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INSTAGRAMDA PAZARLAMA STRATEJILERI VE
UYGULAMALARINA YONELIK BiR iRDELEME

Recep Baki DENIZ!

0z

Instagram halen 1 milyar kullanici sayisi ile en popiiler sosyal mecralar siralamasinda diinyada 3. sirada yer
almaktadir. Kullanici sayist agisindan Amerika Birlesik Devletleri 120 milyon kullanici ile diinyada 1.sirada, Tirkiye ise, 38
milyon kullanic1 sayisi ile 6.siradadir. Instagram kullanim oranlar incelendiginde ise, Tiirkiye, Isveg’le birlikte yiizde 58’lik
oran ile diinyada birinci sirada yer alirken, diinya ortalamasi ise yiizde 15dir. 2015 Mart aymna kadar etiketleme, yorum ve
begenme fonksiyonlariyla iiriin ve veya hizmet tanitimi ve pazarlamasimi yapan isletmeler, bu tarihten sonra Instagram
tizerinden “sponsorlu reklam” adi altinda tcretli tamitim faaliyetleri yapmaya baglamiglardir. Instagram markalara,
miisterileriyle anlamli bir gorsel iletisim kurabilmeleri igin benzersiz bir firsat sunmaktadir.. Halen 18-29 yas grubunun
%5371, 30-49 yas grubunun %25’i, 50-64 yas grubunun %11°1, 65 yas Ustii bireylerin ise %6’s1 Instagram kullanimaktadir.
Instagram’daki markalar, toplam takipgilerinin %3 — %6’s1yla diizenli etkilesime girmektedirler. Facebook ve Twitter gibi
diger sosyal aglarda ise bu oran yalmizca %0,1 dir. Instagram kullanicilarinin %70°i markalar1 Instagram {izerinden de
incelerken, inceleme yapanlarin %62’si inceledigi markalarin Instagram profillerini de takip etmektedir. Instagram’da
kullanilan hashtaglarin/etiketlerin %70’i markalara aittir. Instagram’da yaymlanan fotograflar videolara gore %36 daha fazla
etkilesim yaratmaktadir. Instagramda pazarlama stratejileri kapsaminda yapilmasi gerekenlerin baginda instagram profili
diizenlemek gelmektedir. Sosyal aglar birbiriyle etkilesim halinde bulundurularak tiim hesaplar birbirine baglanmali ve
boylece site trafiginde artis saglanmalidir. Instagramda pazarlamada 6zgiin ve etkileyici bir yazi da, en az gorseller kadar etkili
olmaktadir. Instagramin vazge¢ilmez unsuru olan hashtag/etiket kullanimi, bir¢ok kullaniciya erigmede bire-bir yardimei
olmaktadir. Yapilan tiim paylagimlarda en 6nemli unsur ise firmanin tanitim faaliyetlerinde 6zgiin olmasidir. Ayrica
yaraticilifini ortaya koyan bir firma daha gok ziyaretci toplayabilmekedir. Instagram giiniimiizde, tiim sosyal aglar arasinda
o6nemli bir konuma yiikselmis ve isletmeler agisindan instagramda pazarlama gerek tanitim-tutundurma faaliyetlerini
yayginlastirma, gerek satis ve pazar payini artirma Ve boylece rekabet avantajlarini giiglendirme agisindan, mutlaka yer
alinmasi gereken bir sosyal medya platformu haline gelmistir..

Anahtar Kelimeler: instagram, Instagramda Pazarlama, Sosyal Medya

Jel Kodlari: M16, A7, J18
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AN INVESTIGATION ON THE MARKETING STRATEGIES AND APPLICATIONS IN INSTAGRAM

ABSTRACT

Instagram still ranks 3rd in the World in the most popular social media list with 1 billion users. In terms of number
of users, the United States ranks first in the world with 120 million users. while Turkey is ranked 6th by 38 million users. When
rates are analyzed using Instagram, Turkey, together with Isveg, rate of 58 percent, in first place in the world, while the world
average is 15 percent. Until March 2015, businesses promoting and marketing products and or services with labeling,
commenting and liking functions started to perform paid promotional activities under the name of "sponsored advertisement"
on Instagram after this date. Instagram provides a unique opportunity for brands to establish meaningful visual communication
with their customers. Currently, 53% of 18-29 age group, 25% of 30-49 age group, 11% of 50-64 age group, and 6% of
individuals over 65 are using Instagram. Brands on Instagram interact regularly with 3% to 6% of their total followers. In other
social networks such as Facebook and Twitter, this rate is only 0.1%. While 70% of Instagram users review the brands through
Instagram, 62% of the followers follow the Instagram profiles of the brands they review. 70% of the hashtags / tags used in
Instagram belong to the brands. 70% of the hashtags / tags used in Instagram belong to the brands. Photos posted on Instagram
create 36% more interaction than videos. Editing the instagram profile is one of the things to be done within the scope of
marketing strategies in Instagram. By interacting with social networks, all accounts should be linked together, thereby
increasing site traffic. An original and impressive post on marketing of Instagram is just as effective as visuals. The hashtag /
tag usage, which is an indispensable element of Instagram, helps one-to-one access to many users. The most important factor
in all shares is that the company is unique in its promotional activities. In addition, a company that demonstrates its creativity
is able to gather more visitors. Today, Instagram has risen to an important position among all social networks, and in terms of
businesses, marketing has become a social media platform that must be included in terms of marketing, promotion activities,
increasing sales and market share and thus strengthening competitive advantages.

Keywords: Instagram, Marketing in Instagram, Social Media

Jel Codes: M16, A7, J18
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GIRiS

Instagram, 5 Ekim 2010 tarihinde IOS i¢in iicretsiz bir uygulama olarak Kevin Systrom ve Mike
Krieger tarafindan kuruldu. Kasim 2010 tarihinde Instagram, App Store de boy gostermeye basladi.
Ekip arkadaslar1 artirildi. Instagram ekibi San Francisco daki ilk Twitter ofisinde ¢alismaya basladi.

Instagram akilli telefonlar ile ¢alisan mobil bir uygulamadir ve 6zel filtreleri sayesinde herkese
kendi telefonu ile ¢ektigi fotograflar1 kullanarak profesyonel bir sanat¢i kalitesinde paylasimlar yapma
firsat1 sunmaktadir.

Gorsel bir platform olan Instagram da takipcilerin genel olarak sanatsal fotograflar1 begendikleri
gozlenmektedir. Markalar da Ttrlinlerinin giizel, gorsel ve duygusal etkisi yiiksek fotograflarini
paylagarak miisterilerini {irinli almak i¢in harekete gecirmeye caligmaktadirlar.94 Ayrica bu
fotograflarin lizerlerine yazilan 6zgiin metinlerle de takipgilerin ilgisi ¢ekilerek iiriin veya hizmeti satin
alma istegi uyandirilabilmektedir. Aralik 2010 tarihinde Instagramin kullanici sayisi 1 milyona ulasti.

Ocak 2011 tarihinde kendi hashtaglerini/etiketlerini iireterek kisileri veya fotograflar1 kolayca
arayarak bulmayi saglayan Ozelligi kullanima sunuldu. Mart 2011 tarihinde Instagram 5 milyon
kullaniciya hitap etmeye basladi. Nisan 2012 tarihinde 30 milyonu asan Instagram, Android versiyonlu
uygulamasini yayina aldi. Hatta 1 giin igerisinde 1 milyon indirilmeye ulasti. 50 milyon dolarlik yatirim
alan Instagram daha sonra Facebook sirketi tarafindan 1 milyar dolara satin alindi.

Agustos 2012 tarihinde Fotograf Haritas1 6zelligi giincellemesi aktif edildi. Bu 6zellik sayesinde
fotograflarda konum belirtme imkéni sunuldu. Kasim 2012 tarihinde, Instagram web {iizerinden
kullanilmaya baslandi. Hesap yonetimi masaiistiinde de yapilabilir hale geldi. Mayis 2013 te artik
fotograflara etiketleme 6zelligi getirildi. Haziran 2013 yilinda platform ciddi bir yenilige imza atarak,
fotograf haricinde video da paylasimini aktif etti. 15 saniyelik videolar yiikleyebileceginiz sekilde bir
0zellik sundu. Ekim 2013 tarihinde ise markalar i¢in en dikkat ¢ceken 6zellik olan, sponsorlu paylagim
ozelligi geldi. Agustos 2016 yilinda ise Snapchat in kullandig1 sekil olan hikaye modunu kullanicilarina
sundu. Bu 6zellik biiyiik bir ses getirdi ve en revagta olan 6zelligi olarak goriilmektedir. Mart 2017 de
canli yayinlar1 kaydedebilme 6zelligi kullanicilara sunuldu. Mayis 2017 yilinda iki farkli kullanicinin
canli yayimn yapabilme 6zelligi getirildi. Eyliil 2017 tarihinde canli yayinlar igin yiiz filtreleri 6zelligi
sunuldu. Ekim 2017 yilinda kullanicilarin birbiriyle olan etkilesiminin artmasi i¢in oylama 6zelligi

getirildi.
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Tablo 1. Instagramin Tarihsel Siire¢ Icersinde, 2010-2015 Déneminde Gelisimi

Tarih Gelisim
Kevin Systorm ve Mike Krieger tarafindan Burbn yani bugiinkii adi
Mart 2010 ile Instagram kuruldu.
Instagram, AppStore’daki yerini aldi. John Riedel topluluk yoneticisi
olarak, Shayne Sweeney miihendis olarak Instagram ekibine katild1.
Kasim 2010 Instagram ekibi San Francisco’daki ilk Twitter ofisine yerlesti.
Aralik 2010  [Instagram bir milyon kullaniciya ulast1.
Instagram, kendi hashtaglerini iireterek insanlart veya fotograflar
Ocak 2011 [kolayca bulmanizi saglayacak 6zelligi kullanima sundu .
Mart 2011 Instagram bes milyon kullaniciya ulasti.
Instagram 150 milyar fotografa ulasti. Jessica Zollman topluluk
Agustos 2011  |yoneticisi olarak ekibe katildi.
Instagram 2.0 yayinlandi. Yeni uygulamada farkli filtreler ve daha
Eyliil 2011 canli bir gortintiikalitesi olusturuldu. Instagram 10 milyon kullaniciya
ulasti.
30 milyon kullaniciya ulagan Instagram Android tabanli uygulamasin
] yaymladi. Uygulama bir giinde bir milyon kez indirildi. 50 milyon
Nisan 2012 |qolarhik yatirim alan Instagram sonrasinda Facebook tarafindan bir
milyar dolara satin alindi.
Mart 2015 Sponsor reklam uygulamasina gecildi.

Kaynak: Sener, 2012, http://sosyalmedya.co/instagram-

INSTAGRAMIN BOYUTLARI - YAYGINLIGI

Baslangicta sadece fotograf paylasma amaciyla acilan bu platform giin gectikce gelisimler

153

gostermis ve 2010°dan bu giine kadar hem gelisim gostermis hem de kitlelerin olmazsa olmaz mecralari

arasinda yer almigtir. Hatta zamanla bu sosyal medya platformu markalarin kendilerini/iiriinlerini hedef

kitlelerine gosterme agisindan 6nemli bir mecra olmustur. Geligim siireci igersinde sponsorlu reklama

yer vererek markalarin daha fazla hedef kitleye ulagmasini da saglamistir.

Instagram halen 1 milyar kullanici sayis1 ile en popiiler sosyal mecralar siralamasinda 3. sirada

yer almaktadir. Ulkeler itibariyle incelendiginde; Amerika Birlesik Devletleri 120 milyon kullanici ile

diinyada 1.sirada, Tiirkiye ise, 38 milyon kullanici sayisi ile 6.siradadir.

Toplam niifusa oranla Instagram kullanim oranlari incelendiginde ise, Tiirkiye, Isve¢’le birlikte

yiizde 58’lik oran ile diinyada birinci sirada yer alirken, diinya ortalamasi ise yiizde 15°dir. 2015 Mart

ayma kadar etiketleme, yorum ve begenme fonksiyonlariyla iiriin ve veya hizmet tanitimi ve
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pazarlamasini yapan isletmeler, bu tarihten sonra Instagram iizerinden “sponsorlu reklam” adi altinda
iicretli tamtim faaliyetleri yapmaya baslamislardir. instagram, markalara, miisterileriyle anlamli bir
gorsel iletisim kurabilmeleri i¢in benzersiz bir firsat sunmaktadir. Halen 18-29 yas grubunun %531,
30-49 yas grubunun %251, 50-64 yas grubunun %11’i, 65 yas Ustii bireylerin ise %6’s1 Instagram
kullanilmaktadir. Instagram’daki markalar, toplam takipgilerinin %3 — %6’s1yla diizenli etkilesime
girmektedirler. Facebook ve Twitter gibi diger sosyal aglarda ise bu oran yalmizca %0,1 dir.
Kullanicilarinin %70°1 markalar1 Instagram tizerinden de incelerken, inceleme yapanlarin %62’si
inceledigi markalarin Instagram profillerini de takip etmektedir. Kullanilan hashtaglarin/etiketlerin
%70’i markalara aittir. Instagram’da yayinlanan fotograflar videolara gore %36 daha fazla etkilesim
yaratmaktadir.

ALANYAZIN

Instagram uygulamasi, giiniimiizde 6zellikle kiigiik isletmeler igin, diisiik maliyetle biiytlik
kitlelere ulasma olanagi sagladig: igin, gerek kii¢iik isletmeler, gerek bireyler Instagram’da hesap
acarak iiriinlerini tanitmak ve satis yapmak yolunu tercih etmislerdir. Ozellikle ¢evrimigi satis
uygulamalarinda “tiiketiciden tiiketiciye” satista Instagram’in bugiinkii yeri yadsinamaz boyuttadir.
Ancak, sadece kiigiik isletmeler veya bireyler degil biyiik isletmeler de tanitim kanali1 olarak Instagram’1
kullanmakta hatta reklam vermektedir. Instagram’da ilk reklam veren firma ise diinyaca iinlii moda
markas1 Michael Kors olmustur (E.Y. Ozeltiirkay, S. Bozyigit, M. Giilmez,(2018). Markalar, Instagram
iizerinden hesap acabilmekte, etiket (hashtag) kullanarak goriiniirliklerini ve begeni sayilarini
arttirabilmekte, yiiksek takipgisi olan hesaplara reklam verebilmekte ve takipcilerini markayla ilgili
paylagim yapmaya tesvik edebilmektedirler (Aslan ve Unlii, 2016)., Instagram’da isletmeler iiriin
bilgilerini ve gorsellerini paylasarak bir anda genis kitlelere ulagsmaya baslamislardir.Gergekten,dogru
etiketleme yoOntemiyle yapilan paylasimlar, hedef kitlede hizla yayilabilmektedir. Kullanicilar ilgi
alanlaria giren {irlin veya hizmeti satan isletmelerin profillerine bakarak iiriin hakkinda bilgiye ve
iirlinlin gorsellerine ulasabilmektedirler (Yilmazsoy, 2019). Influencer'larin Instagram hesaplarinda
yayinladiklari giinliik anlatilara sorunsuz bir sekilde oriildiikleri i¢in, bu onaylarin ticretli reklamciliktan
ziyade oldukca giivenilir elektronik Word Of Mouth (eWOM) olarak yorumlanmasi
muhtemeldir.(Abidin 2016). Bu, daha yiiksek 6zgiinliik ve giivenilirlik nedeniyle geleneksel reklam
taktiklerinden daha etkili goriindiigii ve daha sonra mesaja daha diisiik dirence yol agtig1 i¢in 6zellikle
markalar igin arzu edilir. (Marijke De V, Veroline C., & Liselot H.(2017).

Zamanla, sosyal ag siteleri daha gorsel merkezli hale geldi ve goriintiilerin, fotograflarin ve
videolarm paylasimina odaklandi. 2010 yilinda kurulan Instagram, bdyle bir sosyal ag sitesidir. Uye
sayisi arttikea ticari kuruluslarin ilgisini ¢ekti ve platformda pazarlama kampanyalar1 baslatildi.(Li Xin

Teo, v.d.,, (2019),
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Internet agizdan agza kavramini kokten degistirdi. "Viral pazarlama" terimi, 1997 yilinda risk
sermayedar1 Steve Jurvetson tarafindan ele alinmisti1 ve Hotmail’in bunlarin reklamlarini giden kullanici
postasina ekleme e-posta uygulamasini tanimlamak igin kullanildi. Arastirma, bdyle bir reklamin
"hassas" kullanicilara ulasmas1 durumunda, ayni kullanicilarin "enfekte" olacagini (yani, bir hesap icin
kaydolacagini) ve ardindan diger duyarli kullanicilara bulastiracagini ortaya ¢ikardi. Darel
Ni.v.d.,,(2016),

Instagram'da her giin yaklasik 40 milyon fotograf yaymlaniyor. Ayrica, isletmelerin tanitimi s6z
konusu oldugunda ¢ok fazla rekabet de s6z konusudur.. Instagram'da basarili tanitim/tutundurma
faaliyetleri gerceklestirebilmek i¢in fotograf ve igerik olusturmada ciddi ¢abaya gereksinim vardir. Cogu
sosyal ag sitesi gibi Instagram da baslangicta isletmeler igin tasarlanmadi, ancak digerleri gibi is
potansiyelinin tasidig1 onemi gordii . Instagram giiniimiizde en hizl biiyiiyen sosyal ag platformudur
Pijar Suciati (2018),

Hem kii¢iik hem de biiyiik tiim isletmeler Instagram hesaplarin1 kullanarak énemli degerler
olusturabilirler. Bu platform, miisterilere sirket hakkinda bir bakis agis1 verebilir ve takipgiler arasinda
bir topluluk duygusu yaratabilir (Mia Nummila,2015).

Ayrica sosyal medya, pazarlamacilara miisterilerini anlamalari i¢in daha kolay bir yol sagliyor.
Instagram séz konusu oldugunda, fotograf gonderilerine yorum birakmak ve yorum almak,
misterilerden iiriin hakkinda daha fazla geri bildirim alabilir. Takipgiler genellikle kurulus ve
kullanicilar arasindaki etkilesimi gérmekle ilgilenirler, bu nedenle yorumlara dikkat etmek miisterilerle
olan iligkiyi gelistirmeye yardimci olur (Dennis, 2014). Ayrica Instagram, dogrudan mesajlasma olarak
bilinen bir islevi de igeriyor. "

Popiilaritesi her gecen giin artan Instagram, sosyal medyay1 kullanmakta aktif olan gencgler
arasinda iyi taninmanin yani sira, is sektdriinde de giderek daha popiiler hale gelmektedir. Birgok is
adami, Uriinlerini ve hizmetlerini pazarlamak i¢in Instagram't yeni platformlar1 olarak kullaniyor.
Instagram'n islevleri yalnizca tiim sosyal ag kullanicilarmin degil, pazarlamacilarin da ilgisini
cekmektedir LS Huey, R Yazdanifard, (2014).

TURKIYE YILLIK DiJiTAL DEGiSiM iSTATISTIKLERI
Tiirkiye’de 2019 yil itibariyle internet ve sosyal medya kullanim yayginligina iliskin veriler asagidaki

grafiklerde sunulmaktadir.
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Grafik 1: Tiirkiye Yillik Dijital Degisim statistikleri
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THE YEAR-ON-YEAR CHANGE IN KEY STATISTICAL INDICATORS
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+]1 MILLION +3 MILLION +5 MILLION +1 MILLION [UNCHANGED]

Kaynak: We Are Social 2019 Tiirkiye Yillik Dijital Degisim Istatistikleri

PERCENTAGE OF THE ADULT POPULATION® THAT USES EACH KIND OF DEVICE [SURVEY-BASED]
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*  Grafik3- 2019 yihnda Tiirkiye'de elektronik cihaz kullanimi Kaynak: We Are
Social 2019 Tiirkiye Yilltk Dijital Degisim Istatistikleri
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MOST ACTIVE SOCIAL MEDIA PLATFORMS

PERCEMTAGE OF INTERMET LISER o ORM [SURNEY BASED]

Kaynak: We Are Social 2019 Tiirkiye Yilhk
Dijital Degisim Istatistikleri
Grafik 5- Tiirkiye’de en ¢ok kullanilan sosyal medya

platformlarimin Kullanici sayilar1 ve cinsiyet dagihim

SOCIAL MEDIA ADVERTISING AUDIENCES

A COMPARISON OF THE TOTAL ADDRESSABLE ADVERTISING AUDENCE * OF SELECTED SOCIAL MEDIA PLATFORMS

TO
AUDIENC
(MONTH:!

38.00 9.00 6.35

MILLION MILLION MILLION MILLION MILLION

FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE

36% 64% 41% 59% 19% 81% 68% 30% 33% 67%

* Kaynak: We Are Social 20~CINSIYETE GORE SOSYAL MEDYA KULLANIM
SAYILARI-

Deloitte Global Mobil Kullanict Arastirmasi’nin 2019 yili sonuglarina gore Tiirkiye Twitter ve
Instagram Kullaniminda diinyada birinci sirada yer almaktadir. 6 kitada gergeklestirilen arastirmaya,
Tirkiye’nin de aralarinda bulundugu 28 iilkeden 44 bin 150 kisi katilmistir. Mobil cihaz kullaniminin
geldigi nokta hakkinda 6nemli veriler sunan arastirmaya gore ; Tiirkiye Twitter ve Instagram
kullaniminda birinci, vatandaglar her giin telefonla oyun oynamakta, market aligverisinde artik akilli
telefonlar kullanilmakta, telefon bagimlilig1 mental ve fiziksel problem yaratmaktadir.

Tiirkiye’de 1000 Kisinin Katilimiyla Diizenlenen Anketin Sonuglari:

%d45... internette ‘kullamim kosullari’n1 hi¢ okumadan kabul edenlerin orani

%6... Son 2 yilda sosyal medya kullanimi artigi

%40... Oyunlarda puzzle tiirlerin oram
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%31... Market aligverigini cep telefonundan yapanlarin orani

%76... Kisisel bilgilerinin sirketler tarafindan kullanildigini diisiinenlerin orani

%¢46... Telefonunu devamli kontrol etme ihtiyaci hissedenler

%26... Asiri telefon kullanimindan dolayi fiziksel aci ¢ekenler

%49... Giinde en az bir kere Instagram’da vakit gegirenler

%23... Giinde en az bir kere Twitter’da vakit gecirenler

%55... Oyun oynamak i¢in cep telefonunu tercih edenler

%50... Akill1 telefondan her giin oyun oynayanlar

INSTAGRAMDA PAZARLAMA STRATEJILERI VE UYGULAMALARI

Instagramin da icinde yer aldigi sosyal medya platformlar1 baslangi¢ asamalarinda
bireylerin sosyal yasamlarinda birbirleriyle ve diinyayla iletisimi ve paylasimi arttiran iletisim
araclar1 olarak one g¢ikmiglar, siire¢ igersinde hedef pazarda yer alan miisteri ve tiiketicilerle
iletisim kurulup daha ¢ok yarar saglandikga, satis-pazarlama-ticaret unsuru daha fazla 6nem
kazanmaya baslamistir. Farkli kaynaklarda,” s-ticaret, sosyal alisveris, is birlik¢i ticaret” olarak da
adlandirilan sosyal ticaret kavrami en genel anlamiyla, “sosyal medya platformlarinda
gergeklestirilen, tiiketicinin yarattifi icerigin agizdan agiza pazarlama etkisi yaratip satisi
etkiledigi bir ticaret bi¢imidir” (Erdogmus, 2015). Ancak sosyal medya araglarinda gergeklesen
agizdan agiza pazarlama etkisi elektronik - agizdan agiza pazarlama olarak da
tanimlanmaktadir.Markalar, Instagram iizerinden hesap acgabilmekte, etiket (hashtag) kullanarak
gorlintirliiklerini ve begeni sayilarmi arttirabilmekte, yiliksek takipgisi olan hesaplara reklam
verebilmekte ve takipgilerini markayla ilgili paylasim yapmaya tesvik edebilmektedirler (Aslan ve Unlii,
2016).

flgi cekici gonderiler, isletmenin instagram hesabinin kalitesi ve iiriinler hakkinda dogru
bilgilendirme, Instagram’dan yapilan pazarlamanin hedefine ulagmasini etkileyen faktorlerdir. Bu
nedenle Instagram reklamciligi son yillarda hizli bir yiikselis icerisindedir. Sosyal medyada gii¢lii bir
takipei kitlesi olan, dneri ve fikirleriyle takipgi kitlesinin davraniglarini etkileyen veya degistiren kisilere
“influencer” denir (Seving, 2018). Influencer’lar takipgi sayilarina gére mikro ve makro olmak iizere
ikiye ayrilirlar. Mikro Influencer terimi daha az takipgi sayisina sahip olanlar i¢in kullanilir. ,Takipg¢i
sayist markalar i¢in 6nemli bir 6lgiit olsa da mikro Influencer’larin takipgileri ile arasindaki iletisim ve
etkilesim daha giicliidiir. Makro Influencer ise yiiksek takipci sayisina sahip Influencer’lar igin
kullanilir. Bu kisiler sosyal iletisim aglarinda daha genis bir kitleye hitap ederler. Makro Influencer’larin
markalar tarafindan tercih edilme sebepleri erisim giicii ve goriiniirlik yaratma imkanlaridir. Artan
rekabet kosullar1 bir¢ok firmay1 pazarlama alaninda yenilikler yapmaya itmektedir.

Sosyal medya platformlarinda kitleleri etkileme giicii bulunan ve takipgileri tarafindan otorite

/bilirkisi kabul edilen kisilerin, hitap ettigi kitlenin satin alma davranigini etkileme giiciinii kullanarak
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pazarlama stratejisi gelistimesine “Influencer Marketing” denir. Influencer marketing kavraminin
Tiirkce literatiirde yerlesik ve ortak kabul gérmiis bir karsiligi bulunmamaktadir. Bu kavramin cesitli
kaynaklarda fenomen pazarlamasi, niifuz pazarlamasi, hatirli pazarlama ya da etkileyen pazarlamasi
olarak kullanildig: belirtilmektedir (Saltik Yaman, 2018). Bir diger anlatimla Influencer marketing,
sosyal medya araclarinda takipgileri bulunan Influencer’larin, bir iiriin ya da hizmet hakkindaki
deneyimlerini takipgilerine aktarmasi olarak tanimlanabilir.

Influencer ile markalar/ firmalar is birlikleri farkl: yontemlerde gergeklesebilmektedir. Ornegin
IAB (Interactive Advertising Bureau, 2018) Influencer Pazarlama Raporu’nda, markalarin
Influencer’larla ¢alisma yontemleri {icretli, iiriin kargilig1 ve etkinlige davet olmak tizere 3 kategoride
incelenmektedir. Reklam veren, influencer ile belirli bir paylagim sayisi veya paylasim basina iicret
seklinde “licretli” ig birligi yapabilecegi gibi, yapilacak reklam kampanyasi kapsaminda Influencer’lara
ticretsiz markali iiriin gonderip Influencer’larin bu {irinlerle ilgili paylasim yapmasim tesvik edebilir.
Ya da, bunlarla birlikte, Influencer’t markanin diizenledigi bir etkinlige davet ederek, belirli bir iicretle
karsilig1 ya da dedelsiz bir sekilde bu davetle ilgili paylasimda bulunmasini saglayabilir. Markalar s6z
konusu is birliklerinin yan1 sira bireylerle farkl is birligi stratejileri de gergeklestirmektedirler. Bu
stratejiler markanin amacina gore bigimlenerek, marka elgiligi, liriin yerlestirme ve etkinlik yorumlatma
seklinde ii¢ kategoriye ayrilmaktadir ( S.Kiran, C.Y1lmaz,i.Emre (2019).

Instagramin da iginde yer aldigi sosyal medya platformlar1 baslangic asamalarinda
bireylerin sosyal yasamlarini renklendiren, birbirleriyle ve diinyayla iletisimi ve paylasimi arttiran
araglar olarak one ¢ikmislar, zamanla miisterilerle iletisim kurulup daha ¢ok yarar saglandikea,
ticaret unsuru daha fazla 6nem kazanmaya baslamistir. Farkli kaynaklarda,” s-ticaret, sosyal
aligveris, is birlikgi ticaret” olarak da adlandirilan sosyal ticaret kavrami en genel anlamiyla, “sosyal
medya araglarinda gergeklestirilen, tiiketicinin yarattigi i¢erigin agizdan agiza pazarlama etkisi
yaratip satisi etkiledigi bir ticaret bigimidir” (Erdogmus, 2015:92). Ancak sosyal medya araglarinda
gerceklesen agizdan agiza pazarlama etkisi elektronik - agizdan agiza pazarlama olarak da
tanimlanmaktadir. Markalar, Instagram iizerinden hesap acabilmekte, etiket (hashtag) kullanarak
goriintirliiklerini ve begeni sayilarini arttirabilmekte, yiiksek takipgisi olan hesaplara reklam
verebilmekte ve takipcilerini markayla ilgili paylasim yapmaya tesvik edebilmektedirler (Aslan ve Unlii,
2016).

Instagram, maliyeti diisiik, etkilesim giicii yiiksek bir platform oldugu i¢in kiiciik igletmeler i¢in
onemli bir satig ve tanitim araci olarak goriilmektedir. Instagram’da isletmeler {iriinlerinin bilgilerini ve
gorsellerini paylasarak bir anda genis kitlelere ulasmaya baslamuslardir. Ozellikle dogru etiketleme
yontemiyle yapilan paylasimlar, hedef kitle arasinda hizla yayilabilmektedir. Kullanicilar ilgi alanlarina

giren {irlin veya hizmeti satan isletmelerin profillerine bakarak iiriin hakkinda bilgiye ve {riiniin
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gorsellerine ulasabilmektedirler (Yilmazsoy, 2019). Cevrimig¢i bir ortamda (Google Forms) 282
katilimet ile anket sorularinin 18 yas ve tizerindeki Instagram kullanicilar tarafindan cevaplandirildigi
bir arastirma sonuglarma (S.Kiran, C.Y1lmaz,I.Emre (2019) gore, katilimcilarin demografik 6zellikleri
iizerinden Instagram karakteristikleri incelendiginde, kisinin cinsiyeti ile takip edilen alanlar arasinda
anlamli farkliliklar goriilmiistiir.Buna gore kadinlar; moda, makyaj/giizellik, saglikli yasam,
kitaplar/dergi alanlarim takip ederken erkekler daha ¢ok teknoloji ve spor alanlartyla ilgilenmektedir.
Kadinlar son bir yilda Instagram’da Influencer’lar tarafindan tanitilan iirtinleri erkeklere gére daha fazla
satin almigtir. Bu da Instagram’da kadinlara yonelik yapilan reklam faaliyetlerinin erkeklere gore daha
etkili olabilecegini gostermektedir. Diger yandan, katilimcilarin satin alma kararlarin1 verirken
Instagram’dan etkilenmelerinin, cinsiyetlere gore anlamli farklilik gosterdigi de goriilmiistiir. Daha net
bir ifadeyle, kadinlar aligveris kararlarinda erkeklere gore Instagram'dan daha fazla etkilenmektedirler.
Ayn1 arastirmanin bir bagka sonucuna gore ise, takipg¢inin yasi ile Instagram'da gecirdigi zaman arasinda
da anlaml1 bir iliski vardir. Yas1 kiiciik olanlar Instagram'da daha fazla zaman gegirirken yas1 biiyiik
olanlar daha az gecirmektedirler. Ulasilan bir diger sonug ise takipginin Instagram’da gegirdigi zaman
ile son bir y1lda Instagram’da Influencer tarafindan tanitilan bir iiriinii satin almas1 arasinda anlamli bir
iligki oldugudur zira Instagram'da bir saat ve lizerinde vakit gegiren bireylerin daha fazla iiriin satin
aldig1 goriilmektedir.influencer harcamalari her yil diizenli olarak artmaktadir. 2020 yili itibariyle story
ve IGTV ile bu rakamlar daha da yiikselmesi beklenmekte olup markalarin, 2020 yilinda, Instagram
iizerinden influencer marketinge / etkili pazarlamaya 8 milyar dolar harcama yapmas1 6ngoriilmekte ve
boylece sektorde izlenen 4 yillik devasa biiyiime siirecegi tahmin edilmektedir. Diinya genelinde
Instagrami en ¢ok kullanan sektdr moda;en az kullanan sektor ise teknoloji sektoriidiir. Moda sektorii,
fotograf ¢ekimi ile kol kola ilerleyen bir sektor olarak, Instagram’i pazarlamada kullanmay1 en fazla
tercih eden sektor niteligindedir.Bilgiye dayali bir sektor olan teknoloji ise mecrayi en az kullanan sektor
olup,teknoloji alaninda da IGTV ile, Instagram kullaniminin yiikselmesi beklenmektedir.

Ozellikle mobil cihazlar i¢in olusturulan ilk fotograf tabanli platform olma &zelligi de tasiyan
Instagramin tercih edilmesinin en baslica nedenleri, gorsel icerik sunmasi, hizli degisen dogasi,
takipcilerde merak uyandirmasive bunun yaninda takipgilerin, Instagram fenomenlerinin giinliik
yasamlarina katilmasina olanak saglamasi, fenomenler agisindan ise kitleler tizerinde liderlik duygusu
ve topluluk olusturmasi seklinde belirtilebilir (Braatz, 2017: 7).

Influncer marketing / “Hatirli pazarlamanim” etkisi ve 6neminin farkina varan markalar, bu
platformda yer alan, etkileyici giicii yliksek olan fenomenlerle etkilesime gegmistir. Oldukg¢a popiiler bir
sosyal medya platformu olan Instagram biinyesinde bir¢ok, alanda uzmanlagsmis (moda, spor,
saglik,kozmetik vb.) ve marka el¢isi olan birgok fenomen kitlesi (bloger, vloger, youtuber vb.)

bulundurmaktadir.
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Giintimiizde birgok tiiketici bir markay1 satin almadan 6nce bu platformda yeralan fenomenlerin
fikirlerini 6nemsemekte ve deger vermektedir (Yurttas, 2010, s. 116).”

Finlandiya’da, Instagram’daki bloggerlar ile gerceklestirilen hatirli pazarlama konusundaki bir
aragtirmada, 15-24 yas arasindaki bireylerin %66’s1 Instagram’da yer alan bu kisiler araciligi ile
gerceklestirilen tanitimlar: hatirladigi sonucuna varilirken, %63 liikk kisim olusturulan bu enformasyon
akigini yararl buldugunu belirtmistir.

Geriye kalan kisimdan %72’ sinin ise igerikleri ¢ok yararli, %42’ sin ise biraz yararli bulduklar
tespit edilmistir. Bu arastirma kapsaminda en c¢ok tercih edilen Instagram fenomenlerine
(influencerlarin) ait hesaplarin % 35’ini miizik, % 30’ unu mizah, hayvanlar % 29’ unu, spor, % 28’ini
takip ettikleri goriiliirken; katilimeilarin %39’u giyim, %32’si kozmetik ve giizellik iriinleri, % 25’ i
elektronik, % 23’ ii miicevher vb. iiriinleri almadan 6nce burada yer alan fenomenlerden etkilendigi
sonucunulasilmistir. (Veissi, 2017, ss. 15-16). Bu veriler 1s18inda aslinda tiiketicilerin; fenomenler
araciligi ile gergeklesen tanitimlar1 geleneksel mecralara gore daha ¢ok sevdiklerini, yararh bulduklarini,
iletilere daha agik hale geldiklerini ve bu iletilerin satin alma davramiglarin1 da dogrudan etkiledigi
goriilmektedir.

Dolayisiyla fenomen kitlesi, gelistirdikleri yaratici igerikleri, diisiince tarzlari, degisik
yaklagimlar1 ve yiiksek etkilesim giicleri ile Instagram’da yer alan diger bir¢ok dijital kanaat 6nderleri
gibi kendilerini hedef kitlelerine genis bir iletisim aracisi olarak sunmaktadirlar

Enformasyon ve Web 2.0 ¢ag1 her gegen giin kisilere sundugu teknolojik olanaklarla birlikte
kanaat 6nderlerinin de dijitallesmesine neden olmustur. Ayrica onlar1 sosyal medyaya entegre ederek
sinirsiz bir halkanin igerisinde yer almalarin1 saglamistir. Zamanla “Dogrudan bir mesaj paylasildiktan
sonra, kullanicilardan hangisinin paylasilan iletiyi gordiigii ve kimin paylasimdan keyif alip sevdigi
vb.birgok 6zelligi olan bir platforma doniismiistiir.

Instagram’1 en ¢ok kullanan sektor moda sektorii, en az kullanan sektor ise teknoloji
sektoriidiir. Fotograf ¢ekimi ile kol kola ilerleyen bir sektdr olarak, Instagram’t pazarlamada kullanmay1
en fazla moda markalar tercih etmektedir. Bilgiye dayal1 bir sektdr olan teknoloji ise bu mecrayi en az
kullanan sektordiir. Ancak teknoloji alaninda da IGTV ile birlikte Instagram kullaniminin yiikselmesi
beklenmektedir. (https://creatorden.com)

Wallsbeck ve Johansson (2014) da, Y kusagi tiiketicilerinin Instagram pazarlamasiyla ilgili
davranig ve goriislerini arastirdiklari ¢alismada, katilimcila rin yarisindan fazlasinin kadin oldugunu
belirtmektedirler.

Instagram’dan aligveris yapan tiiketicilerin profillerini ve satin alma davraniglarini ortaya

cikarmay1 amaglayan bu arastirmaya katilan tiiketicilerin ¢cogunlugunun kadin oldugu, katilimcilarin
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20-36 yas araliginda bulundugu, orta gelire sahip oldugu ve ¢esitli mesleklere mensup olduklari
goriilmiistiir.

Arastirma sonuclarima gore, Instagram’dan aligveris yapan tiiketicilerin yarisi 2 yildir
Instagram hesabina sahiptir ve giin igerisinde 10-15 defa Instagram hesabina bakmaktadirlar.
Katilimcilar sirastyla kapida 6deme kolayligi, iiriin ¢esitliligi, fiyatinin uygun olmasi, iade kosullari
ve kolay aligveris yapma 6zelliklerinden dolay1 Instagram’dan aligveris yapmayi tercih etmektedirler.

Tiiketicilerin giin icerisinde birgok defa Instagram hesabina bakiyor olmasi sayesinde de
isletmelerin hesaplarinda paylastiklari fotograf veya videolarin gériilme siklig: ve ihtimali artmakta,
isletmeler boylece daha fazla sayida tiikketiciye ulasabilmektedir.

Tiiketicilerin kurumsal olmayan hesaplari daha ¢ok takip etmeleri de, Instagram tizerinden
satig yapmak isteyen bireysel satiggilart cesaretlendirerek daha ¢ok girisimcinin  Instagram
lizerinden satig yapmaya baslamasini tesvik edebilmektedir.

Katilimeilarin yaridan fazlasi, bir igletmenin paylastigi triin, reklam v.b fotograf ve
videolara iligkin olarak o iletiyi begendigini ifade etmistir.

Katilimcilarin yaklasik yarist iletinin altina yorum yazmamakta, yorum yazanlar ise bir
tiriin ve marka hakkinda diger takipgilere tavsiyede bulunmak, veya diger takipgileri uyarmak
amaciyla yazmaktadir.

Katilimcilarin hemen hepsi; begeni sayisinin, olumlu ve olumsuz yorumlarin, satin alma
kararlarini etkileyen unsurlar oldugunu belirtmis, ama yaridan biraz fazlasi takipg¢i sayisinin etkili
oldugunu ifade etmistir.

Dolayisiyla, firmalar veya kisiler, tiiketicilerin dikkatlerini ¢ekecek ve begenilerini
kazanacak fotograflar paylasarak begeni oranini arttirmaya ¢alismalidirlar.

Ayrica tiiketicilerin tirtinden memnuniyetlerini bildiren mesajlarin1 veya iiriinii kullanirken
cektikleri fotograflarin1 Instagram sayfalarinda paylasarak tiiketici memnuniyetini diger
tiketicilere iletmelidirler.

Olumlu yorumlar1 arttirmak i¢in de mutlaka, irtinlerin kaliteli olmasina, verilen sozlerin
tutulmasina, kargo gonderimlerinin zamaninda yapilmasina dikkat edilmelidir.

Katilimcilarin yaklasik yarisi tiriiniin altinda fiyatinin yazmasii isterken, digerleri iiriin
hakkinda ayrintili bilgi verilmesini, fotograflarin gercegi yansitmasini, tiim igletmelerde kapida
o6deme olmasini ve tiim dirtinlerin iadesinin olmasi gerektigini belirtmislerdir.

Isletmeler veya bireyler fotografin altinda driniin fiyatini veya iriinle ilgili yeterli
aciklamalar1 verirlerse, tiikketicinin dogrudan mesajla fiyat veya iiriin bilgisi 6grenmek i¢in ayrica

zaman ve emek harcamasina, ¢aba giostermesine gerek kalmayacaktir.
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Diger yandan sadece beden degisikligi degil, tiriinlerin de iadesinin yapilabilmesi, kapida
0deme olanaginin saglanmasi, fotograflarin iiriiniin tim ozelliklerini gercekten yansitabilecek
nitelikte olmasi da tiiketici memnuniyetini arttiran unsurlar arasinda yer almaktadir.

Gene arastirmaya katilianlar biiyiik cogunlukla, Instagram’dan aligverisi, gerek Instagram,
gerek agizdan agiza iletisim ve gerekse Facebook ve diger internet platformlari araciligi ile
arkadaglarina tavsiye ettiklerini belirtmistir.

Katilimcilarin timi 6ncelikle, firma ve iriinleri hakkinda bilgi edinmek amaciyla
firmalarin instagram sayfalarini takip etmektedirler.

Bilgi edinmek amacini, promosyon ve indirimlere erisebilmek, isletmenin diger misterileri
ve isletme ile marka-iiriin hakkinda goriis paylagsmak ve isletmelerinin instagram hesaplarindan
sunduklar1 ilging ve eglenceli igeriklere ulasmak gibi diger amaglar izlemektedir
(E.Y.Ozeltiirkay,S. Bozyigit, M. Giilmez (2017).

Fenomenler ve Marka Etkilesimi

Giinlimiizde birgok sosyal medya platformunun ¢evrimigi ortamlarda bireylere kendisini ifade
edebilme, tutumlar ile tercilerini ortaya koyabilme olanagi sunmasi s6z konusu sosyal medya
platformlarinin popiilaritesini arttirmaktadir.

Bu nedenle sosyal medya platformlarinin gelecegin pazarlamasinda da kilit bir rol oynamaya
devam edecegi tahmin edilmektedir.

Ciinkii sosyal medya Web 2.0 tabanli birgok araci igerisinde bulunduran bir yapiya sahiptir.

Gergekten, sosyal medya, igerisinde yer alan bloglar, microbloglar, video ve fotograf paylasim
siteleri ile, sosyal ag siteleri blinyesinde bulunan fikir /kanaat 6nderlerini tiikketicilerle bulusturarak
onlar1 influencer / marka elgisi olarak konumlandirmaktadir.

Bu kanallar araciligiyla yapilan etkinliklerin yiiksek maliyet igermemesi, miisterilerle iletisim
halkasi olusturmasinin yaninda hedef tiiketici kitle tarafindan sevilen ve sayilan marka elgilerine
(Influencer) ait olan fikir, yorum ve onerilere kolayca ulagmasina da olanak saglamistir

Instagram fenomenlerinin / marka elgilerinin gonderileri genellikle gomiilii igerik ve yazil
metinlerle agiklama ile zenginlestirilmis bir resim veya video bigiminde takipgilerine sunulmaktadir
(Sokolova ve Kefi, 2019: 1). Marka elgilerinin

Fenomen takipgisi olan tiiketiciler, Instagram lizerinde ¢ok sayida takipgisi olan fenomenleri
kaynak giivenilirligi teorisine gore (onaylanan {irlin alanindaki ¢ekiciligi, giivenilirligi ve bilgisine
dayanan bilgi kaynaginin tiiketici algis1) daha ¢ekici ve giivenilir olarak algilamaktadirlar (Djafarova ve

Rushworth, 2017: 1).
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Bu nedenle giiniimiiziin yogun rekabet kosullar altinda bulunan isletmeler, tiiketici satin alma
davranis ve aligkanliklarindaki baglica degisiklikleri fark ederek, pazarlama siireclerine ivme
kazandirmak i¢in fenomen pazarlamasindan yararlanmak durumundadirlar (Mert, 2018: 1314).

Bazi Etkin Instagram Pazarlama Stratejisi Uygulama Ornekleri (https://www.instaavm.com,
2020)

1. iceriklerin planlamasini 6nceden yapmak

2. Hashtagleri/etiketleri etkili bir sekilde kullanmay1 6grenmek

3. Gelecekte paylasacak hazir igerige sahibi olmak igin Instagram’in taslak fonksiyonunu kullanmak
4. En kaliteli fotograf diizenleme uygulamalar1 kullanmak.

5. En kaliteli fotograf diizenleme uygulamalar1 kullanmak

6.Gelecekte paylasacak hazir igerige sahibi olmak igin Instagram’in taslak fonksiyonunu kullanmak.
7.En kaliteli fotograf diizenleme uygulamalar1 kullanmak

8. Uriinler veya markalar ile ilgili kamera arkasi igerikler paylasmak

9. Uriinler hakkinda yapilan miisteri yorumlarin ve incelemeleri paylasmak

10. Indirimler ve kampanyalar diizenlemek ve bunlari Instagram’da paylasmak

11.Instagram da Canli yayinlar yapmak

12. Instagram Hikayeler platformunu kullanmak

13. instagram influencerlari ile partnerlikler kurmak

14. Uriinler hakkinda yapilan miisteri yorumlarini ve incelemeleri paylasmak
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ABSTRACT

Individual housing satisfaction is a variable concept according to the relative meaning and importance attributed to
the dwelling. It expresses a subjective feeling according to the perception and desires of the individuals. Housing satisfaction
shows the extent to which the ideal residence that the owner or user lives with and the current residence that he / she lives with.
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1. INTRODUCTION

Individual housing satisfaction varies according to the perceptions and wishes of individuals as
a multi-dimensional concept in terms of meaning and importance attributed to the concept of housing.
Housing is not only a place that meets the individual's housing needs, but it is a valuable commodity
with many functions such as social relations, status, aesthetics, anticipation, investment and lifestyle.
Housing satisfaction shows the extent to which the ideal residence that the owner or user lives with and
the current residence he wants to live with (Galster, Hesser, & Garry, 1981). Satisfaction is a subjective
situation assessment, and it is about the satisfaction of the home, the environment of the home, the
benefits it provides from the home, its aesthetic taste and the pleasure it feels from the home
(Francescato, 1998; Ge & Hokao, 2006). In housing satisfaction, the quality of the housing environment,
the aesthetic appearance of the house and its surroundings, the presence and quality of the social and
economic facilities around the housing, the distance of the residential area in which the house is located
to the city, the existence and proximity of businesses and facilities that can meet daily needs,
neighborhood relations, public transport and roads its prominence comes to the fore (Carvalho, George,
& Anthony, 1997; Giir & Senkal Sezer, 2018).

Housing is a constant need. Housing is the basic living space of individuals and the individual
spends most of his daily life here. The individual is often involved in social life with his home. Housing
is an emotional place where the psychological and social processes develop with the environment where
the individual lives and with other individuals (Francescato, 1998; Kellek¢i & Berkoz, 2010). So
housing is more than a shelter for many individuals. Housing holds a subjective and personal place in
the life of the individual in connection with its social, psychological and cultural dimensions. More
importantly, it is an area that affects the overall satisfaction of individuals in their lives. The residential
environment is also the area where the social and physical connections of the person with the complex
world are realized (Mortada, 2008). For these reasons, housing satisfaction, individuals' education,
culture, income, demographic structure, social status and belief vary from country to country and even
from city to city (Karaduman & Yilmaz, 2015; Karadag, Giiltekin, & Mutlu, 2019).

Environment is the total of external parameters that are outside the individual and have an
impact on the individual. The individual senses and makes sense of the organs and the parameters
coming from this environment. Again, as a concrete concept, it can be defined as environment, place,
place, area (Niezabitowski, 1987). It refers to the natural, social and built area surrounding the
individual. In other words, the environment expresses all of the elements that make up the living space

outside the individual.
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The housing environment refers to the physical, sociological, psychological and economic
structure and relationships of the place in which the house are located. The residential environment
affects the interaction of individuals with other individuals, the use and perception of furniture and
space, and hence the life satisfaction of individuals. The physical conditions and facilities of the
residential space, namely the common usage areas such as parks, gardens, green areas and sports areas,
common activity areas such as service, trade, cultural, religious facilities, club, union and professional
associations create common use and benefit for individuals. It provides the emergence and development
of neighborhood and social relations. In this nature, housing significantly affects the quality of life and
satisfaction.

For these reasons, the house is not only with its architectural and physical features; it is also a
structure that should be considered with all the natural, social, physical and psychological environment
surrounding the dwelling. Winston Churchill's statement that " We shape our buildings; thereafter they
shape us." shows the importance of the house and its environment in the life of the individual (Roth,
2015). Social, cultural and economic factors encompass the dwelling and its surroundings, and also
affect the behavior and satisfaction of individuals who live in dwellings. The physical, social and cultural
features of the housing and its surroundings are considered as important indicators of the quality of life
and individual housing satisfaction. In other words, a peaceful natural environment, a social environment
where | have reliable and friendly relations, and a physical environment built with aesthetics increase
the quality of life and satisfaction.

"What is satisfaction or housing satisfaction and how can it be measured?" There may be many
answers to the question. Life satisfaction or satisfaction; It is expressed as the general assessment of the
quality of life according to the criteria set by the individual (Saygili, Onay, & Ayhan, 2017). Housing
satisfaction, on the other hand, expresses the differences between the housing in which households live
and the housing they want to live in. In other words, the closer the real dwelling is to the ideal dwelling,
the more satisfaction there will be (Galster, Hesser, & Garry, 1981). Satisfaction is a subjective condition
and an individual's emotional response to her/his home and environment (Ge & Hokao, 2006).

Housing satisfaction has been the subject of many empirical studies using different variables.
There are studies at home and abroad, which consider individuals' physical structure and social
relationships as the basic variable with their demographic characteristics such as age, gender, income,
marital status, number of children (Francescato, Weidemann, & Anderson, 1974; Aigbavboa & Thwala,
2018; Galster, 1987). Again, in the studies on the relationship between the environmental and physical
properties of the house, its usage areas, individual and cultural characteristics, and housing satisfaction,
it was determined that the quality of the house and the environment was effective on individual housing
satisfaction (Clark & Onaka, 1983; Tognoli, 1987; Yildirim, Akalin, Yesilkavak, & Hidayetoglu, 2007;

Tiirkoglu, 1997). In the studies that measure the satisfaction of the quality of the house and its
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surroundings with individuals, it has been observed that the location of the house is important for the
ease of access to the business areas such as various shopping malls, recreation areas, the city center and
individuals' workplaces, and the satisfaction of individuals from the housing and its surroundings
(Michelson, 1977; Loo, 1986; Ozgiir, 2009).

This study focuses on the satisfaction of individuals living in Erzincan city center from their
residences. With a holistic approach, the relationship between the demographic characteristics of the
individuals, the environmental quality of the house, the area of use and architecture of the house and the
satisfaction of the house were investigated. The study is limited to Erzincan city center. Erzincan is a
modern city built by using horizontal architecture after the 1992 earthquake. The findings to be obtained
are important in terms of new management and business understanding that focuses on individual
satisfaction.

2. MATERIAL AND METHOD

2.1. Materiel

Horizontal cross-section data obtained from 383 surveys conducted with individuals residing in
Erzincan city center constitute the main material of the study for testing and analysis. The analysis of
the study was carried out with LISREL 8.72 and SPSS 21 package programs.

2.2. Method

Determination of Sample Size

The universe of study consists of 231.511 individuals residing in the city center of Erzincan.
According to the Random Sampling Method, the sample size is determined by the formula below
(‘YYamane, 1976).

3 N.P.Q.Z?
~(N—1).d2 4+ P.Q.Z2
n = Sample volume, N = Total number of individuals belonging to the sampling frame, P =

n

Satisfied with their residences, Q = Unsatisfied with their residences (1-P), Z =% (1-a) Z test value, o =
significance level, d = is the margin of error (tolerance). Z Confidence coefficient (95% confidence
coefficient, 1.96 taken) The sample of those who are satisfied with their residences and dissatisfied to
work with the largest sample is taken as 0.5 and can represent the mass with a 5% significance level of
95% size was calculated as 383.

