Girisimcilik ve Inovasyon
Yonetimi Dergisi

Journal of Entrepreneurship and Innovation Management - JEIM

Cilt/Volume 13 | Sayi/Issue 1 | Haziran /June 2024

BETA @



Derginin Adi : Girisimcilik ve inovasyon Yénetimi Dergisi

Derginin ingilizce Adi  : Journal of Entrepreneurship and Innovation
Management - JEIM

ISSN  : 2147-5792
E-ISSN : 2687-234X
Dergi web adresi : www.betadergi.com/jeim
Yayinci Kurulus :  Beta Basim Yayim Dagitim A.S.
Sorumlu Mudur : Seyhan SATAR
Editér : Prof. Dr. Cevahir UZKURT
Editér Yardimcilar :  Prof. Dr. ilker Murat AR
Dog. Dr. Serdal TEMEL
Dog. Dr. Emre Burak EKMEKGIOGLU
Dog. Dr. Semih CEYHAN

Girisimcilik ve Inovasyon Yénetimi Dergisi, yilda iki kez (Haziran ve Aralik
aylarinda) yayinlanan hakemli bir dergidir. TUBITAK TR Dizin Sosyal
ve Beseri Bilimler Veri Tabani'nda taranmaktadir. Dergide yayinlanan
yazilarin sorumlulugu yazarlarina aittir. Dergide yayinlanan yazilar, kaynak
gosterilmeksizin kismen ya da tamamen iktibas edilemez. Derginin elektronik
versiyonuna www.betadergi.com/jeim adresinden ulasilabilir.




Girisimcilik ve inovasyon Yonetimi Dergisi
Journal of Enreprenuership and Innovation Managment - JEIM

Editor / Editor In-Chief

Cevahir UZKURT
Grand National Assembley of Turkiye

Editor Yardimcilar / Vice-Editors

ilker Murat AR
Ministry of Industry and Technology

Serdal TEMEL
Ege University

Emre Burak EKMEKCIOGLU
Ankara Yildirim Beyazit University

Semih CEYHAN
Ankara Yildirim Beyazit University

Editorial Board

Aidin SALAMZADEH Serbia Institute of Economic Sciences /

Akin KOCAK

Ali Ekber AKGUN
Animesh ACHARJEE
Anne-Laure MENTION
Annie ROYER

Bayram Zafer ERDOGAN
Birdogan BAKI

Cem ISIK

Cengiz YILMAZ

Claudia De FUENTES
Garry BRUTON

Iskender PEKER

Marina RANGA
Mehmet BARCA

Metin TOPRAK

Murat Ali DULUPCU
Mustafa Tamer MUFTUOGLU

University of Tehran

Ankara University

Yildiz Technical University
University of Birmingham
RMIT University

University of Laval

Anadolu University

Karadeniz Technical University
Anadolu University

Abdullah Gl University

Saint Mary’s University

Texas Christian University
Gumushane University
University of Warsaw

Social Sciences University of Ankara
Istanbul Commerce University
Suleyman Demirel University
Baskent University



Nukhet HARMANCIOGLU
Oguz TURKAY
Olaposi TITILAYO

Omer TORLAK
Onno OMTA

Oya TUKEL

Oyku IYIGUN
Philip KITCHEN
Rachna KUMAR
Rustem Baris YESILAY
Suayip OZDEMIR
Susanne DURST
Tugrul DAIM
Turkay DERELI
Victor SCHOLTEN
Yilmaz URPER
Ying ZHANG

Koc University
Sakarya University

African Institute for Science Policy and
Innovation

Istanbul Commerce University
Wageningen University
Cleveland State University
Istanbul Commerce University
Brock University

Alliant International University
Ege University

Afyon Kocatepe University
Reykjavik University

Portland State University
Hasan Kalyoncu University
Delft University

Anadolu University

Erasmus University



From The Editor

From The Editors

Dear colleagues,

B ringing the each issues on to your screen is both very tiring and exiting period
and it requires allot of joint effort from all sides. Now we are so happy to bring
our new issues to you and we hope you will enjoy reading our issue.

We are thankful for those who supporting us either by sending their research
results. Despite receiving number of article, we could only finalize two of them to be
ready for the issue. Although the number of the publish article is law, the spent effort
is more and quality of the paper is very good. We congratulate all the authors and the
reviewers who help us to improve the quality of the papers. Without their support it
would not be possible to bring the Journal to this level.

In this new issue, we have different well-addressed two research papers about
innovation analytics which is introduced the literature recently. The second paper is
about how to increase the level of entrepreneurship of countries in GEM reports by
using artificial intelligence techniques.

We hope this issue will also provide useful information both researchers, profes-
sionals as well as it will also provide useful information for policy makers.

Finally, I like to remind you that you can access all our past and current issues
with no charge. | strongly recommend you to read our publications and | believe this
will be helpful for your current research and professional business.

Best Regards

Cevahir UZKURT
Editor in Chief
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Tirkiye'de Faaliyet Gosteren Cevrimici Market Alisverisi
Uygulamalari Is Modelleri

Nazan MADAK OZTURK’, Ahmet BARDAKCI", Murat KANTAR™

0oz

Amag: Bu calisma, Turkiye'deki cevrimici market alisverisi uygulamalarinin is modellerini Lueg'in (2022) siniflan-
dirmasi baglaminda degerlendirmeyi amaglamaktadir.

Yontem: Turkiye'de faaliyet gosteren baslica uygulama tabanli eve teslim esasina gére calisan perakendeci-
lerinin is modelleri, sirketlerin web sitelerinden ve uygulamalarindan (Apps) saglanan verilerle, alisveris turd,
stok tutma birimi (STB) sayisi, teslim stresi, fiyat ve lojistik merkezi kriterleri kullanilarak betimsel (durum) analiz
yontemi ile incelenmistir.

Bulgular: Pazardaki firmalar satisa sunduklari STB'leri kendi sahibi olduklari depolardan tedarik etmek yaninda,
franchising yontemiyle kurduklari karanlik depolardan veya esnaflardan tedarik etmektedirler. Satisa sunulan
STB sayilari dort bini bulabilmektedir. Anlik ihtiyag olarak nitelenen tek bir Griin veya az sayida Grtin 15-30
dk. Arasinda teslim edilebilirken, motosikletli bir kuryenin tasiyamayacadi hacimde olan siparisler 2-4 saatlik
zaman araliklarinda teslim edilmektedir. Platform temelli yontemin nispeten ucuzlugu pandemi strecinde gi-
risimciler icin cazip gériinmdus, ¢ok sayida girisim ortaya ¢ikmis olsa da bunlar kisa strede pazardan ¢ekilmek
zorunda kalmislardir. Kurye sistemi hakkinda saglikl bilgiler sunulmamis olsa da Gig Economy kapsaminda
esnaf kuryelerin yogun olarak kullanildigi bulunmustur. Ulusal zincir marketlerin pazara girmesine bagl olarak
Getir Blyuk bolumu hizmete alinmistir, buna karsilik Migros, Migros Hemen ile Getir'e cevap vermistir. Turkiye
pazarin dinamizmini géstermesi ve diinyada bu pazarda Ulkemizin énemini géstermesi agisindan karsilikli bu
hamleler 6nemlidir.

Sonug: Turkiye'deki isletmelerin Hizli Teslimat, Platform Modeli ve Her Cesit isletme modellerini kullandig
bulunmustur. Bu haliyle Ttrkiye cevrimici market alisveris pazarinda faaliyet gésteren firmalarin is modelleri,
Instacart kategorisi disinda Almanya pazarindaki is modelleri 6rtismektedir.

Ozgiin Deger: Cevrimici Market Alisverisi Uygulamalar hem diinyada hem de diinyanin biraz 6ntinde olmasi-
na ragmen Turkiye'de yeni bir alandir. Bu baglamda konu hakkindaki akademik arastirmalarin oldukca sinirlidir.
Turkiye pazari hem alanda dinyanin en biyuklerinden Getir ve Delivery Hero’nun sahibi oldugu Yemekse-
peti‘nin kiyasiya rekabet ettigi nadir pazarlardan olmasi hasebiyle 6nemlidir. Turkiye pazarinda bu alandaki
firmalarin is modelleri bu anlamda duinyadaki diger pazarlar icin rol model olmaya adaydir. Bulgularimiz Lueg'in
(2022) tasnifinin uluslararasi pazarda rakipleri siniflandirmak icin kullanilabilecegini géstermistir.

Anahtar So6zciikler: uygulama temelli market perakendeciligi, market, market Grinleri teslimati isletme mo-
delleri

JEL Siniflandirmasi: M31, M13, M16

Business Models of Grocery Shopping Applications in Tiirkiye

ABSTRACT

Purpose: The aim of this study is to evaluate the business models of grocery shopping apps in Turkey utilizing
Lueg’s (2022) classification.

Method: The authors conducted a descriptive analysis based on criteria (i.e. shopping type, number of
stock-keeping units (SKU), delivery time, items’ price, and logistic center) derived from the data which was
gathered from the websites and apps of the companies.
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Findings: As much as 4000 SKUs are offered from dark stores or from independent stores that belongs to
franchisees or third parties. While orders to fulfill spontaneous or instant which is generally constitute a small
bundle of products, can be delivered within 15-30 minutes, weekly shopping orders are delivered within 2-4
hours. The relative cheapness of the platform-based business model was seemed to attractive for entrepre-
neurs during the pandemic, and as a result, many startups emerged, but they had to withdraw from the
market in a short time. Although accurate information about the courier system is not provided, it has been
found that independent couriers who use their own vehicles and are paid per delivery are used extensively
within the scope of the Gig Economy. Due to the entry of national supermarket chains (e.g., Migros, Sok, and
Carrefoursa) into the market, Getir Buytk was introduced, and then Migros responded to Getir with Migros
Hemen (instant delivery service of Migros). These mutual moves are important to evidence the dynamism of
the Turkiye's market and the importance of Turkiye based companies in the grocery app business in the world.

Conclusion: It is found that app-based grocery delivery companies in Tirkiye adopt named Quick Delivery
Model, Platform Model, and Full Range Model. In this regard, our findings mainly overlap with the business
models of German market, only Instacart model constitute the difference.

Originality: Online grocery shopping app business is infant business for the academy. In this context, there is
a dearth of scholarly research in this area. Turkiye is one of the exceptional markets since Getir -one of the big
global players in the industry- and Yemeksepeti - a subsidiary of Delivery Hero- compete fiercely; that's why
carefully monitored by the industry stakeholders. Findings indicate that Lueg (2022) classification is a useful
framework to examine the competition in international markets.

Keywords: app-based grocery retailing, groceries, grocery delivery business models
JEL Codes: M31, M13, M16

1. Giris

Is modeli kavrami kisaca; isletmelerin misteri icin degeri nasil olusturdugu-
na isaret etmektedir. Yeni is modellerinin ortaya cikmasinda; teknolojik ilerleme-
ler dnemli rol oynamaktadir. internetin, mobil cihazlar ile bireylerin avuclarinin
icinde her an kullanilabilmesi, cihazlarin konumunun anlik olarak izlenebilmesi,
mobil 6deme imkanlarinin yayginlasmasi ve en nihayetinde mobil cihazlarla kul-
lanilabilen uygulamalarin (Apps) bir araya gelmesi, perakendecilik alaninda yeni
is modellerinin dogusuna imkan saglamistir. Bu kapsamda cevrimici market alis-
verislerinin uygulamalar Gzerinden gergeklestirilip, belirtilen adrese hizli teslimati
esasina dayali is modelleri hem Glkemizde hem de dinyanin diger gelismis Ulkele-
rinde, COVID-19 pandemisinin de etkisiyle hizla yayginlasmistir (Uner vd., 2021).

Dinyanin en biytk Cevrimici Market Alisverisi Uygulamalarindan olan Ge-
tir'in anavatani olan ve en blyUklerden olan Delivery Hero'nun istiraki Yemek Se-
peti ile faaliyet gosterdigi Turkiye pazari tarafimizca, incelenmeye deger nadir pa-
zarlardan birisi olarak degerlendirilmektedir. Her ne kadar, sokaklarda kuryeleriyle
veya iletisim araclarinda reklamlariyla sikca karsilasiyor olunsa da ilgili literatiirde
2020'den sonra belirmeye baslayan bu yeni is modeli konusunda sektérel rapor-
lar veya medyada haberler bulunsa da akademik arastirmalarin oldukca sinirli
oldugu kolaylikla tahmin edilebilecektir (Ustiinkardesler ve Giizel, 2023; Pandu-
rang ve Daniel 2023). Bu baglamda Tiirkiye'de faaliyet gdsteren cevrimici market
alisveris uygulamalarin is modellerini ele alan bir calismaya ne TR-Dizin'de ne de
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Google Akademik’de ulasilamamistir. Konunun yeni olusuna bagli olarak aslinda
bu tdr bir siniflandirma Lueg (2022) tarafindan Almanya pazarindaki oyuncular
icin yapilmis, bunun disinda calismaya tarafimizca rastlanilmamistir. Bu baglam-
da, elinizdeki bu calisma hem 6nde gelen rekabetci pazarlardan Turkiye paza-
rindaki ilk inceleme olmasi hem de Lueg (2022) siniflandirmasini kontrol etme
niteligi bulunmasi acisindan 6nemli goértlmektedir. Calisma, betimsel (durum)
analizine dayanmaktadir.

Makale ilk olarak is modeli kavramini incelenmektedir. izleyen kisimda pe-
rakendecilikte teknolojinin is modeli tizerindeki etkisine deginilmektedir. Uctinc
bolimde Lueg’in (2022) siniflandirmasi tanitilmaktadir. Son bélimde, tGlkemizde
bu alanda faaliyet gosteren firmalarin is modelleri ele alinmistir.

2. is Modeli Kavrami Uzerine

Is modeli (business model) konusunda en fazla iktibas edilen yazarlardan
birisi olan Teece'ye (2010 ve 2018) gore is modeli: “isletmenin musterileri icin na-
sil deger olusturdugunun ve bunu musterisine nasil teslim ettiginin ifadesidir ve
degere bagli olarak ortaya cikan gelirlerin, maliyetlerin ve karlarin mimarisini de
ana hatlariyla belirtir. Bu halde is modeli kavrami, isletmenin musterilere sunacagi
fayda, bu faydanin masteriye sunulmasi icin gereken streclerin organizasyonu
ve sunulan deger karsiiginda alinan édemenin bir kismini kar olarak isletmede
kalmasi ile ilgilidir. lyi bir is modeli musterisine kiymetli bir deger sunacak ve uy-
gulayicisina kabdl edilebilir bir kar birakacaktir. Kavram, isletmenin masterilerine
bir deger sunma, musterilerini sundugu deger karsiliginda 6deme yapmaya ikna
etme ve bu 6demeleri kara donUstirme uygulamalarina isaret etmektedir (Teece,
2010). Ayrica Teece (2010 ve 2018) is modeli kavramini mubadele maliyeti' ile de

1 Coase (1937) tarafindan 6nctlugi yapilan mubadele maliyetleri (Transaction cost) teorisi, bir
firmanin tam olarak “firma icerisinde ilave bir islem organize etmenin maliyetinin, ayni islemi acik
piyasada bir takas yoluyla gerceklestirmenin maliyetine esit oldugu” noktaya kadar genisleme
egiliminde olacagini 6ne stirmektedir (Coase, 1937; Lee, 2001). Teori, bir musterinin bir mal ve/
veya hizmete sahip olmak igin arastirma, ulasim, muzakere ve performans izleme gibi giderlere
katlandigini ve pazar veya firma icinde islemleri farkli diizenlemelerin maliyetleri farklilastiraca-
gini iddia etmektedir (Coase 1937). Bu teori, firmalar icin mibadele maliyetinin “yapmak” veya
“disaridan satin almak” kararinda etkili oldugunu belirtmektedir (Williamson 1985). Mibadele
Maliyeti Teorisi firmalarin bir deger ortaya koyabilen butun faaliyetleri kendileri gerceklestirmek
zorunda olmadigina isaret etmektedir. Tedarikciler tarafindan rekabetci bir sekilde sunulan faali-
yetler, mal veya hizmetler dis kaynak kullanimina tabi tutulmalidir (Cooper vd., 1997), firmanin
tedarikciyle iliskileri etkin sekilde yonetecek yeterli kurum ici kaynaginin var olmasi yeterlidir.
Teorinin 6z0 oldukca sezgisel gibi gézukse de etkileri buyuk olmustur. Bugtine kadar mibadele
maliyeti alaninda calisan tg farkli akademisyen-Ron Coase, Douglas North ve Oliver Williamson-,
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iliskilendirmektedir. Bir diger yazar Magretta (2002); is modelini musterilerin ta-
nimlanmasi, nelere deger verdiklerinin tespiti, bu degeri musteriye saglarken nasil
gelir elde edileceginin agiklandigi mantiksal bir hikaye olarak degerlendirmekte-
dir. Literatdrde is modeli kavrami konusunda bunlardan farkli tanimlara rastlamak
da mumkindar. is modeli konusundaki detayli calismalarinda Berk ve Varoglu,
(2013) kavram Uzerinde uzlasiimis bir tanimin olmadigini ifade etmektedirler.

