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OZET

Bu makale, gelismekte olan iilkelerden olan
firmalarin uluslararasilasma stireclerini arastirmak
icin vaka g¢alismasi yaklagimimi kullanmakta ve
kavramsal cerceve olarak Paul & Mas (2019)
tarafindan Onerilen yedi teorik Onermeyi -ele
almaktadir. Bu teorik ¢erceve  uluslararasi
pazarlama stratejilerini  analiz  etmek  igin
uygulanarak bu alandaki® mevcut literatiirii
zenginlestirmektedir.  Ayrica  bu  baglamda
incelendiginde, literatiirde, Tiirkiye menseili bir
firmaya odaklanan bir ¢alismaya bulunmadig: igin
bu arastirma bir ilk olma &zelligine sahiptir.
Arastirma bir vaka calismasi olarak tasarlanmis
olup, Getir firmasi tarafindan yayinlanan resmi
duyurulardan, arsivlerden ve haber kaynaklarindan
toplanan nitel verilere dayanarak yedi dnermeye
gore firmanin. durumunu - ortaya koymaktadir.
Sonuglara gore, bu vaka ¢aligmasinda potansiyel ve
desen  kavramlarina  dair  yeterli  kanit
bulunmamaktadir. Stire¢ ve hiz kavramlarina iliskin
onermeler ise Paul & Mas (2019)’un iddia
ettiginden farkli bir gekilde ortaya ¢ikmaktadir.

Anahtar Kelimeler: UluslararastPazarlama
Stratejileri, Gelismekte Olan Ulkeler, Firmalarn
Uluslararasilagmast, 7-P.

ABSTRACT

This paper investigates the internationalization
processes of firms emerging from developing
countries, utilizing a case study approach to address
the seven theoretical propositions suggested by Paul
& Mas (2019). By applying this theoretical
framework to analyse the international marketing
strategies, the study enriches the existing literature
in this domain. Furthermore, there is a lack of
literature focusing on a case study of a Turkish firm
in this context. The research is designed as a case
study, and the international marketing position of
Getir, a company,-is analysed based on qualitative
data collected from archives and news sources
according to the seven propositions. ‘/According to
the results, there is not enough evidence available
for the concepts of potential and pattern in this case
study. - However, - propositions  regarding the
concepts of process and pace appear differently in
this case study than what the authors claim.

Keywords: International ~Marketing ~ Strategies,
Emerging Countries, Internationalization Of Firms, 7-P.
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1. Introduction

For an extended period, scholars and researchers in business literature have continuously
explored and discussed the progress of international marketing strategy (Katsikeas et al.,
2006; Paul & Mas, 2019). Researchers have become interested in the internationalization of
emerging market firms, since some of them emerge as global players without the typical
firm- and country-specific advantages that their developed country counterparts possess and
continue to utilize. While many have ascended in their value chains to become marketers of
branded products, others have successfully combined their scale efficiency-based
advantages with recently developed differentiation skills in global competition (Yaprak et
al., 2018). As in 2022, global foreign direct investment fell by 12% in the world, in
developed economies, this ratio increased to -37%, while increases are observed only in
developing economies (+4%) and Latin America and the Caribbean region (+51%)
(UNCTAD, 2023).

Within the light of these developments, the domain of international marketing has
broadened and become more significant, intricate, and sophisticated compared to previous
eras (Dahlquist & Griffith, 2015). Emerging economies are now part of the global expansion
thanks to modernization, economic reforms, and government efforts. Yet, firms in these
markets encounter obstacles in developed markets due to resource constraints, limited access
to information, and lack of experience, which impede the development of effective
international marketing strategies. Considering the differences between home and target
markets in culture, economy, and environment, it seems better to adjust and evaluate the

impact of international marketing strategies (Rana et al., 2020). In one of the studies

conducted on the internationalization of firms originating from Tiirkiye in the literature, the |
investigation focuses on the institutional factors and country-specific drivers that enable the
internationalization of these firms (Yaprak et al., 2018). Another study, which critically
examines the literature by presenting examples from Turkish multinational companies, is
conducted by Yaprak & Karademir (2011). Additionally, there is another study that
examines the increase in Tiirkiye's outward foreign direct investment (OFDI) (Erdilek,
2008).

Karadeniz & Goger (2007) examined the fundamental factors and variables underlying
the internationalization of Small and Medium-sized Enterprises (SMEs) in Tiirkiye. They
identified the determinant factors as the age and size of the business, intensity of Research
and Development (R&D), growth rate of the domestic market, and export planning. Sahin et
al. (2022), who investigated how the location choice of emerging business groups and
institutional factors driving internationalization affect Tiirkiye's foreign direct investments
(FDI),

Sahin et al. (2022) investigated how the location choice of emerging business groups and
institutional factors driving internationalization affect Tiirkiye's foreign direct investments
(FDI). They emphasized the usefulness of combining the OLI (Ownership, Location and
Internalization) paradigm, LLL (Linkage, Leverage and Learning) model, and neo-
institutional theory to explain this process.

The authors noted that the institutional legitimacy mechanism regulates the
internationalization motivations of Turkish business groups. In this study, we examine the
internationalization processes of firms emerging from developing countries by conducting a




case study analysis based on the seven theoretical propositions proposed by Paul & Mas
(2019). This approach contributes to enriching the study by applying this theoretical
framework to international marketing strategies. Businesses operating or planning to operate
in the field of international markets can utilize this theoretical framework to ascertain their
positions and determine appropriate strategies. However, there is a lack of literature focusing
on a case study of a Turkish firm in this context. This study also enhances our understanding
of this international marketing model by investigating it within the context of a Tiirkiye-
based business, thereby broadening its applicability and scope. The study is organized as
follows: first, we discuss the internationalization strategies and theories identified in the
literature, then we present the methodological details, and finally, we discuss the findings in
the discussion section.

2. Conceptual Framework

Internationalization is defined as the “process of increasing involvement in international
activities” (Welch & Luostarinen, 1988). Studies on internationalization have defined the
topic based on observed elements through various variables. From a historical perspective,
it is appropriate to begin with Penrose's (1959) work, which emphasizes the focus of firms
on their core capabilities and opportunities in foreign environments. In her work, Penrose
highlights that a firm's growth depends on using entrepreneurship and management
knowledge as resources, and underscores the significance of entrepreneurial resources for
opportunity recognition and innovation. Managerial resources are also necessary to exploit |
these opportunities. A firm's growth evolves in relation to how knowledge is acquired and
applied in its processes. According to the author, firms need to experiment with new resource //
combinations to exploit unused and resources more efficiently, thereby facilitating greater
innovation. As emphasized by Penrose, Johanson, and Vahlne (1977), opportunities or
challenges are part of firms' growth experience, emphasizing that decisions firms make
during the growth process are responsive to market conditions.

The firm's experience is seen as market experience. Addressing an existing problem in
the market will involve expanding activities in the market. Similarly, opportunities will lead
to market expansion. Decisions regarding activities in the existing market typically involve
choices that expand boundaries. In their study in 1980, Welch & Wiedersheim-Paul
emphasized the importance of both financial and knowledge maturity in the pre-export
investments of firms when preparing for export readiness. As firms begin to explore foreign
investments, they will invest time and money to gather information, thus moving towards an
export strategy. An effect that can expedite this process relates to the activities that constitute
markets. Establishing long-term and stable relationships between sellers and buyers involves
information exchange. At this point, technical and organizational adaptations will come into
play. Yang et al. (1992) presented findings emphasizing the significance of expansion
experiences and resources in the domestic market prior to export. According to these results,
it has been indicated that private firms providing export-related information can proactively
reach out to firms with export potential but not currently engaged in exports. They assess
their own export potential by investigating their existing capabilities. In one study addressing
internationalization through export barriers, it is suggested that knowledge-based programs,
especially on issues that may cause procedural and technical complexities, could help
alleviate these concerns (Sharkey et al., 1989). Shoham & Albaum (1995) address the
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barriers to exports and emphasize the significance of cultural barriers. The greater the
cultural distance between the target market and the home market, the more important the
barriers to exports become. It is suggested that as firms enhance their international marketing
experience, they should operate in culturally more distant markets. Additionally, the
likelihood of firms operating in either closer or more distant markets varies according to
their risk aversion tendencies. Risk-averse firms tend to operate in closer markets, thus
preferring culturally proximate markets. When assessing opportunities in export markets,
managers need to examine the suitability of the required resources and capabilities. The
alignment between market opportunity and the firm's resources and capabilities will
determine performance (Piercy et al., 1998). Westhead et al. (2001) found in their study
examining internationalization from 1990 to 1997 that firms with older founders, more
resources and expertise, and intensive knowledge networks had a higher probability of
exporting. They emphasize that industry knowledge significantly influences firms' ability to
export. It is noted that firms in resource-rich positions tend to have lower tendencies to export
compared to those operating within more limited resources.

Johanson & Vahlne (1990) developed the Uppsala Model on firms' international
processes, and in their publications in 2003, they further developed this model. The model
addresses the situational aspects of internationalization, such as market commitment and
market knowledge, as well as the directional aspects, including current business activities
and commitment decisions. Market knowledge and market commitment describe the impact
of resources' commitment to foreign markets and the manner in which current activities are
conducted. The Uppsala model argues that market commitment will progress in small steps,
besides three exceptions. One of these exceptions is that firms with large resources are |
expected to have smaller commitments, and therefore larger firms are expected to take bigger
international steps. The second exception is that if market conditions are stable and
homogeneous, market knowledge can be obtained through means other than experiential
methods. And the final exception is that if a firm has extensive experience in similar market
conditions, it is possible to generalize this experience to a new market. The authors made
additions to this model in 2006. Accordingly, they address the issues of learning and
commitment in business relationships during the internationalization process. Firms
deciding to do business together both learn from each other and, through this interaction,
establish a basis for creating new knowledge. Establishing a relationship is not only costly,
but also involves uncertainty. According to the Uppsala model, the main reason behind the
time required for internationalization with high performance is. If a firm successfully
maintains a learning and commitment process with its partner in an export market, the firm
will later be involved in activities requiring greater investments, more control and risk. The
important point in this process is learning and commitment (Johanson & Vahlne, 2006).

Dunning's (1988; 1995) OLI paradigm, or in other words, the eclectic paradigm, emerges
from the interaction of the size, geography, and industry elements of multinational
corporations' activities. It emphasizes that firms internationalize when they possess specific
ownership advantages, select advantageous locations, and internalize certain activities
instead of licensing them. Ownership (O), locational attractiveness (L), and internalization
(I) benefits are interrelated. Ownership advantages are divided into two categories under
specific ownership advantages, consisting of static and dynamic ownership advantages.
Accordingly, those who generate income from ownership benefits have a static ownership




advantage, while the ability to sustain and enhance income-generating assets represents a
dynamic ownership advantage. The point emphasized in ownership benefits is that when
other factors are held constant, if the competitive advantages of investing firms are greater
than those of firms already established in the country they intend to invest in, their likelihood
of increasing production is also higher. According to the locational attractiveness (L) sub-
paradigm, the more immovable or natural assets businesses have to use in conjunction with
their competitive advantages, the more they prefer to make foreign direct investments to
enhance their specific advantages in location. The third sub-paradigm, internalization
advantages (1), provides a framework for evaluating alternative ways for a firm to create and
utilize its capital. It examines the interaction between factors arising from the internalization
advantages related to the firm's specific advantages and how the firm prefers to organize its
activities. According to the paradigm, it is indicated that the location-specific advantages (L)
of firms investing in the internationalization process can affect their competitive power.
Location-specific assets are considered potential sources for both raw material supply and
learning and innovative capabilities. Internalization advantages (I) occur when a firm
internalizes its foreign value-added activities within itself instead of leasing or licensing
them to foreign entities. Learning and knowledge creation offer significant advantages for
firms, making internalization advantages even more crucial (Dunning, 2001; Dunning et al.,
2007).

Another approach to strategies developed for firms' internationalization is emphasized by |
Coviello & Munro (1995), highlighting the importance of relationships. According to this
perspective, firms' internationalization process should be examined, considering their role };jﬂ/ -
and position within the relationships in the network they belong to. Thus, the decision of §l“ .
which market to enter and by what method is determined by the opportunities emerging ‘\‘\v\_'-‘ 4
within its network. The network relationships here can involve formal relationships related =
to business, as well as informal relationships such as friendship ties. The effects arising from (
these relationships, combined with market and product characteristics, indicate that the
internationalization processes of large manufacturing firms and high-technology firms are

different.

Born global is yet another important conceptualization in internationalization. This
concept refers to young firms that derive a significant portion of their revenue from
international sales. These companies are typically founded or managed by individuals with
high entrepreneurial skills. They represent a new form of early and rapid internationalization,
being adept at allocating resources. These firms typically opt for export as their primary
entry mode, combining marketing, entrepreneurship, and talent skills in this process.
The common characteristic of these firms is their fundamental orientation towards
internationalization. They parallel the globalization paradigm by viewing the entire world as
a market (Cavusgil & Knight, 2015). Born global firms are also referred to as early adopters
of internationalization due to these characteristics. The innovative culture, knowledge, and
skills within these firms emerge as their fundamental defining features. In the past,
international business processes were much more inaccessible for such firms. However, with
advancements in knowledge as well as the emergence of communication, production,
logistics technologies, and other beneficial technologies, smaller-scale and newer firms have
also become able to participate in global markets (Knight & Cavusgil, 2004).
Coviell (2015), in his article on born saddresses the role of individuals in the
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internationalization process. According to him, it is important to understand the individuals
or teams who establish or manage the firm. The criticism presented here is that international
entrepreneurship is often addressed at the level of demographic variables. However, the role
of passion in international entrepreneurship, the preparedness of the entrepreneur, and to
what extent they act improvisationally during the process can deepen the subject.

Another study emphasizing the strategic importance of knowledge regarding the
internationalization processes of small and medium-sized enterprises is addressed by Knight
& Liesch (2002). These enterprises face challenges in advancing in the internationalization
process due to limited resources. One of these challenges is not having access to resources
to hire experienced managers. Another challenge is their vulnerability to external adverse
events due to operating with limited resources. Global threats pose greater risks for them.
Having appropriate and sufficient knowledge in the face of such negative situations, and
being able to internalize this knowledge, helps small businesses in their internationalization
efforts. It is emphasized that the primary resource in the internationalization processes of
small and medium-sized enterprises (SMESs) is knowledge. Collaboration is an important
element in developing and supporting knowledge. Knowledge generated from collaborations
with other firms and its management supports a more effective internationalization process
(Costa et al., 2016). It is known that the internationalization processes serve as guides for
different departments within businesses, operating under the same strategy as a whole.
However, strategies for internationalization processes specific to each department are
discussed in the literature (Dang et al., 2020; Katsikeas et al., 2019; Paul, 2019; Paul & Mas,
2019). These works address marketing-specific developments such as the position of /
international marketing strategies in the digital age, the role of new technologies in designing
international marketing strategies, and the examination of international marketing strategies
in emerging markets (Katsikeas et al., 2019; Paul, 2019).

The theoretical framework of the current article is based on the 7-P (Potential, Path,
Process, Pace, Pattern, Problems, and Performance) theoretical model generalized by Paul
& Mas (2020) as part of strategic planning in marketing. It includes challenges faced by
firms from emerging countries during internationalization.
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In the Potential step, there are opportunities and activities that create a position for the 1\
firm entering foreign markets. Selecting the most suitable market among those to enter is a
critical factor for success. Firms from developing countries may find markets in
underdeveloped countries advantageous due to their experience in issues such as corruption,
inadequate legal and political structures in their own countries. Therefore, the first
proposition of the authors is as follows (Paul & Mas, 2019): Firms from developing or less
developed countries are likely to find a higher probability of success in other developing
countries and less developed countries.

Following the identification of the potential market, the second step, known as “path”
deals with the context of the strategy. The strategy is successful when it is developed to meet
market needs with the firm's limited resources. In the path step, two questions are addressed:
“who” emphasizes the firm, and “what” pertains to the market entry modes chosen by the
firm when entering a new market. Based on this, Paul & Mas (2020)'s second proposition is
as follows: the success probability of the entry and marketing strategies devised by firms
from developing countries (such as LATAM countries) to enter developed countries
increases as strategic alliances, business networks, and partnerships in foreign markets
improve. The third step is the process. This step is examined within the framework of
internationalization models. Regarding this step, the authors' recommendation is as follows:
firms from developing countries are not inherently inclined to be global. These firms are
often regionally focused. Then comes the pace step, seeking the answer to the question of
how. The assumption here is that as firms' operations mature in new markets, they will
transition to more involved entry modes. Pace describes the speed at which a firm transition
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from one entry mode to another, and this duration can be expressed in months or years,
depending on the firm's transition period. The proposition in this step is as follows: firms
from developing countries use the export method when they initiate the internationalization
process and, over the years, they employ multiple entry modes or change entry modes. In
the fifth step, the pattern consisting of the firm's structure, industry, and the location where
the product or service is sold internationally is addressed. Accordingly, the proposition is
formulated as follows: firms from developing countries tend to succeed in exporting
industrial products. In the sixth step, Problems, which include the challenges encountered in
the international marketing process, are addressed. It is recommended to consider potential
issues that may arise when planning international marketing activities. At this point, three
concepts are discussed. The first of these is cognitive bias arising from the perception that
the product offered by a foreign company is of lower quality compared to the origin country.
The second is the liability of foreignness, which describes the social costs arising from the
lack of knowledge and experience in a foreign country. Regulations imposed by the
government also fall under this category. The last one indicates the problems arising from
resource constraints. Paul & Mas (2020) propose the following proposition for the concern
step: firms from developing countries tend to encounter cognitive bias, liability of
foreignness, and resource constraints during the internationalization process. The last of the
7Ps, performance, describes whether the internationalization process positively affects the
firm's performance. According to the authors' proposition, the international marketing
activities of firms from developing countries positively influence their performance.

3. Method

This research is conducted as a case study focusing on the internationalization process of |
the Getir company within the framework of the 7-P model (Paul & Mas, 2019). The study
utilizing qualitative data has selected Getir company as the case, and the data comprises
publicly available documents on the company's website, interviews in the media, official
news, and statements from company partners. The relatively young firm Getir was chosen
for the study due to the belief that it is likely to track the current international marketing
strategies. Another reason for selecting this company is its receipt of international investment
support as well as its withdrawal from certain markets. This provides an opportunity to
examine both its successes and failures. The case study process, regarded as a research
strategy focused on understanding the dynamics within a single environment, progresses
through iterations backward and forward. When collecting data for the case study, archives,
interviews, observations, and surveys are utilized. Therefore, the evidence can be qualitative
or quantitative (Eisenhardt, 1989). Representing a research strategy, the case study can be
used to explain a phenomenon. For an explanatory case study, the following elements are
required to be addressed (Yin, 1981):

a. Accurate depiction of the facts related to the case.
b. Considering different explanations for these facts.
c. Presenting a conclusion based on the explanation that seems most consistent
with these facts.
The documents, notes, newspaper articles, or any documents related to the research that
are the subject of the case study can take various forms. These are impartially evaluated by
the researcher to make inferences about the events (Tellis, 1997). The country chosen for the




firm originating from developing countries is Tirkiye. There are several reasons for this.
The first reason is that companies in Tiirkiye have specialized, especially in exports of textile
and food products, and have made significant progress in other areas such as steel products,
medical supplies, or digital economy products. Another reason is the increasing number of
skilled entrepreneurs in this country and their tendency to adopt new ways of doing business,
thinking internationally, and conducting business according to international standards.
Moreover, competition has intensified due to the presence of both domestic and foreign
companies in the country, making international markets attractive.

In the current research, the gathered information about the Getir company will be
presented, starting with the company's self-introduction. According to this, the company
claims to have pioneered delivering grocery products to users worldwide. Over time, by
expanding its business model, Getir has also incorporated GetirBiiyiik (GetirBig),
GetirYemek (GetirFood), GetirSu (GetirWater), GetirCars1 (GetirDownTown), GetirArag
(GetirCar), Getirls (GetirBusiness), GetirBiTaksi (GetirTaxi), and n1l services. The
company operates actively in Tiirkiye, the United States, and some countries in Europe
(About Us, 2024). Established in 2015 in Tiirkiye and recognized within Silicon Valley in
2020, Getir received a $38 million investment from a group of investors led by Sir Michael
Moritz, a renowned name, and in 2021, it began its services internationally, starting with
London (Serim, 2020).

Findings |

In this study, findings are discussed based on the framework introduced by Paul & Mas .
(2020), which consists of the 7-Ps: Potential, Path, Process, Pace, Pattern, Problems, and [{
Performance.

4.1. Potential

According to the authors' first proposition, firms from developing countries are likely to
achieve high success rates in other developing and less developed countries. However, when
Getir expanded internationally, it started its operations from the United Kingdom and
currently operates in Germany, the Netherlands, the USA, and the UK. While Tiirkiye is
classified among developing countries, it is observed that all the countries where Getir
expanded its business model during its internationalization process are developed countries
(The World Bank, 2022). Therefore, the current case study does not provide an opportunity
to test this proposition.

4.2. Path

Paul & Mas (2020) emphasize the need for firms from developing countries to establish
strong strategic alliances. They underline that the most robust way to expand into developed
countries is to explore strategic alliances, business networks, or partnerships in those
developed countries. In this regard, looking at Getir, it can be said that it first gained attention
on the international stage by receiving a $38 million investment from a group of investors
led by Sir Michael Moritz in 2020. Subsequently, in 2023, Getir acquired the New York-
based online grocery company FreshDirect, thereby benefiting from FreshDirect's fresh
product quality and variety, while continuing its operations under the FreshDirect brand at
its own facility (Ulukan, 2023). Initially starting its overseas operations in the United
Kingdom, Getir acquired the British rapid delivery application Weezy in November 2021.




Cilt/Vol.: 7, Say1 / Is.: 1, Y11/ Year: 2024, Sayfa / Pages: 1-22

By incorporating Weezy, which was operating in 15 cities in the UK at the time, Getir
expanded its operations in the UK (BloombergHT, 2021). Miller et al. (2008) emphasize the
importance of increasing domestic resources when a firm from a developing country
establishes an organization in a foreign country during the internationalization process.
In this case study, after its expansion abroad, Getir established a platform called GetirCarsi,
which brings together businesses such as butcher shops, grocery stores, and delicatessens in
neighborhoods to reach consumers. Around the same time, Getir introduced the BiTaksi
application in major cities domestically, enabling users to access taxi services more easily.
These examples demonstrate that while the company is in the process of internationalization,
it also works to strengthen its activities in its home country. This also indicates an increase
in its management and knowledge resources. The success of Getir, which enters developed
countries through direct acquisitions and business networks, confirms the proposition of Paul
& Mas (2020).

4.3. Process

In their analysis conducted through firms located in Latin America, Paul & Mas (2020)
indicate that even efforts to expand the market among Latin American countries, where they
speak the same language, are weak. They emphasize that the primary concern for these firms
IS to obtain a stronger competitive position in their current markets.
Therefore, it is stated that these firms are not born global firms and they operate regionally.
However, it is observed that the situation is not exactly the same for Getir, a company born
in Tiirkiye, which started taking significant steps towards internationalization in its fifth year

of establishment. While it cannot be said that Getir possesses the characteristic of being born

global, due to several reasons, it has not been too late for the company to operate in countries
different from its own. One of these reasons is the significant emphasis on technology
infrastructure within the services provided by Getir. Firms that incorporate high technology
are more likely to have the potential to become “born global” in their internationalization
processes (Paul, 2020). An important factor is that Getir experienced rapid growth with the
onset of the Covid-19 pandemic, which affected the entire world, within the 5 years of
providing services in its home country before expanding into foreign markets.

4.4, Pace

The fourth proposition suggests that firms from developing countries often adopt the
export method when initiating the internationalization process, and may use different
methods over the years (Paul & Mas, 2019). When examining Getir's initial
internationalization move, it is observed that it began providing the same service under the
same name in the UK. The fact that Getir is primarily a service business could be an
influential factor in this case. It is known that transferring the entry methods of
manufacturing firms to service-oriented firms would not be appropriate for international
markets. Capital-intensive service firms prefer to enter international markets using a mode
that ensures full control to protect their commercial assets. Knowledge-intensive service
firms choose entry methods that allow them to protect their knowledge. Therefore, they
prefer to maintain control over the process through full ownership (Sanchez-Peinado et al.,
2007). This proposition is not supported in this case.




4.5, Pattern

The fifth proposition of Paul & Mas (2020) suggests that firms from developing countries
tend to achieve success in their international activities by exporting agricultural products
instead of industrial goods. The authors mention the presence of knowledge-intensive
software and technology firms in the service sector. In Tiirkiye, there are many software and
technology companies established domestically that have expanded internationally (see Peak
Games, Ruby Games). However, Getir is a service company focused on providing fast and
convenient delivery to customers. Therefore, this proposition is not supported by the current
case study example.

4.6. Problems

The proposition that describes the problems encountered after the initiation of
international marketing activities will be examined under three separate headings as stated
by the authors. The first of these is the proposition that firms from developing countries face
cognitive bias issues when internationalizing their operations. This concern describes the
perception that the product or service is of low quality based on the country of origin (Paul
& Mas, 2019). The Getir company is a firm that received significant international funding
before its internationalization process and was listed among the top 10 startups in Istanbul
by Wired UK in 2018 (Entrepreneurship News, 2021). Moreover, the internationalization
process of Getir began from the geographically proximate country of England, which is not
far from its home country. Thus, a process has started between two countries that are familiar
with each other. However, there is no evidence to suggest such a perception formation. '

The other proposition under the Problems heading suggests that firms from developing £}
countries will face issues related to the Liability of Foreignness during the
internationalization process. It is associated with the social costs attributed to a lack of
knowledge and experience in a foreign country. In 2022, during its services in Amsterdam,
Getir faced issues due to noise and motor traffic in the city, as well as concerns arising from
the fact that the company's distribution centres were not open to the public, leading to the
application of film on its windows, which affected the city's appearance (Sozcii, 2022). In
response, Getir company provided space in its warehouses for artists to exhibit their works,
thereby giving their storefronts a new appearance. As a result, the warehouses began to
appear as art galleries from the outside (Onder, 2022). Another activity they undertook to
solve their warehouse problem in the Netherlands was to open a supermarket that allows
customers to select products and make payments at the checkout. After the payment is
completed in these supermarkets, the products are delivered to the delivery point specified
by the customers by Getir couriers (Halag, 2022). Getir faced another challenge in the
markets of Italy, Spain, and Portugal. While consumers frequently turned to fast delivery
during Covid-19, after the closures ended, the majority of consumers in these countries
began to prefer in-store shopping (Oksijen, 2023). When Getir noticed these consumer
trends, it withdrew from these markets and focused on other markets where there were
stronger opportunities for financial profitability and sustainable growth. These findings
indicate that Getir encountered the liability of foreignness issue and that their solutions were
successful.

Another issue that firms undergoing the internationalization process from developing
countries may encounter is financial constraints in foreign countries. In 2023, due to a law




Cilt/Vol.: 7, Say1 / Is.: 1, Y11/ Year: 2024, Sayfa / Pages: 1-22

passed in France, Getir lost its store status and was classified as a warehouse. Following this
law, the company announced its decision to withdraw from the country due to unfavourable
regulations and the economic climate in France (Schofield, 2023). These findings indicate
that Getir encountered challenges in terms of legal and financial regulations in the countries
where it operates. So, the proposition is supported.

