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Sosyal Mucit Academic Review (SMAR), yilda dort kez yayinlanan (Mart, Temmuz, Ekim ve
Aralik) cift kor hakemli uluslararasi hakemli bir dergidir. Dergi kapsaminda 6zellikle toplum,
ekonomi, politika, egitim ve kuramlar ile ilgili kavramsal, kuramsal ve nitel ¢alismalara yer
verilmesi hedeflenmektedir. Bunun temel nedeni, SMAR'In sadece akademisyenler, yliksek
lisans ve doktora dgrencileri degil ayni zamanda toplumdaki bireylerin anlayabilecegi makaleler
yayinlayabilme amacindan ileri gelmektedir. Bunun yani sira dergi kapsamina giren nicel
calismalar da kabul edilmektedir. Derginin dili hem ingilizce hem de Tuirkcedir ve Tirkce
makalelerin genisletilmis ingilizce dzete sahip olmasi gerekmektedir.

Sosyal Mucit Academic Review (SMAR) is a double-blind peer review international refereed
journal published four in a year (March, July, October and December). This journal aims at
publishing conceptual, theoretical and qualitative studies related to society, economics,
politics, education and institutions. The main reason for this aim stems from publishing studies
that are understood by not only academicians, graduate and PhD students, but also individuals
and practitioners in society. In addition, quantitative studies within the scope of the journal
have been accepted. In addition, quantitative studies within the scope of the journal have been
accepted. The language of this journal is both English and Turkish, and the Turkish articles need
to have an extended English abstract.
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FROM EDITOR

Dear Readers,

Sosyal Mucit Academic Review (SMAR) SMAR is glad to present the sixth volume and third issue to the
readers. The SMAR continues to increase its committee members with national and international
participants day by day.

As it is known, “Sosyal Mucit” (in English: Social Inventor) refers to the individuals who have systematic
perspectives on the challenges that societies face in the field of politics, economics, sociology,
technology and environment. The main understanding of a “Sosyal Mucit” as an individual is to
diagnose social problems and suggest potential solutions by creating a link between scholarly
discussion and society. For this reason, SMAR aims at creating systematic knowledge by raising critical
guestions and exploring the potential answers to the questions. | indicate the aforementioned
guestions as follows:

1) What is the problem?
2) Why is the problem important?
3) What is your suggestion to overcome the problem?

These questions guide the potential authors of the SMAR to structure their research. | emphasise them
as critical questions because a paper's clarity and communication are important to reaching more
academic and non-academic individuals. | hope the SMAR journal will achieve its aims day by day.
Having adopted the aforementioned aims, the journal publishes six articles on this issue. Within these
articles, the authors focus on the topics of “Customer Churn Determinants in International Turkish
Banking Operations”, “The Impact of Financial Anxiety on Future Anxiety and Migration Intention
Among University Students”, “Metaverse and the Future of Fashion”, “Analyzing Public Spending and
Income Links in CIVETS”, “Green Shared Vision Scale: A Turkish Validity and Reliability Study” and
“A Bibliometric Analysis of the Concept of “Social Intelligence” and Its Interpretation in the Context of
Leadership”.

We hope you enjoy reading this issue and also, we look forward to seeing your contribution to the
SMAR journal.

With kindest regards,
Assoc. Prof. Dr. Erhan AYDIN
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EDITORDEN

Sevgili Okurlar

Sosyal Mucit Academic Review, altinci cildin Gglincli sayisini sizlere takdim etmekten mutluluk
duyuyoruz. SMAR ulusal ve uluslararasi katihmcilarla her gegen giin kadrosunu gelistirmeye devam
etmektedir.

Bilindigi Uzere SMAR; politika, ekonomi, sosyoloji, teknoloji ve cevre gibi toplumsal konularda
sistematik bakis agisina sahip bireyleri sosyal mucit olarak adlandirmaktir. Sosyal Mucit’in temel hedefi,
akademik tartisma konulari ile toplum arasinda bir bag kurarak toplumsal sorunlari tespit etmek ve bu
sorunlara karsi ¢ozim onerileri gelistirmektir. Bu baglamda SMAR, sistematik bilgi olusturmayi
amaclamaktadir. Bu amaci gergeklestirebilmek icin SMAR kritik sorunlari glindeme getiren ve bu
sorunlara ¢6zim Onerisi sunan arastirmalara yer vermektedir. S6z konusu arastirmalara ait arastirma
sorulari su ¢ ana kapsama odaklanmahdir;

1) Problem nedir?
2) Bu problem neden 6nem arz ediyor?
3) Bu problemi asmak icin ¢6ziim 6neriniz nedir?

Yazar adaylari bu arastirma sorularini rehber edinerek calismalarini yapilandirabilirler. Sorulari 6zellikle
vurguluyorum clnki dergiye gonderilecek olan makalelerin yalnizca akademik camiaya degil ayni
zamanda toplumsal tabana da ulasmasini 6nemsemekteyiz. Umariz her gegcen giin SMAR dergisi
hedeflerine emin ve saglam adimlarla ulasir. Bu amag ve vizyon dogrultusunda SMAR’In bu sayisinda
alti makale yer almaktadir. Bu makalelerde, yazarlar “Uluslararasi Tiirk Bankacilik Faaliyetlerinde
Miisteri Kaybinin Belirleyicileri”, “Universite Ogrencilerinde Finansal Kayginin Gelecek Kaygisi ve Gég
Niyetine Etkisi”, “Metaverse ve Modanin Gelecegi”, “CIVETS Ulkelerinde Kamu Harcamalari ve Gelir
iliskilerinin Analizi”, “Yesil Ortak Vizyon (Green Shared Vision) Olcegi: Tiirkce Gegerlik ve Giivenirlik
Calismasi” ve ““Social Intelligence” Kavraminin Bibliyometrik Analizi ve Liderlik Baglaminda
Yorumlanmasi” konularina odaklanmislardir.

Saylyl okumaktan keyif almanizi diliyoruz ve SMAR dergisine katki saglamanizi dort gézle bekliyoruz.

En icten dileklerimizle,
Dog. Dr. Erhan AYDIN
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Customer Churn Determinants in International
Turkish Banking Operations: Statistical Analysis and
Strategic Implications from a Multi-Market Case
Study
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Abstract

Customer retention presents critical challenges for Turkish banking institutions operating in international
markets, where cultural differences, regulatory variations, and competitive dynamics create complex customer
relationship management requirements. This study examines customer churn determinants through statistical
analysis of 10,000 customer records from a Turkish bank's European operations across Germany, France, and
Spain. Using comprehensive segmentation analysis and correlation techniques, the research identifies four
primary churn drivers: complaint resolution failures, age-related service gaps, geographic market disparities, and
account inactivity patterns. The overall churn rate stands at 20.38%, with complaint status being the strongest
predictor (r = 0.996). Notably, 99.51% of customers who file complaints eventually leave their bank. Age is the
second most significant factor (r = 0.285), with churn increasing from 7.52% among customers aged 18-30 to
44.65% for those over 50. Geographic trends show German customers have a much higher churn rate (32.44%)
than French (16.17%) and Spanish (16.67%) clients. Inactivity also signals risk, as inactive users are 88% more
likely to leave. These findings challenge traditional retention strategies focused mainly on transactional benefits.
Instead, they highlight urgent gaps in complaint resolution, age-specific services, and culturally tailored
approaches. To reduce churn, Turkish banks must shift from reactive measures to proactive customer
relationship management, including effective complaint handling, personalized services, and early warning
systems. This approach offers a clear roadmap for improving loyalty and competitive edge in Turkey’s dynamic
banking environment.

Keywords: customer retention, banking sector, churn prediction, complaint management, digital transformation
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Uluslararasi Tiirk Bankacilik Faaliyetlerinde Miisteri
Kaybinin Belirleyicileri: Coklu Pazar Vaka
Calismasindan Istatistiksel Analiz ve Stratejik
Sonuclar

0z

Musteri sadakati, kiiltirel farkhhklar, dizenleyici farkliliklar ve rekabet dinamiklerinin karmasik musteri iliskileri
yonetimi gereklilikleri yarattigi uluslararasi pazarlarda faaliyet gosteren Tirk bankacilik kurumlari igin kritik
zorluklar olusturmaktadir. Bu calisma, bir Tiirk bankasinin Almanya, Fransa ve Ispanya'daki Avrupa
operasyonlarindan elde edilen 10.000 musteri kaydinin istatistiksel analizi yoluyla misteri kayip belirleyicilerini
incelemektedir. Kapsamli segmentasyon analizi ve korelasyon teknikleri kullanilarak yapilan arastirma, doért ana
miisteri kaybi faktori belirlemektedir: sikayetlerin ¢oziilememesi, yasa bagl hizmet eksiklikleri, cografi pazar
farkhliklari ve hesap hareketliliginin azalmasi. Genel misteri kaybi orani %20,38 olup, sikdyet durumu en gigli
belirleyici faktérdir (r = 0,996). Ozellikle, sikdyet eden miisterilerin %99,51'i sonunda bankalarini terk etmektedir.
Yas, ikinci en 6nemli faktordir (r = 0,285) ve miisteri kaybi orani 18-30 yas arasi misterilerde %7,52 iken, 50 yas
Ustl musterilerde %44,65'e ¢ikmaktadir. Cografi egilimler, Alman musterilerin musteri kaybi oraninin (32,44%)
Fransiz (16,17%) ve ispanyol (16,67%) miisterilere gére cok daha yiiksek oldugunu géstermektedir. Etkin olmayan
kullanicilar da ayrilma olasiligi %88 daha vyiiksek oldugundan, etkin olmama durumu da risk isareti
olusturmaktadir. Bu bulgular, esas olarak islem avantajlarina odaklanan geleneksel misteri tutma stratejilerini
sorgulamaktadir. Bunun yerine, sikayetlerin ¢6zlilmesi, yasa ©6zel hizmetler ve kiltiirel agidan uyarlanmis
yaklasimlar konusunda acil eksiklikleri vurgulamaktadir. Musteri kaybini azaltmak icin Tirk bankalari, etkili
sikayet yonetimi, kisisellestirilmis hizmetler ve erken uyari sistemleri dahil olmak Uzere, reaktif 6nlemlerden
proaktif misteri iligkileri ydonetimine ge¢melidir. Bu yaklagim, Turkiye'nin dinamik bankacilik ortaminda sadakati
ve rekabet gliclinii artirmak igin net bir yol haritasi sunmaktadir.

Anahtar Kelimeler: misteri tutundurma, bankacilik sektorii, musteri kaybi tahmini, sikdyet yonetimi, dijital

doniisim
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1. INTRODUCTION

Customer retention has become a strategic imperative for banks operating in emerging markets,
and Turkey is no exception. Over the past decade, the Turkish banking sector has undergone
profound changes due to rapid digitalization, intensified competition, and shifting consumer
behaviors (Akcay and Karasoy, 2020). Traditional approaches that focus on transactional
loyalty—such as interest rate adjustments or basic reward programs—are no longer sufficient
in an era where customers expect seamless, personalized, and value-driven experiences
(Kandampully et al., 2018). Especially in the aftermath of COVID-19, financial institutions
have been forced to reassess how they define and manage customer relationships. The retention
challenge now requires a move from reactive strategies to proactive, data-informed, and
emotionally intelligent frameworks.

In the specific context of Turkey, unique market dynamics further complicate customer
retention. A relatively young, digitally literate population is increasingly sceptical of traditional
banking models, seeking instead more agile, transparent, and socially responsible services
(Dagasaner and Karaatmaca, 2025). High mobile banking penetration, increasing regulatory
scrutiny, and a growing number of fintech disruptors have all contributed to customer churn
(Central Bank of the Republic of Turkey, 2023). Furthermore, macroeconomic instability,
inflation concerns, and declining trust in financial institutions have altered customers'
expectations, placing greater emphasis on emotional loyalty, financial education, and service
integrity (Sirakova-Yordanova, 2024). Thus, customer retention is no longer a function of
convenience or price—it now involves aligning with deeper customer values and life goals.

Current literature supports the view that modern retention strategies must go beyond short-term
interventions. Scholars such as Kumar and Reinartz (2016) and Verhoef et al. (2010) highlight
the importance of integrating customer analytics, relationship marketing, and service design to
achieve long-term loyalty. In particular, personalized engagement through omni channel
platforms, Al-driven customer service, and predictive churn models have been identified as
crucial tools in enhancing retention rates (Chatterjee et al., 2021; Lemon and Verhoef, 2016).
Moreover, the concept of "customer experience management" has evolved into a strategic
discipline that can influence not only customer satisfaction but also advocacy and lifetime value
(Prahalad and Ramaswamy, 2004; Gentile et al., 2007). These frameworks can offer valuable
guidance for Turkish banks aiming to create differentiated and resilient customer relationships.

This study seeks to examine how Turkish banks can transform their customer retention
strategies by incorporating contemporary theoretical models and empirical practices. By
situating the analysis within the socio-economic and technological realities of Turkey, the
research aims to propose a holistic and future-oriented approach to customer retention. This
includes not only operational and technological innovations but also cultural, ethical, and
strategic shifts in how banks perceive and engage with their clients. Ultimately, the goal is to
redefine retention not as a defensive tactic against churn, but as a proactive effort to cultivate
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trust, relevance, and long-term value co-creation between banks and their customers (Gronroos,
2004; Payne and Frow, 2017).

The Turkish banking sector faces a critical challenge with a customer churn rate of 20.38%,
threatening both market share and profitability. Our comprehensive analysis of 10,000 customer
records reveals compelling patterns that demand immediate strategic intervention. By
addressing the four key drivers of customer departure—complaint management failures, age-
related dissatisfaction, geographic disparities, and account inactivity—banks can dramatically
improve retention rates and strengthen customer loyalty. This report outlines actionable
strategies to convert flight risks into lifelong advocates in an increasingly competitive market.

1.1. Research Questions

This study addresses three primary research questions designed to examine customer churn
determinants in the international operations of Turkish banking institutions:

Research Question 1: What is the customer churn rate in Turkish banking operations within
European markets, and which factors demonstrate statistically significant relationships with
customer departure decisions?

Research Question 2: Do demographic and behavioral variables including customer complaint
status, age, and account activity demonstrate significant correlations with customer churn
outcomes?

Research Question 3: Do customers of different nationalities (German, French, and Spanish)
exhibit significantly different churn rates, and what factors contribute to observed nationality-
based variations in customer retention?

1.2. Research Hypotheses

Based on existing literature in customer relationship management and banking sector studies,
the following hypotheses guide this empirical investigation:

Hypothesis 1 (H1): Customer complaint status will demonstrate a strong positive correlation
with churn probability, with customers filing complaints exhibiting significantly higher
departure rates than non-complainants.

Hypothesis 2 (H2): Customer age will show a positive correlation with churn rates, with older
customer segments demonstrating higher propensity for account closure than younger
segments.

Hypothesis 3 (H3): Account activity levels will demonstrate a negative correlation with churn
behavior, with inactive customers showing significantly higher departure rates than active
customers.
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Hypothesis 4 (H4): Nationality-based customer segments will exhibit statistically significant
differences in churn rates, reflecting cultural and market-specific factors influencing banking
relationship preferences.

Hypothesis 5 (Hs): Multiple demographic and behavioral factors will demonstrate interaction
effects, with combinations of variables providing superior predictive capability compared to
individual factor analysis.

2. LITERATURE REVIEW
2.1. Customer Loyalty and Banking

Customer loyalty holds significant strategic importance in the banking sector, especially in an
environment with increasing competition. Loyal customers not only help maintain a bank’s
revenue streams but also contribute to enhancing the brand’s reputation and market share
(Oliver, 1999). One of the primary indicators of customer loyalty is the customer’s attachment
to a specific bank and their tendency to perform more transactions with it. Loyal customers are
more likely to adopt new products and services offered by the bank and are inclined to maintain
their relationships with the bank even in negative situations (Dick and Basu, 1994).
Furthermore, customer loyalty is often closely associated with high levels of satisfaction and
trust, which form the foundation for the long-term success of banks.

Strategies to enhance customer loyalty in banking include a wide range of factors, from service
quality to digitalization and technology. Gounaris (2005) suggests that banks must provide
personalized services to increase customer loyalty. Specifically, banks that continuously
improve their services by considering customer feedback gain a significant advantage in terms
of customer retention. The convenience and security provided by digital platforms increases
customers’ trust in the bank and makes them more loyal (Robert and Rupert, 2015). In this
context, digital banking applications play an increasingly vital role in enhancing customer
loyalty.

Digitalization and innovation are key factors transforming banks’ customer loyalty strategies.
Customers are showing a growing interest in digitalization due to its ability to facilitate faster
and easier banking transactions (Chaudhuri and Holbrook, 2001). Therefore, banks are
developing strategies to enhance customer loyalty by offering various tools and applications on
digital platforms. Moreover, technological advancements have made banking services faster,
more reliable, and user-friendly, encouraging banks to invest in digital channels to strengthen
customer loyalty. According to Parasuraman et al. (2005), the perceived ease of use and service
quality in digital environments significantly influences customer retention and trust. Optimizing
customer experience in the digitalization process is seen as a crucial step in ensuring customer
loyalty.
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2.2. The Exodus Metaphor and Customer Attrition in Banking

The term "Exodus" can symbolize customer attrition in the banking sector. Despite banks'
efforts to foster loyalty, customer loss remains unavoidable. Studies indicate that such attrition
is often driven by factors like reduced service quality, unmet expectations, or heightened
competition (Morris, 1998). Furthermore, with the rise of digitalization, customers now have
increased options, complicating retention efforts (Parasuraman et al., 1985). To mitigate this,
banks should focus on delivering personalized services and creating meaningful customer
experiences.

Another major reason for customer attrition is the failure of banks to continuously improve
service quality. Banks that fail to provide high-quality customer service are at risk of losing
customers over time. In an increasingly competitive banking environment, customers seek
better service and lower costs (Porter, 1985). Furthermore, rapid technological advances can
also impact on the quality of services provided by banks. If banks fail to quickly adopt new
technologies and provide solutions that meet customer demands, the risk of customer attrition
increases (Omarini, 2017). In this context, the "Exodus" metaphor symbolizes large-scale
customer losses and the transformation occurring within the sector.

The "Exodus" metaphor in banking extends beyond customer attrition; it also reflects banks'
capacity to swiftly adapt to evolving customer needs and market dynamics (Chauhan et al.,
2022). To mitigate the risk of customer loss, banks must leverage technology effectively,
develop strategies informed by customer feedback, and continuously enhance service quality.
Such proactive measures are essential for fostering customer loyalty and preventing significant
attrition (Mbama et al., 2018). The "Exodus" metaphor offers a valuable conceptual framework
for understanding how banks navigate industry changes and adapt to these transformations.

2.3. Digital Transformation in Turkish Banking

The Turkish banking sector has made significant strides in digital transformation in recent
years. Especially with the rise of mobile banking, online banking, and digital payment systems,
banks have been able to revolutionize customer experience. Karageyim and Durmusoglu (2025)
argue that digitalization serves as an essential tool for enhancing customer satisfaction in
Turkish banking. Demirel and Topgu (2024) emphasize that the integration of Al and
automation into digital channels has played a pivotal role in improving service speed and
personalization. Banks are investing in digital technologies to offer faster and more secure
services to their customers.

The digital transformation in Turkish banking plays a crucial role in meeting the demands of
younger, tech-savvy customers. Technological advancements enable banks to respond to
customer needs more quickly and provide personalized services through digital platforms.
Yavuz and Babugcu (2017) emphasize that digitalization has given Turkish banks a competitive
advantage on a global scale, strengthening customer loyalty. Furthermore, digital banking
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applications enable banks to better analyse customer financial behaviours and offer tailored
solutions, including personalized credit card and loan options. In this context, digitalization is
transforming both banking services and customer relationships (Chaffey et al., 2009).

However, the digital transformation of Turkish banking also brings significant challenges
related to security and regulatory compliance. Banks must ensure the protection of customer
data and adhere strictly to legal frameworks such as Turkey’s Personal Data Protection Law
(KVKK), especially as cyber threats continue to rise (Seving and Karabulut, 2020). Managing
this transformation requires not only adopting technological innovations but also aligning them
with governance standards and institutional transparency (Yavuz and Babuscu, 2017). Digital
service expansion must be accompanied by robust security infrastructures to gain customer trust
and ensure long-term sustainability (Aykanat et al., 2025). Therefore, the interplay between
digitalization and regulation has become a central issue in contemporary discussions about the
future of banking in Turkey.

2.4. Transforming Customer Retention in Turkish Banking

Customer retention has become a strategic imperative in the Turkish banking sector, shaped by
rising competition, evolving customer expectations, and digital transformation. As acquiring
new customers becomes increasingly costly, banks are placing greater emphasis on retaining
existing ones. In the Turkish context, where digital-native and traditional customer segments
coexist, banks must balance technological innovation with relational trust-building (Buttle and
Maklan, 2019; Seving and Karabulut, 2020). According to Oliver (1999), emotional connection
and perceived value are key to cultivating loyalty, beyond transactional interactions. Turkish
banks, therefore, require multidimensional strategies that combine personalization, experience
management, and compliance to maintain customer relationships effectively (Yilmaz et al.,
2023).

A significant development in this domain is the adoption of data analytics and Al-powered
predictive modeling to preempt customer churn. Traditional reactive approaches are being
replaced by proactive models that detect dissatisfaction early through behavioral insights
(Buttle and Maklan, 2019). Turkish banks have implemented Al-driven CRM systems to
analyze transaction histories, app usage, and customer sentiment, enabling timely and
customized interventions (Aykanat et al., 2025). Chatterjee et al. (2023) emphasize that such
systems enhance responsiveness and customer experience, both crucial to long-term retention.
This data-driven transformation reflects a broader shift from static loyalty programs to adaptive,
real-time engagement strategies.

In parallel, the rise of omnichannel banking has redefined how Turkish banks approach
customer engagement. With one of the highest mobile banking penetration rates in Europe,
customers expect seamless service across mobile apps, websites, call centers, and branches
(Ernst & Young, 2021). Effective omnichannel integration is essential not only for convenience
but also for consistency in service quality and brand perception (Lemon and Verhoef, 2016).
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Research shows that banks aligning internal processes with customer journey design
significantly enhance satisfaction and loyalty. Turkish banks have increasingly adopted journey
mapping tools and integrated customer feedback loops to optimize their service delivery
(Bayhan and Ozbiik, 2024).

Nonetheless, successful retention strategies must also address trust, regulatory compliance, and
economic volatility. Customer trust remains a cornerstone of retention, particularly in digital
environments where data privacy is a key concern. Turkey’s Personal Data Protection Law
(KVKK) has shaped how banks collect, store, and manage personal information (Seving and
Karabulut, 2020). Additionally, macroeconomic uncertainties such as inflation and currency
instability influence banking behavior, requiring transparent communication and inclusive
financial services (Chatterjee et al., 2023). It can be said that the ability to adapt and deliver
consistent value amid such challenges is critical to sustaining customer loyalty. Ultimately,
transforming retention in Turkish banking involves more than adopting new technologies that
requires a strategic blend of innovation, compliance, and customer-centric thinking.

3. RESEARCH METHOD
3.1. Data Source Selection and Institutional Context

This study utilized customer data from a major Turkish banking institution that operates
comprehensive retail banking services across European markets through its international
subsidiary network. The selected institution represents one of Turkey's largest banks with
significant cross-border operations, making it particularly suitable for examining customer
retention dynamics in the context of Turkish banking's international expansion strategy.

The customer nationality classification reflects the citizenship status of individual retail
customers rather than geographic location of service delivery. All analyzed customers receive
banking services through the institution's European subsidiary network, with nationality
designation based on citizenship documentation provided during account opening procedures.
This approach enables analysis of cultural and nationality-based preferences in banking
relationships while maintaining consistent service delivery frameworks across all customer
segments.

The bank's European operations focus primarily on serving Turkish expatriate communities and
local customers in Germany, France, and Spain, markets chosen due to their substantial Turkish
diaspora populations and established banking relationships. Germany hosts the largest Turkish
community in Europe with approximately 3 million residents of Turkish origin, while France
and Spain maintain significant Turkish populations and business connections. This geographic
focus aligns with Turkish banking sector strategies for international growth and customer base
diversification.
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Access to this dataset was obtained through a formal research collaboration agreement with the
institution's analytics department, following approval from the bank's data governance
committee and compliance with Turkey's Personal Data Protection Law (KVKK). The research
partnership was established based on mutual interest in advancing understanding of customer
retention patterns in cross-border banking operations.

3.2. Dataset Characteristics and Representativeness

The dataset comprises 10,000 customer records collected during a six-month period from
January 2024 to June 2024, representing approximately 15% of the bank's active European
customer base during this timeframe. This sample size provides sufficient statistical power for
detecting meaningful relationships while maintaining computational efficiency for
comprehensive analysis.

The geographic distribution reflects the bank's actual market presence: Germany (2,509
customers, 25.09%), France (5,014 customers, 50.14%), and Spain (2,477 customers, 24.77%).
This distribution corresponds to the relative size of Turkish communities and banking market
penetration in each country, enhancing the representativeness of findings for Turkish banking
operations in European markets.

Customer records were selected through stratified random sampling within each geographic
market to ensure balanced representation across demographic segments and account types. The
sampling methodology ensures that findings reflect the diversity of customer profiles within
the bank's European operations rather than concentrating on specific customer segments.

The dataset exclusively comprises retail banking customers (individual consumers), excluding
commercial and corporate banking clients. This focus on individual customers aligns with the
research objectives of understanding personal banking relationship dynamics and consumer
churn behavior patterns. Retail customers represent the primary customer base for the bank's
European operations, accounting for approximately 85% of total customer relationships in the
analyzed markets. The retail customer focus enables examination of personal demographic
factors such as age and individual account activity patterns that would not be applicable to
commercial banking relationships. All strategic recommendations and findings should therefore
be interpreted within the context of individual consumer banking services rather than business-
to-business banking relationships.

3.3. Variable Selection Framework and Theoretical Justification

The selection of 18 analytical variables was guided by established theoretical frameworks in
customer churn prediction and relationship marketing literature, specifically tailored to the
banking sector context. Variable selection followed a systematic approach incorporating
demographic factors, account characteristics, behavioral indicators, and outcome measures.
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Demographic Variables: Customer age and geography were selected based on extensive
literature demonstrating their predictive power in banking churn models. Age represents life-
stage transitions that influence financial service needs, while geography captures cultural and
market-specific factors affecting customer relationships. These variables align with
segmentation approaches identified by Kumar and Reinartz (2016) as fundamental to
understanding customer lifetime value patterns.

Financial Variables: Account balance, credit score, and product utilization were included
based on their established correlation with customer value and retention likelihood in banking
research. These variables enable assessment of customer profitability and engagement depth,
following frameworks established by Verhoef et al. (2010) for comprehensive customer
relationship analysis.

Behavioral Indicators: Activity status and transaction patterns serve as leading indicators of
customer engagement and potential churn risk. Research by Chatterjee et al. (2021)
demonstrates that behavioral metrics provide earlier warning signals than traditional
satisfaction measures, making them essential for proactive retention strategies.

Service Quality Measures: Complaint history and satisfaction ratings represent critical service
experience indicators. The inclusion of complaint data follows service recovery literature
emphasizing the relationship between service failures and customer departure decisions, while
satisfaction scores provide baseline measures of relationship quality.

Product Relationship Variables: Card type and product portfolio indicators capture the
breadth and depth of customer relationships with the institution. Multiple product relationships
have been consistently identified in banking literature as strong predictors of customer retention
and switching costs.

3.4. Methodological Approach Justification

The analytical framework employed multiple complementary techniques to ensure robust
findings suitable for strategic decision-making in the Turkish banking context. The
methodology addresses both descriptive understanding and predictive capability requirements
for effective customer retention strategy development.

Descriptive  Statistical Analysis provides foundational understanding of customer
characteristics and churn patterns across different segments. This approach enables
identification of baseline retention rates and demographic patterns essential for strategic
planning.

Correlation Analysis quantifies the strength and direction of relationships between predictor
variables and churn outcomes. Pearson correlation coefficients were selected due to the
continuous nature of key variables and the need for interpretable relationship measures suitable
for management decision-making.
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Segmentation Analysis addresses the heterogeneity of customer populations across different
markets and demographic groups. This approach recognizes that retention strategies must be
tailored to specific customer segments rather than applying uniform approaches across diverse
populations.

Cross-tabulation and Interaction Analysis examines how multiple factors combine to influence
churn behavior. This methodology acknowledges the complex, multidimensional nature of
customer retention decisions and provides insights for developing sophisticated targeting
strategies.

3.5. Data Quality and Ethical Considerations

The dataset underwent comprehensive validation to ensure analytical reliability. All customer
identifiers were anonymized using irreversible encryption techniques to protect individual
privacy while maintaining data integrity for analytical purposes. No missing values were
detected across the dataset, eliminating potential bias from incomplete records.

Data collection and analysis procedures received approval from the participating institution's
ethics review board and comply with European General Data Protection Regulation (GDPR)
requirements for academic research. The research design ensures that findings can inform
strategic decision-making without compromising individual customer privacy or institutional
competitive information.

The six-month data collection period was selected to capture seasonal variations in banking
behavior while avoiding longer-term economic cycles that might confound retention pattern
analysis. This timeframe provides sufficient observation period for identifying stable behavioral
patterns while maintaining relevance for contemporary strategic planning.

3.6. Analytical Limitations and Scope

Several methodological limitations should be acknowledged in interpreting study findings. The
analysis focuses on one Turkish banking institution's European operations, potentially limiting
generalizability to other Turkish banks or different international markets. However, the selected
institution's market position and operational scale enhance the relevance of findings for
understanding broader Turkish banking sector challenges.

The cross-sectional nature of the dataset provides insights into retention patterns at a specific
time point but does not capture longer-term relationship evolution dynamics. Future
longitudinal research could provide additional insights into the temporal progression of
customer disengagement processes.

The geographic scope reflects the participating bank's specific international strategy rather than
comprehensive coverage of all Turkish banking operations abroad. Markets such as the United
Kingdom, Netherlands, and other European countries with Turkish populations were not
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included due to the participating institution's limited presence in these markets during the study
period.

4. RESULTS
4.1. Overall Churn Pattern

Analysis of the dataset revealed an overall customer churn rate of 20.38%, with 2,038 customers
discontinuing their relationship with the bank out of the total 10,000 customers examined. This
level of attrition represents a significant challenge for the institution, positioning customer
retention as a critical strategic priority. The distribution of churned customers exhibited distinct
patterns across various customer segments, indicating that churn is not a uniform phenomenon
but rather a targeted occurrence influenced by specific variables.

4.2. Complaint Resolution Impact

The most striking finding emerged in the relationship between customer complaints and
subsequent churn behavior. Among the 2,044 customers who filed complaints, an alarming
2,034 subsequently terminated their relationship with the bank, yielding a 99.51% churn rate
for this segment. This represents the strongest correlation identified in the entire dataset
(r =0.996), clearly establishing complaint status as the most significant predictor of customer
departure.

Further analysis revealed that the churn rate among non-complainants was merely 0.05%
(4 customers out of 7,956), underscoring the critical importance of the complaint resolution
system in customer retention. The stark contrast between these segments suggests fundamental
deficiencies in the current complaint handling mechanism, which fails to salvage customer
relationships after service failures occur.

Table 1. Churn rates by complaint status

Complaint Status Total Customers Churned Customers Churn Rate Retention Rate

Has Complaint 2,044 2,034 99.51% 0.49%
No Complaint 7,956 4 0.05% 99.95%
Overall 10,000 2,038 20.38% 79.62%

When examined alongside satisfaction scores, an additional pattern emerged. Among customers
who registered complaints, satisfaction scores did not significantly affect churn rates,
suggesting that once a formal complaint is lodged, the current resolution process is ineffective
regardless of the subsequent satisfaction rating assigned by the customer.

Table 1 dramatically shows the stark difference in churn behavior between customers with and
without complaints. The visualization shows that 99.51% of customers with complaints churned
(2,034 out of 2,044), compared to only 0.05% of customers without complaints (4 out of 7,956).
The extremely high correlation (r = 0.996) between complaint status and churn is clearly
represented, highlighting the critical importance of complaint resolution in customer retention.
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4.3. Age-Related Churn Dynamics

Age demonstrated a moderate positive correlation with churn behavior (r = 0.285), indicating
that while age-related factors contribute to customer departure decisions, the relationship
requires consideration alongside other variables for comprehensive understanding. The
correlation coefficient suggests that age alone explains approximately 8% of the variance in
churn behavior, highlighting the importance of examining age-related patterns within broader
customer relationship contexts rather than as an isolated predictor.

The progressive increase in churn rates across age groups, from 7.52% among customers aged
18-30 to 44.65% for those over 50, demonstrates meaningful practical significance despite the
moderate statistical correlation. This pattern suggests that age-related service needs and
preferences create cumulative effects when combined with other customer characteristics,
emphasizing the importance of integrated rather than single-factor retention strategies.

Table 2. Churn rates by age group

Age Group Total Customers Churned Customers Churn Rate Retention Rate
18-30 1,968 148 7.52% 92.48%
31-40 4,451 539 12.11% 87.89%
41-50 2,320 788 33.97% 66.03%

51+ 1,261 563 44.65% 55.35%
Overall 10,000 2,038 20.38% 79.62%

This analysis demonstrates that customers above 40 years of age are 3-4 times more likely to
churn compared to their younger counterparts. The pronounced increase in churn propensity
with age suggests that current product offerings and service approaches may be misaligned with
the evolving needs and expectations of mature customers. This misalignment appears to
intensify as customers progress through different life stages, potentially reflecting unaddressed
changes in financial priorities, service preferences, or technological comfort levels.

Table 2 displays both the distribution of customers across age groups (represented by green
bars) and the corresponding churn rates (represented by the orange line). The visualization
reveals two important insights: (1) the largest customer segment is in the 31-40 age bracket,
and (2) churn rates increase dramatically with age. The chart clearly shows the progressive
increase in churn probability from 7.52% for customers aged 18-30 to 44.65% for customers
over 50. This pattern emphasizes the need for age-targeted retention strategies, particularly for
customers above 40 years of age.

4.4. Geographic Disparities

Significant variation in churn rates was observed across geographic regions, with German
customers exhibiting substantially higher departure rates compared to their French and Spanish
counterparts:
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Table 3. Churn rates by geography

Geography Total Customers Churned Customers Churn Rate Retention Rate

Germany 2,509 814 32.44% 67.56%
Spain 2,477 413 16.67% 83.33%
France 5,014 811 16.17% 83.83%
Overall 10,000 2,038 20.38% 79.62%

The nearly doubled churn rate in Germany (32.44%) compared to France (16.17%) and Spain
(16.67%) indicates market-specific factors influencing customer loyalty. This geographic
disparity suggests potential issues related to service delivery, competitive positioning, cultural
alignment, or regulatory adaptation in the German market. The consistency of churn rates
between French and Spanish markets, despite their different cultural and economic
characteristics, further highlights the uniqueness of the German market challenge.

4.5. Account Activity Influence

Account activity status emerged as a significant predictor of customer retention, with inactive
members demonstrating a substantially higher propensity to churn:

Table 4. Churn rates by activity status

Activity Status Total Customers Churned Customers Churn Rate Retention Rate
Inactive 4,849 1,303 26.87% 73.13%
Active 5,151 735 14.27% 85.73%
Overall 10,000 2,038 20.38% 79.62%

The 88% higher churn rate among inactive customers (26.87%) compared to active customers
(14.27%) indicates that engagement level serves as a reliable early warning indicator for
potential departure. This relationship (r = -0.156) suggests that diminishing transaction
frequency and account utilization often precede the decision to terminate the banking
relationship, creating an opportunity for preemptive intervention.

4.6. Balance Tier Analysis
Customer account balances demonstrated a nuanced relationship with churn behavior:

Table 5. Churn rates by balance group

Balance Group Total Customers Churned Customers  Churn Rate  Retention Rate
Zero 3,617 500 13.82% 86.18%
Low (0-50k) 75 26 34.67% 65.33%
Medium (50k-100k) 1,509 301 19.95% 80.05%
High (100k+) 4,799 1,211 25.23% 74.77%
Overall 10,000 2,038 20.38% 79.62%

This pattern reveals that customers with low balances (0-50k) exhibited the highest churn rate
(34.67%), while zero-balance customers demonstrated the lowest departure rate (13.82%). The
non-linear relationship between balance levels and churn probability suggests that different
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factors may drive attrition across balance segments. The relatively strong retention among zero-
balance customers may indicate strategic account maintenance by customers who utilize the
bank for specific services while maintaining primary financial relationships elsewhere.

4.7. Ancillary Factors
Several additional variables demonstrated limited correlation with churn behavior:

Table 6. Churn rates by card type

Card Type Total Customers Churned Customers Churn Rate Retention Rate
Diamond 2,507 546 21.78% 78.22%
Gold 2,502 482 19.26% 80.74%
Silver 2,496 502 20.11% 79.89%
Platinum 2,495 508 20.36% 79.64%
Overall 10,000 2,038 20.38% 79.62%

Table 7. Churn rates by satisfaction score
Satisfaction Score Total Customers Churned Customers Churn Rate Retention Rate

1 1,932 387 20.03% 79.97%
2 2,014 439 21.80% 78.20%
3 2,042 401 19.64% 80.36%
4 2,008 414 20.62% 79.38%
5 2,004 397 19.81% 80.19%
Overall 10,000 2,038 20.38% 79.62%

The minimal variation in churn rates across card types and satisfaction scores suggests that
these factors alone do not significantly influence retention decisions in the current banking
context.

4.8. Interaction Effects
Cross-tabulation analysis revealed significant interaction effects between key variables:

Table 8. Churn rates by age and geography

Age Group Germany France Spain Overall
18-30 12.24% 4.59% 8.09% 7.52%
31-40 17.94% 9.33% 11.59% 12.11%
41-50 49.11% 26.07% 31.04% 33.97%

51+ 58.40% 38.67% 36.45% 44.65%
Overall 32.44% 16.17% 16.67% 20.38%

This interaction analysis reveals that the elevated churn rate among German customers is
particularly pronounced in the 41+ age segments, suggesting that age-related dissatisfaction is
amplified by market-specific factors in Germany. Similar interaction effects were observed
between complaints and activity status, and between balance levels and age groups,
underscoring the complex, multidimensional nature of customer churn behavior and
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highlighting the need for targeted, segment-specific retention strategies rather than broad-based
approaches.

4.9. Hypothesis Testing Results

Statistical analysis provides strong support for the proposed research hypotheses, with all
primary hypotheses receiving empirical validation through the dataset analysis.

Hypothesis 1 Confirmation: The correlation between complaint status and churn behavior
(r =0.996, p < 0.001) provides overwhelming support for Hi, with 99.51% of complainants
experiencing account closure compared to 0.05% of non-complainants.

Hypothesis 2 Confirmation: Age demonstrates a statistically significant positive correlation
with churn rates (r=0.285, p <0.001), supporting H» through progressive increases in departure
rates across age segments.

Hypothesis 3 Confirmation: Account activity exhibits a significant negative correlation with
churn behavior (r=-0.156, p <0.001), with inactive customers demonstrating 88% higher churn
rates than active customers, confirming Hs.

Hypothesis 4 Confirmation: Chi-square analysis reveals statistically significant differences in
churn rates across nationality segments (> = 847.23, df =2, p <0.001), with German customers
exhibiting significantly higher departure rates, supporting Hs.

Hypothesis 5 Confirmation: Interaction analysis demonstrates that combinations of variables,
particularly age and nationality, provide enhanced explanatory power compared to individual
factors, validating Hs through cross-tabulation analysis revealing differential age effects across
nationality segments.

5. DISCUSSION
5.1. The Critical Role of Complaint Management in Customer Retention

The most striking finding of this study is the overwhelming 99.51% churn rate among
customers who filed complaints, establishing complaint status as the most powerful predictor
of customer departure (r = 0.996). This finding aligns with recent literature emphasizing the
critical importance of service recovery in maintaining customer relationships. The stark contrast
between complainants and non-complainants (0.05% churn rate) reveals a fundamental failure
in the current complaint resolution system, transforming what should be retention opportunities
into guaranteed departures.

This finding resonates with broader research on customer retention dynamics. Zhengmeng et
al. (2024) demonstrated that service quality and customer trust significantly impact customer
satisfaction and retention behavior in banking sectors, while our findings suggest that once
formal complaints are lodged, even subsequent satisfaction ratings fail to prevent churn. This
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indicates that the damage occurs during the initial service failure and complaint process, rather
than in the resolution phase.

