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From The Editor

From The Editors

Dear colleagues,

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

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

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

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

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

Best Regards

Cevahir UZKURT
Editor in Chief
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The Impact of Women Entrepreneur Performance on
Competitive Advantage and Business Performance

Yasin KILICLI; Zekeriya NAS

ABSTRACT

Purpose: To investigate the impact of women entrepreneur performance (WEP) on competitive advan-
tage (CA) and business performance (BP). It also examines the mediating role of RA between WEP and
BP.

Methodology: The sample consists of 183 women entrepreneurs. Data were collected from the par-
ticipants by the questionnaire method. Structural equation modelling was used to explain the complex
relationships between variables.

Findings: The WEP positively and significantly affects both CA and BP. While CA significantly affects BP,
it also has a mediating effect.

Practical Implications: Eliminating the obstacles faced by women entrepreneurs and managing them
effectively will provide them with a competitive advantage while ensuring sustainable growth.
Originality: This study includes theoretical as well as practical implications. The motivation of this study
is to reveal the problems faced by women entrepreneurs and to offer solutions.

Originality: There is no study in the literature on the problems faced by SMEs owned by women en-
trepreneurs in TRB2 Region and how these problems affect their business performance. Therefore, this
study adds a unique feature to the existing literature. In addition to the main variables, the use of com-
petitive advantage as a mediating variable differentiates this study from other studies in the literature.
Keywords: Women Entrepreneurs, Competitive Advantage, Business Performance.

Jel Codes: M10, M13, M31.

Kadin Girisimci Performansinin Rekabet Avantaji ve isletme
Performansi Uzerindeki Etkisi

6z Amag: Kadin girisimci performansinin (KGP) rekabet avantaji (RA) ve isletme performansi (iP) iizerindeki
etkisini aragtirmaktir. Ayrica KGP ve IP arasinda RA'nin aracilik roliind incelemekir.

Yontem: Orneklem, 183 kadin girisimciden olusmaktadir. Veriler katilimcilardan anket yontemiyle top-
lanmistir. Degiskenler arasindaki karmasik iliskileri aciklamak icin yapisal esitlik modellemesinden yarar-
lanilmistir.

Bulgular: KGP’yi etkileyen faktorlerin hem RA hem de IP iizerinde pozitif ve anlamli bir etkiye sahiptir.

RA, IP (zerinde 6nemli bir etkiye sahip olmakla birlikte, ayni zamanda araci bir etkiye sahiptir. Pratik
Cikarnimlar: Kadin girisimcilerin karsilastiklari engellerin ortadan kaldirilmasi ve etkin bir sekilde y6-
netilmesi, stirdurdlebilir bir biyime saglarken ayni zamanda onlara rekabet avantajida kazandiracaktir.
0zgiin Deger: Literatlirde TRB2 Bélgesinde kadin girisimcilere ait KOBI'lerin karsilastiklari sorunlari ve

bu sorunlarin onlarin isletme performanslari iizerinde nasil bir etki sagladigina yénelik herhangi bir ¢a-
lismaya rastlanilmamistir. Dolayisiyla bu ¢alisma, mevcut literatiire 6zgiin bir nitelik kazandirmaktadir.
Ayrica ana degiskenlere ek olarak rekabet avantajinin araci bir degisken olarak kullanilmasi bu ¢alismayi
literatiirdeki diger calismalardan farklilastirmaktadir. )

Anahtar Kelimeler: Kadin Girisimciler, Rekabet Avantaji, Isletme Performansi.

Jel Siniflandirmasi: M10, M13, M31.
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1. Introduction

Entrepreneurship activities significantly contribute to society and econom-
ic development in developing countries (Zeb and Ihsan, 2020). Specifically, it
helps to reduce poverty by providing employment and improving living standards
(Nasir et al., 2019). In recent years, women’s entrepreneurship has become in-
creasingly important, especially because of the contribution of businesses run by
women to growth and development (Doucouré and Diagne, 2023). The quantity
of women entrepreneurs in the business world has increased and more wom-
en entrepreneurs have been included in the competitive environment (Soysal,
2010). Recently, there have been significant developments in the contemporary
economy on how the role of women entrepreneurs in SMEs has an impact on
the well-being of nations. Academic studies on women’s entrepreneurship in
the scientific community are leading these developments (Doucouré and Diagne,
2023; Nair, 2020). When the scientific studies on women entrepreneurs are an-
alyzed, it is possible to say that the inclusion of women in working life positively
affects macroeconomic indicators and growth (Maity and Sahu, 2020). It plays
an important role in socioeconomic development along with industrialization, ur-
banization, employment, and cultural and educational development (Hasan and
Almubarak, 2016; Anggraini et al., 2022). Hence, the economic development of
a country is not possible without women. Empowering women entrepreneurs is
acrucial tool and the most appropriate option for the development of a country
(Ismail et al., 2018; Zeb and Ihsan, 2020). Promoting women’s entrepreneurship
and removing barriers to it will not only contribute to economic and social devel-
opment. At the same time, owning their businesses will enable them to increase
their social status by achieving economic independence and gaining self-confi-
dence (Nair, 2020).

While women are on their way to becoming entrepreneurs to gain econom-
ic independence and stand on their own two feet, they also struggle with various
problems. The most important of these problems are their roles as housewives,
gender discrimination, and capital (Erol and Cicek, 2020). Women entrepreneurs
lag behind their male counterparts in terms of performance when starting or
expanding their businesses due to various factors (Zeb and Ihsan, 2020). For
instance, women entrepreneurs may face stricter collateral requirements than
male entrepreneurs when applying for loans from banks (Anggraini et al., 2022).
Accessible credit and finance are pivotal for women to capitalize on entrepre-
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neurial opportunities (Chipfunde et al., 2021). Understanding the impact of di-
verse socio-cultural and political, technical-technological, and economic factors on
women entrepreneurs is of paramount importance. Thus, the factors that influence
the activities of women entrepreneurs in different countries and societ- ies should
be considered and necessary solutions should be proposed (Javadian and Singh,
2012).

In the current highly competitive environment, women entrepreneurs and
their talents are needed for the economic development of countries. In the glob-
al market where competition conditions are constantly changing, women entre-
preneurs have a key role in sustainable development (Demir and Sezgin, 2020;
Saritas, 2018). In this context, women’s entrepreneurship can serve as a lever for
the economies of developing countries like Turkey (Uzun and Cakmak, 2020).
This is because the economic prowess of countries in the international arena
gains momentum with the size of the entrepreneurial capacity they have (Aslan
and Atabey, 2007). Thus, enabling women entrepreneurs to participate in the
competitive environment by relieving the obstacles in front of women who par-
ticipate in every field and every stage of life and producing solution applications
for them will make a positive and important contribution to the level of develop-
ment of countries.

If we look at the studies conducted in Turkey, the main focus of the studies

is on the problems faced by women entrepreneurs and the solutions needed
to overcome these problems. In Turkey, there is no original research that shows
what factors determine the performance of women entrepreneurs, how wom-
en entrepreneur’s performance affects business performance and whether this
effect provides a competitive advantage. This study aims to reveal the factors
that affect women entrepreneurs the most in their business life rather than their
family structure, personality traits and the reasons that push them to become
entrepreneurs. The significant surge in the number of women entrepreneurs in
Turkey emphasizes the need for contemporary academic research on this subject
matter. From this point of view, this study will make a significant contribution to
the literature as well as to society. The development of society depends on the
progress of science. This understanding has been an important motivation for
this study.

From this point of view, this study aims to answer the following questions:
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1) What is the impact of women’s entrepreneurial performance on business
performance in TRB2 Region (Van, Hakkari, Bitlis and Mus)?

2) Is there a significant effect of women entrepreneur performance on com-
petitive advantage?

3) Does competitive advantage have a mediating role between female en-
trepreneur performance and business performance?

2. Literature Review and Hypothesis Development
2.1. Women Entrepreneur Performance and Business Performance

Women entrepreneurs may face difficulties in starting a business due to
various internal and external factors such as economic, social, cultural, legal,
administrative, technical, or technological. These factors may directly or indirectly
affect the performance of women entrepreneurs. For instance, Evcin (2017) stat-
ed in her study that different environmental factors are effective in the perfor-
mance of women entrepreneurs. Evcin (2017) states that women entrepreneurs
are successful when they can manage environmental factors and this success
is also reflected in business activities. In his study, Erdemir (2018) found that
women entrepreneurs had the most problems due to difficulties in financial and
bureaucratic transactions while continuing their business activities. Economic
hardship also features prominently in Carter’s (2000) study. According to Carter
(2000), in many societies, women have fewer inheritance rights than men. Lack
of or low property ownership limits women entrepreneurs’ access to credit from
institutions. In this case, the lack of collateral in women’s enterprises may lead
to a lack of trust on the part of credit providers (Anggraini et al., 2022). This sit-
uation indicates that women entrepreneurs have fewer opportunities than men
while continuing their business activities (Hossain et al., 2018; Tekeoglu, 2013).
Ali et al. (2019) found that limited availability of economic resources significantly
affects the performance of businesses owned by women entrepreneurs. Accord-
ing to Jamali (2009), the removal of extra household and family responsibilities
on women provides important opportunities to develop their work. Sadiq et al.
(2014) support Jamali’s (2009) view by stating that women entrepreneurs cannot
compete with men due to the extra burden of housework. Furthermore, Chip-
funde et al. (2021) found that family support plays a crucial role in enhancing
the performance and productivity of women entrepreneurs, with support from
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parents, relatives, spouses, and children significantly contributing to their suc-
cess. Khan, Salamzadeh, Shah, and Hussain (2021) found in their study that
external factors such as economic and sociocultural factors affect the perfor-
mance of women entrepreneurs. The authors stated that high entrepreneurial
performance positively and significantly impacts business performance. Various
legal and administrative factors, implemented by government and administra-
tive bodies, can also impact the performance of women entrepreneurs (Wube,
2010). Especially in underdeveloped and developing countries, the difficulty of
legal and administrative procedures constitutes a significant obstacle for women
entrepreneurs. All businesses legally established before the state must comply
with national laws. Businesses are required to obtain documents to fulfill legal
requirements such as permits, licenses, etc. (Ali et al., 2019; Jamali, 2009). The
fact that entrepreneurs do not get bogged down in unnecessary procedures and
processes while fulfilling these requirements can have a positive impact on entre-
preneurs’ motivation. Similarly, Gupta and Mirchandani (2018) and Mwobobia
(2012) support this situation in their studies. The authors emphasised that the
ease of legal and administrative processes when starting a business has a signif-
icant impact on the performance of women entrepreneurs. Mirchandani (2018)
stated in his study that women entrepreneur performance is affected by various
internal and external factors. In addition, the author stated that high female en-
trepreneur performance has a positive effect on business performance.

Technical and technological infrastructure resources are as important a fac-
tor in entrepreneurship as financial resources (Akyildiz, 2021). Singh and Belwal
(2008) emphasize that technical aspects such as production, information and
communication resources, logistics, and e-technology have an influential role in
communicating with external stakeholders (customers, suppliers, competitors,
etc.) when marketing an entrepreneur’s products and services. According to Hos-
sain et al. (2018), one of the most important factors affecting the success of
women entrepreneurs in underdeveloped and developing countries compared
to their male counterparts is the lack of technical and technological knowledge.
Davis and Shaver (2012) argue in their study that if women entrepreneurs have
sufficient technical and technological knowledge and infrastructure, business
performance will increase significantly.

As can be understood from the results of the studies in the literature, the
performance of women entrepreneurs can be affected by various factors. Wom-
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en entrepreneurs can perform well when they cope with these factors. Anggraini et
al. (2022) emphasize that high female entrepreneur performance reflects pos-
itively on business activities and ultimately leads to a significant increase in busi-
ness performance. Based on previous research findings, this study proposes the
following hypothesis:

H1: Women’s entrepreneurial performance has a positive and significant
effect on business performance.

2.2. Women Entrepreneur Performance and Competitive Advantage

Zainol and Al Mamun (2018) highlighted the crucial role of identifying,
comprehending, and resolving the elements that impact entrepreneurs’ perfor-
mance. This is essential for setting appropriate economic policies and improving
the competitiveness of businesses. This emphasis shows that entrepreneurs can
gain a significant competitive advantage by solving problems with a strategic
management approach. In the strategic management literature, entrepreneurial
performance and competitive advantage are different variables that have a pos-
itive relationship with each other. Anwar et al. (2018) stated in their study that
SMEs persistently strive to achieve superiority over their competitors. To do so,
entrepreneurs try to achieve competitive advantage by minimising the factors
that affect their performance. Competitive advantage plays an important role
in helping entrepreneurs to survive in the market. Doucouré and Diagne (2023)
contend that women-owned enterprises’ competitiveness relies on their capac-
ity to manage the challenges they encounter. Aslan and Atabey (2007) argued
that for women entrepreneurs to gain a competitive advantage, they require a
strong business infrastructure to address challenges. A robust business struc-
ture enhances the performance of female entrepreneurs. Aruna and Sunil (2020)
argue that women entrepreneurs greatly contribute to the country’s economic
development. However, the authors recognize that women entrepreneurs still
face numerous problems such as finance, human resources, marketing, and in-
adequate technological capability. Overcoming these problems will improve the
competitiveness of women entrepreneurs by increasing their performance. Aru-
na and Sunil (2020) emphasize that competitiveness is very important to survive
not only in the local market but also in the national and international markets. As
a result of the study conducted by Li et al. (2006), the existence of a significant
and strong relationship between the performance of entrepreneurs and com-
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petitive advantage supports this situation. The authors assert that performance is
crucial in obtaining a competitive advantage. Based on this, a hypothesis was
developed in this study as follows.

H2: Women’s entrepreneurial performance has a positive and significant
effect on competitive advantage.

2.3. Competitive Advantage and Business Performance

To improve their performance and corporate value, many organizations to-
day are developing various strategies. Creating a sustainable advantage through
superiority over competitors is the main purpose of these strategies. Having
unique applications and features is the primary source of viable sustainable com-
petitive advantage. These resources lead some businesses to perform better than
their competitors (Zainol and Al Mamun, 2018). Therefore, in the global econo-
my, businesses make significant investments in practices and strategies to create
a competitive advantage to be one step ahead of their competitors. From this
perspective, it is clearly understood that the effect of competitive advantage
on the performance of businesses is inevitable (Kilicli and Aygiin, 2023). Wirda
et al. (2019) found that competitive advantage in SMEs is an important factor
for business performance. This finding suggests that competitive advantage is a
result of the value that businesses provide to their customers. The quality of the
product or service offered by companies creates a superior value in the minds of
customers. This value paves the way for the formation of customer loyalty over
time. Customer loyalty is an important source of competition for businesses to
sustain their commercial life. Therefore, for SMEs to survive, they need to pay
attention to the resources that provide them with competitive advantage (Wirda
et al., 2019). Mohebhi and Farzollahzade’s (2014) assertion that “increasing com-
petitive advantage improves business performance” is consistent with this. In
their study, Udriyah et al. (2019) found that competitive advantage has a partial
and positive effect on firm performance. Similarly, in the study conducted by
Yang et al. (2018), it is understood that competitive advantage has a partial me-
diating effect on business performance. Mahmood and Hanafi (2013) argue that
women-owned SMEs need to improve their competitiveness to survive in highly
competitive market conditions. Anwar et al. (2018) found that competitive ad-
vantage has a positive effect on the performance of the firm both directly and
indirectly. The authors underlined the importance of the concept of competitive
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advantage in achieving sustainable performance in enterprises. This result sup-
ports the result of the study conducted by Hariandi and Wahyudi (2019). Eniola
and Abiodun (2014) discussed the challenges faced by SMEs in gaining compet-
itive advantage. The authors emphasised that competitive advantage has a vital
role in the performance of SMEs. Anggraini et al. (2022) found that competitive
advantage has a mediating effect on the relationship between entrepreneur- ial
orientation and women’s business performance. In addition to the research
mentioned above, numerous studies in the literature also support the direct and
indirect effects of competitive advantage on business performance in SMEs. (Li et
al., 2006; Lakhal, 2009; Eniola and Abiodun, 2014; Anwar et al., 2018; Hariandi
and Wahyudi, 2019; Meutia and Ismail, 2012). Based on the results of the studies
conducted in the literature, the following hypotheses were developed;

H3: Competitive advantage in SMEs owned by women entrepreneurs posi-
tively and significantly affects business performance.

H4: Competitive advantage in SMEs owned by women entrepreneurs has

a mediating role between the women entrepreneur performance and business
performance.

The research model related to the hypotheses developed as a result of the
literature review is presented in Figure 1 below.

Competitive
Advantage

_______________

:
i
EF i

TTF
Women HI Business
SCF Entrepreneur | Performance
Performance _
LAF » Direct effect
___________ Indirect effect

Figure 1. Research Model
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3. Research Methodology

In Turkey, particularly in the eastern and south-eastern regions, the preva-

lence of social issues affecting women is higher than in other regions. The pa-
triarchal social structure of these regions constrains the power and abilities of
women. Women entrepreneurs in this region encounter significant challenges
in their commercial activities due to social pressures. Additionally, no scientific
study has been identified in the literature examining women entrepreneurs’ per-
formance in this region. For these reasons, women entrepreneurs in the TRB2 re-
gion were included in the sample. The sample for the research consisted of SMEs
owned by women entrepreneurs registered with the Chamber of Commerce
and Industry (CCI) in the TRB2 region. Women entrepreneurs registered with
the CCI were selected because they benefit from government support and other
incentives. There are a total of 256 women entrepreneurs registered with the
CCI in this region. Due to time and cost constraints, security issues in the region,
and factors such as shell companies, it is not possible to reach all entrepreneurs.
In this context, data were collected from 183 women entrepreneurs after face-
to-face interviews. Data was collected from around 71% of the sample. In this
study, a simple random sampling technique was used.

The method of the research is a quantitative research method. In this study,

the questionnaire method was used to collect data from the participants. As a
result of an extensive literature review, a questionnaire was developed that was
appropriate to the purpose and scope of the research. In this study, the studies
of Hossain et al. (2018), Erdemir (2018), Wube (2010), and Khan et al. (2021)
were utilized to measure the performance of women entrepreneurs. Likewise,
the studies of Hasan and Mubarak (2016) and Khan et al. (2021) were utilized
to measure competitive advantage and business performance. The statements in
the questionnaire and the sources utilized are presented in detail in Appendix 1.
The statements in the questionnaire were translated into Turkish and presented
to five experts to test their linguistic appropriateness. The statements whose suit-
ability was approved by the experts were then tested for validity and reliability by
confirmatory factor analysis (CFA) (Appendix 2). The questionnaire was then pi-
loted with twenty women entrepreneurs and finalized with minor changes. The
questionnaire consists of two sections and a total of 25 items. The first section
includes information on the demographic characteristics of the participants (age,
education level, sector, age of the business, etc.). In the second part, items relat-
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ed to women entrepreneurs’ performance, competitive advantage, and business
performance are included. The level of participation of items was formed as a 5-
point Likert type (1 = strongly disagree, 5 = strongly agree). SPSS 26 and AMOS 24
statistical programs were used in the analyses.

4. Analysis and Results

4.1. Demographic Characteristics

Table 1. Demographic characteristics of participants

Variables Frequency Percentage
Marital status

Married 123 67.2
Single 60 32.8
Age of Women Entrepreneurs

20 - 29 years 22 12.0
30 - 39 years 45 24.6
40 - 49 years 85 46.4
> 50 years 31 16.9
Number of employees

<5 42 23.0
6-10 76 41.5
11-15 46 25.1
216 19 10.4
Age of the business

<5 years 64 35.0
6-10 years 56 30.6
11-15 years 28 15.3
16-20 years 27 14.8
220 years 3 4.4
Sector

Manufacturing 40 21.9
Wholesale and retail trade 79 43.2
Accommodation and catering services 48 26.2
Transport, storage, and communication services 16 8.7
Total 183 100
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Analysis of Table 1 shows that most of the respondents are married (67.2%).
When analyzing the age range, the highest proportion of respondents are be-
tween 40-49 years old (46.4%). When analyzing the number of employees, the
majority of enterprises have 6-10 employees (41.5%). Among the enterprises of
different ages, the highest rate (35%) is found among those aged 5 years or less,
while the lowest rate (4.4%) is found among those aged 20 years or more. An
analysis of the sectors in which women entrepreneurs operate shows that
wholesale and retail trade enterprises have the highest rate (43.2 %).

4.2. Descriptive Statistics

Table 2. Descriptive statistics of variables

Variables Mean  Std. Deviation Skewness Kurtosis
Economic factors (EF) 4.02 0.593 -0.646 2.196
Technical/ technological factors (TTF)  4.01 0.611 -0.152 0.215
Social/ cultural factors (SCF) 4.03 0.615 -0.445 1.183
Legal/administrative factors (LAF) 4.11 0.601 -0.767 2.344
Business performance (BP) 4.00 0.609 -0.460 1.210
Competitive advantage (CA) 4.05 0.630 -0.613 0.955

In Table 2, women entrepreneur performance consists of five dimensions:
economic factors (EF), technical and technological factors (TTF), social and cul-
tural factors (SCF) and legal and administrative factors (LAF). These dimensions
are also the independent variables of the study. Business performance (BP) and
competitive advantage (CA) are the study’s dependent variables and consist of a
single dimension. Table 2 shows that the variable with the greatest mean is EF
(4.11) and the smallest mean is BP (4.00). Furthermore, EF has the minimum
standard deviation (0.593) of these variables, whereas CA has the maximum
standard deviation (0.630).

Normality distribution is a fundamental assumption for structural equation

modelling (SEM) and statistical analysis (Aminu and Shariff, 2014). Hence, it is
necessary to check if the data are normally dispersed before starting the analy-
ses. Hair et al. (2010) argue that data are normally distributed when skewness
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is between -2/+2 and kurtosis is between -7/+7. Therefore, it is possible to say
that the kurtosis and skewness values of all variables are within the acceptable
range (Table 2).

Correlation analysis is an important step in determining whether there is
multicollinearity between variables. Performing this step will lead to reliable re-
sults regarding the hypotheses. The methods employed for identifying multicol-
linearity differ. For example, a correlation coefficient of 0.90 or higher between
variables indicates the presence of multicollinearity (Kiligli and Kipgak, 2023).

Table 3. Analysis of correlation between variables

Variables 1 2 3 4 5 6
Economic factors (EF) 1.00

Technical/Technological Factors (TTF) 0.439%* 1.00

Social/Cultural Factors (SCF) 0.677* 0.540* 1.00

Legal/Administrative Factors (LAF) 0.770* 0.533* 0.832* 1.00

Business Performance (BP) 0.713* 0.499* 0.863* 0.859* 1.00
Competitive Advantage (CA) 0.744* 0.580* 0.794* 0.817* 0.870* 1.00

N:183; *p<0.01 (2-tailed).

When analyzing Table 3, it is understood that the correlation coefficients
between variables are not 0.90 or higher. Based on this, it is possible to say that
there is no multicollinearity between the variables. The strongest relationship be-
tween the independent variables was between LAF and SCF (r=0.832; p<0.01).
Itis understood that the SCF variable has the strongest relationship with BP, the
dependent variable of the study (r=0.863; p<0.01). It is understood that the LAF
variable has the strongest relationship with CA (r=0.817; p<0.01). In addition,
Table 3 shows that there is a positive and statistically significant correlation be-
tween BP and CA (r=0.870; p<0.01).

4.3. Reliability and Validity Analysis

Internal consistency analysis was utilised to assess the reliability of the vari-
ables. Composite Reliability (CR) and Cronbach’s Alpha (CA) values were used to
calculate the internal consistency analysis. CR and CA values of 0.70 or higher
indicate the reliability of the statements (Doucouré and Diagne, 2023; Khan et
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al., 2021). The variables were tested for construct and convergent validity. While
CFA (confirmatory factor analysis) was used to assess construct validity, AVE (av-
erage variance extraction) was used to assess convergent validity. The AVE value
should have a value greater than 0.50. At the same time, the value of the CR must
be greater than the value of the AVE (Kilicli and Aygiin 2023; Doucouré and Diagne,
2023). In this study, 0.50 was taken as the lower limit for factor loading (Anggraini
etal., 2022; Wirda et al., 2019).

Table 4. Analysis of reliability and validity

Variables Factor loading range CA CR AVE
>0.50 >0.70 >0.70  >0.50
Economic Factors (EF) 0.634*-0.837* 0.85 0.70 0.59
Technical/Technological Factors (TTF) 0.766*-0.925% 0.89 0.77 0.70
Social/ Cultural Factors (SCF) 0.793%*-0.890%* 0.88 0.77 0.69
Legal/Administrative Factors (LAF) 0.751*- 0.873* 0.91 0.80 0.68
Business Performance (BP) 0.842%-0.913* 0.94 0.78 0.75
Competitive Advantage (CA) 0.896*- 0.832* 0.93 0.81 0.76

N:183; *p<0.01; CR>AVE.

Upon analyzing Table 4, it can be seen that the factor loads of the state-

ments concerning the variables range from 0.634 and 0.925. All factor loadings are
above 0.50 and statistically significant (p<0.01) when analysing the factor loadings
of the items (Anggraini et al., 2022; Wirda et al., 2019). Similarly, the CR and CA
values, which explain the reliability of the variables, are above 0.70 (Doucouré and
Diagne, 2023; Khan et al., 2021). Thus in addition, AVE value is greater than 0.50
and CR value is greater than AVE value (AVE>0.50; CR>AVE). 1t is possible to say
that all variables have a reliable structure and provide construct and convergent
validity (Kilicli and Aygiin 2023; Doucouré and Diagne, 2023). From the results in
Table 4, it can be said that the items used in the questionnaire were prepared by the
purpose of the study.

4.4, Testing Hypotheses

Path analysis was employed in this study to recognise direct and indirect
impacts among variables. Measurement errors between variables can be calcu-
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lated using path analysis. Compared to traditional regression analysis, this fea-
ture gives path analysis greater advantages (Kilicli and Aygiin, 2023). In recent
years, when investigating studies using mediator variables in structural equation
models (SEM), contemporary approaches have attracted more attention because
of criticisms of conventional approaches. Modern approaches can provide more
valid and reliable conclusions than conventional approaches (Hair et al., 2021). In
this study, to talk about the mediation effect, the Variance Account For (VAF) value
was calculated, which is one of the contemporary methods of approach. If the VAF
value is 0.80 and above, it indicates that there is a full mediation effect, if it is
between 0.20 and 0.80, there is a partial mediation effect, and if this val- ue is less
than 0.20, there is no mediation effect (Wang and Li, 2022). The SEM developed in
this study is presented in Appendix 3.

Before testing the hypotheses, it is necessary to look at the goodness of fit

(GOF) values to understand that the SEM is valid and reliable. The GOF values
at acceptable levels indicate that the data are compatible with the established
structural model. Many goodness-of-fit values can be found in the literature. This
study includes the goodness of fit values that are frequently used by researchers
(Hooper et al., 2008). Kline (2005) suggested that minimum, chi-square, RMSEA,
SRMR, and CFI indices be reported. In this study, it is possible to say that the GOF
values are at acceptable levels in the literature. The GOF values related to the
SEM analysis and the results of the research hypotheses are presented in Table 5
and Table 6 below.

Table 5. GOF values

Compliance Exc\t,ellent Fit Acceptable Model Value Result
Index alues Values
x2/df <3 3<x2/df<5 2.09 Excellent
RMSEA <0.05 <0.08 0.077 Acceptable
SRMR <0.05 <0.08 0.045 Excellent
CFI >0.95 20.90 0.94 Acceptable

CMIN(x2) = 543.445 (p=0.00), df= 260
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Table 6. Results of hypothesis testing

. Direct Effect
Variables

B B S.E. C.R. Hypothesis Result
WEP-BP 0.70 a=0.59 0.183 3.820% H1 Supported
WEP—-CA 1.20 b=0.95 0.104 11.484% H2 Supported
CA—BP 0.37 ¢’=0.390.142 2.592% H3 Supported
Indirect Effect
Result B B R2 VAF Hypothesis
SuypRred—BP 0.44 0.37 0.95 0.58 H4

N:183; *p<0.01; VAF: Variance Account For; B: Regression coefficient; B: Standardised
regression coefficient; S.E.: Standard error; C.R.: Critical rate; ab: Indirect effect; ab+c’:
Total effect; VAF: ab/ab+c’.

It is understood from Table 6 that the direct effect coefficient of women
entrepreneur performance (WEP) on business performance (BP) is 0.59 (8=0.59;
p<0.01). There was statistical significance for WEP’s direct impact on BP. This
finding is also supported by the critical ratio value (C.R:3.820>1.96). This effect
is a positive and moderate unidirectional structural relationship. This result shows
that hypothesis H1 is confirmed. One of the other research hypotheses is the
direct effect of WEP on competitive advantage (CA). It is understood from Table
6 that the regression coefficient showing this effect has a high coefficient of
0.95 (B=0.95; p<0.01). This direct effect of WEP on CA is statistically significant.
This finding is also supported by the critical ratio value (C.R:11.484>1.96). This
effect is positive and strong. Therefore, we can say that H2 is confirmed. One of
the research hypotheses is the direct effect of CA on BP. Table 6 shows that the
path coefficient for CA directly affecting BP is 0.39 (8=0.39; p<0.01). This result
means that an increase of one unit in the CA leads to an increase of 0.39 in the
BP. Furthermore, this effect is statistically significant. This significance is also ev-
ident from the critical ratio value (C.R: 2,592>1,96). This effect is a positive and
low-level, unidirectional structural relationship. Therefore, hypothesis 3 is also
empirically validated.

Table 6 also presents the findings regarding the mediating role of CA. It is

seen that the impact of WEP on BP via CA is about 0.37 (8= 0.37). To calculate
whether CA has a mediating effect, the VAF value was calculated. The compu-
tations demonstrated that the VAF value was 0.58 (VAF=0.58). As mentioned
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previously, a VAF value ranging from 0.20 to 0.80 suggests the existence of a
partial mediation effect (Kilicli and Aygiin, 2023; Wang and Li, 2022). Therefore, it
is possible to say that hypothesis H4 is confirmed, that is, CA plays a partially
mediating role between WEP and BP.

After reviewing Table 6, it is evident that the R2 value is notably high at

95%. This finding indicates that the independent variables have the power to
predict job performance at a high rate of 95%. The 5% unexplained rate is likely
because of other variables that are not in the model and cannot be controlled for.
Plonsky and Ghanbar (2018) argue that when the R2 value is 75% and above,
the established model is quite robust, and the model is appropriate in terms of
goodness of fit. Thus, the fact that the R2 value is as high as 95% is evidence
that the structural model of WEP, CA, and BP variables is highly reliable.

5. Discussion

This study aims to investigate the impact of women entrepreneur perfor-
mance (WEP) on business performance and competitive advantage. At the same
time, it examines the mediating role of competitive advantage between the WEP
and business performance. The sample of this study includes SMEs owned by
women entrepreneurs registered with the CCI in the TRB2 region. As a result
of the analyses, it is understood that the factors affecting WEP have a positive
and significant effect on business performance. This result is consistent with the
results of Gupta and Mirchandani (2018), Hossain et al. (2018), Ali et al. (2019),
Khan et al. (2021), Chipfunde et al. (2021), Anggraini et al. (2022) and Akyildiz
(2021). From this point of view, it can be said that if the obstacles (econom-
ic, technical/technological, legal/administrative, social/cultural) faced by women
entrepreneurs are taken into account and solutions are found, SMEs will make
significant progress in the production of quality products and services, sales prof-
itability, and employment. From the results of this study, it is clear that women
entrepreneurs perform better as businesses when access to credit is always easy
when social, technical, and technological infrastructure is continuously provided,
and when they have easy access to the market.

Today, women entrepreneurs are striving to navigate the challenges posed
by their rivals while simultaneously investing in new sectors to gain a competitive
advantage. For businesses to create a sustainable competitive advantage, inno-
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vation and differentiation are essential. In this context, effective and efficient
management of the factors impacting the performance of women entrepreneurs
is particularly important to achieve and maintain a sustainable competitive ad-
vantage. From the data obtained (Table 6), the fact that the direct and indirect
effect of WEP on competitive advantage are positive and statistically significant
supports the explanations given. This finding corroborates previous studies in
the literature on the relationship between WEP and competitive advantage (Li et
al., 2006; Zainol and Al Mamun, 2018; Wirda et al., 2019). This result is an
indica- tion that the quality of the products or services of SMEs owned by women
entre- preneurs creates customer loyalty and gains a competitive advantage.
Brand eq- uity in the eyes of consumers plays a key role in creating competitive
advantage by differentiating in the marketplace. Competitive advantage
empowers women entrepreneurs, giving them the confidence to overcome social
barriers and suc- ceed in business. Increasing the number of women
entrepreneurs has a positive impact on economic growth, job creation, and
overall social development. When investigating the literature, it is evident that
few studies have investigated the relationship between these two variables.
Therefore, this study gains importance due to its contribution to the existing
literature.

The analyses’ findings demonstrate that competitive advantage significantly

and favourably affects business performance (Table 6). Based on this result, it is
possible to say that resources that provide competitive advantage play an im-
portant role in the performance of enterprises owned by women entrepreneurs.
This implies that for women entrepreneurs to survive in the sectors in which
they operate, they need to develop their strengths and weaknesses to gain a
sustainable competitive advantage. As stated by Anwar et al. (2018), if busi-
nesses want to achieve sustainable performance, they need to give importance

to competitive advantage. In this study, the significant direct effect of competi-

tive advantage on business performance supports the results of many previous
studies (Kilicli and Aygiin, 2023; Wirda et al., 2019; Udriyah et al., 2019; Yang

et al., 2018; Mohebi and Farzollahzade, 2014; Mahmood and Hanafi, 2013).

In addition, competitive advantage has a partial mediating effect between WEP

and business performance (Table 6). This partial mediation effect is consistent

with the results of Lakhal (2009), Meutia and Ismail (2012), Eniola and Abio-
dun (2014), Anwar et al. (2018), Hariandi and Wahyudi (2019) and Anggraini et

al. (2022). The importance of competitive advantage for business performance

is underlined by the results of this and previous studies. This is because wom-
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en entrepreneurs, who have a competitive advantage, can achieve sustainable
growth in the long term. Moreover, competitive advantage enables women en-
trepreneurs to respond quickly to changes in the market, which can sustain their
businesses and increase profits. This also opens various opportunities for women
entrepreneurs. For instance, possessing a competitive advantage enhances the
credibility and reputation of women entrepreneurs. This attracts the attention of
investors, customers, and business partners. Consequently, this awareness leads
to the creation of new partnerships and collaborations that make businesses
economically strong.

6. Conclusion and Recommendations

The findings of this study indicate that there is a positive and statistical-
ly significant correlation between the performance of women entrepreneurs in
the TRB2 region and business performance and competitive advantage. When
we look at the studies on women entrepreneurs in Turkey, there is no study on
the factors affecting the business performance and competitive advantage of
women entrepreneurs. Similarly, no studies have examined the mediating role
of competitive advantage between entrepreneurial performance and business
performance. Existing studies mostly discuss the problems faced by women en-
trepreneurs when starting a business. Hence, empirical evidence is limited and
has only addressed this issue in a direct relationship form without taking into
consideration mediator variables. This study provides a different perspective on
the literature by analysing competitive advantage as a mediating variable. It also
emphasizes the important role of competitive advantage between business per-
formance and entrepreneurial performance. Eliminating or effectively managing
the barriers faced by women entrepreneurs gives them a competitive advantage.
This advantage will provide long-term and sustainable growth for women entre-
preneurs. This study fills the existing research gap by providing an opportunity
to evaluate the relationship between entrepreneurial performance, competitive
advantage, and business performance from a broad perspective. This study dif-
fers from others in the literature due to its variables and results. It will serve as a
valuable resource, making significant contributions to both national and interna-
tional literature.

Apart from this, various recommendations can be drawn from this study.
Based on the results of this study, relevant institutions or organizations can or-
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ganize conferences, and seminars and provide consultancy services for women
entrepreneurs. Access to capital for women entrepreneurs to improve their busi-
ness performance and compete nationally or internationally can be facilitated. By
telling the success stories of women who have been successful in business life,
the place and importance of women in social and economic life can be empha-
sized to the people living in this region. This is also an incentive factor.

7. Limitations and Future Research

There were some limitations while conducting this study. The most import-
ant limitations of this study were cost and time. Other important constraints
were security issues in the region and factors like shell companies. In this respect,
it was not possible to reach all women entrepreneurs in the region. This limited
the sample. In addition, a major problem was that participants did not answer
the items seriously. There is a large research gap on women entrepreneurs in
Turkey. For example, more research could be done on the characteristics of wom-
en entrepreneurs and their role in the development of SMEs in Turkey. Studies
on the financing and marketing problems of women-owned SMEs can also be
conducted. In future studies, using the variables used in this study or addition-
al variables, different results may be obtained in other regions. By comparing
women and men entrepreneurs, it can be tried to determine whether there is a
differentiation between them. In addition, qualitative analysis methods can be
used in the future to contribute to the existing literature.
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Appendix 1. Items and reference works

Variables

Items

References

FRetwdmic

Loans provided by banks and other credit institutions
are sufficient.

It is important to have assets such as buildings, land,
etc. to carry out business activities.

I can easily access the inputs necessary to carry out
business activities.

Erdemir (2018);
Wube (2010);
Khan et al.
(2021)

SsdwslpGultural

Support from spouse, family, friends and relatives has
a positive impact on the growth of my business.

The attitudes of society towards my products/Services

are positive in the environment in which I operate.

My communication with employees is strong and my
relationship with them is positive.

My communication with customers is strong and my
relationship with them is positive.

Khan et al.
(2021); Wube
(2010)

Administrathegfbctors

The incentives and support provided by the state for
women entrepreneurs are sufficient.

I can obtain a loan for my business without showing
any title-deeded assets.

The inferest rates of the loans provided by banks or
other credit institutions to women entrepreneurs are
reasonable.

I did not encounter any difficulties or negativity
arising from bureaucracy while establishing my
business.

The state levies reasonable taxes on my business.

Wube (2010)

Technical/
Technological Factors

There are sufficient technological resources and
infrastructure in my enterprise.

My enterprise has the machinery and equipment to
continue its activities.

My enterprise has a modern technological
infrastructure.

My enterprise has sufficient tools and equipment to
carry out sales activities.

Hossain et al.
(2018)
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In my enterprise, there has been an increase in sales
and profitability in the last three years.

My enterprise has sufficient capacity to develop new
products and processes.

available in the market.

[+}] .
@ % My enterprise spends 50 per cent or more of the Khan et al.
g c profit obtained as a result of its activities as capital to (2021); Hasan
@5 my enterprise. and Mubarak
Qg 3 3 - - (2016)
o My enterprise provides high-quality products and
services.
My enterprise has a sense of social responsibility
and provides employment opportunities in its
neighbourhood.
Our company provides access to the resources it
needs at competitive prices.
o Our company has managed t0 INCrease its market
= share in recent years. Kilicli (2022);
E A . L I o Hasan and
UUT TOMMPAITy 11dS a g0U TTage T UHTeE Trimas Of Mubarak
.§ customers. (2016)
< Outcompanyisabletoattract the besttatent
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Appendix 2. Structural equation modelling for CFA
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Appendix 3. Structural equation modelling (SEM)
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Uriin Kalitesine ve inovasyonuna Toplam Kalite Yonetimi
Uygulamalarinin Aracilik Etkisi

Tahsin CETIN; Cengiz DURAN**, Mehmet COLAK™

0Z Amag: Tirkiye’de KOBI seviyesinde ki mobilya firmalarinin inovasyon yapmadaki yetersizliklerini ortaya
cikarmaya yonelik olan bu calismayla; Toplam Kalite Yonetimi kapsaminda inovasyon yetkinligi olustura-

cak en optimum araci degisken modelinin olusturulup literatlire kazandirilmasidir. Yontem: Firmalarin
inovasyon farkindaligl kazanmasina yardimci olarak giiclesmis pazar rekabetinde

surdurulebilir olarak ayakta kalmalarini saglayabilecek optimum aracilik yol etkisi modeli anket yonte-
miyle belirlenmistir. Bulgular: Yapilan analiz sonuglarina gére kurmus oldugumuz model istatistiki anlamda
kabul gormiis-

tur. Ayrica kurulmus araci yol degiskenine gore; yoneticilerin inovasyon algilari, Teknoloji Yonetimi /

Ar-Ge araci degiskeninin Uriin Kalitesi ve Inovasyonuna etkisi diger araci degiskenler olan kiyaslama,
miisteri odaklilik ve stratejik plap degiskenlerine gére daha yiksek degerde anlaml cikarak tam aracilik
etkisi gostermistir. Sonug ve Oneriler: Bu sonuctan hareketle soz konusu mobilya sektdriinde faaliyet
gosteren orta dlgekli

firmalar; Teknoloji Yonetimi ile Arastirma Gelistirmeye (Ar-Ge) yatirim yaptiginda pazarda rekabet ede-
bilecegi ve orta kademe de calisan mobilya firma yoneticilerinin mobilya trtnlerine yonelik inovasyon
yapma ve kaliteli triinler Gretme konusunda sikinti yasamayacagi dnerilerimiz arasindadir.

0zgiin Deger: Sektoriin daha da gelisebilmesi icinde farkli endiistrideki gelismeleri takip ederek onlar-

dan faydalanarak hareket etmeleri firmalarin verimli olmasi adina biyiik nem arz etmektedir.

Anahtar Kelimeler: Kiyaslama, Verimlilik, Uriin Kalitesi ve Inovasyonu, Araci Degisken.

JEL Siniflandirmasi: M12, 032, P42.

Intermediary Variable Effect of Total Quality Management
Applications On Product Quality And Innovation

ABSTRACT

Purpose: It is aimed to reveal inadequacies of midsize furniture enterprises operating at the SME level
in Turkey to perform innovations, generate solutions to these inadequacies and to create a model that
would bring an innovation adequacy within the scope of market competition.

Methodology: It is endeavored to determine an appropriate model for enterprises to survive successful-
ly in challenging market competition conditions by helping them make more practical innovative moves
and gain awareness by surveys.

Findings: According to the results of the analysis, it has been concluded that confirmatory factor anal-
ysis and all fit indices of the model are at an acceptable level. Besides, according to the result of the
model established with intermediary variables; it has been determined that the effect of administrators’
innovation perception on Technology Management / Re&De variable and product quality and innovation
is more significant than comparison, customer orientation and strategical plan variables and the percep-
tion shows a full intermediacy effect, in contrast to the partial intermediacy effect with other variables.
Practical Implications: Considering this result; we suggest that as long as midsize enterprises (SMEs)
operating in the aforementioned furniture sector make Technology Management / Re&De investments,
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they will experience no difficulty in market competition. Also, furniture administrators working in the
middle management will be able to make innovations uneventfully.

Originality: For the sector to develop further, it is of great importance that it gains integrated action
efficiency by following the developments in different industries.

Keywords: Benchmarking, Productivity, Product Quality and Innovation, Intermediary variable

JEL Codes: M12, 032, P42.

1. Giris

21. yiizyilda inovasyonun, isletmeleri ayakta tutan, varligini koruyan siirdiire-
bilirligini saglayan gizil bir giic oldugu soylenebilir. Bu anlamda, yogun ve degis-
ken rekabet ortaminda faaliyet gésteren isletmelerin ayakta kalabilmeleri, inovas-
yona dayanarak Griin ve hizmetlerini, tiretim yontemlerini siirekli degistirmeleri
ya da yenilemeleriyle mimk{indir (Sahbaz ve Tanyeri, 2018). Diger bir ifadeyle
inovasyon, bir isletmenin trlnlerinde, hizmetlerinde, tretim sireglerinde, orga-
nizasyonunda veya is modelinde yaptigi gelistirmeleri yenilikleri temsil eder. Bu
gelistirmeler, mevcut yontemleri veya uygulamalari iyilestirmeyi ya da tamamen
yeni yaklasimlarla baglamayi iceren bir takim siireci de kapsar. Bu bakimdan islet-
meler, siirdirilebilirlik agisindan inovasyona biyiik bir 5nem vermeli ki inovasyon
yeteneklerini gelistirerek icinde bulundugu sektdrde ayakta kalabilsin.

GUnlimiiz modern insanlari normal yasam standartlarini ist diizeylere ta-
simak icin konforlarina 6nem vermektedirler. Bu agidan mobilya fakt6rii de bu
konforu saglayan vazgecilmez 6gelerden biridir. Bu 6neme haiz olan mobilya
sektdri hem insan yasaminin merkezinde yer almasi nedeniyle hem de dinya
ekonomisinde 6nemli bir paya sahip olmasiyla katma degeri yliksek bir ekonomik
alan olusturmaktadir. Tiirkiye ekonomisinde de diinyayla paralel sekilde mobilya
sektorli ekonomik degeri yliksek bir sektor olarak kendini gostermektedir (Cos-
kun, 2019). Ne var ki Tiirk mobilya sektorii, genellikle geleneksel yontemlerle fa-
aliyette bulunan atélye tipi ve kiiciik orta biiyiikliikteki (KOBI) isletmelerin baskin
oldugu bir yapiya sahiptir. Her ne kadar son zamanlarda, bu yapiya ek olarak orta
ve biiyiik 6lgekliisletmelerin sayisinda biiyiik artislar gézlense de (Mobilya sektor
raporu, 2021) mobilya sektoriiniin gelismis oldugu ilkelerle kiyaslandiginda ye-
teri kadar gelisme gosteremedigidir. Bu anlamda mobilya sektoriiniin diinya ile
rekabet edebilmesi icin inovasyon yetenegine ihtiyag duydugu asikardir.

S6z gelimi, inovasyonu basariyla benimseyen kiigiik isletmelerin hayatta kal-

ma ve biiyiime sanslarini arttig), Giriin inovasyonlari yiiriitmeyen KOBI’lerle ki-
yaslandiginda daha yiiksek biiyime oranlari elde ettigi gozlemlenmektedir (Sub-
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rahmanya, 2015). Ayni sekilde, isletme ici calisanlarin inovasyona tesvik edildigi,
calisanlarin kendi fikirlerini paylastigl ve bu fikirlerin (st yonetim tarafindan de-
gerlendirilip kabul edildigi bir ortam olmasi y6neticilerin inovasyon algisini pozitif
yonde etkileyebilmektedir. So6zgelimi gegmiste calisanlarin dnerilerini benimseyen
yonetim anlayisinda bulunan isletmeler girisim, yenilik ve inovasyon yaklasimi
benimseyenler 6nemli basarilar elde ettikleri gorlilmektedir (Aricioglu, 2022).
Dolayisiyla siirekli yenilik isteyen mobilya misterileri Tiirk mobilya sektoriinde- ki
isletmeleri ister istemez degisime inovatif Urlinler Urettirmeye tetiklemekte ve
calisma ortaminda bulunan yoneticileri ¢alisanlari da buna duyarli olmasini zor-
lamaktadirlar.

Mobilya sektdrl, modern tretim yontemleri ve ihracattaki gelisimiyle, bilgi-

nin ve teknolojinin etkin kullanilmasi kapsaminda Tiirkiye’de ve uluslararasi pa-
zarlarda en cok deger kazanan sektorlerden biri olarak goriilmektedir (Korkmaz,
2019). Tasarim konsepti ve sembolik degeri, katma degerli ihracat ve liretim kapa-
sitesi, Urlin malzemesinin kalitesi ve saglamlig, nitelikli is yetenegi ve ekonominin
gelismesiyle birlikte siirekli gelisim saglayan mobilya sektéri icin olumlu birgok
nedene sahip olmasindan kaynakli kiiresel piyasalarda karli bir is potansiyeline ve
pazar rekabetine sahiptir (Yaman, 2019). Dolayisiyla mobilya sektoriinde yasanan
yogun pazarlama rekabeti ve tiiketicilerden gelen devamli degisim istekleri islet-
meleri performans yiikseltmeye, fiyat ve maliyetlerini diistirmeye ve en inovatif
kaliteli markali Giriinler iretmeye zorlamaktadir. Isletmeler maliyetleri diisiirebil-
mek, verimliliklerini ve performanslarini artirabilmek icin tretim planlama sirec-
lerinde otomasyona giderek daha iyi verimli makine ve ekipman kullanmakta ve
teknolojik olarak inovasyondan yararlanmak istemektedirler. Ayrica isletmeler is
organizasyon yapilarinda yenilige giderek is glictini uygun degerlerde kullanip
urln kalitesi ve inovasyonunu artirmayi hedeflemektedirler.

Kaliteli Girtin gelistirme strecinde 6grenilen her bir adim, isletmenin geri

bildirim yapmasina, zamana kendini uyarlamasina ve ¢alisanlar i¢in daha uygun

revize edilmis yaratici fikirler olusturmasina neden olabilmektedir (Rooderkerk
ve Gallino, 2019). Yeniligi basariya ulastirmanin ilk kurali yeni Griin gelistirecek

ve is birligi olusturma siirecinde uyum saglayacak etkin ve verimli bir 6rgiitsel
yapinin yaratilmasina olanak saglamaktir (Fesel, 2013; Arslan, 2018). Pazar re-
kabeti kapsaminda kaliteli Grlin inovasyonu gelistirme siirecinin basarisini ve ba-
sarisizligini etkileyen birtakim énemli unsurlar s6z konusudur. Bunlar; Bowen vd.

(1994) gore iriin gelistirme vizyonu, organizasyon yapisi, proje sistemi, isletme-
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nin 6grenme sireci, kabiliyeti, is gorenlerin yetenegi, isletme teknolojisi, 6rgi-
tiin sorumluluk igcgiidiisl, calisanlarin motivasyon ve performansi, yenilige karsi
algilaridir (Cengiz vd., 2005). Uriin inovasyonunu destekleyen yéneticilerin ve
calisanlarin degisimlerin devamli olacagi vurgusunu éne ¢ikaran giiglii etkin bakis
acisina sahip oldugu bir orgit kiltiri olmasi sektor icin 6nemli bir etkenlerdir.
Farkli sektor gelismelerini takip etmek bunlarla yakindan iliskili olmak isletme
var- ligini siirdirebilir hale getirmede dnemli bir unsur olabilecegidir. Buradan
hare- ketle galismamizda bu konu (izerinden dngdrdiigiimiiz soruna sorunlara
¢6zim yollar UGretebilmek icin gelistirdigimiz aracilik etkisi bu kapsamda
cercevesinde aciklanmaya calisiimistir.

Mobilya isletmelerinde calisanlarin yeni fikirler gelistirebilmesi icinde; gerekli
ortamin saglanabilmesine, tist yonetimin yenilige kapi aralayan Toplam Kalite Yo-
netimi uygulamalarina 6nem vermesine, galisanlarin motive edilebilmesine ve on-
larin fikirlerine deger verildigini hissettirmelerine baglidir (Erdem ve Dig., 2011).
isletmeler agisindan TKY anlayisi yolunda en 6nemli adimlardan biri son yillarda
onemi gittikce artan pazarda fark olusturan kaliteli inovatif Griinler sunabilmesidir
(Yildinm Soylemez ve Sahin, 2019). Bu baglamda bu ¢alismanin konusu Toplam
Kalite Yonetimi (TKY) uygulamalarindan Kiyaslamayi (Benchmarking), Miisteri
Odaklilig), Stratejik Plani, Teknoloji Yonetimi-Ar/Ge’ye en iyi yatirimi yapan, plan-
layan ve yoneticilerini bu yonde degerlendiren isletmelerin daha inovatif Grtinler
ortaya koyup koyamayacaginin “aracilik etkisi” baglaminda incelenmesidir. Bu
calisma 6zelinde asil hedeflenen nokta, Tiirk mobilya sektdriini inovatif anlamda
ileriye tasiyacak en iyi metodolojiyi (aracilik etkisi) bulmaya caligmaktir. Calismada
hedeflenen noktaya ulasmak icin kullanilacak yéntem ise, nicel arastirma yonte-
midir. Arastirmanin verileri, diger bir ifadeyle “aracilik etkisini” belirleyebilmek
icin 5’li likert 6lcegi ile hazirlanan anket ile toplanarak veriler lisrel programiyla
céziimlenmistir. Isletmeler icin cok 6nemli olan TKY uygulamalari kapsaminda
olusturdugumuz ve ¢calismanin ikinci kisminda verilen hipotezlerin inovasyona
ulagma bakimindan aracilik etkisinin olup olmadigi istatistiki olarak belirlenmistir.