Bir is modelinin sdrdurulebilir bir rekabet avantaji saglayabilmesi icin, 6nce-
likle pazardaki karsilanmamus ihtiyaclar karsilayabilmesi gerekir. ikinci olarak, is
modelinin bir taraftan belirli acilardan taklidinin zor olmasi ama ayni zamanda
etkili ve verimli bir mimariye sahip olmasi gerekmektedir (Teece, 2010). Rakiplerin
taklit edebilecedi bir is modeline éncilik eden firma, yeni bir deger 6nerisini
pazara 6greterek karl bir hedefe dénustlrdigu pazari, izleyici pozisyonundaki
rakipleri icin cazip hale getirmis olacaktir. Bu nedenle bir is modelinin sadece
onculugund yapmak, sdrdurulebilir bir rekabet avantajini garanti etmemektedir,
is modelinin icadi kadar glincellenmesi, gelistirilmesi ve iyilestirilmesi de dnemli-
dir (Teece, 2018). Ornegin, konteyner tasimaciligina 1950’lerin sonlarinda ABD
firmasi Sea-Land Service 6ncllik etmesine ragmen, 20 yil kadar sektor standart-
larinin ve teknolojisinin olgunlasmasini bekledikten sonra konteyner tagimaciligi-
na baslayan Danimarka’li Maersk Line, 1970'li yillarda konteyner tasimaciligina
uygun buyuk gemiler ve limanlar insa ederek, kararl bir sekilde bu is modeline
gecis yapmis, 1999 yilinda da Sea-Land Service'yi satin alarak en blyuk kontey-
ner tasimacisi haline gelmistir (Pedersen ve Sornn-Friese, 2015).

Sorescu vd. (2011) perakendecilik is modeli inovasyonu'nu; is modelinin
en az bir unsurunda (6rn. perakendecilik formati?, faaliyetleri ve yonetisimi) ve
bunlar arasindaki baglantilarda halihazirdaki uygulamalarin 6tesinde bir degi-
siklik olarak tanimlamistir. Sorescu vd.’ne (2011) goére perakendecilik is modeli
inovasyonunun Uc unsura sahip olmasi gerekmektedir. Birincisi, perakendecilik is
modelli inovasyonu, sistemin genelinde degisiklige neden olmalidir. Bu degisiklik

Nobel Ekonomi Oduili'ni kazanmistir. Miibadele maliyeti teorisi basta pazarlama, operasyon yo-
netimi ve uluslararasi isletme olmak tizere ekonomi ve kamu politikasi dahil cesitli akademik alan-
larda yuz binlerce atif almis, pazarlama kapsaminda; kanal iliskileri, dikey entegrasyon ve yabanci
pazara giris gibi cok cesitli konulara uygulanmistir (Rindfleisch, 2019).

2 Perakendecilik formati, Levy ve Weitz (2008) tarafindan trtn cesitliligi, fiyatlandirma stratejisi,
konum, musteri araylzi v.b. perakendecilik karmasinin her bir unsurunun belirli seviyelerinin bir
kombinasyonu seklinde tanimlanmistir. Formatin bu tanimina gore; bakkal, market, depo maga-
zalari veya cevrimici marketler birer perakende formatidir (Sorescu vd., 2011).
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is modelinin sadece bir unsurundan kaynaklaniyor olsa bile; sistemin diger unsur-
larindaki degisiklikleri tetiklemelidir. is modeli unsurlarindan birinde meydana ge-
len ve diger unsurlari etkilemeyen izole bir degisiklik perakendecilik inovasyonu
olarak degerlendirilmemelidir. ikincisi, is modeli inovasyonu, firmanin deger orta-
ya cikarma felsefesini de énemli dlctide degistirmelidir. Ugtinciist, ortaya ¢iktig
tarihte, rakiplerce hentiz uygulanmayan bir is yapma yontemi olmalidir.

Hayatin her alaninda devrimsel etki yapan teknolojik ilerlemeler, tGrtin ve hiz-
met inovasyonlarinin yani sira, yeni is modellerinin veya is modeli inovasyonlarinin
ortaya ¢lkmasinda da buydk rol oynamistir (Teece, 2010; Grewal, vd., 2020).
Daha dnceki yUzyillarda érnegin demiryollari ve radyo, Uretim 6lcedi, iletisim ve
pazar kapsami Gzerinde, 1990’larda bilgisayarlar; CAD ve CAM sayesinde, Ure-
tim sdrecleri Gzerinde, derin etkiler yaparak yeni is modellerinin ortaya cikmasina
neden olmustur (Chandler, 1990; Pine, 1993; Bardakci, 2004). Son dénemlerde
de Internet isletmenin hemen her alaninda inovasyon dalgasini tetiklenmistir. Bu
baglamda, sektorleri kismen ya da tamamen aracisiz hale getiren arabam.com
sahibinden.com, ve Letgo gibi yeni is modellerini ortaya cikarmistir.

isletme veya pazarlama literatiirinde déneminin teknolojisini rakiplerden
once benimseyen veya teknolojiyi ortaya cikaran firmalarin oyunun kurallarini
degistirdigine dair oldukca fazla érnek bulunabilir. Bir dizi teknolojik yeniligi ra-
kiplerden dnce benimseyerek basariya ulasma konusunda Amazon incelenmesi
gereken iyi bir érnektir. Ornegin Amazon robotik teknolojilerle donatiimis siparis
karsilama merkezleri sayesinde hem verimliligini artirmis hem de maliyetlerini di-
sUrmustdr (Grewal vd., 2020). Perakendecilikte devrim niteliginde olan Amazon
Go magazalar da perakendecilik is modeli konusuna gosterilebilecek érnekler
arasindadir.

internetin ve sonrasinda dijitallesmenin ortaya cikardigi firsatlari degerlendi-
ren basarili girisimlere Amazon’'un yani sira, Ebay, Airbnb, Uber, Letgo, sahibin-
den.com, Yemek Sepeti, Cicek Sepeti ve Getir gibi cok sayida érnek gosterilebilir.
Perakende alaninda basarili firmalarin ortaya cikarak farkli bir degeri musteriye
sunmalari, sektorlerinde bir dondstime neden oldugu gibi, zaman icerisinde tu-
keticilerin aliskanliklarini da degistirmistir. Mesela, Ulkemizde Letgo, dolap.com
ve sahibinden.com gibi markalarin basariyla devam ediyor olmasi; tiketicilerin
ikinci el esyaya karsl tutumlarinda ve alim satim davranislarinda bir degisiklige
isaret etmektedir. Bu slrecte, konum paylasma ve Google Maps uygulamalari
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sayesinde, adres sorma gelenegi gecmiste kalmistir. Mahalle bakkali veya stper-
market kapanmadan sut, bebek mamasi veya bebek bezi satin almak da artik bir
zorunluluk olmaktan ¢ikmistir. 1001 Gece Masallarindaki “Aladdin’in sihirli lam-
basi” glinimuzdeki yansimasi cep telefonu ve donatilari perakendecilikte devrim
yapllmasina imkan saglamistir. GUnimuz perakendecileri musterilerine glnin
her aninda evden market alisveris imkani sunmakta ve siparislerini yaklasik 30dk
icerisinde kapilarinda teslim edebilmektedirler.

2.1. Perakendecilik is Modellerinin Gelisim Siireci

Hayatin her alaninda oldugu gibi, perakendecilik formatlari da zaman ice-
risinde evrim gecirmistir (Gauri vd., 2021). 18. yy. ortalarina kadar mdsteriler ve
Urdnler arasinda tezgahtarlarin calistigl, kiictk aile isletmeleri seklinde yapilanan
genel magazalar, 1850’lerden sonra herkes icin tekdize fiyati garanti eden eti-
ketler kullanilarak satis yapilan, genis trln yelpazesine sahip buyik genel maga-
zalara ve departmanli magazalara evrilmeye baslamistir. 20. yy. baslarinda, Griin-
lerle misterileri dogrudan birlestirerek, tezgahtarlari yok eden sipermarketler
ortaya ¢kmistir (Gauri vd., 2021). Tezgahtarlarin rold ilk akla geldigi sekilde, sa-
dece arzu edilen Urina raftan indirip, tiketiciye teslim etmek degildir. Gegmiste
tezgahtarlar, muUsteri ile pazarlik ettikten sonra stoklarinda biylk hacimde bulu-
nan UrUnleri mUsterinin arzu ettigi miktarlarda hazirlayip paketler ve aliclya tes-
lim ederlerdi. Tezgahtarlarin ortadan kalkmasi icin, Grtnlerin bireysel kullanima
uygun miktarda paketlenmesi gerekiyordu. Tek bir cati altinda ¢ok fazla sayida
ozellikli magazaya erisim imkani veren ilk alisveris merkezi 1930 yilinda acilimistir
(Micu, 2020)°. Uzun calisma saatleriyle (07.00-23.00) kendini farklilastiran 7-Ele-
ven, ilk magazasini 1946'da acmistir. indirim magazaciiginin éncllerinden Wal-
mart 1962'de faaliyete baslamistir. Home Shopping Network 1985 yilinda TV ve
alisverisi bir araya getirerek teknoloji tabanli, fiziksel magaza disindaki ilk formati
ortaya gikarmistir. Amazon, 1995 yilinda ilk kitabini internet Gzerinden satarak
e-perakendecilik devrimini gerceklestirmistir (Braun, 2015).

Ozet olarak bahsedilen perakende gelisim strecinde her halef perakendeci
formati, selefi Gzerinde bir degisim baskisi olusturmustur. Departmanli magaza-

3 Dinyanin bilinen ilk AVM’sinin istanbul Kapalicarsi oldugunu iddia eden calismalar da mevcuttur
(Micu, 2020) ve bu makalenin yazarlari da bu kanidadir. Nuruosmaniye, Mercan ve Beyazit ara-
sinda yer alan 64 cadde ve sokag, iki bedesteni, 16 hani, 22 kapisi bulunan Kapalicarsi’da 4000
dukkan bulunmaktadir. Yaklasik 30.000m? tzerine kurulu Kapalicarsi hala dtnyanin en biyukle-
rindendir. https://en.wikipedia.org/wiki/Grand_Bazaar,_Istanbul
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lar, kUgUk aile magazalarina; indirim magazalari, departmanli magazalara; cev-
rimici magazalar da indirim magazalarina karsi hep bir tehdit ortaya cikarmistir.
Selefler bir baska ifade ile “geleneksel” olarak nitelendirilen perakendeciler, ha-
lefi olan formatta ortaya cikan oyuncularla rekabet edebilmek icin kismen de olsa
yeni formatlarin 6zelliklerini ve teknolojilerini benimsemek zorunda kalmislardir.
Bilgisayarlarin ve internetin yayginlasmaya baslamasi ile Amazon énderliginde
ortaya ¢lkan cevrimici perakendecilik, 6deme sistemlerindeki ve kargo hizmet-
lerindeki gelismelerle birlikte hizla yayginlasmistir. Geleneksel perakendeciler de
sadece cevrimici satis yapan yeni rakipleri ile ayni dizlemde rekabet edebilmek
icin faaliyetlerinin en azindan bir kismini internete tasimak zorunda kalmislardir.
Bir yandan cevrimici perakendeciligin sundugu firsatlar, cevrimdisinda kalan pe-
rakendecilerin cevrimici kanallarda kendilerine yer aramalarina neden olurken;
Ote yandan, cevrimici perakendeciler de belirli Grin kategorilerinde (6rn. hazir
giyim) fiziksel magazalar agmaya baslamislardir. Perakendecilerin ayni anda farkli
kanallardaki etkin rekabeti, musterilere farkli kanallar arasinda sorunsuz bir alis-
veris deneyimi saglamistir (Bhatnagar ve Ghose, 2004). Perakendecilerin farkli
kanallar Gzerinden musterilerine ulasmaya baslamasi, literatirde “capraz kanal”
(cross-channel), “cok kanalli” (multi-channel), ve “Omni kanal” (omni-channel)
gibi kavramlarin dogusuna neden olmustur (Hokkanen vd., 2020). Cogunlukla
birbiri yerine kullanilan bu kavramlari anlayabilmek icin, Ailawadi ve Farris, (2017)
tarafindan yapilan cok kanalli perakendecilik tanimi ele alinabilir. Buna gére cok
kanalli perakendecilik; birden fazla kanalin ayni anda kullaniimasi ve faaliyetlerin
kanallar icinde ve kanallar arasinda buttnlestiriimesidir. Perakendecilik literata-
rinde “kanal” firma ve musterilerinin etkilesime gectigi, hizmetini sundugu ve is-
lemin tamamlandigi ortama isaret etmektedir (Neslin vd., 2006; Berry vd., 2010).
Farkli kanal alternatifleri icin Dennis vd., (2014) (a) geleneksel veya fiziksel kanal
(fiziksel magazalar, otomatlar, kiosklar, kataloglar, vb.) (b) web tabanli, bilgisayar
etkilesimli kanal (cevrimici magazalar) ve (c) mobil cihazlarla erisilen, mobil kanal
(cevrim ici magazalar, uygulamalar) olarak U¢ tUr kanala isaret etmektedir. Son-
radan, Levy vd., (2019) calismasinda oldugu gibi, sosyal medya sitelerini ayri bir
kanal olarak kabul eden calismalar da yayinlanmistir.

Coklu kanal kullanan perakendecilerin farklilasan maliyet yapilarina bagl
olarak ortaya cikan fiyat farkliliklari, musterilerin ayni Grind farkl saticilarda ve
kanallarda kolaylikla siparis edebilme imkani; “showrooming” (bir Grinu fiziksel
bir magazada kesfedip, deneyip satin alma sirecine cevrimici olarak da devam
etmek) ve “webrooming” (Urind cevrimici kesfedip, strece cevrimdisi devam
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etmek) gibi kavramlarin dogmasina da neden olmustur (Jocevski, vd., 2019). ilgili
literatirlerde tuketicilerin hem fiyat hem de bilgi ihtiyaci icin; neredeyse her satin
alma surecinde cep telefonlarini kullanmaya baslamalarinin, satin alma karar su-
recinde birtakim degisikliklere neden olduguna dair de bircok kanit sunulmustur
(Grewal vd., 2017). Ayni UrUn icin farkli fiyatlarin bayUk bir caba sarf edilmeden
izlenebilmesi, ihtiyacini tatmin edebilmek icin cimri.com, pricespy.co.uk, price.
com gibi web sitelerinin dogmasi da dogal olarak tlketiciyi en ucuza yoneltmis-
tir (Bardakci, 2004). Bu baskidan kacmak icin bazi perakendeciler, musterilere
en uygun konumda olmak, fiziksel magazalari cevrimici magazalara donustdr-
mek ve yeni teslimat secenekleri olusturmak konularinda hizli hareket etmislerdir.
(Grewal vd., 2021).

Varadarajan, vd. (2010)'a gore perakende stratejisi, bir perakendecinin pa-
zarda nasil rekabet ettigini ve hedef pazarlarina nasil hizmet ettigini gostermek-
tedir. Bu kapsamda hedef pazara ulasmak icin perakendecinin sectigi kanallar,
perakende stratejisi kapsaminda ele alinmalidir. Perakendeci, farkli kanallarda
ayri ayri var olmak yerine, capraz kanal stratejisi uygulayarak hedef pazarindaki
musterilerine daha fazla deger saglayabilir. Varadarajan, vd. (2010)'a gére coklu
kanal stratejisi, hedef pazardaki tuketicilere daha fazla rahatlik, kontrol, yardim
ve kisisellestirme sunmak yaninda daha yuksek dizeyde glvenlik hissi de sagla-
maktadir. Basarili coklu kanal uygulamalari, farkli kanalardaki faaliyetlerin batan-
lestirilmesini gerektirmektedir. Bu bltlnlesme musteriye farkli kanallar arasinda
6zgurce hareket imkani saglayacaktir. Bunun bir yansimasi Urtin iade politikasin-
da gorilebilir; Grintn satin alindi§ kanaldan bagimsiz olarak, iadeleri cevrimici
veya cevrimdisi kab(l etmek, cevrimici aligverisin iadesini cevrimdisi magazada
kabal ederek, bedelini nakit olarak ¢demek basarili coklu kanal uygulamalarina
ornek gosterilmektedir (Murfield vd., 2017; Gawor ve Hoberg, 2018).

