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Journal of Business, Innovation and Governance (JoBIG), izmir Katip Celebi Universitesi iktisadi ve idari Bilim-
ler Fakiiltesi (IKQU IIBF) tarafindan Haziran ve Aralik aylarinda olmak {izere yilda iki say1 seklinde yayimlanan,
uluslararas1 ve hakemli bir elektronik dergidir. Tiirkgenin yam sira, Ingilizce yaymlarin da kabul edildigi JoBIG,
isletmecilik, inovasyon ve yonetisim alanlarinda akademik bakis agisinin gelistirilmesini amaglamaktadir. Dergiye
gonderilen tim yayinlar, hakem degerlendirmesi oncesinde intihal programinda taranmaktadir. Dergide yer alan
yayinlarda ileri siiriilen fikirler yazarlarina aittir ve dergi yonetimi ile kurumun goriislerini yansitmamaktadir. JoBIG

kapsaminda yayimlanan eserlerden kaynak gosterilerek alint1 yapilabilmektedir.

Journal of Business, Innovation and Governance (JoBIG) is an international and peer-reviewed electronic journal
published bi-annually, in June and December, by Izmir Katip Celebi University Faculty of Economics and Adminis-
trative Sciences (IKCU IiIBF). JoBIG, which accepts publications in English as well as Turkish, aims to develop an
academic perspective in the fields of business administration, innovation, and governance. All publications sent to the
journal are scanned in the plagiarism program before the referee evaluation. The ideas put forward in the publications
in the journal belong to the authors and do not reflect the views of the journal management and the institution. It is
possible to quote from the works published within the scope of JoBIG by showing the source.

Journal of Business, Innovation and Governance (JoBIG), yonetim, organizasyon, finans, muhasebe, tiretim yone-
timi, pazarlama, uluslararast ticaret, iktisat, maliye politikalari, kamu yonetimi ve siyaset bilimi, uluslararas iliskiler
ve saglik kurumlari yonetimi alanlarindaki bilimsel ¢alismalari alanyazina kazandirmay1 amaglamaktadir. Bu kapsam-
larda hazirlanan makaleler ve kitap incelemeleri/elestirileri, JOBIG tarafindan degerlendirilmeye alinmaktadir.

Dergide yayinlanan eserlerde bilimsel etik kurallarina ve kor hakem sistemine bagli kalinmaktadir.

Journal of Business, Innovation and Governance (JoBIG) aims to bring scientific studies in the fields of manage-
ment, organization, finance, accounting, production management, marketing, international trade, economics, fiscal
policies, public administration and political science, international relations, and health institutions management to the
literature. Articles and book reviews/criticisms prepared within these scopes are evaluated by JoBIG. In the studies

published in the journal, scientific ethical rules and blind referee system are adhered to.
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EDIiTORDEN

Degerli Okurlarimiz,

Journal of Business, Innovation and Governance (JoBIG), 2024 yili ikinci sayisint sizlerle paylagsmaktan mutluluk
duyuyoruz. 7. Cilt, 2. Say itibariyle JoBIG, 5 adet aragtirma makalesine ev sahipligi yapmaktadir. Bu sayimizda da,
onceki sayilarimizda oldugu gibi alanyazina kiymetli katkilar saglayan, orijinal eserlere yer vermenin heyecani
icerisindeyiz. Sayida yer alan ¢aligmalarda, kurulus yeri segimi siirecinde analitik hiyerarsi siirecinin kullanilmasi bir
gida isletmesi iizerinden arastirilmis ve birinci petro donemi stratejik yonetim agisindan degerlendirilmistir.
Yazarlarimiza, dergimize gosterdikleri ilgiden dolay1 tesekkiir ederiz. Sayida yer alan yayinlarin ilgi ile okunacagini

ve bagka arastirmalara 151k tutacagini umuyoruz.
Sayimizin hazirlanmasinda, bilimsel goriisiinii ve destegini dzveri ve titizlikle sunan hakemlerimize, emeklerinden ve
dergimizde yer alacak yayinlarin kalitesinin artirilmasina yonelik yapmus olduklart degerli katkilarindan dolay: sonsuz

tesekkiirlerimizi sunariz.

JoBIG sayisinin ve yapisinin gelistirilmesi igin emek sarf eden kiymetli yayin ekibimize degerli katkilarindan ve

Ozverili galigmalarindan dolay igten tesekkiir ederiz.

Dergimizin 7. yilina yaragir bu son sayisinda diger sayilarimizda oldugu gibi arzumuz ve gayemiz, ulusal ve

uluslararasi indekslerin belirlemis oldugu kriterlere ve standartlara haiz bilimsel bir yayin organi olmak yoniindedir.

Meslektaslarimizi, alaninin gelismelerini yakindan takip eden arastirmacilari, kiymetli ¢alismalarini Journal of Busi-

ness, Innovation and Governance (JoBIG) aracilig: ile bilim diinyasiyla paylagsmaya davet eder, saygilarimizi sunariz.

2025 yilinn ilk sayisinda bulusmak dilegiyle. ..

Dr. Emrah NOYAN

Journal of Business, Innovation and Governance
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FROM THE EDITOR

Dear Readers,

We are pleased to share with you the second issue of the Journal of Business, Innovation and Governance (JoBIG),
2024. As of Volume 7, Issue 2, JoBIG hosts 5 research article. In this issue, as in our previous issues, we are excited
to include original works that make valuable contributions to the literature. In the studies included in the issue, the
use of the analytical hierarchy process in the establishment site selection process was researched on a food business
and the First Petro period was evaluated in terms of strategic management. We would like to thank our authors for
their interest in our magazine. We hope that the publications in the issue will be read with interest and will shed

light on another research.
We would like to express our endless thanks to our referees, who provided their scientific opinion and support with
devotion and meticulousness in the preparation of our issue, for their efforts and for their valuable contributions to

improving the quality of the publications to be included in our journal.

We sincerely thank our esteemed publication team for their valuable contributions and devoted work, who have

made efforts to improve theissue and structure of JoBIG.

In this last issue of our journal, worthy of its 7th year, as in our other issues, our desire and aim is to be a scientific
publication that meets the criteria and standards determined by national and international indexes.

We invite our colleagues, researchers who closely follow the developments in the field, to share their valuable studies
with the scientific world through the Journal of Business, Innovation and Governance (JoBIG), and we present our
respects.

Hope to meet you in the first issue of 2025...

Dr. Emrah NOYAN

Journal of Business, Innovation and Governance
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OZET

M.O. 167 tarihinde kurulan konfederal yapidaki Likya Birligi’nde 23 kent devleti yer almus,
Patara’daki mecliste bu kent devletlerinden en biiyiik altis1 liger, orta biiytikliikte olanlar
ikiser ve kiigiik olanlar bir oy hakkina sahip olmustur. Ayrica, Likya Birligi’'nde meclis,
yargiglarl ve memurlar1 se¢gme hakkina sahip olmasmdan dolay: giiclii bir kurum olarak
faaliyet gostermistir. Bu caligmada, Likya Birligi’nin Amerika Birlesik Devletleri ve
Avrupa Birligi’nin kurumsal yapilarma etkileri ortaya konulmaktadir. Amerika Birlesik
Devletleri’nin Temsilciler Meclisi’nde eyaletlerin orantisal temsilinin saglanmasinda ve
giclii federal hiikiimetin kurulmasinda, kurucu babalarin, ozellikle Montesquieu’nun
yazdiklar1 kapsaminda agik¢a Likya Birligi’nden ilham aldiklar1 goriilmektedir. Boylece,
Likya Birligi, Amerika Birlesik Devletleri’nin kurumsal yapisina dogrudan etki etmistir.
Olagan Yasama Prosediiri’niin kurumlarindan biri olan Avrupa Birligi Konseyi’'nde
kullanilan Nitelikli Oy Coklugu yonteminin tarihsel onciisiiniin Likya Birligi olmasi
itibariyle de Avrupa Birligi kurumsal yapisi agisindan dolayli bir etki ortaya ¢ikmaktadir.

Anahtar Kelimeler: Likya Birligi, Montesquieu, Amerika Birlesik Devletleri, Avrupa
Birligi

ABSTRACT

Established in 167 BC, the Lycian Union, which was in the form of confederation, was
composed of 23 city-states. In the assembly established in Patara, six largest city-states had
three votes each, each medium-sized one had two votes and each small one had one vote.
In addition, in the Lycian Union, the assembly operated as a strong institution because it
had the right to elect judges and civil servants. In this study, the effects of the Lycian Union
on the institutional structures of the United States and the European Union are presented.
It can be seen that especially from Montesquieu’s writings the founding fathers were clearly
inspired by the Lycian League, for the introduction of proportional representation of the
states in the United States House of Representatives and the establishment of a strong
federal government. Thus, the Lycian Union directly affected the institutional structure of
the United States. Since the Lycian Union is the historical pioneer of the Qualified Majority
Voting method that is used in the Council of the European Union, one of the institutions of
the Ordinary Legislative Procedure, there is an indirect Lycian Union impact on the
European Union’s institutional structure.

Keywords: Lycian Union, Montesquieu, United States of America, European Union
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1. GIRIS

Likya Birligi M.O. 167 yilinda Romalilarin kendi garantileri altinda Likyalilara
bagimsizlik vermesi neticesinde kurulmustur. Likya Birligi gliniimiiz siyaset bilimi
tanimlamasinda tiye iilkelerin bagimsizliklarim1 kaybetmedikleri bir konfederasyondur.
Ayrica, tam da tanima uygun olarak esas itibariyle askeri bir ittifak i¢in olusturulmustur. Likya
Birligi’nin Patara’daki meclisinde 23 kent devleti yer almis, bunlardan en biiyiik altisinin tiger,
orta biiyiikliikte olanlarin ikiser ve kiigiik olanlarin birer oy hakki bulunmustur. Yani, karar
aliminda nitelikli ¢cogunluk temel alinmistir. Ayrica meclis, yargiglart ve memurlar1 se¢me
hakkini elinde tutmasindan dolayi giiglii bir yapida olmustur. Amerika Birlesik Devletleri’nin
(ABD) anayasa yapim siirecindeki tartigmalarda tiim eyaletlerin biiyiikliik ve kiictikliiklerine
bakilmaksizin yeni kurulacak mecliste esit olarak temsil edilmesi gerektigine yonelik talepler
karsisinda James Madison, Likya Birligi’'ndeki nitelikli ¢ogunlugu 6rnek gostererek yeni
kurulacak mecliste eyaletlerin niifus biiyiikliiklerine gore orantisal olarak temsil edilmeleri
gerektigini vurgulamistir. Anayasanin onay siirecinde ise yazdiklar1 yazilar (Federalist
Yazilar) ile Alexander Hamilton mecliste orantisal temsili ve giiclii federal hiikiimeti, James
Madison ise giliglii federal hiikiimeti Likya Birligi ornekleriyle savunmuslardir. Avrupa
Birligi’nin (AB) kurulusunda Likya Birligi’nin herhangi bir kurumsal modelinin
benimsendigine dair bir bulgu yoktur. Ancak, yasama organi olan Avrupa Birligi
Konseyi’ndeki (bundan sonra Konsey) niifusa gore belirlenen Nitelikli Oy Coklugu (QMYV)
sistemi, nitelikli ¢cogunluk ydnteminin tarihsel Onciisii Likya Birligi’nin bir benzeridir.
Boylece, dolayli bir etki dogmaktadir.

Makalenin birinci béliimiinde Likyalilarm ve M.O. 167 yilinda kurulan Likya
Birligi’nin tarihi anlatilmakta, Birligin konfederal yapis1 hakkinda bilgi verilmektedir. Ikinci
boliimde Likya Birligi’nin ABD’nin anayasa yapim ve onay siireglerine etkisi James Madison
ve Alexander Hamilton’dan 6rnekler ile anlatilmaktadir. Ugiincii boliimde, Likya Birligi’nin
AB’nin yasama siirecindeki etkisine Konsey’deki QMV yontemi ¢ergevesinde
deginilmektedir. Sonu¢ boliimiinde genel bir degerlendirme yapilmaktadir.

2. LIKYA BIiRLiGi VE KONFEDERAL YAPISI

Patara’daki kazi ¢calismalar1 1988 yilinda Prof. Dr. Fahri Isik bagkanliginda baglatilmis,
2009 yilindan itibaren ise Prof. Dr. Havva Iskan tarafindan siirdiiriilmiistir. Her iki
akademisyenin ve kazi ekiplerinin Patara’min giin yiiziine ¢ikarilarak medeniyete
kazandirilmasinda muazzam katkisi vardir. Pers generali Harpagos’un Likya’yi ele geg¢irmesi
Likya tarihinde ‘Beylikler Dénemi’ (M.O. 550 — 360) olarak adlandirilan dénemi baslatmistir
(Kolb, 2022: 37). Fahri Isik’in vurguladigi gibi Beylikler Donemi’nde Patara’y1, M.O.
516/515°te Sardes’teki Birinci Satrapliga baglanan, M.O. 480°de gerceklesen Salamis Deniz
Savasi’nda Atinalilara karsi Pers donanmasina destek gonderen, M.O. 469/468’deki
Pamfilya’daki Eurymedon (Kopriicay) Deniz Savasi’nda Perslere karsi Atinali Kimon’un
birliklerine destek gonderen ve Attika-Delos Birligi’ne katilan diger Likya kentlerinden ayri
diisiinmemek gerekmektedir (Istk, 2011: 18). Atina’mn M.O. 404’te Peleponezya
Savaslari’ndaki yenilgisinin ardindan Patara da diger Likya kentleri gibi tekrar Pers
egemenligine girmis, Likya Krali Perikle (ashnda Limyra beyi, ancak M.O. 370 — 360
arasindaki Biiylik Satraplar Ayaklanmasi sirasinda tim Likya’nin krali) Perslere karsi
baslattig1 bagimsizlik savasin1 Maussollos’un ihanet etmesiyle kaybetmistir (Ibid., 19). M.O.
361/360°ta Pers Krali, Likya’nin yonetimini de Karya’nin Satrabi olan Maussollos’a vermistir.
Boylece, Arkaik donemden beri yonetimi saglayan Likya beyleri/aristokratlari ortadan
kalkmuistir. Likya kentleri de Yunan kent devletleri (polis) sekline biirinmiistiir (Schuler, 2022:
44).

Biiyiik Iskender, Pers seferine giderken Likya kentleri baris¢il bir sekilde teslim
olmustur. Biiyiik Iskender’in dliimiinden sonra Likya kentleri M.O. 281°de Misir’daki
Ptolemaios Kralligi'nin, M.O. 197°de ise Seleukos Imparatorlugu’nun egemenligine girmistir.
M.O. 190’daki Magnesia Savasi’nda Romalilar, Seleukoslar1 yenince Likya kentleri bu defa
Romalilarin hakimiyetine girmistir. Romalilar savasta Seleukoslara yardim eden Likyalilari
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M.O. 188°de imzalanan Apameia Antlagmasi ile Rodoslularin egemenligi altina sokmuslardir.
Ancak, ozellikle agir vergi yiikiinden dolay1 Likyalilar ile Rodoslular arasinda diplomatik
anlasmazliklar ve askeri catismalar meydana gelmistir. Bu huzursuz siire¢, nihayet M.O.
167°de Roma’nin kendi garantisi altinda Likya’ya bagimsizlik vermesiyle sonuglanmistir.
Bunun ardindan Likya kentleri konfederasyonlarini olusturarak Likya Birligi’ni kurmuslardir.
Aslinda Bat1 Anadolu’da antik ¢agda cesitli kent birliklerinin oldugu bilinmektedir. Bunlara
ornek olarak Karya’daki Khrysaoreis, Troas Birligi ve lyonya Birligi gosterilebilir. Ancak, soz
konusu 6rnekler dini niteliktedirler ve daha ¢ok kiilt merkezleri ve festivallere odaklidirlar.
Likya Birligi’nin bunlardan farkli olmasinin nedeni askeri ittifak amaciyla olusturulmus olan
siyasal bir birlik olmasidir. Likya Birligi’'nin bir ordusu ve Patara’da bir meclisi
bulunmaktaydi. Birlige katilan kent devletlerinin haklar1 ve yiikiimliiliikleri biiyiikliik
oranlarina gore belirlenmistir. En biiyiik alti sehrin {icer oy hakki bulunmaktaydi, ancak
bunlarin yiikiimliiliikkleri daha fazlaydi ve bu ¢er¢evede Birlige daha ¢ok para ve asker temin
etmek mecburiyetindeydiler (Ibid., 45-58).

M.O. 167°den sonraki Roma garantisindeki bagimsizlik dénemi baris ve huzurun hakim
oldugu bir donem olmus, bu dénemde tiyatro, agora, Birlik meclis binasi ve gymnasium gibi
kamu yapilari olusturulmustur. Boylece Patara, Roma i¢in Dogu Akdeniz’deki &nemli
limanlardan biri haline gelmistir (iskan, 2021: 16). Roma’min Asia eyaletinde Roma
vatandaslarina karsi biiylik bir kiyima baglayan Pontus Krali VI. Mithridates’e (Krallik
donemi: M.O. 120 — 63)* kars1 Likya Birligi, Romalilarin yaninda yer almus, hatta Birlige ait
bir filo Kos Adasi civarinda VI. Mithradates’in ordusuna karsi savasmistir. Bagliligindan
dolay1 Likyalilar, Roma tarafindan ‘Roma halkinin dostlar1’ listesine dahil edilmistir. Likya
Birligi, Julius Caesar ve Pompeius arasindaki i¢ savasta Caesar tarafinda yer almig ve bdylece
Caesar’1n takdirini kazanmustir (Schuler, 54). M.O. 44’te Caesar’1 6ldiiren Brutus ve Cassius,
Caesar tarafinda olanlar1 yok etmek i¢in Dogu’da savasa baslamislar, Likya iizerine de
yiirtiyerek Birligin giiglii askeri direnisini kirarak Ksantos kentini yikmislar ve Likyalilardan
gemiler ve 6nemli miktarda para almislardir (Ibid., 55). M.O. 42’deki Filippi Muharebesi’nde
Brutus ve Cassius’un, Octavianus ve Marcus Antonius’a bagli orduya yenilmesi sonrasi
Likyalilar, muzafferin yaninda yer almislardir. Roma Imparatoru Claudius (Imparatorluk
donemi: M.S. 41 — 54), Roma eyaletleri arasinda son derece 6zerk bir durumda yer alan Likya
Birligi’nden rahatsizlik duymus ve bunu sona erdirmek amaciyla Likya’daki i¢ karigikliklarda
o6ldiiriilen Romalilar1 bahane ederek M.S. 43°te Likya Birligi’ni Likya Eyaleti’ne ¢evirmistir.
Ancak, Likya Birligi bagimsizligin1 sadece kagit {izerinde kaybetmistir, yeni Likya Eyaleti
konfederal kurumlarini devam ettirmistir (Ibid., 55-57). Roma Imparatoru Vespasianus
(imparatorluk donemi: M.S. 69 — 79) Likya ve Pamfilya eyaletlerini birlestirmis ve Patara bu
birlesik eyaletin bagkenti olmustur. M.S. 131°de Patara {inlii bir konugu, Roma Imparatoru
Hadrianus’u agirlama serefine nail olmustur. M.S. 141/142’de ve M.S. 240’ta yasanan
depremlerde Likya kentleri biiyiik zarar gérmiistiir (Iskan, 19-21).

Biiyiik Konstantin déoneminde (M.S. 312 — 337) Likya, Pamfilya’dan ayrilmstir. II.
Theodosios doneminde (M.S. 408 — 450) ise bagkent Aziz Nikolaos’un (M.S. 270 — 343) yani

! Romalilardan nefret eden Kral VI. Mithradates’in hayat1 ve savaslari igin bkz., Major, 2013. M.O. 88
yilmin bahar ayinda veya yaz ayinda Efes’teki Romalilara ve italyan kékenlilere yapilan ve her yastan
80.000 kisinin katledildigi ‘Efes Aksami’ olarak isimlendirilmis katliam VI. Mithradates’in Roma
nefretinin doruk noktasidir (Tekin, 2008: 154). VI. Mithradates’in katliamina ‘Ephesus Aksami1’ ismini
veren Fransiz isgalcilerin Sicilyalilar tarafindan dldiirtildiigii Sicilya Aksami’ndan (1282) hareketle
Fransiz arkeolog ve tarih¢i Théodore Reinach’tir (1860 — 1928) (Major, 435). Reinach’in ¢alismast i¢in
ayrica bkz., Reinach, 2001.
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Noel Baba’nin piskoposluk yaptigi ve mezarinin bulundugu Myra’ya gecmistir. Patara
Piskoposu 1. Eudemos M.S. 325 yilindaki Hz. isa’nin Tanri olarak onaylandigi Iznik
Konsili’ne ve yine Patara Piskoposu II. Eudemos ise Ariusgulugun tekrar reddedilerek Teslis
temelli iznik Konsili kararlarmin onaylandigi M.S. 381 yilindaki Konstantinopolis Konsili’ne
Likya’y1 temsilen katilmislardir. Orta Cag’in erken donemlerine kilise yogunlugundan da
anlasildig: ilizere Patara’da Hiristiyanlik kuvvetli bir sekilde yasanmistir. Bunda, M.S. 57
yilinda Pavlus’un Patara’y1 ziyaret etmesinin de etkisi biiyiiktiir. M.S. 541 yilindaki veba
salgini Patara’nin niifus sayisina ve ekonomisine darbe indirmis, M.S. 7. ve 8. ylizyillardaki
Arap akinlar1 nedeniyle Patara halki Likya’nin daglik bolgelerine kagmistir. M.S. 10. yiizyilda
Patara hala Bizans icin bir deniz iissii gérevi gormektedir, ancak M.S. 12. ylizyilda Patara iyice
kiigiilerek artik bir liman kdyiine doniigmistiir (Isik, 22-23). Tiirkmenler 1204 yilinda Patara
dahil tiim Likya’y1 fethetmislerdir. M.S. 13. ve 15. ylizyillar arasinda Patara, Ksanthos
Irmag1’nin siiriikledigi kumlarla ortiilerek 6l bir kent haline gelmistir. Kadim kent hakkinda
edinilen son bilgi, Fatih Sultan Mehmet’in istegi {izerine oglu Cem Sultan’in Rodoslular ile
goriisme yapmak i¢in M.S. 1478 tarihinde Patara’ya gelisidir (Ibid., 24).