4.7. Performance

The final proposition of Paul & Mas (2020) suggests that international marketing
activities positively influence the performance of firms from developing countries. It is
observed that after entering international markets, Getir grew by acquiring strong firms in
those markets. For example, in Germany, it acquired its competitor Gorillas, another
shopping and fast delivery company, in 2022. Getir seizes the opportunity to easily access
customers reached by local and well-established firms and strengthen its position in
competition through these acquisitions. When examining the international success of Getir,
the proposition of the authors is deemed acceptable.

Discussion

In this study, the theoretical framework of 7-P developed by Paul & Mas (2020) for the
internationalization process of firms, especially those from developing countries, has been
examined through a case study of Getir company. In the case study examined in this article,
it is observed that the company has chosen advanced country markets in its
internationalization process. Firms from developing countries operating in high-income,

more competitive countries and conducting business in larger markets are less encountered 7

but highlighted in the literature. Firms that have the ability to find a niche market and develop
a competitive position in developed countries can achieve this (Barnard, 2021). Paul & Mas
(2020) indicate that firms tend to form strong alliances during the market entry process.
Firms originating from developing countries are emphasized to establish local relationships
and prefer joint ventures before making direct foreign investments (Yaprak & Karademir,
2011). The case study in this study, where Getir company, which benefits from the
experience of similar firms in the international markets it enters by acquiring them, confirms
this proposition. When examining the evidence related to the proposition that firms from
developing countries will select countries with similar cultures and business processes as
their markets in the internationalization process, it is observed that this is not valid for Getir
company. Erdilek (2008) stated that the majority of international direct investments from
Tiirkiye are directed towards the Balkans, the Caucasus, the Russian Federation, and the
Central Asian Turkic Republics. However, in the current research, the internationalization
process is directed towards European countries and the USA. This may be because Getir
company aims to gain a competitive advantage by filling a gap with its service in these
markets.

When examining another proposition suggesting that firms from developing countries
choose exporting as an entry mode to initiate the internationalization process, no
corroborative evidence was found for Getir company. Getir, emphasizing its capability in
rapid delivery as a service-oriented company, has established the same service there and
expanded in the market by acquiring a similar competitor. Like many other Turkish firms, it
effectively utilizes both country-specific comparative advantages and firm-specific
capabilities while making these investments (Kaya & Erden, 2008). Another proposition that




could not be examined in the case of Getir is the emphasis on the export of agricultural
products, which is often mentioned. Getir, operating in the service sector, has a business
model based on delivering grocery products to consumers quickly.

As a result of the proposition regarding the problems that firms may encounter, data has
been found indicating that Getir company faces issues related to liability of foreignness and
financial constraints. To tackle the concern of liability of foreignness, the literature suggests
that a foreign branch should boost the teamwork between the parent company and its other
branches by using expatriates to help share resources internally, instead of depending
entirely on the parent company (Cao & Alon, 2021; Petrou, 2015). Considering the
information in the literature, it is also worth noting the significant challenges that firms from
emerging economies encounter in experiential learning and incorporating external
knowledge. Consequently, venturing into technologically advanced countries diminishes the
association between cross-border mergers and acquisitions (M&ASs) and innovation in
established technologies. This suggests that obtaining knowledge directly from
technologically advanced environments might alleviate the integration obstacles linked to
cross-border M&As (Samant et al., 2023).

The proposition that international marketing activities have a positive impact on the
performance of firms managing the internationalization process from emerging countries is
confirmed when the evidence gathered from the case of Getir company is examined. This
finding is also supported by the findings in the literature. For instance, Khan (2020) states |
that both the direct and indirect impacts of marketing agility on firm performance fluctuate /.:
based on the degree of market complexity. More precisely, it is observed that the direct //
correlation is less pronounced in less complex market environments but becomes more
robust in highly complex market settings. Additionally, it is ascertained that the association
between marketing agility and adaptation of marketing programs is less pronounced in
complex market conditions. Put differently, high market complexity diminishes the
influence of marketing agility on the adaptation of marketing programs. For future studies,
examining companies operating in different sectors within this theoretical framework can
contribute to a richer formation of knowledge in this field. In doing so, interviews can be
conducted with managers responsible for firms' internationalization strategies. To enrich the
theoretical discussion on companies transitioning from developing countries to
internationalization, comparing different theoretical explanations and presenting them
complementarily could be beneficial. As a limitation of this case study, it should be noted
that only one service-oriented business was selected for in-depth analysis. Examining more
service-oriented businesses of similar scale could allow for a more comprehensive
discussion of the findings.
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Genisletilmis Ozet

Bu arastirma, Paul & Mas (2019) tarafindan belirlenen 7-P modeli ¢ergevesinde Getir
firmasinin uluslararasilasma siirecine odaklanan bir vaka ¢alismasi olarak ele alinmistir. Bu
model altindaki siiregler kavramlarin Ingilizce bas harflerinden tiiretilerek 7-P adm1 almistir.
Sirasiyla su sekildedir; Potansiyel, Yol, Siire¢, Hiz, Desen, Sorunlar, Performans. Nitel veri
kullanarak gergeklestirilen ¢alismadaki veriler, firmanin web sitesinde bulunan kamuoyuna
acik belgeler, medya roportajlari, resmi haberler ve firma ortaklarindan gelen agiklamalari
icermektedir. Bir arastirma stratejisi olarak kabul edilen vaka caligmasi siireci, bir ortamin
i¢indeki dinamikleri anlama odakli olarak geriye ve ileriye dogru iterasyonlarla ilerler. Vaka
caligmasi icin veri toplama siirecinde arsivler, goriismeler, gozlemler ve anketlerden
yararlanilir. Bu nedenle, kanitlar nitel veya nicel olabilir (Eisenhardt, 1989). Vaka ¢alismasi,
bir olguyu acgiklamak icin kullanilabilir. Agciklayict bir vaka calismasi i¢in asagidaki
unsurlarin ele alinmas1 gerekmektedir (Yin, 1981):

a. Vakayla ilgili gerceklerin dogru bir sekilde tasvir edilmesi
b. Bu gergekler i¢in farkli agiklamalarin diisiiniilmesi
c. Bu gergeklerle en uyumlu goriinen agiklamaya dayali bir sonucun sunulmasi

Bu arastirmada kullanilan teorik modele gore ancak gelismekte olan iilkelerden gelen bir
firma analiz edilebilir. Mevcut arastirmada, Getir firmasi hakkinda toplanan bilgilere gore,
firma diinya genelinde market iiriinlerini kullanicilara teslim etmede oncii oldugunu iddia
etmektedir. Zamanla is modelini genisleterek, GetirBiiyiik, GetirYemek, GetirSu,
GetirCars1, GetirArag, Getirls, GetirBiTaksi ve nl1 hizmetlerini de icermistir. Firma,
Tiurkiye, Amerika Birlesik Devletleri ve Avrupa'daki bazi iilkelerde aktif olarak
faaliyetlerini stirdirmektedir (Hakkimizda, 2024). 2015 yilinda Tiirkiye'de kurularak, 2020
yilinda, iinlii bir isim olan Sir Michael Moritz liderligindeki bir yatirimcr grubundan 38
milyon dolarlik bir yatirim almis ve 2021 yilinda Londra ile uluslararasi hizmetlerine
baslamistir (Serim, 2020).

Potansiyel. Yazarlarin ilk Onerisine gore, gelismekte olan iilkelerden gelen firmalarin
diger gelismekte olan ve az gelismis iilkelerde yiiksek basari oranlarina ulasma olasilig
bulunmaktadir. Ancak, Getir uluslararasi olarak genislediginde, operasyonlarina Birlesik
Krallik'tan baglamis ve su anda Almanya, Hollanda, ABD ve Birlesik Krallik'ta faaliyet
gostermektedir. Tiirkiye gelismekte olan iilkeler arasinda smiflandirilmasina ragmen,
Getir'in uluslararasilagma siirecinde is modelini genislettigi tiim tlkelerin gelismis tilkeler
oldugu gézlemlenmektedir (Diinya Bankasi, 2022). Bu nedenle, mevcut durum ¢alismasi bu
Oneriyi test etme firsat1 saglamamaktadir.

Yol. Paul & Mas (2020), gelismekte olan iilkelerden gelen firmalarin giiglii stratejik
ortakliklar kurma ihtiyacini vurgular. Onlar, gelismis {ilkelere genislemenin en saglam
yolunun bu tilkelerde stratejik ortakliklar, is aglar1 veya is birlikleri kesfetmek oldugunu
vurgularlar. Bu baglamda, Getir'e bakildiginda, firmanin uluslararasi sahnede dikkat
cekmeyi ilk kez 2020 yilinda Sir Michael Moritz liderligindeki bir yatirime1 grubundan 38
milyon dolarlik bir yatirim alarak basardigi sdylenebilir. Daha sonra, 2023 yilinda Getir,
New York merkezli ¢evrim i¢i market firmasi FreshDirect'i satin almig ve bu sayede
FreshDirect'in taze iiriin kalitesinden ve c¢esidinden faydalanmig, kendi tesislerinde
FreshDirect markas1 altinda operasyonlarina devam etmisti (Ulukan, 2023). ilk olarak
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yurtdis1 operasyonlarina Birlesik Krallik'ta baslayan Getir, Kasim 2021'de ingiliz hizli
teslimat uygulamasi Weezy'yi satin almisti. O zamanlar Birlesik Krallik'ta 15 sehirde faaliyet
gosteren Weezy'yi  devralarak, Getir, Ingiltere'deki operasyonlarmi  genisletti
(BloombergHT, 2021).

Bu vaka calismasinda, Getir yurtdisina genisledikten sonra, mahallelerde kasap
diikkanlari, bakkallar ve sarkiiteriler gibi isletmeleri tiiketicilere ulastirmak amaciyla
GetirCars1 adinda bir platform kurdu. Ayni1 donemde, Getir, kullanicilarin taksi hizmetlerine
daha kolay erisim saglamasini saglayan BiTaksi uygulamasini biiyiik sehirlerde kullanima
sundu. Bu 6rnekler, firmanin uluslararasilagsma siirecinde oldugu gibi, ayn1 zamanda tilke
icindeki faaliyetlerini giliclendirmek i¢in calistigini gdstermektedir. Bu ayni zamanda
yonetim ve bilgi kaynaklarimin arttigin1 da géstermektedir. Gelismis tilkelere dogrudan satin
almalar ve is aglar aracilifiyla giren Getir'in basarisi, Paul & Mas'in (2020) onerisini
dogrulamaktadir.

Stire¢ Latin Amerika'daki firmalar iizerinden yaptiklar1 analizde, Paul & Mas (2020), ayni
dili konusan Latin Amerika iilkeleri arasinda pazar1 genisletme ¢abalarinin zayif oldugunu
belirtmektedir. Bu firmalarin baslica endisesinin mevcut pazarlarinda daha giiclii bir
rekabetci konum elde etmek oldugunu vurgularlar. Bu nedenle, bu firmalarin dogustan
kiiresel firmalar olmadig1 ve bolgesel olarak faaliyet gosterdikleri belirtilmektedir. Ancak,
Tiirkiye'de kurulan bir firma olan Getir i¢in durumun tam olarak ayni olmadigi
gozlemlenmektedir. Kurulusunun besinci yilinda uluslararasilagsma yolunda 6nemli adimlar
atmaya baslayan Getir'in, dogustan kiiresel bir 6zellige sahip oldugu sdylenemez, ancak
birka¢ nedenle, kendi tilkesinden farkl {ilkelerde faaliyet gostermekte ge¢ davranmadigi
diistiniilmektedir. Bunlardan biri, Getir tarafindan sunulan hizmetlerde teknoloji altyapisma |
onemli vurgu yapilmasidir. Yiiksek teknolojiyi entegre eden firmalarin, uluslararasilasma
stireclerinde "dogustan kiiresel" olma potansiyeline sahip olma olasiligi daha yiiksektir
(Paul, 2020). Onemli diger bir faktdr ise Getir'in, kurulusundan sonra 5 yil hizmetlerini
sundugu iilkesinin ardindan yabanci pazarlara genislemesiyle Covid-19 salginin baglamasi
ve bu durumun firmaya hizli bir sekilde biiyiimesine katki sunmasidir.

Hiz. Dordiinci oOneri, gelismekte olan iilkelerden gelen firmalarin genellikle
uluslararasilagsma stirecini baslatirken ihracat yontemini benimsediklerini ve yillar igcinde
farkli yontemler kullanabileceklerini 6ne siirmektedir (Paul & Mas, 2019). Getir'in ilk
uluslararasilasma adimini inceledigimizde, ayni hizmeti ayni ad altinda Birlesik Krallik'ta
sunmaya basladig1 gézlemlenmektedir. Getir'in esas olarak bir hizmet isi olmasi bu durumda
etkili bir faktodr olabilir. Uretim odakli firmalarin girig yontemlerinin hizmet odakl1 firmalara
aktarilmasinin uluslararasi pazarlar i¢in uygun olmayacagi bilinmektedir. Sermaye yogun
hizmet firmalari, ticari varliklarin1 korumak i¢in tam kontrol saglayan bir modu kullanarak
uluslararasi pazarlara girmeyi tercih ederler. Bilgi yogun hizmet firmalari, bilgilerini
korumalarina izin veren giris yOntemlerini secerler. Bu nedenle, siirecin kontroliinii
tamamen ellerinde tutmayi tercih ederler (Sanchez-Peinado ve dig., 2007). Bu 6neri bu
durumda desteklenmemektedir.

Desen. Paul & Mas'in (2020) besinci nerisi, gelismekte olan iilkelerden gelen firmalarin
endiistriyel {iriinler yerine tarimsal iirlinleri ihra¢ ederek uluslararasi faaliyetlerinde basari
elde etme egiliminde olduklarini 6ne stirmektedir. Yazarlar, hizmet sektoriinde bilgi yogun
yazilim ve teknoloji firmalarinin varligindan bahsederler. Tiirkiye'de, yerel olarak kurulmus




ve uluslararasi pazarlara genisleyen bircok yazilim ve teknoloji firmasi bulunmaktadir (6rn.
Peak Games, Ruby Games). Ancak, Getir, miisterilere hizli ve pratik teslimat saglama odakl1
bir hizmet firmasidir. Dolayisiyla, bu 6neri mevcut durumda desteklenmemektedir.

Sorunlar. Uluslararas1 pazarlama faaliyetlerinin baslatilmasindan sonra karsilasilan
sorunlart agiklayan oneri, yazarlar tarafindan belirtildigi sekilde iic ayr1 baslik altinda
incelenecektir. Bunlardan ilki, gelismekte olan iilkelerden gelen firmalarin isletmelerini
uluslararasilagtirirken biligsel yanlilik sorunlariyla karsilagsmalarini agiklayan Oneridir. Bu
sorun, liriin veya hizmetin kdken tilkesine dayanarak diisiik kalitede oldugu algisini tanimlar
(Paul & Mas, 2019). Getir firmasi, uluslararasilagsma silirecinden 6nce 6nemli miktarda
uluslararasi fon alarak 2018'de Wired UK tarafindan Istanbul'daki en iyi 10 startup arasinda
listelenmistir (Girisimcilik Haberleri, 2021). Dahasi, Getir'in uluslararasilasma siireci, ev
iilkesine ¢ok uzak olmayan cografi olarak yakin bir iilke olan Ingiltere'den baglamistir. Bu
nedenle, birbirlerine asina olan iki iilke arasinda bir siire¢ baglamistir. Dolasiyla, boyle bir
alg1 olusumuna dair herhangi bir kanit bulunmamaktadir. Sorunlar baslig1 altindaki diger
Oneri, gelismekte olan iilkelerden gelen firmalarin uluslararasilagma siirecinde “Yabancilik
Sorumlulugu” ile ilgili sorunlarla karsilasacaklarini 6ne siirmektedir. Bu, yabanci bir iilkede
bilgi ve deneyim eksikligine bagl olarak atfedilen sosyal maliyetlerle iliskilendirilen bir
durumdur. Getir, 2022 yilinda Amsterdam'daki hizmetlerinde, sehirdeki giiriiltii ve motor
trafigi sorunlartyla ve firmanin dagitim merkezlerinin halka agik olmamasindan
kaynaklanan goriintii kirliligi nedeniyle pencerelerine film uygulanmasi gerektigi goriisiiyle
kargilagmistir. Bu durumun, sehrin goriiniimiinii etkiledigi ileri siiriilmistiir (Sozcii, 2022).
Getir firmasi, depolarindaki bu soruna yanit olarak, sanatgilarin eserlerini sergilemeleri i¢in 4
depolarinda alan saglayarak magaza onlerine yeni bir goriinlim kazandirmistir. Sonug olarak,
depolar disaridan sanat galerileri gibi goriinmeye baglamistir (Onder, 2022). Hollanda'daki
depo sorununu ¢ozmek i¢in yaptiklart diger bir faaliyet, miisterilerin iiriinleri seg¢ip
O0demelerini kasada yapmalarina izin veren bir siipermarket a¢gmak olmustur. Bu
stipermarketlerde 0deme tamamlandiktan sonra Uriinler, misterilerin belirttigi teslimat
noktalarina Getir kuryeleri tarafindan teslim edilmek tizere gonderilir (Halag, 2022). Getir,
Italya, Ispanya ve Portekiz pazarlarinda baska bir zorlukla karsilasmistir. Covid-19 sirasinda
tiiketiciler sik¢a hizli teslimata yonelirken, kapaniglar sona erdikten sonra bu iilkelerdeki
cogu tiiketici magaza i¢i aligverisi tercih etmeye basladi (Oksijen, 2023). Getir, bu tiiketici
trendlerini fark ettiginde, bu pazarlardan ¢ekilerek finansal karlilik ve siirdiiriilebilir biiytime
icin daha gli¢lii firsatlarin bulundugu diger pazarlara odaklanmay1 tercih etmistir. Bu
bulgular, Getir'in Yabancilik Sorumlulugu sorunuyla karsilastigin1 ve ¢éziimlerinin basarili
oldugunu gostermektedir.

Gelismekte olan iilkelerden uluslararasilasma siirecinden gegen firmalarin
karsilasabilecegi bir diger sorun, yabanci iilkelerde finansal kisitlamalardir. 2023 yilinda,
Fransa'da cikarilan bir yasa nedeniyle Getir, magaza statiislinii kaybetti ve depo olarak
siiflandirildi. Bu yasanin ardindan, firma, Fransa'daki olumsuz diizenlemeler ve ekonomik
iklim nedeniyle {ilkeden gekilecegini agiklamistir (Schofield, 2023). Bu bulgular, Getir'in
faaliyet gosterdigi iilkelerde hukuki ve finansal diizenlemeler agisindan zorluklarla
karsilagtigin1 gostermektedir. Dolayisiyla, bu 6neri desteklenmektedir.

Performans. Paul & Mas'in (2020) son onerisi, uluslararasi pazarlama faaliyetlerinin
gelismekte olan iilkelerden firmalarin performansini olumlu yonde etkiledigini One
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siirmektedir. Uluslararasi pazarlara giristen sonra, Getir'in bu pazarlarda giiclii firmalar1 satin
alarak biiyiidiigii gézlemlenmektedir. Ornegin, Almanya'da, 2022 yilinda rakibi Gorillas',
yani aligveris ve hizli teslimat firmasini satin aldi. Bu sayede, yerel ve kokli firmalar
tarafindan ulasilan misterilere kolayca erisme firsatin1 ele gecirerek, bu satin almalar
araciligiyla rekabet icindeki konumunu giliglendirmistir. Getir'in uluslararasi basarisini
inceledigimizde, yazarlarin 6nerisi kabul edilebilir bulunmaktadir.

Bu calismada, 6zellikle gelismekte olan iilkelerden firmalarin uluslararasilagma siireci
icin Paul & Mas (2020) tarafindan gelistirilen 7-P teorik cergevesi, bir vaka c¢aligmasi
tizerinden incelenmistirr Bu makalede incelenen vaka c¢alismasinda, firmanin
uluslararasilagsma stirecinde gelismis iilke pazarlarini tercih ettigi gozlemlenmektedir.
Yiiksek gelirli, daha rekabetci tilkelerde faaliyet gosteren ve daha biiylik pazarlarda is yapan
gelismekte olan tilkelerden firmalara daha az rastlanmaktadir. Gelismis iilkelerde bir nis
pazar bulma ve rekabet¢ci bir konum gelistirme yetenegine sahip olan firmalar bunu
basarabilirler (Barnard, 2021). Paul & Mas (2020), firmalarin piyasa giris siirecinde
genellikle giiclii ittifaklar kurma egiliminde oldugunu belirtmektedir.

Gelismekte olan tilkelerden gelen firmalarin, dogrudan yabanci yatirimlar yapmadan dnce
yerel iliskiler kurduklar1 ve ortak girisimleri tercih ettikleri vurgulanmaktadir (Yaprak &
Karademir, 2011). Getir firmasi {izerinde yapilan vaka ¢aligmasi, benzer firmalardan aldig:
uluslararasi pazarlardaki deneyimlerle bu 6nermeyi dogrular niteliktedir. Gelismekte olan
tilkelerden firmalarin uluslararasilagsma siirecinde benzer kiiltlirler ve is siireclerine sahip
iilkeleri pazar olarak sececekleri dnermesiyle ilgili kanitlar incelendiginde, bu durumun
Getir firmas1 i¢in gecerli olmadig1 goriilmektedir. Erdilek (2008), Tiirkiye'den yapilan

uluslararas: dogrudan yatirimlarin ¢ogunun Balkanlar, Kafkasya, Rusya Federasyonu ve |

Orta Asya Tirk Cumhuriyetleri'ne yonlendirildigini belirtmistir. Ancak, bu c¢aligmada
uluslararasilagma siireci Avrupa iilkeleri ve ABD'ye yonlendirilmistir. Bu durum, Getir
firmasinin bu pazarlarda hizmetiyle bir boslugu doldurarak rekabet avantaji elde etmeyi
hedeflemesiyle ilgili olabilir.

Bu calismada, gelismekte olan iilkelerden firmalarin uluslararasilagsma siirecini baglatmak
icin digsatim tercih ettigi Onerisini destekleyecek bir kanit bulunamamistir. Hizli teslimat
konusundaki yetenegini vurgulayan Getir, hizmet odakli benzer bir rakibi satin alarak
pazarda genislemistir. Birgok Tiirk firmasi gibi, bu yatirimlar1 yaparken hem tilke 6zelinde
karsilastirmali avantajlari hem de firma 6zelinde yetenekleri etkili bir sekilde kullanmaktadir
(Kaya & Erden, 2008). Getir 6rneginde incelenemeyen bagka bir dnerme ise genellikle tarim
tiriinlerinin ihracatinin olacaginin ileri siiriilmesidir. Hizmet sektoriinde faaliyet gosteren
Getir'in is modeli, miisterilere market tirinlerini hizli bir sekilde ulagtirmaya dayanmaktadr.

Firmalarin karsilasabilecegi sorunlarla ilgili 6neri sonucunda, Getir firmasinin yabancilik
sorunlar1 ve mali kisitlamalarla ilgili sorunlarla karsilastigina dair veriler bulunmustur.
Yabancilik sorununun iistesinden gelmek igin, literatiir, yabanci bir subenin, i¢ kaynaklari
tamamen ana firmaya bagli kalmak yerine, i¢ kaynaklar1 paylagmaya yardimci olmak icin
ana firma ile diger subeler arasindaki igbirligini artirmaya tesvik etmesi gerektigini
onermektedir (Cao & Alon, 2021; Petrou, 2015). Literatiirdeki bilgilere gore, geligmekte
olan ekonomilerden gelen firmalarin deneyimsel 6grenme ve dis bilgiyi dahil etme
konusunda yasadiklar1 nemli zorluklarini da goz dnilinde bulundurmak 6nemlidir.




Getir firmasmin durumu incelendiginde toplanan kanitlar, pazarlama faaliyetlerinin,
gelismekte olan iilkelerden gelen firmalarin uluslararasilagsma siirecini yonetme iizerinde
olumlu bir etkisi oldugunu dogrulamaktadir. Bu bulgu, literatiirdeki bulgularla da
desteklenmektedir. Ornegin, Khan (2020), pazarlama ¢evikliginin firmalarin performansina
dogrudan ve dolayli etkilerinin pazarin karmasiklik derecesine bagli olarak degistigini
belirtmektedir. Daha agik bir ifadeyle, pazarlama cevikliginin pazarlama programlarinin
uyarlanmasina olan etkisi, karmagsik pazar kosullarinda daha az belirgindir. Yiiksek pazar
karmasikligi, pazarlama ¢evikliginin pazarlama programlarinin uyarlanmasindaki etkisini

azaltir.

Gelecekteki ¢alismalar i¢in, bu teorik cerceve icinde farkli sektorlerde faaliyet gosteren
firmalarin incelenmesi, bu alandaki bilginin daha zengin bir sekilde olusturulmasina katk1
saglayabilir. Bu dogrultuda, firmalarin uluslararasilasma stratejilerinden sorumlu
yoneticilerle goriismeler yapilabilir. Gelismekte olan iilkelerden uluslararasilagsmaya gegen
firmalar iizerine teorik tartismayr zenginlestirmek i¢in farkli teorik agiklamalarin
karsilastirilmast ve tamamlayic1 bir sekilde sunulmasi yararli olabilir. Mevcut vaka
calismasinin bir kisit1 olarak, derinlemesine analiz i¢in yalnizca bir tane hizmet odakli
isletme secilmesi verilebilir. Benzer oOl¢ekte daha fazla hizmet odakli isletmenin
incelenmesi, bulgularin daha kapsamli bir sekilde tartisilmasina olanak saglayabilir.
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OZET

Siirdiiriilebilir pazarlama  yonetimi, kar odakl
pazarlamayi etik, ¢evre dostu ve sosyal sorumluluk
ilkeleriyle entegre eden bir post-modern yaklagimi
temsil ~ etmektedir.  Siirdiiriilebilir  pazarlama
yonetimi lizerine yapilan arastirmalarin cesitliligi
bu alanda kapsamli alan yazin arastirmasina ihtiyag
duyuldugunu gostermektedir. Bu ¢alisma web of
science veri tabaninda yer alan akademik yayinlari
inceleyerek siirdiiriilebilir pazarlama konusunu
saglam bir bakis acisiyla haritalandirmayr ve
gelecekteki  potansiyel — arastirma  alanlarini
belirlemeyi amaglamaktadir: Arastirmanin zaman
igindeki evrimini tanimlamak i¢in bibliyometrik
analiz =~ yontemi - kullanmilmaktadir.  Ayrica
strdiirtilebilir pazarlama yonetimi arastirmalarinin
ag ve entelektiiel yapist VOSviewer yazilimi ile
gorsellestirilerek  analiz  edilmektedir.  Analiz
sonuglari,  siirdiiriilebilir  pazarlama  yonetimi
literatirinde.  kurumsal  sosyal — sorumluluk,
stirdtriilebilirlik, siirdiiriilebilir kalkinma, ¢evresel
performans ve yesil yenilik gibi temalarm baskin
oldugunu ortaya koymaktadir. Bu temalar
isletmelerin ~ ve  tiiketicilerin  strdiiriilebilir
uygulamalara olan artan ilgisini ve = bu
uygulamalarin  ekonomik, sosyal ve g¢evresel
performans {izerindeki etkilerini yansitmaktadir.
Ortak yazarlik ve atif analizleri, alanmn kiiresel bir is
birligi ag1 igcinde gelistigini ve ¢ok sayida disiplin
arasi caligmayi tesvik ettigini gdstermektedir. Bu
calisma stirdiirtilebilir pazarlama yonetimindeki en
son konulara odaklanan 6nemli giincel katkilar1 ele
almaktadir ve bu dogrultuda ileri arastirmalar i¢in
verimli arastirma yollar1 ongérmektedir.

