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Hiisnii POYRAZ

EV KADINLARININ KOOPERATIF VE KADIN KOOPERATIFCILiGINE iLiSKIiN
GORUSLERI

HOUSEWIVES’ OPINIONS ABOUT COOPERATIVE AND WOMEN'S COOPERATION

Ali Fuat ERSOY*
Giilay GUNAY™
Ayfer Aydiner BOYLU™

Ozet

Kadinlara yonelik ortaya ¢ikan toplumsal cinsiyet esitsizliklerinin asilabilmesinde kooperatifler 6nemli
bir arag¢ olarak goriilmektedir. Ciinkii kooperatifler bir toplumun kalkinmasi ve refah diizeyinin
arttirdmasimin yam sira kadinlarin toplumsal yasamda kaynak, giic ve firsatlara erigimlerinin
saglanmasinda onemli sorumluluklar iistlenmektedir. Bu dogrultuda bu c¢alisma kapsaminda ev
kadinlarimin kooperatifcilige iliskin bilgi diizeylerinin belirlenmesi ve kadin kooperatifciligine yonelik
goriislerinin  incelenmesi amacglanmaktadir. Calismanin  orneklemini  Karabiik il merkezinde
yasamlarini  siirdiiren ve arastirmaya katilmayr kabul eden 400 ev kadini olusturmaktadur.
Arastirmacilar tarafindan hazirlanmis olan arastirma formunda yer alan sorularin nitel olmasi
nedeniyle elde edilen verilerin istatistiksel olarak degerlendirilmesinde parametrik olmayan hipotez
testleri kullamiimistir. Caliymaya katilan ev kadinlarinin %40.7 sinin kooperatifcilik hakkinda biraz
bilgisinin oldugu, %639.0 unun ise herhangi bir bilgisinin olmadig belirlenmistir. Calismaya katilan ev
kadinlarimin kooperatifcilik hakkinda bilgi sahibi olma durumlart ile yaslary, aylik ortalama gelir
diizeyleri ve egitim diizeyleri arasinda anlaml bir iliski oldugu gériilmiistiir (p<.05). Kooperatif¢ilik

hakkinda bilgisi oldugunu belirten ev kadinlarmin (n=244) %34,0°ti bu bilgiyi internet ortamindan

* Prof, Dr., Karabiik Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Sostal Hizmet Béliimii, alifuatersoy@karabuk.edu.tr
™ Dog. Dr., Karabiik Universitesi, Iktisadi ve idari Bilimler Fakiiltesi, Sostal Hizmet Béliimii, ggunay@karabuk.edu.tr
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edinmis olup, bilgisi olmadigin belirten ev kadinlarin (n=156) %48.7 ’si bilgi edinmek istedigini ifade
etmistiv. Ev kadinlar: arasinda herhangi bir kooperatife iiye olmayanlarin orani yiiksektir (%689.0).
Herhangi bir kooperatife iiye olmay: istemeyen kadinlar (n=356) arasinda %36.0 ile kooperatiflere
yonelik bilgi sahibi olmadiklart icin iiye olmayr istemeyenler basta gelmektedir. Kadinlarin
kooperatiflere iiye olmama nedenleri ile demografik degiskenlerden yas ve egitim diizeyleri (p<.05)
arasindaki iligkinin anlamli oldugu tespit edilmistir. Ev kadinlarimin diisiincelerine gére kadin
kooperatif¢iliginin en énemli sorunlarimin basinda “‘finansal yetersizlik” (%33.0) gelmektedir. Analiz
sonuglarina gore kadinlarin kadin kooperatifciliginin sorunlarina iliskin diisiinceleri ile demografik
degiskenler (yas, medeni durum, aylik ortalama gelir diizeyi, egitim diizeyi) arasinda istatistiksel olarak
anlaml farkhiik yoktur (p>.05). Aymi zamanda kadinlarin %46.2’si bir kadin kooperatifine iiye olma
konusunda kararsiz olduklarimi, %35.5°1 ise bir kadin kooperatifine iiye olabileceklerini ifade
etmiglerdir. Kadinlarin gériislerine gére kadin kooperatifciliginin gelisememesine iliskin nedenlerin
basinda kadin kooperatiflerinin yeterince destek gormemesi (%42.5) yer almaktadwr. Elde edilen bu
bulgular dogrultusunda, kadinlarin ozellikle istihdamda yer almayan kadinlarin kooperatif¢ilige iliskin

farkandaliklarmin arttiridmast biiyiik 6nem tasimaktadir.

Anahtar Kelimeler: Sosyal Hizmet, Kadinlar, Ev Kadinlari, Kooperatifcilik, Kooperatifcilige Iliskin

Gortisler

Abstract

Cooperatives are seen as an important tool in overcoming gender inequalities for women. Because
cooperatives assume important responsibilities for the development and welfare of a society as well as
ensuring that women have access to resources, power and opportunities in social life. In this context,
the aim of this study is to determine the level of knowledge of housewives about cooperatives and to
examine their views on women's cooperation. The sample of the study consists of 400 housewives who
live in the city center of Karabiik and they also accepted to participate in the study. Non-parametric
hypothesis tests were used in the statistical evaluation of the data obtained because the questions in the
research form prepared by the researchers were qualitative. It was determined that 40.7% of the
housewives who participated in the study had some knowledge about cooperatives and 39.0% did not
have any knowledge. It was found that there was a significant relationship between the level of
knowledge about cooperatives and age, monthly average income and education levels of housewives (p
<.05). 34.0% of the housewives (n = 244) who stated that they had information about cooperatives had
obtained this information from the internet and 48.7% of the housewives (n = 156) who did not know
that they wanted to get information. Among the housewives, the rate of non-members of any cooperatives
is high (89.0%). Among the women who did not want to be a member of any cooperative (n = 356), the
ones who did not want to be a member because they did not have information about cooperatives with

36.0%. The relationship between the reasons for not being a member of cooperatives and age and
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education levels (p <.05) among the demographic variables were found to be significant. According to
the opinions of housewives, financial inadequacy” (33.0%) is one of the most important problems of
women's cooperation. According to the results of the analysis, there is no statistically significant
difference between the opinions of women about the problems of women's cooperation and demographic
variables (age, marital status, monthly average income level, education level) (p> .05). At the same
time, 46.2% of the women stated that they were undecided about being a member of a women's
cooperation and 35.5% said they could be a member of a women's cooperation. According to the
opinions of women, the most important reason for the failure of women's cooperation is the lack of
support by women's cooperation (42.5%). In line with these findings, it is of great importance to raise

the awareness of women about cooperatives, especially for women who are not involved in employment.

Keywords: Social Work, Women, Housewives, Cooperatives, Opinions about Cooperatives

KADIN KOOPERATIFLERINDE STRATEJIK PLANLAMA VE UYGULAMANIN
KAPSAMINI BELIRLEME

TO ESTABLISH THE EXTENT OF STRATEGIC PLANNING AND IMPLEMENTATION IN
WOMEN COOPERATIVES

Burcin BASARAN"
Yasemin ORAMAN™

Ozet

Kooperatifler, temelde kendi ihtiyaclarini karsilamak icin bir araya gelen kendine yardim gruplaridir.
Bir¢ok sekilde olusurlar. Tarim kooperatifleri ¢iftcilerin girdilerini, yetistirmeleri gereken tiriinleri ve
hayvanciligi diizenler ve sonra iiriinlerini islemelerine ve pazarlamalarina yardim ederken, kredi
kooperatifleri tasarruf ve kredi saglar. Kadin kooperatifleri, gelismis is becerileriyle kadinlarin
ekonomik olarak giiglenmesi i¢in bir forum olarak, gruplarin potansiyeli hakkinda farkindalik yaratir.
Kadin kooperatifleri ayrica kadinlarin liderlik rolii tistlenmelerini saglayarak sosyal giiclenmeyi de
tesvik eder. Kadin kooperatifleri Tiirkiye de ilk olarak 1999 yilinda kuruldu. O zamandan beri, kadinlar
tarafindan, ¢ogu zaman 25'ten az ortakla, kendi iglerini kurmalarimi saglamak icin kiigiik kooperatifler
kuruldu. Bugiin, bu kooperatifler gercek bir fark yaratmaktadir. Ozellikle stratejik planlama, kadin
kooperatiflerinin rakipleri karsisinda hayatta kalabilmeleri icin ¢ok onemlidir. Bu ¢aliymanin amaci,

Tiirkiye'deki kadin kooperatiflerinde stratejik planlama ve uygulamanin kapsamini belirlemektir.

" Dr. Ogr. Uyesi, Tekirdag Namik Kemal Universitesi, Tarrm Ekonomisi Boliimii, bbasaran@nku.edu.tr
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Bu ¢alismada odak grup goriismesi kullanilmistir. Odak grup goriismesi, kadin kooperatif ortaklarina
derinlemesine bir anlayis kazandirmak icin nitel bir yaklasim olarak kullamilnustir. Yontem, daha genis
bir popiilasyonun istatistiksel olarak temsili bir 6rneginden ziyade, segilen bir iiye grubundan veri elde
etmeyi amaglar. Odak gruplarinda kullanilan bes tiir sorular sunlardir. Bunlar agilis sorulari, girig
sorulari, gegis sorulari, temel sorular ve son sorulardir. Bu bes soru grubunda, her bir soru ya acik
uclu, kapali ya da niteliksel olarak olceklendirilmis olarak tanimlanabilir. Ayrica, stratejik planlamaya
Sfarkl yaklagimlar kullanilabilir. Bu ¢alismada stratejik planlama i¢in STP modeli (Durum-Hedef-Yol)
kullanimistir. STP veya Durum, Hedef, Yol; stratejik planlama yontemine basit bir genel bakis acisidir.
Planlama stirecini iice aywrir. Durum olarak tamimlanan siire¢ mevcut durum ve bunun nasil ortaya
ciktigimin analizi ve degerlendirilmesiyle bagslar. Ikinci bilesen-Hedef- gelecek icin amag ve hedeflerin
tammlanmasin icerir. Bazen buna ideal veya istenen gelecek durumun tammlanmasi denir. Ugiincii

bilesen-Yol-hedefleri veya gelecekteki durumu elde etmek icin bir harita veya yolu tanimlamayr icerir.

Kooperatifin hizli bir sekilde kurulmasi gibi, kooperatifin aym oranda kapanmasi giiniimiizde kadin
gruplarimin onemli sorunlarindan biridir. Bu a¢idan bakildiginda, daha biiyiik bir ekonomik firsat ve
kazang kapasitesinin, kadinlarmm siddet durumlarindan ka¢malarina, ailelerine yeterince ozen
gostermelerine ve ¢ocuklarini egitmelerine, boylece topluluklarini giiclendirmelerine olanak saglar. Bir
kadinin ekonomik bagimsizligi, hanenin icindeki ve digindaki prestijini artirir.

Bu calisma, Tarim ve Ormancilik Bakanligi’'na ve Ticaret Bakanligi’'na; Tiirkiye'de her iki kurumun
ihtiyag duydugu stratejik planlamanin kapsami konusunda tavsiyede bulunacak ve bulgular: kadin
kooperatiflerinin planlamanin faydalart konusunda egitilmesinde kullanabileceklerdir. Arastirmacilar
icin- bu ¢alisma kadin kooperatifleri ve stratejik planlama konusundaki bilgileri zenginlestirecek ve
arastirmaya dayanak olarak basvurabilir ve belki de bu ¢alismanin énerileri ve bulgularina gére daha
fazla ¢calisma yapabilir.

Sonug olarak, Tiirkiye'de kadin kooperatifi kurulmasun temel nedenleri arasinda; istihdam, sosyal
yeterliligi saglamak ve karsilastiklart zorluklara karst ortak ¢oziimler bulmak yer almaktadir.
Tiirkiye'de kurulan onlarca kadin kooperatifi ilk egitimde ve okul oncesi egitimde yer almaktadir.
Kadinlar arasinda iggiiciine katilim orammin diigiikliigiinii etkileyen iki 6nemli faktér, uygun fiyatlarda
cocuk bakim hizmetlerinin eksikligi ve is danismanlig firsatlarimin olmamasidir.

Anahtar Kelimeler: STP (Durum-Hedef- Yol) Model, Kadin Kooperatifieri, Stratejik Planlama, Odak
Grup, Uygulama

Abstract

Cooperatives are essentially self-help groups of people who get together to meet their needs. They come
in several forms. Credit cooperatives provide savings and credit, while agricultural cooperatives help

farmers to organize the inputs, they need to grow crops and keep livestock, and then help them to market
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and process their products. Women cooperatives create awareness about the potential of groups as a
forum for the economic empowerment of women by developing their business skills. The women
cooperatives also promote social empowerment by enabling women to assume leadership roles. Firstly,
women's cooperatives in Turkey was founded in 1999. Since then, small cooperatives have been
established by women, often with less than 25 members, to empower each other to start their own
businesses. Today, these cooperatives make a real difference. Especially strategic planning is very
important be able to live their lives against their opponents of the women cooperatives. The objective of
this study will be to establish the extent of strategic planning and implementation in women cooperatives
in Turkey.

In this study used focus group interview. Focus group interview used as a qualitative approach to gain
an in-depth understanding of women cooperatives members. The method aims to obtain data from a
purposely selected group of members rather than from a statistically representative sample of a broader
population. The five types of questions used in focus groups. These are the opening questions, the
introductory questions, the transition questions, the key questions and the ending questions. Within these
five groups of questions each guestion can be identified as either being one that is open ended, closed
or scale in nature.

Besides, different approaches to strategic planning can be used. In this study used the STP model
(Situation-Target- Path for Strategic Planning. The STP, or Situation, Target, Path is a very simple
overview of the strategic planning method. It divides the planning process into three part, starting with
defining the Situation-evaluating and analysing the current situation and how it came about. The second
component-Target - involves defining goals and objectives for the future. Sometimes this is referred to
as defining the ideal or desired future state. The third component-Path-involved defining a map or path
to achieve the goals or future state.

Just like establishing a cooperative quickly, closing the cooperative at the same rate is one of the
important problems of women's groups today. In this planned from point of view a greater economic
opportunity and earning capacity can be allowed women to escape violent situations, adequately care
for their families and educate their children, thereby strengthening their communities. A woman’s
economic independence increases her stature within and outside her household.

This study will advise the Ministry of Agriculture and Forestry and Ministry of Trade on the extent of
strategic planning in Turkey which is a requirement by both bodies and they can use the findings to plan
on educating the women cooperatives on benefits of planning. To the researchers—this study will enrich
the knowledge in women cooperatives and strategic planning and they can refer to it and maybe do
further studies as per the recommendations and findings of this study.

As a conclusion that among the main reasons for establishing cooperative of women in Turkey;
providing employment, social competence and finding common solutions to the challenges they face. In

Turkey, dozens of women's cooperatives established between preschool is located in the first training.
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Two important factors affecting the low labour force participation rate among women are the lack of

cost-effective child care services and the lack of job mentoring opportunities.

Keywords: The STP (Situation-Target- Path) Model, Women Cooperatives, Strategic Planning, Focus
Group, Implementation

TARIM KOOPERATIFCIiLiGi VE EKONOMIiK KALKINMA

AGRICULTURAL COOPERATIVES AND ECONOMIC DEVELOPMENT

Tugba CAVUSOGLU

Ozet

Kiiresellesmenin etkisiyle daralan diinyada kiiciik ¢apli ¢iftciler varligini siirdiirmekte zorluk ¢ekmeye
baslanmigtir. Teknolojinin hizla gelistigi bu ¢agda, buna wyum saglamakta giicliik ceken ciftciler,
birliktelik, dayanigma, yardimlasma kavramlar: iizerine dayali kooperatifler kurmaya baglamistir.
Liberal ekonomi anlayisi gergevesinde kar amaci giitmeden, ortaklarin ihtiyaglart ve sikintilarinin
giderilmesi konusunda ¢oziim iireten bu sistem, iilkenin ekonomik kallkinmasi icin vazgecilmez
unsurlardan biri haline gelmistir. Batili iilkelerde iigiincii sektor olarak adlandirilan kooperatif¢ilik,
tilkemizde istenilen basariyi yakalayamamistir. Kooperatiflerin sayica ¢ok olmasina ragmen yeteri
diizeyde etkin olamadiklart saptanmistir. Calismamizda da kooperatif¢iligin  gelistirilmesi igin
uygulanan politikalarin yullar itibari ile nasil bir seyir izledigi anlatilmis, bu hususta neden basarinin
yakalanamadigina degilmis ve onerilerde bulunulmustur. Ayrica Tiirkiye ve Avrupa Birligine tiye
tilkelerden referans alimmis olup tarum kooperatiflerinin, tarum sektorii iizerindeki etkileri

incelenmistir.

Anahtar Kelimeler: Tarim Ekonomisi, Kooperatifcilik, Tarim Kooperatifciligi, Ekonomik Kalkinma

Abstract

In the contraction of the world due to the impact of globalization, small-scale farmers began to have
difficulty in maintaining their existence. In this age of rapid development of technology, farmers who
have difficulty adapting to it; has started to establish cooperatives based on the concepts of
cooperation, solidarity and cooperation. This system, which produces solutions for the needs
andproblems of the partners, not for profit within the framework of liberal economy, has become an

indispensable element for the economic development of the country. Cooperatives, which is called the
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third sector in Western countries, have not achieved the desired success in our country. Inspite of the
number of cooperatives was high, they were not effective enough. In our study, it has been explained
how the policies applied for the development of cooperatives have been followed over the years, not
why success has not been achieved and suggestions have been made. In addition, Turkey and the
European Union member countries of the farming cooperative of reference is taken, its impact on the
agricultural sector were examined.

Keywords: Agricultural Economics, Cooperatives, Agricultural Cooperatives, Economic
Development

KOOPERATIFLERIN FINANSMAN GEREKSINIMLERI VE KOOPERATIF
BANKACILIGI

THE FINANCIAL NEEDS OF COOPERATIVES AND COOPERATIVE BANKING

Meltem KESKIN KOYLU”

Ozet

Kiiresellesen diinyada artan rekabet giicii ve finansal piyasalarda ki siirekli degisim ozellikle gelismekte
olan iilkeleri, para politikalar: tedbirlerinin yan sira yapisal degisime de zorlamaktadir. Kooperatifier,
yapisal degisimin anahtar ¢oziim oOnerilerini iginde barindiran sistemler biitiiniin bir par¢asidir.
Diinyada finansal ve sosyal alanlarda kalkinma araci olarak degerlendirilen kooperatiflerin dnemli
sorunlarindan biri finansal problemlerdir. Durum béyle olmasina ragmen kooperatifler finansman
saglamada ticari isletmelerle karsilastirddiginda daha fazla zorlukla karsilasmaktadirlar.
Kooperatifler 6z kaynak, sermaye yetersizligi ve finansman sorununu ¢ozmede etkin rolii tistlenebilecek
sistem modeli ise Kooperatif Bankalaridir. Diinyada on dokuzuncu yiizyiin ortalarindan bu yana yaygin

olarak igslem goren kooperatif bankalar: Tiirkiye 'deki kooperatiflerin finansal sorunlarinin ¢oziimiinde

potansiyele sahiptir.

Ahilik sistemi giintimiizdeki kooperatifcilik sisteminin temel tasim olusturmustur. Modern anlamda
kooperatif fikvinin dogus babasi olarak bilinen Michael Sandown, Sivas, Kayseri, Nevsehir, Kirgehir ve
Nigde'de uzun donemler yasamis ve Ahilik hakkinda edindigi bilgileri Ingiltere've gotiirerek bu

tecriibelerini yaymustir.  Kooperatif¢ilik fikrinin anavatanmi Anadolu olmasima ragmen kooperatif

* Dr. Ogr. Uyesi, Ankara Yildinm Beyazit Universitesi, Sereflikoghisar Uygulamal Bilimler Fakiiltesi,
mkeskinkoylu@ybu.edu.tr
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bankaciligi ise gelismis iilkelerin kooperatifcilik hareketi ile birlikte giiniimiize kadar geliserek siire
gelmigtir. Kooperatifciligi genlerini nesilden nesille aktaran hatta bu alaninda derin bilgi ve tecriibesi

olan Tiirkiye’'de kooperatif bankaciligi adina bu perspektif maalesef heniiz yakalanamamigstir.

Kooperatif bankalari, kooperatif ve iist orgiitleri ile finansman olanaklarini birlestirerek kurulup
isletilen, ortaklarina ve kullanicilarina hizmet veren bankadir. Bu bankalar ortaklarimin her tiirlii
finansal ihtiyaclarim karsiladiklar: gibi kooperatiflerin finansal yonetimi danismanligini da saglarlar.
Ozellikle gelismis iilkelerde, kooperatif bankalar: finansal giiciin ve giivenin en biiyiik temsilcisi olarak
goriilmektedir. Ustelik bu iilkelerde kooperatif bankalar pivasa degeri en yiiksek olan bankalar
arasinda yer almaktadir. Tiirkiye'de siirdiirebilir yapisal degisimin Tiirkiye'de kooperatiflerin
finansmam, diigiik maliyetli iiriin tiretebilmek ve olgegi koruyabilmemiz icin neden kooperatif
bankasimin kurulmasimn gerektigi tartisilmigtir. Ayrica kooperatif banka kurulmasina dair temeller
olusturulma konulari incelenmistir. saglanmast ve verimliligin her alanda gerceklesmesi igin
kooperatiflere muhtaciz. Kooperatiflerin giiclenebilmesi ve finansal sorunlarim asabilmesi ve giivenle
yoluna devam edebilmesi ise kooperatif bankalarima bagimlhidir. Bu c¢alisma ile kooperatif
bankaciligimin sistemi ve diinyadaki basarili 6rnekleri incelenmigtir. Kooperatif bankaciligimn biiyiime

nedenleri ve nicel degerler ikincil veriler isiginda ampirik olarak incelenmistir.

Anahtar Kelimeler: Kooperatif Bankaciligi, Kooperatifcilik, Finansman, Finansman Sorunlari,

Tiirkiye.

Abstract

In the globalizing world, increased competitive strength and constant change in financial markets force
developing countries into making structural reforms in addition to taking measures in their monetary
policies. Cooperation is a part of the system that holds the key points of structural reforms. However,
the cooperatives face more obstacles in obtaining finance, compared to mercantile businesses. The
solutions for the issues of equity, inadequate capital and obtaining finance for the cooperatives are the
cooperative banks. These banks are already available since mid-nineteenth century, and they have the

potential to solve financial problems of the cooperatives in Turkey.

The historical Ahi order forms the basis for the cooperation system. The founder of modern cooperation
idea, Michael Sandown, had lived in Sivas, Kayseri, Nevsehir, Kirsehir and Nigde for a long period,
and gained insight about the Ahi-order, to later spread these ideas in England. Although the idea of
cooperation was originated in Anatolia, developed countries brought this idea to modern times, through
their acts of cooperation. On the other hand, although the basis of cooperation, Ahi-order doctrine, was
passed down through generations in Turkey, no real achievements have been obtained in terms of

cooperative banking.

19



Cooperative banks bring cooperatives and top organizations together with financial opportunities to
serve their partners and clients. These banks not only satisfy all financial needs of their partners, but
they also provide management consultancy to cooperatives. Especially in developed countries,
cooperative banks are among the highest value banks, as they are regarded as main agents of financial

strength and trust.

To sustain structural reforms in Turkey and ensure efficiency in all areas, cooperation must be
developed. Cooperative banks are vital for cooperatives to get strength and overcome financial issues.
The cooperative banking system and its successful examples are examined in this study. Elements of
growth for cooperative banking and quantitative values were empirically investigated in light of
secondary data. Financing of cooperatives in Turkey, low-cost production and sustainability in scale
are discussed as the needs of the establishment of cooperative banking. Also, the issues about forming
a basis for cooperative banking are investigated.

Keywords: Cooperative banking, Cooperation, Financing, Financing Issues, Turkey

KOOPERATIFLERDE MUHASEBE HILESI ONLEME ARACLARININ KULLANILMASI

USE OF ACCOUNTING FRAUD PREVENTION TOOLS IN COOPERATIVE

Mehmet Akif ALTUNAY"

Ozet

Giiniimiiz i diinyasinda igletmeler ve kurumlar yaganan muhasebe hilelerinin sadece igletmelere degil
biitiin ekonomik sisteme etkisini gormiis ve hilelerin tespitinden daha ¢ok hilelerin onlenmesine

odaklanmistir. Onleme maliyetleri ¢ogu zaman hilenin ortaya ¢ikardigi zarardan daha az olmaktadr.

Teknolojinin gelismesiyle birlikte yapilan hile tiirlerinde de degisiklikler meydana gelmektedir. Bu
durum hile onleme yontemlerini degistirmekte ve gelistirmektedir. SAS No.99’a gore hile onleyici
araglar, diriistliik  ve yiiksek etik kiiltiiriin  olusturulmasi, hileyle miicadele kontrollerinin

degerlendirilmesi ve etkili bir gozetim siirecinin tasarlanmasi seklinde sayilabilir.

Kooperatifler ortaklarimin ekonomik menfaatlerini ve mesleki ihtiyaglarint karsuikli giiven esasinda

karsilamayr ve korumayr amaglayan ortakliklardr. Kooperatifler ekonomik ve bélgesel kalkinma

*

Dr. Opr. Uyesi, Siileyman Demirel Universitesi, Iktisadi Ve Idari Bilimler Fakiiltesi, Isletme Boliimii,

mehmetaltunay @sdu.edu.tr

20



agisindan onemli kurumlardir. Kurulusu giivene dayali bu kurumlarda hileye yénelik hassasiyet diger
ortakliklara gore daha yiiksek olmaktadir. Kooperatif isletmelerinin faaliyetleri de geleneksel
isletmelerden ¢ok farkli degildir. Dolayisiyla genel isletmecilik faaliyetleri ile ilgili yasanabilecek
hilelerin kooperatiflerde de yaganmamast igin hile onleme araglarimin etkin bir sekilde kullaniimast

gerekmektedir.

Bu calismamin amaci Isparta ilindeki tarimsal kalkinma ve tiiketim kooperatiflerinde muhasebe hilesi

onleme araglarmmin kullanilmasina yonelik bir aragtirma yapmaktir.

Anahtar Kelimeler: Kooperatif, Hile, Muhasebe Bilgi Sistemi, I¢ Denetim, I¢ Kontrol.

Abstract

In today's business world, businesses and institutions have seen the impact of accounting frauds not
only on enterprises but also on the whole economic system and focused on preventing frauds as well as
detecting frauds. The cost of fraud prevention is often less than the damage caused by fraud. With the
development of technology, there are also changes in the types of frauds. This situation changes and
develops fraud prevention methods. According to SAS No.99, anti-fraud instruments can be regarded
as creating a culture of honesty and high ethics, evaluating fraud struggles and designing an effective

oversight process.

Cooperatives are partnerships aimed at meeting and protecting the economic interests and professional
needs of its partners on the basis of mutual trust. Cooperatives are important institutions for economic
and regional development. Sensitivity to fraud is higher in these institutions based on trust than other

partnerships.

The activities of cooperative enterprises are not very different from the traditional ones. Therefore,
fraud prevention tools should be used effectively in order to prevent frauds related to general business

activities in cooperatives.

The aim of this study is to investigate the use of accounting fraud prevention tools in agricultural

development and consumption cooperatives in Isparta province.

Keywords: Cooperative, Fraud, Accounting Information System, Internal Audit, Internal Control
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TURKIYE’DE GASTRONOMIi VE MUTFAK SANATLARI EGIiTiMiNIiN
DEGERLENDIRILMESI

EVALUATION OF GASTRONOMY AND CULINARY ARTS EDUCATION IN TURKEY

Baris DEMIRCI"

Ozet

Gastronomi tarladan sofraya yemegin hazir hale getirilme siirecinde; kiiltiir, saglik, tarih, sosyoloji gibi
saglik bilimlerinden sosyal ve beseri bilimlere kadar farkl disiplinlerle iliski kuran interdisipliner bir
alandir. Gastronomi alaninin uygulamalr alanlardaki gelisimine bakildiginda ilk kurs 1784 yilinda
Ingiltere’de acilmakla birlikte Tiirkiye de gastronomi egitimi 1960l yillardan itibaren yaygin ve orta
ogretim, 1980 yul itibari ile on lisans, 2000°li yillarin basinda lisans diizeyinde verilmeye baslanmistir
ve lisansiistii egitim ile birlikte halihazirda gelisim gostermektedir. Gastronomi ve mutfak sanatlart
programlart ile ag¢ilik programlarina olan ihtiya¢ hem oOgrenci talebi hem de devlet ve vakif
tiniversitelerini bu alanda hizli programlar agmaya yonlendirmistir. Bu ¢alismanin amaci Tiirkiye 'deki
tiniversitelerde Gastronomi ve Mutfak Sanatlart lisans programlarinin geligiminin ortaya konulmasidur.

Bu amag dogrultusunda SWOT analizi yapilarak mevcut durum degerlendirilmistir.

Anahtar Kelimeler: Gastronomi, Gastronomi Egitimi, Swot Analizi, Giiglii Yonler, Zayif Yonler

Abstract

In the process of preparing food from field to table for gastronomy;it is an interdisciplinary field that
connects with different disciplines from health sciences such as culture, health, history and sociology to
social and humanities. The first course was opened in England in 1784 considering the development of
gastronomy in applied fields and culinary training in Turkey has become widespread as in 1960, took
part in associate degree in 1980 and in the beginning of 2000s in undergraduate level universities and

is currently developing with postgraduate education. The need for gastronomy and culinary arts

* Dr. Ogr. Uyesi, Eskisehir Osmangazi Universitesi, Turizm Fakiiltesi, Gastronomi ve Mutfak Sanatlart Boliimi,
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programs has led both student demand and state and foundation universities to open rapid programs in
this field. The aim of this study is to demonstrate the development of universities in Gastronomy and
Culinary Arts degree program in Turkey. For this purpose, the current situation was evaluated by SWOT

analysis.

Keywords: Gastronomy, Gastronomy Education, SWOT Analysis, Strengths, Weaknesses

ORTA ASYA TURK HUKUKUNDA DEMOKRASiI KAVRAMININ GELiSIMINDE
KURULTAYLARIN ROLU

THE ROLE OF THE CONGRESS IN THE DEVELOPMENT OF THE DEMOCRACY
CONCEPT IN THE MIiDDLE ASIAN TURKISH LAW

Ayten AKCAN"

Ozet

Dort bin yillik tarihi oldugu diistiniilen Tiirkler, diger bir¢ok milletten farkll olarak aymi topraklar
tizerinde kalmamuig, anayurtlar: kabul edilen Orta Asya’dan farkli yonlere dogru go¢ etmislerdir. Eski
Tiirk hukukunun ortaya ¢ikis siirecini incelerken éncelikle Eski Tiirklerin varolmaya ¢alistigi “Orta-
Asya” denilen cografyamin iyi anlasiimasi gerekmektedir. Ayni zamanda bu bolgede yasayan Eski
Tiirklerin yasam gsekilleri ve devleti olustururken ortaya koyduklari hakimiyet anlayisi da ele
alinmaldr. Tiirklerin ana-yurdu olarak nitelendirilen Orta Asya Bélgesi’'nin cografi karakteri iilkenin
hemen her yerinde biiyiik bir benzerlik gostermekte, zorunlu gogebe kiiltiiriine iten bu cografya,

Tiirklerin yonetim anlayislarint ve zamanla ortaya ¢ikan hukuk kurallarini da dogrudan etkilemistir.

Devleti idare edebilmek adina olusturulan birtakim kurumlar ve kanunlar, Tiirk toplumunun kendi
arasinda kurdugu dayamigma, bagliik, teskilatlanma ve hosgorii politikasinin da bir neticesi olmugtur.
Tiirk tarihini kiiltiir ve medeniyet agisindan degerlendirmeye alan her ¢alismanin yolu muhakkak bu
kurumlart ve kanunlart anlamaktan ge¢mektedir. Yargida esitligin temel alinmasi, yasama yetkisini
kullanan hakimlerin diizenli bir denetim altinda olmalari, devletin i¢ giivenliginin her boyutu ile
diistintilmesi, esitlik¢i, hizli isleyen, toplumun tiim sorunlarini kapsayan yasal diizenlemelerin her
kurumda kendini gostermesi ve kendinden sonraki bircok Tiirk toplumuna esin kaynagi olan bir hukuk
ve adalet sistemi olusturmus olmalar: Orta Asya’da yasayan Tiirklerin barbar bir topluluk olduklarina
dair nazariyeler ortaya atan bazi batili oryantalistlerin fikirlerini ¢iiriitmesi a¢isindan da onemlidir.

Elbette kurulan bu sistem zamanla koklii bir kiiltiiriin ve koklii bir toplumsal ahlak anlayiginin

* Ogrt.Gor., Hitit Universitesi, Sungurlu Meslek Yiiksekokulu, Yénetim Ve Organizasyon Boliimii
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olusmasina sebep olacaktir. Bu toplumsal ahlak anlayisi uluslararasi anlagmalara bile zamanla

yanstyacak ikili anlasmalarda belirlenen kurallara uymak ahlaki bir borg olarak goriilecektir.

Tiirklerde olusan bu hukuk kurallari, zaman icerisinde demokrasi kavramimn da olusup gelismesine ve
bir parlamento anlayisimin ortaya ¢ikmasina zemin hazirlayacaktir. Ozellikle hukuk ve demokrasi
kavramlarint  kavrayabilmek icin oncelikle tarihte kurulmus olan Tiirk devietlerinin egemenlik
anlayislarina bakilmali ve devletin onemli bilesenlerinden biri olan Kurultay da detayli olarak
incelenmelidir. Orta Asya’da Hunlardan itibaren goriilen deviet meclisi ve Kurultay, devletin énemli
kararlarvmin alimp goriisiildiigii kurullar olmuslardir. Hakandan sonra devlet teskilatinda en onemli
yere sahip olan bu yapi, hakani se¢me yetkisine sahipti. Hatta bu yapi, zaman igerisinde hakanin almis
oldugu kararlar noktasinda denetlemekte yer yer yetkilerini bile kisitlamaktaydi. Cin kaynaklarin
okuyan ve onemli belgelere ulasan, iinlii Japon bilgini Siratori, “Devletin ve milletin temellerini
saglamlastiran hi¢bir miiessese ve kurulugs Hunlardaki Kurultay ve halkla devlet yoneticilerinin

bulustugu solen niteligindeki bu Festivaller kadar gii¢clii ve gerekli olamazd. ” diyecektir.

Eski Tiirkler'de devlet hayatini ve sosyal diizeni olusturan kural ve kanunlarin biitiiniine Tore
denilmekteydi. Torenin olusumunda ti¢ kaynak bulunmaktaydi. Bunlar,; 1- Halk, 2- Kurultay veya Toy,
3- Han. Iste bu ii¢ miiessese Orta Asya’da Eski Tiirklerde hukuk kurallarini olusturan yapilardi. Bu ii¢
kaynagin ikisinin Kurultay ile ilgili olmasi ve Kurultay in bizzat kendisinin tore koymast yani yasama
orgamni elinde bulundurmasi bize ¢ok sey anlatmakta ozellikle demokrasi anlayisinin gelisiminde ne

kadar onemli bir yere sahip oldugunu géstermektedir.

Kurultaylar yapr ve fonksiyonlart itibariyle bir millet meclisi olarak da kabul edilen, yonetimi kabul
ederek mesru hale getiren ya da reddeden, teklifleri goriisen, yeni kanunlar ¢itkaran ve mevcut kanunlart
degistiren bir yapi olarak karsimiza ¢ikmaktadir. Ozellikle bu kurum icin millet meclisi kavraminin
kullaniimasi, demokrasi anlayisimin aslhinda Eski Tiirklerde ¢ok eskiden beri varoldugunu agik¢a ortaya
koymaktadir. Toplanilan bu Kurultay’da onemli idari ve hukuk kurallarimn alinmas: hatta mevcut
kanunlart degistirme noktasinda bir giiciiniin oldugu ozellikle Cin kaynaklarinda anlatilmaktadir.
Kurultaylarin kaganin aldigi kararlari denetleyici bir rol de iistlenerek kaganmn egemenligine bir sinir
teskil etmesi ve halkin isteklerinin dikkate alinarak yeni uygulamalarla sosyal deviet anlayisina biiyiik
bir katki yaptiklar: da yine belgelerden ortaya ¢ikmaktadir. Ozellikle Goktiirk Devleti donemimde yeni
uygulamalar konusunda halka referandum niteliginde sorular soruldugu, cogunlugun istegi iizerine
calismalarin baslatildig: yine konu itibariyle dikkat ¢ekici ayrt bir husustur. Bu ¢alisma, Eski Orta Asya
Bozkir Tiirk Kiiltiirii 'nde Devlet ve Hukuk sistemlerinin nasil ortaya ¢iktigini, yasadiklar: cografyanin
ve yasam sekillerinin devlet ve hukuk sistemlerine olan etkilerini, 6zellikle Eski Tiirk Hukuku’'nda zaman
icerisinde kendini iyiden iyiye gosteren demokrasi kavramimin olusum stirecinde devletin énemli bir

organi olan Kurultaylar in bu siirece olan katkilarinit ortaya ¢itkarma amacini tasimaktadir.

Anahtar Kelimeler: Eski Tiirkler, Meclis, Kurultay, Yonetim, Demokrasi
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Abstract

Turks thought to have a history of four thousand years, unlike many other nationalities did not remain
on the same land, migrated to different directions from Central Asia, which is accepted as their
homeland. When examining the emergence process of old Turkish law, firstly, the geography called
“Central-Asia where the OIld Turks tried to exist should be understood well. At the same time, the life
styles of the Old Turks living in this region and their understanding of the sovereignty they created in
the formation of the state should be considered. The geographic character of the Central Asian Region,
which is regarded as the homeland of the Turks, shows a great similarity in almost every part of the
country and this geography, which pushes the nomadic culture to the obligatory nomadic culture, has
also directly affected the Turkish administration understanding and the rule of law that emerged in time.

A number of institutions and laws created in order to manage the state have been the result of the policy
of solidarity, commitment, organization and tolerance established among Turkish society. Every way of
evaluating the Turkish history in terms of culture and civilization is necessarily to understand these
institutions and laws. Basing on equality in the judiciary, regular monitoring of judges exercising
legislative powers, considering every aspect of the state's internal security, egalitarian, fast functioning,
legal regulations covering all the problems of the society manifest themselves in every institution and a
law which is a source of inspiration for many Turkish societies. The fact that they have established a
justice system is also important in terms of refuting the ideas of some western orientalists who put
forward the ideas that the Turks living in Central Asia are a barbaric community. Of course, this system
established over time will lead to the emergence of a deep-rooted culture and a deep-rooted
understanding of social morality. It will be seen as a moral obligation to comply with the rules set out

in bilateral agreements that will be reflected in time even in international agreements.

Turkish rules of law will prepare the ground for the formation and development of the concept of
democracy and the emergence of a parliamentary understanding. Especially in order to comprehend
the concepts of law and democracy, first of all, the conception of sovereignty of the Turkish states
established in history should be examined and the Convention, one of the important components of the
state, should be examined in detail. The state council and the congress, which have been seen since the
Huns in Central Asia, have been the boards where important decisions of the state are taken and
discussed. This structure, which had the most important place in the state organization after the sultan,
had the authority to choose the sultan. In fact, this structure, even in time to control the decisions taken
by the rights of the right to restrict even in places. The famous Japanese scholar Shiratori, who read
Chinese sources and reached important documents, would say, no organization and institution that
strengthened the foundations of the state and the nation would be as powerful and necessary as these

feasts, where the Kurultay in the Huns and the public and state administrators met.
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In the ancient Turks, all the rules and laws constituting state life and social order were called Tore.
There were three sources in the formation of the ceremony. These; 1- People, 2- Congress or Tay, 3-
Han. These three institutions were the structures that formed the rules of law in the Old Turks in Central
Asia. The fact that two of these three sources are related to the General Assembly and the fact that the
General Assembly itself puts the honor in the hands of the legislature, tells us a lot and shows how
important it is especially in the development of the understanding of democracy.

In terms of their structure and functions, the congresses are seen as a structure that accepts the
administration as legitimate or rejects the government, discusses the proposals, passes new laws and
changes the existing laws. In particular, the use of the concept of national assembly for this institution
clearly demonstrates that the understanding of democracy actually existed in ancient Turks since
ancient times. In this gathering, it is explained in the Chinese sources that it has the power to take
important administrative and legal rules and even change the existing laws. It is also evident from the
documents that the congresses have assumed a supervisory role in the decisions taken by the Khan as a
limit to the sovereignty of the Khan and made a great contribution to the understanding of the social
state by taking into account the wishes of the people. Especially in the Goktiirk State period, the public
was asked a question about referendum on new practices and studies were initiated upon the request of
the majority. In this study, how the State and Law systems emerged in the Old Central Asian Steppe
Turkish Culture, the effects of the geography and the way of life on the state and legal systems, especially
in the Old Turkish Law, the concept of democracy, which manifests itself from time to time, is an
important part of the state. The purpose of this study is to reveal the contributions of the General

Assembly of the Congress.

Keywords: Old Turks, Council, Congress, Management, Democracy
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TURK MUTFAGINI YANSITAN MUTFAK ARAC GERECLERI VE YEMEKLERIN
TANINIRLIGI

RECOGNITION OF KITCHEN TOOLS AND DiSHES REFLECTING TURKISH CUISINE

Berrin ONURLAR"
Mustafa AKSOY™
Hande SAHIN

Ozet

Diinyada hemen hemen her mutfak temel sayilacak kendi kiiltiiriine ozgii birtakim ozelliklere sahiptir.
Bunlar o mutfag: digerlerinden aywran ozellikler olarak tamimlanabilir. Toplumlarin ekonomik yapilar
ve bu yapilarin sekillendirdigi giindelik hayat, mutfagin temel belirleyicisi konumundadir. Bereketli
Orta Asya ve Anadolu topraklarvmn sundugu iiriinlerdeki ¢esitlilik, bir¢ok kiiltiirle yasanan etkilegim,
Sel¢uklu ve Osmanli Saraylarinda gelisen tatlar, Tiirk mutfak kiiltiiriiniin sekillenip ¢esitlenmesinde
onemli rol oynamustir. Diinyanin en zengin mutfaklart arasinda bulunan Tiirk mutfaginda tahil 6zellikle
bulgur, firik, kuskus gibi bugday itiriinleri kullanimi Tiirk mutfaginin belirgin ozellikleri arasindadir ve
ekmek ¢ok fazla tiiketilmektedir. Ayrica Tiirk mutfaginda sebzeler ¢cogunlukla etle beraber sogan, salgca
ve domates ile birlikte pisirilmektedir. Yabani ot, mantar ve koklerin yemeklerde kullanimi, pilav ve
hamur isi tiketimi yaygindir. Ozellikle hayvansal yaglar olmak iizere yaglar cok¢a kullanilmakta,
yogurt ve ayramn o6nemli bir yeri bulunmaktadir. Kebabi ve tencerede et yemekleri ¢esidi boldur.
Ayrica, Tiirk mutfaginin en belirgin ozelliklerinden biri olan yemeklerde sos kullanilmamast ve yemek
sularimin bu amagla kullanilmasi tencere yemeklerini ve yemek pisirmede kullanilan tencere, giiveg gibi
arag ve geregleri on plana ¢itkarmaktadir. Genel olarak mutfak, sadece bir iilkenin mutfagina ait yiyecek
ve icecekler degil ayni zamanda bu yiyecek ve iceceklerin hazirlanmasi ve servis edilmesine iliskin
yontemler, kullamilan ara¢ ve geregler, mutfagin konumu ve mimarisi, yemek térenleri ve benzeri

faaliyetleri de kapsamaktadir.

Bu ¢alismada farkli cografyalardan ve medeniyetlerden etkilenmis, onlarla harmanlanarak giiniimiize
kadar gelen zengin Tiirk mutfagimin icinde bulundugu toplum tarafindan nasu yorumlandigi, Tiirk

mutfagr denilince akillarina gelen ilkleri ortaya koymak; daha acik bir ifadeyle toplumdaki Tiirk

Ogr.Gor., Istanbul Medeniyet Universitesi, Turizm Fakiiltesi, Gastronomi ve Mutfak Sanatlari Boliimii,
berrin.onurlar@medeniyet.edu.tr
** Dr. Ogretim Uyesi, Ankara Hac1 Bayram Veli Universitesi, Turizm Fakiiltesi, Gastronomi Ve Mutfak Sanatlar1 Boliimii,
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mutfagina olan ilginin cinsiyet ve yas gruplarina gore farklilasmasini ortaya koymak amaglanmistir. Bu
nedenle farkl: yas ve cinsiyet gruplarmmin Tiirk mutfagina bakisi bu ¢alismada degerlendirilmistir. Bu
baglamda toplumdaki algiyr 6lcmeye calisarak Tiirk mutfagimin karakteristik ozelliklerini yansittig
diisiiniilen yemekler ve mutfak aletleri arastirilip buradan yola ¢ikarak Tiirk mutfagimn yerel halk
tarafindan tamnmirligi aragtirmanin temelini teskil etmektedir. Arastirmanin evreni Ankara ili ile
stmrlidir. Calisma 15-25 Nisan 2019 tarihleri arasinda basit tesadiifi ornekleme yontemi kullanilarak
segilen 400 kisilik orneklem grubu ile gerceklestirilmistir. Veri toplama aract olarak anket formu
kullanimistir. Anket formu katilimcilarin demografik ozellikleri ile katilimcilarin Tiirk mutfag
denildiginde akillarina ilk gelen mutfak arac geregleri ve yemeklerin sorgulandigi acik u¢lu iki sorudan

olusmaktadir.

Arastirmada katilimcilarin verdikleri cevaplar degerlendirildiginde % 6,8’lik bir oranla 27 kisi
oklavayi, % 6’ lik oranla 24 kisi giiveci, %5,5 'lik oranla 22 kisi tencereyi, %5,2 lik oranla 21 kisi bakir
tavayr ve %3, lik oranla 20 kisi firrm Tiirk mutfak kiiltiiviine 6zgii bir mutfak arag gereci olarak
belirtmistir. Ayrica % 0,2 lik oranla sadece birer kisi bakir tepsi, mutfak masasi, porselen tabak ve sisin
Tiirk mutfak kiiltiiriine ozgii mutfak arag ve gereci oldugunu ifade etmistir. Tiim katilimcilarin Tiirk
mutfak kiltiiriine ozgii yemeklerin sorgulandigi soruya verdikleri cevaplar degerlendirildiginde de
%10’luk bir katilimla 40 kigi mantyn, % 9,8’ lik katilimla 39 kisi sarma ve dolmayi, % 8,5 lik bir
katilmla 34 kisi baklavay, % 8,2 lik katilimla 33 kigi kebabi, % ,2°lik katilimla sadece birer kisi de
pirasa, hiinkdrbegendi, Biirvan Kebabi, sulu kofte, cimcik ve karalahana ¢orbasimi Tiirk mutfak

kiiltiiriine 6zgii bir yemek olarak nitelendirmistir.

Sonuclar demografik ozelliklerine gore degerlendirildiginde de kadin katilimcilar en ¢ok % 11,8’°lik
oranla sarma, dolma ve manty, erkek katilimcilar ise % 9,6’ lik oranla baklava ve kebabt Tiirk mutfak
kiiltiiriine 6zgii bir yemek olarak nitelendirmistir. Yine kadin katilimcilar en yiiksek oranda (% 8)
oklavay, erkek katilimcilarin da %5,9 'u tava ve izgarayr Tiirk mutfak kiiltiiriine 6zgii mutfak arag gereci
olarak belirtmigtir. Cogunlukla giiciin simgesi olan ve erkeklerle ozdeslesen etin pisirildigi tava ve
1zgaramin arastirmaya katilan erkekler tarafindan en yiiksek oranda belirtilmesi, bu konuda yapilan
calismalart da destekler niteliktedir. Kadinlarin ¢ogunlugunun da oklava cevabini vermesi “elinin
hamuru ile erkek igine karigma” sozii ile kadinlara bigilen toplumsal cinsiyet roliintin, kadinlar
tarafindan da benimsenmis olabilecegini diisiindiirmektedir. Hamurla kadini 6zdeslestiren toplumsal
cinsiyet roliinii kadinlarin da kabullenmesinin bir géstergesi midir? Yoksa bu durum tamamen kadinin

kendi tercihi midir? Iste bu tartismali bir konudur.

Daha yash olarak nitelendirebilecegimiz 51 ve iistii yas grubu ile en geng grup olan 16-20 yas grubu
arasindaki tercih farklart da asikdardir.51 ve tizerindeki yas grubu keskek, tarhana gibi yemekleri
belirtirken geng grup daha popiiler ve kolayca erisebildigi sarma manti gibi yemekleri Tiirk mutfagi ile

ozdeslestirmistir. Bu sonu¢ ashinda yeni yetisen genclerin keskek, tarhana gibi tarihi ¢ok gerilere
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dayanan Tiirk mutfak kiiltiiriine ait yemekleri belki de hi¢ tammadiginin bir géstergesi olabilir. Bu
durum zaman iginde kendi mutfagindan uzaklagmaya ve Tiirk kiiltiiriine ait yemeklerin unutulmasina
yol acacaktir. Ancak arastirmada yer alan lisansiistii seviyede egitim almis katilimcilarin Tiirk
yemekleri ile ilgili verdikleri kegkek cevabt en azindan bu konuda yavas yavas unutulmaya yiiz tutmus

Tiirk mutfak kiiltiiriine ait yemeklerin yasatilmasi agisindan iimit vericidir.

Anahtar Kelimeler: Tiik Mutfagi, Yemek, Mutfak Araglar, Taninirltk, Mutfak Kiiltiirii

GUNEY DOBRUCA’DA MULKIYET SISTEMI VE TURK-TATAR TOPLUMU
UZERINDEKI ETKILERI (1913-1940)
PROPERTY SYSTEM IN SOUTHERN DOBRUDJA AND ITS EFFECTS ON TURKISH-
TATAR COMMUNITY (1913-1940)

Metin OMER”

Ozet

1. Balkan Savasi sonrasinda Romanya Bulgaristan’dan Giiney Dobruca’yr alarak kendi simirlar
icersine eklemistir. Nufiisiin cogunlugu Tiirk ve Bulgarlar’dan olustugu icin Biikres teki idareciler bu
bolgeyi Romanyaya entegre etmek icin ¢aba sarf etmislerdir. Romen idarecilerin izledikleri 6nemli bir
husus bolgenin toprak sistemi olmustur. 1913 tarihine kadar uygulanan miilkiyet kanunlarinin Romen
kanunlarina uyumlu hale getirme siireci bolgede yasayan toplumlar iizerinde 6nemli etkiler yaratmis ve

tartismalara yol agmistir.

Giiney Dobruca’daki miilkiyet sistemini Romanya 'min diger borigeleriyle uyumlu hale getirmek adina
1913 sonrasinda devlete ait arsalarin belirlenmesi igin, mutlak miilkiyet hakkinin ve bir sahsin bir arsa
konusunda miilkiyet hakkini talep edilme sekillerinin tanimlanmasi igin bazi kanunlar onaylanmistir. Bu
cergevede 1914, 1921 ve 1924 yillarinda 3 yasa ve onlar: tamamlayan bazi yénetmelikler onaylanmistir.
Giiney Dobruca’daki tapu belgelerinin incelenme siirecine paralel olarak Romen siyasetcileri genis
kapsamli  ancak bazi azinliklar i¢inde memnuniyetesizlige neden olan bir toprak reformu

baslatmislardr.

Her iki yasa memnuniyetsizliklere yol agmus, azinliklara ait arsalari ele gecirmek igin bir yontem olarak

algilanmislardr. Giiney Dobruca’da Tatarlar, Tiirkler ve Bulgarlar ¢cogunlukta olunca, onlar en mutsuz

* Dr., Universitatea Ovidius din Constanta
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oldular. Ancak Tiirkler ve Tatarlar miilkiyetle ilgili yasalart elestiriken ¢ok sesli olmadilar, bu konuda

en aktif Bulgarlar oldular.

Giiney Dobruca’daki miilkiyet rejimi konusundaki girisimler 1913 Biikres Antlasmast imzalandiktan
hemen sonra baslatilmigtir. 1878 Sonrasinda bu iglem Osmanlt makamlart ile isbirligi halinde yapilmisti
ancak bu defa Biikres makamlari, bolgeyi onceden kontrol eden Sofya’daki makamlaria isbirligi
yapmaya ¢alistilar.

Bu ¢er¢evede Romanya Toprak Bakanligi Sofya’va Dobruca Deviet Topraklari (Bakanlik biinyesinde
Dobruca ile ilgili boliim) Miidiirii 'nii génderdi ve miidiir yaptig1 ziyaret sonrasinda bir rapor hazirlad.
Giiney Dobruca’daki miilkiyet sistemi ile ilgili hiikiimler s6zkonusu rapora istinaden hazirlanmustir.
Romanya Resmi Gazetesi 'nin 1/14 Nisan 1914 tarihli sayisinda yaymmlanan Yeni Dobruca’yi Diizenleme
Kanunu (Legea pentru organizarea Dobrogei Noud) miilkiyet ve gayrimenkul konular: 109-132
maddelerinde ele alinmustir. Maddeleri inceledigimizde Romen makamlarin bu hususlart ivedilikle

¢oziime kavusturmak istediklerini anliyyoruz.

Birinci Diinya Savasindan sonra 26 Temmuz 1921 tarihinde Yeni Dobruca’min Diizenlenmesi
konusunda yeni bir Yasa yayinlanmistir; adigecen yasa miilkiyet hakki konusunda bazi degisiklikler
getirmistir. 1914 hiikiimlerine gére 1921 Yasasi, Giiney Dobruca’da toprak sahibi olanlar konusunda
daha olumluydu. Biiyiik ihtimalle 1921 yasasi, Sofya’nin baskilart ve talepleri nedeniyle de Giiney
Dobruca’daki toprak sahipleri i¢in daha uygundu. Birinci Diinya savasindan sonra Bulgaristan
Romanya’yi azinliklarin haklarina saygi gostermemekle sugladi; Bulgarlarin memnun olmadikilar
hususlardan biri de miilkiyet konusuydu. Biiyiik ihtimalle bu ¢er¢evede, Romanya 'nin farkli bolgelerinde
de — ozellikle Transilvanya bolgesinde — sorunlar olmasi nedeniyle, Romen makamlart daha yumusak

bir yasa ¢itkarmay: tercih etmislerdir.

Ancak miilkiyet ile ilgili hiikiimler yani Yeni Dobruca’min diizenlenmesi konusundaki Yasamn VI.
Boliimii feshedilmis, konu ile ilgili degisiklikler Romanya Resmi Gazetesinin 11 Nisan 1922 sayisinda
yayinlannustir. Yapilan tiim islemler iptal edilmis, 1914 Yeni Doruca’min diizenlenmesi konusundaki

Yasanin VI. Boliimiinde yeralan tiim hiikiimler yeniden uygulamaya konulmustur.

22 Nisan 1924 tarihinde Romanya Resmi Gazetesinde, Yeni Dobruca’nin Diizenlenmesi konusundaki
Yasanmin bazi hiikiimlerini degistiren Yasa (Legea pentru modificarea unor dispozitiuni din legea pentru
organizarea Dobrogei-Noud) yaymlanmustir. Yapilan degisiklikler tapu belgelerinin incelenmesi ve
miriye sahiplerinin mutlak mal sahipi olma sekilleriyle ilgiliydi. Bu ¢ercevede yasa metninde, Yeni
Dobruca bolgesinde bulunan bir arsa veya gayrimenkul tizerinde mutlak miilkiyet sahipi veya miriye

sahipi olduklarini iddia edenler bagh bulunduklar: idari hakime bir beyanname vermeliydi.

1914 ve 1924 yasalari, hem hazirlanmalarina esas olan prensipler hem de hiikiimlerinin uygulanmasi

konusunda elestirilmislerdir.
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Tiirklerin ve Tatarlarin ¢ogunun koylerde yasayarak tarimcilikla ugrastiklarim gézoniinde
bulundurursak, miilkiyet konusu onlari dogrudan etkilemistir. Bulgar makamlarimin suistimallerine
maruz kaldiktan sonra, Romanya topraklarina dahil edildikleri 1878 sonrasinda arsalarin biiyiik bir
kismini kaybetmislerdi. Giiney Dobruca Romanya’nin simirlarina dahil edildikten sonra yeni yonetim
eski suistimallerin ¢oziilmesiyle ugrasmamus, Bulgarlarin yeni topraklarda ekonomik hayati kontrol
etmemelerini saglamaya ¢alignmistir. Asil hedefleri niifus oramnin degistirilmesi olmustur. Baslattiklar:
genis kapsamli kolonizasyon programi icin Romen makamlarinin topraga ihtiyaclart vardi. Bunun

sonucunda bir¢ok Tiirk ve Tatar kendi sorunlart icin ¢oziimii gé¢ etmekte gérmiistiir.

Konuyu aydinlatmak icin yayimlanmamis belgelerin yanisira, donemin gazete ve dergilerine de

basvurduk.

Anahtar Kelimeler: Romanya, Dobruca, miilkiyet, go¢, Tiirkler

Abstract

After the Second Balkan War, Romania incorporated South Dobruja in its borders. Since the majority
of the population consisted of Turks and Bulgarians, the authorities in Bucharest have made efforts to
integrate this region into Romania. An important issue followed by Romanian administrators was the
property system of the region. The process of harmonizing property laws that were applied until 1913
with Romanian laws had significant effects on the communities living in the region and caused

controversy.

In order to harmonize the property system in southern Dobrudja with other regions of Romania, some
laws were adopted after 1913 to define the state-owned properties and to define the absolute right of
ownership and the way in which a person is entitled to a property. Within this framework, three laws
and some regulations that complement them were approved in 1914, 1921 and 1924. In line with the
process of examining the land registry documents in southern Dobrudja, Romanian politicians have

initiated a set of land reforms that dissatisfied some minorities.

These laws led to dissatisfaction and were perceived as a means of seizing minorities’ lands. Because
Tatars, Turks, and Bulgarians were in the majority in southern Dobrudja, they became the most
unhappy. However, Turks and Tatars were not very vocal in criticizing property laws. The most vocals

in this aspect were the Bulgarians.

Initiatives regarding the regulation of the property regime in southern Dobrudja were initiated

immediately after the signing of the Bucharest Treaty in 1913. After 1878, this was done in cooperation
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with the Ottoman authorities, but this time the Bucharest authorities tried to cooperate with the

authorities in Sofia, who had previously controlled the region.

In this context, the Romanian Ministry of Soil sent to Sofia the Director of the State Territory of
Dobrudja (Department of Dobrudja within the Ministry) and the director prepared a report after his
visit. Provisions regarding the ownership system in South Dobrudja were prepared in accordance with
this report. The Law on the Regulation of New Dobrogea (Legea pentru organizarea Dobrogei Noua),
published in the 1/14 April 1914 issue of the Romanian Official Gazette, deals with property and real
estate issues in Articles 109-132. When we examine the articles, we understand that Romanian

authorities want to resolve these issues immediately.

After the First World War, on 26 July 1921, a new Law on the Regulation of New Dobrudja was issued;
the aforementioned law introduced some amendments to the right to property. In comparison with the
provisions of 1914, the Act of 1921 was more positive about the landowners in southern Dobrudja. The
1921 law was probably more appropriate for the landowners in southern Dobrudja because of the
pressure and demands of Sofia. After the First World War, Bulgaria accused Romania of not respecting
the rights of minorities. One of the things that the Bulgarians were not satisfied with was the issue of
ownership. In this context, the Romanian authorities have preferred to adopt a softer law, as there were

problems in different parts of Romania, especially in the Transylvania region.

However, the provisions on ownership, namely The VIth. section of the Law on the regulation of New
Dobruja was terminated and the amendments were published on April 11, 1922 issue of the Official
Gazette of Romania. All transactions concluded before have been canceled and al the provisions of the

1914 law have been put into practice again.

On 22 April 1924, the Official Gazette of Romania published the Law (Legea pentru modificarea unor
dispozitiuni din legea pentru organizarea Dobrogei-Noud) amending some provisions of the Law on the
Regulation of New Dobrudja. The changes were related to the examination of the land registry
documents and the ways in which the owners of the inheritance were absolute owners. In this context,
those who claim to have absolute ownership or inheritance on land or property in the territory of New

Dobrudja should have filed a declaration with the administrative judge to which they belong.

The laws of 1914 and 1924 have been criticized both for the principles of their preparation and for the

implementation of their provisions.

Considering that most of the Turks and Tatars lived in villages and engaged in agriculture, the property
issue directly affected them. After being abused by Bulgarian authorities, they lost most of the lands in

1878 after they were incorporated into Romanian territory. After South Dobrudja was included in the
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borders of Romania, the new administration did not deal with the resolution of old abuses and tried to
ensure that the Bulgarians did not control economic life in the new lands. Their main goal was to change
the population ratio. The Romanian authorities needed land for their extensive colonization program.

As a result, many Turks and Tatars have found in emigration the solution for their problems.

In addition to unpublished documents to clarify the subject, we also applied to newspapers and

magazines of the time.

Keywords: Romania, Dobrudja, land ownership, emigration, Turks

ORTAOGRETIM DUZEYINDEKi COCUKLARIN YENi MEDYA KULLANIM
PRATIKLERI VE CESIiTLi DEGiISKENLERE GORE DURUM ANALIZIi

SECONDARY EDUCATION PUPILS’ NEW MEDIA PRACTICES AND SITUATION
ANALYSIS BASED ON DIFFERENT VARIABLES

Mehmet Sezai TURK®

Ozet

Bu calismada ortadgretim diizeyindeki ¢ocuklarin medya kullamim aliskanliklarimin ve ¢esitli
degiskenlere gére yeni medya okuryazarlik diizeylerinin ortaya ¢ikarilmas: amacglanmaktadir.
Nedensel-karsilastirma yontemi ile gerceklestirilen bu ¢alismamn orneklemini Nevsehir ve Karaman
illerinde ortaokul ve lise diizeyindeki 300 ¢ocuk olusturmaktadir. Arastrmada ¢ocuklarin internet
kullanim orami %94,2 olarak tespit edilmistir. Bu hemen hemen tiim katiimcilarin internet kullandigt
ve giinliik 4 saatten fazla internet kullamildigr belirlenmistir. Cocuklar arasinda yeni medya yoluyla
miizik dinlemek en popiiler etkinlik iken bunu ders amagh kullanim, video izleme, sosyal amagl
kullanma etkinliklerinin takip ettigi tespit edilmistir. Cocuklarin demografik ozelliklerine gore; cinsiyet
degiskenlerinin anlamsal bir farklilik olusturmadigi fakat giivenlik ve teyit etme noktalarinda erkeklerin
kiz ogrencilere gore daha hassas oldugu tespit edilmistir. Ayrica ¢ocuklarin sinif diizeyleri arttik¢a yeni
medya okuryazarlik diizeylerinin de genel olarak arttigi belirlenmistir. Cocuklarin yeni medya kullanim

aliskanliklarina gére, teknoloji bagimlilik diizeylerinin yiiksek oldugu ortaya ¢ikmistir. Teknolojiyi
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kullanma becerileri, farkindalik diizeyleri ve bilin¢li kullanim pratikleri de ayrica analizlerin konusunu

olusturmaktadir.

Anahtar Kelimeler: Medya, Yeni Medya Okuryazarligi, Orta ogretim, Sosyal medya

Abstract

In this study, it is aimed to find out the media use habits and new media literacy levels of secondary
education pupils according to differerent variables. As a causal-comparative research, the sampl of this
study is composed of 300 chidren at secondary and high schools in Nevsehir and Karaman.

In this research, the internet use ratio of children is determined to 64,8% . This ratio means that nearly
all attendants use the internet and stay connected for more than 4 hours. Among the children; listening
to the music via nevw media is the most popular activity. Then; supporting the lessons, watching videos
and socialization follow. According to the demographics of hildren; a significant difference does nat
ocur in terms of gender but fort he security and verification, boysa are found to be more responsible.
Also, it is understood that the more the pupils grow up, the more new media literate they are. According
the their new media use habits, the children are found to be more technology addicted.

Pupils’ ability to use technology, awareness levels, and consciousness on media use practices are

otheranalysis elements of this study

Keywords: Media, New Media Leteracy, Secondary Education, Social Media

34



2.0TURUM | 2NP SESSION

Salon 1| Hall 1
Oturum Baskani | Chair
Dr. Ogr. Uyesi Abdurrahman OKUR

TURKIYE’DE UYGULANAN POLITIKALARIN BOLGESEL FARKLILIKLARI

REGIONAL DIiFFERENCES OF APPLIED POLITICS iN TURKEY

Ahmet OGUZ"

Ozet

Diinyada oldugu gibi Tiirkiye’de de kriz donemlerinde devlet tarafindan yiiriirliige konulan, mevcut
durumdan kurtulmak veya iilkenin durumunu daha iyi diizeye tasiyabilmek i¢in bir¢ok politika
uygulanmaktadir. Ekonomi politikalar: tespit edilirken iller ve bolgelere gore bazi farklliklar
gozetilmektedir. Daha az gelismis olan bolgeleri daha da geligtirmek adina sanayi yatirnmlarimin o
bolgeye yapimast adina vergi indirimi gibi dzendirici uygulamalarin yapilmasi, ucuz arsa ve ucuz
enerji temini gibi uygulamalar yapiimaktadir. Bunun yamnda tarim alanlarimin bulundugu bélgelere
tarimi daha da gelistirmek igin, sulama ile ilgili, devletin tarim iirtinleri i¢in yil icinde vermis oldugu
odenekler gibi bir¢cok politikalar uygulanmaktadir. Bazi bolgelere daha fazla yatirim yapiyor olmast
bolgeler arasinda ki gelismislik boyutlarimin daha da biiyiidiigii izlenimi veriyor olsa da, aslinda
bolgelerin kendi aralarinda ki farkliligin ortadan kaldwmak adina devletin uygulamis oldugu
politikalardr. Bu ¢alismada uygulanan politikalarin bélgesel farkiiliklar: hangi boyutta yok ettigi ve de
bolgeler arasinda ki gelismiglik seviyelerinin durumu incelenmistir.

