Nitekim (6) numarali siitunda yer verilen sonuglara gore, alim-
satim amagli finansal tiirev varliklarindaki %1’lik artis, faiz dis1 gelirlerin diger faaliyet giderlerindeki
payin1 %3,2 azaltmaktadir. Finansal tiirev varliklarindan elde edilen karin faiz dis1 gelirler hesabinin
altinda takip edildigi distintildiigiinde finansal tiirev varliklari ile faiz dig1 gelirler arasindaki negatif
iliski dikkat gekicidir ancak 2010-2021 déneminde gerek sektorel bazda gerekse firma bazinda,
finansal tiirev araglarinin sebep oldugu zararin, bu araglardan elde edilen kardan yiiksek olmas:
regresyon sonuglarindan ulasilan negatif iliskinin esas nedeni oldugu distintiilmektedir.

(7) numarali siitunda yer verilen regresyon sonuglarina gore finansal tiirev araglarindaki %1’lik arts,
toplam gelirlerin toplam gidere oranimi %5,2 diisirmektedir. S6z konusu iliskinin %5 diizeyinde
anlaml oldugu tespit edilmistir. Benzer sekilde (8) numarali tablodaki regresyon sonuglarina gore
de riskten korunma amacli finansal tiirev varliklar ile toplam gelirlerin toplam giderlere oram
arasinda %5 diizeyinde anlamli iliski tespit edilmistir. Buna gore riskten korunma amagch finansal
tirev varliklardaki %1’lik artis, toplam gelirlerin toplam giderlere oranini %2,4 diisiirmektedir. (9)
numarali tablo sonuglari ise alim-satim amagli finansal tiirev varliklarinin da toplam gelirlerin toplam
giderlere oranini anlaml sekilde etkiledigini gostermektedir. Alim-satim amagh finansal tiirev
varliklarindaki %1’lik artisin toplam gelirlerin toplam giderlere oranini %4,9 distirdiigii sonucuna
ulagilmistir. Finansal tiirev varliklarin toplam gelirlerin toplam giderlere orani iizerindeki negatif ve
anlamli etkisinin de finansal tiirev varliklar1 kullanan bankalarin aragtirmamiza konu dénemde soz
konusu islemlerden zarar etmelerinden kaynaklandig disiiniilmektedir.

Tablo 4tin (10), (11) ve (12) numarali sorunlarinda finansal tiirev varliklari ile toplam faiz
giderlerinin toplam giderlere orani arasindaki iliski incelenmistir. Regresyon sonuglar: gerek riskten
korunma amagh finansal tiirev varliklarda, gerekse alim-satim amagl finansal tiirev varliklardaki
artigin toplam faiz giderlerinin toplam giderlere oranini %5 diizeyinde anlaml gekilde arttirdiginm
ortaya koymaktadir.

Finansal tiirev varliklari ile bankalarin gelir-gider yapisinin incelendigi Tablo 4de bankalarin gelir-
gider yapisinin finansal tiirev varliklarindan anlamli sekilde etkilendigi gortilmektedir. Bilindigi
gibi gelir tablosu anlik durumu degil faaliyet dénemindeki durumu gostermektedir. Finansal
tirev araglarin gelir-gider yapisina etkisini net bir gsekilde soyleyebilmek igin finansal tirev
araglarin sozlesme sonundaki durumu goz 6niine almak gerekir. Sézlesmesi biten finansal tiirev
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araglar gelir tablosunda gosterilmekle birlikte hentiz sozlesmesi devam eden finansal tiirev araglar
gosterilmemektedir. Bu nedenle s6zlesme sonunda belki kirda veya zararda olacak bir finansal tiirev
araglar heniiz gelir tablosuna yansimamis olabilir. Bunlarin yaninda kontrol degiskenlerimiz olan
faiz, enflasyon ve tiretim endeksinin de genel olarak bankalarin gelir-gider yapilari tizerinde anlaml
etkisinin bulundugu sonucuna ulagilmistir.

Tablo 6: Finansal Tiirev Araglarinin Bankalarin Karlilik Oranlarina Etkisi

KARLILIK ORANLARI

@ )] G @ ) (6)

0AK OAK OAK VOKTA VOKTA VOKTA
log TFTH 01" 017
log_RKFTA -0.05" -0.06”
log_ASFTA -0.10" 0.1
Faiz 0.04 03 -0.2 0.4 -0.02 0.05
Enflasyon 1.8 19" 19" 1.2° 1.4 14"
Uretim Endeksi -0.010" -0.01" -0.01" -0.01" -0.01" -0.0"
N 396 396 396 396 396 396
BP LM Test 0.00 0.00 0.00 0.00 0.00 0.00
Hausman Test 0.9 0.84 0.73 1.00 0.85 0.77
gz;l:irelasyon DWOlastlik 0.00 0.00 0.00 0.00 0.00
Degisen Varyans 0.00 0.00 0.00 0.00 0.00 0.00

Tablo 5de finansal tiirevaraglarinin bankalarin aktif kalite ve bilango yapisi oranlarinin performanslari
tizerindeki etkisi incelenmistir. Yapilan testler sonucunda regresyonlarda hata terimlerinde
otokorelasyon ve degisen varyans tespit edilmis, bu nedenle tablodaki modellerde otokorelasyon
ve degisen varyans problemine direncli genellestirilmis rassal etkiler metodu kullanilmistir. Ayrica,
Breusch-Pagan LM testi ve Hausman testi sonuglarina gore rassal etkiler panel veri analizi yonteminin
tercih edilmesine karar verilmistir.

Tablo 5 gore OAK ve VOKTA kérlilik oranlarini temsilen regresyona eklenmistir. (1), (2) ve (3)
numarali siitunlarda bankalarin “Ortalama Aktif Kéarliliklar1 (OAK)” bagimli degisken olarak
kullanilmistir. (1) numarali siitunda toplam finansal tiirev araglar1 bagimsiz degisken olarak yer
almaktadir. Regresyon sonucuna goére toplam finansal tiirev araglarindaki %1’lik artis, ortalama
aktif karhilig1 %0,05 azaltmaktadir. Bu etki %5 diizeyinde anlamlidir. Diger yandan (2) ve (3) no.lu
stitunlarda sirasiyla riskten korunma amagli finansal tiirev varliklarmin ve alim-satim amagh
finansal tlirev varliklarinin ortalama aktif karliliga etkisi test edilmistir. Her iki modelde de finansal
tirev varliklarinin etkisi %5 diizeyinde anlamli ¢ikmis, her iki modele gore de finansal tiirev
varliklarindaki %1’lik artis, ortalama aktif kirlilig1 %0,1 azaltmaktadir. Buna gore finansal tiirev
varliklarinin ortalama aktif karlilik tizerindeki etkisi her ti¢ modelde azaltici yonde gerceklesmistir.
Bunun sebebi olarak finansal tiirev araglarin riski azaltmak amagh kullanimindan kaynakli olarak
risk-getiri dengesini olusturmak amaciyla getirinin azalmasi soylenebilir. Yenisu (2021), Agca
(2019), Tuzcu (2015) ve Akkaynak ve Yildirim'm (2019) caligmalar: da buldugumuz sonuglar ile
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paralellik gostermektedir. Ayrica Tanridven ve Yenice'nin (2014) ¢aligmalarinda ise karlilik ile risk
arasinda pozitif yonde iligki olmasiyla birlikte karliliga gore risk daha fazla artmaktadir. Bu durumda

¢aligmamizda buldugumuz negatif iliskiyi agiklamaktadir.

Diger bir taraftan (4), (5) ve (6) numarali siitunlarinda bankalarin karliligi “Vergi Oncesi Karin
Toplam Aktife Oran1 (VOKTA)” 6l¢tilmiistiir. (1), (2) ve (3) numarali siitunlarda elde edilen sonuglara
¢ok benzer sekilde, finansal tiirev araglarinin VOKTA iizerindeki %5 diizeyinde anlamli ve negatif
iligkisi oldugu tespit edilmistir. Tablo 3'da yer alan regresyonlarin birgogunda kontrol degiskenlerden
enflasyon ve iiretim endeksinin kirhilik tizerinde %5 diizeyinde anlaml etkisi tespit edilirken faiz

oranlarinin bankalarin karlilig tizerinde anlaml etkisi gortilmemistir.

Tablo 7: Finansal Tiirev Araglarinin Bankalarin Likidite Oranlarina Etkisi

LIKiDITE ORANLARI
(1) (2) (3) (4) (5) (6) (7) (8) )
LKVY LKVY LKVY LMMDK LMMDK LMMDK YPLYPP YPLYPP YPLYPP

log TFTH 72" 33" 277

log RKFTA 4.1 -1.37 0.8

log_ASFTA 74" 32" 26"
Faiz -67.7 -47.0 -69.8 -58.9" -51.8"™ -59.6™ -89.4™ -89.17 -90.9™
Enflasyon 39.4 7.7 423 336 238" 335 129.5" 12227 1319”7
Uretim Endeksi -0.08 -0.1 -0.08 0.05 0.02 0.05 0.04 0.05 0.04
N 396 396 396 396 396 396 396 396 396
BP LM Test 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00
Hausman Test 0,14 0,75 0,46 0.98 0,89 0,99 0,73 0,99 0,71
ggsklﬁfgig:il) W 000 000 0.0 0.00 0.00 0.00 0.00 0.00 0.00
Degisen Varyans 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

Tablo 6'da finansal tiirevaraglarinin bankalarin aktif kalite ve bilango yapisi oranlarinin performanslari
tzerindeki etkisi incelenmistir. Yapilan testler sonucunda regresyonlarda hata terimlerinde
otokorelasyon ve degisen varyans tespit edilmis, bu nedenle tablodaki modellerde otokorelasyon
ve degisen varyans problemine direngli genellestirilmis rassal etkiler metodu kullanilmistir. Ayrica,
Breusch-Pagan LM testi ve Hausman testi sonuglarina gore rassal etkiler panel veri analizi yonteminin
tercih edilmesine karar verilmistir.

Likidite oranlar1 olarak LKVY, LMMDK ve YPLYPP oranlar1 regresyona dahil edilmistir. (1), (2)
ve (3) numarali siitunlarda bankalarin “likit aktifler / kisa vadeli yitkimlilikler (LKVY)” bagiml
degisken olarak kullanilmistir. (1) numarali siitunda toplam finansal tiirev araglar1 bagimsiz degisken
olarak yer almaktadir. Regresyon sonucuna gore toplam finansal tiirev ara¢larindaki %1’lik arts, likit
aktiflerin kisa vadeli yiikiimliiliiklere oranini %4,1 azaltmaktadir. Bu etki %5 diizeyinde anlamlidir.
Diger yandan (2) ve (3) no.lu siitunlarda sirasiyla riskten korunma amacgli finansal tiirev varliklarinin
ve alim-satim amagl finansal tiirev varliklarinin likit aktiflerin kisa vadeli yiikiimliiliklere oranina
etkisi test edilmistir. (2) numarali siitunda yer alan sonuglara gore riskten korunma amagl finansal
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tiirev varliklari likidite iizerinde sadece %10 diizeyinde anlamli etkiye sahipken alim-satim amagh
finansal tiirev varliklarinin likidite tizerindeki etkisi %5 diizeyinde dahi anlamlidir. Buna gore
alim-satim amagch finansal tiirev varliklarindaki %1 diizeyindeki artis, likit aktiflerin kisa vadeli

yiikiimliiliiklere oranini %7,4 diizeyinde diisirmektedir.

Tablo 6daki (4), (5) ve (6) numarali siitunlarda yer alan modellerde “likit aktifler / (mevduat +
mevduat dis1 kaynaklar)” degiskeni likidite l¢tisti olarak kullanilmigtir. Her ti¢ modelde de finansal
tiirev varliklarinin likidite tizerindeki etkisi % 5 diizeyinde anlamliyken, s6z konusu etkinin 6zellikle
alim-satim amach finansal tiirev varliklarinda daha gii¢li oldugu gozitkmektedir. Finansal tiirev
varliklarindaki %1’lik artig likiditeyi, riskten korunma amacl finansal tiirev varliklarinda %1,3

azaltirken, alim-satim amagl finansal tiirev varliklarinda % 3,2 azaltmaktadir.

Tablo 6'nin (1), (2), (3), (4), (5) ve (6) numarali siitunlarinda finansal tiirev varliklarinin bankalarin TL
ve yabanci para cinsinden toplam likidite riski tizerindeki etkisi incelenirken (7), (8) ve (9) numarali
stitunlarda bankalarin yabanci para cinsinden likidite riski incelenmistir. Bankalarin yabanci para
cinsindeki varliklar1 oldugu gibi yabanci para cinsinden yiikiimliilitkleri de vardir. Olas1 bir déviz
kuru krizinde, bankalarin yabanci para cinsinden likidite pozisyonu 6zellikle 6nem arz etmektedir.
Bu sebeple, (7), (8) ve (9) numarali siitunlarda “YP likit aktifler / YP pasifler” degiskeni bagimli
degisken olarak modelde yer almaktadir.

(7), (8) ve (9) numarali stitunlarinda yer alan sonuglara gore finansal tiirev varliklarinin yabanci para
likidite riski izerindeki etkisi anlamlidir. S6z konusu etki benzer sekilde 6zellikle alim-satim amagl
finansal tiirev varliklar1 igin giigli ve anlamlidir. (9) numarali siitunda yer alan sonuglara gore riskten
korunma amagh finansal tiirev varliklarindaki %1’lik artis yabanci para cinsinden likiditeyi %0,8
azaltmaktadir. Bu etki sadece %10 diizeyinde anlamliyken; ayni etki alim-satim amagl finansal tiirev
varliklarinda yabanci para cinsinden likiditenin %2,6 oraninda azalmasi olarak kendini gostermekte

ayn1 zamanda %5 diizeyinde de anlamli ¢tkmaktadir.

Tablo 6da yer alan sonuglara gore finansal tiirev varliklarinin likidite tizerindeki etkisi gerek Tiirk
liras1 cinsinden gerekse yabanci para cinsinden anlamli ve negatiftir. Finansal tiirev varliklarindaki
artisin bankalarin likidite performansini diistirdtigii dolayisiyla bankalarin likidite riskini arttirdig:
sonucuna ulagilmigtir. Bu etkinin ortaya ¢ikmasina neden olan kanallardan birinin bankalarin
finansal tiirev araglari kullanirken likit aktiflerini, marjin ytikiimliliiklerini yerine getirme adina,

teminat olarak kullanmalar1 oldugu distintilmektedir.

Nitekim Jukonis, Letizia & Rousova (2022)’ nin Avrupa Birligi {ilkeleri i¢in yaptig1 ¢aliymasinda
finansal tiirev islemlerinde yine finansal tiirev varliklarinin yogun sekilde teminat olarak kullanildig:
ve bu durumun da firmalarin likidite oranlarini diigiiriict, likidite riskini ise arttiric etkiyi ortaya
gikardigy tespit edilmistir. Bunun yaninda Akbulut'un (2018) ¢alismasiyla da bizim ulastigimiz

sonuglar paralellik gostermektedir.
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Tablo 8: Finansal Tiirev Araglarinin Bankalarin Aktif Kalite ve Bilango Yapis1 Oranlarina Etkisi

AKTIF KALITE ORANLARI BiLANCO YAPISI ORANLARI

(1) (2) 3) (4) (5) (6) (7) (8) )

TKTM TKTM TKTM TPVIPY TPVIPY TPVIPY YPVYPY YPVYPY YPVYPY
log TFTH 1.6 1.6 2.0
log RKFTA 0.8% 0.9% 20,30
log ASFTA 1.6 1.5 2.0%
Faiz 7,20 810 830 -850 102 820 16.1* 142* 15.9*
Enflasyon 3317 3210 3607 -14.2¢ 149 145 2,20 6,10 2,30
Uretim Endeksi 0,04 007 005  -0,02 0,04 20,01 0.3% 0.2% 0.3*
N 396 396 396 39 396 396 396 396 396
BP LM Test 0.00 000 000 000 0.00 0.00 0.00 0.00 0.00
Hausman Test 077 09 069 093 0.99 0.97 0,99 0,99 1.00
g;:iﬁfgiygz?il) W 000 000 000 0.0 0.00 0.00 0.00 0.00 0.00
Degisen Varyans  0.00 000 000 000 0.00 0.00 0.00 0.00 0.00

Tablo 7de, finansal tiirev araglarinin bankalarin aktif kalite ve bilan¢o yapisi oranlarinin
performanslar1 tzerindeki etkisi incelenmistir. Yapilan testler sonucunda regresyonlarda hata
terimlerinde otokorelasyon ve degisen varyans tespit edilmis, bu nedenle Tablo 6daki modellerde
otokorelasyon ve degisen varyans problemine direngli genellestirilmis rassal etkiler metodu
kullanilmstir. Ayrica, Breusch-Pagan LM testi ve Hausman testi sonuglarina gore rassal etkiler panel

veri analizi yonteminin tercih edilmesine karar verilmistir.