Stolze vd., (2016), coklu kanali kullanan perakendecilerin, ylksek kalitede
bir alisveris deneyimi ve Ust dlzey bir lojistik hizmeti bekleyen bir pazar bélimd-
ne hitap ettiklerini ifade etmektedir. Dogal olarak bu ttr misteriler, perakende
ortamini degistirecek nitelikte yeni Grlnler ve hizmetler sunmalari igin peraken-
decilerden daha yogun bir talepte bulunmaktadir (Gawor ve Hoberg, 2018).

2.2. Cevrimici Market Aligverisi Uygulamalari is Modelleri

Dijital ortamin sundugu imkanlardan istifade ederek market Grtnlerini bu-
yUksehirlerde adrese teslim etme fikri 21. yGzyilin basindan itibaren fiilen uygu-
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lanmaya baslanmistir (Birkes, 2020). Bulabildigimiz kadariyla; bu kapsamdaki
oncl girisimlerden birisi ABD'de 1996 yilinda Peapod Online Grocer adiyla fa-
aliyete baslayip gtinimuzde Royal Ahold catisi altinda faaliyetine devam eden
Peapod firmasidir (Wikipedia, 2023a). 1996 yilinda ABD'de faaliyetlerine baslayip
2001 yilinda iflas eden Webvan firmasi da bu konudaki 6ncilerdendir. Webvan
market Urtnleri siparislerini cevrimici olarak alip, rekabetci bir fiyattan ve sadece
30 dakikada adrese teslim etmekteydi (Wikipedia, 2023c). Webvan'in is modeli,
iki asamali bir lojistik sistemine dayanmaktaydi. Birinci asamada, siparisler olabil-
digince mekaniklestiriimis olan dagitim merkezlerinde hazirlanip biylk teslimat
kamyonlariyla yerel dagitim istasyonlarina sevk edilmekteydi. ikinci asamada, si-
parisler tuketicilerin adreslerine teslim edilmek Gzere kamyonlardan, minivanlara
aktariimaktaydi. Webvan is modeli, bir calisaninin, saatte 450 UrtnlUk siparis ha-
zirlayabileceg@i varsayimina dayandirilmisti. Bu hiz, siradan bir mdsterinin alisveris
hizindan 20 kat daha yuksektir, calisanlar bu zorlugun Ustesinden gelemedikleri,
bu ylzden firmanin battigi raporlanmistir (Delaney-Klinger vd., 2003).

1999'da kurulan ve 2000'de kapanan iki dot.com sirketi, Kosmo ve Urban-
fetch sirasiyla Manhattan ve Londra’nin (London, Ohio) belirli bolgelerinde, DVD,
kitap, atistirmaliklar, hediyelik vb. Griinlerin cevrimici olarak siparis edilebilmesi ve
bir saatten daha kisa strede bisikletli bir kurye tarafindan teslim edilmesine dayali
bir is modelini hayata gecirmistir (Wikipedia, 2023b). Atlantik’in dogu yakasinda
Avrupa’da adrese teslim esasina dayali cevrimici stipermarket alisverisinin énctsu
Auchan olmustur. Firmanin Fransa’nin Lille sehrinde, 2000 yilinda hayata gegcirdi-
gi modelde, cevrimigi siparisler, musterilerin adreslerine teslim edilmekteydi. Cok
saylda UrUnd siparis etme olanagi sunan Auchan modelinde, siparisler en gec 2
saatte teslim edilmekteydi ve teslimat icin bir ek tcret alinmiyordu (Fast Com-
pany Tirkiye, 2021). ingiltere’de ise Tesco siipermarketler zinciri Tesco Direct ile
ilk olarak 1996 yilinda market alisverislerinin eve teslimati hizmetine baslamistir
(Ustiinkardesler ve Giizel 2023).

Turkiye'nin ilk cevrimici stpermarket alisveris hizmeti, 1997 yilinda Migros
Sanal Market adiyla hayata gecirilmistir. Once istanbul’da, sonra izmir ve Anka-
ra’da kullanilmaya baslanan model 40.000 kayith musteriye ulasmistir. Migros
Sanal Market 5.000 stok tutma birimini (STB) cevrimici olarak satisa sunmus ve
teslimatlarini belirli saat araliklarinda gerceklestirmistir (Hurriyet, 1999; Baris ve
Yilmaz, 2022).
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Geride biraktigimiz 20 yilda e-ticaret, musterilerin alisveris davranislarini
degistirmis, basta ABD olmak Uzere bircok Ulkede ve llkemizde perakendeciler
geleneksel tekli kanallarini coklu kanallara déntstirmastir. Ancak cevrimici mar-
ket kategorisi COVID-19 dncesine kadar dijitallesmeden en az etkilenen katego-
ri olarak dijital dontstime karsi buytk 6lcide bagisiklik kazanmistir (McKinsey
Company, 2020). Bu yuzden cevrimici perakendecilik akimi karsisinda geleneksel
perakendeciligin son kalesi olarak gida perakendeciligi gésterilmistir (Jindal vd.,
2021). Ancak, COVID-19 pandemisindeki kapanmalar, diinyanin cogu tlkesinde
tiketicileri gevrimici alisveris deneyimine yoénlendirmis, 2010'lu yillarda kurulan
Instacart, Delivery Hero ve Getir gibi uygulama Gzerinden market Urtnlerinin sa-
tisini ve adrese teslimini gerceklestiren firmalarin hizla buytmeleri icin inanilmaz
bir firsat ortaya cikarmistir. Dinyanin her tarafinda gida perakendecileri de bu
gelisme karsisinda ¢ok hizli sekilde coklu kanal stratejileri benimsemek zorunda
kalmislardir. Firmayla etkilesimin cep telefonlari Gzerinden saglandigi ve cevrimigi
market uygulamasi olarak nitelendirilen is modeli bazi kaynaklarda e-ticaretin bir
parcasi olarak degerlendirilmektedir (Driediger ve Bhatiasevi, 2019; Bruwer vd,
2022; Pandurang ve Daniel, 2023). Bu baglamda konunun yeni ortaya ¢clkmasina
bagl olarak bu makalede Cevrimici Market Aligverisi Uygulamasi olarak (Online
grocery market app) adlandirdigimiz is modelinin Quick Commerce, kisa adiyla
Q-commerce olarak da adlandirildigi (Pandurang ve Daniel, 2023) burada belirt-
mek gerekmektedir.

Geleneksel market alisverislerinin aksine, cevrimici market uygulamasinda
alisverisler yalnizca cevrimici olarak yapilmaktadir, siparisler belirli bir zaman dili-
mi icerisinde adrese teslim edilmekte veya magazadan mdisteri tarafindan teslim
alinmaktadir (Seitz vd., 2017). Bu is modeli, bir siparis firmaya ulastiktan sonra
baslayan siparisi bir araya getirme (toparlama), nakliye ve Grinun teslimatini ice-
ren bir dizi lojistik isleve isaret etmektedir (Durand vd., 2012).

Cevrimici market uygulamalari is modelinde de harika ve tutarli bir mus-
teri deneyimini en hizli sekilde saglayanlarin kazanmasi olasidir. Davies ve dig.,
(2018) ve Viebahn ve dig., (2020) optimum musteri deneyiminin en kusursuz
sekilde tikla ve topla (click & collect) deneyimi sunmakla mimkin olabilecegini
one strerken, Uner vd., (2021) hizli teslimatin optimum musteri deneyimi icin
en 6nemli husus oldugunu 6ne sirmektedir. Amazon ve Walmart érneklerinden
hareketle cok kanalli perakendeciligi ele aldiklari calismalarinda Jindal vd. (2021)
hizli teslimat vaadinden cok, vaat edilen zamanda teslimatin dnemli oldugunu
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bulmustur. Bu bulgu stoklarin, kuryelerin ve rota Gzerindeki trafigin dikkatli ana-
lizi sonrasinda yapilacak gercekci teslimat suresi vaadinin ve vaktinde yapilacak
teslimatin 6Gnemli olduguna isaret etmektedir.

Her ne kadar COVID-19 sirecinden, cevrimici market uygulamalarinin be-
nimsemesi acisindan bir katalizér olarak bahsetmis olsak da eve kapanmalardan
once uygulamaya konulmus olan ve sonrasinda da bUyimeye devam eden cev-
rimici market uygulamalari is modeline duyulan ihtiyacin temelinde, bytk sehir-
lerde kullanilabilir zamanin azalmasi oldugu éne strilmektedir (Uner vd., 2021;
Delicay, 2021). Avrupa’nin en kalabalik sehri istanbul basta olmak Uzere biyik
sehirlerde mesafelerin uzak ve trafigin oldukca yogun olmasi, sehrin sakinleri-
nin is disinda kalan zamanlarini azaltmaktadir. Bu sebeple insanlar gtnltk islerini
kolaylastirmak ve yasam tarzlarina uyarlamak icin yeni alternatifler aramaktadir
(Cortinasvd., 2019). Bu halde blyuk sehirlerde zamandan tasarruf ettiren ¢c6zim-
lere ragbet edilmesi dogaldir. Bu tir sehirlerde mesai bitiminde stipermarketlerin
otoparkinda yer aramak, alisveris listesindeki Grtnleri toplamak ve kasalarda sira
beklemek yerine daha kiymetli islerle ilgilenmeyi tercih eden insanlar icin zaman
tasarrufu saglayan tekliflerin degerli hale geldigine dair iddialar bulunmaktadir
(Baslangic Noktasi, 2019). Bu baglamda, insanlar, 6zellikle son kilometre lojistik
hizmetleri gibi inovatif ¢dzimler sunan hizmetlere biytk bir ilgi géstermektedir.
Bu tlr hizmetler, e-ticaret paketlerini mUsterilerin temassiz teslimat noktalarina
yerlestiren lojistik hizmet saglayicilar gibi, blylk sehirlerde yasayanlarin giin-
|Gk yasamini kolaylastirmak ve zamanlarini daha etkili bir sekilde kullanmak icin
onemli bir rol oynamaktadir (Wang vd., 2019).

Zaman icinde basta Avrupa olmak Gzere faaliyete gecen cevrimici market
uygulamalarinin cogu gelismis Ulkede sokaga ¢ikmanin yasaklandigi COVID-19
pandemisi strecinde bir patlama yasamis olsa da pandemi sonrasi strecte hem
diinyada hem de tlkemizde Getir gibi, sadece giiclu firmalar ayakta kalabilmistir.
Bu strecte McKinsey Company, (2020) Asya pazarlarinda cok kanalli perakende-
ciligin hizli déntsimine dikkat cekerek, ABD'li gida perakendecilerini, dijital do-
nustmleri icin dinyanin doért bir yanini taramalari konusunda uyarmistir. 2015 yi-
linda Turkiye’'de faaliyetlerine baslayan Getir'in, 2021 yilinda ingiltere, Hollanda,
Almanya, Fransa, Italya, Portekiz ispanya ve ABD'de faaliyete gecmesi ve 2022
yilinin son gunlerinde Alman rakibi Gorillas'i satin alarak, hizla bu alandaki en
onemli klresel oyunculardan birisi haline gelmesi, McKinsey’'in 6ng6érisinin ne
kadar isabetli oldugunu gostermesi agisindan degerlidir.
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2.2.1. Cevrimici Market Uygulamalari is Modelleri: Kuramsal Cerceve

Lueg, (2022) Almanya e-gida pazarindaki cevrimici market uygulamalari is
modellerini dort kategoriye ayirmistir. Birinci kategori cok cesitli Grinler sunan
"“Her Cesit” (full range) kategorisidir ve REWE, Picnic veya Knuspr gibi peraken-
decileri ihtiva etmektedir. Bu kategoride REWE gibi fiziksel magazalari da olan
perakendeciler yaninda Picnic ve Knuspr gibi sadece cevrimici hizmet veren pera-
kendeciler de bulunmaktadir. Her cesit perakendeciler, musterilerinin toplu alis-
verislerine veya haftalik alisverislerine cevap verebilecek cesitte STB bulundurmak
yaninda, siparisleri 2-3 saatlik bir zaman diliminde adrese teslim etmektedirler. Bu
firmalarin kendilerine ait siparis karsilama merkezleri mevcuttur ve siparisler bu
merkezlerde hazirlanir. Bu modelde alisveris sepetleri genellikle yiksek tutarlidir.
Almanya’da bu kategoride incelenen firmalarin teslimat filolari kendilerine aittir,
surticller de calisanlar da firmanin elemanlaridir.

Her cesit kategorisinde yer alan Hollanda kékenli Picnic, rakiplerinden farkl
bir is modeli gelistirmistir. Herhangi bir fiziksel magazasi olmayan Picnic sadece
uygulama Uzerinden siparis almaktadir. Picnic uygulamasini kullanan musteriler
yaklasik on bin STB arasindan stpermarket alisverisi yapabilmektedir. Picnic’in
satisa sundugu STB'lerinin énemli bir kismi Almanya’nin en biydk supermarket
isletmecilerinden olan Edeka Rhein Ruhr firmasindan tedarik edilmektedir. Bu sa-
yede Picnic bilindik ulusal markalari satisa sunmaktadir. GUnluk pastane Urtnleri
ve taze et siparisleri icin, yerel pastaneler ve mezbahanelerle is birligi yapiimistir.
Picnic'i rakiplerden ayiran énemli 6zelliklerden birisi de teslimatin “sutcl prensibi”
(Milkman Principle) temelinde yapilmasidir. Bu prensibe gore dagrtim araci bir cad-
deden glinde bir kez gecmektedir (Lueg, 2022; Belluomo, 2019). Sistemde saat
22.00 sonrasi alinan siparisler ertesi gin degil daha sonraki gin teslim edilmekte-
dir. Siparislerin teslimat streci depolarda baslamaktadir. Siparis edilen Grin stoklari
sabah erken saatlerde toplu olarak depolara ulasmaktadir. “Alisverisci” (shoppers)
olarak adlandirilan depo calisanlari her bir siparisi 6zel bir plastik kasaya yerlesti-
rerek, teslimat bolgesine gidecek, firma icin 6zel olarak Uretilmis elektrikli Goupil
markall kamyonetlerin siparis yikleme alanina teslim etmektedir. Burada “dagiti-
a” olarak adlandirilan strticdler, kendi bolgeleriicin hazirlanmis kasalari araglarina
yUkleyerek dagitima ¢ikmaktadir. Yaklasik 24.000 masteriye teslimat igin yirmiser
dakikalik araligl olan Uc secenek sunulmaktadir. Bunlardan birini secen musteri,
Picnic uygulamasi Gzerinden dagitim aracini izleyebilmektedir. Picnic Almanya ge-
nelinde yaygin degildir (Belluomo, 2019; https:/picnic.app Picnic.app).
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ikinci kategoride “Hizl Ticaret” isletmeleri bulunmaktadir. Bu kategorideki
firmalar sadece cevrimici siparis almaktadir ve rekabet avantajlar cabucak teslim
etmek Uzerine kurgulanmistir. Bunlara érnek olarak Flink, Gorillas ve Getir gos-
terilmistir. Bu hizli ticaret firmalari STB'lerini plansiz (impulse) veya anlik (spon-
taneous) ihtiyaclari tatmin etmek Gzere olusturmuslar. Bu nedenle nispeten az,
yaklasik iki bin STB tutarlar. Bu kategorideki firmalar karanlk depo (Dark Store)
(Buldeo Rai, 2023)is modelinin mucitleridir. Karanlik depo sehrin ara sokaklarinda
kurulu bulunan ve sadece online gelen siparislerin karsilandigi depolardir. Hizli
ticaret firmalarinin siparislerini s6z verdikleri hizda musterilerine teslim edebilme-
sinin anahtari sahip olduklari karanlik magaza agidir.