Anahtar Kelimeler: Iktisat Politikalari, Tiirkive, Bélgesel Kalkinma, Bélgesel Farklilik

Abstract

As in the world, Turkey has also been enacted by the government during the crisis, many policies are
implemented able to move to a better level or get rid of the current situation of the country. While
determining economic policies, some differences are observed according to provinces and regions. In
order to further develop the less developed regions, incentives such as tax cuts, cheap land and cheap

*Dr. Opr. Uyesi, Karabiik Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Iktisat Boliimii, ahmetoguz@Kkarabuk.edu.tr
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energy are provided in order to make industrial investments in that region. In addition, in order to
further develop agriculture in areas where there are agricultural areas, many policies regarding
irrigation, such as the appropriations provided by the government for agricultural products during the
year, are made. Even though the fact that more investment is made in some regions gives the impression
that the size of development among the regions is getting larger, it is actually the policies implemented
by the state in order to eliminate the differences between the regions themselves. In this study, the extent
to which policies implemented eliminate regional disparities and the status of development levels
between regions are examined.

Keywords: Economic Policies, Turkey, Regional Development, Regional Disparities

FALLING STARS AKIMI: LUKS MARKALARA ETKIiSi VE TUKETICI ALGISI

FALLING STARS STREAM: THE EFFECT OF LUXURY BRANDS AND CONSUMER
PERCEPTION

Sibel DEMIRAG"
Mehmet BAS™

Ozet

Teknolojik gelismeler insanlar arasi iletigimi farkli boyutlara tasimaktadir. Sosyal medya bu iletisimi
hizlandwrmig ve artirmistir. Sosyal medya akimlart ise kullanicilar arasi iletisimin hizi konusunda fikir
vermektedir. Bu akimlar tiiketicileri sadece hizli yayginlagma yoniinden degil markalar konusunda
algilarint da etkilemektedir. Marka olmanin 6nemi, isletmelere ve tiiketicilere saglayacag faydalar
g6z oniine alindiginda her gegen giin artmaktadir. Tiiketiciyi korumasi, kalite vaadi vermesi, isletmeye
baglilik ve talep yaratmast agisindan faydalarim saymak miimkiindiir (Mucuk, 1999:151). Marka
giintimiizde yalnizca mal ve hizmetleri benzerlerinden farklilastirmak icin degil tinlii kisiler, sehirler,
tilkeler i¢in de kullanmilabilmektedir (Ekici ve Sahim,2013:5). Sosyal medya kigilerin marka olma
durumunu hizlandirmaktadir. Marka olma 6nemi giiniimiizde yayginlagmis ve oldukg¢a

onemsenmektedir. Pazarlamada marka ¢ag, saldirgan satis ve reklam ¢abalari yerine miisteri

isteklerine odaklanilmasi ve arastirilmasi anlayist ile birlikte miisteri isteginin tiretilmesi donemi

baslanmigtir (Doyle,2008:572).
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Marka kavramu diisiiniildiigiinde bakilmasi gereken diger bir olgu ise liiks markadw. Liiks Fransiz
yasam bicimi, iirtin ve hizmetleri ile tam uyusmakta ve bu kavramin Fransizlarla hayata gectigi
soylenebilmektedir (Zeybek,2013:3). Liiksiin tarihi ge¢misten giintimiize gelinceye kadar degisiklik
gostermektedir. Giiniimiize gelindiginde 1990 larda marka on plana ¢ikarken 2000’lerde liiks marka
egilimi on plandadir (Saglam,2015). Liiksiin dinamigi kaliteli ve arzulanan iiriin yaratmak ve bu tirtinii

herkesce tamnir kilmak fakat az sayida kitleye satmak olarak tanmimlanabilir (Aksoy,2017).

Liiks markalarin yonetimleri dijital ¢aga ayak wyduracak sekilde gelismeleri gerekmektedir. Dijital
cagin getirisi sosyal mecralar ulasilamaz ¢ok az konum barindirmaktadirlar. Liiks iiriinlerin Brezilya,
Hindistan, Rusya gibi iilkelerdeki zengin ve elit kesimler tarafindan taleplerinin arttigi gériilmiistiir
(Onerli,2014). Sosyal medyamn hizi ve ulasilabilirlik durumu liiks markalar: bu platformlarda daha
farkli olmaya itmektedir. Instagram akimlarimin ulasilabilirligi etkilemesi ve hizlandwrmast liiks
markalar tarafindan degerlendirilmelidir. Bu nedenle rakipleri takip etmek yerine farklt olma
ustinliigiini yaratmak onemlidir ancak o zaman miisterileri ¢ekebilir veya mevcut miisterileri rakiplere
kaptirmayr onleyebilirsiniz (Doyle,2008:151). Sosyal medya akimlart kimi markalar igin dogru ve

zamamnda kullanmildig1 takdirde bir adim onde olmayr saglayabilirier.

Instagram tizerinden yayginlasan Falling Stars akimi ilk kez tinlii Rus DJ Smash’ in verdigi poz ile
baslanugtir. Tiirkiye ve diinyada iinlii insanlarin katilvmiyla kitleleri etkilemistir. Sosyal medya
akimlarinda kullanilan markalar tiiketiciler tizerinde ¢esitli etkilere sahip olmaktadir. Falling Stars
akiminda daha ¢ok litks markalar tercih edilmektedir. Liiks markalarin sosyal medyada pazariama
faaliyetleri agisindan bir etki yaratmaktadir. Liiks markalarin sosyal medyayr seckinlik, enderlik,
zenginlik gibi kriterler bazinda kullandiklar: gériilmektedir. Bu anlamda Falling Stars akimi bu
kriterleri icermektedir. Liiks tiriinler olarak son model arabalar, jetler, liiks marka cantalar, iizerinde
liiks markalar yazan posetleri kullandiklar: gériilmektedir. Calismada, sosyal medyayt siklikla kullanan
tiniversite 6grencilerinin sosyal medya akimlarindan Falling Stars 6zelinde liiks markalara etkisi ve
tiiketici algis1 arastiridmistir. Bu amag dogrultusunda Nisan 2019- Mayis 2019 tarihleri araliginda
kolayda orneklem ydntemi segilmis ve derinlemesine miilakat (goriisme) uygulanmistir. Calisma
ogrencilerin sosyal medyayr kullamim sikliklar:, sosyal medya akimlari haklkindaki fikirleri, liks
markalar bazinda algilarini ve tercihlerini anlamaya yénelik sorular icermektedir. Calisma bulgular
ile ogrencilerin sosyal medya akimlarimin liiks markalar bazinda algilari ve tercihleri ortaya

konulmustur.

Sosyal aglar iletisimin hizini her gecen giin artirmakla birlikte isletmeler icin de hedef kitlesine ulasimi
kolay kilmaktadir. Instagram ‘da yayilan akimlarin isletmeler agisindan ve tiiketiciler agisindan
sonuglart bulunmaktadir. Yapilan bu ¢calisma ile Falling Stars akiminin bir pargasit haline gelen liiks

markalarin tiiketici géziindeki algist ve akimlarin liiks markalara etkisi incelenmistir.
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Calisma sosyal medya akimlarinin genel olarak katilimcilar arasinda nasil algilandigini ol¢mek amacgh
sorular icermektedir. Yararli veya zararli olarak nitelendirildiginde devlet iiniversiteleri katilimcilart
arasinda duruma bagli olarak degisecegi goriisii yaygin olarak rastlanmistir. Instagram akimlart
diistiniildiigiinde bu akimlarda géze ¢arpan liiks iiriinler hakkinda ulasilabilirlik arastirildiginda
katilimcilarin yarist ulasilamaz gormektedirler. Calismada katilimcilar bu akimda neden liiks markalar
kullaniiyor sorusuna ¢esitli yanitlarla karsilik vermislerdir. Tiim devlet ve ozel iiniversitelerindeki
katitlimclar reklam amagh kullanildiklar: konusunda hemfikir olmugslardir. Tiim bu bulgular sonucunda,

liiks markalarin akimlarin etkisinin farkinda olup stratejilerini bu yénde kurgulamalar: 6nerilmektedir.

Anahtar Kelimler: Sosyal medya, Sosyal medya akimlar:, Marka, liiks markalar, Tiiketici algisi

Abstract

Interpersonal communication is brought to different dimension by technological developments. Social
media accelerates and increases this communication. Social media streams give an idea about the speed
of communication among users. These social media streams impress not only the way of rapid
proliferation but also the perception of brands. The importance of being a brand appreciates each
passing day in the view of the benefit of business and consumers. The protection of consumers, giving
an undertaking quality, commitment to the enterprise and creating demand is possible to regard as
advantages of brand (Mucuk,1999:151). Brand is used in not only differentiate goods and services but
also use for famous people, cities and countries (Ekici ve Sahuim,2013:5). Social media accelerates that
people’s the status of being brand. The significance of being brand become widespread and to be
considered important. The brand age in marketing, production of consumer request time and
understanding the focus on consumer request starts instead of aggressive sale and advertising efforts
(Doyle,2008:572).

Considering the brand consept should be considered of luxury brand. Luxury full match French way of
life, goods and services and it can be said the concept come to life with French (Zeybek,2013:3). The
history of luxury varies until today. When the present point brand comes into prominence in 1990’s and
luxury brand tendency is important in 2000’s (Saglam,2015). Dynamics of luxury can be defined as
creating quality and desirable products and make this product publicly known but sells to few consumers
(Aksoy,2017).

The management of luxury brands needs to improve to keep up with the digital age. Social platforms
which is return of the digital age hosts a few inaccessible area. It has observed that increase in demand
of luxury products in some countries of rich and elite people such as Brazil, India, Russia (Onerli,2014).
Social media rapidity and the state of accessibility push to be different in such platforms luxury brands.
Luxury brands evaluate that Instagram streams affect accessibility and rapidity. It is essential that

create the advantage of being different instead of following rivals only then enterprises can attract the
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customers or to prevent losing customers to rivals (Doyle,2008:151). The social media streams can be

ensure one step ahead if it is used correctly and in time for brands.

Falling Stars streams which become widespread through the Instagram first started with the famous
Russian DJ Smash’s pose. It affects the masses with participation of famous people. The brands which
is used in social media streams have different effects on consumers. Mostly, luxury brands are preferred
in Falling Stars streams. It is influenced luxury brands’ marketing activities in social media. Luxury
brands use social media according to some criteria which are exclusiveness, rareness and wealth. In
this way, Falling Stars streams include these criteria. People put to use as luxury goods the latest model

cars, jets, luxury brand bags, luxury brand carrier bags that is written brand name on it.

In the present study, it is aim to research university students’ who frequently use social media effect on
luxury brands and consumer perception in social media streams especially Falling Stars stream. In
accordance with this purpose the easy sampling method was selected and in-depth interview has been
applied between April 2019 and May 2019. In this interview includes some question to understand
students’ frequency of social media usage, ideas about social media streams, luxury brands perceptions
and preferences. The result of study, social media streams on the basis of luxury brands student
perceptions and choices was revealed.

Social networks enhance the speed of communication and enterprises make access easier for customers.
The sprawling streams in Instagram have some results in terms of businesses and customers. This paper
was examined that luxury brand perceptions which is a part of Falling Stars stream in terms of consumer
and effect of luxury brands. This research contains some questions that measure how it is perceived
among participants. Advantage and disadvantage of social media streams commonly depends on
situations among state university participants. When accessibility is investigated about luxury brands
in streams participants see unattainable. The participants have various answers that why using luxury
brands in Instgram streams. The participants in both state and private universities agree on used for
advertising purposes. As a result of all findings it is recommended that luxury brands should be aware

of the impression of social media streams and built up their strategies in this direction.

Keywords: Social media, Social media streams, Brand, Luxury brands, Consumer perception
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PiYASA YOGUNLASMASI VE iHRACAT iLiSKiSi: TURKIiYE’DE iIMALAT SANAYI
UZERINE AMPIRIiK BIR UYGULAMA

THE RELATIONSHIP BETWEEN MARKET CONCENTRATION AND EXPORT: AN
EMPIRICAL ANALYSIS ON MANUFACTURING SECTOR IN TURKEY
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Ozet

Piyasa yogunlasmasi, kavramsal olarak piyasadaki firmalarin géreli piyasa paylarimin gostergesi
olarak tammlanmakta olup, piyasa yapilarimin belirlenmesinde kilit rol oynamaktadur. Iktisat teorisinde,
pivasa yogunlasmaswmin tespiti amacwyla c¢esitli ol¢iim yontemleri gelistivilmigtir. Plyasamin farki
kriterlere gore, ne olgiide kontrol edildiginin géstergesi olan, yogunlasma olgiimleri, piyasa yapisina
bagli olarak degisen rekabet¢i davramslarin  yorumlanmasinda  kullanilmaktadir.  Piyasa
yogunlasmasimin olgiimii icin bir¢ok yontem gelistirilmis olup, Yogunlasma Oram ve Herfindahl
Hirschman Endeksi (HHI), teoride ve pratikte ¢ogunlukla kullanilan iki endekstir. Bu ol¢iimler
kullanilarak, piyasadaki rekabete yonelik 6nemli ¢ikarimlar yapiimaktadir. Kiiresel ticaretin artmasiyla
birlikte, firmalarmn ulusiararas: piyasalarda performansimin olgiilmesinde, piyasa yapisinin énemi son
derece artmigtir. Dig ticarette liberal politikalarin artmasi, kazanglarini arttirmak isteyen firmalari,
yurt disi pivasalarda pazar arayisina siiviiklemistir. Ihracat ile firmalar karlarini arthrmakta ve daha
yenilik¢i bir iiretim yapisini benimsemektedir. IThracatin, firmalara olumlu katkisimin yam swra iilke
seviyesinde de iiretime, istihdama ve yenilik¢i sektorlerin olusmasina katki saglamaktadir. Gelismekte
olan iilkeler arasinda yer alan Tiirkiye ekonomisinin, son 30 yilda yasadigi krizlerin temelinde doviz
agigr sorunu kroniklesmistir. Bu sorunun ¢oziimiinde ise ihracatin arttirilmasi oncelikli hedefler
arasinda olmustur. Ihracata yonelik sanayilesme stratejisi ile diigiik faizli kredi, tesvik ve ihracati
kolaylastirici yasal diizenlemeler bu politikalar arasinda gosterilmektedir. Tiirkiye ekonomisinin orta
gelir tuzagindan kurtularak, gelismis iilke ekonomileri arasinda yer alma hedefine ulasabilmesi igin de,
ihracatimi nitelik ve nicelik yoniinden arttirmasi gerekmektedir. Bu gelismeler, ihracati arttirici
faktorlerin arastiriimasini ve tespit edilmesine yonelik ¢alismalarin onemini arttirmaktadir. Ulusal ve
uluslararast literatiirde firma tarafindan kontrol edilebilen faktorlerin (firma biiyiikliigii, sermaye

yogunlugu, ar-ge yatirnmlari vs.) ihracat iizerindeki etkisi, siklikla c¢alismalarimin  konusunu
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olusturmaktadir. Firma tarafindan kontrol edilemeyen piyasa yogunlagmasimin, ihracat iizerindeki
etkisi ise olduk¢a az ¢alismanin konusunu olusturmaktadir. Teorik ve ampirik literatiir incelendiginde,
pivasa yogunlagmasinin ihracat tizerindeki etkisi farklilik gostermektedir. Endiistri iktisat teorisinde,
piyasa yogunlagmast ile ihracat arasinda negatif ve pozitifiligkiye yonelik ¢ikarimlar mevecuttur. Piyasa
yogunlasmasimin artmasi, firmalara ihracattaki firsatlarin kesfetmesini engelleyici sekilde baski
yapabilir. Thrag piyasalarimin yurt ici piyvasalara gore daha riskli gériilmesi, rekabetci ve kiigiik
firmalarin yurt ici piyasalara yonelmesinde etkili olmaktadir. Risk algisindan korunmak igin ise piyasa
yogunlasmasina sebep olan biiyiik firmalar, ihracata yonelmektedir. Ihracata yonelen biiyiik firmalar
ise genig piyasa aglari, yetenekli is giicii ve alicilara saglayacagi opsiyonlar araciligi ile ihracatlarin
arttiracaklardwr. Bu goriis, yogunlasmis piyasalarin, ihracatin daha ¢ok yapimasina zemin
hazirlayacagr goriisiinii desteklemektedir. Ayrica piyasa yogunlasmast ile ihracat arasinda negatif
iliskiyi destekleyen goriigler de mevcuttur. Piyasa yogunlasmast neticesinde, monopol giiciinii arttiran
ve ters egimli talep egrisinden yararlanan firmalarin, ihracata yonelme gereklilikleri kalmamaktadr.
Yurt ici rekabetin, uluslararasi piyasalardaki performansina iliskin, birbiriyle yarisan iki 6nemli hipotez
mevcuttur: Bu hipotezler: Zysman ve Tyson (1983) ile Jorde ve Teece (1990) ¢alismalar tarafindan
desteklenen ulusal sampiyon yaklasimi (national champion approach) ile Micheal Porter (1990)
tarafindan desteklenen, rekabetci yaklasimdir (competitive approach). Ulusal sampiyon yaklaguimina
gore, firmalarin biiyiikliigii ve birlikteligi, kiiresel rekabetteki performansi olumlu etkilemektedir.
Piyasada rekabetin artmasi, firmamn ar-ge faaliyetlerini azaltmaktadir. Yogunlasmig endiistriler daha
biiyiik ve esnek girdilere sahip olurken, iiretimi cesitlendirme imkanlart vardir. Rekabet, firmalarin
parcalanmasina sebep olurken, parcalanmuis sirketler, daha c¢ok iflas etmeye maruz kalmaktadir.
Rekabetci yaklasimi gore ise yurt igi rekabetin varligi, firmalarin uluslararast performansini olumlu
etkilemektedir. Yurtici rekabetteki eksiklik, firma maliyetlerinin artmasina neden olmaktadir.
Piyasadaki rekabetin artmasi, yurt ici firmalarin inovatif ve iiretkenligi iizerine baski olusturur.
Firmalarin  uluslararast piyasalarda basarisi igin; firma birlesmeleri ve biiyiik ortakliklar
engellenmelidir. Calismanin amaci, piyasadaki rekabetin, ihracat tizerindeki etkisini, Tiirkiye 'de imalat
sanayi sektorii i¢in arastrmak ve bu kapsamda kurulacak hipotezlerin gegerliligini test etmektir.
Secilecek imalat sanayi sektorleri igin piyasa yogunlagma 6l¢iim yontemleri kullanilarak, sektorlerin
yogunlasma oranlart hesaplanacaktir. Ekonometrik yontemler araciligiyla, piyasa yogunlasmasinin
ihracat iizerindeki etkisi test edilerek, iliskinin teorik beklenti ve literatiir ile uyumu aragtirtlacaktir.
Ulasilan ampirik sonuclar, firmalarin uluslararasi piyasada bagarist icin gelistirilecek rekabet
politikalarinin  belirlenmesinde fayda saglayacaktir. Ayrica ihracatin iilke ekonomisine katkist
diistintildiigiinde, bulunan sonucglarin literatiire katki saglamasi ve etkili sektorel c¢ikarimlarin

yaptlabilmesine imkan sunmasi beklenmektedir.

Anahtar Kelimeler: Piyasa Yogunlasmasi, Piyasa Yapisi, Dis Ticaret, Ihracat, Rekabet
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Abstract

Market concentration is conceptually defined as an indicator of the relative market shares of the firms
in the market, while it plays a key role in determining market structures. In the economic theory, various
measurement methods have been developed for the purpose of determining market concentration.
Concentration measurements, which are the indicators of the extent to which the market is controlled
based on different criteria, are used to interpret the competitive behaviors that change depending on
the market structure. While several methods have been developed to measure market concentration,
Concentration Ratio and the Herfindahl Hirschman Index (HHI) are the two indices that are commonly
used in theory and practice. By using these measurements, significant inferences may be made regarding
the competition in the market. With the increase in global commerce, the significance of the market
structure has increased greatly in measurement of the performance of firms in international markets.
Increases in liberal policies in foreign trade have led firms that aim to increase their gains into a search
for a place in foreign markets. With exports, firms increase their profits and adopt a more innovative
production structure. In addition to positive contributions to firms, exports contribute to production,
employment and formation of innovative sectors on the country level. In the foundation of the crises that
have been experienced in the last 30 years in the economy of Turkey, which is among developing
countries, the problem of foreign exchange debt has become chronic. In the solution of this problem,
increasing exports has been among the prioritized goals. With the export-oriented industrialization
strategy, low-interest loans, incentives and legislations to make exports easier are shown among these
policies. For Turkey’s economy to be taken out of the middle-income trap and reach its goal to be
positioned amongst the developed economies of the world, it needs to increase its exports in terms of
guality and quantity. These developments increase the significance of studies towards investigating and
determining the factors that increase exports. In the domestic and international literature, the effects of
factors that are controllable by the firm (firm size, capital concentration, R&D investments, etc.) on
exports have frequently been the topic of research. The influence of market concentration which cannot
be controlled by the firm on exports, on the other hand, has been a topic of very few studies. Considering
the theoretical and empirical literature, the effects of market concentration on exports differ. In the
industrial economic theory, there are inferences about the negative and positive relationships between
market concentration and exports. Increased market concentration may induce a pressure on firms in a
way that prevents them from discovering opportunities in exports. Assessment of export markets as
riskier than domestic markets affects competitive and small firms to turn towards domestic markets.
Large firms, in order to protect themselves from the perception of risk, turn towards exports. Large
firms that turn towards exports will increase their exports with broad networks of markets, qualified
labor and options to be provided to buyers. This view supports the idea that concentrated markets will
set a basis for more exports. There are also views that support a negative relationship between market
concentration and exports. As a result of market concentration, firms that increase their monopoly

power no longer require taking on exports. There are two competing hypotheses regarding the
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performance of domestic competition in international markets. These are the ‘national champion
approach’ supported by the studies of Zysman and Tyson (1983) and Jorde and Teece (1990) and the
‘competitive approach’ supported by Michael Porter (1990). According to the national champion
approach, the largeness and togetherness of firms affect the performance in global competition
positively. Increased competition in the market reduces the R&D activities of the firm. While
concentrated industries have larger and more flexible inputs, they have the means to diversify
production. When competition causes firms to be divided, these divided firms are exposed to more
bankruptcy. According to the competitive approach, presence of domestic competition affects the
international performance of firms positively. Flexibility in domestic competition leads to increased
costs for the firm. Increase competition in the market puts a pressure on the innovation and productivity
of domestic firms. For the success of firms in international markets, firm mergers and large partnerships
should be prevented. The purpose of this study is to test the validity of these two hypotheses for the
manufacturing industry in Turkey and examine the effects of competition in the market on exports. For
the sectors of the manufacturing industry to be selected, the concentration rates of the sectors will be
calculated by using market concentration measurement methods. Within the scope of the econometric
model to be established, the effects of market concentration on exports will be tested, and the compliance
of the relationship with theoretical expectation and the literature will be investigated. The empirical
results that are reached will provide benefits in determining the competition policies to be developed
for the success of firms in the international market. Additionally, considering the contribution of exports
on a country’s economy, it is expected that the results that are found will contribute to the literature and

allow effective sectoral inferences to be made.

Keywords: Market Concentration, Market Structure, Foreign Trade, Export, Competition
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DIS TICARET ACISINDAN ORGANIK TARIM

ORGANIC AGRICULTURE IN TERMS OF FOREIGN TRADE

*
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Ozet

Hizla gelisip 6nem kazanmakta olan organik tarim ve buna bagl olarak ortaya ¢ikan organik gida
pazart tilkelerin dis ticaretinde 6nemli bir yere sahip olmaktadir. Buna paralel olarak Tiirkiye icin;
gerek cografi konumu, gerekse yiiksek ihracat potansiyeline sahip olmasiyla organik tarim ¢ok énem
arz etmektedir. Sahip oldugu sartlar ne kadar uygun olsa da Tiirkiye 'nin organik gida pazarindan aldigt
pay ¢ok diistiktiir. Bu calismada AB ve Tiirkiye’de organik tarum ile organik gida pazarimin yeri ve
onemini ortaya koyarak dis ticaret icerisindeki payi analiz edilmektedir. Analiz sonucunda ortaya ¢ikan
duruma gére organik tarimin ne agamalarda olmast gerektigi ve bunun gelistirilmesi ve organik iiriin
ihracatimizin artirdmast adina arastirma-gelisme, egitim programlart ve yeni gelistirilebilir politika

onerilerinde bulunulmugtur.

Anahtar Kelimeler: Organik Tarim, Organik Gida Pazari, AB, Tiirkiye, Dis Ticaret

Abstract

Organic agriculture, which is rapidly developing and gaining importance, and the resulting of this
organic food market has an important place in the foreign trade of the countries. In parallel to Turkey;
organic agriculture is very important due to its geographical location and high export potential. Even
though appropriate conditions, Turkey's receiving share of the organic food market is very low. In this
study, the EU and Turkey share in foreign trade by revealing the role and importance of organic farming

and organic food markets are analyzed. According to the results of the analysis, research and
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development, training programs and new developable policy proposals were made in order to determine

the stages of organic agriculture and to improve this and to increase our organic product exports.

Keywords: Organic Farming, Organic Food Market, EU, Turkey, Foreign Trade

BANKACILIKTA DIJITAL DONUSUM VE TURKIYE’DEKI MEVCUT DURUMUN
DEGERLENDIRILMESI

THE DIGITAL TRANSFORMATION IN BANKING AND THE EVALUATION OF IT’S
CURRENT SITUATION IN TURKEY

Beyza Nur AVCI*
Furkan KAYHAN™
Abdurrahman OKUR™

Ozet

Bilgi teknolojilerinin giderek gelismesi ve ekonomide kiiresellesme neticesinde ortaya ¢ikan dijital
doniigiim kavrami neredeyse her sektérde oldugu gibi bankacilik sektoriinde de son derece onem arz
eden konulardan biri haline gelmistir. Bilgisayar, akilli telefon ve internet kullanmimimin giderek
yayginlasmasi bankacilik hizmetlerinin bu kanallar aracigi ile de elde edilmesi ihtiyacint dogurmugtur.
Gelecegin bankacilik modeli olarak goriilen bankacilikta dijital doniisiim ile bankacilik sektoriinde
alternatif dagitim kanallar: gelistirilmekte ve dijital pazarlama enstriimanlar: sayesinde neredeyse tiim
bankacilik hizmetlerinin daha kolay ve hizl bir sekilde yapilmasina imkdn tamnmaktadir. Ozellikle
mobil bankacilik ve internet bankaciligi basta olmak iizere dijital televizyon bankaciligi, ev ve ofis
bankaciligi, akilli kartlar, elektronik para ve elektronik imza gibi uygulamalar ile bankacuik
islemlerinin  dijital ortamlarda gerceklestirilmesi imkdam bankalar tarafindan miisterilere
sunulmaktadir. Bankacilikta dijital déniisiimiin beraberinde getirmis oldugu avantajlar ile banka
miisterileri artik subeler yerine, dijital banka subeleri olarak gosterilen soz konusu alternatif dagitim
kanallarim giderek daha ¢ok tercih etmektedir. Arttik her bilgisayar ve akilli telefon kisisel banka subesi

haline doniigerek, banka miisterilerine subeye ihtiya¢ duymadan bir¢ok hizmeti kendi bagslarina
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yapabilme imkdant sunulmaktadr. Bu sayede miisteriler iglem iicreti, faiz, masraf ve komisyon
alinmadigr ya da tim bu islemler daha uygun fiyatlardan yapildigi dijital ortamlarda bankacilik
islemlerini hizli ve kolay bir sekilde geceklestirebilmektedir. Ote yandan dijital déniisiim bankalarin
sube ve personel giderlerin azaltiimasina katki saglayarak bu konuda bankalara onemli bir maliyet
avantaji getirmektedir. Yiiksek miisteri memnuniyetin saglanmasinin yani sira bankalarin yatirim
maliyetlerinin azaltilmasina katki saglayan dijital déniisiim bankalarin pazarlama stratejilerine biiyiik
bir degisim getirmekte ve giiniimiizde bankalar arasi rekabeti belirleyen en onemli unsurlardan biri
haline gelmektedir. Cagin yeniliklerini yakalayan banka imajinin yani sira, miisterilerine inovatif, daha
kolay ve hizli hizmet sunan bir banka imajini olusturmak isteyen bankalar dijital bankacuik
enstriimanlarindan yararlanmaktadir. Tiim bu anlatimlar 1518inda bu ¢aliymanin amaci bankacilikta
dijital doniistim kavramimin bankacilik ve finans sektorii agisindan onemini vurgulayarak, séz konusu
alternatif dagitim kanalart hakkinda bilgi vermek ve dijital bankaciligin faydalari, sakincalar, firsat ve
tehditlerini degerlendirmektir. Ayrica ¢alismada bankacilikta dijital doniisiim agisindan Tiirkiye deki
mevcut durumun degerlendirilmesi amaglanmustir.

Anahtar Kelimeler: Bankacilikta Dijital Déniisiim, Dijital Bankaculik, Internet Bankaciligi, Mobil
Bankacuik, Finansal Teknoloji

Abstract

The concept of digital transformation, which has emerged as a result of the development of information
technologies and globalization in the economy, has become one of the most important issues in the
banking sector as in almost every sector. The widespread use of computers, smartphones and the
Internet has led to the need to provide banking services through these instruments. With the digital
transformation in banking, which is seen as the banking model of the future, alternative distribution
channels are developed in the banking sector and digital marketing instruments enable almost all
banking services to be made easier and faster. Especially with mobile banking and internet banking in
addition to applications such as digital television banking, home and office banking, smart cards,
electronic money and electronic signature, the opportunity to perform banking transactions in digital
environments is offered from banks to its customers. With the advantages provided digital
transformation in banking, bank customers are increasingly choosing the alternative distribution
instruments, which are now referred to as digital bank branches instead of conventional bank branches.
Now, every computer and smartphone becomes a personal bank branch, enabling the Bank's customers
to perform many services on their own without the need for a conventional bank branch. Thus, the
customers can perform their banking transactions quickly and easily in digital environments where no
transaction fees, interest, expenses and commissions are charged or all these transactions are made at
more favorable prices. On the other hand, digital transformation by making contribution to the

reduction of branch and personnel expenses of banks, brings an important cost advantage to banks in
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this regard. Digital transformation, which contributes to high customer satisfaction as well as reducing
the investment costs of banks, brings a big change to the marketing strategies of banks and is now one
of the most important factors determining the competition among banks. Banks who want to create a
bank image that offers innovative, easier and faster service to their customers as well as the bank image
that captures the necessities of the time, benefit from digital banking instruments. In the light of all these
narrations, the aim of this study is to give information about the alternative distribution channels and
to evaluate the benefits, disadvantages, opportunities and threats of digital banking by emphasizing the
importance of digital transformation in banking and finance sector. It also aimed to evaluate the current

situation in Turkey in terms of digital transformation in banking.

Keywords: The Digital Transformation In Banking, Digital Banking, Internet banking, Mobile Banking,
Financial Technology
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MARKA DEGERININ FINANSAL MODELLERLE
OLCULMESI VE FINANSAL TABLOLARDA GOSTERILMESI

FINANCIAL MODELS OF BRAND VALUE
MEASUREMENT AND PRESENTATION OF FINANCIAL STATEMENTS

Orhan KESKIiN~
Murat KOCSOY™

Ozet

Diinya ticaretinin kiiresel bir boyut kazanmast ile birlikte son yillarda ticari faaliyetlerde bircok geligsme
meydana gelmistir. Yasanan gelismelerle birlikte sirketlerin markalar: da biiyiik 6nem kazanmaya
baslanmigtir. Markalarin onem kazanmasiyla birlikte sirketlerin mali tablolarinda raporlanabilmesi
amaciyla, markalarimin degerlerini belirleme gereksinimi giderek artmistir. Markalarin alinip

satilmaya baglanmasi, sirket birlesmelerine konu olmasi, marka degerinin nasil hesaplanacagt
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konusundaki belirsizlikleri giindeme tasimistir. Bu baglamda marka degerinin nasil hesaplanacagi
hususunda bir takim modeller gelistirilmistir. Zamanla gelistirilen bu modellerin her birinin kendine

0zgii hesaplama teknikleri ve birbirinden farkli parametreleri bulunmaktadir.

Marka degerleme modelleri; finansal modeller, davranissal modeller ve karma modeller olarak ii¢
grupta toplanmustir. Finansal modeller literatiirde genel olarak dort grupta toplanmis olup bunlar;
maliyeti esas alan marka degerleme modeli, piyasa degerini esas alan marka degerleme modeli,
sermaye piyasalarini temel alan marka degerleme modeli ve gelir temelli marka degerleme modelleri
olarak swralanabilir. Gelir temelli marka degerleme modelleri de ayrica kendi icinde bir¢ok marka
degerleme modelini barmdirmaktadr. Davramigsal modeller icerisinden en yaygin olarak kullanilan
modeller; Aaker’e gore marka degerleme modeli, Kapferer'e gére marka degerleme modeli, MC
Kinsey’e gore marka degerleme modeli ve Kellere gore marka degerleme modeli olarak siralanabilir.
Karma marka degerleme modelleri igerisinden bilinen en yaygin modeller ise; Interbrand marka
degerleme modeli ve Brand Finance marka degerleme modelleridir. Bahsedilen bu modeller aracilig
ile markalarin degerleri belirlenerek paydaslar tarafindan gerekli goriildiigiinde kullanilmasina

yardimct olmaktadir.

Diger taraftan sirketlerin marka degerlerini mali tablolarinda gostermeleri kendilerine bir¢ok anlamda
avantaj saglamaktadir. Aktif varliklarin giiciinii artiran marka degerleri, sirketlerin bilang¢olarinda
maddi olmayan duran varliklar icerisinde yer alarak kimi zaman duran varliklardan daha fazla degere
sahip olabilmektedir. Sirketlerin varlik degerini hayli artiran marka degerleri Tiirkive Muhasebe
Standartlar: geregince sadece satin alma ya da birlesme s6z konusu oldugu durumlarda sirketlerin mali
tablolarinda gosterilebilmektedir. Sirketlerin kendi biinyelerinde yarattiklart marka degerinin mali
tablolarda gosterilmesine Tiirkive Muhasebe Standartlari izin vermemektedir. Bu ¢alismada, marka
kavraminin her gecen giin 6neminin daha fazla arttigini vurgulayarak, marka degerlemesinin finansal
olarak nasil hesaplanacagi ve hesaplanan marka degerinin mali tablolarda nasil gésterilebilecegini
ifade etmek amaglanmistir. Bu baglamda ulusal ve uluslararasi arenada marka degerlemesi igin
kullanilan modeller ifade edilerek bu modellerin pozitif ve negatif yonleri belirtilmistir. Marka
degerlemesi yapabilmek icin kullamilabilecek birden fazla model olmasindan dolayi bu modeller
icerisinden Diinyada ve Tiirkiye 'de en ¢ok kullanilan, verileri elde etme ve sayisal sonuglar verebilmesi
agisindan da tercih edilen, Hirose Modeli ve Sermaye Piyasalarin Esas Alan Marka Degerleme Modeli
kullaniimistir. Kullanmilan bu modeller, finansal modellerin altinda bulunan gelir temelli marka

degerleme modellerinin altinda ifade edilen modeller arasinda yer almaktadr.

Gida ve haberlesme sektoriinde olmak iizere ayri sektérlerde faaliyet gosteren iki sirketin marka
degerlemesi uygulamast yapilmistir. Uygulamada, gida sektériinde faaliyet gisteren Ulker Biskiivi
Sanayi AS ile haberlesme sektoriinde faaliyet gisteren Turkcell Iletisim Hizmetleri AS’ye ait veriler
kullanilmistir. Veriler Kamu Aydinlatma Platformu’ndan (KAP) elde edilmistir. Elde edilen veriler
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sonucunda hesaplanan marka degerlerinin sirketlerin mali tablolarinda hangi sartlarda ve nasil

gosterilebilecegi ifade edilmistir.

Uygulamada kullanilan iki sirket icin de, iki ayri marka degerleme modeli kullanilarak hesaplama
yapilmistir. Yapilan hesaplamalar sonucunda, iki ayri modelin mevcut sirket icin verdigi sonuglar
kiyaslanmistir. Daha sonra elde edilen sonuglar uluslararasi marka degerleme sirketi olan Brand
Finance’nin her yil diizenli olarak yaymnladigi marka degeri raporu ile de kiyaslanmistir. Kiyas yapilan

Brand Finance marka degeri raporu 2019 yilina aittir.

Marka degerleme sirketlerinin bu baglamda yaptigi degerleme sonuglar: arasinda ¢ok biiyiik farkliliklar
olmadig1 gozlenmektedir. Bundan dolayr Tiirkive muhasebe uygulamalarinda ortak olarak
kullanilabilecek bir marka degerleme modeli belirlenerek bu modelle degerlenen marka degerine mali
tablolarda yer verilmesi olast bir durumdur. Nitekim benzer bir uygulama Japonya Ekonomi Bakanligt
tarafindan gergeklestirilmis ve bu konudaki farkliliklar iilkede faaliyet gdsteren sirketler agisindan
giderilmistir.

Bu ¢alismada elde edilen bilgiler isiginda, marka degerinin sirketlerin mali tablolarinda bulunmasinin
sirketlere fayda saglayacag diisiiniilmektedir. Ciinkii sirketlerin marka degerini hesaplayarak mali
tablolarda raporlamast halinde, olast bir isletme devri, satisi veya birlesmesi durumunda sirketin
toplam degerinin dogru bir sekilde belirlenmesini saglayacaktir. Ayrica marka degeri sirketlerin mali
tablolarinda gosterildigi takdirde, sirketin toplam degerinde artis meydana gelecek ve bu durum olast
bir kredi teminati hususunda sirkete pozitif katki saglayacaktir. Marka degerinin bir diger fayda
saglayacagi husus ise yatirimcilarin sirkete ait pay senetlerini alma karart vermelerinde pozitif etkide
bulunacak olmasidir. Bunlarin yam sira gsirketin yapacagr herhangi bir lisans veya franchising
anlasmalart sirasinda gercege uygun bedelin talep edilmesini saglayacaktir.

Anahtar Kelimeler: Marka, Marka Degeri, Hirose Modeli, Finansal Tablolar, Tiirkive Muhasebe
Standartlar

Abstract

As globalization of world trade has a global dimension, many developments have occurred in
commercial activities in recent years. With the developments, the brands of the companies have also
gained great importance. As brands gain importance, the need to determine the values of their brands
has increased gradually in order to be able to receive reports in their financial statements. The act of
selling & buying of the brands and the brands’ being topic for business amalgamation bring up the
uncertainties about how to calculate the brand value. In this context, a number of models have been
developed on how to calculate brand value. Developed over time, each of these models has its own

calculation techniques and different parameters.
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Brand evaluation models were collected in three groups as financial models, behavioral models and
mixed models. Financial models are generally grouped into four groups in the literature, which can be
listed as the brand valuation model based on cost, the brand valuation model based on market value,
the brand valuation model based on capital markets and the brand valuation models based on income.
Income-based brand valuation models also contain many brand valuation models within themselves.
Among the behavioral models, the most commonly used models are; Brand valuation model according
to Aaker, brand valuation model according to Kapferer, brand valuation model according to MC Kinsey
and brand valuation model according to Keller. The most common models known from mixed brand
valuation models are Interbrand brand valuation model and Brand Finance brand valuation models.
Through these mentioned models, the values of the brands are determined and help them to be used

when deemed necessary by the stakeholders.

On the other hand, it is advantageous for companies to show their brand values in their financial
statements in many ways. The brand values that increase the strength of the assets can be included in
the intangible fixed assets of the companies' balance sheets and sometimes have more value than the
fixed assets. In accordance with Turkish Accounting Standards, brand values that increase the asset
value of companies can only be shown in the financial statements of companies in the case of
acquisitions or mergers. The Turkish Accounting Standards do not permit the presentation of the brand
value created by the companies in their financial statements. In this study, it is aimed to express how
the brand valuation can be calculated financially and the calculated brand value can be shown in the
financial statements by emphasizing the importance of brand concept is increasing day by day. In this
context, the models used for brand valuation in the national and international arena are expressed and
the positive and negative aspects of these models are stated. Since there is more than one model that
can be used to make brand valuation, the Hirose model, which is the most widely used model in the
world and in Turkey, is also preferred in terms of obtaining data and giving numerical results, and The
Brand Valuation Model Based on Capital Markets, has been used. These models used are among those
expressed below income-based brand valuation models, which are below financial models. Brand
valuation of two companies operating in separate sectors, including food and communication sector,
has been implemented. In practice, data from Ulker biscuit Sanayi AS, which operates in the food sector,
and Turkcell Communication Services As, which operates in the communication sector, were used. The
data were obtained from the Public Lighting Platform (PLP). As a result of the data obtained, it is stated
which terms and how the brand values calculated can be shown in the financial statements of the
companies. Calculation was made by using two different brand valuation models for both companies
used in the application. As a result of the calculations, the results of the two separate models for the
current company were compared. The results were also compared to the brand value report, which is
published regularly every year by Brand Finance, an international brand valuation company. The kiyas

Brand Finance brand value report belongs to the year 2019.
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It is observed that there is not a big difference between the valuation results of brand valuation
companies in this context. Therefore, it is possible to determine a brand valuation model that can be
used as a partner in Turkish accounting practices and to place the brand value that is valued with this
model in the financial statements. In fact, a similar application was carried out by the Japan Ministry
of Economy and the differences in this regard were corrected in terms of companies operating in the
country. In the light of the information obtained in this study, it is thought that the brand value in the
financial statements of the companies will benefit the companies. Because if companies calculate the
brand value and report it in the financial statements, it will ensure that the total value of the company
is correctly determined in the event of a possible transfer, sale or merger of the business. In addition, if
the brand value is shown in the financial statements of the companies, the total value of the company
will increase and this will make a positive contribution to the company regarding a possible loan
guarantee. Another benefit of brand value is that it will have a positive effect on investors ' decision to
buy the company's share certificates. In addition to these, it will ensure that fair value is demanded
during any licensing or franchising agreements that the company will make.

YUKSEKOGRETIM KURUMLARINDA INOVASYON VE GiRiSIMCILiK: KAYSERI
UNIVERSITESI ORNEGI

INNOVATION AND ENTREPRENEURSHIP iN HIGHER EDUCATION INSTIiTUTIONS:
THE CASE OF KAYSERI UNIVERSITY

Hatice UC”
Metehan TOLON™

Ozet

Son yillarda internetin yayginlasmasi, bilisim ve teknoloji sektoriindeki gelismeler isletmelerin ¢alisma
bicimlerini evirdigi gibi, bireylerin istek ve ihtiya¢larinda da degisiklige yol agnustir. Bu degisen siirecte
rekabette avantaj elde edebilmek ve tiiketicilerin istek ve ihtiyaclarina cevap verebilmek amaciyla
isletmeler yeni ve farkh yollara yonelmislerdir. Bu yollardan biri inovasyon olarak karsimiza

ctkmaktadir. Mal ve hizmetlerin giderek birbirine benzedigi rekabet ortaminda tiiketiciler tarafindan
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fark ve tercih edilmek, biiyiiyebilmek ve karliigi yakalayabilmek ancak farklilagsmak miimkiin hale

gelmektedir.

Literatiirde ¢esitli sekillerde ifade edilen inovasyon kavrami OECD tarafindan 2006 yiinda “isletme
ici uygulamalarda, isyeri orgiitlenmesinde ya da dus iliskilerde yeni ya da onemli olgiide gelistirilmig
bir iiriin (mal ya da hizmet), siire¢, yeni bir pazarlama yontemi ya da yeni bir oOrgiitsel yontemin
gergeklestirilmesi” olarak tamimlanmustir. Drucker, 2002 yilinda yaptigi tammda ise inovasyonu “bir
orgiitte birlikte ¢calisan farkli bilgi ve yetenekteki insanlari daha verimli hale getirmek igin onlara ilk
defa olanak saglayan yararh bir bilgi” olarak dile getirmistir. Inovasyon, sanayi, hizmet, tarim, bilgi
teknolojileri, finans sektorii gibi ¢esitli alanlarda her gegen giin 6nemi artan ve ¢ok stk kullanilan bir
kavram haline gelmistir. Ulkelerin verimliligini ve rekabet giiciinii artirarak ekonomik biiyiimeye
katkida bulunan inovasyon, diinya genelinde ekonomik faaliyetlere yon veren dnemli bir faktor olarak
degerlendirilmektedir. fnovasyonun, teknolojik ve érgiitsel olmak iizere iki farkli boyutu bulunmaktadir.
Orgiitsel diizeyde firmalar aras: sebekelesme (networking) ve isbirligi, bugiin rekabet giicii agisindan
ge¢miste oldugundan daha onemli bir konuma gelmistir. Ayrica, firma-i¢i orgiitsel yenilikler de
teknolojik degisimden rekabet giiciinii arturmaya yonelik fayda saglama konusunda hayati bir rol
oynayabilir. Teknoloji diizeyinde inovasyon agisindan ele alindiginda ozellikle teknoloji tabanl
(technology-based) kiiciik firmalarin yeni teknolojilerin gelistivilmesi ve yayiliminda daha onemli bir
rol oynamaya basladiklar: goriilmektedir.

Teknolojik gelismelerin ve inovatif faaliyetlerin verimli hale getirilebilecegi yol girisimcilikten
gecmektedir.  Giintimiizde  girisimcilik, teknolojinin  hizla  gelismesiyle ve bilgiye erigimin
kolaylagsmasiyla ekonomik gelismede rol oynayan onemli faktorlerden biri haline gelmistir.
Girigimcilerin rekabetin hiz kazandigi globallesen diinyada teknolojik gelismeleri kullanarak inovatif
girisimlerde bulunmalar isletmeleri rekabette iistiinliik elde etmeye bir adim daha yaklagtirmaktadir.
Bilgi ¢caginda yasamlan teknolojik gelismeler ve cografi konumlarin énemini ortadan kaldiran
kiiresellesme ile artan rekabet ortaminda yeni diizene uyum saglayarak sirketlerin varliklarint devam
ettirebilmek, toplumlarin gelismelerini siirdiirebilmek ve iilkelerin ekonomilerini giiclendirebilmek i¢in
kullandiklar: en onemli aracin girisimcilik oldugu goriilmektedir. Literatiirde girisimcilik kavramu ilk
olarak 18. yiizyil sonuna dogru Fransiz ekonomist Richard Cantillon ve Jean-Baptise Say tarafindan
kullanimistir. 1755 ytlinda Cantillon girisimciligi ““fiyat belirsizligi riski altinda satis yapmak amaciyla
tiretim i¢in mal ve hizmet satin almak ve iiretmek” olarak tammlamistir. 21.yiizyila gelindiginde
girisimcilige bakis agist degismis ve bu tanimlamalara da yansinustir. Giintimiizde girigimcilik kavrami
“sadece teknolojide degil ekonomik ve sosyal alanlarda meydana gelen yeniliklerle birlikte katma
degeri daha yiikseltilmis, inovasyon odakli, toplumsal faydaya daha ¢ok hizmet edebilecek, teknolojik
temelli tirtinler tiretilmesi” seklinde ifade edilmektedir. Girisimcilik ile inovasyon kavrami giinden giine

birbirini tamamlayan faaliyetler biitiinii haline gelmigtir.
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Yapilan ¢alismalar, hem ekonomik hem de toplumsal yanlar: olan girisimciligin atil kaynaklari verimli
kullanma, gelir dagiliminda dengeyi saglama, fakirligi onleme, orta sinifi giiclendirme, katma deger
yaratma, sosyal refah ve barws: saglama gibi pozitif etkilere sahip oldugunu gostermektedir.
Girigimcilik, yeni isler ve yeni sektorler yaratarak istihdam hacmini artirmast sayesinde igSizligin
onlenmesinde de ¢cok onemli bir rol oynamaktadir. Ayni zamanda iilkelerin rekabet giiciinii de yarattig

yeni isler ve yeni teknolojiler sayesinde yiikseltmektedir.

Giiniimiizde bilgi iletisim teknolojilerinin ¢ok hizli gelismesi ve internetin yayginlagmasi sadece
isletmeleri degil kamu kurum ve kuruluslarim da etkilediginden, isletmeler gibi kamu kurum ve
kuruluglari da inovatif faaliyetlerle kendilerini yenilemek zorunda kalmuglardwr. Bu zorunluluk ile
girisimcilerin yeteneklerini ve kapasitelerini analiz ederek kamu kurum ve kuruluslarinda inovatif
kiiltiirii olusturmalart onemli bir hal almistir. Konu girisimcilik ve inovasyon kavramlart etrafinda
yogunlastigindan ve bu kavramlar isletmeler agisindan heniiz ¢ok yeni sayilabileceginden iiniversiteler
basta olmak iizere kurum ve kuruluglara, isletmelere, interaktif yayimcilara ve internet tabanli tiim
olusumlara biiyiik gérevler yiiklenmektedir. Yeni olmasina karsin, gelindigi noktada devletler bu
kavramlart ve kavramlar sonucunda gergeklestirilen olusumlar: desteklemis ve bu destekleri pek ¢ok
yasal diizenlemeyle uygulanabilir hale getirmek icin tegvik kanallarimi a¢muslardir. Bu baglamda,
kamuda inovatif kiiltiirii  gelistirmek, ¢alisanlart egitmek ve farkindalik olusturmak, inovatif
uygulamalarin éniindeki tiim engelleri kaldirmak siirdiiriilebilir biiyiimenin én sarti olarak karsimiza

ctkmaktadr.

Caliymamizda, 2018 yihinda faaliyete baslayan, uygulama ve proje odakli, is diinyasi ile biitiinlegen,
bolgesel kalkinmaya katki saglayan ve nitelikli insan giiciinii yetistirerek toplumsal fayda olusturmay:
amaglayan Kayseri Universitesi biinyesinde gérev yapan akademik personelin inovasyon algilar ile
girisimcilik tutumlarimin  belirlenmesi amaglanmistir. Ama¢ dogrultusunda Kayseri Universitesi
akademik personelinin inovasyon algilart ile girigimcilik tutumlart arasindaki iliskiyi 6l¢mek icin anket
metodu uygulanmistir. Inovasyon ve kamusal girisimcilik dlceginde likert dlgek tipi kullanilmistir.
Ornekleme uygulanan anket verileri SPSS 23.0 programu ile analiz edilerek, tablolar halinde
yorumlanmistir. Calisma sonunda inovasyon ve girisimciligin  yiiksekogretim — kurumlarinda

uygulanmasina dair énerilerde bulunulmustur.

Anahtar Kelimeler: /novasyon, Girisimcilik, Kurumsal Girisimcilik, Yenilik, Inovatif Kiiltiir

Abstract

In recent years, the spread of the internet, developments in the information and technology sector have

evolved the way businesses work, as well as changes in the needs and needs of individuals. In this
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changing process, enterprises have turned to new and different ways in order to gain an advantage in
competition and to meet the demands and needs of consumers. One of these ways is innovation. In a
competitive environment where goods and services are increasingly similar, it becomes possible for

consumers to be differentiated and preferred, to grow and to achieve profitability, but to differentiate.

The concept of innovation, which is expressed in various ways in the literature, was developed by the
OECD in 2006 to “realize a new or significantly improved product (product or service), process, new
marketing method or a new organizational method in internal business practices, workplace . In 2002,
Drucker described innovation as useful information that enables people of different knowledge and skills
working together in an organization to make them more productive for the first time”. Innovation has
become an increasingly used concept in various fields such as industry, service, agriculture, information
technologies, finance sector. Innovation, which contributes to economic growth by increasing the
productivity and competitiveness of countries, is considered as an important factor that drives economic
activities worldwide. Innovation has two dimensions, technological and organizational. At the
organizational level, inter-firm networking and collaboration have become more important today than
in the past in terms of competitiveness. In-house organizational innovations can also play a vital role in
gaining benefits from technological change to increase competitiveness. When it comes to innovation at
the technology level, it is seen that especially technology-based small firms have started to play a more

important role in the development and diffusion of new technologies.

Entrepreneurship is the way in which technological developments and innovative activities can be made
efficient. Today, entrepreneurship has become one of the important factors that play a role in economic
development with the rapid development of technology and access to information. Entrepreneurs make
innovative initiatives by using technological developments in a globalized world where competition is
accelerating, which makes enterprises one step closer to gaining competitive advantage. It is seen that
entrepreneurship is the most important tool used by companies in order to maintain their existence, to
sustain the development of societies and to strengthen the economies of the countries by adapting to the
new order in an environment of increasing competition with the globalization that eliminates the
importance of technological developments and geographical positions in the information age. In the
literature, the concept of entrepreneurship was first used by French economists Richard Cantillon and
Jean-Baptise Say towards the end of the 18th century. In 1755, Cantillon defined entrepreneurship as
buying and producing goods and services for production in order to sell at risk of price uncertainty. In
the 21st century, the perspective of entrepreneurship changed and it was reflected in these definitions.
Today, the concept of entrepreneurship is expressed as”’ the production of technological-based products
that can serve the social benefit more with the innovation that occurs not only in technology but also in
economic and social fields, with a higher added value." The concept of entrepreneurship and innovation

has become a whole of activities that complement each other from day to day.

54



Studies show that entrepreneurship, which has both economic and social aspects, has positive effects
such as efficient use of idle resources, balance in income distribution, poverty prevention, strengthening
the middle class, creating added value, social welfare and peace. Entrepreneurship also plays a very
important role in preventing unemployment by creating new jobs and new sectors and increasing the
volume of employment. At the same time, it increases the competitiveness of countries thanks to new

jobs and new technologies.

As the rapid development of information and communication technologies and the widespread use of
the internet affect not only the enterprises but also the public institutions and organizations, public
institutions and organizations have had to renew themselves with innovative activities. With this
obligation, it has become important for entrepreneurs to create innovative culture in public institutions
and organizations by analyzing their capabilities and capacities. Since the subject is concentrated
around the concepts of entrepreneurship and innovation, and since these concepts can be considered as
very new in terms of enterprises, major tasks are being undertaken for institutions and organizations,
especially for universities, enterprises, interactive publishers and all internet-based organizations.
Although it is new, states have supported these concepts and the formations realized as a result of these
concepts and opened incentive channels to make these supports applicable with many legal
arrangements. In this context, developing innovative culture in the public sector, educating employees
and raising awareness, removing all the barriers to innovative practices are the prerequisites for

sustainable growth.

In our study, it is aimed to determine the innovation perceptions and entrepreneurial attitudes of the
academic staff working within Kayseri University, which started its operations in 2018, focused on
implementation and projects, integrated with the business world, contributed to regional development
and aimed to create social benefits by cultivating qualified manpower. For this purpose, a questionnaire
method was used to measure the relationship between the perceptions of innovation and
entrepreneurship attitudes of the academic staff of Kayseri University. Likert scale type has been used
in innovation and public entrepreneurship scale. Survey data were analyzed with SPSS 23.0 program
and interpreted into tables. At the end of the study, suggestions were made for the implementation of

innovation and entrepreneurship in higher education institutions.

Keywords: Innovation, Entrepreneurship, Corporate Entrepreneurship, Innovation, Innovative Culture
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PAZARLAMA UYGULAMALARININ HiZMET KALITESINE ETKIiSi: KAHVE
PAZARINDA BiR UYGULAMA

THE EFFECT OF MARKETING APPLICATIONS ON THE QUALITY OF SERVICE: AN
APPLICATION IN COFFEE MARKET

Sena ALTIN”

Mehmet BAS™

Ozet

Giiniimiizde kiiresellesmenin artmasiyla birlikte sadece ulusal diizeyde degil, uluslararasi diizeyde de
rekabetlerde artis goriilmektedir. Uluslararasilasmamn artmasiyla birlikte giiniimiizde meydana gelen
rekabet unsurlart da artis gostermektedir. Pazarlamamn ilk literatiire girdigi yillarda rekabet kavrami
isletmeler icin giindem olmaya basladiginda mal pazarlamasi éncelikli sirada yer almaktaydi. Fakat
gilintimiizde geligmis iilkelerin siralamasina baktigimizda hizmet sektoriiniin gelistigi iilkelerin ilk
swralarda yer aldigi ve gelismekte olan iilkelerin ise hizmet sektoriindeki faaliyetlerini artirdiklart
goriilmektedir. Bir ekonomi icerisindeki ekonomik kallkinma seviyesi ile hizmet pazarimin giicii arasinda
¢ok uzak olmayan bir iliskinin var oldugu goz ardi edilemez. Hizmet sektoriintin giiclii olmasi, ekonomi
icinde Onemli birer siiriiciidiir. Ingiltere, Amerika Birlesik Devletleri ve Kanada gibi gelismis
ekonomiler hizmet sektoriinde yiiksek bir yiizdeye sahip olan iilkelerdir. Hizmet sektoriiniin
giintimiizdeki yeri ve giderek biiyiimesiyle birlikte bu alanda kaliteli hizmet sunma bir zorunluluk haline

gelmigtir.

Hizmet kavram olarak baktigimizda, 1937 yilinda Amerikan Pazarlama Birligi tarafindan “Ureticiden
tiiketiciye dogru mallarin ve hizmetlerin akisini saglayan isletme faaliyetleri” olarak literatiirde ilk kez
belirtilmistir. Burada aslinda vurgulanmak istenen sey sadece mallarin degil hizmetlerinde
pazarlanabilecegidir. Bazi yazarlar iiriin kelimesini mal kavrami yerine de kullanmaktadir. Fakat biz
calismamiz ¢ergevesinde mal ve hizmet kavramlarinin birbirlerinden farkl ozelliklere sahip oldugunu
diistinerek tirtin kavramini mal veya hizmetin yerine tek basina olarak, genel olarak hem mal hem de
hizmetler ifade edileceginde kullanacagiz. Hizmetleri az dncede dedigimiz gibi mallardan ayiran bir

takim ozellikler vardir. Bu ozellikler; dokunulmaziik, heterojenlik, dayaniksizlik, sahiplenememe, talep

* Ogr.Gor. Erciyes Universitesi, Tktisadi ve Idari Bilimler Fakiiltesi, Isletme Bolimii,

Dog. Dr., Ankara Hact Bayram Veli Universitesi Iktisadi ve Idari Bilimler Fakiiltesi, Isletme Boliimii,
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belirsizligi ve es zamanlhiliktir. Genel olarak baktigimizda hizmetlerin fiziksel varliklar olmamalart
onlart mallardan ayirir ve dokunulmaz olma ozellikleri ile on plana ¢ikartir. Ciinkii baktigimizda
tiiketiciler aldiklar: hizmetleri elle tutamaz gozle goremezler. Bu yiizden de hizmetler soyut agirlikli
tiriinlerdir diyebiliriz. Hizmetlerin karakteristik 6zelliklerinden dolay: tek bir tip hizmet iiretmek zordur.
Bundan dolay: da hizmetler heterojendir. Hizmetlerin tiretim ve tiiketimlerinin ayni zamanlar igerisinde
gerceklesmesinden dolayi hizmet es zamanhdwr. Hizmetlerin az oncede belirttigimiz gibi tiretim ve
tiiketimlerinin esanli olmalarindan dolayt hizmetler bir sonraki seferde kullanilmak iizere mallar gibi
stoklanamazlar. Ornegin bir kafenin kapasitesi anlik olarak yiiz kigiyse ve o anda kafede seksen kisi
varsa bos kalan yirmi masa daha sonra kullanilmak iizere stoklanamaz. Bu da hizmetlerin dayaniksiz
olma ozelliklerindendir. Tiiketiciler aldiklart hizmeti sahiplenemezler, az onceki érnekten yola ¢ikarak
devam edecek olursak tiiketiciler hizmet alirken kullandiklar: kafede bulunan masalart sadece hizmet
aldiklart siire boyunca sahiplenirler. Hizmet alimlar bittikten sonra o masa ve sandalyeleri baska bir
tiiketici kullanabilir. Gene aym sekilde hizmetlerin dayaniksiz olusu yani stoklanamamast hizmetin
taleplerinde yasanan zorluklardan dolayi isletmeye bir takim kayiplar yasatabilir. Ornegin bir mal
pazarlamasinda baktigimizda tiriiniimiiz kalem olacaksa eger, o kalemin talebinde belirsizlik yasansa
bile kalemden fazla iiretip stok yapabiliriz, herhangi bir talep tahmini asiminda stoklar tiiketiciye
sunum tiiketici kaybimi onleyebiliriz. Fakat bir kafede o sekilde bir stok yapmamiz ve talep fazlaliginda

onu kullanmamiz imkansizdwr. Bu yiizden de hizmet sektoriinde talep konusu onemli bir konudur.

Kalite kavramina baktigumizda kalite, bir mal veya hizmetin belirlenen ihtiyaclarint karsilama
yetenegini tasimast icin sahip olmasi gereken ozelliklerin tiimii olarak tammlanir. Hizmet kalitesi ise,
miisterinin beklentileri karsisinda hizmet seviyesinin ne kadar iyi bir sekilde gerceklestirilebildiginin
bir olgiisti olarak tamimlanabilir. Hizmet kalitesinin bes boyutu vardwr. Bunlar; somut ozellikler,

giivenilirlik, heveslilik, giivence ve empatidir.

Giintimiizde kahve pazari insanlarin yasam tarzlarimn da degismesiyle birlikte giderek onemli bir
hacme sahip olmaktadir. Insanlarin hayatlarindaki yogunluk onlar: daha fazla tiiketime sevk etmektedir.
Istatistiklere gére Tiirkiye'de kahve tiiketimi ortalama 15.6 oraminda artis gosteriyor. Ulkemizde
yiizlerce yildir giinliik hayatin ve kiiltiiriin vazgegilmez bir o6gesi olan kahvenin son yillarda markalasma
ve subelesmesi ile tiiketimi ve pazar payt daha da artis gostermistiv. Ge¢mis zamanlara baktigimizda
tilkemiz insanlarimin kahve baglarni tiirk kahvesi ile sinirli tutarken, yeni gelen jenerasyonlarin farkh
kiiltiirlerin kahve tiirlerine ve markalarina da ilgilerinin arttgr goriilmektedir. Ilerleyen yillarda bu
kahve pazarlarina olan ilginin daha da artacagi 6n goriilmektedir. Bundan dolayr da hem iilkemiz hem
de diinya pazarinda hizmet sektorlerine baktigimizda kahve pazarlarinin giderek artan biiyiik bir oneme

sahip olduklar: gériilmektedir.

Bu noktadan hazirlanan ¢alismada bir kahve satis noktast olan Starbucks markasi tarafindan sunulan
hizmetlerin miisteriye sunulan hizmet kalitesi arastirilmistir. Tiiketicilerin magazadan beklentileri ve bu

beklentilerinin karsilanma dereceleri hizmet kalitesi ol¢iim modellerinden Servqual olgegi ile
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arastirilmistir. Bu ¢ercevede nisan ayi icerisinde bir Starbucks subesi ziyaret edilerek miisterilerden
200 kisiye anket uygulanmistir. Bu aragtirmanin nicel verilere dayali olarak arastirilmasi ve olgiilmesi
yontemi benimsenmistir. Olcegimizde simiflandirma, siralama ve ¢ok maddeli dlceklerden likert dlgek
tipi kullanimustir. Anketimiz 6rneklem grubumuza uygulandiktan sonra elde edilen veriler SPSS 23.0
programi ve Microsoft Excel kullanimu ile tablolar haline getirilmis ve yorumlanmistir. Calismamizda
miisteri beklentileri ve algilamalar: arasindaki farkliliklara gore hizmet kalitesini olcen Servqual hizmet
kalitesi modeli kullanilarak, kahve pazari sektoriinde hizmet veren Starbucks markasinin hizmet kalitesi
olciilmeye calisilmistir.

Anahtar Kelimeler: Hizmet Pazarlamasi, Hizmet Kalitesi, Servqual Olgegi, Kahve Pazart Sektorii,
Hizmet Kalitesi Ol¢timii

Abstract

At the present time, with the increase in globalization, there is an increase in competition not only at
the national level but also at the international level. With the increasing internationalization, the
competition elements that are occurring now also increase. In the years when marketing entered the
first literature, when the concept of competition started to become an agenda for enterprises, goods
marketing was the top priority. But nowadays, when we look at the ranking of developed countries, it is
seen that the countries in which the service sector develops are at the top and that the developing
countries increase their activities in the service sector. It cannot be ignored that there is no relationship
between the level of economic development in an economy and the power of the service market. The
strong service sector is an important driver in the economy. Developed economies such as the UK, the
United States and Canada are countries with a high percentage of the service sector. The service sector

has become a necessity to provide quality service in this field with its present place and growing.

When we look at the concept of service, by the American Marketing Association in 1937, "the flow of
business activities that provide the right producer to consumer goods and services" as is mentioned in
the literature for the first time. What we want to emphasize here is that goods can only be marketed in
the service of goods, not the goods. Some authors use the word product instead of the goods concept.
However, in the context of our study, we will use the concept of product as a single product instead of
the goods or services by considering that the concepts of goods and services have different
characteristics. As we have already mentioned, there are some features that distinguish the services
from the goods. These features; immunity, heterogeneity, instability, lack of ownership, demand
uncertainty and concurrency. In general, the fact that services are not physical assets distinguishes them
from the goods and brings them to the forefront with their untouchable features. Because when we look
at consumers can not hold their services can not see the eyes. Therefore, we can say that services are

mainly weighted products. Due to the characteristic features of the services, it is difficult to produce a
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single type of service. Therefore, the services are heterogeneous. Since the production and consumption
of the services take place at the same time, the service is simultaneous. The services cannot be stocked
as goods, as we have just mentioned, because the production and consumption are simultaneous. For
example, if the capacity of a café is one hundred people instantaneously and there are eighty people at
that time, the twenty empty tables cannot be stocked for later use. This is the non-durability of services.
Consumers do not own the service they receive, if we continue on the basis of the previous example,
consumers only use the tables in the cafes they use while receiving service. After the service purchases
are finished, he or she may use tables and chairs from another consumer. Likewise, the lack of
serviceability of services, ie stocking can cause a loss to the business due to difficulties in service
demands. For example, if we look at a commodity marketing, if our product is going to be a pencil, we
can produce and stock more than a pencil even if there is uncertainty in demanding this item; But it is
impossible for us to make such a stock in a café and use it in excess of demand. Therefore, the subject

of demand in the service sector is an important issue.

When we look at the concept of quality that is defined as all of the features that a goods or service must
have in order to meet the determined needs. Quality of service can be defined as a measure of how well
the service level can be achieved in response to customer expectations. Service quality has five

dimensions. These; concrete features, reliability, enthusiasm, assurance and empathy.

