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Bibliometric Analysis of Green Themed Graduate Theses to Achieve
Sustainability Goals

https://doi.org/10.31006/gipad.1557314 Nurgiil ERDAL”
Abstract

People all over the world are striving to achieve 17 interconnected ambitious sustainable development
goals. This study is planned to examine green-themed graduate theses required for sustainability, to
emphasize the importance of sustainability, to reveal the current trend and to guide future researchers.
A search was conducted between 2000 and 2023 with the keyword green (economy, trust, logistics,
marketing, purchase intention, product, management) from the National Thesis Center database of the
Turkish Higher Education Institution and 413 theses were reached. The data was analyzed with the
bibliometric method using Word Art, Microsoft Word 2015, Microsoft Excel 2015 and SPSS 26 package
programs. At the end of the analysis, it was seen that the vast majority of theses were master's theses
and the language of writing was Turkish. It was seen that the vast majority of theses were written in the
social sciences institute and business department of state universities. Quantitative data was mostly used
in theses. The vast majority of theses related to sustainability are research on green marketing and
green products. In order to achieve sustainable development goals, university and industry cooperation
should be increased and universities should guide society.

Keywords: Sustainability, green marketing, bibliometric analysis, green management, graduate thesis

Siirdiiriilebilirlik Hedeflerine Ulasabilmek I¢cin Yesil Temah Lisansiistii

Tezlerin Bibliyometrik Analizi

Oz

Tiim diinya insanlart birbiri ile baglantili 17 iddialr siirdiiriilebilir kalkinma amaglarina ulasabilmek
icin ¢aba gostermektedirler. Bu ¢alisma, stirdiiriilebilirlik icin gerekli olan yesil temall lisansiistii
tezlerin incelenmesi, siirdiiriilebilirligin 6neminin vurgulanmasi, giincel egilimin ortaya ¢ikariimast ve
gelecekteki arastirmacilara yol géstermek igin planlanmistir. 2000 ile 2023 yillart arasinda Tiirkiye
Yiiksek Ogretim Kurumu Ulusal Tez Merkezi veri tabanindan yesil (ekonomi, giiven, lojistik, pazarlama,
satin alma niyeti, tiriin, yonetim) anahtar kelimesiyle tarama gergeklestirilmis ve 413 teze ulasilmistir.
Veriler, Word Art, Microsoft Word 2015, Microsoft Excel 2015 ve SPSS 26 paket programlarindan
yararlanilarak bibliyometrik yontemle analiz edilmistir. Analiz sonunda, tezlerin biiyiik bir
cogunlugunun yiiksek lisans tezi ve yazim dilinin Tiirk¢e oldugu goriilmiistiir. Tezlerin biiyiik bir
cogunlugunun devlet iiniversitelerinde sosyal bilimler enstitiisii ve isletme anabilim dalinda yazildig
goriilmektedir. Tezlerde ¢cogunlukla nicel veriler kullanilmigtir. Siirdiirebilirlikle ilgili tezlerin biiyiik bir

cogunlugu yesil pazarlama ve yesil iiriin konulu arastirmalardir. Siirdiiriilebilir kalkinma amaclarina
ulagmak icin iiniversite ve sanayi is birligi artirilmali ve tiniversiteler topluma yol gostermelidir.

Anahtar Kelimeler: Siirdiiriilebilivlik, yesil pazarlama, biblivometrik arastirma, yesil ydnetim,
lisansiistii tez

Dr. Ogr. Uyesi, Istanbul Gelisim Universitesi, Lojistik Yonetimi, nerdal@gelisim.edu.tr
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Genisletilmis Ozet

Giris: Son yillarda ¢okga konusulan "Siirdiiriilebilirlik", diinyada simirli kaynaklarin daha kontrollii
kullanilmasin1 saglayarak dogaya verilen zararin en aza indirilmesini, hatta sifira indirilmesini
amaglayan bir olgudur. Tiim diinyanin zarar gérmedigi, tiim canlilarin siirekli olarak var olabilecegi ve
gelecek nesillerin de bu diinyadan en az bizim kadar faydalanabilecegini belirtmektedir. Gliniimiizde
tiikketiciler ve isletmeler siirdiiriilebilirligi artirmak i¢in ¢esitli faaliyetlerde bulunmaktadir. Cevrenin ve
doganin 6nemi anlasilmasi, kit kaynaklarin tiikkenmesi ile gesitli yesil uygulamalar hayata gegirilmistir.
[k kez Birlesmis Milletler Diinya ve Cevresel Kalkinma Komisyonu'nun (1987) raporunda kullanilan
"stirdiiriilebilir kalkinma" terimi, baglangicta ¢evre sorunlarina ¢dziim bulmak i¢in planlansa da
giliniimiizde anlami iyice genislemistir. 2015-2030 yillar1 arasinda iizerinde galigilmasi planlanan "Asiri
Yoksullugu Bitirmek". "Esitsizlik ve Adaletsizlikle Miicadele" ve "Tklim Degisikligini Diizeltmek" ana
basliklar1 altinda 193 iilke tarafindan 17 stirdiiriilebilir kalkinma hedefleri belirlenmistir.

Stirdiiriilebilirlik sadece ¢evreye duyarli olmak degil ayn1 zamanda ekonomik ve sosyal olmaktir. Bu
baglamda her diinya vatandasina énemli gorevler diismektedir. Universitelerin misyonu nitelikli insan
yetistirmek ve topluma katki saglamaktir. Bu baglamda siirdiiriilebilirligi saglamak icin ¢esitli
aragtirmalar yapmakta ve toplumu bilinglendirmektedir. Bu arastirma, siirdiiriilebilir kalkinma
hedeflerine ulasmada 6ncii olan tiniversitelerde siirdiiriilebilirlik ile ilgili hangi tezlerin yazildigini,
hangi konularin tlizerinde duruldugunu ve gelecekte hangi konularin calisilmasi gerektigini ortaya
koymak amaciyla planlanmistir. Derinlemesine literatiir aragtirmast yapilmistir. Ayrica Tirkiye’de
strdiiriilebilirlik ile ilgili cesliti alanlarda yapilan bibliyometrik makaleler taranmigs ve tablo
olusturulmustur.

Yontem: Arastirma verileri, Yiiksekogretim Kurulu Tez Merkezi'nden (YOK Tez) 20.12.2022 -
10.04.2023 tarihleri arasinda alimmistir. Anahtar kelimeler "yesil ekonomi, yesil giiven, yesil lojistik,
yesil pazarlama, yesil satin alma davranigi, yesil iirlin ve yesil yonetim” anahtar kelimeleri ile
toplanmugtir. 2000-2023 yillar1 arasinda yazilan lisansiistii tezler incelenmis olup, daha 6nce yazilanlar
ve 2023 yilinda yazilanlar aragtirmaya dahil edilmemistir. Universiteler toplumun aynasidir ve toplumun
gelismesini saglar. Bu nedenle mevcut durumu ortaya koymak ve gelecek arastirmacilara rol model
teskil etmek amaciyla sadece tezler arastirilmistir. Arastirma modeli olusturulmus ve degiskenler
belirlenmistir. Bu degiskenler, anahtar kelimeler, baslikta gecen kelimeler, konu basilklari, yillara gére
tez sayisi, devlet vakif iiniversitelerinde yazilan tez sayisi, yazim dili, hangi iiniversitelerde kag tane
yiikseklisans ve doktora tezi yazildigi ve sikligi, yazilan enstitiitii, yazilan anabilim dali, danigmanlarin
dagilimi, kullanilan arastirma yontemleri, 6rneklem ve tez sayfa sayilar1 incelenmistir. Bunlar1 i¢eren
16 soru hazirlanmistir. Toplam 413 tez degerlendirmeye alimmistir. Toplanan veriler, Word Atrt,
Microsoft Word 2015, Microsoft Excel 2015 ve SPSS 26 paket programlar1 kullanilarak analiz
edilmistir.

Bulgular: 2000 ve 2022 yillar1 arasinda yesil temali 413 tane lisansiistii tez yazilmistir. 2000 yillarda
say1 ¢ok diisiik iken 2010 yilindan sonra artis gostermistir. En fazla tez 2019 yilinda 72 adet yazilmis
fakat daha sonra 40-50 arasinda seyretmistir. Tezlerin biiyiik bir ¢ogunlugunun yiiksek lisans tezi ve
yazim dilinin Tiirk¢e oldugu goriilmiistiir. Devlet iiniversitelerinde vakif {iniversitelerine nazaran daha
fazla tez yazilmistir. En fazla tez Marmara Universitesinde yazilmistir. Bunu Istanbul Ticaret
Universitesi, Istanbul Universitesi ve Dokuz Eyliil Universitesi takip etmektedir. Lisansiistii tez konular
ise en fazla lisansiistii tez yesil pazarlama konusunda yazilmistir. Bunu, yesil iiriin, yesil ekonomi, yesil
yonetim, yesil satin alma niyeti, yesil lojistik ve yesil giiven takip etmistir. Yazim dili ise biiyiik
cogunlugu Tiirkce’dir. Yesil temali tezler tiim enstitiilerde yazilmasina ragmen sosyal bilimler enstitiisii
ve igletme anabilim dalinda yazildig1 goriilmektedir. Tezlerde ¢cogunlukla nicel veriler kullanilmstir.
Ornek olarak tiiketiciler daha fazla tercih edilmistir. Tezlerin sayfa sayilar1 ise 55-506 arasinda
degismektedir.

Sonug, Tartisma ve Oneriler: Diinyada yasanan hizli degisimler ve teknolojik gelismeler kaynaklarin
giderek kitlagsmasi ve deforme olmasini ortaya c¢ikarmistir. Bu deformasyonun ekolojik sonuglari
disinda sosyal ve ekonomik sonuglari da bulunmaktadir. Bu baglamda, bilim insanlarinin ve
uygulayicilar siirdiiriilebilirligi saglamak i¢in ¢esitli arayislara gitmistir. Tiim diinyda yoksullugun
ortadan kaldirilmasi, diinyanin korunmasi, tiim insanlarin baris ve refah icinde yasamasinin saglanmasi,
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kiiresel ve ulusal siirdiiriilebilir kalkinma hedeflerine ulasilmasi énemlidir. Siirdiiriilebilir kalkinma
hedefleri is diinyas1 uygulamalariyla biitiinleserek is diinyasina énemli firsatlar sunmaktadir. Bunlar:
Yeni is firsatlar1 yaratmak, kurumsal siirdiiriilebilirligi artirmak, paydas isbirliklerini gliglendirmek,
mevzuat degisikligi yapmak, piyasa dengesi, toplumsal denge ve amag birligidir. Bu baglamda
stirdiiriilebilirligin saglanmasi i¢in ¢ok fazla ¢alismaya ihtiya¢ vardir.

Yeni aragtirmalar igin bibliyometrik aragtirmalara olan ihtiya¢ her gecen giin artmaktadir. Bibliyometrik
analiz ile bir¢ok konuya erisim saglanabilir ve giivenilir bilgiye ulasilabilir. Bibliyometrik analiz,
bilimsel yayinlar {izerinde desenleri, egilimleri ve iligkileri analiz etmeyi amaglayan bir yontemdir. Bu
analiz, yaymlanan yayinlarin metrik verilerini kullanarak bilimsel arastirma alanlarini, yazarlari,
kurumlan ve galigmalar arasindaki iligkileri ortaya ¢ikarir ve gesitli analizler yapmaya olanak saglar.
Bibliyometrik analiz, bir konu hakkinda 6n bilgilerin toplnmasi, bilimsel arastirma performansinin
degerlendirilmesi, arastirma trendlerinin belirlenmesi ve arastirma alanlar1 arasindaki isbirliklerinin
ortaya ¢ikarmayi saglar. Bu arastirma bulgular1 daha 6nceki c¢aligmalarla benzerlik gostermektedir
(Celik and Canoglu, 2019; Albayrak, 2023; Gok and Carike1, 2022; Cati and Ocal, 2018; Demirbulat ve
Ding, 2017).

Bu aragtirmanin bulgularinin, ileride konu ile ilgili yapilacak yiiksek lisans ve doktora tezlerine,
Ogrencilere, akademisyenlere ve yoneticilere ¢alismalara faydali bilgiler sunacagi diisiiniilmektedir.
2000 ve 2022 yillar1 arasinda yazilan yesil temali lisans iistii tezlerin bibliyometrik kapsamli bir
degerlendirilmesinin amaglandigi bu ¢alismada sonuglara iligkin oneriler su sekildedir:

e Tezlerin 2020 yilinda azaldig: goriilmektedir. Siirdiiriilebilirlik tiim insanlik ve gelecek neslin
huzurlu bir hayat siirmesi i¢in gereklidir ve arastirmalar artirilmalidir.

e Doktora tez sayisinin yiikseklisansa gore daha az oldugu goriilmektedir. Bu yiizden doktora tez
konusununda siirdiiriilebilirlik ile ilgili kounular ¢aligma yapilmasi o 6nerilmektedir.

e Tez yazim dilinin ¢ogunlugunun Tiirk¢e oldugu goriilmektedir. Diger dillerde yayin yapilmasi
farkindalig: artiracaktir.

e Tezlerin en fazla isletme yonetimi anabilim dalinda {iretildigi goriilmektedir. Bu ylizden
isletmeerin toplumsal yarar saglayacak sekilde diizenleme yapmasi ve degisen miisteri
isteklerini karsilamasi gereklidir. Sirdiiriilebilirlik kalkinma hedeflerine ulagsmak ig¢in
arastirmalar her bilim dalinda uygulanmalidir.

e Tezlerde arastirma yontemi olarak nicel veriler kullanilmigtir. Bunun yaninda nitel veriler ile
caligma yapilmasi nerilmektedir.

o Toplum ve tiiketiciler bilinglendirilmeli, ¢esitli egitim programlari ile farkindalik olusrurulmali,
isletmeler denetlenmeli ve uyulmadiginda ¢esitli yaptirnmlar uygulanmalidir.

e Orneklem sadece yok tez verilerinden elde edilmistir. SSCI, SCI-EXPANDED ve ESCI
indekslerinde, scopus, Google Scholur vb veri tabanlarindaki yayinlarin inceelenmesi onerilir.

Bu calisma siirdiiriilebilir kalkinma hedeflerine ulasma noktasinda 6nemli bir referans noktasi olarak
hizmet edebilir.
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1. Introduction

"Sustainability", which has been talked about a lot in recent years, is a phenomenon that aims
to ensure a more controlled use of limited resources in the world and to reduce the damage to
nature to a minimum or even zero. Sustainability aims to ensure that the entire world is not
harmed, that all living things can constantly exist, and that the next generation benefits from
this world at least as much as we do. Today, the importance of the environment and nature is
understood and green practices have been implemented to protect it.

The term "sustainable development", which was first used in the report of the United
Nations World and Environmental Development Commission (1987), although it was initially
understood to find solutions to environmental problems, has now gained a broader meaning. It
formed a working group in 2013 to talk about the problems experienced in achieving the
Millennium Development Goals, which were adopted at the summit held by the United Nations
in New York in 2000, and to re-evaluate the process. "Ending Extreme Poverty", which is
planned to be worked on from 2015 to 2030. Under the main headings of "Fighting Inequality
and Injustice" and "Fixing Climate Change", 17 sustainable development goals were discussed
and decided by 193 countries with "Changing Our World: 2030 Sustainable Development
Agenda" (United Nations, 2016). These goals are; 1) No Poverty, 2) No Hunger, 3) Health and
Quality Life, 4) Quality Education, 5) Gender Equality, 6) Clean Water and Sanitation, 7)
Accessibility and Clean Energy, 8) Decent Work and Economic Growth, 9) Industry,
Innovation and Infrastructure, 10) Reducing Inequalities, 11) Sustainable Cities and
Communities, 12) Responsible Production and Consumption, 13) Climate Action, 14) Life
Below Water, 15) Life on Land, 16) Peace, Justice and Power Institutions and 17) Partnerships
for Purposes (Orerel and Kagnici, 2024).

Sustainability, in its most general terms, means ensuring the continuity of an entity.
Sustainability occurs environmentally, economically and socially (Kayserili and Sahin, 2022).
The economic strengthening of nations and their increase in production has caused
environmental pollution (Sarict and Erikli, 2022). With the increase in world population,
industrialization and urbanization, people's needs have changed and new needs have emerged.
It is very important to protect nature and not harm it while meeting these needs. Sustainability
is about the integration of economic, social and environmental issues, protecting or maintaining
them while improving the quality of life (McKenzie, 2004; Kusat, 2013).

Since the color green comes to mind when nature is mentioned, the concept of "green
economy" with its environmentalist perspective has emerged in all economic functions.
Businesses that adopt the green economy not only carry out production and activities that do
not harm nature, but also carry out production and processes that prevent, protect and repair the
ecosystem from being damaged. They adopt renewable energy systems and save energy. They
provide leadership in green research and development activities by conducting various
researches (Gilinaydin, 2015). Green economy has included many green concepts (Cavdar,
2021). The economic model of our age is the transition to a green economy, this model is not a
choice but a necessity (Azazi and Uzma, 2022).

Postgraduate education is a specialization-oriented education given after undergraduate
education at university institutes. It is called postgraduate education because it is above
undergraduate education as an academic degree. Postgraduate education includes compulsory
and elective courses with a certain content and number for master's, doctorate or art proficiency
titles. Postgraduate education produces knowledge through various researches and trains
experts in a specific field. In addition, they shape the future by training academics. As a result
of the research conducted in postgraduate education, contributions are made to society and
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technology (Coskun, Diindar, and Parlak, 2014). In recent years, many universities have been
opened in our country and academic publications have increased. In addition, emphasis was
placed on postgraduate education (Dilek, Kesgingdz, and Giiney, 2020). Achieving
sustainability in the world depends on individuals being sensitive. Universities, which train
qualified workforce for the society and ensure the development of the society, need to conduct
various researches and lead the society in order to increase sustainability. In addition,
knowledge transfer between universities and industry also has a strategic importance (Isik,
2023).

Bibliometric is a quantitative analysis performed to reveal some salient features of
publications or documents (authorship, subject, publication information and sources cited).
Bibliometric analysis has been performed in many theses and researches (Al and Tonta, 2004).
Bibliometric analysis is used to examine the data on a certain subject or concept, to reveal the
statistical connection, and to reveal the relationships between them (Isik, Aydin, Dogru,
Rehman, Sirakaya-Tiirk, and Karagdz, 2022).

Sustainability is a socio-ecological process characterized by the pursuit of a common
ideal. This concept aims to meet the needs of future generations while meeting today's needs
and aims to prevent problems such as depletion of natural resources, environmental pollution
and social inequality. In this context, various researches are needed to implement sustainability.
The goals of universities include achieving sustainability goals and making the world livable.
To achieve this, it implements nature-friendly practices, makes new inventions, educates the
society and raises awareness. Universities direct and lead society. Research conducted and
theses written at the university direct the society and increase their awareness. This study was
planned to guide academicians, students and the society in revealing studies that support
sustainability, determining the current trend, and researching the missing issues. A bibliometric
analysis of master's and doctoral theses on green issues (economy, trust, logistics, marketing,
purchase intention, product management) within the scope of sustainability in Tiirkiye between
2000 and 2023 will be carried out. Thus, the awareness of individuals, businesses, universities,
the state and society on sustainability will be increased and a livable world will be aimed for
future generations.

2. Literature Review

2.1. Green (Economy, Trust, Logistics, Marketing, Purchase Intent, Product,
Management)

Increasing awareness of sustainability and corporate social responsibility has changed the
financial, legal and social responsibilities of businesses and organizations (Amrutha and
Geetha, 2020). The concept of sustainable was formed in the 1970s due to the environmental
unsustainability of policies all over the world and social injustice. Although it initially appeared
to be related to ecology, it was later developed with social and economic indicators (Gedik,
2020). Sustainable development goals ensure that people develop in quality and quantity in the
future (Meydan, 2024). Sustainability, which is widely used in economy, production and
consumption, domestic and foreign trade, growth and development, is also used in many
cultural, political, social and environmental areas (Harris, 2000; McKeown, Hopkins, Rizi, and
Chrystalbridge, 2002). It provides integrity in the environment and social relations. This
relationship includes social processes as well as environmental processes (Littig and Griebler,
2005). With environmental problems such as pollution of natural resources, decrease in
biodiversity and global warming, interest in environmental issues has increased and the term
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"Green" has emerged in many areas (Esmen, Bediik, and Bediik, 2015). Below are explanations
of green terms.

Green Economy: The fact that the concept of green economy is new and does not yet
have an agreed upon definition creates some difficulties in understanding the concept.
Especially with green growth. This concept used appears as different but complementary
concepts from green growth and sustainable development (Gevher and Acet, 2023). The main
idea here is to achieve the sustainable development goal. It is to make the necessary
arrangements to create sustainable economic wealth and to use the country's natural resources
at the most appropriate level (Kusat, 2013). Green customers accept green prices to have green
products (Sevgi, 2021).

Green Trust: It is the belief and desire that green products or green services are sufficient
(Koger and Delice, 2017). Some companies exaggerate the green features of their products or
provide incorrect information. This causes distrust in the consumer (Chen and Chang, 2013).

Green Logistics: Carrying out activities such as freight transportation, handling, storage,
packaging, material transportation and waste disposal in order to meet the needs of consumers
and provide them with extra value, using less energy without harming the environment. Green
logistics contributes positively to the environment, economy and society (Akandere, 2021).

Green Marketing: Raising awareness about the environment, protecting ecological
balance, producing goods and services with the awareness of social responsibility and
delivering them to the consumer have revealed the concept of green marketing (Mishra and
Sharma, 2010).

Green Purchasing Intention: Green purchasing behavior occurs in people who are
sensitive to society and environmental problems. The most important indicator is social
consciousness (Korkmaz and Atay, 2017). Environmental concern, product self-image,
environmental awareness and other reasons affect this behavior (Al-Salman, 2016).

Green Product: In order for a product to be considered a green product, it must have
certain features. These must be recyclable, reusable, natural and degradable, do not contain
toxic substances or chemicals, must not be tested on animals, the packaging must be
environmentally friendly and the product must be completely original. In other words, it should
be environmentally friendly (Mishra and Sharma, 2010).

Green Management: It includes the technical and organizational work carried out by
companies to prevent any harm to the environment or to minimize the negative effects in all
processes of their products and services (Cramer, 1998). This management is a new
management style and is necessary for a livable world (Onel, 2021).

2.2. Bibliometric Review

Bibliometric: It is the examination of books, articles and similar media organs using
mathematical and statistical methods (Pritchard, 1969). In other words, it is an advantageous
method used to examine and analyze works written in a certain branch of science (Coskun et
al., 2014). It is used to describe, analyze and summarize scientific studies (Zhang and Zhao,
2022). Bibliometric analysis is mostly used in books, journals and theses. The first bibliometric
study in the world was conducted in 1927. In Tiirkiye, the first study was seen in the 1970s
(Besel and Yardimcioglu, 2017). After this year, bibliometric research increased and became
effective in determining the general trend (Yalgin, 2010). There are many studies based on
national and international bibliometric analyzes (Seref and Karag6z, 2019).
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Bibliometric methods have entered all research as a field of scientific expertise and have
taken their place as evaluation criteria (Yorulmaz and Baykan, 2022). This analysis method is
widely used in institutions and universities (Ellegaard and Wallin, 2015). The purpose of
bibliometric analyzes is to contribute academically to the field of research, and after the subjects
and concepts examined, analysis is carried out quantitatively (Ramos Rodriguez and Ruiz-
Navarro, 2004; Aydin and Aksoz, 2019; Ergan, 2022). Bibliometric research is carried out in
many subjects and fields. In the field of business (Telli, 2022; Sayin and Erdogmus, 2022;
Seyitogullar1, 2022; Tiirkoglu, Duran, and Yetisen, 2022; Odemis, 2022; Yoéndemli, 2022), in
the field of health (Filiz andArdig, 2022; Akyiiz and Ozlii, 2022; Yesilbas and Kantek, 2021;
Yilmaz and Yazgan, 2017), in the field of education (Uziimcii, 2019; Kaya and Kesan, 2022),
in the field of logistics (Duran and Celikkaya, 2019; Serdarasan, Yilmaz, Dogan, Ko¢ Biilent,
Kayir and Catalyiirek, 2021; Kilig and Yaprak, 2022; Ocal, 2023), in the field of tourism
(Demirbulut and Ding,2017; Zengin and Atasoy, 2020; Aydin and Aks6z,2019) bibliometric
studies were conducted.

2.3. Bibliometric Research Conducted in Various Fields Related To Sustainability in
Tiirkiye

Table 1. Bibliometric Researches on Sustainability in Tiirkiye

Author Year Topic Publish Journal

Df:mlrbulat, 06 & 2017 Sustainable Tourism Thesis Travel and Hotel Management Journal
Ding, N.T.

Bayram, G., Bayram, 2017 Sustainable Tourism Article 1st International Sustainable Tourism
A., & Karagar, E. Congress

Yeksan, 0. & 2019 Sustainable Tourism Article Journal of Current Tourism Research
Akbaba, A.

Celik, O. & Canoglu, 2019 Sustainable And Environmentally Article Cukurova University Social Sciences
M. Friendly Marketing Institute Journal

Dogru, M., Giizeller, 2019 Sustainable Development And All Adiyaman University Journal of
C. 0. & Celik, M. Education Educational Sciences

Sustainable Development and

Yilmaz, V. 2019 . Atrticle Enderun Journal

Circular Economy
Kocabas, C. . . OPUS International Journal of Society
& Alkan, G. 2020 Sustainable Development Article Researches
gengm, B. & Atasoy, 2020 Tourism Guide Thesis Alanya Academic Overview
Tekin, M., Oztiirk, D. . . Journal of Aksaray University Faculty of
& Bahar, i. 2021 Reverse Logistic Article Economics and Administrative Sciences
Giilcan, D., Ercan, M. . . . . .
0. & Katlav, E. O, 2021 Sustainable Gastronomy Tourism Article Journal of Tourism & Gastronomy Studies
Cavdar, E. 2021 Green Logistics Article Econder International Academic Journal

Cark, O. 2021 Sustainable Human Resources Article International Academician Studies

Congress
Seyhan, M. 2021 Green Innovation All Gaziantep Un1ver§1ty Journal of Social
Sciences
Yalcin, A. & Sarigiil, 2021 Green Marketlng and Green All Third Sector Social Economic Review
S.S. Accounting
Geng, N., Bulut, Z. & 2022 Outdoor Recreation Article Tourism and Recreation
Yilmaz, G.
Eren, Y. & Sengiin Van Yiizincii Y1l University Faculty of
Hi > gun, 2022 Sustainable Consumption All Economics and Administrative Sciences
T Journal
Savas, D. A. 2022 Sustainable Consumption and All Tzdiigiim Journal
Environment
Islk.l ar, Z.E. & 2022 Sustainable Supply Chain Article R&S-Research Studies Anatolia Journal
Yesiltuna, C.
Karcnog}u, R. & 2022 Green Accounting Article Accounting Science World Journal
Tosunoglu, B.
Cinbilgel, I. & Ergiin, 2022 Ecotourism Article Journal of Tourlsm.and Gastronomy
G.S. Studies
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Table 1 (Cont.). Bibliometric Researches on Sustainability in Tlirkiye

Dogan, M. & Sustainable Development and Green . Amasya University Faculty of Education
% 2022 - Article
Karagolge, Z. Chemistry Journal
Altinbay, A. & 2022 Environmental accounting, green Article International Journal of Applied Economic
Durak, H. accounting and carbon accounting and Finance Studies
Ozen, Y. & Yavas, V. 2022 Sustainable Prodgctlon and Al Journal qf Anadolu U'm'ver51‘ty Fagulty of
Consumption Economics and Administrative Sciences
Can, E. N. & Ozar, Sustamability Accounting and . ..
C. 2023 Carbon Accounting Studies Article Denetisim Journal
Seyhanlioglu, H. O. 2023 Sustainable Gastronomy Thesis Kent Academy
Cil Kogyigit, S., Omer Halisdemir University Faculty of
Temelli, F. & Baskan, 2023 Sustainability Accounting Article Economics and Administrative Sciences
D. Journal
. < Corporate Sustainability and . . S .
Himmetoglu, A. 2023 Corporate Social Responsibility Article Erciyes Communication Magazine
Sahin, Y. & Demiral, Sustainability, Innovation and . Giresun University Journal of Economics
2023 - Article .7 . .
B. Leadership and Administrative Sciences
Karcioglu, R. & Sustainable Water Management and . Journal of Accounting and Auditing
P 2023 . Article .
Oztiirk, S. Accounting Overview
Baysal, C. & Yangil, 2023 Sustainable Leadership Article Dumlupinar Umve.rsny Journal of Social
F. Sciences
Sunaoglu, S. K. 2023 Sustainable Consumption Article Journal O.f Kirklareli Un_lverS}ty Fagulty of
Economics and Administrative Sciences
Albayrak, G. 2023 Green Economy Article Journal of Dicle Umyersﬂy Social Sciences
Institute
Tankus, E., Sokmen, . . . .
A. & Sahin, N. G. G, 2023 Sustainable Tourism All Journal of Tourism & Gastronomy Studies
Management, Finance and Accounting
Seker, B. & Turgut, 2023 Sustainable Transportation Article Approaches within the Scope of
International Trade and Logistics
Pamukcu, H. & . Journal of Travel & Hospitality
Tiirkoglu, D. T. 2023 Slow City All Management
Harmandaroglu, S. F. 2024 Sustainable Marketing Article Journal of Strategic Management Research
Dertli, S. & Dertli, M. 2024 Attificial Intelligence and Thesis International Journal of Behavior,
E. Sustainability Sustainability and Management
Kuzgun, §. 2024 Green Entrepreneurship Article Journal of Business Research,
Arik, M. A.,
Kayakus, M., 2024 Sustainability of New Media Article Abant Journal of Social Sciences
Giidekli, A. &
Cizmeli, D.
Erdogan, H. & 2024 Sustainable Tourism Article Journal of Current Tourism Research
Zaman, S.
Elbir Mermer, G. & 2024 Cryptocurrency Mining and Article International Journal of Behavior,
Kurtulgan, A. Environmental Sustainability Sustainability and Management
Giinaydmn, E. 2024 Waste, Ecology and Sustainability Thesis Lokum Art and Design Magazine
Toprak, B., Katmis,
S. Z., Bektas, D., Sustainable Supply Chain in the . . .
Cakmak, D. & 2024 Automotive Industry Article Sustainable Environment Journal
Nebati, E. E.
Ozkul AN.E. & The Concept of Sustainable Fashion . Journal of Consumer and Consumption
.. 2024 . . Article
Basgoze, P. in Marketing Research

Resource: Created by the autor in line with the literature.