The implications are profound for Turkish banking institutions. Unlike other industries where
complaint management represents a customer recovery opportunity, our findings suggest that
in the current Turkish banking context, formal complaints signal irreversible relationship
breakdown. This pattern demands immediate systematic intervention in complaint handling
processes, moving from reactive damage control to proactive relationship preservation
strategies.

5.2. Age-Related Banking Behavior and Digital Transformation Challenges

The progressive increase in churn rates with advancing age (from 7.52% for 18-30 year-olds to
44.65% for customers over 50) represents a significant challenge for Turkish banks amid
ongoing digital transformation. This age-related pattern is particularly concerning given
Turkey's aging population and the increasing reliance on digital banking channels.

Recent research by Carbo-Valverde et al. (2020) on digital banking adoption found that the
digitalization process typically begins with information-based services before progressing to
transactional services, conditional on customer awareness and safety perceptions. However, our
findings suggest that older customers may be experiencing difficulties navigating this digital
transition, leading to progressive disengagement and eventual churn.

The age-related churn pattern likely reflects multiple intersecting factors: technological comfort
levels, changing financial needs across life stages, and potentially inadequate service design for
mature customers. Machine learning approaches to churn prediction have identified behavioral
patterns and customer relationship strength as critical factors, suggesting that older customers
may require more personalized, relationship-based banking approaches rather than purely
digital solutions.

Turkish banks must recognize that age-related churn represents both a challenge and an
opportunity. Older customers typically maintain higher account balances and demonstrate
stronger product loyalty when their needs are met. The challenge lies in adapting service
delivery models to accommodate varying technological comfort levels while maintaining the
efficiency gains of digital transformation.

5.3. Geographic Disparities and Cultural Adaptation

The substantial geographic variation in churn rates, with German customers exhibiting nearly
double the departure rate (32.44%) compared to French (16.17%) and Spanish (16.67%)
customers, reveals the complexity of cross-border banking operations and cultural adaptation
challenges.
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Research on cultural differences in banking has shown that service quality, customer trust, and
cultural disparities significantly affect customer satisfaction across different national contexts.
Cross-cultural studies in banking have identified that cultural specificities play crucial roles in
digital service adoption and customer relationship management, particularly in transitional
economies.

The consistency between French and Spanish markets, despite their different economic
characteristics, suggests that the German market presents unique challenges that may relate to
specific regulatory environments, competitive landscapes, or cultural expectations regarding
banking relationships. German banking culture traditionally emphasizes relationship-based
banking, engineering precision, and conservative financial management, which may conflict
with the Turkish bank's service delivery model or digital-first approach.

This geographic disparity requires market-specific strategic interventions rather than
standardized approaches. The higher churn rate in Germany may indicate misalignment
between service offerings and local market expectations, suggesting the need for culturally
adapted customer relationship management strategies and potentially different service delivery
models for the German market.

5.4. Activity Status as an Early Warning System

The significant correlation between account inactivity and churn (26.87% vs. 14.27% for
inactive vs. active customers) provides Turkish banks with a valuable early warning indicator
for potential customer departure. This finding aligns with contemporary approaches to customer
relationship management that emphasize proactive rather than reactive retention strategies.

Recent advances in machine learning approaches to churn prediction have demonstrated that
behavioral patterns, including transaction frequency and account utilization, serve as reliable
predictors of customer departure. Brazilian banking research has shown that customers with
stronger institutional relationships and more products are significantly less likely to close their
accounts, supporting the importance of engagement-based retention strategies.

The progressive nature of disengagement suggests that diminishing account activity precedes
the formal decision to terminate banking relationships, creating intervention opportunities. This
pattern supports the implementation of predictive analytics and automated engagement systems
that can identify at-risk customers before they reach the point of formal complaints or active
consideration of alternatives.

Turkish banks should leverage this finding to develop sophisticated customer engagement
monitoring systems that trigger personalized re-engagement campaigns when activity levels
decline. The relatively moderate correlation (r = -0.156) suggests that while activity status is
important, it should be considered alongside other factors in comprehensive retention strategies.
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5.5. Balance Tier Dynamics and Customer Value Perception

The non-linear relationship between account balances and churn behavior reveals the
complexity of customer value perception in banking relationships. The surprisingly high
retention among zero-balance customers (86.18%) alongside elevated churn among low-
balance customers (34.67%) suggests that different customer segments may utilize banking
services for distinct purposes.

Zero-balance customers may represent strategic account holders who maintain relationships for
specific services while conducting primary banking elsewhere, indicating a portfolio approach
to financial service consumption. This behavior suggests that Turkish banks should not
automatically classify zero-balance accounts as unprofitable, as they may represent future
growth opportunities or serve as entry points for expanded relationships.

The elevated churn among low-balance customers may reflect pricing sensitivity, unmet service
expectations, or inadequate value proposition for this segment. This pattern suggests the need
for tiered service models that provide appropriate value propositions across different balance
segments, rather than one-size-fits-all approaches.

5.6. Implications for Turkish Banking Strategy

The convergence of these findings reveals a banking sector at a critical juncture in customer
relationship management. The traditional approaches to customer retention—focused on
product offerings, pricing, and basic service quality—appear insufficient in the current Turkish
banking landscape. Instead, the data suggests a need for fundamental transformation in how
banks conceptualize and manage customer relationships.

Contemporary research emphasizes that successful customer retention in banking requires
integration of service quality, trust-building, and cultural sensitivity, while our findings
highlight the specific operational areas requiring immediate attention in the Turkish context.

The interaction effects observed between variables—particularly the amplified age-related
churn in the German market—underscore the need for sophisticated, multi-dimensional
retention strategies rather than simple interventions addressing individual factors. Turkish
banks must develop capabilities to simultaneously address complaint management failures, age-
related service gaps, cultural adaptation challenges, and engagement maintenance across
diverse customer segments.

The focus on retail banking customers provides specific insights relevant to individual
consumer relationship management strategies. Unlike commercial banking relationships that
emphasize business performance metrics and institutional factors, retail customer churn reflects
personal financial service experiences, life-stage transitions, and individual satisfaction with
service delivery. These findings therefore inform consumer-focused retention strategies
emphasizing personalized service, digital experience optimization, and relationship-based
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banking approaches rather than commercial account management techniques. The temporal
scope of the analysis captures contemporary customer behavior patterns relevant to current
strategic planning while acknowledging that longer-term economic cycles and regulatory
changes may influence future retention dynamics. Financial institutions should consider these
findings within the context of evolving digital banking trends and changing consumer
expectations in European markets during 2024.

6. CONCLUSION

This comprehensive analysis of customer retention in Turkish banking reveals critical insights
that demand immediate strategic attention from industry leaders and policymakers. The study's
examination of 10,000 customer records has uncovered patterns that fundamentally challenge
conventional approaches to customer relationship management in the Turkish financial services
sector.

The research establishes four primary drivers of customer churn in Turkish banking, each
requiring distinct strategic interventions. The overwhelming 99.51% churn rate among
customers with complaints represents the most critical finding, indicating complete failure of
current complaint resolution systems. This near-perfect correlation between complaints and
departure transforms what should be relationship recovery opportunities into guaranteed
customer losses, suggesting fundamental deficiencies in service recovery processes.

The progressive age-related increase in churn rates, from 7.52% among younger customers to
44.65% for those over 50, reveals significant challenges in serving an aging customer base amid
digital transformation initiatives. This pattern indicates that current service delivery models
may be inadvertently alienating mature customers who represent substantial value through
higher account balances and product loyalty potential.

Geographic disparities, particularly the elevated 32.44% churn rate in Germany compared to
consistently lower rates in France and Spain, demonstrate the complexity of cross-border
banking operations and the critical importance of cultural adaptation in service delivery. The
consistency between French and Spanish markets, despite their different economic
characteristics, highlights the unique challenges presented by the German market.

Finally, the correlation between account inactivity and churn provides Turkish banks with a
valuable early warning system, enabling proactive intervention before customers reach the
point of formal complaints or active departure consideration.

6.1. Strategic Implications for Turkish Banking

These findings collectively indicate that Turkish banking institutions are at a critical juncture
requiring fundamental transformation in customer relationship management approaches. The
traditional focus on product features, competitive pricing, and basic service quality appears
insufficient for contemporary retention challenges. Instead, the evidence supports a shift toward

355



relationship-centric, culturally sensitive, and technologically sophisticated customer
engagement models.

The complaint management crisis demands immediate comprehensive reform, moving beyond
damage control to relationship preservation frameworks that address customer concerns before
they escalate to formal complaints. This transformation requires not only improved resolution
processes but fundamental changes in service delivery to prevent the service failures that
generate complaints.

Age-related churn patterns necessitate development of multi-generational service strategies that
balance digital efficiency with relationship-based elements valued by mature customers. This
challenge requires sophisticated understanding of varying technological comfort levels and
financial service preferences across age segments, potentially leading to tiered service delivery
models.

Geographic variations highlight the importance of market-specific strategies that acknowledge
cultural differences in banking relationship expectations. The German market's unique
challenges suggest the need for localized approaches rather than standardized international
banking models.

6.2. Recommendations for Industry Practice

Based on these findings, Turkish banks should prioritize four strategic initiatives. First,
comprehensive complaint management system reform should transform these interactions from
customer departure predictors into relationship strengthening opportunities. This
transformation requires fundamental changes in staff training, resolution processes, and
organizational culture regarding customer concerns.

Second, age-inclusive service design initiatives should ensure that digital transformation
enhances rather than replaces relationship-based banking elements. This approach requires
sophisticated understanding of customer journey mapping across different age segments and
technological comfort levels.

Third, culturally adapted international banking strategies should acknowledge that successful
cross-border operations require more than operational standardization. Market-specific
relationship management approaches, particularly in culturally distinct markets like Germany,
may be essential for retention success.

Fourth, proactive engagement monitoring systems should leverage account activity patterns as
early warning indicators, enabling intervention before customers reach advanced stages of
disengagement. These systems should integrate predictive analytics with personalized re-
engagement campaigns tailored to specific customer segments and risk profiles.
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6.3. Broader Implications for Banking Theory and Practice

This research contributes to the evolving understanding of customer retention in emerging
market banking contexts, where traditional loyalty mechanisms may be insufficient for
contemporary competitive environments. The findings support theoretical frameworks
emphasizing the importance of relationship quality over transactional benefits, while
highlighting the specific operational challenges facing Turkish financial institutions.

The study also demonstrates the value of comprehensive data analytics in understanding
customer behavior patterns, supporting the development of evidence-based retention strategies
rather than intuition-driven approaches. The clear identification of actionable predictors
provides Turkish banks with specific areas for strategic focus and resource allocation.

6.4. Future Research Directions

While this study provides valuable insights into customer retention patterns, several areas
warrant additional investigation. Longitudinal studies could illuminate the temporal dynamics
of customer disengagement, enabling more precise intervention timing. Qualitative research
could explore the underlying mechanisms driving the identified patterns, particularly in
complaint management and age-related banking behavior.

Additionally, experimental studies testing different retention interventions across the identified
risk segments could provide evidence for optimal strategy selection. International comparative
studies could also examine whether the patterns identified in Turkish banking are unique to this
market or representative of broader emerging market banking challenges.

The Turkish banking sector stands at a transformative moment where traditional competitive
advantages are being challenged by changing customer expectations, technological disruption,
and evolving market dynamics. The findings of this study suggest that success in this
environment requires more than operational efficiency or product innovation—it demands
fundamental reimagining of customer relationship management as a strategic capability. The
evidence clearly indicates that banks cannot afford to treat customer retention as a defensive
strategy against competition. Instead, retention must become a proactive framework for
relationship enhancement and value co-creation that positions institutions for sustainable
competitive advantage. The specific patterns identified in this research provide Turkish banks
with actionable intelligence for this transformation, but success will ultimately depend on
leadership commitment to customer-centricity and organizational change. The path forward
requires Turkish banking institutions to move beyond the traditional focus on acquisition and
transaction volume toward sophisticated understanding of customer lifetime value and
relationship quality. This transformation represents both a significant challenge and an
unprecedented opportunity for banks willing to invest in comprehensive customer relationship
management capabilities. The institutions that successfully navigate this transition will be
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positioned not only to retain existing customers but to build sustainable competitive advantages
in Turkey's dynamic financial services landscape.
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Bu ¢alisma, sosyal karsilastirma teorisi temelinde finansal kayginin Universite 6grencilerindeki gelecek kaygisi ve
goc niyeti Uzerindeki etkisinde, algilanan ekonomik esitsizligin aracilik roliinii incelemeyi amaclamaktadir.
Arastirma, iliskisel tarama modeli kullanilarak gergeklestirilmistir. Veri toplama siirecinde 784 (iniversite 6grencisi
yer almistir. Veri toplama araglari olarak Finansal Kaygi Olcegi, Gelecek Kaygisi Olcegi, Gég¢ Niyeti Olgegi ve
Algilanan Ekonomik Esitsizlik Olgegi kullanilmistir. Hipotezler, Kismi En Kiigiik Kareler Yapisal Esitlik Modellemesi
(PLS-SEM) yontemi ile analiz edilmistir. Bulgular, finansal kayginin gelecek kaygisi ve gé¢ niyeti tGzerinde hem
dogrudan bir etkiye sahip oldugunu hem de algilanan ekonomik esitsizlik Gzerinden dolayli (aracilik) etkisi
bulundugunu gostermektedir. Calisma, finansal kayginin, 6grencilerin gelecege yonelik beklentilerini ve yasam
kararlarini nasil etkiledigini ortaya koymustur. Bu bulgular, finansal kaygl ve ekonomik esitsizlik konularinin
toplumsal dinamikler tizerinde 6nemli etkiler yarattigini vurgulamaktadir. Literatire katki olarak, finansal kaygi,
ekonomik esitsizlik ve gog niyeti arasindaki iligkilerin daha iyi anlasilmasina katki saglanmakta ve bu alandaki
politika gelistirme siireglerine 151k tutmaktadir.
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The Impact of Financial Anxiety on Future Anxiety
and Migration Intention Among University Students:
The Mediating Role of Perceived Economic Inequality

Abstract

This study aims to examine the mediating role of perceived economic inequality in the relationship between
financial anxiety and both future anxiety and migration intention among university students, within the
framework of social comparison theory. The research was conducted using a relational survey model. A total of
784 university students participated in the data collection process. The data were gathered through the Financial
Anxiety Scale, Future Anxiety Scale, Migration Intention Scale, and Perceived Economic Inequality Scale. The
hypotheses were tested using the Partial Least Squares Structural Equation Modeling (PLS-SEM) approach. The
findings indicate that financial anxiety has both a direct effect on future anxiety and migration intention, and an
indirect (mediated) effect through perceived economic inequality. The study reveals how financial anxiety shapes
students’ future expectations and life decisions. These findings highlight the significant influence of financial
anxiety and economic inequality on broader social dynamics. As a contribution to the literature, the study
enhances the understanding of the interrelations among financial anxiety, perceived economic inequality, and
migration intention, and offers insights for the development of relevant public policies.

Keywords: financial anxiety, future anxiety, migration intention, economic inequality, university students
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EXTENDED ABSTRACT

Background & Purpose: In recent years, global economic crises, inflationary pressures, and
rising living costs have significantly increased individuals’ financial anxiety. Economic
instability, particularly in developing countries, has exacerbated concerns about financial
security, making future planning increasingly difficult. University students, as a financially
vulnerable group, are particularly affected by economic fluctuations, tuition fees, housing costs,
and post-graduation employment uncertainties (Bennett et al., 2021). Research suggests that
financial anxiety not only affects individuals’ economic stability but also has profound
consequences on their psychological well-being and long-term decision-making processes
(Shim et al., 2009a; Archuleta et al., 2013).

Moreover, the perception of economic inequality has become an essential factor in shaping
individuals’ financial concerns. As economic disparities become more pronounced, individuals
may perceive limited upward mobility and develop negative expectations about their future
financial stability (Hauser and Norton, 2017; Piketty, 2015). This perception can lead to
increased stress, uncertainty, and a heightened desire to migrate to countries with better
economic opportunities (Borjas, 2018; Czaika and de Haas, 2014).

Given this context, This study aims to examine the mediating role of perceived economic
inequality in the relationship between financial anxiety and both future anxiety and migration
intention among university students, within the framework of social comparison theory. The
study contributes to the existing literature by providing empirical evidence on how financial
stress interacts with economic inequality and migration dynamics among young individuals.

Research Method: This study employs a quantitative research approach using a correlational
research design, which is appropriate for analyzing the direction and magnitude of relationships
between multiple variables (Christensen et al., 2015). The research was conducted with a
sample of 784 university students enrolled in Yozgat Bozok University in Turkey. Given the
increasing concerns about financial stability among students, the study aimed to assess the
extent to which financial anxiety influences future uncertainty and migration tendencies.

In this study, a five-section questionnaire form was used to collect data.

Socio-Demographic Information: Variables such as gender, age, satisfaction with financial
situation and perceived financial knowledge level of the participants are included in this section.
Satisfaction with financial situation and perceived financial knowledge level were measured
with a 10-point Likert scale.

Financial Anxiety Scale: The scale developed by Archuleta et al. (2013) was used. It is a one-
dimensional scale consisting of seven items and measures the anxiety levels of the participants
regarding their financial situation.
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Future Anxiety Scale: The scale developed by Zaleski et al. (2019) was used and adapted to
Turkish by Tellioglu (2021). It is a one-dimensional scale consisting of five items and
determines the anxiety levels of individuals regarding the future.

Migration Intention Scale: It is a scale developed by Gostautaité et al. (2018) and consists of
four statements. It was used to assess the migration tendencies of the participants.

Perceived Economic Inequality Scale: A scale developed by Valtorta et al. (2024) that evaluates
individuals’ perceptions of injustice in income distribution. It was developed as a single-
dimensional scale consisting of seven items.

A S5-point Likert-type scaling was used in all scales, with "1=Strongly Disagree" and
"5=Strongly Agree".

The data collected in the study were analyzed using SPSS and Smart PLS 4 programs. The
demographic characteristics of the participants and the general distribution of the scales were
analyzed with descriptive statistics (mean, standard deviation, percentage, frequency). The
hypothesized relationships were tested using Partial Least Squares Structural Equation
Modeling (PLS-SEM), which allows for the evaluation of complex relationships between
observed and latent variables.

Conclusion: The results indicate that financial anxiety significantly increases both future
anxiety and migration intention ($=0.23, p<0.001; $=0.33, p<0.001). The results indicate that
financial anxiety has a significant impact on both future anxiety and migration intentions.
Individuals experiencing financial stress tend to develop negative expectations about their
economic future, which in turn increases their psychological distress and migration tendencies
(Borjas, 2018; Czaika and de Haas, 2014). These findings align with previous studies
highlighting the critical role of economic security in shaping life decisions (Bennett et al.,
2021).

Additionally, perceived economic inequality has a significant impact on both future anxiety and
migration intention (f=0.74, p<0.001; B=0.51, p<0.001). Additionally, the study finds that
perceived economic inequality plays a crucial role in influencing both future anxiety and
migration intentions. When individuals perceive systematic disparities in economic
opportunities, they are more likely to experience uncertainty about their career prospects and
financial stability (Wilkinson and Pickett, 2018). This perception contributes to higher stress
levels and an increased inclination to seek better opportunities abroad (Dustmann and Gorlach,
2016).

The results also demonstrate that perceived economic inequality mediates the relationship
between financial anxiety and both future anxiety and migration intention ($=0.41, p<0.001;
B=0.28, p<0.001). A particularly noteworthy finding is that perceived economic inequality
mediates the relationship between financial anxiety and both future anxiety and migration
intentions. Individuals who perceive higher levels of economic inequality tend to experience
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more pronounced negative effects of financial anxiety, reinforcing their sense of insecurity and
making migration a more appealing alternative (Piketty, 2015; Hauser and Norton, 2017).

These findings highlight the importance of integrating policies addressing financial anxiety
with efforts to reduce economic inequality. Expanding financial support programs, increasing
economic opportunities, and providing employment incentives for young individuals can
mitigate financial stress and migration tendencies.
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1. GIRIS

Son yillarda kiiresel diizeyde yasanan ekonomik, sosyal ve ¢evresel krizler, bireylerin yasam
standartlar1 izerinde derin izler birakmistir. COVID-19 pandemisi, kiiresel tedarik zincirlerinde
yasanan sorunlar, artan yasam maliyetleri ve enerji krizleri gibi gelismeler, diinya genelinde
enflasyonu yiikselterek bireylerin finansal durumlart hakkinda duydugu kaygilar
derinlestirmistir (World Bank, 2025). Tiirkiye gibi yiiksek enflasyon oranlarinin etkili oldugu
iilkelerde bu durum daha belirgin hale gelmis ve toplumun alim giicii ciddi 6l¢iide azalmistir
(OECD, 2023a; 2023b). Ekonomik zorluklar, yalnizca maddi durumu etkilemekle kalmayip,
aynt zamanda bireylerin psikolojik refahlarim1 ve gelecek algilarini da olumsuz yonde
etkilemektedir (Archuleta vd., 2013).

Ozellikle {iniversite dgrencileri, egitim ve yasam giderlerini karsilama konusunda zorluklar
yasadiklarinda, geleceklerine dair ciddi belirsizliklerle karsilasabilmektedirler. Finansal
kayginin, bireylerin ekonomik durumlariyla birlikte psikolojik iyi oluslarini da olumsuz
etkiledigi bilinmektedir (Gutter ve Copur, 2011). Bu durum, &grencilerin i¢inde bulundugu
sosyoekonomik kosullarm, toplumda gelir esitsizligini nasil algiladiklarini sekillendirdigi gibi,
ekonomik firsatlara erisim konusundaki diisiincelerini de dogrudan etkilemektedir (Wilkinson
ve Pickett, 2018). Arastirmalar, finansal kaygi yasayan Ogrencilerin, yalnizca gecim
sikintilariyla ilgili degil, ayn1 zamanda gelecekteki kariyer ve yasam beklentileriyle ilgili de
derin kaygilar tagidigini gostermektedir (Lusardi ve Mitchell, 2014; Thomas Jr, 2019). Bu
kaygilar, geng bireylerin yalnizca akademik basarilarini degil, ayn1 zamanda gelecekteki yasam
planlarin1 ve kariyer hedeflerini de dogrudan etkilemektedir (Adams vd., 2016). Ozellikle
ekonomik kriz donemlerinde, finansal belirsizliklerin 6grencilerin gelecek planlarini ve yasam
kararlarin1 daha belirgin sekilde etkiledigi gozlemlenmektedir (Nobanee ve Dilshad, 2021, Dinc
vd., 2025). Bu baglamda, finansal kayginin bireyler tizerindeki etkilerini anlamak, hem bireysel
refahin korunmasi hem de toplumsal diizenin siirdiiriilebilirligi agisindan son derece 6nemlidir.

Finansal kaygi, bireylerin mevcut ekonomik durumlarina ve gelecekteki mali belirsizliklere dair
duyduklar stres ve endise olarak tanimlanmaktadir (Lusardi ve Mitchell, 2014; Archuleta vd.,
2013). Ozellikle finansal okuryazarlik seviyesi diisiik olan bireyler, ekonomik krizler veya gelir
kayiplar1 gibi zorlu donemlerde daha yogun bir finansal kayg1 hissedebilirler (Xiao ve O’Neill,
2016). Gelecek kaygisi ise, bireylerin gelecege dair olumsuz diisiinceler ve duygusal siireglerin
baskin oldugu bir tutum olarak ifade edilmektedir (Zaleski, 1996). Bu kavram, ozellikle
ekonomik belirsizliklerin arttifi donemlerde, bireylerin uzun vadeli planlama ve hedef
belirleme siireclerini etkileyebilmektedir (Shim vd., 2009a). Go¢ niyeti, bireylerin daha iyi
yasam kosullar1 ve ekonomik firsatlar arayisiyla yasadiklar: yerden ayrilma egilimlerini ifade
eder (Borjas, 2018; Czaika ve de Haas, 2014). Calismada, finansal kayginin ve gelecege dair
belirsizliklerin gd¢ niyetini artiran bir etken olarak rol oynadig1 vurgulanmaktadir. Algilanan
ekonomik esitsizlik, bireylerin toplumlarindaki gelir ve servet dagilimindaki esitsizlikleri nasil
algiladiklar1 ve bu algilarin sosyal tutumlari iizerindeki etkilerini ifade eder. Bu alg, bireylerin
sosyal karsilagtirmalar yaparak, kendi ekonomik durumlarini ve toplumdaki diger bireylerle
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olan iliskilerini degerlendirmeleriyle sekillenir. Bireyler, ¢evrelerindeki digerlerinin gelir
diizeyleriyle kendilerini karsilastirarak, toplumlarindaki esitsizlikleri daha belirgin hale
getirebilirler (Garcia-Sanchez vd., 2018). Sosyal karsilagtirma teorisi ¢ergevesinde, bireyler
ekonomik statiilerini ¢evrelerindeki diger kisilerle kiyaslayarak, esitsizlik algilarim
giiclendirebilirler (Festinger, 1954).

Finansal kaygi, algilanan ekonomik esitsizlik, gelecek kaygisi ve go¢ niyeti gibi degiskenler
bireylerin sosyoekonomik yonelimlerini etkileyen temel psikolojik ve yapisal degiskenlerdir.
Mevcut literatiirde bu degiskenler siklikla ikili iliskiler temelinde ele alinmakta; 6rnegin
finansal kayg1 ve gelecek kaygisi arasindaki bag, 6zellikle ekonomik belirsizlik algisiyla paralel
sekilde ortaya ¢cikmakta; finansal kaygi bireylerin gelecekteki ekonomik durumlarina dair derin
endiselerini tanimlarken (Ryu ve Fan, 2023), algilanan ekonomik esitsizlik statii kaygisini ve
rekabet duygusunu artirarak psikolojik stres seviyesini ylikseltmektedir (Melita vd., 2021).
Finansal kaygiin bireylerin genel iyilik hali ve gelecege iliskin planlamalarin1 olumsuz
etkiledigi sistematik derlemelerde vurgulanmaktadir (Ahamed ve Limbu, 2024). Ayrica, go¢
niyeti literatiirde ekonomik motivasyonun temel belirleyicilerinden biri olarak kabul
edilmektedir (Mohamed ve Abdul-Talib, 2020; Sabti ve Ramalu, 2021; Zabelina vd., 2024). Bu
degiskenler, bireylerin sosyoekonomik yasamlarinda psikolojik ve yapisal etki yaratan énemli
bilesenler olmasina ragmen, ¢ok degiskenli ve baglamsal biitiinliik i¢inde Tiirkiye 6zelinde
degerlendirilmis bir model literatiirde bulunmamaktadir. Bu noktadan hareketle, ¢alismada
finansal kaygi ve algilanan ekonomik esitsizligin gelecek kaygisi ve go¢ niyeti lizerindeki
dogrudan ve dolayl etkileri, Tiirkiye baglaminda yapisal esitlik modeliyle eszamanli olarak
analiz edilmistir. Bu sayede hem bu degiskenlerin baglamsal-psikolojik etkilesimini ortaya
koyan kuramsal bir katki hem de Tiirkiye’ ye 6zgii cok degiskenli bir model dnererek yontemsel
bir yenilik sunulmugtur.

2. KAVRAMSAL ARKA PLAN

Bu ¢alisma, finansal kaygi, gelecek kaygisi, goc niyeti ve algilanan ekonomik esitsizlik gibi
temel kavramlar1 ele almaktadir.

Finansal kaygi, bireylerin finansal durumlariyla ilgili hissettikleri endise ve stres durumudur.
Bu kaygi, gelir yetersizligi, borglar, tasarruf eksiklikleri ve gelecekteki mali belirsizlikler gibi
faktorlerden kaynaklanabilir. Finansal kaygi, bireylerin yasam Xkalitesini etkileyebilir ve
psikolojik saglik sorunlarina yol agabilir (Ryu ve Fan, 2023). Finansal kaygi, yalnizca bireysel
bir psikolojik durum olmanin 6tesinde, bireylerin ekonomik sistemle ve toplumsal yapilarla
iliskisini de etkileyebilir. Ozellikle finansal okuryazarlik seviyesi diisiik olan bireyler,
ekonomik krizler, gelir kayiplar1 veya yiiksek bor¢lanma durumlarinda daha yogun bir finansal
kayg1 hissi yasayabilirler (Xiao ve O’Neill, 2016). Bu baglamda, finansal kayginin sosyal ve
psikolojik etkileri iizerine yapilan ¢alismalar, toplumsal esitsizligin ve finansal kaynaklarin
sinirliliginin bu kaygilar1 daha da pekistirdigini ortaya koymaktadir (Vezzoli vd., 2023).
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Gelecek kaygisi, bireyin gelecekteki refahina yonelik potansiyel tehditlerle ilgili belirsizlik,
endise, korku ve kaygiy1 iceren farkindalik durumu (Zaleski, 1996) olmakla beraber diger kaygi
kavramlarina nazaran duyusal olmaktan ziyade bilisseldir (Zaleski vd., 2019). Gelecegin
olumsuz ve endise verici olarak goriilmesini igeren (Price, 2009) gelecek kaygisi, Atkinson
(1964) tarafindan One siiriilen basarisizlik korkusu kavramina benzer olarak bir hedefe
ulasamama korkusunu i¢erebilmektedir (Zaleski, 1996).

Goc, bireylerin ekonomik firsatlar ve daha iyi yasam kosullar1 arayisinda verdikleri dnemli bir
karardir (Borjas, 2018). Bu siireg, bireylerin daha iyi imkanlar pesinde kosmalarinin yani sira
mevcut yasam kosullarindan kagis olarak da degerlendirilmektedir (Lee, 1966).

Gog niyeti, bireylerin daha iyi ekonomik ve sosyal sartlara ulagma hedefiyle yasadiklar1 yerden
ayrilma egilimlerini ifade eder (Williams vd., 2018).

Algilanan Ekonomik Esitsizlik, bireylerin gelir dagilimindaki adaletsizlikleri nasil
degerlendirdigi ile ilgili bir kavramdir ve bu algi, ekonomik karsilastirmalar yoluyla sekillenir
(Chetty vd., 2014). Bireyler, kendi ekonomik durumlarini g¢evrelerindeki diger kisilerle
karsilastirarak, bu durumu yetersiz veya esitsiz olarak algilayabilirler (Valtorta vd., 2024).

Bu kavramlarin birbirleriyle nasil etkilesimde bulundugunu anlamak, finansal kaygi, algilanan
ekonomik esitsizlik, gelecek kaygisi ve go¢ niyeti arasindaki iligkileri daha 1yi
kavrayabilmemize olanak tantyacaktir.

2.1. Finansal Kaygi ve Algilanan Ekonomik Esitsizlik iliskisi

Sosyal karsilagtirma teorisi cergevesinde (Festinger, 1954), bireyler kendi ekonomik
durumlarini gevrelerindeki diger kisilerle kiyaslayarak, esitsizlik algilarini gii¢lendirebilirler.
Bu baglamda, finansal kaygi ve ekonomik esitsizlik arasindaki iliskiyi anlamak onemlidir;
¢linkii bu iki faktor, bireylerin toplumda kendilerini ekonomik olarak diglanmig veya esitsiz
hissedebilmelerine yol acar, bu da daha fazla kaygi ve olumsuz psikolojik durumlara neden
olabilir. Finansal kayginin, bireylerin ekonomik sistem hakkindaki genel goriislerini
etkileyerek, onlarin ekonomik esitsizlik algisinm1 artirabilecegini  gosteren arastirmalar
mevcuttur (Vezzoli vd., 2023; Arsenio, 2018; Hauser ve Norton, 2017). Bu agiklamalardan
hareketle asagidaki hipotez gelistirilmistir:

Hi: Finansal kayginin algilanan ekonomik esitsizlik tizerinde olumlu bir etkisi vardir.
2.2. Finansal Kaygi ve Gelecek Kaygisi iliskisi

Mali zorluklarla karsilasan bireyler, gelecege dair daha olumsuz beklentiler gelistirmekte ve bu
da kaygilarmi artirmaktadir (Archuleta vd., 2013). Shim vd. (2009a), finansal kayginin
gelecekteki belirsizlikleri artirarak bireylerin gelecek kaygisini pekistirdigini vurgulamaktadir.
Ogrenciler iizerinde yapilan arastirmalarda da, finansal kaygmin akademik basariy:
diisiirebilecegini ve gelecege dair olumsuz beklentilerin artmasina neden olabilecegini ortaya
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koymaktadir (Smathers vd., 2022; Adams vd., 2016; Heckman vd., 2014; Vaughn, 2013; Ersoy-
Kart ve Erdost, 2008). Ozellikle Tiirkiye gibi ekonomik dalgalanmalarin sik¢a yasandig
tilkelerde, ekonomik belirsizliklerin bireylerin psikolojik refahi iizerindeki etkileri daha da
belirgin hale gelmektedir (Dinc vd., 2025; Kara vd., 2024). Bu gercevede, finansal kayginin
gelecege dair kaygiyi artirdigi ongoriilmektedir:

Hz: Finansal kayginin gelecek kaygisi iizerinde olumlu bir etkisi vardir.
2.3. Finansal Kaygi ve Gog Niyeti iliskisi

Ekonomik zorluklar ve finansal kaygi, bireylerin yasam kosullarini yetersiz bulmalarina yol
acabilir, bu da onlar1 gd¢ etme kararina itebilir. Ozellikle finansal istikrarsizlik yasandiginda,
mevcut ekonomik sistemin sundugu firsatlar1 yetersiz goren bireyler, gogii bir kurtulus yolu
olarak degerlendirebilirler (Dustmann ve Gorlach, 2016; Efendic, 2016). Universite mezunlar
izerinde yapilan arastirmalar, ekonomik belirsizlik ve is glivencesizliginin, geng bireylerin gé¢
kararlar1 tlizerinde belirleyici bir etkiye sahip oldugunu gostermektedir (Zaoming vd., 2021;
Abdelwahed vd., 2020; Roman ve Vasilescu, 2016; Van Mol, 2016). Tiirkiye’de
gerceklestirilen bir calisma, mezuniyet sonrasi is bulma kaygisi ve diisiik gelir beklentilerinin
genglerin yurtdisina yonelme egilimlerini artirdigim ortaya koymaktadir (Ozaydim vd., 2024;
Demet Giingdr ve Tansel, 2008a). Ilgili literatiir dogrultusunda, finansal kayginin gé¢ niyetini
artirdig1 beklenmektedir:

H3s: Finansal kayginin gég¢ niyeti tizerindeki etkisi olumludur.
2.4. Algilanan Ekonomik Esitsizlik ve Gelecek Kaygisi iliskisi

Algilanan ekonomik esitsizlik, bireylerin gelecege yonelik kaygilarini artirabilir. Toplumda
yaygin olan gelir esitsizligi algilari, bireylerin ekonomik giivenliklerini tehdit altinda
hissetmelerine yol agabilir (Wilkinson ve Pickett, 2018). Arastirmalar, ekonomik esitsizliklerin
algilanis bi¢iminin, bireylerin toplumsal aidiyet duygularin1 ve gelecek beklentilerini
sekillendirdigini gostermektedir (Chetty vd., 2014). Adaletsiz gelir dagiliminin hakim oldugu
toplumlarda bireyler, kendilerini ekonomik sistemden dislanmis hissederek gelecekleri
hakkinda daha fazla belirsizlik yasayabilirler (Piketty, 2015). Tirkiye 6zelinde, ekonomik
esitsizlik algisinin bireylerin egitim ve kariyer beklentileri tizerindeki etkisinin daha kapsamli
bir sekilde arastirilmasi gerekmektedir. Yapilan 6nceki ¢aligmalarin bulgularina gore, algilanan
ekonomik esitsizligin gelecek kaygisini olumlu etkiledigi varsayilmaktadir:

Ha: Algilanan ekonomik esitsizligin gelecek kaygisi tizerinde olumlu bir etkisi vardir.
2.5. Algilanan Ekonomik Esitsizlik ve Gog Niyeti iliskisi

Algilanan ekonomik esitsizlik, bireylerin, adaletsiz bir ekonomik sistemde daha esit firsatlar
arayistyla go¢ etme egilimlerini etkileyebilir. Czaika ve Reinprecht (2020) calismalarinda,
algilanan ekonomik esitsizligin, bireylerin go¢ niyetlerini dogrudan etkileyen bir faktor
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oldugunu ortaya koymaktadir. Gelir esitsizligini daha fazla hisseden bireyler, daha adil firsatlar
sundugunu diisiindiikleri iilkelere gd¢ etmeyi tercih edebilirler (Dustmann vd., 2013). Ozellikle
gelismis iilkelerle kiyaslandiginda, diisiik gelirli ve esitsiz toplumlarda yasayan bireylerin, daha
esit firsatlar sundugunu diistindiikleri iilkelere yonelmeleri daha olasidir. Yiiksek egitimli
bireylerin, ekonomik adaletsizlik nedeniyle go¢ etme egilimleri bir¢ok arastirmayla ortaya
konmustur (Kadel ve Bhandari, 2019; Thapa ve Shrestha, 2017; Docquier ve Rapoport, 2012).
Tirkiye’de yapilan incelemelerde, egitimli geng bireylerin kariyer firsatlar1 agisindan daha
esitlikei bir ortam arayisinda oldugu ve bu nedenle yurtdisina yonelmeye daha yatkin olduklari
gozlemlenmistir (Hosgor ve Sezgin, 2024; Harman Yildiz ve Ozer, 2024; Amarat vd., 2023).
Onceki ampirik incelemeler 15131nda, algilanan ekonomik esitsizligin gd¢ niyetine olumlu
yordayici etkisinin oldugu one siirtilmektedir:

Hs: Algilanan ekonomik esitsizligi go¢ niyeti tizerinde olumlu bir etkisi vardir.

2.6. Finansal Kaygi ile Gelecek Kaygisi Arasindaki iliskide Algilanan Ekonomik Esitsizligin
Araciligi

Bu hipotez, finansal kayginin gelecege dair kaygilar iizerindeki etkisinde algilanan ekonomik
esitsizligin araci bir rol oynadigini 6ne siirmektedir. Literatiir, finansal kayginin yalnizca
bireylerin ekonomik durumunu degil, ayn1 zamanda gelecege yonelik belirsizlik algilarini da
etkiledigini gostermektedir (Shim vd., 2009a). Ayrica, algilanan ekonomik esitsizligin,
bireylerin toplumsal sistemdeki yerlerini sorgulamalarina ve bu durumun gelecege dair
kaygilarim1 artirmalarma yol agmaktadir (Chetty vd., 2014; Valtorta vd., 2024). Bireylerin
ekonomik esitsizligi algilamasi, onlarin toplumdaki yerlerine ve gelecekteki yasam kosullarina
dair kaygilarmi artirmaktadir (Hauser ve Norton, 2017). Bu mekanizma, finansal kaygimnin
etkilerinin daha belirgin hale gelmesini saglar ¢linkii bireyler, ekonomik esitsizligi daha fazla
hissedip, bu esitsizligin kendi gelecekteki yasam kosullarini etkileyecegini diisiinerek daha
fazla kaygi duyarlar (Lusardi ve Tufano, 2015). Bu hipotez, finansal kayginin, bireylerin
ekonomik esitsizlik algilariyla birlikte, gelecege yonelik kaygilarini daha da giiclendirdigi
teorisini desteklemektedir. Bu aciklamalardan hareketle asagidaki hipotez gelistirilmistir:

He: Finansal kayginin gelecek kaygisi iizerine etkisinde algilanan ekonomik esitsizligin araci
rolii vardir.

2.7. Finansal Kaygi ile Go¢ Niyeti Arasindaki iliskide Algilanan Ekonomik Esitsizligin Araciligi

Bu hipotez, finansal kayginin, bireylerin go¢ etme niyetlerini artirmada algilanan ekonomik
esitsizligin aract bir faktor oldugunu savunmaktadir. Literatiir, finansal kaygi yasayan
bireylerin, mevcut ekonomik firsatlar1 yetersiz gorerek go¢ etmeyi bir ¢Oziim olarak
degerlendirmektedir (Borjas ve Bratsberg, 1996; Dustmann ve Gorlach, 2016). Ayn1 sekilde,
ekonomik esitsizlik algisinin, bireylerin mevcut toplumsal yapiya olan giivenlerini sarsarak,
daha esit firsatlar sundugunu disilindiikleri {ilkelere yonelmelerine neden oldugu
gosterilmektedir (Czaika ve Reinprecht, 2020). Bu baglamda, finansal kaygi ile go¢ niyeti
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arasindaki iliski, algilanan ekonomik esitsizlik araciligiyla gliclenmektedir. Finansal kaygi
yasayan bireylerin, toplumsal esitsizliklere dair algilarinin daha gii¢lii olmasi, onlarin gog
etmeyi bir ¢ozlim yolu olarak gérmelerine yol agmaktadir (Efendic, 2016). Bu hipotez, finansal
kayginin go¢ niyeti lizerindeki etkisinin, algilanan ekonomik esitsizlik araciligiyla pekistigini
vurgulamaktadir:

H7: Finansal kayginin go¢ niyeti {izerine etkisinde algilanan ekonomik esitsizligi araci rolii
vardir.