Uclinct kategori “Instacart” modelini kullanan isletmeleri barindirmaktadir.
ABD ve Kanada'da faaliyet gosteren Instacart sirketince icat edilen ve bu sirketin
ismiyle anilir hale gelen Instacart modelinin temelinde musteri adina Grdnleri se-
cip, listelenen aligverisi yapip sepeti musteriye teslim eden “kisisel bir alisverisci”
bulunmaktadir. Instacart musterileri, uygulama araciligiyla, sisteme Uye yerel si-
permarketlerden alisveris sepetini olusturur. Platformdaki her stipermarkette ha-
zir bulunan kisisel alisverisci, masterinin olusturdugu alisveris listesindeki Grdnleri
bu perakendeciden bizzat secer ve satin alir. Instacart firmasi market ve manav
UrGnlerini gtn icinde yaklasik bes saatlik bir zaman diliminde musterisine teslim
etmektedir. Masteriler, alisverisin yapildigi magazaya gidip GrUnleri Instacart nok-
talarindan teslim alabilecekleri gibi, istege gore kisisel alisveriscisi ek Ucret karsi-
iginda teslimati adrese de gerceklestirebilmektedir (Krstic, 2020). Bu modeldeki
oyuncularin kendileri herhangi bir mal arz etmediklerinden, kendilerine ait bir
depolari yoktur. Instacart modeli bu nedenle riski ve maliyeti distk bir modeldir.
Turkiye'de eskiden beri kullanilan ve hatta filmlere* bile konu olan bu uygulama
ABD’de yUksek dizeyde kabdl gérmusttr (Lueg, 2022; Krstic, 2020). ABD'de
Aldi, Wegmans, Kroger, Safeway, Giant gibi ABD’deki ulusal sipermarket zincir-
leri yaninda, Food Lion, Harris Teeter ve Publix gibi bolgesel zincir stipermarketler
de Instacart’la is birligi yapmuslardir. Yerel market zincirleri yaninda kiicik esnaf-
lar da Instacart platformuna dahil olabildiklerinden, is birligi yapilan magazalar
bolgelere gore farkhlik gdstermektedir. Instacart ayrica Costco, BJ's Wholesale ve
Sam’s Club gibi sadece Uyelik sistemi ile calisan ve toptan satis yapan zincirlerle

4 Kemal Sunal'in basroltinti oynadigi Kapicilar Krali filminden hatirlanacagi gibi kapicinin daire sa-
kini adina mahalle esnafindan alisveris yapip, bunu bir bahsis karsiliginda adrese teslim etmesi bir
Instacart 6rnegidir.
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de is birlikleri yapmistir. MUsteriler bireysel olarak bu magazalara Uye olmadan,
Instacart platformu Uzerinden alisveris yapabilmektedir. Instacart, ABD ve Kanada
genelinde 5.500 sehirde faaliyet gostermektedir (Krstic, 2020).

“Platform” modeli olarak adlandirilan dérdinct kategori, farkh cesitli is
modellerini tek bir cati altinda bir araya getirebilen kapsamli bir is modeline isaret
etmektedir. Buradaki amag, uygulamayi bir platform olarak kullanip, musteriye
cok cesitli Grtin teklifleri sunarak, her tr satin alma durumunu karsilayabilmektir.
Uygulama, komisyon temelli bir platform olarak arz ile talep arasinda aracilik roli
oynamaktadir. Alanda operasyona dair sireclerin bir kismi platforma dahil olan
is ortaklari tarafindan yurutilmektedir. Ornegin platformdaki is ortaklari siparis-
lerinin teslimatini kendileri yapabilmektedir. Platform modeline uluslararasi bir
ornek, ABD’de bir restoran teslimat hizmeti olarak baslayan ve simdi Instacart ve
Q-Commerce modellerini platformuna entegre eden Doordash'tir. Almanya’da
da Lieferando veya Doordash platform modelleri olarak degerlendirilmistir (Lueg,
2022).

3. Yontem

3.1. Arastirmanin Yontemi

Calismada nitel arastirma yéntemlerinden biri olan betimsel (durum) analizi
kullanilmistir. Nitel arastirma yontemlerinden birisi olan Betimsel (durum) Analiz,
onceden belirlenen temalara goére verilerin 6zetlenip yorumlandigi bir sirectir,
analiz saglanan verilerin bir tematik cerceve dogrultusunda islenmesi ve dizen-
lenmesi esasina dayanir (Yildinm ve Simsek, 2013). Bu baglamda Ulkemizdeki
Cevrimici Market Uygulamalari; satisa sunduklari STB sayisi, teslimat suresi, lo-
jistik merkezi niteligi, fiyatlar ve calisma saatleri kriterleri kullanilarak, Lueg'in
(2022) siniflandirmasi temel alinarak siniflandiriimistir.

Google arama motorunda cevrimici market uygulamalarini farkli anahtar
kelimelerle aradigimizda Kap Gel, Yolluyo, Bakkaldan, Bikoshu, Mahallem, Mar-
ketimgel, Marul.com, Marketpaketi.com, Marketsenin, Bakkal Abi, Carsi Cepte,
BiSU, isteGelsin, Entazem, Yemeksepeti Mahalle, Yemeksepeti Market, Tamam,
FiyatSor, Yanbakkal, Bi"Market, Jetgel, Migros Hemen, Migros Sanal Market, Ge-
tirheri, Getir, Getir Blytk, Getir Su, Getir Carsi, A101 Kapida, Cepte SOK, Carre-
fourSA Online Market, Yanbakkal,, Trendyol olmak Gzere otuz iki adet uygulama
tespit edilmistir. Tespit edilen bu uygulamalar Google Playstore ve Appstore’'da
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aratildiginda aktif olarak faaliyet gosteren on bes uygulama oldugu gérilmus-
thr. Bu kapsamda arastirmanin ana kutlesini Google Playstore ve Appstore’da
bulunan ve Eylul 2023 itibariyle Turkiye'de aktif olarak faaliyet gésteren on bes
uygulamadan olusmaktadir ve calisma bu anakdtle Gzerinde gerceklestirilmistir.

4. Bulgular

Tarkiye'de hizl teslimat esasina dayali cevrimici market uygulamasi is mode-
linin ilk uygulayicisi Getir firmasidir. 2015 yilinda kurulan ve “ 10 dakikada teslim”
vaadiyle yola cikan firma, Tirkiye'de sektérin énclst olmak yaninda (Fast Com-
pany Tirkiye, 2021) kisa zamanda bu alanda dinyanin en énemli oyuncularindan
birisi haline de gelmistir (Uner vd., 2021). Ozellikle COVID-19 pandemisi strecin-
de tim dunyada populer hale gelen hizli teslimat esasina dayali cevrimici market
uygulamalari is modeli oyuncularinin sayisi; eve kapanmalarin yasandigi gelismis
Ulkelerde hizla artmistir. Bize gére bu hizli artisin en dnemli nedenlerinden biri-
si; birtakim firmalarin uygulama gelistirip veya satin alip, halihazirda geleneksel
yontemlerle calisan yerel stipermarketlerle platform temelinde bir is birligine da-
yali is modelinin, nispeten distk yatirnimlarla gerceklestirilebilmesidir. Bu tur bir
is modelinin Glkemizdeki ilk uygulayicilarindan birisi Marketyo firmasi olmustur
(Fast Company Tarkiye, 2021). Marketyo gibi firmalarin is modeli oldukca basittir.
Bunlar, halihazirda geleneksel yontemle faaliyet gosteren yerel stipermarketler
veya sipermarket zincirleri ile is birligi yapmaktadirlar. is ortaklarinin satista olan
Urdnlerini kataloglayip, cevrimici ortamlarda veya uygulamalar Uzerinden satisa
cikarmaktadirlar. Siparisler, musterilere Gel-Al olarak magazalardan teslim edi-
lebildigi gibi, siparisi hazirlayan is ortaklarinca musterilerin adreslerine de teslim
edilebilmektedir. Odemeler cevrimici yapilabilecedi gibi kapida nakit veya kapida
kredi karti ile de yapilabilmektedir. Ayni bélgede birden fazla anlasmali is ortagi
yerine bir bolge icin genellikle bir is ortagi ile hareket edilerek, ortaklar arasinda
olusabilecek kapsam catismasinin éniine gecilmistir. Uygulama sahibi, is ortak-
larindan, uygulama Uzerinden yapilan satisa bagli olarak komisyon almaktadir.
Kaba hatlariyla ortaya koydugumuz bu model aslinda Turkiye pazarinda uzun
stredir Yemeksepeti tarafindan kullanilan is modelidir. Stpermarketlerle is birligi
noktasindan yakaladigi basari, Marketyo’'nun 2021 yilinda Yemeksepeti'nin de
sahibi olan Delivery Hero'ya satilmasi ile sonuclanmistir. Delivery Hero bu satin
alma sonrasinda “Yemeksepeti” uygulamasina “Yemeksepeti Mahalle” modulu-
nu eklemistir (Ulukan, 2021). Bu is modeli daha sonralari Trendyol tarafindan da

Gilt/Nolume 13 | Sayi/lssue 1 | Haziran/June 2024 15



Nazan MADAK OZTURK, Ahmet BARDAKCI, Murat KANTAR

benimsenmistir. GUndmuzde Trendyol Hizli Market adiyla uygulanan is modeli de
yerel marketler ve esnaflarla yapilan is birliklerine dayanmaktadir. Tipki Trendyol
Yemek uygulamasinda oldugu gibi Trendyol bir platform olarak siparisi ilgili es-
nafa veya sipermarkete iletmektedir. Siparisi alan magaza da kendi kuryesi veya
Trendyol Go kuryesi ile siparisleri 20-45 dk. icerisinde musteriye ulastirmaktadir.
Trendyol Hizli Market uygulamasinda bazi Migros ve Carrefour subeleri de yer
almaktadir.

Tablo 1. Mobil Uygulama Kullanan Siipermarket isletmelerinin
Lojistik Merkezleri Sahipligi Agisindan Siniflandirmasi

Lojistik merkezi

Bagl isletme Bagimsiz isletme

Getir, Getir Buytk, Getir

Uygulama Olarak Su, isteGelsin, Yemeksepeti Marul.com, Yanbakkal

Doganlar Market

A101 Kapida, Cepte SOK,
Sonradan Uygulama Migros Hemen & Migros Trendyol, Yemeksepeti
Olanlar Sanal Market, CarrefourSA  Mahalle, Getir Carsi

Online Market

Kaynak: Yazarlar tarafindan olusturulmustur.

Turkiye'deki market uygulamalari isletmelerini lojistik merkezlerinin sahipli-
gi temelinde Tablo 1'de gosterildigi sekliyle iki ana gruba ayirmak mumkdndur.
ilk grup uygulama temelinde dogmus firmalari ihtiva ederken, ikinci grup esas
olarak uygulama temelinde dogmamakla birlikte, sonradan bu ise dénusen is-
letmeleri ihtiva etmektedir. Market uygulamalari kapsamindaki firmalar lojistik
merkezleri agisindan da incelenebilir. Burada lojistik; bagimsiz perakendecilerden
veya bagli isletmelerden saglanmaktadir. Cevrimici market uygulama is modelini,
halihazirdaki islerine uyarlayarak coklu kanal stratejilerini uygulamaya baslayan
isletmeler arasinda cogunlukla ulusal sipermarket zincirleri bulunmaktadir. Es-
nekligin nispeten zayif oldugu bu déntstimde ulusal zincirlerin geleneksel sube-
lerini birer lojistik merkezine donustlrerek pazara niifuz etme stratejisini izledik-
leri anlasiimaktadir.

Lojistik merkezi bagimsiz olan marul.com, Yanbakkal, Trendyol, Yemeksepeti
Mahalle veya Getir Carsl birer Cevrimici Market Uygulama platformu olmanin
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otesine gecmemektedir. Bu platformlar bilinirlikleri sayesinde rakiplerine Gstinlik
saglamak cabasindadirlar. Bilinilirlik dizeyi rakiplerinkinden daha ytksek olma-
yan platformlarin sagladigi indirimler, kullanim tercihi acisindan 6énemli olmakta-
dir. Kendilerine 6zgu bir is modeli olmayan bu oyuncularin fiyat indirimlerini nasil
sagladiklari bu arastirmanin kapsami disindadir. TUketicilerin en azindan bir kis-
minin birden fazla uygulama icerisinde en dusdk teklifi sunan platform Gzerinden
siparis verdigi tarafimizca misahede edilmistir. Ayni paralelde ayni anda farkl
platformlarda yer alan esnaflarin da bulundugu, farkli platformlardaki gezinme-
lerimizde tarafimizca misahede edilmistir.

Sonradan uygulama olan ulusal zincirler birbirleriyle asagi yukari ayni is mo-
delini kullanmaktadir. Sadece, siparis ekleme, alisveris sepetinden trdn cikartma,
sepet glincelleme, iade strecleri gibi; siparise dair detaylarda farklliklar tespit
edilmistir. Ayrica gdzlemleyebildigimiz kadariyla cok kanalli bu perakendeciler,
birbirlerinin uygulamasini hizlica kopyalamaktadir. Bir habere konu olan veya bu
perakendecilerden birinin web sitelerinde sadece kendi uygulamasina aitmis gibi
duran uygulama &zelliklerinin, rakiplerin uygulamasinda da bulundugu veya kisa
bir stire icerisinde eklendigine makalenin yazarlari sahit olmustur.

izleyen kisimda lojistik merkezi, Griin cesitliligi, teslim suresi, satin alma du-
rumu ve kurye sistemi agisindan cevrimici market uygulamalari ele alinacaktir.
Bulgular bir buttn halinde Tablo 4'te sunulmustur.

Lojistik Merkezi

Migros Hemen, Migros Sanal Market, Cepte SOK, A101 Kapida, Carrefour-
SA Online Market uygulamalarinin tamaminda teslimat adresine en yakin fiziksel
magaza ayni zamanda bir lojistik merkezi olarak hizmet saglamaktadir. Bu ydzden
uygulamaya girildiginde ilk olarak Grtnlerinin teslimatinin istendigi adresin belir-
tilmesi gerekmektedir, zira bu asama sonrasinda mdsterinin ekranina, teslimatin
yapilacagi fiziki magazanin stoklari ve fiyatlari yansitiimaktadir.

Getir, franchising yontemiyle kurdugu, isteGelsin ve Yemeksepeti Market
ise tamamen kendine ait olan hayalet depolari birer lojistik merkez olarak kul-
lanmaktadir. Marul.com, Yanbakkal, BiMarket, Getir Yemek, Getir Carsi, Getir
Su, Trendyol Hizli Market ve Yemeksepeti Mahalle uygulamalarinda; uygulamaya
dahil bagimsiz isletmeler birer lojistik merkezi olarak hizmet sunmaktadir. Bu bag-
lamda formati ister geleneksel isterse hayalet olsun; ticari olarak faaliyet gdsteren
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tlm anlasmall cevrimici market (ve gida) isletmelerin halihazirda, cevrimici mar-
ket uygulamalari kapsaminda oldugu iddia edilebilir. Hatta Yemeksepeti Mahalle,
kapsamina semt pazarlarini da eklemistir. istanbul’da ve izmir'de toplam 138 Pa-
zar esnafl Yemeksepeti Mahalle Gzerinden siparis almakta ve teslimati saglamak-
tadir (Buytkdumlu, 2022).