Tablo 7'de bankalarin aktif kalitesi “Toplam Kredi/ Toplam Mevduat (TKTM)” degiskeni ile 6l¢tilmiis
ve s0z konusu degisken bagimli degisken olarak modele eklenmigstir. (1) numaral siitunda yer alan
sonuglara gore toplam finansal tiirev varliklari ile bankalarin aktif kalitesi arasinda %5 diizeyinde
anlamli iligki bulunmaktadir. Toplam finansal varliklardaki %1’lik artig, toplam kredilerin toplam
mevduata olan oranini ortalama %1,6 arttirmaktadir. S6z konusu etki alim-satim amaglh finansal
tiirev varliklarinda da gerek anlamlilik gerekse gii¢c bakimindan benzer iken riskten korunma amaglh
finansal tiirev varliklarinda iliski daha zayif sekilde kendisini gostermektedir. (2) numarali siitunda
yer alan sonuglara gore riskten korunma amagh finansal tiirev varliklarindaki %1’lik artisin toplam
kredilerin toplam mevduata oranini ancak %0,8 diizeyinde arttirdig1 tespit edilmistir.

Diger yandan, her ti¢ regresyonda yer alan sonuglara gore enflasyonun bankalarin aktif kalitesi
tizerinde anlamli ve negatif etkisi oldugu géziikmektedir. Buna gore enflasyondaki 1 puanlik artis,
toplam aktiflerin toplam mevduata oranini %0,33 diisiirmektedir. Dolayisiyla enflasyondaki artisin
bankalarin aktif kalitesi tizerinde bozucu etkisi oldugu goz ardi edilmemelidir.

Banka bilangolarinda aktif kalemler i¢inde en 6nemli kalem kredilerdir. Tiirev araclar ile toplam aktif
arasinda pozitif olan iliski Tablo 4de kendini gostermektedir. Nitekim Agcanin (2019) ¢alismasinda
bankalarin faiz riskinin azaltmak amagh finansal tiirev ara¢ kullanmasinin kredi verme yetenegini
arttirdigini belirterek ¢aligmamizla paralel bir sonug¢ bulmustur. Hundman (1998) ve Anbar &
Alper’in (2011) ¢aligmalarina goére bankalar, finansal tiirev araglar1 kullanarak biiyiik olan toplam
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krediler/toplam aktif orani sonucunda olusan kredi ve faiz orani risklerini yonetebileceklerini 6ne
stirmiislerdir. Bunlarla birlikte calismamizin sonucu, Rivas, Ozuna & Policastronun (2006) yaptiklar:
calisma ile paralellik gostermektedir.

Tablo 7de bankalarin bilango yapist “Tiirk parasi cinsinden varliklar / Tiirk parasi cinsinden
yikiimlilikler” (TPVTPY) ile “yabanci parasi cinsinden varliklar / yabanci parasi cinsinden
yiikiimliliikler” (YPVYPY) degiskenleri ile dl¢tilmiis ve s6z konusu degisken bagimli degisken olarak
modele eklenmistir. (4) numarali siitunda yer alan sonuglara gore toplam finansal tiirev varliklari
ile bankalarin bilan¢o yapisi arasinda %5 diizeyinde anlaml iliski bulunmaktadir. Toplam finansal
varliklardaki %1’lik artig, Tiirk parast cinsinden varliklarin Tiirk parasi cinsinden yiikiimliliiklere
oranini ortalama %1,6 arttirmaktadir. S6z konusu etki alim-satim amagli finansal tiirev varliklarinda
da gerek anlamhilik gerekse gii¢ bakimindan benzer iken riskten korunma amacl finansal tiirev
varliklarinda iligki daha zayif sekilde kendisini gostermektedir. (5) numarali stitunda yer alan
sonuglara gore riskten korunma amagl finansal tiirev varliklarindaki %1’lik artigin toplam kredilerin
toplam mevduata oranini ancak %0,9 diizeyinde arttirmistir. (6) numarali siitunda toplam finansal
varliklardaki %1’lik artis, Tiirk parast cinsinden varliklarin Tiirk paras: cinsinden yiikiimliliiklere
oranini ortalama %1,5 arttirdig: tespit edilmistir.

Tablo 7de (7), (8) ve (9) numaral siitunlarda ise bankalarin bilanco yapisi “yabanci parasi cinsinden
varliklar / yabanci parasi cinsinden yiikiimliiliikler” degiskeni bagimli degisken olarak modelde
yer almistir. Enflasyon oraninin goreceli olarak yiiksek oldugu Tiirkiyede, yabanci para cinsinden
mevduatlarin oraninin yiiksek olmasi, bankalarin yabanci para cinsinden yitkéimliiliklerini de
arttirmaktadir. Diger yandan bankalarin varliklarinin genel olarak TL cinsinden verilen kredilerden
kaynaklanmasi, doviz cinsinden varliklar ile doviz cinsinden yiikiimliliikkler arasinda fark olmasina
neden olmaktadir. Bu durum da bankalarin doviz riskini arttirmaktadir. Bankalar s6z konusu doviz
riskinden tiirev piyasast araglar1 (forward, future, swap, opsiyon) ile korunabilir. Aksi takdirde
bankalarin yiikimliilitklerini karsilamak adina d6viz varliklar: edinmeleri gerekmektedir. Buna gore
bankalarin tiirev piyasasi araglarini kullanmalari ile doviz cinsinden varlik elde etmeleri arasinda
negatif bir iliski beklenmektedir. Nitekim regresyon sonuglarina gore toplam finansal varliklardaki
%1’lik artis, doviz cinsinden varliklarin déviz cinsinden yiikiimliiliiklere oranini ortalama %2
distirmektedir.

5. Sonug¢

Arastirmada Tiirkiye Bankalar Birligi, Tiirkiye Katilim Bankalar1 Birligi ve Banka Diizenleme
ve Denetleme Kurumu resmi internet adreslerinden yayimlanan ve elde edilen faaliyet raporlari,
konsolide olmayan finansal tablolar ve bagimsiz denetim raporlarindan olusan toplam 792 finansal
tabloya ulagilmistir. {lgili finansal tablolardan elde edilen bankacilik oranlar1 disinda bazi ikincil
verilere de ulagilmistir.

Aragtirmaya déhil edilen bankalarin 2010-2021 yillar1 arasinda devamli olarak aktif bir sekilde
caligmasi ve finansal tablolarinda ulagilabilir verilerin olmasina dikkat edilmistir. Tiirk bankacilik
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sisteminde yer alan tiim bankalar ¢alismamiza dahil edilmis 6zellikle tek bir banka tiirii se¢ilmemistir.
Bazi bankalar 2010-2021 yillar1 arasinda aktif bankacilik yapmadiklar: ve finansal tablolarinda yeterli
veri bulunmadig1 i¢in toplam 30 banka ¢alismamiza dahil edilmemistir.

Yapilan analiz sonucunda 48 panel veri regresyon modeli olusturulmus olup bu modeller sermaye
yeterlilik orani, bilango yapisi oranlari, aktif kalite oranlary, likidite oranlari, karlilik oranlari, gelir-
gider yapisi oranlar1 bagliklar1 altinda toplam “7” adet grupta toplanmugtir.

Birinci grupta finansal tiirev araglarin aktif ve 6zkaynaklara etkisi ol¢tilmistiir. Tirev finansal
araglar ile varliklar arasinda pozitif ve anlamli iliski, finansal tiirev araglar ile 6zkaynaklar arasinda
ise RKFTA hari¢ azami diizeyde pozitif anlaml iligki bulunmustur. Sermaye yeterlilik oran: ile
finansal tiirev araglar arasinda tespit edilen anlamli ve negatif etkinin nedeni finansal tiirev varliklar
ile 6zkaynakta ortaya ¢ikan artisin, toplam varliklarda ortaya c¢ikan artistan diigiik olmasindan
kaynaklandig diisiiniilmektedir. Ugiincii grupta ise finansal tiirev araglarin banka gelir-gider
yapisina etkisi 6l¢ctilmiistiir. Yapilan rassal etkiler modeli sonucunda gelir-gider oranlar1 ile ASTFA
ve TFTH arasinda negatif anlamli iligki, RKFTA arasinda ise anlamsiz iligki bulunmustur. Dérdiincii
grupta, finansal tiirev araglarin karlilik oranlarina etkisi 6l¢tilmistiir. Yapilan rassal etkiler modeli
analizi sonucunda finansal tiirev araglar ile karlilik oranlari arasinda negatif anlaml iligki tespit
edilmistir. Besinci grupta ise finansal tiirev araglarin likidite oranlarina etkisi 6l¢tilmiis olup yapilan
rassal etkiler modeline gore likidite oranlari ile finansal tiirev araglar arasinda negatif anlaml iligki
bulunmustur. Finansal tiirev varliklardaki artisin banka likidite performansini diisiirdiigii dolayisiyla
bankalarin likidite riskini arttirdig1 sonucuna ulasilmigtir. Bu durumun nedeni ise finansal tiirev ara¢
kullanirken bankalarin likit aktiflerini, marjin yiikiimliiliklerini yerine getirmek i¢in teminat olarak
kullanmalari oldugu diistintilmektedir.

Altinc1 grupta, finansal tiirev araglarin bankalarin aktif kalite oranlarina etkisi ol¢tilmistiir. Diger
tablolarda oldugu gibi uygulanan model belirleme testlerine gore rassal etkiler modeli secilmistir.
S6z konusu 3 model iizerinde yapilan analiz sonucunda toplam krediler/toplam mevduat ile finansal
tiirev araglar arasinda pozitif anlamli bir iliski tespit edilmistir. Son olarak yedinci grupta ise finansal
tiirev araglarin bankalarin bilango yapisi oranlarina etkisi dl¢tilmistiir. Rassal etkiler modelinin
sonucunda bilango yapist ile finansal tiirev araglar arasinda pozitif anlamli iliski bulunmustur.
Bankalarin varliklar: genellikle Tiirk liras1 cinsinden verilen kredilerden olusmaktadir. Tiirk liras:
kredilerin agirlikli olmast doviz cinsinden varliklar ile doviz cinsi yikiimlilikler arasinda fark
olmasina neden olmaktadir. Bu durum ise bankalarin doviz riskini ve bununla birlikte finansal tirev
kullanimini da arttirmaktadir. Bu sekilde bankalar déviz yiikiimliiliklerini kargilamak amaciyla
doviz cinsinden varlik edinmek zorunda kalacaklardir. Yani bankalar finansal tiirev ara¢ kullandik¢a
doviz cinsi varlik kullanimi da azalacaktir.

Genel olarak tim sonuglara bakildiginda finansal tiirev araglarin bankalarin performans oranlar:
arasindan en ¢ok etkiledikleri oranlar; likidite, gelir-gider yapisi ve sermaye yeterlilik oranlar1 oldugu
soylenebilir. Finansal tiirev araglar ile bankalarin performansi arasinda ¢ogunlukla negatif ve anlamli
bir iligki oldugu da séylenebilir.
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Finansal tiirev araglarin asil kullanim amaci riskten korunmaktir ancak ¢calismamizda ele alinan Tiirk
bankacilik sisteminde bulunan bankalarin alim-satim amagl yani kir amagh tiirev arag kullanim
orani fazla oldugu tespit edilmigtir. Bu durum bankalarin finansal riskleri tistlenerek zarar etmesine
neden olabilmektedir. Nitekim bankalarin bilangolar: incelendiginde finansal tiirev araglardan
zarar ettikleri goriilmektedir. Bankalarin bu sekilde alim-satim amaglhi finansal tiirev araglar
kullanmalarinin nedeni ise gelisen piyasalarda olusabilecek faiz, kur gibi asir1 dalgalanmalarin sebep
oldugu artiglardan etkilenmemek amaciyla bir yandan pozisyon alarak riski diger yandan ise kar elde

ederek olasi zararlar1 azaltma istegi olabilir.
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Abstract

The rapid development of technology, the increase in the number of brands in global and local markets, and
the creation of related products and services in global markets have intensified the competitive environment
between businesses. It has become crucial for businesses to create authentic brands that are original,
strong, distinguishable, and memorable for customers to attract the attention of them against numerous
competitors and various alternatives. While perceiving a brand as authentic provides a competitive
advantage to the brand, it also contributes to love felt by consumers for the brand, the image of the brand
from the point of consumers and the recommendation of the brand to other consumers. In this context, the
objective of this study is to assess the impact of brand authenticity on brand love, brand image and positive
word-of-mouth communication and to investigate the mediating role of brand love and brand image in the
relationship between brand authenticity and positive word-of-mouth communication. The universe of the
study consists of consumers who live in Turkey, are over 18 years old and purchase home electronics. 410
valid surveys were collected using convenience sampling method and online survey technique in the study.
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An Examination of the Mediating Role of Brand Love and Brand Image in the Impact of Brand Authenticity on Positive Word-of-Mouth Communication

As a result of the analysis, it has been observed that brand authenticity has a meaningful impact on brand
love, brand image and positive word-of-mouth communication. Moreover, it was determined that brand
love and brand image has mediating role in the effect of brand authenticity on positive word-of-mouth
communication.

Keywords: Brand authenticity, brand love, brand image, positive word-of-mouth communication

JEL Classification: M30, M31

Oz

Giintimiizde teknolojinin gelismesi, global ve yerel pazarlardaki marka sayisinin artig gostermesi ve kiiresel
pazarlarda benzer tiriin ve hizmetlerin olusmas: isletmeler arasindaki rekabet ortamini yogunlagtirmistir.
Isletmelerin sayisiz kiiresel ve yerel rakip ile gesitli mal ve hizmet alternatifi kargisinda tiiketicilerin ilgisini
¢ekebilmek i¢in orijinal, gii¢lii, tiketici goziinde ayirt edilebilir ve hatirlanabilir olan 6zgiin markalar
yaratmalarini 6nemli hale getirmistir. Bir markanin 6zgiin olarak algilanmasi markaya rekabet avantaji
saglarken ayni zamanda tiiketicilerde markaya duyulan aski, markanin tiiketici zihnindeki imajini ve
markanin diger tiiketicilere tavsiye edilmesine katki saglamaktadir. Bu baglamda ¢alismanin temel amaglar1
marka 6zgiinliigiiniin; marka agki, marki imaji ve pozitif agizdan agiza iletisim tizerindeki etkilerini
aragtirmak ve marka o6zgiinligi ile pozitif agizdan agiza iletisim arasindaki iligkide marka aski ve marka
imajinin aracilik roliinii incelemektir. Caligmanin evrenini Tiirkiyede yasayan, 18 yasindan biiyiik olan ve
beyaz esya satin kullanan tiiketiciler olusturmustur. Caliymada kolayda 6rnekleme yontemi ve ¢evrimigi
anket teknigi kullanilarak 410 gegerli anket toplanmistir. Gergeklestirilen analizler sonucunda marka
ozgiinliigiiniin; marka agki, marka imaji ve pozitif agizdan agiza iletisim tizerinde pozitif yonde etkisinin
oldugu gorillmiistiir. Ayrica marka 6zginligiintin pozitif agizdan agiza iletisim tizerindeki etkisinde marka
agki ve marka imajinin aracilik rolii oldugu sonucuna varilmigtir.