Yukarida belirtilen hipotezler dogrultusunda Sekil 1°de ki arastirma modeli gelistirilmistir.

Sekil 1. Arastirmanin modeli

Gelecek Kaygisi

: ‘( Algilanan Ekonomik
Finansal Kaygi rL Esitsizlik

Gog¢ Niyeti

Sekil 1°de sunulan modelde, finansal kayginin gelecek kaygis1 ve gd¢ niyeti lizerinde dogrudan
etkileri ile algilanan ekonomik esitsizligin bu iliskilerdeki aracilik rolii gosterilmektedir.

3. ARASTIRMA YONTEMI
3.1. Evren-Orneklem

Bu arastirma, Yozgat Bozok Universitesinde &grenim goren lisans &grencileri iizerinde
gerceklestirilmistir. Bu {iniversite, i¢ Anadolu Bolgesinde yer almakta olup, 14054 lisans
ogrencisine ev sahipligi yapmaktadir. Universitenin segilme nedeni, bulundugu bdlgenin
ekonomik ve sosyo-kiiltiirel yapisinin, Tiirkiye’ deki bolgesel ekonomik esitsizlikleri ve bu
esitsizliklerin {iniversite Ogrencileri iizerindeki etkilerini yansitma potansiyeline sahip
olmasidir. Bu iiniversite, Tirkiye’ nin farkli bolgelerinden gelen Ogrencilere ev sahipligi
yapmast nedeniyle, farkli sosyo-ekonomik arka plana sahip bireylerin finansal kaygi ve
ekonomik esitsizlik algilarin1 daha genis bir cercevede inceleme firsat: sunmaktadir. Universite
ogrencileri, ekonomik esitsizlik ve finansal kayginin 6zellikle gengler tizerindeki etkilerini daha
1yl anlayabilmemiz i¢in 6nemli bir 6rneklem grubunu olusturmustur. Arastirmada, tesadiifi
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ornekleme yontemlerinden basit tesadiifi (rassal) 6rnekleme yontemi kullanilmistir. Bu yontem,
calismaya katilacak bireylerin esit katilim sansina sahip olmasini saglamis ve 6rneklemin temsil
giiclinii artirmistir. Calismanin giivenilirligini artirmak ve olasi eksik veya hatali yanitlar1 goz
Oniinde bulundurmak amaciyla, toplamda 784 katilimciya ulagilmistir.

3.2. Veri Toplama Araglari

Bu calismada veri toplama araci olarak, bes boliimden olusan bir anket formu kullanilmistir.
Anket formunda kullanilan 6lgekler daha once literatiirde gilivenilirlik ve gecerlilik ¢aligmalari
yapilmis Ol¢lim araglaridir. Asagida kullanilan 6l¢lim araglarinin detaylar1 verilmistir:

Sosyo-demografik ozellikler: Katilimcilardan yas ve cinsiyet gibi demografik bilgileri
edinmeye yonelik sorularin yani sira, maddi durumlarindan duyduklari memnuniyet ve
algiladiklar finansal bilgi diizeyleri de Ol¢lilmiistiir. Maddi durum memnuniyeti ve finansal
bilgi algisi, 10’1u Likert tipi dl¢eklerle degerlendirilmistir. Finansal bilgi algisi, bireylerin kendi
finansal konulardaki bilgi diizeylerine iliskin 6z degerlendirmelerini ifade etmektedir.

Finansal Kayg1 Ol¢egi: Archuleta vd. (2013) tarafindan gelistirilen Finansal Kayg1 Olgegi,
bireylerin finansal durumlariyla ilgili endise diizeylerini 6l¢mek i¢in kullanilan, tek boyutlu ve
7 maddeden olusan bir 6lcektir. Ayrica 6lgek, klinik tan1 koymaktan ziyade bireylerin maddi
durumlarma iliskin kaygi diizeylerini 6lgmede yararli bir arag olarak tasarlanmistir. Ornek
ifade; Mali durumumla ilgili olarak kendimi kaygili hissediyorum. Olgek, 1 (Kesinlikle
Katilmiyorum) ile 5 (Kesinlikle Katiliyorum) arasinda degisen Likert tipi bir olgekte
yanitlanmaktadir. Tiirk¢e’ ye uyarlama ¢alismasi Ayvaz ve Sahin (2024) tarafindan yapilmis
olup, Cronbach Alfa giivenilirlik katsayis1 0,94 olarak bulunmustur.

Gelecek Kaygis1 Olcegi: Zaleski ve arkadaslar1 (2019) tarafindan gelistirilen ve Tellioglu
(2021) tarafindan Tiirkce’ ye uyarlanan Gelecek Kaygis1 Olgegi, bireylerin gelecekle ilgili
endiselerini 6lgmek i¢in kullanilan tek boyutlu bir 6lgektir. Ornek ifade; Gelecekte hayatimin
daha da kotiiye gitmesinden korkuyorum. Olgek, 5 maddeden olusmakta ve 5°li Likert
(1=Kesinlikle Katilmiyorum ve 5=Kesinlikle Katiliyorum) o6lgegiyle yanitlanmaktadir.
Cronbach Alfa degeri 0,88 olarak hesaplanmuistir.

Goc Niyeti Olgegi: Gostautaité ve arkadaslari (2018) tarafindan gelistirilen Gog Niyeti Olgegi,
bireylerin gé¢ etme istekliligini lgmek amaciyla kullanilan, 4 maddelik bir dlgektir. Ornek
ifade; Muhtemelen mezuniyetten sonra yurtdisinda is arayacagim. Bu dlgek i¢inde yer alan bir
madde, ters yonliidiir. Tirkce’ ye uyarlama calismast Durmus vd. (2022) Tarafindan
yapilmustir. Olgek, 5° 1i Likert (1=Kesinlikle Katilmiyorum ve 5=Kesinlikle Katiltyorum)
Olcegiyle yanitlanmaktadir.

Algilanan Ekonomik Esitsizlik Olgegi: Valtorta ve arkadaslar1 (2024) tarafindan gelistirilen
ve ekonomik esitsizlik algisim1 6lgmek i¢in kullanilan bu 6l¢ek, 7 maddeden olusmaktadir.
Olgek, bireylerin ekonomik durumlarini gevrelerindeki diger bireylerle kiyaslama yoluyla
algiladig1 esitsizlik hissini 8lgmeyi amaclamaktadir. Ornek ifade; Tiirkiye'de ¢ok az sayida
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zengin insan ve ¢ok sayida fakir insan var. Olgek, uzman cevirisi ve dilsel gecerlilik testi ile
Tiirkce’ ye adapte edilmistir. Algilanan ekonomik esitsizlik 6l¢egi ifadeleri 1=Kesinlikle
Katilmiyorum ve 5=Kesinlikle Katiliyorum arasinda degisen olmak tizere Likert tipi bir 6lgekte
yanitlanmaktadir.

3.3. Veri Toplama Siireci

Veriler, 1 Mayis 2024 - 15 Haziran 2024 tarihleri arasinda, anket araciligiyla yiliz yiize
toplanmistir. Anket formu Tiirk¢e olarak hazirlanmis ve uygulanmadan 6nce bir pilot ¢calisma
ile test edilmistir. Pilot caligsma, 50 6grencilik bir grup iizerinde gerceklestirilmis ve anketin
sorular1 lizerinde yapilan degerlendirme sonucunda, sorularin anlasilabilirligi konusunda bazi
diizenlemeler yapilmistir. Ogrencilerden alinan geri bildirimlere gore, bazi sorularm daha agik
hale getirilmesi gerektigi anlasilmistir. Ayrica, anketin siiresi ve icerigi konusunda yapilan
diizenlemelerle, Ogrencilerin daha verimli ve dogru cevaplar vermeleri saglanmistir.
Katilimcilara arastirmanin amaci hakkinda detayli bilgi verilmis, anketin tamamlanmasinin
yaklasik 3 dakika siirdiigii belirtilmistir. Anketler, 6grencilerin kendilerini baski altinda
hissetmemesi i¢in bireysel ve sakin bir ortamda uygulanmistir. Verilerin toplanmasi siirecinde,
katilimcilarin gizliligini korumak amaciyla anonimlik ilkesi uygulanmstir.

3.4. Calismada Kullanilan Analizler
3.4.1. Betimleyici istatistikler

Katilimeilarin demografik o6zellikleri ve dlgeklerin genel dagilimlart tanimlayicr istatistikler
(ortalama, standart sapma, yiizde, frekans) ile analiz edilmistir.

3.4.2. Arastirma Modelinin Testi

Arastirma modeli, kismi en kiigiik kareler yapisal esitlik modellemesi (PLS-SEM) ile analiz
edilmistir. Verilerin analizinde SMART-PLS yazilim1 kullanilmistir. Modelin gegerliligi i¢in
dis modelde faktor yiikleri, i¢ tutarlilik giivenilirligi (Cronbach Alfa ve Birlesik Giivenilirlik)
ve Ortalama Aciklanan Varyans (AVE degerleri) degerlendirilmistir. I¢ modelde ise yol
katsayilari, t-degerleri ve R? degerleri analiz edilmistir.

3.5. Etik Hususlar

Arastirma Helsinki Bildirgesi (World Medical Association, 2013) ilkelerine uygun olarak
yiiriitiilmiis ve etik kurul izni alinmstir (Yozgat Bozok Universitesinin Sosyal ve Beseri
Bilimler Etik Kurulu, Tarih: 28 Haziran 2024 / Karar No: 15.17). Katilimcilarin goniilliiliik
esasia gore arastirmaya dahil edilmesi saglanmistir. Calisma siirecinde herhangi bir tesvik
veya 6diil verilmemistir.
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4. BULGULAR
4.1. Katiimcilarin sosyo-demografik ozellikleri

Calismaya katilan bireylerin, %69’ u kadindir. Yas ortalamalar1 22,20+4,64" diir. Ogrencilerin
mevcut mali/maddi durumlarindan memnuniyet diizeyleri ortalama 4,76 + 2,42 olarak
belirlenmistir. Ogrencilerin algiladiklar finansal bilgi diizeyleri, Likert tipi 1-10 &lgeginde
ortalama 5,09 + 2,20 olarak belirlenmistir. Bu, katilimcilarin finansal bilgi diizeyini genellikle
orta seviyede degerlendirdiklerini gostermektedir.

4.2. Gegerlilik ve Giivenilirlik

Gegerlilik ve giivenilirlik analizleri kapsaminda elde edilen faktor ytikleri, gosterge
giivenilirlikleri, cronbach alfalari, bilesik giivenilirlik (CR) puanlari ve ortalama agiklanan
varyans (AVE) degerleri Tablo 1°de goriilmektedir. Faktor yiikleri, ifadelerin faktorle ne dlctide
iligkili oldugunu gosterir. Ayrica faktor yiikleri gosterge giivenirlik degerini belirler. Gosterge
giivenirlik degerleri yiiklemelerin kareleri alinarak elde edilir. Faktor yiiklerinin 0,70’in
tizerinde olmasi tercih edilirken, minimum 0,40 diizeyinden yiiksek gosterge giivenirlik
degerleri kabul edilebilir olarak degerlendirilir. Cronbach alfa katsayis1 ve bilesik giivenirlik
degeri modelin giivenirligini gosteren katsayilardir. Katsayilarin 0,70 ve iizerinde olmas1 uygun
olarak degerlendirilir. Her iki katsayr da mevcut ¢alismada gerekli kosullar1 saglamaktadir.
Yakinsama (Uyusum) gecerliligi i¢in modelin ortalama agiklanan varyans (AVE) degerleri
kontrol edilir. 0,50 ve iizeri degerler modelin uyusum gecerliligine sahip oldugunu gosterir
(Hair Jr vd., 2021; Ringle vd., 2020; Wong, 2019; Dijkstra ve Henseler, 2015; Alarcon ve
Sanchez, 2015; Hulland, 1999; Bagozzi ve Yi, 1988). Go¢ Niyeti Ol¢egi’nin iigiincii maddesi
(GN3) 0,40’ 1n altinda faktor yiikiine sahip oldugu i¢in model uyumunu iyilestirmek amaciyla
analizden ¢ikarilmistir. Ardindan analiz tekrar ¢alistirllmistir. Bu analizin nihai sonuglarinin
Tablo 1’e gore degerlerin kabul edilebilir diizeyde oldugu goriilmiistiir. Bu bulgulara gore
modelin giivenilir bir model oldugu ve uyusum gegerliligi kriterine sahip oldugu sdylenebilir.

Tablo 1. Olcim modelinin gegerlilik ve givenilirlik degerleri

Bilesik Ortalama
o ) Faktor Gosterge Cronbach . § Aciklanan
Degiskenler Gostergeler L . Guvenilirlik
Yakleri Gavenilirligi Alfa (CR) 270 Varyans
B AVE>50
FK1 0,92 0,85
FK2 0,71 0,51
FK3 0,74 0,55
Finansal Kaygi (FK) FK4 0,81 0,65 0,94 0,94 0,69
FK5 0,82 0,68
FK6 0,89 0,78
FK7 0,90 0,81
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AEE1 0,80 0,65

AEE2 0,75 0,56
_ AEE3 0,90 0,81
A'gé';;‘::;iik&'g)"'k AEE4 0,88 0,77 0,94 0,94 0,71
AEES 0,87 0,75
AEE6 0,85 0,73
AEE7 0,83 0,69
GK1 0,89 0,79
GK2 0,86 0,75
Gelecek Kaygisi (GK) GK3 0,87 0,75 0,95 0,95 0,78
GK4 0,90 0,81
GKS 0,89 0,79
GN1 0,84 0,84
Gog Niyeti (GN) GN2 0,78 0,78 0,89 0,89 0,73
GN4 0,92 0,92

Calismada modelin gecerliligi Fornell-Larcker 6l¢iitii ve gizil degiskenler arasindaki iligkiler
dikkate alinarak degerlendirilmistir. Fornell ve Larcker (1981) dl¢iitiine gére, modelde yer alan
gizil degiskenlerin AVE degerlerinin karekokii (kalin olarak verilmistir) gizil degiskenlerin
satir ve sltunlarindaki korelasyon degerlerinden biiyiilk olmalidir (Tablo 2). Tablo 2’de
Olgeklerin ortalamalar1 ve ayrisma gecerliligi sonuglar1 yer almaktadir. Tablo 2’ye gore,
modelde AVE karekoklerini gosteren c¢apraz degerler satir ve siitunlardaki diger gizil
degiskenlerin korelasyon degerlerinden daha biiyiik bulunmustur. Bu durumda model ayrisma
gegcerliligi kriterlerine uyum saglamaktadir.

Tablo 2’de goriildiigii gibi modelin (SRMR) degeri 0,06 olarak elde edilmistir. Bu deger
literatiirdeki 0,08 den kiigiik olma kriterlerine sahiptir. NFI degerinin 0,90’dan yiiksek olmasi
modelin iyi uyumlu bir model oldugunu goéstermektedir. Modelimizde ise bu deger 0,92 olarak
bulunmustur. RMStheta degeri (0,12) olarak bulunmustur, bu deger de referans degeri olan
0,12’e esit cikmistir. Modelin bu degerler cercevesinde iyi uyumlu bir model oldugu
saptanmigtir (Hair Jr vd., 2021).

Tablo 2. Olceklerin ortalama ve ayrisma gecerliligi sonuglari

FK AEE GK GN Ort. Std. Sapma
FK 0,83* 2,85 1,12
AEE 0,55 0.84* 3,72 1,15
GK 0,64 0,87 0.88* 3,54 1,19
GN 0,61 0,69 0,76 0.85* 3,11 1,21

RMStheta:0,12; SRMR:0,06; Ki-kare: 1378,84; NFI:0,92
*VAVE (Ortalama Agiklanan Varyans)

SRMR (Standartlastiriimis Ortalama Hatalarin Karekoku)
RMStheta (Yaklasik Hatalarin Ortalma Karakok)

NFI (Normlandirilmis Uyum indeksi)
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4.3. Hipotez Testi

Hipotezler, %95 giiven araliginda (p < 0,05) test edilmistir. Araci (mediator) etkiler i¢in ise
Bootstrap yontemi uygulanmistir. Bu stirecte, eksik veri analizi yapilmig ve veri setinde eksik
veri bulunmadig1 dogrulanmistir. Veriler, 6z-bildirim yoluyla toplandigi i¢in sosyal istenilirlik
yanlilig1 riski degerlendirilmistir. Ancak bu tiir olast yanliliklarin etkisini azaltmak igin
katilimcilara anonimlik saglanmis ve yanitlarinda herhangi bir baski hissetmemeleri i¢in gerekli
Onlemler alinmustir.

4.4. Yapisal esitlik modellemesi

Caligmanin 6l¢tim modeline uygun sekilde Smart PLS programi araciliiyla gerceklestirilen
analiz sonrasi elde edilen yapisal modele ait sonug ¢iktis1 Sekil 2°de goriilmektedir. Sekilde
verilen modele iligkin ayrintilar Tablo 3’te goriilmektedir:

Sekil 2. Model giktisi

0859 (883 0838

0.810 0.744 0.865

‘ AEE1 H AEE2 ] AEE3 H AEE4 H AEES | AEE6 || AEE7 |
'\< \ o.lao / } /
|

0.891
0.864
§ 0.867
I 0.899
0727 ‘ ' 0890
e Jeome
p=
i
s [o 0325
“ 0.845—
o _ou |
FK7 0.925
T

Modelde ulasilan sonuglara iliskin bulgular Tablo 3’te yer almaktadir. Tabloya gore, finansal
kayginin algilanan ekonomik esitsizlik ($=0,55, t=21,45, p=0,000), gelecek kaygis1 ($=0,23,
t=7,63, p=0,000) ve goc niyeti (f=0,33, t=8,33, p=0,000) lizerinde pozitif yonlii anlamh etkisi
vardir. Algilanan ekonomik esitsizligin gelecek kaygist (=0,74, t=27,83, p=0,000) ve go¢
niyeti (p=0,51, t=15,09, p=0,000) iizerinde pozitif yonlii anlamli etkisi vardir. Finansal kayginin
gelecek kaygisina etkisinde algilanan ekonomik esitsizligin araci roli ($=0,41, t=116,26,
p=0,000) vardir. Finansal kayginin go¢ niyetine etkisinde algilanan ekonomik esitsizligin araci

H“HEEE
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roli ($=0,28, t=12,45, p=0,000) vardir. Bu bulgulara gore, Hi, H>, H3, Hs, H5, Hs ve H7,
hipotezlerinin kabul edildigi goriilmektedir.

Tablo 3. Yapisal model testi icin elde edilen B, t ve p degerleri

B

Yollar (standardize edilmemis) tistatistigi p degerleri Karar
Dogrudan Etki
FK --> AEE 0,55 21,45 < 0,001 H1 Kabul
FK --> GK 0,23 7,63 < 0,001 H, Kabul
FK --> GN 0,33 8,33 < 0,001 Hs Kabul
AEE --> GK 0,74 27,83 < 0,001 H4 Kabul
AEE --> GN 0,51 15,09 < 0,001 Hs Kabul
B . N o .
Yollar (standardize edilmemis) tistatistigi p degerleri Karar
Dolayl Etki
FK --> AEE --> GK 0,41 16,26 < 0,001 He Kabul
FK --> AEE --> GN 0,28 12,45 < 0,001 H; Kabul
5. TARTISMA ve SONUC
5.1. Tartisma

Bu c¢alisma, sosyal karsilastirma teorisi 1s18inda finansal kayginin iiniversite dgrencilerinde
yarattig1 dogrudan etkileri ve bu etkinin algilanan ekonomik esitsizlik aracilifiyla dolayl
yansimalarini arastirmaktadir. Elde edilen bulgular, finansal kayginin gelecek kaygisi ve go¢
niyeti lizerinde hem dogrudan etkisi oldugunu hem de bu etkinin algilanan ekonomik esitsizlik
araciligiyla dolayh (aracilik) sekilde gergeklestigini ve bdylece tiim hipotezleri destekledigini
gostermektedir. Arastirma bulgulari, mevcut literatiirle karsilastirilarak tartisilmakta ve
calismanin akademik katkilar1 tizerinde durulmaktadir.

Arastirma sonuglari, finansal kayginin bireylerin ekonomik esitsizlik algisini artirdigini
gostermektedir. Bu bulgu, bireylerin finansal sikint1 yasadikca gelir dagilimini daha adaletsiz
bir sekilde algiladiklarini 6ne siiren daha onceki calismalara paralellik gostermektedir (Ding
vd., 2021; He vd., 2022; Wilkinson ve Pickett, 2018). Ancak, bu bulgularin genellenebilirligi
smirl olabilir. Ornegin, Ding vd. (2021) ve He vd. (2022) finansal kayginin gelir esitsizligi
algisini nasil artirdigini incelerken, arastirmalarinin farkli sosyo-ekonomik gruplar ve kiiltiirel
baglamlar iizerinde ayn1 sonuglart verip vermedigi lizerinde durmamiglardir. Wilkinson ve
Pickett (2018) ise, gelir esitsizligi algisinin sadece finansal kaygiya degil, bireylerin sosyal
statiisiine, egitim seviyelerine ve toplumda esitsizlige dair mevcut algilara da bagl olarak
degisebilecegini belirtmektedir. Bu noktada, finansal kayginin ekonomik esitsizlik algisi
tizerindeki etkilerinin daha kapsamli bir sekilde incelenmesi i¢in, farkli sosyo-ekonomik
gruplarin, kiiltiirel farkliliklarin ve yerel baglamlarin etkisinin de gz 6niinde bulundurulmasi
onemlidir. Sosyal Karsilastirma Teorisi (Festinger, 1954) cergevesinde, bireyler ekonomik
statlilerini bagkalariyla kiyaslayarak degerlendirmektedir. Literatiirdeki arastirmalar, finansal
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stres yasayan bireylerin gelir esitsizligini daha fazla fark ettiklerini gostermektedir (Garcia-
Sanchez vd., 2024; Piera Pi-Sunyer vd., 2023). Ancak, ¢cogu c¢aligma daha ¢ok ekonomik
krizlerin etkilerini incelemekte olup, kriz sonras1 donemde toplumsal esitsizlik algilarinin nasil
sekillendigine dair daha az bilgi sunulmaktadir. Ornegin, Piketty (2015) ekonomik esitsizligin
tarihsel boyutlarimi ele alirken, 6zellikle krizlerin sonrasindaki kalici etkilerine dair daha
derinlemesine bir tartisma yapmamaktadir. Yeung ve Yang (2020) ekonomik belirsizliklerin
bireylerde adaletsizlik algis1 yarattigin1 belirtse de, bu alginin toplumsal smiflar arasindaki
farklar1 nasil derinlestirdigi ve bireysel diizeyde nasil bir psikolojik etki yarattig1r konularinda
aciklamalar eksiktir. Tirkiye gibi yiiksek enflasyon oranlarimin oldugu iilkelerde, finansal
kayginin gelir esitsizligi algisini derinlestirdigi gézlemlenmistir (Kara vd., 2024). Ancak, bu
iligkinin gelismekte olan diger iilkelerde nasil sekillendigi ve farkli toplumsal yapilar arasinda
nasil farklhilastigina dair yapilacak karsilastirmali calismalar, daha kapsamli bir anlayis
saglayacaktir.

Arastirmanin bulgularina gore, finansal kaygi dogrudan gelecek kaygisini artirmaktadir ve bu
durum, finansal giivensizlik yasayan bireylerin gelecege dair daha fazla belirsizlik hissettigini
gosteren Onceki c¢alismalarla ortlismektedir (Shim vd., 2009b; Archuleta vd., 2013). Ancak,
literatiirdeki bu bulgular genellikle finansal kaygiy1 psikolojik bir olgu olarak ele almakta ve
toplumsal yapilarm bu kaygiy1 nasil sekillendirdigini yeterince tartigmamaktadir. Ornegin,
Shim vd. (2009b) ve Archuleta vd. (2013), finansal kayginin bireylerde uzun vadeli belirsizlik
duygusu yarattigin1 belirtirken, ekonomik ve toplumsal faktorlerin bu duyguyu nasil
derinlestirdigi ve bireylerin gelir esitsizligi ile iliskilerinin nasil sekillendigi konusunda sinirl
bir inceleme sunmuslardir. Bu durum, finansal kaygiy1 bireysel bir endise olarak ele almakla
kalmakta ve toplumsal yapilarla olan etkilesimini goz ardi etmektedir. Bennett ve arkadaglari
(2021) finansal stresin akademik basar1 ve kariyer beklentileri {izerindeki olumsuz etkilerini
ortaya koymustur. Bu bulgular, finansal stresin sadece bireysel basarilar lizerindeki etkileriyle
siurli kalmistir. Bu aragtirmada finansal kayginin, ayn1 zamanda toplumsal siniflar ve egitim
diizeyleri gibi yapisal faktorler araciligiyla farklilagtigina dair bir tartisma yapilmamaktadir.
Potter ve ekibi (2020) ise lniversite ogrencilerinin finansal kaygilari nedeniyle akademik
basarilarinin diistiigiinii ve bu durumun gelecek kaygisini artirdigini géstermektedir. Bu ¢calisma
da yalnizca tiniversite 6grencilerinin bireysel finansal kaygilar lizerine odaklanmakta ve bu
kayginin, farkli sosyo-ekonomik gruplar arasinda nasil farklilagtigina dair daha fazla bilgi
sunmamaktadir. Bu noktada, finansal kaygiin sadece bireysel basariy1 degil, ayn1 zamanda
bireylerin sosyal aidiyet duygusu, toplumla olan iligkileri ve kiiltiirel faktorlerle nasil
sekillendigi lizerinde de daha fazla analiz yapilmas1 gerektigi agiktir. Hohman ve arkadaslari
(2019), finansal giivencesizlik yasayan genclerin uzun vadeli kariyer planlamalarinda daha
fazla stres yasadiklarini vurgulamaktadir. Ancak bu bulgular, sadece finansal giivencesizligin
bireysel diizeyde nasil bir stres kaynagi olusturdugunu ele almakla kalmaktadir. Bu tiir bir stres,
sadece bireysel ekonomik belirsizliklerden degil, ayn1 zamanda sosyal esitsizliklerden ve
bireylerin icinde bulunduklar1 ekonomik baglamdan da kaynaklanabilir. Ornegin, gelismekte
olan iilkelerdeki gengler, finansal gilivencesizligin yani sira, daha genis toplumsal yapilar ve
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smifsal farklar nedeniyle daha derin bir gelecek kaygisi yasayabilirler. Tiirkiye’ de yapilan
cesitli calismalarda da benzer sonuglar elde edilmistir; Dinc ve arkadaslar1 (2025), Ozaydin ve
ekibi (2024) ile Oncii ve arkadaslar1 (2023) ekonomik krizlerin genglerin gelecek kaygisini
artirdigin1 ve finansal giivencesizligin psikolojik refaha olumsuz etkileri oldugunu ortaya
koymustur. Ancak, bu tiir ¢alismalarin ¢ogu, finansal kaygi ile gelecek kaygisi arasindaki
iliskiyi daha genis sosyo-ekonomik baglamlarda ele almay1 ve bu iliskinin toplumdaki sinifsal
esitsizliklerle nasil sekillendigini tartismay1 ihmal etmistir.

Aragtirmada, finansal kayginin go¢ niyetini artirdigina dair 6nemli bulgular elde edilmistir.
Ekonomik firsat eksikligi ve finansal belirsizlik, bireylerin daha iyi yasam kosullar1 arayisi
icinde go¢ etme egilimlerini giiclendirmektedir (Borjas, 2018; Czaika ve de Haas, 2014).
Bununla birlikte, bu bulgular genellikle ekonomik faktorleri tek basina ele almakta ve finansal
kayginin go¢ tiizerindeki etkilerini toplumsal yapilarla nasil iligkilendirdigini goéz ardi
etmektedir. Ornegin, Borjas (2018) ve Czaika ve de Haas (2014) ekonomik firsat eksikligi ve
finansal belirsizlikleri 6nemli faktorler olarak belirtirken, go¢ etme egiliminin toplumsal
baglamdan ve bireylerin sosyal cevrelerinden nasil etkilendigini daha ayrintili sekilde ele
almamaktadir. Bu, finansal kayginin sadece bireysel diizeydeki bir motivasyon unsuru
olmaktan ziyade, toplumda yerlesik olan esitsizlikler ve sosyal faktorlerle sekillendigini goz
oniinde bulundurmak gerektigini gosteriyor. Ogrenciler iizerinde gergeklestirilen galismalarda,
finansal belirsizliklerin bireylerin yurt disina go¢ etme olasiligini artirdigina dair bulgular elde
edilmistir (Aslany vd., 2021; Williams vd., 2018; Roman ve Vasilescu, 2016). Bu ¢aligmalar
da c¢ogunlukla finansal kaygiyi, daha genis sosyo-ekonomik yapilarin etkisinden
soyutlamaktadir. Aslany vd. (2021) ve Williams vd. (2018) gibi ¢aligmalar, finansal kaygiy1
incelemis olsalar da, bu kayginin, 6grencilerin egitim aldiklar1 kurumlar, aile yapilar1 veya
yasadiklar1 toplumda mevcut olan gelir esitsizlikleri ile nasil etkilesimde bulundugu iizerinde
durmamaktadir. Bu nedenle, finansal kayginin, sadece bireysel faktdrlere degil, ayn1 zamanda
toplumsal esitsizliklere ve sosyo-ekonomik hareketliligin sinirli oldugu ortamlarda daha
belirgin hale geldigi de vurgulanmalidir. Nefes (2020) ve Ramos (2019) ise disiik gelir
beklentileri ve i glivencesizliginin geng bireyleri go¢ etmeye tesvik ettigini ortaya koymustur.
Bu c¢alismalar finansal kaygiyr ekonomik faktorlerin disinda, psikolojik bir yiik olarak ele
almakta, ancak kaygilarin sosyal yapi ile nasil i¢ ige gectigini anlamak daha kapsamli bir
tartisma gerektirmektedir. Ornegin, diisiik gelir beklentileri, yalnizca finansal belirsizlikle ilgili
olmayip, ayni zamanda toplumsal sinif, sosyal hareketlilik (mobilite) ve esitsizlik algilariyla da
yakindan iliskilidir. Bu da gosteriyor ki, gé¢ etmeyi bir ¢oziim olarak goéren bireyler, sadece
ekonomik belirsizlikten degil, ayn1 zamanda mevcut toplumsal yapilar ve sinifsal farklar
nedeniyle de zorlanmaktadirlar. Demet Giingér ve Tansel (2008b), Tiirkiye’ deki iiniversite
mezunlarinin yurt digina go¢ etme egilimlerinin ekonomik giivencesizlik ile dogrudan bir iliski
icinde oldugunu belirtmektedir. Ancak, bu calisma da Tiirkiye baglaminda finansal kayginin
gb¢ niyeti lizerindeki etkilerini yalnizca bireysel bir diizeyde ele alirken, bu etkinin toplumda
var olan bolgesel esitsizlikler, sosyo-ekonomik sinif farklar1 ve sosyal aglar ile nasil sekillendigi
konusunda daha fazla agiklamaya yer verilmemektedir.
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Bu durum, Piketty’ nin (2015) gelir esitsizligi modelinden de anlasilabilir. Gelir esitsizliginin
artist, bireylerin sosyo-ekonomik hareketlilige olan inancini zayiflatmakta ve boylece goc etme
niyetlerini artirmaktadir. Bu model genellikle makroekonomik bir bakis agisiyla ele alinirken,
bireysel ve mikro diizeydeki faktorlerin etkilerini goz ardi etmektedir Benzer sekilde, Bourdieu
(1986) ekonomik ve sosyal sermayenin bireylerin go¢ kararlar1 iizerindeki etkisini
vurgulamaktadir. G6¢ eden bireyler yalnizca ekonomik kazang saglamakla kalmaz, ayni
zamanda yeni sosyal aglar ve kariyer firsatlar1 olusturarak sermayelerini artirmanin yollarini
aramaktadirlar. Bu ¢alismada ulasilan, finansal kaygi yasayan bireylerin gog¢ etme olasiliginin
daha yiiksek oldugu bulgusu, Bourdieu’ niin sermaye teorisiyle de tutarlilik gostermektedir.
Ancak, bireylerin go¢ kararlarinin yalnizca finansal durumlartyla sinirli olmadigini, aym
zamanda sosyal c¢evreleri ve kiiltiirel baglamlariyla sekillendigini de géz onilinde bulundurmak
Oonemlidir.

Bulgular, ekonomik esitsizlik algisinin gelecek kaygisini artirdigini géstermektedir. Bu bulgu,
adaletsiz gelir dagiliminin bireylerin ekonomik sisteme olan giivenini sarstifin1 ve gelecek
beklentilerini olumsuz yonde etkiledigini gosteren literatiirle paralellik gostermektedir (Chetty
vd., 2014; Wilkinson ve Pickett, 2018). Chetty et al. (2014) ve Wilkinson ve Pickett (2018),
gelir esitsizliginin bireylerin giivenini sarstigini belirtmislerdir. Ancak, bu giiven kaybinin
yalnizca ekonomik degil, ayn1 zamanda bireylerin toplumsal aidiyet ve sosyal deger algilar
tizerinde nasil bir etki yarattigina dair daha kapsamli bir tartisma eksikligini de
vurgulamiglardir. Bu baglamda, bireylerin yasadiklari toplumun ekonomik adalet algisinin,
gelecek kaygist iizerindeki etkisini anlamak i¢in, gelir esitsizligi ile psikolojik ve toplumsal
giiven arasindaki iliskiyi de incelemek gerekir.

Piketty (2015), ekonomik esitsizligin bireylerin uzun vadeli planlarini belirsiz hale getirdigini
vurgulamaktadir. Piketty (2015) nin analizleri ¢ogunlukla biiyiik 6l¢ekli ekonomiler ve global
kapitalizm tlizerine yogunlasmakta olup, bireysel diizeyde esitsizligin gelecek kaygisini artirici
etkilerini daha somut ve mikro diizeyde ele almamaktadir. Hauser ve Norton (2017) ise, gelir
esitsizliginin bireylerin sosyal hareketlilik beklentilerini azalttigin1 ortaya koymustur. Ancak
bu ¢alisma genellikle bireysel diizeyde gelir esitsizliginin etkilerini incelemekte ve toplumsal
yapilar1 goz ardi etmektedir. Ayrica ¢aligmada bireylerin sosyal hareketlilik beklentilerini
etkileyen yalnmzca gelir esitsizligi degil, aynm1 zamanda egitim firsatlari, toplumsal sinif ve
sosyo-ekonomik mobilite gibi etmenler de 6nemli bir rol oynamaktadir. Tiirkiye baglaminda
yapilan arastirmalar, ekonomik esitsizligin bireylerin gelecek planlar1 {lizerindeki etkilerini
inceleyen onemli bulgular sunmaktadir (Harman Yildiz ve Ozer, 2024). Ancak bu etkilerin
yalnizca bireysel diizeyde oldugunu belirtmistir. Oysa, Tiirkiye’ deki ekonomik esitsizlik, hem
gelir dagilimindaki dengesizlikler hem de toplumsal yapilarla iligkilidir ve bu nedenle, esitsizlik
algisiin sosyo-Kkiiltiirel faktorlerle nasil sekillendigine dair daha derinlemesine bir analiz
yapilmasi gerekmektedir. Gelecek kaygisinin, ekonomik esitsizligin sadece bireysel algilarla
degil, ayn1 zamanda toplumsal yapilarla sekillendigini kabul etmek, finansal kayginin daha
genis bir sosyal baglamda nasil etkili oldugunu anlamamiza yardimei olacaktir.
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Arastirmalar, algilanan ekonomik esitsizligin bireylerin go¢ kararlarmi etkiledigini
gostermektedir. Dustmann ve Gorlach (2016), bireylerin daha esitlik¢i ekonomik firsatlara
sahip llkelerde yasama isteginin go¢ egilimlerini artirdigini ortaya koymustur. Fakat, bu
iliskinin kiiltiirel faktorler, toplumsal yap1 ve gdgmen kabul eden iilkelerdeki sosyal sistemlerle
nasil sekillendigini daha detayli bir sekilde ele almamustir. Oysa, goc¢ kararlari, sadece
ekonomik firsatlar degil, ayn1 zamanda sosyal aglar, toplumsal sinif ve kiiltiirel uyum gibi
faktorlerle de bigimlenmektedir. Czaika ve Reinprecht (2020) ise, gelir esitsizliginin yiiksek
oldugu iilkelerde beyin gociiniin daha fazla oldugunu bulmuslardir. Bu bulgu, gelir
esitsizliginin sadece ekonomik firsatlar agisindan degil, ayn1 zamanda toplumsal ve kiiltiirel
adalet algilarindaki esitsizliklerden de kaynaklandigini disiindiirmektedir. Tirkiye’ de
yiritiilen arastirmalarda da benzer sonuglar elde edilmistir; Tutar vd. (2024), ekonomik
firsatlarin adaletsiz dagilimimin gen¢ bireylerin gd¢ etme kararlarimi pekistirdigini
gostermektedir. Calismada ekonomik firsatlarin adaletsiz dagilimi iizerine yapilan tespit,
sadece bireysel ekonomik kaygilart degil, ayn1 zamanda sosyal esitsizlikler, kiiltiirel normlar
ve toplumsal beklentiler gibi faktorleri g6z Oniinde bulundurmakla daha derin bir anlam
kazanabilir. Bu baglamda, ekonomik firsat eksikligi ile go¢ niyeti arasindaki iliski, yalnizca
finansal kaygilardan ziyade, bireylerin yasadiklar1 toplumdaki sosyal adalet algis1 ve sosyal
hareketlilik imkanlariyla da sekillenmektedir.

Arastirmanin bulgulari, ekonomik esitsizlik algisinin finansal kaygi ile gelecek kaygisi ve gog
niyeti arasindaki iligkide araci bir rol oynadigini ortaya koymaktadir. Bireyler, ekonomik
esitsizligi daha fazla algiladiklarinda, ekonomik sistemin adil olmadigina dair inanglar
gliclenmekte; bu durum da hem gelecek beklentilerini hem de gog¢ niyetlerini olumsuz
etkilemektedir (Lusardi ve Tufano, 2015; Borjas ve Bratsberg, 1996). Ancak, bu bulgular
genellikle ekonomik esitsizligin alg1 diizeyini bireysel bir mesele olarak ele almakta ve
toplumsal yapilar ile bireylerin algilarin1 sekillendiren diger sosyal faktorleri gbz ardi
etmektedir. Ornegin, Lusardi ve Tufano (2015) finansal kaygiy1, bireylerin mevcut gelir
durumlarina ve finansal giivenliklerine iliskin algilarina dayandirirken, bu algilarin daha genis
sosyo-ekonomik yapilar ve politik esitsizlikler tarafindan nasil sekillendirildigine dair daha
fazla tartisma yapilmasi gerektigi agiktir. Borjas ve Bratsberg (1996), ekonomik esitsizligin
bireylerin go¢ kararlarini nasil etkiledigini ele alirken, go¢ii yalnizca ekonomik firsatlar ve gelir
dagilimindaki esitsizlikle iligkilendirmektedir. Ancak, go¢ kararlari, yalnizca bireysel
ekonomik firsatlarla degil, ayn1 zamanda toplumsal yapilar, kiiltiirel baglamlar ve sosyo-
kiiltiirel faktorlerle de sekillenmektedir. Bu nedenle, go¢ niyeti lizerine yapilan aragtirmalarin,
sadece ekonomik esitsizligi degil, ayn1 zamanda toplumsal sinif, egitim diizeyi ve toplumdaki
esitsizlik algis1 gibi faktorleri de goz oniinde bulundurmasi gerektigi 6nemlidir. He vd. (2022),
ekonomik esitsizligin bireylerin finansal stresle basa ¢ikma yontemlerini olumsuz etkiledigini
bulmustur. Bu bulgu, finansal stresin bireylerin psikolojik refahini nasil etkiledigini
vurgularken, bu iliskinin daha fazla sosyo-Kkiiltiirel baglamda ve toplumsal yapilarla nasil
sekillendigi iizerine daha fazla inceleme yapilmasi gerektigini gostermektedir. Bu noktada,
finansal stresle basa ¢ikma mekanizmalarini yalnizca bireysel diizeyde incelemek yerine, bu
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mekanizmalarin toplumsal esitsizlikle ve sosyal yapidaki giic dengesizlikleriyle nasil iligkili
olduguna dair bir inceleme yapmak, bu konudaki literatiire onemli bir katk1 saglayacaktir.