3. ABD ANAYASASI’NA ETKIiSi

Likya Birligi’nin konfederal yapisi, ABD’nin kurucu babalarindan olan James Madison
(1751 — 1836) tarafindan ABD’nin anayasa yapim siireci tartigmalarinda ve Madison ile
Alexandar Hamilton (1755/1757 — 1804) tarafindan anayasanin onay siirecinde Likya ismi
vurgulanarak model alinmigtir. Madison ve Hamilton ilhamlarimi Aydinlanma Doénemi
filozoflarindan Montesquieu’nun (1689 — 1755) kuvvetler ayrimini savundugu (yasama,
yuriitme ve yargl) Unli eseri ‘Kanunlarin Ruhu’ndan (1750) almuglardir. Zira,
Montesquieu’nun Likya Birligi’'ni en iyi model olarak gdstermesine dogrudan atif
yapmiglardir. Montesquieu, Kanunlarin Ruhu’nda federal devletin ayni nitelikteki
devletlerden, 6zellikle de cumhuriyetci devletlerden kurulu olmasi gerektigini vurguladig: alt
boliimden sonra “Federal Cumhuriyette Aranan Bagka Kosullar” alt boliimiinde federal
cumhuriyet i¢in en iyi 6rnegin Likya Birligi oldugunu sdylemektedir (Montesquieu, 2015:
132-133):

“KONU 1I: Federal devilet aym nitelikteki devietlerden, ozellikle cumhuriyetci
devletlerden olusmalidir.

Kenan bolgesinde kurulan devietler, konfederasyon halinde birlesmemis kiigiik
monarsiler olduklari ve ortaklasa bir savunmaya girismedikleri icin yikildilar. Ciinkii
Konfederasyon olarak birlesmek kiiciik monarsilerin dogasinda yoktur.

Almanya’min federal cumhuriyeti ozgiir kentlerden ve her biri prenslere baglh kiiciik
devletlerden meydana gelmektedir. Deneyim gésteriyor ki bu devlet, Hollanda ve Isvigre
federal cumhuriyetlerinden daha kusurluydu.

Monarsinin ruhu savas ve genislemedir, cumhuriyetlerin ruhu ise barig ve ithimliliktir.
Bu iki hiikiimetin bir federal cumhuriyet halinde birlesmesi ancak zorlama ile olabilir.

Bu yiizden Roma tarihinde goriiyoruz ki Veiesliler kendilerine bir kral sectiklerinde
Toskana’min  tiim  kiiciik  cumhuriyetleri  onlari  terk etmisgtir. Makedonya krallar
Amphictyon’lar arasinda kendilerine bir yer edindiginde Yunanistan’'da her sey yikilmistir.

Prenslerden ve ozgiir sehirlerden olusan Almanya federal cumhuriyeti hala
yasamaktadir, ¢tinkii onun basinda bir agidan monark olan ve bir a¢idan da Birligin memuru
olan bir lider vardur.

KONU Ill: Federal cumhuriyette aranan baska kosullar.

Hollanda cumhuriyetinde bir eyalet digerlerinin rizasun almadan bir ittifak kuramaz.
Bu kanun, federal cumhuriyette iyidir ve hatta gereklidir.

Boyle bir sey Alman anayasasinda yoktur; sayet olsaydi, iiyelerinin birinin
tedbirsizliginden, tutkusundan ya da cimriliginden dogacak ve biitiin iiyeleri zarara sokacak
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felaketleri onleyebilirdi. Bir siyasi konfederasyon ile birlesmis bir cumhuriyet her geyini ona
vermig demektir ve verecek bagska bir seyi de yoktur.

Birlesen devletlerin ayni biiyiikliikte ve egsit giice sahip olmasi olasuik disidir.
Likyalilarin cumhuriyeti 23 kenttin birlesiminden olusmustur. Ortak konseyde biiyiik olanlarin
iig, orta biiyiikliikte olanlarin iki ve kii¢iik olanlarin bir oyu vardi. Hollanda cumhuriyeti yedi
eyaletten olugmaktadir ve biiyiik veya kiigiik olmalarina bakilmaksizin hepsinin bir oyu vardir.

Likya kentleri oy oranlarina gore vergi verirlerdi. Hollanda eyaletlerinin bu orantiya
uymalart miimkiin degildir, her biri kendi giiciine gére vergisini vermektedir.

Likya’da kentlerin yargigclari ve memurlari séziinii ettigimiz orantiya gore ortak konsey
tarafindan segilirlerdi. Hollanda cumhuriyetinde ise bunlar ortak konsey tarafindan degil, her
bir kent tarafindan secilirler. Eger iyi bir federal cumhuriyet modeli onerilmesi istenseydi, ben
Likya cumhuriyetini secerdim.”

Montesquieu’nun Likya Birligi hakkindaki bilgileri esas olarak antik ¢agin en 6énemli
eserlerinden biri sayilan Strabon’un (M.O. 64 — M.S. 24) 17 ciltlik ‘Cografya’ adl kitabindan
almtidir. 12., 13. ve 14. ciltlerde Anadolu anlatilmaktadir. Amasyali cografyaci Strabon, Likya
Birligi’nin yapis1 hakkinda su bilgileri vermektedir (Strabon, 2015: 245-246):

“Pamfilya’lilar, Italya’ya kadar deniz egemenligini kazanmay: basardilar fakat
Likyalilar oyle uygar ve nezih bir sekilde yasamlarin siirdiirdiiler ki, simdiye kadar hi¢ utang

ey

Oy hakkint paylasan 23 kent vardir. Hangi kenti uygun gordiiklerini segtikten sonra,
her kentten temsilciler birleserek orada genel bir kongrede toplamirlardi. Kentlerin en
biiyiiklerinin ii¢, orta biiyiikliikte olanlarin iki ve geriye kalanlarin da bir oy hakki vardi. Keza
bunlar ayni oranda yardimlasmalar ve komiinyonlara édemeler yaparlardi. Artemidoros, en
biiyiik altisiuin Ksanthos, Patara, Pinara, Olympos, Myra ve Tlos oldugunu soyliiyor.
Bunlarin sonuncusu Kibyra'ya gecit veren bogazin yanindadwr. Kongrede, onlar énce bir
segerlerdi ve gene burada genel adalet kurulu olusturulurdu. Daha sonraki zamanlarda savas,
baris ve antlasmalar da bu kurulda goriisiiliirdii fakat simdi bu sorunlari, Romallarin
egemenligine geceli beri dogal olarak goriismiiyorlar; ancak, Romalilar izin verdikce ya da
onlarin yarari soz konusu olunca, ayricalikli olarak gériisebiliyorlar. Yargiclar ve yiiksek
memurlar kentler tarafindan ayni oranda segilirlerdi. Boyle iyi bir yonetimle yasadiklarindan,
Romalilarin egemenliginde dahi bagimsiz kalabilmiglerdir.”

Sonug olarak Likya Birligi’nin konfederal? idari yapisinda kent devletlerinin Birlik
meclisinde biiyiikliiklerine gore orantisal temsili s6z konusu olmustur. Yargiclari ve
memurlar1 segme hakkina sahip olmasindan dolay1 Patara’daki meclisin de giiclii bir kurum
oldugu goriilmektedir. Bunun yaninda, Likya Birligi, antik ¢caga atif yapilarak érnek gosterilen
Atina demokrasisinden ¢ok daha demokratiktir. Birincisi, Atina’daki dogrudan demokraside
yaklasik 300.000 niifusun 75.000’ini olusturan kadinlarin oy hakki bulunmamaktaydi; ancak,
Likya Birligi’nde kadinlar ayni erkekler gibi oy kullanabiliyordu. Hatta, kadinlar, Likya
Birligi’nin meclisine bagkan veya iiye olabiliyorlardi (Seving, 2005). Kadinlara se¢me ve
secilme hakkinin verilmesinin 20. yiizyila ait bir olgu oldugu diisiiniiliirse Likya’da kadinlara
bu haklarin verilmesi bu toplumun c¢ogulcu demokratik karakterini ve yasamini ortaya
koymaktadir. Ikincisi, Likya Birligi’nin meclisinin bagkan1 ancak bir yilligina segilebiliyordu

2 Giiniimiiz siyaset bilimi tanimlamasinda Likya Birligi federasyon degil, bir konfederasyondur.
Konfederasyonlarda devletler bagimsizliklarini yitirmezler ve bunlar daha ¢ok ortak savunma amaciyla
bir araya gelmislerdir. ABD &rneginde oldugu gibi federasyon ile bir araya gelen devletler ise
bagimsizliklarini tamamen yitirmektedirler.
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ve ayn kent devletinden olan bagkan ikinci defa segilemezdi. Atina’nin idari yapisinda ise
boyle bir kisitlama mevcut degildir (Ibid.).

Likya kent devletlerinin Birlik meclisinde biiyiikliiklerine gdre orantisal temsili ve
meclisin yargiglari ve memurlar atama yetkisine sahip giiclii bir kurum olmas1 ABD’nin
anayasa yapim siirecinde Ornek alinmistir. ABD anayasasinin yapimi i¢in Anayasa
Konvansiyonu (Kurucu Meclis) 25 Mayis 1787 tarihinde Philadelphia’daki Bagimsizlik
Salonu’nda toplanmustir. Icislerine karisilmasini istemeyen Rhode Island disindaki 12 eyalet
Konvansiyona delege gondermistir. Konvansiyona George Washington bagkanlik yaparken
Alexander Hamilton New York’u, konusmalar1 ve uzlastirma ¢abalari ile ‘ Anayasanin Babas1’
unvani verilen James Madison ise Virginia’y1 temsil etmistir. Niifusu az olan eyaletlerin ve
niifusu fazla olan eyaletlerin delegelerinin kurulacak mecliste sayisal temsil konusunda
yaptiklar tartismalar Konvansiyona damga vurmustur. Biiylik eyaletler meclise ulusal meclise
daha cok temsilci (milletvekili) gonderebilmelerini iceren ‘Virginia Plani’ni, kii¢iik eyaletler
ise tiim eyaletlerin aymi sayida temsilci gondermesini igeren ‘New Jersey Plani’ni
savunmuslardir (U.S. Embassy and Consulates in Turkey, 2004: 10-13). Tartismalar sirasinda
Connecticut delegesi Oliver Ellsworth, New Jersey Plani’na destek vererek sitemli bir sekilde
sOyle demistir: “Seslerin esitliginin temel prensip olmadig1 bir konfederasyon hi¢ var mi1 veya
var olmus mudur?” (Yale Law School, t.y; Americus, 1862: 14; Elliot, 1836: 468). Virginia
Plani’n1 destekleyen Madison bu siteme Likya Birligi cevabini su sekilde vermistir (Yates,
1839: 210; Elliot, 1830: 120):

“Son konusan beyefendinin takdire sayan ve yakin muhakemesine ragmen oénceki
sozlerimin saglam temellere dayanmadigina heniiz ikna olmadim. Argiimanlarindan birini
insa etmis oldugu gercek konusunda yamldigini anlyyorum. Oy esitliginin  tim
konfederasyonlarin temelini olusturan ilke oldugunu varsayryor, tinlii Montesquieu tarafindan
hakli olarak alkiglanan Likya 'minki ise farklvydi.”

Konvansiyon’daki tartismalar neticesinde Connecticut eyaletinden gelen delegelerin
uzlas1 dnerisiyle Temsilciler Meclisi’nde eyaletlerin niifus oranlarina gore temsili, Senato’da
ise her eyaletten her birinin birer oy hakki olmak iizere iki senatoriin temsili igin karar
almmustir. Bu ¢éziime ‘Biiyiik Uzlagsma’ veya ‘Connecticut Uzlagsmasi’ ad1 verilmistir (U.S.
Embassy and Consulates in Turkey, 13). Buna gore, Temsilciler Meclisi’ndeki orantisal temsil
i¢in Anayasa’ya eklenen madde su sekildedir (ABD Anayasasi, Madde 1, Boliim 2):

“Temsilci sayisi her 30 bin kigiye 1 temsilciden fazla olmayacak, fakat her eyaletin en
az 1 temsilcisi bulunacaktir; ve boyle bir sayim yapilincaya kadar, New Hampshire eyaleti 3,
Massachusetts 8, Rhode Island ve Providence Plantations 1, Connecticut 5, New York 6, New
Jersey 4, Pennsylvania 8, Delaware 1, Maryland 6, Virginia 10, Kuzey Carolina 5, Giiney
Carolina 5 ve Georgia 3 temsilci secme hakkina sahip olacaktir.”

ABD Anayasasi, Anayasa Konvansiyonu tarafindan 17 Eylil 1787 tarihinde kabul
edilmis ve ardindan eyaletlerin meclisleri tarafindan da kabul edilerek 4 Mart 1789 tarihinde
yiirtirliige girmistir. Eyaletlerdeki onay siirecinde 13 eyaletin 9’unun olumlu yonde oy
kullanmas1 gerekmekteydi. En o6nemli sorunlardan biri New York eyalet meclisinde
Anayasa’nin onaylanmama ihtimali olmustur. New Yorklularin ve meclisteki temsilcilerinin
ikna edilmesi amaciyla Alexander Hamilton, James Madison ve John Jay tarafindan kaleme
alinan yeni Anayasa’nin destekgisi 85 makale Independent Journal, The New York Packet ve
Daily Advertiser adli New York gazetelerinde yayinlanmustir (Sirin ve Orcan, 2021: 13). Bu
makalelere ‘Federalist Yazilar’ adi verilmistir. Aydinlanma filozoflarmin diisiincelerine bolca
atiflarin yapildig1 Federalist Yazilar’t hukuk tarih¢isi Richard B. Morris “emsalsiz bir Anayasa
serhidir ve Amerikali yazarlarca kaleme alinan siyaset bilimi eserleri i¢inde gerek kapsam
gerekse derinlik itibariyle esi ve benzeri olmayan bir klasik,” olarak tanimlamaktadir (Morris,
1987: 309, aktaran Sirin ve Orcan, 2021: 13).

Hamilton tarafindan yazilan “i¢ Karisikliklara ve Isyanlara Kars1 Bir Koruyucu Olarak
Birligin Yararlar1” adli 9. makalede Likya Birligi drnegi verilerek eyaletlerin Temsilciler
Meclisi’ndeki temsili i¢in Ongoriilen orantisal temsil ve yargi mensuplarin1 ve memurlar
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atayabilen giiclii federal hiikkiimet modeli savunulmustur. Bu ¢ergevede, 9. makalede Hamilton
oncelikle giiclii bir birligin baris ve 6zgiirliigiin teminat1 ve i¢ karisikliklar ile isyanlara karsi
en onemli koruyucu unsur oldugunu, Yunanistan ve Italya’daki kii¢iik cumhuriyetlerin
baslaria gelen felaketleri drnek gostererek vurgulamaktadir. Hamilton, bu cumhuriyetlerin
¢ekismeler nedeniyle hep ¢alkanti i¢inde yasadiklarini ve siirekli meydana gelen devrimler
neticesinde tiranlik ve anarsi asiriliklar1 arasinda sallandiklarinin altin1 ¢izmektedir. Ardindan,
Hamilton, anti-federalistlerin tarihsel olarak bakildiginda her eyalet ortak meclislerde esit
olarak temsil edilmistir seklindeki tezini elestirmekte ve orantisal temsili savunmaktadir
(Hamilton, Madison ve Jay, 2021: 90, 94). Makalesinin sonunda Hamilton her iki konudaki
arglimanlarin1 Likya Birligi 6rnegi ile su sekilde desteklemektedir (Ibid., 95):

“23 sehir ya da cumhuriyetten olusan Likya federasyonundaki Ortak Konsey’'de en
biiyiik sehir veya cumhuriyetler li¢ oya, orta diizeydekiler iki oya, en kiiciikler bir oya sahipti.
Sehirlerdeki yargic ve memurlarin tiimiinii Ortak Konsey atamaktaydi. Bu ig, kesinlikle i¢
yonetime dair en hassas miidahale tiiriiydii, ¢iinkii bir yapida yerel ortaga ait olmasi gereken
en onemli yetki, kendi memurlarint atama yetkisi gibi goriiniiyor. Gelgelelim Montesquieu, bu
birlikten bahsederken “miikemmel bir konfedere cumhuriyet ornegi vermem gerekirse,
Likya’yi ornek veririm” demistir. Dolayisiyla onerilen ve iizerinde israr edilen soz konusu
ayrimin, bu aydin yurttas tarafindan benimsenmedigi gériiliiyor. Bizim de varmamiz gereken
sonug, bu iddialarin hatalr bir teorinin tiriinleri olduklaridir.”

Yine Hamilton’in yazdigi “Ayn1 Konudan Ayni ilkeyle Iliskili Olarak Devam” isimli
16. makalede ise yine gii¢lii bir merkezi hiikiimetin sadece eyaletler i¢in degil eyaletlerdeki
vatandaslar i¢in de yasa yapmasi gerektiginin 6nemi belirtilmekte, 6zellikle ortak ordu ve
ortak adalet mahkemeleri yoluyla eyaletlerdeki vatandaslarin yagamlarina olumlu bir sekilde
dokunulabilecegi ifade edilmektedir. Hamilton yasalarin eyaletlerin yani sira vatandaslar i¢in
de yapilmas1 konusunda séyle demektedir (Ibid., 136):

“Eyaletlere ya da topluluklarin politik varliklarina doniik yasa yapma ilkesinin yol
a¢tigi ve bizim verdigimiz orneklerle de deneyimledigimiz sonuglar — bu tiirdiin hiikiimetlerde
bu ilkenin yayginligi bilmemekle beraber — konfedere yonetim bi¢imini benimsemis diger
hiikiimetlerin basina gelenlerle de dogrulaniyor. Bunun dogrulugunu arastirmak ayri ve ézel
bir inceleme yapmay: gerektiriyor. Burada ben, kendimi, tarihin Antik Cag’dan bize sundugu
konfederasyonlardan olan Likya ve Akha Birliklerinden kalan kalintilara gore bu
konfederasyonlarin kendilerini bu hataly ilkenin prangalarindan tamamzuyla kurtardiklarini ve
bu nedenle de politika yazarlarimin biiyiik cogunlugunun ovgiilerini aldiklarin belirtmekle
stmrlayacagim.

Ustiine basa basa ve hakli olarak séylenebilir ki bu tartismali ilke, anarsinin
kaynagidwr: Birligin iiyelerinin yaptiklar: hatalar bu ilkenin dogal ve kaginilmaz sonuglaridir
ve bu hatalar meydana geldiginde uygulanabilir olan mevcut yegane ¢oziim i¢ savastir.”

Madison tarafindan yazilan 45. makale “Birligin Yetkilerinin Eyalet Hiikiimetleri Igin
Yaratacag1 Sozde Tehlikeler” bagligini tasimaktadir. Madison burada Likya Birligi meclisinin
giiclinlin diizeyine ve tiiriine atif yaparak yeni ABD Anayasasi tarafindan olusturulan federal
hiikiimetin ondan da gii¢lii oldugunu ifade etmektedir. Yani, burada yine gii¢li hiikiimet
arzusu vurgulanmaktadir (Ibid., 332-333):

“Konvansiyon'un tasarisinin karsitlari, oncelikle federal hiikiimetin amaglart igin
mutlaka verilmesi gereken yetki diizeyini diistinmek yerine, zamanlarini eyalet hiikiimetlerine
verilmesi onerilen yetki diizeyinin olast sonuglarin tartisarak harciyorlar. Fakat Birlik
Amerikan halkin dis tehlikelere, eyaletler arasinda ¢ikacak ¢ekisme ve savaslara, ozgiirliige
diisman giddet egilimli baskici hiziplere, c¢iktiklart kaynag: gittikce zehirleyen askeri
orgiitlenmeye karsi giivence altina almak igin mutlaka gerekliyse, yani kisaca Birlik Amerikan
hallkinin mutlulugunu saglamak icin mutlaka gerekliyse, Birligin amaclarina ulagmasi icin
olmazsa olmaz yetkilerine yalnizca tekil eyaletlerin onemini azaltiyor diye itiraz etmek
sa¢malik degil midir? Binlerce insanin yiice kanlarint doktiigii ve milyonlarin tiim emeklerinin
karsiligi olan miilklerini harcamak zorunda kaldiklari Amerikan Konfederasyonu’'nu kuran
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yiice Amerikan Devrimi, Amerikan halki barisin, 6zgiirliigiin ve giivenligin tadimi ¢ikarsin diye
degil de tekil eyaletlerin hiikiimetleri ve mahalli yonetimler bazi siislii yetkilerini korusunlar
ve onurlarint ve egemenlik isteklerini tatmin etsinler diye mi gerceklestirildi yani? Hepimiz
eski diinyaya hakim olan o ¢irkin ogretiyi, krallarin halk icin degil halklarin kral icin
yaratildigy diisiincesini duymusuzdur. Bu doktrini yeni diinyada bagka bir bicimde yeniden mi
canlandiracagiz? Hallkin mutlulugunu politik kurumlarin istekleri icin feda mi edecegiz? ...