Table 1 shows bibliometric academic studies on sustainability in Tiirkiye. Research is
being conducted on almost every subject to understand the importance of sustainability and to
achieve sustainable development goals. Table 1 shows studies on sustainability in many areas.
The majority of bibliometric studies have examined articles related to sustainability. All
publications come after articles, and dissertations have been examined at least.
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3. Materials and Methods
3.1. Purpose of the Study

Sustainability is not only being environmentally friendly, but also economic and social. In this
context, every world citizen has important duties. The mission of universities is to raise
qualified people and contribute to society. This research was planned to reveal which theses
related to sustainability have been written in universities that are pioneers in achieving
sustainable development goals, which topics are emphasized, and which topics should be
studied in the future.

3.2. Research Data

Research data was taken from the Council of Higher Education Thesis Center (YOK Tez), as
seen in figure 1, between 20. 12. 2022- 10. 04. 2023. The keywords were collected with the
keywords "green economy, green trust, green logistics, green marketing, green purchasing
behavior, green product and green management". Postgraduate theses written between 2000
and 2023 were examined, and previous ones and those written in 2023 were not included in the
research. Universities are the mirror of society and ensure the development of society.
Therefore, only theses were researched to reveal the current situation and serve as a role model
for future researchers. The research model is shown in Figure 1 below.

3.3. The Research Diagram

Figure 1. The Research Diagram

3.4. Analysis of Research Data

16 questions were created for the research method and the research was designed based on these
questions. A total of 413 theses were evaluated and b. The data was analyzed using Word Art,
Microsoft Word 2015, Microsoft Excel 2015 and SPSS 26 package programs.

3.5. Research Questions

In order to achieve sustainable development goals, studies on sustainability should be increased.
Bibliometric research not only reveals current trends but also sheds light on the future. This
bibliometric study will answer the following questions.

Question 1. What keywords are used in green-themed graduate theses for sustainability?

Question 2. What are the topics of green-themed graduate theses for sustainability and
how many theses have been written on that topic?
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Question 3. What are the most common words in the titles of green-themed graduate
theses for sustainability?

Question 4. What is the distribution of green-themed graduate theses for sustainability
by years?

Question 5. In which universities were green-themed postgraduate theses for
sustainability written and what is the number of master's and doctoral theses?

Question 6. What is the distribution of green-themed graduate theses on sustainability
by university category?

Question 7. What is the distribution of the writing language of green-themed graduate
theses on sustainability?

Question 8. In which institutes were graduate theses with green themes for sustainability
written and how are they distributed?

Question 9. In which departments are green-themed graduate theses for sustainability
mostly written and what is their distribution?

Question 10. In which institutes were postgraduate theses with a green theme for
sustainability written and how is their distribution?

Question 11. Which advisors monitored green-themed graduate theses for sustainability
and what is their distribution?

Question 12. What are the research methods used in green-themed graduate theses for
sustainability and what is their distribution?

Question 13. In which institutes are postgraduate theses with a green theme for
sustainability written and how are they distributed?

Question 14. What is the research sample and distribution of green-themed graduate
theses for sustainability?

Question 15. In which institutes were graduate theses with green themes for sustainability
written and how are they distributed?

Question 16. What is the page spacing and distribution of green-themed graduate theses
for sustainability?

4. Result
4.1. Keywords Frequency

When graduate theses with a green theme for sustainability were searched with keywords, 543
theses were found. It is stated in detail in Table 2.

Table 2. Keywords Frequency

Keyword Frequency
Green Marketing 180
Green Management 72
Green Product 140
Green Economy 77
Green Logistics 42
Green Purchasing Behavior 27
Green Trust 5
Toplam 543
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Table 2 shows the frequency of keywords. Green marketing is mentioned 180 times in
theses. This is followed by green product 140, green economy 77, green management 72, green
logistics 42 and green purchasing behavior. At least 5 green trusts are passed.

4.2. Word Cloud for the Keywords

Research keywords are shown in the word cloud in Figure 2.

e (reen | ogisties Green Product

T Green Productm‘;r‘, Febio

(Green [’rlnll:t'l

Figure 2. Word Cloud for the Keywords

Figure 2 shows the word cloud of keywords. A word cloud was created in line with Table
2. Word cloud can be defined as showing the content of the words in the titles of the theses by
writing them larger or smaller depending on their frequency. It is a successful application in
analysis and shows the topics on which the thesis, article or work was written, and is frequently
used especially in qualitative data analysis (Yorulmaz and Baykan, 2022).

4.3. Thesis Topics

As a result of keyword scanning, the number of theses, which was 543, contained more than
one keyword, so the same ones were combined and found to be 413. Thesis topics are shown

in table 3 below.

Table 3. Thesis Topics
Thesis Topics Frequency % Valid Percent Cumulative Percent

Green Economy 67 16,2 16,2 16,2
Green Trust 5 1,2 1,2 17,4

Green Logistics 20 4.8 4.8 22,3
Green Marketing 144 34,9 34,9 57,1
Green Purchasing Behavior 23 5,6 5,6 62,7
Green Product 112 27,1 27,1 89,8
Green Management 42 10,2 10,2 100,0

Toplam 413 100,0 100,0

Table 3 shows the topics of the theses. The most theses were written in the field of green
marketing 144 (34.9%). This was followed by green products 112 (27.1%) and green economy
67 (16.2%). The lowest ones are green trust 5 (1.2%) and green logistics 20 (4.8%).

4.4. Word Cloud for the Titles of Theses

A word cloud was created by taking the thesis titles into account. As seen in Figure 3, the word
cloud image attracts attention due to the high search frequency of the word 'Green'.
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Figure 3. Word Cloud for the Titles of Theses

Figure 3 shows the words most frequently used in thesis titles. The word green is
mentioned the most. This is followed by marketing, management and economy.

4.5. Distribution of Postgraduate Theses by Years

Table 4 shows the distribution of postgraduate theses by years.

Table 4. Distribution of Postgraduate Theses by Years

Year Frequency % Valid Percent  Cumulative Percent
2002 1 2 2 2
2003 5 1,2 1,2 1,5
2006 1 ,2 ,2 1,7
2007 4 1,0 1,0 2,7
2008 5 1,2 1,2 39
2009 11 2,7 2,7 6,5
2010 13 3,1 3,1 9,7
2011 14 34 34 13,1
2012 12 2,9 2,9 16,0
2013 7 1,7 1,7 17,7
2014 22 53 53 23,0
2015 22 5,3 5,3 28,3
2016 23 5,6 5,6 33,9
2017 37 9,0 9,0 42,9
2018 29 7,0 7,0 49,9
2019 72 17,4 17,4 67,3
2020 50 12,1 12,1 79,4
2021 44 10,7 10,7 90,1
2022 41 9,9 9,9 100,0
Total 413 100,0 100,0

Table 4 shows the distribution of graduate theses by year. With the understanding of the
importance of sustainability, the number of theses has been increasing over the years. While the number
was 1 in the early 2000s, it increased to over 10 towards the 2010s. This is followed by 2020, 2021 and
2022. It increased to 72 (17.2%) in 2019. The number in 2020 has started to decrease again.

4.6. Distribution of Postgraduate Theses Made Between 2000-2023 by Universities

Between 2000 and 2023, 327 master's theses and 86 doctoral theses were written. The
universities where theses were written are shown in detail in Table 5.

43



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship
Arastirmalar1 Dergisi Innovation and Marketing
Yil: 2024, 8(16): 32-57 Year: 2024, 8(16): 32-57

Table 5. Distribution of Postgraduate Theses Made Between 2000-2023 by Universities

D
g - 2 g £
7] - < - R -
z £ ¢ & =25 EE
e = S 9 S s 2 GRS s 5
zZ B =/ A B > 2 O 2
1 Afyon Kocatepe University 7 2 9 2,2 2,2
2 Akdeniz University 3 1 4 1,0 3,1
3 Altinbas University 1 - 1 2 3,4
4 Anadolu University 7 2 9 2,2 5,6
5 Ankara Haci Bayram Veli University 3 - 3 7 6,3
6 Ankara University 2 3 5 1,2 7,5
7 Atatiirk University 2 5 7 1,7 9,2
8 Atilim University 1 - 1 2 9,4
9 Aydin Adnan Menderes University 1 1 2 5 9,9
10 Bandirma On Yedi Eyliil University 3 3 7 10,7
11 Bahgesehir University 14 1 15 3,6 14,3
12 Balikesir University 2 - 2 5 14,8
13 Bartin University 1 1 2 15,0
14 Batman University 1 - 1 2 15,3
15 Bayburt University 1 - 1 2 15,5
16 Beykent University 3 4 7 1,7 17,2
17 Beykoz University 1 - 1 2 17,4
18 Bolu izzet Baysal University - 1 1 2 17,7
19 Bogazici University 1 - 1 2 17,9
20 Celal Bayar University 1 1 2 5 18,4
21 Cag University 3 - 3 7 19,1
22 Canakkale On Sekiz Mart University 2 2 4 7 19,9
23 Cankaya University 4 - 4 1,2 21,1
24 Cukurova University 6 1 7 1,7 22,8
25 Dokuz Eyliil University 12 4 16 3.9 26,6
26 Dumlupinar University 2 - 2 5 27,1
27 Diizce University 1 - 1 ,2 27,4
28 Ege University 1 1 2 5 27,8
29 Erciyes University 1 4 5 1,2 29,1
30 Erzincan University 1 - 1 2 29,3
31 Eskisehir Osmangazi University 6 - 6 1,5 30,8
32 Fatih University 1 1 2 5 31,2
33 Firat University 4 - 4 1,0 32,2
34 Galatasaray University 3 - 3 7 32,9
35 Gazi University 11 2 13 3,1 36,1
36 Gaziantep University 4 2 6 1,5 37,5
37 Gebze Teknik University 1 2 3 7 38,3
38 Gedik University 1 - 1 2 38,5
39 Gediz University 1 - 1 2 38,7
40 Giresun University 4 - 4 1,0 39,7
41 Hacettepe University 2 5 7 1,7 41,4
42 Hali¢ University 1 - 1 ,2 41,6
43 Hasan Kalyoncu University 3 3 6 1,5 43,1
44 Hitit University 3 - 3 7 43,8
45 inénii University 6 1 7 1,7 455
46 istanbul Arel University 1 - 1 2 45,8
47 istanbul Aydin University 7 - 7 1,7 47,5
48  lstanbul Bilgi University 6 - 6 1,5 48,9
49  listanbul Gelisim University 1 - 1 2 492
50 istanbul Medipol University 1 1 2 5 49,6
51 istanbul Okan University 1 X 1 2 499
52 istanbul Teknik University 8 4 12 29 52,8
53 Istanbul Ticaret University 17 1 18 4.4 57,1
54 Istanbul University 9 7 16 3,9 61,0
55 izmir Ekonomi University 1 - 1 2 61,3
56 izmir Katip Celebi University 2 - 2 ,5 61,7
57 Karadeniz Teknik University 7 1 8 1,9 63,7
58 Kadir Has University 1 - 1 2 63,9
59 Kafkas University 3 - 3 7 64,6
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60 Kahramanmaras Siitcii imam University 4 1 5 1,2 65,9
61 Karabiik University 4 - 4 1,0 66,8
62 Karamanoglu Mehmet Bey University 1 - 1 2 67,1
63 Kastamonu University 2 - 2 S5 67,6
64 Kirklareli University 5 1 6 1,5 69,0
65 Kilis Yedi Aralik University - 1 1 2 69,2
66 Kocaali University 1 1 2 5 69,7
67 Kog¢ University - 1 1 ,2 70,0
68 KTO Karatay University 2 - 2 5 70,5
69 Kiitahya Dumlupinar University 2 - 2 5 70,9
70 Maltepe University 1 - 1 2 71,2
71 Manisa Celal Bayar University 1 - 1 2 71,4
72 Marmara University 24 4 28 6,8 78,2
73 Mehmet AKkif Ersoy University 1 - 1 2 78,5
74 Mersin University 4 - 4 1,0 79,4
75 Milli Savunma University 1 - 1 2 79,7
76 Mugla Sitki Ko¢man University 3 1 4 1,0 80,6
77 Munzur University 2 - 2 5 81,1
78 Namik Kemal University - 1 1 2 81,4
79 Necmettin Erbakan University 3 - 3 7 82,1
80 Nevsehir Haci Bektas Veli University 2 - 2 5 82,6
81 Nigde Omer Halis Demir University 3 1 4 1,0 83,5
82 Nisantas1 University 2 - 2 5 84,0
83 On Dokuz Mayis University 2 - 2 5 84,5
84 Orta Dogu Teknik University 1 2 3 7 85,2
85 Osmaniye Korkut Ata University 1 1 2 5 85,7
86 Ozyegin University - 1 1 2 86,0
87 Pamukkale University 2 - 2 5 86,4
88 Sakarya University 3 1 4 1,0 87,4
89 Selcuk University 11 1 12 2,9 90,3
90 Sinop University 1 - 1 2 90,6
91 Sivas Cumhuriyet University 1 - 1 2 90,8
92 Siileyman Demirel University 6 1 7 1,7 92,5
93 TOBB Ekonomi ve Teknoloji University 1 - 1 2 92,7
94 Tokat Gaziosmanpasa University 2 - 2 5 93,2
95 Toros University 2 - 2 5 93,7
96 Trakya University 6 - 6 1,5 95,2
97 Ufuk University 1 - 1 2 95,4
98 Uludag University 4 5 9 2,2 97,6
99 Van Yiiziincii Y1l University 1 - 1 2 97,8
100 Yasar University 4 - 4 1,0 98,8
101  Yeditepe University 1 - 1 2 99,0
102 Yiudiz Teknik University 3 1 4 1,0 100
102 Total 327 86 413 100

Table 5 shows that postgraduate theses produced at universities. It is seen that 327 of
them (79.2%) are master's degrees and 86 of them (20.8%) are doctorates. The written language
of the theses is 360 of them, 87.2% in Turkish and 53 of them (12.8%) in English. 308 theses
(74.6%) were written at state universities and 105 theses (25.4%) were written at foundation
universities. Marmara University ranks first in postgraduate theses. There are 28 (6.8%)
postgraduate theses here, including 24 masters’ and 4 doctoral theses. This is followed by
Istanbul Ticaret University, with 17 master's degrees and 1 doctorate in total for 18 (4.4%),
Istanbul University with 9 master's degrees and 7 doctorates in total for 16 (3.9%), and Dokuz
Eyliil University with 12 master's degrees and 4 doctorates in total for 16 (3.9%) is followed.
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4.7. Postgraduate Theses State / Foundation Category
Table 6. Postgraduate Theses State / Foundation Category

University Frequency % Valid Percent Cumulative Percent
Government University 308 74,6 74,6 74,6
Foundation University 105 25,4 25,4 100,0

Total 413 100,0 100,0

As seen in Table 6, the majority of postgraduate theses were produced in 308 (74.6%)
state universities. Those produced in foundation universities are 105 (25.4%).

4.8. Writing Language of Postgraduate Theses Language of Postgraduate Theses

Table 7. Writing Language of Postgraduate Theses Language of Postgraduate Theses

Writing Language Frequency % Valid Percent Cumulative Percent
Turkish 360 87,2 87,2 87,2
English 53 12,8 12,8 100,0

Total 413 100,0 100,0

Table 7 shows the writing language of postgraduate theses. The majority of theses, 360
(87.2%) were written in Turkish and 53 (12.8%) in English.

4.9. Topics of Postgraduate Theses

Green Purchasing

ment Intenti

Green Manage Green Marketing

10%

Grenn Economy
16%
S

27%
Graph 1. Topics of Theses Written Between 2000-2023

Graph 1 shows that the topics of postgraduate theses. The most postgraduate theses were
on the subject of green marketing 144 (34.9%). This was followed by 112 (27.1%) green
products, 67 (16.2%) green economy, 42 (10.2%) green management, 23 (5.6%) green
purchasing intention, 20 (4.8%), green logistics has created 5 (1.2%) green trust.
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4.10. Distribution of Theses by Institutes
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Graph 2. Distribution of Theses by Institutes
Graph 2 shows that the distribution of postgraduate theses by institutes. The majority of
them were written in 335 (81.7%) social science institutes. This is followed by graduate
education institutes with 37 (9.0%) and science institutes with 27 (6.5%). 5 (1.2%) were written

in the Institute of Health Sciences, 4 (1.0%) in the Foreign Trade Institute, 3 (0.7%) in the
Institute of Educational Sciences, and 1 (0.2%) in the Institute of Fine Arts.

4.11. Distribution of Theses by Department

Table 8. Distribution of Theses by Department

Department Frequency Valid percent
Department of Business Administration 202 48,9
Department of International Trade and Logistics 23 5,6
Department of Economics 23 5,6
Department of Tourism 22 53
Department of Marketing 14 34

Table 8 shows that departments where the most postgraduate theses are written. Green-
themed theses were written in a total of 54 departments. It is seen that nearly half of the theses,
202 (48.9%), were written in the department of business administration. This is followed by the
department of international trade and logistics and the department of economics with 23 (5.6%).
The number of theses written in the tourism department is 22 (5.3%) and the number of theses
written in the marketing department is 14 (3.4%).
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4.12.Advisors of Postgraduate Theses Published
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Graph 3. Advisors of Postgraduate Theses Published

Graph 3 shows that the distribution of thesis advisors. 144 (34.9%) of the theses were
written by Professors, 127 (30.8%) were written by Associate Professors, and 91 (22.0%) were
written by Drs. It is seen that it is followed by faculty members and 51 (12.3%) assistant
professors. With the Assistant Professorship staff, Dr. Since the faculty member staff is the
same, 142 (33.3%) Dr. It can be stated that it is followed by faculty members.

4.13. Research Methods of Postgraduate Theses

= Guantitative Research = Literature Reviews = Mixed Reviews = qualitative research.

Graph 4. Research Methods of Postgraduate Theses

Graph 4 shows that the research methods of the theses. 251 (61.3%) of the theses are
quantitative research, 84 (20.3%) are literature reviews, 45 (11.4%) are mixed and 33 (8.0%)
are qualitative research. Survey method was used in 232 of the studies (56.2%). Literature
reviews rank second with 84 (20.3%), and qualitative studies rank third with 33 (8.0%). 19
(4.6%) modeling studies, 17 (4.1%) mixed qualitative and quantitative studies. 13 (3.1%) case
studies, 11 (2.7%) visuals, and 4 (1.0%) experiments were used.
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4.14. Samples of Postgraduate Theses
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Graph 5.Samples of Postgraduate Theses

Graph 5 shows that the research sample of theses. The highest number of theses were
literature reviews, 84 (20.3%). It is seen that the most research was conducted on consumers
139 (33.7%). Business employees 39 (9.4%), logistics workers 36 (8.7%), tourists 25 (6.7%),
youth (student) 22 (5.3%), 19 (4.6%) production enterprises, 5 (1.2%) food, health,
environment and civilian total constitute the experimental group. 4 (1.0%) consist of academic
and administrative staff and municipal employees. 3 (0.7%) are farmers, hotel workers,
maritime workers and website workers, 2 (0.5%) are restaurant customers, bank employees,

and 1 (0.2%) is textile workers.

4.15. Page Range of Graduate Theses

171465 1% 8%
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Graph 6. Page Range of Graduate Theses
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Graph 6 shows that the page numbers of the theses. The page numbers of theses vary
between 55 and 506. 160 of these (38.7%) are 101-150 pages. This is followed by 87 (21.1%)
151-200 pages, 52 (12.6%) 81-100 pages, 44 (10.7%) 201-250 pages, 32 (7.7%) 55-80 pages,
17 (4.1%) are listed as 251-300 pages, 15 (3.6%) are listed as 301-400 pages, and 6 (1.5%) are
listed as 401-506.

5. Discussion and Conclusion

Rapid changes and technological developments in the world have resulted in resources
becoming increasingly scarce and deformed. Apart from ecological consequences, this
deformation also has social and economic consequences. In this context, scientists and
practitioners have pursued various pursuits to ensure sustainability. It is important to eliminate
poverty all over the world, protect the world, ensure that all people live in peace and prosperity,
and achieve global and national sustainable development goals. Sustainable development goals
integrate with business practices and offer important opportunities to the business world. These
are: Creating new business opportunities, increasing corporate sustainability, strengthening
stakeholder collaborations, making legislative changeSs, market balance, social balance and
unity of purpose. In this context, much work is needed to ensure sustainability.

The need for bibliometric research for new research is increasing day by day. With
bibliometric analysis, many subjects can be accessed and reliable information can be obtained.
Bibliometric analysis is a method that aims to analyze patterns, trends and relationships in
scientific publications. This analysis uses metric data of published publications to reveal
scientific research areas, authors, institutions and relationships between studies and allows for
various analyses. Bibliometric analysis allows collecting preliminary information about a
subject, evaluating scientific research performance, identifying research trends and revealing
collaborations between research fields.

The concept of sustainability is a general concept that addresses social issues such as
income distribution, social welfare, health, poverty, education, gender, justice, freedom and
equality in all areas, and is also related to economy and environment. Sustainability practices
not only protect the environment, but also provide better brand image, lower costs and higher
efficiency in businesses. Businesses that adapt sustainability to their processes gain a
competitive advantage. With increasing social awareness in the information age, consumer
preferences are also changing and companies have to respond to these changing consumer
demands. It is known that environmental problems are global problems and individuals'
awareness is increasing day by day. For the global community and future generations, it is
imperative that all countries in the world act with high awareness, maintain a humane, dignified,
healthy, clean and safe environment, protect natural and human resources, and prioritize social
development, equality and justice. Universities are very effective in achieving sustainability
goals around the world. They can influence and guide society with their curricula and scientific
publications.

Theses produced in higher education institutions benefit individuals, economy, society,
practitioners, students and academics. In particular, bibliometric research is used to examine an
influential subject, evaluate previous studies on the subject, see the gap in the field, use
appropriate research and analysis methods, and draw conclusions from the research conducted.
This study includes the bibliometric analysis of green-themed theses that are closely related to
sustainability in Tiirkiye. and is expected to guide future research. At the end of the research, it
is noticeable that there are more master's theses than doctoral theses. Especially after 2000, the
opening of many foundation universities, thesis and non-thesis master's programs, evening
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education and distance education options have increased the demand for master's degrees. On
an important issue, the fact that the duration of master's education is shorter than the doctorate
degree affects the demand for master's degrees. The fact that the majority of theses are written
in state universities explains the fact that foundation universities have recently opened. Since
there are so many foundation universities today, it is predicted that postgraduate theses written
in foundation universities will increase in the future. The reason why the majority of
postgraduate theses are written in Turkish is that the majority of master's and doctoral programs
are in Turkish.

Disasters, epidemics, hunger, lack of education, poverty, technological pollution, climate
change, global warming and resource depletion affect the world and make the lives of future
generations difficult. That's why sustainable development has been given importance all over
the world, and research is being done and policies are being developed to achieve 17 goals.
When the topics of the theses are examined, it can be seen that there are many studies on green
marketing and green products. This shows that the public has a demand for environmentally
friendly products. These were followed by green economy, green management, green purchase
intention, green logistics and green trust. These studies are insufficient for a livable world and
more research is needed. Businesses can contribute to society and the environment by adopting
green practices in their processes. Economic growth has no meaning without a livable world.
Therefore, sustainability must be achieved through university-society cooperation. With the
understanding of the importance of sustainability, postgraduate theses began to be written.
While the number was very low in the 2000s, it started to increase after 2010 and broke a record
with 72 postgraduate theses in 2019. It started to decrease again after 2020. Most theses were
written at Marmara University. This is followed by Istanbul Commerce University, Istanbul
University and Dokuz Eyliil University. Postgraduate thesis topics were mostly written on green
marketing. This was followed by green product, green economy, green management, green
purchase intention, green logistics and green trust. When people's interest in sustainability
increases, they will prefer such products and implement various sustainable practices in
businesses to meet customer demands and raise awareness. In this context, research on the
subject will increase.

It is seen that the majority of green-themed studies are in the departments of business
management, logistics management and economics and commerce. Especially since the social
sciences institute includes these branches of science, the number of theses written in the social
sciences institute is more than in other institutes. Thesis advisors mostly consist of professors.
It was observed that the research was conducted with quantitative data as the research method.
This was followed by literature review, mixed and qualitative research. The majority of the
sample group are consumers. The number of pages of theses varies between 55 and 506, with
a maximum of 101-150.

This research is similar to previous studies. For example, Celik and Canoglu (2019) state
in their bibliometric research that studies on environmentalism and sustainability in the
marketing discipline increased after 2016 (44.3%). It was stated that the majority of
publications and quantitative research were in Turkish. broadcast language. University
academics and students were more preferred as a population. In his study, Albayrak (2023)
includes natural sciences, environmental sciences, sustainability and economy in green
economy research. Gok and Carik¢t (2022) stated in their bibliometric research that
environmental accounting, environmental costs and emission costs are studied more than other
subjects. Cati and Ocal (2018) determined in their bibliometric study that the most researched
topics are marketing management and strategy, marketing communication, social marketing
and green marketing. Demirbulat and Ding, (2017) researched 41 master's and 21 doctoral
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theses in their research on sustainable tourism. There are many doctoral theses in 2014. In 2003,
they stated that the majority were master's theses.

It is thought that the findings of this research will provide useful information for future
master's and doctoral theses, studies on the subject, and for students, academics and
administrators. In this study, which aims to conduct a comprehensive bibliometric evaluation
of green-themed postgraduate theses written between 2000 and 2022, the recommendations
regarding the results are as follows.

e [t is seen that the number of theses decreased in 2020. Sustainability is necessary for all
humanity and the next generation to live a peaceful life, and research should be
increased.

e [t is seen that the number of doctoral theses is less than the number of postgraduate
theses. Therefore, it is recommended that the doctoral thesis topic should be on
sustainability-related topics.

e [t is seen that the majority of the thesis writing language is Turkish. Publishing in other
languages will increase awareness.

e [t is seen that the most theses are produced in the department of business management.
Therefore, businesses need to make arrangements to provide social benefit and meet
changing customer demands. Sustainability should be applied in every branch of
science.

e (Quantitative data was used as the research method in the theses. In addition, it is
recommended to conduct studies with qualitative data.

e The sample was obtained only from thesis data. It is recommended to examine
publications in SSCI, SCI-EXPANDED and ESCI indexes, and databases such as
Scopus, Google Scholar, etc.

This study can serve as an important reference point in achieving sustainable development
goals.
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Siirdiiriilebilirligin Satin Alma Niyeti Uzerine Bibliyometrik Bir Analiz

https://doi.org/10.31006/gipad. 1508210 Fatih YORUKOGLU"
Oz

Bu ¢alisma, ozellikle Pazarlama 4.0 yiikselisinden bu yana dijital pazarlamanin benimsenmesinin,
isletmeleri Y ve Z kusagimn taleplerine yamit olarak siirdiiriilebilirlik ve siirdiiriilebilir pazarlama
kavramlarina oncelik vermeye nasil yonlendirdigini arastirmayt amaglamaktadir. Bunu basarmak icin,
2007 ile Haziran 2024 arasinda Web of Science'ta (WoS) SSCI, SCI-Expanded ve ESCI kategorilerinde
indekslenen 671 makale iizerinde bibliyometrik bir analiz yapimistir. Analizde R Studio yazilumi
kullaniimis ve sonuglar bibliyometrik aglar, baglantilar ve tablolar araciligiyla gorsellestirilmistir.
Bulgular, siirdiiriilebilirligin satin alma niyetleri tizerindeki etkisine iliskin arastirmalarin agwrlikl
olarak sosyal bilimlerde, ozellikle de stirdiiriilebilir pazarlama ve tiiketici davraniglariyla ilgili
calismalarda yogunlastigimi ortaya koymaktadir. Literatiiriin 6nemli bir kismi stirdiiriilebilirligin
tiiketici satin alma kararlarint nasil etkileyebilecegine odaklanmaktadir. Sonug olarak bu ¢alisma,
surdiiriilebilirlik ve tiiketici tercihlerindeki temel egilimleri ve ortaya ¢ikan temalari belirleyerek
ozellikle finans, ekonomi ve pazarlama alanlarindaki arastirmacilar icin degerli bilgiler sunmaktadir.
Ayrica, modern tiiketicilerin degigen taleplerini karsilamak icin stirdiiriilebilir uygulamalari pazarlama
stratejilerine entegre etmenin onemini vurgulamakta ve bu alanda gelecekte yapilacak arastirmalar icin
bir cerceve sunmaktadir.

Anahtar Kelimeler: Siirdiiriilebilirlik, Satin Alma Niyeti, Bibliyometrik Analiz, Web of Science.

A Bibliometric Analysis on the Purchase Intention of Sustainability

Abstract

This study aims to investigate how the adoption of digital marketing, especially since the rise of
Marketing 4.0, has led businesses to prioritize the concepts of sustainability and sustainable marketing
in response to the demands of Generation Y and Z. To achieve this, a bibliometric analysis was
conducted on 671 articles indexed in Web of Science (WoS) in the SSCI, SCI-Expanded and ESCI
categories between 2007 and June 2024. R Studio software was used in the analysis and the results were
visualized through bibliometric networks, links and tables. The findings reveal that research on the
impact of sustainability on purchase intentions is predominantly concentrated in the social sciences,
especially in studies on sustainable marketing and consumer behavior. A significant portion of the
literature focuses on how sustainability can influence consumer purchase decisions. As a result, this
study identifies key trends and emerging themes in sustainability and consumer preferences, providing
valuable insights for researchers, particularly in finance, economics and marketing. It also highlights
the importance of integrating sustainable practices into marketing strategies to meet the changing
demands of modern consumers and provides a framework for future research in this area.