Anahtar Kelimeler: Sirdurilebilir Pazarlama
Yonetimi, Bibliyometrik Analiz, Icerik Analizi,
VOSviewer, Web of Science.

ABSTRACT

Sustainable marketing. management is a post-
modern approach that integrates profit-oriented
marketing with ethical, environmentally friendly,
and socially responsible principles. The research on
sustainable marketing management ‘highlights the
need for a comprehensive literature review in this
field. This study aims to examine the issue of
sustainable marketing from an objective perspective
and identify potential future research areas by
analyzing academic publications on the Web of
Science database. The bibliometric analysis method
is used to describe the evolution of research over
time. Additionally, the network and intellectual
structure of sustainable marketing management
research is  visualized and analyzed using
\VVOSviewer software. The analysis results show that
the sustainable marketing management literature is
dominated by themes such as corporate social
responsibility, sustainability, sustainable
development, environmental performance, and
green innovation. These themes reflect the growing
interest of businesses and consumers in sustainable
practices ‘and the impact of these practices on
economic, social, and environmental performance.
Co-authorship and citation analyses indicate that the
field of sustainable marketing management has
developed. .~ through a global network of
collaborations, fostering interdisciplinary studies.
This study discusses the most significant current
contributions and foresees promising research
avenues for further exploration in this direction.
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1. Giris

Siirdiiriilebilirlik uzun yillardir arastirmacilarin tartistig1 evrensel bir konudur. insanlik
her zaman artan toplumsal zorluklar, ¢evresel sorunlar ve diinya kaynaklarmin sinirliligiyla
ilgili olarak gelecek nesillerin ihtiyaclarini karsilamayr saglamadan giiniimiiz ihtiyaclarini
karsilama diisiincesi ile ilgilenmektedir (Kemper & Ballantine, 2019). Pazarlama isletmenin
temel islevlerinden biri olarak kabul edilirken, siirdiiriilebilir pazarlama, geleneksel
pazarlamanin ekonomik bakis agisini, sosyal esitlik, ekolojik koruma, ¢evresel ve sosyal
boyutta (¢evre dostu uygulamalar, etik sorumluluklar, nesiller aras1 dengeler, uzun vadeli
endiseler vb.) yeni kavramlarla birlestiren bir evrilmeyi temsil etmektedir (Seretny & Gaur,
2020).

Siirdiirtilebilir pazarlama kavraminin gelisimi Kassarjian (1971) tarafindan ortaya atilan
ekolojik pazarlama fikriyle bagladig1 anlasilmaktadir. Ekolojik pazarlama kavraminin yani
sira sosyal ve toplumsal pazarlama kavramlari da siirdiiriilebilir pazarlama ile iliskilidir.
Kotler ve Lee (2005) sosyal pazarlamayr kurumsal sosyal pazarlama, hedefe yonelik
pazarlama, kurumsal hayirseverlik, topluluk goniilliiliigli ve sosyal sorumlu is uygulamalari
olmak lizere alt kategoride incelemektedir. Ekolojik pazarlama kavrami temelde toplumsal
pazarlama yaklagimina dayanmakta olup ekolojiyi ve kirliligi etkileyen faktorleri de
kapsamaktadir. Ekolojik pazarlama oOncelikle {ireticilerin ¢evre dostu olma arzularina
odaklanmakta ve tiiketici gereksinimlerini g6z ardi etmektedir (Van Dam & Apeldoorn,
1996). Cevresel pazarlama konularma ilginin artmasi yesil pazarlama terimini ortaya
cikarmistir (Menon & Menon, 1997). Yesil pazarlama o6zellikle cevresel konulara
odaklanmakta ve pazarlamadaki sosyal giigleri degistirmektedir. Ayrica ¢evresel pazarlama
konularina 1985 yilina kadar goz ard1 edildigi, ancak daha sonra bu alanin 6nem kazandig: .
ve beraberinde yesil pazarlama teriminin ortaya atildigi anlasilmaktadir (Menon & Menon,
1997). Peattie ve Crane (2005) ise yesil pazarlamanin ancak 1980'lerin sonlarinda
arastirmacilarin dikkatini ¢ekmeye basladigini 6ne slirmekte ve bu donemden itibaren
miisterilerin, yesil tirlinlere olan farkindalik ve 6deme isteginin arttigini belirtmektedir. Bu
gelismeler daha kapsamli bir kavram olan stirdiiriilebilir pazarlama etrafinda sekillendigi
gorilmektedir.

Aragtirma alaninin envanterini gorsellestirmek amaciyla mevcut alan yazin detaylica
incelenmistir. Leonidou ve Leonidou (2011) tarafindan 1969-2008 donemini kapsayan
aragtirmada yayinlanan makalede yazar ve dergilerin nicelik ve etki agisindan performansini
ortaya ¢ikarmak i¢in alint1 yaklasimi kullanilmistir. Chabowski ve arkadaglar (2011) gibi
bazi ¢aligmalar, siirdiiriilebilir pazarlamanin veya siirdiiriilebilir kalkinmanin kavramsal arka
planini veya metodolojik temellerini ortaya cikarmak i¢in ortak alinti analizinden
faydalanmistir. Bu cabalar siirdiiriilebilir pazarlama stratejisinin uygulanmasina iliskin
mevcut literatiirii sentezlemek i¢in 6nemlidir. Ancak mevcut bulgular arastirmalarin gevresel
stirdiiriilebilirlik iizerinde yogunlastigini ve yesil pazarlama, siirdiiriilebilir pazarlama ve
stirdiirtilebilir kalkinma gibi iliskili ancak farkli kavramlara odaklandigini gostermektedir.
Ayrica yesil tedarik zincirleri (Amirbagheri vd., 2019) ve belirli disiplinler veya
endiistrilerdeki sosyal siirdiiriilebilirlik (iiretim, tedarik zinciri, moda, finans, yatirim vb.)
gibi ana yonetim alanlarindaki siirdiiriilebilir pazarlamanin nis alanlarin1 6zetlemek
amaciyla ¢esitli incelemeler yapildig1 goriilmektedir (Govindan vd., 2021).
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Mevcut arastirmalarin alana 6nemli katkilar1 olmasina ragmen, arastirmalarda iki temel
kisit s6z konusudur. Birincisi, slirdiirtilebilir pazarlama {izerine yapilan aragtirmalar halen
pargal1 bir yapida olup ¢ok az1 sistemli arastirmayla ele alindig1 goriilmektedir. ikincisi,
stirdiiriilebilir pazarlama kavramina teorik bir bakis acisinin eksikligi ile ilgilidir. Bu durum
heniliz olgunlagsmamis yeni arastirma alanlarinda zaman faktorii nedeniyle yaygin bir

durumdur. Siirdiiriilebilir pazarlama ile ilgili ¢alismalarin sayisi siirekli artmasina ragmen
stirdiiriilebilir pazarlama alaninin dinamikleri, ana arastirma temalar1 ve is birligi aglar
heniiz nicel olarak kapsamli bir sekilde analiz edilmemistir. Bu nedenle siirdiiriilebilir
pazarlamaya dair alt bagliklarin artisi nedeniyle alanin nasil gelistigini takip etmek igin
diizenli olarak literatiir incelemelerine ihtiya¢ bulunmaktadir.

Bibliyometrik analiz belirli bir konunun genel durumunu veya egilimlerini gdstermek igin
etkili bir inceleme yontemidir (Shilbury, 2011). Bu yontem mevcut literatiiriin kapsaml
katkisini1 ve gelecekteki arastirma yonlerini gostermesi cihetiyle 6nemli goriilmektedir. Bu
inceleme mevcut arastirmalar1 incelemek ve gelecekteki yeni arastirma konulart énermek
amactyla siirdiiriilebilir pazarlama yonetimine dair mevcut alan yazinin bir resmini sunmay1
amaglamaktadir. 1) Siirdiiriilebilir pazarlama yonetimi alanindaki literatiiriin mevcut
durumu nedir ve 2) bu alanin gelecekteki potansiyel arastirma yonleri nelerdir sorularina
cevap aramak {lizere bir bibliyografik inceleme gergeklestirilecektir. Bibliyografik yontem
bir alandaki yayin modellerini incelemek i¢in nicel yontemler kullanmaktadir. Mevcut
arastirmalarin analizini gergeklestirmek ve arastirma alanina iligkin kapsamli bir bilgi J
haritasi saglamak icin seffaf ve Olgeklenebilir incelemeler yapilabilmesine olanak .~
tanimaktadir. Bibliyometri kiimeleme algoritmalar1 yontemiyle siralamayi, gorsellestirmeyi & f _\§x
ve bilgilerin dijitallestirilmesini sistemlestirmektedir (Goertzen, 2019). Siirdirilebilir {l : '
pazarlama yonetimi alanmin haritasin1 ¢ikardiktan sonra anlatisal bir yorumlama &\b\‘ ‘ /7
gerceklestirilecektir. Bibliyometrik yontem yeni ortaya c¢ikan arastirma alanlarinin analizi
icin uygunluk, konunun temel yonlerini net bir sekilde tanimlama ve siirdiiriilebilir
pazarlama yonetimine iliskin yeni bakis acgilar1 ve ileri arastirma yonleri lizerine fikirlere
imkan saglama nedenleriyle tercih edilmistir.

Bu ¢alisma isletmelerin siirdiiriilebilirlik odakli hedeflerini strateji haline getirmelerini
saglayan bir cer¢eve sunarak mevcut siirdiiriilebilir pazarlama yonetimi alan yazinina katki
saglamaktadir. Bibliyometrik yontem ilgili alandaki mevcut literatiiriin arastirma cephesini
degerlendirmek i¢in uygun bir yontemdir. Bu yontem nitel literatiir taramalarinda oldugu
gibi arastirmacilarin 6znel ve sezgisel Onyargilarini en aza indirgemek i¢in tercih
edilmektedir (Pritchard, 1969). Bu nedenle giincellenmis bibliyografik aciklamalar
saglamak, yeni alanlar1 belirlemek, daha kiigiik alt alanlar1 filtrelemek ve en son
stirdiiriilebilir pazarlama yoOnetimi literatiiriiniin tematik yapisini ortaya c¢ikarmak igin
bibliyografik eslestirmeyi kullanarak arastirmacilarin kapsamli bir sonuca ulasmalarini
saglamaktadir. Ayn1 zamanda pazarlama yoneticilerinin siirdiiriilebilir pazarlama yonetimi
uygulamalarina kolay erisimini saglamaktadir. Sonraki kisimda siirdiiriilebilir pazarlamanin
Ozet bir incelemesi sunulmaktadir. Ardindan aragtirmanin yontemi ve bibliyometrik
eslestirme analizi ve ¢alisma temalar1 agiklamalarla birlikte tartisilmaktadir.

Siirdiiriilebilir pazarlama yonetimi, pazarlama uygulamalarinin geniglemesi ve kapsamli
evriminde merkezi bir rol oynamakta olup hem akademik arastirmacilar hem de endiistri
liderleri tarafindan ilerici bir pazarlama felsefesi olarak kabul edilmektedir. Bu yaklasim;
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fiyatlandirma, tanitim ve dagitim ile ilgili stratejilerin tasarimini, uygulanmasini, denetimini
ve iyilestirilmesini kapsamaktadir. Siirdiiriilebilir pazarlamanin amaci, tiiketicilere sadece
ihtiyaclarini karsilayan degil, ayn1 zamanda kuruluslarin hedefleriyle uyumlu, toplumsal ve
cevresel sistemlerle uyumlu iriinler sunabilmektir (Park vd., 2022). Sirdiirilebilir
pazarlamanin igletmelerin gelisen toplumsal ve gevresel silireclere uyum saglamasi igin
gerekli ¢evikligi saglamakta onemli bir fonksiyonu bulunmaktadir. Uzun vadeli iliskisel
pazarlamaya olan baglilig1 tesvik ederek kendisini geleneksel pazarlama modellerine 6zgii
gecici, kar odakli hedeflerden ayirmaktadir. Stirdiiriilebilir pazarlamaya ge¢is tiim pazarlama
boyutlarinda sosyal ve g¢evresel hususlarin entegrasyonu zorunlu kilmakta ve boylece
pazarlar1 bolimlendirme ve hedef kitleleri belirlemede yeni bir temel olugturmaktadir. Bu
degisim c¢evresel ve sosyal hususlari, kapsamli tiiketici davranisi analizleri, pazarlama
karmasinin yeniden yapilandirilmas:t ve is siireglerini iyilestirmek icin ileriye doniik
pazarlama faaliyetlerinin kullanilmasi olmak iizere dort kritik alanda yaratici ¢oziimler
tiretilmesini gerektirmektedir (Bozkurt ve Cetin, 2016). Daha agik bir ifade ile bu dort boyut
sunlardir:

e Cevresel ve sosyal hususlar: Siirdiiriilebilir pazarlamanin, ¢evresel ve sosyal
sorumluluklart 6n plana ¢ikaran bir yaklagimi benimsemesi gerektigi
vurgulanmaktadir. Bu boyut isletmelerin ¢evresel ayak izini azaltma ve toplumsal
refah1 artirma ¢abalarini igermektedir.

o Kapsaml tiiketici davranisi analizleri: Tiketicilerin siirdiirilebilir iriin ve
hizmetlere olan talep ve tercihlerinin anlagilmasini saglayan detayli analizlerin

yapilmasi gerekmektedir. Bu analizler igletmelerin pazarlama stratejilerini daha |

etkin bir sekilde sekillendirmelerine yardimc1 olmaktadir.

e Pazarlama karmasinin yeniden yapilandirilmas:: Uriin, fiyat, yer ve tanittm olmak
lizere pazarlama karisiminin dort temel unsuru, siirdiirtilebilirlik ilkelerine uygun
sekilde yeniden yapilandirilmalidir. Bu boyut isletmelerin pazarlama
faaliyetlerini ¢evre dostu ve topluma duyarl bir sekilde yeniden diizenlemelerini
gerektirmektedir.

e s siireclerini iyilestirmek icin ileriye déniik pazarlama faaliyetlerinin
kullanilmasi: Isletmelerin siirdiiriilebilir pazarlama kapsaminda is siireglerini
lyilestirmeye ve inovasyona yonelik adimlar atmalar1 beklenmektedir.

Bu dort kritik alan siirdiiriilebilir pazarlama yonetiminin temelini olusturmakta ve
isletmelerin bu yeni yaklasima uyum saglamalarinda kilit rol oynamaktadir. Ozetle,
stirdiiriilebilir pazarlama yonetimi kar odakli pazarlamay1 etik, ¢evre dostu ve sosyal
sorumluluk ilkeleriyle birlestiren bir post-yaklasimi temsil etmektedir. Bu arastirma sadece
cevre bilinci yiiksek iirlin veya hizmetlere olan talebi artirmakla kalmayip, ayni zamanda
stirdiiriilebilir pazarlama stratejilerinin benimsenmesini tesvik etmeyi hedeflemektedir.
Isletme ile miisteriler arasinda ortak degerlerin olusturulmasi ve bu degerlerin paylasiimasi
yoluyla miisteri sadakatinin gelistirilmesini, ¢evresel siirdiiriilebilirligi ve toplumsal refahi
destekleyen davranislari tesvik etmeyi amacglamaktadir.

Alan yazinda siirdiirtilebilir pazarlama yonetimi konusundaki ilk ¢aligmalara 1970'lerde
ekolojik pazarlama baslig1 altinda kaynak tiilkenmesi ve ¢evresel kirlilik vb. ¢evresel sorunlar
lizerine yapilan calismalarda rastlanmaktadir. Bu dénem pazarlamacilarin bu c¢evresel
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felaketi 6nlemek i¢in sorumluluk tistlenme egilim ve arzusunu vurgulamaktadir (Shapiro,
1978). 1980'lerde yesil tiiketim pratikleri ve ¢evreyi korumayi tesvik etme konularini i¢eren
yesil pazarlama kavraminin giindeme geldigi goriilmektedir. Yesil pazarlama yaklagimi,
isletmelerin gelisim ve rekabet avantajlarini arttirabilmesinin saglam bir sosyal c¢evre ile
miimkiin olabilecegini belirtmektedir. Pazar baskilarinin bir sonucu olarak yesil pazarlama,
sosyal pazarlama ve ekolojik pazarlamanin yerini almakta oldugu anlasilmaktadir
(Balderjahn, 1988).

2000’11 yillar ve sonrasinda siirecin siirdiirtilebilir gelisimi ve ekonomileri tesvik etmeye
odaklanan bir c¢abanin sonucu olarak siirdiiriilebilir pazarlamaya dogru evrildigi
belirtilmektedir (Belz & Peattie, 2012). Siirdiiriilebilir pazarlamay: siirdiiriilebilir ilerlemeye
ve siirdiiriilebilirlik sorunlarini ele almaya yonelik vurgu ile uzun siireli musteri iligkileri
kurmaya yonelik bir pazarlama tiriidiir. Bu pazarlama doneminde gelecek nesillerin
beklentilerinin goz ardi edilmedigi, ekonomik, ¢evresel ve sosyal biiyliimeyi tesvik eden
girigsimlerin tesvik edilmesi amaglanmaktadir. Siirdiiriilebilir pazarlama insan ihtiyaglari,
kiiresel ekolojik cerceve ve ekonomik ilerleme arasinda uyumlu bir denge gozeterek,
kurulusglarin tiretkenligini artirirken daha az kaynak kullanimini optimize ederek ve tiiketici
taleplerini karsilarken daha giiclii ve yetenekli olmalarin1 saglamaktadir (Seretny & Gaur,
2020). Siirdiiriilebilir pazarlamay1 destekleyen siirecler, tiiketicilerle ve genis topluluklarla
giiclii ve kalic iligkiler kurma ve silirdiirme tizerine odaklanmaktadir. Bu girisimler ¢evresel
ve toplumsal etkileri en aza indirirken ¢evresel ve sosyal canliligin yeniden kazanilmasina
katkida bulunmay1 amaglamaktadir (Kirchgeorg & Winn, 2006).

Siirdiiriilebilir pazarlama yonetimi, isletmelerin mevcut ve gelecek nesiller icin deger f/
yaratma kapasitelerini artirirken, ayni1 zamanda gevresel ve sosyal sorumluluklarini da yerine
getirmelerini saglayan kapsamli bir yaklagimdir. Bu yonetim bigimi, tiiketicilerin artan ¢evre

ve sosyal bilincine yanit vererek isletmelerin rekabet avantaji kazanmalarina ve uzun vadeli
basarilarini slirdiirmelerine yardimci olur. Siirdiiriilebilir pazarlama, isletmeler i¢in sadece
bir tercih degil, aym1 zamanda kiiresel ekonomik ve cevresel trendlere uyum saglama
zorunlulugu haline gelmistir. Bu yaklasim, isletmelerin gelecekteki basarilarini
sekillendirmede kritik bir rol oynayacak ve hem kuruluslar hem de toplum i¢in olumlu
sonuclar doguracaktir. Siirdiiriilebilir pazarlama yonetiminin gelistirilmesine yonelik alan
yazinda artan bir ilgi bulunmaktadir (Peattie & Peattie, 2009; Saren, 2000). Siirdiiriilebilir
pazarlamay1 cagdas pazarlama, etik pazarlama, cevre dostu pazarlama ve iliskisel
pazarlamanin bir birlesimi olarak kavramsallastiran bir model onerilmektedir (Belz ve
Peattie, 2012). Gordon ve arkadaslar1 (2011) yesil, sosyal ve kritik pazarlama gibi ilgili alt
disiplinleri entegre ederek siirdiiriilebilir pazarlamanin nasil basarilabilecegini incelemek
amaciyla bir model onerisinde bulunmaktadir. Ayrica, miras turizmi i¢in siirdiiriilebilir bir
pazarlama gergevesi (Chhabra, 2009), siirdiiriilebilir bir etkinlik pazarlama plan1 modeli
(Tinnish & Mangal, 2012) ve pozitif psikolojik sermaye ile baglantili siirdiiriilebilir
pazarlama modeli (Seretny & Gaur, 2020) vb. sektdr Ozelinde arastirma cerceveleri
gelistirildigi anlasilmaktadir. Bu dogrultuda ana arastirma alani i¢indeki alt temalarin ve
konularin bir analizini yapmanin gelecek arastirma yonlerini tanimlamada 6nemli bir katki
saglayacag diisiiniilmektedir.
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2. Yontem

Arastirmacilar siirdiiriilebilir pazarlama literatiirliniin yapisina 151k tutmak, arastirma
temalarinin egilimlerini degerlendirmek ve gelecekteki arastirma yonleri agisindan fikir
vermek icin bibliyografik baglanti ve tematik analiz yoOntemlerini kullanmaktadir.
Bibliyografik baglanti ¢alismalar, benzerlik veya ortiismeye dayali olarak aragtirmalar
arasindaki yakimligi gostermektedir (Ozel & Kozak, 2012). Dolayisiyla belgeler arasinda
benzer referanslarin daha yiiksek sayida olmasi, makaleler arasinda bir benzerlik oldugunu
gostermektedir (Kessler, 1963). Arastirmacilar bibliyografik baglanti kiimelerindeki
benzerliklerin gorsellestirilmesine bagli olarak kiimeler halinde atif referanslariyla kapsamli
literatiir incelemesi yapmaktadir (Van Eck & Waltman 2010). Bu metodolojinin, esas
aragtirma alanlarini, bibliyografik veri miktarini, toplam atif sayilarini, yillara gore atif
dagilimimi ve giincel yayinlar1 sentezleyerek belirginlestirmesi dogrultusunda farkl
disiplinlerdeki baglamlarda son derece yararli oldugu anlagilmaktadir. Ayrica arastirma
cephesini, alana en 6nemli ve giincel katkilar1 ve en son tematik konular1 temsil etmede es-
atif ve es-kelime analizinden daha tiretken ve kesin olabilecegi savunulmaktadir (Boyack &
Klavans 2010). Bu metodolojiyi benimseyen arastirmacilar siirdiiriilebilir pazarlama
yOnetimi ilizerine yogunlasarak, gelismekte olan literatiirli derinlemesine incelemekte ve bu
alandaki yapisal gorsellestirmeyi elde etmeyi amaglamaktadir. Bu ¢alisma ise kapsamli bir
yaym donemini ele alarak ve siirdiiriilebilir pazarlama dergilerine odaklanarak alana ve
arastirmacilara katki saglamayi amaclamaktadir.

Onceki ¢alismalarin dnerdigi gibi bibliyografik baglanti analizinin VOSViewer ile
birlestirilmesi ve tematik analiz, bir arastirma alaninin entelektiiel yapisini ve dinamiklerini,
her kiime iginde nicel bibliyometrikler ve sistemik inceleme temelinde inceleme kapasitesini
gelistirme olasiligi sunmaktadir (Sharma vd., 2022). Yazarlar siirdiiriilebilir pazarlama
literatiiriiniin bilgi yapisina daha fazla i¢gorii saglamak ve gelecekte arastirma temalarinin
nereye evrilecegini incelemek igin bibliyografik baglanti analizinin yan1 sira metasearching
teknigini kullanmaktadir.

Aragtirma stlirecinde Turzo ve arkadaslarinin (2022) ¢alismasinda takip edilen adimlar
esas alinmustir: Oncelikle siirdiiriilebilir pazarlama kavramlarma kapsamli bir bakis
saglamak ve bu alanda kullanilan yaygin anahtar kelimelerin bir listesini yapmak amaciyla
ekolojik, cevresel, sosyal, yesil ve siirdiiriilebilir pazarlama ile ilgili detayli bir literatiir
incelemesi gerceklestirilmistir. Sonrasinda, onceki sistematik ve bibliyometrik incelemeler
dogrultusunda ilgili terimlerin bir kombinasyonu hazirlanmistir (Dangelico & Vocalelli
2017). Bu ¢alisma isletme perspektiflerinden siirdiiriilebilir pazarlama odakli bir arastirma
oldugundan, siirdiiriilebilirlik, pazarlama ve isletme kavramlari ile iliskili anahtar kelimeleri
TS (Baslik-Ozet-Anahtar Kelime) ve Boolean operatorleri kullanilmistir. Boolean
operatorleri AND (ve), OR (veya) ve NOT (degil) olmak iizere programlama, arama
algoritmalar ve dijital mantik gibi alanlarda karmagik ve hassas sorgularin olusturulmasinda
temel bilesenlerdir (Bundy, 1983). AND (ve) iki veya daha fazla kosulun ayni anda
karsilanmasi gerektigi durumlar i¢in kullanilmaktadir. Arama sorgularinda belirtilen tiim
terimlerin bulundugu sonuglar1 elde etmek amaciyla sonuglari daraltmak igin tercih
edilmektedir. OR (veya) operatorii belirtilen herhangi bir kriteri karsilayan 6geleri arama
sonuglara dahil ederek sonuglar1 genisletme i¢in kullanilmaktadir. NOT (degil) operatorii
ise arama sorgularinda ilgili olmayan bilgileri filtrelemek amaciyla kullanilmaktadir. Bu
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operatorler veri tabanlarindaki verileri hassas bir sekilde filtrelemek, arama motoru
sorgularin1 rafine etmek veya programlama ve mantik devrelerinde belirli kosullari
olusturmak i¢in karmasik ifadeleri birlestirmekte tercih edilmektedir (Goodwin & Johnson-
Laird, 2013).

Yapilan literatiir arastirmalari ile anahtar kelimeler, siirdiiriilebilirlik kavrami ile ilgili
olarak yesil pazarlama, sosyal pazarlama, g¢evre/cevresel pazarlama ve siirdiiriilebilir
pazarlama anahtar kelimeleri ve ayrica yonetim ve belirli pazarlama taktikleri ile ilgili {iriin
yonetimi, fiyatlandirma yonetimi, reklamcilik yonetimi, promosyon yonetim, sirket, firma,
isletme ve kurumsal olarak belirlenmistir. Sorgu metni asagida gosterilmektedir:

TS= (green OR social OR environment* OR sustainab*) AND TS= ((marketing
management OR product* manage* OR pricing* manage* OR promotion* manage*) AND
(company* OR firm* OR enterprise* OR corporate*)

Scopus veri tabani yerine Web of Science (WOS) veri tabani tercih edilmesinin nedenleri:

o Kalite ve segicilik: WOS genellikle yayinladigi dergiler a¢isindan daha segici olarak
kabul edilmektedir. Bu durum WOS'un daha yiiksek etki faktoriine ve akademik
itibara sahip dergileri icerdigi anlamina gelmektedir. Arastirmacilar analizlerinin
kalite ve giivenilirligini artirmak i¢in bu veri tabanini tercih etmektedir (Falagas,
2008).

e Atf analizleri: WOS atif analizi konusunda uzun bir gegmise ve gii¢lii bir itibara
sahiptir. Atif analizleri ve etki faktorii hesaplamalari igin genellikle tercih edilen bir
kaynaktir. Ozellikle atif sayilar1 ve etki faktorleri iizerine yogunlasan bibliyometrik [/
calismalar i¢in bu durum 6nemli bir faktordiir.

e Tarihsel veri erisimi: WOS o6zellikle eski yayinlar i¢in genis bir arsive sahiptir.
Arastirmacilar belirli bir alandaki tarihsel egilimleri ve gelismeleri incelemek
istediklerinde genis zaman aralig1 sunan bir veri tabanini tercih etmektedir.

e Kaullanici dostu arayiiz ve araglar: Bazi kullanicilar WOS'un arayiiziinii ve sundugu
araglari Scopus'a gore daha kullanict dostu bulmaktadir. Bu durum veri toplama,
analiz yapma ve rapor olusturma siireclerini kolaylastirabilir (Mongeon, 2006).

