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ABSTRACT

The purpose of this research is to look at studies published in peer-reviewed scientific
journals in Turkey that discuss social media, online shopping, online gaming, online
education, technology-based applications, and flow theory, all of which have entered our
daily lives as a result of technological advancements and are rapidly evolving with each
passing day. For this purpose, the study will attempt to comprehend how online
environments and flow theory are addressed in Turkish literature, the methods used in
the studies, and the disciplines on which the studies are focused. The current study's
findings are important in terms of revealing the state of the literature on the subject,
identifying existing gaps, and guiding future research.
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Anahtar Kelimeler:
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Bu ¢alismanin amaci, teknolojik gelismelerle giinliik hayatimiza giren ve her gecen hizla
kendilerini giincelleyen sosyal medya, ¢evrimici alisveris, ¢evrimici oyun, gevrimici
egitim, teknoloji temelli uygulamalar ile akis kuraminin bir arada ele alindig Tiirkiye’de
hakemli bilimsel dergilerde yayinlanmis arastirmalari incelemektir. Bu amagla
calismada Tirkece alanyazinda ¢evrimici ortamlar ve akis kuraminin nasil ele alindigy,
calismalarda kullanilan yéntemler, ¢alismalarin hangi disiplinler altinda yogunlastigi
konular1 anlasilmaya ¢alisilacaktir. Mevcut ¢alisma bulgulari, alanyazinda konuyla ilgili
calismalarla ilgili durumu ortaya koymasi, alanyazindaki mevcut bosluklar: belirlemesi
ve gelecek calismalara yol gdstermesi agisindan 6nem tasimaktadir.

© 2024 JOBDA All rights reserved

1| GIRIS

Teknolojik gelismelere uyum ve teknolojinin

sagladigr farkli dijital ortamlarda bireylerin
yasadiklar1  deneyimler yasadigimiz  ¢agda
saghktan egitime, wulasimdan haberlesmeye,

pazarlamadan eglenceye kadar ¢cogu alanda énemli
gorilmekte ve lizerinde yogunlasilan konular
arasinda gelmektedir. Dijitallesmeyle birlikte
degisen insan ihtiyaclarinin teknolojik gelismeler
etkisi oldugu kadar, teknolojik
gelismelerin de insan ihtiyaglar1 ve deneyimleri
iizerinde etkisi bulunmakta ve bu ihtiyaclar ve
deneyimler gesitli teknolojilerin gelismesine yo6n
verebilmektedir. Glinlimiiz diinyasinda insanlar

uzerinde

teknolojinin onlara sundugu ¢esitli ¢evrimigi
ortamlarda yeni deneyimler yasamaktadir. Pozitif
psikolojinin énemli kuramlarindan birisi olan ve
mutluluk hali ile iliskilendirilen “akis” deneyimi de
insanlarin ¢evrimic¢i ortamlarda yasamasi olasi
deneyimlerden birisidir (Novak, Hoffman ve Yung,
2000; Pace, 2004). Akis 1975 yilinda Mihaly
Csikszentmihalyi tarafindan ortaya atilan bir
kavramdir. Akis kurami, verimli, motive olmus ve
mutlu insanlarin optimal hissini tanimlayan
psikolojik bir durum olarak ele alinmaktadir. Akis
kuramy, insanlarin digsal édiiller nedeniyle degil,
icsel  motivasyonlar1 ile  gerceklestirdikleri

faaliyetlerle miikemmel bir uyum halinde



oldugunda yasadiklar1 mutluluk duygusuyla
iliskilendirilmektedir (Csikszentmihalyi, 1975;
Csikszentmihalyi, 1990).

Dijital ortamlarin sundugu teknoloji temelli
uygulamalarla  birlikte  bireyler  ¢evrimigi
ortamlarda eskisine oranla daha fazla vakit
gecirmeye baslamislardir.
ortamlarda  gecirdikleri ~zaman igerisinde
kendilerini nasil hissettigi de hem bu ortamlarn
deneyimleyen insanlar ac¢isindan hem de bu
ortamlar1 onlara sunan isletmeler agisindan 6nem
tasimaktadir. Bireyler genel olarak acidan kaginip
mutluluga  yonelme  egilimindedir.  Pozitif
psikolojinin iki temel kavrami iyimserlik ve
mutluluktur ve kendilerini mutlu hisseden insanlar
olumsuz duygular1 daha az yasarken olumlu
duygular daha ¢ok yasamaktadir (Diener, 1984).
Akis deneyimi de insanlarin genel mutluluk hali ile
iliskili oldugundan (Csikszentmihalyi, 1975)
cevrimici ortamlarda bu deneyimin sorgulandig:
arastirmalarin varliginin 6nem tasidigl
diistinilmektedir. Bu arastirma teknoloji temelli
uygulamalar ve c¢evrimi¢i ortamlar ile akis
kuraminin ayni ¢alismalarda bir araya getirildigi
Tirkce dilinde yapilmis yayinlar1 incelemeye
odaklanmaktadir. Boylelikle bu yondeki yayinlarin
yogunlastigi disiplinler, arastirma egilimleri,
gelisim ve yonelimleri niceliksel olarak sunulmaya

[nsanlarin  bu

calisilacaktir.

2 | ALANYAZIN TARAMASI

Akis kavramin ortaya koyan Csikszentmihalyi
(1990) akisi, optimal diizeyde yasanan deneyim
sirasindaki psikolojik durum, yani kisinin dikkatini
tamamiyla  deneyimine vermesi ve bu
deneyiminden duydugu mutluluk olarak ifade
etmektedir.  Csikszentmihalyi'nin (1997) akis
deneyimi durumuna iligkin belirttigi dokuz 6zellik
vardir: hedefin netlesmesi, aninda geri bildirim,
zorluk ve beceri arasindaki denge, eylem ve
farkindalik bilesimi, dikkat dagiticilarin biling
disinda  tutulmasi, basarisizlik  endisesinin
olmamasi, benlik bilincinin ortadan kalkmasi,
zaman duygusunun bozulmasi ve faaliyetin
kendisinin ddiillendirici hale gelmesidir.

Bilgisayarin araci oldugu ortamlar ve akis kurami
ile ilgili Webster, Trevino ve Ryan (1993),
tarafindan yapilan bir arastirmada bireylerin
bilgisayarla etkilesimleri esnasinda kontrol
duygusu, odaklanmis dikkat, etkilesim sirasinda
ortaya ¢ikan merak ve kullanicinin dogasi geregi
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etkilesimi ilging bulmasi cevrimici akis durumunun
dort boyutu olarak ele alinmaktadir. Ghani ve
Deshpande (1994)’'ye gore ise bir aktivitedeki
toplam konsantrasyon ve Kkisinin bir aktiviteden
aldig1 keyif akisin temel ozellikleridir. Bununla
birlikte Ellis, Voelkl ve Morris (1994) akisi,
insanlarin belirli durumlardaki zorluklara ve
becerilere iliskin algillarindan kaynaklanan, o
gorevdeki zorluk ve insanlarin beceri diizeylerinin
birbirine yakin oldugu anlarda ortaya ¢ikmasi daha
olasi olan optimal bir deneyim olarak
tanimlamaktadir.

Alanyazinda akis deneyimi ile ilgili yapilan derleme
calismalar1 incelendiginde, Turanin (2019)
arastirmasinda, akis kurami, akis deneyimine ait
tanimlar, arastirma modelleri, arastirma alanlari
hakkinda yaptig1 alanyazin taramasina yer verildigi
gorilmektedir. Celik ve Uslu (2022) ise, 1975-
2021 wyillan arasini kapsayan déneme ait akis
teorisiyle ilgili yapilmis calismalari incelemislerdir.
Arastirma verilerini, Google Akademik ve YOK Tez
Merkezi olmak iizere iki ¢evrimici veri tabanindan
olusturmuslardir. Arastirmacilar 1970°li yillarda
gliinlik yasam aktiviteleriyle ilgili olarak
Csikszentmihalyi tarafindan ortaya atilan akis
kuraminin 1990’11 yillardan buyana teknolojinin
kabulic. ve tiiketici davramislar1  izerine
odaklandigin1 belirtmektedir. Bununla birlikte
Celik ve Uslu (2022), akis kuraminin, 1990'larin
basinda teknolojinin kabulii ve 1990'larin
ortalarinda ise pazarlama arastirmalar icin bir
uygulama alani buldugunu ifade ederken, akis
kuraminin diger bir¢ok teori/modelle de
biitlinlestirilebilecegini vurgulamaktadir.

Uluslararasi alanyazin incelendiginde konuyla ilgili
yapilan derleme c¢alismalarinin mevcut oldugu
gorilmektedir. Da Silva deMatos, de Sa ve de
Oliveira Duarte (2021)'nin ¢alismalarinda ‘akis’
teorik, metodolojik ve ampirik olarak analiz
edilmistir. Arastirmacilar, akis deneyimiyle ilgili
son durumu anlamak ve akis ¢ercevesinin temel
unsurlarini  ortaya ¢ikarmak igin sistematik
niceliksel bir alanyazin taramasi ortaya koymay1
amaclamiglardir.

Zhang ve Wan (2022) akis kuram ile alakali
arastirmalarla ilgili alanyazini analiz etmek igin
bibliyometrik analiz yontemini kullanmislardir.
Arastirma verileri Scopus veri tabanindan elde
edilmistir. 1982 ile 2021 yillar1 arasinda toplam
2.622 hakemli yaymna ulasilmistir. Arastirma
sonuclar1 2000 yilindan sonra yapilan yayinlarin
katlanarak arttigini ortaya cikarmistir.
Calismalarda akis kuraminin siklikla 6z belirleme



kurami  ve teknoloji kabul modeliyle
iliskilendirildigi tespit edilmistir. Arastirmacilar,
2.622 yayinda Ug¢ teorik tema (mechanism,
positivity, health) ve teknoloji, oyun, spor,
yaraticilik ve egitim olarak iizere bes uygulama
alani temasi belirlemistir. Belirlenen temalar ve
uygulama alanlar arasinda teknoloji ve oyun gibi
cevrimi¢ci ortamlarin 6n planda oldugu da
gorulmektedir.

Lazoc ve Caraivan (2012), ¢evrimici akis
deneyimine iliskin alanyazin1 incelemis ve
cevrimi¢ci akis deneyimi ve bu deneyimi
destekleyen faktorleri analiz etmigtir.
Calismalarinin odak noktasi hizla gelisen teknoloji
ve buna bagh gelismeler 1s1ginda bireylerin
cevrimici  ortamla  kurduklar1 etkilesimin
kavramsallastirilmas1 ve islevsellestirilmesidir.
Calismalarinin temel amaci ise, ¢evrimici akisin
sistematik bir incelemesini saglamak, ¢evrimigi
arama baglamina 6zgii 6nemli yapilar1 belirlemek,
alanda gelecekte yapilacak arastirmalara yon
vermektir. Bu amagla, ProQuest, Social Science
Citation Index, EBSCO, ScienceDirect ve
yayinlanmamis doktora tezleri gibi diger
bibliyografik kaynaklar1 kullanarak sistematik bir
elektronik arama gergeklestirilmistir.

Calvo-Porral vd. (2017) teknoloji memnuniyetine
akis deneyimi tizerinden yaklastiklarini
arastirmalarinda kullanicilarin dijital
teknolojilerden = memnuniyetinin  yaratilmasi
iizerinde akis kuramin kullanarak kavramsal bir
model gelistirmislerdir. Algilanan  kullanim
kolaylig1 ve icerik o6zelliklerinin memnuniyet
iizerinde en yiiksek etkiye sahip oldugunu ortaya
koymuslardir. Chen, Wigand ve Nilan (1999) ise
web kullanicilarinin web ortamindaki optimal akis
deneyimlerini raporlamiglar ve web ortaminda
akis olgusunun varligina iligkin temel verileri
ortaya ¢ikararak cevrimici ortamlarda
kullanilabilecek durumsal bir akis o6l¢ciim araci
olusturmak i¢in altlik olusturmuslardir.

Ulusal alanyazinda ¢evrimigi ortamlar ve akis
durumu ile ilgili yayinlanan herhangi bir
bibliyometrik c¢alismaya rastlanilmamistir. Bu
arastirmada c¢evrimici ortamlarda yasanan akis
deneyimi ile ilgili ulusal makalelerin ve bu
makalelerin yogunlastigit arastirma alanlarinin
belirlenmesi amag¢lanmaktadir.
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3| YONTEM

Bibliyometrik  c¢alismalar bilimsel alanlarin
gelismesinde dnemli bir rol oynamaktir. Belirli bir
alanda  arastirmacilarin  yapmis  olduklar
calismalari daha iyi anlamak ve o alana ait genel bir
bakis acis1 kazanmak, belirli bir arastirma
konusunun  zaman igerisindeki  gelisimini
incelemek, o alanda yayin yapan bilimsel dergileri
belirlemek ve yeni ortaya ¢ikan arastirma
alanlarini ve trendlerini tespit etmek gibi amaglarla
kullanilan bibliyometrik c¢alismalar belirli bir
alanda arastirmacilara genis bakis agilar1 sagladigi
icin 6nemli goriilmektedir (Subramanyam, 1983;
Yeo vd., 2015).

Bu arastirmada ¢evrimici ortamlarda yasanan akis
deneyiminin ulusal alanyazinda nasil yer
bulduguna dair bir bakis acis1 gelistirebilmek
amaciyla ULAKBIM TR dizin ve Akademik Google
veri tabanlarinda yer alan makaleler taranmistir.
Calisma kapsamina, Tirkiye'ye ait ulusal
dergilerde  Tirk arastirmacilar tarafindan
yayinlanan makaleler  alinmistir. Makale
taramalarina baslamadan 6nce tarama yapilacak
anahtar kelimelerin belirlenmesi i¢in konu ile ilgili
derleme yayinlar incelenmistir. Yapilan
incelemeler sonucunda akis kurami, teknoloji,
dijitallesme ve ¢evrimici ortamlar ile ilgili yapilan
Tirkce bir derleme yaymna rastlanmamistir. Bu
nedenle makale taramalarinda kullanilan anahtar
kelimeler ‘akis teorisi’, ‘akis kuramr, ‘akis
deneyimi’, ‘cevrimici akis’, ve ‘online akis’ olmak
iizere genelden Ozele siralanarak yapilmistir. Bu
anahtar Kkelimelerle yapilan taramalarda akis
teorisi ile ilgili farkli alanlarda ¢ok sayida yayin ile
karsilasilmis ancak bu makalelerden sadece
teknoloji ve ¢evrimicgi dijital ortamlarla ile ilgili
olanlar segilerek alan daraltilmistir. Bu amacla
calismada 2017-2023 yillar1 arasinda ulusal
alanyazinda akis  kuramu ile  teknolojik
uygulamalari ve ¢evrimici ortamlar bir arada ele
alan makaleler degerlendirilmistir. Calismada bu
tarih  araligini  kapsayan makalelerin ele
alinmasinin nedeni taranan veri tabanlarinda
arastirma konusuyla ilgili ilk karsilasilan
makalenin 2017 yilina ait olmasidir.

Konuyla ilgili makalelerin belirlenmesi ve
sinirlandirilmast amaciyla tarama sonucunda
bulunan makalelerin basliklari, 6zetleri ve anahtar
kelimeleri okunarak teknoloji ve ¢evrimigi
ortamlarla ile ilgili olan yayinlar tespit edilmistir.
Inceleme sonucu arastirilan konuyla ilgili toplam



17 farklh dergide 17 makaleye erisilmistir.
Arastirma verilerini ULAKBIM TR dizin, Akademik
Google veri tabanlarindan ulasilan toplam 17
makale olusturmaktadir. Bu yayinlar
yayinlandiklan yillara, bilimsel dergilere, yazar
sayllarina, makalelere konu olan uygulama
alanlarina ve arastirmalarda kullanilan arastirma
yontemlerine gore niceliksel olarak
degerlendirilmigtir.

4 | BULGULAR

Calisma kapsaminda degerlendirilen makale sayisi
toplam 17, yazar sayist ise 32’dir. Makale
degerlendirmeleri, makalede kullanilan yéntemin
ampirik mi kavramsal mi oldugu, makalelerin
yayinlandiklar1 dergiler, yazar sayisi ve makale
konular1 gibi parametreler 1s18inda olmustur. Bu
kapsamda ele alinan makalelerle ilgili genel
niceliksel bilgiler Tablo 1 ve Tablo 2’'de yer
almaktadir.

Tablo 1: Yillara Gére Makale Sayilarinin Dagilimi

5
0 B Makale sayis1
N OO OO O = N N
= = AN N N N
o O O O O O O
N AN AN AN AN NN

Makalelerin yillara gore dagiliminin gosterildigi
tablo incelendiginde ilk yayinin 2017 yilina, dort
makale ile en fazla yayin sayisinin 2023 yilina ait
oldugu goériilmektedir. 2020-2021 ve 2022
yillarinda liger makale ile bu ii¢ yilda esit sayida
yayin yapilmistir. 2018 ve 2019 yillar1 ise en az
yayinin yapildigi yillardir.

Tablo 2: Makalelerin Yayinlandig Dergi Isimleri

1 | MANAS Sosyal Arastirmalar 1
Dergisi

2 | Ankara Universitesi SBF Dergisi 1

3 | Nevsehir Haci Bektas Veli 1
Universitesi SBE Dergisi

4 | Spormetre Beden Egitimi ve 1
Spor Bilimleri Dergisi

5 | Trakya Universitesi iktisadi ve 1
idari Bilimler Fakiiltesi e-Dergi
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6 | International Journal of Social 1
Inquiry

7 | Bilisim Teknolojileri Dergisi 1

8 | Egitim Teknolojisi Kuram ve 1
Uygulama

9 | Gazi Iktisat ve Isletme Dergisi 1

10 | Gaziantep Universitesi Spor 1
Bilimleri Dergisi

11 | isletme | The Business Journal 1

12 | Beykent Universitesi Sosyal 1
Bilimler Dergisi

13 | Journal of Academic 1
Perspective on Social Studies

14 | Milli Egitim Dergisi 1

15 | International Journal of 1
Management and
Administration

16 | Selcuk  Universitesi ~ Sosyal 1
Bilimler Meslek Yiiksekokulu
Dergisi

17 | Uluslararasi Turizmin Gelecegi 1

Tablo 2’de makalelerin yayinladig: dergi isimlerine
mevcuttur. Ayni dergide birden fazla yayin
yapilmadig i¢in arastirma kapsamina alinan tiim
makalelerin yayinlandigr dergi isimlerine yer
verilmistir.

4.1. Makale Yazar Sayilarina Ait Bilgiler

Yazar sayisi ve makale sayilarin1 gosteren Tablo
3'te en fazla makalenin 2 yazarli oldugu
gorilmektedir. Arkasindan tek yazarli makale
sayisinin yiiksek oldugu goriiliirken, 3 ve daha fazla
yazarl makale sayisi sadece 2’dir.

Tablo 3: Makale Yazar Sayilari

1 5
2 10
3 ve daha fazla 2
Toplam 17

Sosyal bilimler alanina ait arastirmalarda ti¢ veya
daha fazla yazarli arastirmalara pozitif bilimlere
gore daha az rastlanilmaktadir. Bu arastirmada da
incelenen makalelerin biiyiik bir cogunlugunun cift
yazarli oldugu goriilmektedir.

4.2. Makalelere Konu Olan Uygulama Alanlarn

Makalelere konu olan wuygulama alanlarina
bakildiginda en fazla makalenin ¢evrimici alisveris
iizerine yapildig1 goriilmektedir. Bunu ii¢ makale
ile c¢evrimici oyun izlerken; dijital ortam ve
cevrimici egitim ve reklam deneyimi ikiser makale
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ile liciincii sirada yer almakta; dijital serbest zaman
ve artirllmis gerceklik konularinda ise birer adet
makalenin yayinlandigi goriilmektedir (Tablo 4).

Tablo 4: Makalelere Konu Olan Uygulama Alanlari

Cevrimici 3 2020-2021-2023
oyun

Reklam 2 2017-2021
deneyimi

Dijital 2 2022- 2023
ortam

Cevrimici 6 2018-2020-2021-
aligveris 2021-2022-2023
Cevrimici 2 2019-2020
egitim

Dijital 1 2023
serbest

zaman

Artirilmis 1 2017
gerceklik

Toplam 17 17

Cevrimici  aligveris ile ilgili arastirmalar
incelendiginde akis deneyiminin Temel ve
Armagan (2022) tarafindan sanal magaza
atmosferi, satis promosyonlari ve anlik satin alma
arasindaki iliski acisindan; Baytar ve Yikselen
(2018) ve Baytar (2020) tarafindan cevrimigi
alisveriste bilgisayar ya da mobil cihazlarin
kullanmasinda  yasanan akis  deneyiminin
memnuniyet ve satin alma kararina etkisi
acisindan; Celik ve Uslu (2023) tarafindan blog
tabanl iceriklerde cevrimic¢i satin alma niyetine
etkisi agisindan; Berk, Altunisik ve Sarikaya
(2021) tarafindan ise ¢evrimici satin almada genel
erteleme egilimi, cevrimici erteleme egilimi ve
algilanan risk kavramlar1 acisindan ele alindig
gorilmektedir.

Cevrimici oyun alam ile ilgili arastirmalar
incelendiginde akis deneyimi gorsel cazibe,
gerceklerden kacis, basari, zevk, 6z yeterlilik ve
oynama niyeti ve davranisi (Ar1 ve Yilmaz, 2020);
iic boyutlu oyunlar ve serbest zamanda sikilma
algis1 (Bedir, 2023); mobil oyun bagimliligi ve
kesifsel davranislar iizerinde etkileri (Sahin ve
Karahan, 2021) agilarindan degerlendirilmistir.
Dijital ortamlar uygulama alanindaki yayinlardan
birisi misterilerin online bilgi arama siirecinde
yasadiklar1 akis deneyimleriyle ilgili bir derleme
calismasiiken (Celik ve Uslu, 2023) diger arastirma
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is ortaminda yasanan akis deneyimine
odaklanmakta ve dijital ortamlardaki gelismeleri
kacirma korkusunun iste akis deneyimine etkisini
incelemektedir (Degirmenci Tarakgi, 2023).

Cevrimici egitim uygulama alanindaki akis
deneyimi ile ilgili calismalar incelendiginde Yanik
ve Batu (2019) e-6grenme oyunlarinda bireylerin
yasadiklarin haz ile bilgi gelisimini
degerlendirmede kullanilan ‘egameflow o6lgegi'ni
Tiirkce'ye uyarlamis; Han vd. (2020) ise Covid
salgini sirasinda c¢evrimici siniflarda yabanci dil
O6greniminde yasanan akis deneyimini ele
almislardir. Reklam deneyimi alanlarinda ise akis
deneyimi mobil ortamlarda gosterilen reklamlarin
icerigi, reklamda algilanan deger ve mobil reklami
kabullenme diizeyi (Demirgiines ve Avcilar, 2017);
ile reklam izleme ve degerlendirme siirecindeki
etkiler agisindan ele alinmaktadir (Cam, 2021).
Diger alanlarda ise dijital serbest zaman
etkinliklerinde yasanan akis deneyimini 6l¢gmeye
yonelik bir 6lcek gelistirme calismasi (Er ve Cengiz,
2022) ve bir miize 06zelinde yapilan artirilmis
gerceklik uygulamasinin akis deneyimine etkisi ele
alinmistir (Akkus ve Akkus, 2017).

4.3. Makalelerde Kullanilan Aragtirma Yéntemleri

Arastirma yaklasimlarinda ampirik ¢alismalarin
yogunlukta oldugu hatta neredeyse ¢alismalarin
tamamina yakininin ampirik yaklasimi
benimsedigi gorilmektedir. Karma desenli ve
derleme ¢alismalar1 2017 yilindan 2023 yilina

kadar sadece birer tane yapilmistir (Tablo 5).

Tablo 5: Arastirma Yontemlerine Gore Makaleler

Nicel 15 2017-2017-
2018-2019-
2020-2020-
2021-2021-
2021-2022-
2022-2023-
2023-2023-

2023

Karma 1 2020

Derleme/Literatiir 1 2022

Taramasi

Toplam 17 17
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Giliniimiizde hemen hemen her birey, birbirinden
farkli sebeplerle de olsa dijital ve cevrimigi
ortamlarda zaman gec¢irmektedir. Cevrimici
ortamlarin insanlara sundugu cesitli deneyimler
arasinda akis deneyimi bireylerin igsel
motivasyonlar1 sonucunda ortaya ¢ikmasi ve o
eylemi gerceklestirirken kendilerini mutlu
hissetmesi ile ilgili oldugundan onlarin psikolojik
iyi oluslar1 lizerinde 6nemli etkisi bulunmaktadir
(Csikszenthmihalyi, 2013; Haworth, 1993).
Cevrimici ortamlarda yasanan akis deneyimine
arastirma bulgularindan da goriilebilecegi tizere
basta pazarlama alanina ait olmak lizere egitimden,
oyuna ve bos zaman kullanimina kadar cesitli
uygulamalarda  rastlanmaktadir.  Tirkiye'de
cevrimici ortamlarda akis deneyimiyle ilgili yayin
profilini inceleme genel amacini tasiyan bu
arastirmadan elde edilecek bulgularin ¢evrimigi
ortamlar ve akis deneyimiyle ilgili egilimleri ortaya
cikarmasi  kapsaminda referans olabilecegi
diistiniilmektedir.

Arastirma bulgular1 incelendiginde makalelere
konu olan uygulama alanlar1 agisindan pazarlama
alanin ¢evrimic¢i aligveris, reklam deneyimi ve
dijital ortam basliklar ile ilk sirada yer aldig
gorulirken, onu ¢evrimici oyun ve ¢evrimici egitim
takip etmektedir. Konu ile ilgili arastirmalarin
yayinlanma yillarina bakildiginda ilk yayinlarin
2017 yilinda yapilmaya baslandigy, sonraki iki yi1lda
diisiis gosterdigi ve 2020 yilindan giiniimiize kadar
da artis egiliminde oldugu gorilmektedir.
Cevrimici ortamlarda yasanan akis deneyimine
dair arastirmalarin her ne kadar pazarlama ana
bashigl altinda toplansa da birbirinden farkh
alanlarda yayin yapan dergilerde yer almasi ilging
bir sonug olarak degerlendirilebilir. iki yazarla
yapilan  calismalarin daha fazla oldugu
gorilmekteyken c¢alismalarin ¢ok biiylik bir
cogunlugunda nicel yontemlerin tercih edildigi
tespit edilmistir.

Uluslararasi alanyazinda akis deneyimi ile ilgili
yapilan bibliyometrik calismalar incelendiginde
akis kuraminin olusmaya ve gelismeye basladig:
1980°li yillardan sonra yapilan yayinlarin artis
gosterdigi ve 1990l yillardan sonra da ¢evrimici
ortamlarda bu deneyimin arastirildigi ve
dijitallesmenin getirdigi farkli ve yeni araglarla da
bu deneyimin teknoloji kabul modeli, ¢evrimici
etkilesim, algilanan kullanim kolaylig1 gibi basta
pazarlama alanina ait uygulamalar olmak iizere
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cesitli perspektiflerden degerlendirildigi
gorilmektedir (Calvo-Porral, 2017; Chen, Wigand
ve Nilan, 1999; Lazoc ve Caraivan, 2012; Zhang ve
Wan, 2022). Ulusal alanyazindaki akis deneyimi ile
ilgili bibliyometrik arastirmalara bakildiginda ise
akis deneyimi ile ilgili arastirmalarin 1990l
yillardan itibaren teknolojinin kabulii ve tiiketici
davranislar1 iizerine yogunlastifi ve c¢evrimigi
ortamlarda pazarlama alani igerisinde kendine yer
buldugu gorilmektedir (2022). Mevcut
arastirmanin bulgular1 bu bulgularla paralellik
gostermektedir. Ayrica bu arastirma c¢evrimigi
ortamlarda yasanan akis deneyiminin ele alindigi
calismalara odaklanarak bu alana dair yapilan
arastirmalara dair genel bir bakis ag¢is1 sunmasi
acisindan diger arastirmalara gore farklilik
gostermektedir.

Akis deneyimi giinliik yasamdan egitime, is
yerinden spora, bos zaman aktivitelerinden
teknoloji kullanimina kadar ¢ok ¢esitli durumlarda
ortaya ¢ikabilecek bir deneyimken mevcut
arastirmada bu alanlar hari¢ tutularak bireylerin
cevrimici ortamda yasadiklar1 akis deneyimiyle bir
sinirlandirilma yapilmistir. Bu arastirmadaki bir
diger kisit ise ¢alisma konusu ile ilgili ele alinan
arastirmalarin Turkiye'ye ait ulusal dergilerde,
Turk arastirmacilar tarafindan yapilan ¢alismalar
olmasidir. Calismada yalmzca ULAKBIM Tr Dizin ve
Google Akademik veri tabanlari incelenmis ve
diger ulusal ve uluslararasi veri tabanlari harig
tutulmustur. Gelecek arastirmalarda akis deneyimi
ve dijitallesme ile ilgili tiim alanlar ile ulusal ve
uluslararasi veri tabanlari taranarak bu deneyimin
cevrimi¢i ortamlarda nasil ele alindigiyla ilgili
karsilastirmali ve daha genis kapsamli yayinlar
ortaya cikarilabilir.
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SWOT analysis processes and prioritize technological progress by investing in artificial intelligence (AI)
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combination also carries the potential to create significant problems. The purpose of this
study is to examine the strengths and weaknesses of the use of Al in management
accounting and the opportunities and threats that may arise as a result of this integration
with a SWOT analysis.
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Giliniimiizde bilgi, rekabet avantajinin kaynagidir ve isletmelerin en dogru kararlari en
hizli sekilde verebilmelerini saglayacak bilgi mimarileri olusturmalar1 gerekmektedir.
Bu nedenle isletmelerin, ¢ok da uzak olmayan bir gelecekte is siiregleri {izerinde genis
kapsamli sonuglar yaratacak sekilde tiim is ortamlarini yeniden sekillendirmeleri, daha
iyi performansla deger yaratmak icin yapay zeka uygulamalarina yatirim yaparak
teknolojik ilerlemeye oncelik vermeleri kacinilmaz goziikkmektedir. Yonetim
muhasebesi; verileri tanimlamanin, toplamanin, 6l¢menin ve analiz etmenin merkezinde
yer alan bir fonksiyondur. Dolayisiyla bu gelismelerin, ydnetim muhasebesi
uygulamalarini ve yonetim muhasebecilerinin isletme icindeki rollerini biiyiik dl¢iide
degistirmesi beklenmektedir. Gelecekte muhasebenin temel islevinin, ydnetim
muhasebesi uygulamalarini yapay zeka ile birlestirerek isletmeye gercek zamanh deger
yaratmak olacagi ongoriilmekle birlikte, bu birlesim 6nemli sorunlar olusturma
potansiyeli de tasimaktadir. Bu ¢alismanin amaci, yonetim muhasebesinde yapay zeka
kullaniminin gii¢lii ve zayif yonlerini ve bu entegrasyon sonucu olusabilecek firsatlari ve
tehditleri bir SWOT analiziyle incelemektir.
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1 | INTRODUCTION

Management accounting is defined by IMA
(Institute of Management Accountants) as “a
profession that involves partnering in management
decision-making, devising planning and
performance management systems, and providing
expertise in financial reporting and control to assist
management in formulation and implementation of
an organization's strategy.” The main tasks of
management accounting are planning, budgeting,
cost management, performance management and
internal financial reporting. Therefore, it can be
defined as an accounting field for internal users that
provides the management information required to
make correct business decisions and improve
business management (Li et al., 2020; Geddes, 2020;
Gartner & Hiebl, 2018).