Keywords: Sustainability, Purchase Intention, Bibliometric Analysis, Web of Science.
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Extended Abstract

This study aims to investigate how the adoption of digital marketing, particularly since the rise of
Marketing 4.0, has led businesses to prioritize sustainability and sustainable marketing concepts in
response to the demands of Generation Y and Z. The focus is on understanding how these efforts
influence consumer preferences and purchasing decisions. The research seeks to explore the role of
sustainability in shaping customer choices and how businesses are leveraging sustainable marketing
strategies to cater to evolving consumer expectations. In particular, it aims to detail how sustainability
and digital marketing intersect in guiding consumer behavior and purchase intentions.

To achieve these objectives, the study conducts a bibliometric analysis of 671 articles published between
2007 and June 2024, indexed in the Web of Science (WoS) database under SSCI, SCI-Expanded, and
ESCI categories. The data is analyzed using R Studio software, which allows for a detailed examination
of trends in the literature. The results are then visualized through bibliometric networks, connections,
and tables, providing a comprehensive overview of the research landscape on sustainability and
marketing. This method enables a thorough understanding of how sustainability and consumer behavior
intersect in digital marketing strategies.

The findings reveal that the majority of research on sustainability's impact on purchase intentions is
concentrated in the social sciences, particularly in studies related to sustainable marketing and consumer
behavior. The analysis highlights how sustainable marketing strategies influence consumer preferences,
especially concerning ethical and environmental consumption. The study also identifies significant
trends in how businesses have adopted sustainability as a key element in their marketing strategies to
align with the growing expectations of environmentally and socially conscious consumers.

This study provides valuable insights for researchers, especially those in the fields of finance,
economics, and marketing, by identifying key trends and emerging themes related to sustainability and
consumer preferences. The findings emphasize the growing importance of integrating sustainability into
marketing strategies and highlight the role of digital marketing in shaping consumer behavior. The
research offers a framework for future studies on the intersection of sustainability, marketing, and
consumer decision-making, and suggests that businesses that prioritize sustainability in their marketing
strategies are better positioned to meet the evolving demands of modern consumers.
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1. Giris

“Siirdiirtilebilir” terimi, 1987'den bu yana Birlesmis Milletler tarafindan ekolojik kalkinmanin
esanlamlisi olarak kullanilmaktadir (Johnston vd., 2007). Cevresel siirdiiriilebilirlik kavrami,
faaliyete doniistiiriilen tiim iglevlerin gevreye zarar vermeden, gelecek nesillerin kullanimi
dikkate alinarak korunmasi ve ekosistemlerin bozulmasinin 6niine gegerek bu islemlerin tekrar
edilmesini saglamay1 agiklamaktadir (Morelli, 2011: 3). Niifusun hizla artmasi, kontrolsiiz
tilketim aligkanliklar1 ve {iretim esnasinda yasanan duyarsizliklarin bir neticesi olarak hizla
bozulan dogal dengenin korunmast i¢in énlemler almak bir zorunluluk haline gelmistir (Oztiirk,
2007).

Siirdiirtilebilir tiiketim, yasam kalitesinin diigtirilmeden bugiine ait ihtiyaglarinin
karsilanmas1 olarak agiklanmaktadir (Belz, 2006). Siirdiiriilebilirlik konusu pazarlamanin
evrensel biitiinliigii ile harmanlandiginda, siirdiiriilebilir pazarlama anlayis1 olarak karsimiza
¢ikmaktadir. Siirdiiriilebilir tiikketim, farkindalik, tutum, kacinma ve miimkiin olan alternatif
tiriin tercihleri kelimeleri ile aciklanmaya g¢alisilmaktadir. Bu baglamda tiiketicinin farkinda
olmasi ve ihtiyac fazlasi {iriin tiiketiminden kag¢inmasi ve belki bazi zamanlarda da tiiketim
ihtiyacini erteleyebilmesi gerekmektedir (Marchand ve Walker, 2008). Cevrenin korunmasina
yonelik bilincin gelismesi ve yayginlagsmasi i¢in toplumun, ekonominin ve ¢evrenin birbirleri
ile olan yakin iligkisinin gz ardi edilmemesi gerekmektedir (Blewitt, 2018).

Giinlimiizde artan tiiketici istekleri ve stirekli degisen kosullar neticesinde gerek firmalar
gerekse tiiketiciler agisindan siirdiiriilebilir pazarlamanin 6nemi giderek daha da belirgin hale
gelmektedir. Toplumun biling seviyesini ayakta tutma ve tiiketicileri bu yonde yonlendirme
amaci ile The Sustainability Marketing Skills Gap Report 2023, siirdiiriilebilir pazarlamaya
iliskin giincel arastirmalar e tavsiyeleri pazarlama alaninda aragtirma yapan kisiler i¢in raporlar
hazirlamaktadir. Raporun ayrintili incelenmesi sonucunda, Y ve Z kusaklarinin yaklagik
%60'm1n, lrlin tercih etme esnasinda siirdiiriilebilir ¢evre reklamlar1 yapan ve bu alanda
kendilerini inandirict kilabilen isletmeleri tercih ettikleri belirtilmistir. Bu rapora erigim
saglayan her bir isletme sahibinin firma igerisinde siirdiiriilebilirlige iliskin aktif giindemler
olusturmasi ve miisterilerine bu yolla tanitim faaliyetinde bulunmasi gerekmektedir (CIM,
2023).

Bu caligmada son donemlerde toplumda biiylik bir neme sahip olan siirdiiriilebilirlik
kavraminin tiiketici satin alma niyeti lizerine Web of Science araciligiyla bibliyometrik bir
analiz yapilmistir. Bu arastirma, siirdiiriilebilir pazarlama ydnetiminin evrimini hem teorik
temellerini hem de pratik sonuclarini inceleyerek tanimlamaktadir. Bunu yaparken, gelecekteki
aragtirma yonelimleri i¢in bir temel gdrevi goren kapsamli bir yol haritas1 olusturmaktadir.
Ayrica, siirdiiriilebilir pazarlama uygulamalariin tiiketicilerin satin alma 6ncesi karar verme
stiregleri lizerindeki etkisini anlamaya yonelik bilimsel bir bakis agisi sunmaktadir. Caligma,
stirdiiriilebilirligin ¢esitli boyutlarin1 pazarlama stratejilerine entegre ederek, bu uygulamalarin
hizla degisen bir pazar ortaminda tiiketici davranis ve tercihlerini sekillendirmede oynadig:
kritik rolii vurgulamaktadir. Siirdiirtilebilirlik {izerine birkag adet bibliyometrik analiz ¢alismast
yapilmis olsa da sosyal bilimler alaninda en kapsamli bibliyografik veri tabanlarindan biri olan
Web of Science veri tabaninda bugiine kadar siirdiiriilebilirligin satin alma niyetine etkisi
lizerine bir inceleme ve bibliyometrik analiz ¢alismasina rastlanilmamistir. Bu baglamda
ilerleyen siire¢lerde bu kavramlara iligkin arastirmacilar tarafindan yapilacak olan ¢aligmalara
bilimsel bir yol haritas1 olmas1 amaci ile bu bibliyometrik arastirma ortaya konmustur. Ayrica
bu calisma, konunun multidisipliner dogasini vurgularken konuya iliskin akademik farkindaligi
artirmay1, uluslararas1 literatiire kapsamli bir genel bakis saglamayr ve akademik
arastirmacilara mevcut literatliirdeki smirli kaynaklar1 ele alan bir cerceve sunmayi
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amaclamaktadir. Calisma, mevcut bilgi birikimi i¢indeki bosluklar1 ve firsatlar1 belirleyerek,
daha fazla arastirmay1 kolaylastirmayi ve alanin gelisimine katkida bulunmay1 amaglamaktadir.

Calismanin birinci boliimiinde siirdiiriilebilirlik ve satin alma niyeti kavramlarina
deginilmis, ikinci boliimiinde calismanin yontemi verilmistir. Calismanin {i¢iincii ve son
boliimiinde ise Web of Science veri tabanindan elde edilen veriler R Studio Yazilim Programi
ve MS Excel araciligiyla olusturulan ag gorselleri, tablo ve grafikler ile analiz edilerek
sunulmustur. Literatiirde konu ile ilgili Harmandaroglu (2023) tarafindan Web Of Science veri
tabani baz alinarak yapilan bir ¢alisma her ne kadar bu ¢alismaya yakin olarak goriilse de bu
calisma ile arasindaki farkliliklar sonug boliimiinde verilmistir.

2. Siirdiiriilebilir Pazarlama

Siirdiiriilebilir pazarlama kavrami cesitli zamanlarda farkli bakis agilart ile ele alinmis ve
donemsel olarak kategorize edilmistir. Stirdiiriilebilir pazarlamanin genel hatlari ile i¢ donemde
incelendigi dikkati ¢cekmektedir (Peattie, 2001). Bu donemlerden ili genel olarak 1970’li
yillarda kontrolsiiz sekilde gelisen sanayilesmenin ka¢inilmaz bir sonucu olarak ortaya ¢ikan
hava kirliligi ve cevreye birakilan zehirli kimyasallarin etkisinin azaltilmasina yonelik
farkindalik olusturma cabasi iceren ekolojik pazarlama temelli donemdir. On yil sonrasinda
1980°li yillara gelindiginde ise tiiketicilerin temiz ve yasanabilir bir ¢evreye yonelik
tutumlarinin  benimsendigi ve {iriin pazarlamasina yansitildigi donem olarak karsimiza
¢ikmaktadir. Son donem olarak gordiiglimiiz ve su an halen devam etmekte olan déonemde ise
daha cok kiiresel bazda siirdiiriilebilir bir ekonomi ve biiyiimeyi hedefleyen bir pazarlama
anlayis1 hakim olmaktadir (Shelby, 2011).

Siirdiiriilebilir pazarlama anlayisinin 6ziinii, isletmelerin tiretim ve tiiketim faaliyetleri
esnasinda ¢evreye en az zarart vererek faaliyetlerini siirdiirme ve bu durumun toplumun
geneline yaymasi c¢aligmalart olusturmaktadir. Bu nedenle isletmelerde siirdiiriilebilirligin
saglanabilmesi icin, kaynaklar etkin ve verimli bir sekilde kullanilmalidir (Ozbakir ve Velioglu
Nurtanig, 2010). Bununla birlikte siirdiiriilebilir pazarlama sayesinde kiiresel yoksullugun
oniine gegmek ve ekolojik dengenin korunmasi ile gelecek nesillere daha yasanabilir bir ¢cevre
birakmak temel amaglar arasindadir. Bu baglamda kullanilan kaynaklarin etkin ve verimli
kullanim1, ekonomiye katki sunmasi ve yeniden iiretim siirecine dahil edilebilmesi hayati 6nem
tagimaktadir (Kircgeorg ve Winn, 2006). Siirdiiriilebilir pazarlamanin klasik pazarlamada
oldugu gibi temel hedefi, isletmenin finansal hedeflerinin gergeklestirilmesidir. Ancak bu
hedeflerin gergeklestirilmesinde dogal ¢evre ve insan refahi tizerindeki etkisine de aktif olarak
katilim saglamasi gerekmektedir (Martin e Schouten, 2011).

Siirdiiriilebilir pazarlamaya tiiketiciler agisindan da yaklagilabilir. Oncelikli olarak
isletmelerin sorumlulugu altinda gibi goriinse de, bireysel olarak miisterilerin de goz ardi
etmemeleri gereken ¢ok sayida eylem vardir. Verimli kaynak kullanimi aslinda sirketlerden
once tiiketicilerde baslar. Son kullanicilar siirdiiriilebilirligi yesil bir odakla gelistirmek icin
cesitli faaliyetlerde bulunabilirler. Bunlar arasinda her alanda enerji tasarrufu saglayan
elektronik cihazlar kullanmak, ulagim i¢in yiiriime, bisiklet veya toplu tagima araglarini tercih
etmek ve yenilenebilir enerji kaynaklarina gegis yapmak sayilabilir. Dolayisiyla tedarikgiler,
tireticiler, perakendeciler, aracilar ve son kullanicilar, yani tedarik zincirinin tiim entegre
unsurlari, yesil girisimlere ve siirdiiriilebilirlige fayda saglayacak cesitli faaliyetlerde
bulunabilirler (Baltacioglu vd., 2008).
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3. Satin Alma Niyeti

Satin alma niyetini agiklamadan once niyet kavraminin agiklanmasinda fayda goriilmektedir.
Niyet; “Bir seyi yapmaya onceden karar verme; diislince, endise” olarak tanimlanmaktadir.
(TDK, 2024). Satin alma Oncesi bir faaliyet olarak degerlendirilen satin alma niyeti ise; “Fiili
iradenin bir gostergesi olarak bir eylemin gerceklestirilmesinden 6nce o eylem hakkinda bireyin
hissettigi istek ve yaptig1 planlamalar anlamina gelmektedir” (Mutlu vd., 2011).

Gilinlimiizde isletmeler, iirettikleri lirlin veya hizmetler araciliiyla hedef kitlelerinin satin
alma davraniglarini etkilemeyi amaglamaktadir. Markalar, bireylerin satin alma siireglerinde
yasadiklar1 asamalar1 etkileyen uyaranlari, bu asamalar1 belirleyerek ve etkileyerek
yonetmektedirler. "Bes Asamali Tiiketici Satin Alma Siireci Modeli" markalarin bireylerin karar
alma siire¢lerine nasil miidahale ettigini agiklamaktadir (Kotler, 2000). Model, tiiketicinin satin
alma siirecinin fiili satin almadan c¢ok once basladigini ve bunun c¢ok otesine uzandigini
belirtmekte boylece markalarin hedef kitlelerinin satin alma davranislarini etkileme ¢abalarinin
kapsamini genisletmektedir. Ayrica model, birbirini takip eden agamalarin her zaman sirayla
gerceklesmeyebilecegini  vurgulamakta, bazi bireylerin kendi deneyimlerinde asamalari
atlayabilecegini veya siireci tersine ¢evirebilecegini belirtmektedir (Howard ve Sheth, 1969).

Satin alma niyeti, marka imaj1, marka sadakati, iiriin kalitesi ve 6zellikleri gibi ¢ok sayida
faktorden etkilenmektedir. Tiiketiciler olumlu marka imajina sahip bir iiriinii yiiksek kaliteli
olarak algilayabilirken, zayif marka imajina sahip bir {riinii diisiikk kaliteli olarak
degerlendirebilmektedir (Onurlubag ve Altunigik, 2019). Bu degerlendirme, satin alma niyetini
onemli dlgiide etkilemektedir. Isletmeler, tiiketicilerin markaya olan baghiligini artirarak mevcut
miisterileri elde tutabilir ve yeni miisteriler ¢ekebilir. Baska bir deyisle, isletmeler marka
sadakati olusturarak hem mevcut hem de potansiyel miisteriler arasinda satin alma niyetini
tesvik edebilir. Algilanan kalite, 6zellikle tercih odakli {iriin kategorilerinde satin alma niyetini
etkilemektedir. Tiketiciler, bu lriinlerin yiiksek kaliteli, dayanikli ve uzun Omiirlii olarak
algilanmasini ¢ok onemli gérmektedir (Bozbay vd., 2019). Tiiketicilerin {iriinlere yonelik bu
algilari, satin alma niyetlerine doniismektedir.

4. Arastirma Yontemi ve Veri Toplama

Bibliyometri, akademik literatiirdeki makale veya kitap gibi yazili yayinlarin istatistiksel
analizidir (Van Eck ve Waltman, 2010).Bir¢ok arastirma alani, kendi alanlarinin etkisini,
arastirma gruplarinin veya bireysel yazarlarin etkisini veya belirli bilimsel c¢alismalarin
uluslararasi etkisini belirlemek i¢in bibliyometrik analiz yéntemlerini kullamr (Ozsoy ve
Demir, 2018) Bibliyometrik bir yontem olan atif analizi, atiflar, yazarlar veya makaleler
arasindaki iliskileri gosteren bir ag veya iligkisel grafiksel gosterim olan atif grafiginin
olusturulmasini igerir (Muslu, 2018).

Arastirma kapsaminda, konuyla ilgili mevcut calismalarin gerceklestirildigi doneme
yonelik zaman kisit1 uygulanmamis olmasina ragmen, arastirma sadece Web of Science veri
taban1 lizerinde sinirlanmistir. Calismanin temelini olusturmak amaci ile sosyal bilimler
alaninda uluslararast nitelige sahip olan "Web of Science (WoS)" veri tabaninda
“sustainability®” or “purchase intention®*” aramasi yaptirilmis 315,147 adet caligmaya,
“sustainability®” olarak arastirma yapildiginda 304,107 adet ¢aligmaya, “purchase intention*”
anahtar kelimesi ile arama yapildiginda ise 11,163 adet caligsmaya rastlanilmistir. Bu taramalarin
tamami1 baglik, anahtar kelime ve 6zet sinirlandirmast ile yapilmig fakat, ortaya ¢ikan bu
arastirma sonuglarinin kag tanesinin arastirmanin temel bileseni olarak stirdiirtilebilirlik ile satin
alma niyeti arasindaki baglantiy1 ortaya koyacagi acik bir sekilde anlasilmamaktadir. Web of
Science veri tabaninda "Sustainability*" and “purchase intention*” anahtar kelimesiyle yapilan
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arama sonucunda, tiim zaman dilimlerini ve tiim alanlar1 kapsayan 1193 calisma tespit
edilmistir. Bu ¢alismalar arasindan, Social Sciences Citation Index (SSCI), Science Citation
Index Expanded (SCI-Expanded) ve Emerging Sources Citation Index (ESCI) indekslerinde ve
alan tiirii olarak Topic (baslik, 6zet, yazar anahtar kelimeleri) igerisinde yer alan 2024 yili
haziran ay1 sonuna kadar yapilmis 671 ¢aligma analize tabi tutulmustur.

Dolayist ile ilgili veri tabaninda "sustainability*" ve “purchase intention*” anahtar
kelimeleri esas alinarak, iki kavram arasindaki iliskinin ortaya ¢ikmasini teminen, her iki
kavramin baglik, 6zet veya anahtar kelimede mutlaka birlikte ele alindigi c¢alismalar
bibliyometrik analiz teknigi ile incelenmektedir. Bu yontemle, siirdiiriilebilirlik ve satin alma
niyeti kavramlarinin birlikte ele alindig1 ¢alismalar tizerinden, bu iki kavram arasindaki iligki
ortaya konulmakta ve uluslararasi akademik literatiire kapsamli bir perspektif
kazandirilmaktadir. Ayrica, gelecekte gerceklestirilecek siirdiiriilebilirligin satin alma niyeti
tizerine etkisi konulu arastirmalara rehberlik edecek nitelikte bir literatiir 6zeti sunulmaktadir.

Analize tabi tutulan caligmalar, Web of Science programindan elde edilen BibTeX
formatinda verilerin R Studio yazilim programi kullanilarak tablolastirilmasini igermekte ve
ayni program araciligiyla bu veriler ag ve yogunluk gorsellerine donistiiriilmektedir. Bu
program ile dergiler, arastirmacilar veya yaymnlar arasindaki aglar; ortak atif, bibliyometrik
eslesme veya ortak yazar iliskileri temelinde gorsellestirilebildigi gibi, arastirilan kaynak
dokiimanlar i¢inde kullanilan kelimelerin birlikte var olma veya ortak kullanilma durumlari da
g0z Oniine alinarak ¢esitli parametreler ile bibliyometrik ag gorselleri olusturulmaktadir (Zan,
2019: 509).

5. Bulgular

Bu bolimde Web of Science veri tabanindan elde edilen veriler kullanilarak analiz edilen
calismalarin bulgulari sunulmaktadir. R Studio yazilim programi kullanilarak, yil basina diisen
calisma sayisi, iilke bagina diisen ¢alisma sayisi, arastirma alani bagina diisen yayin sayisi, en
iiretken yazarlar ve en ¢ok atif alan yazarlar gibi veriler tablolagtirilmistir. Ayrica, bibliyometrik
baglanti (yazar-lilke-anahtar kelime), ortak yazarlik ag1 analizi, anahtar kelime analizi ve yillar
icindeki atif oranlar1 gibi analizler R Studio yazilim programi tarafindan olusturulan ag
diyagramlari kullanilarak gorsellestirilmistir.

Tablo 1. Kavram ile Ilgili Yapilan Analize iliskin Temel Bilgiler

Analiz Cahsmasina iliskin Temel Bilgiler Sonuclar
Calismalarin Yapildigi Zaman Araligi 2007-2024
Kaynak Sayisi (Dergiler, Kitaplar vb.) 232
Calisma Sayisi / Calismalarin Ortalama Atif Orani 671/31.42
Toplam Atif Sayilari / H- Indeks 14331/ 60
Yazar Sayis1 / Tek Yazarli Caligma Sayisi 1973 /29
Tim Caligma Sayis1 / Makale Sayist 671 /596

Kaynak: (WoS, 2023)

Tablo 1°de wverilen bilgiler incelendiginde kavram ile ilgili yapilan caligmalarin
cogunlugunu makaleler olusturmaktadir. 2007°de konu ile ilgili yapilan ilk ¢alismadan itibaren
2024 yili haziran ay1 sonuna kadar toplam 232 kaynakta 671 c¢alismanin yer aldigi
goriilmektedir. Konu ile ilgili yapilan ¢aligmalara yapilan toplam atif sayisinin 14331 oldugu
ve H-Indeksinin ise 60 oldugu goriilmektedir.
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Siirdiiriilebilirligin satin alma niyetine etkisine iliskin Web of Science veri tabaninda
belirlenen SSCI, SCI-Expanded ve ESCI indekslerde yer alan konu ile ilgili yillara gore yapilan
calisma sayilar1 Sekil 1’de verilmistir.
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Sekil 1. Yillara Gére Konuya Iliskin Calisma Sayilart

Kaynak: R Studio Yazilim Programi araciliiyla elde edilen “Biblioshiny Report” verileriyle yazarlar tarafindan
MS Excelde grafik olusturulmustur.

Sekil 1°de sunulan yillara gore ¢aligma sayilart incelendiginde, arastirmaya konu edilen
indekslerde dikkat ¢geken 11 y1l boyunca konuya ¢ok fazla ilgi olmazken 6zellikle 2018 yi1lindan
sonra arastirmalarin katlanarak arttigi ve artis egiliminin genel hatlar1 ile devam ettigi
goriilmektedir. 2024 yili ilk yarisinda saymin oldukg¢a fazla olusu, yilin ikinci yarisinda
eklenecek diger yaymlar ile artis egiliminin devam edebilecegine isaret edebilir. ilgili
indekslerde konu ile ilgili en ¢ok ¢alismanin 137 adet ile 2023 yilinda yapildig1 goriilmektedir.

Siirdiiriilebilirligin satin alma niyeti {izerine etkisi kavramina iliskin Web of Science veri
tabaninda SSCI, SCI-Expanded ve ESCI indekslerde yer alan calismalarin iilkelere gore
yapilma sayilar1 ve yine tek uluslu veya ¢ok uluslu olarak iilkelere gore yapilan ¢calisma sayilari
Sekil 2°de sunulmustur.

Tablo 2. Ulkelere Gére Konuya Iliskin Calisma Sayilart

Ulkeler Toplam Calisma Sayis1 Tek Uluslu Calisma Sayis1 Cok Uluslu Calisma Sayisi
Cin 108 70 38

Amerika 75 50 25

Hindistan 54 42 12

italya 36 30 6

Kore 36 22 14

Malezya 26 13 13

Ispanya 26 18 8

Brezilya 23 18 5

Almanya 23 17 6

Tablo 2°de sunulan veriler incelendiginde, en ¢ok yayin yapilan ilk 5 dlke; Cin (108),
Amerika (75), Hindistan (54), Italya (36) ve Kore (36) olup Tiirkiye ise 9 calismayla en ¢ok
calisma yapan iilkeler arasinda 19’uncu sirada yer almaktadir.
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Ulkelere gore Web of Science veri tabaninda belirlenen indekslerde Siirdiiriilebilir
pazarlamanin satin alma niyeti lizerine etkisi kavrami ile ilgili en ¢ok atif alan iilkeler
siralamasina gore ilk 10 tilke Tablo 3’te verilmistir.

Tablo 3’te verilen iilkelere gore atif sayilar1 incelendiginde konuyla ilgili en ¢ok atif alan
ilke olarak, caligma sayilarindan farkli olarak 2897 atifla ABD’nin yer aldig1 goriilmektedir.
Tiirkiye bu siralamada 201 atifla 18’inci siray1 almaktadir.

Tablo 3. Ulkelere Gore Konuya Iliskin Alinan Atif Sayilari

Ulke Toplam Atif Ortalama Makale Atiflar1
Amerika 2897 38,6
Cin 1852 17,1
Avusturalya 1032 73,7
Italya 846 23,5
Birlesik krallik 832 36,2
Hollanda 809 44,9
Almanya 697 30,3
Kore 588 16,3
Hindistan 545 10,1

Tablo 4, konuya iligkin en fazla atif almis yazarlar1 siralamaktadir. Modi A. Patel J. Ve
Paul J. 2016 yilinda yapmis olduklar1 bir ¢aligma ile en yiiksek atif sayisina (1046) ulasmigtr.
Carrington Mj Neville Ba ve Whitwell Gj ise 394 atif ile ikinci sirada yer alirken, Kumar A. 4
calisma ve 359 atif ile lciincii, Buckley R. ve Perkins H.E. Birer ¢alisma ve 343 atif ile
dordiincii sirada yer almaktadirlar.

Tablo 4. En Cok Atif Alan Yazarlar

Yazar Adi Toplam Makale Sayis1 Toplam Atif Sayis1 i1k Calisma Yili
Mod a. 1 1046 2016
Patel j. 1 1046 2016
Paul j. 1 1046 2016
Carrington mj. 1 394 2014
Neville ba. 1 394 2014
Whitwell gj. 1 394 2014
Kumar a. 4 359 2020
Buckley r. 1 343 2013
Perkins h.e 1 343 2013

Kaynak: R Studio Yazilim Programi araciligiyla elde edilen “Biblioshiny Report” verileriyle yazarlar tarafindan
MS Excelde grafik olusturulmustur.

Tablo 5, Sirdiirilebilirligin satin alma niyetine etkisine yonelik en etkili oldugu
degerlendirilen caligmalar1 listelemektedir. Bu liste, yazarlarin isimleri, makale basliklari,
yayinlandiklar1 dergiler, toplam ve yillik ortalama atif sayilarina gore diizenlenmistir.
Justin Paul, Ashwin Modi ve Jayesh Patel tarafindan yazilan ve "Journal of Retailing and
Consumer Service" dergisinde 2016 yilinda yayinlanan makale, bu alanda en fazla atifa sahip
calisma olarak 6ne cikmaktadir. ikinci siradaki makale, Michal J. Carrington, Benjamin
A. Neville ve Gregory J. Whitwell tarafindan 2014 yilinda " Journal of Business Research"
dergisinde yaymlanmaistir.
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Tablo 5. En Etkili Calismalara Iliskin Bilgiler

Toplam Ortalama Atif

Yazar(lar) Makale Ad1 Dergi Ad1 Atf (Yillik)
Predicting green product consumption Journal of
Justin Paul, Ashwin Modi, . £ & procu ump Retailing and
using theory of planned behavior and 1046 116,22
Jayesh Patel - 2016 . Consumer
reasoned action .
Services
Michal J. Carrington, Lost in translation: Exploring the ethical ~Journal of
Benjamin A. Neville, consumer intention—behavior gap Business 394 35,82
Gregory J. Whitwell -2014 . Research
Online travel reviews as persuasive
Beverley A. Sparks, Helen communication: The effects of content Tourism
E. Perkins a, Ralf Buckley- type, source, and certification logos on 343 28,58
. Management
2020 consumer behavior
Constantinos N. Leonidou, Gray Shades of Green: Causes and Journal of 245 30.63
Dionysis Skarmeas-2017 Consequences of Green Skepticism Business Ethics ’
Environmentally sustainable textile and
. . apparel consumption: the role of International
Jiyun Kang, Guanlan Liu, consumer knowledge, perceived  Journal of 225 18,75

Sang-Hoon Kim -2013

consumer effectiveness and perceived
personal relevance

Consumer Studies

Konuyla ilgili olarak Web of Science veri tabaninda belirlenen indekslerde yer alan
caligmalarin en ¢ok yayinlandigi ilk on dergi Tablo 6’da sunulmustur.

Tablo 6. Calismalarin En Cok Yayinlandigi Dergiler

Dergiler Makale sayisi
Sustainability 137
Journal Of Cleaner Production 34
Foods 13
Business Strategy and The Environment 12
Food Quality and Preference 12
Journal Of Fashion Marketing and Management 12
Asia Pacific Journal of Marketing and Logistics 10
Frontiers In Psychology 10
Journal Of Retailing and Consumer Services 10
Sustainable Production and Consumption 10

Tablo 6 incelendiginde konuya iligkin ¢aligmalarin en ¢ok yayimnlandig: dergi dikkate
deger bir say1 ile (137) “Sustainability” olarak karsimiza ¢ikmaktadir. Bu dergiyi sirasiyla
“Journal Of Cleaner Production” (34), “Foods” (13), “Business Strategy And The
Environment” (12) ve “Food Quality And Preference” (12) izlemektedir. Konuya iligkin 232
derginin makale yayinladig1 géz oniine alindiginda, en ¢ok yayin yapilan ilk 10 derginin toplam
calismalarin %39’unu yayinladig goriilmiistiir.