Her ne kadar Scopus da genis bir kapsama sahip ve kapsamli bir veri tabani olsa da
yukarida belirtilen nedenler bu aragtirmada WoS'un tercih edilmesine neden olmustur.

Arastirma SSCI, SCI-Expanded ve ESCI dergilerinde 2004-2023 yillar1 arasinda (son
yirmi y1l) Web of Science (WOS) veri tabaninda dergi makalelerini iceren (erken erisim
makaleler hari¢) secilerek daraltilmis ve 36499 makaleye erisim saglanmistir. Bu se¢im
kriterleri siirdiiriilebilir pazarlama yonetimi konusunda ¢ift-kor hakem siirecinden ge¢cmis
yiiksek kaliteli materyalleri toplamamizi1 saglamaktadir.

Stirdiiriilebilir pazarlama yonetimiyle ilgili bagliklardan yonetim, isletme, ¢evre bilimleri,
yesil stirdiiriilebilir bilim teknolojisi, ekonomi vb. alanlar arastirmaya dahil edilirken
(Bhardwaj vd., 2020); cografya, ekoloji, tarim bilimi, kamu yoOnetimi, biyoloji,
telekomiinikasyon vb. alanlar aragtirma haricinde tutularak 28085 makaleye erisim
saglanmistir. Arastirma etki faktorii ve atif sayist yoniinden yiiksek standartlara sahip
caligmalara erismek iizere isletme okullar1 dernegince (association of business school) iist
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siralarda yer alan dergilerle sinirlanarak daraltilmis ve 6121 makaleye erisim saglanmistir
(Eyre-Walker vd., 2013).

Yine arastirma meso seviye ve mikro seviye alintilama konular ile daraltilmis ve 2373
makaleye erisim saglanmigtir. Alint1 konulari (citation topics), akademik literatiirde belirli
bir arastirma alanindaki ¢alismalarin birbirleriyle nasil iliskilendirildigini ve bu ¢aligmalar
araciligiyla hangi temel konularin ele alindigini belirlemek amaciyla kullanilan bir terimdir.
Meso seviye genel ve detayli inceleme arasindaki orta diizey bir detay seviyesini temsil
etmekte, belirli bir aragtirma alaninin alt dallarini veya spesifik konularini incelemeyi ifade
etmektedir. Meso diizeyde yapilan incelemeler bir arastirma alanindaki ana temalar1 veya
aragtirmacilarin odaklandigi belirli konular1 ortaya ¢ikarmaya yardimci olmaktadir (Mejia
vd., 2021). Ornegin siirdiiriilebilirlik pazarlama yonetimi aramast icinde ydnetim, ekonomi,
stirdiiriilebilirlik bilimi, tasarim ve imalat vb. 6zellesmis konu bagliklart meso diizeydeki
inceleme Ornekleri olarak verilebilir. Micro seviye ise ¢ok daha spesifik ve dar kapsamli
konularin incelenmesini kapsamaktadir. Bu seviye belirli bir arastirma sorusu, metodoloji,
teori veya ¢ok dar bir konu alanma odaklanmay: igermektedir. Ornegin siirdiiriilebilirlik
pazarlama yOnetimi aramasi igerisinde kurumsal sosyal sorumluluk, bilgi yo6netimi,
kurumsal yOnetim, miisteri memnuniyeti vb. micro diizeyde inceleme ornekleri olarak
verilebilir (Pranckute, 2021).

Makalelerin bibliyometrik detaylar1 analiz amaciyla bir Excel dosyasina aktarilmistir. Bu
detaylar, derginin adi, yayin tarihi, yazarlarin bilgileri (isimler ve bagli olduklar1 kurumlar),
makalenin baghigi, anahtar kelimeler, 6zet ve atif sayis1 gibi bilgileri icermektedir. Analize
baslamadan once, sonuclarin tutarliligin1 artirmak amaciyla, anahtar kelimeler, dergi ve
yazar adlar1 gizlenerek 6n homojenizasyon adimi uygulanmistir. Tanimlayici veri analizi ve .
ag analizi yapmak i¢cin VOSviewer'm sundugu bibliyometrik araglardan faydalanilmis,
sekillerin olusturulmasi ve analizi i¢in ise Microsoft Excel yazilimi kullanilmistir.

3. Bulgular
3.1 Ortak Yazarhk Analizi

Yazarlarin ortak yazarlik analiziyle belirlenen kriterlere gore en az ii¢ yayin ve en az li¢
atif almig isimleri listeleme sonuglarina gore toplamda 69 baglanti ile olusturulan ag
haritasinda 8 adet kiimelemenin oldugu goriilmektedir. Analize gore, en yiiksek baglantiya
sahip isimler arasinda yapilan degerlendirmede, tek bir kiimede birlesen 8 isim ve toplamda
42 baglant1 bulundugu goriilmektedir. En ¢ok atif alan Qinghua Zhu 2246 atif, Joseph Sarkis
2193 atif ve Kannan Govindan 1951 atif; en ¢ok eser iireten Kannan Govindan, Kee-hung
Lai ve Stefan Seuring 13’er makale ve toplam baglant1 giicii en yiiksek olan Xiaohong, Chen
20 baglanti, Kee-hung Lai 18 baglant1 ve Charbel Jose Chiapetta Jabbour 17 baglant1 oldugu
anlagilmaktadir (Sekil 1).
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3.2 Yazar Atif Analizi

Atif baglarin1 tanimlamak i¢in kullanilan en az {i¢ yaym ve en az ii¢ atif kriterleri esas |
aliarak yazarlarin atif analizi ag haritasi ¢ikarilmistir. Analiz bulgular1 268 birim baglantt,
toplamda 15 kiime ve 2551 baglant1 gergeklestigini gostermektedir. Toplam baglanti giicii
3802 olarak hesaplanmistir. En fazla atif alan Qinghua Zhu’nun bulundugu kiimede 13
yazarin, Joseph Sarkis’in bulundugu kiimede 13 yazarin ve Kannan Govindan’in bulundugu
kiimede ise 20 yazarin bulundugu belirtilmektedir. Ayrica Qinghua Zhu ve Joseph Sarkis
ayni kiimede bulunmaktadir (Sekil 2).
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3.3 Ulkelerin Atif Analizi

Bir iilkede en az ii¢ calismanin yayimlandigi ve ayni iilkede en az ii¢ atif aldig1 kriterlerle
73 farkli iilkede bir analiz gergeklestirilmistir. Calismada 8 kiime ve 1409 baglanti
belirlenmis ve toplam baglant1 giicii 16519 olarak hesaplanmustir. Ulkelere gore en ¢ok atif
alanlar siralamasi sirasiyla Amerika (24999 atif), Cin (23966 atif) ve Ingiltere (13878 atif)
olarak belirlenmistir. Bu tilkelerin baglant1 giici gostergeleri agisindan da en iist siralarda
yer aldig1 goriilmektedir. Benzer sekilde eser sayisi agisindan ise Cin (448 yayin), Amerika
(323 yayin) ve Ingiltere’nin (226 yayn) ilk ii¢ sirada yer aldig1 anlasiimaktadir (Sekil 3).
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3.4 Kurum Atif Analizi

Kurumlar arasi atiflara dair ag haritasi en az ii¢ ¢alismanin yayinlanmasi ve en az ii¢ atif
alinmas1 kriteri kullanilarak olusturulmustur. 306 farkli kurum {izerinde analiz
gerceklestirilmistir. En fazla eserle temsil edilen kurumlar arasinda Hong Kong Polytech
Universitesi (34 eser), Salamanca Universitesi (23 eser) ve Northwestern Polytech
Universitesi (22 eser) olarak ifade edilmektedir. En ¢ok atif alan yayimnlara sahip
kurumlardan Hong Kong Polytech tiniversitesi (4241 atif) yine ilk {igte yer alirken ikinci ve
ticlincti kurumlarin farkli oldugu goriilmektedir. Analiz bulgulari toplamda 10 farkli
kiimeye, 10617 baglantiya ve 5624 toplam baglanti giicline ulasildigini gostermektedir
(Sekil 4).
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Sekil 4
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3.5 Anahtar Sozciik Analizi

En az on kez tekrarlanan 117 gozlem birimi {izerinde gergeklestirilen analizde, 7
kiimenin, 1394 baglantinin ve 2725 baglanti giiciiniin varligi anlagilmaktadir. Siirdiiriilebilir
pazarlama yonetimi ile ilgili yayinlarda en sik kullanilan anahtar kelimeler incelendiginde,
"kurumsal sosyal sorumluluk™ (corporate social responsibility) 389 kez, "siirdiiriilebilirlik" |
(sustainability) 234 kez, "siirdiriilebilir kalkinma" (sustainable development)172 kez,
"cevresel performans™ (environment performance) 112 kez ve "yesil yenilik" (green
innovation) 60 kez tekrarlanmistir. Toplam baglant1 giicii yoniinden de benzer bir durum s6z
konusudur (Sekil 5).
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3.6 Metinlerin Bibliyografik Eslesme Analizi

Bibliyografik eslesme, iki farkli kaynagin ayni calismaya atifta bulunmasi durumunu
ifade eder. En az 50 atif almis eserler arasinda yapilan analizde, 657 birimlik bir veri seti
tizerinden 4 farkli kiime belirlendi. Analiz bulgular1 89926 baglant1 ve 226286 baglanti
giiciiniin elde edildigini gostermektedir. En fazla bibliyografik eslesme sahip eserlerin; Chen
(2006) 1448 atifla birinci sirada, Vachon (2008) 1027 atifla ikinci ve Schaltegger (2011) 882
atifla iiclincii olarak yer aldig1 anlasilmaktadir. Toplam baglanti giicii en yiiksek eserler ise
Brulhart (201), Duque-Grisales (2020) ve Yu'a (2015) ait oldugu goriilmektedir (Sekil 6).

Sekil 6
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3.7 Yazarlarin Bibliyografik Eslesme Analizi

En az ii¢ eser yayimlamis ve en az ii¢ atif almis olan yazarlar tizerinde yapilan arastirma
sonucunda, 597 yazarin 5 kiimede gruplandigi ve aralarinda 30785 baglanti olusturdugu
anlasilmaktadir. Toplam baglant1 giicli yoniinden en yliksek bibliyografik eslesmeye sahip
yazarlarin Kee-hung Lai, Christina W.Y. Wong ve Kannan Govindan oldugu goriilmektedir.
Yayimlanmis makale sayis1 yoniinden de benzer durum s6z konusudur (Sekil 7).
Sekil 7
Yazar Bibliyografik Eslesme Baglar:
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3.8 Yazarlarin Ortak Atif Analizi

Bir yayinda birlikte atif yapilan farkli kaynaklar co-citation (ortak atif) olarak
adlandirilmaktadir. En az 50 atif alan yazarlarin se¢ilmesiyle olusturulan toplam 322 gozlem
birimi iizerinde yapilan analize gore toplam 4 kiimenin ve 43770 baglantinin tespit
edilmistir. En yliksek ortak atif yapilan yazarlarin Porter (960 atif), Zhu (697 atif) ve Chen
(557 atif) oldugu goriilmektedir (Sekil 8).
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4. Tartisma ve Sonug¢

Bu ¢alisma siirdiiriilebilir pazarlama yonetimi alaninda kapsamli bir bibliyometrik analiz
sunmaktadir. Analiz ortak yazarlik, yazar atif analizi, {ilke ve kurum atiflari, anahtar kelime
kullanimi1, metinlerin bibliyografik eslesmesi ve yazarlarin ortak atif analizleri dahil olmak
tizere gesitli boyutlarda gergeklestirilmistir. 1) Ortak yazarlik analizi alanda is birliginin
varligini ve arastirmacilarin nasil aglar olusturdugunu gostermektedir. Bu baglantilar bilgi
paylasimi ve ortak arastirma girisimleri agisindan 6nemlidir. 2) Yazar atif analizi alandaki
etkili yazarlar1 ve caligmalarini belirlemekte, bu da alanin entelektiiel yap1 ve etki
dinamiklerini anlamada yardimci olmaktadir. 3) Ulke ve kurum atif analizleri siirdiiriilebilir
pazarlama yonetimi aragtirmalarinin cografi dagilimini ve akademik katkida bulunan 6nde
gelen kurumlart ortaya koymaktadir. 4) Anahtar sozciik analizi arastirma alaninin odak
noktalarini1 ve gelisen egilimleri gostermektedir. Bu durum alandaki tematik gelisme ve
arastirma odaklarinin anlagilmasinda kritik bir 6neme sahiptir. 5) Metinlerin bibliyografik
eslesme ve Yyazarlarin ortak atif analizler alandaki temel ¢alismalari ve bu galismalar
arasindaki iligkileri ac¢iga c¢ikarmaktadir. Ayrica alanin bilgi yapisim ve akademik
diyaloglarin nasil sekillendigini gostermektedir. Sonugclar siirdiiriilebilir pazarlama yonetimi
alaninda onemli egilimleri ve arastirma odaklarini ortaya koymaktadir. Bu c¢aligma
stirdiiriilebilir pazarlama yonetimi alaninda derinlemesine bir bakis sunarak arastirmaci ve
uygulayicilara alandaki mevcut durumu ve gelecekteki potansiyel arastirma yonlerini
anlamada yardimci olmaktadir. Bulgular, isletmelerin ve akademik c¢evrelerin,
stirdiiriilebilirlik ilkelerini pazarlama stratejilerine entegre etme ¢abalarinda yol gosterici
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olabilir. Bu calisma ayrica, siirdiiriilebilir pazarlama yonetimi alanindaki gelecekteki
arastirmalar i¢in bir temel olusturmakta ve alandaki akademik diyaloglar1 ilerletme
potansiyeline sahiptir.

Arastirma siirdiiriilebilir pazarlama yonetiminin hem teorik hem de pratik boyutlarda
nasil evrildigini ve bu evrimin gelecekteki arasgtirma yonleri icin nasil bir temel
olusturdugunu ortaya koymaktadir. Siirdiiriilebilir pazarlama yonetimi literatiiriiniin son
yirmi yil i¢indeki genislemesi bu alanin akademik ve pratik 6neminin stirekli arttigini
gostermektedir. Yazar, kurum ve iilke bazinda yapilan detayli analizler, siirdiiriilebilir
pazarlama yOnetimi alaninda katkida bulunan anahtar oyuncular1 ve is birligi aglarim
belirlemektedir.

Analiz sonuglar siirdiiriilebilir pazarlama yonetimi literatiiriinde kurumsal sosyal
sorumluluk, siirdiirtilebilirlik, stirdiiriilebilir kalkinma, ¢evresel performans ve yesil yenilik
gibi temalarin baskin oldugunu gostermektedir. Bu temalar isletmelerin ve tiiketicilerin
stirdiiriilebilir uygulamalara olan artan ilgisini ve bu uygulamalarin ekonomik, sosyal ve
cevresel performans tizerindeki etkilerini yansitmaktadir. Ortak yazarlik ve atif analizleri,
alanin kiiresel bir is birligi ag1 i¢inde gelistigini ve ¢ok sayida disiplin arasi ¢alismay1 tesvik
ettigini gostermektedir.

Bu c¢aligmada siirdiiriilebilir pazarlama yonetimi literatiiriindeki mevcut bosluklar
doldurma yollar1 asagida belirtilmektedir:

e Cok boyutlu analiz yaklasimi: Calisma ortak yazarlik, yazar atif analizi, iilke ve
kurum atiflari, anahtar kelime kullanimi, metinlerin bibliyografik eslesmesi ve
yazarlarin ortak atif analizleri gibi ¢esitli boyutlarda gerceklestirilen kapsamli bir |
bibliyometrik analiz sunarak siirdiiriilebilir pazarlama yonetimi alaninda ¢ok
yonlii bir bakis acist kazandirmistir. Bu dogrultuda alandaki bilgi yapis1 ve
akademik diyaloglar detayli bir sekilde ortaya konarak literatiirde dar bir odakla
ele alinan konulara genis bir perspektiften yaklasim sunulmaktadir.

e Is birligi ve ag olusumu analizi: Ortak yazarlik ve atif analizleri yoluyla
stirdiiriilebilir pazarlama yonetimi alanindaki kiiresel is birligi aglarin1 ve anahtar
oyunculari belirleyerek arastirmaci ve uygulayicilara alanin nasil yapilandigini ve
hangi aktorlerin 6ne c¢iktigini gostermektedir. Daha once bu kadar detayl
incelenmemis bir boyutu aydinlatarak literatiire katki saglamaktadir.

e Arastirma temalarinin belirlenmesi: Anahtar kelime ve bibliyografik eslesme
analizleri araciligiyla alandaki baskin temalar1 ve bu temalarin zaman i¢inde nasil
evrildigini gozler Oniine sermektedir. Sirdiiriilebilir pazarlama yonetimi
alanindaki mevcut ve potansiyel arastirma yonlerini ortaya koyarak gelecekteki
arastirmalar i¢in bir temel olusturmustur.

e Pratik ve teorik Kkatkilar: Caligma siirdiriilebilir pazarlama yOnetimi
uygulamalarinin isletmelere ve topluma nasil faydalar saglayabilecegini
vurgulayarak teorik bulgulari pratik uygulamalara baglamistir.

e Gelecekteki aragtirma yonleri: Arastirma siirdiiriilebilir pazarlama ydnetimi
alaninda daha fazla ¢aligmaya ihtiya¢ duyulan alanlar belirleyerek gelecekteki
aragtirma ¢abalarina yon vermektedir. Literatlirde az islenmis veya yeni ortaya
¢ikan konularin kesfedilmesine olanak taniyarak, alana yenilik¢i bir bakis acist
getirmektedir. Siirdiiriilebilir pazarlama yonetimi literatiiriinde 6nemli bosluklari
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doldurarak, alanin daha derinlemesine anlasilmasina ve gelistirilmesine katkida
bulunmus ve gelecekteki arastirmalara zemin hazirlamistir.

Surdiiriilebilir  pazarlama yonetimi alanindaki mevcut ¢alismalarda gelecekteki
arastirmalarda dikkate alinmasi gereken bir dizi potansiyel arastirma yonii sunulmaktadir.
Bu yonler arasinda siirdiirtilebilir tiiketici davranislarinin daha derinlemesine anlasilmast,
yesil ve etik pazarlama stratejilerinin etkinliginin degerlendirilmesi ve siirdiirtilebilir
pazarlama uygulamalarinin isletmelerin ekonomik performansi iizerindeki etkileri
bulunmaktadir. Ayrica, siirdiiriilebilir pazarlama yonetiminin farkl kiiltiirel ve ekonomik
baglamlarda nasil uyarlanabilecegi ve uygulanabilecegi konusunda daha fazla arastirmaya
ihtiya¢ vardir.

Arastirmact ve uygulayicilara siirdiiriilebilir pazarlama stratejilerini  gelistirirken
disiplinler arast bir yaklasim benimsemeleri Onerilmektedir. Bu durum isletmelerin
stirdiiriilebilirlik hedeflerine ulasmalarina yardimci olacak yenilik¢i ve etkili stratejilerin
gelistirilmesine olanak taniyacaktir. Ayrica, isletmelerin siirdiiriilebilir pazarlama
uygulamalarin1 benimsemeleri, tiiketici taleplerine yanit vermenin yani sira, uzun vadeli
isletme basarisini ve rekabet avantajini da destekleyecektir.

Ayrica calisma stirdiiriilebilir pazarlama yonetimi alaninin dinamik ve c¢ok boyutlu
yapisini ortaya koymaktadir. Siirdiiriilebilir pazarlama yonetimi kiiresel stirdiiriilebilirlik
hedeflerine ulagsma yolunda 6nemli bir rol oynamaya devam edecektir. Bu nedenle J
gelecekteki arastirmalarin, bu alandaki bilgi birikimini daha da derinlestirmesi ve A
isletmelerin siirdiiriilebilir pazarlama stratejilerini daha etkili bir sekilde gelistirmelerine ve l,z7/'i‘:‘\\§\
uygulamalarina yardime1 olmasi beklenmektedir. 1

Bu arastirma orneklem ve Ornekleri analiz eden yazilimin igsel sinirlamalarina &\b«}—‘-ﬂ “J
dayanmaktadir. Orneklemin sadece Web of Science veri tabaninda SSCI, SCI-EXPANDED -
ve ESCI indekslerinde taranan makaleleri icerdiginden, gelecekteki aragtirmalarin konferans
tutanaklart ve farkli dillerde derlenmis vb. belgeleri kapsayarak yapilmasi tavsiye
edilmektedir. Scopus vb. veri tabanlar1 da kullanilarak arastirmanin genisletilmesinin faydali
olacag diisiiniilmektedir. Ayrica arastirmacilara siirdiiriilebilir tedarik zinciri yonetimi ve
stirdiirtilebilir finans yonetimi vb. konularin arastirmaya dahil edilmesinin bulgularin
zenginlesmesine ve ¢esitlenmesine neden olacagi belirtilmektedir.

Son olarak, bu caligmanin yonetim disiplinine ve is diinyasina katkilar1 su sekilde
Ozetlenebilir:

e Stratejik karar alma: Bu calisma siirdiiriilebilir pazarlama yonetimi alaninda
derinlemesine bir bakis sunarak, isletmelerin ve yoneticilerin bu alandaki mevcut
durumu ve gelecekteki potansiyel arastirma yonlerini anlamalarina yardimci
olmakta ve stratejik karar alma siireglerinde kullanilabilecek degerli iggoriiler
saglamaktadir.

e Sirdiirtlebilir pazarlama uygulamalari: Calisma siirdiiriilebilir pazarlama
yonetiminin igletme ve topluma nasil faydalar saglayabilecegini vurgulayarak,
isletmelere siirdiiriilebilirlik ilkelerini pazarlama stratejilerine entegre etme
konusunda yol gosterici olabilir. Bu durum isletmelerin = siirdiiriilebilir
uygulamalar1 benimsemelerine ve tiliketici taleplerine yanit vermelerine yardimei
olabilir.
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e Akademik ve pratik 6nemin artisi: Bu arastirma siirdiiriilebilir pazarlama yonetimi
literatiirtiniin son yirmi yil i¢indeki genislemesinin bu alanin akademik ve pratik
oneminin stirekli arttigin1 géstermektedir. Dolayisiyla is diinyasina, alana yonelik
artan ilgi ve onemin farkinda olmalar1 gerektigini hatirlatmaktadir.

e Kiiresel is birligi ve inovasyon: Ortak yazarlik ve atif analizleri siirdiiriilebilir
pazarlama yonetimi alaninin kiiresel bir is birligi ag1 icinde gelistigini ve c¢ok
sayida disiplinler aras1 ¢alismay1 tesvik ettigini gostermektedir.

e Arastirma odaklari: Analiz sonugclari, isletme ve tiiketicilerin siirdiirtilebilir
uygulamalara olan artan ilgisini ve bu uygulamalarin ekonomik, sosyal ve
gevresel performans {izerindeki etkilerini yansitan baskin temalar1 gostererek
yoneticilere ve pazarlamacilara sektérdeki giincel egilimleri ve tiiketici tercihleri
anlamada yardimc1 olmaktadir.

e Gelecekteki arastirma yonleri: Calisma gelecekteki arastirmalarda ele alinmasi
gereken potansiyel arastirma yonlerini sunarak is diinyasina ve akademisyenlere,
stirdiiriilebilir pazarlama yonetimi alanindaki bilgi bosluklarini ve 6nemli konular1
belirlemede yardimci olur.

Bu ¢alisma siirdiirtilebilir pazarlama yonetimi alaninda 6nemli bir referans noktasi olarak
hizmet edebilir ve yonetici, pazarlamaci ve akademisyenlere, siirdiiriilebilirlik ve pazarlama
stratejilerinin kesisim noktasinda kritik i¢gorii ve yonlendirmeler sunmaktadir.
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Extended Summary

The topic of sustainability has been a subject of debate among researchers for a long time.
Researchers aim to address the increasing societal challenges, problems, and limited world
resources to meet the needs of future generations (Kemper & Ballantine, 2019). Marketing
has evolved into sustainable marketing, which integrates sustainable products and combines
the economic perspective with new concepts such as social freedom, ecological protection,
and social responsibility (Seretny and Gaur, 2020). Sustainable marketing has primarily
focused on ecological, social, and community aspects (Van Dam and Apeldoorn, 1996;
Menon and Menon, 1997). Research indicates that the relevance of sustainable marketing is
increasing, and green marketing is emerging (Peattie and Crane, 2005). However,
sustainable marketing strategy research is still fragmented and lacks a theoretical
perspective. Bibliometric analysis is important for updating existing literature and
determining research details (Shilbury, 2011). This study aims to assist students in creating
sustainability-oriented goals by examining the current situation and development potential
of sustainable marketing management strategies.

Sustainable marketing management plays a crucial role in the development of marketing
strategies and is widely acknowledged as a progressive marketing philosophy in both
academic and industry circles. This approach encompasses the design, implementation,
monitoring, and improvement of pricing, promotion, and distribution strategies. The primary
objective of sustainable marketing management is to provide consumers with products that
fulfill their needs while also aligning with the objectives of organizations and being

compatible with social and environmental systems (Park et al., 2022). Sustainable marketing //

aids businesses in adapting to changing social and environmental conditions while also
promoting long-term relationship marketing and distinguishing itself from short-term, profit-
driven objectives. The move towards sustainable marketing requires the inclusion of social
and environmental considerations in marketing practices, leading to a transformation of
marketing strategies.

Sustainable marketing management aims to optimize the use of resources while meeting
consumer demands and increasing business productivity. It focuses on establishing and
maintaining strong relationships while minimizing environmental and social impacts to
contribute to the recovery of environmental and social vitality. Studies on sustainable
marketing management are on the rise due to the proposal of models that combine concepts
such as contemporary marketing, ethical marketing, environmentally friendly marketing,
and relationship marketing. These efforts aim to support sustainable marketing strategies and
recognize shared values between business and customer stakeholders. Reviewing research
in the field of sustainable marketing management is crucial for determining future research
directions.