Thanks to technological advances, companies now
have the opportunity to collect and store a huge
amount and variety of data. These developments
have escalated the need for technologies that can
perform efficient and effective analysis by
transforming data into information, and this is
where artificial intelligence (Al) comes into play. Al
is a machine that uses state-of-the-art techniques to
competently perform or imitate cognitive functions
performed by the human mind, such as learning and
problem solving (Norvig & Russell, 2009). Al is
expected to deeply affect the modern business
structure and accounting profession (Zhang et al,
2023; Johnson et al, 2021; Rikhardsson &
Yigitbasioglu, 2018).

The impact of Al on management accounting
practices is still unclear given the early stage of use
of these technologies. However, considering that
digitalization in management accounting processes
provides better access to information and, as a
result, transforms the management accounting
function into an integrated and interactive structure
with other functions of the business (Rom & Rohde,
2007; Granlund & Malmi, 2002), Al is expected to
further strengthen this situation. In addition, it
seems inevitable that the role of the management
accountants within the business will change
becoming more strategic, almost consultant-like
position (Geddes, 2020; Rikhardsson &
Yigitbasioglu, 2018; Caglio, 2003).

In this study, a SWOT analysis is conducted to
discuss the strengths and weaknesses of the use of
Al technologies in management accounting
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practices, as well as the opportunities and threats
this integration offers. The strengths are
determined as versatile data flow and reduction in
costs, while the weaknesses are classified as
problems in data quality, bias, users’ lack of
competence, and design difficulty. The
opportunities it offers are identified as smarter
decisions and functional and professional
transformation, while the threats it poses are
determined as loss of control, data security and
confidentiality problems, loss of status and decrease
in motivation.

2 | ARTIFICIAL INTELLIGENCE AND MANAGEMENT
ACCOUNTING

The purpose of corporate existence is to create
value, and value creation requires that all business
and decision-making processes be structured and
managed rationally and efficiently. In this context,
the importance of big data is increasing day by day
and businesses continue to look for innovative ways
to use data in the value creation process.

With the increase in the amount of data, the
development and use of Al, especially machine
learning techniques, is an important turning point in
technology. Al technology is closely related to data
analytics. Data analytics is based on questioning
data to make predictions, and the basis of Al is deep
and high-level predictive analytics (Kiiciiker, 2023).
Deep learning, which is a field of machine learning,
is a technology that mimics the way the human
brain works and makes inferences using raw data,
rather than using predefined patterns and rules.
The goal of machine learning is to detect patterns

and learn how to make predictions and
recommendations by processing data and
experiences rather than receiving explicit

programming instructions (Nielsen, 2022). The
algorithms formed within the system constantly
renew themselves and become more and more
effective over time by taking into account new data
and information included in the system. Deep
learning, which works very efficiently with raw data
and does not require specialized engineering
knowledge, is behind most of the success stories of
machine learning. For this reason, companies need
to prioritize technological progress by investing in
Al applications, especially machine learning, for
value creation with increased sales, better customer
services, improved business performance and
augmented profitability (Ranta et al., 2023; LeCun
etal, 2015).



In general, Al reshapes entire business
environments in a way that will create far-reaching
consequences on the business processes (Ranta et
al, 2023). This evolution is expected to greatly
change management accounting practices and the
roles of management accountants within
organizations (Moll & Yigitbasioglu, 2019;
Rikhardsson & Yigitbasioglu, 2018; Appelbaum et
al, 2017).

3| SWOT ANALYSIS

The scope of management accounting includes
activities that support the decision-making process
in businesses. Considering that AI technologies
produce results by using internal and external data
to support these processes, the necessity of
management accounting and Al integration is
clearly seen. However, use of Al in management
accounting practices is still very limited and there is
not enough data on the possible positive or negative
consequences of this integration. For this reason,
although the strengths and opportunities created by
the use of Al technologies in management
accounting processes come to the fore, their
weaknesses and threats are also significant and
must be taken into consideration.

3.1. Strengths

The strengths of using Al in management
accounting are discussed under the headings of
versatile data flow and reduction in costs.

3.1.1. Versatile Data Flow

Data is the lifeblood of the digitalization process.
The amount of global data, which was 33 zettabytes
in 2018, is expected to increase to 175 zettabytes in
2025 (Reinsel et al., 2018). With machine learning-
based algorithms in Al, useful information hidden in
data is revealed and data is transformed into
information. In this context, the increase in data
brings with it the increase in information along with
Al. The pace of data growth provides businesses
with the basic framework for comprehensive
analytical approaches through machine learning
and the successful use of Al. Today, companies
utilize data to make their business processes more
efficient, strengthen their positions in the markets,
enter new markets, increase customer satisfaction,
and create new sources of competitive advantage.

Big data refers to the real-time recording of all data
internally and externally generated. Internal data
refers to data such as reports, records and tables
created regarding the activities of the business.
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External data comes from sensors in machines,
RFID chips in components, clickstream of corporate
web site visitors, and digital traces left by people on
the websites they browse. It can include almost
anything, from private company information to
demographic data, from weather data to social
media feeds, from satellite images to audio

recordings.

Companies obtain valuable information by
analysing internal data generated by their
operations. However, internally generated

information is no longer sufficient, and companies
are turning to incorporating new, non-traditional
external data into their analyses to an increasing
extent.

Globalization requires companies to operate as part
of networks consisting of business partners such as
suppliers, vendors, channel partners, regulators and
other stakeholders that are dispersed globally
which can be affected by economic, political and/or
environmental factors. Incorporating external data
from these networks into analyses can help
companies see the risks and opportunities they may
miss with internal data from internal operations
and limited amounts of external data generated
from customers and tier-one suppliers (Schatsky et
al,, 2019; Nielsen, 2022).

Today, many organizations provide strategic
information from external data. An external data
platform added as a component to the company's
data stack creates a competitive advantage that will
increase the company's effectiveness, efficiency,
and performance (Nielsen, 2022). The real-time
analysis of real-time accessed population data with
wide query options is the essence of big data
analytics. Al technologies make it possible to create
new patterns, correlations and connections in data
that have not been detected before (Rikhardsson
and Yigitbasioglu, 2018). Companies that leverage
external data in their analytics programs appear to
outperform their competitors and improve
customer acquisition, customer satisfaction,
operational efficiency, and risk management (Aaser
& McElhaney, 2021; Schatsky et al., 2019).

A customer who searches online and gathers
information from various sources about a desired
product will leave a trail of information before
ending up making the purchase or not. If this “trail”
is captured and analysed effectively, businesses can
gain insight into how customers search and arrive at
the decision of buying or not. For example, Amazon
collects information from online customer behavior



regardless of whether a purchase is made or not.
This aggregate level information, which shows the
roadmap of purchasing or non-purchasing
decisions, is of significant importance in creating
sales and marketing policies of businesses and
allows the implementation of customized marketing
strategies based on prediction (Bhimani &
Willcocks, 2014).

Such data has not traditionally been at the heart of
accounting activities. However, the fact that the
management accounting practices are the primary
source of internal data makes management
accounting a  well-suited candidate for
incorporating external data related to non-financial
transactions into decision-making processes.

For example, agricultural businesses can optimize
their fertilizer use by using weather and geolocation
data to estimate crop yields. Retailers can use
customer data, economic data, data from suppliers
and geolocation data for better demand forecasting
and more effective inventory management. Satellite
data can be used to estimate the emissions and
output volumes of factories or to measure the
environmental performance of companies within
the scope of ESG ratings (Ranta et al, 2023).
Possibilities for subsequent purchases can be
determined based on data collected about
consumers' behavior, and patterns or anomalies
affecting sales can be revealed. In today's
competitive environment, all kinds of data needs to
be taken into account, and external data has the
potential to shape cost management, pricing,
performance management, cash management and
net working capital management decisions, and
help develop advanced analytics to optimize
business processes (Nielsen, 2022; Bhimani &
Willcocks, 2014).

3.1.2. Reduction in Costs

Al offers solutions that quickly analyse data,
develop models, and automate business processes.
Therefore, it has the potential to optimize business
processes by performing tasks accurately and
expeditiously that people perform manually. This
provides businesses with cost savings in data
creation and time savings in data analysis and
verification (Odonkor et al.,, 2024; Varzaru, 2022;
Korhonen et al.,, 2021; Gartner and Hiebl, 2018).

3.2. Weaknesses

Weaknesses of using Al in management accounting
are classified as problems in data quality, bias,
users’ lack of competence and design difficulty.

12

R. S. Yasar/Journal of Business in The Digital Age 7(1), 2024, 9-19

3.2.1. Problems in Data Quality

Wang and Strong (1996: 22) identified fifteen
dimensions that define data quality, which are
“accuracy, objectivity, believability, reputation,
value-added, relevancy, timeliness, completeness,
appropriate amount of data, interpretability, ease of
understanding, representational consistency,
concise representation, accessibility and access
security”. In many cases, these dimensions call for
mutual trade-offs, and depending on the context,
some dimensions may be more crucial than others
(Neely & Cook, 2011; Rikhardsson & Yigitbasioglu,
2018). For example, the need for up-to-date data
may require compromising the completeness or
accuracy of the data. It is important to handle trade-
offs in data quality dimensions within a cost-benefit
relationship.

The quality of the data contained within the system
and the quality of the system outputs are the two
vital components of any accounting information
system. In other words, data quality is of foremost
importance for accounting information systems,
and it has a huge impact on accounting practices
through the design and implementation of systems
and processes. In the context of Al and management
accounting integration, the attributes of data quality
can be considered from two different perspectives
(Rikhardsson & Yigitbasioglu, 2018, p. 48). The first
of these cover activities such as cost management
and performance measurement and attaches more
importance to dimensions such as completeness,
accuracy, and believability of data. The second one
includes the activities that give support to the
strategic decision-making process, and from this
perspective, the timeliness and relevancy of the data
are the dimensions of primary importance.

In the world of “small data”, accuracy was a very
important feature. In analyses where general
inferences were made by analysing only a limited
amount of data, correct sample selection was a
factor that affected the accuracy and validity of the
analysis results (Mayer-Schonberger & Cukier,
2013). In today's "big data" world, real-time data
covering the entire population is used. However,
these data are based on very large data sets, often
coming in various formats from a variety of sources,
and it is practically and economically impossible to
clean them and ensure their compliance with the
usual data quality criteria. This situation is contrary
to the nature of accounting practices, the essence of
which is complete, accurate and reliable data.
Working with raw data may lead to questioning the



accuracy and validity of the reports and tables
prepared by management accountants in particular.

3.2.2. Bias

Because Al “learns” from existing datasets, it is
important to understand whether the datasets used
have inherent biases and errors. Many Al systems
are based on rule-based algorithms, and these rules
are derived from the knowledge and judgment of
experts existing in the datasets. However, it is not
possible to prove that these rules placed in the
system are entirely correct. These rules, which may
be biased or inaccurate due to experts' knowledge
limitations, lack of experience, emotions, and the
political and economic environment they are in, can
be spread through the use of Al in analysis and
decision-making processes (Zhang et al., 2023).

Therefore, it is vital that management accountants
maintain their professional judgment when using Al
in order to eliminate, or at least reduce, the impact
of expert bias on decision making. Rikhardsson and
Yigitbasioglu (2018, p. 46) expressed this situation
with the following sentences: “If ‘correlation trumps
causation’, crowd wisdom is made equal to expert
opinion; and if suggestions and predictions of
opaque algorithms have significant effect on
behavior of managers and customer, then decision-
making, like never before, will require sound human
judgment.”

3.2.3. Users’ Lack of Competence

Competency here refers to users being proficient in
using Al systems to perform management
accounting practices, having the necessary skills to
conduct effective analysis and interpret results
accurately. To achieve this, they need to understand
basic database functions and SQL statements, but
this is very difficult for accounting staff with little or
no training and experience in these areas.
Additionally, the use of Al in management
accounting often involves many customized settings
in financial indicators, models, rules, and
presentations. These customized requirements
often necessitate complex interactions and synergy
between users and Al systems, making the use of Al
even more difficult (Zhang et al, 2023; Moll &
Yigitbasioglu, 2019).

In addition to knowledge and training, the
psychological readiness level of employees is
another factor that affects user competence.
Employees who see Al as an obstacle or threat to
their jobs and careers may develop a pessimistic
perspective on changes in the accounting profession
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and practices and may not be able to adapt to the
new working environment. This situation may
result in not achieving the desired benefit from the
combination of management accounting and Al
(Varzaru, 2022).

3.2.4. Design Difficulty

Compared to ERP systems, management
accounting-focused Al systems generally need to
have more customized designs. Therefore, it is
particularly important for system developers to
completely apprehend management accounting
functions and tasks, integration of management
accounting and operational processes,
identification, and preparation of needed data. For a
fit-for-purpose design, system developers must
have accounting background and knowledge, or
must collaborate with accountants. Since the use of
Al in the field of management accounting is very
new, it may not be easy to find technical personnel
with the necessary equipment (Zhang et al,, 2023).

3.3. Opportunities

The opportunities offered by the use of Al in
management accounting are examined in terms of
smarter decisions and functional and professional
transformation.

3.3.1. Smarter Decisions

Al technologies are designed to facilitate data
collection, data analysis and information
distribution processes and therefore support
decision-making. Considering that the essence of
management accounting is the activities that
support the decision-making processes of
businesses, there appears to be a clear connection
between Al and management accounting. The
importance of better data analysis and decision
support for the value creation process of companies
has been recognized by both company managers
and researchers (Kiron et al., 2014; Elbashir et al,,
2013). Therefore, real-time integration of
operational, industrial, and social information into
management accounting activities with Al
technologies has the potential to develop the
accuracy of accounting estimates and significantly
improve decision-making processes (Odonkor etal.,
2024; Rikhardsson & Yigitbasioglu, 2018).

There are many areas in management accounting
that require forecasting. For example, standard
costs are determined by estimates. When preparing
operating budgets, much of the cost data must be
estimated. In the activity-based costing system,



employees are expected to distribute the total time
they work among the activities they perform. In the
time-driven activity-based costing system, activity
durations are estimated. Whether intentional or
not, forecast errors negatively affect the quality of
financial information. Improvement in the quality
and reliability of accounting estimates will
significantly increase the accuracy and relevance of
financial information.

Machine learning algorithms are considered the
most suitable tool for problems where the set of
variables, the interactions between these variables,
and their effect on the output results are not
theoretically clear (Ranta et al., 2023). In such cases,
there does not need to be a monotonic relationship
between the dependent and independent variables
and the interactions between the variables are not
known in advance (Bertomeu et al, 2021).
Predictive modeling techniques are a particularly
useful research approach in situations where there
is no strong theoretical or empirical evidence
indicating the impact of one variable on another. In
machine learning, data guides the determination of
variables and the relationships between these
variables, and complex patterns can be created with
algorithms. Therefore, Al can use large amounts of
data systematically and logically to reveal the
hidden potential contained in this data. Even if
people have forward-looking information which Al
does not have, and so cannot use, it is claimed that
the models created by Al are superior to the models
that humans can create (Ranta et al,, 2023; Ding et
al, 2020). In this context, Al technologies can
provide data-centered decision support to
management accountants on issues such as
planning, cost management, and performance
measurement.

Machine learning and business intelligence
applications  support various management
accounting tasks such as product profitability
analyses, cost estimations, financial impact of
production changes, evaluation of customer
segment profitability, inventory management, and
can be used in various types of routine and non-
routine decisions such as new product
development, pricing, and determining the optimal
product mix (Geddes, 2020; Kowalczyk & Buxmann,
2015; Rikhardsson & Yigitbasioglu, 2018; Nielsen,
2022; Granlund & Teittinen, 2017). These decisions
are closely related to the raw material supply
chains, production capacity, characteristics of the
production processes, cost structures of the
products,  competitors'  strategies, = market
conditions and customers’ demands. Simulations
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created with Al can show the effects of different
decision options on profitability.

R&D, engineering, production, and cost information
integrated with data analytics tools can be
transformed into workflow improvements and
effective cost reduction strategies with machine
learning algorithms. These strategies also support
systems such as activity-based management and
time-driven activity-based management systems,
and lean production philosophy (Schneider et al.,
2015; Granlund & Teittinen, 2017).

Machine learning can also be wused in the
performance evaluation process. With Al, new
criteria can be defined for balanced scorecard
dimensions and performance data regarding these
criteria can be used in strategy maps. For example,
web use at work can be associated with the learning
and growth dimension, internal e-mails can be
related with the internal business process
dimension, and voice recordings obtained from
customer service calls can be associated with the
customer dimension. Data on the time employees
spend on the phone can be used for productivity
measurements. While more phone calls may
indicate higher productivity in sales, the opposite
may be true in manufacturing. By tracking the web
activities of the employees, activity schedules
containing data on the time spent on the internet
can be created. Companies can also monitor what
employees do outside the company with company
resources such as vehicles and cell phones. This
information provided by big data can be included in
companies' control mechanisms, strategy maps,
performance measurements and budgets with Al
solutions (Warren et al., 2015). In his study, Jang
(2019) discussed the issue of determining the
optimal budget allocation for an R&D program and
created a decision support framework with
machine learning algorithms to determine the
optimal budget amount for each project within the
program in order to maximize the total of expected
R&D outputs, and revealed that 13.6% better R&D
output can be achieved with a budget created with
AL

In summary, unlike traditional accounting methods
that involve a time delay between data entry and
report generation, Al systems provide instant
analysis, enabling timely and smarter decision-
making. The benefit of this feature is great in today's
business environments, where making the right
decisions quickly is vital. Additionally, unlike
traditional accounting methods, whose scope is
often limited to historical data analysis, Al also



improves the scope and depth of financial analysis
by predicting future trends and patterns (Odonkor
etal,, 2024).

3.3.2. Functional and Professional Transformation

Although ERP systems have increased the efficiency
of accounting data collection and reporting
activities by accelerating manual processes, they did
not lead to direct or significant changes in
management accounting practices (Rom & Rohde,
2007; Granlund & Malmi, 2002). Al technologies
have the potential to fundamentally change
management accounting processes. With Al
technologies, management accounting tasks are
now performed by analysing and processing
financial and non-financial data to ensure the
realization of corporate value creation goals (Li et
al,, 2020). In this way, Al makes the contribution of
management accounting to the value creation
process more visible.

In businesses, management accounting functions
and management accountants are becoming
increasingly important. Management accountants
have appropriate skills for data analytics tasks as
they are generally detail-oriented, trained to
document their work, experienced in making
judgments about different decision options, familiar
with many aspects of business processes including
information technology, and perceived as trusted
advisors (Schneider et al., 2015; Bose et al.,, 2023).
Using Al as an effective tool to support business
processes, effectively integrating business and
financial information, and providing information
consultancy services to different departments
transforms the role of management accountants
from “executer” to “manager” making them one of
the important actors in the decision-making process
(Li et al, 2020). These developments require

management accountants to work in close
cooperation with other departments of the
business.

Another issue is the transition from “data

ownership” to “data access” and its impact on
management accounting. In the age of A], it is not
important how much data businesses have, but how
much data they can access. It is inevitable that this
transformation will change the roles of
management accountants, who are also called as
"data managers" or "data -curators”, in the
organization they work in (Nielsen, 2022;
Rikhardsson & Yigitbasioglu, 2018). Employees
across different business functions want to have
accounting data and associate them with other data.
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Management accountants have a great opportunity
to take on such responsibilities, providing access to
data and assisting with data combination, as a large
part of their job is data related.

3.4. Threats

The threats posed by the use of Al in management
accounting are classified as loss of control, data
security and confidentiality problems, loss of status
and decrease in motivation.

3.4.1. Loss of Control

The use of technology may not always increase
performance. The reason for this is that decision
makers often have cognitive biases regarding
decision support systems. Decision makers are
inclined to adopt a “computer is right” attitude
when using technology. With Al performing
accounting activities that were once performed by
humans, it may create a false sense of security that
human errors are no longer an issue and that
everything is under control. Over-reliance on Al
results may lead to a confined focus on events and
patterns identified by Al, while ignoring undetected
factors, creating a kind of “information cocoon”
(Zhang et al,, 2023). Since many expert rules from
previous analyses and cases are predetermined in
Al systems, occasional events and changing
environments will not be taken into account by Al.
Therefore, relying solely on Al carries the risk of
causing wrong decisions to be made much faster
(Korhonen etal,, 2021; Zhang et al,, 2023; Schneider
etal, 2015).

Without a full understanding of the content of the
tasks delegated to Al and without accepting that
human intelligence and Al are completely different
from each other, premature replacement of human
labor by automation could result in disaster
(Varzaru, 2022; Korhonen etal., 2021). The function
of the Al systems should be limited to providing
early warning and support for decision making,
rather than being a decision maker. Human
intelligence and professional judgment will always
remain necessary in the decision-making process.

3.4.2. Data Security and Confidentiality Problems

As mentioned earlier, Al, unlike ERP systems,
integrates not only data from a number of financial
and operational systems but also various external
data. This data explosion creates managerial
dilemmas. Al technologies that promote data
volume, speed, and availability, providing the
capacity to combine digital forms and supporting



analytics by making data easier to store and cheaper
to process, also run the risk of introducing the data
security, privacy and abuse problems they were
designed in part to solve. (Bhimani & Willcocks,
2014).

Using Al to perform management accounting tasks
necessitates the use of large amounts of financial
and operational data, which often reveals
information  about  strategies,  projections,
operations, key performance indicators, and clients
which must be kept confidential and may even
contain trade secrets. Therefore, it is important how
Al extracts and stores data and whether a third
party can access them (Appelbaum et al, 2017;
Zhang et al,, 2023). Whether data is stored in the
cloud or on software developers' servers, how
software developers ensure that data is not leaked
when they log in to the system remotely and
download financial and commercial data, and how
to ensure the security of existing data when the
contract with a service provider is terminated are
issues that need to be carefully considered (Gartner
& Hiebl, 2018).

Al systems also integrates external data such as
industry information, social media data on other
companies and legal events with financial data to
develop comprehensive models for tasks such as
risk control and budget forecasting. However, this
external data usually comes from third-party
organizations or individual web browsers. This may
raise issues of data reliability, copyright issues, and
bias (Zhang et al.,, 2023).

3.4.3. Loss of Status

Frey and Osborne (2018, p. 265) stated that 47% of
total employment could be replaced by Al in the
near future and identified accounting as one of the
professions in the high-risk group. The prevailing
view is that Al will be a destructive force in
accounting in general. Al will eliminate the data
recording task of management accounting, make
some management accounting techniques obsolete,
change the role of accounting in decision-making
processes, and require significant changes in the
skill sets of management accountants (Rikhardsson
& Yigitbasioglu, 2018). While Al reduces the
workload in data collection, creating financial
indicators and analysis, it creates new business
requirements and requires new competencies. The
scope of management accounting has expanded, and
accountants today are expected to not only master
traditional management accounting knowledge but
also to have a comprehensive understanding of
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various business processes and technologies (Li et
al,, 2020; Zhang et al., 2023). This situation can be
perceived as a threat or an opportunity.

Another problem that, by reducing ideas to digital
format, Al may pose the risk of eliminating the
human aspect of managerial decisions. Human
intelligence and machine intelligence are hugely
different from each other, and this distinction
requires a conscious and rational distribution of
tasks between humans and Al (Korhonen et al,
2021, Moll & Yigitbasioglu, 2019). Otherwise, Al
could lead to skill mismatch by turning management
accountants into “automation followers”.

3.4.4. Decrease in Motivation

With Al, businesses can monitor activity logs on
employees’ computers, control web usage to
identify unproductive behavior, and evaluate
employee performance through behaviors captured
through various sensors. However, it is important to
determine to what extent such new data types and
performance measures provide better performance,
and beyond what point they are likely to be
disruptive and negatively affect motivation. The fine
line between increasing performance and efficiency
and getting negative results parallels the calls to
investigate how today's digital technologies, where
everything can be monitored at all times and all
kinds of data become available, can change the
practices of democracy, invade privacy and create
new forms of social structure (Rikhardsson &
Yigitbasioglu, 2018).

Overmonitoring can stifle employees' creativity and
motivation. If employers constantly micromanage
their employees, they may hesitate to come up with
creative ideas or be afraid to take initiative (Warren
et al, 2015). Especially if measurement brings with
it judgment, this situation can become even more
severe and ultimately cause considerable damage to
the business. Managers must carefully examine the
information obtained and show utmost sensitivity
to ensure that it is never consumed too quickly
(Quattrone, 2016).

4 | CONCLUSION

The added value of Al is based on the increase in
data-driven decision-making and hence the
improvement of decision quality and organizational
performance. The adoption of Al presents a unique
opportunity for management accountants who are
already experts at analysing and making sense of
data. Armed with Al, management accountants can
leverage sophisticated analysis to improve



organizational performance measurement, create
effective management control systems, and improve
the quality of management accounting. It is
expected that with Al, many management
accounting activities will become hybrid and be
performed based on information provided by Al

solutions, leading to an expansion of the
competency and skill mix of management
accountants. Due to the digitalization and

complexity of the relationship between the business
and its environment, management accounting has
become an interdisciplinary field.

It will be a big mistake to expect Al to provide
comprehensive information and decide what should
be done in the future. Al is a technology that
facilitates the decision-making process by providing
a template of information. Therefore, it is more
appropriate to define Al as a tool that management
accountants can use to perform analyses. At the
current stage of its development, human
intervention and professional judgment are still
required.

This study presents a SWOT analysis based on
literature review on the use of Al in management
accounting  practices. Al  applications in
management accounting are still in their infancy.
For this reason, studies and research on the subject
are limited and most of them are based on
assumptions. It is still unclear whether Al is suitable
for management accounting processes and how it
will affect management accounting practices. For
example, whether management accounting will
expand its data scope to include external data rather
than continue to rely primarily on internal data, or
whether it will apply complicated statistical analysis
methods rather than continue to use traditional
management accounting techniques, will be
answered over time. The impact of using external
data on revenue and cost estimates, the budgeting
process, and forecast quality is also unknown.
Therefore, as the use of Al becomes widespread, it
is inevitable that changes will occur in the
framework set forth in this study.
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ABSTRACT
Considering today’s information society and competitive business life, institutions must
communicate with their internal and external environments and develop the established
communication network in order to maintain their existence and gain competitive advantage. This
situation is extremely important for not only for-profit organizations, but also for universities, which
are described as social formations and have various responsibilities towards both their internal and
external stakeholders. As a result of developing technology and resulting increasing need for
information, one of the important tools that institutions use in the communication process is
corporate web pages. Thanks to their corporate web pages, institutions can introduce themselves
regardless of time and place, communicate with their stakeholders and provide information about
the activities carried out. Based on the information provided, the main aim of the study is to examine
the news published on the institutional websites of tourism faculties in Turkey. Through this
examination, the study aims to reveal the aspects that tourism faculties seek to highlight to their
internal and external stakeholders via the published news. Therefore, it is believed that this research
will benefit both tourism faculties by providing an external perspective and external stakeholders
who interact with tourism faculties. In this context, 723 news published on the websites of 43
tourism faculties in Turkey in 2023 were examined and the findings were interpreted with content
analysis. When the news published was examined, it was concluded that the news was mainly
published in October and November, and that visits involving internal and external stakeholders and
various events held for students were frequently shared as news.
0z
Bugtiniin bilgi toplumu ve rekabetci is yasami goz oniine alindiginda, kurumlar varliklarini
siirdiirmek ve rekabet avantaji elde etmek gibi amaglarla i¢ ve dis gevreleri ile iletisim kurmak ve
kurulan iletisim agin1 gelistirmek durumundadirlar. Bu durum, kiar amaci giiden kuruluslarda
oldugu gibi, ayn1 zamanda sosyal bir olusum olarak nitelendirilen ve hem i¢ hem de dis paydaslarina
karsi cesitli sorumluluklar1 bulunan tiniversiteler de icin son derece 6nem arz etmektedir. Gelisen
teknoloji ve buna bagh olarak artan bilgi ihtiyaci neticesinde, kurumlarin iletisim siirecinde
faydalandig1 6nemli araglardan biri ise kurumsal web sayfalaridir. Nitekim kurumlar, kurumsal web
sayfalar1 sayesinde zaman ve mekandan bagimsiz olarak kendilerini tanitabilmekte, paydaslari ile
iletisim kurabilmekte ve gerceklestirilen faaliyetler hakkinda bilgi aktarimi saglayabilmektedir.
Verilen bilgiler dogrultusunda gerceklestirilen ¢alismanin temel amaci, Tiirkiye’de faaliyet gosteren
turizm fakiiltelerinin kurumsal web sayfalarinda yer alan haberleri incelemek, boylelikle yayinlanan
haberler aracilig ile turizm fakiiltelerinin kendilerini i¢ ve dis paydaslarina karsi 6ne ¢ikartmak
istedigi yonlerin neler oldugunu ortaya koymaktir. Boylelikle arastirmanin hem bir dis géz olarak
turizm fakiiltelerine hem de turizm fakiilteleri ile etkilesimde bulunan dis paydaslara fayda
saglayacagl dustiniilmektedir. Bu kapsamda Turkiye’de faaliyet gosteren 43 turizm fakiiltesinin
2023 yilinda web sayfalarindan yayinladigl 723 haber incelenmis olup, bulgular icerik analizi ile
yorumlanmistir. Yayinlanan haberler incelendiginde, haberlerin agirlikli olarak ekim ve kasim
aylarinda yayinlandigy, siklik olarak ise i¢ ve dis paydaslar1 kapsayan ziyaretlerin ve 6grencilere
yonelik gerceklestirilen cesitli etkinliklerin haber olarak paylasildig1 sonuglarina ulagilmistir.
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1| GIRiS

Tiirk Dil Kurumu (TDK, 2024) iletisim kavramini
“duygu, diistiince veya bilgilerin akla gelebilecek her
tirli yolla baskalarina aktarilmasi, bildirisim,
haberlesme, komiinikasyon” olarak tanimlamaktadir.
Bahsi gecen bilgi akisi stireci iki birey arasinda
olabilecegi gibi, gruplar ve kurumlar arasinda da
benzer bir siirecte ilerleyebilmektedir (Budak ve
Budak, 2014, s. 84). Ozellikle bugiiniin toplumsal ve
ekonomik diizeninde iletisim bilhassa ge¢mise nazaran
6nem kazanmis, kurumlarin saghg ve
stirdiiriilebilirligi agisindan hayati 6nem tasir hale
gelmistir (Goodman, 2001, s. 119). Dolayisiyla bu
noktada kurumlarin iletisim siirecinin ele alindig1
“kurumsal iletisim” kavrami 6n plana ¢ikmaktadir.