2.3. Theoretical Framework

Structural Equation Modeling

Structural equation modeling is frequently used in different disciplines to test the relationships
between observed and latent variables to measure a certain theoretical relationship (Bentler & Yuan,
1999; Cheung & Rensvold, 2002; Joreskog & Sorbom, 1993). The fact that the structural equation

models take into account the measurement errors and deficiencies of the variables observed differently
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than the traditional econometric measurement methods enables it to be used intensively in many
different areas. Another reason is that it can show indirect and direct effects between variables and
allows for multivariate model development, prediction and testing (Hershberger, 2003; Lomax &
Schumacker, 2004). Structural Equation Modeling clearly takes into account measurement errors when
analyzing the data statistically. Structural Equation Modeling also allows researchers to develop, predict
and test multivariate complex models and takes into account the direct and indirect effects of variables
in the given model.

Mathematical Structure of Structural Equation Modeling

The linear equations created for the observed variables belonging to the independent latent
variable are as follows:
x=A"¢+0
X: Matrix of observed variables,
A*: Coefficients matrix of the measured independent variables affected by independent latent variables,
& : Independent latent variable,
o: It is the error vector of the observed variables belonging to the independent latent variable.
Linear equations created for observed variables of dependent latent variables are as follows:
y=A.n+¢
y: The observed variables vector of dependent latent variables,
AY: The coefficients matrix of the observed variables belonging to the dependent latent variable,
1 : Dependent latent variable,
g: It is the error vector of the observed variables belonging to dependent latent variables.
Linear equations created for the structural model are as follows;
n=r.§+Bn+¢
I': Bagimsiz gizil degiskenlerin etkiledigi bagimli gizil degiskenlerin regresyon katsayilart matrisi,
B: The regression coefficient matrix between dependent latent variables affected by independent latent
variables,
€: An error matrix of dependent latent variables that is not affected by independent latent variables.
Model Assumptions
The observed variables have a multivariate normal distribution,
The latent variables have a multivariate normal distribution,
There are linear relationships between latent variables,
There are linear relationships between observed and latent variables,

There are contradictory values,

I e A

Error terms are uncorrelated,
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7. There are no multiple linear connection problems,
8. Itis assumed that sufficient sample size is available.
The theoretical model aiming at the satisfaction of individuals is shown in Figure 1 below.

Figure 1: Housing satisfaction theoretical model

Demographic
Structure (DS)

Sociocultural
Structure (SCS)

Housing Location
(HL)
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Housing Environment
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Housing
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2.4. The Secret Variables of the Model

Individual Housing Satisfaction (External Dependent Variable)

Satisfaction expresses a subjective situation and is a relative variable. It is a situation that can change
according to the individual's time, changes in his life, changing conditions and motivation. In terms of
housing satisfaction, individual satisfaction of a house can change according to the existence of different
conditions. First of all, the value added to the life of the individual and the residential environment is
important. Housing gives a feeling of satisfaction to the extent that it meets the individual's expectations
(Francescato, Weidemann, & Anderson, 1987). Satisfaction is emotional and feelings of happiness
towards the living space (Weidemann & Anderson, 1985).

It is argued that individuals' thoughts and feelings about their own lives are very important in
evaluating quality of life or satisfaction. It is the right action to evaluate individuals' thoughts about
health, employment, housing and other aspects of their lives with objective data and to measure
satisfaction, but it is not sufficient alone. (Campbell & Converse, 1972). Comprehensive assessment of

quality of life (satisfaction) requires data describing the subjective life conditions of individuals and
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how they evaluate their lives subjectively. Life satisfaction is defined as the satisfaction judgment from
life as a whole (Argyle, 1987). . Therefore, while preparing individual housing satisfaction questions,
the scale of “subjective well-being” was taken into consideration in the literature (Diener, 1984). The
housing satisfaction scale questions below are in a five-point likert structure.

S1 - Generally satisfied with the house I live in.

S2 - | am satisfied with the space and surroundings of the dwelling.

S3 - | am satisfied with the interior and exterior architecture of the residence

Demographic Structure

There are findings that the basic demographic and individual characteristics of the families
residing in the dwelling are determinant in the satisfaction of the dwelling. It was observed that the age,
gender, marital status, family size and number of children affect the command satisfaction (Varady &
Preiser, 1998; Varady, Walker, & Wang, 2001; Lawrence, 1987). The demographic structure variable
in Structural Equation Modeling consists of the following factors.

Age - Age of the participant

Sex - Sex of the participant

Edu - Training of the participant

Ms - Marital status of the participant

Chihd - Number of children of the participant

Socioeconomic Structure

It is known that the socio-economic structure of the family residing in the dwelling affects the
satisfaction of the dwelling. Individuals' income status, home ownership, housing size and household
size affect life satisfaction and housing satisfaction (Lu, 1999; Theodori, 2001). The observed variables
of the socioeconomic structure variable are listed below.

Inc - Participant's income

Job - Participant's profession

Hbuy - How to buy the property

Hi - Household size of the participant

Hs - Physical size of the house

Housing Location

The location of the house is important in terms of housing satisfaction with its advantages and
disadvantages. It is desirable that the residential building is close to the city center, to individuals'
workplaces. This situation, which is expressed as accessibility, expresses the ability to reach service and
business areas easily and in a short time (Ozgiir, 2009; Sekeroglu, 2018; Michelson, 1977). The housing
location scale questions below are in a five-point Likert structure.

HP1 - Accessibility to the shopping center is important.
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HP2 - Accessibility to the center is important.

HP3 - Job accessibility is important.

Housing Environment

Houses are places where physical, spatial, social, cultural, cognitive and behavioral phenomena
intersect (Kellek¢i & Berkoz, 2010). The residential environment is a broad concept that includes the
dwelling, other dwellings and facilities in the area where the dwelling is built, social and neighborhood
relations that develop in that plane. The residential environment covers all facilities, businesses and
areas where residents meet the needs of residents in a particular space. It is possible to examine the
residential environment in two dimensions: physical and social (Sekeroglu, 2018). Physical
environment; It refers to the physical possibilities that meet the individual needs in the residential area.
The social environment is; It covers the socioeconomic status, cultural values, customs and traditions,
lifestyles and neighborhood relations of individuals and families in the current environment (Lawrence,
1987). The housing environment scale questions below are in a five-point Likert structure.

EQ1 - It is important to have recreation areas near the residence.

EQ2 - It is important to have basic education areas close to the residence in primary, secondary
and high schools.

EQS3 - It is important to have a parking lot around the residence.

EQ4 - Navigation areas around the residence are important.

EQS5 - It is important to have sports fields around the residence.

EQ6 - It is important to have a health center and hospital close to the residence.

EQ7 - It is important to have public transport stops.

EQ8 - It is important to have a place of worship around the command.

EQO9 - In general, | pay attention to social and neighborhood relations.

EQ10 - | prefer people living in the residential area to be similar in terms of income level,
education and origin.

EQ11 - | do not feel uncomfortable with neighbors of different ethnicities, beliefs or
philosophical ideas.

Housing Architecture

The services and facilities provided by the residents are an important factor in housing
satisfaction. The elevator, car park, cellar and warehouse, garden and security system of the dwelling
are the factors that increase the satisfaction of the dwelling (Sonmez, 2010). Satisfaction is related to
planned settlement and the possibilities provided by the user. External use of the dwelling as well as
internal use increases the satisfaction of individuals. Social facilities, children's playgrounds, recreation

areas, walking tracks, sports fields, firewalls and all factors that increase the quality of the residential
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environment in the residential area also increase satisfaction (Michelson, 1977; Savasdisara, 1988;
Kellek¢i & Berkoz, 2010). The housing architecture scale questions below are in a five-point likert
structure.
HQ1 - Landscape matters.
HQ2 - Parking garage is important.
HQ3 - Disabled entrance and elevator are important.
HQ4 - The quality of the building and decoration material is important.
HQ5 - Children's playground, security, garden wall, etc. It is important.
Housing Characteristics
As a closed space where family members live together, the residence should be capable of
meeting the needs of family members with its physical features (Sekeroglu, 2018). Physical properties
of the house; especially its usefulness and width affect the satisfaction of the house. The size, number
of rooms, the size of the kitchen and balcony, the width of the hall, the number of bathrooms, the
presence of areas such as the cellar and warehouse are effective in satisfaction (Weidemann & Anderson,
1985; Loo, 1986; Lu, 1999). The cultural values, beliefs, worldviews, lifestyles of families residing in
the dwelling affect their needs and desires. However, although housing satisfaction varies between
individuals, it is the common factor that increases satisfaction in harmony between the current living
and the desired ideal housing (Lu, 1999). The housing charecteristics scale questions below are in a five-
point likert structure.
HF1 - Large Kitchen is important.
HF2 - Wide balcony is important.
HF3 - Large hall is important.
HF4 - Parent bathroom is important.
HF5 - Dressing room is important.
HF6 - Large bathroom is important.
HF7 - Additional options such as cellar, storage, basement and shelter are important.
3. FINDINGS AND DISCUSSION
3.1. Demographic and Socioeconomic Findings
Erzincan is one of the small and non-crowded cities of the Eastern Anatolia region.
Demographic and sociocultural characteristics of the individuals surveyed are given below. The

demographic characteristics of the participants are given in Table 1..
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Table 1. The general demographic structure of the survey participants

Sex n (Frekans) Oran %
Women 197 51.4
Men 186 48.6
Age
25-29 62 16.2
30-35 64 16.7
36-45 83 21.7
46-60 158 41.2
61 and above 16 4.2
Education
Primary school 65 17
Middle School 64 16.7
High school 88 22.9
Associate degree 44 115
License 103 26.9
Graduate 19 5
Marital status
The married 321 84
Single 62 16

Source: Original calculation

The age of the individual is an important factor in housing satisfaction. There are individuals
from all age groups in the population. Percentage distribution of household heads by age groups is given
in Table 1. 41.2% of the participants in the survey are in the 46-60 age group, which is the middle age
group and has a higher rate compared to other age groups. When the education levels of the participants
are examined, 26.9% are graduates, 23% are high school and 17% are primary school graduates. When
the marital status of the participants is observed, the majority (84%) are married.

3.2. Structural Equation Modeling Analysis

Path and confirmatory factor analysis

Path analysis uses multiple regression analysis techniques for causal modeling through observed
variables (Raykov & Marcoulides, 2006; Bordens & Abbott, 2011). Confirmatory Factor Analysis
(CFA), also known as the measurement model, is used to test the relationships between observed
variables obtained through questionnaires in the model and latent variables (theoretical structure or
structures) that are considered to be measured using these observed variables (Wetson & Gore Jr, 2006).
Confirmatory Factor Analysis (CFA) models act from a theoretical structure and try to explain the
relationships between the parameters that exist in the theoretical structure with the observed variables
(Schreiber, Stage, King, Nora, & Barlow, 2006; Mulaik, 2009). Before the measurement model was
created, the reliability test of the observed variables in the scales, namely Cronbach's Alpha Coefficient,

average and standard deviation were calculated using the SPSS 22 package program. After confirmatory
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factor analysis, standardized factor load values and t values were calculated. These values related to the
observed variables in the model are shown collectively in Table 2.

Table 2. Statistics and CFA results regarding observed variables

Observed Mean Standard t value Standardized Cronbach’s
Variables deviation Factor values Alpha value
Individual Housing Satisfaction
S1 4.20 1.090 11.85 0.59 0.863
S2 4.19 0.995 15.57 0.75 0.861
S3 3.14 1.202 3.76 0.19 0.870
Demographic structure
Age 2.99 1.187 11.66 0.58 0.872
Sex 0.48 0.500 3.05 0.16 0.872
Edu 3.31 1.543 -9.45 -0.48 0.880
Ms 0.84 0.376 11.57 0.58 0.870
Child 2.25 1.383 21.77 0.99 0.871
Socioeconomic Structure
Inc 2.47 0.990 3.34 0.21 0.874
Job 4.84 2.702 -0.82 -0.05 0.893
Hbuy 2.41 1.562 2.14 0.13 0.879
Hi 4.52 1.523 -7.12 -083 0.875
Hs 1.94 0.868 3.91 0.25 0.871
Housing Location
HP1 3.86 1.153 16.68 0.75 0.862
HP2 4.22 1.058 21.50 0.89 0.860
HP3 4.25 1.074 21.60 0.89 0.860
Housing Environment
EQ1 3.68 1.178 11.59 0.56 0.864
EQ2 4.23 1.018 17.05 0.76 0.862
EQ3 3.68 1.115 11.51 0.56 0.863
EQ4 3.86 1.056 16.86 0.75 0.861
EQ5 3.70 1.084 13.16 0.62 0.863
EQ6 4.24 1.054 19.58 0.83 0.860
EQ7 4.22 1.050 18.76 0.81 0.860
EQ8 4.03 1.106 15.04 0.69 0.861
EQ9 4.19 1.083 15.91 0.72 .861
EQ10 2.27 1.233 -8.61 -0.45 .883
EQ11 3.73 1.221 7.95 0.40 .866
Housing Architecture
HQ1 4.09 1.013 14.91 0.69 .862
HQ2 3.64 1.158 7.34 0.38 .866
HQ3 4.22 1.044 18.66 0.81 .860
HQ4 4.33 .929 21.06 0.87 .861
HQ5 4.22 1.020 18.79 0.81 .861
Housing Characteristics
HF1 4.26 0.966 19.52 0.84 .861
HF2 4.23 0.998 19.27 0.83 .861
HF3 4.19 0.974 18.96 0.82 .862
HF4 3.89 1.106 11.28 0.56 .864
HF5 3.62 1.231 10.63 0.53 .864
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HF6 4.09 1.055 13.39 0.64 .863
HF7 4.06 1.043 13.15 0.63 .863
Chi-Square = 2206.46  df =681 P-value = 0.00000 RMSEA = 0.077

Source: Original calculations

Among the observed variables in the model, “Job - Participant's profession” t value was
determined as -0.82. This t value (-082) was found to be statistically insignificant within 95% confidence
limits because it is less than + 1.96. Since t values of other observed variables in the model are greater
than + 1.96, it was found statistically significant at 5% significance level.

Chi-square / degree of freedom (X2 / DF), p value and RMSEA (Root-mean-square error
approximation) values were examined as the measurement criteria used to evaluate the compatibility
between the data and the model. For the model, the X? / DF value was calculated as 3.24. This value is
among the acceptable values of five and less than five. Likewise, the RMSEA value was found to be
(0.077). This value is within the acceptable values of 0.10 and lower. Since the model takes p <0.0000
value, it is statistically significant at 5% significance level. Cronbach's Alpha values of the observed
variables in the model are above 0.800 and indicate that the scales are of high reliability.

Structural Model

The structural model shows explanatory relationships between latent variables (Raykov &
Marcoulides, 2006). In other words, the structural model is a model used to test the relationships between
latent variables (Wetson & Gore Jr, 2006). Structural equation modeling includes both observed and
latent variables, and latent variables are defined by observed variables. The fact that it contains
dependent and independent variables defines the canonical correlation direction and the causal
relationships between the variables constitutes the direction of regression analysis (Tabachnick & Fidell,
L.S., 2007; Kahn, 2006). Standardized values (regression values) are given in the structural equation
model shown in Figure 2 below. The model shows the structural relationships between satisfaction with
the demographic, socioeconomic, residential environment, residential architecture and properties of the
residence.

Figure 2. Housing characteristics and individual housing satisfaction structural model and

regretion values
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In Figure 3, the structural value t values of individual housing satisfaction are given.
Accordingly, the t value of the "Socioeconomic Structure" variable (0.86) was found. This value. Since
it is less than + 1.96, the variable was not statistically significant at the 5% significance level. Other
variables; “Demographic Structure” (3.25), “Housing Location” (13.93), “Housing Environment” 10.69,
“Housing Architecture” (14.02) and “Housing Characteristics” (17.22) were statistically significant at
5% significance level.

Figure 3. Individual housing satisfaction structural model t values
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Structural model results show that there is a high level of positive relationship between the
"intrinsic latent variables" and "Individual Housing Satisfaction" except "Socioeconomic Structure".
The “Demographic Structure” variable has a low-level effect (y =0.19; t = 3.25) on housing satisfaction.
The most important observed variables of the “Demographic Structure” variable are; "Child - Number
of children™ and "Age - Age of the participant"”.

The “HL - Housing Location” variable affects positively high levels (y = 0.83; t = 13.93) on
housing satisfaction. The most important observed variables of the inner latent variable are; “HP2 -
Accessibility to the center is important.” and "HP3 - Job accessibility is important.” found to be.

The variable "ENQ - Housing Environment" has a very high positive effect (y =0.90; t = 10.69)
on housing satisfaction. The most important observed variables of the “ENQ - Housing Environment”
internal latent variable; “EQ6 - It is important to have a health center and hospital close to the residence.”
and "EQ?7 - It is important to have public transport stops.” found to be.

The variable "HOQ - Residential Architecture" has a very high positive effect (y = 0.95;t =
14.02) on the housing satisfaction. This internal variable makes the biggest impact on housing
satisfaction. The most important observed variables of the "HOQ - Housing Architecture™ internal
latency variable; “HQ3 - Disabled entrance and elevator are important.” and “HQ4 - The quality of the
building and decoration material is important.” found to be.

The variable "HOF - Housing Characteristics " has a very high positive effect (y = 0.90; t =
17.22) on housing satisfaction. The most important observed variables of the "HOF - Housing
Characteristics" internal latency variable; “HF1 - Large kitchen is important.” and “HF2 - Wide balcony
is important.” found to be.

The “SES - Socioeconomic Structure” intrinsic latent variable (y = 0.07; t = 0.86) does not have
an impact on home satisfaction. Since the t value of the variable (0.86) is less than & 1.96, it was found
statistically insignificant within the 95% confidence limits.

The fit indices show whether the theoretical structure is verified by the data set (Bentler & Yuan,
1999). Many fit indexes are used for model fit test. In general, it is necessary for the compliance to be
less than 0.10 of the mean square error of Approximation (RMSEA). Yet another criterion; (X? / DF)
Chi-square / degrees of freedom. The (X2 / DF) coefficient must contain a value less than 5. Other fit
criteria are Goodness of Fit Index (GFI), Adjusted Goodness of Fit Index (AGFI), Comparative Fit Index
(CF1), Relative Fit Index (RFI), Incremental Fit Index (IFI), Normed Fit Index (NFI) (ilhan & Cetin,
2014). The fact that these index values are close to 1 indicate that the compatibility between the data
and the model is perfect, and zero represents the incompatibility (Yilmaz, 2005). In this study, the values
related to these criteria were found close to 1. This situation shows the compatibility of the model and

the data set. The fit indices of the structural model are given in Table 3 below.
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Table 5. Fit indices of the structural model

Fit index Values
Goodness of Fit Index (GFI) 0.89
Adjusted Goodness of Fit Index (AGFI) 0.85
Normed Fit Index (NFI) 0.93
Non-normed Fit Index (NNFI) 0.95
Relative Fit Index (RFI) 0.92
Comparative Fit Index (CFI) 0.95
Incremental Fit Index (IFI) 0.95

Source: Original calculations

4. CONCLUSION AND DISCUSSION

Individual housing satisfaction is a multi-dimensional and relative concept that changes
according to the perceptions and wishes of individuals, based on the meaning and importance attached
to the residence. Housing satisfaction shows the extent to which the ideal residence that the owner or
user lives with and the current residence he / she wants to live with. Satisfaction is a subjective situation
assessment. Housing satisfaction is affected by factors as demographic and socioeconomic structure, the
quality of the residential environment, the aesthetic appearance of the house and its surroundings, the
presence and quality of the social and economic facilities around the housing, the distance of the
residential area in the city to the city, the existence and proximity of businesses and facilities that can
meet daily needs, neighborhood relations, collective The proximity of transportation vehicles and roads.

The study focuses on the satisfaction of individuals living in Erzincan city center from their
residences. Many studies in the literature on housing satisfaction have been examined and the
relationship between the demographic characteristics of the individuals, the environmental quality of
the house, the area of use and architecture of the house and the satisfaction of the house has been
investigated with a holistic approach. The study was limited to Erzincan city center. Individuals residing
in Erzincan center have been accepted as the universe of the study. A survey was conducted with 383
samples and the horizontal cross section data obtained formed the analysis data.

Findings obtained showed the existence of many individual, environmental and social factors
on housing satisfaction. Structural model results show that there is a high level of positive relationship
between the "intrinsic latent variables" and "Individual Housing Satisfaction™ except "Socioeconomic
Structure". The findings showed that the “Demographic Structure” variable had a low positive effect
(konut = 0.19; t = 3.25) on housing satisfaction. Among the observed variables, “number of children”
and “age of individuals” are important factors in housing satisfaction. The positive effect of “HL —
Housing Location” variable on housing satisfaction was found at high level (y = 0.83; t = 13.93). The
most important observed variables are found as “accessibility to the center” and “accessibility to work”.
Again, it was found that the variable "ENQ - Housing Environment" has a very high positive effect (y =

0.90; t = 10.69) on housing satisfaction. The most important observed variables of this latent variable
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are “It is important to have a health center and hospital close to the residence” and “It is important to
have public transport stops”.

“HOQ - Residential Architecture” makes the internal variable the greatest effect on the housing
satisfaction. The most important observed variables of the variable are “Disabled entrance and elevator
is important” and “Quality of building and decoration material is important”. Again, the variable "HOF
— Housing Characteristics " has a very high positive effect (y = 0.90; t = 17.22) on the satisfaction of the
house. The most important observed variables of this latent variable are; “Large kitchen is important”
and “Wide balcony is important”.

The “SES - Socioeconomic Structure” intrinsic latent variable (y = 0.07; t = 0.86) does not have
an impact on home satisfaction. Since the t value of the variable (0.86) is less than = 1.96, it was found
statistically insignificant within the 95% confidence limits.

Individuals live under the pressure of social, cognitive, psychological, natural and fictional
environments. Many factors such as health, employment, housing, administrative structure and
economic conditions are effective and dominant in evaluating quality of life or satisfaction. However,
Winston Churchill's statement that " We shape our buildings; thereafter they shape us " emphasizes how
housing affects an entire social life. Given that housing has an impact on the physical and mental health
of individuals, family and community structure, aesthetic understanding of society, culture of living
together and quality of life, this study provides guidance for all actors of the industry. In order to
maintain and increase housing satisfaction, we develop and develop environmental and social quality
standards, especially the house itself; it is necessary to be able to continue without reducing these
standards. Individuals' expectations from housing and housing environment should be increased
guantitatively and qualitatively.

When choosing new residential areas, areas close to the city center should be preferred, and
architectural styles that are diverse, not uniform, suitable for the natural environment and topography
should be used. Residences should be built in areas close to the city center and economic, sociocultural,
psychological, educational and health needs of individuals should be taken into account. Health centers,
places of worship, recreation areas, shopping centers, libraries, education centers, art centers, sports
complexes, restaurants, cafeterias and tea gardens should be established in areas close to the residential
building.

First of all, building and construction materials and technigques that will not endanger the life
and property safety of individuals should be used and health and safety should never be compromised.
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Girisimcilik kavram, igerisinde bulundugumuz bilgi caginda adindan sik¢a soz ettirmektedir. Insanlar 6zellikle
ekonomik agidan refaha erisebilmek adina, sahip olduklari girisimeilik ruhunu kendi egilimlerine gore kullanmaktadir. Ancak,
bireyin saglik durumunun da bu durumda 6nemli oldugu diigiiniilmektedir. Bu arastirmanin amaci, Kastamonu Kii¢iik Sanayi
Sitesi’ndeki isletme sahiplerinin girisimcilik diizeyleri ve girisimeilik egilimi ile psikolojik, fizyolojik ve ruhsal olarak kisisel
saglik yonleri arasinda bir iliski olup olmadigi incelemektir. Nicel olarak tasarlanan bu arastirmada, Kastamonu Kiigiik Sanayi
Sitesi’ndeki is yeri sahiplerinin tamamina ulagilarak, yiiz yiize anket teknigiyle veriler toplanmustir. Toplamda 237 girisimciye
ait anket formu degerlendirmeye alimmustir ve elde edilen veriler SPSS 20.0 programinda analiz edilerek sonuglar
paylasilmistir. Arastirmadan elde edilen verilerden hareketle, katilimeilarin girisimeilik diizeylerinin yiiksek oldugu ve fiziksel,
psikolojik ve sosyolojik olarak kendilerini oldukga iyi hissettikleri belirlenmistir. Yapilan iliski testlerinde girisimcilik diizeyi,
girisimcilik egilimi ve bireyin saglik durumu arasinda anlamli iligkilerin oldugu tespit edilmistir. Sonug olarak, girisimci aday1
bir bireyin yeterli finansal giice sahip olmasi, yeni fikirlere agik olmasi, hem fiziksel hem de psikolojik ve sosyolojik olarak
kendini iyi hissetmesi gerektigi ortaya konmustur.
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A RESEARCH ON THE RELATIONSHIP BETWEEN ENTREPRENEURSHIP LEVEL AND
ENTREPRENEURSHIP TENDENCY WITH HEALTH CONDITION: THE CASE OF KASTAMONU

ABSTRACT

The concept of entrepreneurship is frequently mentioned in the knowledge era we are in. People use the
entrepreneurial spirit they possess according to their own tendencies in order to reach prosperity in terms of the economy.
However, the health condition of an individual is also considered to be important in this situation. The purpose of this research
is to examine whether there is a relationship between the entrepreneurship level-entrepreneurship tendency of the business
owners and their personal health aspects -psychologically, physiologically, and spiritually- in the small industrial area of
Kastamonu. This quantitative study was reached to all the business owners in Small Industrial Sites in Kastamonu, and data
were collected using face-to-face survey techniques. The questionnaire form belonging to 237 entrepreneurs in total was
evaluated, and the obtained data were analyzed in SPSS 20.0 program, and the results were shared. Based on the research data,
it was determined that the participants' entrepreneurship level was high, and they feel very well physically, psychologically,
and sociologically. According to the analysis, significant relationships were determined between entrepreneurship level,
entrepreneurial tendency, and an individual's health status. As a result, it was revealed that an entrepreneur candidate should
have sufficient financial strength, be open to new ideas, and feel good both physically, psychologically, and sociologically.

Keywords: Entrepreneurship, Entrepreneurship Level, Entrepreneurship Tendency, Entrepreneur Health Condition,
Kastamonu.
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1. GIRIS

Icerisinde bulundugumuz dijital cagda insan emeginin iiretimdeki rolii azalirken, bilgi odakl
emegin lretimdeki dnemi giin gectikce artmaktadir. Bilim ve teknoloji diinyasinda ortaya g¢ikan
gelismelerle birlikte, sehirlerin / iilkelerin yapilar1 degismis, girisimcinin ve girisimciligin ekonomik
degeri ve bunun toplumdaki degeri artmistir. Bu durumun bir sonucu olarak insana ve onun yetenegine
dayali girisimcilik daha fazla 6nem kazanmis ve bireyin entelektiiel iiretkenlik becerisi 6n plana ¢ikmaya
baglamistir. Bu becerinin ¢iktilari olan sanat, bilim ve ekonomik bakimdan 6nem tasiyan girisimciligin,
bilgi toplumunda en parlak donemini yasayacagi diisiiniilmektedir (Arslan, 2002). Bu durumda,
girisimciligin bir tamamlayici unsur olarak yenilik, yaraticilik ve yonetim faaliyetleriyle yakindan ilgili
oldugu sdylenebilir. Bunun yaninda, kiiresel ekonomi daha fazla rekabeti gerektirdiginden girisimciligin
onemi de artmaktadir (Ozkul, 2007: 344).

Girisimcilik, bir iilke ekonomisinin ileriye taginabilmesi i¢in dinamik bir giigtiir ve dolayisiyla
biiylik bir neme sahiptir. Yeni bir ig kurmak ve o iste basariy1 yakalayip devam ettirebilmek rekabetin
cetin oldugu kiiresel ekonomide kolay olmamaktadir. Girisimci bireylerde, yetenek, cesaret ve
yenilikgiligin bir biitiin olarak bulunmasi gerekmektedir. Bu ancak bu o6zellikleri kendi icerisinde
barindiran bireyler sayesinde olanakli olmaktadir. Bireyin girisimcilik egiliminde veya girisimcilik
isteginde onemli bir etkiye sahip bircok 6ge bulunmaktadir. Bunlarin icerisinde, parasal kaynaklar,
egitim, rol modelleri, is deneyimi, inang, aile, kiiltiir ve kisilik 6zellikleri 6ne ¢ikan bazi etkenlerdir
(Bozkurt & Erdurur, 2013).

Rekabetin ¢ok giiclii oldugu is diinyasinda isletmelerin varliklarini siirdiirebilmeleri pek kolay
degildir. Ozellikle kiiciik ve orta dlgekli isletmelerin biiyiik ve kurumsal isletmeler karsisinda ayni iiriin
ve ya hizmet ile hedeflerine ulagsmasi giin gegtikge zorlagsmaktadir. Giiniimiizde sektor farki
gozetmeksizin birgok isletme ayni yil igerisinde faaliyetine baslayip hedeflerini gergeklestirmeden iflas
etme esigine gelmektedir. Yapilan girisimin basarili ya da basarisiz sonug¢lanmasinda girisimcinin saglik
durumunun da goz Oniinde bulundurulmasi gerektigi diisiiniilmektedir. Bu nedenle, girisimcilik
ozellikleri ve egilimlerinin yaninda kisinin saglikli olmasi ile girisimcilik diizeyi arasinda da bir iliski
olabilecegi varsayilmaktadir.

Bu aragtirmanin teorik cerceve kisminda girisimcilik ve bireyin saglik durumu ile ilgili
kavramsal Ogelere yer verilirken, yontem kisminda ise arastirmada izlenen yollara deginilmistir.
Arastirmanin bulgular1 kismina gelindiginde, burada arastirmada toplanan verilerin analizi yapilmistir
ve elde edilen bulgular yorumlanmustir. Son olarak, tartisma kisminda arastirmanin sonuglari literatiirde
daha Once yapilan arastirmalarin sonuglartyla karsilastirilirken, sonug¢ ve oOneriler kisminda ise

arastirmadan elde edilen 6nemli noktalardan s6z edilmis ve bazi 6nerilerde bulunulmustur.
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2. TEORIK CERCEVE

Girigimcilik, Almanca “unternehmen” ve Fransizca’da “entreprendre” kelimelerinden olusan ve
Tiirkce’de “listlenmek”™ anlamini tasiyan bir kelimedir (Arikan, 2004). Bu kavram ile ilgili literatiirde
cesitli aciklamalar ve tanimlamalar mevcuttur.

Girisimcilik, genel anlamda firsatlar tiiretmek, bu firsatlar icerisinde bir secimde bulunmak,
yorumlamak ve sonrasinda her tiirlii riskle karsilasilabilecek bir atmosferde ortaya yeni bir seyler koyma
becerisidir. Bu beceriyi ortaya ¢ikaran bazi temel etkenler vardir (Ferrante, 2005). Basarma gereksinimi
duyma, kontrol merkezi, risk alma yatkinligi, belirsizlige tolerans gosterebilme, kendine giiven ve
yenilik¢ilik bunlardan bazilaridir (Koh,1996). Bozkurt’tan (2000) aktaran Bektas ve Koseoglu’na
(2007) gore girisimcilik, yasanilan ¢evrenin sundugu olanaklar1 gérme, o sezgilerden hayaller iretme,
hayalleri projelere ¢evirme, o projeleri hayata tasima ve g¢esitlilik lireterek, bireyin hayatini
kolaylastirma yetenegine sahip olmak demektir. Girisimcilik her modern toplum ekonomileri igin en
onemli belirleyicilerden biri olarak karsimiza ¢ikar. Ayrica, bu 6nemli terim yeni rekabet¢i manzara ve
onun dinamik degisikligiyle basa ¢ikmak igin gerekli bir ara¢ olarak da disiiniilebilir (Kraus &
Kauranen, 2009). Foss-Klein’a (2002) gore ise, girisimcilik; firsat kovalama, risk alma, ger¢eklestirme
ve yenilik yapma siire¢lerinin tamamini ifade eder.

Girisimceilik diizeyi ise bir girisimcinin sahip oldugu isin sorumluluklarini ne dlgiide tasidigi,
kararlar1 kendi basina ne derece aldig1 ve temel islevleri ne 6l¢iide yiiriittiiglinli anlamak ve anlatmak
icin gelistirilen bir kavramdir (Kiiciik, 2016; Kiigiik & Kiiciik, 2018). Bunlardan herhangi birinin noksan
kalmasi, girisimcilik yolunda islerin saglikl1 yiiriiyemeyebilecegi anlami tagimaktadir.

Girisimcilik, bir toplumda issizligin azalmasinda, ekonomik gelismisligin artmasinda ve
toplumsal alanda degisimci ve yenilik¢i bir siirecin baglatilmasinda onemli bir etken olarak
degerlendirilmektedir. Bu anlamda girisimcilik potansiyeli olan bireylerin, sahip oldugu 6zellikleri
kullanarak bu yonde adimlar atmas1 6nem tagimaktadir. Girisimcilik ruhuna sahip bireylerin tespit
edilmesi ve bu ruhun gelistirilmesi i¢in; bireyin igerisinde bulundugu sosyo-ekonomik ve kiiltiirel yapi,
aile, toplumsal davranis bigimleri, egitim seviyesi ve kalitesi, ekonomik sartlar ile devletin girisimciligin
gelismesine dair insanlart tesvik eden uygulamalar gelistirmesi gerekmektedir. Bu tiir uygulamalara
gidilmedikge, girisimciligin gelismesi oldukca zor bir hal alacaktir. Ozellikle gelismekte olan iilkelerde
girisimci ruha sahip bireylerin yetisememesi, etkin bir kalkinma siirecinin igerisine girilmesine de engel
olmaktadir (Kii¢iik, 2014).

Insanlarin demografik 6zelliklerinin ve geg¢mislerine yonelik etkenlerin bireyin girisimcilik
istegi lizerindeki etkileri bir¢ok arastirmaci tarafindan incelenmistir. Bu arastirma kapsaminda, bireyin
girisimcilik niyetini etkileyen demografik ve kigisel gecmise ait etkenler olarak yas, sektdr ve egitim
durumu ele alinmugtir. Birgok arastirma sonucunda, yas faktoriiniin bireyin girisimcilik niyetini

etkiledigi ortaya konmustur. Arastirmalar, insanlarin girisimcilik kariyerlerine genellikle 22-44
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yaslarinda basladiklarini (Reynolds vd., 2000) gostermektedir. Hindistan’da gergeklestirilen bir
arastirma, genglerin yash insanlardan daha ¢ok girisimci olduklarini ortaya koymustur (Sinha, 1996).
Ayrica ozcikarini diisiinen genglerin girisimcilik egilimlerinin daha yiiksek oldugu, genglere verilen
girisimcilik egitiminin de girisimcilik niyet ve egilimlerini olumlu etkiledigi cesitli ¢alismalarca tespit
edilmistir (Top, Colakoglu ve Dilek, 2012: 942).

Diger bir agidan girisimciligin gerekliligi incelendiginde, Klapper ve digerlerine (2006) gore
girisimcilik ilerici pazar ekonomilerinde devimselciligin siirdiiriilebilmesi agisindan son derece
gereklidir. Yeni fikirlerin ve islerin piyasalara yiiksek diizeydeki girisi yeniligi ve rekabeti tesvik
etmektedir. Boylece piyasanin canlanmasi kagmilmaz olmaktadir. Piyasanin canlanmasi demek
girisimcilerin yeni alanlarda i kurma oranlarinin artmasina neden olmaktadir.

2.1.Girisimci Ozellikleri

Carik¢1 ve Koyuncu’ya (2010) gore bir birey agisindan yeni bir ig kurma fikri o kisinin bir
pargasi oldugu toplumun kiiltiirii, ailesi, arkadaslari, 6gretmenleri ve meslektaslarindan gelen destege
baglidir. Bunun yaninda, bir toplumda girisimciligin yap1 taglarini meydana getiren; bireyin kendi iginin
patronu olmasi, para ve itibar kazanmak gibi hususlar 6n planda ise, bu toplumda girisimciligin
desteklendigi anlami ¢ikarilabilir. Bunun aksine, basarili ve yeni isletmeleri cok 6nemseyen, fakat
basarisiz olundugu takdirde bunu 6nemli bir itibar kaybi olarak gdren toplumlarda ise girisimciligin
yaygin oldugu séylenemez. Tiim kiiltiirlerin tamamen girisimciligi destekledigi ya da girisimcilige kars1
oldugunu sdéylemek dogru bir sdylem olmamaktadir. Kiiltiirel biitiinliigii meydana getiren alt kiiltiirler
girisimciligi olumlu veya olumsuz etkileyecek durumlar meydana getirebilirler. Ozellikle aile
Ozelliklerinin egemen oldugu kiiltiirlerde eger aileler bagimsizligi hayatlarinda 6nemli bir yerde
tutuyorlarsa, ¢ocuklarinin girisimcilik 6zelligi tasimast muhtemel bir durumdur (Hisrich & Peters,
2002).

Girisimci  kiginin igerisinde yetistigi ve bulundugu ekonomik ¢evre onun ‘“ekonomik
kosullarini; ailenin yapist, kisinin egitimi, yasi, cinsiyeti vs. onun “sosyolojik sartlarini” ve kendisiyle
alakali kisisel algis1, yaptigi is ile barigik olmasi, iste gosterdigi disiplin vs. gibi 6zellikleri de “psikolojik
sartlari”n1 olusturmaktadir. Girigsimcilik bu sayilan ti¢ dnemli unsurun gesitli bigimlerinin bir sonucu
olarak meydana gelmektedir (Arslan, 2002).

Girisimci 6zelliklerine bir bagka acidan bakilacak olursa, Szerb’e (2003) gore girisimei bir
kisinin ilk olarak yenilik¢i bir davranisa sahip olmasi gerekmektedir. Bu yenilik¢i davranislar ¢ok basit
olabilmekle birlikte, burada énemli olan o sektdr i¢in yeni bir kavram olusturabilmesidir. ikinci olarak,
girisimei kisi is kurma planlarimi devreye soktugunda ve isletme bilyliimeye basladiginda, is fikri
orijinalligini yitirebilmekte ve yenilik¢i girisimci bir yonetici ve biirokrata doniisebilmektedir. Bu

noktada, yonetici ve girisimci rolleri arasindaki ¢izginin iyi belirlenmesine ihtiya¢ duyulmaktadir.
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Uciinciisii, basaril bir girisimcide; yenilik¢ilik, risk alabilme, vaat, 6zgiiven, hedef koyma, karar verme
gibi Ozelliklerin bulunmasi gereklidir. Son olarak, dogustan mi1 yoksa sonradan mi girisimei
olundugunun tespit edilmesidir.

2.2. Girisimcilik Egilimi

Dogru firsatlarin tanimlanmasi, firsatlarin giin yiiziine ¢ikarilmasi ve o firsatlardan en uygun
olaninin secilmesini igeren girisimcilik kavram; yenilik, gelisme, risk alma ve yeni olani ortaya koyma
gibi faktorleri de kapsayan ¢ok yonlii bir egilimi tanimlamaktadir (Ardichvili ve digerlerinden aktaran
Yildiz & Kapu, 2012). Girisimcilik egilimi; bireyin igini gelistirme, yeni pazarlara girme, yeni iiriin
liretme ve yeni yatinmlar yapma konusundaki istegini agiklamak ig¢in kullanilan bir tanimlamadir
(Kiigtik, 2016; Kigiik & Kiigiik, 2018). Bir¢ok arastirmada, girisimcilik egiliminin, yenilik olusturma,
proaktif davranma ve risk alma olmak {izere ti¢ farkli bigimin birlesiminden olustugu goriilmektedir. Bu
sayede, girisimci bir kisinin pazarda var olan {iriiniin yenilenmesi i¢in istekli olmas1 ve ¢aba harcamasi,
yeni ve farkli olan bir iirlin veya hizmet sunmak i¢in risk almasi ve piyasadaki rakiplerinden daha dnce
davranmasi beklenmektedir (Wiklund & Shepherd 2005°ten aktaran Yildiz & Kapu, 2012).

Hisrich ve Peters’e (2002) gore, girisimciligin ortaya koyabilecegi bazi davranis bigimleri
vardir. Bunlar; sorumluluk alma, sosyal ve ekonomik alanlarda diizenleme yapma ve basarisizligi kabul
etme olarak siralanir (Hisrich & Peters, 2002). Bu davranig sekilleri girigimciligin egilim yoniinii
belirleyen 6nemli etmenlerdir (Bektas & Koseoglu, 2007).

2.3. Girisimci Saghk Durumu

Saglik kavrammin girisimcilik ile ilgisi olabilecegi diistiniilmektedir. Cetiner’e (2014) gore
saglik tanimi ortaya ilk ¢iktiginda hastalik tanimiyla beraber ele alinmis ve hastalik kelimesinin zitt1
olarak aciklanmistir. Zaman gectikce bu diisiince gegerliligini yitirmistir. Bunun nedeni ise, birgok
hastalik tiirii olmasina karsin yalnizca bir ‘saglik’ kavraminin bulunmasidir. Akdemir ve Birol’den
(2005) aktaran Cetiner’e (2014) gore Diinya Saglik Orgiitii tarafindan belirtilen tanimlamada saglik; bir
insanda sadece bir hastalifin veya engelinin bulunmamasi degil; bunun yaninda bedensel, ruhsal ve
sosyal yonden kisinin tam bir iyi olma halidir. Cetiner’e (2014) gore saglik ¢ok yonlii ele alindiginda bu
tanimlamalardan vurgulanmasi bir ihtiyag olarak goriilen bazi 6nemli noktalar vardir. Bunlar; saglik
kavrammin farkli etkenlerden olusmus karmasik bir yapiya sahip olmasi, pozitif saglik ifadesi
kapsaminda kisinin kendisi ve ¢evresi ile uyum igerisinde olmasi ve amaca dogru faaliyet siirecinde
dinamik bir yapinin varligi seklinde siralanabilir. Saglik kavrami, eskiden sadece bireyin herhangi bir
hastaliginin veya engelinin olmayisi seklinde tanimlanirken, insanlarin sagligi buna bagli olarak
degerlendirilmis ve hastalik belirtileri veya engeli bulunmayan her insan saglikli bir birey olarak kabul
edilmistir (Akdur vd.,1998: 11; Celik, 2006: 27-28). Bir girisimcinin saghk durumu ise, klasik
tammlamadan farkli olarak kisinin kendisini fizyolojik, psikolojik ve sosyolojik olarak kendisini ne

olgiide iyi hissettigini, iyilik halini, herhangi fizyolojik ve psikolojik bir rahatsizliginin olmayigin ve
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sosyal anlamda cevresi ile iyi iligkiler i¢erisinde oldugu durumunu ifade etmektedir (Kiiciik & Kiiciik,
2018; Kiigiik, 2016).

Bir insan i¢in erisilebilecek en iyi saglik diizeyi; insanlarin etnik kdken, inang, siyasi gords,
ekonomik ya da sosyal durumuna gore herhangi bir bicimde ayrima maruz kalmaksizin sahip olmasi
gereken en temel haklardan biri olarak goriilmektedir. Buna ek olarak, saglik; birey, grup ve toplumlarin
fizyolojik, psikolojik ve sosyal yonlerini de yakindan ilgilendiren bir olgudur. Bu nedenledir ki saglik
yalnizca hasta veya sakat olmama hali olarak goriilmemelidir. Sagligin tanimi yapilirken bireylerin
giinlik hayatlarinda sosyal ¢evreleriyle devamli etkilesim igerisinde bulunduklar1 ve o c¢evrenin
ozelliklerinden etkilendikleri gercegi goz ardi edilmemelidir. Modern toplumda, sagligin dinamikleri
genel olarak 6 egilim tarafindan belirlenmektedir. Bu egilimler; iyi bir yagsam beklentisi, saglik konusuna
duyulan ilgi, hastalik yapisi, 6zel saglik pazarinin yayginlagsmasi, kiiresellesme ve devletin saglik
alaninda yaptig1 harcamalar seklindedir. Bahsi gegen egilimlerin yani sira, iilkelerin gelismiglik
seviyeleri de insanlarin saglik durumunu etkileyen 6nemli gostergelerden bir tanesidir. Bu gelismislik
seviyesi igerisinde hem ekonomik hem de entelektiiel gelisim degerlendirilmelidir (Celik, 2006: 27-28;
Okay, 2009: 15).

3. YONTEM

3.1. Arastirmanin Amaci

Bu arastirmanin amaci, Kastamonu Kii¢iik Sanayi Sitesi’ndeki isletme sahiplerinin girisimcilik
diizeyleri ve girisimcilik egilimi ile saglik durumlarini belirlemek ve bununla beraber bu degiskenler
arasinda iliski olup olmadigmi ortaya koymaktir. Isyeri sahiplerinin girisimcilik diizeyleri ve
girisimcilik egilimi noktasinda hangi 6zelliklerinin 6n plana ¢iktigini saptamak ve girisimcilik diizeyleri
ve girisimcilik egilimi ile kisinin saglik durumu arasindaki iliskiyi incelemek adina bu arastirma 6nem
arz etmektedir.

3.2. Arastirmanmin Kapsam ve Yontemi

Bu arastirma kapsami, Kastamonu Kiigiik Sanayi Sitesi esnafinin girisimcilik 6zelliklerini ve
girisimcilik egilimlerini incelemek, saglik durumlarinin ne durumda oldugunu belirlemek ve igerisinde
bulunduklar1 saglik durumu ile girisimcilik diizeylerinin iligkisinin hangi seviyede oldugunu tespit
etmektir. Arastirmada, olasilikli olmayan Ornekleme yontemlerinden amaghi Ornekleme ydntemi
kullanilmigtir. Arastirmanin evreni Kastamonu Kiigiik Sanayi Sitesi’'nde faaliyet gosteren 252
isletmeden olusmaktadir. Arastirmacilar, Kastamonu Kiigliik Sanayi Sitesi’ndeki tiim girisimcilere
ulagsmistir ve evrenin tamamina anket formunu uygulamstir.

Veri toplama araci belirleme noktasinda, bu arastirmada Girisimcilik Diizeyi, Girisimcilik
Egilimi ve Girisimci Saghg 6lgekleri olarak Kiigiik (2016) ve Kiigiik ve Kiiciik (2018) dlgeklerinden
yararlamilmistir (Kiigiik, 2020). Arastirmada kullanilan o6lgeklerin gecerliligi ve giivenirligi Kiigiik
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(2016) tarafindan yapilan arastirmada test edilmistir ve Olceklerin gecerliliginin ve giivenirliginin
saglandig1 belirlenmistir. Arastirmada ise kosulan 6lgekte, katilimcilardan 6lgekteki ifadelerin girisimcei
egilimi kararlarina etkisini saptamak {iizere, “1- Kesinlikle Katiliyorum’dan” “5- Kesinlikle
Katilmiyorum’a” kadar siralanan segeneklerden birini isaretlemeleri istenmistir. Bu durumda, 1,00-2,33
aras1 6nem diizeyi yiiksek, 2,34-3,67 arasi orta ve 3,67-5,00 arasi ¢ikanlar ise dnem diizeyi diisiik olarak
tanimlanmustir.

Nicel olarak tasarlanan bu arastirmada, veri toplama ydntemi olarak birinci elden veri toplamada
en sik kullanilan yontem olan anket tekniginden yararlanilmistir. Arastirmada, Kastamonu Kiigiik
Sanayi Sitesi’nde tam sayim ile ana kiitlenin tamami olan 252 adet isletmenin sahiplerine ulasilarak, yiiz
yiize anket teknigiyle veriler toplanmistir. Eksik ya da yanlis doldurulan 15 anket formu diginda toplam
237 girisimciye uygulanan anket formu degerlendirmeye almmustir. Olgegin, giivenirlik ve gegerligi test
edilerek, frekans analizi, faktor analizi, tek yonli ANOVA testi, Kruskal-Wallis-H Testi ve korelasyon
analizi yapilmistir. Elde edilen ham veriler, SPSS 23.0 programinda analiz edilmistir.

Bir aragtirma yapilirken, her arastirmada oldugu gibi burada da bazi sinirliliklar yer almaktadir.
Bu smirliliklar agsagidaki sekilde siralamak miimkiindiir:

e Arastirma, Kastamonu’da birden fazla sanayi bolgesi olmasina ragmen, zaman kisitindan dolay1
yalnizca Kiigiik Sanayi Sitesi’ndeki isletmelere yonelik olarak gerceklestirilmistir.

e Veriler, 2017 yilmin Ocak ve Subat aylarinda toplanmugtir.

e Anket formlari, Tiirk¢e konusabilen bireylere uygulanmistir.

3.3. Arastirmamin Modeli

Sekil 1.den anlasilacagi gibi modelde ti¢ degisken bulunmaktadir. Bunlar; bireyin girisimecilik
diizeyi, girisimcilik egilimi ve saglik durumu seklindedir. Arastirma kapsaminda bu ii¢ degiskenin
birbiriyle olan iligkileri ve girisimcilik diizeyi ve girisimcilik egiliminin yasa, ¢calisilan sektdre ve egitim
durumuna gore farklilik gosterip géstermedigi incelenmistir.

Sekil 1. Arastirmanin Modeli
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Modelde, oncelikle ‘Girisimcilik Diizeyi’ ve ‘Girisimcilik Egilimi’nin bireyin yasina, egitim
durumuna ve isletmenin faaliyet gosterdigi sektore gore farklilik gosterebilecegi diisiiniilmiistiir ve bu
farklilig1 ortaya koymak amaciyla bazi testler yapilmistir. Ardindan, ‘Girisimcilik Diizeyi’ ile
‘Girisimcilik Egilimi’ arasinda bir iliskinin olabilecegi varsayilmistir. Ciinkii, birey girisimcilige ne
kadar egilimli olursa bireyin girisimcilik diizeyinin de o kadar yliksek olabilecegi diisiiniilmiistiir. Son
olarak, bireyin saglik durumunun da girisimcilik diizeyi ve girisimcilik egilimi ile iligkili olabilecegi
tizerinde durulmustur. ‘Girisimei Saghigt’ o6lgegi altinda alt boyutlar olarak da ortaya ¢ikan, bireyin
fiziksel, psikolojik ve sosyolojik saglik durumunun, girisimcilik noktasinda onem arz ettigi
diistintilmiistiir.

‘Girisimcilik Diizeyi’ 6l¢eginde yer alan ifadeler, daha ¢ok bireyin kendi isini yapip yapmadigi,
tistlendigi riskler ve sorumluluklar ve igletmenin yonetim kisminda da yer alip almadig: seklinde iken,
‘Girisimcilik Egilimi® 6lgeginde bireyin yeni yatinmlara ve pazarlara istekli olup olmadigi,
kurumsallagmak hakkinda ne diisiindiigii ve kiiresel anlamda sektorii ne derece takip ettigi biciminde
olmustur. ‘Saglik Durumu’ dlgeginde ise, ifadeler ‘fiziksel’, ‘psikolojik’ ve ‘sosyolojik’ olmak tlizere 3
boyuttan meydana gelmistir. Fiziksel boyutta, kisinin giinliik aktiviteleri rahatlikla yerine getirip
getiremedigi, herhangi bir ila¢ kullanip kullanmadig1 gibi degiskenler yer alirken, psikolojik boyutta;
moral, stres, dikkat bozuklugu gibi kavramlar iizerinde durulmustur. Son olarak, sosyolojik boyuta
bakildiginda ise, bu boyutta dost-akraba ziyaretleri, sosyal arkadaslik ortami, aile gibi kavramlara
yonelik ifadeler yer almistir.

3.4. Arastirmanin Hipotezleri

Bir is kurmak ve ortaya ¢ikabilecek riskleri iistlenerek devam ettirebilmek i¢in bireylerin bazi
dogustan gelen yeteneklere ve sonradan elde edilebilecek kazanimlara, bilgi birikimine gereksinimi
vardir. Kendi bagina karar verebilecek, kurdugu isin basinda durabilecek, beseri, fiziki ve finansal
kaynaklar1 planlayip diizenleyecek bireyler, ancak saglikli olmalar1 durumunda bu sorumluluklarin
tistesinden gelebileceklerdir. Zira, girisimcilik uzun siire ¢alisabilmeyi, saglikli kararlar alabilmeyi, is
gorenler ve ¢evre ile saglam iliskiler kurabilmeyi zorunlu kilmaktadir. Girisimei bir kiginin sahip olmasi
gereken Ozellikleri ve bu alanda basar1 sartlarini siralarken bu konulara 6nem vermek gerekmektedir
(Kiigiik, 2016).

