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Burcak KIZILTAN!
Beyda Nur YILMAZ2
Asli VURALS

Batuhan ESKICINDIL#

Mehtap ACIKGOZ5

Ozet

Amag: Calsma isletmelerde tUnellemenin nasil gerceklestigi, tUnellemenin
kurumsallasma ve etk ilkeler acisindan hangi sorunlar ortaya cikardigr ve bu
sorunlarin 6nune gecilmesiicin hangi dnlemlerin alinmasi gerektigine dikkat cekmeyi
amaclamaktadir. Parmalat, Satyam ve Olympus gibi énemli skandallar inceleyen
bu calisma, tinellemenin bu skandallarda oynadigi rolU ortaya koymaktadir.

Metodoloji: Bu calisma, tUnelleme kavramini ve isletmelerdeki etik disi uygulamalari
incelemigstir. Karsilastirmall vaka analizi yéntemi ile Parmalat, Satyam ve Olympus gibi
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onemli skandallar incelenmis ve tUnellemenin kurumsal yonetim ve etk ilkeler
Uzerindeki etkileri analiz edilmistir. isletmelerdeki tOnelleme sireci, ortaya cikan
sorunlar ve etik disi uygulamalarin édnlenmesi icin gerekli ic denetim sistemleri
tartisiimistir.

Bulgular: Vaka analizleri, tUnellemenin cesitli yontemlerle yapilabilecegi ve bu
yontemler arasinda belirli ortak &zellikler oldugunu goéstermektedir. Parmalat, Satyam
ve Olympus skandali incelemesi, tUnellemenin cesitli yontemlerle gerceklestirildigi
ortaya koymakta ve bu turler arasinda finansal tablolarin manipulasyonu, dUsuk faiz
oranlaryla kredi veriimesi, mal ve hizmetlerin fahis fiyatlarla veya piyasa degerinin
altinda satisi ve isletme karlarnin yapay olarak dUsuk gdsterilmesi yer almaktadir.
TUnelleme ftUrleri isletmenin yapisina, sektérine ve yerel yasalara gore degisiklik
gostermektedir. Vaka analizleri, zayif kurumsal ydnetim yapilar ve eksik denetim
mekanizmalar olan isletmelerde daha sik tUnelleme oldugunu gostermistir. Etik disi
uygulamalar, denetim sureclerinin yetersiz olmasi, yonetim kurullarnin bagimsiziigi ve
isletme eftik ilkelerin yeterince benimsenmemesi nedeniyle ortaya cikar.

Sonug ve Katkilar: Calisma tUnellemenin dnlenmesinde etk standartlann eslik ettigi
glclu kurumsal yénetisim yapilarinin gerekli oldugu, seffaflik, hesap verebilirlik ve
gUcluU ic kontrol sistemlerinin tUnelleme ilgili riskleri azaltmada dnem arz ettigini ortaya
koymaktadir. Buna ek olarak hem calisanlar hem de yoéneticiler icin dUzenli etik
egitim ve kapsayici risk degerlendirmesi, tUnelleme vakalarnin  azaltimasina
yardimci olabilir. Calisma, tUnelleme kavramini Turkce literatUre kazandirarak,
gelecekte yapillacak arastrmalar icin bir referans noktasi  olusturmayi
hedeflemektedir.

Sinirlamalar: Calisma yalnizca Parmalat, Satyam ve Olympus skandallar ile sinirli
kalmistir. Farkli sektérlerde ve cografyalarda yasanan diger skandallarin incelenmesi,
bulgulann genellenebilirligi  acisindan  dnemlidir.  Karsilastrmali  vaka analizi
yontemiyle yapllan bu calismada, bulgularnn nicel veri ile desteklenmesi sinirl
kalmistir.  Gelecekte yapilacak arastirmalarnn, nicel analizlerle bu bulgularn
desteklemesi, calismanin sonuclarinin genellenebilirligini artirabilir.

Anahtar Kelimeler: Kurumsal Etik, Muhasebe, isletme Finansi, Yolsuzluk, Tinelleme.
Jel Kodu: G30, G10, G14, M41, M10.

Abstract

Purpose: The study aims to draw attention to how tunneling occurs in businesses, what
problems tunneling creates in terms of institutionalization and ethical principles, and
what precautions should be taken to prevent these problems. Examining important
cases such as Parmalat, Satyam, and Olympus, this study reveals the role tunneling
plays in these scandals.

Methodology: This study examined the concept of tunneling and unethical practices
in businesses. Using the comparative case analysis method, important scandals such
as Parmalat, Satyam, and Olympus were examined and the effects of tunneling on
corporate governance and ethical principles were analyzed. The tunneling process in
businesses, the problems that arise, and the internal audit systems necessary to prevent
unethical practices were discussed.

Findings: The case studies show that tunneling can be done with various methods and
that there are certain common features among these methods. The Parmalat, Satyam
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and Olympus case studies reveal that tunneling is carried out through various methods,
including manipulation of financial statements, granting loans at low interest rates,
selling goods and services at exorbitant prices or below market value, and artificially
understating company profits. Types of tunneling vary depending on the structure of
the business, its sector, and local laws. Case studies have shown that tunneling
activities are more frequent in businesses with weak corporate governance structures
and inadequate audit mechanisms. Unethical practices occur due to inadequate
audit processes, lack of independence of boards of directors, and inadequate
adoption of business ethics principles.

Conclusion and Contributions: The study reveals that strong corporate governance
structures accompanied by ethical standards are necessary to prevent funneling, and
fransparency, accountability, and strong internal control systems are important in
reducing tunneling-related risks. In addition, regular ethics training and comprehensive
risk assessment for both employees and managers can help reduce tunneling cases.
The study aims to introduce the concept of tunneling to Turkish literature and create a
reference point for future research.

Limitations: The study was limited to the Parmalat, Satyam and Olympus scandals only.
Examining other scandals that occurred in different sectors and geographies is
important for the generalizability of the findings. In this sfudy, which was conducted
with the comparative case analysis method, the support of the findings with
quantitative data was limited. Future research supporting these findings with
quantitative analyses may increase the generalizability of the results of the study.

Keywords: Corporate Ethics, Accounting, Corporate Finance, Fraud, Tunneling
Jel Codes: G30, G10, G14, M41, M10.

GIRiS

21. yUzylda teknolojideki gelismelerin hizianmasi ve kiresellesen dUnya ile serbest
piyasa ekonomilerinin yayginlasmasiyla birlikte yeniis alanlarn ortaya cikmis ve rekabet
ortami yayginlasmistir (Celayir ve Basar, 2021:2). BUyUyen ve gelisen ekonomi sonucu
is iliskileri daha karmasik hale gelmis; bu iliskilerdeki karmasiklik ve bUyUklUk nedeniyle
kisiler, yonettikleri isletmeleri sadece kendi cikarlarn dogrultusunda yonetme egilimi
go6stermis bdylece etik disi faaliyetlerin GcUncU kisilerden gizlemelerini kolaylastirmistir.
Isletmelerin kisisel cikarlara gére yénetimesi sadece o isletmeye zarar vermemekte,
aynl zamanda isletmenin etkilesim icinde bulundugu tUm paydaslarnda zarar
gbérmesine neden olmaktadir (Bursal, 2018:506). Tunelleme &zU itibariyle hukuki bir
kavram olup, isletmedeki kontrol sahibi hissedarlarin, azinlik pay sahipleri ve isletmeyi
zarar ugratacak sekilde isletmenin sahip oldugu varliklann sahsi cikarlan dogrultusunda
dogrudan veya dolayl bicimde kendilerine aktinlmasi islemine denilmektedir. Bati ve
Dogu Avrupa, Asya, Latin Amerika piyasalarindaki cogu halka acik isletme hakim
hissedarlarn kontrollundedir (La Porta, Lopez-de-Silanes and Shleifer 1999: 501). Hakim
hissedarlar kendilerine haksiz menfaat saglamak amaciyla isletme Uzerinde hakimiyet
haklarini kb6tUye kullanmaktadirlar. Bu kétUye kullanma sirasinda isletmedeki azinlik hak
sahiplerinin ve diger paydaslarnn zarara ugratacak sekilde isletmenin varliklarn
aktarnimasi sonucunda tUnelleme dogar. Bu baglamda calismada, tUnellemenin ne
oldugu, isletmelerde tUnellemenin nasil gerceklestigi, bu tGnellemenin kurumsallasma
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ve etik kodlar acisinda nasil sorunlara yol acabilecegi, bu sorunlarn é6nine gecilmesi
konusunda isletme ici denetim mekanizmalarinin etik ve kurumsallasma cercevesinde
nasll islemesi gerektigi sorularina cevap aranmistir.

Skandallarin &ntne gecilmesiicin hukukun ve kamu otoritelerinin dis denetimine intiyac
duyulmasinin yani sira; etik ve kurumsallasmanin da dnemi bUyUktUr. Zira hukukun
UstinIGQuNnUNn  tesis edildigi ve kamu oforitelerinin etkin  bir bicimde denetim
mekanizmasini calistrdigl gelismis Ulke ekonomilerinde isletmelerin hileli ve etk disi
islemlere karnstigr skandallar da bir hayli fazladir (Bhasin, 2013:28). Dolayisiyla
isletmelerde yasanan skandallarin dnUne gecilimesinin baslica yollarindan biri, yénetim
anlayisinin kurumsallasmasi, adillik, dUrUstlUk ve dogruluk gibi etik kodlara gére hareket
edilmesidir. Isletmelerin ic denetim mekanizmalarni kuramamasi halinde; yolsuzluk,
rOsvet, muhasebe ve finansal hileler, ic bilgi ficareti ve tUnelleme gibi etk disi
uygulamalar sonucu kontrol sahibi paydaslarin isletmeleri ve onlarla iliskide bulunan
tUm paydasian dogrudan veya dolayl zarara ugrama tehlikesiyle karsi karsiya
kalabilirler.

Bu calismada ele alinan tunelleme kavrami, Turkce alan yazinda daha énce yer
almamis olup, bu baglamda sunulan katki son derece yenilikci ve 6zgundur.
TUnelleme, incelenen konu ve baglam dahilinde TUrkce alan yazina kazandinlarak, bu
kavramin anlasiimasina ydnelik bir aciim sunmaktadir. Tinelleme kavramini ik kez
TUrkce alin yazinda tartismaya acarak, konuyla ilgili ilerleyen arastirmalar icin bir temel
olusturmakta ve akademik alana katki saglamaktadir.

Calismanin amaci, isletmelerde tUnellemenin nasil meydana geldigini, bu tinelleme
tUrlerinin kurumsallasma ve eftik ilkkeler acisindan hangi sorunlara yol actigini, bu
sorunlarin énune geciimesi icin nelerin yapiimasi gerektigini incelemektir. Parmalat,
Satyam ve Olympus gibi buUyUk skandallarla bu kavramin nasil uygulandidi
orneklendiriimis ve bu tUr etik disi uygulamalarin énlenmesiicin neler yapilabilecegdi ele
alinmustir.

1. KURAMSAL ARKA PLAN

TUnellemenin incelenmesi ve efkileri konusunda Bae ve digerleri (2002), Kore is gruplari
Ozellikle de Chaebol'ler isletmesi baglaminda tinelleme kavramini incelemistir. Hakim
hissedarlarnn genellikle azinlik hissedarlarin aleyhine sonu¢c doguracak satin almalar
yaphd tespit edimis. Arastirmada tUnellemenin devralan isletmelerin hisse senedi
fiyatlan Uzerindeki olumsuz etkileri vurgulamaktadir. Ayrica bu arastirma sayesinde
hakim hissedarlarn kendi menfaatlerinin isletme menfaatlerine gére éncelediklerini
iddia eden tUnelleme hipotezini desteklemektedir. Baek ve digerlerinin (2005)
calismasi, Kore Chaebol isletmesinin 6zel menkul kiymet arzlarn sirasindaki faaliyetlerini
incelemis ve is gruplarindaki tinellemenin kapsaml analizini calismistir. Calisma, isletme
gruplarnda kurumsal yénetisim ve finansal uygulamalar hakkindaki analiziere ampirik
veriler sunmaktadir. Calismanin devaminda, hékim hissedarlarin bagl isletmelerin
varliklarni  kendilerine transfer edebilecedi ne iliskin  mekanizmalan vurgulamis,
tUnellemenin sahiplik ve yénetim dinamiklerinin Gzerindeki etkilerini sunmustur. Juliarto
ve digerleri (2013), &zellikle ASEAN (GUneydogu Asya Uluslar Birligi) Ulkelerinde
isletmelerin tGnelleme faaliyetlerinin incelemesi ile tUnelleme uygulamalarin yayginhigi
ve yonetici davranislan arasindaki iliskiyi incelemistir. Calisma, bagimsiz yéneticiler ve
yabanci sahiplik gibi mevcut ydnetisim mekanizmalarnin, isletmedeki tUnelleme
davranislan azaltmada konusundaki yetersizligini ortaya koymaktadir. Bu calisma,
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dUzenleyicilerin, &ézellikle kurumsallasmamis isletmelerin, azinlik hissedarlarini haklarinin
hakim hissedarlarnn kétu niyetli ve haksiz davranislarindan korumak icin daha etkin
yontemler gelistirmeleri gerekliligi sonucuna varmistir. Hussain ve Safdar (2018),
Pakistan'daki aile isletme gruplarnda tUnellemenin analizini sunmustur. Calismada,
isletmedeki hakim hissedarlar ile azinlik hissedarlar arasindaki catismalarini incelemistir.
Calismanin ampirik sonuclari, hdkim hissedarlar sahip kontrol sahibi olduklarn dUsuk
nakit akisina sahip isletmelerden, yuksek nakit akisi haklarina sahip isletmelere hakim
konumlarni k&tOye kullanarak nasil kaynak aktardiklanni incelemektedir. Bu tarz
tUnelleme faaliyetlerinin  azinlik hissedarlan Uzerindeki zararlarini  gdstermektedir.
Calismada isletmelerin tUnellemeden korunabilmesi icin daha iyi kurumsal yonetime
intiyaclarn oldugunu vurgulamaktadir. Bu arastirma, azinlik haklarini ve menfaatlerini
korumayl amaclayan duzenleyici otoriteler icin aile isletmelerindeki kaynak kontrolli
ve transferi hakkinda énemli bilgiler sunmaktadir.

Kurumsal yénetisim ve tunelleme faaliyetlerini dUstrilmesi edilmesi konusunda Tang
(2016), Cin'deki kamu iktisadi tesebbuUslerinde tUnellemenin nasil olustugu ve vergiden
kacinma ile arasindaki iliskiyi incelemektedir. Calisma, kurumsal yénetimin bu tUr riskli
faaliyetleri dnleme ve azaltmada konusundaki katkilar incelemektedir. Calismada
Ozellikle zayif ydnetisim sahip isletmelerimdeki, tUnelleme anlayisi konusuna katki
saglamaktadir. Sari ve digerleri (2016), Endonezya'daki kurumsal yodnetisim
cercevesinde liskili  taraf islemlerinin isletmelerde tUnellemeye olan efkilerini
incelemektedir. Calisma, isletmelerdeki tUnelleme faaliyetlerinin tespit icin bir modeli
gelistirmistir. Bu sayede, isletmedeki kontrol hakki ile tUnelleme arasindaki iliskiyi
vurgulamistir. Boylece, tUnelleme risklerin azaltimasi konusunda kurumsal ydnetim
sistemlerinin ne kadar dnemli oldugunu vurgulanmistir. Calisma sayesinde tUnelleme
davranislar daha iyi anlasimakta ve yasal dizenlemelerin ve korumalarin zayif oldugu
ortamlarda gUclU yénetisim dnemine dikkat cekmistir.

Is gruplarndaki ic sermaye piyasalar ve tinelleme konusunda ise Dow ve McGuire
(2009), Japon Keiretsular’'ndaki tUnelleme faaliyetleri hakkinda ampirik veriler
toplanmistir. Bu veriler 1siginda, ekonominin duraksadigr dénemlerde finansal yapisi
daha guclu isletmelerin gelecekteki finansal avantajlarni korumak icin kendilerine
gbre finansal acidan zayif konumda olan isletmeleri nasil  destekledigini
gbstermektedir. Bu arastrma, gelismekte olan ekonomilerdeki kurumsal ydnetisim
sOylemini genisleterek, is gruplarindaki ic sermaye piyasalarinin anlasiimasini ve bu tarz
isletmelerin hem destekleyici tarafini hem de kdtU niyetli tarafiniinceler.

Cagmizda kuresellesme, teknolojinin degismesi ve rekabet ortaminin artmasi,
isletmeler icin degisikliklere yol acmis bunun sonucunda is dunyasinda artan rekabet,
talep dedisiklikleri, teknolojik ilerlemeler, isletmelerin kurumsal bir yapiya sahip
olmalarnni gerekli kilmistir (OJot, 2024:10). Kurumsallasmanin amaci, kurumsal dederleri
calsanlarina aktanimasi ile isletmenin kendine &zgU bir sistem yaratarak diger
isletmelerden farkllasmasini sadlamaktir (Karpuzodlu, 2003:71). isletmelerde etik
tartismalar ise maddiyata ve karlliga odaklanmalar nedeniyle ortaya cikmistir.
isletmelerin etik ilkeleri, isletme amacini ifade eder, deder sistemini tanimlar ve ilkeler
dogrultusundaki karar verme sekillerini gosterir (Aydin, 2014:148). isletmelerin etik
davranslar icsellestirmesi, isletmelerin itibarnni artirdigi gibi toplum ve musterileri
acisindan guvenilir olmalarini saglar ve yasal uyusmazliklar yasamalarini énler (Yalcin,
2024:42). Etik ilkelerin kurumsallastinimasinda; etik egitimlerinin veriimesi, isletme icinde
etik ilkelerin iyilestirimesi, efige &zel komisyonlarin kurulmasi gibi farkll yontemler
uygulanabilir (KicUkoglu, 2012:181). Yénetimde sdz sahibi olan veya pay cogunlugunu
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elinde bulunduran paydaslarin, isletmenin maddi ve maddi olmayan varliklarini sahsi
cikarlan icin kendilerine aktarmasi olarak tanimlanan tUnelleme kavrami (Shirur,
2011:10; Bae ve Kim, 2021:3), isletmelerde &zellkle de kurumsal ydonetim alaninda
kapsamili bir etik degerlendirmeyi gerektirmektedir. Kontrol sahibi paydaslarnn cikarlar
icin kaynaklarin isletmenin disina kaydinimasi, azinlik pay sahiplerine ve isletmenin
genel degerine zarar vermektedir. TUnelleme, yaygin olarak gelismekte olan Ulkelerde
goOrUlurken, genelde kurumsal ydnetim mekanizmalarinin  eksiklikleri,  azinlik
hissedarlarnnin  haklarnin  yeterince korunmamasi ve yogun mulkiyet yapisi gibi
faktérlerle baglantiidrr. isletmelerde gerceklesen tinellemenin nedenlerini analiz
edebilmek icin isletme cevresi, mulkiyet yapisi ve kurumsal ydnetim mekanizmalarinin
incelenmesi gerekmektedir(Juliarto vd., 2013: 27). TUnelleme cogu zaman isletmelerin
finansal tablolarinda veya raporlarinda gérinmez ancak sureclerin sonunda tespit
edilir.

isletmelerde tUnellemeyi tespit etmek ve &nlemek amaciyla kurumsal ydnetim
yapisinin olusturulmasi son derece énemlidir (Chen ve digerleri, 2018: 988). Yapilan
calsmalar, kurumsal mdlkiyet ile tUnelleme arasinda pozitif bir iliski oldugunu
g6stermektedir. Bir baska ifade ile ydneticilerin isletme Uzerindeki kontrolU,
tUnellemenin hangi boyutta gerceklesecegdi konusunda son derece dnemlidir (Juliarto
vd., 2013: 30). Bazi calismalarda paydaslarin isletme Uzerinde hdkim duruma gelmesi;
Ozellikle gelismekte olan Ulkelerde tUnelleme riski ile karsilasma olasiigini artirmaktadir.
Azinlk durumda olan paydaslarnn haklarinin korunmasi icin ydonetim yapisinin ve
yonetisim cercevelerinin uygulanmasi énem arz etmektedir. isletmelerde; seffaflik,
esitlik ilkeleri ile tOnellemenin 6nUne gecebilmek icin isletme icerisindeki ydnetim
yapisini analiz ederek etkili ydnetisim yaklasimlarini uygulomak &nemlidir. Yénetim
kurulunun bagimsizligl, yolsuzluklarla mucadele girisimleri, etik is kOItOrG ve etik is
kavraminin varlgr gibi kurumsal yénetim anlayisi ile riskler azaltlarak paydaslarn
cikarlan korunmaktadir (Chen vd., 2018: 988).

2. METODOLOJi

Bu calismada tUnelleme kavrami ve bu kavramin isletmelerdeki etik disi uygulamalarla
olan iliskisi incelenmistir. Parmalat, Satyam ve Olympus gibi bUyUk skandallar,
karsilastrmall vaka analizi yéntemiyle degerlendiriimis ve bu skandallar Uzerinden
tUnellemenin kurumsal yénetim ve etk ilkeler Uzerindeki efkileri ele alinmistir.
tunellemenin isletmelerde nasil gerceklestigi, bu kapsamda ortaya cikan sorunlar ve
bu tUr etik disi uygulamalarn dnlenmesi icin gerekli ic denetim mekanizmalar Uzerinde
durulmustur. Calisma, tUnelleme kavramini TUrkce literatUre kazandirarak, gelecekte
yapllacak arastirmalar icin bir referans noktasi olusturmayi hedeflemektedir.

TUnelleme kavraminin kdkenlerini, teorik cercevesini ve uygulamalarnni anlamaya
yonelik olarak kuramsal bir arka plan olusturulmus, karsilastirmall vaka analizi ydntemi
ile farkl isletmelerde yasanan tUnellemenin ortak &zelliklerini ve benzerliklerini
karsilastirmali olarak ortaya koymustur. Vaka analizi, bu skandallarin ardindaki kurumsall
yonetim eksikliklerini ve etik ihlalleri degerlendirmek icin kullaniimigtir. Calismanin son
bdlumunde gelecekte yasanabilecek skandallarin énine gecilmesi icin isletmelerin
alabilecekleri dnlemlere deginilmigtir.

TUunelleme isletmeyi kontrol altinda tutan hissedarlarin isletmedeki mal varliklarni veya
kaynaklarni kendi hesaplarina aktarmalar seklinde tanimlanmaktadir. Bu aktarmlar
yalnizca mal varlklanyla dedil ayni zamanda isletmenin nakit akisinin kisilere
yonlendirimesiyle de gerceklesebilmektedir (Atanasov vd., 2014: 1700). isletmede
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kontrol sahibi olan paydaslarin gerceklestirdigi bir diger tUnelleme isletmeden
kendilerine ait olan baska bir isletmeye piyasa bedelinin altinda mal satisi veya fahis
fiyatla mal satmasi sonucunda kendilerine dolayll olarak isletme kaynaklarini
aktarmalandir. Bu ydntemde sadece maddi varliklarnn aktarmi degil ayni zamanda
iceriden sizdirlan bilgilere gére paydaslarin paylarini mevcut degerden daha yUksek
bir bedelle satmasi sonucunda isletme 6zsermayesinin tUnellenmesi de s&z konusudur
(Atanasov vd., 2014: 1708). Yaygin kullanilan diger ydéntem ise isletmenin mal
varliklarina dokunmadan kontrol sahiplerinin, kendi paylarnni artirarak azinlik pay
sahiplerinin - haklarnnin  askiya alinmasi veya azinlk pay sahiplerinin haklarini
kullaniimasinin finansal islemler ile engellenmesidir. (Johnson vd., 2000:11). Ust dizey
yoneticilere haksiz ve fahis miktarda tazminat, maas, ikramiye 6denmesi, isletmeden
piyasanin ortalamasinin altinda bor¢c para alimak veya kredi kullanmak seklinde de
gorUlebilmektedir (Atanasov vd.,2011:7). Diger tUnelleme ydntemlerinden bazilar ise
sunlardir:

o Isletmenin baska isletmelerden mal veya hizmet satin alrken yUksek fiyatlar
odemesi

e Gercek degerlerden daha dusUk faiz oranlan veya belirli kisilere kredi
saglanmasi

e Finansal tablolarin manipUle edilmesi yoluyla gercek performansin gizlienmesi

« Isletmenin gerceklesmemis veya belgelenmemis islemlerle gelir saglamasi

o Isletme varliklarinin gercek dederlerinden daha dUsik bir fiyatla iliskili taraflara
devredilmesi ve isletme varliklarinin azaltimasi (Johnson vd., 2000: 11)

e Isletmenin iliskili bir tarafa bUyUk miktarda alacak vermesi veya uzun vadeli bir
kredi saglamasi (Sari vd., 2016: 34)

e Nakit varliklarnnin yasa disi veya etik olmayan sekillerde ydnlendirimesi veya
kullaniimasi

o Asin fiyatlandinimis varliklann isletmeye dahil edilmesi

o isletme icindeki farkll birimler arasinda yapay borc iliskileri olusturularak
kaynaklarn aktarlmasi

o Isletme karlannin yapay olarak dUstk gdsterimesi veya baska hesaplara
aktarnimasidir (Atanasov, 2011: 7).

3. VAKA ANALIzi

Parmalat 1961 yilinda Kuzey italya'da bir aile ciftligi olarak kurulmustur. O zamandan
bu yana gecen vyillar icinde isletme, italya'nin en bUyUk sUt OrUnleri ve gida
isletmelerinden biri haline geldi ve sonunda uluslararasi bir holdinge dénUstl (Econ
Crises, 2016). Ulkenin en blytk sut Grinleri isletmesi olan Parmalat 2003 yilinda iflas
ederek italya tarihinin en ciddi finansal skandallarindan birini ortaya cikardi. Skandal,
hileli muhasebe, zimmete para gecirme ve yanlis yatirm taleplerini iceren ve vyillardir
devam eden bUyUk bir dolandincilik plani ortaya ¢ikardi (Shipping and Commodity
Academy, 2024).