Researchers use bibliographic linking and thematic analysis methods to analyze the
structure of sustainable marketing literature, evaluate research trends, and provide insight
into future research directions. Bibliographic linkage measures the closeness between
studies based on similarity or overlap between them. Therefore, a higher number of similar
references among documents indicates a similarity between articles (Kessler, 1963).
Researchers conduct comprehensive literature reviews by visualizing similarities in
bibliographic link clusters and citing references accordingly (Van Eck & Waltman, 2010).
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This method is widely applicable across disciplines and synthesizes key research areas,
bibliographic data volume, total citations, annual citations, and current articles. According
to some arguments, structural visualization of the field can be better represented through
bibliographic coupling than co-citation and co-word analysis. This method highlights the
most important and current contributions to the field, as well as the latest thematic issues
(Boyack & Klavans 2010). Researchers aim to achieve this by discussing the developing and
transforming literature on sustainable marketing management. This study aims to contribute
to the field and researchers by covering a comprehensive publication period and focusing on
sustainable marketing journals.

Combining bibliographic link analysis with VOSviewer and thematic analysis, as
suggested by previous studies, can improve the ability to examine the intellectual structure
and dynamics of a research field using quantitative bibliometrics and systemic review within
each cluster (Sharma et al., 2022). The authors employ metasearching and bibliographic link
analysis to gain deeper insight into the knowledge structure of sustainable marketing
literature and to explore potential future research themes.

A literature review was conducted to provide an overview of sustainable marketing
concepts and identify common keywords used in the field. The review included ecological,
environmental, social, green, and sustainable marketing. The relevant terms were prepared
based on previous systematic and bibliometric reviews (Dangelico & Vocalelli, 2017). Since
this study focuses on sustainable marketing from a business perspective, we used keywords | }
related to sustainability, marketing, and business concepts, as well as TS (Title-Abstract-
Keyword) and Boolean operators. Boolean operators AND, OR, and NOT are essential //
components for creating complex and precise queries in areas such as programming, search
algorithms, and digital logic (Bundy, 1983). AND is used when two or more conditions must
be met simultaneously. The OR operator expands search results by including items that meet
any specified criteria, while the NOT operator filters out irrelevant information in search
queries (Goodwin & Johnson-Laird, 2013).

During the literature research, the following keywords were used: green marketing, social
marketing, environmental marketing, and sustainable marketing, all related to the concept of
sustainability. Additionally, the research covered product management, pricing
management, advertising management, promotion management, and company management,
as well as specific marketing tactics. The research findings focused on companies,
businesses, and corporations. The research was limited to journal articles published between
2004 and 2023 in SSCI, SCI-Expanded, and ESCI journals, excluding first access articles,
and accessed a total of 36,499 articles from the Web of Science (WOS) database. These
selection criteria allowed for the collection of high-quality materials on sustainable
marketing management that have undergone a double-blind peer review process. The
research on sustainable marketing management includes various fields such as management,
business, environmental sciences, green sustainable science technology, and economics
(Bhardwaj et al., 2020). Excluding certain fields such as geography, ecology, agronomy,
public administration, biology, and telecommunications resulted in accessing 28085 articles.
To ensure a high research impact factor and citation numbers, we limited our study to
journals ranked at the top by the Association of Business Schools. We accessed a total of
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6,121 articles (Eyre-Walker et al., 2013). We further narrowed our focus to meso and micro
level citation topics, accessing a total of 2,373 articles (Pranckuté, 2021).

The bibliometric information for the articles was transferred to an Excel file for analysis.
This information includes the journal name, publication date, author information (names and
affiliations), article title, abstract, keywords, and number of citations. Prior to analysis, a
preliminary homogenization step was taken by concealing keywords, journal, and author
names to increase result consistency. Descriptive data analysis and network analysis were
performed using bibliometric tools provided by VOSviewer. Tables and figures were created
and analyzed using Microsoft Excel software.

Based on the authors' co-authorship analysis, the network map reveals eight clusters with
a total of sixty-nine connections among names that have received at least three publications
and citations. Among the names with the highest connections, eight names are combined in
a single cluster with a total of forty-two connections. Qinghua Zhu, Joseph Sarkis, and
Kannan Govindan are the most cited authors, with 2246, 2193, and 1951 citations,
respectively. Kannan Govindan, Kee-hung Lai and Stefan Seuring have each produced
thirteen articles, while Xiaohong Chen has the highest total link power with twenty links,
followed by Kee-hung Lai with eighteen links and Charbel Jose Chiapetta Jabbour with
seventeen links. The citation analysis network map was created by the authors using the
criteria of at least three publications and three citations to define citation ties. The analysis
revealed 268-unit connections, fifteen clusters, and a total of 2551 connections. The total
connection strength was calculated as 3802. The cluster with the most cited author is

Qinghua Zhu, with thirteen authors. The cluster with Joseph Sarkis also has thirteen authors,

while the cluster with Kannan Govindan has twenty authors.

An analysis was conducted in seventy-three different countries using the following
criteria: at least three studies were published in a country and received at least three citations
in the same country. The study identified eight clusters and 1409 connections, with a total
connection strength of 16519. The countries with the highest number of citations are the
United States (24999 citations), China (23966 citations), and England (13878 citations).
Similarly, in terms of the number of publications, China (448), America (323), and England
(226) rank as the top three countries. The network map of inter-institutional citations was
created using the criteria of publishing at least three studies and receiving at least three
citations. The analysis covered 306 different institutions. The institutions with the most
works represented are Hong Kong Polytech University (34 works), the University of
Salamanca (23 works), and Northwestern Polytech University (22 works). Hong Kong
Polytech University (4241 citations), one of the institutions with the most cited publications,
Is again in the top three. However, the second and third institutions are different.

The analysis of 117 observation units, each repeated at least ten times, reveals the
existence of seven clusters, 1394 connections, and 2725 connection strengths. Upon
examining the most frequently used keywords in publications on sustainable marketing
management, the term 'corporate social responsibility’ appears 389 times, 'sustainability’
appears 234 times, 'sustainable development' appears 172 times, and ‘environmental
performance’ appears 389 times. The terms ‘environment performance' and 'green
innovation' were used 112 and 60 times, respectively. An analysis was conducted on a
dataset of 657 units with at least fifty citations, resulting in the identification of four distinct
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clusters. The analysis revealed 89,926 connections and 226,286 connection strengths. The
works with the highest number of bibliographic matches were Chen (2006), is ranked first
with 1448 citations, followed by VVachon (2008) with 1027 citations, and Schaltegger (2011)
with 882 citations. The works with the highest total connection strength seem to belong to
Brulhart (2011), Duque-Grisales (2020), and Yu (2015).

Based on the research conducted, 597 authors were grouped into five clusters and created
30785 connections. The authors with the highest bibliographic matches in terms of total link
strength are Kee-hung Lai, Christina W.Y. Wong, and Govindan. Co-citation refers to
diverse sources cited together in a publication. Based on an analysis of 322 observation units,
which were created by selecting authors with at least fifty citations, four clusters and 43,770
links were identified. The authors with the highest number of co-citations were Porter (960
citations), Zhu (697 citations), and Chen (557 citations).
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Ek bilgiler

Cikar ¢catigsmasi bilgisi: Yazar ¢alismada ¢ikar ¢atismasi olmadigini kabul etmektedir.
Destek bilgisi: Calismada herhangi bir kurulustan destek saglanmamustir.
Etik onay bilgisi: Bu ¢aligma etik onay belgesi gerektirmemektedir.

Onam formu bilgisi: Bu ¢alismada bilgilendirilmis onam formu alinmasi gerektiren bir
durum bulunmamaktadir.

Katki orani bilgisi: Yazarin katki oran1 %100’ diir.
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OZET

Bu makalenin amaci, bilgi yénetimi kavramlari,
stiregleri ve araclari tizerine kapsamli bir inceleme
ve elestirel bir degerlendirme saglamak, bugiinkii is
diinyasinda rekabet gilictinii artirmanin Onemini
vurgulamaktir.  Bilgi  yOnetiminin  evrimini
izleyerek, bilgi olusturma, paylagsma ve uygulama
gibi ana stiregleri belirleyerek bilgi yonetim araglari
teknik ve teknik olmayan kategorilere ayrilarak
tamamlayic1 rollerini vurgulanmustir. Detayli bir
literatiir taramasi araciligtyla, bilgi yonetiminde dne
¢ikan baslica zorluklar tanimlanip ele alinmis
ozellikle ortik bilginin yonetilmesiyle iliskili
zorluklar  vurgulanmustir. Bulgular  bilgi
yonetiminde bilgi teknolojisinden yararlanarak
karar verme siireglerini otomatiklestirmek ve yeni
uygulamalar gelistirmek i¢in yenilik¢i stratejiler
ortaya cikartmustir. Ayrica, Ortiik bilginin etkin
depolanmasi ve paylasimi i¢in pratik ¢oziimler
onererek literatiirde kritik bir bosluk ele alinmstir.
Calisma, sadece meveut arastirmalarin sentezlenmis
bir Ozetini saglayarak. bilgi yOnetimi alanini
zenginlestirmekle kalmayarak, belirli zorluklart
vurgulayarak ve uygulayicilara. kanita dayali
Oneriler sunarak yeni i¢ gorilerle de- katkida
bulunmaktadir. Sonug olarak, arastirmamiz, bilgi
yonetiminin ¢ok yonli faydalarini ve zorluklarini
listeleyerek, hem gelecekteki bilgi  yonetimi
konusunda daha fazla ¢alismalarin yapilmasina ve
kurumlara olan olasi faydalari ve uygulamadaki
zorluklar anlatilarak bulgularin uygulanmasina
neden olacaktir.

Anahtar Kelimeler: Stratejik Yonetim, Bilgi
Y onetimi, Organizasyon Bilgi Yonetimi.
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ABSTRACT

The purpose of this article is to provide a
comprehensive review and critical examination of
knowledge management (KM) concepts, processes,
and tools, highlighting their significance for
enhancing competitiveness in today's business
landscape. We trace the evolution of KM,
delineating  key processes such as knowledge
creation, sharing, and application, and classify KM
tools into technical and non-technical categories,
underscoring their complementary roles. Through a
detailed literature review, we identify and tackle the
predominant challenges in KM, particularly
emphasizing the difficulties associated with
managing tacit knowledge. Our findings reveal
innovative strategies for leveraging information
technology in" KM to automate decision-making
processes and  foster novel applications.
Furthermore, we propose practical solutions for the
efficient storage and sharing of tacit knowledge,
addressing a critical gap in the literature. The study
not only enriches the KM field by providing a
synthesized overview of existing research but also
contributes novel insights by highlighting specific
challenges and offering evidence-based
recommendations for practitioners. In conclusion,
our research elucidates the multifaceted benefits
and challenges of KM, paving the way for future
studies to explore uncharted territories in the KM
landscape.

Keywords: Strategic Management, Knowledge
Management, Organizational Knowledge
Management.
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1. Introduction

Knowledge Management (KM) is a dynamic process that involves the creation, sharing,
utilization, and governance of information within an organization. It extends beyond the
implementation of information systems or software solutions, focusing on leveraging
organizational knowledge for strategic advantage. The roots of KM can be traced back to
1975 when Chaparral Steel Company pioneered knowledge-focused practices,
demonstrating its efficacy in maintaining technical and market leadership in the absence of
modern information technologies (Wiig, 1997). The term knowledge management gained
prominence in 1986, with KM perspectives on new opportunities unveiled in a 1986
European management conference keynote sponsored by the International Labor
Organization of the United Nations (Milton, 2018). Since then, interest in KM has burgeoned
among scholars and businesses, leading to the establishment of the European Knowledge
Management Association in 1996.

Wiig (1997) noted the gradual momentum gained by KM over the years, emphasizing
that organizations, at the time, were unfamiliar with KM, and even if aware, they hesitated
to implement it. Despite initial reservations, between 1996 and 2020, the landscape of KM
witnessed the emergence of new conceptual terms and continuous developments that
expanded the toolkit for managing knowledge. Wiig's foresight in 1997 projected future
developments and directions for KM, which subsequent years validated. Today, KM
functions are integral to daily operations, driving organizational collaboration and creativity.
Advanced information technology plays a pivotal role, harnessing increased computing

power for automated knowledge processing, personal assistants, and complex situation f/

visualization (p. 9). The essence of KM lies in explaining how organizations achieve and
sustain competitive advantage through continuous learning, leveraging various types of
knowledge (Davenport and Prusak, 2000). Wensley and Verwijk-O'Sullivan (2000)
underscore the importance of a culture supportive of exploring new ideas for knowledge
development. In the realm of organizational activities, managing and developing knowledge
stands out as a vital function, ensuring continuous learning, innovation, and improved
performance (Loebbecke et al., 2016). KM and information development are crucial
components contributing to sustained competitive advantage. A persistent debate revolves
around the distinction between information and knowledge. Bouthillier and Shearer (2002,
as cited in Mitchell, 2000) clarify this, defining information as data made meaningful within
a context, while knowledge involves data endowed with beliefs about causal relationships
gained through inference or experience. Knowledge, being predictive, guides actions,
whereas information is contextualized data. Organizations differ in how they utilize KM; for
instance, knowledge-based production may be suitable for some, while others thrive on
innovation. However, the technologies and systems for managing knowledge might exhibit
similarities across organizations. Egbu et al. (2005, as cited in Frey, 2001) emphasize that
knowledge, unlike finite resources, expands with use, underscoring its role in preventing loss
due to employee turnover, retirement, downsizing, or outsourcing. Newman (1996) contends
that KM directs organizational decisions on when, where, and how to account for new
knowledge, contributing to education, training, technical refreshment, and on-the-job
experience.
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In the 21st century, competition revolves around knowledge-based products and services,
making knowledge the primary driver in the knowledge-based economy (Nooshinfard &
Nemati-Anaraki, 2014). Alexy et al. (2013) and Kogut & Zander (1992, 1996) emphasize
the pivotal role of knowledge as the most essential organizational resource. Innovative
organizations possess two types of knowledge relevant to innovation—solution-related and
problem-related—yielding higher rents from innovation (Alexy et al., 2013). Chen et al.
(2006) highlight the shift where knowledge-related aspects now outweigh traditional
production concerns. Within small and Medium-sized Enterprises (SMEs), KM needs are
significant, with tacit knowledge often exchanged through personal relationships and team
interactions. Despite increased investment in IT, SMEs encounter barriers such as protecting
intellectual capital and cultural resistance. Nonetheless, SMEs are increasingly adopting KM
practices, following the lead of larger corporations (Cerchione and Esposito, 2016). In
conclusion, knowledge management stands as a fundamental driver for organizational
performance and value creation. As the landscape evolves, organizations must navigate the
dynamic interplay of information, technology, and human dynamics to harness the full
potential of knowledge.

2. Methodology

This paper adopts a literature review approach, meticulously collating and scrutinizing
mainstream research within the sphere of knowledge management. The aim is to
methodically dissect the field, offering a thorough and critical overview of the accumulated | }
research in knowledge management, thereby evaluating its contributions to both the practical
and theoretical dimensions of the discipline. The burgeoning body of research in this area //
often leads to fragmentation, making it challenging to navigate. Employing a literature
review methodology addresses this challenge by aggregating and distilling the extant
research, providing clarity and insight into the current state of knowledge management
research and suggesting directions for future inquiry (Tranfield, et al. 2003).

In our study, we utilize a narrative-integrative literature review methodology, deemed
highly appropriate for achieving our goal of compiling the extant research in knowledge
management. This methodological approach, as described by Tranfield et al. (2003),
facilitates a holistic examination, critique, and synthesis of the literature, yielding a cohesive
overview of the field. We meticulously selected our literature corpus to span from the genesis
of knowledge management as a distinct discipline to the latest research, covering a broad
spectrum of viewpoints and developments within the area. Our literature selection was
strategically focused on peer-reviewed journal articles, foundational texts, and pivotal
conference proceedings to ensure a comprehensive representation of both seminal and novel
theories.

In the process of gathering data, we utilized several databases, including Web of Science,
Scopus, and Google Scholar, guided by keywords such as "knowledge management,”
"information sharing," and "organizational learning. Moreover, we integrated insights from
a myriad of sources, critically assessing the progression and current gaps in knowledge
management practices. This narrative-integrative approach not only facilitated a deep dive
into the existing body of work but also illuminated the path forward for the field, outlining
potential areas for future research and exploration.
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3. The Knowledge Management Process

Knowledge Management (KM) plays a pivotal role in enhancing competitive advantage
by facilitating the creation, acquisition, dissemination, interpretation, and application of new
knowledge within an organization. Turner and Makhija (2006) emphasize the significance
of these processes in building and sustaining competitive advantage, drawing on earlier
works by Cohen & Levinthal (1990), Kogut & Zander (1992), and Kusunoki, Nonaka, &
Nagata (1998). Building competitive advantage, as highlighted by Turner and Makhija
(2006), involves a multifaceted approach. This approach includes the creation and
acquisition of new knowledge, its dissemination to relevant parts of the organization,
interpretation, and integration with existing knowledge, and ultimately using it to achieve
superior performance. The dynamics of these processes are crucial in maintaining a
competitive edge. Control mechanisms, whether in the form of routines, coordination
mechanisms, or organizational norms, play a decisive role in shaping the relationships
between individuals and groups within the organization. Turner and Makhija (2006)
underscore the impact of these mechanisms on how information is shared and knowledge is
disseminated. Specifically, control mechanisms wield significant influence over "how
knowledge is acquired, disseminated, interpreted, and used to accomplish organizational
goals™ (p. 198). The knowledge management process includes creating, sharing, storing,
interpreting, and applying knowledge. In the following sections, the knowledge management
processes are summarized in detail.

3.1. Knowledge Creation

The process of knowledge creation begins with organizational learning, followed by the |

utilization of existing knowledge. According to Yang et al. (2010, as cited in Fleming, 2001),
the creation of new knowledge often involves the fresh recombination of existing knowledge
fundamentals or the reconfiguration of how knowledge elements are interconnected (Yang
et al., 2010, as cited in Henderson & Clark, 1990). This may entail changing individual
components of a known solution separately, with the subsequent change in performance
marking the progression in creating new knowledge. Organizations, drawing from their own
experiences, tend to be less receptive to external developments and outcomes (Levinthal &
March, 1993).

Gnyawali and Grant (1997, as cited in Senge, 1990) delineate two distinct modes of
learning within organizations: interactive and informational modes. The interactive mode
involves the creation of shared new knowledge through the exchange of ideas and opinions
within the organization. Learning in this mode occurs as individuals or units develop insights
based on experience and reflection (as cited in Duncan & Weiss, 1979). Conversely, the
informational mode encompasses the processing, collecting, distributing, and interpretation
of data (as cited in Huber, 1991). Unlike the interactive mode, the informational mode
supports the search, acquisition, and processing of data, enabling organizations to absorb
knowledge quickly and efficiently. Gnyawali and Grant (1997) emphasize that
organizational learning contributes to the creation of organizational knowledge, and the
effectiveness of the learning process depends on the context and organizational knowledge
decision outcomes, necessitating systematic Knowledge Management (KM) (Wiig, 1997).

In the early 1990s, a group of Japanese researchers criticized Western-style knowledge

management theories. Nonaka (1991) highlighted the key difference between Western and
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Japanese approaches. He argued that creating new knowledge is not merely the result of
processing explicit information. The Japanese approach, in contrast, relies on tacit and
subjective insights, allowing Japanese companies to successfully generate new knowledge.
Employee insights and experiences serve as the foundation for new ideas and knowledge,
which are then formalized by the company's processes. This holistic approach to knowledge
creation views the organization as having a mutual sense of identity and fundamental
purpose, akin to self-knowledge. Understanding where the company stands, its direction, the
desired world it envisions, and, crucially, how it transforms that vision into reality, represents
the essence of this organizational self-awareness (Nonaka, 1991).

3.2. Knowledge Sharing

Knowledge becomes immensely valuable when shared, underscoring the importance of
effective communication and exchange within organizations. Nooshinfard & Nemati-
Anaraki (2014) emphasize that knowledge sharing is integral to enhancing knowledge
creation, a social process involving the sharing of tacit knowledge (Nonaka and Takeuchi,
1995). Understanding the factors influencing successful knowledge sharing is essential for
organizations to harness this valuable resource.

There are distinctions between transferring tacit and explicit knowledge, and
organizations can enhance coordination and control methods by assessing the type and
means of knowledge sharing. Loebbecke et al. (2016) define knowledge sharing as the |
transfer of useful know-how or information across company lines, with the primary goal

knowledge.

In line with Nooshinfard & Nemati-Anaraki (2014), knowledge sharing is a process
where individuals and groups communicate their knowledge for mutual benefit. Kaser and
Milles (2001) highlight essential contingencies for knowledge sharing, including
opportunities for self-directed, voluntary, intrinsically motivated interaction within
trustworthy relationships. Various facilitators of knowledge sharing, such as networking,
communities of practice, and education, have been proposed, emphasizing that knowledge-
sharing information technology can enable both explicit and tacit knowledge sharing.

Human interaction remains fundamental for sharing and hiding knowledge, underscoring
the importance of aligning KM strategies with organizational culture. Motivators like
monetary rewards, recognition, and praise encourage people to share knowledge, and trust
is pivotal for enabling knowledge sharing. Employees with specific, challenging objectives
are more inclined to share knowledge, especially when facing new tasks. Both
personalization and IT-based approaches are recommended for effective knowledge sharing.
Establishing a robust and flexible knowledge-sharing network between organizations
necessitates high levels of trust and reciprocity, fostering effective communication and
learning. However, practical complexities make sharing knowledge among organizations a
challenging task. Balancing personalization and IT-based approaches, aligning with
organizational culture, and fostering trust are essential considerations for successful
knowledge sharing practices.
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3.3. Interpreting Knowledge

Knowledge acquisition occurs through learning from diverse sources, including
interactions with people, exposure to culture, learning from mistakes, and accumulating
experiences. Within the knowledge management process, interpreting knowledge is a critical
step, drawing insights from various inputs. Turner and Makhija (2006, as cited in Daft and
Weick, 1984) define knowledge interpretation as the process of assigning meaning to new
information or knowledge within the framework of existing organizational understanding
(p.202). Explicit knowledge, being easily articulated, recorded, and shared, is more
amenable to interpretation due to its clarity and tangibility. In contrast, tacit knowledge,
residing in people's minds and often unspoken, poses a challenge for interpretation. This
difference in interpretability makes explicit knowledge more flexible and conducive to
accurate understanding.

According to Turner and Makhija (2006), when individuals share a common
interpretation, knowledge interpretation can be effectively communicated. However, as
Fang, Yang & Hsu (2013) point out, individuals with similar knowledge bases may still hold
different interpretations of the same knowledge, introducing challenges to knowledge
transfer. It is crucial to acknowledge that understanding and assimilating new knowledge
depends significantly on the existing knowledge within the organization.

In essence, the interpretation of knowledge is a dynamic process influenced by the nature
of the knowledge itself—whether explicit or tacit—and the diversity of perspectives within

the organization. Effective interpretation ensures that knowledge is not only acquired but ,?/

also comprehended and applied in ways that contribute to organizational learning and
performance. Recognizing and addressing the nuances of interpretation, especially in the
context of varying perspectives, is essential for maximizing the value derived from
knowledge within an organization.

3.4. Applying knowledge

The fundamental purpose of Knowledge Management (KM) is to enhance organizational
performance by effectively applying knowledge to achieve organizational goals. Internal
knowledge, particularly professional knowledge, offers numerous advantages to
organizations. Dalmarco et al. (2017) highlight that internal knowledge allows organizations
to strategically decide when to acquire external knowledge, when to commercialize internal
knowledge, establish knowledge relationships through external partnerships, and reduce
uncertainty. Dalmarco et al. (2017) identify the advantages of internal knowledge, including
the ability to strategically choose between external and internal knowledge acquisition,
establishing knowledge relationships through external partnerships, and reducing
uncertainty. Egbu et al. (2005) further propose potential benefits of KM, such as increasing
organizational knowledge, enhancing performance and productivity, fostering innovation
and services, identifying knowledge gaps, mapping knowledge flow and assets, improving
efficiency, and facilitating knowledge sharing.

For startups, especially, the use of KM applications can be particularly beneficial,
enhancing market knowledge and overall organizational improvement. Egbu et al. (2005)
caution that focusing solely on cash flow, without understanding the identification, mapping,
and knowledge creation processes, and failing to integrate them into daily operations, can
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lead to early failures for companies. Additionally, the KM process is significantly correlated
with organizational performance. Payal et al. (2019) propose that applying a system-oriented
strategy, a human-oriented strategy, or a combination of both, deployed by managers, can
contribute to enhanced organizational performance. They advocate for a comprehensive
approach, combining various strategies to optimize the application of knowledge within an
organization. In summary, the application of knowledge through KM practices is crucial for
organizational success. Internal knowledge, when strategically managed, can lead to
informed decision-making, reduced uncertainty, and improved performance. Recognizing
and leveraging the potential benefits of KM, especially in the context of system-oriented and
human-oriented strategies, ensures organizations effectively apply knowledge to meet their
goals and challenges.

4. KM Tools

In the realm of Knowledge Management (KM), a plethora of tools is available, broadly
categorized as technical and non-technical tools. Both types of tools are integral and
complementary, collectively enabling organizations to effectively manage their knowledge.
It is noteworthy that while non-technical tools are generally more accessible, IT-based tools
necessitate a more substantial investment. Prior to any investment, organizations should
meticulously examine their existing KM system, evaluate specific needs, and gauge the
anticipated benefits of the investment. The selection of tools should align with organizational
goals, and their roles within the KM process should be clearly understood. It's imperative to |

recognize that the suitability of tools may vary among organizations. A/"if\x\\
N \\

4.1. Technical Tools §l

Groupware Systems: These systems facilitate technological coordination and <\‘\,¢_‘_ 5/;/
collaboration, offering features such as communication (emails, file sharing, conferencing, -
chats) and collaboration tools (project management, workflow, information management
systems) (Aghajan, Carlos & Delgado, 2009).

The Intranet and Extranet: Exclusive to organizations, these systems enhance
collaboration, productivity, and socialization. In addition, they influence organizational
culture and act as repositories for embedded knowledge. The intranet supports electronic
publishing, searching, transacting, interacting, and recording, while the extranet extends
these capabilities to the organization's external network, including partners and suppliers
(Carayannis, 1998).

Data Warehousing and Online Analytical Processing (OLAP): These tools, crucial for
decision support, empower executives, managers, and analysts to make faster and informed
decisions. Data warehousing collects decision support technologies, providing vital
components for decision-making (Chaudhuri and Dayal, 1997).

Decision Support Systems: Integral to gaining a sustainable competitive advantage,
decision support systems enrich decision-making and problem-solving processes by
collaborating with decision-makers (Louw, 2002).

Content Management Systems: Utilized across organizations, these systems empower
managers to handle unstructured information and knowledge. They assist in dealing with
metadata, including standards, workflows, and barriers to effective knowledge management
(Wan et al., 2016).




Cilt/Vol.: 7, Say1 / Is.: 1, Y1l / Year: 2024, Sayfa / Pages: 45-65

Document Management Systems: Designed for storing, managing, tracking, controlling,
and retrieving documents in electronic or paper-based formats, these systems enhance
document-centric knowledge management (Ahmad et al., 2017).

Information and Data Retrieval Systems: Appropriate for the storage and retrieval of
structured data, these systems, including web search engines, efficiently locate relevant
documents or web pages. The integration of big data in these systems enables better business
understanding and transforms generated knowledge into effective decisions, enhancing
overall performance (Ferrariset et al., 2019; Yao et al., 2008).