Bu aragtirma kapsaminda, hipotezler olusturulurken literatiirde yer alan caligmalardan da
faydalanilmistir. Rietveld, Bailey, Hessels ve van der Zwan (2016) yaptiklar arastirmada, Karayip
Ulkeleri’nde faaliyet gosteren 5000 adet isletmenin sahiplerinin ve isletme calisanlarinin saglik
durumlarin1 ve girisimecilik diizeylerini incelemislerdir. Arastirma sonucunda, girisimcilik ile saglik
durumu arasinda pozitif bir iliski oldugunu ortaya koymuslardir (Rietveld vd., 2016). Bir bagka

aragtirmada, Marcu, lordanescu ve lordanescu (2012) ortaya koyduklari arastirmada, bireylerin
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psikolojik durumlarimin 6zellikle ekonomik krizin yasandigi dénemlerde, girisimcilik egilimini
etkiledigini 6ne silirmiislerdir. Uluyol (2013) ise, iiniversite 0grencilerinin girisimcilik egilimlerini
O0lecmek amactyla yaptigi arastirmada, 6grencilerin yiiksek seviyede girisimcilik egilimine sahip
olduklarini, fakat finansal yonetim ve girisimcilik dersi alan ve almayan 6grencilerin girisimcilik
egilimleri arasinda istatistiksel acidan anlamli bir farklilik bulunmadigini ifade etmislerdir. Bunlara ek
olarak, Kiiciik (2016), Kartal ve Nurov (2017) ve Ceven (2018) girisimcilik diizeyi ve girisimcilik
egilimi ile girisimei saglik durumu arasindaki iliskiyi dogrudan inceleyen arastirmalar yapmislardir.
Arastirmalarin sonucunda, girisimei saghigi, girisimcilik diizeyi ve girisimcilik egilimi arasinda anlaml
bir iliski oldugu belirlenmistir.

Anlatilanlar baglaminda; bireyin girisimcilik diizeyi, girisimcilik egilimi ve saglik durumu
arasinda pozitif yonlii istatistiksel olarak anlamli iligkilerin olabilecegi diistiniilmektedir.

Bu dogrultuda arastirmanin hipotezleri ve buna bagli olarak alt hipotezler asagidaki sekilde
belirlenmistir:

H1: Girisimcinin saglik durumuna iliskin boyutlar ile girisimcilik diizeyi arasinda anlamli bir
iligki vardir.
H1la: Girisimcinin fiziksel saglik durumu ile girisimcilik diizeyi arasinda anlaml bir iligki vardir.
H1b: Girisimcinin psikolojik saglik durumu ile girisimcilik diizeyi arasinda anlamli bir iligki vardir.
H1c: Girisimcinin sosyolojik saglik durumu ile girisimcilik diizeyi arasinda anlamli bir iligki vardir.

H2: Girisimcinin saglik durumuna iliskin boyutlar ile girisimcilik egilimi arasinda anlamli bir
iliski vardir.
H2a: Girisimcinin fiziksel saglik durumu ile girigsimcilik egilimi arasinda anlamli bir iligki vardir.
H2b: Girisimcinin psikolojik saglik durumu ile girisimcilik egilimi arasinda anlamli bir iliski vardir.
H2c: Girisimcinin sosyolojik saglik durumu ile girisimcilik egilimi arasmda anlamli bir iligki vardir.

H3: Girisimcilik diizeyi ile girisimcilik egilimi arasinda anlaml bir iligki vardir.

H4: Girisimcilerin sosyo-demografik Ozelliklerine goére girisimcilik diizeyi farklilik
gostermektedir.
H4a: Girisimcilerin yasina gore girisimcilik diizeyi farklilik gostermektedir.
H4b: Girisimcilerin ¢alistigi sektore gore girisimceilik diizeyi farklilik gostermektedir.
H4c: Girisimcilerin egitim durumuna gore girisimcilik diizeyi farklilik gostermektedir.

H5: Girisimcilerin sosyo-demografik &zelliklerine gore girisimcilik egilimleri farklilik
gostermektedir.
H5a: Girisimcilerin yasina gore girisimcilik egilimleri farklilik gostermektedir.
H5b: Girisimcilerin ¢alistigi sektore gore girisimcilik egilimleri farklilik gostermektedir.

H5c: Girigsimcilerin egitim durumuna gore girisimcilik egilimleri farklilik gostermektedir.

International European Journal of Managerial Research Dergisi / Cilt 4/ Sayi 7/ 189 — 213




European Journal of Managerial Research Dergisi

4. ARASTIRMANIN BULGULARI

199

4.1. Katihmcilarin Demografik Ozelliklerine iliskin Frekans Analizi

Aragtirmaya dahil olan katilimcilarin demografik 6zelliklerine iliskin bulgular Tablo 1’de

gosterilmistir.

Tablo 1. Katilimcilarin Demografik Yapisi

Yas 30 ve alt1
31-40
41-50
51-60
61 ve iizeri
Toplam

Sektor Hizmet
Uretim
Ticaret
Toplam

Egitim Durumu  Ilkokul
Ortaokul
Lise
Lisans
Lisansiistii

Toplam

7
237
131
34
72
237
47
69
103
14
4
237

%
18,6
40,9
29,5
8,0
3,0
100,0
55,3
14,3
30,4
100,0
19,8
29,1
43,5
59
1,7
100,0

Tablo 1’de goriildiigii lizere, Kastamonu Kii¢iik Sanayi Sitesi’nde arastirmaya katilan bireylerin

yas dagilimina iligkin bulgulara bakildiginda, 31-40 yas grubunda olanlar katilimcilarin % 40,9 unu (97

kisi) olustururken, 61 yas ve tizeri katilimcilar yalnizca % 3’liik (7 kisi) bir dilimi meydana getirmistir.

Katilimcilarin % 55,370 (131 kisi) hizmet sektoriinde faaliyet gosterdiklerini ifade ederken, % 30,4’

(72 kisi) ticaret sektoriinde ve % 14,30 (34 kisi) ise iiretim sektoriinde faaliyette bulunduklarimi

belirtmiglerdir. Egitim diizeyine iligkin istatistiklere bakildiginda, katilimcilarin % 43,5’inin (103 kisi)

lise mezunu oldugu, yalmizca % 1,7’lik (4 kisi) bir kismin lisanstistii egitim aldig1 ortaya ¢ikmustir.

4.2. Aciklayic1 Faktor Analizi ve Giivenirlik Analizi Sonuclar

Aragtirmada kullanilan 3 6l¢egin, faktor analizi i¢in uygun olup olmadigini belirlemek amacryla,

Olceklerin KMO ve Bartlett degerlerine bakilmistir.

Tablo 2. Bartlett Testi KMO Degerleri

Olgek KMO Orneklem Yeterlilik
Olgiisii

Girisimcilik Diizeyi

Girisimcilik Egilimi

Saghk Durumu

Tablo 2’de goriilecegi lizere, Girisimcilik Diizeyi, Girisimcilik Egilimi ve Saglik Durumu

6lceklerinin KMO degerlerinin 0,836, 0,807 ve 0,793 seklinde siralandigr ve KMO degerleri 0,500°den
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biiyiik oldugu sartinin saglandig1 saptanmistir. Buradan yola ¢ikilarak, arastirmada kullanilan 6l¢eklerin
faktor analizi i¢in uygun oldugu sonucu ortaya ¢ikmistir (Kalayci, 2010) ve yapilan faktor analizlerinde,
varimax dondiirme yontemi uygulanmigtir. Bilimsel bir arastirma i¢in kullanilacak bir 6l¢egin sahip
olmasi gereken en 6nemli 6zelliklerden birisi, 6l¢egin giivenilir olusudur. Bdylesi bir 6l¢gme arasi, bir
Olcme araciyla ayni sartlarda elde edilen Ol¢iim degerlerinin kararli olusunun bir kaniti niteligini
tasimaktadir (Ercan & Kan, 2004). Unalan (2015)’e gore genellikle Cronbach’s Alpha degerinin
0,700’den biiyiik olmas1 dl¢egin giivenilir oldugu gostermektedir.

Tablo 3. Girisimcilik Diizeyi ve Girisimcilik Egilimi Faktor Analizi Sonuglart

Ol¢ek/Boyut ifade Faktor  Aritmetik = Aqklanan = Cronbach’s
Yiikii Ortalama = Varyans Alpha
Oram Katsayisi
Girisimcilik Kendi isimi yapryorum ,801 1,21 51,203 ,837
Diizeyi Olcegi  Isletmeyi/sirketi yonetiyorum 811 1,23

Pazarlama, tiretim ve finans ,701 1,26

islevlerinden en az birini ben

yonetiyorum

Isle ilgili riskleri iistlenmis , 796 1,21

durumdayim

Isle ilgili sorumluluk bana aittir. ,783 1,25

Gerek duyarsam bagka bir yatirim ,637 1,53

yapabilirim

Kararlar1 kimseye danigsmadan ,657 1,65

alabilirim

Finansal olarak baskalarindan ,660 1,41

bagimsizim

Insanlara fikirlerini sorma ,546 1,95

zorunlulugum yok
Girisimcilik Yeni yatirimlar yapacagim 811 3,06 48,775 ,839

Egilimi Olgegi | isimi biiyiitmek/kurumsallasmak ,853 2,51

istiyorum

Pazar payimizi arttirmay1 ,791 2,62

planliyorum

Yeni {irlin/marka gelistirmek ,740 2,87

istiyorum

Yeni pazarlara girmek istiyorum 167 3,22

Uluslararasi gelismeleri takip ,536 3,36

ediyorum

Firsatlardan yararlanmak istiyorum ,507 1,97

Farkindalik olusturmak istiyorum ,459 1,85

Tablo 3’te gorildigi sekilde Girisimcilik Diizeyi ve Girisimeilik Egilimi 6lgeklerinin
giivenirlik katsayilarmin sirasiyla 0,837 ve 0,839 oldugu ve bu durumda Slgeklerin giivenirliginin ¢ok
yiiksek oldugu anlasilmaktadir. Olgeklerin igerisinde yer alan ifadelerin tiimiiniin tek boyut altinda
toplandig1 ortaya cikmustir. ifadelerle ilgili aritmetik ortalamalara bakildiginda, Girisimcilik Diizeyi
Olgegi’'nde “Kendi isimi yapiyorum” ve “Isle ilgili riskleri iistlenmis durumdayim” ifadelerinin 1,21
ile; Girisimcilik Egilimi Olgegi’nde ise “Farkindalik olusturmak istivorum” ifadesinin 1,85 ortalama

ile en yiiksek dneme sahip ifadeler olduklar1 belirlenmistir.
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Olcek

Saghk
Durumu
Olgegi

Tablo 4. Saglik Durumu Faktor Analizi Sonuglart

Boyut

Fiziksel
Saglik
Durumu

Psikolojik
Saglik
Durumu

Sosyolojik
Saglik
Durumu

ifade

Yirtirken, hig bir
giicliik gekmiyorum
Giinliik
aktivitelerimi yerine
getirirken giicliik
¢ekiyorum

Agrn veya
rahatsizlarim yok
Kalic1 saglik
sorunum yok
Diizenli
kullandigim ilag
yok

Spor yaparim

Kendimi enerji dolu
hissediyorum
Endiseli/kaygili
degilim

Moralim diizgiindiir
Streslerimle bag
edebilirim

Ofkemi kontrol
edebilirim

Dikkat bozuklugum
yoktur

Hayat1 zevkli
buldugumu
sOyleyebilirim

Bir araya geldigim
arkadaglarim var
Arayan, ziyarete
gelen arkadaglarim
var

Akraba ve
yakinlarimi ziyaret
ederim
Evliyim/Aileme
zaman ayiririm
Hediye
alirim/veririm

Faktor
Yiikii
,846

,816

,698
,690

,564

,820
,597
,798

,718
,706

,625
,604

,633

,793

,827

,627

,766

,739

Aritmetik = Agiklanan

Ortalama

1,37

1,39

1,47
1,35

1,71

2,63
1,66
1,39

1,31
1,31

1,62
1,35

1,44

1,31

1,34

1,51

1,65

2,11

Varyans
Oram

34,614

10,021

9,645

Cronbach's
Alpha

,807

,785

,593

201

Tablo 4’te Saglik Durumu Olgegi’ne dair giivenirlik degerleri ve ifadelerin toplandig1 boyutlar

verilmistir. Saglik Durumu Olgegi’nin giivenirlik katsayisinin 0,796 oldugu; Fiziksel, Psikolojik ve

Sosyolojik Saglik Durumu boyutlarinin ise sirastyla 0,807, 0,785 ve 0,593 oldugu ortaya gikmustir.

Fiziksel Saglik Durumu boyutunda, “Kalici saglik sorunum yok” ifadesinin 1,35 ile en yliksek 6neme

sahip oldugu belirlenirken, Psikolojik Saglik boyutunda, “Streslerimle bas edebilirim” ve “Moralim

diizgiindiir” ifadelerinin 1,31 ile en yiiksek éneme sahip olduklar1 saptanmgtir. Olgegin Sosyolojik

Saglik Durumu boyutunda ise “Bir araya geldigim arkadaglarim var” ifadesi 1,31 ortalama ile en
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onemli bulunmustur. Olgegin toplam varyans agiklama oranina bakildiginda, bu oranm 54,280 oldugu
belirlenmistir.

4.3. Karsilastirma Testleri

Bu arastirmada, is yeri sahiplerinin girisimcilik diizeyleri, girisimcilik egilimleri ve saglik
durumlarin1 belirlemek amaciyla kullanilan 6l¢eklerin katilimcilarin demografik 6zelliklerine gore
istatistiksel olarak anlamli farkliliklarinin olup olmadigini incelemek igin tek yonlii ANOVA ve
Kruskal-Wallis-H testleri uygulanmistir. Tek Yonlit ANOVA testi normal dagilim gosteren k (k >2)
adet ana kiitleden alinan, k adet bagimsiz grup ortalamasi arasindaki farkliligin belirlenmesinde
kullanilan bir tekniktir. Tek Yonlii ANOVA testinin parametrik olmayani ise Kruskal-Wallis-H testidir
(Lorcu, 2015).

4.3.1. Girigimcilik Diizeyinin Yas Acisindan Karsilastirilmast

Bu testte, varyanslarin homojenligi (p>0,05) kosulu saglanmistir, fakat yas kategorilerinde
gozlem sayisi az ve gruplar normal dagilmadigi igin gruplarin karsilastirilmasi i¢in parametrik olmayan
testlerden Kruskal-Wallis-H testi uygulanmustir (Alpar, 2018). Bu durumda, Girisimcilik Diizeyi Olgegi
acisindan, farkli yag gruplari arasinda istatistiksel olarak anlamli bir farklilik bulunmamistir (X2=2,212;
df=4, p>0,05). Bu test sonucuna gore H4a hipotezi reddedilmistir. Analiz sonuglari Tablo 5’te
goriilebilmektedir.

Tablo 5. Girisimcilik Diizeyinin Yasa Gore Kruskal-Wallis-H Testi Sonuglari

Girisimcilik Yas n Sira hG df P
Diizeyi Ortalamasi
Olgesi 30 ve alt1 44 113,82 2,212 4 ,697
31-40 97 123,63
41-50 70 114,50
51-60 19 115,08
61 ve lizeri 7 143,00

p<0,05=fark var; p>0,05=fark yok

4.3.2. Girigimcilik Diizeyinin Calisilan Sektor Agisindan Karsilastirilmast

Veriler normal dagilim gostermedigi i¢in girisimcilik diizeyinin ¢alisilan sektore gore farklilik
gosterip gostermedigini 6lgmek amaciyla yine Kruskal-Wallis-H kullanilmistir. Tablo 6’da goriilecegi
iizere, burada da Girisimcilik Diizeyi Olgegi acisindan, farkli sektdr gruplari arasinda istatistiksel olarak
anlamli bir farklilik bulunmadigi saptanmistir (X2=0,476; df=2, p>0,05). Bu durumda, H4b hipotezinin
kabul edilmedigi goriilmektedir.

Tablo 6. Girisimcilik Diizeyinin Calisilan Sektére Gore Kruskal-Wallis-H Testi Sonuglari

Girisimcilik Sektor n Sira X2 df P
Diizeyi Ortalamasi
Olgegi Hizmet 131 116,75 476 2 ,788
Uretim 34 118,78
Ticaret 72 123,20

p<0,05=fark var; p>0,05=fark yok
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4.3.3. Girigimcilik Diizeyinin Egitim Durumu Acgisindan Karsilastirilmast

Girisimcilik diizeyinin egitim durumuna gore farklilik gosterip gostermedigini ortaya koymak
amactyla, dncelikle uygulanan normallik testinde verilerin normal dagilmadig1 saptanmistir. Bu nedenle,
Tablo 7°de belirtildigi iizere, uygulanan Kruskal-Wallis-H testi sonucunda Girisimcilik Diizeyi Olgegi
acisindan, egitim durumu farkli olan gruplar arasinda istatistiksel olarak anlamli bir farkliligin oldugu
belirlenmistir (X2=21,785; df=4, p<0,05). Bu sonuglardan hareketle, H4c hipotezinin kabul edildigi
goriilmektedir.

Tablo 7. Girisimeilik Diizeyinin Egitim Durumuna Gére Kruskal-Wallis-H Testi Sonuglari

Girisimcilik Egitim n Sira Xx? df P
Diizeyi Durumu Ortalamasi
Olcegi Ilkokul 47 116,94 21,785 4 ,000
Ortaokul 69 103,58
Lise 103 119,43
Lisans 14 178,00
Lisansiistii 4 232,50

p<0,05=fark var; p>0,05=fark yok
Farkliligin hangi alt gruplardan kaynaklandigini belirlemek i¢in yapilan Post-Hoc Tamhane testi
sonucunda anlamli farkliliklar bulunmustur. Tamhane ¢oklu karsilastirma testine gore; ortaokul egitim
diizeyine sahip kisiler farkli egitim diizeyine sahip diger gruplar ile kiyaslandiginda, lisans egitim
diizeyine sahip grup ile arasinda fark oldugu belirlenmistir (p=0,030, p<0,05).

Tablo 8. Girisimcilik Diizeyinin Egitim Durumuna Gore Post-Hoc Tamhane Testi Sonuglari

Boliimler Boliimler Ortalama Sh P
U} J) Farki (I-J)

Ilkokul Ortaokul ,55134 ,91052 1,000
Lise -,41995 ,84741 1,000
Lisans -6,43313 2,00610 ,053
Lisansiisti -5,61170 3,95665 ,941
Ortaokul Tlkokul -,55134 ,91052 1,000
Lise -,97130 ,83385 ,941
Lisans -6,98447* 2,00041 ,030
Tamhane Lisansiisti -6,16304 3,95377 ,908
Lise Ilkokul ,41995 ,84741 1,000
Ortaokul ,97130 ,83385 ,941
Lisans -6,01318 1,97248 ,078
Lisansiisti -5,19175 3,93971 ,960
Lisans Tlkokul 6,43313 2,00610 ,053
Ortaokul 6,98447* 2,00041 ,030
Lise 6,01318 1,97248 ,078
Lisansiistii ,82143 4,33909 1,000
Lisansiistii Tlkokul 5,61170 3,95665 ,941
Ortaokul 6,16304 3,95377 ,908
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Lise 5,19175 3,93971 ,960
Lisans -,82143 4,33909 1,000

4.3.4. Girigimcilik Egiliminin Yag Acisindan Karsilastirilmast
Girisimcilik egiliminin yasa gore farklilik gosterip gostermedigini 6lgmek amactyla yapilan
normallik analizinde, verilerin normal dagilmadigi belirlenmistir. Ardindan Kruskal-Wallis-H testi
yapilmistir. Tablo 9°da verildigi iizere, Girisimcilik Egilimi Olgegi agisindan, farkli yas gruplari
arasinda istatistiksel olarak anlamli bir farklilik bulunmamustir (X2=3,579; df=4, p>0,05). Bu durumda,
H5a hipotezinin reddedildigi anlagilmaktadir.
Tablo 9. Girisimcilik Egiliminin Yasa Gore Kruskal-Wallis-H Testi Sonuglar1

Girisimcilik Yas n Sira X2 df P
Egilimi Ortalamasi
Olgegi 30 ve alt1 44 111,19 3,579 4 ,466
31-40 97 126,79
41-50 70 116,96
51-60 19 100,08
61 ve tizeri 7 131,79

p<0,05=fark var; p>0,05=fark yok

4.3.5. Girigimcilik Egiliminin Calisilan Sektor Acisindan Karsilagtirilmasi

Girigimcilik egiliminin ¢aligilan sektdre gore farklilik gdsterip gostermedigini ortaya koymak
amaciyla, Oncelikle yapilan testlerde varyansin homojen oldugu ve verilerin normal dagildig
saptanmistir. Bu sebeple, uygulanan Tek Yonlii ANOVA testi sonucunda Girisimeilik Egilimi Olgegi
acisindan, farkli sektdr gruplari arasinda istatistiksel olarak anlaml bir farklilik bulunmustur (F=12,68,
p<0,05). Buradan hareketle, H5b hipotezinin kabul edildigi goriilmektedir.

Tablo 10. Girisimcilik Egilimi Olgeginin Yasa Gore Tek Yonlii ANOVA Sonuglari

Girisimcilik Sektor n Ortalama SS F P
Egilimi Olcegi Hizmet 131 60,9847 16,38854 12,68 = ,000
Uretim 34 46,7647 15,94889
Ticaret 72 52,5972 17,12889
p<0,05=fark var; p>0,05=fark yok

Farkliligin hangi alt gruplar arasinda oldugunu saptamak amaciyla yapilan Post-Hoc Tukey HSD
testi yapilmistir. Tukey HSD ¢oklu karsilastirma testine gore; hizmet sektoriinde faaliyet gdsteren
isletme sahipleri ile farkli sektorlerde faaliyet gosteren isletmeciler kiyaslandiginda, bu grubun iiretim
sektoriinde faaliyet gosteren isletme sahipleri (p=0,000, p<0,05) ve ticaret sektoriinde faaliyet gosteren
isletme sahipleri (p=0,002, p<0,05) arasinda farklilik oldugu belirlenmistir.

Tablo 11. Girisimcilik Diizeyinin Egitim Durumuna Gore Post-Hoc Tukey HSD Testi Sonuglari

Boliimler Boliimler Ortalama
m (@) Farki (I-J) P
Sh
Hizmet Uretim 14,22003* 3,18660 ,000
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Ticaret 8,38751* 2,42889 ,002
Uretim Hizmet -14,22003* 3,18660 ,000

Tukey
HSD Ticaret -5,83252 3,44515 ,210
Ticaret Hizmet -8,38751* 2,42889 ,002
Uretim 5,83252 3,44515 210

4.3.6. Girigimcilik Egiliminin Egitim Durumu Acgisindan Karsilastirilmast
Girisimcilik egiliminin egitim durumuna gore farklilik gosterip gostermedigini ortaya koymak
amactyla, dncelikle yapilan normallik testinde verilerin normal dagilmadigi saptanmistir. Buradan
hareketle, uygulanan Kruskal-Wallis-H testi sonucunda Girisimcilik Egilimi Olcegi agisindan, egitim
durumu farkli olan gruplar arasinda istatistiksel olarak anlamli bir farklilik bulunmustur (X2=19,507;
df=4, p<0,05). Bu noktada, H5c hipotezinin de kabul edildigi anlasilmaktadir.
Tablo 12. Girisimcilik Egiliminin Egitim Durumuna Goére Kruskal-Wallis-H Testi Sonuglari

Girisimcilik Egitim n Sira X? df P
Egilimi Durumu Ortalamasi
Olgegi Ilkokul 47 131,85 19,507 4 ,001
Ortaokul 69 137,40
Lise 103 109,18
Lisans 14 58,96
Lisansiistii 4 113,63

p<0,05=fark var; p>0,05=fark yok
Uygulanan Tamhane ¢oklu karsilagtirma testine gore; lisans egitim diizeyine sahip kisiler farkli
egitim diizeyine sahip diger gruplar ile kiyaslandiginda, ilkokul egitim diizeyine sahip grup (p=0,007,
p<0,05) ve ortaokul egitim diizeyine sahip grup (p=0,004, p<0,05) arasinda fark oldugu belirlenmistir.

Tablo 13. Girisimcilik Egiliminin Egitim Durumuna Goére Post-Hoc Tamhane Testi Sonuglari

Boliimler Boliimler Ortalama Sh P
U ) Farki (I-J)

Tlkokul Ortaokul -,88529 3,03382 1,000
Lise 5,45156 2,95061 ,504
Lisans 19,50912* 491871 ,007
Lisansiisti 3,72340 5,57758 1,000
Ortaokul Tkokul ,88529 3,03382 1,000
Lise 6,33685 2,58679 ,144
Lisans 20,39441* 4,70947 ,004
Tamhane Lisansiistii 4,60870 5,39395 ,997
Lise Ilkokul -5,45156 2,95061 ,504
Ortaokul -6,33685 2,58679 ,144
Lisans 14,05756 4,65630 ,073
Lisansiisti -1,72816 5,34759 1,000
Lisans Tlkokul -19,50912* 4,91871 ,007
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Ortaokul -20,39441* 4,70947 ,004

Lise -14,05756 4,65630 ,073

Lisansiistii -15,78571 6,63961 ,367

Lisansiistii Tlkokul -3,72340 5,57758 1,000
Ortaokul -4,60870 5,39395 ,997

Lise 1,72816 5,34759 1,000

Lisans 15,78571 6,63961 ,367

4.4, Korelasyon Testleri

Korelasyon analizi, iki ifade arasindaki dogrusal iligskiyi veya herhangi bir degiskenin 2 veya
2’den fazla degisken ile olan iligkisini sinamak, sayet varsa bu iliskinin seviyesini belirlemek amaciyla
kullanilan istatistiksel bir tekniktir. Buradaki temel amag, bagimsiz degisken (X) degistiginde, bagiml
degiskenin (Y) hangi yonde farklilagacaginmi belirlemektir (Kalayci, 2010). Korelasyon katsayilar1 ve
iliski kuvvetleri; 0,00 - 0,25 / ¢ok zayif, 0,26 - 0,49 / zayif, 0,50 - 0,69 / orta, 0,70 - 0,89 / yiiksek ve
0,90 - 1,00 / ¢ok yiiksek seklindedir (K&se, 2008). Bu kisimda, oncelikle verilerin normal dagilip
dagilmadigina bakilmstir.

Tablo 14. Normallik Testi

Kolmogorov-Smirnov Shapiro-Wilk
Istatistik df Anlamlilik Istatistik df Anlamlilik
Derecesi Derecesi
Girisimcilik Diizeyi ,280 237 ,000 ,763 237 ,000
Girisimcilik Egilimi ,062 237 ,028 ,982 237 ,004
Saghik Durumu ,125 237 ,000 ,916 237 ,000

Tablo 14°’te goriilecegi gibi tim o6l¢eklerin anlamlilik derecelerinin 0,05’ten biiyiik olmast
gerektigi sartt saglanamadigi icin ilk etapta verilerin normal dagilmadigi belirlenmistir. Normal
olmadigi goriilen alt boyutlarin basiklik ve ¢arpiklik katsayilarina bakildiginda ise, bu katsayilarin -2 ila
+2 arasinda olmamasi verilerin normal dagilmadigini bir kez daha ortaya koymustur (Pallant, 2001).
Veriler normal dagilima uygun olmadigi i¢in girisimcilik diizeyi, girisimcilik egilimi ve saglik durumu
arasindaki iligkiyi 6lgmek amaciyla Spearman Korelasyon Testi uygulanmustir. Testin sonuglar1 Tablo
15’te verilmistir.

Tablo 15. Girisimcilik Diizeyi, Girisimcilik Egilimi ve Saglik Durumu iliskisi

Degiskenler Girisimcilik Girisimcilik Saghk
Diizeyi Egilimi Durumu

Girisimcilik Diizeyi 1 - -

Girisimcilik Egilimi 425 1 -

Saghik Durumu ,679 ,507 1

Fiziksel Saglhik Durumu ,363 442 -

Psikolojik Saglhik Durumu ,657 312 -
Sosyolojik Saghik Durumu ,386 ,358

Girisimcilik Diizeyi, Girisimcilik Egilimi ve Saglhik Durumu olg:eklerl arasindaki iliskilere
yonelik korelasyon analizi sonucuna bakildiginda, Girisimcilik Diizeyi ve Girisimeilik Egilimi arasinda

zayif diizeyde, pozitif yonlil istatistiksel olarak anlamli bir iliski bulunmus iken (r (237)=0,425 ve
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p=0,000); Girisimcilik Diizeyi ile Saglik Durumu arasinda orta diizeyde, pozitif yonlii istatistiksel olarak
anlamli bir iliski tespit edilmistir (r (237)=0,679 ve p=0,000). Girisimcilik Egilimi ile Saglik Durumu
arasinda da orta diizeyde, pozitif yonli istatistiksel olarak anlamli bir iliski gortilmistiir (r (237)=0,507
ve p=0,000). Saglik durumunun alt boyutlartyla girisimcilik diizeyi arasindaki iligki incelendiginde ise,
bireyin fiziksel saglik durumu ile girisimcilik diizeyi arasinda zayif diizeyde pozitif yonlii istatistiksel
olarak anlamli bir iliski bulunmus iken (r (237)=0,363 ve p=0,000); bireyin psikolojik saglik durumu ile
girisimcilik diizeyi arasinda orta diizeyde pozitif yonlil istatistiksel olarak anlaml1 bir iligki bulunmus (r
(237)=0,657 ve p=0,000), sosyolojik saglik durumu ile girisimcilik diizeyi arasinda ise yine zayif
diizeyde pozitif yonlii istatistiksel olarak anlamli bir iligki bulunmustur (r (237)=0,386 ve p=0,000). Bir
diger korelasyon analizi sonucunda, saglik durumunun alt boyutlariyla girisimcilik egilimi arasinda da
onemli sonuglar elde edilmistir. Kisinin fiziksel saglik durumu ile girisimcilik egilimi arasinda zayif
diizeyde pozitif yonlii istatistiksel olarak anlamli bir iliski bulunmus iken (r (237)=0,442 ve p=0,000);
bireyin psikolojik saglik durumu ile girisimcilik egilimi arasinda zayif diizeyde pozitif yonlii istatistiksel
olarak anlaml bir iligki bulunmus (r (237)=0,312 ve p=0,000), sosyolojik saglik durumu ile girisimcilik
egilimi arasinda ise yine zay1f diizeyde pozitif yonlii istatistiksel olarak anlamli bir iligki bulunmustur (r
(237)=0,358 ve p=0,000). Bu durumda, H1, H2 ve H3 hipotezlerinin kabul edildigi goriilmektedir.

5. TARTISMA

Konuyla ilgili daha 6nce yapilan arastirmalara bakildiginda, 6nemli bazi noktalar tespit
edilmistir. Konuyla dogrudan ilgili aragtirmalar incelendiginde, Kiiciik (2016) yaptig1 arastirmada kendi
isini kurup bu isi yiiriiten, yeni bir is kurmak niyetinde olan bireylerin temel anlamda fizyolojik,
psikolojik ve sosyolojik olarak saglikli oldugunu; yeni bir is kurup bu isi devam ettirmek ve gelistirmek,
sonrasinda yeni tiriinler gelistirmek, farkli pazarlara agilmak isteyen bireylerin saglik durumlarina dikkat
etmeleri gerektigini ifade etmistir. Kartal ve Nurov (2017) da yiiriittikleri arastirmada, girisimcilik
0zelligi olan bireylerin, kendi isini kuran veya yeni girisimlerde bulunmak isteyen kisilerin saglik
durumlarinin iyi oldugunu; ayni1 zamanda yeni irtinler iiretmenin ve yeni pazarlara agilmanin bireylerin
sagligi ile dogru orantili oldugunu ortaya koymustur. Ceven’in 2018 yilinda yaptigi aragtirmada ise
katilimeilarin girigimcilik diizeyleri ve egilimlerinin 6nem seviyesi yiiksek ¢ikmistir ve katilimeilarin
saglik durumlaria dnem verdikleri ortaya konmustur (Ceven, 2018). Buna ek olarak, girisimci sagligi;
girisimcilik egilimi ile girisimcilik diizeyi arasinda da anlamli bir iligkinin oldugu bazi arastirmalar
sonucunda belirlenmistir (Kiigiik, 2016; Kartal ve Nurov, 2017; Ceven, 2018). Dilek, Kiiciik, Inangl ve
Zengin (2018), yaptiklar1 ¢alismada Kastamonu genglerinin girisimcilik potansiyellerinin yeterince
yiiksek olmadigini, Tosya’dan daha geride oldugunu ortaya ¢ikarmislardir. Bu aragtirma sonucunda ise,
katilimeilarin girisimcilik diizeylerinin 6nem diizeyleri yiiksek ve saglik durumlarinin iyi oldugu sonucu

ortaya ¢cikmistir. Buna ek olarak, girisimcilik diizeyi, girisimcilik egilimi ve saglik durumu arasinda
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olumlu yonde anlaml iliskilerin oldugu belirlenmistir. Yapilan 6nceki arastirmalardan farkl olarak, bu
arastirmada girisimcilik diizeylerinin ve girisimcilik egilimlerinin katilimcilarin - demografik
ozelliklerine gore de farklilik gosterip gostermedigi belirlenmistir.

Girisimcilik iizerine yapilan diger arastirmalar incelendiginde, Rietveld vd. (2016) ortaya
koyduklar1 arastirmada, isletme calisanlariin saglik durumlarint ve girisimcilik diizeylerini
incelemislerdir. Arastirmanin bulgularinda, girisimcilik ile saglik durumu arasinda pozitif bir iliski
oldugunu ortaya koymuslardir (Rietveld vd., 2016). Marcu vd. (2012) ise yaptiklar1 arastirmada,
bireylerin psikolojik durumlarin 6zellikle ekonomik krizin yasandigi donemlerde, girisimcilik
egilimini etkiledigini tespit etmislerdir. Uluyol (2013), iiniversite 6grencilerine yonelik yliriittigii
aragtirmasinda, Ogrencilerin yiiksek seviyede girisimcilik egilimine sahip olduklarini, fakat finansal
yonetim ve girisimcilik dersi alan ve almayan 6grenciler arasinda bu konuda anlamli bir fark ortaya
¢ikmamigtir. Yao, Wu ve Long (2016) arastirmalarinda, sosyal ve ekonomik ¢evrenin 6grencilerin
girigimcilik egilimleri ve tutumlari lizerinde olumlu etkileri oldugunu ortaya koymuslardir. Aksine,
politik gevrenin ise girisimcilik egilimi {izerinde herhangi bir etkisinin olmadig1 belirlenmistir. Oztas,
Kasimoglu ve Sirin’in (2017) yaptiklar1 arastirmada ise, yenilikgilik ve bagimsizlik faktorlerinin
disindaki girisimei kisilik 6zelliklerinin girisimcilik egitimi {izerinde etkili oldugu ortaya konmustur.
Dahas, girisimci kisilik 6zellikleri ve girisimcilik egitimi arasinda anlamli bir iliski bulunmustur (Oztas
vd., 2017). Holienka, Holienkova ve Gal (2015) aragtirmalarinda, 6grencilerin girisimcilik egilimleri
arasinda “bagar1”, “hesaplanmis risk” ve “i¢ kontrol” degiskenleri kapsaminda anlamli farkliliklarin
oldugunu ifade etmislerdir. Tekin (2018) yiiriittiigli aragtirmada, kadin katilimcilarin biiyiik bir kisminin
el isi yaparak aileye maddi anlamda katki sagladiklari, is kurmak i¢in gerekli sermayelerinin olmamasina
ragmen imkan dogdugunda is yeri agmak i¢in girisimde bulunacagi, girisimcilikle ilgili herhangi bir
egitim almadiklari, cogunun ailesinde girisimci bulunmadigi sonucuna varilmistir. Son olarak, Pan ve
Akay (2015) 6gretmen adaylarinin girisimeilik diizeylerini 6l¢meye yonelik yaptiklari aragtirmada,
katilmecilarin yiiksek girisimcilik seviyesinde olduklar1 ve sadece aile gelirinin 6gretmen adaylarinin
girisimcilik diizeylerini anlamli olarak etkiledigi sonucuna varilmistir. Bu arastirmada ise, yalnizca
girisimcilik diizeyini ya da egilimini 6l¢meye yonelik durumlar ortaya konmamistir. Buna ek olarak,
girigimcilerin saglik durumlar belirlenmeye ¢alisilmistir ve girisimeilik diizeyi, girisimcilik egilimi ve
girisimeilik saglik durumu arasindaki iliski incelenmistir.

6. SONUC VE ONERILER

Tim diinyanin miicadele ettigi pandemi siireci de dikkate alindiginda, saglik unsurunun
hayattaki en 6nemli unsur oldugu bir kez daha ortaya ¢ikmistir. Herhangi bir bireyin girisimcilik diizeyi
ve egilimi yliksek olsa bile birey kendisini saglikli hissetmiyorsa, bu girisimde bulunmasi gii¢ bir hal
alacaktir. Bu noktada, girisimcilik diizeyi ve girisimcilik egilimi ile saglik durumu arasindaki iligki

merak konusu olmustur ve arastirmacilar bu durumu ortaya koymaya calismiglardir.
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Girisimciligin iilkelerin ekonomik gelismislik iizerindeki etkisi goz ard1 edilemez bir gergektir.
Bir toplumun ekonomik agidan gelisebilmeleri i¢in toplumdaki girisimcilik diizeyinin ve egiliminin
yiiksek olmasi gerekmektedir. Bu noktada, kisilerin girisimcilige sevk edilmesi, ekonomik refahi
saglamada ve girisimciligin fark edilmesinde anahtar rol oynamaktadir. Ancak, tek basina girisimcilik
bircok kez yetersiz kalabilmektedir. Yeni bir is kurmanin zorlugu, 6zgiiven, cesaret, yetenek, yaraticilik
ve gerekli sermaye gibi unsurlarin bir arada bulunmasini zorunlu kilmaktadir (Bozkurt & Erdurur,
2013). Bunun yaninda, bireyin saglik durumunun da girisimciligini etkileyecegi diisiiniilmektedir. Bu
amacla, Kastamonu Kiiciik Sanayi Sitesi’'nde yapilan arastirmada katilimcilarin demografik
ozelliklerine gore girisimcilik diizeylerinin ve girisimcilik egilimlerinin farklilik gosterip gostermedigi
ve girisimcilik diizeyi ve girisimcilik egilimi ile saglik durumu arasindaki iligki incelenmistir.
Farkliliklar1 ortaya koymak adina yapilan Kruskal-Wallis-H testleri sonucunda katilimeilar
arasinda girisimcilik diizeyinin yasa ve calisilan sektore gore farklilik gostermedigi, fakat egitim
durumuna gore anlamli farkliliklarin oldugu ortaya ¢ikmustir. Girisimcilik egiliminin yasa gore farklilik
gostermedigi, fakat egitim durumuna goére farklilik gosterdigi Kruskal-Wallis-H testi sonucunda
belirlenmistir. Uygulanan Tek Yonlii ANOVA testi sonucunda ise girisimcilik egiliminin calisilan
sektore gore farklilik gosterdigi saptanmistir. Arastirmada, girisimcilik diizeyi, girisimcilik egilimi ve
saglik durumu olmak {izere kullanilan 3 6l¢ek arasindaki iliskiyi 6lgmek amaciyla yapilan korelasyon
testlerinde de 6nemli bulgular elde edilmistir. Girisimcilik diizeyi ile girisimcilik egilimi arasinda zayif
diizeyde bir iligki bulunurken, girisimcilik diizeyi ile saglik durumu arasinda orta diizeyde bir iliski
oldugu tespit edilmistir. Ote yandan, girisimcilik egilimi ve saglik durumu arasinda da yine orta diizeyde
bir iliskinin oldugu belirlenmistir. Sonug¢ olarak, arastirmada bireylerin girisimcilik diizeyi ve
girisimcilik egilimi ile saglik durumu arasinda iligski oldugu goriilmiistiir. Bireyin saglikli olugunun
girisimci olmasindaki etkisinin géz ardi edilmemesi gerektigi ortaya ¢ikmistir. Kendi isini kurmak,
kendi kurdugu isi ilerletmek, yeni {irlinler gelistirmek, farkli pazarlara hitap etmek isteyen girisimcilerin
saglik durumlarina da dikkat etmeleri gerektigi degerlendirilmistir. Bu arastirmanin ilgili literatiire bu
anlamda yapacagi teorik katkinin yaninda, uygulamada da bazi yararlar saglayacagi diigiiniilmektedir.
Bu arastirma ile birlikte, girisimcilik ruhuna sahip bireylerin, herhangi bir girisimde bulunmadan 6nce
gerek fizyolojik gerekse psikolojik ve sosyolojik olarak saglik durumlarimi da gbz Oniinde
bulundurmalar gerekecektir.
Anlatilanlar 1s181nda, girisimci adaylarma 6zellikle de isin niteligine gore;
e Yeterli finansal giice sahip olma,
e Yeni yatirim fikirlerine agik olma,
e Sahip oldugu isi gelistirme,

e Yeni potansiyel pazarlar takip etme,
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e Firsatlardan yararlanma,
o Bazi temel fiziksel ve ruhsal yeterliliklere sahip olma,
e Yapacagi isin gerektirdigi fiziksel yetkinliklere sahip olma,
o  Anlik krizleri yonetebilme ve 6fke kontroliinii saglayabilme,
e lyi bir iletisim becerisine ve agina sahip olma gibi sartlar1 tasimalar1 gerektigi 6nerilmektedir.
Kendi isini yapan, girisimcilik egilimi yiiksek olan ancak yeni pazarlara ve sektorlere agilmamis
olan girisimcilerin durumu, endiseleri ve beklentileri bagka bilimsel aragtirmalarda incelenebilir. Bunun
yaninda, girisimcilik diizeyi ve girisimcilik egilimi ile saglik durumu arasindaki iliski farkli sektorler ve
sehirler i¢in de ele alinabilir.
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THE RELATION BETWEEN THE FEAR OF COVID-19 PANDEMIC, THE USE OF DIGITAL
CHANNEL AND THE USE OF SOCIAL MEDIA

ABSTRACT

In this study, the effect of the global epidemic of Covid-19 (WHO, 2020a), which was first seen in December 2019
and caused nearly a million deaths on September 2020, without a special vaccine or treatment that affects the whole world,
on consumer behavior was investigated. In this study, the relation between the fear of Covid-19 pandemic process on
consumers (general fear of the virus and fear of activity), the use of social media (instagram, twitter etc.)and the use of digital
channel (online banking, online payment, virtual card, virtual purse, shopping websites) has been tested. In this context, 385
data that have been obtained via Google Formsurvey portal in online survey format by using Likert scale and open-ended
questions through the link shared on social networks, (Twitter, LinkedIn) where there are few studies with Turkish
consumers, have been analyzed in Google Form and SPSS programmes (Anova, Regression). At the end of the analysis,
meaningful relations have been found between the variables offear (general fear of the virus and fear of activity), the use of
social media (instagram, twitter etc.), and the use of digital platform. According to the results of the research, it was
concluded that the more consumers' fear Covid-19 increased, the more the rate of digital channel usage (online banking,
online payment, virtual card, online shopping) and social media usage increased.

Keywords: Covid-19, Coronavirus, Pandemic, Customer Behavior, Fear, Digital Channel, Social Media
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INTRODUCTION

Humankind, throughout history, has experienced global epidemics, disasters and crises.
Humanity has had to reshape his politics, production, consumption, the reasons and ways of his
working, his beliefs and values due to global epidemics, disasters and crisis he has gone through
(Sneath, Lacey, & Kennett-Hensel, 2009). This wave of change has naturally reflected on behaviours
and habits and it will be continuing to do so. The devastating and constructive (in terms of innovation)
effects of epidemics and disasters appear in behaviours by means of mirroring. Attitudes and
behaviours expose to deviationsunder the influence of crisis or malfunctions and therefore, they cause
deep social changes in the long term. The black death leaded the Enlightenment in Europe by ending
feudalism and slavery in the fourteenth century; the Second World War paved the way for women for
their entering into work-life; the terrorist attacks of 9/11 caused high-level screening and surveillance
and 2003 SARS epidemia directed people into e-trade (Reeves, 2020). This case has been continuing
from past to today and it is seen that the Covid-19 pandemic that has been world-wide affective since
December 2019, has initiated similar winds of global change, too and also that this process will
continue.

The general assumption is that the deep influence Covid-19 has created on consumers’
behaviours, will continue to show up not only during the process but also after the process (Sneath,
Lacey and Kennett-Hensel 2009, Larson and Shin 2018). Among various foresights, one prevails that
the pandemia, in the new-normal, will develop new generation consumer behaviours and marketing
activities in order to prioritize well-being and health of the public and by this way, it will leave deep
socio-psychological and socio-economic traces (Fortin ve Uncles, 2011).

The new Covid-19 virus is a RNA virus that belongs to the Coronaviridae-Nidovirales family.
Caused by the virus, the Covid-19 disease is accepted as one of the biggest pandemics (global
epidemics) in world history that governments have globally struggled against at individual and social
levels (WHO, 2020a). While Covid-19 is affecting people’s healths on one side, it is considerably
affecting people’s education, politics, way of thinking and interacting and consumption habits on the
other side. This process has forced consumers and trademarks to decide on what role they need to play
and also forced them to quickly put their decisons into practice in this time of uncertainty by
introducing them a new culture named ‘Pandemic Culture’. It seems that the process will continue to
keep them forcing. Researches point out that during the pandemic, both consumers in developing
markets and customers in the same segment in mature markets have been affected differently and that
there are only few researches related to Turkey (Ekici, 2020:101-103; Ekinci ve Akyilmaz; 2020:89;
Morgan, 2020). This study has been put forward in order to contribute to the lack of information in
this field and to determine to what extent consumer habits have changed or not during the pandemic.

Taking the differences that have emerged as a result of the Covid-19 pandemic into consideration, this
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study has aimed to measure the effects and changes on consumer behaviours in the transition period
from theold normal to the new world order. The research to be conducted in Turkey gives importance
to the pioneering work of the first detailed studies.

When the pandemic is thought in perspective of companies, it seems probable that ‘marketing
strategies’, which is the same as what ‘life support units’ mean in hospitals, will let ‘Heroes and
Zeroes ’come out, which have stood by consumers in the economic pandemic war during the Covid-19
process ( Fish, 2020). It is thought that there are two inevitably possible results, one being that
‘Zeroes’ will lose their lives or they will struggle to survive in a way and the second being that
‘Heroes’ will maintain their lives with more power.

1. LITERATURE

The wind of Covid-19 pandemic that has affected the world by economically (Dineri & Ciitgii,
2020) also took hold of consumer behaviours. When this effect is evaluated in terms of the market and
the consumer, it has reduced the predictability in demand and activities on the way to uncertainty as it
makes adaptation difficult (Celik & Mazlum, 2017). Among consumer behaviours expected during
and after the process there are emergence of new habits, disappearing of some of them, return of some
of them and modification of some of them. ‘According to consumer universal principle, if a
compulsory need is abondoned, that need comes back to life as a hobby or an entertainment (hunting,
fishing, making bread, cooking etc) (Sheth, 2020).

Covid-19 has been causing differences on consumer behaviours and it has been making way
for influence and changes at every segment level. Every nine consumers out of ten think the pandemic
will affect all countries greatly and deeply (GWI, 2020:7). In a research that was carried out in
Harvard Business School in March, 2020 among 12000 consumers in twelve countries involving
Brazil, South Africa, Italy, France, England, Germany, South Korea, Canada, China, the USA, Japan
and India, %33 of the consumers stated that they punished trademarks, which didn’t reply to
consumers as needed, %65 of them stated that they would change their post-pandemic buying habits
according to the reactions that trademarks would give against the crisis, and %71 of them stated that
they would remove trademarks prioritizing their profit margin more than human during the pandemic
out of their life forever. Additionally, while%90 of the consumers emphasized that they believed
trademarks should consider and endure financial loses in order to protect social prosperity and health
%35 of them emphasized that they started to use a new trademark as a result of marketing activities
(Avery ve Edelman, 2020). Findings of the research show that the process during the Covid-19
pandemic is not very different from the ones that humankind has seen before and theyalso show that

reflections of changes and shifts reasoned by pandemics and crisis on consumer attitudes and
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behaviours still continue. People, in panic, turn towards health and healthy products by delaying their
buying habits like clothing, household goods, luxurious products and holiday (GWI, 2020:8).

In a research carried out by BCG among 14473 consumers in 11 countries (France, Germany,
Italy, the USA, Brazil, China, India, Indonesia, the Philippines, Russia and Thailand), it has been
found out that consumers at the same segment level in both developed and developing markets are
affected at different amount, rate and forms in terms of thinking, understanding, ways of work and
behaviour. In developing countries, a sharp increase has been observed mostly at health products,
personal care, packaged good, household goods and fresh food. In both markets, an increase in
purchase of fresh good, protective care, household goods; and leaving purchases of travel and
luxurious products on hold, have been observed (Bharadwaj vd., 2020). In a research carried out again
by Koslow and his friends on the side of Asia Pacific, it has been determined that while consumers
generally avoid travel, decoration and automotive, clothing, food shopping outside, free time
activities, public places and flights, they create incerase in online shopping, clothing, cosmetics, fresh
and frozen food (Koslow vd., 2020Db).

Market consumers in developing Brazil, China, India, Indonesia, plan to incrase their post-
pandemic spendings more than their equivalents in developed markets such as France, Germany, ltaly
and the USA. While more consumers aim to reduce their spendings in developed markets, develeoping
markets aim to increase their spendings. In a different saying, it has been found out that consumers in
developing markets plan to spend more and they are more optimistic about the future of economy
when compared with the ones in developed markets. Participants mosty worry about being infected by
the virus, recession in economy, incrase in prices, environmental cleaning and personal security.
(Bharadwaj vd., 2020).

In a research carried out in Asia Pacific again by Koslow and his friends, it is emphasized that
consumers in Australia, Japan and India have changed their daily lives ( between %73 and %85).
While Japan is the top-ranked country in believing that the worst days of coronavirus have not been
lived yet, China, in comfort of being the first to have been infected, is ranked the last (%26) among
those who believe that they are in recovery process and the worst days of the virus has not been lived
yet (Koslow vd., 2020b).

It is seen that people are in fear in many countries. The study carried out by a team of fourteen
in Harvard Business School among more than 110.000 online users in 175 countries at the end of
March and beginning of April, supports the findings of Bharadwaj and his friends (2020), and Koslow
and his friends (2020b). In the study, it has been observed that citizens and governments believe that
they haven’t fulfilled things to be done against the virus and as a negative result of these attitudes and

behaviours, there is an increasing level of fear and depression that participants have (Fetzer vd., 2020).
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It has been detected that increasing fears have reflected on consumer behaviour irrationally
and emotionally and surpassed other fundamental needs. For instance, in a survey made among 1088
peoplein May in the USA, it has been revealed that while fear of being infected and economic effect
and anxiety are ranked as first and second among primary concerns, fear of being unable to see family
and friends is ranked third among primary concerns. By this way, it has been determined that the
concern of being unable to see family and friends has surpassed the concerns of meeting fundamental
and other needs, not receiving education, delay of plans and negative influence on the occupation.
(Numerator Intelligence, 2020b). Consumers in Australia have equally added nonbasic purchases to
their basic purchases in online shopping. It has been seen for the first time that nonbasic needs entered
to the list of the first best twelve in online buyings together with basic needs. (Koslow vd., 2020Db).

These results support punic buying that Paul Marsden mentions and also that people act
irrationally with survival instincts due to fear at the times of crises and their reptile brains are
dominant in buying habits as it happens in other times of making decision (Xiao, Zhang & Zhang,
2020).