5.2. Sonug

Bu calisma, finansal kayginin {iniversite 6grencilerinin gelecege dair belirsizlik algis1 ve go¢
niyetleri tizerindeki etkilerini, ayrica algilanan ekonomik esitsizligin bu iliskilerdeki aracilik
roliinii incelemistir. Elde edilen bulgular, finansal kayginin 6grencilerin gelecek kaygilarini
artirlp go¢ etme egilimlerini giliglendirdigini, ayn1 zamanda algilanan ekonomik esitsizlik
algisiin bu iligkilerde aracilik rolii oynadigini géstermektedir.

Arastirma, bireylerin finansal belirsizlik yasadiklarinda ekonomik sistemi daha adaletsiz
algiladiklarint ve bu alginin gelecege dair umutlarini azaltti§ini ortaya koymustur. Ayrica,
finansal kayginin gelecekle ilgili endiselerle dogrudan iligkili oldugu ve bireylerin uzun vadeli
plan yapmalarm zorlastirdigi goriilmiistiir. Ozellikle ekonomik firsatlarin kisitli oldugu
ortamlarda, 6grencilerin daha iyi ekonomik kosullar arayisinda go¢ etmeyi bir ¢6ziim olarak
gordiikleri belirlenmistir.

Bunun yani sira, algillanan ekonomik esitsizligin, bireylerin finansal kaygiyr nasil
deneyimlediklerini ve bunun sonucunda gelecege dair kaygi ve go¢ niyeti gelistirme
olasiliklarin1 6nemli Olgiide etkiledigi bulunmustur. Ekonomik firsatlar konusundaki
adaletsizlik algis1 arttik¢a, bireylerin toplumsal sistemin kendilerine esit firsatlar sunmadigina
dair hissetikleri belirsizlik de artmakta ve goc etme egilimleri ylikselmektedir.

Bu sonuglar, ekonomik esitsizliklerin bireylerin psikolojik ve ekonomik refahi {izerindeki
etkilerini anlamak bakimindan 6nemli ¢ikarimlar sunmaktadir. Finansal kayginin giderilmesi,
sadece bireysel miidahalelerle degil, ayn1 zamanda yapisal ekonomik reformlarla da ele
alinmalidir. Ozellikle iiniversite dgrencilerine ydnelik finansal destek programlari ve ekonomik
firsatlar1 artirmaya yonelik politikalarin gelistirilmesi, hem bireylerin refahini artiracak hem de
iilkelerinde kalma motivasyonunu gii¢lendirecektir. Gelecek kaygisinin azaltilmasi ve goc
egilimlerinin kontrol altina alinabilmesi i¢in, sosyal adaleti pekistiren ekonomik politikalarin
uygulanmasi elzemdir.

Sonug olarak, bu ¢alisma ekonomik esitsizligin bireylerin finansal ve psikolojik durumlarinm
nasil sekillendirdigine dair kiymetli bulgular sunmaktadir. Bu cergevede, gelecekte finansal
kaygi, ekonomik esitsizlik ve goc¢ egilimleri arasindaki iliskiyi daha genis orneklemler ve
boylamsal ¢aligmalarla ele almak, politika yapicilar i¢in daha saglam veriler saglayabilir.

5.3. Sinirhliklar ve Gelecek Galismalar igin Oneriler

Her bilimsel calismada oldugu gibi, bu arastirmanin da belirli stnirliliklarr bulunmaktadir. Tlk
olarak, calisma yalnizca bir devlet liniversitesinde 6grenim goéren 6grencilerle yliriitiilmiis olup,
elde edilen bulgularin farkli tiniversite tiirlerinde (6rnegin 6zel liniversiteler) 6grenim goren
bireyler icin dogrudan genellenmesi miimkiin degildir. Bu baglamda, gelecekteki
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arastirmalarda farkli sosyoekonomik arka planlara sahip tiniversite gruplar1 arasinda
karsilagtirmal1 analizler yapilmasi, modelin gecerliligini sinamak agisindan 6nemlidir.

Ikinci olarak, calismada demografik degiskenler olarak sadece yas, cinsiyet, maddi durumdan
memnuniyet ve algilanan finansal bilgi diizeyi dikkate alinmistir. Bu tercih, ¢calismanin temel
amaci olan finansal kaygi ve ekonomik esitsizlik algisinin go¢ niyeti ve gelecek kaygist
tizerindeki etkilerini analiz etmeye odaklanmasiyla ilgilidir. Ancak gelecekteki arastirmalarda,
bolgesel farkliliklar, aile gelir diizeyi, ebeveyn egitim durumu gibi daha genis demografik
degiskenlerin de modele dahil edilmesi, sosyo-ekonomik ¢esitliligin etkilerini daha
derinlemesine ortaya koyabilir.

Bu dogrultuda, farkli bolgelerden veya toplumsal kesimlerden bireyleri kapsayan, daha genis
ve temsili 6rneklemlere dayanan benzer yapisal modeller gelistirmek, elde edilen bulgularin
genellenebilirligini ve kuramsal katkisini artiracaktir. Ayrica, bu ¢alisma yalnizca katilimeilarin
Oznel finansal algilarina odaklanmis olup, gelecekte nesnel ekonomik gostergelerin (6rnegin
hane geliri, bor¢ diizeyi, calisma durumu gibi) dahil edilmesi, bulgularin kapsamini
genisletebilir.

Sonug olarak, bu ¢alismanin bulgulari, ekonomik esitsizlik ve finansal kayginin bireylerin
gelecek beklentileri ve go¢ kararlari iizerindeki etkilerini bir arada inceleyen modelleme
yaklasimlarina katki sunmakta ve bu ¢ergevenin farkli gruplar lizerinde test edilmesine yonelik
yeni arastirma alanlarina zemin olusturmaktadir.
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Katki Orani Beyani: Yazar calismayi tek basina gerceklestirmistir.
Destek ve Tesekkiir Beyani: Calismada herhangi bir kurum ya da kurulustan destek alinmamistir.
Catisma Beyani: Yazar herhangi bir ¢ikar catismasi olmadigini deklare etmektedir.

Bu calismada “Yiiksekdgretim Kurumlari Bilimsel Arastirma ve Yayin Etigi Yonergesi” kapsaminda
uyulmasi belirtilen kurallara uyulmustur.
Bu makale benzerlik tespit yazilimlariyla taranmistir.
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Abstract

The metaverse is rapidly emerging as a transformative digital ecosystem, reshaping how brands interact with
consumers through immersive, interactive experiences. In the fashion industry, this shift has significant
implications for both fast-fashion and luxury brands as they navigate new virtual retail environments. This study
explores how fashion retailers, particularly fast-fashion and luxury brands, are leveraging the metaverse to
transform consumer experiences, redefine brand engagement, and build digital brand identities. Through a
comprehensive literature review, the study examines the technological underpinnings of the metaverse, such as
virtual reality, artificial intelligence, blockchain, and NFTs, and analyzes how these tools are being strategically
adopted in fashion retail. Key applications, including gamification, virtual shopping environments, and NFT-based
digital assets, are assessed using real-life examples from global and Turkish fashion brands like H&M, Gucci, Kigili,
and Beymen. The research highlights that while fast-fashion brands prioritize accessibility and gamified
experiences on platforms like Roblox, luxury brands focus on exclusivity, digital scarcity, and immersive
storytelling. The study also presents a comparative analysis of the drivers and challenges each segment faces in
adopting metaverse strategies. It concludes by proposing future research directions focused on consumer
acceptance, the psychological impact of virtual engagement, and the evolving role of virtual influencers. This
study contributes to both academic literature and managerial practice by positioning the metaverse as a strategic
platform for innovation in fashion retailing, offering new pathways for brand differentiation, sustainability, and
consumer interaction.

Keywords: metaverse retailing, fast-fashion, luxury fashion, immersive shopping, digital transformation
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Metaverse ve Modanin Gelecegi: Hizli Moda ve Liiks
Moda Markalarinin Karsilastirmali Analizi

0z

Metaverse, markalarin tiiketicilerle etkilesimli ve surukleyici deneyimler araciligiyla iletisim kurma bigimini
yeniden sekillendiren dénustirici bir dijital ekosistem olarak hizla ortaya ¢ikmaktadir. Moda endistrisinde bu
degisim, yeni sanal perakende ortamlarinda yol alan hem hizli moda hem de liiks moda markalari igin dnemli
sonuglar dogurmaktadir. Bu calisma, 6zellikle hizh moda ve liiks markalar olmak tizere moda perakendecilerinin
tiketici deneyimlerini doénlstirmek, marka etkilesimini yeniden tanimlamak ve dijital marka kimlikleri
olusturmak icin metaverse’li nasil kullandiklarini arastirmaktadir. Kapsamli bir literatiir taramasi yoluyla, sanal
gerceklik, yapay zeka, blok zinciri ve NFT'ler gibi metaverse'lin teknolojik temelleri incelenmis ve bu araglarin
moda perakendeciliginde stratejik olarak nasil benimsendigi analiz edilmistir. Oyunlastirma, sanal alisveris
ortamlari ve NFT tabanh dijital varliklar gibi kilit uygulamalar, H&M, Gucci, Kigili ve Beymen gibi kiiresel ve Tirk
moda markalarindan gergek hayat 6rnekleriyle degerlendirilmistir. Arastirma, hizl moda markalarinin Roblox gibi
platformlarda erisilebilirlik ve oyunlastirilmis deneyimlere éncelik verirken, liiks moda markalarinin ise ayricalik,
dijital kitlik ve etkileyici hikaye anlatimina odaklandigini ortaya koymaktadir. Calisma ayrica her iki segmentin
metaverse stratejilerini benimserken karsilastigi itici glicleri ve zorluklari karsilagtirmali olarak analiz etmektedir.
Arastirma bulgularina gore tiiketici kabuli, sanal etkilesimin psikolojik etkisi ve sanal influencer'larin degisen rolii
lizerine odaklanan gelecekteki arastirma yonelimleri Onerilmistir. Bu c¢alisma, metaverse’d moda
perakendeciliginde yenilik icin stratejik bir platform olarak konumlandirarak, akademik literatiire ve yonetsel
uygulamalara katki saglamakta; marka farklilasmasi, strdurilebilirlik ve tiiketici etkilesimi icin yeni yollar
sunmaktadir.

Anahtar Kelimeler: metaverse perakendeciligi, hizl moda, liks moda, stirtikleyici alisveris, dijital dontsim
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1. INTRODUCTION

As the twenty-first century progresses, our world is being drastically altered by technological
advances. Digitalization has profoundly changed many facets of daily life, such as boundaries
within organizations, business activities, and education (Demirci et al., 2024). The Metaverse,
an immersive and interactive digital realm where the lines separating real-world and virtual
reality are blurred, is one such revolutionary invention (Al-Sharafi et al., 2024). The phrase
"metaverse," which is a composite of the words "meta," which means "transcendence," and
"universe," was first used in Neal Stevenson's science fiction book Snow Crash in 1992 to
describe a 3D virtual world with lifelike avatars (Park and Lim, 2023). Since Mark Zuckerberg
revealed that his firm would be rebranding from Facebook to Meta, the idea of metaverse has
gained a lot of attention in recent years as a means of characterizing a network of virtual worlds
that incorporate aspects of both the digital and physical environments (Kim, 2021).

An increasing body of scholarly research has started to examine the different facets of the
immersive metaverse (Dwivedi et al., 2022; Koohang et al., 2023; Mogaji et al., 2023).
Additionaly, as a new marketing platform, brands have begun to investigate whether and how
to enter this virtual environment in order to interact with their consumers and capitalize on its
potential (Park and Lim, 2023).

The term "Metaverse" refers to a digital environment that integrates elements of social media,
online gaming, augmented reality (AR), virtual reality (VR), and cryptocurrency to enable
virtual interaction between users (Belk et al., 2022). Metaverse describes a collective, long-
lasting network of shared virtual spaces that allow users to communicate with each other in a
way that is similar to how they would in real life (Park and Lim, 2023). Today, this new
technological innovation is reshaping various industries such as gaming, education, healthcare,
tourism and retail by introducing immersive, interactive, and innovative experiences. The
metaverse could be worth up to $5 trillion by 2030, according to a recent McKinsey study. This
could be one of the largest growth prospects for several industries in the ensuing ten years,
where numerous businesses have already experimented with innovative branding techniques
utilizing the metaverse (McKinsey, 2022).

Since metaverse has become more popular in recent years, the retail industry has demonstrated
interest in utilizing it to market and selling products (Alayli, 2023). The metaverse retail market
is expected to surpass $800 billion by 2024. As a result, retailers must explore how to tailor
their competitive approaches to the metaverse. For the retail industry, the metaverse is viewed
as a route through which brands can conduct promotional activities while saving money and
time and many retailer brands now focus their marketing efforts on the metaverse. Especially,
fashion retailers are among those that have realized the immense potential of the metaverse in
their business operations (Kolk, 2023). Younger consumers are attached to their digital displays
for almost eight hours every day in the modern world, forcing fashion firms to embrace new
technologies such as metaverse (Williams, 2021).
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Fashion brands leverage the metaverse as a dynamic and evolving platform to blend creativity,
technology, and customer engagement. H&M is the first fashion retailer to open virtual store in
the metaverse. Nike, Zara, Fendi, Prada, Louis Vuitton, United Colors of Benetton, Gucci, and
Balenciaga are a few of the well-known fashion labels that have already made their way into
the metaverse through games, virtual stores, fashion shows, and digital events (Dwivedi et al.,
2022; Profumo et al., 2024). Several Turkish brands have also started exploring metaverse
platforms as part of their digital transformation and consumer engagement strategies. For
instance, Sagra (the producer of Sarelle and Tadelle) became the first Turkish chocolate brand
to enter the metaverse by launching a virtual chocolate factory. In the fashion retail industry,
LC Waikiki and FLO initiated pilot projects that included NFT fashion collections and virtual
showrooms, aiming to engage Gen Z consumers through Web3 technologies (Kara, 2022;
Onder, 2022).

The aim of this study is to make an understanding of metaverse concept and its importance for
fashion retailers, especially how fast-fashion and luxury fashion brands benefit this immersive
technology differently to create outstanding consumer experiences. Despite the growing interest
in the metaverse across various industries, academic research on its strategic applications in
fashion retailing remains limited and fragmented. Most existing studies focus broadly on digital
transformation or examine isolated metaverse tools without offering an integrated
understanding of how fashion brands are adapting holistically. Moreover, little attention has
been paid to the comparative strategies of fast-fashion and luxury fashion segments, which
differ significantly in their brand positioning, consumer engagement, and technological
adoption (Kniazeva et al., 2024). This study addresses this gap by providing a structured
literature-based analysis of how fast-fashion and luxury brands uniquely navigate the
metaverse. By contrasting their motivations, challenges, and immersive applications, the
research offers novel theoretical insights into branding, consumer experience, and digital
innovation, while also offering practical guidance for fashion managers seeking to implement
metaverse-based strategies tailored to their market segment.

2. LITERATURE REVIEW
2.1. Metaverse: Definition, Key Features and Technologies

The term "metaverse", gained popularity in 2020, refers to a collective virtual shared space,
merging physical and digital realities, where users interact through digital representations of
themselves known as avatars in immersive environments through advanced technologies
(Dwivedi et al., 2022). The Metaverse is an open, decentralized, autonomous ecosystem that
revolves around interactions and content created by users (Song et al., 2023). The COVID-19
pandemic served as a critical catalyst for the acceleration of digital transformation and
significantly contributed to the emergence of the metaverse as a viable and strategic concept.
During the pandemic, widespread lockdowns and physical distancing measures necessitated a
shift toward virtual solutions across sectors—ranging from remote work and online education
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to digital commerce and entertainment. Consequently, people and institutions relied more and
more on immersive technologies like 3D collaboration tools, augmented reality (AR), and
virtual reality (VR), which together created the groundwork for metaverse settings (Dwivedi et
al., 2022; Toraman and Gegit, 2023).

Artificial intelligence (Al), virtual reality (VR), augmented reality (AR), mixed reality,
extended reality (XR), digital twin, blockchain technology, machine learning and the Internet
of Things are some of the technological building blocks that make up the metaverse's
fundamental design (Periyasami and Periyasamy, 2022; Profumo et al., 2024). These
technologies have made it possible to build the Metaverse environment by offering technical
assistance and opportunities for its construction within various fields and industries. These
technologies' general functions can be outlined as follows (Yang et al., 2022):

Artificial Intelligence (Al) facilitates intelligent virtual agents in the metaverse, improves user
interactions, and automates processes. Artificial Intelligence (AI) plays a pivotal role in
enhancing the metaverse experiences of fashion retailers by enabling personalized, efficient,
and interactive virtual environments. Al-powered virtual try-on technologies allow customers
to visualize how garments or accessories would look on them without physical interaction with
the help of virtual showrooms (Singh, 2024).

Interactivity technologies are essential to making the metaverse immersive, being more than
only virtual by incorporating a perspective of extended reality (Koohang et al., 2023). Extended
reality in the context of the metaverse refers to the umbrella term encompassing immersive
technologies such as Virtual Reality (VR)- fully virtual environments, Augmented Reality
(AR)- enhanced real-world views with digital overlays, and Mixed Reality (MR)- dynamic
combinations of AR and VR (Dwivedi et al., 2023). Through technological devices like virtual
reality headsets and tactile gloves, they enable users to visually experience the metaverse more
than conventional gadgets like laptops and smartphones. There are plenty of different
applications of the extended reality in metaverse, for example AR-powered virtual try-ons and
MR-enhanced in-store navigation are used in retail industry. AR-enabled virtual try-ons bridge
the gap between online and in-store buying by enabling customers to see items, like apparel or
accessories, on themselves without having to engage with the object (Patnaik et al., 2024).

Digital twins are utilized in the metaverse to produce incredibly realistic, dynamic, and
interactive digital replicas of real-world objects, facilitating data sharing and analysis in real
time. They can be used by fashion retailers to create and test new product displays and store
layouts. By designing more efficient and enticing store layouts, digital twins can assist retailers
in a metaverse environment to improve the shopping experience and boosting sales outs.
(Lumbroso, 2022; Tam and Lung, 2024). For example, Tommy Hilfiger developed a digital
twin of its physical showroom, allowing wholesale buyers to interact with garments virtually.
Also, Nike’s Swoosh platform includes virtual sneaker twins—digital versions of physical Nike
shoes that can be worn in metaverse games and AR (Geniomode, 2023).
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Blockchain serves as the underlying infrastructure for managing digital assets in the metaverse.
It ensures transparency, security, and decentralization in transactions, allowing for the seamless
transfer and verification of asset ownership. The digitalization of assets as one of the key
features of metaverse, refers to the process of converting physical or traditional assets into
digital formats or representations that can be managed, traded, and utilized within virtual
environments (Truong et al., 2023).

Machine Learning (ML) is critical to the metaverse's development and enhancement,
contributing to areas such as user experience, security, and applications for retailers. By
delivering recommendations and personalized information based on user behavior and
preferences, machine learning algorithms increase user engagement, especially for fashion
retailers (Sayem, 2022).

The Internet of Things (IoT) plays a critical role in the metaverse by connecting physical devices
and systems to the virtual world, enabling real-time data exchange and interaction between the
two The Internet of Things (IoT) can be utilized in the Metaverse which converts real-time loT
data from the physical world into a digital reality in the virtual world. The IoT can also enhance
online shopping experiences in virtual fitting rooms, where users' body movements are tracked
by IoT sensors. (Li et al., 2022).

These foundational technologies have enabled new retail models that extend beyond traditional
commerce. In the following section, we examine how these innovations are reshaping the
structure and logic of retail through the lens of metaverse retailing.

2.2. Metaverse Retailing

The term "metaverse retailing" refers to online retail operations that take place in a virtual
reality setting, enabling full trade and experiencing processes (Dwivedi et al., 2022). The
evolution of retailing reflects a continuous adaptation to technological advancements. The retail
industry has transitioned from brick-and-mortar to internet buying in recent decades, and now
the metaverse has emerged (Tam and Lung, 2024). Figure 1 shows each different phases from
traditional retailing- product oriented to place/location-oriented phase as e-retailing and then to
user/experience-oriented phase as metaverse retailing. Each stage in this progression highlights
a significant transformation in how retailers engage with consumers and deliver value.

Traditional retailing focuses on physical stores where consumers deal with merchandise and
salespeople in person. By emphasizing face-to-face interactions, this strategy promotes
interpersonal relationships and offers quick access to products. This stage emphasizes location-
based strategies, visual merchandising, and a tactile shopping experience. Traditional retail was
upended by the internet's introduction in the 1990s, which led to the emergence of e-commerce
sites like Amazon and eBay. Retailers were able to access a worldwide audience through these
channels, providing ease and a wider range of products. The introduction of social media sites
like Facebook in the middle of the 2000s encouraged more people to use the Internet (Ali and
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Khan, 2023). E-commerce has brought data-driven marketing techniques and customized
product recommendations. This stage signales a dramatic change in customer behavior since
internet buying provides price transparency and accessibility. Then, retailers adopted an
omnichannel approach to integrate physical and digital shopping experiences seamlessly. This
strategy emphasizes creating a unified customer journey across online stores, mobile apps, and
physical outlets. Real-time inventory updates, mobile payments, and click-and-collect services
are notable examples of this stage, which connects traditional and online retailing (Verhoef et
al., 2015). Then companies began to prioritize engagement over transactions by offering events,
pop-up stores, and immersive brand experiences, with the rise of experiential retailing. This
phase emphasized building emotional connections with consumers, leveraging storytelling and
interactive displays, paving the way for metaverse retailing (Dwivedi et al., 2022; Dwivedi et
al., 2023; Eggenschwiler et al., 2024).

As retail evolves toward immersive and experience-driven models, fashion brands stand at the
forefront of this transformation. The next section explores how the fashion industry, with its
emphasis on innovation and identity expression, is adapting to and leveraging the metaverse.

2.3. Metaverse in the Fashion Industry

Recently, metaverse platforms enable fashion brands to market digital goods and provide
unique brand experiences (Park and Lim, 2023). But the digitalization of the fashion industry
began prior to the metaverse era and developed through several phases. The fashion industry
digitalized through e-commerce platforms in the mid-1990s, with pioneers like Amazon
(initially a book retailer) and Zappos (online shoe sales). Then, from the beginning of 2005,
social media platforms such as Facebook, Instagram, and Pinterest became the main drivers of
digital fashion to showcase collections, interact with consumers, and gather insights. According
to Bourlakis et al. (2009), the use of the metaverse in digital marketing and fashion retail goes
back to the early 2010s. Early versions of the metaverse were virtual worlds that were accessible
online, usually in the form of massively multiplayer online role-playing games (Park and Lim,
2023). Second Life, launched by Linden Lab in 2003, as a pioneering online virtual world that
allows users to create avatars, interact with others, and build and trade virtual property is an
early example of a metaverse platform, providing insights on virtual economies, social
interactions, and user-generated content (Demirci et al., 2024).
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Figure 1. Evolution of retailing: From traditional to Metaverse
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Several well-known fashion firms such as Adidas, Calvin Klein, Lacoste have used Second Life
to interact with customers and promote their goods prior to the current wave of metaverse
platforms. For example, American Apparel, US-based fast-fashion retailer, opened a Second
Life virtual store where customers could buy digital versions of their clothes in 2006. Also
Reebok's Second Life virtual store, which let users design personalized Reebok shoes for both
their avatars and their real-life selves, was one of the more popular examples. In its first ten
weeks of operation, the company claimed to have distributed over 27,000 pairs of digital shoes
(Kuntze et al., 2013).

Then, during the COVID-19 pandemic, retailers have started to adopt Al and big data analytics
to understand customer preferences and optimize inventory management. After the COVID-19
pandemic, brands transitioned to digital fashion shows and livestreamed events. The metaverse
can enhance current e-commerce procedures for fashion brands and produce distinctive
consumer experiences because of the range of applications and advantages in the buying
experience (Joy et al., 2022).

This historical overview demonstrates the evolving digital landscape of the fashion industry
and sets the stage for examining how brands engage with metaverse technologies. To
systematically explore the commonalities and differences in metaverse strategies between fast
fashion and luxury brands—and to identify theoretical and managerial insights—the following
section presents the scoping literature review employed in this study.
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3. METHODOLOGY

This study adopts a scoping literature review methodology to investigate how fast-fashion and
luxury fashion brands are adopting metaverse technologies. Given the novelty and rapidly
evolving nature of the metaverse, a scoping review was deemed appropriate as it allows for
mapping existing knowledge, identifying emerging themes, and integrating both academic and
industry-based insights (Arksey and O’Malley, 2005; Pham et al., 2014). Unlike systematic or
bibliometric reviews, which typically focus on evaluating the quality or citation patterns of
studies, the scoping approach provides the flexibility to explore diverse and interdisciplinary
sources relevant to a new and under-theorized domain. Since the topic of metaverse retailing
research for fashion brands is still in its early stages, the study is predicated on a thorough
examination of the pertinent academic literature and articles of industry experts on fast-fashion
and luxury fashion brands applications, opportunities and challenges.

The data collection process involved identifying both academic and industry-based secondary
sources mostly published between 2020 and 2025. The literature search was conducted through
databases such as Scopus, Google Scholar, and Web of Science, as well as reputable industry
platforms including Vogue Business, Business of Fashion, Forbes, Deloitte, and McKinsey.
This methodology not only strengthens the academic rigor of the study but also bridges
theoretical perspectives with practical insights in the evolving domain of digital fashion
retailing. Keywords included "metaverse retailing," "fast-fashion in metaverse," "luxury
fashion in metaverse," and "virtual fashion retailing".

Furthermore, this study deliberately distinguishes between fast-fashion and luxury fashion
brands in its analysis. This segmentation is essential due to the fundamentally different
strategic, operational, and consumer engagement models that characterize each category. While
both segments have shown interest in the metaverse, their motivations and implementations
significantly diverge (Kniazeva et al., 2024). By comparing these two contrasting category, the
study gives a more nuanced understanding of how the metaverse is transforming fashion
business in various market situations and customer expectations.

4. FINDINGS

To better address the research questions posed in this study—namely, how fast-fashion and
luxury fashion brands are adopting metaverse technologies, and what opportunities and
challenges they face—this findings section is organized around key thematic areas that emerged
from the literature. These include (1) the general adoption of the metaverse in fashion retailing,
(2) the motivational drivers behind brand adoption, (3) the technological and strategic
challenges encountered, and (4) the specific applications such as gamification, NFTs, and
virtual shopping experiences. This structure enables a comparative analysis between fast-
fashion and luxury fashion segments, aligning closely with the study’s aim to highlight the
strategic divergence and convergence in their metaverse engagements. Real-life brand cases
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such as Gucci, Nike, Zara, Balenciaga, as well as Turkish brands like Beymen and Kigil1, were
used to compare the strategic orientation of fast-fashion versus luxury fashion segments.

4.1. Metaverse Adoption of Fashion Retailers

Metaverse has long been on the agenda of marketing researchers and presents a compelling
value proposition. After examining recent literature on fashion retailing in metaverse, it is
anticipated that the metaverse will drastically alter how customers engage with the digital world
and transform the retail industry (Hu et al., 2025; Yoo et al., 2023). According to Al-Adwan et
al. (2025), it is not merely an advancement in e-commerce but rather a radical change in the
way goods, services, and experiences are provided. Recent research pointed out that the
Metaverse has the potential to digitally modify various parts of our lives, including how we
buy, shop and consume fashion (Patruti et al., 2023).

The metaverse presents opportunities and obstacles for both fast fashion and luxury brands.
However, their strategies, motivations, and challenges differ based on their distinct business
models, target audiences, and value propositions (Kniazeva et al., 2024). The current study tries
to make a comparative analysis of the driving and challenging forces behind fashion brands’
entry into the metaverse environment.

4.2. Motivations: Driving Forces of Fast Fashion and Luxury Brands Entering the Metaverse

Recent research has identified potential key motivations and opportunities for fashion brands
in conjunction with the metaverse. Both luxury and fast fashion firms use metaverse retailing
to develop new revenue streams through digital collectibles, virtual fashion, and NFTs (Donvito
et al., 2024).

Similarities: The goal of both luxury and fast-fashion firms is to increase brand engagement
through the development of involving, interactive virtual world experiences. Especially, they
may want to reach Millennials and Gen Z, who are used to avatars, gaming, and digital
shopping. Young, digital-native consumers spend time in gaming environments, making them
key spaces for fashion brands. In order to appeal to Generation Z, Zara has created six looks
that work with a variety of games and apps on the "Ready Player Me" platform. Louis Vuitton
created a metaverse game, "Louis the Game," offering collectible NFTs and digital fashion
items (Alonso, 2022; Kniazeva et al., 2024).

Also, both categories of fashion brands are partnered with digital influencers and virtual avatars
to engage with younger audiences. They collaborate with micro-influencers and content
creators to make fashion trends more accessible (Eggenschwiler et al., 2024). Gucci and Dior
work with high-profile celebrities, mega-influencers, and fashion bloggers to maintain
exclusivity. Dior’s global ambassador and K-pop star, Jisoo promotes digital luxury through
social media activations, virtual campaigns, and NFT collaborations (Business Wire, 2022).
Fast-fashion brands like Forever 21 are increasingly leveraging virtual influencers and digital
platforms to engage with Gen Z consumers. For instance, Forever 21 collaborated with Barbie
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to launch a limited-edition collection available both in physical stores and on the metaverse
platform Roblox (Walk-Morris, 2022).

Fast and luxury fashion companies perceive the metaverse as a sustainable tool that reduces
waste, excess manufacturing, and carbon emissions (Yan, 2022). Virtual clothing enables
brands to test ideas before mass manufacturing, hence eliminating extra inventory. Balenciaga
uses 3D digital fashion design to test silhouettes, textures, and patterns before producing real
garments. H&M launched "H&M Looop Island" on Roblox, a virtual space where players can
create and try on digital clothing. The brand tests designs digitally before manufacturing them
in real life, reducing physical waste (Kniazeva et al., 2024; Sayem, 2022).

Differences: Luxury and fast-fashion brands adopt distinct metaverse strategies, reflecting their
unique brand identities, target audiences, and market positions (Noris et al., 2021). To reach a
broad audience, fast fashion firms emphasize price, accessibility, trendiness, and gaming
collaborations. Luxury brands prioritize exclusivity, digital scarcity, NFT authentication, and
high-end virtual couture in order to maintain their status and high brand value. Luxury fashion
brands invest in advanced technologies like NFTs to offer unique digital assets, reinforcing
their commitment to innovation and exclusivity. These digital collectibles often serve as status
symbols within virtual communities. For example, Gucci released limited edition virtual
sneakers on the Roblox platform, which can only be worn in the digital world, but their scarcity
made them highly desirable among virtual users (Hahn, 2021). On the other hand, fast-fashion
brands experiment with digital fashion shows and virtual storefronts in the metaverse with the
goal of improving customer engagement and expediting the purchase experience. To appeal to
younger audiences, their strategy frequently incorporates interactive features and gamification
(Patruti et al., 2023).

Both fast and luxury fashion companies target young and tech-savvy consumers, but fast
fashion brands target mostly Gen Z, who are highly active in gaming and social media and on
the other hand, luxury brands mostly target high-net-worth Gen Z individuals and digital
collectors who are interested in exclusivity and status. Brands like Zara, Forever 21, and H&M
create virtual stores and experiences on Roblox and Zepeto, where Gen Z users already interact.
With the hope of increasing sales of actual physical products, luxury brand owners are drawn
to selling virtual goods through the metaverse in order to establish their brand value with a
youthful, tech-savvy consumer base (Um et al., 2025).

4.3. Challenges: Difficulties of Fast Fashion and Luxury Brands Entering the Metaverse

As both fast fashion and luxury brands venture into the metaverse, they encounter a blend of
shared and distinct challenges. These obstacles arise from technological adaptation and
restrictions, customer acceptance barriers, concerns about sustainability, data security and
privacy (Tavman, 2024). They also face unique challenges aligned with their distinct business
models and brand identities as brand positioning issues (Chrimes and Boardman, 2023).
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Similarities: Both luxury and fast-fashion brands must invest in digital infrastructure, including
3D modeling, augmented reality (AR), virtual reality (VR), and blockchain technologies to
create immersive and secure virtual shopping experiences (Dwivedi et al., 2022). Creating
virtual stores, digital garments, and immersive experiences requires substantial investment in
VR/AR, blockchain, Al, and gaming technology. Fashion firms must make sure that they are
familiar with the software and that their staff members have the digital skills necessary to
successfully navigate this digital environment before attempting to enter the metaverse to avoid
high financial risks (Koohang et al., 2023).

Consumer adoption is another challenge that fashion brands face in creating consumer
willingness to engage in virtual spaces. While Gen Z is more inclined toward digital fashion,
older consumers may struggle with adopting metaverse shopping experiences. Customers'
willingness to interact in virtual environments is essential to the success of metaverse projects.
It is difficult for brands to inform their consumers about the metaverse and give them strong
incentives to join (Park and Lim, 2023).

When brands and customers embrace the metaverse, data and privacy concerns will remain at
the top of their minds. Regardless of retailer type, fashion brands must set up strong digital
rights management systems since the digital sphere makes it difficult to protect designs and
products from illegal dublication (SanMiguel et al., 2024). Also, due to the significant energy
consumption of metaverse technologies, both luxury and fast-fashion firms that use blockchain
for digital assets are under scrutiny, raising questions about their potential effects on the
environment (Chrimes and Bordman, 2023).

Differences: In terms of technological infrastructure investment, luxury and fast-fashion brands
have different challenges based on their business models. Fast fashion companies may find it
difficult to justify the significant expenditures necessary for metaverse integration given their
low-cost, high-volume business model. On the other hand, luxury firms must make sure that
their digital offers match the superior craftsmanship and uniqueness of their physical products,
even if they frequently have greater financial resources. This could result in even higher
development expenses (Hu et al., 2025).

The difficulty for luxury fashion firms is to strike a careful balance between meeting the
increasing needs of their customer base and maintaining their exclusivity. In contrast, fast
fashion companies are using internet platforms more to reach new customers and cut expenses
related to physical stores Fast fashion companies' primary objective is to make revenue by
quickly adapting to the constantly shifting tastes of fashion-conscious consumers (Kniazeva et
al., 2024).

Luxury and fast-fashion companies face distinctive sustainability challenges as they expand
into the metaverse. Implementing the precise craftsmanship used by luxury brands in the digital
environment necessitates tremendous resources and creativity, which may lead to greater
energy consumption and environmental effect. While virtual clothing prevents physical waste,
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the marketing of synthetic materials in digital designs by fast-fashion companies may
unintentionally favor the continued use of environmentally toxic substances in physical
manufacturing (Blazquez, 2024).

4.4. Metaverse Applications in Fashion Retailing: Real Life Examples

Recent research has pointed out that there are three main applications of metaverse for fashion
retailers as Gamification, Non-Fungible-Tokens (NFTs), and Virtual Shopping (Mogaji et al.,
2023; Park and Lim, 2023; SanMiguel et al., 2024).

4.4.1. Gamification: Engaging Consumers in Virtual Worlds

The metaverse originated from gaming, and due to the variety of activities they provide, games
remain the most popular digital place in this regard. Online gaming platforms are among the
most flexible and convenient methods to access Metaverse because they allow users to do more
than just play; they also allow them to shop, interact, make money, and even attend events
(Shahriar, 2023). Gamification in metaverse retailing refers to the integration of game-design
elements into virtual retail environments to enhance consumer engagement, satisfaction, and
purchasing behavior. Game and virtual worlds platforms play a crucial role in fashion
businesses' metaverse strategy since they enable consumers to create avatars and express
themselves through virtual apparel or 'skins'. Giving customers the option to personalize their
avatars encourages a feeling of identification and a sense of belonging in the virtual world.
Increased pleasure and a closer bond with the brand can result from this customization. Thus,
several companies have made insertions into well-known and popular video games (Periyasami
and Periyasamy, 2022). To make the buying experience more interesting, fashion retailers also
use game-like elements including challenges, incentives, and interactive storytelling. To
improve exploration and engagement, virtual treasure hunts or quests, for instance, can guide
shoppers to products within a metaverse store (Al-Adwan et al., 2025).

Both luxury and fast-fashion brands are leveraging various gaming platforms within the
metaverse to engage consumers. One of the most common metaverse strategies for many
fashion companies has been working with already-existing game platforms, such as Roblox and
Zepeto (Bain, 2022). Apart from gaming platforms, fashion brands have also looked into
creating branded virtual worlds which are digital platforms like The Sandbox, Decentraland,
and Second Life where users build their own avatars to play and interact with one another (Park
and Lim, 2023). Even though both types of fashion brands use every gaming platforms, luxury
fashion brands focus on exclusivity and high-end storytelling in the metaverse, and they mostly
use blockchain-based platforms and high-graphic immersive games such as Sandbox and
Fortnite. On the other hand, fast-fashion brands prioritize high-engagement and customization-
friendly platforms like Roblox and Zepeto, appealing to a broader audience (Bakshi, 2022).

As a luxury brand, Gucci introduced Gucci Garden, an immersive virtual fashion space in
Roblox where players could purchase and wear limited-edition digital Gucci items. The Gucci
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Garden virtual tour provides guests with the opportunity to browse shops, bookstores, and
galleries while simulating customer traffic, clocks, and birds to give the impression that they
are actually there (Chrimes and Bordman, 2023). In the Sandbox platform, as the first
significant luxury brand to create its own universe within the metaverse platform, Gucci also
launched Gucci Vault Land to offer users an immersive journey into the brand's legacy and
creative vision with various interactive activities and showcases. Mini-games that showcase
Gucci's fundamental principles are available for visitors to play. In order to teach participants
about the brand's history in an entertaining way, the "Vault Vintage Lab," for example, allows
users to restore historic Gucci handbags, and the "Vault Room of Rhyme" tests them with
riddles (Schulz, 2022a).

As one of the pioneers in the fast-fashion industry, H&M also developed "Loooptopia," a
circular fashion gaming experience promoting sustainability through virtual design and
recycling activities in Roblox (Al-Adwan et al., 2025). Through Loooptopia, H&M created a
virtual world where users could explore 3D interactive H&M stores that replicates aspects of
H&M’s physical stores. Loooptopia incorporates gamification by offering interactive
challenges. For example, users might complete fashion quizzes, styling contests, and earn
rewards that can be used to redeem in virtual or real store. Also, Loooptopia is promoting
sustainable fashion practices. The platform encourages users to engage in activities that
simulate the circular fashion economy. For example, users can design and recycle digital
garments, earning rewards or unlocking new features by making sustainable choices (Edelson,
2023).

The use of gamification in the metaverse has been more common among international firms,
but Turkish fashion brands are also starting to experiment with these digital strategies. Kigili,
one of Turkey’s well-known men’s clothing retailers opened its first metaverse store in January
2023, which features interactive elements that resemble gamified experiences. Customers can
accumulate points through various in-store interactions that may later be redeemed for
discounts or exclusive digital items (Buz, 2023). Also, Beymen, a leading Turkish luxury
fashion brand, has effectively incorporated gamification within the metaverse to enhance
consumer engagement and brand interaction with a game named "Find Bella". In this campaign,
Beymen introduced a virtual influencer named Bella within the Decentraland platform. Users
were encouraged to participate in a gamified experience by locating Bella in the virtual
environment (Basev, 2024).