Siirdiirtilebilirligin satin alma niyeti tizerine etkisi iliskin Web of Science veri tabaninda
SSCI, SCI Expanded ve ESCI indekslerde yapilan ¢aligmalardan en sik kullanilan kelimelere

Tablo 7°de verilmistir.
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Tablo 7. En Sik Kullanilan Kelimeler

Kelimeler Sikhik
Behavior 156
Consumption 152
Attitudes 121
Purchase intention 121
Impact 116
Sustainability 111
Planned behavior 99
Consumers 93
Perceptions 88
Green 79

Tablo 7°de yer alan kelime gruplar1 goriildigli iizere yapilan calismalarda en ¢ok
kullanilan anahtar kelimelerin kullanim c¢okluguna gore sirasiyla; “behavior” olmak iizere
“consumption”, “attitudes”, “purchase intention”, “impact”, “sustainability”, “planned
behavior”, “consumers”, “perceptions” ve “green” seklinde dagilim gostermistir. Ek olarak, en
sik kullanilan anahtar kelimeleri gorsellestirme se¢enegi R'deki "bibliometrix" paketi tarafindan
saglanmakta ve okuyucu icin gorsel bir yardim sunmaktadir. Sekil 2'de her bir kelimenin
boyutu, ¢aligsmalarda kullanim sikligini gdstermektedir.

= perceived value
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wnllngness—lo payiinpacipercentions

nreierences | s “ m nt I o“_ ) attlluue
food us
delerntgll:lgrllig Ena\'I orl'll'ndllct

CONGnlcs attitudesysen

nnnnn

-~ planned behavior

purchase intentions mederatinarole

nnnnnnnnnnnnnnnnnnnnnn

Sekil 2. En Sik Kullanilan Kelime Grubu

Es-olusum analizi, kelime es-olusumlarindan olusan bir ag kurarak kavramsal bir ¢ergeve
olusturmaktadir. Bu ag, bir bibliyografik koleksiyon i¢indeki anahtar kelimeler, basliklar veya
Ozetlerdeki terimlerin eslestirilmesine ve kiimelenmesine olanak tanimaktadir (Gokerik, 2024).
Iki anahtar kelimenin yayinlarda birlikte goriilme siklig1, es-olusum sikliklarini belirler. Konu
ile ilgili belirlenen indekslerde yapilan ¢alismalarda kullanilan anahtar kelimelerin birbirleriyle
iligkilerini gosteren anahtar kelime es olusum ag analizi gorseli ise Sekil 3’°te sunulmustur.
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Sekil 3. En Sik Kullanilan Kelime Bulutu

Akademik yazinlarda artik birden ¢ok yazarl eserler ile karsilamak daha miimkiin bir hal
almistir. Coklu yazarh ¢aligmalarin daha fazla atif aldig1 goriisii sayesinde bu durumun daha
cok karsimiza c¢ikacagr degerlendirilmektedir (Uslu ve Yildirim, 2024). Bibliyometrik
calismalarda ortak yazarlik analizi ag gorseli siklikla kullanilmaktadir. Sekil 4’te ortak yazar
analizine iligkin ag gorseli verilmistir.
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Sekil 4. Ortak Yazarlik Ag Analizi

Sekil 4’te sunulan Web of Science veri tabaninda SSCI, SCI Expanded ve ESCI
indekslerinde Siirdiiriilebilirligin satin alma niyeti lizerine etkisine iligskin yapilan ¢calismalarda
ortak yazarlik ag analizi incelendiginde konu ilgili yazarlar arasinda ortak yazarlik aginin
oldukca zayif oldugu goriilmektedir.

Konu ile ilgili yapilan calismalarda kullamlan Ucglii Eslesme (Yazar-Ulke-Anahtar
Kelime) Ag Analizi Sekil 5’te sunulmustur.
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Sekil 5. Uglii Eslesme (Yazar-Ulke-Anahtar Kelime) Ag Analizi

Sekil 5’te Siirdiriilebilirligin satin alma niyeti iizerine etkisi kavramu ile ilgili belirlenen
veri taban1 ve indekslerde yapilan caligsmalarda yazarlar, iilkeler ve anahtar kelimelerden olusan
ticlii es olusum ag analizi incelendiginde kavramla ilgili literatiirdeki ¢alismalarin karmasikligi
ortaya konulmakla birlikte konuyla ilgili 6ne c¢ikan iilke, yazar ve anahtar kelime trendleri
goriilmektedir. Yazarlar, iilkeler ve anahtar kelimeler arasindaki dinamik iliskilerin anlagilmasi,
arastirma stratejilerini sekillendirmek i¢in 6nemli bir perspektif sunmaktadir.

Sekil 6 ve Tablo 8 sirasiyla uluslararasi ortak yazarlik haritasin1 ve en fazla ortak
calismaya sahip iilkeleri gostermektedir. Harita, 2007'den 2024'e kadar en az bir ortak yazari
olan {iilkeler arasindaki aragtirma isbirligi modellerini gostermektedir. Mavi renk katki oldugu
anlamina gelirken, gri renk katki olmadigini gostermektedir. Farkli tonlar farkli isbirligi
seviyelerini temsil etmektedir. Ek cizgiler icermeyen koyu mavi, bir iilkenin uluslararasi
isbirligi olmaksizin alana yaptig1 katkiyr gosterirken, agik mavi Onemli isbirligini ifade
etmektedir. Kirmizi ¢izgiler ise isbirligi baglantilarin1 géstermektedir (Gokerik, 2024).

Tablo 8. En Fazla Ortak Calisma Yapan Ulkeler

Ulkeden Ulkeye Calisma Sayisi
Cin Amerika Birlesik Devletleri 19
Amerika Birlesik Devletleri Kore 13
Cin Pakistan 11
Cin Birlesik krallik 11
Cin Malezya 8
Malezya Pakistan 7
Malezya Suudi Arabistan 7
Cin Kore 5
Pakistan Suudi Arabistan 5
Amerika Birlesik Devletleri Kanada 5

Tablo 8 ve Sekil 6 incelendiginde, Cin’in Pakistan, Birlesik Krallik, Amerika Birlesik
Devletleri ve Malezya ile 6nemli is birligi calismalar yiiriittiigli goriilmektedir. Bu durum
Cin’in bu alandaki merkezi roliine ve kapsamli uluslararasi ig birliklerine isaret etmektedir.
Kore’de Cin ve Amerika Birlesik Devletleri ile en etkin etkilesimi kuran {ilke olarak karsimiza
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cikmaktadir. Bu tablo, diinyanin iiretim lokomotifi konumunda yer alan Cin’in siirdiiriilebilir
tiretim alaninda Islami Pazarlama arastirmalarindaki kiiresel is birligi aginin altin1 ¢izmekte ve
alanin uluslararasi niteligini vurgulamaktadir.

Longitude

Latitude

Sekil 6. Uluslararasi Ortak Yazarlar Haritas1

6. Sonuc¢

Pazarlama 4.0'1n ortaya ¢ikis1 ve geleneksel pazarlamadan dijital pazarlamaya gecisle birlikte,
giic giderek daha fazla baglantili miisterilere kaymistir. Baglanabilirlik sayesinde tiiketiciler
stirekli etkilesim halinde bulunmakta, bu da isletmeleri satin alma niyetlerini siirekli olarak
etkileyecek yeni sistemler gelistirmeye zorlamaktadir (Kotler, 2017: 44-45).

Bu arastirma, siirdiiriilebilir pazarlama ydnetiminin evrimini hem teorik hem de pratik
boyutlariyla tanimlayarak gelecekteki arastirma yonelimleri i¢in bir temel olusturmakta ve
kavramin tiiketicilerin satin alma 6ncesi karar verme siire¢leri tizerindeki etkisini anlamak i¢in
bilimsel bir bakis agis1 saglamaktadir. Siirdiiriilebilir pazarlama yonetimi literatiiriiniin son
yirmi yildaki genislemesi, bu alanin artan akademik ve pratik 6nemini vurgulamaktadir. Yazar,
kurum ve iilke bazinda yapilan detayli analizler, siirdiiriilebilirligin satin alma niyeti iizerine
etkilerinin anlasilmasinda katkida bulunan baslica kisileri ve is birligi aglarini1 tanimlamaktadir.

Yapilan bu ¢alismada 2007 yilindan itibaren akademik ¢alismalarda sik¢a kullanilan bir
kavram haline gelen ve pazarlamacilarin sik¢a arastirmis olduklar siirdiiriilebilirligin satin
alma niyeti tizerine etkisi kavrami bibliyometrik analiz yontemiyle analiz edilmistir. Literatiirde
kavram ile ilgili olarak Harmandaroglu (2023) tarafindan Web Of Science veri tabani1 baz
almarak yapilan bir ¢aligma tespit edilmis olup bu calisma ile arasindaki en temel fark,
Harmandaroglu’nun (2023) caligmasinin siirdiiriilebilirlige iliskin bir ¢alisma sundugu agikca
goriiliirken, bu ¢aligma ise siirdiiriilebilirligin satin alma niyetine etkisine yonelik olarak
spesifik bir alan ortaya koymasidir. Dolayisiyla bu ¢alismada Siirdiiriilebilirligin satin alma
niyeti iizerine etkisi ile ilgili kavramsal bir ¢erceve cizilerek Web of Science veri tabaninda
bulunan ve sosyal bilimler alaninda en saygin indekslerden kabul edilen SSCI, SCI-Expanded
ve ESCI indekslerinde bulunan ¢aligmalar baz alinarak literatiire farkli bir perspektif sunmasi
amaclanmistir. Calismada Siirdiiriilebilirligin satin alma niyeti lizerine etkisi kavramiyla ilgili
Web of Science veri tabaninda SSCI, SCI-Expanded ve ESCI indekslerinde “Sustainability*”’
and “purchase intention*” anahtar kelimeleriyle yapilan aramada kavram ile ilgili 2024 yili
haziran ay1 sonuna kadar yapilmis 671 ¢alismanin bulundugu ve konuyla ilgili ilk ¢aligmanin
2007 yilinda gergeklestirilmis oldugu goriilmistiir.
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Ozellikle 2015 yilma gelinceye kadar konuya iliskin ¢alisma sayisi tek haneden yukari
cikmamistir. Cin tek basina toplam 108 ¢aligsma ile toplam ¢aligsma sayisinin %16,1’ini yaparak
en fazla caligma firetilen tilkeler listesinde basi ¢cekmektedir. Kavram ile ilgili ¢caligmalarda
ozellikle yazarlar arasindaki siirli ortakliklar, akademik is birliginin diigik oldugunu
gostermektedir. Ayrica Sirdiriilebilirligin satin alma niyeti {izerine etkisi kavraminin
Tiirkiye’de akademik calismalarda heniiz yeterince batili iilkelere gore yer edinmedigi de
dikkati ¢ceken bir diger ayrint1 olarak karsimiza ¢ikmaktadir.

Bu ¢alismanin temel amaci, konuya iliskin akademik farkindaligi artirmak ve konunun
multidisipliner yapisim1 vurgulamaktir. Uluslararasi literatiire kapsamli bir genel bakis
saglamak i¢in ilgili ¢aligmalarin bibliyometrik analizi yapilmistir. Bu arastirma, akademik
arastirmacilara literatiirdeki sinirli kaynaklara iligkin bir ¢erceve sunmayi amaglamaktadir.
Ayrica, bibliyometrik haritalama analizi, ortak atif ve ortak yazarlik analizi ve anahtar kelime
ag1 gorsellestirme gibi yoOntemler, analiz sonuglarimin daha iyt yorumlanmasini
kolaylastirmaktadir. Arastirmada sunulan veriler ve bulgular, ilgili arastirmalari yiiriiten
akademisyenler i¢in biitiinciil bir gorsel ve sayisal ¢erceve sunmaktadir. Ayrica konunun sadece
ekonomi ve finans alanlarini degil, istatistik ve matematik gibi disiplinleri de ilgilendirmesi,
multidisipliner bir bakis acistyla yapilacak cesitli caligmalara da zemin hazirlamaktadir.

Bu ¢alismanin temel kisiti analizlerin yalnizca Web of Science (WoS) veri tabaninda
SSCI, SCI Expanded ve ESCI indekslerinde yer alan ¢aligmalari kapsamis olmasidir. Gelecekte
gergeklestirilecek ¢alismalarda, diger veri tabanlarindan da elde edilecek daha genis kapsamli
verilerin kiyaslanarak kullanilmasi, Stirdiiriilebilirligin satin alma niyeti iizerine etkisi kavrami
lizerine yapilan arastirmalara daha genis bir perspektif sunacaktir.
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Z Kusag ve Kariyer Planlama: Lise Ogrencilerine Yonelik Bir
Arastirma’

Celaleddin SERINKAN™
https://doi.org/10.31006/gipad.1580376 Sibel ABALI™

Oz

Akademik olarak Z kusagiyla ilgili literatiir incelendiginde, liselerde 6grenim goren Z Kusagina mensup
kisilerin kariyer planlarina iliskin yapilmis ¢alismalarin nispeten az sayida oldugu séylenebilir. Bu
calismada, Z Kusaginin kariyer planilari iizerinde durulmaktadir. Calismanin érneklemini, Tiirkiye nin
Denizli ilindeki bir Fen Lisesinde ogrenim goéren, 10. ve 11. sinif lise ogrencileri olusturmaktadir.
Arastirmada anket yontemi kullanilmig olup kolayda ornekleme yontemi tercih edilmistir. Arastirmanin
sonuglarina gore 6grencilerin cinsiyetlerine gore kariyer beklentileri farklidir. Erkek ogrenciler kadin
ogrencilere gore daha yiiksek puan almiglardir. Ogrencilerin kariyer beklentileri anne meslegine gore
yvalnizca evlilik ve aile boyutunda istatistiksel olarak farklilagmaktadir. Annesi ev hanimi ve memur olan
ogrencilerin bu boyuttaki aldiklar: puanlarin diger boyutlara gére daha yiiksek oldugu tespit edilmistir.
Ayrica arastirmanin diger sonuglarindan olarak; annesi iiniversite mezunu olan 6grencilerin din ve
toplum boyutundaki kariyer beklentisi tutumlarimin diisiik; annesi ilkokul ve lise mezunu olan
ogrencilerin ise daha yiiksek oldugu belirlenmigtir.

Anahtar Kelimeler: Z kusagi, kariyer, kariyer plani, lise ogrencileri.

Generation Z and Career Planning: A Study on High School Students

Abstract

When the academic literature on Generation Z is reviewed, it can be observed that studies focusing on
the career plans of Generation Z individuals attending high schools are relatively limited. This study
examines the career plans of Generation Z. The sample of the study consists of 10th and 11th-grade
high school students attending a Science High School in Denizli, Tiirkiye. The survey method was used
in the research, and a convenience sampling method was preferred. According to the results of the
research, career expectations of students differ according to their gender. Male students received higher
scores than female students. Students' career expectations differ statistically only in the marriage and
family dimension according to the mother's profession. It was determined that students whose mothers
were housewives and civil servants received higher scores in this dimension than in other dimensions.
In addition, as another result of the study, it was determined that the career expectation attitudes of
students whose mothers are university graduates are low in terms of religion and society, while those of
students whose mothers are primary and high school graduates are higher.

Keywords: Generation Z, career, career plan, high school students.
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Extended Abstract

Background:

Globalization and technological advancements are creating significant shifts in career approaches for
both individuals and organizations. As Generation Z begins to enter the workforce, business dynamics
are evolving in terms of flexibility, digitalization, competition, and professionalization. Generation Z’s
career plans are anticipated to differ from those of previous generations.

The entry of Generation Z into the workforce, combined with changing technological, economic, and
environmental factors, is believed to influence their personalities and career planning. This article aims
to examine Generation Z's perspectives on life, attitudes, and behaviours toward the future, highlighting
how they differ from other generations. Additionally, it seeks to measure Generation Z's career and
future plans based on these insights.

Research Purpose:

The purpose of this study is to determine the career expectations of Generation Z individuals currently
in high school and to identify whether these expectations vary based on demographic factors. Another
objective is to investigate whether parental occupation and educational background influence the career
expectations of high school students.

Methodology:

A survey was conducted during the spring term of the 2022-2023 academic year to explore the career
expectations of students attending a Science High School in Denizli, Tiirkiye. The collected data were
analysed to identify variations in career expectations based on demographic variables. Confirmatory
factor analysis, difference analyses, and correlation analyses were utilized in this research.

Findings:

Understanding the career expectations of high school students representing Generation Z is of great
importance, particularly given the limited research in this field within Tiirkiye. The study results indicate
that the career expectation scale used has a valid and reliable structure and that the data met normality
conditions. The findings reveal statistically significant differences in career planning among Generation
Z individuals based on gender.

Conclusions:

Correlation analysis results in this study show statistically significant positive correlations at the 0.05
level between the marriage-family dimension and the work-education dimension, as well as between the
religion-society dimension and both the work- education and marriage-family dimensions. Additionally,
significant correlations were found between the healthy lifestyle dimension and both work- education
and marriage-family dimensions. Significant relationships were also identified between factors such as
mother’s education level and father’s occupation, type of residence and mother’s education level,
marriage-family dimension and gender, as well as religion-society dimension with gender and mother’s
education level.
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1. Giris

Hizla gelisen ve degisen diinyada her bireyin diinyaya geldigi zaman araligr farkh
siniflandirmalara sebep olmaktadir. Bu diisiinceyle yillar baz almnarak kusaklarin
siiflandirilmasi yapilmaktadir. Bu siniflandirmalardan hareketle en geng kusak kabul edilen Z
kusag1r teknolojik gelismenin kucaginda dogmus ve teknolojiyle birlikte biiyiiylip
gelismektedir.

Yeni yeni is yasaminda da aktif katilim gosteren Z kusag bireyleri teknolojik, ekonomik
ve ¢evresel sartlarin degisiklik gostermesinin, yeni yeni i yasaminda da aktif katilim gosteren
Z kusag: bireylerin kisilikleri ve kariyer planlamalar1 iizerinde etkili oldugu diisiiniilmektedir.
Z kusag bireylerinin hayata bakis agilarinin gelecege yonelik tutum ve davranislarinin diger
kusaklardan farkindan yola c¢ikarak Z kusagi bireylerinin kariyer ve gelecek planlarinin
Olclilmesi amaclanmaktadir.

Bu c¢alismada; kusak kavrami, kusaklarin siniflandirilmalart ve Z kusaginin kariyer
anlayisindan bahsedilmektedir. Literatiir incelendiginde kusaklar lizerine yapilan ¢alismalarin
ozellikle de Z Kusaginin kariyer anlayisina yonelik ¢alismalarin az oldugu goriilmektedir.

Arastirma kisminda ise, 2022-2023 egitim ve 6gretim yilinin bahar doneminde Denizli
Ilinde bulunan bir Fen Lisesinde 6grenim géren 6grencilerin kariyer beklentileri hakkinda anket
uygulanmis ve elde veriler degerlendirilerek demografik degiskenler agisindan farkliliklar
tespit edilmeye ¢alisilmistir.

2. Kavramsal Cerceve

Bu boliimde; kusak kavrami ve kusaklarin tarihsel gelisimi incelenmektedir. Genel olarak
siralama; Sessiz Kusak, Bebek Patlamasi Kusagi, X Kusagi, Y Kusagi, Z Kusagi ve Alfa Kusagi
seklinde yapilmaktadir. Bu c¢aligmada kusaklarin smiflandirilmasiyla ilgili temel bilgiler
verildikten sonra Z kusag tizerinde durularak bu kusagin is hayatindaki kariyer yaklagimlari
ele alinmaktadir.

2.1. Kusak Kavram ve Kusaklarin Siniflandirilmasi

Kusak kavramu ile ilgili siniflamalar oldukca eskiye dayanmaktadir. Bu kavrama ilk olarak Eski
Misir Medeniyetinde ve Yunan Medeniyeti donemlerinde rastlandigr belirtilmektedir. Ayrica
1830-1840’11 yillarda Auguste Comte tarafindan ¢alisildig1 ve 1950’11 yillarda akademik olarak
ilk defa Karl Mannheim tarafindan literatiire kazandirildig1 ifade edilmektedir (Sarioglu ve
Ozgen, 2018:2: Akt. Yildirimalp ve Giiveng, 2020: 58).

Ayni zaman araliginda dogan insan gruplari, kusak veya dogum kohortlar1 olarak
adlandirilir. Her bir kohort grubunda, bireyler ortak bir sosyal ge¢mise sahip bir grup kimligini
paylasirlar. Bu kohortlardaki insanlar biiyiidiikge benzer olaylar yasarlar ve benzer tutum ve
Ozelliklere sahip olma egilimindedirler. Her kusak kohortu yaklasik 20 yili kapsar (Jones vd.,
2007: 888).

Kusak kavramiyla ilgili teorik ¢alismalar yapan Tajfel, 1979°da ilk calismasini yapmis ve
sonrasinda da ¢alismalarin1 bagka arastirmacilarla gelistirmistir. Kusak teorisi, sosyal kimlik
teorisinin bir unsurunu olusturmaktadir. Sosyal kimlik kurami, insanlarin kendilerini sosyal
gruplara ayirma temayiiliinde olduklarini icermektedir (Tajfel ve Turner, 1986: 285-286).
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Literatiirdeki kusak siniflandirilmalarina bakildiginda genel olarak kusaklarin baslangic
ve bitis tarihleri acisindan dort kusak hakkinda ortak fikrin olustugu sdylenebilir. Z kusaginin
baslangi¢ tarihi agisindan degisik goriisler bulunmaktadir (Cooman ve Dries, 2012: 44).

Kusaklarin smiflandirilmasina yonelik aragtirmalarda, diinyada pek cok faktorden
kaynaklanan degisimlerin toplumlarda farkli zamanlarda etkilendiklerini ve bu sebeple bu konu
hakkinda calisan akademisyenlerin nesil siniflamalarinda farkliliklar oldugu belirtilmektedir
(Ilhan, 2019: 15; Akt. Tuncer, 2022: 41). Ayrica her iilkenin belirli zamanlarda yasadiklari
tecriibelerde farkliklar olmasi ve iilke i¢inde farkli sosyal gruplarin bulunmasi nedeniyle
arastirmalarda tutarli neticeler ¢ikmayabilmektedir. Bilim insanlariin farkli gorisleri
literatiirde mevcut olmakla birlikte, genel olarak, her 15-20 yil, bir kusak donemi olarak
tanimlanmaktadir. Buna gore mevcut olan 6 kusak bulunmaktadir. Alfa Kusaginin 2025
yilindan itibaren yerini Beta Kusagina birakacagi, ardindan bu kusagi Gama ve Delta
Kusaklarinin izleyecegi belirtilmektedir. Bunlar sirasiyla asagida gosterilmektedir (Cetinkaya,
2020:2).

1. Sessiz Kugak (1925-1945)

2. Bebek Patlamasi Kusagi (1946-1964)
3. X Kusag1 (1965-1979)

4.Y Kusagi (1980-1995)

5. Z Kusag1 (1996-2010)

6. Alfa Kusagi (2010-2025)

Tablo 1’de yer wverilen kusak siniflandirmalarinda, literatiirde yer alan bazi
aragtirmacilarin ortaya koyduklari caligmalarin tarihleri yer almaktadir (Tuncer, 2022:42).

Tablo 1. Kusak Siniflandirmalari

Arastirmacilar Is(fls;;i Bebellzlll’;‘tg:mam X Kusag Y Kusagi Z Kusag
Howe ve Strauss 1993 1925-1942 1943-1960 1961-1981 1982-

Tapscott, 1998 - 1946-1964 1965-1975 1976-2000

Spitznas, 1998 1925-1945 1946-1964 1965-1980

Washburn. 2000 1926-1945 1945-1964 1965-1981 1982-2003

Martin ve Tulgan. 2002 1925-1942 1946-1960 1965-1977 1978-2000

Oblinger ve Oblinger 2005 <1946 1947-1964 1965-1980 1981-1995 >199%4
Haeberle ve digerleri. 2009 | 1930-1944 1945-1964 1965-1979 1980-1999 > 1998
Williams ve Page 2011 1930-1945 1946-1964 1965-1976 1977-1994 >1993

Kaynak: Tuncer (2022: 42).

Yapilan ¢alismalarda Z Kusaginin tarihsel gelisimine ait kesin bir goriis olmamakla
birlikte cesitli kaynaklarda 1993- 2005 (Turner, 2015: 103), 1996-2010 (Cetinkaya, 2020:1),
1995 yilindan sonra doganlar (Chillakuri, 2020: 1278; Lanier, 2017; 288; Ayhiin, 2013: 95),
1995- 2010 (Bejtkovsky, 2016: 29; Kartal ve Tatli, 2020: 213), 2000 ve sonrast doganlar
(Akdemir vd., 2013: 15; Tas vd., 2017: 1036) Z Kusagi olarak tanimlanmaktadir. 1995 yilindan
sonra dogum oranlarinin yiikselmesi ve internetin gittikce yayginlasmasiyla beraber diinyada
yeni bir doneme girildigi ve bu gibi sebeplerden dolay1 Z Kusaginin baslangici olarak 1995
senesinin baslangi¢ yili olarak kabul edilmesi yoniinde ¢aligmalar bulunmaktadir (McCrindle
ve Wolfinger, 2009: 12). Kusaklarla ilgili uzun yillardan beri ¢aligmalar1 olan Tulgan’a gore Z
kusag1 1990-2000 yillar1 arasinda dogan kisiler olarak siniflanmaktadir (Tulgan, 2013:2-3).
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Z kusag1 “network” gengleri olarak tanimlanmaktadir. Bu kusak dijital tabanli medyay1
yogun olarak kullanmakta ve geleneksel medya araglarini ise pek kullanmamaktadirlar. Yapilan
arastirmalar Z Kusaginin giinlin her saatinde online olmayi tercih ettiklerini gostermektedir
(Ozdemir, 2021:285)

Bu calismada Z kusagi iizerinde odaklanildigi icin diger kusaklarin 6zeliklerine yer
verilmemistir. Asagida Z Kusaginin ozellikleri iizerinde durulmakta ve kariyer planlama
hakkinda bilgiler verilmektedir.

2.2. Z Kusag ve Kariyer Planlama

Kariyerin tanimiyla alakali pek ¢ok tanim bulunmaktadir. Bunlar arasinda en yaygin kullanilan
tarif ise, kisinin hayati slirecince elde ettigi ¢aligma hayatiyla ilgili tecriibeleridir. Bu tanim
kariyerin ne oldugunu gostermektedir. Kariyer planlamasinin tanmi ise bir ¢aliganin sahip
oldugu bilgi, kabiliyet, beceri ve giidiilerinin gelistirilmesi ile ¢aligmakta oldugu isyerindeki
ilerlemesinin planlanmasi olarak belirtilebilir (Tiiz, 2003: 171).

Teknolojinin i¢ine dogmus olan ve Z kusagi olarak adlandirilan yeni nesil i¢in giindelik
faaliyetlerin gilintimiiz teknolojileri olmadan gergeklestirilmesi imkansiz hale gelmistir. Bu
kusak dogduklar1 andan itibaren teknoloji ile hem hal olmus, sonraki yaslarda ise oyun
oynamak, bilgiye erismek ve arkadaslar ile irtibata gegmek gibi temel ihtiyaglarinin
karsilanmasinda teknolojiyi hayatlarinin merkezine yerlestirmislerdir (Bilgic ve Seferoglu,
2020: 58).

Z kusagmin temel niteliklerini belirleyen unsurlarin basinda Internet teknolojisinin
gelismesi, sosyal medyanin yayginlasmasi, akilli telefonlar ve tablet bilgisayarlarin icadi
gelmektedir. Z kusagi, teknolojinin daha 6nce hi¢ olmadigi kadar hizli gelistigi bir diinyada
dogmustur. Oyle denilebilir ki heniiz iki yasindaki bir bebek bile akilli telefonlarin ve tablet
bilgisayarlarin nasil kullanilacagini 6grenmis durumdadir (Arik ve Kiitiik, 2020: 24).

Tas ve arkadaslarinin aktardigina gére Z nesli; insanlik tarihinin el, goz, kulak motor
becerileri senkronizasyonun en fazla oldugu, bu kusagin sonug odakli, tatmin olmayan, kararsiz
ve dogustan tiiketiciler olduklari, yalniz yasamayi tercih ettikleri, adaleti ve barig iklimini
onemsedikleri belirtilmektedir. Ayrica bu kusagin tarih boyunca en ¢ok egitim almis olan kusak
olabilecegi iddia edilmektedir (Tas vd., 2017: 1037).

Tiirkiye’de Z kusag1 gengleri ilgili olarak IPSOS tarafindan 2021 yilinda bir aragtirma
gergeklestirilmistir. Bu arastirmanin sonuglarindan bazilar olarak; Z Kusaginin gelecekten
endise duyduklari, 6zellikle de egitim, issizlik ve kadin-erkek esitligi konularin1 6nemsedikleri
belirtilmektedir. Ayrica her on gencten altisinin kendi igini kurma hayali kurduklar1 ve kamu
kurumlarinda pek caligmak istemedikleri, diger bir tabirle devlet gorevinin ancak her bes
gengcten birine ¢ekici geldigi tespit edilmistir (Ipsos, 2021).

TUIK’in sitesine bakildiginda 2021 yili (TUIK 2021) i¢in Z kusagim temsil eden
Ogrencilerin niifusun biiyiik c¢ogunlugunu temsil ettigi goriilmektedir. Z kusagi olarak
degerlendirilen gen¢ niifusun internet kullanim oran1 %96.9 iken, bu oran erkeklerde %98.4,
kadinlarda %96.6’dir (Tiiresin ve Alban, 2024: 87).

Kocger ve Aysel, kusaklarin temel tiiketim alanlarina verdigi onceliklerin farkliligini tespit
etmek ve yeni medya ortaminin, kusaklarin tiikketim davraniglarina etkisini incelemek ig¢in
yaptiklar1 arastirmanin bazi sonuglaria gore: Bir mamulii satin alirken Z Kusagi en ¢ok internet
ortamindaki yorumlardan etkilenirken diger kusaklar gec¢misteki tecriibelerinden
etkilenmektedir. Gida ile ilgili harcamalar degerlendirildiginde Z Kusag1 hari¢ tiim kusaklar
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i¢in gida harcamasi ilk sirada gelmektedir. Konut harcamalar1 siralanmasinda Sessiz Kugak eve
yatirim yapmada isteksiz iken Z Kusagi ve Y Kusaginin konuta yatirim yapmada daha istekli
olduklar tespit edilmistir (Koger ve Aysel, 2019: 76).