Belirlemis oldugumuz hipotezler kapsaminda sektor yoneticilerinin; Kiyasla-
manin (Benchmarking), Miisteri Odakliligin, Stratejik Planlamanin, Teknoloji Y6-
netimi ve Ar-Ge’nin Uriin inovasyonuna daha etkin ulasmada hangi degiskenin
daha ¢ok aracilik etkisi gosterdigi belirlenmek istenmistir. Clink( Grlin kalitesi ve
inovasyonunda pazar arastirmasinin zayifligi, kétii yonetim, yetersiz is glicii kay-
nagl, rakiplerin takip edilmemesi, farkli sektorlerdeki gelismeleri takip etmeme,
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Ar-Ge’ye yeterince yatirim yapilmamasi, pazar biyikliginin tahmin edilmemesi,
musteri odakli olmama gibi ciddi unsurlar isletmeleri zor durumda birakabilmek-
tedir (Cooper, 2019). Isletme yénetiminin Ar-Ge ve teknoloji biriminde calisanlari
kurumsal bir cergevede desteklenmesi ve uygun ortam olusturmasi yeni kaliteli
driinler olusmasinda daha faydali katkilar sunabilecegidir (Demir ve Kazancoglu,
2020). Yeni Griin Gretimi sirecini uygulayan isletmelerin, cogunlukla akademik
calismalardan yararlanma ve diger sektorlerdeki farkli uygulamalarindan esin-
lenerek kiyaslama (benchmarking) yolunu tercih ederek varligini daha olumlu
surdirebilecegi calismamiz icin bir dngoriidir. Buradan hareketle bu calismayla
Toplam Kalite Yonetimi (TKY) uygulamalari irdelenerek mobilya sektoriine uygun
inovatif kaliteli Griinler ortaya koyabilmeyi gerceklestiren yoneticilerin algilarinin ne
durumda oldugu ve mobilya sektdriine yonelik sorunlar irdelenerek sektére yonelik
en uygun faydali araci degisken modelin belirlenmesi amaclanarak sekto- re yonelik
oneriler getirilmeye calisilmistir.

2. Kuramsal Ac¢iklamalar Literatiir

TKY’nin isletme verimliligini olumlu yonde pozitif olarak etkiledigini; sistem-
sel yaklasimlarla inovasyon yénetimi ve kalite gelistirme gibi boyutlar ele alinarak
urlin inovasyon modelinin cergevesini olusturan iligkiler arastirilmis ve birbirini
olumlu pozitif yonde etkiledigi sonucuna ulasiimistir (Kiiclik ve dig., 2015: 58).
Bir yonetimsel olguyu arastirip céziimlemeye galismak, uygulamanin bilgisine ek
olarak bu bilginin kaynagini ve kaynagin niteligini tiim detaylariyla analiz etmeyi
gerektirir (Ciner, 2020: 6).

TKY’nin genel amaglari olarak isletmenin icinde yonetici personelin ve cali-
sanlarin ishirligini saglayarak; strekli iyilestirme yapmak, en (st kalite seviyesine
ulagmaya calismak, sifir hatali Griinii esas almak ve israfi 6nlemek, iriin islem
Uretim zamanini kisaltmak ve hizli kargo yapmak, driin gelistirme ar-ge siireg-
lerini kisaltmak, maliyetleri diistrerek kaliteli mali Giriini hizmeti ucuza satmak
ve yiiksek derecede rekabet giiclinii elde etmek, misterileri, tiiketicileri tam da-
imi olarak tatmin etmek, isletmenin belirlenen hedeflere ulagmasini saglamak ve
urln sireg ici islem sayisini azaltarak zamanla yarigmak olarak belirtilmektedir
(Simsek, 1998: 108). Tiim bu aciklamalar bireyler, sirketler, kurumlar veya ilkeler
baglaminda ele alindiginda, inovasyonun ele alindigi anlam; kar, gelir, yatirim,
risk, rekabet Gstiinliigl, verimlilik, maliyet yénetimi gibi konulari icerir. Schum-
peter’in de belirttigi gibi (Croitoru, 2017), inovasyon ‘ekonomik yasam alaninda
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isleri farkli yapmak’ anlamina gelir. Baska bir deyisle, inovasyon karmasik ve izole
bir kavram olarak ele alinamaz (Aricioglu, 2022).

Isletmelere rekabet avantaji saglamasi ve karliligini artirmasinin yani sira, bir-

cok calismada inovasyonun sunabilecegi daha cesitli faydalar da vurgulanmak-
tadir. Cogu calismada genel olarak vurgulanan faydalar olarak (Sahinli ve Kiling,
2013: 341; Uzkurt, 2010: 38; Ipcioglu ve Goniilliioglu, 2008: 310; Esen ve Cetin,
2012:77; Toraman ve Dig., 2009: 103; Tekin ve Durna, 2012: 94; Isikli ve Dig.,
2013:727): Asagida siralanan hususlar, inovasyonun saglayabilecegi faydalar
icermektedir:

 Rekabet avantajini gliclendirme, isletme surdirdlebilirligini saglama,

« Mevcut pazarlari genisletme, yeni pazarlara giris, pazar payini artirma ve
koruma,

- Pazar liderligini daha da saglamlastirma,
« Glcll bir imaj olusturma, sayginlik kazanma ve itibari artirma,
« Urin yelpazesini genisletme ve mevcut Griinleri koruma,

« Yeni perspektiflerin acilmasini, yeni is firsatlarinin olusturulmasini ve sinirli
potansiyelle yiiksek gelir elde etmeyi mimkiin kilma,

- Kalite, verimlilik ve karliligr artirma, maliyetleri distrme,
+ Calisan motivasyonunu, memnuniyetini, bagliligini ve istikrarini artirma,

= Miisteri tatminini, memnuniyetini ve bagliigini ylikseltmek.

isletmelerde inovatif {iriin kalitesi ve hizmet kalitesi iist yonetime; rakiplerin
faaliyetlerini analiz etme, izleme, musteri tiiketici pazar bilgilerine ulagma, elde
etme, degerlendirme, isletme kaynaklarini etkin kullanma ve etkili olarak Ar-Ge/
Ur-Ge yatinimi yapma imkani saglayabilmektedir (Oke ve Dig., 2012). Literatiir
arastirmalarindaki genel varilan sonug, inovasyon yatirim stratejisinin triin ino-
vasyon kalitesini ve isletme inovasyon verimlilik performansi Gzerinde pozitif yon-
de olumlu etkileri oldugudur (Wu ve Lin, 2011).

Ginimiizde piyasalarin kiiresellesmesi ve hilginin siirekli ve hizli bir sekilde
evrim gecgirmesi, lkelerin rekabet giiclinl en fazla etkileyen faktérlerden biridir.
Ulkelerin rekabetciliklerini artirabilmeleri ve siirdiirebilmeleri icin inovasyon yete-
negi son derece kritik bir 6neme sahiptir. Ayrica yenilikgilik ve Ar-Ge faaliyetlerine
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yapilan yatirimlarin, tlkelerin kalkinma siireclerine olan olumlu etkisi de oldukca
biiyiik bir 6neme sahiptir (Eren & Gelmez, 2022, s. 1546).

Sirekli yenilenmeye ve gelismeye olanak saglayan pazar rekabeti inovasyon
uygulamalar; Griin performansina ne sekilde ulasildigini gostererek siirdirilebilir
yeni bilgi girdileri olusturarak inovatif verimliligi o denli artirabilmektedir (Oneren,
2011:103). Kiyaslama, kalitenin arastirilmasi icin isletme faaliyeti disindan bir ba-
kis acisi saglamak ve bunu verimli hale getirebilmektir. Bu bakis dogrultusunda ki-
yaslama, isletmelerin kiiresellesen diinyada tiim yenilikci giincel gelismeleri (ize-
rine cevirmelerini saglayacak en iyi yontem ve uygulamadir (Karalar ve Sinmaz,
1998: 66). Inovasyon yapmak ve yapilan inovasyonlari kisa siirede benimsemek
pazar rekabetinin yogun oldugu sektorlerdeki firmalar igin en dnemli rekabet
avantaji kazandirmaktadir (Uzkurt ve Sen, 2012: 32).

Sanayi, Universite ve kamu sektorlerinin ishirligi ile gerceklestirilen Ar-Ge faa-
liyetleri, istenilen seviyeye heniiz ulasabilmis degildir (Aydin, 2022a, s:1). Bu bag-
lamda, teknolojiyi Gretme yaklagiminin 6tesinde, genellikle teknoloji transferi 6ne
cikmigtir (Sengiin, 2016, s:198). Uziicii bir sekilde, Tiirkiye’de yatinmlarin cogu
diistik teknolojili hizmet sektorlerine yonlendirilmektedir, oysaki yiiksek teknoloji
sektorlerine yonlendirilmesi arzu edilmektedir (Tuncer, 2022, s. 503).

Isletmelerin yenilikci basarilari bireyselden daha ¢ok isbirligi sonucunda elde
ettikleri bilinen bir gercektir. 2008’ de Jurado ve arkadaslari isletmelere gore tiim
faktorlerin riin inovasyonuna etkisini ve bu etkinliginin ilgili sektorlere gore fark-
lilasip farklilasmadigini arastirip inovasyon verimlili§inin 6nemini vurgulamislar-
dir. ispanya’da 6094 imalat liretim isletmesinde yapilan calismalarda, isletmelerin
kendi ve dis rekabet inovasyonun ana faktorleri kendi icerisinde sektorlere gore
degisiklik gosterdigi ve siirekli gelisen hizmetlerin Griin kalite verimliligine olumlu
etki yaptigini vurgulamislardir (Jurado ve Ark., 2008). Isletmeler, inovatif faaliyet-
lerde bulunurken dis kaynaklardan farkli sektorlerden kiyaslama ile faydalanmak-
tadir. Bu is birlikleri genis bilgi paylasimi saglamaktadir. Isletmeler, paydaslariyla
is birligi yaparak gelismeleri saglarsa (iriin inovasyon yaklagimini benimsemis ol-
maktadirlar (Kilic ve Tiirkmen, 2019).

Savas 2015’te yapmis oldugu arastirmasinda da; isletmelerin kaliteli Griin
inovasyonunun etkili 6nemli faktorleri bakimindan; triin, musteriler, tiiketiciler,
isletme, pazar, slrec, teknoloji, rekabet, verimli inovasyon siireci ve unsurlarini
yenilige degisime acik olmak gerektigini arastirmalarinda belirtmistir. Isletmeler
acisindan Toplam Kalite Yonetimi adimlarindan olan ve énemi gittikce artan pa-
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zarda fark olusturan kaliteli yenilikci Griinler Gretme cabalaridir (Séylemez ve Sa-
hin, 2019: 34). Isletme (ve dolayisiyla iiriin) diizeyinde kalitenin yiikseltilmesinin,
ilgili lilke agisindan olumlu makroekonomik etkiler olusturacagl herkes tarafindan
kabul edilmekle birlikte, bu olasi veya gerceklesen etkilerin bilyikligi zamanla
bilinecektir. Bir lilke ekonomisinde olabildigince cok sayidaki firmanin TKY an- layisi
ile organize olmus ve birden cok Urlin Uretiyor olmasinin biylmeyi uyaric
etkilerinin yani sira, Tirkiye gibi bir ekonomide ylikseklerde seyreden enflasyon ve
déviz kurlan Gzerinde ne denli olumlu etkilerde bulunabileceginin farkina varil- masi
gerekmektedir. Bu bakimdan giinlimiz firmalar devamllik igin yenilikgi tim
uygulamalari yakindan takip edip bunlar icsellestirerek uygulamaya doénistlrip
rekabet konumunda olan her seyle basa ¢ikabilmelidirler.

Isletmelerde calisan yonetici konumundaki kisilerin inovatif davranis algilari-
nin ne durumda oldugu ve bunun TKY uygulamalarinin izerinde anlamli bir etkisi
olup olmadigl ve aralarindaki iliski diizeyleri etraflica belirlenmeye galisilmistir.
Arastirmada incelenen sorun daha énce 2018/2019 yillarinda doktora tez arastir-
mas! kapsaminda Izmir’deki mobilya sektoriindeki tist diizey yoneticilerle birebir
konusularak ve isletmelerin sektérdeki genel faaliyet durumu analiz edilerek be-
lirlenmistir. Ayrica dnceki calismalarin az olmasiyla ve mobilya sektortiniin kendi
yonetimsel eksikliklerini gormesini saglamak amaciyla bu konuda calismaya karar
verilmistir. Bu kapsamda mobilya firmalarinin uygulayabilecegi en optimum yon-
temle daha etkin inovatif hamleler yapabilmesini saglayabilmek ve gelisen Tiirkiye
mobilya sektdriine bilimsel ekonomik nitelikte fayda saglamaktir. Bu kapsamda
literatiir incelemesi sonrasi kurdugumuz hipotezler asagida verilmistir.

H1: Yéneticilerin Inovasyon Algilarinin TKY Uygulamalariyla Uriin Kalitesi ve
Inovasyonu arasinda aracilik etkisi vardir.

H1a: Yéneticilerin Inovasyon Algilarinin Uriin Kalitesi ve inovasyonu Uzerinde
Kiyaslamanin Aracilik etkisi vardir.

H1b: Yéneticilerin Inovasyon Algilarinin Uriin Kalitesi ve Inovasyonu Uzerinde
Misteri Odakliligin Aracilik etkisi vardir.

Hic: Yéneticilerin Inovasyon Algilarinin Uriin Kalitesi ve Inovasyonu Uzerinde
Stratejik Planlamanin Aracilik etkisi vardir.

H1d: Yoneticilerin Inovasyon Algilarinin Uriin Kalitesi ve Inovasyonu Uzerinde
Teknoloji Yonetimi-Ar/Ge’nin Aracilik etkisi vardir.
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Kurmus oldugumuz hipotezlerin destekleyici literatir bilgisiyle detaylari ma-
teryal bollimiinde ayrintili olarak verilmistir.

3. Materyal ve Yontem

3.1. Materyal

Tiirkiye’de KOBI diizeyindeki mobilya isletmeleri calismanin kapsam ve sinir-
Lligini olusturmaktadir. Mobilya sektorlini tercih etmemizin bir bagka sebebi de
son zamanlarda KOBI statiisiinden biiyiik élcekli isletme statiisiine gecen isletme
sayisinin giderek artmasidir. Ayrica arastirmacinin bu sektérle iliskili bir meslege
sahip olmasi mobilya sektériiniin sorunlarini gérme ve ¢éziim yollari bulma adina
bu alanda arastirma yapilmasina yoneltmistir. Arastirma kapsaminda isletmelerde
calisan yonetici konumunda bulunun orta kademede bulunan yetkililere anket
teknigi uygulanmis ve veriler elde edilmistir. Anket sorulari daha 6nceki galisma-
lardan esinlenerek gecerliligi glivenirliligi saptanmis sorulardan (Anket soru 6lcegi
daha dnceki calismalardan (Oflazoglu, ve Kogak, 2012; Erdem, ve Dig., 2013;
Cetin, ve Develioglu, 2009; Prajogo ve Dig., 2006:34; Kahraman ve Tasgkin, 2015;
Vincent ve Dig., 2004; Kilig ve Keklik, 2012) esinlenerek olusturulmus ve s6z
konusu mobilya sektériine yonelik olarak uyarlanmistir. Anket sorulari 5’li likert
tipi sorular seklinde hazirlanmistir. Anketler istatiksel olarak Yapisal Esitlik Modeli
kapsaminda LISREL programi ile analiz edilmistir. Lisrel yerine Amos programi da
tercih edilebilecek alternatif yontemlerdendir. Yapisal Esitlik Modellemesi, farkli
degiskenler arasindaki nedensel iligkileri tahmin etmek amaciyla kullanilan ista-
tistiksel bir yéntemdir. Bu yaklasim, siyaset bilimi, ekonomi, yonetim, pazarlama,
psikoloji, sosyoloji, egitim ve saglik gibi pek gok disiplinde, teorilerin dogrulan-
masinda etkili bir arag olarak kullanilmaktadir. Arastirmada calisan yoneticilere
basit tesadiifi yontemle dagitilan 400 anket formundan 336 tanesi eksiksiz ge-
cerli kabul edilerek aragtirmaya dahil edilerek %95 gliven seviyesi yakalanmistir
(Alfa:0.05, p:0.5, g:0.5). Uygulanmis anket sorularindan faktor yiikii 0,50’den
diisiik olan sorular Inovasyon 6lcegi boyutunda (Soru 21, Soru 22, Soru 23) ¢I-
karilarak diger kalan madde yikleri ortalamasina gére 0,80°dir ve bu bakimdan
ylksek gegerlilik seviyesine ulagmistir. Modele yonelik olusturulan hipotezler asa-
gida verilmistir. Literatiir destegiyle kurdugumuz hipotezler gerekgeleriyle birlikte
ayrintili olarak sunulmustur.

H1: Yéneticilerin Inovasyon Algilarinin TKY Uygulamalariyla Uriin Kalitesi ve
Inovasyonu arasinda aracilik etkisi vardir.
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Pazar rekabetinde inovatif tim faaliyetler, yeni teknolojiler gelistirme, yeni
driinler veya hizmetler gelistirme, yeni iretim siregleri ve yeni 6rgiitsel yapilar ge-
listirmeyle ilgili cabalari kapsar. Inovasyon kavrami tek basina kullanildigi zaman,
slreci ifade edebilir, ama inovasyon yonetimi olarak kullanildiginda inovasyonun
uygulamada kontrol edilebilmesi ve yonetilmesini de ifade eder (Drucker, 2003).
Inovasyon iiriin kalitesi; isletmenin teknolojiyi, is siireclerini (miisteriler, tedarikgi-
ler, finansal ve dis kaynaklar, pazar rakipleri v.b.) ve insan iliskilerini (kiiltiir, davra-
nis-tutum, iletisim, organizasyon v.b.) inovasyonu destekleyecek ve tesvik edecek
sekilde sonuglanmasi anlamini ifade eder (Ecevit Sati ve Isik, 2011). Bu baglamda
Griin inovasyonu kalite basarisi, sahip olunan kaynaklar (insan, ekipman, tekno- loji,
rakipler, bilgi v.b.) ve orgitiin bu kaynaklari yénetebilme kapasitesine baglidir
(Kalay ve dig., 2015: 2).

Inovasyon cabalarinin temel hedefi genellikle miisteri ihtiyaclarini ve bek-
lentilerini sekillendirmektir. Ancak her yeni yeniligin kolaylikla kabul edilecegi
bir beklenti gercekgi degildir. Miisterilerin her yeniligi aninda benimsemesi bek-
lenmeyen bir durumdur. Yoneticilerin bu meseleye yonelik ciddi endiseleri mev-
cuttur. Bu durum, yoneticilerin inovasyon konusundaki algilarini olumsuz yénde
etkileyebilecek bir potansiyele sahiptir (Tasgit ve Torun, 2016: 126). Inovasyon
faaliyetlerinin amacindan biri de driinlerin daha yiiksek kalitede ve verimli bir se-
kilde Uretilebilmesini saglama yetenegini icermektedir (Naytiyok, 2007:211-231).
Isletme ydneticilerinin béyle bir bakisa sahip olmalari, inovasyon ile ilgili algilarini
pozitif yonlendirmesi beklenmektedir.

Inovasyon alaninda yapilan tiim calismalar, isletmeler igin inovasyonun ka-
¢inilmaz bir zorunluluk oldugunu vurgulamaktadir. Kiiresellesme ve teknolojik
ilerlemeler gibi faktorler, isletmelerin inovasyonu hem zorunlu bir adim hem de
stratejik bir gereklilik haline getirmistir. Isletme yapilarinda yasanan zorunlu veya
stratejik degisimler, inovasyonun gergeklestirilmesi igin dnemli bir motivasyon
kaynagidir. Farkli sektorlerde rekabetin kiiresel boyutta yogunlasmasi, inovas-
yonun zorunlu bir gereksinim olarak ortaya ¢cikmasina neden olmustur. Ayrica,
guinimduz is diinyasinda isletmelerin, dalgali pazar yapilar ve cesitlenen misteri
ihtiyaclari karsisinda rekabetci konumlarini stirdtrebilmeleri ve uzun siireli basarili
olabilmeleri igin inovasyon faaliyetlerini aktif olarak uygulamalari gerekmektedir
(Tasgit ve Torun, 2016: 125).

Literatlr taramasi ve arastirmasi sonucu elde edilen ve degerlendirmeye ali-
nan 2000 yili sonrasi calismalardan, arastirmacilarin ok cesitli faktorlerle Top-
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lam Kalite Yonetimi uygulamalariyla Grlin kalitesi ve Grlin Ginovasyonu arasindaki
iliskiyi inceledikleri goriilmektedir. Buradan hareketle, Griin kalitesi ve driin ino-
vasyonunu etkileyebilecek faktorler olarak; Toplam Kalite Yonetimi uygulamalari,
pazar ortami ve rekabeti, isletme ici-disi faktorler, isletmenin stratejik durumu,
faaliyette bulundugu sektdr, organizasyon uygulamalar, orgiitiin kiiltirel &zel-
likleri, orglitsel sermaye, sosyal sermaye, isletmenin ekonomik giicii, ekonomik
biylme, egitim dizeyi, is giicl, rekabet gicl, orgltsel yetenek ve davranislar,
teknolojik yetenek ve kaynaklar, Ar-Ge yatirimlari, Ar-Ge’ye verilen énem, pa- zar
arastirmalari, kalifiye is giicii, inovasyon ortami ve kiiltird, tedarikgilerle is birligi,
musteri odaklilik, misteri beklentilerini dikkate alma, isletme biyikligi ve
surdurulebilirlik olarak karsimiza c¢ikmaktadir. Yapilan her bir calisma kendi
bulundugu sektdr, drneklem kiitlesi ve bulundugu iilke bazinda degerlendirilerek
dikkate alinmalidir. Yaptigimiz bu galismanin hipotez sonuglari da bu kapsamda
degerlendirilerek faydaya donistirilmelidir.

3.2. Yontem

3.2.1. Yapisal Esitlik Modeli Araci Degisken Analizi

istatistik analizinde araci degisken, iki degisken arasindaki sebep-sonug ilis-
kisinin ayri bir pargasidir (McKinnon, Fairchild ve Fritz, 2010: 594). Degiskenlerde
aracilik iliskisi genelde asagidaki sekilde gosterilen bir model cercevesinde test
edilir. Gosterilen sekilde X bagimsiz degiskenini, Y bagimli degiskeni ve M ise
araci degiskeni ifade eder. Ayrica, c yolu (X-Y arasi) bagimsiz degisken ile bagimli
degisken arasindaki etkiyi, a yolu (X-M arasi) bagimsiz degisken ile araci degis-
ken arasindaki etkiyi, b yolu (M-Y arasi) ise araci degisken ile bagimli degisken
arasindaki etkiyi faktorli gostermektedir (Baron ve Kenny, 1986: 116). Arastir-
mamizda “inovasyon algisi” tahmin edici (hagimsiz degisken), “lriin kalitesi ve
inovasyonu” tahmin edilen (bagimli degisken) ve “kiyaslama, miisteri odaklilik,
stratejik plan ve teknoloji yonetimi AR-GE” araci (mediator) degiskenler olmak
lizere; inovasyon algisindan {riin kalitesi ve inovasyonuna giden direk etki istatis-
tiksel olarak anlamli olmalidir. Buradaki mantik sudur ki; Inovasyon Algisi (X) ile
Uriin Kalitesi ve Inovasyonu (Y) arasinda bir iliski yoksa zaten aracilik edilecek bir
iliski de yok demektir.
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Sekil 3.1. Araci Degisken Etki Modeli

Analizlerde aracilik etkisinden s6z edebilmek igin bazi sartlarin saglanmasi
gerekmektedir. Baron ve Kenny’nin basamaklari olarak isimlendirilen bu asamalar
soyle siralanmistir (Baron ve Kenny, 1986: 116; Giirbiiz ve Bekmezci, 2012: 200).

1. Bagimsiz (X) degiskenin, araci (M) degisken iizerinde bir etkisi olmalidir.
2. Bagimsiz (X) degisken, bagimli (Y) degisken lizerinde etkili olmalidir.

3. Araci (M) degisken, ikinci adimdaki regresyon analizine dahil edildiginde;
bagimsiz degiskenle bagimli degisken arasinda anlamli olmayan iliski ortaya ¢i-
karsa tam aracilik etkisinden; bagimsiz degisken ile bagimli degisken arasindaki
iliskide azalma meydana gelirse kismi aracilik etkisinden bahsedilebilir (Burmaog-
lu, Polat ve Meydan, 2013, 17; Howell, 2013: 547; McKinnon, Fairchild ve Fritz,
2010: 594).

Bilimsel calismalarda araci degisken testleri, bagimli ve bagimsiz degisken
arasinda direk bagimlilik iliskisi yok gibi goriinen durumlarda endirekt araci iligkiyi
inceleyip tanimlayabilmektir. Yapilan bu analizdeki iliski de klasik regresyon iliski-
siyle élcllebildigi gibi farkli bir analiz yontemi olan Yapisal Esitlik Modellemesiyle
de degerlendirilip 6lciilebilir (Yilmaz ve ilhan Dalbudak, 2018: 518).

Baron & Kenny’nin (1986) yapmis oldugu regresyon analizinden yola gika-

rak tavsiye ettigine gore; aracilik etkisi modellerinde bagimli degiskenin, bagim-
siz degisken tarafindan tahmin edilmesi test edilmesi gerekmektedir. Bagimli ve
bagimsiz degisken arasinda bir iliskiyi araci degiskenin aracilik edecegi bir iligki
ile daha fazla etki eden degiskene ulasilabilir. Araci degisken bagimsiz degisken
tarafindan tahmin edilerek, araci degisken bagimli degisken roliine dénusebhil-
mektedir. Bagimli degiskenler, bagimsiz degiskenler tarafindan agiklanmis araci
degisken faktoriiyle tahmin edilir. Dolayli etkide ise bagimsiz degiskenin sabit
tutulmasiyla araci degiskendeki istatiksel degisimin bagimli ve bagimsiz degis-
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ken arasindaki gergek durumu inceler (Robins & Greenland, 1992; Pearl, 2001).
Calismamiz kapsaminda araci degiskenlere ait olusturulan tim modeller asagida
gorsel sekiller olarak verilmistir.

4. Bulgular

4.1. Araci Degisken Analiz Sonuglari

Araci degisken neden ve etki arasinda kdprii gorevi gormektedir. Diizenleyici
degisken nedensel bir etkiyi degistiren {iciincii bir degiskendir. Araci degisken,
surece iliskin neden ve nasil nasil sorularina cevap veren nedensel bir modeldir.
Aracilik analizi, bagimsiz degiskenden bagimli degiskene uzanan siireci tanim-
lamaya galismaktadir. Basgka bir ifadeyle, basit bir aracilik modelinde 6ncelikle
bagimsiz degiskenin araci olan degiskene sonra da araci olan degiskenin bagimli
olan degiskene sebep oldugu varsayilmaktadir. Bu sebeple aracilik etkisi, vekil
etki, dolayli etki, ara etki veya dolayli miidahale etkisi olarak da adlandiriimak-
tadir (Aksu ve Dig., 2017). Sekil 4-5-6-7"de yol (path) diyagramlari kullanilarak
aracilik modelleri gésterilmistir.

Hadi ve arkadaslarina (2016) gore, bir modelde aracilik etkisinin var olup
olmadiginin hesaplanmasinda uygulanan bir baska yolda Variance Account For
(VAF) degeridir. Bu degerin hesaplanmasi icin dogrudan etki ve dolayli etki de-
gerlerinin hesaplanmasi ve bu iki degerin toplanarak toplam etki degerinin olus-
turulmasidir. Bu degerler ise standartlastirilmamis B katsayilaridir (dolayli etki icin
a.b ve dogrudan etki igin c). VAF degeri dolayli etki/toplam etki formiliinden
bulunmaktadir ve 0,80 ve {izeri olmasi ilgili modelde tam araci etki oldugunu;
0,20-0,80 arasi olmasi kismi araci etki oldugunu gostermekte ve 0,20’nin altinda
bir deger ilgili modelde aracilik etkisi olusturmadigini gésterir (Hair vd. 2013).
Yapilan analizlerde y6neticilerin inovasyon algisi bagimsiz degisken olurken, Griin
kalitesi ve inovasyonu ise bagimli degisken olarak belirlenmistir.
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Sekil 4. Aracilik Testi Modeli (Kiyaslama)

Sekil 4’de gosterilen modele gore inovasyon algisi bagimsiz degisken, Griin
kalitesi bagimli degisken ve kiyaslama araci degisken olarak kabul edilmektedir.
Bunun yaninda Pazar rekabeti inovasyon algisini etkileyen bagimsiz degisken ola-
rak kabul edilmektedir.

Chi-Sguare=T31.41. df=3I4®. Frvalue=0.00000. RMICA=O.OTS

Sekil 5. Aracilik Testi Modeli (Miisteri Odaklilik)
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Sekil 6. Aracilik Testi Modeli (Stratejik Plan)
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Chi=Square= T7.13. 4f=I48. F-value=0.00000. RMICA=O.O0R3I

Sekil 7. Aracilik Testi Modeli (Teknoloji Yonetimi AR-GE)

Yapilan araci degisken analizlerinde; -ydneticilerin inovasyon algisi bagimsiz
degisken olarak belirlenmis olup, -urln kalitesi ve inovasyonu ise bagimli degis-
ken olarak ele alinmistir. Araci degiskenler olarak -Kiyaslama, -Misteri Odaklilik, -
Stratejik Plan ve -Teknoloji Yonetimi / Arastirma Gelistirme ele alinmistir. Yo-
neticilerin inovasyon algisindan {rlin kalitesi ve inovasyonu arasinda dogrudan bir
iliski olmasi gerektigi ve istatistiksel olarak anlamli bir etki olmalidir. Clnki
Inovasyon Algsi ile Uriin Kalitesi ve Inovasyonu arasinda herhangi bir iliski yoksa
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araci degisken analizi yapilmasina gerek olmadigi gibi aracilik etkisi gosterecek bir
korelasyon iliskide yoktur. Araci degisken kendi arasinda dolayli etki, kismi
aracilik etkisi ve tam aracilik etkisi olarak 3 baslik altinda degerlendirilmektedir.
Yukarida kurulmus teorik modellerde bu belirlenmis olan - Kiyaslama, - Misteri
Odaklilik, - Stratejik Plan, - Teknoloji Yonetimi / Ar-Ge degiskenlerinin aracilik de-
gerleri sonuglarina gore aracilik etkisi gosterip gostermedigi asagida belirlenmistir
(Tablo 4.1).

Tablo 4.1. Kurulan Hipotez Modellerinin Genel Araci Degisken

Verileri
. Araci Araci Aracilik
Araciliga Iligkin Kurulmus Hipotezler Degisken Degisken Tiirii
Olmadiginda | Oldugunda
Yoneticilerin Inovasyon Algilari (Bagimsiz Degisken) 0,167 Kismi

— Kiyaslama (Araci Degisken) — Uriin Kalitesi ve

Inovasyonu (Bagimli Degisken) (p:0,000)™** | Aracilik

Yéneticilerin Inovasyon Algilari (Bagimsiz Degisken)

- Miisteri Odaklilik (Araci Degisken) — Uriin Kalitesi 0,151 Kismi

(p:0,000)™ | Aracilik

ve Inovasyonu (Bagimli Degisken) 0.415

Yoneticlerin fnovasyon Algisi (Bagimsiz Degisken) — (p:0,000)™ .
Stratejik Plan (Araci Degisken) — Uriin Kalitesi ve .0'172 Kismi
Inovasyonu (Bagimli Degisken) (p:0,000) Aracilik
Yoneticilerin inovasyon Algisi (Bagimsiz Degisken) -

Teknoloji Yénetimi AR-GE (Araci Degisken) — Uriin 0,057 Tam
Kalitesi ve Inovasyonu (Bagimsiz Degisken) (p:0,105) Aracilik

***:p<0,001

Yukaridaki Tablo 4.1’e gore; araciliga iliskin kurulmus hipotezler ilk siitun-

da, araci degiskenler modelde olmadig durumdaki sonuclar ikinci sttunda, araci
degiskenler modelde oldugu durumdaki sonuclar ise tglincl sltunda verilmistir.
Parantez icindeki degerler dogrudan etkilerin anlamliligini ifade ederken paran- tez
disindaki degerlerde standardize dogrudan etkileri gostermektedir. Ilk olarak direk
etkinin anlamliligl incelenerek araci degiskenin modelde olmadigl durumu analiz
edilmistir. Yoneticilerin inovasyon algisindan isletmelerin rin kalitesi ve
inovasyonuna giden etkinin (direkt) istatistiksel olarak anlamli oldugunu sonucu-
dur (p<0,001). Daha sonra araci degiskenlerin kurulan modelde ki durumlari ayri
ayri analiz edilmistir.
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Kurulan modelde Yéneticilerin Inovasyon Algisi (Bagimsiz Degisken) — -
Kiyaslama (Araci Degisken), - Misteri Odaklilik (Araci Degisken), - Stratejik Plan-
lama (Araci Degisken), — Uriin Kalitesi ve Inovasyonu (Bagimli Degisken) aracilik
iliskisinde araci degiskenler olmadiginda anlamli olarak bulunan Yéneticilerin Ino-
vasyon Algisi - Uriin Kalitesi ve Inovasyonu’na direk etkisi, araci degisken ku- rulan
modele eklendiginde de anlamlligini korumaktadir. Dolayisiyla degiskenler
arasindaki iliski hem kiyaslama, hem miisteri odaklilik, hem de stratejik planlama
tzerinden direk olarak aktarilmaktadir. Bu durumda kismi aracilik gerceklesmis
olmaktadir. Araci degiskenler olmadigi durumda ise Yoneticilerin Inovasyon Al-
gisinin Uriin Kalitesi ve Inovasyonu iizerindeki etkisi 0,415 iken Kiyaslama araci
degiskeninin modelde oldugu durumda Yéneticilerin inovasyon Algisinin Uriin
Kalitesi ve Inovasyonu iizerindeki etkisi azalarak 0,167’ye dismiistiir. Miisteri
Odaklilik araci degiskeninin modelde oldugu durumda ise Yéneticilerin Inovas- yon
Algisinin Uriin Kalitesi ve Inovasyonu iizerindeki etkisi azalarak 0,151’e diis-
mistir. Stratejik Planlama araci degiskeninin modelde oldugu durumda ise Yo-
neticilerin Inovasyon Algisinin Uriin Kalitesi ve Inovasyonu iizerindeki etkisi yine
azalmis ve 0,172’ye diigmiistdir.

Kurulan son model de; Yoneticilerin Inovasyon Algisi = Teknoloji Yéneti-

mi / Arastirma-Gelistirme — Uriin Kalitesi ve Inovasyonu aracilik iliskisinde ara-
ci degisken yokken anlamli olarak bulunan “ Yoneticilerin Inovasyon Algisi -
Uriin Kalitesi ve Inovasyonu” direk etkisi, araci degisken modele eklendiginde ise
anlamsiz olmaktadir. Dolayisiyla Teknoloji Yonetimi / Arastirma-Gelistirme araci
degiskeni bu iliskiye tam aracilik etmektedir. Araci degisken olmadigi durum-

da Yéneticilerin Inovasyon Algisinin Uriin Kalitesi ve Inovasyonu iizerindeki etkisi
0,415 iken Teknoloji Yonetimi / Arastirma-Gelistirme araci degiskeninin modelde
oldugu durumda isletmelerdeki Yoneticilerin inovasyon Algisinin Uriin Kalitesi ve
Inovasyonu iizerindeki etkisi anlamsiz hale gelmistir.
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Tablo 4.2. Hipotez Sonuclari

Hipotezler | Aciklama Durumu
H Yoneticilerin ino_vasyon Algilarinin TKY Uygulamalariyla Kabul
1 Uriin Kalitesi ve Inovasyonu arasinda aracilik etkisi vardir. abu

Yoneticilerin Inovasyon Algilarinin Uriin Kalitesi ve Kismi
., Inovasyonu Uzerinde Kiyaslamanin Aracilik etkisi vardir. Kabul
Yoneticilerin Inovasyon Algilarinin Urlin Kalitesi ve
H, inovasyonu Uzerinde Miisteri Odakliligin Aracilik etkisi Kismi
! vardir. Kabul
Yéneticilerin Inovasyon Algilarinin Uriin Kalitesi ve )
H Inovasyonu Uzerinde Stratejik Planlamanin Aracilik etkisi Kismi
1 vardir. Kabul
Yéneticilerin Inovasyon Algifarinin Urtin Kalitesi ve
Inovasyonu Uzerinde Teknoloji Yonetimi-Ar/Ge’nin Aracilik
H o Kabul
1d etkisi vardir.

Yukarida ki Tablo 4.2.’de gérildiigii tUzere kurulmu? hipotezlerin kabul
H1d) ve kismi kabul (H1a, H1b, H1c) oldugu goérilmektedir. Burada kiyaslamanin
irek aracilik etkisi ile kabul olacagi 6ngdrimiiz beklentimiz kismi kabul olarak

gorulmustur. Daha farkli sektorlerde uygulandiginda veya calisma érneklem sa-
yisi artirildiginda bu hipotez sonuglari farklilik gosterebilecegidir. Bu galismayi bu
kapsamda ele almak degerlendirmek yerinde olacaktir.

Literatlr taramasi ve arastirmasi sonucu elde edilen ve degerlendirmeye ali-

nan 2000 yili sonrasi calismalardan, arastirmacilarin gok cesitli faktorlerle Top-
lam Kalite Yonetimi uygulamalariyla drln kalitesi ve Giriin inovasyonu arasindaki
iliskiyi inceledikleri gériilmektedir. Buradan hareketle, iirlin kalitesi ve Griin ino-
vasyonunu etkileyebilecek faktorler olarak; Toplam Kalite Yonetimi uygulamalari,
pazar ortami ve rekabeti, isletme igi-disi faktorler, isletmenin stratejik durumu,
faaliyette bulundugu sektor, organizasyon uygulamalari, 6rgitiin kiltirel 6zel-
likleri, 6rglitsel sermaye, sosyal sermaye, isletmenin ekonomik giicli, ekonomik
biiyliime, egitim dlzeyi, is glici, rekabet giici, orgiitsel yetenek ve davranislar,
teknolojik yetenek ve kaynaklar, Ar-Ge yatirimlari, Ar-Ge’ye verilen 6nem, pa-
zar arastirmalari, kalifiye is glicl, inovasyon ortami ve kiiltiirl, tedarikgilerle is
birligi, misteri odaklilik, mtsteri beklentilerini dikkate alma, isletme buyikligi
ve siirdrlebilirlik olarak karsimiza ¢ikmaktadir. Yapilan her bir calisma kendi
bulundugu sektor, érneklem kiitlesi ve bulundugu iilke bazinda degerlendirilerek
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dikkate alinmalidir. Yaptigimiz bu calismanin hipotez sonuclari da bu kapsamda
degerlendirilerek faydaya dondstirilmelidir.

5. Sonug, Oneri ve Tartisma

Diinya ekonomik sisteminde neo-liberal ekonomi politikalarin rakipsiz kalmasi
tiketime yonelik egilimlerde artis gostermistir. Bundan dolayi isletmelerde, insan-
lardaki tiiketim cilginligini diri tutmak icin siirekli bir arayis icine girmistir. isletme-
lerin bu yenilik arayisina giinimiizde inovasyon cevap verebilmektedir. Diger bir
ifadeyle, toplumdaki degerlerin tiiketime yonelik olarak degismesi ister istemez is-
letmelerin bu taleplere cevap vermesini gerektirmistir. Bu taleplere cevap vermeyen
isletmeler zamanla piyasada yok olabilmektedir. Isletmelerin varligini siirdiirebilme-
de giinlin sart ve gereksinimlerini yerine getirebilmeleri bu bakimdan énemlidir.

Tirkiye’deki mobilya isletmeleri faaliyetleri bakimindan yukarida bahsedi-
len tliketim olgusundan ve bulundugu sektorin sartlari geregi diinya ekonomik
sistemiyle yakindan iligkilidir. Son yillarda gelisen teknoloji kullanimi ve gelisimi
ile imalat endUstrisi icinde 6nemli bir sektdr haline gelmistir. Dinyada mobilya
sektorli de buna paralel olarak hep gelismis ve degisen tiiketici isteklerine bagli
olarak giderek gelisme gostermektedir. Gerek is giicti bakimindan gerekse ihra-
cat yapma bakimindan mobilya imalat sektorii Gilkemiz igin vazgecilmez giicli
ekonomik alanlardan biri haline gelmistir.

Bugiinlin diinyasinda, piyasalarin kiiresellesmesi ve bilginin siirekli ve hiz-
la degismesi, tilkelerin rekabet giiclint etkileyen en hayati faktérlerden biridir.
Ulkelerin rekabetciliklerini artirma ve siirdiirme amaciyla yenilikcilik (inovasyon)
yetenekleri son derece kritik bir 6neme sahiptir. Ayni sekilde, yenilik ve Ar-Ge faa-
liyetlerine yonelik yatirimlarin, tlkelerin kalkinma streclerine olan etkisi de olduk-
ca biiyiiktiir (Eren ve Gelmez, 2022, 1546). Ulkelerin kalkinmasinda gizil bir giic
olan KOBI’lerin kendilerini her bakimdan giincellemeleri gerektigi ve bulundugu
doénemin sartlarina ayak uydurarak strdiirGlebilir olmalari dnemli bir etkendir.

Mobilya sektériinde ihracat ve yatirim tesvikleriyle, KOBI’lere ydnelik po-
litikalar ve isletmelerin teknoloji gelistirmelerine yonelik faaliyetlerin tesvikini
amaclayan bilim ve teknoloji politikalari baslica politika konularini olusturmaya
baslamis ve bu siirdirilebilir bir hal almalidir (Tuncer, 2022:). Kobilere yapilacak
her tirli destek tilkeyi ekonomik anlamda kalkindiracak gizil bir glic konumu
olabilecegidir.
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Kiresel pazar rekabetinde en 6nemli olan faktor olarak; strekli gelisen-degi-

sen piyasa ortamini avantajli konumu getirebilme ve bunu yetenek haline déniis-
tirebilmedir. Pazar Rekabeti kapsaminda, artarak devam eden, (irlin inovasyonu-
na, kaliteye, markaya, hiza, misteri memnuniyetine, teknik Gstiinlige, hizmet ve
kaliteli Giriine talep giderek artmaktadir. Ister ulusal diizeyde olsun ister isletme
bazinda olsun, Pazar rekabetinin en dnemli unsurlarindan biri TKY kapsaminda
isletmeye uyarlanabilecek, performansi arttirabilecek ve inovatif yenilikler geti-
rebilecek 6zelliklere sahip olmak isletmelerin siirdiiriilebilirligi bakimindan 6nem
arz eder.

Turkiye’de inovasyon faaliyetleri konusunda tavsiye edilebilecek dneriler olarak;

- Isletme yéneticilerin risk alabilecegi davranis yonlerinin ortaya cikmasi icin
isletme ortaminin buna uygun olarak tasarlanmasi yapilabilir.

- Inovasyon faaliyetinin ézendirilebilmesi icin isletme ici biirokrasinin azaltil-
masi.

- Isletme yéneticilerinin veya calisan personelin yenilige yonelik her ne calis-
ma yaparlarsa yapsinlar yapilan is bakimindan ister olumlu ister olumsuz
olsun ilgi ve lakalarini heveslerini kiracak faktorlerden uzak kalinmasi fay-
da saglayacak olmasidir.

- Farkli sektordeki isletme riinlerinin inovatif yonleri dikkate alinarak bu
farkliligr kendi Griinlerine ve isletme yapisina uyarlamaya galismasi gerek-
mektedir.

Otero-Neira, Lindman ve Fernandez (2009: 216-223) tarafindan gergekles-
tirilen bir calismada, italya, ispanya ve Finlandiya’dan diisiik teknoloji seviyesi-
ne sahip kiiglik ve orta 6lgekli mobilya isletmeleri (izerinde inovasyon tirleri ile
isletme performansi arasindaki iliski incelenmistir. Arastirma sonuclarina gore,
cesitliinovasyon tiirleri ile isletme performansi arasinda baglantilar bulunmakla
birlikte, inovasyonun genel olarak isletme performansini olumlu yonde etkiledigi
gozlemlenmistir. Mobilya sektoriinde, teknolojik ve pazar gelismelerinin isletme-
lerin inovasyon performansindaki degiskenlikleri agiklamada belirleyici olmadigl
goriilmistir. Farkli inovasyon tiirlerinin performansina bagli olarak karliligin, sek-
tor diizeyinde degil, lilke diizeyinde degiskenlik gosterdigi belirlenmistir (Otero,
2009:216-223). Bu kapsamda her ¢alisma her iilkede her sektorde farklilik olus-
turabilecegidir. Degerlendirmelerde bu kriterde dikkate alinmalidir.
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Rekabetin gerisinde kalmamak igin isletmelerin inovasyon icin her birimde

slrekli iyilestirme yapmalar gerektigi fakat bunu faydaya donustiirecek aksiyona
gecirecek dogru tercihleri yapip yapmadigi sorusudur. Calisanlarinin, takipcile-
rinin motivasyonlarini, yapmak istediklerini, beklentilerini anlayip sonra da ino-
vasyonla iliskiye girdiklerinde yasadiklari zorluklar giderecek ¢oziimler tiretmeleri
uygulamalar gelistirmeleri ve ihtiyaglar karsilama konusunda optimum ortak ha-
reket etmeleri apacik ortadadir.

Bulundugu sektdrde inovasyona en ¢ok ihtiyag duyan mobilya isletmeleri ise,
sahip olduklari teknolojik makineler ve ekipmanlari calisanlariyla biitiinlestirerek
zamanin gereksinimlerine uyum saglayabilen bir entegrasyon olusturdugunda
kiresel pazarda rekabet edebilen, inovatif, biiyik 6lgekli isletmeler olabilecegi-
dir. Nitekim yénetim kademesinde galisanlarin serbestce diisiinmelerini, kararlar
almalarini ve bu kararlari etkili bir sekilde uygulatabilen isletmelerin inovasyon
konusunda hep bir adim 6nde olmasidir.

Mobilya sektorii bakimindan farkli sektorlerdeki degisimleri gelisimleri bu-
luslari veya inovatif Griinleri mobilya sektor tiriinlerine adapte etmemiz uyarlama-
miz yani kiyaslama (benchmarking) anlayisi ile daha kisa yoldan etkin ekonomik
getiriler elde edebilecegimizdir. Clinkii her sektorlin farkli farkli buluslari yenilikgi
gelismeleri triinleri vardir. Eger bu inovatif gelismeleri takip edip bu {riin veya
strecleri kendi faaliyette bulundugumuz sektdre uygulayabilirsek kisa siirede
inovatif degisimler gelismeler Grlnler isletmemizde de ekonomik fayda deger
bulacagidir. Clinki bir sektoriin her alanda ayni anda uzmanlasma sergilemesi
kolay yapacag bir durum degildir. Bu bakimdan farkli sektor veya isletmelerdeki
gelismeleri takip edip o Uriinlerden faydalanarak tretmis oldugu her seye uyarla-
diginda trin kalitesi ve Uriin inovasyon orani hizli derecede artacagi ve miisteriler
tarafindan gabuk kabul gérecegidir.

Calismamizda isletmelerin siirdiiriilebilir faaliyette olabilmesi icin teknoloji
yonetimi / Ar-Ge’ye énem vermesi gerektigi bu alana daha fazla yatirim yapmasi
gerektigi gercegidir. Bunu yapan veya yapmaya ¢alisan isletmeler kisa vade de
olmasada uzun vadede siirdiiriilebilir isletme statiisiinde olabilecegidir. Bunun
yaninda musteri istek ve dnerilerini dikkate alan ve stratejik planlamalar yapan is-
letmelerde pazar rekabeti kapsaminda stirdurilebilir olabilecegi ve ekonomik ka-
zanimlar elde edebilecegidir. Isletmeler Toplam Kalite Yonetimi uygulamalarindan
ne derece faydalanirlarsa o derece ekonomik kazanimlar elde edebilecegi ve bu-
lundugu sektorde sikinti yasamadan rekabet edebilecegi dnerilerimiz arasindadir.
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Yeni fikir ve yontemleri anlamalari agisindan bilgi ve 6rnek uygulamali mesle-
ki egitime dnem verilmesi, yenilikgi inovasyon uygulamalarini desteklemeleri igin
davranis ve tutumlari degistirmeye ¢alismalari, galisanlari ve isletme ydnetimini
ikna ve motive edebilmek icin bunlara yonelik faaliyetler oldukca énemlidir.

Hiyerarsik olarak ist kademede bulunan yoneticiler; yeniliklere ve inovatif
yonelimlere deger verdigini belirterek astlarini bu konularda destekleyerek onlari
motive etmenin yaninda tesvik edici uygulamalarda bulunmalidirlar. Uriin kalitesi-
ni ve inovasyonunu destekleyen yoneticilerin ve ¢alisanlarin tam ve daimi destegi,
degisimlerin devamli olacagi vurgusunu éne gikaran gugli liderlik ve sosyal ileti-
simin oldugu bir 6rgiit kiiltiri olmasi 6nemli bir etkendir. Yeni fikir ve yontem-
leri anlamalari agisindan bilgi ve érnek uygulamali 6§renmeye énem verilmesi,
inovasyon uygulamalarini desteklemeleri icin davranis ve tutumlari degistirmeye,
calisanlari ve yonetimi ikna ve motive etmeye yonelik faaliyetler oldukga 6nemli
olmasina karsin degisime agik olmayan isletmeler iginde ayri bir tartisma konu-
sudur.

Not: Bu calisma 4. Global Isletme Arastirmalart Kongresi-24-25 Mayts 2018
tarihinde Istanbul’da sunulan bildirinin Yapisal Esitlik Modellemesinde Lisrel prog-
ramtyla da analiz edilerek genisletilmis ve Dumluptnar Universitesi Sosyal Bilimler
Enstitiisii Isletme béliimii doktora tezinden (2019) tiiretilmistir.
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Proaktif Kisilik Ozelliklerinin Girisimcilik Niyeti Uzerindeki
Etkisi:Algilanan Egitim Destegi ve Algilanan Yapisal Destegin
Aracilik Rolii

Volkan YUNCU; Koray GURPINAR**, Emine AGTAS™

0z Amag: Bu arastirma 6ziinde girisimcilik niyeti, proaktif kisilik 6zellikleri, algilanan egitim destegi ve algila-
nan yapisal destek arasindaki dogrudan ve dolayli tiim iliskilerin incelenmesini amaglamaktadir.
Metodoloji: Arastirmada veriler PLS-SEM teknigi ile analiz edilmistir. Teknik geregi, dl¢tim modelinin
test edilip gecerlik ve giivenirligin test edilmesinin ardindan énerilen yapisal modelde proaktif kisisel
ozelliklerinin girisimcilik niyeti Gizerindeki etkisinde algilanan egitim destegi ve algilanan yapisal destegin
aracilik roll test edilmistir.

Bulgular: Yapisal model iizerinde gerceklestirilen yol ve 6nem-performans haritasi analizleri proaktif
kisisel 6zellikler, algilanan egitim destegi ve algilanan yapisal destegin girisimcilik niyeti izerinde anlamli
pozitif etkisi oldugunu géstermistir ve arastirmada test edilen tiim hipotezler dogrulanmustir. Girisimcilik
niyeti tizerindeki etkilerin giicli sirasiyla proaktif kisilik 6zellikleri, algilanan egitim destegi ve algilanan
yapisal destek olarak gozlemlendi.

Pratik Cikarimlar: Arastirma sonuglari iki temel noktaya isaret etmistir. Birincisi, kisilik 6zellikleri ku-
ramlarinin baglamsal unsurlar ile birlikte degerlendirildiginde girisimcilik niyetiyle ilgili daha kapsamli
cikarimlar elde edilmistir. Ikincisi, girisimcilik egitimi siirecinden olumlu etkilenen girisimci adaylarinin
diger negatif yapisal unsurlardan daha az etkilendigi gériilmistiir. Bu sonuglarin girisimcilik egitiminin
kurgusunda degerlendirilmesi girisimcilik ekosisteminin gelistirilmesine katki yapacaktir.

