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FOREWORD

Innovation is an inevitable means of gaining competitive advantege and provide economic
development and growth all over the world in this information age. Therefore, management of
innovation and development of useful strategies are crucial for the industries. This might be possible
by bringing together the academic world and business community to produce new challenging ideas.
At this point, International Conferences provide appropriate environment. From here, we have aimed
to organize “International Conference on Global Competition and Innovation Management” to
provide convenient platform for researchers from all over the world and business managers in order
to discuss new ideas, suggestions and develop new strategies on the theme of innovation and global

competition.

This is the 1% International Conference that organized by the Istanbul University Faculty of
Economics Department of Business Administration in Istanbul, Turkey. However, this is the
beginning of us, we achieved a well participation rate from both national and international
participants. These proceedings book represent the work of academicians and practitioners of
business world, with participating in the International Conference on Global Competition and

Innovation Management (ICGCIM) 2017, held on November 9-11 in Beyazit Campus, Istanbul.

We are thankful to our participants from all over the world for their intense interests. Besides, we are
grateful to all our sponsors of business world and especially Rectorate of Istanbul University and
Deanship of Faculty of Economics. Finally, our thanks go to the authors, readers and reviewers of the
International Conference on Global Competition and Innovation Management (ICGCIM) 2017, who
have supported us preparing this Proceedings Book. We sincerely hope that academicians, students,
business managers and practitioners will utilize while reading this book and be inspired by the
theoretical implications and managerial inferences and multiple perspectives provided by the attentive

proceedings.

Istanbul, Turkey
November 2017

Prof- Dn. Haline UAFAN

Chairman of the ICGCIM 2017
Head the Department of Business Administration
Faculty of Economics Istanbul University
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23.ISLAMIC FINANCIAL LITERACY TO ENHANCING
PERFORMANCE OF MUSLIM ENTREPRENEURS INSURABAYA,
INDONESIA

Demara Hediana Dewi?, Wahyuningsari 2

ABSTRACT

Indonesia has more than approximately 200 million people who are Muslim. Everyone
has ever felt the sale and purchase transactions. Especially in Indonesian has many Muslim
Entrepreneurs who take this part of the trade. The current condition in Indonesia is Muslim
Entrepreneurs has a lack of understanding in Islamic Finance. In Indonesia, Conventional Bank
is amount 144 more than Islamic Bank just 34 in which there are Islamic Commercial Bank and
Islamic Business Unit of a Conventional Bank. The evidence state that most of the people are
still saving their money to the Conventional bank rather than Islamic Bank. In addition, a
network of Muslim Entrepreneurs is growing. Economy activities of Islamic Finance in
Indonesia is increasing every year too. Islamic banking market share grows 5,12% in 2017 is
the highest number since its exists in Indonesia. But the thing is the Entrepreneurs need the
guideline for running their business according to Islamic Finance. Some of the Muslim
Entrepreneurs still do not know how to track their business based on Islamic Finance and lack
of the data how to run it in the right way. The purpose of this research is to help entrepreneurs
understand and evaluate the management of capital, investment, and financing according to
sharia for sustainable business. The result shows that both Islamic Financial Literacy for
Enterprise and the impact of money in the sector real turnaround are still less. The research
method usés qualitative study, study literature, and in-depth interview.

Keywords Enterprise, Financial Literacy, Islamic Finance, Muslim Entrepreneurs

! Demara Hediana Dewi, State University of Surabaya, demaradewi@mbhs.unesa.ac.id
2Wahyuningsari, State University of Surabaya, wahyuniekis@gmail.com
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35.Benefitting from Innovations and Paying for Innovations: Global Trade
of Intellectual Property Rights: A Long-run Empirical Analysis of Receipts
and Payments of the Use of Intellectual Property in G7- and BRICS
Countries

Dr Jari Kaivo-oja®
Dr Theresa Lauraeus*

Abstract

Intellectual property rights (IPRs) such as patents, trademarks, designs and copyrights
are increasingly traded in global markets. Acquisition of IP has become a key strategic tool for
companies and corporations seeking to maintain and increase their markets while IP
transactions and disputes, especially involving ICT patents. The patent marketplace has also
been transformed with the appearance of new intermediaries and business models. One key
aspect of global IPR system is that it helps STI stakeholders and companies to benefit from
innovations and paying for innovations, which they need in global business. Also governments
and public-sector organizations are considering playing a more active role in IP markets.

This article will focus on receipts and payments of intellectual property. The study will
elaborate financial receipts and payments in G7- and BRICS countries. The study is
comparative analysis and provides rich picture of global IPR trade in G7 -countries and BRICS
countries. The study is based on the World Bank Data. The study covers years 1985- 2015. The
study is a comparative country study of financial IP flows. The study will report the following
results: (1) financial flows of receipts, (2) financial flows of payments, (3) receipt/payment
balance trends, (4) a comparative analysis of receipts and payments of the BRICS countries, (5)
comparative analysis of receipts and payments of the G7- countries.

Trend analysis of the study includes trend analyses of financial receipts and payment
data, index series analyses of financial receipts and payment data, yearly changes analyses of
financial receipts and payment data and finally the analysis of last data observation to previous
data observation. This kind of basic data analysis will provide interesting insights to emerging
trends and structural changes of global innovation ecosystem.

Keywords:

3 Finland Futures Research Centre, Turku School of Economics
4 Aalto University
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46.Emerging Trends and Structural Changes of Global Innovation
Ecosystems: Empirical Analysis of Changing Patent and Trademark
Activity of G7-countries and BRICS countries in Years 1985-2015

Dr Jari Kaivo-oja®
Dr Theresa Lauraeus®

Abstract

Reliable intellectual property (IP) statistics is providing a very important tool in understanding
trends in global policy, global business, and technology developments worldwide. Today global
innovation ecosystems are in fast transition. Economic analysis has taken an interest in studying
the problems associated with technological change. Adequate indicators have been identified,
which make it possible to provide a coherent explanation for technological activities and their
relationship with economic efficiency and activity. Although the earliest science, technology
and innovation studies focused on analyzing the activities of research and development (R&D),
at present the focus of analysis has shifted to another type of variable, more oriented toward
the gathering of knowledge and capabilities, in which patents and trademarks provide relevant
information.

This empirical study analyses three trends of patent and trademark activity in Brazil, Russian
Federation, India, China and South Africa (BRICS countries) in three decades. The study is
based on the World Bank Data. The study covers years 1985-2015. The study is comparative
country study of patent and trademark activity. The study will report the following results: (1)
Patent and trademark trends of the BRICS countries, (2) aggregate patent and trademark trends
of the whole BRICS alliance, (3) patent/trademark relationship development of the BRICS
countries and (4) key relational analyses of BRICS countries. The study elaborates (5)
proportional activity of patent and trademark activity of all BRICS countries. Some
comparative analyses in relation to G7-countries are reported

Trend analysis of the study includes trend analyses of patent and trademark data, index series
analyses of patent and trademark data, yearly changes analyses of patent and trademark data
and finally the analysis of last data observation to previous data observation. This kind of basic
data analysis will provide interesting insights to emerging trends and structural changes of
global innovation ecosystem.

Keywords:

5Finland Futures Research Centre, Turku School of Economics
6 Aalto University
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52.Ambiguity of Innovation Typology In Innovation Measurement -
Towards A Unified Typology Of Innovation

Tomasz Sierotowicz’

Abstract

Innovations are seen as an opportunity to sustain and accelerate the development of not
only companies but also economies of countries. In the literature related to the design of
innovation measurement systems, it is recommended to include the typology of innovation
(Oslo Manual 2005). Hence, literature on the subject has a number of different typologies of
innovation, which include, for example radical, semi-radical, breakthrough, disruptive,
incremental, displacement, sustaining, developed occasionally, or systematically developed.
The typologies of innovation were created over the last few decades on the basis of data from
different sectors of the economy. Not being developed, they often stand in contradiction to each
other. This raises the problem of discrepancies, in terms of their definition, as well as possible
socio-economic effects of particular types of innovation. Which typology of innovation should
be used in the design of the innovation measurement system and why? It is well known that the
innovation process consists of two major and fundamentally different phases: ex ante and ex
post phases, with commercialisation as the only demarcation line between them. This, in turn,
raises the question: How do the typologies of innovation, presented in the literature, refer to this
distinction? Answers to these questions can provide important help in designing the unified
typology of innovation, which can be used both for businesses and at the macroeconomic level,
for national economies. So far, no attempt has been made to address the problem of unifying
the typologies of innovation. The objective of this paper is to attempt this challenge,
highlighting the most important differences in the typologies of innovation, and proposing one
consistent typology of innovation. The presented research results are the next step in developing
a coherent innovation theory.

Keywords: typology of innovation, management of long-term innovation development
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ABSTRACT

The main purpose of this research is to empirical investigation of bullwhip effect under
sensitivity analysis in two tier supply chain. Simulation modeling technique has been applied
in this research as a research methodology to see the sensitivity analysis of bullwhip effect in
the rice industry of Pakistan. The research comprises two case studies that has been chosen as
a sample. The results of this research have conformed that reduction in production delay
reduces the bullwhip effect which conforms the time compressing paradigm and the
significance of reduction in production delay to lessen demand amplification. The results of
this research also indicates by increasing the value of time to adjust inventory decreases the
bullwhip effect. Furthermore, by decreasing the value of alpha increases the damping effect of
the exponential smoother, it is not surprising that it also reduces the bullwhip effect.

Moreover, by reducing the value of time to work in progress also reduces the bullwhip effect.
This research will help practitioners and operation managers to reduces the major costs of their
products in three ways. They can reduce their i) inventory levels, ii) better utilize their capacity
and iii) improve their forecasting techniques. However, this study is based on two tier supply
chain while in reality supply chain has got many tiers. Hence, future work will be extended
across more than two tier supply chains.

Keywords: Supply Chain Dynamics, Bullwhip effect, Simulation, Sensitivity Analysis, Rice Industry.
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73. THE IMPACT OF FINANCIAL ACCESS ON ECONOMIC GROWTH

Ebubekir MOLLAAHMETOGLUS
Mona HAMED?

Abstract

The development of the financial sector (real sector-financial sector) is based on the
characteristics of the financial system; depth, access, productivity, and stability. In developed
countries, access to financial services rates are at higher levels than developing countries that
have lower financial depth, access and stability.

In this study, the effect of financial access on economic growth is analyzed by panel
data technique. As an independent variable; available data of economic growth of the 14
countries are taken during 2004-2016 period. The number of ATMs per 100,000 persons, the
number of commercial bank branches of 100,000 persons and the total expenditures on the
financial technologies are taken as financial access variables.

In the study, according to the Hausman test result, model should be estimate by using
the random effects. The test results model is assumed to be heteroskedastic, autocorrelated.
Therefore, Arellano, Froot and Rogers estimators are appropriate for model. The results of the
study shows; with the economic growth, total expenditures on financial technology and the
Branches of commercial banks per 100,000 adults are positively related, but the number of
Automated Teller Machines (ATMs) per 100,000 adults has a negative relation. The study
concludes that financial access and services, bank branches and total expenditures on financial
technology leads to higher economic growth.

The impact of financial access to economic growth keep in the background in the studies
and remains limited. Along with reduction poverty and income distribution, it has a great
importance for economic growth.

Keywords: Financial Access, Economic Growth, Financial Development
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84.GREEN INNOVATION PRACTICES IN HOTEL ENTERPRISES

Fiisun Istanbullu Dincer!®
Orhan Akova'!
Suna Mugan Ertugral'?
Merve Aydogan Cifci'?
Abstract

“Creating new values to meet today's needs without sacrificing the needs of future generations’ needs”
conceptually clarifies the definition of green innovation (Gl). Businesses have to maintain their economic activities
in line with existing and potential demand. However, businesses need to incorporate Gl practices into their business
models to provide sustainability both at the economic and environmental scale in order to be sustainable. Tourists
and tourism activities are involved in an intensive and rapid consumption process. The effective technologies and
services are needed to prevent pollution and provide protection. The hotel enterprises within the tourism industry
present the needs of the tourists such as accommodation, food and beverage, entertainment and so on. Therefore,
Gl practices in hotel businesses are really crucial for sustainable tourism. This study aims to examine Gl practices
particularly in lodging by using qualitative method. In the study, semistructured in-dept interviews has been
generated with 8 representative of green starred hotels. According to results of the study 4 themes has been found.
Themes are entitled as green innovation prectices, challenges of green innovation, drivers of green innovation and
marketing of green innovation. A model which summarize the content of the study developed and presented in the
findings section. Finally, the findings are evaluated in the conclusion and discussion.

Key Words; Tourism, Green Innovation, Hotel Enterprises

OTEL ISLETMELERINDE YESIL INOVASYON UYGULAMALARI
Ozet

“Gelecek nesillerin ihtiyaclarindan 6diin vermeden bugiiniin ihtiyaglarini karsilamak iizere yeni degerler
yaratmak” kavramsal olarak yesil inovasyonun tammini olusturmaktadir. Isletmeler mevcut ve olasi talep
dogrultusunda ekonomik faaliyetlerini siirdiirmek zorunlulugundadir. Ancak isletmelerin hem ekonomik hem de
cevresel Olgekte siirdiiriilebilirligi saglayacak sekilde yesil inovasyonu is modellerine dahil etmeleri
gerekmektedir. Turistik faaliyetler ve turistler yogun ve hizli bir tiikketim siirecine dahillerdir. Kirlenmenin
onlenmesi ve korumanin saglanabilmesi ise verimli teknolojiler ve hizmetler gerektirmektedir. Turizm endiistrisi
icinde yer alan otel igletmeleri turistlerin konaklama, yeme-igme eglence vb ihtiyaglarimi karsilamaktadir. Bu
nedenle otel isletmelerinde yesil inovasyon uygulamalari siirdiiriilebilir turizm agisindan bilyiik nem tagimaktadir.
Bu ¢alisma otel isletmelerinde yesil inovasyon uygulamalarini nitel arastirma yontemleri uygulanarak incelemeyi
hedeflemektedir. Calismada 8 yesil yildizli otel isletmesi temsilcisiyle derinlemesine miilakat gergeklestirilmistir.
Analiz sonuclarina gére 4 ana tema ortaya konulmustur. Bunlar yesil inovasyon uygulamalari, yesil inovasyon
zorluklari, yesil inovasyon motivasyonlart Ve yesil inovasyonun pazarlanmas: seklinde adlandirilmistir. Bulgular
kisminda ayrica ¢aligmanin igerigini dzetleyecek bir model gelistirilmis ve sunulmustur. Elde edilen bulgular sonug
ve tartisma kisminda degerlendirilmektedir.

Anahtar Kelimeler; Turizm, Yesil inovasyon, Otel Isletmeleri
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94. Orgiitsel Sessizlik Davrams1 Olceginin Gelistirilmesi

Begiim YALCIN

Orgiitsel sessizlik; isgdrenlerin isleri ve kurumlarinin gelismesiyle iliskili fikir, bilgi ve
diistincelerini kasitli olarak paylagmamasi olarak tanimlanmigtir. Saglik sektorti ele alindiginda,
farkli mesleki o6zelliklere sahip gruplarla calisilmasi ve saglik hizmetlerinin dogasindan
kaynaklanan orgiit i¢ci dinamikler nedeniyle ortaya c¢ikan orgiitsel sessizlik, bu alanda geri
dontisii olmayan ahlaki ve vicdani yiikiimliiliikkleri doguran sonuglara neden olabilmektedir. Bu
baglamda saglik ¢alisanlarinda orgiitsel sessizligin incelenmesi biiyiik 6nem tagimaktadir. Bu
nedenle arastirma Orgilitsel sessizlik davranislarinin belirlenmesine yonelik bir Olgegin
gelistirilmesi amaciyla metodolojik tasarimda gerceklestirilmistir. Arastirmanin  6lgek
gelistirme asamasinda 30 saglik caligsani ile bireysel derinlemesine goriismeler yapilmistir.
Goriismelerin tematik analizi ve bilimsel yazin dikkate alinarak 66 maddelik taslak Olcek
madde havuzu olusturulmustur. Kapsam gegerliligi sonras1 62 maddeye diisen taslak 6lcek ile
463 saglik calisani ile dlgegin gecerlik giivenirlik ¢alismasi yapilmistir. Gegerlik giivenirlik
caligmast sonucunda 32 maddelik “sessizlik iklimi”, “korkuya dayali sessizlik” “’kabullenici
sessizlik” ve “kurumu korumaya dayali sessizlik” 4 alt boyutundan olusan, i¢ tutarliligi 0=0,93
olan ve 5°1i Likert tipi ile degerlendirilen oOrgiitsel sessizlik davranisini 6lgmeye yonelik bir

Olcek olusturulmustur.
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102.Kurumsal Sosyal Sorumluluk Kavram ve Kurumsal Sosyal
Sorumluluk Algilarimin Orgiitsel Baghlik Uzerine Etkileri

Ayse Giinsel*
Fazilet Burcu Candan®®
Ersan Karatag'®

OZET

Toplumun ve onu olusturan bireylerin bilinglenerek beklentilerinin degistigi gliniimiiz kiiresel is
diinyasinda c¢alisanlarin isletmelerden sadece maddi degil sosyal ve duygusal beklentileri de
bulunmaktadir. Kurumsal Sosyal Sorumluluk (KSS) bu beklentileri karsilayabilme yoniinde 6nemli bir
alternatif olarak Orgiitsel Davramis (OD) ve Insan Kaynaklar1 Yénetimi (IKY) basta olmak iizere pek
¢ok arastirmacinin ilgi alanina girmektedir. KSS, en basit sekliyle bir igletmenin i¢inde bulundugu
topluma ve cevreye karsi yerine getirmesi gereken sorumluluklar biitiinii olarak tanimlanabilmektedir.
Bu aragtirmada, ¢alisanlarin isletmelerine yonelik KSS algilar1 ekonomik, yasal, ahlaki ve goniillii
sorumluluklar olmak tizere dort boyutta ele alinmakta ve bu algilarin onlarin 6rgiitsel bagliliklar
iizerindeki etkileri incelemektir. Bu amagla, Kocaeli ve Istanbul il smirlar1 i¢inde bulunan resmi web
sayfalarinda KSS basligina yer veren olan dort adet isletmenin uzman ve tistii diizeyindeki ¢alisanlarina
anket uygulanmaktadir Toplanan 103 adet verinin SmartPLS 3.0 programi kullanilarak test edilmesi ile
elde edilen bulgular; i) ekonomik KSS™nin o6rgiitsel baghiligin tiim boyutlar, ii) yasal KSS nin duygusal
ve normatif baglilik ve iii) ahlaki KSS'nin ise sadece duygusal baglilik {izerinde pozitif ve anlamh
etkilere sahip oldugunu ortaya koymaktadir.

Anahtar Kelimeler: Kurumsal Sosyal Sorumluluk, Ekonomik Sorumluluk, Yasal Sorumluluk, Ahlaki
Sorumluluk, Géniillii Sorumluluk, Orgiitsel Baglilik

The Concepts of Corporate Social Responsibility and the Effects of Perceptions of
Corporate Social Responsibility on Organizational Commitment

ABSTRACT

In today's global business world, in which the expectations of the society and the individuals,
that compose those society, of are changed, there are not only material but also social and emotional
expectations of the employees. Corporate Social Responsibility (CSR) is of interest to many researchers,
mainly Organizational Behavior (CS) and Human Resources Management (HRM), as an important
alternative to meet those expectations. CSR is simply defined as a sum of responsibilities of an enterprise
to fulfill against the society and the environment. In this study, CSR perceptions of employees'
businesses are analyzed in four dimensions as economic, legal, moral and voluntary responsibilities, and
these perceptions examine the effects on their organizational commitment. For this purpose, a survey is
conducted on the senior and managerial employees of the four companies that mentions CSR within
their official web sites and that are located around of Kocaeli and Istanbul provinces. The results

14 Yonetim Organizasyon Anabilim Dali, Iktisadi ve Idari Bilimler Fakiiltesi, Kocaeli Universitesi, Kocaeli,
Tirkiye, agnsel@gmail.com

15 pazarlama Anabilim Dali, iktisadi ve idari Bilimler Fakiiltesi, Kocaeli Universitesi, Kocaeli, Tiirkiye,
burcucandan@yahoo.com

16 Yonetim Organizasyon Anabilim Dali, iktisadi ve Idari Bilimler Fakiiltesi, Kocaeli Universitesi,
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obtained from 103 data by using the SmartPLS 3.0 show that 1) economic CSR is positively and
significantly associated with the all aspects of organizational commitment of, ii) legal CSR has positive
and significant effects on emotional and normative commitment, and iii) ethical CSR has a positive and
significant influence on only emotional commitment.

Keywords: Corporate Social Responsibility, Economic Responsibility, Legal Responsibility, Moral
Responsibility, Volunteer Responsibility, Organizational Commitment
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111.ETIiK LIDERLIK, TUKENMISLiK VE URETIM KARSITI i$
DAVRANISLARI ARASINDAKI ILISKILERIN INCELENMESI

Mehmet ARIKOKY
Hiilya GUNDUZ CEKMECELIOGLU?*
Ibrahim YIKILMAZ®

OZET

Bu calismada; iiretim karsiti is davranislari iizerinde, etik liderlik ve tiikenmislik algisinin dogrudan
etkisi ile birlikte etik liderligin iiretim karsit1 is davraniglar {izerindeki etkisinde, tiikenmislik algisinin
aracilik rolii arastirilmaktadir. Literatiirde yer alan ¢aligmalardan farkli olarak, etik liderligin iiretim
karsit1 is davraniglari tizerindeki etkisinde tiikenmiglik algisinin aracilik roliine odaklanilarak gelistirilen
model ile literatiire katki saglanmaya ve liderlere kolaylik saglayacak bazi ipuglarina ulasilmaya
calistimustir. Uretim sektdriindeki ¢alisanlarin iiretim karsit1 is davranislarini, tilkkenmislik ve etik liderlik
algilar1 arasindaki etkilesimi 6l¢meye ¢alisan bu arastirmanin 6rneklemi Ankara Sanayi Odasi’na liye
iretim sirketleri olugturmaktadir. Arastirmada yapisal model kurulmus ve yol analizi yapilmistir.
Analizler sonucunda etik liderligin tiikenmislik ve tiretim karsit1 is davraniglari lizerinde negatif yonde
etkisi oldugu, etik liderligin iiretim karsit1 is davranislar iizerindeki etkisinde tiikkenmisligin kismi
aracilik etkisi oldugu ortaya ¢ikmustir.

Anahtar Kelimeler: Liderlik, Etik Liderlik, Tiikenmislik, Uretim Karsit1 Is Davranislari.

THE EXAMINING RELATIONSHIP BETWEEN ETHICAL LEADERSHIP BURNOUT AND
COUNTERPRODUCTIVE WORK BEHAVIORS:

ABSTRACT

This study is on mediation role of burnout in the relation between ethical leadership and
counterproductive work behaviors as well as direct effect of ethical leadership and burnout on
counterproductive work behaviors. With a different perspective from literature, contribution to literature
and some hints for leaders to facilitate are aimed by means of model developed focusing on mediation
role of burnout. The sample of the study revealing perceptions of employees in manifacturing industry
on counterproductive work behaviors, burnout, and ethical leadership contains manufacturing
companies, member of Ankara Chamber of Industry. Structural model is established and path analysis
is conducted. Consequently, analyses reveal that ethical leadership has a negative effect on burnout and
counterproductive work behaviors and there is a partial mediation role of burnout in the relation between
ethical leadership and counterproductive work behaviors.

Keywords: Leadership, Ethical Leadership, Burnout, Counterproductive Work Behaviors.
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123.PERSONALITY AND CREATIVITY RELATIONSHIP: A
RESEARCH ON THE MANUFACTURING SECTOR EMPLOYEE IN
THE SCOPE OF FIVE FACTOR PERSONAL THEORY

Ayse Giinsel®
Hiilya Giindiiz Cekmecelioglu?
Umut Giinaydin?

ABSTRACT

Personality traits have an important role on shaping the creative potential of the individual. In this study,
it is aimed to reveal the effects of the five factor model of personality, also known as Big Five, on
individual creativity. In this vein, data collected from five large-scaled firms operating in manufacturing
industry, located around Kocaeli and Istanbul, are submitted to regression analyses. Findings show that;
openness to experience, extroversion, conscientiousness have positive and significant effects on
individual creativity, while agreeableness is negatively associated with individual creativity Moreover
findings indicate that openness to experience is the most important personality trait in terms of individual
creativity.

Keywords: Personality, Creativity, Five Factor Model of Personality
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132.Mobil Perakendecilikte Miisterilerin Satinalma Niyetini Etkileyen
Unsurlarin Belirlenmesi Uzerine Tiirkiye’de Bir Alan Arastirmasi

Yilmaz YAMAN23
OZET

Perakendecilik, eski zamanlardan giiniimiize teknolojik yeniliklerden direkt etkilenen bir sektor
olarak 6zellikle son yillarda internetin gelismesiyle birlikte miisteri ile firma arasindaki bagi saglayan
bir konumdadir. Magaza ortamindan internet ortamina gegerek e-perakendecilik kanalin1 devreye almis
olana firmalar, simdilerde akilli telefonlar {izerinden de mobil satis yapabilecekleri m-perakendecilik
kanalinda faaliyet gostermeye baslamuslardir. Iste burada miisterinin bu yeni kanala iliskin
adaptasyonunun nasil sekillendigi, kanali nasil algiladig1 ve nerelerden ne kadar etkilendigini arastirma
ihtiyac1 bulunmaktadir. Bu ¢alisma, Tiirkiye’de alanda ilk defa teknoloji kabul modelini (TKM) baz
alarak tiiketicilerin mobil satinalma niyetlerini etkileyen unsurlar1 belirlemeyi amaglamaktadir.
Aragtirmada oncelikle TKM modelinin agiklamasi yapilarak literatiirde mobil satinalma ile ilgili daha
once yapilan galigmalar incelenmis olup revize edilmis TKM modeli iizerinden geng Tiirk tiiketicisine
doniik bir alan aragtirmas1 yapilmistir.

Anahtar Kelimeler:Elektronik Pazarlama, Mobil Perakendecilik, Teknoloji Kabul Modeli (TKM)

Determining The Factors Affecting The Purchasing Intentions Of Mobile Retail
Customers In Turkey With A Field Study

ABSTRACT

Retail is a sector that has been directly influenced by technological innovations from the past
and is in a position to provide the link between the customer and the company, especially with the
development of the internet in recent years. Companies that switched from brick-n-mortar to click-n-
mortar that have activated the e-retailing channel are traying to operate and adopt into m-retailing
channel where they try to sell the products via smartphones. Here is the need to research how the
customer's adaptation to this new channel is shaping, how the channel perceives and where it is affected.
This study aims to determine the factors affecting consumers' mobile purchasing intentions based on
technology acceptance model (TAM) for the first time in Turkey. In the study, first of all TAM model
has been explained and previous studies about mobile purchasing in the literature have been examined
and a field research has been done on young Turkish consumers through revised TAM model.

Keywords: Electronic marketing, mobile retailing, technology acceptance model (TAM)

BYTU, Isletme Doktora Programi
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145.DESPOTIK LIDERLIK VE STRATEJIK INSAN KAYNAKLARI
YONETIMININ, KURAL CIGNEME VE ORGUTSEL BAGLILIK
UZERINE ETKILERIYLE, STRATEJIK INSAN KAYNAKLARI
YONETIMININ ARA DEGISKEN ETKISININ INCELENMESI

Prof. Dr. Himmet KARADAL?*
Yrd. Dog. Dr. Zafer ADIGUZEL®

OZET

Guniimiiziin yogun rekabet ortaminda, isgiiciinde aranan niteliklerin her gecen giin giderek artmasi,
isgdrenlerin becerilerini ve yeteneklerini gelistirmeleri agisindan dnem arz etmektedir. isgérenler, kendi
gelisimlerine katkida bulunacak oOrgiitlerde calisma arzusu icinde olmaktadirlar. Bu durum kural
cigneme’nin nelerden kaynakli oldugu konusunda kilit rol oynamaktadir (Morrison, 2006). Ozellikle
orgiitlerin insan kaynaklar1 departmanlarinin uygulamalarini stratejik agidan degerlendirip, ayni
zamanda tepe yonetiminde bulunan yoneticilerin liderlik rollerinin ¢alisanlarda nasil algi uyandirdigi
orgiitsel baglilik ve kural ¢igneme agisindan 6nemlidir. Kural Cigneme, isgorenlerin, kurumlarinda
uygulanan prosediirlerin, kurumlarina yada is yapis tarzlarina uygun olmadigini kabullenerek
prosediirlerin disina ¢ikmasi olarak tanimlanmaktadir (Brief ve Motowidlo, 1986). Bu kavram,
calisanlarin hem kurumu diisinerek yanlis uygulamalara son vermek istedikleri hemde islerin dogru
yapilis tarziyla ilgili ortaya koyduklari tavir olarak algilanmaktadir (Mayer, 2007). Liderlik, isgorenler
i¢in olumlu bir kiiltlir olusturmada merkezi bir gii¢ olarak goriilmektedir (Alexandrov, Babakus ve
Yavas, 2007; Heskett, 1994). Kural ¢igneme {izerinde liderligin kritik bir rol oynadig1 belirtilmektedir
(Gerstner ve Day's, 1997). Insan faktoriiniin 6nemini tanimlayan liderlik stilleri; ozellikle stres
diistikligi, is doyumunun artmasi ve kuruma karsi orgiitsel baglihigin olumlu yonde ger¢eklesmesinde
etkili olduklar1 belirtilmektedir (Bono, 2007; Mulki, Jaramillo ve Locander, 2006). Son otuz yilda
yapilan ¢aligmalarda calisanlarin kural ¢ignemeye meyilli olmalarinin, yasadiklar1 ve karsilastiklari
kurum i¢indeki giiven ve huzur ortaminin bozulmasindan kaynakli oldugu tespit edilmistir. Giiven ve
huzur ortaminin olusturulmasinda o6rgiitlerin uygulamakta olduklar insan kaynaklar1 politikalar: ve {ist
yonetimin liderlik rolii 6nem arz etmektedir. Stratejik insan kaynaklari yonetimi felsefesiyle ¢alisanlarin
kurumlarinda sergiledikleri performansin olumlu yonde artmasinin saglanarak kurumlaria karst bagh
kalmalar1 amaglanmaktadir. Despotik liderligin calisanlar lizerinde baski uygulayarak, isgorenler,
orgiitler ve genel ekonomi agisindan 6nemli sonuglarin ortaya ¢ikmasinda etkili olmaktadir (Hanges ve
Dickson, 2004). Hangi faktorlerin etkili oldugu ve kural ¢igneme niyetinin nasil gelistigi belirlendiginde,
bu olumsuz egilimi ortadan kaldirmak i¢in cesur kararlar alinma imkéan1 da olacaktir. Calismanin temel
amaci, isgorenlerin, kural ¢igneme niyetlerinin ve orgiitsel bagliliklarinin despotik liderlik ve stratejik
insan kaynaklar1 yonetimi agisindan etkilerini analiz etmektir. Calismada, I¢ Anadolu Bélgesindeki
Kamu ve Ozel sektdr alisanlarindan elde edilen veriler SPSS 23 programinda faktor ve giivenirlilik
analizleri yapildiktan sonra regresyon analiziyle hipotezler test edilmistir. Calisanlara uygulanan likert
6l¢ekli ankette 6zel ve kamu kurumlarinin farkli departmanlarinda galisan 290 kisiden veri toplanmustir.
Anketimize beyaz yakali 102 Kadin, 188 Erkek cevap vermistir. Isgdrenlerin %42’si Kamu’da (122
calisan), %58’i Ozel Sektorde (168 calisan) gorev yapmaktadir. 681 “Ulusal”, 122’si Bolgesel”, 871
“Uluslararas1”, alanda faaliyetlerine devam etmektedir.

Anahtar kelimeler: Stratejik insan Kaynaklar1 Yonetimi; Despotik Liderlik; Kural Cigneme; Orgiitsel Bagllik
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DESPOTIC LEADERSHIP AND STRATEGIC HUMAN RESOURCES MANAGEMENT
EFFECT ON RULE BREAKING AND ORGANIZATIONAL COMMITMENT,
INVESTIGATION OF THE MEDIATING ROLE EFFECT OF STRATEGIC HUMAN
RESOURCES MANAGEMENT

ABSTRACT

In today's intense competitive milieu, the qualities sought-after in the workforce are expanding
increasingly leading to deepen the importance of improving employees’ skills and abilities. Employees
are willing to work in organizations that will contribute to their own development. This plays a key role
in explaining the employees’ intent to rule breaking (Morrison, 2006). In particular, it is necessary to
evaluate strategically the implementations of the human resources departments of organizations, at the
same time, the leadership roles of the top management executives are important in terms of
organizational commitment and rule violation that they perceive in employees. Rule breaking is defined
as the process of enforcing procedures at workplaces, leaving the procedures out of accepting that the
organization is not suitable for doing business at the workplace (Brief and Motowidlo, 1986). This
concept is perceived as an attitude that employees put forward about the right way of doing things and
thinking about putting an end to wrong practices by considering the institution (Mayer, 2007).
Leadership is seen as a central force in building a positive culture for employees (Alexandrov, Babakus
ve Yavas, 2007; Heskett, 1994). It is noted in various studies that leadership plays a critical role in
employees’ intention to rule breaking (Gerstner ve Day's, 1997). Leadership styles accentuating the
importance of human factor have been identified as particularly effective in reducing stress, increasing
job satisfaction and organizational commitment to the organization (Bono, 2007; Mulki, Jaramillo ve
Locander, 2006). It has been found that employees' tendency to breaking of rules due to the fact that
they have lived and that the atmosphere of confidence and peace within the institution they have
encountered has deteriorated in the last thirty years. The human resources policies that organizations are
implementing in establishing an environment of trust and peace and the leadership role of top
management are important. With the philosophy of strategic human resources management, it is aimed
to ensure that the performance of the employees in their organizations is increased positively and they
are adhered to their institutions. Despotic leadership has put pressure on employees, influencing the
emergence of important results in terms of occupations, organizations and the general economy (Hanges
and Dickson, 2004).

In this study it is aimed to determine the causes of employees’ intention working in the public and private
sector organizations in the Central Anatolia region in terms of servant leadership and strategic human
resources management. In recent decades, it has been determined that employees' intentions to rule
breaking are caused by the erosion of trust and peace environment experienced in the organizations. The
human resources policies that institutions are implementing and the leadership role of top management
are important in building trust and peace environment. The intention to rule breaking has important
implications for organizations, employees and the economy in general. When it is detected which factors
are influential and how intent to leave develops, it will be possible to make decisions courageously to
fight this negative tendency.