Bu yazilar boyunca federal hiikiimetin islemlerinin eyalet hiikiimetleri i¢in zarar verici
olmayacagim kamitlayan pek ¢ok farkll sav savunuldu. Bu konu hakkinda ne kadar fazla
diistiniirsem, aradaki dengenin bozulmasi durumunda bu dengenin eyalet hiikiimetlerinin degil
federal hiikiimetin aleyhine bozulacagina o kadar ikna oluyorum.

Konfederasyonlarin eski ve modern érneklerinin hepsinde gordiigiimiiz iizere tiyeler,
stirekli olarak genel hiikiimetten, artik saldirilara karsi kendisini koruyamayacagi noktaya
gelene kadar bazi yetkiler calmaya ¢alisma egilimindedirler. Ger¢i bu érneklerin ¢ogunda
sistem su anda inceledigimiz sistemden ¢ok farklidir ve iiyelerin miidahaleleri ¢cogu zaman
federal hiikiimetin kaderini belirleyebilmistir; ama onerilen Anayasa’da da eyaletler aktif
egemenliklerinin ¢ok biiyiik bir boliimiinii muhafaza edeceklerinden, bunlardan gelebilecek
miidahaleler kesinlikle goz ardr edilmemelidir. Akhalar Birligi'nde de federal hiikiimet
muhtemelen Konvansiyon'un tasarladigr hiikiimete ¢ok benzer diizeyde ve tiirde yetkilere
sahipti. Likya Konfederasyonu, en azindan ilke ve bigiminin bize aktarildigi kadariyla, bizimle
daha da biiyiik benzerlikler tasimaktadir. Ancak tarih bize bunlardan hi¢cbirinin tek bir birlegik
hiikiimete dogru ¢oziilmedigini ve hatta ¢oziilmeye yonelmedigini gosteriyor. Tam tersine,
bunlardan birinin sonu, federal iktidarin alt iktidarlar arasindaki ¢ekismeleri ve sonunda
ayrimayt engellemedeki acizligi sonucu gelmistir. Bu orneklere dikkatimizi vermemiz gerekli,
¢linkii bu orneklerde biitiinii olusturan iiyeler iizerindeki dis baskilar, ki bu baskilar biitiinii
olusturan parcalart birbirlerine iterler, bizim durumumuza gére ¢ok daha fazlayd:.
Dolayisiyla, eyaletleri ve federal hiikiimeti birbirine baglayan baglar bizde bu drneklere
kiyasla ¢ok daha kuvvetli olmalidir.”

4. AB’DE KARAR ALIMINA ETKISI

Likya Birligi’nin konfederasyonunun sadece ABD Anayasasina degil, AB’nin yasama
stirecinde yer alan Konsey’deki iilkelerin niifusuna gore oy agirligina sahip oldugu QMV
yontemine de ilham kaynagi oldugu da soylenebilir. Ancak, Likya Birligi’nin bu etkisi
dolaylidir, ¢iinkii Avrupa Komiir ve Celik Toplulugu’nun (AKCT) ve Avrupa Ekonomik
Toplulugu’nun (AET) kuruluslarinda kurucu babalarin veya belgelerin Likya Birligi’nden
dogrudan s6z ettigi sdylenemez. Buna ragmen, nitelikli ¢ogunluk ydnteminin Onciisiiniin
Likya Birligi olmasi tabii ki de dolayli bir etki yaratmaktir. Ikinci Diinya Savasi sonrasinda
Fransiz federalist Jean Monnet’in ¢abalar1 ile Almanya, Fransa, Hollanda, halya, Liiksemburg
ve Belgika arasinda 1951 yilinda imzalanan Paris Antlagmasi ile kurulan AKCT’nin Yiiksek
Otoritesi (High Authority) tarihteki gercek anlamdaki ilk uluslartistii kurumdur. Ciinki,
Yiiksek Otorite, tiim {iyeleri baglayici kararlar alma yetkisine sahip olmustur. Komiir ve celik
alanindaki giimriik vergisiz ve kotasiz ticaretin yararim goren iiye iilkeler, 1955 yilinda
Sicilya’nin Messina kentinde yaptiklari toplantida serbest ticareti ekonominin diger alanlarina
da yayma karar1 almislardir. Yapilan ¢calismalar neticesinde AKCT nin alt1 tiyesi 25 Mart 1957
tarihinde Roma Antlagmasi’ni imzalayarak AET’yi kurmuslardir. AET ismi 1 Kasim 1993
tarihinde Maastricht Antlasmasi’nin yiiriirlige girmesiyle AB’ye donlismiistiir. 2007 yilinda
imzalanan ve 2009 yilinda yiiriirliige giren Lizbon Antlagmasi, AB’nin kurumlarinin
olusumlarmin ve gorevlerinin belirlendigi son antlagmadir.

Konsey, Avrupa Komisyonu ve Avrupa Parlamentosu ile beraber AB’nin Olagan
Yasama Prosediiri’nde (Ordinary Legislative Procedure) yer alan kurumlarindan biridir.
Olagan Yasama Prosediirii’'nde Avrupa Komisyonu tarafindan hazirlanan yasa tasarilarmin
hem Avrupa Parlamentosu hem de Konsey tarafindan onaylanmasi gerekmektedir. Konsey,
yasa tasarisinin konusuna gore liye iilkelerin ilgili bakanlarinin katilimiyla toplanmaktadir.
Ornegin, tarim konusunda bir yasa tasarisi ele almacaksa iiye iilkelerin tarim bakanlar1 bir
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araya gelmektedir. Konsey’de baslica oylama yontemi QMV’dir ve yasalarin yaklasik yiizde
80’1 bu yontem ile yapilmaktadir.

1957 yilinda imzalanan Roma Antlasmasi’nda Avrupa Komisyonu’ndan gelen
tasarilarin Konsey’de kabul edilebilmesi i¢in 12 oya ulagma zorunlulugu getirilmis, niifusu
fazla olan Fransa, Almanya ve Italya’ya dorder, Belgika ve Hollanda’ya ikiser ve niifusu en
az olan Liiksemburg’a bir oy hakki taninmistir. Yasanan genislemeler nedeniyle cesitli
degisiklikler yapilmis olmasina ragmen QMYV yodnteminde niifusu fazla olan iilkelerin oy
agirlig1 her zaman daha fazla olmustur. Konsey’de giliniimiizde, 6rnegin, Almanya (AB toplam
niifusunun yaklasik yilizde 18,5’1) Fransa (AB toplam niifusunun yaklasik yiizde 15,1°’1) ve
Italya (AB toplam niifusunun yaklasik yiizde13,2’si) sirastyla en giiglii iilkelerken, Malta (AB
toplam niifusunun yaklasik ytizde 0,12’si), Liiksemburg (AB toplam niifusunun yaklagik
yiizde 0,14°1) ve Gliney Kibris Rum Yonetimi (AB toplam niifusunun yaklasik yiizde 0,2’si)
sirastyla en giigsiiz lilkelerdir. QMV ile karar aliabilmesi i¢in evet oylarinin AB iiyesi
iilkelerin yiizde 55’ini (27 lye iilkeden 15°1) ve AB toplam niifusunun yiizde 65’ini temsil
etmesi gerekmektedir. Buradaki ylizde 65°lik temsil sart1 niifusu fazla olan iilkelere biiyiik gii¢
saglamaktadir. Uye iilkelerin niifus yogunluklaria gore yasa yapilmasi veya karar alinmasi
yonteminin Onciisii olarak Likya Birligi karsimiza ¢ikmaktadir.

5. SONUC

M.O. 167 tarihinde kurulan konfederal Likya Birligi’nde 23 kent devleti yer almustir.
Patara’daki mecliste bu kent devletlerinden en biiyiik altisinin iiger, orta biiylikliikte olanlarin
ikiser ve kiigiik olanlarin birer oy hakki bulunmaktaydi. Bu agidan, Likya Birligi nitelikli
cogunluk yonteminin dnciiliiglinii yapmistir. Ayrica, meclis, yargiglart ve memurlari se¢me
hakkini elinde tutan gii¢lii bir konfederal kurumdu. Likya Birligi’nin olusturdugu konfederal
kurumlarin ABD’nin kurumsal yapisina dogrudan, AB’nin kurumsal yapisina ise dolayli
olarak etki ettigi goriilmektedir.

ABD’nin anayasa yapim siirecinde yeni kurulacak mecliste eyaletlerin hangi sayisal
agirlikta temsilci gondereceklerine yonelik Anayasa Konvansiyonu’ndaki tartismalarda James
Madison, Likya Birligi’nin meclisindeki nitelikli ¢ogunluk yontemini Ornek gdosterip
eyaletlerin niifus oranlarma gore temsil edilmesini savunmustur. Tartismalar neticesinde
eyaletlerin Kongre’nin Temsilciler Meclisi kanadina esit temsilci gondermesini savunan ‘New
Jersey Plani’na karsi eyaletlerin niifus oranlarina gore temsilci gondermelerini savunan
‘Connecticut Uzlagmas1’ kabul edilmistir. Madison, burada, eyaletlerin niifusuna gére temsilci
gondermesini savunurken Aydinlanma Donemi filozoflarindan Montesquieu’nun Likya
Birligi’nin nitelikli ¢ogunluk yonteminin islevselligini vurgulayip tarihteki en iyi federal
cumhuriyet modeli olarak gdsterdigi Kanunlarin Ruhu kitabindan alint1 yapmistir. Anayasanin
onay siirecinde New Y orklularin ikna edilmesi i¢in Madison, Alexander Hamilton ve John Jay
tarafindan gazetelerde yazilan makalelerde (Federalist Yazilar) Aydinlanma Donemi
filozoflarinin diisiincelerine bolca atif yapildigi gériilmektedir. Hamilton’in yazdig1 “I¢
Karisikliklara ve Isyanlara Kars1 Bir Koruyucu Olarak Birligin Yararlar” adli 9. Makalede,
Temsilciler Meclisi’nde eyaletlerin orantisal temsilinin saglanmasinin 6nemi ve Likya
Birligi’nde meclisin yargi¢lar1 ve memurlari segcme hakki vurgulanarak federal hiikiimetin
giiclii bir yapida olmast gerektigi, Montesquieu’nun Likya Birligi hakkindaki ayni
Ovgiilerinden alint1 yapilarak desteklenmistir. Yine Hamilton tarafindan yazilan “Ayni
Konudan Ayni ilkeyle iliskili Olarak Devam” isimli 16. Makalede, federal hiikiimetin sadece
eyaletler i¢cin degil eyaletlerdeki vatandaslar i¢in de yasa yapan giiclii bir kurum olmasi
gerektigi Likya Birligi’nden alintiyla vurgulanmistir. Madison’in kaleme aldigi “Birligin
Yetkilerinin Eyalet Hiikiimetleri i¢in Yaratacagi Sézde Tehlikeler” adli 45. makalede, tekrar
Likya Birligi meclisinin giiciinden yola ¢ikilarak ABD Anayasasi’nin olusturdugu federal
hiikiimetin daha da giiglii olacagimnin alt1 ¢izilmistir. Gerek anayasa yapim siirecinde gerekse
onay siirecinde, kurucu babalarin, Montesquieu’dan yaptigi bu alintilarin Temsilciler
Meclisi’nde orantisal temsilin ve gii¢lii federal hiikiimetin kabul edilmesinde 6nemli bir rol
oynamasi, Likya Birligi'nin ABD’nin kurumsal yapisina dogrudan etki ettigini
gostermektedir.

izmir Katip Celebi Universitesi iktisadi ve idari Bilimler Fakiiltesi Dergisi, 2024; 7(2): 1—-11 n



Likya Birligi’nin AB’nin kurumsal yapisina dolayli bir etkisi vardir. AB’nin Olagan
Yasama Prosediirii'nde yer alan Konsey’de yasalarin yaklasik olarak yiizde 80’i QMV
yontemi ile yapilmaktadir. Son yapilan degisiklik ile bu yontemde karar alinabilmesi igin
Avrupa Komisyonu’ndan gonderilen yasa tasarilarinin Konsey’de AB’ye iiye iilkelerin yiizde
55’1 tarafindan onaylanmasi (27 {iye tilkenin 15’1) ve AB’nin toplam niifusunun yiizde 65’ini
temsil etmesi gerekmektedir. Yiizde 65°lik temsil sartinin aranmas1 AB’de niifusu fazla olan
Almanya ve Fransa gibi tilkelere 6nemli bir avantaj saglarken, Malta, Liiksemburg ve Giiney
Kibris Rum Yonetimi gibi iiyeleri zayif kilmaktadir. Kurulusundan giiniimiize yasanan
genisleme dalgalari neticesinde AB, QMV’de degisiklikler yapmis olmasina ragmen niifuzu
cok olan iilkeler avantajlarini her zaman korumustur. AB, QMV yontemini Konsey’de
benimsenirken Likya Birligi’ndeki nitelik gogunluktan esinlenildigine dair herhangi bir bulgu
yoktur, ancak nitelikli ¢ogunluk yonteminin tarihsel oOnciisii Likya Birligi’dir. Likya
Birligi’nin meclisinde yer alan 23 kent devletinden en biiylik altis1 iiger, orta biiyiikliikte
olanlar ikiser ve kii¢iik olanlar birer oy hakkina sahip olmuslardir. Bu ¢ercevede, tarihsel
Onciisii olmasi itibariyle Likya Birligi’ndeki nitelikli ¢cogunlugun AB’nin QMV ydntemini
benimsemesinde dolayl1 bir etkisi oldugu ileri siiriilebilir.
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ABSTRACT

This research investigated the impact of negative and positive emotions of consumers
towards foreign products. Based on this, the study investigated the impact of Congolese
and Turkish consumers’ negative (considered as animosity) and positive emotions
(considered as affinity, internationalism and xenophilia) towards French and American
products. Also, the study investigated the effects of internationalism and xenophilia on
consumer affinity and product judgement, the effect of the country of origin, consumer
animosity and consumer affinity on product judgment and the willingness to buy French
and American products. The study also investigated the moderator effect of the lack of
domestic alternatives in the relation between product judgment and the willingness to buy
French and American products. Findings indicated that both positive and negative emotions
can impact perception of foreign products, but positive emotions tend to have a greater
influence. Our research also revealed that Congolese and Turkish consumers may have
different attitudes towards foreign products and varying levels of globalisation.

Anahtar Kelimeler: Consumer Affinity, Consumer animosity, Country-of-Origin,
Xenophilia, Internationalism, Product Judgment, Willingness to Buy, Lack of Domestic
Alternatives.

OZET

Bu aragtirma, tiiketicilerin yabanci {iriinlere karsi duydugu olumsuz ve olumlu duygularin
etkisini incelemistir. Bu baglamda, caligma, Kongo ve Tirk tiketicilerin Fransiz ve
Amerikan tiriinlerine karst duydugu olumsuz duygularin (diismanlik olarak kabul edilen)
ve olumlu duygularin (yakinlik, uluslararasilik ve yabanci sevgisi olarak kabul edilen)
etkilerini aragtirmistir. Ayrica, ¢aligma uluslararasilik ve yabanci sevgisinin tiiketici
yakinlig1 ve {iriin yargisi lizerindeki etkilerini, mensei iilkesinin, tiiketici diismanliginin ve
tilketici yakinhiginin iirin yargis1 ve Fransiz ile Amerikan {irinlerini satin alma istegi
iizerindeki etkilerini incelemistir. Calisma ayrica, yerli alternatiflerin eksikliginin {iriin
yargist ile Fransiz ve Amerikan iiriinlerini satin alma istegi arasindaki iliskideki moderator
etkisini arastirmistir. Bulgular, hem olumlu hem de olumsuz duygularin yabanci iiriinlerin
algisini etkileyebilecegini, ancak olumlu duygularin daha biiyiik bir etkiye sahip oldugunu
gostermistir. Aragtirmamiz ayrica, Kongo ve Tiirk tiiketicilerin yabanci tiriinlere kars: farkl
tutumlara sahip olabilecegini ve kiiresellesme seviyelerinin degiskenlik gosterdigini ortaya
koymustur.

Keywords: Tiiketici Yakinlig, Tiiketici diismanhgi, Mense Ulke, Yabanci Diismanhgi,
Enternasyonalizm, Uriin Yargisi, Satin Alma Istegi, Yurt ici Alternatiflerin Eksikligi.
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1. INTRODUCTION

In international markets, contrary to general belief, consumers’ feelings are the one of
key factor that shapes buying decisions. When the international marketing litareture’s time
line examined it is reliazed that the concepts like country of origin, ethosentrizm and consumer
animosity have been the subject of many researches as an important role in international
marketing (Parameswaran & Pisharodi, 1994; Beverland & Lindgreen, 2002; Douglas &
Nonaka, 1985; Elliott & Cameron, 1994; Garland & Coy, 1993; Han and Terpstra, 1988;
Kaynak & Cavusgil, 1983); Lawrence, Marr, & Prendergast, 1992; Manrai and Manrai, 1995;
Watson and Wright, 2000). Based on this, several studies conducted in the international
consumer behavior focused on concepts such as consumer ethnocentrism,
patriotism/nationalism, country of origin effect and consumer animosity in order to understand
their impact on the consumer buying behavior of foreign products (Klein, Ettenson and Morris
1998).

However, when we look at the literature, it is shown that the number of studies
conducted on positive emotions, which are also effective in purchasing foreign products is still
less than studies conducted on negative emotions, even though they have a significant impact
on the consumer’s buying decision of foreign products and have more explanatory power in
understanding consumer behavior as they allow consumers to extend their alternatives and to
make quick decisions without seeking too much information about the product origin (Cohen
et al., 2013; Dijker, 1987; Brijs et al., 2006; Jaffe and Nebenzahl 2006).

In addition, we look at the developments in today’s world (Globalization and internet),
it is found that negative effects of emotions such as animosity, (which expresses the
consumer's negative emotions towards a certain country, culture and therefore the product)
towards foreign countries may decrease over time and can be replaced by positive emotions
such as affinity. In this context, positive emotions seem to be more effective than negative
emotions in explaining consumer preferences (Jaffe & Nebenzahl, 2006).

In this direction, it is aimed to examine the effects of consumer affinity, country of
origin and consumer animosity on judgments about foreign products. In addition, it is aimed
to examine the moderator effect of the absence of domestic product alternatives. Thus, it is
thought that examining the effects of consumer affinity, consumer animosity, internationalism
and foreign curiosity on the judgments of foreign products will make important contributions
to the literature. The study consists of two parts. In the first part, information was given about
the concepts of consumer affinity and consumerism, internationalism and xenophilia, and in
the second part, the test of the model created in line with the purpose of the research, and the
results and suggestions regarding the findings were included.

2. LITERATURE REVIEW

2.1. Country-of-Origin

The Country-of-origin is considered the country of origin of a particular product and
brand (Nebenzahl et al., 1997; Lin and Chen, 2006). Generally, it is expressed as “Made in”
or “Made in (country name)” and significantly affects the consumers' evaluations of a product
(Bilkey and Nes 1982). However, the country of origin effect cannot be limited to the country
of production. Because it is well known that a product can be designed in one or more countries
and manufactured or assembled in other countries. In that context, Askegaard and Ger (1998)
proposed the term CPPI (Contextualized Product-Place Image) other than the Country of
Origin Effect.
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In addition, research on the country-of-origin effect is moving in two complementary
directions. On one side there are studies that deal with the composition of the product-country
image (PCI: Product-Country Image) and on the other there are studies focusing on the way
consumers use the country of origin to evaluate the quality of a product (Godey et al., 2012).
PCI refers to the image of a country for certain products and therefore influences the country
of origin (Roth and Diamantopoulos, 2009). For example; American-branded General Motors
(GM) products are considered to be of United States origin for consumers, even if they are
manufactured in other countries. Therefore, consumers consider the product's origin when
making their purchasing decisions. Based on this, the following hypothesis can be formulated:

H1la: The perception of the country of origin (COO) of Congolese consumers has a
positive effect on their judgments about the product.

H1b: The perception of the country of origin (COO) of Turkish consumers has a positive
effect on their judgments about the product.

2.2. Consumer Animosity

Klein et al. (1998) defines the concept of animosity as an antipathy due to military,
political or economic events that significantly affect consumer purchasing behavior at an
international level. Considering the fact that this antipathy will turn into anger, it can be said
that consumer animosity affects the purchasing behavior of foreign products negatively
(Riefler and Wongtada, 2007).

Klein et al. (1998) argued that animosity towards the country of origin of a product
affects negatively the buying decision of that product, regardless of comments made about the
quality of the product. In their study, Klein et al., (1998) took an example of Chinese
consumers living in Nanjing, a Chinese city that was subjected to a horrific invasion and brutal
massacre by Japanese soldiers during the Second World War. In fact, when asked to evaluate
the features of Sony brand products, Chinese consumers give high points to the product
features. However, when asked to consider Sony as a brand, it was revealed that Chinese
consumers declared that they will never bring a product from Japan into their homes. This
situation leads to the conclusion that even though the quality perception of Chinese consumers
for such goods is great, their anger towards Japan negatively had an impact on buying a
Japanese product.

When we look at the studies investigating the factors affecting the willingness to
purchase foreign products in the literature, it is shown that besides animosity, product-oriented
judgments have a significant effect on the willingness to purchase foreign products (Wang &
Chen, 2004; Wongtada et al., 2012). Based on this, it is believed that animosity should be
examined in the dimension of product judgment. Klein et al. (1998), Nijssen and Douglas
(2004) investigated the relationship between consumer animosity and foreign product
judgment in their study. The result revealed that consumers with a high animosity tendency
evaluate foreign-origin products negatively. Based on the literature, the following hypotheses
have been developed:

H2a: Consumer animosity of Congolese consumers has an impact on product
judgments.