2010 yiina kadar Satyam Computer Services skandall Hindistan'in en bUyUk kurumsal
dolandinciigini temsil ediyordu. Satyam Bilgisayar Hizmetleri'nin  kuruculan ve
yoneticileri isletmenin defterlerini uydurmus, hisse fiyatini sisirmis ve muazzam
miktarlarda para calmislardir. Bu paranin bUyUk bir kismi gayrimenkule yatinimisti.
Dolandirniciik 2008 vyilinin sonlarnda Haydarabad emlak piyasasinin ¢dkmesi ve
Satyam'la olan baglantinin ortaya c¢cikmasiyla aciga cikti (Hindustan Times, 2015).
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Skandal 2009 yilinda ydnetim kurulu baskani Byrraju Ramalinga Raju'nun isletme
kayitlarinin manipUle edildigini itiraf etmesiyle gun 1sigina ciktl (The Hindu, t.y.).

Olympus, 2011 yilinda Japonya'da optik ekipman isletmesi Olympus'ta ortaya cikarilan
bir muhasebe dolandiniciidgi skandalidir. ingiliz dogumlu Michael Christopher Woodford
14 Ekim'de aniden CEQ'luk gérevinden alindi. The Walll Street Journal'a gére, alti aydir
isletme baskaniydl ve “Japon isletme tarihindeki en bUyUk ve en uzun sureli zarar
gizleme diUzenlemelerinden birini” ifsa etmeden iki hafta énce CEQ'luga terfi etmisti
(The Wall Street Journal, 2011). Woodford'u bu goérevlere atayan yénetim kurulu
baskani Tsuyoshi Kikukawa, CEO ve baskan olarak gérevlerine devam etti (Tabuchi &
Protess, 2011: Bloomberg, 2011).

Yukarnda bilgileri verilen Parmalat, Satyam ve Olympus isletmelerinde tespit edilen
tUnelleme tUrleri asagidaki tabloda veriimistir.

Tablo 1. Skandallarda Tespit Edilen TUnelleme TUrleri

PARMALAT SATYAM OLYMPUS

Mal ve hizmetlerin
fahis fiyatlarla veya

piyasa altinda v v 4
satisl

Iceriden bilgi

sizdirma v v X
Azinlik
hissedarlarinin

haklarinin X v X
engellenmesi
Ust dUzey
yoneticilere fahis

tfazminat ve X 4 X
maaslar

YUksek fiyatlarla
mal veya hizmet N4 N4 N4
alimi
DUsUk faiz
oranlariyla kredi N4 X v
verilmesi
Finansal tablolarn

manipulasyonu v v v
isletme varliklarinin
dUsUk fiyatlarla N4 X N4
devredilmesi
Isletme karlannin
yapay olarak N4 N4 N4
dUsUk gbsteriimesi
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4. BULGULAR VE TARTISMA

Yapilan incelemeler sonucunda skandallar arasinda baz érintUler tespit edilmistir.
Satyam, Parmalat ve Olympus skandallari sektérler ve Glkeler arasinda farkliik gosterse
de tUnelleme faaliyetlerinin yUrUtUlmesindeki baz noktalar cok benzerdir. Finansal
tablolarin sistematik olarak manipule ediimesi ik gbze carpan orintudir ve bunun
sonucunda isletmenin finansal saghgr hakkinda yaniltici bir resim ortaya ¢ikmaktadir.
Her Uc vakada da yoneficiler karlan sisirmek, zararlan gizlemek ve dolayisiyla
yatirmcilan ve duzenleyicileri aldatmak amaciyla yaratici muhasebe tekniklerine
basvurmuslardir.

Bir baska ortak nokta da islemlerin gercek niteligini gizlemek icin kullanilan karmasik
isletme yapilardir. Ornedin Parmalat’in yéneticileri, varliklarn uydurarak borcu gizlemek
icin offshore isletmelerinden olusan bir ag kurmus, Olympus ise gecmisteki zararlarini bir
yigin muhasebe ayarlamasi ve ¢cok katmanli satin almalarnn altina géommusto fakat
Satyam benzerlerine kiyasla offshore isletmelere daha az bagmili olsa da ayni
amaclara ulasmak icin benzer sekilde bUyUk bir 6zgurlikle bu yollardan bazilarina
basvurdu; hesaplarindaki gelir rakamlarini ve nakit bakiyelerini manipUle etmek.

Parmalat, Satyam ve Olympus vakalari, tUnellemeyi cesitli tUrlerde gerceklestirmislerdir.
Bu tUrler arasinda finansal tablolarin manipUlasyonu, dUsUk faiz oranlanyla kredi
verimesi, mal ve hizmetlerin fahis fiyatlarla veya piyasa degerinin altinda satisi ve
isletme karlarnnin kasith olarak dustk gdsterimesi yer almaktadir. Azinlik hissedarlarinin
cikarlar, Ust dUzey ydnefticiler veya kontrol sahibi hissedarlar tarafindan tehlikeye
atilmustir.

Her Uc skandalda da cesitli tUnelleme tOrleri uygulanmistir ancak yéntemler ve
sonuclar her bir vakada farkliik gdstermistir. Ornegdin, Satyam'da iceriden bilgi sizdirma
ve aznlik hissedarlarnnin haklarinin kisitlanmasi dne c¢ikarken, Olympus'ta finansal
tablolarin manipUlasyonu ve isletme varliklarnin dustk fiyatlarla devrediimesi gibi
yontemler 6ne cikar. Bu durum, isletmenin yapisina, sektérine ve yerel yasalara bagl
olarak tUnellemenin degisebilecegini gdstermektedir.

Her Uc vaka da gUclu ic denetim sistemlerine, bagimsiz dis denetimlere ve seffaf
yonetim uygulamalarina duyulan intiyacin altini cizmektedir. Etik ideallerin ve kurumsal
yonetisim standartlannin korunmasi, yasal gerekliliklere uyulmasini saglarken ayni
zamanda uzun vadeli basar ve given yaratir. Calisanlar ve deneftciler icin dUzenli etik
egitimi ve farkindalik girisimleri etik disi davranislarin énlenmesi acisindan kritik dnem
tasir (Business Standart, 2015). Bu skandallar sonucunda ortaya cikan yasal dedisiklikler
ve yeni kurumsal yénetim ilkeleri, isletmelerin daha hesap verebilir ve seffaf yénetim
yaklasimlar benimsemelerine yol acmistir. Skandallann ardindan  bircok Ulkede
yUrurlige giren daha kati kurumsal yénetim normlar ve denetim sUrecleri, gelecekte
bu tUr skandallarnn yasanmasini engellemeyi amaclamaktadir.

Vaka analizlerine goére, zayif yonetim yapilan ve eksik denetim mekanizmalar olan
isletmelerde tUnelleme daha yaygin oldugu gérulmus, isletmede etik ilkelerin yeterince
benimsenmemesi, yénetim kurullannin kendi baslanna calismasi ve denetim
sUreclerinin yetersiz olmasi tUnelleme gibi etik disi uygulamalara sebebiyet vermistir.
Satyam ve Parmalat'ta, kontrol sahibi hissedarlarn ve Ust dizey ydneticilerin isletme
kaynaklarni kendi cikarlari icin nasil kétuye kullandiklart ve kurumsal yénetim ilkelerine
aykin  davrandklan  acikca  gdérilmektedir.  isletmelerde etk  standartlann
uygulanmamasi, tunellemenin yayginlasmasina ve aznlik hissedarlarinin - zarar
gdérmesine neden olur. Ornedin, ydnetim kurulu baskaninin Olympus'ta etik disi
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davranislan giziemeye calismasi ve bunlarin uzun sure fark edilmemesi, etik ilkelerin
isletmelerde yeterince benimsenmedigini gdstermektedir.

SONUC ve ONERILER

Calisma, tUnelleme kavrami, kurumsallasma ve etik ilkeler baglominda Parmalat,
Satyam ve Olympus gibi bUyUk skandallar incelemistir. Calisma, tUnellemenin
isletmelere ve paydaslarina bUyuk zarar verebilecegini ve etk disi davranislar ve kotu
kurumsal yénetisimin bu tUr skandallara neden oldugunu géstermektedir. Calisma,
tunelleme kavraminin TUrkce alan yazisina uygulanmasinda énemli bir rol oynamistir.
TUnelleme konusu, Turkce kaynaklarda daha 6nce hic incelenmemis bir konudur.
Calisma, kurumsallasma ve etik baglominda tUnelleme gibi karmasik bir konuyu ele
almakta ve gelecekteki arastirmalar icin bir temel olusturmaktadir.

Gelecekte yasanabilecek skandallarin 6nine gecilmesi icin isletmelerin alabilecekleri
dnlemlerin basinda seffaflk ve hesap verebilirik gelmektedir. isletmeler, finansal
islemlerini ve durumlarini seffaf bir bicimde paydaslarina sunmall ve ek olarak yapilan
islemler konusunda paydaslarina hesap vermelidirler. Boylelikle isletme varlk ve
kaynaklarinin kisisel menfaatler icin kullaniimasi énlenebilir. isletmeler, etkin bir ic kontrol
mekanizmasi olusturarak etkin denetimler yapmall ve isletme icerisindeki sUrecleri
dUzenli araliklarla denetlemelidir. Bu denetimler sayesinde isletmelerdeki tUnelleme riski
azaltilabilir ve k&t niyetli uygulamalarnn énine gecilebilir. isletmeler, kurumsal yénetim
standartlarnni uygulamal ve calisanlar etik davranislara yonlendirmelidir. Etkin kurumsal
yonetim yapisinin olusturulmasiyla kontrol sahibi hissedarlarin tUnelleme engellenebilir.
Isletme, kurumsal etik kurallarini belirlemeli ve calisanlan tOnelleme gibi etik disi
uygulamalar konusunda egitmelidir. Calisanlarin tUnelleme konusunda bilincli olmasi
halinde, bu tir uygulamalarin énine gecilebilir. isletmeler, tOnellemeyi dnlemek
amacilyla risk analizi yapmall ve tinelleme izlenmelidir. Risk ydnetimi sUrecleri ve
denetim mekanizmalarn tUnelleme riskini  azaltabilir.  TUonellemenin  &dnlenmesi,
isletmelerin surdurGlebilirligi ve ekonomik istikrar icin dnemlidir. Bahsedilen &neriler
sayesinde, isletmelerde tUnelleme gibi etik ve kurumsallktan uzak uygulamalar
engellenebilir; isletmelerin  daha seffaf, hesap verebilir ve esitlikci bir yapiya
kavusmalar saglanabilir.

Bu calismanin bazi sinrlamalar bulunmaktadrr. ik olarak, calisma yalnizca Parmalat,
Satyam ve Olympus skandallar ile sinirh kalmistir. Farkl sektdrlerde ve cografyalarda
yasanan diger skandallarin incelenmesi, bulgularin  genellenebilirligi - agisindan
dnemlidir. kinci olarak, karsilastrmali vaka analizi ydntemiyle yapilan bu calismada,
bulgulann nicel veri ile desteklenmesi sinirli kalmistir. Gelecekte yapilacak
arastirmalarin, nicel analizlerle bu bulgulan desteklemesi, calismanin sonuclarinin
genellenebilirligini artirabilir. Gelecek arastirmalarda tinelleme uygulamalarinin farkli
Ulkelerde nasil gelistigini ve bunlarin nasil etkilendigini incelemelidir. Ulkelerdeki kiltUrel,
finansal ve yasal farkliliklar, tGnellemenin niteligini degistirebilir. Tinellemenin ekonomik
ve toplumsal yonleri Uzerine daha fazla arastrma yapilmaldir. Bu arastirmalar,
tUnellemenin genis capli efkilerini daha iyi anlamamizi saglayabilir. Farkl kurumsal
yonetisim yaklasimlarinin tUnellemeyi nasil etkiledigini arastinlabilir ve bu konuda
karsilastrmali arastirmalar yapilabilir. Bu arastirmalar, en iyi ydnetisim tekniklerinin
belirlenmesi konusunda da yol gdésterici olacaktir. Ydneticilerin ve liderlerin etk
davranislarinin isletme performansi Uzerindeki etkilerini inceleyen arastirmalar, etik
liderligin tUnellemeyi dnlemedeki rolU Uzerine odaklanmalidr.
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Arastirma ve Yayin Etigi Beyani

Bu calismanin tUm hazirlanma streclerinde etik kurallara uyuldugunu yazarlar beyan
eder. Aksi bir durumun tespiti halinde Ticari Bilimler FakGltesi Dergisinin  hicbir
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Extensive Summary

Tunneling in Institutionalization and Ethics: A Review of Scandals Around the
World

Extensive Summary
Introduction

The speed of technological developments in the twenty-first century, the growth of
free market economies and a globalizing world have created new business areas and
created a competitive atmosphere. As the economy has grown and developed,
business relationships have become more complex; as a result of the complexity and
size of these relationships, individuals have tended to manage the businesses they
manage only for their own interests, which has made it easier for them to hide
unethical activities from third parties.

The concept of tunneling examined in this article has not been addressed in Turkish
literature before and the contribution made in this context is extremely new and
original. Tunneling has been presented to Turkish literature within the boundaries of the
subject and context examined and has contributed to the understanding of this
concept. By addressing tunneling for the first time in Turkish literature, it provides a basis
for future research on this subject and conftributes to the academic field.

The aim of the study is to investigate how tunneling develops in businesses, what
difficulties it causes in terms of institutionalization and ethical standards, and what can
be done to prevent it. This principle has been demonstrated with major scandals such
as Parmalat, Satyam and Olympus, and what can be done to prevent such unethical
practices has been examined.
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Research

This study examines the concept of tunneling and its relationship with unethical
business practices. Major scandals such as Parmalat, Satyam and Olympus have been
evaluated using a comparative case study technique, and the effects of tunneling on
corporate governance and ethical values have been discussed. The focus has been
on how tunneling occurs in businesses, the problems that arise in this environment and
the measures required to prevent such unethical behaviors.

A theoretical basis has been developed to better understand the origins, theoretical
framework and applications of the concept of tunneling, and a comparative case
study approach has been used to reveal the common characteristics and similarities
of tunneling encountered in many businesses. The case study has been used to assess
the corporate governance flaws and ethical violations underlying these incidents. The
final section of the study discusses how businesses can prevent future scandals.

The case studies show how tunneling is used in various places and sectors and the
consequences of unethical business practices. Tunneling can be done in various ways,
as illustrated in the examples of Parmalat, Satyam and Olympus. These methods have
certain characteristics. Tunneling activities are carried out in various ways, as
demonstrated by Parmalat, Satyam, and Olympus. These strategies include falsifying
financial documents, providing loans at low interest rates, selling goods and services
at inflated prices or below market value, and fraudulently understating company
revenues. Senior management or controlling owners engage in actions that put the
interests of minority shareholders at risk.

While all three cases involve tunneling activities, the techniques and outcomes differ.
For example, insider trading and restricting minority shareholder rights are common at
Satyam, while Olympus uses strategies such as financial statement manipulation and
selling company assets at low prices.

This analysis shows how tunneling can differ depending on the business structure,
industry, and local legislation. According to the case studies, tunneling operations are
more common in organizations with inadequate corporate governance frameworks
and inadequate auditing systems. Such unethical practices result from weak auditing
systems, lack of independence on the board of directors, and insufficient ethical
values within the organization.

Conclusion

According to the results of the study, tunneling can cause significant harm to
businesses and their stakeholders, and such scandals are the result of unethical
behavior and poor corporate governance. Transparency and accountability are the
most important actions businesses can take to avoid repeated scandals. Businesses
should transparently report their financial transactions and status to their stakeholders
and hold them accountable for their activities. In this way, the use of company assets
and resources for personal gain can be prevented. Businesses should establish a strong
infernal confrol mechanism, conduct regular audits, and regularly review their
procedures. Such audits can help limit the danger of tunneling within the company
while also preventing harmful practices. Setting and implementing corporate
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governance standards can ensure that staff adhere to ethical codes and that
conftrolling shareholders do not resort to tunneling.

Businesses should clearly outline and implement corporate ethics policies. Training
employees on unethical techniques such as tunneling is critical to preventing
unethical behavior. To prevent tunneling, businesses should conduct comprehensive
risk assessments and establish mechanisms to monitor identified risks. Businesses can
reduce the risk of tunneling by using appropriate risk management and auditing
processes. Tunneling prevention is critical to the long-term sustainability and economic
stability of companies. Businesses that follow these principles can avoid unethical and
uninstitutional activities such as tunneling, allowing them to create a trustworthy,
transparent, accountable, respectful and fair business structure.
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Abstract

Purpose: This study explores various aspects of consumer experiences related to
instant notifications sent by online shopping platforms to consumers' smartphones
and their potential relationship with impulsive buying behaviors.

Methodology: Primary data were obtained from 17 participants accessed through
purposive sampling within the framework of qualitative research methodology. Data
from participants were collected via sfructured interviews using a structured
questionnaire. The collected data were analyzed under the framework of
descriptive analysis, focusing on specific themes.

Findings: The findings from the analysis indicated that factors such as the content,
level of personalization, timing, and frequency of instant notifications sent by online
shopping platforms significantly influence users' attitudes toward these notifications.
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Participants who responded positively to the nofifications exhibited tendencies
fowards impulsive buying.

Implications: Based on the study’s findings, it is understood that well-designed,
timely, and appropriately frequent instant notifications from online shopping
applications can influence consumers' purchase decisions, potentially leading to
impulsive buying behaviors and shaping users' overall shopping attifudes. These
results are believed to contribute to the literature and online shopping practices by
offering insights info how nofifications can impact consumer behavior.

Limitations: It should be noted that the study's findings and conclusions are based
on qualitative research methodology, utilizing data obtained from a study group of
17 individuals. Therefore, evaluations based on these findings are limited to the
scope of this participant sample.

Keywords: Impulsive purchasing, Online shopping, Push nofifications, Qualitative
analysis, Smartphone.

Jel Codes: M10, M15, M31.

Ozet

Amac: Bu calisma, online alisveris platformlannin akill cep telefonlar Uzerinden
tUketicilere génderdikleri anlik bildirimlerle ilgili tUketici deneyimlerinin cesitli ybnlerini ve
impulsif satin alma davranislari ile olasi iliskisini kesfetmeyi amaclamaktadir.

Yoéntem: Nitel arastirma ydntemi cercevesinde amacl érnekleme teknigine dayali
olarak erisilen 17 katiimcidan birincil veri elde edilmistir. Katiimcilardan veriler
yapllandinimis  gbrismeler vasitasiyla, yapilandinimis  bir soru formu araciigiyla
toplanmistir. Toplanan veriler betimsel analiz cercevesinde belirli temalar altinda
degerlendirilmistir.

Bulgular: Analizler sonucunda elde edilen bulgular, online alisveris platformliari
tarafindan tiketicilere génderilen anlik bildirimlerin icerigi, Kisisellestirimislik duzevyi,
zamanlamasi ve sikligi gibi faktdrlerin, kullanicilann bildirimlere karsi olan tutumunu agik
bir sekilde belirledigini g&stermistir. Bildirimlere karsi olumlu tepki gésteren katiimcilarin
impulsif satin almaya dénuk egilimleri olabildigi anlasilmistir.

Sonug¢ ve Katkilar: Arastrmada elde edilen bulgular dogrultusunda, online alisveris
uygulamalarnindan gelen, dogru bir bicimde tasarlanmis olan, dogru zamanlarda ve
uygun siklikta anlik bildirimlerin tUketicilerin satin alma kararlarini etkileyebilecedi,
impulsif satin almaya yol acabilecegi ve genel bir baglamda kullanicilarnin alisveris
tutumlarini belirleyebilecegi anlasimaktadir. Elde edilen bu sonuclarin literatire ve
online alisveris pratigine katkilar sunma potansiyeli bulundugu dusunUlmektedir.

Sinirhliklar: Arastirmada elde edilen bulgularin ve erisilen sonuclann nitel arastirma
metodolojisine dayandigini ve bu bulgulara dayanarak yapilan degerlendirmelerin 17
kisiden olusan calisma grubundan alinan verilerle sinirl oldugunu dikkate almak
gerekmektedir.

Anahtar Kelimeler: impulsif satin alma, Online alisveris, Anlik bildirimler, Nitel analiz, Akilli
telefon.

Jel Kodu: M10, M15, M31.
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1. Introduction
The development of information and communication technologies has made
smartphones, which have become a natural part of technology-intensive daily life, a
unique interest in conducting research to evolve consumer behaviors toward mobile,
along with increasing businesses’ efforts in mobile marketing to adapt consumer
impulsivity foward mobile (Yildinrm and Bayraktar, 2021: 827).

Mobile devices are not just areas where everyday life and behavioral data are
generated but also channels that provide the opportunity to deliver content to users
without time and space constraints. This is particularly significant given that most
internet usage occurs through mobile devices (Saran, 2023: 294). According to the
2023 Global Report by the American-based We Are Social agency (2023), mobile
phone users worldwide reached 5.44 billion as of 2023. When compared to the world
population, this number corresponds to 68%. The report indicates that there are 5.16
billion internet users globally. In the top 8 countries on the list, the internet usage rate is
99%. Turkey, forinstance, ranks third globally in online shopping, following Thailand and
South Korea. Internet usage for product and brand research accounts for 43.4%
worldwide, while it stands at 58.9% in Turkey (We Are Social, 2023; ClickUs, 2024).

In this digital age, e-commerce continues evolving constantly, and mobile
networks significantly alter consumers’ behaviors and marketing patterns (Anugrah et
al., 2023: 27). Mobile marketing has emerged as a significant frend. Mobile marketing
is defined as “an interactive marketing tool used to promote products/services or
ideas through mobile phones (smartphones) in a way that benefits the business and
all stakeholders” (Oztas, 2015: 1068; Géransson et al., 2016: 1). It encompasses various
techniques, including mobile applications, mobile-optimized websites, Short Message
Service (SMS) marketing, location-based services, and push notifications. The unique
features of mobile devices, such as portability, personalization, and constant
connectivity, offer unprecedented opportunities for businesses to deliver targeted and
personalized marketing messages to consumers (Al-Gasawneh et al., 2021; Daoud et
al., 2023: 1252). Engaging consumers with brands through mobile marketing can be
achieved through various tools such as text messaging, mobile advertising, permission-
based marketing, and user-generated content (Watson et al., 2013). Mobile marketing
encompasses allmobile environments and devices like cell phones, tablets, and other
handheld internet access devices. However, smartphones, which are highly personal
devices for individuals and are seen as cultural objects that are part of people’s daily
lives where they communicate, share information, and socialize daily, are
predominantly used as intermediaries between marketers and consumers (Shankar et
al., 2010). Through mobile marketing, businesses can reach consumers more
effectively and proactively anytime and anywhere via smartphones, which offer
superior features compared to fraditional marketing methods that are more
dependent on consumers’ locations, enabling more personalized and cost-effective
marketing communications (Park et al., 2008; Shankar et al., 2010; Zhang et al., 2013;
Danaher et al., 2015; Oztas, 2015; Géransson et al., 2016: 2).

Businesses can influence consumers by organizing promotions in mobile
applications that can be accessed anytime and anywhere. In this regard, widespread
mobile promotions are messages sent fo a mobile user in exchange for some value
exchange, aiming to trigger a short-term desired action (Andrews et al., 2016). Mobile
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promotions are becoming increasingly important for marketers because as more
people incorporate their smartphones into their daily routines, they can reach more
people instantly. Consequently, marketing methods through mobile promotions can
be a way for businesses to leverage this technology. One way of mobile promotion is
through push notifications, which can be used to interact with and foster loyalty
among consumers (Anugrah et al., 2023: 27).

Push nofifications are content designed, tfimed, and formatted by smartphone
applications, then delivered to users’ phones with a signal or alert (Unni and Harmon,
2007: 30). These notifications serve as a way for businesses to engage with users while
also having the potential to increase revenue by triggering consumers’ purchasing
behaviors. In the context of online shopping applications, push notifications primarily
aim to encourage desired behaviors by prompting users to take action. Businesses aim
to direct users towards making purchases by using these notifications in alignment with
consumer behaviors, thus increasing their revenue (nGrow, 2024). Since consumers
who shop with mobile devices are generally focused on discounts and advantages
(Scarpi, 2012), they may approach online stores impulsively and spontaneously (Akram
et al., 2018; Yildinm and Bayraktar, 2021: 828), which can frigger impulsive purchasing
behavior (Wells et al., 2011). Such consumers often have the potential to experience
impulsive buying desires based on personalized recommendations or visual appeal
(Floh and Madlberger, 2013). Therefore, through mobile push notifications, consumers’
emotions can be triggered after situational factors are activated, leading to impulsive
purchase intentions (Zhang et al., 2023: 666).

This study aims to determine consumers’ approaches to mobile push
notifications and their effects on impulsive purchasing behaviors. Deep insights were
obtained through qualitative interviews to contribute to online shopping practice and
marketing literature. Using a cross-sectional qualitative research method to explore
consumers’ thoughts, perceptions, and understandings of the subject, data were
collected from 17 participants aged 18 and over who engage in online shopping and
use smartphones. The data were collected using a measurement tool adapted from
structured interview questions focusing on push notifications and impulsive purchasing
developed by Rigollet and Kumlin (2015) and based on structured interview
techniques. The collected data were gathered under specific themes, analyzed, and
interpreted using descriptive analysis.

2. Theoretical Background
This section presents the study's theoretical background. Initially, mobile push
notifications are discussed from various perspectives, followed by explanations related
to mobile impulsive buying.