Anahtar Kelimeler: Marka 6zgiinliigii, marka agki, marka imaji, pozitif agizdan agiza iletisim

JEL Siniflandirilmasi: M30, M31

1. Introduction

In the 2000s, the acceleration of globalization and technological advancements led to the emergence
of numerous competitors and products and services with similarities in both local and international
markets. The increasing number of brands in global markets and the presence of similar products
and services intensified competition among businesses operating in contemporary economies.
In the highly competitive environment of global markets, businesses have sought to differentiate
themselves from their competitors, maintain their existing market shares, and achieve profitability.
This has underscored the significance of the concepts of brand and brand authenticity as businesses
endeavour to sustain their presence and competitiveness in the global marketplace (Schallehn et al.,
2014; Gilmore & Pine, 2017; Erdil et al., 2019).

Businesses, faced with numerous local and global competitors and a variety of product and service
alternatives, need to focus on the concept of brand authenticity and strive to create unique brands
in order to capture the attention of consumers and stay in their minds. Brand authenticity involves
making a brand original, strong, distinguishable, and memorable in the eyes of consumers, thereby
creating a competitive advantage for the brand (Bruhn et al., 2012). Authenticity is expressed as an
important characteristic that adds value to a brand and contributes to the successful perception of
brands (Arikan & Telci, 2014).
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Authentic brands that differentiate themselves from competitors with distinctive characteristics
have the ability to influence consumers’ perceptions and behaviors. Brand love, as a consequence of
brand authenticity, allows consumers to feel a sense of closeness and emotional connection towards
brands that align with their self-identity and lifestyle. An authentic brand can foster brand love in the
eyes of consumers, facilitating the establishment of an irreplaceable and enduring bond between the
consumer and the brand (Manthiou et al., 2018).

Brand authenticity, by differentiating the brand from similar products and services in the market
with similar functions and features, creates a unique association in the consumer’s mind, in other
words, it forms a strong and distinctive brand image (Mabkhot & Saari, 2017). The strong brand
image formed in the consumer’s memory, in conjunction with brand authenticity, can lead to
positive word-of-mouth communication about the product purchased or the service experienced,
and it can directly influence consumers’ favorable behaviors towards the brand, ultimately impacting
consumers’ purchasing preferences (Silverman, 2011, p. 12).

2. Literature Review

2.1. Brand Authenticity

The concept of authenticity has its origins in the Greek word “authentikos”, which is derived from
the combination of “autos” meaning self or own, and “hentes” meaning doer or entity, signifying
an entity that acts on its own authority. It also finds its Latin equivalent in the term “authenticus,’
which conveys meanings of originality, appropriateness, reliability, and non-imitation. This linguistic
lineage forms the basis for the concept of authenticity (Spiggle et al., 2012, p. 968; Cappannelli &
Cappannelli, 2004, p.1). In the literature, the term authenticity is commonly associated with words
like real and genuine, serving to express the reality and genuineness of a product, service, or brand
(Kennick, 1985).

Brand authenticity is defined as the perceived consistency between a brand’s core values,
characteristics, and the behaviors that it embodies in defining itself. It is also described as norms that
do not compromise a brand’s identity or its fundamental nature, perceived as loyal to its principles
(Fritz et al., 2017). In other words, brand authenticity is a concept that delineates the degree to which
abrand distinguishes itself from others or competitors, and maintains its uniqueness while remaining
true to the promises it makes (Akbar & Wymer, 2017, p. 29).

According to Bruhn et al. (2012), it is emphasized that a brand’s core values, unique features, and
identity alone are not sufficient for the creation of brand authenticity. Consumers perceive a brand
as authentic when it consistently exhibits behaviors that align with its promises, is reliable in its
claims, transparent, and viewed as honest. Furthermore, brands that are considered trustworthy are
more likely to be perceived as authentic compared to other brands (Luffarelli et al., 2019). Eggers
et al. (2013) suggest that the attribution of authenticity to a brand is influenced by the level of trust
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consumers have in that brand. Brands that resist trends, remain true to their original designs, are
reliable, and integrate unique features that resonate with consumers while forming a connection with
them tend to be perceived as authentic (Beverland, 2006; Morhart et al., 2015).

In the literature, brand authenticity has been expressed through various attributes and dimensions,
depending on researchers’ perspectives and assessments of the concept. Bruhn et al. (2012) defined
brand authenticity in terms of the dimensions of continuity, originality, reliability, and naturalness.
On the other hand, Napoli et al. (2014) proposed that brand authenticity consists of dimensions
such as sincerity, symbolism, heritage, craftsmanship, nostalgia, quality commitment, consistency,
and heritage. The brand authenticity scale developed by Morhart et al. (2015) comprises dimensions
such as continuity, credibility, integrity, and symbolism. These varying perspectives and dimensions
contribute to a comprehensive understanding of the concept of brand authenticity in the literature.

2.2. Brand Love

Businesses aim to not only meet the needs and desires of consumers with their products and
services but also to create a positive impression of the brand in consumers’ minds. They seek to
make consumers feel close to the brand and establish an emotional connection. Brand love is a
concept used to describe the degree of positive emotions and passionate emotional attachment that
a consumer feels toward a brand when they are satisfied with its products and services (Carroll &
Ahuvia, 2006, p. 81). In other words, brand love is a concept that encompasses cognitive, emotional,
and behavioral elements and defines the long-term brand relationship between the consumer and
the brand, distinguishing it from personal love between individuals (Batra et al., 2012, p. 13).

The term “brand love” first appeared in the field of marketing when Shimp & Madden (1988) adapted
Sternberg’s (1986) Triangular Theory of Love to consumer research. In their work, Shimp & Madden
(1988) theoretically examined the bond between the consumer and the object of consumption. Ahuvia
(1993), who conducted the first experimental study on brand love, stated the intense emotions that
individuals feel towards objects with which they form a connection and affection, which could be
referred to as “love objects” In addition, it was mentioned that the intensity of these emotions varies
subjectively from one individual to another (Ahuvia, 1993). Fournier (1998) states that consumers
feel close to brands that align with their own personalities and the sense of closeness that develops
between the consumer and the brand gives rise to brand love.

In the literature review, there are several studies that have examined the relationship between
brand authenticity and brand love. Manthiou et al. (2018), in their research on luxury hotel brands,
highlighted the critical role of brand authenticity as a determinant of brand impressions, lifestyle
compatibility, and brand love and demonstrated the relationship between brand authenticity and
brand love, emphasizing its significance. Mody & Hanks (2020) attempted to comparatively measure
the impact of brand authenticity on brand love between Airbnb and traditional hotel brands and
observed that brand authenticity had a positive influence on brand love. Aytekin & Tastepe (2020)
investigated the mediating effect of brand love in the relationship between brand authenticity and
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brand preference, focusing on the Samsung mobile phone brand. Similarly, studies by Safeer et
al. (2021), Meilawati & Ferdinand (2021), and Harjadi et al. (2023) have all concluded that brand
authenticity positively affects brand love. Based on these findings, the following hypothesis has been
developed.

H : There is a significant and positive impact of brand authenticity on brand love.

2.3. Brand Image

The concept of image refers to phenomena that summarize, define, and facilitate the recall of
products, services, brands, individuals, or places, carrying symbolic meanings (Giiner & Ongel,
2021). The term “brand image” first appeared in research related to consumer purchase preferences
in the study conducted by Gardner and Levy (1955) and it represents the emotions, thoughts, and
attitudes consumers have towards a brand. Biel (1992) defined brand image as the set of features
and associations that consumers connect with a brand’s name, while Keller (1993) described brand
image as a composite of all the information held in a customer’s mind about the brand and all the
associations that form regarding the brand. In other words, brand image is formed by the subjective
perceptions that consumers have in their minds about the brand’s characteristics and the associations
created by those characteristics (Keller, 1993; Oziipek & Diker, 2013, p. 103). Brand image is defined
as a concept that helps consumers process information, differentiates the brand from competitors,
motivates consumers to engage in purchase behavior, and creates value by evoking positive emotions
in consumers (Aaker, 1991).

In the literature, there are studies that provide evidence of a positive relationship between brand
authenticity and brand image. For instance, Dag & Durmaz (2020) conducted a study in the home
electronics sector, examining the impact of brand authenticity on brand image and brand preference
and found that brand authenticity had a positive and significant effect on brand image. Similarly,
Xu et al. (2022) investigated the multidimensional nature of brand authenticity and its effects on
brand image and brand loyalty in the context of traditional restaurants and revealed that the three
dimensions of brand authenticity had an impact on brand image and brand loyalty. Based on these
findings, the following hypothesis has been developed.

H.: There is a significant and positive impact of brand authenticity on brand image.

2.4. Word-of-Mouth Communication

Individuals sharing their positive and negative thoughts, experiences, and opinions about a product
or service with their friends, close associates, and current or potential consumers is referred to as
word-of-mouth communication (Ennew et al., 2000; Cheng et al., 2006, p. 97; Phan & Pilik, 2018).
Essentially, word-of-mouth communication encompasses conversations in which consumers discuss
their purchase experiences, without primarily driven by commercial or economic concerns, both
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positively and negatively about the products they have bought or the services they have experienced
(Arndt, 1967; Bone, 1992; Buttle, 1998, p. 242).

Satisfied consumers engage in positive or favorable word-of-mouth communication about a
product or service, while dissatisfied consumers express negative or unfavorable word-of-mouth
communication about the product or service. Therefore, word-of-mouth communication is
categorized into two different types: positive (favorable) word-of-mouth communication and
negative (unfavorable) word-of-mouth communication (East et al., 2008).

In the literature, there are studies that suggest a positive relationship between brand authenticity
and word-of-mouth communication. For example, Morhart et al. (2015) found that the dimensions
of brand authenticity lead to positive word-of-mouth communication and that there is a positive
relationship between them. Yildiz & Ulker-Demirel (2017) examined the relationship between
brand authenticity and word-of-mouth communication and concluded that brand authenticity has a
positive impact on word-of-mouth communication. Similarly, Simsek (2017) concluded in their study
that there is a high degree of positive relationship between brand authenticity and positive word-of-
mouth communication. Based on these findings, the following hypothesis has been developed.

H_: There is a significant and positive impact of brand authenticity on positive word-of-mouth

communication.

Studies by Carroll & Ahuvia (2006), Ismail & Spinelli (2012), Albert & Merunka (2013), Erdogan &
Erginkaya (2018), and Cavusoglu & Demirag (2020) have examined the relationship between brand
love and word-of-mouth communication, and they have found that brand love has a positive impact
on word-of-mouth communication. Based on these findings, the following hypothesis has been
developed.

H,: Thereisasignificantand positive impact ofbrand love on positive word-of-mouth communication.

Based on the studies conducted by Unal & Aydin (2013), Anggraeni & Rachmanita (2015), Kurtoglu
& Sonmez (2016), Dam (2020), and Fitriani &Achmad (2021), there is a consensus that brand image
has a positive influence on word-of-mouth communication. These studies have consistently found
evidence supporting the notion that a positive brand image contributes to positive word-of-mouth
communication. According to these findings, the following hypothesis has been developed.

H.: There is a significant and positive impact of brand image on positive word-of-mouth
communication.

The literature review reveals that brand authenticity has an impact on brand love and positive word-
of-mouth communication, and brand love also influences positive word-of-mouth communication.
However, in the literature review, no study was found that investigates the mediating effect of brand
love on the impact of brand authenticity on positive word-of-mouth communication. Therefore, the
following hypothesis has been developed to examine the mediating role of brand love on the impact
of brand authenticity on positive word-of-mouth communication.
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H: Brand love has a mediating role in the impact of brand authenticity on positive word-of-mouth
communication.

The literature reveals that conducted studies support the assertion that brand authenticity has an
effect on brand image and positive word-of-mouth communication. Additionally, it is observed that
brand image influences positive word-of-mouth communication. Yildiz & Ulker-Demirel (2017)
in the study explored the correlation between brand authenticity and positive word-of-mouth
communication along with the mediating role of brand image in this relationship. The study’s findings
illustrated that brand authenticity exerts an influence on positive word-of-mouth communication.
Furthermore, brand image plays an mediating role in the relationship between brand authenticity and
positive word-of-mouth communication. Consequently, the following hypothesis was formulated.

H_: Brand image has a mediating role in the impact of brand authenticity on positive word-of-mouth
communication.

The research model, based on the developed hypotheses, is presented in Figure 1.

Brand Love

H, Positive Word-of-
Brand Authenticity Mouth

/ Communication
H, H;

Brand Image

Figure 1: Research Model

3. Methodology

In this section of the study, the research objective and limitations, research model, the population
and sample of the research, data collection method and data analysis methods are elaborated upon.

3.1. Purpose and Limitations of The Research

This study aims to investigate the impact of brands possessing brand authenticity on consumers
in terms of brand love, the brand image perceived by consumers and positive word-of-mouth
communication. Within this framework, the primary objective of the research is to examine the
influence of brand authenticity, a concept gaining significance in the literature, on the concepts of
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brand love, brand image, and positive word-of-mouth communication. The secondary objective
of the research is to explore the mediating role of brand love and brand image in the relationship
between brand authenticity and positive word-of-mouth communication.

The primary limitation of the research lies in its restriction to consumers residing exclusively in
Turkey, aged 18 years or older, and users of home electronics. A second limitation is to use the
convenience sampling method, one of the non-probability sampling methods, which arises from
the constraints of time and cost. Consequently, the research findings can only be generalized to the
specified sample group. Another limitation of the research is that the survey data was collected only
with an online survey form and that other data collection methods were not utilized.

3.2. The Population and Sample of The Research

The universe of this study consists of consumers who reside in Turkey, are 18 years of age or older,
and either purchase or use home electronics. In consideration of the large size of the universe and
constraints related to time and budget, a sampling method was employed to represent the universe.
Given the limitations in time and financial resources, a convenience sampling method, one of the
non-probability sampling methods, was adopted to represent the research population (Gegez, 2019,
p. 199).

When calculating the sample size for the research, it was determined, based on the table created by
Yazicioglu & Erdogan (2007), that when universe is one milion or more, a sample size of at least 384
is sufficient for a 95% confidence interval and a 5% margin of error.

The primary reasons for conducting the research on home electronics brands are that the home
electronics sector caters to a substantial consumer base due to the essential nature of its products
in daily life, brands in the home electronics sector continually update their products and services
according to technological advancements, and there has been relatively limited attention given to
studies related to the home electronics sector in the existing literature on brand authenticity.

3.3. Data Collection Method

Online survey, one of the quantitative data collection methods, was employed in collecting research
data. The online survey form was created using Google Forms. The online survey form used for
data collection consists of three main sections. The first section of the survey form includes a filter
question (“Do you use home electronics?”). Based on the response to the filter question, participants
who do not use home electronics were directed to finish the survey, while participants who use home
electronics were directed to the main survey questions.

Participants were asked to select the home electronics brand they were most familiar with or used in
the second section of the survey form, and in the subsequent sections, they were instructed to answer
the questions posed based on the selected brand. Subsequently, 33 scale questions related to four
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variables in the research model were presented. Participants were requested to indicate their levels
of agreement on the scale questions using a 5-point Likert scale as follows: (1=Strongly Disagree,

2=Disagree, 3=Neither Agree nor Disagree, 4=Agree, 5=Strongly Agree) (Gegez, 2019, p.162).