Ozgiinliik: Bu arastirma proaktif kisilik 6zelliklerinin mevcut baglamdan kaynaklanan faktérlerle birlikte
ele alindigl mevcut arastirma kurgusu ile iki farkli bakis acisinin birlikte ele almis ve bu dogrultuda giri-
simcilik niyeti hakkindaki mevcut alan yazinina 6zgiin bir katki saglamistir.

Anahtar Kelimeler: Proaktif Kisilik Ozellikleri, Girisimcilik, Girisimcilik Niyeti, Girisimcilik Egitimi
Jel Siniflandirmasi: L26, 123, M10

The Effect of Proactive Personality Traits on Entrepreneurial
Intention: The Mediating Role of Perceived Educational
Support and Perceived Structural Support

ABSTRACT

Purpose: This research aims to examine all direct and indirect relationships between entrepreneurial
intention, proactive personality traits, perceived educational support, and perceived structural support.
Methodology: In the research, data were analyzed with the PLS-SEM technique. As a technical require-
ment, after testing the measurement model and observing its validity and reliability, the mediating role
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of perceived educational support and perceived structural support in the effect of proactive personal
characteristics on entrepreneurial intention was tested in the proposed structural model.

Findings: Path and Importance-Performance Map analyses performed on the structural model showed
that proactive personal characteristics, perceived educational support, and perceived structural support
had a significant positive effect on entrepreneurial intention, and all hypotheses tested in the study were
confirmed. The strength of the impact on entrepreneurial intention was observed as proactive personal-

ity traits, perceived educational support, and perceived structural support, respectively.

Practical implications: The research results pointed out two main points. First, when personality trait
theories were evaluated together with contextual elements, more comprehensive inferences regarding
entrepreneurial intention were obtained. Secondly, it was observed that entrepreneur candidates posi-
tively affected by the entrepreneurship education process are less affected by other negative structural
elements. Evaluating these results within the framework of entrepreneurship education will contribute to
developing the entrepreneurship ecosystem.

Originality: This research has considered two different perspectives together with the existing research
structure in which proactive personality traits are discussed together with the factors arising from the
current context, and in this direction, it has made a unique contribution to the existing literature on
entrepreneurial intention.

Keywords: Proactive Personality Traits, Entrepreneurship, Entrepreneurial Intention, entrepre-
neurship education JEL Codes: L26, 123, M10

1. Giris

Alan yazininda girisimcilik niyetinin girisimcilik ekosistemleri ve tlkeler igin
onemi arastirmacilar tarafindan her giin daha fazla ilgi gormekte ve tartisilmaya
devam etmektedir. Girisimciligin drgiitler icin dnemli bir konu oldugunun anla-
silmaya baslanmasiyla bu konuya daha fazla yogunlasilmis ve pek ¢ok arastirma
yapilmistir (Kalkan, 2011:190). Girisimcilik érgitler kadar ilkeler icin de dnemli
bir konudur. Girisimciligin lilke ekonomisindeki artan rolii dikkate alindiginda,
bireyleri kendi islerini yapmaya iten seyin ne oldugunu arastiran caligmalara ilgi
giderek artmaktadir (Lingappa vd., 2020:2). Girisimcileri bir {ilkede biyliyen bir
ekonominin itici glicleri olarak gérmek miimkiindiir. Her yil pek ok kisi girisimci
olarak is kurmakla iktisadi gelisme ve kalkinmanin dinamigini olusturmaktadirlar.
Dolayisiyla girisimciler yeni is kurma, 6nemli buluslar yapma ile iilke ekonomisi-
ne ve ekonomik bliylimeye katki saglamaktadirlar (Akdemir, 2009). Bu noktada
tlkeler girisimcilik alaninda verilen egitimleri 6nemsemektedirler. Verilen egitim-
ler girisimcilik ruhunun gelistirilmesi, mevcut potansiyelin ortaya ¢ikarilmasi ve
girisimcilik ekosistemine yeni tohumlar ekilmesi agisindan 6nemlidir (Gliner ve
Korkmaz, 2017:179).

Inovasyon ve girisim ekonomik biiyiimenin ve refahin 6nemli belirleyicile-
ri olarak degerlendirilebilir. Bu sebeple girisimcilik ve girisimcilikle ilgili faktorler
baglaminda artan bir farkindalik oldugu sdylenebilir. Girisimciligi tesvik etmek
icin bireyi girisimci olmaya yonlendiren etkenlerin ve karar verme siireclerinin
anlasilmasi adina gcalismalar yapan bilim insanlari, girisimcilikte bilissel streglerin
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yani sira sosyo-psikolojik siireglerin de kabul edildigini ifade etmislerdir (Diaz-Gar-
cia ve Jiménez-Moreno, 2010:261). Insanlar kendi gelisimlerinin aktif aktérleridir ve
girisimcilige tesadiifen girismezler. Bunu bir segimin sonucu olarak kasitli ya- parlar.
Dolayisiyla girisimci niyetler girisimcilik faaliyetinin en giliglii yordayicisidir
(Obschonka vd., 2010:64). Giinlimiizde degisen rekabet sartlari pek cok (ilkenin
sosyal ve ekonomik sorunlar yagsamasina neden olmaktadir (Basol vd., 2011:10). Bu
problemlerin basinda bireylerin kendi girisimlerini yasama gecirememesi gel-
mektedir (Basol vd., 2011:10). Girisimlerin gérece basarili ve giiglii ekonomilerin
temelini olusturacak hicimde hayata gecirildigi Avrupa’da yapilan calismalar istih-
damda girisimciligin payinin biiyiik oldugunu géstermektedir (TUSIAD, 2002:40).

Bu arastirmada, girisimcilik niyetinin dncllleri hakkindaki bilginin genisletil-
mesi amaciyla girisimcilik niyeti, proaktif kisilik dzellikleri, algilanan egitim destegi
(PES) ve algilanan yapisal destek (PSS) arasindaki dogrudan ve dolayli iliskilerin
incelenmesini amaclamaktadir. Bu kapsamda, kisilik 6zellikleri yaklagimlari ve sos-
yal baglam faktorleri birlikte modellenerek proaktif kisisel 6zelliklerinin girisimcilik
niyeti Gzerindeki etkisinde algilanan egitim destegi ve algilanan yapisal destegin
aracilik rolii PLS-SEM teknigi ile test edilmistir.

2. Literatiir Taramasi
2.1. Girisimcilik Niyeti

Niyet bir eyleme girismek icin kisinin kendinin 6ngoériide bulunmasidir (Bae,

vd., 2014:219). Niyet olusumu gerceklestiginde fiili bir davranis beklenmektedir.
Sosyal psikolojik calismalar niyetin gercek davranisin en iyi belirleyicisi oldugunu
ifade etmektedirler (Bae, vd., 2014:219). Bireyin istekleri, ihtiyaclari, degerleri,
inanclari, aligkanliklari, tutumlari ve merakinin etkisiyle baslayan niyet siireci,
manevi ve diinyevi motivasyon ya da gerilim olusturmayi, stratejik stratejik bir
durus secmeyi ve odaklanmayt icerir (Sezer, 2013:51). Girisimcilik niyeti, bireyin
kendisi ya da bir grubun lyesi olarak is kurma niyeti, bunu ne kadar istedigi ve
girisimci gayretler gésterme davranisina baglilik (Ozler vd., 2017:738), ‘bireyin
cevresindeki potansiyel firsatlart degerlendirmesini saglayacak bir is kurma ve gi-
risimi baslatma diisiincesi’ (Karabey, 2013:147), ‘bireyin bilingli bir plan ve karar
dogrultusunda hareket etme ¢abast gésterme motivasyonu’ (Conner, Armitage,
1998:1430), olarak ifade edilir. Niyet ne kadar glicliiyse davranis da o kadar ola-
sidir ve bu yiizden girisimci niyetler eylemler icin aracidir (Lorz, 2011:23).
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Girisimcilik niyetinin, bireyin kariyeri ugruna girisimci olmayi se¢me niyetini
gosterdigini séylemek miimkindiir. Girisimci niyeti olan kisiler, risk almay, ihti- yag
olan kaynaklari toplamayi ve kendi isletmelerini kurmayi planlarlar. Kisinin
girisimcilik niyeti girisimcilik eylemlerini baslatabilmektedir. Girisimciligin gelisti-
rilmesiyle ilgili; psikolojik 6zellikler, 6z yeterlilik, basari ihtiyaci, risk alma, yenilikgi
kisilik, kontrol odagi, kendine gliven, basari ihtiyaci gibi girisimci 6zelliklerin tes-
vik edilmesi girisimcilik niyetini etkileyecektir (Karabulut, 2016:16-17). Girisim-
cilik niyetini etkileyen faktorler; sosyal, ekonomik, kisisel ge¢cmisi, politik, kisisel
ozellikler ve kisilik (Bird, 1988:444), bolgesel ve gevresel unsurlar, mesleki egitim
diizeyidir (Giiresci, 2014:27). Glinimlzde Universite égrencilerinin girisimcilik ni-
yetlerini ekonomik yapi, sermaye azlig), bilgi, risk, ekonomik yapi ve yeterlilik gibi
faktorlerin etkiledigi bilinmektedir (Shinnar vd., 2009:154). Bazi insanlar kendi isini
kurmak istemekte, bazi insanlar da maasli calismay tercih etmektedir. Aras-
tirmacilar (Akpinar ve Kiglikgoksel, 2015:13; Karabulut, 2009:331) bireylerin bu
secimlerinin sebeplerinin ne olduguna dair pek ¢ok arastirma yapmislardir. Tirki-
ye gibi kayda deger oranda genc nifusa sahip Ullkelerde, girisimcilik egitimlerinin
yaygin hale getirilmesi ile kisilerin girisimcilik egilimlerinin gelistirilmesi girisimcilik
adina 6nem tasimaktadir (Uygun ve Giiner, 2016:41).

ICSEL FAKTORLER/ KISISEL Diger Faktirl
*Risk Alma Egilimi
*Bagimsizlik istegi
*Kontrol Odag v
*Diger J
v
Kendi igini Girigimcilik Girigimeilik
Kurmaya Niyeti Faaliyeti
Yonelik Tutum
DISSAL FAKTORLER/ GEVRESEL
*Pazar
*Finansman
*Toplum
*Universite

*ilham Verme
*Egitim Verme
*Sosyal Ag Olusturma
*Diger

Sekil 1: Girisimcilik Karar Siirecinin Kavramsal Modeli

Kaynak: Liithje ve Franke, 2004:272
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Girisimcilik egitiminin 6nem arz ettigi son yillarda 6grencileri girisimcilige
yonlendirebilmek adina Universitelerde girisimcilik derslerinin arttinldig) goriil-
mistiir (Henderson ve Robertson, 2000). Universitelerde verilen girisimcilik egi-
timleri ile 6grencilerin girisimcilik potansiyelleri agiga cikarilmaya calisilmaktadir
(Ekici ve Turan, 2017:202). Yapilan arastirmalar {niversite 6grencilerinin segim-
lerine yonelik olmasa da genel anlamda girisimcilik niyetini agiklamak tizere gok
sayida model olusturulmustur. Ornegin, Liithje ve Franke (2004:272) girisimcilik
niyetini igsel ve digsal faktorler Gzerinden Sekil 1’de verildigi gibi modellemisler- dir.
Modelde de goriildigli tzere niversiteler digsal bir faktér olarak girisimcilik
niyetinin ortaya ¢ikmasinda dnemli rol oynamaktadir.

2.2. Proaktif Kisilik

Proaktif kisilik; bireyin herhangi bir emir almadan uygun gérdiigii durumlar-

da degisimi baslatabilme 6zelligine sahip olma (Yolcu ve Cakmak, 2017:427), cev-
resel degisimleri sonuclandirana kadar sabirli durus sergileme, inisiyatif alma ve
firsatlari kollama (Bateman ve Crant, 1993:103-105) seklinde tanimlanmaktadir.
Proaktif kisilige sahip olanlar, sorumluluk alir, 6grenmeye aciktir, fazla bilgi sahi-
bidirler, sorgularlar, firsatlari takip ederler, cevresindeki insanlarla etkilesim iginde-
dirler ve sosyal aglari giiclii (Lambert, EBY ve Reeves, 2006:359-362) ve yenilik-
cidir (Seibert, 2001:845). Proaktif kisilige sahip bireyler uzun vadeli odaklanmaya
sahip olduklarindan gevresindeki unsurlara tepki vermek icin beklemezler aksine
bilgi ararlar, arastirirlar, gelecek firsatlari tahmin eder ve yeni kosullar olusturmak
icin planlama yaparlar (Frese ve Fay, 2001:140). Girisimci kisiligin niteligi faaliyete
gecen isletmelerin basarisiile dogru orantilidir (Kalkan, 2011:192). Kurulan iglet-
melerin basarisiz olmasi girisimcilerin sahip olmalari gereken kisilik 6zelliklerinden
yoksun olmalarindan kaynaklanabilmektedir (Kalkan, 2011:192). Kendine giive-
nen, risk alabilen, yeniliklere agik olan ve yaratici giicii yliksek olan birinin basarili
olma olasiligi daha yiiksektir (Kinay, 2006:84; Kalkan,2011:192). Kisilik ézellikle-
rinin girisimcilikle iliskisinin oldugu konusunda pek ¢ok arastirmaci hemfikir olsa
da, hangi kisilik tiplerinin bu kapsamda etkili oldugu noktasinda bir fikir birliginin
oldugunu séylemek miimkiin goriilmemektedir (Basol vd., 2011:10).

Kiresel anlamda cesitli calismalar yas, cinsiyet gibi demografik dzelliklerin
girisimcilik niyeti lizerinde etkisi oldugunu destekler niteliktedir (Kristiansen ve
Indarti, 2004:58). Demografik dzellikler, kisilik &zellikleri, kisisel ge¢cmis, sermaye

ve hilgiye erisim gibi degiskenler kullanarak Endonezyali ve Norvecli 6grencilerin
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girisimcilik niyetini 6lcen bir calismada, bireysel 6z yeterlilik algisinin girisimcilik
niyeti zerinde dnemli bir etkiye sahip oldugu tespit edilmis ve Endonezyali 6g-
rencilerin girisimcilik niyeti diizeyinin yiiksek, Norvecli 6grencilerin ise girisimci- lik
niyetinin dlzeyinin dislk oldugu soncuna ulasilmistir (Kristiansen ve Indarti,
2004:55). Lans vd. (2010:259) yaptiklari calismada da cinsiyet ve girisimcilik 6z
yeterliliginin girisimcilik niyeti lizerinde dogrudan etkisinin oldugunu tespit etmis-
lerdir. Moriano vd. (2012:162), alti farkli Glkede bulunan 1074 6grenci ile yaptik-
lari calismada; tutumlarin ve algilanan davranissal kontroliin (6z yeterlilik) kariyer
niyetleri Gzerinde kultirin etkisinin oldugu sonucuna ulasmislardir. Giiney Afri-
ka’da tniversite o6grencileri ile yapilan bir arastirma, girisimci tutkunun girisimcilik
niyeti ve girisimci 6z yeterliligini olumlu yonde etkiledigini ortaya koymustur (Ne-
neh, 2022:587). Baska bir calismada Auito vd. (2001:157), algilanan davranis- sal
kontroliin girisimcilik niyeti (zerinde 6nemli bir etkisi oldugunu, girisimcilige
yonelik tutumun ve siibjektif normun da girisimcilikte en 6nemli etki oldugunu
ortaya koymustur. Diaz-Garcia,ve Jiménez-Moreno (2010:276), girisimcilik niye-
tinin cinsiyet rold lzerindeki etkisine odaklanmis, erkeklerin is kurma konusunda
kararli olmaktan ziyade bunu distiinme olasiliginin yiiksek oldugu sonucuna ulas-
mislardir. Ek olarak bu ¢alismada basarili girisimcilerin kadin ve erkek fark etmek-
sizin, kadinsi niteliklere (sefkat, iliski odakli olma, yetistirme) sahip olduklari tespit
edilmistir. McClelland (1961,1971) basari ihtiyacinin girisimcilik niyetini etkile-
digini ileri stirmektedir. McClelland’a gore basari ihtiyaci yiiksek bireyler basarili
olma arzusuna sahip bireylerdir. 1996 yilinda 181 6grenciden olusan bir 6rnek-
lem kullanilarak; girisimcilik niyetlerinin, cinsiyet, egitim, girisimci ebeveyne sahip
olma ve proaktif kisilige sahip olma gibi degiskenler arasindaki iliskiyi inceleyen bir
calismada en gicli iliski proaktif kisilikte bulunmustur (Crant, 1996:62). 484
isletme Ggrencisi lizerinde proaktif kisilik ve girisimcilik niyeti arasindaki iligkiyi
inceleyen baska bir calismada da proaktif kisiligin girisimcilik niyetini 6nemli 6l-
clide etkiledigi sonucuna rastlanilmistir (Kumar ve Shukla, 2022: 101) Yukaridaki
kuramsal zemine dayanarak su hipotez ileri siirilmektedir:

H1. Proaktif kisilik 6zelliklerinin girisimcilik niyeti lizerinde anlamli bir etkisi
vardir.

2.3. Algilanan Yapisal Destek (PSS)

Yapisal destek; girisimcilik niyetini dogrudan etkileyen politik, ekonomik ve
hukuki gibi dis faktorlerle genis dlciide iliskilidir (King ve Levine,1993). Finansal
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sistemler, devletin rold, piyasalar, teknolojik alt yapi kisinin kendi isini kurma niye-
tini artirmada kayda deger bir rol oynamaktadir (Ozekenci vd., 2018: 69). Yapisal
destek, Tirkiye ekonomisinin girisimcilik niyetine etkisini ifade etmekle birlikte,
tlkenin ekonomik kosullari ve girisimcilere sagladigi nakdi ya da nakdi olmayan
destekleri ifade etmektedir (Toklu, 2019:337). Yapisal destegin girisimcilik (izerin-
de olumlu ve olumsuz etkisi bulunabilir. Clinkl is ortamindan gelen destek ya da
engel algilar girisimciligin olusmasinda olumlu ya da olumsuz degerlendirmelere yol
acabilir. Ornegin bir kisinin kolay kredi kullanmasi ya da iilkenin girisimcilere pek cok
firsat sunmasi durumunda girisimcilige karsi olumlu bir tutum sergilen- mektedir
(Trang ve Doanh, 2019:1783). Algilanan destek, toplumda is kurmak icin yeterli
danismanligin oldugu algisi, toplumda girisimcilige yonelik olumlu bir algi ve
universitelerin is fikri bulma konusunda destekleri olarak ortaya c¢ikan dis
faktorlerdir (Dogan ve Yilmaz, 2017:663).

Trang ve Doanh (2019:1783) Vietnam’daki Universite 6grencileri arasin-

da yaptigi calismada, yapisal destegin girisimcilige yonelik tutum ve algilanan
davranigsal kontrol {izerinde olumlu bir etkiye sahip olmasina ragmen, siibjektif
normlar ve girisimcilik niyeti Gizerinde olumsuz bir etkiye sahip oldugu sonucuna
ulagmistir. Tiirker ve Selcuk (2008:142) Tiirkiye'de 300 lniversite dgrencisi lize-
rinde yaptiklari arastirmada, egitimsel ve yapisal destek faktorlerinin, 6grencilerin
girisimcilik niyetini pozitif yonlii etkiledigini tespit etmislerdir. Strathclyde Univer-
sitesi’nde segmeli ders olarak girisimcilik dersi alan lisans ve lisansistii 6grenciler
tizerinde yapilan bir arastirmada, algilanan yapisal destegin girisimcilik niyetini
pozitif yonli etkileyebilecegi tespit edilmistir (Tlrker ve Selcuk, 2008:155). Ma-
lezya’daki bir devlet tiniversitesinde 351 lisans 6grencisi ile yapilan arastirmada;
algilanan yapisal destegin girisimcilik niyeti tizerinde bir etkisi olmadigi tespit edil-
mistir (Ambad ve Damit, 2015:112). Dogan ve Yilmaz’'in (2017:671) Tiirkiye’de
tniversite 6grencileri arasinda yaptiklari calismada algilanan yapisal destegin gi-
risimcilik niyeti iizerinde dolayli bir etkisi oldugu sonucuna ulagilmistir. Ozekenci
vd. (2018), Tirkiye’de 332 6grenci lizerinde yaptiklar arastirmada; girisimcilik
niyetine etki eden faktérleri arastirmislar, analiz sonucunda; kisisel tutum, algila-
nan davranissal kontrol ve siibjektif normlarin girisimcilik niyeti tizerinde pozitif
yonll ve anlamli bir etkiye sahip olduklarini, egitim destegi, iliskisel ve yapisal
destekle 6z yeterliligin girisimcilik Gizerinde bir etkisinin olmadigl sonucuna ulas-
mislardir. Literatlrdeki diger calismalardan bazilari su sekildedir: kisilerin cevre-
sindeki yapisal etmenlerin olumsuz olmasi girisimcilik niyetini azaltir (Liithje ve
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Frankie, 2003:120), yasal konular, finans ve is plani gibi konulardaki hilgi eksikligi
girisimcilige olan egilimi azaltir (Ismail vd., 2009:56), baslangic sermayesi, bilgi
eksikligi ve uygulamadaki kaygilar girisimcilik niyetini negatif yonli etkileyecektir
(Pruett vd., 2009:577).

Yukaridaki literatiire dayanarak su hipotez ileri siiriilmektedir:

H2: Algilanan yapisal destegin girisimcilik niyeti iizerinde anlamli bir etkisi
vardir.

H3: Proaktif kisilik 6zelliklerinin bireysel girisimcilik niyeti iizerinde algilanan
yaptsal desteginin aractlik etkisi vardir.

2.4. Algilanan Egitim Destegi (PES)

Girisimciligin gelismesinde girisimcilik egitimi her zaman énemli bir rol oy-
namistir (Yiiceol, 2018: 91). Universitelerdeki mesleki egitimin girisimcilik konu-
sunda gerekli donanimi elde etmek adina etkili bir yol oldugu asikardir. Wang ve
Wong (2004), arastirmalarinda pek ¢ok 6grencinin girisimcilik hayallerinin yeterli
olmayan hazirlik nedeniyle engellendigine dikkat cekmislerdir. Bu ylizden akade-
mik kurumlarin girisimci 6grenciler yetistirmesinde ve onlari tesvik etmede kritik
bir rol oynadig| sdylenebilir (Tiirker, Selguk, 2008:146). Girisimcilik egitimi is mo-
delinin ve ekonominin yeniden yapilanmasini tesvik etmek, kalkinmayi destekle-
mek ve inovasyon odakli kalkinmayi desteklemek acisindan da 6nem arz etmek-
tedir. Universitelerin girisimcilik alaninda destegi; is gelistirme destegi, konsept
gelistirme destegi ve egitim destegi olmak lizere (¢ boyuttan olusmaktadir (Su
vd., 2021:4518). Orgiin olarak verilen girisimcilik egitimi, 6grencilerin kariyerle-
rine yon verebilir, tutumlarini etkileyebilir ve ileri yaslarda girisimcilik egilimlerine
zemin hazirlayabilir. Girisimcilik egitimi alan bireylerin farkindalig yliksektir ve
girisimde bulunacagi alana yeni bir bakis agisi kazandirarak tilke kalkinmasina
dahi katki sunabilir (Toklu, 2019:337)

Ulkemizde girisimcilik egitimleri; iiniversitelerde ‘Uygulamali Girisimcilik Egi-
timleri’ basligl altinda zorunlu ya da se¢meli ders olarak ve Kosgeb (Dogan ve Yil-
maz, 2017:657), TEGEV (Teknolojik Egitimi Gelistirme Vakfi), Geng Basari Egitim
Vakfi (Sahin ve Palta, 2020:523) tarafindan kisa donemli egitimler seklinde veril-
mektedir. Girisimcilik egitimi verilmesindeki amac; kisilerin gizli kalmis ozellikleri-
nin giin yiiziine cikarilmasi, kisilerin cesaretlendirilmesi ve girisimcilik kiiltirinln
yayginlastiriimasidir (Dogan ve Yilmaz, 2017:657). Girisimcilige yonelik tutum ve
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niyetlerin tesvik edilmesinde egitim énemli bir etkendir (LiAdn vd., 2011:209).
Bae vd. (2014:219) girisimcilik egitimi ile girisimcilik niyeti arasinda pozitif yonli
bir iliski oldugu sonucuna ulasmistir. Strathclyde Universitesi Hurter Girisimcilik
Merkezinde secmeli ders olarak girisimcilik dersi alan lisans ve lisansusti
0grenci- ler lizerinde yapilan bir arastirmada egitim ile girisimcilik arasinda pozitif
yonlid bir baglanti oldugu tespit edilmistir (Galloway ve Brown, 2002:399). Su vd.
(2021) niversitelerde verilen girisimcilik egitiminin, 6grencilerin girisimciligine
yonelik tutumlarini 6nemli 6lclde etkiledigini ve girisimci ruhu olusturmada kritik
bir rol oynadigini tespit etmislerdir. Tlrkiye’de tniversite 6grencileri ile yapilan
bazi aras- tirmalarda da algilanan egitim desteginin girisimcilik niyeti lizerinde
pozitif yonli bir etkisinin olmadig tespit edilmistir (Toklu, 2019:335; Marangoz
vd., 2014:75). Bu dogrultuda egitim destegi ve girisimcilik niyeti arasinda bir
iliskinin oldugu varsayimindan yola ¢ikarak asagidaki hipotezler olusturulmustur:

H4: Algilanan egitim desteginin girisimcilik niyeti (izerinde anlamli bir etkisi
vardtr.
H5: Proaktif kisilik ile girisimcilik niyeti arasinda algilanan egitim desteginin

aract rolii vardir.

3. Yontem

3.1. Katilimcilar

Arastirma kapsaminda Afyon Kocatepe Universitesi'nde 6grenim goren 6g-
rencilere gevrimici anket yoluyla ulagilmistir. Bu kapsamda, toplamda 768 katilim-
cinin verdigi yanitlar analizde kullanilmistir. Katilimcilara ait demografik 6zellikler
Tablo 1’de verilmistir.
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Tablo 1. Katiimcilarin Demografik Ozellikleri

n %
CINSIYET
Kadin 429 56
Erkek 339 44
YAS
17-24 691 90
25-34 54 7
35-44 18 2
45-54 5 1

3.2. Veri Toplama Aracglari

Arastirmada demografik sorulara ek olarak 3 ayri élgekten faydalanilmistir.
Algilanan egitim destegi (PES) ve algilanan yapisal destek (PSS) degiskenleri igin
Tirker ve Selcuk’a (2008) ait 6lcekten yararlanilmistir. Proaktif kisilik 6lcegi Ba-
teman ve Crant’dan (1993), bireysel girisimcilik niyeti dlcegi ise Thompson’dan
(2009) alinmistir. Kullanilan veri toplama araglarinin, etik agidan sakincali olma-
digina Afyon Kocatepe Universitesi Sosyal ve Beseri Bilimler Bilimsel Arastirma ve
Yayin Etigi Kurulu tarafindan karar verilmistir (20.12.2023, Karar No: 2023/368).

3.3. Verilerin Analizi

Calismanin literatiir kisminda belirtildigi (izere arastirma kapsaminda asag|-
daki 5 hipotez test edilmistir:

H1: Proaktif kisilik dzelliklerinin girisimcilik niyeti (izerinde anlamlt bir etkisi
vardtr.

H2: Algilanan yapisal destegin girisimcilik niyeti tizerinde anlamli bir etkisi
vardtr.

H3: Proaktif kisilik dzelliklerinin girisimcilik niyeti (izerinde algilanan yapisal
desteginin aractlik etkisi vardir.

H4: Algilanan yaptsal destegin girisimcilik niyeti lizerinde anlamli bir etkisi
vardir.

Hb5: Proaktif kisilik 6zelliklerinin girisimcilik niyeti iizerindeki etkisinde algila-
nan egitim desteginin aractlik etkisi vardir.
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Hipotezlerin testi icin Smart PLS 4 paket programi (Hair vd., 2022) kullanil-
mistir. Veriler PLS-SEM (Kismi En Kiiglik Kareler -Yapisal Esitlik Modeli) teknigi ile
analiz edilmistir. Teknigin literatlirde uygulanmasinin en énemli sebeplerinden bi-
risi kiiciik bir 6rneklem biyiikligl ile bile etkili calismasi olsa da, PLS-SEM teknigi
blylk 6rneklemlerde de cok iyi performans géstermektedir (Hair vd., 2019:5). Bu
arastirmada PLS-SEM tekniginin kullanilmasinin temel sebeplerinden birisi budur.
Diger iki sebep ise sirasiyla teknigin yerlesik kuramlarin kuramsal uzan- tilarini
kesfederek artan karmasikligin daha iyi anlagilmasina olanak vermesidir (Hair vd.,
2019:5). Kurulan modelde proaktif kisilik 6zelliklerinin, algilanan egitim desteginin
ve algilanan yapisal destegin girisimcilik niyeti tGzerindeki dogrudan etkisi dncelikli
olarak incelenmistir. Ardindan proaktif kisilik 6zelliklerinin bireysel girisimcilik niyeti
tzerindeki etkisinde algilanan egitim desteginin ve algilanan ya- pisal destegin
aracilik rolii test edilmistir. Arastirmada PLS-SEM tekniginin yaygin olarak
uygulandigl bicimde (Hair vd., 2013; Dayan, 2022) oncelikle 6lcim modeli test
edilmistir. Bu asamada arastirma modelinin anlamli olup olmadigi, arastir- ma
hipotezlerini test etmek icin uygun olup olmadigl incelenmektedir ve ancak ilgili
kriterlerin saglanmasi durumunda ikinci asama olan yapisal modelin testine
gecilebilebilmektedir. Arastirmamizda 6lgim modelinde asagida verilen kriterler
saglanmis ve arastirma hipotezlerini test etmek igin uygun oldugu gortlmustir.
Arastirmanin son asamasinda, énem-performans haritasi analizi (IPMA) yoluyla
yapisal modelin 6nem-performans degerleri hesaplanmistir.

4. Bulgular

4.1. Olciim Modeli

PLS-SEM tekniginin kullanildigi calismalarda élgtim modelinin degerlendi-
rilmesinde model éncelikle dogrulayici faktor analizi (CFA) ile test edilmektedir
(Hair vd., 2018; Hair vd., 2021). Daha sonra sirasiyla giivenirlik, ayrisma gecerlili-
i ve yakinsama gegerliligi degerlendirilmektedir (Nunnally, 1978; Dayan, 2022).
Dogrulayici faktor analizi (CFA) ile gizil degiskenler ile gozlenen degiskenler ara-
sindaki iliskiyi ve modelde yer alan gozlenen degiskenlerin ait oldugu gizil de-
giskenleri dogru 6lclip 6lcmedigi gorilir (Sahinoglu ve Yakut, 2019; Hair vd.,
2017). Olcekte bir maddenin atandigi faktére mutlak katkisini belirleryen (Hair
vd., 2021) madde yiklerinin (outer loadings) 0,7 den biiylik olmasi istenmektedir
(Hair vd., 2022). Madde yiikiiniin <0.4 oldugu durumlarda maddenin silinmesi,
0,4 ile 0,7 araliginda kalmasi durumunda ise yapiya bagli diger maddelerin (yiik-
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sek) ylklerine, bilesik givenilirlik (composite reliability) ve yakinsama gegerliligi
(convergent validity) gibi kriterlerin sonuglarina bakarak karar verilmesi gereklidir
(Hair vd., 2011; Hair vd., 2017). Bu dogrultuda, ilgili kriterleri saglamayan mad-
deler (<0.4) modelden cikarilmistir.

Proaktik kisilik élceginden sekiz, algilanan yapisal destek dlgeginden iki, giri-
simcilik niyeti 6lgceginden yedi madde analiz disinda tutulmustur.

Yapilan dogrulayici faktdr analizi (CFA) sonucunda olusan faktérlere ait nihai
madde yiikleri Tablo 2’de verilmistir.

Tablo 2. Faktorlere Ait Madde Yiikleri

Girisimcilik Algilanan Egitim Proaktif Algilanan Yapisal
Niyeti (EI) Destegi (PES) Kisilik (PR) Destek (PSS)
EI10 0,782
EI2 0,810
EI8 0,754
PES1 0,922
PES2 0,930
PES3 0,932
gRl 0,764
0,807
iRl 0,780
PR1 0,769
2 0,734
4 0,734
PR1 0,795
5 0,738
PR1 0,932
6 0,843
PR7

PR8Gir sonraki asamada sirasiyla yapi giivenirligi (construct reliability) ve yakin-
sgggal gecerligi (convergent validity) cronbach alfa, bilesik giivenirlik (composite
reJéapility) ve ortalama agiklanan varyans (AVE) degerlerleri Uzerinden incelen-
mistir (Tablo 3). Modelde yer alan PES, PR ve PSS icin Cronbach alfa katsayilari
0,743 ile 0,919 olmak (izere iyi bir glivenirlik (CR> 0.7) araligindadir. Bu deger EI
faktori icin 0.684 olarak gerceklesmistir. Hair vd. (2021) 0,60 degerinin PLS-
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SEM uygulamalarinda minimum deger olarak kabul edildigini etmesi sebebiyle
kabul edilebilir minimum degerin istiindedir. Benzer bir sonug¢ Cronbach alfa ile
ayni kriterler temelinde yorumlanan bilesik glvenirlik (composite realiability)
degerlerininde de (Hair vd., 2017) gézlemlenmistir. PES, PR ve PSS icin 0.826 ile
0.921 araliginda gozlemlenen bilesik gilivenirlik (composite realiability) degerleri,
EI faktori icin 0,90 olarak gerceklesmistir. Hair vd. (2021)’e gore bu degerler de
oldukga iyi bir araliktadir.

Tablo 3. Giivenirlik ve Gegerlilik Degerleri

Composite  Composite Average
Cronbach’s mpos npos variance
reliability reliability
alpha (tho_a) (tho_c) extracted
- - (AVE)
Girisimcilik Niyeti (EI) 0,684 0,690 0,825 0,612
Algilanan Egitim Destegi (PES) 0,919 0,921 0,949 0,861
Proaktif Kisilik (PR) 0,910 0,912 0,926 0,581
Algilanan Yapisal Destek (PSS) 0,743 0,826 0,882 0,790

Bir sonraki asamada modelin yakinsama gecerligi incelenmistir. Yakinsama
gecerligi gostergelerin (maddelerin) varyansini aciklamak icin yapinin ne 6lgi-
de yakinsadigy ile ilgilidir ve AVE degerinin <0.50 olmasi kosulu aranir (Hair vd.,
2021). Bu kosulu karsilayan AVE degeri faktoriin o faktorl olusturan gosterge-
lerin (maddelerin) varyansinin %50 veya daha fazlasini agikladigini gésterir (Hair
vd., 2022). Bu arastirmada test edilen modelde yer alan faktorlere ait AVE de-
gerleri 0,612 ile 0.861 araligindadir ve yakinsama gecerligi kriterlerinin (>0.50)
karsilandigr gorilmustir.

Olciim modelinin testinde son olarak ayrisma gecerliginin saglanip saglan-
madigl incelenmistir. Ayrisma gecerliginin saglanmis olmasi modelde yer alan fak-
torlerin digerlerinden ampirik olarak belirli élctide farkli oldugu anlamina gelmek-
tedir ve yansitici olarak dlcilen yapilar arasindaki iligkileri analiz etmek icin genel
olarak kabul edilen bir 6n kosuldur (Hair vd., 2022). Ayrisma gecerliginin élciilme-
si noktasinda literatiirde arastirmacilar ¢ farkli degere basvururlar: Capraz yiikler
(cross-loadings), Fornell-Larcker kriteri ve heterotrait-monotrait ratio (HTMT). Hair
vd. (2022) ve Henseler vd (2015) kismi en kiiciik kareler yapisal esitlik modelleme-
si (PLS-SEM) gibi varyans bazli yapisal esitlik modellemesi baglaminda Fornell-Lar-
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cker kriteri ve gapraz yiiklerin ayrisma gecerliliginin degerlendirilmesinde gegmis-
te kalan yontemler olarak ifade etmisler ve ayrisma gecerliginin degerlendirilmesi
icin farkli yapilari 6lgen yapilar arasindaki gostergelerin tiim korelasyonlarinin or-
talamasidir olan HTMT kriterinin (<0.90) kullanilmasini 6nermistir.

Ote yandan, son yillardaki calismalar incelendiginde Fornell-Larcker kriteri
ve HTMT kriterinin birlikte kullanilmaya devam edildigi de goriilmektedir. Bu se-
beple calismamizda bu iki kriter de ayrisma degerlendirilmesinde kullanilmistir.
Fornell-Larcker kriteri modeldeki faktorlere ait AVE degerlerinin karekoki 'niin
modeldeki diger faktorler arasindaki korelasyondan daha yiiksek olmasi gerek-
liligini ifade etmektedir (Fornell ve Larcker, 1981). Tablo 4 6l¢tim modelinin For-
nell-Larcker kriterini sagladigini gostermektedir. HTMT kriterine gelince Henseler
vd (2015) iki farkli durum icin iki farkli esik HTMT degeri 6nermistir. Buna gore
kavramsal olarak cok benzer yapilardan olusan modeller igin esik deger 0.90,
kavramsal olarak daha farkli yapilar igeren modeller igin 0.85’dir. Tablo 4 ve 5
6lciim modelinin cercevede ayrisma gegerligini sagladigini gostermektedir.

Tablo 4. Ayrisma Gegerligi, Fornell-Larcker Kriteri

Algilanan Algilanan
Girisimcilik Siti Proaktif Yapisal
Niy§eti (EI) [Fﬂwgi Kisilik (PR) Degtek
(PES) (PSS)
Girisimcilik Niyeti (EI) 0,782
Algilanan Egitim Destegi (PES) 0,385 0,928
Proaktif Kisilik (PR) 0,592 0,330 0,762
Algilanan Yapisal Destek (PSS) 0,318 0,553 0,253 0,889

Tablo 5. Ayrisma Gegerligi Heterotrait-Monotrait Ratio (HTMT)

N . Algilanan ) Algilanan
Sl gy St
(PES) (PSS)
Girigsimcilik Niyeti (EI)
Algilanan Egitim Destegi (PES) 0,482
Proaktif Kisilik (PR) 0,736 0,357
Algilanan Yapisal Destek (PSS) 0,440 0,647 0,288
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4.2. Yapisal Model

Olgiim modelinin faktér yiikleri, giivenirlik ve ayrisma gecerligi testlerinden
gecmesiyle birlikte model uygunlugu gorulmis ve PLS-SEM uygulamasinin ikinci
asamasi olan hipotezlerin yapisal model izerinden degerlendirilmesine gecilmis-
tir. Olciim modeli degerlerinin anlamli olup olmadiginin anlasilmasi icin Smart PLS
uygulamasinda Bootstrapping islemi gerceklestirilmistir. PLS-SEM’in parametrik
olmayan bir yontem olmasi sebebiyle standart hatalari tahmin etmek ve giiven
araliklarini hesaplamak icin bootstrapping yapilmasi gereklidir (Hair vd., 2021).
Analizde (Sekil 2) Bootstrapping sayisi %95 giiven araliginda 10.000 olarak uy-
gulanmistir (Hair vd., 2022).

PES1 oo =

il 0.930 (146.111)
* 0822 (143276) | 0.932 (132.714)

PR11
0.108

e D‘”’i“ﬂ'm’ g
0.807 (48.689) 0.779 (38.922)
LY LSt
PR14 0.780 (41.204) 8.259 (10-041) FES
R 0819 (52517)  ER

-

0.769 (37.279)
PRIS 0.734 (32.927)

0.733 (35.261)

-
PRI6 0.734 (28.136)

A A 4

0.795 (37.545)

F A 4

FRT 0.738 (28.450)

0.516 (16.152)
0.747 (31.342)
Y

EiB
0.097 (2.732)

0.253 (6.921)

PRE

¥

0.933 (84.297) P! 0.843 (34.624
PR ( | PSS [t |

PS51 PS52

Sekil 2. Yapisal Model Yol Analiz

Yol analizi sonucu ulasilan degerler Tablo 6’da verilmistir. Verilen degerler analiz
sonucunda olusan yol katsayilaridir ve degerler dogrultusunda H1, H2, H3, H4 ve H5
anlamli birer iligki olmasi sebebiyle kabul edilmistir.
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Tablo 6. Yol Katsayilari (Pathcoefficients)

Original  Sample Standard T statistics

Hipotez sample mean deviation (lo/

(0) (M) (STDEv)  sTpev)) VAues
1 PR-> EI 0,516 0,517 0,032 16,152 0,000
2 PES-> EI 0,161 0,160 0,037 4,306 0,000
3 PR-> PSS-> EI 0,025 0,025 0,010 2,533 0,011
4 PSS-> EI 0,097 0,098 0,036 2,732 0,006
5 PR->PES->El 0,053 0,053 0,014 3,858 0,000

Arastirmanin son asamasinda 6nem-performans haritasi analizi (IPMA) yo-

luyla yapisal modelin 6nem-performans degerleri hesaplanmistir. Smart PLS pa-
ket programi (izerinde Path ve unstandardized secenekleri secilerek (Biiylkben,
2023) analiz yapilmistir. Onem-performans haritasi analizi (IPMA) ne iliskin so-
nuclar verilmistir. Tablo 7’de toplam etki sonuclari, Sekil 3’de yapilarin perfor-
mans degerleri, maddelerin yeniden dlceklendirilmis dis agirlik (outer weight)
degerleri ve yol katsayilari goriilmektedir.

Tablo 7. Toplam Etki Sonuclari

EI PES PR PSS
EI
PES 0,129
PR 0,604 0,481 0,348
PSS 0,083
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PES1 PESZ PES3
3 - -
"Rm\ 039 931 37
PR11 \
PR12 :
\ PES 0.129
El0
PR14 0.310"
> 047> ER
0.604
PR1S 0273
El8
El
PR16
0.083
PRY
PRB
PRY s
0,631  0.369
PSS PSS2
Sekil 3. IPMA Sonuclari

Standart PLS-SEM analizleri yapisal modeldeki diger yapilarin agiklanmasin-

da yapilarin géreceli 6nemi hakkinda bilgi verir. Onem-performans haritasi analizi
(IPMA), her yapinin performansini da hesaba katarak eldeki PLS-SEM sonuglarini
daha kapsamli hale getirmektedir. IPMA, belirli bir hedef yapi tizerindeki yapisal
modeldeki toplam etkileri (total effects), bu yapinin &nciillerinin ortalama gizil
degisken puanlaryla karsilastirir (Hair vd., 2017; Hair vd.,2022). Burada toplam
etkiler oncul yapilarin hedef yapiyi sekillendirmedeki onemini temsil ederken,
ortalama gizil degisken puanlar da performanslarini temsil etmektedir. Boylece
hedef yapi icin nispeten yiiksek 6neme sahip fakat ayni zamanda nispeten diisiik
performansa sahip olan onciiller belirlenebilmektedir. Bu kapsamda IPMA ydne-
timsel faaliyetleri planlanmasi ve dnceliklendirilmesinde degerli bir aragtir. Analiz
sonucunda yoneticiler ilgili yapida 6nemli olan ancak bu 6nem derecesine gérece
diisiik performans gosteren yapilarin performansinin iyilestirilmesine odaklanabi-
lirler (Hair vd., 2017; Hair vd.,2022). Sekil 4’te IPMA grafik gosterimi verilmistir.

Cilt/Volume 13 | Sayi/Issue 2 | Aralik/December 2024 71



Volkan YONCU, Koray GURPINAR, Emine AGTAS

Importance-performance map

Performance

52 0092 0132 0172 0212 0252 0202 0332 0372 0412 0452 0492 0532 0572 0612 0662 0692 0725
Importance (Total effects)

@FES B PR @PSS

Sekil 4. IPMA Grafik Gosterimi

IPMA grafik gosteriminde dikey eksen modeldeki faktorlerin performansini,
yatay eksen modeldeki fakt6rlerin 6nem degerlerini gostermektedir. Bu durum- da
yapisal modeldeki en énemli faktor proaktif kisilik 6zellikleridir. Bu durum yukarida
da ifade edildigi gibi karar alicilar igin model cergevesinde en dnemli degiskenin
proaktif kisilik 6zellikleri oldugunu ve girisimcilik niyetinin artinlmasi icin dncelikle
proaktif kisilik ozelliklerine odaklanilmasi ve gelistirilmesi gerekti- & anlamina
gelmektedir. Proaktif kisilik o6zelliklerindeki bir birim artis, bireysel girisimcilik
niyetine 0,60 oraninda etki edecektir. IPMA grafigi en 6nemli ikinci faktoriin
algilanan egitim destegi oldugunu, Uglincl faktdriinde algilanan yapisal destek
oldugunu gostermektedir.

5. Sonucg ve Tartisma

Proaktif kisilik 6zelliklerinin sosyal baglamdan kaynaklanan faktérlerle bir-

likte ele alindig mevcut arastirma kurgusu s6z konusu katkinin temelini olustur-
maktadir. Turker ve Selguk’un (2008) da ifade ettigi gibi bu alanda kisilik 6zellik-
lerinin girisimcilik niyeti Gizerindeki etkilerini ele alan galismalar olmakla birlikte,
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kiltiirel ve kurumsal gerceveler gibi baglamsal faktorlerden bagimsiz olarak dii-
siinmek dogru degildir. Arastirmamizda gelecegin potansiyel girisimcileri olan
tniversite 6grencilerinin girisimcilik niyetinde etkisi oldugu iddia edilen proaktif
kisilik ozellikleri ile sosyal baglamin 6nemli iki parcasi algilanan egitim destegi ve
algilanan yapisal destekle birlikte modellenmesi sonucunda modeldeki faktérler- le
girisimcilik niyeti arasinda anlamli pozitif iliskiler tespit edilmis ve arastirmada test
edilen tiim hipotezler dogrulanmistir. Yapisal model lzerinde gerceklestirilen yol
analizinde gozlemlenen vyol katsayilari girisimcilik niyeti (izerindeki etkilerin
bliyikten kiicige sirasiyla proaktif kisilik ozellikleri, algilanan egitim destegi ve
algilanan yapisal destek oldugunu gostermistir. Ayni sonuglar yapilan énem-per-
formans haritasi analizi (IPMA) sonucunda da gozlemlenmis ve 6nem dereceleri
dogrulanmistir. Proaktif kisilik 6zelliklerinin modeldeki etki glicii Crant (1996) ve
Kumar ve Shukla (2022) sonuclari ile paraleldir. Arastirma sonuclari ayni zamanda
tilkelerin son yillarda mevcut kisilerin potansiyelinin ortaya ¢ikarilmasi ve girisim-
cilik ekosisteminin gelistirilmesi dogrultusunda girisimcilik egitimine (Giliner ve
Korkmaz, 2017) verdigi degerle ilgili dnemli ipuclarina isaret etmektedir. Nitekim,
girisimcilik egitimi ile ilgili farkindalik olusturmak, kisilerin zihinlerinde gelismelere
yol acabilir. Girisimcilik egitimi verenlerin ilk basta girisimcilik bu bakis agisina sa-
hip olmalari gerekir. Ogrenciler lisans egitimlerinin basindan sonuna kadar aldik-
lart girisimcilik egitimleri amaca uygun olmali ve 6grencilere girisimcilik bakis acisi
kazandirilmalidir (Toklu, 2019:343). Ayni zamanda, Lithje ve Franke’in (2004)
girisimcilik karar slreci modelinde yer alan (iniversite egitimi boyutunun Gzerinde
proaktif kisilik 6zellikleri baglaminda daha kapsamli disiinme gerekliligini ortaya
koymaktadir. Sonuglar 6zgiin model kurgusu kapsaminda bireyleri kendi islerini
yapmaya iten seyin ne oldugunu konu alan arastirmalara olan ilginin (Lingappa vd.,
2020) 6nemli bir sonucu olarak degerlendirilebilir.
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Integrating Al into Entrepreneurial Marketing Strategies
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ABSTRACT

Purpose: Artificial intelligence (Al) has emerged as a transformative force in digital marketing, offering
unprecedented opportunities for entrepreneurs to streamline operations and enhance customer en-
gagement. This article explores the profound impact of Al adoption within entrepreneurial marketing
contexts. It aims to present a conceptual framework delineating the integration of Al into entrepreneur-
ial marketing strategies, highlighting its potential to revolutionize the field.

Methodology: The study employs a bibliometric analysis to provide a quantitative summary of the
field. A total of 132 publications from the Web of Science database were analyzed using the Vosviewer
program. These publications span topics such as management, business, computer science, economics,
environmental studies, accommodation, and education. The bibliometric approach offers a structured
overview of the current state of research in Al and entrepreneurial marketing.

Findings: The findings reveal the multifaceted impact of Al on entrepreneurial marketing. Key appli-
cations include customer insights, personalized marketing, predictive analysis, automation, optimized
advertising, chatbots, competition analysis, and content optimization. These results underscore Al's
transformative role in reshaping how entrepreneurial marketing strategies are developed and executed.
Furthermore, Al is anticipated to assume an even more significant role in the field in the coming years.

Originality: This study contributes to the growing body of knowledge by offering one of the first
comprehensive investigations into the integration of Al within entrepreneurial marketing. By combining
a conceptual framework with bibliometric analysis, the research provides valuable insights into the in-
terplay between Al and entrepreneurial marketing strategies, paving the way for future studies to build
on these findings.

Keywords: Articifial Intelligence, Entrepreneurial Marketing, Digital Marketing, Machine Lear- ning,
Big Data,

Jel Codes: M10, M31, M31, M13

Yapay Zekanin Girisimcilik Pazarlama Stratejilerine
Entegrasyonu

0z

Amag: Yapay zeka (YZ), dijital pazarlama alaninda donusttrict bir glic olarak ortaya cikmis ve giri-
simciler icin operasyonlari kolaylastirma ve musteri etkilesimini artirma konusunda benzersiz firsatlar
sunmustur. Bu makale, YZ'nin girisimcilik pazarlamasi baglaminda benimsenmesinin derin etkilerini ince-
lemektedir. Calisma, YZ'nin girisimcilik pazarlama stratejilerine entegrasyonunu aciklayan kavramsal bir
cerceve sunmay! ve bu alanin déntisim potansiyelini vurgulamayi amaglamaktadir.

Yontem: Calismada, literatlrd nicel bir sekilde 6zetlemek amaciyla bibliyometrik analiz yontemi kulla-
nilmistir. Web of Science veri tabaninda yer alan ve yonetim, isletme, bilgisayar bilimleri, ekonomi, cevre
calismalari, konaklama ve egitim gibi alanlarla ilgili toplam 132 yayin, Vosviewer programi ile analiz
edilmistir. Bu yontem, YZ ile girisimcilik pazarlamasi arasindaki iliskinin mevcut durumu hakkinda yapi-
landiriimis bir genel bakis sunmaktadir.

Bulgular: Bulgular, YZ'nin girisimcilik pazarlamasinin cesitli alanlarinda cok yonlu etkileri oldugunu or-
taya koymaktadir. Bu alanlar arasinda musteri icgordleri, kisisellestirilmis pazarlama, 6ngért analitigi,
strec otomasyonu, optimize edilmis reklamcilik, sohbet robotlari, rekabet analizi ve icerik optimizasyonu
bulunmaktadir. Elde edilen sonuclar, YZ'nin girisimcilik pazarlama stratejilerini yeniden sekillendirmedeki
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donusturicd roltne isaret etmektedir. Ayrica, YZ'nin bu alandaki neminin éntimiizdeki yillarda daha da
artacagl 6ngorulmektedir.

Orijinallik: Bu calisma, yapay zekanin (YZ) girisimcilik pazarlama stratejilerine entegrasyonunu inceleye-
rek literattrde fark edilen bir boslugu ele almaktadir. YZ'nin genel pazarlama uygulamalari ve girisimcilik
yaklasimlari Gzerindeki etkisi ayri ayri incelenmis olsa da, bu iki alani birlestiren kapsamli arastirmalarin
eksik oldugu gorulmektedir. Kavramsal bir cerceve sunan ve bibliyometrik analiz yontemini kullanan bu
calisma, YZ'nin girisimcilik pazarlamasindaki déndsttrict roltine dair onct bir bakis agisi saglamaktadir.
Elde edilen bulgular, bu gelismekte olan alanin gelecekteki arastirmalar icin gliclti bir temel sunmaktadir.
Anahtar Kelimeler: Yapay Zeka, Girisimcilk Pazarlamasl, Dijital Pazarlama, Makine Ogrenmesi, Buytk
Veri

Jel Siniflandirmasi: M10, M31, M31, M13

1. Introduction

Entrepreneurial marketing is defined by Morris, Schindehutte and LaForge
(2002) as an approach to marketing that develops and implements innovative,
opportunity-oriented, proactive, risk-taking and customer-oriented strategies
with limited resources. It typically attempts to meet the need for businesses to
reach large target audiences, often with limited resources, through innovative
and flexible marketing strategies (Kotler & Keller, 2016). Entrepreneurial market-
ing is especially important for small businesses that need to reach large target
audiences. This approach focuses on flexibility and innovation to adapt to rapidly
changing market conditions, transforming traditional marketing strategies (Zott,
Amit, & Massa, 2011).