In the study, the data has been obtained from the public and private sector employees in the Central
Anatolia region, and hypotheses have been tested by regression analysis, after factor and reliability
analyzes were performed in the SPSS 23 statistical program. Data were collected through a likert-type
scale questionnaire applied to 290 employees working in various departments of private and public
organizations. The questionnaire has been responded by 102 women and 188 men. %42 (122
individuals) of the respondents have been public sector employees, while the remaining %58 (168
individuals) have been working in private sector organizations.
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While theorganization 68 of the respondents work in is a national one, the activities of the organization
122 of the respondents work in isgrounded at regional level, and activities of the organization 87 of the
respondents work in is established at international level.

Keywords: Strategic Human Resources Management; Despotic Leadership; Rule Breaking;
Organizational Commitment
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156.Hidroelektrik Santrallerinin Turizm Degeri: Norve¢ Modeli, Cakit Hes
Ornegi

Sibel GEZER? Mithat Zeki DINCER?

OZET

Fosil kaynaklarin yarattigi olumsuz etkiler ve sinirli rezerv kapasitelerine sahip olmalar1 bilgisi
1s18inda, toplumun yasam standartlarinin korunmasi ve bu standartlarin siirdiiriilebilirligi igin enerji
arzinin ¢evre ile uyumlu, yenilenebilir enerji kaynaklari ile temini, siirdiiriilebilir bir yasam i¢in esastir.
Bu dogrultuda enerji ihtiyacinin gerekliligi yadsinamazken, enerji temini igin kullanilan yontemlerin,
doga ile barigik ve bolgenin turizm degerine olumlu etkide bulunabilecek tesislerde tiretilmesi, hatta
enerji Uretim santralinin kendisinin de bir turizm degeri olarak nitelendirilebilecegini Grneklemek
miimkiindiir. Calismamizda incelenen, Avrupa enetji piyasasiin kiiresel oyuncularindan biri olan
yenilenebilir enerji firmas1 Statkraft, ziyaret¢ci odakli santralleri ile hem doga ile uyumlu santraller
yaratmay1 bagarmig, hem de bunu turizm 6gesi olarak kullanarak santrallerin turizm degerini ortaya
¢ikaran bir 6rnek olusturmustur. Yenilenebilir enerji kaynaklari agisindan yiiksek potansiyele sahip olan
Tiirkiye’de Hidroelektrik Santraller énemli bir 6gedir. Hidroelektrik santraller dogru planlama ve
uygulamalar ile bolgedeki turizm farkindaliginin artmasina yardimei olabilir. Bununla birlikte
hidroelektrik santrallerin kendileri de ayrica bir turizm degeri yaratabilir. Bu kapsamda, calismamizda
Tiirkiye’de yenilenebilir enerji kaynagi agisindan hidroelektrik enerji santrallerinin siirdiiriilebilir
turizme ve gevreye etkileri incelenmis ve bir Norveg firmasi olan Statkraft’in tilkemizdeki istiraki olan
Adana Bolgesi’nde kurulu giicii 20 MW olan Cakit Hidroelektrik Santrali’nin bolgedeki turizm degeri
incelenerek degerlendirmelerde bulunulmustur. Sonug olarak, ¢evresel etkileri en az diizeyde tutularak
inga edilip devreye alinan Cakit Hidroelektrik Santralinin, isletildigi Karaisali bolgesindeki turizm
ogelerinin farkindaliginin olugmasinda olumlu bir etkisi oldugu ve ydredeki turizm potansiyelini

arttirdig1 ifade edilebilir.

Anahtar Kelimeler: Yenilenebilir Enerji, Hidroelektrik Santrali, Turizm
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The Tourism Value of Hydroelectric Power Plants: Norwegian Model,
Example of Cakit Hepp

Sibel Gezer*, Mithat Zeki Dinger**
*|stanbul University, Institute of Social Sciences, Master Degree Student, sibelgezer@gmail.com
**|stanbul University, Prof. Dr., Faculty of Economics, mzdincer@istanbul.edu.tr

Abstract

In the light of knowledge of the negative effects created by fossil resources and their limited
reserve capacity, the preservation of the life standards of the society and the supply of
sustainable energy for these standards is essential for a sustainable life, harmonious with the
environment, with renewable energy sources. In this direction, it is possible to exemplify the
methods used for energy conservation, production in facilities that can be positively affected by
the region's tourism value, and even the energy production plant itself can be described as a
tourism value. Statkraft, a renewable energy company that is one of the global players of the
European energy market, which has been examined in our work, has created a power plant that
is compatible with nature with visitor-oriented power plants and it is an example that reveals
the tourism value of the power plants by using it as a tourism item. Hydroelectric Power Plants
in Turkey, which have high potential in terms of renewable energy resources, are an important
factor. Hydroelectric power plants can help increase tourism awareness in the region with
proper planning and applications. Hydroelectric power plants themselves, however, can also
create a tourism value. In this context, the sustainable tourism and environmental impacts of
hydroelectric power plants in terms of renewable energy sources in Turkey have been examined
in our study. Statkraft, a Norwegian company, assesses the tourism value of the region by using
the 20 MW Cakit Hydroelectric Power Plant established in Adana Region. As a result, it can be
said that the Cakit Hydroelectric Power Plant, constructed and commissioned with minimum
environmental impact, is a positive effect on the formation of awareness of the tourism items
in the Karaisali region where it is operated and it has increased tourism potential in the region.

Keywords: Renewable Energy, Hydroelectric Power Plant, Tourism
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161. KURESELLESME SURECINDE REKABETCI PAZARLAMA
YAKLASIMININ KILOMETRE TASLARI: TASARIM, AR-GE VE
INOVASYON

Kahraman Arslan?®

Glnlimiizde yogun rekabetten basartyla ¢ikmanin yollarindan biri igletmelerin {iriin, hizmet,
siirec ve pazarlama yontemlerinde yenilik yapmalidir. Yenilik yapmak, isletmeler i¢in bir tercih
olmaktan Gte bir zorunluluk haline gelmistir. Bu noktada hizli ve siirekli olarak yeniyi “bizzat”
iiretmedikge ve bunu kendi {iretimimizde ayirt edici unsur olarak degerlendirmedik¢e basarili olma sansi
yoktur. Bu nedenledir ki son donemlerde en ¢ok konusulan konularin basinda tasarim, AR-GE ve
inovasyon yer almaktadir. Bu unsurlar, i¢ ve dis pazarlarda kalict olmanin yollarini arayan iilkeler ve
isletmeler igin itici bir gii¢ ve toplumun refahi ig¢in anahtar konumuna gelmistir.

Isletme yonetiminde genelde iiretim, satis, biiyiime, gelir ve giderler, istihdam vb. konularin
yani sira kisa donemde gelir artiric1 6neriler daima ilgi ¢ekici olmustur. Bugiin gelinen noktada ise, uzun
donemli gelecegi belirleyen temel dinamiklerin tasarim, AR-GE, yenilik-yaraticilik, marka, hizmet
kalitesi, gliven yaratma, dogru kimlik ve kisilik olusturma oldugu goriilmektedir. Biitiin bunlar, tiretime
daha ¢ok “bilgi” katmay1 gerektirmektedir.

Ulusal ve uluslararasi piyasalarda aranir hale gelmenin yolu sadece pazarlama ustaligi, satig
becerisi, kaliteli iiretimle bagarilabilecek bir husus degildir. Giinlimiiziin pazar kosullar1 yenilikg¢ilik ve
tasarimda fark yaratmayi ve marka haline gelerek rekabet etmeyi zorunlu kilmaktadir. Bu nedenle
eskiden tretim ve teknolojinin icinde yer alan “tasarim, AR-GE ve yenilik yonetimi”, simdi
pazarlamanin i¢inde ve onun ayrilmaz bir pargasi haline gelmis bulunmaktadir.

Bu calismada, isletmelerin rekabet {istiinliigii elde etmelerinin sadece maliyet ve fiyata bagh
olmadig1, pazarin ihtiyaglarina yanit verme hizi, kisalan {iriin yagam egrileri, iirlin ve hizmet kalitesi,
yeni iiriin ve hizmetlerin gelistirilmesi ve nihayet yenilik¢iligi karli bigimde ticarilestirme kapasitelerine,
yani hiinere akil katmalarina bagli oldugu irdelenmistir.

Anahtar kelimeler: pazarlama, yenilik, tasarim, Ar-Ge
JEL: M31

COMPETITIVE MARKETING APPROACHES IN GLOBALIZATION PROJECTS: DESIGN,
R & D AND INOVASION

One of the ways to achieve success today from intense competition is to innovate in businesses' products,
services, processes and marketing methods. Innovation has become a necessity beyond being a choice
for businesses. There is no chance of success at this point unless we produce it "quickly” and
continuously, "personally”, and consider it as a distinctive element in our own production. For this
reason, design, R & D and innovation are at the forefront of the most talked about topics in recent years.
These elements have become a driving force for countries and businesses looking for ways to remain
permanent in domestic and foreign markets and a key to social welfare.

In business management, production, sales, growth, income and expenses, employment etc. In addition
to the topics, short-term income-raising suggestions have always been interesting. At this point, it is
seen that the basic dynamics that determine the long-term future are design, AR-GE, innovation-

% Dog. Dr. Istanbul Ticaret Universitesi Isletme Fakiiltesi Uluslar arasi Ticaret Boliimii dgretim iiyesi,
karslan@ticaret.edu.tr
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creativity, brand, service quality, confidence building, correct identity and personality formation. All
this requires more "knowledge" in production.

The way to be searched in national and international markets is not only a matter of marketing mastery,
sales skill, quality production. Today's market conditions necessitate making a difference in innovation
and design and becoming a brand and competing. For this reason, "design, AR-GE and innovation
management”, formerly involved in production and technology, has now become an integral part of
marketing and its integral part.

In this study, it is important to note that firms' competitive advantage depends not only on cost and
profitability, but also on speed to respond to market needs, shortened product lifecycle, product and
service quality, development of new products and services and finally innovation to profitably
commercialize capacity, It was examined.

Key words: marketing, innovation, design, R & D
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177. THE EFFECTS OF INNOVATION STRATEGY ON COMPANY
PERFORMANCE

Aysun Durmug?®
Ahu Tugba Karabulut®

ABSTRACT

The purpose of this study is to explore the effect of innovation strategy on company performance in a
textile sector. The questionnaire of the research was sent to 400 white-collar employees and managers
who worked in textile companies in Turkey. 370 questionnaires were collected back. The innovation
strategy scale was taken from Akman (2003) and the company performance scale was taken from
Ersezer (2012). The frequency distribution analysis, mean and standard deviation analysis, reliability
analysis, factor analysis, correlation analysis and multiple regression analysis were conducted to the
data. According to the findings of the study, innovation strategy affect company performance.

Keywords:

2 MBA Student, Istanbul Commerce University, aysun_des@windowslive.com
%0 Faculty of Business, Istanbul Commerce University, Imrahor Cad. No:90 Siitliice Beyoglu Istanbul Turkey, +90
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182.Tiirkiye’de Kiiresel Rekabet Odakh Yapisal Doniisiim

Yrd. Dog. Dr. Aziz Murat Hatipagaoglu®!
Yrd. Dog. Dr. Emrah Konuralp®

OZET

Tiirkiye’nin 1980 sonrast uyguladigi makro iktisat politikas1 degisikligi, bir¢ok alanda oldugu gibi dis
ticaret alaninda da 6nemli yapisal degisikliklere neden olmustur. Bu yapisal degisiklikler, IMF ve Diinya
Bankast’nin taleplerine kosut olarak 24 Ocak 1980 tarihinde yiiriirliige konan neo-liberal program
cercevesinde sekillenmis; “icte ve disa karsi piyasa serbestisi” ile uluslararasi ve yerli sermayenin
konumunun kiiresel rekabet ortaminda giiclendirilmesi amaciyla “yapisal uyum” sdylemi siire¢ icinde
“alternatifsiz” ve hegemonik hale getirilmistir. Bu dogrultuda, dis ticaret politikasinda kokli bir
degisiklik giindeme gelmis ve “Thracata Yonelik Sanayilesme Stratejisi” ad1 verilen yeni bir paradigmaya
gecilmistir. Bu Stratejiyle basta dig ticaret olmak tizere Tirkiye ekonomisinin bir¢ok alaninda yapisal
bir donilisiimiin gergeklestirilmesi ongoriilmiistiir. 1980 yilindan 1990’a kadar gegen siire yapisal
degisikliklerin sindirilmeye ¢alisildigi bir dénem olmustur. Bu on yillik siirede makro iktisat
politikalarinin bilhassa kiiresel iktisat politikalariyla uyumlu hale getirilmesi ¢aligmalarina da sahit
olunmustur. Bagka bir ifadeyle, kiiresellesmenin ekonomik boyutunun hizlandig: bir iklimde Tiirkiye
ekonomisinin kiiresel rekabet potansiyelinin Oniindeki yapisal uyumsuzluklar, ihracatin bir ulusal
oncelik durumuna getirilmesiyle asilmaya ¢alisilmustir. i1k on yila ait calismalarin ardindan 1990 yiliyla
baslayan donemde ise kiiresel iktisat politikalartyla uyumun gergeklesmesi yoniindeki cabalar
yogunlastirilmig, Ozellikle dis ticaret politikalariyla beklenen kiiresel uyumun gergeklestirilmesine
odaklanilmustir.

Bu calismada, 1990-2014 arasindaki 25 yillik donemde Tiirkiye’nin dis ticaretinde yapisal bir
donisiimiin gergeklesip ger¢eklesmediginin arastirilmasi amaglanmustir. Calismada, “ Sabit Pazar Pay1
(Constant Market Share, CMS)” analiz yontemine iliskin yeni formiil kullanilarak, Tirkiye’nin dig
ticaretinde yapisal doniistimiin gerceklesip gerceklesmedigi ilk kez degerlendirilmistir. Bu analiz
yontemi uygulanirken 1990-2014 aras1 doneme ait ve Tiirkiye’ nin dis ticaretinde 6nemli paylara sahip
23 iilke ile olan ticaretine iliskin veriler Birlesmis Milletler Genis Ekonomik Gruplarin
Simiflandirmasi’na gore derlenmis ve standart saglanmasi agisindan “Biitlinlestirilmis Diinya Ticaret
Coziimii (The World Integrated Trade Solution, WITS)” verileri kullanilmustir.

Sonug olarak, 1990-2014 yillar1 arasinda Tiirkiye’nin dis ticaretinde ciddi 6l¢iide olumlu gelismeler
ortaya ¢ikmis oldugu belirtilmekle birlikte, bu gelismelerin emsalsiz, tamamen iilke kaynakli ve
diinyadaki egilimlerden bagimsiz olmadigi vurgulanmigtir. Bu itibarla, Tiirkiye’nin ihracat
performansinda {irlin, teknolojik kompozisyon ve cografi pazar gesitliligi baglaminda tam anlamryla
yapisal bir doniistimden bahsetmek miimkiin gériinmemektedir.

Anahtar Kelimeler: CMS Analiz Yontemi, Kiiresel Rekabet, Dis Ticaret, Yapisal Doniisiim
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Global Competition Oriented Structural Transformation in Turkey

Aziz Murat Hatipagaoglu and Emrah Konuralp

Abstract

The shift of macroeconomic policy orientation in Turkey in the post-1980 era has led to
significant structural changes in the field of foreign trade. Those structural changes were formed
in line with the demands of the IMF and the World Bank and put into practice in 24 January
1980 via a neoliberal program. For market liberalisation both domestically and against outside
and to strengthen the position of both international and indigenous capital in the context of
global competition, the discourse of “structural adjustment” became hegemonic and “without
alternative” in the due course. In this respect, deep-rooted changes concerning foreign trade
policy come to the agenda and a new paradigm called the "Export Oriented Industrialization
Strategy" has been accepted. The period from 1980 to 1990 was a period in which structural
changes were being digested. It was witnessed works on harmonization of economic policies
and on the macroeconomic policies of Turkey which were compatible with global economic
policies.

The purpose of our research is to investigate whether a structural transformation has taken place
in Turkish international trade after 1990. In this study, the structural transformation of Turkey's
foreign trade in the post 1990 period is evaluated with a new formula namely “Constant Market
Share, (CMS)” as method of analysis applied for the first time. To analyze the period between
1990 and 2014, the data was compiled to the category of the United Nations’ Broad Economic
Categories Classification (BEC) and for standardization of the data "World Integrated Trade
Solution (WITS-The World Integrated Trade Solution)" was used in the analysis.

To conclude, while stating the positive developments in foreign trade of Turkey, it is
highlighted that those developments cannot be regarded as being unique, originating solely from
national resources and independent of the global tendencies. In this respect, it is not possible to
assert for an unmitigated structural transformation when export performance, technological
composition and geographical diversity of market are considered.

Keywords: CMS Method Analysis, Global Competition, Foreign Trade, Structural Transformation
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197.Stratejik Liderligin Yenilik¢ilik Performansi Uzerindeki Etkisinde
Cahisan Yaraticihginin Aracilik Rolii

Ebru AYKAN Hande KARAKOC
Dog. Dr. Erciyes Universitesi, Tiirkiye Ars. Gor. Erciyes Universitesi, Tiirkiye
aykane@erciyes.edu.tr handeozoren@erciyes.edu.tr
OZET

21. yiizyilda yasanan degisme ve gelismeler stratejik rekabetcilik noktasinda igletmeleri zorlamaktadir.
Stratejik liderlik ve yenilik¢ilik stratejik rekabet avantaj1 saglamada ve siirdiirebilmede isletmeler i¢in
kritik 6nem tasiyan unsurlari olusturmaktadir. Yenilik ve yaraticiliga gereken degeri gostererek
kendilerini siirekli yenileyebilen isletmeler, kiiresellesmenin artirdigi belirsiz ¢evre kosullarindan daha
az etkilenmekte ve yogun rekabet ortaminda ayakta kalabilmektedirler (Akdogan, Kale, 2011: 166).
Ancak isletmelerde yenilikgilik ve yaraticilik kolay ulasilabilen unsurlar degildir. Liderlik, orgiit iklimi
ve kiiltiirii, gliven, risk alma, yaratici takimlar olusturulmasi, calisan yaraticilifi gibi faktorler bu
unsurlar arasinda sayilabilmektedir (Amabile vd, 1996; Anderson ve West 1998, Bates ve Khasawneh
2005, Elenkov vd. 2005, Giimiisoglu 2009, Kurt 2010, Comez, 2012). Isletmelerde yenilikgiligi ve
yaraticilig1 etkileyen bu unsurlara verilen 6nem, isletmenlerin basarilarini da o dl¢iide etkilemektedir.

Isletmelerin yenilik¢iligini etkileyen faktorler arasinda yer alan stratejik liderler, isletmelerde
yenilikgilik ve yaraticilik siirecini etkileyen/belirleyen kararlar1 alma ve firsatlar1 yakalamada 6nemli
rollere sahiptirler. Stratejik liderler bu firsatlar1 tanimlayip isletme igin katma deger yaratacak, pozitif
orgiitsel c¢iktilara doniistiirmektedirler. Benzer sekilde isletmelerde yenilikcilik ve yaraticilik biiyiik
Olclide calisanlarin  bilgi, deneyim ve yetenekleri cercevesinde sekillendigi goriilmektedir.
Lider/ydnetici tarafindan desteklenen c¢alisanlar, daha yaratici olmakta bu da igletmenin performansina
yansimaktadir. Buradan hareketle bu calismanin amaci, stratejik liderligin yenilik¢ilik performansi
iizerindeki etkisini belirlemek, bu iligkide ¢alisan yaraticiliginin aracilik roliinii tespit etmektir.

Aragtirmanin evrenini Kayseri’de stratejik yonetimi en fazla uygulayabilecekleri diisiiniilen Kayseri
Serbest Bolge ve Kayseri Organize Sanayi Bolgesinde faaliyette bulunan biiylik isletmeler
olusturmaktadir. Arastirmada model ve hipotezlerin test edilmesi igin anket formu hazirlanmistir. Anket
formunda 3 farkl 6l¢ek kullanilmigtir. Bu 6lgekler asagida belirtilmistir:

Stratejik Liderlik Ozellikleri: Elenkov ve arkadaslar1 (2005) tarafindan gelistirilen, 21 ifadeden
olusan dlgek kullanilmigtir.

Yenilik¢ilik Performansi. Chen ve Huang (2009) tarafindan gelistirilen, 7 ifadeden olusan 6l¢ek
kullanilmgtir.

Calisan  Yaraticthigr: Munoz-Doyague, Gonzalez-Alvarez ve Nieto (2008) tarafindan
gelistirilen, Fahriye Oben Urii tarafindan Tiirkge’ye uyarlanan 11 ifadeden olusan &lgek
kullanilmgtir.
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=

Arastirma Modeli

H1

A

H3

Arastirmanin Hipotezleri:

H1: Stratejik liderlik 6zellikleri ¢alisan yaraticigi iizerinde pozitif bir etkiye sahiptir.

H2: Calisan yaraticilig1 yenilikgilik performansi iizerinde pozitif bir etkiye sahiptir.

Ha3: Stratejik liderlik 6zellikleri yenilik¢ilik performansi tizerinde pozitif bir etkiye sahiptir

H4: Stratejik liderlik 6zellikleri yenilik¢ilik performansi iizerindeki etkisinde galigsan
yaraticiliginin aracilik rolii bulunmaktadir.

Anahtar Kelimeler: Stratejik Liderlik, Yenilik¢ilik Performansi, Calisan Yaraticilig
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200.Synthesis and Characterisation of Hierarchical Zeolite as a Catalyst for
Pharmaceutical Applications

Lazeeza S. Omer?, Aveen H. Mati®, Kafia M. Surchi¢,
aCollege of Phamacy, Hawler Medical University, Erbil, KRG-IRQ.
b College of Science, University of Salahaddin-Erbil, KRG-IRQ.
¢ College of Health sciences, Hawler Medical University
Corresponding Author. Prof. Kafia
Tel.: 0964 750 4558666
Email (kafia.surchi@yahoo.com)

ABSTRACT

Improvements in the technologies for the synthesis of zeolites and development of zeolite with
different pore sizes hold a great promise in the chemical, Pharmaceutical and petrochemical
industries. The present research involves the characterization of locally available low cost
materials, synthesized zeolite, together with its modified forms. The samples morphology,
surface area, pore size, pore volume and thermal stability were studied using Powder X-ray
diffraction (XRD), Fourier Transform infrared (FTIR) spectroscopy, N2 adsorption-desorption
isotherms, Scanning electron microscopy (SEM) and Thermo gravimetric analysis (TGA).

Key Words: Clay, hierarchical zeolite, zeolite Y, zeolite LTA, catalyst
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212 .Effect of Lime Stone Waste Powder on Physical Properties of
Gypsiferous Soil

Talar Osman Nadhmia N. Majeed

Department of Geology, College of Science, University of Salahaddin-Erbil

Abstract

The use of large quantities of wastes from factories is an attractive and promising option with
benefit for the environment. The present study was aimed to investigate the effect of lime stone
waste powder, obtained from marble factory, on technical properties of two gypsiferous soil
samples (S1 & S2) collected from Makhmur, Erbil, Kurdistan Irag. Specific gravity of the
collected samples; S1 &S2 were: 2.52 and 2.60 respectively. The grain size analysis was carried
out by two different methods and the percent of clay, silt, sand and gravel was also determined.
Two different lime stone wastes with 5%, 15% and 25% was investigated as additive.
Experimentally determined properties including liquid limit, plastic limit, plasticity index of the
selected soil samples before and after addition of lime stone waste revealed a good
improvements in the sample mineralogy.

Results of x-Ray Diffraction analysis revealed that clay mineral contents of the studied samples
were: montmorillonite (M), illite (1), kaolinite and mixed layer between M-1. While the non-
clay contents were: gypsum, anhydrite, calcite, quartz and feldspars.

Key words: Liquid limit, plastic limit, plasticity index, lime stone, gypsiferous soil
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222.KULTUREL DEGERLER SiSTEMINE ORGUT
TARAFINDAN VERILEN ONEMIN ORGUTSEL
OZDESLESME VE ORGUTSEL BAGLILIK UZERINE OLAN
ETKIiSi: YABANCI CALISANLAR UZERINE BIR ARASTIRMA

Aral NOYAN
Istanbul Yeni Yiizyil Universitesi

aral.noyan@yeniyuzyil.edu.tr

Kiiltiirel degerler sistemi toplumsal hayat iizerinde énemli bir rol oynar. Her insan gerek is
hayatinda, gerekse giinliik yasaminda kendi kiiltiirel degerlerine saygi duyulmasin ister.
Orgiitler birgok kiiltiiriin bir arada bulundugu hatta bazen de bir arada bulunmak zorunda
olduklari bir yap1 gosterebilirler. Farkli kiiltiirlerin bir arada yasamasi elbette sorunlar ortaya
¢ikarmaktadir. Bu sorunlarin sonucunda ¢aligsanlar ya ¢alistiklar1 6rgiitii terk etme davranigi ya
da motivasyon diisiikliigii yasarlar. Orgiit tarafindan calisanlarin kiiltiirel degerlerine duyulan
saygl ise ¢aliganlarin orgiitle 6zdeslestirmesine ve orgiitsel bagliliginin artmasina neden olur.
Bu diisiinceden yola ¢ikarak kurgulanan bu arastirmada Istanbul’da calisan yabanci
calisanlarin kiiltiirel degerler sistemlerine orgiitleri tarafindan verilen nemin onlarin drgiitsel
Ozdeslemeleri ve orgiitsel bagliliklar tizerindeki etkisi arastirilmistir. Arastirma sonucunda
elde edilen bulgularda kiiltiirel degerler sistemine 6rglit tarafindan verilen 6nemin orgiitsel
0zdeslesme iizerinde tam, orgiitsel baglilik izerinde ise kismi araci etkisi oldugu sonucu elde
edilmistir.

Anahtar Sézciikler: Yabanci ¢alisanlar, kiiltiirel degerler sistemi, orgiitsel baglilik, orgiitsel
Ozdeslesme

THE EFFECT OF ORGANIZATIONAL IMPORTANCE OF EMPLOYEES’
CULTURAL VALUE SYSTEMS ON THEIR ORGANIZATIONAL
IDENTIFICATION AND ORGANIZATIONAL COMMITMENT: A RESEARCH
ON EXPATRIATES

Aral NOYAN
Istanbul Yeni Yuzyll University
aral.noyan@yeniyuzyil.edu.tr

The cultural values system plays an important role in social life. Every individual would like
to be respected for their cultural values in their business and daily lives. Organizations may
have a structure in which many different cultures exist and need to collaborate. The
multicultural organizational environment obviously brings many problems. As a result of
these problems, employees either behave, quit their organizations or work/ perform with very
low motivation. Organizational respect of the employees’ cultural values increases
employees’ organizational identification and organizational commitment. This research
which is built on this concept, studied the effects of employees’ cultural value systems on
organizational identification and organizational commitment of expatriates in Istanbul. As a
result of this research, the findings show that the employees’ cultural value systems has a full
effect on organizational identification and a partial effect on organizational commitment.

Key words: Expatriates, cultural value system, organizational commitment, organizational
identification
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239. THE INFLUENCE OF CONSUMER INNOVATIVENESS ON BRAND
LOYALTY

Prof. Burcu Candan,
Raushan Kambar
Kocaeli Universitesi,
Isletme Fakiiltesi,
Uretim YO6netimi ve
Pazarlama Anabilimdali

ABSTRACT

Consumers are affected by many internal and external factors while buying products
and services. These factors include psychological, socio-cultural and economic factors as well
as factors such as the features and quality of the product, consumer innovativeness.

Contemporary business world is hard to predict as the change is rapid than ever.
Therefore companies work hard to survive, and to maintain their productivity and profitability
in this competitive environment. Innovation is an important tool for them to enter to the new
markets and to maintain their position in an existing market. But innovation alone is not
sufficient for success. Innovation must also be embraced by the customers. Thus if companies
take the needs and demands of their customers in their innovations, it will be easier for
customers to embrace these innovations. Building brand loyalty is considered an important
factor to gain market share and maintain competitive advantage in the rapidly changing markets.
Brand loyalty constitutes the basis of marketing activities of a firm and the goal of strategic
marketing plan, because it has important and strategic consequences.

For this reason in this study, it is aimed to investigate the effect of the consumer
innovativeness on the brand loyalty. The population of the study was consisted of the +18 years
old customers living in Kocaeli. As a result of the analysis, it was found that consumer
innovativeness has effect on the brand loyalty.

Key Words: Consumer Innovativeness, Brand Loyalty.

TUKETICi YENILIKCILiGININ MARKA SADAKATI UZERINDEKI ETKISi

Gilinlimiiz is diinyasinda, degisimin daha 6nceki donemlere gore daha hizli olmasi ve
gelecegi tahmin etmenin giderek zorlagsmasi, isletmelerin oldukca rekabetci olan bir ortamda
varliklarim1 devam ettirebilmesi, yeni pazarlara girebilmesi, mevcut pazarlarda biiylimeyi
devam ettirebilmesi, verimliligini ve karliligin1 artirabilmesi amaciyla kullanabilecekleri
onemli araglardan bir tanesi de yeniliktir. Fakat igletmelerin yalnizca yenilik yapmalar1 bagarili
olacaklar1 anlamimi tasimaz. Bununla birlikte yapilan yeniliklerin tiiketiciler tarafindan
benimsenmesi gerekli ve olduk¢a oOnemlidir. Firmalarin, yenilik c¢alismalari esnasinda
tilkketicilerin ihtiyag ve isteklerini gz onlinde bulundurmasi ve dikkate almasi, tiiketicilerin
yenilikleri benimsenmesi siirecini oldukg¢a kolaylastiracaktir.

Biiytik bir hizla degisen rekabet¢i gliniimiiz pazarlarinda, marka sadakatinin
olusturulmas: da, firmalarin pazar payr kazanabilmeleri ve siirdiiriilebilir rekabetci avantaj
saglayabilmeleri icin temel etkenlerden biri olarak kabul edilmektedir. Marka sadakatinin
onemli stratejik sonuglar olusturmasi, firmalarin pazarlama faaliyetlerinde marka sadakatinin
temel olarak alinmasina neden olmaktadir.

Bu nedenle caligmada tiiketicilerin yenilik¢ilik algisinin marka sadakati tizerindeki
etkisini incelemek amaglanmistir. Arastirmanin anakitlesini Kocaeli ilinde yasayan 18 yas ve
tistli tiiketiciler olusturmustur. Yapilan analiz sonucu tiiketicilerin yenilikg¢ilik algisinin marka
sadakati iizerinde etkisi oldugu belirlenmistir.

Anahtar Kelimeler: Tiiketici Yenilikg¢iligi, Marka Sadakati. 35



International Conference on Global Competition and Innovation Management (ICGCIM 2017)
November 9-11, 2017 Istanbul University, TURKEY

241.Hizmetkar Liderlik Ve Karakteristik Ozelliklerinin Isten Ayrilma
Niyetine Etkisi: Affetmenin Tevazu-Geride Durma ile isten Ayrilma Niyeti
Arasindaki iliskide Aracihk Etkisi

Ahmet Cengiz Ucar*
Dog. Dr. Meral El¢i*
Mustafa Aydin*
*Gebze Teknik Universitesi

OZET

Sirketler islerinin devamliligin1 saglamak ve verimli olmak ic¢in gerek fiziksel gerekse psikolojik
ihtiyaglarinin karsilandigi ¢alisanlara ihtiya¢ duyarlar. Bu ihtiyaglarin bir kisminin giderilmesinde
liderlerin galisanlara karsi sergiledigi tutumlarin ve davranislarin da pay1 vardir. Calisanlarin sirketlerine
olan aidiyetlerini, sirketlerini sahiplenmelerini Ve isten ayrilma niyetlerini liderlerin tutum ve
davraniglariin etkiledigi bir ¢ok arastirmada ortaya konmaktadir. Bu ihtiyaglara dayanarak bu
calismada amag¢ son donemde One cikan liderlik tiirlerinden hizmetkar liderligin calisanlarin isten
ayrilma niyetine etkisini incelemek ve boylece sirketlerin c¢alisan devir oranin1 azaltmak olarak
belirlenmistir. Aragtirmanin 6rneklemi 2016 yili Eyliil - 2017 yili Mayis aylar1 arasinda kartopu
orneklemesi yapilarak o6zel sektorde farkli sirket ve farkli departmanlarda calisan 213 katilimct
tarafindan olusturulmustur. Arastirma verileri anket kullanilarak elde edilmis ve SPSS 23 yazilimi ile
analiz edilmistir. Arastirma sonuglari gostermistir Ki hizmetkar liderler ¢alisanlarin isten ayrilma
niyetlerini azaltmaktadir. Ayrica hizmetkar liderlik boyutlarindan olan giiglendirme, tevazu, geride
durma, affetme ve cesaret karakteristik Ozelliklerinin isten ayrilma niyetine etkisi ayr1 ayri
incelendiginde de bu durum gegerli olmaktadir ve alt boyutlardan Affetmenin Tevazu-Geride Durma
ile Isten Ayrilma Niyeti arasindaki iliskide aracilik gérevi iistlendigi goriilmektedir.

Anahtar Kelimeler: Hizmetkar Liderlik, Isten Ayrilma Niyeti, Affetme, Tevazu-Geride
Durma

The Influence of The Servant Leadership and Its Characteristics on
Turnover Intention: The Mediating Effect of Forgiveness on The
Relationship Between Humility-Standing Back and Turnover Intention

Today companies need employees who are physically and psychologically satisfied in order to ensure
their competitiveness and in order to be more productive. Satisfying physical and psychological needs
also go through the attitudes and behaviors of leaders towards employees. Based on these needs, the
aim of this study is to examine the influence of the servant leadership on turnover intention of
employees and thus to decrease the turnover rate of companies. Using snowball sampling technique
between the time interval September 2016 and May 2017, the research was formed by 213 participants
who work in different companies and departments in the private sector. The data of the research were
collected by specific questionnaires and analyzed by SPSS 23 software. Research findings show that
servant leaders reduce turnover intention of employees of workplace. This is also true when the effect
of empowerment,

36



International Conference on Global Competition and Innovation Management (ICGCIM 2017)
November 9-11, 2017 Istanbul University, TURKEY

humility, standing back, forgiveness and courage characteristics of servant leadership examined
separately on turnover intention. In addition the mediating effect of the Forgiveness is seen on the
relationship between Humility-Standing Back and Turnover Intention.