In the research, established scales with demonstrated validity and reliability in the literature were
utilized. To measure brand authenticity, a scale consisting of four dimensions (continuity, originality,
reliability, naturalness) and 15 statements developed by Bruhn et al. (2012) was employed. For
measuring brand love, a scale comprising 10 questions adapted from Carroll & Ahuvia (2006)’s study
was used. The scale for brand image was selected from the works of Park et al. (1986) and Aydin &
Ozer (2005), consisting of 5 questions. Additionally, a scale comprising 3 questions taken from Price

& Arnould (1999)’s study on positive word-of-mouth communication was chosen for assessment.

In the third section of the survey form, six questions were posed to obtain information about the
demographic characteristics of the participants, including gender, marital status, age, educational
background, occupation, and income. Prior to reaching a broad audience with the survey form
for the research, a pilot study was conducted with a group of 36 individuals to identify and rectify
potential errors and deficiencies, as well as to ensure that the questions were correctly understood
and feasible. Following the pilot study, the survey was administered to other participants without the

need for modifications to the survey form.

The online survey form was distributed through WhatsApp, Instagram, and LinkedIn channels from
January 2023 to May 2023. In total, the survey form was completed by 423 participants. 13 surveys
that provided a negative response to the filter question in the survey were excluded from the study.

As aresult, 410 survey forms were deemed suitable for analysis within the scope of the research.

3.4. Data Analysis

The data obtained in the research were analysed using IBM SPSS Statistics Version 16 software. The
socio-demographic profile of the participants was examined through frequency analysis. To test the
validity and reliability of the scales in the research model, Cronbach’s Alpha reliability analysis was
applied. Exploratory factor analysis, regression analysis, mediation analysis, and the Sobel test were

conducted to test the hypotheses in the research model.

4. Research Findings

This section provides a comprehensive overview of the research findings related to the demographic
characteristics of the participants, normal distribution of the scales, reliability analysis, explanatory

factor analysis of the scales and regression analysis.
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4.1. Participant Demographic Characteristics

The demographic characteristics of the 410 participants who took part in the survey are presented in

Table 1, along with the frequency and percentage distributions.

Table 1: Participant Demographic Characteristics

Gender Frequency Percent Martial Status Frequency Percent

Female 294 71.7 Married 235 57.3
Male 116 28.3 Single 175 427
TOTAL 410 100.0 TOTAL 410 100.0
Age Frequency Percent Income Frequency Percent
18-25 64 15.6 0-28.500 TL 91 22.2
26-35 129 315 8.501 - 17.000 TL 145 354
36-45 87 21.2 17.001 - 25.500 TL 106 25.9
46-55 79 19.3 25.501 - 34.000 TL 30 7.3
56+ 51 12.4 34.001 TL + 38 9.3
TOTAL 410 100.0 TOTAL 410 100.0
Occupation Frequency Percent Education Frequency Percent
Public 127 31.0 Elementary School 5 1.2
Private 123 30.0 High School 47 11.5
Self-Employed 29 7.1 Associate’s Degree 41 10.0
Retired 45 11.0 Bachelor’s Degree 246 60.0
Student 57 13.9 Master’s Degree 63 15.4
Housewife 17 4.1 Doctorate 8 2.0
Unemployed 12 2.9

TOTAL 410 100,0 TOTAL 410 100.0

As observed in Table 1, the participants in the survey predominantly consist of individuals within the

26-35 age range (31.5%), employed either in the public sector (31.0%) or the private sector (30.0%)

and are females (71.7%). In addition, the majority of survey participants are married (57.3%), have
a monthly income ranging from 8,501 to 17,000 Turkish Lira (35.4%), and hold a bachelor’s degree

(60.0%).
The brand preferences of the participants in the study within the home electronics sector are
presented in Table 2.
Table 2: Distribution of Home Electronics Brands

Brand Frequency Percent
Argelik 148 36.1
Beko 27 6.6
Bosch 132 322
Elektrolux 1 0.2
LG 2 0.5
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Miele 4 1.0
Profilo 5 1.2
Samsung 22 5.4
Siemens 53 12.9
Vestel 16 3.9

According to Table 2, it has been determined that 36.1% of the participants have purchased or used
Argelik brand home electronics, 32.2% have opted for Bosch, and 12.9% have chosen Siemens.

4.2. Normal Distribution

Skewness and kurtosis values of the scales were examined to assess whether the data in the study
exhibited a normal distribution. As a result of the conducted analyses, it was observed that the
skewness and kurtosis values respectively for the scales used in the research were within the range
of — 0.474 to 1.492 for brand authenticity, - 0.020 to 1.373 for brand love, - 1.382 to 1.356 for brand
image, and - 1.123 to 1.027 for positive word-of-mouth communication. The fact that skewness
and kurtosis values fell within the range of - 1.5 to +1.5 suggests that the data follows a normal
distribution (Tabachnick & Fidell, 2013). Therefore, it is concluded that the research variables exhibit
a normal distribution, allowing for the application of parametric tests in the analyses.

4.3. Reliability Analysis

Before proceeding with the analyses, a reliability analysis was conducted by examining the Cronbach’s
Alpha values of the scales associated with the variables in the research model. A Cronbach’s Alpha
coefficient value of 0.70 or higher indicates the reliability of the scale (Nunnally, 1978). According
to the reliability analysis results presented in Table 3, it has been observed that the scales used in the
research are reliable, and there are no impediments to their use in the analyses.

Table 3: Reliability Analysis of Variables

Scale Number of Question Cronbach’s Alpha (a)
Brand Authenticity 15 0.937
Continuity 4 0.909
Originality 4 0.889
Reliability 4 0.945
Naturalness 3 0.721
Brand Love 10 0.808
Brand Image 5 0.882
Positive Word-of-Mouth Communication 3 0.939
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4.4. Mean, Standard Deviation and Exploratory Factor Analysis Results of the Scales

The means, standard deviations, and exploratory factor analysis results for the scales used in the

research model are provided in Table 4 and Table 5.

Table 4: The Mean and Standard Deviation Values and The Results of The Exploratory Factor Analysis for
Brand Authenticity (BA)

Scale* Item Mean Std. Factor Factor Explained | Cronb. Alfa
Deviation | Loadings** Variance (%) (a)
BRAND AUTHENTICITY 3.87 0.58 77.84 0.936
BA F1: Continuity 4.17 0.67 55.12 0.909
1 Brand offers continuity. 433 0.72 0.817
2 I think the brand stays true to itself. 4.10 0.75 0.795
3 The brand has a clear concept that is 410 077 0.788
pursues.
4 I think brand is consistent over time. 4.15 0.76 0.762
BA F2: Originality 3.51 0.79 6.56 0.889
5 Brand stands out from other brands. 3.60 0.88 0.828
6 I think the brand is unique. 3.30 0.98 0.792
7 The brand is different from all other 361 0.88 0.768
brands.
8 The brand clearly distinguishes itself 351 0.92 0.750
from other brands.
BA F3: Reliability 4.00 0.67 10.05 0.945
9 Brand’s promises are credible. 4.01 0.72 0.807
10 The brand delivers what it promises. 4.03 0.71 0.798
11 The brand makes reliable promises. 3.98 0.70 0.772
12 My experience 9f the br.and has . 397 076 0716
shown me that it keeps its promises.
BA F4: Naturalness 3.80 0.64 6.13 0.721
13 The braTld makes a genuine 391 0.70 0.746
impression.
14 The brand does not seem artificial. 3.83 0.88 0.743
15 The brand gives the impression of 365 081 0677
being natural.
*A5-point Likert scale was employed.

“* KMO=0.886; Bartlett’s Test of Sphericity: X*=4830.683, p=0.000

According to Table 4, it was determined that 15 items in brand authenticity scale converged into four

dimensions (F1: Continuity, F2: Originality, F3: Reliability, and F4: Naturalness) when conducting

an exploratory factor analysis (EFA) on the scale. It has been observed that the factor loadings of the
items exceeded the threshold of 0.50.
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Table 5: The Mean and Standard Deviation Values and The Results of The Exploratory Factor Analysis for

Brand Love, Brand Image, and Positive Word-of-Mouth Communication

Scale* Items Mean Std. Factor | Factor Explained | Cronb. Alfa
Deviation | Loadings™ | Variance (%) ()P0
BRAND LOVE 3.31 0.59 70.09 0.937
1 This is a wonderful brand. 3.47 0.92 0.824
2 This brand makes me feel good. 3.69 0.88 0.833
3 This brand is totally awesome. 3.41 0.93 0.865
4 I have neutral feeling about this brand. ** | 2.79 1.09 - - -
5 This brand makes me very happy. 3.52 0.89 0.884
6 I love this brand. 3.87 0.76 0.790
I have no particular feeling about this
7 . op § 3.08 1.09 - - -
8 This brand is a pure delight. 3.41 0.94 0.843
9 I am passionate about this brand. 2.98 1.06 0.839
10 I am very attached to this brand. 2.90 1.11 0.817
BRAND IMAGE 4.08 0.61 68.50 0.882
This brand is stable and firmly established. |  3.97 0.74 0.802
This brand has a positive image. 4.11 0.69 0.883
3 This brand is popular. 4.08 0.74 0.785
4 Thi§ brand has a social contribution for 424 0.70 0.875
society.
5 This.brand is innovative and forward- 401 0.79 0.788
looking.
POSITIVE WOM COM. 4.04 0.72 89.11 0.939
I I would recommend this brzlind to 4.05 076 0.952
someone who seeks my advice.
5 i ts}e:zrp;)es(l)t;);fz things about this brand to 404 074 0.954
3 I would recommend this brand to others. 4.04 0.77 0.925

* A5-point Likert scale was employed.

** Brand Love: KMO=0.899; Bartlett’s Test of Sphericity: X?=2791.409, p=0.000; Brand Image: KMO=0.821; Bartlett’s Test
of Sphericity: X*=1156.747, p=0.000; Positive WOM Com.: KMO=0.757; Bartlett’s Test of Sphericity: X*=1111.640, p=0.000.
***1t has been excluded from the analysis due to having a factor loading <0.50 in EFA.

% The dimensions were computed based on the remaining items in the final result of EFA.

According to Table 5, two items (Item 4 and Item 7) were excluded from the analysis due to having
factor loadings below 0.50 when conducting an exploratory factor analysis (EFA) on brand love scale.
Subsequently, EFA was reconducted, revealing that the remaining items in the scale converged into
a single factor with factor loadings exceeding 0.50. Similarly, it was determined that items within
brand image and positive word-of-mouth communication scales converged into a single factor,
with factor loadings exceeding the threshold of 0.50 when separately conducting exploratory factor
analyses for the scales.
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4.5. Results of Regression Analysis

Regression analysis was employed to assess the impact of brand authenticity on brand love, brand

image, and positive word-of-mouth communication.

Table 6: Multiple Regression Analysis Table for The Impact of Brand Authenticity on Brand Love

Unstandaf'dized Standardized Coefficients Collinearity Statistics
Coefficient F R?

B Std. Error B t p Tolerance VIF
Constant -0.081 0.173 -0471 | 0.638
Continuity -0.027 0054 | -0.023 | -0.506 | 0.613 0468 |  2.138
Originality 0.508 0.042 0.514 | 12.051 0.000 | 155.233* | 0.605 0.536 1.865
Reliability 0.254 0061 | 0217 | 4196 | 0.000 0363 2756
Naturalness 0.212 0.051 | 0173 | 4175 | 0.000 0.567|  1.764
Dependent Variable: Brand Love

*p < 0,05

When examining Table 6, it is observed that the statistical impact of brand authenticity’s continuity

dimension (p>0.05) on brand love is not significant. However, it has been determined that originality,

reliability, and naturalness dimensions of brand authenticity significantly and positively affect brand
love (respectively p=0.514, t=12.051, p=0.000; p=0.217, t=4.196, p=0.000; p=0.173, t=4.175, p=0.000)
in a statistically significant manner. Additionally, there is no autocorrelation and multicollinearity
among the independent variables (Tolerance > 0,20; VIF <10). Therefore, H  has been supported.

Table 7: Multiple Regression Analysis Table for The Impact of Brand Authenticity on Brand Image

Uné:)t}gg:lzed Standardized Coefficients . - Collinearity Statistics

B Std. Error B t p Tolerance |  VIF
Constant 1.190 0.146 8127 | 0.000
Continuity 0.268 0.045 0.295 5.891 | 0.000 0.468 2.138
Originality 0.084 0.036 0.110 2351 | 0.019 | 111862* | 0525 0.536 1.865
Reliability 0.355 0.051 0.393 6912 | 0.000 0.363 2.756
Naturalness 0.016 0.043 0.017 0317 | 0711 0.567 1.764
Dependent Variable: Brand Image

*p < 0,05

When examining Table 7, it is observed that the statistical impact of brand authenticity’s naturalness

dimension (p>0.05) on brand image is not significant. However, it has been determined that

continuity, originality and reliability dimensions of brand authenticity significantly and positively
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affect brand image (respectively f=0.295, t=5.891, p=0.000; $=0.110, t=2.351, p=0.019; $=0.393,
t=6.912, p=0.000) in a statistically significant manner. Additionally, there is no autocorrelation and
multicollinearity among the independent variables (Tolerance > 0,20; VIF <10). Therefore, H, has
been supported.

Table 8: Multiple Regression Analysis Table for The Impact of Brand Authenticity on Positive Word-of-Mouth

Communication
Unstand.afdized Standardized Coefficients Collil}eefrity

Coefficient I R Statistics

B Esrtr(:).r B t p Tolerance | VIF
Constant 0.441 | 0.159 2782 | 0.006
Continuity 0.195 0.049 0.182 3.960 0.000 0.468 | 2.138
Originality 0.111 | 0039 | 0123 | 2869 | 0.004 |153704* | 0.602 0.536| 1.865
Reliability 0.552 | 0056 | 0517 | 9928 | 0.000 0.363| 2.756
Naturalness 0052 | 0047 | 0046 | 1108 | 0.269 0.567 | 1.764
Dependent Variable: Positive Word-of-Mouth Communication

*p < 0,05

According to Table 8, it is concluded that brand authenticity’s naturalness dimension (p>0.05)
has no meaningful effect on positive word-of mouth communication. On the other hand, it has
been determined that continuity, originality and reliability dimensions of brand authenticity
affirmatively and meaningfully affect positive word-of mouth communication (respectively p=0.182,
t=9.928, p=0.000; p=0.123, t=2.869, p=0.004; p=0.517, t=6.912, p=0.000). Additionally, there is no
autocorrelation and multicollinearity among the independent variables (Tolerance > 0,20; VIF <10).
Therefore, H, has been supported.

Table 9: Regression Analysis Table for The Impact of Brand Love on Positive Word-of-Mouth Communication

Unstanda{'dlzed Standardized Coefficients
Coefficient F R?
B Std. Error [} t p
Constant 1.946 0.117 16.681 0.000
340.476* 0.455
Brand Love 0.616 0.033 0.674 18.452 0.000

Dependent Variable: Positive Word-of-Mouth Communication

*p < 0,05

According to the analysis results presented in Table 9, it has been determined that brand love
influences positive word-of-mouth communication in a statistically significant manner (=0.674,
t=18.452). The explanatory power of the regression model is 0.455 (R*=0.455), indicating that 45.5%
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of the variance in positive word-of-mouth communication can be explained by the variance in brand
love. Therefore, H, has been supported.