H3a: Consumer animosity of Congolese consumers has an impact on their willingness
to buy.

H2b: Consumer animosity of Turkish consumers has an impact on product judgments.

H3b: Consumer animosity of Turkish consumers has an impact on their willingness to
buy.
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2.3. Consumer Xenophilia

Xenophilia can be defined as the love, appreciation, and interest in foreign people,
cultures, and traditions. This feeling not only occur within a their nationality, but also towards
foreigners who are different in terms of culture, color, and religion (Hommes Libres, 2012).
According to Perlmutter (1954), xenophilia is an implicit or explicit disrespect and hatred
towards one's own sociological reference group. In a psychological context, xenophilia
describes a positive attitude towards individuals from other groups who are alien to different
cultures in terms of language, habits, ethnicity, or traditions (Stefan Stiirmer et al., 2013; Le
Grand Robert, 2001).

Researches have revealed that the consumer's preference for foreign products over
locally produced products is a result of consumer xenophilia (Perlmutter, 1954; Tanja et al,
2005; Warncke et al, 2020). In some studies, it has been determined that consumers in
countries defined as underdeveloped countries tend to prefer products from developed
countries (Batra et al., 2000). In addition, products manufactured in developed countries are
believed to have higher quality characteristics than products manufactured in less developed
countries. This can be explained by status-based preferences for western goods. As a matter
of fact, in a study conducted in Romania, it was found that products with high status are mostly
of foreign origin (Ger et al., 1999). It is believed that consumers with high foreign xenophilia
have positive feelings toward foreign products and negative feelings toward domestic
products. Therefore, this concept expresses a positive attitude toward all foreign countries and
a negative attitude toward local people (Oberecker et al., 2008). Based on this, the following
hypothesis was developed.

H4a: Congolese consumers' xenophilia has a positive effect on consumer admiration.
H5a: Congolese consumers' xenophilia has a positive effect on product judgment.
H4b: Turkish consumers’ xenophilia of has a positive effect on consumer admiration.
H5b: Turkish consumers’ xenophilia has a positive effect on product judgment.

2.4. Internationalism

Balabanis et al. (2001) defined the concept of internationalism as the desire to support
the well-being of other nations through product consumption by empathizing with the people
of other nations. Balabanis et al. (2001) in their work argued that internationalism is a structure
opposed to nationalism (Kosterman and Feshbach, 1989). Kosterman and Feshbach (1989)
found that international openness is negatively related to nationalism, arguing that
internationalism takes a more active position by focusing on international sharing and
prosperity and reflects empathy towards people in other countries.

People with internationalist tendency are more willing to find it morally acceptable to
buy imported products (Balabanis et al., 2001). Similarly, Crawford and Lamb (1982) argued
that international openness positively affects the willingness to purchase foreign products. In
general, consumers with a high desire for internationalism support international sharing and
focus on helping other nations and their well-being (Kosterman and Feshbach, 1989). This
concept can be compared to the concept of consumer affinity. However, the feeling of affinity
does not express a general positive emotion towards foreign countries like the feeling of
internationalism because affinity expresses a positive emotion towards a particular country.
Based on this, the following hypothesis was formulated:

H6a: The internationalism of Congolese consumers has a positive effect on consumer
affinity.
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H7a: The internationalism of Congolese consumers has a positive effect on product
judgment.

H6b: The internationalism of Turkish consumers has a positive effect on consumer
affinity.

H7b: The internationalism of Turkish consumers has a positive effect on product
judgment.

2.5. Consumer Affinity

Jaffe and Nebenzahl (2006) considered consumer affinity as a positive attitude towards
foreign countries and their products. The structure of affinity is also different from
internationalism and xenophilia. In fact, while internationalism (Perlmutter, 1954) expresses
a general positive emotion towards all foreign countries, affinity concerns only one (or a few)
foreign countries. Affinity is different from xenophilia, which is an attraction to foreigners and
an aversion to the local (Kosterman and Feshbach 1989). As a matter of fact, consumers’
affinity for a foreign country does not mean that she/he has negative emotions toward her/his
own country. In short, Oberecker and Diamantopoulos (2011) defined it as “a feeling of love,
sympathy and a certain commitment to foreign countries resulting from personal experience
or normative factors that affect the consumer when making decisions about products and
services from the country of affinity” (Oberecker et al., 2008).

Oberecker and Diamantopoulos (2011) state that affinity positively affects the
willingness to buy products of the affinity country. Verlegh (2007) found that consumers may
intentionally purchase products from a particular country in order to establish strong ties with
the “affinity” country.

In a study on French consumers (Bernard and Karoui, 2014), the purchase intention of
different product categories originating from Germany and Switzerland was examined. As a
result, it was found that consumer affinity has a positive effect on the willingness to buy
products from the affinity country. According to Papadopoulos et al. (2017), product judgment
of the affinity country's products is more positive than the animosity country's product. As the
product judgment towards the products of the affinity country increases, the willingness to buy
the product of that country also increases. Therefore, when consumers express affinity towards
a country, they are more willing to buy products from that country (Nes et al., 2014). Based
on this, the following hypotheses were formulated:

H8a: Consumer affinity of Congolese consumers has a positive effect on their product
judgment.

H9a: Consumer affinity of Congolese consumers has a positive effect on their
willingness to buy.

H10a: Consumer affinity of Congolese consumers has a positive effect on the country-
of-origin.

H1la: The impact of Consumer affinity on Congolese consumers' willingness to buy is
higher than consumer animosity impact.

H12a: Congolese consumers' product judgment has a positive effect on the willingness
to buy.

H8b: Consumer affinity of Turkish consumers has a positive effect on their product
judgment.

H9b: Consumer affinity of Turkish consumers has a positive effect on their willingness
to buy.
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H10b: Consumer affinity of Turkish consumers has a positive effect on the country-of-
origin.

H11b: The impact of Consumer affinity on Turkish consumers' willingness to buy is
higher than consumer animosity impact.

H12b: Turkish consumers' product judgment has a positive effect on the willingness to
buy.

2.6. Lack of domestic alternatives

Another problem affecting attitudes towards foreign products is the availability of
domestic alternatives (Nijssen and Douglas, 2004: 24). In a country where there is no domestic
product option or alternative, consumers will have no choice but to purchase imported
products. In this case, consumers will be less likely to have negative attitudes toward foreign
products (Nijssen, 1999; Garland and Coy, 1993). For example, even though Turkiye does not
have many domestic alternatives to electronic products (computers, mobile phones, etc.), it
does have in terms of textile and food products.

Garland and Coy, (1993) found that even highly ethnocentric consumers can have a
positive attitude toward a foreign culture. However, the main problem will be to know which
country the consumer will prefer when buying goods that are not produced domestically. Klein
et al., (1998) suggest that consumers with animosity feeling can distinguish countries based
on similarities with their homeland. It is expected those consumers may prefer products from
certain countries due to their background. Therefore, in the absence of locally produced goods,
it can be assumed that consumers will prefer products from culturally similar countries to
products from culturally different countries. Based on this, the following hypothesis can be
formulated:

H13a: The lack of domestic alternatives in Congo has a moderator effect between
product judgment and willingness to buy.

H13b: The lack of domestic alternatives in Turkey has a moderating effect between
the judgment of the product and the willingness to buy.

3. METHODOLOGY

3.1. Scope Of The Research

The aim of the study is to examine the role of positive and negative emotions of
consumers when buying foreign branded products. In this context, the judgment and buying
behaviors of Congolese and Turkish consumers towards French and American products were
considered in the scope of the study. The study aims to compare the results and to do so two
studies were conducted in Turkey and Congo. The judgment of Congolese consumers towards
France and French products and the judgment of Turkish consumers towards America and
American products will be measured.

The Republic of Congo was a colony of France until 1958. Therefore, a historical past
is effective in terms of animosity feeling towards France among Congolese consumers. On the
other side, Congo has been in close relations with French culture for a very long time. In
addition to this, the official language of Congo is French besides some local languages.
Considering those factors, it can be said that Congolese consumers may express both positive
and negative emotions toward France. Therefore, the aim here is to determine how those
emotions affect Congolese consumers when making a buying decision on French products.

Another aim of the study is to determine which of those emotions are effective in the
Turkish consumer's preference for American products. The reason why Turkish consumers'
feelings towards American products are included in the research can be explained as follows.
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Turkey has no history of war with America, so there is no such feeling of animosity. However,
it is seen that there are reactions such as boycotting American products with negative effects
experienced from time to time at the economic, political, and cultural level. This situation may
be the source of negative emotions towards America and therefore American products. On the
other side, both technological products of American origin and ready-made clothing brands
are highly appreciated and preferred in Turkish markets. Brands reflecting the American
lifestyle are increasingly being purchased by all age groups, with a predominance of youth.
Therefore, Turkish consumers have both positive and negative emotions about America and
American products.

In this context, iPhone and Pierre Cardin, which are cell phone and clothing brands of
American and French origin, were used in the research. This product group was chosen
because there are two domestic mobile phone brands in Turkey (Casper and Vestel) and all
domestic phone models make up 20% of the Turkish market the remaining 80% is completed
with the Far East and American products. In that market, where South Korean and Chinese
products (Samsung, Huawei, Oppo, etc.) especially sell a lot, Turkish brands have a gradually
shrinking share.

Since there was no experience that would cause animosity between Far East countries
and Turkey, products from those countries were not considered in the research. Also, we look
at mobile phone sales in Turkey; it is found that iPhone is the most preferred mobile phone.
However, despite the colonial history between France and Congo, when we look at the clothing
market in Congo, it is found that French brands are the most preferred clothing (André
Moulemvo, 2011).

The study is limited to the cities of Izmir (Republic of Turkey) and Brazzaville
(Republic of Congo). At the same time, scales about mobile phones and clothing brands
(iPhone and Pierre Cardin) are measured. Therefore, the results cannot be generalized at the
national level for other product groups and for both countries.

In the study, primary data were collected by questionnaire method. Surveys were
conducted online due to the pandemic of COVID-19. Data were analyzed using SPSS 24
(Statistical program for social sciences) and AMOS 23 for analysis.

The scales used in the study are shown below.
Table 1. Scales Used in the Study

Scales Researchers
Country-of-origin R.M., and Parameswaran, R. (1994)
Consumer animosity Klein.,et al. (1998)

Product Judgment Klein.,et al. (1998)
The willingness to buy Wongtada et al . (2012)
Consumer affinity Oberecker, E., etal A. Diamantopoulos (2011)
Xenophilia Perlmutter, H. V. (1954)
Lack of domestic alternatives Nijsen and Douglas (2004)
Internationalism Minoru Karasawa (2002)
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The research model created in line with the purpose of the study is shown in Figure 1.

Figure 1. Research model
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3.2. Findings

Demographics of Participants

Out of 249 participants from Congo, 44.6% (111) were female and 55.4% (138) male.
In terms of age group, 63.9% of the participants are 18-28, 16.5% are 29-39, 12% are 40-50,
and 3.2% are 51-61, 4.4% are above 62. 90.8% of the participants are married and 9.2% are
single. According to their educational status, 2.4% of the participants went to secondary
school, 20.1% to high school, 45.4% are undergraduate students, 30.5% master students, and
1.6% Ph.D. students.

Out of 212 Turkish participants, 64.2% (136) were female and 35.8% (76) male. In
terms of age group, 81.1% of the participants were 18-28, 15.6% were 29-39, 1.9% were 40-
50, 0.9% were 51-61, 0.5% Age 61 and over. 93.9% of the participants are married and 9.2%
are single. According to their educational status, 2.4% of the participants went to secondary
education, 20.1% to high school, 45.4% are undergraduate students, and 30.5% to master
students and 1.6% are PhD students.

Testing the Research Model

Confirmatory Factor Analysis (CFA) Findings

In general, confirmatory factor analysis is a technique that tries to verify whether the
number of factors (or constructs) and the loadings of observed variables fit what would be
expected on the basis of theory. Therefore, it is necessary to evaluate the reliability and validity
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of the scale in order to achieve validation and to correctly perceive the representation of
structures by observed variables (Hair et al., 2010).

The fit values of the scales for Congo’s data: X2 /sd =1.898, NFI=0.864, CFI=0.930,
RMSEA=0.060, GFI=0.868, AGFI=0.835, SRMR=0.065

The fit values of the scales for Turkey's data were: X2 /sd =1.324, NFI=0.902,
CFI1=0.974, RMSEA=0.041, GFI=0.920, AGFI=0.890, SRMR=0.087.

Figure 2. Confirmatory Factor Analysis of the Study (Congo)
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Figure 3. Confirmatory Factor Analysis of the Study (Turkey)
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Table 2. Validity of Scale and Correlations of Research Variables

Kongo Cron

Values Alfa R VE SV MaxR(H) | CAN | WTB PJD COO AFF

AN 0,879 | 0,880 | 0,512 | 0,067 0,885 0,716

wTB | 0927 | 0887 | 0613 | 0,104 | 0912 | 0,259 | 0,783

PJD 0,885 | 0,926 | 0,760 | 0,253 0,955 0,084 | -0,126 | 0872

coo | 0843 | 0749 | 0,383 | 0,253 0,792 0,024 | 0323 | -0503 | 0,619

AFF 0,757 | 0,828 | 0,554 | 0,094 0,888 0,096 | 0,306 | 0,126 | -0,014 | 0,744

Turkey | Cron

Valuee | Afa | CR | AVE | MSV | MaxR(H) | COO | ANI AF PJD | WBT

AN 0,787 | 0,795 | 0,569 | 0,124 0,840 0,754

AFF 0,818 | 0,821 | 0,540 | 0,251 0,859 0,156 | 0,735

COO 0,832 | 0,836 | 0,566 | 0,136 0,871 0,085 | 0,368 0,753

PJD 0,787 | 0,792 | 0,497 | 0,098 0,832 -0,312 0,080 0,705

0,030

WBT 0,874 | 0,876 | 0,702 | 0,251 0,887 0,353 | 0,501 0,173 -0,071 | 0,838

Testing the Research Model
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Structural equation modeling was used to test the research model. Model fit for Congo
values: CMIN: 3.307, DF: 7, CMIN/DF: 0.472, CFl: 1,000, GFI: 0.996, AGFI: 0.985, NFI:
0.976, SRMR: 0.027, RMSEA: 0.000, PClose: 0.967

Turkey values: CMIN: 9.349, DF: 7, CMIN/DF: 1.336, CFI: 0.985, GFI: 0.987, AGFI:
0.947, NFI: 0.946, SRMR: 0.030, RMSEA: 0.047, PClose: 0.522

Table 3. Research Variables Measurement Coefficients

Relations of the Model Estimate | Standar T P R?
Congo’s Values S t Values
Errors

Product judgment-Consumer affinity 0,382 0,106 3,619 e

Product judgment — Country of origin 0,236 0,080 2,942 kel

Product judgment — Consumer animosity 0,386 0,095 4,074 o 0,157
Product judgment — Internationalism 0,159 0,199 0,798 0,425

Product judgment — Xenophilia 0,087 0,193 0,449 0,425
Willingness to buy- Product judgment 0,293 0.267 1,097 0,033
Willingness to buy - Consumer affinity 2,686 0,464 5,787 falale 0,147

Willingness to buy - Consumer animosity -0,828 0,417 -1,986 | 0,047

Consumer affinity — Xenophilia 0,110 0,115 0,969 0,337
Consumer affinity — Internationalism -0,107 0,110 -0,960 0,333 0,008
Country of origin - Consumer affinity 0,138 0,083 1,664 0,096 0,005
Relations of the Model Estimate | Standar T P R?
Turkey’s Values S t Errors | Values

Product judgment-Consumer affinity -0,272 0,054 -4,998 Fxk

Product judgment — Country of origin 0,204 0,061 3,352 Fxk

Product judgment — Consumer animosity 0,036 0,036 0,59 0,390 0,252
Product judgment — Internationalism -0,212 0,080 -2,663 0,008

Product judgment — Xenophilia 0,353 0,070 5,079 Fxk
Willingness to buy- Product judgment 0,241 0,078 1,655 0,009
Willingness to buy - Consumer affinity 0,495 0,065 7,656 Hhx 0,262
Willingness to buy - Consumer animosity 0,189 0,053 3,587 falaled
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Consumer affinity — Xenophilia -0,196 0,095 -2,051 | 0,040
Consumer affinity — Internationalism 0,017 0,111 0,155 0,877 | 0,021
Country of origin - Consumer affinity 0,314 0,059 5,325 falaie 0,125

For Congolese consumers, consumer affinity, country of origin and consumer
animosity explain 15.7% (R?=0.157) of foreign branded product judgment. Internationalism
and Xenophilia explain 0.8% (R?=0.008) of consumer affinity towards foreign products. The
willingness to buy explains 14.7% (R?=0.146). The country of origin explains 0.5% of the
variation (R?=0.005). The margins of error and standard values of all variables are shown in

Figure 2.

For Turkish consumers, consumer affinity, country of origin, and consumer animosity
explain 25.2% (R?*=0.252) of foreign-branded product judgment. Internationalism and
Xenophilia explain 2.1% (R*=0.021) of consumer affinity towards foreign products. The
willingness to buy explains 26, 2 % (R>=0.262). The country of origin explains 12.5%
(R?=0.125) of the variation (R?>=0.005). The margins of error and standard values of all

variables are shown in Figure 3.
Lack of domestic Product Alternatives
Testing the Moderator Effect

The moderator role of the variable, the lack of domestic alternatives used in the

research, is shown in Figure 4.

Figure 4. Lack of Domestic Alternatives’ Moderator Role
Product > The willingness

Lack of domestié
alternatives

The moderator effect of lack of domestic alternatives was tested by SPSS AMOS 23.

The results are shown in Table 4.
Table 4. The impact of the lack of domestic alternatives

Relations of the Model
Congo’s values Estimates | Standard T P
Errors Value
Product Judgment 0,285 0,261 1,091 0,275
Lack of domestic alternatives 0,008 0,073 0,116 0,908
2 Interaction Variable 0,248 0,062 4,016 Fxk
*p<0,005 R?=0,170
Relations of the Model
Turkey’s values Estimates | Standard | T Deger P
Errors
Product Judgment 0,129 0,078 1,655 0,368
Lack of domestic alternatives 0,199 0,066 3,044 0,002
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2 Interaction Variable -0,077 0,055 -1,185 0,236

*p<0,005 R2 = 0,268

In Table 4, for Congo, the interaction variable of product judgment*lack of domestic
alternatives should have a significant effect on the willingness to buy foreign products, in order
to argue about the regulatory effect of product judgment on the willingness to buy foreign
products. According to the model, a significant effect of the interaction variable was achieved
(p=0.000). Therefore, it can be said that the lack of domestic alternatives has a moderator
effect and the H13a hypothesis has been accepted. Figure 5 shows how the relation between
product judgment at different levels of domestic alternatives and the willingness to buy foreign
products changes.

Figure 5. Moderator Effect of lack of domestic alternatives/ Congo

Lack of domestic alternatives

35

Willingness to buy 3 —_—

. High domestic alter.
25

—+— Low domestic alter.

2

15

Low product judgment High product judgment

As seen in Figure 5, in the absence of domestic alternatives, the willingness to
buy foreign products is high. And, if there is a low probability of the lack of domestic
alternatives, that is, if there is a domestic alternative, both product judgment and the
willingness to buy foreign products are at the same level and a lower level compared
to the lack of an alternative. In other words, if there are no or few domestic alternatives,
the positive judgment towards the foreign product increases, and the desire to purchase
foreign products increases too. Therefore, the lack of domestic alternatives strengthens
the positive relationship between product judgment and the willingness to buy foreign
products. The final research model is shown in Figure 6.

For Turkey, the moderating role of the lack of domestic alternatives was tested
and it was found that there was no significant effect of the moderating variable
according to the model (p=0.236). Therefore, we can say that the lack of domestic
alternatives has no moderating effect and the H13b hypothesis is rejected.

4. CONCLUSION AND RECOMMENDATIONS

The study aimed to assess how the positive and negative emotions of consumers from
Congo and Turkey influence their attitudes towards products from France and the United
States, as well as their willingness to purchase foreign goods. To advance this objective,
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consumer affinity, consumer animosity, Country-of-Origin, Xenophilia, internationalism, and
lack of domestic alternatives, as a moderator variable, were included in the research. The
results of analyses revealed that the country of origin has an effect on product judgment for
both Congolese and Turkish consumers when buying American and French products.
Conversely, consumer animosity was found to exert a notable positive impact on Congolese
consumers' perceptions of French products, while this effect was absent among Turkish
consumers. Here, it can be argued that, even though Congolese consumers' perception of
French products is positive, their feeling of animosty towards France still exist. In this context,
a historical background due to colonisation can be advanced.

The analysis further demonstrated that consumer animosity significantly and
positively influences Turkish consumers' willingness to purchase American products.
Conversely, this effect is significant but negative among Congolese consumers. This means
that unlike Congolese consumers, animosty towards America does not prevent Turkish
consumers from buying American products. Also, the findings revealed that internationalism
tendencies of both Congolese and Turkish consumers does not have a significant effect on
consumer affinity. The emphasis of internationalism on empathy and the well-being of other
nations, particularly directed towards undeveloped countries rather than developed ones, can
be regarded as the primary reason for this distinction. Additionally, the findings indicated that
the impact of internationalism tendencies among Congolese consumers on product judgment
was statistically insignificant, whereas this effect was significant but negative for Turkish
consumers. This suggests that despite Turkish consumers exhibiting a low level of
internationalism, they still hold a positive perception of American products. This observation
aligns with the previous hypothesis, indicating that the openness of Turkish and Congolese
consumers to foreign cultures is specific to certain countries rather than universally applicable.