Together with this, it has been found out that only in March in the USA, nine consumers out of
ten changed their consuming and buying habits in order to fulfill the natural requirements of a
pandemic, which are self-isolation and protection. In addition, for the last six months, the rate of
online order have reached to %8 for the first time and the rate of those doing online shopping for the
first time has reached to %5 (Numerator Intelligence, 2020a). In the study carried out among 1088
consumers in May, the bahaviours of online shopping, stockpiling and eating out have been on the rise
and the study also showed that the rate of those who ordered online, reached %211 for the first time in
the last six months and the number of the those who used click and collect and stated they used online
market service, reached 10,3 million houshold while this number reached to %39 at age group of 60
and over it. Corresponding with change of consumers’ interests and field of concerns, half of
consumers stated that almost all of the advertisements they saw was related with Covid-19.
(Numerator Intelligence, 2020b; Redman, 2020). It is seen that changes in the new world have
reflected to pop-ups and also they continue to attract new users by orientating new conditions.

In England, compared with the last year, while there has been increase in house renovation
(+%6), technological needs (+%48), online green grocery service +%136, and insurance +%13, there
has been decreases in woman clothing -%65, property buying and renting -%33. Similarly, in France,
retail business has showed +%15-20 growth and in lItaly, e-trade growed by +%170 (Numerator
Intelligence 2020a, 2020b; GWI, 2020).

It has been determined that there has been an extraordinary increase in online shopping in

Turkey like in other countries and that bread machine has been the best-selling product while travel
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products like luggage have been the least-seller and also products of hygiene have been among the
mostly-bought categories. It is probable that tactile marketing, which is expected to face decrease,
might lose its position to sensory marketing in luxury consumption (Isin, 2020a). It is seen thatthe
most negatively affected sectors are airways, tourism and automotive products (Isin, 2020b). In a
study that was carried out by Baskent University in May, 2020, it has been found out that demand for
domestic products has been on the rise, which is more performed by women rather than men. In the
study, this significant increase in demand of domestic products, like in all countries, is based upon the
reasons of difficulties in supply chain and lowering of international trade the level of zero (Isin,
2020c).

Koslow and his friends, in another study that they carried out in April 2020, found that there
are similar attitude and behaviour patterns between different generation and age groups in key aspects
together with consumer behaviour changes. It has been revealed that calm life, which generation X is
accustomed to, has been interrupted by little children at home, and millennium generation (generation
Y) has been isolating themselves from integrative activities and finally generation Z has been going
through a period, in which they feel worried about financial conditions and their future expectations.
While mature generations feel more confident in terms of their personal financial security and power
of their savings and therefore behaving sufficiently and optimistically, young people in Z and
millennium generations exhibit positive attitudes regarding that economic outlook will change for the
better and by this way they will be able to return to their usual spending habits quickly after the
pandemic. While this differentiation causes elderly generations to maintain their usual spending, it
causes generations Y and Z to wait for spending and make plans to stay balanced, however; this
phenomenon is not seen in the same way in developing countries. (Koslow vd., 2020a).

The level of anxiety of consumers regarding the global situation is higher than it seems for
national cases, and together with this, while optimism has been increasing China, New Zealand,
Australia, Germany and South Africa; it has been decreasing in France, ltaly, Singapore and Spain
(GWI, 20207). When the grandscheme of things in the whole world during Covid-19 is considered,
consumers generally tend to exhibit fast and different changes between the country and demanded
product related with purchase habits and consumption patterns. In this perspective, companies need to
closely follow these changes in order that they can balance their market demands and budgets and also

that they can create new working fields during the Covid-19 crisis period (Bland vd., 2020).

1.1. COVID-19 (CORONAVIRUS(Coronaviridae) DISEASE-2019)
Coronaviruses being the main pathogenics of respiratory pandemics that involve a single

RNA, are known as viruses, which cause the symptoms of the diseases of Sharp Acute Respiratory
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Tract (SARS-CoV) and Middle East Respiratory Tract (MERS-CoV). Showing the symptoms of
temprerature, cough, dyspnea and difficulty in breathing, pulmonary infection etc, the Covid-19 was
identified in Wuhan city of China for the first time as a new virus that is related to the same virus
family as sharp acute respiratory tract sendrome (SARS) and some types of common cold. It was
temporarily named as 2019-nCoV when it first appeared. International emergency case announcement
was made by the WHO on January 30, 2020 and it was identified as a new coronavirus on the date of
February 11, 2020 causing the declaration of it as pandemic and it has affected more than 150
countries (WHO, 2020a).

It has been the third time in the last 30 years that the coronavirus family has confronted the
world with pathogens that cause pandemicin the names of SARS-CoV, MERS-CoV and Covid-19.
Previously, the family was reported as Sharp Acute Respiratory Sendrome (SARS-CoV) in November,
2002 in China and later,the cases of MERS-CoV were reported after September 2012 in 27 countries.
(WHO, 2020b, 2020c).

At the date period this study has been going on, as of June 25, 2020, nearly half a million
(485.615) people died, 5.197.927 people were saved and totally 9.557.571 cases of Covid-19 were
confirmed (Worldometer, 2020). Almost half of these cases are the ones that were diagnosed in the
USA (the USA 4,279,854; Europe 2,527,618; the Eastern Mediterranean 897,403; Southeast Asia
580,533; the Western Pacific 204,860) (WHO, 2020d). During the three months before the date June
21, 2020, the total number of cases diagnosed in Turkey was announced as 185,200 and the death toll
as 4,900 (WHO, 2020e). When the daily statistics are considered, it does not seem possible for a
pandemic taking place on such a large scale like Covid-19 that it will leave demographic socio-cultural
features and consumption habits together with people’s health unaffected. In order to develop new
generation marketing strategies for the well-being of society in the new normal, it is essential that
possible financial loses beendured, the waving in online buying habits be examined and consumer
habits be analysed very carefully.

1. 2. THE INFLUENCE OF THE COVID-19 PANDEMIC CULTURE ON

CONSUMER HABITS

It is seen that consumer behaviours are usually located at the focus point of marketing research
and the influence of many other factors (demographic characteristics, risk, anxiety, quality etc.) are
also examined (Peels et al.. 2009, Ekinci ve Aytekin 2012, Foroughi et al., 2013). It is accepted that
the factors affect consumer behaviours at the rate of %5 at conscious level and % 95 at the
subconscious level, which comes to mean that humankind has an emotinal mechanism that gives
decisions with his primitive brain (reptile). Therefore, it may be thought as a usual process that sudden

physical and emotinal actions triggering the reveal of these factors will create the same affect.
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Consumers react crises in panic and instinctivelyin different ways. They behave irrationally and
emotionally with survival instinct. With a similar affect, the Covid-19 process fundamentally changes
the habits of thinking, behaving and consuming. While these reactions are said to be behaviors that are
revealed by fear of missing out and bandwagon (follow the crowd) effect (Genc, 2020), they are
identified as ‘Panic buying’ by Paul Marsden, who is a consumer psychologist at the University of
Aurts.

Panic buying is identified as the buying act to meet three main psychologic needs: autonomy
(the feeling of everythings is under control), being helpful (the feeling of being helpful for family) and
the feeling of competence ( comparing with others, being a smart consumer) (Meyer,2020). Depending
on these need, consumers develop new and different habits about what amount, when and where they
will consume products (Sheth,2020). Large spikes in demand for storable goods like toilet paper craze,
unusually high demand for Essentials like bread have been observed between consumer ( Lufkin,
2020).

1.2.1. The Covid-19 Fear of Consumers, Their Use Of Digital Channel and Social Media

Consumer behaviour is among the phenomenon topics of market research. Many different
studies that help in explaining consumer behaviour are based upon different reasons, and hedonic,
pragmatic and emotinal reasons lie behind consumption behaviour (Leverin & Liljander, 2006; Yu &
Bastin, 2010, Addo et al., 2020:473). Especially when consumers reach the peak in feelings of missing
opportunities, deprivation and famine at the times of disasters and pandemics, this causes changes on
attitudes and behaviours of society revealing psychological and physiological needs (Arafat et al,
2020). The principle of famine that reaches the peak during the times of disaster n something increand
pandemic, drives consumers into more action. Especially fear triggers panic behavior. While general
desires to obtaiase when it is in short amount or limited, this case simultaneously motivates even the
uninterested people so much as to act, and also it makes limited one look more valuable and the idea
of potential lost plays a greater role in deciding. With a different saying, the feeling of losing
something and fear motivates people more than the feeling of winning something. The reasons of this
motivation are explained by that people don’t want to lose when they take risks and also that rarity
turn into strong emotions by its being perceived as an indicator of quality. This universal principle is
accepted valid for human bevahiour spectrum from mate selection (It is named as Romeo and Juliet
Effect), to negotiation tactics and marketing ( Lidwel et al., 2006, Cialdini, 2006; Mehra, 2020).

1.2.1.1. Fear (Fear of Activity, General Fear of The Virus)

Fear is known as an emotion that promotes buying behavior. The Fear Appeal theory contains
fearful persuasive messages that marketing professionals use very well. One of the responsible factors
of panic buying is fear (Arafat, et al, 2020) and fear is known as a the key and panic buying is the

therapy (Mehra, 2020). Basically, fear includes two types of behavior as "danger control” and "fear
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control". However, in the Covid-19 period, it is seen that "danger control" in the form of avoiding and
dealing with danger is valid. Emotional reactions for "fear control" are not yet possible, as Covid-19
has no cure yet. Therefore, the most reasonable response to avoid this epidemic wind (Addo et al.,
2020) can be considered as "Fear of activity" and "Fear of the Virus".According to the limited access
principle, people can not take analytical decisions due to panic when they can not reach something or
have limited access to it. People have difficulty in controlling their emotions when threatened by
opportunities and freedoms and while they want to try and have this material more than usual, they
head for hedonic and pragmatic rush buying at the same time, which is triggered by panic and fear;
therefore causing irrational consumptions (Cialdini, 2015;Sneath, Lacey, & Kennett-Hensel, 2009). It
is seen that consumers buy utilitarian products at high levels (Forbes, 2016). This can be examplified
by toilet paper, dry food, water madness in the Covid-19 pandemic process.

While consumer behaviours are usually predictable and modelable behaviours, they may
change depending on social events (income, moving etc.), technology (smart phone, internet, e-trade),
prohibitions and regulations, and temporary natural disasters such as earthquakes, tsunamis,
whirlwinds and pandemics (Sheth, 2020). Similarly;“uncertainty’ and ‘fear’ that is triggered by
survival urge, lie behind the factor motivating consumers during the Covid-19 pandemic process
(Witte & Allen, 2000; Addo et al,.,2020:473). Kahneman, who received Nobel 2002 Economy
Reward, tried to explain in ‘Theory of Uncertainty’ that decisions made under uncertainty are not
rational so letting intitution and prejudice get involved (Kahneman ve Tversky, 2002). In the
researches carried out during the Covid-19 pandemic process, the third rank of the concern of being
unable to see family and friends among primary concerns, which gets ahead of the concern of meeting
fundamental and other needs, give support to this irrational decision making theory (Numerator
Intelligence, 2020b).

Consumption fields, in which uncertainty, changefulness, loss of balance and fear have been
experienced related to the Covid-19 pandemic, can be named as dry food, medical products, mask,
cleaning and disinfection products, digital techonologies etc. Together with this, it is seen that people
delay their buying behaviours such as clothing, household appliances, luxurious materials and holiday
by prioritizing health and healthy products due to the mode of fear and panic (GWI, 2020:8; Isin,
2020a). It has also been observed in this process that the fear of being infected, resession, increase in
prices, environment cleaning and personal security issues make consumers worried (GWI, 2020:8;
Isin, 2020a), and that the levels of fear and depression have increased (GWI, 2020:8; Isin, 2020a).

In this study, the relation between the pandemic of Covid-19 and fear ( fear of activity, general
fear of the virus) has been tested. Regarding this, the first hypothesis of the study:

H1: There is a relation the Covid-19 pandemic and fear.
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HZla: There is a relation between the Covid-19 pandemic and fear of activity

H1b: There is a relation between the Covid-19 pandemic and general fear of the virus.

1.2.1.2. The Use of Digital Channel ( Online Banking, Online Payment, Virtual Card
andetc., Online Shopping)

Studies show that consumer behavior changes suddenly after a large-scale disaster and this
change has a long-term effect (Forbes, 2016). According to the consumer universal principle, it is
known that when people give up on a compulsory need, it comes back to life as a need, hobby or an
instrument of entertainment or it is modified. It is seen during the Covid-19 pandemic process that
such a need, which has been renewed or modified, is ‘the use of digital channel (online banking,
online payment, virtual card and etc., online shopping)’. That non-compulsory needs have entered to
the list of thefirst best twelve in digital buying categories for the first time together with compulsory
products supports that the use of digital channel has been modified (Koslow vd., 2020b). Intensive
need for online shopping and digital channels, which bring the store to customers that can not go to the
store, is found very attractive (Sheth, 2020, Koslow vd., 2020b). According to GlobalWeblIndex, the
use of digital channel has been increased by e-trade and online shopping behaviours, and also
duration, variety and amount of consumption has changed, causing increased online traffic. It is seen
that there is positive growth in the sectors that are related with home and living areas while some
sectors are affected negatively. For instance, e-trade per week has grown %52 and sales in
entertaintment, game, TV, film, music and boks has increased %70 (Pica, 2020). In the USA, the
behaviour of consuming and buying changed %90 during March and it is seen for the first time that
the rate of the number of online shoppers has reached to %5 (Numerator Intelligence, 2020a) while
this rate has reached to %39 for over 60 age group (Numerator Intelligence, 2020b). It has been
determined that online green grocery service in England has increased +%136, e-trade in Italy has
increased +%170 and online shopping in Turkey has had an extraordinary growth (Isin, 2020a).

In this study, the relation between the Covid-19 pandemic and the use of digital channel has
been tested. Regarding this, the second hypothesis of the study is:

H2: There is a relation between the fear of Covid-19 and the use of social media.

1.2.1.3. The Use of Social Media (The Use of Social Media, Reading Online News, Online
Film, Video Payments)

It is seen that one of the fields that has been renewed and modified during the Covid-19
pandemic process has been the use of social media. According to GlobalWeblIndex, it has been
determined that four out of ten consumers has been reading the news more often; according to Axios,
the news of Covid-19 consists of %15 of the web traffic (Pica, 2020) and there is a %72 part of society

using the social media as a source of information (Bhagavathula, 2020). Incrase in use of social media
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like new social platforms, chatbooks, Facebook, WhatsApp, Telegram, Twitter, Instagram, Youtube
and Zoom may prove this.

The quarantine period that Covid-19 has brought, cause setbacks in production and
consumption and also it introduces the world with ‘Pandemic Culture’ together with a lot of
constructive and destructive changes such as new problem scanning and solving techniques, data
analysis, the bold lines’ losing their sharpness at home-work, improvisation ways, more attractiveness
of virtual reality for consumers, many regulations in public areas (Sheth, 2020).

In this study, the relation between the Covid-19 pandemic and the use of social media has
been tested. Regarding this, the third hypothesis of the study:

H3: There is a relation between Covid-19 and the use of social media.

1.3. DEMOGRAPHICS CHARECTERISTICS EFFECTS ON USE OF SOCIAL
MEDIA, USE OF DIGITAL CHANNEL AND FEAR OF CONSUMERS’

Demographics charecteristics have been one of the top issue during Covid-19 at the center of

marketing researches and disrupted the consumer behavior. (Shet, 2020) Demographics as age
(Harvey et al., 2001; Kotler & Armstrong, 2018); gender (;Blanchard et al., 2009; Aytekin & Ekinci,

2013); education level (Rasmussen et al. (2006); income (Kotler & Armstrong, 2018) influence
customer behavior. Covid-19 covers a wider range of crises than just a health system crisis a since
Covid-19 appears it has redefine consumers' habits, priorities, income and needs (Loxton, 2020: 17).
During Covid- studies conducted in remote parts of the world (USA, Iraque..) have shown that
people's use of digital channels and their fears vary according to age, gender, age and education level.
This situation has been found to be more effective through digital channels. It was seen how the
pandemic e-commerce, use digital channel and took shape forever. Ecommerce grew 40% in the USA
alone, faster than last two decades (Ahmad et al., 2020). Numbers of online shoppers increased and
was seperated to their income.71% of high-income workers, 68% of middle-income workers, and 65%
of low-income workers began to anticipate more online shopping in the future (Salesforce, 2020)
Consumers after Covid-19, especially Gen Z and Millennials (Y), emphasized that they do not
want to return to store shopping and will continue online shopping through digital channels (Digital
Commerce Report; 2020a). on the other hand the number of social media users increased by 3.3% this
year, 2020. 12% of social media users between the ages of 16-64 stated that they spent more time on
social media. The majority of the increase in the number of social media users has been caused by the
age of 35 and over. Digital channel usage and online shopping increased to 36% compared to the pre-
pandemic 64% preferred mobile and contactless delivery payment channels. It also used the digital
channel of the consumers. (Lavis &Toney, 2020). As the seen consumer behavior was during Covid-

19 effected by demographics.
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In this study, the relation between the Covid-19 pandemic and the use of social media has
been tested. Regarding this, the third hypothesis of the study

H4a: The use of digital channel differs according to gender variable

H4b: The use of digital channel differs according to income variable

H4c: The use of digital channel doesn’t differ according to education variable.

H4d: The use of digital channel differs according to age

H5: The use of social media differs according to demographic variables

H5a: The use of social media differs according to gender variable

H5Db: The use of social media differs according to income variable

H5c: The use of social media differs according to education variable

H5d: The use of social media differs according to age

H6: The fear of Covid-19 differs according to demographic variables

H6a: General fear of the virus differs according to gender variable

H6b: General fear of the virus differs according to income variable

H6c: General fear of the virus differs according to education

H6d: General fear of the virus differs according to age

Ho6e: The fear of activity differs according to gender variable

H6f: Fear of activity differs according to income variable

H6g: Fear of activity differs according to education variable

H6h: Fear of activity differs according to age variable

2. SUBJECTS AND METHODS

The aim of this study is to present the influence of the fear of Covid-19 (general fear of the
virus and fear of activity) on the use of social media (instagram, twitter etc.) and the use of digital
channel (online banking, online payment, virtual card, shopping websites) after Covid-19 that has
affected the whole world, was first seen in Turkey on March 10, 2020, and also to test the relation
among the related variables.

a. Study Design And Population

In the study, a survey technique of 5-Point Likert Scale in form of open-ended and multiple
choice questions has been used as a method of data collection. Turkey’s population has been taken
into consideration in the study. The population of Turkey (83.154.997) has been accepted as
population and address-based population registration information in accordance with the TUIK (2020)
has been used.

b. Study Tool
This study has been carried out at the 3rd month of the first Covid-19 case in Turkey in May

2020 by using questionnaire tecnique on consumers. The questions have been addressed through a link

European Journal of Managerial Research Dergisi / Cilt 4/ Say1 7/ 214 — 245




European Journal of Managerial Research Dergisi 227

shared on social networks (Twitter, LinkedIn) as online form by way of Google Form survey portal.
The online survey questions that has been used to measure variables, have been formed by inspiring
from the websites of two world-wide famous research companies named BCG ( Boston Consultant
Group) and McKinsey&Company and also from the reports and shares on social networks (LinkedIn,
Twitter). The study consists of five parts: the fear of Covid-19 (general fear of the virus and fear of
activity), the use of social media (instagram, twitter etc.), the use of digital channel (online banking,
online payment, visual card, online shopping websites), demographic data and open ended questions.
The subject of this study is limited with the research subject. The average of data collection is 5- Point
Likert Scale in this study. SPSS 26 for Windows and Google Form have been used to measure
variations.
c. Validation

The results showed adequate internal consistency reliability (with cronbach’s alpha = 0.81 and

the intra-class correlation coefficient was 0.97).
d.  Data Collection And Sampling

The Survey System calculator has been used for the calculation of sample size in order to
receive valid results that are able to represent the population of 83.154.997 (TUIK, 2020) enough and
also in order to calculate sample size and confidence interval (margin of error). While calculating
sample size over the system by using %50 as the worst case percentage, it has been discovered that the
confidence interval should be %5, confidence level should be %95, the number of necessary sample
should be 384 for the population When the number of participants reached to 384, the online survey
portal was closed (The Survey System-Creative Research Systems, 2020). Within this frame, 385 data
that is worth analyzing has been obtained from the study and it has been preaccepted that the sample
will represent the population.

3. DATA ANALYSIS AND STUDY FINDINGS

In this study, SPSS 26 for Windows and Google Form have been used in order to measure and
analyze variations. Regarding this, sample characteristics have been tested by frequency tables,
hypothesis and factor analysis and later, regression analysis confidence test has been done. According
to the findings, the demographic characteristics of the sample group are shown in Table 3.1.

Tablo 3.1. Demographics

Age Frequency Percent Cumulative Percent
18-25( Generation Z) 281 73 73

26-40 (Generation Y) 84 21,8 94,8

41-54 (Generation X) 17 4.4 99,2

55+ Baby Boomers 3 8 100

Total 385 100

Gender Frequency Percent Cumulative Percent
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Male 156 40,5 40,5
Female 229 59,5 100,0

Total 385 100

Education Level Frequency Percent Cumulative Percent
Graduate of High School or below 74 19,2 19,2
University student 194 50,4 69,6
Associate degree 29 7,5 77,1
Bachelor’s degree 63 16,4 93,5

Master degree 18 4,7 98,2

PhD degree 7 1,8 100

Total 385 100

Family Income Frequency Percent Cumulative Percent
No income at all 49 12,7 12,7161

2500 TL or below 161 41,8 54,5
25001-5000 TL 66 17,1 71,7
5001-7500 TL 59 15,3 87,0
7501-10000 TL 21 55 92,5
100001 TL and over+ 29 7,5 100

Total 385 100

It is seen that the participants in the study are mostly those who are in age groups between18-

25 in generation Z (%73), women (%59,5), university student (%50,4) and also those who have

2500TL or below (%41,8) as montly household income.

Simultaneous factor analysis has been made for all the scales used in the study. As it can be

seen in the Table 3.2., factor weigths have resulted in mostly high values and varaibles have been

burdened to 3 factors.

Table. 3.2. Results of Factor Analysis

The

Use of

Digital Channel

The Use of
Social Media

Fear

The use of digital channel 1=Yes 2=No

18. Have you ever done shopping through digital/online (web, application)
channels before the Covid-19 pandemic?

1569

1= T’ve never used, 2=I used for few times, 3=Never changed, 4=I"ve used,
5=I"ve used a lot

19.A. How often did you use digital/online channels (web, applications) in
online websites (gittigidiyor etc.) in the last 8 weeks?

872

19.B. How often did you use digital/online (web, applications etc.) channels in
applications (web applications, applications)in the last 8 weeks?

,855

19.C.How often did you use digital/online (web, appllications etc.) channels in
buying and selling in the last 8 weeks?

,889

1=it will decrease a lot 2=it will decrease, 3=it will remain the same, 4= it will
increase, 5= it will increase a lot

21. How will the rate of your use of digital (online) channels change on your
shoppings in the forthcoming process?

E.Vehicle/Automobile

,829

F.Off licence products and tobacco products

,834
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G.Luxury/Fashion ,882

H. Games and toys ,794

I. Games of chance ,864

K.Travel ,863

L.Buying a house and renting, loans ,896

Vitamins, minerals and herbal food supplements ,886

N.Mass transportation 847

O.Public services ,802

P.Holiday and entertainment ,869

S.House furniture and decoration ,880

The use of social media 1=It has increased a lot 2= It has increased, 3=It hasn’t
changed, 4=It has decreased, 5= It has decreased a lot

23A. How did your habit ofreading news online change during the Covid-19

pandemic process? ,680

23B. How did your habit of playing online gameschange? during the Covid-19

pandemic process? 831

23C.How did your habit of online film, video paymentschange during the

Covid-19 pandemic process? 799

23D. How did your social media usage habit change during the Covid-19

pandemic process? 794

Fear 1=Definitely Disagree 2= Disagree, 3=Indecisive, 4= Agree, 5= Definitely
Agree

General fear of the virus

2. | am afraid of getting infected with Covid-19 most. 518

4. The world is under a serious danger due to the pandemic of Covid-19. 733

5. | try to keep myself away from crowded places as much as possible due to

the pandemic of Covid-19? 142

6. The Covid-19 pandemic caused me to change my daily life. 781

9. I don’t have a plan about my future shoppings yet. 562

10.There is an economic recession ahead for the world. 560

The Fear of Activity

K12. Do you hesitate to do the daily activities below?

A.Travelling abroad ,905

B.Domestic flight 911

C.Voyage 924

D.Travel by Bus, Tram car or train 901

E.Staying at a hotel ,916

F.Taking a taxi 896

G.Going to a restaurant ,862

H.Visiting shopping stores 862

M.Going to entartainment places 810

Total VVariance Explained: % 70,533 Varimax Method: Main Components Analysis, Rotation Method : Varimax Rotation
(KMO)
This shows that the survey questions that have been used to evaluate variations, involve

conceptual integrity and variables have been placed correctly. Only two questions that have been taken
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out of the analysis regarding the use of digital channel, the use of social media and fear have not been
added to each related.

Table 3.3. Reliability Correlation, Mean, Standard Deviation and Correlation Analysis

Alpha Mean S.Dev. Use of digital channel Use of social media Fear
Use of Digital Channel 0,832 2,7092 0,75068 1
Use of Social Media 0,801 3,713 2,984 ,886 1
Fear 974 3,978 10,915 ,895 ,916 1

In Table 3.3, reliability of study variables (alfa values), mean, standart deviation and results of
correlation analysis are shown. As it can be seen from the table, Cronbach alfa values are high.
According to correlation analysis results, there is a meaningful relation at the level of %1 between the
variables of the use of digital channel, the use of social media and fear.

Tablo 3. 4. Regression Analysis Results for Covid-19

Independent Variables Standardized Coefficients Beta(B) Sig. (p)
Use of Digital Channel 0,284 0,000
Use of Social Media 3,779 0,000
Fear 0,551 0,000

F:0,369 R2 0,970 Adjusted R% 0,969 p: 0,000 Std. Error of the Estimate: 0,13210 Durbin-Watson: 1,966

In this study, the regration analysis of a relation between the fear of Covid-19, the use of
digital channel and the use of social media has been given. At the end of the analysis, these values
have been found:p> 0,05, F value 0,369, adjusted R-squared value 0,969. The model explains %96,9
of the fear of Covid-19, the use of digital channel and the use of social media. As it can be seen in
Table 3.4, there is a meaningful relation at the level of %1 betwen the Fear of Covid-19, the Use of
Digital Channel and the Use of Social Media. Therefore, the hypotheses beloware supported by the
results of the research:*“H1: There is a relation between the Covid-19 pandemic and fear.”’, ‘“Hla:
There is a relation between the Covid-19 pandemic and fear of activity’’, ‘“H1b: There is a relation
between the Covid-19 pandemic and general fear of the virus’’, ‘“H2: There is a relationbetween the
fear of Covid-19 and the use of digital channel’’, ‘“H3: There is a relation between the fear of Covid-
19 and the use of social media’’. As these results show, the more Covid-19 fear consumers have, the
more they use digital channel (online banking, online payment, visual card, virtual purse, online

shopping) and social media.
3.2. T-TEST

In Table 3.5. the use of digital channels of the female and male consumers in the research

mean, standart deviation and results of T-Test analysis are shown.
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Table 3.5. T-Test

Use of digital channels
N Mean Std. Dev. df t Sig.
Female 229 2,8361 ,62006 383 1,065 ,288
Male 156 2,8104 57334 349,542 1,068 ,286
Use of social media
Female 229 3,9159 , 74286 383 -,2,104 0.036
Male 156 4,0721 , 74325 332,923 -2,101 '
General fear of virus
Female 229 4,0445 ,79431 383 5,739 0.00
Male 156 3,5030 1,02483 276,355 5,487 '
Fear of activity
Female 229 4,0194 1,05170 383 5,137 0.00
Male 156 3,3953 1,33556 279,682 4,914 '

The use of digital channels of the female and male consumers in the research (for the
shoppings ofvehicle/automobile, off licence products and tobacco products, luxury/fashion, games and
toys, games of chance, travel, house buying and renting, loans, vitamins, minerals and herbal food
supplements, mass transportation, public services, holiday and entertainment, house furniture and
decoration) hasn’t shown statistical differentiation. While the mean value of this variable is found
close (indifferent) to, the means of women, in turn, are 2,8361 and 2,8104. Thoughts on the use of
digital channels in the research, are statistically the same for men and women. There is no difference
between men and women for the use of digital channel in the study. The both groups perform similarly
in using digital channels at their buyings of vehicle/automobile, off licence products and tobacco
products, luxury/fashion, games and toys, games of chance, travel, house buying and renting, loans,
vitamins, minerals and herbal food supplements, mass transportation, public services, holiday and
entertainment, house furniture and decoration.

On the other hand, when it comes to the use of social media (social media usage, reading news
online, online film, video payments), there is a statistical difference between the female and male
participants in the study. It is seen that men use social media more and also the mean of the men
(4,0721) is higher than that of the women (3,9159). The men and women taking place in the study
show statistical difference on the general fear of the virus. The mean values of this variable, in turn,
are 3,5030 for men and 4,0445 for women. Therefore, general fear of the virus that is felt by the
women is more than that of the men. The fear of activity that the men and women have (travelling
abroad, domestic flight, voyage, travel by bus, tram car or train, staying at a hotel, taking a taxi, going
to a restaurant, visiting shopping stores, online shopping) is statistically different. The women’s fear of
activity is generally greater than that of the men. It is seen that the mean of the men’s fear of activity

(3,3953) is less than that of the women (4,0194).Therefore;
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H4a:The hypothesis ‘“The use of digital channel differs according to gender variable’” has
been rejected. The hypoyheses that have been accepted are: H5: The use of social media differs
according to demographic variables, H5a: The use of social media differs according to gender
variable, H6: The fear of Covid-19 differs according to demographic variables, H6a: General fear of

the virus differs according to gender variable, H6e: The fear of activity differs according to gender

variable.
Table 3.6. F-Test of Use of Digital Channels
df Mean Sq. Levene Sig. F Sig.
Between Groups 5 ,948
Education Level Within Groups 379 ,353 0,67 2,683 ,021
Total 385
Between Groups 3 3,214
Age Within Groups 381 ,364 ,229 2,588 ,023
Total 384
Family Income Level Between Groups 5 1,011 1,973 1,092 ,082

As it can be seen in Table 3.6, there is a statistical difference between educational status and
age groups of the participantson the use of digital channel. In this study, whilethe use of digital
channelis statistically meaningful for educational status at the level of %1 (p:0,000), it differs from age
at the level of %5 (p:0,023). On the other hand, there is no difference on income status for the use of
digital channel. Therefore, H4b that is‘‘The use of digital channel differs according to income
variable’’, has been rejected. In a different saying, there is no difference between the participants on
the use of digital channel according to income variable. No difference related with the participants’
levels of income has been found in terms of the use of digital channel. The use of digital channels of
the participants doesn’t differ according to their levels of income and while the mean value of this
variable has been found close (indifferent) to 3, it doesn’t differ statistically.

H4c: The hypothesis that is ‘“The use of digital channel doesn’t differ according to education
variable’’ has been accepted. In other saying, there is no difference between the participants on the use
of digital channel according to education variable. The participants exhibit different usage behaviours
on the use of digital channel according to educational status. As a result of Tuckey test, there is a
meaningful difference between those with master degree and high school graduates or below and those
with master degree and university students in favor of high school graduates at the level of %5. It has
been found that those with Phd degree has the least mean of digital channel usage in comparison with
the other education levels.

H4d: The hypothesis that is ‘“The use of digital channel differs according to age’” has been
accepted. To put in another way, the use of digital channel differs according to age variable and the

participants in different age groups exhibit different usage behaviours. Tuckey test has been applied to
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understand where this difference is between the participants. As a result of Tuckey test, there is
difference between Generation Y (26-41), Generation Z (18-25) and BabyBoomers (55-over it)on
digital channel usage in favor of generation Y at the level of %5. According to age variable among the
groups, there is a difference in favor of those with younger ages between Generation Z (18-25) and
Babyboomers (55-over it).

Table 3.7. F-Test Analysis for Use of Social Media

df Mean Squ. Levene Stat. F Sig.
Between Groups 5 1,969
Education Level Within Groups 379 ,5638 ,152 3,660 ,003
Total 385
Between Groups 3 3,367
Age Within Groups 381 ,534 AT 6,301 ,000
Total 384
Between Groups 5 1,502
Family Income Level Within Groups 379 547 0,13 2,747 ,021
Total 385

As it can be seen in Table 3.7, there is a statistical difference between educational status, level
of income and age groups in terms of the participants’ use of social media. Within the frame of this
study, while the use of social media is statistically meaningful at the level of %5 (p:0,000) regarding
education levels and different income groups, it differs %1 (p:0,023) for age variable. Therefore:

H5b: The hypothesis that is ““The use of social media differs according to income variable”’
has been accepted. In other words, there are differences in social media usage according to distribution
of income. As a result of Tukey test, the use of social media is in favor of those with lower income at
the level of %5 between those who do not have any income and those who have the level of income
between 5001-7500 TL. Those with over 10.000TL as income, have the least mean of social media
usage.

H5c: The hypothesis that is ““The use of social media differs according to education variable’’
has been accepted. There is difference between participants in social media usage according to level of
education. In other words, difference in behaviours regarding social media usage is seen between the
participants according to level of education. Tukey test has been applied to understand where this
difference is in demography. As a result of Tukey test, there is a meaningful difference in favor of
university students at the level of %5. While the university students are ranked first in social media
usage,social media and application (instagram, facebook etc.) usage rate falls as the level of education
increases towards PhD degree.In other words, the rate of social media usage is falling except
university students as education level increases. The highest rate of social media usage belongs to the

university students.
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H5d: The hypothesis that is‘“The use of social media differs according to age’’ has been
accepted. There is difference between the groups in social media usage according to age variable. As a
result of Tuckey test, there is difference between Generation Z (18-25) and Baby Boomers (55 and
over) in favor of those with younger ages at the level of %5. Regarding social media usage,
Generation Z (18-25) has taken the first rank, Baby Boomers (55 and over) have taken the second rank
and Generation Y (26-40) has taken the third rank. There are differences between the participants in
different age groups regarding social media usage.

Table 3.8. F-Test Analysis for General Fear of Virus

df Mean Squ. Levene Stat.Sig F Sig.
Between Groups 5 ,916
Education Level Within Groups 379 540 ,056 1,054 ,032
Total 384
Between Groups 3 2,828
Age Within Groups 381 ,854 ,065 3,311 ,020
Total 384
Between Groups 5 1,502
Family Income Level Within Groups 379 547 0,975 2,747 ,028
Total 384

As shown in table 3.8, there is statistical difference between education levels, income levels
and age groups of the customers in terms of general fear of the virus.This study shows that there is
meaningful difference in education level, different age and income groups in terms of general fear of
the virus, being %5 for education (p:0,032), %5 for age (p:0,020) and %] for income (p:0,028). This
supports the H6 that is ““The fear of Covid-19 differs according to demographic variables’’. In other
words, demographic variables cause differentiations on the fear of Covid-19. Therefore;

H6b: The hypothesis that is ‘“General fear of the virus differs according to income variable”’
has been accepted. There is difference between the participative groups regarding general fear of the
virus according to level of income. In other words, general fear of the virus differs forthose with
different levels of income. As a result of Tukey test, there is difference at the level of %5 among those
with no income at all, those who have 5001-7500TL income and those who have 10000TL income.
The highest rate in general fear of the virus belongs to the participants between 5001-7500TL income
group, where the fear peaks. The level of fear of the group with no income at all (mostly students) is
lower than that of those who has over 10000 TL income. This result supports and corresponds to the
truth that Generation Z is the group, which has the least fear regarding age variable.

H6c: The hypothesis that is ‘‘General fear of the virus differs according to education
variable’” has been accepted. General fear of the virus differs according to distribution of income.
General fear of the virus of those with different education levels is changeable. As a result of Tukey

test, there is a meaningful difference between those with PhD degree and those with master degree,
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associate degree and high school graduation/below at the level of % 5 in favor of those with PhD in
terms of general fear of the virus. Those who have PhD carry more fear by havinga higher mean
regarding general fear of the virus. Usually, the more level of education increases, the more general
fear of the virus increases as well. However, as an exception, it has been found that associate degree
students have the least mean of general fear of the virus in comparison withthat of the other education
levels.

H6d: The hypothesis that is‘‘General fear of the virus differs according to age’” has been
accepted. There is a meaningful difference among the participants at the level of %5 in terms of
general fear of the virus according to age variable. As a result of Tukey test, there is difference
between Generation Z (18-25) and Baby Boomers (55 and over) at the level of %5 in favor of the
elderly people in terms of general fear of the virus. The Baby Boomers feel more general fear of the
virus than that of Generation Z. The mean of general fear of the virus of Baby Boomers is 4,711 and it
is higher than the general mean that is 3,8132. Generation X (41-54) feels more afraid than Generation
Y (26-40) in terms of general fear of the virus variable.

Table 3.9. F-Test Analysis for Fear of Activity

df Mean Squ. Levene Stat. Sig. F Sig.
Between Groups 5 1,439 ,124
Education Level Within Groups 379 471 3,730 ,024
Total 385
Between Groups 3 6,333 431
Age Within Groups 381 1,433 4,421 1,005
Family Income Level Total 384 4,180 0,01 2,747 ,014

As it can be seen in Table 3.9, there is statistical difference among the participants’ education
status, levels of income and age groups in terms of fear of activity. Within the frame of this study, fear
of activity has %5 level of significance for education(p:, ,024), %5 level of significance for age (p:,
,005) and %1 level of significance for income (p:, 014), and so it shows significant difference. Fear of
activity differs according to demographic variables. Therefore,

HG6f: The hypothesis that is ‘‘Fear of activity differs according to income variable’’ has been
accepted. There is difference among the participating groups regarding fear of activity according to
income level. As a result of Tukey test, there is difference between those with no income at all, those
with 5001-7500TL income and those with 10000TL income regarding fear of activity. More fear of
activity has been observed in favor of those with no income at all between those with no income at all
and those with 10000TL income. Those with 5001-7500TL income feel more fear of activity between
those with 5001-7500 TL income and those with 10000 income. The level of income group, in which

fear of activity reaches the peak, is the one with 5001-10000 income. The level of fear of activity of
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those with no income at all (mostly students) is higher than that of those with 10000TL income. That
is maybe because young people are more active and the virus is spread by interaction and also young
people may not afford going to completely steril activity places.

H6g: The hypothesis that is *“ Fear of activity differs according to education variable’’ has
been accepted. There is difference among the participating groups regarding fear of activity according
to education level. As a result of Tuckey test, there is a meaningful difference between those with Phd
degree and those with master degree, those with bachelor’s degree and the graduates of high
school/below in favor of those with Phd degree at level of %5 in terms of fear of activity. It has been
found that the mean of participants who are graduates of high school and below is the lowest of all the
other education levels. The participants who have Phd degree have less fear of activity than that of
those who have master degree. Those who have master degree have more fear than that of those who
have associate degree. Generally, fear of activity differs according to education level.

H6h: The hypothesis that is ‘‘Fear of activity differs according to age variable’ has been
accepted. There is a difference among the participants at the level of %5 according to age variable.
Fear of activity differs among the participants depending on the age group. As a result of Tukey test,
there is difference between Generation Z (18-25) and Baby Boomers (55 and over) at the level of %5
in favor of the elderly age in terms of fear of activity. Baby Boomers have more fear of activity, which
may result fromvulnerability in their immune system due to old age and negative results that can be
caused by moving. The least level of fear of activity belongs to Generation Z, which proves this
assumption. Additionally, Generation Y (26-40) have more fear of activity than Generation X
depending on the variable of fear of activity. This may result from more activeness and younger age of
Generation Y than Generation X. The greatest mean of fear of activity belongs to Baby Boomers,
which is so important that it can’t be taken as a coincidence and that is may be because the younger
generations have more confidence in their immune systems while Baby Boomers feel fear more

because oftheir more vulnerable structure due to old age.

CONCLUSIONS
This study has been carried out among 385 consumers by using online survey tecnique in May
2020 at the third of month of the first Covid-19 case seen in Turkey ( March 10,2020) on the occasion
of Covid-19 that has affected the whole world. The questions have been asked online through a link
shared on social networks (Twitter, LinkedIn) over Google Form survey portal. The relation between
the fear of Covid-19 that consumers in Turkey have (general fear of the virus, fear of activity), social
media usage (instagram, twitter etc.) and digital channel usage (online banking, online payment,

virtual card, virtual purse, shopping websites etc.) and also the relation among the variables have been
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studied and analyzed according to demographic characteristics (age, gender, income, level of
education). The results below have been found by evaluating the data attained with analyses within the
frame of the study.

The great majority of this study has been found that when the participants in the study hear
Covid-19, the initial things that come to their minds are ‘China, biological war, house arrest,
quarantine, bat, death, deadly, mask, distance, hygiene, fear, worry, economic warfare’. The intense
indication of this fear may be the cause of consumption frenzy and more irrational purchases.

In the study, no difference has been found between the men and the women in their use of
digital channel (online banking, online payment, virtual card, virtual purse, shopping websites). Both
of the groups perform similarly when they shop. At this point, it may not be necessary to emphasize
the factors that differ by gender in the advertisements that encourage the use of digital channels. Using
digital channel more than Generation Z (18-25) and Baby Boomers (55 and over), Generation Y (26-
41) takes the first rank in digital channel usage. This may be due to the fact that the age range of
millennials is the working class and more working remotely.

Fear of activity differs according to demographic variables. Statistically significant differences
have been observed in the groups of education level, different age and income regarding general fear
of the virus; the more level of education increases, the more general fear of activity develops. While
the mean of general fear of the virus of those who have Phd degree is the greatest, the mean of general
fear of the virus of those who have associate degree is the lowest. According to the study, it has been
observed that Baby Boomers have the greatest fear of the virus, Generation Z has the least fear and
Generation Y has the greatest fear of acitivity. While the elderly group has greater fear of doing
activity between the age groups of 55 and over (Baby Boomers) and 18-25 (Generation Z), the age
group of 26-40 (Generation Y) has greater fear of doing activity than the age group of 41-54
(Generation X). The age group of 41-54 (Generation X) feels more fear than that of 26-40 age group
(Generation Y) in terms of general fear of the virus variable.

The reason why Baby Boomers have greater fear than Generation Z regarding fear of activity
and why Generation X feels general fear of virus more than Generation Y regarding general fear of the
virus can be old age factor. Also, the reason why Generation Y feels more fear of activity is maybe
because working age corresponds with the age rangeof Generation Y. It is a proof of it regarding
income that the level of fear of the group which has no income (students) is lower than that of the
group which has 10000TL income. When it comes to gender variable, women’s both general fear of
the virus and fear of acitivity ( international travel, domestic flight, voyage, travel by bus, tram or

train, staying at a hotel, taking a taxi, going to restaurant, visiting stores) is statistically greater than
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men. The reason that fears arise more in women may be due to their maternal nature and protection
instinct.

While the university students take the first rank in social media usage ont he other hand
application usage decrease as we go up towards doctoral degree level of education that means social
media usage may be because of distance/online learning, its tools and spending more time at home.
Contrary to rise in the use of digital channel as level of education increases, the use of social media
decreases as the level of education and income increase. This may be due to the fact that the level of
education and income increases, the more complicated business life and the inability to spare time for
social media.

Generation Z and Baby Boomers have used the social media most. It has become apparent that
Generation Z and the age group of 55 and over (Baby Boomers) have the greatest rate of social media
usage and that Generation Y has used social media less. The reason why Generation Z and Baby
Boomers are the ones that have used social media most is maybe because Generation Z is prone to
technology and also because both generations’ age ranges are in included in the scope of (Generation
Z and Baby Boomers) curfew in Turkey that was win effect for almost three months. Correspondingly,
Baby Boomers are in the risk group and they have spent more time at home, which have resulted in
their use of social media more. When it comes to the participants in Generation Y, they have used
social media less maybe because they predominantly consist of working class. It is seen that men
differ from women in use of social media (social media usage, reading news online, online film, video
payments) and that they use social media more. This may be due to the large number of men in
business life or the fact that women spend more time at home, looking for new activities, recipes, etc.
for children.

To sum up, it has been noted that women have higher level of general fear or the virus and
lower level of tendency toward doing activity compared to men and that social media usage decreases
as levels of income and education increase. In the study, general fear of the virus and fear of activity
increase as level of education increases. It has been observed that generally Baby Boomers have the
most fear of the virus, Generation Z has the least fear of the virus and Generation Y, working class
between the two, also has fear of the virus. Digital channel usage increases in favor of education and it
has been used by those who have master degree and Generation Y most (26-40) and Baby Boomers
least again. It has become apparent that general fear of the virus and fear of activity increase as age
gets on and also that those who are least afraid are Generation Z is first and Generation Y second and
those who are most afraid are Baby Boomers. The only exception here is that Generation Y has more

fear of activity than Generation X, which is maybe because Generation Y takes place in working class.

European Journal of Managerial Research Dergisi / Cilt 4/ Say1 7/ 214 — 245




European Journal of Managerial Research Dergisi 239

SUGGESTIONS

According to the result of this study, there is a significant relation between the fear of Covid-
19 ( general fear of the virus and fear of activity), the use of social media (instagram, twitter etc.) and
the use of digital channel (online banking, online payment, virtual card, virtual purse, shopping
websites) at the level of %5. The more consumers have the fear of Covid-19, the more their use of
digital channel (online banking, online payment, virtual card, virtual purse, shopping websites) and
social media increases. Therefore the fear factor can be used by brand managers as a strategy that can
be used for products and services that want to increase sales by bringing them to the forefront through
advertisements and discourses. These advertisement and discourses strategies factors can be study by
next researchers.

Additionally, it is known that there is a noteworthy number of participants saying they haven’t
used digital channel in the last eight weeks. It can be accepted that as the general mean is 3 (=not
changed, will remain same), it indicates digital channel usage will remain out of interest and Turkish
consumer profile has a low rate of digital channel usage. At this point, since purchases are mostly
made through online channels, advertisements can contribute to the increase of sales with attractive
instructional methods for customers that increase digital usage.

The findings of the study can be accepted as a proof that the Covid-19 pandemic process is not
very different from processes of other epidemics (regional) and pandemics (global) humankind has
experienced before and also that changes and deviationsin attitudes and behaviours of consumers,
which is caused by epidemics and crisis, will still continue.
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Introduction

With the evaluation of financial activities within the scientific field, many theorems and models
have been developed with different points of view in the historical process. Financial theories, which
were handled with different approaches in different periods, showed differences in time and pioneered
their application areas. The fundamental difference of the discipline of finance over time is the way it
deals with the human element. While it is observed that the human element is considered as rational
entity in the traditional finance approach, it is accepted that the human element can engage in non-
rational behaviors in the studies adopting modern finance approach. (Sansar, 2016:136).

As a result of the fact that market conditions contain risks due to the uncertainties inherent in
itself, it causes the human element considered to be rational in financial activities to have behaviors to
his/her advantage. (Ocal and Colak, 1999:205). This approach, which people have acquired for their
own benefit, has been proved in the literature by turning it into a theory with the Expected Utility Theory
(Neumann and Morgenstern, 1944). According to this theory, rational people make decisions in order
to maximize their benefit against the uncertainties created by the market. (Sonmez, 2010:6).

1. CONCEPTUAL FRAMEWORK

1.1. Behavioral finance

Although the basic financial theorems that guide the process of making and implementing
economic decisions are successful in explaining the fundamentals of economic behavior, they cannot
provide satisfactory explanations about the anomalies that arise in market conditions.The reason for not
giving detailed information about the reasons for the occurrence of anomalies encountered in market
conditions is the irrational behavior of people in market conditions. Behavioral finance is a discipline
developed to explain the reasons for irrational behaviors of people in making economic decisions and
to reveal the psychological factors on which they are based.

The study which plays the most important role in the emergence and development of behavioral
finance discipline is the study by Kahneman and Tversky (1979).Kahneman and Tversky (1979)
developed various paradoxes in basic finance theories that expect people to act rationally in economic
decisions.Kahneman and Tversky define their paradoxes as precision effect, framing effect, joint ratio
effect and sign effect according to their impact states. In order to explain the concept of behavioral
finance, it is necessary to explain these effects which prove that people can behave in a limited rational
manner.

1.1.1. Common Ratio Effect

When the rational people cannot make any choice between the benefits they expect in displaying
their economic behavior, the possibility of two alternatives is considered equivalent. Kahneman and

Tversky (1979) firstly showed two equivalent alternatives to their subjectsin their study. The subjects
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accepted that the possibilities of alternatives were equivalent.Later, when they extended the probability
of alternatives to the subjects by expanding them with the same coefficient, they answered
systematically that the alternatives were not equivalent and the probability of one being higher than the
other. This situation led to the perception that the expansion of the probabilities with the same coefficient
does not create a real change in the probabilities but creates a change on people. This result supports
that people can behave in a limited rational way.

For X1<X; and 0<k<1; [(X1;a1) is equivalent to (Xz;a2)] = [(X1;ka1) is equivalent to (Xz;kaz)]
(expected)

For X1<X; and 0<k<1; [(X1;a1) is equivalent to (X2;a2)] = [(X1;kar) < (X2;kaz)] (realized)

Precision effect: People always choose the exact alternative from the possibilities they face.
Kahneman and Tversky (1979) presented two alternatives that were equivalent to each other in their
study. They then expanded the alternatives with a common coefficient provided that the probability of
one of the alternatives to be precise. While rational people should determine that the equivalence will
not deteriorate under normal conditions, they have stated that there is a greater chance that the precise
alternative appears to be more likely than the other alternative.

For Xi1<Xz, 1<k and ka;=1; [(X1;a1) is equivalent to (X2;a2)] = [(X1;ka1) is equivalent to (Xz;kaz)]
(expected)

For Xi1<Xz, 1<k and ka;=1; [(X1;a1) is equivalent to (Xz;a2)] = [(X1;ka1) > (Xz;kaz)] (realized)

1.1.2. Sign Effect

While the rational human being is expected to prefer the most likely one among the probabilities,
Kahneman and Tversky (1979) found that the probabilities will differ according to the winning and
losing conditions of the people. According to the results of the study, it was found that while the subjects
exhibited avoidance behaviors in the probability that they would produce positive results, they preferred
to take risks in the possibilities that would lead to negative results.

For X1<Xz; [(X1;a1) is equivalent to (Xz;a2)] = [(-X1;a1) is equivalent to (-Xz;a2)] (expected)

For X1<Xz; [(X1;a1) is equivalent to (Xz;a2)] = [(-X1;a1) > (-X2;a2)] (realized)

1.1.3. Framing Effect

The rational man chooses the one that is most likely to always be among the possibilities offered
to him. But Kahneman and Tversky (1979) first presented two possibilities to the subjects and then
changed the way they presented the possibilities and asked the subjects to choose from the same
possibilities again. Although the possibilities were not changed according to two ways of presentation,
it was observed that the subjects made different choices. This supports the fact that people cannot always
behave rationally and possibly make different choices according to their encounter.

When the effects described above are analyzed, the area of interest of behavioral finance can be

expressed as observing and explaining the behaviors that contradict the assumptions of the concept of
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rational human which is narrowly explained in traditional finance theories (Frankfurter and Mcgoun,
2000: 211). In this respect, financial behavior shows that economic approaches consider the applicability
of real life and the fact that people who are accepted as rational human beings are actually the subjects
of rationality.

1.2.  Comparison of traditional finance theories and behavioral finance

Another fundamental distinction between traditional finance theories and behavioral finance is
that the methodologies applied differ. While the models obtained through theoretical studies in
traditional financial flows are supported with empirical studies, the models aim to form models based
on the findings obtained from empirical studies conducted in behavioral finance (Sefil & Cilingiroglu,
2011: 253).This difference supports that the results obtained by empirical studies play a guiding role in
developing practical models and the role of people in making economic investments.

Tomer (2007: 474) interpreted the concept of behavioral finance as “When behavioral economy
is the basic economy, behavioral finance is finance.” Tomer points out that the concept of behavioral
finance should be evaluated in the context of behavioral economics.

Behavioral economics is an economic approach that distinguishes itself from basic financial
flows with some basic features. Distinguishing features of behavioral economy from basic economic
currents are presented under the titles of strictness, stiffness, intolerance, mechanism, separation and
individualism (Tomer, 2007:465). Behavioral economy, which deals with different scientific approaches
and economic attitudes, has a critical approach to the concept of economic human being and argues that
the psychological characteristics of people are effective in economic decisions.