Table 10: Regression Analysis Table for The Impact of Brand Image on Positive Word-of-Mouth

Communication
Unstand.a{'dlzed Standardized Coefficients
Coefficient F R?
B Std. Error [} t p
Constant 1.587 0.118 13.492 0.000
463.145* 0.532
Brand Image 0.616 0.029 0.729 21521 0.000

Dependent Variable: Positive Word-of-Mouth Communication

*p < 0,05

As seen Table 10, it is concluded that brand image affects positively and meaningfully positive word-
of-mouth communication (p=0.729, t=21.521). The explanatory power of the regression model is
0.532 (R*=0.532). Thus, 53.2% of the variance in positive word-of-mouth communication can be
explained by the variance in brand image. Therefore, H, has been supported.

4.6. Results of Mediation Affect

A three-stage regression analysis method as proposed by Baron & Kenny (1986) was preferred to
examine the mediating role of brand love and brand image in the impact of brand authenticity on
positive word-of-mouth communication. In order to establish the mediating variable, the dependent
variable should be predictable from the independent variable, and the three steps must be fulfilled
for mediation tests to be properly applied (Baron & Kenny, 1986).

First step: The independent variable should have an effect on the dependent variable.
Second step: The independent variable should have an effect on the mediating variable

Third step: The dependent variable should be related to both the independent and mediating
variables (Baron & Kenny, 1986).

Table 11: Multiple Regression Analysis Table for The Mediating Effect of Brand Love on The Impact of Brand
Authenticity on Positive Word-of-Mouth Communication

Ungil};i;;‘;ized Standardized Coefficients . - C(S)::li:;:;zisty

B Std. Error [} t p Tolerance | VIF
Constant 0.583 0.154 3782 | 0.055
Brand Authenticity | 0.679 0.058 0550 | 11714 | 0.000 | 295684% | 0592 0454| 2202
Brand Love 0.245 0.043 0268 | 5706 | 0.000 0454| 2202
Dependent Variable: Positive Word-of-Mouth Communication

*p < 0,05
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A multiple regression analysis was conducted to examine the mediating role of brand love in the
effect of brand authenticity on positive word-of-mouth communication. As seen Table 11, both brand
authenticity and brand love meaningfully influence to positive word-of-mouth communication
(B=0.550, t=11.714, p=0.000; B=0.268, t=5.706, p=0.000). The three-step model described by Baron
& Kenny (1986), it is noted that the regression coefficients in the first and second steps are significant
according to the results in Table 6 and Table 8.

According to the results of Table 11, it is determined that the impact of brand authenticity, the
independent variable, on positive word-of-mouth communication, the dependent variable, does
not disappear. Additionally, it was found that the mediating variable, brand love, influences positive
word-of-mouth communication. Therefore, it has been established that brand love has a partial

mediating effect.

According to the Sobel test conducted with the variables found in Table 6 and Table 11, the p-value is
less than 0.5. Therefore, it has been concluded that brand love plays a mediating role. Consequently,

H, has been supported.

Table 12: Multiple Regression Analysis Table for The Mediating Effect of Brand Image on The Impact of

Brand Authenticity on Positive Word-of-Mouth Communication

Uné:)aerglizg:llijed Standardized Coefficients . R C(S)g:il:g?:y

B Std. Error B t p Tolerance | VIF
Constant -0.130 | 0.156 -0.835 0.404
Brand Authenticity | 0.576 0051 | 0466 | 11.269 0.000 | 366.568* | 0.643 0.512| 1.953
Brand Image 0.477 0.049 | 0403 | 9.745 0.000 0.512| 1.953
Dependent Variable: Positive Word-of-Mouth Communication

< 0,05

A multiple regression analysis was conducted to examine the mediating role of brand image in the
effect of brand authenticity on positive word-of-mouth communication. When examining Table 12,
it is concluded that both brand authenticity and brand image affirmatively and positively influnce on
positive word-of-mouth communication (f=0.466, t=11.269, p=0.000; f=0.403, t=9.745, p=0.000).
The three-step model described by Baron & Kenny (1986), it is noted that the regression coefficients

in the first and second steps are significant according to the results in Table 7 and Table 8.

According to the results of Table 12, it is determined that the impact of brand authenticity, the
independent variable, on positive word-of-mouth communication, the dependent variable, does not
disappear. Additionally, it was found that the mediating variable, brand image, influences positive
word-of-mouth communication. Therefore, it has been established that brand image has a partial

mediating effect.
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According to the Sobel test conducted with the variables found in Table 7 and Table 12, the p-value is
less than 0.5. Therefore, it has been concluded that brand image plays a mediating role.

4.7. Results of T-test

Independent samples t-test was applied to examine whether there were differences in brand
authenticity, brand love, brand image, and positive word-of-mouth communication based on
participants’ gender.

Table 13: T-test Results Among Gender Groups

Scale Gender N X | Std. Deviation t P
Female 294 3.87 0.54

Brand Authenticity 0.180 0.858
Male 116 3.86 0.67
Female 294 4.17 0.64

Continuity -0.355 0.723
Male 116 4.19 0.73
Female 294 3,51 0.78

Originality -0.011 0.991
Male 116 3.51 0.84
Female 294 4.00 0.60

Reliability 0.262 0.794
Male 116 3.98 0.82
Female 294 3.81 0.63

Naturalness 0.781 0.435
Male 116 3.76 0.68
Female 294 3.43 0.75

Brand Love 0.938 0.349
Male 116 3.35 0.86
Female 294 4.08 0.55

Brand Image 0.206 0.837
Male 116 4.07 0.73
Female 294 4.08 0.66

Positive WOM 1.549 0.123
Male 116 3.95 0.84

As seen Table 13, it is determined that there is no significant difference between participants’ genders
and the variables since p-values for brand authenticity, dimensions of brand authenticity, brand love,
brand image, and positive word-of-mouth communication were found to be greater than 0.05.

5. Conclusion and Recommendations

In contemporary society, consumers are inclined to seek authenticity by attaching importance to
originality and genuineness in their products, services, or brands, as they grapple with the increasing
commercialization, proliferation of counterfeit and imitation products and services, and the
multitude of market offers encountered ubiquitously (Brown et al., 2003; Boyle, 2003; Beverland,
2005). Therefore, businesses prioritize the concept of brand authenticity to cultivate brand love

by fostering emotional connections with consumers, reinforce the brand image in the consumer’s
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mind, and facilitate the generation of positive recommendations related to the brand. In this context,
this study has examined the relationships between brand authenticity, brand love, brand image and

positive word-of-mouth communication within the home electronics sector.

The data in the study were collected through an online survey technique from 410 participants selected
using convenience sampling. The collected data were analyzed, and the demographic distributions of
the participants were presented in terms of frequency and percentage. In the research, the reliability
analysis was conducted by examining the Cronbach’s Alpha values of each scale variable used in the
model. Multiple linear regression analysis and Sobel test were employed to test the hypotheses.

Asaresult of the conducted study, it has been determined that brand authenticity has a strong positive
impact on brand love. In this context, the findings align with previous research conducted by Mody
& Hanks (2020), Aytekin & Tastepe (2020), Safeer et al. (2021), Meilawatil & Ferdinand (2021), and
Harjadi et al. (2023) in both international and local literature. Additionally, the research identified
that brand love has a meaningful and positive influence on positive word-of-mouth communication.
This result is in parallel with studies conducted by Carroll & Ahuvia (2006), Albert & Merunka
(2013), Erdogan & Erginkaya (2018), and Ismail & Spinelli (2012).

One of the significant findings of the research is the conclusion that brand authenticity has a positively
strong impact on brand image. Consistent with the results obtained in this research, similar findings
have been reported in the studies conducted by Lu et al. (2015), Dag & Durmaz (2020), and Xu et al.
(2022), which highlight the positive and significant influence of brand authenticity on brand image.
Furthermore, the analyses conducted in this research have revealed a meaningful impact of brand
image on positive word-of-mouth communication. Studies conducted by Anggraeni & Rachmanita
(2015), Kurtoglu & Sénmez (2016), and Dam (2020) can be cited as examples in the literature that
support this finding.

The research has concluded that brand authenticity has a strong positive impact on positive word-of-
mouth communication. This finding aligns with studies conducted in different sectors by Morhart
et al. (2015), Simsek (2017), and Wymer & Akbar (2018). Additionally, in line with the study
conducted on computer brands by Yildiz & Ulker-Demirel (2017), this research has found that brand
authenticity has a significant and affirmative effect on positive word-of-mouth communication, with

brand image playing a mediating role in this effect.

The most significant contribution of this study to the literature is the understanding that brand love
and brand image have a mediating role in the impact of brand authenticity on positive word-of-mouth
communication. Upon reviewing the literature, no previous study has been found that examines the
mediating role of brand love in the relationship between brand authenticity and positive word-of-
mouth communication. In this regard, the finding of the mediating role of brand love in the impact
of brand authenticity on positive word-of-mouth communication in this research contributes to its

originality and provides a valuable addition to the existing literature.
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The study contains guiding information for companies and brands operating in home electronics
sector. Within the scope of the research, it has been determined that brands in home electronics
sector can gain a distinct advantages in competition by incorporting advertising campaingns that
emphasize not only the functionality and quality of the products but also focus on the abstract
benefits of brands or products. It has been identified that advertising campaigns that emphasize
the consumer’s love and passion for the product, by highlighting its abstract benefits, contributes
to the unique perception of the brand. This, in turn, fosters the formation of brand loyalty among
consumers and provides an advantage that is difficult to imitate in the competitive landscape. Also,
it can be asserted that brands or products with a higher degree of authenticity compared to their
competitors are more likely to be preferred and recommended.

The study was conducted in Turkey and focused on home electronics brands. For future academic
research, it is recommended to select a specific home electronics brand and conduct a study tailored to
that particular brand. Furthermore, expanding the research model to include different mediator and
moderator variables, as well as conducting similar studies using brand authenticity scales that measure
different dimensions found in the literature, can contribute significantly to the existing body of literature.
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Ozet

Bu ¢aligmanin amaci, Fritz ve Knippenberg (2018) tarafindan gelistirilmis olan, “Liderlik Arzusu” 6l¢egini
Tiirkgeye uyarlamaktir. Caligma ti¢ asamadan olugsmaktadir. Bu agamalarin ilki, 6l¢egin uzmanlar aracilig
ile Tiirkgelestirilmesine iliskin ift yonlii terciimeyi kapsamaktadir. Tkinci agamada ise anlamsal, kavramsal
ve normatif esdegerliliginin ortaya konulmasi amaciyla 6lgek 43 calisandan olugan birincil ¢aligma
grubuna iki hafta aralikla énce Ingilizce, sonra ise Tiirkge uygulanmistir. Bu asamada dil esdegerligi
test edilmis ve 6lgegin orijinal dili olan Ingilizce formu ile Tiirkge formunun birbirine es deger oldugu
sonucuna ulagilmistir. Ugiincii asamada ise 6lgek 1011 beyaz yakali ¢aligandan olusan ikincil ¢alisma
grubuna uygulanarak kesfedici ve dogrulayici faktor analizlerine tabi tutulmus ve Tiirkge 6lgegin gegerlik
ve giivenirligi stnanmigtir. Bu adimlar kapsamindaki analizler neticesinde 17 madde ve tek boyuttan
olusan orijinal 6l¢egin 15 madde ve iki boyut olarak Tiirk¢eye kazandirilmasinin uygun oldugu sonucuna
ulagilmugtir.
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Abstract

The aim of this study is to adapt the “Leadership Aspiration” scale developed by Fritz and Knippenberg
(2018) into Turkish. The study consists of three stages. In the first stage, the scale was translated into
Turkish by experts through a two-way translation process. In the second stage, to test language equivalence
and reveal semantic, conceptual, and normative equivalence, the scale was applied to a primary study group
of 43 employees in both English and Turkish at two-week intervals. It was concluded that the original form
and the Turkish version were equivalent. In the third stage, the scale was applied to a secondary study
group of 1011 white-collar employees. Validity and reliability of Turkish form was tested using Exploratory
and Confirmatory Factor Analyses. The findings showed that Turkish form of the scale, consisting of two
dimensions and 15 items, is an appropriate measure of Leadership Aspiration.

Keywords: Leadership aspiration, scale adaptation, leadership

JEL Classification: M12, M54, C83, M19, M00

Extended Summary

Despite the existence various measurement tools and terminologies that offer insights into leadership
aspirations, a comprehensive and multifaceted tool that addresses both intention and behavior
paradigms is still needed. The purpose of this study is to adapt and validate the Turkish version of
the “leadership aspiration” scale developed by Fritz and Knippenberg (2018) adapted from Gray
and O’Brien’s (2007) “leadership and achievement”, Day and Allen’s (2004) “career motivation’, and
Tharenou and Terry’s (1998) “management aspiration” scales.

The research was conducted in three stages. In the first stage, the scale was translated into Turkish by
two researchers who are experts in this field and have language proficiency, and then translated back
into English by two different researchers (Behling & Law, 2000). These two different translations
were evaluated by the researchers, necessary adjustments were made and the final version of all 17
items were obtained. In the second stage, a pilot study was conducted as suggested by Geisinger
(2003) to ensure that the translations obtained were not only semantically but also conceptually
and normatively equivalent. In the pilot study, 43 participants were first administered the original
scale and then two weeks later the questionnaire with the Turkish version. The Turkish vs. English
versions’ correlations of each item were found to be significant (p<0.01) ranged between 0.475 and
0.876. As a result of all these stages, the final version of the Turkish Leadership Aspiration scale
was obtained. In the third stage, dataset was randomly divided into two samples. Exploratory factor
analysis (EFA) was performed (n=507) to reveal the hidden structure, followed by confirmatory
factor analysis (CFA) (n=504) to compare the goodness of fit of the different structures. As a result of
EFA, the unidimensional original scale was extracted into two dimensions in the Turkish adaptation.
These dimensions were named as “desire for promotion” and “striving for promotion” considering
the content of the items. Cronbach’s alpha coefficients were calculated to test the reliability, and both
dimensions were found as reliable and consistent. CFA results showed that the two-factor structure
had better goodness of fit indices compared to the one-factor structure in the original scale. Items
with low factor loadings were excluded in both models. The one-factor structure consisted of 16
items while the two-factor structure had 15 items. This is in contrast to the original version which
proposed a total of 17 items.
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Based on the literature and original scale proposed by Fritz and Knippenberg (2018), the extracted
factors in this study can be explained along the axis of “intention” and “behavior”.

In conclusion, the adaptation study of the Turkish form of leadership aspiration on Turkish
employees is a valid and reliable measure of an individual’s leadership aspirations in organizational
life. Differentiating leadership desires into “desire” and “effort” dimensions in the Turkish form is
useful for revealing an individual’s approach to leadership in terms of both desire and behavior. The
validated version of this scale will be used in future research in fields such as organizational behavior,
leadership, leadership aspiration, gender studies, social learning, and human resources, particularly
in career studies.

1. Giris

Giiniimiiz rekabete dayal1 is yasaminda motive olmus ¢calisanlar ve ne istedigini bilen, kararls, giiclii bir
liderlik resmi idealize edilir. Bu durum kisisel basarinin yordayicisi oldugu gibi, orgiitsel kaynaklarin
da efektif kullanilmasinin anahtarlarindan biri olarak kabul edilir (Athar vd., 2022). Istikrarli bir
kariyer 6zlemi ve liderlik arzusuna sahip bireylerin liderlik pozisyonlarina getirilebilmesinin yani
sira, ¢alisanlarin ihtiya¢ ve yaklasimlarini anlamak onlari elde tutmak agisindan da 6nemlidir.
Orgiitsel yasamda bireylerin azalan, artan veya kaybolan arzularini anlamak; karar vericilerin
kendini degerlendirme, yénetim siirecine iliskin yaklagim ve siirecleri gozden gegirme ve proseslerin
saglamasini yapma imkani verebileceginden bir 6z denetim paradigmas: saglayabilir.