According to the analysis results, the impact of xenophilia among Congolese
consumers on consumer affinity is statistically insignificant, whereas it is statistically
significant but negative among Turkish consumers. This observation suggests that positive and
negative emotions are linked primarily to country-specific sentiments rather than those of
global citizenship. Similarly, the results showed that while the influence of xenophilia among
Congolese consumers on product judgment is statistically insignificant, it is statistically
significant but negative among Turkish consumers. This indicates that Turkish consumers'
lack of affinity for American culture and lifestyle doesn't prevent them from forming a positive
judgment about American products.

In addition, the results revealed that while the effect of consumer affinity of Congolese
consumers for French products was significant, the same effect was found to be significant but
negative for Turkish consumers. Likewise, from the results of the analysis, it was confirmed
that consumer affinity explains the buying behavior of both Congolese and Turkish consumers
for France and American products. According to the results of the analysis, the effect of
consumer affinity of Congolese consumers on the country of origin was statistically
insignificant, while this effect was statistically significant in Turkish consumers. To be more
specific, Turkish consumers have a sense of affinity for America, and this affinity positively
affects their attitudes towards American branded products.

According to the results the effect of consumer affinity of both Congolese and Turkish
consumers on the willingness to buy American products is more significant than the effect of
consumer animosity. From this, it can be inferred that as the level of consumer affinity rises,
the negative impact of consumer animosity on their willingness to purchase decreases.
Additionally, the findings indicate that product judgment positively influences the inclination
to buy foreign products among both Congolese and Turkish consumers. The study showed that
the moderator effect of the lack of domestic alternatives in Turkey on the judgment and the
willingness to buy foreign products was statistically insignificant while this effect was
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significant for Congo. The reason for this can be explained by the fact that there are no
domestic alternatives in the clothing product category in Congo.

Recommendations

The findings revealed that consumer affinity is a stronger predictor of consumer
behavior as compared to consumer animosty. In fact, the study showed that even though a
consumer has negative emotions towards a foreign countries, this will not prevent him/her
from buying products from that country. The study also revealed that the lack of domestic
alternatives is an important determinant in consumer buying behavior willingness of foreign
products. Also, the study revealed that consumers may express two opposing emotions in
terms of affinity. For example, despite the French colonization, Congolese consumers are still
attracted of French products. Therefore, considerng those results, suggestions can be made for
companies. For example companies must focus on factors that create consumers' perception
of affinity. Because a higher perceived affinity can reduce the impact of consumer animosity
towards a country and motivate brand consumption. Good affinity creates a more valuable
reputation for a brand in the consumer's mind. For example, Apple in the computer industry
and Rolls-Royce and Ferrari in the automobile industry.

On the other hand, it has been observed that both internationalism and xenophilia do
not affect consumer affinity and product judgments of Congolese consumers while affecting
Turkish consumers. From this it can be argued that as a developing country, Congo is in the
process of solving its internal economic development problems and is therefore introverted.
Therefore, companies should focus on values that support local values by appealing to the
emotions of nationalist consumers. For example, companies can promote advertisement that
share the beliefs, attitudes, and values of the local market.

In the literature, it is argued that contact with a part of a country's culture affects the
attitude towards that country. This study can be helpful for other countries that face barriers in
introducing ethnic products to international markets, as the appreciation for a product has
proven to be effective in improving affinity and ultimately lead to better perceptions about the
country. This can be supportive for many companies seeking solutions to reduce bias against
their products.

Implications

There are also some suggestions for future research. Firstly, the consistency of the
existing findings should be established by repeating the study in different countries or cities
(for example, a developed country versus a developing country). Because consumer biases are
likely not to be equally distributed across all foreign products. Another issue is to what extent
xenophilia and internationalism (through consumer affinity and product judgments) have a
direct impact on the consumer's buying behavior of foreign products can be investigated.

Also, given that the aim of the study was to examine positive emtions towards
countries rather than general prejudice, future research could examine how high or low levels
of personal animosity, personal affinity, internationalism, and xenophilia affect overall
evaluations of foreign products.

Limitations

This study has some limitations due to time, sample, and accessibility barriers. In the
study, only phone and clothing were examined as product categories. However, a product may
have more than one country of origin or be designed and manufactured in another country.
Therefore, the difficulty in determining a product's country of origin is also a limit to the study.
Lastly, it should be noted that in terms of theoretical and empirical development of the concept
of consumer affinity, the research was conducted in only two cities, and it was determined that
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consumer affinity had a greater effect on the willigness to buy American and French products
than consumer animosity. The results obtained will therefore only be valid within the
framework of selected samples.
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OZET

Bu calismada Tiirkiye’de vergiler ile issizlik arasindaki iligki incelenmistir.
Inceleme konusu (1990-2023) yillar1 arasinda vergi gelirleri ile issizlik oran degiskenler
olarak kullanilmistir. Degiskenlerin ayni tiirden olmas1 amaciyla toplam vergi gelirlerinin
yiizdelik artis1 dikkate alinarak iki degisken de oran olarak es biitiinlesme testi yapilmistir.
Calisma sonucunda vergi gelirleri ile issizlik oranlar1 arasinda bir etkilesimin var oldugu
ve gerceklestirilen sinamalar sonucunda degiskenlerin es bitiinlesik oldugu tespit
edilmistir. Buna gore degiskenler arasinda uzun dénemli iligki oldugu ifade edilebilir. Diger
taraftan regresyon modeli dikkate alindiginda issizlik oraninda meydana gelen artisin vergi
gelirlerini negatif yonde etkiledigi tespit edilmistir
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ABSTRACT

This study analyses the relationship between taxes and unemployment in Tiirkiye.
The variables of tax revenues and unemployment rate between the years (1990-2023) were
used. In order to ensure that the variables are of the same type, the cointegration test was
performed by considering the percentage increase in total tax revenues as a ratio in two
variables. As a result of the study, it was determined that there is an interaction between
tax revenues and unemployment rates and that the variables are cointegrated as a result of
the tests performed. Accordingly, it can be stated that there is a long-run relationship
between the variables. On the other hand, when the regression model is considered, it is
determined that the increase in the unemployment rate has a negative effect on tax revenues.
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1. GIRIS

Devletin kamusal mal ve hizmetleri sunabilmesi i¢in devamlilik arz eden finansman
kaynaklarina ihtiya¢ vardir. Kamusal finansman kaynaklar i¢inde yer alan ve devamlilik
ozelligine sahip en 6nemli gelir kaynagi vergilerdir. Vergilerin mali fonksiyonlari ile birlikte,
ozellikle Keynesyen yaklagimiyla birlikte devletin ekonomiye miidahale araci olarak
kullanilmasi ekonomik, sosyal ve siyasal fonksiyonlart dogurmustur. Tiim {ilkelerde 6nemli
bir sorun teskil eden issizlik gerek para gerek maliye politikalar1 yoluyla azaltilmaya
calisilmaktadir. Dolayisiyla vergiler bu sorunu ortadan kaldirmak icin 6nemli bir arag
olmasinin yaninda, vergi oranlariin artirilmasi veya indirim ve istisnalarin azaltilmasi bu
sorunun daha da derinlesmesine neden olabilir. Bu ¢aligmanin amaci, Tiirkiye’de (1990-2023)
yillar1 arasinda vergiler ile issizlik arasindaki iliskinin incelenmesidir. Bu kapsamda
calismanin ilk kisminda konu teorik olarak ele alinmig daha sonra literatiir taramasi
yapilmistir. Caligmanin ikinci kisminda Tiirkiye’de vergileme ile issizlik arasindaki iliskiyi
incelemek i¢in dncelikle ADF birim kok testi ve daha sonra es biitiinlesme testi uygulanmistir.

2. TEORIK CERCEVE

Maliye politikasinin 6nemli araglarindan biri olan vergiler, devletten aldig1 yetkiye
dayanarak kamu tiizel kisilerinin hem bireyler hem de ekonomik birimlerin elde ettikleri
gelirlerden, kanunlarda belirtilen kurallara gore hukuki cebir altinda ve karsiliksiz alinan
degerler olarak tammlanmustir (Oztiirk, 2020: 177). Vergiler dolayli ve dolaysiz olarak ikiye
ayrilmaktadir. Vergiyi 6deyen kimse bu vergiyi baskalarina devredebiliyorsa bu durumda
dolayl1 vergilerden bahsedilmektedir. Harcama vergilerinden olan katma deger vergisi, 6zel
tilketim vergisi vd. 6rnek gosterilebilir. Ancak bir kimse tarafindan 6denen vergi giicliikle
yansitiliyorsa veya hi¢ yansitilamiyorsa bu vergi dolaysiz vergi olarak nitelendirilmektedir.
Gelir ve servet tizerinden alinan vergiler dolaysiz vergiler 6rnek olarak gosterilebilir (Pehlivan,
2012: 120). Dolayli ve dolaysiz vergisi ayirimi vergilendirmede adaletin saglanmasi agisindan
iizerinde Onemle durulan bir konudur. Vergide adalet, vergi yiikiiniin kisiler arasindaki
dagilimi olarak ifade edilebilir. Buna gore vergide adalet denildiginde bir esitlikten
bahsedilmektedir. Bu esitligin saglanmasi gii¢ olmasmin yaninda degisime ugrayan adalet
ilkesinden bazen uzaklasan ve bazen istenilen yonde yol alma cabasinda olan bir degisimin
var oldugu ¢ok nettir (Aktas, 2007: 2). Dolayli vergiler kapsaminda olan harcama vergileri
adalet ilkesi agisindan degerlendirildiginde, farkli gelir diizeylerine sahip olanlar, ayni
miktarda harcama yaptiklart takdirde ayni1 vergi miktarin1 6demis bulunmaktadirlar.
Dolaysiyla bireyler tarafindan 6denen vergiler gelirlerine oranlandiginda gelir diizeyi yiiksek
olanlar daha az vergi 6demis olur ki, bu durum vergilendirme iglemi sonucu azalan oranli bir
etkiye sahip oldugu ifade edilebilir (Pehlivan, 2012: 120). Adaletsiz vergileme ve vergi
oranlarinin artmasi sonucu kayit disi istihdamin artmasina yol agmaktadir. Laffer egrisine
gore, vergi oranlarinin artigi devletin elde ettigi vergi gelirlerinin artmasina, ancak asir1 artig
tam ters bir etkiye neden olmaktadir. Bunun temel nedeni vergi oranlarindaki artig sonucu
bireylerin bos kalmay1 ¢aligmaya tercih etmesi ve kisi ve kurumlarin vergileme konusunda
yasal ¢ercevenin disina ¢ikmalaridir. Bununla beraber gerek is¢iden gerekse isverenden alinan
vergiler ve katki paylarinin artis1 6zellikle orta ve diisiik gelirleri tesebbiislerin kayit dist
faaliyetlere yoneltebilmektedir. Bu durum verginin ikame etkisinin bir sonucudur. Dolayisiyla
vergi oranlarinin yiiksekligi, kurum ve kisilerin vergiye karsi direng gelistirmesine olanak
saglamaktadir (Uslu, 2021: 1225).

Vergiler, kamu politikalarinin amaglarina ulagsmak i¢in de 6nemli bir ara¢ olarak
kullanilmaktadir. Ornegin bir iilkede uygulanmakta olan vergi politikalar1 hem gelir hem de
servet dagilimini etkileyebilir. Modern refah devletlerinde gelirin emek ve sermaye arasindaki
dagilimi esit olmadigr takdirde, bu dengesizligi gidermek amaciyla kamu harcamalariin
yaninda vergi indirimlerine de bagvurulmaktadir. Dolayisiyla ticret geliri elde edenlerin lehine
birtakim vergi indirimleri uygulayarak gelirin yeniden dagilimi saglanmaktadir (OECD,
2005).
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Vergilendirme, isverenlerin karsi karsiya kaldigi toplam isgilici maliyetleri ile is¢iye
Odenen iicret arasinda bir fark meydana getirerek isgiicii piyasasini bozmakta ve boylece hem
isglicii talebi hem de arzi kararlarin1 ve dolayisiyla istihdam diizeyini etkilemektedir (OECD,
2011: 18). Literatiirde bu etki vergi takozu olarak adlandirilmaktadir. Bir is¢inin igverene
maliyeti briit iicreti, iicret bordrosundaki vergiler ile sigorta primlerinin toplanarak
hesaplanmaktadir. Vergi takozu istihdam etkileyen 6nemli unsurlar arasinda yer almaktadir.
Isverenler ile iscilerin 6demek zorunda olduklar1 vergiler, sigorta ve issizlik primleri gibi
yiikiimliilikkler istihdam oranlari digiiriirken bireyler agisindan igsizlik oranlarini
artirmaktadir (Buyrukoglu ve Kiipeli, 2021:200).

Dolaysiz vergiler tilke ekonomisinde meydana gelebilecek degisikliklere karsi otomatik
stabilizator dzelligine sahiptir. Ornegin, gelir vergisinin artan oranli bir tarifeye sahip olmasi
ekonomik istikrarin saglanmasinda katkida bulunmaktadir. Ayni sekilde enflasyon
donemlerinde, artan fiyatlar sonucunda vergilerde kendiliginden artarak talep diizeyini
azaltmaktadir (Sahin, 2008: 3). Ancak bireylerin dolaysiz vergilere karsi direnme egilimi
gosterdiginden, vergiden kacinma veya vergi kagirma yollarina bagvurarak kayit disi
ekonomiyi artirmaktadir (Nadaroglu, 2000: 330). Dolayli vergilerde ise, malin fiyatina
eklenerek aliciya yansitilmast gibi elumbd—yonlerinin bulunmasi yaninda, olumsuz yonleri
arasinda malin fiyatim1 yiikseltmesi nedeniyle bireylerin davraniglar1 ve yatirim kararlarinm
olumsuz etkilemesi neticesinde iiretim ve yatirim kararlarini negatif etkileyerek istihdami
azaltmaktadir (Budak, 2007: 308). Kriz donemlerinde uygulanacak vergi politikalar1 istihdami1
etkilemesi konusunda 6nemli araglardan biridir. OECD’nin 2008 yili krizi ile ilgili yaptig:
arastirmaya gore, OECD d{ilkelerinin yarisinda diisiik gelirli gruplarin gelirlerini arttirmak
amactyla bir takim vergi diizenlemeleri yapilmistir. Ornegin Slovakya, Yeni Zelanda ve
Avusturya’da diisiik gelirli iscilere vergi indirimleri yapilmistir. Amerika ve Kanada gibi
iilkelerde igyerlerinde prim diizenlemesi yapilirken, Almanya ve Fransa’da vergi yiikiinii
azaltmak amaciyla ¢alisanlara vergi indirimleri gergeklestirilmistir (Aydin, 2013: 141).

Vergi politikalar bireylerin isgiiciine katilma konusunda ya daha fazla saat ¢aligmasi
veya daha yiiksek iicretli islere yonelme kararlarim etkilemektedir. Isgiicii iizerine uygulanan
yiiksek oranl vergiler, ozellikle diigiik gelirli gruplarin ¢alisma istegini azaltmaktadir. Ayni
sekilde isverenler de ya calistirdiklar1 is¢i sayisimi azaltmakta ya da kismi zamanli isgi
calistirmaya yonelmektedir. Dolayisiyla is¢i sendikalar1 asgari iicret belirleme konularinda
hem isgiicli lizerinden alinan vergileri hem de uzun dénemde piyasada istihdami dengede
tutmak amaciyla ilgili kurumlarla etkilesim i¢inde bulunmaktadir. Beck’e gore, istihdam artist
genel ekonomideki performansla baglantilidir. Buna goére istihdami artiran vergi politikalari
ekonomi lizerinde olumlu etkileri bulunmaktadir. Beck, isgiicii izerindeki vergilerin istihdami
dogrudan etkilese de, neredeyse tiim vergilerin istihdam tizerinde etkisi oldugunu ifade
etmektedir. Ornegin, kurumlar vergisi net karlar azalttig1 i¢in daha az yeni is sahalarinin
kurulmasina, yerlesik firmalarin daha az yurti¢i yatirnmlarin yapmasina, iglerin yurtdisina
taginmasina ve dogrudan yabanci yatirim girislerinin azalmasina yol agmasina ve tiim bunlar
isgliciine olan talebin diismesine neden olmaktadir. Dolayli vergiler icinde yer alan katma
deger vergileri de isgiiclinli etkilemektedir. Ciinkii vergi miikellefleri sadece elde ettikleri
gelirleri i¢in degil, bu gelirden (simdi ya da gelecekte) elde edebilecekleri tiiketim igin
calisirlar. Bu nedenle dolayli vergiler, isverenin karsilagtigi toplam isgiicli maliyeti ile is¢inin
elde ettigi reel tiiketim ticreti seklinde getiri arasinda bir fark yaratmasi bakimindan isgiicii
kazanclar1 tizerindeki dogrudan bir vergiye esdegerdir. Bu durum hem isgiicii talebi hem
isgiicii kararlarin etkilemektedir (Beck, 2024: 4).

3. LITERATUR TARAMASI

Vergileme ve istihdam iligkisi kimi caligmalarda teorik kimi c¢aligmalarda da
ekonometrik model kullanilarak analiz edilmistir. Harris (1946), vergileme ve tam istihdam
baslikli ¢aligmasinda, piyasay1 canli tutmak amaciyla vergi indirimlerinin daha ¢ok dolayli
vergilerde yapilmasii savunmustur. Bunun temel nedeni yatirimlarin biiyiik 6l¢iide tiiketim
harcamalarina bagl olmasidir. Alesine ve Perotti (1994), isgiicii iizerine konulan vergilerin

izmir Katip Celebi Universitesi iktisadi ve idari Bilimler Fakiiltesi Dergisi, 2024; 7(2): 29 — 37



igsizlik tizerinde etkisini incelemisglerdir. Caligmada 14 OECD iilkesinde isgiiciine uygulanan
vergiler panel veri analiz yontemiyle incelenmis olup, refahi arttirmak amacryla isgiiciine
konulan vergiler hem isgiicii maliyetini artirmis hem de rekabete zarar vererek issizligi
arttirdigi sonucuna varilmistir. Bohringer vd. (2005), genel denge modelleme yaklagimiyla
Almanya’daki vergi indirimlerinin istihdam ve issizlik {izerine etkisini incelemistir. Calismada
Almanya i¢in yapilan simiilasyonlar neticesinde, isgiicline yonelik uygulanan vergi
indirimlerinin igsizlik sorununa ciizi bir katkisinin oldugu sonucuna varilmigtir. Dolenc &
Laporsek (2012), Avrupa Birligi’nde bes farkli is¢i grubunda vergi takozunun istihdam artigini
etkileyip etkilemedigini incelemistir. Calismada panel regresyon analizi kullanilmis olup,
AB’de vergi takozu ile istihdam artis1 arasinda istatiksel olarak anlamli negatif bir iligki oldugu
sonucuna ulasilmistir. Koskela (2001), Isgiicii vergileri ile istihdam arasindaki iliskiyi
incelemistir. Calisma sonucuna gore eksik rekabetci isglicii piyasalarinda uygulanan yiiksek
vergiler, isgiicii maliyetini artirarak istihdam tizerine olumsuz etki meydana getirmektedir.
Nickell (2003) ve Beck (2024), vergi politikalarinin istihdam iizerine etkisine ele almistir.
Vergi dilimindeki %10’luk bir artisin piyasada olusan toplam isgiicii girdisini ¢alisma
cagindaki niifusun yaklasik 9%2’si kadar azaltacagini sonucunda ulagmistir.

Yenigeri (2014), ticretli olarak c¢alisanlarin vergilendirilmesini adalet ilkesi agisinda
incelemistir. Yenigeri {icretleri iizerinden yapilan farkli uygulamalar nedeniyle vergi yiikiiniin
ticretli iizerinde kalmasina yol agmaktadir. Dolayistyla adalet ilkesine aykiri bir durum s6z
konusu oldugu ve durum kayitdist istihdami artirdigi sonucuna varilmistir. Nar (2015),
Tiirkiye ve OECD iilkelerinde vergi takozu uygulamasini incelemesi sonucunda, Tiirkiye’de
iicret gelirlerinin vergilendirilmesi OECD iilkeleri ortalamasinin ii¢ puan iizerinde oldugu ve
bu vergi yilikii nedeniyle hem bireylerin satin alma giicleri azalmis hem de isverenlerin
istihdam olanaklarini kisitladigi sonucuna varilmistir. Demirli (2015), iicret tabanli istihdam
tegvikleri; tesvik, istisna ve destek gibi mali diizenlemeleri incelenmistir. Bu tegviklerin
ekonomik avantajlart bakimindan ele alinmig olup, ¢alisma sonucunda iicret tabanli bu
tesviklerin daha fazla gecim indiriminden diisiik oranda yararlanacak bireylerin istihdamina
yonelik olmasina ve istihdam politikalarinda ayrimciliga yol acacagi sonucuna varilmistir.
Buyrukoglu ve Kutbay (2016), kayitdisi isttihdamin maliyetini incelemistir. Tirkiye’de
igverenlerin 6demek zorunda kaldig1 vergi takozu unsurlari ile devletin kamu ¢aliganlarindan
gelir elde etme hakk: kayitdisi istihdamin maliyetini artirmistir. Calismada vergi takozundaki
artig ile kayitdist istihdamin artis1 arasinda dogrudan iligkinin oldugu tespit edilmistir.