Van Riel ve Fombrun (2007, s. 13) kurumlary
“birbirleri ile iletisim kuran insan aglar” olarak
betimlemis ve kurumlarin dikey ve yatay, i¢ ve dis,
resmi ve gayri resmi olarak i¢ ve dis cevreleri ile
etkilesim icerisinde oldugunu ifade etmistir. Kurumsal
iletisim, orgiitii ilgilendiren i¢c ve dis paydaslar ile
iliskiler kurulmasina ve halkin farkindalifina katki
saglayan iletisim araglarinin stratejik olarak yonetimini
kapsamina almaktadir ve bdylelikle kurumun
yurittigi basarili iletisim stireci, belirlenen kurumsal
amaglara ulasilmasina da yardimci olmaktadir (Apolo
vd.,, 2017, s. 526). Bu baglamda, kurumsal iletisim
faaliyetleri sektor fark etmeksizin gerek kar amaci
giiden 6zel kurumlar gerekse iiniversiteler gibi kar
amaci giitmeyen kuruluslar icin hayatl 6nem arz
etmektedir (Gokler ve Onay, 2020, s. 311). Ge¢mis
doénemlerde kurumsal iletisim faaliyetleri daha ¢ok
basili ve sozlii materyaller ile gerceklestirilirken,
bilisim teknolojileri etkisini bu alanda da goéstermis
(Yurdakul, Dincer ve Bat, 2012, s. 2) ve teknolojinin
gelismesi ile paralel olarak kurumsal iletisim stiregleri
de dijitallesmistir. Bu kapsamda en sik kullanilan
araglardan biri olarak da kurumsal web sayfalar
gosterilmekte (Engin ve Eker Akgoz, 2016, s. 92) ¢linki
web sayfalari kurumun hakkinda bilgi sunma, kurumun
kendisini ve {riiniinii tanitma veya iletmek istedigi
mesajlar1 hedef kitlesine hizli bir sekilde aktarma
noktasinda 6nemli avantajlar saglamaktadir (Giirbiiz
ve Tarhan, 2019, s. 547). Nitekim diinya tizerindeki
toplam internet trafiginin %75’inin web siteleri
ziyaretleri tarafindan olusmasi (Baskan, 2004, s. 40)
web sayfalarinin énemini ve kullanim sikligin agik¢a
gosterir niteliktedir.

Gerceklestirilen bu arastirmanin amaci; Tirkiye'de
faaliyet gosteren turizm fakiiltelerinin kurumsal web
sayfalarinda yer alan haberleri incelemek, boylelikle
kurumsal iletisim kapsaminda fakiiltelerin kendilerini
one cikarttigi yonlerini belirlemek, ayn1 zamanda i¢ ve
dis paydaslarina karsi nasil gériinmek istendigini yani
nasil bir imaj ¢izmek istediklerini ortaya koymaktir.
flgili literatiirde kurumsal iletisim ve bu kapsamda
gerek oOzel sektor gerekse lniversitelerin (Cevher,
2015; Cengiz Gokge, Kececioglu Dagh ve Dal, 2020;
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Dalveren ve Peker, 2021) web sayfalarini farkli kapsam
ve perspektiften ele alan c¢alismalar bulunmasina
ragmen web sayfalarinda yayinlanan ve kurumun
gerceklestirdigi faaliyetleri dogrudan aktarma islevi
goren haberlerin incelendigi bir arastirmaya
rastlanilmamis olmasi bu c¢alismanin 6zgiinligini
ortaya koymaktadir. Bu baglamda; Tiirkiye’de bulunan
toplam 51 turizm fakiiltesinin sekizinin web sayfasinda
haber sekmesi veya 2023 yilinda yayinladig1 bir haber
bulunmamasindan dolay1 arastirma 43 fakiilte ve bu
fakiiltelerin 2023 yili igerisinde kurumsal web
sayfalarinda yayinladig1 toplam 723 haber iizerinden
gerceklestirilmis, elde edilen bulgular icerik analizi
yoluyla yorumlanmistir. Boylelikle arastirmanin hem
dis bir goz olarak turizm fakiltelerine hem de turizm
fakiilteleri ile etkilesimde bulunan dis paydaslara fayda
saglayacag1 diisunilmektedir. Ayrica Yiiksekogretim
Kalite Kurulu Baskanhgi (YOKAK) akreditasyon
siireglerinde fakiiltelerin web sayfalarinin
giincelliginin 6nemli bir o6l¢iit olmasi ve web
sayfalarinda yayinlanan haberlerin kalite siireclerinde
kanit olarak kullanilabiliyor olusu fakiilteler i¢cin web
sayfalarinin ve yaymlanan haberlerin 6nemini
artirmakta, dolayisiyla bu c¢alismanin fakiiltelere
cerceve sunmasl acgisindan oOnem arz ettigi
diistinilmektedir.

2 | KAVRAMSAL CERCEVE

En genel hali ile kurumsal iletisim, bir kurumun i¢sel ve
dissal cevresi ile kurdugu iletisim siirecini ifade
etmektedir (Koger, 2017, s. 759). 1970’li yillara kadar
kurumlar ve uygulayicilar, paydaslarla iletisim stirecini
genellikle basin ile iletisimin 6n planda oldugu “halkla
iliskiler” kavrami ile agiklamaktaydi (Cornelissen,
2020, s. 2). Ancak kurumun iliski icerisinde oldugu i¢ ve
dis paydaslarin artan bilgi talebi, stlirecin halkla
iliskilerden daha genis capli ve kapsaml diisiiniilmesi
gerekliligini ortaya ¢ikarmis ve “kurumsal iletisim”
kavrami ilk olarak 1972 yilinda Amerikan Fortune
dergisinin diizenledigi seminer ile ortaya atilmistir
(Otsubo, 1992’den akt. Yamauchi, 2001, s. 131).
Kiiresel is ortamindaki degisimler nedeni ile kavram
yillar icerisinde 6nem kazanmis, gerek is ortaminda
gerekse bilimsel alanda ilgi géren bir konu haline
gelmistir (Mihai, 2017, s. 103; Gokler ve Onay, 2020, s.
312). Kurumsal iletisim kavramina yonelik cesitli
arastirmacilar tarafindan yapilan tanimlamalar Tablo
1’de yer almaktadir:



Tablo 1. Kurumsal iletisim Tanimlari

Cornelissen
(2020)

“Orgiitiin bagimh oldugu paydas
gruplariyla etkili iletisim kurmak
ve slirdiirmek amaciyla tiim i¢ ve
dis etkilesimin koordine
edilmesini saglayan bir yonetim
fonksiyonudur.”

Daniel ve Anca
(2012,s.175)

“Kurumsal iletisim, sirketin
bagiml oldugu paydaslarla olumlu
baslangic noktalar1 yaratmayi
amagclayan tiim i¢ ve dis iletisimleri
yOnetme ve diizenleme
faaliyetlerini kapsayan bir
kavramdir.”

Yamauchi
(2001, s.132)

“Organizasyonun kurumsal
kiltiriiniin nihai ifadesi olarak
gordigi kurumsal felsefeyi
kurumun paydaslarina etkili bir
sekilde aktarma eylemidir.”

Dolphin ve Fan
(2000, s5.100)

“Bir orgiitiin ¢esitli hedef kitleleri
ile iletisim kurarak hem kendi hem
de onlarin yararina ve rekabet
avantajinin  artmasina  yonelik
olarak yiiriitiillen stratejik bir
yonetim siirecidir”

Tosun (2003,
s.175)

“Isletmelerin amagclarina ulasmak
ve amaglarini gercgeklestirmeye
yonelik stratejilerini uygulamak
icin planladiklar1 tiim iletisim
¢alismalarinin bir
entegrasyonudur.”

Goodman
(2000, s. 69)

“Kurumun etkili ve faydali sekilde
iletisim kurma cabalarinin
toplamidir.”

Kaynak: Yazar tarafindan olusturulmustur.

Tablo 1'de gorildiigii izere, kurumsal iletisim kavrami
ile ilgili yapilan tanimlamalar arastirmacinin bakis
acisina gore degisse de ilgili kavramin, kurumun
varligini stirdiirmek i¢in gerceklestirdigi tiim iletisim
faaliyetlerini kapsayan (Ozeray ve Oymen, 2022, s. 44)
hayati bir yonetim fonksiyonu (Goodman, 2000, s. 69)
oldugu ifade edilmektedir. Nitekim Frandsen ve
Johansen (2014, s. 223) de kurumsal iletisim ile ilgili
yapilan tanimlarin ortak noktalari oldugunu belirtmis
ve bu ortak noktalari su sekilde ortaya koymustur:

Kurumsal
fonksiyonudur,

. iletisim stratejik bir yonetim

. Kurumsal iletisim, tiim i¢c ve dis iletisim
siireglerini esgiidiimlii olarak siirdiirerek, bunun etkili
ve verimli bir iletisim bigimine yol agacag diistince

temeli tizerine oturtulmustur,

. Dis ve i¢ iletisim faaliyetlerini esgiidiimlii
olarak siirdiirmenin amaci, kuruma dair bir veya

birden fazla olumlu imaj/itibar  olusturmak,

22

K. Kasaroglu - M. E. Giiler / Journal of Business in The Digital Age 7(1), 2024, 20-29

stirdiirmek, degistirmek veya olumsuz olan algiy1
degistirmektir.

Bir 6rgiitiin kurumsal iletisim fonksiyonu, tiim i¢ ve dis
paydaslarla iletisimi kapsamaktadir; bu kapsam
dahilinde medya iliskileri, yatirima iliskileri, calisan
iliskileri, kamu ve toplum iliskileri, yonetim iletisimi,
itibar yonetimi ve pazarlama iletisimi gibi pek cok alt
fonksiyonu biinyesinde barindirmaktadir (Argenti,
2006, s. 358; Valackiene, 2010, s. 100; Cornelissen,
2020, s. 57). Kurumsal iletisimi anlamak ve yonetmek
sirkete vizyon kazandiracag: gibi (Goodman, 2000, s.
69), kurumsal kimligi ve imaj1 giiclendirmesi (Gokge,
2018, s. 6), hem bireysel hem 6rgiitsel performansin ve
dolayisiyla kurumsal tiretkenligin gelistirilmesine katki
saglamas1 (Mihai, 2017, s. 106), boylelikle orgiitlerin
ginimiiz rekabet ortaminda ayakta kalmasi
noktasinda 6nemli islevler goriir (Goodman, 2001, s.
119).

Orgiitler tarafindan siirdiiriilen kurumsal iletisim
siirecinde cesitli iletisim araglarindan
faydalanilmaktadir (Sen, 2016, s. 30; Ormanci ve
Sehitoglu, 2021, s. 91). Bu araglar gazete, dergi gibi
basili mecralar veya televizyon reklam ve tanitimlari
olabilecegi gibi (Ozeray ve Oymen, 2022, s. 44), cesitli
dijital mecralarn da igermektedir (Argenti, 2006, s.
357). Glnimiz is ve toplum yapist goz Oniinde
bulunduruldugunda, 6zellikle internet teknolojisi
kurumsal iletisim acgisindan 6ne c¢ikan bir teknoloji
olarak degerlendirilmektedir (Basok Yurdakul vd.,
2012, s. 10). Clunkii Peltekoglu (1988’den akt. Kekeg
Morkog ve Dogan, 2014: 57)'na gore internet sayesinde
kurumlar fiziksel mesafeleri ortadan kaldirabilmekte,
tiketiciler ve ireticiler ile etkilesim kurmay:
kolaylastirmakta, insanlar kurum ile ilgili ihtiyag
duydugu bilgiye hizlica ulasabilmekte ve ayni1 zamanda
tanitim ve reklam faaliyetleri
gerceklestirilebilmektedir. Glinlimiizde internet
teknolojisi baglaminda gelistirilen ve kullanilan farkl
teknolojiler ~ bulunmakla  birlikte, = kurumlarin
yogunluklu olarak kullandigi iletisim araglarindan biri
de kurumsal web sayfalaridir (Geng, 2019, s. 885).
Nitekim kurumsal web sitelerinin 6ncelikli varolus
amacl, kurumun sahip oldugu igerigin kurumsal amag
kapsaminda belirlenen hedef kitleye en etkili sekilde
iletilmesidir (Ugak ve Cakmak, 2009, s. 279).

Yasar (2020, s. 1153) kurumsal web sayfalarim
“kurumun disa acilan penceresi” olarak
tanimlamaktadir. Bilginin oldukea erisilebilir oldugu
bugiiniin diinyasinda kurumlarin kimliklerini, imaj ve
itibarini yansitabildikleri, kurumun belirledigi amaclar
cercevesinde hedef Kkitleleri ile hizli ve dogrudan
iletisimi miimkin kilan web sayfalari, 6nemli bir
kurumsal iletisim aracit olarak nitelendirilmektedir
(Engin ve Eker Akgoz, 2016, s. 92).

Kurumsal web sayfalari, kurumun kendisi hakkinda
bilgi sunmasi ve insanlarin kurum hakkinda bilgi
edinmesine olanak saglamasi gibi amaglarla



kullanilmaktadir (Kent ve Taylor, 1998, s. 322; Cooley,
1999, s. 41). Ayrica kurumlar web sayfalar1 araciligi ile
tamamen zaman ve mekandan bagimsiz olarak tanitim
faaliyeti gerceklestirebilmekte (Kog, 2015, s. 59),
sosyal sorumluluk projeleri veya finansal girisimlerini
aktarabilmekte (Pollach, 2005, s. 285; Park vd., 2013, s.
706), potansiyel miisteri veya ¢alisana ulasabilmekte
(Uzunoglu vd., 2009, s. 37), seffaflik ve etkilesim gibi
birtakim sorumluluklarin1 da yerine getirme olanagi
elde etmektedir (Yasar ve Altincik, 2018, s. 225).
Dolayisiyla, kurumsal web sayfalarinin sundugu
olanaklar ve yerine getirdigi islevler nedeniyle
kurumlar hem kendilerini hem de kurumsal olarak
gerceklestirdiklerini dis diinyaya aktarabilmektedirler.
Bu noktada, kurumun gerceklestirdiklerinin
aktarilmasi noktasinda da web sayfasinda yer alan
haberler 6nemli bir rol oynamaktadir (Somuncu ve
Giiltekin, 2021, s. 83).

flgili literatiir incelendiginde, isletmelerin web
sayfalarinin genis bir perspektiften ele alindig
goriilmektedir. Bu baglamda web sayfalari ile kurum
imaju iliskisi (Coban, 2003; Nisanc1 ve Ozmutaf, 2016;
Ozdemir, 2017), web sayfalarinin halkla iliskiler amach
kullanimi (Ozturk ve Ayman, 2007; Boztepe, 2013;
Oztirk ve Yimaz, 2013; Tarhan, 2014), sanayi
isletmelerinin web sayfasi kullanim durumlar (Cigek,
Demirel ve Onat, 2010; Biiyiikdogan ve Bingdl, 2021)
gibi cesitli arastirmalar literatiirde yer almaktadir.
Ayrica, yerel yonetimlerin (Kaya ve Over, 2019), siyasal
partilerin (Yasar, 2020), iiniversite web sayfalarinin
kullanilabilirliginin (Ates ve Karacan, 2009; Ugak ve
Cakmak, 2009; Cevher, 2015; Dalveren ve Peker, 2021),
tasarimlarinin (Giingiir ve Bangir Alpan, 2017) ve
kalite siireglerine etkilerinin (Cengiz Gokee, Kegecioglu
Daglive Dal, 2020) de inceleyen calismalarin da oldugu
goriilmektedir. Ote yandan, turizm béliimlerinin web
sayfalarinin tanitim amagcgh kullanilmasinmi genis bir
perspektiften ele alan calisma (Keke¢ Morkog ve Dogan,
2014) bulunmakla birlikte daha 6zellikli bir unsur olan
haberlerin incelendigi bir arastirmaya rastlanilmamasi,
arastirmanin temel motivasyonunu olusturmaktadir.

3| YONTEM

Arastirmanin temel amaci, Tirkiye'de yer alan turizm
fakiiltelerinin kurumsal web sayfalarindan 2023 yih
icerisinde  yayinladiklar1  haberleri inceleyerek
fakiiltelerin kendilerini kurumsal iletisim kapsaminda
ic ve dis paydaslarina web sayfalar1 araciligiyla nasil
yansittiklarini ve yansitmak istediklerini ortaya
koymaktir. Nitel olarak siirdiiriilen bu arastirmada
dokiiman analizinden faydalanilmistir. Dokiiman
incelemesi arastirilan konuya iliskin bilgileri iceren
materyallerin analizini icermektedir (Yildirnm ve
Simsek, 2018, s. 198). Dokiiman incelemesinde temel
yaklasimlardan biri, dokiimanin icerdigi bilgilere icerik
analizine tabi tutulmasidir (Robson, 2015, s. 431).
Dolayisiyla arastirma kapsaminda elde edilen veriler
nitel veri analiz programi MAXQDA 24 ile analiz
edilmis, icerik analizi gerceklestirilerek
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yorumlanmistir. Arastirmanin amact ve kullanilan
yontem baglaminda, YOK ATLAS lisans tercih
programindan faydalanilarak 2023 yilinda YKS sinav
sonucu ile kayit yaptirilabilen devlet ve vakif
iniversitelerinde toplam 51 turizm fakdltesi
bulundugu tespit edilmistir. Ote yandan kurumsal web
sayfalarinda 2023 yilina ait veya genel olarak haber
sekmesi bulunmayan 8 fakiilte arastirma disinda
birakilmis, dolayisiyla arastirma 43 fakiiltenin
kurumsal web sayfalari iizerinden gergeklestirilmistir.

4 | BULGULAR

Arastirmaya dahil edilen fakiiltelerin bolgesel dagilimi
sekil 1’de gosterilmektedir:

¢ ANADOLU BOLGESI

KARADENIZ BOLGESI

MARMARA BOLGESI

EGE BOLGESI 140% 6

GUNEYDOGU ANADOLU BOLGESI
DOGU ANADOLU BOLGESI
AKDENIZ BOLGES |

KUZEY KIBRIS TURK
CUMHURIYETI

Sekil 1. Fakiiltelerin Bolgesel Dagilimi

Tablo 1' e gore; arastirmaya dahil edilen turizm
fakiiltelerinin ~ sikliklar1  incelendiginde (n=43),
arastirmaya en ¢ok dahil edilen fakiiltelerin, i¢ Anadolu
(f=10) ve Karadeniz (f=9) Bolgelerinde yer aldigi, en
az frekansa sahip, dolayisiyla en az fakiiltenin yer aldigi
bolgelerin ise Kuzey Kibris Tiirk Cumhuriyeti (f=2) ve
Akdeniz Bolgesi (f=3) oldugu gorilmektedir. Tim
fakiilteler, bagli bulundugu tuniversitenin yer aldig
bolgeden bagimsiz olarak degerlendirildiginde, 2023
yilinda kurumsal web sayfalar: lizerinden yayinlanan
haberlerin toplam frekansinin 723 oldugu (n=723)
gorilmiustiir. Bahsi gecen haberlerin ay bazinda
dagilimi asagidaki sekilde verilmektedir:
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Sekil 2. Haberlerin Aylara Gore Dagilimi

Sekil 2’de Turizm Fakiiltelerinin 2023 yilinda kurumsal
web sayfalarinda yayinladiklar1 haberlerin aylara gore
dagilimi yer almaktadir. Fakiiltelerin 2023 yilinda



yayinladiklar1 toplam haber sayisi 723 olmasina
ragmen, her haberin tarih bilgisine yer verilmedigi
gorilmiis, dolayisiyla ilgili sekil 623 veri lizerinden
olusturulmustur. Buna gore haberlerin ay bazinda

dagilimi degerlendirildiginde; gerceklestirilen
haberlerin neredeyse yarisinin (%42,37) Ekim ve
Kasim aylarinda gerceklestirildigi (f=264)

goriilmektedir. Fakiiltelerin Eyliil ay1 sonu ile birlikte
yeni egitim-0gretim donemlerine baslamalari, Ekim ve
Kasim aylarinda  o6grencilerin  iniversite ve
fakiiltelerinde aktif olarak yer almalari, fakiiltelerin
haber sikligini da etkilemis, fakiiltelerin haber niteligi
tasiyan etkinlik ve gelismeleri agirhikli olarak bu
aylarda gerceklestirmeyi tercih ettikleri bulgusuna
ulasilmistir. Nitekim Temmuz (f=28), Agustos (f=20)
ve Eylil (f=27) gibi yaz aylari ile Subat ay1 (f=19) gibi
donem arasinda, yani Ogrencilerin aktif olarak
fakiiltede yer almadigi aylarda gerceklestirilen
haberlerin frekanst da bu bulguyu destekler
niteliktedir. Haberlerin igeriklerine bakildiginda ise,
frekans1 yiiksek aylardaki haberler genellikle
ogrencilere yonelik gerceklestirilen egitim ve
etkinlikler ile ilgili iken, frekansin diisiik oldugu
ozellikle yaz aylarindaki haberler ise daha ¢ok yeni
egitim 6gretim yilina yonelik planlamalar1 ve tanitim
faaliyetlerini icermektedir.

Arastirma kapsaminda analiz edilen haberler, anlam
karmasasini engellemek adina icerik bakimindan “Kisi
Temelli” ve “Olay Temelli” haberler olmak iizere iki ana
kategoriye ayirilmistir. Kisi Temelli Haberler bashigy;
fakiiltelerin kurumsal web sayfalarinda yayinladiklar
ve 0grenci, akademik personel ve idari personel gibi
kisileri 6n plana ¢ikaran haberleri ifade ederken, Olay
Temelli Haberler ise yine kisilerin de katilim sagladigi
ancak ana 6znenin bir olay1 veya bir durumu ifade eden
haberleri olusturmaktadir. Analiz kapsaminda toplam
813 kod ve alt kod olusturulmus olup, bu kodlarin 198’i
Kisi Temelli, 615'i ise Olay Temelli haberlerin altinda
yer almaktadir. Haberlerin toplam frekansinin (f=813)
Sekil 2’deki haberlerin aylarinin frekansindan (f=723)
biiylik olmasinin sebebi, bazi1 haberlerin birden fazla
kod ile iliskilendirilmesidir. Bu baglamda; “Kisi
Temelli” haberlere yonelik olusturulan kod grubu Sekil
3’de yer almaktadir:
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Sekil 3. Kisi Temelli Haberler Kod Grafigi
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Sekil 3’de turizm fakiilteleri tarafindan yayinlanan “kisi
temelli” haberler i¢in olusturulan kodlar ve bu kodlarin
alt kodlar1 yer almaktadir. Buna gore; toplam frekansi
198 olan kisi temelli haberler, mevcut durumun daha
belirgin tasvir edilebilmesi adina “Ogrenci” (f=61) ve
“Personel” (f=137) olmak iizere iki ana koda
ayirilmistir. “Ogrenci” kodu da kendi icerisinde 7 alt
koda ayrilmis olup, bu alt kodlar ilgili sekilde sikligina

gore siralanmistir. Bu noktada, “topluluklar” alt
kodunda (f=24) c¢ogunluklu olarak 6grenci
topluluklarinin  diizenledigi  geziler, etkinlikler,

toplantilar ve cesitli egitsel programlara yoénelik
haberler yer almaktadir. Topluluklar tarafindan
gerceklestirilen etkinliklerin ¢ogu fakiiltede yer tiim
ogrencileri kapsamina alsa da, yapilan haberlerde bahsi
gecen etkinligin ilgili 6grenci toplulugu tarafindan
gerceklestirildiginin vurgulandigy, dolayisiyla
etkinlikten ziyade etkinligi gerceklestiren kisi veya
grubun 6n plana cikarildigi belirlenmistir. Ogrenci
temasi altinda yer alan diger alt kodlar incelendiginde
ise, “mezuniyet” kodu altinda 6grencilere yo6nelik
diizenlenen mezuniyet torenleri, “68renci basaris1”
kodu altinda o6grencilerin kabul edilen projeleri,
tamamladiklar1  ¢esitli  egitim  programlarnn ve
ogrencilerin ¢esitli yarismalardan elde ettikleri
basarilar, “6grenim hareketliligi” kodunun altinda ise
hem fakiilte 6grencilerinin ¢esitli proje ve egitimler
kapsaminda yurt dis1 68renim ve staj faaliyetleri, hem
de benzer amaglar ile yurt disindan fakiilteye gelen
ogrencilere yonelik haberler yer almaktadir.

Fakiilte personeline yonelik haberleri iceren “Personel”
alt kodunun da kendi iginde 5 alt koda ayrildig,
icerisinde yer alan “Bilimsel Etkinlik Katihim” alt
kodunun ise “Personel” kodunun altinda yer alan
haberlerin neredeyse yarisini (%48,17) olusturdugu,
dolayisiyla diger alt kodlardan frekans olarak gozle
goriiliir bicimde ayrildig1 gériilmektedir. Ilgili alt kod,
fakiilte akademik personelinin 2023 yili igerisinde
katim sagladigi ve fakiilte web sayfasinda haberi
yapilan seminer, forum, sdylesi, toplanti ve sempozyum
gibi bilimsel etkinlikleri icermekte ve bahsi gecen alt
kodlarin sikligi incelendiginde en yiliksek frekansa
sahip katilim saglanan bilimsel etkinliklerin sirasi ile
calistay (f=16), panel (f=10) ve kongre (f=10) oldugu
bulgusuna ulasilmistir. Ote yandan, 2023 yilinda
neredeyse tiim turizm fakiltelerinin dekanlarinin
katilm  sagladigt  “Turizm  Fakiilte = Dekanlari
Konseyi’nin fakiilte web sayfalarinda c¢alistay
kapsaminda degerlendirilmesi, ilgili frekansin yliksek
cikmasiin sebebi olarak gosterilebilmektedir. Ote
yandan “Atama Yikseltme” kodu altinda fakiilte
Ogretim liye ve elemanlarinin atamalari, yeni invanlari
hakkinda bilgi vermeye yonelik haberler, “Proje” kodu
altinda oOgretim iiyelerinin proje kabul ve destek
haberleri, “Basar1” kodu altinda ise yine 06gretim
iiyelerinin cesitli bilimsel ve akademik basarilarina
yonelik haberler yer almaktadir. Son olarak; “Gorev
Degisimi” kodu altinda ise; “Fakiiltemizde Dekanlik
Devir Teslim Toreni Gergeklestirildi” ve “Fakiiltemizde



Gorev Degisimi” gibi bagliklar ile fakiilte yonetim
kademesinde veya idari kadroda meydana gelen
degisimleri, yeni atamalar1 konu alan haberlerin yer
aldig1 bulgusuna ulasilmistir.

“Olay Temelli” haberler, yukarida yer alan “Kisi
Temelli” haberlerden farkli olarak bir durumu, bir olay1
on plana ¢ikaran haberleri ifade etmektedir. Bu
kategoride, “Kisi Temelli” haberlerde de oldugu gibi
bireylerin katillmi s6z konusu olsa da, haberlerde
vurgulanan nokta olay icerisinde yer alan kisilerden

ziyade gerceklesen veya gerceklestirilen olayin
kendisidir. Bu baglamda; “Olay Temelli” haberlere
yonelik olusturulan kod grafigi Sekil 4’de yer
almaktadir:
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Sekil 4. Olay Temelli Haberler Kod Grafigi

Sekil 4 incelendiginde; toplam frekansi 615 olan “Olay
Temelli” haberlerin kendi icinde de 6 alt koda ayrildig1
ve bahsi gecen alt kodlardan en yiiksek frekansin
“Etkinlik” (f=353), en diisiik frekansin ise “Universite
ile Ilgili” (f=17) kodunun oldugu gériilmektedir.

Kodlar ayr1 ayr1 degerlendirildiginde; “Etkinlik”
kodunun, “Olay Temelli” haberlerin yarisindan fazlasini
(%57, 39) temsil ettigi bulgusuna ulasilmistir.
Dolayisiyla, etkinlik ¢atisi altinda yer alan haberlerin
daha yalin ifade edilebilmesi icin ilgili kod da kendi
icerisinde 6 alt koda ayrilmis ve ayri ayri frekanslari
verilmistir. Burada, en yiiksek sikliga sahip kodun
“Ogrencilere Yonelik Etkinlik” (f=193) kodunun
oldugu gorilmektedir. Bu kodun altinda yer alan
etkinlikler ise “Tanitim Oryantasyon” (f=36),
“Ogrencilere Yonelik Genel Egitim” (f=90), ve
“Ogrencilere Yonelik Mesleki Egitim” (f=67) olarak ii¢
ayr1 alt kod grubuna ayrilmistir. “Tanitim
Oryantasyon” alt kodunun altinda, fakiilteye yeni kayit
yaptiran 6grencilerin uyum siire¢lerini hizlandirmak
ve kolaylastirmak adina gergeklestirilen etkinlikler ve
programlar ile potansiyel 0Ogrencilere yonelik
gerceklestirilen tanitim etkinliklerine yonelik haberler
yer almaktadur. Bir diger kod olan “Ogrencilere Yénelik
Genel Egitim” kodunda 6grenim goriilen boélim fark
etmeksizin Ogrencilere verilen c¢esitli egitimlere
yonelik haberler yer almaktadir. Bu kodun altinda; CV
hazirlama, dilekge yazimi, engelli haklari, Dijital ve
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sosyal medya okuryazarhgl ve ilkyardim gibi “Genel
Egitim” (f=24), “Turizmde Mevcut Durum ve Giincel
Egilimler” gibi “Mesleki Seminer - Konferans” (f=24)
ile yine tiim 6grencileri kapsayan “Kariyer imkanlar1”
(f=6), “Kariyer Giinleri” (f=5) ve “Yurt Dis1 Olanaklar1”
(f=6) gibi alt kodlar yer almaktadir. “Ogrencilere
Yonelik Mesleki Egitim” kodu altinda ise tiim 6grenciler
yerine Turizm Isletmeciligi, Gastronomi ve Mutfak
Sanatlari, Rekreasyon ve Turizm Rehberligi bolim
ogrencilerine belirli bolim 6grencilerine yo6nelik
gerceklestirilen etkinliklere yonelik haberler yer
almaktadir. Burada en yiiksek olarak (f=34)
Gastronomi ve Mutfak Sanatlar1 béliimii 6grencilerine
yonelik gerceklestirilen cesitli teknik geziler (f=4),
teorik egitimler (f=13) ve workshop gibi uygulamali
egitimler (f=17) haber olarak verilmis, sonrasinda ise
Rehberlik (f=14), Turizm Isletmeciligi (f=12) ve
Rekreasyon (f=6) boliimlerine yonelik haberler takip
etmistir.