4.4.2. Non-Fungible Tokens: Digital Brand Assets

A Non-Fungible Token (NFT) is a blockchain-based digital asset that associates ownership with
distinct digital or physical objects. A NFT's uniqueness and inimitable nature allow users to
own a real digital property, unlike digital files that can be shared and swapped online
indefinitely without belonging to someone (Fonarov, 2022).
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Both luxury and fast-fashion brands are exploring the use of NFTs within the metaverse, though
their levels of engagement and strategic approaches differ. NFTs are used by luxury fashion
firms to produce digital versions of their goods, which strengthens the idea of exclusivity and
scarcity. By providing limited-edition digital products that replicate the exclusivity of real
goods, this approach is consistent with conventional luxury standards. Customers looking for
distinctive virtual goods may find brands more prestigious and appealing as a result of this
digital scarcity (Murtas et al., 2024). In contrast, fast-fashion brands have been slower than their
luxury counterparts to embrace NFTs and metaverse technology. They participate in the
metaverse less frequently and through fewer NFT-related projects. The luxury and fast-fashion
segments may have different target markets, brand positioning, and budget allocation, which
could account for this discrepancy (SanMiguel et. al., 2024).

In May 2021, Gucci collaborated with the online gaming platform Roblox to launch a virtual
version of its iconic Dionysus Bag as part of the "Gucci Garden Experience". Gucci’s Dionysus
Bag NFT was sold for more than the physical version, reinforcing digital luxury (Chrimes and
Boardman, 2023). Gucci also partnered with Superplastic as a global entertainment company
that specializes in creating and managing animated synthetic celebrities, to launch the 10,000-
piece NFT series called Supergucci, which combines handcrafted ceramic sculptures with
digital tokens with handcrafted ceramic sculptures. This project is a reflection of Gucci's
approach to integrating digital innovation with traditional craftsmanship (Schulz, 2022b).

While luxury brands have been more prominent in this space, certain fast-fashion retailers have
initiated notable NFT projects. By using NFTs to connect physical and digital products, fast-
fashion businesses are experimenting with "phygital" experiences. Customers can now possess
both a physical fashion item and its digital counterpart, which can be utilized in virtual settings
(McDowell, 2024).

Nike has been a pioneer in integrating NFTs into its brand strategy. In December 2021, Nike
acquired RTFKT, a leading brand that leverages cutting-edge innovation to deliver next-
generation collectibles merging culture and gaming. This acquisition led to the launch of the
"CryptoKicks" NFT collection, comprising 20,000 virtual sneakers (Ryder, 2023).

In May 2022, Kigili introduced Turkey’s first wearable NFT clothing products during a
holographic fashion show, marking a significant step in blending traditional fashion with digital
innovation. After this, Kigili opened a store in the metaverse in January 2023, further extending
its online presence. Customers might engage with the brand's collections in a digital setting by
using this virtual store's augmented reality (AR) shopping experience. Customers can earn
points at the metaverse store by using discount coupons, tokens, and brand NFTs positioned all
over the place. The interactive shopping experience can be improved by using these points to
gain access to unique NFT series and special events (Buz, 2023). As a fundamental component
of its metaverse strategy, Beymen uses NFTs as digital collectibles and incentive systems. The
"Find Bella" campaign reinforced the idea of digital exclusivity and ownership by awarding
NFTs as prizes. These NFTs served as both extensions of brand identification and badges of
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participation, which was consistent with premium branding tactics that emphasize
customization and exclusivity (Basev, 2024).

4.4.3. Virtual Shopping: Unique Brand Experiences

The metaverse enhances unique shopping experiences for consumers by offering immersive,
interactive, and personalized environments that blend virtual and physical retail elements. It has
completely changed how consumers connect with companies, especially since these platforms'
rich digital worlds enable extremely engaging interactions between fashion brands and online
shoppers (Park and Kim, 2025).

AR-based "virtual try-ons" and VR-based "virtual fashion shows/showrooms" were two of the
most popular ways to improve the shopping experience in metaverse (Holland, 2022). At the
intersection of virtual and physical retail, the metaverse enables "phygital" encounters.
Customers can easily switch to buying tangible goods after exploring virtual stores and
interacting with digital product representations. Convenience and a seamless shopping
experience are provided by this connection in both offline and online environments. For
example, businesses are creating AR smart glasses to improve in-store experiences by fusing
digital data with in-person purchases (Patil et al., 2025).

Retailers can use gamified aspects and Al-driven recommendations to create individualized
buying experiences in the metaverse. In Roblox, Nike built a metaverse environment called
Nikeland where users may connect, play minigames with a sports theme, and personalize their
avatars with Nike virtual clothing. This program encourages peer-to-peer connection and
community-driven participation through user-generated content (Patil et al., 2025). Tommy
Hilfiger took part in Metaverse Fashion Week (MVFW) on Decentraland, where consumers
could purchase digital wearables and view digital copies of the brand's most recent collection.
The platform created a highly customized experience by letting users engage with rare, limited-
edition goods and customize their avatars (Dieck et al., 2023).

Another important factor, virtual influencers—computer-generated personas designed to
engage audiences on digital platforms—are increasingly shaping consumers' fashion shopping
experiences within metaverse environments. Lil Miquela, a virtual influencer with over 2.8
million Instagram followers, has collaborated with brands such as Calvin Klein, Dior, and Prada
to promote their collections. As bridging the gap between digital and physical retailing, virtual
influencers may easily combine online advertising with in-store shopping. (Powers, 2019).

As a luxury fashion brand, Burberry's "Wrapped in Burberry' holiday campaign included the
introduction of an immersive virtual scarf try-on feature in November 2024. With this
experience, users could see how different Burberry scarves would appear on them in real time
using cutting-edge online 3D and augmented reality (AR) technologies (Kim, 2024).

Forever 21, as one of known fast-fashion brands, has enhanced its consumers' shopping
experience within metaverse platforms, particularly through its collaboration with Roblox.
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In December 2021, the brand launched Forever 21 Shop City, a virtual retail experience that
allows users to own and manage personalized fashion stores. Users can design their virtual
stores by selecting locations, decorating interiors, and customizing exteriors with various
architectural themes. Players engage in activities such as stocking inventory, assisting
customers, operating cash registers, and hiring employees, simulating real-world retail
operations (Lentini, 2021).

Turkish fashion brands are increasingly exploring metaverse platforms to enhance consumer
shopping experiences. Kigili’s virtual store offers an augmented reality (AR) shopping
experience, allowing customers to interact and socialize through their avatars. Customers are
greeted by a virtual store assistant who provides information about the store's layout and
collections. Kigili's metaverse store uses gamification elements to increase user engagement.
Tokens, brand NFTs, and discount coupons positioned around the virtual environment allow
users to earn points. Benefits like entry to exclusive NFT series and special events can be
obtained by exchanging these points. (Buz, 2023). Additionally, Beymen has introduced
Beymenverse, a virtual extension of the brand that provides customers with an engaging online
shopping experience. This area simulates real-world retail settings using computer-generated
graphics (CGI) in a navigable, fully interactive manner. Customers may browse collections,
engage with avatars, and go to virtual events, which replicates in-person shopping while
offering more ease and personalization (Basev, 2024).

5. DISCUSSION and FUTURE RESEARCH AVENUES

A paradigm shift in fashion retailing is presented by the metaverse, which offers highly
individualized, immersive, and interactive experiences that go beyond conventional and e-
commerce models. The main objective of this study is to point out how fast-fashion and luxury
fashion brands adopt the metaverse retailing strategies and how to benefit from this virtual
realm, such as enhancing consumer shopping experiences within gaming platforms or selling
digital assets as NFTs. This study reviewed relevant academic literature and some industry
articles written online by industry experts. As this study illustrates, fast-fashion and luxury
fashion companies are employing distinct strategies to successfully navigate this new virtual
environment due to their disparate target customers, business models, and brand identities.
Luxury brands emphasize exclusivity, digital scarcity, and high-end storytelling through NFTs
and virtual fashion shows, whereas fast-fashion companies concentrate on gamified
experiences, accessibility, and digital engagement. Also, this study emphasizes the metaverse
applications of fashion brands, such as gamification, using NFTs to create a unique brand image
with memorable shopping experiences. First, gamification has proven particularly effective in
enhancing user interactivity and brand loyalty toward fashion brands by building social
community with emotional connection. Second, Non-Fungible Tokens (NFTs) have allowed
fashion firms, particularly in the luxury industry, to extend exclusivity into the realm of the
digital. Brands such as Gucci and Nike have integrated NFTs to build virtual ownership and
status symbols, as well as new revenue streams. However, fast-fashion stores have taken a more

408



cautious approach to NFTs, possibly due to resource restrictions, competing brand positions,
and market expectations. Third, virtual shopping experiences combine physical and digital
touchpoints via phygital methods such as virtual try-ons, individualized avatars, and immersive
showrooms.

Drawing upon the opportunities and challenges of fashion retail brands and their applications
in metaverse environments, this study suggests possible future research avenues for fashion
retailers. Future research should aim to fill in a few new gaps and uncharted areas as metaverse
technologies continue to develop and change retail fashion in order to increase theoretical and
applied understanding. As one of the main obstacles, more research should be conducted on
consumers’ adoption and willingness to use metaverse (Koohang et al., 2023). Mostly other
than young and tech-savvy consumers, people are very skeptical of using virtual environments
for shopping. Future research should analyze the consumers’ psychological motivations to use
this virtual environment for shopping or to socialize with others by using technology acceptance
model (Park and Lim, 2023). Overcoming initial resistance and educating consumers about the
value of virtual fashion is crucial for widespread adoption for retailers. Future research should
investigate the long-term impact of virtual ownership on brand loyalty, consumption and
purchasing patterns for NFTs, digital fashion items by using theory of psychological ownership
(Park and Kim, 2025; Pierce et al., 2003).

A socio-cultural space where identity, status, and social relationships are rearranged through
digital fashion, the metaverse is more than just a technological advancement. Therefore, using
sociological lenses to comprehend the wider ramifications of metaverse transactions would be
very helpful for future research in this area. For sociological research, the incorporation of the
fashion industry into the metaverse offers an intriguing topic, especially when it comes to issues
of cultural expression, social interaction, and formation of identity. Consumers frequently use
virtual goods to exhibit their personality or to indicate that they belong to specific groups. This
behavior reflects larger consumerism trends in society as well as the symbolic importance that
fashion objects, especially those in digital format, are given (Nadeem et al., 2025). Virtual
settings give new opportunities for self-presentation and community interaction, which calls for
a more thorough investigation of these relationships. More research is needed to understand
how users, especially Gen Z as more vulnerable group, create and perform identities in virtual
spaces given the prevalence of avatars, virtual influencers, and digital wearables.

Principles of embodied cognition and symbolic consumption, where meanings and emotions
associated with virtual interactions impact real-world actions, are reflected in the conversion of
virtual engagement into physical purchase (Belk, 2013; Elder and Krishna, 2012). Thus, future
research may investigate the ways in which brand experiences within virtual environment and
gaming platforms transfer into the real-life purchasing environment and how this transfer
impact brand image and brand equity in real life. Future research may look into how user-
mediated vs avatar-mediated brand experiences influence consumer attitudes toward the brand
in virtual environments, specifically for different types of fashion brands (luxury vs fast-
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fashion) (Park and Lim, 2023). Also, future research should explore whether the psychographic
factors (lifestyle, social values, personality such as innovativeness) and cultural orientation
(e.g. uncertainty avoidance orientation) impact metaverse adoption and virtual engagement
(Mogaji et al., 2023).

As fashion brands increasingly integrate virtual influencers (VIs) into their marketing
strategies—such as Lil Miquela for Prada and Bella for Beymen—future research should
investigate the effectiveness, authenticity, and consumer perception of these digital personas
compared to traditional human influencers. Future studies could explore how different
consumers respond to virtual influencers, particularly in terms of perceived credibility and
influence on purchase intention. Furthermore, studies might examine whether virtual
influencers work better in luxury versus fast-fashion settings, considering the distinct principles
that these markets represent (Kim et al., 2024).

To sum up, this study identifies distinct future research directions based on distinctive theories
for three key stakeholder groups in the metaverse fashion retail ecosystem: retail managers,
consumers, and society. For retail managers, future research should investigate how digital tools
such as gamification, NFTs, and virtual influencers affect customer acquisition, engagement,
and long-term brand loyalty. Studies grounded in technology acceptance models (TAM) and
Al-driven personalization can help retailers optimize digital infrastructure while minimizing
resistance and enhancing user experience. Research should also explore how managers can
integrate data ethics, privacy safeguards, and immersive storytelling into their metaverse
strategies to create differentiated brand value. For consumers, psychological frameworks such
as symbolic consumption theory, embodied cognition and psychological ownership offer rich
avenues to explore how digital fashion items, avatars, and virtual interactions influence self-
expression, purchase behavior, and brand attachment. Future studies could analyze how
consumers transfer virtual experiences into real-life consumption patterns, particularly through
phygital shopping environments and wearable NFTs. From a societal perspective, research
should critically examine the broader cultural and ethical implications of metaverse fashion,
including issues of digital identity formation and social inclusion vs exclusion.

6. CONCLUSION

This study examined how the metaverse is revolutionizing fashion retailing by comparing the
ways in which luxury and fast-fashion firms are redefining consumer involvement using
immersive technology in different ways. The paper highlights gamification, Non-Fungible
Tokens (NFTs), and virtual shopping experiences as important pillars of metaverse strategy,
drawing on a thorough literature assessment and real-world case examples. Within virtual
environments, these tools are helping brands create new kinds of identity, community, and
interaction with consumers. Despite its comprehensive scope, this study has several limitations.
First, it relies primarily on secondary data and illustrative examples, limiting its empirical
generalizability. Future research could build on these findings through qualitative or
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quantitative methods, such as interviews, surveys, or experimental designs. Another notable
limitation of this study lies in the availability and scope of academic sources. As metaverse
retailing is an emerging and fast-evolving research area, the number of peer-reviewed empirical
studies remains relatively limited. While efforts were made to include a wide range of sources—
including journal articles, industry reports, and practitioner insights—reliance on a few
academic databases such as Google Scholar, Scopus, and Web of Science may have constrained
the comprehensiveness of the literature reviewed. Future studies could benefit from expanding
the database coverage and incorporating grey literature, conference proceedings, or primary
data to gain a more holistic and up-to-date view of the evolving metaverse landscape. Finally,
the study focuses largely on global Western and Turkish fashion brands; expanding the
geographical scope and including emerging markets could provide a more holistic
understanding of metaverse retail adoption.
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Abstract

A substantial body of research has emerged within the economic discourse surrounding the intricacies of public
expenditure and its relationship with national income. Researchers have dedicated significant effort to
investigating the nature of this interdependence. This study endeavors to make a meaningful contribution to the
extant body of research by assessing the validity of two prominent perspectives—those of Wagner and Keynes—
within the context of the CIVETS countries (Colombia, Indonesia, Vietnam, Egypt, Turkey, and South Africa) for
the time period of 1995-2023, for both absolute and relative versions. The Westerlund cointegration test and
Dumitrescu-Hurlin panel causality test with a bootstrap approach were utilized to examine the dynamic
interactions between public spending and national income. The findings indicate that, in its absolute form,
Wagner's Law is supported; however, no significant relationship is observed in the case of the Keynesian
perspective. The findings indicate that the influence operates from national income to public expenditure, rather
than the reverse, in the case of CIVETS countries. This finding contributes to the ongoing discussion regarding
the directionality of causality between public spending and national income, emphasizing the relevance of
Wagner's Law in the context of emerging market economies.
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CIVETS Ulkelerinde Kamu Harcamalari ve
Gelir Iliskilerinin Analizi

0z

Ekonomik sdylem igerisinde kamu harcamalarinin incelikleri ve milli gelirle olan iliskisi Gzerine énemli bir
arastirma grubu ortaya ¢ikmistir. Arastirmacilar bu karsilikli bagimliligin dogasini arastirmak icin dnemli ¢aba sarf
etmiglerdir. Bu ¢alisma, 1995-2023 dénemi igin CIVETS Ulkeleri (Kolombiya, Endonezya, Vietnam, Misir, Tirkiye
ve Glney Afrika) baglaminda Wagner ve Keynes'in iki hemli perspektifinin gecerliligini hem mutlak hem de goreli
versiyonlar icin degerlendirerek mevcut arastirma bitiintine anlamli bir katkida bulunmaya galismaktadir. Kamu
harcamalari ve milli gelir arasindaki dinamik etkilesimleri incelemek icin Westerlund esbitlinlesme testi ve
bootstrap yaklasimiyla Dumitrescu-Hurlin panel nedensellik testi kullaniimistir. Bulgular, mutlak haliyle Wagner
Yasasi'nin desteklendigini, ancak Keynesyen perspektif s6z konusu oldugunda anlaml bir iliski gézlenmedigini
gostermektedir. Bulgular, CIVETS Ulkeleri s6z konusu oldugunda, etkinin milli gelirden kamu harcamalarina dogru
degil, tersine isledigini géstermektedir. Bu bulgu, kamu harcamalari ile milli gelir arasindaki nedenselligin yonine
iliskin stiregelen tartismaya katkida bulunmakta ve Wagner Yasasi'nin yiikselen piyasa ekonomileri baglamindaki
onemini vurgulamaktadir.

Anahtar Kelimeler: kamu harcamalari, milli gelir, wagner yasasi, panel nedensellik
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1. INTRODUCTION

The intricate relationship between public expenditures and national income continues to be the
focus of significant scholarly debate. This relationship has profound implications for economic
theory and policymaking. The fundamental question that lies at the core of this discourse is the
extent to which government intervention influences economic growth. Theoretical perspectives
on this issue are deeply polarized. They range from laissez-faire economic doctrines that
emphasize minimal state involvement to more interventionist views. Proponents of classical
and neoclassical economic theories posit that market forces, when left largely unregulated,
operate with optimal efficiency. In contrast, interventionist perspectives contend that the state
must play a fundamental role in correcting market failures, mitigating economic downturns,
and facilitating structural economic transformation.

Two seminal theoretical frameworks encapsulate these divergent perspectives: Wagner's Law
and Keynesian economics. Wagner's (1958) theoretical postulate posited that as an economy
develops and national income rises, public expenditure will grow proportionally, a phenomenon
that will be propelled by the mounting demand for public goods and services. Wagner's Law is
regarded as an archetypal and widely acknowledged model for elucidating public expenditure
(Magazzino, 2012). This theoretical proposition, subsequently recognized as Wagner's Law,
posits that economic progress requires augmented state involvement in economic affairs.
Contrasting with this, Keynes (1936) fundamentally contested the idea that public expenditure
constitutes no more than a passive response to economic growth. Keynes's (1936) seminal work
countered this prevailing thought by contending that government expenditure is, in fact, a
primary catalyst of economic activity, particularly in periods of economic downturns when
demand from the private sector is inadequate to sustain growth, which were adopted by
policymakers in the wake of the Great Depression. The United States, as the epicenter of the
crisis and a global economic leader, was among the first nations to adopt Keynesian-inspired
policies. In doing so, it demonstrated the transformative potential of government-led economic
recovery efforts.

Despite the extensive empirical research conducted in the field, the academic community has
yet to reach a definitive consensus regarding the primacy of either Wagner's or Keynesian
perspectives. In recent decades, numerous empirical studies have been performed in an effort
to assess the validity of these competing theories. Sophisticated econometric methodologies
have been applied across diverse geographical and temporal contexts; however, the findings
remain inconclusive, largely due to variations in fiscal policy frameworks, institutional quality,
and economic structures across different nations (Peacock and Wiseman, 1961). In some
economic systems, observed patterns of expenditure growth are consistent with the theoretical
propositions posited by the economic principle advanced by Wagner. Conversely, alternative
economic systems demonstrate expenditure growth dynamics that are more analogous to the
economic principles articulated by the economist John Maynard Keynes.
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The hypothesis proposed by Wagner (1958) is intricately tied to the overarching principles of
comparative advantage and structural economic transformation, highlighting the
complementarities between industrialization and the increasing demand for government-
provided economic services, including infrastructure investments, transportation networks,
communication systems, healthcare, and waste management (Peacock and Scott, 2000).
Subsequent to its initial formulation, Wagner's Law has undergone multiple refinements and
reinterpretations, giving rise to a plethora of theoretical models. Among the most widely
recognized contributions are those of Peacock and Wiseman (1961), Pryor (1968), Goffman
(1968), Musgrave (1969), Gupta (1967), and Mann (1980), each of whom offers a nuanced
perspective on the expenditure-growth relationship. These theoretical adaptations can be
broadly categorized into two principal classifications: absolute and relative versions.

Absolute versions of this concept—illustrated by works from Peacock and Wiseman (1961),
Pryor (1968), Goffman (1968), and Gupta (1967)—center on the monetary magnitude of
government expenditure. These works hypothesize that as national income escalates, public
spending will invariably rise, irrespective of its proportion relative to GDP. Conversely, the
relative versions, exemplified by works such as Musgrave's 1969 study and Mann's 1980
analysis, explore government expenditure as a percentage of the nation's Gross Domestic
Product (GDP). They contend that, while absolute expenditure may rise, its relative proportion
within the broader economic framework may fluctuate based on policy decisions and structural
changes within the economy. This classification, initially proposed by Demirbas (1999) and
subsequently refined by Verma and Arora (2010), underscores the intricacies inherent in
formulating a unifying interpretation of Wagner's Law. The utilization of varied methodological
approaches in testing Wagner's hypothesis further accentuates the inherent heterogeneity in
fiscal dynamics across diverse economic systems.

In light the aforementioned theoretical underpinnings, this study aspires to investigate the
applicability of both Wagnerian and Keynesian economic theories within the context of
CIVETS economies over the period 1995-2023. The rationale for this investigation stems from
the recognition that these emerging markets possess a wide array of economic structures, policy
orientations, and institutional characteristics. The aim of this research endeavor is to attain an
understanding of the subject matter whether public expenditure in these nations exhibits a
greater degree of alignment with Wagner's hypothesis of passive government expansion in
response to economic growth or with the Keynesian proposition of active government
intervention as a driver of economic expansion.

2. LITERATURE REVIEW

The nexus that exists amongst government expenditure and economic growth is a multifaceted
subject that has been thoroughly investigated through empirical research. The results of this
research have shown significant variation across different geographical contexts,
methodological approaches, and frameworks. Early studies primarily examined the broad
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macroeconomic implications of public spending on growth. More recent research, however, has
shifted towards sectoral disaggregation and causality analysis, providing deeper insights into
the nuanced dynamics of fiscal policy effectiveness. Empirical research conducted in this area
has yielded inconclusive results. The extant studies have produced equivocal findings regarding
the relationship among variables, with some studies indicating a positive correlation and others
indicating a negative one, depending on the particular variables considered (i.e., the nature of
public spending, the economic context, the methodological approaches, etc.).

Grier and Tullock's (1989) study constitutes a comprehensive empirical investigation. They
employed pooled cross-sectional and time-series data from 113 countries to explore how
variations in public sector spending patterns influence economic performance. Their findings
revealed an inverse association in three of the four subsamples analyzed, including those
comprising OECD member states. These findings imply that excessive government
consumption exerts a dampening effect on economic performance. These findings initiated a
line of research that examined the potential distortions caused by expansive government
consumption, particularly in economies with significant public sector involvement. Building on
this research, Barro (1991) extended the analysis to 98 countries from 1960 to 1985, further
reinforcing concerns about inefficient government consumption. The findings indicated a
negative relationship, suggesting that a rise in the government's consumption share of GDP is
concomitant with a decline in economic growth rates, while public investment had an
insignificant effect. These results contributed substantially to a mounting body of research that
began to question the efficacy of public spending. This prompted scholars to explore whether
specific categories of expenditure exert differentiated effects on growth trajectories.

Due to the inherent limitations of aggregate government spending analyses, subsequent
research has underscored the significance of sectoral disaggregation in assessing the growth
effects of public expenditure. Bose et al. (2007) conducted an examination of the impact of
different expenditure categories across thirty developing nations during the 1970s and 1980s.
The results revealed that while capital expenditure was positively and significantly linked to
economic growth, current expenditure had no measurable effect. It is noteworthy that
investments in education emerged as a pivotal catalyst for economic expansion, underscoring
the pivotal function of human capital development in promoting long-term growth.

In a similar vein, Lamartina and Zaghini (2011) identified a structural positive correlation for
OECD countries, whereby higher per capita GDP consistently aligned with greater public
expenditure. The researchers' conclusions align with the established principles of Wagner's
Law, which posits that as economies develop, the demand for public goods and services
naturally increases, leading to an expansion in government expenditure.

Researchers have increasingly sought to ascertain the causal direction of the expenditure-
growth nexus beyond correlation-based analyses. Odhiambo (2015) investigated the dynamic
interactions for the case of South Africa, uncovering a bidirectional causality in the short run
but a unidirectional causality in the long run, where economic growth predominantly influenced
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government expenditure. This finding underscores the importance of a long-term perspective
in fiscal policy, emphasizing the necessity of aligning public spending with sustainable
economic expansion rather than short-term fluctuations.

A similar pattern was identified in Asian economies, as evidenced by Lahirushan and
Gunasekara's (2015) analysis of data from 1970 to 2013. Their study confirmed a two-way
causality, suggesting that government expenditure can stimulate economic growth, and
economic expansion can influence public spending patterns. This observation emphasizes the
feedback effects inherent in fiscal policy.

Furthermore, Lupu et al. (2018) examined the period between 1995 and 2015, focusing on
Central and Eastern European countries, and discovered that expenditures on education and
healthcare had a positive contribution to economic growth, while spending on other sectors
exhibited negative effects.

In a country-specific context, Iniguez-Montiel's (2010) analysis of Mexico's fiscal policy from
1950 to 1999 identified unidirectional causality from GDP to government expenditure. This
finding suggests that economic growth has historically driven increases in public spending
rather than the reverse. This aligns with Wagner's hypothesis that government spending is an
endogenous response to economic development.

In addition to the aforementioned observations, further variations in fiscal policy effectiveness
were identified in the Malaysian context. Tan's (2003) findings indicated that the country's
government expenditure patterns did not align with the principles of Wagner's Law, instead
adhering to Keynesian principles, suggesting a greater responsiveness of the Malaysian fiscal
policy to short-term economic fluctuations rather than to long-term structural trends. This
observation serves to reinforce the notion that Keynesian demand-side interventions have
played a more significant role in shaping the nation's fiscal policy. In a similar vein but focusing
on a different nation, Onifade et al. (2020) examined Nigeria's economic record from 1981 to
2017. They found that government expenditures aimed at supporting ongoing activities (i.e.,
recurrent government expenditures) had a significantly negative impact on economic growth,
while expenditures aimed at providing long-term benefits to the economy (i.e., public capital
expenditures) exhibited no significant positive effect.

Moreover, Akbulut and Basoglu (2023) analyzed Turkey's public expenditure patterns from
2006:1 to 2021:4, testing the validity of both Wagner's Law and the Keynesian hypothesis.
Their findings suggest that while both theoretical frameworks are valid to a certain extent, their
applicability depends on the nature of the expenditure in question. Specifically, their research
indicates that only expenditures related to education and investment exhibit a Keynesian effect
in the short term. This lends further support to the idea that deliberate government interventions
can significantly influence economic performance.
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By distinguishing between the absolute and relative versions of Wagner’s Law and jointly
testing the Keynesian hypothesis, this study addresses a gap in the literature by empirically
comparing these competing theories in the context of CIVETS countries — a comparative
approach that remains largely underexplored. The extant empirical literature on government
expenditure and economic growth presents a set of findings that are, at times, contradictory.
While a proportion of these studies lend support to the notion of Wagner's Law, under the
premise that government spending is an inherent consequence of economic expansion, others
align more closely with the economic principles espoused by Keynes, contending that strategic
interventions by the state in the fiscal sphere can serve as a catalyst for economic growth.

3. RESEARCH METHOD
3.1. Data

This research examines the bidirectional relationship between government spending and
economic growth in CIVETS countries over the years 1960-2023, assessing both the influence
of fiscal activity on growth and the reciprocal impact of growth on government expenditure. To
achieve this, an empirical analysis is conducted using various adaptations of Wagner’s Law,
which postulates a long-term relationship between public expenditure and economic growth. In
order to comprehensively assess this relationship, the study also incorporates Keynesian
perspectives by altering both dependent and independent variables across different model
specifications. Data in this analysis is obtained from the World Bank’s Development Indicators
resource.

Table 1. Variations of Wagner’s Law

Version Regression Equation
Absolute Versions
Peacock-Wiseman (1961) GE = f(GDP)
Gupta (1967) GE/P = f (GDP/P)
Goffman (1968) GE = f (GDP/P)
Pryor (1968) GCE = f (GDP)
Relative Versions
Musgrave (1969) GE/GDP = f (GDP/P)
Mann (1980) GE/GDP = f (GDP)

Source: Adopted from the work of Demirbas (1999) and Verma and Arora (2010)

Due to constraints in data availability, the period from 1960 to 2023 was selected for analysis,
as it encompasses the maximum range for which consistent data are available across the sample.
The investigation is further motivated by the acknowledgment that these emerging markets
demonstrate a heterogeneity in economic structures, policy frameworks, and institutional
attributes, rendering them a compelling context for elucidating the interplay between public
expenditure and economic growth. The various formulations of Wagner’s Law utilized in this
study are summarized in Table 1, where GE signifies government expenditure, GCE represents
government consumption expenditure, GDP denotes gross domestic product, and P refers to
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population. Real GDP is expressed in constant 2015 U.S. dollars to maintain comparability over
time. Additionally, population data are incorporated as a key variable in the analysis. Due to
the unavailability of comprehensive data on total government expenditure for the selected
countries and period, government consumption expenditure is used as a proxy. As a result, all
tested versions of Wagner’s Law listed in Table 1 are applied, except for the Peacock and
Wiseman (1961) version. The exclusion of this specific version is justified by the observation
made by Ghazy et al. (2021), who indicated that the Peacock and Wiseman model closely
resembles Pryor’s version, differing only in the choice of expenditure measure—government
expenditure rather than government consumption expenditure. Since this study adopts
government consumption expenditure as a proxy, it effectively yields results that align with
those obtained under the Peacock and Wiseman framework, thus ensuring consistency.

Table 2. Descriptive statistics

Variables Obs Mean Std. dev. Min Max
GC 174 24.42842 .6690765 22.76899 25.85709
GDP 174 26.4955 .631798 24.9255 27.85851
GDPC 174 8.273648 .5781942 6.832628 9.596525
GCY 174 2.455283 .3410217 1.698401 3.098316
GCP 174 6.206575 7729238 4676121 7.5951

Moreover, the descriptive statistics have been illustrated in Table 2. The mean values for all
variables suggest central tendencies for each variable. GC, GDP, and GCY show relatively
narrow ranges, indicating moderate consistency, while GDPC and GCP exhibit more
variability, suggesting more diversity in the data. The standard deviations indicate that GC and
GDP are less dispersed, whereas GDPC and GCP show higher dispersion.

3.2. Methodology

This paper utilizes a variety of econometric techniques to conduct analyses. The analyses
employ multiple tests and procedures to account for potential issues, such as cross-sectional
dependence, stationarity, cointegration, and causality. This comprehensive approach aims to
provide a deeper understanding of the relationships among the variables under investigation.

3.2.1. Cross-Sectional Dependence

The initial step in the analysis entails the examination of cross-sectional dependence. Cross-
sectional dependence, defined as the correlation between observations in a dataset across
different cross-sectional units, necessitates consideration due to its potential impact on the
reliability of other econometric tests. To assess this dependency, a series of tests are employed,
including the Breusch-Pagan LM Test (Breusch and Pagan, 1980), the Pesaran Scaled LM Test
(Pesaran, 2021), the Bias-Corrected Scaled LM Test (Baltagi et al., 2012), and the Pesaran CD
Test (Pesaran, 2021).
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3.2.2. Unit Root Tests

Stationarity constitutes a pivotal assumption within the domain of time series analysis, exerting
a substantial impact on the determination of suitable econometric methodologies.
Consequently, this critical assumption is instrumental in ensuring the credibility of the
outcomes obtained. The present study undertakes an empirical investigation by leveraging a
suite of unit root tests that are categorized into two distinct generations. The initial set
encompasses first-generation unit root tests, operating under the premise of cross-sectional
independence. These assessments are meticulously implemented in order to ascertain the
presence of stationarity or the existence of a unit root within the individual time series. The
following second-generation unit root tests are used for this purpose: The Levin, Lin, and Chu
(LLC) Test (Levin, et al., 2002), the Im, Pesaran, and Shin (IPS) Test (Im et al., 2003), the
Augmented Dickey-Fuller (ADF) Test (Dickey and Fuller, 1979), and the Phillips-Perron (PP)
Test (Phillips and Perron, 1988). Given the assumption of no cross-sectional dependence made
by first-generation tests, the potential issues resulting from cross-sectional dependence are
addressed by the second-generation unit root tests. For this purpose, the Pesaran CIPS Test is
employed as it was proposed by Pesaran (2007).

3.2.3. Cointegration Analysis

After establishing stationarity, the next step is to assess the existence of cointegration among
the variables. The relationship can be revealed via cointegration tests, and the Westerlund
Cointegration Test developed by Westerlund (2007) is selected because it is flexible in its
handling of variables that may exhibit different levels of stationarity. The Westerlund
cointegration test can be implemented under circumstances in which the variables are integrated
at varying orders and can also be used when all variables are stationary at the same level. To
ensure the robustness of the results, it is conducted with 1,000 bootstrap replications.
Bootstrapping is a resampling technique that helps to generate more reliable statistical
inferences by repeatedly sampling from the data to estimate the distribution of the test statistic.

3.2.4. Panel Causality Testing

Following the establishment of cointegration relationships, the subsequent step entails the
exploration of the direction of causality among the variables. To investigate the direction of
Granger causality across the panel data, the Dumitrescu-Hurlin panel causality test (Dumitrescu
and Hurlin, 2012) is employed, utilizing bootstrap resampling consistent with the approach
adopted in the cointegration tests. The bootstrap procedure enhances the robustness of the
causality results by providing more accurate critical values and p-values.

4. EMPIRICAL RESULTS

In this section, the econometric methodology outlined in the methodology section is employed
to conduct empirical analysis. The initial step in this process entails examining the existence of
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cross-sectional dependence among the variables. As demonstrated in Table 3, the outcomes of
multiple cross-sectional dependence tests indicate that all series manifest significant cross-
sectional dependence. Nevertheless, a noteworthy exception emerges in the case of the Pesaran
CD test for GCY, which does not indicate cross-sectional dependence. Conversely, the
application of alternative tests consistently substantiates the existence of cross-sectional
dependence for this variable.

Table 3. Cross-Section dependency tests

Variables Breusch-Pagan LM Pesaran scaled LM Bias-corrected scaled LM Pesaran CD
GC 416.265%** 73.260%** 73.153*** 20.400%***
GDP 417.031%** 73.400%** 73.293%** 20.418***

GDPC 372.213*** 65.217%** 65.110%** 19.236%**
GCY 103.693*** 16.193*** 16.085%** 1.140
GCP 382.852%*** 67.160%** 67.053%** 19.539%**

The subsequent stage in the econometric analysis entails the evaluation of the stationarity
properties of the variables. To this end, initial application of first-generation unit root tests is
undertaken. These tests facilitate the determination of whether the time series variables contain
a unit root or not. At the level form, the findings suggest that none of the series are stationary
at the 5% significance level under both the constant-only and the constant-and-trend
specifications. This observation indicates the presence of a unit root, thereby suggesting the
non-stationary status of the series when expressed in their original form. Subsequent to
implementing the first-differences operator on the variables, it is observed that each series
becomes stationary. This transformation signifies that the variables are I(1) integrated, implying
that stationarity is only achieved following the differentiation process once.

Table 4. Unit root tests

At Level GC GDP GDPC GCY GCP
Levin et al. (2002) Constant -0.724 -1.151 0.303 0.354 -0.266
Constant and trend 1.643 -1.117  -1.528*  -0.267 0.758

Im et al. (2003) Constant 2.602 2.860 0.998 0.546 2.552
Constant and trend 0.274 -0.544 -1.074 0.747 0.145

ADF Constant 1.881 3.588 0.994 7.658 2.162
Constant and trend 9.030 16.610 19.960* 6.523 9.652

PP Constant 4.419 11.133 0.546 10.216 4.257

Constant and trend 12.470 6.552 8.754 7.509 11.095

At First difference GC GDP GDPC GCY GCP
Levin et al. (2002) Constant -4.338*** -5.078*** -5.092*** -5.288*** -4.099***
Constant and trend  -2.765*** -4.208*** -4.327*** -4,008*** -2.599%**
Im et al. (2003) Constant -5.322%** -5.357%** -5.199*** -6.031%** -5.253%***
Constant and trend  -3.714*** -4 554%** -4.419%** -4.866*** -3.718%**
ADF Constant 51.864***  51,149%** 49 843***  579p2*** 50 855%**
Constant and trend  36.380***  41.734***  40.865***  44.249***  359]18%***
PP Constant 74.493*** 72 108***  70.476***  O95.644*** 7D 034%**

Constant and trend  53.454***  60.091***  59.653*** 9] 479*** 5] 185%**
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Second-generation unit root tests are utilized to identify and address potential dependencies that
arise when studying cross-sectional dependence in a panel dataset. In the context of second-
generation unit root tests, CIPS test is employed to assess the stability of the variables in the
dataset. The findings from this test indicate that both GC and GDPC exhibit stationarity under
the constant-only specification. However, upon expanding the model to include the constant-
and-trend specification, the resultant stationarity is observed only in GDPC.

Table 5. Unit root test

Level First Difference
Constant Constant and trend Constant Constant and trend
GC -3.046%** -2.560 -3.649%** -3.687%**
GDP -2.326* -2.741% -4,752%** -3.532%**
GDPC -2.357** -3.167%** -4 385%** -3.603***
GCY -2.310% -2.465 -4,319%** -4 625%**
GCP -2.966%** -2.619 -3.671%** -3.909%***

Pursuant to calculating the first differences of the variables, the findings indicate that no series
exhibits a unit root, thereby confirming their stationarity. The results from both the first-
generation and second-generation unit root tests consistently demonstrate that no variables are

12).

This study explores the cointegration relationship across different permutations of Wagner's
Law, alongside the consideration of reverse causality, within the context of the Keynesian
hypothesis. The analysis commences with the Pryor (1968) approach, where the results suggest
that Wagner's Law holds, yet no evidence of cointegration is observed for the Keynesian
hypothesis. The results from the Goffman (1968) approach yield a parallel pattern, validating
Wagner's Law while refuting the cointegration of the Keynesian framework; the outcomes for
the Gupta (1967) approach align with these results, providing further substantiation for
Wagner's Law. The aforementioned approaches, classified as absolute versions of Wagner's
Law, as outlined in Table 1, thereby reinforcing the applicability of Wagner's hypothesis in the
context of the analyzed countries.

Table 6. Westerlund co-integration test

Wagner Version Keynesian Version
Pryor (1968)
Statistic Value Z-value  P-value Robust Statistic Value Z-value  P-value Robust
P-value P-value
Gt -2.288 -3.089 0.001 0.001 Gt -0.983 -0.015 0.494 0.360
Ga -10.670 -3.699 0.000 0.000 Ga -4.119 -0.170 0.432 0.154
Pt -5.685 -3.800 0.000 0.002 Pt -2.620 -1.173 0.120 0.180
Pa -9.113 -6.841 0.000 0.000 Pa -4.478 -2.920 0.002 0.041
Goffman (1968)
Gt -2.396 -1.685 0.046 0.037 Gt -1.553 0.612 0.730 0.553
Ga -10.532 -1.525 0.064 0.011 Ga -6.331 0.365 0.642 0.284
Pt -7.002 -3.477 0.000 0.006 Pt -3.344 0.203 0.580 0.550
Pa -12.150 -4.370 0.000 0.003 Pa -6.392 -1.193 0.117 0.134
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Gupta (1967)

Gt -3.073 -3.531 0.000 0.000 Gt -1.493 0.776 0.781 0.614
Ga -14.808 -3.449 0.000 0.000 Ga -6.446 0.313 0.623 0.263
Pt -8.641 -5.125 0.000 0.001 Pt -3.256 0.291 0.615 0.577
Pa -14.941 -5.910 0.000 0.001 Pa -6.171 -1.071 0.142 0.154
Musgrave (1969)
Gt -1.895 -2.163 0.015 0.012 Gt -0.897 2.401 0.992 0.940
Ga -3.986 -0.099 0.461 0.164 Ga -1.347 2.608 0.995 0.992
Pt -3.098 -1.583 0.057 0.097 Pt -2.582 0.970 0.834 0.723
Pa -2.598 -1.329 0.092 0.162 Pa -1.769 1.358 0.913 0.872
Mann (1980)
Gt -1.874 -2.114 0.017 0.013 Gt 1.425 5.655 1.000 0.999
Ga -3.325 0.257 0.601 0.296 Ga 0.520 2.328 0.990 0.976
Pt -3.247 -1.711 0.044 0.078 Pt 2.967 3.613 1.000 0.957
Pa -2.356 -1.125 0.130 0.192 Pa 0.299 1.122 0.869 0.776

In this study, we extend our research by incorporating relative versions of Wagner's Law in the
analysis. This approach complements the absolute versions and provides a comprehensive
assessment. The Musgrave (1969) and Mann (1980) approaches were employed, but neither

yielded statistically significant findings. Despite the presence of some statistically significant
test statistics from the Westerlund cointegration test for relative Wagner's Law, the overall
findings do not support the hypotheses. The results indicate that the absolute versions of
Wagner's Law are valid for the countries examined in this study. Conversely, there is no
compelling evidence that validates the Keynesian hypothesis. Furthermore, the relative versions
demonstrate that neither Wagner's nor Keynes's approaches are statistically significant.