Uriin Cesitliligi

Turkiye pazarindaki en blyuk oyuncu Getir, baslangicta Urtn cesidini ¢o-
gunlukla plansiz alisverisleri dikkate alarak olusturmustur. Mdsteri son anda sarj
aletinin bozuldugunu veya corabinin kagmis oldugunu; cayin, kahvenin veya ke-
disinin, kopegdinin mamasinin bittigini fark ettiginde, yagmur basladiginda sem-
siyesini, eli kesildiginde yara bandini bulamadiginda vb. “dakikalar icinde gerekli
olabilecek” Urtnleri saglamak Uzere yola cikmistir. Getir, kullanicllarindan aldi-
g1 dondtlere dayall olarak Urtin cesidini gincellemektedir. Uygulamada aradigi
Urdnleri bulamayan kullanicilar, uygulama Gzerinden sisteme éneride bulunabil-
mektedir. Bir 6érnek olarak “Yerli Organik Yumurta” Grtn portféytne eklenmistir
(Harriyet, 2018; Baslangic Noktasi, 2019). 17 Subat 2023 itibariyla kendine ait
birer is modeli bulunan Getir, Yemeksepeti Market ve isteGelsin Giriin kategorileri
ve kategori iginde satisa sunulan Urtin cesidi sayilar Tablo 3’te gosterilmistir. Bu
haliyle Getir 2636, isteGelsin 3912 ve Yemeksepeti Market 3951 STB bulundur-
maktadir. Burada farkli uygulamalardaki kategori isimlerinin farkli oldugu ve ayni
Granun farkli uygulamalarda farkli kategoriler icerisinde yer alabildigi ve bu liste-
lerin son derece dinamik oldugu hatirda tutulmalidir.
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Tablo 2. Getir, Yemeksepeti Market ve isteGelsin Uriin Kategorileri
ve Kategori icinde Satisa Sunulan STB sayilari®

Kategori Getir  isteGelsin  Yemek sepeti Market
Su & icecek 370 192 2454519
Meyve & Sebze 46 2327 62
Firin & Pastane 83 134

Temel Gida 2838 473 438
Atistirmalik 466 553 807
Dondurma & Tath 60 15 120°
Sit Uriinler 221 135 394
Kahvaltilik 227 257

Yiyecek 147 - --
Fit & Form/Saglikh yasam 195 -- 190
Kisisel Bakim 166 343 355
Ev Bakim & Temizlik, Deterjan 160 294 199
Ev & Yasam 96 88 146
Teknoloji 21 128 --
Evcil Hayvan 25 102 49
Bebek 52 117 69
Cinsel Saghk 18 -- 26
Et Tavuk Balk - 152 140
Donuk Hazir Gida -- 144 56
Pasta ve Malzemeleri -- 51 --
Cay Kahve -- 186 --
Vitamin, Dermokozmetik - 58 -
Kitap, Dergi -- 258 --
Hazir yemek -- -- 58
Everyday Roastery -- - 125
Taze yemek -- -- 49
Kozmetik -- -- 125
Toplam 2636 3912 3951

Kaynak: ilgili uygulamalardan yazarlarca sayilmistir. (Agustos 2023)

5 Not: Yemeksepeti Market ve isteGelsin bslgemizde hizmet vermediginden teslimat adresi olarak
Istanbul’da rastgele adresler kullanilarak 17.02.2023 tarihinde sayilmistir.

6 Su ve icecek ayri ayri kategorilere ayrilmistir.

7 Kuruyemis bu kategoriye dahil edilmistir.

8  Et tavuk balik bu kategoride bulunmaktadir.

9  Bu kategoride sadece dondurma bulunmaktadir.
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Teslimat siireleri

Yemeksepeti Mahalle 15 dk’da teslim ederken Getir ve Migros Hemen
30dk’dan daha az strede teslim etmektedir. GetirBlytk ve GetirCarsi minimum
30dk ve maksimum iki bucuk saat icinde masterilerin siparislerini teslim etmek-
tedir. Marul.com’da ise teslimat ile ilgili belirli bir stire belirtiimemekte, strenin
markete ve cevresel kosullara gére degisebilecegi ifade edilmektedir. isteGelsin,
Cepte SOK, A101 Kapida, Migros Sanal Market ve CarrefourSA Online Market
teslimat zamanini, belirli saat dilimleri icerisinde musteriye birakmak yaninda fi-
ziksel magazalar oldugu icin yine zamanini musterinin belirleyebilecegi Gel-Al
seceneklerini sunmaktadirlar. Yemeksepeti Market 30dk teslim stiresinin yani sira,
mUsterinin sececegi zaman dilimlerinde de teslimat secenegi sunmaktadir.

Teslimat suresi dikkate alindiginda Getir ve Migros, rakiplerinden farkl ola-
rak Getir BlyUk ve Migros Sanal Market markalari altinda az cesit hizli teslim
ve cok cesit daha uzun sUrede teslim seceneklerinin ikisini birden kullanmak-
tadir. Migros Sanal Market ve SOK, belirlenmis zaman dilimlerinde, teslimatini
gerceklestirebilecegi sayida siparisi kab(l etmektedir (Positive, 2020). Bu nedenle
teslimat suresi, sirada bekleyen siparis sayisina ve boélgeye gore farkllik goste-
rebilmektedir. Arzu edilen zaman araliginda teslimati yapilamayacak kadar faz-
la siparis gelmesi halinde, sistem tarafindan masteri teslimat icin bir baska saat
araliginin veya bir baska ginun secilmesi gerektigi konusunda uyarilmaktadir.
Migros Sanal Market, kisa slrede siparislerini teslim almak isteyen musterilerini,
bolgede varsa, Migros Hemen'e yonlendirmektedir. Cepte SOK, musterinin sipa-
risi hazirlandiginda bir bilgilendirme mesaji géndermektedir.

Satin Alma durumu

Tablo 3'ten de goruldigla gibi hayalet depolarla calisan uygulamalar bile
ortalama bir sipermarket kadar STB barindirmaktadir. Bu yizden musteriler or-
talama stpermarket ihtiyacini stipermarket zincirlerinin uygulamalari Gzerinden
karsilayabilecekleri gibi Getir, Yemeksepeti Market, Migros Hemen veya isteGel-
sin gibi cevrimici market alisveris uygulamalarindan da karsilayabilirler. Ancak
motosikletli bir kuryelerin tasiyabilecegi agiriga bagh olarak haftalik veya aylik
alisverisler icin Getir; Getir Buytk ile, Migros; Migros Sanal Market ile hizmet
vermektedir. Getir, Yemeksepeti Market ve Migros Hemen hizli teslimat firmasi
oldugundan anlik ve plansiz alisverisler bu uygulamalar kullanilarak yapilirken,
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teslim zamani konusunda musterinin cabukluk arzulamadigi tdrden alisverisler,
diger uygulamalar Gzerinden gerceklesebilmektedir.

Eve teslimatlarin ciddi bir lojistik maliyeti ortaya ¢ikarmasi nedeniyle, cevrimi-
¢i market alisveris uygulamasi firmalari, Gcretsiz siparis icin belirli bir siparis esigi
belirleyebilir (Kdmarainen vd., 2020) veya siparis esigi altinda kalan tutarlardaki
siparisler icin ek bir teslimat Ucreti talep edebilirler. Arastirmanin yapildigi zaman
icin firmalarin Ucretsiz siparis esikleri ve ilave olarak talep ettikleri teslimat Ucret-
leri, Tablo 4'te gosterilmistir.

Kurye Sistemi

Cevrimici market uygulamalarinda, musteri ile firma arasindaki arakesit kur-
yelerdir. Kuryeler, firma tarafindan istihdam edilebilecegi gibi dis kaynak kullanimi
(outsourcing) seklinde bir hizmet alimi da s6z konusu olabilmektedir. Hem Glke-
mizde hem de dis dinyada son dénemlerde yayginlasan “Gig Economy”, “Gig
Workers" ' gibi kavramlar, kendi bisikleti, motosikleti veya araci ile kuryelik yapan
esnaf kuryelere isaret etmektedir. Esnek ekonomi calisanlarina sadece teslimat
basina bir Ucret ddenmektedir, bunun disinda calisanlar icin 6denmesi gereken
vergiler, harclar, SGK primlerinin yani sira diger yasal yuktumlltkler, uygulamanin
sahibi firmanin sorumlulugunda degildir. Bu tar yukumlalukler esnek ekonomi
calisani tarafindan yerine getirilmektedir. Bunlarin yani sira calisanlarin izin ve tatil
zamanlarini diizenlemek icin ugrasiimamaktadir. isletmeye sagladigi bu avantaj-
lar nedeniyle; Getir “Esnaf Kurye”, Yemeksepeti “Patron Kurye” (Youtube, 2021)
Trendyol Go “is ortagl” adiyla kuryelik isini dis kaynaktan saglamaktadir. inter-
nette bazi sitelerde kuryelerin hizmet kalitesi Gzerindeki &nemli roliine istinaden,
kuryelerini olabildigince firmalarca istihdam edildigi (Goézitok-Unal, 2021; Kiralik
Basvuru, 2023), hatta kuryelere basta glvenli motosiklet kullanimi olmak Gzere
egitim verildigi yaziyor olsa da (Inbusiness, 2022), firmalarin esnaf veya patron
kurye hizmeti aldiklar kendilerini kurye istihdam etmediklerine dair cok sayida
haber ve video internet'te kolaylikla bulunabilmektedir (Evrensel, 2022; Alyanak
& Karlidag, 2023). A101 Kapida, Migros Sanal Market, Cepte SOK, CarrefourSA
Online Market kuryelerinin kendi calisanlari mi yoksa esnaf kurye mi olduguna
dair bir bilgiye ulasmak mumkun olamamistir.

SOK marketler zinciri diger ulusal zincirlerden farkli olarak yaya, bisikletli

10 Kavrami Turkce'ye esnek ekonomi olarak ceviren calismalar bulunmaktadir.
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kurye ve elektrikli triportor ile teslimat gerceklestirmektedir. Teslimat acisindan
bakildiginda SOK’un nispeten genis bir filo olusturma gayreti icinde oldugu an-
lasiimistir. Migros Sanal Market, Cepte SOK, CarrefourSA Online Market uygu-
lamalarinda magazadan Gel-Al teslim secenegi de sunulmaktadir. Migros Sanal
Market uygulamasindan anlayabildigimiz kadariyla Gel-Al hizmeti her Migros
subesinde bulunmamakta sadece Migros Hemen hizmeti sunan subelerde sunul-
maktadir.

Yanbakkal'da kuryelerini disaridan temin eden bir uygulamadir. Esnaf mo-
torlu kuryelerin yaninda 6grenciler, emekliler, ev hanimlari ve apartman gorevlile-
rini de sistemine katmayi hedefleyen Yanbakkal web sitesinde, kapicilarin kendi
binalari disinda komsu binalara da siparis teslim edebileceklerini belirtmektedir.
Yanbakkal uygulamasi sanki yari zamanl bakkal ciragi olarak bireyleri sistemi-
ne dahil etmektedir. Ancak bu istihdama iliskin yasal mevzuata deg@inilmemistir.
Muhtemelen kismi zamanli calisanlari kayit disi istihdam edilmektedir.
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5. Sonug¢

Teknolojik ilerleme hayatin her alaninda oldugu gibi is modellerinin de teka-
mullne sebep olmaktadir. GUnimuzden yaklasik ceyrek asir nce ABD'de ortaya
¢tkan market drlnlerinin cabucak adrese teslimatini ihtiva eden is modeli, yikici
inovasyon niteliginde 2015 yilinda Turkiye'de Getir firmasinca revize edilmis ve
lojistik merkezi olarak hayalet magazalar sektorde ilk kez kullaniimaya baslanmis-
tir. Bati pazarlarinda hizlica taklit edilen hayalet magaza bulusu, uluslararasilasma
merdiveninde Getir firmasini hizla Ust basamaklara tasimistir. Basariy takdir et-
mek icin hentiz cok erken olsa da uluslararasi melek yatirimcilarin Getir'e yiksek
dizeyde glUven duyduklari asikardir (Ahuja vd., 2021). Sektérdeki oyuncularin
hizla parlamasina bagli olarak haber ve rapor niteliginde yayinlar olsa da akade-
mik kapsamdaki arastirmalarin hentiz belirmeye basladigi alanda, bu sektérde
didnyanin en rekabetci pazarlarindan birisi olarak degerlendirdigimiz Turkiye pa-
zarindaki oyuncularin is modellerini ele alan bu calisma; Tirkiye'de ilk olmasinin
yani sira, Lueg (2022) tarafindan yapilan siniflandirmanin farkli pazarlar icin ge-
cerliligini ilk kez test etmesi acisindan da ¢énemlidir.

Getir, Yemeksepeti, Trendyol Hizli Market gibi uygulama olarak dogan-
lar yaninda sonradan uygulama olan ulusal zincirler Turkiye pazarini bu alanda
diinyanin en rekabetci pazarlarindan birisi haline getirmistir. Bu nedenle Turkiye
pazarindaki rekabet diinya tarafindan yakindan izlenmektedir. Son iki yilda bat:
pazarlarinda yasanan sirket kapanmalarina, ele gecirmelere ve uygulama indirme
sayllarina dayali olarak cevrimici market alisveris uygulamalarinin cazibesinin yok
olmaya basladigina dair sektor raporlari belirmeye baslamis olsa da (Nott, 2022)
Turkiye'de kapanma veya ele gecirme yasanmamistir. Bu baglamda Turkiye'deki
calismalarin literatire katkisi onemlidir.

Calisma Turkiye'de cevrimici market aligveris uygulamasi (online grocery de-
livery app) olarak nitelendirdigimiz, literatiirde g-commerce olarak da belirmeye
baslayan, yeni perakendecilik tiriinde faaliyet gésteren firmalarin is modellerini,
Lueg (2022) tarafindan ortaya konulan siniflandirma kapsaminda ele almaktadir.
Bulgularin gosterdigine gore Tirkiye'de faaliyet gdsteren cevrimici market alisve-
ris uygulamalari, Instacart kategorisi disinda Almanya’daki siniflandirma ile bire-
bir 6rtismektedir. Bu bulgu, Almanya’da ve Turkiye'de is modellerinin birbirlerine
cok benzedigine isaret etmektedir. is modelinin COVID-19 pandemisi stirecinde
hizla yayilmis olmasi belki de basarili oldugu dusintlen modelin birebir kopyasi
veya kugtk degisikliklerle uyarlanmasi seklinde ortaya ¢ikmis olabilecegi gibi; is
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modelin Uzerinde daha baska degisikliklerin yapilamiyor olmasi da béyle bir so-
nucu ortaya ¢ikarmis olabilir.

Cevrimici alisveris uygulamalarinin, geleneksel perakendecilerin misterileri-
nin bir kismini hedefliyor olmasina bagl olarak; sonradan uygulama olan A101
Kapida, Cepte SOK, Migros Hemen & Migros Sanal Market, CarrefourSA Online
Market gibi Glkemizdeki sipermarket zincirleri de cevrimici market alisveris uygu-
lamasi olarak dogan rakiplerine cevap verebilmek icin uygulama esasli is modeli
inovasyonlari benimsemislerdir.

Lojistik merkezler firmaya ait olabilecegi gibi, franchise isletme veya bagim-
siz isletme seklinde de olabilmektedir. Bagimsiz isletmeleri lojistik merkez olarak
kullanan platformlarin kategoride cokca bulunmasinin yani sira bu kategori kap-
saminda faaliyete baslayip, yok olan cok sayida firma bulundugu anlasiimistir. Bu
bulgumuz, bir yaziim gelistirmenin veya yazilimi edinmenin kolayliginin cazibe-
sine kapilarak, operasyon ve tiketici boyutunun ihmal edilmesinin basarisizlikla
sonuclandigina isaret etmektedir.

Cevrimici market aligveris uygulamalari rekabetinde; Migros Hemen gibi
operasyonun sdrecinin her asamasinin uygulama sahibine ait oldugu is modeli
ile, slirecte kendine ait hicbir 6ge olmadan sureclerin koordinasyonunu ytriten
Trendyol Hizli Market is modeli, pazardaki iki asiri uca isaret etmektedir. Bu is mo-
dellerinin her birinin kendilerine has &zellikleri ortaya cikarmayr amaclayan calis-
malarin, alandaki boslugu doldurmak acisindan énemli oldugu dustnilmektedir.

Bu calisma, internette erisilebilen verilerle olusturulmus nitel bir calismadir.
Metin icerisinde de deginildigi Uzere, arastirmacilarin da merak ettigi bazi hu-
suslara dair veri bulmak mtmkin olamamistir. Bu kisiti yok etmek Gzere gelecek
calismalarin, firmalarin icinden veri saglamasi 6nemli gortlmektedir. Turkiye pa-
zarinin rekabetciligi nedeniyle, bu alandaki tiketici arastirmalarinin da literattre
onemli katki saglayacagi distunilmektedir.
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ABSTRACT

Purpose: Entrepreneurship, the trending process of generating economic growth, has both institutional and
individual dimensions. The aim of this study is to analyze the impact of the predictors of entrepreneurship on
entrepreneurial activities of efficiency driven countries.

Methodology/Approach: The data required for this study is derived from Global Entrepreneurship Monitor
database and covers specifically efficiency driven countries. Panel data analyses are implemented in order to
indicate the relationships between the entrepreneurial activity and its predictors.

Findings: Analyzes revealed that perceived opportunities, perceived capabilities, female/male ratio of entrepre-
neurs, internal market openness level are positively associated with entrepreneurial activity. However, financing
for entrepreneurs is negatively associated with entrepreneurial activity.

Practical implications: Suggestions for Turkish Entrepreneurial Ecosystem are developed.