Yine “Etkinlik” kodu altinda yer alan bir diger yiiksek
frekansa sahip alt kodun, “Fakiiltenin Yer Aldig1 -
Yuruttigu Organizasyonlar” kodu oldugu
gorilmektedir (f=57). Bu kodun altinda yer alan
haberler, ilgili fakiiltenin bizzat yiiriitiiciisii veya farkl
kurumlar ile birlikte paydasi oldugu c¢esitli “Kongre -
Sempozyum” (f=39), “Fuar” (f=8) ve “Sanatsal
Etkinlik”leri (f=5) kapsamina almaktadir. Diger alt
kodlar igerik olarak incelendiginde ise, fakiiltenin ve
ogrencilerin yiiriittiigl cesitli proje ve etkinliklerin yer
aldig1 “Sosyal Sorumluluk” kodu, Turizm haftasi (f=13),
Tiirk mutfagi haftasi (f=6) ve 10 Kasim gibi 6zel giinler
icin gergeklestirilen anma etkinliklerinin (f=6) yer
aldig1 “Ozel Giin Haber ve Etkinlikleri” kodu, kurum
kiltiirti ve aidiyetini gelistirmek adina tertip edilen
cesitli yemek, kutlama ve anma gibi etkinlikleri ifade
eden “Kurum Ici Etkinlikler” ile fakiilte 6gretim iiye ve
elamanlarinin Turizm fakiltesi disindaki 6grencilere
yonelik diizenledikleri teknik gezileri konu alan “Bagka
Fakiilte Teknik Gezi” kodlarimin yer aldigl
gorilmektedir.

."Olay Temelli” haberler altinda olusturulan ve yiiksek
frekansa sahip bir diger kod ise “Paydas” kodudur. Bu
kodun altinda yer alan haberler, genellikle ikili
isbirlikleri olusturmak ve gelistirmek, {iniversite-
sektor kapsaminda yeni olanaklar yaratmak ve ortak
gerceklestirilebilecek  projeler hakkinda istisare
yapmak icin fakiilteye gerceklestirilen veya fakiiltenin
gerceklestirdigi “Dis Paydas” ziyaretlerini ve kurum
icerisinde gerceklestirilen “Ic Paydas” toplanti ve
ziyaretlerini kapsamaktadir. Sekil 4 incelendiginde,
bahsi gecen “Dis Paydas” kodunun “Ulusal” (f=85) ve
“Uluslararas1” (f=21) olmak iizere iki sekilde
incelendigi goriilmektedir. Bu baglamda, ulusal kodu
altinda yer alan ziyaretlerin agirlikli olarak Bolge
Turizm il Midirliga, Milli Egitim Bakanhgi ve cesitli
iist diizey kamu kurumu yoéneticilerine (f=34) ve hem
fakiilte 6grencilerinin is ve staj olanaklarini artirma
hem de turizm isletmelerinin nitelikli personel



ihtiyacini karsilama amaciyla sektor temsilcilerine
yonelik  (f=28) gerceklestirildigi goriilmektedir.
Burada dikkat ceken bir diger onemli husus ise,
gerceklesen veya  gergeklestirilen  ziyaretlerin
bazilarinda fakiilte ile paydas arasinda bir “protokol”
imzalanmis olmasi ve bu gelismelerin haberlere de
yansitilmasidir (f=9). Dis paydas ziyaretlerinin
“Uluslararasi” boyutunda ise yogunluklu olarak
yurtdisinda bulunan {niversitelere gerceklestirilen
veya yurtdisindaki liniversitelerden fakilteye ziyarette
bulunan 6gretim liyelerine yonelik haberlerin yer aldig1
“Universite” kodunun (f=15) yer aldig1 bulgusuna
ulasiimistir.

“Paydas” kodunun altinda yer alan “i¢ Paydas” kodu ise
(f=48) kendi icerisinde “Toplant1” (f=35) ve “Ziyaret”
(f=13) olmak iizere iki alt koda ayrilmaktadir. Burada,
“Toplant1” kodunun altinda fakilte c¢alismalar:
kapsaminda gerceklestirilen cesitli komisyon, kurul ve
idari toplantilara yonelik haberler yer alirken, “Ziyaret”
kodu altinda ise iiniversite tepe ydnetiminin fakiilte
yonetimine ziyaretlerini konu alan haberler yer
almaktadir.

Sekil 4’de yer alan kod grubunda incelenmesi gereken
bir diger alt kod ise “Egitim - Ogretim” kodudur. Bahsi
gecen kod da kendi icerisinde “Ogrenciye Yénelik” ve
“Personele Yonelik” olmak {izere iki alt gruba
ayrilmistir. “Ogrenciye Yoénelik” kod grubu altinda,
ozellikle Gastronomi ve Mutfak Sanatlar1 6grencilerinin
ders kapsaminda gerceklestirdikleri uygulamalari
iceren ve ders ¢iktis1 olarak nitelendirilen haberler
(f=24), yine Gastronomi ve Mutfak Sanatlar1 Béliimiine
yonelik uygulama mutfaginin agilisini iceren haberler
(f=6) ve egitimin niteligini artirmaya yonelik fakiilteye
kazandirilan topraksiz tarim alani, sera ve gesitli
toplant1 ile etkinliklerde Gastronomi ve Mutfak
Sanatlar1 boliimii 6grencilerinin hazirladig: iirtinlere
yonelik haberler (f=8) yer almaktadir. “Personele
Yonelik Egitim” kisminda ise genellikle akademik
personele yonelik proje bilgilendirmeleri, nitelikli
yayin stratejileri gibi egitimler ile {iniversite sisteminin
daha etkin kullanilabilmesi amaciyla fakiilte idari
personeline verilen egitimleri konu alan haberler yer
almaktadir. Burada ac¢iklanmasi1 gereken bir diger
husus, “Egitim - Ogretim” kod grubu ile “Etkinlik” kod
grubu altinda yer alan ve dgrencilere yonelik egitimleri
konu alan kod grubudur. “Egitim - Ogretim” kod grubu
altinda yer alan haberler dogrudan egitim 6gretim
stirecini etkileyen ve siireklilik saglayacak gelismeleri
ifade ederken, etkinlik kod grubu altindaki egitime
yonelik haberler ise genellikle tek seferlik bir olay
Orgiisii  lzerinden tasarlanan ve tamamlanmis
egitimleri, etkinlikleri ifade etmekte, bu baglamda iki
kod grubu birbirinden ayrilmaktadir.

Son olarak, “Olay Temelli” haberler grubunun en az
frekansa sahip alt kodlarini sirasiyla “Kalite Siirecleri”
(f=22), “Basinda Yer Alma” (f=18) ve “Universite ile
flgili” (f=17) kod gruplar olusturmaktadir. “Kalite
Stiregleri” alt kodunda agirlikli olarak fakiiltenin kalite
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calismalar1 kapsaminda gergeklestirdikleri toplanti,
etkinlik ve faaliyetleri ile akreditasyon siireclerini ele
alan haberler yer almaktadir. Ote yandan, “Basinda Yer
Alma” kodu ile ilgili fakiiltenin ulusal ve yerel basinda
yer aldig1 haberleri kendi web sayfasina da tasidigi
goriilmiis, “Universite ile Ilgili” kodunda ise fakiiltenin
disinda, liniversitenin tamamini ilgilendiren gelisme ve
haberlere yer verildigi bulgusuna ulasilmistir.

5 | TARTISMA VE SONUG

Kurumsal iletisim kavrami, 1990’11 yillardan beri gerek
sahada, gerek ise akademik literatiirde, hem kar amaci
giiden hem de gilitmeyen kuruluslar i¢in son derece
o6nemli ve lizerinde durulan bir kavram haline gelmistir
(Frandsen ve Johansen, 2014, s. 220; Kog, 2015, s. 76).
Dolayisiyla bilimin, bilimsel gelismenin ve teknolojinin
kaynagi olan iiniversitelerin ve iiniversite ¢atisi altinda
faaliyetlerini siirdiiren fakiiltelerin de kurumsal
amaglarini gergeklestirmek i¢in i¢ ve dis ¢evreleri ile iyi
iliskiler icerisinde olmasi son derece 6nem arz
etmektedir (Keke¢ Morko¢ ve Dogan, 2014, s. 65).
Bugiliniin teknolojisi g6z oniine alindiginda, bahsi gecen
iliskiyi kurma ve siirdliirme noktasinda en ulasilabilir ve
zahmetsiz arag ise web sayfalaridir (@zdemir, 2017, s.
345).

Web sayfalar1 sayesinde Ttniversite ve fakiilteler
mevcut ve potansiyel 6grencilerine, biinyesinde yer
alan personele ve tiim dis diinyaya seslenebilmekte, bu
sayede kurumu tanitabilmekte ve kurumun daha iyi
anlasilmasi saglanabilmektedir (Basok Yurdakul ve
Coskun, 2009, s. 1953-1954). Kurumun web sayfasi
iizerinden kendini, yaptiklarini ve planlarini aktarma
siirecinde ise “haberler” sekmesi o6nemli bir yer
tutmaktadir. Nitekim Somuncu ve Giltekin (2021, s.
83-84)’e gore kurumun haber vasitasiyla paydaslarla
olusturduklar1 iligkileri, basarilar1 ve 0diilleri,
gerceklestirilen etkinlik ve faaliyetleri aktarmasi 6nem
arz etmektedir. Bunlar, kurumun Kkendisini
aktarmasina yardimc olacag gibi, gelecek dénemlere
dair potansiyel isbirlikleri, firsatlar veya tercih
edilebilirlik noktasinda da referans olusturacaktir. Bu
baglamda gergeklestirilen arastirmada, turizm
fakiiltelerinin kurumsal web sayfalarinda yer alan
haberler aracilifiyla hangi noktalarini 6n plana
cikarttiklari ve kendilerini 6zellikle dis paydaslara nasil
lanse ettiklerini ortaya koymak amaglanmistir. Bu
amaca istinaden Tiirkiye’de YKS sonucuna gore
basvuru yapilabilen tiim turizm fakiiltelerinin 2023
yilinda yayinladiklari toplam 723 haber incelenmistir.

Bulgular degerlendirildiginde, arastirmaninin evrenini
51 turizm fakiiltesinin olusturmasina ragmen 8
fakiiltenin kurumsal web sayfasinda haber sekmesi
veya 2023 yili igerisinde yayinladigi bir haber
bulunmadig1 goézlemlenmistir. Dolayisiyla bu durum,
fakiiltelerin kendilerini tanitma noktasinda negatif bir
unsur olarak degerlendirilebilmektedir. Nitekim
Yiiksekogretim Kalite Kurulu Bagkanhgi (YOKAK)
akreditasyon slireclerinde fakiiltelerin web



sayfalarinin dnemli bir degerlendirme kriteri oldugu
géz oOnlnde bulunduruldugunda, fakiiltelerin web
sayfalarini giincel tutmalar1 ve haber niteligi tasiyan
gelisme ve etkinliklerin web sayfalarinda da
yayinlanmasi kurumsal kalite siireclerinde de son
derece dnem arz etmektedir. Bir diger bulgu olarak
arastirmaya dahil edilen fakiiltelerin agirlikli olarak i¢
Anadolu ve Karadeniz Bolgelerinde yer almasi bahsi
gecen bolgelerde bulunan tniversite yogunlugu ile
aciklanabilmekte, haberlerin yayin sikliginin Ekim ve
Kasim aylarinda olmasi ise kurumlarin etkinliginin
O0grenci yogunlugu ile dogru orantih oldugunu
gostermektedir.

Turizm fakilteleri kurumsal web sayfalarinda kisiyi
one cikaran haberlerin yer aldigi “Kisi Temelli” kod
grubunda; 6grenci topluluklarini ve personelin bilimsel
etkinlik katilimlarin ifade eden haberlerin yogunlukta
oldugu goriilmektedir. Fakiilte ¢atis1 yer alan 6grenci
topluluklart1 ve bu topluluklarin aktif bir sekilde
faaliyette oldugunun gosterilmesi, fakiiltelerin egitim
Ogretim stireci icerisinde o6grencilerin 6n planda ve
karar mekanizmasinda oldugu c¢esitli sanatsal, sportif
ve kiiltiirel etkinlikler gibi egitimi destekleyici
unsurlara 6nem gosterdigi sonucuna ulasilmasina yol
acmaktadir. Nitekim ¢esitli arastirmacilar da 6grenci
topluluklarinin 6grencinin hem kisisel gelisiminde hem
de motivasyonlarinda 6nemli rol oynadigim
belirtmektedirler (Isik ve Erdogan, 2020; Karacan ve
Tezel, 2023). Ayrica bu durumun, Universite tercihi
stiirecinde olan potansiyel 6grenciler i¢cin de tercih
noktasinda  pozitif =~ bir algt  yaratabilecegi
disiiniilmektedir. Bir diger kod grubu olan personel
grubunda ise, fakiilte akademik personelinin bilimsel
anlamda da aktif ve itretken oldugunu gosterir
haberlerin yogun oldugu sonucuna ulagilmigtir. Ote
yandan, 6zellikle fakiilte akademik personelinin cesitli
basarilarini konu alan haberlerin azlig1 dikkat ceken bir
diger bulgu olarak degerlendirilmektedir. Bu noktada,
fakiilte personelinin elde ettigi basarilarin da kurumsal
web sayfasi yoluyla paylasilmasinin personel agisindan
motivasyon, aidiyet ve tesvik gibi pozitif ¢iktilar
olabilecegi gibi, personelin bagli bulundugu kurumu da
temsil ettigi diistintilerek ilgili fakiilteye de pozitif katki
saglayacag diisiiniilmektedir.

Bir diger kod grubu olan “Olay Temelli” haberlerde ise
etkinliklerin ve paydas ziyaretlerinin yogunluklu
olarak haberler yoluyla aktarildigi gorilmektedir.
Etkinlik kodu altinda 6grencilere yonelik seminer,
konferans ve soylesi yoluyla gerceklestirilen cesitli
mesleki ve genel egitimin frekans olarak daha yiiksek
diizeyde oldugu bulgusuna ulasilmis olup, egitim
siirecinin bu gibi uygulamalarla desteklendigi
gorilmistiir. Ozellikle turizm gibi insanin én planda
oldugu hizmet endiistrisinde mesleki bilginin yaninda
farkli meziyetlerin de katma deger yarattig1 géz oniinde
bulunduruldugunda, egitim siirecinin farkli konularda
teorik ve pratik olarak desteklenmesinin egitimin
niteligi agcisindan 6nem arz ettigi, dolayisiyla fakiiltenin
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egitim kalitesini gostermesi noktasinda degerli oldugu
diistinilmektedir. Ayrica, fakiiltelerin ozellikle dis
paydaslar1 kapsayan ziyaretleri de haberlerde siklikla
yer verildigi goriilmesi de bir diger 6nemli bulgu olarak
nitelendirilmektedir. Turizm fakiltelerinin gerek
sektor yetkilileri gerek ise yerel yoOnetimlerle
iliskilerini yakin tutmasi, 6grencilere yonelik staj ve
istihdam imkan1 yaratacak, aymi zamanda ihtiyag
duyulan nitelikli personel ihtiyacina cevap verilmesini
saglayarak turizm endiistrisine de katki saglayacaktir.
Ote yandan, fakiiltelerin uluslararas: dis paydaslarina
yonelik haberlerin ulusal paydaslar ile
karsilastirildiginda  olduk¢a seyrek olmasi ve
olusturulan 813 kodun yalnizca %2,70’inin fakiilte
tarafindan yiriitiilen kalite siiregleri ile ilgili olmasi,
turizm fakiiltelerinin bu noktalarda imaj ¢alismalari ile
ilgili baz1 eksiklikleri oldugunu diisiindiirmektedir.

Sonug olarak, turizm fakiiltelerinin 2023 y1li igerisinde
kurumsal web sayfalarindan yayinladiklari
haberlerden elde edilen bulgular degerlendirildiginde,
fakiiltelerin egitimin niteligini artirmaya yonelik
etkinliklerini 6n plana ¢cikararak aktif bir fakiilte profili
cizmeye yonelik haberler yaptiklari, ayni zamanda
paydaslariyla iyi iliskilerini de yansitmaya calistiklari
goriilmiistiir. Ote yandan, fakiiltelerin haberlerinde
uluslararasilasma, sosyal sorumluluk ve personel
tesviki gibi noktalarda ise goreceli olarak daha pasif bir
yaklasim sergiledigi sonuglarina ulasilmistir. Bu
baglamda, fakiiltelerin bireysel manada eksik yonlerini
belirleyerek bunlara tamamlamaya yonelik
faaliyetlerde bulunmalar1 ve bu faaliyetleri haber
araciligy ile paydaslan ile paylasmalarinin kurumun

imaji noktasinda da fayda saglayacagi
diistinilmektedir.
Gergeklestirilen  ¢alisma  ile  birlikte  turizm

fakiiltelerinin web sayfalarinda yayinlanan haberlere
yonelik genel bir cerceve c¢izilmeye calisiimistir.
Arastirmanin yalnizca 2023 yilin1 ve sadece kurumsal
web sayfasinda yer alan haberleri kapsamasi gibi
siirhiliklar géz 6ntine alindiginda, web sayfalarinda
yer alan tasarim o6zellikleri gibi farkli unsurlarin da
dahil edilerek kurumsal iletisim kavraminin daha genis
perspektiften ele alinmasi, turizm fakiilteleri web
sayfalarmin o6grenci ve dis paydas goziinden de
incelenmesi, bdylelikle yalnizca haber sekmelerinin
degil web sayfalarinin biitiinciil etkinliginin 6l¢iilmesi
ve fakiiltelerin sosyal medya hesaplari gibi farkl dijital
araclarin da dahil edilmesi sonraki arastirmacilara
oneri olarak sunulabilmektedir.
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ABSTRACT

The main subject of this study is impulsive buying and compulsive buying behaviors that can occur
in consumers’ online shopping and are considered as the unusual or irrational aspects of purchasing.
The study mainly focused on personal factors that may be the precursors of these behaviors. In this
respect, the study aims to statistically analyze the relationships between the five-factor personality
traits, consumer decision-making styles, impulsive buying, and compulsive buying variables based
on the relational screening model. It aims to determine which personality and decision-making
styles are associated with impulsive and compulsive buying. Within the scope of quantitative
research, data was obtained through a survey method from 478 participants, which was determined
through convenience sampling and analyzed. The findings from the analyses showed a significant
negative relationship between agreeableness and impulsive buying behavior regarding personality
traits and, similarly, between openness, conscientiousness, and agreeableness and compulsive
buying behavior. It has been revealed that consumers who buy brand consciousness, fashion
consciousness, recreational orientation, indecisiveness, impulsive, and habitual decision-making
styles are more prone to impulsive and compulsive buying. The findings obtained from this study
within the framework of an original research model are expected to contribute to the literature and
marketing practice by enhancing the understanding of the personality-driven aspects of consumer
behavior

0Z

Bu calismanin temel konusu, tiiketicilerin online (¢evrimici) aligverislere iliskin davranislarinda
ortaya cikabilen ve satin almanin olagandisi veya rasyonel olmayan yani olarak ifade edilen impulsif
satin alma ve kompulsif satin alma davranislaridir. Calisma esas olarak bu davranislarin ardinda
yatabilecek olan kisisel faktorler iizerine yogunlasmistir. Bu bakimdan ¢alismanin temel amaci,
iliskisel tarama metoduna bagh olarak bes faktor kisilik ozellikleri, tiiketici karar verme tarzlari,
impulsif satin alma ve kompulsif satin alma degiskenleri arasindaki iligkilerin istatistiksel olarak
analiz edilmesidir. Cesitli kisilik ve karar verme tarzlari icerisinde hangilerinin impulsif ve kompulsif
satin alma ile iligkili oldugunun tespit edilmesi amaglanmistir. Bu amaglar dogrultusunda bir nicel
arastirma kapsaminda, kolayda drnekleme yoluyla belirlenen 478 katilimcidan anket yontemiyle
veri elde edilmis ve analiz edilmistir. Analizler sonucunda elde edilen bulgular, kisilik 6zellikleri
bakimindan uyumluluk ile impulsif satin alma davranisi arasinda; deneyime agiklik, sorumluluk ve
uyumluluk ile kompulsif satin alma arasinda anlamli negatif bir iliskinin bulundugunu gostermistir.
Marka odakli, moda odakly, haz odakly, kararsiz, diirtiisel ve aliskanlik tizerine satin alan tiiketicilerin
impulsif satin alma ve kompulsif satin almaya daha fazla egilimli olduklar1 ortaya c¢ikmistir.
Calismanin oOzgiin bir arastirma modeli cercevesinde elde ettigi bu bulgularin tiiketici
davraniglarinin kisilik agirhikl yoniiniin anlasilmasi bakimindan literatiire ve pazarlama pratigine
katkilar sunmasi beklenmektedir.
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1| INTRODUCTION

In the recent past, consumers were reliant on physical
stores; however, today, the significant transformation
brought about by digital environments has not only
facilitated the act of shopping but has also
fundamentally altered the entire shopping experience
for consumers (Soni et al.,, 2019, p. 358; Durukal, 2020,
p. 871). Presently, consumers may make purchases not
solely based on rational motives, driven by the need for
products/services, but also prompted by impulsive
buying urges or an unrestrained compulsion to
alleviate the tension associated with purchasing. Such
purchases have garnered substantial attention from
consumer behavior researchers and marketing
academicians (Unsalan, 2016, pp. 572-574). It is
acknowledged that shopping can often occur without
much thought or a tangible need for specific
products/services (Bighiu et al,, 2015, p. 72). Impulsive
and compulsive buying, categorized as non-rational,
deviates from conventional buying behaviors.

Purchasing is a regular aspect of everyday existence.
Nevertheless, in certain situations, purchases can be
unforeseen and spontaneous, arising instantly, driven
by an impulse, and associated with intense motivation,
pleasure, and excitement. Such purchases are
commonly known as “impulsive buying” (also referred
to as sudden, momentary, impulsive, impelling,
internal, intuitive, motivational, or unplanned) (Rook,
1987). Although nearly everyone engages in such
buying processes, repeated uncontrolled purchasing
experiences can become problematic. This type of
dysfunctional behavior often considered “compulsive
buying,” involves repeated and excessive buying that
may lead to psychological distress, such as substantial
debts and feelings of guilt, significantly impacting an
individual’s life (Christenson et al., 1994). In particular,
consumers prone to compulsive buying tend to
experience repetitive, irresistible, and overpowering
urges to purchase products (often useless, fulfilling no
actual need, unused or unconsumed) and report
uncontrollable needs and escalating tensions that can
only be relieved through purchasing (Valence et al,,
1988; Faber, 1992; Christenson et al., 1994; Lejoyeux et
al,, 1996; Lejoyeux et al., 2007; Billieux et al,, 2008, p.
1433).

The technological conveniences offered by the current
era have led to the emergence of new platforms for
impulsive and compulsive buying behaviors.
Information and internet technologies have created a
convenient marketplace for consumers through online
platforms. When it comes to online shopping,
businesses or intermediaries have many tools to
develop marketing strategies targeting their desired
market segment. This situation is an observable factor
that enhances online impulsive and compulsive buying
behaviors (Yakin & Aytekin, 2019, p. 200). In addition
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to such factors, numerous environmental, social,
economic, psychological, and cultural factors, both
controllable and uncontrollable by businesses, can
influence consumer purchasing behaviors.
Uncontrollable purchasing behaviors, such as
impulsive or compulsive behaviors, are thought to be
influenced by various influential factors, with one of the
most crucial being the consumer’s personality traits.
Identifying the connection between personality traits
and these behaviors can yield important insights
(Hwang et al., 2012; Mikotajczak-Degrauwe et al., 2012;
Callesen et al., 2014; Shehzadi et al., 2016; Shahjehan &
Qureshi, 2019).

Marketing research on consumer behavior has focused
on normative behaviors for many years (Rook & Fisher,
1995; Kim et al,, 2012; White & Simpson, 2013; Melnyk
et al., 2020). However, the presence of uncontrollable
and negative aspects within consumer behaviors, such
as impulsive or compulsive purchasing, has drawn
attention to the darker side of buying. These behaviors
can adversely affect the consumer in various aspects,
such as psychological and financial, and their impact
may extend to the immediate social circle and family,
ultimately influencing overall quality of life. Behaviors
like impulsive and compulsive buying, considered to
deviate from the norm and irrational, have gained
increased attention, particularly with the continuous
rise of online shopping trends (Harnish et al,, 2017;
Malik & Joshi, 2023; Rocha et al,, 2023). Therefore,
investigating the underlying reasons behind these
aspects that contribute to the negative side of
consumer purchasing is crucial. Among the many
influencing factors, consumer personality traits are
considered one of the most significant. Establishing the
connection between personality traits and these
behaviors yields essential insights in this context
(Saghir et al., 2019).

The personality and individual traits that define people
shape their relationships with others and, most
importantly, guide their lives (McAdams, 1995;
Matthews et al,, 2003). They also influence consumer
behavior. In this regard, measuring personality traits is
an essential area of research, and efforts in this
direction have been ongoing since previous periods.
Different theoretical frameworks have developed
various personality scales geared toward this goal
(Rook & Fisher, 1995; Mikotajczak-Degrauwe et al,
2012; Mathai & Haridas, 2014; Wojciechowska, 2017).
The Five-Factor Personality Model (Bulut & Yildiz,
2018, p. 182) has gained widespread acceptance.
Additionally, consumer decision-making styles closely
relate to consumers’ characteristics and are essential in
explaining purchasing behaviors. It is evident that
individuals differ in emotion, action, thought, and
desire patterns, and it is equally clear that each changes
their thoughts, feelings, and behaviors over time
(Revelle & Wilt, 2020, p. 2). In the context of purchases,



each consumer may exhibit different approaches based
on various stimuli and factors. However, just as in
personality traits, it is possible to consider and examine
similar characteristics in decision-making styles.
Efforts in the literature in this regard have been
ongoing for a long time. Since the 1950s, researchers in
consumer behavior have been interested in identifying
consumers’ fundamental decision styles when
shopping. The consumer decision-making patterns
introduced by Sproles and Kendall (1986) have gained
widespread acceptance (Mishra, 2010, p. 48).

Following a quantitative research approach, this study
aims to statistically determine the relationships
between the Five-Factor Personality Inventory and the
Consumer Decision-Making Styles Inventory, along
with their dimensions, with impulsive and compulsive
buying behaviors. The data obtained through a survey
from consumers engaged in online shopping are
utilized to achieve this goal. The primary objective is to
elucidate the personality traits and decision-making
styles strongly associated with impulsive and
compulsive buying behaviors manifested in online
purchases. Through exploring these objectives,
findings derived from the data are presented, and
specific evaluations are made based on these findings.
In pursuit of these objectives, the study explores which
personality traits and decision-making styles are more
robustly linked to impulsive and compulsive buying
behaviors in online shopping. The acquired results are
shared based on the data, and subsequent analyses are
conducted to interpret these findings.

2 | LITERATURE REVIEW
2.1 The Big Five Personality Traits

It is possible to say that there are various definitions
and approaches related to the concept of personality in
the literature. According to Hirschberg (1978, p. 45),
personality is a holistic concept consisting of broad,
enduring, and relatively stable traits used to assess and
explain behavior (Eysenck, 1994, p. 39). As defined by
Schermerhorn et al. (1997, p. 47), this concept
represents a combination of characteristics that
comprise an individual’s general profile, interactions
with others, and responses, encompassing the unique
nature of the individual (Erol, 2013, p. 18). Bergner
(2020, p. 15) describes an individual’s personality as a
set of enduring traits (tendencies to engage in specific
behaviors or experience certain emotional states) and
styles (tendencies related to how a person does things
rather than what they do) that represent the
individual’s inclinations and qualities that differentiate
them from others. According to Mayer (2007, p. 1),
commonalities in the definitions and explanations
related to personality highlight that personality entails
distinctive patterns of thought, emotion, and behavior
coupled with underlying psychological mechanisms
(Funder, 2004, p. 5).
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It is essential to note that researchers studying human
personality and the theories proposed have generally
been concerned with individual differences. They
assume that individual differences are crucial in
personality and will manifest in behavioral and reactive
distinctions in specific situations (Eysenck, 1994, p.
38). Therefore, a common feature in many personality
theories is the emphasis on the individual (Al Shalabi &
Salmani Nodoushan, 2009, s. 14). Due to the diversity
in criteria (and combinations of criteria) employed by
developers of personality inventories, structural
models vary in their transformation into scaled
inventories (Saucier, 2009, p. 623). However, within
these approaches, the Five-Factor Personality Model is
widely recognized as the most researched, commonly
used, and adopted personality model (Gosling et al,,
2003; De Bortoli et al.,, 2019, p. 3). Studies have shown
that the Five-Factor Personality Model can encompass
different perspectives and models, consolidating
various personality traits under these five factors
(Bacanli etal.,, 2009, p. 262).

The Five-Factor Personality Model posits that most
individual differences in human personality can be
empirically derived and classified into five broad
domains (Gosling et al,, 2013, p. 506). Therefore, this
model organizes personality traits into five primary
factors to represent personality on a broad scale,
suggesting that individual differences can be classified
within these five dimensions (Borghans et al., 2008:
983). The Five-Factor Personality Model's dimensions
are extraversion, agreeableness, neuroticism, openness
to experience, and conscientiousness.