Yilanct vd. (2019), Tiirkiye’nin de i¢inde bulundugu bazi OECD iilkelerinde vergi
takozu ile igsizlik orani arasinda iligskiyi incelemistir. Calismada panel nedensellik testi
uygulanmig olup, Macaristan, Meksika ve Polonya’da vergi takozunda issizlige dogru tek
yonli nedensellik iligkisinin oldugu; Cek Cumhuriyeti, Kore ve Tirkiye i¢in herhangi bir
nedensellik iliskisi bulunmamistir. Buyrukoglu ve Kiipeli (2021), Tiirkiye’de vergi takozu ile
igsizlik arasindaki iligkiyi incelemistir. Calismada ARDL sinir testi ve Granger nedensellik
testi kullanilarak vergi takozundan issizlige dogru nedensellik iligkisinin var oldugu sonucuna
vartlmistir. Kayan ve Sarag (2022), Tiirkiye’de 2022 y1l1 asgari ticret ve vergi takozu tahminin
etkileri incelemistir. Vergi takozunun istihdam kararlarini etkilemesine ragmen, vergi takozu
oraninin diismesi igveren maliyetinin azaldig1 anlamima gelmedigi ve asgari iicret istisnasi
nedeniyle 6denmeyen vergi isverenin lehine olmayacagi sonucuna varilmistir.

4. AMPIiRiIK UYGULAMA

Caligma teorik alanda iligkili olan vergi gelirleri ile igsizlik arasindaki iliskiyi Tiirkiye
agisindan arastirmaktadir. Tiirkiye’de degiskenler arasindaki iligkiyi tespit etmek igin 1990-
2023 donemine iligkin toplam vergi gelirleri ve igsizlik oranlar1 kullanilmistir. Degiskenlerin
ayni tlirden olmasi igin toplam vergi gelirleri yiizdelik artiga doniistlirilmustiir ve iki
degiskende oran olarak ¢aligmada kullanilmistir. Caligmada kullanilan veri tanimlamalari ve
kaynaklar1 agagidaki tabloda sunulmustur.
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Tablo 1: Veri Tammmlamalar: ve Kaynaklari

Veriler | Tammlamalar Kaynak
tvg Toplam Vergi Gelirleri | Strateji ve Biitge Bagkanligi
isz Issizlik Orani Tiirkiye Istatistik Kurumu

Vergilerin issizlik ile iliskisini tespit etmek icin veriler duraganlik sinmasina tabi
tutulmustur. Verilerin diizey degerinde ya da gecikmeli degerlerinde duraganligi tespit
edildikten sonra en kiigiik kareler yontemi ile tahminleme yaparak model kurulmustur.
Ardindan Engle-Granger yontemi ile es biitiinlesme testi yapilmistir. Verilere iligskin birim kok
sinamasi sonuclar1 asagidaki sekildedir;

Tablo 2: ADF Birim Kok Testi Sonuclar:

Schwarz Kriterine gore

ADF Birim Kok Testi | Olasilik degeri (diizey degeri) | Olasilik degeri (birinci fark)

tvg 0.3349 0.0008
isz 0.0001 0.0001

Tablo 2 incelendiginde toplam vergi gelirlerinin diizey degerinde duragan olmadigi ve
birinci farki alindiginda duragan hale geldigi goriilmektedir. Diger taraftan issizlik degiskeni
diizey degerinde duragandir. Degiskenlerin duraganlik seviyeleri dikkate alinarak en kiigiik
kareler yontemi ile regresyon modeli kurulmus olmakla birlikte modelin varsayimlarina iligskin
bulgular asagida sunulmustur;

Tablo 3: Regresyon Modeli ve Varsayim Testleri

White Test | Breusch-Godfrey LM Test

Olasilik Degerleri | 0.8443 0.9661

Katsayilar | Standart hata | T istatistigi
Sabit deger 36.6474 36.5025 1.0039
isz -6.6429 31.6193 -0.2100

Tablo 4 incelendiginde regresyon modelindeki igsizlik katsayis1 negatif deger icerdigi
icin igsizlikten vergi gelirlerine dogru negatif bir etki goriilmektedir. Diger taraftan olusturulan
modelin en kiigiik kareler yontemi varsayimlarini ihlal etmedigi goriilmektedir. Toplam vergi
gelirleri ve igsizlik oranina iligkin es biitiinlesme testi sonuglari ise agagidaki sekildedir;

Tablo 4: E-G Es Biitiinlesme Testi Sonugclari

Akaike Kriterine Gore

Olasilik t-istatistigi | Kritik degerler

0.0001 -5.7630 %1 -2.6392
%5 -1.9516
%10 -1.6105

Gozlem Sayis1 | 32 Orneklem 1992-2023

R? 0.51 Diizeltilmis R? | 0.51

Es biitiinlesme testi sonuglari incelendiginde modelin hata terimlerinin gerek olasilik
degerine gore gerekse t istatistik degerlerine gore birim kok igermedigi goriillmektedir.
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Modelin hata terimlerinin birim kok igermemesi degiskenlerin es biitiinlesik oldugunu ifade
etmektedir.

5. SONUC

Vergiler kullanilabilir geliri azalttig1 icin hem isverenleri hem de iscileri olumsuz
etkilemektedir. Ozellikle vergi oranlar1 yiiksek oldugu takdirde vergi hasilatinin azalmastyla
birlikte igverenlere agir bir yiik teskil ederek kayitdisi istihdamin artmasinin yaninda igsizligin
artmasina neden olmaktadir. Caligmada vergi gelirleri ile issizlik arasindaki iliskiyi incelemek
amaciyla es biitiinlesme testi yapilmistir. Calisma bulgular tiimiiyle ele alindiginda, vergi
gelirleri ile igsizlik orani arasinda bir etkilesim s6z konusudur ve yapilan sinamalar sonucunda
da degiskenlerin es biitiinlesik oldugu, bir diger ifadeyle degiskenler arasinda uzun dénemli
iliski oldugu tespit edilmistir. Dolayisiyla vergi gelirlerinde meydana gelen bir artisin igsizlik
oranini artirmaktadir. Diger taraftan regresyon modeli dikkate alindiginda issizlik oranindaki
artigin vergi gelirlerini negatif etkiledigi tespit edilmistir. Bu durum teorik agidan beklenen bir
durumdur c¢iinkii isgiiclinde meydana gelecek diisiis reel geliri ve dolayisiyla reel gelir
tizerinden 6denecek vergiyi diisiiriicii etki yapacaktir. Bulgular literatiire kamu gelirlerinden
vergi 6zelinde katki sunmakla birlikte gelisime acik yonleri mevcuttur. Bunlarin basinda da
igsizligin vergi tiirleri {izerindeki etkilerinin arastirilmasi ve vergi harcamalar ile igsizlik
arasindaki iligkinin arastirilmasi gelmektedir.
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EXTENDED SUMMARY

Taxes are used as an important tool to realise the objectives of public policies. It is stated
that tax policies implemented in a country affect the distribution of income and wealth. In
modern welfare states, if the distribution of income between labour and capital is unequal, tax
reductions can be applied in addition to public expenditures in order to eliminate this
imbalance. Therefore, income redistribution is ensured by applying some tax reductions in
favour of wage earners (OECD, 2005). Taxation distorts the labour market by creating a gap
between the total labour costs incurred by employers and the wages paid to workers, thus
affecting both labour demand and supply decisions and hence the level of employment
(OECD, 2011:18). This effect is called tax wedge in the literature. Tax wedge is one of the
important factors affecting employment. Obligations such as taxes, insurance and
unemployment premiums that employers and workers have to pay reduce employment rates
while increasing unemployment rates for individuals (Buyrukoglu ve Kiipeli, 2021:200).

Tax policies to be implemented in times of crisis are an effective tool to affect
employment. According to the OECD research on the 2008 crisis, in half of the OECD
countries, some tax arrangements were made to increase the incomes of low-income groups.
In Slovakia, New Zealand and Austria, tax reductions have been granted to low-income
individuals. In countries such as the USA and Canada, premium arrangements have been made
at workplaces, while in Germany and France, tax reductions have been introduced for
employees in order to reduce the tax burden (Aydin, 2013:141). High taxes on labour reduce
the willingness of low-income individuals to work. Similarly, employers either reduce the
number of workers they employ or tend to employ part-time workers. Labour unions therefore
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interact with the relevant institutions on minimum wage setting issues in order to stabilise
employment in the market in the long run. Beck states that the performance of the general
economy is linked to employment. Therefore, tax policies that increase employment have
positive effects on the economy (Beck, 2024:4).

Studies analysing the relationship between taxation and employment have used both
theoretical and econometric models. Harris (1946), in his study on taxation and full
employment, argued that tax reductions should be made mostly in indirect taxes in order to
keep the market alive. Alesine and Perotti (1994) examined the effect of taxes on labour on
unemployment. In the study, it was concluded that taxes imposed on labour force in 14 OECD
countries both increased labour costs and increased unemployment by damaging competition.
Yenigeri (2014) concluded that taxation of wage earners is contrary to the principle of fairness
in taxation by leading to an increase in tax burdens and this situation increases informal
employment. Yilanci et al. (2019) analysed the relationship between tax wedge and
unemployment rate in some OECD countries including Tiirkiye and concluded that there is a
causality relationship in some countries and there is no causality relationship in some
countries, for example, Czech Republic, Korea and Tiirkiye. Buyrukoglu and Kiipeli (2021)
examined the relationship between tax wedge and unemployment in Tiirkiye and found that
there is a causality relationship from tax wedge to unemployment. Kayan and Sarag (2022)
analysed the effects of minimum wage and tax wedge estimation for 2022 in Tirkiye.
Although the tax wedge affects employment decisions, it is concluded that the decrease in the
tax wedge rate does not reduce the cost of the employer and the tax not paid due to the
minimum wage exemption is not in favour of the employer.

This study analyses the relationship between tax revenues and unemployment for
Tiirkiye. In order to determine the relationship between these variables, total tax revenues and
unemployment rates for the period (1990-2023) in Tiirkiye are used. In order to ensure that the
variables are of the same type, the percentage increase in total tax revenues is used and both
variables are included in the tests as rates. In order to determine the relationship between taxes
and unemployment, the data are subjected to stationarity test. After determining the
stationarity of the data at level or lagged values, the model was established by estimating with
the least squares method. Then, cointegration test was applied with Engle-Granger method.
As aresult of the test, it is seen that total tax revenues are non-stationary at the level value and
become stationary when the first difference is taken. On the other hand, unemployment
variable is stationary at level value. Cointegration test was performed for total tax revenues
and unemployment rate. When the test results are analysed, it is seen that the error terms of
the model do not contain unit root according to both probability value and t statistic values.
The fact that the error terms of the model do not contain unit root means that the variables are
cointegrated. When the findings of the study are considered as a whole, it is determined that
there is an interaction between tax revenues and unemployment rates and that the variables are
cointegrated as a result of the tests performed. Therefore, it can be stated that there is a long-
run relationship between the variables. On the other hand, considering the regression model,
it is determined that the increase in the unemployment rate has a negative effect on tax
revenues.
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OZET

Bu ¢aligmada insan kaynaklar1 yonetimi ve teknoloji alanlarmi bir araya getiren insan
Kaynaklar1 Analitigi (IK Analitigi) kavraminin literatiirde insan Sermayesi Analitigi, Insan
Analitigi, Is Giicii Analitigi, Yetenck Analitigi, IK Metrikleri gibi farkli tanimlamalarla
nasil ele alindigmi ortaya koymak amaciyla sistematik derleme ¢aligmasi
gergeklestirilmistir. Google Scholar ve Scopus veri tabanlari kullanilarak yapilan
aragtirmada 1998-2023 yillari arasinda gergeklestirilen 180 makale incelenmis olup
kavramsal cergeve, odak alani, kullanilan analiz yontemleri ve iilke bazli dagilimlar
incelenmistir. Bu galigma araciligiyla IK Analitigi ile ilgili kavramsal biitiinliik saglanmasi
ongoriilmektedir.

Anahtar Kelimeler: Insan Kaynaklar1 Analitigi, IK Analitigi, IK Metrikleri, Sistematik
Derleme.

ABSTRACT

In this study, a systematic review was conducted to reveal how the concept of Human
Resources Analytics (HR Analytics), which brings together the fields of human resources
management and technology, is handled in the literature with different definitions such as
Human Capital Analytics, People Analytics, Workforce Analytics, Talent Analytics, HR
Metrics. In the research conducted using Google Scholar and Scopus databases, 180
articles between 1998 and 2023 were examined and the conceptual framework, focus
area, analysis methods used and country-based distributions were examined. Through this
study, it is envisaged to provide conceptual integrity regarding HR Analytics.

Keywords: Human Resources Analytics, HR Analytics, HR Metrics, Systematic Review.
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1. GIRIS

Orgiitlerin en 6énemli bilesenlerinden biri olan insan kaynaklar1 ydnetimi igin giiniimiizde
dijital doniistimiin yasanmasi dogal bir gelismedir (Akhmetova, 2016). Temel insan kaynaklar1
yonetimi fonksiyonlari analitik siireclerin uygulanmas: ile gelistirilmekte olup IK Analitigi
uygulamalar1 sirketlerin ihtiyaclar1 dogrultusunda belirli icgoriiler kazanarak biiyiik
problemlerini ¢dzmesine ve dogru aksiyonlar1 getirebilecek kararlar vermesine olanak saglar
(Meri, 2015). insan kaynaklar1 fonksiyonlari, kurumun isleyisini desteklemek iizere idari ve
rutin hale gelen is siire¢lerini icerdiginden, teknoloji sayesinde stratejiyi bu islerden ayirmak
departmanlagma konusunda gelismelere sebep olmaktadir ve IK Analitigi uygulamalarini
insan kaynaklari silireglerinin énemli bir parcasi haline getirmektedir (Ulrich & Dulebohn,
2015).

IK Analitigi araciligiyla, is siiregleri kapsaminda incelenen metrikler {izerinden yorumlamalar
yapilarak orgiitlere potansiyel etkiler degerlendirilir. Bu degerlendirme kapsaminda mesleki
deneyimin yani sira insan kaynagima iliskin veriler ve bu verilerin anlamli yorumlara
doniistiiriilmesi icin kullamlan teknolojiler énemli rol {istlenmektedir. Ayrica IK analitigi;
insan kaynagi ve orgiit icin katma deger saglayacak analizler ve Ongoriiler ortaya koyar.
Boylece insan kaynaklar1 fonksiyonu da daha stratejik bir konum kazanir (Yilmaz & Bal,
2022).

Son bir asir igerisinde insan kaynaklari yonetimi siirecinin sirastyla; Calisan Isleri, Personel
Yénetimi, insan Kaynaklar1 Yonetimi, IK Metrikleri ve IK Analitigi gibi asamalardan gegtigi
soylenebilir. Calisan Isleri asamasinda calisanlarin iicret, saglik durumlari ve sdzlesme bazli
siiregleri dikkate alinirken personel yonetimi asamasinda ise alim yerlestirme, egitim ve
gelistirme, iicret ve Odiillendirme, performans degerlendirme ve Kkariyer ydnetimi
faaliyetlerinin yiiriitiilmesi s6z konusudur. Insan kaynaklar1 yonetimi asamasinda stratejik
yonetim, 0grenen ve esnek Orgiit yapilari, katilima dayali yonetim siiregleri ele alinmaktadir.
IK Metrikleri asamasinda ise alim ve isten ayrilma metrikleri, egitim ve gelisim metrikleri,
liderlik ve yetenek metrikleri incelenmektedir. IK Analitigi asamasinda ise is siirecleri ve insan
davraniglar1 hakkinda mevcut verilerden yola ¢ikarak gelecege yonelik tahminlerin yapilmasi
icin karmasik matematiksel modellerin kullanmasi1 6n plana ¢ikmaktadir. Insan kaynaklari
yonetimi siirecine 6nemli katkilariyla IK Analitigi kapsaminda &zellikle Amerika Birlesik
Devletleri, Bati Avrupa ve Japonya’da ileri uygulamalarin oldugu goriilmektedir. IK
Metrikleri ve IK Analitigi gibi yeni insan kaynaklar1 yonetimi uygulamalarini devreye alma
konusunda diger iilke ve sirketlerin tesvik edilmeye ihtiyact oldugu soylenebilir (Meri, 2015).

Is Giicii Analitigi, IK metrikleri, IK Analitigi, Yetenek Analitigi, Insan Sermayesi Analitigi ve
Insan Analitigi kavramlari literatiirde benzer anlama gelecek sekilde kullanilmakta ancak
baglamlar1 sebebiyle farklilasmaktadir (Huselid, 2018). Bu kavramlar yazinda birbiri ile i¢ ice
gecmis durumdadir. Ornegin insan Analitigi gercevesinde gerceklestirilen bir calismada
(Peeters, Paauwe & Van De Voorde, 2020) ilgili yazinda yapilan literatiir arastirmasinda
anahtar kelimeler ana alanlar icin Insan Analitigi, Insan Kaynaklar1 Analitigi, Is Giicii
Analitigi, Yetenek Analitigi, Is Zekas: olarak secilirken alt alanlar i¢in Finans Analitigi ve
Pazarlama Analitigi olarak belirlenmistir. Bu durum insan ve analitik odakli siireclerde
kavramlarin birbirine yakin anlamli ya da iligkili bigimde kullanildigin1 géstermektedir. Bunun
yaninda Margherita (2022) IK Analitigi konusunda kavramsal inceleme yaptig1 ¢aligmasinda
anahtar kelimeleri; insan Analitigi, insan Kaynaklar1 Analitigi, IK Analitigi, Isgiicii Analitigi,
Yetenek Analitigi, Insan Sermayesi Analitigi, Veri Analitigi ve IK olmak iizere belirlemistir.
Arastirma kapsaminda makale ve makale 6zetlerinde yer alma durumuna gore ulagilan tiim
makalelerin %30’u IK Analitigi, %20’si Isgiicii Analitigi, %17’si insan Analitigi, %15’i Veri
Analitigi ve 1K, %9’u Insan Kaynaklar1 Analitigi, %5’i Yetenek Analitigi ve %4’ii Insan
Sermayesi Analitigi anahtar kelimesi ile iligskilendirilmistir (Margherita, 2022).
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Bahsedilenler 1s18inda IK Analitigi kavraminin 6zellikle “Analitik”” kavrami merkeze aliarak
ve farkli insan kaynaklar1 fonksiyonlar ile birlestirilerek; Is Giicii Analitigi, Yetenek Analitigi,
Veri Analitigi vb. gibi cesitli basliklarla ele alindig1 goriilmektedir. Dolayisiyla IK Analitigi
kavraminin dogrudan kullanilmadigir ancak bu alana 6zgii ¢alismalarin ortaya koyuldugu
durumlarin kavramsal olarak bir biitiinliik saglanmasini zorlastirdigi sdylenebilir. Bu
dogrultuda bu ¢alisma kapsaminda IK Analitigi kavrami odaginda gesitli basliklar altinda ele
alman c¢aligmalart incelemek ve ortaya koymak igin sistematik derleme c¢aligmasi
gerceklestirilmistir.

2. YONTEM

Bu galismanin amaci IK Analitigi kavrami kapsaminda “IK Analitigi, Is Giicii Analitigi,
IK Metrikleri, Yetenek Analitigi, insan Sermayesi Analitigi” gibi farkli basliklar altinda
gerceklestirilen calismalar1 derinlemesine incelemek ve bu kavramlarin 1K Analitigi
baglaminda tasidig1 anlamlari ortaya koymaktir. Bu kapsamda sistemli ve tarafsiz bir sekilde
konu hakkinda yapilan c¢aligmalarin sentezlenmesi amaglandigi icin Sistematik Derleme
yontemi tercih edilmistir (Cinar, 2021). Uluslararasi literatiirde sistematik derleme
calismalarinin PRISMA Bildirimi kontrol listesine gore yapilmasi 6nerildiginden (Karagam,
2013), bu ¢alisma kapsaminda tanimlama, ayirma, se¢im ve dahil etme asamalar1 iizerinden
PRISMA Bildirimi referans alimustir.