Nowadays, the coffee market has an important capacity with the changing life styles of people. The
intensity in the lives of people leads them to more consumption. According to the statistics, coffee
consumption in Turkey has been increasing an average 15.6 percent. In our country, coffee, which is an
indispensable element of daily life and culture for hundreds of years, has increased with branding and
branching in recent years and its consumption and market share has increased even more. When we
look at the past times, it is seen that people of our country have limited their coffee ties to Turkish coffee
while new generations have increased their interest in coffee types and brands of different cultures. It
is foreseen that the interest in these coffee markets will increase further in the following years.
Therefore, when we look at the service sectors in our country and in the world market, it is seen that

coffee markets have an increasing importance.

In this study, the service quality of the services offered by Starbucks, a coffee selling point, was
investigated. Expectations of consumers from the store and the degree to which these expectations were
met were investigated by Servqual scale from service quality measurement models. In this context, a
Starbucks branch was visited in April and a questionnaire was applied to 200 people. The method of
investigating and measuring this research based on quantitative data is adopted. In our scale, likert
scale type was used from classification, sorting and multi-item scales. After the survey was applied to
our sample group, the data obtained were interpreted and interpreted using SPSS 23.0 program and

Microsoft Excel. In our study, the service quality of the Starbucks brand serving in the coffee market
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sector was measured by using the Servqual service quality model that measures the service quality

according to the differences between the customer expectations and perceptions.

Keywords: Service Marketing, Service Quality, Servqual Scale, Coffee Market Sector, Service Quality
Measurement

UC BUYUKLERIN TARAFTAR MAGAZALARININ DiJiTAL PAZARLAMA KANALLARI
KAPSAMINDA INCELENMESI

INVESTIGATION OF THREE BIGGER FAN SHOPS IN THE SCOPE OF DIGITAL
MARKETING CHANNELS

Furkan KARAMAN®

Ozet

Pazarlama, miisteriler, isletme, paydaslar ve genelde toplum icin deger ifade eden sunulanlar

yaratma, duyurma, teslim ve miibadele faaliyeti ve giiclii miisteri iliskileri gelistirme siirecidir (Mucuk,

2014:5).

Pazar olarak spor giiniimiizde milyar dolarlar ile degerlendirilen bir seviyeye ulagsmistir. Bu pazarin
icinde faaliyet gosteren sirketler de hem ulusal hem de uluslararasi diizeyde ilgili pazarlardan daha
fazla pay elde edebilmek amaciyla yeni stratejiler gelistirmektedirler. Spor pazarlamasi kavrami, diger
pazarlama alanlarindan ayrilarak kendine 6zgii yapist ve politikast ile pazarlama literatiiriinde kendini

gostermeye baslamistir (Argan ve Katirci, 2015: 20).

Spor pazarlamasi, pazarlama prensiplerinin spor tiriinlerine ve spor ile biitiinleserek pazarlanan spor
ile ilgisi olmayan iiriinlere uygulanmasidir (Argan ve Katwrci, 2015:20). Diger bir ifadeyle isletmenin
amaglarina ulasabilmesi ve tiiketicilerin ihtiyaglart ile isteklerinin tatmin edilebilmesi amaciyla spor
triinlerinin tiretilmesi, fiyatlandwrilmasi, dagitilmasi, tutundurulmas: icin ihtiva¢ duyulan tim

faaliyetlerin uygulanmasini kapsayan siireglerden olusan bir biitiindiir. (Argan ve Katiret, 2015:21).

“Dijital pazarlama” terimi, zaman zaman miisteri ve miisteri tercihlerini olusturmak, markalart
tanitmak, miisterileri elde etmek ve satislart artrmak icin dijital teknolojileri kullanma siirecini
tammlayan iiriin ve hizmetlerin dijital kanallarint pazarlamasint agiklayan belirli bir terimden ortaya
ctkmugtir. Baska bir deyisle tiiketicilere ulasmak amaciyla dijital kanallari kullanilarak iiriin veya
hizmetlerin pazarlanmasidwr (Kannan ve Li, 2016: 23).

* Ars. Gor., Tiirk Hava Kurumu Universitesi, Isletme Fakiiltesi, sletme Boliimii, fkaraman@thk.edu.tr
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Bilisim teknolojilerinde meydana gelen gelismeler, diger alanlarda oldugu gibi pazarlama faaliyetlerini
de etkilemistir. Tiiketicilerin bilgiye hizli bir sekilde ulasabilmesi satin alma kararlarinda etkili
olmugstur. Internetin de etkisiyle dijital pazarlama olarak adlandirilan faaliyetler gelismistir. Bu

faaliyetlerdeki degisimler spor kuliipleri tarafindan da benimsenmistir.

Bu ¢alismada ilk olarak spor pazarlamasi kavramindan bahsedilmis daha sonra ise dijital pazarlamanin
Spor pazarlamasina katkilart iizerinde durulmustur. Tiirkiye de faaliyet gosteren spor kuliiplerinden en
biiyiik ilk ticii olan Besiktas Jimnastik Kuliibii, Galatasaray Spor Kuliibii ve Fenerbahge Spor
Kuliibii ’niin taraftar satis magazalarmn dijital pazarlama kanallarint nasil kullandigi konusunda bilgi

edinilebilmesi amaciyla icerik analizi yaptimigtir.

Anahtar Kelimeler: Spor, Pazarlama, Spor Pazarlamast, Spor Iletisimi, Spor Kuliipleri.

Abstract

Marketing is the process of creating, announcing, delivering, exchanging, and developing strong
customer relations that offer value to customers, business, stakeholders and society in general (Mucuk,
2014: 5).

As a market, sport has reached a level that is now valued with billions of dollars. Companies operating
in this market are also developing new strategies to gain more share from relevant markets at both
national and international levels. The concept of sports marketing has begun to show itself in marketing
literature with its unique structure and policy by separating it from other marketing areas (Argan and
Katirct, 2015: 20).

Sports marketing is the application of marketing principles to sports products and sports related
products that are not related to sports market (Argan and Katirci, 2015: 20). In other words, it is a
whole of the processes that involve the implementation of all the activities required for the production,
pricing, distribution and promotion of sports products in order to reach the objectives of the enterprise

and to satisfy the needs and demands of the consumers. (Argan and Katirci, 2015: 21).

The term digital marketing has emerged from a particular term that describes the marketing of digital
channels of products and services that define the process of using digital technologies to create
customers and customer preferences, to introduce brands, to acquire customers and to increase sales.
In other words, it is the marketing of products or services using digital channels to reach consumers
(Kannan and Li, 2016: 23).

Developments in information technologies have affected marketing activities as in other fields. The fact

that consumers can access information quickly has been effective in purchasing decisions. With the
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impact of the internet, activities called digital marketing have developed. Changes in these activities

have also been adopted by sports clubs.

In this study, firstly the concept of sports marketing was mentioned and then the contribution of digital
marketing to sports marketing was emphasized. In order to obtain information about which of the three
largest sports clubs in Turkey how to use digital marketing channels operating was conducted content

analysis.

Keywords: Sports, Marketing, Sports Marketing, Sports Communication, Sports Clubs.

GERCEKLERLE YUZLESMEYE HAZIR MISINIZ? KIRILMA NOKTASI

ARE YOU READY TO FACE THE FACTS? BREAKING POINT

Tuba YUMUSAK"

Kadri Gokhan YILMAZ"™
Metehan TOLON™

frem GUL™

Ozet

Degisim ve doniisiim olgusunun her gegen giin isletmeler agisindan giderek artan diizeyde
i¢sellestirilmeye baslamast rekabet kavraminmin farkl bir sekilde ele alinmasin zorunlu kilmistir. En
temel haliyle tiiketiciler tarafindan igletmenin rakipleri karsisinda tercih edilmesi olarak
tammlanabilecek olan rekabet iistiinliigii kavrami, degisim ger¢ekliginin biitiinsel yapisina ve zaman
iceresindeki kabuk ve form farklilagmasina inat énemini giderek artan bir sekilde korumaktadir.
Akademik yazina bakildiginda, farkly ekollerin ve pazarlama akimlarimin bu gerceklik karsisinda
kayitsiz kalamadiklart ve onemini tam anlamiyla kabul ettikleri gériilmektedir. Rekabet tistiinliigii elde
etme ¢abasinin sadece kar amaci giiden isletmeler icin bir ¢caba olduguna yonelik bakis agisi, bu
kavramu biitiinsel olarak ele almaktan uzak bir yaklasim olacaktir. Kar amaci giitmeyen igletmeler i¢in
de tercih edilmek belirledikleri amacglara ve hedeflere ulasabilmeleri icin hayati oneme sahiptir.

Isletmeler ister kar amac: giitsiin ister giitmesin, dinamik, hizla degisen ve déniisen bir cevre icerisinde
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faaliyetlerini siirdiirmektedirler. Bu ¢evre bir¢ok boyuttan olusmakta ve sonuglart itibariyle isletmeleri
etkilemektedir. Isletmelerin tam anlamiyla miidahale edemedikleri, yonlendiremedikleri cevrede
basarili olmalar: degisiklikleri ongorebilmelerinden gecer. Tiiketicilerin agirlikli olarak kendilerini en
¢ok igsellestirdigi ve etkileri itibariyle en ¢ok onemsedigi ¢evre boyutlarindan biri sosyal ve kiiltiirel

cevredir.

Sosyal ve kiiltiirel ¢cevre kavram itibariyle birey olarak tiiketicinin kendisini, sosyal yasaminda onemli
yeri olan fikirlerine deger verdigi satin alma davranisini etkileyecek kisileri, toplumla ilgili tiim faktor
ve trendleri, insan gruplarinin davraniglarint ve gruplara ait degerleri, fikirleri, tutumlari, inanislari,
faaliyetleri ve gruplarin biiytime projeksiyonlarint dikkate alir. Sosyal ve kiiltiirel ¢evrede temel olarak
birey ve bireye ait biitiin stiregler ele alinmaktadir. Odak noktada insan ve toplum olmasi nedeniyle
degisim ve doniigiim sosyal ve kiiltiirel ¢cevrede yogun olarak hissedilmektedir. Tiiketim pazarlarindaki
spesifik istek ve ihtiyaglar, sosyal ¢cevredeki degisikliklerden dogrudan etkilenecektir. Gegen zamanla
birlikte degisim ve doniisiim kavramlarmmin icerigi ve boyutu farklilasmakta aymi zamanda hizi da
artmaktadir. Bireysel ve toplumsal bir¢ok alanda bu degisimi gormek miimkiindiir. Kadinlarin zaman
icerisinde toplumda aldiklart rollerin degigmesi, yogun olarak is hayatina girmeleri, evlenme yaginin
her gegcen giin artmasi, evli ebeveynlerin yogun ¢alisma tempolarindan étiirii kres ve bakict
kavramlarinin ortaya ¢ikmasi, bosanma sayisinin artmasi, 1+1 ve 2+1 evierdeki artis, saglkli yasam
ve diyet olgulari, spora verilen é6nemin artmast vb. Sosyal ve kiiltiirel ¢cevre boyutundaki gelismeler
kapsaminda ve iletisimin kanallarinda ki degisiklikler sonucunda miisterilerin daha egitimli, bilgili ve
orgiitlii olmast ayni zamanda teknolojinin siirekli yeni yiiziinii gostermesiyle bilgiye ulasmanin hizli,
kolay, ucuz olmasi, isletmelerin daha sira dist ve etkileyici stratejiler gelistirerek rekabet iistiinliigii
saglama ¢abalarini one ¢ikarmistir. Isletmeler bazen yogun rekabet icerisinde iistiinliik saglayabilme
adina sira dist ve etkileyici stratejiler yerine daha agresif ve saldirgan stratejiler uygulama ve bu yolla
basarili olmaya ¢alisma yoluna basvurabilmektedirler. Soz konusu riskli se¢im isletmeler agisindan
sonun baslangict olabilmektedir. Calisma kapsaminda, bu saldirgan stratejilerden fiyat indirim
stratejisi ele alinmustir. Fiyat indirim stratejisinin uygulandigi cok sayida sektér incelenmistir. Ozellikle
ayakkabi sektoriinde diger sektorlere kiyasla daha saldirgan ve riskli bir yol izlendigi arastirma
sonucunda gozlemlenmistir. Ayakkabi sektoriinde fiyat indirim stratejisi uygulayarak satis
maksimizasyonu yoluyla rekabet iistiinliigii saglamaya c¢alisan isletmelerin stratejilerinin yansimasti,
pazarlama alaminda yiiksek lisans egitimi alan kisiler tizerinden incelenmistiv. Fiyat indirimleri
karsisinda, tiriin tercihinde nasil farkliiklar oldugu, markann tiiketici zihnindeki konumunun hangi
noktadan sonra degistigi ve yapilan fiyat indirimlerinin satin alma kararim nasil etkiledigi
arastirilnustir. Aragtirma kapsaminda fiyat ve satin alma karart arasindaki iliskiye yogunlasilmis ve
davrams degisikliginin ortaya c¢iktigi nokta tespit edilmeye c¢alisilmistir. Fiyat indirimlerinin
tiiketicilerin tercihini her zaman olumlu etkileyemeyecegi diisiincesinden hareketle hangi indirim

diizeyinden sonra tiiketicilerin satin almadan vazgectikleri arastirilmistir. Sadece satin alma davranisi
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olarak degil, isletmelerin tiiketicilerin zihnindeki konumlarmni kaybettikleri nokta olarak da tarafimizca
kirilma noktasi olarak adlandirilan bu diizey, isletmelerin stratejilerini diizenleyerek gelistirebilmeleri
agisindan hayati 6neme sahiptir. Fiyat indirim stratejileri ile ilgili teorik incelemeden sonra miilakat
sorulart hazirlanmistir.  Gergeklestirilen yiiz yiize miilakatlarin sonucu derinlemesine incelenmis,
inceleme sonucu icerik analizi ile desteklenmistir. Davranis, tutum ve/veya algi degisikliginin olusmaya
basladigr nokta olarak adlandirdigimiz kirilma noktasimin boyutlar: analiz sonucunda elde edilmeye
calisiimigtir. Analizler sonucunda ayakkabi sektoriinde uygulanan fiyat indirim stratejilerinde kirilma
noktasi olarak adlandirdigimiz diizeyden sonra satin alma davramst ve algilanan isletme konumunda
onemli degisimler oldugu gériilmiistiir. Tiiketici belirli bir noktadan sonra fiyat ¢cok uygun olmasina
ragmen zihnindeki konumu degistigi icin iirtinii almay: reddetmektedir. Ayni zamanda yapilan yiiksek
diizeyde fiyat indivimleri sonucunda isletme tiiketicinin algisinda giivenilirligini kaybetmektedir.

Arastirma sonucunda literatiire yeni girecek kirilma noktasi kavramina teorik bir giris yapilacaktir.

Anahtar Kelimeler: Kirilma Noktasi, Indirim, Strateji, Algi, Konum

Abstract

Due to the fact that the change and transformation has started to be internalized at an increasing level
for businesses, the concept of competition seems to be required a different approach. As the most basic
form, the concept of competitive advantage, which can be defined as the preference of the enterprise by
its consumers against its competitors, continues to increase the importance against the persistence of
the holistic structure of change, reality and form differentiation over time. In terms of the academic
literature, it is seen that different schools and marketing trends cannot remain unresponsive to this
reality and fully acknowledge its importance. The point of view about obtaining a competitive advantage
effort just for profit-making organizations would be an approach that is far from addressing this concept
as a whole. For nonprofit organizations, being preferred is also vital for achieving the goals and
objectives they set. Businesses, whether seeking profit or not, are operating in a dynamic, rapidly
changing and transforming environment. This environment consists of many dimensions and, this
dimension affects the businesses. The success of the businesses in the environment, which they cannot
fully intervene or direct, depends on the ability to foresee the changes. Social and cultural environment
is one of the environmental dimensions in which consumers predominantly internalize themselves and
attach importance to its effects. Social and cultural environment takes into account the consumer
himself, individuals who will influence the purchase behaviour and have important ideas for social life,
all factors and trends related to society, the behaviour and the values of groups, ideas, attitudes, beliefs,
activities and growth of groups projections as the concept. The social and cultural environment is mainly
addressed to the individual and all processes belonging to the individual. On the grounds that the focus
is on human and society, change and transformation are intensely felt in the social and cultural

environment. Specific demands and needs in consumer markets will be directly affected by changes in
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the social environment. With the passing of time, the content and dimension of the concepts of change
and transformation differ and at the same time their speed increases. It is possible to see this change in
many individual and social areas. Changing roles of women in society in time, intensively entering into
business life, increasing age of marriage, the emergence of nursery and caregiver concepts due to
intense working of parents, increasing number of divorces, increase in 1 + 1 and 2 + 1 homes, healthy
living and diet, increasing the importance given to sports and so on can be given some of the examples
about this issue. As a result of the changes in the social and cultural environment and the changes in
the channels of communication; customers are more educated, knowledgeable and organized.
In addition, it’s easy, inexpensive and faster to access information. Thus the ability of companies to gain
competitive advantage by developing more extraordinary and impressive strategies becoming
important. Businesses may sometimes apply more aggressive strategies rather than extraordinary and
impressive strategies in order to gain superiority in intense competition and try to succeed in this way.
This risky way may be the beginning of the end for the businesses. In this study, one of these aggressive
strategies, “price discount strategy” has been discussed. Numerous sectors, where price discount
strategy is applied, have been examined. As a result of research, especially in the shoe industry, a more
aggressive and risky path was observed when it compared to other sectors. The reflection of the
strategies of businesses in the shoe industry that try to provide competitive advantage through sales
maximization by applying price discount strategy has been examined through the master degree students
in marketing. In the face of price discounts, the differences in product choice, how the position of the
brand in the mind of the consumer changed and how the price reductions affect the purchasing decision
have been investigated. Within the scope of the research, the relationship between price and purchasing
decision has been intensified and the point where the change in behaviour has emerged has been tried
to be determined. Considering the fact that price discounts that will not always affect the preferences of
consumers positively, one of the main aims of this research is to understand in which discount level
consumers give up their purchasing behaviour. This level can be defined not only as purchasing
behaviour, but also as the point where businesses lose their position in the minds of consumers. This
level is important for businesses to organize and develop their strategies. After theoretical examination
of price discount strategies, interview questions were prepared. The results of the face-to-face interviews
were examined in depth and the result was supported by content analysis. At the end of the analysis, the
dimensions of the breaking point, which we call the point where the behaviour, attitude and / or
perception change began to occur, were tried to be obtained. As a result of the analyses, it is seen that
there are significant changes in the buying behaviour and perceived business position after the level of
“breaking point” in the price discount strategies applied in the shoe sector. After a certain point, the
consumer refuses to buy the product because the position in his mind changes, although the price is very
reasonable. At the same time, as a result of high price discounts, the business loses its credibility in
consumer perception. As a result of the research, a theoretical introduction will be made through the

concept of “breaking point”, which will enter the literature.
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ISGOREN KAYGI DUZEYININ, ORGUTSEL ADALET VE ORGUTSEL BAGLILIK
ALGISININ DEMOGRAFIK DEGiISKENLER ACISINDAN iNCELENMESIi

EVALUATION OF EMPLOYEE ANXIETY LEVEL, ORGANIZATIONAL JUSTICE AND
ORGANIZATIONAL COMMITMENT PERCEPTION FOR DEMOGRAPHIC VARIABLES

irfan YAZICIOGLU"
Gizem SULTAN SARIKAYA™

Ozet

Bu aragtirmamin amaci kaygi, orgiitsel adalet ve orgiitsel baghlk algisimin isgorenlerin demografik
degiskenlerine gore farklilasmasimin incelenmesidir. Aragtirmanin evreni Ankara’da faaliyet gésteren
turizm isletme belgeli restoranlarda ¢aligan 59.590 isgorenden olusmaktadir. Aragtirmanin orneklem
capt Yamane (2001) 'nin formiilii kullanilarak 384 olarak hesaplanmistir ve toplamda 406 isgorene
ulasilmistir. Veri toplama araci olarak anket formu tercih edilmistir. Anket formu doért béliimden
olusmaktadir. Ilk béliimde isgorenlerin demografik ozelliklerine iliskin ifadelere, ikinci béliimiinde
Niehoff ve Moorman (1993) tarafindan gelistirilen érgiitsel adalet olgegi, iigiincii boliimde Mowday,
Steers ve Porter (1979) tarafindan gelistirilen orgiitsel baghlik olgegi, dordiincii boliimiinde ise
Spielberg ve arkadaslar: (1970) tarafindan gelistirilen kayg: diizeyinin belirlenmesine yonelik ifadelere
yer verilmistir. Arastirma kapsaminda elde edilen veriler dogrultusunda katilimcilarin cinsiyetleri ve

egitim durumlart ile kaygi diizeyleri arasinda istatistiksel olarak anlaml bir farklilik vardir.
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Anahtar Kelimeler: Kaygi, Orgiitsel Baglhilik, Orgiitsel Adalet, Demografik Degiskenler, Isgorenler.

Abstract

The aim of this study is to investigate the differentiation of anxiety, organizational justice perception
and organizational commitment levels according to the demographic variables of the employees. The
population of the research consists of 59,590 employees working in restaurants operating in Ankara.
The sample size of the study was calculated as 384 using the formula of Yamane (2001) and a total of
406 employees were reached. The questionnaire consists of four sections. In the first part, the statements
about the demographic characteristics of the employees, in the second part the organizational justice
scale developed by Niehoff and Moorman (1993), in the third part the organizational commitment scale
developed by Mowday, Steers and Porter (1979), in the fourth part the anxiety developed by Spielberg
et al. (1970). level. According to the data obtained in the scope of the research, there is a statistically
significant difference between the gender, educational status and anxiety levels of the participants.

Keywords: Anxiety, Organizational Commitment, Organizational Justice, Demographic Variables,

Employees.

GOCMENLERE YONELIK OLUMSUZ TUTUM OLCEGININ TURKCE GECERLIiK VE
GUVENIRLIK CALISMASI

THE VALIDITY AND RELIABILITY STUDY OF THE NEGATIVE ATTITUDE SCALE
FOR IMMIGRANTS

Ali Fuat ERSOY"
Giilay GUNAY™
Ayfer AYDINER BOYLU™

Ozet

Gog en genel sekliile insanlarin yasadiklar: bolge ve iilkelerden daha iyi yagam kosullarina ve firsatlara
sahip oldugunu diisiindiikleri bélge ve iilkelere gitmeleri olarak ele alinabilir. Kiiresellesme, ekonomik

ve siyasi degisim ve doniistim ¢er¢evesinde diinya niifusunun énemli bir oraminin farkl nedenlere bagh
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olarak son 20 yildir gég siirecine dahil oldugu goriilmektedir. Yasanan bu degisim ve gelismeler gégiin
kiiresel bir sorun haline doniismesine neden olmustur. Son yillarda az gelismiy iilkelerden gelismis olan
tilkelere olan goglerde ciddi bir atis gozlemlenmistir. Bu artis beraberinde kiiltiirel, etnik ve sosyal
uyumsuziuklarin yani sira ¢atismalarin ortaya ¢itkmasina ve gogcmenlere yonelik diismanlik duygularinin
ve nefret suglarimin artisina sebep olmustur. Gogcmenlere karsi nefret suglart ve gocmenlere yonelik
tutumlar ile ilgili literatiirde farkl disiplinlerde yapimis pek ¢cok calismaya rastlamak miimkiindiir.
Ancak dogrudan dogruya gé¢menlere yonelik diismanlik ve olumsuz tutumlar hakkinda sinirli sayida
calisma mevcuttur. Bu ¢alisma kapsaminda Varela ve arkadaslar: (2013) tarafindan gelistirilmis olan
“Negative Attitude Toward Immigrants Scale — Gé¢menlere Yonelik Olumsuz Tutum Olgegi” nin Tiirk
kiiltiiriine uyarlanabilmesi icin Tiirkce gecerlik ve giivenirlik analizlerinin yapilarak 6l¢egin psikometrik
ozelliklerinin incelenmesi amaglanmistir. Calismanin orneklemini 2016-2017 ogretim yilinda Karabiik
Universitesinin Sosyal Hizmet boliimiinde érenim goren 297 lisans Ogrencisi olusturmaktadir.
Gécmenlere Yonelik Olumsuz Tutum Olgeginin Tiirkceye uyarlamas: calismast kapsaminda dil
gecerliligi, yapr gecerliligi ve giivenirlik analizleri gerceklestivilmistir. Acimlayict faktor analizi
sonuglarina gore élgegin orijinal formunda oldugu gibi tek bir faktor altinda yer aldigi belirlenmistir.
Bu tek faktorlii yapr toplam varyansin %43.2 sini a¢iklamaktadir. Yapilan dogrulayici faktor analizi ise
olgegin tek faktorlii yapisinin iyi uyum indekslerine sahip oldugunu géstermistir (RMSEA=0.071,
RMR=0.055, SRMR=0.047,CFI=0.97, GFI=0.93, NFI=0.95,AGFI=0.90). Olgege uygulanan
giivenirlik analizleri sonucunda Cronbach Alfa degerinin. 81, iki yari test giivenirliginin. 67, madde
toplam test korelasyon katsayilarinin. 85 — .87 arasinda degistigi, test tekrar test giivenirlik katsayisinin
ise r=.82 oldugu saptanmistir. Gogmenlere Yonelik Olumsuz Tutum él¢eginin orijinal formunda oldugu
gibi tek faktérlii yapisimn gegerli ve giivenilir bir 6lgme aract oldugu soylenebilir. Ozellikle yapilacak
olan ¢alismalarda gogmenlere yonelik olumsuz tutumlarin ve onyargilarin belirlenmesine rahatlikla

kullanilabilecek 6nemli bir 6l¢me aract niteligi tasimaktadir.

Anahtar Kelimeler: Sosyal Hizmet, Gogmenler, Gogmenlere Yonelik Olumsuz Tutum, Go¢menlere
Yonelik Negatif Algt

Abstract

Migration in its most general form can be considered as an act belongs to people who prefer going to
some regions and countries which have better living conditions and opportunities. Within the framework
of globalization, economic and political change and transformation, a significant proportion of the
world population has been involved in the migration process for the last 20 years due to different
reasons. These changes and developments have caused migration to become a global problem. In recent
years, a significant increase has been observed in migrations from underdeveloped countries to

developed countries. This increase has led to cultural, ethnic and social inconsistencies, as well as
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conflicts, and increased hostility and hate crimes towards immigrants. It is possible to come across
many studies in different disciplines about hate crimes against migrants and attitudes towards
immigrants. However, there are limited studies on hostility and negative attitudes towards immigrants.
In this study, it was aimed to examine the psychometric properties of the scale by using the Turkish
validity and reliability analyzes in order to adapt Negative Attitude Toward Immigrants Scale developed
by Varela et al. (2013) to Turkish culture. The sample of the study consists of 297 undergraduate
students studying in the Social Work Department of Karabiik University in 2016-2017 academic year.
Language validity, construct validity and reliability analyzes were conducted within the scope of the
adaptation of the Negative Attitude towards Migrants Scale into Turkish. According to the results of
exploratory factor analysis, the scale was found to be under a single factor as in the original form. This
single factor structure explains 43.2% of the total variance. The confirmatory factor analysis showed
that the single factor structure of the scale had good fit indices (RMSEA = 0.071, RMR = 0.055, SRMR
= 0.047, CFI = 0.97, GFI = 0.93, NFI = 0.95, AGFI = 0.90). As a result of the reliability analyzes
applied to the scale, it was found that Cronbach's alpha value was .81, two half test reliability was .67,
item total test correlation coefficients ranged between .85 - .87 and test retest reliability coefficient was
r = .82. As in the original form of the Negative Attitude towards Migrants scale, it can be said that its
single factor structure is a valid and reliable measurement tool. It is an important measurement tool
that can be used easily to identify negative attitudes and prejudices towards immigrants especially in
the studies to be conducted.

Keywords: Social Work, Immigrants, Negative Attitudes Towards Immigrants, Negative Perception of

Immigrants

IYi YONETISIM UYGULAMALARININ ULKE YONETIMINDEKI SONUCLARI:
TURKIYE’DE E-DEVLET VE YEMEN’DE YOLSUZLUKLA MUCADELE ULUSAL
OTORITESI KARSILASTIRMASI

RESULTS OF GOOD GOVERNANCE PRACTICES IN THE COUNTRY MANAGEMENT: A
COMPARISON BETWEEN E-GOVERMENT IN TURKEY AND SUPREME NATIONAL
ANTI-CORRUPTION AUTHORITY IN YEMEN

Enver AYDOGAN"
Khalid Abdu Hassan GHAZI™
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Ozet

Yonetisim kavrami uluslararasi diizeyde hizla yayilan bir kavramdir ve mali ¢cokmeleri tahdidi ortaya
ciktiktan sonra mali risklere karsi bir ¢éziim olarak diinyada 6nemi artmaktadir. Ulkeler iyi yonetigim
uygulamalar farkli amaglar icin uygulamistir. Az gelismis tilkeler yolsuzluk onlemi ve iktidar ve yonetim
sorunlart gidermesi icin kullanirken ¢ok gelismisy iilkeler devietlerarast rekabet iistiinliigiine ¢ikmak ve
devletin halki teknoloji kullanimi ile refaht artirmak icin yonetisim uygulamalart kullanmaktadir. Bu
calismamn amaci, Yemen ve Tiirkiye'de kamu ydnetimi alaminda iyi yonetisim uygulamalarini
incelemek, Yemen ve Tiirkiye'de iyi yonetigim uygulamalarin nitel yontemi kullanarak kamu yonetimdeki
sonuglarint karsilagtirmaktir. Yemen ve Tiirkiye 'nin iyi yonetisim uygulamalarinin arastirilmasindan
elde edilen bulgular, basarili uygulamalarin ve deneyimlerin ortaya koyularak birbiriyle farkliliklari ve
benzerlikleri anlatilmaktadir. Karsilastirmay kolaylastirmak i¢in Yemen'den bir yonetisim uygulamay:
“Yolsuzlukla Miicadele Yiiksek Ulusal Otorite” Tiirkiye'den de “e-deviet uygulamalart” bir yonetisim
uygulama olarak segilmektedir. Calismada segilen iyi yonetisim uygulamalari, iyi yonetisim ilkeleri
isiginda incelenmektedir. Yemen'de YMYUO ve Tiirkiye 'de e-devlet uygulamalart iyi yonetisim ilkeleri
wiginda  karsilastirilmasinda  benzerlikleri ve farkliliklart da gostermektedir. Benzerliklerine
bakildiginda iki uygulamalar: iyi yonetisim ilkelerini gerceklestirmeyi amaclamaktadir ama ilkelerin
gerceklestivilmesinde farkliliklar ve eksikler birbirine gostermektediv. E-devlet uygulamalar: ve
YMYUO etkin, verimli, hesap verebilir, cevap verebilir anlayisi ve stratejik vizyona sahip olmakta
benzerligi gostermektedir. Farkliiklar ise, seffaflik, katilim, esitlik ve hukuk tistiinliigii anlaminda iki

uygulama birbirine farkiiik gostermektedir.

Anahtar Kelimeler: Yonetisim, lyi yonetisim, E-devlet, Yemen, Yolsuzluk, Seffaflik

Abstract

Governance is a rapidly expanding term at the international level, and its importance is increasing in the world
as it is seen as a solution to face financial risks especially after the coming out of financial collapse. Countries
have implemented good governance practices for different purposes. While underdeveloped countries use it to
prevent corruption and escalate power and management problems, many developed countries are using
governance practices to go beyond the inter-national competitive advantage and to increase the welfare of the
state's people through technology use. The aim of this study is to examine the good governance practices in the
field of public administration in Yemen and Turkey, and by using qualitative methods good governance practices
results in the public sector in Turkey and Yemen are compared in this study. The obtained findings of the studied
Yemen and Turkey's good governance practices, successful practices and experiences are all put together to
describe differences and similarities between the two practices. To facilitate comparison "Supreme National Anti-

Corruption Authority” from Yemen and "e-government” from Turkey have been chosen as a governance practice

70



for the study. The selected good governance practices in the study are examined in the light of good governance
principles. As a result of the comparison between YMYUO from Yemen and e-government From Turkey in the light
of good governanace principles similaraties and differences were observed. When talking about similarities, the
two practices aim to achieve good governance principles, but they show differences and imperfections in the
implementation of the principles. E-government and Supreme National Anti-Corruption Authority are similar in
being effective, efficient, accountable, responsive practice and having a strategic vision. Differences, however,

they differ from each other in terms of transparency, participation, equality and the rule of law.

Keywords: Governance, Good governance, E-governance, Yemen, Anti-corruption, Transparancy

SAGLIK CALISANLARININ DUYGUSAL EMEK GOSTERIMINDE
DEMOGRAFIK DEGISKENLERIN ROLU

HEALTH EMPLOYEES iN EMOTIONAL LABOR SHOWING ROLE OF DEMOGRAPHIC
VARIABLES

Gokeen SENEL"
Enver AYDOGAN™

Ozet

Belli amaclart gergeklestirmek icin bir araya gelen insanlardan olusan orgiitler amaglarina
ulagabilmek, cagin getirmis oldugu hizli degisim ve gelismelere adapte olabilmek ve rekabet¢i diinyada
devamhiliklarini saglayabilmek igin en onemli kaynaklarindan birini olusturan insan unsurunu etkili

kullanmalar: gerekmektedir.

Giiniimiizde hizmet sektoriiniin 6neminin artmasi, bu sektordeki rekabeti de beraberinde getirmektedir.
Bu anlamda, hizmetin kalitesi, miisteri memnuniyeti ve hizmet Orgiitlerinin amaglarin
gerceklestivebilmesi, hizmeti alanlarla birebir ve ¢cogunlukla yiiz yiize iletisimde olan ¢alisanlarin ¢aba
ve gayretleri ile miimkiin olabilmektedir. Dogal olarak duygular bu siirecte énemli olmakta ve bundan
dolayr ¢alisanlarin duygularimi da kullanarak, miisteri memnuniyetini en iist seviyede tutmalar
istenmekte ve beklenmektedir. Ozellikle son yillarda, hizmet sektoriiniin de hizla biiyiimesiyle “Duygusal

Emek” bircok hizmet alani ve meslegin vazgegilmez ve yaygin bir bileseni olarak dikkat

* Ogr.Gor. Ankara Hac1 Bayram Veli Universitesi Polath Sosyal Bilimler Meslek Yiiksekokulu Muhasebe ve Vergi Boliimii
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cekmektedir. Duygu ve emek kavramlarindan hareketle, “insamin bilingli olarak giristigi calisma

stirecini kendi i¢ diinyasinda uyandirdigi izlenim” olarak degerlendirilebilir.

Duygusal emek kavramu literatiire Hochscild’in (1983) yaptigi ¢calisma sonucunda hizmet sektorii i¢in
fiziksel ve zihinsel emek kullanimuun yam swra duygularinda kullanildigi ifade edilerek girmistir.
Hoschcild; duygusal emegi, is geregi duygularin diger kisiler tarafindan gézlemlenebilecek sekilde

diizenlenmesi ve bu dogrultuda yiizsel ve bedensel gosterimde bulunulmasi olarak ele almigtir.

Calisma yasami, duygulardan bagimsiz olarak diistiniilemedigi gibi ozellikle insan unsurunun on planda
oldugu islerde duygularin yogunlugu ve yonetimi daha da fazla hissedilmektedir. Orgiitte calisan
bireylerden duygularini kontrol etmeleri ve dogru sekilde yonlendirmeleri beklenmektedir. Ozellikle
egitim, saglik hizmetleri gibi insan agirlikli ve yiiz yiize iletisimin daha fazla oldugu orgiitlerde bu
beklentinin daha iist seviyelerde oldugu belirtilmektedir. Bu amagla saghk ¢calisanlarimin duygusal emek
gosteriminde demografik degiskenlerin rolii, literatiir ¢alismasi sonucunda gelistirilen hipotezler bir
alan arastirmasiyla test edilmistir. Amasya ilinde gergeklestirilen ¢alismanin orneklemi, 343 saglik

calisanindan olusmaktadir.

Anahtar Kelimeler: Duygu, Duygusal Emek, Calitsma Hayati, Saghik Calisanlart

Abstract

In order to attain their goals, to adapt to the rapid changes and developments brought about by the age
and to ensure their continuity in the competitive world, they must use the human element which

constitutes one of the most important resources effectively.

Nowadays, the importance of the service sector increases and this brings competition in this sector. In
this sense, the quality of the service, customer satisfaction and the realization of the goals of the service
organizations are possible only through the efforts and efforts of the employees who are in one-on-one
and mostly face-to-face communication with the service recipients. Naturally, emotions are important
in this process and therefore employees are required and expected to keep their customer satisfaction
at the highest level by using their emotions. Especially in recent years, with the rapid growth of the
service sector, Emek Emotional Labor ¢ekmek attracts attention as an indispensable and widespread
component of many service areas and occupations. Starting from the concepts of emotion and labor,
this concept, which can be described as izlenim the impression that the work process in which a person
deliberately engages, arises in his own inner world orgiit, is an issue on which organizational behavior

and researchers in its sub-disciplines focus on (Basum and Begenirbas, 2012:77).
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The concept of emotional labor has entered the working life literature with the book “Managed Heart:
Commercialization of Human Emotions” written by Hochscild (1983). In this book, Hochscild mentions
a work he has done on hostesses. As a result of the study, it was observed that it was used in physical
and mental labor as well as emotions for the service sector. In Hoschcild's book, emotional labor is
defined as the regulation of emotions that can be observed by others in terms of work, and making facial
and bodily representations accordingly (Hochschild, 1983: 7). Grandey (2000: 95), on the other hand,
defines emotional expressions as alterations in line with the expectations of the organization to develop,
falsify or suppress emotions. Kruml and Geddes (2000: 177), employees, to guarantee themselves, in
order to provide excellent customer service to the appearance of certain emotions as desired by the

organization to feel or at least reflect the performance they need to perform.

Working life cannot be thought independently of emotions and the intensity and management of emotions
are more felt especially in the works where the human element is in the foreground. Individuals working
in the organization are expected to control and direct their emotions correctly. It is stated that this
expectation is at higher levels, especially in organizations such as education and health services, where
human-based and face-to-face communication is more common. For this purpose, the role of
demographic variables in the representation of emotional labor in health care workers and the
hypotheses developed as a result of the literature study were tested with a field research. The sample of
the study conducted in Amasya consists of 343 health workers.

Keywords: Emotion, Emotional Labor, Working Life, Healty Workers
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Ozet

20. Yiizyuda diinya ticaretini serbestlestirme ¢abalarinin daha sistematik bir sekilde baslatildigi yillar,
Ikinci Diinya Savasi'mi izleyen yillardir. Savasin sona ermesinden sonra ABD’nin Bretton Woods
kentinde yapilan bir dizi uluslararasi goriisme sonunda, savas sirasinda agir yara almis Avrupa ve
Asyali ekonomileri yeniden ayaga kaldirmak, uluslararasi ticareti canlandirmak, yatrimlar: tesvik

etmek ve iktisadi iligkileri gelistirmek gibi amaclarla ti¢c onemli orgiitiin kurulmasi kararlagtirilnigtir:
1) Uluslararast Para Fonu (IMF),

2) Diinya Bankasi (DB),

3) Giimriik Tarifeleri ve Ticaret Genel Anlagsmasi (GATT).

Bunlardan IMF wluslararasi 6demeleri diizene sokup, iilkelerin édemeler bilancosunda ortaya ¢ikacak
dengesizliklerin giderilmesine yardim edecekti. DB savasta yikilan ekonomileri yeniden ayaga
kaldiracak kalkinma projelerini uzun vadeli ucuz kredilerle finanse edecekti. GATT ise ticaret
engellerini en aza indirmek ve iilkeler arasinda ayrim gozeten ticaret anlasmalarini sumirlandirmak

suretiyle, diinya ticaretinin serbestlestirilmesini saglayacakt.

Bu amagla GATT in benimsedigi temel ilke “En ¢cok Gézetilen Ulke Kurali” (“the Most Favored Nation
Clause”) idi. Buna gore iilkeler dig ticaret konusunda herhangi bir ticaret ortaklarina tamdiklar: bir
ayricaligi biitiin oteki ticaret ortaklarima da taniyacaklar, boylece uluslararast ticaretin iilkeler

arasinda ayrim gozetmeyen, firsat esitligine dayali bir diizlemde ger¢eklesmesine ¢alisacaklardi.

O tarihten bugiine kadar gegen 60 yili askin zaman diliminde, bir kismi tamamlanmasi uzun yilar
stirmiig olan, toplam 8 ¢ok tarafli serbest ticaret miizakereleri turu yapimistir: 1) Cenevre Turu (1947),
2) Annecy Turu (1949), 3) Torquay Turu (1950-51), 4) Cenevre Turu (1956), 5) Dillon Turu (1960-61),
6) Kennedy Turu (1964-67), 7) Tokyo Turu (1973-79), 8) Uruguay Turu (1986-93). Soz konusu turlarin
dokuzuncu ve sonuncusu 2000 yilinda Katar’in Doha kentinde baslamis olup Doha Turu, Milenyum
Turu veya Doha Gelisme Giindemi olarak amlmaktadir. Bir 6nceki tur olan Uruguay Turu gériismeleri
1993 yili sonlarinda tamamlanmus, tizerinde mutabakat saglanan serbest ticaret anlasmast 111 iilkenin
katilimiyla 15 Nisan 1994 ’te Fas in Marakes kentinde imzalanarak yiiriirliige girmistir. Bu anlagma ile

GATT son bulmus, yerini 1 Ocak 1995 ten itibaren Diinya Ticaret Orgiitii'ne (DTO) birakmustir.

O tarihe kadar yapilan her miizakere turunda, ozellikle sanayi tiriinleri ticaretinin serbestlestivilmesi

agisindan onemli basarilar saglanmigti.

“Milenyum turu” veya Doha Kalkinma Giindemi (Doha Development Round) de denilen Doha
Turu’nda (DT) tarimsal konular ticaret bloklart arasinda cereyan edecek pazarliklarda hatirt sayilr
bir rol oynamaktadir. DT min bashica giindem maddeleri arasinda, daha ziyade Uruguay Turu'nun
¢oziime kavusturmakta basari olamadigi konular yer almaktadwr. Bu ¢ercevede ¢evre, isgiicii istismari,

pazara giris, devlet eliyle ticaret, tarimsal destekleme politikalar, ihracat siibvansiyonlari, teknik
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engeller ve saglik standartlar: engelleri ile ihtilaflarin ¢éziim mekanizmasi gibi konular giindemin en

onemli maddeleri arasinda sayilabilir.

Uruguay Turu (UT) goriismelerinin tamamlanmasindan itibaren yaklasik 20 yil ge¢mistir. Ancak
goriismeler hala sonuglandirilamamistir. Buna ragmen Diinya Ticaret Orgiitiiniin diinya ticareti
tizerindeki olumlu etkileri devam etmekte, diinyadaki ticareti artirmaya ve gelistirmeye devam

etmektedir.

Bu ¢alismada, DDT ile TDT arasindaki iliskinin diizeyi ve yonii istatistiksel olarak incelenmigstir. BU
amagla, bazi tamimlayici istatistiklere ek olarak, iliskinin diizey ve yoniinii belirleyici korelasyon
hesaplamalart ve regresyon bagintilar: kullanmilmistir. Ayrica, DDT ve TDT nin birbirine olan bagil
dagilimlarim gozlemlemek icin nokta, kutu ve ¢izgi grafikleri kullanilmistir. Alinan sonuglara gore,
DDT ve TDT arasinda % 99,258 diizeyinde aymi yonlii bir korelasyon oldugu gozlemlenmistir. Ek
olarak, TDT nin bagumli, DDT nin ise bagimsiz degisken olarak belirlendigi, dogrusal regresyon
modeli olusturulmustur. Olusturulan model, 0,05 giiven diizeyinde istatistiksel olarak anlamlidir ve
modelin ilgili veriyi acitklama oranlar: R, R-square ve adj.-R-square icin sirasiyla % 99,2, % 98,5 ve %
98,4 olmustur. Nokta dagilim grafiginde, ikili deger noktalarimin genel olarak dogru etrafinda dagildig
gozlemlenmigstir. Kutu grafiginde DDT 'nin TDT den daha genis bir araliga sahip oldugu ancak genel
olarak her iki degiskenin de simetrige yakin bir dagilima sahip oldugu gozlemlenmistir. Son olarak,
¢izgi grafiginde, her iki degisenin 38 yillik deger dagilimi verilmistir. Genelinde birbirine paralel bir
dagilim olmakla birlikte, son 10 yillik donemde DDT 'nin yukari yonlii hareketinin daha keskin ve ivmeli
oldugu gozlemlenmigstir. Tiim bu sonuglar, TDT nin DDT ile ¢ok kuvvetli bir iligki diizeyine sahip
oldugunu ve DDT’nin TDT'’yi anlamada o6nemli bir parametre olarak kullanilabilecegini

gostermektedir.

Anahtar Kelimeler: Diinya Ticaret Orgiitii (DTO), Tiirkive, Diinya dis ticareti (DDT), Tiirkiye dis
ticareti (TDT).

Abstract

The years when the efforts to liberalize world trade were initiated more systematically in the 20th
century were the years following the Second World War. After the end of the war, at the end of a series
of international meetings in Bretton Woods, USA, it was decided to establish three important
organizations for the purpose of re-establishing the European and Asian economies, which were
severely damaged during the war, to stimulate international trade, to encourage investment and to

improve economic relations:
1) International Monetary Fund (IMF),
2) World Bank (WB),
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3) General Agreement on Tariffs and Trade (GATT).

Of these, the IMF would streamline international payments and help eliminate imbalances in countries'
balance of payments. The WB would finance development projects with long-term cheap loans that
would revive the war-torn economies. GATT, on the other hand, would ensure the liberalisation of World

Trade by minimising trade barriers and limiting trade agreements that discriminate between countries.

For this purpose, the basic principle adopted by GATT was “the Most Favored Nation Clause”.
Accordingly, the countries would recognize the privilege they recognize to any trade partners in foreign
trade to all other trade partners, so that international trade would be pursued on a non-discriminatory,
equality of opportunity basis. A total of 8 rounds of multilateral free trade negotiations, some of which

took many years to complete, were held over the past 60 years:

1) Geneva Tour (1947), 2) Annecy Tour (1949), 3) Torquay Tour (1950-51), 4) Geneva Tour (1956), 5)
Dillon Tour (1960-61), 6) Kennedy Tour (1964) -67), 7) Tokyo Tour (1973-79), 8) Uruguay Tour (1986-
93).

The ninth and the last of these tours started in 2000 in Doha, Qatar, and is called the Doha Tour, the
Millennium Tour or the Doha Development Agenda. The previous round, the Uruguay Round, was
completed in late 1993, and the agreed free trade agreement was signed and entered into force on 15
April 1994 in Marrakech, Morocco, with the participation of 111 countries. With this agreement, GATT
came to an end and was replaced by the World Trade Organization (WTO) as of 1 January 1995. In
every round of negotiation up to that time, significant achievements were achieved, especially in terms

of liberalizing trade in industrial products.

In the so-called “Millennium Tour” or the Doha Development Round (Doha Development Round),
agricultural issues play a significant role in negotiations between trade blocks. Among the main agenda
items of the DT are issues that the Uruguay Round has not been successful in resolving. In this
framework, issues such as environment, labor exemption, market entry, trade with the state, agricultural
support policies, export subsidies, technical barriers and health standards barriers and dispute

resolution mechanisms are among the most important items on the agenda.

Approximately 20 years have passed since the completion of the Uruguay Round (UT) negotiations.
However, the negotiations still have not been concluded. Nevertheless, the World Trade Organization's

positive impacts on world trading continue to increase and improve trade in the world.

In this study, the level and direction of the relationship between WFT and TFT was statistically analyzed.
For this purpose, in addition to some descriptive statistics, correlation and regression algorithms were
utilized to observe the relationship. In addition, point, box and line graphs were used to observe the
relative distributions of WFT and TFT. According to the results, there is a 99.258 % correlation between
WFT and TFT. In addition, a linear regression model was designed in which TFT was determined as

dependent and WFT was determined as independent variable. The model is statistically significant at a
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confidence level of 0.05 and R, R-square and adj.-R-square explanatory ability rates of the model are
99.2 %, 98.5 % and 98.4 %, respectively. The scatter-plot shows that the binary value points are
generally distributed around the linear line. In the box-plot, it is observed that WFT has a wider range
than TFT, but generally both variables have a symmetrical distribution. Finally, the line graph shows
the ordered and consequetive 38-year distribution of both variables. Although the distribution is
generally parallel to each other, the upward movement of WFT has been observed to be sharper and
accelerated in the last 10 years. All these results indicate that TFT has a very strong level of relationship

with WFT and that WFT can be used as an important parameter in understanding TFT.

Keywords: World Trade Organisation (WTQ), Turkey, World Foreign Trade (WFT), Turkey Foreign
Trade (TFT),
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Ozet

Bilgi ve iletisim teknolojilerinde yasanan gelismeler, ekonomik, sosyal, bireysel ve toplumsal alanda da
biiyiik degisimleri beraberinde getirmektedir. Bu degisimler, bireylerle kurumlarin aliskanlik ve

davramis kaliplarint etkileyerek doniisiime ugratacaktir.

Teknoloji, giinliik hayatin her alaminda her gegen giin daha fazla yer edindikge, geleneksel ¢alisma
sistemlerinin artik yeterli olmadigi gériilmektedir. Bu sebeple pek ¢ok kurum ve sirket, degisen teknoloji
ve c¢alisma sistemlerine ayak uydurabilmek igin, adina dijitallesme denilen birtakim ¢alismalar
yiirtitmeye baslamiglardir. Dijitallesme, ulasilabilir bilgiler ve var olan kaynaklarin (dokiiman, dosya

ve siiregler gibi) bir bilgisayar tarafindan okunabilecek bir sekilde dijital ortama aktariimasi siireci
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olarak ifade edilebilmektedir. Bir baska tanimlamaya gore de gergek bilgilerin, fiziksel bir yere bagl

olmayan bir sekilde sunulmasidir.

Dijitallesme aymi zamanda dijital teknolojilerin is hayati ve giinliik hayata entegrasyonu ile is
modellerinin ve yagsam tarzlarimin degistirilmesi ve yeniden yaratiimas: siirecidir. Bu siireg¢ ile
amaglanan yepyeni ve teknolojiye dayali bir yasam olusturmaktir. Dijitallesme en alt diizeyde fiziksel
cabayla en iist diizeyde verimliligi saglamak amaciyla var olan kaynaklarin dijital iiriinlerle ikame

edilmesi veya yenilenmesi bi¢iminde de tanimlanabilmektedir.

Kurumlar, sirketler, sektorler ve sistemlerin, bilgi ve varliklarini dijital ortama aktardikc¢a siireglerini
de dijital ortama alarak daha modern ve yenilik¢i bir bakis agisiyla hizmet vermeye basladiklar
diistiniilmektedir. Boylelikle ig yapis bicimleri de ciddi bir degisime ugrayarak, stiregler daha sistematik

olarak ele alinabilmekte ve kurumsal bir hafiza ortaya ¢tkmaktadir.

Dijitallesmenin faydalari olduk¢a derin ve goreceli bir konu olarak goriilmektedir. Ciinkii dijitallesme
stirecinden faydalanma sekli herkes igin farkl olabilmektedir. Dijitallesmenin kurumlara ve sistemlere
sagladigi avantajlar, dijital goriiniirliik, verimlilik artisi, miisterilerle yeni bir iletisim kanali saglamast,
daha dogru kararlar alinmasi, giivenlik, ortak calisma kiiltiiviiniin yayginlagmasi, maliyet tasarrufu,

inovasyon artisi ve ¢alisma sartlarimin iyilesmesi olarak sayilabilmektedir.

Cogu sistem ve kurumlari etkisi altina alan dijitallesme siireci bankacilik sistemini de etkisi altina almig
ve almaya da devam etmektedir. Dijital bankacilik, son yillarda bankacilik sektériinde yer alan dnemli
konulardan biri haline gelmistir. Giintimiizde dijitallesme, bankalarin pazarlama stratejilerinde biiyiik

bir degisim yasatarak bankalar arasi rekabeti belirleyen en 6nemli unsurlardan biri haline gelmistir.

Dijitallesme sonucunda finans piyasalarinda gozlenen yenilikler, kuskusuz bankaculik sektoriinde arag
ve tiriin ¢esitliligi saglayarak, bankalart hem ulusal hem de uluslararasi agidan daha rekabet edebilir

bir konuma getirecektir.

Dijital bankaculik, herhangi bir fiziki subeye bagh olmaksizin dijital kanallardan tiim bankacilik
islemlerinin gerceklestirilebilecegi bir bankacilik deneyimi olarak tammlanmaktadwr. Masrafsiz
bankacilik ya da subesiz bankacilik olarak da ifade edilen dijital bankacilik sisteminde EFT, havale,
doviz alim- satim islemleri, Swift, kredi karti iglemleri tiirevieri iicretsiz olarak veya subede yapilan
islemlere nazaran oldukc¢a diigiik bir ticret karsiliginda kullanilabilmektedir. Dijital bankacilikta amag,
sube personeli olmadan tiim islemleri miisterinin kendisinin yapabiliyor olmasidir. Bu iglemler cep
telefonlarindan mobil olarak, bilgisayar veya tablet iizerinden iicretsiz veya diisiik ticretlerle
yiiriitiilebilmektedir. Boylelikle banka subelerinde sira beklemeden, ¢cagri merkeziyle gériismeye gerek

kalmadan ¢ok sayida bankacilik islemi ¢ok daha hizli bir sekilde gerceklestirilebilmektedir.

Tiiketiciler acisindan islem maliyetlerini diistiren dijital bankacilik uygulamalar, bankalara da biiyiik
oranda maliyet avantaji saglamaktadir. Dijital bankaciligin kullanim alam, kapsami ve kullanict sayisi

hem iilke hem de diinya ¢capinda giinden giine artmaktadir. Tiirkiye Bankalar Birligi 'nin verilerine gore
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2018 yili Mart ayinda dijital banka subelerini kullanan aktif miisteri sayist 37.374.275 kisi iken, bu
rakam 2019Mart ayinda 46.296.728 e yiikselmistir.

Dijitallesme siirecinin Tiirk Bankacuik Sistemine yansimalari baglaminda ¢alismada yillar itibariyle
yas gruplart bazinda dijital bankacilik kullanan miisteri sayisi, POS, ATM, kredi karti ve banka karti
sayilarimin seyri, internet bankaciligi ve mobil bankacilik kullaniminin degisimi incelenecektir. Ayrica
dijitallesmenin sagladig1 avantajlarin yani sira birtakim dezavantajlarinin da var oldugu tartisilan bir
konudur. Bu bakimdan Tiirk Bankacilik sisteminde banka sayisi, sube sayisi, personel sayisi gibi

degiskenlerin bu siirecten etkilenip etkilenmedigi de gozlenmek istenen bir diger konu olacaktir.

Calismada oncelikle dijitallesme kavrami, geligimi, onemi ve faydalari ele alinacaktir. Daha sonra
dijitallesmenin bankacilik sektoriinde yansimalarint ifade eden dijital bankacilik kavrami ve bankacilik
sistemindeki gelisimi incelenecektir. Son olarak da dijitallesme sonucunda Tiirk Bankacilik sisteminde
meydana ¢tkan gelismeler, dijitallesme baglantili olarak degerlendirilerek sonug ve onerilerle ¢alisma

neticelendirilecektir.

Anahtar Kelimeler: Dijitallesme, Dijital Bankacilik, Bankacilik Sektorii, Tiirk Bankacilik Sistemi

Abstract

Developments in information and communication technologies bring great changes in economic, social,
individual and social spheres. These changes will affect the habits and behavior patterns of individuals

and institutions and transform them.

Traditional technology is no longer sufficient as technology becomes more and more involved in every
aspect of everyday life. For this reason, many institutions and companies have started to carry out some
studies called digitalization in order to keep up with the changing technology and working systems.
Digitalization can be defined as the process of transferring available information and existing resources
(such as documents, files and processes) to a digital environment in a computer-readable manner.
According to another definition, real information is presented in a way that does not depend on a

physical location.

Digitalization is also the process of changing and recreating business models and lifestyles through the
integration of digital technologies into business and daily life. The aim of this process is to create a
brand new and technology based life. Digitalization can also be defined as substituting or renewing
existing resources with digital products in order to ensure the highest level of efficiency with minimum

physical effort.

It is believed that institutions, companies, sectors and systems start to serve with a more modern and

innovative point of view as they transfer their information and assets to the digital environment. In this

79



way, the way of doing business also undergoes a serious change, processes can be handled more

systematically and an institutional memory emerges.

The benefits of digitalization are seen as a deep and relative issue. Because the way to benefit from the
digitalization process can be different for everyone. Advantages of digitalization for institutions and
systems; digital visibility, increased productivity, providing a new channel of communication with
customers, making more accurate decisions, security, spreading of a common working culture, cost

saving, increasing innovation and improving working conditions.

The process of digitalization, which has influenced most systems and institutions, has affected and
continues to affect the banking system. In recent years, digital banking has become one of the important
issues in the banking sector. Today, digitalization has been one of the most important factors
determining the competition among banks by making a big change in the marketing strategies of the
banks.

The innovations observed in the financial markets as a result of digitalization will undoubtedly provide
a variety of tools and products in the banking sector and will make banks more competitive both
nationally and internationally.

Digital banking is defined as a banking experience in which all banking transactions can be performed
through digital channels without being connected to any physical branch. In the digital banking system,
which is also referred to as cost-free banking or branchless banking, derivatives of EFT, remittance,
foreign exchange transactions, Swift and credit card transactions can be used free of charge or for a
very low fee compared to the transactions made at the branch. The aim of digital banking is that the
customer can perform all transactions without branch personnel. These transactions can be carried out
on mobile phones, computers or tablets free of charge or at low rates. Thus, a large number of banking
transactions can be performed much faster without waiting in line at the bank branches and without

having to contact the call center.

Digital banking applications, which reduce transaction costs for consumers, also provide banks with a
significant cost advantage. Usage, scope and number of users of digital banking are increasing day by
day both in the country and worldwide. According to the data of The Banks Association of Turkey, while
the number of active customers using digital bank branches in March 2018 was 37.374.275, this figure
increased to 46.296.728 in March 20109.

In the context of the reflections of the digitalization process on the Turkish Banking System, the study
will examine the number of customers using digital banking, the number of POS, ATM, credit card and
debit card numbers, the change in internet banking and mobile banking usage over the years. In
addition, the advantages of digitalization, as well as some disadvantages are also discussed. In this
respect, it will be desired to observe whether variables such as the number of banks, number of branches,

and number of personnel in the Turkish Banking system are affected by this process.
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In this study, first of all, the concept, development, importance and benefits of digitalization will be
discussed. Then, the concept of digital banking and its development in the banking system will be
examined. Finally, the developments in the Turkish Banking system as a result of digitalization will be

evaluated in connection with digitalization and the results and suggestions will be concluded.

Keywords: Digitalization, Digital Banking, Banking Sector, Turkish Banking System

AZERBAYCAN’DA SOSYAL INOVASYON UYGULAMALARI VE YAPISAL
REFORMLAR ALANINDA GELISMELER

APPLICATIONS SOCIAL INNOVATION iN AZERBAIJAN AND DEVELOPMENTS iN
STRUCTURAL REFORMS

Murteza HASANOGLU"
Elnur ALIYEV™

Ozet

Ekonominin insan refahina katkisi, ekonomik biiyiimenin teorik varsayimlar: ve géstergeleri (GSYH,
GSMH), alternatif ekonomik modeller ve gostergeler, duragan-durum ekonomileri, refah ekonomileri,
biiyiime, Kapsayici Servet Endeksi, isgiicii istihdam piyasasi, gé¢menler ve miilteciler basta olmak iizere
isci haklari, kalkinma icin girigimcilik, (sosyal) yenilik¢ilik, yeni teknolojiler ve yerel ekonomiler bu

bashk altinda arasdirmada ele alinan ozellikli hususlardir.

Azerbaycan'da GSYH ézellikle, 2005-2007 doneminde petrol ve dogalgaz sektériinde kaydedilen yiizde
55.4 gibi asir1 biiytimeye bagl olarak 2001-2009 doneminde ortalama yiizde 16.4 oraninda biiytimiistiir.
2000-2014 déneminde ABD dolart cinsinden GSYH yaklasik 13 kat, ABD dolari cinsinden kisi basina
GSYH ise yaklasik 11 kat artmistir.

Azerbaycan ekonomisinde petrol ve petrol-dis: sektérlerde ve toplam GSYH 'da ortaya ¢ikan yillik —reel-
biiyiime oranlarindaki gelisim sunulmaktadir. Azerbaycan ekonomisinde son dénemde kaydedilen
basart onemli dlgiide petrol sektoriinde Bakii-Tiflis-Ceyhan boru hattimn 2005 yiinda devreye

girmesiyle artan petrol iiretimi ve ihracatindan kaynaklanmaktadir. Petrol-disi sektorlerde uzun

* Dog.Dr., Azerbaycan Cumhurbagkanligina bagli Devlet Idarecilik Akademisi, mhasanoglu@yahoo.com.tr

™ Dr., Azerbaycan Cumhurbaskanligina bagh Devlet Idarecilik Akademisi Ogretim Uyesi
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donemli bir biiytime artisi sozkonusu olsa da sozkonusu durum petrol ve petrole dayali sanayinin yurtici
carpan etkilerinden kaynaklanmaktadir. Petrol-disi sektorler icerisinde insaat sektoriinde kaydadeger
bir biiyiime sozkonusu olmustur. Diisiik petrol fiyati ortami petrol disi 6zel sektorii temel alan bir
biiytime modelini esas alan yeni bir ekonomiye gecis icin elverisli bir ortam saglamaktadir.
Cesitlendirmeyi tesvik etmek ve diisiik petrol fiyatlarimin etkilerini en aza indirmek icin bir takim
onlemler alinmistir. 2016 yilinin basindan beri hiikiimet, petrol disi ihracat sektérlerinde girisimciler

ve tiizel kigiler icin vergi ve yatirim tesvikleri sunmustur.

Azerbaycan'da isgiicii siirekli bir artis egilimi icerisindedir. 2005-2016 doneminde yillik bilesik
ortalama niifus artis hizi yiizde 1.3 iken ayni donemde ekonomi ¢cagindaki yillik bilesik ortalama niifus
artist ise yiizde 1.2 olarak gerceklesmistir. Ulkedeki resmi kayitlara gére 2000-2016 doneminde issizlik
orami ise yiizde 7.3 seviyesinden yiizde 5 seviyesine gerilemistir. Toplam istihdamin dortte tigii ozel

sektor tarafindan istindam edilmektedir.

2000-2016 déneminde ortaya ¢ikan ilave istihdamun yiizde 24.3’ii tarim kesimi tarafindan yiizde 17.1’i
ise ingaat sektorii ve yiizde 9.7 ’si ticaret ve ulagim araglart tamiri sektorii tarafindan massedilmistir. Bu
cercevede, sozkonusu donemde toplam istihdam yiizde 23.5 oraminda artarken tarim sektorii
istihdanindaki artis yiizde 14.6 olarak gerceklesmistir. Konaklama ve yemek servisi sektoriindeki
istihdam 3.5 kat artmuis, BIT sektorii istihdami ise yaklasik iki kat artmistir. Yiiksek artisa ragmen
sozkonusu sektorlerin kiiciik olmast sebebiyle toplam istihdam etkisi sinirli kalmigtir. Bu noktada, 2000-
2016 doneminde istihdam artisinda tarim sektoriiniin ardindan insaat, ticaret ve diger hizmet
faaliyetleri sektorleri en yiiksek katkiyr saglamigtir. SOz konusu dénemde insaat sektorii istihdami yiizde
81.9 oraminda artarken diger hizmet faaliyetleri sektorii istihdami yiizde 79.1 oramnda yiikselmigtir.
Ticaret sektoriindeki biiyiime sektoriin biiyiik olmasina ragmen toplam istihdamdaki genel artisi oram
olan yiizde 23.5’in gerisinde kalarak yiizde 14.3 olarak gerceklesmistir. Ote yandan, sanayi kesimi
sozkonusu donemde ortaya ¢ikan ilave istihdamun yalmz yiizde 6.1°ini saglamis ve bu sektordeki
istihdam yiizde 29.3 oraminda artarak sektoriin toplam istihdam igindeki payr 2000 yilindaki 4.9
seviyesinin az iizerinde yiizde 5.1 seviyesinde gerc¢eklesmistir. Madencilik sektorii ise yiizde istihdamin

0.8’ini saglamaktadir.

Azerbaycan’da bazi alanlarda onemli ilerlemeler saglanmistir. Cumhurbaskanligi kararnameleri, BIT
gelisimi, hizmetlere elektronik erigim, mobil hizmet sunum birimleri, mahkemelerin isleyiginin
iyilestirilmesi ve hizmet sunum verimsizliklerinin iistesinden gelmek i¢in ozel acentelerin kurulmas: da
dahil olmak iizere ulusal diizeyde ¢abalart zorunlu kilmistir. Kamu Hizmetleri ve Sosyal Yenilikler
Devlet Ajansina baglh olarak Azerbaycan Hizmet ve Degerlendirme Ag1 (ASAN Servisi) gibi, BIT
alamindaki gelismelerden yararlanmak suretiyle, biirokratik hizmet sunumunda bir takim yenilikler
yapilmis ve uluslararast iyi uygulamalar: benimsemek icin onemli adimlar atmistir. Bu c¢ercevede,
kisisel temas noktalarimin azaltilmast suretiyle yolsuzluk riskinin azaltilmas: ve vatandaslara etkili

hizmet sunumu icin vatandaslar icin bir dizi kamu ve ozel hizmetlere erisebilecekleri tek-nokta-
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diikkanlar tasarlanmug ve uygulamaya gegirilmigtir. 2013 yilindan bu yana faaliyette olan ASAN odeme
Noktalari ve ASAN Hizmet Merkezlerine ilave olarak ASAN Yerel Kamu Hizmetleri, ASAN Visa ve ASAN
Tren hizmetleri 2017 yilinda faaliyete ge¢mistir artmistir . Vatandagslardan, ozel sektor temsilcilerinden,
sivil toplumdan ve bagiscilardan gelen geribildirimler, ASAN inisiyatifinin Bakii'de vatandaglarin

hizmetlere erigme bicimine yonelik algilarint olumlu yonde degistirdigini géstermektedir.