Open-Source Knowledge Base: Open-source software integrated into various
organizational functions, such as HR, management, quality monitoring, and customer
support, operates as an entire KM system. This helps in preparing, managing, and optimizing
the flow of knowledge within the organization (Awazu & Desouza, 2004).

4.2. Non-Technical Tools

Building Cross-Functional Project Teams: This tool involves assembling teams from
different units within the organization, offering numerous benefits. The project manager, a
key figure, should possess extensive experience, expertise, and soft skills. Granting teams
freedom and flexibility in decision-making enhances the creation of new knowledge
(Zoerman, 2008). Cross-functional teams facilitate the amalgamation of organizational
knowledge, empowering the transfer of diverse knowledge forms and fostering future |
collaboration (Nonaka & Takeuchi, 1995). Providing KM Training and Education by e
Consultants: While relatively more expensive, this tool can be highly beneficial for “’,./
organizations. Bringing in consultants for hands-on training of local managers, planning,
and implementing KM initiatives ensures effective knowledge transfer and application.

Storytelling and Sharing Knowledge: This tool is effective in shaping vision, identity, and
organizational culture. Stories play a crucial role in communicating complex knowledge,
providing insights into values, norms, and practical solutions to intricate problems. Sole &
Wilson (2002) identified four roles of storytelling:

i.  Sharing Norms and Values: Stories communicate organizational norms and values,
shaping both its past and future.

ii.  Developing Trust and Commitment: Stories about the organization and management
convey information about the organization’s trustworthiness.

iii.  Sharing Tacit Knowledge: Stories make the transfer of tacit knowledge more
manageable and absorbable, allowing users to articulate and communicate tacit
knowledge effectively.

iv.  Facilitating Unlearning: New knowledge creation requires changes, and storytelling
helps people unlearn existing practices and mental frames.

v.  Generating Emotional Connection: Stories evoke emotions from the past, creating a
connection by highlighting anomalies or unexpected situations (Szulanski, 1996;
Damasio, 2000).

Mentoring: Crucial in Knowledge Management (KM), mentoring is the most effective
way to transfer tacit knowledge from an expert to others (Sprinkle & Urick, 2018). Beyond
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knowledge transfer, mentoring aids in employee retention. Companies should consider
implementing formal mentoring relationships and mentor training as an investment in future
KM. Mentorship can be organized formally or informally, both proving beneficial for
organizations.

5. Issues and Challenges in KM

In the realm of Knowledge Management (KM), several challenges and issues must be
addressed to effectively control and navigate the landscape.

Ethical Considerations in KM: Akhavan et al. (2013) highlight the ethical principles
encompassing intellectual property, trust, and credibility in KM. The transition from
personal explicit to non-personal explicit knowledge is stimulated by these principles.
Socialization, a critical aspect in organizations, involves learning from each other and
sharing experiences. Ethical considerations become crucial in this context as knowledge,
being a powerful asset, is managed through KM practices. Employee values and fairness
perceptions impact knowledge refinement, and a declaration of ownership by the
organization may lead to feelings of unfairness, hindering the application of KM.

Incorporating Tacit and Explicit Knowledge: Egbu et al. (2005) emphasize the
importance of incorporating both tacit and explicit knowledge into organizational memory.
Tacit knowledge, primarily derived from informal discussions and groups, is challenging to
formalize and transfer. The challenges in KM sub-processes include knowledge |
identification, capture, storage, mapping, dissemination, and creation, particularly for small
and medium-sized organizations.

Specific Challenges in KM Sub-Processes:

i.  Knowledge Creation: Knowledge creation involves adding value to existing
knowledge through innovation. Organizations need employees with new skills and
capabilities to remain competitive. Motivating employees to adopt new methods and
learn new skills is a time-consuming challenge.

ii.  Knowledge Capturing: The departure of employees leads to the loss of tacit
knowledge. Organizations must capture and maintain knowledge, especially when it
is difficult to codify, share, capture, and transfer tacit knowledge.

iii.  Knowledge Storing: Storing tacit knowledge and converting it into explicit
knowledge poses a challenge. Some types of knowledge cannot be stored easily, and
the process requires management support, proper training, leadership, and committed
efforts.

iv.  Knowledge Mapping: Knowledge mapping aims to optimize the efficient and
effective use of organizational knowledge. It involves locating knowledge and
creating easily understandable knowledge maps. The challenges include how
individuals use knowledge and how organizations manage the coordination of
knowledge among individuals and other organizations.

v.  Knowledge Dissemination: Trust is crucial in knowledge dissemination, as it forms
the collective mind that requires reliable performance. In-person discussions and
interactions are effective for disseminating knowledge. Barriers to growth include a
lack of vision and skill by management.




Cilt/Vol.: 7, Say1 / Is.: 1, Y1l / Year: 2024, Sayfa / Pages: 45-65

Each of these challenges requires careful consideration and strategic approaches to ensure
successful Knowledge Management within organizations.

6. Other Challenges and Issues

Several additional challenges and issues in Knowledge Management (KM) merit attention
in the literature:

i.  Trustworthy Information: Durand (2007) highlights the challenge of ensuring
trustworthy information in KM, particularly in the context of organizational
learning and performance. Rapid transmission and sharing of trustworthy
information among organizational members are crucial. The willingness of
knowledge holders to share trustworthy information in a timely manner is vital,
addressing concerns related to organizational silence where members may even
provide inaccurate information, potentially leading to serious consequences.

ii.  Transferring Knowledge in Cross-Functional Teams: The transfer of knowledge
between cross-functional teams presents a complex challenge. Research on cross-
functional teams explores the impact of physical distance on knowledge
incorporation. Zahra et al. (2020) note that high cultural distance hinders
information transfer due to challenges in bridging space and time boundaries and
adjusting content to the recipient. Overcoming this challenge requires
organizational motivation for strategic change, renewal, and adoption.

iii.  Knowledge Transfer in Multicultural Organizations: Knowledge transfer in
multicultural organizations is identified as an additional challenge in the KM
process. Hadjimichael and Tsoukas (2019) argue that understanding each other is
problematic when individuals work in the same field but for organizations in
different cultural settings. Diverse cultural settings significantly impact
knowledge transfer. This challenge is also observed in organizational mergers,
where different cultures and committees develop their own tacit knowledge.
Managers attempt to navigate these challenges by making changes to understand
and accommodate different cultures.

These challenges underscore the nuanced and multifaceted nature of KM, requiring
organizations to address issues related to information trustworthiness, cross-functional
collaboration, and cultural diversity in their knowledge transfer processes.

7. Discussion and Conclusion

In today's globalized and highly competitive environment, the capability of firms to
generate and orchestrate knowledge is foundational for securing a competitive advantage
and ensuring its sustainability. This pivotal role of Knowledge Management (KM) spans
across the entirety of an organization's value chain, including procurement, production,
distribution, and various managerial support functions. The effectiveness of these operations
relies heavily on a robust KM framework, underscoring the critical role of knowledge in
achieving organizational triumph. Echoing the sentiments of HP's former CEQO, "If HP knew
what HP knows, we would be three times more productive,” illustrates the profound impact
of effective knowledge utilization. Ford stands out as a quintessential example of KM's
successful implementation. Through its pioneering use of web-based software early in the
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internet era, Ford enhanced the quality of its products while simultaneously reducing
warranty costs, by ensuring adherence to quality standards across its product lines.

The burgeoning interest in knowledge creation and management over recent decades
underscores the increasing recognition of its significance. This research aims to distill the
core principles and facets of KM, providing a historical overview and amalgamating existing
studies to furnish a nuanced understanding of KM that is both informative for scholars and
actionable for practitioners.

In the contemporary business milieu, where tangible resources among organizations often
mirror each other, knowledge distinguishes itself as the foremost driver of competitive edge.
KM involves the cultivation, dissemination, and application of knowledge to elevate the
quality of products and services, thereby driving superior organizational performance. The
interplay of tacit knowledge, with its roots in informal interactions and communities,
presents a challenge in codification and transfer, contrasting with the more readily shareable
explicit knowledge. The arsenal of KM tools, spanning technical to non-technical varieties,
forms the backbone of effective knowledge management. Despite the potential for higher
investment requirements for technical tools, a strategic evaluation of organizational
objectives and necessities is imperative. Moreover, fostering an organizational culture that
promotes learning and knowledge sharing is crucial, necessitating an atmosphere where
teamwork, commitment, and motivation thrive, thereby bolstering KM efforts.

To encapsulate, KM is a comprehensive system that integrates technical, non-technical, B
organizational, cultural, and managerial elements. An organization's prowess in KM is .
indicated by its systematic capability to generate value, thus maintaining its competitiveness. f
In an era increasingly dominated by digital and Al technologies, the role of KM is set to
become even more pivotal. Organizations that adeptly merge Al or smart technologies with
their KM practices will not only augment their efficiency but also magnify their value
creation. This evolution suggests a fertile ground for future research, especially in exploring
how KM can harness the power of emerging technologies to foster innovation, adaptability,
and growth in the ever-evolving business landscape.
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Genisletilmis Ozet

Bu makalenin amaci, bilgi yonetimi kavramlarini, siireclerini ve araglarini1 kapsamli bir
sekilde inceleyip elestirel bir degerlendirme yapmak ve rekabet avantajini artirmanin
Oonemini is diinyasi baglaminda vurgulamaktir. Bilgi yonetiminin evrimi incelenmis, bilgi
olusturma, paylagsma ve uygulama gibi temel siirecler belirlenmis ve bilgi yonetimi araglari
teknik ve teknik olmayan olmak iizere iki kategoriye ayrilarak, bu araglarin tamamlayici
rolleri iizerinde durulmustur. Detayli literatiir taramasi yoluyla, bilgi yOnetiminde
karsilagilan baslica zorluklar tanimlanmis ve Ozellikle Ortiik bilginin yonetimi ile ilgili
zorluklara dikkat cekilmistir. Arastirma, bilgi teknolojilerini kullanarak karar alma
stireclerini otomatiklestirmenin ve yenilik¢i stratejilerle yeni uygulamalar gelistirmenin
Onemini ortaya koymustur. Ayrica, Ortiik bilginin etkin bir sekilde depolanmasi ve
paylasilmasi icin pratik ¢oziimler onererek literatiirdeki bir boslugu ele almistir. Calisma,
mevcut aragtirmalarin 6zetlenmesiyle kalmayip, spesifik zorluklar1 vurgulayarak ve
uygulayicilara kanit temelli Oneriler sunarak bilgi yonetimi literatiiriine yeni katkilarda
bulunmustur. Sonug olarak, bu aragtirma bilgi yonetiminin ¢esitli fayda ve zorluklarini ele
alarak, hem gelecekteki arastirmalar i¢in yonlendirmeler sunmus hem de kurumsal
uygulamalarda karsilasilan zorluklar1 ve potansiyel faydalari detaylandirarak bulgularin
nasil uygulanabilecegi konusunda da bilgi sunmaktadir.

Bilgi Yonetimi Siireci, Turner ve Makhija (2006) tarafindan vurgulandigi iizere, rekabet
avantajini gelistirme konusunda merkezi bir role sahiptir. Bu siireg, organizasyon i¢inde yeni
bilginin yaratilmasini, edinilmesini, paylasilmasini, yorumlanmasimni ve uygulanmasin
igerir. Kontrol mekanizmalari, bilginin nasil paylagildigini ve yayildigini sekillendirmede
onemli bir role sahipken, bu siirecin dinamikleri rekabeti korumada hayati 6neme sahiptir. .
Bu siirecin etkin yonetimi, organizasyonel hedeflere ulagsmak i¢in bilginin nasil edinildigi,
paylasildigi, yorumlandigi ve kullanildigi tizerinde belirleyici bir etkiye sahiptir. Bilgi
yaratim siireci, organizasyonel 6grenme ile baslar ve var olan bilginin kullanimi ile devam
eder. Yeni bilginin yaratilmasinin genellikle mevcut bilgilerin yeniden kombinasyonu veya
bilgi unsurlarimin nasil baglantili oldugunun yeniden yapilandirilmasiyla ilgilidir. Bu,
bilinen bir ¢oziimiin bireysel bilesenlerini degistirerek ve performanstaki degisikliklerle yeni
bilgi yaratimindaki ilerlemeyi yol agacaktir.

Organizasyonlar icerisinde etkilesimli ve bilgilendirici olmak iizere iki temel 6grenme
bicimi mevcuttur. Etkilesimli 6grenme, fikir ve goriis aligverisiyle yeni bilginin
paylasilmasini igerirken, bilgilendirici 6grenme veri isleme ve yorumlamay1 kapsar. Her iki
ogrenme bi¢imi de, organizasyonel bilgi yaratimimda énemli roller oynar. Wiig (1997)
tarafindan vurgulandig iizere, 6grenme siirecinin basarisi, organizasyonun kosullar1 ve
bilgiyle ilgili kararlarin sonuglarina baglidir ve etkili bir Bilgi Yonetimi sistemi gerektirir.
Bilgi Paylasimi, etkili iletisim ve organizasyonlar igindeki degisim Onemini vurgular.
Nooshinfard ve Nemati-Anaraki (2014), Nonaka ve Takeuchi (1995), bilgi paylasiminin,
bilgi yaratimini giiclendiren sosyal bir siire¢ oldugunu ve 6zellikle ortiik bilginin paylagimin
icerdigini belirtir. Bilgi paylagimimi basarili kilan faktorleri anlamak, bu degerli kaynagi
kullanmak i¢in hayati 6neme sahiptir. Loebbecke vd. (2016), bilgi paylasimini, sirketler aras1
faydali bilgi veya bilgi transferi olarak tanimlar, ana hedefin mevcut ve yeni bilginin
birlestirilmesi yoluyla yeni bilgi yaratilmasi oldugunu vurgular. Bilgi yorumlama, bilgi
yonetimi slirecinde kritik bir adimdir ve ¢esitli girdilerden iggoriiler ¢ikarma islemidir.
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Turner ve Makhija'ya (2006) gore, bilgi yorumlama, yeni bilgilere veya bilgiye mevcut

organizasyonel anlayis cercevesinde anlam atama stirecidir. Acik bilgi, kolayca ifade
edilebilir, kaydedilebilir ve paylasilabilirken; ortiik bilgi, insanlarin zihinlerinde yasar ve
siklikla sdylenmez, bu da yorumlama igin bir zorluk olusturur. Etkili yorumlama, bilginin
sadece edinilmesini degil, ayn1 zamanda anlasilmasini ve organizasyonel O0grenme ve
performansa katkida bulunacak sekillerde uygulanmasini saglar. Bilginin uygulanmasi, Bilgi
Yonetimi'nin temel amacidir ve organizasyonel performansi, bilgiyi etkili bir sekilde
kullanarak organizasyonel hedeflere ulasmak i¢in artirmayi1 amaglar. Dalmarco vd. (2017),
Egbu vd. (2005), i¢ bilginin stratejik avantajlarin1 ve Bilgi Yonetimi’nin potansiyel
faydalarin1 stratejik karar verme, performans ve verimlilik artisi, yenilik ve hizmet tesviki,
bilgi akis1 ve varliklarinin haritalandirilmasi olarak siralamistir. Payal vd. (2019), yonetim
tarafindan uygulanan sistem ve insan odakli stratejilerin birlesiminin organizasyonel
performansi artirabilecegini 6ne siirmiistiir. Bu yaklasimlar, bilginin optimizasyonu ve
organizasyonel basariya katkida bulunmaktadir.

Bilgi Yonetimi alaninda, teknik ve teknik olmayan araglar olmak {izere genis bir arag
yelpazesi mevcuttur. Her iki tlir arag da biitiinleyici ve ayrilmaz birer parca olup,
organizasyonlarin bilgilerini etkili bir sekilde yonetmelerini saglar. Organizasyonlar, yatirim
yapmadan Once mevcut Bilgi Yonetim sistemlerini dikkatlice incelemeli, 6zel ihtiyaglari
degerlendirmeli ve yatirimin beklenen faydalarini 6l¢gmelidir. Arag se¢imi, organizasyonel
hedeflerle uyumlu olmalidir.

Teknik Araglar; Grup Calisma Sistemleri: Bu sistemler, iletisim (e-postalar, dosya
paylasimi, konferanslar, sohbetler) ve isbirligi araglari (proje ydnetimi, is akisi, bilgi yonetim //
sistemleri) gibi ozellikler sunarak teknolojik koordinasyon ve isbirligini kolaylastirir
(Aghajan, Carlos & Delgado, 2009). Intranet ve Extranet: Organizasyonlara 6zgii bu
sistemler, isbirligini, tiretkenligi ve sosyallesmeyi artirir. Ayrica, organizasyon kiiltiiriinii
etkiler ve gomiilii bilginin depolandig1 yerler olarak islev gortirler. Intranet, elektronik

yayinciligi, aramayi, islem yapmayi, etkilesimde bulunmayi ve kayit tutmayr desteklerken,
extranet bu yetenekleri organizasyonun dis agina, ortaklar ve tedarikgiler dahil olmak tizere
genisletir (Carayannis, 1998). Veri Ambarlama ve Cevrimici Analitik Isleme (OLAP): Karar
destek i¢in hayati dneme sahip bu araglar, yoneticilerin ve analistlerin daha hizli ve
bilgilendirilmis kararlar almasini saglar. Veri ambarlama, karar verme i¢in hayati bilesenleri
saglayan karar destek teknolojilerini toplar (Chaudhuri ve Dayal, 1997). Karar Destek
Sistemleri: Siirdiiriilebilir rekabet avantaji kazanmak i¢in hayati 6neme sahip olan karar
destek sistemleri, karar verme ve problem ¢dzme siireclerini, karar vericilerle isbirligi
yaparak zenginlestirir (Louw, 2002). Igerik Yonetim Sistemleri: Organizasyonlar genelinde
kullanilan bu sistemler, yoneticilerin yapilandirilmamis bilgi ve bilgiyt yonetmelerine
olanak tanir. Metaveri ile ilgilenmelerine, standartlar, is akislar1 ve etkili bilgi yonetimine
engel olan bariyerlerle basa ¢ikmalarina yardimer olurlar (Wan vd. 2016). Belge Y6netim
Sistemleri: Elektronik veya kagit tabanli formatlarda belgeleri depolamak, yonetmek, takip
etmek, kontrol etmek ve geri almak icin tasarlanan bu sistemler, belge odakli bilgi
yonetimini gelistirir (Ahmad vd. 2017). Bilgi ve Veri Alma Sistemleri: Yapilandirilmisg
verilerin depolanmasi ve alinmasi i¢in uygun olan bu sistemler, web arama motorlar1 da dahil
olmak iizere, ilgili belgeleri veya web sayfalarinmi etkili bir sekilde bulur. Bu sistemlerde
bliylik verinin entegrasyonu, is anlayisini iyilestirir ve tretilen bilgiyi etkili kararlara
dontistiiriir, genel performansi artirir (Ferrariset vd. 2019, Yao vd. 2008). Ac¢ik Kaynak Bilgi




Cilt/Vol.: 7, Say1 / Is.: 1, Y1l / Year: 2024, Sayfa / Pages: 45-65

Tabani: IK, ydnetim, kalite izleme ve miisteri destegi gibi ¢esitli organizasyonel islevlere
entegre edilen acik kaynak yazilimlari, tam bir Bilgi Yonetimi sistemi olarak isler. Bu,
organizasyon iginde bilgi akigin1 hazirlamada, yonetmede ve optimize etmede yardimer olur
(Awazu ve Desouza, 2004).

Teknik Olmayan Araglar; Capraz Fonksiyonel Proje Takimlarinin Kurulmasi: Bu arag,
organizasyon i¢inde farkli birimlerden ekiplerin bir araya getirilmesini igerir ve ¢ok sayida
fayda sunar. Proje yoneticisi, onemli bir figiir olarak, genis bir deneyim, uzmanlik ve
yumusak becerilere sahip olmalidir. Ekiplere karar alma stireglerinde 6zgiirliikk ve esneklik
taninmasi, yeni bilginin olusturulmasini artirir (Zoerman, 2008). Capraz fonksiyonel ekipler,
organizasyonel bilginin birlestirilmesini kolaylastirir, ¢esitli bilgi formlarinin aktarimini
giiclendirir ve gelecekteki isbirligini tesvik eder (Nonaka ve Takeuchi, 1995). Danismanlar
Tarafindan Bilgi Yonetimi Egitimi ve Ogretimi Saglama: Goreceli olarak daha maliyetli
olmasina ragmen, bu arag organizasyonlar i¢in son derece faydali olabilir. Yerel yoneticilere
uygulamali egitim, planlama ve Bilgi Y6netimi girisimlerinin uygulanmasi i¢in danisman
getirmek, etkili bilgi transferi ve uygulamasini saglar. Hikaye Anlatimi ve Bilgi Paylagima:
Bu arag, vizyon, kimlik ve organizasyonel kiiltiir sekillendirmede etkilidir. Hikayeler,
karmagik bilgileri iletmekte kritik bir rol oynar, degerler, normlar ve karmasik sorunlara
pratik ¢oziimler hakkinda i¢gdriiler saglar. Sole ve Wilson (2002) hikaye anlatiminin dort
roliinii su sekilde belirlemistir: Norm ve Degerleri Paylagsma: Hikayeler, organizasyonun
norm ve degerlerini ileterek, hem ge¢misini hem de gelecegini sekillendirir. Giiven ve
Baglilik Gelistirme: Organizasyon ve yonetim hakkindaki hikayeler, organizasyonun
giivenilirligi hakkinda bilgi verir. Ortiik Bilgiyi Paylasma: Hikayeler, ortiik bilginin

aktarimin1 daha yonetilebilir ve sindirilebilir hale getirir, kullanicilarin ortiik bilgiyi etkili ¢

bir sekilde ifade etmesini ve iletmelerini saglar. Ogrenmeyi Kolaylastirma: Yeni bilgi
olusturma, degisiklikler gerektirir ve hikaye anlatimi, insanlarin mevcut pratiklerini ve
zihinsel ¢ercevelerini unutmalarina yardimci olur. Duygusal Bag Olusturma: Hikayeler,
gecmisten duygular uyandirir, anormallikleri veya beklenmedik durumlar1 vurgulayarak bir
baglant1 olusturur (Szulanski, 1996; Damasio, 2000). Mentorluk: Bilgi Yonetiminde hayati
Ooneme sahip olan mentorluk, 6rtiik bilginin bir uzmandan digerlerine aktarilmasinda en etkili
yoldur (Sprinkle ve Urick, 2018). Bilgi transferinin 6tesinde, mentorluk, ¢alisanlarin iste
kalmasma da yardimci olur. Sirketler, gelecekteki Bilgi Yonetimi i¢in resmi mentorluk
iligkileri ve mentor egitimini bir yatirnm olarak degerlendirmelidir. Mentorluk resmi veya
gayri resmi olarak diizenlenebilir, her ikisi de organizasyonlar i¢in faydalidir.

Bilgi Yonetiminin uygulanmasi ve siirekli gelisimi karsisinda organizasyonlar gesitli
zorluklarla karsi karsiyadir. Bilgi Yonetimini etkili bir sekilde kontrol edebilmek ve
yonlendirebilmek i¢in ele alinmasi gereken birgok sorun ve zorluk bulunmaktadir. Literature
taramasi ortaya ¢ikan zorluklar asagidaki gibi listelenmistir.

Bilgi Yonetiminde Etiksel Zorluklar: Akhavan ve digerleri (2013), Bilgi Yonetiminde
fikri miilkiyet, gliven ve giivenilirlik gibi etik ilkelere dikkat cekmistir. Caligan degerleri ve
adil algilari, bilgi rafinasyonunu etkiler ve organizasyon tarafindan miilkiyet beyani, Bilgi
Y 6netimin uygulanmasini engelleyebilecek adaletsizlik duygularina yol agabilir. Kisisel ve
kisisel olmayan acik bilgiye gegislerde bu ilkeler g6z ard1 edilmemelidir. Kuruluglarda kritik
bir yon olan sosyallesme, birbirinden 6grenmeyi ve deneyimleri paylasmayi igerir. Bilginin
giiclii bir varlik olmasi nedeniyle, bu baglamda etik diisiinceler 6nem kazanir ve Bilgi




SUKLUN and CAPAR

Yénetimi uygulamalar1 aracihigiyla yonetilebilir. Ortiik ve Agik Bilginin Entegrasyonu:
Egbu ve digerleri (2005), ortiik ve agik bilginin kurumsal hafizaya dahil edilmesinin 6nemini
vurgulamistir.  Oncelikle formalite dis1 tartismalardan ve gruplardan elde edilen ortiik
bilgiyi, formalize etmek ve aktarmak en biiyiik zorluklardan biridir. Bilgi Yonetimi alt
siireglerindeki zorluklar o6zellikle kiigiik ve orta oOlgekli kuruluslar igin, bilginin

tanimlanmasi, yakalanmasi, depolanmasi, haritalanmasi, yayilmasi ve yaratilmasini igerir.
Alt siireclerindeki zorluklar, Bilgi Yaratimi: mevcut bilgiye yenilik ekleyerek deger katmay1
icermektedir. Kuruluglar rekabetci kalmak i¢in yeni beceri ve yeteneklere sahip calisanlara
ihtiya¢ duyduklarindan, calisanlarin1 bu yeni yontemleri benimsemeye ve yeni beceriler
gelistirmeye onem vermeleri gerekir. Bilgi Yakalama: Calisanlarin ayrilmasi ortiik bilginin
kaybina yol acar. Ozellikle kodlamasi, paylasmasi, yakalamas1 ve ortiik bilgiyi aktarmasi
zor oldugundan kuruluslar, siirekli olarak bu bilgileri yakalamali ve muhafaza etmelidir.
Bilgi Depolama: Ortiik bilginin depolanmasi1 ve agik bilgiye déniistiiriilmesi en biiyiik
zorluktur. Dolayst1 ile bu siire¢, yonetim destegi, uygun egitim ve liderlik uygulamamalarini
gerektirir. Bilgi Haritalama: organizasyonel bilginin etkili ve verimli kullanimin1 optimize
etmeyi amaglar. Bilginin yerini bulmay1 ve kolayca anlasilir bilgi haritalar1 olusturmay1
icerir. Zorluklar, bireylerin bilgiyi nasil kullandig1 ve kuruluslarin bilgiyi bireyler ve diger
kuruluslar arasinda nasil koordine ettigi ile ilgilidir. Bilgi Paylasma: Bilgi paylasiminda
giiven kritik 6neme sahiptir, ¢iinkii giivenilir performans gerektiren kolektif zihni olusturur.
Yiiz yilize tartigmalar ve etkilesimler bilgi yaymmi ig¢in etkilidir. Bilgi paylagimi
organizasyonlarin biiyiime engelleri arasinda onemli bir yer oynar. Listelenen zorluklarin
her biri, organizasyonlar i¢inde basarili Bilgi Y 6netimi saglamak i¢in dikkatli diislinilmesini
ve stratejik yaklasimlar gerektirir. Bilgi Yonetimi alaninda dikkate alinmasi gereken birkag
ek zorluk ve sorun bulunmaktadir bunlar: Giivenilir Bilgi: Bilgi yonetiminde, 6zellikle
organizasyonel 0grenme ve performans baglaminda, giivenilir bilgiyi saglama zorlugu
vurgulanmaktadir (Durand, 2007). Organizasyon iiyeleri arasinda giivenilir bilginin hizli
iletimi ve paylasimi hayati 6neme sahiptir. Capraz Fonksiyonel Takimlarda Bilgi Aktarimi:
takimlar arasinda bilgi aktarimi karmasik bir durum olustur. Cok kiiltiirlii organizasyonlarda
bilgi transferi, (Hadjimichael ve Tsoukas, 2019) Bilgi Yonetimi siirecinde ek bir zorluk
olarak tanimlanir. Kiltiirel farkliliklar bilgi transferini 6nemli Olgiide etkiler. Farkli

kiiltiirlerin ve komitelerin kendi ortiik bilgilerini gelistirdigi (Zahra vd. 2020) ozellikle
organizasyonel birlesmelerde gézlemlenir. Yoneticiler, farkl kiiltlirleri anlamak ve onlara
uyum saglamak i¢in degisiklikler yaparak bu zorluklarin iistesinden gelmeye c¢alismalidir.
Bu zorluklar, Bilgi Yonetiminin niianshi ve ¢ok yonlii dogasimi vurgulamakta ve
organizasyonlarin bilgi transfer siireglerinde bilgi giivenilirligi, ¢capraz fonksiyonel isbirligi
ve kiiltiirel cesitlilikle ilgili sorunlari ele almasini gerektirmektedir.