Liderlige dair arzularin dinamiklerini ve bunlarin sonuglarini anlamak 6nemlidir. Zira arzulamak
ilerlemeye dair niyetliligi de ima ettiginden yiikselmeyi ve ilerlemeyi talep etmek orgiitsel yasamda
motive olmus bireylere isaret eder. Bazi aragtirmalar arzu duymanin, kariyer basaris1 (Schoon ve
Polek, 2011) ve motivasyona (Gregor, 2012) isaret ettigine vurgu yaptigindan, liderlik arzusu ideal bir
caligsan profili ve orgiitsel atmosfer ile de iliskilendirilir. Ctinki istekli bireyler i¢in basari, dayaniklilik
ve motivasyon daha olasi kabul edilmektedir. Kuskusuz ki istek, mutlak basariya doniigmez, ancak
basarinin daha muhtemel hale gelmesine aracilik edebilir (Erlemann, 2016:5).

Liderlik arzusu siiphesiz bircok 6nciile bagli olan, kisinin biligsel degerlendirme ve muhakeme
slirecinin bir tiriiniidiir. Bireyin i¢inde bulundugu duruma iliskin bir¢ok baglamsal kosul, zihinsel ve
kiiltiirel kodlar ile birlikte harekete gegerek, kiside liderlige dair arzu ve istege zemin hazirlar. Gérevin
zorlugundan (Hoyt ve Simon, 2011) liderlikten elde edecegi sonug beklentilerine (Singer;1989),
ozel yasam kosullarindan (Barbulescu ve Bidwell, 2013), kisinin kendisini nasil tanimladigina
(Fedi ve Rollero, 2016) iginde bulundugu toplumun Kkiiltiirel 6zelliklerinden (Hoobler vd., 2014),
isyeri kosullarma (Amondi, 2011) kadar bir¢ok unsur kisinin bahsi gecen biligsel denkleminde
etkilidir. Degerlendirme siireci sonunda kisi liderlige talip olur veya herhangi bir istek duymaz.
Liderlik ve kariyer literatiirinde asil merak uyandiran konu biitiin bireylerin neden liderligi isteyip
istemediginden ziyade, bu istegi duyan ve duymayan taraflar arasindaki kisisel farkliliklar ve
baglamsal unsurlarin neler oldugu yoniindedir.
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Bu ¢alismanin amaci Fritz ve Knippenberg (2018) tarafindan gelistirilen “Liderlik Arzusu” 6l¢eginin
Tiirkgeye kazandirilmasidir. Olgegin gegerlik ve giivenilirligine dair yapilacak analizler neticesinde
uygunlugu degerlendirildiginde, bireyin orgiitsel yasamdaki yiikselisini, kariyer siireglerini ve liderlik
konusunu ele alan ¢aligmalara katk: saglayacag: diistintilmektedir. Calisma, {i¢c agamada birbirinden
farkli iki galisma grubu ile gerceklestirilmistir. Birinci asama 6l¢ekteki ifadelerin Tiirkgelestirilmesine
iligskin caligmalar1 kapsarken, ikinci asama ise 6lgegin anlamsal kavramsal ve normatif tutarliliginin
ortaya konulmasi amaci ile hem Tiirkge hem Ingilizce formun farkli zaman dilimlerinde birincil
orneklem grubuna uygulanmasini kapsamaktadir (n=43). Ugiincii asamada ise 6lcege iliskin gegerlik
ve glivenilirlik degerlerinin ortaya konulmasi amaglanmistir (n=1011).

2. Liderlik Arzusu

Liderlige dair arzular1 ele alan ¢alismalarin uzun yillar 6ncesine dair 6rnekleri bulunsa da (Singer,
1989; Singer, 1991), konu yonetim organizasyon literatiirinde olduk¢a nadir ele alinmis ve
ozellikle son yillarda dikkat cekmeye baslamis bir arastirma alanidir. Farkls disiplinler ve arasgtirma
alanlarina konu olan bir terminoloji olarak; 6rnegin egitim alaninda yogunlukla 6grencilerin kariyer
planlarindaki farkliliklar: konu alan ¢alismalarda (Boatwright ve Egidio, 2003; Gregor vd., 2012;
Sheppard, 2018; Singer, 1989; Suryanarayan, 2020; Yeoward ve Nauta, 2020), sosyoloji ve sosyal
psikoloji literatiirinde kadin ve erkek farkliliklarini cinsiyet baglaminda ele alan c¢aligmalarda
(Nxumalo ve Fagbayibo, 2020; Ressia vd., 2022; Walsh vd., 2022) metodolojik bir enstriiman
olarak goriinmektedir. Liderlik arzusunu, isletme ve yonetim literatiiriinde ¢ogunlukla kadinlarin
ylikselme sorunsalini ele alan ve/veya cinsiyet farkliliklarini konu edinen aragtirmalarin odagi olarak
degerlendirmek miimkindiir (Athar vd., 2022; Bulmer, 2013; Devnew vd., 2018; Ellinas vd., 2017;
Fedi ve Rollero, 2016; Fritz ve Knippenberg, 2017-a; Fritz ve Knippenberg, 2017-b; Holland Iantosca
ve Lemke, 2022; Netchaeva vd., 2022; Saifuddin ve Baker, 2020; Sanchez ve Lehnert, 2019; Singer,
1991; Villeseche vd., 2021). Liderlik arzusuna iligkin aragtirmalarda cinsiyet faktoriiniin bu denli
konu edilmesinin sebeplerinden biri olarak kadin ve erkeklerin liderlige dair arzularinin altindaki
mekanizma ve inanglarin, dolayisiyla beklentilerinin farklilasmasi olarak da belirtilebilir (Killeen vd.,
2006; Sanchez ve Lehnert, 2019; Sheppard, 2018; Singer, 1989). Liderlik pozisyonlarindaki cinsiyet
ucurumu, toplumsal cinsiyet kliseleri ve kavramin cinsiyet inanglari ile iligkilendirilmesi (Eagly
ve Karau, 2002, Schein 1993; Schein 1996) liderlige dair arzularin yogunlukla cinsiyet baglaminda
incelenmesinin diger sebeplerindendir. Oyle ki; orgiitsel literatiirde “sizdiran boru hatt1” (leakly
pipeline) anolojisi ile ifade edilen bu durum, esit girdilere sahip kadin ve erkeklerin yiikselme ve
liderlik konusunda farkli ciktilar elde edebildigini ifade etmek icin kullanilmaktadir (Fedi ve Rollero,
2016:534; Yeoward, 2014:4).

Ingilizce “leadership aspiration” olarak kavramsallagan “liderlik arzusu” esasen liderlige dair istekliligi
ve liderlik pozisyonlarina kars1 duyulan kisisel 6zlemi ifade etmek i¢in kullanilan bir terminolojidir.
“Aspiration” kelimesi Tiirk¢ede arzu, 6zlem, can atma, istek vb. karsiliklar bulsa da, bunlardan
kavrami en uygun tanimlayanlarin “istek” ve “arzu” oldugu diisiiniilmiistiir. TDK sozliigiine gore
es anlamli olan bu iki kelime ele alindiginda ise 6rgiitsel davranis alaninda uzman aragtirmacilarin
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goriigleri almmis ve literatiirde benzerinin olmamasinin ayirt edici katkis1 gozetilerek “leadership
aspiration” kavramu ile en iyi uyuma sahip karsihigin “liderlik arzusu” olacag: kanaatine varilmistir.
Harvey (2007) liderlik arzusunu bireyin terfi alarak bagkalarini yonetme ve kendi alaninda lider olarak
taninmaya dair niyetliligi olarak ele almistir. Fedi ve Rollero (2016) ¢alismasinda liderlik arzusunu
“kisinin kendini giiglii bir konumda algilamaya yonelik arzusu ve olasilig1” olarak degerlendirmistir.
Liderlik, orgiitsel yasamda sosyal olarak ortaya ¢ikan bir olgu olarak kabul edildiginde, liderlik
arzusunu bireyin liderlik pozisyonunun basarilmasina dair bireysel dikkat ve liderlik pozisyonlarina
dair teklifleri kabul etmeye dair duyulan isteklilik olarak tanimlamak miimkiindir (Singer, 1991'den
Akt. Athar, 2022:293).

Liderlik arzusu kavramiliderlik etme motivasyonu (motivation to lead) ile stk sik iliskilendirildiginden
kavramlar arasindaki farklihig: aciklama zarureti dogmaktadir. Liderlik motivasyonunu, Chan
ve Drasgow (2001) tarafindan “bir liderin veya lider adayinin liderlik egitimini, rollerini ve
sorumluluklarini tstlenme kararlarini, liderlik etme ¢abasinin yogunlugunu ve bir lider olarak
kalicilligini etkileyen farkliliklar yapisi” olarak tanimlanmigstir (s. 482). Buradan liderlik etme
motivasyonunun kisinin mevcut liderlik ve yonetim rollerinin siirdiiriilmesine de iliskin motivasyon
diizeyini aciklayan bir yap1 oldugu anlagilmaktadir. Ancak liderlik arzusu, kisinin liderlik
pozisyonlarini elde etmeye, bu pozisyonlara ulasmaya yonelik isteklilik ile ilgili olmasi1 yoniiyle
liderlik motivasyonundan ayrilir.

Liderlik arzusunu etkileyen faktorler ele alindiginda bu faktorlere iliskin farkli tasniflerin soz
konusu oldugu ve orgiitsel literatiirde belirgin bir siniflandirmanin olusmadig: goriilmektedir. Bazi
aragtirmacilar bu faktorleri i)igsel ve ii)digsal faktorler olarak siniflandirirken (Gregor, 2012) bazilar
ise i) sosyal, ii) orgiitsel ve iii) kisisel faktorler olarak kategorize etmistir (Nambuya, 2021). Bilindigi
gibi bu faktorler birbirinden bagimsiz olmasi imkénsiz i¢ ice ge¢mis mekanizmalar ve ayrilmaz
bilesenler olarak birbirlerini destekler ve tetiklerler. Literatiirde liderlik arzusu ile iliskilendirilen
calismalar incelendiginde sosyal ve kiltirel faktorler dahilinde toplumsal cinsiyet Kkliseleri
(Davies vd., 2005; Sanchez ve Lehrent, 2019), hakim kiiltiirel 6zellikler (Amondi, 2011), liderlik
kliseleri ve mesleki kliseler (Eagly ve Karau, 2002), cinsiyet rolleri (Boatwright ve Egidio, 2003),
sosyal destek (Gregor, 2012), rol model (Hoyt ve Simon; 2011) liderlik arzusu gibi degiskenlerle
iliskilendirilebilirken; orgiitsel faktorler dahilinde ise is rolii belirginligi (Gregor, 2012), ¢alisma
kosullar1 (Nambuya, 2021), 6rgiit iklimi (Fritz ve Knippenberg, 2017-b) ve is ile ilgili diger faktorleri
(kayirmacilik, liderlik gerekliligi olarak uzun ¢alisma saatleri, 6nyargi, orgiitsel destek) (Amondi,
2011; Hewitt vd., 2009) 6rnek gostermek miimkindir. Liderlik arzusu ile iligkili kisisel faktorler
ise; bagar1 motivasyonu (Gregor, 2012), benlik saygisi (Boatwright ve Egidio, 2003), olumsuz
degerlendirilme korkusu (Boatwright ve Egidio, 2003), 6z yeterlilik (Yeagley vd., 2010), cinsiyet
(Boatwright ve Egidio, 2003; Devnew vd., 2018; Fedi ve Rollero, 2016; Fritz ve Knippenberg 2017-
a; Gregor, 2012; Harvey, 2007; Kreuzer, 1992; Lechner vd., 2018; Sheppard, 2018; Yeoward, 2014)
yas ve deneyim (Bulmer, 2013; Gregor, 2012; Netchaeva vd, 2022; Sanchez ve Lehrent, 2019) gibi
demografik faktorler 6rnek verilebilir. Bu faktorlerin her biri bireyin liderlik yolculugunda biligsel
stireglerini harekete geciren unsurlar olarak kisinin isteklilik derecesini etkileyecektir.
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Bu aragtirma kapsaminda da Fritz ve Knippenberg (2018) tarafindan, Gray ve O’Brien (2007)nin
“liderlik ve basar1 6lgegi”, Day ve Allen (2004)'1n “kariyer motivasyonu ol¢egi” ve Tharenou ve Terry
(1998)’nin “yonetim arzusu 6l¢cegi” nden uyarlanarak 3 soru eklenmesiyle olusturulmus olan “liderlik
arzusu Olgegi” nin Tiirk¢eye uyarlanmasi hedeflenmektedir. Bu o6l¢ek, aragtirmacilar tarafindan
hem niyeti (egilimi) hem de davranisi 6lgmek amaciyla tasarlanmigtir. Davranis, egilimlerden
daha objektif bir degerlendirme kriteri oldugu i¢in sorularda yalnizca egilimi ifade eden arzu ve
istek degil, bireyin mevcut kurumunda sergilemis oldugu davranislarin 6l¢iilmesi ile daha gercekgi
bir 6lgiim hedeflenmistir (Orn. Terfiler icin dikkate alinmay: talep ettim). Fritz ve Knippenberg
(2018) bu olgekteki ifadeleri, katilimcilarin 6zellikle halihazirda ¢alistiklar1 kurumu dikkate alarak
yanitlamalarini talep etmis, béylece mevcut kurumdaki liderlik arzularini 6lgmek miimkiin hale
gelmistir (Orn. Kariyerimde istedigim noktaya geldigimde baskalarini egitmeyi isterim). Davranis ve
niyetin bir arada 6l¢iimii ile 6lgegin bireyin “liderlik arzusu” na gergekten sahip olup olmadigini
ortaya koymak daha miimkiin ve daha tarafsiz bir hale gelebilmektedir. Bu 6zellik 6l¢egin giiglii
bir yoniinii olusturmakta ve bir anlamda kiginin kurumunda sergilemis oldugu davransslar, liderlik
niyeti/egilimi/istegine bir delil niteligi tasimaktadir. Ajzen (1991) 6nermis oldugu planl davranis
modeli dikkate alinacak olursa her ne kadar egilimler davranisin 6nemli bir yordayicisi olsa da
tek basina agiklayicisi olmakta yetersiz kalabilmekte ve baglam 6nemli bir unsur olarak karsimiza
¢ikmaktadir. Bu 6l¢egin “liderlik arzusu” nu 6lgebilme giicii de bir anlamda, hem oldukga gecerli bir
kuram olan planl davranig modeline bagli kalarak egilimi 6l¢mesi, hem de baglamin 6nemini dikkate
alarak sorularin “mevcut kurumda” degerlendirmesi hem de bilfiil davranislar1 olgerek, egilim-
davranis uygunlugunu test etmesidir. Bu dogrultuda; 6rnegin “Kariyer yaptigim alanda lider olmay1
umuyorum’ ifadesi ile liderlik egilimi ol¢tilmekte iken, “Kariyer beklentilerimi departmanimda/
kurumumda daha deneyimli birisiyle goriistiim” gibi ifadeler ile mevcut bir kurumdaki somut
davraniglara yonelik bir 6l¢iim s6z konusudur.