2.1. Mobile Push Notifications
Given the current conditions where smartphones have become an
indispensable part of daily life, mobile operating systems, which serve as the primary
interface and medium of interaction for smartphone users, play a significant and
determinative role. The “iOS"” mobile operating system, developed primarily by Apple,
and the "Android” mobile operating system, designed after the acquisition by Google,
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hold a leading position in the market (Degerli et al., 2015, pp. 771-772). One of the
fundamental functions of applications within mobile operating systems is the delivery
of push notifications (Wohllebe et al., 2021: 35).

Push nofifications, including those on iOS and Android mobile operating
systems, are a feature that allows applications to send alerts to users through the
Application Programming Interface (API). Each application within these devices can
inform users by sending mobile notifications (da Silva and Vieira, 2018: 13).

At its simplest, mobile notifications entail the transmission of information or alert
signals from a software application to a portable device carried by the user (Ticklye,
2014), aimed at immediately capturing the user’s attention (Taylor, 2014; Rigollet and
Kumlin, 2015; Goransson et al., 2016: 2). However, the process of sending and receiving
push nofifications is technologically complex. In simplified terms, a push notification is
generated by a remote server on which the software application operates. Secondly,
this server notifies the smartphone’s nofification server of the operating system. Finally,
the nofification server of the operating system transmits the notification received from
the server on which the software application operates to the user's smartphone
(Ticklye, 2014; Rigollet and Kumlin, 2015: 19-20).

Push notfifications are among the fundamental features of mobile devices that
instantly inform users about various activities, campaigns, individuals, promotions,
news, or announcements on different topics. Notifications can appear to users in
multiple forms, such as a brief visual context, silent text, generally audible alarm, or
music signal (including, for example, the brand’s jingle), or a combination of these
(Church and QOliveira, 2013; Geyik, 2019: 29).

With push notifications, users can receive messages from programmed software
directly on their smartphone screens. When an application sends a nofification, it
appears as an icon in the device's notification area (da Silva and Vieira, 2018: 13).
Upon tapping on this message, the user can be instantly directed to the relevant
mobile application and the parameter related to the notification message within the
mobile application (Tiffany et al., 2020: 182552).

As a widely used technology that directly interacts with users (Bidargaddi, 2018),
push notifications serve as crucial mechanisms for proactively communicating with
users from the center of an application or website about various activities such as
promotions, special sales, location-based offers, new services, special attention, or
selected content. These notifications on the smartphone screen combine the power
of short text messages, the attractiveness of images, and sensory richness. They aim to
elicit an immediate behavioral response by targeting specific users based on their
interests, past behaviors, or time of day, prompting the user to click/tap on the
message to go to the sender’s application/website (Voit et al., 2016; Gavilan and
Martinez-Navarro, 2022: 233).

In marketing, push notifications function as a significant mobile marketing tool.
In this context, push noftifications are considered content sent to or on behalf of
advertisers and marketers to a mobile device outside the subscriber’s requested time
(Unni and Harmon, 2007: 30). It has been found that push notifications not only enable
reaching consumers in real-tfime at a low cost but also attract attention, trigger recall,
provide contextually relevant content, and encourage engagement, thereby
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increasing the sales of promoted products in the short and long term (Bellman et al.,
2011; Bart et al., 2014; Taylor, 2014; Fang et al., 2015; Rigollet and Kumlin, 2015; Grewal
et al., 2016; Shankar et al., 2016; Reinartz and Linzbach, 2018; Bies et al., 2021; Wohllebe
et al., 2021; Daoud et al., 2023; lbrahim et al., 2023).

Push nofifications are not only about interacting with users for businesses but
also a powerful tool to increase revenue by strategically leveraging positive impulses
in consumer behavior (nGrow, 2024). The primary objective of push nofifications is to
direct users to a specific application by providing a reminder to open it. In a broader
context, push notifications involve subtle nudges or incentives to guide users in a
particular direction without coercion but motivationally. Businesses employ these
notifications to create a win-win model by aligning them with consumer behaviors,
encouraging users to take actions that will lead to rational or hedonic benefits for
themselves, such as making a purchase, while also increasing revenue for the business.
These notifications generally aim to achieve the following (nGrow, 2024):

e Personalized recommendations: Sending personalized push notifications
containing product recommendations based on user preferences and
browsing history to appeal to individual interests, pique curiosity, and potentially
motivate purchases by generating more clicks.

e Instant sales and special offers: Triggering instant purchases by sending
notifications about instant (fime-limited) discounts or special offers, using
scarcity tactics that evoke a sense of urgency created by limited-time deals.

e Loyalty rewards and gamification: Reward loyal customers with push
notifications announcing special rewards or loyalty points, increase
engagement, and encourage repeat purchases by incorporating gamification
elements such as unlocking achievements or levels.

o Referral incentives: Encouraging users to refer friends and family by sending
push notifications promising attractive incentives for successful referrals,
expanding the customer base, and increasing revenue through new
purchases.

e Upgrades and cross-selling: Encouraging users to explore more by sending
targeted push notifications infroducing complementary products or upgraded
versions to those who have already purchased, potentially increasing spending.

e Event-based interactions: Celebrate special occasions like user anniversaries or
birthdays with personalized push nofifications and special offers. This thoughtful
gesture fosters a connection with the user and triggers celebratory purchases.

e Abandoned cart recovery: Encouraging users to complete purchases by
sending tfimely reminder notifications about abandoned products in their carts,
even offering a limited-time discount for items left in the cart to increase
conversion rates.

Businesses send push notifications containing various content to smartphone
users where their applications are installed in different ways, atf different times, and at
different frequencies. Indeed, all of these are adjusted based on the business’s
strategy. However, these factors can undoubtedly influence the user and alter the
nature of responses to push notifications.
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2.1.1. The Content and Relevance of Notifications

In some cases, users may immediately take action upon receiving notifications
on their devices, while others may ignore the notfification. These actions depend on
the relevance of the nofification to the user, the level of interest generated by its
content, and the user context (Sahami Shirazi et al., 2014; da Silva and Vieira, 2018:
13). Since the mobile phone is considered a personal device, the content of the
received notifications should be tailored to the target audience (Barwise and Strong,
2002). Formulating reliable marketing notifications that provide quality arguments and
rational appeal (the value of thoughts that can influence consumer attitudes) can
lead to a positive attitude towards a notification compared to those that do not
provide such content. Lack of relevance and consistency in the nofification content
may lead to adverse reactions from smartphone users. Therefore, the suitability,
accuracy, timeliness, and usefulness of the information in the message delivered
through push notifications are essential determinants of quality, and its appropriate
use is crucial when leveraging mobile marketing (Drossos et al., 2013: 109; Rigollet and
Kumlin, 2015: 24). As users typically glance through notifications quickly, designing
them visually appealing and conveying their messages can increase interaction.
Additionally, tailoring notifications to individual user preferences, past behaviors, and
demographic information can significantly enhance their relevance (Drossos et al.,
2013: 109; Rigollet and Kumlin, 2015: 24).

2.1.2. The Timing of Notifications
The user’s choice between opening or dismissing push nofifications can depend
on situational factors. These include the user’s interest in the noftification's content, the
intensity of smartphone activity (Saikia et al., 2017), and the user’s perceived value of
the notification’s content (Gavilan and Martinez-Navarro, 2022). Therefore, as crucial
as the number of push notifications received is the appropriate timing for their delivery
to ensure uninterrupted and effective communication (Mehrotra et al., 2016).

For example, sending an instant notification to users just before a flash sale
begins may influence the user to engage with the application by tapping on the
notification. Other features of instant marketing through mobile phones, such as
impulse-driven purchasing encouragement, suggest that delivering promotional,
incentive-laden messages to users can increase wilingness to purchase promoted
products and effectively foster a positive attitude among consumers (Rigollet and
Kumlin, 2015: 26). When notifications are sent at the right tfime, each instant nofification
can elicit a behavioral response and increase traffic to the business’'s website or usage
of an application (Gavilan and Martinez-Navarro, 2022: 234).

2.1.3. Frequency of Notifications

Acquiring new users is certainly a key goal for online retail businesses. However,
maintaining and maximizing the value obtained from existing users is equally
important. Applications aim to stay fresh in the consumer’s memory and remind them
of shopping through the nofifications they provide (nGrow, 2024). However, on the
other hand, users currently receive over 60 push nofifications on average per day,
which is significantly increasing (Pielot et al., 2018). Constant receipt of push
notifications leads to competition for the user's attention in deciding which
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noftifications to interact with and which to dismiss by swiping (Aranda et al., 2016).
Therefore, the number of push notifications received from a single store application by
a user can alter their relationship with that application for better or worse (Gavilan and
Martinez-Navarro, 2022: 234).

Consumers can quickly feel that their consent to receive mass marketing
messages via smartphones is being overused, which can pose a significant obstacle
to their acceptance of this strategy. Thus, despite the advantages of fime and location
provided by push nofifications, among consumers who feel their privacy is being
violated and are disturbed, it can lead to negative afttitudes toward the brand
sending the notifications (Bauer et al., 2005; Smutku et al., 2011). As push notifications
are often perceived as intrusive and annoying and can potentially create negative
aftitudes towards the brand, careful consideration is required when leveraging them
(Taylor, 2014; Sluis, 2014; Goransson et al., 2016: 6).

Users can control notifications on their mobile devices (Figure 1). Users can allow
or block notifications from applications, adjust permission conditions for notification
types, monitor notification history, postpone or archive nofifications, regulate where
and how notifications are displayed and whether they provide alerts, and adjust
sound level, sound, and vibration settings (Google Support, 2024).

Figure 1. Adjustability of Mobile Push Notifications on an Android Smarfphone

Notifications & status bar

Lock screen Floating Badges
notifications

App notifications

Notification style

Source: Screenshot of author’s Android mobile phone, Google

Although push notifications are created, designed, and evaluated by mobile
marketing teams, the target audience themselves grants access permission to the
primary system, as they are the ones who install the application on their devices.
Additionally, the user manages the application, and user identity data is provided
voluntarily by the user. Therefore, the receipt of push nofifications is not possible if the
user chooses not to download or install the application or if they do install the
application but do not allow notifications. However, push notifications will typically be
automatically sent to targeted users after installation, regardless of whether the
application is actively running on the device. Hence, the primary goal of mobile
marketers should be to persuade consumers to install the applications and enable
notifications voluntarily (Liu et al., 2012; Geyik, 2019: 41). On the other hand, factors
such as the appropriateness and relevance of the content, as well as the frequency
and timing of notifications, which have been discussed above, are crucial factors that
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should be carefully considered as they can influence users’ atfitudes towards
nofifications and, consequently, towards the application.

2.2. Mobile Impulsive Buying

Impulsive behavior denotes the tendency to engage in behaviors involving
haste, lack of planning, or acting without thorough or careful consideration (Dawe et
al., 2004; van Sprundel, 2020: 12). The inclination towards acting impulsively is
associated with a personality trait linked to impulsivity, lack of planning, perseverance,
or disregard for consequences (Lee et al., 2012; van Straten, 2019: 6). Acting on a
sudden urge to purchase without prior intention or planning and without considering
long-term consequences is impulsive buying behavior (Nyrhinen et al., 2024).

Impulse buying refers to making purchase decisions spontaneously,
emotionally, or cognitively without prior thought or planning (Bosnjak et al., 2007: 428).
In this context, the consumer makes a purchase not to address a pre-defined problem,
need, or desire but somewhat out of a spontaneous emotional or cognitive reaction,
exhibiting a wilingness to buy that arises spontaneously (Piron, 1991, pp. 510-512). The
purchase decision is made without information search or alternative evaluation
(Parsad et al., 2017: 3) and with little deliberation (Beatty and Ferrell, 1998: 170),
displaying characteristics of unguarded and non-selective consumer behavior (Rook,
1987:191; Temel, 2021: 80). Impulsive buying through mobile devices and applications
can be understood as purchase decisions made in response to situational stimuli, such
as a sudden message, product, or service, triggered by emotional or cognitive
responses generated by the situational stimulus without thinking or planning.

Many consumers using mobile devices for shopping often do not make
shopping lists and instead focus on offers or discounts that can be tracked on mobile
devices (Scarpi, 2012). This behavior naturally leads consumers using mobile devices
for shopping to exhibit different psychological states, such as unplanned and
spontaneous behaviors, which they cannot confrol, compared to their natural
behavior of visiting online stores. These unplanned and spontaneous behaviors in using
mobile devices by consumers can be termed mobile impulse buying behavior (Akram
et al., 2018; Yildinm and Bayraktar, 2021: 828).

In many mobile shopping scenarios, situational stimuli capture consumers’
attention, elicit emotional responses, and trigger immediate purchase desires (Chan
et al., 2017; Zheng et al., 2019). However, on the other hand, situational marketing
stimuli aimed at mobilizihg consumers via mobile devices, such as push notifications,
can be considered unique forms of environmental cues compared to the atmospheric
elements of stores or tangible marketing stimuli because they are relatively abstract
compared to most interface products or price promotions (Zhang et al., 2022).

Promotional strategies using push notifications as a stimulus to influence
consumers in stores are considered essential marketing tools in friggering consumers’
evolving impulse buying tendencies. Such promotions are often classified as “price
promotions” or “non-price promotions.” While price promotions denote a temporary
reduction in the price of a service or product or a benefit provided to the consumer
in terms of price (Chen et al., 1998), non-price benefits aim to target consumers’
motivations beyond monetary aspects. In this regard, the scarcity perception strategy,
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for example, deliberately restricts an offer, a time frame, or other purchase conditions
to convey to consumers that the availability of a product is limited (Aggarwal et al.,
2011). Offers and unexpected promotions related to the purchase of specific products
can influence consumers’ shopping tendencies (Nusair et al., 2010; Aggarwal et al.,
2011; Anugrah et al., 2023). Consumers’ emotional responses to discounted prices
make them feel happy and believe that they are making a wise decision, and this
increased positive emotion can encourage them to make more purchases and spend
more (Park and Noh, 2012; Chung et al., 2017). In other words, when a product is
presented to consumers in a promotional manner, consumers can respond positively
to it, increasing their impulse to purchase. Stores often aim to pressure and motivate
consumers by limiting the availability or promotion period of a product, creating a
sense of urgency in consumers and prompting them to make impulse purchases
without much deliberation (Vaidyanathan and Aggarwal, 2003; Anugrah et al., 2023).

Consumers with impulsive buying tendencies often feel they cannot control the
purchase tendencies and inherent behaviors induced by mobile marketing incentives
while shopping in mobile stores (Wells et al., 2011). From the perspective of impulsive
buying, consumers who engage in mobile shopping with such a tendency typically
experience a spontaneous and unplanned desire to make purchases induced by the
promotion of mobile shopping, such as personalized recommendations or visual
appeal (Floh and Madlberger, 2013). Therefore, after stimulating situational factors
related to mobile shopping, consumers’ emotions will be aroused, followed by the
generation of impulsive purchase intentions (Zhang et al., 2023: 666).

2.3. Main Motivation and Structure of the Research

Human cognition can potentially be altered by technological innovations
emerging in the new media environment (Loh and Kanai, 2016). Smartphones have
recently emerged as highly influential technological innovations in people’s thoughts
and behaviors. The underlying notion associating various aspects of smartphone
usage with impulsivity fundamentally stems from users’ thoughts being driven towards
smartphone-related activities, originating from the instantaneous gratification desire
as a significant feature of impulsivity (Biataszek et al., 2015; Wilmer et al., 2017). Push
notifications, designed to attract attention on smartphones through visual, auditory, or
tactile alerts (Igbal and Bailey, 2010), potentially play a central role in prompting
individuals to act with an immediate reflex. On the one hand, upon hearing push
notifications, individuals may elicit a strong response in the reward-sensitive part of the
brain, potentially stimulating the need for urgent gratification (van Leijenhorst et al.,
2010), while on the other hand, having an inherently impulsive nature, leading
individuals to mindlessly and habitually use smartphones without considering whether
they should intervene in ongoing, more significant tasks after receiving a notification
(Hatfield and Murphy, 2007) is evident (Kim, 2014). Given the potential impetus brought
about by push notifications and the fact that impulsivity appears to be associated with
widespread concerns related to smartphones (such as behaviors fostering addiction
and habituation), examining the relationship between push nofifications and
impulsivity is crucial (van Straten, 2019: 6). Considering the widespread use of such
notifications across various organizations, from news media to banks,
accommodation, or health services, and the escalating competition among them to

71



Temel, E. / Baskent Universitesi Ticari Bilimler Fakdltesi Dergisi, 2024, (8)2, 62-96.

deliver messages, understanding how smartphone users interact with push
notifications and the opportunities and challenges they pose for brands becomes
increasingly essential (Gavilan and Martinez-Navarro, 2022: 234).

On the other hand, from a marketing perspective, push notifications, when
designed to create a sense of urgency or scarcity that could trigger impulsive
purchase tendencies, have the potential to exploit the instantaneous gratification and
reward-sensitive nature of human cognition to activate the urge for purchase and
impulsive buying behavior (Rigollet and Kumlin, 2015; Tiffany et al., 2020; Anugrah et
al., 2023; Rani and Rex, 2023). This potential situation can be addressed within the S-O-
R (Stimulus-Organism-Response) paradigm, representing the mental process leading
to purchase decisions (Campbell and Diamond, 1990; Dholakia, 2000; Dawson and
Kim, 2009; Park and Noh, 2012; Kim and Johnson, 2016; Anugrah et al., 2023).

The S-O-R framework proposed by Mehrabian and Russell (1974) is one of the
prominent models in environmental psychology. It describes a process where an
external environmental factor (stimulus) influences the internal state of consumers
(organism), leading to approach or avoidance behavior (response) (Chopdar and
Balakrishnan, 2020: 2). Eroglu et al. (2001) were the first to model the classic S-O-R
paradigm in the context of online consumer behavior in e-commerce. Subsequently,
studies have increasingly explored various aspects of consumer behavior in online
purchase experiences within this paradigm (e.g., Floh and Madlberger, 2013; Greven
and Pals, 2014; Amara, 2016; Chen and Yoo, 2018; Barros et al., 2019; Roux and Maree,
2021; Temel, 2021; Zhang et al., 2022; Khosasih and Lisana, 2023; Phung et al., 2023;
Temel, 2023; Zhang et al., 2023). Examples of studies investigating impulsive buying
behavior in online environments within this model can also be found in the literature
(e.g., Octavia, 2016; Chen and Yao, 2018; Ming et al., 2021; Temel, 2021; Temel and
Armagan, 2022; Zhang and Jiang, 2022; Cuong, 2023; Phung et al., 2023; Zhang et al.,
2022; Zhang et al., 2023; Cao et al., 2024; Febrilia et al., 2024). Therefore, to promote @
comprehensive understanding of consumer impulsivity, it is essential to investigate and
identify internal consumer characteristics and this structure’s technological, external,
and situational determinants (Chopdar and Balakrishnan, 2020: 2). In this regard, in the
specificity of this research and line with the S-O-R model, it is possible to consider push
notifications from mobile applications as stimuli that affect an organism, namely the
recipient of the nofification (user of the mobile device), leading to a response such as
opening an application (Wohllebe et al., 2021; Woodworth, 2023).

Several significant justifications exist for adopting the S-O-R paradigm as a
comprehensive framework to investigate the potential effects of situational stimuli
such as push noftifications on consumer impulsive buying behavior. Firstly, it is
considered the most prominent theoretfical framework for investigating impulsive
buying in online environments in the last five years (Chopdar and Balakrishnan, 2020;
Zhu et al., 2020). Secondly, this paradigm allows for integrating different external stimuli
related to instant purchasing (website, marketing, and situational) info a
comprehensive model. It enables exploring how situational stimuli influence
consumers’ responses, such as impulsive buying (Chan et al., 2017). Thirdly, this
framework is suitable for investigating the mediating effects of emotional and
cognitive reactions between stimuli, mental processes, and impulsive buying, similar to
the mental structure of consumers (Zhang et al., 2022). However, it is observed that
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studies adopting such an approach and specifically linking consumers’ responses to
push notifications with impulsive buying tendencies have a significant limitation in the
literature. Therefore, approaching the subject within the context of qualitative
research, which can provide in-depth insights, has unique value and potential to
contribute significantly to the literature.

In light of all this information, the primary purpose of this study is to determine
consumers' attitudes toward mobile push nofifications and their tfendency toward
impulsive purchasing behavior caused by these push notifications. The study aims to
provide insights info these two research variables through qualitative interviews and
thus contribute to both online shopping practice and mobile marketing, focusing on
marketing literature focused on online shopping.

3. Research Method
This section covers the research methodology used, describes the primary data
collection approach, provides details about the structured tool used to gather
partficipant data, explains participant information, including sample size and data
collection procedures, outlines data analysis methods employed to derive insights,
and discusses ethical guidelines followed during the research process.

3.1. Research Type

This research corresponds to the qualitative (or qualitative) research method,
which aims to realistically and comprehensively identify thoughts, perceptions, or
views related to a particular situation, event, or variable in its natural environment
(Yildinm and Simsek, 2008: 39). A qualitative approach aims to explore a broader area
related to the topic at hand and gain a deeper understanding of the dimensions of
the social world. By employing this approach, participants’ thoughts, opinions,
perceptions, and interpretations are freely obtained, enabling exploratory and
interpretive observation of the subject matter and thus facilitating the acquisition of
profound insight and understanding (Mason, 2002; Bryman and Bell, 2011; Rigollet and
Kumlin, 2015: 30).

3.2. Data Collection Method

The research does not have a longitudinal aspect with a defined time frame; it
is cross-sectional. In this context, the study is based on collecting cross-sectional data
at a specific time, relying on the structured interview technique. Interviews represent
the primary method for uncovering the internal emotions of a research subject.
Simultaneously, they are a distinct tool for understanding participants’ underlying
desires and behavioral tendencies regarding particular subjects (Chitra and
Malarvizhi, 2018). The structured interview technique is a systematic data collection
method where various predetermined questions with a structural nature are asked to
each participant in the same manner and order during each interview. While the
questions are structured, the aim is to obtain participants’ thoughts and opinions freely,
openly, and honestly (Balaban Sali, 2018: 147). In this framework, efforts have been
made to allow participants to express their opinions in a structured manner using a
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data collection tool appropriate to the research’s purpose and to comfortably and
freely share their experiences and thoughts as much as possible.

3.3. Data Collection Tool

The interview questions used as the data collection tool in the research are
adapted from qualitative interview questions developed by Rigollet and Kumlin (2015)
based on established literature on push nofifications and impulsive buying. The
questions in the data collection tool range from introductory questions aimed at
putting participants at ease to specific questions based on a structured approach to
enable participants to express their views on push nofifications on mobile phones and
impulsive buying behavior as freely as possible, in line with the research’s objectives
(Rigollet and Kumlin, 2015).

The study was built upon applying the study conducted by Rigollet and Kumlin
(2105) in Sweden to the Turkish sample. The original study was conducted in the socio-
cultural context of Scandinavia and Europe. The most significant difference between
this current study and the study of Rigollet and Kumlin is that it was implemented in a
different cultural context. In this respect, the study reflects an example of Turkish
culture. Since Turkey has a distinct cultural and social structure than Sweden, it was
thought that repeating this study in Turkey would provide an opportunity to test the
extent to which the findings are valid in another cultural context. On the other hand,
the study used a short version of the questionnaire developed by Rigollet and Kumlin.
The aim here is to increase the general applicability of the questionnaire in an article
format, to improve the motivation of the respondents to participate, and to obtain to-
the-point answers that can provide more insights intfo the questions. In addition, the
original study from which the questions were borrowed was conducted as semi-
structured focus groups. In this study, these questions were presented according to the
structured interview method. Contrary to the group or situation-specific feature of
focus group interviews, it was thought that the data obtained from structured
interviews in this study, which has an adaptive feature, could contribute to obtaining
generalizable results that can be applied to a broader sample.

While adhering to the principle of staying true to the original questions in the
adaptation to the Turkish language, efforts have been made to simplify the questions
to a level understandable by participants, considering linguistic and cultural
differences. The final version of the questions was determined by consulting marketing
experts and academics proficient in English.

Although the original study had a higher number of questions, some questions
from the original study were not included in this research tool. This decision was made
to accomplish a practical interview session and prevent the length/time cost of the
data collection process from negatively affecting participants, especially considering
the possibility of boredom towards the end of the interviews. Ultimately, the number
and distribution of questions in the data collection tool used in the research are as
follows:

¢ Demographic questions (5 questions)
e General consumer attitude questions at the infroduction (preparation) stage (3
questions)
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e Structural questions on mobile marketing and push notifications (6 questions)
e Structural questions on impulsive buying (6 questions)

3.4. Study Group (Sample) and Data Collection Process

In qualitative research, the universe refers to communities, social groups, or a
wide range of events and phenomena that encompass the phenomena the
researcher examines or investigates. The universe in qualitative research is essentially
the groups the researcher believes will best reflect or provide information on the
phenomenon they are studying (Baltaci, 2018: 234). Therefore, in this research, the
universe consists of all consumers residing in Turkey, aged 18 and above, who engage
in online shopping and use smartphones, which aligns with the research questions and
objectives.

Before starting the final data collection, a pilot application was conducted with
5 participants to gain insight into issues such as the understandability of expressions
adapted from a foreign language and the adequacy of measuring what is intended
to be measured.

Pilot studies play an essential role in research. Pilot studies, which can be
conducted in quantitative, qualitative, and mixed-method research, evaluate the
effectiveness of data collection and analysis methods. It prepares the researcher for
unexpected problems before entering the field (Shakir and Ur Rahman, 2022: 1620).
The primary purpose of conducting a pilot study is to increase the research's quality,
methodological rigor, validity, and reliability by identifying the need to change
questions or other procedures that do not elicit appropriate responses or do not
provide researchers with rich data. Therefore, a pilot study is seen as an essential part
of a research design (van Teijlingen and Hundley, 2001; Gudmundsdottir and Brock-
Utne, 2010; Kim, 2010; Malmqvist et al., 2019: 3).