Z kusaginin 2020’11 yillardan itibaren ¢aligma hayatinda yer almaya basladigini belirten
Ilhan, bu neslin birden fazla isi yapma becerilerinin gelismesi sebebiyle is hayatinda ¢oklu
gorevlerde basarili olabileceklerini, yeniliklere agik olduklarini, otorite kavramina uzak
olduklarini ve ekip odaklilik yerine bireysel ¢caba gerektiren kisisellestirilmis islerde ¢aligmay1
tercih ettiklerini iddia etmektedir (ilhan, 2019:111).

Lanier, is hayatindaki insan kaynaklari uzmanlarinin Z kusaginin 6zelliklerini bilmeleri
yoniinde bazi tavsiyeleri sunmaktadir (Lanier, 2017: 289):

1) Z Kusag: ilk gercek dijital yerli nesildir: Y kusagi daha once dijital yerliler olarak
siiflandiriliyor ve hayatlar1 boyunca bir sekilde teknoloji etrafinda biiyiiyorlardi.
Ancak, Z Kusagi dogumlarindan itibaren gergekten baglantili ilk nesildir - yalnizca
dijital yerli degil, ayn1 zamanda mobil yerli olarak da belirlenmistir. Birgok Z Kusagi,
internetsiz veya sosyal medyadan onceki bir zamani hatirlamamaktadir. Bu siirekli
baglanti, Z Kusaginin bilgiyi 6nceki herhangi bir nesilden daha hizli tiikketmesine neden
olmaktadir. insan Kaynaklari uzmanlari, Z Kusaginin asir1 teknoloji bilgisine ve
bununla iligkili kisa dikkat siirelerine nasil hazirlik yapilacagini diistinmelidir.

2) Cesitlilik, Z Kusaginin bir beklentisidir: Bir 6miir boyu siirecek bilgiye ve etkilesimli
erisimin yani sira, sosyal medya araciligiyla Z kusagi, farkl kiiltiirlerden etkilesime
girerek rahatlikla baska insanlarla baglanti kurabilmektedir.

3) Z Kusagi, beklenenden daha pragmatiktir: Nesillerin son eklenen Z kusagina ilgisiz
olduklar1 elestirisi pek dogru degildir. Kiiresel bir durgunlukta yasayan Z Kusagi
mantikli ve istikrarli kariyerlere 6nem verirken ayn1 zamanda giivenlik ve gizlilige de
onem vermektedir. Z Kusagi, sosyal aglara daha ¢ok ilgi duymaktadir. Z Kusaginm
ayricaliklarla ve esneklikle odiillendirmek yerine, geleneksel ilerleme ve gelisme
firsatlar1 sunmak, gelismis ekonomik ve giivenlik iceren tesviklerle daha ¢ok motive
edilebilecekleri diigtiniilmelidir.

4) Z Kusagi, Y Kusagindan daha girisimcidir. Yoneticiler, isletmede baglilik duygusunu
tesvik ederek yenilik¢iligi, 6zerkligi ve proje olusturmaya onem vererek ederek
orgiitteki girisimcilik hedefleri gelistirebilirler.

5) Dijitali terk edip Z Kusagina ulasin: Z Kusaginin %53't anlik mesajlasma ve goriintiilii
konferans gibi araglar yerine yiiz ylize iletisimi tercih etmektedir. Dijital ve sosyal
etkilesim, taninma ve iletisim araclar1 hala Z Kusagi i¢in 6nemli iken, geri bildirim ise
(Z Kusagimin 6nceki herhangi bir kusaga gore daha sik istedigi bildirilmektedir) anlamli
konusmalarla yiiz yiize verilmelidir.

2014 yilinda yapilan ve alanindaki ilk arastirmalardan biri olan Y Kusagi ve Z Kusagi
Isyeri Beklentileri” baslikli ¢alismada, 10 iilkedeki (Amerika Birlesik Devletleri, Brezilya,
Kanada, Cin, Almanya, Hindistan, Giiney Afrika, Isve¢, Tiirkiye ve Birlesik Krallik) her
nesilden yaklasik 1.000 kisiye sorular yoneltilmistir. Bu arastirmada, Z kusaginin yalnizca
%28'1 paranin kendilerini daha ¢ok calismaya ve isyerlerinde daha uzun siire kalmaya motive
edecegini belirmistir. Bu aragtirmada ayrica liderlere diiriist olmalar1 konusunda tavsiyeler
verilmistir. Hem Z hem de Y kusaginin yaris1 (%52), 1yi bir lider olmak i¢in en 6nemli 6zelligin
diiriistliik oldugunu belirtmislerdir. Kusaklar, diiriistliikten sonra liderlerin saglam bir vizyon
sergilemesi gerektigi konusunda hemfikirdir (Z kusagi %34, Y kusagi %35), ardindan 1yi
iletisim becerileri (Z kusag1 %32, Y kusagi %34) gelmektedir (Schawbel, 2014).
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Ulkemizde Adiyaman Universitesinde yapilan bir aragtirmaya gore; Universite
gencliginin sosyal medya {iizerinden kurduklari iletisime Onem verdikleri, sosyal medya
lizerinden paylasim yaptiklarinda kendilerini iyi hissettikleri ve kendilerini sosyal medya
tizerinden rahatca ifade edebildikleri tespit edilmistir (Olgun, 2020: 3312). Ayhiin’e gore, Z
kusaginin is hayatinda duygulara deger vermeleri sebebiyle orgiitlerin bu kusaktaki calisanlarin
gorev tanimlar1 ve iicretlere nazaran daha ¢ok duygularima odaklanmalarini 6nermektedir
(Ayhiin, 2013: 95).

Yapilan calismalarda Z kusagi ogrencilerinin kolaylikla sikildiklari, odaklanma
stirelerinin ¢ok kisa oldugu ve bu kusak tiyelerinin %37 sinde odaklanma sorunu oldugu ve bu
neslin %32’sinin bencil oldugu belirtilmektedir.  Z kusagi, matbu bir metinden okuyup
ogrenmek yerine, internetten 6grenmeyi tercih etmektedirler. Bu kusagin %52’si bilgiye sosyal
medya ve youtube iizerinden erismektedir. Bu nesil iiyeleri sosyal medya profillerini devamli
giincellemektedirler. Bunlara ilave olarak, bu Ogrenciler hizli bir sekilde geri bildirim
(feedback) beklemekte ve kendilerine yapilan tenkitleri kabul etmekte giicliik ¢ekmektedirler.
Bu nesildeki 6grenciler i¢in saygi, kazanilmasi gereken bir unsur olup sadece makam, mevki
ve linvan lizerinden saygi kazanilamayacagini diisiinmektedirler. Bu sebeple Z kusagina ders
veren 0gretmenlerin sosyal medya araglarini kullanmasi, online 6grenmeye ve 6gretmeye dnem
vermesi ve e-kaynaklar gibi egitim aracglarini gesitlendirmesi onerilmektedir (Yilmazel, 2020:
216).

Z Kusagi'nin érgiitlerde gorev almaya basladigini ifade eden Chillakuri, Insan Kaynaklar
yoneticilerine bazi tavsiyeleri bulunmaktadir. Bu kusagin beklentilerinin iyi anlasilmasi
gerektigini vurgulamaktadir. Bu kusak, Internet olmadan diinyay1 gérmemis, ilk dijital yerliler
olarak kabul edilen yeni bir nesildir. Bilgi toplama ve ¢evrimdis1 deneyimleri entegre etme
konusunda ¢ok rahattirlar. Ayrica karar vermeden once bilgilere erismeyi ve bunlar1 kullanmay1
bilen kisilerdir. Orgiitlerin katilm siireci hala geleneksel tabanliysa muhtemelen
organizasyonun dijital diisiinceden yoksun oldugunu algilarlar. Sonug olarak, Z Kusagi dijital
diisiince ve dijital katilim deneyimi sunan rekabet¢i organizasyonlari tercih etmektedirler.
Sonug olarak Insan Kaynaklari ydneticileri oryantasyon programini, miimkiin oldugunca etkili
hale getirmek i¢in yeniden gézden gegirebilirler (Chillakuri, 2020: 1280).

Z kusaginin teknolojiyi iyi kullanmasi sebebiyle Celebi ve Bayraktaroglu bu kusagin
tilketim degerleri ve cep telefonu tirlinii izerinden nitel bir ¢calisma yaparak Mugla ilindeki Z
kusagindaki 25 geng ile miilakat yaparak bulgular1 paylasmislardir (Celebi ve Bayraktaroglu,
2020: 3055-3070). Cetin ve Karalar, yaptiklar1 calismada X, Y ve Z Kusag1 6grencilerinin ¢ok
yonlii ve sinirsiz kariyer algilarini incelemislerdir. Bu ¢aligmada, Z Kusaginin X ve Y Kusagina
nazaran ¢ok yonlii kariyer yaklasimi egiliminde olduklar1 belirtilmektedir (Cetin ve Karalar,
2016: 169-192).

Loan ve Hoang ise yaptiklari arastirmada, 2012-2022 yillarini igeren Z Kusagi'nin seyahat
egilimleri ve davraniglariyla ilgili ¢alismalari incelemislerdir. Arastirmacilar bibliyometrik
analiz ve icerik analizi yontemleri kullanilarak www.lens.org web sitesinde yer alan makaleleri
derlemisler ve VOS programi kullanarak analizler yapmislardir (Loan ve Hoang.2023: 1511).

Akdemir vd. ¢alismalarinda, kusaklarin genel 6zelliklerini vererek Z kusaginin isbirlik¢i
olduklari, daha yenilik¢i olduklar1 ve teknoloji ile dogduklar1 belirtilmektedir (Akdemir vd.,
2013: 16). Karaman ve Efeoglu'na gore, Z kusagi, teknolojik okuryazardir. Bu kusak
dogduklar1 andan itibaren bilgisayarlar1 ve interneti tanimaya baglamiglardir. Geleceklerindeki
1§ ve kariyer imkanlar1 i¢in teknolojiyle ¢evrimigi bir itibar olusturarak sahsi markalasmalarini
saglamaktadirlar. Bu sebeple biiylik sirketlerde ve yiiksek teknolojili sirketlerde ¢alismak Z
kusaginin hayalleri arasindadir (Karaman ve Efeoglu: 2022: 472).
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Agarwal ve Vaghela calismalarinda Z Kusagi genglerin is hayatlarinda mentorluk
uygulamalar1 olan ve ¢alisanlarina 6grenme ve mesleki gelisim imkanlar1 sunan igletmeleri
tercih ettiklerini beyan etmislerdir (Agarwal ve Vaghela, 2018:5).

Z kusaginin hayat tarzlar1 ve tutumlar1 ele alindig1 zaman, geleneksel inang ve degerleri
onemsedikleri, ailenin birlik ve beraberligine deger verdikleri ve kendi mesuliyetlerini
tistlenebilen profil olduklari ifade edilmektedir (Williams ve Page, 2011:11; Akt. Késem vd.,
2024:32).

Kizildag’in Z kusaginda yer alan iiniversite &grencilerine yonelik olarak yaptig
calismasinda; i arama siireglerini sosyal aglar iizerinden yiiriittiikkleri, kendine gilivenen ve
girisimcilik 6zelliklerinin yiiksek oldugu, yiizyiize miilakatlar1 tercih ettikleri, kariyer
imkanlarin1 6grenmek ve ofis ortamim1 goérmek istedikleri, i hayatinda feedback veren,
mentorliik yapan yoneticilerle c¢alismak istedikleri ve ise yerlestirmeden sonra yonetici
nezaretinde oryantasyon egitiminin verilmesini tercih ettikleri ifade edilmektedir (Kizildag,
2019: 43).

Gezergen ise Harvard Business Tiirkiye dergisinde yazdigi makalesinde: Z kusaginin is
yerinde yoOnlendirme ve rehberlik beklediklerini; emir veren yoneticiler yerine, onlarin
potansiyellerini kesfetmeye ve gelistirmeye yardimci olacak koglara ihtiya¢ duyduklarini;
geleneksel feedback yerine, gelisim odakli geribildirimler almay1 tercih ettiklerini; kati
hiyerarsik yapilardan ziyade, yatay iliskileri istedikleri ve fikirlerini 6zgiirce paylasilabildikleri
calisma iklimini aradiklarini belirtmektedir (Gezergen, 2024).

Giiler ve arkadaslarinin Z kusaginin yagsam anlam ve amag algilarinin incelenmesine
yonelik yaptiklart arastirmada; genglerin “evlilik sizin dnemli midir” sorusuna yarisinin
“O0nemli degildir” diye cevap verdikleri, “birlikte yasamak i¢in evlilik gerekli midir” sorusuna
149 kisiden sadece 46 kisinin “evet gereklidir” diye cevap verdikleri ve yine 149 cevaplayicidan
22 kisinin “inang¢li biri degilim” diye cevap verdikleri tespit edilmistir (Giiler vd., 2022: 190-
193).

Universite dgrencilerine yonelik arastirma yapan Kiling ve Varol’a gore; gelecegin
sekillenmesinde 6nemli rolii olacak olan Z Kusagmin is hayatindaki belirsizliklerin nispeten
yiiksek oldugu ve bundaki en biiyiik unsurun, bu kusagin egitim durumunun devam etmesi ve
de kariyer hayatlarinin baglangicinda olduklaridir. Diger bir tabirle Z Kusaginin is hayatinda
tam olarak aktif olmamasi sebebiyle bu alanda yapilacak ¢aligsmalara ihtiyag oldugu tizerinde
durulmaktadir (Kiling ve Varol, 2021:71).

3. Arastirmanin Metodolojisi

Bu béliimde aragtirmanin amaci, arastirmayi olusturan evren ve orneklem grubu verilmekle
birlikte arastirmada kullanilan veri toplama yontemi, aragtirmanin bulgular1 ve analizler yer
almaktadir.

3.1. Arastirmanin Amaci

Toplumu derinden etkileyen, ekonomik, siyasi ve toplumsal olaylar sonucu dénemsel olarak
belirlenen zaman sinirlart i¢ine dogan bireylerin olusturdugu kusaklar, yasadiklart donemin
etkileriyle birbirlerinden ayrilarak farkli anlayiglara sahip olabilmektedir.

Giiniimiizde kiiresellesmenin yaninda teknolojide meydana gelen gelismeler, toplumsal
yapilari, caligma hayatini, 6rgiitlerin yapisini degistirmekle birlikte bireylerin ¢aligma hayatina
kars1 olusturdugu kariyer anlayisini da etkilemektedir. Giinlimiizde teknolojik gelismeler ve
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degisen calisma hayati, insanlarin ¢alismaya olan bakislarini degistirmektedir. Bu anlamda
kusaklarin is hayatindan kariyer beklentileri farkli olabilmektedir. Ulusal ve uluslararasi
literatiir incelendiginde, Z Kusag ile ilgili ¢alismalarin yapildigi ancak lise egitiminde olan Z
Kusag bireylerinin yetigkin olduklarinda kariyer beklentilerine yonelik ¢aligmalarin sayica az
oldugu goriilmiistiir.

Bu c¢alismanin amaci, lise egitiminde olan Z Kusag1 bireylerinin kariyer beklentilerinin
nasil oldugu, demografik faktorlere gore kariyer beklentilerinde farkliliklarin olup olmadigini
tespit emektir. Arastirmanin diger bir amaci da lise 6grencilerinin kariyer beklentilerinde anne
ve babanin meslek ve egitim durumlarinin etkisinin olup olmadigini incelemektir.

3.2. Arastirmanin Evreni ve Orneklemi

Degisen ve yenilenen ¢evre kosullarinin da etkisiyle insan yasaminda 6nemli bir yere sahip olan
kariyer, bireylerin gelecekle ilgili beklentilerinin belirlenmesinde vazgecilmez bir yere ve
oneme sahip kavramdir.

Bu 6nem dogrultusunda hazirlanmis olan bu galismanin evrenini, Denizli ilinde bulunan
2022-2023 bahar egitim ve dgretim yilinda Yasar Kimil Fen Lisesinde 6grenim gérmekte olan
10. ve 11. smifta bulunan dgrenciler olusturmustur. Okul idaresinden alinan bilgiye gore bu
siiflarda toplam 300 6grenci bulunmaktadir. Aragtirmaya goniillii olarak katilmay1 arzu eden
Ogrencilere anketler uygulanmis ve gecerli 130 adet veri setine ulasilmistir. Arastirma igin
kolayda o6rnekleme yontemi ile veriler toplanmustir.

3.3. Arastirmada Veri Toplama Araci

Arastirmada yiizyiize anket yontemi kullanilmistir. Arastirmada McWhirter ve McWhirter
(2008) tarafindan gelistirilen FESA (Future Expectations Scale for Adolescents) dl¢eginin
Tiirkgeye uyarlamasi olan “Ergen Gelecek Beklentileri Olgegi” (EGBO) kullanilmigtir (Unlii
ve Cigek, 2019: 452; Tuncer, 2011: 1269). Tuncer’in makalesinde 6l¢egin Tiirk¢e’ye uyarlama
calismasi yapilmis olup bir ortadgretim kurumu olarak bir lisedeki Ogrencilerden veriler
toplanmustir.

Orijinal 6l¢ek 25 maddeden ve dort boyuttan olugmakta olup biitiin maddeler “Yetiskin
oldugumda” ile baslamaktadir. S6z konusu olan bu boyutlar; is ve egitim, evlilik ve aile, din ve
toplum, saglik ve yasamdir. Arastirmada besli Likert tipi Ol¢ekten yararlanilmistir (1: Hig
katilmiyorum, 5: Tamamen katiliyorum).

3.3.1. Etik Kurul Izni

Arastirma igin Pamukkale Universitesi, Sosyal ve Beseri Bilimler Arastirma ve Yaym Etigi
Kurulunun E-93803232-622.02-369204 sayil1 ve 17/05/2023 tarih ve 10-10 toplanti/karar nolu
Etik Kurul onayz1 ile izin alinmistir.

3.4. Arastirma Verilerinin Analizi

Arastirma verilerinin analizi i¢in SPSS programindan istifade edilmistir. Analizlerde ilk olarak
cevaplayicilarin demografik bulgular1 yapilmis ve daha sonra dlgegin gilivenirlik katsayisi
hesaplanmuistir.
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Olgegin yap gegerliligini tespit etmek igin kesfedici faktdr analizi yapilmistir. Calismada
faktorler arasindaki iligkileri belirlemek i¢in korelasyon testi uygulanmistir. Degiskenler
arasindaki farkliliklar1 tespit etmek i¢in bagimsiz 6rneklem T testi ve Anova testleri yapilmistir.

4. Bulgular

Arastirmanin bu boliimiinde saha arastirmasindan elde edilen veri analizlerine iliskin bulgulara
yer verilmistir. Bu boliim cercevesinde; Olgek ifadelerine, katilimcilarin sosyo-demografik
ozelliklerine, agimlayici faktor analizine, dogrulayici faktdr analizine, farklilik analizlerine ve
korelasyon analizine iligkin bulgular {izerinde durulmustur.

4.1. Katihmcilarin Sosyo-Demografik Ozelliklerine Iliskin Bulgular

Asagida, aragtirma Orneklemine dahil edilen ve Denizli’de bulunan Yasar Kimil Fen Lisesi
Ogrencilerinin cinsiyet, yas, sinif, kardes sayisi, oturulan ev ve aile durumu gibi sosyo-
demografik degiskenlerin 6zelliklerine iliskin frekans ve yiizde dagilimlarinin bulundugu tablo
yer almaktadir. Elde edilen bulgular incelendiginde gruplara ait dagilimlarin birbirlerine yakin
olmasi agisindan homojen oldugu 6ne siiriilebilir. Katilimcilarin ¢ogunlugunu (f=69; %53)
erkek, yaslar1 16-17 arasinda degisen (f=112; %86,2), 11.smif (f=70; %53.8), kardes sayis1 iki
(f=74; %156,9), kendi sahsi evinde ikamet eden (f=101; 77,7) ve ailesi birlikte yasayan
ogrencilerin (f=114; %87,7) olusturdugu tespit edilmistir.

Tablo 2. Katilimcilarin Sosyo-Demografik Ozelliklerine Iliskin Bulgular

Gruplar f %
Cinsiyet

Erkek 69 53,1
Bayan 61 46,9
Yas

16-17 yas 112 86,2
14-15 yas 11 835
18-19 7 5,4
Simf

10. simf 60 46,2
11. simf 70 53,8
Kardes Sayis1

iki kardes 74 56,9
3 kardes 33 25,3
Tek ¢ocuk 16 12,3
Dort ve fazlasi 7 55
Oturulan Ev

Sahsi 101 77,7
Kira 25 19,2
Diger 4 3,1
Aile Durumu

Aile birlikte yastyor 114 87,7
Anne-baba bosanmis 14 10,8
Diger 2 15
Toplam 130 100,0

Aragtirma c¢ercevesinde degerlendirmeye alinan bir diger Olgiit 6grencilerin
ebeveynlerinin mesleklerine iligskin bulgulardir (Tablo 3). Bulgular incelendiginde Yasar Kimil
Fen Lisesi’nde aragtirma kapsamina dahil edilen 6grencilerin ebeveynlerinden baba mesleginin
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agirlikli olarak 6gretmen (f=21; %16,2) ve miihendis (f=11; %8,5); anne mesleginin ise
ogretmen (f=20; %15,4) ve ev hanimi1 (f=48; %36,9) oldugu tespit edilmistir.

Tablo 3. Katilimcilarin Ebeveyn Mesleklerine iliskin Bulgular

Baba Anne
Meslek 7 % 7 %
Ogretmen 21 16,2 20 15,4
Miihendis 11 85 1 0,8
Memur 6 4,6 2 1,5
Polis 4 3,1 3 2,3
Isci 4 3,1 5 3,8
Ev Hanimu - - 48 36,9
Avukat 1 8 - -
Diger 83 63,8 51 39,2
Toplam 130 100,0 130 100,0

Arastirmaya katilan Ogrencilere iliskin ortaya koyulmaya galisilan bir diger 6zellik,
ebeveynlerinin egitim durumlar1 olmustur. Betimsel analiz sonuglar1 6grencilerin babalarinin
agirlikli olarak tiniversite (f=71; %54,6) mezunu bunu sirasiyla lise (f=29; %?22,3), ilkokul
(f=16; %12,3), ortaokul (f=10; %7,7) ve son olarak lisansiistii (f=4; %3,1) mezunu oldugu
goriilmiistiir. Betimsel analiz sonuglar1 6grencilerin anne egitim durumlarinin, baba egitim
durumlarina paralellik gosterdigini ortaya koymustur. Buna gore 6grencilerin annelerinin
¢ogunlugunun iiniversite mezunu oldugu (f=51; %39,2), bunu sirastyla lise (f=35; %26,9),
ilkokul (f=24; %18,5), ortaokul (f=16; %12,3), lisansiistii (f=4; %3,1) mezuniyetinin takip ettigi
belirlenmigtir (Tablo 4).

Tablo 4. Katilimcilarin Ebeveynlerinin Egitim Durumlarma Iliskin Bulgular

Egitim Durumu Baba Anne
f % f %

Universite 71 54,6 51 39,2
Lise 29 22,3 35 26,9
Tlkokul 16 12,3 24 18,5
Ortaokul 10 7,7 16 12,3
Lisansiistii 4 3,1 4 3,1
Toplam 130 100,0 130 100,0

4.2. Olgek ifadelerine iliskin Tamimlayici1 Bulgular

Kariyer beklentisi 6lgegi, 25 ifade ve dort boyuttan olugmaktadir. Asagida yer alan tabloda
Yasar Kimil Fen Lisesi Ogrencilerinin kariyer beklentileri 6lgeginin is ve egitim boyutu
ifadelerine verdikleri yanitlarin siklik ve ylizde dagilimlarina yer verilmistir (Tablo 5). Buna
gore is ve egitim boyutuna dgrencilerin baskin ¢ogunlugu olumlu yanit verirken “hedefledigim
egitim diizeyine ulasacagim” ve “isim bana kendimle gurur duymam igin firsatlar verecek”
boyutlarinin nispeten daha fazla 6ne ¢iktig1 belirlenmistir. Verilen yanitlar bir biitiin olarak
degerlendirildiginde ise Ogrencilerin is ve egitim boyutu agisindan kariyer beklentilerinin
yiiksek oldugu 6ne siiriilebilir.
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Tablo 5. Is ve Egitim Boyutuna iliskin Bulgular (n=130)

. . . . 1 2 3 4 5

Is ve Egitim Boyutu Ifadeleri f % f % f % f % T %
Hayatimla 11g111 bagarmak istedigim seyleri 5 38 3 23 5 3.8 42 23 75 577
basarmis olacagim

Istedigim seyleri satin alabilecegim 5 3,8 2 1,5 7 5,4 42 323 74 56,9
Iyi bir is bulacagim 2 1,5 6 4,6 11 8,5 35 26,9 76 58,5
Hedefledigim egitim diizeyine ulasacagim 4 31 1 ,8 8 6,2 36 27,7 81 62,3
Hoslanacagim bir is bulacagim 3 2,3 3 2,3 17 13,1 33 25,4 74 56,9
Istikrarl1 bir is bulacagim 2 1,5 6 4,6 19 14,6 38 29,2 65 50,0
Gegimimi her zaman saglayacagim 3 2.3 3 2.3 20 15,4 33 25,4 71 54,6
Kendimi glivende hissedecegim 4 3,1 7 5,4 21 16,2 32 24,6 66 50,8
Kazaqdlglm para bana ve hayat arkadasima 7 54 5 3.8 17 13.1 3 2.6 69 53,1
yeterli gelecek

Isim bana kendimle gurur duymam icin firsatlar 5 15 5 15 16 123 29 23 81 62,3
verecek

Mutlu bir hayatim olacak 5 3,8 5 3,8 23 17,7 32 24,6 65 50,0

1= Hig¢ Katilmiyorum; 2= Kismen Katilmiyorum; 3= Fikrim yok; 4= Kismen Katiltyorum; 5= Tamamen Katiliyorum

Ogrencilerin kariyer beklentileri ile ilgili belirlenmeye ¢alisilan bir diger boyut, evlilik ve
aile olmustur. Buna gore 6lcme aracinda toplam yedi ifade ile ortaya koyulmaya calisilan
boyuta iligkin verilen yanitlarin dagilimlar1 asagidaki tabloda yer almaktadir (Tablo 6). Yanitlar
incelendiginde ilk dort ifadeye verilen yanitlarin olduk¢a benzer bir dagilim gosterdigi
belirlenirken; g¢ocuklarla ilgili son ii¢ ifadeye verilen yanitlarin agirlikli olarak “kismen
katiltyorum” ile “tamamen katiliyorum” seklinde olumlu yonde oldugu anlagilmistir. Buradan
hareketle kariyer beklentilerinde evlilik ve aile kurumuna iliskin beklentilerinin diistik
oldugunu 6ne siirmek miimkiindiir.

Tablo 6. Evlilik ve Aile Boyutuna iliskin Bulgular (n=130)

- . . . 1 2 3 4 5
Evlilik ve Aile Boyutu Ifadeleri ¢ % ¢ % f % f % f %
Evlenecegim 17 13,1 4 3,1 38 29,2 34 262 37 28,5
Cocuklarim olacak 22 16,9 11 8,5 40 30,8 26 20,0 31 23,8
25 yasindan 6nce evli olacagim 43 33,1 21 16,2 48 36,9 9 6,9 9 6,9
Evliligim hep siirecek 19 14,6 9 6,9 51 39,2 25 19,2 26 20,0
Cocuguma giivenli bir ortam saglayacagim 8 6,2 - - 14 10,8 26 20,0 82 63,1
Cocugum daima bar1s i¢inde yasayacak 8 6,2 3 2,3 26 20,0 19 14,6 74 56,9
Cocugumun uzun bir hayat1 olacak 9 6,9 1 ,8 41 31,5 22 16,9 57 43,8

1= Hig¢ Katilmiyorum; 2= Kismen Katilmiyorum; 3= Fikrim yok; 4= Kismen Katiliyorum; 5= Tamamen Katiliyorum

Saglik ve yasam boyutuna yonelik verilen yanitlar incelendiginde “spor yapacagim”
ifadesine iliskin dagilimlarin diger ifadelere kiyasla daha fazla 6n plana ¢iktig1 goriilmektedir
(Tablo 7). Yanitlar bir biitiin olarak degerlendirildiginde ise 6grencilerin kariyer beklentileri
icerisinde saglik ve yasam boyutuna yonelik algilarinin olumlu bir egilim gosterdigini ifade
etmek miimkiindiir.

Tablo 7. Saglik ve Yasam Boyutuna Iliskin Bulgular (n=130)

. . . 1 2 3 4 5
Saghk ve Yasam Boyutu Ifadeleri ¢ % ¢ % ¢ % ¢ % ¢ %
Sagligim iyi olacak 4 3,1 8 6,2 38 29,2 33 254 47 36,2
Uzun bir hayat yasayacagim 5 3,8 14 10,8 51 39,2 22 16,9 38 29,2
Saglikli bir diyet yapacagim 14 10,8 9 6,9 26 20,0 43 33,1 38 29,2
Spor yapacagim 5 3,8 2 1,5 11 8,5 41 31,5 71 54,6

1= Hi¢ Katilmiyorum; 2= Kismen Katilmiyorum; 3= Fikrim yok; 4= Kismen Katiltyorum; 5= Tamamen Katiltyorum
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Ogrencilerin kariyer beklentileriyle ilgili olarak degerlendirilen son boyut din ve toplum
olmustur. Ug ifade ile degerlendirilen din ve toplum boyutuna verilen yanitlarin homojen bir
dagilim gosterdigi goriilmektedir (Tablo 8). Buna gore 6grencilerin din ve toplum baglamindaki
kariyer beklentilerine iliskin olumlu veya olumsuz bir yargiya varmanin gili¢ oldugunu ifade
etmek gerekmektedir. Diger bir anlatimla arastirmaya katilan Ogrencilerin yarisi, dini
aktivitelere katilma, diizenli olarak toplumsal ve dini hizmetlere katilma konularinda kararsiz
kalmislardir.