Shefrin (2000: 2) states that behavioral finance studies are psychologically based studies.
Shefrin also states that the main issues addressed by such studies are to emphasize the importance of
systematic deviations in long-term rationality and efficiency and to develop solutions.

Shefrin (2000: 2) states that there are two main sources of these deviations that occur regularly
in the market. These are the effects of investors' beliefs and values on their psychology and arbitrage in
real markets.

As a result, the emergence and development of the behavioral finance discipline underlies the
development of behavioral sciences with the psychological aspects of people and the acceptance of these
effects into their behavior.lt is acknowledged that human beings cannot always act rationally with the
development of the expectation theorem, which was developed by Kahneman and Tversky (1979), and
which was awarded by the Nobel Prize in 2002, instead of an understanding that accepts man as rational
with the expected benefit theory, which is one of the traditional finance theories based on economic
studies. This acceptance also suggests that people are limited rational in their investment decisions and

may be affected by psychological factors.
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Stigler (1950) states that in order to prove the validity of traditional finance theories, it should
be judged in terms of its compatibility with reality, generalizability and traceability.Camerer et al. (2011)
state that behavioral finance is more compatible with the realities in terms of current features against
traditional finance theories, generalizability is higher and achieves more successful results in terms of
traceability. The table presents a comparison of the acceptability of behavioral finance and traditional
finance theorems under realism, generalizability and traceability.

Table 1: Comparison of Traditional Finance Theories and Behavioral Finance in terms of

Realism, Generalizability and Traceability

Traditional Finance Theories Behavioral Finance

The assumptions of

] ) "limited rational man" and
Since the assumptions of )
] ) "avoidance of loss" prove that
"rational human" and "economic human" )
) ) man possesses psychological
Realism do not reflect the necessity of human ) ) o
o ~ | and sociological characteristics.
characteristics, the level of realism is )
) ] The studies show that the level
accepted under certain assumptions. ) ] )
of realism of behavioral finance

is superior.

In the limited rational
human investment decisions

. ) supported by the common ratio
Inability to clarify market ) )
o effect, certainty effect, sign
o anomalies indicates that the theorems )
Generalizability ] effect and framing
cannot be presented and generalized only ) )
] ] ] effect,influencing human
in a rational human perspective. ] ] ]
behavior from sociological and

psychological  factors  and
generalizability is supported.

. ) The limited rational
Ignoring the psychological aspect .
] acceptance of people and their
of human beings and subsequent ) o o
o ] | occasional irrational behavior in
irrational  behavior of people in i .
N ] o practice reinforces the fulcrum
Traceability investment decisions shows that the . ) .
. . ] of financial behavior and
traceability —of traditional finance ) N )
strengthens its traceability with

the findings in the field of

theorems can be maintained under certain

assumptions. o
application.
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1.3.  Historical Development of Behavioral Finance

To begin with the historical process of behavioral economics on which the basics of behavioral
finance are based, it is accepted that the behavioral economics approach began with the study of "The
Theory of Sentiments" by Adam Smith in the mid-18th century. (Asraf, Camerer and Loewenstein,
2005:132). With the development of theoretical approaches in the 20th century, neoclassical economics
was introduced and it was demonstrated that man made economic decisions by exhibiting rational
behaviors. While these developments are experienced in economic science, psychological based
approaches have been developed and new approaches have been put forward in behavioral sciences.

Watson (1926) emphasized the need to take into account the effects of psychology on behaviors
and emphasized the need to take part in scientific studies. Addressing the concept of psychology in
behavioral sciences affected economic studies and contributed to the development of psychological
models in economic studies.

Studies on behavioral economics have examined the effect of behavioral economics on people's
economic attitudes and it was emphasized that people's rational attitudes can be limited.Eser and
Toigonbaeva (2011) divide the old behavioral and new behavioral economics into two groups in their
studies on behavioral economics. Based on this distinction, it is accepted that examining the historical
development of behavioral finance under these two main headings is a more accurate attitude in
explaining the developmental stages of behavioral finance.

1.3.1. Old Behavioral Economics

The old behavioral economics, which includes the first studies that laid the foundations of
behavioral economics, has dealt with traditional economic approaches from the behavioral perspective
until the new behavioral economics approach and tried to complete the missing aspects by bringing
criticism to the basic economic theories.These studies are pioneered by two basic researches. These are
studies by Herbert Simon at Carnegie Mellon University and George Katona at the University of
Michigan. The common goal of the studies is to develop a behavioral perspective on economic science.

Herbert Simon, a member of the Carnegie school, has earned the reputation of the other
members of the school. In his work, he questioned the validity of the assumptions accepted by
neoclassical economics and developed hypotheses against theories that could not be discussed. These
studies, which form the basis of behavioral economics, are handled by Simon in three different ways
(Augier, 2003).

The first is the determination of the degree of rationality of rational and self-interested people.
The second is the development of behavioral economics approaches that are far from formulation and

practical instead of mathematical modeling approach which forms the basis of neoclassical studies. The
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third is to adopt the positivist philosophy approach and carry out its works within this scope (Tomer,
2007:469).

The results obtained by synthesizing the three main approaches described above can be seen in
the study titled "A Behavioral Model of Rational Choice" by Simon.Simon (1955: 112) argues that the
concept of universal rationality, accepted by neoclassical economic theories, is unacceptable and that
systems cannot remain as absolute rational systems by limiting their rationality. This has a corrective
effect on the assumptions traditionally accepted, leading to the adoption of the concept of limited rational
human rather than rational human.

1.3.1.1. Michigan University - George Katona

Katona and colleagues at the University of Michigan have argued that psychological factors that
are not considered against economic theories based on mathematical foundations should be taken into
account in economic decisions and choices.In the study conducted by Warneryd (1982) on Katona and
her researches, it is stated that it tries to determine the psychological and sociological dimensions of
economic approaches by applying questionnaire, survey and interview techniques which are qualitative
data collection techniques In order to determine the attitudes, longings, expectations, habits, optimism,
pessimism and stereotypes of the people that Katona predicts that they cannot be determined by
mathematical models in Katona’s studies.In addition, by examining the effects of psychological and
sociological findings on human behaviors, the behaviors of people in saving, investing and spending
decisions were examined (Katona and Harris, 1978:14).

Katona states that the most important difference between basic economic theories and
behavioral economic theories is the different application approaches in scientific methods. While the
expectations of the future are expected to be predicted in traditional economic theories, it is tried to
interpret the behaviors and findings based on observation and experiment in behavioral
economy.Another distinction is that while basic economic theories do not like the effect of surprise
results triggering different results than expectations, surprise results obtained by observations in
behavioral economy are considered as valuable findings (Katona and Harris, 1978:14).

In conclusion, the behavioral economic approaches put forward by Katona indicate that
psychological factors should be taken into consideration in the development of behavioral economics
and that successful findings can be obtained by observing the effects of psychology on people's
economic behavior.

1.3.2. Current Behavioral Economics

The development of the old behavioral economics approach led to the behavioral treatment of
economic theorems and played a guiding role for further studies. It is seen that the development of
behavioral science and the increase in psychology-based studies have an impact on new behavioral

economics studies.But Camerer (1999) differentiates the new behavioral economics studies into two
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groups. The first of these studies is purely psychological factors, while the second one criticizes
traditional economic theories, but does not rely entirely on psychological foundations.Kahneman,
Tversky and Thaler studies are based solely on psychological foundations. In addition, Akerlof and
Rabin conducted studies which rejected traditional economic theories and were not based on
psychological foundations.

Kahneman and Tversky complete their studies on behavioral economics in three basic stages.
In the first stage, they conducted studies on how people are affected by cognitive deviations in making
economic decisions and how they make investment decisions in unpredictable environments and how
they are affected by psychological factors in making these decisions. (Kahneman and Tversky, 1973;
Tversky and Kahneman, 1974). In the second stage, they developed the expectation theory, which was
shown as an alternative theorem to the expected utility theorem. This theorem has enabled theorizing
the studies conducted within the behavioral economics discipline based on the hypotheses developed in
the first stage against the basic economic theories.lt is seen that the assumptions and constraints put
forward by the theory of expectations bring solutions to the missing aspects of the expected utility
theory. (Kahneman and Tversky, 1979). In the third stage, in the studies carried out as the continuation
of the first and second stages, it is seen that the framing effect is made by presenting the situations
presented to people in different ways and suggesting that they will tend to perceptions in different
ways.With these studies, behavioral economics discipline, which has become a theory with the theory
of expectation, reinforces the foundations of theory and suggests that people may have different
expectations in the same situations and directly affect investment decisions in this case (Tversky and
Kahneman,1981; Tversky and Kahneman,1986).

Thaler participates in the behavioral economics discipline by developing the concept of mental
accounting. With mental accounting, Thaler came to the conclusion that people follow different
approaches in the way they evaluate any object in their minds, and in this assessment people make
evaluations that are influenced by personality traits and ways of presenting situations to people (Thaler,
1985). This supports the theory of expectations and supports that people can make decisions in relation
to their expectations and that expectations can be transformed into behaviors by showing differences
according to situations and individuals.

Akerlof observed that with the increase in wages paid by employers to workers, the workers
offered more of their labor as a result of the works carried out within the scope of wage-labor relationship
between employer and employee. (Akerlof, 1982; Akerlof, 1984). However, it was found that wage
increases had a psychological effect on workers. This theoretical approach, which is called the gift
exchange theory, shows that in behavioral economics, workers who use their labor as investment

instruments are affected by psychological factors while making labor investments.
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Representation schemes acknowledge that people are influenced by certain stereotypes when
making investment decisions, and that stereotypes are at a very effective level in making investment
decisions (Rabin, 1998). In addition, it is accepted that people cannot take an objective approach in
investment decisions and that they will act in a subjective manner in decisions they will take and will
act in accordance with the sample that they have accepted.

As a result, they emphasize that new behavioral economists take into account the psychology
dimension of the impact of behavioral sciences on economics and that the effects of cognitive
psychology studies on people's investment decisions should be accepted and taken into consideration.

1.4.  Other Disciplines Affecting Behavioral Finance

When the disciplines that affect the starting point of behavioral finance are examined, especially
sub-disciplines of behavioral sciences stand out. The disciplines of psychology, social psychology,
sociology and anthropology, which constitute the sub-disciplines of behavioral finance, play an active
role in the development of behavioral finance and significant changes in the perspectives of economic
theories.

Ricciardi (2005: 8) puts forward the disciplines in which behavioral finance is of interest,
suggesting that behavioral finance is nurtured from more than one discipline.This situation supports that
behavioral discipline can play a role in multidisciplinary studies with its formation structure. In other
words, behavioral finance may play an important role in the joint work of more than one discipline.

Ricciardi and Simon (2000: 27) laid the foundations of behavioral finance primarily in the
disciplines of form of psychology, sociology and finance. Then, in the study which examined the
relations between sub-disciplines of these disciplines, it was revealed that there is a relationship between
psychology, sociology, social psychology, economics, finance, investment, behavioral economy and
behavioral finance discipline (Ricciardi, 2005:10). In addition, Ricciardi reveals the interests of other
disciplines with which he is associated with behavioral finance. The figure shows the disciplines in

which behavioral finance is related and the issues they are related to.
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Figure 1: Disciplines in which behavioral finance is related
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Ricciardi, V. (2005). A research starting point for the new scholar: A unique perspective of behavioral
finance. Available at SSRN 685685.

1.5. Behavioral Finance Theories

This section includes theories about behavioral finance.

1.5.1 Expectation Theory - Kahneman and Tversky

The theory of expectation was developed by Daniel Kahneman and his colleague Amos Tversky,
who were awarded the 2002 Nobel Prize in Economics. The starting point of the theory is to determine
people's decision-making in situations with high risk and uncertainty. The expectation theory, which
emerged as an alternative theory to the expected benefit theory, was published in 1979 with the study
"Prospect Theory: An Analysis of Decisions under Risk".

When the formation stages of the theory are examined, Kahneman and Tversky (1979) presented
the problems to the subjects in terms of how people prefer to present the possibilities. Then, they

compared the answers of the subjects with the probability of having options and their findings were
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examined. In the continuation of the study, it was determined that people do not behave rationally in
contrast to the expected benefit theorem and the findings of the study are presented in theory.

1.5.2. Barberis, Shleifer and Vishny Model

The main purpose of the model, developed by Barberis, Shleifer and Vishney (1998), is to try
to determine the investors' reaction to the developing financial markets. Barberies et al. (1998: 332),
trying to identify differences in investors' behavior, found that their response to the good and bad news
received by the investor about the market under the market conditions was inadequate or, on the
contrary, excessive than expected. It is seen that these findings are in parallel with the findings obtained
by Griffin and Tversky (1992).

In their study, Griffin and Tversky (1992), found that the investors showed irrational behavior
and preferred the investment choices that appear to be stronger by the way of presentation among the
options offered to them when making investment decisions rather than investment preferences that were
likely to be statistically significant.

Griffin and Tversky (1992) have kept the power of the information that will affect investment
decisions constant and presented it to investors in different presentation intensities and found that the
responses of investors to the intensity of the presentations changed in the same direction. This is in
parallel with the fact that according to Barberies et al. (1998), if the statistical ratio created by the
information provided to the investors is kept constant, the perception differences in the market will
emerge as overreaction and under reaction by investors.

Barberis, Shleifer, and Vishney (1998) found that investors will exhibit two types of behavior
in a study examining the relationship between current price movements in the market and investors'
behaviors. These are bias of representativity and conservatism. The conservative behavior observed in
the investors is expressed as the investment behavior pattern exhibited by the investors who cannot come
out of the effect of the knowledge gained from their past experiences and make investment decisions in
this direction. On the other hand, the bias of representativeness is explained by taking into account the
artificial and striking value created by the investors rather than taking into consideration the statistical
weight of the information obtained from the market by the investors.

Barberies et al. (1998: 310) determined the insufficient reaction and overreaction behavior of
investors in market conditions as a result of two situations. Insufficient reaction behavior indicates that
investors are slow to act in the absence of the expected investment reaction in the face of a company
operating in the market declaring that it is making a profit. Overreaction behavior means that after a
series of positive and negative news about a company, investors react differently than expected n an

extreme reaction, regardless of the firm's profit-loss relationship.
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Barberies et al. (1998: 311) showed statistical evidence of overreaction and insufficient response
observed by investors in their study. The inequality of insufficient response from these inequalities
represented by mathematical expressions is presented as shown below.

E(re1zi= G) > E(rajzi= B)

Among the terms used inequality "t" is the time period, "z" is the news received about the
investment, "z" is the news received about the investment in time t,"r" is probability of realisation, "r.1"
means the probability of realisation in the next period, "G" means success and "B" means failure.

The inference from the above inequality is as follows: It shows that an investment that is
reported to be successful in the current period will be more likely to succeed in future periods than an
investment that is reported to be unsuccessful in the current period will be more likely to fail in the
future. In other words, if an investment instrument is currently yielding successful results, it is likely to
be successful in the future. Likewise, if an investment instrument is currently failing, it is likely to fail
in the future.

In view of the inequality presented above, investors need to choose investments that are
currently successful. However, when the behaviors of the investors are observed, it is seen that the
investors do not act in line with this expectation and the investment response that they should show is
not sufficient (Barberies et al., 1998:311).

Barberies et al. (1998: 313) present the inequality of overreaction as shown below.

E(rwi)zi= G, z.1=G,..., Ztj= G) < E(r+1)zi = B, 1= B,..., zj= B)

Among the terms used inequality "t" is the time period, "j" is the last time of the time zone, "z"
is the news received about the investment, “z:" is the news received about the investment in time t, “z"
is the news received about the investment in time j, "r" is probability of realisation, "rw1" means the
probability of realisation in the next period, "G" means success and "B" means failure.

The inference from the above inequality is as follows: It is more likely that an investment
instrument, which is reported to have consistently failed in the past, will also fail in the future, compared
to the probability that an investment instrument, which is reported to have consistently been successful
in the past, will be successful in the future. In other words, if a firm fails in the past, it will also fail in
the future. Likewise, a company that has been successful in the past will be successful in the future.
When the likelihood of these two inferences is compared, the failing firm is always more likely to fail
in the future (Barberies et al., 1998:313).

Looking at the inequality presented above, good and bad situations in the past provide
information about future periods. However, in the face of this inequality, it is seen that investors react

to the success and failure of investments and succession of investments instead of seeing the statistical
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difference presented by inequality. It is observed that investors have turned towards investments that

have yielded successful results in the past and avoided investments that have failed in the past.

1.5.3. Daniel, Hirshleifer and Subrahmanyam Model

People are affected by many factors when making investment decisions. These factors result
from both personal characteristics and environmental factors. Bolhuis and Goodman (2005: 62) state
that investors are influenced and acted on certain factors such as benefiting from past experiences,
avoiding loss and overconfidence when making investment decisions.Daniel et al. (1998) state that two
basic emotions emerge by focusing on the psychological factors that investors are affected in making
their investment decisions. These are excessive trust and self-attribution.

Daniel et al. (1998: 1844) pointed out that investors consider themselves superior in exhibiting
investment behavior in order to increase the value of their assets, and they show that investors act with
the illusion of over-confidence in making investment decisions. The other error that directs investors to
make a wrong investment decision is the self-attribution fallacy. Investors are influenced by the success
of their previous investments and make their own success while making investment decisions. Investors
applying the investment behavior in this context reinforce these feelings if the investment decisions are
successful. In case of failure of investment decisions, they deceive themselves by putting the situation
to chance.

Daniel et al. (1998: 1865) base the two psychological conditions under which investors are
influenced by the misinterpretation of real information shared with the market about investment
instruments. The results of these two basic psychological emotions, which ignore the real information,
mislead investors and lead them to make wrong investment decisions.

De Long et al. (1991) suggest that there are positive effects of overconfidence of investors. The
study suggests that investors who make rational decisions on the basis of statistics will not be profitable
in the long term, and that investors with excessive confidence can make high-profit investments with
the information obtained from the market and interpreted correctly. Although this interpretation creates
a paradoxical situation in the face of the psychological illusion of excessive trust, it ignores the
assumption that investors with excessive trust cannot exhibit successful behavior in interpreting real and
accurate information from the market.

Gervais and Odean (1992) point out to the positive results of an aggressive attitude in the
behavior of the investor with excessive confidence in himself, suggesting that acting with excessive
confidence will provide investors with advantages and competitors may be unresponsive to this
situation. Daniel et al. (1998: 1866), on the other hand, assert that excessive self-confidence behavior is

seen more in investors with low investment liquidity, and that low investment liquidity will lose the
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advantage of this situation and that the competing investment instruments can react quickly and without
reacting to this situation.

Odean (1998: 1887) argues that markets will be affected by the excessive confidence investment
behavior of investors and may create market fluctuations. It strengthens the conclusion that in an
investment environment where market fluctuations are high, investors will act with reference to
incomplete and incorrect information, which will mislead investors, and especially those who act with
excessive confidence will be affected more.

Coval and Shumway (2005: 5) state that investors who have achieved successful results in their
investments have self-attribution behavior in their investment decisions based on their past success
related with their future investments and have more confidence in self-attribution behavior in each
successful investment. This situation triggers investors to be more risk-oriented and to act on their own
interpretations rather than statistical values of actual information.Investors who are affected by this
psychological situation and exhibit irrational behaviors also support the model proposed by Daniel et al.
(1998).

As a result, in the behavioral finance model developed by Daniel et al. (1998),it is determined
that investors will act by being influenced by excessive confidence and misconception of self-
attributability and that they will exhibit irrational behaviors.

1.5.4 Hong and Stein's Model, News Hunting and Momentum Behavior

The limited rational human approach, accepted from the basic assumptions of behavioral finance
discipline, is clearly seen in the behavioral finance model put forward by Hong and Stein (1999). The
overreaction and inadequate response of the investors, which are tried to be explained in other models
are also tried to be explained in this model and their reasons are questioned. However, the model of
Hong and Stein (1999), unlike other models, tries to determine how investors exhibit their investment
behavior and to explain the types of investor behavior in line with their findings rather than questioning
rational behaviors that emerge on a psychological basis.

Hong and Stein (1999: 2143) divide the type of investor behavior into two. The first of these is
news hunters who determine investment behaviors in line with the developments in the market and the
information obtained. The second investor behavior type is momentum investors who take into account
the investment trends of the investment instruments in the previous periods and act according to the
change situation of the investment instrument in a certain period.

When these two types of behaviors are associated with investor reactions, it is seen that news
hunters show inadequate reactions due to the low rate of dissemination of information obtained from the
market and taking a certain time to accept the accuracy.Momentum investors, on the other hand, are

observed to be overreacting by making predictions together with examining the situation of the
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investment instrument in the past periods instead of following the information coming from the market
(Hong and Stein, 1999:2143).

The basic approach followed in this model examines the effects of investor behavior on each
other and on the market, following different paths instead of investigating the effect of psychological
attitudes of two basic investor behavior types on behaviors (Hong and Stein, 1999:2144). Looking at the
effects of investor behavior on each other, it is seen that both investment behavior types have their own
weaknesses and these weaknesses affect each other. The weak point of news hunters is that they are not
able to react to the information coming from the market in a timely manner and are open to losing
investment opportunities and profits from investment opportunities.

The main weakness of Momentum investors is the fact that they only evaluate the investment
instrument by looking at the past conditions and ignoring the information obtained from the market.
This increases the risk level of investment decisions of momentum investors. Looking at the effect of
weak points on each other, the lack of reaction of news hunters prevents the market value of the
investment instrument from reaching its required level and causes momentum investors to gain below
the expected earnings level if they succeed in their predictions. Investments made by Momentum
investors based on historical data appear to inflate the market situation of the investment instrument,
causing news hunters to mislead and make wrong investments. When the common points of both
investor types are considered, it is seen that the investors have limited rational behavior rather than
rational behavior.

Zhang (2006: 135) compares the two types of investment behavior based on the uncertainty of
the market and the gains of the investment instruments to investors under these uncertainties. According
to this comparison, the increase in the risk level in uncertain environments increases the amount of gain
to be obtained from investment instruments whose uncertainty level is higher than other investment
instruments. The investor behavior that will benefit the most from this situation is the momentum
investor type. The investor exhibiting momentum investor behavior increases the level of earnings by
receiving the reward of early reaction.

As a result, it is seen that the model developed by Hong and Stein (1999) has a characteristic
behavioral finance model. Instead of seeing people as rational investors as in traditional finance theories,
it is seen that the investors prefer a certain investor behavior attitude based on their beliefs and general
acceptances while acting accordingly in this model.

Results

Behavioral economics is one of the major branches of recent literature in the literature. In fact,
popular academic articles have recently been published in this field. Behavioral Economics is based on
psychology and economics to discover why people sometimes make irrational decisions and why their

behavior does not match the predictions of economic models. For example, it reveals that we don't make
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decisions about how much we will pay for a cup of coffee, which car to buy, or how much savings we
have to make for a healthy life by purely economic factors. Behavioral economics deals with explaining
why an individual makes decision B instead of choice A. It argues that people are not always “rational”
in making economic decisions, that they make decisions under many social, cultural and psychological
influences, and that economic policies should be designed and implemented with these factors in mind.
These economic policies may be on the basis of companies or individuals, as well as state and even
intergovernmental policies.

Behavioral Economics emerged by criticizing the assumptions of the basic economic view that
prevailed until the 1980s, in particular the assumption of “homo economicus”. When constructing
Behavioral Economic theories, it is necessary not only to analyze with mathematical data but also to add
psychological and sociological elements to the related theory. People may not always decide to
maximize profit or benefit because people are not always able to make rational decisions. For example,
due to the presence of asymmetric information, risks and uncertainties, the desire to gain status and
reputation, to become popular, and to be loved or counted, people may be distanced from rationality.
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A THEORETICAL STUDY ON POLICE DEVIANCE

ABSTRACT

The main purpose of this study is to present a theoretical study of police deviance by revealing its meaning,
historical background, main groups, levels, causes and how it is justified by the police. For this purpose, in this study, firstly,
the conceptual aspect of deviance is discussed, and then the difference between the concepts of police deviance and police
corruption is addressed. After investigating the problem of police deviance in historical background, police deviance concept
has been evaluated that it can be divided into three main groups as police misconduct, police corruption and police crime.
Later, claiming that police deviance is at the individual, group and organizational level; rotten apple, rotten barrel, and rotten
orchards theories are discussed. Finally, in the study, the question of “Why do the police deviate from the profession?” was
answered through police culture approach; and the question of “How do the police justify professional deviance?” was
answered through the moral withdrawal theory. As a result, the study raises awareness on police deviance and suggests that
in order to find a solution to the problem of police deviance, first of all, it is necessary to understand what the problem is.

Keywords: Police Deviance, Police Misconduct, Police Corruption, Police Crime, Police, Police Organization,
Police Culture.
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GIRIS

Hukuk devletinin gecerli oldugu demokratik bir toplumda polisin temel goérevleri; bireylerin
temel hak ve ozgiirliiklerini korumak ve bireylere saygi gdstermek, toplumda hukukun istiinliigiinii
egemen kilmak, kamu diizenini korumak, emniyet ve asayisi saglamak, sucu ve sug isleyenleri ortaya
cikarmak, sucla miicadele etmek, su¢ islenmesini dnlemek, halka yardim etmek ve halkin hizmetinde
olmaktir (Kayabasi, 2019a: 1). Polislerden, gorevlerini yerine getirirken ve yetkilerini kullanirken
polis sapma davranisi sergilememeleri ve polis biitiinliigii igerisinde hareket etmeleri beklenmektedir.
Meslekten sapmalar1 halinde halkin polise duydugu giiveni ihlal etmis olacaklardir. Polislerin sapma
davranig1 sergilemeleri, bireylerin, sadece polise olan giivenini sarsmakla kalmayip; adalete ve hukuka
olan inanglarin1 da zedelemekte, polis-halk iliskilerini olumsuz yonde etkilemekte, halkin suglart ve
suc isleyenleri polise ihbar etme olasiligini diisiirmekte ve boylece polislerin sugla miicadelesini
zorlastirmaktadir. Buna ragmen polis sapmasi sorunu, polisligin baslangicindan beri biitiin
toplumlarda ve dolayisiyla biitiin polis Orgiitlerinde goriilen kiiresel bir sorun olarak varligim
stirdiirmektedir.

Polis sapmasi (police deviance), polisin; bireysel diizeyde mesleki etik kurallara,
degerlere ve davramis standartlarina, grupsal diizeyde biriminin yetki ve gorevlerine ve
orgiitsel diizeyde polis Orgiitiiniin kural, politika ve prosediirlerine aykiri davranislar
sergilemesidir. Polislik, bireysel/mesleki, grupsal/birimsel ve orgiitsel sapmaya, disiplin sugu
islemeye, yolsuzluga bulasmaya ve sug islemeye firsat veren bir dogaya sahiptir (Kayabasi, 2019a: 3).
Polis sapmasi, bazen bireysel, bazen grupsal, bazen de 6rgiitsel diizeyde gergeklesebilmektedir.

Kiiresel diizeyde bir sorun olan polis sapma davraniglarinin farkl tiirleri {izerine birgok iilkede
cesitli bilimsel galigmalar yapilmigtir. Polis sapma davraniglarinin farkli tiirleri ve bunlara yol agan
nedenler veya iliskilendirmeler yillardir bir¢ok {ilkede ¢alisilmakta ve uzun zamandir polis
caligmalarinin odagi olmay1 da siirdiirmektedir. Tiirkge literatiir tarandiginda polis sapmasini, “polis
etigi” (O. Kayabasi, 2012; Kayabasi ve Tekiner 2017a), “polis mesruiyeti” (C. Kayabasi, 2012; 2020)
ve “polis biitiinligi” (Kayabasi, 2017a; 2017b; 2018a; 2018b; 2018c; 2018d; 2019a; 2019b; 2020;
Kayabas1 ve Tekiner, 2017b) perspektiflerinden ele alan birtakim galismalarin yapildig1 goriilmektedir.
Diger taraftan Tirkge literatiirde bugiine degin polis sapmasini teorik olarak ele alan herhangi bir
calismanin yapilmadigi gozlemlenmistir. Bu ¢alisma ile s6z konusu bosluga odaklanilmistir.

Calisma, polis sapmasinim teorik bir incelemesini sunmaktadir. Tirkce literatiirde polis
sapmasi lizerine daha once teorik bir inceleme yapilmamis olmasi ve bu alanda bu ¢alismanin ilk
olmasi, ¢alismanin 6nemini ortaya koymaktadir. Calisma alt1 boliimden olusmaktadir. ilk béliimde
sapma ve polis sapmasi kavramlar {izerinde durulmus, ardindan polis sapmasi ve polis yozlasmasi
kavramlar1 arasindaki farka deginilmistir. Ikinci bélimde polis sapmasi sorunu tarihsel siireg

icerisinde irdelenmistir. Ugiincii boliimde polis sapmasimin hangi bashklar altinda ka¢ ana gruba
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ayrilabilecegi lizerine bir degerlendirmede bulunulmus ve polis sapmasinin; polis disiplin sugu, polis
yolsuzlugu ve polis sucu olmak iizere ili¢ ana gruba ayrilabilecegi sonucuna ulasilmistir. Dordiincii
boliimde polis sapmasinin bireysel, grupsal ve orgiitsel diizeyde oldugunu ileri siiren; sirastyla ¢iiriik
elma, ¢lirik varil ve ¢lirik meyve bahgeleri teorilerine deginilmistir. Besinci boliimde, polislerin
meslekten sapma nedenleri polis kiiltiirii yaklasimi tizerinden ele alinmigtir. Altinci boliimde ise ahlaki
geri ¢ekilme teorisi iizerinden polis sapmasinin polisler tarafindan hakli gosterilme ydntemleri
yorumlanmistir. Bu ¢aligma, polis sapmasi iizerine farkindalik yaratmak ve polis sapmasi sorununa
kars1 ¢oziim tiretebilmek i¢in, dncelikle polis sapmasi sorununun etraflica anlasilmas: gerektigini ileri
stirmektedir.

1. POLIS SAPMASI

1.1. Sapma Kavrami

“Sapma” (deviance) kavrami etimolojik olarak Latince bir sdzciik olan “deviant” (sapkin)
kelimesinden; “deviant” kelimesi ise “deviaunt” (normalden sapan) kelimesinden tiireyen “deviantem”
(farkli olan, yoldan sapan, avare dolasan) kelimesinden gelmektedir (Online Etymology Dictionary,
2020a; 2020Db). Latince “deviantem” kelimesi, Latince sozciik grubu “de” (sapan) ve “via” (yol)
kelimelerinin bir araya gelmesiyle tiiretilmistir (Online Etymology Dictionary, 2020Db).

Sapkin (deviant) kelimesi 1540’lardan itibaren “yoldan ¢ikan biri, kotli yola diigmiis biri”
anlaminda; 1927°den itibaren “normalden sapan bir sey” anlaminda; 1952’den itibaren cinsel anlamda
“cinsiyeti normal olandan sapmis olan kisi” anlaminda kullanilmaya baslanmigtir (Online Etymology
Dictionary, 2020a). 1944 yilinda ABD’de “davramis veya durumdaki bir standarttan ayrilma”
anlamiyla kullanilmaya baglanan “sapma” kavrami, 1950’ler ABD’sinde sosyolojide, kriminolojide,
polis bilimlerinde ve daha birgok bilim dalinda yaygin olarak kullanilmaya baslannustir. Ingilizce
“deviance” kelimesi Tiirkceye sapma, sapkinlik, anormallik, carpiklik, sapiklik, olagandisilik olarak
cevrilebilmektedir (Tureng, 2020).

1.2. Polis Sapmasi Kavrami

Polis sapmasi: Polisin, mesleginin etik kurallarina, ¢alistig1 birimdeki yetki ve gérevlerine ve
mensubu oldugu polis Orgiitiiniin kural, politika ve prosediirlerine aykir1 davraniglar sergilemesidir
(Kayabasi, 2019a: 3). Barker’a (1977: 356) gore; “Polis sapmast, normal polislik faaliyetleri sirasinda
islenen veya polislik yetkilerinin maskesi altinda islenen, kriminal bir su¢ olusturan veya
olusturmayan her tiirlii sapkin davramgtir”. Punch (2009: 31) polis sapmasini; “Orgiitsel
diizenlemeleri, yasalart ve halkin polisten bekledigi yasal ve etik davramiglar: ihlal eden her tiirlii
polislik faaliyetini belirtmek icin kullanilan gsemsiye bir kavram” olarak tanimlamaktadir. Diger bir
tamima gore; “Polis sapmasi, polislik mevkiine, orgiitsel mevkiine, mesleki degerlere ve etik davranis

standartlarina uygun olmayan polis davramglarinin genel bir tanumidir.” (Barker ve Carter, 1986: 4).
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Polis sapmasini: “Polislerin, sirf polis olmalarindan dolay: elde ettikleri gii¢c ve yetkiler ile polis
orgiitiinde calistiklari birimden veya bulunduklart makamdan dolayi elde ettikleri giic ve yetkileri
istismar ederek meslege aykiri olarak sergiledikleri her tiirlii bozuk davramisi ifade etmek icin
kullanilan bir kavram” olarak tanimlamak miimkiindiir (Kayabasi, 2019a: 66).

1.3. Polis Sapmasi ve Polis Yozlasmasi iliskisi

Polis sapmasi; polisin, meslegine aykir1 olarak sergiledigi her tiirlii bozuk davranisi ifade
etmek icin kullanilan bir kavramdir. Polisin meslegine aykir1 olarak sergiledigi herhangi bir hatali
davranig bir sapmadir. Diger taraftan polis yozlagmasi; polisin, zamanla mesleki mevzuattan, polis
etiginden ve mesleki degerlerden uzaklagmasini, olmasi gerektigi gibi olmamasini, davranmasi
gerektigi gibi davranmamasini, meslege aykirt davraniglar sergilemesini ve bu halini normallestirerek
stirdiirmesini ifade eden bozulma siirecidir. Diger bir ifadeyle polis yozlagmasi, polisin; inang, sdylem
ve eylemlerinde olumsuz yonde degismesidir. Polis sapmasi, her tiirlii bozuk polis davranigini ifade
ederken; polis yozlagmasi, polisin bozulma siirecini ifade etmektedir.

2. POLIS SAPMASI UZERINE TARIHSEL ARKA PLAN

Polis sapmasi, polisligin bir meslek olarak ortaya ¢ikisindan beri var olan bir sorundur
(Champion, 2001: 4). 29 Eyliil 1829°de Ingiltere’de tarihin ilk modern polis teskilat1 olarak kabul
edilen Londra Metropolitan Polis Teskilatinin, Robert Peel tarafindan kuruldugu giinlerde bile polis
sapmasi ve polislerin su¢ islemesi sorunu yasanmaktaydi. Londra Metropolitan Polis Teskilatinin
kuruldugu ilk yillarda ise alinan yeni polisler; yasa dist kumar oynatilan yerlerden, fuhus yapilan
genelevlerden, korsan alkollii ickilerin yapildig1 ve satildig1 yerlerden ve gece kuliiplerinden koruma
parasi (protection money) ad1 altinda hara¢ almakta, boylece yasa dis1 faaliyetleri koruyup kollamakta,
ayrica bu gibi yerlerde calisan hayat kadinlariyla ve kotii karakterli kisilerle de kirli iliskiler igine
girmekteydiler (Lersh, 2002: 2).

1800’1 yillarda polislerin sapma davranisi sergilemesi ve sug¢ islemesi sorunu sadece
Ingiltere’ye has bir sorun degildi; bu ve benzeri sorunlar Osmanli Devleti’nde, ABD’de ve diger
bir¢ok iilkede de yaganmaktaydi. Osmanli Devleti’nde polis sapmas1 sorunu ile miicadele edebilmek
icin Ozellikle gelismis Avrupa ilkelerinin polis teskilatlar1 takip edilerek siirekli yeni mevzuat
cikarilmaktaydi. Bu mevzuattan biri 1870 yilinda yiiriirliige giren “Asakir-i Zaptiyenin Vezaif-i
Askeriyelerine Dair Talimat” olup bu talimatta zaptiyelerin askeri gérevleri, talim ve terbiye sekilleri
diizenlenmekte; ek olarak zaptiyelerin halktan parasim 6demeden atlarina yem ve kendilerine yiyecek
ve igecek almalarinin ve subay ve miilki amirlerinin 6zel islerinde calistirilmalarinin yasak oldugu
belirtilmekteydi (Alyot, 2008: 105). Diger taraftan ABD’nin en biiyiik polis teskilatt olan New York
Polis Departmaninda 1894 yilindan itibaren ortalama her yirmi yilda bir, polis sapma davranislar had

sathaya ulasmakta ve biiyiik yolsuzluk skandallari yasanmakta (Sullivan ve Rosen, 2005: 347),
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akabinde bu yolsuzluklar1 sorusturmak iizere bagimsiz komisyonlar kurulmakta ve nihayetinde bu
sorunlar1 asabilmek i¢in reformlar yapilmaktaydi.

Polis sapmas1 sorunu iizerine 1950’lerde ABD’de bilimsel calismalar yapilmaya baslanmaistir.
1950’de Westley’nin “Violence and the Police” (Siddet ve Polis) baslikli ABD’nin Indiana
Universitesinde yaptig1 doktora tezi, alanda yapilan ilk bilimsel ¢alismalardandir (Kayabasi, 2020:
346). Soz konusu caligmada polis sapmasinin kaynaginin, polislerin kendi aralarindaki gizlilik ve
sadakati per¢inleyen polisligin tehlikeli ve muhalif dogasi1 oldugu ileri siiriilmistiir (Westley, 1970:
1004). S6z konusu ¢alisma, polis sapmasinin nedenlerini, orgit kiiltiiri teorisi tizerinden yorumlayan
sonraki ¢alismalara 6rnek olmustur.

ABD’de 1960’11 yillarin sonu ve 1970’li yillarin basinda meydana gelen polis yolsuzluklari,
ozellikle New York ve Philadelphia gibi bilyiik sehirlerde yillardir siiregelen ve zaman zaman
Amerikan basinina yanstyan polislerin sapmasi ve su¢ islemesi sorununu giin yiiziine ¢ikarmistir.
ABD’nin en biiyiik polis 6rgiitii olan New York Polis Departmaninin basini ¢ektigi bu tiir yolsuzluk
skandallari, uzun yillar Amerikan kamuoyunun giindemine oturmustur. Buna karsin séz konusu
donemde ABD’de, polis yoneticilerinin ¢cogunun genelde polis sapmasi, dzelde polis yolsuzlugu ile
ilgili goriigleri “ciiriikk elma” (rotten apple) teorisinin saviyla sikica uyusmaktadir. ABD’de New York
Polis Departmanindaki polis yolsuzluklari ile ilgili sorusturma yapan Knapp Komisyonu (1972: 7) ve
Philadelphia Polis Departmanindaki polis yolsuzluklari ile ilgili sorusturma yapan Pensilvanya Sug
Komisyonu (1974: 393), polis yoneticilerinin “cliriik elma” teorisini kabul etmelerinin, anlamli
reformlar adina adeta {istesinden gelinemez bir engel teskil ettigini raporlarinda belirtmislerdir. Ayrica
s0z konusu komisyon raporlarinda, polis yoOneticilerinin, sapmanin polis orgiitlerinde yaygin ve ciddi
bir sorun oldugunu gérmezden gelmelerinin, yani bu sorunun oOrgiitsel oldugunu resmen inkéar
etmelerinin, polis orgiitii yoneticilerinin, sorunun {izerini Orttiigii izlenimini uyandirmakta oldugu,
bunun da halkin polise olan giivenini sarsan bir durum yarattig1; bdylece yoneticilerin naif, beceriksiz
ve/veya yozlagsmig goriildiigii (Pensilvanya Su¢ Komisyonu, 1974: 394) ve “sessizlik kurali”nin (code
of silence) da bunun akabinde pekistigi (Knapp Komisyonu 1972: 7) savunulmustur.

Ellwyn R. Stoddard tarafindan 1968’de kaleme alinan “Informal Code of Police Deviancy: A
Group Approach to Blue-Coat Crime” (Polis Sapkinliginin Gayr1 Resmi Kurali: Mavi Mont Sugu i¢in
Bir Grup Yaklagimi) bashikli calisma, polis sapmasinin grupsal oldugu tezini ileri siiren ilk
caligmalardandir. 1970°1i yillarin baginda Thomas Barker ve Julian Roebuck (1973) tarafindan kaleme
alinan “An Empirical Typology of Police Corruption: A Study in Organizational Deviance” (Polis
Yolsuzlugunun Ampirik Bir Tipolojisi: Orgiitsel Sapma Alaninda Bir Calisma) baslikli ¢alisma ise
polis sapmasinin oOrgiitsel oldugunu ileri siiren ilk ¢alismalardandir. S6z konusu ¢aligsma ile yazarlar, o

donemde polislerin yozlagsma siirecini ve bu siiregte islenen suclarin kademeli olarak neler
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olabilecegini, olusturduklar tipoloji ile ele almiglar ve polis sapmasinin orgiitsel oldugu tezini ileri
siirmiislerdir. S6z konusu ¢alismanin yanisira, 1974 yilinda yayimlanan W. Lawrence Sherman’in
(1974) editorligiini yaptigt “Police Corruption: A Sociological Perspective” (Polis Yolsuzlugu:
Sosyolojik Bir Perspektif) baslikli ¢alisma ve Herman Goldstein’in (1975) “Police Corruption: A
Perspective on its Nature and Control” (Polis Yolsuzlugu: Dogasi ve Kontroli Uzerine Bir
Perspektif) baslikli ¢alismalarin; polis yolsuzluguyla ilgili alternatif bir teorik goriisiin, yani polis
yolsuzlugunun dogasi itibariyla orgiitsel, mesleki ve kiiltiirel oldugu goriisiiniin ortaya ¢ikmasini
sagladiklar1 s6ylenebilir.

Polis bilimleri literatiiriinde bugiine degin polis sapmasi tizerine bir¢ok calisma yapilmistir.
Bazi bilim insanlar1 polis sapmasinin ne diizeyde bir sorun oldugunu agiklamak i¢in gesitli teoriler
gelistirmiglerdir. Diger bazilar1 ise c¢aligmalarinda, bazi polislerin neden sapkin davraniglar
sergilediklerini ve/veya bazi polis birimlerinin neden digerlerinden daha fazla sapmis olduklarin
yanitlamak i¢in ¢esitli kriminoloji teorilerini kullanmislardir. Bazi bilim insanlar1 ise polislerin, polis
sapma davraniglarini nasil hakli gosterdiklerini agiklamaya c¢aligmislardir. Diger bazi bilim insanlari
da, polis sapma davraniglarini, semsiye bir kavram segerek, sectikleri kavram altinda tanimlamuglar;
ardindan polis sapmasini ¢esitli ana gruplara ayirarak siniflandirmuglardir. Bu ¢alismanin sonraki
boliimiinde polis sapma davranislari, polis sapmasi semsiye kavrami altinda ana gruplara ayrilarak
tanimlanmaya calisilmustir.

3. POLiS SAPMASININ ANA GRUPLARI

Polis sapmasinin hangi basliklar altinda ka¢ ana gruba ayrilacagi konusunda literatiirde bir
uzlast bulunmamaktadir. Polis sapmasmi iki, ti¢, dort ve hatta daha fazla ana gruplara ayirarak
inceleyen bilim insanlart vardir. Ornegin Tom Barker (1983: 31) polis sapmasini; (1) “polis
yolsuzlugu/polis yozlasmasi” (police corruption) ve (2) “polis disiplin sugu/polis hatali davranig1”
(police misconduct) basliklar1 altinda iki ana gruba ayirarak inceleyen bilim insanlarindandir. Barker
bu ayrimi yaparken polis sapma davraniglarinin, maddi 6diil veya kazang igermesi durumunda polis
yolsuzlugu/polis yozlasmasi (police corruption) catisi altinda; maddi 6diil veya kazang icermemesi
durumunda ise polis disiplin sugu/polis hatali davranisi (police misconduct) catis1 altinda, iki ana
gruba ayrilabilecegi goriisiindedir.

Diger taraftan bazi1 bilim insanlari, polis sapmasmin ii¢ ana gruba ayrilabilecegi
goriisiindedirler. Ornegin James Q. Wilson (1963) polis sapma davranslarmni; (1) polis suclulugu
(police criminality), (2) polis yolsuzlugu/polis yozlasmasi (police corruption) ve (3) polis vahseti
(police brutality) olmak tizere {i¢ ana gruba ayirarak inceleyen bilim insanlarindandir. Wilson, kamu
gorevini riisvet tesviki olmadan sahsi ¢ikarlar1 i¢in kotiiye kullanmayi “polis suglulugu”; riigvet tesviki

ile sahsi ¢ikarlar i¢in kotiiye kullanmayr “polis yolsuzlugu”; sivillere kotii muamelede bulunma,
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sivilleri darp etme veya sivillerin temel hak ve 6zgiirliiklerini ihlal etme gibi davranislari ise “polis
vahseti” olarak tanimlamistir (Wilson 1963: 190).

Polis sapmasmin iic ana gruba ayrilabilecegini savunan bir diger bilim insan1 Maurice
Punch’tir. Punch’in (2000) tigli ayrimi, Wilson’in (1963) ticlii ayrimindan kismen farklidir. Punch,
polis sapmasinin; (1) yolsuzluk/yozlagma (corruption), (2) disiplin sugu/hatali davranis (misconduct)
ve (3) sug (crime) olmak iizere ii¢ ana gruba ayrilabilecegi goriisiindedir (Punch, 2000: 302-303).

Diger taraftan bazi bilim insanlari, polis sapmasimin dort ana gruba ayrilabilecegini
savunmaktadirlar. Ornegin Victor E. Kappeler, Richard D. Sluder ve Geoffrey P. Alpert, polis
sapmasinin dort ana gruba ayrilabilecegi goriisiindedirler; (1) polis sugu (police crime), (2) mesleki
sapma (occupational deviance), (3) polis yolsuzlugu (police corruption), (4) yetki istismar1 (abuse of
authority) (Kappeler vd., 1994: 20-24).

Polis sapmasinin dort ana gruba ayrilabilecegini savunan diger bilim insanlar1 Tim Prenzler ve
Janet Ransley’dir. Prenzler ve Ransley (2002: 5), polis sapmasinin su basliklar altinda dort ana gruba
ayrilabilecegi goriisiindedirler; (1) klasik yolsuzluk (classic corruption), (2) siire¢ yolsuzlugu (process
corruption), (3) polis vahgeti (brutality) (4) cesitli disiplin suglar1 (miscellaneous misconduct).
Prenzler, sonraki tek yazarli ¢calismasinda s6z konusu dort ana grubu genisleterek, su basliklar altinda
alt1 ana gruba ¢ikarmistir; (1) avanta veya klasik yolsuzluk (graft or classic corruption), (2) siireg
yolsuzlugu (process corruption), (3) asir1 giic kullanimi veya polis vahseti (excessive force or
brutality), (4) profesyonel olmayan davranislar veya gesitli disiplin suglar1 (unprofessional conduct or
miscellaneous misconduct), (5) kurum igi yolsuzluk veya isyeri sapmasi (internal corruption or
workplace deviance) ve (6) gorevle ilgili yakisiksiz olan veya profesyonel olmayan davranislar
(unbecoming or unprofessional conduct of duty) (Prenzler, 2009: 16-17).

Literatiirde “polis sapmasi” semsiye kavrami altinda polis sapma davraniglarinin hangi
bagliklar altinda ka¢ ana gruba ayrilabilecegi konusundaki ¢esitli goriisler bir biitiin olarak
degerlendirildiginde, bu makalenin yazar1 polis sapmasmin; (1) “polis disiplin sugu” (police
misconduct), (2) “polis yolsuzlugu” (police corruption) ve (3) “polis sugu” (police crime) basliklari
altinda asagidaki kistaslar ¢ercevesinde li¢ ana gruba ayrilabilecegi goriisiindedir. Bu gergevede polis
sapmasinin ana gruplarini su sekilde tanimlamak miimkiindiir (Kayabasi, 2019a: 71-72):

(1) “Polis disiplin sugu” (police misconduct): Polisin, meslegine aykir1 olarak sergiledigi,
polis mevzuatinda disiplin sugu olarak diizenlenen her tiirlii sapma davranisidir. Bu tamim, “polis
yolsuzlugu” ana grubundaki her tiirli (6rnegin; riisvet) sapma davranigini ve “polis sugu” ana
grubundaki her tiirlii (6rnegin: firsat hirsizligr) sapma davranigini da kapsamaktadir.

(2) “Polis yolsuzlugu” (police corruption): Polisin, kendisine veya bagkalarina 6zel bir ¢ikar

saglamak niyetiyle ve gorev ve yetkilerini kotiiye kullanmak suretiyle sergiledigi her tiirlii sapma
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davranisidir. “Polis yolsuzlugu” ana grubunda yer alan tiim davraniglar ayn1 zamanda “disiplin sugu”
ana grubunda da yer alir. Diger taraftan “polis yolsuzlugu” ana grubunda yer alan davranislar
icerisinden, sadece adli bir suca viicut veren tiirleri (6rnegin; riigvet) ayn1 zamanda “polis sugu” ana
grubunda da yer alir.

(3) “Polis sugu” (police crime): Polisin, gorev ve yetkilerini kotiiye kullanmak suretiyle
sergiledigi ve mevzuatta adli sug¢ olarak diizenlenen her tiirlii sapma davranisidir. “Polis sugu” ana
grubunda yer alan tiim davranislar ayn1 zamanda “disiplin su¢u” ana grubunda da yer alir. Diger
taraftan “polis su¢u” ana grubunda yer alan davraniglar igerisinden, sadece, polislerin kendilerine veya
bagkalarina 6zel bir ¢ikar saglamak niyetiyle islenen tiirleri (6rnegin; harag) ayni zamanda “polis
yolsuzlugu™ ana grubunda da yer alir.

Sonug olarak polis sapmasini; polis disiplin sugu, polis yolsuzlugu ve polis sugu basliklar
altinda li¢ ana gruba ayirmak miimkiindiir. S6z konusu ana gruplar altinda veya bu ana gruplardan
bagimsiz olarak, polis sapmasinin tiirlerinin siniflandirilmasinin bagl basina ayri bir ¢alisma konusu
oldugu degerlendirildiginden bu ¢alismada polis sapmasinin tiirlerinden bahsedilmemistir. Takip eden
boliimlerde polis sapmasinin diizeyleri, polis kiiltiiriiniin polis sapmasina etkisi ve polislerin polis
sapmasini haklilastirma yontemleri tizerinde durulmustur.

4. POLIS SAPMASININ DUZEYLERI

4.1. Bireysel Polis Sapmasi

Bireysel polis sapmast: Polisin, bireysel olarak; mesleginin etik kurallarina, ¢alistig1 birimdeki
yetki ve gorevlerine ve mensubu oldugu polis oOrgiitiiniin kural, politika ve prosediirlerine aykiri
davranislar sergilemesidir. 1960’larda ABD’de, polis yoneticilerinin genel olarak polis sapmasiyla
ilgili goriisleri “ciiriik elma?”’ veya “kétii elma” teorisinin doktriniyle sikica uyusmaktayd: (Kayabast,
2019a: 113). “Ciirtik elma” teorisine gore; polis sapmasi, polislerin bireysel olarak karakterlerindeki
kusurlarin  bir sonucuydu ve bu polisler “kotii elmalar” veya “clirik elmalar” olarak
degerlendirilmeliydi; polislerin ¢ogunlugu yani “sepetteki elmalar” ise “iyi” idi ve “saglam” olarak
degerlendirilmeliydi (Kayabasi, 2019a: 113). Sapma davranis1 sergileyen polisler belirlendiginde, tiim
sepeti mahvetmeden Once, hemen polis orgiitiinden uzaklastirilmalart saglanmaliydi (Kayabasi, 2019a:
113).