The pilot study was carried out for these purposes, did not lead to any revisions,
and provided appropriate results for the study's conduct. Since no negative situations
were observed in the questions during this application, the final data collection
process was started, and the data obtained from the pilot test application was also
included in the research data.

Due to the nature of qualitative research, ensuring diversity among participants
is vital to enable broader generalization and increase representativeness
(Papathanassis and Knolle, 2011). In this context, the purposive sampling method was
adopted during the research process, and participants were selected based on
various demographic factors such as gender, age group, and other social
demographic factors, aiming to represent individuals from different segments of
society inclusively. Thus, the aim was to prevent clustering in a particular direction by
selecting consumers with similar characteristics in this manner. Again, due to the
qualitative nature of the study, interviews were chosen not through probability
sampling methods but through thoughtful consideration and convenience. In this
direction, purposive sampling is a method used to include participants likely to provide
relevant and valuable data for the research (Kelly, 2010: 317). In this method, specific
samples from a particular part of the population, believed to provide the best estimate
of the population parameter of interest, are purposefully selected (Guarte and Barrios,
2006: 278). The inclusion criteria for participation in the research were being a resident
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of Turkey, aged 18 and above, engaging in online shopping, using a smartphone, and
voluntarily consenting to participate. Individuals who did not meet these criteria were
excluded from the scope of the study.

In qualitative research, unlike quantitative research methods, it is not possible
to specify a specific number for the sample size determination. This situation may vary
depending on each research's characteristics, objectives, and content. Sfill, the
fundamental criterion for determining the optimal sample size is the point at which
data saturation is reached, leading to a cycle of repetition. After a certain point, the
data, i.e., opinions, thoughts, and interpretations, will repeat themselves. New
participants will present data similar, alike, or identical to what previous ones have
provided (Morgan and Morgan, 2008). At this stage, the data collection process
should be terminated, and the sample size should be fixed when saturation is observed
(Onwuegbuzie and Collins, 2007; Baltaci, 2018: 262). Based on this information, it was
understood that in the research data collection process, when conversations and
observations became repetitive and new interviews would no longer reveal new ideas
and perspectives on the subject, data saturation was reached, and the data
collection process was concluded. In this context, qualitative data were obtained
from 17 voluntary participants. Managing the process to accommodate the schedules
of all participants proved to be quite cumbersome; however, the data collection
process was completed within the timeframe from early March to early April 2024,
respecting the availability of participants. The characteristics of the participants
included in the study are shown in Table 1.

Table 1. Characteristics of the Sample

Participant Gender Age Education Level Occupation Marital Status
1 Male 38 PhD Freelancer Single
2 Male 44 PhD Academic Single
3 Male 4] Master’s Industrial Engineer Single
4 Female 19 Bachelor's Student Single
5 Female 50 Master’s Academic Married
6 Male 39 Bachelor's Public Servant Married
7 Female 37 Bachelor's Bank Manager Married
8 Female 51 High School Homemaker Married
9 Male 20 Bachelor's Student Single
10 Female 28 Bachelor's Social Worker Single
11 Male 33 Bachelor's Accounting Specialist Single
12 Female 41 Master’s Flight Attendant Married
13 Male 60 High School Entrepreneur Married
14 Female 44 Bachelor's Teacher Married
15 Male 31 Master’s Psychologist Single
16 Male 29 Bachelor's Nurse Single
17 Female 30 Master’s Real Estate Appraiser Single
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Face-to-face interviews with participants were conducted using Rigollet and
Kumlin's (2015) items in two scopes: the “preparation and briefing stage” and the
“question-answer stage.” Initially, participants were briefed about the purpose of the
research and provided with a brief infroduction to the topic, obtaining their voluntary
consent to participate. To facilitate participants’ mental states and to relax them for
an in-depth understanding, it was clarified that there were no right or wrong answers
to the questions conveyed during the interview, emphasizing that the interview was
not a test but aimed to encourage participants to express their views, emotions, and
thoughts freely, naturally, and sincerely. Participants were prepared for the interview,
and to understand their demographic characteristics, preliminary questions
independent of structural questions were directed. In the question-answer part of the
interview, adherence to structured questions was maintained. In an environment
where the researcher had no intervention or manipulation, efforts were made to
obtain as broad verbal responses as possible from the participants. In order not to
create geographical limitations and to diversify the participant profile, interviews were
conducted online, with participants being informed that they would only be used for
scientific analysis, and with their permission, the interviews were recorded. Each
interview lasted an average of 40 minutes. The responses provided by the participants
during the interviews were recorded in order, transcribed into writing, and prepared
for analysis.

3.5. Data Analysis Method

Following the interviews, the data was analyzed using specific themes within
the framework of the descriptive analysis method. This method involves the stages of
description, classification, and correlation in data analysis. The data obtained through
content analysis is attempted to be identified; data found to be similar and related to
each other are grouped under specific themes (categories) formed around shared
ideas and interpreted (Karatas, 2015: 70). The researcher categorizes the themes
emerging through an inductive approach based on the data obtained and makes
various interpretations by examining them within the context of these themes
(Ozdemir, 2010: 330). Thus, the researcher can present findings and relationships that
are identified conceptually through coding and classification but may not be initially
apparent and evaluate the studied phenomenon (Saruhan and Ozdemirci, 2013: 335).
The obtained data were grouped under specific themes based on keywords and
recurring observations within this framework. Accordingly, the emerging themes and
the questions asked (questions are given in the order they were asked to the
partficipants) are presented in Table 2.
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Table 2. Themes and Questions of the Research

Variable Question Asked

Preparatory Questions Regarding General Consumer Attitude

1. What are your general reactions/thoughts/attitudes when you receive push nofifications
from online shopping apps on your mobile phone? (General Atftitude)

2. What type of notifications from online shopping apps do you perceive positively? What
factors create positive interest/response for you2 (Content)

3. What type of nofifications do you perceive negatively? What factors create a negative

Mobile  Marketing | gttitude/response for you?g (Content)
and Push
nofifications 4. How do notifications from online shopping apps affect your perspective on the app,

whether you continue receiving or blocking notifications from the app?2 (Content)

5. How many times a day do you find receiving nofifications from an app acceptable?
(Frequency)

6. What do you think about receiving notifications from an app too frequently¢ Does it have
any impact on your perception of the product/app? (Frequency)

1. What factors lead you to want to visit the app to examine the nofification in more detail?
What would make you go to the app? (Content)

2. How does the content of the nofification, such as advantage coupons, promotions,
deals, and time-limited discounts, affect your buying attitude?2 For example, does it
increase your likelihood of making a purchase? (Incentive)

3. If they contain incentives, are you more likely to tolerate and continue receiving

numerous push notifications? (Incentive)
Impulsive Buying

4. What type of incentive-driven notifications attracts you to go to the app and make a
purchase immediately? (Content)

5. When are you more interested in notifications, and when do you simply close or ignore
them? (Timing)

6. For example, do incentive-driven push notifications trigger you to purchase when you
have free time or are bored? Does it increase your likelihood of making a purchase?
(Timing)

Based on the study of Rigollet and Kumlin (2015)

Based on the participants’ responses, research findings were presented
according to emerging themes, and evaluations were made.

Before gathering information from participants, a consent process was
followed where participants could understand the purpose, process, and how the
results would be utilized. Participants who voluntarily consented, expressing their
consent and decisions, were included in the process.

Furthermore, ensuring the protection and security of participants’ personal
information throughout the research process is critical in research ethics. Therefore, an
approach to preserving the confidentiality and anonymity of participants was
adopted. To achieve this, although demographic information was requested to
identify the study group, no personal information such as full name was requested.
While the demographic profile of the study group was presented in the research,
parficipant numbers were provided instead of their real names in the data
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presentation. This practice was adopted to ensure the confidentiality of participants’
identities and to protect their privacy, thus preventing them from refraining from
parficipating in the research. There was no intervention or direction from the
researcher during the data collection process. A neutral approach was followed in
the analysis and presentation of the data. Neither the researchers nor the participants
have any connection with any third party that could influence the research or lead to
a conflict of interest.

4. Findings
In this section, the findings obtained from the analysis of qualitative research
data are presented.

4.1. General Attitude Toward Push Notifications
General consumer attitudes towards push notifications from online shopping
applications vary depending on the content of the nofifications and personal
preferences. However, when the responses are generally considered, it is evident that
notifications delivered with correct timing and engaging content receive positive
reactions, while automated or repetitive notifications tend to create annoyance.

“Notifications usually catch my attention, but automated or repetitive ones are
generally bothersome. | am drawn to different and personalized notifications and
usually check them.”

“My reactions vary depending on the content and frequency of push
notifications. | appreciate notifications with timely and engaging content, but too
many or irrelevant notifications can be annoying.”

“I also pay attention to whether the content of the nofifications aligns with my
personal preferences.”

“I find useful notifications helpful, but unnecessary ones can be bothersome.”

“Sometimes the same notification is sent repeatedly; | close or delete it. So, at
least, | review the notification, even if | don't click on it.”

As indicated by the participants, the findings suggest that personalized and
engaging notifications attract users’ attention and elicit positive responses. It is also
evident that automated or repetitive notifications generally cause discomfort and
negatively impact the user experience.

4.2. Content of Push Notifications

In terms of content, it is observed that participants perceive notifications from
online shopping applications positively when they are personalized and include
special offers or opportunities relevant to them. Additionally, informative and useful
content, such as updates on product price drops, shipping statuses, and favorite
product updates, also elicits positive reactions. Users particularly appreciate
personalized notifications tailored to their preferences and shopping history, which
tend to capture their attention and enhance their shopping experience. Nofifications
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informing users about discounts and special promotions also atfract their interest and
encourage them to purchase.

“I may find notifications useful if they are about what | need or am interested

“I generally perceive the notifications related to discounts positively..."”

“I don't follow them closely, but if it's a product I've been chasing or wanting
for along time, | respond positively to notifications about it...”

“Notifications about rare special discounts or informative notifications about
products | am really interested in can be positively received...”

“Notifications sent based on my interests and past purchase history are more
likely to catch my interest...”

“...for example, if it informs me that the price of a product | have added to my
favorites has dropped, or if it informs me about an important promotion or campaign,
| may respond positively to this noftification.”

“Notifications about price changes of products | follow are important to me. |
also always keep push notifications about the status of shipment.”

Participants generally perceive non-personalized and constantly repetitive
notifications from shopping applications as unnecessary or spam. Such notifications
negatively affect the user experience and may lead users to abandon the
application.

“Sometimes, | receive noftifications that are irrelevant to my shopping
preferences. Because of these, | think about closing notifications.”

“It also irritates me when the same nofification is sent repeatedly.”

“Receiving constant notifications about products in irrelevant categories can
distract me from the application. It should know my shopping preferences by now.”

“...there is no point in sending the same notification over and over again...”
“If they keep sending the same things constantly, then it becomes a problem.”
“Notifications seem unnecessary about topics outside my interests and needs.”

Overall, participants’ aftitudes towards notifications from applications depend
on factors such as the content, whether they are personalized or noft, the frequency,
and the degree of relevance. Personal preferences, potential benefits, and reliability
are key factors determining participants’ decisions to keep or dismiss notifications.

“I want to see price changes of products | am considering buying or have
previously purchased immediately. Or | need to be able to see where my package is
instantly. That’s why | don't turn off nofifications.”

“I| keep applications’ notifications on if they are sent to me personally and if
they are correct notifications and not sent in large numbers.”

“But when they send me the same notifications a hundred fimes, when | don’t
find the content when | go to the application, that is, when it's actually fake guidance,
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| observe for a while. If they continue with the same things, | furn off their notifications,
| block them.”

“Instances like irrelevant products, clickbait content, or asking for personal
information may also lead me to block noftifications.”

“Notifications should be personalized, tailored to my shopping habits and
interests.”

“Constant and irrelevant notifications may trigger me to delete the application
or block notifications.”

4.3. Frequency of Push Notifications
According to the responses obtained, participants generally consider an
acceptable number of daily notifications to be limited to a few times. Participants
typically prefer to receive notifications once or, at most, a few times. However, the
content and authenticity of these notifications play a significant role. Notifications
about relevant, targeted, and genuine opportunities are generally acceptable, while
unnecessary, frequent, or fake nofifications can be bothersome. Therefore, the
content and frequency of notifications emerge as critical factors determining the

acceptability thresholds for participants.

“If an application sends me three targeted, useful notifications, it's enough for
me. It shouldn’t send any when it's not needed.”

“Three to four notifications maximum could be acceptable.”

“If it's effective, real, and targeted, | have no problem with getting them a few
times a day, but when it's excessive, people naturally get annoyed.”

“Receiving notifications once or twice a day is acceptable to me.”

“Generally, receiving notifications a few times daily is ideal for me. This way, |
see the important things but don’t feel disturbed.”

According to the responses obtained, receiving notifications too frequently
generally leads to a negative experience and can negatively affect the perception
of the product/application. Participants mention that constantly receiving
notifications is annoying, causing them to become disinterested in the application and
even consider turning off noftifications or removing the application from their phone.
Being bombarded with constant notifications can cause users to lose interest and
distance themselves from the application. This indicates that both the content and
frequency of nofifications significantly impact the user experience.

“The less frequently notifications come, the more attention they will attract from
me. If an application sends too many nofifications, | start to dislike the product.”

“If an application sends foo many notifications, it means it's sending empty
nofifications. The content is empty, aimless.”

“If an application sends too many notifications, | block its notifications, and
there have been times when | got so annoyed that | removed the application.”
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“Receiving too many notifications can negatively affect my perception of the
product/application. | might consider turning off notifications, and often | do.”

“When an application constantly sends nofifications, it feels like it's suffocating
you. It's the same for me. Especially when notifications keep coming constantly, | start
to ignore them.”

“Persistent notifications are like a nightmare.”

4.4. Content of Offers
According to the responses, various factors led to the desire to examine push
notifications from online store applications in detail. One of these factors is the desire
not to miss out on short-term discounts or special product offers. Nofifications
containing special discounts or offers related to categories or products the user is
interested in are also considered intriguing. The desire to visit the application arises
when notifications are correct, attention-grabbing, and beneficial.

“I check the details of such nofifications because | don’t want to miss out on
short-term instant discounts on products or because I'm curious about where my
shipment is.”

“A notification about a product that interests me, a special offer or discount
notification, a limited or time-based discount notification, additional advantages such
as free shipping or gifts...”

“If I am planning to purchase a product, nofifications related to that product
attract my attention more. Special notifications such as product recommendations
based on my past searches or purchases, birthday discounts, or shipment tracking
information certainly keep me engaged.”

“If there is a product | have been interested in for a long time or if there is a
special discount in the notification, then | am directed to the application.”

“Sometimes, when a product I'm following is out of stock or has a significant
discount, | contemplate purchasing it. Most of the time, | end up buying, | guess.”

“For me, notifications about price drops of favorite products I've followed and
nofifications about coupons created specifically for me lead to purchases.”

“Sometimes there are some coupons that come as special offers, and they are
good.”

4.5. Incentives

According to the responses obtained from participants, factors influencing
users' purchasing attitudes include encouraging content such as discount coupons,
campaigns, offers, or limited-time discounts, offers or discounts related to products
that the user is individually interested in, urgency expressions in nofifications, or
information about limited stock. It is possible to infer that notifications containing
significant promotions, such as high-level discounts or information creating a scarcity
perception when stock runs out, are attractive to some participants. Such nofifications
can guide users to the application and motivate them to purchase.
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“If a product | like is about to go out of stock or if there is a high-level discount...”

“I don't want to miss the chance to buy a product at a lower price or with a
special offer.”

“Usually, if there is a significant discount on a product or a campaign for a
limited time, it directs me to the application.”

“For example, when | see a message like ‘Only today, 70% discount!’ |
immediately become curious and open it.”

“Very high discounts, for example, notifications containing discounts of 50% or
more, can be more effective.”

“Sometimes, when a product I'm following is out of stock or has a significant
discount, | contemplate purchasing it. Most of the time, | end up buying, | guess.”

“When | see discount coupons, campaigns, or limited-time discounts in
nofifications, | feel excited because such opportunities really appeal to people.”

“Sometimes | just think, ‘Wow, this opportunity shouldn’t be missed!” and | want
to buy that product right away.”

4.6. Timing
Analysis reveals that certain aspects of the timing of nofifications are apparent.
Generally, participants’ responses to notifications vary depending on factors such as
time and workload. There is more interest during leisure time or when receiving
incentivized shopping notifications. However, notifications received during busy or
inappropriate times often annoy and are ignored.

“I usually skip notifications when I'm swamped.”

“Even if a notification has been sent to me effectively during office hours, |
don't have time to check it, so I ignore it and close it during working hours.”

“Inappropriate notifications bother me (for example, during sleeping hours or
when I'm busy). For instance, if I'm reading a book and a notification sound comes
from my phone, Iwon't check it at that moment; if it's not appealing, I'll swipe it away.”

“I don’t usually check during the day... | can’t see it all day if I'm in class.”

“I'm more inclined to shop in the evenings or on weekends when my workload
is lighter.”

“I can check noftifications more during the evenings or weekends when my
workload is reduced.”

“Notifications received during busy work hours or late at night can be
annoying.”

Based on participants’ views, receiving incentivized push notifications during
personal leisure time or when feeling bored could influence purchase decisions.

“I pay more attention to noftifications that come when I'm free or bored.”
“If promotions are particularly high when | have free time or when I'm bored,
and if they are correct, push notifications can trigger me to purchase.”
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“When I'm bored, exploring new products and shopping entertains me.”

“In such moments, | may want to treat myself to a small gift or seize the
opportunity to find a product | really need while it's on sale.”

“I think we can colorize our boring fime by buying something.”

Based on all these findings, it is clear that adequately handled push
notifications from online shopping applications can influence consumers’ purchase
decisions and determine their shopping attitudes.

5. Conclusion
This study aimed to determine consumers’ attitudes toward instant nofifications
and their impact on impulsive buying behavior. Data were obtained from 17
partficipants through qualitative interviews conducted using a qualitative research
approach and evaluated using a descriptive analysis framework. The findings from the
analyses indicate that factors such as the content, level of personalization, and
frequency of nofifications determine users’ attitudes foward them.

Firstly, personalized and engaging notifications were found to capture users’
attention and receive positive responses. Customized nofifications tailored to users’
shopping preferences and histories were incredibly positively received. However,
automatic or repetitive nofifications often annoy and negatively affect the user
experience.

Secondly, the content of notifications plays a significant role. Users generally
appreciate informative content such as price drops or shipping status notifications.
However, irrelevant or unnecessary notifications were found to bother users and could
even lead them to abandon the application.

Lastly, the timing of notifications is also crucial. Users typically show more interest
in nofifications during their free time or when receiving incentivized shopping
notifications, while notifications received during busy or inappropriate times could
cause annoyance and be ignored. Therefore, sending noftifications at the right time is
essential to attract users’ interest.

Overall, based on the findings of this study, it is evident that properly designed
instant notfifications from online shopping applications can influence consumers’
purchase decisions, lead to impulsive purchases, and ultimately shape users’ shopping
afttitudes. Considering the study results, firstly, factors triggering users’ desire to review
notifications typically include short-term discounts, special offers, and advantages
related to their interests. Well-crafted, attention-grabbing, and beneficial notifications
increase users' willingness to visit the application, especially notifications featuring high
discounts or stock information, creating a sense of urgency.

Secondly, incentivizing content tends to increase users’ purchase intentions.
Elements such as advantage coupons, campaigns, fime-limited discounts, and
special offers can motivate users to shop. Nofifications containing high discount rates
or extra benefits appeal and can influence purchase decisions.
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Lastly, the timing of notifications is significant. Users generally prefer to receive
notifications several times a day. However, receiving notifications too frequently or
excessively can negatively impact the user experience and lead to disengagement.

In conclusion, online shopping applications can influence consumers’
purchase decisions and enhance their shopping experiences. However, providing the
right content and timing is essential while considering users’ preferences and needs.
In this way, user satisfaction can increase, and purchase conversions can be
encouraged.

The findings and evaluations obtained from this qualitative research, which
explored consumers’ experiences with instant smartphone nofifications in the context
of online shopping platforms, shed light on some insights into these platforms’
marketing strategies.

These findings emphasize the importance of notification strategies in mobile
shopping applications. Personalized, engaging, and informative content should be
provided to capture users’ attention and elicit positive responses. Additionally, the
frequency of nofifications should be carefully managed, as it can significantly impact
the user experience.

5.1. Theoretical and Practical Implications

Within the scope of qualitative research, this study can confribute to the
literature through its findings and conclusions, particularly in the relationship between
push notifications and impulsive buying behavior. The study provides insights into how
consciously designed push notifications on mobile phones—considering aspects such
as timing, frequency, and content—act as triggering factors that shape consumers'
impulsive buying behaviors at the intersection of technology and consumer behavior.
The analyses, which delve into consumers' emotional and cognitive responses to real-
time nofifications, reveal how push notifications can act as triggers for some
consumers. In contrast, for others, they may generate resistance or adverse reactions.

The findings from this study suggest the potential to create personalized and
targeted notifications to attract users’ interest and provide them with a more valuable
experience. Delivering personalized notifications tailored to wusers’ shopping
preferences and histories is crucial for attracting users’ interest and eliciting positive
responses. Notification content should be designed to appeal to users’ interests.

It is important to avoid sending notifications too frequently or excessively. Users
generally prefer to receive noftifications a few times daily, which should be sent at this
frequency. Excessive notifications can drive users away from the application rather
than persuade them to purchase. The units responsible for this area within businesses
should not overlook this risk. Attention should be paid to user feedback and behavior
to ensure that notifications do not negatively affect the user experience. Annoying or
unnecessary notifications should be avoided.

Ultimately, applications can track users’ movements, interests, and active
times. Organizing noftifications and taking these into account can provide a significant
advantage in making nofification strategies more effective.
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Indeed, when smartphone instant nofifications are strategically designed as
positive incentives, they can become a revenue-generating powerhouse for
businesses. By adapting to consumer behavior and leveraging the art of persuasion,
companies can create a seamless and enjoyable experience that encourages users
to take mutually beneficial actions (nGrow, 2024). However, applications can fall into
the frap of sending broad nofifications with extensive messaging and weak
segmentation to all users. The situation can worsen when combined with poor timing
and unspecific general messages. This lack of personalization can result in notifications
not resonating with individual users. As a result, these notifications may be ignored or
lead users to opt out of receiving them (nGrow, 2024). On the other hand, some
developers may send excessive instant notifications to attract user attention. However,
bombarding users with nofifications can have the opposite effect, causing user
fatigue and disappointment, potentially leading to users restricting notifications.

As Gavilan and Martinez-Navarro (2022) emphasized, the user experience
design with instant notifications is a tactical decision focused on current content and
a strategic method to add value to the user and thus increase brand loyalty. However,
inappropriate timing of message delivery, perceived lack of value in content, or
inappropriate content, the risk of mismanagement arising from lack of personalization
or excessive message frequency can make instant noftifications intrusive, annoying,
and unwanted, potentially resulting in a negative impact instead of a positive one.

Instant notifications largely depend on user acceptance. Otherwise, the
opportunity to provide value to consumers through messages segmented according
to their interests, times, and places will disappear. Therefore, instant notification
strategies should be designed to deliver content that attracts users’ interest, is offered
at the right tfime when the user is most likely to interact, and is designed with a
frequency based on user preferences and behaviors.

The critical point in instant nofifications is to be compelling, attention-grabbing,
and motivating. A nofification that does not prompt the consumer to take action does
not contribute to the success of the shopping process for both parties.

On the other hand, users need to be aware of the risk of limiting instant
notifications in the algorithms developed by online shopping platforms within their
developed applications. Because restricting notifications can quickly be done by the
user by long pressing or sliding the notification settings, although the application is
installed on the user’s phone, the user may not receive notifications. In this way, the
application may become inactive unless the user voluntarily enters it.

In addition to all this, as highlighted by Geyik (2019), since businesses need to
contfinue repeating mobile campaigns or promotions through instant notifications, i.e.,
it is a continuous marketing action, evaluating instant notification applications is as
crucial as the strategic move itself. In this regard, feedback on notfifications,
monitoring, analyzing, and adapting consumer reactions and behaviors can be
essential.

5.2. Limitations and Future Directions
As with any research, it is possible to identify certain limitations in this study.
Firstly, this research was conducted based on qualitative research methodology. Due
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to the nature and size of the samples in qualitative studies, the findings obtained from
such studies can often be specific to the study. However, they can provide valuable
insights that can further develop the concept of consumer behavior and the topic
under investigation (Schiffman and Kanuk, 2004; Rigollet and Kumlin, 2015). In this
context, it is necessary to consider that the findings obtained from this research are
based on qualitative research methodology, and the evaluations made based on
these findings are limited to the data received from the study group; therefore, they
should be approached within this framework.

Qualitative research allows different interpretations of each study’s sample and
results in various contexts. Therefore, findings from research conducted at other times,
in different contexts, and with different samples on this topic can provide significant
conftributions to reviewing or supporting insights provided on the subject. Additionally,
results obtained through quantitative or mixed quantitative-qualitative methods can
also be valuable in this regard.

On the other hand, the study evaluated findings based on a sample
representing a single country example. Due to the nature of the study, the push
notifications it addressed, strategies developed by online shopping platforms for these
nofifications and promotions, policies, and implemented practices may vary from
country to country. Therefore, it is essential to take this info account. Furthermore,
cultural differences arising from geographical variations, shopping habits, phone
usage habits, and factors such as consumer characteristics can influence the research
results. For example, while some consumers may show significant susceptibility in the
context of the variables addressed in this research due to their characteristics, others
may be in the opposite situation. All these points are some minor details that inspire
further research. In this context, research conducted in different countries and with
other samples in the future can provide significant contributions.

From the perspective of business management and, more specifically,
marketing discipline, it can be said that future studies aimed at understanding various
aspects of consumers’ experiences with instant nofifications, bringing a new
perspective to existing knowledge, and providing various insights on this topic have
significant potential to contribute to marketers in terms of the proactive use of this
marketing tool and to the established literature in terms of the theoretical
development of the subject.