Tablo 8. Din ve Toplum Boyutuna iliskin Bulgular (n=130)

. . . 1 2 3 4 5
Din ve Toplum Boyutu Ifadeleri f % f % f % f % f %
Dini aktivitelere katilacagim 14 10,8 20 15,4 45 34,6 27 20,8 24 18,5
Diizenli olarak toplumsal ve dini hizmetlere 22 16,9 15 11,5 48 36,9 27 20,8 18 13,8
Toplulugumda lider olacagim 17 13,1 14 10,8 33 25,4 31 23,8 35 26,9

1= Hig¢ Katilmiyorum; 2= Kismen Katilmiyorum; 3= Fikrim yok; 4= Kismen Katiltyorum; 5= Tamamen Katiliyorum

4.3. Normal Dagihma iliskin Bulgular

Bilimsel arastirmalarda ortalama, standart sapma, carpiklik ve basiklik degerleri gibi merkezi
egilim ve yayilim Olgiitlerinin normal dagilimin degerlendirilmesinde siklikla kullanildig:
bilinmektedir. Ogrencilerin  kariyer beklentilerinin  ¢esitli ~ degiskenler  agisindan
karsilagtirilmas1 amaciyla gerceklestirilen mevcut ¢alismada, elde edilen verilerin normal
dagilima sahip olup olmadig1 bu dlgiitler tizerinden gerceklestirilmistir.

Normal dagilimi bozan anketin belirlenmesi amaciyla histogram grafigine bakilmis ve
sonug olarak 128, 129 ve 130 numarali anketlerin normallikten sapmaya neden olan anketler
oldugu belirlenmistir. 1lgili anketler degerlendirme dis1 birakilarak yeniden analiz
gergeklestirilmis (n=127) ve sonugta Tablo 9°da sunulan degerlerden anlasilabilecegi tizere
carpiklik ve basiklik degerlerinin £2 araliginda olmasi yoniiyle normallik kosulunu sagladigi
ortaya koyulmustur (Sencan, 2005).

Tablo 9. Normal Dagilima iliskin Bulgular

ifadeler Ort. SS Carpikhk Basikhik
Is ve Egitim 4,36 ,5841 -,886 ,278
Evlilik ve Aile 3,57 ,8448 -1,168 1,944
Saglik ve Yasam 3,89 ,7953 -,792 1,188
Din ve Toplum 3,23 ,9896 -,073 -,571

Arastirmaya katilan 6grencilerin Kariyer beklentilerini olusturan dort boyuta verdikleri
cevaplardan elde edilen aritmetik ortalamalara bakildiginda; en yiiksek puan is ve egitim
boyutunda iken en az puanin din ve toplum boyutunda oldugu goriilmektedir.

4.4. Acimlayic1 Faktor Analizine fliskin Bulgular

Kariyer beklentisi 6l¢gegi uluslararasi alanyazinda gelistirilen ve ulusal yazinda ise Tiirk¢eye
uyarlanan bir 6lgme aracidir. Mevcut arastirmada 6l¢ege agimlayici (kesfedici) faktor analizi
uygulanmis, elde edilen bulgular asagidaki tabloda raporlanmistir. Buna gére 6lgme aracinin
dort boyutlu bir yapiyr Ol¢tiigli, her bir ifadenin faktoér yiikiinliin olmasi gereken esik
araliklarinda yer aldig1 goriilmiistiir. Orneklem yeterliligini degerlendirmek amaciyla
degerlendirmeye alinan Kaiser-Meyer-Olkin degerinin kabul edilebilir diizeyde oldugu
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goriiliirken 6lgme aracinin kariyer beklentisini 6l¢me yeteneginin yaklasik %60 oldugu tespit
edilmistir.

Tablo 10. Acimlayic1 Faktor Analizine iliskin Bulgular

ifadeler 1 2 3 4
Hayatimla ilgili basarmak istedigim seyleri basarmis olacagim ,646

Istedigim seyleri satin alabilecegim ,659

Tyi bir is bulacagim 725

Hedefledigim egitim diizeyine ulagacagim ,5989

Hoslanacagim bir is bulacagim , 570

Istikrarl bir is bulacagim ,564

Gegimimi her zaman saglayacagim ,600

Kendimi giivende hissedecegim ,520

Kazandigim para bana ve hayat arkadagima yeterli gelecek ,579

Isim bana kendimle gurur duymam igin firsatlar verecek ,653

Mutlu bir hayatim olacak ,601

Evlenecegim ,731

Cocuklarim olacak ,681

25 yasindan once evli olacagim ,554

Evliligim hep siirecek ,652

Cocuguma giivenli bir ortam saglayacagim , 447

Cocugum daima baris i¢inde yasayacak ,404

Cocugumun uzun bir hayati olacak ,454

Dini aktivitelere katilacagim ,520

Diizenli olarak toplumsal ve dini hizmetlere katilacagim , 934
Toplulugumda lider olacagim ,322

Sagligim iyi olacak , 488
Uzun bir hayat yasayacagim ,943
Saglikli bir diyet yapacagim ,5919
Spor yapacagim , 495
Faktorlerin Varyanslari %24,5 %154 29,3 %7,0
Aciklanan Toplam Varyans %56,28

Kaiser-Meyer-Olkin ,782

Bartlett's Test of Sphericity 16006,644

1= f§ ve Egitim; 2= Evlilik ve Aile; 3= Din ve Toplum; 4= Saglik ve Yasam

4.5. Dogrulayici Faktor Analizine Iliskin Bulgular

Bilimsel arastirmalarda dogrulayici faktor analizi, kesfedilen bir yapinin dogrulanmasi veya
geemis aragtirmalarda gegerli ve glivenilir oldugu saptanmis 6l¢me araclarinin yapisini ortaya
koymak amaciyla kullanilabilmektedir. Gegmis aragtirmalarda oldugu gibi bu arastirmada da
faktor yapilari ortaya koyulmus dort faktorlii bir yapiya sahip bir dlgme araci olan Kariyer
Beklentisi Olgeginin yapis1 dogrulayici faktor analizi lamda degerleri ile ¥2/sd, RMSEA, CFI,
GFI, NFI, NNFI, IFI, RFI, AGFI o6l¢iitleri dikkate alinarak test edilerek dogrulanmistir. Buna
gore RMSEA=0,062; CFI=0,95; NNFI=0,94; IFI=0,95; oOlciitlerinin iyi uyum diizeyinde
GFI=0,80; RFI=0,84 6lciitlerinin ise iyi uyum esiginin altinda kaldig1 saptanmistir. Orneklem
sayistyla ilgili oldugu diisiiniilen bu durumda, elde edilen sonuglar ve lamda degerleri dikkate
alindiginda 6lgme aracinin dort faktorlii kariyer beklentisini 6l¢tiigli one siirtilebilir.

86



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship

Arastirmalar1 Dergisi Innovation and Marketing
Yil: 2024, 8(16): 73-94 Year: 2024, 8(16): 73-94
22
020
<
\ .79
‘\\-:l .83
0._25 0.€3
0.45
afffﬂGA-
= : ‘

.23 kK25
P
ool |-t
O.25 E1E
0,05 K17 :;2:
0.90 kK13 e P22

Chi-Sgquare=384.350, df=2&€0, Povalue=Od.00000, BMSEAR—=0.062

Sekil 1. Dogrulayici Faktdr Analizine Iliskin Path Diyagrami

4.6. Giivenilirlik Analizine iliskin Bulgular

Arastirmalarda 6lgme aracinin 6lgiilmek istenen konuyu test etmesinin diger bir yolu olarak
siklikla kullanilan Cronbach’s Alpha i¢ tutarlilik kat sayisi1 yer almaktadir. Olgme aracinin her
bir boyutunun ve 6lgme aracinin bir biitiin olarak tutarliliginin degerlendirilmesi amaciyla
gerceklestirilen giivenilirlik analiz sonuglari, her bir boyutun ve 6lgegin tamaminin iyi ve
yiiksek giiven diizeyinde degisen araliklarda istatistiksel olarak giivenilir oldugunu
gostermektedir.

87



Girisimcilik Inovasyon ve Pazarlama Journal of Research in Entrepreneurship
Arastirmalar1 Dergisi Innovation and Marketing
Yil: 2024, 8(16): 73-94 Year: 2024, 8(16): 73-94

Tablo 11. Giivenilirlik Analizlerine Iliskin Bulgular

Degiskenler Ifade sayist Cronbach’s Alpha
Is ve Egitim 11 922
Evlilik ve Aile 7 ,836
Din ve Toplum 3 ,095
Saglik ve Yagam 4 ,756
Kariyer Beklentisi (toplam) 25 ,894

4.7. Korelasyon Analizine Iliskin Bulgular

Ogrencilerin kariyer beklentisi dlgegine verdikleri yamtlar ve sosyo-demografik degiskenler
arasinda gerceklestirilen korelasyon analizi sonuglarina iliskin bulgular asagidaki tabloda
sunulmustur (Tablo 12). Buna gore sinif ile yas; kardes sayisi ile sinif, anne meslegi ile kardes
sayis1 ve baba meslegi; baba egitim durumu ve meslegi; anne egitim durumu ile baba egitim
durumu arasinda anlaml iligki vardir. Boyutlarin iligkilerine bakildiginda ise; evlilik ve aile
boyutu ile is ve egitim boyutu arasinda; din ve toplum ile is ve egitim ve evlilik ve aile boyutlar1
arasinda; saglik ve yasam ile is ve egitim ve evlilik ve aile boyutlar1 arasinda istatistiksel olarak
pozitif yonlii, anlamli iliskiler bulunmustur.

Diger yandan, anne egitimi ile baba meslegi; oturulan ev ile anne egitim durumu; evlilik
aile boyutu ile cinsiyet; din-toplum boyutu ile cinsiyet ve anne egitim durumlar1 arasinda ise
istatistiksel olarak anlamli iligkilerin oldugu saptanmistir.

Tablo 12. Degiskenleraras1 Korelasyon Analizine iliskin Bulgular

2 3 4 5 6 7 8 9 10 11 12 13 14

. Cinsiyet 1
Yas -023 1
. Smuf ,050  ,238%* |
. Kardes sayis1 071,020  ,317** |
. Baba meslek =094 046 -,020 -062 1

. Anne meslek ,002 - 118 - 103 - 187* ,391%* |

. Baba egitim ,006 ,075 -033 - 125 -372%% 153 1

. Anne egitim ,123 096 -,058 -170 - 173% ,051 ,476** ]

. Ailenin durumu -,0/8 ,120 ,021 -165 ,073 ,035 ,031 ,029 I

10. Oturulan Ev  -,076 -,103 ,103 ,042 - 132 ,069 -016 -278**159 I

11. Isve Egitim ,041 - 141 ,000 -,056 -027 ,080 -006 ,046 -033 -091 1

12. Evlilik veile  -215* 139 ,119 ,047 ,077 ,004 -083 -207 ,006 ,050 ,244** ]

13. Din ve Toplum -,182* ,038 -062 ,032 ,008 -042 ,079 -210*% ,002 -001 ,(237** 420%** ]

14. Saglik ve -066 ,006 -004 -098 ,028 ,007 -057 -062 -016 ,002 ,508** 297** 213 ]
Yasam

* 0,05 diizeyinde istatistiksel olarak anlamhdir (¢ift yonlii).

*%0,01 diizeyinde istatistiksel olarak anlamhidir (¢ift yonlii

N2 B e Y I T I
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5. Tartisma ve Sonuc¢

Kariyer planlama agisindan bireylerin kendisini gelistirmesinin yani sira bu siirece etki eden
unsurlar da biiyiilk 6nem tasimaktadir. Aslinda kariyer planlama, bireysel kariyerden hareket
ederek gelecekte sahip olunmak istenen meslekle ilgili bilgi toplamay1 ve bireyin kendi
kabiliyetlerini degerlendirerek yapilmasi gereken faaliyetleri igeren bir kavram olarak ifade
edilebilir.

Gilinlimiiziin kusag1 olarak tarif edilen Z Kusag bireylerinin kariyer planlamalarini daha
bilingli olarak yapmalari, basta kendileri olmak iizere ailelerine ve nihayette {ilkemize biiyiik
katkilar saglayacaktir. Liselerde ve iiniversitelerde 6grenim goéren Z kusaginin kariyer
beklentilerinin 6grenilmesi dnem arz etmektedir. Ayni zamanda 2020’li yillardan itibaren
calisma hayatinda yer almaya baglayan Z neslinin beklentilerinin neler oldugu konusunda bazi
arastirmalar yapilmaya baglanmistir.

Bu bakimdan Z Kusagini temsil eden Fen Lisesi 6grencilerinin kariyer beklentilerinin
tespit edilmesi biiyiik 6nem arz etmektedir. Ulkemizde bu alanda yapilan ¢alismalarin az olmasi
sebebiyle Denizli’de bu arastirma gergeklestirilmistir. Arastirmanin sonuglari bir biitiin olarak
degerlendirildiginde, kariyer beklentisi dl¢ceginin gecerli ve giivenilir bir yapiya ve konuyu
aciklama yetenegine sahip oldugu ve verilerin ise normallik kosulunu sagladigi tespit edilmistir.

Elde edilen bulgular kapsaminda Z kusagi bireylerinin cinsiyet acisindan kariyer
planlamalarinda, istatiksel olarak anlamli farkliliklar oldugu tespit edilmistir. Bu anlamda,
kariyer beklentisinin cinsiyet acgisindan “evlilik ve aile” boyutunda ve de “din ve toplum”
boyutunda farkliliklar gosterdigi goriilmiistiir. Erkek 6grencilerin aritmetik ortalamalar kiz
Ogrencilere gore daha yiiksek olarak bulunmustur.

Aragtirmanin diger bir sonucu da anne meslegine gore “evlilik ve aile” boyutunda
farklilik oldugu belirlenmistir. Ayrica anne egitim durumuna gore “din ve toplum” boyutunda
farklilik tespit edilmistir. Buradan hareketle 6grencilerin kariyer beklentilerinde anne roliiniin
daha fazla 6n planda oldugunu 6ne siirmek miimkiindjir.

Arastirmanin diger sonuglarindan olarak; babanin egitim durumunun ve mesleginin Z
kusagini temsil eden lise 6grencilerinin kariyer beklentilerinde roliiniin olmadig1 gorilmiistiir.
Ayrica oturulan evin kira olmasi veya kendilerine ait olmasinin da kariyer beklentileri tizerinde
anlamli bir etkisi bulunmamaktadir. Bununla beraber ailenin birlikte yasamasi veya bosanmis
olmasi ve kardes sayilarinin 6grencilerin kariyer beklentileri ile ilgili rollerinin olmadig tespit
edilmistir.

Bu arastirmanin korelasyon analizi sonuglarina bakildiginda: Evlilik ve aile boyutu ile is
ve egitim boyutu arasinda; din ve toplum ile is ve egitim ve de evlilik ve aile boyutlarinda;
saglik ve yasam ile is ve egitim ve ilave olarak evlilik ve aile boyutlar1 arasinda 0,01 diizeyinde
istatistiksel olarak pozitif yonlii ve anlamli iligkiler bulunmustur. Diger yandan, anne egitimi
ile baba meslegi; oturulan ev ile anne egitim durumu; evlilik aile boyutu ile cinsiyet; din-toplum
boyutu ile cinsiyet ve anne egitim durumlari arasinda, istatistiksel olarak anlamli iligkiler
oldugu saptanmaistir.

Arastirmadan elde dilen kariyer beklentilerine iliskin dl¢ek ifadelerinin dikkati ¢eken
frekans dagilimlarina bakildiginda ise 6grencilerin is ve eglence boyutundaki tiim ifadelere
tamamen katildiklar1 goriiliirken evlilik ve aile boyutundaki ifadelerin yarisinda kararsiz
kaldiklar1 tespit edilmistir. Ozellikle bu ifadelerden (Evlenecegim, ¢ocuklarim olacak, 25
yasindan Once evli olacagim, evliligim hep siirecek) evlenmeyle ilgili olanlar kisimlarda
fikirlerinin olmamasinin énemli bir tedirginlige ve probleme isaret ettigi belirtilebilir. Diger bir
tabirle liseli gencler, evlenmekten korktuklari sdylenebilir. Diger bir ilging bulgu ise din ve
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toplum boyutunda goriilmektedir. Buradaki (dini aktivitelere katilacagim, diizenli olarak
toplumsal ve dini hizmetlere katilacagim) ifadelerine cevaplayicilarin yarisi kararsiz kaldigin
beyan etmistir. Bu durum ise genclerin dini duygu ve inanmiglarinda birtakim problemler
olduguna igaret etmektedir.

Bu arastirmanin 6lgeginin alindigi Tuncer’in arastirmasinda boyutlar arasindaki iligkilere
nazaran kismen de olsa farkliliklar bulunmaktadir. Bu calismada din ve toplum boyutu ile saglik
ve yasam arasinda anlamli iliski bulunmazken Tuncer’in ¢alismasinda orta kuvvette iligki
bulunmustur (Tuncer, 2011:1272).

Caglayankaya yapmis oldugu “Gilincek Kariyer Yaklasimlar1 ve Z Kusag1” adli tez
calismasinda; Z kusagini temsil eden {iniversite d6grencilerinin gelecek kaygisi tagidiklari, is
giivencesine Onem verdikleri, kendi alanlarmmin yaninda baska alanlarda da kendilerini
gelistirdikleri ve kariyerlerinde mutluluga 6nem verdikleri tespit edilmistir (Caglayankaya,
2022: 95).

Tas ve arkadaslarinin belirtigi gibi is diinyasina katilan Z kusagt; bulunduklari ortama
katki saglayabilirler, is hayatini olumlu yonde degistirebilirler. Egitimcilerin ve yoneticilerin
bu kusakla uyumlu ¢alisacak stratejiler gelistirmeleri, isletme politikalarini1 bu neslin yenilikgi
ve analitik bakis acgilarindan yararlanarak gelistirebilecekleri onerilmektedir (Tas vd., 2017:
1046)

Unlii ve Cigek calismalarinda; Fen, Anadolu ve Meslek Lisesinde dgrenim goren lise
ogrencilerine yonelik “Ergen Gelecek Beklentileri Olgek” (EGBO) vasitasiyla anket
yaptiklarin1 belirtmislerdir. Arastirmanin temel bulgular1 olarak; kariyer beklentisi boyutlar1
olan is ve egitim, evlilik ve aile, din ve toplum, saglik ve yasam ile pozitif yonde anlamli
iligkiler bulmuslardir. Ayn1 zamanda okul tiirleri acisindan Fen Lisesi 6grencilerinin tiim
boyutlarda (Is ve Egitim, Evlilik ve Aile, Din ve Toplum, Saglik ve Yasam) en az puana sahip
olan grup oldugu beyan edilmektedir (Unlii ve Cigek, 2019: 452-456).

Fatih ve Varol, “Covid-19 Salgini Sonras1 Z Kusaginin Kariyer Algilarinin ve Is Hayatina
Iliskin Beklentilerinin Incelenmesi” bashkli ¢aligmalarini, Konya ilinde bulunan kamu
tiniversitelerinin isletme, turizm ve saglik bilimleri fakiiltelerinde okuyan 3. ve 4. siif lisans
ve yliksek lisans Ogrencileri lizerine yapmuslardir. Arastirma sonuglarina gore, Z kusagi
temsilcilerin is ve ig yeri tercihleri agisindan en fazla orgiit kiiltiirii ve degisim degerine,
sonrasinda ekonomik degere, is kosullar1 degerine, isyeri itibar1 degerine ve son olarak da
sosyal degere dnem verdikleri saptanmistir (Kiling ve Varol, 2021: 72).

Kizildag’in izmir Demokrasi Universitesi IIBF’de egitim gdren &grencilerle yapmis
oldugu “Z Kusag1 Hangi Beklentilerle Is Yasamina Giriyor” baslikli calismasinda: grencilerin
i1 bagvurularinda kariyer sitelerini ve sosyal aglar1 kullandiklari, isletmeler hakkinda bilgi
topladiklari, se¢im siirecinde yiiz ylize miilakat:1 tercih ettikleri, miilakatta {icret, kariyer ve
calisma kosullar1 hakkinda bilgi edinmek istedikleri ve isletmece saglanacak egitim ve gelisim
imkanlarinin 6nemli oldugu tespit edilmistir (Kizildag, 2019: 39-43).

Cevik ve Deniz’in yaptiklar1 Z kusagimin kariyer algist araglari ortalamalarina
bakildiginda, en yiiksek ortalamanin is ortami araglarinda oldugu, bunu sirasiyla ilerleme,
Ozgiiven ve 1s degistirme araglarinin takip ettigi bulunmustur (Cevik ve Deniz, 2021: 306).

Akpmar ve Kuloglu’'nun Meslek Lisesi, Anadolu lisesi ve Fen Lisesi 0grencilerine
yonelik yaptiklar1 kariyer karar1 yetkinlikleri arastirmasina gore; arastirmaya katilan
ogrencilerin %70’inin gilinliik 3 saatten fazla internette vakit gecirdikleri, en fazla “isle ilgili
interneti kullanma” konusunda kendilerine “giivendikleri” tespit edilmistir. Ayrica 6grencilerin
kariyer karar1 yetkinlik diizeyine dair algilarinin, lise tiirti, lise alani, sinif, internette gecirilen
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giinliik siire, ebeveyn egitim diizeyine gore anlamli farklilik gostermedigi goriilmiistiir (Akpinar
ve Kuloglu, 2023: 1372-1373).

(asin ve Sahin tarafindan ¢alisma hayatinda bulunan Z Kusaginin yoneticileri ile yapilan
derinlemesine goriismelere dayali nitel bir arastirma gergeklestirilmistir. Arastirmada, farkl
sektorlerde faaliyet gosteren, galisan sayisi yliz ve iizeri olan firmalarda, insan kaynaklari
yoneticisi, personel miidiirii ya da benzer iist diizey yoOnetici olarak ¢aligan 20 yonetici ile birebir
derinlemesine gorlismeler yapilmistir. Arastirmada, Z Kusaginin is ile ilgili 6ne c¢ikan
ozellikleri nedeniyle yoOnetim tarzi, motivasyon, takim calismasit ve sosyal etkilesimler
konusunda 6nemli farkliliklar gosterdigi tespit edilmistir (Casin ve Sahin, 2023: 227).

Akay’in yaptigr sivil toplum kuruluslarinin genglerin kariyer planlamalarinda nasil
katkilar yapmas1 gerektigiyle ilgili olan ¢alismanin sonucunda; STK’larin genclere kariyer
danigmanligi, mentorluk, mesleki egitim ve ag kurma gibi ¢esitli destekler sagladigi ve bu
hizmetlerin genclerin is piyasasina daha hazirlikli girmelerini temin ettigi ve de kariyer
gelisimlerine olumlu katkilarda bulundugu belirtilmektedir (Akay, 2024: 16).

Incik ise yaptig1 “Z Kusaginin Is Hayatindan Beklentileri ve Kariyer Algilar1” baslikli
calismanin sonuglara gore; Z Kusaginin diger kusaklara gore daha egitimli oldugu, ancak daha
gec ise basladiklari, daha girisimci ve kendilerine giivenen bireyler olduklar1 goriilmiistiir. Z
kusaginin kurumlardan talepleri arasinda deger gormek, adil bir ¢alisma ortaminda ¢alismak
vardir. Ayrica Z kusagi, is yerinde sadece ¢alismak istememektedir. Calisma disinda spor
yapma, eglenebilme imkanlariin oldugu teknolojik yatirimlarla sekillenmis, sik bir is ortami1
istemektedirler. Ayrica Z kusagi is degistirmeye yatkin bir kusak oldugu i¢in yeni is firsatlarinin
saglanmasinin 6nem arz ettigi vurgulanmaktadir (incik, 2024: 105).

Bu arastirma, Z Kusagi bireylerinin kariyer planlamasinin demografik faktorlere gore
farkliliklarin incelenmesi amaciyla yapilmistir. Bu arastirma sonuglarina gore 6grencilerin
kariyer planlarinda annelerin daha ¢ok rollerinin olmasi nedeniyle anne egitimlerinin daha iyi
hale getirilmesi i¢in iilke olarak ¢aba sarf edilmesi gerekir. Bu arastirma, tek bir lisede yapildig:
icin bagka arastirmacilara 6rneklemin daha genis tutulmasi onerilebilir. Ayrica bagka illerdeki
Fen liselerinde de 6grencilere yonelik arastirmalar yapilarak iller arasinda ve okullar arasinda
karsilagtirmalar da yapilabilir.
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Abstract

Television and digital series reflect the cultural, social, political, and economic dynamics of the societies
in which they are produced. They provide international audiences with the opportunity to explore
foreign cultures while contributing to national interests like promoting tourism, enhancing the country’s
image, influencing consumer behavior, and encouraging language learning. This study examines
foreign audiences’ perspectives on Turkish series, evaluating factors such as content quality, language
learning, travel motivation, and purchasing behaviors. Findings show that the depiction of locations
and cultural elements in Turkish series motivates viewers to visit Tiirkiye. High-quality casts, romantic
themes, and engaging storylines contribute to the perception of Turkish series as high-quality
productions. Social media interactions positively influence viewing behaviors by encouraging
recommendations and episode discovery, with some viewers expressing a desire to purchase featured
products.

Keywords: Turkish series, marketing, marketing of Turkish series, foreign viewers

Tiirk Dizilerinin Pazarlanmasi ve Yabanci izleyicilerin Tiirk Dizilerine

Yonelik Algilar1 Uzerine Bir Arastirma

Oz

Televizyon ve dijital platformlar, iiretildikleri toplumlarin kiiltiirel, sosyal, politik ve ekonomik
dinamiklerini yansitan diziler yayinlamaktadir. Bu diziler, uluslararas izleyicilere yabanci kiiltiirleri
kesfetme firsati sunarken, ayni zamanda turizmi tesvik etme, iilke imajini gelistirme, tiiketici
davranmislarin etkileme ve dil 6grenimini tesvik etme gibi ulusal ¢ikarlara da katkida bulunmaktadir.
Bu ¢alisma, yabanci izleyicilerin Tiirk dizilerine yonelik bakis agilarini incelemekte olup, icerik kalitesi,
dil 6grenimi, seyahat motivasyonu ve satin alma davraniglari gibi faktorleri degerlendirmektedir.
Arastirma bulgulari, Tiirk dizilerindeki mekanlar ve kiiltiirel unsurlarin izleyicileri Tiirkiye'yi ziyaret
etmeye tesvik ettigini gostermektedir. Kaliteli oyuncu kadrolar, romantik temalar ve ilgi ¢ekici
hikayeler, Tiirk dizilerinin kaliteli yapimlar olarak algilanmasina katki saglamaktadir. Sosyal medya
etkilesimleri, izleme davranmslarini olumlu yonde etkileyerek tavsiyeler paylasiimasina ve yeni béliimler
kesfedilmesine olanak tamimaktadwr. Ayrica, bazi izleyicilerin dizilerde yer alan iiriinleri satin alma
istegi oldugu gozlemlenmistir.

Anahtar Kelimeler: Tiirk dizileri, pazarlama, Tiirk dizilerinin pazarlanmasi, yabanci izleyiciler
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Genisletilmis Ozet

Diziler genellikle bir ihtiya¢ ya da zamani gegirmek igin bir eglence araci olarak goriilmektedir. Ancak
bunlarin 6tesinde, diziler izleyicilerin hayatlar1 {izerinde dogrudan etkiler yaratabilir, onlarin sosyal
yasamlarimi etkileyebilir ve algilarini degistirebilir. Dizilerdeki farkli mekanlar ve karakterlerle tanigan
izleyiciler, farkli {ilkeler ve kiiltiirlerle etkilesim kurma firsati bulurlar. Bu durum, izleyicilerde dizinin
iiretildigi lilkeye, oyuncularina, iirlinlerine yonelik bir merak uyandirir ve o iilkenin taninmasina katki1
saglar. Boylece iilkeler, diziler araciligiyla imaj insa eder, izleyiciler dizinin ¢ekildigi tilkeye gitmek
ister ve diziler iilkenin turizmine katkida bulunur. Tiim bunlar {ilkeye ekonomik kazang olarak geri
donmektedir (Atesoglu ve Andag, 2015: 668-669; Aydemir, 2016: 179; Barkinay, 2019: 37; Kim vd.,
2007: 1340). Dizinin igeriginden sosyal medya yoOnetimine kadar bir¢ok faktdr dizi pazarlamasina
onemli katkilar saglamaktadir. Boylece dizilerin birden fazla iilkede izlenmesi i¢in pazarlama
faaliyetlerinin ve caligmalarinin yapildigi goriilmektedir. Gegmiste dizilerin pazarlamasi geleneksel
medya araglar1 kanallara yonelikken, giiniimiizde hem TV kanallarinin hem de dijital platformlarin artan
giicliyle, dijital kanallarla da anlagsmalar yapildig1 goriilmektedir. Bdylece Disney+, Netflix, YouTube,
Amazon Prime gibi uluslararas1 dijital platformlarda Tiirk dizilerinin erigilebilirligi giin gectikge
artmaya baglamstir.

Bu c¢aligma, Tiirk dizilerini izleyen yabanci izleyiciler perspektifinden, turizm, imaj, satin alma
davranislari, dizi icerigi gibi konular agisindan iligkilendirmeler yapilmaktadir. Diger bir ifadeyle
yabanci tiiketicinin Tiirk dizilerine ydnelik bakis agis1 incelenmektedir. Ulkelerin dizi pazarlamasi
iizerine yapilan ¢aligmalarin literatiirde yetersiz oldugu goriilmektedir. Genellikle diziler, yumusak gii¢
(soft power) kavrami gergevesinde ele alinmistir (Jaarneh, 2023; Yazar, 2020; Arslan, 2022; Aktas,
2024). Ayrica dizi turizm tizerine de ¢aligmalar bulunmaktadir (Giingér, 2019; Contu ve Pau, 2022;
Askanova vd., 2021). Ancak bu ¢alisma, Tiirk dizilerini, sadece dizilerin turizme etkisi yoniiyle degil,
sosyal medyanin rolil, dizi igerigi, satin alma gibi pazarlama stratejilerini yonlendirici unsurlarla ele
almmakta ve bu durumu yabanci izleyicilerin Tiirk dizilerine yonelik goriislerini inceleyerek ortaya
koymaktadir. Caligmanin, bu cercevede hem literatiire hem de uygulamaya katki saglayacagi
diistiniilmektedir.