Tanimlama asamasinda farkli disiplinler igin aragtirmacilar tarafindan en sik kullanilan
Google Scholar ve Scopus veri tabanlar1 kullanilmistir. Google Scholar literatiirdeki 6nemli
referanslar1 genis bir sekilde arama yetenegiyle on plana ¢iksa da sistematik incelemeleri
aramada tek bagina kullanilabilecek kadar gelismedigi sdylenebilir (Giustin & Boulos, 2013).
Diger yandan Scopus 2004 yilinda Elsevier Yaymevi tarafindan bilim camiasina sunulan en
kapsamli 6z ve atif veri tabanlarindan biri olup hakemli dergi sayisi bakimindan en genis veri
tabani olma 6zelligi tasimaktadir (Taskin, Dogan, Akca, Sencan & Akbulut, 2016). Bu sebeple
bu veritabanlan birlikte kullanilmasi tercih edilmistir. Aragtirma odak alan1 geregi alanda en
sik kullanilan kavramlar olmak tizere HR Analytics, Human Resources Analytics, HR Metrics,
Human Capital Analytics, Workforce Analytics, People Analytics anahtar kelimeleri
kullanilarak tarama gerceklestirilmistir. Scopus ilizerinden tiim anahtar kelimeler kapsami
daraltmak i¢in Human Resources anahtar kelimesi ile birlikte taranmigtir. Toplamda Scopus
iizerinden 957 ve Google Scholar iizerinden 446 olmak iizere 1403 calismaya ulasilmistir.
Ayirma asamasinda tekrarlanan, tiir bakimindan kapsam dis1 kalan calismalar, Ingilizce ve
Tiirkge dilleri diginda yazilan ¢aligmalar elenmis olup 742 g¢alisma incelemeye alinmugtir.
Se¢im asamasinda igerik bakimindan IK Analitigi kavrami gergevesinde kapsam dis1 kalan
calismalar elenerek 311 ¢alisma elde edilmistir. Dahil Etme asamasi kapsaminda ise bu
caligmalar arasinda rastlantisal olarak 180 c¢alismanin yer aldigi bir drneklem iizerinden
sistematik derleme calismasi gerceklestirilmistir. Bu kapsamda asagidaki arastirma sorularina
yanit aranmistir:

- Yayinlarin ele alindigi kavramsal ¢ergeve kapsaminda dagilimi nasildir?
- Yayinlarm odak alanlarinin IK fonksiyonlarma gére dagilimi nasildir?
- Yayinlarda kullanilan analiz yontemlerinin dagilimi nasildir?
- Alanda en liretken iilkeler hangileridir?
3. BULGULAR VE TARTISMA

Calismalarin ele alindig1 kavramsal gerceveler incelendiginde en biiyiik cogunlugun Sekil 1°de
belirtildigi {izere %58’lik bir dilimde “IK Analitigi” oldugu goriilmektedir. Ana temanin IK
Analitigi oldugu disiiniildiigiinde kavram biitiinliiglinlin saglanmas1 adina bu durumun dogal
bir sonu¢ oldugu goriilmektedir. Diger kavramlarin bazilari IK Analitigi ¢atisindan da
bahsedilerek kullanilmis, bazilarinda ise IK Analitigi kavrami tanitilmamustir. Diger yandan
%16 agirlikla “insan Kaynaklari Yonetimi” kavrammin IK Analiti§i gercevesi olmadan
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kullanildigr goriilmektedir. Bu grupta Ornegin bilgisayar miihendisligi alaninda insan
kaynaklar1 analitigine yonelik caligmalarin insan kaynaklar1 yonetimi basligi altinda
gerceklestirildigi goriilmektedir. insan Kaynaklar1 Yonetimi bashiginda farkli disiplinler
cercevesinde gerceklesen tahminleme ve teknoloji odakli insan kaynaklari ¢aligmalarinin
gerceklestigi sOylenebilir. Diger kavramlarin yilizdesel dagilimia bakildiginda sirasiyla
“Isgiicii  Analitigi” %4, “Insan Analitigi” %3, “Bilyik Veri” %3, “IK Tahminleyici
Analitikleri” %3, “Yapay Zeka” %3, “IK Metrikleri” %3, “Insan Sermayesi Analitigi” %3,
“Yetenek Analitigi” %2 ve “Analitik Uygulamalar” %2 agirlikla ele alinmistir.
insan Sermayesi Analitigi Yetenek Analitii

3% 2% Analitik Uygulamalar
2%

iK Metrikleri

Yapay Zeka 3%

3%
iK Tahminleyici Analitikleri

3% \
Buyiik Veri\

3%

insan Analitigi
3%

isgiicii Analitigi
4%

insan Kaynaklari Yonetimi /

16%

o K Analitigi ® insan Kaynaklari Yonetimi o isgiici Analitigi M insan Analitigi
Biiyiik Veri ® iK Tahminleyici Analitikleri H Yapay Zeka B iK Metrikleri
m Insan Sermayesi Analitigi = Yetenek Analitigi m Analitik Uygulamalar

Sekil 1: Kavramsal Cerceve Kapsaminda Dagilim

IK Analitigi ¢aligmalar1 Isgiicii Analitigi, Insan Analitigi, Biiyiik Veri, IK Tahminleyici
Analitikleri, Yapay Zeka, IK Metrikleri, insan Sermayesi Analitigi, Yetenek Analitigi gibi
farkli kavramsal ¢ercevelerde ele alindig1 goriiliiyor. Ancak Sekil 2’de gosterilen modele
bakildiginda IK Analitigi kavrammin bahsedilen diger kavramlarin bir biitinii olarak
degerlendirilebilir. Modelin girdi kisminda; bilgilere erisim saglanmasi, verilerin
birlestirilmesi ve analiz edilmesi i¢in biiyiik verinin kullanildig1 sdylenebilir. Burada biiyiik
veri, yapay zeka kavramlarindan s6z edilebilir. Modelin siire¢ kisminda birden fazla degisken
farkli is fonksiyonlar1 bazinda ele alinir ve ileri diizey analizler gergeklestirilir. Birbiri ile
baglantili veriler istenen amaglar dogrultusunda analiz edilerek anlamli bulgular elde edilir.
Diger bir deyisle insan kaynaklar1 biiyiik verisi ilizerinden yapilan analizler sayesinde insan
kaynaklar1 genomu olusturuldugu ifade edilmektedir. Bu adimda yine biiylik veri ve yapay
zekadan bahsedilebilir, ayrica yontemsel olarak IK tahminleyici Analitikleri kavrami ile de
iligkilendirilebilir. Modelin ¢ikt1 kisminda ise is odakli performans gostergeleri belirlenir. Bu
gostergelere dair bulgular gercek zamanh veri akisi ile takip edilir ve ilgili kisilere bilgi
gorselleri ile sunulur. Ozet olarak insan kaynaklar1 alanindaki biiyiik verilerin analizi
sayesinde anlamli metrikleri olusturuldugu ve bu metriklerin anlik verilerle takip edildigi bir
stire¢ akisindan sz edilebilir. Bu kapsamda gercek zamanli bilgi gorsellerini olusturmak igin
Isgiicii Analitigi, insan Analitigi, Insan Sermayesi Analitigi kavramlarinin gerekliliginden
bahsedilebilir. Ayrica IK Metrikleri’nin vurgulandigi gériilmektedir. Sonug olarak ise bu
boyutlarla elde edilen bulgular; is tanimlarinin gézden gecirilmesi, ¢alisgan deneyiminin
iyilestirilmesi, tahminleyici modeller gelistirilmesi gibi alanlar1 etkileme potansiyeline
sahiptir. (Margherita, 2022).
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Boyutlar
GIiRDI SUREC CIKTI
Is odakl1 performans gostergeleri ile
biitiinlestirilmig kapsaml1 gergek-
zamanl1 metrikler ve bilgi gorselleri
IK Biiyiik Veri | | IK Genomu | | IK Panolari

is tanmmlary/sralamalart  gergek-zamanl fark analizi  ¢alisan deneyimi ~ yetenek optimizasyonu  uyarlanmus kogluk — tahminleyici performans modellemesi

Sekil 2: IK Analitigi icin Kavramsal Bakis

Coklu kaynaklardan gelen IK Coklu degiskenli fonksiyon
verilerinin biitiinlestirilmesi bazli ileri diizey analizler

Incelenen galigmalarin biiyiik bir ¢ogunlugu %64°liik bir dilimle “Genel inceleme” yaparak
kavramsal olarak dogrudan IK Analitigi ya da insan kaynaklar1 alanindaki analitik calismalarin
gelisimini agiklamaya c¢alismistir. Buradan hareketle yapilan ¢aligmalarda belirli bir insan
kaynaklar1 fonksiyonuna odaklanmaktan c¢ok genel bir yaklasimla inceleme yapildigi
goriilmektedir. Bu durum IK Analitigi kavranmnin literatiir olarak hala gelismekte olmasiyla
yorumlanabilir. Genel Incelemenin yani sira ézellikle %19 agirlikla “Performans Yonetimi”
fonksiyonu odakli c¢aligmalarin yapildigr da goriilmektedir. Sirket ve calisan diizeyinde
performans sonuglar sirket getirileri i¢in 6nem arz ettiginden bu alana odakli ¢alismalarin
daha fazla olmasi olagan karsilanmaktadir. Benzer sekilde IK Analitigi karar verme siirecleri
icin optimizasyon temelinde insan kaynaklar1 departmanlarimi gii¢lendirdiginden, %6°lik
agirlikla “IK Siireclerinde Karar Verme” fonksiyonu 6zelinde ¢aligmalarin gerceklestirildigi
sOylenebilir. “Yetenek Yonetimi” ise %5’lik bir dilimde 6n plana ¢ikmaktadir. “Turnover-
Isgiicii Devir Oran1” ile “Ise Alim” fonksiyonlar1 6zelinde de %3’lik bir dilimde ¢alismalarin
gerceklestirildigi goriilmektedir. Bu fonksiyonlar her ne kadar birbirinden bagimsiz goriinse
de IK Analitigi tiim insan kaynaklar1 fonksiyonlarimi kapsamakta ve her bir fonksiyon igin
farkli katki sunmaktadir. Bu sonuclar Sekil 3’te 6zetlenmektedir.

Turnover-isgiicii Devir ise Alm
Orani 3%
3%

Yetenek Yonetimi
5%

iK Sureglerinde Karar
Verme
600

Performans Yonetimi
19%

Genel inceleme
64%

o Genel inceleme m Performans Yénetimi m iK Siireclerinde Karar Verme

H Yetenek Yonetimi 1 Turnover-isglicli Devir Orani u ise Alim

Sekil 3: Odak Alanlarin iK Fonksiyonlar1 Kapsaminda Dagihmi
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Insan kaynaklar1 biinyesinde birgok farkli fonksiyon olmasia karsin, Sekil 3’te belirtildigi
lizere akademik galigmalar incelendiginde IK Analitigi kavrammin ¢ogunlukla genel bakis
acist ile ele alindig1 goriilmektedir. Ancak IK Analitigi’nin insan kaynaklar1 uygulamalarina
entegre edilebilmesi icin tiim siireclerinin fonksiyonel agilardan ayri ayri ele alinmasinin
onemi vurgulanmaktadir. Bu sayede dogru kurgulanan bir sistemin orgiitsel performansin
iyilestirilmesine katki saglayacagiz soylenebilir. Venkatesh (2017)’e gore Sekil 4’te
gosterildigi iizere oOrgiitsel performansin iyilestirilmesi i¢in IK Analitigi uygulamalarmimn
merkeze alinmasi ve ige alim, egitim ve gelisim, iicretlendirme, performans yonetimi gibi
fonksiyonlar bazinda iliskilendirilmesi kritik goriinmektedir. Bunun yaninda uygulamalarin
hayata gecirilmesi i¢in paydaslarla stratejik is birliginin kurulmasi, mevcut durum analizinin
yaninda gelecegi tahminlemeye yoOnelik analizlerin yapilmasi, insan kaynagi profilinin
cikarilmasi, veri kalitesinin iyilestirilerek “Insan Kaynagi Zekas1” olarak isimlendirilebilecek
teknolojik yapilarin kurulmast da katk1 saglayabilir.

Ucretlendirme

Performans &
Egitim

insan Kaynag
Profili

Daha Saglikli /
lyilestirilmis

Organizasyonel
Performans

iK Analitigi
Uygulamalan

insan Kaynag
Zekasi

Stratejik
Ishirligi

Sekil 4: Tyilestirilmis Organizasyonel Performans i¢in IK Analitigi’nin Kavramsallastiriimasi

Calismalarin analiz yontemleri incelendiginde Sekil 5’te goriildiigii iizere tiim yontemler
arasindan en fazla “Kavramsal Inceleme” yapildigi goriilmektedir. Bu durumun, K Analitigi
kapsaminda yapilan caligmalarin odak alanlarina goreincelendiginde “Genel inceleme”
kategorisinin yogun olmast ile paralel bir sonug oldugu sdylenebilir. IK Analitigi literatiirii
hala gelismekte oldugundan ¢ok sayida galismanin genel bir anlatim ile literatiir incelemesi
gerceklestirdigi goriilmektedir. Bunun yani sira Survey, Miilakat, Kavramsal Model, Ornek
Olay, Modelleme ve ikincil Veri Analizi yapildig1 da gériilmektedir. Bu kapsamda Kavramsal
Model dnerisi ortaya koyan ¢alismalarin biiyiik ¢ogunlukta olmasi da IK Analitigi kavraminin
literatlirde hala gelismekte oldugu goriisiinii pekistirebilir.
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Kavramsal Model
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Modelleme
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Sekil 5: Analiz Yontemleri Kapsaminda Dagilim

IK Analitigi kapsaminda yontemsel olarak en fazla gozlemlenen kavramsal inceleme
calismalari, IK Analitigi literatiiriiniin gelisimi i¢in oldukca énemlidir. Ayrica bu dogrultuda
yapilan kavramsal modellemeler IK Analitigi ¢alismalarinin nasil uygulamaya alinacagina
dair teorik bilgiler sunmaktadir. Kavramsal modeller ortaya koyulurken farkli analiz
yontemlerinden de faydalamlmaktadir. Ornegin Jabir, Falih & Rahmani (2019) tarafindan
insan kaynaklar1 analitigi kapsaminda karar verme siireclerini cok boyutlu olarak ele alan bir
model &nerisi ortaya koyulmustur. Bu model ortaya koyulurken énce Ornek Olay uygulamasi
yapilarak insan kaynaklar1 sistem verileri {izerinden analizler gerceklestirilmistir. Onerilen IK
Analitigi Yaklagimi Sekil 6’da verilmistir. Modelin merkezinde veri kaynaklar1 yer almakta
olup insan kaynaklari ¢iktilari, insan kaynaklar1 aktiviteleri, orgiitsel amaglar, siire¢ iginde rol
alan aktorler ve bilgisayar alt yapisi ile dogrudan iligskilendirilmigtir. Bunun yaninda insan
kaynaklar1 analitigi kapsaminda belirli metriklerin 6l¢iimii, iletisim, dis siiregler de dahil
olmak {izere bu faktorlerin IK Analitigi kapsaminda karar alma siirecinde ele alinan énemli
unsurlar oldugu ve birbirleri ile ¢ift yonlii etkilesimleri oldugu ifade edilebilir.
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Sekil 6: IK Analitigi Yaklasimi
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Calismalarin iilke bazinda dagilimlari incelendiginde Sekil 7’ye gore ise Hindistan’in bu
alanda en ¢ok yayin yapan iilke oldugu goriilmektedir. Hindistan’1 takiben ABD ve UK en
iiretken ilk ¢ tilke arasinda girmektedir. Devaminda Cin, Hollanda, Tiirkiye, Birlesik Arap
Emirlikleri, Rusya, Avusturalya, Isve¢, Kanada, Finlandiya, Malezya, Romanya, Almanya
iilkelerinin ortalama olarak 3 ila 7 arasinda calisma ortaya koydugu goriilmektedir. italya,
Pakistan, Isvigre, Danimarka, Filipinler, Banglades, Suudi Arabistan, Nijerya, Urdiin, Israil,
Misir, Gana, Iran, Irlanda, Kenya, Fas, Polonya, Portekiz, Giiney Afrika, Avusturya, Belcika,
Endonezya, Fransa, Ispanya, Japonya, Sili, Tayland, Yeni Zelanda ise en az bir ¢alisma ortaya
koymustur.

60

Sekil 7: Ulke Bazinda Dagihm

Hindistan'da, sirketler isgiiciinii optimize etmeye ve karlarini iyilestirmeye
calistikga IK Analitigi giderek daha popiiler hale geldigini sdylemek miimkiindiir (Matt,
2024). Sistematik Literatiir Incelemesi kapsaminda da gériildiigii iizere Hindistan K Analitigi
alaninda akademik olarak en {tretken iilkelerden biridir. Bu tiiretkenlik uygulamaya da
yansimaktadir. Ornegin bilgi teknolojileri sektoriinde faaliyet gdsteren sirketlerin %80’inin ise
alim ve yerlestirme stratejileri kapsanminda IK Analitigi’ni benimsedigi sdylenebilir (Maria,
2019). Genel olarak Hindistan’da IK Analitigi’nin konumlandirilmasina bakilirsa giiniimiize
kadar veri odakli analizleri i¢erek bir yaklasim mevcuttur. Ancak giiniimiizde bu konularda
yapilan c¢alismalarin da katkis ile iggorii yaratabilecek tahminleme odakli analizlerle birlikte
onemli 6lgiide ilerlemistir. Bu ilerleme 1K Analitigi’ne 6zgii ekiplerin kurulmasi ve insan
kaynaklari ¢aliganlarinin daha donanimli hale getirilmesi ile birlikte hizlanmaktadir (Deloitte,
2023).

5. SONUC VE ONERILER

Bu calisma IK Analitigi kapsaminda gerceklestirilen calismalarin kavramsal olarak
nasil ve hangi odak alanlarinda ele alindigi, en ¢ok hangi yontemlerin kullanildigi ve
caligmalarin yogunlukla hangi iilkelerde gergeklestirildigine dair mevcut durumunu ortaya
koymak amaciyla gergeklestirilerek 6zet ¢iktilar ortaya koyulmustur. Bunun yaninda her bir
calismanin kendine 6zgii katkilar1 da diisiiniilerek bu calismalar kapsaminda ortaya koyulan
bazi model Onerileri de aktarilmistir.

izmir Katip Celebi Universitesi iktisadi ve idari Bilimler Fakiiltesi Dergisi, 2024; 7(2): 38 — 47



Bu calisma kapsamindaki incelemeler 1518inda en ¢ok yayin yapilan iilke olarak
Hindistan daha detayli incelendiginde bu ¢alismalarin biiyiik cogunlugunun odak alan1 olarak
“Genel Inceleme”, yontem olarak “Literatiir incelemesi”, kavramsal olarak ise “IK Analitigi”
cercevesinde ¢iktilar ortaya koydugu soylenebilir. Daha genis ¢ergcevede ele alinan sistematik
derleme analizi sonucunda, IK Analitigi ile ilgili literatiiriin insan kaynaklar1 fonksiyonlar
odaginda ayr1 ayr1 derinlesmek yerine heniiz genel incelemelerin 6n planda olmasi ve
arastirma yontemi olarak ¢cogunlukla literatiir incelemesi yapilmasi, IK Analitigi kavraminin
gelismekte ve olgunlagmakta olan bir kavram oldugu goriisiinii desteklemektedir. Benzer
sekilde bu calisma kapsaminda incelenen calismalarin her biri IK Analitigi kavrami
cercevesinde ele alinmadan Insan Analitigi, insan Sermayesi Analitigi, Is Giicii Analitigi,
Biiyiik Veri, Yapay Zeka, Insan Kaynaklari Tahminleyici Analitikleri ve IK Metrikleri gibi
farkli kavramsal catilar altinda gerceklestirilmesi, IK analitigi kavrammnin olgunlagma
stirecinde olmasina baglanabilir.

IK Analitigi 20 yili askin siiredir orgiitlerde insana dair ¢iktilar1 gelistirmek ve
iyilestirmek i¢in kullanilmaktadir. Ancak glinlimiizde bu uygulamalarin Grgiitler tarafindan
etkin sekilde kullanilabilmesi igin olgunluk seviyesinin diisiik oldugu sdylenebilir (Bassi &
McMurrer, 2016). IK Analitigi yaklasimi giin gectikce daha fazla orgiit tarafindan
benimsenmekte olup bir¢ok is fonksiyonundan uzman ve yoneticilere fayda saglamaktadir
(Gupta, 2017). Bu aragtirmanin bir ¢ikarimi olarak insan kaynaklar1 alanindaki uygulayicilarin
dijital doniisiim caginda is siireclerini daha siirdiiriilebilir kilmak admna IK Analitigi
yaklasimlarin1 benimsemeleri ve ig slireclerine agamali olarak entegre etmeleri 6nerilmektedir.
Her orgiitiin yapisi, biiylikligi ve kiiltirii farklilik gosterdiginden, kendi dinamikleri
dogrultusunda IK Analitigi uygulamalarim benimsemesi igin hazir olunan uygulamalarin
insan kaynag ile alakali siireclere dahil edilmesi, kavramin olgunluk seviyesinin gelismesi
adina da 6nemli katkilar saglayacaktir.

Son olarak sirketlerde gergeklestirilen diizenli IK Analitigi uygulamalari i¢in daha net
ve tutarli yol haritasi sunabilmek adina zaman iginde literatiiriin daha biitiinsel hale
biirlinmesinin 6nemli katkilar sunacag: diisiiniilmektedir. Bu ¢alisma kapsaminda PRISMA
Bildirimi dogrultusunda Se¢im asamasina kadar elde edilen 311 ¢alismadan rastlantisal olarak
secilen 180 calisma incelemeye dahil edilmistir. Gelecek caligsmalar i¢in daha fazla sayida
giincel caligmalarin da incelemeye dahil edilerek sistematik derleme kapsaminin
genisletilmesi onerilebilir.
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ABSTRACT

The term "brain rot" first appeared in 1854. But it has evolved to define a modern
concern about how it will shape our digital lives. Anxiety and despair about the
expected negative effects because of overconsumption of online content are of
increasing interest both in academia and among policymakers to investigate the
causes and consequences of this behavior. Based on the public goods feature of
information and speech, I think that social media also has a public good feature.
Because the starting point of social media is talking and sharing information.
Brain rot, which emerges as a negative externality because of excessive
consumption of social media (which I call dirty consumption), is the tragedy of
the commons. It should be the subject of public solutions on a global scale and
should be seen as a global public good.

Keywords: Brain Rot, Social Media, Global Public Goods, Digitalization
JEL Codes: H41, H87, D83, D85

OZET

"Brain rot" terimi ilk olarak 1854 yilinda ortaya ¢ikmugtir. Ancak, dijital
yasamlarmmizi nasul sekillendirecegine dair modern bir endiseyi tammlamak igin
evrim gegirmistir. Cevrimigi icerigin asurt tiitketimi nedeniyle beklenen olumsuz
etkiler hakkinda duyulan kaygi ve umutsuzluk, hem akademik ¢evrelerde hem de
politika yapicilar arasinda bu davranisin nedenlerini ve sonuglarini arastirmak
icin artan bir ilgi konusu olmustur. Bilgi ve konugmanin kamu mali ozelligi
temelinde, sosyal medyanin da bir kamu mal ozelligine sahip oldugunu
diigtintiyorum. Ciinkii sosyal medyanin baslangi¢c noktast konusmak ve bilgi
paylasmaktir. Asirt sosyal medya tiiketimi nedeniyle ortaya ¢ikan "brain rot”,
benim "kirli tiiketim" olarak adlandwdigim bir olgu, ortaklarin trajedisidir. Bu
durum, kiiresel dlgekte kamu ¢oziimlerinin konusu olmall ve kiiresel bir kamu
mali olarak goriilmelidir.