Keywords: Servant Leadership, Turnover Intention, Forgiveness, Humility-Standing Back
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256.Sustainable Product Innovation Activities and Results in Turkish
Manufacturing Firms

Eyup Calik

Department of Industrial Engineering, Yalova University, 77200, Yalova

Abstract

Sustainable innovation studies have been one of the most prominent topics in innovation field
in recent years. We have responsibility to the environment and society when presenting a hnew
product. At the same time, we have to take the needs of next generation into consideration while
consuming the natural resources. Sustainable innovation differ from conventional innovation in
terms of this viewpoint. Defining and measuring is hard even conventional innovation in
manufacturing organizations, let alone sustainable innovation. Sustainable product innovation
can be define as “any new or significant improvement of products commercialized that not only
provide economic benefits but also generate positive social and environmental impacts.” Firms
have been allocating resources to sustainable innovation activities in order to gain product
innovation results. Expected results become the most important accumulator about allocating
resources to these activities. The aim of the study is to explore the relationship between
sustainable product innovation activities and result. In other words, the purpose is to investigate
whether activities transform into results for sustainable product innovation. For this purpose, a
PLS-SEM Model was employed with data from Manufacturing Firms establishing in Turkey
via a web based survey. The data was analyzed in Smart PLS software. The results indicate that
there are positive relationships between sustainable product innovation activities and results.
This means manufacturing companies allocating resources to sustainable product innovation

activities will be able to reach their expected results.

Keywords: Sustainable Product innovation, Activities, Results, PLS-SEM
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262.Monte Carlo Methods and Siimer’s New Jump Diffusion Processes and
their Application in Gold Price

Kutluk Kagan SUMER *
* [stanbul Universitesi

E-mail: kutluk@istanbul.edu.tr

ABSTRACT

This study aimed to execute Monte Carlo simulation method with Wiener Process, Generalized
Wiener Process, Mean Reversion Process and Mean Reversion Jump Diffusion Process and to
compare them and then expended with the idea of how to include negative and positive news
shocks in the gold market to the Monte Carlo simulation.

By enhancing the determination of the 3 standard deviation shocks within the process of Classic
Mean Jump Diffusion Process, an enchanted model for the 1,96 and 3 standard deviation shocks
were being used and additionally positive and negative shocks were added to the system in a
different way.

This new Mean Reversion Jump Diffusion Process that have been developed by Siimer,
executes Monte Carlo simulation regarding the gold market return with five random variables
that are chosen from Poisson distribution and one random variable chosen from the normal
distribution.

Additionally, by accepting volatilities as outlies over the 1,96 and 3 standard deviations with
the effect of the new and good news and the standard deviations on the traditional approximate
return and the standard deviations (volatility) and the obtained new approximate return and the
new standard deviation (volatility) and compares them with the Monte Carlo simulations.

Keywords: Monte Carlo simulation; quasi-random sequences; Faure sequences; numerical
finance, Jump Diffusion Processes

JEL Classification: G13, G17
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278.Miisteri Sadakatini Etkileyen Bir Ara¢ Olarak Oyunlastirma

Kyial Baiturova*
Dog. Dr. Selda Basaran Alagoz**

OZET

Oyunlastirma, insanlarin ilgisini ¢ekmek icin kesfedilen ve firmalar tarafindan siklikla kullanilmaya
baslayan yeni bir aragtir. Oyun tasarimcilari uzun zaman igerisinde oyuncu psikolojisini dikkatli
inceleyerek, oyuncularin yiiksek katilimini saglayabilmek i¢in hangi oyuncu tipi i¢in hangi oyun unsuru
etkili olacagini belirlemislerdir. Sonugta insanlar bos vaktinin biiyiik kismini, bazen de uyku saatlerini
bile oyunlara harcamaktadir. Bunu anlayan pazarlamacilar oyun felsefesi ve bu felsefeyi olusturan
unsurlar1 pazarlama amaglarinda kullanmaya baslamistir. Cogu firmalar oyunlastirmay1 i¢c ve dis
miisterilerin sadakatini yada marka bilinirliligini arttirmak i¢in uygularken, bazi firmalar ise daha biiyiik
boyutta insanlarin davranisin degistirmek i¢in kullanmaktadir. Oyunlastirma, 6zellikle dijital ortamlara
yakin olan yeni neslinin aklina yol acabilen 6nemli bir aragtir. Bundan dolay1 diinyadaki basarili firmalar
oyunlagtirma siirecinin uzun donemli etkisi olacagim1 anlayarak bu pazarlama aracin1 kendi
organizasyonunda uygulayabilme imkanlarini degerlendirmektedirler. Ancak giincel olan bu konuda
bilimsel ¢aligmalar yetersizdir. Dolayisiyla bu arastirmanin hem bilimsel katkisi olacagi, hem de firmalar
icin 6nem tasiyacagi beklenmektedir. Oyunlastirmaya popiiler 6rneklerin biri, “Foursquare” sosyal ag
uygulamasidir. Kullanicilarin check-in yaptigi yerlerin 6zelliklerine ya da check-in yapma sikligina gore
“Foursquare badges” boliimiinde rozetler kazanabiliyorlar. Sosyal agda bulunmalar1 daha zevkli olmasi
icin arkadaslarin1 yarigmaya davet ederler. Kullanicilar rozetlere ulasarak siirekli riitbelerini
yiikseltmeye ¢aligirlar, bodylece uygulamayr siklikla ziyaret ederler. Bu c¢alismanin amaci;
oyunlastirmanin miisteri sadakatini arttirmada etkili olup olmadigini incelemektir. Arastirma,
Kirgizistan’da basaril1 firmalarin birisi olan ve oyunlastirma unsurlarini siklikla kullanan ‘Beeline” GSM
operatorii lzerinde yapildi. Online ankete bu firmanin 352 miisterisi dahil edildi. Arastirmada
katilimeilarin hangi oyuncu tipine ait oldugu, miisterilerin karsilagtiklar1 oyunlastirmaya verdikleri tepki,
firmaya olan bagimliligini nasil etkiledigi cesitli analizlerle test edilecektir.

Anahtar Kelime: Oyunlastirma, Oyunlastirma Unsurlari, Miisteri Sadakati.

*Necmettin Erbakan Universitesi, Sosyal Bilimler Enstitiisii, Isletme Anabilim Dali, Yiiksek
Lisans 6grencisi,

k.baiturova@gmail.com

**Necmettin Erbakan Universitesi, [IBF Isletme Béliimii Ogretim Uyesi,
seldalagoz@hotmail.com
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Gamification as a Tool that Influences Customer Loyalty

Kyial Baiturova*
Assoc. Prof. Selda Basharan Alagoz**

ABSTRACT

Gamification is a new tool that was created to attract people's attention. You can see that this
tool is increasingly used by successful companies. To achieve high interest of players, creators
of computer games studied their psychology for a long time. The purpose was to determine
which game elements will be effective for a particular type of player. Obviously, many creators
of these games have succeeded. People spend most of their rest time playing games, sometimes
even forgetting about sleep. Marketers who noticed this trend, began to use the philosophy of
the game and its elements for marketing purposes.

Most companies are using a gamification to increase the loyalty of internal and external
customers, as well as to increase brand awareness. But some of them are using it for global
purposes. For example, to change people's behavior. Gamification is an important tool. It can
help to find the way to the mind of new generation. Generation, which so close to digital
technologies. Therefore, successful companies around the world understand the long-term
consequences of gamification and try to implement this marketing tool in their own
organization. However, it should be noted that insufficient scientific research has been carried
out for such an urgent topic. Therefore, it is expected that this article will contribute both to the
scientific sphere and to the adoption of strategic decisions in various companies.

The goal of this research is to find out whether gamification is effective in increasing customer
loyalty. The research was conducted in the format of an online questionnaire. Respondents were
352 clients of one of the largest companies in Kyrgyzstan GSM-operator Beeline, which
successfully introduces gamification for marketing purposes. The research using various
analyzes of SPSS will reveal to which types of players are respondents, how customers react to
the gamification and whether this tool affects the loyalty to the company.

Keywords: Gamification, Gamification Elements, Customer Loyalty.

*Necmettin Erbakan University, Social Sciences Institute, Management, Master Degree
Student, k.baiturova@gmail.com

**Necmettin Erbakan University, Faculty of Economics and Administrative Sciences, Associate
Professor seldalagoz@hotmail.com
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280.Gida ve Tarim Uriinleri Atiklarinin Yem Hammaddesine Geri
Déniisiimii: Bir Isletmede Dogrusal Programlama ve Bulanik Dogrusal
Programlama Uygulamasi

Ahmet ERGULENS33
Halim Kazan3*
Banu BOLAYIR®*

OZET

Diinya niifusunun hizla artmasi, teknolojideki ve sanayilesmedeki gelismeler, Uretimi ve
tilketimi artirmaktadir. Bu durum atik miktarinin her gegen giin hizla artmasina neden olarak tiim diinya
icin bir problem haline gelmektedir. Daha yaganabilir bir diinya i¢in atik miktarini azaltarak atiklardan
hammadde, enerji gibi iilke ekonomisine katki saglayabilecek sekilde yararlanma yollarindan biri geri
dontisiimdiir. Ayn1 zamanda geri doniistim; gelecek nesillerin ihtiyaglarini da gézeterek bugiinkii neslin
ihtiyaglarinin bilingli bir sekilde kullanilmasini saglama ana fikrinde olan siirdiiriilebilir kalkinmanin
devamliligini saglamaktadir. Geri doniisiim, ¢evre bilincinin gelismesi ile birlikte karlhiliklarmi ve
devamliliklarin1 korumak isteyen isletmeler i¢in yeni bir is sahasidir. Diger yandan her igletme
maliyetlerini en aza indirmek ister. Isletme maliyetlerinin minimize edilmesinde dogrusal programlama
ve bulanik dogrusal programlama matematiksel yontemleri uygun bilgisayar paket programlariyla
birlikte kullanilmaktadir. Bulanik dogrusal programlama; belirsizlik altinda karar almada, karmagik
problemleri modellemede, gercek yasam problemlerini matematiksel modeller haline getirmede ve
esnek sonuclar elde etmede dogrusal programlamaya gore daha kullanighdir. Bu ¢alisma; gida ve tarim
irtinleri atiklarinin yem hammaddesine geri doniisiimii ile degerlendirilebildigine ve bu geri dontisiimiin
stirdiiriilebilir kalkinmaya katk: sagladigina dikkat ¢cekmek, gida ve tarim firiinleri atiklarindan yem
hammaddesi geri doniistimii yapan bir isletme i¢in isletme toplam maliyetini hem klasik hem de bulanik
dogrusal programlama yontemlerini kullanarak minimize etmek amaciyla yapilmistir. Caligmanin
uygulama kisminda gida ve tarim {iriinleri atiklarindan geri doniisiim ile yem hammaddesi yapan bir
isletmede isletme toplam maliyetini minimize edecek klasik dogrusal programlama ve bulanik dogrusal
programlama modelleri kurulmus, modeller LINDO 6.01 programiyla ¢oziilmiistiir. Calisma sonucunda,
klasik dogrusal programlama yontemine gore elde edilen optimum ¢6ziim modeli ile bulanik dogrusal
programlama yontemine gore elde edilen optimum ¢6ziim modeli karsilastirildiginda isletmeye daha
fazla tasarruf saglayan bulanik dogrusal programlama yonteminin klasik dogrusal programlama
yontemine gore daha avantajli olduguna karar verilmistir.

Anahtar Kelimeler: Gida ve Tarim Uriinleri Atiklarinin Yem Hammaddesine Geri Déniisiimi,
Dogrusal Programlama, Bulanik Dogrusal Programlama.
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Feed Raw Materials the Recycling of Waste Food and Agricultural
Products: In a Business, Application of Linear Programming and Fuzzy
Linear Programming

Abstract

The rapid growth of the world population, advances in technology and the industrialization,
increasing production and consumption. This has become a problem for all the world, causing a rapid
increase in the amount of waste every day. Raw materials from waste by reducing the amount of waste
for a more livable world, one of the ways to benefit the country economy is such that can contribute to
energy recycling. Also recycling; the needs of the present generation considering the needs of future
generations in a conscious way in which sustainable use is the main idea of providing to ensure the
continuity of development. Recycling is a new business field for businesses that want to protect their
profitability with the development of environmental awareness and sustainability. On the other hand
wants to minimize all operating costs. Linear programming and fuzzy linear programming mathematical
methods for minimizing operating costs are used together with appropriate computer software. Fuzzy
linear programming; in decision-making under uncertainty, complex problems in modeling, real- life
problems in making mathematical models and the results are useful in obtaining flexible than linear
programming. This work; food and agricultural products could make assessment, waste recycling to feed
raw materials and draw attention to contribute to the sustainable development of the recycling, the total
cost of business for a company engaged in the recycling food and agricultural products of raw feed from
waste using both classical and fuzzy linear programming methods in order to minimize it is made. In the
application part of the study, food and agricultural waste products recycling and to minimize the total
cost of operating the enterprises engaged in feed raw materials established classical linear programming
and fuzzy linear programming models, models are solved by LINDO 6.01 program. In conclusion, it is
judged fuzzy linear programming method is more advantageous than classical linear programming
method that allows businesses to more savings compared to classical linear programming optimum
solution obtained by the process model and fuzzy linear programming optimal solution model obtained
according to.

Key Words: Recycling Food and Agricultural Products Waste to Raw Feed, Linear Programming, Fuzzy
Linear Programming.
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290.Hizla Gelisen ve Degisen Diinyada Rekabette Ustiinliigii Saglamak:
Tiirkiye’de 1992°de kurulan devlet iiniversitelerinin, Veri Zarflama Analizi
Yontemiyle, Performans Degerlendirmesi
Ahmet Ergiilen®

Halim Kazan®’
Ibrahim Harmankaya®8

OZET

Devlet tiniversiteleri, kamu tiizel kisiligine haiz olarak kanunla kurulmus, birbirlerinden bagimsiz

kurumlardir. Hizla gelisme ve degisme siirecinde olan diinyada, rekabette iistiinliigii elde etmenin ve
kalkinmanin basinda insan faktorii bulunmaktadir. Bu da toplumsal olarak rekabet giiciinii kazanmada,
rekabet edebilecek nitelikte insan yetistirmeye baglidir. Bu kazanimi da egitim ile elde edebiliriz.
Universiteler, birbirlerinden bagimsiz ve dolayisiyla iliskisiz olmalarma ragmen benzer girdiler
kullanarak, benzer ¢iktilar elde etmektedirler. Birbirleriyle iliskisiz olmalar1 nedeniyle birbirlerine gére
verimlilik kargilastirmasi yapmak neredeyse imkansiz hale gelmektedir. Yiiksekogretim kurumlariin
performanslar1 degerlendirilirken akademik personel sayisi, idari personel sayisi, 6grenci sayisi, her yil
mezun olan Ogrenci sayisi, yillik biitge miktari, yillik harcama miktari, patenti alinan g¢aligmalar,
akademik personelin bilimsel ¢alismalar1, bagimsiz kuruluslarca {iniversitelere ait veriler kullanilarak
yapilan iiniversite siralamalar1 gibi birbirinden farkli unsurlar géz oniinde bulundurulmaktadir. Bu
benzer girdilerle, benzer ¢iktilar elde edilirken birbirlerinden bagimsiz olmalari nedeniyle, ¢aligmada
goreli etkinlik karsilastirmasi yapmay1 amaglayan ve dogrusal programlama prensiplerinden yararlanan,
yonetsel mekanizmalara i¢ gorii kazandirabilecek parametresiz bir teknik olan veri zarflama analizi
kullanilmigtir. Bu ¢alismada, veri olarak 1992°de kurulan devlet tiniversitelerine ait veriler se¢ilmis, bu
iiniversitelerin 2015 yilinda kamuoyuna agikladiklar1 2014 yili resmi faaliyet raporlarindaki bilgiler ve
bagimsiz olarak {iniversitelere ait performans degerlendirmesi ve siralamasi yapan Orta Dogu Teknik
Universitesi Enformatik Enstitiisi URAP Arastirma Laboratuvar1 2014 yili verileri esas alinmustir.
Aragtirmanin amaci, secilen yiiksekogretim kurumlarmin veri girdileri kullanarak ulastigi ¢iktilarda,
goreli etkinliklerinin degerlendirilmesidir. Universitelerin kamuoyuna agikladiklari resmi faaliyet
raporlarinin, veri birligini saglayacak sekilde hazirlanmamasi, c¢alismanin smirliliklarin
olusturmaktadir. Bu nedenle segilen girdi ve ¢ikti degerlerinin miimkiin oldugunca, genel veriler olmasi
tercih edilmistir. Egitimin, bireysel gelismeyi sagladigi gibi, daha genis anlamda toplumsal ekonomik
ve sosyal kalkinmay1 da beraberinde getirdigi bir rekabet ortaminda, bu caligmanin amaci; ayn1 donemde
kurulan bu {iniversitelerin goreceli etkinliklerini Olgerek Oneriler gelistirmektir. Bu 23 devlet
tiniversitesinin 2014 y1li goreceli etkinlikleri analiz edilmis ve etkin olmayan iiniversitelerin hangi girdi
ve ¢ikt1 degerler baglaminda etkin olmadigi, etkin hale gelebilmeleri icin izlemeleri gereken yollar ile
ilgili degerlendirmeler yapilmistir. Ayrica Orta Dogu Teknik Universitesi Enformatik Enstitiisiit URAP
Arastirma Laboratuvarinca yapilan performans degerlendirmesi sonuglarina gore siralamalar1 yapilmig
olan bu 23 tiniversitenin performanslari; bu ¢aligma kapsamda uygulanan yontem ve kapsamda ortaya
¢ikan performanslari ile bir arada degerlendirilmistir.
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To Provide the Competitive Edge in the Rapidly Changing and Developing
World: Performance Evaluation of State Universities Established in Turkey
in 1992, by Data Envelopment Analysis Method

Abstract

State universities are established by law with public legal personality and are independent
institutions. In the world, which is in the process of rapid development and change, there is a human
factor at the beginning of achieving competitive superiority and development. As for socially
competitiveness, it depends on growing qualified people to compete. We can achieve this through
education. Universities obtain similar outputs, using similar inputs, although they are independent of
each other and therefore unrelated. Because they are unrelated to each other, it is almost impossible to
compare productivity with each other. When the performances of higher education institutions are
evaluated, the elements such as the number of academic staff, the number of administrative staff, the
number of students, the number of students graduated each year, the amount of annual budget, the
amount of annual expenditure, the studies that have been successful, scientific studies of academic
personnel, and university rankings are considered. With similar inputs and similar outputs because of
their independence from each other, data-enveloping analysis which aims to make relative activity
comparison in the study and which utilizes linear programming principles, and is a non-parametric
technique that can gain insight into managerial mechanisms is used. In this study, data on state
universities established in 1992 were selected. The information provided in the official report of the year
2014 that these universities made public in 2015 is taken as basis. And the URAP Research Laboratory
of the Informatics Institute of the Middle East Technical University, which independently evaluated and
ranked universities' performance, was used for the year 2014. The purpose of the research is to evaluate
the relative activities of the selected higher education institutions on their outputs using data inputs. The
fact that the official reports of universities are not prepared in such a way as to provide the data
association constitute the limitations of the study. For this reason, it is preferred that the selected input
and output values are as general as possible in a competitive environment where education brings
individual development together with wider social and economic development, the aim of this study is;
by measuring the relative activities of these universities established in the same period. The relative
activities of these 23 state universities in the year 2014 have been analyzed. And evaluations were made
about the ineffectiveness of inactive universities in terms of input and output values. Evaluations were
made on the ways in which they must follow to become effective. Furthermore, according to the results
of the performance evaluation made by URAP Research Laboratory of Informatics Institute of Middle
East Technical University, the performances of these 23 universities which have been lined; was
evaluated together with the methods and scope of the performance applied in thisstudy.

Keywords: Data Envelopment Analysis, Event effectiveness -measurement , Education, Universities.
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300.Sogutma Sistemlerinde Akillh Kontrol Teknolojilerinin Enerji
Verimliligine Etkisinin Yapay Sinir Aglari ile Analizi

Ahmet Ergiilen®
Halim Kazan*®
Mustafa Aydinh*

Ozet

Gidalarin muhafazasinda kullanilan soguk hava depolar1 bilesenleri arasinda yer alan sogutma makineleri
ve buna bagli donanimlar en fazla elektrik tiiketen cihazlar arasinda yer alirlar. Buna bagli olarak
sogutma sistemlerinde enerji tasarrufuna iligkin gelistirilen akilli kontrol teknolojileri, maksimum
tasarruf ve enerji verimliligi saglamak agisindan son derece dnemlidir. Bu ¢alismanin amaci; Sogutma
sitemlerinde akilli kontrol teknolojilerinin enerji verimliligine etkisinin yapay sinir aglar1 yaklagimiyla
analiz edilmesidir. Bu ¢aligmada bir soguk hava tesisine ait sogutma sisteminin 27.06.2017 —30.07.2017
tarihleri (Zaman Araligi- 1) arasindaki, 31.07.2017-05.09.2017 (Zaman Aralig1-2 )tarihleri arasindaki
ve 06.09.2017-13.09.2017 (Zaman Araligi-3 ) tarihleri arasinda elektrik tiiketimleri incelenmistir.
Sistemde akilli soguk depo yonetim mantigi ile gelistirilen yeni nesil Octosense sogutma kontrol cihazi,
31.07.2017-05.09.2017 tarihleri arasinda sektorde yaygin olarak kullanilan standart algoritmali eski tip
kontrol cihazi, 06.09.2017-13.09.2017 tarihleri arasinda ise tekrar Octosense kontrol cihazi
kullanilmistir. Calismada ayni sogutma sisteminde farkli kontrol cihazlar1 kullanarak cihazlarin elektrik
tilketimine etkileri incelenmistir. Testten elde edilen elektrik tiiketim verileri kullanilarak yapay sinir
aglart ile tasarruf tahmini i¢in model olusturulmustur. Model test edilerek elde edilen sonuglar
degerlendirilmistir. Model sonuglarina gore sistemde eski tip standart algoritmali kontroldr kullanildigi
zaman araligi 2° deki elektrik tiikketimi, zaman araligi 1 ‘de Octosense kullanilan sisteme gore %41.3,
zaman arali1 3’te Octosense kullanilan sisteme gore %60.3 daha fazla elektrik tiiketmistir. Sogutma
sistemlerinde kontrol sistemlerinin tutarli caligmasi, soguk depo isletmecisine ekonomik getiri saglar.
Enerji tasarrufu elde etmenin dnemi otomatik kontrol uygulamalarinin bir arag¢ olarak kullanilmasidir.
Calismanin sonuglar1 olarak, yeni teknoloji maliyetinin kabulii neredeyse her zaman ekonomik
gerekceler, degerlendirmeler gerektirmektedir. Dogru dngoriilerde bulunmak ve elde edilecek tasarruf
konusunda gergekei bir tahmin modeli olusturmak énemli adimlardir. Ciinkii gelecek muhtemel projeler
biiyiik oranda bu sonuglardan etkilenecektir.
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Analysis of The Effect of Smart Control Technologies on Energy Efficiency
with Artificial Neural Networks in Cooling Systems

Ahmet Ergiilen, Halim Kazan, Mustafa Aydinh
Abstract

Refrigeration machines and associated equipment among the cold storage components used in food
storage are among the most electricity consuming appliances. Accordingly, intelligent control
Technologies for energy saving in cooling systems are extremely important in terms of maximizing
savings and energy efficiency in cooling systems is analyzed by artificial neural network approach. In
this study, it is assumed that the cooling system of a cold air system is between the dates of 27.06.2017-
30.07.2017 (Time Inverval -1), between 31.07.2017-05.09.2017 (Time Interval -2) and 06.09.2017-
13.09.2017. The new generation Octosense refrigeration control device developed with intelligent cold
storage management logic in the system was the old type control device which is widely used in the
sector between 31.07.2017-05.09.2017 and the Octosense control device was used between 06.09.2017-
13.09.2017. In the study, the effects of different control devices on the electricity consumption of the
same cooling system were investigated. Using the electricity consumption data obtained from the test, a
model was set up for estimating savings with artificial neural networks. The results obtained by testing
the model were evaluated. According to the model results, when the old type standard algorithm
controller is used in the system, the electricity consumption at interval 2 is 41.3% compared to the system
using Octosense at time interval 1 and 60.3% more than the system using Octosense at time interval 3.
Consistent operation of the control systems in the cooling systems provides economic return to the cold
store operat6r. The key to achieving energy savings is the use of automatic control applications as a tool.
Results of the study; The acceptance of new technology costs almost always requires economic
justifications, evaluations. Making accurate predictions and creating a realistic forecasting model for
saving is an important step. Because future projects are likely to be affected in large part by these results.

Keywords: Artificial Neural Networks, Energy Efficiency, Cold Storage Management, Control
Systems, Estimated Electricity Savin
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312.0rganizational Communication, Cynical Behavior and Trust:
Research Findings

Aynur Karakaya?, ismet Karakaya and Osman Yildirim?
'Rumeli iiniversitesi; 2Istanbul Arel University
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Abstract

The aim of this research is to explore the effects of the organizational commmunication on
cynical behavior and trust. The study was conducted on 189 employees of the private sector in
which companies benefited extensively from employees’ workplace activities. In this study,
survey method has been applied to all participants. The confirmatory analysis is applied to all
scales in this study to check the structural properties. To minimize the language errors and
limitations, translate and back translate is applied to the scales. To provide reliability of the
scales, Cronbach Values have been tested for all items of the research questionnarie. According
to the findings of the analysis, there are significantly relations among organizational
commmunication, cynical behavior and trust. This paper contributes to HR and managers by
providing them with knowledge about how to consider management styles effectively through
these psychological variables.
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325.A Research about Smart Simplicity, Burnout and Employee Stress
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Banu Sezginer, Sebnem Giinal and Osman Yildirim

Istanbul Arel University
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Abstract

The aim of this paper is to investigate the relations between psycihological variables such as
smart simplicity, burnout and employee stress. The study was conducted on 134 employees of
the medical sector in which companies benefited extensively from employees’ workplace
activities. In this study, survey method has been applied to all participants. The confirmatory
analysis is applied to all scales in this study to check the structural properties. The scales that
used in this research have high consistency with the researches in the literature. To minimize
the language errors and limitations, translate and back translate is applied to all scales. To
provide reliability of the scales, Cronbach Values have been tested for all items of the research
survey. According to the findings of the analysis, there are significantly relations among the
smart simplicity, burnout and employee stress levels. The scope of this study is limited to the
perceptions of the 134 partipicants who work at medical companies. It is concluded that the
study showed that the managers of the companies should consider psychological factors
affecting on the tasks for their employees. Increasing effect of psychological factors on
employees and their direct relationship to empleyee workplace activities lead organizations to
enhance their current employees' perceptions. This paper contributes to HR and managers by
providing them with knowledge about how to consider management styles effectively through
these psychological variables.
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337.An Emprical Research about Job Safety, Burnout and Work
Authonomy

Ayse Cigdem Mercanlioglu®, Buse Tung¢? and Osman Yildirim?
YIstanbul Bilgi University; ?Istanbul Arel University
cmercanli@gmail.com; busetuncfb@gmail.com; osmanyildirim@arel.edu.tr

Abstract

This study aims at revealing the links among job safety, burnout and work authonomy of
employees. The study was conducted on 132 employees of medical sector in which hospitals
benefited extensively from employees’ workplace activities. In this study, survey method has
been applied to all participants by using random selection method. The confirmatory analysis
is applied to all scales in this study to check the structural properties. To minimize the language
errors and limitations, translate and back translate is applied to the scales which have been
appeared in the literature before. To provide reliability of the scales, Cronbach Values have
been tested for all items of the research questionnarie. According to the results of analysis, there
are significantly relations among emotional intelligence, organizational citizenship behavior
and the burnout levels of employees. The scope of this study is limited to the perceptions of the
132 partipicants who work at hospital. It is concluded that the study showed that companies
should consider psychological factors affecting on the tasks for their employees. Increasing
effect of psychological factors on employees and their direct relationship to empleyee
workplace activities lead organizations to enhance their current employees' perceptions. This
paper contributes to HR and managers by providing them with knowledge about how to
consider management styles effectively in their managements.

Key Words: Job Safety, Burnout and Work Authonomy
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344.Validity and Reliability of Bigfive Scale: Research Findings

Didem Tetik Kiiciikel¢i and Osman Yildirim
Istanbul Arel University,
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Abstract

In literature there is huge data about personality, personality theories. This research, apart from
these theoretical approaches, focuses on studies conducted with adjectives that reveal
personality types. The most common adjective scales are BigFour, BigFive, BigSix. BigFour,
BigFive, or BigSix scales have different number of adjectives, say, from ten to 300. It is also
seen that in studies conducted with adjective lists, very different numbers of adjectives were
used and accordingly, a very different number of dimensions emerged. In this complicated
structure, it has been tried to test the most used adjective lists and the sizes that these lists have
created. In this study, adjective checklists in the literature were collected and subjected to SPSS
analysis. Comparative tables on adjective checklists used in the research were created.
According to the findings obtained, it was determined that the scales formed with the least
adjective had statistically more significant results than the others. With this study, it was tried
to present information that would help them to research about personality types.
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Abstract

The aim of this research is to explore the relations among relational psychological contract, job
performanse and commitment. The study was conducted on 202 employees of the banking
sector. In this study, survey method has been applied to all participants. The confirmatory
analysis is applied to all scales in this study to check the structural properties. The scales that
used in this research gathered from international journals. To minimize the language errors and
limitations, translate and back translate is applied to the scales. To provide reliability of the
scales, Cronbach Values have been tested for all items of the research questionnarie. According
to the findings of the analysis, there are significantly relations among the relational
psychological contract, job performance and organizational identification. Confirmatory factor
analysis (CFA) is applied if the scales are meaningful or not by using AMOS 22.0 package
program. It was found that there was a positive relationship among relational psychological
contract, job performance and organizational identification. This paper contributes to HR and
managers by providing them with knowledge about how to consider management styles
effectively through these psychological variables.
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Abstract

It is well-known that businesses try to stay competitive by searching how to adapt to new ideas
to create a new product and service. New ideas regarding safety climate may contribute to the
level of competitiveness of the business. In other words, safety performance makes
contributions to the strategic agile properties of the business. In this study, a questionnaire has
been structured by using strategic agile and safety climate scales to measure workers'
perceptions. Safety climate questionnaire survey is a very effective tool to measure the workers’
perceptions of the safety performance. More than 250 questionnaires were distributed to the
employees in construction companies. For this research, 128 surveys have been considered for
SPSS analysis. By using confirmatory factor analysis, both scales’ dimensions have been tested.
For both scales, it is found that both scales have high internal consistency. According to the
findings, there is a significant correlation between strategic agile approach and safety
performance. With this research, we want to draw attention of decision makers to the relation
between agility and safety performance.
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Abstract

The aim of this research is to explore the effects of the vesting on organizational commitment
trust and work authonomy. The study was conducted on 189 employees of the private sector in
which companies benefited extensively from employees’ workplace activities. In this study,
survey method has been applied to all participants.The confirmatory analysis is applied to all
scales in this study to check the structural properties. To minimize the language errors and
limitations, translate and back translate is applied to the scales. To provide reliability of the
scales, Cronbach Values have been tested for all items of the research questionnarie. According
to the findings of the analysis, there are significantly relations among the vesting, organizational
commitment, trust and work authonomy.The scope of this study is limited to the perceptions of
the 189 partipicants who work at private companies. This paper contributes to HR and managers
by providing them with knowledge about how to consider management styles effectively
through these psychological variables.
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380.Job Performance, Turnover and Relational Psychological Contract:
Research Findings

Necla Yildirim!, Osman Yildirim?, Selguk Capuk?
INisantasi University, 2Istanbul Arel University

necla.vildirim@nisantasi.edu.tr, osmanyildirim@arel.edu.tr, selcuk.capuk@nisantasi.edu.tr,

Abstract

The aim of this research is to explore the impact of relational psychological contract on job
performance and turnover. The study was conducted on 202 employees of the private sector. In
this study, survey method has been applied to all participants. The confirmatory analysis is
applied to all cales in this study to check the structural properties. To minimize the language
errors and limitations, translate and back translate is applied to the scales. To provide reliability
of the scales, Cronbach values have been tested for all items of the research questionnarie.
According to the findings of the analysis, there are significantly relations among the relational
psychological contract, job performance and turnover. Confirmatory factor analysis (CFA) is applied
if the scales are meaningful or not by using AMOS 22.0 package program. It was found that there
was a positive relationship between the relational psychological contract, job performance and
turnover. This paper contributes to HR and managers by providing them with knowledge about
how to consider management styles effectively through these psychological variables.

Key Words: Job Performance, Turnover, Relational Psychological Contract
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392.The Effects of Work Authonomy on Organizational Commitment and
Agility
Nevin Morgiil and Osman Yildirim

Istanbul Arel University

nevinmorgul@gmail.com; osmanyildirim@arel.edu.tr

Abstract

The aim of this paper is to investigate the effects of work authonomy on organizational
commitment and agility. The study was conducted on 167 employees of the medical sector in
which institutes benefited extensively from employees’ workplace activities. In this study,
survey method has been applied to all participants. The confirmatory analysis is applied to all
scales in this study to check the structural properties. To minimize the language errors and
limitations, translate and back translate is applied to all scales. To provide reliability of the
scales, Cronbach Values have been tested for all items of the research survey. According to the
findings of the analysis, there are significantly relations among work authonomy, organizational
commitment and agility. The scope of this study is limited to the perceptions of the 167
partipicants who work at hospitals. It is concluded that the study showed that institution
managers should consider psychological factors affecting on the tasks for their employees.
Increasing effect of psychological factors on employees and their direct relationship to
empleyee workplace activities lead organizations to enhance their current employees'
perceptions. This paper contributes to HR and managers by providing them with knowledge
about how to consider management styles effectively through these psychological variables.

Key Words: Organizational Communication, Organizational Commitment, Agility
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400.Relationship Between Job Control and Personality Traits:
Employee Perceptions

Selguk Capuk?, Osman Yildirim?, Necla Yildirim?
INisantasi University, 2Istanbul Arel University

selcuk.capuk@nisantasi.edu.tr, osmanyildirim@arel.edu.tr, necla.vildirim@nisantasi.edu.tr

Abstract

The aim of this research is to explore the relations between management job control and
employee personality traits. The study was conducted on 363 employees of the avaition sector.
In this study, survey method has been applied to all participants. The confirmatory analysis is
applied to all scales in this study to check the structural properties. To minimize the language
errors and limitations, translate and back translate is applied to the scales. To provide reliability
of the scales, Cronbach values have been tested for all items of the research questionnarie.
According to the findings of the analysis, there are significantly relations among the
management job control and employee personal traits. Confirmatory factor analysis (CFA) is
applied if the scales are meaningful or not by using AMOS 22.0 package program. It was found
that there was a positive relationship between management job control and employee
personality traits. This paper contributes to HR and managers by providing them with
knowledge about how to consider management styles effectively through these psychological
variables.