Research and Publication Ethics Statement
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Arastirma ve Yayin Etigi Beyani

Bu calismanin tUm hazirlanma streclerinde etik kurallara uyuldugunu yazarlar beyan
eder. Aksi bir durumun ftespiti halinde Ticari Bilimler FakGltesi Dergisinin  hicbir
sorumlulugu olmayip, tUm sorumluluk calismanin yazarlarina aittir. Bu calisma etik kurul
izni gerektirmemektedir.
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Bulgular: 2023 yili itibariyla E-Ticaret ve Pazarlama Programlarinda okutulan zorunlu
dersler, secmeli dersler ve staj uygulamasi biciminde siralanmaktadir.

Sonuc¢ ve Katkilar: E-Ticaret ve Pazarlama Programi egitim programinda yer alan
derslerin isletme bilimi ile yakin iliskili dersler oldugu gdérUlmekte olup mevzuat ile
alakal oldugu bilinen derslerin ise bilgisayar uygulamalari, hukuk, pazarlama, medya
ve letisim disiplinleri bashgi altinda toplandigi anlasimistir. Bu baglamda acilan
bdélimlerin 6nemli bir kisminin Marmara Bdélgesi’'nde yogunlastgi gbrilmekle birlikte
Trkiye'nin farkl cografi bolgelerinde bulunan yUksekdgretim kurumlarinda da E-
Ticaret ve Pazarlama Programinin agilmasi gerektigi sonucuna ulasilmistir. Literatire
katki sunmasi beklenen bu calisma kariyer hedeflerini e-ticaret ve pazarlama alanina
gore belirleyen kullanicilara yol g&sterici niteliktedir.

Sinirhliklar:  E-Ticaret ve Pazarlama Programlanni odagina alan bu calisma
Turkiye'deki yUksekdgretim kurumlarina bagl bulunan &nlisans programliariyla sinirli
tutulmustur.

Anahtar Kelimeler: E-Ticaret, Pazarlama, Dijital Pazarlama, Ogretim Program.
Jel Kodu: M31, M37.

Abstract

Purpose: The aim of this study is to comparatively examine the data on compulsory
courses, elective courses and internship practices of E-Commerce and Marketing
Programs, which continue their activities affiliated to 11 higher education institutions
on the basis of state universities, foundation universities and Open Education faculties.

Methodology: This study, which was created by compiling the data accessed as a
result of document review, one of the data collection tools within qualitative research
methods, was created through publications that were checked for reliability and
representativeness. For this purpose, articles and institutional reports were accessed
and course information package was accessed from YOK Atlas and institutional web
pages of higher education institutions. Each data accessed was interpreted by the
researcher first within itself and then compared with other tables.

Findings: As of 2023, the compulsory courses taught in E-Commerce and Marketing
Programs are listed as elective courses and internship practice.

Implications: It is seen that the courses in the curriculum of the E-Commerce and
Marketing Program are closely related to business science, and the courses known to
be related to legislation are gathered under the title of computer applications, law,
marketing, media and communication disciplines. In this context, although it is seen
that a significant portion of the departments opened are concentrated in the
Marmara Region, it is concluded that E-Commerce and Marketing Programs should
be opened in higher education institutions located in different geographical regions
of Turkey. This study, which is expected to contribute to the literature, is a guide for
users who determine their career goals according to the e-commerce marketing field.

Limitations: This study, which focuses on E-Commerce and Marketing Programs, is
limited fo associate degree programs affiliated to higher education institutions in
Turkey.
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Keywords: E-=Commerce, Digital Marketing, Marketing, Education Program.
Jel Codes: M31, M37.

1. Girisg

Bilgi teknolojilerin ve internetin gelismesiyle birlikte alis-veris islemleri sanal
pazarlar araciigiyla yapllmaya baslamistir. E-ficaret teknolojisinde gerceklesen hizli
gelismeler var olan ficari yapiyr degistirerek dUnyayr kiresel bir pazar hdaline
doénUstirmUstUr (Elibol ve Kesici, 2004: 304-318). Gerek e-ticaret gerekse pazarlama
konusunda verilmesi gereken egitim, sanal pazarn kolay ve hizli bir bicimde erisilebilir
olan yapisina devingenlik kazandirarak daha cok kullanicinin ortak paydada
bulusmasini  saglamistir ~ (Bulunmaz, 2016: 354-357). Bu baglamda o&zellikle
yUksekogretimde  dgrenim géren  &grencilere  e-ficaret  egitimi vererek
organizasyonlarin ihtiyac duydugu bilgiyi ve dijital ddnUsum hamlesini saglamak bUyuk
bir dnem kazanmistir.

Calismanin amaci devlet Universitesi, vakif Universitesi ve Acikdgretim fakultesi
bazinda toplamda 11 yUksekdgretim kurumuna (6n lisans) bagl olarak faaliyetlerini
sUrdUren E-Ticaret ve Pazarlama Programlarinin zorunlu dersler, secmeli dersler ve stqj
uygulamasi konusundaki verilerini karsilastirmaktir. Bugine kadar yapilan e-ficaret ve
pazarlama baslkl calismalarda e-ticaretin is yasamina etkisi, e-ticaretin gtvenilirligi,
isletmecilik acisindan e-ticaret, e-ticaretin gelisiminde temel dinamikler, e-ficaretin
satin alma davranislarina eftkisi, tUketicilerin e-ticaret algisi, sosyal medya ve e-ticaret,
e-ficaretin hukuki uygulamalar ile internet bankaciligr ve e-ficaret uygulamalarina
deginilmisken digerlerinden farkll olan bu calismada yUksekdgretim kurumlarinda
faaliyette bulunan E-Ticaret ve Pazarlama Programi, égretim programi bazinda ele
alinmigtir (YUksekdgretim Kurulu Baskanhgi, 2024). Arama motorlarinda genellikle
ogrenci kontenjani, yerlesen égrenci sayisi, burs tUrG, cinsiyet dagiimi, mezun olunan
lise, programa yerlesenlerin geldikleri bolgeler ve iller gibi bilgilere yer veriimektedir
(YUksekdgretim Kurulu, 2023). Bu calismada yuksekdgretim kurumu, program dili, burs
tor0, 6grenci kontenjani, kayit yaptiran égrenci sayisi ve programin bulundugu bodlge
bilgisinin yani sira erisimesi daha zahmetli olan zorunlu dersler, secmeli dersler ve stqj
uygulamasi konularinda bilgilendirmelerde bulunulmustur. Arastrma ve &grenme
sUrecindeki zaman kaybini asgariye indirmesi beklenen bu calisma, kariyer hedefini e-
ticaret ve pazarloma alanina goére belirleyen kullanicilara (&grenciler)kilavuz olarak
onemli kolayliklar saglayacagr dusunUlmektedir.

2. Literatir Taramasi

Yerli ve yabanc literatUr taramasinda e-tficaret ve pazarlama baslikl bircok
calismaya ulasiimis olmasina ragmen konuyu E-Ticaret ve Pazarlama Programi
baglaminda ele alan herhangi bir calismaya ulasilamamistir. Bu nedenle literatGr
taramasi konuyu egitim-&gretim programi yonunden irdeleyen sinirli sayida calisma
Uzerinden ilerletilmistir.

Erdal (2002), calismasinda mufredat tasarimi ve gelistirme sUreci kapsaminda e-
ticaret dersini analiz etmistir. Nitel arastirma yéntemlerinin kullanildigi calismada ders
icerigine iliskin veriler toplanmistir. Buna gére ders iceriklerinin gelisen teknolojiye bagdli
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olarak sUrekli olarak degistigi anlasiimistir. Bu nedenle ders iceriklerinin guncel tfutulmasi
gerektigi sonucuna ulasiimigtir.

Malyadri, Vidyadhar Rao ve Krishnamayi. (2015), e-ticaret egitiminin gelisimini
gbérmek ve acilan kurslarinin sagladigr fayday dlcmek icin bir arastrmaya yapmigstir.
KUresellesmeyle birlikte Hindistan'in ekonomisinde kapsamli bir donUsum yasanmis ve
bu nedenle e-ficaretin yeni bir mUfredat alani olarak gorGlup goértlmemesi tartismalar
baslamistir. Yapilan arastirmalarda ise e-is kavraminin, isletme ¢calismalarinin bir parcasi
olarak yaygin bir bicimde kullanildigi goérGlmustur. Buna gore lisans ve yUksek lisans
dUzeyinde alinacak e-ticaret egitiminin bu alandaki yetenekleri gelistirerek dgrencilere
is bulmada yardimci olacagi sonucuna ulasiimistir.

GUndogdu, Celik, Altin ve Simsek (2016), calismasinda Uygulamali Elektronik
Pazarlama Dersi 6gretim programina yoénelik bir degerlendirmede bulunmustur. Nitel
arastirma yonteminin kullanildigi bu calismada égrencilere acik uclu sorulardan olusan
go6risme formu uygulanmis ve elde edilen veriler icerik ve frekans analizi ile tahkik
edilmistir. Buna goére ders esnasinda olusan teknik sorunlarin dersin islenisini engelledigi,
elektronik ticarete yénelik islenen derslerin yarar sagladigi, sure itibariyla derslerin yeterli
oldugu ve cesitli bilgilere internet Uzerinden daha kolay erisildigi sonucuna ulasiimistir.

Yalcin ve Gurdin (2017), calismasinda e-ticaretin olanaklarina iliskin géruslerinin
neler oldugunu, e-ticareti neden riskli bulundugu ve hangi durumlarda e-ticaretten
kacinildigini inceleyerek, e-ticaretin “gUvensizlik” algisinin olasi sebeplerini ortaya
cikarmayr amaclamistir. Nicel arastirma ydnteminin kullanildigr bu calismada anket
yontemi kullanilarak veriler toplanmistir. Buna gdre pek cok kolaylgr bulunan e-
ticaretin 6grenciler Uzerinde cok fazla etkin olmadigr anlasilmis ve e-ticareti riskli géren
ogrencilerin magazadan alis-veris yapmayl daha eglenceli goérdukleri sonucuna
ulasilmistir.

Karabas (2018), calismasinda e-ticaret pazarinin gelisimi inceleyerek Universite
ogrencilerinin internetten alisveris yapma konusundaki tutumlarini, yapilan aligverisin
yararina inanma duzeyini ve ilgilenim duzeyleri arasindaki iliskiyi korelasyon analizi ile
irdelenmistir. Arastirma verileri ise kolayda érnekleme ydntemiyle toplanmistir. Buna
gore tutum ile ilgilenim dUzeyi arasindaki iliskinin orta dizeyde, yararina inanma ile
ilgilenim duzeyi arasindaki iliskinin zayif diUzeyde ve tutum ile yararnna inanma
arasindaki iliskinin ise yuksek duzeyde oldugu tespit edilmistir.

ErtGrk (2019), calismasinda e-ticaretin kUresellesen dinyadaki yerini ele alarak
giysi satin alma davranislarinda Universite égrencilerinin e-ticaret tercihlerini, yapilan
ticaretin olumlu yénlerinden yararlanma durumlarini, giysi satin alma davranislarini ve
e-ticaret kullaniminda karsilasilan  olumsuzluklar  belilemeyi amaclamistir.  Nicel
arastrma yonteminin kullanildigi bu calismada veriler anket yontemi kullanilarak
toplanmistir. KUresellesme eftkisiyle olusan yeni ticari sistemin, Ordn ile kullanici iliskisini
yeni bir boyuta tasidigr gértlmus ve e- ticaret ile pek ¢cok UrGnUn internet ortaminda
dunyanin her yerinde alinir-satilir hale geldigi sonucuna ulasiimistir.

Ozbek, Saylan ve Ozbek (2021), calismasinda e-ticaret dersinin dgrenciler
tarafindan Cretilen OrOnlerin - cevrimici  pazarlaoma  girisimleri  Uzerindeki  efkisini
arastrmaya yénelik bir calisma gerceklestirmistir. Bunun icin égrencilere e-ticaret dersi
verilerek e-ticaret dersinin cevrimici pazarlamaya eftkisini tespit etmek amaciyla soru
sorma teknigi kullanilarak arastirma gerceklestiriimistir. Sonuc olarak égrencilerin %88’

100



Aycil, S. / Baskent Universitesi Ticari Bilimler FakUltesi Dergisi, 2024, (8)2, 97-119.

e-ficaret dersinin cevrimici pazarlama Uzerindeki olumlu etkilerini beyan ederken %93'0
ise mezuniyet sonrasinda ¢evrimici pazarloma ortaminda Urin pazarlayabileceklerini
beyan etmistir.

3. Yontem

Arastirmanin bu bdlUmUnde arastirma verileri ve verilerin analizi basliklarina yer
veriimistir. LiteratUr taramasinda, e-ticaret ve pazarlama konusunu 6gretim programi
baglaminda ele alan herhangi bir calismaya ulasilamadigi icin bu ydnde bir calisma
yapllmasi intiyaci ortaya cikmistir.

3.1. Evren ve Orneklem

Devlet Universitesi, vakif Universitesi ve Acikdgretim fakUltesi bazinda toplamda
11 yUksekdgretim kurumuna bagli olarak faaliyetlerini surduren E-Ticaret ve Pazarlama
Programlar (6n lisans) calismanin evrenini olusturmaktadir. Bu baglamda evrenin
tamamina érneklem olarak ulasiimistir.

3.2. Arastirmanin Verileri

Arastirmanin verileri, E-Ticaret ve Pazarlama Programi bulunan yUksekdgretim
kurumlarnnin egitim programinda yer alan zorunlu dersler, secmeli dersler ve stqj
uygulamasi biciminde siralanmaktadir.

3.3. Verilerin Toplanmasi ve Veri Analizi

Arastirmanin esasi dokUman incelemesine dayanmaktadir. Arastirmanin verileri
nitel arastirma yéntemleri icerisinde yer alan ve veri toplama araclarindan biri olan
dokUman incelemesi sonucunda toplanmistir (Yildinm ve Simsek, 2008: 39). Bunun icin
oncelikle basil ve elektronik ortamda yayinmis olan tez, makale ve kurumsal raporlara
erisimis ardindan YOK Atlas web sayfasindan veriler alinmistir. Bunun yani sira Bingdl
Universitesi ve Gaziantep Universitesi'nin Bologna sayfalarindan, diger yUksekdégretim
kurumlarnnin ise kurumsal web sayfalarindan ders bilgi paketine erisim saglanmistir. Bu
baglamda tablolara islenen veriler 6nce kendi icerisinde akabinde diger tablolarla
karsilastinlarak arastrmaci tarafindan yorumlanmigstir.

Tablo 1. E-Ticaret ve Pazarlama Programi Bulunan Universiteler

Universite Program Universite Burs TUri Kontenjan Kayit Bulundugu Bolge
Dili TOrd Yaptiran
Ankara Bilim TUrkce Vakif Burslu 6 6 ic Anadolu Bélgesi
Universitesi
%50 Burslu 34 34
o, . .. Burslu 7 5 .. .
Beykoz Universitesi TUrkce Vakif Marmara Bolgesi
%50 Burslu 34 26
Bingdl Universitesi TUrkce Devlet Ucretsiz 27 27 Dogu Anadolu Bdlgesi
Cankaya ingilizce Vakif Burslu 9 9 ic Anadolu Balgesi
Universitesi
%50 Burslu 23 23
Gaziantep TUrkge Devlet Ucretsiz 46 44 GUneydogu Anadolu
Universitesi Bolgesi
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istanbul Bilgi Torkce Vakif Burslu 9 8 Marmara Bolgesi
Universitesi

%50 Burslu 50 42
. Burslu 5 5
Istanbul  Esenyurt
Universitesi TUrkce Vakif Marmara Bolgesi

%50 Burslu 15 10

Ucretli 6 1

istanbul KUOltor TUrkce Vakif Burslu 11 10 Marmara Bolgesi
Universitesi

%50 Burslu 59 56
istanbul Acik ve Uzaktan Egitim
Universitesi . . . Fakiltesi
(Acikégretim) TUrkge Devlet Ucretli 526 526

Burslu 7 6

%50 Burslu 34 29
istinye Universitesi TUrkce Vakif Marmara Bélgesi

Burslu (I0) 7 4

%50 Burslu 25 19

(i0)

OSTiM Teknik TUrkce Vakif Burslu 9 7 ic Anadolu Balgesi
Universitesi

%50 Burslu 42 40

Kaynak: (YUksekdgretim Kurulu, 2023).

Tablo 1'de 2024 vyili itibanyla E-Ticaret ve Pazarlama Programi bulunan
yUksekogretim kurumu sayisinin 11 oldugu gorUlmektedir. Programlardan 2'si devlet
Universitesinde bulunurken 8'i vakif Universitesinde 1'i ise Aclk ve Uzaktan EgZitim
FakUltesinde bulunmaktadir. Mevcut programlardan 10'unun program dili TUrkce iken
Cankaya Universitesi'nin program dili ingilizce olarak belilenmistir. Dogu Anadolu
Bdlgesi ve GUneydodu Anadolu Bdlgesi'ndeki program sayisi 1 olmakla birlikte ¢
Anadolu Bdlgesi'nde 2, Marmara Bdlgesi'nde ise 5 program bulunmaktadir. Ayrica
Acik ve Uzaktan Egitim FakuUltesi ile vakif Universitelerinde %50 Burslu olarak isaretlenen
programlara daha fazla kontenjan ayrildigr gérulimektedir.

4. Bulgular

Arastirmanin bu bdlUmUnde E-Ticaret ve Pazarlama Programi ile ilgili veriler yer
almaktadir. Buna gére arastirma verileri;

e E-Ticaret ve Pazarlama Programi Zorunlu Dersler (Tablo 2)
e E-Ticaret ve Pazarlama Programi Secmeli Dersler (Tablo 3)
e E-Ticaret ve Pazarlama Programi Staj Uygulamasi (Tablo 4)

biciminde siralanmustir.

Tablo 2. E-Ticaret ve Pazarlama Programi Zorunlu Dersler
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Zorunlu Dersler

Ankara Bilim

Universitesi

Bingdl Universitesi

Beykoz Universitesi

"GCIZiCI ntep
Universitesi

istanbul Bilgi

Universitesi

istanbul Esenyurt

Universitesi

istanbul Kiltor

Universitesi

istanbul Universitesi

(Agikogretim)

istinye Universitesi

OSTiM Teknik

Universitesi

Toplam Ders Sayisi

Akademik ingilizce |

~| Gankaya Universitesi

Akademik ingilizce Il

N

Arama Motoru Optimizasyonu

Atatirk ilkeleri ve inkilap Tarihi |

Atatiirk ilkeleri ve inkilap Tarihi Il

Bilgi ve iletisim Teknolojileri

Bilgi Teknolojileri

Bilgi Teknolojilerine Giris

Bilgisayar Destekli Tasarim |

Bilgisayar Destekli Tasarim I

Bilgisayara Girig

Bilisim Hukuku

Bilisim Hukukuna Girig

Bilisim Teknolojilerine Girig

Bitiinlesik Pazarlama iletigimi

Buyuk Veri

Dis Ticaret islemleri Yonetimi

Dis Ticaretin Temelleri |

Dijital Cagda iletisim

Dijital Cagda Kultur

Dijital Cagda Pazarlama iletisimi

Dijital Girisimcilik

Dijital igerik Uretimi

Dijital Medya iletisime Girig

Dijital Medya ve Popiiler Kultir

Dijital Medyada Anahtar Kavramlar
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Dijital Metin Yazarhgi

Dijital Pazarlama

Dijital Pazarlama ve Doénisim
Optimizasyonu

Dijital Pazarlama iletisimi ve Mobil
Pazarlama

Dijital Pazarlama iletisimi  ve
Stratejileri

Dijital Pazarlama Y6netimi

Dijital Reklamcilik

Dijital Reklamcilik ve Sosyal Medya
Yonetimi

Dijital Reklam Yazarhgi

Dijital Performans Analiz ve
Olcimleme

Dijital Performans ve Olgcimleme

E-Ticaret

E-Ticaret ve Depo Yonetimi

E-Ticaret ve Musteri Davranisi

E-Ticaret ve Tedarik Zinciri Yonetimi

E-Ticaret ve Web Tasarimi

E-Ticaret ve Yapay Zeka

E-Ticaret Hukuku

E Ticaret Mevzuah

E-Ticaret ve Pazarlamada Giincel
Konular

E-Ticaret Temelleri

E-Ticaret Uygulamalan

E-Ticaret ve Entegrasyon

E-Ticaretin Temel Kavramlari

E-Ticarette Giincel Uygulamalar

E-Ticarette Givenlik Politikalar

E-Ticarette Misteri iliskileri Y6netimi
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E-Ticarette Tedarik Zinciri Yonetimi

E-Ticarette Temel Kavramlar

Finansal Yonetim

Fundamentals of Advertising

Gelecegi insa Etmek

Genel Ekonomi

Genel isletme

Genel ve Mesleki Etik

Girisimcilik

Girisimcilik ve inovasyon

Girisimcilik ve Kariyer Planlama

Global Pazarlama

Gorsel iletisim Tasanmi |

Gorsel iletisim Tasanmu Il

Halkla iliskiler ve Tantim Politikalan

iletisimde ikna ve Algi

iletisimde Yeni Trendler ve
Kavramlar

insan Kaynaklan Yénetimi

is Saghdi ve Giivenligi

is Saghgi ve Givenligi Il

isletme Yonetimi

Kurumsal iletigim

Kiiresel isletme Esaslan

Kuresel Pazarlama

Lojistik

Lojistik Yonetimi

Marka Yonetimi

Matematik

Medya ve iletisim Teknolojileri
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Medya ve iletisim Teknolojileri Tarihi

Mesleki Yabanci Dil 1

Mesleki Yabanci Dil 2

Mobil Pazarlama

Mobil Teknolojiler ve Givenlik

Muhasebe

Misteri iligkileri Yonetimi

Online Sahs Platformlan

Pazarlama Arastirmasi

Pazarlama iletisim Teknikleri

Pazarlama iletisimi

Pazarlama ilkeleri

Pazarlama Performansi Olgimi

Pazarlama Stratejileri

Pazarlamada Vaka Andlizleri

Pazarlama Yoénetimi

Pazarlamaya Girig

Proje Yonetimi

Reklam

Reklamciliga Girig

Sosyal Medya ve icerik Pazarlama

Sosyoloji

Sirdirulebilirlik Yonetimi

Tasarim ve Yaratici Disince

Tasanmcilar icin Marka Yénetimi

Tedarik Zinciri Yonetimi

Temel Bilgi Teknolojisi

Temel Hukuk

Temel Girisimcilik

Ticaret ve Bilisim Hukuku
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. VA 1
Halkla lligkiler ve Tanithm Politikalarn
- Z 1
Tasanm ve Yaratici Dusunce
I . z 1
Ticari Matematik
L. VA 1
Toplumsal Duyarlilik Projesi-1
VA VA z VA VA Z VA 7
Tiketici Davraniglan
. . - VA 1
Tirk Devrim Tarihi (Voc) |
. . - z 1
Turk Devrim Tarihi (Voc) I
VA VA VA YA VA VA YA VA VA z 1
Tork Dili I 0
. - VA VA A VA VA YA VA Z z 9
Turk Dili I
VA VA 2
Uluslararasi Pazarlama
" VA 1
Uluslararasi Ticaret
_— i e YA 1
Uriin ve Marka Yonetimi
e z 1
Web Igerik Yonetimi
YA 1
Web Programlama
VA VA z VA 4
Web Tasarmi |
VA 1
Web Tasarimi Il
.. VA 1
Web Tasarmina Girig
A VA 1
Web Tasarimi Temelleri
- VA 1
Web Yayinciligi
. VA VA VA VA z YA VA VA VA 9
Yabanci Dil |
! VA VA VA VA VA VA VA Z z 9
Yabanci Dil Il
N . VA 1
Yapay Zeka ve Guncel Yaklagimlar
VA 1
Yaratici Yazarlk
S T z 1
Yeni lletisim Teknolojileri
. .. z 1
Yeni Medyaya Girig
. VA 1
Yeni Medya ve Reklam
. VA 1
Yeni Medya Kuramlari

Kaynak: (Ankara Bilim Universitesi, 2023; Beykoz Universitesi, 2021; Bingdl Universitesi, 2020;
Gaziantep Universitesi, 2023; istanbul Bilgi Universitesi, 2024; istanbul Esenyurt Universitesi, 2024; Istanbul
Universitesi, 2023; Istinye Universitesi, 2023; OSTIM Teknik Universitesi, 2024; T.C. Istanbul KiItUr Universitesi,
2024).
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Tablo 2'de E-Ticaret ve Pazarlama Programi'nda zorunlu ders olarak belirlenen
ders sayisinn 139 oldugu gdérilmektedir. Buna gére Gelecedi insa Etmek, Genel
Ekonomi, insan Kaynaklar Yénetimi, is Saghd ve GUvenlidi, Matematik, Muhasebe
Proje Yonetimi, Sosyoloji, Temel Hukuk, Ticari Matematik ve Yaratici Yazarlik derslerinin
dgretim programi disinda kaldigi gérilmekle birlikte Akademik ingilizce, AtatUrk ilkeleri
ve Inkilap Tarihi, Bilgisayar Destekli Tasarm, Gorsel iletisim Tasanmi, is Saghidr ve
GuUvenligi, Mesleki Yabanci Dil, Tirk Devrim Tarihi, Turk Dili, Web Tasarimi ve Yabanci Dil
derslerinin baz yUksekdgretim kurumlarinda iki dénem halinde 6gretim programina
dahil edildigi gérUlmektedir. Bunun yani sira derslerin énemli bir kisminin  her
yUksekdgretim kurumunda bir ders olarak okutuldugu, zorunlu ortak dersler haricinde
Dijital Pazarlama, E-Ticaret ve Tuketici Davranislan dersinin yedi, Arama Motoru
Optimizasyonu, Marka Yénetimi ve Pazarlama derslerinin bes, isletme Yénetimi, MUsteri
lliskileri Yénetimi, Pazarlama ilkeleri ve Web Tasanmi derslerinin ise dért yUksekdgretim
kurumunda es zamanl okutuldugu anlasilimaktadir.