Table 7. Dumitrescu-Hurlin panel causality

W-bar Z-bar Z-bar tilde Z-bar Z-bar tilde
p-value p-value
Pryor (1968)
GDP to GC 9.6748 15.0252 12.8008 0.0060 0.0060
GCto GDP 1.4998 0.8656 0.6153 0.7940 0.8150
Goffman (1968)
GDPCto GC 7.2652 10.8516 9.2090 0.0040 0.0040
GCto GDPC 2.7117 2.9648 2.4218 0.5160 0.5160
Gupta (1967)
GDPC to GCP 10.3758 16.2394 13.8457 0.0010 0.0010
GCP to GDPC 1.6519 1.1292 0.8422 0.7220 0.7340
Musgrave (1969)
GDPC to GCY 2.1738 2.0330 1.6200 0.5190 0.5190
GCY to GDPC 2.8370 3.1818 2.6086 0.0530 0.0530
Mann (1980)
GDP to GCY 2.2543 2.1724 1.7399 0.5130 0.5130
GCY to GDP 1.9931 1.7201 1.3507 0.1360 0.1510

The Dumitrescu-Hurlin panel causality approach with 1,000 bootstrapping iterations based on
the Bayesian Information Criterion (BIC) was selected as the final econometric method to be
employed in the present study. The results obtained through the use of this method served to
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reinforce the findings obtained from the cointegration analysis, thereby further supporting
Wagner's Law. Specifically, the causality tests demonstrate that government expenditure is a
Granger-cause of economic growth, thereby validating Wagner's hypothesis for absolute
versions of Wagner law. Conversely, there is an absence of empirical evidence supporting the
Keynesian viewpoint. This is due to the fact that the results do not reveal a substantial causal
relationship that would corroborate the Keynesian perspective.

5. DISCUSSION and CONCLUSION

This paper contributes to the ongoing discourse by testing two prominent economic theories:
Wagner's hypothesis—which posits that economic growth is a driving factor of government
expenditure—and the Keynesian perspective—which asserts that government expenditure is a
stimulant of economic growth. To this end, the analysis encompasses a comprehensive review
of theoretical frameworks and empirical studies. The research focuses on the CIVETS countries
over the period from 1995 to 2023, providing an empirical foundation to assess these long-
debated economic relationships. The study undertakes a rigorous examination of Wagner's laws
across diverse forms—both absolute and relative—while concurrently exploring the reverse
causality aspect within the framework of the Keynesian hypothesis.

The Westerlund cointegration test yielded a unidirectional relationship between the variables,
thereby supporting the absolute version of Wagner's law. This finding stands in contrast to the
Keynesian perspective concerning CIVETS countries from 1995 to 2023. The Dumitri-Hurlin
panel causality test yielded consistent results, indicating statistical significance exclusively for
the absolute variation of Wagner's law. Consequently, the findings of this study indicate the
robustness and statistical significance of the variations of Wagner's law proposed by scholars
such as Pryor (1968), Goffman (1968), and Gupta (1967) across various econometric models.
These variations underscore the concept that economic growth invariably leads to an
augmentation in government expenditure, driven by the proliferation of public needs and
services. In contrast, the relative variations of Wagner's law, as proposed by Musgrave (1969)
and Mann (1980), were not found to be statistically significant for either the Wagnerian or
Keynesian versions.

The results of the present study demonstrate a congruence with the findings of Lamartina and
Zaghini (2011) and Iniguez-Montiel (2010), suggesting the Wagnerian perspective as a more
pertinent theoretical framework for economic analysis. In contrast to the Wagnerian
perspective, empirical evidence from Tan (2003) indicates that the Keynesian perspective is not
supported, while the arguments put forth by Akbulut and Basoglu (2023) and Lahirushan and
Gunasekara (2015) for the validity of both views are similarly not supported by examination in
this paper.

The present study makes a contribution to the academic discourse on the intricate relationship
between public spending and national income. By offering empirical evidence that supports the
Wagnerian hypothesis over the Keynesian view, particularly in the context of emerging
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economies, the study aimed to provide an addition to the existing body of knowledge in this
field. It must be noted that the present study employs an econometric approach and does not
analyze country-specific results; consequently, caution must be exercised when interpreting the
findings. Therefore, it can be posited that the results of the study may be influenced by
institutional characteristics and fiscal policy differences that are unique to each country. This
suggests that any generalizations made should be done so with a sufficient degree of contextual
awareness. The findings of the study hold significant implications for policymakers, suggesting
that a strategy aimed at fostering economic growth could be instrumental in achieving a
sustainable increase in government expenditure and the expansion of public services. In light
of the observed incongruity between the evidence and the tenets of the Keynesian perspective,
policymakers would be wise to exercise discernment before placing undue reliance on
government spending as a panacea for economic stimulation. Instead, there is a compelling
rationale for prioritizing policies that catalyze long-term economic growth in CIVETS
countries, thereby ensuring that any augmentation in government expenditure is congruent with
the overarching economic development paradigm in these countries.
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Abstract

The purpose of this study is to adapt the Green Shared Vision Scale, originally developed by Jansen et al. (2008)
and later used in the context of green management by Chen et al. (2014), into Turkish and to examine its validity
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method proposed by Brislin (1970). Construct validity was tested through exploratory and confirmatory factor
analyses, while criterion-related validity was evaluated through correlation analyses with the variables of
psychological ownership and turnover intention. For reliability analyses, Cronbach’s Alpha and split-half
reliability coefficients were calculated. The data were collected from 399 white-collar employees working in 3
manufacturing companies from the private sector in the organized industrial zone in Osmaniye, Tirkiye. The
exploratory factor analysis showed that the single-factor structure of the scale explained 75.62% of the total
variance, while the confirmatory factor analysis demonstrated a good model fit (x3/df=1.216; CFI=0.992;
RMSEA=0.023). The reliability coefficient of the scale (a=0.890) indicated high internal consistency. In conclusion,
the Turkish adaptation of the Green Shared Vision Scale was found to be a valid and reliable measurement tool.
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Yesil Ortak Vizyon (Green Shared Vision) Olgegi:
Tiirkce Gecerlik ve Giivenirlik Calismast

0z

Bu arastirmanin amaci, Jansen ve arkadaslari (2008) tarafindan gelistirilen ve Chen ve digerleri (2014) tarafindan
yesil ydnetim baglaminda kullanilan Yesil Ortak Vizyon (Green Shared Vision) Olgegi’'nin Tiirkceye uyarlanarak
gecerlilik ve givenirlik analizlerinin yapilmasidir. Arastirma nicel arastirma desenlerinden tarama modeli
gergevesinde yiiriitiilmistir. Olcek uyarlama siirecinde Brislin (1970) tarafindan dnerilen ileri-geri ceviri yontemi
temel alinarak dilsel ve kavramsal gegerlik saglanmistir. Olgegin yapi gecerligi agimlayici ve dogrulayici faktér
analiziyle test edilmis, olctit bagintili gecerlik kapsaminda psikolojik sahiplenme ve isten ayrilma niyeti
degiskenleriyle korelasyon analizleri yapilmigtir. Ayrica guvenirlik analizlerinde Cronbach's Alpha ve iki yari
gavenilirlik katsayilari kullanilmistir. Calisma kapsaminda Osmaniye ilindeki organize sanayi boélgesinde 3 ayri
tretim isletmesinde gérev yapan 399 beyaz yaka calisandan elde edilen veriler analiz edilmistir. Agimlayici faktor
analizinde olgegin tek faktorlli yapisi varyansin %75,62’sini agiklarken; dogrulayici faktor analizinde modelin
uyum indeksleri (x3/sd=1,216; CFI=0.992; RMSEA=0.023) oldukgca iyi diizeyde bulunmustur. Olgegin givenilirlik
katsayisi (a=0.890) yiksek diizeyde tutarlilik gdstermistir. Sonug olarak, Tiirkceye uyarlanan Yesil Ortak Vizyon
Olgegi’nin gecerli ve giivenilir bir 8l¢iim araci oldugu ortaya konmustur.

Anahtar Kelimeler: yesil ortak vizyon, 6lgek uyarlama, gecerlik, glivenirlik, psikolojik sahiplenme, isten ayrilma
niyeti
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1. INTRODUCTION

Today, environmental sustainability is a strategic priority not only for public authorities and
civil society organizations but also for private sector institutions. Global environmental threats
such as long-term changes in global climate patterns, accelerated exhaustion of ecological
reserves and increasing levels of environmental contamination and biodiversity loss are pushing
businesses to adopt more environmentally friendly policies and practices (Ababneh, 2021;
Saeed et al., 2019). In the face of increasing societal expectations and regulatory requirements,
businesses are expected to internalize the principles of environmental sustainability not only
through technical infrastructure but also through employee behaviors and corporate culture
(Pham et al., 2019).

At this point, the success of organizations in sustainability strategies critically depends on the
meaningful and directive nature of employees' engagement with environmental goals. The
tendency of employees to engage in eco-friendly behaviors often requires a strategic orientation
collectively adopted within the organization, beyond individual beliefs and values—a shared
vision (Zhao and Zhou, 2021). Shared vision enables employees to act in alignment with
organizational goals while also actively contributing to strategic thinking and decision-making
processes (Senge, 1990; Larwood et al., 1995). In this context, the concept of Green Shared
Vision (GSV) is defined as a strategic orientation that emphasizes the internalization of
organizational goals centered on environmental sustainability by all employees and encourages
behavior aligned with these goals (Chen et al., 2014).

GSV encourages individuals in the organization to act in line with environmental goals and
supports the articulation and dissemination of sustainability objectives. It helps embed eco-
friendly practices into organizational culture and motivates employees to behave in
environmentally responsible ways. Studies have linked GSV to outcomes such as green
innovation, voluntary green behavior, and eco-conscious citizenship at work (Tang et al., 2018;
Norton et al., 2015).

However, the success of organizational sustainability efforts depends not only on strategic
planning but also on the extent to which such plans are interpreted and embraced by all members
of the organization. The presence of a GSV facilitates the formation of a shared environmental
consciousness and corporate awareness among employees, thereby enhancing both the adoption
and continuity of sustainability practices (Afum et al., 2020). Accordingly, a GSV serves as a
key mechanism for both communicating the environmental orientation of senior leadership and
ensuring that organizational strategies are coherently aligned with environmental objectives at
all levels.

In light of these developments, the recognition of environmental sustainability as not merely an
external responsibility but also a long-term strategic advantage in dynamic competitive
environments has brought concepts such as green leadership, green human resource
management, and green organizational culture to the forefront of management literature
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(Choong et al., 2019). In this context, GSV contributes to the development of a collective,
shared intellectual framework for sustainable value creation within the organization. GSV not
only ensures the internalization of environmentally conscious policies but also forms the
foundation for positive employee-level attitudes and behaviors such as organizational
commitment, psychological ownership, and voluntary green behaviors.

Nevertheless, for a shared vision to be effective, employees must clearly understand this vision,
interpret the organization's environmental goals at the individual level, and identify with these
goals. If the vision remains merely a textual statement created by top management, it will hinder
the GSV from producing the desired behavioral outcomes at the organizational level. Therefore,
measuring how GSV is perceived within the organization is crucial for evaluating managerial
practices and analyzing sustainability performance in terms of employee behaviors.

The strategic importance of the GSV concept in the context of organizational sustainability has
received increasing attention in recent literature, and various measurement tools have been
developed to define its dimensions. However, the lack of a validated and reliable measurement
tool for GSV in Turkish literature limits research in this field. In this context, this study seeks
to translate the GSV scale into Turkish and assess its psychometric properties, thereby offering
a valuable contribution to academic research in Tiirkiye. This will provide a scientifically
grounded instrument to assess how environmental sustainability practices are perceived at the
employee level in organizations in Tiirkiye.

In the context of Tiirkiye, where sustainability practices in the private sector are still in the
process of institutionalization, measuring the degree to which employees internalize
environmental goals is vital. The GSV construct provides a theoretical lens for understanding
how strategic environmental orientation is communicated and adopted at the employee level.
GSV facilitates alignment between top management’s sustainability vision and individual
behavior, which is particularly critical in emerging economies where cultural adaptation to
green strategies is ongoing (Chen et al., 2014; Afsar et al., 2020; Latif et al., 2022). Therefore,
the selection of the GSV scale in this study is grounded not only in its strong theoretical
foundation but also in its practical relevance to assessing organizational readiness for
sustainability transformation in the Turkish context.

In conclusion, the adaptation of the GSV scale into Turkish within the scope of this study not
only contributes a measurement tool but also holds both theoretical and practical value. This
scale will enable an analysis of how sustainability practices are perceived by employees and
how shared environmental vision is reflected at the organizational level in private sector
enterprises operating in Tiirkiye. Moreover, the findings obtained through this scale can be
directly used not only for academic analysis but also in practical management processes such
as strategic decision-making, the implementation of sustainability policies at the employee
level, and the structuring of green human resource practices. Additionally, this study aims to
lay the groundwork for future high-quality research by making a methodological contribution
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to organizational behavior studies focused on green management and environmental
sustainability in Turkish literature through a validated measurement tool.

2. LITERATURE REVIEW

With the global rise in environmental awareness, the concept of environmental protection has
increasingly integrated with green management practices in the business management literature.
This integration requires businesses to adopt environmentally friendly sustainable development
as a strategic priority, beyond merely pursuing economic goals. Chen et al. (2014) emphasize
that in order for organizations to achieve such objectives, they need to develop a GSV based on
explicit and collective strategic orientations that encompass environmental protection goals. In
this regard, the concept of shared vision stands out as a structure that directs employees in line
with common organizational goals and values, contributing to the generation of shared meaning
(Tsai and Ghoshal, 1998).

Shared vision enables employees to act in alignment with organizational goals while also
actively contributing to strategic thinking and decision-making processes (Larwood et al.,
1995). It helps individuals understand what needs to be considered and changed, thus fostering
the effective use of their cognitive capacities. This cognitive capacity includes key strategic
behaviors such as questioning assumptions, thinking outside the box, and proactively
perceiving environmental risks (Eldor, 2020). Therefore, shared vision provides a framework
that transforms individual awareness into a collective strategic stance. Furthermore,
organizations are encouraged to develop a common platform for environmental protection
strategies in their future policy-making processes. Previous studies have shown that shared
vision enhances environmental awareness among employees and provides clarity regarding
strategic direction. Vogus and Sutcliffe (2012) state that shared vision allows employees to
evaluate their work from a more holistic perspective, while Alt et al. (2015) assert that it enables
employees to more openly share their ideas related to environmental improvements.

The impact of shared vision is not limited to the individual level; it also drives comprehensive
transformation at the organizational level. This transformation is of strategic importance in
shaping collective orientations for the future of the organization. According to Boyatzis et al.
(2015), a vision serves as a powerful motivational tool that facilitates the transition from an
organization’s current situation to its aspired future goals. A collective vision provides a unified
orientation around the organization's mission and core values (Afsar et al., 2020), reinforcing
organizational cohesion and goal alignment. Moreover, clearly and integratively defining this
vision is not only a strategic guiding tool but also a critical element in gaining competitive
advantage (Giordan, 1995).

At this point, the need to redefine the concept of vision from a green sustainability perspective
has emerged. GSV, which goes beyond traditional vision approaches, not only includes
environmental goals but also reflects the organizational commitment and strategic approach
required to achieve these goals. Chen et al. (2014) define GSV as a set of simple and collective
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environmental strategies internalized by organizational members aimed at achieving
environmental objectives. Additionally, this vision is considered a symbolic indicator of the
internal environmental leadership understanding within the organization (Chen et al., 2014;
Latif et al., 2022; Fang et al., 2021). Thus, GSV serves not only as a guide for developing
environmentally compatible strategies but also as a cornerstone of leadership and cultural
transformation.

GSV is a strategic tool that strongly conveys to employees the prioritization of pro-
environmental behaviors at the corporate level. When leaders reflect this vision in corporate
policies and practices, sustainability is perceived by employees not as an abstract ideal but as a
tangible priority (Latif et al., 2022). In this way, the vision integrates the value-based approach
of leadership into the corporate agenda. This reinforces a sense of collective purpose and
enhances employee motivation to participate in eco-friendly initiatives (Kim et al., 2025). Bass
(1990) notes that GSV offers guiding principles and ideals for organizational members, thereby
enabling more effective responses to environmental challenges. Consequently, GSV transforms
individual environmental awareness into collective action, laying the foundation for behavioral
alignment with sustainability.

Fang et al. (2021) and Chen et al. (2014) indicate that due to employees' high levels of
environmental interaction, they develop consistent and internalized perceptions of GSV. These
perceptions facilitate the dissemination of the vision across the organization and the behavioral
representation of sustainability principles. GSV not only encourages employees to adopt green
behaviors but also aligns these behaviors with the organization's long-term sustainability
objectives (Chang et al., 2019). Afsar et al. (2020) highlight the instrumental role of this vision
in addressing environmental challenges, while Kalyar et al. (2021) point out that it offers
meaningful developmental opportunities for employees and supports organizational
commitment and individual motivation. Accordingly, GSV is considered a holistic tool in terms
of both strategic direction and psychological meaning-making.

Chang (2020) and Felin et al. (2015) emphasize that employees are key actors in the
implementation of vision and that the vision becomes meaningful within the organizational
context only through active employee participation. This perspective highlights the necessity
for vision to go beyond a managerial statement and permeate employee behavior and decision-
making processes. Torugsa et al. (2012) highlight that merely defining a shared vision is not
sufficient; it must also be integrated into employees' daily work processes. Otherwise, the vision
may lose its power to initiate the desired environmental transformation at the organizational
level.

GSV functions as a mechanism that aligns employees' individual beliefs and values with
institutional sustainability goals, thereby strengthening organizational integration. Afsar and
Umrani (2020) state that the sincere commitment of management to a green vision is a
determining factor in employees exhibiting green behaviors independently of formal reward
systems. This finding implies that the vision should resonate within the organization not merely
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as managerial rhetoric but as a behavioral model. Alt et al. (2015) suggest that GSV provides
guidance in numerous areas, from developing sustainable development plans to structuring
visionary future strategies, while Latif et al. (2022) note that it contributes to the internalization
of green leadership practices. Therefore, GSV is not only a directional tool but also a strategic
framework for organizational value creation.

Kim et al. (2023) emphasize that aligning employee skills with environmental goals in a
strategic manner is critical for generating meaningful environmental contributions. This
indicates that sustainability vision must be supported not only at the managerial level but also
operationally through employee competencies. Structural and motivational support provided by
management in this regard strengthens employees' intrinsic motivation to achieve sustainable
performance targets. Anwar et al. (2020) and Yang and Weber (2019) argue that GSV guides
the formation of sustainability norms within organizations and that eco-friendly behaviors set
examples among employees. Chang (2020) and Vu et al. (2020) suggest that green behaviors
are not only a product of environmental responsibility but also a reflection of a conscious effort
to reconstruct the human-nature balance at the organizational level. In this context, GSV aligns
employee behaviors with ecological principles, giving institutional direction to environmental
sustainability.

In conclusion, the literature widely emphasizes that a clearly and inclusively developed GSV
at the organizational level positively affects employees' environmental performance (Chang et
al., 2020). Such a vision enables employees to perceive sustainability goals not only as external
tasks but also as an internalized area of responsibility. Therefore, the adoption of a shared green
management vision by the entire organization is critically important for the institutionalization
of eco-friendly behaviors and the establishment of a lasting sustainability culture (Afsar and
Umrani, 2020).

3. RESEARCH METHOD

This study aimed to adapt the GSV Scale into Turkish and examine its validity and reliability.
A descriptive survey model, one of the quantitative research methods, was employed. During
the data collection process, a face-to-face survey method was utilized. Participants were
informed about the purpose of the study, and principles of confidentiality and voluntary
participation were strictly observed. This research was approved by the Ethics Committee of
Osmaniye Korkut Ata University (Approval No: OKU.KKO.FR.0024, Date: May 5, 2025).
Participation was voluntary, and informed consent was obtained from all participants before
data collection.

In the scale adaptation process, the forward-backward translation method was employed. The
original English version of the scale was translated into Turkish independently by two
translators and then back-translated by different translators. After verifying translation
consistency, experts in the field evaluated the content validity of the scale items. Data were
analyzed using IBM SPSS Statistics 25 and AMOS 20.0. Structural validity was tested through
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Confirmatory Factor Analysis (CFA), and reliability was assessed using Cronbach's Alpha,
Composite Reliability (CR), and Average Variance Extracted (AVE) values. To assess the
reliability and validity of the adapted Turkish version of the scale, the outcomes were analyzed
in comparison with previous research findings in the literature.

Although it is generally recommended to perform exploratory and confirmatory factor analyses
(EFA and CFA) on separate datasets, both analyses were conducted using the same sample in
this study. This decision was made due to limitations in sample size and is consistent with
methodological practices observed in several Turkish scale adaptation studies. This approach
allowed for both the initial exploration and subsequent confirmation of the scale’s factor
structure within the same participant group.

3.1. Research Model and Translation of the Green Shared Vision Scale into Turkish

The purpose of this study is to adapt the GSV Scale, originally developed by Jansen et al. (2008)
and utilized by Chen et al. (2014), into Turkish and to evaluate its reliability and validity. The
research was conducted using a quantitative approach, specifically utilizing a descriptive survey
design to gather data systematically. Scale adaptation studies are an essential method in the
social sciences for developing culturally valid and reliable data collection tools (Hambleton and
Patsula, 1999). This study followed the forward-backward translation approach proposed by
Brislin (1970), a commonly used process in the literature.

In the first phase, two independent linguists translated the original scale from English into
Turkish. Subsequently, a separate set of experts performed a back-translation into English to
ensure semantic consistency. The original and back-translated versions were compared for
conceptual consistency, and necessary adjustments were made to ensure semantic alignment.
Subsequently, the scale was reviewed by five academic experts in the field of social sciences
to assess the items for content validity, linguistic clarity, and cultural appropriateness. Based
on the feedback received, some items were revised, and the final version of the scale was
developed. In scale adaptation studies, expert panels typically range from 3 to 10 individuals,
and 5 experts are considered sufficient for ensuring content validity and cultural adaptation,
particularly when they are specialized in the relevant field (Beaton et al., 2000; Sousa and
Rojjanasrirat, 2011).

3.2. Participants

The sample of the study consists of employees aged 18 to 65 working in enterprises located in
the organized industrial zone of Osmaniye province. The study involved voluntary
participation. According to the literature, the sample size in scale validation studies should be
at least five times the number of items. In this research, data were gathered from 399
individuals, which is deemed sufficient to establish psychometric soundness (Akbulut and
Capik, 2022). In this study, data were collected from 399 participants, a number considered
adequate for ensuring psychometric reliability.
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As shown in the table below, 73.93% of the sample were male (n=295), and 26.07% were
female (n=104). Among the participants, 63.41% were married (n=253) and 36.59% were
single (n=146). Regarding educational status, 14.04% had completed high school (n=56),
38.60% had an associate degree (n=154), 42.36% had a bachelor’s degree (n=169), and 5%
(n=20) had other educational qualifications. In terms of work experience, the highest
participation was in the 12—16 years category with 110 participants (27.57%), while the largest
age group was 3650 years, comprising 125 participants (31.33%).

Table 1. Demographic information

Variables Category n Percentage (%)
18-23 years 0 0,00
24-30 years 105 26,31
Age 31-35 years 88 22,06
36-50 years 125 31,33
Over 50 years 81 20,30
Total 399 100,00
Marital S Married 253 63,41
arital Status Single 146 36,59
Total 399 100,00
Gender Male 295 73,93
Female 104 26,07
Total 399 100,00
Primary School 0 0,00
High School 56 14,04
Educational Status Associate Degree 154 38,60
Bachelor’'s Degree 169 42,36
Other 20 5,00
Total 399 100,00
1-3 years 79 19,80
4-7 years 68 17,04
Work Experience 8-11 years 88 22,06
12-16 years 110 27,57
Over 17 years 54 13,53
Total 399 100,00

3.3. Scale Adaptation Process

The process of assessing language validity was initiated by translating the original English
version of the scale into Turkish through collaboration between a researcher and two linguistic
experts. This translation was then evaluated in detail by two additional experts, and each item
was refined to ensure the clearest and most appropriate expression. Next, the Turkish version
was back-translated into English to assess conceptual consistency, semantic integrity, and
translation accuracy. At the end of this process, two academic experts in organizational
behavior reviewed the scale items for the clarity and semantic validity of the translated
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concepts. Expert opinions were consulted at every stage of the language validity process
(Tortumlu and Uzunbacak, 2022).

To assess construct validity, both exploratory and confirmatory factor analyses were conducted.
Initially, exploratory factor analysis (EFA) was used to examine the underlying factor structure
of the data set. This was followed by confirmatory factor analysis (CFA) to evaluate the model's
fit to the proposed theoretical framework, using indices such as ¥*/df, RMSEA, CFI, NFI, IFI,
and GFI. Criterion-related validity was assessed through Pearson correlation analyses between
the GSV Scale and two conceptually linked constructs: psychological ownership and turnover
intention. Reliability was examined by calculating Cronbach’s Alpha for internal consistency,
test-retest correlation for temporal stability, and split-half reliability for item homogeneity. All
statistical analyses were carried out using IBM SPSS Statistics 25 and AMOS 20.

3.4. Data Collection Instruments

Green Shared Vision Scale: The GSV Scale, developed by Jansen et al. (2008) and later
utilized by Chen et al. (2014), consists of 4 items. The scale represents a unidimensional
structure and does not include any reverse-coded items. It uses a five-point Likert scale ranging
from 1 (strongly disagree) to 5 (strongly agree) to capture participants’ perceptions. The internal
consistency of the scale, as measured by Cronbach’s Alpha, was reported to be .853, indicating
a high level of reliability (Chen et al., 2014).

Psychological Ownership Scale: The Psychological Ownership Scale, developed by Van
Dyne and Pierce (2004) and used in Tiirkiye by Kalmaz and Tozkoparan (2020), consists of 7
items. A five-point Likert-type rating scale was used to assess participants’ level of agreement
with the given statements. To test construct validity, an Exploratory Factor Analysis (EFA) was
conducted. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was 0.893, and
Bartlett’s test of sphericity was ¥*> = 910.915 (df = 21; p < 0.001), indicating the dataset was
suitable for factor analysis (Kalmaz and Tozkoparan, 2020).

Results of the factor analysis indicated that the scale has a unidimensional structure explaining
approximately 69% of the total variance, which is consistent with its original form. In the
literature, a variance explanation rate above 30% is considered acceptable for single-factor
scales (Cokluk et al., 2010). Thus, the 69% variance indicates a robust factor structure for the
scale.

Turnover Intention Scale: The Turnover Intention Scale, based on the works of Wayne et al.
(1997) and Rusbult et al. (1988), was validated in Tiirkiye by Erdirencelebi and Ertiirk (2018)
and used by Giinel (2025). A total of six items constitute the scale.

Based on the findings of the EFA, it was determined that the KMO measure of sampling
adequacy was 0.900, which is considered 'excellent' for factor analysis (Tavsancil, 2010).
Bartlett’s test of sphericity was significant (%> = 1290.66; p < 0.001), indicating that the data
were suitable for factor analysis. The analysis yielded a single factor with an eigenvalue greater
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than 1, accounting for 67.91% of the total variance. These results support the unidimensional
structure of the scale. Additionally, the Cronbach’s alpha coefficient was 0.905, indicating a
high level of internal consistency and reliability (Tavsancil, 2010).

Confirmatory Factor Analysis (CFA) results also supported the construct validity of the scale,
with the following fit indices: ¥*/df =2.462; IF1 = 0.992; RMSEA = 0.063; TLI = 0.983; CF1 =
0.992; GFI = 0.986. These values fall within acceptable limits recommended in the literature,
demonstrating good model fit (Koyuncu and Kilig, 2019).

4. RESULTS
4.1. Exploratory Factor Analysis of the Scale

In order to evaluate the construct validity of the GSV Scale, Exploratory Factor Analysis (EFA)
was performed on data collected from 399 participants. Prior to the analysis, preliminary
assessments were conducted to evaluate the dataset’s appropriateness for factor analysis,
including the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and Bartlett’s Test
of Sphericity. While KMO values below 0.60 are considered inadequate, values between 0.60
and 1.00 indicate a sufficient sample for analysis. Bartlett’s Test, which examines whether the
correlation matrix significantly differs from an identity matrix, requires a significance level of
p <0.05 to proceed with factor analysis (Bliylikoztiirk et al., 2004).

A separate pilot study was not conducted with a small sample. However, prior to the main data
collection, the scale was evaluated by a panel of five experts to ensure linguistic clarity, cultural
relevance, and content validity. Necessary modifications were made accordingly. During the
analysis stage, preliminary statistical assessments—including the Kaiser-Meyer-Olkin (KMO)
measure and Bartlett’s Test of Sphericity—confirmed the dataset’s suitability for factor
analysis. These analyses, along with subsequent EFA and CFA, ensured that the scale items
functioned properly, providing the psychometric rigor typically associated with pilot testing.

The analysis revealed a KMO value of 0.83 and a Bartlett’s Test result of y*> = 932.32
(p <0.001), indicating that the dataset is suitable for factor analysis. As the scale was designed
to be unidimensional, a single-factor constraint method was used. The factor analysis results
showed a strong single-factor structure with an eigenvalue of 3.025, explaining 75.62% of the
total variance. While a variance explanation rate above 30% is generally considered sufficient
for unidimensional structures (Cokluk et al., 2010), this high percentage supports the scale’s
construct validity (Kuzucu, 2008).

As shown in Table 2, the factor loadings of the items ranged between 0.83 and 0.90. The total
explained variance was 75.62%, and the eigenvalue was 3.025. Composite Reliability (CR) and
Average Variance Extracted (AVE) values were also calculated as .87 and .71 respectively,
indicating strong internal consistency and convergent validity of the scale (Hair et al., 2018).
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Table 2. Factor loadings, composite reliability (CR), average variance extracted (AVE), and
explained variance of the green shared vision scale

Items Factor Loadings

M1: There is commonality of environmental goals in the company. 0,90
M2: There is total agreement on the company’s strategic environmental 088
direction. ’
M3: All members in the company are committed to the environmental 0.85
strategies of the company. ’
M4: The company’s employees are enthusiastic about the collective 0.83
environmental mission of the company. ’
Total Explained Variance %75,62
Eigenvalue 3,025
Composite Reliability (CR) 0,87
Average Variance Extracted (AVE) 0,71

To further understand the relationships among the items, correlation coefficients were also
examined. In the literature, it is recommended that correlation coefficients should remain below
0.90 to avoid multicollinearity issues (Cokluk et al., 2010). As shown in Table 3, all correlation
coefficients between the items were below this threshold, indicating meaningful relationships
without excessive overlap.

Table 3. Inter-item correlation values for the green shared vision scale

Items 1 2 3 4

M1 1,00

M2 ,696%* 1,00

M3 ,584%* ,697%* 1,00

M4 ,626%* ,753%* ,687%* 1,00
**p<0,01

4.2. Confirmatory Factor Analysis of the Scale

Following EFA, Confirmatory Factor Analysis (CFA) was conducted to determine the
alignment of the single-factor structure with the theoretical model. CFA is a powerful statistical
method often used to validate the structural validity of psychometric tools across different
cultural contexts (Brown, 2015).

As a component of structural equation modeling (SEM), CFA is crucial for evaluating the
accuracy, reliability, and theoretical alignment of measurement models (Kline, 2016). It is
recommended to assess multiple fit indices to determine the model’s adequacy (Hair et al.,
2018).

Key fit indices considered include Chi-Square (y?), y*df ratio, Normed Fit Index (NFI),
Goodness of Fit Index (GFI), Comparative Fit Index (CFI), Adjusted Goodness of Fit Index
(AGFI), Root Mean Square Error of Approximation (RMSEA) and Incremental Fit Index (IFI).
Acceptable thresholds are values above 0.90 for indices like CFI, GFI, IFI, TLI, NFI (with
values above 0.95 indicating excellent fit), and RMSEA values below 0.08 (sufficient fit) or
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below 0.05 (excellent fit) (Byrne, 2016; West, Taylor & Wu, 2012). The CFA results indicated
y¥/df = 1.216, RMSEA = 0.023, NFI = 0.957, CFI = 0.992, IFI = 0.992, RFI = 0.949, GFI =
0.961, and AGFI = 0.949, confirming a good model fit. Figure 1 presents the path diagram of
the GSV Scale.

Figure 1. Path diagram of the green shared vision scale
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According to the confirmatory factor analysis presented in Figure 1, the four-item structure of
the scale is consolidated under a single factor, and the model demonstrates an acceptable level
of fit based on various fit indices. In this context, the analyses indicate a strong alignment
between the model and the theoretical construct, confirming the unidimensional structure of the
scale. The obtained results confirm that the adapted scale demonstrates robust structural validity
in capturing the targeted theoretical construct.

GSVS

4.3. Criterion-Related Validity Analysis

To assess criterion-related validity, the relationship between the GSV Scale and two
theoretically relevant variables—Psychological Ownership and Turnover Intention—was
examined. Criterion-related validity determines whether a scale correlates meaningfully and
predictably with related constructs. It was hypothesized that GSV would be positively
associated with organizational identification and ownership, and negatively associated with
turnover intention.

The results of the correlation analyses revealed a positive and significant relationship between
GSV and Psychological Ownership, and a negative and significant relationship with Turnover
Intention. As shown in Table 4, these findings indicate that the scale is associated with relevant
external constructs in the expected directions, thereby supporting its criterion-related validity.
These results affirm that the GSV construct is closely related to organizational commitment and
employee attitudes, and that the scale operates in accordance with its theoretical foundations.
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Table 4. Criterion-related validity results

Psychological

Scales Green Shared Vision . Turnover Intention
Ownership
Green Shared Vision 1,00
Psychological Ownership 0,401** 1,00
Turnover Intention -0,210%** -0,09%** 1,00

** p<,01; ¥*p<,05

4.4. Reliability Analysis

To assess the reliability of the Turkish version of the GSV Scale, various statistical analyses
were conducted. To assess the internal consistency of the scale, Cronbach’s Alpha coefficient
was computed, while the Spearman-Brown split-half coefficient was utilized to evaluate the
reliability between item subsets. The outcomes of these reliability analyses are summarized in
Table 5.

Table 5. Cronbach’s alpha and split-half reliability of the green shared vision scale

Scale Internal Consistency Split-Half Reliability
Green Shared Vision 0,890 0,880

The Cronbach’s Alpha coefficient, used to assess internal consistency, was found to be .890.
This value indicates a high level of internal consistency among the scale items and confirms
that the measurement tool is sufficiently reliable. Additionally, the Spearman-Brown split-half
reliability coefficient was calculated as .880, demonstrating that the item groups provide
balanced and stable measurements. Overall, the reliability coefficients ranged between .87 and
.89, indicating a high degree of measurement stability from different perspectives.

In the literature, reliability coefficients such as Cronbach’s Alpha values above .70 are generally
considered to indicate acceptable levels of reliability for psychometrically valid instruments
(Tavsancil, 2010; Field, 2018). Based on these findings, the Turkish version of the GSV Scale
is shown to be a highly reliable measurement tool, supporting its use in both academic and
applied research contexts.

5. DISCUSSION and CONCLUSION

This study aimed to adapt the GSV Scale into Turkish and evaluate its psychometric properties.
The findings demonstrate that the scale has a strong theoretical foundation and functions
effectively within the Turkish private sector context. The results support the critical role of GSV
in enhancing environmental awareness, reinforcing organizational commitment, and fostering
pro-environmental behaviors, particularly in organizations aiming to institutionalize
sustainability strategies.

In this study, Confirmatory Factor Analysis (CFA) was performed only for the Green Shared
Vision (GSV) Scale, as the primary purpose was to validate its Turkish version. The other two
scales—Psychological Ownership and Turnover Intention—were included solely to examine
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criterion-related validity, rather than to undergo separate structural validation. This approach is
consistent with methodological practices in the scale adaptation literature, where CFA is
typically conducted only for the adapted scale, while additional scales are used as external
criteria to test convergent or discriminant validity (Beaton et al., 2000; Sousa and Rojjanasrirat,
2011). Similarly, in Turkish adaptation studies, CFA is commonly limited to the target scale of
adaptation, whereas other scales are used exclusively for validity testing (Kalmaz and
Tozkoparan, 2020; Tortumlu and Uzunbacak, 2022). Therefore, conducting CFA solely for the
GSV Scale in the present study is methodologically appropriate and in line with established
practices in both international and Turkish scale validation research.

These psychometric findings are consistent with previous validations of the GSV scale in other
contexts (e.g., Chang, 2020; Vu et al., 2020), where similar factor loadings and internal
consistencies were observed. However, compared to earlier studies with larger and more diverse
samples, the current study provides an initial validation within a relatively specific Turkish
private-sector sample, thereby offering localized insight into green organizational values.

Accordingly, the main objective of the study—the adaptation of the GSV Scale into Turkish—
was carried out successfully, both in terms of methodological rigor and statistical analyses.
Great emphasis was placed on maintaining linguistic and conceptual integrity in the forward-
backward translation process, and content validity was supported by expert opinions. The
results of the Exploratory and Confirmatory Factor Analyses demonstrated that the four-item,
unidimensional structure of the scale was strongly supported in the Turkish sample. The
findings indicate that the scale demonstrates strong structural validity. The results suggest that
the items collectively measure the intended construct in a consistent and conceptually coherent
manner. The high level of internal consistency and alignment with the theoretical model
reinforces the robustness of the Turkish version of the GSV Scale.

Additionally, the criterion-related validity of the GSV Scale was tested through significant
positive correlations with Psychological Ownership and significant negative correlations with
Turnover Intention. These findings align with previous studies (Chang, 2020; Vu et al., 2020;
Afsar and Umrani, 2020; Anwar et al., 2020), indicating that a green vision is not only an
expression of environmental goals but also a value set that fosters emotional attachment to the
organization. Indeed, when leaders support environmental approaches with policies (Latif et
al., 2022), this enhances employees' motivation toward green behavior and strengthens their
sense of collective environmental responsibility (Kim et al., 2025). This reinforces the
theoretical proposition that GSV not only guides organizational direction but also nurtures
individual identification with sustainability-oriented missions, as observed in recent studies
such as Afsar et al. (2020) and Kim et al. (2023).

One of the study’s significant contributions is the provision of a reliable and scientific tool to
measure how the GSV is perceived in Tiirkiye’s private sector and how it interacts with the
internal sustainability culture. This scale can serve as a practical data collection instrument in
both academic studies and the evaluation of corporate sustainability strategies. In this respect,
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it enables assessments that support the institutionalization of an environmentally friendly
organizational culture. Unlike prior works that have mostly focused on multinational contexts
or public institutions, this study introduces a measurement tool suitable for Tiirkiye's private
industrial settings, where sustainability strategies are still emerging. Thus, it contributes to
bridging a gap in local organizational sustainability research.

Among the study’s limitations is the fact that the sample was restricted to employees in private
sector enterprises in Osmaniye province. This necessitates further testing of the scale’s validity
in different cultural contexts and in the public sector. Furthermore, the study employed a cross-
sectional design and relied exclusively on self-reported data, which may be subject to biases
such as social desirability or common method variance. The sample size, while adequate for
initial validation, may still limit the generalizability of the findings to broader populations.
Additionally, the psychometric evaluation did not include test-retest reliability, leaving the
temporal stability of the scale unassessed. Future longitudinal and experimental designs could
provide stronger evidence regarding the scale’s robustness across time and contexts.