Is lisanslarinin toplam sayist 59'dan 37've indirilmis ve bu lisanslarin 33", 10 is giinii icerisinde lisans
vermeyi amaglayan tek—nokta-diikkan ajansi olan ASAN servis noktalari vasitastyla Ekonomi Bakanligi
tarafindan temin edilmektedir. Lisanslama usullerinin basitlestirilmesi, sayiarmmin azaltilmasi,
ticretlerin diistiriilmesi ve cevrimici lisanslarin verilmesi yolsuzluk firsatlarini azaltacaktir. Aralik
2015'ten bu yana yasal olarak yapilan 6demelerin ¢ogunlugunun deviet hazinesine resmi olarak
yapumaktadir.  Giimriik  operasyonlarmmin  seffafigr  iyilesmistiv. Eyliil 2016'da Azerbaycan
Cumhurbaskam, kamu iktisadi tesebbiislerinin kurumsal yonetisimde iyilesme ¢agrist yapan bir
kararname yayinlanistir. Kamu hizmetlerini iyilestirmek igin yetkililer tarafindan atilan adimlara
ragmen kurumsal gii¢, seffaflik ve yénetisim standartlarinda Azerbaycan geride kalmaktadir.
Azerbaycan, insaat izinleri ile ugrasma, elektrik alma, kredi alma, simir otesi ticaret yapma ve iflasin
¢oziimiinde aldigi diisiik puanlar sebebiyle Diinya Bankast Doing Business 2017 raporunda 190 iilkeden
65'incisi sirada yer almistir. EBRD-Diinya Bankasi ortak BEEPS V anketinde, Azerbaycan firmalar
tsarafindan belirlenen ig ortamina iliskin engeller basinda, sektordeki kayit disi rakiplerin

uygulamalar, finansa erigim ve araziye erigim olarak siralanmustir.

Bu ¢alismada sosyal ve ekonomik hayata herkesin egit olarak katilvmi gibi baska hususlar da bu
kapsamda goz oniine bulundurulmasi gereken onemli hususlardandir. Bu baglamda, yeniligin tesvik
edilmesi, bilimsel arastirmalarin gelistirilmesi, teknolojik kapasite olusturulmasi ve bu dogrultuda,
kamu ve ozel harcamalarin arastirma ve gelistirme faaliyetlerine yénlendirilerek diizenli olarak

artirdmasi gerekmekte oldugu sonucuna varimustir.

Anahtar Kelimeler: Ekonomik Biiyiime, Isgiicii Piyasasi, Istihdam, Yapisal Reformlar, Sosyal

Inovasyon.

Abstract

Contribution of the economy to human welfare, theoretical assumptions and indicators of economic
growth (GDP, GNP), alternative economic models and indicators, stationary-state economies, welfare
economies, growth, Inclusive Wealth Index, labor market, labor rights, including migrants and refugees
Entrepreneurship for development, (social) innovation, new technologies and local economies are the

specific issues addressed in this research.
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In Azerbaijan, GDP grew by an average of 16.4 percent in the period 2001-2009, mainly due to the
over-growth of 55.4 percent in the oil and natural gas sector in 2005-2007. In the 2000-2014 period,
the GDP in USD increased by 13 times and the GDP per capita in USD increased by 11 times.

The development of annual —reel- growth rates in the oil and non-oil sectors and total GDP in the
Azerbaijani economy is presented. The recent success of the Azerbaijani economy is largely due to the
increase in oil production and exports in the oil sector, which was increased by the Baku-Thilisi-Ceyhan
pipeline in 2005. Although there is a long-term growth increase in the non-oil sectors, this is due to the
domestic multiplier effects of oil and oil-based industry. Within the non-oil sector there has been
considerable growth in the construction sector. The low oil price environment provides a favorable
environment for the transition to a new economy based on a growth model based on the non-oil private
sector. A number of measures have been taken to encourage diversification and to minimize the effects
of low oil prices. Since the beginning of 2016, the government has provided tax and investment

incentives for entrepreneurs and legal entities in the non-oil export sectors. must

In Azerbaijan, the labor force is in a continuous upward trend. While the annual average compound
population growth rate was 1.3 percent in the 2005-2016 period, the average annual compound
population growth in the economic period was 1.2 percent. According to official records, the
unemployment rate declined from 7.3 percent to 5 percent in the 2000-2016 period. Three quarters of
total employment is employed by the private sector.24.3 percent of the additional employment in the
2000-2016 period was absorbed by the agricultural sector, 17.1 percent by the construction sector and
9.7 percent by the trade and transportation vehicles sector. In this context, total employment increased
by 23.5 percent and agricultural employment increased by 14.6 percent. Employment in the
accommodation and catering sector increased 3.5 times, while ICT employment increased
approximately twice. Despite the high increase, the total employment impact was limited due to the
small size of these sectors. At this point, construction, trade and other service activities sectors made
the highest contribution to the increase in employment in the 2000-2016 period after the agricultural
sector. In the said period, employment in the construction sector increased by 81.9 percent, while the
employment in other service activities rose by 79.1 percent. Although the growth in the trade sector is
large, the overall rate of increase in total employment lagged behind the rate of 23.5 percent, reaching
14.3 percent. On the other hand, the industrial sector provided only 6.1 percent of the additional
employment in the said period and the employment in this sector increased by 29.3 percent and its share
in total employment was realized as 5.1 percent, slightly below the 4.9 level in 2000. The mining sector

accounts for 0.8 percent of employment.

Significant progress has been achieved in some areas in Azerbaijan. Presidential decrees required
efforts at the national level, including ICT development, electronic access to services, mobile service

delivery units, improvement of the functioning of the courts, and the establishment of private agencies
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to overcome service inefficiencies. Public Services and Social Innovations Taking advantage of
developments in the field of ICT, such as the Azerbaijan Service and Evaluation Network (ASAN Service)
under the State Agency, a number of innovations have been made in bureaucratic service provision and
important steps have been taken to adopt international good practices. Within this framework, one-stop
shops have been designed and put into practice for citizens to access a range of public and private
services in order to reduce the risk of corruption by reducing personal contact points and providing
effective services to citizens. In addition to ASAN Payment Points and ASAN Service Centers that have
been in operation since 2013, ASAN Local Public Services, ASAN Visa and ASAN Train services became

operational in 2017.

Feedback from citizens, representatives of the private sector, civil society and donors shows that the

ASAN initiative positively changed the perception of citizens' access to services in Baku.

The total number of business licenses has been reduced from 59 to 37 and 33 of these licenses are
provided by the Ministry of Economy through ASAN service points, the only — point-shop agency amag
aiming to license within 10 business days. Simplifying licensing procedures, reducing their number,
reducing fees, and issuing online licenses will reduce opportunities for corruption. Since December
2015, the majority of the legal payments have been made officially to the state treasury. The
transparency of customs operations has improved. In September 2016, the President of Azerbaijan
issued a decree calling for improvement in corporate governance of state-owned enterprises. Despite
the steps taken by the authorities to improve public services, Azerbaijan lags behind in the standards of
institutional power, transparency and governance. Azerbaijan ranked 65th out of 190 countries in the
World Bank Doing Business 2017 report due to low scores in dealing with building permits, receiving
electricity, obtaining loans, cross-border trade and bankruptcy. In the EBRD-World Bank joint BEEPS
V survey, the obstacles related to the business environment identified by the Azerbaijani companies are

listed as the applications of informal competitors in the sector, access to finance and access to land.

In this article, other issues such as equal participation of all in social and economic life are also
important issues to be considered in this context. In this context, it was concluded that innovation should
be encouraged, scientific research should be developed, technological capacity should be established
and accordingly, public and private expenditures should be increased by directing to research and

development activities.

Keywords: Economic Growth, Labor Market, Employment, Social Innovation, Structural Reforms.
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TURKIYE’DE DIS TICARET ve EKONOMIK BUYUME ARASINDAKI iLISKi: ZAMANLA
DEGISEN NEDENSELLIK ANALIZi

THE RELATIONSHIP BETWEEN ECONOMIC GROWTH AND FOREIGN TRADE iN
TURKEY: TIME-VARYING CAUSALITY ANALYSIS

Furkan EMIRMAHMUTOGLU"
Giilcin KENDIKIRAN™

Ozet

Eski zamanlardan beri iilkeler ticaret yaparak hem gelir elde etmis hem de birbirleriyle etkilesim icinde
bulunmugslardr. Dolayisiyla bu iki sonug, iilkeler arasinda ticari iliskileri meydana getirmigtir. Ticari
iliskilerde iilkelerin gelismislik seviyeleri belirli donemlerde belirleyici rol oynasa da kaynak ve kapasite

kullanzm amaglari stirekli yenilenmeye devam etmektedir.

Biriilke igin, iiretilen mallarin cogunun ihrag edilmesi, ticarette yanlis politikalar, devlet miidahaleleri,
amacin sadece sanayilesme oldugunun diisiiniilmesi ya da halklarin alisilmisin disina ¢ikmak
istememeleri gibi dis ticareti etkileyen ayri degerlendirilecek konular her zaman vardir. Ancak farkh
diisiince okullarimin one siirdiikleri iktisadi oneriler genis cercevede degerlendirildiginde ticaretin,
ekonomiye etkisinin oldugu aciktir. Diger taraftan ise biiyiimenin sagladigi gelirle yapilan yatirimlar ve
harcamalar iilkenin rekabet giiciinii uluslararast piyasalarda arttirir. Kazanilan rekabet giicii ihracat
arttiran Snemli bir etken olarak goriilebilir. Uretimin artmast ise iilkenin mevcut kaynaklarinda
bulunmayan veya yeterli olmayan girdinin bagska iilkelerden saglanmasina olanak tanir. Sonug olarak
ekonomik biiyiimenin de, ticareti etkiledigi soylenebilir. Ancak herhangi bir iligkiye yetecek gozlemsel
nedenin olmamast da beklenebilir. Calismanin temelini, dis ticareti olusturan iki gésterge ithalat ve
ihracat ile gelismisligin onemli bir gostergesi olan ekonomik biiyiime arasindaki iliski ve bu iligkinin

yonii hakkinda yaygin bir kullanimi olan nedensellik yontemi olusturmaktadir.

Neden ve sonu¢ arasindaki iliski bircok bilim dalinda arastirma konusu olmustur. Iktisadi acidan
degerlendirildiginde, degiskenler birbirleriyle iliski icerisinde olabilir ancak bu iliskinin hangi
kaynaktan tiiredigi arastirilirken neden-sonug iliskisinin zamansal olarak swralanmasinda tam bir

biitiinliik her zaman miimkiin olmamaktadir. Ekonometrik acidan nedensellik iliskisi ise nedenin,
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sonugtan once gergeklestigi tizerinedir. Bu sebeple ekonometrik acidan nedensellikten bahsedilirken
degiskenlerin birbirlerini etkileyebilecegi ancak bunlarin gozlemlenebilir ve tahmin edilebilir olmast
gerektigi kabul edilir. Bahsedilen neden-sonug iliskisi bir korelasyon iliskisi degildir, rastgele
gozlemlenen degiskenlerin birbirleriyle ve ge¢mis donemlerdeki degerleriyle olan olast iliskisidir. Bu
iliski nedenin ve sonucun degiskenler arasinda hangi yonde gercgeklestigini belirtmek icin istatistiki

olarak bilgi sunmada kullaniimaktadir.

Ekonometrik acidan nedensellik kavrami, bir degiskenin tiim mevcut bilgileri kullanildiginda diger bir
degiskenin tahmininde iyi sonuglar vermesini gerektirir. Aym zamanda tahminsel sonuglar,
degiskenlerin karsilikly iliskide olmast veya ortada herhangi bir iliskinin olmamas: seklinde de
degerlendirilmektedir. Bahsedilen ekonometrik nedensellik kavrami, Clive W. Granger’in adiyla

literatiire Granger nedensellik yontemi olarak ge¢mistir.

Granger nedensellik analizinde degiskenler ornek donemi boyunca bir biitiin olarak degerlendirilir
ancak gegmiste meydana gelen politik olaylar, ekonomik krizler ve yapisal kirilmalar da seriler iizerinde
degisiklik meydana getirebilir. Dolayistyla nedensellik iliskisi analizlerinde de degisikliklerin meydana
gelebilecegi goz oniinde bulundurulmalidir. Bu sebeple ¢alisma kapsaminda, nedensellik iliskisinin
ornek donemi boyunca degisecegi kabul edilmis ve degisiklik noktalarimin alt ornek boyutlarinda
incelenmesine olanak taniyan Tekrarlayarak Ilerleyen (Recursive Evolving) Nedensellik yéontemi

kullamilmistir.

Tekrarlayarak ilerleyen nedensellik yonteminde, en kiigiik alt ornekten baglanarak ornek donemi
tamamlanana kadar alt 6rnekler olusturulur. Bu alt 6rnekler kendi i¢lerinde geriye dogru daralarak
stirekli tekrarlamr. Tekrarlamalar sonucunda elde edilen istatistikler, hesaplanan kritik degerlere gire
degerlendirilir. Kritik degerleri agan istatistikler nedensellik iliskisinin bagladigini, altina diigen
istatistikler ise nedensellik iliskisinin sonlandigini gostermektedir. Ayrica yontemde degisen varyansin
olmast durumu da degerlendirilmistir. Degisen varyansin varliginda istatistikler tutarliliklarini,

nedensellik iliskisi ise gegerliligini kaybedecektir.

Calismada 1998:Q1-2018:04 yillart arasinda ithalat, ihracat ve ekonomik biiyiime arasindaki zamanla
degisen nedensellik yontemi incelenmistir. Degiskenler reel degerleriyle segilmis ve logaritmalar
almmustir. Ayrica artiklara iliskin degisen varyans ve sabit varyans durumu da goéz oniinde
bulundurularak ayri ayrt analiz edilmistir. Analiz sonucunda, sabit varyans durumunda ithalattan ve
ihracattan ekonomik biiyiimeye dogru 2015:01 doneminde nedensellik iliskisinin basladigi
belirlenmistir. Ihracattan ekonomik biiyiimeye olan nedensellik iliskisi ti¢iincii ceyrekte sona ermistir.
Ayrica 2012:Q2 doneminde de ihracattan biiyiimeye dogru bir nedensellik iliskisi tespit edilmistir. Diger
taraftan, artiklarin degigsen varyansli olmast durumunda, ihracattan ekonomik biiyiimeye dogru

nedensellik iligkisi 2015:Q1-Q3 donemleri arasinda gergeklesmistir.
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2014 yilindan beri hizla artan doviz kuru, dig ticaretten bagimsiz gosterilememektedir. Bu tarihlerden
itibaren ithalat, ihracat ve biiyiimede de diizenli diisiisler meydana gelmis ve dolayisiyla dis ticaretin

biiytimeyle yakindan iliskili olmast nedensellik analizi sonuglarina da yansimistir.

Anahtar Kelimeler: [thalat, Ihracat, Ekonomik Biiyiime, Granger Nedensellik, Zamanla Degisen

Nedensellik Analizi

Abstract

Since ancient times, countries have been both trading and interacting with each other. Therefore, these
two results have created trade relations between countries. Although the level of development of
countries in trade relations plays a decisive role in certain periods, resource and capacity utilization

goals continue to be renewed continuously.

There are always separate issues affecting foreign trade that have to be evaluated such as that countries
export most of the goods they produce, wrong policies in trade, state interventions, the idea that the aim
is only industrialization or the people do not want to go beyond the ordinary. However, it is clear that
foreign trade has significantly impact on the economy when the economic proposals asserted by different
schools of thought are examined in a broad framework. On the other hand, investments and expenditures
made with the income generated by the growth increase the competitive capacity of the country in
international markets. The earned competitive capacity can be seen as an important reason for
increasing exports. When production increases, if input sources has not available or not sufficient in the
country's existing resources, it allows them to supply from other countries. As a result, it can be said
that economic growth also affects trade. However, it can be expected that there is not enough
observational cause for any relationship. The basis of this study is the causality method, which is widely
used about the relationship between import and export that are very important indicator of foreign trade
and economic growth that is an important indicator of development, and about the direction of this
relationship between them.

The relationship between cause and effect has been the subject of research in many disciplines.
However, in terms of economic point, the variables may be in relation with each other, but it is not
always possible to evaluate as a whole in the way of timewise about the cause-effect relationship while
investigating that this relationship derived from which source. In terms of Econometrics perspective,
the causality relationship is based on the fact that the cause occurs before the result. Therefore, when
talking about causality in Econometrics terms, it is accepted that variables can affect each other but
they should be observable and predictable. The cause-effect relationship is not a correlation, but it is
the possible relationship of randomly observed variables with each other and their past values. This
relationship is used to provide statistical information to indicate in which direction the cause and result

occur between the variables.
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According to econometric perspective, the concept of causality requires that it gives significant results
in the estimation of another variable when all the available information of one variable is used. At the
same time, the predictive results are evaluated as the interrelation of the variables or the absence of any
relationship. This concept of econometric causality was introduced to the literature as Granger

causality method from take the name of Sir Clive W. Granger.

In Granger causality analysis, variables are considered as a whole throughout the sample period, but
experienced political events, economic crises and structural breaks may also created to the changes in
series. Therefore, it should be take into consideration that changes may occur in causality analysis. For
this reason, within the context of this study, it is accepted that the causality relationship will change
during the sample period and Recursive Evolving Causality method, which allows the examination of

the change points in sub-sample dimensions is used.

In the Recursive Evolving causality method, sub-samples are created starting from the smallest sub-
sample until the sample period is completed. These sub-samples are repeated continuously by shrinking
backwards within themselves. The statistics obtained as a result of repetitions are evaluated according
to the calculated critical values. Statistics exceeding the critical values indicate that the causality
relationship has begun and the statistics falling below the critical values indicate that the causality
relationship has ended. In addition, heteroskedasticity in the method is also evaluated. In the presence
of heteroskedasticity, the statistics will lose their consistency and the causality relationship will lose its

validity.

In this study, the time-varying causality method between import, export and economic growth was
examined at 1998:Q1-2018:Q4 interperiod. Variables were selected with their real values and their
logarithms were taken. In addition, heteroskedasticity and homoskedasticity status of residues were
analyzed separately. As a result of this analysis, it was determined that the causality relationship started
in 2015:Q1 period from import and export to economic growth in case of homoskedasticity. The
causality relationship from exports to economic growth ended in the third quarter. In addition, a
causality relationship was determined from export to growth in 2012:Q2 period. On the other hand, the
causality relationship between exports and economic growth was realized between 2015:Q1-Q3 in case

of heteroskedasticity.

Since 2014, the rapidly increasing exchange rate cannot be evaluated independent from foreign trade.
Since then, there has been a steady decline in imports, exports and growth values, and hence the fact

that foreign trade is closely related to growth is reflected in the causality analysis.

Keywords: Export, Import, Economic Growth, Granger Causality, Time-varying Causality Analysis
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KOBI’LERIN KATILIM BANKALARINA BAKISI: ISPARTA ILINDE BiR UYGULAMA

SMES' VIEW ON PARTICIPATION BANKS: A RESEARCH IN ISPARTA

Turan KOCABIYIK”
Tiirker TEKER™

Ozet

Tiirkiye’'de 2015 yilina kadar sadece o6zel sektor bankalarimin faaliyet gésterdigi katilim bankacilig
sektorii, bu tarihten sonra kamu katilim bankalarimin da sektore girmesiyle bankacilik sektorii
pastasindan aldig payr yiikseltmeye baslamistir. Haziran 2019 itibarryla ii¢ 6zel, ii¢ de kamu bankasi
olmak iizere toplam alti katilim bankasi faaliyetlerine devam etmektedir. Bankacilik Diizenleme ve
Denetleme Kurumu verilerine gére katilim bankalar: Nisan 2019 itibariyla bankacilik sektorii icinde
Jfonlarin %7, 1’ini toplar duruma gelmistir. Ayrica bankacilik sektériinde kullandirilan fonlarin %5,1°i,
toplam aktiflerin %35,6°s1, ozvarliklarin %4,3’li ve net karinda %4,4’ii katilim bankalar: tarafindan
karsilanmaktadir. Sektorde katilim bankalarimin sayisti, islem hacmi ve biiyiikliigii arttikca toplumun ve

isletmelerin bu bankalara bakist daha da merak edilir hale gelmigtir.

Bu calismamn amaci Isparta’da faaliyet gosteren KOBI 'lerin katilim bankalar: ve katilim bankaciligi
ile ilgili goriislerini ortaya koymaktir. Bu arastirma ile elde edilen sonuglar katilim bankalar: tarafindan
degerlendirildiginde sektordeki paylarimi artirma noktasinda katki saglanabilecegi diistintilmektedir.
Ayrica katilim bankaciligy ile ilgili isletmelerin herhangi bir 6nyargist varsa, bu ényargilari tespit edip
asmaya ¢alisma noktasinda katki saglanacagi da diisiiniilmektedir. Katilim bankalarimin miisterilerini
artirmak igin oncelik vermesi gereken konular yine ¢aliyma ile ortaya konulmaya calisilmistir.
Arastirma Isparta’da 2019 yiulvmin Mart ve Mayis aylart arasinda, ¢alisan sayisit 250 'nin altinda 315
isletme ile gergeklestirilmistir. Calismada kullanilan 6l¢egin giivenilivlik katsayist 0,81 °dir. Bu sonug
olgege giivenilebilecegini gostermektedir. Calismada katilimcilara demografik sorular disinda 13 soru

sorulmustur. Katilimcilarin bu sorulara 5°li likert 6l¢egine gore cevap vermeleri istenmistir.

Elde edilen sonuglara gére en yiiksek puan verilen goriise gére; KOBI 'ler, katilim bankalar: diigiik faizli
kredi sunduklar: takdirde bu bankalarla ¢alisabileceklerini belirtmislerdir. Ikinci siradaki cevaba gore
ise KOBI'ler cazip kar payr oranlari ve ddeme imkanlart oldugu takdirde katilim bankalar: ile

cahisabileceklerini belirtmislerdir. Ugiincii en yiiksek cevaba sahip soruya gére ise KOBI'ler ticari

" Dr. Ogr.Uyesi, Siileyman Demirel Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Bankacilik ve Finans B&limii,
turankocabiyik@sdu.edu.tr
* Ars.Gor., Siileyman Demirel Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Bankacilik ve Finans Béliimii,

turkerteker@sdu.edu.tr

90



olarak karli olduklarimi diisiindiiklerinde katilim bankalari ile ¢alisabileceklerini belirtmislerdir. Diger
taraftan KOBI'lerin, katihm bankalarimin iddia edildigi gibi faizsiz islem yiiriittiiklerine olan inanci
2,76/5 puan ile en diisiik puani almistir. Katilim bankalart isletme ¢ikarlari soz konusu oldugunda
Katilim bankasit veya geleneksel banka ayrimini ¢ok fazla onemsememektedir. Dini olgulara dayall
tercihler katilim bankalari ile ¢alisilip calisilmayacagi konusunda esas belirleyici faktor olarak
goriilmemektedir. Analizin diger asamasinda demografik faktorlere gore KOBIlerin katilim bankacilig
ile ilgili goriislerinde istatistiki olarak anlamli bir fark olup olmadig1 incelenmistir. KOBI lerin firma
yasi, sirket tiirii ve halen ¢alisilan banka tiirii gibi ozelliklere gore farkl bakis agilarina sahip oldugu
goriilmiistiir. Firmann faaliyet gosterdigi sektor ile katilim bankaciligina bakis arasinda bir iligkiye
rastlanmamistir. Gelecekte bir katilim bankast ile ¢alismayr diigiinenler ile diigiinmeyenlerin katilim

bankaciligina bakist tamamen farklidir.

Anahtar Kelimeler: KOBI 'lerin Bakisi, Katilim Bankaciligi, Kruskal Wallis

Abstract

In Turkey until 2015, only the private banks were operating in the participation banking sector, after
this date, public participation banks have entered to the sector and the sector has started to upgrade
it’s share in the banking sector pie. As of June 2019, a total of six participation banks, three private and
three public banks, continue to operate. According to the data of Banking Regulation and Supervision
Agency, participation banks have collected 7.1% of the funds within the banking sector as of April 2019.
Furthermore, 5.1% of the funds extended in the banking sector, 5.6% of total assets, 4.3% of equity and
4.4% in net profit are covered by participation banks. As the number, transaction volume and size of
participation banks in the sector increased, the view of the society and enterprises towards these banks

became more and more curious.

The aim of this study is to present the views of SMEs operating in Isparta on participation banks and
participation banking. When the results obtained with this research are evaluated by participation
banks, it is thought that they can contribute to increase their shares in the sector. In addition, if there is
any prejudice of the enterprises related to participation banking, it is considered that it will contribute
to the point of detecting and trying to overcome these prejudices. The subjects that should be given
priority by the participation banks in order to increase their customers have been tried to be put forward
by the study. The research was carried out in Isparta between March and May 2019, with 315
enterprises under 250 employees. The reliability coefficient of the scale used in the study was 0.81. This
result shows that the scale can be trusted. In the study, the participants were asked 13 gquestions except

demographic questions. Participants were asked to answer these questions on a 5-point Likert scale.

According to the results, the highest scoring evaluation; SMEs have stated that they can work with

participation banks if they offer low interest loans. According to the second answer, SMEs stated that
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they can work with participation banks if they have attractive dividend rates and payment opportunities.
According to the third highest answer, SMEs stated that they can work with participation banks when
they think they are commercially profitable. On the other hand, the belief that SMEs are conducting
interest-free transactions as claimed by participation banks has the lowest score with 2.76 / 5 points.
Participation banks do not pay much attention to the separation of participation banks or traditional
banks when it comes to business interests. Choices based on religious phenomena are not seen as the
main determinant of whether or not to work with participation banks. At the other stage of the analysis,
it was examined whether there is a statistically significant difference in the opinions of SMEs about
participation banking according to demographic factors. It is seen that SMEs have different perspectives
according to characteristics such as company age, company type and the type of bank currently being
worked. No relationship was found between the sector in which the firm operates and the perspective of
participation banking. Those who think of working with a participation bank in the future and those who
do not think about participation banking are completely different.

Keywords: SMEs View, Participation Banking, Kruskal Wallis
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TURKIYE’DE TARIMSAL ORGUTLENME VE KOOPERATIFLER

AGRICULTURAL ORGANIZATIONS AND COOPERATIVES IN TURKEY

Metin TURKER *
Mehmet Lokman RAMAZANOGLU™

Ozet

Tiim diinyada oldugu gibi iilkemizde de tarimin 6nemi her gegen giin artmaktadir. Ureticilerin tarladan
sofraya kadar tiim agsamalarda gii¢ birligi yaparak, 6rgiitlii bir yapi icerisinde hareket etmeleri hem
iireticiler hem de tiiketiciler agisindan énemli faydalar saglamaktadir. Ozellikle iirettim sartlarinin
zorlagmasi, risklerin artmast ve konjonktiirel gelismeler tarimdaki orgiitlenmenin onemini daha da
artirnugtir. Ulkemizde tarimsal orgiitler; kooperatif. iiretici birligi, dernek ve ziraat odalar: gibi degisik
tiplerde kurulmakla birlikte en yaygin olani kooperatiflerdir. Bilindigi gibi kooperatifler,; ortaklarin
ihtivaglarimin  en uygun sartlarda karsilanmasi amaciyla goniillii olarak kurulan demokratik
organizasyonlardir. Tiirkiye 'de kooperatifcilik tarihi, Mithat Pasa nin 1863 yilinda kurdugu Memleket
Sandiklar ile baslanmistir. Gergek anlamda kooperatif¢ilik faaliyeti ise Cumhuriyet doneminde baslamis
ve giiniimiize kadar onemli gelismeler saglanmistir. Ilk defa 1969 yilinda 1163 sayili kooperatifler
kanunu ¢rkarimstir. 1982 tarihinde Kooperatifcilik Tiirkive Cumhuriyeti Anayasana girmigtir. 1988
yilinda kooperatif kanunlart yeniden diizenlenmigtir. 1991 yilinda Tiirkiye Milli Kooperatifler Birligi
kurulmustur. Béylece kooperatifler iilkemizde dikey orgiitlenmesini tamamlamustir. Tiirkiye 'de tarimda
cesitli tarimsal 6rgiit tipleri vardwr. Bu kapsamda 12 farkh tiir ve isimle iiretici orgiitii kurulmaktadir.
Uretici orgiitleri arasinda say1 ve etkinli olarak kooperatifler ilk sirayi alirken iiretici birlikleri ikinci

swrada yer almaktadir. Yine iilkemizde tiretici orgiitleri ile ilgili 14 temel kanun bulunmaktadirTarim ve

* Tarim Reformu Genel Midirligi, Genel Mudir Yardimcisi

** Tarim Reformu Genel Mudurlugi, Teskilatlanma Daire Bagkani
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Orman bakanligina bagh 13.869, Ticaret Bakanhg: ve diger Bakanliklara bagh 1.394 Tarimsal Orgiit
bulunmaktadir. Bunlarin 855°i kooperatif olarak orgiitlenmistir. Tarim ve Orman Bakanligina baglt
olarak 4 ana tiirde kooperatif kurulmaktadwr. Tarum ve Orman Bakanlhiginca kurulan tarimsal
kooperatiflerde tiirlerine/konularina gore kooperatif bolge birlikleri, iist yapida da kooperatif Merkez
Birlikleri kurulmaktadir. AB aday iilkesi olarak tarimsal orgiitlerin AB’ne uyumu ile ilgili ¢calismalar
yapilmaktadir. Bu ¢calismada; tilkemizdeki tarimsal orgiitlenmenin mevcut durumu incelenecek, tarimsal
amagli kooperatifler analiz edilecek, orgiitlenme ile ilgili yapisal sorunlar ortaya konulacak ve giiglii bir
orgiitlenme yapist icin yapuan ve yapilacak c¢alismalar ulusal ve uluslararasi dlgekte

degerlendirilecektir.

Anahtar Kelimeler: Kooperatif, Kooperatifcilik, Uretici birligi, Tarimsal Kooperatifler

Abstract

The importance of agriculture in Turkey as in the world is increasing day by day. The fact that the
producers cooperations in all stages from field to kitchen and actions provides important benefits for
both producers and consumers. The heavy production conditions, increasing risks and conjunctural
progresses have increased the importance of the strong organizations. Agricultural organizations in
Turkey are established in various types such as cooperatives, producer unions, associations and
chambers of agriculture. Cooperatives take the largest share among agricultural organizations. As it is
known, cooperatives are voluntary and democratic organizations established in order to meet the needs
of the members under the most favorable conditions. The history of cooperatives in Turkey begins with
Homeland Funds established by Mithat Pasha in 1863. But the real cooperatives started with the
establishing of Republic and very important developments have been achieved so far. For the first time
in 1969, the law on cooperatives numbered 1163 was enacted. In 1982, the Cooperative was writen in
the Constitution of Republic of Turkey. In 1988, the cooperative law was revised. In 1991, National
Cooperative Union was founded. Thus, cooperatives have completed their vertical organization in our
country. There are various types of agricultural organizations in Turkey. In this context, 12 different
types of producer organizations are established. Among the producer organizations, cooperatives take
the first place in terms of number and efficiency, while producer unions take the second place. There
are 14 basic laws directly or indirectly related to agricultural producer organizations. There are 13.869
agricultural organizations under the Ministry of Agriculture and Forestry (9917 cooperatives). Beside
1.394 agricultural organizations under the Ministry of Trade and other Ministries. 855 of them are
organized as cooperatives. 4 main types of agricultural cooperatives are established under the Ministry
of Agriculture and Forestry. In addition, in agricultural cooperatives Cooperative Regional Unions and

Cooperative Central Unions are established according to their subjects. As an EU candidate country,
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studies are being carried out on the harmonization of agricultural organizations with the EU Common
Agricultural Policy..In this study; the current situation of agricultural organization in our country will
be examined, agricultural cooperatives will be analyzed, structural problems related to organization
and a strong organizational structure the studies carried out and will be evaluated at national and

international scale.

Keywords: Cooperatives, Producers Unions, Agricultural Cooperatives

SURDURULEBILIR KALKINMAYI SAGLAMADA STRATEJIK BiR ARAC:
KOOPERATIFLER

A STRATEGIC TOOL FOR SUSTAINABLE DEVELOPMENT: COOPERATIVES

Halime CATAL

Ozet

Globallesme olgusunun en onemli sonu¢larindan biri, milletlerin hizmet faktériine egilimlerinin artmig
olmasidir. Teknolojinin gelismesi, ozellikle bilgi teknolojilerindeki bas déndiiriicii ilerleme ve bu
durumun sosyal, ekonomik ve yénetim alanlarina yansimasi neticesinde, devletlerin iktisat gibi
alanlardan, yénetimsel, siyasal ve ekonomik kuruluslari daha da ozgiirliik¢ti yaprya cevirmeye,
lokallestirmeye dogru ilerledikleri bir siire¢ yasatmis ve halen de yasamaya devam etmektedirler. Bu
ilerlemeye bagl olarak devletin bos biraktigi alanlarda aktif ve etkin olabilecek, toplumsal ve kiiltiirel
ihtiyaglarim karsilayabilecek kuruluslara ihtiyaglar artmigtir. Bu boslugun doldurulmasi gorevini ise
birgok iilkede oldugu gibi kooperatifler iistlenmistir. Insanlarin kendi arzulariyla olusturulmus,
oncelikli olarak bireysel ekonomilerini korumak ve ekonomilerini ilerletmek olan kooperatifcilik,
sonrasinda bireysellik ¢ercevesini asarak toplumlarin da énemli derecede iktisadi ve sosyal kazanglar
elde etmesini saglamislardir. Zamanla daha da artan kooperatif isletmeler evrensel bir boyut kazanarak
ekonomik ve toplumsal kalkinmanin, siireklilik kazanmasinda onemli bir potansiyel haline gelmistir.
Ozellikle son yillarda cahsan sayisiun arttirilmasi, yoksullugun azaltiimasi, kit olan kaynaklarin
arttirilmasi, avantajli kesimden ziyade dezavantajli kesimde istihdamin saglanmasi, girisimciligin
desteklenmesi ile giindem olmustur. Bu siiregte ilerleyen kooperatifler yalnizca gelismemis kesimin
destek kurulusu olmaktan ¢iknus, iktisadi ve ticari hayatta kendine ozgii birtakim artilart olan
muvaffakiyetli tesebbiis ornekleri sergilemeye baslanmigtir. Bu ¢alismada oncelikle bir grup insanin
ekonomik kalkinmasina dncelik eden kooperatiflerin, zamanla kiiresel bir boyut alarak stirdiiriilebilir
kallkinmada nasil rol oynadigini, kalkinma ve siireklilik icin kooperatiflerin nasil bir yol izledigi, dikkat

edilmesi gereken faktorler olumlu ornekler verilerek incelenmeye calisilmigtir.
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Anahtar Kelimeler: Kalkinma, Siirdiiriilebilir Kalkinma, Kooperatif

Abstract

One of the most important results of the phenomenon of globalization is the increasing tendency of
nations to service factor. As a result of the development of technology, especially the dizzying progress
in information technologies and the reflections of this situation on social, economic and administrative
fields, states have continued to live a process where they are moving from the fields such as economics
to the administrative, political and economic institutions to a more libertarian structure and they are
still living. As a result of this progress, the needs of institutions that can be active and effective in meeting
the social and cultural needs of the state have increased. Cooperatives undertake the task of filling this
gap as in many countries. Cooperatives, which were created by people's own desires, primarily
protecting and advancing their individual economies, then transcended the framework of individuality
and ensured that societies achieved significant economic and social gains. Increasingly, cooperative
enterprises gained a universal dimension and became an important potential for the continuity of
economic and social development. Especially in recent years, increasing the number of employees,
reducing poverty, increasing scarce resources, providing employment in disadvantaged rather than
advantageous, and supporting entrepreneurship have been on the agenda. The cooperatives that
progressed in this process ceased to be the support organization of the underdeveloped sector and
started to show examples of successful undertakings which have their own advantages in economic and
commercial life. In this study, first of all, it is tired to examine how cooperatives that prioritize the
economic development of a group of people play a role in sustainable development by taking a global
dimension, how cooperatives follow the paths for development and continuity, and the factors to be

considered by giving positive examples.

Keywords: Development, Sustainable Development, Cooperative
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TARIM ISLETMELERININ TEKNOLOJIK iLERLEMELERDEN (TARIM 4.0)
YARARLANMASINDA KOOPERATIFLERIN ONEMIi

THE IMPORTANCE OF COOPERATIVES FOR AGRICULTURE ENTERPRISES TO
BENEFIT FROM TECHNOLOGICAL ADVANCES (AGRICULTURE 4.0)

Hiiseyin Tayyar GULDAL"
Ahmet OZCELIK™

Ozet

Giiniimiizde tarim sektorii, geligen teknolojinin etkisiyle biiyiik bir déniisiim icindedir ve artik tarim
sektoriiniin gelecegi teknolojik uygulamalar ile sekillenmektedir. Endiistri 4.0 ile sanayi sektoriinde
yasanan teknolojik devrimin benzeri tarim sektoriinde de “Tarim 4.0, Akilli Tarim, Dijital Tarim” adl
altinda yasanmaya baslamistir. Tarim 4.0 uygulamalari ile birlikte tarim sektériinde daha yiiksek
verim, daha az girdi kullanimi, daha diisiik maliyet ve cevreye duyarli bir iiretim modeli benimsense de,
bu sistemin altyapisinin kurulumu, uygulanmasi ve siirdiiriilebilirligi tartisma konusudur. Bu baglamda,
amaci yeterli ekonomik giice sahip olmayan iireticilerin ihtiyaglarim ortaklasa temin etmek olan
kooperatiflerin onemi artmaktadir. Bu ¢alismada, teknolojik yatirimlarin tarim igletmelerine olan
etkileri diinya ve Tiirkiye'de ki ornek calismalar iizerinden incelenmis olup, kooperatiflerin bu

entegrasyondaki yeri ve onemi ortaya konulmustur.

Anahtar Kelimeler: Endiistri 4.0, Tarim 4.0, Kooperatif, Akillt Tarim

Abstract

Nowadays, the agricultural sector is in a great transformation with the effect of developing technology
and today, the future of the agricultural sector is shaped by technological practices. Similar to
technological revolution in the industrial sector with Industry 4.0 has began to implement under the
name of “Agriculture 4.0, Smart Farming, Digital Farming” in agriculutre sector. Although the
agricultural sector adopts a high productivity, less input usage, lower cost and environmentally
conscious production model with the practices of Agriculture 4.0, it discussed that implementation and
sustainability of the infrastructure of this system. In this context, cooperatives which aim is to supply

farmers requirement jointly, increase in importance. In this study, effects of the technological investment

* Ars, Gor. Ankara Universitesi, Ziraat Fakiiltesi, Tarim Ekonomisi Boliimii, htguldal@ankara.edu.tr

** Prof. Dr., Ankara Universitesi/Ziraat Fakiiltesi, Tarrm Ekonomisi Boliimii, aozcelik@agri.ankara.edu.tr
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in agricultural enterprises are examined with examples in World and Turkey. Moreover, it has been

explained that importance of cooperatives in this integration.

Keywords: Indusrty 4.0, Agriculture 4.0, Cooperative, Smart Farming

KONUT YAPI KOOPERATIFLERININ BERABERINDE GETIRDiGi SORUNLAR VE
COZUM ONERILERi

PROBLEMS AND SOLUTION OFFERS OF THE HOUSING BUILDING COOPERATIVES

Hatice DAGLI

Ozet

Kooperatifler, ekonomik ve sosyal kalkinmada en énemli finansal kaynaklardan bir tanesi olup daha
cok gelismiy iilkelerde karsimiza ¢ikmaktadir. Her bakimdan desteklenmekte olan kooperatifler artik
kendi ayaklari iizerinde durabilir hale gelmis, kamu ve dzel sektoriin disinda iigiincii bir sektér
konumunda yerini almigtir. Diinyada bir¢ok iilkede goriildiigii gibi Tiirkiye icin de kooperatifcilik,
ekonomik olarak kallinmada biiyiik onem tasimaktadir. Kooperatifler, ulusal kalkinmanin
saglanmasinda sadece yabanci kaynaklara bagh kalmamak icin en iyi alternatif olarak
kullanilmaktadir. Hem diinyada hem de iilkemizde kooperatiflerin en temel sorunlarindan birisi
finansman sorunudur. Ulkemizde kooperatifciligin yeteri kadar gelismemis olmasi, finansman
sorunlarimin ¢oziilememesine neden olmaktadwr. Diinyamin bir¢ok iilkesinde konut ihtiyact insanlarin
yasamsal faaliyetinde yer alan en temel ihtiyactir. Konut ihtiyacumun giderilmesinde de karsimiza
finansman sorunu ortaya ¢ikmaktadwr. Bu ¢alismada oncelikle kooperatif kavraminin tanimi yapilmis,
daha sonra konut kooperatif¢ilik sektoriinde goriilen sorunlara, finansman sorunlarina ve bu sorunlarin
ontine gegebilecek ¢oziim onerilerine deginilmistir. Calismanin bir diger boliimiinde ise kooperatiflerde

karsilagilan yolsuzluklara yer verilmektedir.

Anahtar Kelimeler: Kooperatif, Finansman Sorunlari, Konut Yapt Kooperatifleri, Yolsuzluklar

Abstract

Cooperatives are one of the most important financial resources in economic and social development
and are mostly seen in developed countries. The cooperatives, which are supported in all respects, are

now able to stand on their own feet and have become a third sector outside the public and private
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sectors. Cooperatives as seen in many countries in the world is of great importance in economic
development also for Turkey. Cooperatives are used as the best alternative to ensure that national
development is not only dependent on foreign sources. One of the main problems of cooperatives is the
problem of financing both in the world and in our country. Underdevelopment of cooperatives in our
country, cause not to be solved financing problems. The need for housing in many countries of the world
is the most basic need in people's vital activity. The problem of financing also arises in meeting the
housing need. In this study, firstly the concept of cooperative is defined and then the problems seen in
housing cooperatives sector, financing problems and solutions that can prevent these problems are

mentioned. Another part of the study includes corruption in cooperatives.

Keywords: Cooperative, Financing Problems, Housing Building Cooperatives, Corruption

TURKIYE’DE EKONOMIiK KRiZLER DONEMINDE TARIM KOOPERATIFLERININ
iISTIHDAM UZERINDEKI ETKIiSi

IMPACT OF ECONOMIC CRISIS ON EMPLOYMENT DURING THE AGRICULTURAL
COOPERATIVE IN TURKEY

Gozde CELEBIGILLER
Ebru Kiibra KILIC

Ozet

Tarum sektoriintin onemi iilkelerin gelismesinde kilit rol oynayan sektor olmakla birlikte, hizla artan
rekabet ortamlari, degisen pazar sartlari ve globallesen ekonomik sistemlerle birlikte 6nemi giderek
artmaktadir. Iktisadi kalkinma siirecinde sanayi sektorii ile tarim sektorii arasinda giiclii bir iliski
mevcuttur. Giintimiizde gelismis iilkelerin temeline bakildiginda hepsinin tarim sektoriinden gelistigi
goriilmektedir. Tarima verilen agirlik ile ilk olarak tarim sektoriinii gelistivip, bu sektérden elde edilen
sermaye ile sanayi sektériiniin hizla gelismesinde etkili bir rol oynamstir Ulkemizdeki tarim sektériiniin
2011 yihindaki GSYH 'deki diizeyi %9 civarinda iken, bu diizey giiniimiize yaklastikca azalma géstermis
olup %6 diizeylerinde gerceklesmistir. Geleneksel tarim anlayisindan giiniimiiz modern tarim sistemine
gecilmesi, gelismis ve gelismekte olan iilkeler arasinda makasi ciddi anlamda a¢cmaktadir ve Tiirkiye
gibi gelismekte olan iilkelerin ise modern tarim sistemine uyum saglamasi gerektigini gostermektedir.

Tiirkiye 'nin ulusal ve uluslararast pazarda en iyi tarim iilkesi kategorisinde yer alabilmesi icin
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kooperatif ve ozellikle tarim kooperatiflerinde istihdam yaratilmas iilkeyi bu kategoriye getirecek olan

¢oziim yollaridan sadece biridir.

Giiniimiiz yasam standardinin ve gelir dagiliminin yiiksel oldugu Iskandinav ve AB iilkelerinde
kooperatifcilik cok gelismis ve bir yasam bicimi haline gelmistir. Bu iilkeler diinyada en gelismis iilkeler
olarak bilinmektedir ve iilkelerin kalkinmasinda kooperatif¢iligin onemli bir rolii bulunmaktadir.
Avrupa Birligi iilkelerinde kooperatifler tarim girdileri iizerinde %50°li, iriinlerin pazarlanmast,
toplanmast ve isletilmesinde ise %060’k bir pazar payina sahiptirler. Tiim diinya genelinde
kooperatifler 1 milyar ortaga sahip olup, en biiyiik 300 kooperatifin 2016 yui cirosu 2 trilyon 18 milyar
dolar olarak gergeklesmigstir. Mali kooperatifler diinya niifusunun yaklasik %10 una yani 857 milyon
insana hizmet vermektedir. Diinya kredi birligi 96 iilkede 177 milyon ortaga sahip olup, 49.000 kredi
birligi bulunmaktadwr. Diinyadaki en biiyiik 300 kooperatifin sektorel olarak dagilimina bakildiginda;
tarim %335, sigorta %32, perakende ve toptan ticaret %19, finansal ve bankacilik hizmetleri %8, saglik,
egitim ve sosyal bakim %2, kamu hizmetleri %2 ve diger hizmetler %2 oraninda olarak belirlenmistir.
Ilk ona giren kooperatiflerin 4’ii sigortacilik, 4’ii bankacilik ve 2’si de perakende ticaret sektérii

olusturmaktadir.

Tiirkiye 'de kooperatifcilik hareketi Mithat Pasa nin onderliginde 1863 yilinda “Memleket Sandiklar:”
olarak faaliyet gostermeye baslanmistir. Kooperatifcilik hareketi Cumhuriyet’in ilamindan sonrada
Atatiirk tarafindan desteklenerek gelisme gostermis ve 1925 yilinda Atatiirk onciiliigiinde Ankara’da bir
tiiketim kooperatifi kurulmustur. 1936 yilinda ise Mersin ‘in Tekir koyiinde bir tarum kredi kooperatifi
kurulmus olup ayni zamanda kurucusu ve en biiyiik ortagr Atatiirk olmustur.1960°l ve 80°li yllar
araliginda kooperatifcilik 6nemli bir yere sahip iken, 1980 “Planli Kalkinma” yillarindan sonra onemi
giderek azalmis ve kooperatifciligi kalkinma araci olarak gérmekten kacinilmustir. Tiirkiye 'de tarimsal
viriinlerinin islenmesinde kooperatiflerin payi %1 ile %10 arasinda degismektedir. Bu oranlar AB
tilkelerinde ise %30 ile %100 arasinda degismektedir. Tarimsal iiviinlerin suan ki hakimiyeti aracilar
elinde olup, tiiketiciye kadar 6-7 kez el degistirmektedir ama bu durum geligmis iilkelerde ise 3’ii
gecmemekte ve araci konumunda olanlarda ise genelde ¢iftci kooperatifleridir. Halen devam eden tarim
kesiminin temel sorunlarinin basinda, tiretimden tiiketim asamasina kadar olan siire zarfinda ekonomik
anlamdaki orgiitlenmenin yetersizligi goriilmektedir. Tarim kesimindeki orgiitlenmenin yeteri kadar
olmamasti krizlere karsi direncin az olmasina neden olmaktadir. Ekonomik krizlerin Tiirkiye deki tarima

olan etkisi, tarum kesiminin etki alanimin biiyiik olmasi sebebiyle daima o6nemini korumustur.

Tiirkiye 'de 84 bin kooperatif olup, ortalama 8 milyon ortaga sahiptir. Genel niifusa baktigimiz zaman
kooperatif ortaklarmmin sayist niifusun onda birini olusturmaktadwr ve ayni zamanda ortalama her
kooperatifin 100 tiyesi mevcuttur. Tiirkiye 'de kooperatifler 3 bakanliga bagh olup; Ticaret Bakanhigi,
Tarim Ve Ormancilik Bakanlhigi, Cevre Ve Sehircilik Bakanlhigidr. Genel kooperatif sayisimin %

69 'unu,genel ortak sayisimin %27 ’sini Cevre Ve Sehircilik Bakanligi denetimindeki kooperatifler ve

100



genel kooperatif sayisimin %15’ini, genel ortak sayisimin %48’ini Tarim Ve Ormancuik Bakanligi

olusturmaktadir.

Bu ¢alismada, iilkemizdeki tarim kooperatiflerinin var olan durumlari iizerine bir analiz yapimigstir.
Konuyla ilgili hazir olan veriler yardimiyla suan ki tarim kooperatiflerinin mevcut durumu
degerlendirilmis olup, ekonomik krizlerle miicadele de kooperatifciligin 6nemi iizerinde durulmustur ve

tarim kooperatiflerinin yarattigi istihdam tizerindeki etkisine bakilmigtir.

Anahtar Kelimeler: Tarimsal Kooperatif¢ilik, Tarim, Istihdam, Kriz, Kooperatifcilik

Abstract

Although the importance of the agricultural sector plays a key role in the development of the countries,
its importance is increasing with the rapidly increasing competition environments, changing market
conditions and globalizing economic systems. There is a strong relationship between the industrial
sector and the agricultural sector in the process of economic development. Today, when we look at the
basis of developed countries, it is seen that all of them developed from the agricultural sector. With the
emphasis placed on agriculture, it first developed the agricultural sector and played an important role
in the rapid development of the industrial sector with the capital obtained from this sector. While the
level of the agricultural sector in our country was around 9% in 2011, this level decreased to 6%.
Traditional agriculture since the transition to modern agricultural systems approach, the scissors
between developed and developing countries is open and serious in developing countries such as Turkey,
while indicating the need to adapt to modern agricultural system. Turkey's cooperatives and agricultural
cooperatives in employment creation, especially for countries to take part in the national and
international market best agricultural land categories is just one of the solutions that will bring into this

category.

In Scandinavian and EU countries, where today's standard of living and income distribution is high, co-
operative development is very developed and has become a way of life. These countries are known as
the most developed countries in the world and cooperatives have an important role in the development
of these countries. In the European Union, cooperatives have a market share of 50% on agricultural
inputs and a market share of 60% in the marketing, collection and operation of products. Cooperatives
all over the world have 1 billion partners and the turnover of the largest 300 cooperatives in 2016 was
2 trillion 18 billion dollars. Financial cooperatives serve approximately 10% of the world's population,
857 million people. The World Credit Association has 177 million partners in 96 countries and 49,000
credit associations. Considering the sectoral distribution of the 300 largest cooperatives in the world;

35% in agriculture, 32% in insurance, 19% in retail and wholesale trade, 8% in financial and banking
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services, 2% in health, education and social care, 2% in public services and 2% in other services. 4 of

the top ten cooperatives are insurance, 4 are banking and 2 are retail trade.

Mithat Pasha cooperative movement in Turkey in 1863 under the leadership of "Homeland Coffers" has
started to operate in. After the declaration of the Republic, the cooperative movement developed and
supported by Atatiirk and in 1925 a consumption cooperative was established under the leadership of
Atatiirk. In 1936, an agricultural credit cooperative was established in Tekir village of Mersin and it
was also the founder and the biggest partner of Atatiirk. and cooperativeism as a development tool. The
share of cooperative processing of agricultural products in Turkey ranges from 1% to 10%. These rates
vary between 30% and 100% in EU countries. The current dominance of agricultural products is in the
hands of intermediaries and changes hands 6-7 times until the consumer, but this situation does not
exceed 3 in developed countries and those in intermediary positions are generally farmers' cooperatives.
One of the main problems of the current agricultural sector is the inadequacy of economic organization
in the period from production to consumption. The lack of adequate organization in the agricultural
sector leads to low resistance to crises. The impact of the economic crisis on agriculture in Turkey,
always maintained the importance of the agricultural sector due to the large domain.

In Turkey is 84 thousand cooperatives, has an average of 8 million common. When we look at the general
population, the number of cooperative partners constitutes one-tenth of the population and at the same
time each cooperative has 100 members. 3 is connected to the ministry of cooperatives in Turkey;
Ministry of Commerce, Ministry of Agriculture and Forestry, Ministry of Environment and
Urbanization. 69% of the general cooperatives, 27% of the general partners, 15% of the cooperatives
under the supervision of the Ministry of Environment and Urbanization and 15% of the general
cooperatives, and 48% of the general partners constitute the Ministry of Agriculture and Forestry.

In this study; an analysis was made on the existing situation of agricultural cooperatives in our country.
With the help of available data on the subject, the current status of the agricultural cooperatives has
been evaluated and the importance of cooperatives in combating economic crises has been emphasized

and the effect of agricultural cooperatives on employment has been examined.

Keywords: Agricultural Cooperatives, Agriculture, Employment, Crisis, Cooperatives
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TURKIYE’DE BANKA ve KREDi KARTI HARCAMALARININ REEL DOViZ KURU
UZERINDEKI ETKIiSi: TODA-YAMAMOTO NEDENSELLIK TESTIi VE VAR ANALIZi

THE IMPACT OF BANK AND CREDIT EXPENDITURES ON REAL EXCHANGE RATE IN
TURKEY: TODA-YAMAMOTO CAUSALITY TEST AND VAR ANALYSIS

Tugce TATOGLU”
Esra AKSOY™

Ozet

Doviz kuru, kiiresel piyasalar icerisinde diizen ve dengeyi saglayan etkili bir degisken olmakla birlikte
ulusal paramn yabanct paralar karsisindaki degerini de ifade etmektedir. Doviz kurlarinin olusumunu
ya da degismesini etkileyen bir¢ok etmen bulunmaktadr. Doviz kurlarimin degismesine etki eden bu
etmenleri aciklayabilmek icin konu ile ilgili bir¢ok yaklasim getirilmektedir. Déviz kuru ve kuru
belirleyen etmenler makroekonomik alanda en fazla ¢alisilan konular arasindadir. Bu ¢alismada, kur
tizerine yapilan ¢alismalarin bulgularina gore reel doviz kurunu en fazla etkileyen bagimsiz degiskenler
belirlenmistir. Ayrica banka ve kredi karti harcama tutar: degiskeni eklenerek reel doviz kuru ile
aralarindaki iliski incelenmigstir. Calismada, banka ve kredi karti harcama tutarimin yerli ve yabanct
paraya olan talebi etkileyerek doviz kuru iizerinde etki yaratmasi beklenmektedir. Nitekim kart
harcamalari yurtigi ve ithal mallara yonelik olarak gergeklesebilir. Eger harcamalar, cogunlukla yurtici
mallara yonelikse bu durum yerli paraya olan talebi arttirarak, doviz kurunu diisiiriicii yonde baski
yapabilir. Aksine, harcamalar daha ¢ok ithal mallara yonelik olarak gerceklesiyorsa bu, yabanct
paraya olan talebi arttirarak, kur iizerinde yukari yonlii bir baski yaratabilir. Bu anlamda kart
harcamalarinin kur iizerindeki etkisi, harcamalarmm daha ¢ok hangi mallara yonelik olduguna gore
degisebilir. Calismada, bagimsiz degisken olarak tiiketici fivat endeksi (TUFE), Merkez Bankast briit

doviz rezervileri, M2 para arzi, issizlik oram, Tiirkive Cumhuriyet Merkez Bankasy(TCMB) ortalama

* Ars.Gor., Siileyman Demirel Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Iktisat Boliimii

Ars. Gor., Siileyman Demirel Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Bankacilik ve Finans Béliimii,
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fonlama maliyeti, banka ve kredi karti harcama tutart kullanilirken bagimli degisken olarak ise TUFE
bazli reel efektif doviz kuru kullamilmustir. Verilerin tiimii TCMB Elektronik Veri Dagitim Sistemi nden
temin edilmistir. Calismada belirlenen degiskenlerin 2014:3-2019:3 donemini kapsayan aylik verileri

kullanilmistir.

Calismada, Genigletilmis Dickey-Fuller testi kullanilarak degiskenlerin duraganlik dereceleri
belirlenmistir. Sonrasinda, hata teriminin duraganlik mertebesi analiz edilmis ve reel efektif doviz kuru
ile modelde kullanilan bagimsiz degiskenler arasinda uzun donemli iliski oldugu sonucuna varilmigtir.
Ayrica, eger kisa donemde bir sapma meydana gelirse, reel doviz kurunun yaklasik 11 giin sonra tekrar
dengeye geri donecegi gozlemlenmistir. Modele doviz kurundan banka ve kredi karti harcamalarina
dogru etki tepki analizi yapildiginda, doviz kuruna gelen bir sokun varyansta yarattigt degisimin
tiimiiniin  birinci donemde doviz kurundan kaynaklandigi goriilmiistiir. Sonraki dénemlerde ise
kendinden kaynakl etki azalarak, banka ve kredi karti harcamalarimin etkisi, ¢ok az olmakla birlikte,
artmaktadr. Benzer sekilde banka ve kredi karti harcamalarindan reel efektif doviz kuruna dogru etki
tepki analizi yapildiginda banka ve kredi karti harcamalarina gelen sokun varyansta meydana getirdigi
degisimin hi¢birinin birinci donemde doviz kurundan kaynaklanmadigr gorilmiistiir. Sonraki
donemlerde ise doviz kurunun etkisi, az olmakla birlikte, once giderek artmakta sonrasinda ise
azalmaktadir. Modelde VAR analizini uygulamak igin oncelikle modelin uygun gecikme uzunlugu
belirlenmistir. Uygun gecikme uzunlugunu belirlemek igin Bayes Bilgi Kriteri olarak da bilinen
Schwartz Bilgi Kriteri esas alinmis ve uygun gecikme uzunlugu iki olarak belirlenmistir. VAR analizinin
sonuglarina gore, reel doviz kurunun yalnizca kendisinin bir donem onceki degerinden pozitif olarak
etkilendigi goriilmiistiir. Ayrica reel kurun bugiinkii degeri faiz oraninin ve M2 para arzimin bir ve iki
donem onceki degerinden etkilenmektedir. Merkez Bankasi doviz rezervleri ile banka ve kredi karti
harcama tutarinin bir dénem onceki degeri ise bugiinkii reel déviz kurunu negatif olarak etkilemektedir.
Banka ve kredi karti harcama tutarimin bugiinkii degeri, yalnizca enflasyon orani ve kendisinin bir ve
iki donem onceki degerinden etkilenmektedir. Calismada ayrica degiskenler arasindaki nedensellik
iliskisini analiz etmek i¢in Toda-Yamamoto nedensellik testi kullamilmistir. Buna gore, faiz orani, doviz
rezervleri, M2 para arzi ile banka ve kredi karti harcama tutar: doviz kurunun nedenidir. Ayrica; faiz

oramni, enflasyon ve igsizlik orani kart harcamalariin nedenidir.

Calisma sonucunda, kart harcamalarindan déviz kuruna dogru tek yonlii bir iligki saptanmustir. Nitekim
bu iliski beklentilerimizle uyumludur. Buna karsin, déviz kurundan kart harcamalarina dogru dogrudan
bir nedensellik iliskisi bulunmazken, faiz oranlart iizerinden dolayli olarak bir iliski bulunmustur.
Calismada ulasilan sonuglar, daha once yapilan ¢alismalar ile de tutarlidr. Nitekim Giil ve Ekinci
(2006) calismalarinda doviz kurundan enflasyona dogru tek yonlii bir iliski bulmustur. Oztiirk ve Durgut
(2011), Torun ve Karanfil (2016) ve Akinci ve Yilmaz (2016), kur ile faiz orant arasinda iliski bulmustur.
Calismamizda bu iki degiskenin karsuikli olarak birbirlerini etkiledigi gosterilmistir. Simgek (2004)’in

calismasinda da belirtildigi tizere M2 para arzi reel doviz kurunu etkilemektedir. Bilgin (2004) ise déviz
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kuru ile issizlik arasinda yakin bir iliski bulmustur. Calismamizda gergeklestirilen analiz sonuglart bu
iliskinin yoniiniin kurdan issizlige dogru oldugunu ortaya koymaktadir. Ancak literatiirde Tiirkiye de
banka ve kredi karti harcama tutari ile reel déviz kuru arasindaki iliskiyi inceleyen c¢alismaya
rastlamlamamistir. Bu ¢alisma, kart harcamalarimin dogrudan doviz kurunu etkilemesinin ve doviz
kurunun da faiz oram iizerinden banka ve kredi karti harcama tutarlarini etkilemesinin ortaya
konulmasu ile literatiirdeki calismalardan farklilasmakta ve bu yoniiyle literatiire katki saglamaktadir.

Anahtar Kelimeler: Reel Efektif Déviz Kuru, Banka ve Kredi Karti Harcamalari, VAR Analizi, Todo-
Yamamoto Nedensellik Testi

Abstract

Besides the exchange rate is an effective variable that ensures order and balance in global markets, it
also expresses the value of national currency against foreign currencies. There are many factors
affecting the formation or change of exchange rates. In order to explain these factors affecting the
exchange rate changes, many approaches are introduced. The exchange rate and factors determining
of exchange rate are among the most studied topics in the macroeconomic field. In this study,
independent variables affecting the real exchange rate were determined according to the findings of the
studies on exchange rate. In addition, bank and credit card expenditure amounts variable was added
and the relationship between the real exchange rate and bank and credit card expenditure amounts was
examined. In this study, it is expected that the amount of bank and credit card expenditures will have an
impact on the exchange rate by affecting the demand for domestic and foreign currencies. As a matter
of fact, card expenditures can be realized for domestic and imported goods. If expenditures are mostly
directed to domestic goods, this may put downward pressure on the exchange rate by increasing the
demand for domestic currency. On the contrary, if expenditures are mostly directed towards imported
goods, this may create upward pressure on the exchange rate by increasing the demand for foreign
currency. In this sense, the effect of card expenditures on the exchange rate may vary depending on that
expenditures are mostly directed to which goods. In the study; the consumer price index (CPI), the
Central Bank's foreign-exchange reserves, M2 money supply, unemployment rate, the Central Bank of
the Republic of Turkey (CBRT) average funding cost, bank and credit card expenditure amounts were
used as independent variables whereas real effective exchange rate based on CPI was used as the
dependent variable. All data were obtained from the CBRT Electronic Data Distribution System.

Monthly data of the identified variables covering the period 2014: 3-2019: 3 were used in the study.

In the study, stationarity degrees of the variables were determined by using Augmented Dickey-Fuller
test. Then, the stationarity level of the error term was analyzed and it is concluded that there was a long
term relationship between real effective exchange rate and independent variables used in the model. In
addition, if a short-term deviation occurs, it was observed that the real exchange rate will back to

equilibrium after approximately 11 days. When the impulse-response analysis was carried out from
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exchange rate to bank and credit card expenditures in the model, it was observed that the change in the
variance caused by a shock to the exchange rate is all due to exchange rate in the first period. In the
following periods, the effect of self-induced gradually decreased and the effect of bank and credit card
expenditure, although it was very little, gradually increased. Similarly, the impulse-response analysis
was conducted from bank and credit card expenditures to real effective exchange rate, it was observed
that none of the changes in the variance caused by a shock to bank and credit card expenditures stemmed
from the exchange rate in the first period. In the following periods, the effect of exchange rate, although
it was very little, first gradually increased and then decreased. In order to apply VAR analysis in the
model, the appropriate lag length of the model was determined first. To determine the appropriate lag
length, the Schwartz Information Criteria, also known as the Bayes Information Criteria, was used and
the appropriate lag length was determined as two. According to the results of the VAR analysis, it was
observed that the real exchange rate was positively affected only by its previous value. Moreover, the
present value of the real exchange rate was affected by the value of the interest rate and M2 money
supply, which were one and two periods ago. The previous values of Central Bank’s foreign exchange
reserves and bank and credit card expenditure amounts negatively affected the present real exchange
rate. The present value of bank and credit card expenditure amounts was affected only by inflation rate
and its own value, which were one and two periods ago. In addition, Toda-Yamamoto causality test was
used to analyze the causality relationship between the variables. According to this; interest rate, foreign
exchange reserves, M2 money supply and bank and credit card expenditure amounts were the causes of
real exchange rate. Also, interest rate, inflation and unemployment rate were the causes for card

expenditure amounts.

As a result of the study, a one-way relationship from card expenditures to exchange rate was determined.
Thus, this relationship is consistent with our expectations. However; while there is no direct causal
relationship from exchange rate to card expenditures, an indirect relationship was found via interest
rates. The results of the study are also consistent with previous studies. As a matter of fact, Giil and
Ekinci (2006) found a one-way relationship from exchange rate to inflation. Oztiirk and Durgut (2011),
Torun and Karanfil (2016) and Akinct and Yilmaz (2016) found a relationship between exchange rate
and interest rate. In our study, it was presented that these two variables affect each other mutually. As
indicated by Simgsek (2004), M2 money supply affects the real exchange rate. Bilgin (2004) found a close
relationship between exchange rate and unemployment. The analysis results in our study revealed that
the direction of this relationship was from exchange rate to unemployment. However, it has not
encountered on the literature with the study examining the relationship between real exchange rate and
bank and credit card expenditures in Turkey. This study differs from the studies in the literature by
revealing the fact that card expenditures directly affect the exchange rate and the exchange rate affects

bank and credit card expenditure amounts via interest rates and thus contributes to the literature.
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Keywords: Real Effective Exchange Rate, Bank and Credit Card Expenditures, VAR Analysis, Todo-
Yamamoto Causality Test

SIGORTACILIKTA BUYUK VERiI KULLANIMI

USING BIG DATA IN INSURANCE

Isil GURBUZER YILDIRIM®
Furkan YILDIRIM™

Ozet

Giiniimiizde” bilgi” geleneksel anlamda veri olmaktan ¢ok daha fazlasi icin kullamilmaktadir.
Tiiketicilerin internete baglh cihazlar araciligiyla yapmis olduklar: her etkilegsim, aligkanliklarindan
tercihlerine, ilgi alanlarindan satin alma gii¢lerine kadar bilgi izleri birakmaktadir. Sosyal medya,
cevrimici aligveris ve giyilebilir cihazlar daha fazla insan kendileri ve yasamlar: hakkinda detayl
bilgiler paylasmaya davet etmektedir. Ozellikle internet erisilebilirliginin artmast ve kullanim
alanlarinin gesitlenmesi ile birlikte her giin tiretilen veri miktart vistel olarak artmaya devam etmektedir.
Boyut olarak artan bu veriler, biiyiik veri (big data) olarak adlandwrilmaktadir. Sosyal medyadan gelen
bilgiler, finansal islemler, DNA dizilimleri, medikal sektor analizleri biiyiik veriye ornek olarak
verilebilir. Bir veri kiimesinin “Biiyiik Veri” olarak nitelendirilebilmesi icin “5V" olarak adlandirilan
bes karakteristik ozellige sahip olmasi gerektigi belirtilmektedir. Bunlar: Hacim (Volume): ¢ok biiyiik
miktarda veriden olusmali; Hiz (Velocity): gercek zamanli, anlik veri olmali; Cesitlilik (Variety): veriler
yapilandirilmig, yart yapilandirilmig veya yapuandivilmamis olabilir, Gergeklik (Veracity): veriler

dogru ve kaliteli olmali; Deger (Value): veriler kullanilabilir ve anlamli olmalidir.