The advent of the digital age has expanded marketing opportunities for
small businesses. An important trend in entrepreneurial marketing today is dig-
italization. The widespread use of the internet and social media offers low-cost
but effective marketing opportunities for entrepreneurs (Roberts & Zahay, 2003).
In this context, new trends allow entrepreneurs to promote their brands to their
target audiences in a more organic way (Malodia, 2022).

There are several important trends in the field of entrepreneurial market-
ing. These trends play an important role in shaping entrepreneurs’ marketing
strategies and capturing growth opportunities. For example, mobile marketing is
becoming increasingly important. The widespread use of mobile devices changes
consumers’ shopping habits, which requires the development of mobile-oriented
marketing strategies (Karjaluoto, Mustonen, & Ulkuniemi, 2015). Additionally,
increased data analytics capabilities allow entrepreneurs to better understand
customer behavior and develop personalized marketing strategies (Berthon et
al.,, 2012).
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Artificial intelligence (Al) integration in entrepreneurial marketing is becom-
ing increasingly important. Al plays an important role in marketing processes
such as big data analysis and prediction of customer behavior (Davenport et. al,
2020). By using Al-based tools, entrepreneurs can better understand customer
needs and create more effective marketing strategies based on this information
(Berthon et al., 2012). For instance, utilizing Al-based recommendation engines,
entrepreneurial brands can provide personalized product recommendations to
customers and enhance the shopping experience. Additionally, chatbots used in
customer service can help entrepreneurs answer customer questions quickly and
effectively (Ladhari, Souiden, & Ladhari, 2019).

Entrepreneurial marketing is constantly transforming with developing tech-
nologies. Entrepreneurs can gain competitive advantage by adopting and using
these new technologies effectively. However, to integrate and use these technol-
ogies effectively, entrepreneurs need to develop a careful strategy. This study was
prepared to deeply understand the use of Artificial Intelligence in Entrepreneurial
Marketing Strategies and to make a quantitative analysis of the literature. In the
study, entrepreneurial marketing definitions and entrepreneurial marketing strat-
egies in the literature, artificial intelligence and artificial intelligence strategies
in digital marketing are mentioned, and artificial intelligence strategies used in
entrepreneurial marketing are explained, respectively. In the following section
a bibliometric analysis is conducted on the use of artificial intelligence in entre-
preneurial marketing with the purpose of presenting a quantitative view of the
studies on the subject.

Entrepreneurial Marketing

Entrepreneurial marketing is defined as utilizing creative methods for risk
management, resource leveraging, and value generation to proactively identify
and seize possibilities for gaining and keeping profitable relationships by Morris
et al. (2002). Furthermore, they defined entrepreneurial marketing as a struc-
ture for integrating emerging entrepreneurship and marketing perspectives. Ac-
cording to this definition, entrepreneurial marketing emphasizes how businesses
integrate entrepreneurial spirit and innovation into their marketing strategies.
Their research provides an important framework for understanding how this in-
tegration plays a role in the business world and how it shapes entrepreneurs’
marketing strategies. Entrepreneurial marketing is a concept that takes a differ-
ent approach from the traditional marketing paradigm and generally focuses on
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the needs of small businesses and entrepreneurs. Researches on this subject has
focused on the development and evolution of entrepreneurial marketing. Hills,
Hultman and Miles (2008) examined the evolution of entrepreneurial marketing
and investigated how entrepreneurial activities affect marketing processes. This
study highlighted the key factors in the development of entrepreneurial market-
ing and revealed a guidance for marketing strategies.

Miles and Darroch (2006) examined how large companies adopted entrepre-
neurial marketing processes and how these processes affected the competitive
advantage cycle. This study shows that entrepreneurial marketing is an import-
ant strategy not only for small businesses but also for large companies. Hansen
et. al. (2020) emphasized how entrepreneurial marketing recognizes and cares
about the entrepreneur and customer-oriented relationship. This study explains
how entrepreneurial marketing helps businesses gain competitive advantage by
focusing on customer needs and expectations. Collinson and Shaw (2001), Jones
and Rowley (2011), Miles et al. (2015) and Carson (1995) have also examined
different aspects of entrepreneurial marketing. These studies show how entre-
preneurial marketing can be used to increase the competitiveness of businesses
and help businesses adopt a customer-focused approach.

In conclusion, entrepreneurial marketing is an important strategy that can
help businesses achieve and maintain a competitive advantage. This approach
brings together the fields of entrepreneurship and marketing, allowing business-
es to combine elements such as innovation, flexibility and customer focus. This
concept appears to be valuable to a wide range of businesses, from small busi-
nesses to large corporations.

1.2. Entrepreneurial Marketing Strategies

Morris et al (2002) highlight seven key elements of Entrepreneurial Market-
ing (EM), namely opportunity-oriented strategy, proactiveness, innovative focus,
customer concentration, risk management, resource utilization and value cre-
ation. Additionally, the “legitimacy” dimension suggested by Amjad et al. (2020)
was also considered in this framework. Opportunity-oriented strategy empha-
sizes the ability of businesses to exploit market gaps and new opportunities,
while proactivity places emphasis on anticipating and adapting to future market
trends. Innovative focus encourages businesses to constantly develop new ideas
and innovations to maintain competitive advantage. Customer density enables
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businesses to establish close relationships with customers and understand and
meet their needs. Risk management helps businesses identify and minimize the
risks they may encounter. While sourcing increases efficiency by using limited re-
sources effectively, value creation provides a competitive advantage by providing
customers with a valuable experience. The legitimacy dimension refers to the
process of businesses being accepted and gaining legitimacy by the stakehold-
ers around them. These dimensions are critical for businesses to increase their
competitive advantage, sustain their long-term success, and create marketing
strategies effectively.

Morris et al. (2002) idenfied several entrepreneurial marketing strategies
based on the extant literature that can be listed as follow:

Table 1. Entrepreneurial Marketing Strategies

Relationship Relationship marketing is the strategy of busi- | Gronroos,
Marketing: nesses to establish and maintain long-term, mu- | 1994
tually beneficial relationships with customers.
Expeditionary Expeditionary marketing is a marketing strate- | (Pine &
marketing: gy in which businesses move aggressively and | Gilmore, 1999)
quickly to find new markets and opportunities.
Guerrilla Guerrilla marketing is a strategy that involves | (Levinson,
marketing: conducting creative and effective marketing | 1984)
campaigns at lower costs than traditional mar-
keting techniques.
One-to-one One-to-one marketing is a marketing strategy | (Peppers &
marketing: that aims to provide personalized products and | Rogers, 1993)
services by establishing a one-on-one relation-
ship with each customer.
Real-time Real-time marketing is a strategy that involves | (Pine, 1993)
marketing: making quick and measured marketing deci-
sions based on instant data and responding to
customer needs immediately.
Disruptive Disruptive marketing is a strategy that aims to | (Christensen,
marketing: enter the market with innovative and radical ap- | 1997)
proaches by overturning traditional marketing
methods

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




Integrating Al into Entrepreneurial Marketing Strategies

Viral marketing:

Viral marketing is a marketing strategy that al-
lows customers to spread a product or brand or-
ganically by sharing it among themselves

(Wilson, 2000)

by rejecting traditional marketing norms and
pushing the boundaries.

Digital Digital marketing is a strategy used to promote, | (Chaffey &
marketing: market and sell products and services. through | Ellis-Chadwick,

digital technologies and platforms. 2019)
Permission Permission marketing is a marketing strategy | (Godin, 1999)
marketing: that involves sending personalized messages

based on the customer’s interests, with permis-

sion, rather than sending marketing messages to

customers without their permission.
Radical Radical marketing is a strategy that involves exe- | (Rosenbaum
marketing: cuting innovative and bold marketing campaigns | Elliott & Percy,

1990)

Buzz marketing:

Buzz marketing is a strategy that encourages
talking about, sharing and spreading the prod-
uct or brand.

(Hughes, 1997)

Customercentric

Customer-centric marketing is when businesses

(Kumar, 2018)

holistic by integrating various marketing chan-
nels.

marketing: design and offer their products and services by

focusing on customers’ needs and preferences.
Convergence Convergence marketing is a strategy that aims | (Pine&Gilmore,
marketing: to make the customer experience consistent and | 1999)

Morris et al. (2002)

Entrepreneurial marketing strategies have evolved over the years, devel-
oping innovative and dynamic approaches. Starting with Guerrilla marketing in
1984, this process continued in the 1990s with personalized and bold methods
such as Radical marketing and One-to-one marketing. Recently, digital and cus-
tomer-centric strategies have enabled entrepreneurs to be more effective and
flexible in the marketplace.

2. Artificial Intelligence

Intelligence is the human capacity to understand the world, think logically,
and use resources effectively when faced with difficulties (Renner et al. 2021).
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Intelligence includes acquisition (acquisition of information), automation (adapting
procedures efficiently to a new situation), comprehension (recognizing and solv-
ing new problems), memory management (placing and retrieving information in
memory), metacontrol (being able to control various processes in behavior). It is the
combination of the elements of numerical ability (performing mathematical oper-
ations), reasoning (using problem-solving knowledge), social competence (inter-
acting with and understanding the environment), verbal perception (recognizing
natural language), visual perception (recognizing visual images) (Cook et al., 1988)

Artificial intelligence is the human-made effort to create a combination of
intelligence elements. This effort is based on the desire to develop and improve
human life, which is the main motivation of technological advances (Sahin and
Kaya, 2019). Artificial intelligence systems are software-based algorithms. Al-
gorithms are advanced programs that give commands that initiate the learn-
ing processes of computers (Pradeep et al., 2020). Artificial intelligence needs
data to perform any action within the framework of the models created by the
algorithms. The raw material of artificial intelligence algorithms and models is
data. Raw data is transformed into knowledge to be used in decision processes
(Agrawal, et al., 2018). In the development of artificial intelligence, machine
learning (ML) and deep learning (DL) are important stages.

Machine Learning: It is the performance improvement of machines on
their own, without human assistance, in order to successfully perform the tasks
assigned to them (Brynjolfsson and McAfee, 2014). Machine learning serves to
detect patterns and provide useful answers with the outputs by creating algo-
rithms based on the data present in the input and running these algorithms
repeatedly if necessary. That is why data is the fundamental element of machine
learning (Agrawal, et al., 2028).

Deep Learning: The system learns from its own experiences. The human
factor is eliminated, each concept is linked to many simpler concepts and learn-
ing takes place in a hierarchical structure. With deep learning, multi-layered
artificial neural networks are used in voice recognition and image recognition
(Pradeep et al., 2020).

2.1. Impact of Al on Digital Marketing Strategies

Avrtificial intelligence (Al) is making a significant impact on digital marketing
strategies. Van Esch and Stewart Black(2021) examine the role that Al plays in
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the field of digital marketing, while Varma et. al. (2021) discuss how Al is revo-
lutionizing digital marketing. Grandinetti (2020) provide a summary and review
of the use of Al in marketing. These studies show that the integration of Al into
digital marketing strategies is increasing and represents a significant change in
the industry (Bhuvaneswari, 2024).

The impact of Al on digital marketing strategies is examined from a number
of aspects. For example, Al enables creating personalized marketing strategies
by analyzing customer data in depth. This can increase conversion rates by pro-
viding customers with more relevant and engaging content (Hassan, 2021). Ad-
ditionally, Al's predictive analytics capabilities allow businesses to predict future
trends and adjust marketing strategies accordingly (Van Esch & Stewart Black,
2021).The impact of Al on digital marketing strategies also offers the potential to
improve customer experience and make marketing processes more efficient. Al
practices illustrating automation and optimized advertising allow businesses to
automate repetitive tasks and make advertising campaigns more targeted (Dav-
enport et.al., 2020). In this way, businesses can increase customer satisfaction
while also using costs and resources more efficiently.

These studies demonstrate the impact of artificial intelligence on digital
marketing strategies with its increasing importantance. The analytical power,
personalization capabilities and automation opportunities provided by Al enable
businesses to increase their competitive advantage and develop more effective
marketing strategies.

3. Al Adoption Strategies for Entrepreneurial Digital Marketing

Entrepreneurial marketing is critical for businesses that want to succeed in
today’s dynamic business environment. Rapidly changing technology and con-
sumer behavior require businesses to develop flexible and innovative marketing
strategies. In this context, the adoption of artificial intelligence (Al) technologies
has the potential to transform the entrepreneurial marketing practice of busi-
nesses. Al offers a range of applications such as in-depth analysis of customer
data, personalized marketing strategies, predictive analytics, automation and
optimized advertising. These technologies allow businesses to gain competitive
advantage and activate marketing strategies by increasing customer focus.

Customer Insights: Artificial intelligence provides comprehensive custom-
er insights by deeply analyzing customer data. This allows businesses to better
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understand their target audience and provide them with customized experiences
(Verma et al., 2021).

Personalized Marketing: Artificial intelligence allows developing person-
alized marketing strategies. Custom content and offers can be created based on
customer data and behavior. This increases customer satisfaction and encourages
loyalty (Rane, 2023).

Predictive Analytics: Predicts future trends using artificial intelligence, big
data analysis and machine learning algorithms. This allows businesses to make
more informed decisions in areas such as demand forecasting, inventory man-
agement and marketing strategies (Zhuang et al., 2021).

Automation: Artificial intelligence allows businesses to save time and re-
sources by automating repetitive tasks. This saves labor and allows human re-
sources to focus on more strategic tasks (Huang&Rust, 2022).

Optimized Advertising: Artificial intelligence may increase the effective-
ness of advertising campaigns. Targeted advertising strategies can be created
based on customer data and behavior. This allows for more efficient use of the
advertising budget (Masnita et al., 2018).

Chatbots and Virtual Assistants: Chatbots and virtual assistants driven
by Al have the ability to offer immediate customer service, respond to questions,
and assist users with the sales process. In addition to improving client satisfac-
tion, this enables business owners to grow their operations without raising over-
head. (Kar, 2023)

Competitive Analysis: Al is capable of identifying opportunities, flaws,
and strengths by examining the pricing methods, marketing plans, and consum-
er feedback of rival companies. This enables business owners to create unique
selling propositions and differentiate their products. (Kar, 2023)

Content Optimization: In order to improve content development tech-
niques, Al may evaluate user engagement data and content performance met-
rics. This comprises choosing the most appropriate forms and distribution meth-
ods for the information, as well as finding pertinent themes and optimizing
keywords. (Lacarcel,2022)

As a result, the impact of artificial intelligence applications on entrepreneur-
ial marketing strategies is becoming increasingly evident. Successful adoption
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of Al technologies allows businesses to increase competitive advantage and
strengthen customer-focused marketing strategies. However, ethical and privacy
issues of these technologies should also be taken into account. Businesses must
carefully manage and audit Al applications. Thus, they can maximize the bene-
fits of Al while minimizing possible risks. Businesses that adapt to the changing
needs of society and technological developments can achieve sustainable success
by creating a competitive advantage.

Methodology

The study aims to reveal emerging themes, current developments at the in-
tersection of artificial intelligence, big data and entrepreneurial marketing topics.
For this purpose, bibliometric analysis and science mapping techinique are used as
the research method in the study. Science mapping presents scientific knowledge
in a structured and visual way, showing researchers the body of knowledge in a
particular field and how this knowledge develops. (Cobo et. Al.,2011) Bibliomet-
ric analysis is a quantitative method that analyzes various aspects of academic lit-
erature with statistical methods (IGI Global, 2024). While science mapping focus-
es on understanding the structure of scientific literature by visualizing its thematic
structures and relationships between research areas, bibliometric analysis is more
concerned with quantitative measurements of scientific activities and evaluates
the effectiveness of these activities. Both methods are important tools for under-
standing and evaluating scientific research. As a result of the analysises conduct-
ed on the concept of Al Adoption in Entrepreneurial Marketing Strategies with
guantitative data and numerical measurement indicators, it is aimed to showcase
studies on this subject to the attention of researchers with a holistic perspective.

The Web of Science database was chosen to obtain the data set of the
study (Forliano et al., 2021). The following keywords were searched in the “Topic
Search” field to obtain the dataset from the WoS database:

TS=(("Entrepreneurial Marketing” OR “Entrepreneurial Ventures” OR “En-
trepreneurial Strategies” OR “entrepreneur*” OR “digital entrepreneur*” OR
“*start up*” OR "“*entrepreneurship” OR “*entrepreneurial*” OR “*venture*”
)) AND TS=(("marketing*” OR “digital marketing” OR “marketing strategies”
OR " marketing skills” OR “Customer Engagement” OR “Market Segmentation”
OR "Consumer Behavior Analysis” OR “Personalization ” OR “Predictive Analyt-
ics” OR “Marketing Automation”)) AND TS=(("artificial intelligence” OR “Al"

Gilt/Volume 13 | Sayi/lssue2 | Aralik/December 2024 87



Kiibra DALDIRAN

OR "Al Applications” OR “Al Implementation” OR “Al-Driven*” OR "Al-driven
Marketing” or “machine learning” OR “deep learning” “natural language pro-
cessing” OR “text mining” OR “big data*"))

It indicates that the specified search words must be included in the sum-
mary, title or keywords of the search research conducted on the subject of the
document. As a result of the search, a total of 132 studies were obtained in the
WoS database, covered between 2004 and 2024 April. VOSviewer program is
used as the analysi tool and for visualization process of the data set.

Findings
Number of Publications by Years

The first publication within the framework of artificial intelligence in entre-
preneurial marketing was revealed in 2004. This article examines market seg-
mentation by analyzing automobile data using artificial neural networks and
classifying consumer concentrations geographically (Polpinij, 2004). As a result
of the analysis, a consumer segment in which Japanese cars are preferred was
identified and it was stated that this data could be used to determine marketing
plans. This study, published in 2004, shows that artificial neural networks were
used as an innovative method in market segmentation at that time. Although the
first study was conducted in 2004, the number of studies in this field increased
in 2013 and later.

Number of Publications

25

20

10

g 2004 2011 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 Years
Figure 1. Number of Publications by Years
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Publications by Document Types

The pie chart below (Figure 2) revealed that approximately 66% of the pub-
lications in the field are articles. This situation reveals the deficiency of conceptual
and theoretical studies on the subject. Furthermore, 8 Reviews, 24 Proceeding pa-
pers, 4 Editorial Material, 6 Early Access,6 Book Chapters are published in this field.

Review Article
8

Proceeding Paper
24

Editorial Material
4

Early Access
6

Book Chapters

6 Article

96

Figure 2. Publications by Document Types

Authors by Number of Publication

The authors who published the most at the intersection of entrepreneurial
marketing and artificial intelligence are shown in Figure 3. Accordingly, Neubert
and Michael are the authors with the most publications (5) on this subject.

Number of Publications

5

4

Authors

Figure 3. Authors by Number of Publication
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Number of Publications by Countries

According to the distribution chart of publications by country (Figure 4),
the USA ranks first and lItaly ranks second in the ranking of publications with
the highest number of publications. This may be due to the importance given to
artificial intelligence and big data technologies in these countries and the size of
the investments.

Figure 4. Number of Publications by Countries

Co-authorship of Authors

According to the authors’ co-authorship analysis, a network map was cre-
ated by determining at least 1 publication and at least 1 citation criteria to
identify the most connected and collaborative authors. According to the anal-
ysis made among the authors names with the highest connections, there are 9
names combined in a single cluster and a total of 36 connections. Each of the
9 most connected authors in the cluster has a total of 8-unit connections. It
seems that the authors who produced the most works (Neubert & Michael (5),
Van der Krogt&Augustinus (3) and Raguseo&Elisabetta (2)) are not the most
connected authors. It is observed that the most cited authors (Bryde David J.
(266 Citations), Childe & Stephen, J (266 Citations)) are not the most connected
authors either.
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Figure 5. Co-authorship of Authors

Citation of Authors

To identify citation networks, a network map was created for author citation
analysis with the criteria of at least 1 publication and at least 1 citation. In the
analysis made on 18 units that were seen to be connected to each other, a total
of 5 clusters and 29 connections were identified.

akter,ghahriar
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Figure 6. Citation of Authors
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Co-occurance of Author Keywords

Keyword analysis demonstrate the density of keywords used in 132 studies
in the data set and their relationships with each other. Keyword analysis and
visualization was conducted by VOSviewer program and is shown in the figure
below. As a result of the analysis, it was determined that 169 keywords were
used and these words were clustered in 20 different groups,with 602 connec-
tions between them. The frequency of use of keywords is as follows; big data,
machine learning, artificial intelligence, digital marketing, entrepreneurial mar-
keting and entrepreneurship.

hybrid va. creation
digital entégpreneurship
ai technologfgal domain

digital business
emerging markets
business intelligence
.artificial intelligence qna#ing
data apalysis

stafgbips

entrepreneurship orientation minerallidustry
predictive amalytics digital*{kmneprenewarwingz
big da*alytlcs businessvision

@M market orientation
’ @ r& -

supply chaingmanagement affordances

imp

~ bigdata

ing apulia .

{‘& VOSviewer

Figure 7. Co-occurance of Author Keywords

In addition, the usage intensity of keywords, which varied over the years,
was determined. The network map of the changes in the keywords of the pub-
lications in the data set over the years is shown in Figure 8. As a result of this
analysis, it was concluded that the words entrepreneurial marketing, digital mar-
keting, deep learning and big data analytics are currently used intensively in
2022 and after.
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Figure 8. Changes in Keywords Over Time
Discussion

In the context of the conceptual framework and the bibliometric analysis,
a conceptual and quantitative picture of the subject has been sought. The use
of artificial intelligence in entrepreneurial marketing enables to make quick, da-
ta-based decisions, leading to a major transformation in marketing strategies.
The customer insights provided by artificial intelligence enable to better under-
stand their target audiences and personalize their marketing messages in this
direction. In particular, big data analysis and machine learning algorithms help
predict customer behaviour and adapt their strategies accordingly (Grewal, Rog-
geveen, & Nordfalt, 2017).

In addition, Al-supported automation takes over recurring marketing tasks,
increasing the efficiency of. This allows marketing teams to focus more on stra-
tegic and creative work. For example, artificial intelligence-based chatbots and
virtual assistants automate customer service while increasing customer satisfac-
tion while also reducing costs. (Kumar et al., 2019).

Artificial intelligence also offers significant advantages to entrepreneurs
in areas such as competition analysis and content optimization. Competition
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analysis artificial intelligence tools provide with strategic insights by analyzing
competitors’ marketing strategies and customer feedback. Content optimiza-
tion increases the effectiveness of marketing campaigns, thanks to the ability of
artificial intelligence to evaluate and improve content performance. (Chaffey &
Ellis-Chadwick,2019).

According to the results of bibliometric analysis, the first publication in this
area was made in 2004 by Polpinij, who analyzed market segmentation with ar-
tificial neural networks using automotive data. The most recent publication was
in 2024, and 2022 was the year of the most research in the field, with 25 publi-
cations. These data demonstrate the growing importance of YP in entrepreneur-
ial marketing and intensive research activities in this area. The most published
authors include Neubert and Michael, Vanderkrogt, A., Potudniak Giertz, and
Katarzyna, who have made significant contributions to the field.

In the bibliometric analysis of the use of artificial intelligence in entrepre-
neurial marketing, research areas were divided into several categories: 43 arti-
cles in management, 42 articles in business, 29 articles in computer science and
systems, 6 articles in economics, 6 in environmental studies, 6 article in hosting
and 5 articles in educational research. This diversity indicates that the impact
and application of Al technologies on entrepreneurial marketing requires a mul-
tidisciplinary approach. There are several main reasons for this. The first is that
the use of artificial intelligence in entrepreneurial marketing requires not only
marketing and business knowledge, but also knowledge of computer science,
system engineering, and data analysis. This interdisciplinary approach enables
more comprehensive and innovative solutions to complex marketing problems.
The integration of Al technologies into entrepreneurial marketing strategies in
different industries and fields of application shows that these technologies have
a wide range of potential applications. For example, in environmental studies
and in the housing sectors, the use of artificial intelligence can play a major
role in improving sustainability and customer experience. Looking at studies in
educational research, it is understood that the use of artificial intelligence in
entrepreneurial marketing should be integrated into academic programmes and
educational curricula. This will enable the next generation of entrepreneurs and
marketers to be equipped with the knowledge and skills they need to use Al
technologies effectively. This wide scope in literature indicates the presence of
areas that have not yet been explored or sufficiently explored at the intersection
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of artificial intelligence and entrepreneurial marketing. This offers new opportu-
nities for researchers and increases the interest in these topics in the academic
world.

Conclussion

In conclusion, this study enabled a conceptual framework of the studies
on artificial intelligence’s application in entrepreneurial marketing strategies, as
well as a bibliometric analysis research that provided a quantitative breakdown
of the framework.The use of artificial intelligence in entrepreneurial marketing
strategies allows businesses to be more flexible, adaptable and effective. Al tech-
nologies offer significant benefits in various areas such as customer insights,
personalized marketing, predictive analytics, automation, optimized advertising,
chatbots and virtual assistants, competitive analysis, and content optimization
(Jarek & Mazurek, 2019). Adoption of these technologies allows entrepreneurs
to gain competitive advantage by making their marketing strategies more ef-
ficient (Rust & Huang, 2022). Al applications should be used responsibly, with
attention to data privacy and ethical issues. In the future, it is predicted that en-
trepreneurial marketing strategies will further evolve and create new opportuni-
ties with the development of Al technologies (Paschen, Pitt, & Kietzmann, 2020).

The future of Al in entrepreneurial marketing presents vast opportunities
for exploration. Emerging areas such as the role of Al in promoting sustainability
and addressing evolving consumer preferences offer promising research avenues.
Over the next decade, we anticipate a deeper integration of Al technologies
in personalizing consumer experiences, optimizing resource allocation, and en-
hancing decision-making processes. Future research should investigate how Al
can drive ethical practices and long-term value creation in entrepreneurial ven-
tures. Additionally, interdisciplinary studies that explore the intersection of Al
with fields like sustainability, behavioral economics, and cultural dynamics could
provide valuable insights for both academia and industry. By embracing these
forward-looking perspectives, scholars and practitioners can better navigate the
transformative potential of Al in entrepreneurial marketing.
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Forced To Become Entrepreneurs: Investigating the Impact
of Workplace Bullying on the Entrepreneurial Intentions of
Immigrant Workers in Turkey

Umut UYAN"

ABSTRACT

Purpose: The issue of migrant workers has been frequently addressed in management and organiza-
tion studies, as in many other fields since migration has become a global phenomenon. By referring
to the push-pull theory of entrepreneurship, the current study aims to understand to what extent the
bullying behavior that migrant workers are exposed to in the workplace encourages them to engage
in entrepreneurship. The main assumption that constitutes the hypotheses is that negative workplace
experiences push migrant workers to create alternatives against undesirable working conditions.
Methodology: A quantitative research design was employed, involving standardized questionnaires
to gather data from 231 migrant workers employed in Turkey’s textile sector. The hypotheses were
tested using the AMOS statistical program.

Findings: The findings support the bullying behavior that migrant workers are exposed to in their
workplaces pushes them to become entrepreneurs (= 0.36, p<.001). Further, the findings indicate
that individual entrepreneurship orientation (IndEO) does not moderate the relationship mentioned
(p=0.03, p=.33).

Originality: Unlike mainstream entrepreneurship literature, this study demonstrated that entrepre-
neurship can be an ‘imperative’ stemming from unfavorable working conditions of migrant workers,
rather than an ‘attractive’ phenomenon. Yet, the success and sustainability of such entrepreneurial
activities is debatable. The study is expected to provide a clearer picture of migrant entrepreneurial
initiatives and, therefore, guide policymakers in developing effective strategies to support economies.
Keywords: Entrepreneurship, migrant entrepreneurship, workplace bully, push-pull theory, IndEO
Jel Codes: 126, J61, J15

Girigimci Olmaya Zorlanmak: is Yeri Zorbaliginin Tiirkiye'deki
Gogmen Iscilerin Girisimcilik Niyetleri Uzerindeki Etkisinin
Arastinimasi

OZET

Amag: Gogmen isci konusu, goctin kiresel bir olgu haline gelmesiyle birlikte diger bircok alanda
oldugu gibi organizasyon calismalarinda da sikca tartisiimaya baslanmistir. Bu calisma, girisimcilik ya-
zininda itme-cekme teorisine atifta bulunarak, gocmen iscilerin isyerinde maruz kaldiklari zorbalik
davranislarinin onlari girisimcilige ne olcide tesvik ettigini anlamayr amaclamaktadir. Arastirmanin
temel varsayimi, olumsuz isyeri deneyimlerinin gé¢men iscileri istenmeyen calisma kosullarina karsi
alternatifler yaratmaya ittigidir.

Metodoloji: Nicel bir tasarima sahip olan arastirmanin verileri Turkiye'de tekstil sektortinde istihdam
edilen 231 gocmen isciden standartlastiriimis anketler araciligiyla toplanmistir. Hipotezler AMOS ista-
tistik programi kullanilarak test edilmistir.
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Bulgular: Arastirma bulgulari gégmen iscilerin isyerlerinde deneyimledikleri zorbalik davranisinin on-
lari girisimci olmaya ittigini destekler niteliktedir (3= 0.36, p<.001). Diger taraftan bireysel girisimcilik
egiliminin bahsedilen iliski izerinde duizenleyicilik etkisi olmadigi ortaya konmustur (= 0.03, p= .33).
Orijinallik: Ana akim girisimcilik yazinindan farkli olarak, bu calisma gocmen isciler acisindan girisim-
ciligin ‘cekici’ bir olgudan ziyade olumsuz calisma kosullarindan kaynaklanan bir ‘zorunluluk’ ola-
bilecegini dogrular niteliktedir. Ancak, bu tur girisimcilik faaliyetlerinin basarisi ve strdurulebilirligi
tartismalidir. Calismanin gé¢cmen girisimcilik faaliyetlerinin net bir resminin ortaya konmasi ve sonug
olarak ekonomileri destekleme noktasinda etkili stratejiler gelistirilmesine yonelik politika yapicilara
yol gostermesi beklenmektedir.

Anahtar kelimeler: Girisimcilik, gé¢men girisimcilik, isyeri zorbaligi, itme-cekme teorisi, bireysel gi-
risimcilik yonelimi

Jel Siniflandirmast: L26, J61, J15

1. Introduction

Migration has become a global phenomenon, with an estimated 281 million
international migrants worldwide in 2024, representing approximately 3.6 per-
cent of the global population (International Organization for Migration, 2024).
Given its complex and multifaceted nature, it remains a subject of ongoing dis-
cussion across various disciplines. A heated debate is currently raging on the
labor market regarding the presence of migrant workers. Pholphirul & Rukum-
nuaykit (2010) claimed that such employees increase the labor supply in host
countries. While others assert that they help meet the labor demand across a
variety of industries (Joppe, 2012), especially those that require low skills and low
education (Wright & Clibborn, 2019; Jordaan, 2018). In emerging economies,
such as Turkey, despite adverse working conditions, foreign-born workers are
proven to positively contribute to economic growth (Tanrikulu, 2021).

It is not just their participation in consumption that migrant workers con-
tribute to economies, but they may also initiate new ventures and become
taxpayers. It has been reported that since 2011, approximately 10,000 Syrian
companies have been established in Turkey by Syrians (GUven et al., 2018). The
motivations behind migrants starting new ventures have been addressed in a few
studies dealing with individuals who have already launched their own business
(Deniz & Reyhanoglu, 2018), not migrants who are yet to start one. This study,
on the other hand, scrutinizes how migrant workers who currently work for an-
other company intend to start their own businesses. The main assumption of the
study is that adverse conditions, such as workplace bullying, may push migrant
workers to create alternatives such as launching new ventures. Moreover, IndEO
may ease the creation of such alternatives.
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The research presumes that migrant entrepreneurship evolves as a requisite
response to poor working conditions, as opposed to deliberate exploitation of
emergent opportunities. Jones et al. (2014), reported that a considerable portion
of migrant entrepreneurial initiatives falter due to a disparity in occupational
qualifications, potentially stemming from a hasty and unplanned transition into
entrepreneurship. Hence, the research findings are anticipated to raise further
guestions regarding entrepreneurial success under such conditions. The findings
are also expected to illuminate the extent to which IndEO contribute to shaping
the entrepreneurial intentions of migrant workers.

2. Theoretical Background
2.1. Workplace Bully towards Migrant workers

Migrant workers experience workplace bullying more frequently and in
greater intensity than native counterparts (Cheo, 2017). These workers have been
shown to earn less, work longer hours (Zhigang & Shunfeng, 2006; Wong et al.,
2007), and are more frequently subjected to workplace mistreatment (Chan,
2016). Knight (2013) examined workplace bullying against migrant workers un-
der three themes. To start, there are two factors that contribute to mistreatment:
payment regimes and job security. The second is that migrant workers view their
native counterparts as their reference group and are being treated negatively by
them. The last one is that migrants who are treated unfairly have limited access
to opportunities to seek redress due to the lack of institutional structures which
protect their rights.

Einarsen et al. (2020), suggest that migrant workers often face challenges in
communication due to language barriers and cultural differences, making them
easy targets for bullying. Misunderstandings and the inability to express griev-
ance or defend themselves effectively can exacerbate their situation. Moreover,
such differences may lead to social isolation, which makes them less likely to
seek support from others and more vulnerable to bullying (Wang, Hall, & Rahimi,
2019). Additionally, these workers may experience bullying rooted in discrimina-
tory attitudes and racism. Prejudices based on ethnicity, nationality, or religion can
manifest bullying behaviors in the workplace (Lewis, Megicks, & Jones, 2017).

There is often a lack of awareness among migrants of their rights and the le-
gal resources available to them at work, making it difficult for them to challenge
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or report bullying (Underhill & Quinlan, 2011). Additionally, the precarious legal
status of many migrant workers can make them reluctant to report bullying for
fear of retaliation, such as job loss or deportation. This vulnerability may be ex-
ploited by bullies who perceive migrant workers as unable to defend their rights
(Skivenes & Trygstad, 2010). Finally, the economic dependency on employment in
the host country makes migrant workers more tolerant of adverse working con-
ditions, including bullying. This tolerance stems from the fear of unemployment
and the necessity to support families back home (Mayhew & Quinlan, 2000). All
these factors combined create an environment where migrant workers are at a
higher risk of workplace bullying compared to their native counterparts.

2.2. Migrant Entrepreneurship

The concept of migrant entrepreneurship has been predominantly exam-
ined in major migration destinations, including the United States, the United
Kingdom, and Canada (Dabic’ et al., 2020). Unlike mainstream entrepreneurship
literature, the literature on this concept explains the entrepreneurial orientations
of such employees with different motivations. To better understand the multi-
faceted nature of immigrant entrepreneurial activities, the concept of “mixed
embeddedness” was introduced by (Kloosterman, Van Der Leun & Rath, 1999).
The main emphasis of the concept is the interaction between individual agency
and broader structural factors, both in the host and the country of origin (Kloos-
terman & Rath, 2001). The concept challenges simplistic views that attribute
entrepreneurial success solely to cultural traits or individual agency. Instead, it
integrates the social, economic, and institutional contexts that influence migrant
entrepreneurs.

The concept, mixed embeddedness, rely on dual focus on both micro-lev-
el (individual and network) and macro-level (structural and institutional) factors
(Kloosterman, 2010). Rath (2003) argued that migrant entrepreneurs rely on so-
cial networks within their ethnic communities in the host country for resources,
support, and market opportunities. Additionally, he added that regulatory envi-
ronment, market conditions, and institutional frameworks in the host country
significantly influence entrepreneurial opportunities and constraints. These struc-
tural factors include access to credit, legal barriers, and market demand.
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2.3. Push-Pull Theory

Regarding the motivation of migrant workers to pursue entrepreneurship,
existing research has predominantly focused on the push-pull theory (Alexandre,
Salloum & Alalam, 2019; Rametse et al., 2018; Soydas & Aleti, 2015). By high-
lighting the interaction between adverse conditions that push individuals away
from their current job and attractive opportunities that pull them towards starting
businesses in new locations, the push-pull theory provides insight into the motiva-
tions behind migrant entrepreneurship. Duan, Kotey & Sandhu (2023) reviewed
migrant entrepreneurship literature systematically and categorized pull-push fac-
tors into two categories: individual and contextual pull-push factors. A total of
five aspects of push-pull factors have been identified attributed to individuals:
demographics, personal circumstances, values & characteristics, business ideas &
opportunities, and self-efficacy. The contextual factors affecting immigrant en-
trepreneurship have been specified as ethnic enclaves, host, and home country.

In reference to Jenkins (1994) study, Sahin, Nijkamp & Rietdijk (2009), sug-
gested three basic models to explain the motivation of migrants to launch new
ventures: culture model, economic opportunity model and reaction model. The
economic opportunity model indicates that entrepreneurs rely on the market to
discover opportunities. The cultural model suggests that some cultures inherently
encourage their members to achieve success in entrepreneurship. The reaction
model assumes that migrants prefer self-employment as a result of being driven
by an environment where mainstream opportunities are limited (Vardhan et al.,
2020).

Regarding Syrian migrant workers in Turkey, they mainly engage in informal
employment, often earning wages below the minimum standard (Del Carpio &
Wagpner, 2015; icduygu & Diker, 2017). Pelek (2019) suggested that discrimina-
tion against Syrian workers is also reflected in longer working hours and inappro-
priate sheltering. Considering all, it can be argued that migrant entrepreneurship
in the context of Turkey occurs as a reaction to adverse conditions. Based on
the push-pull model, this study aims to understand the extent to which bullying
behaviors experienced in the workplace drive Syrian migrant workers toward
entrepreneurship. Additionally, the study will examine the moderating role of
individual-level entrepreneurial orientation in the mentioned relationship. Figure
1 depicts the research model.
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H:
Workplace Bullying l : > Entrepreneurial Intention
H;

Figure 1. Research Model

3. Methodology

The research, which has the approval number 2024/05 by the ethics com-
mittee of a higher education institution in Turkey, is designed to understand the
effects of workplace bullying on the entrepreneurial intention of migrant work-
ers. Through standardized questionnaires, the data was gathered from Syrian
migrant workers employed full-time in small and medium-sized textile enterpris-
es in Mersin. Compared to others, Syrian migrant workers, having been forced
to migrate due to adverse conditions in their country, may be more vulnerable
to exploitation in the host country. The reason for selecting this sector is that
the majority of migrant workers in the region being studied are employed in
this sector, and due to its nature, it is prone to unregulated employment. The
guestionnaires were administered to the participants in their work environment.
A snowball sampling was utilized, due to the inability to reach the research pop-
ulations. There is limited control over the composition of the sample in snowball
sampling. This can make it challenging to ensure that the sample reflects diverse
perspectives or characteristics within the target population, potentially under-
mining the validity of the study’s findings (Atkinson & Flint, 2001). In total, 300
guestionnaires were distributed, and 244 of them were returned. The analyses,
however, were conducted with a total of 231 observations, since 13 of them
have missing data. Table 1 summarizes the demographic characteristics of the
participants.
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Table 1. Demographic Characteristics of Participants

(N=231) Frequency(f) Percentage (%)
Mal )
Gender ale 151 65.4
Female 80 34.6
18-24 50 21.6
Age 25-31 65 28.1
32-38 38 16.5
39-45 42 18.2
46 and more 56 24.2
Single 98 42 .4
Marital Status Married 110 476
Other 23 10.0
. High school 112 48.5
Education Vocational school 54 23.4
Bachelor 41 18.1
Post-graduate 24 10.0
1-5 76 32.9
6-10 55 23.8
Tenure (current 11-15 38 16.5
o 16-20 28 12.1
organization)
More than 20 years 54 234
Owned by natives & Majority of
. 65 28.1
workers are migrants
Owned by natives & Minority of
. 49 21.2
workers are migrants
Organizational Owned by migrants & Majority of 82 355
Characteristics  workers are migrants '
Owned by migrants & Minority of
. 23 10.0
workers are migrants
Other (foreign-domestic
. 12 5.2
partnership etc.)
Manageria' None 176 76.2
Role Low-level 36 15.6
Mid-level 19 8.2
Top-level - --
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The study used measurement instruments that have previously proven to
be valid and reliable, and that were also adapted for the target language. The
NAQ-R (Negative Acts Questionnaire-Revised) was employed by Einarsen et al.
(2009), as the tool to measure workplace bullying. Aydin & Ocel (2009) adapt-
ed the instrument into the Turkish and reported a Cronbach alpha coefficient
of 0.88. Items such as ‘Having your opinions ignored' were measured using a
Likert scale ranging from 1 (Never) to 5 (Daily). Participants’ entrepreneurial in-
tention (El) was measured through a six-item instrument originated from Sesen
and Basim (2012). Statements such as 'l am determined to start a business in
the future' were evaluated using a 5-point Likert scale, ranging from 1-strongly
disagree to 5-strongly agree. Finally, a 10-item instrument originated from Bolton
and Lane (2012) and adapted into the Turkish by Ercan and Yildiran (2021) was
used to evaluate participants’ individual entrepreneurial orientation (IndEQ). Par-
ticipants were asked to respond to items such as ‘I like to take bold action by
venturing into the unknown’.

4. Analysis & Results

This section includes the testing of the validity & reliability of the measure-
ment instruments, followed by the conduction of hypothesis testing. First, the
validity of the measurement instruments was assessed using exploratory factor
analysis (EFA) and confirmatory factor analysis (CFA). A Cronbach’s alpha coeffi-
cient was used to determine these instruments’ reliability. When the validity and
reliability of the measurements are confirmed, hypotheses testing was conduct-
ed. Multivariate statistical assumptions (normality, heteroscedasticity, multicol-
linearity, etc.) were tested before analysis, and no violations were found. Table
2 presents Cronbach’s alpha coefficients, which indicate the internal consistency
of the measurement instruments, as well as the results of the exploratory factor
analysis, demonstrating their validity.

The sample adequacy was assessed using the KMO and Bartlett’s test of
sphericity. The KMO value was found to be .872 and Bartlett's test was signifi-
cant at the .000 level, indicating that the sample was adequate. Using Principal
Component Analysis, a total of three dimensions were yielded with eigenvalues
greater than one (1), collectively explaining 64.68% of the total variance. The
internal consistency levels of all measurement instruments are above 0.70, which
is desirable in the field of social sciences.
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Table 2. Validity & Internal Consistency

Item Factor Loadings Cronbach’s Alpha
IndEO1 499

IndEO2 737

IndEO3 .839

IndEO4 .658

IndEO5 .606

IndEO6 613 833
IndEO7 482

IndEOS 626

IndEO9 .562

IndEO10 573

El1 .758

El2 776

EI3 .597

El4 561 759
EI5 .580

El6 .760

WPB1 .594

WPB2 .808

WPB3 .692

WPB4 .652

WPB5 .839

WPB6 527

WPB7 .603

WPB8 781

WPB9 598 853
WPB10 773

WPB11 746

WPB12 767

WPB13 .638

WPB14 577

WPB15 623

WPB16 .566
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WPB17 .558
WPB18 621
WPB19 .597
.853
WPB20 .598
WPB21 .693
WPB22 724

WPB: Workplace bully; IndEO: Individual entrepreneurship orientation; El:
Entrepreneurship intention Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization. Rotation converged in 15
iterations

Following the assessment of convergent validity and reliability of the mea-
surement instruments, Confirmatory Factor Analysis (CFA) was conducted to
evaluate construct validity. This analysis aimed to determine the extent to which
the previously established model was validated by the data obtained (Hair et al.,
2019, p. 93). The CFA results, performed using the AMOS 24 software package,
were evaluated in terms of both goodness of fit indices and factor loadings to
assess construct validity. Maximum likelihood (MLE) was utilized as the estima-
tion technique for CFA.

As shown in the figure below, the standardized loadings for the IndEO scale
are above the threshold value of .50, indicating a good factorial structure.

PPPPPPPPPQ

InaEO7

Figure 2. Factorial Structure of Individual Entrepreneurial Orientation Scale

Table 3 illustrates that the fit scores of the model are at an acceptable level
mostly: Normed Chi-square (x2/df) = 4.75; TLI = .87; CFl = .89; GFl = .82 and
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RMSEA = .092. These results suggest that the model tested fits with the data
collected satisfactorily.

Table 3. Fit Indices for Individual Entrepreneurial Orientation

Fit Indices e 2/df T CFI GFI RMSEA
Recommended

Level of Fit p>0.05 <3 >0.95 >0.95 >0.90 <0.05
fé\f;pg?k;:te - <45 Q% 5090 089085  0.06-0.08
The Model’s

Goodness-of- P<0.05 4.75 .87 .89 .82 .092
Fit

The figure showing the factor loadings of the second measurement tool
used in the study, the entrepreneurial intention scale, is shown below. The anal-
ysis reveals that loadings range from .53 to .74, indicating a satisfactory level of
adequacy.

53
.70 74 .63 6 68

Figure 3. Factorial Structure of Entrepreneurial Intention Scale
The fit scores of the model tested, are demonstrated in Table 4, indicates

that (Normed Chi-square (x2/df) = 4.24; TLI = .84; CFl = .90; GFI = .88 and RM-
SEA = .086) factorial structure of the construct is confirmed by the current data.
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Table 4. Fit Indices for Entrepreneurial Intention

Fit Indices o7 2/df TU CFI GFI RMSEA
fg&;’g}“&?ded p>005 <3 095 2095  >0.90 <0.05
fec\f(jp;?t;:te - <45 %99‘(‘)' 5090 089-0.85 0.06-0.08
The Model’s

Goodness-of- P<0.05 4.24 .84 .90 .88 .086
Fit

Finally, the construct validity of workplace bullying was tested using CFA.
Figure 4 depicts the factorial structure of the instrument. Factor loadings range
from .45 to .79, indicating an acceptable level of adequacy.

@ @ @ O @ 0 OO ©® W @ W @& @ @

B SN N N0 N\*® N\ 2167 7o T 61/ 60 /6576 56~ 55~ 5

53 47

Figure 4. Factorial Structure of Workplace Bullying Scale

Table 5 summarizes the fit scores of the model tested. The goodness-of-fit
indices (Normed Chi-square (x2/df) = 4.97; TLI =.84; CFl =.86; GFl =.76 and
RMSEA =.098) indicate that the construct is validated within the context of the
study.
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Table 5. Fit Indices for Workplace Bullying

Fit Indices x2 3/ df TLI CFI GFI RMSEA
Recommended

Level of Fit p>0.05 <3 >0.95 >0.95 >0.90 <0.05
fg\fjp;]?k;:te - a5 9% 5090 089085 0.06-0.08
The Model’s

Goodness-of- P<0.05 4.97 .84 .86 .76 .098
Fit

Following the validation and reliability of the measurement instrument, the
relationships between hypothesized variables were examined. Table 3 summariz-
es information about the means, standard deviations, and bivariate correlations
among the variables. As shown in the table, all correlations were significant and
aligned with the expected directions, offering preliminary support for the hy-
pothesized relationships.

Table 3. Correlations Among Variables

Variable M SD 1 2 3
1. WPB 3.31 49 1

2. IndEO 3.43 68 58** 1

3. El 3.37 70 62** 69** 1

N =231; ** p <.001

The testing of hypotheses, including the moderation effect, was conducted
using path analysis in the AMOS package program. The path coefficients among
variables are summarized in Table 4. The results indicate that both workplace
bullying to which migrant workers are exposed (= 0.36, p<.001) and IndEO (B=
0.49, p<.001) had significant positive effects on the entrepreneurial intentions of
such workers. The results also indicate no significant moderation effect of IndEO
(p= 0.03, p=.33), suggesting that the moderating variable did not influence the
strength or direction of the hypothesized relationship. Ultimately, the findings in-
dicate that hypothesis H, is supported, whereas hypothesis H, is not supported.
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Table 4. Path Coefficients Among Variables

Effect specifications Estimate SE P C.R.
El <--- WPB ,362 ,061 *kk 5,98
El <--- IndEO ,496 ,054 *xx 9,17
El <--- WPB*IndEO ,033 ,034 .339 .95

In the last stage, we conducted a one-way ANOVA analysis to understand
whether the workplace bullying experienced by migrant workers varies accord-
ing to the characteristics of the organization they work in. As shown in Table 5,
with a p-value less than 0.05 (p-value = 0.000), it can be concluded that there
are significant differences in variances among the groups. Yet, Levene statistics
were found to be significant (p=.003), which violates homogeneity of variance.
A post-hoc analysis (Games Howell) was carried out to find out the actual differ-
ences. Two significant differences appeared from the analysis: Owned by natives
& Minority of workers are migrants and owned by migrants & Majority of work-
ers are migrants. Compared to the other groups, the first group shows signifi-
cantly higher exposure to workplace bullying, whereas the second group shows

significantly less exposure.

Table 5. One-way ANOVA on Workplace Characteristics

N Mean Std. Dev.  Std. Er.
Owneld by natives & Majority of workers 65 333 300 025
are migrant
Ovvne.d by natives & Minority of workers 49 376 246 065
are migrant
Owneld by migrants & Majority of workers 82 553 396 069
are migrant
Owne.d by migrants & Minority of workers 73 345 120 033
are migrant
Other 12 3.20 159 .071
Total 231 3.31 493 .032
Sum of  df Mean F Sig.
Squares Square
Between Groups 29.79 4 7.44 64.11 .000
Within Groups 26.25 226 116
Total 56.04 230
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5. Discussion

Starting from the premise that the motivations driving migrant workers to
start new ventures may differ from mainstream entrepreneurship models, this
study aims to understand the extent to which workplace bullying affects mi-
grants’ entrepreneurial intentions. The findings of this study contribute to the
existing literature by suggesting that exposure to workplace bullying among mi-
grant workers in Turkey may actually foster entrepreneurial intentions. This find-
ing aligns with previous research highlighting the potential positive outcomes of
adversity in shaping individuals’ entrepreneurial mindsets (Shinnar & Zamantili
Nayir, 2019; Deniz & Reyhanoglu, 2018; Abid, Mohsin & Mobeen, 2023). Two
issues need to be addressed at this point; in emerging economies, opportunity
entrepreneurship is less prevalent than in developed countries (Lindn, Romero
Luna & Fernandez Serrano, 2013) and, more importantly, entrepreneurs with op-
portunity motives achieve higher satisfaction with work (Saiz-Alvarez, Martinez,
Martinez, 2014). In this sense, the contribution of migrant entrepreneurship to
structural changes in the economy is expected to be limited.

It is also important to note that the hypothesized moderating effect of en-
trepreneurial orientation on this relationship was not statistically supported. Simi-
larly, Deniz and Reyhanoglu’s (2018) study reported that individual factors do not
significantly influence the entrepreneurial intentions of Syrian migrant workers.
These consistent findings suggest a broader trend where personal characteristics
may not play a substantial role in shaping the entrepreneurial aspirations of mi-
grant workers, at least within the contexts studied. The idea of launching a new
business to break away from the current situation might have overshadowed
personal inclinations. The result can also be explained by the assumption that in-
dividual factors may be more effective in opportunity-oriented entrepreneurship.

Finally, the results suggest that the ownership structure of organizations, as
well as the composition of their workforce in terms of migrant workers, can have
a substantial impact on the prevalence of workplace bullying. Organizations with
a majority of migrant workers, particularly those owned by migrants themselves,
may have implemented strategies or fostered a culture that mitigates workplace
bullying. On the other hand, organizations with a minority of migrant workers,
especially those owned by natives, may face challenges in creating inclusive and
respectful work environments for migrant employees. These findings highlight
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the need for targeted interventions and policies within organizations to address
workplace bullying, particularly concerning migrant workers. Strategies focus-
ing on promoting diversity, inclusion, and cultural sensitivity could contribute to
creating safer and more supportive workplaces for all employees, irrespective of
their background or status.