Key Words: Job Control, Personal Traits, Employee Perceptions
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412.Relational Psychological Contract, Job Performance and Commitment:
A Research

Yulia Vertakoval, Osman Yildirim?, Recep Minga®
1Southwest State University, 2Istanbul Arel University, 3IKON Danismanlik

vertakova7@vyandex.ru, osmanyildirim@arel.edu.tr, recepminga@gmail.com

Abstract

The aim of this research is to explore the relations among relational psychological contract, job
performanse and commitment. The study was conducted on 202 employees of the banking
sector. In this study, survey method has been applied to all participants. The confirmatory
analysis is applied to all scales in this study to check the structural properties. The scales that
used in this research gathered from international journals. To minimize the language errors and
limitations, translate and back translate is applied to the scales. To provide reliability of the
scales, Cronbach Values have been tested for all items of the research questionnarie. According
to the findings of the analysis, there are significantly relations among the relational
psychological contract, job performance and commitment. Confirmatory factor analysis (CFA)
is applied if the scales are meaningful or not by using AMOS 22.0 package program. It was
found that there was a positive relationship among relational psychological contract, job
performance and commitment. This paper contributes to HR and managers by providing them
with knowledge about how to consider management styles effectively through these
psychological variables.

Key Words: Relational Psychological Contract, Job Performance, Commitment
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425. Findings Related Intercultural Sensitivity Ethnocentrism and Change
Centered Leaderships

Osman Yildirim! and Yulia Vertakova?
Listanbul Arel University, 2Southwest State University,

osmanvildirim@arel.edu.tr, vertakova7@yandex.ru

Abstract

Globalization does not merely bring the economic interests of enterprises together, but also
brings together different cultures. For this reason, business people need to understand different
cultures and act accordingly. The aim of this research is to find out the correlation among change
centered leadership, intercultural sensitivity and ethnocentrism. The research model is
descriptive. The study group consists of 153 students who have joined Erasmus Plus Student
Mobility programs. Research data has been collected by means of scales such as (1) intercultural
sensitivity scale developed by Chen and Starosta (2000), (2) ethnocentrism scale developed by
Neuliep and McCroskey (1997) and (3) change-centered scale proposed by Ekvall and Arvonen
(1991). The study data were collected through a set of questionnaires and analyzed using SPPS
software programs. The results showed that there is students’ intercultural sensitivity and their
ethnocentrism levels. It is also pointed out that there is a statistically significant difference
between students’ ethnocentrism levels and their change-centered leadership’s styles.

Key Words: Intercultural sensitivity, ethnocentrism, change-centered leadership style
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436. ANXIETY, CORNELL VE OSWESTRY ARASINDAKI ILISKILER VE BiR
ARASTIRMA

Ebru Idman, Sanem Sener ve Osman Yildirim
Istanbul Arel Universitesi
ebruidman@arel.edu.tr;sanemsener@arel.edu.tr;osmanyildirim@arel.edu.tr

Abstract

Bu arastirma ile fabrikada calisanlara depresyon, Cornell degiskenine ve Oswestry dlgekleri
kullanilarak arasindaki iligkiler ortaya cikarilmistir. Bu amagcla, fabrikada ¢alisan toplam 92
katilimciya anket dagitilmig, 12 tanesi gegersiz sayilmis ve 80 adeti ise analizlere tabi
tutulmustur. Arastirma anketi, Hastane Anksiyete Depresyon Olgegi-HAD (Hospital Anxiety
Depression Measure), The Cornell Musculoskeletal Discomfort Questionnaire’ (CMDQ) ve
Oswestry Bel Agris1 Olgekleri kullanilmistir.

Arastirma sonuglari, anksiyete degiskeni tekil iliskide Cornell degiskenini etkilerken, ANX ile
Cornell L arasina Oswestry alindiginda Anksiyetenin Cornell degiskenine etkisi olasilik diizeyi
( p>0,05) anlamli bulunamamustir. Etki degerinin degisim gostermesi, OSW degiskeninin
anksiyete ve Cornell degiskenine etkisinde kismi araci oldugunu ortaya koymaktadir. Bulunan
sonucun capraz kontroliiniin saglanmasi i¢in yapilan sobel testte test p degeri (p<0,05)
bulunmustur. Aracilik anlamli bulunmustur. anksiyetenin Cornell, degiskenine etkisi modelde
anlami oldugundan aracilik kismidir.

Anahtar Kelimeler: Cornell Olgegi, Depresyon Olgegi, Oswestry Bel Agrisi Olgekleri
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444.YESIL PAZARLAMA UYGULAMALARININ FINANSAL
PERFORMANS UZERINE ETKILERI

Mertcan TASCIOGLU*, Yusuf TEPELI**, Abdiilkadir Keskin***

* Yrd. Dog. Dr., Istanbul Medeniyet Universitesi S. B. F. Isletme Boliimii, mertcan.tascioglu@medeniyet.edu.tr.
**Arag. Gor., Mugla Sitkt Kogman Universitesi I.I.B.F. Isletme Béliimii, yusuftepeli@mu.edu.tr.
“Doktora dgrencisi, Y1ldiz Teknik Universitesi, Fen Bilimleri Ens. istatistik Boliimii, a.kdr.keskin@gmail.com

OZET

Yatirimer ve paydaslarin kurumsal ¢evre politikalar1 konusundaki endiselerine yanit olarak pek ¢ok sirket
yesil pazarlama uygulamalarini kapsayan raporlar hazirlamaktadir. Bu raporlar genel hatlariyla sirketlerin
cevresel hedeflerini ve cevre koruma cabalarini kapsamakta, bu faaliyetlerin sirketlerin finansal
performansint arttirdigi da diigiiniilmektedir. Bu ¢alismada ilk olarak BIST XU100 endeksinde yer alan
sirketler analiz edilerek hem yesil pazarlama indeksi olusturulmus hem de bu sirketlerin net karlilik marji,
aktif karlilik orani, 6zsermaye karlilik orani ve hisse basina kar degerleri kullanilarak finansal performanslart
belirlenmigtir. Daha sonra yesil pazarlama indeksi ile finansal performans arasindaki iligki incelenmis ve
aralarinda bir korelasyon bulunamamustir.

Anahtar Kelimeler: Yesil Pazarlama, Finansal Performans, BIST 100

THE EFFECTS OF GREEN MARKETING APPLICATIONS ON
FINANCIAL PERFORMANCE

ABSTRACT

In response to investor and stakeholder concerns about corporate environmental policies, many companies
report on green marketing practices. These reports generally include companies' environmental targets and
environmental protection efforts, which are also considered to enhance the financial performance of
companies. In this study, first BIST XU100 indexed companies were analyzed and a green marketing index
was established and their financial performances were determined by using Net Profit Margin, Return on
Assets (ROA), Return on Equity (ROE), and Earnings per Share (EPS). Then the relationship between the
green marketing index and financial performance was examined and no correlation was found between
them.

Key Words: Green Marketing, Financial Performance, BIST 100
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451.The Effects of Erasmus Funds on Internationalization: Focus Group
Study

Tuba Aktas and Osman Yildirim
Istanbul Arel University
tubaaktas@arel.edu.tr

Abstract

Internationalization is not only important for profit-oriented organizations but also for non profit-
oriented organizations. This feature has great appeal in all aspects of the economy and social life.
The aim of this study is specifically to search the impact of Erasmus funds on the fields in which
the funds were used by using focus group study. The focus group meetings lasted an average of 90
minutes. The same facilitator and observer attended all the meetings, which were tape recorded and
transcribed. A 10-people focus group members are erasmus coordinators of different iiniversities.
The main purpose of focus group research is to reveal the impacts of funds by taking into account of
erasmus coordinators’ perceptions. In other words, greater consideration should be given to the
impact of erasmus funds spent in different fields of economy. Focus group study findings pointed
out that European funds, namely Erasmus funds, accelerated the considerations of managers
regarding the changes taken place abroad. The understanding of the erasmus partipicants are
gradually changing in the sense of international cultur and social life while funds are providing a
valuable financial tool to create positive effect on the Erasmus activity in fields.

Key Words: Internationalization, Focus Group Study, Erasmus Funds
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465. BILGI VE ILETISIM TEKNOLOJiSI URUNLERI DIS
TiCARETININ KiSi BASI MILLI GELIR UZERINE ETKILERIi: ASEAN
ULKELERINE YONELIK PANEL VERI ANALIZIi

Merve Biisra Engin Oztiirk*2, Cansu Sarkaya Icellioglu*®, Zehra Binnur Avunduk*
OZET

Yiiksek teknolojili iiriinler olarak da ifade edilen Bilgi ve Iletisim Teknolojisi (BIT) Uriinleri dis
ticareti, lilke ekonomileri arasi rekabeti belirlemede 6nemli bir gosterge olarak ele alinabilmekte
ve yeni ekonomik diizende rekabet giiciinii belirlemedeki en 6nemli unsurlardan biri olarak ifade
edilebilmektedir. Bu noktadan hareketle, calismamizda ASEAN’1n 6nemli iiyeleri olan Malezya,
Tayland, Filipinler, Endonezya ve Singapur’un bilgi ve iletisim teknolojisi alaninda yapmus
olduklar: ihracat ve ithalat miktarlar1 bagimsiz degisken olarak ele alinmis, bu degiskenlerin kisi
basina milli gelir iizerindeki etkisi 2000-2015 yillar1 arasindaki donem icin panel veri analizi
yontemi ile arastirilmistir. Yapilan regresyon analizi ile s6z konusu iilkelerin bilgi ve iletisim
teknolojisi alaninda yapmus olduklari toplam ihracattaki 1 birimlik artisin, kisi bas1 milli geliri 1,17
birim artirdig1 ortaya konmus, ancak ithalat miktari ile kisi basi1 milli gelir arasinda istatistiki olarak
anlaml bir iligki tespit edilememistir. Sonug olarak, Giineydogu Asya ekonomisinde aktif rol
oynayan s0z konusu dort iilkenin ekonomisi i¢in bilgi ve iletisim teknolojisi ithracatinin biiyiik

onem arz ettigi ortaya konmustur.

Anahtar Kelimeler: Bilgi ve Iletisim Teknolojileri, BIT Uriinleri, Yiiksek Teknolojili Uriinler,
BIT Dis Ticareti, Kisi Bas1 Milli Gelir, Panel Veri Analizi, ASEAN Ulkeleri
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THE IMPACT OF FOREIGN TRADE IN THE INFORMATION AND
COMMUNICATION TECHNOLOGY (ICT) PRODUCTS ON GDPPER
CAPITA: PANEL DATA ANALYSIS FOR FIVE ASEAN COUNTRIES

Merve Biisra Engin Oztiirk?’, Cansu Sarkaya Icellioglu*®, Zehra Binnur Avunduk*®

ABSTRACT

Information and Communication Technology (ICT) Products, also referred to as high-tech
products, are likely to be considered as an important indicator in determining the economic
competition among countries and might be expressed as one of the most important factors for
determining competitive power in the new economic system. From this point of view, in this study,
we determined the ICT export and import volume as an independent variable for Malaysia,
Thailand, Philippines, Indonesia and Singapore which are significant members of ASEAN. The
aim of this study is to explore the impact of these variables on GDP per capita for the 2000-2015
time period by using the panel data analysis. According to results of the regression analysis, we
observed that increase of per unit in ICT total export causes to increase 1,17 unit of GDP per capita.
However we have not found any significant relationship statistically between import volume and
GDP per capita. As a result, we expressed that the importance of ICT export for four ASEAN

members that play an important role in the economy of Southeast Asia.

Keywords: Information and Communication Technologies, ICT Products, High-Tech Products,
ICT Foreign Trade, GDP, Panel Data Analysis, ASEAN Countries
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478. ANKARA BOLGE ADLIYE MAHKEMESI 3. HUKUK DAIRESI’NIN 20
NISAN 2017 TARIHLI KARARI ISIGINDA ISLETMELERIN BiYOMETRIK
GUVENLIK TEKNOLOJILERI KULLANIMININ iINCELENMESI

Zehra Binnur Avunduk®, Davut Giirses®!
OZET
Teknolojinin son yillarda bas dondiiriicti bir sekilde gelisimi isletmelere hem operasyonel hem de

yonetimsel agidan bir¢ok alanda kolaylik saglamistir. Teknolojinin her alana niifuz etmesiyle birlikte
isletmeler; iirettigi iirlinlerden sundugu hizmetlere ve hatta isletme i¢i denetimi saglamak amaciyla
son zamanlarda olduk¢a popiiler hale gelen biyometrik giivenlik teknolojilerini kullanmaya
baslamistir. Biyometrik giivenlik teknolojileri, bireylerin kisisel verilerini tanimlayip, depolayan ve
kimliklendirme yaparak kisiyi tanimaya yonelik gelistirilen sistemler olarak tanimlanabilir. Bu
sistemler icerisinde kullanimi1 yayginlagsmakta olan; ses, yiiz, parmak izi, el geometrisi, g6z tanima
gibi kisiye 6zel biyometrik veriler 6rnek olarak gosterilebilir. Biyometrik giivenlik teknolojileri;
mobil bankacilik, akilli iiriinler, spor kuliipleri, cagri merkezleri, isletmelerin giris-¢ikis kapilari,
kriminal incelemeler, hastane ve sigorta kuruluslari, elektronik ticaret, ulusal kimlik uygulamalari
gibi bircok alanda kimlik tespiti yapmak amaciyla klasik giivenlik sistemlerinin olas1 risklerine
karsilik, giivenilirligi en yliksek yontem olarak kullanilmaktadir. Ancak bu teknolojilerin kullanima,
miisterilerin veya calisanlarin kisisel hak ve ozgirliiklerinin ihlaline neden olabilmektedir.
Gilinimiizde cesitli isletmelerde git gide yayginlasan bu teknolojilerin hukuki a¢idan incelenmesi
literatiirdeki ilgili boslugun doldurulmasi ve uygulayicilara yol gdstermesi agisindan Onem arz
etmektedir. Bu kapsamda ¢alismamizda, isletmelerin biyometrik giivenlik teknolojileri
kullanimlarinin hukuka uygunlugu tartisilacak olup, 6rnek vaka incelemesi olarak bir Tiirk yargi
karar1 1518inda degerlendirilecektir. ilgili yargi kararlarma bakildiginda, konumuzla emsal teskil
edebilecegini diistindiigiimiiz en 6nemli kararin; 20.04.2017 tarihli, Ankara Bolge Adliye Mahkemesi
3. Hukuk Dairesi’nin 2017/388 esas ve 2017/401 numaral1 karar olmasi hasebiyle s6z konusu karar
incelenmistir. Arastirmanin sonucu olarak, degerlendirdigimiz kararin; kisisel verinin tanimlanmasi,
ilgili kiginin rizasinin alinmasi, hizmetin sunumu veya iriiniin satisinin rizanin verilmesi sartina
baglanmas1 gibi hususlarda 6698 sayili Kisisel Verilerin Korunmasi1 Kanunu (KVKK)’na aykir
oldugunu diistinmekteyiz.

Anahtar Kelimeler: Tirk yargi kararlari, biyometrik giivenlik teknolojileri, kisisel verilerin
korunmasi, isletmelerde teknoloji kullanimi1
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AN ASSESSMENT OF THE DECISION OF THE 3 CIVIL CHAMBER OF
ANKARA REGIONAL COURT OF JUSTICE DATED 20" APRIL 2017 ON
THE USE OF BIOMETRIC SECURITY TECHNOLOGIES IN
ENTERPRISES

Zehra Binnur Avunduk®, Davut Giirses®
ABSTRACT

In recent years, reelingly development of technology has provided convenience to enterprises in
many fields both operationally and administratively. With the penetrating of technology into every
field; enterprises have started to use biometric security technologies, which have become very
popular recently to provide services from their products and even internal auditing. Biometric
security technologies can be defined as systems developed to identify individuals by characterising,
storing and identifying individuals’ personal data. It is becoming widespread in these systems
personalized biometric data such as; voice, face, fingerprint, hand geometry and eye recognition can
be given as examples. Biometric security technologies are used in many fields such as mobile
banking, smart products, sports clubs, call centers, entrance and exit gates of businesses, criminal
investigations, hospitals and insurance companies, electronic commerce, national identity
applications in order to identification with the highest possible reliability, against possible risks of
the classical security systems. However, the use of these technologies may violate the personal rights
and freedoms of the customers or employees. The legal aspects of these technologies which are
becoming widespread nowadays in various enterprises, are important in terms of filling the related
gap in the literature and guidance to the practitioners. In this context, the compliance with laws of
using biometric security technologies by enterprises will be discussed and evaluated in the light of a
Turkish judicial decision. The relevant judicial decisions were examined and by reason of that we
determined as the most important decision could be a precedent with our study is the decision by 3
Civil Chamber of the Ankara Regional Court of Justice dated 20.04.2017 on thebasis of 2017/388
and 2017/401numbered has been examined. As a result of the research, we have the intention of that
the given decision by the court is contrary with the Law numbered 6698 on the Protection of Personal
Data (LPPD). The controversial points in this case are; identification of personal data, receiving the
related person’s approval, stipulation the deliver of the service or the sale of product on consent.

Keywords: Turkish judicial decisions, biometric security technologies, the protection of personal
data, use of technology in enterprises
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486.AR-GE HARCAMALARI, BUYUME VE IHRACAT iLISKIiSi:
TURKIYE&GS8 ULKELERI ARASINDA KARSILASTIRMALI ANALIZ

Isin Cetin®, Merve Biisra Engin Oztiirk®®

OZET

Bu calismada, AR-GE harcamalari, ihracat ve biliylime iliskisi G8 iilkeleri ve Tiirkiye i¢in analiz
edilmistir. Calismada 1996-2016 dénemi yillik verileri kullanilmistir. Veriler World Bank resmi
internet sitesinden elde edilmistir. Ekonometrik metodoloji olarak iki farkli yontem dikkate
alinmustir. ilk olarak, Tiirkiye ve GS iilkeleri igin karsilastirmali bir analiz, lojistik regresyon
tahmini ile yapilmistir. Ardindan, mekansal ekonometrik modeltahminleri yardimiyla G8 iilkeleri
ve Tirkiye arasindaki benzerlik ve farkliliklar, AR-GE harcamalari, ihracat ve ekonomik biiyiime

acisindan ele alinmistir.

THE RELATION BETWEEN R&D EXPENDITURES, GROWTH AND
EXPORT RESEARCH&DEVELOPMENT: COMPERATIVE ANALYSIS
BETWEEN G8 AND TURKEY

ABSTRACT

In this study, R&D spendings, export and economic growth relationship was analyzed. 1996-2016
yearly data was used. Data was obtained from World Bank Official Web Site. Two different
econometric methods were taken into account. First, lojistic regression eatimation was used for
comparative analysis of G8 countries and Turkey. Then, using spatial econometric model
estimations, the similarity/dissimilarities among G8 countries and Turkey were analyzed in terms

of relation for R&D spendings, export and economic growth.

%4 Uludag Universitesi, Ekonometri Boliimii
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490. PROAKTIF OLMANIN BEDELi MOBBING Mi?

M. Kiirsat ORDEK Meral ELCI ibrahim Sarper KARAKADILAR

Bilgi ¢aginda is diinyasinin katma deger iiretmesinde etkili olan 6nemli faktorlerden biri, 6rgiitiin beseri
kaynaklarinin proaktif kisilik yapisinda calisanlardan olusmasidir. Bu agidan bakildiginda proaktif
calisanlara sahip olmak, kiiresel rekabet ortaminda firmalarin yenilik¢i yaklagim tarzlarim gelistirebilmeleri
icin vazgecilmez bir unsur olarak degerlendirilebilir. Giiniimiiz is hayatinda ¢alisanlar arasinda gatigmaya
neden olan ve neticesinde de orgiit icinde yiriitilen islerin verimliligini distirerek firma performansi
tizerinde olumsuz etki yaratan kritik bir faktor ise galiganlarin mobbinge maruz kalmalaridir. Bu ¢aligmanin
kapsaminda, bu iki kritik unsur ele alinarak, proaktif kisilik ve kisilige yonelik mobbinge maruz kalma
durumu arasinda iligkisi olup olmadig1 ve proaktif kisilik 6zelliginin belirli tiir (kisilige yonelik) mobbinge
maruz kalmaya ne yonde ve ne kadar etkisi oldugu arastirilmaktadir. Boylelikle, mobbinge maruz kalmada
kisilik tiirlerinin etkisi konusunda literatiirdeki boslugun, proaktif kisilik baglaminda incelenerek
doldurulmas: amag¢lanmaktadir. Arastirmada kullanilan veriler, ¢esitli mesleklerde ¢alisan kisilere rastgele;
sosyal medya, e-posta ve cep telefonu mesaji yoluyla ulasilarak elde edilmistir. Arastirmaya, ankete katilan
1739 kisi dahil olmus, ancak Vveri tarama isleminde mobbinge maruz kalmadig: anlasilan kisiler, aragtirma
ornekleminden ¢ikarilarak 1068 kisiden olusan veri seti istatistiki analizlerle degerlendirilmistir. Veri seti
korelasyon ve regresyon analizleriyle SPSS ve AMOS istatistik paket programlari kullanilarak
incelenmistir. Arastirmanin neticesinde, proaktif kisilik ile mobbing arasinda %99 anlamlilik diizeyinde
pozitif korelasyon oldugu ve proaktif kisilige sahip olmanin, kisilige yonelik mobbinge maruz kalmaya
pozitif yonde etki ettigi ortaya konulmustur.

Anahtar Kelimeler: Proaktivite, Calisanlarin Kisilik Ozellikleri, Mobbing

IS THE MOBBING COST OF PROACTIVITY?

M. Kiirsat ORDEK Meral ELCI ibrahim Sarper KARAKADILAR

An important factor in the information age -which is effective on added-value production of business world-
is, formatting human resources of organization from employee who has proactive personality. From this
respect, proactive employee could be seen as an indispensable factor for innovative approach style of firms
in global competition conditions. Nowadays, employee’s exposing to mobbing is another critical factor,
which reasons conflict among employees and therefore affects firm performance negatively by decrease in
efficiency. It is being investigated in context of this study by handling these two critical elements, whether
or not, there is a correlation between proactive personality and exposure to personality-targeted mobbing,
and how much - in which direction proactive personality affects to a specific (personality-targeted) exposing
mobbing. It is aimed in this study, to fill the gap in the literature about effect of personality traits to exposing
mobbing by investigating in the context of proactive personality. Used research data was obtained from
random people working in various professions via social media, e-mail and cellular phone. There were 1739
people participated in the survey. As extracting the participators who didn’t expose mobbing, understood
from analyzing survey, data set was assessed statistically which was composed of 1068 participants. Dataset
was investigated by using SPSS and AMOS. Hypotheses were tested by using correlation and regression
analysis; it was revealed positive correlation between proactive personality and personality-targeted
mobbing at 99% significance and positive effect of having proactive personality to exposing to personality-
targeted mobbing.

Key words: Proactivity, Employee Personality Traits, Mobbing
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501.Pazarlamada Biiyiik Veri

Kutluk Kagan Stimer*

* Istanbul Universitesi
E-mail: kutluk@istanbul.edu.tr

Ozet

Verilerin farkli formatlarda ve hizli {iretiliyor olmalarindan dolayr muazzam biyiikliikteki
verilerin iistesinden gelmekte klasik veritabanlar1 yetersiz kalmaktadir. Mesela veri formatindan
dolay1 giiniimiizde halen % 80 civarinda verilerin analizi yapilamamaktadir. S$imdi sunu
diisiinmek gerekiyor. Insanlarin bu % 80 oranindaki verilerden analiz yapabiliyor olduklarmi.

Bu noktada “Biiyiik Veri” platformu devreye girmektedir. Biiylik Veri bir¢ok otorite tarafindan
cagimizin petrolii olarak ifade edilmeye baslanmis olup; bu platform sayesinde bugiin artik
devasa biiyiikliikteki veriler analiz edilerek insanlarin, sirketlerin, devletlerin, arastirmacilarin
hayatlarinda degisiklikler meydana getirmektedir.

Anahtar Kelimeler: Biiyiik Veri, Yeni istatistik, Biiyiik veri analizi, Pazarlama

Big Data in Marketing

Abstract

Because the data is generated in different formats and fast, the classical databases that come
from the superset of huge data are insufficient. For example, due to the data format, currently
80% of the data can not be analyzed. Now we need to think about it. People are able to
analyze this 80% of the data.

At this point, the "Big Data" platform comes into play. Big Data has been started by many
authorities to be expressed as petroleum of our time; thanks to this platform, now huge huge
data are analyzed to bring changes in the lives of people, companies, governments,
researchers.

Keywords: Big Data, New Statistics, Big Data Analysis, Marketing
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514.Finansal Piyasalar Kaotik Davrams mi Gosterir?: USD-EUR Paritesi
Kaotik mi?

Kutluk Kagan SUMER*

* Istanbul Universitesi
E-mail: kutluk@istanbul.edu.tr

Ozet: Kaos teorisi nin kesvi ekonomistler i¢in ekonomide denge arayisinda yeni zorluklara sebep

olmustur. Bu ¢aligmada kaos teorisi uygulamalari yardimiyla bu zorluklari ortaya koymay1 amagladik.

Baslangic kosullarima hassas bagimlilik kaotik deterministik modeller finansal veriler goriiniiste

rastgele hareketleri anlamada giiglii bir arag saglamaktadir. Dinamik sistemler onceki ¢aligmalarda

dogrusal ve/veya dogrusal olmayan yontemler kullanilarak analiz edilmektedir. Kararli dogrusal

sistemler i¢in kullanilan dogrusal yontemler, genellikle dogrusal olmayan analizde basarisiz olmasina

ragmen, ancak, sorun hakkinda sadece sezgi vermektedir. Bu sebeple dinamik sistemleri agiklayan fark

denklemleri bir dogrusal olmayan degiskendeki, 6ngoriilemeyen dinamikleri ortaya cikabilir.

Kaos teorisi dogrusal olmayan analiz yontemleri gibi dinamik sistemlerin incelemek icin kullanilir.
Diizensiz bir kosulu ifade eden kaos "baslangi¢ kosullarina hassas bagimlilik" ile karakterize edilebilir.
Bu ¢aligsmada viz, ham verilere BDS testi, dnceden siiziilmiis verilere BDS testi, korelasyon boyut testi
ve Brock Artig testi olmak iizere dort test kullamilmustir. Finansal piyasalar borsa, doviz piyasast gibi
piyasalarda kaosun varligi kabul gérmektedir. Bu testlerin sonuglari finans piyasalarinda kaos varlig
icin kanitlar sunmaktadir. Bu ¢alismada, zaman serilerinin kaotik analiz yontemleri, bir degiskenin ayrik
veya siirekli dl¢limler incelenmistir dayanarak elde edilen kaotik analiz yontemleri ¢esitli kaotik zaman
serisi yontemleri de uygulanmustir.

Anahtar Kelimeler: Kaos, Kaos Teorisi, USD-EUR paritesi

Do Financial Markets Exhibit Chaotic Behavior?: Is USD-EUR Parity Chaotic?

Abstract: Knowing of the chaos theory by the electric data analysis has caused the understanding of
the difficulties of the balance Knowing of the chaos theory by the electric demand has caused the
understanding of the difficulties of the balance in Electric demand. The applications of the chaos theory
related to USD-EUR Parity data have aimed to overcome these difficulties. Chaotic deterministic
models with sensitive dependence on initial conditions provide a powerful tool in understanding the
apparently random movements in electric demand data. Although the linear methods used for stable
linear systems, generally fails at the nonlinear analysis, however, they give intuition about the problem.
Due to a nonlinear variable in the difference equations describing the dynamic systems, unpredictable
dynamics may occur. The chaos that expresses an irregular condition can be characterized by "sensitive
dependence on initial conditions"”. We employ three tests. The BDS test, Correlation Dimension test
and the Neural Network test. The results from these tests provide very weak evidence for the presence
of chaos in crossing USD-EUR parity. In this study, the methods for the chaotic analysis of the time
series, obtained based on the discrete or continuous measurements of a variable are investigated.

Keywords: Chaos, Chaos Theory, USD-EUR Parity
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522. Disruptive Technologies on Tourism Services Business Models’

Prof. Patrizia Zagnoli, zagnoli@unifi.it
Dr. Elena Radicchi, e.radicchi@unifi.it

Master Degree in Sustainable Tourism Systems, University of Florence

Abstract. In the contemporary business context, emerging new technologies, globalizationand
new lifestyles, are changing competition, legal environment and socio-cultural trends. New
technologies (mobile, virtual reality, robots, etc.) are having a tremendous influence on business
models of tourism organizations (travel agencies, hospitality companies, transport vectors, etc.)
and even on the profile, expectations and decision making behaviour of tourists.

The purpose of this research work is to enlighten the diffusion of key disruptive technologies
along with the process of globalization. In particular, web and mobile technologies have
generated the so called ‘sharing economy’ (Botsman, Rogers, 2010) where are emerged new
business models (Galper, 2001; Hamel, 2000; Linder, Cantrell, 2000; Ostenwalder et al., 2005;
Pateli, Giaglis, 2003; Porter, 2001) with a different division of labour between demand and
supply. More and more suppliers focus their activity on core service and induce consumers to
apply themselves in a lot of activities - using technological interfaces — converging to the value
process co-creation (online reservation, blog, social media, mobile services, etc.).These
technologies induce exchange relations to become apparently more and more ‘peer to peer’
transactions. This new condition oblige users and consumers to be alphabetized to new
technologies and to get access to multimedia devices (tablet, smart phones, computer, etc.) in
order to be able to reach the fruition. On the other hand, users according to the price they are
ready to pay, can choose through the devices if having just the core service at the lower price
or even additional and facilitating services contents.

In some cases, like for example the Uber’s business model, it is an umbrella brand under which
each Uber driver risks his own ‘tangible’ car and his skills to provide the transfer, but he is not
choosing the route, the stops, etc. since the direction is determined by the geo-location able to
intercept the pick up position of each customer. Even in the case of Airbnb, the brand does not
own any accommodation facilities. Just private people started to rent under-used spaces and the
Airbnb umbrella became an hospitality format diffused all over the world based on private
‘tangible’ houses, totally different compared to an hotel chain.

Travel carriers, especially low cost airline companies (e.g. Ryanair), have been crucial
stakeholders to deliver a periphery destination’ brand, involving even local stakeholders to lay
the grounds for new appealing destinations. The strategy of these actors is even interwoven with
the territorial policy of local government that have invested in upgrading and developing
facilities for international arrivals, by establishing smoother immigration, customs procedures
and funding the carriers. ‘Sharing accommodation’ online platforms (e.g. Airbnb, etc.), peer-
to-peer mobility applications (e.g. Uber, etc.), low cost airlines have created a fear competition
for public and major hospitality and transportation brands.

Globalization, the economic crisis and the diffusion of multimedia technologies, have driven
the emergence of business models that especially in tourism are based on a ‘collaborative
consumption’. While tourism organizations more and more are focusing on the core service, on
the other side the users are progressively involved in the production process of services, feeling
as a sort of ‘custom-actor’. Through the peer-to-peer online platforms, individuals use and
consume services implemented at local level by other ‘peers’ instead of accessing services
offered by centralized tourism companies. By the way, these business models become a sort of
‘fashionable trend’, so that fiscal, legal issues, fear competition, destination popularity, induced
the government Institutions to implement their stakeholder tourism role in the urban political
agenda.
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534.Future Professional Skill and Attribute Predictions of Business

Students
Oguzhan Irengiin, Yigit Yurder

Unemployment is one of the major problems of almost all countries. Governments, NGO’s, trade
associations and many other organizations have concerns about unemployment and try to find solutions
for this problem. The unemployment rate in Turkey stands at %10.2 according to TUIK report June 2017.
According to the same report young (for ages 15-24) unemployment rate is at %20.5 and the
unemployment rate stands at %12,6 for higher student graduates and at %11,2 for vocational high school
graduates. The unemployment rate for business and administrative field graduates stands at 13,8 (TUIK
June 2017 Data). All these statistics shows us that the graduates of business students have to improve
their skills and attributes to find a regular job and more importantly to develop a decent Professional
career.

Most of the science people from different fields, successful business people, journalist etc. are
in total consensus that the business world is changing rapidly. The skills and attributes which were vital
to build a successful career ten years ago are no more needed since computers or information
technologies have developed more effective solutions to substitute for these skills. Although the skill set
has shown major changes recently there are still some skills and attributes which are maintaining their
importance. Majority of the students, lecturers and education program directors are aware of changes
and they are applying these changes in their education programs as well as professional lives.

The aim of this paper is to find out the future professional predictions of first year and last year
business students comparatively and discuss about their field education as well as their opportunities to
develop their qualifications.

Keywords: Business Education, Key attributes and skills, Student Perceptions
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540.An Overview at Contingent Liabilities in terms of International
Practices and Turkey Case

Cagr1 CARIKCI

Abstract

Contingent liabilities are liabilities whose budgetary impact might depend on future events
outside the control of the government. Common examples of contingent liabilities consist of
government loan guarantees, government insurance programmes, and legal claims against the
government. In this paper, contingent liabilities will be described as an implicit form of
sovereign debt, their importance in sovereign debt management will be reviewed and their

management in various countries will be examined.

The crises that took place in the last twenty years in emerging markets such as Latin America,
East Asia, Russia and Turkey, and had a negative effect on the global economy, have revealed
the necessity to have a healthy and sustainable debt structure and the liabilities that directly
belong to the state and the contingent liabilities aggravate economy policies for states and
deepen the crises during economic fluctuations. Within the scope of this paper, firstly I will
describe contingent liabilities, analyse the international standards and practices regarding their
measurement and reporting, and compare them to the practice in Turkey. “Fiscal transparency”
is quite important in terms of creating efficient fiscal policies and managing fiscal risks arising
from contingent liabilities. In this paper, | will tackle the reporting process of contingent
liabilities with regards to fiscal transparency in practices in different countries and standards set
by various international institutions. The purpose of this paper is to develop policy suggestions
for Turkey related to contingent liabilities in the light of the international standards and varied

country practices.