Extraversion: Extraversion is a trait that
encompasses a feeling of comfort, ease in
communicating with the environment, friendliness,
energy, and a cheerful disposition. It typically describes
a talkative, confident, and action-oriented individual
who seeks to be more prominent in a group or context
(Yunus etal., 2018, p. 1030).

e Agreeableness: This dimension reflects individuals’
traits of affability and humanitarianism. The positive
impact of agreeableness on social influences is
emphasized, indicating that agreeable individuals tend
to avoid conflict situations, behave in a manner focused
on preserving social relationships, and prefer
moderation (Cinar, 2011, p. 72). Individuals
demonstrating agreeableness are generally considered
helpful, good-natured, friendly, affectionate,
compassionate, cooperative, polite, kind, tolerant, and
trustworthy (Kamdar & Van Dyne, 2007).

e Conscientiousness: This dimension encompasses
discipline, planning, rule-abiding, and acting rationally
within a logical framework. Individuals with this trait
have a well-developed sense of responsibility and high
conscientiousness (Witt et al, 2002, p. 165). These
individuals are systematic, averse to excuses,

achievement-focused, ambitious, planned, disciplined,



eager, inclined to comply with rules, tightly bound to
regulations, self-controlled, satisfied with order,
systematic, meticulous, and disciplined (Von Glinow
and McShane, 2005, pp. 58-59; Yasar, 2019, pp. 29-30).

Neuroticism: Neuroticism or emotional instability is
a tendency to experience mood swings alongside
negative emotions such as sadness or anxiety (Costa &
McCrae, 1992). Individuals with neurotic tendencies
might perceive commonplace situations as menacing
and view minor setbacks as disproportionately
distressing (Widiger et al., 2009; Widiger & Oltmanns,
2017, p. 144).

Openness to Experience: Descriptive characteristics
of this dimension include being analytical, complex,
Inquisitive, self-reliant, innovative, progressive,
unconventional, unique, visionary, possessing diverse
interests, daring, embracing change, passionate about
art, and open to new ideas (Somer et al,, 2022, p. 24).

Personality is a holistic entity shaped by one’s past,
present, and future. An individual possesses a structure
encompassing the desire to maintain habits and the
aspiration to adapt to the future. In this state,
personality is a composite of the imprints of the past,
the applications of the present, and the fundamental
tendencies of the future. The concept of personality,
with its intricate nature, is influenced by various factors
such as genetic and physiological factors, socio-cultural
factors, social structure, and social class factors, as well
as the family factor (Ozkaya Onay, 2003, p. 92; Aktas,
2006, p. 5). Individuals’ personality traits generally
shape their behaviors, preferences, and values. These
personality traits can influence consumer decision-
making processes (Roozmand et al,, 2011; Lysonski &
Durvasula, 2013; Raja & Malik, 2014; Achar etal., 2016)
and potentially encourage specific decision-making
styles.

2.2 Consumer Decision Making Styles

Some of the research conducted to understand
consumer behaviors has focused on defining general
consumer orientations related to purchasing by taking
a broader perspective on the increasingly complex
process due to the growing diversity, number of
stimuli, and evolving needs consumers face (Dursun et
al, 2013, p. 294). Decision-making styles are
fundamentally considered relatively stable consumer
personalities that rarely change even when applied to
different products, services, or situations (Tai, 2005).
At its core, the consumer decision-making style
represents a mental orientation that explains how a
consumer can make choices when purchasing products
and services (Nandi, 2013, p. 4; Giliven et al., 2019, p.
53). Sproles & Kendall (1986, p. 276) define consumer
decision-making styles as a “mental orientation
characterizing the consumer’s approach to making
choices.” Within this framework, Sproles & Kendall
(1986) consider these styles a fundamental concept
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reflecting consumer personality because of their
cognitive and affective characteristics. In other words,
they accept this structure as a “basic consumer
personality,” similar to the personality concept in
psychology (Sproles & Kendall, 1986, p. 276).

It is anticipated that consumers may have one or more
decision-making styles. Each consumer has a specific
orientation and makes decisions accordingly (Sproles
& Kendall, 1986; Lysonski et al, 1996; Bakewell &
Mitchell, 2003; Lysonski & Durvasula, 2013). Sproles
(1985) developed a tool to profile consumer decision-
making styles, identifying six consumer decision-
making style attributes: perfectionism, price
consciousness, brand consciousness, novelty or fashion
consciousness, shopping avoidance, time-saving, and
indecisiveness. Sproles & Kendall (1986) refined this
inventory and developed a shorter scale called the
Consumer Style Inventory (CSI). This tool, utilized in
this study, measures eight mental characteristics of
consumer decision-making: perfectionistic, brand
consciousness, fashion (novelty) consciousness,
recreational (hedonistic) orientation, price-value
consciousness, impulsiveness, indecisiveness
(confused by over-choice), and brand loyalty
(habitual). These decision-making styles are discussed
below.

e Perfectionistic: These consumers engage in detailed
research to reach and purchase the perfect option. They
compare alternatives, follow a systematic purchasing
process, and decide when they believe they have
reached the best option after this intensive process
(Mokhlis, 2009, p. 273; Sproles & Kendall, 1986, p.

269).

Brand Consciousness: Reflects consumers who
prefer to buy from more expensive brands with specific
reputations and recognition. Consumers with this
decision-making style tend to choose brands they
perceive as higher quality, more popular, more
preferred, and more frequently seen in advertisements
when buying a product or service (Ozden, 2019, p. 3).

Fashion (Novelty) Consciousness: Consumers with
this decision-making style derive excitement and
pleasure from seeking and finding new things. They are
excited to experience newly launched products.
Following innovations, being stylish, acting by fashion,
and having diversity is essential to them (Sproles &
Kendall, 1986; Unal & Ercis, 2006; Ceylan, 2013; Giiney,
2018, p. 44).

Recreational (Hedonistic) Orientation: Driven by
hedonic or pleasure-oriented consumption, these
consumers purchase products or services not only for
consumption or use but also for the meaning they
express. Consumers with this style view the purchasing
process as a means of entertainment. They enjoy
searching and examining products, comparing
products, and making choices between products during



shopping (Sproles & Kendall, 1986, p. 270; Can, 2020,
p. 38).

Price-Value Consciousness: This style involves
researching and purchasing options that contain the
most favorable, rational, and best alternatives in terms
of price. Such consumers want value for their money
and are highly sensitive to problem-solving regarding
potential issues (Ozcelik, 2021, p. 24).

¢ Impulsiveness: This refers to the tendency to act
quickly, impulsively, unplanned, and often
thoughtlessly in shopping, purchasing processes, and
decisions (Sproles & Kendall, 1986, pp. 271-274;

Canabal, 2002, p. 1; Kavalci, 2015, p. 43).

¢ Indecisiveness (Confused by Overchoice): This
characteristic describes consumers who perceive many
choices and experience an excessive information load,
often leading to confusion about which product to buy

(Mishra, 2010, p. 49).

e Loyalty (Habitual): This style represents consumers
who repeatedly and consistently exhibit purchasing
behavior from favorite brands or stores. Consumers
with this style have almost turned the purchased brand
into a habit. Therefore, when they feel the need or
desire again, they turn to this brand, and changing this
brand is not easy for them (Sproles & Kendall, 1986, pp.
271-274; Canabal, 2002, pp. 1; Kavala & Unal, 2016, p-
1038).

The knowledge of consumer decision-making styles is
crucial for marketers due to its close association with
consumers’ purchasing behavior. Characterizing
consumers in this manner allows marketers to segment
them, differentiate marketing tactics, implement
practices, and tailor various offers (Yasin, 2009, p.
261).

2.3 Impulsive Buying Behavior

Generally, a prevailing thought or mindset is at the core
of consumers’ purchasing approaches. In addition,
when embracing a purchasing thought, consumers
encompass both tangible and intangible elements
within this thought over time. However, consumers
may sometimes exhibit purchasing behaviors through
rapid decision-making influenced by momentary,
environmental factors. This approach, evaluated as
impulsive buying behavior, signifies consumers making
purchases without adhering to any fixed thoughts
(Tuzcu & isler, 2018, p. 537). Recognized as significant
concept developers, Rook and Fisher (1995, pp. 305-
306) defined impulsive buying as “the consumer’s
spontaneous, thoughtless, and immediate tendency to
purchase.” Associating this tendency with impulse, the
authors regarded the impulse arising in impulsive
buying as a spontaneous and suddenly occurring desire
when confronted with an object. According to DeSarbo
& Edwards (1996, p. 233), impulsive buying is a
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response or tendency that the consumer spontaneously
or reflexively gives when an environmental stimulus, a
trigger, prompts the individual to purchase. According
to Beatty and Ferrell (1998, p. 170), impulsive buying
involves unplanned and immediate purchases made
without a prior intention to buy a particular product
category or fulfill a specific shopping task.

The most prominent feature of impulsive buying is its
unplanned nature. The consumer decides to purchase
at that moment rather than as a response to a known
problem. The second feature of impulsive buying is
exposure to stimuli. Stimulating factors that appeal to
the consumer's perception of benefits, such as a
stimulating piece of clothing, jewelry, or candy, or
factors like a scent or a sound that appeals to the
senses, can play arole. The third feature of spontaneous
buying is the direct nature of the behavior. Consumers
decide at that moment without evaluating the
consequences of such a purchase. As a final
characteristic, the consumer may experience emotional
and cognitive reactions after the purchase. At this point,
the consumer may experience emotional and cognitive
reactions, including guilt or disregard for future
consequences (Piron, 1991, p. 512; Parboteeah, 2005;
Tinne, 2010, p. 66). Impulsive purchases are
characterized by the intense or overwhelming feeling
(pressure) of an immediate need to buy a product,
disregard for potentially adverse purchasing outcomes,
excitement and haste, and conflict between control and
desire (Hoyer & Maclnnis, 2007). Therefore, impulsive
buying is not about solving a particular problem or
finding an item that meets a pre-determined need;
instead, it involves instant gratification in response to a
buying impulse (Cheng, 2012, p. 228).

From the consumer’s perspective, a negative aspect of
impulsive buying is its potential to lead to unfavorable
attitudes and cause psychological harm to consumers
financially and due to their choices over time. Impulsive
buying behavior, created by the process that extends to
individuals blaming themselves in the future as a result
of making spontaneous decisions, is a behavior that
consumers must resist. Still, they often struggle to do so
(Divanoglu & Uslu, 2019, p. 220). On the other hand,
another significant aspect of impulsive buying is that it
results in irrational behaviors and a series of actions for
consumers. Within these behaviors, consumers do not
consider their current expectations, general
expectations, desires, and budgets; they make decisions
based on an impulse derived from environmental
factors. In this process, where no analysis takes place,
decisions are made not based on rational choices of
products and services that could be preferred but
rather on a whim, suggestion, recommendation, or
pressure (Gilmez & Dortyol, 2009, p. 68-69).



Consequently, this process hinders the parties involved
from properly planning the subsequent steps
(Harmancioglu et al, 2009, p. 28). From this
perspective, impulsive buying decisions, being the most
uncertain, negatively shape consumers' buying
thoughts and plans. In impulsive buying behavior,
consumers fail to evaluate processes correctly, make
spontaneous decisions, and are influenced by impulsive
buying decisions in the next time frame. Thus,
consumers do not possess a qualified and self-owned
purchasing behavior (Dincer, 2010, pp. 153-154).

In online shopping, businesses aim to induce
consumers to make impulsive purchases. The aim is to
capture the consumer’s attention, interest them,
motivate them with various stimuli, and encourage
them to purchase or make additional purchases
(Temel, 2021, pp. 94-95). On the other hand, by
eliminating the time and space constraints in physical
store environments, the online shopping environment
can potentially lead to more impulsive buying behavior
(Erogluetal, 2001, p.177). Consumers may be exposed
to products they did not plan to buy in online shopping
and may have a tendency to make unplanned purchases
(Rezaei et al, 2016, p. 62; Taskin & Ozdemir, 2017, p
254).

2.4 Compulsive Buying Decision

Compulsion, one of the variables of the mental disorder
called “Obsessive-Compulsive Disorder” (OCD) in
psychiatric literature, refers to repetitive behaviors or
mental actions caused by obsessions (intrusive
thoughts). Obsessions, which manifest as obsessive
thoughts, ideas, or urges, give rise to compulsive
behaviors that are excessive in nature and repetitive.
For instance, compulsive behaviors can manifest in
various forms, such as obsessive handwashing,
checking, or symmetrical arranging (Turkish
Psychiatry Association, 2015). Compulsive behavior,
compulsive consumption, and compulsive buying
behavior are derived from this concept. In the early
20th century, obsessive consumption, which entered
psychiatric literature as “oniomania,” is addressed as
“compulsive buying” concerning the process related to
purchasing (Holbrook, 2001; Marcinko & Karlovi,
2005; Tavares et al., 2008; Armagan & Temel, 2018; De
Guzman et al., 2022).

For many consumers, the act of purchasing is quite
regular and routine. However, for some consumers,
purchasing behaviors can turn into an uncontrollable
obsession (0’Guinn & Faber, 1989). Some consumers
may lose control over purchasing behaviors (Trotzke et
al, 2015). Thus, this shopping act can escalate to
become an addiction, reaching a point of passion and
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turning into a behavioral disorder (Armagan & Temel,
2018, p. 626). Different from normal shopping
behavior, compulsive buying (Nataraajan & Goff,
1992), medically defined as an impulse control
disorder that emerges to counteract negative
emotional states such as depression and loneliness
(Krueger, 1988), is characterized by irresistible
impulses (McElroy et al, 1994; Black 2007). In
alignment with the medical definition, early
conceptualizations of compulsive buying within the
marketing domain described it as “persistent,
repetitive buying that serves as a primary reaction to
negative events or emotions.” (O’Guinn & Faber 1989:
155; Palan et al,, 2011, pp. 82-83). Compulsive buying
behavior was defined by Edwards (1992, p. 54) as
“chronic, abnormal patterns of shopping and spending
characterized by an overpowering, uncontrollable,
chronic, and repetitive urge to buy, as a way to alleviate
negative stress and anxiety feelings, regardless of the
consequences.” Dittmar (2004, p. 424) has emphasized
three main qualities of compulsive buying behavior.
These critical features in the emergence of the behavior
include an irresistible impulse, loss of control over the
purchasing behavior, and consistent purchases despite
negative  consequences in individual, social,
professional, and financial aspects. In this context,
individuals exhibiting compulsive buying behavior
generally engage in purchases that they do not need
and would financially distress them (Alicavusoglu &
Boyraz, 2019, p. 1803). Compulsive buyers use
shopping and spending activities to alleviate stress and
associated anxiety, employing consumer shopping as
an avoidance behavior to escape from anxiety (Lazarus,
1966). Conversely, individuals demonstrating less
persistence in compulsive buying may engage in
spending behaviors resembling compulsion for
alternative reasons, such as boredom or materialism
(DeSarbo & Edwards, 1996, p. 236).

One of the most significant factors triggering
compulsive buying behaviors is the prevalence of
promotions and discounts, the ability to compare a
more substantial number of products at lower prices in
online shopping environments, and the ease and
enjoyment of the shopping process (Dogan Keskin &
Giintig, 2017). Additionally, the absence of personal
interaction and socialization during online shopping
(Lee et al, 2016) can provide consumers with an
isolated environment during the purchasing process,
thus supporting compulsive buying behavior (Lee &
Park, 2008; Deniz, 2020, p. 212). These factors can
facilitate consumers’ tendencies toward online
compulsive buying, differing from physical shopping
experiences.



Nevertheless, it is essential to emphasize that, despite
their similarities, impulsive and compulsive buying
behaviors are distinct phenomena. Impulsive buying
involves purchasing influenced by external stimuli,
such as spontaneously adding snacks or gum to the
shopping basket while waiting at the checkout.
Conversely, compulsive buying is driven by internal
motivations, where the consumer may seek to alleviate
anxiety or enhance their emotional well-being. Unlike
impulsive buyers who succumb to positive emotions
like pleasure and satisfaction, compulsive buyers resist
these impulses initially, only to experience feelings of
guilt, remorse, or even depression shortly after the
purchase (Bighiu et al,, 2015, p. 73).

In addition to all of these, despite sharing some
similarities, impulsive buying and compulsive buying
are distinct concepts in consumer behavior. While
impulsive buying involves spontaneous, unplanned
purchases guided by immediate desires, compulsive
buying is characterized by an uncontrollable urge to
shop, often resulting in repetitive and persistent
behavior with negative consequences. However, as
explored in this research, there are scholarly
investigations in the literature that explore or analyze
and correlate the tendency for impulsive buying with
the tendency for compulsive buying (Kwak et al., 2006;
Sneath et al,, 2009; Flight et al,, 2012; Shahjehan et al,,
2012; Gogoi, 2020).

3 | METHOD
3.1 Research Model and Hypotheses

The main subject of this study is impulsive buying and
compulsive buying behaviors that may arise in
consumers’ online shopping activities, expressed as
unusual aspects of purchasing. The research primarily
focuses on the personal factors underlying “impulsive
buying” and “compulsive buying” behaviors. To identify
this, the study explores the “Five Factor Personality
Inventory,” a vital inventory extensively researched in
the literature for determining personality types, and
the “Consumer Decision-Making Styles Inventory,”
which examines various styles consumers exhibit in
their purchases. The research encompasses consumers
engaged in online shopping activities and provides
insights into personality and styles concerning
consumers’ purchasing behaviors. In this context, the
aim is to determine the direction and strength of the
relationships among the variables considered, identify
which personality and decision-making styles are
associated with impulsive and compulsive buying, and
determine which ones exhibit a stronger correlation.
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Quantitative Research Methodology and Originality of
the Model Within quantitative research methods, this
study’s model is grounded in relational surveys,
showcasing originality. The Five-Factor Personality
Model, widely examined by numerous psychology and
consumer behavior researchers, serves as the
theoretical foundation. Several studies have applied
this model to investigate consumers’ impulsive and
compulsive buying behaviors (Mueller et al, 2010;
Badgaiyan & Verma, 2014; Mowen, 2000; Shahjehan et
al,, 2012; Sofi & Najar, 2018; Yoon & Lim, 2018; Otero-
Lopez etal,, 2021). In other words, the study delves into
the impact of five personality traits on impulsive and
compulsive buying behaviors (Yoon and Lim, 2018, p.
102). However, it is noteworthy that studies does not
explore consumer decision-making styles within the
context of impulsive and compulsive buying.

In this context, this research aims to fill the existing gap
in the literature by revealing profiles of consumers'
personality traits and purchasing styles within the
framework of impulsive and compulsive buying.
Additionally, it is anticipated that by considering the
five-factor personality traits and consumer decision-
making styles within a structural model, the study will
contribute to understanding the personality-oriented
aspect of consumer behavior. The results obtained
from the structural analysis of the relationship patterns
among the variables addressed in the research are
expected to contribute to the literature on consumer
behavior and marketing practice.
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The hypotheses of the research were developed by
supporting similar studies in the literature (Mueller et
al, 2010; Badgaiyan & Verma, 2014; Mowen, 2000;
Shahjehan et al., 2012; Sofi & Najar, 2018; Yoon & Lim,
2018; Otero-Lépez et al, 2021). In the relationship
between five-factor personality traits and impulsive
buying, the “H1. There is a significant relationship
between personality traits and impulsive buying
behavior.” hypothesis has been formulated. In the
relationship between five-factor personality traits and
compulsive buying, the hypothesis “H2. There is a
significant relationship between personality traits and
compulsive buying behavior.” has been formulated. The
hypothesis “H3. There is a significant relationship
between consumer decision-making styles and
impulsive buying.” has been put forward in the
relationship between consumer decision-making styles
and impulsive buying. In the relationship between
consumer decision-making styles and compulsive
buying, “H4. There is a significant relationship between
consumer decision-making styles and compulsive
buying.” hypothesis has been put forward, and sub-
hypotheses have been established for each sub-
dimension.

3.2 Data Collection Method and Instruments

This research utilizes the survey method as the data
collection technique. Within survey methods, an online
survey approach has been employed to investigate
online consumer behaviors. Participants were reached
through online survey forms. Data were collected based
on the responses from the distributed online survey
forms. The questionnaire includes sections for
determining participants' demographic characteristics
and scales measuring research variables.

The original Five-Factor Personality Inventory consists
of 44 statements and was published by John &
Srivastava (1999). This study used an adapted version
of the scale, with 30 statements demonstrating
structural validity, according to Soto & John (2017).
The scale is based on a five-point Likert format.
Extraversion: represented by statements 1%, 6, 11, 16,
21*, 26% Agreeableness: 2, 7% 12, 17% 22, 27%
Conscientiousness: 3%, 8* 13, 18, 23, 28*; Neuroticism:
4,9, 14*, 19*, 24*, 29; Openness to Experience: 5, 10%,
15, 20%*, 25, 30*. Statements marked with * are reverse-
coded.

Consumer Decision-Making Styles scale is an
adaptation of the scale published by Sproles & Kendall
(1986). The scale consists of 8 dimensions. However,
considering the planned use of structural equation
modeling, this study used three statements from each
dimension, resulting in a total of 24 statements.

The impulsive Buying Behavior scale is an adaptation of
the scale published by Rook & Fisher (1995), which
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does not include sub-dimensions and comprises nine
statements. Statement 8 is reverse-coded.

The compulsive Buying Behavior scale is an adaptation
of the scale published by Flight & Scherle (2013). The
original scale consists of 6 statements, derived and
modified from scales developed by Faber & 0’Guinn
(1992) and Edwards (1992, 1993).

The statements in scales are based on a 5-point Likert
Scale (1-I totally disagree, 5-1 totally agree), with no
reverse-coded statements. All scale expressions have
been translated into Turkish by the researcher and
finalized under the supervision of 5 academics who are
knowledgeable in marketing literature and proficient
in English.

Ethics committee approval was received for this study
from the Adnan Menderes University Board of Ethics
for Social and Humanities Research (Date:
08/12/2022; Number: 31906847/050.04.04-08.218).

Confirmatory factor analysis was conducted in the
Structural Equation Modeling program to assess the
reliability and consistency of the scales. It was found
that the coefficients obtained for the fit indices in each
scale in the factor analysis were at an acceptable level.
Thus, the analyses proceeded.

3.3 Population and Sample of the Research

The study population comprises consumers aged 18
and above who shop online. As it is not feasible to reach
the entire target population, a sampling method was
employed. Considering the suitability of online survey
methods and accessibility to data, a convenience
sampling method was chosen. Convenience sampling, a
non-random sampling method, involves selecting a
sample determined by the researcher’s judgment from
within the population (Hasiloglu, 2015, p. 20). When
the study population is vast in social science research
involving fieldwork, a sample size of 384 is considered
sufficient with a 95% confidence interval and a 5%
error tolerance (Sekaran, 2003). Due to the large
structure of the research population and the unknown
exact number, an acceptable error rate (d) of 0.05 and
a confidence level of 0.95 were assumed. Accordingly,
the t-value corresponding to this confidence level was
determined as 1.96. When applied to the sample
formula for continuous variables, the formula is as
follows:

t2.p.q  (1,96)20,5.0,5 3,8416x0.25
ny = = = =384
d2 0,052 0,0025

Therefore, the sample was 384 individuals (Bastiirk &
Tastepe, 2013). Accordingly, survey forms were
distributed based on online survey methods, and



responses were collected. A total of 478 participants
responded to the valid survey form. Thus, the final data
set of the study consisted of responses obtained from
478 participants. Table 1 displays the frequency and
percentage distributions of the demographic attributes
of the sample participants.

Table 1. Participants’ Demographic Attributes

Demographic Demographic

Characteristic f % Characteristic %
Gender Education Level
242 50,6 Secondary 55 11,5
Female School-High
School
Male 236 49,4 University 295 61,7
(Graduate)
Marital Status F&Zﬁ?ﬁ;iﬁm 128 26,8
Single 183 38,3 Occupation
Married 295 61,7 Entrepreneur 40 8,4
Age Homemaker 15 3,1
18-25 50 10,5 Private Sector 137 28,7
Employee
26-35 92 19,2 Public Sector 121 25,3
Employee
36-45 168 35,1 Student 33 6,9
46-55 122 25,5 Retired 43 9,0
56 and above 46 9,6 Freelancer 70 14,6
Not Employed 19 4,0

3.4 Data Processing and Analysis

The data obtained from the participants constituting
the study sample were coded and categorized within
the framework of the SPSS software. The reliability and
consistency of the data generated within the scales
were assessed using Cronbach’s alpha () coefficient
and normal distribution tests for skewness and
kurtosis coefficients. Frequency tests were conducted
of the
participant consumers. The unity of the theoretical

concerning the demographic attributes
relational structure proposed in the research model
with the obtained data was analyzed based on
structural equation modeling. In this regard, the AMOS
software was utilized. After determining the goodness-
of-fit indices and confirming the model fit, the
hypotheses between
variables in the research were tested through reports
from this program, and evaluations were made

regarding whether they were supported.

regarding the relationships

4 | FINDINGS

Confirmatory Factor Analysis (CFA) was conducted in
the Structural Equation Modeling (SEM) program to
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assess the reliability and consistency of the scales.
Kaiser Meyer Olkin (KMO) coefficients and Bartlett’s
sphericity test values obtained coefficients from factor
analysis, Cronbach’s Alpha (a) coefficients and
goodness-of-fit values were considered to determine
reliability and consistency. The generally accepted
approach for a in the study is to be 0.7 and greater
(Kilig, 2016), but A reliability level of 0.60 and above is
also acceptable in terms of measurement (Ozdamar
2016; Akytz, 2018; Yildiz & Uzunsakal, 2018).The
skewness and kurtosis values, as measures of normal
distribution, are expected to fall within the range of -2
to +2, as suggested by George and Mallery (2010).
Accordingly, the results obtained for the scales are
presented in Table 2.

Table 2. Internal Consistency and Normal Distribution
Measures of Research Scales

Scale a KMO  Bartlett’s  Skewness  Kurtosis

Extraversion ,736

Agreeableness ,731

Conscientiousness ,641

,845 ,000 -1,101 1,637

Neuroticism ,733

Personality Traits

Openness to
Experience

Perfectionist ,889

Brand 780
Consciousness
Fashu?n 883
Consciousness

Recreational

. . 871
Orientation ,849 ,000 1,523 1,691

Price

. ,870
Consciousness

Decision-Making Styles

Impulsiveness ,784

Indecisiveness | ,843

Habitual | ,847

Impulsive Buying ,910 ,887 ,000 1,048 -,884

Compulsive 890 871 1000 1,538 2,165
Buying

The findings presented in Table 2 indicate that the
scales are generally suitable for analysis in terms of
2016). Additionally,
skewness and kurtosis values show that the data is
within the normal distribution range (George &
Mallery, 2010). In the confirmatory factor analysis,
goodness-of-fit indices such as CMIN/DF, RMR, GFI,
AGFI, NFI, CFI, PNFI, PCFI, RMSEA, and p-values met
acceptable criteria.

internal consistency (Kilig,



The research aimed to identify the relationships
between the dimensions of personality traits, decision-
making styles, and impulsive and compulsive buying. In
line with this objective, a path between each dimension
and impulsive and compulsive buying was established.
Each path analysis model was then tested. The obtained
results are shared below.

Table 3. Relationship between Five Factor Personality
Traits and Impulsive Buying Behavior

Criti
Varia Dimension Standar S;arr&d cal
ble dized B Valu

Error

e(®
IBB & Extraversion ,014 ,067 274 784
BB ¢ Areeablene 104 072 1858 063
IBB <« Conscientiou -185 064 -3,159 <0,*OO

sness 1

IBB < Neuroticism ,002 ,069 ,043 966
BB ¢ Opemmessto 145 055 1915 055

Experience

* Statistically significant, IBB: Impulsive Buying Behavior

As observed in Table 3, the relationships between the
dimensions of extraversion, agreeableness,
neuroticism, and openness to experience with
impulsive buying are not statistically significant. On the
hand, the relationship between
conscientiousness and impulsive buying is statistically
significant (p<0.001). The negative (3 value ( = -,185)
indicates that impulsive buying behavior decreases as
conscientiousness increases, suggesting an inverse
relationship.

other

Table 4. Relationship between Five Factor Personality
Traits and Compulsive Buying Behavior

. Critica
Variable Dimension Standardize Standar 1 Value p
dp d Error
O]

CBB < Extraversion -,080 075 41,526 127

CBB < Agreeableness -,145 ,080 -2,576  ,010*

CBB < ;:Sonscientiousne 190 074 3273 001*

CBB < Neuroticism ,098 077 1275 202

(BB Opemmess o g, 062 2435 015%

Experience

* Statistically significant, CBB: Compulsive Buying Behavior

As seen in Table 4, there is no statistically significant
relationship between extraversion and neuroticism
with compulsive buying. However, agreeableness (3
-,145; p = ,010), conscientiousness ( = -,190; p
,001), and openness to experience (f =-,150; p=,015)
have a significant relationship with compulsive buying.
All of these relationships are negative, indicating an

inverse relationship.
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Table 5. Relationship between Consumer Decision-
Making Styles and Impulsive Buying Behavior

Critical

Standardized Standard

Variable Dimension 8 Error Value p
(t)
1BB € Pperfectionist -,059 ,067 872,383
< <
1BB Brand. 274 061 5,332 0,801
Consciousness
< "
1BB Fashlqn 1220 1049 4,520 <0,i)01
Consciousness
< -
1BB Re.creatltlnnal 310 1055 6,243 <O,£)01
Orientation
< N
188 Price -072 ,055 1322 186
Consciousness
é
8B Impulsiveness 514 1062 928 <0001
1BB < <0,001
Indecisiveness ,262 ,058 5,095 e
BB <

Habitual ,150 ,054 2,967 ,003*

As seen in Table 5, brand consciousness (f = -,274; p <
,001), fashion consciousness (B = -,220; p < ,001),
recreational orientation (B = -310; p < ,001),
impulsiveness (f = -,514; p <,001), indecisiveness (3
=-,262; p <,001), and habitual decision-making styles
(B = -,150; p =,003) exhibit a statistically significant
relationship with impulsive buying behavior. These
findings suggest that an increase in these decision-
making styles is associated with an increase in
impulsive buying behavior. Among these styles, the
highest level of relationship emerged between urgency
and impulsive buying. However, on the other hand,
perfectionism and price consciousness style did not
show a statistically significant relationship with
impulsive buying behavior.