Liderlik arzusunu “gelecekte liderlik pozisyonlarin: elde etmek icin ¢abalayacagim” ve “lider olarak
secilmek icin ¢ok ¢alisacagim gibi 2 ifade iceren 6lgekle 6lgen (Simon ve Hoyt, 2012) aragtirmalar da
bulunmaktadir (Welsh vd., 2022). Bunun diginda Professional Engagement and Career Development
Aspirations-PECDA gibi kariyer gelisim &lgeklerinin altinda benzeri dért ifade (Orn. Yonetim
pozisyonuna erismek isterim) ile liderlik arzusunu olgen Watt ve Richardson (2008) tarafindan
gelistirilmis 6lcekler de literatiirde kullanilmaktadir (Dinger ve Seferoglu, 2018). Bunlarin disinda
liderlik yetenegine giivenme, gii¢ istenci, ilerleme arzusu gibi kavramlar da liderlik arzusuna
yakin ancak tam olarak liderlige yonelik arzuyu ifade etmeyen kavramlardir. Liderlik arzusu bu
kavramlardan farkli olarak daha fazla sorumluluk, karar verme ve nezaret etmeyi icermektedir,
o nedenle liderlik literatiirii agisindan 6nemli bir degisken olarak ortaya ¢ikmaktadir (Netchaeva
vd., 2022). Lakshmy ve Kumar (2023) tarafindan liderlik arzusu alaninda yapilan bir bibliyometrik
analiz ¢aligmasinda, alanda en fazla atif alan bes makale icerisinde bu arastirmaya konu 6lgegin
gelistirilmesinde kullanilan, Gray ve O’Brien (2007)1n “Advancing the Assessment of Women’s
Career Choices: The Career Aspiration Scale” makalesini 4. sirada yer aldigini tespit etmistir. Bu
sonug ilgili 6l¢egin literatiirdeki gecerliligini de gostermek bakimindan biiyiik 6nem tagimaktadir.
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3. Yontem

3.1. Liderlik Arzusu Olgeginin Tiirk¢e Uyarlamasi

Fritz ve Knippenberg (2018) tarafindan gelistirilen liderlik arzusu 6lgegi bu alanda uzman ve dil
yeterliligi olan iki arastirmaci tarafindan Tiirk¢eye ¢evirilmis, sonrasinda farkli iki arastirmaci
tarafindan Ingilizceye geri cevirisi yapilmstir (Behling ve Law, 2000). Bu asamada aspiration
kavraminin Tiirkgelestirilmesi i¢in ¢eviri siirecinde katilan uzmanlar disinda, 6rgiitsel davranis
alaninda uzman 3 akademisyenin de goriisii alinarak, kavrami yazindaki benzerlerinden (6z liderlik,
motivasyon, istek vb.) ayirt etmek adina “arzu” olarak kullanilmasi uygun bulunmustur. Sonraki
asamada ise bu iki farkl ¢eviri aragtirmacilar tarafindan degerlendirilmis ve 17 maddenin tiimiinde
gerekli diizenlemeler yapilip, gevirilerin uygunluguna karar verilmistir. Elde edilen cevirilerin
sadece anlamsal olarak degil, ayn1 zamanda kavramsal ve normatif olarak da esdeger oldugundan
emin olmak i¢in Geisinger (2003) tarafindan 6nerildigi gibi bir pilot ¢alisma uygulanmistir. Pilot
calismada 43 katilimciya 6nce 6zgiin 6l¢ek, ardindan iki hafta sonra Tiirkge ¢evirisinin oldugu anket
formu 5’li Likert 6l¢egi ile doldurtulmustur (1=Hi¢ katilmiyorum, 5=Tamamen katiliyorum). Her
bir maddenin Ingilizce-Tiirkge korelasyonlar: incelendiginde tiimiiniin anlaml (p<0,01) oldugu,
0,475 ile 0,876 arasinda degistigi goriilmustiir. Tim bu asamalarin sonucunda Tiirk¢e Liderlik
Arzusu 6l¢eginin nihai hali elde edilmistir. Arastirmada kullanilacak ifadelere iligkin etik kurul onay1
Marmara Universitesi Sosyal Bilimler Etik Kurulu'ndan alinmugtir.

3.2. Veri Toplama ve Orneklem

Calismanin ikinci agamasinda Tiirkge Liderlik Arzusu yine 5°li Likert 6l¢egi kullanilarak Google
Forms online platformu araciligiyla anket formatina déniistiiriilmistiir. Anket linki Istanbul'da yer
alan firmalarin insan kaynaklar1 departmanlarindaki uzmanlara gonderilmistir. Ayni kullanicilarin
birden fazla kez cevaplamamast i¢in gegerli bir Gmail hesabr ile erisilir kilmmugtir. Anket 14-30
Mart 2023 tarihleri arasinda erisimde kalmis ve toplam 1011 katilimcinin verisine ulagilmistir. Tim
maddelerin cevaplanmasi zorunlu tutulmus, bu sayede eksik veri sorunun 6niine gegilmistir.

Orneklemin demografik profili incelendiginde katilimcilarin %58,5’inin kadin (n=591), %39,9’'unun
erkek (n=403) oldugu goriilmiis, geriye kalan %1,7°lik kisim (n=17) belirtmek istemedigini ifade
etmistir. Orneklemin yas araligi [25, 63] arasinda, yas ortalamast 34,3 standart sapmasi ise 4,2 yil
olarak gozlenmistir. Katilimeilarin egitim seviyesi oldukga yiiksek olup %8,4’ii 6n lisans (n=85),
%81,51 lisans (n=824) ve %10,1'i lisansiistli (n=102) derecesine sahiptir ve arastirmaya konu
katilimcilarin tiimii beyaz yakalidir. Giiniimiiz organizasyonlarinda lider pozisyonuna gelmenin
kosullarindan birinin egitim oldugu ve beyaz yakalilarin liderlik pozisyonlari i¢in uygun goéraldigi
disiiniildigiinde, egitimli beyaz yakali ¢alisanlarin liderligi gercekei bir kariyer hedefi olarak
degerlendirme olasiliginin mavi yakalilara kiyasla daha yiiksek oldugu diisiiniilerek aragtirma
orneklemi beyaz yakalilardan secilmistir.
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3.3. Veri Analizi

Literatiirde yer alan Olgek uyarlama caligmalar1 incelendiginde, arastirmacilarin farkli bir¢ok
yaklasim izledikleri goriilmektedir. Bazi ¢alismalarda sadece Kesfedici Faktor Analizi (KFA),
bazilarinda sadece Dogrulayic1 Faktor Analizi (DFA), ya da her ikisi birlikte kullanilmigtir (Alfaro
vd., 2014; Kili¢ ve Koyuncu, 2017). Her iki faktor analizini kullanan ¢aligmalar da kendi iglerinde
ikiye ayrilmislardir. Bir kisminda bu iki analiz ayn1 veri seti ile yapilirken, digerlerinde ise farkli veri
seti kullanilmistir. Brown (2006)’ya gore drneklem biiyiikliigii yeterli olmas: halinde faktor yapisin
tekrarlamak i¢in ¢apraz dogrulama ¢alismalar: genel kabul géren bir durumdur. Bu nedenle yeterli
ornek biiyiikliigiine sahip bu galismada veri seti tesadiifi olarak yaklasik ikiye béliinmiistiir. ilk
yarisina faktor yapisini ortaya koymak icin KFA, diger yarisina da bu yapiyr dogrulamak i¢in DFA
uygulanmigstir. Calismada KFA i¢in IBM SPSS v25, DFA i¢in ise IBM SPSS AMOS v24 programlari
kullanilmastir.

3.4. Kesfedici Faktor Analizi

Caligmada faktor yapisini ortaya koymak, baska bir ifadeyle yapi gecerlili§ini test etmek i¢in
KFA uygulanmigtir. KFAda faktorlerin ortaya ¢ikarilmasinda asal bilegsenler yontemi (principal
component analysis-PCA) ve asal eksen faktorii (principle axis factoring-PAF) yontemleri literatiirde
siklikla kullanilmaktadir. PCA daha ¢ok veri indirgeme yontemi olarak nitelendirilmesinden dolayi,
olgek uyarlama ¢alismasinda verinin 6rtiik, bilinmeyen yapisini ortaya koymak i¢in PAF y6ntemi
tercih edilmistir (Bentler ve Kano, 1990; Costello ve Osborne, 2005; Matsunaga, 2010; Warner, 2012).
Ortaya ¢ikan faktorlerin birbirleriyle iligkili olma jhtimalinden &tiirii ise egik (oblique) dondiirme
yaklasimindan Promax yontemi kullanilmistir.

KFA analizi tesadiifi olarak boliinen veri setinin 507 katilimeci ile olan kisminda uygulanmus,
veri setinin faktor analize uygunlugu ve Orneklem buytikligintn yeterli oldugu gortlmiistir
(KMO=0,929 Bartlett Kiiresellik Testi: x*(120)=4113.874, p<0,001). Tabachnick ve Fidell (2001)e
gore faktor yiki 0,32nin altinda olan igiincii madde (3 - Calistigim kurumda ya da isimde terfi
etmek icin enerji harcamay: planlamiyorum) kapsam disinda birakilmis olup, diger tiim maddelerin
faktor ytki 0,383 ile 0,910 arasinda degismektedir (Bkz. Tablo 1). Madde toplam korelasyonlari i¢in
0,30 ve tizeri yeterli kabul edilmekte olup (Biiyiikoztiirk, 2007), analiz sonucunda “yiikselme arzusu”
i¢in 0,413 ile 0,673 arasinda, “yiikselme ¢abas:” i¢in 0,544 ile 0,793 arasinda bulunmustur.

Olusan faktorlerin giivenilirliklerini test etmek icin Cronbachs Alfa katsayilar1 hesaplanmus, ilk
boyutunki 0,894, ikinci boyutunki ise 0,857 bulunmugtur. Her iki faktoriin de katilimcilarin cevaplari
g6z oniinde bulunduruldugunda yiiksek derecede tutarli ve giivenilir oldugu sonucuna varilmaistir.
Ayrica 16 maddenin yer aldigi (madde 3 hari¢) dl¢egin tiimiiniin glivenilirlik degeri de 0,916 olarak
hesaplanmustir.
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Tablo 1. Kesfedici Faktor Analizi ve Guvenilirlik Analizi Sonuglar1

ifadeler Yiikselme Yiikselme
Arzusu Cabast

1 - Kariyer yaptigim alanda lider olmay1 umuyorum. 0,781

2 - Kariyerimde istedigim noktaya geldigimde diger ¢alisanlar1 yonetmek isterim. 0,764

4 - Kariyerimde istedigim noktaya geldigimde baskalarini egitmeyi isterim. 0,476

5 - Caligtigim herhangi bir kurum ya da iste yiikselmeyi umuyorum. 0,697

6 - Kariyerimde liderlik statiisiine erigmek benim i¢in o kadar da 6nemli degil. (Ters 0,649
ifade)
7 - (Daha yiiksek) bir liderlik pozisyonu elde etmek isterim. 0,910

8 - Departmanimda/kurumumda daha fazla sorumluluk ve etkiye sahip olan bir 0,727
pozisyonda olmayi isterim.

9 — Mesleki taninma ve bagariya iligkin arzularim ¢ok yiiksektir. 0,651

10 - Is performansim hakkinda geri bildirim istedim. 0,383
11 - Kariyer beklentilerimi departmanimda/ kurumumda daha deneyimli birisiyle 0.814
gorigtiim.

12 - Her daim kariyer planlamamla ilgilendim. 0,560
13 - Terfi i¢in daha rekabetgi olabilmek adina yeteneklerimi giincelledim. 0,479
14 - Kariyerimle ilgili isteklerimi/arzularimi departmanimdaki/kurumumdaki kidemli 0.769
bir kisiyle goriistiim. '

15 - Giinlik iglerim disinda kalan komiteler ve ¢aligma grubu gibi faaliyetler i¢in 0.694
goniillii oldum. ’

16 - llerleme olanaklarimi artirmaya yardimci olmast niyetiyle énemli gérevler icin 0.682
goniilli oldum. ’

17 - Terfiler i¢in dikkate alinmayz talep ettim. 0,484
Agiklanan Varyans 42,681 6,691
Ozdeger 7,306 1,553
Cronbach Alfa 0,894 0,857
KMO 0,929

Bartlett Kiiresellik Testi 4113,874(120); p<0,001

Yapr gecerliligi ve tutarlilik testleri sonucunda Tiirk¢e Liderlik Arzusu 6lgegi orijinalinden farkl
olarak iki boyutlu yapida oldugunu gostermekte olup, ortaya c¢ikan bu boyutlar teorik olarak
“ylikselme arzusu” ve “yiikselme ¢abas1” olarak adlandirilmislardir.

3.5. Dogrulayici Faktor Analizi

Veri setinin diger kismi olan 504 katilimci ile DFA uygulanmis, bu sayede KFAda ortaya ¢ikan iki
faktorlii yapmin (Model 1) ve 6lgegin orijinalindeki tek faktorli yapinin (Model 2) dogrulanmast ve
model uyumu iyi olanin ortaya ¢ikarilmasi amaglanmustir.
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Sekil 1. Iki Faktorlii ve Tek Faktorlii Yapilarin Dogrulayic: Faktér Analizi

DFAda teorik modelin veri seti ile uyumlulugu test edildigi i¢in oncelikle model uyum indeksleri
degerlendirilmektedir.

Tablo 2. Model Uyum indeksleri

Kabul Edilebilir

Model 1 Model 2 Miikemmel Uyum*
Uyum*

CMIN 274,922 370,725 Kiigiik CMIN degeri segilir
CMIN/DF 2,722 4,311 <5 <3
NFI 0,932 0,904 >0,90 >0,95
IFI 0,956 0,925 >0,90 >0,95
TLI 0,948 0,908 >0,90 >0,95
CFI 0,956 0,924 >0,90 >0,95
PNFI 0,785 0,740 >0,50 >0,95
RMSEA 0,059 0,081 <0,08 <0,05
SRMR 0,043 0,062 <0,10 <0,05
AIC 344,922 468,725 Kiigiik AIC degeri segilir

Kaynak: Hu ve Bentler, 1999; Kline, 1998

Literatiirde farkli amaglar i¢in gelistirilmis bircok uyum indeksi yer almakta olup, bu ¢aligmada
CMIN (x* uyum testi), CMIN/df (x*/sd), NFI (Normlagtirilmis uyum indeksi), IFI (Artirmali
uyum indeksi), TLI (Tucker-Lewis indeksi), CFI (Kargilastirmali uyum indeksi), PNFI (Indirgenmis
normlagtirilmis uyum indeksi), RMSEA (Yaklasik hatalarin ortalama karekokii), SRMR (Standardize
edilmis hatalarin karekokii), AIC (Akaike bilgi kriteri) raporlanmistir (Bkz. Tablo 2).
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Model 1de KFA sonucu elde edilen yapidaki 16 madde yer alirken, Model 2de ise 15 madde yer
almaktadir. Model 2'de ek olarak faktor yiikiiniin diistikliigiinden dolay: bir madde daha ¢ikarilmistir
(6 - Kariyerimde liderlik statiisiine erismek benim icin o kadar da énemli degil). Model uyum
indekslerine gore hem tek faktorlii hem de iki faktorlii yapiya ait indekslerin kabul edilebilir uyum
gosterdigi gortlmektedir. Ancak tiim uyum iyiliklerinde bu ¢aligmada onerilen iki faktérlii yapinin
daha iyi uyum gosterdigi saptanmigtir.