Key Words: Contingent Liabilities, Fiscal Risk, Debt Management, Fiscal Transparency

73



International Conference on Global Competition and Innovation Management (ICGCIM 2017)
November 9-11, 2017 Istanbul University, TURKEY

551. EGITiM ARACILIGI iLE LIDERLIK OZELLIiKLERININ
GELISTIRILMESIi: TURK ORDUSUNDA ASTEGMEN ADAYLARINA
YONELIK UYGULAMANIN ARASTIRILMASI

Deniz Devrim TASDEMIR%¢ Mesut Y AMEN®” Harun DEMIRKAYA%®
Oz

Tiirk Ordusunun bir egitim kurumunda yapilan bu arastirma, askeri egitimlerinin hemen ardindan
tilkenin cesitli yerlerinde komutanlik yapacak adaylarin askeri liderlik oOzelliklerini ne Olciide
kazanabildiklerini tespit etmek amaciyla yapilmistir. Bu amagla Tiirk Ordusunda askeri lider olmak
icin gerekli liderlik ozellikleri, Olgiilebilir ve gelistirilebilir olma ve birligi sevk, idare ederken
kullanma sikliklarina gore belirlenmistir. Bu belirlemeden sonra askeri lider adaylarina “Bes Faktor
Kisilik Analizi” ve “Askeri Liderlik Olcegi” egitimlerin 6ncesinde uygulanmis, egitim sonunda
uygulanan Askeri Liderlik Olgegi ile de bulunan bu sonuglar karsilastirilmistir. Bu karsilastirma
sonucunda hangi karakter yapisindaki adaylarin hangi liderlik 6zelligini ne kadar gelistirdigi veya
gelistiremedigi sorusuna cevap aranmustir. Caligma iki bdliimden olusturulmustur. Birinci boliimde;
liderlik kavrami, gelisimi ve kisilik kavramu, ikinci boliimde ise 145 adaya uygulanan Askeri Liderlik
Olgek sonuglarmin t test ve korelasyon analizleri yapilmis, sonuglar ortaya konmustur.

Anahtar Kelimeler: Askeri Liderlik, Liderlik Egitim, Olgiilebilirlik, Bes Faktor Kisilik Analizi

A RESEARCH ABOUT IMPROVABILITY OF MILITARY
LEADERSHIP FEATURES WHICH TRAINED IN THE SCHOOL OF
TURKISH ARMY

Abstract

This study has been done to ascertain to what extent third (sub)lieutenant, who command after their
education in various places of country, gain military leadership features. For this aim, the necessary
leadership features, which can be measured or developed, have been clarified and according to frequency
of occurence of these features in the case of administrative function have been gotten from military
eadership field manual. After this determining, 5 factors indiviual analysis and military leadership survey
have been applied to candidates of military leader at the beginning of education and their conclusions have
been compared with military leader survey applied at the end of education. As a result of this comparision,
it has been searched to find which third lietutenant candidate in character evidence develop to what extent
which leadership feature or not. This study has been formed with two parts. In the first part, concept of
leadership and its development, concept of personality in the second part ;t test and corelation analyses of
surveys prepared for concepts which applied to 145 candidates of third lieutenant, have been done and
presented consequences.

Keywords: Military Leadership, Lidership training, Measurability, The five-factor model
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562.0RGUTSEL OGRENMENIN ORGUTSEL DEGIiSiM UZERINDEKI
ETKILERINE YONELIK BIR ARASTIRMA”™

Mesut YAMEN® Deniz Devrim TASDEMIR® Harun DEMIRKAYAS!

Glinlimiiziin mevcut kosullardaki hizli degisimler zamana karsi en dogru ve etkin ¢éziimlerin
bulunmasini ve uygulanmasini zorunluluk haline getirmistir. Tespit edilen ¢oziimlerin
orgiitlerde uygulanmasi ise degisim yaparak miimkiin olabilecektir. Bahsedilen degisim; hizli ve
etkili 6grenme kabiliyetine sahip, bilgiye 6nem veren orgiitler tarafindan ¢ok daha kolay
gergeklestirilecektir. Bu arastirmada temel olarak, orgiitsel dgrenmenin oOrgiitsel degisim
lizerindeki etkileri incelenmistir. Orgiitlerde orgiitsel 6grenme ve orgiitsel degisimin tespit
edilmesi i¢in makale ve konu ile ilgili ¢esitli kaynaklar taranarak incelenmistir, uygulama
boliimiinde de veri toplamak amaci ile anket yontemi kullanilmistir. Son olarak uygulama
sonuglari ve degerlendirmeleri ele alinmistir.

Anahtar Kelimeler: Orgiitsel Degisim, Orgiitsel Ogrenme, isletme Performansi.

A RESEARCH ON THE EFFECTS OF ORGANIZATIONAL LEARNING
ON ORGANIZATIONAL CHANGE

Abstract

Rapid changes in today's existing conditions have made it imperative to find and implement the
most accurate and effective solutions against time. Implementation of the identified solutions in
organizations may be possible by making changes. The said change; Will be realized much more
easily by organizations that have a fast and effective learning ability, and who give importance to
information. This dissertation basically discusses the effects of organizational learning to the
organizational change. Many articles and various sources are used for the research of the
organizational learning and organizational change in the organizations, questionnaire are used in
the applications. Lastly, results and recommendations are discussed.

Key Words: Organizational Change, Organizational Learning, Firm Performance.

* Bu makale, Gebze Teknik Universitesi Sosyal Bilimler Enstitiisiinde Prof. Dr. Halit KESKIN’in danismanliginda
Mesut YAMEN tarafindan yazilmis olan tezden {iretilmistir.
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STT.YIYECEK ICECEK HIZMETLERINDE SANITASYON YONETIMI
Yar.Do¢.Dr. Aktolkin ABUBAKIROVA, Ahmet Yesevi Universitesi,
aktolkin.abubakirova@ayu.edu.kz

Aziza Syzdykova, Ahmet Yesevi Universitesi,

azizavesevi@amail.com

Ozet

Saglikli yagamak i¢in gerekli olan kosullarin basinda yeterli ve dengeli beslenme gelir.
Gilinliimiiz insan1 beslenme ihtiyacini karsilamak icin sadece eve bagimli degildir. Degisen
yasam sartlar1 ve sosyal yasantidaki hareketlilik nedeni ile bireyler en az bir 6glinii ev disinda
karsilamaktadir. Disarida yemek yeme, yiyecek- i¢ecek sektoriiniin gelismesine ve rekabetin
artmasina yol agmistir. Yiyecek-icecek iiretimi ve servisini yapan isletmelerin temel hedefi
hizmet verdikleri grubun besin ihtiyacini karsilamanin yaninda onlara en ideal, kaliteli ve
saglikl iirtin ve hizmeti sunarak farklilik yaratmaktir. Kalitenin 6n planda tutuldugu yiyecek-
icecek isletmelerinde, yemeklerin tiretildigi ve sunuldugu kosullar 6nem tasir. Mutfak ve servis
alanlarmin dogru tasarlanmasi, diizenlenmesi is verimini arttiracagi gibi iirliniin kaliteli ve
hijyenik olmasinda saglayacaktir. Fakat, endiistriyel mutfaklarda kaliteli {iriinler i¢in eksiksiz
bir alt yap1 ve modern temizlik araclarmin kullanimi hijyenik kosullarin saglanmasinda tek
basina yeterli degildir. Onemli olan yiyeceklerin iiretiminden tiiketimine kadar olan her
asamada sanitasyon Ve hijyen kurallarinin ¢alisanlar tarafindan uygulanmasidir.

Anahtar Kelimeler: Yiyecek-icecek, Sanitasyon, Isletme, Turizm

Abstract

Sufficient and balanced nutrition at the beginning of the conditions necessary for healthy
living income. Today's people are not just dependent on the house to meet their nutritional
needs. With the changing mobility of living conditions and social life, the individual meets at
least one meal outside the home. Eating outdoors has led to the development of the food and
beverage industry and increased competition. The main goal of food and beverage production
and service companies is to create the difference by providing the ideal, quality and healthy
products and services to them as well as meeting the nutritional needs of the group they serve.
In the food and beverage industry where qualifications are held on the front line, the conditions
under which the food is produced and presented are important. Proper design and arrangement
of the kitchen and service areas will increase the efficiency of the business and ensure that the
product is of good quality and hygienic. However, the use of a complete infrastructure and
modern cleaning tools for quality products in industrial kitchens alone is not enough to ensure
hygienic conditions. It is important that employees apply sanitation and hygiene rules at every
stage from the production to the consumption of food.

Keywords: Food and beverage, Sanitation, Management, Tourism
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586.The Moderating Effect of Transformational Leadership on the
Relationship between Careerism and Social Loafing Behaviors

Ozlem Ayaz Arda®?
Bora Yildiz®
Abstract

While ambiguity is mounting though all sectors, organizations try to sustain their competitive
positions. One way to sustain competitive advantage is to retain efficiently working employees.
In this way, many studies examining employee behaviors, responses and attitudes have emerged
as a way to develop better understanding organizational behavior issues. It has been debated
more than fifty years that not only talent, hard work and loyalty matter in employees’ career
steps, but also social influence and impression management has some substantial consequences
on organizations’ and employees’ path to advancement (Bluhm, 2009; Goffman, 1955;
Riesman, 1959). Thus, employees need to involve their career development plans to achieve
success by both considering their task and contextual performance.

On the other hand, despite the importance of negative behaviors in management area, studies
regarding these behaviors’ negative predictors are interestingly limited. This theoretical paper
reviews prior literature on careerist orientation and social loafing behaviors while suggesting
some potential individual and situational predictors. Drawing on Social Cognitive Theory, we
argue that this theoretical effort helps organizations to develop useful ideas and solutions, to
manage careerism and social loafing behaviors effectively. In this respect, we propose that
careerism, as one of the new negative employee orientations, may play a predictor role of social
loafing behaviors in light of Social Cognitive Theory. We also propose that transformational
leadership may play a reducing effect on the careerism- social loafing behaviors. Hence, we
expect that the proposed model would create new possible avenues for future research.

Keywords: Careerism, social loafing, transformational leadership,
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83 Assistant Professor, Istanbul University, borayildiz@istanbul.edu.tr

77


mailto:ozlem.ayazarda@cyprus.bau.edu.tr
mailto:borayildiz@istanbul.edu.tr

International Conference on Global Competition and Innovation Management (ICGCIM 2017)
November 9-11, 2017 Istanbul University, TURKEY

601. MARKET SEGMENTATION IN NEUROMARKETING
Y. BURCAK BOYDAK-OZTAS*

Abstract

It is a well-known fact that separating consumers into relatively homogeneous groups makes it
easier for companies to better meet the expectations. Hence, markets are divided into segments
according to factors such as demographic attributes, lifestyles and consumption rates and
appropriate marketing programs are developed for these segments. However, a large amount of
research shows that the criteria used for traditional market segmentation has become inadequate
for today’s world. In this study a literature review will be conducted to examine how
neuromarketing utilizes neuroimaging technics to group together consumers with similar
attributes, needs and wants and how market segmentation is then made based on the results
acquired. Thus, the stud y will attempt to reveal the market segmentation criteria that are
allowing neuromarketing to group consumers in a more meaningful way.

Keywords: Neuromarketing, Market Segmentation, Market Segmentation Criteria

NOROPAZARLAMADA PAZAR BOLUMLENDIRME

Y. BURCAK BOYDAK-OZTAS

OZET

Tiiketicileri goreceli olarak homojen gruplara ayirmanin, onlarin beklentilerini daha 1yi
karsilamak adina, sirketlere kolaylik sagladigi bilinen bir gercektir. Bu anlamda demografik
ozellikler, yasam tarzi, tiiketim siklig1 gibi faktorler g6z Oniinde bulundurularak pazarlar
boliimlere ayrilmakta ve bu boliimlere uygun pazarlama programlart gelistirilmektedir. Ancak,
giiniimiizde geleneksel pazar boliimlendirme Kriterlerinin yetersiz kaldigini ortaya koyan bir¢ok
arastirma mevcuttur. Bu calismada, bir literatiir taramasi1 yapilarak néropazarlamanin, benzer
ozelliklere, ihtiyaclara ve isteklere sahip tiiketicileri bir araya getirebilmek i¢in ndrogériintiilleme
tekniklerini nasil kullandigina ve elde edilen sonuglara goére, pazari nasil boliimlendirdigine
deginilecektir. Boylelikle, tiiketicileri daha anlamli gruplayabilmesi muhtemel olan,
ndropazarlamanin pazar boliimlendirme kriterleri ortaya konmaya caligilacaktir.

Anahtar Kelimeler: Noropazarlama, Pazar Boliimlendirme, Pazar Boliimlendirme Kriterleri
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612. DiJITAL DUNYANIN YENI BULUSU: BiTCOIN

El¢cin SISMANOGLU®
Burcay YASAR AKCALI®

Ozet

2008 yilinda elektronik parayla ilgili ¢ikan bir makaleyle giindeme gelen Bitcoin, yiizden fazla
cesidi olan dijital para drneklerinden en ¢ok tercih edilen yenilikgi bir para birimidir. Bitcoin
herhangi bir merkezi otorite ya da araci kuruma baglh degildir. Bitcoin merkezi bir kurulusa
bagli olmadig1 i¢in blok zinciri adi verilen bir altyap1 kullanir. Blok zinciri internet aglar
tizerinde islem kayitlarini geriye doniik olarak degistirilemeyecek ve silinemeyecek bigimde
birbiriyle baglantili islem bloklar1 halinde saklayabilen, istenildiginde ulasilabilen,
denetlenebilen, programlanmis igleri yapabilen yeni bir teknolojidir. Blok zinciri internetten
sonraki en biiyiik ag devrimi olarak nitelendirilmektedir. Bitcoin blok zinciri altyapisiyla kisiler
arasindaki veri paylasim agi ile gonderildiginden, herhangi bir araci kuruma islem iicreti
O0denmez. Bitcoin ile yapilan para transferlerinin ¢ok hizli ve maliyetsiz gergeklesmesi ve
diinyada yatirnm araci olarak goriilmeye baslanmasi nedeniyle, Bitcoin caligmalari hem
akademik diinyada hem de finans sektoriinde artan hizla devam etmektedir. Bu calismada,
Bitcoin’in farkindaligini arttirmak igin Bitcoin ve isleyis yapisi tanitilmakta, ayrica Diinya’daki

ve Tirkiye’deki gelisimi ve ekonomi i¢indeki yeri incelenmektedir.

Anahtar Kelimeler: Bitcoin, Blok Zinciri ve Dijital Para
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REVOLUTION IN THE DIGITAL WORLD: BiTCOIN

El¢in SISMANOGLU
Burcay YASAR AKCALI

Abstract

Bitcoin which became to the agenda with an article about electronic money in 2008, is the most
preferred innovative currency among digital money examples with more a hundred varieties.
Bitcoin is not connected to any central authority or intermediary institution. Bitcoin which is
not connected to a central organization, uses an infrastructure called Blockchain. Blockchain is
a new technology which can store transaction records on internet networks in the form of
interlocking process blocks that can not be retroactively modified and deleted, can be accessed
on demand, can be controlled, can do programmed work. Blockchain is the largest network
revolution after the Internet. No transaction fee is paid to any intermediary institution due to the
fact that Bitcoin is sent via a data-sharing network between people with a Blockchain
infrastructure. Due to take place very rapid and at no cost of money transfers made with Bitcoin
and being seen as an investment instrument in the world, Bitcoin studies continue to increase
both in the academic world and in the finance sector. In this study, Bitcoin and its operational
structure are introduced, and also the development in the world and in Turkey and its place in

the economy are examined to increase the awareness of Bitcoin.

Key Words: Bitcoin, Blockchain and Digital Money.
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620.THE NEW STAR IN MARKETING; SOCIAL MEDIA MARKETING

Vedat Ulusoy®’

ABSTRACT

In this study, social media, which is a great platform for people to interact with each other using
internet infrastructure and share their thoughts, photographs, videos, and comments are
evaluated. Also, the importance of social media was emphasized regarding marketing
discipline. Communication, as one of the essential factors in human life, has gained a new
dimension concerning technological changes. With the internet’ arising popularity in the life,
computers and smartphones have become one of the essential tools of communication. People
often use social media accounts when they get the information with computers and smartphones.

Meanwhile, people make complaints, comments, and complaints on social media accounts.

Social media is getting more and more attractive regarding people’ interest. This popularity
drew the attention of businesses, and lead to the emergence of social media marketing. Although
social media marketing is a new field in the literature, it was thought that it would be one of the
most critical fields in that both administrators and researchers who will research this area will
overcome in the future. Since social media marketing has given a new dimension to marketing
activities by changing the traditional advertising and promotion understanding that exists in
marketing. In this study, concepts of social media and social media marketing are defined in
light of “rational choice™ and “social exchange" theories. And the influence of the customer on
purchasing behavior was examined and evaluated in the scope of the theoretical framework.
Finally, managerial and practical implications, as well as further research directions, are also

provided.

Keywords: Internet, Social Media, Social Media Marketing
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635.WHAT IS YOUR BRAND?

Vedat Ulusoy®®

ABSTRACT

In this study, personal brand, which is defined as recognition, acceptance, and acceptance of
the person by the society was evaluated. Businesses are to maintain their lives in intensely
competitive conditions in a globalizing world where information is easy to reach with
developing technology and communication possibilities. In this competitive environment,
businesses aim to make a difference in the minds of the customers that maintain their lives. The
most effective way to achieve this goal is to create own brand. With the widespread use of
technology and communication opportunities, it is now becoming a brand in people like

products and businesses.

The personal brand contributes to the recognition and adoption of people not only in their own
country but also in different countries. Today, the branding process of people has also
accelerated with the widespread use of internet and social media. Persons who became personal
brands in many fields broke the current marketing mindset to come forward instead of
organizations or businesses. In this context, persons who want to succeed in their owns fields
are aiming to influence their target groups by creating their brand. In this study, the personal
brand concept was explained within in light of the" symbolism " and " motivation " theory. Also,
strategies have been put forward for a compelling personal brand. This study has been completed
by examining extant literature to shed light onan emerging concept in the marketing field which
called as the personal brand. Finally, managerial and practical implications, as well as further

research directions, are also provided.

Key words : Brand, Personal Brand
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641.A RESEARCH ON DEVELOPMENT OF OPEN INNOVATION
SCALE IN ENTERPRISES®

Zehra Binnur Avunduk®

Halim Kazan™

Open innovation phenomenon has been growing since the beginning of the 21% century. This approach
which has become important in order to gain competitive power, needs to be further developed for both
the academic and the business world. In the literature review, we could not find a holistic Open
Innovation Model and an Open Innovation Scale in Turkish. In order to fill this gap that we have
considered as a deficiency in the literature, we have tried to develop a new scale with addressing different
dimensions of open innovation and new items have been added by the authors. This study is aimed to
contribute in some extent to development a scale in Turkish related about Open Innovation and be guide
to the future researches. The population of thisresearchisthe Largest 500 Industrial Enterprises of Turkey.
In this study, with a holistic point of view, an open innovation model is tested by using quantitative
methods. The research model consists of three main structures, these are; External Knowledge Sources,
Technology Strategies and Business Performance. Survey method was used as the data collection tool in
the research. The survey was conducted both on the web site and also by using the CATI method. 241
companies from among the Largest 500 Industrial Enterprises of Turkey participated the questionnaire.
As a result of the Explanatory Factor Analysis, Reliability and Validity Analysis, Confirmatory Factor
Analysis, a 9 factored structure have been obtained. The research has shown that high reliable results
and the research model has confirmed. This study was produced from Ph. D. Dissertation titled “The
Effects of Open Innovation Strategies on Business Performance: The Case of the Largest 500 Industrial

Enterprises in Turkey.”

Key words: Open innovation, innovation, scale development, 1SO 500, industrial organizations, The

Largest 500 Industrial Enterprises of Turkey.

This work was supported by Istanbul University Scientific Research Projects Coordination Unit. Project
number: 20160

*This study was produced from Ph. D. dissertation of the 1st author with supervising the 2" author and supported
by Istanbul University Scientific Research Projects Coordination Unit. Project number: 20160
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642.A PILOT STUDY ON ONLINE BANKING ADOPTION OF
ISTANBUL UNIVERSITY STUDENTS

Minire Kirbagh'*

Zehra Binnur Avunduk’?

Technological advances in online banking system have created novel ways of using daily
banking transactions. The aim of this study is researching the online banking adoption of
students with the use of Technology Acceptance Model (TAM). The ideas of young people is
important because they keep up pace with the technological developments. The population of
this research is the Istanbul University students. Survey method was used as the data collection
tool in this study. We conducted a pilot study on the Istanbul University Students. 145 students
were participated into the survey. The survey was applied both on the web site and also by using
the printed-survey form. We used 5 variable and 29 item with 7 point-Likert type scale in the
study. Reliability Analysis and Explanatory Factor Analysis were performed. As a result of the
statistical analysis, the reliability of the scale was very high (Cronbach Alpha=0,906) and
Explanatory Factor Analysis were concluded well. Kaiser-Meyer-Olkin of Sampling Adequacy
value is (KMO)=0,903 and the Bartlett’s Test of Sphericity significance level is p=0,000. Total
Variance Explained of the research is %76,916. The pilot study shows that the scale has high
reliability and model is suitable for the analysis and carrying on gathering more data from the

individuals.

Key words: Online banking, Technology Acceptance Model (TAM), university students,
technology.
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650. WHO IS MORE PRONE TO BE A CAREERIST: THE ROLE OF
BIG-FIVE PERSONALITY TRAITS

Bora YILDIZ"
Sema YOLAC™,
Mehmet BAYKAL™

ABSTRACT

In this theoretical paper, we try to argue the relationship between careerism and BigFive personality
traits in light of the Social Cognitive Theory (Bandura, 1986, 1989). Despite there are numerous studies
that investigate the effect of personality traits on many outcome variables, and correlational relations
regarding individual-level variables, interestingly, there is a lack of knowledge regarding some negative
employee orientations, e.g., careerism. Careerism is defined as a propensity that stresses the
advancement by using non-performance based tactics in the career path (Feldman and Weitz. 1991). On
the other BigFive personality traits (Extraversion, Agreeableness, Conscientiousness, Neuroticism, and
Openness) refers a set of some sub-characteristics (Costa and McCrae, 1992). Despite recent studies, in
the extant literature, focused on careerism and its destructive effects (Yildiz, 2017; Ayaz Arda and
Yildiz, 2017; Yildiz, 2016; Yildiz et al., 2015), the question that Which types of personality are much
more predictive in the explaining the nature of careerism? is still waiting to solve. In this respect, this
research question represents the motivation of this study. Accordingly, based on social cognitive theory,
since employees have a control power on their act, and since they have a potential to deactivate some
cognitive mechanism, e.g., self-regulatory and self-condemnation (Bandura, 1999) we propose that
specific types of BigFive personality should have a dispositional potential to be careerist. In line with
aforementioned theoretical and practical rationales, the purpose of this study is to fill the gap in the
current literature. In other words, using solving this question we try to contribute to the human resource
management (HRM) literature (e.g., effective performance appraisal practices, selecting and recruiting
practices, etc.). As many research papers have this paper is not without its limitations. The primary
limitation of this study is that the proposed relations between the constructs are only evaluated
theoretically. However, the model also could be tested empirically. In this direction, we believe that after
the testing the proposed model empirically, our effort on this model will be moved one step beyond.
Managerial and practical implications, as well as further research directions, are also provided.

Keywords: Big-five personality traits, careerism.
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666. HISSE SENEDI FIYAT DEGIiSIMLERININ YAPAY SiNiR
AGLARI YONTEMIiYLE TAHMIN EDIiLMESI

Yrd.Doc¢.Dr.Serdar KUZU"®
Ars.Gor.Dr. Melike TORUN"’

Ozet

Giintimiiz bilisim teknolojilerinin varmis oldugu nokta, yapay sinir aglar1 gibi yeni nesil risk
Olctim hesaplama sistemlerinin gelismesine imkan dogurmustur. YSA (Yapay Sinir Aglari),
finansal alanda yaygin olarak kullanilan bir yontem olup o&zellikle; finansal krizlerin
ongoriilmesi, gelecekteki fiyatlarin tahmin edilmesi, doviz kurlarinin yoniiniin belirlenmesi,
hisse senetlerinin performansinin Slgiilmesi ve gelecekteki nakit akislarinin seviyesi gibi
finansal konularda uygulanabilmektedir. Calismada, s6z konusu uygulamanin endiistri
isletmeleri iizerinde yapilmasi amaclanmaktadir. Bu amagla, BIST 100°da yer alan endiistri
isletmelerinin hisse senetleri fiyatlarmi temel alinmustir. Ulkemizde sektdr ya da isletme
bazinda yagsanabilecek degisimler sonucunda finansal gostergelerde gegmis doneme ait veriler
modelin anlamlilik seviyesini azaltabilmektedir. Modelde, 2012 Ocak-2016 Aralik ay1 donemi
ele alinmugtir. 20 adet hisse senedi i¢in girdi degerleri olarak hisse senedi fiyati; Hisse Senedi
En Yiksek Fiyat, Hisse Senedi En Diisiik Fiyat, Hisse Senedi Kapanis Fiyati, Hisse Senedi
Giinliik Getirisi ve islem Hacmi kullanilmis olup, modelde girdi degerler tanimlandiktan sonra,
20 isletmeden olusan 6rneklemden 7 tanesi test verisi olarak ele alinmistir. Calisma sonunda,
hisse senedi fiyatlari ele alinarak, hisse senetlerinin bir giin sonraki fiyatlarinin (azalis ya da
artig) tahmin edilmesi asamasinda, Yapay Sinir Aglart modelinin % 52,44 oraninda basaril1 bir
durum sergiledigi gézlemlenmistir.

Estimation of Stock Price Changes by Artificial Neural Networks
Abstract

Undergoing a rapid and radical transformation of Information Technology (IT) and all-
pervasive influence provided development of new generation risk measurement systems such
as artificial neural networks. Artificial Neural Networks is a widely used method in the financial
field, such as forecasting financial crises, estimating future prices, determining the direction of
exchange rates, measuring the performance of stocks, and the level of future cash flows. In this
study, it is aimed to use ANN method on industrial enterprises. For this purpose, it is based on
the stock prices of industrial enterprises in BIST 100. As a result of the changes that may be
experienced in sector or enterprise basis in our country, the past term of the data included in the
analysis of financial indicators can reduce the level of significance of the model. In the model,
mothly data has been used between the period 2012 January - 2016 December. Share Highest
Price, Share Lowest Price, Stock Closing Price, Stock Daily Return and Transaction Volume,
as share price for input values for 20 stocks; are taken into the analysis. After defining the input
values in the model, 7 of the 20 operating samples were considered as test data. At the end of
the study, it was observed that in the course of estimating the prices of the stocks one day later
(decrease or increase), the artificial neural networks model showed a success rate of 52,44.

76 fstanbul Universitesi SBMYO Muhasebe ve Vergi Boliimii Blim Baskant
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678.A COMPREHENSIVE REVIEW ON THE ROLE OF MARKETING
INNOVATION IN A SUSTAINABLE COMPETITIVE ADVANTAGE

Y. BURCAK BOYDAK-OZTAS, Ph.D.”
H. ANIL DEGERMEN ERENKOL, Ph.D.”®
EBRU DOGAN, Ph.D.8°

Abstract

The disappearance of boundaries between countries due to globalization, coupled with the rapid and free
circulation of information and technology form the basis of the new economy. In this new economy,
stunning developments in information technology along with the rapid changes seen in consumers’
lifestyles, as well as in their needs and expectations push businesses to innovate. In this sense, although
innovation is seen as one of the most important sources of sustainable competitive advantage, businesses
face a major challenge. That is, the question of how businesses can achieve these innovations that will
provide them with a sustainable competitive advantage, increase their profitability and market share,
and create new market opportunities. Efficient marketing innovation management is the key to
overcoming this major bottleneck. From this point of view, a comprehensive literature review will be
carried out in this study to examine the role of marketing innovation in an ensuring sustainable
competitive advantage for enterprises, as well as laying out the opportunities and threats faced by
enterprises in this respect.

Keywords: Innovation, Marketing Innovation, Sustainable Competitive Advantage, Enterprises

678.ISLETMELERIN SURDURULEBILIR REKABET AVANTAJINDA
PAZARLAMA INOVASYONUNUN ROLU

Ozet

Kiiresellesmeyle birlikte {iilkeler arasindaki sinirlarin kalkmasi ve buna paralel olarak bilginin,
teknolojinin ve insan giiciiniin hizli ve serbest dolagimi, yeni ekonominin temelini olusturmaktadir. Bu
yeni ekonomi igerisinde bilgi teknolojilerindeki bas dondiiriici gelismeler, tiiketicilerin yasam
tarzlarinda tanik olunan hizli degisim ve buna bagli olarak ihtiyaglarinin ve beklentilerinin hizla
degisiyor olmasi, isletmeleri kaginilmaz olarak inovasyon yapmaya itmektedir. Bu anlamda inovasyon,
her ne kadar siirdiiriilebilir rekabet avantajmin en 6nemli kaynaklarindan biri olarak goriilse de
isletmeler énemli bir sorunla kars1 karsiyadir: Isletmelerin kendilerine siirdiiriilebilir rekabet avantaji
saglayacak, karliliklarini ve pazar paylarini artiracak, yeni pazar firsatlar yaratacak bu inovasyonlari
nasil gergeklestirebilecekleri sorunu. Bu biiyiik sikintinin giderilmesinin temelinde ise etkin bir
pazarlama inovasyonu yonetimi yatmaktadir. Bu noktadan yola ¢ikilarak, bu ¢alismada, kapsamli bir
literatlir incelemesi yapilarak, pazarlama inovasyonunun, isletmelerin siirdiiriilebilir rekabet
avantajindaki rolii irdelenecek ve bu anlamda igletmelerin kars1 karsiya oldugu firsat ve tehditler ortaya
konacaktir.

Anahtar Kelimeler: inovasyon, Pazarlama inovasyonu, Siirdiiriilebilir Rekabet Avantaji, Isletmeler
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688.THE IMPACT OF PATERNALISTIC LEADERSHIP ON JOB
STRESS AND JOB SATISFACTION

Ercan TUTAR®
Giiney Ferhat BATI®

Abstract

The purpose of this research is to establish the impact the paternalistic leadership on the perceived job
stress and job satisfaction. For this purpose, the studies in the literature about psychological variables in
guestion have been examined. Research in the literature suggests that perceived stress and working
satisfaction variables are related to management styles and / or leadership styles. In this study, it was
aimed to draw attention to the variables of the fatherly leadership. In addition, the research questionnaire
constructed from the scales in the literature was aimed to test the scale expressions by applying a sample
of 102 people. The obtained data were analyzed by SPSS statistical package program and the factor
loadings of the expressions were calculated. Based on this review, it is believed that this work will

contribute to future research.

Keywords: Paternalistic Leadership, Leadership, Job Satisfaction, Job Stress

Babacan Liderligin Is Stresi ve Is Tatminine Etkisi

OZET

Bu arastirmanin amaci, babacan (paternalistik) liderlik, algilanan ig stresi ve is tatmini arasindaki iliskileri ortaya
koymaktir. Bu amacla, s6z konusu psikolojik degiskenlerle ilgili olarak literatiirde yer alan g¢alismalar
incelenmistir. Literatiirdeki arastirmalar, algilanan stres ve calisan is tatmini degiskenlerinin yonetim bigimleri
ve/veya liderlik tipleri ile iliskili oldugunu ortaya koymaktadir. Bu ¢aligma ile babacan liderligin s6z konusu
degiskenler ile iliskisine dikkat ¢ekilmek hedeflenmistir. Ayrica literatiirde yer alan olgeklerden olusturulan
aragtirma anketi 102 kisilik bir 6rnekleme uygulanarak dl¢ek ifadelerinin sinanmasi hedeflenmistir. Elde edilen
veriler, SPSS istatistik paket programu ile analize tabi tutulmus ve ifadelerin faktor yikleri hesaplanmistir. Bu
incelemeye dayanarak yapilan bu g¢alismanin, gelecekte yapilacak olan arastirmalara katki saglayacagi

diistiniilmektedir.

Anahtar Kelimeler: Paternalistik Lidrerlik, Liderlik, s Tatmini, Is Stresi
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444, THE EFFECTS OF GREEN MARKETING APPLICATIONS ON
FINANCIAL PERFORMANCE

Mertcan TASCIOGLU®?
Yusuf TEPELI®
Abdiilkadir Keskin®*
ABSTRACT

In response to investor and stakeholder concerns about corporate environmental policies, many
companies report on green marketing practices. These reports generally include companies'
environmental targets and environmental protection efforts, which are also considered to enhance the
financial performance of companies. In this study, first BIST XUZ100 indexed companies were analyzed
and a green marketing index was established and their financial performances were determined by using
Net Profit Margin, Return on Assets (ROA), Return on Equity (ROE), and Earnings per Share (EPS).
Then the relationship between the green marketing index and financial performance was examined and

no correlation was found between them.

Key Words: Green Marketing, Financial Performance, BIST 100

YESIL PAZARLAMA UYGULAMALARININ FINANSAL

PERFORMANS UZERINE ETKILERI
OZET

Yatirimc1 ve paydaslarin kurumsal ¢evre politikalari konusundaki endiselerine yanit olarak pek ¢ok sirket yesil
pazarlama uygulamalarini kapsayan raporlar hazirlamaktadir. Bu raporlar genel hatlariyla sirketlerin ¢evresel
hedeflerini ve ¢evre koruma ¢abalarimi kapsamakta, bu faaliyetlerin girketlerin finansal performansini arttirdig: da
distiniilmektedir. Bu ¢aligmada ilk olarak BIST XU100 endeksinde yer alan sirketler analiz edilerek hem yesil
pazarlama indeksi olusturulmus hem de bu sirketlerin net karlilik marj1, aktif karlilik orani, 6zsermaye karlilik
orani ve hisse basina kar degerleri kullanilarak finansal performanslart belirlenmistir. Daha sonra yesil pazarlama

indeksi ile finansal performans arasindaki iligki incelenmis ve aralarinda bir korelasyon bulunamamustir.

Anahtar Kelimeler: Yesil Pazarlama, Finansal Performans, BIST 100

1. GIRIS

Kurumsal sosyal sorumluluk raporlar1 genellikle ekonomik, ¢evresel ve sosyal bildiri olarak {ice ayrilmaktadir.
Ekonomik boyut bir sirketin paydaslarmin ekonomik kosullar1 ve hem yerel hem de kiiresel seviyedeki ekonomik
sistemler tizerindeki etkileri ile ilgilidir. Cevresel boyut bir sirketin kara, hava, su ve ekosistemler de dahil olmak

iizere dogal sistemler iizerindeki etkileri ile ilgilidir. Sosyal boyut ise bir sirketin faaliyet gosterdigi toplumsal

sistemler lizerindeki etkileri ile ilgilidir. Sirketlerin ¢evre raporlar1 kurumsal sosyal sorumluluk raporlarinin bir

82Yrd. Dog. Dr., Istanbul Medeniyet Universitesi S. B. F. Isletme Boliimii, mertcan.tascioglu@medeniyet.edu.tr.
8 Aras. Gor., Mugla Sitk1 Kogman Universitesi I.I.B.F. Isletme Boliimii, yusuftepeli@mu.edu.tr.
8 Doktora dgrencisi, Yildiz Teknik Universitesi, Fen Bilimleri Ens. Istatistik Boliimii, a.kdr keskin@gmail.com.
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pargasidir. Bu arastirmada sirketlerin ¢evre dostu uygulamalariyla ile ilgili bildirilere odaklanmaktayiz. Tirkiye’de
sirketlerin yesil pazarlama uygulamalari ile ilgili raporlarimi hazirlamalar1 konusunda herhangi bir yasal

yitkiimliiliik bulunmamasina ragmen ¢ogu kiiresel 6l¢ekli sirketler bu raporlari hazirlayip ilgililere sunmaktadirlar.