Table 6. Relationship between Consumer Decision-
Making Styles and Compulsive Buying Behavior

. Critical
Variable Dimension Standardized Ztg:ifrr Value p
®
CBB < Perfectionist ,039 ,052 ,783 434
CBB < Brand 259 048 4915  <0,001*
Consciousness
CBB < Fashion 324 038 6498  <0,000*
Consciousness
CBB < )
Recreational 476 044 9097  <0,000*
Orientation
CBB < Price 017 042 334 738
Consciousness
CBB < Impulsiveness ,455 ,048 7,116  <0,001*
CBB < Indecisiveness ,284 ,046 5370  <0,001*
CBB < Habitual ,196 ,042 3,808  <0,001*

As seen in Table 6, brand consciousness (f = -,259; p <
,001), fashion consciousness (f = -,324; p < ,001),
recreational orientation ( = -476; p < ,001),
impulsiveness ( = -,455; p <,001), indecisiveness (8
-,284; p <,001), and habitual decision-making styles
(B = -,196; p < ,001) exhibit statistically significant
relationships with compulsive buying behavior. These
findings suggest that an increase in these decision-
making styles is associated with an increase in



compulsive buying behavior. Once again, the highest
level of relationship among the decision-making styles
considered occurred between recreational orientation
and compulsive buying. Similarly, perfectionism and
price consciousness decision-making styles did not
show a statistically significant relationship with
compulsive buying behavior in all the relationships
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considered; the goodness-of-fit indices, including
CMIN/DF, RMR, GFI, AGFI, NFI, CFI, PNFI, PCFI, RMSEA,
and p values, met the acceptable criteria. In light of all
the findings obtained within the scope of the research,
a summary of the acceptance or rejection of hypotheses
after hypothesis testing is presented in Table 7.

Table 7. Summary of Hypothesis Testing Results

Hypoth. Tested Relationship Std. B p Support Status

H1 Personality Traits > IBB Partially
Hila Extraversion > IBB ,014 ,784 X
Hib Agreeableness > IBB -,104 ,063

Hic Conscientiousness > IBB -,185 <0,001 v
Hid Neuroticism > IBB ,002 ,966 X
Hle Openness to Experience > IBB -,105 055 X

H2 Personality Traits > CBB Partially
H2a Extraversion > CBB -,080 127 X
H2b Agreeableness > CBB -,145 ,010 N
H2c Conscientiousness > CBB -,190 ,001 N
H2d Neuroticism > CBB ,098 ,202 X
H2e Openness to Experience > CBB -,150 ,015 v

H3 Decision-Making Styles > IBB1 Partially
H3a Perfectionist > IBB -,059 ,383 X
H3b Brand Consciousness > IBB 274 <0,001 N
H3c Fashion Consciousness > IBB ,220 <0,001 N
H3d Recreational Orientation > IBB ,310 <0,001 N
H3e Price Consciousness > IBB -,072 ,186 X
H3f Impulsiveness > IBB ,514 <0,001 v
H3g Indecisiveness > IBB ,262 <0,001 N4
H3h Habitual > IBB ,150 ,003 v

H4 Decision-Making Styles > CBB Partially
H4a Perfectionist > CBB ,039 ,434 X
H4b Brand Consciousness > CBB ,259 <0,001 v
H4c Fashion Consciousness > CBB ,324 <0,000 N4
H4d Recreational Orientation > CBB 476 <0,000 N
H4e Price Consciousness > CBB ,017 ,738 X
H4f Impulsiveness > CBB ,455 <0,001 N
H4g Indecisiveness > CBB ,284 <0,001 N
H4h Habitual > CBB ,196 <0,001 v
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As seen in Table 7, all proposed main hypotheses have
only partially been supported. It has been determined
that there is a significant relationship between
agreeableness and impulsive buying behavior among
personality traits. However, extraversion, neuroticism,
openness to experience, and conscientiousness did not
show a significant relationship. Regarding compulsive
buying behavior, it was observed that neuroticism,
agreeableness, and conscientiousness, among
personality traits, have a substantial relationship with
compulsive buying behavior. At the same time,
extraversion and openness to experience did not show
a significant relationship. Regarding the consumer
decision-making styles variable, significant
relationships ~ were  found  between  brand
consciousness, fashion consciousness, recreational
orientation, indecisiveness, impulsiveness, and
habitual with impulsive buying behavior. Similarly, in
the context of compulsive buying behavior, it was
observed that there is a significant relationship
between brand consciousness, fashion consciousness,
recreational orientation, indecisiveness,
impulsiveness, and habitual with compulsive buying
behavior. Perfectionism and price orientation did not
significantly correlate with impulsive and compulsive
buying variables.

5 | DISCUSSION AND CONCLUSION

In this study, the focus has been on consumers’
impulsive buying and compulsive buying behaviors
within the framework of online shopping; the aim is to
associate consumers’ personal characteristics and
decision-making styles with these shopping behaviors.
In other words, the goal is to determine the relationship
between consumers’ personality traits and decision-
making styles and impulsive and compulsive buying. In
line with this, statistical analyses were conducted using
the responses obtained from 478 participants, which
were reached through the convenience sampling
method via a survey form aiming to measure four
research variables based on the quantitative research
method using SPSS and AMOS software.

The findings obtained through these analyses have
indicated some significant results. According to the
studies conducted to identify the relationships between
the dimensions of the five-factor personality traits and
consumer decision-making style dimensions with
impulsive and compulsive buying, it was observed that
only the conscientious personality trait has a significant
but weak inverse relationship with impulsive buying.
Extraversion, agreeableness, neuroticism, and
openness to experience traits were not associated with
impulsive  buying. Openness to  experience,
agreeableness, and conscientiousness traits showed a
significant inverse relationship with compulsive
buying, indicating that participants with these traits
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have a lower tendency towards compulsive buying. No
association was found between other traits and
compulsive buying. These results, obtained for inverse
relationships, indicate that highly conscientious
individuals are less likely to engage in impulsive and
compulsive buying. Openness to experience and
agreeableness traits may also be associated with a low
tendency for compulsive buying. The results suggest
that individuals with high responsibility are those who
avoid both impulsive and compulsive buying.
Participants with the trait considered as agreeableness
do not engage in compulsive buying.

In relational analyses of consumer decision-making
styles, participants’ impulsive and compulsive buying
tendencies were observed as brand consciousness,
fashion consciousness, recreational orientation,
indecisiveness, impulsiveness, and habitual. However,
perfectionism and price consciousness, although
showing a negative relationship with both variables,
were not significant. These results indicate that price
focus and perfectionism, which can be more associated
with rational attitudes and behaviors, steer consumers
away from impulsive and compulsive buying. On the
other hand, styles more associated with hedonic
motivations have higher tendencies for such buying
behaviors.

When reviewing the literature, it is evident that the
study conducted by Youn & Faber (2000), which
associates impulsive buying with personality,
prominently emphasizes the importance of personality.
Herabadi (2003) demonstrated that responsibility and
agreeableness are negatively associated with the
tendency for impulsive buying, while the cognitive
dimension is positively associated with the impulsive
buying affective factor of neuroticism. Similarly,
Shahjehan et al. (2012) reported a positive association
between neuroticism and impulsive buying, indicating
that individuals experiencing emotional instability,
anxiety, pessimism, irritability, and sadness are more
likely to exhibit impulsive buying behaviors. Likewise,
Bratko et al. (2013) showed that impulsivity,
neuroticism, and extraversion are primarily associated
with the tendency for impulsive buying, and
overlapping genetic effects guide these personality
traits.

Numerous studies have discussed understanding and
predicting consumer behavior using personality
variables. The initial attempts were made by Mowen &
Spears (1999) and Mowen (2000) to determine the link
between personality and compulsive buying behavior.
They found that neuroticism and agreeableness traits
were significant predictors of compulsive buying.
Balabanis (2001) employed the Five Factor Personality
Model to explain compulsive buying behavior. The
results showed that extraversion, previously
considered not directly affecting compulsive buying,
was associated with the urge for compulsive buying in
the context of lottery tickets and scratch cards. In



contrast to the findings of Mowen & Spears (1999),
Balabanis (2001) found a negative relationship
between agreeableness and compulsive buying
(Mikotajczak-Degrauwe, 2012). According to the
findings of Deng & Gao’s (2015) research conducted in
China, extraversion  (positive impact) and
responsibility (negative impact) were the personality
traits showing the most significant effects on impulsive
buying. The results of the study by Hendrawan &
Nugroho (2018) in Indonesia indicated that
extraversion and agreeableness personalities partially
influenced impulsive buying behavior, while
responsibility, emotional stability, and openness to
experience did not affect impulsive buying. Ozhan &
Akkaya  (2018) showed that extraversion,
responsibility, and neuroticism influenced compulsive
buying behavior, while agreeableness and openness to
experience did not. According to the findings obtained
in India by Sofi & Najar (2018), emotional stability,
responsibility, and agreeableness negatively impacted
impulsive buying tendencies. Yiice & Kerse (2018)
demonstrated the negative impact of personality’s
responsibility and neuroticism dimensions on
compulsive buying behavior. Bozbay et al. (2021)
found a relationship between neuroticism and
compulsive buying in a sample of university students in
Spain, while other personality traits did not show a
significant relationship. The results of a study
conducted in Egypt by Shemeis et al. (2021) showed
that neuroticism has a significant positive effect on
compulsive  buying, while extraversion and
responsibility have a significant adverse impact. The
results of the research conducted by Yalginkaya and
Karadag (2022) indicated that agreeableness and
neurotic personality traits significantly and positively
impact impulsive  buying tendencies, while
extraversion and responsibility significantly and
negatively impact impulsive buying tendencies.
According to the findings obtained by Tarka et al.
(2022) in the United States, extraversion, neuroticism,
and openness to experience traits indirectly and
positively influence compulsive buying, while
responsibility and agreeableness show a stronger
direct and negative relationship with compulsive
buying. In the context of the findings in the literature, it
is observed that, in general, agreeableness and
responsibility traits of consumers in terms of
personality characteristics are either not significantly
correlated or show a negative effect. Based on both the
findings of this research and those in the literature, it
can be inferred that consumers exhibiting such traits
are generally those who do not demonstrate
compulsive buying behavior.

On the other hand, based on the findings obtained in
this research, it can be said that consumers who
purchase based on brand, fashion, pleasure, indecision,
impulsiveness, and habit are more inclined towards
impulsive and compulsive buying. However, due to the
specificity of the results obtained in a structure where
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consumer decision-making styles are associated with
impulsive and compulsive buying, it has not been
possible to discuss the findings in the light of the
literature. The Five Factor Personality Model has been
applied in various studies to examine consumers’
impulsive and compulsive buying behaviors (Mueller et
al, 2010; Badgaiyan & Verma, 2014; Mowen, 2000;
Shahjehan et al., 2012; Sofi & Najar, 2018; Yoon & Lim,
2018; Otero-Lépez et al.,, 2021). In other words, five
personality traits are observed and examined for their
effects on impulsive and compulsive buying behaviors
(Yoon & Lim, 2018: 102). However, it is noteworthy
that consumer decision-making styles have not been
examined in the literature in the context of impulsive
and compulsive buying. Therefore, the relational model
proposed in this research and the findings obtained
within this framework are essential in literature and
marketing applications.

According to the results obtained in the research,
agreeableness and responsibility personality traits,
along with perfectionism and price-focused decision-
making styles, can be considered positive aspects of
consumers from the perspective of consumer well-
being advocates. Consumers exhibiting these traits are
further away from irrational behaviors such as
impulsive and compulsive buying. On the flip side, such
consumers pose challenges for marketers. They need to
deter consumers from these approaches. However,
from another perspective, it is understood that
consumer decision-making styles focusing on brand,
fashion, pleasure, indecision, impulsiveness, and habit
are more inclined towards impulsive and compulsive
buying. Additionally, it has been revealed that, in
general, individuals of a younger age, females, and
singles tend to be more pleasure-focused. Indeed, these
groups constitute an essential target audience for
marketers. Taking into account such traits in marketing
processes, such as marketing decisions and market
segmentation, could be crucial. It is critical for
marketers, especially businesses producing products
targeting impulsive behaviors like impulsive buying, to
understand consumers with these characteristics.

In the context of the results obtained in this research
and in line with the research findings in the literature,
itis necessary to acknowledge that personality traits do
not provide a comprehensive explanatory framework
for understanding and explaining impulsive and
particularly compulsive buying behavior. Several other
factors can contribute to the manifestation of these
behaviors. For instance, some researchers (Holbrook &
Anand, 1990; Donovan et al., 1994; Leith & Baumeister,
1996; Floh & Madlberger, 2013; Arslan, 2016; Barros et
al,, 2019; Temel, 2021; Baltac1 & Eser, 2022; Temel &
Armagan, 2022; Lin et al,, 2023) have highlighted that
the retail environment and various stimuli present in
the environment can strengthen impulsive and
impulsive buying behavior. According to some studies
(Elliott, 1994; Roberts, 1998; Dittmar & Drury, 2000;



Yurchisin et al., 2004; Palan et al., 2011; Roberts et al.,
2014), individuals engaging in compulsive buying tend
to have lower self-esteem. Family communication
patterns, childhood experiences related to money and
spending (Black et al, 1998; Valence et al, 1988;
Roberts et al., 2006; Baker et al., 2013), psychological
problems such as negative mood, depression, and
anxiety (Faber & Christenson, 1996; Lejoyeux et al.,
1997; Brook et al,, 2015; Darrat et al., 2016; Miiller et
al., 2012; Otero-Lopez & Villardefrancos, 2013; Maraz
etal, 2016; Duroy et al., 2018; Zheng et al., 2020; Zarei
& Fuladvand, 2021) have also been linked to
compulsive buying. Therefore, it is possible to mention
various factors that can strongly influence consumers’
online buying behavior, such as their personal
characteristics, lifestyles, store features, stimuli,
situational factors, and product characteristics
(Basnayaka, 2015). Consequently, while this study has
conceptualized a new model serving as a theoretical
framework to investigate impulsive and compulsive
buying behavior from the perspective of personal
characteristics and decision-making styles, the findings
emerging from future research on the antecedents and
consequences of these buying behaviors have the
potential to provide benefits to the literature and
marketing practice.

In this study, the research model proposed and
substantiated in light of data regarding the
relationships between consumers’ personality traits,
decision-making styles, and impulsive and compulsive
buying behaviors carries a degree of uniqueness within
the literature context. By analyzing consumers'
personality traits and characteristics related to
shopping habits, it was considered that, despite the
limitations of the research sample, it might be possible
to delineate a consumer profile. The data obtained from
the research, which was addressed within the scope of
structural equation modeling, provided significant
insights into which characteristics of consumers carry
more weight in terms of impulsive and compulsive
buying behaviors.

In the field of marketing, research on consumer
behaviors has predominantly focused on examining
normative behaviors for many years. However, within
consumer behaviors, the uncontrollable and negative
aspects of purchasing, such as impulsive or compulsive
behaviors, have gained attention. These behaviors can
adversely affect the consumer psychologically,
financially, and in various other aspects. Furthermore,
such behaviors may not only permeate the individual
consumer but also impact their immediate social
environment, including family, potentially
compromising overall quality of life. These atypical
purchasing behaviors, characterized by deviation from
normal and irrational tendencies, have become
increasingly prominent, particularly with the
continuous growth of online shopping trends.
Therefore, investigating the underlying reasons behind
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these aspects of purchasing that contribute to the
negative side for consumers is of utmost importance.
Indeed, while various influencing factors may
contribute to this phenomenon, this research has
supported the idea that one of the most significant
factors could be the consumer's personality and
characteristic traits. Establishing the connection
between personality traits and these behaviors has
yielded significant findings, contributing to the
literature and reflecting the efforts to understand and
address these issues.

An essential contribution of this research to the
literature is its focus on purchasing behaviors that
deviate from normative behaviors, addressing
personality traits and consumer decision-making styles
inan integrated manner and revealing the relationships
between impulsive and compulsive buying. The study
emphasizes the uncontrollable and potentially negative
aspects of consumer behaviors. Furthermore, it is
considered that this research fills a gap in the literature
by examining consumer decision-making styles in the
context of online impulsive and compulsive buying
behaviors, providing a new perspective on decision-
making styles. On the other hand, since personality
traits and decision-making styles can vary across
countries due to cultural, linguistic, and other factors,
obtaining different results in different cultures is a
plausible scenario. In this context, it is believed that
investigating impulsivity and compulsivity in
purchasing behaviors with a sample representing
Turkish consumers is essential for understanding
consumer trends at the national level. Addressing
similarities or divergences within different countries
and cultures can provide insights into international
marketing strategies by considering factors related to
cultural differences.

The findings and results indicated by this study can
contribute to marketing practices and have various
implications for the industry. Consumer characteristics
such as personality traits, lifestyles, and decision-
making habits are crucial data points for marketers. On
the other hand, considering the increasing popularity
and traffic of online shopping in today's context, it is
emphasized that online retailers and other e-commerce
businesses need to understand consumers' behaviors
better. Given that the study addresses consumers’
personality traits and decision-making styles in the
context of non-normative behaviors, the results are
believed to provide insights that marketing
practitioners can utilize to develop strategies for their
target audiences. Identifying distinct consumer
segments and devising targeting and various methods
for these segments could be supportive. For instance,
marketing units of businesses engaged in online
shopping activities could gain ideas to activate
marketing elements specific to these segments (such as
campaigns, marketing messages, or offers) in a more
targeted manner. Of course, the industry’s structure



and each business within the sector have different
characteristics, resources, and objectives. Therefore, it
should be noted that sectoral evaluations based on the
findings may not universally apply to every business.

While the findings and evaluations presented in the
research contribute to both marketing researchers and
practitioners, there are certain limitations. Firstly, the
study results are limited to a sample of 478 participants
obtained through convenience sampling in the context
of quantitative research. In future research, in addition
to quantitative studies conducted with more extensive
or different samples, qualitative research techniques
such as focus group discussions and unstructured
interviews, where participants are encouraged to
respond openly about themselves, can contribute
significantly by testing a similar structure.
Furthermore, reanalyzing a similar structure in
different samples can be beneficial in understanding
the personal characteristics and decision-making styles
underlying impulsive and compulsive behaviors.
Additionally, conducting similar studies with varying
personality traits can be valuable in contributing to the
literature.
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ABSTRACT

Nowadays, Industry 4.0 has gained importance with digital technologies and Artificial Intelligence
and reduces costs by enabling customized production, including three-dimensional production. It
increases quality, ensures customer satisfaction and protects the environment. Industry 4.0 also
transforms occupational health and safety, changing safety approaches. Despite all these positive
advantages, there are still barriers in front of the applications of Industry 4.0. This study aimed to
identify and analyze the potential barriers that will complicate the implementation of Industry 4.0
in the Republic of Tiirkiye. In this article, the word “Turkey” means the Republic of Turkey. After a
comprehensive literature review, the opinions of industry experts were also taken and barriers were
identified. These barriers were identified as production infrastructure, cost of installation, digital

Sensor data protection, security procedures, data usage challenges, uncertain values of products,
Structural Modelling uncertainty of profit, lack of experienced workforce, production interruptions, resistance to change,
Micmac Analysis government support, increased dependence on machinery, legislation and government policy.
Interpretive structural modeling (ISM) and MICMAC analyzes were used to develop a hierarchical
structure among the identified barriers. In addition, suggestions are made for businesses that will
Anahtar Kelimeler: transition to Industry 4.0 in Turkey.
Endiistri 4.0
Yapay Zeka 0Z
Veri
Sensé Giinimtizde dijital teknolojiler ve Yapay Zeka ile 6nem kazanan Endiistri 4.0, ti¢ boyutlu tiretim de
ensor . " s T . a e f .
dahil olmak tizere Kisiye 6zel liretimi miimkiin kilarak maliyetleri diistirmektedir. Kalite arttmakta,
Yapisal Modelleme . - LT L e o L i o
Micmac Analizi miisteri memnuniyetini saglanmakta ve ¢evre korumaktadir. Endiistri 4.0 is sagligi ve giivenliginde

DOI: 10.46238/jobda.1215803

de doniisimi saglayarak giivenlik yaklasimlarimi degistirmektedir. Tiim bu olumlu avantajlarina
ragmen, giiniimiizde halen Endiistri 4.0'n uygulamalarinin 6niinde engeller bulunmaktadir. Bu
calisma, Tiirkiye Cumhuriyeti’'nde Endiistri 4.0'in uygulanmasini zorlastiracak potansiyel engelleri
tespit etmeyi ve analiz etmeyi amaglamistir. Bu makalede, “Tiirkiye” kelimesi, Tiirkiye Cumhuriyeti
anlamina gelmektedir. Kapsaml literatiir taramasinin ardindan sektér uzmanlarinin gortsleri de
alinarak engeller belirlenmistir. Bu engeller iiretim altyapisi, kurulum maliyeti, dijital veri korumasi,
giivenlik prosediirleri, veri kullanim zorluklan, iiriinlerin belirsiz degerleri, kar belirsizligi,
deneyimli isgiicli eksikligi, iiretim kesintileri, degisime direng, devlet destegi, makinelere artan
bagimlilik, mevzuat ve hiikiimet politikas1 olarak tespit edilmistir. Tanimlanan engeller arasinda
hiyerarsik bir yapi gelistirmek i¢in yorumlayic1 yapisal modelleme (ISM) ve MICMAC analizi
kullanilmistir. Ayrica, Tiirkiye’de Endiistri 4.0'a gecis yapacak isletmeler icin onerilerde
bulunulmustur.

© 2024 JOBDA All rights reserved

*Corresponding Author,

E-mail: adnan.karabulut@hotmail.com

51



1| GIRiS

Gliniimiizde artan rekabet sonucunda cevreye en az
zarar veren uriin ve hizmetleri en iyi kalite ve minimum
fiyatla tiiketiciye sunmak bir zorunluluk haline
gelmistir. Dogal olarak, iiretim sistemleri degisikliklere
ayak uydurabilmek icin esnek olmalidir. Ancak esnek
liretim i¢in verinin hizli toplanip degerlendirilmesi gibi
zorluklar bulunmaktadir. Dijital gelisim ile giindeme
gelen Endistri 4.0 s6z konusu zorluklar igin bir
¢o6ziimdiir ancak isletmelerin ve kamu kurumlarinin
¢ogunda farkindalik diistik diizeydedir. Endiistri 4.0 ile
kisiye 06zel tretim dahil seri iiretim yapabilmek
dijitallestirmeyi gerektirmektedir (Vaidya vd., 2018).
Dijitallesme ile {retim verileri daima gilivende
tutulmakta, hatal tiriin orani azaltilmakta ve daha etkili
tasarim yapilarak miisteri memnuniyeti
arttirilmaktadir. Nesnelerin internetiyle (IoT), kablolu
veya kablosuz tiim iiretim araglar1 birbirine baglanarak
insan emegi en aza indirilmektedir. Otonom robotlar

sayesinde tehlikeli isler calisanlar tarafindan
yapilmamakta, sanal ve artirilmis gerceklik ile ti¢
boyutlu tretim yapilabilmekte, tehlikeler
ongoriilebilmektedir.

Endiistri 4.0'da kullanilan teknolojiler, fiziksel diinyay1
dijital diinya ile birlestirmektedir (Kamble vd., 2018).
Endiistriyel siireglerin dijitallestirilmesiyle ile tiretim
asamalar1 ve proses verileri tamamen dijital ortamda
takip edildiginden, isveren ve misteri arasinda
karsilikli veri paylasimi ve iletisimi hizlanmaktadir.
Endiistri 4.0 akilli fabrikalarda iiretim maliyetlerini
diistiriilmektedir (Mouef vd., 2019). Akilli fabrikalar,
Endiistri 4.0 ile saglanacak olup, yogun sekilde
dijitallesmeyi icerecektir ancak miisteri ile iletisim
tamamen kesilmemeli ve tiiketiciler i¢in giiven
saglanmalidir. Akill fabrikalarla daha iyi entegrasyon
saglanacagindan, siirdiriilebilirlik yetenegi artacaktir.
Akill fabrikalarin temelinde akilli olarak nitelenen
nesneler, aglar, sayaglar ve sensorler oldugundan
gercek zamanli veri takibiyle iretim maliyetleri
diistriilmekte, is kazalar1 ve meslek hastaliklar:
onlenmektedir.

Endiistri 4.0, sirketlerin arastirma ve gelistirme
hususlari basta olmak iizere tliretim ve idari karar alma
bicimlerini  degistirmistir (Kagermann vd. 2013).
Rekabetin fazla oldugu giintimiizde, isletmelerin ¢evik
bir yapida olmalar1 gerekmektedir. Bu c¢eviklik
degisimlere ani ve esnek sekilde cevap vermeyi
saglayacaktir. Endustri 4.0, siber-fiziksel sistemleri
(SFS)  kullanmaktadir. ~ SFS’ler,  fiziksel  bir
mekanizmanin  bilgisayar  tabanli  algoritmalar
tarafindan kontroliidiir. Akilli sistemler olan telefonlar,
sensorler, sebekeler, otonom sistemler, tibbi izleme,
proses kontrol sistemleri, robotik ve otomatik pilot
sistemleri SFS ornekleridir. Blyiik veri teknolojileri
Endiistri 4.0 i¢cin 6nemli bir husustur (Frank vd., 2019).
Dijital ortamda iretilen veriler bir ¢g gibi
biiytimektedir.
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Biiyiik veri, internete girilen veriler, sensér ve
kameralardan toplanan veriler, internette yapilan
begeniler ve anketler ile elde edilmektedir. Bulut

bilisim, [oT ve SFS’ler veri toplamay1
hizlandirmaktadir. Cagimiz biliyik veri c¢agidir.
Yatirimcilar, teknoloji girisimcileri, medya ve

danismanlik sirketleri son yillarda biyiik veriye
yatirimlar yapmaktadir. Endiistri 4.0 ile artirilmis
gerceklik uygulamalar1 6nem kazanmistir (Rejeb vd.,
2021). Bir¢ok wuluslararast marka, son yillarda
artirlmis gerceklige yatirim yaparak {iriinlerinin
tanitimini, interaktif bir gsekilde yapmaktadir.
Simiilasyon, Endiistri 4.0'da {iriin tasarimi i¢in cok
onemlidir (Wang vd. 2016). Ureticiler simiilasyon
yazilimi ile {driinleri gercege en yakin sekilde
tasarlayabilirler. isletmelerin, rekabet icin, Endustri 4.0
déniisiimiini gerceklestirmeleri énemlidir. isletmeler,
iretim  siliregleri  kapsaminda Endistri 4.0'a
doniisimlerinde, finansal kaynaklara, yetismis
isgiiciine ve dijital teknolojilere ihtiya¢c duymaktadir.
Ayrica Yapay Zeka (YZ), dijital teknolojiler i¢cin 6nemli
hale gelmistir.

1.1. Yapay Zeka ve Endiistri 4.0

YZ, Endistri 4.0''n bir bilesenidir. Endiistri 4.0 ile
hedeflenen hizli ve seri iretim ancak YZ dahil
dijitallesme ile miimkiindiir. Otonom sistemler
olmadan bu déniisiimii saglamak miimkiin degildir. YZ,
Endiistri 4.0'da yeni anlayislar sunmaktadir (Sahu vd.,
2021). Ses, gorluntii ve metin verileri YZ ile
islenebilmektedir.  YZ, kullanicillara  Onerilerde
bulunmakta, ¢eviri ve tahmin ¢alismalar1 yapmaktadir.
Uretim siireglerindeki is kazalar1 ve meslek hastaliklar1
YZ ile onlenebilmektedir. Ancak tretimdeki dijital
teknolojiler heniiz olgunlagsmadigindan iireticiler igin
zorluklar bulunmaktadir. Bu nedenle entegrasyon
onemlidir ve Endistri 4.0 tartismalarinin merkezinde
yer almaktadir (Kiraz vd., 2020). Entegrasyonun kolay
ve hizli bir sekilde asilabilmesi i¢in Endiistri 4.0
engellerinin bilinmesi 6nemlidir. Standardizasyon,
siber  giivenlik  (Kiel vd, 2017), egitim
(Sony;Subhash,2020) ve degisime diren¢ (Karadayi;
Usta,, 2019) ¢oziilmesi gereken diger konulardir.

Endiistri 4.0'm  6nilindeki engelleri ampirik bir
yaklasimla analiz eden c¢alismalar O6nemlidir.
Literatiirde SWOT analizi ile engellerin olumlu ve
olumsuz etkilerini belirleyen ¢alismalar bulunmaktadir
(Calabrese vd., 2021). Ancak her iilkenin kosullari
farkli oldugu icin ortak temalarin bulunmasi uzun
zaman almaktadir. Giiniimiizde YZ ve Endiistri 4.0 i¢ ice
gecmis durumdadir. YZ teknolojileri saglik, egitim ve
lojistik basta olmak tizere bircok sektorde
kullanilmaktadir. Sektorlerde kullanilan YZ
teknolojileri ile Endiistri 4.0'a gec¢is kolaylasmistir.
Standartlarin eksikligi ve hiikiimet diizenlemeleri gibi
uzun vadeli engellere ragmen isletmeler Endiistri 4.0'a
gecise dikkat etmelidir (Raj vd. 2020). Bu geciste,



isletmelerin miimkiin oldugunca YZ teknolojilerinden
faydalanmasi1 gerekmektedir. Literatiirde bu gecis
kapsaminda calismalar yapilmaktadir. Bir calismada
engellerin 6nem sirasi belirlenmistir (Singh; Bhanot,
2019). Baska bir calismada ise blockchain teknolojisi
gibi  konular 6zel olarak ele alinmaktadir
(Mathivathanan vd. 2021). Endiistri 4.0, sadece is
teknolojilerini (Flatt vd., 2016) degil ayni1 zamanda is
organizasyonlarini da degistirmektedir (Ghadge vd.,
2020).

1.2. Endiistri 4.0’da Is Organizasyonu

Endiistri 1.0'da (su ve buhar kullanimi), Endiistri 2.0'da
(elektrik kullanimi) ve Endiistri 3.0'da (dijitalizasyon)
is organizasyonlar1 degistigi gibi, Endistri 4.0'da da
degisecektir. Bu nedenle, Endiistri 4.0'1n iletisim ve
isletme  yonetimi  tanimlarin1  degistirmesiyle,
strdiriilebilir is organizasyonlar1 6nem kazanmistir.
Son yillarda Endiistri 4.0 kavramu ile birlikte is
modelleri de degismistir (Cozmiuc vd., 2018). Endiistri
4.0, iretimde dijitallesmeyi getirdigi i¢in SFS ile ¢alisan
akilli fabrikalarin sayisi artacaktir. %100 dijital tiretim
mimkin olmasa da el emegi azalmakta ve dijital
okuryazarligin 6nemi artmaktadir. Endistri 4.0,
hammadde tedarikinden, tiriin teslimatina kadar tiim
islemleri  degistirmektedir. Bilgi ve iletisim
teknolojilerindeki gelismelerin bu degisimi
hizlandirmasi beklenmektedir ki lietartiirde bu konuya
deginen calismalar (Liu vd., 2021; Fuller vd., 2020; Yun
vd.,, 2020; Ren vd., 2018; Moghaddam vd. 2018;
Errandonea vd. 2020) bulunmaktadir. Daha ytiksek
kalite ve kisiye 6zel ii¢ boyutlu liretimi basarmak icin
Endiistri 4.0 kapsaminda saglikli bir veri sistemi ve en
uygun YZ teknolojilerinin secilmesi gerekecektir.