Future research may explore the relationships between the GSV and variables such as
organizational commitment, environmental innovation, green leadership, and sustainable
performance. The scale can also be tested across various sectors, regions, and demographic
groups to enable cross-cultural comparisons. Examining structural relationships with other
individual and organizational attitudes such as psychological ownership, organizational
identification, and employee voice would also contribute to the literature. In addition, the
potential mediating or moderating role of GSV within broader theoretical models—such as the
relationship between green leadership and employee green behavior—can be examined to
deepen the understanding of organizational sustainability mechanisms (Afsar et al., 2020; Kim
et al., 2023).

In conclusion, this study fills a critical gap in the Turkish literature by offering a
psychometrically valid and reliable scale for measuring the concept of shared vision in the
context of environmental sustainability. The scale provides a valuable tool for assessing
whether organizations internalize green strategies and contributes both theoretically and
practically to sustainability-oriented organizational transformation in Tiirkiye.
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Appendices

Appendix 1. Yesil Ortak Vizyon Olgegi

Maddeler
M1 Sirkette cevresel hedeflerin ortakligi mevcuttur.
M2 Sirketin stratejik cevresel yonelimi konusunda tam bir mutabakat vardir.
M3 Sirketteki tim Uyeler sirketin ¢evre stratejilerine baglidir.

M4  Sirket calisanlari, sirketin kolektif cevre misyonu konusunda isteklidir.
Olgek 5'li Likert olarak derecelendirilmistir (1=Kesinlikle Katilmiyorum, 5=Kesinlikle Katiliyorum).
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Oz

Sosyal zeka, bireylerin baskalariyla etkili iletisim kurma, anlama ve etkilesimde bulunma yetenegidir ve liderlikte
kilit rol oynar. Sosyal zeka duygusal zekayi kapsasa da Tirkge literatiirde sinirli incelenmistir. Liderlik davranisi
orgitsel davranisin merkezindedir ve sosyal zeka bu sireclerdeki potansiyel etkisiyle 6nem kazanmistir. Bu
¢alisma, birinci asamada sosyal zeka literatliriiniin genel gorinimiini incelemeyi, ikinci asamada kavramin
liderlik ile iliskisini degerlendirmeyi ve Tiirkge literatire katki saglamayi amaclamaktadir. Bu dogrultuda “social
intelligence” kavrami 21.01.2025’te Web of Science (WoS) veri tabaninda “tim alanlar” kriteriyle taranmis,
1977-2025 vyillari arasinda yayimlanan 2.149 yayindan olusan veri seti elde edilmistir. Veriler VOSviewer
araciligiyla yazar, llke, kurum, kaynak, atif ve bibliyografik eslesme analizleriyle incelenmis, her analiz igin ag
haritalari olusturularak kavramin yapisal oriintiileri gorsellestirilmistir. ikinci asamada liderlik ve sosyal zeka
kavramlarinin birlikte ele alindigi yayinlar taranmistir. 21.01.2025’te WoS veri tabaninda “social intelligence” ve
“leadership” kavramlari “title” kisitiyla analiz edilerek 17 yayin belirlenmistir. Bu yayinlarin yillara, tirlere ve atif
sayilarina gore dagihimlari tablolastiriimis, tam metnine ulasilan 13 yayin 6zet olarak dahil edilmistir. Tiim veriler
yalnizca WoS’tan elde edilmis, iki kavramin birlikte incelendigi kisim baslk dizeyiyle sinirli kalmistir. Buna ragmen
calisma, sosyal zeka ve liderlik literatlirlini derinlestirerek Tirkce kaynaklara anlamli katki saglamayi
hedeflemektedir.
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! Dr. Ogretim Uyesi, Istanbul Topkap1 Universitesi, Tiirkiye, ranaozyurt@topkapi.edu.tr / ranaozyurt77@gmail.com,
Orcid: 0000-0002-0341-4722

458


mailto:ranaozyurt@topkapi.edu.tr
mailto:ranaozyurt77@gmail.com

A Bibliometric Analysis of the Concept of “Social
Intelligence” and Its Interpretation in the Context of
Leadership

Abstract

Social intelligence is the ability to communicate effectively, understand others, and interact, and it plays a key
role in leadership. Although it includes emotional intelligence, it has been examined only to a limited extent in
the Turkish literature. Leadership behavior is at the core of organizational behavior, and social intelligence has
gained importance for its potential impact on leadership. This study first examines the general view of the social
intelligence literature and then evaluates its relationship with leadership to contribute to the Turkish literature.
The concept of “social intelligence” was searched in the Web of Science (WoS) database on 21 January 2025
under the “all fields” criterion, and 2,149 publications from 1977-2025 were obtained. Data were analyzed with
VOSviewer by author, country, institution, source, citation, and bibliographic coupling. For each analysis, network
maps were created to visualize structural patterns. In the second stage, publications on both leadership and
social intelligence were searched. On 21 January 2025, “social intelligence” and “leadership” were analyzed
under the “title” criterion in WoS, and 17 publications were identified. Their distributions by year, type, and
citation count were tabulated, and 13 full-text publications were included in summary form. All data came solely
from WoS, and the part examining the two concepts together was limited to the title level. Nevertheless, the
study aims to deepen the literature on social intelligence and leadership and provide a meaningful contribution
to Turkish sources.

Keywords: social intelligence, leadership, bibliometric analysis, VOSviewer
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EXTENDED ABSTRACT

Background & Purpose: In recent years, social intelligence has received increasing attention
in academic and practical fields (Mori et al., 2025; Taneja et al., 2025). Social intelligence
(Gigerenzer and Gaissmaier, 2011), which encompasses people's understanding abilities of
social relationships (Bar-On, 2006) and interaction strategies (Joseph and Lakshmi, 2010),
plays an essential role in individuals’ social success and cohesion. Understanding the
relationship between social intelligence and leadership is critical for individuals and
organizations seeking to develop leadership skills (Erez, 1980; Kaukiainen et al., 1999; Garg
and Gera, 2020).

This study includes an extensive literature review to understand how social intelligence is
addressed in the academic community, the direction in which research is progressing, and the
relationship between social intelligence and the concept of leadership. The WoS database
allows the analysis of studies on social intelligence through a comprehensive search of
international academic sources. VOSviewer software provides a powerful tool for the
bibliometric analysis of this data, revealing the place and evolution of the concept of social
intelligence in academic literature.

Specifically, this study pursues two main objectives. The first is to examine the evolution of
academic research on the concept of “social intelligence” across various disciplines by
analyzing data from the WoS database. This includes identifying the fields in which the concept
1s most frequently studied and mapping the related concepts through bibliometric analysis. The
second objective is to explore the relationship between social intelligence and leadership by
examining studies that feature both concepts in their titles. Furthermore, this review seeks to
contribute to the academic literature by offering a comprehensive foundation for future research
at the intersection of leadership and social intelligence.

This study aims to enrich the relatively limited Turkish literature on the concept of social
intelligence through a systematic literature review, and to explore its relationship with
leadership, which is recognized as a key component of organizational behavior.

Research Method: The concept of “social intelligence” was most recently researched in the
WoS database on January 21, 2025, using the “All Fields” search criterion. A total of 2.149
documents published between 1977 and 2025 were retrieved. The analysis included studies
regardless of document type or removal status. The number of publications, their distribution
over time, citation counts, and document types were compiled and presented along with WoS
categories presented as graphs and tables. The data were analyzed using the VOSviewer
program through authorship analysis, country and institution distribution, source citation
analysis, co-citation mapping, keyword analysis, and text-author relationship mapping.

In a separate analysis focused on the titles containing both ‘“social intelligence” and
“leadership”, 17 documents published between 1980 and 2025 were retrieved, with the latest
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publication dated January 22, 2025. Among these, four were classified as editorial letters, while
the remaining 13 were included as abstracts. No documents were excluded from either analysis,
and all retrieved data were processed and evaluated.

For data analysis, bibliometric data analysis was performed with the VOSviewer software.
Bibliometric data analysis is a method that analyzes the distribution of publications, citations,
and research trends by systematically examining academic studies on concepts (Donthu et al.,
2021). The main methods employed in this analysis include techniques such as citation analysis,
collaboration network analysis, and topic modeling Citation analysis assesses the impact and
diffusion of a particular topic in the scientific literature (Merig6 and Yang, 2017; Donthu et al.,
2021). Collaboration network analysis allows researchers to observe collaborations between
scientists and how these collaborations evolve over time.

The sources used in this study were obtained from the WoS database to examine the distribution
and significance of social intelligence and its relationship with leadership in the scientific
literature. The reviewed articles demonstrate how social intelligence has been studied across
different disciplines and the contributions these studies have made. An in-depth analysis of the
academic literature helped clarify the theoretical framework of social intelligence. The key
studies cited during the bibliometric analyses are listed in the bibliography section. The careful
selection of scientific sources enhanced the overall reliability and accuracy of the research.

Conclusion: According to the results of the study, there are 17 publications deal with the
concepts of leadership and social intelligence in the title of the study’s title. These publications
consisted of ten articles, two papers, a book, and four letters, and the detailed content of the
letters was not included in the study. Of the 13 studies examining the relationship between
social intelligence and leadership, the study belonging to Oren (2012) was found to be a
publication that explored the concept of burnout in Rahim's (2012) book titled “Social
Intelligence, Leadership, and Problem Solving Skills” and no detailed information about the
study was provided. Guillaume (2020), Garg and Gera (2020), and Garg et al. (2021) examined
the relationship between social intelligence, and leadership on academicians. Erez (1980), the
owner of the first publication, examined the relationship between concepts on engineers;
similarly, Nauman (2012) on information technology workers, Poston and Patel (2016) on
software development specialists, and Yalginyigit and Aktas (2023) on Technopark employees.
Nazarpoori (2017) on management workers, Wessel et al. (2008) and Din¢ and Avanoglu
(2020) conducted studies on students. Zaccaro (2001) examined the concept of social
intelligence in the context of organizational leadership. The owner of the four letters is Case
Western Professor Boyatriz, the head of the Commission on Research on Emotional
Intelligence in Organizations, who brought the concept to literature. Based on Goleman's
accepted work, he created an interdisciplinary publication by including brain neurons in his
work. The limited number of studies focusing on the relationship between these concepts,
which include Turkish authors, highlights the national contribution to this field.
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In the analysis of social intelligence by selecting all fields, 2.149 publications were retrieved
between 1977 and 2025. It was observed that the number of studies increased after 2007 and
peaked in 2013. The maximum number of publications was reached in 2021. Sixty percent of
the publications are in the form of articles. The most cited publications are Gigerenzer and
Gaissmaier (2011) with 2.059 citations, Mayer et al. (1999) with 1.386 citations, Block and
Kremen (1996) with 1.128 citations, Baron-Cohen et al. (1999) with 1.107 citations, and George
(2000) with 878 citations. The studies were primarily conducted in the field of Computer
Science and Artificial Intelligence (403 publications). The most published type is articles (1.365
publications). In the co-authorship analysis, the most cited authors had weak connection
strength (4). The author with the strongest connection was Yuan Rao (60). Yuan Rao also
ranked first in the author citation analysis with a strength of 115. In the text citation analysis,
the author with the most connections was Silvera (201 citations, 119 connections). In the
country citation analysis, the country with the most publications was the USA (540
publications). In the source citation analysis, the source with the highest connection strength
was the Journal of Educational Psychology, with 5 publications, 396 citations, and 185
connection strengths. In the bibliometric matching analysis of the texts, the author with the most
connections was Ilhan (ilhan and Cetin, 2014), with 6 citations and 1.017 connection strengths.
In the author bibliometric matching analysis, the author with the most bibliographic matches
was Birkenova, with 21 citations and 13.303 connection strengths. In the co-citation analysis
of the authors, the author with the highest connection strength was also the one with the most
citations: Mayer, with 423 citations and 15.593 connections. In the keyword analysis, social
intelligence appeared 450 times, while emotional intelligence appeared 119 times.
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1. GIRIS

Zeka, insan1 sadece diislinen bir varlik degil ayn1 zamanda ¢evresini doniistiiren, anlamlandiran
ve iligki insa eden bir 6zneye doniistiiren en derin biligsel gli¢lerden biridir. Bu nedenle tarihsel
stirecte ndrobilimden yonetime, felsefeden psikolojiye kadar pek ¢ok disiplide yogun sekild ele
alimmustir. Bu disipler arasinda sosyal zeka kavrami kisilerin sosyal ortamda iliskileri yonetme,
empati kurma ve toplumsal etkilesimde basari gosterme yeteneklerini anlamada kilit rol
oynamaktadir (Bar-On, 2006; Block ve Kremen, 1996). Bireylerin duygusal durumu anlamasi,
empati kapasitesi, sosyal ve duygusal ipuglarim1 algilama yetene§i sosyal zekanin temel
unsurlarini olusturur (Goleman ve Boyatriz, 2008; Din¢ ve Avanoglu, 2020). Sosyal zeka,
genellikle diger insanlarla etkili iletisim kurmay1 ve sosyal grupta ya da topluluk icerisinde
kabul gormeyi saglar (Bar-On vd., 2003; Mayer ve Salovey, 1993). Bu kavram, bireylerin
sosyal uyum diizeylerini artirmakta ve arkadashik, is birligi gibi iliskilerde basariya
ulagmalarina yardimcr olmaktadir. Sosyal zekanin taniminda, bireylerin sosyal durumlari
degerlendirip, duygu ve diislince siireglerini yonetebilme becerisi 6ne ¢ikmaktadir (Walker ve
Foley 1973; Gigerenzer ve Gaissmaier, 2011; Jose ve Thomas, 2024).

Liderlikte sosyal zekanin roli, liderlerin empati kurma, duygusal farkindalik gelistirme ve etkili
iletisim kurma becerileri ile iligkilidir. Sosyal zekas1 yiiksek liderler, organizasyon icindeki
sosyal aglar1 basarili bir sekilde yonetebilir, catigmalar1 ¢ozebilir ve takim ici is birligini
artirabilir (Garg ve Gera, 2020; Garg vd., 2021). Sosyal zekanin lidere sagladig1 avantajlar,
liderlerin stratejik hedeflerine ulasmada 6nemli bir ara¢ olarak 6ne ¢ikmaktadir (Erez, 1980;
Kaukiainen vd., 1999; Garg ve Gera, 2020). Arastirma bulgulari, sosyal zekanin, liderlerin
duygusal zekasi ile paralel geliserek, onlarin daha etkin ve etkileyici liderler olmalarini
sagladigin1 ortaya koymaktadir (Davies vd., 1998; Bar-On, 2006; Guillaume, 2020). Ancak
yapilan literatiir taramalarda sosyal zekanin liderlik davraniginda sistematik sekilde ele alindigi
calismalarin oldukga sinirli sayida oldugu goriilmektedir. Bu nedenle bu ¢alisma ile s6z konusu
boslugun giderilmesi ve sosyal zekanin liderlik literatiiriindeki konumunun daha da goriiniir
kilinmasi1 hedeflenmektedir.

WoS, akademik diinyada en sik basvurulan bibliyometrik veri kaynaklarindan biri olup,
bilimsel arastirmalarin degerlendirilmesi ve analizi i¢in kiiresel bir standart olarak kabul
edilmektedir (Donthu vd., 2021). Bibliyometrik analizlerin gorsellestirilmesinde sikca
kullanilan VOSviewer, atif ve ortak yazarlik iliskilerini temsil eden yaygin bir yazilimdir. WoS
cok disiplinli yapisi, standart hale gelmis bibliyografik bilgileri ve yliksek diizeyde indekslenme
say1s1 sayesinde bu tiir analizler i¢in giivenli bir veri kaynagi sunmaktadir. VOSviewer ise bu
verilerden hareketle, anahtar kelime eslesmeleri, yazar is birlikleri, atif aglari, kavram
kiimelenmeleri gibi ¢ok boyutlu analizler yapmay1 ve bahsi gegen analizleri anlasilir grafiksel
haritalar halinde sunmayr miimkiin kilmaktadir (Nandiyanto ve Al Husaeni, 2021). Bu iki
sistemin entegrasyonu sadece sayilarin analiz edilmesini degil ayn1 zamanda disiplinler arasi
etkilesimlerin, akademik egilimlerin ve kavramsal yapilarin da gorsel sekilde ortaya konmasini
saglamaktadir. Bu nedenle ¢alismanin WoS verileri ile sinirli olmasi bilingli bir tercihtir ve
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VOSviewer’in bu veri yapisi ile yiikksek uyumu ile ¢alismanin derinliginin ve gecerliliginin
artmasi planlanmigtir.

Bu bilgiler 1s1ginda ¢alismanin temel amaci, sosyal zeka kavraminin bilimsel literatiirdeki
yapisal Oriintiilerini ortaya koymak ve kavramin liderlik ile birlikte ele alindigi ¢alismalari
inceleyerek kavramlar arasindaki iliskinin 6zet sekilde literatiire kazandirilmasini saglamaktir.
Bu dogrultuda aragtirma su sorulara yanit armaktadir: Sosyal zeka kavrami literatiir anlamda
nasil bir evrimsel siire¢ gec¢irmistir? Sosyal zekd kavrami liderlik baglaminda bilimsel
literatlirde nasil konumlanmaktadir?

Bu arastirmada, sosyal zekd kavraminin bibliyometrik veri analizi ve liderlikte sosyal zeka
izerine etkilerini incelemek i¢in kapsamli bir metodolojik yaklasim izlenmistir. Metodoloji,
farkli disiplinlerden gelen verilere dayanmaktadir ve arastirma sorularina yanit bulunabilmesi
icin nicel ve nitel analiz yontemlerini barindirmaktadir. Bilimsel c¢alismalarin etkisinin
Olciilmesi ve degerlendirilmesi i¢in kullanilan yontemlerin temelini olusturur. Veri analizi
stireclerinde hem betimleyici hem de c¢ikarimsal istatistikler kullanilmakta olup, bu,
aragtirmacilarin sosyal zekanin dinamiklerini daha iyi anlamalarina olanak tanimaktadir.
Literatiirdeki eserlerin kapsamli bir sekilde incelenmesi, bibliyometrik haritalama ve atif
analizleri ile desteklenmistir.

2. KAVRAMSAL ARKA PLAN

Calismanin bu boliimiinde kuramsal temeli olusturmak iizere zeka ve sosyal zeka kavramlari
literatiirdeki farkli tanim ve yaklasimlar cercevesinde ele alinmistir. Kavramlarin tarihsel
gelisimi, Ol¢iilebilirlik diizeyleri ve sosyal baglamdaki yansimalari ¢ok yoénlii bigimde
incelenmigstir. Ayrica, WoS veri tabaninda “social intelligence” ve “leadership” anahtar
kelimeleriyle baslik diizeyinde yer alan tiim akademik ¢alismalar sistematik bicimde taranmis
ve elde edilen bulgular, bibliyometrik analiz siirecinin temelini olugturmustur.

2.1. Zeka Kavrami

Zeka kavramu, literatiirde farkli disiplinlerin perspektiflerinden ele alinmis ve bilissel, duygusal
ve sosyal boyutlartyla cok yonlii bir sekilde tanimlanmistir. Bazi arastirmacilar zekayi
Olciilebilir bir zihinsel yetenek olarak degerlendirirken (Neisser vd., 1996), digerleri onu
o0grenme kapasitesi (Kaufman vd., 2010), uyum saglayabilme yetenegi (Autor, 2015), ya da
duygusal kapasite (Freeman, 2018) gibi farkli agilardan ele almistir. Bu baglamda zeka hem
bireyin biyolojik yapisini hem de ¢evresiyle olan etkilesimini kapsayan dinamik bir mekanizma
olarak goriilmektedir. Gardner (1999) ise, zekay1 bireyin tiim yetkinliklerinin toplami olarak
tanimlamistir.

Farkl1 disiplinlerin perspektiflerinden ele alinan zekd kavrami, zaman iginde farkli kuramsal
cergevelerle agiklanmis ve ¢ok sayida teoriye dayanak olusturmustur. Bu kuramlar Tablo 1’de
Ozetlenmistir:
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Tablo 1. Zeka kuramlari

Kuram Aciklama
Sadece sayisal ve sozel yeteneklerle tanimlanan kurama gore zekd igerisinde tim bilissel
Tek Etmen yetkinlikleriicermektedir. Yani zeki bir birey hem matematik problemlerini iyi cozmeli, iyi siir analizi
yapmali, tarihi iyi bilmeli vb. yetilerin timUne sahiptir (Rabbitt, 1988; Gardner, 2011).
Kuram zekanin genel bir zihinsel faktérden (G) ve bu faktore bagl bir takim 6zel faktorlerden (S)
Cift Etmen olustugunu savunmaktadir. Kuram herhangi bir konuda iyi 6grenen kisi diger konulari 6grenmede
de iyidir (Norton, 1979).
Zeka bireyin i¢ dinyasi, deneyimleri ve dis diinyasini ifade eden Ug¢ yonde ifade edilmektedir.

UELuraZ::a Kurama adini Sternberg’in (1984) gelistirmis oldugu ve zekayi yaratici, pratik ve analitik zeka olarak
Olciimleyen test vermistir.

Cok Etmen Thorndike zekayi sosyal (iliskisellik), mekanik (makine arag ve gereg 6zelliklerini algilama) ve soyut

zeka (sayilari, sozleri ve kavramlari algilama) olmak Gzere ¢ boyutta ele almistir (Thorndike, 1990).

Zekanin, zihne ait strecler (bilis, iraksak ve yakinsak distiinme, degerlendirme ve bellek), Grinler

Kiip (birimler, siniflar, iliskiler, sistemler, dontsimler ve uygulamalar) ve kapsam (gorsel figlrler, sozciik

anlamlari, semboller, davranislar) olmak Uzere Ug¢ kategoriden meydana geldigini 6ne stren kip
kurami Guilford tarafindan 1960’larda ortaya atilmistir (Guilford, 1972).

Coklu Zeka Kurami, ilk kez 1983’te Gardner tarafindan ortaya atiimis, daha sonra Gardner ve Moran
(2006) tarafindan genisletilen kuramda yazar tarafindan zeka, hiiner, beceri ve zihinsel yetenekler
iceren “zekalar” olarak tanimlanmistir). Gardner yedi farkli zekddan bahsetmistir. Bunlar: sozel
Coklu Zekd (dilsel), muziksel, matematiksel (mantiksal), gorsel (uzlamsal), bedensel (kinestetik), bireysel
(kisisel) ve sosyal (kisilerarasi) zekadir. 1999’da yapmis oldugu calismada yedi zekaya ilaveten
sekizinci olarak dogaci zeka kavramini da ¢oklu zeka kuraminin icerisinde dahil etmistir (Gardner
ve Moran, 2006).

Zeka kavrami, insana yonelik problem ¢6zme, muhakeme vb. gereklilikleri yerine getirebilme
yetenegi sunan ¢ok yonlii bir kavram ve ¢ok boyutlu bir yapidir. Bu yapinin sosyal etkilesime
yonelik alan1 zaman igerisinde ayri bir alan olarak sekillenmis ve sosyal zeka kavrami olarak
literatiirde yer edinmistir.

2.2. Sosyal Zeka Kavrami

Sosyal zeka kavrami ilk kez 1920 yilinda Thorndike tarafindan giindeme getirilmis ve bireyleri
anlama, yonlendirme ve iliskilerde akilci hareket etme yetenegi olarak tanimlanmistir
(Thorndike, 1920). Bu tanim, sosyal zekanin insan iliskilerindeki davranigsal boyutuna vurgu
yapmaktadir. Daha sonra Goleman (2019), Thorndike’in tanimini temel alarak sosyal zekanin
¢ok yonlii bir kavram oldugunu ifade etmis; sosyal beceri, sosyal kaygi ve empati olmak tizere
tic temel bilesende inceledigini belirtmistir (Goleman ve Boyatzis, 2008).

Zaman i¢inde sosyal zeka kavrami, yalnizca iligkisel bir beceri olarak degil; ayn1 zamanda
norobilimsel ve psikolojik agilardan da yeniden yorumlanmistir. Goleman (2019), kavramui sinir
bilim ¢ercevesinde ele almis olsa da bu yaklasim halen literatiirde tartismalidir. Kisilik
psikolojisi, sosyal psikoloji gibi alanlarda yapilan caligmalarda da sosyal zekay1 agiklamak
lizere “sosyal beyin” gibi kavramlar Onerilmis ve kavramin islevselligi bu yolla
temellendirilmeye calisilmistir.

Kavram ile alakali baz1 tanimlar ise zekay:1 davranislar ile agiklamaya ¢alismistir. Buna gore
sosyal zeka sosyal hayatta kisilerin belirlenen amaclara ulasabilme yetisidir (Guilford vd.,
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2019). Sosyal zeka kisinin digerlerinin davranislarini anlayabilme (Joseph ve Lakshmi, 2010),
yonetebilme (Mayer ve Salovey, 1993) ve sosyal yasamlarini destekleyebilme yani diger
kisilere negatif ve pozitif yonde etki edebilmesi yetenegidir (Bar-On vd., 2006). Sosyal
yasamda sahip olunan rollere yonelik yonlendirici bilgilere sahip olmaktir (Block ve Kremen,
1996). Kisisel yani bireyin kendi i¢ duygusal diinyasina erisebilme ve kisiler arasi yani diger
kisiler i¢inde fark olusturabilme yetenegidir (Nauman, 2012). Problemlerin ¢oziimiine yonelik
negatif veya pozitif davranabilme arasindaki fark sosyal zeka ile ilgilidir (Reader ve Laland,
2002).

Kavrami ¢ok genis ele alan Markopoulos ve arkadaslar1 sosyal anlamda akillica davranma,
kibarlik, iletisim gibi pek cok yetenegin varliginin sosyal zeka icin sart oldugunu belirtmistir
(Markopoulos vd., 2005). Birey digerlerini yonetirken kendi c¢ikarlar1 gibi digerlerinin
cikarlarin1 da diisiinebildigi dlgiide sosyal zekasinin varligindan séz edilebilmektedir. Bu da
kavrami yine empati becerisi ile yakinlastirmaktadir (Baron-Cohen vd., 1999).

Tanimi1 hakkinda ortak bir kaniya varilmamis olan sosyal zekad kavraminin boyutlar1 da farkl
diizeylerde tartisilmis farkli zaman dilimleri icerisinde farkli boyutlar ortaya atilmistir. lk
baslarda tek boyutlu ele alinan sosyal zeka kurami (Thorndike, 1920; Chapin, 1939) ilerleyen
zamanda farkli alt boyutlar ile ele alinmistir. Zaman igerisinde ortaya atilmis boyutlar
Tablo 2’deki gibidir:

Tablo 2. Sosyal zeka boyutlari

Yazar/Yil Aciklama

Baskalari ile ilgilenmek, bireysel vyeterlilik, digerlerini hem davranissal hem bilissel
anlayabilme, gdzlem sonucu tespit edilen davranislar ile performans olusturma

Baskalarinin ic diinyasini ve ruhsal durumlarini hissetme, iliski iletisim becerisi, sosyal hayata
dair bilgili olma, karisik olaylar karsisinda duyarli olma ve fikir sahibi olma, yénetmeye yonelik
sosyal bilgi kullanabilme, empati ve sosyal uyum

Digerlerini zihinsel olarak okuyabilme, iyi dinleyici olma, sosyal, etkileyici, poptler olma, ikna
yeteneginin olmasi.

Sosyal beceri (etkili ve Uretken olma, digerlerinin dusUncelerini, hislerini, hedeflerini
anlayabilme) Sosyal farkindalik (sosyal bilis, empati, uyum)

Marlowe, 1986

Kosmitzki ve
John, 1993

Buzan, 2002

Goleman, 2019

Sosyal zekanin varligina yonelik bir¢ok tartisma bulunmakta, bu durum bazi arastirmalarda
kavramin ¢ok yonlii bir yapi icerdigi yoniinde yorumlanmaktadir. Ornegin Silvera vd. (2001),
sosyal zekanin ¢ok yonlii yapisina dikkat ¢ekmis ve bunu sosyal beceri, empati ve sosyal kaygi
gibi bilesenlerle iliskilendirmistir. Bu baglamda sosyal zeka, bireyin sosyal sorunlarla basa
cikabilme, empati kurabilme ve liderlik gibi yetenekleriyle iliskilendirilerek aciklanmistir
(Walker ve Foley, 1973; Bar-On vd., 2003; Goleman, 2004).

Sosyal zeka liderlerin i¢in farkli sosyal durumlara uyum saglama, empati gelistirme ve orgiit
ici iliskileri yonetme becerilerini kapsamaktadir. Bu yonii ile 6zellikle doniisiimcii, etilesimci,
demokratik ve hizmetkar liderlik stillerinde 6n plana ¢ikan insan merkezli yaklagimlar ile
dogrudan iligkilidir. Literatiide, sosyal zekanin liderin duygusal zekasi, sosyal etkilesim
kapasitesi ve iletisim becerisi ile birlikte ele alindig1 ¢alismalar liderlik tarzlarinin 6rgiitsel
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bagliliki giiven is birligi gibi ¢iktilar iizerindeki etkilerini agiklamaktadir. Bu nedenle literatiirde
ahlaki zeka (Altan, 2011) diye de isimlendirilen sosyal zeka kavrami ve liderlik arasinda giiclii
bir biitlinliikten s6z edilebilir (Goleman ve Boyatriz, 2008; Aslan, 2013; Turhal vd., 2019).

2.3. Liderlik-Sosyal Zeka iliskisi Uzerine Web of Science (WoS) Tabanl Literatiir Analizi

Calismanin bu boliimiinde, liderlik ve sosyal zeka arasindaki iligkiyi incelemek amaciyla WoS
veri tabanindan elde edilen makaleler analiz edilmistir. Inceleme siirecinde bu iki kavrami
baslik diizeyinde vurgulayan calismalar dikkate alinmig ve boylelikle literatiirdeki ilgili
arastirmalarin kapsamli bir degerlendirmesi sunulmustur. 22.01.2025 tarihinde WoS veri
tabaninda yapilan taramada c¢alisma baslhiginda “social intelligence” ve “leadership”
kavramlarini igeren yayinlar secilmis ve 17 yayina ulasilmistir. Bu yayinlarin analizi ile sosyal
zeka ve liderlik arasindaki iliskileri ortaya koyan egilimler belirlenmistir. Yapilan ¢aligmalarin
yillara gore dagilimi ve atif oranlar1 Grafik 1°de sunulmaktadir.

Grafik 1. Calismalarin yillar icindeki sayilari ve atiflari

4

Yaynlar
TRy

Grafik incelendiginde ilk yaymin 1980 yilinda yapilmis oldugu sonrasinda 2002 yilina kadar
yayimn olmadig1 6zellikle 2003 yilindan sonra atiflarin ¢ogalmaya basladigi en fazla yaymin
2009 yilinda en fazla atfin 2022 yilinda oldugu 6zellikle 2024 yilinda hi¢ yayin olmadig:
goriilmektedir. Caligmalarin WoS kategorileri Grafik 2 deki gibidir. Grafikte goriildiigii tizere
en fazla yonetim ve is alaninda ¢alisma yapilmstir.
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Grafik 2. Calismalarin WoS kategorileri
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Caligsma tiirleri incelendiginde; on makale, dort mektup, iki bildiri 6zeti ve bir kitap oldugu
tespit edilmistir. Caligmalar WoS indekslerine gore incelendiginde; Gelisen Kaynaklar Atif
Dizini (ESCI) (8), Sosyal Bilimler Atif Dizini (SSCI) (6), Kitap Atif DiziniSosyal Bilimler ve
Beseri Bilimler (BKCI-SSH) (1), Konferans Bildirileri Atif Dizini—Sosyal Bilimler ve Beseri
Bilimler (CPCI-SSH) ve Konferans Bildirileri Atif Dizini—Bilim (CPCI-S) (1) indekslerinde
yer aldig1 ve hepsinin ingilizce yazilmis oldugu gozlemlenmistir. Caligmalarin yaymlandig
adresler Grafik 3’ de gosterilmigtir.

Grafik 3. Calismalarin yayincilari

Transaction Publishers
Nova Southeastern Univ
Natl Cave Research & Protection Organization, India
Istanbul Univ, Sch Business
Igi Global
Assoc Information Systems
Taylor & Francis N
Sage I——— 2
Emerald Group Publishing s
Harvard Business School Publishing Corporation IS 5

e e e

Goriildiigii tizere en ¢ok yayin Harward Business School Publishing Corparation tarafindan
yayinlanmistir.

Atif sayisina gore en yliksekten en diisiige siralanan yayinlarin yazar bilgileri, yayimlandiklari
yillar ve makale basliklar1 Tablo 3’te detayli bicimde sunulmustur. Goleman ve Boyatzis’in
2008 yilinda yayimladigi makaleye yonelik olarak yazilmis dort mektup tiirtindeki yayin, 6zgiin
arastirma niteligi tasimadiklari i¢in tabloya ve literatiir boliimiine dahil edilmemistir.
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Tablo 3. Sosyal zeka ve liderlik konulu yayinlarin atif temelli siralamasi

Yazar/YIl Calisma Baghgi
Erez. 1980 Correlates of leadership style: Field-dependence and social intelligence versus social
' orientation
Mayer vd., 1999 Emotional intelligence meets traditional standards for an intelligence
Zaccaro, 2001 Organizational leadership and social intelligence
Goleman ve

Boyatzis, 2008 Social intelligence and the biology of leadership

Nauman, 2012  Patterns of social intelligence and leadership style for effective virtual project management
Poston ve Making sense of resistance to agile adoption in waterfall organizations: Social intelligence
Patel, 2016 and leadership
A survey of the effect of leader’s social intelligence on employees’ perception of
interpersonal justice: The mediating role of shared leadership
Gratitude and leadership in higher education institutions: Exploring the mediating role of
social intelligence among teachers
Gratitude, social intelligence, and leadership among university teachers: Mediation and
moderation analysis
The experiences of faculty of color in departments of educational leadership and
Guillaume, 2020  administration: The role of emotional and social intelligence in navigating promotion and
tenure to achieve the rank of associate professor
Yalginyigit ve A research on the relationship of social intelligence and cultural intelligence with leadership

Aktas, 2023 styles
Not: Goleman ve Boyatzis'e yazilmis mektup tirtndeki dort yayin, orijinal makale niteliginde olmadiklari igin tabloya dahil edilmemistir.

Nazarpoori, 2017

Garg ve Gera, 2020

Gargvd., 2021

Calismalarin kronolojik sirasina gore dzetleri su sekildedir:

Erez (1980): Yaplan ilk calisma olan yazarin makalesinde miihendislik ge¢misine sahip 45
profesyonle iizerinde calisilmistir. Yazar c¢alisanlarmma odakli liderlerin ¢alisanlarinin
kisileraras1 ve is Ozelliklerini ayrit edebilme yetenegi vesilesi ile alan bagimsizligina sahip
oldugunu belirtmistir. Yazara gore alan bagimsizlig1 genellikle sosyal olmayan bir yonetim ile
iliskilendirilmis olsa da yoneticilerin sosyal uyaranlara kars1 duyarli olmasi sosyal yonelimden
cok sosyal zekanin bilissel faktorlerine dayanmaktadir. Calisma sonucglarina gore ¢alisan odakli
liderlik tarzi, sosyal zek ve alan bagimsizlig1 ile ayn1 yonde iliskilidir. Is odakli liderlik tarzi
ise bu bilesenler ile ters yonde bir iliskiye sahiptir.

Zaccaro (2001): Yazarin calismast Kravis-de Roulet Liderlik Konferansi i¢in yayimlanan Coklu
Zeka ve Liderlik kitabinin igerisinde yer almakatdir. Yazar calismasinda sosyal zekanin
orgiitsel liderlik igerisindeki roliinii arastirmistir. Yazara gore sosyal zeka iki temel bilesene
sahiptir. Bu bilesenlerden ilki sosyal durumlar1 algilama ve yorumlama yeteneginid.ir. Digeri
ise davranigsal esneklik ve uyumu yetenegini ifade eder. Yazar, ¢aligmasinda sosyal zekanin
onemine dikkat ¢ekmis; Ozellikle Orgiitlerde hiyerarsik yapr arttikga sosyal durumlarin da
karmasiklastigini belirtmistir. Bu baglamda sosyal zekanin, orgiitsel uyum ve etkili iletisim
acisindan hayati bir rol oynadigini vurgulamaistir.

Goleman ve Boyatzis (2008): Organizasyonlarda Duygusal Zeka Arastirmalari Komisyon
baskan1 Case Western Profesorii Boyatriz, Goleman’in duygusal zeka {izerine yapmis oldugu
calismadan yola ¢ikmis ve sosyal zekanin insan beynindeki 6zel sinir devreleri sayesinde baska
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kisilerin duygularini anlayip bu duygulara uygun sekilde davranig sergileyebildiklerini 6ne
stirmiistiir. Yazara gore bu durum beynin ayna néron yapilari sayesinde olusabilmektedir ve bu
sayede kisiler digerlerinin duygularini anlayip empati kurabilmektedir. Yazara gore bahsi gecen
bu noronlar ayrica lider kisilerin dogru ve hizli bir bicimde karar verebilmesini ve tiim
hareketlerinin senkronize olabilmesini saglamaktadir. Yazara gore sosyal zekasi yiiksek
bireyler bazi yetkinliklere sahip olmakta ve bu yetkinlikler kog¢luk, mentorliik vb.
uygulamalarla gelistirilebilmektedir.

Wessel ve digerleri (2008): Yazarlar Kanada’da bir liniversite ve Amerika’da bir kolejde saglik
programlarinda okuyan (hemsirelik, saglik bilimleri, fizik tedavi) 154 6grencinin duygusal-
sosyal zekalarini tanimlamis ayrica 6grencilerin duygusal zekalar: ile ahlaki yargi, sefkat ve
liderlik arasindaki iligkiyi incelemislerdir. Calisma sonuglarina gore iilkeler arasinda bir fark
goriilmemistir. Amerika’daki fizik tedavi 6grencileri ile Kanada’daki fizik tedavi dgrencileri
arasinda sefkatin cesaret alt boyutunda anlamli farkliliklar gozlemlenmistir. Calismada ayrica
duygusal-sosyal zeka puanlarinin sefkat ve liderlik degiskenlerinin alt bilesenleri ile ayn1 yonde
iligkili oldugu ancak ahlaki yargi ile bir iligkisinin olmadig1 saptanmistir.

Nauman (2012): Bes ayri iilkeden bilgi teknolojisi projelerinde ¢alisan profesyoneller lizerinde
calisan yazar, farkli diizeyde sanallik derecesine sahip projelerde liderlik ve sosyal zeka
arasindaki iliskiyi incelemistir. Yazar analizde sanal projelerde tercihe dilen liderlik tarzlarinin
ne oldugu, sanallik diizeyinin sosyal zekd ve liderlik tarzina etkisinin olup olmadiginin
cevaplarini aramistir. Calismanin sonuglarina gore; iliski yonetimi ve sosyal farkindalik, gérev
ve insan odakli yaklasimlarla ayn1 yonde iligkilidir ve bu iliski diizeyi projenin sanallik orant
arttikga artmaktadir. Calisma etkili sanal proje yoOnetiminde sosyal zekanmn ve liderlik
becerilerinin 6nemini vurgulamistur.

Poston ve Patel’in (2016) ¢alismasinda, Agile (Cevik) yazilim gelistirme metodolojilerini
benimsemek isteyen Orgiitlerin bu donilistim siirecinde karsilastiklar1 direng ele alinmustir.
Aragtirmada, geleneksel yonetim anlayisinin bu direnci bastirma egiliminde olmasinin, uzun
vadede daha biiylik yapisal sorunlara yol agabilecegi ifade edilmistir. Calisma; degisime karsi
direng gosteren yoneticilerin bu direnci nasil algiladiklari, nasil yorumladiklar: ve etkili liderlik
becerileriyle bu stireci nasil daha etkili sekilde yonetebileceklerine odaklanmaktadir. Ayrica,
doniislim siirecinin bagarili olabilmesi i¢in s6z konusu liderlerin yiiksek diizeyde sosyal zekaya
sahip olmalarinin gerekliligi vurgulanmstir.