Originality: An inclusive study was carried out to analyze whether 8 institutional and 5 individual predictors
have significant impact on entrepreneurial activities of efficiency driven countries. Additionally, some practical
implications were developed in the scope of Turkiye.

Limitations: The lack of data of all efficiency driven countries in GEM database limited the study.

Keywords: Entrepreneurship, Turkish Entrepreneurial Ecosystem, Global Entrepreneurship Monitor

Verimlilik 0dakl Ulkelerde Girisimciligin On Gostergelerinin
incelenmesi ve Tiirkiye icin Oneriler Gelistirilmesi

0z

Amagc: Girisimcilik ekonomik blytme saglamasi bakimindan git gide daha fazla deger verilen bir kavram olup
kurumsal ve bireysel boyutlara sahiptir. Bu calismada verimlilik odakli tlkelerde girisimciligin 6n gostergeleri
incelenmis bunlarin girisimcilik faaliyetleri Gzerindeki etkisi arastiriimistir.

Yéntem: Yapilan analizlerde kullanilan veriler icin Kiiresel Girisimcilik izleme (Global Entrepreneurship Monitor)
Projesi'nden vyararlaniimistir. Calisma kapsaminda verimlilik odakli tlkeler incelenmis olup panel data analizi
yapilmistir.

Bulgular: Yapilan analizler neticesinde algilanan firsat, algilanan kabiliyet, kadin erkek orani, i¢ pazara erisim
on gostergelerinin girisimcilik faaliyetleri Gzerinde pozitif etkiye sahip oldugu gézlemlenmistir. Diger yandan,
girisimcilerin fonlanmasi 6n gostergesinin girisimcilik faaliyetlerine negatif etkisi oldugu belirlenmistir.

Pratik Uygulamalar: Turkiye Girisimcilik Ekosistemi icin birtakim oneriler gelistirilmistir.

Ozgiinliik: Verimlilik odakli tlkelerin girisimcilik faaliyetleri tizerinde 8 kurumsal ve 5 bireysel 6n géstergenin
onemli etkisinin olup olmadigini analiz etmek icin kapsayici bir calisma gerceklestirilmistir. Ayrica Turkiye kapsa-
minda bazi pratik uygulamalar gelistirilmistir.

Kisitlamalar: Arastirmayi yaparken ttim verimlilik odakli tlkelerin verilerinin Kiresel Girisimcilik izleme veri
tabaninda olmamasi calismayi sinirlandirmistir.
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The Investigation of the Predictors of Entrepreneurship of Efficiency Driven Countries: Specific Suggestions to Tiirkiye

1. Introduction

The term “entrepreneur” finds its roots in the French word “entreprendre,”
meaning “to undertake.” Entrepreneurs, as defined by Merriam-Webster, are in-
dividuals who organize, manage, and embrace the risks associated with business
ventures. (Merriam-Webster, 2018). Schumpeter defines entrepreneurship as a
process of “creative destruction” where new innovations lead to the downfall of
existing products (Schumpeter, 1962). (Wennekers & Thurik, 1999) highlighted
the entrepreneur’s versatile roles in addition to “innovator”. They also stated that
besides inventions startups and entry into new markets are in the scope of the in-
novative role of entrepreneurs; which at the end contribute to the economic de-
velopment. Economic analysis showed that new and small ventures consistently
contribute to job creation, economic development and innovation (Gelderen, et
al., 2008). Entrepreneurship is also described as the trigger of economic growth
by creating job (Zahra, 1999). (Basu & Virick, 2008) stated entrepreneurship cre-
ate more job opportunities so it increases the opportunity rate for local commu-
nities and drew attention to its benefits to local economies. Furthermore, they
also claimed that entrepreneurship generates remarkable occasions for individ-
uals to succeed financial independence considering the possibility of converting
new ideas into moneymaking undertakings. As a result of career choices have a
trend towards self-employment (Gelderen, et al., 2008), entrepreneurship distin-
guished as a popular career preference in recent years (Obschonka, 2010).

The increase in self-employment rate is drawing attention all around the
world and self-employment is assumed to be a bench mark of entrepreneurialism
(Diez & Ozdagli, 2012). As a result of the increasing rates of self-employment
and enterprise’s demand to look for innovation within, the researchers investi-
gate the entrepreneurial behavior and qualities leading to the process of starting
a venture (Gelderen, Thurik, & Bosma, Success and Risk Factors in the Pre-Startup
Phase, 2005). The definition of entrepreneurship can be divided into at least two.
The first one is the occupational notion of entrepreneurship which attributes pos-
sessing and running a business. Behavior notion of entrepreneurship, the second
classification, is about entrepreneurial behavior in order not to miss an economic
opportunity. From this aspect, entrepreneurs do not have to be business owners,
they may be inside entrepreneurs or entrepreneurs within a large firm (Sternberg
& Wennekers, 2005). Entrepreneurship can be explained as an approach that
highlights opportunities over threats (Krueger, Reilly, & Carsrud, 2000).
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Considering this importance of entrepreneurship behavior, there are sig-
nificant research developed and applied world-wide to better understand its
antecedents and consequences. The Global Entrepreneurship Monitor (GEM)
is maybe the most popular one, which is a research consortium and ongoing
project that was initiated in 1999 by a group of academics and institutions with
the goal of studying and monitoring entrepreneurship activities on a global scale.
The aim of this study is analyzing the impact of the predictors of entrepreneur-
ship on entrepreneurial activities of efficiency driven countries (Albania, Arme-
nia, Bosnia and Herzegovina, Brazil, Bulgaria, Cape Verde, China, Colombia, Do-
minican Republic, Ecuador, Egypt, El Salvador, Georgia, Guatemala, Indonesia,
Iran, Jamaica, Jordan, Mexico, Montenegro, Morocco, Namibia, Paraguay, Peru,
Russian Federation, Serbia, South Africa, Sri Lanka, Swaziland, Thailand, Tuni-
sia, Argentina, Chile, Costa Rica, Croatia, Hungary, Latvia, Lebanon, Lithuania,
Malaysia, Mauritius, Oman, Panama, Poland, Romania, Saudi Arabia, Seychelles,
Slovak Republic, Trinidad and Tobago, Turkiye, Uruguay). The data is obtained
from Global Entrepreneurship Monitor for 2008-2016 years. After determining
the predictors (both institutional and individual) influencing entrepreneurial ac-
tivity, their impact on entrepreneurial activity will be investigated. Finally, some
political suggestions will be put forward for Turkish Entrepreneurial Ecosystem.
The main research questions discussed in this study are:

e RQ1: Which institutional and individual predictors are associated with
entrepreneurial activities of efficiency driven countries? Are these associ-
ations negative or positive?

e RQ2: What may Turkish policy makers do in order to improve entrepre-
neurial ecosystem?

2. Literature Review

2.1. GEM Studies in Entrepreneurship Literature

GEM is currently considered the world’s largest study of entrepreneurship
and is conducted in numerous countries across the globe. GEM's primary pur-
pose is to assess and measure entrepreneurship activity in various countries. It is
claimed that entrepreneurship cannot be separated from the region. Regional
network and policies must be taken into account in order to find out the predic-
tors of entrepreneurship (Sternberg & Wennekers, 2005). GEM aims to provide
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comparative data across different countries and regions. By doing so, it allows
for cross-country comparisons to identify patterns, trends, and best practices in
entrepreneurship, which can be used by policymakers, researchers, and entrepre-
neurs themselves to make informed decisions.

There are significant number of studies on GEM in the literature, both in Tar-
kiye and across globe. For instance, by using GEM data, (Karadeniz & Ozdemir,
2009) investigated the relationship between entrepreneurship and its predictors
such as personal perceptions and motivations, environment for entrepreneurship
in Turkiye. Total early-stage entrepreneurial activities in Turkiye are not sufficient
compared to other developing countries. Furthermore, tax incentives and finan-
cial support for entrepreneurs are not at satisfactory level in Turkiye. In the mean-
time, the number of established business entrepreneurs is comparatively higher.
Additionally, market openness and positive attitudes towards entrepreneurship
are remarkable and encouraging.

(Dogan, 2015) examined the relationship between entrepreneurship educa-
tion and entrepreneurial intention of university students in Tirkiye. The author
found that success level in the entrepreneurship class has a remarkable support-
ive influence on entrepreneurial intentions. Furthermore, it is stated that students
with self-employed father have more entrepreneurial intentions than students
with not self-employed father.

Another study investigating which predictors influence entrepreneurial in-
tention of university students is conducted by Selcuk and Turker in 2008. The
authors used entrepreneurial support model (ESM) in order to identify the con-
textual factors on entrepreneurial intent. Educational, structural and relational
supports generated a function of entrepreneurial intention. It is deduced that
educational and structural encouragements have remarkable influence on entre-
preneurial intention of university students (Selcuk & Turker, 2008).

After viewing the entrepreneurship related research, the trending process
became more visible. Multinational studies generally benefit from GEM data-
base. Because it is the richest database addressing to entrepreneurship and its
components. Moreover, the GEM data are standardized which is an important
criteria for cross-county studies. Another attractive point which is explored by
some authors is the feature of entrepreneurship as generating economic growth
and employment.
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(Bosma, Acs, Autio, Coduras, & Levie, 2008) specified that in order to clarify
the differences in entrepreneurial activities, both of institutional and individual
predictors should be taken into account. Many authors such as (Lee & Wong,
2003), (Autio, Keeley, Klofsten, Parker, & Hay, 2001) focused on individual level
predictors of entrepreneurship in their research. Individual level predictors of en-
trepreneurship include attitude predictors (fear of failure rate, perceived behav-
ioral control etc.) and human capital factors (gender, age etc.). The entrepreneur-
ship predictors related to industry and government are institutional level (macro
environment) (Huyghe, Knockaert, & Foo, 2013). Institutional predictors have
direct influence and could be very helpful in an attempt to improve entrepre-
neurial ecosystem (Bruton, Ahlstrom, & Li, 2010) and (Urbano & Alvarez, 2014).
Institution is described as “humanly devised constraints that structure political,
economic and social interaction” (North, 1990).

2.2. Theoretical Framework

Researchers adhered to the academic study of the psychology of entrepre-
neurial actions (Ajzen, 1991). The Theory of Planned Behavior (TPB) and Shapiro’s
Model of Entrepreneurial Event (SEE) are the most common and theoretical stud-
ies for investigating entrepreneurial intentions. Ajzen (1991) provided a model
in order to analyze entrepreneurial intention by focusing on attitudes, perceived
behavior and subjective norms (Krueger, Reilly, & Carsrud, 2000). Personal atti-
tude could be thought as opinions of entrepreneurs (Wu & Wu, 2008).

People decide to become an entrepreneur consciously (Norris F. Krueger,
Reilly, & Carsrud, 2000). The intention of being an entrepreneur is the key and
forming element for performing entrepreneurial behavior (Kolvereid & Isaksen,
2006). Entrepreneurial intention is a stronger predictor of entrepreneurial ac-
tivities than personal/demographical characteristics of people (Krueger, Reilly, &
Carsrud, 2000).

As it is stated in literature review, entrepreneurial intention is affected by in-
stitutional predictors (Diaz-Casero, Ferreira, Mogollon, & Raposo, 2012), human
capital predictor (Minniti, 2005) and individual attitudes of business opportuni-
ties (Krueger, Reilly, & Carsrud, 2000), (Sternberg & Wennekers, 2005). These
predictors are interrelated and their influence on entrepreneurial intentions may
be different (Thompson, 2009). It is claimed in the study of (Linan. & Chen, 2009)
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the cognitive (attitude) predictors for entrepreneurial intentions are expected to
be similar in different regions. (lakovleva, Kolvereid, & Stephan, 2011) also stat-
ed that future studies would concentrate on the differences of entrepreneurial
intention among different countries. Previous studies on institutional predictors
(environment) mostly focus on single country. For instance, (Sadeghi, Moham-
madi, Nosrati, & Malekian, 2013) analyzed the environmental predictors of en-
trepreneurship in the USA. Additionally, (Sesen, 2013) examined the personality
and environmental predictors of entrepreneurship in Turkish students. Hence,
environmental predictors of entrepreneurial intention should be examined in or-
der to make cross-country comparison.

This study focuses on institutional and individual predictors of entrepreneur-
ship and investigates their impact on entrepreneurial activities of efficiency driv-
en economies. Thus, our main model is:

Institutional/Environmental
Predictors

* Financing for enirepreneurs

« Governmental support

+ Taxes and bureaucracy

+ Supporting governmental programs

* Market openness

* Physical and services infrastructure

¢ Female/Male TEA

* Sociel status of successful entrepreneur

. Entrepreneurial
Activity

Individual Predictors

+ Post-school entreprencurial education

* Perceived business opportunities

+ Perceived business capabilities

+ Fear of failure rate

+ The belief of entre preneurship is a good
career choice

Figure 2.1. The Modal of the Research

2.3. Hypotheses Development

Entrepreneurs always react to the environment surrounding them, so the
entrepreneurial environment is crucial factor in order to enhance entrepreneur-
ship (Sadeghi, Mohammadi, Nosrati, & Malekian, 2013). Entrepreneurial inten-
tion is influenced by the institutional (environmental) predictors (Franco, Haase,
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& Lautenschla'ger, 2010). (Sadeghi, Mohammadi, Nosrati, & Malekian, 2013)
specified that if environment support individuals they get encouraged to start
an initiative.

(Bowen & De Clercg, 2008) and (Urbano & Alvarez, 2014) stated that gov-
ernment programs is one of the crucial institutional elements which have impact
on entrepreneurship. Government regulates legal rules and laws (taxes etc.) in
order to provide strong and healthy business environment of entrepreneurship
(Diaz-Casero, Ferreira, Mogollon, & Raposo, 2012). (Bosma, Acs, Autio, Coduras,
& Levie, 2008) stated that if government regulations are strict, then this situation
discourage the individuals from starting a new enterprise. (Bowen & De Clercq,
2008) and (Urbano & Alvarez, 2014) mentioned that access to financial capital
is another important institutional predictor related to entrepreneurship. (Bowen
& De Clercq, 2008) specified that there are remarkable positive correlations be-
tween available financial capital and progress of entrepreneurship.

(Sadeghi, Mohammadi, Nosrati, & Malekian, 2013) also categorized environ-
mental (institutional) predictors which have remarkable effects on entrepreneur-
ship as government policies and procedures, socioeconomic conditions, finan-
cial assistance and non-financial assistance. Government policies may create an
entrepreneurship friendly environment which seeks entrepreneurs’ benefit and
encourage them to start an initiative (Urbano & Turrd, 2013). (Van Stel, Storey,
& Thurik, 2012) itemized that some government regulations such as tax regime
and labor regulations have negative influence on entrepreneurial intentions.

H1: The level of governmental support and policies is positively associated
with individual entrepreneurial activity.

H2: Taxes and bureaucracy are negatively associated with individual entre-
preneurial activity.

The policies must ensure individuals they are recompensed for their hard
works in generating value to society (Stenholm & Hytti, 2014). (Sambharya &
Musteen, 2014) declared that economic and market freedom are so important
for entrepreneurship, encouraging market openness has remarkable influence
on entrepreneurial activity.

H3: The level of market openness is positively associated with individual
entrepreneurial activity.
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(Souitaris, Zerbinati, & Al-Laham, 2007) performed a study in order to assess
the effects of entrepreneurship programmes on the entrepreneurial behavior and
intentions of engineering and science students. The results draw attention to
the importance of education and show that overall entrepreneurial intention is
increased as a result of the entrepreneurship programmes.

H4: Supporting governmental programs are positively associated with indi-
vidual entrepreneurial activity.

(Alvarez C. A., 2014) studied the influence of regulations on entrepreneur-
ship in both developed and developing countries. By using a combination of
international databases, for the interval 2001-2010 the panel data set of 49
countries is analyzed. The authors stated that government financial support and
entrepreneurship legislation have positive effects on entrepreneurial activity.

H5: The level of financing for entrepreneurs is positively associated with
individual entrepreneurial activity.

(Kumar & Das, 2019) probed the relationship between institutional infra-
structure and entrepreneurial predictors of entrepreneurial intention and con-
cluded that institutional infrastructure is positively associated with entrepreneur-
ial intention in a regional entrepreneurial ecosystem.

H6: The level of physical and services infrastructure is positively associated
with individual entrepreneurial activity.