Ciiriik elma teorisi, polis sapmasini bireysel bir sorun olarak ele almakta, sapkin davraniglarin
orgiit genelinde ¢ok da yaygin olmadigini, bireysel oldugunu ve birkag polis ile sinirli oldugunu ileri

sirmektedir (Goldstein, 1977). Polis sapma davraniglarini bireysel olarak ele alan ¢iiriik elma teorisi,

2 Ciiriik elma teorisi, diiriist olmayan ve bu nedenle ait oldugu grup veya kuruma ¢ok fazla sorun yaratan bir kisiyi tasvir
etmek i¢in kullanilmaktadir (Collins Dictionary, 2020). Ciiriik elma teorisi, bir grupta ahlaki agidan bozuk bir kisiye atifta
bulunarak s6z konusu kisinin, grubun diger iiyeleri {izerinde olumsuz bir etkiye sahip oldugunu belirtmek igin de
kullanilabilmektedir (Oxford Dictionaries, 2020).
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ozellikle iist diizey polis yoneticileri tarafindan tercih edilen bir yaklasimdir. Ust diizey polis
yoneticileri, bu yaklasimi benimsemekle, orgiitsel yapiya zarar vermeden, bireysel olarak sapan
polisleri cezalandirmakla polis sapmasi sorununun ¢6ziilebilecegini savunmakta ve boylece kendilerini
agir bir sorumluluktan kurtarmaktadirlar. Yapilan aragtirmalar, polis sapma davranislarinin sadece
polislerin bireysel kusurlarinin bir sonucu olarak ortaya ¢ikmadigini gostermektedir (Ernst, 2007: 6).
Gergekten sorunu bireysel olarak goérmek, sorunun grupsal ve orgiitsel boyutlarini inkar etmek
anlamina gelmektedir.

4.2. Grupsal Polis Sapmasi

Polis sapmasi sorununun bireysel oldugu goriisiine kars1 ¢ikan Stoddard (1968), ¢iiriik elma
teorisini reddetmis ve polis sapma davraniglarinin grupsal diizeyde yaygin oldugunu ileri siirmiistiir
(Kayabasi, 2019a: 114). Grupsal polis sapmasi: Polisin, grupsal olarak; mesleginin etik kurallarina,
caligtig1 birimdeki yetki ve gorevlerine ve mensubu oldugu polis orgiitiiniin kural, politika ve
prosediirlerine aykir1 davramiglar sergilemesidir. Polis sapmasimin grupsal diizeyde oldugu tezi,
bilahare, elmalarin tek baslarina ortada bir neden yokken ¢iirtimediklerini, aslinda elmalarin iginde
bulundugu varilin ¢iiriik olmasi nedeniyle c¢iiriidiiklerini ileri siiren “giiriik varil” (rotten barrel)
(O’Connor, 2005: 2) teorisiyle de tasvir edilmistir. Stoddard (1968), polislerin sapma davraniglarinin
grupsal diizeyde yayginliginin ve siirekliliginin sebebinin; grup mensuplarinin asla birbirlerinin sapma
davranislarin1 grup disina yansitmayacaklarina dair kendi aralarindaki “gayri resmi kural” oldugunu
savunmustur (Kayabasi, 2019a: 114). Stoddard’in polis sapmasinin grupsal diizeyde yayginliginin
sebebini agiklamada kullandig1 “gayr1 resmi kural” kavramsallastirmasi, sonralart Mollen Komisyonu?®
tarafindan “sessizlik kurali” kavramiyla ele alinmis ve polis sapmasimin oOrgiitsel diizeyde
yayginliginin sebebini agiklamada kullanilmistir.

4.3. Orgiitsel Polis Sapmasi

Polis sapmasi sorununun grupsal oldugu goriisiine kars1 ¢ikan Barker ve Roebuck (1973),
ciriik varil teorisini reddederek polis sapma davranislarinin orgiitsel diizeyde yaygin oldugunu ileri
stirmiiglerdir. Polis sapmasinin orgiitsel oldugu tezi, sonralari, elmalarin ¢iiriik varilin i¢ine girmekle
¢lirimediklerini, aslinda varile girmeden 6nce daha bahgedeyken gerekli bakim yapilmadigindan Gtiirii
zaten ¢iirimis olduklarini ileri siiren “¢iiriik meyve bahgeleri” (rotten orchards) teorisi (Punch, 2003:
172) ile aciklanmustir. Orgiitsel polis sapmasi: Polisin, drgiitsel olarak; mesleginin etik kurallarima,
calistig1 birimdeki yetki ve gorevlerine ve mensubu oldugu polis orgiitiiniin kural, politika ve
prosediirlerine aykir1 davranislar sergilemesidir. Barker, polis sapmasinin 6rgiitsel oldugunu ii¢ unsur
ile agiklamaya ¢aligmustir. Bunlar; (1) polislik mesleginin sapmaya firsatlar sunan yapisi ve bu yapiya

eslik eden kural ihlalleri teknikleri, (2) mesleki deneyimler yoluyla sosyallesme ve (3) meslektas

3 Mollen Komisyonu: 1992 yilinda ABD’nin New York Polis Departmanidaki polis yolsuzlugunu arastirmak iizere kurulan
bagimsiz komisyonu anlatir.
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grubu tarafindan desteklenme ve tesvik edilme (Barker, 1977: 356-357). Polis bilimleri literatiiriinde
“ctiriik elma”, “ciiriikk varil” ve “cliriik meyve bahgeleri” teorilerinin, polis sapmasinin diizeylerini
aciklamada yaygin olarak kullanildigi goriilmektedir. Polis sapmasinin orgiitsel oldugunu ileri siiren
bilim insanlarinin, sapmanin orgiitsel olmasinin nedenlerini genellikle polis kiiltiirii yaklagimi
iizerinden agiklamaya calistiklar1 goriilmektedir.

5. POLIS KULTURUNUN POLIS SAPMASINA ETKISi

Glinlimiizde ¢ogu polis Orgiitii, meslege uygun adaylart se¢cmek icin ¢esitli teknikler
kullanmaktadir. Oz gegmis arastirmasi ve bazi psikolojik testler, polis orgiitleri tarafindan gecmiste
sabika kaydi olan ve/veya psikolojik sorunlari olan bagvuru sahiplerini elemek i¢in kullanilan ¢esitli
tekniklerden sadece birkacidir. Sherman’in (1985) da belirttigi gibi, adaylar polis olabilmek igin
bagvuruda bulunduklarinda, adaylarin yerlesmis fikirleri polisligin diiriistliige dayali onurlu bir meslek
oldugudur. Tiim polis adaylar1, polis olabilmek i¢in neredeyse ayni siiregten gegseler de, deneyimler
gostermistir ki; bazi polislerin atandiklart belirli birimlerde sapma davranisi sergileme olasiliklari,
diger birimlere atanan polislere gére daha yiiksektir. Herhangi bir sosyal grup gibi polis orgiitleri de
gayr1 resmi kiiltiirel ve birimsel degerlere sahiptir. Gayr1 resmi olsalar bile, polisler iizerinde bu
kiiltiirel ve birimsel degerler, resmi kurallardan ¢ok daha fazla etkiye sahip olabilmektedir.

Bu durumun nedenlerini arastiran bilim insanlari, polislerin; meslektaslari, iistleri ve siviller
ile sosyal ve karmasik etkilesimlerinin oldugu ortamlara odaklanmiglardir. Yapilan caligmalar,
polislerin sapma siirecinde sivillerin de etkili oldugunu, polislik faaliyetleri sirasinda, siviller
tarafindan polislerin sapma davranigi sergilemelerinin tesvik de edilebildigini ortaya c¢ikarmistir
(Barker, 1977; Robin, 1974). Diger taraftan bazi bilim insanlari, polis sapmasinin nedenlerini polis
orgltiiniin  kokenlerinde aramiglar ve polis sapmasinin nedenlerini polis kiiltiirii yaklagimi ile
aciklamaya calismislardir.

Uzun, yogun ve farkli bir tarihe sahip bir orgiit, genellikle gii¢lii ve kolay ayirt edilebilir bir
kiiltiire sahiptir (Schein, 1984: 3). Polis orgiitlerinin diger orgiitlerden belirgin bir sekilde ayrilan,
kendine has, farkli bir kiiltiire sahip oldugu, yapilan arastirmalarla da desteklenmistir (Terpstra ve
Schaap, 2013: 59). Polis kiiltiirii iizerine yapilan ¢alismalarin gogunda, polis kiiltiirii; polislerin gérev
yaptiklar1 ¢evrede, karst karsiya kaldiklart durumlar karsisinda gelistirdikleri tutumlar, degerler ve
normlar olarak tanimlanmig ve polisler arasinda gelisen baglilik, polisin sugla miicadeledeki imaji,
polis ile halk arasindaki “biz ve onlar” ayrimi gibi siiregler iizerinden ve/veya polisler ile sert
yoneticileri arasinda gelisen orgiitsel catisma ve gerilim tizerinden mesleki bir olgu olarak ¢alisilmistir
(Paoline, 2003: 199-200). Harrison (1998: 32), birgok polis yoOneticisinin, orgiit i¢inde bir degisiklik
getirmeye veya yeni bir program uygulamaya ¢alistiginda, orgiitlerinde kiiltiirel engellerle yiizlesmek
zorunda kaldiklarin1  belirtmigtir.  Manning (1995), polis kiiltiiriinin = ¢ogunlukla, polislerin

kaniksadiklar1 degerlerin bir yansimasi oldugunu ve goriinmeyen fakat gii¢lii kisitlamalar igeren bir
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yapiya sahip oldugunu ileri siirmiistiir. Polis kiiltiiriiniin tarihe ve geleneklere gomiili oldugunu
vurgulayan Manning, polis kiltirinii “durumsal olarak wuygulanan kabul edilmis uygulamalar,
kurallar ve davranis ilkeleri; genellestirilmis gerekceler ve inanglar” olarak tanimlamustir (Manning,
1995: 472). Literatiirde polis kiiltiiriinii tanimlamaktan Gte, polis kiiltiiriiniin 6zelliklerini maddeler
halinde siralayan bir¢ok ¢aligmaya rastlamak miimkiindiir. Ornegin Paoline ve Terril (2005: 456-457)
baslica polis kiiltiirii 6zelliklerini su sekilde siralamiglardir:

Sivillere kars1 giivensizlik ve siiphecilik, siviller ile etkilesim sirasinda iistiinliik saglama
ihtiyact, polislik isi ile ilgili usul hatalarin1 normallestirmek igin sivillere kars1 “sen dnce kendi
arkan1 6rt” yaklagimi, polisin sugla miicadele gdrevinin giiglii bir sekilde desteklenmesi, sivillere
kars1 “bize kars1 onlar” yaklasimi, meslektaslarina karsi giiglii bir sadakat.

Diger taraftan Armacost (2004: 507-514), yaptig1 literatiir taramasinda, polis 6rgiitlerindeki
orgiitsel kiiltiiriin su 6zelliklere sahip oldugunu ileri stirmiistiir:

Boyun egmez, kat1 polislik tarzini destekleyen resmi ve gayri resmi normlar; resmi yonetim
politikalarimi uygulamamak suretiyle iglevsel olarak yasa disi gii¢ kullanimlarini kayiran bir
yiikselme ve degerlendirme sistemi; saldirgan ve ayrimei davraniglarda payi olabilecek ayrimcilik
ve siddet iceren tutum ve dili toleransla kargilayan ve hatta cesaretlendiren bir is ortami.

Armacost (2004: 515-516) ayrica, resmi norm ve politikalara ragmen, polis kiiltiirii tarafindan
nesilden nesile aktarilan gayri resmi mesajin, siddet ile sonuglansa ve yasa dis1 uygulamalara yol agsa
bile saldirgan polisligin 6diillendirilecegi yoniinde oldugunu ve bu nedenle polis kiiltiiriiniin resmi
kurallardan ¢ok daha giiclii oldugunu ileri stirmiistiir.

Polis kiiltiiriiniin bir diger 6zelligi de “bir polisin meslektaslart hakkinda asla suglayict bilgi
vermeyecegine dair yazilmamis kural” olarak ifade edilen “sessizlik kurali”dir (code of silence)
(Mollen Komisyonu, 1994: Ek 6.6). Avustralya’nin New South Wales Polis Departmanindaki
yolsuzluklar1 arastirma komisyonu, sessizlik kuralinin polisler tarafindan siirekli desteklenmesinin,
polislerin yozlagmasina farkli sekillerde katkida bulunmus olabilecegini su sekilde degerlendirmistir
(Wood, 1997: 155-156):

(1) Diriist ve 6zellikle de tecriibesiz polislerin bakis agisindan, sessizlik kurali nedeniyle
yozlagmig davraniglar (6rnegin esnaftan diizenli olarak bedava yiyecek, igecek temini, yilbasi hediyesi
kabulii vs.) meslegin bir pargasi olarak goriiliiyor, bu durum endise duyduklar1 herhangi bir konuyu
tistlerine bildirme konusunda bile giivensizlik yaratiyor, yozlagmis meslektaslarmin davranislarina ya
g6z yumuyorlar ya da ortak oluyorlar;

(2) Yoneticilerin bakis agisindan, benzer sekilde, sessizlik kurali nedeniyle yozlagsmanin
iistesinden gelme ya da anlamli reformlar getirme girisimleri bir beyhude ¢aba olarak goriiliiyor;

(3) Yozlagmus polislerin bakis agisindan sessizlik kurali, kendilerinin daha 6nceki yozlasmis
davraniglarina sessiz kalan veya ortak olan polislere karsi, onlart kontrol altinda tutma ve manipiile

etme araci olarak goriiliiyor, boylece meslege aykiri faaliyetlerine ¢ekinmeden devam edebiliyorlar;
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(4) I¢ denetim birimlerinin bakis agisindan sessizlik kurali, herhangi bir sorusturmanin
sonucunu Onceden belirleme potansiyeline sahip olarak goriiliiyor, bu da onlar1 yozlasan polislere
kars1 gayretli sorusturma yapmaktan caydirtyordu.

Wood’un da (1997) belirttigi iizere, polis kiiltiiriiniin bir parcast olan sessizlik kuralina
baglilik, polislerin meslekten sapmasina ve yozlagsmasina etki edebilmektedir. Diger taraftan,
literatiirdeki tartismalarin bazilart (6rnegin Armacost, 2004; Paoline ve Terril, 2005), polis
orglitlerindeki tek bir orgiit kiiltiriine odaklanirken, diger bazilar1 da (6rnegin Britz, 1997; Crank,
2004; Van Maanen ve Barley, 1984) ayni orgiit icerisinde birden fazla polis alt-kiiltiiriiniin
olabilecegini ileri siirmiislerdir. Van Maanen ve Barley (1984: 38) polis alt-kiiltiiriinii su sekilde
tanimlamiglardir:

Birbirleriyle diizenli olarak etkilesime giren, kendilerini 6rgiit i¢inde farkli bir grup olarak
tanimlayan, genel olarak gruptaki herkesin sorunu olarak goriilen bir dizi sorunu paylasan ve rutin
olarak gruba 6zgii kolektif anlayislar temelinde harekete gegen, orgiitiin bir alt-grubudur.

Alt-gruplarin, orgiit igerisinde alt-kiiltiirlerini siirdiirmeleri, orgiitiin misyonu iizerinde kendi
normlarini, kendi dillerini, kendi ¢alisma zamanlarin1 ve kendi bakis agilarini yaratma ve gelistirme
derecelerine baglidir (Crank, 2004: 45). Polis orgiitlerinde ¢oklu alt-kiiltiirlerin varligina dikkat ¢eken
Reuss ve lanni (1983); (1) “geleneksel kiiltiir” ve (2) “yonetim kiiltiirii”” olmak tizere polis orgiitlerinde
iki tiir polis alt-kiiltiirii oldugunu ileri stirmislerdir (Reuss ve lanni’den aktaran Crank, 2004: 45).
Reuss ve Ianni’ye (1983) gore geleneksel kiiltiir, sahada ¢alisan polisler tarafindan temsil edilmekte ve
polis orgiitiiniin gelenekleri ile karakterize edilmekteyken; yonetim kiiltiirii, orta simf yoneticiler
tarafindan temsil edilmekte ve orta smif yoneticilerin komuta ve kontrol sekilleri ve polislik
faaliyetlerinin standardizasyonu ile karakterize edilmektedir (Reuss ve Ianni’den aktaran Crank, 2004:
45). Polis kiiltliriniin sagliksiz oldugu bir ortamda sosyallesen polisler, polis sapma davraniglarina
kars1 ¢esitli haklilastirma yontemleri gelistirebilmektedir.

6. POLISLERIN, POLIS SAPMA DAVRANISLARINI HAKLILASTIRMA
YONTEMLERI

Polislerin, polis sapma davranislarini nasil hakli gosterdikleri sorusuna cevap ararken,
Bandura’nin “ahlaki geri ¢ekilme” (moral disengagement) teorisi 6nemli bir rol oynamaktadir. Teori,
her ne kadar ordunun terdrizme karsi gii¢ kullanmasini hakli gostermek igin gelistirilmis olsa da
polislerin sapma davraniglarini agiklamak igin de kullanilmaya elveriglidir. Etik olmayan davraniglarin
aciklanmasinin temelinde, s6z konusu davranislarin onceden bireyler tarafindan biligsel olarak
yapilandirilmasi, daha kabul edilebilir hale getirilmesi, bireysel sorumluluklarin en aza indirgenmesi
ve boylece vicdanen rahatlama, sugluluk duygusundan kurtulma ve topluma kars1 bu davranislar1 hakl

gosterme ¢abas1 yatmaktadir.
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Albert Bandura tarafindan teorik ¢ercevesi ¢izilen “ahlaki geri ¢ekilme” terimi, bireylerin etik
olmayan davranislar sergiledikleri zaman, birtakim biligsel yontemler kullanmak suretiyle, sz konusu
davraniglarin - sorumlulugunu {izerlerinden atmalari ve bdylece bir taraftan kendilerine kars
vicdanlarini rahatlatmalari, diger taraftan topluma karsi bu davraniglar hakli gostermeye caligmalari
seklinde tanimlanabilir. Ahlaki geri ¢ekilme teorisinin sekiz yontemi polislerin sapma davranislarini
hakli gdsterme cabalarim agiklamaya uygun goériinmektedir. Bu yontemler sunlardir: (1) “Ahlaki
gerekgelendirme” (moral justification), (2) “avantajli karsilastirma” (advantageous comparing), (3)
“Ortmeceli  etiketleme” (euphemistic labeling), (4) “sorumlulugun yerinin degistirilmesi”
(displacement of responsibility), (5) “sorumlulugun yayilmasi” (diffusion of responsibility), (6)
“sonuglar1 azimsama, Onemsememe veya saptirma” (minimizing, ignoring or misconstruing the
consequences), (7) “insanliktan ¢ikarma” (dehumanization) ve (8) “su¢ yiikleme” (attributions of
blame) (Bandura, 1986).

6.1. Ahlaki gerekcelendirme

Ahlaki gerekcelendirme, bireylerin, sergiledikleri etik olmayan davraniglari, bilissel olarak
zihinlerinde yeniden yapilandirmak suretiyle, kendilerini bu davraniglarin toplum tarafindan kabul
goren “daha iyi”, “daha uygun”, “daha yiice” veya “daha faydali” bir ahlaki amaca hizmet ettigine
inandirarak, s6z konusu davraniglar1 yapilmasi zorunlu davranislar olarak gerekcelendirmeleridir.
Ornegin polisler; vaat, baski, korkutma veya cesitli yasa dis1 yontemler kullanarak siipheliye sugunu
itiraf ettirdiklerinde, bu yontemlerin suglar1 aydinlatmada mesleki zorunlu uygulamalar oldugunu ileri
siirerek sorumluluktan kurtulup vicdanlarini rahatlatabilmekte, topluma kars1 da davranislarini hakli
gosterebilmektedirler. Polislik meslegi agisindan “ahlaki gerekgelendirme”, polislerin, sergiledikleri
etik olmayan davranislari, biligsel olarak zihinlerinde yeniden yapilandirmak suretiyle, kendilerini bu
davranislarin toplum tarafindan kabul goren “daha iyi”, “daha uygun”, “daha yiice” veya ‘“daha
faydali” bir ahlaki amaca hizmet ettigine inandirarak, s6z konusu davraniglart yapilmasi zorunlu
mesleki davranislar olarak gerekcelendirmeleri olarak tanimlanabilir. Ahlaki gerekcelendirme
yontemi, polis bilimleri literatiiriinde “Kirli Harry Sendromu” (The Dirty Harry Syndrome) veya
“Yiice Amag¢ Yozlasmasi” (‘Noble Cause Corruption) olarak ifade edilmektedir. Kirli Harry
Sendromu, suglular yakalamak ve ceza almalarinmi garantilemek i¢in her yola basvuran film karakteri
San Francisco polisi “Harry Callahan” ile ilgilidir. Polis miifettisi olan Harry Callahan tarafindan
sergilenen polis sapma davranislari, iyi ile kotii arasindaki miicadelenin bir 6rnegi olarak goriilmekte
ve Harry Callahan’in sosyopatik katil “Akrep” (Scorpio) karakterini yakalamak ve ona suglarini itiraf
ettirmek igin yasadisi olsalar bile her yola bagvurmasi miibah goriilmektedir. Benzer sekilde “yiice
amag” terimi de polislerin suglart aydinlatma esnasinda sergiledikleri sapma davraniglarinin

gerekgesini agiklamak i¢in kullanilan bir kavram olarak literatiirde yer almaktadir. Bu ¢ercevede, hem
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“Kirli Harry Sendromu” hem de “Yiice Ama¢ Yozlasmasi”, ahlaki geri ¢ekilme yontemlerinden
“ahlaki gerek¢elendirme”yi ifade etmektedir.

6.2. Avantajh Karsilastirma

Avantajli karsilastirma, bireylerin, olumsuz sonuglar doguran davraniglarini, daha koti
olumsuz sonuclar doguran davranislar ile karsilastirmalar1 ve bdylece kendi davraniglarini daha makul,
kabul edilebilir, hakl1 veya avantajli gostermeleridir. Ornegin bireyin, “O da bana vurdu, ben kendimi
savundum.” diyerek kendi hareketini hakli gosterme durumudur. Polislik meslegi agisindan “avantajli
karsilagtirma”, polislerin, olumsuz sonug¢lar doguran davranislarini, daha kétii olumsuz sonuglar
doguran davraniglar ile karsilagtirmalart ve boylece kendi davranislarin1 daha makul, kabul edilebilir,
hakl1 veya avantajli gdstermeleri olarak tanimlanabilir. Ornegin polisler; yakaladiklar1 bir siipheliye
karst ¢esitli iskence yontemleri kullanarak bir su¢ itirafi elde ettiklerinde, sug itiraf ettirme
yontemlerinin siiphelinin isledigi sug ile karsilastirildiginda daha az zararli oldugunu, hatta makul,
kabul edilebilir veya hakli oldugunu ileri siirerek sorumluluktan kurtulup vicdanlarin
rahatlatabilmekte, topluma karsi da davranislarini hakli gosterebilmektedirler.

6.3.0rtmeceli Etiketleme

Ortmeceli etiketleme, bireylerin, etik olmayan negatif anlam yiiklii davramslarmi, aklayic dil
kullanmak suretiyle pozitif anlam yiikleyerek yeniden adlandirmalari ve boylece toplum tarafindan

>

kinanabilecek davranislarin1 yumusatarak kabul edilebilir hale getirmeleridir. Ornegin; “isten ¢ikarma’
yerine “is s6zlesmesinin feshedilmesi”, “yalan sdyleme” yerine “yanlis beyanda bulunma”, “oldiiriilen
siviller” yerine “sivil zayiat”, “insan o6ldiirme” yerine “etkisiz héle getirme”, “masum sivillerin
oldiiriilmesi” yerine “istenmeyen zarar” ifadelerini kullanmak siklikla bagvurulan ortmeceli
etiketleme Ornekleridir (Bandura, 1986). Polislik meslegi agisindan “ortmeceli etiketleme”, polislerin,
etik olmayan davraniglarini, aklayici dil kullanmak suretiyle yeniden adlandirmalar1 ve bdylece toplum
tarafindan kinanabilecek davranislarini yumusatarak kabul edilebilir hale getirmeleri seklinde
tanimlanabilir. Ornegin; gozaltina alinan siiphelileri neredeyse bogulma noktasina getiren tekrar eden
sorgulama c¢abalar1 yerine “gelistirilmis sorgulama”; “iskence” yerine ‘“sorgu yontemi”, “dovme”
yerine “miidahalede bulunma” ifadelerini kullanmak 6zellikle polis orgiitlerinde yoneticilerin kendi
agizlarindan veya medya araciligi ile siklikla bagvurduklar1 ortmeceli etiketleme Ornekleri olarak
siralanabilir.

6.4. Sorumlulugun Yerinin Degistirilmesi

Sorumlulugun yerinin degistirilmesi, bireylerin, etik olmayan davraniglarinin sorumlulugunu
icinde bulunduklart gruba veya bagli olduklar1 otoriteye yiikleyerek sorumlulugu iizerlerinden
atmalaridir. Sorumlulugun yerinin degistirilmesi yontemi ile bireyler, etik olmayan davraniglarinin
gercek sorumlusunun kendileri olmadigini, bu davranislarin iradeleri ile ger¢eklesmedigini, otorite

pozisyonundaki yoneticilerden kaynaklandigini savunarak vicdanlarimi rahatlatirlar ve sorumlulugu
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tizerlerinden atarlar (Bandura, 1986). Polislik meslegi agisindan “sorumlulugun yerinin
degistirilmesi”, polislerin, etik olmayan davraniglarinin sorumlulugunu, hiyerarsik stlerine
yiikleyerek kendilerini sorumluluktan kurtarmalar1 olarak tanimlanabilir. Ornegin polisler, etik
olmayan davraniglari ile ilgili, “Ben emir kuluyum”, “Ben sadece verilen emirleri uyguluyordum”,
“Amirimin/Midirimiin emridir” gibi sOylemlerle davraniglarinin gergek sorumlusunun {istleri
oldugunu ileri siirerek sorumluluktan kurtulup vicdanlarini rahatlatabilmekte, topluma karsi da
davraniglarini hakli gosterebilmektedirler.

6.5. Sorumlulugun Yayilmasi

Sorumlulugun yayilmasi, bireylerin, mensubu olduklar1 grup tyeleri ile birlikte
gerceklestirdikleri etik olmayan davramiglarda, sorumlulugun grup tiiyeleri arasinda yayilmasi ve
boylece aktoriin bireysel roliiniin grup ile kiyaslandiginda g¢ok daha kiigiik olmasi nedeniyle
sorumlulugu diger grup flyelerine yiikleyerek kendisini sorumluluktan kurtarmasidir. Bir grup
tarafindan birlikte gerceklestirilen davraniglarin sebep oldugu zararda, grup iiyeleri igboliimii yaparak
tek bagina zararsiz gibi goriinen davranislarda bulunduklarinda, bu davranislarin ortak sonucu olarak
meydana gelen zarara her birinin katkisi yok denecek kadar azdir ve boylece grup iiyeleri kendi
davraniglari1 meydana gelen zarardan kolaylikla ayri tutarak yapilan zarardan tek baslarma sorumlu
olmazlar (Bandura, 1986). Polislik meslegi agisindan “sorumlulugun yayilmasi”, polislerin, ¢aligtiklar
birimdeki veya bulunduklar1 ekipteki meslektaslar1 ile birlikte gerceklestirdikleri etik olmayan
davranislarda, sorumlulugun grup iiyeleri arasinda yayilmasi ve bdylece polisin bireysel roliiniin grup
ile kiyaslandiginda ¢ok daha kiigiik olmasi nedeniyle sorumlulugu gruptaki meslektaslarina yiikleyerek
kendisini sorumluluktan kurtarmasi olarak tanimlanabilir. Ornegin, yakalanan bir siipheliye kars1 bir
polis ekibi tarafindan gesitli iskence yontemleri kullanilarak bir sug itirafi elde edildiginde, her bir
polis kendi davranigini siipheli lizerinde meydana gelen toplam zarardan kolaylikla ayri tutarak tek
bagina kendisini sorumlu gérmeyerek vicdanen sorumluluk duymayabilir.

6.6. Sonuclar1 Azzimsama, Onemsememe veya Saptirma

Sonuglart azzimsama, 6nemsememe veya saptirma, bireylerin sergiledikleri etik olmayan
davranislar nedeniyle karsi tarafa vermis olduklari zarardan otiirii vicdanen duyduklari sugluluk
duygusuyla yilizlesmekten kag¢inmak i¢in davraniglarinin sonuglarini bilissel olarak azimsamalari,
onemsememeleri veya saptirmalaridir. Bireyler, kisisel ¢ikarlari veya hirslart nedeniyle diger bireylere
zarar veren davranislar sergilediklerinde, bu davraniglarin neden oldugu zarar1 azimsama veya bu
zararla yilizlesmekten kaginma egilimindedirler (Bandura, 1986). Polislik meslegi agisindan “sonuglari
azimsama, 6nemsememe veya Saptirma”, polislerin, sergiledikleri etik olmayan davraniglar nedeniyle
i¢ glivenlik hizmeti sunmakla ylikiimlii olduklar1 bireylere vermis olduklar1 zarardan 6tiirii vicdanen

duyduklar1 sugluluk duygusuyla yiizlesmekten kaginmak i¢in davramiglarinin sonuglarini biligsel
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olarak azimsamalari, 6nemsememeleri veya saptirmalari olarak tanimlanabilir. Bir siipheliyi iskence
ile itirafa zorlama emri veren bir amirin, siiphelinin viicudunun ciddi sekilde zarar gordiigii halde, “bir
seyi yok birkag¢ giin sonra diizelir” demesi; siiphelinin yapilan iskenceden sakat kalmasina karsin,
amirin iskencenin mesleki zorunluluk oldugunu iddia ederek iskenceye onay vermesi; polis
nezaretinde siipheli bir sekilde 6len tutuklunun 6liimii ile ilgili kamuoyundan 6ziir dilemek yerine
yonetimin siiphelinin isledigi iddia edilen suglara dikkat ¢ekerek kamuoyu agiklamasi yapmast,
sirastyla davranigin sonuglarini azimsama, Gnemsememe veya saptirmaya 6rnek olarak gosterilebilir.

6.7. insanliktan Cikarma

Insanliktan ¢ikarma, bireylerin, varliklarmin insanliga zararli olduguna inandiklar1 bireyleri
biligsel olarak asagilik varliklar olarak gormeleri, insan olarak goérmedikleri bu bireylere karsi
yapacaklart etik dist davramiglari onlarin hak ettigine kendilerini inandirmalar1 ve s6z konusu
davraniglarimin sorumlulugunu onlara yiikleyerek kendi vicdanlarini rahatlatmalaridir. Bir bireyin,
insan olarak gormedigi bir varliga karsi sergiledigi davraniglarda ahlaki kurallar gegerli
olamayacagindan ona kars1 acimasiz davraniglar sergilemenin normal olarak goriilmesidir (Bandura,
1986). Polislik meslegi agisindan “insanliktan ¢ikarma”, polislerin, su¢ islediklerine inandiklar
bireyleri biligsel olarak asagilik varliklar olarak gormeleri, insan olarak gérmedikleri bireylere karsi
yapacaklart etik dist davramiglari onlarin hak ettigine kendilerini inandirmalar1 ve séz konusu
davranislarinin = sorumlulugunu onlara yiikleyerek kendi vicdanlarim1 rahatlatmalar1 olarak
tamimlanabilir. Insanliktan ¢ikarma yontemine, bir polis merkezinde gozalti (nezaret) hiicrelerinde
tutuklu bulunan bireyleri, gorevli polislerin insan olarak gérmemeleri, onlara uzun siire yemek, su
vermemeleri; tuvalet, banyo gibi en temel ihtiyaglarin1 kullandirmamalar1 6rnek olarak verilebilir.

6.8. Sug Yiikleme

Sug yiikleme, bireylerin, etik dig1 davranis sergilemelerine, bu davranisa maruz kalan karsi
tarafin sebep olduguna kendilerini inandirarak, davranislarin1 hakli géstermeleridir. Kurbanlarin kendi
cektikleri acilara, yine kendilerinin sebep olduguna, acimasiz davranisin sorumlusunun kendileri
olduguna dair inangtir (Bandura, 1986). “Onlar da sunlar1 yaparak bunlara sebep oldu”, “Kendileri
kagind1” gibi sOylemler bu yonteme Ornek olarak gosterilebilir. Polislik meslegi agisindan “sug
yiikleme”, polislerin, etik dig1 davranis sergilemelerine, bu davranisa maruz kalan karsi tarafin sebep
olduguna kendilerini inandirarak, davranislarini hakli gdstermeleri olarak tanimlanabilir. Ornegin bir
gosteri yiirtiytisii esnasinda, polis tarafindan verilen emirlere uymayan gostericileri, polislerin asir1 giig
kullanarak dagitmalar1 ve bu esnada gostericilere acimasizca zarar vermeleri durumunda bu y6ntemin
kullanildigindan bahsedilebilir. Her ne kadar polisler tarafindan yukarida belirtilen yontemler
kullanilarak polis sapma davranislari haklilastirillmaya g¢aligilsa da, polis sapmasini hi¢bir yontemin

hakl ¢ikaramayacagi da bir gergektir.
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Polislerin sapma davranis1 sergilemesi sorunu, polisligin baslangicindan beri biitiin
toplumlarda ve dolayisiyla biitiin polis oOrgiitlerinde goriilen kiiresel bir sorun olarak varligini
siirdiirmektedir. Polis sapmas1 sorunu iizerine Ingilizce literatiir tarandiginda bu alanda birgok calisma
yapildigt ve polis sapmasmin birgok kriminoloji teorisi iizerinden agiklanmaya c¢alisildigi
gorlilmektedir. Diger taraftan Tiirkce literature tarandiginda bugiline degin polis sapmasini teorik
olarak ele alan herhangi bir ¢alismanin yapilmadigi gdzlemlenmistir. Bu c¢alisma ile s6z konusu
bosluga odaklanilmustir.

Calismada, polis sapmasinin teorik bir incelemesi yapilarak Tiirkge literatiire katki saglamak
amaclanmistir. Polis sapmasi teorik olarak incelenirken; sapma ve polis sapmasi olgularinin kavramsal
analizi yapilmis, polis sapmasinin tarihsel siire¢ igerisinde nasil ele alindigi ortaya konulmustur.
Ardindan g¢aligsmada, polis sapmasinin; polis disiplin sugu, polis yolsuzlugu ve polis sugu olmak iizere
i¢ ana gruba ayrilabilecegi yoniinde bir degerlendirmede bulunulmustur. Daha sonra, polis sapmasinin
bireysel, grupsal ve orgiitsel diizeyde oldugunu ileri siiren; sirasiyla ¢iiriik elma, ¢liriik varil ve ¢iiriik
meyve bahgeleri teorileri ele alinmistir. Calismada ayrica, polislerin meslekten neden saptiklari, polis
kiiltiirii yaklasimu tizerinden degerlendirilmistir. Son olarak, polis sapmasinin polisler tarafindan hakli
gosterilme nedenleri, ahlaki geri ¢ekilme teorisinin; ahlaki gerekcelendirme, avantajli karsilastirma,
ortmeceli etiketleme, sorumlulugun yerinin degistirilmesi, sorumlulugun yayilmasi, sonuglari
azimsama, dnemsememe veya saptirma, insanliktan ¢ikarma ve sug¢ yiikleme yontemleri iizerinden
yorumlanmistir. Her ne kadar polisler tarafindan cesitli yontemler kullanilarak polis sapmasi
haklilagtirilmaya calisilsa da, hi¢bir mazeret polis sapmasini hakli kilmamaktadir. Bu c¢alisma, polis
sapmasi lizerine farkindalik yaratmak ve polis sapmasi sorununa karsi ¢oziim iiretebilmek igin,
oncelikle polis sapmasi1 sorununun etraflica anlasilmasi gerektigini savunmaktadir.

Ingilizce literatiirde polislerin sapma davranislar iizerine birgok akademik calisma yapilmis
olmasina karsin, Tiirkce literatiir tarandiginda polis sapmasinin ¢alisilmasinin ihmal edildigi
goriilmektedir. Polislerin sapma davranis1 sergilemeleri, disiplin sugu islemeleri, yolsuzluga
bulagmalari, yozlagmalar1 ve sug islemeleri gibi sorunlar kiireseldir ve s6z konusu sorunlara yonelik
Tirkiye Ozelinde ve Tirkee literatirde de ¢alisma yapilmasinin  bir ihtiyag oldugu
degerlendirilmektedir.

KAYNAKCA

Alyot, H. T. (2008). Tiirkiye'de zabita: Tarihi gelisimi ve bugiinkii durum. Ankara: Emniyet
Genel Midiirlugi, Polis Akademisi Tiirk Polis Tarihi Aragtirmalari Merkezi Yayinlar1 No. 1, Kozan
Ofset.

Armacost, B. E. (2004). Organizational culture and police misconduct. The George
Washington Law Review, 72, 453-545.

International European Journal of Managerial Research Dergisi / Cilt 4/ Sayi 7/ 264 - 285




282 EUJMR Osman KAYABASI

Bandura, A. (1971). Social learning theory. Morristown NJ: General Learning Press.

Bandura, A. (1986). Social foundations of thought and action: A social cognitive theory.
Englewood Cliffs, NJ: Prentice Hall.

Barker, T. (1977). Peer group support for police occupational deviance. Criminology, 15 (3),
353-366.

Barker, T. (1983). Rookie police officers’ perceptions of police occupational deviance. Police
studies: An international review of police deviance, 6 (30), 30-38.

Barker, T. & Carter, D. (1986). Police deviance. Cincinnati: Anderson.

Barker, T. & Roebuck, J. (1973). An empirical typology of police corruption: A study in
organizational deviance. Springfield, illinois: Charles C. Thomas Publisher.

Britz, M. T. (1997). The police subculture and occupational socialization: Exploring
individual and demographic characteristic. American Journal of Criminal Justice, 21 (2), 127-146.

Champion, D. J. (2001). Police misconduct in America: A reference handbook. Santa
Barbara, California: ABC-CLIO Inc.

Collins Dictionary. (2020). Retrieved April 18, 2020, from
https://www.collinsdictionary.com/dictionary/english/rotten-apple

Crank, John P., (2004), Understanding Police Culture, Cincinati: OH, Anderson Publishing.

Ernst, H. A. (2007). Polis yonetiminde etik. Federal Kriminal Dairesi, Mehmet Oztiirk (Cev.),
EGM Yayin No. 422, Ankara: Strateji Gelistirme Daire Baskanlig1 Yaynlari.

Goldstein, H. (1975). Police corruption: A perspective on its nature and control. Washington,
DC: The Police Foundation.

Goldstein, H. (1977). Policing a free society. Cambridge: Ballinger.

Harrison, S. J. (1998). Police organizational culture: Using ingrained values to build positive
organizational improvement. Public administration and management: An interactive journal, 3 (2),32.

Kayabasi, C. (2012). KKTC’de Polis Teskilatimin megsruiyet seviyesi iizerine bir arastirma.
Yayinlanmamis yiiksek lisans tezi, Lefke Avrupa Universitesi Sosyal Bilimler Enstitiisii, KKTC,
Lefke.

Kayabasi, C. (2020). Kuzey Kibris Tiirk Cumhuriyeti’nde polis mesruiyeti faktorlerinin polisle
isbirligine etkisi. Yaymlanmamis doktora tezi, Polis Akademisi Giivenlik Bilimleri Enstitiisii, Ankara.

Kayabasi, O. (2012). KKTC Polis Orgiitii etikliginin toplumsal algilanma diizeyi iizerine bir
arastirma. Yaymlanmamus yiiksek lisans tezi, Lefke Avrupa Universitesi Sosyal Bilimler Enstitiisii,
KKTC, Lefke.

Kayabasi, O. (2017a). The contours of police integrity in the Turkish Republic of Northern
Cyprus. (Eds. Abidin Temizer and Sevilay Ozer), II. International Symposium on Multidisciplinary

International European Journal of Managerial Research Dergisi / Cilt 4/ Sayi 7/ 264 - 285



https://www.collinsdictionary.com/dictionary/english/rotten-apple

European Journal of Managerial Research Dergisi 283

Studies (ISMS), 18-21 May 2017, Rome/Italy. Symposium Book- Social Science- Volume I, Ankara:
Gece Kitapligi, 153-193.

Kayabasi, O. (2017b). Police integrity in the Turkish Republic of Northern Cyprus: Narcotics
and Prevention of Smuggling Directorate police officers’ perceptions. Turkish Journal of Security
Studies, 19 (Special Issue), 100-129.

Kayabagi, O. (2018a). Police integrity in the Turkish Republic of Northern Cyprus: Criminal
Investigation Directorate police officers’ perceptions. The journal of academic social science studies,
67 (Spring 111), 509-528.

Kayabagi, O. (2018b). Police integrity in the Turkish Republic of Northern Cyprus: Traffic
Directorate police officers’ perceptions. (Eds. Hasan Babacan, A. Sevki Duymaz and Abidin Temizer),
Multidisciplinary studies-3 (social sciences), Ankara: Gece Kitapligi, 459-488.

Kayabasi, O. (2018c). Police integrity in the Turkish Republic of Northern Cyprus: Guzelyurt

Police Directorate police officers’ perceptions. (Eds. Hasan Babacan, A. Sevki Duymaz and Abidin
Temizer), Multidisciplinary studies-3 (social sciences), Ankara: Gece Kitapligi, 489-515.

Kayabasi, O. (2018d). Polis meslek ahlaki biitiinliigii iizerine karsilagtirmali bir bakis.
Akademik Sosyal Arastirmalar Dergisi, 6 (66), 542-563.

Kayabasi, O. (2019a). Polis sapmasina karst polis biitiinliigii perspektifinden Kuzey Kibris
Tiirk Cumhuriyeti Polis Orgiitii. Yaymlanmamis doktora tezi, Polis Akademisi Giivenlik Bilimleri
Enstitiisii, Ankara.

Kayabasi, O. (2019b). Orgiitsel polis biitiinliigii ile grupsal polis biitiinliigii iizerine
karsilastirmali bir bakis: Kuzey Kibris Tiirk Cumbhuriyeti Polis Orgiitii ile Lefke Polis Karakolu
ornegi. Il. Lefke Kent Sempozyumu, 18-20 Aralik 2019, Lefke.

Kayabasi, O. (2020). Polis biitlinliigii lizerine teorik bir inceleme ve polis sapmasi sorununa
kars1 biitlinciil bir yaklasim. R&S — Research Studies Anatolia Journal, 3 (4), 343-359.

Kayabasi, O. & Tekiner, M. A. (2017a). Kuzey Kibris Tirk Cumhuriyeti’nde stirekli ikamet
edenlerin polis meslek etigi kapsaminda polis algisinin dl¢iilmesi. Tiirk Idare Dergisi, 89(485), 665-
694.

Kayabasi, O. & Tekiner, M. A. (2017b). Kuzey Kibris Tiirk Cumhuriyeti Polis Orgiitiiniin
polis meslek ahlaki biitiinligii. (Eds. Esra Aydin, Papatya Sevgin Bigak¢1t & Erdem Kirkbesoglu) 25.
Ulusal Yonetim ve Organizasyon Kongresi Bildiriler Kitabi, Ankara: Baskent Universitesi, 657-662.

Kappeler, V. E. Sluder, R. D. & Alpert, G. P. (1994). Forces of deviance: Understanding the
dark side of policing. Prospect Heights, IL: Waveland Press.

Kappeler, V. E. Sluder, R. D. & Alpert, G. P. (1998). Forces of deviance: Understanding the
dark side of policing. Vol. 2. Prospect Heights, IL: Waveland Press.

International European Journal of Managerial Research Dergisi / Cilt 4/ Sayi 7/ 264 - 285




284 EUJMR Osman KAYABASI

Knapp Commission. (1972). Knapp Commission Report on Police Corruption. New York:
George Braziller.

Lersh, K. M. (Ed.). (2002). Policing and misconduct. Upper Saddle River: Prentice-Hall
Publishing.

Manning, P. K. (1977). Police work: The social organization of policing. Cambridge, MA:
Mit Press.

Mollen Commission. (1994). Commission Report, New York: Mollen Commission

O’Connor, T. R.. (2005). Police deviance and ethics. Mega Links in Criminal Justice.

Online  Etymology Dictionary. (2020a). Retrieved July 27, 2020, from
https://www.etymonline.com/word/deviant

Online  Etymology Dictionary. (2020b).  Retrieved July 28, 2020, from
https://www.etymonline.com/word/deviance

Oxford Dictionaries. (2020). Retrieved November 13, 2020, from
https://en.oxforddictionaries.com/definition/rotten_apple

Paoline, E. A. 1ll. (2003). Taking stock: Toward a richer understanding of police culture,
Journal of Criminal Justice, 31(3), 199-214.

Paoline, E. A. Ill. & Terrill, W. (2005). The impact of police culture on traffic stop searches:
An analysis of attitudes and behavior. Policing: An international Jjournal of police strategies &
management, 28 (3), 455-472.

Pennsylvania Crime Commission. (1974). Report on police corruption and the quality of law
enforcement in philadelphia. Saint Davids, PA: Pennsylvania Crime Commission.

Prenzler, T. (2009). Police corruption: Preventing misconduct and maintaining integrity.
New York: Taylor & Francis Group, LLC.

Prenzler, T. & Ransley, J. (eds.). (2002). Police reform: Building anterit. Australia: Hawkins
Press.

Punch, M. (2000). Palice corruption and its prevention. European journal on criminal policy
and research, 8 (3), 301-324.

Punch, M. (2003). Rotten orchards: ‘pestilence’, police misconduct and system failure.
Policing and Society, 13 (2), 171-196.

Punch, M. (2009). Police corruption: Deviance, accountability and reform in policing.
Portland, Oregon, USA: Willan Publishing.

Robin, G. D. (1974). White-collar crime and employee theft. Crime & Delinquency, 20 (3),
251-262.

Schein, E. H. (1984). Coming to a new awareness of organizational culture. Sloan

management review, 25 (2), 3-16.

International European Journal of Managerial Research Dergisi / Cilt 4/ Sayi 7/ 264 - 285



https://en.oxforddictionaries.com/definition/rotten_apple

European Journal of Managerial Research Dergisi 285

Sherman, W. L. (ed.). (1974) Police corruption: A sociological perspective. Garden City,
New York: Anchor Press.

Sherman, L. W. (1985). Becoming bent: Moral careers of corrupt policemen. F. A. Elliston &
M. Feldberg (eds.), Moral issues in police work, Totowa: NJ Rowman and Allanheld, 253-265.

Stoddard, E. R.. (1968).Informal code of police deviancy: A group approach to blue-coat
crime. Journal of Criminal Law, Criminology & Police Sciences, 59(2), Article 5, 201-213.

Sullivan, L. E. & Rosen, M. S. (eds.). (2005). Encyclopedia of law enforcement. Thousand
Oaks, California: Sage Publications.

Terpstra, J. & Schaap, D. (2013). Police culture, stress conditions and working styles,
European Journal of Criminology, 10 (1), 59-73.

Tureng. (2020). Retrieved November 13, 2020, from http://tureng.com/tr/turkce-
ingilizce/deviance

Van Maanen, J. & Barley, R. S. (1984). Occupational communities: Culture and control in
organizations. Research in organizational behaviour, 287-365.

Van Maanen, J. & Schein, E. H. (1979). Toward a theory of organizational socialization.
Barry M. Staw (ed.), Research in organizational behavior, Greenwich, CT: JAI, 209-264.

Westley, W. A. (1970). Violence and the police. Cambridge, MA: MIT Press.

Wilson, J. Q. (1963). The police and their problems: A theory. Public policy, 12, 189-216.

Wood, T. (1997). Royal commission into the NSW police service, Volume 1 Corruption, The
Government of the State of New South Wales.

International European Journal of Managerial Research Dergisi / Cilt 4/ Sayi 7/ 264 - 285



http://tureng.com/tr/turkce-ingilizce/deviance
http://tureng.com/tr/turkce-ingilizce/deviance

International EUropean Journal of Managerial Research
Dergisi (EUIMR)
ISSN: 2602 — 4179 / Dénem / Cilt: 4 / Say1: 7
Aragtirma Makalesi

ILKOGRETIM OKULU OGRETMENLERINDE TUKENMISLiGIN
ISTEN AYRILMA NIYETINE ETKILERi: AKSARAY iLi ORNEGI

Yalgin GUMUSSOY!
M. Halit YILDIRIM?

oz

Bu caligma, tiikenmislik duygusunun isten ayrilma niyetine olan etkisini incelemek amaciyla yapilmstir.
Tiikenmislik ruhsal ve fiziksel agidan enerjinin tiikenisi olarak tanimlanabilir. Tikenmisligin ii¢ temel boyutu bulunmaktadir.
Bunlar; duygusal tiikenme, duyarsizlasma ve bireysel basari hissinde azalmadir. Son yillarda tikkenmiglikle ilgili ¢alismalara
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THE EFFECT OF BORNOUT ON INTENTION TO LEAVE IN PRIMARY SCHOOL TEACHERS:
AKSARAY SAMPLE

ABSTRACT

This study was conducted to examine the effect of burnout on intention to leave. Burnout can be defined as the mental
and physical exhaustion of energy. There are three basic elements of burnout. These are: emotional exhaustion,
depersonalization and personal accomplishment. Looking at the studies on burnout in recent years, it is seen that the concept
is evaluated as a social problem that has the characteristics of a phenomenon that has negative effects on organizational and
individual terms. The intention to quit is defined as the state of making a conscious decision or intending to leave the
organization. In the study using quantitative research method, it was carried out on primary school teachers working in public
schools in Aksaray, and as a result of the analysis studies, it was determined that there was a positive relationship between the
burnout level of teachers and their intention to quit.

Keywords: Burnout, Intention to Leave, Primary School teacher’s Burnouts, Teacher’s intention to Leaves.
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1.GIRIS

Toplumsal bir problem anlaminda 6nemi anlasilan Tiikenmislik (Burnout) olgusu, 1970’li
yillarla birlikte ilk kez tanimlanmis ve arastirma yapan bireylerin ilgisini ¢eken bir ¢alisma konusu
olmustur. “Ruhsal ve fiziksel agidan enerjinin tiikenisi” olarak tanimlanan tiikenmigligin, “Calisma
ortamiyla bireyin etkilesiminin bir sonucu oldugu” varsayimi dogrultusunda yapilan g¢aligmalarin
sonuglari; olgunun bireyler ve 6rgiitler bakimindan negatif etkilerinin ortaya koyulmasi ve tiikenmisligin
yol agtigi olumsuzluklarin azaltilabilecek kosullarin belli edilmesi anlaminda ¢ok onemli oldugunu

gostermektedir (Budak ve Siirgevil, 2005).

Calisma yasamini olumsuz olarak etkileyen etkenlerden biri olarak tiikenmislik orgiitsel ve
bireysel bakimdan negatif etkileri bulunan bir olgu ozelligi gostermektedir. Tiikenmisligin ii¢ temel
boyutu duygusal tiikkenme, duyarsizlagsma ve bireysel basar1 hissinde azalmadir. Tiikenmislik duygusu
yasayan bireylerin yasaminda gergeklesmekte olan degisimleri bu boyutlar ifade etmektedir (Ardi¢ ve
Polatg1, 2008).

2.TUKENMISLIK KAVRAMI VE BOYUTLARI

Tiikenmislik kavrami “‘igi geregi yogun duygusal taleplere maruz kalan ve siirekli diger
insanlarla yiiz yiize ¢alismak durumunda olan bireylerde goriilen fiziksel olarak bitkinlik, uzun siiren
yorgunluk, ¢caresizlik ve umutsuzluk duygularnin, ise, hayata ve diger insanlara kars: negatif tutumlarla
yansimas ile olusan bir sendrom’’ olarak tanimlanmaktadir (Maslach ve Jackson, 1981). Algilanan bu
sendrom sonucunda tiikenmigligin genel olarak olumsuz tutum ve davraniglara neden oldugu
soylenmektedir. Bu tutum ve davranislar; meslegi yerine getirenlerin meslegi yapmak istememesi,
hedefinden uzaklagmasi, hizmet verdigi insanlarin memnuniyetlerine 6nem vermemesi ve kendisinin

asir1 derecede strese girmesi seklinde ortaya ¢ikmaktadir (Altay, 2009).