Bu calismada ¢evre raporlarinda yer alan yesil pazarlama uygulamalarinin sirketlerin finansal performanslari
lizerindeki etkisi incelenmektedir. i1k olarak Borsa Istanbul’da yer alan ilk yiiz sirket incelenmis ve yesil pazarlama
indeksi belirlenmistir. Daha sonra sirketlerin finansal performanslart aktif getiri orani, hisse basi kazang, 6z
sermaye karlilik orani ve kar marj1 ile 6l¢iilmiis ve ¢evre indeksiyle sirketlerin finansal performansi arasindaki

iligki test edilmisgtir.
2. LITERATUR INCELEMESI

Amerikan Pazarlama Dernegi tarafindan yapilan yesil pazarlama tanimi perakende tanimi, sosyal pazarlama tanimi
ve ¢evre tanimi olarak ii¢c gruba ayrilmistir. Perakende tanimi c¢evreye zararsiz oldugu diisiiniilen iirlinlerin
pazarlanmasi ile ilgiliyken, sosyal pazarlama tanimu fiziksel ¢evre lizerindeki olumsuz etkileri en aza indirgemek
veya kalitesini artirmak igin tasarlanmis {irlinlerin gelistirilmesi ve pazarlanmasini kapsar. Cevre tanimi ise
sirketlerin ekolojik endiselere karst duyarli veya ¢evreye zarar vermeyecek sekilde tiriinler {iretmesi, tanitmast,
paketlemesi ve geri doniisiim cabalarina atifta bulunmaktadir. Her {i¢ tanimlama da ¢evre dostu olma iizerine

odaklanmaktadir.

Cevresel uygulamalar ve finansal performans arasindaki iligkiyi inceleyen gegmis caligmalar genellikle ¢ok agik
ve net sonuglar ortaya koyamamuglardir. Hackston ve Milne (1996) Yeni Zelanda’daki sirketlerin ¢evre ve sosyal
raporlarini incelemis ve bu raporlarin agiklanma oraninda sirketlerin biiyiikligiiniin ve iginde bulunduklari
endiistrinin 6nemli etkisi oldugunu fakat bu raporlarin agiklanma oraninin sirketlerin karliliklariyla ilgisi
olmadigini bulmuslardir. Freedman ve Jaggi (1988) ise en fazla gevre kirliligine yol acan dort endiistride hava
kirliligi raporlamanin ekonomik performans ile iliskisini incelemistir. Bunun i¢in 6nce kirlilik bildirim indeksi
olusturmus ve bu indeksin ekonomik performans iizerine etkisini 6l¢miistiir ve sonug olarak hava kirliligi bildirimi
ile ekonomik performans arasinda bir iligki bulamamistir. Patten (2002) firma biiyiikliigli ve endiistri siniflarin
kontrol ederek ¢evre performansi ile ¢evre raporlama arasinda anlamli bir iligki bulmustur. Pek ¢ok ¢alismadan
farkli olarak daha yiiksek toksik salimim seviyelerinin daha fazla ¢evresel raporlamaya yol acacagini one
stirmiigtiir. Al-Tuwaijri vd. (2004) finansal performans, ¢cevresel performans ve ¢evre raporlama arasindaki iligkiyi
incelemis ve iyi bir cevresel performans ve finansal karliligin beraber yiiriitilebildigi sonucuna varmistir. Cormier
vd. (2005) Alman sirketlerinde gevre raporlamayi etkileyen faktorleri aragtirmis ve risk, sermaye piyasalarina
giiven, ticaret hacmi ve miilkiyet gibi bilgi maliyetlerinin bir sirketin ¢evresel raporlamasinda etkisi oldugu

sonucuna varmis, sirket performansinin ise bir etkisini bulamamuistir.

3. YONTEM

Yesil pazarlama uygulamalarinin finansal performans iizerindeki etkilerini 6l¢gmek i¢in Oncelikle Tablo 1’deki
Yesil Pazarlama Indeksi Razeed (2015)’in kullandig1 cevresel indeksten uyarlanmustir. BIST XU100 endeksinde
yer alan ve analiz kapsamina giren sirketlerin 2016 yili mali performans gostergesini ifade eden oranlara iligkin
veriler Finnet programindan temin edilmistir. Mali performans gostergesini net karlilik marji, aktif karlilik orani,
Ozsermaye karlilik orani ve hisse bagina kar temsil etmektedir. Yesil pazarlama indeksi ve finansal performans

gostergeleri arasinda korelasyon analizi yapilmis ve sonuglar bulgular kisminda tartisilmastir.
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Tablo 1. Yesil Pazarlama indeksi

1. Cevre bilincinin beyani / varlig1 / agiklanmasi

2. Cevresel politika bildirimine uyumu izlemek i¢in atilan adimlar
3. Cevresel hedefler / standartlar

4. Cevresel hedeflere ulagim performansi

5. Cevresel duyarlilifi gelistirmek icin sirkette iistlenilen yapisal ve sorumluluk degisiklikleri
6. Cevre bilinci egitimi

7. Hiikiimet yonetmeliklerinin taninmasi

8. Cevresel departman ve personel varligi

9. Faaliyetlerin etkisinin kabul edilmesi

10. Cevresel yonetim sisteminin varlig

11. Cevresel programlar - restorasyon / rehabilitasyon

12. Topluluk projelerine katilim

13. Cevresel denetime uyumluluk

14. Cevresel yonetim sistemi denetimi

15. Cevresel programlar-gevresel denetimlere verilen karsilik

16. Cevresel muhasebe politikasi

17. Cevre koruma harcamalari

18. Gelecekteki ¢evresel harcama beklentisi

19. Fiili / sarta bagh ylkiimliiliiklerin degerlendirilmesi

20. Malzemelerin / enerjinin / atiklarin fiziksel birim analizi

4. BULGULAR

Kurulan modellerde bagimli degisken olarak kullandigimiz Net karlilik marji (NKM), aktif karlilik oran1 (AKO),
ozsermaye karlilik oran1 (OZSKO) ve hisse bagina kar (HBK), degiskenleri ile bagimsiz degisken olan yesil

pazarlama indeksi (YP) arasinda istatistiksel olarak anlamli hi¢bir korelasyona rastlanmamustir.

Tablo 2. Korelasyonlar

AKO YP HBK NKM 0ZSKO
Spearman'srho  AKO Korelasyon katsayisi 1.000 -.140 691™  |.694™ |.865™
Anlam (2-kuyruklu) . 183|000  |ooo  |.000
N 92 92 92 92 92
YP Korelasyon katsayist -.140 1.000 .096 -.108 .048
Anlam (2-kuyruklu) .183 . .362 .304 .647
N 92 92 92 92 92
HBK Korelasyon katsayisi 691" [.096 1.000 585" |.814™
Anlam (2-kuyruklu) .000 .362 . .000 .000
N 92 92 92 92 92
NKM Korelasyon katsayis1 .694™  [-.108 585" [1.000 637"
Anlam (2-kuyruklu) .000 .304 .000 . .000
N 92 92 92 92 92
OZSKO  Korelasyon katsayisi .865™  [.048 814™  [.637™ |1.000
Anlam (2-kuyruklu) .000 .647 .000 .000 .
N 92 92 92 92 92

**, Korelasyon, 0.01 seviyesinde anlamlidir (2 kuyruklu)
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Asagidaki yesil pazarlama indeksi frekans tablosu, sirketlerin ilgili bilgileri kamuoyu ile paylasip
paylasmadiklarini gostermektedir. %4.3 nispi frekansa sahip olan 4 sirketin bilgilerini paslagmadiklar
goriilmektedir genel itibari ile bu oranin diisiik oldugu sdylenebilir. Sadece bir sirketin tiim bilgileri eksiksiz
paylastigi goriilmektedir. Bilgi paylasim oranlarinda yigilmanin 16-18 skor araliginda gerceklestigi tespit

edilmistir. Orneklemin ortalama gdsterim skorunun 11,3 ve standart sapmasinin 2,98 oldugu bulunmustur.

Tablo 3. Yesil Pazarlama indeksi Frekans Tablosu

Kiimiilatif

Siklik Yiizde | Gegerli Yiizde Yiizde
0 4 4.3 4.3 4.3
1 9 5.4 5.4 9.8
2 4 4.3 4.3 14.1
3 2 2.2 2.2 16.3
4 1 1.1 1.1 17.4
5 g 6.9 6.9 23.9
6 4 4.3 4.3 28.3
7 2 2.2 2.2 30.4
8 2 2.2 2.2 32.4
9 2 2.2 2.2 34.9
10 5 5.4 5.4 40.2
11 4 4.3 4.3 44.6
12 S 5.4 5.4 50.4
13 3 3.3 3.3 53.3
14 5 5.4 5.4 58.7
15 3 3.3 3.3 62.(
16 9 9.8 9.8 71.4
17 12 13.0 13.0 84.4
18 8 8.7 8.7 935
19 5 5.4 5.4 98.9
20 il 1.1 1.1 100.4
Toplam 92 100.0 100.0
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HBK, AKO, NKM ve OZSKO degiskeninin bagimli YP degiskeninin ise bagimsiz degisken olarak yer aldig:

asagidaki basit dogrusal regresyon modelleri olusturulmustur.

HBK = o+ [1CD + € A 0= &+
NKM = Qo+ 0,CD + ¢

0ZSKO =yo+y1CD + €
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4.1. HBK Modeli:

Muhtemel degisen varyans ve otokorelasyon sorunlarinin varligi dikkate alinarak direncli standart hatalara dayali
bi¢cimde olusturulan ve asagida yeralan model sonuglarina gore YP degiskeninin negatif ama istatiksel olarak
anlamsiz olan model katsayis1 s6z konusu degiskenin HBK degiskeni iizerinde istatistiksel olarak 6nemli kabul
edilebilecek etkiye sahip olmadigini gostermektedir. Dolayisiyla modelin ¢aligmadigi kanaati olugmustur. Diger
yandan model hata terimlerinin Jarque Bera istatisti§inin kuyruk olasiligi sifira yakin oldugu i¢in normal
dagilmadiklarina hiikkmedilebilmektedir. Bununla birlikte hata terimlerinin otokorelasyon sorunu igermedigi (LM
test istatistigi kuyruk olasilig1 %5 ten biiyiik) buna karsin degisen varyans sorununun yasandigi (White istatistiginin
kuyruk olasilig1 %5 ten kiigiik) anlagilmaktadir. YP degiskeninin model katsayisi tahmininin anlamli olmamasinin

yan1 sira, yanl ve tutarsiz olabilecegi de sdylenebilir.
4.2. AKO Modeli:

Direngli katsay1 tahminlerinin yer aldigi regresyon modeli ¢iktis1 yukarida yer almaktadir. Negatif oldugu goriilen YP
degisken katsayr tahmininin yine yiizde 10 seviyesinde dahi anlamli olmadigi anlasilmistir. Dogrusal model
¢alismamaktadir. Bununla birlikte hata terimlerinin normal dagilmadigi ancak otokorelasyon ve degisen varyans
sorunlarini igermedikleri belirlenmistir. Bu durum 6nemsiz bulunan katsay1 tahmininin tutarli ve etkin olmasina karsin

yanli olabilecegine isaret etmektedir.
4.3. NKM Modeli:

Yukarida yer alan ilgili modelde direngli standart hata opsiyonuna dayali CD degiskeni model katsay1 tahmininin
%10 anlamlilik diizeyinde 6nemli oldugu anlasilmistir. Katsay1 tahminine gore CD degiskenindeki 1 birimlik
degisim net kar marjinda ters yonlii yaklasik %7,91'lik bir degisim meydana getirmektedir. %99 giiven diizeyinde
calistig1 6n goriilen bu modelin belirlilik katsayis1 %8,5 olarak hesaplanmistir. Ayrica normal dagilmayan hata
terimleri katsay: tahmininin yanli olabilecegini gosterirken, otokorelasyon sorununun yasanmamasi olumlu bir

bulgu olarak kabul edilebilirken diger yandan degisen varyans sorunu tespit edilmistir.
4.4. OZSKO Modeli:

Basit dogrusal regresyon modelimizin sonuglarina gore 6n goriilen dogrusal model iligkisi %10 seviyesinde dahi
anlamli degildir, model ¢aligmamaktadir. Ayrica normal dagilmayan hata terimleri yanli katsay: tahminlerine isaret

etmektedir. Hata terimlerinin otokorelasyon ve degisen varyans sorunu icermedikleri anlagilmaktadir.
5. SONUC

Bu calismada Borsa Istanbul’da yer alan ilk yiiz sirket incelenmis ve bu sirketlerin yesil pazarlama uygulamalar
incelenerek yesil pazarlama indeksi olusturulmustur. Bu sirketlerin finansal performansini incelemek adina net
karlilik marji, aktif karlilik orani, 6zsermaye karlilik oran1 ve hisse basina kar kullanilmis ve yesil pazarlama
indeksi ile finansal performansi olusturan bu degerler arasindaki iliski incelenmistir. Sonug olarak, Freedman ve
Jaggi (1988), Hackston ve Milne (1996) ve Cormier (2005)’in ¢aligmalarinda oldugu gibi Yesil pazarlama
uygulamalar1 ile mali performans gostergeleri arasinda istatistiksel olarak anlamli higbir korelasyona
rastlanmamigtir. Bunun sebeplerinden birisi yesil pazarlama uygulamalarinin heniiz ¢ok yeni olmasi nedeniyle

yeteri kadar bilinmemesi olabilir. Bir diger sebep de yesil pazarlama indeksi ya da finansal performans dl¢iimii
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i¢in daha farkl1 degiskenler kullanilmas: geregi olabilir. ileriki calismalar finansal performansi 6l¢mek icin Piyasa
Degeri/Defter Degeri, Borglanma Orani: Toplam Borg/Ozsermaye ya da Kaldirag Orani: Toplam Borg/Toplam
Aktif gibi farkli degiskenler kullanilarak gelistirilebilir. Yesil pazarlama indeksi de Global Reporting Initiative

tarafindan periyodik olarak yenilenen ¢evresel indeks yardimiyla olusturulabilir.
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THE SCOPE OF FIVE FACTOR PERSONAL THEORY
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Abstract

Personality traits have an important role on shaping the creative potential of the individual. In this study, it is aimed
to reveal the effects of the five factor model of personality, also known as Big Five, on individual creativity. In this
vein, data collected from five large-scaled firms operating in manufacturing industry, located around Kocaeli and
Istanbul, are submitted to regression analyses. Findings show that; openness to experience, extroversion,
conscientiousness have positive and significant effects on individual creativity, whileagreeableness is negatively
associated with individual creativity Moreover findings indicate that openness to experience is the most important

personality trait in terms of individual creativity.

Keywords: Personality, Creativity, Five Factor Model of Personality
1. INTRODUCTION

At the threshold of XXI. century, the ability to produce creativity and innovation in
today's business world emerges as an important element of sustainability and success for both
individuals and organizations (Mengili, 2007: 15, Yildirim, 2007: 110). The concept of
creativity as a feature that distinguishes the individual from others in the social life together
with professional life and which brings out different works and brings value to the work done
are effective elements in shaping the creative potential of the individual; has become an
important research topic (Bentley, 1999: 28, Minister and Grandfather, 2013: 8, Samen, 2008:
367)
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There is still not consensus regarding the source of creativity yet (Cekmecelioglu and
Eren, 2007: 18). However when the personality traits of creative individuals are examined; it is
obvious that the individuals with different personality traits show different levels of creative
success in different areas (Arslantas, 2001: 18, Minister and Biiyiikbey, 2013: 11, Woodman et
al., 1993: 297, Yildirim, 2007: 112, Giirtiz ve Gtirel , 2009: 364). Personality traits seem to have
a significant importance for increasing the creativity potential of the individual; (eg, Feist, 1998,
King et al., 1996, McCrea, 1987, Patterson et al., 2009: 12, Singh and Kaushic, 2015, Wolfradt
and Pretz, 2001), when international literature is examined. Despite the existence of a large
number of international studies on the relationship between the five-factor theory of personality
and innovation and creativity; we haven't met any regarding relationship between the five-

factor personality theory and creativity in Turkey.

In this study, reflections of personality traits on creative potentials of individuals is
examined within the context of five factors personality theory. We aim to reveal how
personality traits are connected with individual creativity. In the following section, general
information is given about the concept of creativity in addition to the pros and cons, the
components, the process of creativity, creative thinking and individual creativity. Then, the
concept of personality and personality theories are emphasized, and hypotheses about the
relationship between five-factored personality theory and creativity are developed. In the
research part, hypotheses are tested by using the IBM SPSS 22 program, which is operating in
the manufacturing sector in Kocaeli province and collected over the employees of five large
firms in the top 100 listed companies in Turkey. Finally, in the last part, the results are
presented; taking into consideration these results, the effects of the five factor personality
characteristics on individual creativity are discussed, and some suggestions for researchers and

professionals are offered.

2. THEORETICAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT

2.1. The Concept of Creativity

Creativity as a term etymologically is based on the Latin word "creare”; "Creativity" in
English, "Créer" in French; which mean "to find, to discover, to bring to the square, to give
birth or to create innovation"(Elden, 2004: 7, Minister and Grandfather, 2013: 6, Giiriiz and
Giirel, 2009: 362). Scientific developments and innovations, as an vital part of the knowledge

society, deeply affect our lives in every sense. In this process, the phenomenon of creativity is
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perhaps the driving force with the most critical presumption as the basis of the changes and
transformations of our time. The definitions of this multidimensional concept, are only
describing a direction or dimension of creativity; a consensus has yet to be fully reached on the
definition of the concept of creativity in the related literature (Yalcin, 2013: 12). Nevertheless,
despite some minor differences, definitions seem to have a similar quality (Eren and Giindiiz,

2002: 65)

According to Torrance (1974: 8) creativity is about that identifying problems,
inadequacies, deficiencies, incompatibilities and foreseeing them by developing solutions.
Hicks (1979: 261) describes the concept of creativity as a link between things that hadn’t been
connected before. Perhaps the most accepted definition of creativity belongs to Amabile et al.
(1996: 1155) Amabile et al. define (1996: 1155) as the production of new and useful ideas.
Shalley et al. (2000) conceptualize creativity, as "to produce, conceptualize or processes and
procedures that are developed, produced and conceptualized by working together by individuals
and groups ". According to another definition, creativity is the ability to put ideas together in an
original way, to merge, or to create extraordinary relationships between existing ideas that are
unknown to that day (Robbins and Coulter, 2012: 166).

When these definitions of creativity are taken in a holistic manner, creativity is often
called "creative thinking", "innovation™, "risk taking"”, "making difference"”, "going beyond
what is known", "abandoning the customary one" sharing "process. Creativity with effective
management has the potential to be an important tool in the creation of original ideas in business

life and in the solution of problems that impede progress (Birch and Clegg, 1997: 7).

2.2. The Antecedents of Creativity

Studies on creativity; the social environment around the most important element
influencing creativity, underpinning the view that all individuals - at least at a certain level -
have the potential to be creative. Amabile (1997: 42) argues that individual creativity depends
on three components, acknowledging that all individuals have at least an average level of
creative potential and that they can produce creative output in the environment they are in.
According to this view, individual creativity is the combination of individual expertise creative
thinking ability and motivation (Yalgin, 2013: 18). Figure 1 shows the three components of

creativity as well as the interactions amongst them.
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Figure 1 :Three Components of Creativity

Source: Teresa M. Amabile, "How to Kill Creativity". Harvard Business Review, 1998

Expertise: With expertise; knowledge about the technical process are mentioned
(Luecke, 2011). Expertise includes everything an individual knows and can do. The intelligence

and intelligence of the individual will bring about the creative performance (Yalgin, 2013: 18).

Motivation: Motivation consists of internal and external factors. This component, vital
to the creative process, is also called task motivation, is the internal motivation that one feels
about the work. External motivation; premiums, motivations made from outside by rewarding
behaviors in the form of promotions. On the basis of internal motivation; the job itself is

motivational and challenging due to the degree the difficulty, ultimately leading the individual
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to work and to be creative. The internal motivation that acts with any passion or interest has a

more significant effect on creativity than the rest (Yalgin, 2013: 19).

Creative Thinking Ability: This ability can be defined as the approach of individuals
to solve problems. Creative thinking is a function of personality traits and work style. Creative
thinking ability is dependent upon the personality traits of individuals in terms of independent
thinking, self-discipline, risk-taking, vigilance against uncertainty, and being confident in
disappointment (Yalgin, 2013: 18). Therefore, the following section focuses on the concept of

personality and its effects on creativity

2.3. The Concept of Personality

The most commonly used personality description in the article is Gordon Allport (1937);
Allport refers to personality as a dynamic process that allows the individual to adapt to the
environment. Within this process, develop and apply patterns of thought, emotion and behavior
based on cognitive assessments of the environment. These patterns make it different from others

as individuals.

Berens (1999: 1) explains the personality as characteristics and tendencies that are
persistent and cannot be easily explained by the biological situation or social environment
within the moment that they are determined, which determine the similarities and differences

in the reactions they give depending on the feelings, thoughts and behaviors of the individuals.

It is wanted to be expressed by the concept of personality is, in fact, the distinguishing
features of person's continuing attitudes forming behavioral and continuity direction (Saritas,
1997: 528).

According to another definition, personality is the whole of the emotional, motivational
and cognitive processes that influence how people behave and feel together with consistent
behavioral patterns stemming from the individual's personality (Burger, 2006: 23). According
to many researchers, mental, social and physical related to the individual (Taymur and
Turkicapar, 2012: 155). Because of this comprehensive content, there are a number of theories
and approaches developed on personality (eg psychoanalytic theory, biological approach,
behavioral approach, etc.). This study will focus on the five factor model, perhaps the most

commonly accepted classification of personality traits.
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At the same time, the five factor personality model, also known as "Big Five"; is based
on the basic assumption that the distinctions exhibited by individuals can be defined in all
languages in the world, reflected in words in spoken language, and that there can be a

classification that covers the personality structure of the person by way of these words.

These personality traits included in the Five Factor Personality Theory; "Extraversion™,
"Neuroticism / Emotional Stability”, "Openness / Openness to Experience"”, "Agreeableness”
and "Conscientiousness™ (Goldberg, 1992: 26, McCrae and Costa, 2008: 159, McShane and
Glinow, 2016: 30, Costa and McCrae, 1988: 853, McCrae and John, 1992: 175). When the table

is examined it is seen that each dimension consists of two extremes.

Table 1. Five Personality Dimensions of Five Factor Model

Personality Factors Features
Calm - Anxious Safe — Unsafe

Neuroticism Self-satisfied - self-pity
introverted - Socially Quiet - Talkative - Serious - fun loving

Extroversion

Ordinary - Authentic Realist - Dreamer - Easy Independent

Openness to Experiences

Stiff personality - Soft hearted - Skeptic - Trusting - Selfish

- Collaborative
Agreeableness

Counsiousness Neat - not neat, Unreliable - Reliable

Careless - Careful
Source: Atkinson et al. (1993), adapted from McCrae and Costa (1987)

2.4. The Relationship between Personality and Creativity
Extant literature is abound of studies concerning the effects of personality traits on

individual behavior and ultimately on creativity (Kaufman et al., 2013, Patterson et al., 2009,
Feist, 1998, McCrea, 1987, Wolfradt and Pretz, 2001, Singh and Kaushic, Bachtiar, 2008,
Myszkowski et al., 2015, Rothman and Coetzer, 2003, King et al., 1996, Widhiastuti and
Yuliasih, 2015, Sung and Choi, 2009). Within the scope of these researches, the distinctive
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features of creative people in their personality traits as well as creativity in the context of
personality traits have been have described (Bender, 2014: 21). The relations between the

factors of five factor personality theory and creativity are discussed below.

Extraversion: This personality factor; shows how individuals are social, active,
determined(Burger, 2006: 254, McShane and Glinow, 2016: 31, Faith and the Lieutenant, 2012:
288, South, 2012: 324, Hellriegel et al., 1995: 48; Goldberg, 1992). Creativity; at the same time
not responding to environmental changes, including deficiencies, inadequacies, and solutions
to problems; more extroverted individuals are expected to be better at capturing these
environmental assets. For example, research findings conductedon college students by Wolfradt

and Pretz (2001) support this view Therefore;

H1: Extraversion, as a one dimension of the five-factor personality traits, positively and

significantly affects individual creativity.

Responsibility: Responsibility is described as the personality trait that indicates self-
control, discipline, goal oriented and successive levels of individuals. Responsible individuals
are hardworking, punctual, organized, ambitious, determined, planned and programmed and
disciplined. The desire for success and an internal motivation that triggers that desire are also
related with responsibility (Tatlilioglu, 2014: 949, Burger, 2006: 255, Faith and Yerlikaya,
2012: 288, McShane and Glinow, 2016: 30). Based on the fact that Desire for success and
intrinsic motivation are fundamental characteristics of creative individuals; we expect that there
will be a positive and significant relationship between responsibility factor and creativity.

Therefore;

H2: The responsibility, as a one dimension of the five-factor personality traits,

positively and significantly affects individual creativity.

Neuroticism: Neurotic individuals are anxious, insecure, temperate, frequently

changing, self-pitying, emotional, and more prone to stress-related discomfort. (Burger, 2006:
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253, McShane and Glinow, 2016: 31, Faith and Landmark, 2012: 288, South, 2012: 324).
Creativity; is about seeing the same things from a different perspective, connecting ideas,
objects and concepts that haven't been connected before. It is unlikely that individuals who are
oppressed under anxiety, insecure, and intense stress load should exhibit such creative
performance. In this view, Feist (1998) also states that artists with low neuroticism are more

creative than those with high neuroticism. Therefore:

H3: The responsibility, as a one dimension of the five-factor personality traits,

negatively and significantly affects individual creativity.

Openness to Experiences : This personality factor is related to the fact that individuals
are very open to new experience / experience. Those who are considered open to experimenting;
have independent views and tend to question traditional values. Features such as strong
imagination, creativity, non-dependence on rules, versatile thinking and curiosity; these people
are striking (Tatlilioglu, 2014: 947, Burger, 2006: 254, Faith and Yerlikaya, 2012: 288, South,
2012: 324, McShane and Glinow, 2016: 31). It is widespread that experimentation is the most
common personality trait associated with innovation, and therefore creativity (Patterson et al.,
2009: 12). For example, Wolfradt and Pretz (2001) 's conclusion of a research on 204 college
students is supported by this suggestion of the relationship between openness to experience and
creative thinking. Therefore;

H4: Openness to Experiences, as a one dimension of the five-factor personality traits,

positively and significantly affects individual creativity.

Agreeableness: Agreeable individuals seem to be more docile, reliable, helpful,
generous, considerate, well-mannered, forgiving, compassionate and merciful. (Burger, 2006:
254, Faith and the Lie, 2012: 288, McShane and Glinow, 2016: 31, South, 2012: 325, McCrae
and Costa, 1987). Despite positive associations embedded in those statements; it is expected
that there will be a negative relationship between agreeableness and creativity as creativity
needs to be different and contrary to traditional ways of thinking. This expectation is in line
with Myszkowski et al.’s (2015) claim that harmony will lower the creativity of the individual.

Therefore;

H5: Agreeableness, as a one dimension of the five-factor personality traits, negatively

and significantly affects individual creativity.
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3. METHODOLOGY

3.1. Sampling, Data Collection and Measures

The research part of this study is carried out in the manufacturing sector around Istanbul
and Kocaeli as the industrial center of Turkey. A survey is conducted on five companies which
are among the top 100 companies in Turkey's list of Capital 500 in 2016. With random sampling
method, the survey forms were distributed to 600 employees from those five companies, and
241 were returned. In order to test the given hypothesis "Five-Factor Personality Inventory
Scale” developed by Goldberg (1992) is adopted to measure Five Factor Personality
Characteristics; in order to measure the individual creativity of employees; the creativity scale

developed by Balay (2010) is used.
3.2. Validity and Reliability

Even though we have adopted our measures from previous studies, they are subjected to
validity and reliability analyzes, For this purpose, the data are first subjected to the exploratory
factor analysis (EFA) using Spss 22.0. Following the elimination of problematic items, the
independent variable five-factor personality inventory appears to be distributed in an
Explorative Factor Analyses (EFA) model and the dependent variable creativity is included in
another EFA model. The factor loadings for all the questions in our scales ranged from 0.62 to
0.79, displaying a value of over 0.50. Moreover, the data are subjected to the cronbach alpha
test to test the reliability of our measurements. As you can see in Table 3, 0,74 to 0,90 by taking
values ranging from the threshold value is 0.70. The result is that our metrics provide the

necessary validity and reliability threshold values.

3.4. Hypothesis Testing

Regression analysis is used to test research hypotheses. In the regression analysis given
in Table 4, extroversion, responsibility, neuroticism, openness to experience and agreeableness
are independent variables, and individual creativity is a dependent variable. When the results of
the regression analysis are examined, we find that the regression model is totally meaningful (F
= 50,111, sig <0.01); it appears that the five-factor personality traits account for 51.6% of the
variation on individual creativity. When the results are examined for each independent variable;
the findings show that there are significant and positive relationships between
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openness to experience (B = 0,397, p <0,01), responsibility (B = 0,157; p <0,01) and
extroversion (B = 0,238; p <0.01) and creativity; while there is a negative and significant
association between agreeableness and creativity (f = -0,266; p <0.01). So H1, H2, H4 and H5
are supported. Contrary to our expectations, results provide no evidence in the support of the

relationship between neuroticism and creativity.

Table 4: Results of Regression Analysis Showing Five Factor Personality Attributes

on Individual Creativity

Independent Variables | Sig
Extroversion ,238** ,000
Responsibility ,157** ,002
Neuroticism -,043 ,386
Openness to Experiences  |,397** ,000
Agreeableness -,266** ,000

Dependent Variable: Creativity , R>=,516, F=50,111, Sig.=,000

**: p<0,01; *: p<0,05

4. CONCLUSION

In this study, we tried to offer a contribution to creativity literature by presenting a model for
academicians and practitioners to understand interrelationships among personality and
individual creativity from the perspective of five factor personality theory. The findings of the
study demonstrated that scales which are developed in western countries, are proper for an
emerging economy and eastern country; turkey. Measures demonstrated high validity and
reliability, and model results were similar with the empirical studies completed in developed
and western countries.
Specifically, this study empirically demonstrated the role of individual personality - five
factor personality theory- and on individual creativity in Turkish context. Our findings show

that openness to experience, extroversion, and responsibility traits are positively and
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significantly related with individual creativity; while there is a negative and significant
association between agreeableness and creativity. It was the openness to experience trait that
had the most significant impact on individual creativity. Surprisingly we couldn’t find any

significant interrelationship between neuroticism and creativity potentials of individuals.

The findings of this study cannot be taken as definite evidence because several
limitations to the study results deserve commentary. First, these results reported here emerge
from a local area- Kocaeli and Istanbul province-; results may differ for employees located on
different areas that are operating in different cultural, environmental and political conditions.
Second, our sampling is based on big sized manufacturing firms which mean that these results
reflect the attributes of manufacturing industries and big sized enterprises. Results may differ
for different industries and small and medium sized enterprises. Despite these limitations, this
study provides important implications from theoretical and practical perspectives. This study

shows that personality traits play an important role on creative potential of employees.
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111.ETIiK LIDERLIK, TUKENMISLIiK VE URETIM KARSITI i$
DAVRANISLARI ARASINDAKI iLISKILERIN INCELENMESI

Mehmet ARIKOK®®
Hiilya GUNDUZ CEKMECELIOGLU*
Ibrahim YIKILMAZ®
OZET

Bu calismada; iiretim karsit1 is davranislari iizerinde, etik liderlik ve tiikkenmislik algisinin dogrudan etkisi ile
birlikte etik liderligin iiretim karsiti is davranmislar1 {izerindeki etkisinde, tiikkenmislik algisinin aracilik roli
aragtirtlmaktadir. Literatiirde yer alan ¢alismalardan farkli olarak, etik liderligin tiretim karsit1 i davranislari
iizerindeki etkisinde tiikenmislik algisinin aracilik roliine odaklanilarak gelistirilen model ile literatiire katki
saglanmaya ve liderlere kolaylik saglayacak bazi ipuclarina ulasilmaya cahisilmistir. Uretim sektoriindeki
calisanlarin dretim karsiti is davranislarini, tiikenmislik ve etik liderlik algilart arasindaki etkilesimi 6lgmeye
¢alisan bu aragtirmanin 6rneklemi Ankara Sanayi Odasi’na {iye iiretim sirketleri olusturmaktadir. Arastirmada
yapisal model kurulmus ve yol analizi yapilmistir. Analizler sonucunda etik liderligin tiikenmislik ve {iretim karsiti
is davranislar {izerinde negatif yonde etkisi oldugu, etik liderligin tiretim karsiti is davranislari iizerindeki
etkisinde tiikenmisligin kismi aracilik etkisi oldugu ortaya ¢ikmustir.

Anahtar Kelimeler: Liderlik, Etik Liderlik, Tiikenmislik, Uretim Karsiti Is Davranmslart.

THE EXAMINING RELATIONSHIP BETWEEN ETHICAL LEADERSHIP BURNOUT AND
COUNTERPRODUCTIVE WORK BEHAVIORS:

ABSTRACT

This study is on mediation role of burnout in the relation between ethical leadership and counterproductive work
behaviors as well as direct effect of ethical leadership and burnout on counterproductive work behaviors. With a
different perspective from literature, contribution to literature and some hints for leaders to facilitate are aimed by
means of model developed focusing on mediation role of burnout. The sample of the study revealing perceptions
of employees in manifacturing industry on counterproductive work behaviors, burnout, and ethical leadership
contains manufacturing companies, member of Ankara Chamber of Industry. Structural model is established and
path analysis is conducted. Consequently, analyses reveal that ethical leadership has a negative effect on burnout
and counterproductive work behaviors and there is a partial mediation role of burnout in the relation between
ethical leadership and counterproductive work behaviors.

Keywords: Leadership, Ethical Leadership, Burnout, Counterproductive Work Behaviors.