The psychological perspective of entrepreneurial intention is about an indi-
vidual’s attitude towards involving in entrepreneurial activities (Wu & Wu, 2008).
The TPB which states that individual’s attitude, perceived behavioral control and
subjective norms influence entrepreneurial intentions is the main source for clar-
ifying the psychology of entrepreneurial attitude (Linan. & Chen, 2009). Ajzen
(2002) also stated that attitude effects beliefs and intentions and finally behavior
of entrepreneurial activities.

(Alvarez, Urbano, Coduras, & Ruiz-Navarro, 2011) stated that an individual’s
ability of recognizing business opportunities provides creating a new venture.
Moreover (Urbano & Alvarez, 2014) specified that opportunity recognition is one
of the significant elements affecting entrepreneurial activity.

(Vidal-Sufié & Lopez-Panisello, 2013) investigated the causal factors of the
perception of business opportunities and entrepreneurial intention. GEM data
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is used in this research for the period 2004-2010. The authors used a structural
equation model and concluded that the perception of abilities has positive re-
markable effects on both the entrepreneurial intention and perception of busi-
ness opportunities. Furthermore, the perception of business opportunities has
impact on entrepreneurial intention.

H7: Perceived business opportunities is positively associated with individual
entrepreneurial activity.

Self-sufficiency, personal belief in capability of succeeding a mission, is an
important concept for entrepreneurial activity and increased self-efficacy pro-
vides more entrepreneurial intentions (Sesen, 2013). (Wilson, Kickul, & Marlino,
2007) also specified that self-sufficiency has a remarkable role in controlling the
behavior and realizing the goals of an individual. Moreover, (Turker & Selcuk,
2009) and (Malebana, 2014) also specified that self-assurance is an important
asset for people in order to get success.

H8: Perceived business capabilities is positively associated with individual
entrepreneurial activity.

Because most people do not like risk (Urbano & Alvarez, 2014), fear of fail-
ure rate is believed to have negative impact on entrepreneurial activity (Arenius
& Minniti, 2005). If an individual is more eager to take risks, the probability of
becoming an entrepreneur gets increased for him/her (Arenius & Minniti, 2005)
and (Urbano & Alvarez, 2014). Urbano and Alvarez (2014) observed the impact
of regulative and cultural-cognitive dimensions on entrepreneurial intentions.
The study used GEM and Institute for Management and Development data for
2008. The sample is 36525 individuals from 30 countries. The authors imple-
mented logistic regression and concluded that less procedures for startups has a
favorable influence on the decision of being an entrepreneur. Additionally, when
fear of failure rate decreases, the probability of being an entrepreneur increases.
Finally, better entrepreneurial talents have favorable effects on entrepreneurship.

H9: Fear of failure rate is negatively associated with individual entrepreneur-
ial activity.

Education is assumed to be a vital predictor influencing entrepreneurial ac-
tivity, so many research conducted to investigate its influence (Franco, Haase, &
Lautenschla‘ger, 2010); (Gelderen, et al., 2008); (Wu & Wu, 2008). (Wennekers,
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Stel, Thurik, & Reynolds, 2005) claimed that education is a remarkable predictor
in order to develop entrepreneurial behavior of individuals. (Turker & Selcuk,
2009) also stated that education may spur entrepreneurial activity. Wu (2008)
described education as the most significant ongoing investment people make
regarding to entrepreneurship and stated that higher education may change in-
dividual’s attitudes towards entrepreneurship. (Franco, Haase, & Lautenschla‘ger,
2010), (Turker & Selcuk, 2009), (Wennekers, Stel, Thurik, & Reynolds, 2005) and
(Wu & Wu, 2008) concluded that education has a constructive impact on improv-
ing self-efficacy. (Gelderen, et al., 2008) also deduced that after taking higher
education program, individuals self-efficacy level gets higher. Higher education
has positive effects on individuals’ entrepreneurial abilities (Wu & Wu, 2008),
also provides required knowledge and clairvoyance for potential entrepreneurs
(Turker & Selcuk, 2009). (Robinson, Stimpson, Huefner, & Hunt, 1991) pointed
out that with the help of education, perceptions of individuals may be changed
in order to make them entrepreneurs. Wu (2008) also concluded that education
improves potential entrepreneurs’ managerial ability, in other words the proba-
bility of being an entrepreneur.

H10: Post-school entrepreneurial education is positively associated with in-
dividual entrepreneurial activity.

(Begley & Tan, 2001) scrutinized the socio-cultural environment for en-
trepreneurship in six East Asian and four Anglo-Saxon countries. In East Asian
countries social status of entrepreneurship has more influence on entrepreneurial
intent compared to Anglo-Saxon countries. Similarly, fear of failure rate (shame
from business failure) has a significant effect on entrepreneurship in East Asian
countries. Considering individual level predictors, social status has remarkable
impact on entrepreneurial intention in all-inclusive sample.

H11: The level of the societal status of successful entrepreneur is positively
associated with individual entrepreneurial activity.

(J.M. &5S., 2022) Lomes and Gomes examined the impact of two predictors
(entrepreneurship as a good career choice and perceived opportunities) on eco-
nomic development of European nations. The research benefited from quanti-
tative methodology and showed that entrepreneurship as a good career choice
is antecedent of entrepreneurial activity and driver of economic development in
European countries.
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H12: A belief of entrepreneurship is a good career choice is positively asso-
ciated with individual entrepreneurial activity.

Urban investigated woman'’s career intention as entrepreneurs with a survey,
then benefited from quantitative measures. The results revealed that woman'’s
perceived capabilities to become an entrepreneur is at a high degree and their
preference for entrepreneurship as a good career choice is high on the list among
the options (Urban, 2010). Besides, another study which was conducted by Kong
and Kim scrutinized the relationship between gender predictor and entrepre-
neurial intention. The authors emphasized that entrepreneurial education has a
positive association with entrepreneurial intention, and is stronger for women
than men (Kong & Kim, 2022).

H13: Female/Male TEA is positively associated with individual entrepreneur-
ial activity.

3. Methodology
3.1. Data Sources

The Global Entrepreneurship Monitor (GEM) data is used in this research.
GEM, an entrepreneurial venture itself, is the richest database for entrepreneur-
ship related research (Global Entrepreneurship Monitor, 2017) and a collabora-
tive project conducted by London Business School and Babson College (Stern-
berg & Wennekers, 2005).

GEM was constituted in 1997 by Michael Hay and William D. Bygrave as a
joint initiative by London Business School and Babson College. In 1999 only 10
countries’ data was available in GEM database. The first ten attendee countries
were; Canada, Denmark, Finland, France, Germany, Israel, Italy, Japan, the UK,
the USA (Bosma, The Global Entrepreneurship Monitor (GEM) and Its Impact
on Entrepreneurship Research, 2013). GEM project made a great progress, 65
countries’ data were collected in 2016 (Global Entrepreneurship Monitor, 2017).

The objectives of GEM project are specified as; gauging the similarities and
dissimilarities of entrepreneurship related activities among countries, to deter-
mine the elements of entrepreneurial operation at national level, to investigate
the policies improving countrywide levels of entrepreneurship related activities
(Bosma, The Global Entrepreneurship Monitor (GEM) and Its Impact on Entrepre-
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neurship Research, 2013). Individual level entrepreneurial behavior and attitudes,
and nationwide condition of entrepreneurship and its influence on entrepreneur-
ial activities are the two components GEM investigates in every single country.
There are two tools in order to collect data in GEM project as; the Adult Popula-
tion Survey (APS) and the National Expert Survey (NES) (Global Entrepreneurship
Monitor, 2018). The APS contains attitudes, activity and aspirations which are
elemental constituents of entrepreneurship (Bosma, The Global Entrepreneurship
Monitor (GEM) and Its Impact on Entrepreneurship Research, 2013) in order to
obtain standardized data for each country’s entrepreneurial preference, activities
and capabilities (Sternberg & Wennekers, 2005). In NES, fourteen entrepreneurial
framework data is collected such as; finance, government policy, governmental
programs, entrepreneurial education and training, commercial and professional
infrastructure, internal market openness, physical infrastructure etc.

Benefiting from GEM data and reports has advantages than other databas-
es (Alvarez C. A., 2014), (Reynolds, et al., 2005), (Wennekers, Stel, Thurik, &
Reynolds, 2005); because the GEM collects standardized data as a result of the
same standardized survey exploration procedure across all participant countries
(Reynolds, et al., 2005). Additionally, by the help of GEM database researchers
and policy makers may check and compare the data for a country year by year
(Reynolds, et al., 2005).

3.2. Data in This Study

This study benefits from GEM database for years 2008-2016, the entrepre-
neurial related data is taken from Adult Population Survey (APS) which investi-
gates the features and motivations of individuals undertaking an initiative, in
addition to social attitudes towards entrepreneurial activity, and from National
Expert Survey (NES) which investigates the nationwide situation (policies, envi-
ronment etc.) for entrepreneurial activity. APS is one of the main surveys in GEM
project which established standardization in order to measure the level of nature
of countries’ entrepreneurial activity (Bowen & De Clercg, 2008). NES gathers
qualitative information from selected experienced and well known experts so
as to find out the entrepreneurial environment for each GEM country (Bosma,
The Global Entrepreneurship Monitor (GEM) and Its Impact on Entrepreneurship
Research, 2013). This study analyzes the entrepreneurial predictors and their im-
pact on entrepreneurship, and the GEM data provides the required data. Thus
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as ma

ny other scholars did, GEM data is chosen to conduct this study. The cat-

egorization of countries is taken from (Global Entrepreneurship Monitor, 2017).
Only countries with data available in both APS and NES for 2008-2016 years, 23
countries, are chosen for this study.

3

.3. Definition of Variables

According to (Global Entrepreneurship Monitor, 2018) the definition of vari-
ables that are thought to need clarification are as follows;

46

Total early-stage Entrepreneurial Activity (TEA) (ent): Percentage of 18-64
population who are either a nascent entrepreneur or owner-manager of
a new business

Governmental programs (govp): The presence and quality of programs
directly assisting SMEs at all levels of government (national& regional&
municipal)

Taxes and bureaucracy (taxb): The extent to which public policies support
entrepreneurship - taxes or regulations are either size-neutral or encour-
age new and SMEs

Internal market openness (imo): The extent to which new firms are free to
enter existing markets

Governmental programs (govp): The presence and quality of programs
directly assisting SMEs at all levels of government (national& regional&
municipal)

Financing for entrepreneurs (ffe): The availability of financial resources for
small and medium enterprises (SMEs) (including grants and subsidies)

Physical and services infrastructure (psi): Ease of access to physical re-
sources at a price that does not discriminate against SMEs

Perceived opportunities (popp): Percentage of 18-64 population who see
good opportunities to start a firm in the area where they live

Perceived capabilities (pcap): Percentage of 18-64 population who be-
lieve they have the required skills and knowledge to start a business
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e fear of failure rate (ffr): Percentage of 18-64 population perceiving good
opportunities to start a business who indicate that fear of failure would
prevent them from setting up a business

e Post school entrepreneurial education and training (poset): The extent to
which training in creating or managing SMEs is incorporated within the
education and training system in higher education such as vocational &
college & business schools & etc.

o female/Male TEA (sr). Percentage of female 18-64 population who are
either a nascent entrepreneur or owner-manager of a new business& di-
vided by the equivalent percentage for their male counterparts

3.4. Building the Model

The aim of this study is to analyze the impact of the predictors of entrepre-
neurship on entrepreneurial activities of efficiency driven countries, specifically
for Turkiye. Thus, we are going to benefit from the fixed and random effects
models by using panel data analysis, after that the relationship between the pre-
dictors of entrepreneurship and entrepreneurial activity will be analyzed.

3.4.1. Panel Data Analysis

Panel data, also identified as longitudinal data, can be used in statistical and
econometric analysis. It is a multi-dimensional data which contains over time
measurement of variables. Meanwhile, in the period of constructing the panel
data set, the objects such as firms, countries or teams are fixed. Researches in the
social science, econometrics etc. generally benefit from the suitability of panel
data.

By the help of longitudinal data analysis; studies may involve more variabil-
ity, analyses become more precise comparing to time series data, collinearity
between variables decreases.

3.5. Empirical Results / Findings

In order to investigate the relationship between entrepreneurial activity and
its predictors, both fixed and random effects panel data models used in our anal-
ysis. R Gee (Generalized Estimating Equations Solver for Multinomial Responses)
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Package is used for constructing Fixed Effect Panel Data Model. R Lmer (Fit Linear
Mixed-Effects Models) Package is used for Random Effects Panel Data Model.
Before interpreting and developing suggestions to Turkish entrepreneurial eco-
system the results of the models are given as follows:

3.5.1. Results of Fixed Effects Panel Data Model

Table 3.1. Result of Significance Test

Coefficients:
Estimate Naive S.E. Naive z Robust S.E. Robust z

(Intercept) -11.82584883 5.45159675 -2.02249897 7.83904720 -1.48652921
YEAR 8.475468758 8.13495793 3.55227439 8.898760808 485426586
perc. opp. 8.16887046 8.83828128 4.18142936 8.83148488 5.88404195
perc. cap. 8.14319730 8.84032386 3.55118802 8.86366189 2.24934185
fear of fail. 8.85473876 8.84741217 1.15435977 8.84632971 1.18133863
sex ratio 5.26783894 1.63398959 3.22342258 1.890874835 2.78569809
high status 8.85650909 8.84451170 1.26953348 8.85043264 1.12848649
good career ch. -8.82789786 8.84279028 -8.65196722 8.83662212 -8.76177623
fin. for ent. -5.83080440 1.2810178@9 -3.92719539 1.99873887 -2.5271@513
govern. supp. -8.87659463 1.13501582 -8.086219789 1.63334449 -8.84322691
taxes and bur. -8.42559879 1.28163684 -8.35418254 1.50779872 -8.28226499
govern. prog. 8.86899529 1.34291430 8.64789661 1.63638862 8.53184457
post-sch. edu. -8.791658087 1.24214563 -B.63732468 1.68617375 -B.46949495
internal mark. 3.29953459 1.46907814 2.24598986 1.68353645 2.85766111
phy. infrast. 1.80491678 1.17861124 1.53139280 1.47887148 1.22046898

Estimated Scale Parameter: 14.19231
Number of Iterations: 17

At alpha =0,05 significance level, the value of robust z must be greater than
or equal to 1,96 or less than or equal to -1,96 otherwise the parameters are not
statistically significant. Thus, we will rebuild the model after eliminating insig-
nificant variables. It can be concluded from the table above (Table 3.1), fear of
failure rate, high status to successful entrepreneurs, entrepreneurship as a good
career choice, governmental support and policies, taxes & bureaucracy, govern-
mental programs, post school entrepreneurial education, physical and services
infrastructure do not have significant effects on dependent variable i.e. entre-
preneurial activity. Perceived opportunities, perceived capabilities, female/male
ratio of entrepreneurs, financing for entrepreneurs and internal market openness
predictors have significant effect on entrepreneurial activity. Now, some funda-
mental points should be checked.
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3.5.2. Correlation of Variables

Now we check if there is any correlation between our re-determined vari-
ables and dependent variable entrepreneurial activity in Table 3.2.

Table 3.2. Pairwise Correlation Matrix

country year entrepren. perc. opp. perc. cap. sex ratio fin. for. ent. 1internal mark.

1. 00000000 0. 00000000 -0.2343805 -0.10307920 -0.22351934 -0.05795721 0.14506971 0. 20768890

0. 00000000 1.00000000 0.2237031 0.02683409 -0.06088356 0.15463596 0.09450217 0.01261097
entrepren. -0.23438050 0.22370308 1.0000000 0.70555457 0.64294616 0.39799379 -0.23175055 0.13939721
perc. opp. -0.10307920 0.02683409 0.7055546 1.00000000 0.68262492 0.40568302 -0.04536004 0.17831906
perc. cap. -0.22351934 -0.06088356 0.6429462 0.68262492 1.00000000 0.14145168 -0.36341884 -0.05987842
sex ratio -0.05795721 0.15463596 0.3979938 0.40568302 0.14145168 1.00000000 0.19914152 0.20799754
fin. for. ent. 0.14506971 0.09450217 -0.2317506 -0.04536004 -0.36341884 0.19914152 1.00000000 0.48971607
internal mark. 0.20768890 0.01261097 0.1393972 0.17831906 -0.05987842 0.20799754 0.48971607 1.00000000

If we analyze the pairwise correlation matrix, it could be seen that perceived
opportunities (coefficient 0.705) is the most correlated independent variable to
our dependent variable entrepreneurial activity. Perceived capabilities (0.642)
and sex ratio (0.397) are the following most correlated variables to entrepre-
neurial activity.