Sigortacilik sektorii icin veri ve bu verilerin analizi onemli bir rol oynamaktadir. Veriler, police
sahipleri ve sigortacilar arasindaki iliskinin merkezinde yer almakta ve karsilikly taahhiitleri icin
kosullart  belirlemede yardimci olmaktadir. Primler ve ddemeler, tbbi kayitlardan  siiriis
aliskanliklarina kadar ¢ok sayida veriye dayanarak hesaplanmaktadir. Ayni zamanda sigortacilar, yeni
uriinler gelistirmek, bu iiriinleri fiyatlandirmak, riskleri degerlendirmek ve azaltmak, finansal
performanst yonetmek ve miisterilerin ihtiyaglarimi karsilamak icin verilerden yararlanmaktadr. Son

yillarda teknoloji ve yeni veri kaynaklarimin mevcudiyeti, sigorta sektorii iizerinde gittikge artan oranda

* Ars.Gor., Ankara Hac1 Bayram Veli Universitesi, Bankacilik ve Sigortacilik Yiiksekokulu Sigortacilik Bolimii
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etkili olmakta, sigortacilar ise siradan gorevlerinin ¢ogunu otomatik hale getirmek ve model

verimliligini arttirmak icin teknolojiyi kullanmanin yollarim bulmaya ¢calismaktadir.

Sigortacilar ¢ok fazla miktarda veriye sahiptir fakat bu verilerden tam anlamiyla yararlanabilmek igin
geleneksel ve geleneksel olmayan kaynaklari uygun bir sekilde kullanmak ve verileri anlaml kilmak icin
dogru analiz yontemleri belirlemeleri gerekmektedir. Sigorta sirketleri, verileri analiz yontemleriyle
birlestirerek miisterilerle daha yakin iliskiler kurabilecek ve rekabet avantaji elde edebileceklerdir.
Artan veri kullanilabilirligi, yenilik¢iligi tegvik edecek ve hatta sektordeki diger aktorlerin gerisinde
kalmamak icin sirketlerin kendilerini gelistirmelerini zorunlu kilacak ve sektoriin bireysel tiiketici
ihtiyaglarim karsilamayr hedefleyen iiriinler tasarlamasina yardimci olacaktir. Biiyiik veri kullanimu,
risk bazli fiyatlandirma ve yeni tiriin gelistirmekten, tiiketici katilimi ve talep yonetimine kadar sigorta
isletmelerinin tiim birimleri i¢cin 6nemli firsatlar sunmaktadir. Biiyiik verinin sigorta sektoriindeki
yararlarindan bir digeri de riskin meydana gelmesini énleme ve yéonetimi ile ilgili olarak, artan bilgiye
erigim ve bu verileri gercek zamanl veya gelecek zamanl olarak igsleme yetenegi ile police sahibinin

daha iyi desteklenmesine ve hasar maliyetlerinde azalmaya katkida bulunmaktir.

Biiyiik veri; hayat sigortasi, miilkiyet sigortasi, kaza sigortasi, saglik sigortasi, emeklilik planlar: gibi
sigorta alanlarinda ¢esitli faydalar sunma potansiyeline sahiptir. Bu sayede pazarlama, underwriting,
uriin gelistirme, fiyatlama, dolandwricilik tespiti gibi konularda daha diigiik maliyetlerle verimlilik
artiglart saglanabiliv. Heniiz tiim sektorler icin yeni uygulama senaryolart yapilmaya baglanan bir alan
olan biiyiik veri, sigorta sektorii i¢in vaadettikleri dikkate alindiginda ilk adim atan sirketler rekabet
anlaminda bir adim onde olacaklardwr. Geleneksel veritabanmi saklama ve isleme yontemleri ile bu
faydalar saglayabilmek miimkiin degildir. Bu sebeple sigorta sirketleri, bilgi islem departmanlar ile
birlikte gerekli altyapr degisikliklerine giderek geleneksel iligkisel veritabani yonetim sistemlerinden
(RDBMS) Dagitik dosya sistemleri gibi veri saklama teknolojilerine gecmelidir. Bu sayede verileri elde
etme, saklama, arama, diizenleme ve analiz etme esneklikleri artmig olacaktir. Sigorta sirketlerinin elde
edecekleri en onemli fayda, sigorta tiriinlerini kullanan miisterilere daha iyi kullanict deneyimleri

sunabilmektir. Bunu da verileri en dogru sekilde analiz edip, en dogru kararlari vererek elde edebilirler.

Bu ¢alisma, hem sigorta hizmeti saglayicilari hem de denetleyici ve diizenleyici otoriteler tarafindan
biiyiik veri kullamminin getirecegi firsatlara, risklere ve karsilasilan zorluklara kapsaml bir bakig
sunmayi hedeflemektedir. Bu amagla oncelikle biiyiik verinin ne anlama geldigine deginilmisg,

sonrasinda sigortacilikta hangi alanlarda kullamldigi ve kullanilabilecegi tartisilmistir.

Anahtar Kelimeler: Biiyiik Veri, Sigorta Sektorii

Abstract
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The term information is used for more than traditional data in today’s world. Every single interaction
made by consumers through devices connected to the internet leaves traces of information, from their
habits to their preferences, from their interests to their purchasing power. Social media, online shopping
and wearable devices invite more people to share detailed information about themselves and their lives.
Especially with the increase in internet accessibility and usage, the amount of data generated every day
continues to increase exponentially. The data increasing in size is called big data. Information from
social media, financial transactions, DNA sequences, medical sector analysis can be given as examples
of big data. In order to qualify a data set as Big Data, it is stated that it should have five characteristics
called “5V". Volume: should consist of a large amount of data; Velocity: should be real-time, instant
data; Variety: data can be structured, semi-structured, or unstructured; Veracity: data should be

accurate and of good quality; Value: data should be available and meaningful.

Data and analysis of it play an important role for the insurance sector. Data is in the centre of the
relationship between policyholders and insurers and helps to identify conditions for their mutual
commitments. Premiums and payments are calculated based on a large number of data, from medical
records to driving habits. At the same time, insurers use data to develop new products, pricing, evaluate
and mitigate risks, manage financial performance, and meet customer needs. In recent years, the
availability of technology and new data sources has been increasingly influential on the insurance
sector, while insurers are trying to find ways to use technology to automate most of their ordinary tasks

and improve model efficiency.

Insurers have large amounts of data, but in order to make full use of this , they need to use the traditional
and non-traditional resources appropriately and determine the correct analysis methods to make the
data meaningful. By combining data with analysis methods, insurance companies will be able to
establish closer relationships with customers and gain competitive advantage. Increased data
availability will encourage innovation and even require companies to develop themselves in order not
to lag behind other actors in the industry, and help the industry design products that meet individual
consumer needs. Usage of big data provides significant opportunities for all departments of insurance
businesses, from risk-based pricing and new product development to consumer engagement and demand
management. Another benefit of the big data in the insurance sector is the ability to access and process
information in real time or future time with regard to the prevention and management of risk occurrence,

contributing to better support of the policyholder and reduction in damage costs.

Big data has the potential to offer various benefits in insurance areas such as life insurance, property
insurance, accident insurance, health insurance and pension plans. In this way, productivity can be
increased with lower costs on areas like marketing, underwriting, product development, pricing and
fraud detection. Big data is an area where new application scenarios are being available for all sectors

and considering the promises regarding the insurance sector, companies that act first will be one step
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ahead in terms of competition as it is not possible to provide these benefits with traditional database
storage and processing methods. For this reason, insurance companies should go through the necessary
infrastructure changes with their IT departments and migrate from traditional relational database
management systems (RDBMS) to data storage technologies such as distributed file systems. This will
increase the flexibility to acquire, store, search, edit and analyze data. The most important benefit of
insurance companies will be providing better user experiences to customers who use their products.

They can only do this by analyzing the data in the most accurate way and making the right decisions.

This study aims to provide a comprehensive overview of the opportunities, risks, and challenges faced
by the insurance service providers and supervisory and regulatory authorities using big data. For this
purpose, the meaning of big data is discussed and fields it can be used in insurance are explained.

Keywords: Big Data, Insurance Industry

PROMETHEE YONTEMI iLE FINANSAL PERFORMANS ANALIiZi: BANKACILIK
SEKTORU UZERINE BiR UYGULAMA

FINANCIAL PERFORMANCE ANALYSIS WITH PROMETHEE METHOD: AN
APPLICATION ON THE BANKING SECTOR

Ozen AKCAKANAT"
Esra AKSOY™

Ozet

Bankalarin iilke ekonomisinde iistlendikleri gorevlerin basinda iilke icindeki fon akisini saglamak
gelmektedir. Bunun yaninda, bankalarin onemli gérevleri icinde, kaydi para yaratmak, para ve maliye
politikalarinin siirdiiriilmesine yardimci olmak ve yiiriitiilmesine katki saglamakta yer almaktadir. Bir
tilkede bankacilik sektoriintin iyi bir konumda olmasi ve aktif olarak faaliyet gostermesi, iilke
ekonomilerinin de giiclii ve aktif bir yapiya sahip olmasina imkan sunmaktadwr. Aymi zamanda
tasarruflarin yatirimlara doniismesine de aract rol oynayan bankalarin, ekonomik gelisime onemli
katkilarda bulunmasit beklenmektedir. Ayrica, bankaculik sektorii, bircok isletme agisindan da onemli

bir finansman kaynagr olarak nitelendirilmektedir. Bu anlamda bankalarin  finansal
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performanslarindaki yiikselme iginde bulundugu organizasyonun fonksiyonlarimin ve faaliyetlerinin
daha fazla gelismesine destek verecektir. Bankalar bulundugu iilke icerisinde; yeni fikirlerin geligimi ve
daha iyi is firsatlari i¢in bir finansman kaynagi olmaktadir. Bunun yaminda bankalarin ulusal
ekonomilerin geligimi iizerinde de 6nemli bir rolii bulunmaktadir. Bankacilik sektorii diger ekonomik
sektorlerden farkll olarak kaynak dagilimini belirleyerek finansal aracilik gérevini de iistlenmektedir.
Bu durum bankacilik sektoriiniin diger ekonomik sektérlerden farkini ortaya koymaktadir ve bu sektorti,
ilke ekonomisinin gelismesinde merkezi bir konuma getirmektedir. Ulkemizde finansal kuruluslarin
aktif biiyiikliigii ele alindiginda ise bankalarin toplam sektor igindeki pay: ise Aralik 2017 yili itibari ile
%82 oramindadr. Bununla birlikte iilkemizde bankalarin kaynak ve varlik yapisi genis bir alana
yaydmistir. Tiirkiye bankalar birligine gore ise kamu sermayeli mevduat bankalarinin pay: yiizde 32,
ozel sermayeli mevduat bankalarinin payt yiizde 33, yabanct sermayeli mevduat bankalarinin pay ise

yiizde 22 dir.

Bankalarin géstermig oldugu finansal performanslari, yonetimlerinin yaminda yatrimcilar, tasarruf
sahipleri ve bankalarla iliski i¢inde olan biitiin ¢evreler i¢in 6nem tasimaktadir. Bankacilik alanindaki
arastirmalara bakildiginda ya sektorde yer alan bankalarin tamami ya da miilkiyet, 6l¢ek farkliliklar,
finansal endekslerde yer almak gibi farkl gruplara dahil edilebilen bankalar iizerine inceleme ve analiz
yapumaktadir. Bu ¢alismada ise Tiirkiye’de faaliyet gésteren ve TBB biinyesinde yer alan beg banka
grubunun (2008-2018) on yillik siirede finansal performanslarini Cok Kriterli Karar Verme (CKKV)
yontemlerinden PROMETHEE yontemi ile finansal performans degerlendirmesini yapmaktir.
PROMETHEE yontemi alternatiflerin secilen kriterler araciligiyla tercih fonksiyonlarina dayanarak
degerlendirildigi  bir CKKV  yontemidir. Bu  degerlendirme, ikili  karsilagtirmalaria
gerceklestirilmektedir. Calismada ¢ok kriterli karar verme yontemlerinin kullanilmasindaki amag; ayni
anda, birden fazla kritere bagli olan alternatifler arasindan en iyi olan tercihin segilmesine imkan sunan
bir karar verme yontemi olmasidwr. CKKV yéntemleri alternatif ve kriter sayilarvmn fazla oldugu
durumlarda karar verme mekanizmasini kontrol altinda tutabilmeyi ve karar sonucunu miimkiin oldugu
kadar kolay ve hizli elde etmeyi saglamaktadir. Calisma kapsaminda, bankaculik sektoriinde finansal
performans degerlendirme siirecinde etkin olarak finansal oranlar kriter seti, degerlendirilecek banka
gruplart ise alternatif seti olarak ele alindiginda, modellenecek karar problemi bir CKKV problemi

olarak incelenebilmektedir.

Calismanin amact banka gruplarinin finansal performansini finansal tablo verilerini kullanarak CKKV
yontemlerinden PROMETHEE ile analiz etmektir. Calismada banka gruplarimin 2008 den 2018 yuina
degisim oranlart hesaplanarak veri seti olusturulmustur. Veriler Tiirkiye Bankalar Birligi istatistiki
raporlarindan elde edilmistir. Banka gruplarimin finansal performansini 6l¢mek icin belirlenen finansal
oranlar; ortalama aktif karliigi, ortalama 6zkaynak karliligi, likit aktifler/toplam aktifler, likit
aktifler/kisa vadeli yiikiimliiliikler, toplam krediler/ toplam mevduat, o6zkaynaklar/toplam aktifler,

toplam mevduat/toplam aktifler, faiz gelirleri/toplam aktifler, faiz gelirleri/faiz giderleridir. Kriter
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agirliklar esit olarak alinmuistir. Egit alinan kriter agirliklart PROMETHEE yéntemine dahil edilmistir.
PROMETHEE yonteminin uygulanmasinda Visual PROMETHEE programi kullanilmistir. Analiz
sonucu ise banka gruplarinin siralamasi yapilmigtir. Analizde en iyi performans gésteren banka grubu
yabanci sermayeli bankalar ¢ikmistir. Daha sonra sirasiyla en iyi performans gésteren bankalar; ozel
sermayeli bankalar, kamu sermayeli bankalar, kalkinma ve yatirim bankalar: ve son sirada tasarruf

mevduati sigorta fonu devreden bankalar ¢ikmuistir.

Sonug olarak, banka gruplarmmin son 10 yilda degisim oranlarimin finansal performanslarinda genel
olarak diisme goriiliirken; bes bankamin icerisinden en iyi finansal performansi gosteren banka
grubunun yabancit sermayeli bankalar oldugu belirlenmistir. Aymi zamanda bu g¢alismada, CKKV
yontemleri kullanilarak banka performanslarin degerlendiren diger ¢alismalara; veri seti, ele alinan

banka gruplari, yontem ve kullanilan kriterler agisindan alternatif bir ¢alisma oldugu diistintilmektedir.

Anahtar Kelimeler: Cok Kriterli Karar Verme, Banka, PROMETHEE, Performans, Finansal Tablo
Oranlart

Abstract

The main task of banks in the national economy is to ensure the flow of funds within the country. In
addition, banks' important role is to create registered money, to assist in the maintenance of monetary
and fiscal policies and to contribute to its execution. The fact that the banking sector is a good location
and active in country enables the economies of the country to have a strong and active structure. At the
same time, banks, which play an important role in transforming savings into investments, are expected
to make significant contributions to economic development. In addition, the banking sector is considered
as an important source of finance for many businesses. In this sense, it will support the further
development of the functions and activities of the organization in which the banks' financial performance
increases. Banks within the country; it is a source of funding for the development of new ideas and better
business opportunities. Ayrica, bankalar ulusal ekonomilerin gelismesinde énemli rol oynamaktadr.
Unlike other economic sectors, the banking sector also determines the distribution of resources and acts
as a financial intermediary. This situation shows the difference of the banking sector from other
economic sectors and makes it a central position in the development of the country's economy. When
the asset size of financial institutions in Turkey is considered, the share of banks in the total sector is
82% as of December 2017. In addition, the resource and asset structure of the banks in our country has
spread over a wide area. According to the Association of Banks of Turkey, 32 percent of the shares of
state-owned commercial banks, the share of private owned banks, 33 percent, while the share of foreign-

owned commercial banks is 22 percent.

The financial performance of banks is important for investors, savings owners and all the circles that
are in contact with banks. When the researches in the field of banking are analyzed, all the banks in the

sector or the banks that can be included in different groups such as ownership, scale differences and

112



taking part in financial indices are analyzed. In this study, the five banking groups operating in Turkey
and in the TBB site, (2008-2018) financial performance in the ten-year period were evaluated. The
evaluation of financial performance was made by using PROMETHEE method which is one of the Multi
Criteria Decision Making (MCDM) methods. PROMETHEE method is a MCDM method in which
alternatives are evaluated based on preference functions through selected criteria. This evaluation is
carried out with binary comparisons. The aim of this study is to use multi-criteria decision making
methods; at the same time, it is a decision-making method that allows the selection of the best choice
among alternatives that depend on multiple criteria. The MCDM methods provide the ability to control
the decision-making mechanism in cases where the number of alternatives and criteria are high and to
obtain the decision result as easily and quickly as possible. Within the scope of this study, when the
financial ratios criteria that are effective in the financial performance evaluation process in banking
and the bank groups to be evaluated as alternatives are considered, the decision problem to be modeled
can be analyzed as a MCDM problem.

The purpose of this study is to analyze the financial performance of bank groups using PROMETHEE
which is one of the MCDM methods. In the study, the data set was calculated by calculating the change
rates of bank groups from 2008 to 2018. Data were obtained from statistical reports of the Tiirkiye
Bankalar Birligi. Financial ratios determined to measure the financial performance of the Bank's
groups; average asset profitability, average return on equity, liquid assets / total assets, liquid assets /
short term liabilities, total loans / total deposits, equity / total assets, total deposits / total assets, interest
income / total assets, interest income / interest expenses. Criterion weights were taken equally. Equal
criteria weights were included in the PROMETHEE method. Visual PROMETHEE program was used
in the implementation of PROMETHEE method. As a result of the analysis, bank groups were ranked.
In the analysis, the best performing bank group was foreign capital banks. Then, the best performing
banks were; private banks, state-owned banks, development and investment banks, and lastly, banks

that handed over savings deposit insurance funds.

As a result, while the change in the financial performance of the bank groups in the last 10 years has
generally decreased; Among the five banks, the banks with the best financial performance were foreign
capital banks. At the same time, this study is thought to be an alternative study in terms of data set, bank
groups, methods and criteria used to other studies evaluating bank performances by using MCDM
methods.

Keywords: Multi Criteria Decision Making, Bank, PROMETHEE, Performance, Financial Table

Ratios
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SIGORTA SEKTORUNDE DiJITAL DONUSUM, TURKIYE VE DUNYA UYGULAMALARI

DIGITAL CONVERSION IN THE INSURANCE SECTOR, APPLICATIONS OF TURKEY
AND WORLD

Nuriye VAROL"
Abdurrahman OKUR™

Hasim OZUDOGRU™

Ozet

Degisen tiiketici beklentisi ve ihtiyaglari, teknolojik ilerlemeler ve yerel pazardaki rekabetle birlikte
kiiresel rekabetle de basa ¢ikma zorunlulugu finansal teknolojilerin geligiminde biiyiik rol
oynamaktadir. Finansal hizmetlerden olan sigorta hizmetinin daha etkin ve verimli bir sekilde sunulmast
sigorta hizmetlerinde dijital doniistimii saglayan sigorta teknolojileri ile miimkiin gériinmektedir. Yapay
zeka, telematik, robot danmismanlik, blockchain gibi alanlar sigortacilikta finansal hizmetlerin
sunulmasinda daha ¢ok 6n plana ¢ikan yeni gelisim alanlaridir. Calismada dijital doniisiimde gelecegi
sekillendiren teknolojilerin sigorta sektoriinii nasil etkiledigi incelenmigstir. Dijitallesmede oldukca
onemli olan blockchain, telematik, yapay zeka, dronlar, robot danismanlik incelenmis, dijitallesme
stirecini nasil etkiledigi, sigorta sektoriindeki yeri ve énemi yorumlanmustir. Tiim bunlart icine alan
kiiresel anlamda onemli bir gelisme kaydetmis olan InsurTech yatirimlarinda Tiirkiye 'nin pay:
incelenmistir. Bu calismanmin amaci, sigorta sektoriiniin geligimi icin yeni teknolojiler ve uygulama
alanlarmmin neler olabilecegini ortaya koymaktir. Bu amag¢ dogrultusunda basariui iilke ve model
orneklerinden hareketle InsurTech alaninda iyi uygulamalar tegvik etmek ve kotii amagl uygulamalara
engel olmaya yonelik sistem, yapr ve modellemeye yonelik politik onermelere yer verilmektedir.
Calismanin sonucunda dijitallesmenin sigorta sektorii tizerindeki etkisi yorumlanmistir. Dijitallesme
sigorta sirketlerinin daha fazla veriye, daha hizli ve giivenilir ulasmasini saglamaktadir. Bu durumda
sirketlerin daha dogru visk analizleri ve hasar tespitleri yapmasini saglamaktadir. Gelisen yeni
teknolojilerle birlikte sigortacilar karmasik ve zaman alan islemleri daha kolay ve hizli yiiriitmeye

baslamislardir. Bununla beraber, dijitallesmeyle gelen siber riskleri 6nlemek ve olusabilecek hasart en
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aza indirmek igin yeni iirtinler gelistirilmistir. Tiirkiye’de bir¢ok firma miisteri hizmetlerinde yeni
teknolojileri kullanmaya baslamistir. Ornegin, hayat sigortalarinda aktif olan firmalar giyilebilir
teknolojilerden yararlanmaya baslamislardir. Dijital teknolojiler sayesinde tiim sigorta siiregleri hizla
degisirken, sigortacilar bildikleri iiriinii satmaya odaklanmak yerine, miisterinin ihtiyact olan
ozellestirilmis tiriin ve hizmetleri tespit etmek zorunda kalacaktir. Hasar stireci geleneksel yontem olan

tespit edip onarmaktan, tahmin edip onlemeye dogru yonelecektir.

Anahtar Kelimeler: Dijitallesme, Sigorta Sektorii, InsurTech, Telematik, Yapay Zeka, Robot

Danismanlik,

Abstract

Changing consumer expectations and needs, technological advances and the necessity to cope with
global competition as well as competition in the local market play a major role in the development of
financial technologies. Insurance services, which is one of the financial services, can be provided more
effectively and efficiently with insurance technologies that provide digital transformation in insurance
services. Artificial intelligence, telematics, robot consulting and blockchain are the new development
areas that are more prominent in the provision of financial services in insurance. In this study, it is
examined how the technologies that shape the future in digital transformation affect the insurance
sector. Blockchain, telematics, artificial intelligence, drones, robot consultancy, which are very
important in digitalization, are examined, how it affects the process of digitalization, and its place and
importance in the insurance sector are interpreted. In line with this aim, the policy proposals for
systems, structures, and modeling to promote good practices and prevent malicious practices are
included in the field of InsurTech based on successful country and model examples. As a result of the
study, the effect of digitalization on the insurance sector was interpreted. Digitalization enables
insurance companies to access more data, faster and more reliably. In this case, it enables companies
to make more accurate risk analyzes and damage assessments. With the development of new
technologies, insurers have begun to carry out complex and time-consuming transactions easier and
faster. In addition, new products have been developed to prevent cyber risks associated with digitization
and to minimize potential damage. customer service in Turkey for many companies began using new
technologies. For example, companies active in life insurance have begun to benefit from wearable
technologies. While all insurance processes change rapidly thanks to digital technologies, insurers will
have to identify customized products and services the customer needs instead of focusing on selling the
product they know. The damage process will move from detection and repair, the traditional method, to

prediction and prevention.
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Consulting,

TURKIYE’DE YENI NESIL KOOPERATIFLESME MODELI OLARAK SOSYAL
KOOPERATIFLER

SOCIAL COOPERATIVES AS A NEW GENERATION COOPERATIVE MODEL IN
TURKEY

Vildan Hilal AKCAY"

M. Burak UNLUONEN™

Yeni nesil kooperatifler kiiresellesme, teknolojik gelismeler ve rekabetci kosullarin itici giiciiyle
geleneksel tarimdan endiistriyel tarima gegis dolayisiyla ortaya ¢ikmugstir. Dolayisiyla yeni nesil
kooperatifcilik denildiginde akla ilk olarak tarum kooperatifleri gelmektediv. Zira yeni nesil
kooperatifler 1970°li yillarda seker pancart iireticilerinin érgiitlenmesi sonucu Amerika’da ortaya
ctkmugtir. Zamanla farkl iilkelerde tarim alaninda faaliyet gosteren yeni nesil kooperatifler, katma
degeri daha yiiksek tirtinler tiretmek suretiyle ortaklarinin pazarlama giiciinii artirmay: ve pazarlarin
daha giivenilir kilmayr amaglamislardir. Bu amag¢ goz oniinde bulunduruldugunda yeni nesil
kooperatifler literatiirde, kooperatiflerin uluslararasi tanimi, degerleri ve ilkelerini tasimamn yani sira
geleneksel kooperatif yapisini sirket degerleri ile birlestirerek kendine has bir ézellik kazanan, katma
deger yaratma prensibine dayali olup karliligi dne ¢ikaran kooperatifler olarak tamimlanmaktadir.
Bilhassa geligmis iilkelerde ortaya ¢ikan ve gelisen yeni nesil kooperatifler, literatiirde farkl isimlerle
arastirmalara konu edilmistir. Bu isimler; yeni dalga kooperatifler, katma deger yaratan pazarlama

kooperatifleri, kapali kooperatifler, belirli tiyeli birlikler seklinde orneklendirilebilir.

Yeni nesil kooperatiflerin yukarida bahse konu edilen amag, tanim ve farklilasan isimlerinden hareketle,
bunlar ile geleneksel kooperatifler arasinda bir takim farkliiklarin kacimilmaz oldugu asikardir. Bu
farkliliklar; kooperatifte demokratik yonetim ya da ortaklarin oy hakki, karlihga oncelik verme,

profesyonel yoneticilik, kooperatife girig sermayesinin miktari, suirlt ortaklik ya da kooperatife giris
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serbestiyeti, ortaklardan alinan iiriiniin svmrlandirilmasi, risturn dagitimi ya da yillik gelir fazlasinin
kullaniima bicimi, ortaklik hisselerinin alim ve satim sartlari, yonetim bicimi, pazarlama stratejilerinin
profesyonel ekipler tarafindan belirlenmesi hususlarinda goriilen farkliliklardir. Ancak bu farkhiliklarin
her geleneksel ve yeni nesil kooperatif icin gecerli olmadigint belirtmek gerekir. Ornegin; yeni nesil
kooperatiflerde tipki geleneksel kooperatiflerde oldugu gibi demokratik yonetim ilkesi geregi demokrasi,
“hisse bagina oy ” prensibi yerine “kisi basina 1 oy” prensibi ile saglanir. Fakat uygulamada bazi yeni

nesil kooperatiflerde ortaklik payina gére oy kullanma yoniinde egilimler oldugu belirtilmektedir.

Ulkemizde kendilerini yeni nesil kooperatif olarak tamimlayan kooperatif tiirlerine bakildiginda ise
bunlarin tarim sektoriinden ziyade farkli sektorlerde ozellikle hizmet sektoriinde faaliyet gosteren
orgiitler oldugu goze ¢arpmaktadr. Tiirkiye 'de yeni nesil kooperatif¢ilik ile ilgili aragtirmaya dayal
calismalar ¢ok az sayida olup, simdiye kadar bu konuda nitel bir ¢alisma tespit edilememistir. Bu
eksiklik, bu ¢alismamn hareket noktasi olmustur. Calismamizin amaci, Tiirkiye'de yeni nesil
kooperatiflesme modeli olarak karsimiza ¢ikan “sosyal kooperatifcilik” anlayisini incelemek ve

bunlarin giiclii ve zayif yonlerini tespit etmektir.

Sosyal kooperatifler, kooperatiflerin uluslararasi tanimi kapsaminda olup, bunlarin deger ve ilkelerini
benimsemenin yani sira kendilerine has degerlere de sahiptir. Bu degerler CICOPA (Comité
International des Coopératives de Production et Artisanales- International organisation of cooperatives
in industry and services) tarafindan yapilan ¢alismalar sonucunda 2011 yilinda Sosyal Kooperatiflerin
Diinya Standartlar: adli belgede tamimlanmistir. Buna gore sosyal kooperatiflerin ayirt edici ozellikleri
ve temel ilkeleri sunlardir: (1) Acik bir sekilde kamu yarari gézeten sosyal kooperatiflerin temel
hedeflerinden biri olan isgiiciine entegrasyon, tiretilen mal ve hizmetin niteligi ne olursa olsun kamu
yararina yapilan bir hizmet olarak addedilmektedir, (2) Kooperatifciligin uluslararasi ilkelerinden biri
olan “6zerklik ve bagimsizlik ilkesi” ile paralel olarak sosyal kooperatifler devlet disi aktorlerdir, (3)
Cok paydagh yonetisim yapisina sahip olmalarindan dolayi farkl paydas ve ortaklarin demokratik bir
sekilde katilimi ile yénetilirler, (4) Ozellikle is entegrasyonunu saglamak amaciyla dezavantajl isci
gruplarimi da yénetim yapisina etkin bir sekilde dahil edilmesini tesvik eder, (5) Ortaklara kar pay

dagitilmaz veya kdar payr dagitimi simirlandirilir.

Calismamizin amact dogrultusunda iilkemizde farkli alanlarda faaliyet géstermekte olan ve kendilerini
yeni nesil kooperatif olarak tamimlayan ii¢ farkl sosyal kooperatifin kurucu ortaklar: ile miilakat
yapilmustir. Bunlar Sumirli Sorumlu Geng Isi Egitim Bilimsel Arge Kooperatifi, Baska Bir Okul Miimkiin
(BBOM) Ayvalik Egitim Kooperatifi ve Sumirlt Sorumlu Ihtiya¢ Haritast Yardimlasma Fikri Miilkiyet
Haklart Ve Proje Danismanligi Kooperatifidir. Her bir kooperatif yetkilisi ile yapilan miilakatlarda

sorulmak iizere literatiir taramasi neticesinde otuz soru olusturulmustur.
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Elde edilen bulgular 1siginda Tiirkiye’'de kendilerini yeni nesil kooperatif¢ilik 6rnegi olarak tanitan
sosyal kooperatiflerin yapisal ozellikleri, geleneksel kooperatiflerden farkliliklari, giiclii ve zayif yonleri
belirlenmistir. Bu bulgulara gére, yetkililere ile miilakat yapilan sosyal kooperatifler ile geleneksel ve
kooperatifler arasindaki temel farkliliklar sunlardir: (1) Giris sermayesi, geleneksel kooperatiflere gére
daha diisiiktiir, (2) Ortaklik, kooperatifin ihtiyag, hedef ve menfaati dogrultusunda ana sozlesmesinde
diizenlenerek simirlandirilabilmektedir, (3) Stmirsiz bir iiretim (alim) soz konusu degildir, (4) Risturn,
geleneksel kooperatiflerin aksine, yoktur, (5) Ortaklik hisselerinin alimi ve satimi soz konusu degildir,
(6) Yonetim bicimi: Yatay iliskive dayali, hiyerarsiye dayali olmayan, iiyelerinin yetkinliklerini
artirmayt ve ortak karar alma prensibini esas alan yonetisimdir, (7) Ortaklart profesyonel kisilerden
olusmakta, pazarlama stratejileri de bu kisiler tarafindan belirlenmektedir, (8) Genellikle yillik stratejik
plan belirlenmektedir.

Yapilan miilakatta yetkililer, toplumun geneline hitap etmesi, sosyal sorunlara alternatif ¢oziim
tiretmesi, kamu ve 6zel sektorle basarili igbirlikleri yapmis olmalari sosyal kooperatiflerin gii¢lii yonleri
olarak belirtilmistir. Ortak sayisimin azligi sosyal kooperatiflerin zayif yonii; kiiresel diizeyde yasanan
yonetisim krizleri, yerellesme siirecinin hizlanmasi, dayanisma ekonomisinin giiclenmesi sosyal
kooperatiflere yonelik firsatlar; Tiirkiye de heniiz bir Sosyal Kooperatifcilik mevzuati bulunmamasi ve
beraberinde finansman sorunun ortaya ¢ikmasi ise bu kooperatiflere yonelik tehditler olarak
belirtilmigtir.

Anahtar Kelimeler: Yeni nesil kooperatifler, Sosyal kooperatifler

Abstract

The new generation cooperatives emerged as a result of transition from traditional agriculture to
industrial agriculture with the driving force of globalization, technological developments and
competitive market conditions. Therefore, agricultural cooperatives come to mind when new generation
cooperatives are mentioned, first emerging in US in 1970s as a result of the organization between sugar
beet producers. In time, the new generation cooperatives in the field of agriculture among different
countries aimed to increase the marketing power of their partners and make their markets more reliable
by producing higher value added products. New generation cooperatives are described as cooperation
that combine traditional cooperative structures with company values, gaining a unique characteristic,
and prioritizing profitability based on the value-added principle. Emerging in developed countries new
generation cooperatives have been researched under different names in the literature. Some of those
can be referred as; new wave cooperatives, value added marketing cooperatives, closed type

cooperatives, certain member associations.

Based on the purpose, definition and differentiating names of the new generation cooperatives

mentioned above, it can be seen that there are some differences between these and traditional
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cooperatives. These differences are; democratic management of the cooperative or the voting rights of
the partners, priority of profitability, professional management, the amount of initial investment,
unlimited partnership, limiting the product purchased from the partners, patronage dividend or the way
of using the annual surplus, the conditions of buying and selling of partnership shares, management
style and marketing strategies being determined by professional teams. However, it should be noted that
these differences cannot be applied to every traditional and new generation cooperative. To give an
example, like traditional cooperatives, democracy is achieved by “one vote per person” principle
instead “one vote per share” principle as required by democratic administartion norms in the new
generation cooperatives. However, in practice, it is stated that there are tendencies in some new

generation cooperatives to vote according to the share of partnership.

It is observed that the types of cooperatives that define themselves as new generation cooperative
operate in different sectors, especially in the service sector, rather than in the agricultural sector. There
are a few studies on new generation cooperatives in Turkey, and a qualitative study on this issue could
not be identified. This gap was the motivator of this study. The scope of our study is to examine the
concept of "social cooperatives” as an emerging generation cooperative model in Turkey and identify
their strengths and weaknesses.

Having the cooperatives’ international definition, distinct values and principles, social cooperatives
have their own values. As a result of the studies carried out by CICOPA (Comité International des
Coopératives de Production et Artisanales - International organization of cooperatives in industry and
services), these values were defined in World Standards of Social Cooperatives in 2011. Accordingly,
the distinctive features and basic principles of social cooperatives are as follows: (1) They explicitly
define a general interest mission as their primary purpose and carry out this mission directly in the
production of goods and services of general interest, (2) In abidance with the 4™ cooperative principle
(autonomy and independence), social cooperatives are non-state entities, (3) A governance structure
potentially or effectively based on multi-stakeholder membership is ad important characteristic of social
cooperative, (4) Worker-members should be represented at every possible level of the governance
structure of a social cooperative. The representation of worker members should be higher than one third
of votes in every governance structure, (5) Social cooperatives practice limited distribution or non-

distribution of surplus.

To achieve our goal, we had interviews with the cofounders of three different social which operate in
three different fields and defined themselves as new generation cooperatives in our country. These are
called as Stmirli Sorumlu Geng Isi Egitim Bilimsel Arge Kooperatifi, Baska Bir Okul Miimkiin (BBOM)
Ayvalik Egitim Kooperatifi, Stnirli Sorumlu Ihtivag Haritas: Yardimlasma Fikri Miilkiyet Haklar: ve
Proje Damigmanligi Koopertifi. Thirty questions were prepared to be asked as a result of the literature

review.
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In light of the findings obtained, the structural features, the strengths and the weaknesses of social
cooperatives who introduced themselves as new generation cooperatives in Turkey were identified: (1)
Initial investment is lower than traditional cooperatives, (2) The partnership may be limited to regulate
it in the articles of association in line with the needs, objectives and interests of the cooperative, (3)
There is no unlimited production purchase exist (4) Patronage dividend, unlike traditional
cooperatives, does not exist, (5) No buying and selling of partnership shares, (6) Management style
based on horizontal, and non-hierarchical relationships, the principle of increasing the competence of
its members and shared decision-making principle, (7) Its partners are professional people who

determines marketing strategies, (8) Annual strategic plan is determined in general.

In the interview, the co-founders stated addressing to general public, producing alternative solutions to
social problems, and having successful cooperation with the public and private sectors as strengths of
social cooperatives. Having low number of partners is stated as a weakness of social cooperatives.
Besides, governance crises at global level, acceleration of localization process and strengthening of
solidarity economy were stated as opportunities for social cooperatives. And also, the emergence of
financial problems and the absence of a Social Cooperative legislation are mentioned in Turkey can be
considered as threats to social cooperatives

Keywords: New generation cooperatives, Social cooperatives
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EBEVEYNE YABANCILASMA SENDROMUNUN(EYS’NiIN) EBEVEYN-COCUK
UZERINDEKI ETKILERI

EFFECT OF PARENTAL ALINETION SYNDROME ON PARENT AND CHILD

*

Rabia iINCi

Cengiz KILIC
Giilay GUNAY™

Ozet

Aile, toplumu meydana getiren iglevsel kurumlarin temelidir. Ailenin islevselligi bozuldugunda ¢atisma
ve kriz durumu ortaya ¢ikabilmekte ve bu kriz durumuyla bas edemeyen ciftler bosanmayr tercih
edebilmektedirler. Bosanma, tiim bireyleri olumsuz etkilese de bu durumdan en ¢ok cocuklar zarar
gormektedir. Ebeveyne yabanciasma sendromu, genellikle cocugun velayeti ile ilgili anlasmazliklarda
ortaya ¢ikan bir bozukluk-hastalik-rahatsizliktir. Ebeveyne yabancilasma sendromunun temel ozelligi,
cocugun genellikle ¢cok ¢ekismeli bir bosanma nedeniyle ebeveynlerden biriyle (tercih edilen ebeveyn)
bir ittifak ongormesi ve diger ebeveynle (reddedilen ebeveyn) iligkiyi mesru gerekce gostermeden
reddetmesidir. Programlayan (beyin yikayan) ebeveynin asiladiklar: ile ¢cocugun kendi katkilarinin
karigimi sonucu, hedeflenen ebeveyni kotiileme seklinde meydana gelir. Cocugun birlikte ikamet ettigi
ebeveyn tarafindan beyni yitkanarak diger ebeveynin diisman oldugunu zannetmesi saglanir. Cocugun
yabancilasan ebeveyne karsi inkar kampanyasim yiiriitmesindeki birincil amag¢ diger ebeveynin

mahkemede baski olusturmak istemesidir. Cocugun hedef ebeveyne karsi diismanhgr ve

* lviiksek Lisans Ogrencisi, Karabiik Universitesi Iktisadi ve Idari Bilimler Fakiiltesi, Sosyal Hizmet Béliimii,
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programlanmasi hakimin yabancilastirilan ebeveyne velayeti verme olasiligini azaltacaktir. Hedef
ebeveyne yabancilasan ¢ocuk, birlikte yasadigi ebeveynin etkisiyle genis ailesine de
yabancilasabilmektedir. Bu durum aile baglarinin zayiflamasina ve ¢ocugun birlikte yasadigi ebeveyne

bagimli olmasina sebebiyet vermektedir.

Ebeveyne yabancilastirma sendromu hafif, orta, siddetli olmak iizere ii¢ derece etkisini gostermektedir.
Hafif diizeyde, yabancilasma nispeten yiizeyseldir, ¢cocuklar temel olarak ziyaretle isbirligi yapar, ¢ocuk
magdur olan ebeveynden hosnutsuzluk icindedir. Orta diizeyde, yabancilasma daha zorlayici, ¢ocuklar
daha yikicidir. Cocuklar daha saygisizdir ve inkar etme kampanyasi neredeyse siirekli olabilmektedir.
Siddetli diizeyde ise ¢ocugu ziyaret etmek imkansiz olabilmekte, bu nedenle ¢ocuklar, nefret edilen
ebeveynlere karsi fiziksel olarak siddet gosterecek kadar diismandirlar. Yabancilagma olgusuna katilan
ebeveynlerin, ¢ocuklarin ozerk davranislari engelleyebilecekleri ve ¢ocuklarinin ihtiyaglarina karsi

duyarsiz olabilecekleri muhtemeldir.

Ebeveyne yabancilasma sendromu ¢ocukta davranmigsal, bilissel ve duygusal bozukluklara neden
olabilmektedir. Ebeveyne yabancilasan c¢ocuklarda aile i¢i iletisim sorunlari, sucluluk, yeme
bozukluklari, egitimde basarisizlik, anksiyete, panik atak, cinsel kimlik problemleri, obsesif- kompiilsif
davrams, akran zorbaligi, ifke kontrolsiizliigii, diirtii kontrolii eksikligi, benlik saygist diistikliigii,
giivensiz baglanma, tek ebeveyne bagimli olma, depresyon, intihar diistincesi ve uyku diizensizligi

goriilebilmektedir.

Ebeveyne yabancilasma sendromunun olusumunda, geligiminde, onlenmesinde ve tedavi edilmesinde
sosyal hizmet miidahalelerinin 6nemi asikardir. Ebeveyne yabancilasma sendromu vakalarinda bir¢ok
miidahale yontemi kullamilabilmektedir. Aile ve ¢ocuk refahimi arttirmak amaciyla sosyal ¢alisma
gorevlilerinin (6gretmen, cocuk gelisim uzmanlari, aile ve tiiketici bilimi uzmanlart, psikolojik danigman
ve rehberlik uzmanlari, psikologlar ve sosyal hizmet uzmanlari) multi-disipliner olarak ¢alismast
gerekmektedir. Ebeveyne yabancilasma sendromunun ¢ocuk tizerindeki olumsuz etkilerini asgari diizeye
diisiirmede “sorun ¢ozme yaklasumi” etkili olabilmektedir. “Empati” ise sosyal hizmet uzmaninin
cocuga yaklagmasinda, onunla giivenli bag kurmasinda ve degerlendirme siirecinin saglikli ge¢mesinde
etkilidir. Ebeveyne yabancilasma sendromu vakalarinda arabuluculuk yapan uzman, her iki ebeveyni
de ayr1 ayri dinleyerek sorunun dogru algilanmasina, ebeveyn-¢ocuk arasindaki iletisimin giiclenmesine
yardimcr olmaktadir. Arabuluculuk hizmetinden sonra ¢ocuk, hedef ebeveyne karsi on yargilarindan
kurtulabilmekte, ona karst diismanca tutumundan vazgecebilmekte, birlikte ikamet ettigi ebeveynin
psikolojik baskisindan kurtulabilmekte ve hedef ebeveynle goriisme talebinde bulunabilmektedir.
Yapilan goriismede, sosyal hizmet uzmam tarafindan hedef ebeveynin giiclii yonlerinin vurgulanmast

cocugun yabancilasma derecesini azaltmada etkili olmaktadtr.

Ebeveyne yabancilagma sendromunu “énleme” ¢alismast bu sendromu “tedavi etme” asamasina gore

daha az maliyetli ve daha az zaman alan bir yontemdir. “Ebeveyn ve Cocuk Egitim Programlari,
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Psikoterapi, Aile Kopriileri, Aile Yansimalari, Grup Tedavisi, Aile Sorunlarimn Asilmast Icin Kamp”
diinyada kullanilan ebeveyne yabancilasma sendromunu onleme ve tedavi etme ¢alismalari arasinda
yer almaktadir. Ebeveyn ¢atismalari sonucu ortaya ¢ikabilen ebeveyne yabancilasma sendromu hem
ebeveynler hem de c¢ocuklar icin ruhsal ve sosyal agidan ciddi bir sorundur. Cocuk agisindan
ebeveyniyle goriisemedigi, ona ulasamadigr ve hatta ona karsi orselendigi durum, duygusal tacizin
temel gostergesi ve ¢cocuk hakki ihlalinin boyutunu tamimlamaktadir. Ebeveyne yabancilagma sendromu
tanisi koyulurken genis ailenin incelenmesi gerekmektedir. Bu siirecte cevresi icinde birey anlayisiyla
calisan sosyal hizmet uzmanlarina ihtiyag vardr. Tiim diinyada 25 Nisan “Ebeveyne Yabancilasma
Sendromu” farkindalik giinii diizenlenmektedir. Bu giiniin tilkemizde de farkindalik giinii olarak kabul

edilmesi onerilmektedir.

Anahtar Kelimeler: Ebeveyne yabancilasma, Yabancilasma, Yabancilagma sendorumu, Ebeveyn-

cocuk

Abstract

Family is the foundation of functional institutions that make up society. When the functionality of the
family is impaired, conflict and crisis situations may occur and couples that cannot cope with this crisis
may choose to divorce. Divorce; although it affects all individuals negatively, children suffer the most
from this situation. Parent alienation syndrome is a disorder-illness-disease that usually arises in
disputes related to child custody. The main feature of the alienation syndrome from the parent is that
the child often foresees an alliance with one of the parents (the preferred parent) due to a highly
contentious divorce and rejects the relationship with the other parent (rejected parent) without
legitimate justification. It occurs in the form of disparaging the targeted parent as a result of a mixture
of impressing the ideas of the programming (brainwashing) parent and the child's own contributions.
The child is brainwashed by the parent he / she lives with to ensure that the other parent is assumed to
be an enemy. The primary aim of the child in running the denial campaign against the alienating parent
is that the other parent wishes to exert pressure on the court. The hostility and programming of the child
towards the target parent will reduce the possibility of the judge giving custody to the alienated parent.
The child, alienated from the target parent, can also be alienated from his extended family under the
influence of the parent who lives with child. This situation weakens the family ties and causes the child

to depend on the parent they live with.

Parent alienation syndrome shows three-degree effects: mild, intermediate and severe. On a mild level,
alienation is relatively superficial, children mainly cooperate with visits, and the child is dissatisfied
with the victimized parent. At the intermediate level, alienation is more compelling and children are

more destructive. Children are more disrespectful and the denial campaign can occur consistently. At
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the severe level, it may be impossible to visit the child, so children are hostile enough to physically abuse
the hated parents. It is likely that the parents involved in the alienation phenomenon may disallow

children's autonomous behavior and be insensitive to their children's needs.

Parent alienation syndrome can cause behavioral, cognitive and emotional disorders in children.
Communication problems within the family, guilty thoughts, eating disorders, education failure, anxiety,
panic attacks, sexual identity problems, obsessive-compulsive behavior, peer bullying, anger
uncontrollability, lack of impulse control, low self-esteem, insecure attachment, dependence to single
parents, depression, suicidal ideation and sleep disorders can be seen in children who are alienated

from their parents.

The importance of social work interventions is evident in the formation, development, prevention and
treatment of alienation syndrome. Many intervention methods can be used in cases of parent alienation
syndrome. In order to increase family and child welfare, social workers (teachers, child development
specialists, family and consumer science experts, psychological counselors and guidance specialists,
psychologists and social workers) should work in a multi-disciplinary manner. The problem-solving
approach may be effective in minimizing the negative effects of alienation syndrome on the child. Also
empathy is effective for the social worker to approach the child, to build a secure bond with him / her
and to make the assessment process healthy. Specialist who mediates cases of parent alienation
syndrome; by listening to both parents separately, it helps to perceive the problem correctly and
strengthen the communication between parent and child. After mediation, the child can get rid of
prejudices against the target parent, give up his hostile attitude towards him, get rid of the psychological
pressure of the parent he lives with, and request to meet with the target parent. Emphasis on the
strengths of the target parent by the social worker in the interview was effective in reducing the degree

of alienation of the child.

Preventing alienation syndrome is less costly and less time consuming than the treatment of this
syndrome. Parent and Child Education Programs, Psychotherapy, Family Bridges, Family Reflections,
Group Therapy, Family Overcome Camps are among the efforts to prevent and treat alienation
syndrome in worldwide. Parent alienation syndrome, which may arise as a result of parental conflicts,
is a serious psychological and social problem for both parents and children. From a child's point of
view, the situation in which he cannot meet and reach his parents or even abused against them defines
the basic indicator of emotional abuse and the extent of the violation of the child's right. When the family
is diagnosed with alienation syndrome, the extended family should be examined. In this process, there
is a need for social workers who work with an understanding of the individual within their environment.
In April 25, Parenting Alienation Syndrome awareness day is organized all over the world. It is

recommended that this day be accepted as an awareness day in our country.

Keywords: Alienation to parents, Alienation, Alienation syndrome, Parent-child
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SiIGORTACILIKTA YENIi NESiL TEKNOLOJILERIN KULANIMI: INSURTEK

USE OF NEW GENERATION TECHNOLOGIES IN INSURANCE: INSURTECH

Yavuz DEMiRDOGEN"

Ozet

Insurtek terimi sigorta endiistrisinde miisteri, isletme ve is model sorunlarini yenilik¢i ve teknoloji odakl
yontemlerle ¢ozmeyi tammlamaktadur. Insurtek firmalart diriinlerini veri analizi, sensérler, giyilebilir
teknoloji ve mobil telefonlar ile kisisellestirerek miisterilerin ihtiyaglarina cevap vermeyi
amaglamaktadir. Gelisen ve degisen teknoloji sigorta sektoriine bu yolla farkli bir bakis agist ve ivime

kazandirmistir.

Insurtek firmalarimin %70°i sigorta sektériiniin icinden gelmemektedir. Fakat bu sirketler, nesnelerin
interneti ile topladiklar: biiyiik veriyi yapay zekd kullanarak analiz eden, risk 6l¢iimiinii yapan ve daha
oznel iiriinler onerebilen sistemler kurgulamaktadir. Bu sebeple sigorta sirketleri fintek ve insurtek
firmalariyla birlikte ¢calismak durumundadir. Bu amacla 2019 'un birinci ¢eyreginde diinya genelinde
1,42 milyar dolarlik anlagsma yapilmistir. 2017 de Insurtek sektoriiniin %100 den fazla biiyiidiigii ve
1000°den fazla girigimin basladig: diisiiniildiigiinde sektoriin gelecegi fark edilecektir.

Acenteleri ortadan kaldiran akilli kontratlar, anlik veri toplamayr saglayan mobil teknolojiler ve
analizini hassas gekilde yapan biiyiik veri analiz yontemleri geleneksel sigortacilik sektoriiniin yetersiz
kalacagimin gostergesidir. Bu ¢calismada Insurtek firmalarimin kullandig teknolojiler ve giiniimiizdeki
konumu analiz edilerek gelecekte olabilecek yenilikler ve sektoriin gelecegi iilkelerden orneklerle ele

alinacaktir.

Anahtar Kelimeler: Insurtek, Sigortacilik teknolojisi, Finansal teknolojiler, Sigortacilik

Abstract

Insurtech is a term used for describing innovative and tech-centric ways of solving customer, firm and

business model problems in the insurance industry. Insurtech companies aim to respond to the needs of
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customers by personalizing their products with data analysis, sensors, wearable technology and mobile

phones. By this way, the developing and evolving technology and acceleration to the insurance sector.

Almost %70 of insurtech companies are not based from the insurance industry. However, these
companies can construct systems that analyze big data that are collected by internet of things (1oT) with
artificial intelligence (Al), measure risk scores, and offer more nominative systems. For this reason,
insurance companies have to collaborate and coordinate with fintech and insurtech. For this
collaboration, a total value of $1,42 billion deals were ended in 2019Q1. Insurtech entrepreneurships

has grown more than %2100 in 2017 and more than 1000 initiatives have started.

Smart contracts that eliminate agencies, mobile technologies that enable instant data collection, and
big data analysis methods that perform analyzing precisely indicate that traditional insurance industry
will be inadequate. In this article, the technologies used by insurtech companies and their current
position will be analyzed and future innovations and country specific examples of the future of this sector

will be discussed.

Keywords: Insurtech, Insurance technology, Financial technologies, Insurance

BIiLINCLi TUKETIM DAVRANISLARINI ETKILEYEN SOSYO-EKONOMIK
FAKTORLERIN iINCELENMESi: UNIiVERSITE OGRENCILERi UZERINE BiR CALISMA

INVESTIGATION OF SOCIO-ECONOMIC FACTORS AFFECTING CONSCIOUS
CONSUMPTION BEHAVIORS: A STUDY ON UNIVERSITY STUDENTS

Cengiz KILIC”
Ayfer AYDINER BOYLU"
Giilay GUNAY™

Ozet

Modern yasamin gerektirdigi ilerleme ve geligsmelere baglit olarak, ekonomik biiyiime, teknolojik
gelismeler, degisen kiiltiirel ve sosyal faktorler toplumda var olan tiiketim kaliplarinda biiyiik
degismelerin yasanmasina yol agmaktadir. Insanligin var olmasiyla beraber baslayan tiiketim siireci
yasamin devamliligi icin gerekli bir arag iken, modern diinyada insanlarin en onemli amact haline

gelmistir. Tiiketim yalnizca birinci dereceden ihtiyaclarin karsilanmasi degil, sosyal ve kiiltiirel bir olgu

*Dr. Ogr. Uyesi, Atatiirk Universitesi, Agikdgretim Fakiiltesi, Sosyal Hizmetler Boliimii, cengizkilic@atauni.edu.tr
" Dog. Dr., Karabiik Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Sostal Hizmet Béliimii, ggunay@karabuk.edu.tr
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olarak da degerlendirilmektedir. Tiiketimin bu kadar é6nemli bir boyuta ulasmasi, beraberinde “biling”
kavraminin 6nemini ve tiiketim davramsindaki yerini giindeme getirmistir. Tiiketim olgusu biling ile
birlikte ele alindiginda kontrol edilebilir bir davranis haline gelir. Bilingli tiiketim, tiiketicinin
haklarimin farkinda olarak cevreye ve topluma karsi sorumluluk duygusu hissederek, savurganlik ve
israftan uzak bir sekilde yaptigi tiiketim olarak tanimlanabilir. Bu ¢calismada lisans 6grencilerinin farkl
S0Syo-ekonomik ozelliklerinin bilingli tiiketim davranist tizerine etkisinin incelenmesi amag¢lanmaktadur.
Belirlenen bu amag dogrultusunda arastirmanin evrenini Ankara ilinde 6grenim goren iiniversite
ogrencileri olusturmaktadir. Ornekleme alinacak lisans Ogrencilerin belirlenmesinde érneklem
genisligi formiiliinden yararlamlmistir (n=383). Ancak olast aksakliklar nedeniyle aragtirmacilar
tarafindan 450 lisans égrencisinin arastirma kapsamina alinmasina karar verilmistir. Ornekleme
alinacak iiniversite 6grencilerinin se¢iminde herhangi bir ornekleme yontemi tercih edilmemistir.
Arastirmamn orneklemini %88.9 katilim orani ile 400 ogrenci olusturmustur. Calismada veri toplama
araglari olarak demografik bilgi formu ile Bugday ve Babaogul (2017) tarafindan gelistirilmis olan dort
alt boyuttan ve 25 maddeden olusan Bilin¢li Tiiketici Olgegi kullanilmistir. Bilingli Tiiketici Olceginin
alt boyutlart (¢evre bilingli tiiketim, etik tiiketim, sade tiiketim, sosyal sorumlu tiiketim) ile bagimsiz
degiskenler arasindaki iliskiyi test etmek icin t-testi ve tek faktorlii varyans analizi uygulanmigtir.
Bilingli Tiiketim Olceginin alt boyutlarindan cevre bilingli tiiketim boyutu ile demografik degiskenlerden
cinsiyet (t=3.947; sd=398; p<0.05) ve aylik har¢hk diizeyine iliskin alg1 (F=2.598, sd=4-395;p<0.05)
arasinda anlamli bir farkhilik oldugu gézlemlenmistir. Ogrencilerin etik tiiketim alt boyutu puan
ortalamalart ile demografik degiskenlerden aylik har¢lik miktari (F=3.077; sd=2-397,p<0.05), aylik
har¢hk diizeyine iliskin algi (F=4.264; sd=4-395;p<0.05) ve har¢lhigin en ¢ok harcandigi alan
(F=2.314; sd=5-394,p<0.05) arasinda anlamli bir iliski vardir. Bilingli tiiketim dl¢eginin alt
boyutlarindan sade tiiketim boyutu ile cinsiyet (t=-3.986, sd=398,p<0.05), yas (F=6.892; sd=2-
397,p<0.05), 6grenim goriilen iiniversitenin niteligi (t=2.500, sd=398, p<0.05), aylik har¢lik miktar
(F=10.468; sd=2-397,;p<0.05), har¢lik diizeyi algist (F=2.903; sd=4-395; p<0.05) ve har¢ligin en ¢ok
harcandigr alan (F=5.382, sd=5-394, p<0.05) arasindaki iligkinin 6nemli oldugu belirlenmigtir. Diger
taraftan sosyal sorumluluk alt boyutu ile demografik degiskenlerden sadece cinsiyet (1=2.549;
sd=398,p<0.05) ve ogrenim goriilen tiniversitenin niteligi (t=2.058,; sd=398,;p<0.05) arasindaki iligki
anlamhdir. Ogrencilerin Bilingli Tiiketici Olcegi ve alt boyutlarina iliskin puan ortalamalar: ailenin
aylik ortalama gelir diizeyi, ogrencilerin ailelerinin gelir diizeylerine iliskin algilari, annenin ve
babanin dgenim durumu agisindan farklhilasip farklilagmadigr da incelenmistir. Cevre bilingli tiiketim
boyutu puan ortalamast ile dgrencilerin ailelerinin aylik ortalama gelir diizeyleri arasindaki iliski
istatistiksel olarak onemlidir. Cevre bilingli tiiketim boyutunun puan ortalamalari ile annenin ogrenim
durumu arasindaki iliski anlaml farklilik olusturmaktadir (F=2.326; sd=7-384). Etik tiiketim alt
boyutunun puan ortalamalart ogrencilerin ailelerinin aylik ortalama gelir diizeyleri ag¢isindan
onemlidir (F=3.275; sd=2-397;p<0.05). Annenin ogrenim durumu ile etik tiiketim puanlart arasinda

anlaml bir iliski bulunmaktadir. Ogrencilerin sade tiiketim boyutunun puan ortalamalar: ve bagimsiz
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degiskenlerden ailenin aylik ortalama gelir diizeyi (F=10.468; sd=2-397;,p<0.05), ogrencilerin
ailelerinin gelir diizeylerine iliskin algilar: (F=5.701; sd=4-395,p<0.05), annenin ogrenim durumu
(F=3.531;50=7-384; p<0.05) ve babamn égenim durumu (F=2.702; sd=7-382; p<0.05) arasinda
anlamli farklihik oldugu saptanmuistir. Bilingli Tiiketim Olgeginin son alt boyutu olan sosyal sorumlu
tiiketim puan ortalamalart istatistiksel olarak iligki aranilan degiskenlerden sadece babanin 6grenim

durumu (F=2.468; sd=7-382, p<0.05) ile anlamli bir iligkiye sahiptir.

Anahtar Kelimeler: Universite ogrencileri, Tiiketim, Bilingli tiiketim, Bilingli tiiketim davramslart,

Osrencilerin bilingli tiiketim davranislan

Abstract

Depending on the development and progress required by modern life, economic growth, technological
developments, changing cultural and social factors lead to major changes in the existing consumption
patterns in society. While the consumption process that started with the existence of humanity is an
essential tool for the continuity of life, it has become the most important aim of people in the modern
world. Consumption is not only considered as a need but also regarded as a social and cultural
phenomenon. The fact that consumption has become a significant element has brought the importance
of the concept of consciousness and its place in consumption behavior into the agenda. Consumption
becomes a controllable behavior when taken together with consciousness. Conscious consumption can
be defined as the consumption of the consumer, which is aware of the rights of the consumer and feels
responsible for the environment and society, without wasting and wasting. The objective of this study is
to investigate the effect of different socio-economic characteristics of undergraduate students on
conscious consumption behavior. For this purpose, the universe of the study consists of the students at
the universities in Ankara. In order to determine the undergraduate students to be sampled, the formula
number of individuals known sample width of population was used (n=383). However, it was decided
by the researchers that 450 undergraduate students should be included in the research due to possible
problems. No sampling method was preferred in the selection of university students to be sampled. The
sample of the study consisted of 400 students with 88.9% participation rate. Demographic data form
and Conscious Consumer Scale consisting of 25 sub-dimensions and 25 items developed by Bugday and
Babaogul (2017) were used as data collection tools. In order to test the relationship between the sub-
dimensions of the Conscious Consumer Scale (environmental conscious consumption, ethical
consumption, simple consumption, socially responsible consumption) and independent variables, t-test
and one-factor analysis of variance were applied. Among the sub-dimensions of the Conscious
Consumption Scale, there was a significant relationship between the environmental conscious
consumption dimension and gender (t=3.947; df=398; p<0.05) and monthly income level (F=2.598;
df=4-395; p<0.05) differences were observed. There is a significant relationship between the mean

score of the sub-dimension of students' ethical consumption and the amount of monthly income from
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demographic variables (F=3.077; df=2-397; p<0.05), perception of monthly income level (F=4.264;
df=4-395; p<0.05), and the area where income is spent most (F=2.314; df=5-394; p<0.05). It was
determined that the relationship is significant between the area where it is spent much (F=5.382, df=5-
394; p<0.05), and the sub-dimensions of the conscious consumption scale, namely simple consumption
dimension and gender (t=-3.986, df=398; p<0.05), age (F=6.892; df=2-397; p<0.05), the quality of
the university (t=2.500, df=398, p<0.05), monthly income amount (F=10.468; df=2-397; p<0.05),
perception of income level (F=2.903; df=4-395; p<0.05). On the other hand, social responsibility was
related only gender (t=2.549; df=398; p<0.05) and the quality of university (t=2.058; df=398; p<0.05)
among demographic variables. It was also examined whether the students' average scores of the
Conscious Consumer Scale and its sub-dimensions differed in terms of the monthly average income level
of the family, the students' perceptions of their families' income levels, and whether the mother and
father differed in terms of educational status. The relationship between the mean level of environmental
conscious consumption dimension and the monthly average income levels of the students' families is
statistically significant. The relationship between the mean scores of the environmentally conscious
consumption dimension and the education level of the mother constitutes a significant difference
(F=2.326; df=7-384, p<0.05). The mean scores of the ethical consumption subscale were significant in
terms of monthly average income levels of the students' families (F=3.275; df=2-397; p<0.05). There
is a significant relationship between mother's educational status and ethical consumption scores. There
is also a significant different between the mean scores of the simple consumption dimension of the
students and the monthly average income level of the independent variables (F=10.468; df=2-397;
p<0.05), the students 'perceptions of their families' income levels (F=5.701; df=4-395; p<0.05) ),
mother's educational status (F=3.531; df=7-384; p<0.05) and father's educational status (F=2.702;
df=7-382; p<0.05). Socially responsible consumption score, which is the last sub-dimension of the
Conscious Consumption Scale, has a significant relationship only with the education level of the father
(F=2.468; df=7-382; p<0.05).

Keywords: University students, consumption, Conscious consumption, Conscious consumption

behaviors, Conscious consumption behaviors of students
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TARIM SEKTORUNUN ONEMIi VE EKONOMIDEKI YERIi: TURKIYE ORNEGI

THE SiGNiFiCANCE OF AGRICULTURAL SECTOR AND ITS POSITiON IN ECONOMY:
THE CASE OF TURKEY

Nergiz ERDEM

Ozet

Tarum sektorii bir tilkenin ekonomik ve toplumsal olarak kalkinmasinda stratejik bir dneme sahiptir.
Tarum sektoriiniin bir iilkeye en temel katkisi niifusun beslenmesi i¢in gida ihtiyacum karsilamaktir
sonrasinda ise; milli gelir ve istihdama olan katkisi, sanayi sektorii i¢cin hammadde ihtiyacini
karsilamasi, ihracata dolayli ve dogrudan katki saglamasi gibi etkenler tarim sektoriiniin 6nemini
gostermektedir. Ulkelerin ekonomik olarak refah seviyesine ulasmasi ve kalkinmast icin bu sektor

vazgegilmez niteliktedir.

Tiirkiye cografi konumu ve verimli topraklariyla tarim iilkesi denilebilecek bir gecmise ve kiiltiire sahip
olmasina ragmen giintimiizde degisen tarum politikalari, sanayilesme ve konut sektoriiniin geligsmesi
tarim sektoriinii olumsuz etkilemis ve tireten ¢iftci sayist ile tarim alanlart da azalmistir. Bu ¢alismada
tarim sektoriiniin onemi ve ekonomik kalkinma iizerindeki etkisi tizerinde durulmus ve Tiirkiye de

tarimin mevcut durumu ve sorunlarina deginilmistir.

Anahtar Kelimeler: Tarum sektori, Ekonomik Gelisme, Tiirkiye, Tarim Politikalari, Tarimsal
Kalkinma

Abstract

The agricultural sector has a strategic importance in the economic and social development of a country.
The main contribution of the agricultural sector to a country is to supply the food need for the nutrition
of the population.Furthermore contribution provided to national income and employment, supply the
raw material requirement for the industrial sector, factors such as indirect and direct contribution to
exports indicate the importance of agriculture sector. This sector is indispensable for the economic

prosperity and development of countries.