Giliniimiizun kiiresellesmis ve rekabet¢i ortaminda, bilgi yonetimi rekabet avantaji
saglamanin ve bunun siirdiiriilebilirligini garanti altina almanin temelini olusturur. HP ve
Ford gibi ornekler, bilgi yonetiminin etkili kullaniminin organizasyonel basariya nasil
katkida bulundugunu gdéstermektedir. Son yillarda bilgi olusturma ve yonetimine olan ilginin
artmas1, bu konunun énemini daha da vurgulamaktadir. Ozetle, Bilgi Y®énetimi, teknik ve
teknik olmayan araclari, organizasyonel, kiiltiirel ve yOonetimsel unsurlart biitiinlestiren
kapsamli bir sistemdir. Bir organizasyonun Bilgi Yonetimindeki basarisi, rekabetgiligini
siirdiirme yetenegini ve sistemli bir sekilde deger yaratma kapasitesini gosterir. Yapay Zeka
ve dijital teknolojilerin giderek daha hakim oldugu bir ¢agda, Bilgi Yonetimi'nin rolii daha
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da 6nemli hale gelmektedir. Bu arastirma, Bilgi Yonetiminin temel ilkelerini ve yonlerini
belirleyerek, tarihsel bir bakis agis1 sunarak ve mevcut ¢aligmalar1 bir araya getirerek, hem
akademisyenler i¢in bilgilendirici hem de uygulayicilar i¢in uygulanabilir bir Bilgi Y 6netimi
anlayis1 saglamaktadir. Ilaveten, 6zellikle Bilgi Yonetiminin, siirekli degisen is diinyasinda
yenilik, uyumluluk ve biiyiime tesvik etmek i¢in ortaya ¢ikan teknolojilerin giiciinden nasil
yararlanabilecegini kesfetme konusunda gelecek arastirmalar i¢in verimli bir zemin
sunmaktadir.
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OZET

Rekabet  distinliginiic  koruyabilmenin  giderek
zorlastigl  kiiresel -+ pazarda; rakip davraniglarini
anlayabilmek, bir sonraki hamlelerini tahmin
edebilmek isletmenin siirdiiriilebilirligi i¢in hayatidir.
Rekabet istihbarati(RI), isletmenin rakiplerinin giiglii
ve zayif yonlerini ortaya koyarak kendisinin
rakiplerine ' gére konumunu belirlemesine yardimet
olmaktadir. Bu baglamda ihracat faaliyetleri yiiriiten
bir isletmenin kiiresel pazarda varligini siirdiirebilmesi
icin rekabet istihbarati fonksiyonuna ihtiya¢c duymasi
aciktir. ~ RI  siireglerinin  basamlr  bir  sekilde
kullanilabilmesi icin isletmelerin kurumsal istihbarat
farkindaligina sahip olmalarn gerekmektedir. Bu
farkindalik, isletmelerin bilgi toplama, analiz etme,
sonuglart yayma ve geri bildirim siireclerini etkin bir
sekilde yonetmelerine olanak tanimaktadir. RI dogru
sekilde kullanildiginda, igletmeler pazarlarin1 daha iyi
anlamakta, rakiplerinin - gligli ve zayif yonlerini
belirlemekte ve bu bilgileri stratejik karar alma
siireglerinde  kullanarak rekabet avantaji  elde
etmektedirler. Ozellikle uluslararasi isletmeler igin,
farkli pazarlarda ve Kkiiltiirel ortamlarda etkili bir
rekabet stratejisi gelistirmek ig¢in RI'min sagladigi
veriler ¢ok degerlidir. Ayrica, isletmelerin RI
kiiltiiriinii kurmalar1 ve ¢alisanlarinin RI siireglerine
etkin katilimini tesvik etmeleri 6nemlidir. Boylece,
isletmeler hem pazarlama stratejilerini daha dogru bir
sekilde belirleyebilirler hem de rekabet tstiinliigiini
strdiiriilebilir bir sekilde koruyabilirler. Calismanin
amaci; rekabet istihbaratinin ihracat faaliyetleri
acisindan degerlendirilerek arastirmact ve
uygulayicilara rehberlik etmektir.

Anahtar Kelimeler: Uluslararas: Ticaret, Rekabet
Istihbarati, Istihbari Bilgiler, Rekabet Ustiinliigii,
Thracat Etkinligi.

ABSTRACT

In a global market where it is becoming increasingly
difficult ~to maintain competitive advantage,
understanding competitor behavior and predicting
their next moves is vital for the sustainability of the
business. Competitive intelligence helps the business
to determine its position relative to its competitors by
revealing the strengths and weaknesses of its
competitors. In this context, it is clear that a business
conducting export activities needs a competitive
intelligence function in order to survive in the global
market. Businesses need to have corporate intelligence
awareness to use Cl processes successfully. This
awareness enables businesses to effectively manage
the processes of information gathering, analyzing,
dissemination of results and feedback. When Cl is used
properly, businesses gain a better understanding of
their markets, identify the strengths and weaknesses of
their competitors, and gain a competitive advantage by
using this information in strategic decision-making
processes. Especially for international businesses, the
data provided by Cl is invaluable for developing an
effective competitive strategy in different markets and
cultural environments. In addition, it is important for
businesses to establish a culture of ClI and encourage
their employees to actively participate in CI processes.
In this way, businesses can both determine their
marketing strategies more accurately and maintain
their-competitive advantage in a sustainable manner.
The aim of the study is to evaluate competitive
intelligence in terms of export activities and to provide
guidance to researchers and practitioners.

Keywords: International Trade, Competitive
Intelligence, Intelligence information, Competitive
Advantage, Export Effectiveness.

1Bu caligma, Mehmet Naci Sonmez’in “Ihracat Performansi ve Uluslararasi Pazar Segiminde Rekabet Istihbarati ve Bilgi Y dnetiminin
Rolii: Mobilya Sektoriindeki Thracatgilar Uzerine Bir Uygulama” bashkli doktora tezinden tiiretilmistir.
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1. Giris

Kiiresel pazarda teknolojinin gelismesi ile isletmeler arasi rekabet gittikge artmaktadir.
Boyle bir durumda uluslararasi Isletmeler rekabet avantaji elde edebilmeleri i¢in kendilerini,
rakiplerini ve dis diinyay: iyi analiz etmeleri gerekmektedir. Rekabet avantajinda taklit
edilebilirligi dnlemek, rakiplerin siireglerini tespit edip olasi hareketlerinin 6niline gegmek
istihbaratin uygulamasina baglidir. Modern Ekonominin kurucusu Adam Smith’ten itibaren
ayr1 bir degerlendirme konusu olan istihbarat, giinlimiizde “rekabet istihbarati” baslig
altinda inceleme ve arastirma konusu olarak énemini korumaktadir. Ozellikle soguk savas
sonrasi ortaya c¢ikan globallesme ve iletisim imkanlarinin artmasi uluslararasi ticaretin
Oonemini arttirmis ve gelisen lojistik imkanlar dis ticareti 6l¢ek ekonomileri arasinda 6nemli
bir belirleyici haline getirmistir. Bu gelismeler ise ulusal ve uluslararasi rekabetin artmasina
neden olmustur.

Isletmelerin girmek istedikleri pazarlar hakkinda bilgi akisini saglayarak rekabete etki
eden unsurlar1 belirlemeleri gerekmektedir. Bu bilgilerin sistematik bir sekilde toplanmasi
analiz edilmesi ve stratejik kararlar haline getirilmesi “rekabet istihbarati” kavramin1 ortaya
cikarmistir. Cevrenin artan karmasikligi ve dinamizminin bir sonucu olarak zamaninda,
uygun ve "eyleme gegirilebilir" istihbarat saglama ihtiyaci artarken; birgok sirket stratejik
amaglar i¢in bir kurulusun ¢evresi hakkinda bilgi tiretmek ve islemek olarak tanimlanan
rekabet istihbaratin1 uygulamaya koymustur (Vriens, 2004). Uluslararasi hedef pazar
arastirmasinda istihbar1 bilgilerin kullanilmas1 (Rekabet Istihbarat1) isletmelerin dogru
pazarlara kisa zamanda ve daha az maliyetler ile ulastirmasi i¢in firmalarin stratejik kararlar
alinmasini kolaylastirmaktadir. Rekabet istihbaratindan faydalanilarak hedef Pazar tespiti
yapilmasi gerekmektedir. Hedef pazari belirleyerek stratejik kararlar dogrultusunda ihracat
faaliyetlerinin stirdiiriilmesi rekabet Gstiinltigii i¢in 6nem arz etmektedir.

Uluslararas1 pazarlar hakkinda elde edilen verilerin analizi siirecinde rekabet
istihbaratinin 6nemi her gegen giin daha da artmaktadir. Kiiresellesmenin bir sonucu olarak
artan rekabet nedeniyle isletmelerin karsilastigi baslica zorluk, pazar paylarini korumak
olmustur. Isletmeler mevcut pazardaki paylarini artirmak ve her gecen zaman daha iyiye
ulasmak icin ¢caba harcamak zorundalar. Ihracat faaliyetlerinde pazar arastirmasina para ve
zaman ayirmalar1 gerekmektedir. Bu siirec, sinirli zaman ve kaynaklarla dogru miisteriyle
hizli, uygun maliyetli ve kolay bir sekilde iletisime ge¢gmeyi miimkiin kilan rekabet
istihbarati sayesinde daha da kolaylasir (Mete, 2023). Boylece isletmeler ihracat
faaliyetlerinde rekabet iistiinliigli saglamak i¢in rakipleri, lirinleri ve piyasa ile ilgili stratejik
bilgileri etkin olarak bir araya getirmek ve bu bilgileri avantaja doniistiirme firsatin1 elde
ederler.

Calismanin amact; global pazarlarda faaliyet gosteren isletmelerin ihracat siire¢lerinde
stirdiiriilebilir basarilar elde etmeleri igin rekabet istihbaratindan faydalanarak global
pazarlarda rekabet istiinliigii saglama firsatin1 elde etmeleri konusunda arastirmaci ve
uygulayicilara rehberlik etmektir.

2. Kavramsal Cerceve
2.1. Rekabet Istihbaratinin Tarihcesi

RI kavramina ilk olarak Cin’de kaleme alinmig olan ve tarihi giinimiizden 5000 y1l
oncesine dayanan eserlerde rastlanmaktadir. Bu alandaki ilk ¢alismalardan biri, askeri
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istihbarat alanindaki ilk ve temel eserlerden olan ve Sun Tzu tarafindan yazilan “Art of War”
(Savas Sanat1) kitabidir (Calof & Wright, 2008).

Literatiir incelendiginde, rekabet kavraminin sanayi devriminin ilk donemi ile énemli
kavram haline geldigi goriilmektedir. Birinci sanayi devrimi sonucunda sosyal ve ekonomik
hayatta 6nemli degisiklikler yasandi. Bunlardan biri feodal yapinin yikilmasidir. Feodalizm
sonrasindaki siirecte meydana gelen siyasi ve ekonomik sistem, “piyasa”da “rekabet”i
onemli hale getirmistir. Boylece biitiin toplumda daha 6nceki donemlerde goriilmemis bir
rekabet siireci ortaya ¢ikmis ve her gecen giin artis gostererek devam etmistir. (Baltact vd,
2012) . Ozellikle soguk savas sonrasinda globallesme olusumu ile birlikte goriilen yeni Pazar
diizeninde sirketlerin etkinligi ve verimligi eski metotlarin yerini yeni bulgulara birakmasi
ve bazi kavramlarin daha fazla 6nemli hale gelmesine neden olmustur. Bu kavramlardan
biride rekabet ve yenilesmedir. Ozellikle baz1 arastirmacilar, isletmelerin global pazarlarda
etkin ve verimli bir sekilde rekabet Ustlinligi saglamasimi yenilik kavramini ile
aciklamiglardir (Porter, 1990)

Fourie (1999), Porter'in stratejik yonetim ve rekabetgilik konusundaki g¢aligmasini,
akademik bir konu alan1 olarak rekabet istihbaratinin gelisimine ana katki saglayan ¢alisma
olarak gormektedir. 1980'den 6nce, rekabet istihbarati literatiirti temel olarak karar verme
icin istihbarat toplamaya odaklaniyordu ve 1970'lerde ve 1980'lerde rekabet istihbarat,
ABD'de yalnizca resmi bir islev olarak kurumsallastirildi (Begg & Du Toit, 2007). Ve 1986
yilinda ABD’de rekabet istihbarati uzmanlar1 tarafindan SCIP(Strategic & Competitive
Intelligence Professionals) dernegi kurularak profesyonel bir boyut kazandirilmistir.

Son yillarda yenilik ve rekabet, birey ve firmalarda yapilabilirlik ile bilgi yonetimi |
yetenegini daha 6nemli hale getirmistir. Yeteneklerini etkili kullanan ve biinyesinde elde
ettigi bilgileri becerilere doniistiirme yetenekleri pazarlarda rekabetgiligin ortaya ¢ikmasini -
saglamistir. Global pazarlarda uluslarin ve isletmelerin pazar payimni artirmak ve mevcut {
durumu siirdiirmek 6ncelikli amaglari olmustur. Bundan dolay1 giiniimiizde biitiin kuruluslar
global pazarlarda bulunmak istemektedirler (Altay & Giirpinar, 2008). Boylece rekabet,
modern is hayatinin biitlinciil bir pargasit olmustur. Rekabette basarinin kosulu rekabet
avantaji elde etmektir. Rekabet avantaji elde etmek oOncelikle rakipler tarafindan taklit
edilebilirligin 6nlenmesine baglidir. Rakip firmalarin siireclerini tespit emek, durdurmak ve

rakiplere kars1 faaliyet planlamasi gerceklestirebilmek istihbarata baglidir. Istihbarati dogru,
zamaninda olusturmak ve etkin bir sekilde analiz edilerek harekete gegebilmek “RI sistemi”
(Competitive Intelligence System) kurulmasina baghdir (Sevigin, 2005).

2.1.1. Rekabet Istihbaratinin Kavramsal Boyutu

Literatiirde rekabet istihbarati ile ilgili olarak pek ¢ok tanima rastlanmaktadir (Brody,
2008). Bu tanimlardan en sik atif yapilanlardan birinin Miller’in tanimi oldugu
goriilmektedir. Miller, Rl kavramini “bir sirketin planlamalarini, aldiklar1 kararlarina ve
operasyonlarina etki edecek verileri toplamak, degerlendirmek ve yonetmek i¢in sistematik
ve etik bir program” olarak tanimlamistir (Miller, 2009)

Tiirkkan ise rekabet kavramini su sekilde tanimlamaktadir; Nispeten adil bir rekabet
ortaminda, birden fazla benzer pozisyondaki yarigmacinin, yarigma kurallarina uyarak, es
zamanl olarak sinirli bir kaynagi veya arzu edilen bir konumu elde etme cabalaridir.
(Turkkan, 2011)
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Literatiirde yer alan RI tanimlarinin benzer oldugu ancak farkli noktalarda ayrildigi
goriilmektedir. Ornegin, Sarp (2009 ), rekabet istihbaratini, is cevresine yonelik olarak eylem
almaya sebep olabilecek bilgi ve Onbilgi olarak ifade ederken; farkli yazarlar rekabet
istihbaratini, bir kurumun performans artisina yonelik olarak planlama ve karar alma
asamalarinda kullanmak tizere rakipleri ve rekabet ortami hakkinda bilgi toplamasi siireci
olarak tanimlamislardir (Wright, vd,, 2009).

Pellissier ve Nenzhelele'e (2013) gore RI, karar vericilere karar vermede yardimer olmak
ve isletmeye rekabet avantaji saglamak amaciyla i¢ ve dis veya rekabetci ¢cevreden ve bu
cevre hakkindaki bilgileri planlayarak, etik ve yasal olarak toplayarak, isleyerek ve analiz
ederek eyleme gegirilebilir istihbarat iireten ve yayan bir siire¢ veya uygulamadir(Du Toit,
2015). Bu baglamda rekabet istihbarati, kiiresel pazarda rekabet avantaji elde etmek icin
isletmenin rakiplerinden gelen bilgileri toplama ve analiz etme siirecidir.

Keller, (2009) ise rakiplerden ve endiistri diinyasindan bilgi edinme araciligiyla planlama
ve karar alma mekanizmalarini gelistiren bir stiregtir.

2.1.2. Rekabet Istihbaratinin Amaclart

Rekabet istihbaratinda kullanilan veriler; sayilar, karakter dizileri, metinler, resimler, ses-
video gibi multimedya dosyalar1 veya baska formlarda veriler olabilir. Rl alaninda elde
edilen verilerin 6nemli kismi, rekabet istihbaratina konu olan alan disinda farkli ya da zor
anlasilir veri setlerinden veya metinlerden olusabilir. Istihbarat analizi ile, bu karmasik ve
ilk incelemede anlamsiz olan veriler anlamli ve kullanilabilir bilgi iiretmeyi amaglamaktadir
(Keuper, 2001).

Istihbarat, kritik bilgileri veya iggoriileri ve verilerin Stesindeki ¢ikarimlari ortaya
cikarmay1 amaglamaktadir. Ornegin, yeterli bilgiye sahip olmadan, mevcut endiistrinin
mevcut durumunun altinda yatan nedenler veya dinamikler hakkinda hatali yorumlar
yapmak olasidir. Bu ornekten hareketle, RI’'nin amaciin eldeki verileri, dogru analiz
teknikleri ile birlikte istihbar1 bilgi haline getirmektedir (Sharp, 2009).

RI, farkli amagclarla kullanilabilmektedir. Bu amaglardan bazilar1 su sekilde siralanabilir:

a- Savunma yonli RIL
b- Saldir1 yonlii RI.
c- Lojistik yonlii RI.

Savunma yonlii Rl ; isletmenin, rakip isletmelerin RI faaliyetlerine karsi koruma olarak
ifade edilmektedir. Savunma yonli RI siiregleri, onemli 6lgiide RI tekniklerinin galisma
bilgisine baglidir. Bununla birlikte, uygun sekilde yiiriitiildiigiinde, savunma yonlii RI,
yalnizca egitim veya danismanlik roliinde RI profesyonellerini kapsamaktadir. Bir bagka
sekilde ifade edilecek olursa, RI uzmanlari, rakiplerinin elde etmek isteyebilecekleri
muhtemel verileri belirleyerek; tiim isletme calisanlarima korumalar1 gereken rekabet
acisindan hassas bilgileri tanimalarini ve bu verileri nasil koruyacaklarini 6gretmek amaciyla
beceri ve deneyimlerini kullanmaktadirlar (John ve Carolyn, 2002). Hasanali (2004)
calismalarinda savunma yonlii RI’'nin amaci rakiplerin ve isletme digsindaki kurumlarin
isletme faaliyetlerini takip ve analiz edilecekleri ile bu kritik bilgilerin isletme igerisinde
nasil muhafaza edileceginin degerlendirildigi siiregleri kapsadigini ifade etmistir.
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Saldir1 yonlii RI; alinacak kararlar icerisindeki belirsizlikleri, en dogru se¢enegi hayata
gecirmek i¢in degisken sayisini azaltarak zamani, insani, paray1 ve diger gerekli kaynaklari
daha verimli kullanmay1 amaglar. Bu amagla isletme c¢evresi, hedef pazar ve isletme ile
alakali diger kurumlarin faaliyetleri hakkindaki bilgilerin toplanmasi, tasnifi, analizi
gerekmektedir (Smejkal, 2006).

Lojistik yonlii RI; isletmenin, is ortaklarinin, rekabet c¢evresinin, devlet yonetiminin
faaliyetlerini etkilemek igin alinan tedbir sistemidir. Bu tiir faaliyetler igin literatiirde “tesir
edici istihbarat” kavraminin da kullanildigi gériilmektedir. Bu RI tiirtinde, 6zellikle rakiplere
kars1 alinmasi gereken Onlemleri kapsayan bir raporun olusturulmasi onem arz ettigi
goriilmektedir. Alinacak tedbirler ile ilgili sik¢a kullanilan yontemler sunlardir (Vejlupek,
2008):

e  Kanuni tedbirler,
e Asiri detayli ve yorucu bilgi sunumu
e  Yanlis bilgilerin yayilmasi seklinde siralanabilir.

2.1.3. Rekabet Istihbarat: Sisteminin Amaci: Rekabet Ustiinliigii

Rekabetei istihbarat sisteminin amaci kurumlarin iletisim aglarindan faydalanarak is
diinyasinin cesitli unsurlari ile ilgili uygulanabilir i¢gériiler edinmesi, bdylelikle belirgin
rekabet tistlinliigii edinmesi ve bunu siirdiiriilmesidir (West vd. 2015). Yeni kosullara uyum
saglanmasi ve sirketler aras1 baglantilarin edinilmesi, 6zel rekabet iistiinliigiinii beraberinde
getirmektedir (Gonzalez & Velez, 2014).

Gliniimiizde isletmelerinin faaliyet gosterdigi piyasada gelisebilmesi ve varligim |
stirdiirebilmesi i¢in rekabet Ustiinligii hayati neme sahiptir (Awuah & Gebrekidan, 2008).
Rekabet stiinliigli, Micheal Porter tarafindan ifade edilen strateji alaninda temel

kavramlardan biridir. 1980°lerde bu kavram “rekabet stratejisi” olarak adlandirilirken daha (
sonra yapilan ¢aligmalarda “rekabet {istlinliigii” ifadesi olarak kavramsallagmistir (Barney,
1991). Rekabet iistiinliigiiniin temel unsurlart sunlardir (Hill ve Jones (1999):

Yenilik¢ilik: Hill ve Jones (1999) yenilikgiligin {iriin inovasyonu ve siire¢ inovasyonunu
kapsayan yeni bir liriin ve siire¢ yaratma eylemi oldugunu belirtmislerdir. Siirdiirtilebilir
rekabet stiinliigiinii elde edilmesinde inovasyon kritik bir dneme sahiptir. Khajeheian
(2013) , inovasyonu yeterliligi insa eden bir faktor olarak agiklarken , Bowonder vd. (2010),
inovasyon stratejisinin bir sirkete ii¢ sekilde yardimci olabilecegini varsaymaktadir: heyecan
verici miisteriler, rakiplerinden daha iyi performans gdsterme ve yeni bir {irlin portfoyi
olusturma. Yenilik, mutlaka yeni bilimsel kesiflerden kaynaklanmayan ve mevcut
teknolojilerin yeni baglamlara uygulanmasiin sonucu olabilecek {iriinler, siirecler ve
organizasyonel degisiklikler olarak tanimlanir. Hana’ya (2013) gore yenilikler sadece
teknik ve teknolojik degisiklikleri ve iyilestirmeleri kapsamakla kalmaz, ayn1 zamanda
arastirmadan kaynaklanan belirli pratik uygulamalari da ele alir.

Verimlilik: Matematiksel olarak ¢iktilar ile girdiler arasindaki oransalligi ifade eden
verimlilik, giiniimiizde pek ¢ok isletmede calisanlarin iiretkenliginin degerlendirilmesi
tizerinden Olgiildiigli goriilmektedir. Girdi maliyetleri ile kar iretkenlik {izerinden
Ol¢iilmektedir ve maliyet tasarrufu ile sirketin rekabet Ustiinliigii edinmesi kolaylastirdigi
kabul edilmektedir (Hill & Jones, 2009).
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Miisterilere Karst Duyarlilik (Responsiveness to customers): Giiniimiizde tiim isletmeler
icin miisteriler, yapilan isin merkezinde yer almaktadirlar (Alharthi, 2012). Bu nedenle gelen

soru ve taleplerin, cevaplanabilirligi yiiksek seviyede tutabilmeleri icin isletmelerin
miisterileri tanimasi ve tatmin etmesi gerekmektedir. Miisterilere karsi kabul edilebilir
cevaplanabilirlik oraninin artmasi, isletmeler i¢in miisteriler nezdinde algilanan degerinin
yiikselmesine ve dolaysiyla isletmenin rekabet iistiinliigii elde etmesine katki saglayacaktir
(Hill & Jones, 2009).

Miisteri Memnuniyetinin Gergeklestirilmesi: yiikksek kalite, iirlin inovasyonu ve
miisterilerin 6zgiin taleplerine yonelik olarak gelistirilen kisisel iiriin ve hizmetlerin varligi
ile miimkiindiir. Bu unsur ile miisteri sadakati ve dolaysiyla rekabet iistiinliigii saglanir (Hill
& Jones, 2009).

Kalite: Kalite i¢in kapsamli bir tanim mevcut olmayip birgok arastirmact bu kavramin
miisteriler tarafindan belirlendigini, bunun da {riiniin satin alimindan ya da tazminat
ticretinin elde edilmesinden duyulan memnuniyet ile iligkili oldugunu ve hizmetlerin rekabet
stlinliiglinii yaratabilecegi ifade edilmektedir (Reed, vd, 2000).

2.1.4. RI Siireci (Dongiisii)

Literatiirde yer alan ¢alismalarda, RI siirecinin farkli asamalardan olusan bir dongii
icerisinde ifade edildigi goriilmektedir. Bir dongii seklinde ifade edilen stireg, farkli
arastirmacilarca farkli agsamalarda gosterilmektedir. RI dongiisii konusunda, literatiirde en
cok atif alanlardan biri olan Kahaner’in ¢alismasidir. Kahaner (1997), RI’yi bes asama
olarak ele almistir. Kahaner tarafindan onerilen dongii Sekil 1°de gosterilmektedir.

Sekil 1
Rekabet Istihbarati Déngiisii

1- Planlama ve
Yonlendirme

N

2- Toplama
A

3- Analizi I

Kaynak: Kahaner 1997, s. 44

2.1.4.1. Planlama ve Yonlendirme

RI dongiiniin ilk asamasi olan planlama ve yonlendirmede, isletme “stratejik bilgi
gereksinimini” belirlemektedir. Bu stiregte ¢evredeki veri ve bilgilerin hangi yénlerin
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toplanip degerlendirilmesi gerektigini ortaya konulmaktadir. Bunu ger¢eklestirmek igin
“kendi ortamindaki Orgiitlenme” ile ilgili bir tiir modele ihtiya¢ vardir. Yonlendirme
asamasindaki zorluk, boyle bir model insa etmek ve siirdiirmek ve bunu ¢evre hakkinda
stratejik olarak ilgili verileri tanimlamak i¢in kullanmaktir (Vriens, 2004).