Tablo 3. E-Ticaret ve Pazarlama Programi Secmeli Dersler

Ew|E| 5| aw| 5| 25| % | £w §
Secmeli Dersler S0 5| 2| 22| 52322 05| 22|
G CE 2| E|EB| 8B ¥XE| 2| 0% §
2| E|=2 | 80| =06| 30| .5 o| o
8z|2| 8|82 32|2z2|2 &2 ¢
[= 3 [ [ [= = c
58| ¢ 05|55 85 2|85 ¢
& 5 2 5 0
. S 1
Algi ve lkna Yonetimi
. N 1
Ambalaj ve Urin Tasarmi
S S S 3
Arama Motoru Optimizasyonu
.. . S 1
Arastirma Yontemleri
S 1
Arastirma Yoéntem ve Teknikleri
S 1
Bilisim Givenligi
S 1
Bilisim Teknolojileri Hukuku
T R - S 1
Bilgi ve Ag Guvenligi
. S 1
Bilgi ve lletisim Teknolojileri
S 1
Cagdas Yonetim Yaklasimlarn
. S 1
Dis Ticaret Islemleri Yonetimi
. U A S 1
Dijital Cagda Misteri Deneyimi
S 1
Dijital Depolama Sistemleri
. S 1
Dijital Ekonomi
- S 1
Dijital Kampanyalar ve Tiketim
S S 2
Dijital Metin Yazarhgi
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Dijital Okuryazarlik

Dijital Oyun Tasarimi

Dijital Performans Analiz ve Blcimleme

Dijital Platformlar

Dijital Reklam Yonetimi

Dijital Reklamcilik ve Sosyal Medya Yonetimi

E-Posta Pazarlama

Etkili iletisim Teknikleri

Etkili Sunum Teknikleri

E-Ticaret Finansmani

E-Ticaret ve Pazarlamada Etik Yaklagimlar

E-Ticarette Givenlik Politikalar

Girisimcilik

Girisimcilik ve is Kurma

Girisimci Pazarlamada Vaka Analizleri

Gorsel iletisim Tasanmi

Halkla iligkiler

Halkla iliskiler ve Reklamcilik

Hizmet Pazarlamasi

icerik Uretimi ve Yonetimi

ileri Web Tasarimi

ihracat Teknikleri

inovasyon Yénetimi

Kalite Yonetim Sistemleri

Kitle iletisimi

Kriz Yonetimi

Liderlik

Lojistik Yonetimi

Marka Yonetimi

Medya isletmeciligi
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S 1
Medya Planlama
. S 1
Mobil Pazarlama
. S S 2
Miisteri lligkileri Yonetimi
S S 2
Online Sahs Platformlan
. N S 1
Oyun Endistrisi ve Dijital Eglence
S 1
Oyun ve E-Spor
S 1
Pazarlama Ahlaki
. . S 1
Pazarlama Arastirma Yontemleri
. S 1
Programlamanin Temelleri
. - N S 1
Proje Gelistirme ve Yonetimi
S 1
Satis Saha Planlamasi
e N 1
Satis Yonetimi
. . . s Dot S 1
Siber Guvenlik ve Adli Bilisim
. . S 1
Sosyal Ag Analizi
N 1
Sosyal Medya
S S 2
Sosyal Pazarlama
S me ey e s N 1
Tedarik Zinciri Yonetimi
S S 2
Temel Fotografgilik
S 1
Transmedya
oo . N 1
Turkiye'nin Toplumsal Yapisi
" S 1
Uluslararasi E- Ticaret
S 1
Uluslararasi Pazarlama
S 1
Uygulama Tasarimi
. . N 1
Veri Analitigi
. - S S 2
Veri Okuryazarhgi
S S 2
Web Tasarmi
N . S 1
Yapay Zeka ve Gincel Yaklagimlar
- -, S 1
Yatinm Projeleri Analizi

Kaynak: (Ankara Bilim Universitesi, 2023; Bingdl Universitesi, 2020; Cankaya Universitesi Meslek
YUksekokulu, 2023; Gaziantep Universitesi, 2023; istanbul Esenyurt Universitesi, 2024; istinye Universitesi, 2023;
OSTIM Teknik Universitesi, 2024; T.C. istanbul KUltUr Universitesi, 2024).
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Tablo 3'te E-Ticaret ve Pazarlama Programi’'nda zorunlu ders olarak belirlenen
ders sayisinin 74 oldugu goértlimektedir. Buna gére Arama Motoru Optimizasyonu, Dis
Ticaret islemleri Yénetimi, Dijital Metin Yazarlidi, Dijital Performans Analiz ve Olcimleme,
E-Ticarette GUvenlik Politikalar, Girisimcilik, Gérsel iletisim Tasarimi, Lojistik Yénetimi,
Online Satis Platformlari, Tedarik Zinciri Yonetimi ve Uluslararasi Pazarlama derslerinin
baz Universitelerde zorunu dersler grubunda yer aldigi anlasilmaktadir. Ayrica Beykoz
Universitesi, istanbul Bilgi Universitesi ve istanbul Universitesi Acik ve Uzaktan EgFitim
FakUltesi'nde derslerin zorunlu olarak belirlendigi ve secmeli ders ayrmina gidiimedigi
goOrUlmektedir. Bunun yani sira derslerin dnemli bir kisminin her yuUksekdgretim
kurumunda bir ders olarak okutuldugu, diger yUksekdgretim kurumlarinda zorunlu
olarak okutulan Arama Motoru Optimizasyonu dersinin U¢, Web Tasarmi dersinin iki
yUksekogretim kurumunda secmeli olarak okutuldugu, Dijital Metin Yazarligi, Gorsel
letisim Tasanmi, Kalite Yénetim Sistemleri, Lojistik Yonetimi, Marka Yénetimi, MUsteri
lliskileri Yénetimi, Online Satis Platformlari, Sosyal Pazarlama, Temel Fotografcilk ve Veri
Okuryazarligr dersinin ise iki yUksekdgretim kurumunda es zamanl okutuldugu
anlasiimaktadir.

Tablo 4. E-Ticaret ve Pazarlama Programi Staj Uygulamasi

Universite Staj Uygulamasi

Ankara Bilim Universitesi 30 is gunuU yaz staji

Bingdl Universitesi

Sure belirfilmemis (zorunlu yaz staji)

Beykoz Universitesi

3+1 egitim modeli cercevesinde 14 hafta

Cankaya Universitesi

20 is gunU yaz staji

Gaziantep Universitesi Zorunlu degil
istanbul Esenyurt Universitesi Zorunlu degil
istanbul Kiltir Universitesi 40 is ginU
istanbul Universitesi (Agik ve Uzaktan Egitim Fakiltesi Zorunlu degdil
istinye Universitesi 20 is gind

OSTIM Teknik Universitesi

Belirtilmemistir.

Kaynak: (Ankara Bilim Universitesi, 2023; Beykoz Universitesi, 2021; Bingdl Universitesi, 2020;
Gaziantep Universitesi, 2023; istanbul Bilgi Universitesi, 2024; istanbul Esenyurt Universitesi, 2024; Istanbul
Universitesi, 2023; istinye Universitesi, 2023; OSTIM Teknik Universitesi, 2024; T.C. istanbul Koltir Universitesi,
2024).

Tablo 4’te E-Ticaret ve Pazarlama Programi icin dngdrUlen staj suresine iliskin bilgilere
yer verilmistir. Buna goére staj uygulamasinin cesitli farklliklar icerdigi goérGlimektedir.
Gaziantep Universitesi, istanbul Esenyurt Universitesi ve istanbul Universitesi'nde (Acik
ve Uzaktan Egitim FakUltesi staj uygulamasi zorunlulugu bulunmuyorken Cankaya
Universitesi ve istinye Universitesi’'nde 20 is ginU, Ankara Bilim Universitesi’'nde 30 is ginU,
istanbul KUItOr Universitesi’'nde ise 40 is ginU staj zorunlulugu bulunmaktadir. Bunun yani
sra Bingdl Universitesinde yaz stajl  zorunlulugu bulunmakla  birlikte  Beykoz
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Universitesi'nde 3+1 egitim modeli uygulanmaktadir. Aynca OSTIM Teknik Universitesi
web sayfasinda staj islemlerine iliskin herhangi bir veri yer almamaktadir.

5. Sonuc ve Oneriler

Programlar arasinda belirli bir standardin olusturulabilmesi icin benzer derslerin
birlestirimesi gerekmektedir (Nacakci, Dalkiran ve Sager, 2020: 372-373). Buna gore
birbirinden bagimsiz olarak sunulan ve icerik itibarnyla birbiri ile benzerlik gdsteren
Arastirma Yontemleri, Arastrma Yéntem ve Teknikleri, Bilgi ve Ag§ GuUvenligi, Bilisim
Guvenligi, Bilgi ve lletisim Teknolojileri, Bilgi Teknolojileri, Bilgi Teknolojilerine Girig, Bilisim
Teknolojilerine Giris, Temel Bilgi Teknolojisi, Bilisim Hukuku, Bilisim Hukukuna Giris, Bilisim
Teknolojileri Hukuku, E- Ticaret Hukuku, E Ticaret Mevzuat, Ticaret ve Bilisim Hukuku,
Dijital Pazarlama, Dijital Pazarlama Ydnetimi, Dijital Reklam Y&netimi, Dijital Reklamcilik,
Dijital Reklamcilik ve Sosyal Medya Yénetimi, Dijital Performans Analiz ve OlcUmleme,
Dijital Performans ve Olcimleme, E-Ticaret Temelleri, E-Ticarette Temel Kavramlar, E-
Ticaret Uygulamalar, E-Ticarette GUncel Uygulamalar, Girisimcilik, Girisimcilik ve
iInovasyon, Girisimcilik ve is Kurma, Girisimcilik ve Kariyer Planlama, Temel Girisimcilik,
Lojistik, Lojistik Yonetimi, Medya ve iletisim Teknolojileri, Medya ve letisim Teknolojileri
Tarihi, Pazarloma lletisim Teknikleri, Pazarloma lletisimi, Reklam, Reklamciiga Giris,
Halkla liskiler, Halkla lliskiler ve Tantim Politikalarn, Halkla iliskiler ve Reklamcilik, Web
Tasanmi, Web Tasarimina Giris ve Web Tasanmi Temelleri derslerinin birlestirilerek 12
standart ders bashgl (Arastrma Ydntemleri, Bilisim Teknolojileri, Bilisim Hukuku, Dijital
Pazarlama, Dijital Reklamcilik, Dijital Performans ve OlcUmleme, E-Ticaret Uygulamalar,
Girisimcilik, Lojistik Yénetimi, lletisim Teknolojileri, Halkla lliskiler, Web Tasanmi) altinda
toplanmasi mUmkundar.

YUksekdgretim  kurumlarninda  ders  yili ve yanyilllar esit  olarak  dagiim
gostermektedir. Zorunlu ya da secmeli derslerin durumu ise farkll yUksekdgretim
kurumlanna gére farkliik gdsterebiimektedir (Mete ve Sar, 2014: 130-132). Buna goére
Ankara Bilim Universitesi Cankaya Universitesi ve OSTIM Teknik Universitesi'nde zorunlu
dersler arasinda yer alan Arama Motoru Optimizasyonu dersinin Bingdl Universitesi,
istanbul Bilgi Universitesi, istanbul Esenyurt Universitesi, Istanbul KGltor Universitesi ve
istinye Universitesi'nde secmeli ders olarak isaretlendigi gorUimektedir. Yine Ankara
Bilim Universitesi ve Gaziantep Universitesi'nde zorunlu olarak isaretlenen Dis Ticaret
islemleri Yénetimi dersi istinye Universitesi'nde secmeli ders olarak isaretlenmistir. Dijital
Metin Yazarld dersi Bingdl Universitesinde zorunlu ders olarak isaretlenmisken
Cankaya Universitesi ve OSTIM Teknik Universitesi'nde secmeli ders olarak
isaretlenmistir. istanbul Bilgi Universitesi ve istinye Universitesi'nde zorunlu olarak
belirtilen Dijital Performans Analiz ve OlcUmleme dersi Cankaya Universitesi’'nde
secmeli olarak belirlenmistir. istanbul Bilgi Universitesi'nde zorunlu olarak isaretlenen E-
Ticarette GuUvenlik Politikalan dersi istinye Universitesi'nde secmeli ders olarak
isaretlenmistir. Girisimcilik dersi Ankara Bilim Universitesi ve Bingdl Universitesi'nde
zorunlu dersler grubunda yer alrken Gaziantep Universitesinde secmeli dersler
grubunda yer almaktadir. Cankaya Universitesi ve OSTIM Teknik Universitesi’nde zorunlu
dersler grubuna eklenen Gdrsel iletisim Tasanmi dersi Bingdl Universitesi ve Gaziantep
Universitesi'nde secmeli dersler grubuna eklenmistir. Beykoz Universitesi'nde zorunlu
ders olarak isaretlenen Lojistik Yénetimi dersinin Ankara Bilim Universitesi ve istinye
Universitesi'nde secmeli ders olarak isaretlendigi  gérGimektedir.  Ankara  Bilim
Universitesi ve OSTIM Teknik Universitesi'nde zorunu dersler grubunda bulunan Online
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Satis Platformlar dersi Gaziantep Universitesi ve istinye Universitesi'nde secmeli dersler
grubunda bulunmaktadir. Tedarik Zinciri Yénetimi dersi Beykoz Universitesi’nde zorunlu
ders olarak isaretlenmisken istanbul Esenyurt Universitesi'nde secmeli ders olarak
isaretlenmistir. Beykoz Universitesi'nde zorunu dersler grubunda yer alan Uluslararasi
Pazarloma dersi ise Ankara Bilim Universitesinde zorunu dersler grubunda yer
almaktadir.

Zahmetsiz ders gecme niyeti, alan disi derslerin tercihi Uzerinde 6nemli bir
belirleyici olarak ortaya cikmaktadir (Tung, Yimaz ve Abaci, 2021: 238-240). Bu
baglamda zorunlu dersler grubunda yer alan Gelecedi insa Etmek, Genel Ekonomi,
insan Kaynaklar Yénetimi, Is Sadhdr ve Guvenligi, Matematik, Muhasebe Proje
Yonetimi, Sosyoloji, Temel Hukuk, Ticari Matematik ve Yaratici Yazarlk dersleri ile
secmeli dersler grubunda yer alan Arastrma Yontemleri, Arastrma Yéntem ve
Teknikleri, Caddas Yoénetim Yaklasimlar, ileri Web Tasanmi, Kriz Yénetimi, Liderlik,
Programlamanin Temelleri, Proje Gelistirme ve Y&netimi, Proje Y&netimi, TUrkiye'nin
Toplumsal Yapisi ve Yatinm Projeleri Analizi derslerinin dogrudan e-ticaret ve pazarlama
disiplini ile iliskili olmadigr gdériimektedir. Yine secmeli ders grubunda yer alan Arama
Motoru Optimizasyonu, Dijital Reklom Y&netimi, E-Posta Pazarlama, Hizmet
Pazarlamasi, Marka Yénetimi, Mobil Pazarlama, Musteri lliskileri Yénetimi, Online Satis
Platformlar, Pazarlama Arastrma  Yontemleri, Sosyal Pazarlama, Tedarik Zinciri
Y&netimi, Uluslararasi E- Ticaret ve Uluslararasi Pazarlama derslerinin mevzuat ile alakali
oldugu gdrilmekle birlikte bu derslerin dnemli bir kisminin Ankara Bilim Universitesi,
Bingdl Universitesi, istanbul Bilgi Universitesi, istanbul Esenyurt Universitesi, istanbul KUItOr
Universitesi ve istinye Universitesi’nde zorunu ders grubunda yer aldigi gériimektedir.

E-ticaret program iceriginin hazirlanmasi strecinde teknik ve teknik olmayan
dersler bir arada ele alinmaktadir. Buna gore isletme anabilim dal ve bilgi sistem
teknolojileri anabilim dallarnnin uyumlu olmasi ise e-ficaret egitiminin  niteligini
arttirmaktadir (Brookshire ve Akpinar'dan aktaran Erdal, 2002: 488). Bu baglamda
zorunlu dersler icerisinde yer alan ve mevzuat ile alakall oldugu bilinen derslerin
bilgisayar uygulamalari, hukuk, pazarlama, medya ve iletisim disiplinleri bashdi altinda
toplandigi goérGlimektedir. Yine zorunlu dersler grubu icerisinde yer alan derslerin 6nemli
bir kisminin isletme uygulamalaryla alakal oldugu anlasimaktadir. Buna gore
isletmeciligin temelini olusturan Depo Ydnetimi, MUsteri lliskileri Yonetimi, Reklamcilik,
Pazarlama ve Tedarik Zinciri Yonetimi derslerine dijital ve e-ticaret kavramlari eklenmek
suretiyle Dijital Cagda Pazarlama iletisimi, Dijital Pazarlama, Dijital Pazarloma iletisimi
ve Stratejileri, Dijital Pazarlama ve DonUsum Optimizasyonu, Dijital Pazarlama Yénetimi,
Dijital Reklamcillik, E-Ticaret ve Depo Ydnetimi, E-Ticaret ve MUsteri Davranisi, E-Ticaret
ve Pazarlamada GuUncel Konular, E-Ticarette Tedarik Zinciri Yénetimi ve Mobil

Pazarlama derslerinin olusturuldugu gérulmektedir.

Universitelerdeki ders dagdiimina bakildiginda yapay zekd ile E-Ticaret ve
Pazarlama uygulamalarini bir araya getiren derslerin Bingdl Universitesi (Yapay Zekd ve
GUncel Yaklasimlar) ve istanbul Universitesi Acik ve Uzaktan EJitim Fakltesi'nde (E-
Ticaret ve Yapay Zekd) zorunlu ders olarak, istanbul KUltor Universitesi'nde (Yapay Zeka
ve GUncel Yaklasimlar) ise secmeli ders olarak mufredata eklendigi géruimektedir.

E-Ticaret ve Pazarlama Programi icin  6ngdrilen zorunlu/istege bagdl stqj
uygulamasinin cesitli farkliliklar icerdigi gdrilmektedir. Buna gére Cankaya Universitesi
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ve Istinye Universitesi'nde 20 is gind olarak uygulanan zorunlu staj sUresi Ankara Bilim
Universitesi'nde 30 is gin0, istanbul Koltir Universitesinde 40 is gOnU, Beykoz
Universitesi'nde ise 3+1 egitim modeli cercevesinde 14 hafta olarak belilenmistir.
Bunun yani sira Bingdl Universitesi’nde zorunlu staj uygulanmasi bulunmakla birlikte staj
sUresine lliskin  herhangi bir bilgilendirmede bulunulmamistir.  Ayrica Gaziantep
Universitesi ve istanbul Esenyurt Universitesi’nde staj yapma zorunlulugu bulunmamaklia
birlikle OSTIM  Teknik Universitesinde staj uygulamasina iliskin - herhangi  bir
bilgilendirmeye rastlanmamistir. Zorunlu olan staj uygulamasinin ise Ankara Bilim
Universitesi, Bingdl Universitesi ve Cankaya Universitesinde yaz staji biciminde
uygulandigr gérUlmektedir. Bu baglamda mezuniyet kosullarinin saglanabilmesi icin
ongdrulen staj uygulamasinin her bir yUksekdgretim kurumunun ic dinamikleri icerisinde
degerlendirdigi anlasiimaktadir.

E-Ticaret ve Pazarlama Programi egitim programinda yer alan derslerin isletme
bilimi ile yakin iliskili dersler oldugu anlasiimistir. TUrkiye'de 208 Universite bulunmasina
ragmen E-Ticaret ve Pazarlama Programinin 2'si devlet Universitesi, 8'i vakif Universitesi
1'i ise Aclk ve Uzaktan Egitim FakUltesi'nde faaliyetfini sirdUrmektedir. Cografik
dagiima bakildiginda ise bdlumun Marmara Bolgesi'nde yogunlastigi gértlmektedir.
Dolayisiyla  kUresellesmenin - hdkim oldugu ve internet teknolojisinin bu denli
yayginlastigr  bir ortamda E-Ticaret ve Pazarlama Programlarnnin farkll  cografi
bolgelerde bulunan yUksekdgretim kurumlarnnda da acilmasi gerektigi sonucuna
ulasilmistir.

Arastirma ve Yayin Etigi Beyani

Bu calismanin tUm hazirlanma streclerinde etik kurallara uyuldugunu yazarlar beyan
eder. Aksi bir durumun tespiti halinde Ticari Bilimler FakUltesi Dergisinin  hicbir
sorumlulugu olmayip, tUm sorumluluk calismanin yazarlarina aittir. Bu calisma etik kurul
izni gerektirmemektedir.
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Extensive Summary

Comparison of E-Commerce and Marketing Programs in Terms of Vailous Variables

Intfroduction

With the development of information technologies and the internet, shopping
transactions have started to be made through virtual markets. Rapid developments in
e-commerce technology have transformed the world into a global market by
changing the existing commercial structure. The training that needs to be givenin both
e-commerce and marketing has enabled more users to meet on a common
denominator by adding dynamism to the easily and quickly accessible structure of the
virtual market. In this context, it has gained great importance to provide the
information and digital transformation move that organizations need by providing e-
commerce training to students studying in higher education.

The aim of the study is to comparatively examine the data on compulsory courses,
elective courses and internship practices of E-Commerce Marketing Programs, which
confinue their activities affiliated to 11 higher education institutions on the basis of
state universities, foundation universities and Open Education faculties. In the studies
on e-commerce marketing conducted to date, the effect of e-commerce on business
life, the reliability of e-commerce, e-commerce in terms of business administration, the
basic dynamics in the development of e-commerce, the effect of e-commerce on
purchasing behavior, consumers' perception of e-commerce, social media and e-
commerce, legal applications of e-commerce, internet banking and e-commerce
applications have been mentioned, but this study, which is different from the others,
deals with the E-Commerce Marketing Program operating in higher education
institutions. In this context, this study, which is expected to contribute to the literature,
is thought to provide significant convenience to users who determine their career
goals according to the e-commerce marketing field.

Method

The data of the research are listed as compulsory courses, elective courses and
internship practice in the education program of higher education institutions with E-
Commerce Marketing Programs.

The basis of the research is based on document review. The data accessed as a result
of document review, which is one of the data collection tools within qualitative
research methods, were checked for reliability and representativeness. Theses, articles
and institutional reports published in printed and electronic media were accessed and
the course information package was accessed from the Bologna pages of Bingdl
University and Gaziantep University and the institutional web pages of other higher
education institutions as well as the YOK Atlas. In this context, the data processed in
the tables were interpreted by the researcher by first comparing them within
themselves and then with other tables.
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Conclusion

It is seen that the courses within the compulsory courses, which are known to be
related to legislation, are grouped under the titles of computer applications, law,
marketing, media and communication disciplines. Again, it is understood that a
significant portion of the courses in the compulsory courses group are related to
business practices. Accordingly, it is seen that Marketing Communication in the Digital
Age, Digital Marketing, Digital Marketing Communication and Strategies, Digital
Marketing and Conversion Optimization, Digital Marketing Management, Digital
Advertising, E-Commerce and Warehouse Management, E-Commerce and
Warehouse Management, E-=Commerce and Customer Behavior, Current Issues in E-
Commerce and Marketing, Supply Chain Management in E-Commerce and Mobile
Marketing courses have been created by adding digital and e-commerce concepts
to the courses of Warehouse Management, Customer Relationship Management,
Advertising, Marketing and Supply Chain Management.

It is seen that the compulsory/optional internship practice for the E-Commerce and
Marketing Program includes various differences. Accordingly, the compulsory
internship period, which is applied as 20 working days at Cankaya University and Istinye
University, is determined as 30 working days at Ankara Bilim University, 40 working days
at Istanbul KUItUr University, and 14 weeks at Beykoz University within the framework of
the 3+1 education model. In addition, although Bingdl University has a compulsory
internship, no information was provided regarding the duration of the internship. In
addition, although there is no compulsory internship at Gaziantep University and
Istanbul Esenyurt University, there is no information regarding the internship practice at
OSTIM Technical University. It is seen that the compulsory internship practice is
implemented as summer internship at Ankara Bilim University, Bingdl University and
Cankaya University. In this context, it is understood that the internship practice
foreseen for the fulfilment of graduation requirements is evaluated within the internal
dynamics of each higher education institution.

Although it is seen that Search Engine Optimization, Digital Advertising Management,
E-Mail Marketing, Service Marketing, Brand Management, Mobile Marketing,
Customer Relationship Management, Online Sales Platforms, Marketing Research
Methods, Social Marketing, Supply Chain Management, International E-Commerce
and International Marketing courses in the elective course group are related to
legislation, it is seen that a significant portion of these courses are in the compulsory
course group at Ankara Bilim University, Bingdl University, Istanbul Bilgi University,
Istanbul Esenyurt University, Istanbul KOItOr University and Istinye University.