Tablo 3 incelendiginde Model 1% ait iki faktorlii yapinin madde faktor yiikleri 0,555 ile 0,791
arasinda, Model 2’ye tek faktorlii yapinin ise 0,491 ile 0,780 arasinda degistigi goriilmektedir.
Model I'in faktor yiiklerinin neredeyse tamami orijinal tek boyutlu yapiya kiyasla daha yiiksek

bulunmustur.
Tablo 3. Dogrulayict Faktor Analizi — Faktor Yiikleri
Model 1 Model 2
ifadeler Yiikselme Arzusu Yiikselme Cabasi Liderlik Arzusu
1 - Kariyer yaptigim alanda lider olmay1 umuyorum. 0,784 0,733
2 - Kariyerimde istedigim noktaya geldigimde diger 0,760 0,711
calisanlar1 yonetmek isterim.
4 - Kariyerimde istedigim noktaya geldigimde bagkalarin1 0,577 0,581
egitmeyi isterim.
5 - Calistigim herhangi bir kurum ya da iste yiikselmeyi 0,711 0,686
umuyorum.
6 - Kariyerimde liderlik statiisiine erigmek benim icino 0,528 Cikarild.
kadar da 6nemli degil. (Ters ifade)
7 - (Daha yiiksek) bir liderlik pozisyonu elde etmek 0,791 0,741
isterim.
8 - Departmanimda/kurumumda daha fazla sorumluluk 0,771 0,780
ve etkiye sahip olan bir pozisyonda olmayz isterim.
9 - Mesleki taninma ve bagariya iligkin arzularim ¢ok 0,724 0,724
yiiksektir.
10 - Is performansim hakkinda geri bildirim istedim. 0,555 0,537
11 - Kariyer beklentilerimi departmammda/ kurumumda 0,641 0,558
daha deneyimli birisiyle goriistiim.
12 - Her daim kariyer planlamamla ilgilendim. 0,770 0,665
13 - Terfi i¢in daha rekabetgi olabilmek adina 0,765 0,647
yeteneklerimi giincelledim.
14 - Kariyerimle ilgili isteklerimi/arzularimi 0,679 0,617
departmanimdaki/kurumumdaki kidemli bir kisiyle
goriistiim.
15 - Ginliik islerim disinda kalan komiteler ve ¢alisma 0,557 0,491
grubu gibi faaliyetler i¢in goniillii oldum.
16 - Ilerleme olanaklarimi artirmaya yardimei olmasi 0,634 0,556
niyetiyle 6nemli gorevler i¢in goniillii oldum.
17 - Terfiler i¢in dikkate alinmayu talep ettim. 0,649 0,583
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4. Sonug ve Oneriler

Bu aragtirma kapsaminda Fritz ve Knippenberg (2018) tarafindan, gelistirilmis olan “liderlik arzusu”

olgeginin Tiirkee literatiire kazandirilmasi amaciyla élgegin gegerlik ve giivenilirligi incelenmistir.

Aragtirmada orijinal 6lgek Tiirkgeye gevrilerek dil tutarlilig: test edilmis ve yapilan pilot uygulama
sonucunda Tiirk¢e formunun Ingilizce form ile korelasyonlar1 incelenerek Tiirk¢e formunun
uygunluguna karar verilmistir. Sonraki asamada yap: gegerliliginin sinanmasi amaciyla kesfedici
faktor analizi uygulanarak orijinal olgekte tek faktorden olusan formun Tiirkge uyarlamasinda iki
boyut altinda toplandig1 goriilmiistiir. Bu boyutlar sorularin icerigi goz 6niinde bulundurularak
“ylikselme arzusu” ve “yiikselme ¢abasi” olarak adlandirilmistir. Olugan faktorlerin giivenilirliklerini
test etmek amaciyla Cronbach’s Alfa katsayilar1 hesaplanmis ve her iki boyutun da giivenilir oldugu,
buna ek olarak oOl¢egin tiimiiniin giivenilirlik degerlerinin de istatistiki agidan uygun oldugu
sonucuna ulasilmistir. Dogrulayici faktor analizi sonuglar: orijinal 6lgekteki tek faktorlii yapinin
aksine iki faktorlii yapinin model uyum indekslerinin tek faktore kiyasla daha iyi sonuglar sundugunu
gostermektedir. Bagka bir ifade ile hem orijinal 6lgekteki tek faktorlii yaps, hem de iki faktorli yapiya
iliskin indeksler kabul edilebilir bir uyum gosterse de iki faktorli yapinin daha iyi uyum gosterdigi

gorulmustiir.

Arastirma stirecinde orijinal 6lgekte bulunan 2 soru disiik faktor yiikii nedeniyle kapsam dis1
kalmistir. Bu iki ifade orijinal olgekte: ifade 3 — Calistigim kurumda ya da isimde terfi etmek icin
enerji harcamay: planlamiyorum ve ifade 6-Kariyerimde liderlik statiisiine erismek benim igin o kadar
da onemli degil ifadeleridir. Bu ifadelerin ikisinin de ters ifadelerden olusmas: ve faktor yiiklerinin
diisiik olmasi ifadelerin anlagilmamasi ya da okuyucular tarafindan soru setinin tekdiize bir sekilde
algilanmas ile iligkili olmas1 miimkiindiir. Bu sorularin kapsam dis1 kalmasi ile gecerlenen 6lgekteki

ifade sayis1 15% diigmiistiir.

Fritz ve Knippenberg (2018) bu arastirmaya konu o6lcegi olustururken ifadeleri, liderlige iliskin
“niyet” ve “davranig” a dair ifadeler olarak gruplandirdigini belirtmektedir (s.858). Aragtirmacilar
liderlige iliskin “niyet” e dair sorular1 Gray ve O’brien (2007)’1n ¢aligmasindan adapte ettigi sorulara
3 ifade daha ekleyerek olusturarak tasnif ettigini, “Davranig’a iligkin ifadelerin ise Tharenou ve
Terry (1998) ve Day ve Allen (2004)’in galigmasindan uyarlandigini belirtmektedir. {lgili makaleler
ile sorular karsilastirildiginda bu arastirmada boéliinen iki faktore iliskin ifadelerin belirtilen “niyet”
ve “davranig” tasnifine birebir uygun oldugu goriilmiistiir. Bagka bir ifade ile “niyet” e iligkin ifade
edilen sorularin (ifade 1,2,3,4,5,6) tamaminin ilk faktérde (yiikselme arzusu) ve “davranis” sorular:
olarak ifade edilenlerin ise (10-11-12-13-14-15-16-17) tamaminin ikinci fakt6rde (yiikselme ¢abasi)
toplandiginin goriilmesi ortaya ¢ikan boyutlarin literatiir tarafindan da desteklendigine iligkin
bir kanit olabilir (bkz. Tablo 4). Her ne kadar Fritz ve Knippenberg (2018)’in ¢alismasinda 6lgek
tek faktorlii bir yapr gosterse de bu agiklamalar analizin sonuglari agisindan kiymetli ve 6nemli

goriilmektedir.
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Tablo 4. Fritz ve Knippenberg (2018) Liderlik Arzusu Olgegine Iliskin ifadeler ve Kaynaklari

ifadeler Kaynak Boyutlar

Kariyer yaptigim alanda lider olmay1 umuyorum.

Kariyerimde istedigim noktaya geldigimde diger
calisanlar1 yonetmek isterim.

Calistigim kurumda ya da isimde terfi etmek i¢in enerji
harcamay planlamiyorum. (¢ikarildr)

Kariyerimde istedigim noktaya geldigimde bagkalarini Gray ve O'Brien (2007)

egitmeyi isterim. Yiikselme Arzusu
Galistigim herhangi bir kurum ya da iste yiikselmeyi (Fritz ve Knippenberg (2018)
umuyorum. tarafindan belirtilen “Niyet'e

iligkin ifadeler)
Kariyerimde liderlik statiisiine erismek benim igin o

kadar da 6nemli degil. (gikarild)

(Daha yiiksek) bir liderlik pozisyonu elde etmek isterim.

Fritz ve Knippenberg
(2018)
tarafindan eklenen ifadeler

Departmanimda/kurumumda daha fazla sorumluluk ve
etkiye sahip olan bir pozisyonda olmay isterim.

Mesleki taninma ve bagariya iligkin arzularim gok yiiksektir.

Is performansim hakkinda geri bildirim istedim.

Kariyer beklentilerimi departmanimda/ kurumumda
daha deneyimli birisiyle goriistiim.

Her daim kariyer planlamamla ilgilendim.

Terfi igin daha rekabetgi olabilmek adina yeteneklerimi

giincelledim. Tharenou ve Terry (1998) Yiikselme Cabast
Kariyerimle ilgili isteklerimi /arzularimi (Fritz ve Kgippenberg

departmanimdaki/ kurumumdaki kidemli bir kisiyle (2018) tarafindan belirtilen

gortstim. “Davranig’a iligkin ifadeler)

Giinliik iglerim disinda kalan komiteler ve ¢alisma grubu
gibi faaliyetler iin goniillii oldum.

flerleme olanaklarimi artirmaya yardimci olmast
niyetiyle 5nemli gorevler igin goniillii oldum. Day ve Allen (2004)

Terfiler i¢in dikkate alinmayu talep ettim.

[fadelere iliskin incelemeler kapsaminda, birinci boyut olan “yiikselme arzusu”na dair 1,2,5,7,8,9
numarali ifadelerin KFA ve DFA degerlerinin tatmin edici oldugu, bununla birlikte liderlik arzusu
kavramu ile paralel olarak kisinin lider olma beklentisini, yitkselme istegini, taninma ve etki alanini
genisletmeye dair liderlik pozisyona karsi yaklasimini iyi bir sekilde ifade ettigi goriilmektedir.
Bu boyut altindaki faktor yiki gorece diisiik olan “4.Kariyerimde istedigim noktaya geldigimde
baskalarini egitmeyi isterim” (KFA=0,476; DFA0,577) ifadesi bireyler a¢isindan liderlik ile egiticilik
rollerine yaklasimin daha az ortiistiiriilmesi ile ilgili olabilir. “1. Kariyer yaptigim alanda lider
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olmayr umuyorum”(KFA=0,781; DFA=784) veya “2. Kariyerimde istedigim noktaya geldigimde diger
calisanlar: yonetmek isterim.” (KFA=0,764; DFA=0760) gibi ifadelere karsin “4.Kariyerimde istedigim
noktaya geldigimde baskalarimi egitmeyi isterim?” (KFA=0,476; DFA=577) seklindeki egitim roliine
atif yapan bu ifadenin daha diisiik faktor yiikiine sahip olmasi, bireylerin liderlik ve yonetme istegi
duysalar dahi egitici rollere ayni derecede yaklasmadiklarinin gostergesi olabilir. Bu durum farklh
acilardan tartigilabilir. Bazi bireyler i¢in liderlik pozisyonu, yonetme ve egitim rollerine iliskin
kabulii ima edebilecegi gibi, baz1 bireylerin ise ortiik liderlik inanclarina bagli olarak her liderin
egitici bir kimlige sahip olmas1 gerekmedigine dair bir inang ile de iliskilendirilebilir. Liderlik
kategorizasyon modeline gore (Hunt vd., 1990) bahsi gecen bu 6n kabuller liderin hangi alanda ve
hangi seviyede oldugu ile de iligkilidir (s. 42-43-44). Birey, farkli baglamlarda karsilastig1 her bir
liderlik tiirii i¢in farkli lider modeli tasavvur edebilir (Tabak vd., 2010:74). Ornegin kisi egitim
alaninda egitici bir roli liderligin ayrilmaz bir pargasi olarak goriiyorken zemin farklilastik¢a bu
pozisyonun gerekliliklerini de farkli yorumlayabilir. Bir diger konu ise cevaplayicilarin ilgili ifadeleri
kendi becerileri dogrultusunda cevaplamis olmas: ihtimaline iliskindir. Bireylerin kendi yonetim
becerilerine giivenmesine karsin egitici bir rolii kendine uygun gérmemesi de muhtemeldir. Bu
dogrultuda bundan sonraki farkli 6rneklem gruplari tizerinde yapilacak ¢alismalarda bu hususlarin
da gozetilmesi 6nerilmektedir.

Ikinci boyuta iligkin ifadeler incelendiginde ise bu ifadelerin kisinin zorunda olmadigi halde
yaptig1 faaliyetleri, ylikselmesine hizmet edecek davranislari, kisaca yiikselmeye iliskin ¢abasini
isaret ettigi gortlmektedir. Kisinin niyet tutum ve egilimlerinin davranislari ile iliskili oldugu goz
oniinde bulunduruldugunda (Ajzen,1991), liderlik pozisyonuna karsi istek ve arzunun bir gostergesi
olarak da davranislar 6nemli bir ipucu gostergesi olabilir. Liderlik arzusunda nesnel bir él¢timii
miimkiin kilan bu ¢aba ve eylemlere iliskin elde edilen analiz degerleri teorik acidan da kiymetli
goriilmektedir (Fritz, 2018: 858). Liderlik gabasi boyutu altindaki “10. Is performansim hakkinda
geri bildirim istedim” (KFA= 0,383, DFA= 0,555) ifadesinin ayn: faktor icindeki diger ifadelerden
gorece diisiik degere sahip olmasi 6rnekleme iliskin organizasyonlardaki performans ve geri bildirim
politikast ile de iligkili olabilir. Gliniimiizde birgok sektdr ve organizasyonda hedef gerceklestirme/
performans geri bildirim sistemlerine biiyiik 6nem verildigi, personellerin giinliik raporlarla dahi
geri bildirim aldig1 ve arastirma 6rnekleminin beyaz yakali ¢aliganlardan olustugu diisiiniildtigiinde,
bireyler agisindan geri bildirim almaya iligkin herhangi bir talepte bulunmaya ve ¢aba harcamaya
gerek duyulmamis olabilir.

Sonug olarak liderlik arzusu Tiirk¢e formunun Tiirk ¢aliganlar tizerinde yapilan uyarlama ¢aligmasi
orglitsel yasamda bireyin liderlige dair arzularini 6l¢ebilmek icin yeterli diizeyde gecerli ve giivenilir
oldugu sonucuna ulagilmistir. Liderlige dair arzularin Tiirk¢e formda “arzu” ve “caba” boyutlar:
agisindan ayrigmasi bireyin liderlige yaklagiminin gerek “istek” gerekse “davranis” acisindan ortaya
konulmas: bakimindan da yararli goriilmektedir. Gelecek aragtirmalarda bu 6lgegin gecerlenen
versiyonu ile orgiitsel davranisin ozellikle liderlik, liderlik arzusu, cinsiyet arastirmalari, sosyal
Ogrenme gibi alanlarina ve insan kaynaklar: alaninda 6zellikle kariyer arastirmalarinda kullanilarak
ilgili alanlara katk: saglanmasi1 hedeflenmektedir.
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Her aragtirmada oldugu gibi bu aragtirmada da birtakim kisitlar bulunmaktadir. Oncelikle arastirma
kisith bir 6rnekleme uygulanmistir. Bu baglamda o6l¢egin Tiirk¢e formunun {ilkemizin farkl
bolgelerinde farkli caligma alanlarinda bulunan 6rneklem gruplarina uygulanmast tekrar sisnanmasi
agisindan yararli olabilir. Bir bagka konu ise katilimecilarin %58,5’inin kadin (n=591), %39,9’unun
erkek (n=403) olmas ile ilgilidir. Kadin katilimcilarin ¢cogunlukta olmasi kadin ve erkeklerin liderlik
arzularinin farklilagtigini bulgulayan caligmalarin varlig1 géz 6ntinde bulunduruldugunda (Kreuzer,
1992; Lips, 2000; Litzky ve Greenhouse, 2007; Netchaeva vd., 2022; Savery, 1990; Soi, 2017; Villeseche
vd., 2021) sonraki aragtirmalar i¢cin de konu 6nemli hale gelmektedir. Cam tavan sendromu,
cinsiyet inanglar1 veya is aile dengesi gibi nedenler kadin lider adaylarinin arzular1 agisindan énem
arz ettiginden, sonraki arastirmalarda cinsiyet faktoriiniin goz o6niinde bulundurulmas: yararli
goriilmektedir. Bir bagka kisit ise oOlgege iliskin gecerlik ve giivenilirligin ¢aligma agisindan en
uygun bulunan metotla ele alinmasina iliskindir. Ilerleyen donemlerde 6lgegin Tiirkge formunun
literatiirdeki farkli sisnanma yontemleri ve farkli tekniklerle de test edilerek literatiirdeki diger iliskili
kavramlarla uyumu agisindan da ele alinmasi yararh gortilmektedir.
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