6. Conclusion

This study delved into the relationship between workplace bullying and en-
trepreneurial intention among migrant workers in Turkey. The findings revealed
that exposure to bullying tends to increase the entrepreneurial intention of mi-
grant workers. On the other hand, the analysis did not yield a statistically signif-
icant moderation effect of IndEO on this relationship. This suggests that while
workplace bullying may influence entrepreneurial aspirations, personal entrepre-
neurial traits alone may not be sufficient to mitigate the impact of bullying on
entrepreneurial intentions.

The majority of studies in this field have focused on actors who have al-
ready launched a new business. The current research, in contrast, sheds light on
the pathway to entrepreneurship by examining migrant workers employed in an
organization without starting any ventures, thus offering a unique perspective
from existing literature. The research provides insights that suggest the entre-
preneurial intentions of migrant workers are shaped by undesirable conditions.
This finding is also supported by the Global Entrepreneurship Monitor (GEM,
2023) report, which suggests entrepreneurship activities among migrant workers
in low-income economies are relatively higher, with a majority of these ventures
being shaped by push factors. However, the success and sustainability of such
entrepreneurial activities is debatable. Therefore, it is expected that the research
findings will guide policymakers in creating a more opportunity-oriented ecosys-
tem, aimed at fostering policies conducive to creating opportunities and support-
ing successful and sustainable entrepreneurship among migrant workers.

In this study, migrant workers were the only sample size, which limits the
generalizability of the findings to other demographic groups or regions. Addi-
tionally, the research has employed a cross-sectional design, capturing a snap-
shot of data at a single point in time. Moreover, the reliance on self-reported
data collection methods may introduce bias or inaccuracies in responses related
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to experiences of workplace bullying or entrepreneurial intentions. To address
these limitations, future research could focus on conducting longitudinal stud-
ies to track changes in entrepreneurial intentions and experiences of workplace
bullying among migrant workers over an extended period. Comparative analy-
ses could be undertaken to compare the experiences and outcomes of migrant
workers who have experienced workplace bullying with those who have not,
shedding light on the differential impact. Finally, investigating contextual factors
such as organizational culture, industry type, and legal frameworks could further
elucidate the relationship between workplace bullying and entrepreneurial inten-
tions among migrant workers.
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ABSTRACT

Purpose: The purpose of the study is to determine the relationships among digital literacy, innovative-
ness and entrepreneurial tendencies of tourism students and to examine the effects of digital literacy
and innovativeness tendencies on entrepreneurial tendencies.

Methodology: In the study, survey technique was used to collect primary data. Through convenience
sampling technique, 399 questionnaires were obtained. The research data were analyzed using Smart
PLS.

Findings: According to the findings of partial least squares based structural equation modeling (PLS-
SEM), it was determined that digital literacy tendencies of tourism students have a positive effect on
both innovativeness and entrepreneurship tendencies, and innovativeness tendencies have a positive
effect on entrepreneurship tendencies. In addition, it has been observed that innovativeness has both
a mediating and a positive effect on the effect of tourism students’ digital literacy tendencies on their
entrepreneurial tendencies.

Practical Implications: The result of this study supports the importance of specialization on digital
literacy and innovativeness. Both entrepreneurship and digitisation courses should be compulsory in
tourism departments and other departments with links to the sector.

Originality: The difference of the study from other studies is that the innovativeness variable is used
together with digital literacy and entrepreneurship variables because these variables have not been used
together before. This gap in the literature is tried to be filled with the findings of the study.
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The Relationship and Interactions Among Digital Literacy, Innovativeness and Entrepreneurial Inclinations:
A Study on University Students

Bulgular: Kismi en kucuk kareler tabanli yapisal esitlik modellemesi (PLS-SEM) bulgularina gore, tur-
izm 6grencilerinin dijital okuryazarlik egilimlerinin hem yenilikcilik hem de girisimcilik egilimleri Gzerinde
pozitif bir etkiye sahip oldugu, yenilikgilik egilimlerinin ise girisimcilik egilimleri Gizerinde pozitif bir etkiye
sahip oldugu tespit edilmistir. Ayrica turizm 6grencilerinin dijital okuryazarlik egilimlerinin girisimcilik
egilimleri Uzerindeki etkisinde yenilikgiligin hem araci hem de pozitif etkiye sahip oldugu gértlmustur.
Sonug ve Oneriler: Bu calismanin sonucu, dijital okuryazarlik ve yenilikcilik konusunda uzmanlasmanin
onemini desteklemektedir. Turizm boltimlerinde ve sektorle baglantisi olan diger boltimlerde hem gi-
risimcilik hem de dijitallesme dersleri zorunlu olmalidir.

Ozgiin Deger: Calismanin diger calismalardan farki yenilikcilik degiskeninin dijital okuryazarlik ve
girisimcilik degiskenleri ile birlikte kullanilmasidir cinkt bu degiskenler daha 6nce bir arada kullanil-
mamistir. Literattrdeki bu bosluk calismanin bulgulari ile doldurulmaya calisiimistir.

Anahtar Kelimeler: Turizm egitimi, dijital okuryazarlik, yenilikgilik, girisimcilik

Jel Siniflandirmasi: E21, L83

Introduction

Today, the intensive use of technology has increased the need for digitaliza-
tion. As the reliance on digital technology is increasing day by day, it is necessary
to pay close attention to how individuals use this technology and the skills they
possess. The increase in digitalization necessitates digital literacy, innovativeness
and entrepreneurship skills. The skills are becoming a strong requirement for
the sustainability of businesses and the growth of national economies. There-
fore, educational institutions play a facilitating role in providing tourism students
with digital skills suitable for the future workforce through entrepreneurial and
innovative ways of learning with a focus on digital literacy (Reddy et al., 2023;
Lankshear & Knobel, 2015).

The term digital literacy in the study is defined as an individual’s access to
the current digital information economy. The term innovativeness is defined as
the inter-individual differences that characterize people’s reactions to new things.
Entrepreneurship is defined in the literature as an individual’s ability to transform
ideas into viable new ventures. Digital literacy, innovativeness and entrepreneur-
ship are recognized as driving forces in the growth and development of the tour-
ism sector. With digitalization, the skills expected from tourism employees in to-
day’s conditions can be listed as collaboration, communication, problem solving,
critical thinking, creativity, productivity, innovation, entrepreneurship and digital
literacy (Chiao et al., 2018; Laar et al., 2017, Lilian, 2022; Goldsmith and Foxall,
2003; Adeel et al., 2023).

The review of the extensive literature found that there are very few studies
on digital literacy and innovativeness (Kurt Demircan & Katiséz, 2022; Zeynalov,
2022; Yazici Yilmaz & Avci, 2022; Dominguez et al., 2021; Chiao et al, 2018), in-
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dividual innovativeness perceptions are generally measured on tourism students
(Abduzada, 2022; Zeynalov, 2022; Isik & Turkmendag, 2016; Meric et al., 2019)
and studies generally focus on entrepreneurship education (Adeel et al., 2023;
Soliman, 2011; Oral, 2020). In these studies, the mediating role of innovative-
ness in the effect of digital literacy on entrepreneurship has not been investigat-
ed. In order to address this research gap, the mediating role of innovativeness
in the effect of digital literacy on entrepreneurship was examined. In addition, it
has been revealed that the number of studies on the effect of digital literacy on
entrepreneurship tendency is limited. The fact that there is no study in the litera-
ture in which the concepts of digital literacy, entrepreneurship and innovation are
examined together and that these concepts are thought to mutually affect each
other makes this study different.

The aim of the study is to fill this gap in the literature by examining the
interactions and relationships between tourism students’ digital literacy, inno-
vation and entrepreneurial tendencies. What are the current digital literacy, en-
trepreneurship and innovativeness tendencies of tourism students? Is there a
relationship between digital literacy and innovativeness? Are there any effects of
digital literacy and innovativeness tendencies on entrepreneurship tendencies?
The questions reveal the problem statements of the study. Thus, it is thought
that updates can be made to increase these skills in the education curriculum of
tourism students. Because it is thought that there are significant deficiencies in
the curriculum, especially regarding innovativeness and entrepreneurship. This
idea is supported by Wei et al. (2024). Wei et al. argue that current innovative-
ness and entrepreneurship education for university students still faces a number
of problems and challenges.

The study contributes to the determination of digital literacy, innovative-
ness and entrepreneurship tendencies of tourism students and to reveal the
relationships among these variables. A study in which the three variables are
used together is not found in the literature. Using the three variables together
constitutes the core value of the study. Since the relationships among the vari-
ables are determined in the model tested in the study, the requirements that
tourism students will need in order to achieve these tendencies will be revealed.
In this direction, the study guides future studies by determining the tendencies
of tourism students. In addition, the fact that the study is the first in terms of
the subject it deals with shows that it can be a guide for future studies. Finally,
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with the findings of the study, it is aimed to contribute to the development of
the activities that stakeholders involved in the education of tourism students are
responsible for.

Literature Review
Digital Literacy in Tourism

The concept of digital literacy was first used in 1997 in Paul Glister's book
“Digital Literacy”. According to Glister, digital literacy is defined as the ability to
understand and use information in multiple formats from a wide variety of sourc-
es when presented through computers and the Internet (Lankshear & Knobel,
2015). According to Ng (2012), it is defined as the awareness, attitude and ability
of individuals to use digital tools and facilities appropriately to identify, access,
manage, integrate, evaluate, analysis and synthesize digital resources, create new
knowledge, create media expressions and communicate with others. According
to another definition, digital literacy is the sum of the abilities required for an
individual to access, navigate, understand and contribute to the existing digital
information economy (Lilian, 2022). The concept of digital literacy has become
central for students as hybrid learning has become the new norm post-pandemic
and due to the earthquake disasters in Turkiye on February 6, 2023, which had
far-reaching effects. The distance education approach provides easy access and
convenience to learning opportunities. For this reason, List (2019) defined digital
literacy as the ability to gain an understanding of computer and internet resourc-
es (Purnama et al., 2021).

The dimensions of digital literacy are categorized three main headings: tech-
nical, cognitive and social-emotional. The technical dimension involves solving
problems from a more technological perspective. The cognitive dimension inte-
grates high-level competencies such as problem solving, management of com-
plexity or complex environments, development of logical reasoning, cognitive
analysis processes, comparison, inference, interpretation, evaluation, creativity
and production. The social-emotional dimension involves the management of
one's own behaviours and emotions and establishing healthy relationships with
them. Therefore, it includes skills that express the ability to read and manage
one's own and others’ emotions, motivations and behaviours during social in-
teraction. It is possible for individuals who will take part in the tourism indus-
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try to have these skills by having technological innovation thinking (Ng, 2012;
Martinez-Bravo et al., 2022).

Technological innovation in the tourism industry serves as a tool to meet the
growing need for remarkable tourist experiences. In today’s tourism innovation,
personalization is a decisive element that contributes to the tourist’s ability to
design and produce a tourism product (such as excursions or holiday packages)
according to his or her taste and preference. However, advances in technology
require tourism industry employees to be more qualified. These employees are
expected to use and apply technological knowledge effectively. The skills expect-
ed from tourism employees in today’s conditions can be listed as collaboration,
communication, problem solving, critical thinking, creativity, productivity and
most importantly digital literacy (Chiao et al., 2018; Laar et al., 2017).

It is important to note that digital technologies that support connectivity
and correspondence between tourism stakeholders are important for institu-
tional success. Therefore, universities and especially academics should be ready
to successfully adapt digital tools into the curriculum to help promote student
engagement with the course (Dexeus, 2019). In this context, universities pro-
viding tourism education offer “Tourism Information Technologies”, “Front Of-
fice, Housekeeping and Food and Beverage Automation”, “Computerized Front
Office Management”, “E-Entrepreneurship in Tourism”, “Digital Tourism”, “In-
novative Tourism Applications”, “Ticket Sales”, “Tour Operation Applications”,
“Simulation Applications in Hotel Businesses”, “Online Tourism Applications”
courses for the development of digital literacy skills of tourism students (Zey-
nalov, 2022: 16-17).

Based on the previous literature, little attention has been paid to digital
literacy tendencies of students. There are almost no studies on tourism students
in which digital literacy tendencies are measured. In particular, it is seen that
the digital literacy levels of university students are measured rather than tour-
ism students. In the study by Dominguez et al. (2021), digital literacy and ICT
(information and communication technology) use were examined in the field of
tourism and as a result, the lack of specialization in digital literacy in the field of
tourism was emphasized. In Zeynalov's (2022) study on open education tourism
students, it was stated that digital literacy skills have a direct and positive effect
on digital entrepreneurship tendencies. Kurt Demircan and Katiséz (2022) con-
ducted a study on associate degree students and found that the existing digital
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tools owned by the associate degree department showed a significant difference
on the level of digital literacy. Dalgig et al. (2024) found that digital literacy has a
mediating role in the learning outcomes of tourism faculty students. The review
of literature other than tourism students were found that Long et al. (2023) re-
vealed that there is a gender difference in digital literacy and it was determined
that men have more digital literate tendencies than women. In their study on
accounting students, Imjai et al. (2024) observed that digital literacy significantly
positively affects internship performance and that students with high compe-
tence in these areas are better able to apply their skills in real-world professional
settings and demonstrate continuous learning. Erdat et al. (2023) reported that
the digital literacy level of nursing students is above average and that technical,
cognitive and socio-emotional factors affect digital literacy. In another study on
nursing students by Lokmic-Tomkins et al. (2022), it was found that nursing stu-
dents need to receive basic digital literacy training before starting to work in a
clinic, and it was emphasized that these should be supported throughout the
program to ensure an effective transition to nursing practice in digitally evolving
healthcare environments.

Innovativeness in Tourism

The term innovation is defined in close connection with terms such as in-
vention. Inventions are important scientific and technological developments that
occur without any industrial use in mind. Innovations, on the other hand, are
the institutionalization of production methods or the further development of the
invention for industrial use with the introduction of new products to the market
(Hjalager, 1997). For tourism businesses, innovation is defined as the production
of new and useful goods and services in order to survive, grow and gain com-
petitive advantage (Aarstad et al., 2015). Thus, innovation represents the ten-
dency to pursue creative and new solutions to the challenges faced by a tourism
business (Randolph et al., 2022). When it is defined in terms of individuals, the
concept of innovativeness refers to interindividual differences that characterize
people’s reactions to new things (Goldsmith and Foxall, 2003).

The dimensions of innovation can be listed as creativity, openness to new
ideas, willingness to innovate, willingness to take risks, and willingness to share
ideas and information (Hajiyeva, 2018). Innovations in the tourism industry can
take the form of goods/services, processes, managerial, marketing or organiza-
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tional innovations. There are three critical determinants of innovative capability
in tourism. The first is knowledge, which allows innovations to be generated and
technologies to be learned from the market and competitors, the second is a set
of organizational requirements for innovation, and the third is the human factor,
which includes variables related to management style, staff training and organi-
zational culture. Tourism is one of the most important industries for government
policy making. It is therefore a strong driver of innovation. Information and com-
munication technology (ICT)-based innovation can only have a sustainable com-
petitive impact if it is integrated with a knowledge creation strategy that focuses
on the accumulation of knowledge on tourists, destinations and service providers
(Hall and Williams, 2009; Stamboulis and Skayannis, 2003; Kallmuenzer and Pe-
ters, 2018; Martinez-Roman et al., 2015).

In this context, as a result of the trainings given to tourism students by
universities providing tourism education, the awareness levels of these students
are important in terms of innovative perspective. The review of the literature
show that individual innovativeness perceptions are generally measured on tour-
ism students. In the study conducted by Isik and Turkmendag (2016) on tour-
ism students (500 participant), a significant difference was found between the
department of study and the dimensions of resistance to change and opinion
leadership. In a study conducted by Meric, Bozkurt, and Isik (2019) on tourism
management students (160 participant), it was determined that tourism students
were inclined to innovativeness, but there was no difference in terms of de-
mographic characteristics. The review of literature other than tourism students
were found that Ataei et al. (2024) revealed that innovation culture has a medi-
ating role in the entrepreneurial leadership tendencies of agricultural students.
In addition, the effect of innovation culture and entrepreneurial orientation on
the recognition of entrepreneurial opportunities was found to be positive and
significant. It was concluded that entrepreneurial leadership in universities can
influence students’ entrepreneurial orientation and innovation culture and lead
them to explore entrepreneurial opportunities. Manzi-Puertas et al. (2024), in
their study on university students, contributes to understanding the different
stages of entrepreneurship and the need for entrepreneurs to develop innova-
tive behaviour throughout the entrepreneurial process. In their study on nursing
students, Atasoy et al. (2023) reported that individual innovativeness has an im-
pact on the development of existing innovative skills of the students. Nguyen
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and Nguyen'’s (2024) study on business school students revealed that individual
innovativeness has a positive and significant effect on digital entrepreneurship.

Entrepreneurship in Tourism

Entrepreneurship is generally defined as an individual’s ability to transform
ideas into viable new ventures. Therefore, entrepreneurship is recognized as a
key driver of tourism economic growth (Adeel et al., 2023). According to Anton-
cic and Hisrich (2004), entrepreneurship is a concept that refers not only to the
creation of new business ventures but also to other innovative activities such as
the development of new goods and services, technologies, administrative tech-
niques, strategies and competitive postures. This concept includes the sub-di-
mensions of new business venture, goods or service innovation, process inno-
vation, self-renewal, risk taking, proactiveness and competitive aggressiveness
(Antoncic and Hisrich, 2004).

Entrepreneurship is considered to be the key to the financial performance of
tourism businesses and is referred to as the spirit of entrepreneurial behaviour.
The tourism industry is driven by entrepreneurs with vision, innovation and cre-
ativity (Kallmuenzer et al., 2019). The tourism sector in Turkiye has developed
thanks to various policies, especially in 1980 and afterwards. In 1982, the “Tour-
ism Incentive Law” numbered 2634 was adopted to identify tourism regions,
areas and centers in Turkiye and to develop opportunities for potential entrepre-
neurs to develop tourism in these areas (Dalgin et al., 2015: 174).

When entrepreneurship is considered from the perspective of tourism stu-
dents, the perspective that universities providing tourism education give to these
students is important. With this perspective, the number of successful entrepre-
neurs increases. In order to increase entrepreneurship tendencies in universities,
courses in this field are increased. With these trainings, not only the entrepre-
neurial tendencies of tourism students, but also their innovation and digital liter-
acy tendencies increase (Zeynalov, 2022).

Previous literature indicated that lack of capital and experience are the
most important barriers to tourism entrepreneurship in Mureithi’s (2010) study
on tourism and hotel management students in South Africa. Encouraging more
young entrepreneurs to enter the sector through special support for tourism
students and entrepreneurship training in tourism was emphasized. Soliman’s
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(2011) study on tourism undergraduate students in Egypt revealed that students
have the intention to start their own business after graduation. However, the
lack of entrepreneurship education was emphasized as another important find-
ing. In another study, Bozkurt and Erdurur (2013) conducted research on tour-
ism and hotel management undergraduate students and found that there is a
significant positive relationship between entrepreneurial personality traits and
entrepreneurial tendencies. Horng et al. (2021), in a study on tourism students,
an innovative entrepreneurship model was created and added to the curriculum.
It was observed that the innovation and entrepreneurial tendencies of tourism
students who received education with this curriculum for one semester increased
significantly. The review of literature other than tourism students were found
that Nguyen et al. (2024), in their study on university students, stated that block-
chain and artificial intelligence literacy directly affect digital entrepreneurship in-
tention. Lee et al. (2019), in their study on university entrepreneurship club stu-
dents, emphasized that entrepreneurship has a significant effect on sub-factors
such as innovativeness, risk-taking and proactiveness. In addition, as a result of
the analysis of the mediating effect of entrepreneurship on innovative behaviour,
it was revealed that all sub-factors (innovativeness, risk-taking and proactiveness)
partially mediated. The study by Fan et al. (2024) strengthens the positive rela-
tionship between entrepreneurship education and university students’ tenden-
cy towards innovativeness. Shabbir and Pallares-Venegas (2024) draw attention
to the need for entrepreneurship education. This need is supported by Oulhou
and Ibourk’s (2023) study on university students. According to them, the qual-
ity of entrepreneurship education significantly influences the development of
entrepreneurial propensity among students. Finally, Zhou and Zhou (2022) and
Boubker et al. (2021) argue that enhancing university students’ innovativeness
and entrepreneurial propensity can be achieved by strengthening the curriculum
through the inclusion of new educational modules.

Based on the previous literature, conceptual the model and hypotheses of
the study are shown in Figure 1 below.
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Innovativeness

Digital Literacy Entrepreneurship

Figure 1. Research Model

H,: Digital literacy has an effect on innovativeness.
H,: Innovativeness has an effect on entrepreneurship.
H,: Digital literacy has an effect on entrepreneurship.

H,: There is a mediating role of innovativeness in the effect of digital literacy
on entrepreneurship.

In this context, it is assumed that digital literacy tendencies of tourism stu-
dents have an impact on their innovation and entrepreneurship tendencies, and
innovativeness tendencies have an impact on their entrepreneurship tendencies.
In addition, it is assumed that innovative attitudes and behaviours have an effect
on the effect of tourism students’ digital literacy tendencies on their entrepre-
neurial tendencies.

Methodology

The aim of the research is to determine the relationships between digital
literacy and innovativeness tendencies of tourism students and to examine the
effects of digital literacy and innovativeness tendencies on entrepreneurship
tendency. In order to achieve the aim, a questionnaire was applied to students
studying tourism. The questionnaire used in the research consists of 4 sections.
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There are a total of 46 questions and statements in four sections. The items in
the scale are graded according to a 5-point Likert-type scale (1-Strongly Disagree,
2-Disagree, 3-Neither Agree nor Disagree, 4-Agree, 5-Strongly Agree).

In the first part of the questionnaire, 5 questions were asked to determine
the demographic characteristics of the undergraduate students participating in
the study. In the second part of the questionnaire, the “Digital Literacy Scale”
created by Ng in 2012 and consisting of 10 statements was used. The scale was
adapted into Turkish by Ustiindag, Giines, and Bahcivan (2017). In the third part
of the questionnaire, the “Innovativeness Practices Scale” consisting of 10 state-
ments created by Bayindir and Demir in 2019 was used. In the fourth part of the
guestionnaire, the “Scale for Determining Entrepreneurial Tendency” consisting
of 21 statements created by Cuhadar and Altinel in 2016 was used.

The population of the study consists of university students. The sample con-
sists of tourism undergraduate students. According to the information obtained
from Nevsehir Haci Bektas Veli University Faculty of Tourism Student Affairs Unit,
the total number of tourism management, gastronomy and guidance under-
graduate students, including regular and second education, was determined as
1029. Accordingly, it can be said that the sample size of 246 is considered suffi-
cient for the study (Yazicioglu and Erdogan, 2014).

In order to reach this number, 500 questionnaires were distributed and 412
guestionnaires were collected. 13 questionnaires were removed because they
were not suitable for analysis. A total of 399 questionnaires suitable for analysis
were obtained.

Partial least squares structural equation modelling (PLS-SEM) was applied
to the obtained data and the findings are presented below. Partial least squares
structural equation modelling (PLS-SEM), also known as composite-based struc-
tural equation modelling, has become a popular method for estimating (compo-
nent-based) latent variables and their relationships and path models. The meth-
od is an iterative algorithm that solves the blocks of the measurement model
separately and then estimates the path coefficients in the structural model in a
second step. Thus, PLS- SEM is expressed as a smoother model that best explains
the variance of latent and manifest (observable) variables compared to other
statistical analyses (Vinzi et al., 2010; Sarstedt et al., 2021; Hair and Alamer,
2022).
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Results And Discussion

In this section of the study, firstly, the findings regarding the demographic
information of the participants who participated in the research are presented.
Then, the findings obtained from the measurement model and structural model
analyses are presented in tables.

Table 1. Demographic Characteristics of Participants

n: 399 Variable Frequency %
Female 141 35,3
Gender
Male 258 64,7
18-24 377 94,5
25-34 14 3,5
Age
35-44 5 1.3
45 and over 3 0,8
Grade 1 155 38,8
Grade Grade 2 84 21,1
(Bachelor’s) Grade 3 70 17,5
Grade 4 90 22,6
8.000 TL and below 81 20,3
8.001-12.000 TL 75 18,8
Income 12.0001-16.000 TL 74 18,5
(Monthly) 16.001-20.000 TL 53 13,3
20.001-24.000 TL 48 12
24.001 and above 68 17
Ownership of a computer, | Yes 285 71,4
tablet etc. No 114 28,6

Data Analyses

In this study, data were analysed using Smart PLS 4. Firstly, Structural Equa-
tion Modelling (SEM) method was applied for the analyses. SEM tests the series
of relationships between one or more independent variables and one or more
dependent variables (GUrblz and Sahin, 2017: 337). In the study, it was exam-
ined whether digital literacy has an effect on innovativeness, innovativeness has
an effect on entrepreneurship, digital literacy has an effect on entrepreneurship
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and whether innovativeness has a mediating role in the effect of digital litera-
cy on entrepreneurship. The analyses were conducted by taking into account
the values specified by Hair et al., (2014) and Hair et al., (2006). Table 2 pro-
vides details of the reflective measurement model evaluation, including factor
loadings, internal consistency assessment, composite reliability and convergent
validity. According to Hair et al. (2006), factor loadings should be greater than
0.7. Therefore, the statements with factor loadings less than 0.7 were excluded
from the analysis. The analysis was continued with the statements with factor
loadings above 0.7. Thus, it can be said that convergent validity was achieved.
In the study, construct reliability was tested with Cronbach Alpha and composite
reliability (CR). According to Hair et al. (2006; 2014), Cronbach Alpha coeffi-
cient and composite reliability (CR) above 0.7 are acceptable. When Table 2 is
analysed, it is observed that these coefficients are at the specified level. Thus,
the construct validity of the research is ensured. According to Hair et al. (2006;
2014), the average variance extracted (AVE) values should be greater than 0.5.
When Table 2 is carefully analysed, it is seen that the AVE values are greater than
0.5 and exceed the threshold values. This ensures convergent validity.
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Table 2. Measurement Model

Construct

Item

Measure

Loading
(>0.7)

Cronbach’s
Alpha
(>0.7)

AVE
(>0.5)

CR
(>0.7)

Adapted
from

Digital Literacy

Q1

I know how to solve
the technical problems
| encounter with the
technologies | use.

0.827

Q2

| can easily learn new
technologies (Ex:
Artificial Intelligence, 5G,
loT, Blockchain etc.)

0.795

Q3

| am confident in the
searches and evaluations
| make to obtain
information from the
Internet.

0.817

0.746

0.661

0.753

Ustiindag
etal., (2017)

Innovativeness

Q1

| search for and allocate
resources for new ideas.

0.730

Q2

| come up with creative
ideas.

0.822

Q3

| am innovative.

0.818

Q4

| research new
technologies, processes,
techniques and generate
ideas.

0.721

0.776

0.600

0.784

Bayindir
and Demir,
(2019)

Entrepreneurship

Q1

| can make the most of
the opportunities that
come my way.

0.746

Q2

| can make effective
decisions about the
future in a workplace.

0.816

Q3

| have strong motivation
and inclination for
different jobs.

0.821

Q4

| can create options in
difficult situations.

0.728

Q5

I think | can shape my life
with my decisions.

0.792

0.840

0.611

0.844

Cuhadar
and Altinel,
(2016)

According to Fornell and Larcker (1981), the difference of a construct in
the research from other constructs is measured by discriminant validity. The AVE
square root coefficient of each variable should be greater than the correlation
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coefficient of the variable with other variables. According to Fornell and Larcker’s
(1981) criteria, when the discriminant validity values in Table 3 are analysed, it is
seen that these values are at the desired level. These values are indicated in bold
in Table 3.

Table 3. Discriminant Validity

Digital Literacy Entrepreneurship Innovativeness
Digital Literacy 0.813
Entrepreneurship 0.531 0.782
Innovativeness 0.563 0.696 0.774

Structural Model

As can be seen from the structural model in Figure 1, the relationships be-
tween digital literacy and innovation and entrepreneurship were examined to re-
alise the research scope. Figure 1 shows the relationship between the constructs
and the results of SEM-PLS path algorithm.

Digital...racyl .
- 0.827 Entrepreneurshipl
Digital...racy2 40795
0.746  entrepreneurship2
817
P 0.203 v
Digital...racy3 . 0.816
Digital Literacy 0.821-9» Entrepreneurship3
0.728 -

0.792  Entrepreneurships

Innovativeness1 Entrepreneurship

0.582

Entrepreneurships

0.730

0.822
40818
0.721

Innovativeness2

Innovativeness3

Innovativeness

Innovativeness4

Figure 2. Structural Model
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The results of the statistical analysis show that the four hypotheses that
digital literacy significantly and positively affects innovativeness and entrepre-
neurship are accepted.

Table 4. Hypothesis Tests

Path Standard

Paths Coefficients deviati T statistics | P values | R-square | Hypothesis
eviation

(®)
Digital Literacy -> | 55 0.044 12914  [0.000 [0.317 |Accepted
Innovativeness
Innovativeness -> | 5 ;g 0.047 12.273 0.000 |0.513  |Accepted
Entrepreneurship
Digital Literacy > | 5 , 3 0055  |3.700 0.000 [0.513  |Accepted
Entrepreneurship
Digital Literacy ->
Innovativeness -> | 0.328 0.039 8.402 0.000 0.317 Accepted
Entrepreneurship

According to Hair et al. (2016), the available data set can be increased to
test the significance levels of the hypotheses of the research. In order to increase
the available data set, Bootstrapping technique, which is called pre-loading with
5000 samples, was applied. The data obtained are presented in Figure 1 and
Table 4. According to the data in Figure 1 and Table 4, it is seen that the digital
literacy tendencies of tourism faculty undergraduate students have a positive
effect on their innovativeness tendencies (3=0.563, T=12.914, p<0.05). Thus, H1
is accepted. According to the data in Figure 1 and Table 4, it is seen that tourism
faculty undergraduate students’ innovativeness tendencies have a positive effect
on their entrepreneurship tendencies ($=0,582, T=12,273, p<0,05). Thus, H2 is
accepted. According to the data in Figure 1 and Table 4, it is seen that digital
literacy tendencies of tourism faculty undergraduate students have a positive ef-
fect on their entrepreneurship tendencies (8=0,203, T=3,700, p<0,05). Previous
studies in the literature (Zeynalov, 2022; Kurt Demircan and Katiséz, 2022) sup-
port this result. Thus, the hypothesis H3 is accepted. According to the data in Fig-
ure 1 and Table 4, it is seen that innovativeness ($=0.328, T=8.402, p<0.05) has
both a mediating and positive effect on the effect of digital literacy tendencies
of tourism faculty undergraduate students on their entrepreneurship tendencies.
As a result, all hypotheses were accepted.

Gilt/Nolume 13 | Sayi/lssue 2 | Aralik/December 2024 137



Bayram GOVEN, Burcu Giilsevil BELBER, Lokman DINC

Digital...racyl .
'\0 000 Entrepreneurshipl
Digital...racy2 <4 0.000
0.000  Entrepreneurship2
‘,0.000 >
Digital...racy3 . 0.000
Digital Literacy 0.000—9» Entrepreneurships
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Figure 3. Structural Model (P values)
Conclusion

In this study, it was examined whether digital literacy has an effect on inno-
vativeness, innovativeness has an effect on entrepreneurship, digital literacy has
an effect on entrepreneurship and whether innovativeness has a mediating role
in the effect of digital literacy on entrepreneurship.

As a result of the analysis, it is seen that digital literacy tendencies of tourism
students have a positive effect on their innovativeness tendencies. Thus, H1 is
accepted. The result of this study supports the importance of specialization on
digital literacy and innovativeness (Dominguez et al., 2021). Because the hybrid
education system that is being used today requires digital literacy.

Digital literacy increases the opportunities for people to be aware of global
innovations and to have new ideas thanks to the information gained. Having
new ideas encourages new initiatives. In this way, with the increase in digital
literacy, tourism students will be more likely to be open to innovations/new ideas
and to turn their new ideas into initiatives.

With another analysis, it was determined that tourism students’ innovative-
ness tendencies have a positive effect on their entrepreneurial tendencies. Thus,
H2 is accepted. Previous studies in the literature (Ataei et al., 2024; Manzi-Puer-
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tas et al., 2024) directly and indirectly support this result. However, this desire of
a person who has an innovativeness tendency and wants to be an entrepreneur
is not sufficient for entrepreneurship. Previous literature indicated that lack of
capital and experience are the most important barriers to tourism entrepreneur-
ship in Mureithi’s (2010) study on tourism and hotel management students in
South Africa. In this context, it is thought that it would be beneficial for the gov-
ernment to provide special loans and grants to tourism students and that more
young entrepreneurs may be able to enter the sector as entrepreneurs through
entrepreneurship training in tourism.

In another analysis, it was determined that digital literacy tendencies of
tourism students have a positive effect on their entrepreneurial tendencies. Pre-
vious studies in the literature (Zeynalov, 2022; Kurt Demircan & Katiséz, 2022)
support this result. Thus, the hypothesis H3 is accepted. In another study (So-
liman, 2011), it was revealed that tourism undergraduate students in Egypt
have the intention to start their own business after graduation, but the lack of
entrepreneurship education is another important finding. In Turkiye, it is seen
that entrepreneurship courses and courses related to digitalization are taught
as elective courses in many universities and departments. It is thought that both
entrepreneurship course and courses related to digitalization should be taught as
compulsory courses both in tourism departments and in other departments with
industry connections. This idea is supported by the finding of Imjai et al. (2024)
that digital literacy skills should be integrated into the curriculum, especially in
the digital age, in order for students to effectively adapt to the evolving demands
of the accounting profession.

The final analysis revealed that innovativeness has both a mediating and
positive effect on the effect of digital literacy tendencies of tourism students on
their entrepreneurial tendencies. Thus, H4 is accepted. As a result, all hypotheses
were accepted. The difference of the study from other studies is that the innova-
tiveness variable is used together with digital literacy and entrepreneurship vari-
ables. Because these variables have not been used together before. Therefore,
there is no study that supports the hypothesis H4. This gap in the literature is
tried to be filled with the findings of the study.

It would be an expected behaviour for people who have become digitally
literate and have an innovative structure or tendency in this regard to use their
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knowledge as entrepreneurs. As a result of the analysis, it was determined that
digitalization has a positive effect on the tendency to innovate. In this context,
in order for tourism students to have an entrepreneurial spirit and to have high
courage in entrepreneurship, it is thought that increasing their knowledge and
experience in digitalization will be effective in both their innovativeness tenden-
cies and entrepreneurship tendencies. The study contributes to the determina-
tion of digital literacy, innovativeness and entrepreneurship tendencies of tour-
ism students and to reveal the relationships among these variables. Since the
relationships among these variables are determined in the model tested in the
research, the requirements that tourism students will need in order to achieve
the tendencies can be revealed. In this direction, the study provides guidance for
future studies by determining the tendencies of tourism students.

This study has some limitations. First of all, conducting the study in Nevsehir
province is one of the most important limitations. Conducting future studies on a
regional or country basis in order to create a more inclusive framework can make
significant contributions to the literature. Another limitation is the use of the sur-
vey technique. Future studies may use observation technigue to measure digital
literacy, innovativeness and entrepreneurial tendencies in order to investigate the
issue more comprehensively.
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Tiirkiye’de Go¢gmen Girisimciliginin Akademik Arastirmalarda
Konumlanisina Dair Tespit ve Oneriler’

Merve PACACI

0z

Amag: Bu calisma Turkiye'de yapilmis saha arastirmalarindan yola cikarak gécmen girisimciliginin sosyal
bilimler alaninda konumlanisina dair birtakim tespitler ve éneriler ortaya koymayi amaclamaktadir.
Yontem: Makalede 63 saha arastirmasi belirlenen temalar ekseninde nicel icerik analizi yoluyla deger-
lendirilmistir.

Bulgular: Makalede “calisilan gé¢men grubu”, “kavramsal aciklik”, “tarihsel dagilim”, “arastirma yon-
temi”, “mekansal gorinim” ve “toplumsal cinsiyet” olmak tzere 6 tema belirlenmistir. Temalar bazinda
yapilan analiz sonucunda arastirmalarin belli noktalarda yogunlastiklari, bazi noktalari da disarida birak-
tiklari anlasiimistir.

Sonug ve Oneriler: Gocmen girisimciligi Gizerine yapilan arastirmalar mevcut literattire 6nemli bir birik-
im saglamistir. Ancak yeni arastirmalarin konunun daha 6ncekilerden farkli yonlerine odaklanmasi liter-
atre daha 6zgun bir katki saglayacaktir.

Ozgiin Deger: Gocmen girisimciligi alaninda yapilmis saha arastirmalarini farkli temalar ekseninde anal-
iz eden bu makale, arastirmalarin disarida biraktigi, sinirli ya da eksik yonlerine dikkat cekmesi ve yeni
arastirmalara yol géstermesi bakimindan énemlidir.

Anahtar Kelimeler: Girisimcilik, Go¢gmen Girisimciligi, Multeci Girisimciligi, Suriyeli Girisimciler

Evaluations and Suggestions on the Positioning of Immigrant
Entrepreneurship Adventure in Academic Research in Tiirkiye

ABSTRACT

Purpose: This study based on field research conducted in Turkiye aims to present some findings and
suggestions regarding the positioning of immigrant entrepreneurship in the field of social sciences
Method: In the article, 63 field studies were evaluated through quantitative content analysis on the axis
of determined themes.

Findings: Six themes were determined in the article: “immigrant group studied”, “conceptual clarity”,
“historical distribution”, “research method”, “spatial appearance” and “gender”. As a result of the
analysis made on the basis of themes, it was seen that the studies concentrated on certain points and
left out some points.

Conclusion and Recommendations: Research on immigrant entrepreneurship has contributed sig-
nificantly to the existing literature. However, new research focusing on different aspects than previous
studies will provide a more original contribution to the literature.

Originality: This article, which analyzes field studies conducted in the field of immigrant entrepreneur-
ship on different themes, is significant in terms of drawing attention to the limited or missing aspects
that the studies have left out and guiding new research.
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ian entrepreneurs
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1. Giris

Turkiye, 6zellikle 1990’11 yillarla birlikte giderek artan ve cesitlenen go¢ hare-
ketleri ile karsi karslya kalan ve glinimuzde ‘gocler Glkesi’ olarak goérdlen bir Glke
konumundadir (Kérikmez ve Stdas, 2015). Turkiye'nin gé¢ deneyimine iliskin
gorece yeni olan deneyim ise gocmenlerin kaliciliklarina ve toplumsal uyumlarina
yonelik tartismalardir (Erdogan, 2015; Koyuncu, 2016; Yiksel ve Aydemir, 2020;
Erdogan, 2020). Goc edilen Ulkede toplumsal uyum ve birlikte yasamin dnemli
gostergelerinden biri ise gécmenlerin ekonomik yasama girisimcilik faaliyetleri ile
katilmalaridir. Gocmenlerin gecimlerini saglamak ve refah duzeylerini arttirmak
icin kurduklarr isletmeler onlarin séz konusu toplumla olan uyumlarini arttirmak-
tadir (Koyuncu, 2020). Uyum ile baglantili olarak gocmenlerin bir girisim faaliye-
tinde bulunmalarinin yeni is olanaklari yaratarak, istihdama ve yerel ekonominin
gelisimine ciddi bir katki sagladiklar da séylenebilir. Ayrica gdcmen girisimciler
kendi Ulkelerindeki ticari baglantilar vasitasiyla uluslararasi ticareti tesvik edebilir.
Boylece Turkiye'nin kiresel pazardaki konumunu da gtclendirmede 6nemli rol
oynar (Catalkaya, 2018).

Gocmen girisimciligi, ekonomik ve sosyolojik boyutlarinin anlasiimasi icin
hem dinya genelinde hem de Turkiye'de irdelenmesi gereken konular arasinda-
dir (Nas ve Colak, 2020: 69; Yildirim ve Yiksekbilgili, 2021). Bu kapsamda on-
celikle gdgmen girisimciligi ve ilintili oldugu kavramlara kisaca deginmek yerinde
olacaktir. Birlesmis Milletlere gére gécmen, normalde yasadigi Ulkeden baska bir
Ulkeye tasinan ve en az 12 ay boyunca o Ulkede yasayan birey olarak tanimlan-
maktadir (Castles ve Miller, 2009). Girisimciligin ne oldugu noktasinda ise net bir
tanim yoktur; ancak ¢ogu zaman ilgili alan yazinda girisimcilik serbest meslek,
esnaflik, kendi isini kurma veya mevcut bir isi gelistirip daha iyi bir konuma ge-
tirme olarak tanimlanmaktadir (Fong, Busch, Armour, Heffron, ve Chanmugam,
2008). iki kavramin ortaklastigi bir tanim olarak gdcmen girisimciligi ise basit
haliyle “dogduklari Glkeden en az bir yil stre ile baska bir yere yerlesen gé¢cmen-
lerin ev sahibi tlkede girisimde bulunmalari”dir (Subanova, 2013: 17). Diger bir
ifadeyle, go¢ olgusunun ekonomik yansimasi olan gé¢men girisimciligi kavrami,
gdcmenlerin hayatta kalma motivasyonuyla ev sahibi tlkede kendi isini kurarak
ekonomik faaliyete katilmalari olarak tanimlanabilir (Kayalar ve Yildiz, 2017: 56).

Gocmenlerin girisimciligine iliskin yapilmis calismalara bakildiginda ise mul-
teci girisimciligi, siginmaci girisimciligi, azinlik girisimciligi, etnik girisimcilik ve di-
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aspora girisimciligi gibi gécmenlerin farklilasan hukuksal ve toplumsal statdleri ile
baglantili tanimlamalar oldugu da goértlmektedir. Milteci ve siginmaci girisimci-
ligi, gbcmenlerin Ulkelerinden savas, dogal afet vb. zorunlu nedenlerle goc ettik-
lerine ve goc ettikleri tUlkede girisimcilik deneyimlerinin bu zorunluluk ekseninde
sekillenmesine isaret eden kavramlardir (Fuller-Love, Lim ve Akehurst, 2006; Wa-
uters ve Lambrecht, 2008). Azinlik girisimcilik bir Glkede ¢cogunluk toplumdan ol-
mayan veya bir Glkenin vatandasi olmasina ragmen irk, etnik, dinf ve kalturel agI-
dan sayica az olan bireylerin kurduklari faaliyetlerdir (Kayalar ve Yildiz, 2017: 57).
Etnik girisimcilik, etnik veya gd¢cmen bir grubun Gyesi olan bireylerin is sahipligini
tanimlamaktadir (Waldinger, 1986; Valdez, 2002; Volery, 2007). Diaspora girisim-
ciligi diaspora olarak adlandirilan gruba mensup kisilerin girisimcilik faaliyetlerine
denilmektedir. Dufoix (2011: 2) diaspora kavramini kendi anavatanindan cesitli
nedenlerle ayrilmis olan, gog¢ edilen Ulkede uzun yillar yasasa da ulusal kimligini
korumak icin caba gosteren grup olarak ifade etmistir. Bu tanimlamalara bakildi-
ginda gécmen girisimciligi kavraminin timanu icerdigi, bu nedenle herhangi bir
6zel gb¢men grubunun deneyimi ile ilgili degilse, bu kavramin cati bir kavram
olarak kullanilabilecegi séylenebilir. Buradan yola cikarak bu makalede gbé¢cmen
girisimciligi kavraminin kullaniimasi tercih edilmistir.

Gocmen girisimciligi uluslararasi literatirde oldukca uzun bir zamandir yer
bulan (Light, 1984; Min ve Bozorgmehr, 2000; Mustafa ve Chen, 2010) bir konu
olmasina ragmen Tlrkiye'de gérece daha yeni bir deneyime karsilik geldigi sdyle-
nebilir. Ozellikle 2011 yilindan itibaren Suriyelilerin kitlesel gé¢ti sonrasinda artan
bir bicimde girisimcilik faaliyetlerine katilmalari, s6z konusu ilginin artmasinda
onemli bir yere sahiptir (bkz. Sekil 3). Nitekim bu durum konunun ekonomi, is-
letme, sosyoloji, turizm isletmeciligi, siyaset bilimi ve kamu yodnetimi gibi sosyal
bilimlerin ilgi alanina girmesini de hizlandiran bir etki yaratmistir (bkz. Cakirer
Ozservet ve Yurtsever, 2017; Yildiz, 2017; Dengiz, 2018; Alrawadieh vd., 2018;
Kilic, 2019; Turker, 2020; Ates, 2021; Kachkar, 2021; Arabo, 2023).

Yapilmis olan calismalardan yola cikarak sekillenen bu makalenin temel ama-
a1, Turkiye eksenli gdgmen girisimciligi alaninin gegmisini, buglniind ve gelecegi-
ni bilmek icin akademik topluluk Gzerindeki yayin etkisine dayali olarak yapilmis
saha calismalarini degerlendirmektir. Ayrica, bu calisma, Tirkiye'de bulunan géc¢-
menlerin girisimcilik faaliyetleri hakkinda bilgi sahibi olmak isteyen arastirmacilar
icin bir referans kaynagi olarak hizmet edebilir.
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2. Yontem

Turkiye'deki gocmen girisimciligini konu edinen ve saha arastirmasina daya-
nan calismalarin degerlendirmeye tabi tutuldugu makale kapsaminda 63 arastir-
ma metni (makale, tez, kitap bélim, rapor ve bildiri) incelenmistir. Konuyla ilgili
yeni arastirma yapacak bilim insanlarina yol gésterici olmasi bakimindan sadece
saha calismasi olanlar dahil edilmistir. ilgili calismalara ulasilirken Web of Science,
Google Akademik, ULAKBIM ve YOK Ulusal Tez Merkezi veri tabanlarindan yarar-
laniimis, erisime acik olan calismalar degerlendirmeye alinmistir.

Arastirmanin evrenini Tlrkiye'ye uluslararasi gocle gelen gdé¢menlerin gi-
risimcilik faaliyetlerine iliskin yapilmis olan ve saha arastirmasina dayanan tdm
calismalar olusturmaktadir. Orneklemi ise bu sartlar saglayan ve erisilebilen 63
calismaya karsilik gelmektedir. Bu calismalarin 25'i yiksek lisans tezi, 21'i makale,
9'u doktora tezi, 3'U rapor, 3’0 kitap bolumd ve 2'si tam metin bildiridir (Sekil-1).
Bahsedilen rakamlarin makalenin yayinlanma asamasina kadar olan strecte ge-
cerli oldugu ve o dénemde erisilebilir olan calismalari icerdigi g6z éntinde bulun-
durulmalidir. Veri tabanlarinin daima gincellenmesinin bir sonucu olarak zaman
icerisinde farklilik gdsterebilecektir.

25

20

Sayi

Yuksek Lisans Tezi Makale Doktora Tezi Kitap Bolumu Rapor Tam Metin Bildiri

Sekil 1. Aragtirma Tiiri

S6z edilen calismalarin analizinde nicel icerik analizi tekniginden yararlanil-
mistir. Ele alinan 6gdenin nesnel, sistematik ve nicel yollardan betimlenmesi olarak
da tanimlanabilecek nicel icerik analizi, herhangi bir metin icinde yer alan temel
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6gelerin siniflandiriimasini ve icerigin yorumlanmasinda nicel 6gelerden yararla-
nilmasini saglamaktadir (Sallan Gl ve Kahya Nizam, 2021: 183).

Nicel icerik analizi strecinde ilk olarak literatlr taramasi yapilmis, saha aras-
tirmasina dayall 63 calismaya ulasilmistir. ikinci asamada temel &gelerin siniflan-
dirlmasi sonucunda 6 tema olusturulmustur. Temalar, yapilmis arastirmalar in-
celendikten sonra, yazar tarafindan baska arastirmalara yol gosterici olabilecegi
noktasindan hareketle belirlenmistir. Bunlardan ilki, calisilan gé¢cmen grubudur.
Bu tema ekseninde arastirmaya dahil edilen gé¢cmen gruplari uyruklari temelin-
de ele alinmistir. ikinci tema, arastirmalarin basliklarinda kullanilan ve calisilan
grubun tanimlanmasina yonelik olan hukuksal statllere yonelik kavramsal acik-
lik temasidir. Uclincti tema, arastirmalarin yapildigi yillarin tarihsel dagilimina;
dordincl tema da arastirmalarin benimsedigi yonteme iliskindir. Besinci tema,
arastirmalarin hangi kentlerde yapildigina dair bir siniflandirmayi iceren mekansal
gorinidmu konu edinmektedir. Altinci ve sonuncu temada ise arastirmalara dahil
edilen gdcmenlerin toplumsal cinsiyet temelinde nasil farklilastigi ele alinmistir.

Temalarin belirlendikten sonraki Gclncl asamada, veriler Excel programi
kullanilarak analiz edilmis ve MATLAB programiyla sayisallastirilarak gorsellesti-
rilmistir. Son asamada elde edilen bulgular arastirma konusuyla baglantili olarak
tartisiimistir. Bu kisimda, makalenin yeni yapilacak olan calismalara yol gosterici
olmasi amacladigindan, veri analizi sadece istatiksel gostergelerle sinirlanmamis-
tir. Bu amag dogrultusunda istatistiksel géstergelere ek olarak gd¢men girisimci-
ligi arastirmalarinin nelere odaklandiklari, neleri disarida biraktiklari ya da hangi
noktalarda éne ciktiklari Tdrkiye'nin gé¢ deneyimi ile de iliskilendirilerek agiklan-
maya calisiimis ve yeni yapilacak arastirmalara yonelik dneriler ortaya konmustur.

3. Bulgular

Gocmen girisimciligine yonelik saha calismalarina dayanan arastirma me-
tinlerinin degerlendirilmesini temel alan bu makalede 63 calisma incelenmistir
(EK-1). S6z konusu calismalardan yola cikarak ilk olarak gécmen girisimciliginin
sosyal bilimler alanindaki konumlanisinin anlasiimasini saglayacak 6 farkl tema

T Yeni arastirmacilar icin yol gosterici olabilecek bir diger tema arastirma konusudur. Ancak baz
calismalarin girisimcilik stirecini her yéniyle ele almalari (bkz. Cakirer Ozservet ve Yurtsever, 2017;
Uzun, 2019; Duman, 2019; Turker, 2020, Aad, 2020; Caha vd., 2020; incili ve Cengiz, 2023),
arastirma konusunun bir tema olarak ele alinip analiz edilmesini zorlastirmistir. Bu nedenle aras-
tirma konusu baglaminda bir tema olusturulamamustir.
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belirlenmistir. Belirlenen tema adlari Sekil 2'de goésterilmektedir. Sonrasinda ise
ilgili temalara ait istatistiksel gostergeler yazar tarafindan olusturulan sekiller ha-
linde sunulmustur (Sekil, 3,4,5,6,7,8).

Toplumsal
Cinsiyet

Mekansal Tarihsel
Dagilim Gorinim

Arastirma
Yontemi

Sekil 2. Temalar

3.1. Calisilan Go¢gmen Grup

Turkiye'deki gocmen nufusun istatistiksel dagiimina bakildiginda 3 milyon
151 bin 915 rakami ile ‘gecici korunan’ statistndeki Suriyelilerin en yogun goc¢-
men grubunu olusturdugu gérilmektedir (Go¢ idaresi Baskanhgr Gecici Koruma
Istatistikleri, 2024). Suriyelileri 13 bin 68 kisi ile Afganistanlilar, 2 bin 776 kisi ile
Iraklilar, bin 416 kisi ile iranlilar, bin 757 kisi ile de diger uyruklardan kisiler “ulus-
lararasi koruma’ statiisiinde takip etmektedir (Go¢ idaresi Baskanligi Uluslararasi
Koruma istatistikleri, 2023). Zorunlu gécle gelenlerin disinda TUIK'in 2022 yili
Uluslararasi Goc Istatistiklerine gére Tiirkiye'ye 494 bin 52 kisi go¢ etmistir. Kdken
Ulkelerine bakildiginda gelenlerin %25'i Rusya Federasyonu, %8,1'i Ukrayna,
%6,5'i Iran, %5,4't Afganistan, %4,8'i iranlidir (TUIK, 2023).