Arastirma sonuglarina gore, yabanci tiiketiciler Tiirk dizilerini en ¢ok internet ve YouTube platformlari
iizerinden izlemektedir. Izleyicilerin, altyazi kullanarak Tiirkce kelime ogrenmeye calistiklar:
gorilmiistiir. Tiirk dizilerinde yer alan mekanlar ve iilkenin tanitimi, izleyicilerin Tiirkiye’ye seyahat
etme motivasyonlarini artirmaktadir. Ayrica, Tiirk dizilerinin kaliteli oyuncu kadrolarina sahip olmasi,
romantik temalari ve ilging hikaye yapilari, bu dizilerin kaliteli olarak algilanmasii saglamaktadir. Tiirk
dizilerinin sosyal medya araciligiyla arastirilmasi, izlenmesi ve yeni bdliimlerine ulagilmasi, izleme
davranislarini olumlu ydnde etkilemektedir. Izleyicilerin, online platformlarda Tiirk dizileri hakkinda
yorum yaparak ¢evrelerine tavsiye ettikleri de gdzlemlenmistir. Son olarak, Tiirk dizilerini izlerken bazi
izleyicilerde dizilerde goriilen iriinleri satin alma istegi olustugu tespit edilmistir. Tiirk dizilerinin
izlenmesi, sosyal medya etkilesimi, izleyicilerin seyahat motivasyonu ve iiriin satin alma davranislarini
olumlu bir sekilde sekillendirmektedir. Bu ¢er¢evede, Tiirk dizilerinin pazarlanmasinda, dizi igerikleri,
sosyal medya etkilesimleri, kalite algisi, oyuncular ve benzeri birgok faktor stratejik birer unsur olarak
degerlendirilmektedir. Boylece, dizilerin farkli {ilkelere pazarlanmasinda, hedef kitlenin 6zellikleri,
sosyal medya kullanim aligkanliklar1 ve turizmi tesvik eden stratejilerin pazarlama faaliyetleri dikkate
alinmalidir.
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1. Introduction

Series can often be seen as a necessity or a means of entertainment to pass the time. But apart
from these, series can also have an immediate impact on the lives of viewers, affecting their
social lives and changing their perceptions. Exposure to different places and characters in series
enables viewers to interact with different countries and cultures, which in turn leads to the
recognition of that country and culture, and even to an increased curiosity about that country
and culture. Thus, countries export their cultures by building a nation image through series,
viewers want to go to the country where the series are broadcasted, and the series contribute to
the tourism of the country. All these returns to the country as economic gain (Atesoglu and
Andag, 2015: 668-669; Aydemir, 2016: 179; Goksun, 2018 as cited in Barkinay, 2019: 37; Kim,
et al., 2007: 1340). The audience, which changes day by day, increases the viewership of the
series by watching, wondering, researching and following the series from other countries in
addition to the American-made series. This situation also contributes to the country where the
series are made. It is seen that marketing activities and studies are carried out for the series to
be watched in more than one country. This situation is evaluated in the series scripts, the visual
and physical appearance of the plays, clothing, technical and image quality and many other
issues. In the export and marketing process of series, decisions are made through in-depth
discussions and interviews in terms of disagreement or agreement between countries, marketing
power, content and quality of the series, suitability for the country, etc. While in the past the
marketing of series was directed towards channels, today, with the increasing power of both
TV channels and digital platforms, it is seen that agreements are also made with digital
channels. Thus, the accessibility of Turkish TV series on international digital platforms such as
Disney +, Netflix, YouTube, and Amazon Prime has started to increase day by day. It is seen
that the studies in the literature about the series marketing of countries are insufficient.
Generally, studies have been conducted in series with the concept of soft power (Jaarneh, 2023;
Yazar, 2020; Arslan, 2022; Aktas, 2024). In addition, there are also studies on tourism (Giingor
and Uysal, 2019; Contu and Pau, 2022; Askanova et al., 2021). The study discusses the
development, diversity and marketing importance of Turkish series. In addition, relational links
are established in terms of tourism, image, purchasing behaviors, series content, etc. through
the perspective of foreigners who watch Turkish series. All the same, this study deals with
Turkish series, and marketing strategies, as well as examining the perceptions of foreign
viewers about Turkish series. It is thought that the study will contribute to both literature and
practice within this framework.

2. Development of Series in the World

First of all, the study provides information about the development of TV series in the world and
then the historical development of Turkish TV series is discussed. A flow is drawn from general
to specific. The first television series was broadcast in the United States. This series was a
melodrama called The Queen's Messenger, aired in the late 1920s (Barnow, 1975: 61 as cited
in Mutlu, 2008: 71). However, it is known that serials were initially introduced to the audience
through radio. The origin of serials can be traced back to the radio serials broadcast in the early
1930s in the United States. In radio, whose main material is music, soap opera programs started
to be broadcast over time and these programs had a great impact on listeners (Mutlu, 2008: 159;
Kuyucu, 2013: 373-378). The impact of the series on the audience has been one of the reasons
why they started to be broadcast on television as well (Mutlu, 2008: 72). In the US, TV series
have become very popular since the 1950s and have become the most preferred television
broadcast by viewers. This has led to the formation of many different types of series and it has
become possible to categorize series into many different categories (Allen, 2019 as cited in
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Doganay and Aktas, 2021: 854). Since the second half of the 1950s in the US, TV series in the
types of western (cowboy), melodrama (soap opera), comic book adaptations, crime fiction and
science fiction have also started to be filmed. However, the genre that was followed with the
most interest by the audience was sitcoms (Doganay and Aktas, 2021: 855). Starting from the
late 1950s in the United States, these different television series began to be found more
attractive and watched more by viewers than other formats on television. This led to the
marketing of these series broadcast on American television to many countries, in other words,
the export of the series. The American TV series ‘Dallas’ started to be broadcast on European
television and was well received by the audience. In addition to the series ‘Dallas’, many other
series were exported from the US and shown on European channels. US-British co-produced
historical series such as ‘Rome’ and ‘Tudor’ were also filmed and broadcast. Some European
TV series have emerged as adaptations of American series (Bignell and Fickers, 2008: 281). In
Latin American countries, the soap opera, called ‘telenovela’, has become the most popular
type of soap opera. Telenovelas are the main television programs that have been filmed since
the beginning of television broadcasting in Latin American countries. Telenovelas are
melodramas in which characters find themselves in complex situations, based on class conflict
and the promotion of social mobility. Over time, telenovelas have transcended the borders of
Latin countries and have become the most important cultural export products of countries in
this region (La Pastina, Rego and Straubhaar, 2003: 1-3; Dorce, 2014: 252-253).

The fact that television series are very popular with the public has made these series an
export product. Thus, producers started to export the series to different countries (Ozel, 2020:
120). According to a study conducted by EuroData TV in 2015, it was concluded that viewers
attach great importance to TV series. In this research, it is seen that movies and TV series are
the most watched productions all over the world with a rate of 43%, and this rate increases to
60% in Asia, Latin America and Africa (Sentiirk, 2018: 24). Considering these rates, it is seen
that TV series are in an important position for both viewers and television channels (Barkinay,
2019: 26). TV series have become one of the most striking productions of television, which is
one of the visual communication tools, and the most preferred productions by viewers. In the
2000s, OTT (over-the-top) broadcasting, a type of internet television broadcasting, emerged
and many series from different countries became easily accessible all over the world thanks to
OTT platforms (Sentiirk, 2018: 24). OTT was first produced to provide broadcasting services
over television, and with the development of technology, it has started to be used on many
devices such as computers, laptops, tablets and mobile phones. OTT platforms have offered a
wide range of viewing options to the audience in terms of both device and content (Y{iinclioglu,
2019: 31). Today, OTT platforms such as Netflix, Disney+, HBO Max, Hulu, Amazon Prime
are universal and offer the audience in almost every country the series of many different
countries with various content. In this context, it is observed that the series industry is
increasingly expanding on both digital platforms and television.

2.1. Development of Turkish Series

One of the most important indicators that television is effective in Tiirkiye is television series
(Savag, 2004: 4). Turkish television viewers first met with soap operas in the first half of the
1970s, a format they did not know in terms of content and form. Turkish viewers first started
watching soap operas called Brazilian telenovelas and then American soap operas. In the years
when there was only one channel broadcasting in Tiirkiye and TRT was the only channel, they
were TV series that were bought from abroad such as ‘Fugitive’, ‘Virginia’, ‘Dallas’, ‘The
Young and the Restless’, ‘Dynasty’, ‘Brave and Beautiful’. They constitute some of these soap
operas broadcast on the TRT channel. These serials and many other serials broadcast at that
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time were followed with interest by the Turkish audience (Kurt, 2011: 187; Oneren, 2013: 78).
With the “Turkish Radio and Television Corporation Law” numbered 359, the TRT channel
was established in 1964 as an autonomous public legal entity in order to perform radio and
television broadcasts on behalf of the state, and the first broadcast was made in 1968. In 1974,
the TV series “Kaynanalar”, which was accepted as the first domestic television series and had
sitcom features, was broadcast. After this series, Turkish literature was used for the scenario of
the series, and in 1975 Halit Refig filmed the series “Ask-1 Memnu”, adapted from Halid Ziya
Usakligil’s novel Ask-1 Memnu. It is known that the first TV series in the history of Turkish
TV series consisted mostly of TV series adapted from Turkish literature. (Avcioglu, 2018: 34;
Cereci, 2014: 2; Oneren, 2013: 78; Reis, 2013: 12; Doganay and Aktas, 2021: 858-859).

In the 1980s, the TRT-2 channel was launched as a result of the audience’s admiration
for domestic TV series, as well as foreign soap operas. “Kuruntu Ailesi” in 1985 and “Perihan
Abla” in 1986 started broadcasting in 1989. It was with the TV series “Perihan Abla” that
Turkish TV series became the center of attention in society. As a result of the popularity of this
series by the audience, the street where the series was filmed was named after the series and the
real estate market gained vitality. Thus, it has been seen what a TV series can affect social life
and how important it can become for a country (Mutlu, 2008: 215; Tanridver, 2015 as cited in
Doganay and Aktas, 2021: 859). With the launch of Star 1, Tiirkiye’s first private channel, on
August 4, 1990, television series began to be followed with greater interest by the public. This
situation encouraged the producers to film a new series. This private channel, which went on
the air, enabled Tiirkiye to enter a new era in terms of the TV series industry. The number of
serials has increased, and in parallel, production companies have started to develop and the
quality of the series has increased (Cengiz, 2020: 46-47; Cereci, 2014: 7; Doganay and Aktas,
2021: 860; Reis, 2013: 12).

The TV series industry in Tiirkiye showed significant growth in the late 1990s and early
2000s (Barkinay, 2019: 33) In the 2000s, the variety of topics in Turkish TV series started to
increase. Adaptations of foreign serials have also started to be made, and these adapted serials
have been loved by the audience. These adaptations also contributed significantly to the
diversity of the subject. Another development in these years was the sale of Turkish TV series
abroad. Since 2006, domestic TV series exports have started to accelerate. Turkish TV series
have been exported to many different regions of the world, primarily the Middle East and the
Balkans, and have left the audience under their influence. Developments in marketing
communications have had a great impact on the fact that Turkish TV series are watched in
different parts of the world (Doganay and Aktas, 2021: 859; Oztiirk and Atik, 2016: 68-69).
Turkish television has created the TV series industry, which it started to develop with the TV
series it bought from abroad, with elements of its own culture. In addition, Turkish TV series
were brought to a position where they started to be exported abroad.

2.3. Developments in the Marketing of Turkish Series

Serial export is defined as the granting of the right to display a series to a broadcaster abroad
for a certain period in return for a fee (Doganay and Aktas, 2021: 861). Today, while the size
of the television sector has reached billions of dollars, the most important productions in this
field are Turkish TV series. Turkish series, which have grown rapidly to become a sector on
their own in a short time and gained international recognition, are both the most-watched on
national television channels and the most exported productions (Businessdiplomacy, 2021). For
a TV series to be exported abroad, it must achieve high ratings in the country where it is
produced. For example, in Tiirkiye, a TV series must first reach high viewership in Tiirkiye in
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order to be sold abroad (Doganay and Aktas, 2021:871). Turkish TV series also demonstrate

significant performance with their success in exports (Capik and Dulupgu, 2023:158; Nuroglu,
2013: 11).

The export of Turkish TV series abroad was realized for the first time in 1981 when the
TV series “Ask-1 Memnu” was marketed to France. After this series, fifty-two Turkish-made
TV series were exported to nine different countries. Turkish TV series also achieved significant
success in the domestic TV series industry during this period, and the adventure of going abroad
in real terms was realized with the series “Deli Yiirek”. With the marketing of the “Deli Yiirek”
series to Kazakhstan in 2001, Turkish TV series producers took an important step to gain a
place in the international TV series market (Sentiirk, 2018: 3; Arbath and Kurar 2015: 31;
Oztiirk and Atik, 2016: 74). With the step into the Central Asian TV series market with the
series “Deli Yiirek”, TV series started to be seen as a major export branch in the Turkish export
industry (Balli et. al., 2013: 187). With the marketing of the ‘Giimiis’ series to the Middle East
and Bulgaria in 2007, serial exports to the Middle East and the Balkans began (Oztiirk and Atik,
2016: 74; Buccianti, 2010: 25; Dinger and Kutlay, 2012: 4).TV series exports to the Balkan
countries continued with the TV series “Binbir Gece” broadcast in Croatia in 2010. This series
was loved by the public and increased the Turkish TV series audience. After this series, serials
such as Fatmagiil’iin Su¢u Ne, Hanimin Ciftligi, Muhtesem Yiizyil (Magnificent Century), Ezel
and Dudaktan Kalbe were broadcast in Balkan countries in 2012 (Panjeta, 2013: 143; Nuroglu,
2013: 7). Turkish TV series have gained an important place in the European TV series market
after their success in the Middle East and the Balkans. In 1981, the TV series “Ask-1 Memnu”
was marketed to France, and the TV series “Yabanci Damat” to Greece. In addition to these TV
series, many Turkish TV series such as Binbir Gece, Dudaktan Kalbe, Giimiis, Ac1 Hayat, Agk-
1 Memnu, Ezel, Yer Gok Ask, Lale Devri, Muhtesem Yiizyil and Asi were screened at different
times, and these series attracted millions of viewers on the screen. (Ozdemir Giizel and Aktas,
2016: 116; Cengiz, 2020: 53). In addition to Greece, Turkish TV series were followed by Spain,
Sweden, Italy, Portugal and many other European countries. According to the news of Anadolu
Agency, Spain had dominated Latin American TV series until this time, but it was stated that
Turkish TV series had a great impact. Many Turkish TV series have been exported to many
continents and countries, especially to the Middle East, Balkans and European country markets.
(Oztiirk and Atik, 2016: 75). The series, which has the biggest success story among the TV
series exported to countries in all these different continents, is “Muhtesem Yiizyil (Magnificent
Century)”. It has reached more than 500 million viewers in almost 90 countries and has
increased its export figures exponentially. At the same time, this series has taken its place
among the TV series that bring the most revenue and are exported to most countries. Thanks to
the Magnificent Century TV series, China and Japan were among the countries to which
Tiirkiye exported TV series for the first time (Biiyiikkdsdere, 2018; Ozdemir, 2018; Sentiirk,
2018: 4). Today, more than 120 Turkish series reach 156 countries and approximately 500
million viewers. In the early periods, Turkish TV series exports, which mainly progressed to
the Middle East, expanded to Central Asia, the Balkans, Europe, Asia, Africa, Latin America
and the Far East. Thus, Turkish TV series became the most demanded TV series in the
international arena after US TV series, and Tiirkiye became the second country after the US in
TV series exports (Directorate of Communications, 2019; Kantarci et.al., 2015: 213; Oztiirk
and Atik, 2016: 69). Although Tiirkiye started television broadcasting and producing Turkish
series relatively late, it has rapidly become a dominant player in the global TV series market.
In a very short period, Tiirkiye has achieved a larger market share than any other country, except
for the USA. This remarkable success is due to the widespread international popularity of
Turkish dramas, which have gained significant viewership in regions like the Middle East, the
Balkans, and Latin America. As a result, Tiirkiye has established itself as a major exporter of
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TV series, surpassing many other countries in terms of global influence in the television
industry. In addition to these, the government has provided certain support for the export of TV
series. First of all, in 2008, the law on the VAT (Value Added Tax) refund of TV series
production costs was enacted. After many developments regarding this issue, the support of TV
series was defined in the “Regulation on Supporting the Cinema Industry” published on October
15, 2019. According to the regulation, producers of TV series projects that are exported abroad
and contribute to the promotion of the country can now receive support (Deniz, 2010: 52;
Doganay and Aktas, 2021: 869).

Distributor companies have an important role in opening Turkish TV series to
international markets and broadcasting them on different channels in different countries.
Distributor companies, which distribute, market and sell the serials that have existing content,
carry out the export activities of the serials (Oztiirk and Atik, 2016: 76). Global Agency, which
contributes to the cultural promotion of Tiirkiye and helps Turkish series to spread globally,
was awarded an outstanding achievement award by the TOA Awards, one of the award
ceremonies held in the USA in 2019 (GlobalAgency, 2019). On the other hand, serial
productions cooperate with channels of different countries in export. Channels such as Kanal
D, ATV, and FOX have their own sales units for serial productions (Sentiirk et al., 2017: 185).
While the United States ranks first in the world's largest TV series exports, Tiirkiye ranks
second (MediaCat, 2018; Kalkinma Bakanligi, 2018: 20; GlobalAgency, 2019; Branding
Turkiye, 2019; Businessdiplomacy, 2020). Self-development of Turkish TV series increases
export activities and their marketing to different countries beyond the Middle East countries. It
also enabled the increase of distributors such as agencies (Sentiirk et al., 2017: 203). The
audience profile of the target country is important in the marketing of TV series. Because the
products to be marketed must be suitable for the audience profile. It helps to collect information
about the audience profile of the target country by looking at the demands of the countries, such
as what kind of TV series content and TV series types (Sentiirk et al., 2017: 191). It can be
evaluated by looking at many structures of the targeted country in the marketing of Turkish TV
series. Common points and ties can be found with the targeted country. In addition to television
series, OTT platforms collaborate with producers in other countries for series/films. Such
platforms also do business with Turkish producers. OTT platforms can easily reach audiences
from all over the world (Doganay and Aktas, 2021: 868). The habits of watching TV series
have started to change in the world and Tiirkiye. In order to save time, the viewer now aims to
watch the serials where they can access the content they want at any time and place and they
do not watch commercials in between. OTT platforms, on the other hand, can meet such needs
of this new generation audience. This situation also had a significant impact on the export of
series. Because viewers have started to show interest in the series broadcast on OTT platforms
rather than television series. Thanks to OTT platforms, Turkish series reach a wider geography
and audience. In this context, OTT platforms also make a significant contribution to the export
of series, mediating the reach of viewers not only from certain channels but also from
international digital broadcasting platforms (Sentiirk et al., 2017: 190-191). The transition of
Turkish series to digital platforms began with Netflix's availability in Tiirkiye in 2016. In this
context, while Turkish series were already reaching audiences in various countries through
terrestrial broadcasting, the new generation of Turkish series, written and directed as part of
Netflix Originals, significantly contributed to the growth of the Turkish series industry. One of
the key differences between digital platforms and television broadcasting is the freedom
provided by the on-demand nature of digital platforms. This freedom is reflected in the ability
to experiment with a wide range of genres and storytelling techniques, which are often more
flexible compared to the conventional, genre-specific productions common in television
broadcasting (Kuscu Ozbudak, 2022).
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According to Parrot Analytics, global demand for Turkish series increased by 184%
between 2020 and 2023(Parrot Analytics, 2024; Economist, 2024). The increasing success of
Turkish TV series is driven by various factors. These include content, design, external
evaluation (costumes, set design, locations), organizational structure, and marketing (Son,
2020). This significant rise reflects the growing international popularity of Turkish dramas,
which have become a prominent export in the television industry. After the export of Turkish
series increased so much, Turkish series showed significant progress in terms of filming quality,
production quality and artistic value. They tried to reach high standards in many areas such as
image quality, sound system, venue and costume design, dubbing, script, storytelling, outdoor
filming and acting (Deloitte Turkey, 2014; Ozgokbel-Bilis et. al., 2018: 412; Bolelli, 2021).
Such factors help promote the country in an international context and strengthen its cultural
influence. It can be evaluated by looking at many structures of the targeted country in the
marketing strategies of Turkish TV series. Common points and ties can be found with the
targeted country. In this case, the factors involved in the marketing of the Turkish series to
different countries should be clearly addressed. Topics such as tourism (Aksen, 2016; Ozcan,
2016; Matar, 2017; Navarette, 2020), image (Barkinay, 2019; Navarette, 2020, Ozarslan, 2020),
product purchasing (Bozlak, 2019, Kuris, 2019; Aksen, 2019), learning Turkish language
(Sejfula, 2019; Nastoski, 2021), social media (Deniz, 2019), culture (Balaban, 2015; Ozgdkbel
Bilis et.al., 2018; Hancigaz, 2021; Benrazek, 2022; Okmen, 2023) are the main contributions
of Turkish series to the country.

2.3.1. The Impact of the Turkish Series on Tourism

Tourism income increased by 53.4% in 2022 compared to the previous year and reached 46
billion 284 million 907 thousand dollars (tuik.gov.tr/:05.07.2023). Tourism becomes a key
driver for socio-economic progress and therefore tourism is closely linked to development (Ertz
et al., 2021: 655). There can be many reasons why a country is considered valuable in terms of
tourism. These reasons could include a country's natural beauty, cultural heritage, historical
landmarks, and unique experiences that attract visitors. Factors like safety, accessibility,
hospitality, and infrastructure are also critical in shaping its tourism appeal. Additionally,
television series and films produced in that country can serve as a powerful marketing tool by
showcasing its locations, culture, and lifestyle. Films/series can serve as a powerful marketing
tool by showcasing tourist destinations through media, appealing to international audiences and
sparking their interest in visiting these locations. In this way, TV shows can become a strong
promotional asset for tourism, encouraging viewers to explore the featured places and cultures.
Nuroglu (2013:9) states that, according to the study, Turkish series play a significant role as an
effective promotional tool for introducing Tiirkiye to tourists coming from the Balkans and
Arab countries. Film/Series tourism, called series/film-based tourism, provides tourist visits to
that region as a result of showing a country/city/region on television, video or cinema screen.
Film/series tourism is a growing phenomenon worldwide, causing both the growth of the
entertainment industry and the increase in international travel (Hundson and Ritchie, 2006:
387). Naci Koru, who served as the Ambassador to Saudi Arabia, mentioned that country
promotion campaigns cannot be done even if millions of dollars are spent, it becomes possible
to realize this situation with a few series (Dinger and Kutlay, 2012: 31). In that case, the
elements reflected by a series significantly affect the country's contribution to tourism.

Exported Turkish series increased the sense of curiosity in the audience and this situation
had a positive effect on the tourism sector (Ozcan, 2016: 202). Movie and serial effect tourism
can be defined as the audience's curiosity about that destination and visiting it for touristic
purposes as a result of showing a destination with a film or series. As a result of the broadcasting
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of Turkish series in many different countries, viewers from many different countries began to
come to Tiirkiye to visit the places they saw in the series. Thus, film/series tourism becomes
important in Tiirkiye (Hudson and Ritchie, 2006: 387; Okmen and Géksu, 2019: 270; Saltik et.
al, 2010: 42; Cinar Sahin and Acar, 2021: 75). In this case, studies have been carried out on
whether film/series tourism has a positive effect on visiting the regions shown in the
series/films. Cetin (2010) concluded that the TV series “Kinali Kar” and “Yeseren Riilyalar” are
very effective in the promotion of Cumalikizik district and that these TV series attract local and
foreign tourists to the region. Nuroglu (2013) concluded that 31% of the tourists who come to
Tiirkiye visit Tiirkiye with the effect of the TV series they watch. Ozdemir-Giizel and Aktas
(2016) concluded that Turkish TV series positively affect the size of tourism activities for
Tiirkiye. Ciftci et. al. (2017) concluded that the “Karagiil” TV series filmed in Eski Halfeti had
a positive impact on visiting the region. According to the findings of research conducted by
Skyscanner, the travel search engine serving globally, it has been seen that there is an important
connection between flight searches and foreign TV series in the show (Deloitte Tiirkiye, 2014:
31). When we look at the results of this and similar studies, one of the most important results
of Turkish TV series exports is that a positive image of Tiirkiye such as historical values and
natural beauties is drawn, and as a result, foreign tourists come to the country. In this context,
every effort should be made to ensure sustainable growth in the field of tourism. One of the
important elements of a touristic destination, brand image or destination image (in the context
of tourism) should be given special attention to the examination and evaluation (Lopes, 2011:
306). Turkish TV series have positive effects on the image of the country (Barkinay, 2019: 81).
In that case, series not only influence audiences through their storylines but also promote the
countries, cities, or local destinations where they are filmed. They create cultural appeal and
contribute to the country's brand image. This, in turn, has a significant impact on both tourism
and cultural awareness, fostering international interest and engagement.

2.3.2. Culture Marketing of Turkish Series

Culture is the collective programming of the human mind that distinguishes one group of people
from other groups. In this sense, culture is the system of values that the society has in common
(Hofstede, 2002). Along with cultural marketing, studies are carried out to introduce the
countries culturally, to make pricing policies, and to ensure their activities in distribution
networks. In this way, it is seen that the social and economic welfare and development of the
countries are realized. Cultural elements encompass fundamental aspects such as religion,
language, tradition, music, and clothing. Additionally, cultural elements can be examined
through mediums such as films/series, museums, and various other domains. (Karabiyik, 2013:
27). With globalization, it is seen that the changes in the modern world have diversified within
the economic, social and cultural structures (Gosco Hernandez and Torres Coronas, 2009: 10).
Culture constitutes the mosaic of values, morals, attitudes, beliefs, art and other shared symbols
created by the communities it is in. Culture significantly affects where people will travel, what
they will wear, and even where they will live (Mucuk, 2017: 76).

Culture marketing aims to ensure that a product or content is effectively presented within
specific cultural contexts and consumed in a way that is suitable for those cultures. Culture
marketing is perceived to be related to visual arts, performing arts or cross-cultural marketing.
In addition, it can have far-reaching effects on the social, economic and political behavior of a
community (Miller and Patiluga, 2001: 72). In other words, it is necessary to define a product
that includes more than just cultural tourism, cultural heritage, books, magazines, movies,
theater plays and festivals (Karabiyik, 2013: 39). The television series industry plays a
significant role in international marketing. The culture, customs, traditions, and lifestyles
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portrayed in these series provide valuable insights into the country of origin, enhancing its
global recognition. Through this medium, countries can promote their unique cultural identity
and increase international awareness, positioning themselves within a global context (Danaci
ve Nacar, 2016). Television series are not merely entertainment tools but can also serve as
powerful marketing instruments that promote a country's culture on an international scale. The
cinema/series industry, like other sectors, is influenced by the changes and developments in
cultural marketing conditions that arise as a result of global capitalism (Kilingaraslan, 2015:33).
The most important reason for the positive results of Turkish series exports is that Turkish series
are loved by the audience in the countries where they are broadcast. There are several main
reasons why Turkish series are loved by foreign audiences. The first main reason is known as
cultural proximity. According to the theory of cultural proximity, viewers show more interest
in television productions that include lives they see close to their own (Doganay and Aktas,
2021: 862). For example, a study investigating the reasons why Turkish TV series are admired
in the MENA region (Algeria, Bahrain, Egypt, Iran, Iraq, Jordan, Kuwait, Lebanon, Libya,
Morocco, Amman, Qatar, Saudi Arabia, Syria, Tunisia, United Arab Emirates and Yemen).
According to the results, the fact that the actor/actress(s) in the TV series are more similar to
Arabs in appearance, the events take place in a modern Muslim society, the use of common
words such as respect to the elder, the use of common words such as 'I hope, mashallah', family
ties, the similarity of social relations, the similarities related to life such as drinking tea with a
thin glass, praying the rosary. It has been seen that Turkish TV series are enjoyed in this region
(Nuroglu, 2013: 7; Doganay and Aktas, 2021: 862). The reflections of the Islamic culture in
Turkish and Arab society in Turkish TV series also allow the TV series to be watched more
acceptably by the Middle East audience (Okmen and Goksu, 2019: 253-255). Turkish TV series
have created an important audience in Balkan countries due to reasons such as cultural and
linguistic similarity, having a common history and heritage, and similarity of family traditions
(Kantarci et al., 2015: 214). Considering all these, religious, historical, cultural and ethnic
partnerships play an important role in the popularity of Turkish TV series in the Middle East
and Arab geography, Central Asia and the Balkans (Ozgokbel Bilis et al., 2018: 412). All these
partnerships make it easier for the audience to connect with the subjects and characters in the
series and enable the audience to follow the Turkish series with interest. Pothou (2020)
examines how Turkish drama series are consumed in different cultures. In recent years, Turkish
dramas produced with themes such as the history of the Ottoman Empire, militaristic series,
and Tiirkiye's foreign policy have been observed to spread successfully among viewers in
different countries, such as Greece. The research shows that cultural proximity contributes to
the adoption of these series by viewers from different cultures. In this context, in the television
industry, cultural marketing plays a crucial role not only in targeting local audiences but also
in achieving success in the global market. By understanding the cultural context accurately and
developing appropriate strategies, producers and distributors can establish a stronger
connection with viewers and increase viewership ratings.