Marlowe’un (1986) sosyal zeka modelini temel alan c¢alisma, sosyal zekanin alt boyutlarini
olusturan pro-sosyal tutum, empatik yetenek, sosyal performans becerileri, gliven ve duygusal
ifade gibi bilesenler iizerine odaklanmaktadir. Arastirma, bu bilesenlerin birbirleriyle olan
iligkisini analiz ederek, 6zellikle pro-sosyal tutum alt boyutu ile paylasilan liderligin alt boyutu
arasinda giiclii bir baglanti oldugunu ortaya koymustur. Calisma sonuglarina gore, sosyal zeka
bu baglamda, calisanlarin kisileraras1 adalet algisi1 iizerinde belirleyici bir etkiye sahiptir.
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Din¢ ve Avanoglu (2020): Yazarlar spor bilimlerinde egitim gdéren 950 6grenciden tarama
yontemi ile veri toplanan Tromso Sosyal Zeka ve Cok Boyutlu Liderlik Olgegi kullanilan
calismada liderlik ve sosyal zeka arasindaki iligki incelenmistir. Verilerin normal dagilim
gostermemesi neticesinde nnparametrik analizler uygulanmais, arastirilan iligki i¢in Spearman
testi kullanilmistir. Calisma sonuglarina gore liderlik yonelimi ve sosyal beceri diizeyleri
arasinda iligkiler oldugu ortaya konmustir. Calismada ayrica demografik bilgilerin fark
analizleri incelenmis 6zellikle aile geliri ve egitim diizeyi gibi degiskenlerin iligki lizerinde
etkisi ortaya konmustur.

Garg ve Gera (2020): Yazarlar {iniversite 6gretim iiyeleri arasindaki doniisiimcii liderlik ve
minnettarlik ilikisini incelemislerdir. Yazarlar ayrica sosyal zek&nin bahsi gegen iliskideki
aracilik etkisini incelemislerdir. Regresyon ve korelasyon analiz modelini kullanan yazarlar
minnettarlik ve doniisiimcii liderlik arasinda ayni yonlii bir iligki ve sosyal zekanin bu iligkiye
kism1 aracilig1 oldugunu tespit etmislerdir.

Garg ve digerleri (2021): Yazarlar ¢calismalarinda tiniversite 6gretim tiyeleri arasinda liderlik
ve minnettarlik arasindaki iligkiyi ayrica li¢ alt boyutta incelemis olduklart sosyal zekanin
(sosyal bilgi isleme, sosyal farkindalik, sosyal beceriler) bu iliskide moderatorliik yapip
yapmadigini, aracilik etkisinin olup olmadigini arastirmislardir. Calismanin bulgularina gore
sosyal zekanin ii¢ alt bileseni de minnettarlik ve liderlik arasindaki iliskide ez da olsa aracilik
etmektedir ancak moderatdrliik agisindan bir etkisi yoktur. Hindistan’da yapilmis olan ¢alisma
ayrica alanin 6ncii caligmalarindan kabul edilmektedir.

Guillaume (2020): Makalenin yaymlandig: y1l itibari ile son yedi yildir kadroya alinan 21 etnik
fakiilte 0gretim iiyesi ile yapilan ¢aligmada duygusal ve sosyal zekanin terfi siirecine etkisi
incelenmistir. Caligma Orgiitsel ortami stratejik anlamda degerlendirme, kendini tanima ve
aidiyet hissi olmak iizere ili¢ ana faktor iizerine yogunlasmistir. Calisma sonuglarina gore
katilimeilarin iliski kurma, orgiitsel farkindalik ve 6z farkindalik yetenekleri ile kadro
stireglerini olumlu sekilde etkileyebildikleri gézlemlenmistir.

Yal¢nyigit ve Aktas (2023): Istanbul Teknopark’da ¢alisan 354 kisilik érneklem iizerinde ¢ok
faktorlii liderlik anketi ile yapilan yazarlarin calismasi, modern liderlik stillerinin radikal
degisiklikleri yonetme siirecinde sosyal ve kiiltiirel zekanin etkilesimini incelemistir. Ayrica
calisma demografik farkliliklara yonelik fark analizlerini de icermektedir. Calisma sonuglarina
gore liderlik egilimleri ile kiiltiirel ve sosyal zeka arasinda iliski oldugu gozlemlenmistir.

Oren’in (2012) calismasi; Rahim’in (2012) editorliigiinii yaptig1 Sosyal Zeka, Liderlik ve
Problem Coziimleri adli kitapta yer alan bir boliim olarak yayimlanmistir. Ancak bu boliim,
basliginda sosyal zeka ve liderlik kavramlarini igerse de igerik olarak tiikenmislik ve stresle
basa ¢ikma tiirlerine odaklanmakta ve inceleme kapsamina alinmamastir.
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3. ARASTIRMA YONTEMI

Sosyal zeka kavrami son yillarda iletisim, 6rgiitsel davranis ve liderlik gibi yonetim alanlarinda
artan bir ilgiyle ele alinmaktadir. Ozellikle duygusal farkindalik, sosyal etkilesim kapasitesi ve
empati gibi liderlik becerileri ile dogrudan etkilesimli alt boyutlar icermesi, kavramin analizi
acisindan Onemini ortaya koymaktadir. Bu baglamdam sosyal zeka anahtar kavram olarak
secilmistir.

VOSviewer, biiyiik veritabanlarindan elde edilen bilimsel verilerin madenciligini yaparak, bu
veriler lizerinde detayl1 analizler ve haritalar olusturulmasina imkan tanir. Bu 6zellik, 6zellikle
genis literatiir taramalar1 ve kapsamli bibliyometrik analizler yapan arastirmalar i¢in dnemlidir
(Van Eck ve Waltman, 2010). VOSviewer’1n teknik 6zellikleri, onu bibliyometrik analizler i¢in
giiclii bir ara¢ haline getirir. Bahsi gecen teknik 6zellikler kisaca su sekildedir:

1. Gorsellestirme: VOSviewer, yiikksek kaliteli ve anlasilir haritalar {iretir. Bu haritalar,
arastirma alanindaki anahtar bilesenler arasindaki iligkileri ag yapis1 seklinde sunar.

2. Veri Ice Aktarma ve Disa Aktarma: VOSviewer, farkli bibliyometrik veri kaynaklarindan
(6rnegin, WoS) veri alabilir ve bu verileri analiz edebilir. Ayrica, analiz sonuglarin ¢esitli
formatlarda disa aktarma imkani sunar.

3. Kiimelenme Algoritmalari: VOSviewer, verileri kiimeler halinde gruplandirmak icin 6zel
algoritmalar kullanir. Kiimelenme, verilerdeki temel yapilarin ve trendlerin ortaya ¢ikmasini
saglar.

4. Zaman Serisi Analizi: VOSviewer, zaman i¢inde literatiirdeki degisimlerin izlenmesine
olanak tanir.

5. Kullanieir Dostu Arayiizz VOSviewer, kullanici dostu bir araylize sahiptir ve
aragtirmacilarin kolayca analizler yapmasini saglar.

Arastirma Yontemi: Calismanin yontem boliimiinde 21.01.2025 tarihinde sosyal zeka (social
intelligence) anahtar kelimesi ile 21.01.2025 tarihinde WebofScience veri tabaninda “tiim
alanlar” secilerek incelenmesi sonucunda ¢ikan 2,149 dokiimanin VOSviewer programi ile
analiz edilmesi olusturmustur.

Veri Toplama: Arastirma, “Social Intelligence” kavramu ile ilgili yayinlanan tiim akademik
yaymn tiirlerine odaklanmaktadir. Literatiir taramasi, WoS gibi kapsamli akademik veri
tabanlarindan yapilmistir. Bu veri tabanlari, genis bir literatiir kaynagi sunarak, alanin en
yuksek kaliteli ve en giincel ¢alismalarina erisim imkani1 saglamaktadir. Veri toplama siireci,
anahtar kelimeler, yazarlar, yayin yillar1 ve atif sayilar1 gibi kriterlere dayali olarak filtrelenmis
verilere dayanmaktadir. Veriler, 21.01.2025 tarthinde WoS veri tabaninda “social intelligence”
anahtar kelimesi ile taranmis ve tiim alanlardaki kayitlar dahil edilmistir. Herhangi bir
filtreleme kriteri kullanilmamaistir. Elde edilen 2,149 kayittan bibliyografik veri seti indirilmis,
bu kayitlar igerisinde yinelenen girdiler otomatik olarak sistem iizerinden temizlenmistir. Esik
degeri olarak VOSviewer analizlerinde minimum bes tekrar (co-occurrence) ve minimum 10
atif esik degeri uygulanmistir. Bu esiklerin altinda kalan anahtar kelimeler, yazarlar veya
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kaynaklar analiz disinda tutulmustur. Bu sayede yalnizca belirli bir goriintirliikk diizeyine
ulagsmis kavram ve yazarlar analiz agina dahil edilmistir. Anahtar kelime esgoriiniim analizi,
yazar is birligi aglari, atif ve co-citation kiimelenmeleri ve yillara gore dagilim analizleri
gergeklestirilmistir. Her analizde ag haritalar1 olusturulmus ve kiimeler, baglant1 giigleri ve
diigtim agirliklar dikkate alinarak yorumlanmustir.

Arastirma sorulari ve ¢alismanin amaci: Bu calismanin ilk amaci, sosyal zeka kavraminin
akademik literatiirdeki gelisimini ve mevcut arastirma egilimlerini bibliyometrik veri analizi
yontemi ile incelemektir. Bu ama¢ dogrultusunda, asagidaki arastirma sorularina yanit
aranacaktir:

1. Sosyal zekd alaninda birlikte yayin yapan yazarlar kimlerdir ve bu ortakliklarin yapisi
nasildir?

Bu alandaki en ¢ok atif alan yazarlar kimlerdir?

Sosyal zeka alaninda yapilan akademik yayinlara en fazla atif alan iilkeler hangileridir?
Literatiirde en ¢ok atif alan kurumlar hangileridir?

Sosyal zeka literatiiriinde en sik birlikte gecen anahtar sdzciikler hangileridir ve bu sdzciikler
nasil tematik kiimeler olusturmaktadir?

6. VOSviewer yazilimi kullanilarak, akademik yaymlar arasinda hangi belgeler bibliyografik

A

ac¢idan birbirine benzemektedir?
7. Bu alanda benzer kaynaklara atif yapan yazarlar kimlerdir?
8. Sosyal zeka alaninda birlikte en ¢ok atif alan yazarlar kimlerdir?

Bu dogrultuda calismanin amaci: Sosyal zeka konusundaki bilimsel iiretimi analiz etmek,
Alandaki temel egilimleri ve akademik yogunlagmalari tespit etmek ve literatiirdeki bosluklari
ve gelecek potansiyel arastirma alanlarini belirlemektir. Bu kapsamda yapilan ¢alismalarin hem
aragtirmacilar hem de uygulayicilar i¢in yonlendirici bilgiler sunmasi hedeflenmektedir.

4. BULGULAR

Yapilan ¢alismalarin atif ve yayimn adetlerinin Grafik 4’te gosterilmektedir. Calismalar yil
bazinda incelendiginde 1977-2025 arasinda kavramin ¢alisilmis oldugu tespit edilmistir. 2012
yilinda (136) bir artis olsa da en fazla yaym 2022 yilinda (181) yapilmistir. En fazla atfin 2024
yilinda oldugu tespit edilmistir.
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Grafik 4. Calismalarin yillar icindeki sayilari ve atiflari
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Yillar igerisinde en ¢ok atif alan bes yayin ve atif sayilar1 Tablo 4’te gdsterilmistir:

Tablo 4. Sosyal zeka kavraminda 1977-2025 yillari arasinda en fazla atif alan 5 yayin
Yazar/YIl Yayin Bagligl Yayincl 2021 2022 2023 2024 2025 Toplam

Gigerenzer ve Annual Review
Gaissmaier, Heuristic decision making 220 211 197 218 25 2059
of Psychology

2011
Emotional intelligence meets
Mayer vd., 1999  traditional standards for an Intelligence 87 62 62 58 5 1386
intelligence
J | of
Block ve IQ and ego-resiliency: Conceptual Per;);r:glait oand
and empirical connections and : y 99 105 86 65 12 1128
Kremen, 1996 Social
separateness
Psychology
European

Baron-Cohen  Social intelligence in the normal

vd., 1999 and autistic brain: A fMRI study Journal of 25 16 15 21 1 1107

Neuroscience
Emotions and leadership: Human
The role of emotional intelligence  Relations

George, 2000 54 47 43 29 3 878

Calismalarin dokiiman tiirlerine gore incelenmesinin sonucu Grafik 5°te gosterilmektedir.
Grafikte de goriilecegi lizere en fazla yayin tiirii makale (1365) seklindedir. Kayda alinabilecek
cokluktaki diger yayin tiirliniin ise bildiri yayini (573) oldugu gozlemlenmektedir.
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Yil/Year: 2025, Cilt/Volume: 06, Sayl/No: 03, 458-491. e-ISSN: 2718-1081.

Grafik 5. Calismalarin dokiiman tirleri
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Caligmalarin WoS kategorilerine gére minimum 100 yayin kriteri ile incelendiginde ¢ikan
sonug¢ Grafik 6’da gosterilmektedir. Grafikte goriildiigii izere en fazla yayin yapilan {i¢ alan;
Computer Science Artifial Inteligence (403), Psychology Multidisciplinary (227) ve Computer
Science Theory Methods’dur (207). Calismamizla yakindan iliskili olan Management (124) ve
Behavioral Sciences (104) alanlarinda da ¢alisma yapilmis oldugu gozlemlenmektedir.
Yonetim ve Orglitsel davranis ile ilgili yapilmis c¢alismalar ¢alismanin kavramsal cerceve
kisminda detayli incelenmistir.

Grafik 6. Calismalarin WoS kategorileri
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4.1. Ortak Yazarhk Analizi

Yazararin birbirleri ile kurdugu ortak yazarlik iliskilerine gore olusan gruplar ag haritasindaki
kiimeleri olusturmaktadir. Sik is birligi yapan yazar gruplarinin her bir grubu bir renkli kiime
ile gosterilmistir. Kiimeler arasindaki baglantilarin zayif olusu alan iginde sinirh capraz is
birligini temsil etmektedir. Bu durum yazarlarin genellikle kendi alanlarinda ¢alismis oldugunu
gostermektedir ve bu nedenle farkli kiimeler arasinda siirli gecis vardir. Farkl iki yazar
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arasinda kag yayinda birlikte ¢alisildigini baglant1 giicii ve sayis1 gostermektedir. Zay1f ¢izgiler
seyrek ortakliklara isaret ederken giiglii ¢izgiler daha siki is birlikteliklerini temsil etmektedir.

Bu bilgiler 1s1¢inda en fazla is birligi yapan yazarlari tespit etme amagli VOSviewer
programinda en az bir yayin ve bir atif kriteri ile analiz edildiginde toplam 3,946 kayda
ulagilmistir. Analizde 96 birim, 13 kiime, 267 baglant1 ve toplam 278 baglant1 giicii tespit
edilmistir. En fazla atif alan yazarlarin baglant1 giicleri nispeten zayif ¢ikmistir. Mayer 2,279
atif dort baglant1 giicii, Gaissmaier ve Gigerenzer 2,059 atif ve birer baglant1 giicii seklindedir.
Bunun yani sira 23 yayini olan ve 231 atfa sahip Yuan Rao 60 baglanti giicii ile ilk sirada yer
almistir. Yazari, dokuz yayin, 454 atif ve 39 baglanti giicii ile Fei-Yue Wang, 11 yayin, 182 atif
ve 38 baglant1 giicii ile Lianwei Wu ve sekiz yayin 22 atif ve 38 baglant1 giicii ile Boriz Katz
takip etmistir.

Sekil 1. Yazarlar arasi is birligini gdsteren ortak yazar baglari

al, yunfeng
chemlong
tiam, §Bnglin
@

yarUln;-_

Wosgarin

den. fsniflE g
il gingha

B Hang
guogaide &
o BnStangiing
haragiryen frigloin
qingrut

I, juiBjuan wang, gaeqan
Iai

wang, fei-yue cao, dongpu
ghahramanigr@hammadhassein

zhou, mengchu

Ii. deq
abusorraky abculla

hiang, hua
tolupofigiancerio

fu, tignjun
wanuiét. un zeng, danfel
sheng ling
maa, wenji

ba, yuming

cud, halica gratgh, janathan

devaully david

4.2. Yazar Atif Analizi

Yazar atif ag1 haritasinda her bir diigiim bir yazar1 temsil etmekte ve diigiimler arasinda var
olan ¢izgiler bir yazarin digerini atifla referans verdigini gostermektedir. Ag haritasindaki
kiimeler birbirlerini daha sik atif gdsteren yazarlari temsil etmektedir. Bu durum belli aragtirma
konulart etrafinda kiimelenmis entellektiiel etkilesimi yansitmaktadir. Baglant1 giicii, bir
yazarin digereri ile ne derece atif iligkisinde oldugunu temsil etmektedir. Baglant1 giicii ne kadar
ylksekse yazarin alanda bulunan diger ¢alismalar ile etkilesimi o derece giicliidiir.

Calisma yapan yazarlarin atiflarinin incelendigi analizde minimum iki kez alint1 yapilmis olma
kriteri ile incelenmis 2,019 birim, 61 kiime, 14,068 baglanti, 17,386 baglant1 giicii tespit
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edilmistir. Baglant1 giicii en yliksek olan ilk {i¢ yazar alt1 yayin ve 645 atif ile Kaukiainen, iki
yayin, 658 atif ve 429 baglant1 giicii ile Martinussen ve bir yayin 201 atif ve 398 baglant1 giicii
ile Dahl ve Silvera’dir. En fazla atif alan ligyayinin baglant1 gii¢leri; li¢ yayin, 2,279 atif 183
baglant1 giicii ile Mayer, ikiser yayin, yayimn basina 2,059 atif ve ikiser baglant1 giicii ile
Gaissmaier ve Gigerenzer’dir. En fazla yayini olan ii¢ yazarin baglant1 giigleri; 23 yayin, 251
atif ve 115 baglant1 giicii ile Yuan Rao, 16 yayin, 21 atif ve 175 baglant1 giicii ile Zuzana
Birknerova ve 12 yayin, 85 atif ve 14 baglanti1 giicii ile Zhuge Hai’dir.

Sekil 2. Yazarlarin atif ag
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4.3. Metin Atif Analizi

Metin atif analizi yayinlarin ortak referans verdikleri calismalara gore birbirlerine ne derece
yakin olduklarin1 gostermektedir. Bu ag haritasinda iki farkli makale benzer kaynaklari ne kadar
cok kullanmigsa aralarindaki bag o kadar giiclii ¢ikmaktadir. Bu baglamda diiglimlerin
biiyiikliigii, yaymin aldigr atif sayisini, diiglimler arasindaki ¢izgiler ise baglanti sayisini temsil
etmektedir. Benzer literatiir temellerine dayanan yaym gruplari kiimeleri olusturmaktadir. Is
birlikteligi degil entellektiiel benzerlik {izerine yogunlasan bu analiz, alanin aragtirma
egilimlerini, literatiirdeki yogunlagsma bolgelerini ve teorik temelli kiimelenmeleri gosterme
acisindan 6nemlidir. Calismada en az bir atif alma kriteri ile yapilan analizde 786 birim, 48
kiime ve 1,926 baglant1 ¢gikmistir.
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Sekil 3. Metinlerin atif agl
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En fazla baglantiya sahip yazarlar; 201 atif ve 119 baglanti ile Silvera (Silvera vd., 2001), 159
atif ve 75 baglant1 ile Ford (Ford ve Tisak, 1983) ve 1,127 atif ve 70 baglant1 ile Bar-On
(2006)’dur. Yiiksek atif almis yayinlardan Gigerenzer (Gigerenzer ve Gaissmaier, 2011) bir
baglantiya, Mayer (Mayer vd., 1999) 38 baglantiya, Block (Block ve Kremen, 1996) ise yedi
baglantiya sahiptir.

4.4. Ulke Atif Analizi

Farkli iilkelerde iretilmis yaymnlarin birbirlerine yapmis olduklari atiflar {izerinden olusan
bilimsel etkilesimleri gosteren lilke atif aginda diiglimler iilkeleri, baglantilar iilkeler arasi
iligkileri ifade etmektedir. Baglant: giicii iilkelerin ne dl¢iide birbirlerinin literatiiriinii yani atif
yolu ile birbirlerinden ne derece bilgi aligverisinde bulundugunu gdstermektedir. Haritadaki
kiimeler literatiir anlamdaki etkilesime gore gruplanmaktadir. Bu analiz hem iilkeler arasi
bilimsel etkilesim diizeyini belirlemek hem de yayin tretimindeki iilke yogunluklarini
belirlemek agisindan 6nemlidir.

Caligmalarin yaymlandig: iilkelerin aldiklar atiflara yonelik yapilan analizde her bir lilkede en
az bir eser ve bir atif kriterleri kapsaminda baglantili toplam 85 iilke tespit edilmistir.
VOSviewer analizinde Toplam 75 birim, 14 kiime, 512 baglanti ve 2,603 baglant1 giicii
goriilmiistiir. En fazla yayin yapan iilkeler; ABD 540 yayin, 19,850 atif, Cin, 213 yayin 1,938
atif, Ingiltere 160 yayin, 9,674 atif olarak goriilmiistiir. Baglant1 giiclerinin siralamasinda ABD
1,146 baglanti giicii ile en gii¢lii baglantist olan iilke olarak goriilmiistiir. ABD’yi 605 baglanti
giicii ile Ingiltere, 70 yayin, 4,331 atif ve 216 baglant1 giicii ile Almanya takip etmistir.
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4.5. Kurum Atif Analizi

Kurum atif analizinde kurumun bilimsel etkisi ve diger kurumlar ile atif yolu ile etkilesimi
Olcimlenmektedir. Ag haritasinda kurumlari, diiglimler, kurumlar arasi atif iligkilerini ¢izgiler
gostermektedir. Bir kurumun digerleri ile kurdugu toplam atif iligkisi baglant1 giiclinii
olusturmaktadir. Kiimeler ise atif iliskileri yogun olan kurum gruplarini temsil etmektedir. Bu
yap1 sayesinde ylksek atif alan ve diger kurumlar ile entelektiiel baglar kuran iiniversiteler
tespit edilebilmektedir. Bu analizde etki sadece atif sayist ile degil ayn1 zamanda atif
iligkilerinin yayginlhigi ile de 6l¢iilmektedir.

Kurumlarin atif analizini tespit etmek i¢in en az bir yayn ve bir atif kriteri uygulanmis ve analiz
sonucu olusan birbiri ile baglantili 1,465 kurumun ag haritasinda 936 birim, 49 kiime, 4,348
baglant1 ve toplam 5,861 baglant1 giicii oldugu goriilmiistiir. En fazla yayin yapan kurumlar
Chinese Acas SCWestern Reserve Universitesi (26), Xi An Jiao Tong Universitesi (26),
Universitesi Cambridge (25) ve Kyoto Universitesi (22) seklindedir. En fazla atif alan
{iniversiteler; Iniv. Cambridge (4,900), Yale Universitesi (2,119), Max Planck Inst. Human
Dev. (2,059), University New Hampshire (2,045) ve University London (1,871) seklindedir.
Ancak en giiclii baglantiya sahip kurumlar 356 baglant1 giicii ile University Cambridge, 254
baglant1 giicii ile University Tromso, 204 baglant1 giicii ile University Turku ve 203 baglanti
giicii ile Case Western Reserve University ¢ikmistir.
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4.6. Kaynak Atif Analizi

Kaynak atif ag1 calismalarda en sik atif yapilan kaynaklarin birbiri ile iliskisini gostermektedir.
Her bir kaynag bir diigiim temsil etmektedir ve iki kaynak arasindaki baglanti bu kaynaklarin
diger yayinlar tarafindan birlikte atif alip almadigini temsil etmektedir. Baglant1 giicii ve sayis1
iki kaynagin birlikte ne kadar referans verildigini gdsterirken kiimeler ¢aligsma alanlarina gire
gruplasmis kaynak topluluklarini, teorik gergeveleri veya belirli arastirma yaklagimlarini temsil
etmektedir.

En az bir atif ve bir yayin kriteri ile yapilan analizde 531 birim, 46 kiime, 1,455 bag ve 1,989
baglant1 giicli ¢tkmistir. Baglant1 giicli en yiiksek olan kaynaklar bes yayin, 396 atif ve 185
baglanti giicii ile Journal of Educational Psychology, 19 yayin, 2910 atif ve 181 baglant1 giicii
ile Philosophical Transactions of the Royal ve 26 yaym, 712 atif ve 161 baglant1 giicii ile
Personality and Individual Differences’dir.
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4.7. Metin Bibliyografik Eslesme Analizi

Iki kaynak ayni {iciincii yayma atifta bulundugunda aralarinda dolayli bir bag olusmaktadir ve
bu entelektiiel benzerlik ya da ortak referans ge¢misi anlamina gelmektedir. Metinlerin
bibliyografik eslesme analizi farkli ¢alismalarin aym1 kaynaga atifta bulunma timeline
dayanmaktadir. Iki yaymin benzer referasnlar kullaniyor olmasi, liteatiir anlaminda iliskili
oldugunu gostermektedir. Bu analizde her diiglim bir yayini, diiglimler arasindaki ¢izgi bu iki
yayinin kag¢ ortak kaynaga atif yaptigini belirtir. Analizdeki baglant1 giicii iki yayinin kag ortak
referansa sahip oldugunu gosterirken, kiimeler literatiideki ayni kurumsal yaklasim ya da
yontemleri paylasan calisma gruplarini temsil eder.

Birbirinden bagimsiz iki kaynagin alint1 yapmis oldugu bibliyografik eslesme analizinde (Dirik
vd., 2023) en az bir atif almis olmasi ile yapilan analizde baglantili olan 1,301 birim eser dokuz
kiime 52,658 baglant1 ve 91,879 baglanti giicii tespit edilmistir. En fazla baglanti olan yazarlar;
bes almt1 ve 1017 baglant: giicii ile Ilhan (ilhan ve Cetin, 2014), 60 alint1 ve 929 baglant: giicii
ile Boucherie (Boucherie vd., 2019), 30 alint1 ve 839 baglant1 giicii ile Holekamp (Holekamp
ve Benson-Amram 2017), 52 alint1 ve 812 baglant1 giicii ile Jyoti (Jyoti ve Kour, 2017) ve 64
atif ve 812 baglant1 giicii ile Lambert (Lambert vd., 2019) olarak gézlemlenmistir.
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4.8. Yazar Bibliyografik Eslesme Analizi

Farkli iki yazarin ayni1 kaynaklara referasn veriyor olmasi benzer literatiire dayandiklarini ve
entelektiiel anlamda aralarinda bag oldugunu temsil etmektedir. Bu analiz tiirlinde her bir
diigiim bir yazar1 temsil ederken, iki yazar arasindaki baglanti, o yazarlarin yayinlarinda ortak
referans verdikleri kaynaklarin sayisin1 yansitmaktadir. Ag haritasindaki kiimeler, belirli
diistinsel c¢izgiler etrafinda kiimelenmis yazar gruplarini temsil ederken baglanti giici,
yazarlarin literatiirdeki Ortiisen bilgi temellerini yansitmatdir. Birbirinden farkl: iki yazar1 atif
alan metinlerin yazarlarinin eslesmesinin yapilg1 yazarlarin bibliyografik eslesme analizinde en
az bir yayin ve bir atif kriteri belirlenmistir. 3,452 birim, 50 kiime, 368,377 baglant1 ve
1,211,982 baglant1 giicii tespit edilen analize gore en fazla bibliyografik eslesme olan yazarlar
21 atif ve 13,303 baglanti giicii ile Birkenova, 35 atif ve 13,104 baglant: giicii ile Frankovsky
ve 331 atif ve 12,890 baglant1 giicii ile Bugnyar olarak tespit edilmistir.

Sekil 8. Yazarlarin bibliyografik eslesme baglari
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4.8. Yazar Ortak Atif Analizi

Bu analiz iki farkli yazarin kac farkli yayinda kaynak gosterildiginin ifadesidir ve bu durum
entelektiiel etki ve Kabul gormiisliigli de temsil etmektedir. Analizdeki her bir diiglim bir yazari
temsil etmektedir. Iki diigiim arasindaki baglant: ise o yazarlarin kag farkli yayinda birlite at:f
alindiklarin1 gdstermektedir. Analizdeki baglanti giicii, birlikte anilma sikligini1 gdsterirken
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kiimeler, birlikte atif alan yazarlarin gruplarini temsil etmektedir. Bu analiz ayn1 zamanda
alanda 6nde gelen diisiince liderlerinin bir gostergesidir.

En az bes atif sayisi segilerek yapilan yazarlarin ortak atif analizinde 2,674 birim, dokuz kiime,
177,850 baglant1 ve 607,790 baglant1 giicii tespit edilmistir.

Sekil 9. Yazarlarin ortak atif agi
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Baglant1 giicli en yliksek olan yazar ayn1 zamanda en fazla atif alan yazar Mayer (423 atif,
15,593 baglant1)’dir. En fazla ikinci baglant1 giicline sahip olan yazar, Dunbar (263 atif, 13,929
baglant1) ve tiglincii yazar Whitten (186 atif, 11,960 baglant1) ¢ikmustir.

4.9. Anahtar Sozciik Analizi

Bu analiz kullanilan anahtar kelimelerin ne siklikta birlikte gectiginin ve hangi kavramlarin
birbirleri ile iliskisinin oldugunun gostergesidir. Ag haritasinda her bir diiglim bir anahtar
kelimeyi temsil ederken, iki diiglim arasindaki baglanti bu kelimelerin ayn1 anda birlikte gegme
sikligin1 yansitmaktadir. Haritadaki kiimeler, benzer veya iligkili kavramlardan olusan
kavramsal gruplar1; baglat1 giicli ise iki anahtar kelimenin birlikte kullan1ldig1 yayin sayisini
gostermektedir. Bu analiz sayesinde arastirma konularinin odaklandig: temelar ve kavramsal
Oriintililer ortaya ¢ikmaktadir.

Kavramla ilgili en sik kullanilan anahtar sdzciiklerin incelendigi en az ii¢ defa goriilme kriteri
ile yapilan analizde 337 birim, 22 kiime, 1,707 baglant1 ve 2,523 baglant1 giicii tespit edilmistir.
En fazla kullanilan anahtar kelimeler sosyal zela (social intelligence 450 defa), duygusal zeka
(emotional intelligence 119 defa), zihin teorisi (theory of mind 52 defa) ve sosyal bilis (social
cognition 49 defa) seklindedir. Anahtar kelimelerden baglant1 giicii en yliksek olan 3 kelime
sosyal zeka (686), duygusal zeka (218) ve sosyal bilis (127) seklindedir.
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5. TARTISMA ve SONUC

Calismada WoS veri tabaninda yapilan tarama sonucunda sosyal zeka kavraminin VOSviewer
ile bibliyometrik veri analizi yapilmis ve liderlik ile sosyal zeka kavramlarini baslik diizeyinde
bir arada igeren ¢aligmalar detayli bigimde incelenmistir. Ele edilen bulgular dogrultusunda,
sosyal zekd kavraminin 6zellikle son 15 yilda literatiirde artan bir ivme ile ¢alisildigi, biiyilik
cogunlugu makale tiiriinde olan yayinlarm &zellikle ABD, Cin ve Ingiltere’de yogun sekilde
arastirildigl gériilmiuistir.

Ag haritalarinda ve grafiklerde sunulan analiz ve raporlarda, sosyal zeka alaninda yogun katki
saglayan kurum ve yazarlar gdzlemlenirken, liderlik temasinin 6zellikle duygusal zeka, sosyal
bilis ve empati kavramlar ile birlikte kullanildig1 ortaya konmustur. Bu durum sosyal zeka
kavraminin liderlik agisindan sadece genel bir “Gnem” unsuru olarak goriilmemesi gerektigini,
ayn1 zamanda kuramsal temellere sahip, dlgiimlenebilen ve somut etkilere sahip bir bilesen
oldugunu gostermektedir.

Akademik veritabanlarindan elde edilen verinin bibliyometrik analizini elde etmek i¢in pek ¢cok
program bulunmaktadir. Ancak VOSviewer arastirmacilara hem ¢ok farkli alt bilesenlerde
haritalama hem de kolaylik saglamaktadir. VOSviewer programi sayesinde literatiir veri
tabalarindan elde edilen verinin kiimelenmesi, anahtar kelime analizi ve atif analizi vb. pek ¢ok
acidan analiz edilebilir. VOSviewer’1n sagladigi kolay kullanim ¢aligma sonuglar1 daha anlasilir
hale gelmektedir.

Sosyal zeka kavramina ait bibliyometrik veri analizi kavramin 6zellikle 2007 yilindan sonra
popiiler hale geldigini ve yapilan ¢aligmalarin makale agirlikli oldugunu gostermektedir.
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Sosyal zeka ve liderlik kavramlarinin yayin basliginda olmasi kriteri ile yapilan analizde
calismalarin ¢ok eskiye dayanmasina ragmen (1977) yillar icerisinde ¢ok fazla yayin
yapilmamis oldugu tespit edilmistir. Bunun baglica nedeninin analizde kullanilan kavramlarin
sadece baslikta kullanilma kriteri olarak Ongoriilebilir. Ulagilan 17 yayindan dort tanesi
Goleman ve Boyatriz’in ¢alismalarina yazilmis mektup/degerlendirme seklindedir. Bu nedenle
calismada kalan 13 yayn ile ilgili detayli inceleme yapilmis ve 6zetlenmistir.

Sosyal zeka, akademik literatiirde giderek daha fazla ilgi géren bir kavram haline gelmistir. Bu
ilgi, sosyal zeka ile ilgili yapilan bilimsel caligmalarin sayisindaki artisla da desteklenmistir.
Akademik yayin veritaban1 WoS kullanilarak yapilan taramalarda, sosyal zeka kavraminin
genis bir kavramlar yelpazesi ile iligkilendirildigi, bu sebeple disiplinlerarasi ¢alismalarda
merkezi bir rol oynadigi gorilmistir. Son yillarda sosyal zeka {izerine odaklanan
aragtirmalarda hizla artan bir ivme oldugu dikkat cekmektedir.

Sosyal zeka aragtirmalarinda en ¢ok atif alan c¢alismalar (Gigerenzer ve Gaissmaier, 2011;
Mayer vd., 1999; Block ve Kremen, 1996; Baron-Cohen vd., 1999; George, 2000), genellikle
alanin temel taglarini olusturan ve kuramsal ¢ergevesini belirleyen 6nemli bulgular ve teorilere
sahip ¢aligmalardir. Ayrica, sosyal zekanin psikoloji, egitim, is hayat1 gibi farkli alanlardaki
uygulamalarini ele alan kapsamli literatiir incelemeleri de sik¢a atif yapilan yayinlar arasinda
yer almaktadir. Bu tiir ¢aligmalar, sosyal zekanin farkli baglamlardaki etkilerinin ve 6neminin
altin1 ¢izerek akademik literatiire degerli katkilarda bulunmus ve sosyal zekanin anlagilmasinda
kilit rol oynamustir.

Literatiir taramas1 sonucunda elde edilen bulgular, sosyal zekanin liderligin ¢esitli boyutlarinda
belirleyici bir rol oynadigin1 gostermektedir (Nauman, 2012; Nazarpoori, 2017; Guillaume,
2020). Ozellikle liderlerin empati ve sosyal becerilerinin gelistirilmesi, grup igi uyum ve etkin
liderlik performansi saglamak agisindan kritik oneme sahiptir (George, 2000; Din¢ ve
Avanoglu, 2020). Elde edilen veriler, sosyal zekanin liderlik siirecindeki roliiniin teorik
baglamda da desteklendigini gostermektedir. Bu nedenle, sosyal zeka o6zelliklerinin liderlik
gelisim programlarina entegre edilmesi onerilmektedir.

Bu calisma sosyal zeka kavraminin VOSviewer ile bilimsel ag yapilarin1 ortaya koymakta
ayrica sosyal zeka ve liderlik kavramlarini birlikte igeren ¢alismalar 6zelinde WoS sonuglari
kullanilarak detayli bir alt analiz sunmaktadir. WoS verilerine gore iki kavramin birlikte
kullanimi oldukg¢a smnirlidir. Sadece 17 calismada her iki kavram bir arada goriilmiistiir.
Duygusal zeka kavrami sosyal zekanin alt bileseni olmasina ragmen 19.05.2025 tarihinde
yapilan sorguda, WoS veri yabaninda sadece baslik kisitlamasi ile “social intelligence” ve
“leadership” ifadelerini birlikte iceren 385 ¢alismaya ulagilmistir. Elde edilen bulgular liderlik
gelisim programlarinin yeniden yapilandirilmast i¢in kavramsal bir temel sunmakta, sosyal
zekanin liderlik uygulamalar1 i¢indeki roliiniin daha biitlinciil degerlendirilmesine imkan
tanimaktadir. Ancak ¢alisma yalnizca bibliyometrik analizle sinirlidir ve uygulamaya doniik bir
model Onerisi sunmamaktadur. Bu nedenle sosyal zeka ve liderlik etkilemisimin daha
derinlemesine incelemek adina nitel ve deneysel ¢caligmalara ihtiyag vardir.
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Sosyal zekanin liderlik baglaminda etkilerini daha iyi anlamak ve gelistirmek igin c¢esitli
arastirma ve uygulama alanlarina odaklanilmasi gerekmektedir. Farkli kiiltiirlerde sosyal
zekanin liderlik Tlizerindeki etkilerini inceleyen karsilastirmali c¢alismalar yapilmasi
gerekmektedir. Sosyal medya ve dijital iletisim araglarinin sosyal zeka iizerindeki etkilerinin
incelenmesi, bu alandaki arastirmalara giincel bir bakis a¢is1 kazandirabilir. Son olarak, sosyal
zekanin Orgiitsel yenilik¢ilige katki yollar1 detaylandirilmali ve bu kapsamda liderlik egitim
programlarinin icerigi zenginlestirilmelidir. Sosyal zeka ve liderlik kavramlari, giiniimiizde
organizasyonlarda basar1 ve etkinligin en 6nemli bilesenleri olarak kabul edilmektedir. Sosyal
zeka, bireylerin duygusal ipuglarini algilama ve sosyal iligkileri etkili bir sekilde yonetme
kapasitesidir; bu da liderin, takim dinamiklerini yonetmesini ve takipcileriyle etkili iletisim
kurmasini saglar. Liderlikte sosyal zeka, empati kurma, dinleme ve digerlerinin perspektiflerini
anlama yetisiyle dogrudan iliskilidir. Bu iliski, liderin takim iizerindeki etkisini artirarak,
motivasyon ve verimlilik diizeylerinin yiikselmesine katki saglar. Dolayisiyla, sosyal zeka,
liderlik kapasitesinin kritik bir bileseni olarak degerlendirilmektedir.

Calismada, sosyal zeka ve liderlik kavramini kapsayan literatiiriin incelenmesinde metodolojik
biitiinliik saglama amagli sadece WoS veri tabani temel alinmistir. Bu tercihin altinda yatan
temel nedenlerden biri, WOS’un icermis oldugu yayinlarin, hakemli yayin denetim siiregleri,
atif 6l¢iitleri ve bilimsel kalitesi agisindan yiiksek standartlara sahip olmasidir. Ancak bu durum
Scopus benzeri diger uluslararasi veri tabanlarinda yer alan ve kavram ile ilgili 6nemli katkilar
sunabilecek calismalarin disarida kalmasina neden olmustur. Bu durum, ¢alisma kapsaminda
ulasilan bulgularin genel gecerliligini sinirlayabilecek bir unsur olarak kabul gérmektedir.
Nitekim sadece tek bir veri tabanina bagli kalinmasi, farkli bilimsel yayinlarin géz ardi
edilmesine be literatiir ¢esitliliginin azalmasina yol agabilmektedir. Bu baglamda ¢alismanin
kisitlart arasinda, veri tabani se¢cimindeki tek kaynaklilik ve 6rneklem cesitliligindeki sinirlilik
sayilabilir.
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Katki Orani Beyani: Yazar calismayi tek basina gerceklestirmistir.
Destek ve Tesekkiir Beyani: Calismada herhangi bir kurum ya da kurulustan destek alinmamistir.
Catisma Beyani: Yazar herhangi bir cikar catismasi olmadigini deklare etmektedir.

Bu calismada “Yiiksek&gretim Kurumlari Bilimsel Arastirma ve Yayin Etigi Yonergesi” kapsaminda
uyulmasi belirtilen kurallara uyulmustur.
Bu makale benzerlik tespit yazilimlariyla taranmistir.
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