1.3. Endiistri 4.0’da Dijital Ikiz

Endiistri 4.0, dijital iirtinler anlamina gelir ve Dijital
ikiz, Endiistri 4.0''!n merkezidir. Kaliteli bir tiriin icin
dijital ortamda tasarim énemlidir. Uriiniin fiziksel
olarak iiretilmeden once dijital olarak kopyalanmasina
Dijital Ikiz denir. Akillh ve IoT sensorlerinden gelen
verilerin, Dijital ikiz'de iiretim icin  kullanimi
kapsaminda Literatiirde ¢alismalar (Rojek vd., 2020;
Ho, vd., 2021; Hsu vd, 2019; Negri vd., 2017; Mandolla,
vd.,, 2019; Opoku, vd, 2021; Rasheed vd., 2020;
Kritzinger vd., 2018) bulunmaktadir. Dijital ikiz terimi,
2002 yihnda Michigan Universitesi'nde ortaya
cikmistir. Otomotiv, meteoroloji, havacilik, insaat,
saglik gibi bircok sektérde kullanilan Dijital Ikiz, egitim
ve akilli sehir tasarimida da kullanilmaktadir.

Dijital ikiz siirdiiriilebilir iretim saglamaktadir. Veri
toplama ve bilgiye doniistiirme siireci olan simiilasyon,
dijital ikiz icin Onemlidir. Simiilasyon teknikleri,
havacilik, insaat, otomotiv ve petrol endistrileri gibi
bircok endiistride onlarca yildir kullanilmaktadir
(Spalart ve Venkatakrishnan, 2016; AbouRizk, 2010;
Rodriguez vd., 2021; LAGrange, 2019). Dijital ikiz,
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gercek zamanli simiilasyon, bakim tahmini, sanal
devreye alma, proses endiistrisi gibi uygulamalarda da
kullanilmaktadir (Fotland vd. 2020; Scheifele vd.,
2019; Lee vd. 2019; Braaksma vd. 2011). Dijital
ikizlerin kullanimi son yillarda kimya, celik, tekstil gibi
proses endiistrilerinde de yayginlasmaktadir (Zhou vd.,
2019; Kockmann, 2019; Pfeiffer vd., 2019; Uhlemann
vd., 2017). Nisan 2018'de Almanya'da diizenlenen
ProcessNet Sempozyumu'nda, proses endiistrisinin
dijitallesmesi tartisilmis ve sonuglar on iki tezde
aciklanmistir. Tezlerde biiytik veri ve YZ'nin dijital ikiz
icin 6nemi vurgulanmstir.

Dijital ikiz kavrami Endiistri 4.0 iiretiminin temelini
olusturmaktdir (Barreto vd., 2017). SFS’ler, fiziksel bir
mekanizmanin  bilgisayar  tabanli  algoritmalar
tarafindan otonom kontrolidiir ve sensoérlere
dayanmaktadir. Fabrikalarda ve hizmet isletmelerinde
sensorler tarafindan toplanan veriler, IoT ile SFS’lere
aktarilmaktadir. SFS’ler, iiretimde dijital ve fiziksel
diinyay1 bitiinlestirmektedir (Pereira ve Romera,
2017). Nihayetinde Endiistri 4.0, biiyiik veri, 1oT ve
YZ'y1 bir arada kullanarak ekonomik ve sosyal faydalari
maksimize etmektedir (Tjahjono vd., 2017; Kagermann
vd., 2013).

1.4. Mevcut Calismanin Igerigi

Bu ¢alismada, Tiirkiye’deki tireticiler icin Endiistri 4.0'a
gecis strecinde olusabilecek engellerin analiz edilmesi
amaglanmistir. Calisma, Turkiye imalat sanayi icin
Endistri 4.0 teknolojilerinin  benimsenmesinin
oniindeki engellerin 6nem sirasina gore
seviyelendirmesini icermekte ve literatiir boslugunu
doldurmasi beklenmektedir. 18 Eylil 2019 tarihli
Turkiye Sanayi ve Teknoloji Strateji Belgesinde,
Endiistri 4.0''n 6nemi vurgulanmistir. Bu nedenle
karsilasilacak engellerin, zorluklarina gore
seviyelendirilmesi 6nemlidir. Engeller arasindaki
iligkilerin analizi i¢in Yorumlayici Yapisal Modelleme
(ISM - Interpretive Structural Modeling) ve Capraz
Carpmanin Matris Etkisi (MICMAC- Matrix Effect of
Cross Multiplication ) analizleri kullanilmistir.

Bu analizler ile yoneticilere ve politika yapicilara
engelleri asmalar1 i¢in  Onerilerde  bulunmak
amaglanmistir. Bu g¢alismanin literatiire Kkatkisi,
Tirkiye'nin 6niindeki Endiistri 4.0 engellerini 6nem
sirasina gore belirlemek ve aralarindaki hiyerarsik
iligkileri saptamak olacaktir. Tirkiye'deki sanayiciler,
iretimlerini Endiistri 4.0'a uyarlamak icin belirli
stratejiler belirlemelidir.

Bu stratejilerin belirlenmesi ise Endiistri 4.0'n
uygulanmasinin dniindeki engellerin aralarindaki
iliskilerin analiz edilmesi ile miimkiindiir.



Endiistri 4.0 engellerinin tespiti i¢in yapilan literatiir
taramasinin sonuclari bu ¢alismanin ikinci béliimiinde
verilmistir. 3.  boéliimde, arastirma  yodntemi
(metodolojisi) acgiklandiktan sonra degerlendirici
bilgileri verilmis ve ardindan ISM ve MICMAC analiz
sonuclart agiklanmistir. 4. b6liim bulgulara, 5. Boliim
sonug ve onerilere ayrilmistir.

2 | LITERATUR TARAMASI

Bu calismanin giris boliimiinde Endistri 4.0
kapsaminda YZ ve gerekli is organizasyonu ile tretim
tasarimu adi verilen Dijital Ikiz hakkinda bilgiler
verilmistir. Endiistri 4.0'daki temel amag, dijital
dontsim ile akilli fabrikalar olusturmak ve iiretim
maliyetlerini azaltmaktir. Kullanilan gercek zamanlh
veri takibi ve iiretim hattina gémiilii SFS’ler sayesinde,
insan miidahalesi azalmaktadir (Ghobakhloo, 2020).
Boylece is kazalar1 ve meslek hastaliklar1 azalmakta,
cevre daha az kirlenmekte ve diisiik maliyetle kaliteli
iretim  saglanmaktadir. Endistri  4.0''n akill
fabrikalari, tiretimde otonom robotlar kullanmaktadir.
Simiilasyon, entegre sistemler, IoT, siber giivenlik,
bulut bilisim, katmanl iiretim, artirilmis gerceklik ve
biiytik veri kullanimi sayesinde iriin kalitesinde ve
cevre korumada seffaflik daha da artacaktir. Bu nedenle

Endistri 4.0 konseptinde geri bildirim, yasal
diizenlemeler ve  kontrol faaliyetleri  6nem
kazanmaktadir (Dalmarco; Barros, 2018).

Literatiirde, Endiistri 4.0'in olgunlugunu

degerlendirmeye yonelik ampirik c¢alismalarin yani
sira, Endtistri 4.0'a geciste bilgi ve dijital teknolojilerin
modellenmesi ve uygulanmasindaki zorluklarla ilgili
calismalar bulunmaktadir (Dalenogare vd. 2018;
Schumacher vd., 2016; Ghobakhloo, 2020; Frank vd.,
2019). isletmelerin, Endiistri 4.0'a gecis kapsaminda,
teknik uygunluk ¢alismalarinin yani sira is iliskilerini
inceleyen calismalar da bulunmaktadir. Ornegin, IBA
Global istihdam Enstitiisii 2017 ¢alismasinda, YZ'inin
kiresel isgiicii piyasas1 lzerindeki etkilerini
incelemistir. Bu ¢alismada, Endiistri 4.0 kapsaminda
calisma saatlerinin licretlere ve c¢alisma ortamina
etkileri, yeni istihdam bigimleri ile ¢alisma iligkileri
incelenmistir (Wisskirchen vd., 2017).

Tedarik zinciri yonetiminde, biiyiik verinin 6nemi
(Wang vd., 2016) ve IoT kullaniminin smirlari1 (Ben-
Daya vd., 2019) Endistri 4.0 gecisde teknik uyum
kapsaminda 6nemli hususlardir. Clinkii tedarik zinciri,
hammadde tedarikinden irtiniin tiiketiciye
ulastirilmasina kadar olan tiim siiregleri icermektedir.
Endiistri 4.0 sistemi verileri otonom olarak
kullandigindan, iiretim siirecleri ve triin 6zellikleri ile
ilgili tiim bilgilerin makine hafizalarinda olmasi
gerekmektedir. SFS'ler aklli fabrikalarda otonom
calismayi saglamaktadir (Tjahjono vd., 2017). Endistri
4.0, Radyo Frekansi Tanimlama (RFID), Kurumsal
Kaynak Planlama (ERP), IoT ve bulut tabanl iiretim
gibi bircok teknolojiyi icermektedir (Lu, 2017).
Endiistri 4.0'da is¢iler ve robotlar birbirine bagh aglar

54

A. Karabulut - M. Baran / Journal of Business in The Digital Age 7(1), 2024, 51-67

ve gomiili SFS tlizerinden c¢alistik¢a verimlilik artar,
cevre Kkorunur, is kazalar1 ve meslek hastaliklar
Onlenir. Gliniimiizde ¢ok ¢cok az kullanilan ii¢ boyutlu
baski tiretimi de miimkiin olacaktir (Rengier vd., 2010).

Endiistri 4.0'a basarili bir gecis icin ayrintili bir stratejik
yol haritas1 6nemlidir (Ghobakhloo, 2018). Ancak bu
stratejik yol haritasinda her asama ve ilgili maliyetler
sirdiiriilebilirlik etrafinda belirlenmelidir. Endiistri 4.0
ve ilgili kavramlar son zamanlarda tartisimaktadir
(Frederico vd., 2019). Sirketlerin, basarili bir Endistri
4.0 gecis planm1 yapabilmeleri icin, i¢ ve dis pazar
kapsaminda olgunlasmalar1 gerekmektedir. Ayrica
tedarik zincirlerinde Endistri 4.0 teknolojilerinin
benimsenmesi gerekmektedir (Dalmarco ve Barros,
2018). Oncelikle, tedarik zincirindeki tiim taraflarin
[oT ve bulut bilisim yoluyla bilgilerini paylagmasi
gerekmektedir. Ciinkii ekonomik dongiide eksik bilgi
her zaman tedarik zincirindeki taraflara zarar
verecektir. Tiirkiye'deki sanayiciler, yeni paradigma
olan Endiistri 4.0’a gegisteki zorluklarin farkinda olmal
ve bu zorluklar1 asabilecek kapasiteye ulasmalidir
(Suresh vd., 2018).

Literatiirde, Endustri 4.0''n uygulama alanlarinin
ontndeki engellerin analizi icin DEMATEL, ISM, AHP,
BWM gibi ¢ok kriterli karar verme teknikleri
kullanilmaktadir (Raj vd., 2020; Moktadir vd., 2018).
Endistri 4.0 engellerini analiz eden bir¢ok c¢alisma
bulunmaktadir. Bir ¢alismada, bu engellerin zayif deger
zinciri, siber giivenlik, ekonomik belirsizlik, deneyimli
isglici eksikligi, yiliksek yatirim maliyeti, altyapi
eksikligi, is Kkesintileri, veri yonetimi zorluklari,
standartlar ve degisime diren¢ oldugu tespit edilmistir
(Raj vd., 2020). Bir baska calismada ise bu engeller
yliksek uygulama maliyeti, sistemler hakkinda bilgi
eksikligi, siber giivenlik, veri gizliligi sorunlari, vasifsiz
isglict, stirecle birlikte organizasyonel degisiklikler ve
istihdam kesintileri olarak belirlenmistir (Kamble vd.,
2018). Her ne kadar ortak engeller olsa da, literatiir
arastirmalarinda  farkli  engellerin de oldugu
gorilmektedir. Bu farkliliklarin nedeni, her tlkenin
sanayilesme siirecinin farkli olmasidir. Mevcut
calismada, Tirkiye'nin kosullar1 dikkate alinarak,
Tirkiye'de Endiistri 4.0''!n uygulanmasinin 6niindeki
engellerin belirlenmesi i¢in literatiir sistematik olarak
gozden gecirilmis ve c¢esitli sektérlerden uzmanlarla
gorisilmistir.

2.1. Endiistri 4.0 Uygulama Engelleri

Endiistri 4.0 ile ilgili engeller kapsaminda literatiir
incelendiginde, engellerin teknik ve diger engeller
olarak ikiye ayrildig1 goriilmektedir. Maliyet, deneyimli
isglicti, dijital altyap, giivenlik ve veri konular1 teknik
kapsamda degerlendirilirken, degisime direng, kar ve
deger belirsizligi, yasal diizenlemeler ve devlet
politikalar1 diger engeller kapsaminda kalmaktadir.
Literatiirdeki engelleri analiz eden ¢alismalarda
(Kamble vd., 2018; Raj vd. 2020) ortak engeller
yaninda farkli engellerin olmasinin nedenleri,



sanayilesme stireci, mevcut kosullar, yoneticiler i¢in
deneyim ve algi diizeyleridir.

Mevcut ¢alismada, literatiirde Endiistri 4.0 ile ilgili en
uygun 32 makale gozden gecirilmistir. Tirkiye'de farkl
sektdrlerden uzmanlarin goriisleri de alinarak ondort
engel belirlenmistir (Tablo-1). Tablo 1 incelendiginde,
dijital altyap:1 (B1), yatirinm maliyeti (B2), dijital veri
koruma (B3), siber giivenlik (B4), dijital veri kullanim
zorluklar1 (B5), deneyimli is giici (B8) ve degisime
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diren¢ (B10) literatiir calismalarinda ortak engeller
olarak tespit edilmistir.

Diger engeller de literatiirde goriilen engellerdir.
Bunlar, deger ve kar belirsizligi, iiretim kesintileri,
devlet destegi, makinelere bagimlilik, mevzuat ve
devlet politikasi olup B6, B7, B9, B11, B12, B13, B14 ve
B15 olarak kodlanmistir. Tespit edilen ondort engelin
literatiir kaynagi Tablo 1’de goriilmektedir.

Tablo 1. Endiistri 4.0'iin Benimsenmesinin Oniindeki Engeller

BME"-Zr ®) Batiyer ismi Literatiir destegi
codu
Bl Altvaps (Baamble vd., 2018); (Schrider. 2016); (Kuwmar, 2021);(Moktadir swd., 2018);(Glass vd., 2018);(Miiller, 201%9);(Chauhan
e vd., 2021),(Wankhede vd., 2021):(Mjumdar vd., 2021):(Cugno vd., 2021):(Elhussiny vd., 2022)
B Malivet (Bamble wd., 2018):(Yadav vd.. 2017); (Schrdder. 2016); (Kumar, 2021):(Khan vd.. 2018);(Glass vd., 2018);(Miiller,
- atye 201%);(Horvath vd., 2019):(Wankhede vd.. 2021):(Mjumdar vd., 2021):(Cugno vd., 2021):(Elhussiny vd., 2022)
. o (Kamble vd., 2018); (Moeuf wd., 2020):(Fa vd., 2020);(Azzarwal vd., 2019);(Thoben vd., 2017):(Wang vd..
B Verilerin korunmas: 2016):(Horvath vd., 2018):(Mjumdar vd., 2021):(Cugno vd.. 2021):(Kumar vd., 2020):(Ethussiny vd., 2023)
B4 Givenlik (Raj vd., 2020):(Thoben vd., 2017);(Schroder. 2016);(Glass vd., 2018);(Horvath wd., 2019);(Mualler, 2019);(Wankhede
prosediirlen vd., 2021 (Cugno vd., 2021)(Kumar vd., 2021)
B5 Ver kullanim (Ehan vd., 2016);{Glass vd., 2018);Miiller, 2019);(Horvath vd., 2019),(Wankhede vd., 2021);(Cugno vd., 2021);(Sarkar
zotluklan wvd., 2021 (Elhussiny vd., 2022)
. . (Kamble vd., 2018);(Suresh vd., 2018);(Raj vd., 2020);(Suresh vd., 2018);(Zhou vd., 2015); (Hu vd., 2018);(Glass vd.,
BE6 Deger belirsizli
R 2018);(Msiller, 2019):(Horvath vd, 2019):(Cugno vd., 2021)
BT Kar belirsizhisi (Kamble vd., 2018);(Raj wd., 2020);(Schrider vd., 2016);(Glass vd., 2018):(Horvath vd., 2019):(Cugno vd., 2021);(Kumar
i - vd., 2021)
Deneyimii isziicii (Kamble vd., 2018):(Machade wd., 2019):(Schréder. 2016):(FKamble vd., 2019):(Glass vd., 2018); (Horvarthvd.,
B e-ksik]ii'h 2019);(Kumar vd., 2021);(Wankhede vd., 2021);(Mjumdar vd., 2021):(Cugno vd., 2021)(Sarkar vd., 2021)Elhussiny
il vd, 2022)
BO Uretim kesintileri (Kamble vd., 2018):(Raj wd., 2020):(Moktadir vd., 2018);(Kergroach. 2017);(Mjumdar vd., 2021):(Kumar vd., 2021)
.. . (Azgarwal vd., 2019):(Thoben vd., 2017)(Ehan vd., 2015);/(Miiller, 2019);(Horvath vd.. 2019):(Kumar, 2021);(Cugno
B10 D dir == =
EEigme dreng vd., 2021)(Ethussiny vd., 2022)
. .. (Glass vd., 2018):(Miiller, 2019):(Horvath vd., 2019);(Kumar vd., 2021);(Wankhede vd., 2021):(Mjumdar vd.,
Bl Devlet desteg] 2021);(Cugno vd., 2021);(Elhussiny vd., 2022)
B12 Malinelere bagmhhik (Miiller, 2019):(Wankhede vd.. 2021)
B13 Mewvzuat (Chauhan vd.. 2021):(Fumar vd.. 2021):Mjumdar vd.. 2021):(Cugno +d.. 2021)
El4 Hiikilmet politikasi (Cugno vd., 2021);(Kumar vd., 2021)
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2.2. Engellerin A¢iklamalari

Tablo 1'de belirlenen engellerin aciklamalari, Tablo
2'de verilmistir. Bu agiklamalar, uzmanlara engellerin
ikili karsilastirmasinda yardimci olmak amaciyla
hazirlanmistir. Engellerin ac¢iklamalar1 hazirlanirken,
olabildigince kisa, net ve anlasilir olmasi saglanmistir.
Engeller, tecriibeye gore farkli énem seviyelerinde
algilandigindan, literaiitr dikkate alinarak ac¢iklamalar
hazirlanmistir. Literatiir taramasinda elde edilen
ondort engelin acgiklamalar tespit edilirken, calismaya
katilacak her sektérden uzman ve tecriibe seviyeleri
dikkate alinmistir.

Tablo 2. Endiistri 4.0'iin Benimsenmesinin Oniindeki
Engellerin A¢iklamalari

Bariver kodu Bariyer agiklamasy
Bl Endustri £.0'a uygun dijital Giretim ve bant altyapisi ile enerji temini
B2 Endiistri 4.0 tretim sistemlerinin tesis kurnilma ve know how malivetler
B3 Intemet iizerinden Gretim, tasanm ve personel bilgilerinin calinmas:
B4 Uretimin dijitall ivle guivenlik kurallanndaki eksiklikler
Bi Dijital veri kaynakh, hatah veri, yanhs veri vb aksakhklar
B§ Insan emeginin azalmasiyla tiriinlerin degersizlegmesi
B7 Zayif deger zincir ile istenilen kirlara ulagmada belirsizlik
B8 Donamm ve yanhmda tecriibeli tecriibeli igci eksikligi
BY Dijital veri, enetji, patent, veri madenciligi kaynakh aksamalar
BIO Cahganlanmn igsiz kalacak olmasi ve yoneticilerin karar mekani da vetkilerinin azalmass
nedenivle olugacak direng
Bil Hiiliimet ve kamu sirketlerinin destegi
Bi2 Etik olarak insanlann makinelere bagmh hale gelmesi
B13 Dijital stratejiyi belirten kanun ve yénetmelikler
Bl4 Endiistri 4.0 konusunda hiikiimet politikalan
3| YONTEM

Turkiye'de Endiistri 4.0 uygulamasinin oniindeki
engellerin belirlenmesi analizinde kullanilan yoéntem,
Sekil 1'de gosterildigi gibi alti asamadan (I -VI)
olusmaktadir. Literatiir taramasi sonucunda elde
edilen on dort engel (Asama I), ikili karsilastirmalar
icin uzman goriislerine sunulmustur (Asama II). Elde
edilen ikili karsilagtirma bilgileri ,Yorumlayic1 Yapisal
Modelleme analizinde (ISM) kullanilarak engeller bir
hiyerarsik modele yerlestirilmistir (Asama III).
MICMAC analizinde ISM tekniginden elde edilen
engellerin siiriis ve bagimlilik puanlar kullanilmis ve
engeller dort gruba ayrilarak gorsellestirilmistir
(Asama IV). Literattiirde ISM ve MICMAC analizini bir
arada kullanan bir¢ok ¢alisma bulunmaktadir (Dubey
vd., 2015, Piltan vd., 2016; Sachin vd., 2018; Pramod
vd., 2021; Pedro vd., 2022). Yontemin son iki
asamasinda sonuglar yorumlanmis (Asama V) ve
onerilerde bulunulmustur (Asama VI).

I| Endiistri 4.0 Engelleri Uzerine Literatiir Taramast |
]I| Engellerin Uzmanlarca [kili Karsilastnlmast |
¥
]I[| Yorumlayic: Yapisal Modell (ISM) |—" Tutarsizlie
¥ varsa
v MICMAC Analizi Je—
¥
'\'| Nihai Sonuglann Yomumlanmas: |
¥
'\'I| Vaneticiler igin Oneriler |

Sekil 1. Arastirma Yontemi
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3.1. Degerlendirici Bilgileri

Literatiir taramasindan elde edilen engeller, belirli bir
sektorde deneyime sahip otuz bes uzman tarafindan
degerlendirilmistir (Tablo 3).

Tablo 3: Degerlendirici Bilgileri

Anket . Anket .

Katthma Sektor  |Deneyim (yil)| Unvan Katthmcr|  Sektir  |Deneyim (1l)|  Unvam
no no
1 Maden >=21 Mshendis 19 Hizmet 0-3 Mihendis
2 Insaat 03 Mihendis 20 Kimya 6-11 Y
3 Gida 0-3 Mihendis 21 Gida 0-3 Mihendis
4 Sigorta 6-11 Dosya Y. 2 Gada 0-3 Y
3 Hizmet 11-20 Mihendis px} Gida >=21 Sorumiu Y.
6 Hizmet 0-3 Avukat 24 Finans 6-11 Midir
7 Medya 6-11 Finans U. 23 Savunma § 0-3 Mihendis
8 Hizmet 11-20 Muh. Y. 26 Bankacihk 11-20 Givenlik M

Hizmet 0-3 IsY 27 Elektronik 0-3 Yonetici A

10 Ingaat 6-11 Mihendis 28 Otomotiv 0-3 m‘_msfm ¥
11 Gida 11-20 Muh. UL 29 Saglik 1120 Pazarlama U.
12 Meteoroloji 11-20 BI.U. 30 Lojistik 11-20 Idari Y.
13 Tngaat 6-11 LY 31 Hizmet 0-3 Pazarlama Y.
14 Ingaat 11-20 U 32 Gida 0-3 Mihendis
15 ngaat 0-3 Mihendis 33 Hizrmet 0-3 Bankae Y
16 Egitim 6-11 Falcilte T 34 BT 0-3 i
17 Hizmet 11-20 Mithendis 33 Kagit 0-3 Mithendis
13 Hizmet 0-3 Mihendis

‘ Y¥onetici U:Uzmani Muh:Muhasebe S:5anayi, BT: Bilisim Teknolojileri A:Asistan M:Madur |

Degerlendiriciler on sekiz sektdrde, on dort farkl
pozisyondan secilmistir. Covid-19 Pandemisi nedeniyle

veriler online olarak toplanmistir.  Sekil-2'de
verilmistir.
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Sekil 2. Degerlendirici Uzmanlarin Sektér Dagilimi

Degerlendiricilerin, deneyim yillarina gére homojen
dagillmi  hedeflenmistir.  Dolayisiyla,  Sekil-3’de
gorildigi gibi ankete katilan otuzbes uzmanin tecriibe
dagilim grafigi elde edilmistir.
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Sekil 3. Degerlendirici Uzmanlarin Tecriibe Daglimi



3.2. Yorumlayici Yapisal Modelleme

Bagimli ve bagimsiz degiskenlerin yatay ve dikey
iligkilerini inceleyen Yorumlayici Yapisal Modelleme
(ISM:Interpretive structural modeling), 1974 yilinda
Warfield tarafindan gelistirilmistir. Literatiirde ISM
analizine atifta bulunan bir¢ok ¢alisma bulunmaktadir
[92, 93]. Bu calismada, ISM teknigi, literatiir taramasi
ve uzman goriisleri dogrultusunda belirlenen on dort
engele bes adimda uygulanmustir. Ilk olarak, Yapisal
Etkilesim Matrisi (SIM: Structural Interaction Matrix)
olusturulmustur. Daha sonra, SIM matrisinden Ilk
Erisilebilirlik Matrisi (IRM: Initial Reachibility Matrix)
elde edilmistir. Gegislilik kontrolii uygulandiktan sonra
Nihai Erisilebilirlik Matrisine (FRM:Final Reachibility
Matrix) ulasilmistir. Engellerin seviye hiyerasisi
erisilebilirlik, onciil ve kesisim kiimeleri kullanilarak
elde edilmistir.

3.2.1. Yapisal Etkilesim Matrisi

ISM analizinin ilk adimi, Yapisal Etkilesim Matrisinin
olusturulmasidir.  Literatiirde uzman se¢iminin
onemini vurgulayan baz1 c¢alismalarda, farkl
sektorlerden uzmanlarin segilmesi Onerilmektedir
(Hertzum, 2014; Azevedo vd., 2019; Fathi ve
Ghobakhloo, 2020). Literatiir taramasi ile elde edilen
on dort engel, ikili karsilastirma igin uzmanlara
sunulmustur. Bu calismaya on sekiz farkli sektérden on
dort farkli pozisyondaki otuz bes uzman katilmistir.
Her uzman, ikili bicimde on dort engel i¢cin toplam 91
karsilastirma yapmis ve sonucta Tablo 4’deki Yapisal
Etkilesim Matrisi (Structural Interaction Matrix-SIM)
elde edilmistir. Karsilastirilacak herhangi iki engel,
literatiir arastirmalarinda oldugu gibi, i ve j olarak
kodlanmistir (Tablo 4).

Karsilastirma matrislerinde i kodu satir1 ve j kodu
stitunu temsil etmektedir. Tablo 4’de V harfi, i engelinin
(bariyerinin) j engelini (bariyerini) etkiledigini, A
harfi, i engelinin j engelinden etkiledigini
gostermektedir. X harfi i ve j engellerinin birbirini
etkiledigini gosterirken O harfi ise i ve j engellerinin
birbirini etkilemedigini gostermektedir.

Tablo 4. Endiistri 4.0 Engellerinin Yapisal Etkilesim

Matrisi

Oy Bl |B2 | B3 | B4 |B5 | B6 | B7 | BS | B2 |B10 [B11 |B12 |B13 [B14

1 (siitun)]
El X X X X | X X X X X X X | X X
B2 - X X X X X o] X X X X X X
E3 - X X | X o] X X o o] X|A|X
B4 - X B 8] X Y X X X B Y
B3 - X X X X X X X | X ]
BS - X X X X o | X X
B7 - A Y A A p:Y Y X
ES - v X X X | X o
Bg - X X H X (8]
E10 - X X | X X
B11 - v B X
Bl12 - X Qo
E13 - X
Bl4 -
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3.2.2. [k Erisilebilirlik Matrisi

Tablo 5'de bulunan, 0 ve 1 kodlarin1 iceren ik
Erisilebilirlik Matrisi (Initial Reachibility Matrix- IRM),
Tablo 4'teki V, A ,X ve O sembollerinin
donustirilmesiyle elde edilmistir. Bu ddniisiim
yapilirken dort kurala uyulmustur. 1-(i,j) cifti Vise (i,j)
degeri 1 ve (j,i) degeri 0 olur. 2-(i,j) cifti A ise (i,j) degeri
0 ve (j,i) degeri 1 olur. 3- (i,j) cifti X ise (i,j) ve (j,i)
degerleri 1 olur. 4-(i,j) cifti 0 ise (i,j) ve (j,i) degerleri 0
olur.

Tablo 5. Endiistri 4.0 Engellerinin Ilk Erisilebilirlik
Matrisi
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3.2.3. Nihai Ulagilabilirlik Matrisi

Literatiirde, ilk ulasilabilirlik matrisine gegcislilik kurali
uygulanarak nihai ulasilabilirlik matrisinin elde
edildigi bilinmektedir (Cherrafi vd., 2017). Tablo 5'teki
0 ve 1 rakamlarinin anlamlar1 énemlidir. 1 sayisi,
satirdaki engelin siitundaki engeli etkiledigini gosterir.
0 sayisi, satirdaki engelin siitundaki engeli
etkilemedigini gosterir. Tablo 5'teki ilk ulasilabilirlik
matrisine gecislilik kurali uygulandi. Gegisliligin
uygulanmasinda, 6ncelikle Tablo 5'in her siitununda 0
olan degerler belirlendi. Daha sonra elde edilen Tablo
6’daki nihai ulasilabilirlik  matrisinde  (Final
Reachibility Matrix-FRM) 1 olan bu sifir degerleri Tablo
6'da (*) ile isaretlenmistir. Ayrintilar, mevcut
calismanin  ekindeki  bulunan  Tablo Al'de
gosterilmektedir. Tablo 6'da bulunan Bagimlilik Giicii
(BG) sititunlarin, Stris Gilicii (SG) ise satirlarin
toplamini gostermektedir.