Gocmen girisimciligine iliskin yapilan calismalarin temel aldigi gruplara ba-
kildiginda ise oldukga farkl gruplarin (22 uyruk) yer aldigi goértlmektedir (Sekil
3). Bu noktada gdgmen girisimcilerin uyruk temelli siniflandiriimasina yonelik bir
noktaya deginmek gerekmektedir. Bu da goc literatirinde gé¢menlerin bolgesel
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olarak adlandirnimasiyla iliskilidir. Ornegin goc literatiriinde Bulgar gécmenleri,
Yugoslav gécmenleri, Makedonya gécmenleri de Balkan gd¢menleri kategorisin-
de yer almaktadir (Kazgan, 1983). Ancak bu analiz kapsaminda Bulgar/Yugoslav/
Makedonya gé¢menleri Balkan gocmenleri kategorisi icerisinde ele alinmamus,
calismalarin tanimlamalarina bagl kalinarak ayri ayri yer verilmesi uygun bulun-
mustur.

60 T T T T T T T T
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Sekil 3. Calisilan Go¢gmen Grup

Gocmen girisimciligine iliskin calismalarin uyruk temelli dagiimina bakildi-
ginda nufus yogunluguna paralel olarak Suriyelilerin en fazla calisilan grup (56
arastirma) olmasi sasirtici bir durum degildir. Burada bazi arastirmalarda (6rn;
GUngoérda, 2018; Shinnar ve Nayir; 2019; Yurtseven,2022; Gdlal, 2023) Suri-
yeliler ile birlikte karsilastirmali baska gécmen gruplarin da ayni calismada yer
aldiginin altini cizmek gerekmektedir. Suriyelileri 4'er calisma ile Afganistanlilar,
Filistinliler ve Irakhlar, 3’er calisma ile Kirgiz gé¢cmenleri ve Misirlilar takip etmek-
tedir. Bu gruplar disindaki diger gruplardan 12’si ise yalnizca birer calismaya konu
olmustur. Suriyelilerin Turkiye'deki en yogun gé¢men grubu olmasinin ve giri-
simcilik faaliyetlerinin 6zellikle yasadiklari sinir kent ve buyuk sehirlerde gtindelik
yasam icerisinde daha goértnur hale gelmelerinin bu durum Gzerinde etkili oldugu
soylenebilir.
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Cesitli kuruluslara goére Suriyeli gdé¢cmenlerin Tarkiye'de is kurmayi basardi-
gina dair kanitlar giderek artmaktadir. TOBB'un (2024) 2010-2024 yillari arasin-
da kurulan yabanci ortak sermayeli sirket rakamlari bu tezi dogrular niteliktedir.
Suriye'de ic savas cikmadan once, yani 2011 yili ve 6ncesi verilere bakildiginda
Suriye sermayeli firmalar listede yer almazken; 2013 yilinda kurulan 3.875 sirke-
tin 489'u; 2014'de kurulan 4.736 sirketin 1.257'si; 2015 yilinda kurulan 4.729
sirketin 1.600'0U; 2016 yilinda kurulan 4.523 sirketin 1.764'G; 2017'de 6.731 sir-
ketin 1.202'si; 2018 yilinda kurulan 13.045 sirketin 1.595'i; 2019 yilinda kurulan
12.634 sirketin 747'si; 2020 yilinda kurulan 10.362 sirketin 377'si; 2021 yilinda
kurulan 13.445 sirketin 44'si Suriyelidir.

Tablo 1. Yillara ve Uyruga Gore Yabanci Ortak Sermaye Orani

Vil | Genel gearbrﬁ;‘;%rrts:l 1.Uke 2. Ulke 3. Ulke
2010 | 2.479 %62.58 iran Almanya Rusya
2011 | 3.575 %74,38 iran Almanya Azerbaycan
2012 | 3.703 %69,70 iran Almanya Azerbaycan
2013 | 3.875 %76,43 Suriye Almanya iran
2014 | 4.736 %53,31 Suriye Almanya Irak
2015 | 4.729 %86,24 Suriye Almanya Irak
2016 | 4.523 % 88,99 Suriye iran Irak
2017 | 6.731 %155,03 Suriye Suudi Arabistan iran
2018 | 13.045 %77,53 Suriye Suudi Arabistan iran
2019 | 12.634 %83,25 iran Suriye A;‘g‘fg;n
2020 | 10.362 %78,60 iran Suriye Irak
2021 | 13.445 %78,1 iran Suriye Urdiin
2022 120.135 %73,1 Rusya Federasyonu iran Suriye
2023 | 12.241 %80,3 iran o dz;‘(_fg’yaonu Almanya

Kaynak: TOBB kurulan/kapanan sirket istatistiklerinden derlenmistir. *Siralama yapilirken,
ortaklarindan en az biri yurtdisinda ikamet eden T.C. vatandas! olan sirketler goz ardi
edilmistir.

154 Girigimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Tiirkiye'de GBcmen Girigimciliginin Akademik Arastirmalarda Konumlanisina Dair Tespit ve Oneriler

Tablo-1 &zellikle Suriye géctndn yogunlastigr donemde (2013-2018) Suriye-
lilerin yabanci ortak sermaye oraninda ilk sirada oldugunu géstermektedir. Ote
yandan iran, Irak, Rusya Federasyonu, Almanya gibi bazi tlke vatandaslarinin da
girisimcilik faaliyetlerinde dnemli bir yere sahip oldugu gérilmektedir. Go¢men
girisimciligi Gzerine calisma plani yapan arastirmacilarin bu grupta yer alan gog-
menler Gzerine calismasi, literatlre 6zgun bir katki saglayabilmelerinin yolunu
acacaktir.

3.2. Kavramsal Aciklik

Turkiye'de gdcmen girisimciligine iliskin yapilmis calismalara bakildiginda
farklilasan kavramlarin kullaniimasi dikkat cekmektedir. Turkiye'nin ulusal gog
mevzuatinin uluslararasi hukuktan farkli olmasinin da etkisiyle girisimcilik faali-
yetlerini gerceklestirilen kisilerin gé¢men, multeci, etnik, diaspora gibi farklilasan
kavramlarla ele alinmasi s6z konusudur. Bir diger yaygin kullanim da dogrudan
gelen gd¢men grubun uyruguna isaret edecek sekilde Suriyeli girisimci (13 calis-
ma) kavramsallastirmasidir (Sekil 4).

30

Gogmen Girigimeiligi Multeci Girisimciligi - Suriyeli Girisimci  Etnik Girigimcilik Diaspora Girisimcilik

Sekil 4. Kavramsal Kullanim

Turkiye'de yapilan girisimcilik arastirmalarinin cogunlukla Suriyelilere odak-
landigr gortlmektedir (bkz. Sekil 3). Bu nedenle gé¢men girisimciliginin yani sira
“Suriyeli girisimciligi” olarak da akademik calismalarda siklikla kullanilan bir kav-
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ram karsimiza cikmaktadir. Ayni zamanda bu gruptan s¢z ederken hem goé¢men
hem multeci hem siginmaci hem de gecici korunan kavramlarinin da kullanildi-
g1 gorulmektedir (Duman, 2019; Colak, 2019; Yilmaz, 2019; Deveciyan,2021;
Tekbas ve Karan, 2022). Turkiye, 1951 Muiltecilerin Hukuki Durumlarina iliskin
Cenevre Sozlesmesi'ne ‘cografi sinirlama’ ilkesi ile taraf oldugundan, yalnizca
Avrupa Ulkelerinden gelen kisilere multeci statlsi vermektedir (Yabancilar ve
Uluslararasi Koruma Kanunu, 2013, Madde 61). Bu kapsamda Suriyelileri yasal
statU olarak ‘gecici korunan’ olarak tanimlamaktadir (Yabancilar ve Uluslarara-
si Koruma Kanunu, 2013, Madde 91). Ancak uluslararasi diizlemde Suriyeliler
multeci olarak tanimlanmaktadir (UNHCR, 2024). Ulusal ve uluslararasi dizen-
lemelerdeki s6z konusu farkliligin gdé¢men girisimciligi faaliyetlerinin ele alindig
akademik calismalara da yansidigi gérilmektedir. Nitekim bu makale bashklan-
dirihirken de ayni durum ile karsilasiimis, sadece zorunlu gog ile gelenleri degil,
diger gécmen gruplari da icermesi istendiginden cati bir kavram olarak ‘gé¢men’
kavrami tercih edilmistir. Ote yandan akademik arastirmalarda yasal stattlerin
farkli kullanilmasi, gé¢menlerin sahip olduklari haklar baglaminda farklilasan
dinamiklerin gézden kaciriimasi temelinde riskli olabilecektir. Bu nedenle calis-
malarin basliklarinda s6z konusu grup farkl bir kavram ile tanimlanmak istense
de yasal statiiniin goc¢ ile gelenlerin giindelik yasamlari Gzerindeki baglayiciligi
unutulmamalidir. Yeni yapilacak gécmen girisimciligi arastirmalarinda da faali-
yetler deg@erlendirilirken gé¢men, siginmaci, gecici korunan ve multeci tanim-
lamalarinin hukuksal kazanimlarinin farkli oldugu g6z éninde bulundurularak
analizler yapilmalidir.

3.3. Tarihsel Dagilim

Turkiye Cumhuriyet'in kurulusundan bu yana farkli gg¢cmenlik kategorilerin-
de (muhacir/mubadil/siginmaci/mdlteci vb.) yer alan kisilerin go¢u ile karsi karslya
kalmistir. Bu eksende uzun bir tarihsellige sahip bir tlke oldugu séylenebilir. Sekil
5, farkli gd¢men gruplarinin girisimcilik faaliyetlerine yonelik yapilan calismalarin
yillara goére dagilimini géstermektedir.
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Sekil 5. Yillara Gore Dagilimi

Gocmen girisimciligine yonelik saha arastirmasi olarak literattrde ulasila-
bilen en erken tarihli kaynak 2009 yilina aittir. Uzun yillardir gégmenlerle karsi
karsiya kalan Turkiye icin gécmen girisimciligi konusunun yeni dikkat cekmeye
baslayan bir arastirma alani olarak sekillendigi séylenebilir. Yillara gére dagilimda
dikkat ceken bir diger nokta yapilan calismalarin 2017 yili itibariyle 6nemli oranda
artmasidir. Bu durum 6zellikle Suriyeli gé¢cmenlerin Turkiye'deki kalicilik egilimle-
rinin artmasi ile aciklanabilir.

Turkiye'de kayit altina alinmis gecici koruma stattstindeki Suriyeli sayisi 2024
yili itibariyle 3 milyon 151 bin 915 kisidir. Suriyelilerin savas sona erdiginde tlkele-
rine donlp doénmeyecekleri konusu tartismalidir. Suriyeli gécmenlerin Trkiye'de
farkli sektorlerde baslattiklari girisimcilik faaliyetleri ve olusturduklari ekonomik
potansiyel, ev sahibi toplumla uyum ve kalicilik egilimleri bakimindan énemlidir
(Erdogan, 2015; Erdogan, 2020; Tokyay, 2019). Vesek (2021: 403)'in izmir'deki
Suriyeli gb¢menlerle yaptigi calismasi da kaliciligr destekler niteliktedir. Arastirma-
da Suriyelilerin Ulkelerinden getirdikleri ekonomik sermayeyle Tirkiye'de yatirm-
da bulunarak bircok sektérde mesleklerini icra etmek icin isletme kurmasi ve isini
blyUtmesi ile birlikte Tirkiye'de kalma egiliminde artis oldugu gértlmusttr. Ayni
sekilde Atasl (2019) ve Simsek (2020) de goécmenlerin girisimciliginin topluma
uyum icin bir arag oldugunun altini cizmistir. Bu eksende yapilacak arastirmalar
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icin gb¢men girisimciligi ve toplumsal uyum temali konular yeni bir arastirma
alani olarak dusunulebilir.

3.4. Calismalarin Arastirma Yontemi

Gocmen girisimciligine yonelik yapilmis olan calismalar teorik ve uygula-
mali olarak iki gruba ayirmak mumkdnddr. Konuyu teorik/kavramsal/kuramsal
baglamda ele alan calismalar Tarkiye'de gdé¢men girisimciligini yeni bir deneyim
olarak ele almakta ve mevcut arka planin Turkiye deneyiminde uygulanabilirli-
gini tartismaya agmaktadir (6rn. Karan, 2019; Pehlivan ve Karaatl, 2020; Akin
ve Reyhanoglu, 2022). Ancak bu calisma saha arastirmalarina yoénelik bir analizi
amacladigindan sinirl sayida da olsa burada bu teorik calismalara yer verilmemis-
tir. Nitekim Tarkiye'deki gocmen girisimciligi faaliyetleri Gzerine yapilan calismalar
cogunlukla saha/alan calismasina dayali uygulamali calismalardir (Sekil 6).

45

40

35

30

25

20

Nitel Nicel Karma

Sekil 6. Arastirma Yontemi

Yapilan arastirmalar arastirma yéntemi bakimindan incelendiginde ise cok
buytk bir cogunlugunun nitel arastirma yontemi (44 calisma) kapsaminda ya-
pildigl goralmektedir (bkz. Alrawadieh, Karayilan ve Cetin, 2018; Kilic, 2019;
Go6Nnc,2019; Shinnar, Nayir, 2019; Uygur, 2020; Barin, 2022; Galal, 2023). Bu
calismalar giindelik yasam icerisinde gécmen grubun deneyimlerini derinlemesi-
ne bir bicimde ortaya koymas! bakimindan oldukca énemlidir.
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Nicel arastirmalarin ise 16 calisma ile daha sinirli sayida oldugu tespit edil-
mistir (bkz. Gungordi, 2018; Ozkul ve Dengiz, 2018, Almohammad vd., 2021;
Arabo, 2023; Gulal, 2023). istatistiksel ydntemleri esas alan nicel arastirmalar,
buytk evren ve drneklemler Gzerinde calismayi olanakli kildigr icin calisilan ko-
nuya yonelik daha genis bir perspektif sunmaktadir (Garip, 2023:2). Dolayisiyla
gdcmen girisimcilere yonelik yapilacak nicel calismalar daha kapsamli bilgi edini-
lebilmesi agisindan yararli olacaktir.

Literattrde karma yontemi kullanan 3 arastirmaya rastlanmistir (bkz. Pehli-
van, 2021; Alkhazam ve Ugurlu, 2023; Ozipek ve Tanrikulu, 2022). Karma yén-
tem, arastirma problemlerini anlamak amaciyla hem nicel veriler hem nitel verile-
rin toplandi@i iki veri setinin buttnlestirilerek analiz edildigi yaklasimdir (Creswell,
2021: 2). Bu calismalar nicel ve nitel ydntemin avantajlarini birlestirebilmesi nok-
tasinda 6nemlidir. Yeni arastirmalarda karma yéntemin kullanilmasi metodolojik
acidan 6zgunluk katabilecektir.

3.5. Mekansal Dagilim

Zorunlu gocle gelen gdécmenlerin Turkiye'deki mekansal dagilimina bakil-
diginda Suriyelilerin 81 ilin timunde, Suriyeli olmayan gruplarin ise uydu kent
adi verilen 62 kentte yasadiklari gortlmektedir (Kahya Nizam, 2023). Zorunlu
gog ile gelmeyen gocmenler ise yerlestikleri baska kentlerde yasamlarini stirdtr-
mektedir. Bu durum gécmen girisimciligi faaliyetlerinin Turkiye icerisinde bircok
kentte strdurilebilecegi seklinde dustndlebilir. Ancak yapilan saha calismalarinin
cogunlukla Gaziantep, Hatay, Kilis gibi Ttrkiye-Suriye sinirnndaki kentlerde ve is-
tanbul, izmir, Ankara gibi biyuk sehirlerde gerceklestirildigi gérilmektedir (Sekil
7). Bir baska dikkat cekici nokta da bu calismalarin cogunlukla kentlerde yer alan
Universitelerin lisanststl programlarinda yurtttlmas olmasidir.
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Sekil 7. Mekansal Goriiniim

Gocmenlerin yerlesme egilimlerinin girisimcilik faaliyetlerinde temel belirle-
yici oldugu soylenebilir. Séyle ki Suriyelerin Turkiye'ye gelmeye basladiklari ilk
donemde 7 ilde bulunan Gecici Barinma Merkezleri’'nde barinmalari planlanmis
ve ilk gelen gruplar sinirda bulunan Adana, Hatay, Kahramanmaras, Osmaniye
ve Malatya gibi kentlere yonlendirilmistir. Barinma merkezlerinin zaman icerisin-
de yetersiz kalmasi sonucu sinir kentlerdeki (Gaziantep, Sanhurfa, Kilis, Hatay,
Mardin), kamp digi alanlar ve &zellikle buyik sehirler (istanbul, Ankara, izmir,
Konya) basta olmak Uzere tim Turkiye kentleri Suriyelilerin yerlesim yerleri haline
gelmistir. Goc Idaresi Baskanligi'nin 29 Subat 2024 verilerine gére Suriyeli goc-
menlerin en yogun yasadiklari ilk on il sirasiyla; istanbul, Gaziantep, Sanlurfa,
Hatay, Adana, Mersin, Bursa, Konya, izmir ve Ankara’dir. Suriyelilerin en yogun
calisilan gdcmen grubu olmasi perspektifinden disinutldiginde gdécmen giri-
simciligi konusunu ele alan calismalarin bu kentlerde yogunlasmasi anlasilir bir
durumdur. Ote yandan gé¢men girisimciligi faaliyetlerinin kentsel dinamiklerle
iliskisini daha iyi ortaya koyabilmek icin bu kentler disindaki kentler Gzerine yeni
yapilacak arastirmalara ihtiyag vardir.
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3.6. Toplumsal Cinsiyet

Turkiye'de gécmenlik ve toplumsal cinsiyet iliskisini temel alan oldukca genis
kapsamli bir literatdr bulunmaktadir. S6z konusu calismalar kadin gécmenlerin,
erkeklerden farkl olarak toplumsal cinsiyet temelinde farkli deneyimlere sahip
olduguna dikkat cekmekte ve kadin deneyiminin kendi 6zgunlugu icerisinde ele
alinmasi gerektigine vurgu yapmaktadir (bkz. Buz, 2007; Coskun, 2016; Biehl ve
Danis, 2020; Sallan Gl vd., 2020; Kahya Nizam, 2020). Ancak s6z konusu goc¢-
men girisimciligi faaliyetleri oldugunda arastirmalarin temel aldigi cinsiyet bagla-
minda ciddi bir farklilasma oldugunu séylemek mumkundur (Sekil 8).

Kadin ve Erkek Erkek Kadin Belirtiimemig

Sekil 8. Cinsiyet Profili

Yapilan saha arastirmalarinin cinsiyet profiline baktigimizda kadin girisimci-
lerin azhigr dikkat cekmektedir (Sekil 8). Katilimcilarin hem kadin hem de erkek
oldugu arastirmalarda ise kayda deger oranda kadin katiimci sayisi yoktur (bkz.
EK-1). Bu nedenle girisimcilige dair saha calismalarinda yer alan katilimcilarin cok
buytk bir cogunlugu erkek gdécmenlerden olusmaktadir. Koyuncu (2020: 108)
katilimcilarin erkek agirlikli olmalarini geleneksel toplumsal cinsiyet rolleriyle acik-
lamistir. Kadinlar ev icinde var olan nifus sayisi da dikkate alindiginda daha cok
ev isi ve cocuk bakimiyla ilgiliyken, erkekler ise evi gecindirmekle sorumludur. Bu
durum girisimcilik faaliyetlerine katilimda da belirleyici olmaktadir.
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Gocgmenlerin girisimcilik egilimlerini ele alan arastirmalarda toplumsal cin-
siyet baglamindan bakan calismalar sinirlidir. Gocmen girisimciligine dogrudan
toplumsal cinsiyet perspektifinden bakan, cinsiyete dayali farklilasmalari temel
alan 4 tane calismaya rastlanmistir. Bunlardan ¢ tanesi sadece kadin girisimci-
lerden (Abdullatif, 2023; Karaarslan ve Demirel, 2023; Erdirencelebi ve Ertlrk,
2023) olusurken; bir tanesi hem kadin hem erkek girisimcilerin deneyimlerine
(Kuzu, 2022) odaklanmaktadir. Bu durum Tirkiye'ye gelen kadin gé¢menlerin
cogunlukla geleneksel, ataerkil toplumdan gelmelerinin bir sonucu olarak giri-
simcilik faaliyetlerinin disinda kalmalari ile degerlendirilebilir. Ote yandan bu var-
sayimin ilerisine gecebilmek icin daha fazla kadin gé¢men grubuyla yapilacak
calismalara ihtiyac vardir.

4. Sonug ve Degerlendirme

Ekonomik, sosyal, kultdrel, siyasi ve cevresel nedenlerle birlikte artan insan
hareketleri go¢ edilen bélgede yasama tutunma ve uyum gibi tartismalari da
beraberinde getirmektedir. Go¢cmenler bu dogrultuda en iyi ¢6zim yollarindan
biri olarak bulunduklari yerde girisimcilik faaliyetlerine katilma cabasina girmek-
tedir. Go¢menlerin ekonomiye dahil olma sdrecinde bir isyeri agmasi veya ortak
olarak girisimcilik roltind Ustlenmesi gécmen girisimciligi konusunu ortaya cikar-
maktadir.

Gocmen girisimciligi konusu ekonomi, isletme, sosyoloji, calisma ekonomisi
ve endustri iliskileri, kamu yonetimi gibi disiplinler tarafindan calisiimakta, ayrica
Universiteler disinda kamu kurumlari basta olmak tzere farkh kurumlarin Gzerine
rapor hazirladiklari bir alana karsilik gelmektedir. Ayrica, konunun lisansusti sevi-
yede kayda deger bir oranda calisildigi sdylenebilir. Ttrkiye icin yeni bir deneyim
olsa da konunun bilimsel calismalarda genis bir yer buldugu da bir gercektir.
Yapilan arastirmalarin tuma, farkh disiplinlerin farkli perspektiflerini sunmasi ve
hem gécmenlerin 6znel deneyimlerini hem de Tirkiye icin gé¢cmen girisimciliginin
seyrini ortaya koymasi bakimindan degerlidir. Ancak belirlenen 6 tema cerceve-
sinde yeni yapilacak olan arastirmalar icin su énerilerin faydali olacagr dusdnul-
mektedir:

1- Turkiye'nin ulusal gé¢ mevzuatinin uluslararasi hukuktan farkli olmasinin
da etkisiyle girisimcilik faaliyetlerini gerceklestirilen kisilerin mdlteci, go¢-
men, siginmaci gibi farklilasan kavramlarla ele alinmasi s6z konusudur.
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Girisimcilik faaliyetleri degerlendirilirken gé¢cmen ve multeci tanimlama-
larinin hukuksal kazanimlarinin farkli ve gocle gelenlerin gindelik ya-
samlarinda dogrudan etkili oldugu g6z éntinde bulundurularak analizler
yapiimalidir.

Yapilan arastirmalarin buydk bir cogunlugu Suriyeliler Gzerinedir. Turki-
ye'de iran, Irak, Rusya Federasyonu, Almanya gibi bazi tilke vatandaslari-
nin da girisimcilik faaliyetlerinde 6nemli bir yere sahip oldugu géz éniin-
de bulundurularak bu gruplarin da deneyimlerinin arastirilmasi literattre
6zgln bir katki saglayacaktir.

Saha calismalari cogunlukla Turkiye-Suriye sinirindaki kentlerde ve buyuk
sehirlerde yapilmistir. Tdrkiye'nin Suriye sinirinda yer almayan ve biyuk
sehir statistinde olmayan kentlerinde yapilan girisimcilik faaliyetlerine de
bakilabilir. Gcmenlere yonelik yerlestirme politikasi kapsaminda yer alan
‘uydu kent'lerdeki gécmen girisimcilik faaliyetleri farkli bir arastirma ko-
nusu olabilir.

Arastirmalarin katihmalarinin blytk cogunlugu erkek gdcmenlerden
olusmaktadir. Toplumsal cinsiyete iliskin farkliliklari gérebilmek adina ka-
din gécmenlerin girisimcilik faaliyetlerine de bakilabilir.

Yapilan arastirmalar yontem bakimindan incelendiginde nitel arastirma-
larin cogunlukta oldugu anlasiimaktadir. G6¢cmen grubun deneyimlerini
derinlemesine bir bicimde ortaya koymasi bakimindan nitel calismalar
oldukca 6nemlidir. Ancak gé¢men girisimcilere yonelik daha genis grup-
larin faaliyetlerini ortaya koymak acisindan nicel calismalarin yapilmasi da
faydall olacaktir. iki ydntemin avantajlarini birlikte kullanabilmek adina
ise karma yontemi tercih etmek yerinde olacaktir.

Yapilan arastirmalar cogunlukla 2017 yili sonrasi Suriyeli girisimcilere ilis-
kindir. Suriyelilerden daha uzun suredir Turkiye'de gdcmen girisimciligi
faaliyetlerinde bulunan farkli gécmen girisimcilere ulasilabilmesi, alan
yazin icin 6nemli bir katki olacaktir. Béylece hem farkli gdé¢men gruplari-
nin deneyimleri hem de tarihsel olarak gécmen girisimciligi faaliyetlerinin
nasil dénlstigu hakkinda bilgi sahibi olunabilecektir.

Gilt/Volume 13 | Sayi/lssue 2 | Aralik/December 2024 | 163



Merve PACACI

D'udd | |
v : AyjendsoH pue wsiinoy Ul diysinausidanug
347 IsdaH [nquess) I19ALNg [9UN 3 "uejifesesy s _ . SledeN | 8L0Z | OL
-7 YBIpEMEIY 29bnyay Jo sabuajjeyd ay1 buipueisiapun
EM SUWRIDUL| o) suesy
e Reyer jpAuns | j9dIN ‘s ‘z1Buaq ppa pppupezn | LB 91071 g
95e UpEA Y uapaAlleRd YIDWIELID ULLBRAYRIRH 500 | oo IA
PEXTE] , g ISAISLINA ‘A
78 'uipey € [nquess| I1eu) 119AuNS 191N "aniaszQ) Jaije’ J9|UBWQD PWISLID ep,|nquels| Jodey | £10Z| 8
PENTERINCETH] .Qm_@wﬂww 119AuNS [9UN 'q ‘ziuaq HPHY[92Q) SA D3NS WNSN|O | - 123], suesI /10| L
’ UISIO Keren o ’ ’ ULIRIPWISHID PIYNIN 112ANS 149p,ABUNL ABSANA
1943 ‘da HMLNN_\,_ 119AuUN En)] 'S ‘zip|! 11401d ULISIDWIBLID 2L
957 'UPBN E | oD ISAINS | 1IN S ZPIAL T yakung iep,afpunt spwisio exodseig | elopoq | £H0¢| 9
I ‘Aerey
NENIE! 'g JI9AISUINA ‘A I9)PWISHID UBWIQD) LBLIOMYY uip|ig
67 'Uipey | InNquels| 19AuUNS IUN REINELJoWETN:S) J2J1g 1|WauQ epulieexnod WNAN ap[aisA | UnaiN wey Loz s
SSaupappaquiy
A3 IsdaH [nquess| [ENEIIN] [®YUN L 'piied P3XIA 4O suoisuawiIQ [ei0dwaL pue [eneds SRNeIN [ GlOC| P
AN ‘nquess| ul sinsusidaijulg uesbiN
PENTE| , L Isewndely uejy Jig auuazn) J8|PWISLIO | 1z3] suesr]
Gl ‘uipey INGuERs| ez 2B ISHN v BNOURANS | awis0o juavoy sezex an ziBary pap ANt yosynp | £10¢| €
ehiexes o 131313 epuULIRZ) | 1Z3] Ssuesi]
43 sdaH ‘eleyUY ueed| N ADRUBISSI | ybg sppwisS ununsnblo uawses | yesmna | £H0Z |
sn 1BIPWISID uesjjeg 1ap,aARUNL yiprg
13 1sdaH ehiexes ueed 19NN ‘I5YD Y ‘Sel | LeYNINDIOA [SSWISHID ULR|DWISIID UBWS0D | Uns|A wel 600C| 1
1wAisud ON
jeswn;doy judy | dnip uswdoD | WAIUOA (1e])aeZRA 1B1jSeg uiuewsijey nL| pa eag

Kaj@Aun) uuejewndely wnj UdUd|AU| epRWIRSRIY I N3

164 Girigimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Tiirkiye'de GBcmen Girigimciliginin Akademik Arastirmalarda Konumlanisina Dair Tespit ve Oneriler

(edexyuy) AsxIn] ul sinsuaJidaiiug

9343 - 1Z3] suesI
ine eleyuy 119AuNS [9UN H ‘eysiy | 99bnjay Aq pade4 sapeISqQO pue sabusjieyd Sexny | 6107 LT
L upet | oy} buriojdx3 diysinauaidaiiug asbnyay ASSA0A
937 Isda nquels 119AUN QU D°S ‘moug ISeUISI[e LOL NAUIOD | (23] SUes|]
Ao R Inates! RS | 19N 5 IO g aBipwisio uswiseo akuns spakouny | psina | 610¢ | 02
PENTE] - 16auIQ J3yI|2AuNg a1, ds1ueizen | 1z3] sues
80C "uipex 0L daruerzeo eAuns 19N 3100y ABPWISUID uBWS0D ap,aAnunL ABSANA 6loc] 6L
o 1BauIQ yned :usjwihsusq IseseAld | 1zaL suesn
pEIERECEL [nquels| 19AUNS [91N g'zewix nON68) ULIe|EWUIBIS 9N PWIELID SOSINA 6L0C| 8L
169UIQ MNAUBST
Ny . : .. 1z3] suesi
39343 IsdaH [nquels| 119A1INS [91N RSN /INquels| ‘euundely Jig suliszn) uspahijeed Sexns | 6107 £L
MWD USUaWS0D 13AUNS yep,akpunL | 10 1MA
1S3
uozqel| o PjapuLiaz() Laiferens 19gesay ueueibly | 1za] suesr]
P43 1sdo ‘dajueizen lpAuns 921N A felod ULR|PWISID USWSQD) 119ALNS UI31SQD) NOSANA 610¢| 9L
19A11ee4 Bp,2AINL UIULBLIQINRS BUINED-dWY
e, ISewInSely Ue|y Jig auuaz() | 1zal suesi
A3 1sdaH [nquels| 19ALNS [®1N §'3 'uewng J3[PWISHID UBWOD (19ALINS 153p,3ANL SOSINA 6L0C| Sl
. 1BauiQ darueizen :usjwiAsusq 1z3]
y4g 1sdaH dajueizen I19ALNg [9UN 2NN WIS ULIB[USWSOD) 119ALING 139P,BAIUNL eiopjog | 610C | Vb
93 Isda nquels 119AuUN B HORVASIVIE] sanunpioddo puy deye
1913 1509H Inquess| eAnS I9HN O'v luweg sabua|jeyd :AsxIn] ul sunauaidaniug uelAs [XEN | 81O | €L
FENIE! R IB3UIQ [NQUEIS| (LIR[1EY SUISILIOUONT 3| | 123 SUesI]
8€ 'UIpey 7 INGUEs| IPAUNS | IPUN | VN TRBNIBIED |l iy pewuibis fakuns pep,aknung | yesyna | $10C | €
119AUNS ‘ueuNA
RENIE] ‘A|SOBNA . 1eIB]Y 8ULISZN) HI|PWISUID UBWAQD) | 1z3] suesl]
0/ 'uipey Ge Az ‘uopaxe 921N § npiobuno BA LIBPYII[DZQ IIISIN ULB|PWISLID UBWAQD PESTIIN 8l0C| L1
‘lebjng
12Ai1sup oN
jeswnjdoy jud) | dnip uswdoD | WLUOA (1e])1ezep 1B1jSeg uiuewsijed anL| pA eus

Gilt/Nolume 13 | Sayi/lssue 2 | Aralik/December 2024 165



Merve PACACI

IseulSely uey dig 1jew|unsepisiey|

943 - 1z9] suesI
ipe eynijues 119ANS |9JIN | ‘nseuey aULIBZ() 1]1IJOId PWISLID ULIB|IPWISID sexna | 020Z | 82
Se UpeA S lfeniues | J3[PWISID 1DeWUIBIS 118ALNS AOSANA
93I3 ‘uipe nquess| 119AuN el ENWENTTY] tbauIQ nquers| | 1za| suesr]
AP UIPEA L INGUE3S| IRAUNS | I9UN S IMLYaipwisiio ekuns uiusApunt s¥n jepaH | yesina | 060¢| £2
|nquess| Jo
ENTE] ., ase) :AsyIn| ul sinauaidaiiug 9abnjey ueuAs | 1za] suesi]
87 'uipey 91 Inquess| lpAuns 921N a ereqqv JO SIalIBg pUP SI0}DE4 SS92NS BuizAjeuy FESTN 0coz| 9z
s99bN}3Y O 1uawabebul diwouod]
1BauIQ da1ueizen) o epinijues :isg eAidex
u M_mv_m .QM“FUM___MMW 119A1INS |92IN "y ‘Udssnoy|y JIWOUOXF-0ASOS ULIB|DWISHID 1DRWUIBIS . _No& 020z | sz
SEC UIPEN 51 MBIZEDS 119AINS epuluwiesdey eunioy 1P1395 Pied
efiele|y ‘uip
-Ie|N ‘euepy
55U .Mw_rmwm__m,q Aaxun] ur sdwe) a9bnyay
uioe 1243 fere ..wm_mm 119AuUNS |9JIN VO UeYDeY | Ul S3SHAISIUR0IDIN UO 3DUSPIAT dAIIRHIUBND dedeN | 6102 | vE
8CC UIpRY ¢LL 1eH [eouidwy :diysinauaidaiiul sabnjay
-uewelyey|
‘s||iy ‘dajuelz
-ep ‘epnijues
luesinL
‘lluedAequazy
N_.@_v_ __m.c%b_z , a Aaxun o ased ay ) :Awouody
3933 IsdaH [nquels| IISIN ‘1]9ALINS [93N NIAeN 1juewez Buibisw3 ue u diysineuaidanu3 ueibiu] dedeN | 6107 | €2
‘nunpan “Styleuulys ’ C ’
‘llued “ipyed|
13 KeijeH y AWoU0DT [PWIOLU| BYY Ul
, oA dajueizen 119AuNS PUN | , |exde? jueibiww] JO 3SM Y} pue uolelbalu SledeN | 6107 | 2T
€C UIPEN | ‘Inquess| nigon3doy nsery :A9xIn] ur diysinauaidanul aabnyay uelAs
1whisun oN
jeswnidoy Jua) | dnip uswWS0D | WAIUQA (1e])1ezep 1B1jSeg uiuewsijed ant| pA ens

166  Girisimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Tiirkiye'de GBcmen Girigimciliginin Akademik Arastirmalarda Konumlanisina Dair Tespit ve Oneriler

" 'IBIIORRSANA 1ejunJos euuny 3|
A3 1sdo daeizes lpAuns 191N | "WHIPJIA | ULB|UBWSQD) 1]2ANS aA 1BIPWISLID UBWS0D SIfEN| 120 | 8E
[nquess|
N3 | sl ‘epeds) L, 11|y | A 113|141 euliejeseAld 1Z3].
L9l ‘uipey £|  ‘daweize ofuns | - euiiey AUEMISSA | g upapeyni AN WSS Pay | eloppog | FEO¢| £E
‘eieyuy
. ewlnsely Jig apunioIyas JnindwnAny :njoy
943 . - 1z9]
. Inquess| winy ‘luswig PUN | LN ‘UeAIDIASQ | IMOPULISZ() NRAIN HI|PWISLID (IOMISN)UIDY Lcoz | 9
{¢ uipey ¢ ’ ‘ eliooq
|eAsOS apuIBIPWISUID (Hijuizy) Iulg
ewiidely Jig auiazn Jajuswdon
243 e - 1Z3] suesI
Uoe epnijues 119A1INS |92IN S 'eezzeyleH I12ALNS LBy BuLIBZN HIUBWSQD dA sexra | 120C | SE
€6 UPEN L UBINIISZQ) ST URIPWIEID UawdeD | TOIPA
EEVETER
RENIE . uruLiejuoAseninopy ewdea Suandily | 1za] suesi
1 ‘uipey | Esing 9Auns I9HN E UPIR|IPWISHID UBWSQD) ULIR|URISNIA DA JISHNA lz0z | ve
UIuLRIWIASUSQ ULR|PWISHID UaWSQD) 119A1INS
1901Q
uipes; . e ox A
, Inquels| | unsiji4 1Sy [92IN pA"Q ‘eyed ISeULNSeIY PWISIID UBWSQD) [NQue)s| Jodey | 0zoz | €€
Ly "3 667 e ok " :
[Hed] “lI9ALNS
%413 oyt 18]PWISID 112ALNS 1yep, eAUOY)
89 ‘Uipey § euoy 9Auns I9HN v ‘munfoy JlUBW| UIUIWOUO3 ap|ngey [eswinjdol SIReN | 020C | 2€
R [NQUEIS| JO e ay} 193Ie N
13 1o Inquess| eAuns 19HN 9 N “nbAn inoge ul sinauaidanul 9abnyay ueuAs SIPIEN | 020Z | LE
EXVI "3 dueuny 19110IES
.c_v_mv_ 3 feren I19ALNS PUN| o, mmu . wcmv__mm [ESUBYBIA 9A LI3|WIASUSQ IYepulue)y SBXeN | 0¢0C | 0€
Le upedE e MO BB ownisin uuaipanI 1pAuNs yep, Aele
. euundely Jig suuazn | 1zaL suesr]
nsiwswiniijeg dajueizen 19ANg [N A ‘Pev J3IPWISHID USWS0D (19ALNS 1331, d31ueized) JESINA 020z | 6¢
12Ai1sup oN
jeswnjdoy jJuay | dnip uswd0D | WAIUQA (1e])1ezep 1B1jSeg uiuewsijed anL| pA eus

Gilt/Nolume 13 | Sayi/lssue 2 | Aralik/December 2024 167



Merve PACACI

IUBWIBA
‘usuung yep
499zQ “IISIN
| m.>c_omw_v_%__>_ euLnSely Jig aulaz()
ENIE] [eAqn A o I9|PWISID [3I3A 3 A UBWSQD) 13ep,|NQUels| | 1Z3] Suesl
. [nquels| 4 [93IN L'S "USASSHINA . ’ oz | vy
€6 "UipeX /1 IEIIE! “191I01eq Usp3 I e1eqesy epuisely AISHNA
QE.< v__.wm._h_m JBIDWISLID) [318A 3|! J3JIDWISLID UBWS0D
‘llexLawWy
‘uewly ‘uebly
‘Ipfed “i9Auns
ewndesy
o3| 18301 kU - ‘ g _m.u_z aulaz() 163UIQ 1e30L A eAUOY ZaL suesn
, ’ uebyy [9}N gV ‘geYRYS | ‘[nquels| :Isew|unely uspulazn LajwauQg 207 | €v
0c "'uipey | [nquels| ; - AISHNA
500 UlULe[LIESEY SA UIULIB|YDIDL YI[PWISHID
D3Nl ULR|DWISSIBA / ULIB|D3YNIA I[uebyy
esing
lwz| ‘eAuoy|
’, AS3In| ul sssupsppagqwiy ,sinauaidanug
$23413 euepy o . 1Z3]
' . 19AUNS [9HN [ARCIEITIN 93bnyay uenAs Jo Apmg v :uoisnpuj jo 0|y
9€ ‘uipey € dajueizen ejopjoq
. sHwIT 9yl pue diysinauaidaiiug aabnyay
BIRYUY
‘Inquess
1B3UIQ Jiwiz|
943 s . ‘ < | 1z9g sues
“uipe nwz I19AuNg [91IN 7 'jeg ‘Njoy uluskewlss [eASOS epuLielewINISN|O sesna | L2OZ | Ly
el upEIY ILIOUOXT MIL1F ud|PWISUID 1[9A1NS AFAA
N piysey Ao ul suonuay|
Fo3443 BjInijues 1ok 1 'eleyiy q 6 £
, , 119A1INS |92IN 7 |enauaidaiuy ,seabnjay uenAs jo aeeN | 120z | ov
00l ‘uipey 7z fereny 0 'yeuna _
. SJUBUILIRISQ 9y :SIslD ul diysinauaidaiiug
a’pewweyow)y
‘a|doadssauisng aabnyay uelLAS paseg
A3 IsdaH Inquelsy | 113AuNS “IIRAINL [9HN 'V D 'bueyd | -nquess| jo suonesadQ ssauisng ayy o Apnms d|eYeN | 1207 | 6€
aseD v :seabnyay a1y Ajjestwouody ay|
19A1suD Y
jeswnidoy ) | dnip uswdoD | WLUOA (1e])1ezep 1B1jSeg uiuewsijed ant| pA ens

168  Girisimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Tiirkiye'de GBcmen Girigimciliginin Akademik Arastirmalarda Konumlanisina Dair Tespit ve Oneriler

REXE]

1901q "19AuNg

zlleuy Jig ljewnse|isiey

1zal

. ehuoy| ' [92IN ‘N eno SULISZ( JBPWISLID USWSQD OA MISS|IIA €¢0C| ¥S
CLE UIPEN 901 ARt *NUOASBAIIOIA YI[IPWISIID) SPUNIQINSS WZLN| Elopied
an ewnsely Jig apuisablog | DYL
RENE| uewek % iokun o1 < 008y J1SI313 PUISUBULIONS BULII{ DA BIBJSIURIARQ 1z3]
LEY 'Uipey 67 dem_NmM fI9AUNS 192N A4S oqely I331]IUBA UIULID|WI|IBT IIPWISUID) A 9Kewas elopjoqg €coe | €5
: [BASOS ULIR|IDWISHID UBWSQD 119ALNS
PENIE] 4 ‘ninyjuuel
, nguels 119Aun ewJe Lo J3|PWISLID 119A1ING SPUISILIOUONT |NQUE)S| Jode
LLL ‘uipey ol |nquels| I[PALINS M g'g “4odiz0 [PWISHIS 1[9ALNS Spuls! >3 [nquels| Y| 2e0z| s
Jejunios
A3 IsdaH BIBNUY 19ALNS [S¥N ‘H ‘uueg 1bnse|Sies apuAINS ISIWBPUR] 61-PIA0D SIeNBIN | ¢C0C | LS
ULRIPWISIID UBWAQD) 119ALNS 1Xep,elesuy
‘n'd 49N 1B2UIQ 1] (NUE)S| LBPWISHID
J4g IsdaH [nquels| 19AuUNS [9}N N Yelled 19ALINS epuIWe|Beg 1BIIDWISUID USW30D) SIeNBIN | ¢¢0C | 0S
, 1B3UIQ 1] AeleH BW\edU| JIg BULISZN
413 sdaH Aereq ljpAuns ISUN v IEsun LajWABuUa HI|PWISIID ULS|UBWIQD) 119ANS SIYEN | Cc0T | 6Y
o 11e|uoAsenio
‘c_v_mv_ 3 dajueizen 119AuNg [9UN 'S 'nzny ewdy LRAS| ulia)RAung ey, dajueizen dledeN | zzoz | 8p
LL P} S :39AIsulD |eswinidol A YIPWISHID 30D
R 0 u3jwiABUSQ HIPWISLID uLId|iALNS
67 ‘UIpey £ AeyeH l1pALNS BUN| e ey 4 “seqyal BEPUIY BWNIOY PIYO bep.Aeren] aleyeN | zzoz | Lb
eulnsely Jig
I]SUOA eARWEUY IULIR|IDY SI3eg a19)Dwl
o, 1Z3] suesi]
A443 IsdaH [nquess| 19ANg [9¥N N Inwist PAYNIA 1RAUNS uneldnID PWISUID PAYNIA| - v_wmv_:y o | 9y
1B 1IN L, U9[9IIN BYBQ A ZIg,, BSYOA N
‘IN ,JejuQ aA zig,, N, 219 oA usg,,
3 eAuoy i o ewlnsely Jig 91N wC:wND _@MEO eAuoy an ZaL suesn
‘uipey | ‘Inques| uebjy [SHN ¥ ‘Uedly | nquels| il ulusAewlas [PASOS apuldaing SIA 7202 | sy
v ! 1D ULI3|UBWSQD) UeB)Y 1Yap,ANL :
1Aisud oN
jeswnjdoy jJuay | dnip uswd0D | WAIUQA (1e])1ezep 1B1jSeg uiuewsijed anL| pA eus

Gilt/Nolume 13 | Sayi/lssue 2 | Aralik/December 2024 169



Merve PACACI

SN ‘D ‘w30 Aayuny ul
1943 ‘Inquels uebpy ‘I1pAun QU "N 'z 'PUBSIN | sinauaidanug aabnjay uelAs pue ueybyy o deye
‘upey € [nquess| JV 1PALNS [®3IN N 'Z N 13 J9Y UBLIAS p ybjv 4 [BXBN | 720 | €9
34 iwiz| v "Yeje§ SUOI}RIUBLIO PUE SUOIIPUOD) UOIIRIN}NIDY
91S SINewaoys
o 1UNAY Ul sinaualdaiiug uenAs :Ainsnpuj
A3 1sdaH eAuoy 19ALNS [PUN | 'V I\ ‘njBonuy 30US eAUGY ays U Inauaidanu3 536nsoy €0z | 29
e bulag 4o 9duauadx3 ayl uo Apnis v
.m>cov_ ., 2AnjIn Ul sunsuaidainug asbnyay
UISISIN 3 N43
uipey 1sdaH d 119AUNS PUN | ... USWOAN UBLIAS UO UDieasay anilelend €70z | 19
9)ueIZED) N ‘193]25u811pi] ]
i v :diysinauaidaliug uswop) 9abnjay
[nquels|
151114 ‘A [2A1waqg Suoe1adx3 pue S3559304d nuwnjog
uipe 1sdoH eAuoyy ‘nunbAn “119Auns ISUN "4 'uejsieele)| :eAUOY Ul USWOAA Inaualdanug uelbip deyry gcoz| 09
PENTE| |nquess| ‘A O ‘nunbn AayIn] ul
7 'uipey 0z ‘dajueizen pAuns | ewuey Y ‘wezeyyly | sinaualdanul ueuAs uo Apnis aandudsaqg v SIBABN | £COC | 6S
‘q ‘z1buad 1B3UIQ Uy SIIN
y4g IsdaH S 19ALNS [®UN 40 Ipu | wpuaRBaQ Ji1g BULBZN FPWIELID 113 SIeNBIN | €C0C | 8S
‘N "WHIpJIA .
DY M 1BauIQ 1] darueizen rewlndely Jig aulz()
3ox43 1sdoH dajueizen 19AuNS [9UN d uw_go | NUOASeAOU] A IBIIPWIEID DSYNIA 19ALNS deXeN | €20 | LS
AR EIAREE ’
163U dajueizen
. o . : N : 1Z3] suesi]
RENVENINCETH] dayueizen | 11@AUNS “IRARMNL [93IN v leqy :13[92UNSNQ epunsnuoy| uoAselbajuy | - Sexns | €207 98
9/ 1903y ULR|PWISLID 1[9ALUNG OA 14SA AOSANA
uipey 1sds nquess| 119ALN el g He|n tbauwQ | 2L
PeX sdeH Inquess| IoANS PUN | 71 "8 Jneinpav AN uLBIDWISID Uipey 131N 11RAUNS elopjoqd €e0e| ss
19A1suD oN
jeswnjdoy ) | dnip UBWED | WISIUOA (1e[)rezep 161j5eg uiuewsijed inL| A elis

170  Girigimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Tiirkiye'de GBcmen Girigimciliginin Akademik Arastirmalarda Konumlanisina Dair Tespit ve Oneriler

Kaynakca

Aad, Yara (2020). “Gaziantep'teki Suriyeli Gocmen Girisimciler Uzerine Bir Arastir-
ma”, Gaziantep Universitesi /Sosyal Bilimler Enstitiisii/iktisat Ana Bilim Dali, Yiiksek Lisans
Tezi, Gaziantep.

Abbara, Douaa (2020). “Economic Engagement of Refugees Analyzing Success Fac-
tors and Barriers of Syrian Refugee Entrepreneurs in Turkey: Case of Istanbul. . ibn Hal-
dun University, Master’s thesis, istanbul.

Abdullatif, Behiye Korpe (2023). “Suriyeli Multeci Kadin Girisimcilerin Turkiye Ekono-
misine Uyum Sireci: istanbul ili Ornegi” , Marmara Universitesi Orta Dogu Ve islam Ulkel-
eri Arastirmalari Enstitiisti, Doktora Tezi, istanbul.

Afkari, Rana (2022). “Turkiye'deki Afgan Gocmenlerin Girisimcilik Strecinde Sosyal
Sermayenin Etkisi: istanbul Ve Konya Ornegi Uzerine Nitel Bir Arastirma”. Necmettin Er-
bakan Universitesi Sosyal Bilimler Enstittist, Yiiksek Lisans Tezi. Konya.

Alhoussen, Abdulbasit (2020). “Gecici Koruma Kapsamindaki Suriyeli Siginmaci Gi-
risimcilerin Sosyo-Ekonomik Yapiya Etkisi: Sanliurfa Ve Gaziantep Ornegi”, Harran Univer-
sitesi Sosyal Bilimler Enstitisd, Yiksek Lisans Tezi, Sanlurfa.

Almohammad, D., Omar Durrah, Taher Alkhalaf and Mohamad Rashid (2021). En-
trepreneurship in Crisis: The Determinants of Syrian Refugees’ Entrepreneurial Intentions
in Turkey. Sustainability, 13(15).

Akin, O., ve Metin Reyhanoglu (2022). Benzerlikleri ve Farkliliklariyla Gé¢men Gi-
risimciler ve Milteci Girisimciler: Bir Tipoloji Onerisi. Cankiri Karatekin Universitesi lktisadi
ve [dari Bilimler Fakdltesi Dergisi, 12(3), 1-31.

Akyigit, H., ve Zeynep Baki (2021). Sosyal Sermayenin Goc¢ ve Etnik Girisimcilik Uze-
rindeki Etkisi: izmir'deki Suriyeli Kiiciik Girisimciler. Yorum Yénetim Yéntem Uluslararas
Yonetim Ekonomi ve Felsefe Derqisi, 9(1), 67-88.

Akyol, Fatma (2019). “Refugee entrepreneurship in Turkey: The case of Syrians in
Gaziantep.” Gaziantep University, Graduate School Of Social Sciences Department Of
Business Administration, Unpublished Master’s Thesis, Gaziantep.

Alkhazam, R., ve Ozlem Yasar Ugurlu (2023). A Descriptive Study on Syrian Entrepre-
neurs in Turkey. International Journal of Economics and Management Engineering, 17(7),
462-466.

Alrawadieh, Z., Eytp Karayilan and Gurel Cetin (2019). Understanding the challeng-
es of refugee entrepreneurship in tourism and hospitality. The Service Industries Jour-
nal, 39(9-10), 717-740.

Arabo, Subhi Kord (2023). “Suriyeli gégmen girisimcilerin sosyal sermaye ve girisim-
cilik egilimlerinin yenilik¢i davranislara ve firma performansina etkisi: TRC1 bolgesinde

Cilt/Volume 13 | Sayi/lssue 2 | Aralik/December 2024 | 171



Merve PACACI

bir arastirma.” Gaziantep Universitesi, Sosyal Bilimler Enstitisi, isletme Ana bilim dal,
Gaziantep.

Atasu Topcuoglu, Reyhan (2019). Syrian Refugee Entrepreneurship in Turkey: Inte-
gration nd The Use of Immigrant Capital in The Informal Economy. Social Inclusion, 7(4),
200-210.

Ates, Ferdanur (2021). Suriyeli Go¢men Girisimcilerin Deneyimlerinin ve Misterilerin
Goécmen Girisimcilerden Alisveris Yapma Motivasyonlarinin incelenmesi, Karabiik Universi-
tesi, Yayinlanmamis Yuksek lisans tezi, Karabuk.

Aricioglu, Mustafa Atilla (2023). A Study on the Experience of Being a Refugee En-
trepreneur in the Konya Shoe Industry: Syrian Entrepreneurs in Aykent Shoemakers Site.
In Refugee and Immigrant Entrepreneurship: An Economic and Social Perspective from
Turkiye (pp. 245-264). Cham: Springer International Publishing.

Baird, Theodore. (2015). Nigerian Entrepreneurs in Istanbul, Turkey: Spatial and Tem-
poral Dimensions of Mixed Embeddedness. Oxford, UK: International Migration Institute
(IMI), Oxford Department of International, Development (QEH), University of Oxford.

Baki, Zeynep. (2021). “Suriyeli girisimcilerin etnik ekonomi olusturmalarinda sosyal
sermayenin roli: izmir 6rnedi” , Sakarya Universitesi Sosyal bilimler Enstitiisd, Yiiksek
Lisans Tezi, Sakarya.