2.1.4.2. Verilerin Toplanmasi

Verilerin toplanmasi , RI siirecinin ikinci adimidir. Burada dikkate alinmasi gereken ilk
sey, kaynak tiirleridir (Wolter, 2011). Veri toplama kaynaklarinin biiylik cogunlugu kamuya
aciktir ve bu kaynaklara ulagsmay1 6grenen herkese agiktir. Bu agik kaynaklardan bazilar1 su
sekilde siralanabilir: siireli yayinlar, yillik raporlar, kitaplar, raporlar, konugmalar, veri
tabanlar1 vb. kaynaklardir. Veri toplama siireci ayrica bilgilerin islenmesi kayit edilmesi ve
saklanmasi faaliyetlerini de kapsamaktadir. Uzman toplayicilar genellikle yasal ve etik
olarak ihtiya¢ duyduklari her veriye ulasabilirler (Kahaner, 1997). Bu boliim ayrica, RI
hedeflerine girdi saglamak i¢in uygun verileri elde etmek i¢in hangi ara¢ ve tekniklerin
kullanilabilecegini arastirmaktadir. RI siirecinin farkli gereksinimleri i¢in farkli RI araglar
ve teknikleri mevcuttur. (Wolter, 2011)

Tablo 1'de gosterildigi gibi, toplanan bilgilerin raporlanmasinin yollar1 6zet olarak
belirtilmistir.
Tablo 1

Bilginin Derlenmesi ve Raporlanmasi

ileriye yonelik planlama .
Tiir diizeyi Sikhik Ornekler
onceden ayarlanmis Diizenli giinliik rekabet haberleri, aylik
Diizenli kosullar, 6zel ihtiyaglar, araliklar piyasa incelemeleri, {i¢ ayda bir
Raporlama belirlenen kaynaklar ile rakiplerin finansal analizi
Resmi L : N -
Arastirmalar Ozel ihtiyaglar Bir kez tek seferlik rakip profili
Gayriresmi ozel ihtiyaglar, yalmzca satislarin neden distiigiinii anlamak
Arastirmalar belirlenmis amaglar Arasira i¢in telefon goriigmeleri yapmak
sadece toplantilara katilmak, tartismak
Rutin . . ;
Bulusmalar belirlenmis Siirekli olarak meuslektagarl ile haftahk
§ kaynaklar degerlendirmeleri okumak

Kaynak: Vuori, (2011)

2.1.4.3. Verilerin Analizi

Analiz asamasinda, toplanan veriler, stratejik amaclar i¢in yararli olup olmadiklarini daha
iyi degerlendirmek i¢in analiz edilir ve boylece gercek istihbaratin "iiretimi" (stratejiyle ilgili
veriler) gerceklesir (Vriens, 2004). Bilgiyi analiz etme, kavramsallagtirma, tanimlama,
aciklama, genisletme, Ongorii olusturma, hipotez olusturma, Ornekleme, modelleme,
tahminde bulunma, yeniden diizenleme, sentezleme, gorsellestirme gibi aktiviteleri
gerceklestirmeyi igerebilir (Johnson, 2005). Nicel bilgiler, anlamli kaliplar1 bir araya
getirmek i¢in istatistiksel aracglar veya veri madenciligi teknikleri ile analiz edilebilir.
(Folorunso & Ogunde, 2004).

Bu asama genel olarak istihbarat dongiisiinlin en zor kismi olarak kabul edilmektedir.
Analiz, biiylik beceriler ve girisimcilik yetenegini gerektirir, ¢linkii analistin elde ettigi
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yogun bilgilere gore kaliplar aranmasi, ogrendiklerine gore farkli senaryolar bulmasini
gerektirmektedir (Kahaner, 1997).

2.1.4.4. Verileri Yayma

Bu asama istihbarat {iriiniinii talep edenlere paylagsmay1 igerir. Analistin ¢alismalarina
dayanarak ortaya koydugu olasi eylem planlarini ve tavsiyelerini mantikli argiimanlarla
savunabilmelidir. Calisma sonucunda ortaya ¢ikan istihbari bilgiler sirkete kullanabilecek
diger kisilerle de paylasilmalidir (Kahaner, 1997). Karar vericiler, aldiklar1 bilgileri
yararlilig1 ve faydalar1 agisindan degerlendirir ve eylemleri lizerinde herhangi bir etkisinin
olup olmayacagina karar verir. Bilgiler zamaninda, dogru ve ¢ok degerli olsa da karar verici
bunu gérmezden gelebilir veya bilgilere gore karar vermeyebilir(Hannabuss, 1987).

2.1.4.5. Geribildirim

Geribildirim, isletme stratejilerinin uygulanmasi sirasinda ve sonrasinda gelen
geribildirimleri kayit altina alir. Bu geribildirimler, stratejilerin basarisini1 degerlendirmeye,
eksiklikleri gidermeye ve gelecekteki rekabet stratejilerini giincellemeye olanak tanir.
Planlama ve odaklanma, toplama, analiz, yayma ve geri bildirim birbiriyle iliskilidir ve
dolayisiyla birinin basarisi digerinin basarisini belirleyecektir (Strauss & Du Toit, 2010).

RI, calisanlarin RI sistemine etkili bir sekilde katkida bulunmasinin yani sira RI
stirecinden de geribildirimler ile fayda saglamak i¢in uygun politikalar, prosediirler ve resmi
veya gayri resmi bir altyap1 varligini gerektirir. RI siireglerinin basarili bir sekilde kullanmak J
i¢cin, uygun bir kurumsal istihbarat farkindalifina ve rekabet edebilirlik kiiltiiriine sahip
olunmasi gerekir. (Miller, 1996).

2.1.5. Rekabet Istihbarati Etigi

Erickson (2014) tarafindan RI etiginin “ig yerinde bir bireyi yoneten etik davranig
ilkeleri” olarak literatiirde yer aldig1 goriilmektedir. Bu fikir, “RI etiginin amacinin bagkalar:
ve kendimiz i¢in dogru seyleri yapmayi kolaylastirmak ve baskalarina veya kendimize zarar
vermeyi 6nlemek” oldugunu savunan Thomann ve Wells (2013) tarafindan ileri siiriilen tez
ile genisletildigi goriilmektedir. Literatiirde konu hakkinda bazi tartigmalar yer alsa da heniiz
RI'de etigi neyin olusturdugunun tanimini neyin 'dogru’ ve neyin 'zararli' oldugu konularinda
goris birliginin saglanamadigi sdylenebilir. Etik konusunda yapilan tartismalarin temeli olan
ve Patine (1991) tarafindan etik standartlar i¢in kodlar i¢in yapilan ¢cagridan sonra bile, RI
etiginin taniminin heniiz 6zetlenmesi, konunun olduk¢a goéreceli dogasina isaret ettigi ifade
edilebilir.

Uzun yillardir etik konusunda tartismalarin devam etmesine karsin RI, “rakipler hakkinda
yasal ve etik olarak bilgi toplama ve analiz etme siireci” oldugunu arastirmacilarca agik¢a
ortaya konmaktadir (SCIP, 2016).

2.1.6. Rekabet Istihbaratinin Thracat Faaliyetleri Acisindan Onemi

Son donemde uluslararasi ticarette yasanan benzeri goriilmemis degisiklikler, gelismis ve
gelismekte olan iilkelerdeki firmalar1 rekabetci kalabilmek igin is stratejilerini yeniden
sekillendirmeye zorladi(Ruzzier, vd., 2006). Ve buna paralel olarak kiiresel diizeyde firma
performansina iligskin pek cok faktor rekabet stratejileri literatiiriine eklenmistir (Demirbag
& Tatoglu, 2008). Rekabet stratejileri; rakiplerle miicadele edilme sekli, bu miicadele
stirecinin idamesi, davranigsal niteliklerin kazanilmasina iliskin bilgi ve planlamalar1 igerir.
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Isletmelerin giiclii ve zayif yonleriyle birlikte pazardaki firsatlar ve tehditler, isletme
politikalar1 ve uzun vadeli hedefler dogrultusunda gelistirilen rekabet stratejileri, isletmenin

genel stratejileriyle etkilesim i¢inde olup, bu stratejilere yonelik olarak sekillenir (Kanibir,
2000).

Uluslararasi pazarlara agilan sirketler, rekabet stratejilerini belirlemeden dnce uluslararasi
pazarlarin ¢evresel, siyasi, yasal, teknolojik ve sosyokiiltiirel farkliliklarini analiz etmelidir.
Uluslararasi rekabet stratejileri, yerel pazarlardaki stratejilerin uluslararasi pazarlardaki 6zel
gereksinimlerini dikkate alarak olusturulur. Bu nedenle, genel ¢evre analizi ve sektor analizi
onemlidir(Y1ldiz , 2022). Tiim bu analizleri gerceklestirmek, sinirli zaman ve kaynaklarla
dogru miisteriyle hizli, uygun maliyetli ve kolay bir sekilde iletisime gegmeyi miimkiin kilan
rekabet istihbarati sayesinde daha da kolaylasir (Mete,2023). RI, stratejik avantaj elde
etmeyi amaclayan is istihbaratinin bilesenidir (Porter ,1980). Bu nedenle, rakip istihbaratinin
yant sira miisteriler, tedarikgiler, teknolojiler, ortamlar veya potansiyel is iliskileri hakkinda
toplanan istihbarati da igerir(Guyton, 1962). Bilginin isletmenin dis ¢evresinden alinmasi
firmanin rekabet¢i konumunu etkiler (Fuld & Weylman, 1994).

Ihracat faaliyetlerini gergeklestiren sirketlerin rekabet istihbaratinin uygulanmasi, en
uygun stratejik kararlarin alinmasina ek olarak yoneticiler i¢in mevcut ve gelecekteki rekabet
durumunun analiz neticesinde ihracat artisin1 saglayabilir (Mojarad, vd.,2014). Rekabet
istihbarati, firmalarin ¢evrelerindeki faaliyetleri daha iyi anlamalarina ve bunun neticesinde
objektif kararlar almalarina ve yeni bilgilere ulagmalarina olanak tanir, bu da ihracat
performansinin artmasina yol agcar (Emmanuel vd. 2023).

Literatiirde RI ihracat performansini gelistiren kritik bir faktor oldugu ortaya konmustur. |
Pinho ve Martins, (2010), Maune (2014), Tarek vd. (2016) , Amiri, vd., (2017 ve Giindiiz
,(2017) yaptiklar1 ¢alisma sonucunda rekabet istihbarati ile ihracat performansi arasinda
pozitif bir iliski oldugunu ortaya koymuslardir. RI, finansal performansi arttirdigi i¢in
performans gosteren bir organizasyonu performans gostermeyen bir organizasyondan ayirir
(Johns & Van Doren, 2010). Tian ve Tobar (2000), c¢alismalarinda firmalar rekabet
istihbarat1 ile uluslararas1 pazar se¢imime ihracat g¢esitligini incelemis ve rekabet
istihbaratinin uluslararas1 pazar se¢imi arasinda pozitif bir iliski oldugunu ve ihracat
cesitliligini yani ihracat performans: artirdigini ortaya koymustur. Salles (2006), Nasri
(2012) ve Lackman, Lanasa (2013) yaptiklari ¢alismalar ile bunu desteklemistir. Yapilan
calismalarda RI sonucunda ulasilan yeni uluslararasi pazarlarin ihracat c¢esitliligini
dolayisiyla ihracat performansini artirdigr tespit edilmistir. Calof ve Wright (2008),
yaptiklar1 calismada rekabet istihbarati, uluslararasi pazarlarin se¢imini ile ihracat
performansi arasindaki iliskiyi gliclendirmesi sonucunda ihracat karliligini artirdigini ortaya
koymustur. Ancak Miller, (2001); Ghannay ve Mamlouk, (2012) yaptiklar1 ¢alismalar
sonucunda rekabet istihbaratinin uluslararasi pazar se¢cimi sonucunda pazar payimi artirdigi
halde ihracat karliligin1 artirmadigin1 sonucuna varmislardir.

Rekabet istihbaratinin tiim ihracat faaliyetlerinde uygulanmasi biiyiik 6neme sahiptir.
Kiiresel pazarlara acilmanin ilk adimi olan ihracata yonelen isletmeler, son derece rekabet¢i
bir pazarda faaliyet gosterecekleri igin stratejik kararlar vermek zorundadir (Yildiz, 2019).
Thracat faaliyetlerini gergeklestiren isletmeler sektdrdeki bir mamuliin analiz yapmandan
kiiresel pazardaki herhangi bir tilkedeki alicilara satis islemine karar verdikten sonra islemi
gerceklestirmesi ile ihracat faaliyetini gergeklestirmis olur. Ancak satilacak mamul ile ilgili
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onceden bilgi toplayip analiz sonucunda hedef pazar ve hedef miisterilere satis islemini
gerceklestirdiyse rekabet istihbarati siireglerinden yararlanmistir denilebilir. R1 siireglerinin
ihracat faaliyetlerinde etkin bir sekilde kullanilmasi ihracatin dogru hedefe yapilmasinda
biiyiikk 6neme sahiptir (Mete,2023).

Sonug olarak, rekabet istihbarati, ihracat faaliyetleri agisindan kritik bir rol oynar ve bir
sirketin rekabet giiclinii artirmak i¢in Onemli bir aragtir. Dogru bilgi ve analizlerle
desteklenen stratejik kararlar, sirketin rekabet avantajini artirabilir ve ihracat faaliyetlerinin
basarisim1 saglayabilir. Bu nedenle, ihracat yapmay1 planlayan sirketlerin RI siire¢lerine
yatirim yapmalar1 ve bu bilgileri stratejik karar alma siireglerinde etkin bir sekilde
kullanmalar1 6nemlidir.

3. Sonug¢

Kiiresel pazarda teknolojinin gelismesi ile rekabet ortami gittikge artmaktadir. Global
diinyada teknolojinin gelismesiyle iilkelerin birbirleri ile iktisadi ve sosyokiiltiirel olarak
birbirleri ile etkilesimleri artmasi ile rekabet kavrami da uluslararasi bir konuma gelmistir
(Kog, 2014). Uluslararasi igletmelerin pazarda hem rekabet tistiinliigiinii saglamalari hem de
faaliyetlerini siirdiiriilebilir konumuna getirebilmeleri i¢in pazar arastirmalarinda RI’den
faydalanmalar1 gerekmektedir

Yapilan arastirmalar, Fransa, Japonya, Isve¢ ve ABD gibi bazi iilkelerdeki sirketlerin
rekabet istihbaratin1 benimseme ve kullanma diizeylerinin oldukga ileri diizeyde oldugunu
gostermektedir. Bu iilkelerde RI, hakli bir sekilde is diinyasinda kabul gérmiis ve rekabet
avantaj1 elde etmek i¢in 6nemli bir arag haline gelmistir (Viviers vd., 2005: 577). Tirkiye'de /£
rekabet istihbarati1 terimi ve uygulamasi mevcut olmasina ragmen heniiz tiim sektorler ve
isletmeler tarafindan bilinen ve kullanilan bir kavram haline gelmemistir (Zorgelik, 2020:
61).

Tiirkiye'de rekabet istihbarati konusunda yapilan aragtirmalarin sayist oldukga smirlidir.
Wright vd. (2012), Istanbul’da faaliyet gdsteren 154 kiigiik ve orta 6lgekli isleme ydneticileri
ile gerceklestirdikleri anket bulgularina gore, Tiirkiye'de faaliyet gosteren isletmeler rekabet
istihbaratin1 agirlikli olarak stratejik karar almak i¢in kullanildigini ortaya koymuslardir.
Giindiiz ,(2017) yaptig1 ¢alisma ile bunu desteklemis, ayrica ¢alisma sonucunun Pinho ve
Martins, (2010), Maune (2014), Tarek vd. (2016), Amiri, vd., (2017)’nin yaptiklari
caligmalara destekleyerek rekabet istihbaratinin ihracat performansini artirdigini ortaya
koymuslardir.

RI, gliniimiizde isletmelerin rekabet¢i avantaj elde etmeleri ve siirdiirmeleri agisindan
onemli bir rol oynamaktadir. Ihracat faaliyetlerinde RI’nin kullanimi, isletmelerin
uluslararas1 pazardaki pozisyonlarin1 giliclendirmelerine yardimeci1 olmaktadir. Pazardaki
rakiplerin analizi sayesinde isletmeler, stratejilerini daha iyi sekillendirerek hedef pazarlarda
daha etkin bir sekilde varlik gosterebilmektedirler. RI, ihracat siireclerinde karar verme
siireclerini destekleyerek isletmelerin riskleri minimize etmelerine ve firsatlar1 daha iyi
degerlendirmelerine olanak saglamaktadir.

Ayrica, RI sayesinde isletmeler, hedef pazarlardaki tiiketici tercihlerini ve trendleri daha
1yl anlayarak iiriin ve hizmetlerini bu dogrultuda sekillendirebilmektedirler. Bu da miisteri
memnuniyetini artirarak rekabet avantaji saglamaktadir. RI ihracat faaliyetleri agisindan
Oonemli bir stratejik ara¢ oldugu ve dogru sekilde kullanildiginda isletmelere 6nemli faydalar




Cilt/ Vol.: 7, Say1 / Is.: 1, Y11/ Year: 2024, Sayfa / Pages: 66-84

sagladigr goriilmiistiir. Bu nedenle, isletmelerin rekabet istihbaratina daha fazla onem
vermeleri ve bu alanda yatirimlar yapmalar1 gerekmektedir. Bu sekilde, ihracat
faaliyetlerinde basariya ulasmak ve siirdiiriilebilir rekabet avantaji elde etmek miimkiin
olacaktir.

Sonug olarak, Tiirkiye’de uluslararas1 pazarda faaliyet gosteren isletmelerin, rekabetgi
ortamda daha {istliin konuma ge¢mek ve faaliyetlerini siirdiiriilebilir konumuna
getirebilmeleri i¢in rekabet istihbaratina daha fazla odaklanmali ve bu alanda yetkinliklerini
artirmalidir. Boylece, ihracat faaliyetlerinde dogru pazarlara kisa zamanda ve daha az
maliyetler ile ulasir ve stratejik kararlar ile dinamik pazar kosullarina uyum saglayabilir ve
rekabet avantajlarini siirdiirerek ihracat siireclerinde basarilarini artirabilirler.
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Extended Summary

The intensity of competition is increasing with the development of technology in the
global market. With the development of technology in the global world, the increase in the
interaction of countries with each other economically and socioculturally has brought the
concept of competition to an international position (Kog, 2014). International businesses
should benefit from the concept of competitive intelligence (CI) to maintain competitive
advantage in the market and develop their activities in a sustainable manner. CI is an
important tool that helps businesses continuously monitor and analyze their internal and
external environments and make strategic decisions.

Businesses must accurately determine their marketing strategies in their strategic
planning procedures to succeed in the market and gain a competitive advantage. At that
point, Cl processes enable businesses to understand the market in depth. For example,
analyzing factors such as market size, government policies, growth potential, customer
preferences, competitor activities, and current trends plays a critical role in the process of
determining and implementing strategies. When ClI is used properly, businesses gain a better
understanding of their markets, identify the strengths and weaknesses of their competitors,
and use this information in strategic decision-making to gain a competitive advantage.
Especially for international businesses, the data provided by Cl is invaluable for developing
an effective competitive strategy in different markets and cultural environments.

Businesses need to have corporate intelligence awareness to use RI processes
successfully. This awareness enables businesses to effectively manage the processes of
information gathering, analyzing, dissemination of results and feedback. In addition, it is ([
important for businesses to establish a culture of Cl and encourage the active participation
of their employees in CI processes. Thus, businesses can both determine their marketing
strategies more accurately and maintain their competitive advantage in a sustainable manner.

Research shows that companies in some countries, such as France, Japan, Sweden, and
the USA, have an advanced level of adoption and use of competitive intelligence (Viviers et
al., 2005: 577). In these countries, CI has rightly gained acceptance in the business world
and has become an important tool for gaining competitive advantage. However, in Turkey,
the term and application of competitive intelligence, although they continue to exist, have
not yet become a concept known and used by all sectors and companies (Zorgelik, 2020: 61).

The number of studies on competitive intelligence in Turkey is quite limited. According
to the findings of Wright et al. (2012)'s research conducted with 154 managers of small and
medium-sized businesses operating in Istanbul, they revealed that businesses operating in
Turkey mainly use competitive intelligence for strategic decision-making. Giindiiz, (2017)
supported this with his study and supported the studies of Pinho and Martins, (2010), Maune
(2014), Tarek et al. (2016), Amiri, et al. (2017) and revealed that competitive intelligence
increases export performance.

The competitive intelligence process consists of planning, data collection, analysis,
dissemination, and feedback. The first and fundamental step for businesses to succeed is to
set clear objectives. This process helps the business to draw its future roadmap and create its
strategic plans. Objectives are usually set to ensure that the business achieves a strong
position in its industry. These include strategic objectives such as increasing market share,
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entering new markets, improving the ability to compete with existing competitors, and
continuously improving products or services. Once the objective is set, the process of
gathering information to understand the variables around the business begins. This stage is
critical to better understanding the variables around the business and to shaping its strategies
according to these variables.

The process of information gathering usually involves bringing together data from a
variety of sources. Most of the data sources are publicly available, and anyone who learns to
access these sources can reach them. These sources include market research, customer
feedback, competitor analysis, industry reports, and other sectoral sources. Market research
helps the business better understand its target market and analyze consumer behaviors, while
customer feedback provides important clues for the business to improve its products or
services. Competitor analysis helps the businesses evaluate the strengths and weaknesses of
their competitors and build competitive advantages. Industry reports provide a
comprehensive overview of industry trends, growth potential, and other important factors.
Open sources such as periodicals, annual reports, books, reports, speeches, and databases are
also important sources of information for businesses.

Analyzing the information collected in the third stage plays a critical role in the strategic
management process of the business. This stage involves a detailed examination of important
factors such as business objectives, competitors’ strategies, market trends, and customer
behaviors. The analysis process enables the business to assess the information it has and | }
determine how this information can be integrated into business strategies. It also includes
the process of providing and sharing information with those who demand the intelligence //
product. Senior managers and decision makers of the business make strategic decisions by
using the intelligence information obtained at this stage. This information enables the
business to better understand the variables in its internal and external environment and
allows it to act accordingly. The results of the analysis are shared with different departments
and stakeholders within the business. This sharing process ensures that different units of the
business work in line with strategic goals and create a common vision. The process of
identifying the current situation and potential opportunities for the business is also based on
the results of the analysis. Decision makers evaluate the information they receive in terms
of its usefulness and benefits to business strategies, and may revise existing strategies or
develop new on.

Conducting the analysis process correctly and effectively helps the business increase its
competitiveness and achieve long-term success. This stage of the strategic planning process
strengthens the business’ adaptability in a dynamic business environment and makes it better
prepared for future uncertainties.

The fourth stage involves sharing and presenting the analysts' work, where possible
courses of action and recommendations should be supported by logical arguments. Analysts
identify the most appropriate strategies for the business based on their data and analysis.
When advocating for these strategies, it is important for analysts to use logical and
persuasive arguments. This ensures that information is accurately conveyed to decision
makers and helps them to make the right decisions.

The results of the analysis should also be shared with others within the business. This
ensures that the information is considered from a broader perspective and that all
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stakeholders within the businesses are involved in the strategic decision-making process.
When evaluating the information they receive, decision makers consider its usefulness,
accuracy, and benefits. However, sometimes, despite the information, decision-makers may
move in a different direction.

The final stage of the RI cycle is feedback. It is the recording of information obtained
during and after the implementation of business strategies. This feedback allows the business
to evaluate the effectiveness of its strategies, identify current shortcomings, and update
future competitive strategies.

Businesses entering international markets must take into account a number of elements
while devising their international competition strategy in order to succeed and stay
competitive. Among these factors, environmental, political, legal, technological, and
sociocultural differences have an important place. This is because each country's market has
its own unique dynamics and requirements. Therefore, companies should analyze these
differences before entering international markets and shape their strategies accordingly. The
process of determining competitive strategies enables businesses to understand their internal
and external factors, interpret the market correctly, and make strategic plans for long-term
success. The information and plans obtained in this process play a fundamental role in the
decision-making processes of the business and directly affect the firm's performance.

International competitive strategies should be developed taking into account the specific
requirements of international markets, unlike strategies in local markets. These requirements
are usually related to areas such as product compatibility, pricing policies, distribution
channels, and marketing strategies. In addition, general environmental analysis and industry {[
analysis are crucial when determining international competitive strategies. These analyses
help the business to understand environmental conditions, industry trends, and competitors.
Performing all these analyses effectively and efficiently is facilitated by the CI cycle. The
Cl enables the development of correct strategies with limited time and resources, providing
businesses with the opportunity to gain a strategic advantage. The information obtained in
this process forms the basis for the business to be successful in the international market and
achieve a sustainable competitive advantage.

For firms to successfully utilize CI processes, they need to have appropriate corporate
intelligence awareness. This allows the business to understand critical variables in its internal
and external environment and update its strategies accordingly. Additionally, establishing a
culture of competitiveness is important, as it enables firms to continuously gain and maintain
a competitive advantage. Successful CI processes play a critical role in achieving the
strategic objectives of the business and enhancing its competitiveness with a solid strategic
management approach.

Cl plays an important role for businesses in gaining and sustaining competitive
advantages today. The use of Cl in export activities helps businesses strengthen their position
in the international market. By analyzing competitors in the market, businesses can better
shape their strategies and have a more effective presence in target markets. Cl supports
decision-making processes in export processes, enabling businesses to minimize risks and
better evaluate opportunities.
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Additionally, through CI, businesses can better understand consumer preferences and
trends in target markets, allowing them to shape their products and services accordingly.
This also provides a competitive advantage by increasing customer satisfaction. It has been
observed that CI is an important strategic tool for export activities, and when used correctly,
it offers significant benefits to businesses. Therefore, businesses should pay more attention
to competitive intelligence and make investments in this field. In this way, it will be possible
to achieve success in export activities and gain a sustainable competitive advantage.

In conclusion, businesses operating in the international market in Turkey should focus
more on competitive intelligence and increase their competencies in this field to gain a
superior position in the competitive environment and to make their activities sustainable.
Thus, these businesses can reach the right markets in a short time and with lower costs in
export activities, adapt to dynamic market conditions with strategic decisions, sustain their
competitive advantages, and increase their success in export processes. This will contribute
to the Turkish economy becoming stronger in the international arena.
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Ek bilgiler

Cikar catismast bilgisi: Yazarlar ¢alismada ¢ikar ¢atismasi olmadigini kabul etmektedir.
Destek bilgisi: Calismada herhangi bir kurulustan destek saglanmamustir.
Etik onay bilgisi: Calisma, etik onay belgesi gerektirmemektedir.

Onam formu bilgisi: Bu ¢alismada bilgilendirilmis onam formu alinmasi gerektiren bir
durum bulunmamaktadir.

Katkir orami bilgisi: Birinci yazarin katki oram1 %350, ikinci yazarin katki orant %50
seklindedir.