Tablo 6. Endiistri 4.0 Engellerinin Nihai Erisilebilirlik

Matrisi

El|B2 (B3| B4 (B35 |B6|B7|B8|E? |EI0(ELL(E12(El13(B14|DiF| R
Bl 1 1 1 1 1 1 1 1 1 1 1 1 1 1 14 1
B2 1 1 1 1 1 1 1 1*] 1 1 1 1 1 1 14 1
B3 1 1 1 1 1 1 1* 1 1 1* [ 1% 1 1* 1 14 1
Bd 1 1 1 1 1 1 1* 1 1 1 1 1 1 1 14 1
B3 1 1 1 1 1 1 1 1 1 1 1 1 1 1* | 14 1
Bf 1 1 1 1 1 1 1 1 1 1 1] 1 1 1 14 1
B7 1 1 0 o 1 1 1 0 1 1* [ 1% 1 1 1 11 4
B8 1 0o 1 1 1 1 1 1 1 1 1 1 1 1* | 13 2
E% 1 1 1 1 1 1 1 0 1 1 1 1 1 1* | 13 2
B10 1 1 0 1 1 1 1 1 1 1 1 1 1 1 13 2
El1l 1 1 0 1 1 o 1 1 1 1 1 1 1 1 12 3
B12 1 1 1 1 1 1 1 1 1 1 o 1 1 1* | 13 2
BE13 1 1 1 1 1 1 1 1 1 1 1 1 1 1 14 1
Bl4 1 1 1 1 0 1 1 0 o 1 1 0 1 1 10 3
DeP 14 |13 |11 [ 13 [ 13 [ 13 [ 14 [ 11 |13 |14 | 153 )13 | 14| 14
R 1 2 3 2 2 2 1 3 2 1 2 2 1 1

* Gegighlisi belirtir

DeP: Dependency Power (Bafimhlik Gici) DiP: Driving Power (Etkileme Gici) R: Rank (Swra)




3.2.4. Engellerin Seviye Boliimlemesi

Seviye boliimlemede amag, literatiir taramasiyle elde
edilen ondort engelin zorluk ve 6ncelik derecesine gore
kendi icinde gruplara ayrilmasidir. Literatiirde
erisilebilirlik, 6nciil ve kesisim kiimelerini kullanarak
seviyelerin hiyerarsi modelini belirleyen ¢alismalar
bulunmaktadir (Hussain vd. 2016). Tablo 7'de
goriilldiigi gibi, erisilebilirlik seti (Tablo 7'deki A
siitunu) engelin kendisinden ve etkiledigi diger
engellerden olusur. Onciil kiime (Tablo 7'deki B
stitunu) engelin kendisinden ve onu etkileyen diger
engellerden olusur. Tablo 7'deki C siitunu (Kesisme
kiimesi) Tablo 7'deki A ve B siitunlarim kesisiminden
elde edilmistir. Seviye bolimlemede doért iterasyon
yapilmis ve bu iterasyon adimlar1 mevcut ¢alismanin
ekindeki Tablo A2'de detayl olarak verilmistir. Tablo
A2 incelendiginde, ayn1 ulasilabilirlik ve kavsak setine
sahip engeller B1,B7,B10,B11,B13 ve B14 birinci seviye
engeller olarak cikmistir.

Tablo A2'deki satir ve siitunlardan birinci seviyedeki
engeller kaldirilmis, ayni erisilebilirlik ve kavsak setine
sahip olan B3,B4,B5,B6,B9 ve B12 ikinci seviye engeller
olarak bulunmustur. Ayni yonteme devam edilerek,
l¢lincii seviyede sekizinci engel (B8) ve doérdiincii
seviyede ikinci engel (B2) olarak tespit edilmistir.
Tespit edilen dort seviye, Tablo 7’nin D siitununda
gorilmektedir.

Tablo 7. Endiistri 4.0 Uygulanmasinda Engellerin
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Tablo 8. Konik Matris
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Tablo 8 kullanilarak, altyap1 (B1), maliyet (B2) ve veri
koruma (B3) engellerinin; diger engelleri etkileme ve
diger engellerden etkilenme durumlari Sekil 4'teki gibi
belirlenmistir. Bu {i¢ engelin, bir cok engelden etkilenip,
ayn1 zamanda etkilendigi goriilmektedir. Sekil 4
incelendiginde, B1, B2 ve B3 engellerinin, kendisi
disinda tim engelleri, etkiledigi gorilmektedir. B1
engeli, diger tim engellerden etkilenmekte iken, B2
engeli sadece 8 nolu engelden (deneyimli is giicii
eksikligi) etkilenmemektedir. B3 engeli ise, sadece B7
(kar belirsizligi), B10 (degisime direncg) ve B11 (devlet
destegi) engellerinden etkilenmemektedir.

. - . Blin etiiledileri |: |BLB3,B4B3B6B7B5,BYBL0BILBI2B13 Bl
Atyam B1
Seviye Bolinmesi vap B1) Blietiileyenter |: |B1B3B4B5B6B7BSBYBL0BILBI2BI3 Bl
= 1,&5—ﬂ§bﬂmg§i§ﬁﬂ'?’l YT f;ﬂﬂis'l;fﬁm s 4K;_i_5181§150“111ff1331 m SE“"I'E 0) Mokyet (30 B'nin etliledilderi |: [B1B3B4B3B6BTBIBOB10BI1BI2EI3Bl
334567 80101L10.13.1 [L234358 780 101 D 3.14| 123 456,780 10111013 Maliyet (B2 = e :
B2 L T80101LI21.1 12345670101 LILI (1234367010001 | IV Blyietiileyenler |: [BLB3B4BIBGETEOBI0BIIBI2BIIBLL
B3 |1 SO 123456802500 [12345689.015.18 I
B4 |1 89.10.11.12.13.1 [12345689101112.13.14 [123435689.10.111213.14 I Verik &) B3in ethilediideri |: |B1B2B4B3iB6BTBSEOBI0EI1EI2BI3B14
B3 |1 $O10ILI213.1 1234567891011 .03 |123.456789.101L12.13 1 eri korumast (B3 : -
" ; : 2 1B13
B6 [103456780101L1015.1 1234567801000 15,04 |123.4567 8010001514 1 Biictilleyenler |: |BLB2B4BIB6RIBIBIIBISBIA
BT |1 LILDGIE 1234567801010 1514125610101 L1131 I
BS 1543618000112 50 [1234568101L10013 _ |L34568101L103 i . o
B9 (1234567010111 1314 [123456 18010111213 [12343619,101L1013 1 Sekil 4. Engeller Arasu lligkiler (Engel: 1-2-3)
BI0 |12456780.101112.15.14 |1234567 8910110 3141243 678001L0 150 |1
Bil |12 LD (1234567800105 [1245780101L 01314 I . , s
B2 8910121314 [1234356788.1011.1213 [123436785,10.12.13 i Yine Tablo 8 kullanllarak, B4’den Bl4’e kadar
BI3 |123456. 8 0. 101L12.5.0 | 1234567891011 215,14 1234567 89.100L 205041 . e Co .o
BI 123467 101L014  [1234567801011 10 5.14{L23467.101L .14 T olan engellerinin, diger engelleri etkileme ve diger

Tablo 7’de, bir nolu engelin (B1) kendisi ve etkiledigi
diger engeller A siitununda gorilmektedir ve bunlar
icin Tablo 8'de satira 1 gelmektedir. B1 kendisi ve
etkilendigi diger engeller B siitununda goriilmektedir
ve Tablo 8’de siituna 1 gelmektedir. Tablo 7’de A ve B
sitununda olmayan engeller icin Tablo 8de 0
kunulmustur. Bu sekilde ondért engel i¢in (B1-B14)
Tablo 7 kullanilarak, Tablo 8 elde edilmistir. Tablo
8'deki 1 sayisi; satirdaki engelin siitundaki engeli
etkiledigini, 0 ise etkilemedigini géstermektedir.
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engellerden etkilenme durumlar Sekil 5'teki gibi
belirlenmistir.  Sekil 5 incelendiginde, diger
engelleri en az etkileyen engelin hiikiimet destegi
(B11) oldugu goriilmektedir. Engellerin hemen
cogunun karsilikli olarak hem birbirlerini
etkileyip hem de etkilendikleri goriilmektedir.
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Givenlik prosedirleri B4'on etkiledikleri B1B2B3B5B6B7B8B9BI0B11B12B13B14
(B4) B4' etkileyenler B1.B2B3B5B6BEBOEI10.B11B12B13B14
Veri kullanimu zorluklar: | |B5'in etkiledikleri B1B2B3B4B6B7BEBOBI10B11B12B13B14
(B5) B5'i etkileyenler B1B2B3B4B6BEEBSE10EB11B12E13
Deger belirsizligi B6'nin etkiledikleri B1B2B3B4B5B7B8B9B10B11B12B13B14
(B&) Bé'vi etkileyenler B1.B2B3B4B5B7BEBOB10EB12E13B14
Kar belirsizligi B7'nin etkiledikleri B1B2B5B6B9E10B11B12B13B14
(B7) B7'vi etkileyenler B1.B2B3B4B5B6B8ESEBI0B11BE12B13E14
Tecritbeli iggiict eksikligi| |B&'in etkiledikleri B1B3B4B5B6B7B9B10B11B12B13B14
(B&) B8'i etkileyenler B1B2B3B4B5B6EB10B11.B12B13
Uretim kesintileri B9'un etkiledikleri B1.B2B3B4B5B6B7B10B11B12B13B14
(B9) B9 etkileyenler B1.BE2BE3B4B5B6B7EEBI0B11B12B13
Degigime direng B10'un etkiledikleri B1B2B4B5B6B7B8B9B11B12B13B14
(B10) B10'n etkileyenler B1B1B3B4B5B6B7BEBSE11E12B13B14
Hikimetin destegi B11'in etkiledikleri B1.B2B4B5B7BEB9.B10.B12B13B14
(B11) B11'i etkileyenler B1.BE2B3B4B5B6B7.E§EBSEB10B13B14
Makinelere bagimlilik B12'nin etkiledikleq B1B2B3B4B5B6B7BEBYB10B13B14
{(B12) B12'vi etkileyenler B1.B21B3B4B5B6B7.BEBSE10EB11B13
Mevzuat B13'in etkiledikleri B1B2B3B4B5B6B7BEBOB10B11B12B14
(B13) B13'0 etkileyenler B1.B2B3B4B5B6B7EBEEBSB10B11B12E14
Hiikiimet politikas: B1'in etkiledikleri B1B2B3B4B6B7B10B11B12B13
(B14) Bl'i etkileyenler B1B2BE3B4B5B6B7EE§BSB10B11B12E13

Sekil 5. Engeller Arasi lliskiler (Engel: 4-5-6-7-8-9-10-11-12-13 ve 14)

3.2.5. ISM Tabanh Model

Sekil 6'daki engellerin yapisal modeli, Tablo 7'de D
situnundaki seviye ayrimindan elde edilmistir.
Seviyeleme calismasinin detaylari, bu c¢alismanin
sonunda bulunan Tablo A2'de goriilmektedir. Tablo
A2'deki dort yenilemeye gore, Sekil 6'da goriildiigi gibi
dort yerlestirme diizeyi belirlenmistir. Doérdiinci
seviye, Sekil 6'da goriildiigi gibi modelin en alt
kisminda yer almaktadir. A, B’yi etkiliyor, B, C'yi
etkiliyorsa A, C'yi etkiler kurali, Sekil 6’da bulunan
engellerin hiyerasi modeli i¢in icin gecerlidir. Ancak
Sekil 6'daki oklar, sadece dikey ve yatay yonde ardisik
engeller arasindaki karsilikli iliskiyi gostermektedir.
Bir engelden c¢ikan ok digerini etkiliyor demektir.
[stisnalar Sekil 6’da * / ** / *** / **** jle gosterilmistir.

» Endiistri 4.0’a gecis icin, dijital alt yapil tesislerin
kurulmas: gerekmektedir. i1k karsilagilcak engel bu
tesislerin kurulum maliyeti (B2)'dir (Sekil-6'teki
Seviye-4'e bakiniz).

e Maliyet sorunu asilarak, dijital tabanl Endiistri 4.0
tesisleri kuruldugunda, Endiistri 4.0 isletmelerinde
calisacak deneyimli isgliciiniin  eksikligi (B8)

karsilasilcak ikinci engel olacaktir (Sekil-6'teki Seviye-
3'e bakiniz).

e Tesisler kurulup ve calisacak isgiicii engelleri
asildiginda, Endiistri 4.0'a uygun isletme sayisi zamanla
artacaktir. Bu asamada; dijital veri koruma (B3),
giivenlik prosediirleri (B4), dijital veri sorunlar (B5),

deger Dbelirsizligi (B6), iiretim Kkesintileri (B9),
makinelere bagimlilk (B12) engelleri ortaya
cikacaktir. Endiistri 4.0 girisimleri yayginlastik¢a

teknik engeller (B3,B4,B5B9) nedeniyle iiretim
kesintileri meydana geldik¢e, makinelere bagimlilik
(B12) artacak ve iirlnler icin deger belirsizligi (B6)
olusacaktir (Sekil-6'teki Diizey-2'ye bakin).

e Teknik engeller asildik¢a, isletmeler Endiistri 4.0
iirtinleri iretmeye alistik¢a ve tiiketiciler Endiistri 4.0
iirlinlerine asina oldukc¢a, makinelere bagimlilik ve
deger belirsizligi sorun olmaktan ¢ikacaktir. Ancak tilke
genelinde Endiistri 4.0 iretimine uygun bir altyap:
sorunu (B1) yasanacak ve kar belirsizligi (B7) zamanla
degisime direnci (B10) olusturacaktir. Bu ortamda,
devlet destegi (B11) énem kazanir ve Endiistri 4.0 ile
ilgili mevzuat (B13) ve politikanin (B14) ayarlanmasi
gerekecektir. (Sekil-6'teki Seviye-1'e bakiniz).
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e Sekil 6'da goriildiigii gibi Tiirkiye'de isletmelerin
Endiistri 4.0'a donilisimiinde ¢oziilmesi gereken ilk
sorun, modelin doérdiincii seviyesinde yer alan
maliyettir. Sonra liglincii seviyedeki tecriibeli isgiicti
eksikligi giderilecektir. Ikinci seviyedeki engeller
¢ozildiikten sonra Endiistri 4.0'a doénilislimiin
tamamlanmas1 igin, birinci seviyedeki engellerin
¢oziilmesi gerekecektir.

o Isletmelerin déniisiimii siirecinde, Is Saghg1 ve
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uyarlanmasi ile is kazalar1 ve meslek hastaliklar1 da
azalacaktir.

e Sekil 6'da gorildiugi gibi, Modelin dérdinci ve
iiclincii seviyesinde tek engel varken ikinci ve birinci
seviyede birden fazla engel bulunmaktadir. ikinci ve
birinci seviyelerdeki engelleri asmak icin zorunlu bir
sira yoktur, ancak isletmelerin zaman ve maliyetten
kazanmasi icin dogru sirayi belirlemesi gerekmektedir.

Giivenligi  (ISG) teknolojilerinin  Endiistri 4.0'a

. -~ F
Iterasyon 1 Uretim Kar Degisime Hiikiimet Mevzuat
(Seviye 1) Altyapist  — belirsizlifi _» Direng _, Destefi _, (B13) _, Politika

(Bl] (B?)'“' (B 10}3* -+ (Bl l)n_--.... -+ -+ (314:'“‘.

1 i1 i1 i1 it
) 1 t )

iterasyon 2 Veri Giivenlik Data Deger Uretim Makinelere
(Seviye 2) Koruma &%  Prosedirler1 = Zorluklang™ Belirsizligi g Kesintileri 37" Bagmlilik

(B3) (B4) (B3) (B6) (B2) |

t ti

ti

ti t ti

iterasyon 3
(Seviye 3)

iterasyon 4
(Seviye 4)

Tecritheli
Isgiicit
Eksikligi

f

Kurulum
Maliyeti
(B2)

Engellerin strasiyla ¢dziim vonii

* 12 nolu bariyer, 11 nolu bariven etlilemez
#% 7 10 ve 11 nolu bariyerler; 3 nolu bariyen etkilemez
*#*% 11 nolu barrver; § nolu baryven etlilemez

#*E% 14 nolu bariver: 3. 9 ve 12 nolu bariyerleri ethilemez

Sekil 6: Endiistri 4.0 Engellerinin ISM Tabanli Modeli

3.3. MICMAC Analizi

Godet (1993) tarafindan gelistirilen Siniflandirmaya
Uygulanan Capraz Etki Matrisi (MICMAC) analizinde
(Srivastava vd., 2014) bir sistemin bilesenleri; otonom,
striicli, baglant1 ve bagiml olmak {lizere dort kiimeye
ayrilmaktadir (Yang vd. 2020). MICMAC analizi,
engellerin hiyeresi modelinde bulunan seviyeler ve
aralarindaki iliskilere bir katkida bulunmaz ancak
engellerin birbirlerine olan etkileme ve etkilenme giicii
ile bagimli ve bagimsiz olma durumlarimi tek bir
grafikte gorme imkani saglar. Literatiirde tespit edilen
ondort engel bir sistem kabul edilerek, ISM analizinde
elde edilen engellerin siiriis ve bagimlilik giicti puanlari
kullanilarak, litaratiir taramasindan elde edilen ondért
engele MICMAC analizi uygulanmis ve Sekil-7'teki
MICMAC grafigi elde edilmistir. Sekil 7 incelendiginde,
dort kiime (I, II, III, IV) gorilmektedir. Bu kiimeler
sirasiyla; Otonom kriterler, Bagiml kriterler, Baglanti
kriterleri ve Bagimsiz kriterlerdir. Ilk kiimede engel

bulunmamakla birlikte ikinci kiimede iki engel (B7,
B14) ti¢linct kiimede on engel (B1, B2, B4, B5, B6, B9,
B10,B11, B12,B13) ve dérdiincii kiimede iki engel (B3,
B8) bulunmaktadir.

IV_ Bagimsz kriterler B5(Veri kullanim IIL. Baglant kriterleri
— S zorluklari) -~ B2(Maliyet) B1(Alt vap1)
L B3(Dijital ver 14 ¢ Bd(Guvenlik N
g koruma) 5 prosediirlers) Lo
T B9(Uretim - N R .
B8(Tecrubeli iggtici aksakliklar) B6(L_m_n (‘zl‘eger B13(Mevzuat)
eksikligi) belirsizligi)
* = > *
B B12(Makinelere B10(Degisime
S bagunlilik) B1l(Hohomet 9irens)
O destegi)
o . g
2o 13
'% B7(Kdr
“ belirsizligi)
+
— B14(Hiikiimet
¢ 1 \'\ politikasi) Al
g (n)
o 10 .S
T Otonom kriterler BAGIMLILIK GUCU 11, Bagumls keiterler

Sekil 7. Engellerin MICMAC Analiz Grafigi
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Ik kiime, zayif siiriis ve zayif bagimlihk giiciine
sahip "otonom engelleri" igerir. Otonom engeller,
sistemden izole edilemeyen engellerdir, ¢iinkii her bir
engelin mutlaka digerleri iizerinde bir etkisi
bulunmaktadir. Mevcut calismada boyle bir engel
bulunmamaktadir (Sekil-7'de Bolge I' bakin). On dort
engelin her biri en azindan diger bir engeli
etkilemektedir.

ikinci kiime, zayif siiriis ancak yiiksek bagimlilik
glci gosteren bagimli engelleri gostermektedir. Bu
engeller, diger engellerden etkilenmekte ancak onlari
etkileme kapasitesine sahip olmamaktadir. Bu
kiimedeki iki bagimli engel, kar belirsizligi (B7) ve
hiikiimet politikalaridir (B14) (Sekil-7'de Bolge II'ye
bakin). Bir sirketin kar1 (B7), satis ve giderlere baghdir.
Diger taraftan devlet politikalar1 (B14) toplumsal talep
ile ekonomik ve teknolojik gelismelere gore
belirlenmektedir. Kisacasi, bu iki engelin bagimlilig
yluiksektir.

o Ucilincii kiime hem giiclii siiriis hem de giicli
bagimhilik giiciine sahip "baglanti engellerini" ifade
etmektedir (Sekil-7'de Bolge IIlI'e bakin). Bu engeller
gecici olarak kabul edilir. Diger engelleri biiyiik dl¢iide
etkiler ve onlardan etkilenirler. Bu engellerde
degisiklik yapilmasi gerektiginde dikkatli olunmalidir.
Ugiincii kiimede on tane engel bulunmaktadir (B1:
iretim altyapisi, B2: kurulum maliyeti, B4: giivenlik
prosediirleri, B5: dijital veri sorunlari, B6: deger
belirsizligi, B9: iiretim kesintileri, B10: degisime direng,
B11: devlet destegi, B12: makine bagimhhgi, B13:
Endiistri 4.0 mevzuat).

e Dordinci kiime, giigli siirtis ve zayif bagimhilik
giicli olan “bagimsiz engeller” icerir (Sekil-7'de Bolge
[V’e bakin). Bu kiimedeki engeller diger engellerin
¢ogunu etkiler, ancak onlardan ¢ok az etkilenir.
Dolayisiyla bu engeller, Endiistri 4.0'm
benimsenmesinin 6ntindeki ana engellerdir. Bu
engellere siiriicii engeller de denilmektedir. Bu kiimede
dijital veri koruma (B3) ve deneyimli isgiicii eksikligi
(B8) olarak adlandirilan iki engel bulunmaktadir.
Dijital veri ve onu kullanacak dijital okuryazar is giict,
Endiistri 4.0 iretiminin bel kemigidir. Dolayisiyla, bu
iki engelin bagimsiz kriterler olmasi, ISM ve MICMAC
analizlerinin saglikli yapildigini géstermektedir.

4 | BULGULAR ve TESPITLER

Ik ¢oziilmesi gereken engel; kurulum maliyeti (B2)
engelidir. Endiistri 4.0 iiretimi dijital teknolojiye dayal
ve veri agirlikli oldugundan, ilk ¢ozilmesi gereken
engelin B2 (kurulum maliyeti) olmasi normal bir
durumdur. Bu engel isverenlerin, Endiistri 4.0
getirilerini hiikiimetlere, yurt i¢ci bankalara veya
uluslararas1 kredi kuruluslarina etkin bir sekilde
anlatmasiyla ¢oziilebilir.

Maliyet sorununun (B2) asilmasiyla birlikte kurulacak
Endiistri 4.0 isletmelerinde ¢alisacak deneyimli
isgliclinlin (B8) olmamasi; karsilasilan ikinci engel
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olacaktir. Bu engel Endiistri 4.0 tesislerinin kurulmaya
baslanmadan 6nce, egitim kuruluslarina destek
verilerek asilabilir.

Deneyimli isgiicii engeli (B8) asildiktan sonra, teknik
engeller (B3:Verilerin korunmasi, B4:Giivenlik
prosediirleri, B5:Veri kullanim zorluklari, B9: Uretim
kesintileri) ve meydana getirdikleri sosyal engeller
(B6: deger belirsizligi, B12: makinelere bagimlilik )
olusacaktir. Zamanla isverenler TUretime asina
olundukca ve egitim ile ¢alisanlar tecriibe kazandikga,
karsilasilan teknik engeller (B3, B4, B5) asilacagindan
iiretim kesintileri de (B9) olmayacak ve sosyal enegeler
de (B6, B12) zamanla ¢oziilecektir.

Tiirkiye'de Endiistri 4.0 girisimleri yayginlastikga,
sistemin tam verimli ¢alisabilmesi i¢in en bagimli ve en
uzak olan son engellerin asilmasi gerekecektir. Soyle
ki; Endiistri 4.0 isletmelerinin sayis1 arttik¢a Tiirkiye
genelinde dijital tiretime uygun genel bir altyapi sorunu
(B1) olusacaktir. Bu engel hiikiimet destegi ve tedarik
zincirindeki taraflarin birlikte ¢alismasiyla asilabilir.
Alt yap1 sorunu asildiginda, tiretim siirekliligi kazang
anlamina  geldiginden, kar Dbelirsizligi (B7)
olmayacagindan degisime diren¢ (B10) engeli de
asilacaktir. Engel hiyerasi modelin en tistiindeki B1, B7
ve B10 engelleri asildiginda, Endiistri 4.0 ile ilgili
mevzuat (B13) ve politika (B14) engelleri, Endiistr
4.0'in getirilerini goéren hiikmet destegi (B11) ile
coziilecektir.

Genelde hiikiimetlerin 0zelde isletmelerin, bu
calismada belirlenen Engel Hiyerasi Modelindeki
¢ozlim sirasina uyarak, engellerin itici giicleri ve
bagimlilik seviyelerine gore detayli ve titiz bir planlama
yapmalari faydali olacaktir.

5 | SONUG ve ONERILER

Saglikli isleyen bir Endiistri 4.0 sisteminin kurulmasi
icin finansal ve vasifli isgilicii dniindeki engellerin
asilmasindan sonra dijital verilere dayali teknik
sorunlar ve olusturcaglr sosyal engellerin asilmasi
gerekmektedir. Teknik engellerin asilmasiyla liretim
siirekliligi ve siirekli gelir saglanacagindan sosyal
engeller olan degisime diren¢ ve makinelere bagimlilik
sorun olmaktan cikacaktir. Dolayisiyla Endiistri 4.0
iiretime bakis acis1 degisecektir. Bu asamadan sonra,
iilke genelinde saghkli bir Endiistri 4.0 altyapisinin
kurulmasi ve yasal mevzuatin olusturulmasi devletin
destegi ile miimkiin olacaktir. Asagidaki 6neriler, bu
gecis slirecinde isletmeler i¢in faydali olacak ve gecisi
kolaylastirirken maliyetleri de azaltacaktir.

e Hiikiimetler ve Bankalar Endiistri 4.0’1in faydalarim
gormeden Kkredi saglamayacaktir. Bu nedenle
sirketler risk almak ve ilk yatirnmlari yapmak
zorundadir. Endiistri 4.0'in faydalarim1 devlete ve
bankalara anlatarak isletmeler finansal risklerini

azaltabilir ve gecisin baslarinda destek alabilirler.

Endiistri 4.0 iiretiminde, dijital veri kaynakl olasi
iretim kesintilerinin 6niine gegebilmek igin,



firmalarin tesis kurmadan 6nce Ar-Ge g¢alismalari
yapmalar1 faydali olacaktir. Endistri 4.0’a gecis
ilerledikce, dijital iiretimde ilgili ekipmanlar
kullanacak yetismis isglici  gerekeceginden,
kodlama egitimi ve dijital okuryazarlik diizeyinin
artirilmasina yonelik hazirliklar yapilmalidir.

e (alisanlarin ve sirket hissedarlarinin Endistri 4.0'in
faydalar1 hakkinda bilgilendirilmesi ile deger
belirsizligi ve makinelere bagimlilik algilarinin
ontne gecilebilir. Boylece baslayacak olan degisime
direng bastan durdurulabilir.

o Sirketler, Endiistri 4.0''!n faydalar1 kapsaminda
calisanlarini, hissedarlarini ve kamuoyunu memnun
edecek stratejiler gelistirirlerse bankalardan daha
kolay kredi alabilirler.

e Sirketler Endistri 4.0 ile ilgili politikalarin
olusturulmasina aktif olarak katkida bulunurlarsa,
Endiistri 4.0 ile ilgili yasa ve yo6netmeliklerin
olusturulmasina etki edebilirler.

e Endiistri 4.0 lretiminde olas1 kesintiler icin acil
durum prosediirleri olusturulmalidir.

e Uretim verilerinin korunmasi
gosterilmelidir. Bu
teknolojileri kullanilabilir.

icin 06zel c¢aba
kapsamda, blokchain

e Endistri 4.0 iretim strekliligini saglamak icin
¢alisanlarin ve veri miithendislerinin siirekli dijital
okuryazarlik egitimi almasini saglayacak bir sistem
kurulmaldir.

Turkiye'deki isletmeler bu c¢alismada belirlenen
hiyerarsi modelini ve onerileri takip ederse, Endiistri
4.0'a gecisteki engelleri daha az maliyetle ve en hizh
sekilde asacaktir. Ancak isletmelerin Endiistri 4.0'a
geciste bazi ilkeleri icsellestirmeleri gerekmektedir.
Oncelikle, iiretim dijital hale geldikce ¢alisanlara daha
fazla 6nem verilmeli ve issizlik toplumsal bir sorun
olarak gériilmelidir. Ote yandan iiretimi Yapay Zeka'ya
devretmek, Yapay Zeka’'nin tiim operasyonlarinin
dogru olacagi anlaminda kabul edilmemelidir. Bu
nedenle, liretim ve i iligkilerinde kararlar alinirken son
kontrollerin yoneticiler tarafindan yapilmas: ilkesi
beimsenmelidir. Endiistri 4.0 kapsaminda teknik alt
yapl, mevzuat ve politikalar olusturulurken, asagida
belirtilen bes hususun dikkate alinmasinda fayda
bulunmaktadir. S6z konusu o6nerilerin dikkate
alinmasiyla, gecis siireci daha kisalacak ve maliyetler
azalacaktir.

e Birincisi; mevzuat olusturulurken ilgili kamu ve 6zel
sektor yoneticilerinin goériisleri alinmalhdir.

e ikincisi, dijital iiretim olacagindan standardizasyon
calismalari da mevzuat c¢alismast kapsaminda
degerlendirilmeli ve uluslararas1 diizenlemeler
incelenmelidir.
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e Uciinciisii, Yapay Zeka teknolojilerinin Endiistri 4.0
ile uyumlulugu kapsaminda kurallar
olusturulmaldir.

e Dordinctusi, Endustri 4.0'da is saghigi ve glivenligini

saglamak icin gerekli onlemler alinmali ve
kontroller tamamen Yapay Zekaya
birakilmamalidir.

e Besincisi Eniidtri 4.0'dan kaynaklanacak issizligin
Oonlenmesi icin 6nlemler diisiintilmelidir.

Bu calisma literatiire dért katki saglamistir. Oncelikle,
Tiirkiye'de isverenler agisindan Endiistri 4.0'a gecisin
ontindeki engeller belirlendi. ikinci olarak, belirlenen
engellerin karsilikli iliskilerini agiklamak icin bir
hiyerarsi modeli gelistirildi. Uciinciisii, Hiyerarsi
modelindeKki iliskiler analiz edildi. Dérdiinciisi, yapilan
analizler dogrultusunda isverenlere ve kamu
yoneticilerine Endiistri 4.0'a gecisin en hizli ve en az
maliyetli sekilde yapilmasi i¢in 6nerilerde bulunuldu.
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