Tiikenmislik “Eneryji, gii¢ ya da kaynaklarin asirt talepler yoluyla tiikenmesi, yorulma, basarisiz
olmay:” ifade etmektedir (Siirgevil, 2005; Otacioglu, 2008). Tiikkenmislik, sadece bir enerji, sevk,
perspektif, amag ve idealizm kaybi degil ayn1 zamanda siirekli umutsuzluga, strese, kapana kisilmiglik
duygularina ve garesizlige neden olan duygusal, fiziksel ve zihinsel bir titkenmislik durumunu isaret
etmektedir (Capri, 2006; Ar1 ve Bal, 2008; Sanli ve Akbas, 2008; Karcioglu ve Korkat, 2011; Kilig¢ ve
Seymen, 2011).

Maslach tiikenmisligi; duygusal tiikenme, duyarsizlagsma ve diisiik bireysel basar hissi olarak
ii¢ boyutta ele almistir (Maslach ve Zimbardo, 1982:3; Izgar, 2003; Kirilmaz ve Dig., 2003; Budak ve
Siirgevil, 2005; Kocak, 2009; Iraz ve Ganiyusufoglu, 2011). Duygusal Tiikenme; bireylerin fiziksel ve
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duygusal sikintilari ile ilgilidir (Dursun, 2012; Naktiyok ve Kaygin, 2012) ve bireylerin islerinde
yorulmalarini ve yipranmalarini ifade etmektedir (Altay, 2009). Duyarsizlasma; bireylerin etkilesimde
oldugu is arkadaslarina ve hizmet sundugu bireylere duygusuzca davranmasini, 0 bireylere sanki birer
nesneymis gibi davranmasini ve o bireylerle aralarina uzaklik koymasini ifade etmektedir (Bolat, 2011).
Duyarsizlagma, bireyin bakim ve hizmet verdiklerine karsi, duygusuz tutum ve davranislar géstermesini
icermektedir. Bu davramig soguk, kati ve ilgisiz sekillerde kendini gostermektedir. Bireysel basari
duygusunda azalma ise bireyin kendini isinde yetersiz ve basarisiz olarak algilamas: olarak ifade
edilmektedir (Maslach ve Jackson, 1981).

3. ISTEN AYRILMA NiYETI

Aragtirmacilarin ve akademisyenlerin Uzun yillardir ilgisini ¢eken isgorenlerin isten ayrilma
niyeti, isgérenin yakin bir zaman iginde isini sonlandirma istegi ile ilgili diisiincesi olarak
tamimlanmaktadir (Sahin, 2011). Isten ayrilma niyeti, isten ayrilmaya egilimi olma ve istifa etmeden
onceki son asama olarak da ifade edilmektedir (Matilla, 2006; 41). Baska is imkanlar1 bulunmamasina
ragmen, ise son vermeye dogrudan etkisi olabilen isten ayrilma niyeti, isgérenin yeni is imkanlar
aramasina neden olarak isten ayrilmay1 endirekt olarak etkileyebilmektedir (Giirbiiz ve Bekmezci,
2012).

Rusbelt ve Dig., (1988) isten ayrilma niyetini, isgorenlerin is yerindeki kosullardan tatmin
olmamalart durumunda gosterebilecekleri aktif ve yikici eylemler olarak tanimlamaktadir
(Cekmecelioglu, 200;5 Biite, 2009; Ozer ve Yurdun, 2012). March ve Simon ise klasik isten ayrilma
modelinde bu diisiinceleri, algilanan ayrilma arzusu ile isten ayrilma kolayliginin bir fonksiyonu
seklinde aciklamaktadirlar (Giirbiiz ve Bekmezci, 2012). Jaros ise isten ayrilma niyetini, isten ayrilmaya
kars1 siirekli ve aynm1 zamanda genel bilissel uyarlamay1 yansitma olarak ifade etmektedir. Isgérenin
isinden ayrilmayi, baska bir is firsatin1 degerlendirmeyi veya bir isten ayrilma niyeti seklinde disiiniip

diisiinmedigini, bu uyarlama belirlemektedir (Ceylan ve Bayram, 2006).

Barttlett, isten ayrilma niyetini, “‘6rgiitten ayrilma anlaminda bilingli bir karar verilmesi veya
buna niyet edilmesi durumu’’ olarak tanimlamaktadir (Sabuncuoglu, 2007; Biite, 2009; Celik ve Cira,
2013). Diger bir bakis agisina goreyse isten ayrilma niyetinin davranigsal ve bilissel bir olgu olarak
belirtilmektedir. Isten ayrilma siirecinde isgdren bilissel ya da tutumsal nedenlerle isten ayrilmayi
diisiinebilmektedir. Isgdren bu diisiinceyi gergeklestirmek icin davramissal olarak da harekete
gecebilmektedir. Isgdrenin isten ayrilmast ile ilgili son karar1 vermesinde, halen yaptig isine alternatif

kabul edilebilir bir is bulup bulamayacagi durumu da etkili olmaktadir (Giirbiiz ve Bekmezci, 2012).

Isgdrenlerin isten ayrilma niyeti ile ilgili yapilan calismalarin sonuglari isten ayrilma davranigim

etkileyen en onemli unsurun is tatmini oldugunu ortaya koymaktadir. (Cekmecelioglu, 2005). Isten
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ayrilma niyetini etkileyen ti¢ grup degisken vardir: Birinci grup degiskenler is memnuniyeti, cinsiyet
ayrimcilig1 ve stres gibi orgiitsel degiskenler, ikinci grup degiskenler ¢alisma yili, cinsiyet ve medeni
hal gibi demografik nedenler, {igiincii grup degiskenler alternatif is imkanlar1 gibi dissal nedenlerdir

(Matilla, 2006: 41).
4. TUKENMISLIK VE ISTEN AYRILMA NiYETi ARASINDAKI iLiSKi

Sanayilesme ve kentlesme, insanin yapmasi gerekli rolleri artirirken, bireylerarasi iligkilerin
kilit hale gelmesine, yasamin zorlagsmasina, yasamdan istek ve beklentilerin artmasina ve ekonomik
yetersizligin insan tizerinde yarattigi stresin onlarin sagligini olumsuz yonde etkilemesine neden
olmaktadir. Belirtilen faktorlere ilaveten isgorenlerin is iligkileri, ¢aligma ortamlari, statii, rol ve
islevlerindeki olumsuzluklar ve hizmet gotirdiikleri popiildsyonla ilgili 6zelliklerin olusturdugu
olumsuz etkenler isgorenin sagligini olumsuz yonde etkilemektedir. Bu olumsuz kosullarin uzun siire
devam etmesi bireyde tiikkenmislik tablosunun ortaya ¢ikmasina neden olmaktadir (Eroglu, 2010).
Tiikenmisglik diger insanlara karsi is, benlik ve yasam kavram: olumsuz tutumlarin gelismesine neden
olmakta, umutsuzluk ve caresizlik duygulari, fiziksel tiikkenme ile kendini gostermektedir (Tsigilis ve
Dig.,2004).

Isten ayrilma niyeti, ¢alisanin kendi istegiyle isini birakmasinda etkili olan, zamaninda
isletmeler tarafindan tespit edilerek onlem alinmazsa Orgiitlere 6nemli maliyetler getiren bir durumu
ifade etmektedir. Bir iggorenin isten ayrilmasi, hem nitelikli bir insan giiciiniin kaybina neden olmakta
hem de yerine yeni bir iggoren istihdam edilmesiyle ilgili ise alma, egitme ve uyum saglama gibi

maliyetlere katlanilmasina neden olmaktadir (Sahin, 2011).

Tikenme yasayan bireyler kendilerinde, yaptiklari ise devam edebilecek enerjiyi
bulamadiklarinda, bilgi birikimi ve deneyimlerine olan giivenlerini kaybettiklerinde mesleklerini
tamamen terk etme egilimi igerisine girebilmektedirler. Bu durum da alaninda uzmanlagmis isgérenlerin
isletmeler agisindan kaybi anlamina gelmektedir. Bireysel ve orgiitsel anlamda tilke ekonomisi bu
durumdan &nemli miktarda zarar gérmektedir. Orgiitte zorunlu olarak kalan isgérenlerde ortaya gikan
devamsizlik, yalanci hastalik, savurganlik ve is kazalari da orgiitte 6nemli miktarda maddi kayiplara
neden olmaktadir. Bu durumda olusacak is tatminsizligi, orgiitsel bagimliliktan yoksunluk ve ise karsi
duyulan duyarsizlik orgiitsel basariyr ve verimliligi 6nemli 6l¢iide diisiirmektedir (Ardi¢ ve Polatgi,
2008).

Hobfoll, (1989), kaynaklari Koruma Teorisinde (Conservation of Resources Theory) bireylerin
yasamlarinda farkli kaynaklarinin bulundugu ve bu kaynaklarin da bireyler i¢in deger ifade ettigini
belirtmektedir. Hobfoll, bu kaynaklar1 farkli durumlar, enerji halleri ve kisilik 6zellikleri seklinde

tamimlamaktadir. Bu teoriye gére bu kaynaklarda olusan kayiplar bireylerde en tehditkar durumu
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belirtmektedir (Unal, 2016). Bu baglamda Tiikenme sendromu yasayan isgorenlerin bu durumlarinin

isten ayrilma niyetine neden olacagi diistiniilmektedir.

Alan yazindaki farkli is ortamlarinda ve meslek gruplarinda uygulanan galismalarin sonuglari,
tilkenmisligin isten ayrilma niyeti ile pozitif iligskili oldugu seklinde bulgular ortaya koymaktadir
(Maslach ve Jackson, 1982; Weisberg 1994; Singh ve Dig., 1994; Schaufeli ve Backer 2004).

Huang ve Dig., (2003), yaptiklar bir ¢alismada, 6rgiit politika algis1 ve isten ayrilma niyeti
arasinda bulunan iliskide titkenmisligin isten ayrilma niyetiyle pozitif yonde iliskisi oldugunu ortaya

koymuslardir.

Thanacoody ve Dig., (2009), Avustralya’da kanser isgileri iizerinde yaptiklart calisma
sonuglarina gore is-aile ¢atigmasi ve isten ayrilma niyeti arasindaki iligki iizerine tiikenmislik ve
denetleyici sosyal destek etkilerinin tiikenmisligin isten ayrilma niyeti ile dogrudan iligkili oldugunu
gostermistir.

Ar ve Dig., (2010) ise bagliligin tiikkenmislik ve isten ayrilma niyeti iligskisindeki aracilik
etkisini inceledikleri aragtirma sonuglarina gore tiikkenmisligin her ii¢ boyutunun isten ayrilma niyeti ile
olan iliskisinin ise baglilik aracilig1 ile gerceklestigini, degiskenler arasinda tam aracilik iliskisinin

oldugunu ortaya koymaktadirlar.

Telli ve Dig., (2012) liderlik davranig tarzlarinin ¢alisanlarin orgiitsel tiikkenmislik ve isten
ayrilma egilimleri iizerine etkisi ile ilgili yapilan arastirma sonucunda titkenmisgligin ilk boyutu olan
duygusal tiikkenmeyle toplam isten ayrilma arasindaki iliski diizeyinde dogrusal ve pozitif yonde anlamli

bir iligkisi oldugunu ortaya ¢ikarmiglardir

Kim ve Stoner (2008) is stresi, is hayatindaki otonomi ve sosyal destegin, kamu hizmetinde
calisanlarda tiikkenmislik ve isten ayrilma niyetleri tizerindeki etkisini inceledikleri ¢aligma sonucunda,
is hayatindaki otonominin is stresiyle birlikte tiikenmisligi belirledigini ve sosyal destegin de is stresiyle

birlikte isten ayrilma niyetini belirledigini tespit etmislerdir.
5.ARASTIRMANIN METODOLOJISI
5.1.Arastirmanmin Amaci ve Hipotezleri

Calisma kapsaminda; Tiikenmiglik duygusunun isten ayrilma niyetine olan etkileri

incelenmektedir.
Bu amag dogrultusunda asagidaki hipotezler kurulmustur:

H1: Ogretmenlerin tiikenmislik seviyeleri ile isten ayrilma niyetleri arasinda pozitif bir iliski

vardir.
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H1la: Ogretmenlerin duygusal tikenmislik seviyeleri ile isten ayrilma niyetleri arasinda pozitif

bir iligki vardir.

Hlb: Ogretmenlerin duyarsizlasma seviyeleri ile isten ayrilma niyetleri arasinda pozitif bir

iliski vardir.

Hlc: Ogretmenlerin kisisel basarida diisme hissi seviyeleri ile isten ayrilma niyetleri arasinda

pozitif bir iliski vardir.
5.2. Arastirmanin Modeli

Bu arastirma, vaktinin biiyiik bir béliimiinii is yeri ortaminda gegiren ve igleri dogrudan olarak
insanlarla diyalog halinde olmay: gerektiren egitim personellerinin ise iliskin yasadiklari mesleki
tilkenmislik duygusunun isten ayrilma niyetlerine olan etkisini saptamaya yonelik konu ile ilgili alanda
yapilan yazin arastirmalarina dayanan ve uygulanan anketler ile desteklenen bir arastirmadir. Sekil 1.’de

arastirmanin uygulama modeli sunulmustur.

Sekil 1. Arastirmanin Uygulama Modeli

TUKENMISLIK

Duygusal tiikkenmislik

Duyarsizlagma |:> ISTEN AYRILMA NiYETi

Kisisel basar1 hissinde azalma

5.3. ANALiZ YONTEMIi

Soru formunda tiikenmislik seviyesinin olgiilmesi amaci ile Maslach ve Jackson (1981) tarafindan
gelistirilmis olan ve Tiirkge’ye uyarlamasi ile gegerlilik ve giivenilirlik ¢alismasi Ergin (1992) tarafindan
yapilmis olan Maslach Tiikenmislik Olgegi alinmustir. Isten Ayrilma Niyeti 6l¢eginin degiskenleri isten
ayrilma niyetinin 6l¢iilmesi amaci ile Rosin ve Korabik’s (1991) tarafindan gelistirilmis olan ve 4

maddeden olusan Turnover intension Scale kullanilmistir.

Calismada Maslach Tiikkenmiglik 6l¢eginin 22 sorudan olusan besli Likert olgegi
kullanilacaktir. Bu 6l¢ekte (0) Hig, (1) Neredeyse Hig, (2) Cok Nadir, (3) Bazen, (4) Cogu Zaman ve
(5) Her Zaman seklinde degerlendirme yapilmaktadir. Isten Ayrilma Niyeti dlgeginde de besli likert
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6lcegi kullanilmakta ve (1) Hi¢ katilmiyorum, (2) Az Katiliyorum, (3) Kismen Katiliyorum, (4)

Oldukga Katiltyorum ve (5) Tamamen katiliyorum seklinde degerlendirme yapilmaktadir.

Calismanin drneklemini Aksaray ilinde kamuda faaliyet gosteren okullarda calisan ilkdgretim
okulu 6gretmenleri olusturmaktadir. Calismaya katilan 49 okuldaki 6gretmenlerden toplanan 457 adet

soru formu ¢alisma kapsamina alinmistir.
5.4. BULGULAR

Tablo 1: Giivenirlik Analizi(n=457)

Olcek Olcek Tiirii Soru Sayisi Cronbach’s
Alpha
Tiikenmislik Liker 5°1i 22 ,749
Sistem
Isten Ayrilma Niyeti Liker 5°li 4 788
Sistem

Tablo 1°deki 6lgeklere iliskin giivenirlik sonuglar tiikenmislik i¢in (,749) isten ayrilma
niyeti 6lgeginin icin ise (,788)’dir. Olgeklerin giivenirlik diizeyinin ¢alismay1 yapabilmek i¢in uygun

diizeyde oldugu goriilmektedir.

Tablo 2’de aragtirma kapsamina dahil edilen ¢alisanlarin tiilkenmislik 6l¢egine iliskin faktor analizi
sonuglar yer almaktadir.

Tablo 2: Tiikenmislik Olgegine Iliskin Faktdr Analizi (n=457)

Faktor ve Yiik Degerleri
Degiskenler
1 2 3
Isimden sogudugumu hissediyorum. 0,805145
Is déniisii kendimi ruhen tiikkenmis hissediyorum. 0,837248
Sabah kalktigimda bir giin daha bu isi
kaldiramayacagimi hissediyorum. 0,801351
Biitlin giin insanlarla ugrasmak benim i¢in gercekten ¢ok
yipratici. 0,529485
Yaptigim isten yildigim hissediyorum. 0,715445
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Isimin beni kisitladigin1 diisiiniiyorum. 0,589147

Isimde ¢ok fazla calistigimu diisiiniiyorum. 0,316683

Dogrudan dogruya insanlarla ¢aligmak bende ¢ok fazla

gerginlik yaratiyor. 0,419042

Yolun sonuna geldigimi hissediyorum. 0,526935

Bu iste calismaya basladigimdan beri insanlara karst

sertlestim. 0,752222
Bu isin beni giderek katilagtirmasindan korkuyorum. 0,756095

Isimle ilgili karsilastigim insanlarin bazi problemlerini
sanki ben yaratmisim gibi davrandiklarini hissediyorum. 0,703011

Isimle ilgili karsilastigim insanlarin ne hissettigini
hemen anlarim. 0,514943

Isimle ilgili karsilastigim insanlarin sorunlarina en
uygun ¢oziim yollarini bulurum. 0,655074

Yaptigim is sayesinde insanlarin yasamina olumlu
katkida bulunduguma inantyorum. 0,689875

Birgok seyi basarabilecek giigteyim. 0,655825

Isimle ilgili karsilastigim insanlarla aramda rahat bir
ortam yaratirim. 0,647189

Insanlarla yakin bir ¢alismadan sonra kendimi canlanmus
hissederim. 0,558242

Bu iste kayda deger birgok basari elde ettim. 0,662096

Isimde karsilastigim sorunlar1 basarili bir sekilde
¢oziimleyebilirim. 0,665842

Isimle ilgili karsilastigim bazi kimselere sanki insan
degillermis gibi davrandigim fark ediyorum.

Isimle ilgili karsilastigim insanlara ne oldugu umurumda

degil.
Cronbach’s Alpha 0,859 0,748 0,80
Aciklanan Toplam Varyans 51,481
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Meyer-OlkinMeasure of SamplingAdequacy (KMO) 0,897

Bartlett’s Test of Sphericity — Approx. Chi-Square 3458,44

p<0,05 diizeyinde anlamlidir.

Faktor 1: Tikenmisligin duygusal tiikenmek boyutu, Faktor 2: Tiikenmisligin duyarsizlasma boyutu,
Faktor 3: Tiikenmisgligin kisisel basar1 hissinde azalma boyutu

Tiikenmisligin ii¢c temel faktorle % 51,481 toplam varyansla agiklandigi belirlenmistir.
Faktorlere iliskin Cronbach’s Alpha katsayilarinin faktor 1 i¢in ,86; faktor 2 i¢in,748; faktor 3 igin ,80
oldugu, dlgegin drneklem yeterlilik katsayisinin ise ,897 oldugu tespit edilmistir. Bu baglamda 0,05
diizeyinde, olgege iliskin tiim degerler dikkate alindiginda 6l¢egin igsel tutarliliginin veya gegerlilik
diizeyinin yiiksek oldugu anlasilmaktadir. Tablo 6’de goriildiigii iizere “Isimle ilgili karsilastigim baz1
kimselere sanki insan degillermis gibi davrandigim fark ediyorum.”, “Isimle ilgili karsilagtigim
insanlara ne oldugu umurumda degil. ” ifadeleri ankete katilanlar tarafindan anlagilamamasi nedeniyle

herhangi bir faktor altinda birlestirilemedigi i¢in analize dahil edilememistir.

Tablo 3: Isten Ayrilma Niyeti Olgegine iliskin Faktor Analizi(n=457)

Faktor ve
Degiskenler Yiik Degerleri
1

Kariyerimin su aninda, miimkiin olsaydi isimi birakirdim 0,756326
Oniimiizdeki alt1 ay igerisinde isimi birakmay1 diisiiniiyorum 0,726336
Su anda yeni bir ig artyorum 0,729306
Isimi birakmay1 diisiiniiyorum 0,80349
Cronbach’s Alpha 0,788
Aciklanan Toplam Varyans 67,165
Meyer-OlkinMeasure of SamplingAdequacy (KMO) 0,778
Bartlett’s Test of Sphericity — Approx. Chi-Square 802,78

Isten ayrilma niyetinin bir temel faktorle % 67,165 toplam varyansla agiklandig1 belirlenmistir.

Faktorlere iligkin Cronbach’s Alfa katsayisinin ,788 oldugu, 6lgegin 6rneklem yeterlilik katsayisinin
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ise ,778 oldugu tespit edilmistir. Bu baglamda 0,05 diizeyinde, 6lcege iliskin tiim degerler dikkate
alindiginda 6lgegin igsel tutarliliginin veya gegerlilik diizeyinin yiiksek oldugu anlasilmaktadir.

Tablo 4: Tiikenmislik ve Isten Ayrilma Niyeti Arasindaki Iliskilerin Belirlenmesine Y 6nelik

Korelasyon Analizi(n=457)

Duygusal Duyarsizlasm | Kisisel Basari Isten Ayrilma
Tiikenmislik a Hissinde Niyeti
Azalma
Duygusal 1
Tiikenmisglik
457
Duyarsizlagma ,629(**) 1
,000
457 457
Kisisel Basari -,289(**) -,340(**) 1
Hissinde Azalma
,000 ,000
457 457 457
Isten Ayrilma Niyeti ,518(**) ,459(**) -,240(**) 1
,000 ,000 ,000
457 457 457 457

Tiikenmisligin boyutlar: ile isten ayrilma niyeti arasinda bulunan iligkiyi belirten korelasyon
degerleri incelendiginde duygusal tiikkenmislik boyutu; isten ayrilma niyeti (r = 0,518), ile orta seviyede
pozitif ¢ift yonlii anlamli bir iligkiye sahip oldugu goriilmektedir. Duyarsizlasma boyutu; isten ayrilma
niyeti (r = 0,459), ile orta seviyede pozitif ¢ift yonlii anlaml bir iligkiye sahip oldugu goriilmektedir.
Bireysel basar1 hissinde azalma boyutu; isten ayrilma niyeti (r = -0,240) negatif ¢ift yonlii cok diisiik
seviyede anlamli bir ilisgkiye sahip oldugu goriilmektedir. Korelasyon degerlerinin timi, 0,01
seviyesinde anlamlidir. Bu nedenle p=,000 oldugundan belirtilen iliskilerin anlamli oldugu

goriilmektedir.
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Tablo 5: Korelasyon Analizi Sonuglarina Gére Arastirma Hipotezlerinin Destekleme Desteklememe

Durumu

HIiPOTEZLER
DESTEKLiYOR/DESTEKLEMIiYOR

TUKENMISLIGIN ISTEN AYRILMA NiYETi UZERINE ETKIiLERI

Hla | Ogretmenlerin duygusal tiikenmislik seviyeleri ile isten ayrilma | DESTEKLIYOR

niyetleri arasinda pozitif bir iligki vardir.

Hib | Ogretmenlerin duyarsizlasma seviyeleri ile isten ayrilma niyetleri | DESTEKLIYOR

arasinda pozitif bir iligki vardir.

Hilc | Ogretmenlerin bireysel basarida diisme hissi seviyeleri ile isten | DESTEKLIYOR

ayrilma niyetleri arasinda pozitif bir iliski vardir.

6. SONUCLAR

Calisma sonucunda, ¢alisma kapsamina alinan 6gretmenlerin tiikenmislik seviyelerinin orta
diizeyde oldugu, isten ayrilma niyeti diizeylerinin ise diisiik diizeyde oldugu goriilmektedir. Bu sonug
alan yazinda yapilan diger caligmalarla uygunluk gostermektedir. Bu durum, bireyin isinden dolay1
tikenmislik yasadigi, yorgunluk, gii¢ eksikligi ve duygusal anlamda kendini oOrselenmis hissettigi,
hizmet ettigi bireylere ge¢misteki oldugundan daha az sorumlu davrandigi, bu duygular sonucunda,
hissettigi tiikkenmislik, bireyin aklinda isten ayrilma diisiincesinin dogmasina yol agmasi ile agiklanabilir.
Isten ayrilma niyetinin diisiik ¢ikmasi ise ¢aligmanin kamu ilkdgretim okullarinda yapilmasi ve
Ogretmenin isten ayrildig1 zaman ya 6zel okullarda is bulamayacagini ya da 6zel okullarda diisiik ticret

ve uzun mesai ile ¢aligacagini diisiinmesi ile ilgili olabilir.

Calisma sonucunda tiikenmiglik ve igten ayrilma niyeti iligkisinde tiikkenmisligin boyutlarinin
her biri bagimsiz olarak incelenmistir. {lkdgretim dgretmenlerinin tiikenmisligi duygusal tiikenmislik
boyutu ile isten ayrilma niyeti arasinda pozitif bir iligkisi oldugu diisiiniilmektedir. (p=,000) Bu durum
alan yazindaki diger aragtirmalarin sonuglariyla da desteklenmektedir Bu bulgu 6gretmenin meslegi
nedeniyle duygusal anlamda kendini yorgun hissetmesi, 6grencilerine gegmiste oldugu kadar sorumlu
davranmamasi, gerilim ve engellenmislik hissetmesi, bu duygular sonucunda tiikenmisliginin artmasi

isten ayrilma niyetinin de artmast ile agiklanabilir.
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[kdgretim 6gretmenlerinin tilkenmisligin duyarsizlasma boyutu ile isten ayrilma niyeti arasinda
anlamli pozitif bir iliskisi oldugu distinilmektedir. (p= ,000) Bu durum alan yazindaki diger
arastirmalarin sonuglariyla desteklenmektedir. Bu bulgu 6gretmenin 6grencilerine karsi insan gibi degil
de nesne gibi davramirken, onun Ggrencilerden ve ¢alisilan kurumdan uzaklagmasi, umursamaz,
kiigtimseyen, alayci, duygusuz ve sert bir tutum sergilemesi tilkenmisliginin artmas: sonucunda isten
ayrilmaya niyet etmesi ile agiklanabilir.

[Ikogretim Ogretmenlerinin tiikkenmisligin bireysel basar1 hissinde azalma boyutu ile isten
ayrilma niyeti arasinda pozitif bir iligkisi oldugu diisiiniilmektedir. (p=,000) Bu durum alan yazindaki
diger aragtirmalarin sonuglariyla da desteklenmektedir. Bu bulgu 6gretmenin kendisine dair negatif bir
degerlendirmede bulunmasi, isinde ilerlemedigini hatta geriye gittigini, caba harcamasinin bir ise
yaramayacagimi ve basarisizigin genel olarak kendisinin bir 6zelligi oldugunu diisiinmesi, bu
diisiincelerin tikenmisligini artirarak isten ayrilmaya niyetlenmesi ile sonuglanacagi seklinde

aciklanabilir.

Aragtirmanin simirhiliklart Aksaray ilinde yapilmasi, sadece anket metodu ile yapilmasi,
oOl¢iilmek istenen konunun anket sorulari ile sinirli olmasi, verilen cevaplarin ankete katilanlarin algisina

dayali olmas1 ve maddi imkanlarin yetersizligi seklinde soylenebilir.

Tiikenmisglik sendromu bireylerle dogrudan iliskili olarak ¢alisilan meslek gruplarinda sik
yasanan bir sorun olarak bilinmektedir. Calismada Aksaray ilinde ve ilkdgretim okullarinda ¢alisan
Ogretmenlerin tilkenmislik duygusun isten ayrilma niyetine etkisi incelenmistir. Bu konuda arastirma
yapacak olan arastirmacilar bireylerle dogrudan iliskide olunan, polis, doktor, psikiyatrist, psikoterapist
vb. gibi tiikenmisligi yiiksek diizeyde olan diger meslek dallar1 {izerinde de bir ¢alisma yaparak alan

yazina katkida bulunabilirler.

Aragtirmada tiikkenmislik duygusunun alt boyutlarinin isten ayrilma niyeti iizerine etkisi
incelenmistir. Yeni caligmalara yapacak olan aragtirmacilarin, isten ayrilma niyeti ile ilgili olabilecegi
diisiiniilen daha farkli kavramlarla iliskilerini inceleyebilirler. Ornegin duygusal zeka, orgiitsel
vatandaslik davranislari, oOrgiitsel adalet, yoOneticiye giiven, yoOnetici tarzi ve performans gibi
degiskenlerle isten ayrilma niyeti arasindaki iliskileri incelemeleri yogun isten ayrilma niyetinin

iyilestirilmesi ve daha yiiksek ¢aligma kalitesi i¢in alan yazina katkida bulunabilir.
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PHOTOREALISTIC TRENDS IN CONTEMPORARY TURKISH PAINTING AFTER 1960

ABSTRACT

Art is one of the most important tools for expressing individual and social identities. The fact that technology and art
are intertwined today has formed a physical infrastructure for each other has formed the basis of new pursuits and currents.
Language of art has further liberated itself due to increased competition, new styles and New Currents with the development
of technology. The photorealism brought into the body by Western artists in the 1960s influenced contemporary Turkish
painting as well as all over the world. Its sole purpose has been to project a real, objective and impartial definition of the real
world and concrete objects into its works on the basis of careful observation, without adding any emotion.

Keywords: Contemporary Turkish Painting, Photorealism, Photo.
Jel Codes: 711, Z19
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GIRiS

19.Y{izy1l’1n en biiyiik kesiflerinden biri olan "Fotograf Makinesinin" elde ettigi goriintii ile
fotografa konu olarak betimlenen nesne arasindaki dilsel birliktelik, fotografi diger sanat tiirleri arasinda
farkli bir konuma sokmustur. Camera Obscura’nin kesfi dogrultusunda, zamanla bu ilkel alet evrimini
tamamlayarak bir fotograf makinesine donlismiis olmasi, teknolojik ac¢idan sanatcilarin yapitlarinda
bilingli olarak kullandiklari bir materyal olarak tercih etmelerine sebebiyet vermistir.

Sanat tarihinde devrim niteligi tasiyan fotografin yeni bir iisluba ve dile ortaklik etmesi, ¢agdas
donemin gercekei sanat anlayisi baglaminda, kendisine has iislup olusturarak birgok akim ve ressamin
yararlandigi unsur olmustur. Sanat unsurlarinin igerisinde kendine yer bulan Fotograf, zamanla 6nemli
gorsel kayit araglarindan biri haline gelmistir. Bu bulugsun ¢ok yonlii niteligi sayesinde disiplinler arasi
gorsel, bigimsel ve kuramsal diizeyde baglantilar kurmaya biiyiik katkisi olmustur. Diger bir
perspektiften bakildiginda ise, fotografin sanat alaninda yayginlik gostererek sanatin biitiin kollarina
niifuz etmesinin ¢esitli tartismalara yol actigini sdylemek miimkiindiir.

Sanat piyasasinda; yetkinlik gosteren gergekgi sanat anlayisi, bahsi gegen tartigmalarin ilk
hedefi olmustur. Ancak sanatin ¢aglar boyu siiregelen ve halende bu 6zelligini devam ettiren yenilik
arayislari; yeniliklere maruz kalan donemsel sanat kavraminin "ne oldugu ve nasil iiretildigi" noktasinda
kayit altina alinan sanat, kaliciligin1 korumus olur.

20. Yiizyildan itibaren fotografin gelisimi ile sanatta gerceklik algisi, yerini Fotogercekei
akimima birakmistir. Boylelikle sanat tartismalarina bir konu daha eklenmesiyle, avangart akimlar
icerisinde; fotografi kullanan sanatgilarin ortaya koymus olduklari eserlerin yerini fotogergekei akimi
sanat¢ilarinin eserleri yer almistir.

1.1. Calismanin Amaci

1960 sonras1 Amerika’da gesitli sanat ortamlarinda ortaya ¢ikan ve kisa bir siirede tiim diinyada
yayginlik gosteren fotogerceke¢i akimi hakkinda bilgiler verilmistir. Bu baglamda Cagdas Tirk
resminde, fotografi bir ara¢ olarak kullanan fotogergekei ressamlarinin ve eserlerinin hakkinda bilgiler
verilerek, aragtirmanin; fotogercekei egilimi hakkinda bir kaynak olmasi amaglanmustir.

1.2. Cahsmanin Onemi

Tiirkiye’de Fotogercekei iislubuyla eserler iireten sanatgilarin, se¢ilmis yapitlariin incelenmesi,
taninmasi ve bu alana ilgi duyan kisilere 11k tutmasi agisindan énemli goriilmiistii.

1.3. Calismanin Kisitlari

Louis K. Meisel’in 1973 yilinda gelistirdigi Fotogercekgilik taniminin besinci maddesi;
"Sanat¢t en az bes yilini fotogergekciligin gelisimine ve sergilerine adamis olmalidir” (Gimilgine,
2013: 18) ifadesine gore Tiirkiye’de Fotogercekei akimui iislubuyla ¢alisan; Comert Dogru, Mustafa

Sekban, Nur Kogak ve Taner Ceylan’ a ait eser ornekleri ile arastirma sinirlandirilmstir.
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2. FOTOGERCEKCI AKIM

Fotogercekei akimi, 1960’larda Amerika’da New York ve Los Angeles gibi sanat ortamlarinda
ortaya ¢ikmaya baglamustir. 1970’lerde evrimini tamamlayan ve bugiin Fotogergekei diye adlandirilan
akimin sanatcilari, kendilerinden Onceki sanatgilardan farkli olarak, fotografi sadece bir ara¢ olarak
kullanmaktan ziyade diinyaya fotograftan bakan sanatcilarin eserlerini kapsamaktadir (Cakmakei, 2007.
s.117). Bu noktada birlesen sanatgilarin olusturdugu akim igin; Hyper-Realizm, Super-Realizm,
Fotografik, Photographic Realizm, Focus Realizm, gibi isimler kullanilmigsa da zamanla Photorealism
(Fotogergekgilik) adi daha ¢ok benimsenmistir (Kogak, 1983. 5.27). Photorealizm kelimesi, 1970 yilinda
New York’taki Whitney Museum of American Art’ta diizenlenen "22 Realists" adli serginin katalogunda
kullanilmigtir. Ancak sergide Photorealism terimi tam olarak anlagilamamigtir. Bu duruma kars1 Amerikali
sanat yazari olan Louis K. Meisel; 22 Realists sergisinde, fotoger¢ekei sanat¢ilarinin haricinde, realist ve
soyut sanatgilarinin da sergide yer almasi, fotogergekei akiminin o donemlerde tam olarak anlagilamadigin
ifade etmistir (Giines GOokduman, 2020. s.12). Fotogergek¢i akiminda sanat¢ilarin, fotograftan ayirt
edilemeyecek yetkinlikte ortaya ¢ikarmus olduklari eserlerinin, bu akim igerisinde adlandirilmalari, 22
Realists sergisinden iki y1l sonra Sharp Focus Realism sergisinde gerceklesmistir. Louis K. Meisel’in,
fotogergekei akimi igin yazmis oldugu kitaplar, agmis oldugu sergiler ile akimin duyulmasinda oncii
isimlerden birisi oldugunu s6ylemek miimkiindiir.

Sharp Focus Realism (Keskin Odak Gergekligi), Sidney Janis Galerisi'nde 6 Ocak-5 Subat 1972
tarihleri arasinda diizenlenen serginin ismidir. Fotogergek¢i Sanatgilar i¢in agilan bu sergi, toplamda
yirmi sekiz sanat¢inin katilimiyla bityiik ilgi cekmistir (Gokduman, 2011. s.7). Avrupa’da Hyperrealisme
kelimesi ise ilk defa 1973’te Briiksel’de Isy Brachat’mn galerisinde diizenlenen serginin katalogunda
kullanilmigtir (Gokduman, 2011. s.1). Fotogercekgi sanat¢ilarinin birgogunun yasiyor olmasi ve bahsi
gecen sanatcilarin  fotogergekgi akimumin gercevesinde c¢alismalar iiretmeleri nedeniyle, akimin
giincelligini korudugunu sdylemek miimkiindiir. Toplumun tiiketim kiiltiiriinii elestiren Fotogergekei
sanatgilar, konularini rastgele tiretmemislerdir (Cakmakei, 2007. 5.121). Nesnelerin, mekanlarin, figiirlerin
vb. gibi konularin fotograflarini ¢eken Sanatcilar, cekmis olduklar1 fotograflar, istedikleri gibi kirpip,
diizenleyip veya lizerinde oynama yaparak, yeni anlamlar ifade edecek sekliyle kullandiklarini séylemek
miimkiindiir (Aydin, 2009. s.124-125). Ancak bahsi gecen konular igin sadece bu teknikleri
uyguladiklarin1 sdylemek miimkiin degildir; ¢iinkii fotografi ¢ekilen seyi oldugu gibi aktaran,
diizenlemeden kagan sanatcilarin da oldugu bilinmektedir. Bu dogrultuda fotograftan yararlandiklari
materyalleri bilingli bir sekilde calismalarina aktardiklarinin vurgusu yapilabilir. Gelisen plastik
sanatlarda, akimlarin birbirlerine paralel bir etkilesim igerisinde olustugu bilinmektedir. Fotogergekgi
akimi ise Pop sanatina karsi ¢ikmis bir akim olarak, kimi kaynaklara gore ise Pop sanattan evrildigi,
bahsi gecen plastik sanatlarin etkisine verilebilecek 6rneklerden bir tanesidir (Akkaya, 2017. s.3). Batida

birbirine paralel olarak dogan sanat akimlari Tiirk Resim sanatini da dogrudan etkilemistir. Genel
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baglamda, fotograf makinesinin icadiyla bati resim sanati, kaliplasmig Sanat yapilarini yeniden
sorgularken, Cagdas Tiirk resim sanatinda farkli arayislara girildiginin yorumunu yapmak miimkiindiir.

2.1. Cagdas Tiirk Resminde Fotogercekei Yaklasimlar

Fotograf makinesinin kesfiyle, iilkede yaygilik gosteren yenilikgi hareketlerin dogrultusunda
Cagdas Tiirk resim sanatinin temelleri olusturulmaya baslanmistir. 19. Yiizyil ressamlarimiz arasinda
Ozglin bir yeri olan ve "primitifler", "Tiirk foto-yorumculari" gibi adlarla da amilan "ilk tuval
ressamlarimiz" karsimiza c¢ikmaktadir. Hiiseyin Giritli, Hilmi Kasimpasali, Fahri Kaptan, Necip,
Selahaddin, Salih Molla Aski, Ahmet Bedri, Miinip, Ahmet Sekiir, Ahmet Ziya Sam, Mustafa, Sefik,
Ibrahim ve Osman Nuri gibi ressamlarin yer aldigi bu grup, fotograflardan da yararlanarak, Yildiz
Saray1, Yildiz Cami, KAgithane, Ihlamur Késkleri gibi Istanbul'dan cesitli kdseleri konu alan manzara
resimleri yapmislardir. Bu resimler, fotografik o6zelliklere sahip, donuk, sakin ve saf bir iislup
tagimaktadirlar (Eliri, 2010). Bu gelisimlerin dogrultusunda; Osmanli dénemi igerisinde batili
sanat¢ilarin bulunmasi, askeri mekteplerin resim alanini ders programlarina dahil etmesi ve fotograf
makinesinin iilke genelinde yayginlik géstermesi, tartismasiz Cagdas Tiirk resmin gelisimi i¢in biiyiik
onem tagimaktadir (Limon, 2008. s.82). 20. Yiizyila gelinen siiregte fotograf makinesi Tiirk
sanat¢ilarinin kullandigi en 6nemli araglardan birisi olmustur (Elmas, 1998. 5.55-56). Bu baglamda
fotografin resim sanatindaki etkilerinin zirve yaptigr 1960°lh yillarda ABD’de ortaya atilan ve tiim
diinyada etkisi hissedilen, Fotogercekei akimin etkileri Tiirk resim sanatinda da kendisini gostermistir.

Cagdas Tirk resminde fotogerceke¢i akimindan etkilenen ilk isim ise Nur Kogak’tir (Muraz,
2009. s.50). Tiirkiye’de belirli sinirlar igerisinde fotogercekei akimi ¢ok fazla bir yayim gosterememis
ancak akima yonelik sanatgilarin batili {islubundan farkli olarak degindikleri konular, Tiirkiye’de
fotogercekei akimini farkli bir konuma tasidigini sdylemek miimkiindiir. Batida tiiketim kiiltiiriinii
elestiren, donemin giincel olaylarini irdeleyen sanatgilar; konulart pop sanatin devami niteliginde
oldugunu soylemek miimkiindiir (Muraz, 2009. s.50). Cagdas Tiirk resminde fotogercek¢i egilim
gosteren sanatgilar; segtikleri fotograflara duygusal perspektiften bakmak ayni zamanda ¢aligmalarina
aktardiklari figiirleri, nesneleri vb. ifade edilmek istenen fotografi, duygusal betimlemeler ve kavramsal
anlamlar yiikleyerek c¢aligmalarini sergilemislerdir. Elbette bahsedildigi tlizere fotogergekei akimi
Cagdas Tirk resim sanatinda kapsamli bir yayilim gdsterememistir. Bu yoruma paralel olarak
Fotogergekei akimi Tiirk Sanati igerisinde incelenirken, akimdan ziyade egilim oldugunu sdylemek
miimkiindiir.

2.1.1. Nur Koc¢ak

1941°de Istanbul’da dogan Kocak, Tiirkiye’deki fotogergekei egilimin onciisiidiir. Sanatci
Amerika’da egitim almig ve 1960 yilinda iilkesine tekrar gelmistir. O yillarda Cemal Tollu, Adnan Coker
ve Neset Glinal gibi usta ressamlardan ders almistir (Biiyiikiinal, 1993. s.35). 1970°1i yillarda Milli
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Egitim Bakanlig: tarafindan Paris’e gonderilen sanatg1, egitimini Paris Ecole Nationale Superieure des
Beaux-Arts’ da devam ettirmistir. Fotogergek¢i anlamda ilk olarak "Fetis Nesneler" serisini baslatmig
ve akima yonelik tecriibelerini ilk kez egitim aldigi sehir Paris’te deneyimlemistir (Muraz, 2009. s.98).

[k fotogercekgi resimleri olan "Vivre" parfiim siselerini su sozlerle ifade etmistir; "(...) Alt1 ay
odama kapandim. "Fetis Nesneler" dizisinin ilk resmi olan "Vivre" parfiim sisesi Haziran ayr sonunda
tamamland1.”" (Muraz, 2009. 5.130). Sanat¢inin fotogergekei egilimiyle calistigi eserlerde 6ncelik olarak
faydalandig1 teknik ve tdisluplar, ABD’li klasik fotoger¢ekgi ressamlarla bagdasiklik gosterdigini

sOylemek miimkiindiir.

Resim 1. Nur Kocak, "Vivre", T.U.A. 162x130 cm., 1974,
2.1.2. Mustafa Sekban

1950 yilinda Trabzon’da dogmustur. Tiirkiye'deki Fotogergek¢i akimimin Onciilerindendir.

Resme olan meraki ¢ocukluk yillarinda baglayan Sekban’in, Trabzon’un deniz kenarlarindaki dikkatini
¢eken sandallar, unutulmus bos kartonlar ve iizerinde bulunan resimler, gibi objeleri birgok farkli
teknikle resimlerini iiretmistir. Ik kez fotogergekgi ¢alismalari Rockwell’in eserlerini incelerken tanisan
sanatgi, ilgisini fotogercekeilige yoneltmistir. Fotograf egitimi alan sanatci, ¢ekmis oldugu fotograflarn
kullanarak kendisinin belirledigi, dikkatini ¢eken, mekanlarin, insanlarin resimlerini oldugu gibi birebir
gercekligiyle resmetmistir (Akkaya, 2017. s.53).

Sekban, Tiirkiye’de fotogerceke¢i egilimi igerisindeki caligmalari, klasik batili sanatgilarin

aksine, ¢ekmis oldugu fotograflarin ig¢inde barindirdigi figiirlerin yasanmiglik gergegine dikkat
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cekmistir. Ayn1 zamanda fotogergekei akiminin tislubu geregi, piiriizsiiz boya teknigini reddeden sanatci

resimlerinde boya dokular1 birakarak avangart bir yaklasim sergiledigini sdylemek miimkiindiir.

ERE L
A% 4 1%

Resim 2. Mustafa Sekban, "Kilyoslu Dede", 7.U.Y.B. 97x130 cm., 20086.

2.1.3. Taner Ceylan

1967 yilinda Almanya’da dogmustur. Ailesinin sanatla olan iligkileri, kii¢iik yaslarda sanatla
tamgmasini saglamistir. Universite yillarina kadar Almanya’da egitim géren Ceylan, gegimini sagladigi
resim sanatini tercih etmigtir. Almanya Galerie Hemdendiens’te ilk solo sergisini a¢mustir.
Caligmalarinin fotogergekei egilimin diginda duygusal gercekei kavramiyla iliskilendiren sanatgi, 1995
yilinda ¢agdas sanat evrenine, Monte Carlo Style sifatiyla sanatsal etkinlik gerceklestirmistir (Akkaya,
2017. s.59).

Caligmalariyla olduk¢a dikkat c¢eken sanat¢i Tirkiye sanat ortaminda oldukga yanki
uyandirmigtir. Resim hayati i¢in doniim noktasi yasayan sanatgi, sahsi atOlyesinde uzun siire

fotogergekei egilimi igerisinde ¢alismalarini Giretmistir (Akkaya, 2017. s.59).
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Resim 3. Taner Ceylan, "Et Kafesi", 7.U.Y.B., 180x160 cm., 2012.

2.1.4. Comert Dogru

1977 yilinda iIstanbul’da dogmustur. Resim hayatina ¢ocuklu yillarda baslayan ve halen
siirdiiren sanatg1, fotogercekei akimini benimsemistir. Calismalarinda klasik fotogercekei eserlerin
aksine ¢agdas sanat akimlarin etkilerini yansitan sanatgi, genellikle disi modeller ve rengarenk baliklar
ile bir biitlin olusturarak ¢alismalarinda zit anlamlar sentezlemistir. Bu anlamda sanat¢inin gelistirmis
oldugu anlayis hem fotogercekgi egilim gosteren hem de farkli iisluplarla da koprii kurulabilen bir nitelik
tagimaktadir. Bu baglamda sanat¢inin, kadin figiirleri genellikle barindirdigi duyguyu betimleyerek,
calismalarina ifadeci sekliyle yaklasmistir. Kadin olgusu farkli zaman dilimlerinde toplumda
barindirdigi mukaddes imajiyla yer almistir. (http://www.comertdogru.art/ Erisim; 10 Kasim 2020).

Sanatg1 fotogergekei egilimine farkli bir perspektiften yaklagmistir. Bu baglamda sanatginin,

klasik fotogergekgi ressamlarin aksine akima yeni bir ifade kazandirdigim séylemek miimkiindiir.
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Resim 4. Comert Dogru, "Cighk", T. UA., 130x180 cm., 2011.
3. YONTEM

3.1. Arastirma Modeli

Aragtirmada, genel tarama modelinin esas alindigi, nitel arastirma yontemi kullanilmustir.
Arastirma siirecinde, nitel veriler elde edilmesi agisindan; dokiiman inceleme teknigi kullanilmigtir.

3.2. Arastirma Evreni

1960-2020 yillar1 arasinda ortaya g¢ikan "Fotogercekei" akimi hakkinda bilgiler verilmistir.
Cagdas Tirk resim sanatinda Fotogercek¢i akimina yonelik eserler iireten sanatgilar, aragtirmanin
evrenini olusturmaktadir.

3.3. Verilerin Toplanmasi

Veriler 2017 tarihinden itibaren veriler toplanmaya baglanmigtir. 2018 yilinda Fotogergekgi
akimiyla ilgili tezin yazimiyla devam etmistir. Yapilan kiitiiphane arastirmalari sonucunda
yararlanilacak kaynaklar tespit edilmistir. Yapitlar: olusturan sanatcilarla ilgili biyografik bilgiler ve
eserleri lizerine yapilan yorumlar 1s18inda, aragtirmanin tamamlanmasi saglanmustir.

3.4. Veri Toplama Araclan

Dergi, makale, katalog, kitap ve internet taramalarindan yararlanilmustir.

SONUC

Camera Obsruca’nin kesfinden giiniimiize kadar, evriminin tamamlanmasiyla fotografin, ¢agdas
egilimler altinda birgok akima yon veren kilit noktasi olmustur. Sanatgilarin {islupsal yaklagimlarindaki
olusan fikir farkliliklari, cagdaslasma hareketiyle beraber sanat tarihi agisindan 6nemli bir gelisim
gostermistir. Fotograf makinesinin gelisimi, sanat yapisindaki degisikliklere de paralel olarak etki
saglamistir. Kisa bir siire i¢erisinde batida yayginlik gosteren bu yenilikler, Tiirkiye sanat ortamini da

yakindan etkilemis ¢agdaslagsma hareketlerinin temellerini olusturmustur. Sanatin fotograftan beslendigi
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akima en iyi 6rnek fotogercekei akimidir. Amerika’da ortaya ¢ikan ve klasik gercekei sanatcilarinin
sergiledikleri tavirlar ile kisa bir siirede tiim diinyada yayilim gdstermistir.

Bu dogrultuda teknolojinin gelismesi ayn1 zamanda batida sanat akimlarinin yetkinlik gosterdigi
donemlerde cagdaslasma hareketleri baglaminda, Tiirkiye sanati da gelisen bu evrelerden paymi almig
ve sanatgilarin gosterdigi ¢abalar sonucu, sanat anlaminda olgunluga ulasildigini séylemek miimkiindiir.
Ancak bircok akimin iilkeye getirilmesinde ge¢ kalindigi gibi fotogergcekei akiminin da iilkeye gec
kazandirildiginin yorumunu yapmak miimkiindiir. Fotogerceke¢i iislubunu sergileyen sanatcilarin,
giincel olaylar1 ve toplumun tiiketim kiiltiirinii elestirmesi bakimindan ortak bir dile sahip olmasi
acisindan birgok tilkede kaliplagsmis bir yapiya sahiptir. Ancak Cagdas Tiirk resminde fotogercekei
egilimini uygulayan sanat¢ilarin birgogu, bahsi gegen bu yaklagimlari sorgular nitelikte ¢alismalar
tirettiklerini sdylemek miimkiindiir. Farkli bir perspektiften yapilan ¢aligmalarin genel itibariyle tek diize
olmadig1 soylenebilir; fotografa direkt olarak bagl kalmaksizin, duyguya ve ifadeye yer veren Tiirk
sanatcilar; fotogergekei akimu igin farkli bir bakis acist getirdigi distiniilmektedir. Fotogergekei akimi
kendi igerisinde; fotografa bagl kalarak duygu, diislince, ifade gibi kavramlari reddeder, sanatgi
beslendigi sekliyle fotografi geker ve fotografa bagli kalarak sert bir mizah sergiler. Tiirkiye’de akima
onciiliik eden sanatgilar ise fotografi sanat formuna ve yapilmasi gereken ilkelere gore bircok farklt
pencereden irdeledikleri ayn1 zamanda bahsi ge¢en bu tisluba bagli kaldiklari diisiiniilmektedir.