Barin, Hilal (2022). Ankara’daki Suriyeli Go¢cmen Girisimcilerin Covid-19 Pandemisi
Surecinde Karsilastigi Sorunlar. Gé¢ Dergisi (GD), 9(1), 37-64.

Biehl, K., ve Didem Danis (2020). Toplumsal cinsiyet perspektifinden Turkiye'de gog
arastirmalari. Kristen Biehl ve Didem Danis (der.) Tirkiye'de G6¢ Arastirmalari icinde, SU
Gender ve GAR, Istanbul, 8-17.

Buz, Sema (2007). Gocte Kadinlar: Feminist Yaklasim Cercevesinde Bir Calis-
ma. Toplum ve sosyal hizmet, 18(2), 37-50.

Chang, Ching-An (2022). The economically rich refugees: A case study of the busi-
ness operations of Istanbul-based Syrian refugee businesspeople. International Migra-
tion, 60(3), 38-51.

Coskun, Emel (2016). Turkiye'nin Go¢ Rejiminde Toplumsal Cinsiyet Faktort: Ugan-
dali Gé¢men Kadinlar Ornegi. Fe Dergi, 8(1), 90-104.

Creswell, John W. (2021). Karma Yontem Arastirmalarina Giris.(Cev.ed.)Mustafa
Sozbilir, Pegem Akademi, Ankara.

Caha, 0., Aysegil Komsuoglu Crtipitioglu, Yusuf Adigizel, . Ahmet Oguz Demir., ve
Oguzhan Altinkoz (2020). istanbul Gécmen Girisimci Haritasi: Gé¢menlerin istihdama Ve
Ekonomiye Katkisi. Uluslararasi Goc ve Miilteci Dernegi (IMRA) Yayinlari, istanbul.

172 Girigimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Tiirkiye'de GBcmen Girigimciliginin Akademik Arastirmalarda Konumlanisina Dair Tespit ve Oneriler

Cakirer Ozervet, Yasemin ve Betill Yurtsever (2017). “istanbul’da Girisimci Go¢men-
ler’, Uluslararasi Go¢ ve Toplumsal Uyum Arastirmalari Serisi: 2, Marmara Universitesi Kent
Sorunlari ve Yerel Yonetimler Arastirma ve Uygulama Merkezi.

Cakirer Ozservet, Y. ve Betiil Yurtsever (2017). Yerelde Uyum Politikalarinda Onemli
Birer Aktorler: Go¢men Girisimciler. KAYSEM 11, pp: 2515- 2533. Elazig.

Catalkaya, M. A. (2018). “Turkiye'deki Suriyeli Siginmaci Girisimcilerin Ulke Ekono-
misine Katkilari: istanbul Ornegi”. istanbul Ticaret Universitesi, Sosyal Bilimler Enstitiis(,
Yiksek Lisans Tezi. istanbul.

Castles, S., Mark J. Miller and Giuseppe Ammendola. (2005). The Age of Migration:
International Population Movements in the Modern World, New York: The Guilford Press.

Cestenedi, Yusuf (2012). “Gdcmenlik Olgusunun Girisimcilik Egilimi Uzerindeki Etki-
si”. Sakarya Universitesi Sosyal Bilimler Enstit(ist, Yiksek Lisans Tezi. Sakarya.

Colak, Yagmur. (2019). “itme-Cekme Faktorlerinin Tirkiye'de Faaliyet Gésteren Su-
riyeli Gécmen Girisimcilerin Algilanan Rekabet Stratejileri Uzerindeki Etkisi.” Karadeniz
Teknik Universitesi, Y(iksek Lisans Tezi, Trabzon.

Demir, Ahmet Oguz (2018). “Syrian Entrepreneurs in Turkey: Challenges And Oppor-
tunities” stanbul Commerce University Journal of Social Sciences/istanbul Ticaret Univer-
sitesi Sosyal Bilimler Dergisi, 17(34).

Dengiz, Sevdagl (2018). "G Hareketlerinin Girisimcilik Faaliyetleri Uzerindeki Etki-
si: Hatay ili Uzerine Bir inceleme” . Siileyman Demirel Universitesi Sosyal Bilimler Enstitiisu,
Yiiksek Lisans Tezi, Isparta.

Deniz, Duygu (2017). “Turkiye'deki Suriyeli Multeci Girisimcilerin Olusum Sureci Ve
Ozellikleri” Mustafa Kemal Universitesi, Sosyal Bilimler Enstitiist, Yiiksek Lisans Tezi, Ha-
tay.

Deveci, Asl (2022). Uluslararasi Go¢ Strecinde Kadin ve Tirkiye'deki Suriyeli Kadin-
larin Ekonomik Yasama Katilimi. insan Hareketliligi Uluslararasi Dergisi, 2(1), 88-111.

Deveciyan, Taksi Meri (2021). Etnik (azinlik) girisimciliginde sosyal agin (network) gi-
risimcilik niyeti Gzerindeki rolii: Kuyumculuk sektériinde bir arastirma, istanbul Universitesi
Sosyal Bilimler Enstitiisti, Doktora tezi, istanbul.

Dufolix, Stephane (2011). Diasporalar, istanbul: Hrant Dink Vakfi Yayinlari.

Duman, Elif Seyda (2019) “Tirkiye'deki Suriyeli Gocmen Girisimciler Uzerine Bir
Alan Arastirmasi”, Marmara Universitesi, Sosyal Bilimler Enstittisti, Yayinlanmamis Yiiksek
Lisans Tezi, istanbul.

Erdogan, Mustafa Murat (2015). Turkiye'deki Suriyeliler: Toplumsal Kabul Ve Uyum.
istanbul: Bilgi Universitesi Yayinevi.

Gilt/Volume 13 | Sayi/lssue 2 | Aralik/December 2024 | 173



Merve PACACI

Erdogan, Mustafa Murat (2020). Suriyeliler Barometresi 2019: Suriyelilerle Uyum
icinde Yasamanin Cercevesi. istanbul: Orion Kitab.

Ertirk, M. I., Resul Gilec, ve Mehmet Yildinm. (2023). Suriyeli Mlteci Girisimciligi
Ve inovasyonu Uzerine Bir Arastirma Gaziantep ili Ornegi. Elektronik Sosyal Bilimler Der-
gisi, 22(88), 1667-1686.

Fong, R., Noel Bridget Busch , Marliyn Armour, Laurie Cook Heffron and Amy Chan-
mugam(2008). Pathways to Self-Sufficiency: Successful Entrepreneurship for Refugees.
Journal of Ethnic & Cultural Diversity in Social Work, 16(1-2), 127-159.

Fuller-Love, N., Lynn Lim and Gary Akehurst (2006). Guest Editorial: Female And
Ethnic Minority Entrepreneurship. The International Entrepreneurship and Management
Journal, 2, 429-439.

Garip, Sezen (2023). Sosyal Bilimlerde Nicel Arastirma Gelenegi Uzerine Kuramsal Bir
inceleme. International Journal of Social Science Research, 12(1), 1-19.

Goc¢ Idaresi Baskanligi Gecici Koruma Istatistikleri. (2024), https://www.goc.gov.tr/
gecici-koruma5638, (Erisim Tarihi: 1.6.2024).

Goc Idaresi Baskanhigi Uluslararasi Koruma istatistikleri. (2023). https://www.goc.
gov.tr/uluslararasi-koruma-istatistikler,(Erisim Tarihi: 1.6.2024).

Goncd, Selim Can (2019). “Turkiye'de Suriyeli Go¢cmen Girisimciligi: Bir GomUlU Teori
Calismas!. ” istanbul Universitesi, Sosyal Bilimler Enstit(isi, Yiiksek lisans tezi, istanbul.

Gulal, Metin (2023). “Turizm Sektoérinde Girisimcilik Motivasyonu: Yerlesik Ve
Gocmen Girisimciler Uzerine Karsilastirmali Bir Analiz”, Necmettin Erbakan Universitesi,
Sosyal Bilimler Enstitist, Doktora tezi, Konya.

Gungordi, Sevcan (2018). “Gdcmen Girisimcilerin Kisilik Ozellikleri ve Gécmen Gi-
risimcilik Uzerine Algilan.” Katip Celebi Universitesi Sosyal Bilimler Enstitiist, Yiiksek Lisans
Tezi, izmir.

Hazzaa, Safaa Haj (2021). “Gocmen girisimcilerin kisilik 6zellikleri ve gécmenlik Gze-
rine algilar Suriyeli gé¢cmenler (izerine bir arastirma”, Harran Universitesi, Sosyal Bilimler
Enstitiisd, Yiksek Lisans Tezi, Sanliurfa.

incili, O, F, ve Deniz Cengiz,. (2023). Etnik Girisimcilik Uzerine Bir Degerlendirme: Ki-
lis Kenti Ornegi. iktisadi idari ve Siyasal Arastirmalar Dergisi, 8 (Cumhuriyet'in 100. Yilinda
Turkiye'nin Sosyo-Ekonomisi” Ozel Sayisi), 232-259.

Kachkar, Omar (2019). Refugee entrepreneurship: Empirical quantitative evidence
on microenterprises in refugee camps in Turkey. Journal of Immigrant & Refugee Stud-
ies, 17(3), 333-352.

174  Girigimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Tiirkiye'de GBcmen Girigimciliginin Akademik Arastirmalarda Konumlanisina Dair Tespit ve Oneriler

Kahya Nizam, Ozlem. (2020), Afrika’dan Turkiye'ye Siginmaci Gécuniin Sosyolojik
Gorunumleri: Somalili Kadin Siginmacilar Ornedi, icinde Tirkiye'de Miiltecilik, Zorunlu
Go¢ ve Toplumsal Uyum Geri Dénls ma, Birlikte Yasam mi? Ed: Songdl Sallan Gul, Saniye
Dedeoglu, Ozlem Kahya Nizam, Baglam Yayincilik, istanbul.

Kahya Nizam, Ozlem. (2023), Uluslararasi Gécler ve Uydu Kentler, ic. Cumhuriyetin
Goclerle Dolu 100. Yili: 100 Baslikta Go¢ Yazilar, Ed. Gazanfer Kaya, izmir: Cem Yayinevi.

Karaarslan, F., and Yasemin Demirel. (2023). Migrant Entrepreneur Women in Konya:
Processes and Expectations. In Refugee and Immigrant Entrepreneurship: An Economic
and Social Perspective from Turkiye (pp. 195-218). Cham: Springer International Publish-

ing.

Karan, Olgu (2019). Suriyeli Multecilerin esnaflasmasini anlamada Bourdieucu yak-
lagimin olanaklari. [stanbul University Journal of Sociology, 39(2), 249-276.

Karan, O., Bilge Cakir ve Erhan Kurtarir. (2020). Hatay’daki Suriyeli Multecilerin Gi-
risimcilik Alanindaki Deneyimleri ve Mekansal Faktorler. G6¢ dergisi, 7(1), 77-94.

Karasu, Isin (2020). “Suriyeli Siginmac Girisimciler ile Sanlurfali Girisimcilerin Gi-
risimci Profili Uzerine Karsilastirimali Bir Alan Arastirmasi”, Harran Universitesi Sosyal
Bilimler Enstitisd, Yiksek lisans tezi, Sanliurfa.

Kayalar, M., ve Sibel Yildiz (2017). Uluslararasi GO¢ Sonrasi Ortaya Cikan Girisimcilik
Turleri. Stileyman Demirel Universitesi Iktisadi ve [dari Bilimler Fakdiltesi Dergisi, 22(1), 55-
62.

Kazgan, Giilten, (1983), “Milli Tiirk Devletinin Kurulusu ve Gécler”, lktisat Fakdiltesi
Mecmuasi, 30 (1-4).

Kilic, Ali Riza (2019). “Turkiye'deki Suriyeli Go¢menlerin Girisimcilik Faaliyetleri Uzer-
ine Bir Arastirma: istanbul/Esenyurt Ornegi”, Van Yiizincd Yil Universitesi, Sosyal Bilimler
Enstitdst, Yayinlanmamus Yiksek lisans tezi, Van.

Kisha, Hamid. (2019). Refugee entrepreneurship exploring the challenges and ob-
stacles faced by refugee entrepreneurs in Turkey, Atilim University, Unpublished master’s
thesis, Ankara.

Koyuncu, Ahmet (2016). Nimet Mi? Kdlfet Mi? Tirkiye'nin Suriyeli Siginmacilar Ve
G6¢ Ekonomisi Uzerine Bir Derkenar. A. Esen ve M. Duman (Ed.). Turkiye'de gecici koruma
altindaki Suriyeliler: Tespitler ve éneriler icinde (ss. 107-130). istanbul: WALD Yayinlari

Koyuncu, Ahmet (2020). Toplumsal Kabulde Ekonominin imkani: Konya‘daki Suriyeli
Girisimciler. fnsan ve Toplum, 10(3), 100-131.

Koriikmez, Lulufer., ve ilkay Stdas, (Eds.). (2015). Gécler Ulkesi: Alkislar, Gécmenler,
Arastirmacilar. istanbul: Ayrinti Yayinlari.

Gilt/Volume 13 | Sayi/lssue2 | Aralik/December 2024 175



Merve PACACI

Kuzu, Senay Leyla (2022), Gog Girisimcilik Ve Toplumsal Cinsiyet: Gaziantep'teki Su-
riyelilerin isyeri Acma Motivasyonlari. istanbul Ticaret Universitesi Sosyal Bilimler Dergi-
si, 21(Ozel Sayi), 90-106.

Light, Ivan (1984). Immigrant and Ethnic Enterprise in North America, Ethnic and
Racial Studies, 7(2), 195-216.

Min, P. G., and Mehdi Bozorgmehr (2000). Immigrant Entrepreneurship And Busi-
ness Patterns: A Comparison Of Koreans And Iranians in Los Angeles. International Mi-
gration Review, 34(3), 707-738.

Mustafa, M., and Stephen Chen (2010). The strength of family networks in trans-
national immigrant Entrepreneurship. Thunderbird International Business Review, 52(2),
97-106.

Nas, T. 1., ve Yagmur Colak (2020) itme ve Cekme Faktérlerinin Gocmen Girisimcilerin
Algilanan Rekabet Stratejileri Uzerindeki Etkisi Ve is Yasam Evreleri Déngistinin Moder-
ator Roll: Suriyeli Gégmen Girisimci Ornegi. Global Journal of Economics and Business
Studies, 9(18), 68-89.

Ozdevecioglu, Mahmut., ve Mustafa Karaca (2015). Girisimcilik girisimci kisilik ka-
vram ve uygulama. istanbul: Egitim Yayinevi.

Parlak, Nurgun Kul., ve Cigdem Uludag Guler (2022). Go¢men Girisimciligi Baglamin-
da Suriyeli Girisimciler: istanbul ili Ornegi. Yénetim Bilimleri Dergisi, 20(46), 849-884.

Pehlivan, U., ve Bulent Karaatli. (2020). Kavramsal, kuramsal ve hukuki baglamda
mdlteci girisimciligi: Turkiye'dek Suriyeli multeci girisimciliginin analizi. Stileyman Demirel
Universitesi Iktisadi ve [dari Bilimler Fakdiltesi Dergisi, 25(1), 15-41.

Pehlivan, Ulas (2021). Multeci girisimciligi: Suriyeli multecilerin is piyasalarina etkileri
ve is aglari. Baskent Universitesi, Sosyal Bilimler Enstitiisti, Ankara.

Sallan Gul, S., Ozlem Kahya Nizam, Emine Tirkmen (2020). Turkiye'de Multecilik,
Kadinlik ve Toplumsal Cinsiyet: Isparta Uydu Kentinde Yeni bir Kadinlik insasi Mimkin
Mu? icinde Tirkiye'de Multecilik, Zorunlu Géc ve Toplumsal Uyum Geri Déniis m, Bir-
likte Yasam mi? Ed: Songil Sallan Giil, Saniye Dedeoglu, Ozlem Kahya Nizam, Baglam
Yayincilik, istanbul.

Sallan Giil, Songtil. ve Ozlem Kahya Nizam (2021). Sosyal Bilimlerde icerik ve Séylem
Analizi. Pamukkale Universitesi Sosyal Bilimler Enstit(isti Dergisi, 2021 Sayi 42:Ozel sayi 1,
Denizli, ss. 0181-0198.

Shahab, Abdul Basir (2022). “Afganli Multecilerin/Yerlesimcilerin Mdlteci Girisimcilik
Tercihlerinin Ve Basarilarinin Gé¢ Dénemleri Uzerinden Arastiriimast: istanbul, Konya ve
Tokat Ornegi Uzerine Nitel Bir Arastirma” , Necmettin Erbakan Universitesi, Yiiksek lisans
tezi, Konya.

176  Girigimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Tiirkiye'de GBcmen Girigimciliginin Akademik Arastirmalarda Konumlanisina Dair Tespit ve Oneriler

Shinnar, R. and Dilek Zamantili Nayir (2019). Immigrant Entrepreneurship in an
Emerging Economy: The Case of Turkey. Journal of Small Business Management, 57(2),
559-575.

Subanova, Aisuluu (2013). “Turkiyedeki Kirgiz Ve Kazak Kékenli Go¢cmen Girisimciler
Uzerine Bir Alan Arastirmasi” Hacettepe Universitesi. Yiiksek lisans tezi, Ankara.

Safak, A., Zehra Nuray Nisanci., Gulcan Olcum (2024). Acculturation Conditions and
Orientations of Afghan And Syrian Refugee Entrepreneurs in Turkey. International Journal
of Intercultural Relations, 99, 101940.

Simsek, Dogus. (2020). Integration Processes of Syrian Refugees in Turkey: ‘Class-
Based integration’. Journal of Refugee Studies, 33(3), 537-554.

Tas, A., ve Umut Sanem Citci(2009). Gocmen Girisimcilerin Girisimsel Yolculuklarr:
Turkiye'deki Balkan Girisimciler. Uluslararasi Balkanlarda Tarih ve Kdltir Kongresi, 375-
388.

Tekbas, F., ve Olgu Karan (2022). Hatay'daki Gecici Koruma Altindaki Suriyelilerin
Girisimcilik Deneyimleri. G6¢ Dergisi, 9(1), 65-84.

Temur, Mert (2022). “Ben ve biz” mi,”biz ve onlar” mi, yoksa “biz ve daha niceleri”
mi?: Farkli multeci girisimci gruplarin Suriyeli milteci girisimcilere bakis agilarini anlamaya
yonelik bir arastirma” Bursa Uludag Universitesi, Yiiksek lisans tezi, Bursa.

Tokyay, Menekse (2019). Turkiye'de Suriyeli girisimci olmak: Yaman Halawi'nin
hikayesi, https://tr.euronews.com/2019/12/04/video-turkiye-de-suriyeli-girisimci-ol-
mak-yaman-halawi-nin-hikayesi-multeci, (Erisim Tarihi: 14.06.2024)

Turker, Sueda (2020). “Hedef Ulke Turkiye'nin Suriyeli Girisimcileri: istanbul Ornegi”.,
Marmara Universitesi, Sosyal Bilimler Enstitiisii, Yiiksek lisans tezi, istanbul.

Turkiye istatistik Kurumu Uluslararasi Goéc istatistikleri (2023) , https:/data.
tuik.gov.tr/Bulten/Index?p=Uluslararasi-Goc-Istatistikleri-2022-49457#: ~:tex-
t=T%C3%BCrkiye'den%20yurt%20d% C4%B1%C5%9F%CT4%B1na%20
9%C3%B6%C3%A7,%C3%BCN%C3%BC%20ise%20yabanc%C4%B1%20uyruklu-
lar%200lu%C5%9Fturdu (Erisim Tarihi: 03.06.2024)

Tarkiye Odalar ve Borsalar Birligi yabanci ortak sermayeli sirket rakamlari. 2024,
https://www.tobb.org.tr/Sayfalar/Detay.php?rid=13228&Ist=Haberler  (Erisim  Tarihi:
03.06.2024)

UNHCR (2024), Syria Regional Refugee Response, Situation Syria Regional Refugee
Response (unhcr.org), (Erisim Tarihi. 4.7.2024.)

Uygur, N. Gokee. (2020). Syrian refugee entrepreneurs in labour market: the case of
Istanbul. Turkiye Sosyal Arastirmalar Dergisi, 24(1), 99-110.

Gilt/Volume 13 | Sayw/lssue2 | Aralik/December 2024 177



Merve PACACI

Unsal, Ali (2022). Suriyeli Gécmenlerin Girisimcilik Deneyimleri Uzerine Bir inceleme:
Hatay ili Ornegi. Journal,(e-ISSN, 7(43), 1427-1441.

Valdez, Zulema (2002). “Ethnic Entrepreneurship: Ethnicity and the Economy in En-
terprise”, Working Paper 63.

Vesek, Sait (2021). “Bizim Mazi Zeval Oldu”: Turkiye'deki Suriyelilerin Kalma Ve
Yeniden Goc lle llgili Karar Verme Streclerini Etkileyen Faktérler. Sosyoloji Arastirmalari
Dergisi, 24(2), 379-421.

Volery, Thierry (2007). Ethnic Entrepreneurship: A Theoretical Framework, Handbook
Of Research On Ethnic Minority Entrepreneurship, (1): 30-41.

Waldinger, Roger (1986). Immigrant enterprise: A critique and reformulation. Theory
and society, 249-285.

Wauters, B. and Lambrecht, J. (2008) ‘Barriers to refugee entrepreneurship in Bel-
gium: towards an explanatory model’, Journal of Ethnic and Migration Studies, Vol. 34,
No. 6, pp.895-915.

Yabancilar ve Uluslararasi Koruma Kanunu, 2013, https:/Avww.mevzuat.gov.tr/
mevzuatmetin/1.5.6458.pdf (Erisim Tarihi: 23.06.2024)

Yetkin, Ugur. “Refugee Entrepreneurship and The Limits Of inclusion: A Study of
Syrian Refugee Entrepreneurs’ Embeddedness in Turkey”. Istanbul Technical University
Graduate School, Doctoral Thesis, istanbul.

Yildinm, 1., ve Ozgl Yiksekbilgili (2021). Gécmen Girisimciligi ve Suriyeli Gé¢men-
lerin is Kurma Sorunlari. Socrates Journal of Interdisciplinary Social Studies, 10, 112-130.

Yildiz, Savas. (2017). “Diaspora Girisimcilik: Turkiye'deki Suriyeli Girisimcilerin Profi-
li". izmir Katip Celebi Universitesi Sosyal Bilimler Enstitiist, Doktora Tezi, izmir. (Turkey)).

Yilmaz, Blsra (2019). “Girisimci Suriyeli Siginmacilarin isgiicti Piyasasi Deneyimleri:
Fatih Ornegi”, Marmara Universitesi, Yiiksek lisans tezi, istanbul.

Yurtseven, Salih Talha (2022). “Gocmen Girisimciler ile Yerel Girisimciler Arasinda-
ki Rekabete Etki Eden Faktorler: istanbul’daki Gécmen Ve Yerel Girisimciler Uzerine Bir
Arastirma” Marmara Universitesi, Yiiksek lisans tezi, istanbul.

Yiiksel, Kiibra., ve Cahit Aydemir (2020). Misafirlikten Kaliciliga: Diizce ilinde Bulu-
nan Suriyelilerin Sosyal Uyumu. Diizce Universitesi Sosyal Bilimler Dergisi, 10(2), 284-299.

178  cirigimdilik ve inovasyon Yonetimi Dergisi / Journal of Entrepreneurship and Innovation Management



Girisimcilik ve Inovasyon Yénetimi Dergisi /Journal of Entrepreneurship and Innovation ManagemenivwiEBétadergi.com/jeim
Cilt/Volume 13 | Sayi/Issue 2 | Aralik/December 2024 | 179-199

Investigation of Entrepreneurship Tendencies of Secondary
School Students

Elmas Merve OZYURT, Tuba AKPOI AT** Yener Al TIPARMAKOGUI | ARI

* *R

ABSTRACT Purpose: The purpose of this study is to examine the entrepreneurial tendencies of secondary
school

students.

Methodology: The study used Q methodology with criterion sampling, selecting 33 secondary school
students who received entrepreneurship education. Data collection involved 16 Q statements to mea-

sure students’ attitudes, skills, and intentions toward entrepreneurship.

Findings: The study identified three groups: “Potential Entrepreneurs” with positive attitudes, skills, and
intentions; “Dreamers” with low attitudes and skills but high intentions; and “Reluctant Entrepreneurs”

with high attitudes and skills but low intentions.
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1. Introduction

Entrepreneurship is recognized as one of the cornerstones of economic de-
velopment and innovation (Keat, Selvarajah, and Meyer, 2011). Therefore, for
sustainable economic growth and social progress, it is important to raise aware-
ness of entrepreneurship and encourage entrepreneurial spirit in young genera-
tions. The fact that young people have entrepreneurial personality traits such as
innovation, risk-taking, proactivity and competitiveness is in line with the char-
acteristics of individuals needed by many sectors today (Yurdasever and Yildiran,
2023). In this respect, understanding the meaning attributed to the concept of
entrepreneur will help to comprehend the importance of entrepreneurship in the
social and economic context.

When the literature is examined, it is seen that the definitions of entrepre-
neurs have evolved from the past to the present. Cantillon (1755), who defined
the concept of entrepreneur for the first time, states that an entrepreneur is a
person who earns profit by carrying out a planned and systematic activity and
assuming the risks related to the activity in question. Stevenson and Sahlman
(1989) state that an entrepreneur is a person who seeks opportunities outside
of the available resources, while Kirzner (1973) states that an entrepreneur is a
person who accurately predicts possible gaps in the market and discovers op-
portunities. Looking at the current definitions of the concept of entrepreneur,
Pinchot (1985) states that individuals he defines as intrapreneurs are inventors
who tend to take responsibility for creating all kinds of innovations within the or-
ganization, turning an idea into a profitable reality. According to Hisrich and Pe-
ters (2001), an entrepreneur is a person who can create greater value by bringing
together labor, raw materials and other assets. While it is seen that the common
denominator in the definitions made from past to present is the ability to take
risks related to opportunities; it is seen that the differentiation is the evolution
of the business from being “new” to being “innovative”. In this respect, it is
possible to say that entrepreneurship should not be seen only as the process of
establishing a business and creating economic value. Entrepreneurial individuals
recognize new opportunities to create value in their environment and find inno-
vative solutions to social problems and contribute to society by making use of
these opportunities (Oren and Bickes, 2011). In this respect, raising awareness
of entrepreneurship and entrepreneurial skills through education is of strategic
importance for sustainable development.
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There is much evidence in the literature that entrepreneurship education
increases awareness of entrepreneurship (Souitaris et al., 2007; Karabulut, 2009;
Bae et al., 2014; Garrido-Yserte et al., 2019; Wardana et al., 2020; Porfirio et
al., 2022). This suggests that structured entrepreneurship education can effec-
tively increase students’ interest in entrepreneurial activities. Therefore, entrepre-
neurship education, which aims to develop the entrepreneurial skills of young
generations and guide them towards innovative thinking, is becoming increas-
ingly important. Entrepreneurship, which basically aims to achieve economic
value (Gaddefors and Anderson, 2017), provides students with the necessary
knowledge, skills and motivation through education, encouraging them to start
their own ventures and thus contribute to economic growth and development
(Roopchund, 2020). In addition, since entrepreneurship includes the process of
creating value with innovative ideas, entrepreneurship trainings will enable the
development of high-level thinking skills such as creativity, problem solving and
decision making (Giiney, 2015). Technical skills such as adaptation to change,
innovation, determination and ambition, planning, goal setting; management
skills such as effective decision-making, effective human relations and nego-
tiation; and personal entrepreneurship skills such as team building and man-
agement, reporting, and knowledge of information systems (Hisrich and Peters,
2001), which are expected to be gained through entrepreneurship education,
are important in terms of revealing potential entrepreneurs from the early stages
of education.

Coskun (2015), who emphasizes the importance of social entrepreneurship
trainings in order to raise preschool students, who are in the period of sensitivity
and passionately in contact with the outside world (Montessori, 1975), as en-
vironmentally sensitive, creative, innovative and active individuals, argues that
such training will be more effective with the support of voluntary organizations.
Yurtseven (2020) states that entrepreneurship, which is defined as a 21st century
skill, should be taught at primary school level. Garrido-Yserte et al. (2019) state
that entrepreneurship education plays an important role in shaping the entrepre-
neurial tendencies of secondary school students and enables students to devel-
op their entrepreneurial competencies, intentions and motivation. Kahya (2016)
states that entrepreneurship education is essential in creating an entrepreneurial
culture at secondary and middle school levels. Studies reveal that entrepreneur-
ship education at all levels of education is important in increasing students’ en-
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trepreneurial intentions and preparing them for entrepreneurial activities (Porfirio et
al., 2022). As a matter of fact, the Ministry of National Education (MoNE) added the
concept of entrepreneurship to the curriculum by including the con- cept of
entrepreneurship in the Life Science curriculum for primary school 1-3 in 2009 and
by creating an entrepreneurship curriculum for secondary education in the same
year, and updated the curriculum in 2023 (MoNE, 2009; MoNE, 2023). These steps
can be considered as a significant progress and emphasis on entre- preneurship
education.

Entrepreneurship education has a critical role in enhancing students’ en-
trepreneurial intentions and shaping their entrepreneurial mindset. A study by
Souitaris et al. (2007) emphasizes that entrepreneurship programs can strength-
en these intentions and shape students’ mindsets, attitudes and behaviors as
entrepreneurs by combining learning, inspiration and resources. This finding
was also supported by Wardana et al. (2020), who stated that entrepreneurship
education can influence students’ career choices. Therefore, entrepreneurship
education can help students to see entrepreneurship as a viable career option.
In addition, entrepreneurship education is likely to improve students’ skills such
as innovation, creativity, adaptability and problem solving (Sanchez, 2013).

In particular, Porfirio et al. (2022) emphasize that exposure to entrepreneur-
ship activities increases and/or strengthens students’ entrepreneurial poten-
tial, promotes positive attitudes towards entrepreneurship, and improves their
perceptions of competence. Students’ intentions, attitudes and skills towards
entrepreneurship, entrepreneurship knowledge and the efficiency of entrepre-
neurship education reveal their entrepreneurial competencies (Ataseven, 2016).
Entrepreneurial competencies are also a determinant of students’ entrepreneur-
ial tendencies.

Ezentas and Bozyokus (2023) defined entrepreneurial disposition as “a per-
son’s willingness or ability to have entrepreneurial characteristics such as gener-
ating new ideas, taking risks, managing resources, establishing and developing
businesses”. Therefore, entrepreneurial disposition requires cognitive, affective
and behavioral competencies related to entrepreneurship. Among entrepreneur-
ial competencies, entrepreneurial attitudes play an important role in determining
one’s entrepreneurial potential. Bozkurt (2011) states that personality traits such
as openness, independence, extraversion, patience, and resilience are qualities
that positively affect entrepreneurial attitudes. However, entrepreneurial skills
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refer to cognitive awareness of the technical, managerial and personal entrepre-
neurial characteristics of entrepreneurship (Ataseven, 2016). Entrepreneurial in-
tentions, on the other hand, refer to positive attitudes towards entrepreneurship and
the desire to use perceived skills for the purpose of transforming them into
entrepreneurial practice in the future (Moberg et al., 2014). The acquisition of these
competencies at the secondary education level will allow for more meaning- ful
efforts to encourage, support and direct students towards entrepreneurship in higher
education and beyond (Garrido-Yserte et al., 2019). In this respect, it is important to
understand what kind of entrepreneurial profile secondary school students’
perceptions of entrepreneurial competencies constitute. The aim of this study is to
examine the entrepreneurial tendencies of secondary school students who have
received entrepreneurship education. Within the framework of this purpose, answers
to the following questions were sought:

« Is there a common trend in secondary school students’ perceptions of
entrepreneurship?

 Which sub-dimensions are prominent in the entrepreneurial tendencies
of secondary school students?

« What kind of disagreements do secondary school students have in their
tendencies towards entrepreneurship?

2. Method

2.1. Research Design

The research was designed using the Q methodology design. Q methodolo-
gy is a mixed research approach that enables participants to systematically reveal
their different views, opinions and consensus (Ramlo, 2015). Q methodology is
an approach that allows the exploration of subjectivity and observation of the
distributions of participants regarding the characteristic to be measured (Watts
and Stenner, 2005). In this respect, it can be said that factor analysis works with
a reverse logic (Stephenson, 1936). While factor analysis focuses on identifying
relationships and structures between variables in the data set, Q methodology
allows participants to reveal their thoughts and preferences and analyze this in-
formation.

In this research, it is examined whether there is a common tendency and
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disagreement in the entrepreneurship perceptions of secondary school students
who have received entrepreneurship education. It can be said that Q methodol-
ogy is a method that can be a solution to the research problem at the point of
revealing the entrepreneurship tendencies and differences of the students.

2.2. Participants

The study group of the research was determined by criterion sampling
method. Within the scope of the project, the criterion of having received en-
trepreneurship training was used. In this context, 33 students who volunteered
from the students who received entrepreneurship training constituted the study
group of the research. Information about the study group is shown in Table 1.

Table 1. Information about the students

Demographic

Characteristics Category. Frequency (f) Percentage (%)
Gender Girl 16 %48

Male 17 %52

Total 33 %100

There is an entrepreneur 8 %24
Entrepreneurship No entrepreneurs 25 %76
Status in the Family Total 33 %100.0

When Table 1 is analyzed, it is seen that 48% (N=16) of the students in the study
group are female and 52% (N=17) are male. It is understood that 24% (N=8) of the
students have entrepreneurs in their families and 76% (N=25) do not have
entrepreneurs in their families.

Participants were coded according to their gender, whether they had entre-
preneurs in their family and their rank number. For example, the eighth ranked
student, who was male and had entrepreneurs in his family, was coded as EES.

2.3. Data Collection Tools

As a data collection tool, 16 judgment sentences were used to measure stu-

dents’ entrepreneurial tendencies. In this process, firstly, the item pool consisting
of judgment sentences was created by taking into account the themes defined in
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the studies on entrepreneurship in the literature. In this context, entrepreneurial
disposition was analyzed under three themes (entrepreneurial attitudes, entre-
preneurial skills and entrepreneurial intentions). By writing positive and negative
sentences for each theme, it was aimed to create a diversity of opinions. The
sentences were organized and randomly numbered in line with expert opinions. The
themes and sentences related to the themes are shown in Table 2.

Table 2. Q Sentences

Sub Themes Q Sentences

1. In a problem situation, I am the first to suggest a solution (+)
) 8. I keep trying until I find a solution to a problem (+)

Attitudes 12. The best way to succeed is the way I know (-)

4. When I encounter a problem, I quit my job (-)

13. 1 can generate new ideas (+)

2. 1 can take risks to try new ideas (+)
16. I can find different ways to solve a problem (+)
. 6.1do not prefer teamwork (-)
EEitlrl(:preneurshlp 10. I have difficulty in following innovative technologies (-)
5. Working under pressure and stress is difficult for me (-)
14. 1 can communicate effectively with others (+)
11. I have difficulty adapting to change (-)

— 1t Twardd blienjobwhere Teanreabzemyowaideas L————
3. Isearch for entrepreneurship opportunities (+)

Entrepreneurial 7.1 have no dream of owning a business (-)
Intentions 9.1 have doubts about entrepreneurship (-)

Entrepreneurship

When Table 2 is examined, it is seen that four sentences about entrepre-
neurial attitudes, eight sentences about entrepreneurial skills and four sentences
about entrepreneurial intentions were written. The data were collected with a Q-
string that is suitable for normal distribution. The Q-sequence structured in the +3
range is shown in Table 3.
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Table 3. Q String

Don't Agree Neutral Agree

=2 -1 0 1 2 3

2.4. Data Collection and Analysis

In order to reveal the entrepreneurial tendencies of the students, a form

with randomly numbered Q sentences and a form with Q string were distributed
to the students. The form with the Q-string consists of three parts. There is a
Q-string, a table under the Q-string where the numbers of the sentences will be
placed, and two questions on the right side about why the most and least agreed
sentences were selected. First of all, students were asked to place 16 sentences
related to entrepreneurial tendency in the table under the Q-string according
to their agreement, disagreement and neutrality. Then, students were asked to
place these sentences in the Q-string by making pairwise comparisons. Finally,
they were asked to explain the reasons for choosing the sentences placed in the
+3 and -3 boxes.

The collected data were analyzed through the PQMethod 2.35 program.
Principal component analysis was used to determine under which factors the
participants were grouped. The factor loading value was calculated using the
formula “Standard error = 2.58x (1/V(number of q sentences)” proposed by
McKeown and Thomas (1988). The number of Q sentences used in the study
was 16. Therefore, the factor loading value was calculated as 0.64. In order to

compare the participants’ views on the sub-themes, the averages of the Z scores
were calculated. Again, the weighted averages of the Z scores, which include
the opinions of all participants regarding the sub-themes, were calculated by
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multiplying the Z scores by the number of people in the factors related to the sub-
theme and dividing these multiplications calculated on a factor basis by the total
number of people.

3. Findings

Principal component analysis was conducted to examine whether there is a
common trend in students’ perceptions of entrepreneurship. As a result of the
analysis, it was seen that the factor loadings of the participants were grouped
under three factors. Q methodology allows manual rotation to maximize the
variance explained by the factors (Brown and Robyn, 2003). In this context, man-
ual rotation was performed to ensure that the variances explained by the factors
were maximized. Factor distributions were observed by rotating 34 degrees in
the positive direction between Factor 1 and Factor 2 and 30 degrees in the pos-
itive direction between Factor 1 and Factor 3. Findings regarding factor loadings
are shown in Table 4.
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Table 4. Participant factor loadings

Participant Factor 1 Factor 2 Factor 3
KE1 0.70X -0.48 -0.10
KH2 0.44 0.39 0.67X
EH3 0.83X -0.38 -0.09
KE4 0.63X 0.07 -0.14
KH5 0.44 0.39 0.67X
EH6 0.48 -0.74X -0.13
KH7 0.73X 0.14 0.07
KH8 0.75X -0.05 0.47
KE9 0.81X -0.22 0.11
EH10 0.78X 0.15 0.23
KH11 0.11 0.52 -0.52
EH12 0.83X 0.49 -0.23
KH13 0.77X -0.17 0.20
KH14 -0.16 0.73X 0.11
EH15 0.69X -0.16 -0.11
EH16 0.35 0.64X -0.08
EH17 0.76X -0.38 0.10
EH18 0.72X 0.25 -0.28
EH19 0.84X 0.17 0.09
EH20 0.64X 0.13 0.41
KH21 0.78X -0.48 -0.22
KH22 0.72X -0.40 0.51
EH23 0.65X -0.47 -0.22
KE24 0.66X -0.25 0.06
EH25 0.77X -0.27 -0.16
KE26 0.86X 0.01 -0.07
EE27 0.00 0.72X -0.15
EH28 0.68X 0.63 0.10
KH29 0.71X 0.40 -0.15
KE30 0.36 -0.85X 0.36
EE31 0.79X 0.10 -0.33
EH32 0.76X -0.12 -0.14
EH33 0.88X -0.09 -0.10
Variance Explained %41 %14 %8

When Table 4 is examined, it is seen that the participants with factor load-
ings above the significance value are grouped under three factors. Of the 33
students who participated in the study, 25 were categorized under Factor 1, five
under Factor 2 and two under Factor 3. One student did not load significantly
under any factor. Factor 1 explains 41% of the total variance, Factor 2 explains
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14% and Factor 3 explains 8%. The prioritization of the sentences according to the
participants’ rankings and the Z scores of these rankings are presented in Table 5.

Table 5. z scores for Q sentences and importance rankings in

factors
Dreamers_ The Reluctant
Q Sentences —ERirepEenetis
Z Queue* z Queue* z Queue*
I - 024 7
1.Ina problem situation, I am the first to
suggest a solution. 092 5 -1.03 15 1.22 3
2. I can take risks to try new ideas. 9 -0.30 10 0.00 10
3.Isearch for entrepreneurship
opportunities. -0.04 -0.02 8 -0.61 13
4. When I encounter a problem, I quit my
job. -1.94 16 0.91 2 0.00 10
5. It is difficult for me to work under
pressure and stress. -0.46 11 2.63 1 1.84 1
6. 1do not prefer teamwork. ';Zz 1: 0.30 6 122 15
i i -0. 1
7.1 have no dream of owning a business. 5 063 1 0.00 10
8.1 keep trying until I find a solution to a 10
problem. 1.01 15 -1.56 16 1.22 3
9. I have doubts about entrepreneurship. 031 12 -0.66 12 122 15
ilO hInQ) ve. dlfflculty in following innovative 115 8 076 13 e 16
11.1 flnd it difficult to adapt to change. -0.77 1
) 6 0.83 3 -0.61 13
%2. The best way to succeed is the way I :
now. 013 9 g1 6
13.1can generate new ideas. 0.02 :
14. T can communicate effectively with 1.28 0.53 5 0.00 10
oﬁwers. 0.92 :
15. I would like a job where I can realize my 20,90 14 0.61 6
own ideas.
16. I can find different ways to solve a 1.27 2 0.59 4 061 6
problem.
1.00 4 0.19 7 -0.61 13

*It shows the participants’ order of importance of the item.

In the naming of the factors, the order of the Q sentences of the participants
forming the factors was taken into consideration. It is seen that the sentences
with the highest level of agreement of the participants gathered under Factor 1
are; (1) I can generate new ideas, (2) I want a job where I can realize my own
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ideas, (3) I keep trying until I find a solution to a problem, (4) I can find different
ways to solve a problem, and (5) I can take risks to try new ideas. When these
sentences were analyzed, it was seen that the participants tended towards posi- tive
sentences regarding their entrepreneurial attitudes, entrepreneurial skills and
entrepreneurial intentions. Therefore, this factor was named as “Potential Entre-
preneurs”. It was seen that the items with the highest level of agreement of the
participants gathered under Factor 2 were; (1) It is difficult for me to work under
pressure and stress, (2) When I encounter a problem, I quit my job, (3) I have
difficulty adapting to change, (4) I want a job where I can realize my own ideas, and
(5) I can generate new ideas. When these sentences are analyzed, it is seen that the
participants tend to have negative sentences regarding their entrepre- neurial
attitudes and entrepreneurial skills and positive sentences regarding their
entrepreneurial intentions. Therefore, this factor was named as “Dreamers”. It is
seen that the sentences with the highest level of agreement of the participants
gathered under Factor 3 are; (1) It is difficult for me to work under pressure and
stress, (2) I am the first to suggest a solution in a problem situation, (3) I keep trying
until I find a solution to a problem, (4) The best way to succeed is the way I know,
and (5) I can communicate effectively with others. When these sentences are
analyzed, it is seen that the participants tend towards positive sentences re- garding
their entrepreneurial skills and negative sentences regarding their entre- preneurial
attitudes. For this reason, the participants gathered under this factor were named as
“Reluctant”.

In order to interpret the entrepreneurial tendencies of the participants named

as Potential Entrepreneurs, Dreamers and Reluctant Entrepreneurs from a holistic
perspective and to understand which of the entrepreneurship sub-themes stand
out in each group, the mean Z scores of the groups on the basis of sub-themes
and in total were calculated and the relevant findings are shown in Table 6.

Tahle 6. Mean z values for entrepreneurial tendency

Potential The

Weighted
Theme RO

EuBiEsers PR ottt Average
Entrepreneurship Attitudes 0,79 0,44 0,46 0,51
Entrepreneurship Skills 0,94 0,47 0,22 0,66
Entrepreneurial Intentions 0,62 -0,31 0,54
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When Table 6 is examined, it is seen that all participants have the highest
level of perceptions of entrepreneurial skills, followed by entrepreneurial inten-
tions and entrepreneurial attitudes. When analyzed in the context of participant
groups, it is seen that Potential Entrepreneurs have the highest perception of
entrepreneurial skills and the lowest perception of entrepreneurial intentions.
Dreamers perceive entrepreneurial attitudes at the lowest level, while entrepre-
neurial intentions are the sub-dimension they perceive at the highest level. While
the reluctant perceive entrepreneurial skills at the highest level, they perceive
entrepreneurial attitudes at the lowest level.

Pairwise comparisons were made to see the differences between the groups

and the sentences with the highest difference (sentences with a Z score above 1)
are presented in Table 7.

Table 7. Decompositions between factors

Factors Sentence Z. points
difference
8. I keep trying until I find a solution to a problem. 2.57
Potential 14. I can communicate effectively with others. 1.82
Entrepreneursand  1.Ina problem situation, I am the first to suggest a 1.27
Dreamers solution.
2.1 can take risks to try new ideas. 1.22
Potential 16. I can find different ways to solve a 1.61
Entrepreneursand ~ Problem.
the Reluctant 13.Ican generate new ideas. 1.28 1.52
6.1 am not prone to teamwork. L.45
Dreamers and the  11.Ifind it difficult to adapt to change. 1.08

Reluctant

10. I have difficulty in following innovative
technologies.

When Table 7 is examined, it is seen that the sentences in which potential
entrepreneurs and dreamers differ the most are in positive sentences related to
entrepreneurial attitudes and entrepreneurial skills. However, potential entrepre-
neurs and reluctant entrepreneurs differ the most in positive sentences related
to entrepreneurial skills. On the other hand, dreamers and the reluctant diverged
the most in negative sentences related to entrepreneurial skills.
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3.1. Potential Entrepreneurs

Potential entrepreneurial students have high entrepreneurial tendencies.

They have the ability to make decisions by thinking through a detailed solution
to any problem and evaluating different scenarios. Their ability to creatively gen-
erate new ideas gives them an important advantage in the problem-solving pro-
cess. Their determination to not give up and overcome problems indicates that
they can also show resilience when they face obstacles on their entrepreneurial
path. In addition, these students have strong communication skills and can com-
municate effectively with people. Their openness to others’ ideas enables them
to evaluate various perspectives and find new and innovative solutions. Their
solution-oriented thinking skills and leadership qualities enable them to take an
active role in teamwork. The views of the students in this group are given below.

Even for simple problems in daily life, I have a structure that makes decisions
in a very detailed way, thinking of a solution for every possibility and choos-

ing the most appropriate one for the scenario among these solutions (KH1). I

can generate new ideas with creativity (EH3). Factors such as pressure and

stress are not a problem for someone who

works hard enough (EH23)

In my opinion, if we move on to another problem without solving a prob-
lem, we only cover up that problem (EH25)

I am a social person who is in constant communication with people in my

daily life, so communicating with others is one of the easiest things for me
(PE26)

I usually pay a lot of attention to other opinions. I examine other ideas with-
out expressing my own (PPS26)

I think I have improved myself in solution-oriented thinking and can use it
effectively (KH21)
I have leadership qualities in team work (KE24)

Someone who gives up when faced with a problem has already done noth- ing.
In my opinion, a person can be wrong tens of times, hundreds of times
depending on the subject, and this is a very normal and healthy way of learning.
I may lose but I never give up (EH17)
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3.2. Dreamers

Dreamer students’ desire for a fun and creative business demonstrates their
entrepreneurial potential. However, the fact that they face obstacles such as
stress issues and fear of risk-taking indicates that they may face significant chal-
lenges in their entrepreneurial journey. The desire to bring their own ideas to life
reflects the creative potential and entrepreneurial spirit of these students. How-
ever, difficulties in keeping up with technology and performance decline under
pressure can be some of the obstacles on the path to entrepreneurial success.
The views of dreamer students are presented below.

I always wanted a fun and creative job. I never want a monotonous job
(EH6).
I have stress problems and it affects my life badly (KH14).

I am often afraid of taking risks (KH14).

I would like a job where I can realize my own ideas because I can realize my

dreams (ES16).
I find it difficult to follow the technology (EH16).

Under pressure, I get confused and slow down (EE27).

I think everyone’s dream is to have their own business (EE27).

3.3. The Reluctant

Reluctant learners are based on their ability not to give up in the face of
problems and to generate alternative solutions. The fact that they see problems
as a test indicates that every challenge is an opportunity and that they strive to
make the most of these opportunities. Their determination not to give up even
in small problems indicates that they can resist the obstacles they may encoun-
ter in the entrepreneurial world. However, their tendency not to explore entre-
preneurial opportunities and their desire to work in a non-risk job may reflect
a certain search for security. Their desire to strike a balance between comfort
and productivity may indicate a certain reluctance to step out of their comfort
zone to achieve success in business. The views of the reluctant students are as
follows.
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I do not search for entrepreneurship opportunities because I would like to
work in a job that is not risky (KH2)

If it is not comfortable, it is inefficient. And when it is inefficient, it is only a
waste of time (KH2)
I do not give up on small problems (KH5)

I don’t think I need different ways to be successful. My own ways have
worked so far and I don’t like to change them (KH5)

4. Discussion, Conclusion and Recommendations

As a result of the research, it was seen that the participants who participated

in entrepreneurship training had positive attitudes towards entrepreneurship to
a great extent (25 people). However, it can be said that students are categorized
into three groups in terms of differences between their attitudes, skills and inten-
tions regarding entrepreneurship.

Participants labeled as potential entrepreneurs had positive attitudes, per-
ceptions of skills and intentions towards entrepreneurship. This finding supports
research indicating that entrepreneurship education has positive effects on stu-
dents’ entrepreneurship (Bae et al., 2014; Sanchez, 2013). Potential entrepre-
neurs emphasized characteristics such as the ability to generate new ideas, the
desire to realize their own ideas, and the determination to find solutions to prob-
lems. In addition, it was seen that they thought that they were prone to team-
work and had strong communication skills. In this respect, it can be said that
potential entrepreneurs exhibit responsible and extraverted personality traits.
Responsibility as a personality trait is defined by determination and a tendency
to be productive. Extraversion, on the other hand, includes characteristics such
as self-confidence, tendency to socialize, and openness to new ideas (Chamor-
ro-Premuzic, 2014). Yurdasever and Yildiran (2023) state that extraversion and
conscientiousness personality traits are positively related to individual entrepre-
neurial tendency. However, Wardana et al. (2020) state that there is a positive
relationship between self-efficacy and entrepreneurial attitudes and intentions.
In this context, the positive entrepreneurial tendencies of potential entrepreneurs
may stem from these personality traits.

Participants labeled as dreamers exhibit a complex profile regarding entre-
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preneurship. Although their perceptions of entrepreneurial attitudes and skills are
low, their entrepreneurial intentions are quite high. Despite the negativities such
as the difficulty of working under pressure and stress, difficulty in adapting to
change, their desire to realize their own ideas and their ability to generate new
ideas are at the forefront. In this respect, it can be said that the entrepreneurship
education they receive has a positive effect on their entrepreneurial intentions
(Bae et al., 2014). Tikel, Atilgan, and Temel (2020) stated that sports high school
students have a moderate level of entrepreneurial tendency and that the positive
attitude towards entrepreneurship increases as the grade level increases. In this
respect, the fact that the participants are students at the first stage of secondary
education suggests that they can make progress in attitudes and skills related to
entrepreneurship. However, Aydin and Er (2015), in their study with vocational
high school students, stated that nervous and ambitious students have higher
entrepreneurial potential. In this respect, although dreamer students have entre-
preneurial intentions, their low perception of entrepreneurial attitudes and skills
such as taking risks, continuing in case of failure and working under pressure may
be preventing the emergence of their entrepreneurial potential.

Participants labeled as the reluctant have a negative attitude towards en-
trepreneurial skills despite having positive skills related to entrepreneurship. Al-
though their perceptions of entrepreneurial skills were high, it was observed that
their entrepreneurial intentions were low. Karabulut (2009), in his study with
university students, concluded that students do not want to be entrepreneurs
even though they have received entrepreneurship education. In this respect, it
is possible to say that entrepreneurship education increases awareness of entre-
preneurship, but different parameters play a role in taking action. As a matter of
fact, Balaban and Ozdemir (2008) emphasize that entrepreneurship education
reveals entrepreneurial tendency, but it should not be considered as the only
condition for entrepreneurship. For example, motivational values are said to af-
fect entrepreneurial intention (Naktiyok and Timuroglu, 2010). In this context, it
can be said that reluctant students may tend to prefer the safe and traditional.