Culture is one of the fundamental building blocks of content production, as content must
be shaped according to the cultural contexts, values, norms, and belief systems of the target
audience. This relationship directly influences the audience's interest in, response to, and
connection with the content, especially in genres such as television series, films, music, and
other media types. In this context, one of the reasons why Turkish series are loved by foreign
audiences is the closeness of the content. Most of the exported Turkish series consists of
melodrama series. These melodramas are very similar in content to South American telenovelas
in particular. For this reason, Latin people like to watch content they are used to from a different
culture, and for this reason, Turkish series have created an important sphere of influence in
Latin countries. In addition, the content of the Turkish series does not contain excessive
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sexuality and violence, it reflects emotions such as love, affection, revenge, anger and despair
well, it focuses on romance, and the series are watched with interest in the countries they are
exported to (Doganay and Aktas, 2021: 863-867; Cinar Sahin and Acar, 2021: 21). In addition,
the actor/actress in Turkish series portraying their roles in a natural way is another reason for
watching Turkish series (Cengiz, 2020: 58; Okmen and Goksu, 2019: 253). The fact that the
lifestyle seen in Turkish series is accessible not only to celebrities or wealthy people but also
to viewers from all walks of life, is another reason why Turkish series are loved and watched
(Kraidy, 2014, as cited in Temina, 2019: 57). Designing content in alignment with the cultural
context allows brands and content creators to build a strong connection with viewers, capture
the interest of their target audience, and achieve success in a broader market.

2.3.3. The Impact of Turkish Series on Buying

Consumer behavior is influenced by a variety of internal and external factors that interact to
create guiding effects on the purchasing process. These factors can alter consumers' purchasing
attitudes, intentions, and behaviors, thereby influencing their involvement in the decision-
making process. Internal factors are rooted in individual psychological states and motivations,
while external factors encompass environmental influences, social norms, and economic
conditions. This interaction dynamically shapes consumers' decision-making processes. In this
context, series have a significant effect on purchasing behavior (Hudson and Ritchie, 2006:
256; Sahbaz and Kiliglar, 2009: 47). Series can influence viewers' purchase intentions through
product placement (Qu et. al., 2024). Additionally, the lifestyles and preferences of characters
in the series can shape viewers' attitudes. Turkish series have increased the interest in Turkish
goods such as clothing, furniture, accessories and cosmetics in the countries where they are
shown (Kantarci et al., 2015: 215; Nuroglu, 2013: 7). Thanks to Turkish TV series, viewers in
foreign countries have information about the family structures of Turks, the places they live,
the music they listen to, their clothing, and the food they eat (Goksun, 2018 cited in Barkinay,
2019: 35). In a study on the effect of Turkish television series in Latin America on the audience,
it was found that the audience had little knowledge about Tiirkiye before watching Turkish TV
series, but as they watched the TV series, they began to learn more about Turkish people, culture
and lifestyle. Thus, it was seen that they started to have a positive view of Turkish people
(Aslan, 2019: 47). Furthermore, TV series can promote tourism and increase viewers' desire to
travel to locations featured in the shows or purchase products associated with those locations.
The effect of Turkish series in foreign countries is also seen in tourism, especially in purchasing
Turkish products seen in series. In addition, Turkish series have a positive impact on Turkish
traditions, values and culture, Turkish lifestyle, Turkish people and consumption habits in the
countries they are exported to (Deloitte Turkey, 2014: 31; Kuyucu, 2014: 11; Okmen and
Goksu, 2019: 270; Ozgokbel Bilis et al., 2018: 413). All these positively affect Tiirkiye's image,
increase its international visibility, open up Turkish culture to different geographies and
contribute to the formation of sympathy for the country by foreigners.

3. Researh Method
3.1. Aim and Contribution

Turkish series have gained a wide fan base not only among local audiences but also on
international platforms, becoming a global phenomenon. Spanning a vast geography from Latin
America to the Middle East, and from Europe to Asia, Turkish series have captured viewers'
attention with their unique storytelling and rich cultural elements. This development has not
only added economic value to the entertainment industry but has also made significant
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contributions to Tirkiye’s culture, tourism marketing and consumer behavior. Turkish series
spark cultural curiosity, increasing touristic interest in Tiirkiye, while also driving demand for
Turkish products. This study aims to research the perceptions of foreigners towards Turkish
series. The study also addresses the significant impacts of series on marketing within a strategic
context. In the study, the analysis was conducted using descriptive statistics and crosstab to
evaluate the questions. When the previous literature is examined, it is seen that the series are
evaluated from a single perspective or nation. It is thought that the study will contribute to the
literature on examining series with different elements and analyzing them by establishing
relationships.

3.2. Sampling and Data Collection

Since social science researchers cannot reach the whole population in order to carry out their
studies, the generalization of the research is made over the sample mass. Due to factors such as
time, cost and effort, it is not possible for researchers to reach and observe the entire population.
In this case, researchers evaluate their research by selecting a sample mass with similar
characteristics and abilities that can represent the population and by making studies on this
sample mass (Giirbiiz and Sahin, 2016: 126). In our research, in which we wanted to measure
the perceptions of foreign people towards Turkish series, the data were collected by
convenience sampling method and by online. The sample was formed using data obtained from
individuals who follow social media accounts (Facebook, Instagram) related to Turkish series
and from the researcher's group of foreign friends by Google forms. 244 foreigners were asked
to answer the survey questions. The data was collected between July and November 2023.

3.3. Measures

15 of the 23 question statements in the research; Balaban (2015), Giimiis et al. (2017), Malik
and Mukhtar (2019), Temina (2019), Deniz (2019) have been adapted from their research. The
other 8 questions of the research were created by the authors who conducted the research. In
this way, questions were asked about Turkish series in order to support the literature and gain
a different perspective. Table 1 includes the survey questions and their sources.
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Table 1. Questionnaires

Items Reference
What kind of Turkish series do you watch? Glimiis et al., 2017; Malik and
I watch Turkish series because they have interesting stories. Mukhtar, 2019

I buy products that I see in Turkish series.

I feel the Turkish series is close to my culture.

How often do you watch Turkish series?

(Every week / Every month / Once a year)

I watch Turkish serials because they have love and romantic themes. Malik and Mukhtar, 2019; Balaban,
I think Turkish series have a good cast (actors/actresses). 2015

Turkish serials motivate me to travel to Tiirkiye.

I try to learn words while watching Turkish series.

I would like it to be dubbed/subtitled while watching Turkish series.

(Dubbed / Subtitled / Doesn't matter)

I think the Turkish series are of good quality.

I follow Turkish TV series actor/actress(s) on social media Temina, 2019
I comment on Turkish series from online platforms. Deniz, 2019

I read information about Turkish series when I see it on social media.

The Turkish series I see on social media affect my watching preference.

On which platform do you watch Turkish series the most?

I would be happy when a Turkish series is broadcast on a platform that I can reach.  Created by authors
I would like to quickly find other episodes of a Turkish series I watched online.

It makes me happy to see the landscapes of the country in Turkish series

After I finish the Turkish series, I search to watch another Turkish series.

I recommend watching Turkish serials to my friends.

Turkish series contribute to the promotion of the country.

There are products that I want to buy while watching Turkish series.

3.4. Findings

In this part of the study, the demographic features of the participants are examined. Information
on gender, marital status, education, age and country of the people participating in the research
was collected. These features are examined and evaluated within the scope of the research.

3.4.1. Demographic Features

The participants were asked questions about their gender, marital status, education, age and
country, and 244 participants were asked to answer all questions in the questionnaire. In Table
2, all demographic characteristics of the respondents in the questionnaire are given in detail.

Table 2. Demographic Features

Variables N % Variables N %
Gender Region
Female 195 79,9 America 68 27,9
Male 49 20,1 Europe 63 25,8
Marital Status Africa 52 21,3
Single 132 54,1 Asia 42 17,2
Married 112 45,9 Middle East 13 5,3
Education Other 6 2,5
High School 66 27,0 Total 244 100
Bachelor 111 455
Master and PhD 67 27,5
Age
18 years and under 7 2,9
19-40 108 443
41 years and older 129 52,9
Total 244 100
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In the demographic characteristics of the research, firstly, gender was analyzed. It is seen
that the foreigners participating in the research are mostly female participants. Female
participants constitute 79.9% of the study, while men constitute 20.1%. Another demographic
feature is marital status. According to the results, single individuals were 54.1%; married people
are at the rate of 45.9%. When the education statistics of the respondents are examined, it is
seen that undergraduate (45.5%) and graduate (27.5%) participants are more than high school
level. Age characteristics of the participants are 18 years and under 2.9%; between 19-40
44.3%; 41 years and over 52.9%. Countries have been categorized according to the continents
they are located in. The statistics of the continents where foreign participants live are
respectively America (27.9%), Europe (25.8%), Africa (21.3%), Asia (17.2%), Middle East
(5.3) and other (2. ,5%).

3.4.2. Statement of Questionnaires and Mean

In this section, the means and standard deviations of the research questions have been
calculated.

Table 3. Statement of Questionnaires and Mean

Ttems Mean Std. Dev.
It makes ma happy to see the landscapes of the country in Turkizh series. 4,32 0,83
I think Turkizh serisz have 2 sood cast (actors/artrazs). 431 0,80
I'would like to quickly find other epizodes of a Turkish series [ watched online. 425 0,23
I'would be happy when a Turkizh series 1= broadeast on 2 platform that [ can reach 427 0.8%
Turkash senes contmbute to the promotion of the country. 4232 0,83
[ try to leam words while watchmz Turkish zeries. 417 102
I watch Turkich sanes because they have interesting stories. 413 0,86
After I fimizh the Turkich zeries, I search to watch another Turkish zeries. 4.13 1,00
Turkizh serals motivate me to fravel to Turkey 414 0,98
[ think Turkizh seriaz ara of zood quality. 4,10 091
I recommend watchmz Turkish serials to mry frisnds, 4.00 1,00
I read information about Turkish series when I zee it on social media. 354 102
I watch Turkizh sarials because they have love and romantic themes 3191 1.04
I follow Turkash TV series actor/actrass{z) on social media 363 123
The Turkish zaries [ see on social media affect my watching preferanca. 346 1,08
There are products that [ want to buy whils watching Turkash sanes. 328 1.08
[ commzent on Turkish sanes from online platforms. 322 124
I buy products that I zee m Turkish senes. 2,99 112
I fzel Turkish series cloza to moy culturs. 297 1.08

The averages of the questions were analyzed. +1.25 and below Strongly Disagree;
Between 1.25 and 2.24 Disagree; 2.25 and 3.24 Neither Agree nor Disagree; Between 3.25 and
4.24 Agree and 4.25 and above I Strongly Agree is determined. Analysis results are given in
Table 3. When the table is examined, the statement “Seeing the Landscapes of the Country in
Turkish TV Series Makes Me Happy” has the highest average (4,32). The lowest average is the
expression of foreign participants that I feel Turkish series close to my culture (2.97).

3.4.3. Descriptive Statistical Analysis

These processes involve compiling, collecting, and summarizing data related to the variables
included in the research. The primary aim of this analysis is to graphically summarize the
dataset of a variable (White and Wint, 2004: 1; Glirbiiz ve Sahin, 2016: 220). In this study, data
is analyzed and interpreted through cross-tabulations (cross-tabs) used within the scope of
descriptive statistics. Crosstab analysis is a technique used to analyze the relationship between
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two or more variables (Ozbay, 2008: 467). With the increase in foreign people’s behavior
towards liking/watching Turkish series, besides Turkish viewers day by day, foreign people
participating in the research were asked the question “What kind of Turkish series do you
watch” in order to get an answer to the question of what kind of Turkish series they watch.
More than one marking option is provided and the outputs for the analysis results are given in
Table 4.

Table 4. Kind of Turkish Series & Watching Frequency

What kind of Turkish series do you watch? | How often do you watch Turkish series?

N % N %

Romantic 176 243 Every Week 185 75,8

Drama 161 22,2 Every Month 43 17,6

Comedy 104 14,4 Once a Year 16 6,6

Action 85 11,7

Historical 81 11,2

Crime 79 10,9

Adventure 32 4.4

Sci-fi 6 0,8

According to the results of the research, it is seen that the most watched Turkish series
type is romantic (176 out of 244), followed by drama (161 out of 244). It has been determined
that the least watched is Sci-fi. When the frequency of watching Turkish series of foreign
viewers is examined, it is concluded that the majority of them watch “every week”.

Table 5. On which platform do you watch Turkish series the most?

Platform n %
Internet 119 48,8
YouTube 73 29,9
Netflix 28 11,5
TV 24 9,8
Total 244 100

It was concluded that the foreigners participating in the research preferred watching
Turkish series and the most used platform was the internet. Secondly, it is seen that YouTube
is the most-watched platform for Turkish series by the participants.

Table 6. Cross-tabulation Results for " I would like it to be dubbed/subtitled while watching
Turkish series * I try to learn words while watching Turkish series”

I try to learn words while watching Turkish series.
Neither Total
SFrongly Disagree Agree Nor Agree Strong
Disagree . Agree
Disagree
' dubbedisubited Dubbed 4 7 ¢ 9 ¢ 32
while watchin Subtitled 2 3 8 72 91 176
Marenng Doesn't matter 2 5 4 7 18 36
Turkish series.
Total 8 15 18 88 115 244

*Chi-square p value<0,05

According to the analysis results of the research conducted on foreign people watching
Turkish series, it is concluded that the majority of them try to learn Turkish vocabulary while
watching Turkish series. In addition, it is seen that most of those who try to learn Turkish
vocabulary watch series with subtitles. In this case, it is thought that subtitles are preferred to
learn how the words are said and how the language is spoken. When past studies are examined,
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cases where watching movies with subtitles will be used as a tool to learn a language have been
discussed (Kanellopoulou et. al., 2019; Truong and Tran, 2014; Tognozzi, 2010; Avon, 2006).

Table 7. Cross-tabulation Results for "Turkish serials motivate me to travel to Tiirkiye* The
other questions”

Turkish serials motivate me to travel to Tiirkiye
Neither Total
St.rongly Disagree Agree Nor Agree Strong
Disagree . Agree
Disagree
Strongly Disagree 3 0 0 0 0 3
It makes me happy to Disagree 1 3 3 2 0 9
see the landscapes of Neither Agree Nor
. . 1 2 7 6 1 17
the country in Disagree
Turkish series. Agree 0 5 14 51 21 91
Strong Agree 0 2 7 31 84 124
Strongly Disagree 3 0 0 1 0 4
Turkish series Disagree 1 2 2 0 6
contrlbflte to the Nelthef Agree Nor 0 5 10 9 4 25
promotion of the Disagree
country. Agree 0 6 14 56 29 105
Strong Agree 1 2 5 23 73 104
Total 5 12 31 90 106 244

* Chi-square p value<0,05

The data in Table 7 underscores the impactful role of Turkish serials in promoting tourism
to Tirkiye by leveraging the visual appeal of the country's landscapes and fostering positive
perceptions of its cultural promotion. Specifically, 34.4% (84 participants) of those who
strongly agree with the statement "It makes me happy to see the landscapes of the country in
Turkish series” also strongly agree that "Turkish serials motivate me to travel to Tiirkiye."
Similarly, 29.9% (73 participants) of participants who strongly agree that "Turkish serials
contribute to the promotion of the country” also strongly agree with the statement about their
travel motivation. These findings suggest that the visual satisfaction derived from Turkish
series, particularly through their portrayal of natural and cultural features, plays a significant
role in inspiring international audiences to consider Tiirkiye as a travel destination. When the
literature is reviewed, similar results are observed (Nuroglu, 2013; Ozcan, 2016; Hudson and
Ritchie, 2006; Okmen and Goksu, 2019; Hua, 2021).

Table 8. Cross-tabulation Results for “I think the Turkish series are of good quality* The
other questions”

I think the Turkish series are of good quality
Neither
St_rongly Disagree Agree Nor Agree Strong foul
Disagree . Agree
Disagree
Strongly Disagree 3 0 0 0 0 3
I think Turkish series thlz iszggrse Nor ! 3 0 ! 0 >
have a good cast . 0 2 14 1 2 19
(actors/actresses) Disagree
Agree 2 1 13 70 16 102
Strong Agree 0 1 6 35 73 115
Strongly Disagree 4 2 4 2 0 12
I watch Turkish Disagree 1 1 3 5 1 11
serials because they Neithq Agree Nor 1 4 9 15 10 39
have love and Disagree
romantic themes. Agree 0 0 11 65 30 106
Strong Agree 0 0 6 20 50 76
Strongly Disagree 4 0 0 0 0 4
I watch Turkish Disagree 1 2 4 1 0 8
series l3ecause .they Nelther Agree Nor 0 3 12 9 5 26
have interesting Disagree
stories. Agree 1 1 15 69 28 114
Strong Agree 0 1 2 28 61 92
Total 6 7 33 107 91 244

* Chi-square p value<0,05
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According to Table 8, among the participants who strongly agree with the statement “/
think Turkish series have a good cast (actors/actresses)" 29,9% (73 participants) also agree
with the statement " I think the Turkish series are of good quality.” Among those who agree
with the statement " I watch Turkish serials because they have love and romantic themes."
26,6% (65 participants) also agree with " I think the Turkish series are of good quality."
Similiarly, among those who agree with the statement " I watch Turkish series because they
have interesting stories." 28,3 % (69 participants) also agree with " [ think the Turkish series
are of good quality." The results show that elements such as the cast, thematic features, and
interesting storylines of Turkish series have a significant impact on viewers' perception of the
quality of the series. In other words, the content features (actor/actresses, script, storyline,
themes of the series positively reinforce viewers' overall perception of their quality. When the
literature is reviewed, similar results are observed (Nuroglu, 2013; Doganay and Aktas, 2021;
Deloitte Turkey, 2014; Ozgokbel-Bilis et. al., 2018; Bolelli, 2021).

Table 9. Cross-tabulation Results for “The Turkish series I see on social media affect my
watching preference * The other questions”

The Turkish series I see on social media affect my watching
preference
Strongl Neither Stron, foul
rongly Disagree Agree Nor Agree &
Disagree . Agree
Disagree
Strongly Disagree 6 0 6 0 0 12
I read information Disagree 1 5 1 7 0 14
about Turkish series Neither Agree Nor
. . . 1 3 11 5 1 21
when I see it on social Disagree
media Agree 5 20 27 65 8 125
Strong Agree 0 6 12 29 25 72
Strongly Di 2 1 2 0 0 5
After I finish the TOnE Y ZISAgTee
. . Disagree 4 6 4 3 0 17
Turkish series, I Neither Agree Nor
search to watch rAg 1 6 10 8 1 26
another Turkish Disagree
series Agree 4 13 13 47 6 83
) Strong Agree 2 8 28 48 27 113
Strongly Disagree 3 1 1 0 0 5
I'would be‘happ y' Disagree 1 2 2 2 0 7
when a Turkish series Neither Aeree Nor
is broadcast on a rAg © 3 2 13 3 0 21
latform that I can Disagree
D el Agree 1 20 20 50 2 93
i Strong Agree 5 9 21 51 32 118
. Strongly Disagree 2 2 1 0 0 5
I would like to ;
. Disagree 3 1 1 2 0 7
quickly find other Neither Agree Nor
episodes of a rAg 3 5 8 2 0 18
Turkish series I Disagree
X Agree 1 15 22 52 6 96
watched online
Strong Agree 4 11 25 50 28 118
Total 13 34 57 106 34 244

* Chi-square p value<0,05

The statement "I read information about Turkish series when I see it on social media"
was agreed upon by 65 out of 244 participants (26.6%). This indicates that reading information
about Turkish series on social media has a significant impact on viewers' watching preferences.
In other words, obtaining information about series on social media influences viewers' choices
and guides their decision-making process on which series to watch. The statement "After [ finish
the Turkish series, I search to watch another Turkish series" was agreed upon by 48 participants
(19.7%). This shows that people who finish a series are inclined to look for other Turkish series
and also the impact of Turkish series on social media increases viewers' motivation to search
for a new Turkish series after finishing one. The statement "I would be happy when a Turkish
series is broadcast on a platform that I can reach" was agreed upon by 50 participants (20.5%).
This highlights the importance of accessible platforms for viewers. Social media influences
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platform preferences and, consequently, watching habits. Similarly, 52 participants (21.3%)
agreed with "I would like to quickly find other episodes of a Turkish series I watched online,"
showing that viewers want to watch Turkish series uninterrupted and easily find new episodes.
Social media facilitates this by helping viewers stay updated on new episodes.

Table 10. Cross-tabulation Results for " I recommend watching Turkish serials to my friends*
I comment on Turkish series from online platforms”

I recommend watching Turkish series to my friends
: Total
Neither
St-rongly Disagree Agree Nor Agree Strong
Disagree . Agree
Disagree
Strongly Disagree 3 5 9 8 3 28
Disagree 1 5 8 26 7 47
I comment on Neither Agree Nor
Turkish series from rAg 2 2 5 22 17 48
online platforms Disagree
Agree 1 4 10 37 33 85
Strong Agree 0 0 0 9 27 36
Total 7 16 32 102 87 244

* Chi-square p value<0,05

The cross-tabulation results for the statements "I recommend watching Turkish serials to
my friends" and "I comment on Turkish series from online platforms" show the relationship
between two behaviors: recommending Turkish series to friends and commenting on them
online. Out of the participants, 37 people (15,2%) agreed with both statements. This suggests
that these viewers not only enjoy watching Turkish series but are also actively engaging with
them on social media or other online platforms by commenting. It implies a more involved level
of interaction with Turkish series, where they feel compelled to share their opinions and
experiences with others.

Table 11. Cross-tabulation Results for "There are products that I want to buy while watching
Turkish series * I buy products that I see in Turkish series”

1 buy products that I see in Turkish series.
Neither Total
Sfrongly Disagree Agree Nor Agree Strong
Disagree Di Agree
isagree
Strongly Disagree 16 1 0 0 0 17
There are products Disagree 3 29 6 1 0 39
that I want to buy Neither Agree Nor 4 13 49 7 0 73
while watching Disagree
Turkish series. Agree 5 6 29 45 3 88
Strong Agree 0 0 1 8 18 27
Total 28 49 85 61 21 244

* Chi-square p value<0,05

The cross-tabulation results for the statements "There are products that I want to buy
while watching Turkish series" and "I buy products that I see in Turkish series" reveal the
relationship between the desire to purchase products seen in Turkish series and the actual
behavior of buying those products. 49 participants (Neither Agree Nor Disagree) did not express
a clear agreement or disagreement with the statements. This suggests that these participants
may not feel strongly either way about the influence of Turkish series on their desire or behavior
to purchase products. However, 45 participants (Agree) stated that they do buy products that
they see in Turkish series, indicating a direct link between watching the series and making
purchases. These viewers are influenced by the products shown in the series and are willing to
make purchases based on what they see. This data shows that while a portion of the audience is
neutral about the influence of Turkish series on their purchasing behavior, a significant number
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of viewers are actually motivated to buy products they see in the series. This highlights the
potential of Turkish series as a form of product placement or advertisement that influences
consumer behavior. When the literature is reviewed, similar results are observed (Qu et al.,
2024; Liang et al., 2014; Basgoze and Kazanci, 2014).

Table 12. The frequencies for the question " I follow Turkish TV series actor/actresses on
social media"

N %
Strongly Disagree 25 10,2
Disagree 22 9,0
Neither Agree Nor 34 13,9
Agree 98 40,2
Strong Agree 65 26,6
Total 244 100,0

Among the 244 participants, 40.2% (98 people) agreed with the statement 'l follow
Turkish TV series actors on social media,' which indicates that viewers not only connect with
the content of the series but also form a bond with the actor/actresses. By following their social
media accounts, viewers strengthen their interaction with the series.

Table 13. The frequencies for the question "I feel the Turkish series is close to my culture"

N %

Strongly Disagree 19 7,8
Disagree 67 27,5
Neither Agree Nor 83 34,0
Agree 52 21,3

Strong Agree 23 9,4
Total 244 100,0

Among the 244 participants, 27.5% (67 participants) indicated that they do not agree with
the statement 'l feel the Turkish series is close to my culture.'. There may be several reasons
why some viewers do not find the structure of Turkish series close to their own culture: These
can include factors such as religion, social norms, and other cultural differences.

4. Conclusion

At the core of a successful business lies the ability to understand consumers' perspectives and
develop strategies based on this understanding (Erdogan and Akin, 2023:60). In markets where
competition is rapidly increasing every day, one of the key factors for businesses to succeed is
the development of effective and strong marketing strategies (Toksar1 and inal, 2012:105).
Watching series/films by foreign people and marketing them to different countries by
productions or agencies is seen as a normal situation in today’s world. However, it is thought
that the series/films marketed and met with foreign audiences made a great contribution to the
country of the series. At the beginning of this, advantages such as tourism and travel can be
counted. Then, factors such as recognizing the culture and learning a language can be listed. In
this study, research on the evaluation of 244 participants from many countries of the world who
participated in the survey on Turkish series in terms of culture, tourism, purchasing, content
and the perspective of foreigners on Turkish series is discussed. In addition to this, what kind
of opportunities and factors are required in the export and marketing of Turkish series are
revealed. It is possible to state that marketing strategies have played an important role in the
export of Turkish series from the past to the present.
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International marketing studies are carried out with marketing tactics and strategies. With
globalization, people's habits and behaviors have become relatively similar. As people move in
a global structure, they act in similar behaviors, attitudes, purchases, lifestyles, clothing
perceptions, etc. show similar characteristics in many respects. Productions such as series,
while bringing the structures and features of a country to an audience in another country, may
lead viewers to find certain elements relatable or approach them sympathetically. This can
create an interaction in terms of the country's image, tourism, getting to know the actors of the
series, and exploring other parts of the series. The reasons behind the burden of the Turkish
series today should be handled internationally and the strategies made should be examined by
other exporting countries. The rise of Turkish series, which ranks second after the American in
terms of exports (Kantarci et al., 2015: 213; Oztiirk and Atik, 2016: 69), is not a coincidence.
When the findings of the research are examined, it is seen that the thoughts and attitudes
towards the Turkish series are extremely positive. This shows that Turkish series have positive
relations with image, promotion, tourism and language learning. However, in this research, the
statement "I feel Turkish series are close to my culture" was found to be negative by some
individuals. The underlying reason for this may be that people from different nations do not
feel culturally close to Turkish culture due to differences in their religious and social structures.

In this study, it has been determined that the desire of the audience to find other episodes
when watching Turkish series and the feeling of being happy when they find it. In this situation,
it is concluded that Turkish series are preferred more in terms of content, watching and being
liked today, watched more and the audience is looking for other parts of the series or other
Turkish series to watch. The fact that there are elements about the country in the Turkish series
is attractive to the audience. This shows that it is related to watching Turkish series. In addition,
participants evaluate Turkish series as quality productions. It is possible to state that Turkish
series are progressing day by day in many aspects such as content, cast (actors/actresses), image
quality, scenario, and shooting techniques. It is seen that this situation is reflected in the
perceptions of the foreign audience. In addition, it is concluded that the more the participants
watch Turkish series, the more their motivation to travel to Tiirkiye increases, and they advise
their close circles to watch them. It is concluded that the foreigner viewers participating in the
research feel close to the culture of the Turkish series, leading them to travel to the country and
buy the products they see in the Turkish series. It is possible to state that the foreign participants
participating in the research feel that they are close to the characteristics of Turkish culture,
which is an indicator of globalization. People globally change and resemble each other in their
cultural characteristics. This situation is also reflected in the lifestyle and purchasing habits.
The result of this relationship can be shown as evidence for this situation. Thanks to the rapid
advancement of digital technologies and the rise of social media platforms in recent years, the
global entertainment industry has undergone a significant transformation. This transformation
has had a great impact on the production, distribution, and consumption of various media types,
including television dramas (Zhan, 2023:149). In today's era, where social media has become
one of the most significant tools shaping individuals' consumption behaviors, various factors
such as watching Turkish series, gaining more information about and following actors, staying
informed about new Turkish series, gathering information about Turkish series and their actors,
gaining a deeper understanding of the country, and learning a language can be associated with
social media.When the general findings of this study are considered, it has been revealed that
the watching of Turkish series has increased, the actors are liked and followed, they are the
driving force in language learning, positively affect the image and tourism of the country,
Turkish series productions are of high quality, and provide a tendency towards purchasing
actions.
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In sum, according to the research findings, foreign audiences predominantly watch
Turkish series through online platforms and YouTube. Viewers often use subtitles as a means
to learn Turkish vocabulary. The depiction of locations and cultural elements in Turkish series
significantly enhances viewers’ motivation to travel to Tiirkiye. Moreover, the presence of
skilled actors, romantic themes, and compelling storylines contribute to the perception of
Turkish series as quality productions. Social media plays a crucial role in the viewing
experience; audiences use it to explore, access new episodes, and engage with the series,
positively influencing their viewing behaviors. It has also been observed that viewers frequently
share reviews and recommendations about Turkish series on online platforms. Additionally,
some viewers have expressed a desire to purchase products featured in these series. The
consumption of Turkish series, along with the associated social media interactions, positively
shapes cultural interest, travel motivations, and product purchase behaviors among viewers.
Within this context, various factors—such as the content of the series, social media engagement,
perceived quality, and cast—emerge as strategic elements in the marketing of Turkish series.
Consequently, the successful international marketing of these series requires consideration of
target audience characteristics, social media usage habits, and tourism-promotion strategies in
marketing activities.

The interaction of factors such as content quality, actors, locations, script, social media,
and tourism plays a significant role in the marketing of Turkish series. Each of these factors can
enhance the success of marketing strategies. Every component of marketing plans can be used
to expand the viewer base in global markets, strengthen the promotion of the series, and spread
the cultural impact of Turkish dramas. Tourism opportunities related to the locations where the
series are filmed can encourage travel agencies to promote packages, while interactive
campaigns on social media platforms can increase interest in the series. Additionally, while
watching Turkish series, viewers may pay attention to the products featured in the shows and
may be inclined to purchase them. This highlights the effectiveness of product placement
strategies. The products seen in the series can increase viewers' interest in the brands and
motivate them to make purchases. Product placement strengthens viewers' engagement with the
series, while also helping brands reach their target audience. Therefore, the products featured
in the series play an important role in marketing strategies. To make suggestions in terms of
theoretical studies, a study can be made by comparing digital platforms with traditional
channels in the marketing of series/films, and the strategic elements in the marketing of series
of two specific countries can be discussed comparatively.
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