GIRIS

Isletmelerin siirdiiriilebilir rekabet avantaj1 saglayabilmesi ve yasayabilir hale gelmesi eldeki kaynaklari
daha etkili, etkin ve verimli kullanmasina baghdir. Isletmelere rekabet avantaji saglayan bu kaynaklar
icerisinde beseri sermaye giderek daha 6n plana ¢ikmaya baslamistir. Teknolojideki hizli degisim,
kiiresellesme ve degisen misteri ihtiyaclar1 isletmeleri zorlarken, yaraticiligi yiiksek calisanlar
isletmelerin konumlarini saglamlagtirmakta ve daha ileriye tasiyabilmektedir. Bu dogrultuda degisen
anlayisla birlikte liderlik anlayis1 da evrim gegirmis ve daha insan odakli bir hal almustr.
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Hizmette mitkemmellikle birlesen insan odaklilik, etik degerleri daha 6n plana tasimstir. Ozellikle bilgiye
erisimin daha hizhi oldugu giiniimiiz is diinyasinda, g¢alisanlarin beklentileri de bu yonde degisim
yagamigtir. Evrensel ilkelerin toplumsal kiiltiir baglaminda uyarlanarak hizla yayildigir bir ¢evrede
calisanlar liderlerinden ahlaki degerlere saygi beklemekte, kisisel degerlerin korunmasim istemektedir.
Daha da oOnemlisi bu yonde liderlerin rol model olarak davraniglarinda tutarlilik gostermelerini
beklemektedir.

Giincel liderlik yaklagimlarindan dontisiimcii liderlik, otantik liderlik, hizmetkéar liderlik ve karizmatik
liderlik gibi pek cok liderlik tarzinin kavramsal ayrilmaz bir pargasi sayilan etik yonlii davraniglar ayr bir
liderlik tarzi olarak da karsimiza ¢ikmaktadir. Lidere duyulan giivenin temelinde gelisen etik liderligin,
yarattigl olumlu etik iklim marifetiyle pozitif orgiitsel tutum ve davraniglar iizerinde olumlu etkileri
bulundugu tespit edilmistir. Etik liderligin, orgiitsel tutum ve davraniglarin karanlik yiizii olarak
nitelendirilebilecek iiretim karsit1 is davraniglar1 gibi olumsuz tutum ve davraniglar lizerindeki etkisi tam
olarak ortaya koyulamamigtir. Oysaki, isletme kaynaklarmin azalmasinin oniine gecilmesi isletme
varliklarinin artirilmasi kadar 6nemli bir konudur. Pozitif 6rgiitsel tutum ve davraniglar tizerindeki olumlu
etkisi kabul edilen etik liderligin uygulanmasiyla yaratilacak etik iklimle, érgiitlerdeki olumsuz davraniglar
rahatlikla engellenebilir.

Bununla birlikte, etik liderligin orgiitsel tutum ve davranislar {izerindeki etkisinin dolayli oldugu yoniinde
daha kuvvetli bulgularin oldugu goriilmektedir. Ancak, liretim karsit1 is davraniglar iizerinde etik liderligin
etkisini dogrudan veya dolayli olarak aragtiran bir ¢aligmaya rastlanmamistir. Yapilan arastirmalar etik
liderligin tiikenmislik ve iiretim karsit1 is davranislari iizerinde, tiikenmisligin {iretim karsit1 is davraniglart
iizerinde etkileri oldugunu gostermekle birlikte ii¢iiniin bir arada yer aldig1 bir arastirma yapilmamistir. Bu
iic degiskeni bir arada ele alarak literatiire katki saglamayi1 amaclayan bu calismada iiretim karsiti ig
davranislariin bir belirleyicisi olarak etik liderlik ele alinmig ve bu iligkide tiikenmisligin oynadigi aracilik
rolii arastirilmistir. Bu dogrultuda ilk olarak arastirmanin degiskenleri kavramsal olarak tartigilmig ve
hipotezler iiretilmistir. Daha sonra aragtirma kismina iligkin bilgi verilmis ve bulgular elde edilmistir.
Caligmanin sonucunda, arastirmacilara ileriki ¢aligmalar igin oneriler sunulurken, sahadaki uygulamacilar
icin de bazi ipuglar verilmeye ¢alisilmaktadir.

1. Kavramsal Cerceve ve Arastirma Hipotezleri
1.1. Etik Liderlik

Etik liderlik literatiirii oldukga yeni bir aragtirma alamdir. Oyle ki, Stouten ve arkadaslar1 (2012) etik
liderligi, liderligin kesfedilmemis yani olarak tamimlanustir. Ozellikle 2000°li yillarda bankacilik ve
petrol sektorlerinde yasanan skandallar sonucunda daha on plana ¢ikan etik liderlik, orgiitsel yapi
igerisinde etik ilkelerinin yerlesmesi i¢in sorumluluk iistlenmektedir (Eisenbess, 2012: 791).

Skandallarin artmasi ve etik olmayan davranislarin siklagsmasi orgiitlerde liderlik sorununu giindeme
getirmistir. Bir orgiitiin etik kiiltiiriiniin temel 6zelligi liderlik oldugu (Trevifio vd., 1999) gibi etikligi
orgiitlerin giindemine tasityacak olanlar da ancak liderlerdir (Trevifio vd., 2000). Genel olarak, etik
liderlik liderin etik degerlere bagh kalmasi ve davranislarini etik degerlerle iligskilendirmesidir (Cuilla,
1998).

Etik lider, dogru ve diiriist davranis gostererek, adil uygulamalari siirekli glindemde tutan liderdir (Brown
vd., 2005). Etik liderler diiriistliik, samimiyet, ger¢ekgilik, insan odaklilik ve ahlaki degerler gibi erdemleri
tagiyan ve hayatinin her anin1 bu erdemlere gore yasayan kisilerdir. Etik liderler ¢alisanlara karst adil,
sefkatli, yardimsever davranislar sergileyerek ve adil bir ¢aligma iklimi yaratarak etik erdemin merkezi
haline gelerek, taklit edilmektedirler (Bandura, 1986: 207). Bu nedenle etik liderlik, kisisel davranisg, tutum,
sOylemler ve Kkisilerarasi iligkiler araciligi ile etik yoOnetim uygulamalarmin goésterilmesi, hayata
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gecirilmesi, ayrica ¢alisanlar ile kurulan ikili iligkilerle bu tiir tutum ve davraniglarin tesvik edilmesi ve
giiclendirilmesi olarak tanimlanmistir (Brown vd., 2005: 120). Etik liderlikte liderin diiriistligii bir
gereklilik olmakla birlikte, diiriistliigiin yani1 sira samimiyet, gercekeilik, insan odaklilik ve ahlaki degerler
gibi faktorler de yar almaktadir (Howell ve Avolio, 1992).

Etik liderlik; etikligi karar vermede, davranislarda, astlari etkilemede ve ortam olarak nitelendirilen
orgiitsel ve cevresel faktorlerin olusumunda bir biitiin olarak ele almaktadir. Nitekim, etik liderligin etik
iklim, etik karar verme, davranigsal etik ve iletisimsel etik olmak {izere dort boyut olarak ele alindigi
goriilmektedir (Brown vd., 2005; Brown ve Trevifio, 2006). Etik iklim esasen orgiitsel degerlerin ne
oldugu, ne tlir davranislarin uygun oldugu ve nasil davranilmasi gerektigini belirlemektedir (Mayer vd.,
2010: 9). Kisacasi, etik iklim bir orgiitiin etik degerlerinin ve calisanlardan beklenen davraniglarin
cercevesini ¢izmektedir (Kitapg1 ve Elgi, 2005). Etik karar verme, etik liderin dogru olan ile olmayan1 ayirt
ederek, etik kurallara uygun karar vermesi ve sonrasinda bu karar ile tutarli davranislarda bulunmasini
icermektedir (Turhan, 2007). Trevifio ve arkadaglar1 (2006: 952) davranigsal etigi genel kabul gérmiis
ahlaki davranis normlarina goére yargilanan bireysel davranis olarak tanimlamaktadir. Bu cercevede
belirlenmis toplumsal veya orgiitsel kurallara uygun olmayan davranislarin etik olmadig ifade edilebilir.
Diger yandan, etik liderligin temeli lider ile ast1 arasinda kurdugu saglikli iletisimdir. Lider ile izleyicileri
arasinda adil paylasimin yapilmasi ve sosyal miibadele ¢er¢evesinde uyumun saglanabilmesi bu saglikli
iletisime baglidir. Ahlaki degerlerin liderden asta taginmasinda iletisimin yeri olduk¢a 6nemlidir (Brown
vd., 2005).

Etik lider kararlarinda, eylemlerinde ve astlar1 etkileme siirecinde sosyal 6zelliklerini kullanan, astlarinin
menfaatini daha 6n planda tutan ve taraflarin haklarmi koruyarak onlara zarar gelmesini Onleyen lider
olarak tanimlanmaktadir (Gini, 1998). Etik liderler adil ve ahlakli davranarak dogru ve diiriist uygulamalar1
devam ettirmektedir (De Hoogh ve Den Hartog, 2008: 297). Liderlerin ahlaken {istiin karakter 6zelliklerine
sahip olmas1 kadar rol model olarak etigi davraniglarina da yansitmasi dnemlidir. Ancak bu sekilde, astlar
icin yonlendirici olabilir (Weaver vd., 2005). Zira liderlerini taklit etme egiliminde olan astlar liderleri
gozlemleyerek neyin iyi neyin kotii oldugunun ayirdina varabilmektedir (Kaptein ve Wempe, 2002). Bu
nedenle etik liderler soyledigi ile yaptig1 tutarli olan, giivenilir rol modeller olarak astlar1 tarafindan
izlenmektedir (Brown ve Trevifio, 2006).

Etik liderlik 6zelliklerini ve davraniglarini, etik liderin karar verme asamasinda dogru karari etik kurallart
gozeterek vermesi, etik kurallar ¢ercevesinde astlar ile iletisimi siirdiirmesi ve astlar1 etik ilkelere uygun
odiillendirmesi ve cezalandirmasi seklinde 6zetlemek miimkiindiir (Mayer vd., 2010: 8).

1.3. Uretim Karsit1 is Davramslar

Spector ve Fox (2002)’a gore iiretim karsit1 is davranislari, dogrudan orgiitii ve Orgiitiin paydaslarini
(yoneticiler, calisma arkadaslari, astlar, miisteriler vb.) hedef alan, bilingli bir sekilde yapilan ve zarar
verme niyetinin agik bir sekilde gosterildigi ya da gizlenerek yapildigi davramiglar olarak
tanimlanmaktadir. Saldirganlik ve hirsizlik gibi agikca yapilan davranislarla birlikte kurallara uymama
ve isini kasithl olarak yanlis yapma gibi daha pasif olarak nitelendirilebilecek davramislardan da
olusabilmektedir. Kisacasi, tretim karsiti is davranislari, orgiitsel fonksiyonlar1 iglevsiz birakarak
veyahut calisanlarin etkililigini azaltarak orgiite zarar vermektedir (Fox vd., 2001: 291).

Uretim karsit1 is davramslar1 genel olarak, drgiitsel normlara uymayarak orgiite ve drgiit paydaslarina
zarar vermeye yonelik davraniglar olarak tanimlanmaktadir. Marcus ve Schuler (2004: 648), bu tanimdan
hareketle tiretim karsit1 is davranislarinin olusmasinda; kasitli, zarar verme potansiyeli igermesi, yasalara
veya kurumsal politikalara aykiri olmasi ve yaratacagi faydanin, verecegi zarardan fazla olmamasi
kosullarinin ger¢eklesme sartin1 aramaktadir.
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Literatiirde 80’den fazla farkl1 iiretim karsit is davranisi tiirii bulunmaktadir. Ornegin, Gruys (1999) yaptig
literatiir taramas1 sonucunda, 87 farkl tiretim karsit1 is davranisi tiirii derlemistir. Bu dogrultuda, iiretim
karsit1 ig davraniglarini ele alan c¢aligmalarin; davranisin orgiite ve bireye karsi yoneltilmis olmasina,
davranisin siddetinin derecesine, kaynagia ve Orgiitsel normlar ihlal derecesine gore farklilagtig
goriilmektedir (O’Boyle vd., 2011: 41). Uretim karsit1 is davranislar: drgiite veya orgiit calisanina karsi
yapilabilmektedir (Spector, 1978). Isyerinde kasadan para alinmasi dogrudan 6rgiite yonelik bir davranis
iken, ¢alisma arkadasinin fikrinin sahiplenilmesi kisiye yonelik bir davranistir.

Robinson ve Bennett (1995) tarafindan iiretim karsit1 is davraniglari kisilere ve orgiite yonelik olmak tizere
iki boyutta ele alinmistir. Uretim karsiti is davramslarini iki faktorlii olarak ele alan Hollinger ve Clark
(1983) da davranislari; tiretimden sapma ve malzemeye zarar verme adlar1 altinda toplamistir.

Uretim karsit1 is davranislarim iki boyut olarak ele alan diger bir goriis de, davramslarin aktif ve pasif
olmak iizere tasnif edilebilecegini belirtmektedir (Buss, 1961). Neumann ve Baron (1998), iiretim karsiti
is davranislarimin ii¢ faktor altinda toplandigini belirtmistir. Arastirmacilar tarafindan bu {i¢ faktor;
diismanca davranislar, engelleme ve gizli saldirganlik olarak isimlendirilmistir. Gruys (1999) tarafindan
yapilan ve Gruys ve Sackett (2003) tarafindan dogrulanan faktdr analizi sonucunda; tiretim karsiti is
davraniglariin genel olarak onbir baglik altinda toplandig1, bu onbir faktdriin kisi-Orglit arasinda ve gorevle
ilgili olmak iizere temel iki boyutta ele alinabilecegi belirtilmektedir.

Konuyla ilgili literatiir incelendiginde, iiretim karsiti is davranislart ile ilgili en ¢ok kabul goren
boyutlandirmanin Spector ve arkadaslar1 (2006) tarafindan yapildig1 goriilmektedir. Bu boyutlandirmaya
gore Uretim karsiti is davraniglari; kotiiye kullanma, tiretimden sapma, sabotaj, hirsizlik ve geri ¢ekilme
olmak iizere bes boyutta incelenmektedir.

1.4. Etik Liderligin Uretim Karsit1 is Davramslar1 Uzerindeki Etkisi

Uretim karsit1 is davramislari, calisanlarin orgiitsel ortama iliskin algilarmin negatif oldugu durumlarda
ortaya ¢ikmaktadir (Kanten ve Ulker, 2013: 625; Kanten ve Ulker, 2014). Bu anlamda 6rgiitteki yonetim
tarzinin ve liderin yarattig1 iklimin galisanlar lizerinde tesiri fazla olacaktir. Nitekim, liderlik, Giretim karsitt
is davranislar1 gibi negatif orgiitsel davraniglarin hem belirleyicisi hem de Onleyicisi olarak ele alinan
faktorlerden biridir (Tepper vd., 2009; Thau vd., 2009; van Gils vd., 2015).

Yoneticilik tarzlarindan otokratik liderlik ile tiretim karsiti is davraniglariin pozitif iligkili bulunmasi,
olumsuz duygularin agiga ¢ikmasinda liderin roliinii ortaya koymaktadir (Kanten ve Ulker, 2013: 627;
Kanten ve Ulker, 2014). Etik liderligin de sapkin davranislar, isyeri zorbaligi gibi uygun olmayan
davranislar azalttig1 yoniinde tespitler bulunmaktadir (Mayer vd., 2009; Stouten vd., 2010; Avey vd., 2011,
Miao vd., 2012).

Liderlik tarzinin iiretim karsiti is davraniglar1 {izerindeki etkisi oldugu tespit edilmistir (Kessler ve ark.,
2013). Ozel olarak etik liderligin iiretim karsit1 is davranislar1 gibi olumsuz davranislar iizerinde ters yonde
etkisi oldugu belirlenmistir (Trevifio vd., 2000; Van Gils vd., 2015; Khokhar ve Zia-ur- Rehman, 2017).
Diger taraftan etik liderligin istatistiksel olarak anlamli bir etkisine rastlanilmayan calismalar da
bulunmaktadir (6r. Detert vd., 2007). Bu dogrultuda yukarida yer alan tartismadan ve kuramsal bilgiden
yola ¢ikarak asagidaki hipotez tiretilebilir.

H1: Isgorenlerin etik liderlik algilarinin iiretim karsit1 is davramslar {izerinde negatif yonlii bir etkisi
vardir.
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1.5. Tiikenmislik

Tiikenmislik her ne kadar ilk defa Bradley (1969) tarafindan kullanilmis olsa da kavrama iliskin teori
Freudenberger (1974) ve Maslach (1976) tarafindan gelistirilmistir. 1970’11 y1llarda birey ve orgiit tizerinde
yarattig1 etkilerin ¢cogunlukla olumsuz olmasinin fark edilmesiyle tiikenmislik 6nemli bir ¢aligma konusu
haline gelmistir (Stirgevil, 2006) ve saha arastirmalar1 1980’lerden sonra ivme kazanmstir (Schaufeli ve
Buunk, 1996: 313).

Tiikenmislik, duygusal taleplerin yogun oldugu ortamlarda uzun siire ¢aligmaktan kaynaklanan, fiziksel
ylpranma, isyerinde ¢alisanlara ve hayata kars1 olumsuz tutumlar gelistirilmesi gibi belirtilerin eslik ettigi
bir durum olarak ifade edilmektedir. TDK (2004) tarafindan “gliciinii yitirmis olma, ¢aba gdstermeme
durumu” seklinde tanimlanmistir. Benzer bir tanim yapan Schaufeli ve Buunk (1996:311) tilkenmisligi
tarif ederken yangin veya mum metaforunu tercih etmektedir. Yangin, yanmasi i¢in gerekli kaynaklardan
yoksun birakilinca nasil soniiyorsa, calisanlar da etki yaratacak kapasitelerini kaybetmeye basladiklarinda
titkenmislik sendromu yagamaktadir (Schaufeli vd., 2009).

Maslach (1998) tiikenmisligi fiziksel bitkinlik, kronik yorgunluk, is performansinda azalma, caresizlik ve
iimitsizlik duygular1 yasayan bireyde olumsuz bir benlik kavraminin gelismesi ile birlikte kisinin is
yasamina ve diger calisanlara karsi negatif tutumlar ile belirginlesen fiziksel, duygusal ve zihinsel bir
sendrom olarak tanimlamigtir. Maslach ve arkadaslar1 (2001) tilkenmigligi, ¢alisanin isine karst duydugu
ofke sonucunda, ise duyulan baglanmanin yok olmasi olarak tarif etmistir.

Freunderberger’e (1974) gore ise fazla odaklanmak enerji ve sosyal kaynaklarin tiikenmesine neden
olmaktadir. Bu agidan tiikenmislik, enerji kaynaklarmin belirli bir siire tiiketilmesi sonucunda olusan
kayiplar olarak ifade edilebilir (Hobfoll ve Freedy, 1993). Nitekim tiikenmigligin fiziksel belirtileri
arasinda tiilkenme, yorulma ve somatik rahatsizliklar, psikolojik belirtileri arasinda duygusal kaginma,
sosyal ortamlardan uzaklasma ve biligsel belirtileri arasinda ise iletisimde sinik davranislarda bulunma,
uzun saatler calistig1 halde az is yapabilme sayilabilir (Gorgievski ve Hobfoll, 2008).

Schaufeli ve arkadaslari (2009: 206) tiikenmisligin sektor gozetmeksizin, insanla ugragsin ya da
ugrasmasin, calisan yonetici, beyaz yaka mavi yaka, girisimeci yonetici ayrimi gozetmeksizin ¢aligma
hayatinda karsilasilan bir durum oldugunu belirtmektedir. Bakker ve arkadaglar1 (2004: 84) da ozellikle
duygusal tiikenmenin her meslek grubunda goriilebildigini vurgulamaktadir. Pines ve Aronson (1988) da
kavrami daha genis ele alarak, tiikenmislige duygusal kaynaklarin kullanilmasi gereken uzun dénemli
islerde karsilagilan bir durum seklinde yaklagsmaktadir.

Maslach (2003) kisilerin isyerindeki beklentileri karsilayamamas1 sonucunda ilk olarak duygusal yonden
tiikendiklerini ve kaynak yoksunlugu yasadiklarini belirtmektedir. Sonraki asamada savunma mekanizmast
gelistiren birey kendisi ile isi arasinda, ¢alisma arkadaslari arasina mesafe koymaktadir. Bu duyarsizlagsma
isin nitelikleri ile kisi yetenekleri arasinda duygusal bir mesafe de yaratmaktadir (Cordes ve Dougherty,
1993: 624). Boylelikle, kisi isinden baslangigtaki beklentileri karsilayamayacagi i¢in sogumaktadir.
Sonunda da yetenekleri konusunda, kisiler arasi iligkileri konusunda siiphe duymaya baslamaktadir (Leiter
ve Maslach, 1988). Leiter (1988) yiiksek duygusal tiikenmenin ancak duyarsizlasma ile birlikte performans
diisiikliigiine sebep oldugunu vurgulamaktadir.

Tiikenmislik ile ilgili 6nemli ¢aligmalar1 olan Maslach, tiikenmisligi isi geregi insanlarla yogun bir iliski
icerisinde olanlarda goriilen duygusal tiikenme, duyarsizlagsma ve diisiik kisisel basar1 hissi seklinde ii¢
boyut olarak tanimlamistir (Maslach ve Jackson, 1981; Maslach ve Jackson, 1986; Cordes ve Dougherty,
1993; Schaufeli ve Buunk, 1996; Maslach, 2003; Budak ve Siirgevil, 2005: 96).
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Belirli ¢aligma kosullaria uzun siire maruz kalma sonucunda yogun fiziksel, duygusal ve biligsel gerginlik
sonucu olusan yorgunluk duygusal tiikenme olarak tarif edilmektedir (Bakker vd., 2004: 84).

Bu asamada kisiler enerjilerinin kayboldugunu ve duygusal kaynaklarinin bittigini diisiinmektedir (Cordes
ve Dougherty, 1993: 623). Tiikenmisligin temel boyutu olarak ele alinan ve genis capli aragtirmalara konu
olan duygusal tilkenme durumunda calisanlar, fiziksel ve psikolojik olarak yetersizlestiklerini, agir1 yorgun
olduklarin1 ve tiikendiklerini ifade etmektedirler. Golembiewski (1989) duygusal tiikkenmeyi kisinin
duygusal olarak ugurumun kenarinda olmasi seklinde ifade etmektedir.

Bir sonraki asamada tiikenmiglik hissi biligsel siirecleri de olumsuz etkilemeye baglayarak kisinin
duyarsizlagmasina neden olmaktadir (Schaufeli ve Buunk, 1996: 315). Tikenmisligin bu evresi;
calisanlarin ise katilimlarinin iyice azaldigi, ideallerine son verdikleri, etkili ¢alisma kapasitelerinin ciddi
anlamda yikim ve erozyona ugradigi bir durumu temsil etmektedir. Bakker ve arkadaslar1 (2004:

84) duyarsizlasmay1 kisinin isinden, isi ile ilgili malzemelerden ve isin igeriginden sogumasi olarak
tanimlamaktadir.

Tiikenmislik siirecinin {i¢iincii boyutu olan diisiik kisisel basari hissi, ¢alisanlarin tiikenmislige yol agan
faktorler karsisindaki kisisel tepkilerine isaret etmektedir. Diisiik kisisel basart hissi, kisinin kendisini
olumsuz olarak degerlendirme egilimine girdigi bir ruh halini yansitmaktadir. Hatta kigi performansi
hakkinda olumsuz yargilarda da bulunmaktadir (Maden, 2013: 97). Diisiik kisisel basar1 hissi,
caligsanlarin kendilerini yaptiklari iste etkisiz ve yetersiz olarak algilamalari ile ilgili bir duygusal tepkiye
yol agmaktadir. Oyle ki, kisiler kendi yeteneklerinden siiphe duymakta (Y1ldiz, 2012), isinde ve kisiler
arasi iligkilerde basarili olamamaktadir (Cordes ve Dougherty, 1993: 623-624).

1.6. Tiikenmisligin Uretim Karsit1 is Davramslar1 Uzerindeki Etkileri

Tikenmiglik duygusuna kapilan calisanlar, orgiitleri ve meslektaglari tarafindan takdir edilmediklerini
diisiindiiklerinden, orgiitlerine karsi ilgileri azalmakta, yonetime, amirlerine ve ¢aligma arkadaslarina
kars1 agir elestirilerde bulunabilmektedirler (Schaufeli ve Buunk, 1996: 325). Diger taraftan Cropanzano
ve arkadaglar1 (1997) tarafindan da ortaya kondugu gibi iiretim karsit1 is davraniglar yiiksek seviyede
titkenmislige neden olabilmektedir.

Bolton ve arkadaglar1 (2012) kamu is¢ileri 6rnekleminde yaptiklar1 arastirmada duyarsizlagmanin iiretim
karsit1 is davranislarii dogru orantili olarak ayni yonde etkiledigini ve bu etkilesimde duygusal
tilkenmenin araci rolii bulundugunu tespit etmistir. Polatc1 ve Ozgalik (2013) bankalarda gérev
yapanlardan olusturulan bir orneklemde isyeri nezaketsizligi ile tiikenmislik arasindaki iliskiyi
arastirmis ve iki degisken arasinda pozitif bir etkilesim oldugunu bulmustur. Bu dogrultuda yukarida
yer alan tartismadan ve kuramsal bilgiden yola ¢ikarak asagidaki hipotez iiretilebilir.

H2: Isgorenlerin tiikkenmislik algilarinin iiretim karsiti is davranislari iizerinde pozitif yonlii bir etkisi
vardir.

1.7. Etik Liderligin Tiikenmislik Uzerindeki Etkileri

Tiikenmisligin temel belirleyicisi olarak farkli liderlik tarzlarin etkisi arastirilmistir (6r.; otantik liderlik:
Laschinger ve ark., 2012; 2013; doniisiimcii liderlik: Zopiatis ve Constanti, 2010). Lidere duyulan giivene
dayanan otantik liderlik ve doniisiimcii liderlik etik liderlikle benzerlik gdstermesi sebebiyle benzer
sonuclarin ortaya ¢ikmasi beklenmektedir. Diger bir ifade ile yoneticilerin etik davraniglar1 ¢alisanlarin
miisterilere ve ¢aligma arkadaglarina yoneltebilecegi olumsuz davraniglari engelleyici niteliktedir. Saglam
Ar ve Tuncgay (2010), Dertli (2014), Ayan (2015), Mo ve Shi (2015), Sigr1 ve Basar (2015) tarafindan
yapilan ¢alismalar da bu bulguyu desteklemektedir. Etik liderlik erdemli davraniglardan olusmasi nedeniyle
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liderin daha insan odakli bir yaklagimi benimsemesi sonucunda ¢alisanlarin iyilik hali {izerinde daha
olumlu sonuglar elde edilmekte, bu durum da c¢alisanlarin tikenmislik algisim1 negatif yonde
etkilemektedir. Bu dogrultuda yukarida yer alan tartismadan ve kuramsal bilgiden yola ¢ikarak asagidaki
hipotez iiretilebilir.

H3: isgorenlerin etik liderlik algilarmin tiikenmislik iizerinde negatif yonlii bir etkisi vardir.
1.8. Etik Liderligin Uretim Karsit1 is Davramslar1 Uzerindeki Etkisinde Tiikenmisligin Rolii

Literatiirde yapilan calismalar incelendiginde etik liderligin iiretim karsiti is davramislari {izerindeki
etkisinde tiikenmisligin roliinii arastiran herhangi bir ¢alismaya rastlanmamustir. Bu ¢alismanin literatiire
katkisinin 6nemini artiran bu bulgu ¢alismada olusturulan model ile desteklenmektedir. Etik liderligin ve
tilkenmisgligin ayr1 ayri Uretim karsiti is davraniglar tizerinde dogrudan etkilerinin var olmasi ve etik
liderligin de tiikkenmislik tizerinde etkisinin bulunmasi bu dogrudan iliskiler kapsaminda aracilik etkisi
olabilecegini akla getirmektedir. Bu durum da iiretim karsit1 is davranislarinin 6niine gegilebilmesi icin
caligma ortaminda yapilmasi gerekenlere yonelik bazi ipuglari verebilecektir. Bu dogrultuda asagidaki
hipotez iiretilebilir.

H4: Isgdrenlerin etik liderlik algilarini iiretim karsit1 is davranislar {izerindeki etkisinde tiikenmisligin
aracilik rolii vardir.

2. Ankara Uretim Sektoriinde Bir Uygulama

Is yasaminin temelinde yer alan etik liderlik birgok calismaya kaynaklik teskil etmistir ve halen de
etmektedir. Tiikenmisglik konusu da ¢esitli arastirmalarda farkli boyutlarda ele alinmistir. Ancak, iiretim
karsit1 is davraniglar1 konusu Tirk yonetim ve orgiitsel davranis yazinina yeni kazandirilmig bir kavram
olarak gboze carpmaktadir. Bu kapsamda, etik liderlik, tiikenmislik ve iiretim karsiti is davranislart
arasindaki iligkilerin incelenmesi aragtirmanin temelini olusturmaktadir.

Bu kapsamda c¢alismanin modelinin Sekil-1’de gosterildigi gibi olmasi ongorilmistiir. Arastirmada
bagimli degisken olan iiretim karsit1 is davraniglari tizerinde etik liderlik ve tiikkenmislik algisinin dogrudan
etkisi ile birlikte etik liderligin iiretim karsit1 i davranislan {izerindeki etkisinde tiikenmislik algisinin
aracilik rolii aragtirilmaktadir.
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Sekil 1:
Arastirma Modeli

2.1. Katilimcilar

Arastirmanin ana kiitlesini iiretim sektoriinde faaliyet gosteren ve Ankara Sanayi Odast liyesi olan 7300
sirket olusturmaktadir. Sirketlerin toplam istihdam sayis1 yaklasik 300.000 kisidir. %5 anlamlilik diizeyi
ve %95 giiven araligi esas alindiginda 384 katilimcidan elde edilen verilerin ana kiitleyi temsil etmesi
s0z konusudur. Bu nedenle, Ankara Sanayi Odasi’na iiye igyerlerinde galisan 750 goniillii katilimeidan
kolayda 6rneklem yontemiyle anketi doldurmalar istenmistir. Geri doniis yapan katilimer sayis1 400°e
ulasmustir. Ornekleme iliskin betimleyici istatistikler Tablo-1de yer almaktadir.

Katilimcilarin ¢ogunlugunu erkek (369 kisi, %92,2), lise ve dengi okul mezunu (219 kisi, %54,8), 39
yasindan kiigiik (242 kisi, %60,5), evli (269 kisi, %66,9) oldugu, 10 yildan daha az kideme sahip (279
kisi, %69,8) ve sendika tiyesi (390 kisi, %97,5) olmayan operator (308 kisi, %77,0) olusturmaktadir.

2.2. Arastirmada Kullanilan Olg¢ekler

Arastirmada verilerin toplanmas1 maksadiyla kullanilan soru formu, katilimeilarin demografik
ozellikleri, etik liderlik, tilkenmislik ve iiretim karsitt is davranisi Olgeklerine iliskin sorulardan
olugmaktadir. Arastirmada kullanilan oOl¢eklerin  tamaminda 5°1i  Likert derecelemesinden
yararlanilmistir. Olgekler, ¢alismanin degiskenlerinin teorik tanimlarma uygun ifadelerden olusan,
gegerlilik ve giivenilirlikleri daha dnceki ¢aligmalarda onaylanmig sorulardan olusturulmustur.

Yoneticilerin etik liderlik 6zelliklerini 6l¢mek icin Brown ve arkadaslari (2005) tarafindan gelistirilen
etik liderlik dlgegi kullanilmustir. Olgek, toplam 10 ifadeden olusmaktadir. Olgegin Tiirkgeye cevirisi,
gegerliligi ve giivenilirligi Tuna ve arkadaslar1 (2012) tarafindan gerceklestirilmistir. Arastirmacilar
tarafindan Olgegin giivenilirligine iliskin olarak Cronbach Alfa (a) katsayisi 0.92 seklinde
hesaplanmustir.

Uretim karsit1 is davranislarii 6lgmek amaciyla Spector ve arkadaslarmin (2006) gelistirdikleri Uretim
Karsit1 Is Davranislar: Olgegi kullanilmustir. Olgek, 33 sorudan ve bes boyuttan olusmaktadr.
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Olgegin Tiirkiye cevirisi, gegerlilik ve giivenilirlik calismas1 Ocel (2010) tarafindan yapilmis ve dlgegin
giivenirlik katsayis1 0,97 olarak hesaplanmistir.

Arastirmada katilimcilarin tiikenmislik diizeylerini 6l¢mek iizere; Maslach ve arkadaslar1 (1981) tarafindan
gelistirilen Maslach Tiikenmislik Envanteri (Maslach Burnout Inventory-MBI) kullanilmistir. Tiirkceye
Ergin (1992) tarafindan uyarlanan 6lcekte ii¢ boyuta ait i¢ tutarlilik katsayilari duygusal tiikenme i¢in .83,
duyarsizlagma icin .65 ve diisiik kisisel basari hissi i¢in .72 olarak tespit edilmistir.

2.3. Bulgular
Bu aragtirma kapsaminda olceklerin daha onceden gecerlik ve giivenirlik ¢alismasi yapildigindan yapi

gecerligi dogrulayici faktor analizi uygulanarak test edilmistir. Ayrica 6lgeklerin giivenilirlik analizi i¢in
Cronbach Alfa (a) kullanilmistir. Olgeklerin DFA sonuglari Tablo-2’de yer almaktadr.

Tablo 2: Olgeklerin Dogrulayic1 Faktdr Analizi Sonuglar

Model A2 Ap/sd  RMSEA  CFI  GFI RMR
Etik Liderlik Olcegi™ 90,108 3337 0078 0989 0958 0,018
UKID (Dért Faktorlii) Olgegi 4494870 10527 0,079 0595 0,761 0,155
UKID (Bes Faktorlii) Olgegi 3589209 7,906 0066 0675 0824 0,132
UKID (iki Faktorlii) Olgegi 3751,122 8953 0065 0626 0795 0,141
UKID (Ug Faktérlii) Olgegi 3706,627 4903 0053 0864 0918 0,072
Titkenmislik Olcegi 1331,196 4830 0048 0878 0905 0,071

RMSEA= Root Mean Square Error of Approximation; CFl= Comparative Fit Index; GFI= Goodness of Fit
Index; RMR= Root Mean Square.

* p<.05

o Modifiye edilmis modeldir.