Anahtar Kelimeler: Beyin Ciiriimesi, Sosyal Medya, Kiiresel Kamusal Mallar, Dijitalizm

Jel Kodlari: HA1, H87, D83, D85
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1. GIRIS

The idea of writing this article started when | watched the news and heard the announcer
say, "Oxford Dictionary has chosen the word 2024: Brain Rot". "And the Oxford Word of the
Year 2024 is... brain rot" I read on Oxford’s website. Brain rot: Supposed deterioration of a
person’s mental or intellectual state, especially viewed as a result of overconsumption of
material (now particularly online content) considered to be trivial or unchallenging. Also:
something characterized as likely to lead to such deterioration (WEB_1). | couldn't believe
what | read. I've learned from the kids and teens around me that the brain rot is used as a joke
and humorous meme in their online language.

In today's world, what it means for brain rot has changed. People waste so much time
on the internet with their digital devices that their emotions fluctuate steadily. According to
October 2024 data on the https://www.statista.com/statistics/617136/digital-population-
worldwide/ website, there are 5.52 billion internet users worldwide, corresponding to about
67.5 percent of the world's population. Of these, 5.22 billion, or 63.8 percent of the world's
population, use social media. Underlying that “user IDs” may not represent unique individuals,
Kemp (2024) in Digital 2024: October Global Statshot Report notes that 256 million new user IDs
were added last year, increasing the global total by more than 5 percent. It also emphasizes
that social media time is decreasing but adoption is increasing.

Spending long hours in front of screens overloads our brains with digital information,
which can have widespread negative effects on individuals” mental and physical health, social
interaction and companionship, and well-being of people. In collaboration with the WHO
Regional Office for Europe, the Health Behaviour in School-aged Children (HBSC) study is a
large school-based survey conducted every four years. The HBSC study surveyed nearly
280,000 young people between the ages of 11, 13, and 15 in 2022 across 44 countries and
regions in Europe, Central Asia, and Canada. Results are published in reports. From these
reports, Cosma et al. (2024) state that the COVID-19 pandemic has changed the way
adolescents communicate, and with the increasing popularity of social media, it has turned
peer violence into cyberbullying rather than face-to-face. In another report, Raki¢ et al. (2024)
emphasize the importance of limiting the time spent on social media so that the marketing of
unhealthy foods and beverages is reduced.

The concept of 'brain rot' first emerged in 1854. Over time, however, its meaning has
evolved to address a pressing contemporary issue: the potential impact of excessive digital
consumption on our lives. Concerns about the adverse effects of overindulgence in online
content—such as anxiety, cognitive decline, and a sense of despair—have gained growing
attention from both academic researchers and policymakers. These groups are increasingly
focused on uncovering the underlying causes of this behavior and assessing its far-reaching
consequences.

From my perspective, social media carries attributes like public goods due to its
foundation in communication and the sharing of information. As its origins lie in fostering
dialogue and facilitating the free exchange of ideas, social media serves a broader societal
purpose. Yet, the overconsumption of this digital resource has given rise to what | term “dirty
consumption,” resulting in a phenomenon known as brain rot—a detrimental externality
stemming from excessive engagement with social platforms. This phenomenon represents a
modern-day ‘the tragedy of the commons (Ostrom, 1990),” where an overused resource leads
to collective harm.
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Addressing this issue requires coordinated public solutions on a global scale. Brain
rot, as a worldwide concern, should be recognized as a global public issue that demands
collective action. By treating it as a public problem requiring protection, we can develop
strategies to mitigate its effects and safeguard the societal value of digital media.

2. CONSEQUENCES OF OVERCONSUMPTION OF SOCIAL MEDIA:
BRAIN ROT

The Oxford University Press (OUP) conducts a yearly global survey for the word-of-
year election. Brain rot is one of the most used words this year due to the effects of
digitalization. According to OUP, this is the first time the term has been used in this year's
records. However, OUP does not hesitate to provide the following information. Brain rot was
first mentioned in Henry David Thoreau's 1854 book Walden or Life in the Woods (Chappell,
2024).

No doubt those who, like me, were interested in Thoreau's book did a digital read of
it immediately. Here are the advantages of living in the digital age. We aim to have a hand in
this by avoiding the use of low-quality content, which is the main cause of the brain rot that is
our subject.

Thoreau apologizes to his readers for turning it into a book because of his neighbors,
who wondered how he lived and made a living in a town so far from the city. Thoreau, who
criticizes the luxurious life by emphasizing that people love and attach themselves to life
excessively, the drawbacks of constantly working for materiality, and the importance of
keeping up with nature, describes spirituality using metaphors. He even used the phrase 'brain
rot' in the following way. “...While England endeavors to cure the potato-rot, will not any
endeavor to cure the brain-rot, which prevails so much more widely and fatally?..." (Thoreau,
1854: 348).

We are all concerned about how technology affects our brains, especially internet-
based devices. If someone spends a lot of time on social media, they may feel tired. The more
we stay online, the more we worry about how our mental health and ability to focus will be
affected. But we can't give up. Reason?

In fact, OUP is trying to give us the answer to this question. According to OUP, Gen
Z, and Gen Alpha have recently started to talk about brain rot a lot on social media platforms
such as TikTok. And if we quote verbatim ... in 2024, ‘brain rot’ is used to describe both the
cause and effect of this, referring to low-quality, low-value content found on social media and
the internet, as well as the subsequent negative impact that consuming this type of content is
perceived to have on an individual or society...” (WEB_1). This situation shows us that the
children and young generation are aware of social concerns. On the other hand, we observe
that it is used as a humorous term in online language. | wonder if they are really serious or just
joking. Whatever the answer, the term has now reached parents like me. Now, this joke needs
to be the subject of deep research.

The Newport Institute (03 December 2024) is of the opinion that screen time is a
crucial factor in the explanation of brain rot. As the duration increases, mental confusion,
drowsiness, decreased attention span and cognitive decline occur. In addition, doomscrolling
(searching for negative and sad news on the internet) is a brain rot behavior. Browsing the
internet can make scrolling a behavioral addiction by increasing the neurochemical dopamine,
which produces feelings of satisfaction and pleasure.
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The excessive consumption of online content has led to the formation of a literature
that examines the causes and consequences behind this behavior. This consumption, which is
gradually increasing, is evolving into a kind of addiction. Television (ilhan and Ulusoy, 2013),
Facebook (Chakraborty, 2016), smartphone and internet (Yayan et al., 2019; Sahu et al., 2019),
technology (Turel et al., 2011), Instagram (Ballarotto et al., 2021), Youtube (Klobas et al.,
2018), TikTok (Balci et al., 2024; Qin et al., 2022), online gaming (Beranuy et al., 2013)
addictions, which can lead to dangers just like alcohol, cigarette, and drug addictions, can also
cause behavioral disorders, especially in children and young people.

In this context, the Relationship between Social Networks Use Disorder (SNUD) and
Fear of Missing Out (FOMO) is among the most discussed topics. There is a reciprocal
relationship between SNUD and FOMO and it leads to more cognitive impairment (Montag
and Markett, 2023; Cetinkaya et al., 2021; Aygar et al., 2019; Dadiotis and Roussos, 2024).

Digital technology has had a profound impact on the cognitive process of decision
making. It has influenced the way we gather, process and evaluate information to make
decisions. These influences have implications that are both empowering and potentially
disruptive (Shanmugasundaram and Tamilarasu, 2023). Drawing attention to digital
distraction, Liu (2022) states that digital content, users and technology, that is, the digital
reading environment, should be handled within the scope of e-reading. In other words, when
the degree of dependence on social media is high, an increase in the intensity of social media
use can suppress or slow down the development of critical thinking ability (Cheng et al., 2022).

There are moments when we feel saddened seeing people around us absorbed in their
screens. Children who stare at screens for long periods of time are affected by their executive
functions as well as concentration and focus (Betteridge et al., 2023). As the time spent on
social media increases, the probability of self-harm increases in the 14-year-old age group
(Hartas, 2019). Loneliness, narcissism, impulsivity and shyness is significantly correlated with
Facebook (Rajesh and Rangaiah, 2022).

Hutton et al. (2020) investigate the relationship between screen-based media usage
and the integrity of white matter tracts in the brain that support language and literacy
development in preschool-aged children.
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Figure 1: Diffusion Tensor Imaging (DTI) Parameter Maps for
Whole-Brain Analysis (Hutton et al., 2020).

Figure Legend: White matter regions show a statistically significant
relationship between screen-based media usage (ScreenQ scores) and reduced
fractional anisotropy (FA; A) as well as increased radial diffusivity (RD; B) ina
whole-brain analysis. These associations remain significant after controlling for
child age and household income (P < .05, corrected for familywise error). The
color scale represents the gradient or strength of the correlation, illustrating
changes in DTI parameters with each point increase in ScreenQ scores.

As shown in Figure 1 above, the study by Hutton et al. (2020) involving 47 preschool-
aged children found that higher levels of screen-based media use were linked to reduced
microstructural integrity of brain white matter tracts responsible for language, executive
functions, and emerging literacy skills. These associations remained significant after adjusting
for the child’s age and household income.

3. SOCIAL MEDIA AS A PUBLIC GOOD

There are many social media platforms, including Facebook, YouTube, Instagram,
TikTok, WhatsApp, Facebook Messenger, and Telegram, as well as various social network
producers and messenger applications. Big Tech companies such as Microsoft, Amazon,
Apple, Google, Alphabet, and Meta are also prominent in the development of these platforms.
These are private companies that aim to maximize profit. Since the study focuses on social
media consumers, we will overlook the producers.

In this study, which examines online content that cannot be considered independently
from digitalization and technology through the lens of social media platforms, we first need to
discuss what kind of good this product is. When we look at the literature, there is very little
research on topics such as information as a public good (Stiglitz, 2021), social media and
public epistemic goods (Handfield, 2024), social media and public goods alignment (Hong et
al., 2015), social media as free goods (Gal and Rubinfeld, 2016), social media as common
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goods (Pomeras et al., 2020), and social media as a public sphere (Fuchs, 2014; Cela, 2015;
Collins et al., 2020).

From D. Hume to Adam Smith, and from E. Sax to K. Wicksel, the theory of public
goods has been discussed, and Samuelson's definition has gained general acceptance (Goker,
2008). Samuelson (1954) approached goods in terms of ‘non-rivalry’ and ‘non-excludability’.
According to him, the distinction between private and collective consumption goods is based
on consumption. Goods that individuals benefit from collectively and whose consumption by
one individual does not diminish the consumption of another are called collective goods.
Goods that can be divided among individuals are considered private consumption goods.
Musgrave and Musgrave (1989) emphasized the non-excludability characteristic of public
goods. Selen (2020) categorized the common criteria used in defining public goods into five
groups: non-rivalry, free riding, the subsequent acquisition of utility, collective consumption,
and externalities.

When examining the market mechanism, it is observed that many public goods
exhibiting Samuelson-type non-excludability, non-rivalry, and consumption-oriented
characteristics can be produced. Television and radio broadcasts are among the most common
examples of this situation. Although broadcasts are not sold directly, their financing is
provided through advertising revenues, and advertisers can be excluded. Various theoretical
approaches have been developed to address the publicness problem; however, in today's digital
economy-based new world order, markets are particularly shaped around the axis of
innovation (Ozpenge and Idikut Ozpenge, 2011). In this context, digital public goods acquire
their publicness characteristic based on consumption/use features and the number of users. In
other words, unlike digital private goods, although they are priced (due to production costs)
only at the point of initial sale to the end consumer/user, their consumption/use and the number
of consumers/users cannot be limited (Ozpenge, 2014).

Technology and digitalization are determinants and influencers of the publicness
characteristic of goods and services. While technology and digitalization give rise to different
types of goods and services, they also profoundly affect how existing goods and services are
offered and consumed. As a result, the characteristics of these goods as private or public can
also change. Now, digital products such as big data, artificial intelligence, IoT, ICT, software,
blockchain, cloud computing, robotics, cybersecurity, etc., have emerged as new public goods
and services (Miynat and Ciire, 2023).

According to Stiglitz (2021), the media produces information, which is a public good.
In this sector, Gresham’s Law (which holds that bad money may drive out good money) is
applicable, and eventually, the best ideas will prevail. In our opinion, this situation does not
hold true, especially considering that brain rot is often a form of joking (meme) among
adolescents, making Gresham’s Law inconsistent and not very coherent in social media.
Stiglitz (2021) states that the media market is filled with market failures, which necessitates
regulation, and on the other hand, he notes that the media market is not competitive. Social
media is not transparent because, in well-functioning markets, no one can engage in trolling.
Furthermore, he argues that social media threatens the traditional economic model, free-rides
off other media, and most importantly, due to the lack of competition in social media, it should
be regulated as a utility.

Social media is a public good because people can consume this good for free as much
as they want. It is sufficient for them to purchase a private good (such as a computer, tablet,
smartphone, etc.) that allows access to social media. In other words, social media possesses
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the characteristics of non-rivalry and non-excludability, just like public goods. The
consumption of one individual does not reduce the amount available for others. It is nearly
impossible to prevent anyone from consuming it. Our aim here is to highlight that low-quality
online consumption on social media leads to negative externalities. In the internalization of
negative externalities, the public has significant responsibilities.

According to Gal and Rubinfels (2016), social media is a free good. Abstractly, goods
with a zero social opportunity cost and whose supply is not less than demand are referred to
as free goods. Goods that are not evaluated under market conditions (for example, the air on
the surface of the Earth is a free good, while the air underwater or in mines is not a free good)
can be used by all users as much as they want (Steedman, 1989).

From this perspective, free goods and services have gained increasing interest with the
advent of the Internet. Most of the valuable goods and services offered today are available for
free in the market. Examples include social media networks and platforms (YouTube,
Facebook, Instagram, etc.) and Wikipedia's online encyclopedia. Given that the marginal cost
of providing an online digital product can be close to zero, this is not surprising. Free goods
can also create externalities (Gal and Rubinfeld, 2016), which is why they attract public
interest.

According to Pomeras et al. (2020) social media is common good. They emphasise
that the COVID-19 pandemic has enabled the digitisation of every conceivable sector and that
connectivity and other essential digital services are cross-cutting technologies that have
become common goods. Additionally, due to digitalization and connectivity, social media
possesses non-rivalrous and non-excludable characteristics and is available almost
everywhere.

In one study by Frye (2022) internet trolling, pornography, and ideology are toxic
public goods. According to him, a toxic public good is a public good because it creates
negative externalities when consumed and possesses all its characteristics. Even toxic public
goods are typically information goods.

The overconsumption of social media (which we consider to be 'polluted
consumption') is giving rise to new social issues, such as brain rot, that are on our agenda. In
the previous section, we emphasized the need for rapid and effective policy solutions to
address these issues, particularly those observed in children and adolescents. Today, the
concept of “social acceleration”, which encompasses our topic, is one of the issues that
policymakers should focus on. Rosa (2013: 71-81) addresses social acceleration in three
dimensions: technological acceleration, the acceleration of social change, and the acceleration
of the pace of life. According to Kersbergen and Vis (2022), social acceleration is the rapid
decrease in the amount of time required for our social actions and experiences at an increasing
rate. From this perspective, it is appropriate to restate that policymakers should be more
effective and faster in their decision-making mechanisms by rethinking social acceleration.

As a result of social acceleration, there is evidence of excessive social media
consumption. Table 1 presents the number of active users and organic traffic for the 35 most
popular social media websites.

Table 1: Top 35 Most Popular Social Media Websites (August 2024)

Ranking | Social Monthly | Monthly | Ranking | Social Media | Monthly | Monthly
Media Active Organic Network Active Organic
Network Users Traffic Users Traffic
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1 Facebook | 3.06 13,1 19 Kuaishou 370 12.7
billion billion million million
2 YouTube | 2.70 73 20 Bilibili 336 1.0
billion billion million billion
3 WhatsApp | 2.40 3.9 21 Microsoft 320 1.7
billion billion Teams million billion
4 Instagram | 2.35 6.7 22 Linkedin 310 1.9
billion billion million billion
5 TikTok 1.67 2.7 23 Quora 305 11
billion billion million billion
6 WeChat 1.31 6.1 24 Vimeo 260 81.7
billion million million million
7 Messenger | 1.10 253.7 25 Line 230 286.5
billion million million million
8 Telegram | 900 615.1 26 Xiaoshongshu | 200 76.3
million million million million
9 Viber 820 17.3 27 Discord 200 1.0
million million million billion
10 Snapchat | 800 189.3 28 ShareChat 180 11.0
million million million million
11 Douyin 752 209.8 29 Threads 174 109.3
million million million million
12 Baidu 676 1.6 30 Josh 151 540
million billion million hundreds
13 Qzone 615 473.9 31 Twitch 140 1.7
million million million billion
14 Spotify 602 725.1 32 Tumbir 135 216.9
million million million million
15 X 600 4.4 33 Medium 100 215.6
million billion million million
16 Sina 588 136.6 34 VK(Vkontakte) | 80 1.1
Weibo million million million billion
17 Pinterest 518 9745 35 Rumble 50 94.6
million million million million
18 Reddit 430 5.5
million billion

Source: Howarth, December 3, 2024, https://explodingtopics.com/blog/top-social-media-
platforms.

When examining Table 1, we can see that the top five most popular social media
networks are included. The increasing number of users each day demonstrates how integrated
these networks are into our daily lives. In fact, Howarth (2024) states that with 3.06 billion
users, Facebook means that 37% of the world's population uses Facebook at least once a
month. This data is both surprising and, as a parent, concerning. This situation indicates that,
as mentioned in the definition of brain rot, if it contains low-quality and low-value content,
there is a need for transnational regulation. “Brain rot”, which is the dirty consumption of
social media that requires very rapid intervention, is just like “the tragedy of the commons” in
common property goods.

The brain rot considered the tragedy of the commons, requires transnational public
intervention. It is clear that to address this global social issue, brain rot should be classified as
a global public good, necessitating transnational regulation. To be recognized as a global
public good, it is essential to examine the scope of the benefits it creates. Whether it is a private
good or a public good, it is important for all types of goods to be offered according to consumer
preferences. Due to globalization, it is necessary to reassess market failures and negative
externalities from a global perspective (Karayillmazlar, 2006). In the internalization of
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externalities, market creation and strengthening, as well as the use of taxes and fees, can be
pursued (Yusufoglu and Ozpence, 2015).

The overconsumption of social media creates negative externalities, leading to social
issues such as brain rot. To prevent this, the idea of making social media paid may come to
mind. Theoretically, pricing a product that generates negative externalities can eliminate the
resulting negative externality. Therefore, the pricing or charging of such goods that cause brain
rot should not be seen as the only solution. Therefore, there is a need for public solutions.
There are those who oppose the regulation of social media. Stiglitz (2021) also counters
criticisms regarding the restriction of freedom of expression in the context of social media
regulation. According to him, speech is always regulated. No one can, for example, curse in
front of a crowd at an opera or disseminate child pornography.

Social media platforms are mostly free for users, with their revenue primarily coming
from advertisers. These companies act as attention-driven platforms, offering content to users
while collecting data for targeted advertising that businesses pay for. To be successful, they
must engage a significant number of the right users to maintain demand for ads. This requires
them to curate appealing content that keeps users on the platform longer. Consequently, it is
essential to determine whether the responsibility lies with social media companies or their
users as the least-cost avoiders. Incorrectly assigning this responsibility could harm societal
welfare by either reducing the advantages of social media or increasing unaddressed negative
externalities (Sperry, 2024).

4. CONCLUSION

Digitalization and technological advancements have become integral parts of our daily
lives and will continue to do so. From computers and laptops to smartphones, smartwatches,
and even cars, all these digital tools serve as our reference guides in work, communication,
access to information, and every aspect of our lives. Especially digital media and its reflection,
social media, which includes online content applications. So, are we managing them correctly?
Are we using them effectively and efficiently? While the benefits of these advanced
technologies and their reflections are countless, their drawbacks and negative consequences
are also numerous. The products we use for our emotional, mental, and physical health can
also be harmful. In our opinion, the main cause of the problem here is the amount and intensity
of consumption. As mentioned in the definition of ‘brain rot,” excessive consumption and the
lack of awareness about when to stop are among the most significant issues.

The term 'brain rot," which started as a joke among young people and has gained
increasing interest, is now being seen as a problem in society. The solution should start with
individuals first, followed by public regulations. When making regulations, the rights of social
media consumers should be protected. Because it should be noted that data science has
emerged from this, and that data is now as important as oil. Our data serves as the most vital
information network and attracts the interest of companies. The rights of companies must also
be protected because they are not the sole ones responsible.

Another point that should be mentioned here is that the brain rot caused by
overconsumption of social media is a big problem that needs to be solved. When all these
issues are evaluated, it can be clearly stated that social media is a global public good considered
in terms of its features. Indeed, due to the low-value and low-quality content that finds
widespread consumption on social media, brain rot is a case of the tragedy of the commons.
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The openness of a widely used content creator to individual content production, and the
absence of any restrictions on this production, leads to a culture of 'dirty consumption' among
other users. This situation coincides with the concept of the tragedy of the commons expressed
by Ostrom (1990) in his study. Moreover, such a situation is a blatant example of negative
externality. These content platforms, whose consumption has reached a global scale, need a
global regulation for the internalization of externalities.
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