It is said that entrepreneurship is important for national economies and con-
tributes to the reduction of general problems such as unemployment (Sanchez,
2013; Roopchund, 2020). In this respect, investigating the entrepreneurial ten-
dencies of students at the secondary education level is important in terms of
helping these students in orientation and guidance studies. In other words, pro-
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viding awareness of entrepreneurial tendencies and related skills is a critical issue at
the secondary education level. The realization of guidance and counseling ser- vices
according to these awareness can help individuals make the right choices in their
later life. Entrepreneurial tendencies can emerge as a natural behavior in individuals;
however, entrepreneurship trainings can help to reveal implicit char- acteristics and
thus trigger entrepreneurial tendencies. In this way, young people can be supported
to discover their potential and take the right steps towards entrepreneurship. In this
respect, it can be said that entrepreneurship education at the secondary education
level is of great importance in terms of providing students with entrepreneurial
mindset and skills. Such education aims to support the entrepreneurial mindset of
young people, develop their skills and promote a culture of innovation and
entrepreneurship among students. Entrepreneurship education offered in secondary
education is an important step for young people to succeed in their future careers
and develop their entrepreneurial spirit.

Based on the results of the research, as steps that can be taken to increase

the effectiveness of entrepreneurship education at the secondary education level
and to reveal the entrepreneurial potential of students, practitioners are recom-
mended to use methods suitable for the characteristics and motivational values
of students in entrepreneurship education. For example, a more supportive ap-
proach can be adopted for students who are afraid of taking risks or commu-
nicating. Entrepreneurship clubs can be established in schools to help students
gain entrepreneurship experience. Through these clubs, students can find the
opportunity to practice developing business ideas and preparing business plans.
Researchers are recommended to conduct longitudinal studies examining the
impact of entrepreneurship education at different educational levels, and to
conduct studies that can comparatively reveal the entrepreneurial tendencies of
students studying in different school types (vocational high school, science high
school, etc.). In addition, it is recommended to conduct research on the entre-
preneurial profiles emerged in the study and the factors affecting their entrepre-
neurial tendencies.
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Relationships of Brand Orientation with Internal Branding
Factors: An Employee Perspective in a B2B Manufacturing
Context

Ali AYCI", Musa PINAR™, ismail ilhan HATIPOGLU™, Tulay GIRARD*"

ABSTRACT

Purpose: This study examines employee perceptions of the firm's brand orientation and internal brand-
ing efforts, as well as the benefits (outcome factors) of internal branding, to determine the extent to
which employees understand and internalize these concepts, ultimately resulting in brand performance.
Methodology: The study was conducted in a manufacturing B2B firm setting, utilizing a survey admin-
istered online via a link included in an email invitation sent to 600 employees. A total of 220 complete
surveys were collected and analyzed.

Findings: The results indicate that all internal branding factors are positively and significantly correlated.
Internal branding determinants significantly predict brand performance, brand orientation, and internal
branding. Additionally, some demographic variables influence employee perceptions of internal brand-
ing factors.

Results: The benefits/outcome factors of internal branding, drawn from the literature, include brand
commitment, brand citizenship behavior, brand allegiance, and employee recognition/reward. These
factors were found to have a significant impact on brand performance.

Authenticity: This study is one of the pioneering investigations conducted in the manufacturing sector
to explore brand orientation and internal branding from employees’ perspectives, offering valuable
insights for both academic research and managerial practices.

Keywords: Internal Branding, Brand Orientation, Internal Branding Factors

JEL Codes: M3, M1

Marka Oryantasyonunun i¢sel Markalasma Faktorleri ile
iliskisi: B2B Uretim Baglaminda Calisan Perspektifi

oz

Amag: Bu calisma, calisanlarin firmanin marka yonelimi ve icsel markalasma cabalarina iliskin algilarini
ve icsel markalasmanin faydalarini (sonuc faktorlerini) inceleyerek, calisanlarin bu kavramlari ne élctide
anladiklarini ve icsellestirdiklerini, bunun sonucunda da marka performansina olan etkilerini belirlemeyi
amaclamaktadir.

Yontem: Arastirma, bir B2B Uretim firmasinda gerceklestiriimis ve anket, calisanlara e-posta yoluyla gon-
derilen bir baglanti araciligiyla cevrimici olarak uygulanmistir. Toplamda 600 calisana ulasilan anketlerden
2207si eksiksiz bir sekilde doldurulmus ve analize dahil edilmistir.

Bulgular: Sonuclar, icsel markalasma faktérlerinin tamaminin pozitif ve anlamli bir sekilde iliskili oldu-
gunu gostermektedir. Icsel markalasma belirleyicileri, marka performansini, marka yonelimini ve icsel
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markalasmayi anlamli bir sekilde tahmin etmektedir. Ayrica, bazi demografik degiskenlerin calisanlarin
icsel markalasma faktorlerine yonelik algilarini etkiledigi goralmustar.

Sonugclar: Literattrde tanimlanan icsel markalasma faydalari/sonuc faktorleri; marka baglligi, marka
vatandaslik davranisi, marka sadakati ve calisan taninmasi/édullendiriimesi olarak belirlenmistir. Bu fak-
torlerin, marka performansi tizerinde 6nemli bir etkisi oldugu tespit edilmistir.

Ozgiinliik: Bu calisma, dretim sektériinde, calisanlarin perspektifinden marka yénelimi ve icsel marka-
lasmayi inceleyen 6ncl arastirmalardan biri olup, akademik ve yonetsel uygulamalara degerli katkilar
sunmaktadir.

Anahtar Kelimeler: icsel Markalasma, Marka Yénelimi, icsel Markalasma Faktorleri
JEL Siniflandirmasi: M3, M1

1. Introduction

Businesses use their brands to identify and differentiate themselves from
competing brands. A strong brand can provide a significant competitive advan-
tage in the global economy (lyer et al., 2018). Barros-Arrieta and Garcia-Cali
(2021) point out that the brand has become a strategic asset for organizations,
serving as a source of competitive advantage. According to the American Mar-
keting Association, a brand is a name, term, symbol, or combination of these
that identifies the manufacturer or seller of a product (AMA, 2021). Beyond this
definition, a brand is the global promise or value proposition that a firm project
concerning the experience that the brand delivers (Aydon, 2009; Pinar et al.,
2016). As an intangible strategic resource, a brand can represent a distinctive
sign of consistency and quality (Erkmen & Hancer, 2015) and expresses much
more by including abstract concepts such as excitement, entertainment, empa-
thy, and stimulation (Kapferer, 2012).

In addition, as a management philosophy, brand orientation has received
significant attention in branding literature which in places the brand at the cen-
ter of organizational decision-making processes,

Brand orientation is an inside-out, identity-driven approach that sees the
brand as the hub for an organization and its strategy (Urde et al., 2013). Brand
orientation asserts that the primary objective of an organization is to protect and
advocate its brand values and identity while performing organizational activities,
including satisfying customers’ requirements (Urde, 1994, 1999). In this regard,
brand orientation represents the core values and brand promises that guide the
organization’s efforts, and in turn, those core values and brand promises are con-
verted into extended customer values (Urde et al., 2013; 15). lyer et al., (2018)
state that managers of brand-oriented organizations would be willing to contrib-
ute efforts and resources to promote the brand internally to employees because
these managers recognize the positive implications for the successful implemen-
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tation of brand orientation in the long term. This suggests that the stronger a
firm’s brand orientation the easier it may be to implement internal branding.

Traditionally, branding strategies have focused on external stakeholders, as
evidenced by a greater interest of researchers and managers (Devasagayam et al.,
2010; Hyttietal., 2015; Kang, 2016; Wagner & Peters, 2009). Recently, however,
the importance of employees as internal customers has been recognized, which
led to the realization of the need to promote the brand internally (Devasagayam
et al.,, 2010; Kang, 2016; Sheikh & Lim, 2015) for creating a strong brand and
brand equity. Therefore, in addition to focusing on external stakeholders (i.e.,
customers) to communicate the brand promise with external branding, Anisi-
mova and Mavondo (2010) suggest that brand management must also have an
internal focus/orientation to promote the brand internally to employees using
internal branding to help them understand the brand values and become brand
promoters. In this regard, internal branding is defined as the management tool
for ensuring that employees have a shared understanding of the desired brand
image and values, such that they are able and willing to reflect this image to oth-
er stakeholders through their behavior (Ragheb et al., 2018). This indicates that
internal branding provides employees with a clear direction to effectively deliver
the meaning and values of the brand to external customers (Dechawatanapaisal,
2018; Sandbacka et al., 2013).

Punjaisri and Wilson (2007) state that internal branding directly influences
the extent to which employees perform their role in fulfilling the brand promise
and their attitudes toward the brand, which in turn, affects employee perfor-
mance. Internal branding offers certain benefits to the organizations such as
brand commitment, brand citizenship, (i.e., Burmann & Kénig, 2011; King &
Grace, 2010, King et al., 2012), brand allegiance (King et al., 2012), recognizing/
rewarding employees (Iglesias & Saleem, 2015; Piehler, 2018), and brand perfor-
mance (Casidy, 2014a, 2014b). In this study, we named them as the outcome
factors of internal branding. Because employees can reinforce and even create
a brand image for the products and organization (Miles & Mangold, 2004), it is
essential to understand brand orientation and internal branding from the em-
ployee perspective.

Given the important role employees play in the success of a company’s brand
orientation, the overall objective of this study is to examine the employees’ per-
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ceptions of brand orientation, internal branding, and the benefits (outcome fac-
tors) of internal branding which include brand commitment, brand citizenship
behavior, brand allegiance, employee recognition/rewarding. The study aims to
determine to what extent these concepts are understood, accepted, and inter-
nalized by employees to live the brand that contributes to brand and business
performance. Employees in manufacturing must understand and internalize the
brand values and brand promise as they produce the products to deliver the brand
promise advocated by the management. That is why understanding the percep-
tions of the employees of a manufacturing firm in the B2B environment pro-
ducing quality products to deliver the brand promise is as critical as those of the
employees in the B2C environment who deliver service to customers. Therefore,
this study measures and assesses employees’ perception of brand orientation and
internal branding in a commercial wood and furniture manufacturing company.

The importance of the internal brand orientation of the company is tradi-
tionally confirmed by the services branding literature (e.g., King & Grace, 2005;
King & Grace, 2010; Tosti & Stotz, 2001; Vallaster & de Chernatony, 2006), as the
brand promise is delivered by personnel in their interactions at each touch points.
Only a few studies examined brand orientation and internal branding in the
B2B context, (non-service settings). For example, emphasizing the importance
of internal branding in the industrial market, Baumgarth and Schmidt (2010)
offer evidence regarding the impact of brand orientation on internal branding. A
study by Baumgarth (2010) designed and tested a model for the internal anchor-
age of a business-to-business brand via corporate brand orientation. Reijonen et
al., (2015) examined the relationship between entrepreneurial orientation and
brand orientation in industrial small and medium-sized enterprises (SMEs) and
found a positive effect of entrepreneurial orientation on business growth. Zhang
et al. (2016) explored how brand orientation affects brand equity via internal
branding for industrial service companies and found that a company with a high
level of brand orientation will actively communicate its brand to customers and
implement internal branding among employees. Moreover, Zhang et al. (2016)
assert that the impact of brand orientation on brand equity is still not clear, and
the active roles of multiple stakeholders in co-creating brand equity are largely
neglected in business-to-business (B2B) branding literature. Understanding the
perceptions of manufacturing employees is as important as those of the frontline
employees because the manufacturing employees’ perceptions of management’s
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brand orientation may significantly impact their motivation, quality of products,
and performance, in turn, company’s success. Therefore, this study is conducted
in the manufacturing setting to fill this void by examining brand orientation,
internal branding and its benefits/effects from the employees’ perspectives. This
study is one of the pioneer studies to examine brand orientation and internal
branding from the employees’ perspective in the B2B manufacturing setting.

2. Background

Brand management is the process of developing and promoting the brand
through strategic marketing efforts to achieve exchanges and realize expected
benefits (Aydon, 2009) with the expectation of creating a strong brand. Bar-
ros-Arrieta & Garcia-Cali (2021) state that brand management involves not only
external actions but also an internal orientation that seeks to promote the brand
among employees. They suggest that managers must consider internal branding
as a key process of their brand management strategy that successfully com-
plements and supports all external brand efforts. Moreover, Barros-Arrieta &
Garcia-Cali (2021) invite organizations to adopt an internal market orientation,
because employees are key players in brand management. They suggest that
managers must simultaneously adopt brand orientation and internal branding
since the employees play a critical role in successfully implementing the brand
orientation with internal branding programs resulting in a desired brand and
organizational performance.

Based on a review of the literature, Barros-Arrieta & Garcia-Cali (2021)
identified the positive effects (outcomes) of internal branding on employees as
brand understanding, brand identification, brand commitment, brand loyalty,
and brand citizenship behaviors. This suggests that brand orientation must be
successfully implemented via internal branding to achieve these positive effects
internally and their consequences in meeting customer expectations externally.
The next section presents brand orientation, internal branding, and the benefits
or outcomes of internal branding.

2.1. Brand Orientation

Brand orientation, as reflected in a brand’s identity (Urde, 1999), involves
a deliberate and systematic brand management approach, which requires long-
term planning (Baumgarth, 2010; Gromark & Melin, 2011; Urde, 1994; Wong
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& Merrilees, 2007). Urde (1999,107) defines brand orientation as “an approach
in which the process of the organization revolves around creation, development,
and protection of brand identity in an ongoing interaction with target customers
to achieve lasting competitive advantages in the form of brands”. This definition
suggests that brand orientation is the degree to which a firm considers the brand
and brand management as a critical factor to their success. Consistent with this
view, Zhang et al. (2016) point out that brand-oriented organizations are ex-
pected not only to fulfill customer needs but also to build a strategic meaning
to their brands.

Research indicates that perceived brand orientation by employees is posi-
tively linked to their behavior and response toward the brand and organization.
For example, a study by Mulyanegara (2011a) found that perceived brand orien-
tation was positively related to the perceived benefits of church attendees and
increased church participation. Baumgarth (2010) argues that if managers and
their staff at all levels do not “live” the brand, developing successful brand man-
agement will be difficult, if not impossible. This emphasizes the critical role of
personnel in the internal implementation of brand orientation and branding con-
cepts. Wallace et al. (2013) point out the importance of internal brand adoption
and the relevant critical role of brand values in brand-supporting behaviors from
front-line employees and supporting staff. Natarajan et al. (2017) also found that
internal branding influence employees’ knowledge, commitment, and image of
the brand, which also significantly influences employees’ brand endorsement in
both countries. These studies suggest that effective and efficient internal brand-
ing practices are essential for the successful implementation of brand orientation
to create a competitive advantage for the organization.

2.2. Internal Branding

Internal branding emerges in the marketing literature as a concept to pro-
mote the brand internally to ensure that employees properly deliver the brand
promise to external stakeholders (Foster et al., 2010). In this regard, King and
Grace (2012) state that employees are particularly important in brand manage-
ment, especially in service industries. This is because employees deliver the func-
tional and emotional values of the brand as they interact with customers; in this
process, they strongly influence what customers perceive about the brand and
the organization (Aydon, 2009; Cheung et al., 2014; Du Preez and Bendixen,
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2019; Zhang et al., 2016). To deliver the brand promise as advocated by brand
orientation, however, employees must have a clear understanding of the brand
values and brand promise (Dechawatanapaisal, 2018; Murillo & King, 2019). This
is accomplished with internal brand management or internal branding, where
employees can acquire the needed skills and knowledge required to represent
the brand (King & Grace 2010).

The implication is that if employees do not understand the brand values and
brand promise, they will not be able to deliver the brand promise communicated
to customers through external branding strategies (Erkmen and Hancer, 2015).
Therefore, through effective implementation of internal branding, employees
must understand the brand and develop favorable attitudes toward the brand
(Anisimova and Mavondo, 2010). Messages transmitted to employees about the
brand are as important as those communicated to external customers (Anisi-
mova and Mavondo, 2010; Pinar et al., 2016). When employees internalize the
meanings and values of the brand, they will be able to deliver the brand promise
to external customers (Punjaisri et al., 2009b). For this reason, internal branding
focuses on aligning employees with brand values to create a workforce commit-
ted to delivering what the brand promises, and ultimately to generate a positive
impact on the brand externally that creates a strong brand and brand equity.

Although academic research on brand orientation and internal branding is
generally carried out in the service field, several studies also examine these con-
cepts in the B2B context. A study by Baumgarth and Schmidt (2010) indicates
that internal branding has recently emerged as an important issue in industrial
markets. The findings of their study offer evidence for the powerful impact of
a brand-oriented corporate culture on internal brand equity and demonstrated
its relationship to external brand equity in B2B settings. In a study, Baumgarth
(2010) demonstrates the positive influence of brand orientation on the market
and economic performance, but smaller business-to-business companies exhibit
lower levels of brand orientation than their larger counterparts, to their stra-
tegic disadvantage. Other research by Reijonen et al., (2015) found that en-
trepreneurial orientation has a positive effect on business growth in emerging
markets, whereas brand orientation has an adverse effect. They point out that
there are differences between B2B firms and B2C firms operating in emerging
markets and between B2B firms operating in emerging markets and developed
markets. Zhang et al. (2016) show that in industrial B2B services context, a com-
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pany with a high level of brand orientation will both actively communicate its
brand to customers and implement internal branding among employees, such
that internal branding enhances the willingness and skills of service employees
so that they can provide customers with excellent service experience. These prior
studies, albeit limited, demonstrate that brand orientation and internal brand-
ing are relevant in the B2B settings, as in the services context, to be examined
their impact on brand performance and business performance, and ultimately on
brand equity, as such brand equity is more important for tangible goods than for
services.” (Krishnan & Hartline 2001). This is because employees’ understanding,
accepting, and internalizing brand values and brand promise is just as important
for product quality as it is for service quality in delivering brand promise for brand
performance and brand equity. Therefore, the findings of this study would con-
tribute to our understanding of the role and influence of brand orientation and
internal branding for business performance in the manufacturing (B2B) context.

2.3. Benefits of Internal Branding

Prior studies point out the benefits of internal branding (Cheung et al.,
2014; Coleman et al., 2015; Erkmen & Hancer, 2015; Poulis & Wisker, 2016;
Sang & Swinney, 2012). For example, a study by Punjaisri et al. (2009a) found
that internal branding has a positive effect on brand identity, brand commit-
ment, and brand loyalty/allegiance, which is reflected by financial performance.
In this regard, Sabir et al. (2021) state that internal branding creates positive
changes in employee performance, which indirectly affects brand performance
and market performance (Tuominen et al., 2016). According to Punjaisri and
Wilson (2007), internal branding influences the brand attitudes of the employ-
ees regarding brand identity, brand commitment, brand loyalty/allegiance, and
ultimately the brand behavior of employees and determines the way they deliver
the brand experience. Moreover, the study by Du Preez et al. (2017) showed that
internal branding influences brand commitment and brand citizenship behaviors,
as well as job satisfaction and intention to stay in the organization. In a different
study, Piehler et al. (2016) confirmed the influence of internal branding on brand
citizenship behavior, which also identified brand understanding, brand identifica-
tion, and brand commitment as benefits of internal branding.

The review of the extant literature identifies the aforementioned internal
branding benefits of brand commitment, brand citizenship behavior, brand alle-
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giance, and employee recognition/reward, each of which is discussed next. Con-
cerning these benefits/effects, brand commitment is defined as an employee’s
psychological attachment to the brand and the degree to which it moderates the
employees’ willingness to behave in a brand-consistent way (King & Grace, 2010).
Brand citizenship behavior is one of the main objectives of internal branding (King
& Grace, 2012; Piehler et al., 2016; Punjaisri & Wilson, 2011), which is defined
as “all employee behaviors that are consistent with the brand identity and brand
promise such that together they strengthen the brand” (Piehler et al., 2016, 15).

Prior research also indicates that brand reward systems for employees are
considered an important component of internal branding management, where
rewarding employees is essential for their brand-consistent behavior that pos-
itively affects delivering the brand promise (Iglesias & Saleem, 2015; Piehler,
2018) and enhancing their brand allegiance. Employee brand allegiance is de-
fined by King et al. (2012) as the future intention of employees to remain with
the organization/brand. Finally, brand performance is related to the success of
a brand within the market that includes brand equity elements of brand aware-
ness, strong reputation, and desired image among its target market (Cui et al.,,
2014; Wong & Merrilees, 2008). Research by lyer et al. (2018) shows that inter-
nal branding is viewed as a facilitator for brand orientation that ultimately im-
pacts brand performance. Following the studies by Tuominen et al. (2016), Wong
& Merriless (2008) and lyer et al. (2018), this study uses brand performance as
an outcome of brand orientation and internal branding and the above-identified
measures to examine existence of the extent of perceived brand orientation and
internal branding in a manufacturing company.

2.4. Research Objectives and Hypothesis

In the branding literature, it appears that most prior studies about internal
branding are conducted in the context of service businesses (Dhiman & Arora,
2020; Miles & Mangold, 2005; Rouzi & Wang, 2021; Sabir et al., 2021). Al-
though internal branding is also important for manufacturing businesses, there
are only a few studies that examined internal branding in the B2B context (i.e.,
Baumgarth, 2010; Baumgarth & Schmidt, 2010; Reijonen et al., 2015). Also,
brand orientation, internal branding, and the benefits of internal branding
could be understood and accepted differently by employees due to differences
in their demographic characteristics. Any differences resulting from employee
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demographics could adversely affect the successful implementation of the brand
orientation, internal branding and their expected benefits and outcomes. More-
over, these concepts must be understood, accepted, and internalized by employ-
ees at all levels, regardless of white colored and blue colored, for their successful
implementation. Given that it is important to have a consistent understanding
and acceptance of these branding factors, the study examines if the perceptions
of these factors are impacted by employee characteristics.

Given that it is important to have a consistent understanding and accep-
tance of these branding factors, the study examines if the perceptions of these
factors are impacted by employee characteristics.

Based on the extant literature presented above, the potential benefits of
brand orientation and internal branding include brand commitment, brand cit-
izenship, brand allegiance, rewarding and recognizing employees, and brand
performance. Using the above-identified measures and as presented in Figures
1A - 1C, this study intends to examine the employees’ perceptions of their inter-
nalized brand orientation and internal branding, and the relationships of internal
branding benefits as the independent variables with brand orientation, internal
branding, and brand performance as the dependent variables, and determine if
the internal branding factors are impacted by respondent demographics in the
B2B context. The specific objectives of the research are as the following:

RQ1: To examine the employee perceptions of internal branding factors as
a measure of branding success.

RQ2: To investigate the relationships of internal branding benefit with
brand performance, brand orientation, and internal branding as per-
ceived by employees, where employees are also critical in B2B as em-
ployees produce the product to deliver the brand promise.

RQ3: To examine if the internal branding factors are influenced or differed
by respondent (employee) demographics of 3a) gender, 3b) complet-
ing an orientation and/or training when they started, 3c) age, 3d)
education, 3e) job position, and 3f) receiving continuing education.

In addressing the RQs, various analyses will be conducted to examine the re-
lationships between brand orientation, internal branding, its benefits, and brand
performance from the employees’ perspectives, and test hypotheses for each of
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the proposed relationships. Moreover, brand orientation is a critical factor for the
success of an organization (Urde, 1999), where brand-oriented organizations are
expected to fulfill customer needs and build a strategic meaning to their brands
(Zhang et al., 2016). Therefore, an analysis will be conducted to identify the
factors that contribute to employees’ brand orientation acceptance or internal-
ization. This will allow us to determine if managers and employees at all levels
understand the brand values to “live” the brand, as a requirement for successful
brand management (Baumgarth, 2010). The following hypothesis is tested using
the variables presented in Figure 1A:

H1: Internal branding, brand commitment, brand citizenship behavior,
brand allegiance, and employee reward positively influence the success
of brand orientation.

e Internal branding

o Brand commitment

o Brand citizenship behavior
e Brand allegiance

e Employees rewarding

H1

Brand orientation

Figure 1A: Factors Influencing Brand Orientation

In addition, internal branding efforts influence employees’ commitment,
and image of the brand, which also significantly influences employees’ brand
endorsement (Natarajan et al., 2017), which offers a clear direction to employees
to effectively deliver brand values (Dechawatanapaisal, 2018; Sandbacka et al.,
2013). This suggests that internal branding provides positive benefits of brand
commitment, brand citizenship, (i.e., Barros-Arrieta & Garcia-Cali, 2021; Bur-
mann & Koénig, 2011; King & Grace, 2010, King et al., 2012), brand allegiance
(King et al., 2012), recognizing/ rewarding employees (Iglesias & Saleem, 2015;
Piehler, 2018). Because these benefits are indicators of internal branding, the
study aims to identify the factors that predict the success of internal branding.
The following hypothesis is tested using the variables presented in Figure 1B:

H2: Brand commitment, brand citizenship behavior, brand allegiance, and
employee reward positively influence internal branding.
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Brand orientation

Brand commitment

Brand citizenship behavior
Brand allegiance
Employees rewarding

H2
- 5 Internal branding

Figure 1B: Factors Influencing Internal Branding

In addition, because brand orientation is positively linked to customer be-
havior and their behavior toward the brand (Mulyanegara, 2011a, 2011b), and
internal branding influences brand performance (Casidy, 2014a, 2014b, lyer et
al., 2018), an analysis was conducted to identify the factors that are associated
with brand performance. The following hypothesis is tested using the variables
presented in Figure 1C.

H3: Brand orientation, internal branding, brand commitment, brand citizen-
ship behavior, brand allegiance, and employee reward positively influ-
ence brand performance.

e Brand orientation
e Internal branding
e Brand commitment H3
e Brand citizenship behavior Brand Performance
o Brand allegiance

o Employees rewarding

Figure 1C: Factors Influencing Brand Performance

3. Methodology
3.1. Measurements

To accomplish the research objectives, a survey instrument was prepared
from relevant literature to measure employee perceptions of the factors included
in the study. Specifically, the measures for brand orientation are adopted from
Baumgarth & Schmidt (2010), Ekebas-Turedi et al. (2018), & Santos-Vijande et
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al. (2013), internal branding, brand commitment, brand citizenship from Bur-
mann & Koénig (2011), Burman & Zeplin (2005), King & Grace (2010), King et al.
(2012), Ekebas-Turedi et al. (2018), and Thomson et al. (1999), brand allegiance
from King et al. (2012), internal branding from Zhang et al. (2016), brand perfor-
mance from Casidy (2014a), Casidy (2014b), lyer et al. (2018), and Ekebas-Turedi
et al. (2018). Since the scale measures were used in service businesses, the survey
questions were modified for the manufacturing setting. Employee recognition
was developed by the authors, which showed high internal consistency and reli-
ability, as evidenced by Cronbach’s alpha coefficient of .948. Each factor is mea-
sured with multiple items using a five-point Likert scale ranging from 1=strongly
disagree to 5=strongly agree. In addition, because the scale measures were orig-
inally developed in English, the survey instrument was translated into Turkish,
which is the language of the employees working at the manufacturing company
located in Turkey. After the accuracy of the translation was verified by all of the
authors, the Turkish version was back translated into English as recommended by
Ball et al. (2002) to ensure the meaning was not lost.

Several pretests were conducted to improve the clarity, meaning, and under-
standing of the survey. The initial pretesting to improve the meaning and clarity
of the items was conducted with several academicians who were knowledgeable
on scale development and branding. After improving the statements based on
the feedback received, the revised survey was pretested with 30 employees of the
company in Turkiye, where the final survey was conducted. The pretest helped
to clarify the wording of the survey questions and modify and/or eliminate some
of the scale items due to low factor loadings. The revisions improved the face
validity and internal reliability of the factors used in the main study (Churchill &
lacobucci, 2005). After this scale purification process, the survey included brand
orientation (4 items), internal branding (10 items), brand commitment (6 items),
brand citizenship behavior (5 items), brand allegiance (4 items), employee rec-
ognition (4 items), and brand performance (3 items). Appendix A presents final
scale measures used for the study. The survey also included several demographic
guestions including gender, age, education, job position, and years at the com-
pany, as well as completing an orientation and/or training when started and
receiving continuing education.
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3.2. Data Collection

The final survey was administered online through a link included in an email
invitation distributed to 600 employees of a B2B company in Turkey operating
in the wood processing industry that provides materials to companies in the fur-
niture business. The employees who were used for pilot testing were excluded
from the mailing list. All surveys were anonymous and no personal information
was collected. Upon completion of the surveys, employees were directed to an-
other online site where they entered their contact information, without being
linked to the main survey. Surveys were conducted over three weeks, with two
follow-up reminders. A total of 220 employee surveys were completed, with a
36.7% response rate.

3.3. Results

Respondents profile in Table 1 shows that 87.7% of personnel are male and
12.3% are female., About 44% of personnel (76.3%) are between 26-45 years
old. Most of the employees (55.5%) have a high school education, followed
by college education (16.8%) and junior college (15.5%). As for personnel,
over half of respondents (51.4%) are in production, followed by management
(24.1%), and staff (16.8%). Results show that 28.2% of the respondents have
been working for 4-9 years, followed by 19.5% for 10-15 years, 14.1% for 21-
26 years, and 13.2% for 16-20 years. Results show that 81.7 of the respondents
received an orientation when started their job, and 18.3% did not. About 62%
stated they would like to have continued education, 9.5 stated no, and 28.2%
stated sometimes.
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Table 1. Respondents’ Profile

Gender N Percent Position n Percent
Male 193 | 87.7 Production 113 | 514
Female 27 12.3 Management 53 24.1
Total 220 | 100 Marketing and Sales 12 55
Age N Percent Staff 37 16.8
15-25 19 8.6 Upper management 5 2.3
26-35 98 445 Total 220 | 100
36-45 70 31.8 Years at this company | n Percent
46 and older 33 15 < 1 year 11 5

Total 220 | 100 1-3 years 24 10.9
Education N Percent 4-9 years 62 28.2
Middle school or less 20 9.1 10-15 years 43 19.5
High school 122 | 55.5 16-20 years 29 13.2
junior college 34 15.5 21-26 years 31 14.1
College 37 16.8 26 and more years 20 9.8
Graduate school 7 3.2 Total 220 | 100
Total 220 | 100 Continuing Education | n Percent
Orientation Received | N Percent Yes 137 | 62.3
Yes 179 | 81.7 No 21 9.5

No 40 18.3 Sometimes 62 28.2
Total 219 | 100 Total 220 | 100.0

Internal Branding Factors

RO1 aimed to determine the perceptions of internal branding factors as a
measure of branding success. To address the RO1, first, a reliability analysis was
conducted to assess the internal consistency of the factors. The results in Table
2 show all Cronbach’s alpha values are 0.91 or higher, which is above the 0.70
recommended level (Hair et al., 2010). The items used to measure each of these
factors showed a high level of consistency. In addition, the results of factor anal-
ysis for each factor show that AVE (Average Variance Extracted) ranged from a
low of 83.80% to a high of 92.70%. These findings indicate that there is a high
reliability of the items used to measure each of the factors (Hair et al., 2010).
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To determine the respondents’ perceptions of these factors, the summated
mean value for each factor is calculated and presented in Table 2. The mean
values range from a low of 3.40 for employee recognition to a high of 4.29 for
brand orientation on the 5-point Likert scale. The mean values for brand citizen-
ship behavior, brand performance, and brand commitment are 4.00 or above.
The results of the one-sample t-test show that all the mean values are signifi-
cantly higher than the middle value of 3 (neutral) (p<.01). These findings suggest
that the company is effective in its brand orientation efforts, which shows that
the respondents have a high understanding and acceptance of brand orienta-
tion. The results show that respondents have the lowest perception of employee
recognition with a mean of 3.40, indicating that employees seem to perceive
they are not highly recognized in this company. This finding offers an important
implication in implementing the brand orientation and internal branding that will
be discussed later in the paper.

Table 2. Mean Values, Average Variance Explained, and Reliability
Coefficient of Branding Factors

Internal Branding Factors Mean St. Dev. AVE (%) ilrgr:l:ach’s
Brand Orientation 4.29 1.02 92.70 0.974
Brand Citizenship Behavior 4.23 1.00 89.10 0.969
Brand Performance 4.22 1.06 90.90 0.950
Brand Commitment 4.17 1.06 84.90 0.964
Internal Branding 4.00 1.01 83.80 0.978
Brand Allegiance 3.99 1.11 86.60 0.914
Employee Recognition 3.40 1.37 90.80 0.948

Scale: 1=Strongly disagree & 5=Strongly agree, p<.001 for all Means>3.0

Internal Branding Factors and Brand Performance

RO2 aimed to examine the relationships between internal branding factors
and brand performance. In addressing RO2, first, a correlation analysis was con-
ducted, and the results are presented in Table 3. The results show that all cor-
relations between brand orientation, internal branding, and the benefits/effects
of internal branding that include brand commitment, brand citizenship behavior,
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brand allegiance, employee recognition/rewarding, and brand performance are
statistically significant at p <.01 level. The significant correlations indicate the
existence of strong relationships among these factors, suggesting that they all
are interrelated and have synergistic relationships in creating a strong brand-ori-
ented organization due to successful internal branding. Table 3 shows that brand
performance is highly and significantly correlated (p<.01) with brand orienta-
tion (r=.842), and internal branding (r=.871). Brand performance is also highly
correlated (p<.01) with the internal branding benefits factors including brand
citizenship behavior (r=8.75), brand commitment (r=.685), and brand allegiance
(r=.605), and employee recognition (r=.580). Interestingly, employee recognition
is not as highly correlated with brand allegiance (r=.442), brand commitment
(r=.432), and brand orientation (r=.526) but is more highly correlated with inter-
nal branding, brand citizenship behavior, and brand performance. This finding
could have interesting managerial implications.

Table 3. Correlations Coefficients Among Internal Branding Factors

1 2 3 4 5 6
1. Brand performance
2. Brand allegiance .605™
3. Brand commitment 685" | .851™
4 Brandcitizen behavior 875" | .634™ | .736"
5. Brand orientation 842 | 659" | .731" | 910"
6. Internal branding 8717 | .626™ | .697" | .892" | .850™
7. Employee recognition 580" | .442™ | 432" | 574" | 526" | .680"

**_Correlation is significant at the 0.01 level (2-tailed).

A regression analysis was conducted to determine which of the internal
branding benefit factors including brand commitment, brand citizenship behav-
ior, brand allegiance, and employee recognition/reward are relevant in predicting
brand performance, brand orientation, and internal branding. As shown in Table
3, because all branding factors are highly or relatively highly correlated, a step-
wise regression analysis was used to identify useful sub-sets of the predictors.
The results of stepwise regression analysis for brand orientation in Part A of Table
4 show that the regression model is significant (F (3, 216) =388.0, p<.001) and
adjusted R2 of 0.841 indicates that the independent variables explain 84.1% of
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the variance in the dependent variable of brand orientation. The standardized
beta coefficients are significant (p<.01) and are positive, where brand citizenship
behavior is relevant in predicting an extent of brand orientation (3=.70), followed
by internal branding (8=.15) and brand allegiance (3=.12). The findings support
H1 such that, of the factors in Figure 1A, brand citizenship behavior, internal
branding and brand allegiance were significant in predicting brand orientation.

The results of the stepwise regression analysis for internal branding in Part B
of Table 4 show that the model is significant (F (3, 216) =396.7, p<.001) with ad-
justed R2 of .844, indicating that 84.4% of the variance is explained by these in-
dependent variables. The standardized beta coefficients are all significant (p<.01)
and are positive, where brand citizenship behavior is the most relevant (3=0.55)
in predicting internal branding, followed by employee recognition (3=0.25)
and brand orientation (B=.21). The implications of these findings for successful
branding will be discussed later. Hypothesis H2 is supported that, of the factors
in Figure 1B, brand citizenship behavior, employee recognition, and brand orien-
tation were significant in predicting internal branding.

Finally, the results of the stepwise regression analysis for brand performance
in Part C of Table 4 shows that the regression model is significant (F (3, 216)
=308.2, p<.001) with adjusted R2 of 0.808, indicating that the independent
variables explain 80.8% of the variance in the dependent variable of brand per-
formance. The standardized beta (B) coefficients are significant (p<.01) and are
positive, where internal branding (8=.41) is the most important factor in explain-
ing the brand performance, followed by brand citizenship behavior (3=.35) and
brand orientation (3=.18). The findings support H3 such that, of the factors in
Figure 1C, internal branding, brand citizenship behavior, and brand orientation
were significant in predicting brand performance.
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Table 4. Results of Regression Analysis

Part a: Brand Orientation B ESrtr%r Beta t-value Sig.
(Constant) 0.21 0.12 1.67 0.096
Brand citizenship behavior 0.72 0.06 0.70 11.44 0.000
Brand allegiance 0.11 0.03 0.12 3.48 0.001
Internal branding 0.15 0.06 0.15 2.46 0.015
R =.918, R-square = .843, Ad]. R-square= .841, F (3, 216) =388.0, p<.001
Part b: Internal Branding B Esrtr(i.r Beta t-value Sig.
(Constant) 0.09 0.12 0.72 0.473
Brand citizenship behavior 0.56 0.07 0.55 8.31 0.000
Employee resonation 0.18 0.02 0.25 7.65 0.000
Brand orientation 0.21 0.06 0.21 3.33 0.001
R =.920, R-square = .846, Ad]. R-square= .84, F (3, 216) =396.7, p<.001
Part c: Brand Performance B E?r%r Beta t-value Sig.
(Constant) 0.15 0.14 1.05 0.297
Internal branding 0.43 0.07 0.41 6.11 0.000
Brand citizenship behavior 0.37 0.09 0.35 4.11 0.000
Brand orientation 0.18 0.08 0.18 2.41 0.017

R =.900, R-square = .811, Ad]. R-square= .808, F (3, 216) =308.2, p<.001

Effect of Demographic Factors

To address the RO3, several analyses were conducted to determine if the
branding factors included in the study are impacted by respondent demograph-
ics of 3a) gender, 3b) having completed orientation and training when started
working at the company, 3c) age, 3d) education, 3e) job position, and 3f) receiv-
ing continuing education. To determine if these factors are impacted by gender
(RO3a), a two-sample independent t-test was conducted. The results in Figure
2 show a significant difference between the perceptions of male and female
respondents for only employee recognition (p<.05). Comparisons show that fe-
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male respondents have significantly higher perceptions than male respondents
for employee recognition (Mean for female=4.04 vs. male=3.31). The non-signif-
icant findings for other comparisons (p>.05) indicate that both male and female
respondents have similar perceptions regarding these branding factors.

Brand orientation : 4,60

. 4,60
Internal branding 4

‘ ‘
[ [
~

Brand committeemen 48

»
p I
)
ES
-
3

Brand citizen behavior

4,1
Brand alesonc | ™,
Employee recognition* 331 4,04
4,52
Brand performance 418
0,00 1,00 2,00 3,00 4,00 5,00
Scale: Scale: 1=Strongly disagree & 5=Strongly agree, sig. p<.05 mFemale ®mMale

Figure 2. Comparisons of Internal Branding Factors by Gender

The comparisons were conducted to determine whether respondents had
orientation and training at the start of working at this company (RO3b). The
results of two-sample independent t-tests presented in Figure 3 for having or
not having an initial orientation indicated significant differences only for internal
branding (p<.05) and employee recognition (p<.01). The comparisons show that
respondents who had an orientation and training when they started working
have significantly higher perceptions of internal branding (Mean for Yes=4.07
vs. No=3.70) and employee recognition (Mean for Yes=3.55 vs. No=2.73). The
non-significant comparisons (p>.05) for other factors suggest that whether the
respondents had orientation and initial training had any significant effect on
respondents’ perceptions of these factors such that both groups had similar per-
ceptions.
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Figure 3. Comparisons of Internal Branding Factors by Beginning
Orientation & Training (Yes/No)

In addition, as part of RO3, comparisons were conducted for age (RO3¢),
education (RO3d), job position (RO3e), and receiving continued training were
conducted (RO3f). Since these factors were measured with more than two cat-
egories, a one-way ANOVA analysis was used. The comparisons for age (RO3c)
and education (RO3d) were not statistically significant (p >.05) for all branding
factors, indicating that regardless of respondents’ age or education levels, they
all have similar perceptions of these branding factors. The study presents only
significant findings. The analysis of the one-way ANOVA for the job position
(RO3e) and receiving continued training (RO3f) were conducted and the signifi-
cant results are presented in Table 5. The comparisons of the branding factors by
job position (RO3e) showed that only brand allegiance was significant (p<.05),
where managers have significantly higher brand allegiance perceptions than the
white color personnel. The non-significant comparisons for manager vs. blue
color personnel and white color vs. blue color personnel indicate that they have
similar brand allegiance. Because the other branding factors were not significant
(p>.05), regardless of position, all personnel have similar perceptions of these
branding factors.

The results of the one-way ANOVA of branding factors by offering a contin-
ued education (RO3f) were significant for brand performance (p<.05) and em-
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ployee recognition (p<.01). Post-hoc comparisons for these significant factors
show that the employee who says “Yes” to receiving continued education have
a significantly higher perception of brand performance (p<.05) than those of say
“No” to continued education. The non-significant other comparisons (p>.05)
indicate that they have similar perceptions of brand performance. Also, the sig-
nificant comparisons for employee recognition show that the employees who
say “Yes" to continued training have significantly higher perceived recognition
than those employees who stated “No” or “Sometimes” (p<.01). The non-signif-
icant comparison for “No” vs. “Sometimes” indicates that they have similar per-
ceptions regarding employee recognition. Finally, because the one-way ANOVA
results were not significant for other branding factors by these demographics,
respondents have similar perceptions of these factors regardless of their position,
offering continued training.

Table 5. One-way ANOVA Comparisons for Branding Factors by Job
Position and Continued Education

White | Blue

Part A: Job position
color | color

Management | F-sig. | Comparison

Brand allegiance 3.81 3.98 4.55 0.050 3>1*
Part B: Receiving . . .
continued education Yes No Sometimes p-sig. | Comparison
Brand performance* 4.36 3.76 4.06 0.020 1>2*
Employee recognition** | 3.75 2.52 2.94 0.000 |[1>2%**; 1>3**

Scale: Scale: 1=Strongly disagree & 5=Strongly agree, sig. *p<.05, **p<.01

Discussion and Limitations

This study aimed to examine the personnel’s perceptions of brand orienta-
tion, internal branding, and the benefits/effects of internal branding including
brand commitment, brand citizenship behavior, brand allegiance, and employee
recognition/rewarding to determine to what extent these concepts are under-
stood and internalized by employees and their effects on brand performance. It
also examines which of the internal branding benefit factors significantly predict
brand performance, brand orientation, and internal branding as well as whether
internal branding factors are impacted by respondent demographics in a manu-
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facturing (B2B) company. The results indicate that the items used for brand ori-
entation, internal branding, and the internal branding benefits factors of brand
commitment, brand citizenship behavior, brand allegiance, employee recogni-
tion, and brand performance are reliable measures of these factors (constructs)
as evidenced by high internal reliability coefficients.

The mean values of the factors suggest that the company has a high level of
acceptance of brand orientation and internal branding indicating that employees
seem to have a good understanding and internalization of the company’s brand
values. The results are also supported by high mean values for the internal brand-
ing benefit factors of brand commitment, brand citizenship behavior, and brand
allegiance, as suggested by prior research (i.e., Cheung et al. 2014; Coleman
et al. 2015; Erkmen & Hancer, 2015; Poulis & Wisker, 2016; Sang & Swinney
2012), resulting in a high level of perceived brand performance, which is consis-
tent with prior the literature (Mulyanegara, 2010; 2011a, 2011b).

One area that may need attention is employee recognition, where employ-
ees perceive that their work is not highly recognized and valued. Given that
employees play an important role in implementing brand orientation and internal
branding for brand performance (i.e., Barros-Arrieta & Garcia-Cali, 2021; lyer et
al., 2018; Punjaisri & Wilson, 2007), it is advised that management should pay
attention to improve on the employee recognition. The items included in mea-
suring these factors could provide valuable insignts into the specific areas that
may need attention.

The results of correlation analysis revealed that the factors included in the
study are significantly and highly correlated. The high significant correlations in-
dicate that the factors are interrelated, indicating that they must work together
collectively to have a successful brand orientation; thus, a successful brand. The
findings confirm that these factors contribute to the success of the brand indi-
vidually as well as collectively with their synergistic interactions and relationships.
This notion is supported by the high correlations between brand performance
and all other factors, showing their potential impact in a holistic manner on
brand performance. In addition, the results of the regression analysis for brand
performance, brand orientation, and internal branding, each as the dependent
variable show that a) internal branding, brand citizenship behavior, and brand
orientation are significant predictors of brand performance, b) brand citizenship
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behavior, internal branding and brand allegiance are significant predictors of
brand orientation, and c) brand citizenship behavior, employee recognition, and
brand orientation are significant predictors of internal branding. It is interesting
to note that because brand citizenship behavior is common in all three regression
models, this shows the important role of brand citizenship behavior on the suc-
cess of brand orientation, internal branding, and brand performance. The find-
ing is consistent with the findings of the prior studies regarding internal branding
and its benefits/effects (i.e., King & Grace, 2012; Piehler et al., 2016; Punjaisri &
Wilson, 2011) and brand performance (i.e., Sabir et al., 2021; Tuominen, at al.,
2016). The strong correlations among these factors also confirm the synergistic
relationships among these factors and their collective importance for the success
of the brands, which suggests a holistic approach in analyzing their relationships
and impact on business performance.

Analysis to determine the impact of demographic factors on branding fac-
tors also offered interesting findings. The results show that perceptions of the
factors included in the study do not seem to differ by all demographic charac-
teristics of the respondents with a few exceptions. The findings show that per-
sonnel at this company have similar perceptions of brand orientation, internal
branding, its benefits, and brand performance. Moreover, given the high mean
values, it would be safe to state that the personnel, regardless of their demo-
graphics, seem to understand and accept the company’s brand values, which are
essential for brand success. However, because there are some differences, the
management must take necessary actions to improve on the factors that show
significant differences. For example, male employees have a significantly lower
perception of employee recognition than female personnel, which may impact
their motivation for performing their job.

The study also shows that the respondents who received the orientation and
training at the start of working perceived brand performance and employee rec-
ognition significantly higher than those who did not. This shows the importance
of orientation program to achieve higher perceptions of employee recognition.
Therefore, the company should make the orientation and initial training a stan-
dard practice. Also, the employees who received continued education and em-
ployee recognition had a significantly higher perception of brand performance
than those who did not, which accentuates the importance of offering con-
tinuing training and recognition of high-performing employees. Finally, because
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managers have significantly higher brand allegiance than both white color and
blue color personnel, the company may develop strategies to increase the brand
allegiance of both white and blue color personnel for the long-term success of
its brand and company.

These findings could have several managerial implications. First, while the
relevance of the internal brand orientation of the company has been confirmed
mostly in the services branding literature (e.g., King & Grace 2005; 2010; Tosti
& Stotz, 2001; Vallaster & de Chernatony, 2006), the findings of this study show
the importance of brand orientation and internal branding in the manufacturing
context, as found in a few prior B2B studies (i.e., Baumgarth, 2010; Baumgarth
& Schmidt, 2010; Reijonen et al, 2015; Wong & Merrilees, 2008). Therefore, we
recommend that the B2B companies should have a strong brand orientation and
internal branding to achieve better performance.

Second, the significant correlations between brand orientation, internal
branding, its benefits/effects, and brand orientation suggest that these factors
are interrelated. According to Urde (2013), brand orientation represents core
values and promise to guide the organization’s efforts in converting them into
extended customer values, which emphasizes the importance of internal brand-
ing in delivering the brand promise, and it is also easier to implement the internal
branding in brand-oriented organizations (lyer et al., 2012). Consistent with the
above notion, the findings suggest that brand orientation and internal branding
and its benefits should be considered together collectively for synergistic rela-
tionships to achieve the desired brand performance. Therefore, as Barros-Arrieta
and Garcia-Cali (2021) suggested, these factors must be simultaneously adopted
in a holistic manner for the successful implementation of brand orientation. This
point is also supported by the results of regression analysis to identify the rele-
vant factors for brand performance, brand orientation, and internal branding.
Finally, the results regarding the effects of demographic factors indicate that,
with a few exceptions, employees seem to have similar perceptions of brand
orientation and internal branding and its benefits. This confirms the importance
of company-wide acceptance of brand orientation and internal branding for
brand success. However, the findings of a few significant differences identified
for some demographic factors should improve the success of the company.

The findings provided insights into brand orientation and internal branding,
their relationships, and the effect of demographic factors on brand orientation
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and internal branding in the manufacturing context. However, the study has
some limitations. Therefore, the results should be interpreted within these limita-
tions. The first limitation is that the study was conducted in one manufacturing
company. Conducting the same study in similar manufacturing companies could
increase the generalizability of the findings for the factors used in the study. The
second limitation is the limited number of responses. More responses could make
the results more reliable. The third limitation is that the study was conducted in
one county (Turkiye). The same study could be undertaken in a different country
to examine brand orientation and internal branding in a cross-cultural setting.

Despite these limitations, the findings of the study showed the importance
and relevance of brand orientation, internal branding, and its benefits/outcomes
in B2B context, and the key role of the employees in successfully implementing
the strategies. We hope and recommend that similar study would be conducted
with more B2B companies and different industries. The findings of such stud-
ies would further emphasize the importance of brand orientation and internal
branding for the performance of B2B companies and industries.
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Appendix A: The factors and their items included in the survey.

Brand endorsement (King, Grace, & Funk 2012)

| say positive things about the organization (brand) | work for to others

I would recommend the organization (brand) | work for to someone who seeks my advice

| enjoy talking about the organization (brand) | work for with others

| talk positively about the organization (brand) | work for to others

Brand allegiance (King, Grace, & Funk 2012)

| plan to be with the organization (brand) | work for, for a while a long time

| plan to be with the organization (brand) | work for at least 5 years from now

I would turn down an offer from another organization (brand) if it came tomorrow

| plan to stay with the organization (brand) | work for

Brand Consistent Brand behavior (King, Grace, & Funk 2012)

| demonstrate behaviors that are consistent with the brand promise of the organization |
work for

| consider the impact on my organization’s brand before communicating or taking an
action in any situation

I am always interested to learn about my organization’s brand and what it means to me in
my role

Brand role clarity (King, Grace, & Funk 2012)

Information about my organization’s brand improved my basic understanding of my job

| understand what is expected of me because | have information about my organization’s
brand

I know how to make specific decisions for my job because | have information about my
organization’s brand

Brand Commitment (King, Grace, & Funk 2012)

| care about the success of this company the organization | work for

My values are similar to those of this company the organization | work for.

I am willing to put extra effort beyond what is expected of me to make this company
successful

| feel like my personality fits this company

I am committed to delivering the experience this company promises to our customers

I am proud of working for this company

Affective Brand Commitment (Pinar Family Express, 20 )

| feel like this company’s problems are my own

| feel emotionally attached to this company

| feel like a part of the company’s family
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| feel affection for this company

Brand Citizenship Behavior (Pinar Family Express, 20)

| demonstrate behaviors that are consistent with the image of this company

I show extra initiative to ensure that my behavior remains consistent with this company’s
image

| pass on my knowledge about this company to new employees

| feel that | “live and breathe” this company brand

Brand performance (Pinar Family Express, 20)

In comparison to competitors, this company is more well-known

In comparison to competitors, this company has a better image

In comparison to competitors, this company is more trustworthy

Customer performance (Pinar Family Express, 2020)

In comparison to competitors, our customers are more satisfied

In comparison to competitors, our customers are more loyal

In comparison to competitors, this company offers better value to customers for their
money

In comparison to competitors, this company provides its customers with a greater level of
communication

In comparison to competitors, this company has fewer complaints.

Brand Orientation (Pinar Family Express, 20)

Building a strong brand is one of the objectives of this company’s management

Effective management of this company’s brand is important for achieving its competitive
advantage

Brand decisions are an important element in this company’s business strategy

This company’s brand is one of its most valuable assets
Internal Branding (ZHANG et al., 2016)

Employees are proud of our brand’s success and take bad news about the brand as a
personal setback

Employees feel personally obligated to their superiors to work even harder for our brand

Most employees are aware of the goals we try to achieve through the brand

Most employees are well-informed about the values represented by the brand

Most employees understand how our customers can benefit from our brand

Most employees are aware that our brand significantly contributes to the overall success
of our company

Employees’ attachment to this brand is based first and foremost on the similarity of their
value to those represented by the brand
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The values represented by our brand are more than just words; they influence employees’
day-to-day behavior

Employees believe that our brand accounts considerably for the loyalty of our customers

Employee recognition (Developed by authors)

Successes in my work are noticed and appreciated promptly.

Regardless of the results, my effort is noticed and appreciated.

Rewarding and appreciation practices at this company are fair.
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