Cagdas Tiirk sanatinda, fotogercekgi akimindan etkiler sergileyen sanat¢ilarin az olmasi, akim
tizerine yeterince yazili kaynagin bulunmamasi gibi nedenlerden dolay1, Tiirkiye’de fotogergekgi akimin
cok yayginlik gosteremedigi ve akimdan ziyade egilim diizeyinde kaldigin1 soylemek miimkiindiir.
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Faizsiz bankacilik veya Islam bankacihigi isimleriyle 1960lardan beri diinyada faaliyetlerine baslayan katilim
bankalari, Tiirkiye’de, Ozel Finans Kurumu adiyla 1985°de kurulmus; 2006’da Katilim Bankas1 ismini almustir. Tiirkiye’de alt1
adet katilim bankasi bulunur, bunlarin ii¢ adedi kamuya, ii¢ adedi de 6zel sektore aittir (Tirkiye Katilim Bankalar1 Birligi,
2020a).Bankacilik sektoriinii yakindan ilgilendiren ve Gummerson (1997) tarafindan iliskiler, aglar, etkilesimler biitiinil
baglaminda degerlendirilen iligkisel pazarlama miisteri ihtiya¢ ve isteklerini karsilamaya yonelik degerlerin uzun vadeli
iligkilerle sunulmasi, miisterilerin elde tutulmasi ¢abalarina dayanir. Caligmanin amact, katilim bankaciligi sektoriinde iligkisel
pazarlama 6gelerinden giiven, uzmanlik, iletisim, hizmet kalitesi 6gelerinin miisteri memnuniyeti iizerine etkilerini incelemek;
pazarlama literatiiriine, aragtirma 6zelinde katilim bankacilig1 sektoriine katki saglamaktir. Tiirkiye’de hizmet sunan bir katilim
bankasinin Samsun’daki dort subesinin 373 miisterisi ile ger¢eklesen arastirma, nicel yontemlerden tanimlayici nitelikte neden-
sonug aragtirmasidir. Veri, yiiz yiize anket ile toplanarak SPSS programinda ¢oklu regresyon analizine tabii tutulmustur.
Aragtirmada banka personelinin uzmanligi, katilin bankasina duyulan giiven, katilim bankasinin hizmet kalitesi ve katilim
bankasinin niteligi degiskenlerinin miisteri memnuniyetini olumlu yonde etkiledigi tespit edilmistir.
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THE KEY OF SUCCESS IN COMPETITIONON RELATIONSHIP MARKETING: CUSTOMER
SATISFACTION

ABSTRACT

Participation banks start to operate in the world since the 1960s within the framework of interest-free banking and/or
Islamic banking concepts. In 1985, was established on the behalf of Special Finance Institutions name. And after 2006, in
Turkey, it takes the name of Participation Bank. There are six participation banks, three of which are owned by the public and
three by the private sector (Tiirkiye Katilim Bankalar1 Birligi, 2020a). Relational marketing, which is closely related to the
banking sector and evaluated in the context of relationships, networks and interactions by Gummerson (1997), is based on the
efforts of long-term relationships and retaining customers. Purpose of the study is to examine the effects of trust, expertise,
communication, service quality, among the relational marketing elements, on customer satisfaction in the participation banking
sector; to contribute to the marketing literature, to the participation banking sector in terms of research. Research was conducted
with 373 participants, who are the customers of a participation bank, 4 branches, placed in Samsun city. Turkey. Research is
based on quantitative research as cause-and-effect type and the data was collected with face to face. It was analyzed by multiple
regressions in the SPSS program. In the study, it was determined that the expertise of the bank personnel, the trust in the
participation bank, the service quality of the participation bank and the quality of the participation bank positively affect the
customer satisfaction.

Keywords: Relationship Marketing, Customer Satisfaction, Islamic Banking, Interest-Free Banking, Participation
Banking, Quantitative Research.
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GIRiS

Bankacilik hizmetlerine erisimde neredeyse tiim bankalarin birbirine benzer bicimde sundugu
kolayliklar, bankalarin birbirlerinden farklilasma gosterdigi alanlar1 ortaya koymalarini giliniimiizde
daha da 6nemli hale getirmistir.

Cong (2020) calismasinda Vietnam’daki Avrupali turistlerin ziyaretlerinden memnun olmasi
sonrasinda olusabilecek etkileri aragtirmus, turistlerin memnuniyetinin ziyaret ettikleri yeri tekrar ziyaret
etmelerinde 6nemli rol oynadig: tespit edilmistir.

Panditharathna, Bamber ve Khan (2020) Sri Lanka’da dort bankadan toplam 16 katilimci ile
inovasyona dayali iligkisel pazarlama algis1 lizerine yiiriittiikleri ¢aligmada bankacilarin yenilige {irlin
yeniligi, siire¢ yeniligi ve orgiitsel yenilik boyutlarinda giiven duyduklarini; boyutlarin iligkisel
pazarlamanin gelisimini tesvik edecegine yonelik fikirlerini ortaya koymuslardir.inovasyon odakl
pazarlama {irlinii olarak mobil bankacilik uygulamalari son yillarda miisteri memnuniyeti olusumunda
Oonemli goriilmektedir.

Khatoon, Zhengliang ve Hussain (2020)’nin Katar’da elektronik bankacilik ve miisteri
memnuniyetinin tekrar satin alma etkisi ilizerine yiiriittiikleri ¢alismada, giivenlik, mahremiyet,
giivenilirlik, verimlilik, iletisim ve geri bildirim 6gelerinin miisterinin tekrar satin alma niyeti {izerine
giicli ve pozitif yonlii etkileri oldugunu tespit etmislerdir. Memnuniyet ve iliskisel pazarlama
cergevesinde ele alinan bu calismada da memnuniyet ve iliskisel pazarlama boyutlari arasinda iligkilere
ve iligkilerin yoniine ve giiciine yer verilmistir.

Son bes yil icerisinde {i¢ yeni kamu katilim bankasi kurulmasi katilim bankaciligina olan
yatirimlarin arttigini géstermektedir. Calismamizin sonug¢ ve Onerileri, iilkemizde heniizbankacilik
sektorii icinde aktif biiyiikliigiine gore yiizde 7,1'lik pazar payina sahip katilim bankacilig1 sektoriiniin
(Tiirkiye Katilim Bankalar1 Birligi, 2020b) pazarlama faaliyetlerini gelistirmelerinde katki saglamasi
yoniinden 6nem tagimaktadir.

1. KAVRAMSAL CERCEVE ve ARASTIRMA MODELI

flgili boliimde, katihm bankaciligi sektoriiniin - diinyadaki gelisimi ve Tiirkiye’deki
uygulamalarina yonelik sektorel bilgilere, iliskisel pazarlama kavrami gelisimi ve iligkisel pazarlama
bilesenleri hakkinda literatlir taramasimna ve arastirma amacinin gerg¢eklesmesi yoOniinde arastirma
sorularina, arastirma modeline ve model temelinde gelisen hipotezlere yer verilmistir.

Piyasalarda ve literatiirde, faizsiz bankacilik ve ya Islam bankacilig1 olarak da isimlendirilen
katihm bankaciligi, faaliyetlerinde temel prensip olarak faiz ilkesi yerine riskin taraflar arasinda
paylasimu “kdr ve zarar ortakligi ’ilkesini temel alan bankacilik sistemidir. Finansman igletmesi olan
katilim bankalarmin diinyadaki ilk uygulamasi, 1963 yilinda Misir’da Cemal Abdiil Nasr tarafindan
kurulan MitGhamrSavingsBank’tir. 1974 yilinda da ¢ogunlugunu Miisliiman ve Arap iilkelerin

olusturdugu 22 fon sahibi hiikiimetler aras1 projeler igin gelisim fonu hizmeti verme hedefiyle Islam
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Kalkinma Bankasi’n1 (Islamic Development Bank — IDP) kurarak (Tok, 2009:25) katilim bankaciliginin
sistematik ve cagdas yontemlerle kurumsallasmasina dnciiliik etmislerdir. Tiirkiye’de 83/7506 Bakanlar
Kurulu Karari ile 1983°de 6zel finans kurumlarimin kurulusu onaylanmis, Ozel Finans Kurumlari, 1999
yilinda 4389 sayili Bankalar Kanununa tabii tutulmaya baslanmis; 2005 yilinda unvanlar1 Katilim
Bankasi olarak degistirilmistir.

Tiirkiye’de katilm bankalarmin kronolojik gelisimi, 1984°de Albaraka Tiirk Ozel Finans
Kurumu’na faaliyet izni verilmesiyle baslamistir. Devaminda, 1985°te, Albaraka Tiirk Ozel Finans
Kurumu ve Faisal Finans Kurumu faaliyetlerine baslamis, 1989°da Kuveyt Tiirk Ozel Finans Kurumu,
1991°de Anadolu Ozel Finans Kurumu, 1995°te Ihlas Finans Kurumu, 1996°da Asya Ozel Finans
Kurumu kurulmus; 2001 yilinda Thlas Finans Kurumu’nun bankacilik ruhsati iptal edilmis, Faisal Finans
Kurumu Family Finansa donmiistiir. 2005 yilinda Anadolu Finans ile Family Finans birleserek Tiirkiye
Finans olmustur. 2015’te ilk kamu katilim bankas1 Ziraat Katilim Bankasi; 2016°da ikinci kamu katilim
bankas1 Vakif Katilim Bankasi, 2019°da Tiirkiye Emlak Katilim Bankasi {igiincii kamu katilim bankasi
olarak kurulmustur. 2020 yili itibariyle Tiirkiye’de alti katilim bankasi vardir (Tirkiye Katilim
Bankalar1 Birligi, 2020).

Katilim bankaciliginin is prensipleri faizsiz finansman tekniklerini temel alir. Kdr ve zarar
ortakligi ve alim satim arasindaki fark ilkeleri kapsaminda orgiitlenen katilim bankaciligl finansman
yontemleri; kar ve zarar ortakligi ilkesince mudaraba (emek-sermaye ortakligi) ve miisaraka (sermaye-
sermaye ortakligi); alim-satim ve kiralama kapsaminda kazan¢ temeline gore de murabaha (iiretim
finansmani) ve icara (kiralama) yontemlerinden olusur (Tok, 2009:5-6). Ayrica selem- selef (ileriye
doniik satis) ve karz-1 hasen (0diing verme) yontemleri de fon kullandirma yontemi olarak
degerlendirilir.

Katilim bankaciligi, ticari ve sosyal hayati kolaylastiran kredi karti, otomatik 6deme, cek,
havale/EFT, teminat mektubu, dis ticaret islemleri gibi tiim bankacilik iiriinleri pazara sunarken, fon
toplamada kéar ve zarara ortak olma kosulunu; fon temin ederken de ticarete veya is ortakligina katilim
kosulunu temel alir. Is felsefesinde dayanisma motivasyonu bulunur. Katilim bankalar1 faaliyetlerinin
onemli is dinamigi de sistemin belirli bir vade sonunda ne kadar kir veya zarar edilecegi hususunda
taraflara herhangi bir taahhiit verilmeden fon toplanmasina dayanmasidir.

Katilim bankacilig1 sisteminin, fon toplama ve yonetme faaliyetlerinin bankacilik sektdriinde
yapisal olarak katilim bankaciliginin farklilagsmasini sagladigi diisiniilmekle birlikte tiim sektorlerde
oldugu gibi katilim bankacilig1 sektoriinde isin iretilmesinin ana Ogesi miisterilerdir. Miisterilerin
memnuniyetini yiikseltmek ve miisteri beklentilerini kendi istekleri ger¢cevesinde karsilamak, isletme ve
miisterileri arasinda uzun vadeli iliskiler kurmak stratejik rekabetin onemli yap1 tasidir. Erdogan

(2018:162) iliski kavramimin pazarlama alaninda kullanilmasinin 1970’lere dayandigini; Deniz ve
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Kamer (2013:9) de isletmelerin ve miisterilerin ihtiyaclarinda meydana gelen degisikliklerle pazarlama
biliminde 1970’lerden itibaren batili bilim insanlarinin pazarlarda iliskiler yaratma ve yoOnetme
konularina ilgi gosterdiklerini ifade etmektedirler.

Mliskisel pazarlama ile ilgili énemli calismalar 1980°1i yillarin baslarinda yapilmis ve ilgili
donemlerde is iligkilerine yonelik akademik ilginin olustugu ve pek ¢ok farkli calismanin ortaya
kondugu (Erdogan, 2018:162) ifade edilmektedir. Iliskisel pazarlama kavranm tanimma yonelik
literatiire yapilan ilk katkiyr 1983 yilinda Leonard L. Berry “iliskisel pazarlama, ¢coklu hizmet sunan
kuruluslarda miisterileri isletmeye ¢ekme, iliskileri siirdiirme ve miisteri iligkilerini gelistirmedir"
(Berry vd., 1983:25) ifadesiyle yapar. Miisteri iligkilerinin olusturulmasini ve bunlarin siirekliligini
saglayan iligkisel pazarlamanin amaglarini isletmelerle miisteriler arasindaki bilgi paylagimini, iliskiyi
en giiclii hale getirmek, mevcut miisterilerin elde tutulmasi, yeni miisteriler kazanilmasi, karliligin ve
hizmet kalitesinin artirilmasi, miisteri memnuniyetinin saglanmasi (Deniz ve Kamer, 2013:4-9)
bigiminde ifade edilir.

Isletmeler, pazarlara yonelik degerler sunarken, yatirimci, paydaslar, tedarikgiler, iireticiler,
aracilar ve miisteriler gibi ¢ok cesitli taraflar ile iletisim kurarlar. Morgan ve Hunt (1994) iliskisel
pazarlamayi igletmenin, iletisim kurdugu biitiin taraflar ile olumlu iligkiler kurulmasi, gelistirilmesi ve
bu iligkilerin korunmasi i¢in ihtiyag duyulan pazarlama faaliyetlerinin uygulanmasi siireci olarak
tammlar. Iliskisel pazarlama, isletmelerin tiiketici pazarlarma yonelik yiiriittiigii miisteri ile iletisgim
kurma, bilgi paylasimini 6nemseme, miisterilerine uygun hizmetler sunma, miisterilerin giivenini
saglama (Malleyve Prothero, 2004:1286) konularina 6nem veren is siire¢lerinin biitiiniinden olusur. Bu
cergevede, bu ¢alismanin amaci, katilim bankaciligr sektoriinde iliskisel pazarlama ogeleri icinde yer
alan giiven, iste uzmanlik, iletigim, hizmet kalitesi 6gelerinin miisteri memnuniyeti iizerine etkilerin
incelemek; pazarlama literatiiriine ve arastirma ozelinde katilim bankaciligi sektoriine katk
saglamaktir. Caligmanin amacini gerceklestirme yoniinde, ilgili arastirmanin temel sorusu, katilim
bankaciligr sektériinde hizmet alan miisterilerin memnuniyetleri iizerinde iligkisel pazarlama
ogelerinden olan giiven, iste uzmanlik, iletisim, hizmet kalitesi ogelerinin etkisi var midir?olarak
sekillenmistir. Ayrica, etkinin hangi yonde (negatif/ pozitif) oldugu sorusu da arastirmanin alt sorusudur.

Literatiire dayali olarak gelistirilen ve Sekil 1’de sunulan aragstirma modelinde, banka
personeline duyulan giiven, katilim bankasina duyulan giiven, banka personelinin uzmanhgi, katilim
bankasinin niteligi, banka personeli iletisimi, banka personeli etkilesimi ve katilim bankasinin hizmet

kalitesi degiskenlerinin miisteri memnuniyeti bagimli degiskenine etkisi modellenmistir.
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Sekil 1. Iliskisel Pazarlama Ogelerinin Miisteri Memnuniyetine Etkisi Modeli

Iliskisel pazarlama égelerinin miisteri memnuniyetine etkisi modeli, miisteri memnuniyeti
tizerine giiven, uzmanlik, iletisim, etkilesim, hizmet kalitesi ogelerinin iliskisinin yoniinii ve giiciinii
arastirabilmek igin gelistirilmistir. Calismanin devaminda ilgili alan yazin bilgilerine, bu ¢ercevede
gelistirilen arastirma modeli hipotezlerine yer verilmektedir.

[liskisel pazarlama kavrami bilesenleri arasinda degerlendirilen giiven égesi, insanlar icin de
organizasyonlar igin de karmasikligr azaltmada, belirsizlik durumlarint ortadan kaldirmada, belirliligi
one ¢ikararak genel is diizenin korunabilmesinde ve miisteriler ile saglikli iletisim siireci
gelistirilmesinde anahtar o6neme sahiptir. Rich (2000: 173) giiveni, isletmelerin iy faaliyetlerini
yonlendiren temel oge olarak tammlar. Miisterinin isletmeye giivenmesi, isletmenin miisterilerde
giivenli is yapildigr duygusunun yaratiimast uzun vadeli is iligkisi esasina dayanan iliskisel pazarlama
catisimin ana ogelerindendir. Literatiire dayali olarak giiven degiskeni ile miisteri memnuniyeti bagimlt
degiskenine iligkin arastirma modeli temelinde gelistivilen hipotezler, Hia-Misterilerin katilim bankas1
personeline duyduklar giiven katilim bankasina olan memnuniyetlerini pozitif yonde etkiler.

Hoa:Miisterilerin kurum olarak katilim bankasina duyduklar: giiven, katilim bankasina olan
memnuniyetlerini pozitif yonde etkiler. Seklinde ifade edilmektedir.

Iliskisel pazarlama bilesenleri arasinda yer alan diger bir kavram da uzmanlk ve yetkinliktir.
Weinstein (1993) ¢alismasinda uzmani, belirli bir iste ve/ veya konuda bilgi, goriis, becerisi fazla olan
kisi olarak tanimlamaktadir. Weinstein ilgili ¢alismasinda uzman bilgisinigalisilan konudaki gesitli
onermeler icin giiclii gerekgeler saglama kapasitesi, beceriyi de bir uygulamanin kurallarma ve
erdemlerine gore iyi bir sekilde gergeklestirme kapasitesi olarak ifade etmistir. iliskisel pazarlama
bilesenlerinden olan uzmanlik alt boyutu, isletmelerin miisterileriyle yiiriittiikkleri tiim is siireclerinde

isletme ¢alisanlarinin nitel ve nicel bilgi, beceri, 6ngorii, algilama ve analitik yetenek gibi 6zelliklerin
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tamamini kapsar ve Shantau (2020) is performans: basarisinda uzman taniminin 6n kosul oldugunu
belirtir. Literatiir ¢ercevesinde uzmanlik bagimsiz degiskeni ile miisteri memnuniyeti bagimli
degiskenine iliskin arastirma modeli temelinde gelistirilen hipotezler sunlardir;

Hig.Miisterilerin katilim bankast personelinin uzmanligina inanmalart katilim bankasina olan
memnuniyetlerini pozitif yonde etkiler.

Hac.Miisterilerin kurum olarak katilim bankasi niteligine duyduklari memnuniyet, katilim
bankasina olan memnuniyeti pozitif yonde etkiler.

liskisel pazarlama dgelerinden olan iletisim, insanlar arasinda bilgi, duygu, diisiince paylasima;
cesitli sekillerde ve yontemle bir taraftan diger tarafa duygu, diisiince, bilgi ve haberlerin karsilikli olarak
aktarilmasi, paylasilmasi  (Entrepreneur Handbook, 2020) olarak agiklanir. iliskisel pazarlama
kapsaminda miisteriler ile agik ve ¢ift yonli iletisimin onii agilir. Geri bildirim kanalinin agik tutulmast,
isletmenin miisteriyi, miisterinin isletmeyi anlayabilmesi, duygu, diislince, bilgi, haber paylagimi
yapilmasi, miisterinin istek ve ihtiyaclarinin dinlenilmesive miisteri ile iletisim kurulacak en iyi yolun
secilmesi gereklidir (Australian Business Community, 2020). Miisteri ve isletme arasinda bilgilerin
sozlli, sOzsiiz, gorsel ve yazili olmak iizere iletisim araglart ile paylasilmasi desteklenmelidir.
Gummesson(1997:270); iligkisel pazarlamayi, iliskiler ve etkilesimler biitiinii olarak degerlendirir.
Literatiir ¢cercevesinde iletisim bagimsiz degiskeni ile miisteri memnuniyeti bagimli degiskenine iliskin
arastirma modeli temelinde gelistirilen hipotezler;

Hic.Miisterilerin katilim bankasi personelinin iletisiminden duyduklari memnuniyet katilim
bankasina olan memnuniyetlerini pozitif yonde etkiler.

Hip:-Miisterilerin katilim bankast personelinin i¢ etkilesimlerinden duyduklari memnuniyet
katilim bankasina olan memnuniyetlerini pozitif yonde etkiler seklindedir.

lliskisel pazarlama bilesenleri arasinda degerlendirilen hizmet Kkalitesi, isletmenin sundugu
hizmet hakkinda, miisterilerin beklentileri ile elde ettikleri hizmete iliskin algilar1 arasindaki farktir.
Ahrholdt, Gudergan ve Ringle (2016:5) hizmet kalitesini, hizmet Ozelliklerinin ve boyutlarinin
degerlendirilmesi gergevesinde gelisen, misterinin hizmet performansi algisi olarak agiklar. Hizmet
kalitesi, miisteri beklentileri ¢ergevesinde degerlendirilir. Hizmet kalitesini, miisterinin beklentisine
gore elde ettigi tatminin diizeyi belirler; hizmet kalitesi yetersiz goriiliirse tatmin diiser, hizmet kalitesi
beklentinin iistiinde goriiliirse miisteri tatmini yiikselir ve fakat her iki durumda da hizmet kalitesi ve
miisteri beklentisi arasinda esitsizlik s6z konusudur. Ideal ¢6ziim, miisteri beklentisi ve hizmet kalitesi
denkliginin, esitliginin siirekliligini saglamaktir. Fitzsimmons ve Fitzsimmons (2004: 133) hizmet
kalitesinin boyutlarmi, giivenirlik, karsiliklilik, giivence, empati ve somut varliklar olarak
belirtmektedir. Literatiire dayali olarak hizmet kalitesi bagimsiz degiskeni ile miisteri memnuniyeti

bagimli degiskenine iliskin arastirma modeli baglaminda gelistirilen hipotez;
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Hap.Miisterilerin kurum olarak katiim bankasi hizmet kalitesine duyduklart memnuniyet,
katilim bankasina olan memnuniyetlerini pozitif yonde etkiler. Seklinde ifade edilmistir.

Miisteri memnuniyeti, miisterinin istek ve ihtiyaglarinin karsilanmasi siirecinde miisterinin
yiiriitiilen hizmetten elde ettigi memnuniyet diizeyidir. Uzun vadeli iletisim stirecindedegerli bir agsama
olan miigteri memnuniyeti asamasi, isletmelerin miisterilere verdikleri sozleri tuttuklarinin 6nemli
gostergesidir. Memnun miisteriler, tiriin ihtiyact ortaya ¢iktiginda, ihtiyag ve isteklerini kargilamak igin
daha onceki deneyimlerinden referans alabilirler. Ayrica, isletmelerin, memnun miisterilerini kendi
miisteri portfoylerinde tutabilmeleri daha kolay olabilir. ilgili kolaylik hem iletisim siirecinin daha hizli
ve hedef odakli islemesini hem de {iriin satiglarinda yiikselen grafik olugsmasini saglar. Bain&Company
2016 Kiiresel Ozel Girisim Sermayesi Raporu’nda miisterileri elde tutma oraninin yiizde bes artisinda,
isletmenin karliliginin artis etkisinin, yiizde 25 seviyesinden ylizde 95 seviyesine ¢iktig1 ifade edilir.

2. YONTEM

Bu ¢alisma ¢ergevesinde yiiriitiilen arastirmanin tiirii nicel arastirma yontemlerinden tanimlayict
nitelikte neden-sonug arastirmasidir. Tiirkiye’de hizmet sunan bir katilim bankasinin Samsun ilindeki
dort subesinde hizmet alan miisterileri aragtirmanin evrenini; ilgili katilim bankasinin Samsun’daki dort
subesinin miisterilerinden soru formunu cevaplamay:r kabul eden miisterileri de arastirmanin
orneklemini olusturmaktadir. Orneklem, tesadiifi olmayan &rnekleme yonteminden kolayda
orneklemedir. Arastirma verisi, yukarida bahsi gecen katilim bankasinin Samsun’daki dort subesinin
373 mevcut miisterisi ile 19 Kasim 2018 — 25 Ocak 2019 tarihlerinde arasinda yiiriitiilen yiiz yiize
anketler ile elde edilmistir. Anketin soru formuii¢ boliimdiir; (1) personele ve katilim bankasina yonelik
tutumlar, (2) katilim bankasi ile olan iligkilerinin giicii, (3) katilimcilarin demografik 6zellikleri. Bu
calisma kapsaminda ele alinan arastirmada Nakiboglu (2008) eserinde yer alan Olgekten
faydalanilmistir. Nakiboglu (2008) eserinde yer alan 6lgek, aragtirma amacina uygun olacak bigimde bu
arasgtirma kapsaminda uyarlanmistir. Bu arastirmada yer almasi diisiiniilen ifadeler uzman goriisiine
sunulmus, uzman degerlendirmeleri neticesinde olusturulan soru formu, Kasim 05 -09, 2018 arasinda
Tirkiye’de hizmet sunan bir katilim bankasinin Samsun’da yer alan bir tek subesinde 30 miisterisine
yoneltilerek pilot aragtirmayliriitiilmiistiir. Pilot ¢alismanin verileri SPSS 21 programu ile test edilmis,
sonrasinda 19 Kasim 2018 — 25 Ocak 2019 tarihlerinde aragtirma verisi toplanmaistir.

2.1 Analiz ve Bulgular

Katilimeilarinin demografik bilgileri ve miisteri memnuniyetinde etkili olan degiskenlerin
giivenirlik, faktor, korelasyon ve regresyon analizlerine iligkin bulgular ilgili béliimde sunulmaktadir.

Yiizde 30’u kadinlar, yizde 70’1 erkeklerden olusan katilimcilarin, yiizde 45°i 36-45 yas
araliginda, yiizde 26 ’s1 46-55 yas araliginda, yiizde 21°1 26-35, yiizde 5’1 18-25 ve yiizde 3’1 56 yas ve

tzerindedir.
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Toplam 36 ifadeden olusan arastirma anketinin 2 adedi katilimcilarin demografik 6zelliklerinin
belirlenmesine yoneliktir; 34 ifade likert 6lgekte hazirlanmstir.

Tablo 2.1: Anket Sorularinin Faktorlere Gore Dagilimi ve Faktor Yiikleri.

ifadeler Faktorler

1 2 3 4 5 6 7

Personel Uzmanhgi 5.soru 0,855

Personel Uzmanhg1 7.soru 0,702

Personel Uzmanhgi 6.soru 0,857

Personele Giiven 1.soru 0,791

Personele Giiven2.soru 0,736

Personele Giiven 3.soru 0,588

Personele Giiven 4.soru 0,440

Personel iletisimi 10.soru 0,772

Personel iletisimi 8.soru 0,638

Personel iletisimi 9.soru 0,767

Personel Etkilesimi 12.soru 0,862

Personel Etkilesimi 11.soru 0,813

Personel Etkilesimi 13.soru 0,767

Banka Hizmet Kalitesi 17.soru 0,780

Banka Hizmet Kalitesi 18.soru 0,804

Banka Hizmet Kalitesi 19.soru 0,472

Banka Hizmet Kalitesi 20.soru 0,161

Katilim Bankacilig: Niteligi 21.soru 0,788

Katilim Bankacilig: Niteligi 22.soru 0,623

Katilim Bankaciligi Niteligi 23.soru 0,107

Bankaya Giiven 14.soru 0,571

Bankaya Giiven 15.soru 0,815

Bankaya Giiven 16.soru 0,318
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Veri setini saglayan 34 ifadenin faktor analizi uygunlugunu test etmek adina Kaiser Mayer Olkin
ve Bartlett’s testi uygulanmis; Kaiser Mayer Olkin 0,869 olarak tespit edilmistir. Barlett’s testi anlamli
bulunmustur (0,000). ilgili deger neticesinde arastirmada ulasilan 6rneklem sayisina faktor analizi
Uygulanabilir seviyede oldugu belirlenmistir. Degiskenler, banka personeli uzmanligi, banka
personeline giliven, banka personeli iletisimi, banka personeli etkilesimi, katilim bankasinin hizmet
kalitesi, katilim bankasinin niteligi ve katilim bankasia duyulan giiven olmak {izere yedi faktor altinda

toplanmustir. Tablo 2.2°de belirtildigi gibi yedi faktdriin tiimii giivenilirlik testine tabii tutulmus, yedi

faktor de ¢alismada kullanilabilecek diizeyde giivenilir olarak tespit edilmistir.

Tablo 2.2: Faktorlerin Guivenilirlik Testi

Faktbrler Faktor isimleri Cronbach's| Degisken
Alpha Sayisi
Faktor 1 Banka personeli uzmanligi 0,742 3
Faktor 2 Banka personeline giiven 0,751 4
Faktor 3 Banka personeli iletigimi 0,737 3
Faktor 4 Banka personeli etkilegimi 0,832 3
Faktor 5 Katilim bankasinin hizmet kalitesi 0,745 4
Faktor 6 Katilim bankasminniteligi 0,787 3
Faktor 7 Katilim bankasina duyulan giiven 0,742 3

Faktorlerin toplam varyansi agiklama giicii ylizde 70,848dir; Tablo 2.3’dekatilimcilarin
goriislerinin yiizde 70,848 oraninda Ol¢iildiigii belirtilmektedir. Cronbach’s Alpha degerinin 0,7 ve

biiyiik olmas1 genel kabul edilen degerdir (Kilig, 2016:47).

Tablo 2.3:Toplam Agiklanan Varyans

Doniistiiriilmiis Yiiklerin
Baslangi¢ Yiikleri
Kareleri Toplamm
Faktorler
Toplam
Toplam % Varyans Toplam % Toplam % Varyans %
0

1 7,803 33,925 33,925 3,644 15,845 15,845
2 2,320 10,087 44,012 3,359 14,603 30,448
3 1,532 6,660 50,672 2,254 9,800 40,247
4 1,437 6,247 56,919 2,149 9,342 49,589
5 1,268 5,511 62,430 2,142 9,312 58,901
6 1,059 4,604 67,034 1,610 6,999 65,900
7 0,877 3,814 70,848 1,138 4,948 70,848
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Hipotezlerin Testi:

Olusturulan modele ait hipotezlerin test edilmesi i¢in regresyon ve korelasyon ve anova
analizleri sonuglarina yer verilmektedir. Hipotezlerin kabul/ red durumlart sonuglar cercevesinde
aciklanmaktadir. Sekil 1°de yer alan Model i¢in gelistirilen ¢oklu regresyon analizi modeli;

Y = ay + Pi(banka personeline given), + B,(banka personeli uzmanligt),
+ Bs(banka personeli iletisimi); + [,(banka personeli etkilesimi),
+ [Bs(katilim bankasina given)s + Sq(katilim bankasininhizmet kalitesi)g
+ B (katilim bankasiun niteligi),

Y = Bagimlh Degisken = Miisteri memnuniyeti

Y=(M+ My +M;+M,)/4

Y =Soru formu bolim iki, ilk dort soru Y bagimli degiskenini temsil eder ve ilk dort soru

memnuniyet 6l¢iimlemesi sorusudur M olarak sembollestirilmistir.

Tablo 2.4:Model Tanimlayici Istatistikleri

Ortalama Standart Sapma Ornek Sayisi
Miisteri memnuniyeti 3,4216 0,66654 373
Banka personeline giiven 3,9008 0,53180 373
Banka personeli uzmanligi 3,2145 0,90952 373
Bnaka personeli iletigimi 3,5487 0,75120 373
Banka personeli etkilegimi 3,4915 0,83262 373
Katilim bankasina giiven 3,9080 0,54063 373
Katilim bankasinin hizmet kalitesi 3,7567 0,53313 373
Katilim bankasinin niteligi 3,5076 0,60243 373

Diizeltilmis R?= 0,568 degerine gére, Modeldeki banka personeline giiven,
banka personeli uzmanhgi, banka personeli iletisimi, banka personeli etkilesimi, katilim bankasina
giiven, katilm bankasinin hizmet kalitesi, katilim bankasinin niteligi bagimsiz degiskenleri miisteri
memnuniyeti bagimli degiskenini yiizde 57 oraninda agiklayabilme giiciine sahiptir; (Tablo 2.5):

Tablo 2.5: Model Ozet Tablosu

Model R Diizeltilmis R Diizeltilmis R’nin karesi Standart Sapma
1 0,759 0,576 0,568 0,43801

Modelin Anova tablosunda arastirma modelinin miisteri memnuniyeti bagimlidegiskenini

anlamli sekilde agikladig1 goriilmektedir (Tablo 2.6). Hg(model anlamsizdir) hipotezi reddedilir.
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Tablo 2.6 :Model Anova Tablosu

Kareler Serbestlik Kareler VaryansAnalizi( | Anlamhilik
Model toplam derecesi Ortalamas1 | F) (p)
Regresyon 95,241 7 13,606 70,917 0,000
1 Atik Deger 70,028 365 0,192
Toplam 165,269 372

Sonraki asamada yer alan bagimsiz degisken anlamlilig1 tespitine yer verilmektedir;

Tablo 2.7: Model Anlamlilik Tablosu

Standart Olmayan Katsayilar Standart
Model lar t Anlamhlik
B Standart Sapma Beta
1 | Sabit (Kesim Noktasi) -0,374 0,223 0 -1,677 0,094
Banka personeline giiven 0,004 0,064 0,003 0,059 0,953
Banka personeli uzmanligi 0,206 0,036 0,280 5,760 0,000
Banka personeli iletigimi 0,047 0,043 0,053 1,097 0,273
Banka personeli etkilesimi 0,037 0,029 0,046 1,279 0,202
Katilim bankasina giiven 0,236 0,063 0,191 3,771 0,000
Katillm  bankasmin  hizmet 0308 0.060 0319 6,648 0.000
Katilim bankasinin niteligi 0,116 0,043 0,105 2,705 0,007

Tablo 2.7°de belirtilen B ve Sig degerlerine c¢ergevesinde iliskte sunulan hipotezlerin

reddedildigi tespit edilmistir;

= Banka personeline giiven bagimsiz degiskeni miisteri memnuniyeti bagimli degiskeni ile pozitif
yonlii ve anlamsiz etkiye sahiptir. Bu sonuca gore, Hia:Miisterilerin katilim bankasi personeline
duyduklar1 giiven katilim bankasina olan memnuniyetlerini pozitif yonde etkiler hipotezi,
reddedilmistir.

= Banka personel iletisimi bagimsiz degiskeni miisteri memnuniyeti bagimli degiskeni ile pozitif
yonlii ve anlamsiz etkiye sahiptir. Bu sonuca gore, Hic:Miisterilerin katilim bankasi personelinin
iletisiminden duyduklart memnuniyet katilim bankasina olan memnuniyetlerini pozitif yonde etkiler
hipotezi, reddedilmistir.

= Banka personeli etkilesimi bagimsiz degiskeni miisteri memnuniyeti bagimli degiskeni ile
pozitif yonlii ve anlamsiz etkiye sahiptir. Bu sonuca gore, Hip:Miisterilerin katilim bankas1 personelinin
i¢ etkilesimlerinden duyduklari memnuniyet katilim bankasina olan memnuniyetlerini pozitif yonde

etkiler hipotezi, reddedilmistir.
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Banka personeline giliven, banka personeli iletisimi, banka personeli etkilesimi bagimsiz
degiskenleri modelde anlamsiz bulundugundan regresyon analizi modelinden ¢ikarilmis, ilgili analiz

1s181nda gelistirilen arindirilmis (revize edilmis) Model [Sekil 2°de sunulmustur:

. ' \
Katilim bankasina Katilim bankasinin |
duyulan giiven hizmet kalitesi
Has
Haa
/ \ P p \
g ~
- / \ Hac
Banka pers?rlellnln / \ Katilim bankasinin
uzmanlig / \ itelisi
f Miisteri .‘ niteligi
L His | Memnuniyeti ]
Sekil 2: Arindirilmis Model 1
Y= ay + +pi(banka personelinin uzmanligr),; + B, (Katilim bankasina giiven),
+ B3 (Katilim bankasinin hizmet kalitesi. ),
+ Bi(Katilim bankasimin niteligi),
Tablo 2.8: Model I Tanimlayici Istatistikleri
Ortalama Standart Sapma Ornek Sayist
Miisteri Memnuniyeti 3,4216 0,66654 373
Banka personelinin uzmanligi 3,2145 0,90952 373
Katilim bankasina duyulan giiven | 3,9080 0,54063 373
Katilm  bankasmin  hizmet
L 3,7567 0,53313 373
kalitesi
Katilim bankasinin niteligi 3,5076 0,60243 373
Tablo 2.9: Model I Ozet Tablosu
Model R Diizeltilmis R Diizeltilmis R’nin karesi Standart Sapma
1 0,757 0,573 0,568 0,43792

Diizeltilmis R?= 0,568 degerine goére Model I’deki banka personeli uzmanhgi, katilim
bankasina duyulan giliven, katilim bankasimin hizmet kalitesi, katilim bankasinin niteligi bagimsiz

degiskenleri, miigteri memnuniyeti bagimli degiskenini ylizde 57 oraninda agiklamaktadir, (Tablo 2.9).
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Tablo 2.10: Model | Anova Tablosu

327

Kareler Serbestlik Kareler VaryansAnalizi( | Anlamhilik
Model toplamm derecesi Ortalamas1 | F) (p)
Regresyon 94,697 4 23,674 123,452 0,000
1 Atik Deger 70,571 368 0,192
Toplam 165,269 372

Anova tablosu neticesi ¢cer¢evesinde Model I, miisteri memnuniyeti bagimli degiskenini anlamli
sekilde acikladig1 goriilmektedir (Tablo 2.10). Hy model anlamsizdir hipotezi, reddedilir.
Tablo 2.11: Model | Anlamlilik Tablosu

Standart

Standart Olmayan Katsayilar t Anlamhhk
Model Katsayilar

B Standart Sapma Beta
Banka personelinin uzmanligi 0,222 0,030 0,302 7,27 0,000
Katilim bankasina duyulan giiven 0,260 0,055 0,211 4,70 0,000
Katilim bankasminhizmet kalitesi 0,415 0,058 0,332 7,15 0,000
Katilim bankasinin niteligi 0,125 0,042 0,113 2,97 0,003

Tablo 2.11°de goriilen B ve Sig degerine gore hipotezler kabul edilmistir:

= Hg:Miisterilerin katilim bankasi personelinin uzmanligina inanmalar1 katilim bankasina olan
memnuniyetlerini pozitif yonde etkiler hipotezi, kabul edilmistir.

= Hoa:Miisterilerin kurum olarak katilim bankasina duyduklari giiven, katilim bankasina olan
memnuniyetlerini pozitif yonde etkiler hipotezi, kabul edilmistir.

= Hyg:Miisterilerin kurum olarak katilim bankasi hizmet kalitesine duyduklart memnuniyet,
katilim bankasina olan memnuniyetlerini pozitif yonde etkiler hipotezi, kabul edilmistir.

= Hyc:Miisterilerin kurum olarak katilim bankasi niteligine duyduklart memnuniyet, katilim
bankasina olan memnuniyeti pozitif yonde etkiler hipotezi, kabul edilmistir.

Tablo 2.12: Model | Korelasyon Tablosu

Korelasyon Miisteri Personel Katilim Banka Katihm
Memnuniyeti Uzmanhg Bankasina Hizmet Bankasinin

Giiven Kalitesi Niteligi

Miisteri Memnuniyeti 1,000 0,608 0,598 0,656 0,399

Banka personelinin 0,608 1,000 0,522 0,493 0,280

uzmanlig

Katilim bankasina duyulan | 0,598 0,522 1,000 0,597 0,278

giiven

Katilim bankasinin hizmet | 0,656 0,493 0,597 1,000 0,431

kalitesi

Katilim bankasinin niteligi 0,399 0,280 0,278 0,431 1,00
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Tablo 2.12°de belirtilen Model I korelasyon tablosuna 1s1ginda su bulgulara ulasilmistir;
(1)Banka personelinin uzmanligi, (2) Katilim bankasina duyulan giiven, (3) Katilim bankasinin hizmet
kalitesi ve (4) Katilim bankasinin niteligi, bagimsiz degiskenlerinin miisteri memnuniyeti bagimli
degiskeni ile pozitif anlamli iliskileri vardir.

TARTISMA ve SONUC

Aragtirmanin baglangic modelinde banka personeline duyulan giiven, banka personeliuzmanligi,
banka personeli iletisimi, banka personeli etkilesimi, katilim bankasina duyulan giiven, katilim
bankasinin hizmet kalitesi, katilim bankasinin niteligi bagimsiz degiskenlerinin miisteri memnuniyeti
bagimli degiskenine etkisi degerlendirilmistir. Banka personeli uzmanligi, katilim bankasina duyulan
giiven, katitlim bankasimin hizmet kalitesi ve katilim bankasimin niteligi ile iligkili hipotezler kabul
edilmis; miisterilerin bu degiskenlere karst duyduklari olumlu duygularin katilim bankasina olan
memnuniyetlerini olumlu yonde etkiledigi sonucuna ulasilmistir.

Ozellikle katilim bankasinm hizmet kalitesi bagimsiz degiskeni miisteri memnuniyeti bagimli
degiskeni ile 0,415 B regresyon analizi degeri ile en giiclii iligkili degisken olarak tespit edilmistir.
Caligma kapsaminda elde edilen bu bulguliteratiir ile desteklenir niteliktedir. Yiiksek kaliteli hizmet
sunabilmek i¢in en énemli unsur, miisterilerin tam olarak ne bekledigini anlamaktir. Hizmet kalitesi,
miisteri beklentilerini tanimlamak ve 6lgmek icin iyi bir aragtir. Agarwal ve Gowda (2020) yilinda
Hindistan Havayollar1 hizmetleri ile ilgili yaptiklar1 ¢alismanin sonuglarina gore; ortam kosullari ve
hizmet kalitesi faktorlerinin miisteri memnuniyeti {izerinde 6nemli oldugu tespit edilmistir.Hizmet
kalitesi ve iliskisel pazarlama miisteri memnuniyetini olumlu yonde etkiledigi, ayrica miisteri
memnuniyeti sonucunda miisteri sadakati olustugu (Ratna ve Nugroho, 2020:155) belirtilir. Noviany
(2020), 100 banka miisterisi iizerinde hizmet kalitesinin miisteri memnuniyetine etkilerini inceledigi
caligmasinda hizmet kalitesinin miisteri memnuniyeti lizerinde yiiksek diizeyde 6neme sahip oldugunu
tespit etmistir.

Bu ¢ercevede, katilim bankalari analitik hizmetlere, dijital bankacilik yatirimlarina, miisterilerin
ihtiya¢ duydugu bankacilik hizmetlerinde kolayliklar yaratacak kolaylik uygularina, bankalarin fiziki
olanaklarmin miisterilerin istek ve ihtiyaglarini g6z 6niinde bulundurarak kolaylik 6gelerini miigterilerin
hizmet deneyimlerine sunmalari dnerilmektedir. Dijital alt yapinin desteklendigi her islem asamasinda
misterilere bilgi verilmesi ve miisterilerin dijital bankacilik iglemlerini kullanmalar1 yoniinde fiili
desteklerde bulunulmasi 6nerilmektedir. 2020 yilinda yasanan Covid-19 pandemisindediinyada yaganan
gelismeler diistiniildiigiinde bankalarin subelerde fiziki bulunusluklahizmet verilen misteri sayisini
azaltabilmek, fiziki mekanda- subede hizmet yerine uzaktan, ¢evrimici ortamda, Internet destegiyle,
telefonla sesli ve goriintiilii goriigmeler ile hizmet verebilme yetkinliklerini gelistirmelerinin gelecek

finans diinyasinda var olmak i¢in zorunluluk oldugu 6n goriilmektedir. Pandemisonrasinda uzun siire
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insanlarin kalabalik ortamlar ve temastan kaginacaklari diisliniildiiglinde miisterilere dijital her kosulun
firsata gevrilmesi gereken mobil hizmet verebilmenin 6nemi artmaktadir.

Katilim bankasina duyulan giiven bagimsiz degiskeni miisteri memnuniyeti bagimli degiskeni
ile 0,260 P regresyon analizi degeri ile en giiclii iliskili ikinci degisken olarak tespit edilmistir. Calisma
kapsaminda elde edilen bulgu literatiir ile desteklenmektedir. Geebren, Jabbar ve Luo (2020)’de mobil
bankacilik kullanan miisterilerin memnuniyetini artirmak i¢in 659 kisi ile yiirtittiikleri ¢calismalarinda
giiven dgesinin miigteri memnuniyeti tizerinde olumlu etkisi oldugunu ortaya koymus ve giiven 6gesinin
hizmet kalitesi ve iletisimin olugsmasinda aracilik ettigini tespit etmiglerdir. Rama (2020) Endonezya’da
Islami bankalarin fiyatlandirmalarinin miisteri memnuniyeti ve miisteri davranisi iizerine etkilerini
inceledigi ¢alismada miisterilerin bankacilik karar alma siireglerinde daha fazla getiri beklentisi i¢inde
oldugunu ve ozellikle getirilerin seffaf olmasinin miisteri memnuniyetini yiiksek diizeyde etkiledigini
ortaya ¢ikarmustir. Eriksson, Hermansson ve Sara (2020) dijital araglar ile iliski odakli i modelinin
uygulanabilirligini ve banka miisterilerinin memnuniyeti tizerine etkilerini inceledikleri aragtirmalarinda
giiven unsurunun miisteriden elde edilen kazanci artirdigini, banka g¢aliganlarina giiven saglamada
diisme olursa miisteri memnuniyetinin azalacagi, Islami bankaciliga yonelik hassasiyeti olan miisteriler
icin giiven unsurunun daha da énemli bir konu olarak algilandig1 ortaya koymuslardir.

Bu cergevede katilim bankalarinin rekldmlarinin miisteri giiveni tesisine odaklanmast,
personelin is siireci yonetiminde ve mesajlarinda giiven 6gesini 6n planda tutmasi 6nerilmektedir.
Uzman personelin miisteri ile iletisim siirdiirdiigli siirece bankaya giiven duymasini saglayacak
sOylemlerin gelistirilmesi ve kurumsal iletisim araciligi ile ortak bir slogan ya da sdylem ile personelin
miisteriye giiven duygusunu pekistirecek sekilde iletisimini siirdiirmesi 6nerilmektedir. Personelin her
ne olursa olsun yalan sOylememesi, personelin hedef baskisi nedeni ile miisterinin bankaya olan
giivenini sarsic1 sdylem ve eylemlerden uzak olmasi gerektigi egitimler ile pekistirilmesi dnerilmektedir.

Banka personeli uzmanligi, bagimsiz degiskeni miisteri memnuniyeti bagimh degiskeni ile
0,222 B regresyon analizi degeri ile en gii¢lii iliskili iiclincti degisken olarak tespit edilmistir. Katilim
bankalarinin personel se¢iminde is i¢in gereken bilgi ve yetkinliklerin organizasyon igerisinde
kazandirilmasiyla birlikte, sektorde is deneyimi olan personelin katilim bankalarina temin edilmesi igin
gereken stratejik insan kaynagi se¢me ve yerlestirme plani uygulanmasi 6nerilmektedir. Personelin
uzmanlig1 ve yetkinligi, alan hakkinda yeterli bilgi, zor kararlar verirken gereken biligsel bilgi, uygun
karar stratejilerini kullanma yetenegi (Shantau, 2020:3) gibi temel kabul edilen uzmanlik ve yetkinlik
ozellikleri ile uyumlu olmalidir. Is deneyimi yiiksek olmayan, katilim bankacilifia yeni katilnusg
personele miisteri ile iletisime gegmeden 6nce uzmanligii artirici egitimlerverilmesi, ¢alismasinin

cesitli donemlerinde insan kaynaklar1 personel etkinliginin artirilmas: kapsaminda miilakatlar yapilmasi,
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miilakatlar sonrasinda tespit edilen giiclii yonlerin daha da etkin hale getirilmesi, olumsuz yonlerin de
cesitli egitim, beyin firtinasi, oyunsallastirma gibi yontemlerle giiclendirilmesi 6nerilmektedir.

Katilim bankasinin niteligi bagimsiz degiskeni miisteri memnuniyeti bagimli degiskeni ile 0,125
B regresyon analizi degeri ile en az iligkili degisken olarak tespit edilmistir. Analizin bu bulgusuna gore
katilim bankalarinin pazar paylarinin artirilmasinda katilim bankasinin niteliginin 6neminin diger
degiskenlere gore daha diisiik oldugu anlasilmaktadir.

Thaker, Sakaran, Nanairan, ThakerveHussain (2020) Malezya'da Gayrimiislim insanlarin Islami
bankaciliga baghliklarmnin itici giiciinii arastirmis ve Malezya'daki gayrimiislim olan Islami bankacilik
hizmeti alan misterilerinin memnuniyet ve sadakatlerinin itici giiglerini iriin fiyatlandirmasi,
giivenilirlik ve geri bildirim, katma degerli hizmetler ve giivenlik olarak tespit etmiglerdir. Yapilan bu
arastirmanin bulgulart da katilim bankalariin miisteri portfoylerini gelistirmede hedef miisteri kitlesi
belirlemesinde potansiyeli gosterir niteliktedir. Bankaya yeni miisteri kazandirma siirecinde katilim
bankacilig1 hassasiyeti olan miisterilere odaklanmak yerine bankacilik sistemlerinden destek alan tiim
pazara odaklanilmas1 daha rekabetgi bir strateji olacaktir.

Miisteri igin bir bankanin katilim bankacilig1 yapiyor olmasinin dnemi diger degiskenlere gore
daha diisiik 6nem seviyesine sahip olmasi durumu, katilim bankasi iist ydonetim kademelerinin stratejik
olarak pazar payr hedeflemelerinde daha genis bakis agisiyla hareket etmelerinin énemli olacagi
diisiincesini desteklemektedir. Personelin potansiyel miisteri tespiti ve pazarlama girisimlerinde sadece
katilim bankaciligr hassasiyeti olan miisteri arayisinda bulunmamast ve musteri hedef tespitinin
bankacilik hizmeti alan tiim miisterileri dikkate alinarak yapilmasi 6nerilmektedir.

Katilim bankacigi hizmeti sunan isletmelerin katilim bankaciligi niteliginin temeli olan faizsiz
bankacilik prensiplerine gére tiriin gelistirme amaglarina ek olarak iyi hizmet tiretebilecek personellerin
istihdami, uzman personel ile is iligkisinin siirekliligine yonelik yatirimlarin yapimasi, bankaya olan
giivenin artirllmas: ile miisteri memnuniyetini artirabilecegi tespit edilmistir. Iliskisel pazarlama
Onermelerine gore miisteri ile duygusal ve giiclii baglar kurarak miisteri memnuniyeti olusturulmasi
gerekir.

Arastirmanin bulgularindan elde edilen bilgilerin ncelikli olarak katilim bankacilig1 sektoriine,
katilim bankaciligi literatiiriine, sektorde yer alan banka yoneticilerine ve hizmet pazarlamasi
cercevesinde faaliyetlerini yiiriiten diger sektdrlere ve elbette pazarlama literatiiriine fayda saglayacagi

diistiniilmektedir
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YAYIN SARTLARI

PUBLICATION REQUIREMENTS

Dergide yaymlanmasi talebiyle editdre gonderilen eserler, gizli tutulan hakemlerin (iki hakem) olumlu
goriigleri alinmaksizin ya da hakemler tarafindan Onerilen diizeltmeleri i¢eren yeni metin saglanmaksizin
yayinlanmaz. Hakemlerden biri olumlu digeri olumsuz goriis bildirdiginde eser Gi¢lincii bir hakeme gonderilir.

1. Hazirlanan ¢alismalar, DergiPark {izerinden (http://dergipark.gov.tr/ijemi) sisteme yiiklenmek
suretiyle dergi editorliigiine iletilmelidir. Hakem incelemesi dahil tim asamalar DergiPark sistemi tizerinden
yritiilecektir.

2. Gonderilen makalelerin ilk ve ikinci sayfasi 6zet ve abstract boliimii seklinde olmali, makalenin
yabanc1 dildeki adi, en fazla 300 kelimelik Tiirk¢e ve yabanci dilde 6zetlerinin ve en az 3 adet anahtar kelimenin
(Key Words) eklenmesi gerekmektedir. Calisgmanin sonunda Kaynaklar yer almahdir.

3. Sayfa yapist: Ust ve alttan 2,5 ¢cm; yanlardan 2,5 cm. olmalidir. Bu sekilde hazirlanan yazilar kural
olarak 25 sayfadan fazla olmamalidir.

4. Metin yazilart: Times New Roman karakteri ile 11 punto 1,5 satir araligi, ilk satirt 6zel 1,25 cm
degerinde paragraf, paragraf arasi bosluklar dncesi ve sonrast 0 nk olmak iizere iki yandan hizali yazilmalidir.
Ana baslik 14 punto, ikinci ana baglik 10 punto, 6zet ve abstract 9 punto kullanilmalidir. Yazar adi, ana bagligin
altina sola dayali olarak akademik unvan olmadan “adi SOYADI” bi¢iminde yazilmali, unvan, eposta adresi ve
kurum bilgileri dipnot seklinde ana baslik boliimiinde verilmelidir.

5. Makalenin daha once higbir yerde yayimlanmamis veya yayimlanmak iizere gonderilmemis olmast
gerekir.

6. Yazarlara telif hakki 6denmeyecektir. Yazarlar, yayimlanan yazilar tizerinde Journal EMI

Editorliigii’ niin, her tiirlii formatta yayimlamak dahil, tim yaymn haklarina sahip oldugunu kabul ederler.
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