Of the existing programs, 2 are state universities, 8 are foundation universities, and 1 is
affiliated to Istanbul University Open and Distance Education Faculty. While 1 of the
state universities is located in the Eastern Anatolia Region and the other in the
Southeastern Anatolia Region, 2 of the foundation universities are located in the
Cenftral Anatolia Region and 5 of the foundation universities are located in the
Marmara Region. Therefore, it is understood that there is no E-Commerce and
Marketing Program in the Mediterranean Region, Aegean Region and Black Sea
Region.
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It is understood that the courses in the E-Commerce and Marketing Program
curriculum are closely related to business science. Although there are 208 universities
in Turkey, E-Commerce and Marketing Program continues its activities in 2 state
universities, 8 foundation universities and 1 Open and Distance Education Faculty.
Considering the geographical distribution, it is seen that the department s
concentrated in the Marmara Region. Therefore, in an environment where
globalization is dominant and internet technology has become so widespread, it has
been concluded that E-Commerce and Marketing Programs should be opened in
higher education institutions located in different geographical regions.
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Bulgular: 2023 yili itibariyla E-Ticaret ve Pazarlama Programlarinda okutulan zorunlu
dersler, secmeli dersler ve staj uygulamasi biciminde siralanmaktadir.

Sonuc¢ ve Katkilar: E-Ticaret ve Pazarlama Programi egitim programinda yer alan
derslerin isletme bilimi ile yakin iliskili dersler oldugu gdérUlmekte olup mevzuat ile
alakal oldugu bilinen derslerin ise bilgisayar uygulamalari, hukuk, pazarlama, medya
ve letisim disiplinleri bashgi altinda toplandigi anlasimistir. Bu baglamda acilan
bdélimlerin 6nemli bir kisminin Marmara Bdélgesi’'nde yogunlastgi gbrilmekle birlikte
Trkiye'nin farkl cografi bolgelerinde bulunan yUksekdgretim kurumlarinda da E-
Ticaret ve Pazarlama Programinin agilmasi gerektigi sonucuna ulasilmistir. Literatire
katki sunmasi beklenen bu calismanin kariyer hedeflerini e-ticaret ve pazarlama
alanina gdére belirleyen kullanicilara yol gdsterici niteliktedir.

Sinirhliklar:  E-Ticaret ve Pazarlama Programlanni odagina alan bu calisma
Turkiye'deki yUksekdgretim kurumlarina bagl bulunan &nlisans programliariyla sinirli
tutulmustur.

Anahtar Kelimeler: E-Ticaret, Pazarlama, Dijital Pazarlama, Ogretim Program.
Jel Kodu: M31, M37.

Abstract

Purpose: The aim of this study is to comparatively examine the data on compulsory
courses, elective courses and internship practices of E-Commerce and Marketing
Programs, which continue their activities affiliated to 11 higher education institutions
on the basis of state universities, foundation universities and Open Education faculties.

Methodology: This study, which was created by compiling the data accessed as a
result of document review, one of the data collection tools within qualitative research
methods, was created through publications that were checked for reliability and
representativeness. For this purpose, articles and institutional reports were accessed
and course information package was accessed from YOK Atlas and institutional web
pages of higher education institutions. Each data accessed was interpreted by the
researcher first within itself and then compared with other tables.

Findings: As of 2023, the compulsory courses taught in E-Commerce and Marketing
Programs are listed as elective courses and internship practice.

Implications: It is seen that the courses in the curriculum of the E-Commerce and
Marketing Program are closely related to business science, and the courses known to
be related to legislation are gathered under the title of computer applications, law,
marketing, media and communication disciplines. In this context, although it is seen
that a significant portion of the departments opened are concentrated in the
Marmara Region, it is concluded that E-Commerce and Marketing Programs should
be opened in higher education institutions located in different geographical regions
of Turkey. This study, which is expected to contribute to the literature, is a guide for
users who determine their career goals according to the e-commerce marketing field.

Limitations: This study, which focuses on E-Commerce and Marketing Programs, is
limited fo associate degree programs affiliated to higher education institutions in
Turkey.
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Keywords: E-=Commerce, Digital Marketing, Marketing, Education Program.
Jel Codes: M31, M37.

1. Girisg

Bilgi teknolojilerin ve internetin gelismesiyle birlikte alis-veris islemleri sanal
pazarlar araciigiyla yapllmaya baslamistir. E-ficaret teknolojisinde gerceklesen hizli
gelismeler var olan ficari yapiyr degistirerek dUnyayr kiresel bir pazar hdaline
doénUstirmUstUr (Elibol ve Kesici, 2004: 304-318). Gerek e-ticaret gerekse pazarlama
konusunda verilmesi gereken egitim, sanal pazarn kolay ve hizli bir bicimde erisilebilir
olan yapisina devingenlik kazandirarak daha cok kullanicinin ortak paydada
bulusmasini  saglamistir ~ (Bulunmaz, 2016: 354-357). Bu baglamda o&zellikle
yUksekogretimde  dgrenim géren  &grencilere  e-ficaret  egitimi vererek
organizasyonlarin ihtiyac duydugu bilgiyi ve dijital ddnUsum hamlesini saglamak bUyuk
bir dnem kazanmistir.

Calismanin amaci devlet Universitesi, vakif Universitesi ve Acikdgretim fakultesi
bazinda toplamda 11 yUksekdgretim kurumuna (6n lisans) bagl olarak faaliyetlerini
sUrdUren E-Ticaret ve Pazarlama Programlarinin zorunlu dersler, secmeli dersler ve stqj
uygulamasi konusundaki verilerini karsilastirmaktir. Bugine kadar yapilan e-ficaret ve
pazarlama baslkl calismalarda e-ticaretin is yasamina etkisi, e-ticaretin gtvenilirligi,
isletmecilik acisindan e-ticaret, e-ticaretin gelisiminde temel dinamikler, e-ficaretin
satin alma davranislarina eftkisi, tUketicilerin e-ticaret algisi, sosyal medya ve e-ticaret,
e-ficaretin hukuki uygulamalar ile internet bankaciligr ve e-ficaret uygulamalarina
deginilmisken digerlerinden farkll olan bu calismada yUksekdgretim kurumlarinda
faaliyette bulunan E-Ticaret ve Pazarlama Programi, égretim programi bazinda ele
alinmigtir (YUksekdgretim Kurulu Baskanhgi, 2024). Arama motorlarinda genellikle
ogrenci kontenjani, yerlesen égrenci sayisi, burs tUrG, cinsiyet dagiimi, mezun olunan
lise, programa yerlesenlerin geldikleri bolgeler ve iller gibi bilgilere yer veriimektedir
(YUksekdgretim Kurulu, 2023). Bu calismada yuksekdgretim kurumu, program dili, burs
tor0, 6grenci kontenjani, kayit yaptiran égrenci sayisi ve programin bulundugu bodlge
bilgisinin yani sira erisimesi daha zahmetli olan zorunlu dersler, secmeli dersler ve stqj
uygulamasi konularinda bilgilendirmelerde bulunulmustur. Arastrma ve &grenme
sUrecindeki zaman kaybini asgariye indirmesi beklenen bu calisma, kariyer hedefini e-
ticaret ve pazarloma alanina goére belirleyen kullanicilara (&grenciler)kilavuz olarak
onemli kolayliklar saglayacagr dusunUlmektedir.

2. Literatir Taramasi

Yerli ve yabanc literatUr taramasinda e-tficaret ve pazarlama baslikl bircok
calismaya ulasiimis olmasina ragmen konuyu E-Ticaret ve Pazarlama Programi
baglaminda ele alan herhangi bir calismaya ulasilamamistir. Bu nedenle literatGr
taramasi konuyu egitim-&gretim programi yonunden irdeleyen sinirli sayida calisma
Uzerinden ilerletilmistir.

Erdal (2002), calismasinda mufredat tasarimi ve gelistirme sUreci kapsaminda e-
ticaret dersini analiz etmistir. Nitel arastirma yéntemlerinin kullanildigi calismada ders
icerigine iliskin veriler toplanmistir. Buna gére ders iceriklerinin gelisen teknolojiye bagdli
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olarak sUrekli olarak degistigi anlasiimistir. Bu nedenle ders iceriklerinin guncel tfutulmasi
gerektigi sonucuna ulasiimigtir.

Malyadri, Vidyadhar Rao ve Krishnamayi. (2015), e-ticaret egitiminin gelisimini
gbérmek ve acilan kurslarinin sagladigr fayday dlcmek icin bir arastrmaya yapmigstir.
KUresellesmeyle birlikte Hindistan'in ekonomisinde kapsamli bir donUsum yasanmis ve
bu nedenle e-ficaretin yeni bir mUfredat alani olarak gorGlup goértlmemesi tartismalar
baslamistir. Yapilan arastirmalarda ise e-is kavraminin, isletme ¢calismalarinin bir parcasi
olarak yaygin bir bicimde kullanildigi goérGlmustur. Buna gore lisans ve yUksek lisans
dUzeyinde alinacak e-ticaret egitiminin bu alandaki yetenekleri gelistirerek dgrencilere
is bulmada yardimci olacagi sonucuna ulasiimistir.

GUndogdu, Celik, Altin ve Simsek (2016), calismasinda Uygulamali Elektronik
Pazarlama Dersi 6gretim programina yoénelik bir degerlendirmede bulunmustur. Nitel
arastirma yonteminin kullanildigi bu calismada égrencilere acik uclu sorulardan olusan
go6risme formu uygulanmis ve elde edilen veriler icerik ve frekans analizi ile tahkik
edilmistir. Buna goére ders esnasinda olusan teknik sorunlarin dersin islenisini engelledigi,
elektronik ticarete yénelik islenen derslerin yarar sagladigi, sure itibariyla derslerin yeterli
oldugu ve cesitli bilgilere internet Uzerinden daha kolay erisildigi sonucuna ulasiimistir.

Yalcin ve Gurdin (2017), calismasinda e-ticaretin olanaklarina iliskin géruslerinin
neler oldugunu, e-ticareti neden riskli bulundugu ve hangi durumlarda e-ticaretten
kacinildigini inceleyerek, e-ticaretin “gUvensizlik” algisinin olasi sebeplerini ortaya
cikarmayr amaclamistir. Nicel arastirma ydnteminin kullanildigr bu calismada anket
yontemi kullanilarak veriler toplanmistir. Buna gdre pek cok kolaylgr bulunan e-
ticaretin 6grenciler Uzerinde cok fazla etkin olmadigr anlasilmis ve e-ticareti riskli géren
ogrencilerin magazadan alis-veris yapmayl daha eglenceli goérdukleri sonucuna
ulasilmistir.

Karabas (2018), calismasinda e-ticaret pazarinin gelisimi inceleyerek Universite
ogrencilerinin internetten alisveris yapma konusundaki tutumlarini, yapilan aligverisin
yararina inanma duzeyini ve ilgilenim duzeyleri arasindaki iliskiyi korelasyon analizi ile
irdelenmistir. Arastirma verileri ise kolayda érnekleme ydntemiyle toplanmistir. Buna
gore tutum ile ilgilenim dUzeyi arasindaki iliskinin orta dizeyde, yararina inanma ile
ilgilenim duzeyi arasindaki iliskinin zayif diUzeyde ve tutum ile yararnna inanma
arasindaki iliskinin ise yuksek duzeyde oldugu tespit edilmistir.

ErtGrk (2019), calismasinda e-ticaretin kUresellesen dinyadaki yerini ele alarak
giysi satin alma davranislarinda Universite égrencilerinin e-ticaret tercihlerini, yapilan
ticaretin olumlu yénlerinden yararlanma durumlarini, giysi satin alma davranislarini ve
e-ticaret kullaniminda karsilasilan  olumsuzluklar  belilemeyi amaclamistir.  Nicel
arastrma yonteminin kullanildigi bu calismada veriler anket yontemi kullanilarak
toplanmistir. KUresellesme eftkisiyle olusan yeni ticari sistemin, Ordn ile kullanici iliskisini
yeni bir boyuta tasidigr gértlmus ve e- ticaret ile pek ¢cok UrGnUn internet ortaminda
dunyanin her yerinde alinir-satilir hale geldigi sonucuna ulasiimistir.

Ozbek, Saylan ve Ozbek (2021), calismasinda e-ticaret dersinin dgrenciler
tarafindan Cretilen OrOnlerin - cevrimici  pazarlaoma  girisimleri  Uzerindeki  efkisini
arastrmaya yénelik bir calisma gerceklestirmistir. Bunun icin égrencilere e-ticaret dersi
verilerek e-ticaret dersinin cevrimici pazarlamaya eftkisini tespit etmek amaciyla soru
sorma teknigi kullanilarak arastirma gerceklestiriimistir. Sonuc olarak égrencilerin %88’
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e-ficaret dersinin cevrimici pazarlama Uzerindeki olumlu etkilerini beyan ederken %93'0
ise mezuniyet sonrasinda ¢evrimici pazarloma ortaminda Urin pazarlayabileceklerini
beyan etmistir.

3. Yontem

Arastirmanin bu bdlUmUnde arastirma verileri ve verilerin analizi basliklarina yer
veriimistir. LiteratUr taramasinda, e-ticaret ve pazarlama konusunu 6gretim programi
baglaminda ele alan herhangi bir calismaya ulasilamadigi icin bu ydnde bir calisma
yapllmasi intiyaci ortaya cikmistir.

3.1. Evren ve Orneklem

Devlet Universitesi, vakif Universitesi ve Acikdgretim fakUltesi bazinda toplamda
11 yUksekdgretim kurumuna bagli olarak faaliyetlerini surduren E-Ticaret ve Pazarlama
Programlar (6n lisans) calismanin evrenini olusturmaktadir. Bu baglamda evrenin
tamamina érneklem olarak ulasiimistir.

3.2. Arastirmanin Verileri

Arastirmanin verileri, E-Ticaret ve Pazarlama Programi bulunan yUksekdgretim
kurumlarnnin egitim programinda yer alan zorunlu dersler, secmeli dersler ve stqj
uygulamasi biciminde siralanmaktadir.

3.3. Verilerin Toplanmasi ve Veri Analizi

Arastirmanin esasi dokiman incelemesi dayanmaktadir. Arastirmanin verileri
nitel arastirma yéntemleri icerisinde yer alan ve veri toplama araclarindan biri olan
dokUman incelemesi sonucunda toplanmistir (Yildinm ve Simsek, 2008: 39). Bunun icin
oncelikle basil ve elektronik ortamda yayinmis olan tez, makale ve kurumsal raporlara
erisimis ardindan YOK Atlas web sayfasindan veriler alinmistir. Bunun yani sira Bingdl
Universitesi ve Gaziantep Universitesi'nin Bologna sayfalarindan, diger yUksekdégretim
kurumlarnnin ise kurumsal web sayfalarindan ders bilgi paketine erisim saglanmistir. Bu
baglamda tablolara islenen veriler 6nce kendi icerisinde akabinde diger tablolarla
karsilastinlarak arastirmaci tarafindan yorumlanmistir.

Tablo 1. E-Ticaret ve Pazarlama Programi Bulunan Universiteler

Universite Program Universite Burs TUri Kontenjan Kayit Bulundugu Bolge
Dili TOrd Yaptiran
Ankara Bilim TUrkce Vakif Burslu 6 6 ic Anadolu Bélgesi
Universitesi
%50 Burslu 34 34
o, . .. Burslu 7 5 .. .
Beykoz Universitesi TUrkce Vakif Marmara Bolgesi
%50 Burslu 34 26
Bingdl Universitesi TUrkce Devlet Ucretsiz 27 27 Dogu Anadolu Bdlgesi
Cankaya ingilizce Vakif Burslu 9 9 ic Anadolu Balgesi
Universitesi
%50 Burslu 23 23
Gaziantep TUrkge Devlet Ucretsiz 46 44 GUneydogu Anadolu
Universitesi Bolgesi
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istanbul Bilgi Torkce Vakif Burslu 9 8 Marmara Bolgesi
Universitesi

%50 Burslu 50 42
. Burslu 5 5
Istanbul  Esenyurt
Universitesi TUrkce Vakif Marmara Bolgesi

%50 Burslu 15 10

Ucretli 6 1

istanbul KUOltor TUrkce Vakif Burslu 11 10 Marmara Bolgesi
Universitesi

%50 Burslu 59 56
istanbul Acik ve Uzaktan Egitim
Universitesi . . . Fakiltesi
(Acikégretim) TUrkge Devlet Ucretli 526 526

Burslu 7 6

%50 Burslu 34 29
istinye Universitesi TUrkce Vakif Marmara Bélgesi

Burslu (I0) 7 4

%50 Burslu 25 19

(i0)

OSTiM Teknik TUrkce Vakif Burslu 9 7 ic Anadolu Balgesi
Universitesi

%50 Burslu 42 40

Kaynak: (YUksekdgretim Kurulu, 2023).

Tablo 1'de 2024 vyili itibanyla E-Ticaret ve Pazarlama Programi bulunan
yUksekogretim kurumu sayisinin 11 oldugu gorUlmektedir. Programlardan 2'si devlet
Universitesinde bulunurken 8'i vakif Universitesinde 1'i ise Acik ve Uzaktan Egitim
FakUltesinde bulunmaktadir. Mevcut programlardan 10'unun program dili TUrkce iken
Cankaya Universitesi'nin program dili ingilizce olarak belilenmistir. Dogu Anadolu
Bdlgesi ve GUneydodu Anadolu Bdlgesi'ndeki program sayisi 1 olmakla birlikte ic
Anadolu Bdlgesi'nde 2, Marmara Bdlgesi'nde ise 5 program bulunmaktadir. Ayrica
Acik ve Uzaktan Egitim FakuUltesi ile vakif Universitelerinde %50 Burslu olarak isaretlenen
programlara daha fazla kontenjan ayrildigr gérdimektedir.

4. Bulgular

Arastirmanin bu bdlUmUnde E-Ticaret ve Pazarlama Programi ile ilgili veriler yer
almaktadir. Buna gére arastirma verileri;

e E-Ticaret ve Pazarlama Programi Zorunlu Dersler (Tablo 2)
e E-Ticaret ve Pazarlama Programi Secmeli Dersler (Tablo 3)
e E-Ticaret ve Pazarlama Programi Staj Uygulamasi (Tablo 4)

biciminde siralanmustir.

Tablo 2. E-Ticaret ve Pazarlama Programi Zorunlu Dersler
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Zorunlu Dersler

Ankara Bilim

Universitesi

Bingdl Universitesi

Beykoz Universitesi

"GCIZiCI ntep
Universitesi

istanbul Bilgi

Universitesi

istanbul Esenyurt

Universitesi

istanbul Kiltor

Universitesi

istanbul Universitesi

(Agikogretim)

istinye Universitesi

OSTiM Teknik

Universitesi

Toplam Ders Sayisi

Akademik ingilizce |

~| Gankaya Universitesi

Akademik ingilizce Il

N

Arama Motoru Optimizasyonu

Atatirk ilkeleri ve inkilap Tarihi |

Atatiirk ilkeleri ve inkilap Tarihi Il

Bilgi ve iletisim Teknolojileri

Bilgi Teknolojileri

Bilgi Teknolojilerine Giris

Bilgisayar Destekli Tasarim |

Bilgisayar Destekli Tasarim I

Bilgisayara Girig

Bilisim Hukuku

Bilisim Hukukuna Girig

Bilisim Teknolojilerine Girig

Bitiinlesik Pazarlama iletigimi

Buyuk Veri

Dis Ticaret islemleri Yonetimi

Dis Ticaretin Temelleri |

Dijital Cagda iletisim

Dijital Cagda Kultur

Dijital Cagda Pazarlama iletisimi

Dijital Girisimcilik

Dijital igerik Uretimi

Dijital Medya iletisime Girig

Dijital Medya ve Popiiler Kultir

Dijital Medyada Anahtar Kavramlar
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Dijital Metin Yazarhgi

Dijital Pazarlama

Dijital Pazarlama ve Doénisim
Optimizasyonu

Dijital Pazarlama iletisimi ve Mobil
Pazarlama

Dijital Pazarlama iletisimi  ve
Stratejileri

Dijital Pazarlama Y6netimi

Dijital Reklamcilik

Dijital Reklamcilik ve Sosyal Medya
Yonetimi

Dijital Reklam Yazarhgi

Dijital Performans Analiz ve
Olcimleme

Dijital Performans ve Olgcimleme

E-Ticaret

E-Ticaret ve Depo Yonetimi

E-Ticaret ve Musteri Davranisi

E-Ticaret ve Tedarik Zinciri Yonetimi

E-Ticaret ve Web Tasarimi

E-Ticaret ve Yapay Zeka

E-Ticaret Hukuku

E Ticaret Mevzuah

E-Ticaret ve Pazarlamada Giincel
Konular

E-Ticaret Temelleri

E-Ticaret Uygulamalan

E-Ticaret ve Entegrasyon

E-Ticaretin Temel Kavramlari

E-Ticarette Giincel Uygulamalar

E-Ticarette Givenlik Politikalar

E-Ticarette Misteri iliskileri Y6netimi

104


https://akademikpaket.iku.edu.tr/TR/ects_bolum.php?m=1&p=171&f=7&r=0&ders_id=10921&ects=ders_detay&yariyil=4
https://akademikpaket.iku.edu.tr/TR/ects_bolum.php?m=1&p=171&f=7&r=0&ders_id=10921&ects=ders_detay&yariyil=4
https://akademikpaket.iku.edu.tr/TR/ects_bolum.php?m=1&p=171&f=7&r=0&ders_id=10781&ects=ders_detay&yariyil=2

Aycil, S. / Baskent Universitesi Ticari Bilimler FakUltesi Dergisi, 2024, (8)2, 97-119.

E-Ticarette Tedarik Zinciri Yonetimi

E-Ticarette Temel Kavramlar

Finansal Yonetim

Fundamentals of Advertising

Gelecegi insa Etmek

Genel Ekonomi

Genel isletme

Genel ve Mesleki Etik

Girisimcilik

Girisimcilik ve inovasyon

Girisimcilik ve Kariyer Planlama

Global Pazarlama

Gorsel iletisim Tasanmi |

Gorsel iletisim Tasanmu Il

Halkla iliskiler ve Tantim Politikalan

iletisimde ikna ve Algi

iletisimde Yeni Trendler ve
Kavramlar

insan Kaynaklan Yénetimi

is Saghdi ve Giivenligi

is Saghgi ve Givenligi Il

isletme Yonetimi

Kurumsal iletigim

Kiiresel isletme Esaslan

Kuresel Pazarlama

Lojistik

Lojistik Yonetimi

Marka Yonetimi

Matematik

Medya ve iletisim Teknolojileri
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Medya ve iletisim Teknolojileri Tarihi

Mesleki Yabanci Dil 1

Mesleki Yabanci Dil 2

Mobil Pazarlama

Mobil Teknolojiler ve Givenlik

Muhasebe

Misteri iligkileri Yonetimi

Online Sahs Platformlan

Pazarlama Arastirmasi

Pazarlama iletisim Teknikleri

Pazarlama iletisimi

Pazarlama ilkeleri

Pazarlama Performansi Olgimi

Pazarlama Stratejileri

Pazarlamada Vaka Andlizleri

Pazarlama Yoénetimi

Pazarlamaya Girig

Proje Yonetimi

Reklam

Reklamciliga Girig

Sosyal Medya ve icerik Pazarlama

Sosyoloji

Sirdirulebilirlik Yonetimi

Tasarim ve Yaratici Disince

Tasanmcilar icin Marka Yénetimi

Tedarik Zinciri Yonetimi

Temel Bilgi Teknolojisi

Temel Hukuk

Temel Girisimcilik

Ticaret ve Bilisim Hukuku
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. VA 1
Halkla lligkiler ve Tanithm Politikalarn
- Z 1
Tasanm ve Yaratici Dusunce
I . z 1
Ticari Matematik
L. VA 1
Toplumsal Duyarlilik Projesi-1
VA VA z VA VA Z VA 7
Tiketici Davraniglan
. . - VA 1
Tirk Devrim Tarihi (Voc) |
. . - z 1
Turk Devrim Tarihi (Voc) I
VA VA VA YA VA VA YA VA VA z 1
Tork Dili I 0
. - VA VA A VA VA YA VA Z z 9
Turk Dili I
VA VA 2
Uluslararasi Pazarlama
" VA 1
Uluslararasi Ticaret
_— i e YA 1
Uriin ve Marka Yonetimi
e z 1
Web Igerik Yonetimi
YA 1
Web Programlama
VA VA z VA 4
Web Tasarmi |
VA 1
Web Tasarimi Il
.. VA 1
Web Tasarmina Girig
A VA 1
Web Tasarimi Temelleri
- VA 1
Web Yayinciligi
. VA VA VA VA z YA VA VA VA 9
Yabanci Dil |
! VA VA VA VA VA VA VA Z z 9
Yabanci Dil Il
N . VA 1
Yapay Zeka ve Guncel Yaklagimlar
VA 1
Yaratici Yazarlk
S T z 1
Yeni lletisim Teknolojileri
. .. z 1
Yeni Medyaya Girig
. VA 1
Yeni Medya ve Reklam
. VA 1
Yeni Medya Kuramlari

Kaynak: (Ankara Bilim Universitesi, 2023; Beykoz Universitesi, 2021; Bingdl Universitesi, 2020;
Gaziantep Universitesi, 2023; istanbul Bilgi Universitesi, 2024; istanbul Esenyurt Universitesi, 2024; Istanbul
Universitesi, 2023; Istinye Universitesi, 2023; OSTIM Teknik Universitesi, 2024; T.C. Istanbul KiItUr Universitesi,
2024).
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Tablo 2'de E-Ticaret ve Pazarlama Programi'nda zorunlu ders olarak belirlenen
ders sayisinn 139 oldugu gdérilmektedir. Buna gére Gelecedi insa Etmek, Genel
Ekonomi, insan Kaynaklar Yénetimi, is Saghd ve GUvenlidi, Matematik, Muhasebe
Proje Yonetimi, Sosyoloji, Temel Hukuk, Ticari Matematik ve Yaratici Yazarlik derslerinin
dgretim programi disinda kaldigi gérilmekle birlikte Akademik ingilizce, AtatUrk ilkeleri
ve Inkilap Tarihi, Bilgisayar Destekli Tasarm, Gorsel iletisim Tasanmi, is Saghidr ve
GuUvenligi, Mesleki Yabanci Dil, Tirk Devrim Tarihi, Turk Dili, Web Tasarimi ve Yabanci Dil
derslerinin baz yUksekdgretim kurumlarinda iki dénem halinde 6gretim programina
dahil edildigi gérUlmektedir. Bunun yani sira derslerin énemli bir kisminin  her
yUksekdgretim kurumunda bir ders olarak okutuldugu, zorunlu ortak dersler haricinde
Dijital Pazarlama, E-Ticaret ve Tuketici Davranislan dersinin yedi, Arama Motoru
Optimizasyonu, Marka Yénetimi ve Pazarlama derslerinin bes, isletme Yénetimi, MUsteri
lliskileri Yénetimi, Pazarlama ilkeleri ve Web Tasanmi derslerinin ise dért yUksekdgretim
kurumunda es zamanl okutuldugu anlasilimaktadir.