Although Turkey has a history and culture that could be called agricultural country with geographical
location and fertile land today's changing agricultural policies, development of the housing sector and
industrialization negatively affected the agricultural sector and the number of farmers and agricultural

areas decreased. In this study, the importance of the agricultural sector and its impact on economic
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development were emphasized and the current state of agriculture in Turkey and has been referred to

the problems.

Keywords: Agriculture, Economic development, Turkey, Agricultural Policy, Agricultural

Development

KURUMLAR VERGISi DEGISIKLIKLERi SONRASINDA SiGORTA
KOOPERATIFCIiLiGi VERGILEMESI

INSURANCE COOPERATIVE TAXATION AFTER CHANGES IN CORPORATION TAX

Ufuk KAYA®

Ozet

Sigorta kooperatif¢iligi diger bir deyigle miitiiel sigorta isletmeciligi, basta geligsmiy tilkeler olmak iizere
diinyada yaygin uygulama alanm bulmasina ragmen Tiirkiye 'de beklenen diizeye ulasmanugtir. Tarihi
ornekler disarda birakilirsa kooperatif tarzinda sigorta igletmeleri son yillarda ortaya ¢ikmis, ancak
strly kalmis ve ¢ok kisa siire igcinde de bu tarzi terk ederek sirket formuna (demiitiializasyon)
doniismiiglerdir. Yasanan bu gelismelerde ekonomik, sosyal ve hukuki nedenlerin yaninda vergilendirme
kurallarimin  etkili oldugunu varsayabilir. Kurumlar Vergisi Kanununda 2017 yiuinda yapilan
degisikliklerle kooperatiflerin vergilendirme rejimi esash bicimde degistirilmistir. Bu kapsamda ortak
dist islem yapimaswun kurumlar vergisi muafiyetini etkilememesine yonelik yeni diizenleme sigorta
kooperatifleri bakimindan énem tagimaktadir. Kooperatiflerin vergilendirilmesine iliskin degisikligin

icerigi ve sigorta kooperatif¢iligine olasi etkisi ¢alismanin konusunu olusturmaktadir.

Kurumlar vergisi uygulamasinda éteden beri ortak olmayanlaria da islem yapan sigorta (agik)
kooperatifleri, temel muafiyet kosulunu ihlal ettiklerinden kurumlar vergisi miikellefi kabul edilmekte
ve bu kazanglar: iizerinden vergilendirilmektedir. 2018 yili itibariyle baslayan uygulamada
kooperatiflerin ortak disi islem yapmast kurumlar vergisi muafiyetinin kaybedilmesine neden
olmamaktadwr. Bu yoniiyle agik sigorta kooperatiflerinin kurumlar vergisi muafiyeti devam etmektedir.
Bununla birlikte ortak olmayanilarla yapilan islemler, olustugu varsayilan ayri bir iktisadi isletme
biinyesinde takip edilmekte ve sadece bu kapsamda elde edilen kazanclar iktisadi isletmede yalitilarak

vergilendirilmektedir.

Ortak dis1 iglem yapilmas: muafiyetin devamina engel olusturmadigindan ortaklarla yapilan

islemlerden dogan kazanglarin vergi disihgr mutlaklasmakta ve bazi durumlarda kapsami

* Dr.Ogr. Uyesi, Ankara Hac1 Bayram Veli Universitesi, Bankacilik ve Sigortacilik Yiiksekokulu, Sigortacilik Boliimii
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genisletmektedir. Ote yandan ortak disi islemlerden dogan kazanglarin iktisadi isletme araciligiyla
vergilendirilmesi gerektiginden kooperatif iktisadi igletmesi adina kurumlar vergisi miikellefiyetinin

tesis edilmesi, ise baslama bildirimi verilmesi gibi bigimsel 6devlerin yerine getirilmesi gerekmektedir.

Sadece ortak disi iglemlerden dogan kazanglarin iktisadi isletme iizerinden vergilendirilmesi nedeniyle
kooperatifve iktisadi isletmesi arasindaki iliskilerin ézenle diizenlenmesi gerekmektedir. Bu kapsamda;
transfer fiyatlamasi yoluyla ortiilii kazang dagitimina neden olunmamasi, ortak giderlerin kooperatif
ile iktisadi isletmesi arasinda dagitiminin, ozellikle vergi matrahim azaltma amaciyla diizenlenmemesi

ve iktisadi isletmesinden kooperatife kar dagitimnin dikkate alinmasi gerekmektedir.

Kooperatiflerin vergilendirilmesine yénelik gelistirilen diizenlemelerin, acgik sigorta kooperatifleri
agisindan vergisel kolayliklar getirdigi, sadece ortak dig1 islemlerden dogan kazanglar: vergilendirerek
ortak i¢i islemlerden dogan kazanclarin vergi disilhigimi mutlaklastirdigi hatta bazi durumlarda bu
kazanglarin vergi disuligini genislettigi; bu yoniiyle de sigorta kooperatifciligini destekleyici mahiyette
oldugu saptanabilir. Yeni vergilendirme rejiminin, Tiirkiye'de ge¢ baslayan, sinirli uygulama alant
bulan ve ¢ok erken demiitiializasyon siirecine giren sigorta kooperatif¢iligine, ekonomik, sosyal ve

hukuki kosullarin izin verdigi élciide, olumlu katki saglayacagi degerlendirilmektedir.

Anahtar Kelimeler: Miitiiel sigorta, Sigorta kooperatifciligi, Vergilendirme.

Abstract

Insurance cooperatives in other words Mutuel insurance business, despite finding widespread
application in the world, including developed countries, especially in Turkey has not reached expected
levels. Excluding historical examples, cooperative insurance companies have emerged in recent years,
but they have been limited and abandoned this form in a very short time and turned into company form
(demutualization). It can assume that taxation rules are effective in addition to economic, social and
legal reasons. With the amendments made in the Corporate Tax Law in 2017, the taxation regime of the
cooperatives was substantially changed. In this context, the new regulation to ensure that non-joint
transactions do not affect corporate tax exemption is important for insurance cooperatives. The content
of the change in taxation of cooperatives and the possible impact on insurance cooperatives are the

subject of the study.

Insurance (open) cooperatives, which also deal with non-partners in the corporate tax application since
they have violated the basic exemption requirement, are considered as corporate tax payers and are
taxed on these earnings. In practice, which started as of 2018, non-joint transactions of cooperatives do
not cause loss of corporate tax exemption. In this respect, corporate tax exemption of open insurance

cooperatives continues. However, transactions with non-shareholders are followed up in a separate
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economic entity that is assumed to have occurred and only the gains generated within this scope are

isolated and taxed in the economic enterprise.

Since the non-joint transactions do not prevent the continuation of the exemption, the tax exemption of
the profits arising from the transactions with the partners becomes absolute and in some cases the scope
is expanded. On the other hand, since the gains arising from the non-joint transactions must be taxed
through the economic enterprise, formal duties such as establishing corporate tax liability on behalf of
the cooperative economic enterprise, approval of the book and issuing notification of work should be
fulfilled.

The relationships between the cooperative and the economic enterprise need to be carefully regulated,
since only gains from non-partner transactions are taxed on the economic enterprise. In this context;
no disguised profit distribution through transfer pricing; The distribution of common expenses between
the cooperative and the economic enterprise should not be regulated especially for the purpose of
reducing the tax base and the distribution of profit from the economic enterprise to the cooperator

should be taken into consideration.

It is stated that the regulations developed for the taxation of cooperatives provide tax facilities for open
insurance cooperatives, it only taxes the gains arising from non-joint transactions and makes the non-
taxation of the gains arising from joint transactions, and in some cases these gains increase the non-
tax; In this respect, it can be determined that it supports the insurance cooperatives. The new taxation
regime, Turkey started late, finds a limited application area, and very early in the process
demiitiializasyo entering into insurance cooperatives, economic, social and legal conditions to the extent

permitted, is expected to contribute positively.

Keywords: Mutual insurance, Insurance cooperatives, Taxation.
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CDS PRIMLERI iLE KISA VADELI PORTFOY YATIRIMLARI ARASINDAKI ILISKININ
INCELENMESI

INVESTIGATION OF THE RELATIONSHIP BETWEEN CDS PREMIUMS AND SHORT-
TERM PORTFOLIO INVESTMENTS

Bekir ZENGIN*
Hasim OZUDOGRU™

Ozet

Bu ¢alisma, Tiirkiye’de kredi temerriit swaplart (CDS) ile kisa vadeli portféy yatirnmlar: arasindaki
uzun donemli iligkiyi —egbiitiinlesme- incelemeyi amaglamaktadir. 2010:1 — 2017-12 donemine iliskin
aylik verilerin kullamildigi calismada, CDS primleri ile kisa vadeli portféy yatirnmlart arasindaki
iliskinin varligi Autoregressive Distributed Lag (ARDL) sumr testi yaklasimi ile analiz edilmektedir.
Elde edilen sonuglar, Tiirkiye'de kredi temerriit swaplart ile kisa vadeli portfoy yatirimlar: arasinda

esbiitiinlesmenin varligina dair bulgular ortaya koymaktadir.

Anahtar Kelimler: CDS Primleri, Portfoy Yatiruimlari, ARDL

Abstract

This study aims to examine the long —term relationship between credit default swap (CDS) and short
term portfolio investments in Turkey. The study of monthly data for the 2010:1 — 2017:12 period, the
relationship between CDS premiums and short-term portfolio investments is analyzed with the
Autoregressive Distributed lag (ardl) test approach. Findings regarding the cointegration of credit

default swap and short-term portfolio investments were obtained in Turkey.

Keywords: CDS Premiums, Portfolio Investments, ARDL
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ALGILANAN ORGUTSEL DISLANMANIN ALGILANAN ORGUTSEL YALNIZLIK VE IS
TATMINI UZERINDEKI ETKISI

THE EFFECT OF PERCEPTIONED ORGANIZATIONAL EXCLUSION ON PERCEIVED
ORGANIZATIONAL LONELINESS AND JOB SATISFACTION

Tahir AKGEMCI”
Esra KIZILOGLU™
Khayal HAJIYEV™"

Ozet

Bu calismanin amaci ¢caliganlarin algiladiklar orgiitsel dislanmanin igyeri yanlizligr algisi ve is tatmini
lizerindeki etkisini belirlemektir. Calismamn orneklemini Selcuk Universitesinde calisan 140
akademisyen olusturmaktadir. Calismada veri toplama araglarindan biri olan anket teknigi
kullanilmistir. Anketin birinci boliimiinde demografik verilere, ikinci boliimiinde ““Orgiitsel dislanma
oOlcesi "ne, diciincii boliimde “Is yasaminda yalmzlik élcegi” ne ve dordiincii béliimde “Minnesota
tatmin 6lgegi” ne yer verilmistir. Elde edilen verilerin analizi i¢in SPSS programi tercih edilmigtir.
Olceklerin giivenilirlikleri Cronbach Alfa, gecerlilikleri ise aciklayici faktor analizi ile test edilmistir.

Degiskenler arasindaki iliskiler korelasyon ve regresyon analizleri ile test edilmistir.

Anahtar Kelimeler: Orgiitsel dislanma, Orgiitsel yalmzlik, Is yasaminda yalmizlik, Is tatmini,
Akademisyen
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Abstract

The aim of this study is to determine the effect of employees' perceived organizational exclusion on
workplace loneliness perception and job satisfaction. The sample of the study consists of 140
academicians working at Selcuk University.Survey technique, which is one of the data collection tools,
was used in the study. The survey consists of demographic data, "Organizational Exclusion Scale”,
“Loneliness in Work Life Scale” and “Minnesota Satisfaction Scale”. SPSS program was preferred for
the analysis of the obtained data. The reliability and validity of the scales were tested by Cronbach's
alpha and explanatory factor analysis. The relationships between the variables were tested by

correlation and regression analyzes.

Keywords: Organizational Exclusion, Organizational Loneliness, Loneliness in Work Life Scale, Job
Satisfaction, Academician

ORHUN ABIDELERINDE YONETIM ISLEVLERI: BiR ICERIK ANALIZI

MANAGEMENT FUNCTIONS IN ORKHON INSCRIPTIONS: A CONTENT ANALYSIS

Enver AYDOGAN"

Ayse Nurefsan YUKSEL"™

Ozet

Sekizinci yiizyilin ortalarinda yazilmis olan Orhun Abideleri, o zamanki sosyal ve siyasi yasantimin
izlerini kayith bir sekilde bizlere aktaran en onemli eserlerdendir. Gegmisten gelecege seslenilen
abidelerde, kamusal yaput yénetenlerin agzindan, yapimin nasil kuruldugu, nasil biiyiidiigii
anlatilmakta; millete ve yoneticilere ogiitler verilmektedir. Yoneticilerin agzindan, yoneticilere ve
millete verilen 6giitler, Orhun Abidelerini yonetim alant i¢in de nemli bir kaynak haline getirmektedir.
Bu calismada amaglanan, Orhun Abidelerini ozellikle yonetim kavrami agisindan ele almak, abide

metinlerini yonetim islevieri baglaminda icerik analizine tabi tutmaktir. Yazili dokiiman incelemesi

* Prof. Dr., Ankara Hact Bayram Veli Universitesi Iktisadi ve Idari Bilimler Fakiiltesi Isletme Béliimii,
enver.aydogan@hbv.edu.tr
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yontemi ile veriler toplanmus, icerik analizi yapilmigtir. Sonug olarak abidelerde; yonetim islevieri olan
planlama, orgiitleme, yoneltme, esgiidiimleme ve kontrol kavramlarinin iceriklerine uygun olarak
toplam 67 ciimle bulunmustur. Bu ciimlelerden, 10°u planlama, 19°u érgiitleme, 15°i yoneltme, 13ii

esglidiimleme ve 10°u kontrol kavramlarinin iceriklerine uygun olarak tespit edilmistir.

Anahtar Kelimeler: Tiirk Yonetim Tarihi, Yonetim Kavrami, Orhun Abideleri, Yonetim Islevleri, Icerik

Analizi

Abstract

The Orkhon Inscriptions, written in the middle of the eighth century, are the most important works that
have recorded the traces of social and political life at that time. Address from the past to the future in
the monuments, by the mouth of the ruler, it told of how the institutional structure was established and
how it grew; also advice is given to the nation and managers. The advice given to the managers, and
the nation, makes the Orkhon Inscriptions an important resource for the administration field. For this
reason, the aim of this study is to address the Orkhon Inscriptions, especially in terms of management;
subjected the monuments to content analysis in context of management functions. Data were collected
with written document analysis method and content analysis was performed. As a result, a total of 67
sentences were found in the monuments according to the management functions. 10 of them determined
for planning, 19 of them for organizing, 15 of them for directing, 13 of them for coordinating and 10 of
them for controlling.

Keywords: Turkish Management History, Management Concept, Orkhon Inscriptions, Management

Functions, Content Analysis
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TURKIYE’NiN AB UYELIK SURECININ UZATILMASINDA REALITE?
FiINANSAL VE EKONOMIK GOSTERGELER UZERINDEN BiR
INCELEME

EXTENSION OF REALITY IN TURKEY'S EU MEMBERSHIP PROCESS?
ON THE FINANCIAL AND ECONOMIC INDICATORS
THE EXAMINATION

Tiirker TEKER"
Turan KOCABIYIK™

Ozet

Avrupa Birligi, temelleri 1951 yiulinda kurulan Avrupa Kémiir ve Celik Topluluguna dayanan, cesitli
genisleme donemleri sonucunda 28 iiye iilkeye ulagsmig bir topluluktur. Kalict baris, toplumsal refah,
insan haklari, demokrasi gibi ortak ilkelerin etrafinda birlesen, siyasi ve ekonomik bir orgiitlenme
olarak tamimlanan Avrupa Birligi tiye iilkelerin refahini artirmayr amaglamaktadir. Tiirkiye, 1958
yilinda Avrupa Ekonomik Toplulugu’na katilim amaciyla yapmis oldugu bagvuruyla birlikte resmi
olarak 60 yul askin siiredir Avrupa Birligine katilmayr amaglamakta ve bu amacla bir dizi reform
gerceklestirmektedir. 2005 yilindan bu yana resmi olarak yapilan miiiizakereler dogrultusunda bir¢ok
alanda fasillar agilmis, AB uyum siireci dogrultusunda gerekli adimlar atilmis ancak AB tam tiyeligi
bakimindan heniiz bir sonug elde edilememigtir. Tiirkiye, geng niifusunun yaratacagi dinamizmin yani
swra agilan fasillar dogrultusunda, ekonomi, hukuk, egitim gibi bir¢ok alanda yapmuig oldugu reformlara
ragmen bircok gerekce gosterilerek Tam Uyelik siirecinde halen sonugsuz birakilmaktadir. Ekonomi ve
mali yapimin istikrarl oldugu donemlerde dahi finansal yapi ile ilgili agilmis fasillarin kapatiimast
konusunda Tiirkiye engellerle karsilasmaktadwr. Ancak miizakerelerin basladig: giinden bu yana Malta,
Romanya, Hirvatistan, Bulgaristan gibi bir¢ok gosterge bakimindan Tiirkiye ile esdeger ya da daha
Upyelik siirecinin uzamasinda ve fasillarin tamamlanmamasinda, ekonomik ve finansal géstergelerin
objektif olarak incelenmedigi yoniinde siiphelere yol acmistir. Bu ¢alismada 2005 yilindan bu yana AB
Tam Uyelik miizakereleri devam eden Tiirkiye ile bu dénem icerisinde Avrupa Birligine Tiirkiye den
once iiye yapilan iilkelerin temel ekonomik ve finansal gostergeleri karsilastiriimaktadir. Yontem olarak

Kiimeleme Analizi belirlenmigtir. Biiyiime orani, GSYIH, Kamu Borcu, f§sizlik Orani incelenen
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degiskenlerden bazilaridir. Calismanin ilk bulgular:, Avrupa Birligine son donemde iiye olan iilkelerin

bir¢ogunun, temel ekonomik gostergeler bakimindan Tiirkiye 'nin gerisinde oldugunu gostermektedir.

Anahtar Kelimeler: Kiimeleme, Avrupa Birligi, Ekonomik Gosterge, GSYH

Abstract

The European Union is based on the European Coal and Steel Community, founded in 1951, and has
reached 28 member states as a result of various enlargement periods. It aims to increase the welfare of
the member states of the European Union, which is defined as a political and economic organization
united around common principles such as permanent peace, social welfare, human rights and
democracy. Turkey, in 1958 with the application to be made in order to join the European Economic
Community officially for more than 60 years and seeks to join the European Union carries out a series
of reforms for this purpose. Since 2005, chapters have been opened in many areas in line with official
negotiations, necessary steps have been taken in line with the EU harmonization process, but no results
have been achieved in terms of EU full membership. Turkey, in line with the drop will create chapters
as well as the dynamism of its young population, economics, law, despite the reforms it has made in
many areas such as education Full Membership in the process of showing the many reasons is left still
inconclusive. In the period in which the economy and the financial structure is stable even opened
regarding the financial structure for the closure of chapters Turkey is facing obstacles. But since the
day it started negotiations Malta, Romania, Croatia, Turkey and countries with equivalent or lower
level in terms of many indicators, such as Bulgaria was included in the European Union. In this case,
the extension of the chapters of Turkey's EU full membership process and complete failure, suspected
to be not led to an objective assessment of economic and financial indicators. This study will be
compared in this period of major economic and financial indicators before Turkey to the European
Union member countries made in Turkey with the EU Full Membership negotiations have been ongoing
since 2005. Clustering Analysis was determined as the method. Growth rate, GDP, Public Debt,
Unemployment Rate are some of the variables examined. The first findings of the study, many of the
member countries of the European Union in recent years, shows that behind Turkey in terms of key

economic indicators.

Keywords: Clustering, European Union, Economic Indicator, GDP
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TURKIYE’DE MERCIMEK URETIMININ TAHMIiNi VE KOOPERATIFCILIGIN ONEMI

ESTIMATION OF LENTIL PRODUCTION AND IMPORTANCE OF COOPERATIVES IN
TURKEY

Ali BERK"
Hasan SANLI™

Hkk

imam Ali 0ZCAN

Ozet

Tiirkiye 'de mercimek iiretiminde kullanmlan girdilerin piyasa fiyatlarindaki artis, mercimek iiretimini
karl bir iiretim faaliyeti olmaktan ¢ikarmaktadwr. Ayrica mercimek tirvetimi yapilan arazilerin yapisal
sorunlart (arazi par¢alilik ve parca biiyiikliigii vb.) da tiretimin verimligini olumsuz etkileyen faktorler
arasindadir. Tiim bu faktorlerden dolayi, Tiirkiye’deki iireticiler diinya fiyatlar: karsisinda rekabet
sansint kaybetmektedir. Gerek kirmizi gerekse yegsil mercimek ekim alanlari ve iiretim miktarlar: 2004-
2018 yillar arasinda yaklasik olarak %60 oraminda azalmistir. Yapilan arastirmalarda, Tiirkiye 'de kisi
bast kirmizi mercimek tiiketiminin 5 kg, en ¢ok kullanilan tohumluk ¢esidinin yerli kirmizi mercimek
¢esidi ve ortalama verimin 93,08 kg/da oldugu tespit edilmistir. Ayrica, 1 kg kirmizi mercimek ortalama

maliyeti 243.874 TL olup ortalama satis fiyati ise 366.190 TL olarak hesaplamislardir.

Bu ¢alisma icin yapuan literatiiv ¢alismasinda Diinyada ve Tiirkiye’'de mercimek iiretim, tiiketim,
pazarlama yapisi ve dis ticareti ile ilgili olarak ile ilgili bir¢cok ¢aliysma olmasina ragmen, Tiirkiye’de
mercimek  fiyatlarindaki  degismeleri — ekonometrik  yontemlerle aciklayan bir c¢alismaya

rastlamlmamigtiv. Bu yiizden bu ¢alisma bu konudaki boslugu doldurma yoniinden énem tasimaktadir.

Tiirkiye 'de son yillarda mercimek ekim alanlarinda goriilen azalmalar sonucunda iiretimde daralma
goriilmekte ve Tiirkiye 'nin net ithalat¢i hale geldigi goriilmektedir. Bu nedenle de iiretimdeki s6z konusu
bu degismelerin tahminine yonelik ¢calismalar onem kazanmaktadir. Bu arastirmada kullanilan veriler,
Tiirkiye mercimek iiretiminin 1982-2018 yillarina ait olup, Tiirkiye Istatistik Kurumu (TUIK) internet

sayfasindan alinmigtir. Bu veriler, Minitab ve Eviews istatistik programlart ile analiz edilmistir.

Calismada kullanilan, Box-Jenkins tarafindan dnerilen ARIMA (p, d, q) -Box Jenkins Modeli, tek
degiskenli zaman serisi tahmin modelini olusturmak igin kullanilan yaygin yéntemlerden birisidir. Box-

Jenkins ARIMA modeli yaklasumi, ilk olarak 1970 lerde George Box ve Gwilym Jenkins tarafindan

* Tarim ve Orman Bakanligi, Tarim Reformu Genel Miidiirliigii, Ankara, berk_ali@hotmail.com
™ Tarim ve Orman Bakanligi, Tarim Reformu Genel Miidiirliigii, Ankara, hasansanli@gmail.com
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yayumlanan bir kitapta tammlanmustir. Bir ARIMA siireci, tahmin i¢in kullamilan matematiksel bir
modeldir. Box-Jenkins modellemesi, uygun bir ARIMA siirecinin tanimlanmasini, verilere uygun hale

getirilmesini ve ardindan tahmin icin uygun modelin kullanilmasint icermektedir.

ARIMA modellerini tahmin etmek icin ACF ve PACF grafikleri, degiskenlerin duraganligini ve ARIMA
modelinin gecikme uzunlugunu belirleme aract olarak kullanilan bir yontemdir. Duraganlik testi
yapilirken, Dickey Fuller (ADF) testi “birim kok” de uygulanmaktadir. AR modelinin uygun gecikme
sayisini belirlemek icin PACF veya kismi korelogram kullanilmaktadr. PACF'nin sifir olmayan
iliskilerinin sayisi, AR gecikmelerinin nereye dahil edilmesi gerektigini belirlemektedir. MA gecikme
sayisint  belirlemek icin ACF korelogramindan faydalamilmaktadir ve sifir olmayan iliskiler,

gecikmelerin nereye dahil edilmesi gerektigini gostermektedir.

Eger ACF degeri belirli bir q gecikmesinde zirve yapip daha sonra kesilerek sifirlaniyor ise seri MA(q)
modeline uymaktadir. Diger yandan PACF degeri, belirli bir p gecikmesinde zirve yapip daha sonra
kesintiye ugruyor ise seri AR(p) modeline uymaktadir. Eger ACF ve PACF degerleri her iki kosulu da
saglyor ise, seri ARMA (p,q) modeline uymaktadir. ACF ve PACF fonksiyonlarimin modeli tahmin
etmede yetersiz kaldigi durumlarda, BIC (Bayes Bilgi Kriteri) ve AIC (Akaike Bilgi Kriteri) gibi bilgilere
dayall kriterler de p ve q katsayilarini belirlemede kullanilir.

Bu ¢alismada, Tiirkiye’'de mercimek (yesil + kirmizi) iiretiminin 2023 yilina kadar olan gelecek 5 yila
iliskin tiretimi tahmin edilmistir. Mercimek tiretim tahmininde ise literatiirde zaman serilerinin tahmin
edilmesine yonelik metotlardan en fazla tercih edilen yontemlerden birisi olan Box-Jenkins metodu olan
ARIMA modeli kullamimustir. Tahmin sonuglarina gére ARIMA (1,3,1) modeli mercimek iiretiminin
tahminine iliskin en uygun model olarak tespit edilmistir. 2019-2023 déneminde mercimek tiretiminde
%06 Itk azalis olacag ve iivetimin yaklasik 318.481 tona gerileyecegi ancak 2023 yilinda ise tekrar artis
olacagr ongoriilmiistiiv. Bu hususta mercimek tiretimini artmasina tegvik unsusu olan makul fiyat,
lisansl depoculuk, kooperatif esasl veya deger zinciri gibi yaklagimlar: esas alan ézel destekleme

modelinin gelistirilmesi 6nem arz etmektedir.

Tiirkiye ekonomisi i¢in onemli bir yere sahip olan mercimek iiretiminin istenilen diizeye ulagmasi
amaciyla hastaliklara dayanikl, verimi yiiksek tohum cesitleri gelistirilerek, sertifikali mercimek
tohumu tiretiminin, tiretimin desteklerin ¢esitlendirilmesi ve arttirilmasi gerekmektedir. Bununla birlikte
glimriik vergilerinin yiikseltilmesiyle birlikte, mercimegin nadas alanlarinda alternatif tiriin olarak
yayginlastirmast da farkli uygulamalar olarak sayilabilir. Bununla birlikte ozellikle kooperatif tipi
isletmelerin basta mercimek olmak iizere baklagiller iiretimine rol oynamast tiretimin stirdiiriilebilirligi

acisindan da 6nem tasimaktadir.

Anahtar Kelimeler: Mercimek Uretim Tahmini, Kooperatif. ARIMA, Box-Jenkins, Tiirkiye
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Abstarct

Due to increases in the market price of the inputs used in lentil production in Turkey, the importance of
lentil production gets less profitable. Besides, the structural problems of lentil production (land
fragmentation and piece size, etc.) are among the factors which affect the productivity of production
negatively. Because of all these factors, lentil farmers in Turkey are losing its competitive chance
against world prices. Both red and green lentil areas harvested, and quantity of production decreased
by approximately 60% between 2004-2018 period. According to the studies, it was found that per capita
red lentil consumption in Turkey is 5 kg, the most used seed variety is native red lentil and the average
yield is 93.08 kg/da. In addition, the average cost of 1 kg of red lentils is 243.874 TL and the average
sales price is calculated as 366.190 TL.

In literature reviews on this topic, there are many studies in terms of production, consumption,
marketing structure and foreign trade of lentil market in Turkey and around the world, a study which
explain the changes in lentil price by using econometric methods are not available. Therefore, this study

has an importance in terms of filling this gap.

As a result of declines in cultivated area of lentil, Turkey is becoming a net importer in lentil production.
Therefore, studies for the estimating of these changes in production gain importance. The data used in
this study belong to 1982-2018 period on the lentil production in Turkey and obtained from website of
Turkish Statistical Institute (TurkStat). These data were analyzed by Minitab and Eviews statistical

programs.

The Autoregressive Integrated Moving Average (ARIMA) (p, d, g) Box Jenkins Model, proposed by Box-
Jenkins, is one of the common methods used to construct a univariate time series estimation model. The
Box-Jenkins ARIMA model approach was first defined in a book published by George Box and Gwilym
Jenkins in the 1970s. An ARIMA process is a mathematical model used for estimation. Box-Jenkins
modeling involves defining an appropriate ARIMA process, adapting it to data, and then using the

appropriate model for estimation.

To estimate ARIMA models, Autocorrelation Function (ACF) and Partial Autocorrelation Function
(PACF) pots are a method used to determine the stability of variables and the lag length of the ARIMA
model. Augmented Dickey Fuller (ADF) test is also applied in “Unit Root” test for stationary. PACF or
partial correlogram is used to determine the appropriate lag number of the AR model. The number of
non-zero relationships of the PACF determines where AR lags should be included. The ACF
correlogram is used to determine the number of MA lag, and non-zero relationships indicate where lags

should be included.

If the ACF value peaks at a certain time lag and then reset by cutting, the series conforms to the MA (q)
model. On the other hand, if the PACF value peaks at a certain delay p then is interrupted, it conforms

to the series AR (p) model. If the ACF and PACF values meet both conditions, the series conforms to
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the ARMA (p, g) model. Where ACF and PACF functions fail to estimate the model, information-based
criteria such as BIC (Bayes Information Criteria) and AIC (Akaike Information Criteria) are also used

to determine p and g coefficients.

In this study, lentil production in Turkey (green + red) is estimated for the next five years up to 2023.
In the lentil production estimation literature, Box-Jenkins method which is one of ARIMA model and
one of the most preferred methods for estimating time series According to the estimation results, ARIMA
(1,3,1) model was found to be the most suitable model for estimating lentil production. It is estimated
that lentil production will decrease by 6% in 2019-2023 period and amount of production will decrease
to approximately 318.481 tons, but it will increase again in 2023. In this regard, it is important to
develop a special support model based on approaches such as reasonable price, licensed warehousing,

cooperative based or value chain which is an incentive to increase lentil production.

To reach the desirable level of lentil production which has an important place for Turkey's economy, it
is necessary to improve a seed variety, which is resistant to diseases and with high yield, to support the
both increase and diversify the production of certified lentil seed. However, with the increase in customs
duties, lentil generalizing as an alternative product in the fallow areas can be a solution. However, it is
also important for the sustainability of the production that cooperative-type enterprises play a role in
the production of legumes, especially lentils.

Keywords: Estimation of Lentil Production, Cooperative, ARIMA, Box Jenkins, Turkey
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TURK TARIM IHRACATINDA KOOPERATIFLESMENIN YERI, ONEMI VE YABANCI
PAZARLARDA TARIM ISLETMELERININ REKABET GUCUNE KATKISI

THE ROLE AND THE IMPORTANCE OF COOPERATIFICATION IN TURKISH
AGRICULTURAL EXPORT AND ITS CONTRIBUTION TO THE COMPETITIVENESS OF
AGRICULTURAL ENTERPRISES IN FOREIGN MARKETS

Cemalettin AKTEPE"

Ozet

Tarim sektorii Tiirkiye 'de ekonomik katma degeri kadar, sosyal ve kiiltiirel yapist nedeniyle de biiyiik
onem arzetmektedir. Sadece gelismekte olan degil, sanayilesmis ve gelismis tilkeler icin de tarim sektorii

bir cok agidan biiyiik hassasiyetler gosterilmesi gereken sektorlerin basinda gelmektedir.

Sanayi iilkelerinin sanayilesme hikayelerine bakildiginda Ortagag 'dan bu tarafa ilk once tarim alaninda
ilerlemelerin oldugu goriilmektedir. Imalat sektorlerindeki basari, ozellikle sanayilesme denilen biiyiik
devrimin olusmasinda tarim alamindaki gelismelerin payr oldugu bilinmektedir. Her sanayi tilkesinin

ekonomik biiyiime ve kalkinmasinin temellerinde tarim sektériiniin ayak izleri goriilmektedir.

Gelismekte olan bir iilke olarak Tiirkiye’'de tarim sektoriiniin gayri safi milli hasila icindeki payt her
donem onem arz etmektedir. Bunun disinda istihdam icinde aldigi pay da bir diger onem arz eden
rakamdir. Sermaye birikimi agisindan maalesef sermaye ihtiyact olan sektorlerin basinda yer
almaktadir. Bu ozellikleri nedeniyle tarim sektérii Tiirkiye icin her dénem biiyiik 5nem tasimigtir. Uretim
miktart disinda tarim iiriinlerinin ihracatina yénelik yeni yaklasimlarin ve ihracat siirecindeki
problemlerin ¢éziimiiniin farkli yontemlerinin ortaya ¢ikarilmast hedeflenmektedir. Ozellikle yas sebze

ve meyve basta olmak iizere tarim ihracatimiza yeni yaklasimlar gerekmektedir. Bu siirecte kooperatif

* Dog. Dr., Ankara Haci Bayram Veli Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Uluslararast Ticaret

Boliimiic.aktepe@hbv.edu.tr
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isletmelerine iireticilerin gelirlerini artirma, Tiirkiye igin ihracat hamlesine katki yapma agisindan

degerlidir.

Tarum tiriinlerinin ihracati her donem tartisilan konulardan biri olarak karsimiza ¢cikmaktadir. Gerek
i¢ tiiketimdeki tikanmalar, arz yetersizligi, aracilarin rolii ve benzer konular giindem konusu olurken,
gerekse de Tiirk tarim tiriinlerinin ihracatimiz icindeki payinin onemi nedeniyle tarim ihracati iizerinde
her zaman diisiiniilmesi gereken ve politikalar iiretilmesi gereken bir sektore doniismektedir. Ozellikle
Tiirk tarum fdiriinlerinin tiretim siirecinde ve ihracat asamalarinda kooperatiflesmenin oneminin

biiyiikliigii bu dénemde yeniden canlanmuis bir konu olarak karsimizda durmaktadir.

Bu kapsam cercevesinde, tarimdaki dis ticaretimiz icin kooperatifciligin artan hayati onemini bir kez
daha ortaya c¢ikarmak ve alternatif politikalar iiretmek icin yeni yontemleri tartismaya a¢mayt

planlamaktadir.

Tarmmsaliiriinlerin pazarlanmasinda kooperatiflerin son derece yiiksek bir payt vardir. Bazi Bati

lilkelerinde et iiretiminin % 70’lerden fazlasi kooperatifler tarafindan pazarlanmasi ve dagitimi
yapimaktadur. Siit tiretimi ve pazarlanmasinda ise bu oran neredeyse % 90 larin iizerindedir. Ornegin
ciddi bir tarim iilkesi olan Fransa’da kooperatifler finansal piyasalarinda onemli bir oyuncusu
olabilecek biiyiikliige sahiptirler. Sadece tiretim sektoriiniin degil finansal piyasalarda da etkin rol

alabilmektedirler.
Artan niifus ve global krizler tarim kooperatiflerinin 6nemini her gegen giin artirmaktadir. Tarim sektor

destekli sanayi alt sektorlerindeki daralma ve durgunluk istihdam sorunlarini da beraberinde
getirmektedir. Tarum sektorii, icinde barmmdirdigr biiyiik potansiyel nedeniyle ekonomik krizlerin

astimasinda da siispanse edici ozellikleri nedeniyle 6nem arz etmektedir.

Calismanin iki tarafi bulunmaktadr. Birinci tarafta tiretici birlikleriyle goriismeler yaptlacaktir. Bu
amagla ¢alisma cergevesinde Tarim Kooperatifleri Merkez Birligi’'ne bagh iist birliklerle goriismeler
yapilacaktir. Bu gériismelerde kooperatiflesmenin ihracat organizasyonunda aldigi roliin tespiti,
gelistirilmesi olacaktir. Uretim birliklerinin yeni gérevler almasi veya gérev tammlarindaki yeni

ihitayaglara cevap verecek yapilanmasi iizerinde durulacaktir.

Diger taraftan tarim ihracatimin en onemli aktorleri olan ihracat¢t birliklerinin goriisleri alinacaktir.
Bu siiregte tarim ihracatina yonelmiy farkly bélgelerde kurulmus ihracatgt birlikleriyle goriismeler

yapilacaktir. Tiim bu goriismeler siirecinde bir model onerisinin ortaya koyulmast hedeflenmektedir.

Bu goriismelerin ana temasu tiirk tarim tiriinlerinin ihracatina yénelik problemlerin tespiti ve ¢oziim
onerilerinin ortaya ¢ikarilmasidir. Ozellikle onemli ihrag tarim iiriinlerimizn olusturdugu Cukobirlik,
Taris Marmarabirlik Pankobirlik gibi birliklerle de gériismeler yapilarak ihracata yénelik bir model

arastirmasinin duraklarindan biri olacaktir.

Diger taraftan ozellikle Avrupa Birligi’'nde COPA (Avrupa Birligi Tarimsal Organizasyonlar Birligi),
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CEJA (Avrupa Geng Ciftciler Konseyi) gibi tarim organizasyonlrinin da yapist incelenmeye ¢alisilacak
ve ihracat siirecinde aldiklart roller ele alinacaktir. Ozellikle Avrupa’daki her iilkenin Ortak Tarim
Politikast (OTP) disinda kendi tarum politikalart ve kendi organizasyon yapisi oldugu bilinmektedir.
Tiirkiye’'nin bu siirecte yol haritasinda koopreratiflerin rolii icin alternatif politikalar icin ¢oziim
onerileri tiretilmeye calisilacaktir. Tarim sektoriiniin sanayi sektoriinde aldigi pay ve 6nem de dikkate
alindiginda sektorler arasi entegrasyon ve bu entegrasyonun ekonomik biiytimeye ve ihracattaki artisa

katkist onem arz edecektir.

Anahtar Kelimeler: Tarim ihracati, Rekabet giicii, Kooperatifler

Abstract

The agricultural sector in Turkey as economic value added, are also very important because social and
cultural structure. Not only for developing countries, but also for industrialized and developed
countries, the agricultural sector is one of the sectors that need to show great sensitivity in many
respects.

When we look at the industrialization stories of industrial countries, it is seen that there has been a
progress in agriculture in the middle Ages. Success in manufacturing sectors, especially in the formation
of a major revolution called industrialization is known to be the share of developments in the field of
agriculture. The footprints of the agricultural sector are seen in the foundations of the economic growth

and development of every industrial country.

As a developing country gross national product share in the agricultural sector is of great importance
in Turkey every year. In addition, the share of employment in employment is another important figure.
In terms of capital accumulation, unfortunately, it is one of the sectors in need of capital. Due to these
characteristics of the agricultural sector it is of great importance for Turkey each period. Apart from
the production amount, it is aimed to reveal new approaches to export of agricultural products and
different methods of solving the problems in export process. New approaches are required, especially
for fresh vegetables and fruits. In this process, increase the incomes of producers cooperative

enterprises, it is valuable to contribute to Turkey for export boom.

Exports of agricultural products are one of the topics discussed in each term. Both the bottlenecks in
domestic consumption, the lack of supply, the role of intermediaries and similar issues become the
agenda, and due to the importance of the share of Turkish agricultural products in our exports, it turns
into an industry that should always be considered on agricultural exports and policies need to be
produced. In particular, the importance of cooperatives in the production process and export stages of

Turkish agricultural products has become a revitalized issue in this period.

Within the scope of this scope, it is planning to open new discussion methods to reveal the growing vital

importance of cooperatives for our foreign trade in agriculture and to produce alternative policies.
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Cooperatives have a very high share in the marketing of agricultural products. In some Western
countries, more than 70% of meat production is marketed and distributed by cooperatives. This rate is
almost 90% in milk production and marketing. For example, in France, a serious agricultural country,
co-operatives are large enough to be an important player in the financial markets. They can take an

active role not only in the production sector but also in the financial markets.

Increasing population and global crises are increasing the importance of agricultural cooperatives day
by day. The contraction and stagnation in the sub-sectors of the agricultural sector supported the
employment problems. The agricultural sector is also important because of its great potential to

OVEercome economic crises.

There are two sides of the study. On the first side, there will be meetings with producer associations.
For this purpose, meetings will be held with the supreme unions of the Central Union of Agricultural
Cooperatives. In these interviews, the role of cooperatives in the export organization will be determined
and improved. It will be emphasized that the production units will take on new tasks or to respond to

the new requirements in the job descriptions.

On the other hand, the opinions of exporters, which are the most important actors of agricultural
exports, will be taken. In this process, interviews will be conducted with exporters' associations
established in different regions oriented towards agricultural exports. It is aimed to present a model

proposal during all these interviews.

The main theme of these interviews is to identify the problems related to the export of Turkish
agricultural products and to reveal their solutions. In particular, Cukobirlik and Taris, Marmarabirlik,
Pankobirlik, which are composed of important agricultural products, will be interviewed and will be

one of the stops of a model research for export.

On the other hand, the structure of agricultural organizations such as COPA (European Union
Agricultural Organizations Association) and CEJA (European Young Farmers Council) will be
examined in the European Union and the roles they will take in export process will be discussed. It is
known that every country in Europe has its own agricultural policies and its own organizational
structure, except for the Common Agricultural Policy (CAP) and suggestions for alternative policies for
the role of cooperatives in Turkey's road map in this process will be attempted to be produced.
Considering the share and importance of the agricultural sector in the industrial sector, integration
between sectors and the contribution of this integration to economic growth and increase in exports will

be important.

Keywords: Agriculture export, Competitiveness, Cooperatives
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ORGUTSEL CATISMA YONETIMINDE CINSIYET FAKTORU: YUKSEK LISANS
OGRENCILERI UZERINDE BiR DEGERLENDiRME

GENDER FACTOR IN ORGANIZATIONAL CONFLICT MANAGEMENT: AN
EVALUATION ON POST-GRADUATE STUDENTS

Tiilin TUNC”
Nurettin PARILTI™

Ozet

Giiniimiiz ¢alisma yagsamimin vazgegilmez ve dogal bir parcasi olarak kabul edilen ¢atisma olgusu,
yazinda modast hi¢ gegmeyen bir konudur. Ote yandan, kadinlarin sosyal yasamda ve is yasaminda
daha ¢ok rol almaya baslamalariyla birlikte, cinsiyet ve cinsiyet farkliliklar: konusu da olduk¢a popiiler
hale gelmistir. Orgiitsel ¢atisma konusuna cinsiyet acisindan bakmanin, bu olguyu daha iyi anlamaya
katki saglayacag diistiniilmektedir. Bu baglamda bu ¢alismada, katilimcilarin karsi tarafin hemcinsleri
ya da karsi cins olmasinin, ¢atisma yénetimi stili tercihlerini etkileyip etkilemeyecegi konusundaki

diigiincelerinin ortaya konmasi1 amaglanmigtir.

Caliymanmin  orneklemini, bir iiniversitenin sosyal bilimler enstitiisii insan kaynaklari ydnetimi
boliimiinde dgrenim géren ve 2014-2017 doneminde orgiitsel davrams dersini alan toplam 90 yiiksek
lisans dgrencisi olugturmaktadr. Veriler, orgiitsel davranis dersi vize sinavinda sorulan agik uglu
soruya dgrencilerin verdikleri cevaplara icerik analizi uygulanmasiyla elde edilmistir. Sonucglar,
katilimci ogrencilerin ¢cogunlugunun (%57,78) is yasamindaki ¢atismalar: yonetmede kullandiklart stil

tercihlerinde, karsi tarafin cinsiyetinin 6nemli olmadigini diisiindiiklerini gostermektedir.

Anahtar Kelimeler: Orgiitsel ¢atisma yénetimi, Cinsiyet, Cinsiyet i¢i rekabet, Cinsiyetler arasi

rekabet, Biyolojik cinsiyet, Toplumsal cinsiyet.
Abstract

Conflict which is accepted as an inevitable and natural part of today’s work life, is never outdated in
the management literature. Additionally as the women become more involved in social and work life,
the issues of gender and gender differences have become more popular. It is thought that addressing the
issue of organizational conflict in terms of gender will contribute to a better understanding of this

phenomenon. In this context, in this study, it was aimed to determine the participants’ thoughts on
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whether their counterparts either same-sex or opposite-sex will affect their conflict management styles

preferences or not.

The sample of this study is consisted of 90 post-graduate students who are training in the human
resource management department of the institute of social sciences at a university during the period of
2014-2017. The data was collected by content analysis of the responses given by the students to an open-
ended question asked in the mid-term exam of organizational behavior course. Results showed that the
majority of the participants (57,78%) thought that the gender of the counterpart is not important in their

conflict management style preferences.

Keywords: Organizational conflict management, Gender, Intrasexual competition, Intersexual

competition, Biological sex, Gender.

SIYASAL PAZARLAMA STRATEJISi: MILLIYETCi HAREKET PARTIiSi ORNEGI

POLITICAL MARKETING STRATEGY: NATIONALIST MOVEMENT PARTY CASE

Bugrahan KURT"
Mehmet BAS™

Ozet

Siyaset, pazarlama kapsaminda ele alinan heniiz ¢ok yeni bir alandwr. Ancak siyasal pazarlama
kavraminin ilk defa Kelley tarafindan 1956 °da kullamildig: da iddia edilmektedir. Amerikan kaynaklart
her ne kadar benzer gorevler diger iilkelerde de icra edilmis olsa da John Bekley’i, Thomas Jefferson
icin damismanhk yapan ilk siyasi danigman olarak tamimlamaktadir. (Phill, 1999, s.2). Mc Nair ise bu
tiir kullammlarin baglangicini 20. yiizyil olarak isaret etmektedir. Reklam ajanslari ve profesyonellerin

1960’lardan sonra kullanmaya baslamasi ile pazarlamanin siyasal alana girisi sayilabilir.

Siyasal pazarlama giintimiizde siyaset uzmanlarindan artan bir ilgi gormektedir. Fakat bu konuda
yapiulan bilimsel arastrmalarin sayist oldukca simirll kalmistir. Bu durum yapilacak tartismalart

kasitlamaktadir. Pazarlama ticarette kullanildigi gibi sadece tirtinii satmak icin kullanilan basmakalip
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ifadeler ve sloganlardan ibaret degildir. Pazarlama siyasi partiler alamna uygulandiginda,
kullanilacak organizasyonel yapilar ve ne tiir politikalarin izlenebilecegine iliskin alinacak kararlara
stk tutar. Pazarlamamn siyaset alamindaki yaygin kullanumi sadece siyasi partilerin kampanya
calismalarini degil, ayni zamanda liderin giicii, tiye haklari, anayasa ve izlenecek politikalar: da iceren
bir¢ok konuda etkide bulunacaktir. Pazarlama yonli siyasi anlayis se¢menlerin ihtiyaglarina
odaklanacagindan se¢menlerin daha yakindan ve dogru olarak tamimlanabilmesine olanak

saglayacaktir.

Siyasal tiriin soyut ve karmasik 6zelligi agwr basan bir durumdadir. Parti, aday, ideolojiler ve parti
programlart siyasal iiriin igeriginde degerlendirilebilmektedir. Uzun vadede siyasal iirtin satin
alinmaktadir. Bu tarafiyla hizmet satin almaya benzetilmektedir. Odeme énceden yapilmakta fakat
hizmet 6demesi yapildigi an satin alinmamaktadir. Geleneksel pazarlamada bu tiir tiriinler az sayidadir.
Oysa siyasal pazarlamadaki tiim tiriinler bu ozelligi tasimaktadir. Siyasal pazarlamada se¢men bir
siyasal iiriinii beSendigi halde baska bir iiriinii tercih edebilir. Ornegin, adayim begenmedigi halde
ideolojik nedenlerle belirli bir partiye oyunu verebilir. Siyasal iiriinlere karsi se¢menin gostermis
oldugu sadakat geleneksel pazarlamadakinden daha yiiksektir. (Giil, 2002, s.65) Ancak iilkedeki
gelismelere baglh olarak bu durumun degiskenlik gostermesi de beklenmelidir. Ozellikle iilkemizdeki
son secimler incelendiginde se¢menlerin biiyiik bir kismunin iilkede yasanan gelismelere bagl olarak
parti tercihlerinde biiyiik degisiklikler gézlemlenmistir. Bu ¢alismada siyasal pazarlama stratejisinde

Milliyet¢i Hareket Partisi ornegi sunulacaktir.

Anahtar Kelimeler: Pazarlama, Siyaset, Ideoloji

Abstract

Politics is a very new field in the context of marketing. However, it is claimed that the concept of political
marketing was first used by Kelley in 1956. American sources describe John Bekley as the first political
counselor, even though similar tasks have been carried out in other countries. (Phill, 1999, p.2). Mc
Nair points out the beginning of this kind of use as 20th century. The introduction of advertising agencies

and professionals after the 1960s can be considered as the entry of marketing into the political sphere.

Political marketing is now receiving increasing interest from political experts. However, the number of
scientific studies on this subject has been limited. This situation restricts the discussions. Marketing, as
used in trade, is not just stereotypes and slogans used to sell products. When marketing is applied to the
field of political parties, it sheds light on the decisions to be made regarding the organizational
structures to be used and what kind of policies can be followed. The widespread use of marketing in

politics will influence not only the campaign work of political parties but also the power of the leader,
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member rights, constitution and policies to be followed. The political understanding of marketing will

focus on the needs of the voters and enable voters to be defined more closely and accurately.

The political product is predominantly abstract and complex. Party, candidate, ideologies and party
programs can be evaluated in the content of political product. In the long run, political products are
purchased. In this respect, it is likened to purchasing services. Payment is made in advance but the
service is not purchased as soon as it is paid. In traditional marketing, such products are scarce.
However, all products in political marketing have this feature. In political marketing, the voter may
prefer a political product that is less impressing over another. For example, he may cast a vote for a
particular party for ideological reasons, even though he does not like the party's candidate. Product
loyalty of voters in political marketing is higher than in traditional marketing. (Giil, 2002, p.65)
However, this situation should be expected to vary depending on the developments in the country.
Particularly when the recent elections in Turkey are examined, major changes have been observed in
the party preferences of the majority of voters due to the developments in the country. In this study, the

case of Nationalist Movement Party in political marketing strategy will be presented.

Keywords: Marketing, Politics, Ideology

AB’DE KOOPERATIF BANKACILIGI VE TURKIYE’DE KOOPERATIF
BANKACILIGININ UYGULANABILIRLIGI

COOPERATIVE BANKING IN EUROPEAN UNION AND APPLICABILITY OF
COOPERATIVE BANKING IN TURKEY

Gokhan SUMER”

Ozet

Kiiciik sermaye sahibi gergek ve tiizel kigilerin ortak ekonomik sosyal ve kiiltiirel amaclara ulasabilmek
kurduklart isletmeler olan kooperatifler giiniimiizde en onemli sosyal ve ekonomik hareket olarak kabul
edilmektedir. Artik iilke ekonomilerinden bahsedilirken ozel sektir, kamu sektorii ve kooperatifler
olarak ayrimlar goriilmektedir. Kooperatiflerin ekonomide; kaynaklarin etkin kullanimi, kit kaynaklarin
tiretime dahil edilmesi, istihdama sagladigi katki, gelir dagilimi iizerinde olumlu etkisi bulunmaktadir.

Kisilerin ortak amaca ulasmak icin demokratik katilim yontemiyle hareket ettikleri kooperatifler

* Dr., Halkbankasi Sube Midiirii
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katitlmcuik, duyarlilik, cevreye ve insana saygi, birliktelik yonleriyle de son derece gelismig bir sosyal

yapidir.

Kooperatifcilik hareketlerine Eski Yunan ve Roma’da ve Ortacagda firin isletme, siithane, ¢oban
istihdamu gibi alanlarda rastlaniimakta olup, lonca, ahilik, imce gibi sosyal hareketler kooperatifciligin
temelini olusturmaktadir. Modern anlamda kooperatifcilik kavrami
tiiketim kooperatifleri 1844 yilinda Rochdale kasabasinda Ingiltere 'de ve iiretim kooperatifleri seklinde
Fransa ve Almanya’da kredi kooperatifleri olarak kendini gostermistir. Tiirkiye de ise kooperatifcilik

hareketi Mithat Pasa’min onderliginde 1863 yilinda kurulan Memleket Sandiklari’yla baslamistir.

Tiirkiye’ de 13.128 kooperatif, 115 kooperatif birligi bulunmakta olup, kooperatif ortak sayisi
1.952.307" dir.

Tiim diinyada oldugu gibi Tiirkiye'de de kooperatiflerin en temel sorunlarindan birisi finansa erigim
sorunudur. Kooperatiflerin i¢c fon kaynakiarmi ortaklarmm koyduklar: sermaye, ortakitk paylari,
dagitilmayan karlar, yedek akgeler iken dis kaynaklar olarak kamu ya da ézel sektor yardimlar, fonlar,
tahvil ihraci, kredi gibi unsurlardwr. Genellikle kiiciik sermaye sahibi kisilerce kurulan kooperatiflerin
amacina ulagabilmesi, ekonomide katma deger yaratabilmesi i¢in dis kaynak ihtiyact hdsil olmaktadur.
Burada finans kesiminden saglanacak fonlar son derece onem arz etmekle birlikte bu igletmelerin
finansal yapilart itibariyle kreditorlerce finanse edilmesinde zorluklar bulunmaktadir. Dolayisiyla
finansa erigim noktasinda biiyiik sikinti ¢eken kooperatiflerin gelismesi giin gectik¢e daha da zor

olmaktadir.

Kooperatiflerin finans kaynaklarina erisiminde kaynaklanan zorluklar yeni finansal ¢oziimleri de
beraberinde getirmistir. Kooperatiflerin ve iist orgiitlerinin ve tiyelerinin finansal sorunlarini ¢é6zmek
amaciyla kooperatif bankaciligy fikri 1850-1860 I yillarda ortaya ¢ikmistir. 1864 yilinda Almanya’da
Friedrich Wilhem Raiffeisen tarafindan kooperatif kredi bankast uygulamaya ge¢mistir. 1872 yilinda
Ingiltere’de toptanci magaza kooperatifler CWS nin kurulmasi sonrasi 1975 de kooperatif bankas:

adyla faaliyete baglamistir.

Tiirkiye 'de heniiz herhangi bir kooperatif bankasi bulunmamasina karsin, Avrupa Kooperatif Bankalar
Birligi verilerine gore 31.12.2017 tarihi itibariyle 18 AB iilkesinde 22 iist birlik merkez kooperatif
bankast ve 2914 adet yerel veya bolgesel kooperatif bankast bulunmaktadir. Bu bankalarin 53.262
subesi, 81.182.507 ortagi, 209.322.220 miisterisi bulunmaktadir. Ulkeden iilkeye Pazar paylart %1,6
ile %37 arasinda degismekle beraber érnek vermek gerekirse kooperatif bankalar:; Fransa’da %37,

Almanya’da %21,5 Ingiltere’de %18,3 oraminda pazar payina sahiptir.

Kooperatif bankalar: isminden de anlasilacagi iizere ortaklik yapisindan yonetim ve finans imkdnlari
yant swra diger bankaculik islemlerinde kooperatif ve tist orgiitlerini esas almakta olup yerel, bélgesel

ve ulusal ¢capta hizmet verebilir.
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Giiniimiizde kooperatif bankacilig1 denildigi zaman akla Ingiliz ve Alman modelleri gelmektedir. Ingiliz
tipi kooperatif bankaciligi modeli temelini kooperatiflerden almakla birlikte ticari banka esasina gore
faaliyet gosteren kurumlardir. Alman modelinde birim kooperatif bankalari, merkez kooperatif
bankalari ve Alman Kooperatif bankasi seklide asagidan yukariya ii¢li bir yapr bulunmaktadir. Bu

yapidan da anlasilacagi iizere sistem kooperatifler iizerine kurgulanmistir.

Gelismiyg iilkelerde basar ile uygulanan kooperatif bankaciligi sisteminin Tiirkiye'de de hayata
gecirilmesi gerekmektedir. Kooperatifle, kooperatif iist birlikleri ve kooperatif ortaklarmmin finans
kaynaklarina daha kolay ulagmasi icin sistem yeniden yapilandirilmali ve bu kesime hizmet edecek
kooperatif bankalarimin kurulumu icin gereken diizenlemeler yapilmali ve tesvik edilmelidir. Geligmig
tilke kooperatif bankaciligi modelleri ve uygulamalart incelenerek iilke icin en uygun sentezin

belirlenmesi gerekmektedir.

Tiirkiye'de ciftci ve esnaflar icin kismen kooperatif bankaciligi hizmetleri kamu bankalari tarafindan
sunulmaktadir ancak, bu hizmetler daha kapsaml bir sekilde ele alinmalidir. Ozellikle tarimsal iiretimin
oneminin giinden giine arttigi ve bu kesimin genel olarak yasadigi sikintilar ve isletme biiyiikliikleri goz
ontine alindiginda; oncelikle tarimsal kooperatifler icin kooperatif bankasi uygulamasinin hayata
gegirilmesi gerekmektedir. Buradan elde edilecek tecriibe ve bilgi birikimi ile diger kooperatifler icin
ayrt bir banka kurulmast ya da mevcut kooperatif bankast biinyesinde yer almasi konusu daha saglikl

bir degerlendirme imkdnina kavusacaktir.

Anahtar Kelimeler: Kooperatif, Kooperatiflerin Finansman Sorunu, Kooperatif Bankaciligi,
Kooperatif Bankacilik Sistemi

Abstract

Cooperatives, which are the foundations established by real and legal people with small capital in order
to reach common economic, social and cultural goals, are accepted as the most important social and
economic movement today. Now, we talk about the economies of the country, there are distinctions as
private sector, public sector and cooperatives. There are positive effects of cooperatives in the economy;
efficient use of resources, inclusion of scarce resources in production, employment contribution and
income distribution. Cooperatives in which individuals act by democratic participation method to
achieve common goal are highly developed social structures in terms of participation, sensitivity,

respect to the environment and humanity and togetherness.

Cooperative movements are encountered in Ancient Greece and Rome and in the Middle Ages in areas
such as bakery operations, dairy and shepherd employment, and social movements such as guild, Ahi-
community and collective work form the basis of cooperatives. In 1844, the concept of cooperatives in
the modern sense manifested itself in the town of Rochdale as credit cooperatives in the UK and in the

form of production cooperatives in France and Germany. The cooperative movement in Turkey started
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with Homeland Fund established in Mithat Pasha's leadership in 1863. The most fundamental problems
of cooperatives in Turkey is the problem of access to finance like the rest of the world. Internal funds
of cooperatives includes; shareholders' share capital, partnership shares, retained earnings and
reserves, while external or public sector assistance, funds, bond issues and loans. Generally, the need
for external resources is created for the cooperatives established by small capital holders to achieve
their goals and to create added value in the economy. Although the funds to be provided from the finance
sector are of great importance, there are difficulties in financing these enterprises by creditors in terms
of their financial structure. Consequently, the development of cooperatives, which suffer greatly from

access to finance, is becoming more and more difficult.

The difficulties arising from cooperatives' access to financial resources have brought new financial
solutions. The idea of cooperative banking to solve the financial problems of cooperatives, top
organizations and members came into existence in the 1850-1860s. In 1864, the Cooperative Wholesale
Society’s Bank (CWS) was introduced by Friedrich Wilhelm Raiffeisen in Germany. In 1872, after the
establishment of the wholesaler store cooperatives CWS in England, it started to operate in 1975 under

the name of “Cooperative Bank.”

Although there is not yet any cooperative banks in Turkey, the European Cooperative Banks as of
31.12.2017 according to data of the Union 18 EU countries, there are 22 senior union centers and 2,914
units of local or regional cooperative bank cooperative bank. These banks have 53.262 branches,
81.182.507 partners and 209.322.220 customers. Although their market shares vary between 1.6% and
37%, co-operative banks include; 37% in France, 21.5% in Germany and 18.3% in the UK.

Cooperative banks, as the name implies, can provide services at local, regional and national level, based
on the management and finance opportunities from the partnership structure, as well as cooperative

and top organizations in other banking transactions.

Today, when we talk about cooperative banking, British and German models come to mind. The British-
type cooperative banking model is based on commercial banks and it is based on cooperatives. In the
German model, there is a bottom-up triple structure in the form of unit cooperative banks, central
cooperative banks and German Cooperative Bank. As can be seen from this structure, the system is built

on cooperatives.

The developed countries in the cooperative banking system should also be applied successfully
implemented in Turkey. The system should be restructured in order to make it easier for cooperatives,
their cooperative top associations and cooperative partners to access financial resources and
arrangements should be made and encouraged for the establishment of cooperative banks that will serve
this segment. It is necessary to determine the most appropriate synthesis for the country by examining

the developed country cooperative banking models and applications.
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In Turkey cooperative banking services are partially given by government banks to the farmers and
tradesmen however these services should be addressed more comprehensively. Especially when the
importance of agricultural production increases day by day and the problems experienced by this sector
in general and the size of the enterprises; firstly, cooperative bank implementation should be
implemented for agricultural cooperatives. With the experience and knowledge to be gained from this,
establishing a separate bank for other cooperatives or taking part in the existing cooperative bank will

provide a healthier assessment.

Keywords: Cooperatives, Financial Problems of Cooperatives, Cooperative Banks, Cooperative
Banking System

INOVASYON NASIL YAPILMALI? URUN INOVASYONU MU? SUREC INOVASYONU MU?

HOW TO INNOVATE? PRODUCT INNOVATION VS PROCESS INNOVATION

inci ERDOGAN TARAKCI®

Ozet

Inovasyon hakkinda bir¢ok ¢alisma bulunmaktadi. Yapilan calismalardan bazilart inovasyonun bir
siire¢ oldugunu, bazilari da siire¢ inovasyonunun iiriin inovasyonuna bir alternatif ve destekleyici
oldugunu one siirmektedir. Bu c¢alismalarin bazilar, bir yaklasima digerine nazaran daha fazla
odaklanarak bagarili olmamin miimkiin oldugunu one siirerken, bazi ¢alismalar da kuruluglarin

sektorlerine bagh olarak birincil bir hedefe odaklanmasi gerektigini ileri stirmektedir.

Bu c¢alisma, inovasyonun belirleyicileri ve inovasyon tiirlerinin karsilastirilmast ile ilgilidir.
Paradigmadaki degisimin nedeni, rekabetin kiiresellesmesi ve rekabet avantajindan ziyade inovasyonu
bir zorunluluk haline getirmesidir. Bu son derece rekabet¢i ortamda, pazar payini kaybetmemek igin
sirketler miisterilerin ihtiyag¢ ve beklentilerine odaklanirlar. Sirketler, nasil inovasyon yapacagina karar
verirken miisteri etkisini dikkate alarak karar verirler. Yeni teknolojilerin kullanmimi, ozellikle internet
kullanimi sayesinde, miisterilere dogrudan ulagmak ve web iizerinden mesaj vermek daha az maliyetli
ve ¢ok daha kolaydir. IT destekli ag pazarlamasi, miisterilere diinyamin her yerinden rakipler arasinda

karsilastirma yapma firsati sunmaktadur.

*Dr. Ogr. Uyesi, Bilecik Seyh Edebali Universitesi, Saglik Bilimleri Fakiiltesi, Saghk Yénetimi Boliimii
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Uriin inovasyonu ve ortaya ¢ikan gelismeler, sirketlerin kendilerini pazarda farkhilastirmasini saglar.
Uriin yeniligi, artan marka degeri, daha hizli teknoloji benimseme oranlari, daha fazla getiri ve daha
fazla yenilik, inovasyon igin hazirlanan bir ortama kapt agar. Ayni zamanda ¢alismayi eglenceli hale
getirir, ¢clinkii isbirlikciler en iyi fikirlerinin herkesin yararina gercek olacagimn farkina vardiklarinda
zorlanir, canlamir ve takdir edilirler. Bir organizasyondaki siire¢ inovasyonu, miisterilerin talebinden
baslayarak, faaliyet, karar, bilgi ve malzeme akiglari dahil olmak iizere organizasyon tarafindan
yaratilan degerli mal ve hizmetin tiretiminin sonuna kadar bir reformun adresidir. Yiiksek beklenti ve
talep, bilisim teknolojisinin tam olarak kullanilmasini saglamak icin tiretim siirecindeki yenilige ve

tiretim teknolojisinde emek ve organik kompozisyona vurgu yapilmasina dayanmaktadir.

Asil soru, uzun vadede rekabet avantajina sahip olmak igin inovasyonun nasil yapilacagidir. Uriin
inovasyonu mu stire¢ inovasyonu mu? Bu ¢alismada, akademisyenlerin inovasyon tiirleri ve bunlarin

birbirleriyle olan iliskileri hakkinda one siirdiikleri fikirler tartisilmistur.

1950'lerde ve 1960'larda, asil sorun iiretim olmustur. Basary elde etmek icin en énemli sey, tiretimin
ne kadar iyi yapildigidir. Bunun igin yoéneticiler operasyonel faaliyetlere ve iiretime odaklanmistir.
Operasyonel faaliyetleri viiriitmek icin biitce ve prosediirler stratejik yaklasimlardir. Uretimde
verimliligin arttirilmast rekabet edebilmek icin yeterli olmustur. 1960y yillardan sonra, diinya
ticaretindeki biiyiime, Gayri Safi Milli Hasila'daki biiyiimeyi onemli él¢iide agsmaya baslarken, yabanci
yatirimlar énemli olgiide hizla artmaya baglamistiv. Bu durum uluslararasi rekabet ortaminda temel

degisimin baslangici olmugtur.