(O'Brien, 2007) specified that variance inflation factor (VIF) is a tool to de-
termine if multicollinearity among independent variable exists or not. Thus, VIF is
going to be checked for our analysis as given in Table 3.3.

Table 3.3. Variance inflation factor (VIF) values of Fixed Effects
Model

YEAR | Perc. Opp. Perc. Cap. | Sex Ratio | Fin. For. Ent. | Internal Mark.

1.036 2.458 2.401 1.309 1.627 1.395

As we see from the table, all the values are smaller than 10, so there is no
multicollinearity problem in our analysis.

Linearity between Dependent Variable and Covariates

So as to satisfy the requirements of our analysis, now we check the linearity
between dependent and independent variables separately. The scatter plots are
as follows:
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Figure 3.1. Scatter Plot of Entrepreneurship vs Perceived Opportunities;
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Figure 3.2. Scatter Plot of Entrepreneurship vs Female/Male TEA;
Entrepreneurship vs Financing for Entrepreneurs

Girisimcilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



The Investigation of the Predictors of Entrepreneurship of Efficiency Driven Countries: Specific Suggestions to Tiirkiye

0 20 40 60
. . . . . . .
2014 2015 2016
o °© o
30| o o r
°
o .o °°
20| % o < o r
og & ° ° o® >, o
©®o 0% ¢
10l o ° o, o o
°° o, ® 0 %%
°
a o
£
[ 2011 2012 2013
3
e
g A 30
s °
2 °o o ° o8
w4 08 ° 00° ° ° o ra
s oo
0o F0 08.% % °Fo
- °® o & 8°° 10
> o
° 5 0 o @ ) °
2008 2009 2010
30] r
Op ©
oo
201 o 0o 00 o L
%04 o o - <&
° 50 o °°0 % o,
10| w % & o o 0 o r
00 % &o o8 ©
T T T T T T T T T T
0 20 40 60 0 20 40 60
Internal Market Openness

Figure 3.3. Scatter Plot of Entrepreneurship vs Internal Market Openness

When all the scatter plots checked and it can be concluded that there exist
linear correlations between entrepreneurial activity and each of the covariates.
So, we can construct our fixed effects panel data model as follows:

Ent;; =8y + R,Year;; + R,PercOpp;; + R3PercCap;; + R,SexrRatio;, + R FinForEnt;;
+ RBgIntMarkOp; + u;;,

where;

£=0,1,...8, i=12,...23, u, ~N(0,%)

Intuitively, entrepreneurial activity is expected to be positively related to
perceived opportunities, perceived capabilities, female/male ratio, financing for
entrepreneurs and internal market openness level. Thus, the coefficients of all
variables are expected to be positive. Now, we check whether our expectations
come true or not.
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Table 3.4: Coefficients of Variables

coefficients:

Estimate Najve S.E. Naive z rRobust S.E. Robust z
(Intercept) -3.4739702 3.38874593 -1.025149 4.89182718 -0.710158
year 0.5322071 0.13694842 3. BB61E6 0.098553160 5.571006
perc. opp. 0.1357932 0.03433447 3.955010 0.03009255 4,512518
perc. cap. 0.1440591 0.03430315 4,199587 0.06008849 2.397448
sex ratio 4.6259672 1.62149976 2. 852894 2.04096090 2.266563
fin. for. ent. -3.9491293 1.12152144 -3.521225 1.63616864 -2.413644
internal mark. 3.3691162 1.23381455 2.730650 1.34259728 2.509402
Estimated Scale Parameter: 15.23439
Number of Iterations: 7

As it is stated before, at alpha =0,05 significance level, the value of robust
z must be greater than or equal to 1,96 or less than or equal to -1,96 otherwise
the parameters are not statistically significant. All the parameters have significant
impact on entrepreneurial activity now. After analyzing the coefficients, it could
be stated that while perceived opportunities, perceived capabilities, female/male
ratio, internal market openness level has positive significant impact on entrepre-
neurial activity, financing for entrepreneurs has negative impact on entrepreneur-
ial activity.

Hence, our fixed effects panel data model is constructed as follows:

Ent;; = —3.47 + 0.53Year;, + 0.14PercOpp;; + 0.14PercCap;; + 4.63SexrRatio;;
— 3.95FinForEnt;; + 3.37IntMarkOp;;

In order to clarify the interpretation of our model we can analyze one of the
variables; if the Year variable rises one unit, the effect on entrepreneurship will
be 0.53 increase (assuming other variables are constant).

According to fixed effects panel data model, Tlrkiye's entrepreneurial activ-
ity between 2008-2016;
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Table 3.5. Tiirkiye’s Entrepreneurial Activities Based on Fixed
Effects Panel Data Model

Year Estimated Ent. Ent. Activity Data The Difference
2008 10.40 5.96 -4.44
2009 12.21 12.38 0.17
2010 10.80 8.59 -2.21
2011 8.86 11.87 3.01
2012 11.55 12.22 0.67
2013 12.86 9.95 -2.91
2014 15.03 16.13 1.10
2015 15.72 15.85 0.13
2016 14.53 16.14 1.61

3.5.3. Results of Random Effects Panel Data Model

For constructing random effects panel data model, time and intercept ef-
fects need to be tested.

Without putting results, our main model for random effects panel data is
as follows:

Ent;, = 3y + 3,Year;, + 3,PercOpp;; + R3PercCap;; + 3,SexrRatioy + 3sFinForEnt;,
+ BgIntMarkOp;; + ay; + aq;Year; +uy;

where

1=01,...8, i=12,..23,  u,~N(0,X)

Analyzing the results, it can be concluded that random model with respect
to time effect is significant (p-value<0,001873). Furthermore, intercept and time
slope values of each 23 countries are given below, so that we can construct ran-
dom effects panel data model for each country separately.
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Table 3.6. Results of Random Effects Model

Models:
random_Imerl: ent ~ T + popp + pcap + sr + ffe + imo + (1 | country)
random_Tmer2: ent ~ € + popp + ?cap + sr + ffe + imo + (t | country)

AIC BIC logLik deviance chisq chi pf pr(=Chisq)
random_Imerl 9 1098.1 1128.1 -540.07 1080.1
random_Tmer2 11 1089.6 1126.2 -533.79 1067.6 12.56 2 0.001873 ==

Min 10 Median Els] Max
-2.5088 -0.5864 -0.0305 0.4497 3.1398

Random effects:
Groups  Name variance std.Dev. Corr
country (Intercept) 4.7546 2.181

t 0.1722  0.415 0.08
Residual 7.5642  2.750
Number of obs: 207, groups: country, 23

Fixed effects:
Estimate Std. Error t value

(Intercept) -2.75842 3.29530 -0.837

t 0. 55969 0.11663 4.799
popp 0.12323  0.03046 4.046
pcap 0.11694 0.03296  3.548

sr 4.45435 1.62642 2.739
ffe -3.19248 1.11811 -2.855

imo 3.16678 1.20287 2.633
correlation of Fixed Effects:

(Intr) t© popp  pcap  sr ffe

t -0.014

popp 0.143 -0.041

pcap -0.451 0.100 -0. 566

sr -0.,168 -0.165 -0.119 -0.091

ffe -0.386 -0.079 -0.222 0.215 -0.033

imo -0.485 0.047 0.000 -0.020 -0.037 -0.473

Residual values are expected to stay between -2 and +2. Although the val-

ues are between -2.5 and 3.1 the median of them is close to 0. The differences of
entrepreneurial environments in efficiency driven country set may be the cause.

As stated earlier, entrepreneurial activities of countries are expected to be

positively related to perceived opportunities, perceived capabilities, female/male
TEA, financing for entrepreneurs and the level of internal market openness. Table
3.6 shows except financing for entrepreneurs all of the variables have positive
influence on entrepreneurial activity. By checking ? values, it could be deduced
that all the independent variables are significant for the model.
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Table 3.7. Intercept and time slopes for 23 countries

[Tl Bt N W RS W S

(Intercept)
0.13372796
-2.
0.
1.
3.
3.
-1.
2.
-0.
10 0.
11 0.
12 -0.
13 0.
14 -1.
15 -1.
16 -0.
7 3.
18 -1.
19 -Z2.
20 -1.
21 1.
22 -0.
23 -1.

33559968
87327445
60106254
27345066
14780129
63864399
21408064
24512104
09982848
83444576
90320361
13920288
71900132
62302008
86962072
41420375
16033283
51631496
52160527
22350318
89657085
52554725

T
-0.20261818
0.17174542
0.17741248
0.55142553
-0.08228260
0.03451452
-0.09122958
1.04417796
-0.03631894
-0.18992478
-0.09486912
-0.48204413
0.06734149
-0.54753719
0.19920168
-0.27095112
0.04919207
-0.14301524
-0.19153817
-0.33884496
0.24315535
0.14556471
-0.01255721

In order to construct a random effects panel model for a country, we need
to use the estimate of fixed coefficients and random coefficients and put them

into the main formula.

For instance; we can construct the random effects panel model for Turkiye

(i=22) as;

Ent, = —2.76 — 0.896 + (0.56 + 0.15)Year; + 0.12Popp; + 0.12Pcap, + 4.45Sr;
—3.19ffe; + 3.17imo;

According to random effects panel data model, Turkiye's entrepreneurial

activities between 2008-2016;

Gilt/Volume 13 | Sayi/Issue 1 | Haziran/June 2024

55




Semih CEYHAN, Nilay Aliiftekin SAKARYA, Resul TURGAY

Table 3.8. Tiirkiye’s Entrepreneurial Activities Based on Random
Effects Panel Data Model

Year Estimated Ent. Ent. Activity Data The Difference
2008 9.36 5.96 -3.40
2009 11.39 12.38 0.99
2010 10.11 8.59 -1.52
2011 8.92 11.87 2.95
2012 11.57 12.22 0.65
2013 13.02 9.95 -3.07
2014 15.12 16.13 1.01
2015 15.95 15.85 -0.10
2016 15.19 16.14 0.95

As it could be seen from the results, random effects panel data model fits
better than fixed effects panel data model for analyzing the relationship between
entrepreneurial activity and its predictors. Almost all estimated values are equal
to the original entrepreneurial activity data. However, for the years 2008 and
2013 the difference between estimated and original entrepreneurial activity data
are relatively higher. Lack of data for those years is the cause of this situation.
In order to manage lack of data problem, the average of entrepreneurial activ-
ity data of all 23 efficiency driven countries for that year is accepted to be that
missing data.

4. Discussion and Conclusion

4.1. Interpretation of the Results

The institutional and individual predictors and their impacts on entrepre-
neurial activities of efficiency driven economies are analyzed in this study. Lack of
data was a huge problem because only 23 out of 51 countries could be included
to the research.

Total early-stage entrepreneurial activity (TEA) representing entrepreneurial
activity was our dependent variable. Perceived opportunity, perceived capabilities,
fear of failure rate, high status to successful entrepreneurs, entrepreneurship as
a good career choice and female/male TEA were our individual level predictors
influencing entrepreneurial activity. Financing for entrepreneurs, governmental
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support and policies, taxes and bureaucracy, supporting governmental programs,
post-school entrepreneurial education, the level of market openness, the level of
physical and services infrastructure were the institutional predictors of entrepre-
neurial activity.

In order to examine the impacts of these predictors on entrepreneurial activ-
ity, this study benefited from both fixed and random effects panel data models.

When all the predictors checked whether they are statistically significant
or not, we have observed that only perceived opportunities, perceived capabili-
ties, female/male ratio of entrepreneurs, financing for entrepreneurs and internal
market openness predictors have significant effect on entrepreneurial activty. Fol-
lowing to this, the pairwise correlation matrix is tested.

According to both fixed and random effects panel data models; year, per-
ceived opportunities, perceived capabilities, female/male ratio and internal mar-
ket openness level have positive impact on entrepreneurial activity. Thus, effi-
ciency driven countries should try to establish policies in order to increase these
values. Financing for entrepreneurs is not adequate for spurring entrepreneurial
activity, actually it has negative effects on it. Policy makers should especially focus
on increasing female/male TEA and internal market openness as they have huge
impacts on entrepreneurial activity. Financing for entrepreneurs decreases the
entrepreneurial activity, no easy money should be given to entrepreneurs, this
financing most probably causes laziness for potential entrepreneurs.

The results also show that institutional predictors (governmental support &
policies, taxes, post-school education, physical and services infrastructure), which
were expected to affect entrepreneurial activity, do not have significant influence
on it. For efficiency driven countries, institutional predictors are expected to have
notable effects on entrepreneurial activity. This may be because of the weak trust
between governments and societies or there may be fundamental problems in
entrepreneurial ecosystem. Thus, policy makers should focus on ensuring the
trust between society and government and convince the potential entrepreneurs
that the entrepreneurial ecosystem works smoothly.

4.2. Suggestions to Turkish Entrepreneurial Ecosystem

The general interpretation and suggestions for efficiency driven countries
hold for Turkiye too. From 2008 to 2016, there is an increase in entrepreneurial
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activities of Turkiye. It has increased from 5.96 to 16.14 which is a remarkable
progress. However, to keep this pace and even take a step further, some actions
should be taken.

One of the actions to be taken in order to empower Turkish Entrepreneurial
Ecosystem may be through increasing involvement of women in entrepreneurial
related activities. The policy makers should put positive discrimination for fe-
males into action in order to accomplish the goal of increasing entrepreneurship.
For instance, The Scientific and Technological Research Council of Tirkiye (TUBI-
TAK) and Small and Medium Enterprises Development Organization of Turkiye
(KOSGEB) may give extra point to woman applicants during the project assess-
ment period.

The results show that perceived opportunity has a positive impact on entre-
preneurial related activities. Thus, steps taken to raise perceived opportunity will
affect entrepreneurship positively. Ensuring the potential entrepreneurs be in-
formed about opportunities and governmental supports may increase perceived
opportunity. Funding governmental bodies (KOSGEB, TUBITAK, Development
Agencies etc.) should give special attention to organizing seminars at universi-
ties, organized industrial zones and techno parks. Beside informing about op-
portunities, the seminars may help the potential entrepreneurs to realize their
capabilities which has positive effect on entrepreneurship. Moreover, benefiting
from media channels (especially social and visual media) to reach potential entre-
preneurs may raise awareness about entrepreneurial opportunities.

Market openness is another important predictor for entrepreneurship. In-
creasing the level of market openness makes it easier to enter the market. It is cru-
cial for new entrepreneurs to enter the market without facing difficulties and bar-
riers. Deterring procedures and structures would damage and probably eliminate
entrepreneurship before it comes about. Hence, the government should focus leg-
islative regulations in order to make internal market more opened to new comers.
Ministry of Industry and Technology, Ministry of Finance, other related ministries
and governmental bodies should observe the markets closely, then optimize and
ease the procedures of establishing a company. If the entrepreneurial ecosystem
works better, perceived opportunities would probably automatically get higher.

The funding governmental bodies should not give easy money to potential
entrepreneurs as financing for entrepreneurs (over funding) has negative impact
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on entrepreneurial activities. If an entrepreneur comes with a novel and prom-
ising idea the governmental bodies of course give financial and non-financial
(mentoring, infrastructure etc.) support. However, exploiting the financing sup-
port mechanisms may increase the laziness and decrease taking risks to start
an initiative. In other words, being funded should not be the only income for
entrepreneurs.

4.3. Limitations and Future Studies

We have faced several limitations during this study. One and the biggest
problem was the lack of data. Only 23 efficiency driven economies (out of 51)
could be covered in this research, because, the GEM data covers very small por-
tion of countries before 2008. Additionally, the data of GEM are based on two
different surveys, if one of the surveys does not exist for a year or country, the
lack of data problem holds. Future studies are suggested to involve more econo-
mies in order to perform a more comprehensive study.

Second, this study groups countries according to their development stage
and analyzes the relationship between entrepreneurial activity and its predictors.
However, the notions of entrepreneurship are ignored in this research by reason
of the GEM database does not supply that kind of data. Whether the entrepre-
neurial activity is necessity or opportunity driven does not make any difference
for this study although it should be taken into consideration.

Moreover, the cultural dimensions of entrepreneurship are key factors for
assessing entrepreneurial activities of countries and they might be covered in fol-
lowing researches for to understand the entrepreneurial attitudes and behavior
of individuals better.
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