Tablo 3. E-Ticaret ve Pazarlama Programi Secmeli Dersler

Ew|E| 5| aw| 5| 25| % | £w §
Secmeli Dersler S0 5| 2| 22| 52322 05| 22|
G CE 2| E|EB| 8B ¥XE| 2| 0% §
2| E|=2 | 80| =06| 30| .5 o| o
8z|2| 8|82 32|2z2|2 &2 ¢
[= 3 [ [ [= = c
58| ¢ 05|55 85 2|85 ¢
& 5 2 5 0
. S 1
Algi ve lkna Yonetimi
. N 1
Ambalaj ve Urin Tasarmi
S S S 3
Arama Motoru Optimizasyonu
.. . S 1
Arastirma Yontemleri
S 1
Arastirma Yoéntem ve Teknikleri
S 1
Bilisim Givenligi
S 1
Bilisim Teknolojileri Hukuku
T R - S 1
Bilgi ve Ag Guvenligi
. S 1
Bilgi ve lletisim Teknolojileri
S 1
Cagdas Yonetim Yaklasimlarn
. S 1
Dis Ticaret Islemleri Yonetimi
. U A S 1
Dijital Cagda Misteri Deneyimi
S 1
Dijital Depolama Sistemleri
. S 1
Dijital Ekonomi
- S 1
Dijital Kampanyalar ve Tiketim
S S 2
Dijital Metin Yazarhgi
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Dijital Okuryazarlik

Dijital Oyun Tasarimi

Dijital Performans Analiz ve Blcimleme

Dijital Platformlar

Dijital Reklam Yonetimi

Dijital Reklamcilik ve Sosyal Medya Yonetimi

E-Posta Pazarlama

Etkili iletisim Teknikleri

Etkili Sunum Teknikleri

E-Ticaret Finansmani

E-Ticaret ve Pazarlamada Etik Yaklagimlar

E-Ticarette Givenlik Politikalar

Girisimcilik

Girisimcilik ve is Kurma

Girisimci Pazarlamada Vaka Analizleri

Gorsel iletisim Tasanmi

Halkla iligkiler

Halkla iliskiler ve Reklamcilik

Hizmet Pazarlamasi

icerik Uretimi ve Yonetimi

ileri Web Tasarimi

ihracat Teknikleri

inovasyon Yénetimi

Kalite Yonetim Sistemleri

Kitle iletisimi

Kriz Yonetimi

Liderlik

Lojistik Yonetimi

Marka Yonetimi

Medya isletmeciligi
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Kaynak: (Ankara Bilim Universitesi, 2023; Bingdl Universitesi, 2020; Cankaya Universitesi Meslek
YUksekokulu, 2023; Gaziantep Universitesi, 2023; istanbul Esenyurt Universitesi, 2024; istinye Universitesi, 2023;
OSTIM Teknik Universitesi, 2024; T.C. istanbul KUltUr Universitesi, 2024).

110


https://akademikpaket.iku.edu.tr/TR/ects_bolum.php?m=1&p=171&f=7&r=0&ders_id=11177&ects=ders_detay
https://akademikpaket.iku.edu.tr/TR/ects_bolum.php?m=1&p=171&f=7&r=0&ders_id=10933&ects=ders_detay
https://akademikpaket.iku.edu.tr/TR/ects_bolum.php?m=1&p=171&f=7&r=0&ders_id=10924&ects=ders_detay

Aycil, S. / Baskent Universitesi Ticari Bilimler FakUltesi Dergisi, 2024, (8)2, 97-119.

Tablo 3'te E-Ticaret ve Pazarlama Programi’'nda zorunlu ders olarak belirlenen
ders sayisinin 74 oldugu goértlimektedir. Buna gére Arama Motoru Optimizasyonu, Dis
Ticaret islemleri Yénetimi, Dijital Metin Yazarlidi, Dijital Performans Analiz ve Olcimleme,
E-Ticarette GUvenlik Politikalar, Girisimcilik, Gérsel iletisim Tasarimi, Lojistik Yénetimi,
Online Satis Platformlari, Tedarik Zinciri Yonetimi ve Uluslararasi Pazarlama derslerinin
baz Universitelerde zorunu dersler grubunda yer aldigi anlasilmaktadir. Ayrica Beykoz
Universitesi, istanbul Bilgi Universitesi ve istanbul Universitesi Acik ve Uzaktan EgFitim
FakUltesi'nde derslerin zorunlu olarak belirlendigi ve secmeli ders ayrmina gidiimedigi
goOrUlmektedir. Bunun yani sira derslerin dnemli bir kisminin her yuUksekdgretim
kurumunda bir ders olarak okutuldugu, diger yUksekdgretim kurumlarinda zorunlu
olarak okutulan Arama Motoru Optimizasyonu dersinin U¢c Web Tasarmi dersinin iki
yUksekogretim kurumunda secmeli olarak okutuldugu, Dijital Metin Yazarligi, Gérsel
letisim Tasanmi, Kalite Yénetim Sistemleri, Lojistik Yonetimi, Marka Yénetimi, MUsteri
lliskileri Yénetimi, Online Satis Platformlari, Sosyal Pazarlama, Temel Fotografcilk ve Veri
Okuryazarligr dersinin ise iki yUksekdgretim kurumunda es zamanl okutuldugu
anlasiimaktadir.

Tablo 4. E-Ticaret ve Pazarlama Programi Staj Uygulamasi

Universite Staj Uygulamasi

Ankara Bilim Universitesi 30 is gunuU yaz staji

Bingdl Universitesi

Sure belirfilmemis (zorunlu yaz staji)

Beykoz Universitesi

3+1 egitim modeli cercevesinde 14 hafta

Cankaya Universitesi

20 is gunU yaz staji

Gaziantep Universitesi Zorunlu degil
istanbul Esenyurt Universitesi Zorunlu degil
istanbul Kiltir Universitesi 40 is ginU
istanbul Universitesi (Agik ve Uzaktan Egitim Fakiltesi Zorunlu degdil
istinye Universitesi 20 is gind

OSTIM Teknik Universitesi

Belirtilmemistir.

Kaynak: (Ankara Bilim Universitesi, 2023; Beykoz Universitesi, 2021; Bingdl Universitesi, 2020;
Gaziantep Universitesi, 2023; istanbul Bilgi Universitesi, 2024; istanbul Esenyurt Universitesi, 2024; Istanbul
Universitesi, 2023; istinye Universitesi, 2023; OSTIM Teknik Universitesi, 2024; T.C. istanbul Koltir Universitesi,
2024).

Tablo 4’te E-Ticaret ve Pazarlama Programi icin dngdrUlen staj suresine iliskin bilgilere
yer verilmistir. Buna goére staj uygulamasinin cesitli farklliklar icerdigi goérGlimektedir.
Gaziantep Universitesi, istanbul Esenyurt Universitesi ve istanbul Universitesi'nde (Acik
ve Uzaktan Egitim FakUltesi staj uygulamasi zorunlulugu bulunmuyorken Cankaya
Universitesi ve istinye Universitesi’'nde 20 is ginU, Ankara Bilim Universitesi’'nde 30 is ginU,
istanbul KUItOr Universitesi’'nde ise 40 is ginU staj zorunlulugu bulunmaktadir. Bunun yani
sra Bingdl Universitesinde yaz stajl  zorunlulugu bulunmakla  birlikte  Beykoz
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Universitesi'nde 3+1 egitim modeli uygulanmaktadir. Aynca OSTIM Teknik Universitesi
web sayfasinda staj islemlerine iliskin herhangi bir veri yer almamaktadir.

5. Sonuc ve Oneriler

Programlar arasinda belirli bir standardin olusturulabilmesi icin benzer derslerin
birlestirimesi gerekmektedir (Nacakci, Dalkiran ve Sager, 2020: 372-373). Buna gore
birbirinden bagimsiz olarak sunulan ve icerik itibarnyla birbiri ile benzerlik gdsteren
Arastirma Yontemleri, Arastrma Yéntem ve Teknikleri, Bilgi ve Ag§ GuUvenligi, Bilisim
Guvenligi, Bilgi ve lletisim Teknolojileri, Bilgi Teknolojileri, Bilgi Teknolojilerine Girig, Bilisim
Teknolojilerine Giris, Temel Bilgi Teknolojisi, Bilisim Hukuku, Bilisim Hukukuna Giris, Bilisim
Teknolojileri Hukuku, E- Ticaret Hukuku, E Ticaret Mevzuat, Ticaret ve Bilisim Hukuku,
Dijital Pazarlama, Dijital Pazarlama Ydnetimi, Dijital Reklam Y&netimi, Dijital Reklamcilik,
Dijital Reklamcilik ve Sosyal Medya Yénetimi, Dijital Performans Analiz ve OlcUmleme,
Dijital Performans ve Olcimleme, E-Ticaret Temelleri, E-Ticarette Temel Kavramlar, E-
Ticaret Uygulamalar, E-Ticarette GUncel Uygulamalar, Girisimcilik, Girisimcilik ve
iInovasyon, Girisimcilik ve is Kurma, Girisimcilik ve Kariyer Planlama, Temel Girisimcilik,
Lojistik, Lojistik Yonetimi, Medya ve iletisim Teknolojileri, Medya ve letisim Teknolojileri
Tarihi, Pazarloma lletisim Teknikleri, Pazarloma lletisimi, Reklam, Reklamciiga Giris,
Halkla liskiler, Halkla lliskiler ve Tantim Politikalarn, Halkla iliskiler ve Reklamcilik, Web
Tasanmi, Web Tasarimina Giris ve Web Tasanmi Temelleri derslerinin birlestirilerek 12
standart ders bashgl (Arastrma Ydntemleri, Bilisim Teknolojileri, Bilisim Hukuku, Dijital
Pazarlama, Dijital Reklamcilik, Dijital Performans ve OlcUmleme, E-Ticaret Uygulamalar,
Girisimcilik, Lojistik Yénetimi, lletisim Teknolojileri, Halkla lliskiler, Web Tasanmi) altinda
toplanmasi mUmkundar.

YUksekdgretim  kurumlarninda  ders  yili ve yanyilllar esit  olarak  dagiim
gostermektedir. Zorunlu ya da secmeli derslerin durumu ise farkll yUksekdgretim
kurumlanna gére farkliik gdsterebiimektedir (Mete ve Sar, 2014: 130-132). Buna goére
Ankara Bilim Universitesi Cankaya Universitesi ve OSTIM Teknik Universitesi'nde zorunlu
dersler arasinda yer alan Arama Motoru Optimizasyonu dersinin Bingdl Universitesi,
istanbul Bilgi Universitesi, istanbul Esenyurt Universitesi, Istanbul KGltor Universitesi ve
istinye Universitesi'nde secmeli ders olarak isaretlendigi gorUimektedir. Yine Ankara
Bilim Universitesi ve Gaziantep Universitesi'nde zorunlu olarak isaretlenen Dis Ticaret
islemleri Yénetimi dersi istinye Universitesi'nde secmeli ders olarak isaretlenmistir. Dijital
Metin Yazarld dersi Bingdl Universitesinde zorunlu ders olarak isaretlenmisken
Cankaya Universitesi ve OSTIM Teknik Universitesi'nde secmeli ders olarak
isaretlenmistir. istanbul Bilgi Universitesi ve istinye Universitesi'nde zorunlu olarak
belirtilen Dijital Performans Analiz ve OlcUmleme dersi Cankaya Universitesi’'nde
secmeli olarak belirlenmistir. istanbul Bilgi Universitesi'nde zorunlu olarak isaretlenen E-
Ticarette GuUvenlik Politikalan dersi istinye Universitesi'nde secmeli ders olarak
isaretlenmistir. Girisimcilik dersi Ankara Bilim Universitesi ve Bingdl Universitesi'nde
zorunlu dersler grubunda yer alrken Gaziantep Universitesinde secmeli dersler
grubunda yer almaktadir. Cankaya Universitesi ve OSTIM Teknik Universitesi’nde zorunlu
dersler grubuna eklenen Gdrsel iletisim Tasanmi dersi Bingdl Universitesi ve Gaziantep
Universitesi'nde secmeli dersler grubuna eklenmistir. Beykoz Universitesi'nde zorunlu
ders olarak isaretlenen Lojistik Yénetimi dersinin Ankara Bilim Universitesi ve istinye
Universitesi'nde secmeli ders olarak isaretlendigi  gérGimektedir.  Ankara  Bilim
Universitesi ve OSTIM Teknik Universitesi'nde zorunu dersler grubunda bulunan Online
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Satis Platformlar dersi Gaziantep Universitesi ve istinye Universitesi'nde secmeli dersler
grubunda bulunmaktadir. Tedarik Zinciri Yénetimi dersi Beykoz Universitesi’nde zorunlu
ders olarak isaretlenmisken istanbul Esenyurt Universitesi'nde secmeli ders olarak
isaretlenmistir. Beykoz Universitesi'nde zorunu dersler grubunda yer alan Uluslararasi
Pazarloma dersi ise Ankara Bilim Universitesinde zorunu dersler grubunda yer
almaktadir.

Zahmetsiz ders gecme niyeti, alan disi derslerin tercihi Uzerinde 6nemli bir
belirleyici olarak ortaya cikmaktadir (Tung, Yimaz ve Abaci, 2021: 238-240). Bu
baglamda zorunlu dersler grubunda yer alan Gelecedi insa Etmek, Genel Ekonomi,
insan Kaynaklar Yénetimi, Is Sadhdr ve Guvenligi, Matematik, Muhasebe Proje
Yonetimi, Sosyoloji, Temel Hukuk, Ticari Matematik ve Yaratici Yazarlk dersleri ile
secmeli dersler grubunda yer alan Arastrma Yontemleri, Arastrma Yéntem ve
Teknikleri, Caddas Yoénetim Yaklasimlar, ileri Web Tasanmi, Kriz Yénetimi, Liderlik,
Programlamanin Temelleri, Proje Gelistirme ve Y&netimi, Proje Y&netimi, TUrkiye'nin
Toplumsal Yapisi ve Yatinm Projeleri Analizi derslerinin dogrudan e-ticaret ve pazarlama
ile iliskili olmadigi goértlmektedir. Yine secmeli ders grubunda yer alan Arama Motoru
Optimizasyonu, Dijital Reklam Ydnetimi, E-Posta Pazarlama, Hizmet Pazarlamasi, Marka
Yénetimi, Mobil Pazarlama, MUsteri lliskileri Yonetimi, Online Satis  Platformlar,
Pazarlama Arastirma Yontemleri, Sosyal Pazarlama, Tedarik Zinciri Yénetimi, Uluslararasi
E- Ticaret ve Uluslararasi Pazarlaoma derslerinin mevzuat ile alakal oldugu gorGlimekle
birlikte bu derslerin dnemli bir kisminin Ankara Bilim Universitesi, Bingdl Universitesi,
istanbul Bilgi Universitesi, istanbul Esenyurt Universitesi, istanbul KGltor Universitesi ve
istinye Universitesi’nde zorunu ders grubunda yer aldigi gérUimektedir.

E-ticaret program iceriginin hazirlanmasi strecinde teknik ve teknik olmayan
dersler bir arada ele alinmaktadir. Buna gore isletme anabilim dal ve bilgi sistem
teknolojileri anabilim dallarnnin uyumlu olmasi ise e-ficaret egitiminin  niteligini
arttirmaktadir (Brookshire ve Akpinar'dan aktaran Erdal, 2002: 488). Bu baglamda
zorunlu dersler icerisinde yer alan ve mevzuat ile alakall oldugu bilinen derslerin
bilgisayar uygulamalari, hukuk, pazarlama, medya ve iletisim disiplinleri bashdi altinda
toplandigi goérGlimektedir. Yine zorunlu dersler grubu icerisinde yer alan derslerin 6nemli
bir kisminin isletme uygulamalaryla alakal oldugu anlasimaktadir. Buna gore
isletmeciligin temelini olusturan Depo Ydnetimi, MUsteri lliskileri Yonetimi, Reklamcilik,
Pazarlama ve Tedarik Zinciri Yonetimi derslerine dijital ve e-ticaret kavramlari eklenmek
suretiyle Dijital Cagda Pazarlama iletisimi, Dijital Pazarlama, Dijital Pazarloma iletisimi
ve Stratejileri, Dijital Pazarlama ve DonUsum Optimizasyonu, Dijital Pazarlama Yénetimi,
Dijital Reklamcillik, E-Ticaret ve Depo Ydnetimi, E-Ticaret ve MUsteri Davranisi, E-Ticaret
ve Pazarlamada GuUncel Konular, E-Ticarette Tedarik Zinciri Yénetimi ve Mobil

Pazarlama derslerinin olusturuldugu gérulmektedir.

Universitelerdeki ders dagdiimina bakildiginda yapay zekd ile E-Ticaret ve
Pazarlama uygulamalarini bir araya getiren derslerin Bingdl Universitesi (Yapay Zekd ve
GUncel Yaklasimlar) ve istanbul Universitesi Acik ve Uzaktan EJitim Fakltesi'nde (E-
Ticaret ve Yapay Zekd) zorunlu ders olarak, istanbul KUltor Universitesi'nde (Yapay Zeka
ve GUncel Yaklasimlar) ise secmeli ders olarak mufredata eklendigi géruimektedir.

E-Ticaret ve Pazarlama Programi icin  6ngdrilen zorunlu/istege bagdl stqj
uygulamasinin cesitli farkliliklar icerdigi gdrilmektedir. Buna gére Cankaya Universitesi
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ve Istinye Universitesi'nde 20 is gind olarak uygulanan zorunlu staj sUresi Ankara Bilim
Universitesi'nde 30 isginU, Istanbul Kolttr Universitesinde 40 is ginU, Beykoz
Universitesi'nde ise 3+1 egitim modeli cercevesinde 14 hafta olarak belilenmistir.
Bunun yani sira Bingdl Universitesi’nde zorunlu staj uygulanmasi bulunmakla birlikte staj
sUresine lliskin  herhangi bir bilgilendirmede bulunulmamistir.  Ayrica Gaziantep
Universitesi ve istanbul Esenyurt Universitesi’nde staj yapma zorunlulugu bulunmamaklia
birlikle OSTIM  Teknik Universitesinde staj uygulamasina iliskin - herhangi  bir
bilgilendirmeye rastlanmamistir. Zorunlu olan staj uygulamasinin ise Ankara Bilim
Universitesi, Bingdl Universitesi ve Cankaya Universitesinde yaz staji biciminde
uygulandigr gérUlmektedir. Bu baglamda mezuniyet kosullarinin saglanabilmesi icin
ongdrulen staj uygulamasinin her bir yUksekdgretim kurumunun ic dinamikleri icerisinde
degerlendirdigi anlasiimaktadir.

E-Ticaret ve Pazarlama Programi egitim programinda yer alan derslerin isletme
bilimi ile yakin iliskili dersler oldugu anlasiimistir. TUrkiye'de 208 Universite bulunmasina
ragmen E-Ticaret ve Pazarlama Programinin 2'si devlet Universitesi, 8'i vakif Universitesi
1'i ise Aclk ve Uzaktan Egitim FakUltesi'nde faaliyetfini sirdUrmektedir. Cografik
dagiima bakildiginda ise bdlumun Marmara Bolgesi'nde yogunlastigi gértlmektedir.
Dolayisiyla  kUresellesmenin - hdkim oldugu ve internet teknolojisinin bu denli
yayginlastigr  bir ortamda E-Ticaret ve Pazarlama Programlarnnin farkll  cografi
bolgelerde bulunan yUksekdgretim kurumlarnnda da acilmasi gerektigi sonucuna
ulasilmistir.

Arastirma ve Yayin Etigi Beyani

Bu calismanin tUm hazirlanma streclerinde etik kurallara uyuldugunu yazarlar beyan
eder. Aksi bir durumun tespiti halinde Ticari Bilimler FakUltesi Dergisinin  hicbir
sorumlulugu olmayip, tUm sorumluluk calismanin yazarlarina aittir. Bu calisma etik kurul
izni gerektirmemektedir.
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Extensive Summary

Comparison of E-Commerce and Marketing Programs in Terms of Vailous Variables

Intfroduction

With the development of information technologies and the internet, shopping
transactions have started to be made through virtual markets. Rapid developments in
e-commerce technology have transformed the world into a global market by
changing the existing commercial structure. The training that needs to be givenin both
e-commerce and marketing has enabled more users to meet on a common
denominator by adding dynamism to the easily and quickly accessible structure of the
virtual market. In this context, it has gained great importance to provide the
information and digital transformation move that organizations need by providing e-
commerce training to students studying in higher education.

The aim of the study is to comparatively examine the data on compulsory courses,
elective courses and internship practices of E-Commerce Marketing Programs, which
confinue their activities affiliated to 11 higher education institutions on the basis of
state universities, foundation universities and Open Education faculties. In the studies
on e-commerce marketing conducted to date, the effect of e-commerce on business
life, the reliability of e-commerce, e-commerce in terms of business administration, the
basic dynamics in the development of e-commerce, the effect of e-commerce on
purchasing behavior, consumers' perception of e-commerce, social media and e-
commerce, legal applications of e-commerce, internet banking and e-commerce
applications have been mentioned, but this study, which is different from the others,
deals with the E-Commerce Marketing Program operating in higher education
institutions. In this context, this study, which is expected to contribute to the literature,
is thought to provide significant convenience to users who determine their career
goals according to the e-commerce marketing field.

Method

The data of the research are listed as compulsory courses, elective courses and
internship practice in the education program of higher education institutions with E-
Commerce Marketing Programs.

The basis of the research is based on document review. The data accessed as a result
of document review, which is one of the data collection tools within qualitative
research methods, were checked for reliability and representativeness. Theses, articles
and institutional reports published in printed and electronic media were accessed and
the course information package was accessed from the Bologna pages of Bingdl
University and Gaziantep University and the institutional web pages of other higher
education institutions as well as the YOK Atlas. In this context, the data processed in
the tables were interpreted by the researcher by first comparing them within
themselves and then with other tables.

Conclusion
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It is seen that the courses within the compulsory courses, which are known to be
related to legislation, are grouped under the titles of computer applications, law,
marketing, media and communication disciplines. Again, it is understood that a
significant portion of the courses in the compulsory courses group are related to
business practices. Accordingly, it is seen that Marketing Communication in the Digital
Age, Digital Marketing, Digital Marketing Communication and Strategies, Digital
Marketing and Conversion Optimization, Digital Marketing Management, Digital
Advertising, E-Commerce and Warehouse Management, E-Commerce and
Warehouse Management, E-=Commerce and Customer Behavior, Current Issues in E-
Commerce and Marketing, Supply Chain Management in E-Commerce and Mobile
Marketing courses have been created by adding digital and e-commerce concepts
to the courses of Warehouse Management, Customer Relationship Management,
Advertising, Marketing and Supply Chain Management.

It is seen that the compulsory/optional internship practice for the E-Commerce and
Marketing Program includes various differences. Accordingly, the compulsory
internship period, which is applied as 20 working days at Cankaya University and Istinye
University, is determined as 30 working days at Ankara Bilim University, 40 working days
at Istanbul KUItUr University, and 14 weeks at Beykoz University within the framework of
the 3+1 education model. In addition, although Bingdl University has a compulsory
internship, no information was provided regarding the duration of the internship. In
addition, although there is no compulsory internship at Gaziantep University and
Istanbul Esenyurt University, there is no information regarding the internship practice at
OSTIM Technical University. It is seen that the compulsory internship practice is
implemented as summer internship at Ankara Bilim University, Bingdl University and
Cankaya University. In this context, it is understood that the internship practice
foreseen for the fulfilment of graduation requirements is evaluated within the internal
dynamics of each higher education institution.

Although it is seen that Search Engine Optimization, Digital Advertising Management,
E-Mail Marketing, Service Marketing, Brand Management, Mobile Marketing,
Customer Relationship Management, Online Sales Platforms, Marketing Research
Methods, Social Marketing, Supply Chain Management, International E-Commerce
and International Marketing courses in the elective course group are related to
legislation, it is seen that a significant portion of these courses are in the compulsory
course group at Ankara Bilim University, Bingdl University, Istanbul Bilgi University,
Istanbul Esenyurt University, Istanbul KUItUr University and Istinye University.

Of the existing programs, 2 are state universities, 8 are foundation universities, and 1 is
affiliated to Istanbul University Open and Distance Education Faculty. While 1 of the
state universities is located in the Eastern Anatolia Region and the other in the
Southeastern Anatolia Region, 2 of the foundation universities are located in the
Cenftral Anatolia Region and 5 of the foundation universities are located in the
Marmara Region. Therefore, it is understood that there is no E-Commerce and
Marketing Program in the Mediterranean Region, Aegean Region and Black Sea
Region.

It is understood that the courses in the E-Commerce and Marketing Program
curriculum are closely related to business science. Although there are 208 universities
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in Turkey, E-=Commerce and Marketing Program continues its activities in 2 state
universities, 8 foundation universities and 1 Open and Distance Education Faculty.
Considering the geographical distribution, it is seen that the department s
concentrated in the Marmara Region. Therefore, in an environment where
globalization is dominant and internet technology has become so widespread, it has
been concluded that E-Commerce and Marketing Programs should be opened in
higher education institutions located in different geographical regions.
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