Degisen kiiresel ekonomide, miisterilerin hizla degisen ihtiyaglarini ve beklentilerini karsilamak igin
bir¢ok sekilde (kalite, hizmet, fiyat vb.) rekabet etmek gerekir. Her seyden once, Peter Drucker'in
onerdigi gibi, “her kurulug - sadece isletmeler icin degil - bir temel yetkinlige ihtiya¢ duyar: yenilik.
Artan rekabet organizasyonlari yenilik yapmaya zorlamaktadir. Yeni ekonomik diizende, inovasyon
tiirlerinin birbirleri ile onemli olgiide iliskili oldugunu soylenebilir. Ve bunlardan sadece birinde ne
kadar iyi olundugunun bir 6nemi olmamakla birlikte asil gereksinim, yeni teknolojilerin firsatlarint ve
ag pazarlamasinin yeteneklerini kullanarak her ikisinde de ne kadar iyi olundugudur. Bazi gelismeler
organizasyonu bu inovasyon tiirlerinden bir veya daha fazlasinda inovasyona yénlendirir. Inovasyonun
kendisi bir siirectir ve hem iiriin inovasyonu hem de stire¢ inovasyonu birbiriyle iliskilidir. Basarinin,
inovasyon dongiistindeki teknolojik gelismeleri yeni teknolojiler, iyi vasifli is giicii, yeni yonetimsel
beceriler kullanarak ne kadar iyi uyguladiginiza da bagh oldugu soylenebilir. Siirdiiriilebilir bir rekabet
avantaji icin hem pazarlama, teknoloji, tiretim ve siireglerde yenilik yapmak bir rekabet avantaji yerine,

bir zorunluluktur.

Anahtar Kelimeler: Pazarlama, Kiiresel Rekabet, fnovasyon, Uriin fnovasyonu, Stirec fnovasyonu.
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Abstract

There are many studies on innovation. Some of the studies suggest that innovation is a process, while
others suggest that process innovation is an alternative and supportive for product innovation. Some of
these studies suggest that it is possible to succeed by focusing more on one approach than on the other,

while some studies suggest that organizations should focus on a primary goal depending on their sector.

This study is about the comparison of innovation determinants and types of innovation. The reason of
the changes in paradigm, the competition goes to global and it makes innovation a necessity rather than
competitive advantage. In this highly competitive environment, not to lose the market share, companies
focus on the needs and expectations of the customers. Companies consider the customer affect while
they are deciding how to innovate. By the use of new technologies, especially the use of internet, it is
less costly and much easier to reach the customers directly and give the message via the web. IT enabled
newtwork marketing provide customers opportunity to make comparisons among the competitors from

all over the world.

Product innovation and the resulting developments enable companies to differentiate themselves in the
market. Product innovation, increased brand value, faster technology adoption rates, greater returns
and more innovation opens door for an environment prepared for innovation. It also makes work fun,
because partners are forced, revived, and appreciated when they are aware that their best idea will be
real for everyone's benefit. Process innovation in an organization is the address of the reform, which
has started from the customers' demand, to the end of the valuable product and service created by the
organization, including the activity, decision, information and material flows. High expectations and
demand are based on the ability in process innovation to ensure the full use of information technology

and the emphasis on labor and organic composition in production technology.

The main question is that how to innovate to have competitive advantage over the long run? Product
innovation or process innovation? Many ideas discussed that scholers suggested about the types of

innovation and their interrelations.

Between 1950s and 1960s, the main problem was production. To get the success, the most important
thing was how well the production is made. Therefor, the managers focused on operational activities
and production. Strategic approach was the budget and procedures to run the operational activities.
Increasing the efficiency in production was enough to compete. After 1960s, the growth in world trade
began to exceed significantly the growth in Gross National Product, while foreign investments has been
significant and growing rapidly. It was the beginning of fundamental change in the international

competitive environment

In the changing global economy, it is necessary to compete in many ways (quality, service, price...etc.)

to meet the rapidly changing needs and expectations of customers. First of all, as Peter Drucker suggest,
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“every organization - not just businesses - needs one core competence: innovation. Growing competition
force the organizations to innovate. It can be said that in the new economy, both types of innovation are
significantly interrelated. And it doesn't matter how well to innovate in one of them, the necessity is, how
well to innovate in both of them by using the opportunities of new technologies and the abilities of
network marketing. Some developments direct the organization to innovate in one or more of these types
of innovation. Innovation itself is a process and both product innovation and process innovation is
interrelated. It can be said that the success also depends on how well you implement the technological
developments in your innovation cycle by the usage of new technologies, well skilled labor, new
managerial skills..etc. It is a necessity —rather than competitive advantage- to innovate in both

marketing, technology, production and processes for a sustainable competitive advantage.

Keywords: Marketing, Global Competition, Innovation, Product Innovation, Process Innovation.

ORTAOKUL OGRENCILERININ KOOPERATIF/KOOPERATIFCILiIK KAVRAMINA
YONELIK METAFORIK ALGILARI

METAPHORIC PERCEPTIONS OF SECONDARY SCHOOL STUDENTS ON THE
COOPERATIVE/COOPERATIVES CONCEPT

Turhan CETIN"

Ozet

Bu ¢calisma 6. ve 7. sinif 6grencilerinin, Sosyal Bilgiler Dersi Ogretim Programinda yer alan kooperatif
veya kooperatifcilik kavramini nasil algiladiklarint belirlemek amaciyla yapimistir. Mecazlar yoluyla
veri toplama ve dokiiman analizinden olusan nitel arastirma teknikleri birlikte kullanimistir.
Calismanin bu yoniiyle iicgenleme (metot ticgenlemesi) seklinde veri toplamaya uygun oldugu
soylenebilir. Metot iicgenlemesi, ¢alisma icin farklt metotlarin kullanimini icerir. Bu metotlarin
kullanimina gériisme, gozlem, dokiiman analizinin degisimi belirleme amagh ayni anda kullaniimast
ornek olarak verilebilir.

Arastirma nitel aragtirma deseninde tarama modelinde gergeklestirilmistir. Tarama modeli bir konuya
ya da olaya iligkin katilimcilarin goriiglerinin ya da ilgi, beceri, yetenek, tutum v.b. ozelliklerinin
belirlendigi genellikle diger arastirmalara gore gorece daha biiyiik orneklemler iizerinde yapilan

arastirmalardir.

* Prof. Dr., Gazi Universitesi, Gazi Egitim Fakiiltesi, Tiirkge ve Sosyal Bilimler Egitimi Béliimii, turhan@gazi.edu.tr
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Arastirmamin ¢alisma grubunu 2018-2019 egitim-égretim yili bahar doneminde, ama¢l drnekleme
yontemine uygun olarak segilmis Ankara il merkezindeki iki devlet Ortaokulunun 6., 7. ve 8. siniflarinda
ogrenim géren 132°si kiz ve 136°s1 erkek olmak iizere toplam 268 ogrenci olusturmaktadir. Maksimum
cesitlilige dayali 6rneklem olusturmada amag, ¢esitlilik gosteren durumlar arasinda herhangi ortak ya
da paylasilan olgularin olup olmadigini bulmaya calismak ve bu cesitlilige gére problemin farkl
boyutlarini ortaya koymaktir.

Arastirmanin verileri Mecazlar Yoluyla Veri Toplama Formu ve Dokiiman Incelemesi ile toplanmistir.
Mecazlar yoluyla veri toplama formu olarak, dgrencilerin Sosyal Bilgiler 6. ve 7. Simf Ogretim
Programinda yer alan kooperatif/kooperatifcilik kavramina yiikledikleri anlamlara iligkin metaforlar
(mecaz) belirlemek amaciyla olusturulan mecazlar yoluyla veri toplama formu kullanilmistir. Dokiiman
incelemesi ise arastirmanin bir bagka veri toplama aracidir. Metafor olusturulan kooperatif veya
kooperatifcilik kavramiyla ilgili olarak égrencilerin ¢izdikleri resim ve karikatiirlerden olusan gorsel
dokiimanlardir. Gorsel malzemeler (karikatiirlerin) ogrencilerin duygu ve diisiincelerini yansittigini,
yorumlama ve ¢oziim tiretme becerilerini vurgulamaktadir. Yine ozellikle sosyal icerikli deger, norm ve
kurallara iliskin kazanmimlarda bir durum belirleme araci olarak kullanilmaktadur.

Arastirmamn uygulama asamasinda her bir 6grenciye, kooperatif veya kooperatifcilik kavramuyla ilgili
metafor formu dagitilmistir. Calismaya baslamadan énce arastirmact kendisi ve aragtirmayr yapma
amact hakkinda kisa bilgiler sunmugtur. Calismanmin nasil yapilacagi konusuna ge¢meden once,
ogrencilere verilen formda yer alan ydnerge okunarak aragtirma konusunda bilgilenmeleri
amaglanarak ¢alismaya baslanmistir. Arastirmaya katilan ortaokul ogrencilerinin kooperatif veya
kooperatifcilik kavramina iliskin sahip olduklar: zihinsel imgeleri (metaforlary) ortaya ¢ikarmak
amaciyla ogrencilerin her birinden “Kooperatif veya kooperatifcilik ............. Ya benzer; ciinkii
............. 7 ciimlesini tamamlamalart istenmistir.

Metafor Kodlama ve Ayiklama Asamasinda ilk olarak arastirmaya katilan katilimcilarin iirettigi
metaforlar Excel programinda alfabetik siraya dizilerek bir liste meydana getirilmistir. Arastirmanin
amacina goére katilimciarin yazilarinda, metaforlarin belirgin bir sekilde ifade edilip edilmedigine
bakilarak, her katiimcimin formda dile getirdigi metafor kodlanmistir. Sonrasinda katilimcilarin
formlart incelenerek; Kooperatif veya kooperatifcilik kavrama iliskin metaforun yer aldigi ancak
gerekgesi bulunmayan formlar(1), belirtilen kavramin sadece tanmimlanmasinin yer aldigi formlar(2) ve
kavrama iligkin metaforun yer aldigi ancak gerekgesini tam olarak karsilamayan formlar(3) ile bog
birakilan formlar olmak iizere toplam 249 form elenerek arastirma kapsami disinda birakilmistir.
Kategori  gelistirme asamasinda  katihmcilar  tarafindan  metafor  formunda yer alan
“kooperatif/kooperatifcilik” kavramina yonelik gelistirilen metaforlar, katibmcilarin olusturduklar:
metaforun  gerekgesine bakilarak  kategorilendirilmistir.  Metafor kategorileri  olusturmada
katitlmcilarin gelistirdikleri metaforun kelime anlami degil, metaforun gerekgesi dikkate alinmigtir.
Arastirma sonucunda elde edilen bulgulara gore katilimcilar kooperatif veya kooperatif¢ilik kavramina

iliskin 18 adet gegerli metafor iiretmislerdir. Bu metaforlardan art kovami iki katilimct tarafindan

159



liretilmistir. Diger metaforlar ise birer katilimc: tarafindan iiretilmistir. Uretilen metaforlari; Is birligi
icinde olup, birlik duygusu uyandiran; Ticari fonksiyonu olan ve emek gerektiren; Sorumluluk
gerektiren, zorunlu ve karsiliksiz olan ile Icinde saygi ve olasilik barindiran adli dort kavramsal

kategori altinda toplamak miimkiindiir.

Osrencilerin kooperatif veya kooperatifcilik kavrami ve Sosyal Bilgiler Programinda yer alan
Girigimcilik becerisine yonelik algilarmmin artirilmasi igin ilgili kurum ve kuruluslarca ortaokullarda
girisimcilik ve kooperatif¢ilik konularina iligkin egitici seminerler diizenlenmelidir. Yine ogrencilerin
kooperatif veya kooperatifcilik kavrami ve girigimcilik becerisine iligkin algilarimin artirilmast amaciyla
donem projesi yapmalart tegvik edilmelidir. Ayrica kooperatifcilik giinii okul koridorlarinda konu ile

ilgili resim ve karikatiir sergisi diizenlenebilir.

Anahtar Kelimeler: Kooperatifcilik, Ortaokul ogrencileri, Metaforik algi

Abstract

This study was carried out to determine how the 6th and 7th grade students perceived the concept of
cooperative or cooperatives in the Social Studies Curriculum. Qualitative research techniques
consisting of data collection and document analysis through metaphors were used together. In this
aspect of the study it can be said that it is appropriate to collect data in the form of triangulation (method
triangulation). Method triangulation involves the use of different methods for the study. The use of these
methods for interview, observation, document analysis at the same time to determine the change can be
given as an example. The research was conducted in the screening model in the qualitative research
design. The screening model includes the views, interests, skills, abilities, attitudes, or opinions of
participants in a topic or event. These are the researches on which relatively large samples are
determined. The study group of the study was selected in accordance with the purposive sampling
method in the spring term of 2018-2019 academic year which, includes a total of 268 students, 132 girls
and 136 boys, studying in 6th, 7th and 8th grades of two state secondary schools in Ankara. The aim in
creating a sample based on maximum diversity is to try to find out whether there are any common or
shared phenomena between the various situations and to reveal the different dimensions of the problem
according to this diversity. The data of the study was collected with/through the Data Collection Form
via the Metaphors and the Document Review. As a data collection form through metaphors, the data
collection form was used to determine the metaphors of the students’ meanings of the
cooperative/cooperatives concept included in the Social Studies 6th and 7th Grade Curriculum along
with document analysis as another data collection tool of the research. This is a visual document
consisting of pictures and cartoons drawn by students’ metaphors in relation to the concept of
cooperative or cooperatives. Visual materials (cartoons) reflect the students' feelings and thoughts, and

emphasizes the skills of interpretation and solution. In addition to this, social value is used as a tool for
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determining the norms and rules. During the implementation phase of the study, the metaphor form
related to the concept of cooperative or cooperatives was distributed to each student. Before starting
the study, the researcher provided brief information about the researcher and the purpose of doing the
research.

The study was started with the aim of informing the research by reading the instruction on the forms

provided to the students before proceeding with the study.

Secondary school students participating in the research were asked to complete the sentence
“Cooperative/cooperatives are similar because...” to help reveal the mental images (metaphors) they
have in relation to the concept of cooperative or cooperatives. In metaphor coding and sorting process,
metaphors produced by the participants were firstly listed in the Excel program in alphabetical order.
According to the aim of the study, the metaphors of each participant were coded in the participants'
writings by looking at whether the metaphors were clearly expressed.

Then the participants’ forms were examined; There are a total of 249 forms, including forms for which
the metaphor of cooperative or cooperatives, were included but were without justification; forms in
which only the definition of the specified concept was stated; forms that included metaphors but however
did not fully meet the rationale; and those forms that were left blank which were excluded from the
research scope. The metaphors developed in the metaphor form by the participants in the category
development stage were categorized according to the rationale of the metaphors created by the
participants. The metaphors were not taken into consideration in the creation of metaphor categories,
but rather the rationale of the metaphor was taken into account. According to the results of the study,
the participants produced 18 valid metaphors related to the concept of cooperative or cooperatives. The
bee hive from these metaphors was produced by two participants. Other metaphors were produced by
one participant. The produced metaphors were done by collaborating and awakening unity; with a
commercial function requiring labor. Itis possible to say that it was collected under the four conceptual
categories of responsibility, respect and possibility which are responsible, obligatory and
unconditional. In order to increase the perceptions of the students about the concept of cooperative or
cooperatives and Entrepreneurship skills in the Social Studies Program, educational seminars should
be organized by the relevant institutions and organizations on the subjects of entrepreneurship and
cooperatives in secondary schools. Again, the students should be encouraged to make a term project in
order to increase their perceptions about the concept of cooperative or cooperatives and
entrepreneurship skills. On Cooperatives Day, a picture and cartoon exhibition on the subject can be

organized in the school corridors.

Keywords: Cooperatives, Middle school students, Metaphoric perception
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CONSUMPTION BEHAVIOR OF MILK AND PRODUCTS OF TEKMAN CENTRAL AND
OTHER SECONDARY SCHOOL STUDENTS IN TEKMAN CENTER

Yasemin ERSOY”

Abstract

Nutrition is one of the basic needs of human being. To provide this need ideally creates a sense of trust
that other needs will be provide. For the continuity of life, nutrition has a priority, so people have to

pay attention to what they eat and what they drink.

Childhood is very important in terms of growth and development and also nutritional habits. A school-
age children while matured on one hand, gets the motor skills on the other hand. The amount of calcium
taken in childhood is very important for bone and tooth development. Therefore, this study was planned
and carried out to determine behaviors of dairy and dairy products in middle schools in Tekman,
Erzurum. Surveys were used in this search as data collection tool. In the statistical evaluation of the
data obtained from the surveys, charts showing absolute and percentage (%) values were prepared and
a khikare significance test and cross tables were applied according to the characteristics of the

guestions and the obtained data.

A total of 687 middle school students (281 female and 406 male) were used in this search. Before this
search, approval of institution and verbal approval of studens. 60% of students are from 12-13 years
old. Other verity of search is that there is no connection between environment variable and behavior of
drinking milk variable. The reason for not consuming milk and dairy products is the taste at 1st degree.
The milk products most loved by the students were examined and it was revealed that the most

percentage share was "voghurt", the second one is “cheese” and the third one is “butter”. In this search,

*Dr. Ogr. Gér. Karabiik Universitesi, Saglik Bilimleri Fakiiltesi, Beslenme Ve Diyetetik Béliimii
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there are some suggestions in terms of information about behaviors of dairy and dairy products in

boarding middle schools and other schools in Tekman.

Keywords: Nutrition, Consumption Behavior, Secondary School Students

PATERNALIST LIDERLIK ALGISININ DUYGUSAL EMEK UZERINE ETKIiSi: BiR ALAN
ARASTIRMASI

THE EFFECT OF PATERNALISTIC LEADERSHIP PERCEPTION ON EMOTIONAL
LABOUR: A FIELD RESEARCH

Alper GURER"
Gamze Ebru CIFTCI™

Ozet

20. yiizyihin sonlarinda yasanan bir takim sosyal, ekonomik ve siyasal degisimler, kiiresellesme, bilgi
iletisim teknolojilerindeki gelismeler ve miisteri profilinde ki farklilasma orgiitler acisindan yonetim
stireclerine bakislarinda degisime gitmeyi zorunlu kilmistir. Giintimiizde hizla degisen cevre sartlarinda
surdiiriilebilir rekabet tistiinliigii saglamak zorunda olan érgiitlerin degisimi zorunlu kilan unsurlarla

basa ¢ikabilmeyi basarabilmeleri gerekmektedir.

Giintimiiz kosullarinda basarili olabilmek igin tiim paydagslarin faydasim diisiinen ve bu dogrultuda
hareket etmeyi gerektiren bir yonetim anlayisi gecerlik kazanmistir. Bu cogulcu yaklagim orgiit
icerisindeki hiyerarsik yapt iizerinde de bir takim degisiklikleri zorunlu kilmaktadur. Bilgi iginin ve bilgi
iscisinin verimliligini artirmaya odaklanmak zorunda kalan yéneticiler icin bilgi is¢ilerine amaclari,
standartlart ve sonuglart tamimlayarak yon verdikleri esnek bir hiyerarsik yapimin daha iyi sonuglar
doguracagi soylenebilir. Bu noktada da igerisinde bulunulan kosullari anlamaya ve dis ¢evre
unsurlarini dogru degerlendirerek ¢izdigi vizyon dogrultusunda ilerlemeye yonelik liderlik becerileri on

plana ¢ikmaktadir.

Giiniimiiz sartlart igin etkili liderlik ozelliklerini belirlemeye yonelik pek ¢ok ¢alisma yapilarak farkh
orgiit yapilarina ve hizla degisen c¢evre sartlarina uygun liderlik yaklagimlar: belirlenmeye
calisilmaktadir. Bu yeni liderlik yaklasimlarindan biride paternalist liderliktir. Paternalist olmak,

liderler agisindan orgiit icerisinde bir baba ile ¢ocuklar: arasindaki iliskiye benzetilebilecek iligkilerin

* Dr. Ogr. Uyesi, Kirikkale Universitesi Keskin Meslek Yiiksekokulu Y@&netim ve Organizasyon Bélimii,
alpergurer@kku.edu.tr

Dr. Ogr. Uyesi, Hitit Universitesi, Sungurlu Meslek Yiiksekokulu, Yonetim ve Organizasyon Boliimii,

gamzeebruciftci@hitit.edu.tr
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kurulabilmesini ifade etmektedir. Paternalist liderler, disiplin ve otoriteyi elden birakmadan
calisanlarina bir ebeveyn sefkatiyle yaklasarak onlardan da saygi ve baglilik bekledikleri bir hiyerarsik
yapt kurarlar. Giiglii bir ozgiiven ve ahlak anlayisiyla calisanlarina kol kanat geren paternalist liderler
calisanlarina karsi 6gretici ve ilgili yaklasimlariyla onlarin saygisini kazanmirlar ve ¢alisanlarda
liderlerine karsi minnettarlik duygusuyla daha fazla performans gosterme egilimi icerisine girerler.
Ayrica paternalist liderlerin, orgiitiin ve ¢alisanlarinin menfaatlerini kendi menfaatlerinden iistiin tutan
babacan yaklasimlarimin ¢alisanlar tizerindeki etkisi de degerlendirildiginde paternalist liderligin

giintimiizde orgiit hedeflerine ulasmak icin en etkili liderlik yaklasimlarindan biri oldugu séylenebilir.

Paternalist liderligin ¢calisanlarin duygularina hitap eden bir liderlik yaklasimi oldugu diisiiniilebilir.
Giiniimiizde ozellikle hizmet sektoriinde rekabet tistiinliigii saglamak adina ¢aliganlarla miisteriler
arasinda kurulan iletisimde on plana ¢ikan calisanlar agisindan duygularin yonetilmesinde de
paternalist liderlerin babacan tavirlarimin onemli olabilecegi soylenebilir. Hizmet sektoriinde
orgiitlerin basarilarinda ¢alisanlarin  miisterilerle iliskilerinde gdsterecekleri ¢aba on plana
ctkmaktadwr. Bundan dolayr da érgiitler ¢alisanlarindan miisterilerle iletisimlerinde miisteri
memnuniyetini saglayabilmelerini isterken bu noktada c¢alisanlarin miisterilere duygusal agidan
yaklagimlar: 6nem kazanmaktadir. Giiniimiizde orgiitler kendilerini sadece mal ve hizmet kalitelerini
gelistirmek degil aynmi zamanda miisterilerini duygusal yonden tatmin edecek saygi ve ilgiyi de artirarak
hedeflerine ulagmak baskis1 altinda hissetmekte ve bu dogrultuda ¢alisanlarimin nasil davranmalart
gerektigine dair bir takim kurallar koymaktadirlar. Literatiirde orgiit tarafindan onaylanmig ve
calisanlardan yerine getirilmesi beklenen bu kurallari uygulamak icin ¢alisanlarin islerini yaparken
duygularini diizenlemesi igin sarf ettikleri caba duygusal emek olarak tanimlanmaktadir. Caliganlardan
orgiitiin  belirledigi politikalara wuygun olarak o sekilde hissetmeselerde beklenilen davranist
sergilemeleri ve miisterilere orgiit tarafindan istenen duyguyu hissettirmeleri beklenmektedir.
Calisanlarin kendilerinden beklenen duygusal emegi sergileyebilmeleri drgiitiin ve yoneticilerin bu

konuda sistemli ¢alismalarini, ¢alisanlart bu dogrultuda yonlendirmelerini gerektirmektedir.

Diger taraftan ¢alisanlardan duygusal emek beklentisi hizmet kalitesini ve miisteri memnuniyetini
arttirirken ¢alisanlarin yasayacagr duygusal sapmalar nedeniyle ¢alisanlar ve orgiitler iizerinde de is
doyumsuzlugu, tiikenmigslik, isten ayrilma niyeti, personel devir hizinda artis gibi bir takim olumsuz
etkilerde yaratabilmektedir. Bu noktada hem duygusal emegin yonlendirilmesi hem de ¢alisanlarin
duygusal emek sergilerken karsilastikiar: olumsuz durumlarin en az seviyeye indirilmesinde liderlerin

sahip olduklar: paternalist liderlik ozelliklerinin 6nemli olacag diistiniilebilir.

Bu baglamda c¢alisma calisanlarin paternalist liderlik algisimin duygusal emek iizerindeki etkisini
belirlemeye yéonelik olarak tasarlanmistir. Ayrica arastirmada ¢alisanlarin demografik ozellikleri ile
paternalist liderlik algist ve duygusal emek arasinda anlamly farklilik olup olmadigi incelenmistir.
Arastirmada veri elde etmek i¢in, Kirtkkale ilinde faaliyet gosteren bir hastanenin hemsire statiistinde

gorev yapan ¢alisanlarina kolayda érneklem yoluyla anket uygulanmis ve 177 katilimciya ulasilmistir.
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Elde edilen veriler neticesinde bu iki degisken arasinda yapisal esitlik modeli kurulmus ve uyum iyiligi
degerlerinin paternalist liderlik icin (Ay%/df = 1,913, RMSEA:0,077, CFI:0,936, NFI:0,959, GFI:0,913,
AGFI:0,859) ve duygusal emek igin (Ay%/df=1,929, RMSEA:0,077, CFI:0,944, NFI:0,900, GFI:0,911,
AGFI:0,858) kabul edilebilir diizeyde oldugu goriilmiistiir. Arastirma sonucunda, c¢alisanlarin
paternalist liderlik algilarimin duygusal emek davraniglari iizerinde pozitif yonlii bir etkisi oldugu tespit
edilmistir. Katilimcilarin demografik ozelliklerinin ise paternalist liderlik algilari iizerinde bir farkliliga
neden olmadig1 duygusal emek boyutlarindan sadece yiizeysel rol yapma alt boyutunda anlami

farkliliga neden oldugu gériilmiistiir.

Anahtar Kelimeler: Paternalist Liderlik, Duygusal Emek, Saglk Sektorii, Yapisal Esitlik Modeli,
Calisanlar.

Abstract

A number of social, economic and political changes in the late 20th century, globalization, developments
in information communication technologies, and differentiation on customer profile made it necessary
for organizations to change their view of management processes. Today, organizations that have to
provide sustainable competitive advantage in rapidly changing environmental conditions need to be

able to cope with the factors that necessitate change.

In order to be successful in today's conditions, a management approach that considers the benefits of
all stakeholders and which requires acting in this direction has become valid. This pluralist approach
also necessitates some changes in the hierarchical structure within the organization. For managers who
have to focus on increasing the productivity of the information business and the information worker, it
can be said that a flexible hierarchical structure in which information workers guide their goals,
standards and results will yield better results. At this point, leadership skills for understanding the
conditions and progressing in line with the vision drawn by evaluating the external environment

elements come to the forefront.

Many studies have been carried out to determine the effective leadership characteristics for today's
conditions, and it is tried to determine the leadership approaches appropriate for different
organizational structures and rapidly changing environmental conditions. One of these new leadership
approaches is paternalistic leadership. Being a paternalistic refers to the establishment of relationships
that can be imitated to the relationship between a father and his children within the organization.
Paternalistic leaders, without leaving discipline and authority, approach their employees with a
parental compassion and establish a hierarchical structure in which they expect respect and loyalty
from them. Paternalistic leaders, who put their wings on their employees with a strong sense of self-
confidence and ethics, earn their respect for their employees with their instructive and related

approaches and tend to perform more with employees with a sense of gratitude towards their leaders.
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Furthermore, when the effect of paternalistic leadership, paternalistic approaches that hold the interests
of the organization and its personnel superior to their own interests, is considered to be one of the most

effective leadership approaches to achieve organizational goals.

Paternalistic leadership can be considered as a leadership approach that addresses the feelings of
employees. It can be said that the paternalistic attitude of paternalistic leaders may be important in
terms of managing emotions in terms of employees that come to the forefront in communication
established between employees and customers in order to provide competitive advantage in the service
sector. In the service sector, the efforts of the employees in their relations with customers come to the
forefront in the success of the organizations. Therefore, while organizations ask their employees to
provide customer satisfaction in their communication with customers, employees' emotional approach
to customers gains importance at this point. Today, organizations feel under pressure to achieve their
goals by not only improving the quality of their goods and services, but also by increasing the respect
and interest that will satisfy their customers emotionally, and set a number of rules on how their
employees should behave accordingly. In the literature, the effort that employees make to regulate their
emotions while doing their jobs is defined as emotional labour in order to implement these rules
approved by the organization and expected to be fulfilled by the employees. Employees are expected to
exhibit the expected behaviour even if they do not feel that way in accordance with the policies set by
the organization, and to make customers feel the emotions desired by the organization. In order for the
employees to exhibit the emotional labour expected of them, it is necessary for the organization and

managers to work systematically and to direct the employees in this direction.

On the other hand, the emotional labour expectation of the employees increases the quality of service
and customer satisfaction and may cause some negative effects on employees and organizations such as
job dissatisfaction, fatigue, intention for leave of employment, and increase in turnover rate due to the
emotional deviations of the employees. At this point, it can be thought that the paternalistic leadership
characteristics of the leaders will be important both in the direction of emotional labour and in

minimizing the negative situations faced by the employees during the emotional labour.

In this context, the study was designed to determine the effect of employees' perception of paternalistic
leadership on emotional labour. In addition, the study examined whether there is a significant difference
between demographic characteristics of employees and paternalistic leadership perception and
emotional labour. In order to obtain data in this study, a questionnaire was applied to the 177 nurses
of a hospital operating in Kirikkale by convenience sampling method. As a result of the data obtained,
a structural equation model was established between these two variables, and the values of goodness of
fit for paternalistic leadership (Ay%df = 1,913, RMSEA:0,077, CFI:0,936, NFI:0,959, GFI:0,913,
AGFI:0,859) and for emotional labour (Ay%df=1,929, RMSEA:0,077, CFI:0,944, NFI.0,900,
GFI:0,911, AGFI:0,858) was observed to be on allowable value. As a result of the study, it was found

that paternalistic leadership perception of employees had a positive effect on emotional labour
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behaviours. On the other hand, demographic characteristics of the participants did not cause any
difference on paternalistic leadership perceptions, but it was found that the emotional labour

dimensions caused a significant difference only in superficial role sub-dimension.

Keywords: Paternalistic Leadership, Emotional Labour, Health Sector, Structural Equation Model,

Employees.

KANO MODELININ KALITE FONKSIYON YAYILIMI iLE BUTUNLESTIRILMESINE
YONELIK BiR UYGULAMA

AN APPLICATION FOR THE INTEGRATION OF KANO MODEL WITH QUALITY
FUNCTION DEPLOYMENT

Dinmukhamed KELESBAYEV *
Zhanar ALIBEKOVA™

Ozet

Bu ¢alisma, egitimde miisteri odakli hizmet tasarimini optimize etmek ve egitim kalitesini iyilestirmek
icin Modern Kalite Fonksiyon Yayilimi yaklagiminin Kano Modeli ile biitiinlestirerek yeni bir biitiinlesik
yaklasim onermek ve onerilen yaklagimi iiniversitelerde uygulayabilmek amaciyla hazirlanmistir.
Bununla birlikte miisteri ihtiyaglarimin dogru ve derinlemesine anlasilmasi i¢in Kano Modelini Kalite
Fonksiyon Yayiliminin kalite planlama matrisinde kullanan biitiinlestirici bir yaklasim onerilecek ve
Kano Modelinin analizine dayanarak her bir miisteri ihtiyaci i¢in bir doniisiim fonksiyonu
gelistirilecektir. Boylece her bir miisteri ihtiyacimin iyilestirme oramini yeniden ayarlayarak istenen
miisteri memnuniyeti performansini elde edilecektir. Bu gercevede tiniversitelerdeki hizmet anlayisinin
ve oralarda verilen egitim hizmetlerinin, 6grenci istek ve ihtivaclari dikkate alinarak yeniden
tasarlanmasi ve kalitesinin iyilestirilmesi ele alinmistir. Ayrica bu ¢calismada Kano Modelinin Modern
Kalite Fonksiyon Yayilimi siirecine dahil edilmesi incelenerek bu yaklasimin yonteme kazandirdigi
tsttinliikler ve fkusitlar hizmet isletmesi olan fiiniversitede yapilan bir uygulamayla irdelenmeye
calisilmistir. Bu gerc¢evede tiniversitelerdeki hizmet anlayisinin ve oralarda verilen egitim hizmetlerinin,
ogrenci istek ve ihtiyaglar dikkate alinarak, yeniden tasarlanmasi ve kalitesinin iyilestirilmesi ele

alinmigtir. Dolayisiyla bu ¢alisma, kavramsal ve kuramsal olarak miisteri ihtiyaglarint daha iyi anlamak

" Dog. Dr., Ahmet Yesevi Universitesi / Kazakistan, dinmukhamed kelesbayev@ayu.edu.kz

** Doktora Ogrencisi, Ahmet Yesevi Universitesi / Kazakistan, zhanar.alibekova@ayu.edu.kz
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icin Kano Modelini, bu miisteri ihtiyaclarini en uygun sekilde karsilayacak iiriin ve hizmetlerin
gelistirilebilmesi icin kullanilan Kalite Fonksiyon Yayilimini ve Kano Modelinin Modern Kalite

Fonksiyon Yayilimi siirecine dahil edilmesini kapsar.

Ayrica uygulamalr olarak gelistirilen yeni biitiinlesik yaklasimin egitim kurumlarinin en iist diizeyinde
yer almakta olan iiniversitelerdeki uygulamalarini ve miisteri olarak ise tiniversitelerdeki ¢esitli miisteri
gruplart (6gretim iiyeleri, 6grenciler, devlet, hiikiimet, isverenler, ebeveynler vb.) arasindan temel
miisteri olarak sadece ogrencileri kapsar. Bu ¢alismada izlenen yontemler igin ise, orneklemin yapisint
belirlemede amagli 6rneklem tiirlerinden “kota orneklem” yontemi, veri toplama teknikleri olarak nitel
calisma yontemlerinden gemba ve odak grup ¢alismalari, nicel arastirma tekniklerinden anket ¢alismast
kullanilmistir. Bu cercevede yiiriitiilen arastirmada, tiniversite ogrencileri igin énem tasiyan kalite
unsurlart ve verilmekte olan egitim hizmetlerin kalitesi ile ilgili 6grenci ihtiyaclarimin belirlenmesinde
gemba ve odak grup calismalart kullaniimistir. Belirlenen ihtiyaglar ile ilgili veriler gelistirilmis Kano
Anketiyle toplamilnmistir. Toplanan veriler bilgisayar ortamina aktarilarak MS Excel 2015 programi ve
Kano Degerlendirme Tablosu araciligiyla detayli olarak incelenmigtir. Neticede her kalite unsuru ve
her ihtiyag kategorisi ayri ayrt degerlendirilmis, oncelik siralamalart belirlenmis, Kano Kategorilerine
gore simiflandirilarak 6grenci memnuniyeti katsayilart hesaplanmistir. Arvdindan her bir Kano
Kategorisi i¢in ayri ayri parametreler belirlenerek Kano Modeli Kalite Fonksiyon Yayiumi siirecinin
planlama matrisine dahil edilmistir. Daha sonra Kalite Evi’nde yer alan matrisler araciligiyla ilgili
unsurlar igin fakiilte ve rakip fakiilte bazinda rekabete yonelik karsilagtirmalar ile hesaplamalar ve

degerlendirmeler ile analizler yaptimigtir.

Buna ek olarak, literatiirii inceledigimizde, az da olsa Kano Modeli ile biitiinlesik Kalite Fonksiyon
Yayiulvmi uygulamalary vardr. Ancak bu ¢alismalarin hemen hemen hepsi Geleneksel Dért Asamali
Kalite Fonksiyon Yayiulimi uygulamali ¢alismalar ve wuygulama alanlart da egitim ve egitimin
yiiksekogretim hizmetlerinden uzak alanlar oldugu goriilmektedir. Bu fikirlerden ve sonuglardan yola
ctkarak literatiirde Modern Kalite Fonksiyon Yayilimi yaklasimini Kano Modeli ile biitiinlestirme
calismalarinin olmamasi, egitim ve yiiksekégretim alaminda yapilan calismalarda Modern Kalite
Fonksiyon Yayiulim yaklasimi ile yukarida bahsedilen Kano Modeli ile biitiinlesik Kalite Fonksiyon

Yayilimi yontemin ¢ok fazla kullaniimamasi yapilacak ¢alismanin 6nemini vurgulamaktadir.

Modern Kalite Fonksiyon Yayiimi yaklagiminin nihai hedefi miisteri memnuniyetidir. Geleneksel Kalite
Fonksiyon Yayilimi yaklasiminda iiriin ya da hizmet ile alakall her bir ihtiyacin miisteri memnuniyetine
ayni oranda etki edecegi diistiniilmektedir. Oysa miisteri memnuniyetinin olusmasinda tiim ihtiyaglar
ayni oranda pay sahibi degil yani, ayni oranda etki edemez. Burada her bir miisteri ihtiyacimin dogasi
anlasilmali ve buna gére swflandiridmalidir. Bu nedenle Modern Kalite Fonksiyon Yayulimi
yaklasiminin temel ozelliklerinden birisi de miisteri istek ve ihtiyaglarinin belirlenmesi siirecine daha
fazla odaklanmasidir. Bu dogrultuda kullamilan yaklasimlardan biri Kano Modelidir. Bu model bir

isletmenin bir miisteri ihtiyacim karsilayabilme derecesi ile miisteri memnuniyeti arasindaki iligkiyi
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ortaya ¢ikarwr. Dolayisiyla Kano Modelinin Kalite Fonksiyon Yayuimi siireci iginde kullanilmasi, yani
Kano Modeli ile biitiinlestirilmis Kalite Fonksiyon Yayilimi siireci, uygulamanin daha yiiksek seviyede
ve verimli yapimasina ve de toplam miigteri memnuniyetinin daha da etkin bir sekilde arttirilmasina

olanak saglayacaktir diyebiliriz.

Anahtar Kelimeler: Kalite, Kalite yonetimi, Egitim kalitesi, Kalite Fonksiyon Yayiulimi, Kano Modeli,

Osrenci ihtivaglari

Abstract

This study is intended to apply in universities Quality Function Deployment approach integrating with
Kano Model to propose a new integrated approach in order to optimize customer-focused service design
in education, and to improve the quality of education. In this context, redesigning of the concept of
service in universities and training services provided there, considering student requests and needs and
improvement of quality is discussed. Therefore, this study, to better understand conceptually and
theoretically customer needs include the Kano Model, the Quality Function Deployment and the Kano
Model of the Modern Quality Function Deployment process in order to develop the products and
services to meet the customer needs in the most appropriate way. In addition, as a practical development
of new integrated approach of educational institutions at the highest level which take place in university
applications and as a customer of the university in the various customer groups (faculty, students, state,
government, employers, parents, etc.). only includes students as a basic customers. In this study, the
methodology for the structure of the sample to determine the purposeful sampling of the types of "quota
sampling" method, data collection techniques, as a qualitative research technique gemba and focus
group studies, survey as a quantitative research technique was used. In this context, in this research,
quality factors important for college students and in the determination of student needs, concerning with
the quality of educational services was used focus group studies and gemba. Data on the needs identified
were collected by the improved Kano Survey. The data collected and transferred to a computer, were
analyzed in detail through programs MS Excel 2015 and Kano Evaluation Table. Finally, each and
every need quality components categories separately evaluated, priorities determined, Kano Category
coefficients are classified according to their level of student satisfaction. Then, separately for each Kano
Category were specified Kano Model parameters which have been included in the planning process
matrix of the Quality Function Deployment. Then through quality home located in the matrix elements
related to faculty and opponent faculty in the competition for some comparisons were conducted with

the calculations, analyzes and evaluations.

Keywords: Quality, Quality management, Quality of education, Quality, Function Deployment, Kano
Model, Student needs
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POST-MODERN PAZARLAMADA RETRO PAZARLAMASININ ROLU

THE ROLE OF RETRO MARKETING IN POST-MODERN MARKETING

Sinan SEKEROGLU"

*k

Mehmet BAS

Ozet

Nostalji, psikoloji, tarih, antropoloji, pazarlama dahil bir¢ok alanda arastirmacilarin dikkatini ¢eken
bir kavramdir. Pazarlama i¢inde nostalji kavrami, resimler, miizikler, simgeler, kokular veya sloganlar
seklinde ge¢mise o6zlemi dile getirmek amaciyla kullanilmistir.1970°li yillarda ilk defa literatiire giren
“nostalji’’ kavrami simdilerde secgimleri bile kazandirabilecek bir giice doniigmiistiir. 2016 yilindaki
ABD baskanlik secimleri, secim tarihinin en tinlii baskanlik kampanyalarindan biri olan “Make America
Great Again” Reagan'in sloganinin yeniden tiretimiydi. Trump'in Reagan’1 alintiladigi kampanyasinin
basarisimin altinda yatan sebeplerinden biri belki de retro algisimin kullaniimastydi. Postmodern
pazarlamanmn oneminin artmasiyla beraber yeni pazarlama terimleri de pazarlama literatiiriine
girmeye baslamistir. Bunlardan biri olan retro pazarlama, bu kavrami ilk defa literatiire kazandiran
Brown tarafindan *° Bir onceki doneme ait hizmet veya iiriiniin yeniden baslatilmast veya

’

canlandirilmasi’’ olarak agiklanmistir. Pazarlama alaminda ¢alisma yapan bireyler miisterilerin
ihtiyaglarim siirekli sorgulamakta ve bu ihtiyaclar giderecek yeni iiriinleri piyasaya sunarak miisteri
memnuniyetini olusturmaya ¢alisirlar. Bu kapsamda modern pazarlamanmin bir béliimiinii moda
olusturmaktadir. Ancak moda uzun stirmeyen hevesler olarak bilindiginden moda kapsaminda yapilan
tirtinlerin yasam dongiileri hizli bir bigimde sona ermektedir. Postmodern pazarlamada bu durum ele
alinarak gegmis ile baglarin koparimamast amaglanmaktadir. Retro pazarlamamn ¢ikis noktasi
burasidir. Retro pazarlama, ge¢cmiste yasanmis modalarin, olaylarin, tiretimi durmus tiriinlerin yeniden
canlandiriimasi bigiminde ele alinan nostaljik vurgulara sahip pazarlama tiiriidiir. Retro pazarlamanin

oziindeki diisiince, tiiketicilerin bir iiriinii satin alirken veya bir iiriinii tercih ederken, kisinin ge¢mis

zamamndan izler tagimasi, yani o tiriine ulastiginda hatiralarinin canlanmasi, ge¢misindeki zamanlara

* Ars.Gor., Ankara Haci Bayram Veli Universitesi, Bankacilik ve Sigortacilik Yiiksekokulu, Bankacilik Bolimii,
sinan.sekeroglu@hbv.edu.tr

Dog. Dr., Ankara Hact Bayram Veli Universitesi Iktisadi ve Idari Bilimler Fakiiltesi, Isletme Boliimii,
mehmet.bas@hbv.edu.tr
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donmesidir. Son yillarda bu pazarlama anlayisinin bir¢ok isletmede gormekteyiz. Retro pazarlamasinda
belki de en biiyiik basaryt Volkswagen’in iinlii “Bug’’ modelini “'Bettle’’ adiyla pazara sunmasi ile
saglamustir. Bugiin pek ¢ok firma nostalji unsurlarini kullanarak yapilan bu pazarlama teknigi ile onceki
donemlerde basarryr yakalamas iiriin ve hizmetlerini yeniden piyasaya adapte etmektedir. Bu ¢alismada
Retro pazarlamasi hakkinda yerli ve yabanct literatiirler taranarak bilgiler verilmis ayrica yapilacak

anket ile Retro pazarlamasinin satin alim giictine etkisi analizler ile ortaya konulmaya ¢alisilacaktir.

Anahtar Kelimeler: Pazarlama, Moda, Postmodern pazarlama, Retro pazarlamasi

Abstract

Nostalgia is a concept that attracts researchers' attention in many fields including psychology, history,
anthropology, and marketing. In marketing, the concept of nostalgia is used to express the longing for
the past in the form of pictures, music, icons, scents or slogans. The concept of nostalgia which entered
the literature for the first time in the 1970s has now become a force that can even win elections. In 2016,
The US presidential election was the reproduction of Reagan's slogan, “Make America Great Again,
one of the most famous presidential campaigns in election history. Perhaps the reason for the success
of Trump's campaign, in which he quoted Reagan, was the use of retro perception. With the increasing
importance of postmodern marketing, new marketing terms started to enter the marketing literature.
One of these, retro marketing, was introduced by Brown, who introduced this concept to the literature
for the first time as a "Restarting or revitalizing the service or product of the previous period ".
Individuals working in the field of marketing are constantly questioning the needs of customers and try
to create customer satisfaction by introducing new products to the market. In this context, fashion forms
a part of modern marketing. However, since fashion is known as a desire that does not last long, the life
cycles of the products made within the scope of fashion end quickly. In postmodern marketing, this
situation is handled and it is aimed not to break ties with the past. This is the starting point for retro
marketing. Retro marketing is a type of marketing with a nostalgic emphasis on the revitalization of past
fashion, events and discontinued products. The idea at the core of retro marketing is that when
consumers buy a product or choose a product, the person carries the traces of the past tense, that is,
their memories come to life when they reach that product and return to the past tenses. In recent years,
we have seen this marketing approach in many businesses. Perhaps the greatest success in retro
marketing was achieved by Volkswagen introducing the famous 'Bug’ model under the name Bettle’.
Today, many companies are re-adapting their products and services that have achieved success in the
previous periods with this marketing technique using nostalgia elements. In this study, domestic and
foreign literature on retro marketing has been searched and information has been given and also the

effect of retro marketing on purchasing power will be tried to be determined by analysis with a survey.

171



Keywords: Marketing, Fashion, Postmodern marketing, Retro marketing

KITLESEL FONLAMA VE KOOPERATIFCILIK

MASS FUNDING AND COOPERATIVE

Nevzat AYPEK”

Ozet

Kitlesel Fonlama, Tiirk kiiltiiriinde var olan “imece "nin internet tizerindeki hali olup, teknolojik imece,
dijital imecede denebilir. Ancak, teknolojinin finans uygulamalarinda/piyasalarinda kullanilmaya
baslanmast yani finansal teknoloji (fintech) nin gelisimi ile birlikte; genellikle imece mantigi
dogrultusunda 6diil bazli ve bagis bazli kullaniimakta olan kitlesel fonlama sermaye/pay bazli da
kullanilmaya  baslanmistir. Bu kapsamda kitlesel fonlama; dijital melek yatirnmcilik olarak

tammlanabilir.

Kitlesel fonlama; ¢ok sayida kiiciik yatirimcinin, baslangic asamasinda ve finans ihtiyact olan
projeleri/girisimleri internetten iizerinden ortak olarak desteklemesidir. Yani, tipki melek yatirnmcilikta
oldugu gibi dzsermaye fonlamast yapimaktadir. Bunun i¢in, kitlesel fon toplamaya yetkili yani kitlesel
fonlamaya aract platformalar olusturulmasi gerekmektedir. Proje sahipleri, projelerini bu platforma
tasimakta ve kiigiik yatimcilar da platformlardaki mevcut projelerden uygun bulduklarina fon
aktarmaktadirlar. Gerekli fonu toplayabilen projeler faaliyete ge¢mekte; basarii olanlarin paylarinin
degeri yiikselirken bagarisiz olanlarin da paylarimin degeri diismektedir. Gerekli fonu toplayamayan

projeler de geriye ¢ekilmekte ve fon aktaranlara fonlart iade edilmektedir.

Kitlesel Fonlama kooperatif¢ilik acisindan degerlendirildiginde; kooperatifler de kitlesel fonlama
yonetimi ile ortak alabilirler ve bunun igin gerekli platformlart da kooperatif iist birlikleri
olusturabilirler. Yani, kitlesel fonlama stirecinde kooperatifler; hem yeni ortak/fon saglayarak, hem de

kitlesel fonlama platformu olusturmak/ yonetmek suretiyle rol alabilirler.

Tiirkiye 'de kitlesel fonlama ile ilgili hukuki diizenlemeler yapilmis,; birincil ve ikincil mevzuatlar

ctkariimig ve farkli amaglar ile kurulmus Kitlesel Fonlama Platformlart da mevcuttur.

Anahtar Kelimeler: Kitlesel Fonlama, Ozsermaye Finansman, Kooperatifcilik
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Abstract

Mass Funding is the internet version of collective work in Turkish culture. It is known as digital
collective work or technological collective work. However, with the introduction of technology in
financial applications/markets, that is, with the development of financial technology (fintech); In line
with the logic of collective work, mass funding, which is used on the basis of awards and donations, has
started to be used on capital/share basis. In this context, mass funding; can be defined as the digital

informal entrepreneurship.

The mass funding is that many small investors jointly support projects/initiatives on the internet who
are financial needs. Just like informal entrepreneurship, equity funding is provided. For this purpose, it
is necessary to establish platforms authorized for mass funding, that is, intermediary for mass funding.
The project owners carry their projects to this platform and the small investors transfer funds to the

existing projects on the platforms they find fit.

Projects that can collect the necessary funds are put into operation; while the value of successful shares
increases, the value of failures decreases. Projects that fail to collect the necessary funds are also

withdrawn and the funds are returned to the donors.

When mass funding is evaluated in terms of cooperatives; cooperatives can also get partners with mass
funding management, and they can create the necessary platforms for this purpose. That is, cooperatives
in the process of mass funding; they can take part both by providing new partners/ funds and by creating
/ managing a mass funding platform. Legal arrangements were made about the massive funding in
Turkey; there are also Mass Funding Platforms, where primary and secondary legislation have been

issued and established for different purposes.

Keywords: Mass funding, Equity, Finance, Cooperatives
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INDUSTRY 4.0 AND THE SUSTAINABLE DEVELOPMENT OF AGRICULTURE SECTOR

Elisabeth T. Pereira”

Abstract

The present paper investigates the relation between industry 4.0 revolution and agriculture 4.0 considering
some relevant factors for the future sustainability of countries’ economies. In this paper is described the
evolution of industrial revolutions and the new challenges of Industry 4.0 highlighting how Industry 4.0
approach can improve the agriculture sector and the agribusiness. Nowadays the application of the
Industry 4.0 is still limited or scarce when applied to the agriculture sector, which reinforce the relevance
to study how innovation and technological development can improve this sector, characterized by specific
features for its supply chain, producers and employers. In this sense, policy makers should propose
strategies to support the adequate adaptability of the agriculture sector to the challenges of the revolution
4.0 and relevant for the future environment sustainability of the planet.

Keywords: Industry 4.0; Agriculture 4.0; Agribusiness; Innovation; Technological development; Smart

Farm; SME; Cooperatives; Productivity; Competitiveness; Environment sustainability.
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IMPACT OF CHALLENGE STRESSOR ON COUNTER PRODUCTiIiVE WORK

BEHAVIOR: MODERATING ROLE OF TRANSFORMATIONAL LEADERSHIP

Muhammad Fahrem JAN"
Farzand Ali JAN™

Abstract

Enormous amount of changes are occurring in the financial sector due to movement into a global
economy and shifts that results in the deregulation of the markets. These enormous changes have led to

the raising stress amongst the banking employees.

The current research tries to explore the moderating role of transformational in explaining the
relationship between challenge stressors and counterproductive behavior in the banking sector of
Pakistan.

Two set of administrated questionnaires were used as a research instrument for the collection of data
from the banking individuals and their respective leaders. The first set was used to collect the data from
the employees to know, what they perceive about their leaders. Similarly, in the second set,
transformational and transactional leaders were asked to rate their employees task performance

behavior, organization citizenship behavior and counter- productive behavior.

The result suggests, challenge stress have different effects on the bankers. Challenge stress has a
negative impact on the counter- productive behavior. The moderating effect of leadership has quite
mixed findings. However, the leadership moderates the relationship between job stress and job
performance behaviors. They are more likely to manage the employees stress. Thus, it can be concluded

that leadership transforms the employee’s pain into gain.

Keywords: Challenge stressors, Transformational leadership, Banking industry

* Qurtaba University Peshawar, Pakistan
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TURK IMALAT SANAYINDE AR-GE HARCAMALARININ DINAMIK BiR ANALIZi

A DYNAMIC ANALYSIS OF R&D EXPENDITURES IN TURKiSH MANUFACTURING
INDUSTRY

Selcen OZTURK"
Fatih Hakan DIKMEN"
Dilek BASAR™

Ozet

Bilindigi iizere, Ar-Ge harcamalart ile firmalarin yenilik yaratma performanslart arasinda kuvvetli bir
iliski vardwr (Graves and Langowitz, 1996). Bilgi yaratmamn, yenilik siirecinin ¢ok énemli bir par¢asi
olmasi sebebiyle, Ar-Ge harcamalarimin artmasit daha fazla yenilik yaratma faaliyetini beraberinde
getirecektir (Cohen and Levinthal, 1990). Becheikh vd. (2006) 1993 ile 2003 yillari arasinda yapilan
calismalart incelemis ve bu ¢calismalarin yarisindan fazlasimin Ar-Ge harcamalart ve yenilik arasinda
pozitif bir iliski oldugu sonucuna varmisglardr. Ancak, ¢ogunlukla veri sikintisi sebebiyle, Tiirkiye ve
gelismekte olan bir¢ok iilke icin yenilik ve Ar-Ge harcamalar: arasindaki iliskiyi arastiran ¢alisma
sayist olduk¢a azdr. Tiirkiye’de Ar-Ge harcamalarini ele alan ¢alismalarin bir¢cogu Ar-Ge ile ihracat,
dogrudan yabanci yatirimlar, firma performanslart ve biiyiime arasindaki iliskiyi agiklamay:
amaclamigtir (konuyla ilgili su ¢calismalara bakilabilir: Bozkurt, 2015; Oztiirk and Zeren, 2015, Giimiis
and Celikay, 2015; Arun and Yildwim, 2017). Tiirkiye'nin teknoloji ihrag eden bir iilke olma ¢abast

* Dr. Ogr.Uyesi, Hacettepe Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, [ktisat Boliimii, selcen@hacettepe.edu.tr
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dikkate alindiginda, Ar-Ge harcamalarimin temel belirleyicilerini arastirmak iilkenin yenilik yapma

dinamiklerini anlamanin ilk adimi olarak oldukca onemlidir.

Bu calismanin amaci, Tiirk imalat sanayiinde Ar-Ge harcamalarinin belirleyicilerini analiz etmektir.
Bu amacla ¢alismada, 2009-2015 donemini kapsayan iki haneli imalat sanayi verileri kullaniimuistir.
Ar-Ge harcamalart iizerinde etkisi olmast beklenen bir¢ok bagimsiz degisken dinamik panel veri
yontemi kullanilarak regresyona dahil edilmistir. Tiirk imalat sanayinde Ar-Ge harcamalarinin sektorel
belirleyicilerini tammlayabilmek igin iki asamalt GMM tahmin yontemi kullamilmistir. Gecikmeli Ar-Ge
harcamalart degiskeninin disinda, imalat sanayi katma degeri, net kar, firma biiyiikliigii, ihracat
yogunlugu ve Ar-Ge personel oranlari, bagimsiz degisken olarak kullaniimistir. Kullanilan veri seti,
Tiirkiye Istatistik Kurumu ve Girisimci Bilgi Sisteminden alinan verilerle derlenmistir. Elde edilen ilk
sonuglara gore, beklendigi iizere, katma degerin, net karliligin, Ar-Ge personel oranminin ve ihracat
yogunlugunun Ar-Ge harcamalart tizerinde pozitif ve istatistiksel olarak anlaml bir etkisi vardwr. Diger
taraftan, firma biiyiikliigii ile Ar-Ge harcamalart arasinda negatif yonlii bir iliski bulunmugtur. Buna
gore Tiirk imalat sanayinde, kiiciik firmalarin daha yenilik¢i oldugu soylenebilir. Teknoloji ve yenilige
verilen dnem goz oniine alindiginda, bu ¢alismanin, Ar-Ge harcamalarinin temel belirleyicilerini ortaya
¢ctkarmak anlaminda onemli bir yere sahip olacagini diisiinmekteyiz. Bu anlamda, Tiirk imalat
sanayinde faaliyet gosteren firmalarin yenilige olan ihtiyaglarinin analizi igcin bu ¢aliyma ilk adim

olacaktir.

Anahtar Kelimeler: Yenilik, teknoloji, Ar-Ge harcamalari, Tiirk Imalat Sanayi
Abstract

There is a well-known relationship between R&D expenditures and firms’ innovation performances
(Graves and Langowitz, 1996). Since knowledge creation is a crucial aspect of the innovation process
higher R&D expenditures are related with higher innovative activities (Cohen and Levinthal, 1990).
Becheikh et al. (2006) examined the studies conducted between 1993 and 2003 and found that more
than half of these studies have concluded that there is a positive relationship between R&D expenditures
and innovation. However, mostly because of data limitations concepts like innovation and R&D
expenditures are not well researched for Turkey or many other developing countries. Most of the studies
regarding R&D expenditures in Turkey are aimed to understand the relationship between R&D and
exports, FDI'’s, firm performance or growth (see, for example, Bozkurt, 2015, Orztiirk and Zeren, 2015;
Giimiis and Celikay, 2015, Arun and Yildirim, 2017). Considering Turkey’s effort to become a
technology exporting country, it is important to examine the determinants of R&D expenditures as a

first step of understanding the innovative dynamics of the country.

This study aims to investigate the determinants of R&D expenditures in Turkish manufacturing

industries. 2 digit manufacturing industry data covering the 2009-2015 period is used in the study.
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Several independent variables that are expected to have an effect on R&D expenditures are regressed
against R&D expenditures within a dynamic panel data estimation framework. Namely, two-step system
GMM estimation methodology is used to identify the sectoral determinants of R&D expenditures in
Turkish manufacturing industry. Apart from the lagged R&D expenditures, value added, net profits,
firm size, export intensity and R&D personnel ratios are used as independent variables. The data set is
a combination of information gathered from Turkish Statistical Institute and the Entrepreneur
Information System (EIS) provided by the General Directorate of Productivity at Ministry of Science,
Industry and Technology. Preliminary results indicate that R&D expenditures are dynamic in nature,
value added, net profits, export intensity and the ratio of R&D personnel have positive and statistically
significant impacts on R&D expenditures as expected. On the other hand, results indicate a negative
relationship between firm size and R&D expenditures indicating that small firms are more innovation
oriented in Turkish manufacturing industry. Given the importance devoted to technology and
innovation, we believe that this study could yield important insights and policy implications by exploring
the main determinants of R&D expenditures. This study is a first step in terms of analysing the thirst of

innovation of firms operating in Turkish manufacturing industry.

Keywords: Innovation, Technology, R&D Expenditures, Turkish Manufacturing Industry

SiIGORTA ACENTELERINDE ORGUTSEL BAGLILIGIN OLCULMESi: ANKARA
ORNEGI

MEASUREMENT OF ORGANIZATIONAL COMMITMENT IN INSURANCE AGENCIES:

EXAMPLE OF ANKARA

Cigdem BAL"
Cemil SENEL"™
Abdurrahman OKUR™

Ozet

Orgiitsel baghlik kavramu, bireyin érgiitin amag¢ ve degerlerini kabul etmesi dolayisiyla bu amaglara

ulasabilmesi yoniinde ¢aba sarf etmesi ve kurum iiyeligini devam ettirme istegini ifade etmektedir.

* Yiiksek Lisans Ogrencisi, . Ankara Hact Bayram Veli Universitesi, Bankacilhik ve Sigortaciik Yiiksek Okulu,
cigdemm.ball@gmail.com
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Orgiitiin amag ve degerlerine inanan ¢alisanlar, érgiitiin bir tiyesi olarak kalma hususunda giiclii bir
iradeye sahip olup baghhiklarim siirdiirmektedir. Orgiite bagl olarak ¢alisanlar, ise karst sorumluluk
ve sadakat duymaktadir. Boylece 6rgiit verimliligi ve performansi dogrudan artmaktadir. Giiniimiizde,
orgiitlerin degisen cevre kosullarina adaptasyon saglamalari ve nitelikli ¢alisanlarla rekabet avantaji
elde etmeleri beklenmektedir. Kiiresellesen diinya da rekabet avantaji elde edebilmek ve isletmenin
ayakta kalabilmesi igin ¢alisanlarin baghiligi 6nem arz etmektedir. Uzun donemde varliklarint devam
ettirmek isteyen orgiitler, kisisel ve orgiitsel bagliligin is tatmini, ise baglilik, motivasyon, sadakat gibi
pozitif olgulart beraberinde getirmesini arzu etmektedir. Calismada da, sigorta acente ¢alisanlarinin
orgiitsel baghlik ve tatmin diizeylerini 6lgmek amaglanmistir. Orgiitiin baghihgim etkileyen kisisel ve
orgiitsel faktorler incelenmistir. Bu dogrultuda ¢alismanin amaci, ¢aliganlarin sorunlarint saptamak ve
sorunlara ¢oziim dnerileri ortaya koymaktir. Demografik bilgiler dogrultusunda acente ¢alisanlarinin
beklentileri olciilmiistiir. S6z konusu c¢alisma, Ankara ilinde faaliyet gosteren Tiirkiye Odalar ve
Borsalar Birligine kayitli 1450 sigorta acentesi igerisinden segilen ornek acente ¢alisanlari ile
yapumustir. Arastirmada veri toplama teknigi olarak anket yontemi kullanilmig ve toplam 101 anket
uygulanmstir. Elde edilen veriler SPSS 24 programinda ki-kare testi ile analiz edilmistir. Ayrica, egitim
durumu ile iicret, i tatmini ve terfi olanaklarimn arasindaki iliski incelenmistir. Istatiksel olarak
anlamly bir fark bulunmamasina ragmen iicretinden memnun olanlarin egitim durumunun yiiksek
oldugu tespit edilmistir. Sonug¢ olarak, acente ¢alisanlarimin egitime paralel olarak baghliklart da
artmakta ve ilerleme olanaklar memnun edici olmaktadir. Ucretlerin iyilestirilmesi, ilerleme ve terfi
olanaklarimin gelistirilmesi acente ¢alisanlarinin verimliligini ve baglhiligini artiracaktir. Maddi ve
manevi motivasyon araglart ile ¢alisanlar tesvik edilmeli ve desteklenmelidir. Ilerleme ve terfi

olanaklart adil bir sekilde yonetilmelidir.

Anahtar Kelimeler: Orgiitsel baghlik, Sigorta acentesi, Is tatmini, Ise baghlik

Abstract

The term organizational commitment refers to acceptance of aims and values of an organization by an
individual,thus individual’s effort to reach these aims and desire to maintain the existence of the
membership to the organization.Employees who believe in aims and values of an organization have a
strong will about being a member of the organization and sustain their commitment. Organizations are
expected to adapt themselves to the changing conditions and have a competitive advantage with
qualified employees.Organizations which want to sustain their beings in the long term wish to
accompany positive phenomenons such as job satisfaction of individuals and organisational
commitment,work commitment ,motivation and loyalty. The main aim of the study is to measure levels
of organizational commitment and satisfaction of insurance agency employees. In this perspective ,
another goal of the study is to determine problems of employees and suggest solutions to those problems.

Expectations of agency employees are measured with respect to demographics.This study has beeen
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carried out through sample agency employees chosen from 1450 insurance agencies registered in
Turkish Union of Chambers and Exchange Commodities in Ankara. Survey technique was used as the
data collection tehcnique in the research and 101 surveys have been collected. Data was analysed using
chi-square tests in SPSS 24 application. Moreover, the relationship between education status and wage,
job satisfaciton and promation opportunities was studied. Although there is no statistically significant
difference, it is determined that those satisfied with wages have a high education status. As a result, it
can be concluded that commitment of agency employees increases in parallel with education and

improvement opportunities become satisfactory.

Keywords: Organizational commitment, Insurance agecny, Job satisfaction, Work commitment

ASIRI PAKETLEMENIN, CEVRESEL DEGERLENDIRME, KALITE ALGISI VE SATIN
ALMA EGILIMINE ETKIiSi: DENEYSEL BiR ARASTIRMA

THE EFFECT OF OVER-PACKING ON ENVIRONMENTAL ASSESSMENT, QUALITY
PERCEPTION AND PURCHASING TENDENCY: AN EXPERIMENTAL STUDY

ibrahim BOZACI"
Atilla ALTUN™

Ozet

Sanayi devrimi ile birlikte seri ve kitlesel iiretim seklinde iiretim tarzinda meydana gelen degisiklik,
toplumlarin tiiketim anlayislarinda da farkliiklar olusmasina sebep olmustur. Artik ihtiya¢lar yaninda
istek ve arzularin da on planda oldugu bir tiiketim kiiltiirii anlayisi toplumlarin en belirgin 6zelligi
haline gelmistir. Biyolojik ihtiyaglar yamnda psikolojik ve sosyal beklentilerin de dikkate alindigr bu
tretim-tiiketim iliskisi, ozellikle diinya niifusunun artmasina paralel olarak tiiketilen mallarin da
artmasiyla yeni boyut kazanmistir. Her gegen giin yeni markalarin ortaya ¢ikmasi, tiiketimi ozendirici
reklam gibi yeni tekniklerin kullanilmasi veya paketleme bigcimleri, artan tiiketim mallarimin ¢ekiciligi

ve ekonomik kazanca yonelik hamleler olarak géze ¢carpmaktadir.

*

Dr. Ogr. Uyesi, Kirikkale Universitesi, Keskin Meslek Yiiksekokulu, Pazarlama ve Reklamcilik Béliimii
iborganizer@gmail.com

Ogr. Gor., Kirikkale Universitesi, Sosyal Bilimler Enstitiisi, Sosyoloji Anabilim Dali, Doktora &grencisi,

ati_altun@yahoo.com

180


mailto:iborganizer@gmail.com
mailto:ati_altun@yahoo.com

Ozellikle gida iiriinlerinde dikkat cekici renklerden olugan paket tasarimlari, farkli hammaddelerden
yapilmis(karton, naylon, metal...) asirt paketler (over-packaging) giiniimiizde iiretim sekliyle ve tiiketim
tercihleri arasi iliskiler baglaminda tartisilmaya baslamistir. Pazarlama teknigi ve ekonomik fayda
bakimindan olumlu sonuclarina nazaran olumsuz sonuclari daha cok dikkat cekmekte olan asirt
paketler, dogal kaynaklarin azalmasi, ekosistemin ¢op ve kirlilikle bozulmaya ugramast gibi olumsuz
sonuglar dogurmaktadir. Naylon paketlerin dogada yok olma omriiniin uzunlugu, gereksiz paketlerin
dogal kaynaklart azaltmast bu olumsuz sonuglara érnek olarak gosterilebilir. Bu durumlarda toplumlar
bilingli tiiketim konusunda egitilmekte, atiklarin geri doniisiimii konusunda bilgilendirilmekte ve
kaynaklara sahip ¢ikilmasi icin uyardmaktadir. Cevre duyarliligi, gevresel tiiketim gibi konular bu
agidan giiniimiiz toplumlarinin onem verdigi kavramlar arasina girmistir. Bu kavramlar bir taraftan
pazarlama tekniklerinin 6nemli bir argiimani olarak kullamilivken, diger taraftan cevreye duyarh

tiiketim kiiltiiriiniin bir par¢ast olabilmektedir.

Buradan hareketle bu ¢alismamiz, agirt paketlenmis tiriinlerle ilgili tiiketici davramglarin ol¢iilmesine
yoneliktir. Sosyal bir deney olarak tasarlanan bu ¢alismada literatiivdeki tamimlama ve yaklasimlardan
yola ¢ikarak ulusal bir pizza markast icin asirt paketlemenin oldugu ve olmadigi, ayni gorsellerin ve
temamn oldugu iki paket fotografi kullanmilmistir. Deney grubundaki katilimcilara asir paket gorseli,
kontrol grubundakilere normal paket gorselini incelemeleri ve gorseli goz oniinde bulundurarak
arastirma anketini doldurmalari istenmigstir. Arastirma anketinde pazarlama literatiiriinde konuyla ilgili
gerceklestivilen  arastirmalardan  yararlanmilmistir.  Buna gore paketin  algilanan  ¢evresel
degerlendirilmesi, algilanan kalite degiskeni, iiriinii satin alma niyeti, marka asinaligi, fiyat duyarlilig,
cevre duyarliligi ve cevreci tiiketimi belirlemek icin sorular sorulmustur. Anketin sonunda katilimcilarin
yas ve aylik geliri hakkinda sorular yoneltilmistir. Deney grubu 90 ve kontrol grubu 91 olmak tizere
toplam 181 katilimci, Kirikkale Universitesi Keskin MYO 'nda ogrenimine devam eden Cocuk Geligimi
programi ogrencileridir. Tiim katilimcilar kadwndwr. Deney ve kontrol grubundaki ozdesligi test etmek

icin, yas, gelir degiskenlerinin yaminda, marka asinaligi 6l¢iim araglarindan kullaniimigtir.

Oncelikle soru formuna yénelik giivenirlik analizleri gergeklestirilmistir. Analiz sonuglarina gére tiim
maddelerin Alfa katsayisi 0, 869 olarak bulunmug ve giivenilir oldugu tespit edilmistir. Daha sonra
arastirma sorularina yonelik agiklayict faktor analizi gerceklestivilmistir. Buna gore KMO katsayist
0,753 olarak tespit edilmis ve Bartlett testi sonucu anlamli olarak bulunmustur. Olusturulan maddeler
ifadelerin hazirlamis amacima uygun sekilde alti faktor altinda toplanmis ve faktorler bu dogrultuda
isimlendirilmistir. Deney grubu ile kontrol grubunun ¢evre duyarliligi, ¢evreci tiiketim, fiyat duyarliligi
ve marka asinaligi ortalamalarimin bagimsiz érneklem t-testi ile karsilastirilmast neticesinde iki grup
ortalamalart arasinda anlamli farkliliklara rastlanmamistir.  Arastirma kapsaminda asiri
ambalajin, tiketicinin ambalajin ¢evresel olarak degerlendirmesine ve kalite algisi/satin alma egilimine

olast etkilerini incelemek iizere gruplar arast karsilagtirmalar yapilmistir. Buna gére kalite algisi/satin
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alma  egiliminde anlaml  farkhihiklara  rastlanmamistir.  Ayrica  ambalajlarin  ¢evresel
degerlendirmelerinde de farkliliklara rastlanmamuigtiv. Dolayistyla kutu ve posetin birlikte kullanildig
asirt ambalajin, sadece posetin kullanildigi ambalaja gore, tiiketicinin kalite algisi/satin alma egilimini
ve ambalajin ¢evreci olarak degerlendirilmesini etkilemedigi anlasilmaktadir. Sonug¢ olarak agsir
paketlenmis iirtinleri satin alma davranislar: gézlemlenen yiiksekokul ogrencilerinin gevre duyarlilig:
ve cevreci tiiketim algisi diisiik bulunmugstur. Giiniimiiz tiiketim kiiltiirtiiniin 6nemli bir parcasi haline
gelen cevreci tiiketim konusunda sosyal sorumluluk sahibi bireyler yetistirme konusunda politikalarin

olusturulmas gerekliligi onem arz etmektedir.

Anahtar Kelimeler: Asiri paketleme, Sosyal sorumluluk, Cevreci tiiketim, Kalite algisi, Cevre
duyarlilig

Abstarct

Along with the industrial revolution, the change in the mode of production in the form of mass and mass
production has led to differences in the consumer's understanding of consumption. An understanding of
consumer culture, where needs and desires are at the forefront as well as needs, has become the most
prominent feature of societies. This production-consumption relationship, which considers biological
needs as well as psychological and social expectations, has gained a new dimension especially with the
increase in the consumption of goods in parallel with the increase in the world population. The
emergence of new brands, the use of new techniques such as consumption-promoting advertising or
packaging forms, increasing the attractiveness of consumer goods and moves towards economic gains

are striking.

Especially in food products, package designs consisting of remarkable colours, over-packaging made
of different raw materials (cardboard, nylon, metal ...) have started to be discussed in the context of the
relations between production and consumption preferences. Excessive packages, which draw more
attention from their negative results in comparison to their positive results in terms of marketing
technique and economic benefits, have negative consequences such as the decrease of natural resources
and the degradation of the ecosystem by waste and pollution. The long life span of nylon packages and
the reduction of natural resources by unnecessary packages are examples of these negative
consequences. In such cases, societies are educated on conscious consumption, informed about
recycling of wastes and warned to protect resources. Issues such as environmental sensitivity and
environmental consumption have become one of the important concepts of today's societies. While these
concepts are used as an important argument of marketing techniques, they can also be a part of the

environmentally sensitive consumption culture.
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Therefore, this study aims to measure consumer behaviour related to over-packaged products. In this
study, which is designed as a social experiment, based on the definitions and approaches in the
literature, two packages of photographs with the same visuals and theme are used for a national pizza
brand with and without over-packaging. The participants in the experimental group were asked to
examine the over-packaged image, the control group to examine the normal package image and to fill
in the research questionnaire considering the image. In the research questionnaire, studies related to
the subject were used in marketing literature. Accordingly, questions were asked to determine the
perceived environmental assessment of the package, perceived quality variable, intention to purchase
the product, brand familiarity, price sensitivity, environmental sensitivity and environmental
consumption. At the end of the survey, age and income questions were asked to the participants. 181
participants, 90 of whom are experimental group and 91 of them are control group, are the students of
Child Development Program who continue their education in Kiritkkale University Keskin Vocational
School. All participants are women. In order to test the identity in the experimental and control groups,

age, income variables as well as brand familiarity measurement tools were used.

Firstly, reliability analyses were conducted for the questionnaire. According to the results of the
analysis, alpha coefficient of all items was found to be 0.869 and it was found to be reliable. Then,
explanatory factor analysis was conducted for the research questions. Accordingly, KMO coefficient
was found to be 0.753 and Bartlett test result was found to be significant. The items were collected under
six factors in accordance with the purpose of preparation of the statements and the factors were named
accordingly. As a result of comparing the mean sensitivity, environmental consumption, price sensitivity
and brand familiarity of the experimental group and the control group with independent sample t-test,
no significant differences were found between the two groups. Within the scope of the research,
comparisons were made between groups to examine the possible effects of over-packing on the
consumer's environmental assessment of the packaging and quality perception / purchasing tendency.
Accordingly, there were no significant differences in quality perception / purchasing tendency. Also,
there were no differences in the environmental assessment of the packaging. Therefore, it is understood
that the over- packaging in which the box and the bag are used together does not affect the consumer's
perception of quality / purchasing tendency and the environmental evaluation of the packaging than the
packaging in which the bag is used. As a result, environmental sensitivity and environmental
consumption perceptions of university students who were observed to buy over-packaged products were
found to be low. The necessity of establishing policies for raising socially responsible individuals about
environmental consumption, which has become an important part of today's consumption culture, is

important.

Keywords: Over-packing, Social responsibility, Green consumption, Quality perception,

Environmental awareness
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SEHIR SIRALAMA ENDEKSLERININ ARAMA MOTORU OPTIMIZASYONU ACISINDAN
DEGERLENDIRILMESI

EVALUATION OF CiTY RANKIiNG INDEXES IN TERMS OF SEARCH ENGINE
OPTIMIZATIiON

Esra OZMEN"
Kadri Gokhan YILMAZ"™
Ersin KARAMAN™*

Ozet

Yasanmilabilir, ideal, yesil, sakin, huzurlu, insan odakli, marka vb. ifadelerle, sehir kavrami zaman
icerisinde yeni doniim noktasu ile farkl bir boyuta taginmis durumdadir. Bu doniim noktast hi¢ siiphesiz
ki dijitallesmedir. Dijitallesme sehirlerin markalagmalarimin degisim ve doniistim siirecinde bir kirilma
noktasi olmustur. Bir¢ok kavramin anlamsal boyutunun yeniden ele alinmasina neden olan dijitallesme
olgusu isletmeleri, sehirleri, iilkeleri, bireyleri ve toplumlar: dogrudan ve derinden etkilemistir.
Bahsedilen tiim taraflar dijitallesme diizeyinin artmast ile olusan sanal diinyada izdiigtimlerinin

olusumlarini fark etmeye ardindan bunlar: yonetmeye baglamiglardir.

Sehir sakinlerinin internet ve sosyal medya gerceklikleri ile tanismalari, doniisiimlerini hizlandirmus,
onlart daha bilgili, daha orgiitlii, daha arastirmact, daha sorgulayici, bilgiye ve istediklerine daha kolay
ulagabilen bireyler haline getirmistir. Bu durum odak noktasinda bireyi ve toplumu bulunduran tiim
paydaslart elbetteki etkilemistir. Kar amaci giiden isletmeler, kamu kurumlari, vakiflar, dernekler, sivil

toplum kuruluglar: bireylerle birlikte bu diinyadaki sanal kimliklerini olusturmaya baslamislardir.

Bireyleri ve toplumlart derinden etkileyen bu olgu beraberinde toplumsal yasamin fiziksel zeminini
olusturan sehirleri de etkilemistiv. Bu siirecte iki farkli yaklasimla sehirler dijitallesme olgusunu
icsellestirmislerdir. Ilki proaktif bir perspektifle bu gelismeleri icsellestirme ikincisi ise gelismelere
entegre olma seklindedir. Oncii olma ve siirece dahil olmaktan ziyade siireci sekillendirme anlamindaki
proaktif yaklasim sayesinde gsehirlerin rekabet giicii artmakta ve potansiyellerini dogru

kullanabilmektedirler.

Calismada proaktif yaklasimi sergileyen, dijitallesmeyi icsellestiren ve dncii olan gehirlerin bu
cabalarimin sonuglart iizerine yogunlasimistir. Sehirler dijitallesme stirecinde kendi marka degerlerini

artirmak ve dijital diinyada yer edinebilmek adina bir¢ok ¢alisma yapmaktadrlar. Bir¢ok modiilden

* Atatiirk Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Yonetim Bilisim Sistemleri Boliimii, esra.ozmen@ogr.atauni.edu.tr
™ Dog. Dr., Ankara Haci Bayram Veli Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Isletme Boliimii, g.yilmaz@hbv.edu.tr
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olusan dijitallesme siirecinde onemli modiillerden biri de dijital diinyada farkindaligi, goriiniirliigii ve
bilinirligi artirma gerekliligidir. Bu kapsamda goriiniirliigii ve bilinirligi artirmanin en onemli
ayaklarindan biri de kuskusuz sehri anlatan web sayfalarina yénelik yapilan Arama Motoru

Optimizasyonu (Search Engine Optimization (SEQ)) ¢alismalaridir.

SEQO, bir web sitesinin basta Google arama motoru olmak iizere tiim arama motorlarindaki arama
sonuglarinda ilk sayfada hatta ilk sirada yer alabilmesi igin yapilan islemler olarak ifade edilebilir.
Arama sonuglarinda ilk sirada ve ilk sayfalarda olmak olduk¢a onemlidir. Kullanicilar arama
sonuglarint incelerken ilk 5 sayfa sonrasi ile ilgilenmemektedirler. Bu nedenle herhangi bir arama
yapildiginda arama motorlarindaki sonuclarda web sayfasmmin goriiniirliigiiniin ve sitenin ziyaret

edilme trafiginin artirilmasi icin en iist listelere ulagsmak amaclanmaktadur.

Kullanicilar bir mal ya da hizmet bilgisine arama motorlarvm kullanarak ulagmaktadiriar. Bir sirketi,
mali, hizmeti, sehri tanitmanin en kolay ve en etkili araclarindan biri de web sayfalaridir. Bunun igin
de arama motorlart optimizasyonunu kullanarak sonuglar icerisinde ilk swralarda bulunmak oldukca

onem ifade etmektedir.

Bu ¢alismada akilli sehiv kavramimin 6nemli bir boyutu ve ¢abast olan arama motoru pazarlamasi ve
arama motoru optimizasyonu agisindan sehirler karsilagtirmal olarak analiz edilmistir. Tabi ki her bir
web sayfasi i¢in nasil bir SEO ¢alismast yapildigini tiim degiskenler acisindan bilmek kolay degildir.
Yine de bu yaklagimla SEO ¢alismalart ile alanyazindaki siralamalart arasindaki iliski arasinda

degerlendirme yapmak miimkiin olacaktir.

Sehirlerin markalasma stireglerini analiz eden ve farkl degiskenleri kullanarak markalagmalart
agisindan gehirleri swralayan 7 farkli endeks ¢alisma kapsaminda dikkate alimmistir. A.T Kearney
Kiiresel Sehirler Endeksi (A), Anholt-GfK Marka Sehir Endeksi (B), Guardian Cities Global Brand
Survey (with Saffron) (C), Kiiresel Gii¢ Sehri Endeksi (D), MasterCard:Kiiresel Hedef Sehirler Endeksi
(E), Reputation Institute: Itibarli Sehirler Endeksi (F), Resonance Damismanlik: Sehirlerin Marka
Degeri Endeksi (G) incelenerek bu endekslerin tiimiinde ortak olarak ilk 5 sirada yer alan sehirler

calismaya dahil edilmistir.

Bu kapsamda Google arama motorunda her bir endeks icin ilgili anahtar kelimler ile aramalar
yapilmistir. Arama sonuglarindaki ilk bes sayfada yer alan ¢iktilar incelenerek sehirlerin siralamasi
analiz edilmistir. Ornegin; Itibarli Sehirler Endeksi incelendiginde ilk bes sehrin Tokyo, Sidney,
Kopenhag, Viyana ve Stockholm oldugu goriilmektedir. Endekste yer alan sehirlerin Google arama
motorunda “reputation cities” olarak arama yapildiginda sonuglar icerisinde ilk bes sayfada oldugu
bunlara ek olarak da endekste yer almamasina ragmen Vancouver, Melbourne, Barcelona sehirlerinin

de goriilmiistiir.

Sonug olarak; sehirlerin markalasma siireclerini ele alan bir¢ok endeks incelenmistir. Bu endekslerin

tamanminda ilk siralarda ortak olan sehirler dikkate alinarak bu sehirlerin SEO ¢alismalar:t anahtar
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kelimeler kullamilarak irdelenmistir. Bu endekslerde yer almamalarina ragmen arama motorlart
kapsaminda anahtar kelime ile gerceklestirilen aramalarda ilk siralarda yer alan sehirlere
rastlanmistir. Bahsedilen endekslerde yer alan sehirler bir¢ok degisken dikkate alinarak belirlenmekte
ve swralanmaktadir. Dijitallesme olgusunun tam anlamiyla bu endekslere yansitilmamast ve biitiinciil
olarak entegre edilmemesi nedeniyle bu endekslerde olmayan ancak dijital stratejiler ile SEO
kapsaminda sanal diinyada 6n sirlarda yer alan sehirlerin dijital sehirler olarak isimlendirilmesi diger
¢abalarina bakilmadan c¢ok iddiali olsa da onemli diizeyde dijitallesme bilincine sahip olduklar

soylenebilir.

Anahtar Kelimeler: Arama Motoru Optimizasyonu, Dijitallesme, Sehir siralama, Endeks, Marka sehir

Abstract

The concept of the city has moved to a different dimension with the new turning point in time, after
having different attributes such as; livable, ideal, green, calm, peaceful, human oriented, brand. This
turning point is undoubtedly digitalization. Digitalization has become a milestone in the change and
transformation process of the branding of cities. The phenomenon of digitalization, which led to a re-
evaluation of the semantic dimension of many concepts, directly and deeply influenced businesses, cities,
countries, individuals and societies. All the mentioned shareholders have started to realize their
projections in the virtual world created by the increasing level of digitalization and then started to

manage them.

The acquaintance of the city residents with the realities of the internet and social media has accelerated
their transformation and made them more knowledgeable, more organized, more investigative, more
guestioning, and more easily accessible to the information and wishes. This has, of course, influenced
all stakeholders that get the individuals and the societies at the focal point. Profit oriented
organizations, public institutions, foundations, associations and non-governmental organizations have

started to form their virtual identities in this world together with individuals.

This phenomenon, which deeply affected individuals and societies, also affected the cities that constitute
the physical basis of social life. In this process, cities internalized the phenomenon of digitalization with
two different approaches. The first is to internalize these developments with a proactive perspective and
the second is to integrate to these developments. With being pioneer and shaping the process with
proactive approach rather than being involved in the process, cities increase their competitiveness and

use their potential correctly.

This study focuses on the results of the efforts of cities that having proactive approach, internalize
digitalization and lead digitalization of cities. In the digitization process, cities have been doing a lot of

work to increase their brand values and to gain a place in the digital world. One of the important module
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in digital transformation is the necessity of increasing awareness, visibility and consciousness in the
digital world. In this context, one of the most important basis of increasing visibility and awareness is

undoubtedly the Search Engine Optimization (SEO) studies for web pages describing the city.

SEO can be defined as the operations performed for a website to be placed on the first page or even the
first place in the search results of all search engines, especially in the Google search engine. It is very
important to be in first place or first page in search results. Users are not interested in after the first 5
pages of search results. For this reason, it is aimed to reach the top lists in the search engines results

when any search is performed in order to increase the visibility and web traffic of the web page.

Users get information about a good or service by using search engines. One of the easiest and most
effective way of promoting a company, property, service, city is web pages. For this, it is very important

to be in the first place among the results by using search engine optimization.

In this study, cities are analyzed comparatively in terms of search engine marketing and search engine
optimization which is an important dimension of smart city concept. Of course it is not easy to know
how an SEO study is done for each web page with all variables. Nevertheless, it will be possible to
evaluate the relationship between SEO studies and their rankings in the literature.

In the scope of this study, seven different indexes that both analyze the branding processes of cities and
rank the cities in terms of branding by using different variables are considered. A, B, C, D, E, Fand G

were examined and the top 5 cities in all of these indices were included in the study.

In this context, keywords relevant with the each indexes have been searched via Google search engine.
The first five pages of the search results were examined and the rankings of the cities were analyzed.
For example; when the Reputation Cities Index is analyzed, it is seen that the top five cities are Tokyo,
Sydney, Copenhagen, Vienna and Stockholm. When "reputation cities" statement searched via Google
search engine, it is seen that Vancouver, Melbourne and Barcelona cities are also listed in the top five

pages although they are not listed in the index.

As a result; many indices dealing with the branding processes of cities have been examined. SEO studies
of the cities, which are common in the first places in all of these indices, were examined by using the
keywords. Although they are not included in these indexes, it has been seen that the cities are listed on
the first places in search engine results performed with the relevant keywords. The cities in these indices
are determined and ranked by considering many variables. Since digitalization is not fully included and
integrated in these indexes, it is plausible to say that cities that are not in these indices but at the
forefront of the virtual world with SEO studies based on their digital strategies can be named as digital
cities.

Keywords: Search Engine Optimization, Digitalization, City ranking, Index, Brand city
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BELEDIYELERIN IMAR YASALARINDA YER ALAN YUKSEK YAPILARA ILISKIN
MADDELER UZERINE

ON ARTICLES REGARDING HIGH-RISE BUILDINGS IN THE ZONING LAWS OF
MUNICIPALITIES

Serdar SAGLAM®

Ozet

Bu teblig metninde Onsekizinci yiizyilda ¢imentonun ve asansorlerin icadvuin ardindan gelen bir ¢ok
teknik gelismelerin ortaya cikardigi yiiksek yapi ve ¢ok kath binalar incelenmektedir. Once Bati
Avrupa’da ve daha sonra Amerika Birlesik Devletleri'nde insa edilen yiiksek yapilar giiniimiizde
neredeyse diinyanin biitiin iilkelerine yayilmis durumdadir. Tiirkiye'de de Cumhuriyetin ilk yillarinda
birka¢ kata kadar ¢ikabilen yapilar, 1950°li yillarda 7-8 kata ulasmigtir. 1965 yilanda tamamlanan
Ankara’daki Emek Ishani ile birlikte Tiirkiye de ¢ok katli binalar insa edilmeye baslamistir.

Bu teblig metninde Tiirkiye 'de Kat yiiksekliklerine iligkin ilk kanunlardan olan 1864 yilinda ¢ikarilan
“Ebniyye Kanunu”, 1933 tarihli “Belediye Yapi ve yollar Kanunu”, 1946 yilinda yayimlanan “Ankara
Sehri Imar Kilavuzu”, 1985 tarihli “Planli Alanlar Tip Imar Yonetmeligi”, 2004 tarihli “Biiyiiksehir
Belediyesi Kanunu” ile Biiyiiksehir ve sehirlerin imar kanun ve ydnetmelikleri ele alinmakta ve

sonuclart tartisilmaktadur.

Anahtar Kelimeler: Imar kanunu, Kentlesme, Cok katl bina, Yiiksek yapt, Gokdelen

Abstract

In this text, high-rise and multi-storey buildings, which were revealed by many technical developments
following the invention of cement and elevators in the eighteenth century, are examined. The tall
buildings, first built in Western Europe and then in the United States, are now spread to almost all
countries of the world. Buildings may be up to several-floors in the first years of the Republic of Turkey,
has reached to 7-8 floors in the 1950s. The construction of multi-storey buildings in Turkey began with
the construction of the Emek Office Block (Emek Ishani) in 1965.

In this presentation, Law of Buildings (Ebniyye Kanunu), the fist law related to high-rise buildings,
enacted in 1864, “Municipal Building and Roads Law (Belediye Yapt ve yollar Kanunu)” in 1933,
“Ankara City Reconstruction Guide (Ankara Sehri Imar Kilavuzu)” published in 1946, “Planned Areas
Type Zoning Regulation (Planli Alanlar Tip Imar Yionetmeligi)” dated 1985, “Metropolitan

* Prof. Dr., Ankara Hact Bayram Veli Universitesi, Edebiyat Fakiiltesi Sosyoloji Béliimii, serdar.saglam@hbv.edu.tr
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Municipality Law (Biiyiiksehir Belediyesi Kanunu)” dated 2004, and construction zoning laws and
bylaws of Metropolitan and city municipalities will be elaborated, and the consequences of these laws

will be discussed.

Keywords: Zoning law, Urbanization, High-rise buildings, Multi- storey buildings, Skyscraper

BIREYLERIN GUVEN ALGISININ SATIN ALMA KARARI VE KARIYER TERCIiHIi
UZERINE ETKIiSi

THE EFFECT OF INDiVIDUALS' PERCEPTION OF TRUST ON PURCHASING DECiSiON
AND CAREER CHOICE

Kadri Gokhan YILMAZ"
Hakan KOC™

Ozet

Insan yasaminin her alaninda énemli bir psikolojik kavram olan giiven, bircok arastirmanin ilgi odag:
olmus ve giiven kavramina iligkin sayisiz ¢aliymalar yapilmistir. Hem sosyal iliskilerde, hem ig
iliskilerinde, hem de fiziksel ihtiyaglarin giderilmesinde, kisaca insan yasammin siirdiiriilebilirliginde,
giiven duygusu ve algist onemli bir rol oynamaktadir (Rousseau ve dig., 1998:393). Giiven duygusuna
toplumsal yapt ve insan iliskileri agisindan bakildiginda ise, giiven artisinin birbirini etkileyen dongiisel
bir iliski i¢inde ekonomik biiyiime ve toplumsal isbirligi stirecini de olumlu bigimde etkiledigi

gozlemlenmektedir(Tiiziin, 2006:13).

Bir genelleme yaparak; toplumu ve toplumu olusturan biitiin kurumlart ayakta tutan, onlarin uzun siireli
olmalarimi  ve yitkilmamalarim ~ saglayan  temel unsurun  "giiven" oldugunu  soylemek

méimkaindiir(Miiftiioglu, 2005:144).

Giiven kavramina iliskin c¢esitli disiplinler kapsaminda zengin bir literatiir olussa da, giiven
teorisyenlerinin goriis birligi sagladigi bir giiven tammi yapiuamamaktadir. Giiven kavramimin
ozelliklerinin ya da tamamlayict unsurlarimin ele alindigi bu disiplinler, giivenin dogasina iliskin
esiptemik bir ¢oziimleme gelistirmekten ziyade teorilerin giiven perspektifinden temellendirilmesini

konu edinmektedir. Dolayisiyla psikolojik bir kavram olan giiven bilim dallarimin ¢alisma konularinda
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yer alan, emin olmak, beklenti, motivasyon, ortaklik, isbirligi, dayanisma, karsilhikli yiikiimliiliik ve
birlikte ¢alisma gibi kavramlarla irtibatlandirilmaktadir (Can, 2018:484). Diger yandan, cesitli
disiplinler acisindan giiven cesitleri ise, toplumsal giiven, kisilerarasi giiven, orgiitsel giiven, yoneticiye

giiven, calisma arkadaslarina giiven, kurumsal giiven ve marka giiveni olarak siniflandirilabilmektedir.

Giiven kavramina iliskin ilgili literatiirde olusturulan siniflamalar ne olursa olsun, her bir giiven
tiiriinde temel bilesen, bireyin giiven iligkisi kurdugu toplum, kisiler, orgiit, ¢calisma arkadaslari,
kurumlar ve markalara iliskin zihninde olusturdugu beklentilerin karsilanmasina olan inanci olarak
ortaya ¢ikmaktadir. Bu arastirma kapsaminda ise, bireylerin giiven duyduklar: kurumsal veya ticari

markalarin davranislari ve tercihleri iizerinde ne denli etkisi oldugu incelenmektedir.

Arastirmanmn amacint test etme amactyla, iki asamali bir test uygulanmistir. Birinci agamada herhangi
bir stmirlama ve yonlendirme yapilmadan, farkl yas, cinsiyet, ve sosyal statiiye sahip 1200 kisiye “en
gilivendiginiz ticari marka nedir” sorusu yoneltilmistir. Bu asamada, katilimcilarin verdikleri cevaplar
99 farkl ticari markada yogunlasmistir. Katilimcilarin yiizde dagiliminin en yogun oldugu 5 ticari
marka (Apple, Samsung, Volvo, Argelik, Torku) arastrmanmin ikinci agsamasuvun suurliligin

olusturmusgtur.

Arastirmamin ikinci agamasinda ise en giivenilir 5 markaya iliskin dort farkli boyutta 12 soru 12 gorsel
ile desteklenmistir. Ikinci asamada 12 soruyu test etmek amaciyla yapilan saha arastirmasinda farkl,
yas, cinsiyet ve sosyal statiiye sahip kisiler ile yiiz yiize goriisme teknigi uygulanmistir. Ikinci asamada
yapilan goriismelerde deneklerden en giivenilir markasi aragtirmanmin sinirliligi icerisinde yer alan 5
markadan birisi degil ise, sonraki sorulara gegilmemistir. Eger ilk bes markadan birisi giivenilir
markasi ise diger sorulara iliskin gorseller gosterilerek goriisme yiiriitiilmiistiir. Ikinci asamada 400
goriisme arastirmamn veri setini olusturmustur. Elde edilen veriler ile yiizde ve frekans dagilimlart ile

analizler tamamlanmaya ve yorumlanmaya ¢alisiimuistir.

Arastirmaya katilan deneklerin en giivendikleri markanin tiriinii ile diger bir markanin iirtinii arasinda
tercih yapmalart istendiginde, aym fiyat kiyaslamasinda yiizde 100’liik oranla giivendikleri markay
tercih ettikleri, fiyat farkinin yiizde 25 farklilagmas: durumunda yiizde 75 lik oranda hala giivendikleri
markay: tercih ettikleri, fiyat farkinin yiizde 50 farklilagsmas: durumunda ise, yiizde 33’liik bir oranda
hala giivendikleri markay tercih ettikleri goriilmektedir. Dolayisiyla markaya giiven duygusu ayni

tirtinde biiyiik oranda tercihlerini etkiledigi sonucunu ortaya ¢ikarmistir.

Diger yandan giivendikleri markanin baska bir sektérde baska bir iiriin iiretmesi halinde, diger bir
markanmin tiriinii arasinda tercih yapmalart istendiginde ise, aym fiyat kiyaslamasinda yiizde 80°lik
oranla giivendikleri markayt tercih ettikleri fiyat farkimn yiizde 25 farklilagmas: durumunda yiizde
40’lik oranda hala giivendikleri markayi tercih ettikleri, fiyat farkimun yiizde 50 farklilasmast
durumunda ise, yiizde 18 liik bir oranda hala giivendikleri markay1 tercih ettikleri goriilmektedir. Diger

bir ifade ile giivendikleri marka bagka bir sektorde baska bir iiriin tiretse dahi yine deneklerin tercih
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etmeleri konusunda avantajl oldugu goriilmektedir. Deneklerin en giivendikleri markanin baska bir
sektorde baska bir iiriin tiretmesi halinde, diger tinlii bir markanin iiriinii arasinda tercih yapmalari
istendiginde ise, ayni fiyat kiyaslamasinda yiizde 31 ’lik oranla giivendikleri markayi tercih ettikleri fiyat
farkimin yiizde 25 farklilasmas: durumunda yiizde 17’lik oranda hala giivendikleri markay: tercih
ettikleri, fiyat farkinin yiizde 50 farklilasmast durumunda ise, yiizde 8 lik bir oranda hala giivendikleri
markayi tercih ettikleri goriilmektedir. Diger bir ifade ile giivendikleri marka baska bir sektorde baska
bir tiriin iiretse dahi o alandaki tinlii bir marka ile rekabetinde yine deneklerin tercih edebildikleri
goriilmektedir. Dolayistyla markaya giiven duygusu farkli sektérlerde ve farkli iiriinlerde dahi tercih

nedeni olabilmektedir.

Deneklerin en giivendikleri markanin is teklifi yapmasi halinde, aymi sektorde diger bir markanmn is
teklifi arasinda tercih yapmalar: istendiginde ise, ayni pozisyon ve aymi iicret kiyaslamasinda yiizde
98’lik oranla giivendikleri markayt tercih ettikleri iicret farkimin yiizde 25 farkiilasmast durumunda
yiizde 41’lik oranda hala giivendikleri markayi tercih ettikleri, iicret farkimin yiizde 50 farklilagmasi
durumunda ise, yiizde 6’lik bir oranda hala giivendikleri markayr tercih ettikleri gériilmektedir.
Deneklerin tercihlerinden anlasildigi tizere, aymi pozisyon icin daha diisiik iicret teklif edilmesi halinde

dahi yine giivendikleri marka isletmesini kariyer tercihi olarak segtikleri goriilmektedir.

Sonug olarak, giiven duygusunun hem satin alma tercihi hem de kariyer tercihi iizerinde kayda deger
bir oranda etkisinin oldugu goriilmektedir. Bu sonugtan hareket ile, isletmelerin ve isletme
yoneticilerinin en énemli gérev ve roliiniin bireylerin zihinlerindeki giiven algisimi olusturma ve

yiikseltmek oldugu séylenebilir.

Anahtar Kelimeler: Giiven, Markaya giiven, Satin alma karari, Kariyer tercihi,

Abstract

Confidence, which can be accepted as an important physiological concept in all areas of human life,
seems to be the main focus of many researches and numerous studies have been conducted about this
matter. It can be claimed that the sense of trust and its perception play a key role in social relations,
business relations and meeting with the physical needs. In other words, it is the main factor for the
sustainability of human life. When the sense of trust is evaluated in terms of social structure and human
relations, it can be observed that confidence has a positive impact on both economic growth and social

cooperation process.

By making a sweeping statement, it is possible to highlight that “trust” is the basic element that keeps
the society and all the institutions alive and provides a long-lasting process for them by preventing their

collapse.
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Although there is a rich literature on the concept of trust within the scope of various disciplines, there
is no one size fit all definition that is provided by scholars in the literature. These disciplines that are
deal with the features or complementary elements of the concept of trust, generally mention about the
foundation of theories from the trust perspective instead of developing an epistemic analysis of the
nature of trust. Therefore, trust, which is a psychological concept, is linked to the work items, such as
confidence, expectation, motivation, partnership, cooperation, solidarity, mutual obligation and
collaboration in the scientific disciplines. On the other hand, types of trust in terms of various disciplines
can be classified as social trust, interpersonal trust, organizational trust, trust to managers and

colleagues, corporate trust and brand trust.

Regardless of the classification of the concept of trust that is constituted in the relevant literature, the
basic component of each type of trust emerges as a belief in meeting the expectations that are created
in minds between individual and society, people, colleagues, organization, institutions and brand.
Within the scope of this research, the effects of individuals’ behavior and preference on the corporations

and brands that seem to be trusted by themselves will be evaluated.

To understand the purpose of this study, a two-stage test was applied. In the first stage, a question,
“what is the most reliable trademark”, has been asked to 1200 people with different age, gender, and
social status without any restrictions or guidance. According to the results, the responses of participants
were concentrated on 99 different brands. The five most distributed brands with the highest percentage
of participants (Apple, Samsung, Volvo, Ar¢elik, Torku) has drawn a clear picture about the limitations

of the second stage of this research.

In the second stage of this study, twelve questions have been supported with twelve visuals in terms of
four different dimensions regarding these five most reliable brands. In the second stage, within the
purpose of examining twelve questions that are done in the field work, face to face interviews have been
applied to participants with different age, gender, and social status. In the interviews that are done in
the second stage, if the reliable brand of participants is not one of these five abovementioned brands,
the following questions has not been asked. If the reliable brand of participants is one of the top five
brands, the interview has been conducted by indicating visuals about the other gquestions. In the second
stage, 400 interviews have constituted the data set of this research. With the obtained data, all analyzes
has been tried to completed and interpreted by turning all responses into percentile and frequency
distribution.

It can be important to highlight in here that when the interviewers were asked to make a choice between
the product of the brand they trust and the product of other brands, %100 of them preferred to the
product of the brand they trust in the same price. In case of %25 of the price difference, %75 of them

still preferred to the same product of the brand they trust. In case of %50 of the price difference, only
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%33 of the interviewers preferred the product of the brand they trust. In this respect, it can be claimed

that the sense of trust in the brand has a positive impact on the preferences of the same product.

Similarly, in case of a scenario that the brand they trust produces another product in a different sector;
the responses can be accepted quite interesting. For example, when it is asked to make another choice
between the product of the brand that is produced by the brand they trust in a different sector and the
product of other brands; %80 of them preferred to the product of the brand they trust in the same price
comparison. In case of %25 of the price difference, %40 of them still preferred the same product of the
brand they trust. In case of %50 of the price difference, only %18 of the interviewers preferred the
product of the brand they trust. These responses show that even if the brand they trust produces a
product in a different sector, there is a high level to tendency to prefer the product of the brand they
trust. On the other hand, when it is asked to interviewers to make a choice between the product that is
produced by the most trusted brand for them in a different sector and the product of the famous brand
of this sector, a small difference about the responses can be observed. For instance, %31 of them
preferred to the product of the brand they trust in the same price comparison. In case of %25 of the
price difference, %17 of them still preferred the same product of the brand they trust. In case of %50 of
the price difference, only %8 of the interviewers preferred the product of the brand they trust. However,
these results can be taken into account as evidence, which indicates the product of a brand that is trusted
by customers has a chance to compete with the products of famous brands in the different sectors.
Therefore, the sense of trust may play a key factor on the preference of customers even if in the different

sectors.

In terms of getting an offer from the brand they trust, similar results have been obtained. When it is
asked to make a choice between an offer from the brand they trust and an offer of another brand in the
same sector; %98 of them preferred the brand they trust with the same position and the same wage. In
case of % 25 wage differences, %41 of them still preferred the same brand they trust. And %50 wage
differences, only %6 of them made a choice on the same brand they trust. As it is understood from the
responses of interviewers, it is seen that the sense of trust on a brand may have an impact on the

preference of evaluating the job offers.

To conclude, it can be emphasized that trust has a significant effect on both purchasing preference and
carrier choice. Based on these results, it can be said that the most important strategy of undertakings

and business managers is to create and to raise the perception of trust in the minds of every individuals.

Keywords: Trust, Trust in brand, Purchase decision, Carrier preference.
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BUILDING SUPERIOR BRAND EXPERIENCES BASED ON CUSTOMER INTERACTIiON
WIiTH WEB 4.0

Saeed SHOBEIRI"

Abstract

In the past few years, consumers have shown a great desire for rich, memorable and highly enjoyable
consumption experiences. According to Pine and Gilmore (1998), experiences serve as the core of a
new type of economy that has recently emerged after the economies of commaodities, goods and services.
According to them, an experience happens when a firm “intentionally uses services as the stage, and
goods as props, to engage individual customers in a way that creates a memorable event” (Pine and
Gilmore, 1998; p. 98). This view is consistent with past studies that point to the superior role of the
experiential aspects of consumption in shaping customer satisfaction and well-being (e.g. Carter and
Gilovich, 2012; Thomas and Millar, 2013). Such desires of the market have inspired many firms to
differentiate their offerings based on superior brand experiences (Brakus et al., 2009). A number of past
studies have documented the positive impacts of experiential features on key business outcomes such as
customer satisfaction (e.g. Srivastava and Kaul, 2014; Iglesias et al., 2019), brand passion (e.g. Das et
al., 2019), brand equity (e.g. Iglesias et al., 2019), customer’s involvement (e.g. Shobeiri et al., 2014)
and consumer’s loyalty/patronage intentions (e.g. Mathwick et al., 2001). These studies suggest that
finding methods to design and enrich customer experience should be a top priority for firms. Indeed,
several past studies have tried to identify the potential ingredients of a rich customer experience. Results
of these studies suggest that a great experience could originate from a wide spectrum of factors
including self-brand connection (e.g. van der Westhuizen, 2018), marketing communication (e.g. Khan
and Fatma, 2017), etc. Inspired by the above-mentioned studies, this paper suggests that Augmented

Reality (AR) - as a core component of Industry/Web 4.0 — is a rich facilitator of superior consumption
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experiences. Looking at several recent applications of AR by leading brands, this paper develops a
model to demonstrate how such technological platform may contribute to enhancement of customer
experience at five different levels.

Keywords: Web 4.0, Customer experiences, Consumption experiences

INSAN KAYNAKLARI YONETIMINDE TEKNOLOJI VE YAPAY ZEKA’NIN ETKSI

THE EFFECT OF TECHNOLOGY AND ARTIFICIAL INTELLIGENCE IN HUMAN
RESOURCES MANAGEMENT

Sinan SEKEROGLU"
Kadir OZER™

Ozet

Iyi ve kaliteli bir isletmeyi olusturabilmek icin onu saglam zemine insa edilmesi son derece onemlidir.
Bu tabakanmin olusmasi da ¢caliganlarin ise olan istegi, performansi ve yetenekleri ile dogrudan ilgilidir.
Giiniimiiz teknoloji diinyasina yakindan bakildiginda isletmelerin insan kaynaklar:t bu geligmelerden
¢ok fazla etkilenmeyen bir birim olarak karsimiza ¢ikmaktadir. Bu durumun en temel nedeni is yiiriitme
aginin temelinde insanin bulunmasidir. Rekabetin isletmeleri acimasizca yaraladigr hatta pazardan
sildigi su giinlerde, maliyetlerin hesaplanarak kar marjun yiiksek tutulmast ve dogru kaynagi dogru
yatirima yonlendirmek igletmelerin hayatta kalmasi agisindan énemlidir. Bu kapsamda insan kaynaklart
birimi de dijitallesme donemine girmis bulunmaktadir. Insan kaynaklarinda dijitallesme siireci yapay
zekanin yardimi ile zellikle ise alimda onemli adimlar kaydetmistir. Isletme icin maliyet ve zaman kaybi
yaratan bu asamada, yiizlerce hatta binlerce bagvuru arasindan ise uygun adayin segilebilmesi igin,
adaylarim ¢agrilmast ve elemeler sonucunda uygun sayida adaywin isletme igerisinde agik pozisyona
yerlestirilmesi islemi ozellikle yapay zeka yardimiyla hem maliyet hem de zaman kaybi yasatmadan
gergeklestirilebilmektedir. Yapay zekanin insan kaynaklarinda ise alim siirecine etkisini ilk olarak
internetteki is arama sitelerinde gorebiliriz. Bu sitelere kayit yaptiran adaylar kayit yaptirirken, ikamet
ettigi yeri, egitim durumunu, is deneyimlerini, ¢alismak istedigi kurumdan beklentilerini onceden
belirttigi icin bu kapsamda kurumun insan kaynaklarina biiyiik élciide fayda saglamaktadir. Ise alim

stireglerinin eleme kisimlarindan olan miilakat siiregleri de artik yapay zeka sayesinde hizli ve ucuz bir
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sekilde gerceklesebilmektedir. Chatbotlar bu teknolojinin birer ornegidir. Adaylar ile iletisime gegen
bu yazilimlar istenilen bilgileri aldiktan sonra belirli algoritmalar iizerinden eleme yapmakta ve adayin
durumunu gosteren bir puanlama sonucunu insan kaynaklar: birimlerine iletmektedir. Adaylarin
konusmalarindan farkli olarak jest, mimiklerini de analiz etmektedirler. Ise alum siirecinden farkl
olarak yapay zeka, is oryantasyonu, egitim vb. insan kaynaklarinin pek ¢ok alaninda insan kaynaklart
birimine yardimci olmakta hatta bazi durumlarda onlarin yerini almaktadwrlar. Bu c¢alismada
teknolojinin ozellikle yapay zekanin insan kaynaklarina olan etkisi yerli ve yabanct literatiir taranarak

actklanmaya calisilmigtir.

Anahtar Kelimeler: Insan kaynaklar: yonetimi, Ise alim siireci, Oryantasyon, Teknoloji, Yapay zeka

KOOPERATIFLERDE AKTIiF VATANDASLIK GORUNUMLERI: KIRIKKALE iLi
ORNEGI

ACTIVE CITIZENSHIP VIEWS IN COOPERATIVES: THE CASE OF KIRIKKALE

Hasan YAYLI""
Atilla ALTUN™

Ozet

90°lr yillarin sonunda refah devleti ve piyasa merkezli politikalar sonucunda Avrupa ve Amerika’da
siyasi, ekonomik ve sosyal krizler ortaya ¢tkmuis, alternatif politika arayislart igine girilmistir. Devleti
merkezi alan politikalar yerine toplum destekli ve bireyi 6n plana alan politika anlayislart daha agir
basmaya baslamistir. Ozellikle sivil toplumun giiclendirilmesi gerekliliginden yola ¢ikarak ortaya atilan
bu yeni politikalarda temel unsur isbirligi ve sorumluluk anlayisl katilim sergileyen aktif vatandaslardir.
Devlet tarafindan verilen tiim gérevleri yerine getirerek “iyi” veya “pasif” olmak yerine sivil toplumu
giiclendirerek hem toplumsal refaha katki saglamak hem de devietin ¢ikmaza giren mekanizmalarin

calisir hale getirmek temelli bu anlayi ile ortaya ¢ikan krizlerin éniine gegilmesi temel amacglardandir.

Haklarina sahip ¢ikmak, esitligi saglamak ve zayif olani korumak igin siyasi, sosyal ve sivil tiretkenlik
gosteren aktif vatandas, iyi, etkin ve huzurlu bir toplum diizeni i¢in ¢ok énemlidir. Aktif vatandasiigin

eyleme gecmesi ise ancak devlet ve ozel sektorle birlikte ¢alisan ve bir araci gorevi iistlenen iigtincii
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sektor kuruluglar: yani sivil toplum kuruluslar ile miimkiindiir. Aktif olmak igin temel ara¢ olan bu
kuruluglar, hem bireyin bilingli olmasi ve egitilmesi hem de toplumsal birlikteligin saglanmasi gibi
onemli gorevler iistlenmektedir. Ayrica toplumsal esitsizligin ortadan kaldirilmasi ve sucun onlenmesi
gibi gorevierinden de bahsedilebilir. En énemlisi devlet birey arasinda iligkinin geligtirilmesiyle siyasi
erkin otoritesini devam ettirmesinde onemli bir islev sahibi olmasidir. Devletten ve ozel sektorden
bagimsiz bu kuruluglar iistlendikleri bu kadar genis kapsamli gérevlerle refahin siirekliligine katkida

bulunabilir.

Kooperatifler bu kuruluslar arasindadwr. Tiim diinyada énemli bir yere sahip olan bu kuruluslar
isbirligi, katilim, esitlik ve sorumluluk anlayisiyla aktif vatandaslhigin eylem siirecine énemli katkilarda
bulunabilen bir yapilanmaya sahiptir. Ciinkii kooperatif olusumu, ancak bireylerin ortak bir paydada
bulusarak bir araya gelmesi ve ortak bir hedefi gerceklestirmek icin birlikte hareket etmesi ile
miimkiindiir. Sivil toplum kurulusu olarak kooperatifler devietin destegiyle ekonomik gii¢ elde etme,
tyelerin bir araya gelip isbirligi yapmasiyla ortak biling olusturma ve gerektiginde kurumun veya
bireyin hakkini koruma gibi 6nemli gérevieri vardir. Hem devlet ve ozel sektorle isbirligi yaparak hem
de iiyelerinin haklarim koruyarak bir arabulucu gérevi iistlenen bu kuruluslar, bir¢ok alanda faaliyet
gostermektedir. En ¢ok tarim, insaat ve ulasim sektériinde etkin olan bu kuruluslar, bir bakima toplumun

aynas gibidir.

Tiirkiye 'de kooperatifcilik, giiniimiizde giderek onem kazanan ve gelistirilen yeni politikalarla giderek
giiclenen bir anlayis olarak karsimiza ¢ikmaktadir. Ozellikle kirsal kesimin imkansizliklarini bertaraf
ederek devlet destekli anlayigla ortak paydalar yaratan bu kuruluslar, iilke ekonomisinde onemli bir
yere sahiptir. Avrupa’da gerek ortak sayisi, gerek ekonomik hacim biiyiikliigii ve gerekse sektor
cesitliligi ve bireysel etkinlik bakimindan 6nemli derecede yiiksek oranlarla karsilasilirken, Tiirkiye’de
bu durum biraz farkhdw. Her ne kadar ziraat, insaat ve ulasim alanlarinda kooperatif sayiarinin
yiiksekligi goze carpsa da, ortak sayisi, ¢alisan sayisi ve ekonomik kazang bakimindan diisiik oranlara
rastlanabilmektedir. Bu durum aktif vatandasiik ve kooperatifler arasi iliskinin degerlendirilmesi

gerekliligini 6ne ¢itkarmaktadir.

Buradan hareketle ¢caliymamizin amaci, oncelikle Tiirkiye 'de kooperatif yapilanmalarini sektor, ortak
sayist veya aktif olma durumu bakimlarindan istatistiki olarak agiklayarak, diinya ¢apinda
karsilastirmalar yapmak ve daha sonra Kirikkale ilinde kooperatif ¢calismalarimin son durumunu yine
istatistiki verilerle ortaya koymaktir. Kirikkale gerek cografi konum, gerek niifus yapist ve gerekse
gelismislik diizeyiyle bir bakima genel yapiyt temsil etmesi bakimindan 6nemli bir yerlegim alanidir.
Ozellikle devlet politikalariyla hiz kazanan insaat sektérii, tarim sektorii ve ulasim sektorii bakimindan
tiim Tiirkiye 'de oldugu gibi Kirikkale 'de de kooperatif yapilanmalart dikkat cekmektedir. Fakat 6nemli

olan husus kooperatif yapilanmalarinin sayica fazla olmasina ragmen, aktif vatandaslhigin unsurlarin
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barmdirmada genel olarak eksiklikler yasanmasidir. Devlet ile birey arasinda képrii vazifesi géren sivil
toplum kuruluslarina ornek olarak gosterebilecegimiz bu yapilanmalarin ortak biling kiiltiirii, etkinlik,
dayanigma, sorumluluk ve isbirligi gibi temel unsurlardan uzak olmast kooperatiflerin genel amaglarina
da ters diismektedir. Bu durumda, kooperatiflerin sayica iistiinliigiine paralel olarak ortaklarinin
etkinliginin saglanmasi1 ve biitiin ortaklarin sorumluluktan ka¢cmadan birliktelik saglamasi, hem
kooperatiflerin giiclenerek ekonomiye daha fazla katki saglamalari hem de ortaklarimin huzurlu ve

saglikly bir toplum yapisina onciiliik etmeleri anlamina gelmektedir.

Anahtar Kelimeler: Kooperatif, Sivil Toplum, Aktif Vatandaslik, Katilim, Sorumluluk, Is birligi,
Kirikkale

Abstract

At the end of the 90s, as a result of welfare state and market-centred policies, political, economic and
social crises emerged in Europe and America, and the search for alternative policies was initiated.
Instead of policies centred on the state, community-based and individual-oriented policy approaches
started to dominate. In particular, the basic elements of these new policies, which are based on the
necessity of strengthening civil society, are active citizens who exhibit cooperation and responsibility.
One of the main objectives is to prevent crises by the understanding based on strengthening civil society

instead of being “good” or “passive” by fulfilling all the duties given by the state and.

Active citizens, who show political, social and civil productivity to protect their rights, to ensure equality
and to protect the weak, are very important for a good, effective and peaceful society order. Acting on
active citizenship is only possible with the third sector organizations, non-governmental organizations,
working together with the state and private sector and acting as an intermediary. Being the basic tool
for being active, these organizations undertake important tasks such as awareness and education of the
individual and ensuring social cohesion. It can also be mentioned about its duties such as the elimination
of social inequality and prevention of crime. Most importantly, they have an important function in
maintaining the authority of the political power by developing the relationship between the individual
and the state. These organizations, independent of the state and the private sector, can contribute to the

continuity of welfare through such a wide range of tasks.

Cooperatives are among these organizations. These organizations, which have an important place all
over the world, have a structure that can make significant contributions to the action process of active
citizenship with the understanding of cooperation, participation, equality and responsibility because the
formation of a cooperative is possible only when individuals come together in a common denominator
and act together to realize a common goal. As a non-governmental organization, cooperatives have
important tasks such as gaining economic power with the support of the state, creating common

awareness by the members coming together and cooperating and protecting the rights of the institution

198



or individual when necessary. These organizations, which act as mediators by protecting the rights of
its members in cooperation with the state and the private sector, operate in many areas. These
organizations, which are most active in agriculture, construction and transportation sector, are in a

way like a mirror of society.

Cooperatives in Turkey today are an increasingly important and increasingly strong understanding of
the development of new policies. These institutions, which eliminate the impossibility of rural areas and
create common denominators with a state-supported understanding, have an important place in the
national economy. While there are important statistics in terms of number of partners, the economic
volume size and sectoral diversity in Europe, this situation is somewhat different in Turkey. Although
the number of cooperatives is high in agriculture, construction and transportation areas, low rates are
observed in terms of number of partners, number of employees and economic earnings. This situation

emphasizes the need to evaluate the relationship between active citizenship and cooperatives.

The purpose of our study is to describe the cooperatives statistically in terms of sector, partners and
activation of these partners and to make comparisons across the world and then to make statistical
comments on the cooperatives in Kirikkale. Kirikkale is an important place in terms of its geographical
location, population structure and development level, representing the general structure in a way. The
cooperatives in Kiritkkale draw attention like in Turkey, especially with the state policy of accelerating
the construction, agriculture and transportation sectors. However, it is important to note that, although
the number of cooperative structures is large, there are generally shortcomings in including the
elements of active citizenship. The fact that these structures, which can be shown as an example to non-
governmental organizations that act as bridges between the state and the individual, are far from the
basic elements such as common culture of consciousness, effectiveness, solidarity, responsibility and
cooperation contradicts the general aims of cooperatives. In this case, ensuring the effectiveness of the
partners in parallel to the superiority of the cooperatives and ensuring the unity of all partners with
responsibility means that the cooperatives strengthen and contribute more to the economy and lead the
partners to a peaceful and healthy society structure.

Keywords: Cooperative, Civil Society, Active Citizenship, Participation, Responsibility, Cooperation,
Kirikkale
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SiBER GUVENLIGIN FINANS PiYASASINDAKiI DURUMUNUN DEGERLENDIRILMESI

THE EVALUATION OF CYBER SAFETY IN THE FINANCIAL MARKET

Furkan KAYHAN"
Serpil KARAHISAR™
Abdurrahman OKUR™

Ozet

Teknolojinin hizla ilerlemesi ile giderek artis gosteren bilgisayar ve internet kullanmimi giiniimiizde
hayatin vazgegilmez bir unsuru haline gelmistir. Bu durum kullanmicilara kolaylik saglamasina ragmen
ortaya ¢ikan giivenlik agiklart sistemlerin kotiiye kullanilmasina sebep olmaktadir. Tiirkiye, siber
giivenlik tehditlerine maruz kalma bakimindan diinya swralamasinda iist siralarda yer almaktadir.
Internet kullanimin yani sira finans sistemindeki gelismeler géz oniinde bulunduruldugunda kullanim
olduk¢a yayginlasan internet bankaciligi, banka ve kredi kartlari ile e-ticaret uygulamalar: finansal
siber giivenlik sistemi agisindan korunulmasi gereken baslica konular haline gelmektedir. Yazilim
tedarik sistemi ise finansal siber giivenlik sistemini olusturan en onemli teknik altyapr unsurlarindadir.
Artan siber riskler tiiketicilerin giivenin azalmasina, internet vasitasiyla finans sisteminin daha az
kullaniimasina ve beklenmeyen giderlerin artmasina neden olmaktadir. Bu nedenle siber giivenlik
risklerinin ulusal bazda incelenmesi ve yorumlanmast ve siber kritik altyapt giivenligi a¢isindan hayati
oneme sahiptir. Tiim bu anlatimlar 15181nda bu ¢alismanin amaci finans piyasasinda siber giivenlik
agisindan hangi saldwilara daha ¢ok maruz kalindigimin ortaya konulmasi ve iilkelerin gelismislik

durumuna gore degerlendirilmesidir.

Anahtar Kelimeler: Siber giivenlik, Bankacilik, finans, Bankacilikta dijital doniisiim, Internet
bankaciligi, Mobil bankacilik

Abstarct

With the rapid progress of technology, the use of computers and the internet which showed gradually
increasing has become an indispensable element of life. Although this provides convenience to users,

the resulting security vulnerabilities cause systems to be abused. Turkey, located in top positions in the
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world ranking in terms of exposure to cyber safety threats. Considering the developments in the financial
system as well as the use of the internet, internet banking, bank and credit cards and e-commerce
applications, which are widely used, are the main issues to be protected in terms of financial cyber
safety system. Software procurement system is one of the most important technical infrastructure
components of financial cyber safety system. increased cyber risks lead to a decrease in consumer
confidence, less use of the financial system via the Internet, and an increase in unexpected expenses.
For this reason, it is vital to examine and interpret cyber security risks on a national basis and in terms
of cyber-critical infrastructure safety. In the light of all these narrations, the aim of this study is to
determine which attacks are more exposed in terms of cyber safety in financial market and to evaluate

countries according to their development status.
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HIiZMET SEKTORUNDE CALISAN KADINLARIN KARIYER ENGELLERI iLE
ORGUTSEL BAGLILIKLARI ARASINDAKI iLiSKi : AZERBAYCAN ORNEGI

THE RELATIONSHIP BETWEEN CAREER BARRIERS AND ORGANIZATIONAL
COMMITMENT OF WOMEN WORKING IN THE SERVICE SECTOR IN THE CASE OF
AZERBAIJAN

Oqtay QULIYEV”
Matanat MAMMADOVA™

Ozet

Globallesen diinyada kadinlar istihdamin onemli bir parcasini olusturmaktadir. Globallesmeyle
kadinlarin i hayatindaki rolii artmis, dolayisiyla iilke ekonomisine katkisi da artmistir. Fakat, ig
hayatinda kadinlarin varligimin artmasina ragmen, hala istenilen diizeyde degildir. Kadinlar
kariyerlerinde bir¢cok engellerle karsilasmaktadirlar. Bu kariyer engelleri farkl kurum ve igletmelerde
calismakta olan kadinlarin orgiitsel baglilik diizeylerini azaltmakta onlarin isten ayrilmalarina neden
olmaktadir. Kadnlar, diinya tarihinin biitiin donemlerinde iicretli veya iicretsiz gekilde ¢alismus, fakat
onlarin is¢i adiyla ¢alisma hayatina katilmalar: Sanayi Devrimi ile gergeklesmistir. Bu dénemde
“calisma ozgiirliigii” gibi liberal uygulamalar giindeme gelse de, ekonomik anlamda bir esitlik hi¢bir
zaman mevcut olmamistir. Kadin ve erkek ¢alisanlar arasindaki esitsizlik giiniimiize kadar devam

etmekte ve kadin c¢alisanlarin kariyer engellerinin basinda gelmektedir. Kadinlarin cinsiyet
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ayrnimciligina, ¢esitli psikolojik tacize maruz kalmalari, is-aile dengesizligi yasamalari, erkeklerle
kiyasla daha diisiik kariyer gelisim imkanlarina sahip olmalari, toplumun bakis acisi tiim diinyada
oldugu gibi Azerbaycan'da da calismakta olan kadinlarin temel kariyer engelleri sirasinda yer
almaktadir. Calisanlarla iletisime gecebilmek, is verimliligini artirmak, onlarda c¢alismak istegi
olusturmak son yulardaki en onemli orgiitsel ¢abalardan biri haline gelmistir. Calisanlarin teskilati
baglihigi sadece onlarin verimliligine, is performansina degil, ayrica da isten ayrilma niyetlerine 6nemli
diizeyde etki eden bir olgudur. Diinyadaki orneklere de baktigimizda, yiiksek baglilig: olan calisanlarin
etkin isletmeler olusturduklarini gézlemleyebiliriz. Kadinlarin da tiim diinyada ve Azerbaycan'da
istihdamdaki 6nemli roliinii g6z oniinde bulundurursak, onlarin érgiitsel baghlik diizeyi arastirmamizin
bir diger onemli konusudur. Bu a¢idan c¢alismamizin amaci, kadinlarin karsilastiklar kariyer
engellerini belirlemek, bu engellerin kadinlarin orgiitsel baghliklar: iizerine etkilerini 6l¢mektir. Bu
amagla ¢aliymamizin birinci kisminda konuyla ilgili literatiiv taramasi yapilmuig, daha sonra ise
Azerbaycan'da hizmet sektoriinde ¢alisan kadinlardan anket yontemiyle veriler elde edilmistir. Elde
edilen verilerin sonucunda kadinlarin karsilastiklar: temel kariyer engelleri ve orgiitsel baglilik
diizeyleri analiz edilmigtir. Toplam 200 kadin arastirmanin érneklemini olusturmugstur. Anket ¢calismast
Nisan-Mayis 2019 yilinda yapilmistir. Bu anket ¢alismast sonucunda katilimeilarimin kigisel profiline,
onlarin kariyer engellerine, orgiitsel baghlik diizeylerinin belirlenmesine yonelik veriler elde edilmistir.
Ankette yer alan ilk 10 soru katilmct profilinin belirlenmesine yonelik olup, aragtirmaya katilan
kadinlarin yasi, medeni durumu, ¢ocuk sayisi, egitim diizeyi, meslegi, is-aile yasami dengesini nasil
kurdugu, gelirleri, ¢aliyma sartlari, isinden memnuniyetleri gibi bilgilerin elde edilmesi icin
tasarlanmistir. Azerbaycan daki kadin ¢alisanlarin kariyer engellerinin belirlenmesi icin ayrica 17

“

ifadeden olusan bir ol¢ek “Kadinlarin kariyer engelleri * dlcegi Azerbaycan i¢in uyarlanmuis ve burada
yer alan sorular araciligiyla kadinlarin ¢alisma hayatinda karsilastiklar: temel sorunlarin tespit
edilmesi amaglanmigtir. Sonraki 8 ifade katilimcilarin orgiitsel baghhk diizeyini olgmek igin
hazirlannustir. Yapilan anket ¢alismasindan elde edilen verilerin analizi icin Statistical Package for
Social Science for Windows (SPSS 25.0) programi kullamilmistir. Arastirmamizda faktor analizi,
giivenirlilik analizi, Anova, regresyon ve korelasyon analizleri yapilmistir. Arastirmanin sonuglarina
gore Azerbaycan'da erkeklerle kiyasla kadinlarin iicretleri daha az olmakta, iist diizey yonetici
konumuna gelme konusunda zorluk ¢cekmekte, erkeklerin temel olarak tist diizey yonetici konumlarinda
yer aldiklar: diistintilmekte, ¢aliyma yasamlarinda kismen psikolojik tacizle karsilasmakta, ozellikle is
izni konusunda aile-is catismasi yasanabilmektedir. Son olarak Azerbaycan da kadinlarla ilgili var olan
stereotipler nedeniyle onlarin belli islerde ¢alismasi belirli zorluklar icermektedir. Tiim engellere
ragmen katilimcilarin verdikleri cevaplara gére Azerbaycan'da kadinlarin egitimli ve ileri goriislii
oldugu, kadinlarin toplumdaki yerinin sadece esinin yani ve annelik olmadigint diistindiigii, toplumda
belirli konuma sahip olabilecegi, gelecekte islerinde yiikselebilecegi ve kariyer basarisi elde
edebilecekleri ile ilgili umutlarimin var oldugu sonucuna ulasmaktayiz. Hipotezlerimizi testinden elde

ettigimiz onemli sonuglara goére, kadinlarin egitim diizeyine gore kariyer engelleri ile ilgili diisiinceleri
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farklilagsmigtir. Bu farklilasmanmin da kolej ve lisans mezunlart arasinda oldugunu fakat, kadinlarin
orgiitsel baghlik diizeyinin staja, egitime gére hic bir farklilasma gostermedigini soyleye biliriz. Ayrica,
kadinlarin temel kariyer engelleri arttikca orgiitsel baghlik diizeyinin azaldigi da daha bir sonug olarak
belirtilebilir. Azerbaycan'da kadin ¢alisanlarin kariyer engellerinin onlarin orgiitsel baghlik diizeyi
lizerine etkileri fazla arastirdmadigi icin, calismamizin bundan sonraki Azerbaycan'da yapilacak
arastirmalara isik tutacagini, bu konuda daha kapsamli ¢alismalara olanak saglayacagin

diisiinmekteyiz.

Anahtar Kelimeler: Kadin calisanlar, Kariyer engelleri, Orgiitsel baghlik, Orgiitsel davrams, Cam

tavan

Abstract

Women constitute an important part of employment in the globalizing world. Globalization increased
the role of women in business life; therefore, its contribution to the country's economy has increased.
However, despite the increase in the presence of women in business life, it is still not at the desired level.
Women face many barriers in their careers. These career barriers reduce the level of organizational
commitment of women working in different organizations, causing them to quit their jobs. Women
worked in all periods of world history, paid or unpaid, but their participation in working life as workers
was realized by the Industrial Revolution. Although liberal practices such as freedom of work came to
the fore during this period, a kind of economic equality that never existed. Inequality between male and
female employees continues to this day and this is one of the most important career barriers for female
employees. Exposure of women to gender discrimination and psychological abuse, having a work-family
imbalance, having lower career development opportunities compared to men, and the society's
perspective is among the main career barriers of working women in Azerbaijan as well as in the world.
To communicate with employees, to increase the efficiency of the work, to create a desire to work with
them has become one of the most important organizational efforts in recent years. Employee
organizational commitment is not only related to work efficiency, job performance, it is also a
phenomenon that has a significant effect on intention to leave. When we look at the examples in the
world, we can observe that highly committed employees create great organizations. Considering the
important role of women in employment all over the world and in Azerbaijan, their level of
organizational commitment is another important issue of our research. In this respect, the aim of our
study is to determine the career barriers faced by women and to measure the effects of these barriers on
women's organizational commitment. For this purpose, in the first part of our study, literature review
has been done, then, data were obtained from women working in the service sector in Azerbaijan by
survey method. As a result of the data obtained, the main career barriers and organizational

commitment levels faced by women were analyzed. A total of 200 women were the sample of the study.
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The survey was conducted in April-May 2019. As a result of this survey, data were obtained for the
personal profile of the participants, their career barriers, and the determination of organizational
commitment levels. The first 10 questions in the questionnaire were designed to obtain information such
as age, marital status, number of children, education level, occupation, work-family life balance,
income, working conditions and job satisfaction. A scale consisting of 17 statements for the
determination of career barriers of female employees, Women's career barriers scale adapted for
Azerbaijan and here is aimed to identify main problems that women face in working life through the
questions contained here. The next 8 statements were prepared to measure the level of organizational
commitment of the participants. Statistical Package for Social Science for Windows (SPSS 25.0) was
used to analyze the data obtained from the survey. In our study, factor analysis, reliability analysis,
Anova, regression and correlation analyzes were performed. According to the results of the research,
the wages of women are lower in Azerbaijan compared to men, women have difficulty in becoming
senior executives, they face psychological harassment in their working lives, and there may be a family-
work conflict especially in terms of work permits. Finally, because of the stereotypes about women in
Azerbaijan, their work in certain jobs presents certain difficulties. Despite all the obstacles, according
to the answers of the participants, we conclude that women in Azerbaijan are educated and farsighted,
that women do not think that their place in society is only their spouse and motherhood, they also hope
they can have a certain position in the society, rise in their jobs in the future and achieve career success.
According to the important results of our hypotheses test, women's opinions about career barriers
differed according to their education level. We can say that this differentiation is between college and
undergraduate graduates, but the level of organizational commitment of women does not show any
differentiation according to internship and education. In addition, it can be stated that as the basic
career barriers of women increase, the level of organizational commitment decreases. Since the effects
of career barriers of female employees on their organizational commitment level in Azerbaijan are not
studied much, therefore we think that our study will lead to further researches in Azerbaijan and will

allow for more comprehensive studies on this subject.
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