UKID 6lgeginin iig farkli yapisinin dogrulanabilmesi maksadiyla yapilan analizler neticesinde yapisal
gecerliginin uyum indekslerinin kabul edilebilir sinirlar i¢erisinde olmadigi tespit edildiginden kesfedici
faktor analizi (KFA) yapilmasi gerekmektedir. Bu nedenle SPSS paket programi kullanilarak varimax
doéndiirme yontemiyle temel bilegsenler analizi yapilmigtir. KFA sonucunda 6rneklemin KFA i¢in uygun
olup olmadigini ve evreni temsil etme yetenegi olup olmadigini belirlemek amaciyla (Kaiser-Meyer-
Olkin) KMO ve Barlett Kiiresellik testi degerleri incelenmistir (Barlett, 1950; Kaiser, 1970). Hair ve
arkadaslar1 (1995) KMO degerinin 0,5’ten biiyiik ve Barlett Kiiresellik test degerinin anlamli olmasi
(p<0,05) gerektigini belirtmektedir. Bu ¢alisma kapsaminda yapilan KFA sonucunda 6rneklemin KFA
icin uygun oldugu ve evreni temsil ettigi sonucuna ulagilmistir (KMO=0,935; Barlett Kiiresellik
Testi=0,000). KFA sonuglar1 incelendiginde dlgegin dort faktor altina toparlandigi, ancak dordiincii
faktorde sadece iki soru yer aldigi ve sorularin faktor yiiklerinin bagka faktorler altinda da yer
alabilecegini gosterdigi tespit edilmistir. Nitekim Demircioglu ve Ozdemir (2014) tarafindan yapilan
0lcek uyarlama galismasinda da {iretim karsit1 is davraniglari 6l¢egi egitim orgiitleri igin ti¢ faktorlii bir
yapi1 sergilemistir. Bu dogrultuda KFA 6l¢ek ii¢ faktore zorlanarak tekrar edilmistir. KFA sonucunda
KMO ve Barlett Kiiresellik testi degerlerinin degismedigi gozlenmistir.
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Olgekte yer alan 12 sorunun birinci faktér altinda, 16 sorunun ikinci faktor altinda ve 5 sorunun iigiincii
faktor altinda toplandigi goriilmektedir. Demircioglu ve Ozdemir (2014) tarafindan boyutlar kétiiye
kullanma, ¢alma ve geri g¢ekilme olarak isimlendirilmistir. Bu ¢alisma kapsaminda ortaya ¢ikan
faktorlerin benzer bir yapi sergiledigi, ancak boyutlar altindaki 6l¢ek maddelerinin farklilastigi
gorlilmektedir. Birinci faktor altinda yer alan sorular incelendiginde bu faktdriin orgiite karsit is
davranislari olarak isimlendirilmesi daha uygun bulunmustur. ikinci faktordeki sorularin ise kisiler arasi
iligkilere iligkin olmas1 sebebiyle kisilere karsit is davraniglar1 olarak isimlendirilmesi daha uygun
goriilmiistiir. Sonuncu faktdrde ise diger yapilardaki gibi hirsizliga iligskin sorularin toplandig tespit
edildiginden bu faktoriin ismi hirsizlik olarak muhafaza edilmistir.

Bu arastirma kapsaminda etik liderlik 6l¢egine ait elde edilen giivenirlik degeri (Cronbach Alfa) 0,979;

iiretim karsit1 is davranislar1 6lgegine ait elde edilen Cronbach Alfa 0,973; titkenmislik 6lcegine ait elde
edilen Cronbach Alfa 0,914 olarak bulunmustur. Boyutlar bazinda giivenirlik katsayilar1 da duygusal
titkenme icin 0,936, duyarsizlasma icin 0,868 ve diisiik kisisel basar1 hissi i¢in 0,850 olarak hesap
edilmistir. Uretim karsit1 is davramislar1 dlgeginin boyutlar bazinda giivenirlik katsayilar: ise drgiite
karsit is davraniglari i¢in 0,957, hirsizlik igin 0,908 ve kisilere karsit davraniglar i¢in 0,963 olarak hesap
edilmistir. Nunnally (1978: 245) uygulamali arastirmalarda Cronbach Alfa katsayisinin 0.90’dan yukari
olmasinin 6l¢iim araglarin giivenilir oldugunu gosterdigini ve 0.70’den yukari olmasinin kabul
edilebilir oldugunu belirtmektedir.

Degiskenler Arasi iliskilere Iliskin Korelasyon Analizi Bulgular

Uretim sektorii calisanlarinin etik liderlik algis1, tiikkenmislik algis1 ve iiretim karsiti is davranislari
arasindaki iligkilerin belirlenmesi i¢in korelasyon analizi bulgular1 yer almaktadir. Korelasyon
analizinin yapilabilmesi icin Ol¢ek boyutlarinin genel ortalama puanlari hesaplanmistir. Boyutlar

arasindaki korelasyonlar Tablo-4’te gosterilmektedir.

Tablo 4: Degiskenler Aras1 Korelasyon Bulgulari

Cronbach
Boyutlar ort. | s.s. 1 2 3 4 5 6 7
y Alfa
1 |Etik Liderlik 3,56 | 1,09 0,979 1
2 |Duygusal Tiikenme | 2,10 | 0,94 0,936 -,486* 1
3 |Duyarsizlasma 2,02 | 0,92 0,868 -407* | ,844* 1
4 |Pusik Kisisel Basart| .o o9 0850 | -313*| 301 | 207*| 1
Hissi
g |Orgite Karsit 1,45 | 0,68 0,957 -404% | 359% | 250% | 276% | 1
Davraniglar
6 |Hirsizlik 1,21 | 0,44 0,908 -297* | 230 | ,245% | 205* | ,680* 1
7 |Kisilere Karsit 146 | 0,77 0963 | -221%| 160 | 084 | 157 | ;720 | 612% | 1
Davraniglar
*p<0,01
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Degiskenler arasindaki iliskiler incelendiginde, etik liderlik algisinin tiikenmislik algis1 ve {iretim
karsit1 ig davramiglart arasindaki iliskilerin ters yonlii oldugu goriilmektedir. Tiikenmislik algisi ile
tiretim karsit1 is davranislan arasindaki iliskiler incelendiginde, genel olarak dogru orantili ayn1 yonde
oldugu goriilmektedir.

2.4. Hipotez Testlerine fliskin Bulgular

Isgdrenlerin iiretim karsit1 is davranislarinin belirleyicilerini tespit etmek iizere yapisal esitlik modeli
yapilmustir. Araci degiskenin de roliiniin belirlenmesi maksadiyla Baron ve Kenny (1986) tarafindan
onerilen metodolojiye uygun olarak, 6ncelikle bagimsiz degiskenin bagimli degisken iizerindeki etkisi
arastirlmis, daha sonra araci degiskenin bagimsiz degisken iizerindeki etkisi incelenmistir. Ugiincii
olarak ii¢ degiskenin yer aldig1 model biitiinciil bir sekilde ele alinmis ve dogrudan ve dolayli etkiler
belirlenmeye ¢alisilmistir. Yapisal modellere iliskin uyum indeks degerleri Tablo-5’de
gosterilmektedir.

Tablo 5: Yapisal Model Analiz Bulgulari

Model Ay? Ay¥/sd | RMR | GFI CFI RMSEA
Etik Liderlik-UKiD 4398,757 4,411 0,071 | 0,918 | 0,931 0,066
Tiikenmislik-UKiD 6833,800 4,992 0,076 | 0,929 | 0,989 0,074
Etik Liderlik-Tiikenmislik 6833,800 4,992 0,076 | 0,929 | 0,989 0,074
Etik Liderlik-Tiikenmislik-UKiD 8198,720 4,237 0,080 | 0,866 | 0,915 0,081

* p<0.05
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1potezlert test etmek 1¢1n olusturulan modifiye edilmis yapisal model
Sekil-2’de yer almaktadir.
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Sekil 1: Etik Liderlik-Tiikenmislik Algisi-UKID Yapisal Modeli
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Etik liderlik algisinin iiretim karsit1 is davraniglari tizerindeki etkisinde tilkkenmislik algisinin roliinii tespit
etmek icin olusturulan yapisal model kullanilarak AMOS paket programi yardimiyla yol analizi yapilmis
ve sonuglar1 Tablo-6’da gosterilmistir.

Tablo 6: Etik Liderlik-Tiikenmislik Algisi-UKID Yol Analizi Sonuglari

Etik Liderlik-Tiikenmislik Algis1-UKID B S.E. P
Etik Liderlik - Duygusal Titkenme -0,485 0,046 | 0,000
Etik Liderlik - Duyarsizlasma -0,363 0,041 | 0,000
Etik Liderlik - Diisiik Kisisel Basar1 Hissi 0,104 0,028 | 0,000
Duygusal Tiikenme > (")rgiite Karsit Davramslar 0,104 0,026 | 0,000
Duygusal Tiikenme - Hirsizlik 0,174 0,242 | 0,078
Duygusal Tiikenme - Kisilere Karsit Davraniglar 0,374 0,124 | 0,234
Duyarsizlagma > Orgﬁte Karsit Davraniglar 0,024 0,078 | 0,096
Duyarsizlagsma - Hirsizhik 0,097 0,026 | 0,000
Duyarsizlagma - Kisilere Karsit Davraniglar 0,003 0,198 | 0,134
Diisiik Kisisel Basar1 Hissi > Orgiite Karsit Davramslar -0,414 0,170 | 0,015
Diisiik Kisisel Basar1 Hissi - Hirsizhik -0,29¢ 0,192 [ 0,028
Diisiik Kisisel Basar1 Hissi - Kigsilere Karsit Davramslar -0,72¢0 0,265 | 0,007
Etik Liderlik > Orgiite Karsit Davramslar -0,134 0,031 | 0,000
Etik Liderlik - Hirsizhk -0,084 0,026 | 0,001
Etik Liderlik - Kisilere Karsit Davranislar -0,126| 0,045]| 0,005
*p<0.05

Tablo-6’da yer alan yol analizi bulgular1 incelendiginde hipotezlere iliskin asagidaki bulgulara ulasmak
mimkiindiir. Etik liderlik algisinin tiretim karsit1 is davranislar1 lizerindeki etkisinde anlamlilik olarak
herhangi bir degisiklik olmadig i¢in tam aracilik etkisinden bahsetmek miimkiin gériinmemektedir.

Diger taraftan etik liderlik algisinin iiretim karsit1 is davraniglar {izerindeki etkisini gosteren regresyon
katsayilariin degismesi kismi aracilik etkisini akla getirmektedir. Bu nedenle, kismi aracilik etkisinin
belirlenebilmesi maksadiyla Sobel testi yapilmistir. Etik liderlik algisinin oOrgiite karsit davramislar
iizerindeki etkisinde duygusal tiikenmenin kismen araci olup olmadigini belirlemek maksadiyla yapilan
Sobel testi sonucunda kismi aracilik etkisi oldugu tespit edilmistir (Sobel testi: -3,67, p<0,05). Benzer
sekilde etik liderlik algisinin Grgiite karsit davranislar tizerindeki etkisinde diisiik kisisel basar1 hissinin
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kismen aract olup olmadigini belirlemek maksadiyla yapilan Sobel testi sonucunda kismi aracilik etkisi
oldugu tespit edilmistir (Sobel testi: -2,01, p<0,05).

Etik liderlik algisinin hirsizlik davranisi tizerindeki etkisinde duyarsizlasma algisinin kismen araci olup
olmadigini belirlemek maksadiyla yapilan Sobel testi sonucunda kismi aracilik etkisi oldugu tespit
edilmistir (Sobel testi: -3,43, p<0,05). Benzer sekilde etik liderlik algisinin hirsizlik davranisi iizerindeki
etkisinde diisiik kisisel basar1 hissinin kismen aract olup olmadigini belirlemek maksadiyla yapilan Sobel
testi sonucunda kismi aracilik etkisi olmadigi tespit edilmistir (Sobel testi: -1,39, p>0,05). Etik liderlik
algisinin kisilere karsit davranislar {izerindeki etkisinde diistik kisisel basar1 hissinin kismen araci olup
olmadigimi belirlemek maksadiyla yapilan Sobel testi sonucunda kismi aracilik etkisi oldugu tespit
edilmistir (Sobel testi: 2,16, p<0,05).

Genel olarak duygusal tiikenmenin tiretim karsiti is davraniglari iizerinde bir etkisi bulunmadigi, etik
liderligin iiretim karsiti is davranislar tizerindeki etkisinde duyarsizlasmanin ve diislik kisisel basari
hissinin kismen aracilik ettigi sonucuna varilmistir.

Sonuc ve Oneriler

Calismada uygulanan nicel yontemle elde edilen veriler genel olarak degerlendirildiginde, iiretim
sektoriinde c¢alisanlarin etik liderlik algilarinin yiiksek, tiikenmislik algilarin ve {iretim karsiti is
davranislarimin diisiik seviyede oldugu, ancak diisiik kisisel basari hissinin nispeten yiiksek oldugu
goriilmektedir. Ayrica, tretim karsiti is davraniglarinin demografik faktorlere gore farklilagmadigi da
ortaya ¢ikmustir. Diger yandan etik liderligin tilkenmiglik ve {iretim karsit1 is davraniglarini azaltici bir
etkisi oldugu, etik liderligin {iretim karsit1 is davraniglar1 tizerindeki etkisinde tiikenmisligin kismi aracilik
rolii bulundugu belirlenmistir.

Arastirmada elde edilen sonuclar ve yapilan gézlemler sonucunda, iiretim sektoriinde calisanlarin orgiite
karsit is davraniglarini daha fazla sergiledikleri, liderlerin etik iklim yaratmasi, kararlarinda etik degerlere
onem vermesi, davranislarinda rol model olmalar1 ve iletisim kanallarin1 ag¢ik tutmasi durumunda
calisanlarin iiretim karsit1 i davraniglariin azaldigi anlasilmaktadir.

Ancak etik liderlik 6zelliklerinin ve etik liderin davraniglarinin ne olmasi gerektigi yoniinde bir belirsizligin
oldugu da muhakkaktir. Nitekim, 6zellikle saha uygulamasi esnasinda yapilan goézlemler, odak grup
caligmas1 ve yerinde inceleme ziyaretlerinde ¢alisanlarin etik kavramini1 dahi tam olarak algilayamadigi
goriilmektedir. Etiklikten bahsedebilmek i¢in kisilerin asgari regiilasyonlara uyum saglamasi dnemlidir.
Bununla birlikte liderlerin tutarli davraniglarla 6rnek olmasi etik liderligin temel kriteridir. Caliganlardan
etik liderlige 6rnek davraniglan ifade etmeleri istendiginde 6rneklerin g¢esitlendirilemedigi goriilmiistiir.
Agirlikli olarak yetkinligi olmasa da bazi ¢aliganlara muhtaglik durumundan kaynakli igletme sahiplerinin
yardim etmesi 6rnek verilmektedir. Ancak ahlaken veya toplumsal normlardan kaynaklanan sebeplerle bu
sekilde davranan bir liderin etik oldugundan bahsetmek zorlama olabilir. Literatiirde de bu belirsizligin
hakim oldugu agikardir.

Buradan hareketle ¢alisanlarin psiko-sosyal gereksinimlerini karsilayarak onlara deger atfeden, orgiitsel
politikalara katilimimi tesvik eden, calisanlarmi giiclendirerek onlarin yetkinlik kazanmasini saglayan,
onlar1 gelistiren liderlik anlayisinin ¢caligma ortaminin huzuruna, isgiicli verimliligine, ¢calisanlarin bireysel
mutluluguna ve isletmenin siirdiiriilebilir rekabetine katki saglayacag belirtilebilir. Isgdrenler tarafindan
calisma arkadaslarina ve orgiitlerine yonelik olumlu algi gelistirilebilmesi i¢in oOrgiit icerisinde agik
iletisimin yaratilmasi, katitlimciligin tesvik edilmesi ve gergekgi beklentilerin olusturulmast Gnemli
goriilmektedir.
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Liderin calisma ortamini huzurlu hale getirmesi tek basina anlam ifade etmeyecektir. Yapilan gozlemler
ve incelemeler ¢alisanlarin davranislarini olumlu veya olumsuz olarak ayirt etmekte giicliik ¢ektigine isaret
etmistir. Ornegin, ¢ocugunun okul ddevini isyeri bilgisayarinda yaparak isyerine yazicidan ¢ikt1 almay1
hemen hemen tiim calisanlar olagan saymaktadir. Benzer sekilde isyerinde kullanilmak iizere dagitilan
kalem gibi malzemeleri esine dostuna dagitan ¢alisanlarin ¢oklugu kimseyi sarsitmamaktadir. Yapilan
caligmalarla elde edilen tespitlere gore isletmelerin varligini azaltan diger uygulamalar ise su sekilde ortaya
¢ikmustir. Isletmelerin neredeyse tamaminda dedikodu kiiltiiriin bir pargasi halini almistir. Deneyimli ve
kidemli ¢alisanlar yeni ise baslayanlara isle ilgili yeterince bilgi vermemektedir. Hatta ¢alisanlardan birisi
“Bana da kimse dgretmedi. Oyle hazira konmak olmaz.” seklinde bir gerekge belirtmistir.

Isletmelerde rastlanan diger bir durum da c¢alisanlarin isleri diger ¢alisma arkadaslarina 6gretmek
istememesidir. Gozlemler esnasinda bir isletme sahibi {iretim sefi i¢in “Kendinden sonra gelecek kimseyi
yetistirmiyor, ne yapacagiz bilemiyorum.” seklinde ifadeler kullanmistir. Kurumsal menfaat ve isletmenin
yasayabilir hale gelmesi i¢in kurumsal hafizanin olusmasi sart iken ¢alisan kendisinin daha uzun vadeli
giivencesini saglamak maksadiyla bagka bir ¢calisana bilgi aktarmaktan, onu yetistirmekten kaginmaktadir.
Bu sekilde isletmedeki vazgegilmez eleman, teknik konulara hakim tek calisan payesi ile istihdaminm
garanti altina almaktadir. Gézlemler esnasinda emekli oldugu halde ayni iste ¢alismaya devam edenlere
rastlanmasi ve diger calisanlar tarafindan yOnetimin veya sirket sahibinin sadik elemani yakistirmasi
yapilmasinin muhtemelen nedeni de bu olabilir. Bu hali ile hangi kademede olursa olsun yoneticilerin etik
liderlik 6zelliklerinden bahsetmek de oldukga giictiir.

Esasen bunlarin hepsi iiretim karsiti is davraniglarindan hirsizliga birer 6rnek teskil etmektedir. O halde
liderin etikligi kadar izleyicilerin etikligi de sorgulanacak derecededir. Saha arasgtirmasi esnasinda
karsilagilan bir olay ¢alisanlarin etiklik konusundaki anlayisini1 daha net ortaya koyacaktir. Bir isletme
sahibi tarafindan yakin zamanda calisanlarina yaptig1 liderlik anketleri paylasilarak inceleme firsati
saglanmistir. Etik liderligin beklentilerinin temelinde liderin izleyicileri ile iletisimi gelistirmesi,
katilimciklarini artirmasi, ¢alisma kosullarini iyilestirmesi ve etkili paylasimda bulunmasi gelmektedir.
Anket uygulamalar1 bu anlamda kullanisli birer arag olarak fayda saglayici olabilmektedir. Ne var ki,
incelenen ornekler calisanlarin etik kavramindan ne kadar uzak oldugunu gostermistir. Calisanlar
kimliklerini belli etmedikleri ankete yoneticileri hakkinda kiifre varacak kadar olumsuz ifadeler
kullanmaktan c¢ekinmemistir. Bu ve benzeri durumlar tretim karsiti is davranislarinin sadece somut
sonuclar doguracak sekilde meydana gelmeyecegine de isaret etmektedir. Bu nedenle isletmelerin etik
iklim yaratmalar1 g¢alisanlarin algi, tutum ve davranislari yonetmek agisindan temel misyon haline
dontismektedir. Bu sekilde ¢alisanlarin motivasyonlarini ve yeteneklerini de yonetmek miimkiin olacaktir.

Davranissal boyutta isletmelerde Kkarsilasilan sorunlarin basinda dedikodular gelmektedir. Kimi
arastirmacilara gore orgiit kiiltliriiniin bir pargasi olan dedikodu yoénetilemedigi takdirde calisanlar arasi
iletisimi zayiflatmakta, tiikenmislik sendromuna yakalanan ¢alisanlar duyarsizlasmakta ve {iretim karsiti ig
davranislarina yol acabilmektedir. G6zlem ve incelemeler esnasinda isletmelerdeki dedikodunun durumu
ve kaynagina iliskin bazi ipuglar elde edilmeye calisilmistir. Bu ¢er¢evede dedikodunun kaynagini adil
olmayan uygulamalarin olusturdugu ifade edilebilir. Dedikodu yapmanin hakli bir yani olmamakla birlikte
ortadan kaldirilma ihtimali de miimkiin gérinmemektedir. Bununla beraber, iyi yonetim becerileri ile
uygun yonetilmesi fayda saglayici olabilir. Bu noktada etik liderlikten yararlanilmasi s6z konusu olabilir.
Lider ile izleyicileri arasindaki iletisim problemlerinin giderilmesi, bilgi Ve iletisimin artirilmasi, liderlerin
kararlar seffaf bir sekilde izleyicileri ile paylasmasi, onlarin kararlara katilimini tesvik etmesi, isletmeye
katki saglayici fikirlerin gelistirilmesine olanak taninmasi bu kapsamda yapilabilecek faaliyetlerdendir.

127



International Conference on Global Competition and Innovation Management (ICGCIM 2017)
November 9-11, 2017 Istanbul University, TURKEY

Calisanlarin olumsuz davraniglart isletmenin fiziki sinirlar1 icerisinde kalmayip, kurumsal itibari
zedeleyecek sekilde tiim paydaslara yayginlasabilmektedir. Inceleme ziyaretleri ve saha arastirmasmda
calisanlarin isletmeleriyle 6zdeslesip 6zdeslesemedikleri konusunda, bir kisim ¢alisanin sosyal hayatinda
da isletmeleri aleyhine konustuklarim ifade ettikleri gdzlenmistir. Isyeri hakkinda olumsuz konusmalar,
toplumsal algiy1 olumsuz etkileyecegi igin kaliteli isgiiclinii uzak tutabilecektir. Etik liderligin temel
ilkelerinden olan calisanlara deger verildiginin hissettirilmesi oldugu i¢in, etik liderlik tarzinin
uygulanmasi ile kurumsal itibara da olumlu katkilar saglayabilecektir.

Calisanlarin, 6zellikle nitelikli ¢alisanlarin, elde tutulmasi isletmelerin siirdiiriilebilir rekabet avantaji
saglamasinin temel taglarindandir. Etik iklimin yaratilamadigi ¢alisma ortamlari nitelikli elemanlarin
isletmeden uzaklagsmasina da neden olabilmektedir. Buna ilaveten nitelikli elemana diger calisanlar
tarafindan tiretim karsit1 is davranisi gostermesi bu siireci daha da hizlandirabilmektedir. Calisanlarin bu
sekilde davranmasinin altinda yatan nedenlerden birisi nitelikli elemanin {istiin performansinin diger
calisanlarda diisiik kisisel basar1 hissi uyandirmasi olabilecegi akla gelmektedir. Ayrica nitelikli
elemanlarin beseri iliskileri yonetmede de basarili olma ihtimalleri yliksektir. Odak grup calismasinda bir
operatdriin paylasimi bu konu bakimindan ilgi ¢ekicidir. Daha 6nce calistig1 bir igyerinde etik liderlik
ornegi sergileyen orta kademe bir yoneticiye bir kisim caligan tarafindan gigek gibi bir hediye alinmasi
diger yoneticileri rahatsiz etmis ve ¢alisanlara hos goriilmeyecek derecede sozler sarf edilmis, rencide
edilmigtir.

Yukarida siralanan 6rnekler, nicel ve nitel arastirma sonuglar1 beseri sermayenin oynadig: etkili role isaret
etmektedir. Bu sebeple isletmelerde yenilikgi insan kaynaklari uygulamalarina ihtiyag duyuldugu ortadadir.
Bu agidan diisiiniildiigiinde, ise alim siirecinden isten ayirmaya kadar tiim uygulamalarda etik liderligin
yansimasi goriilmelidir. Ancak bu sekilde bir biitiinliik icerisinde yapilacak uygulamalarla etik iklim
yaratilabilir, calisanlarin davramislari, motivasyonlar1 ve yetenekleri yonetilebilir. Ornegin; 6z-kontrolii
yiliksek isgorenlerin tercih edilmesi yoniinde insan kaynaklar1 politikasinin benimsenmesi mevcut
isgorenlerin liretim karsit1 is davraniglarinin engellenmesine yonelik cabalardan daha az maliyetli olacaktir.

Uretim karsit1 is davranislarinin ortaya cikmasinda ve sonrasinda calisanlarin davranislarimi yoneltecegi
hedef agisindan amir pozisyondaki kisilerin eyleminden dolay1 6rgiite yonelmesi veya orgiitsel politikadan
kaynaklanan sorunlardan dolay1 kisilere yonelmesi problem alani olarak durmaktadir. Calisanlarin lider-
izleyici iliskisinde kim ile iletisim saglayacaginin, kime raporlama yapacaginin agik¢a belirtilmesi
belirsizligi ortadan kaldirabilecektir.

Performans yonetimi agisindan diisiik kisisel bagar1 hissinin ortadan kaldirilabilmesi igin liderlerin
astlarinin gelisim planlarin1 yapmalar, geri bildirimi yaparken yargilayici olmadan destekleyici, katilimci
ve isbirlik¢i yaklasimla yol gosterici olmalart gerekmektedir. Katilimeiligin tesvik edildigi,
odiillendirmenin motive etmek i¢in kullanildig1 ve yetki-sorumlulugun dengelendigi bir liderlik anlayist
calisanlar1 giiclendirecek ve ¢alisanlarin tiikenmislik algilarini azaltabilecektir.

Bireylerin yenilikgi davranig sergilemelerini saglayacak, farkliliklarin1 ortaya koyabilecekleri
uygulamalara yer verilmesi, kendilerini ger¢eklestirmelerini saglayabilecektir. Bu tiir davranislarin ortaya
¢ikmast etik liderlik gibi giincel liderlik yaklasimlariyla miimkiin olabilmektedir. Orgiitsel amaglara
ulagilmasi i¢in vizyonuyla izleyenlerine ilham kaynagi olan lider ¢alisanlarin isletmenin rekabet avantaji
elde etmesine katki sunabilir. Boylelikle ¢alisanlarin tiretim karsiti is davraniglarinin da 6niine gegilebilir.

Arastirmada elde edilen bulgularin yalnizca 6rneklem kapsaminda degerlendirme yapilan iiretim
sektoriinde ¢alisanlara yonelik olmasi 6nemlidir. Ancak ¢alisanlarin anket formuna verdikleri cevaplarin
miiteakip siirecte aleyhlerinde kullanilabilecegine iliskin algilari ile birlikte ankete yanli ve sosyal
begenirlik kaygisi ile cevap verme ihtimali bu arastirmanin en temel sinirliligini olusturmaktadir. Kesitsel
bir tasarima sahip olan uygulamanin sonuglar1 degerlendirilirken ve genellenirken bu kisitin goz oniinde

128



International Conference on Global Competition and Innovation Management (ICGCIM 2017)
November 9-11, 2017 Istanbul University, TURKEY

bulundurulmas: gerekmektedir. Ayrica arastirmada iiretim sektoriiniin genel olarak ele alinmas1 diger
sinirliligr olusturmaktadir. Uretim sektdriiniin de kategorize edilerek (8rnegin gida, kimya, celik, tibbi
medikal gibi) daha spresifik bulgulara ulasmak miimkiin olabilir. Bu durum da ileriki arastirmalar igin
calisilabilecek bir konu olabilir.

Arastirmanin bir diger kisiti da arastirmada kullanilan 6lgme araglarina iligskindir. Maalesef ulusal
literatiirde etik liderligin 6zelliklerini belirlemeye yonelik ¢alismalarin yetersiz oldugu ortadadir. Diger
taraftan yabanci literatiirde gelistirilerek Tirkge’ye uyarlanan bir Olgme aracinin islevselligi de
sorgulanabilir. Toplumsal kiiltiiriin baskilayici roliinden dolay: 6l¢eklerde kullanilan ifadeler ¢ogu zaman
anlasilmaz oldugu gibi kendi kiiltliriimiiz agisindan anlamini da kaybedilmektedir. Bu noktada toplumsal
kiiltiirle uyumlu 6zgiin 6l¢eklerin gelistirilmesi literatiire daha fazla katki saglayici olacagi gibi aragtirma
yapilan konu hakkinda daha somut ve tutarli sonuglar elde edilmesine de imkén verecektir.

Arastirmada tliretim karsit1 is davraniglarinin 6nciillerini belirlemeyi amaglayan bu ¢alismada etik liderligin
ve tiikenmisligin ayr1 ayri etkisi ile birlikte tiikenmisligin araciligiyla etik liderligin dolayl etkisi oldugu
tespit edilmistir. fleriki arastirmalarla bu ¢aligmada 6nerilen modelin farkli 6rneklemlerde test edilmesi,
modele bireysel, 6rgiitsel ve ¢evresel faktorlerin dahil edilmesiyle ¢alisma modelinin genisletilmesi, tiretim
karsit1 is davraniglarinin sonuglarinin da modele dahil edilmesi 6nerilebilir. Ayrica kesitsel ¢aligmalardan
kaynaklanan sosyal begenirlik gibi etkilerin azaltilmasi i¢in deneysel ya da boylamsal g¢alismalarin
yapilmasi da literatiire katki saglayacaktir.
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TUKETICI YENILIKCILIGININ MARKA SADAKATI
UZERINDEKI ETKISI
OZET

Gilinlimiiz is diinyasinda, degisimin daha dnceki donemlere gore daha hizli olmasi ve
gelecegi tahmin etmenin giderek zorlagsmasi, isletmelerin oldukca rekabet¢i olan bir ortamda
varliklarin1 devam ettirebilmesi, yeni pazarlara girebilmesi, mevcut pazarlarda biiyiimeyi
devam ettirebilmesi, verimliligini ve karliligin1 artirabilmesi amaciyla kullanabilecekleri
onemli araglardan bir tanesi de yeniliktir. Fakat isletmelerin yalnizca yenilik yapmalari basarili
olacaklar1 anlamini tasimaz. Bununla birlikte yapilan yeniliklerin tiiketiciler tarafindan
benimsenmesi gerekli ve olduk¢a oOnemlidir. Firmalarin, yenilik calismalari esnasinda
tiikketicilerin ihtiya¢ ve isteklerini gz oniinde bulundurmasi ve dikkate almasi, tiiketicilerin
yenilikleri benimsenmesi siirecini oldukc¢a kolaylastiracaktir.

Biiytik bir hizla degisen rekabet¢i gilinlimiliz pazarlarinda, marka sadakatinin
olusturulmas: da, firmalarin pazar pay1 kazanabilmeleri ve siirdiiriilebilir rekabetci avantaj
saglayabilmeleri i¢in temel etkenlerden biri olarak kabul edilmektedir. Marka sadakatinin
onemli stratejik sonuclar olusturmasi, firmalarin pazarlama faaliyetlerinde marka sadakatinin
temel olarak alinmasina neden olmaktadir.

Bu nedenle calismada tiiketicilerin yenilikgilik algisinin marka sadakati iizerindeki
etkisini incelemek amacglanmistir. Arastirmanin anakitlesini Kocaeli ilinde yasayan 18 yas ve
usti tiiketiciler olusturmustur. Yapilan analiz sonucu tiiketicilerin yenilikgilik algisinin marka
sadakati lizerinde etkisi oldugu belirlenmistir.

Anahtar Kelimeler: Tiiketici Yenilik¢iligi, Marka Sadakati.

THE INFLUENCE OF CONSUMER INNOVATIVENESS
ON BRAND LOYALTY
ABSTRACT

Consumers are affected by many internal and external factors while buying products
and services. These factors include psychological, socio-cultural and economic factors as well
as factors such as the features and quality of the product, consumer innovativeness.

Contemporary business world is hard to predict as the change is rapid than ever.
Therefore companies work hard to survive, and to maintain their productivity and profitability
in this competitive environment. Innovation is an important tool for them to enter to the new
markets and to maintain their position in an existing market. But innovation alone is not
sufficient for success. Innovation must also be embraced by the customers. Thus if companies
take the needs and demands of their customers in their innovations, it will be easier for
customers to embrace these innovations.
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Building brand loyalty is considered an important factor to gain market share and
maintain competitive advantage in the rapidly changing markets. Brand loyalty constitutes the
basis of marketing activities of a firm and the goal of strategic marketing plan, because it has
important and strategic consequences.

For this reason in this study, it is aimed to investigate the effect of the consumer
innovativeness on the brand loyalty. The population of the study was consisted of the +18 years
old customers living in Kocaeli. As a result of the analysis, it was found that consumer
innovativeness has effect on the brand loyalty.

Key Words: Consumer Innovativeness, Brand Loyalty.

Giris

Giintimiizde tiiketicilerin istek ve beklentileri siirekli degismekte ve giin gegtik¢e daha
karmasik hale gelmektedir. Firmalar, hayatlarin1 devam ettirmek istiyorlarsa, tiiketicilerin
degisen istek ve taleplerine cevap vermek zorundadirlar. Yenilikler basarili sirketlerin temelini
olusturmaktadir. Firmalar siirdiiriilebilir biiylimeyi yenilik yaparak elde edebilirler.
Stirdiirtilebilir biliylimeyi saglayabilmek icin siirekli irlin ve hizmetlerinde yapacaklari
yeniliklerle, tiiketicilerin istek ve beklentilerini en iyi sekilde saglama olanagina sahip
olabilirler.

Iyi degerlendirilmesi gereken tiiketici gruplarindan biri yenilikgi tiiketicilerdir. Bu grup,
tirtinleri ilk tiiketen ve tikketimi yonlendiren bireyler olarak bilinmektedir. Dolayisiyla, yenilikgi
tiiketicileri etkileyen degiskenlerin de incelenmesi gerekliligi ortaya ¢ikmaktadir (Er¢is ve Tiirk,
2012:2).

Ote yandan, tesadiifen gergeklesmeyen ve tiiketicinin belirli dnyargilarma dayanan,
baska markalarin degerlendirme dis1 birakilmasi ile s6z konusu markanin tercih edilmesi ile
sonuglanan bir davranis olarak tanimlanan marka sadakati (Jacoby ve Kyner, 1973:2) tiiketici
karar verme siirecinin firma yonlii en 6nemli ¢iktilarindan biri olarak agiklanmaktadir.

Pazarlama literatiiriinde, tiiketici yenilik¢iligi ve marka sadakatinin ayr1 ayri ele alinip
inceledigi birgok ¢alisma olmasina ragmen iki degiskenin birbiri ile iliskisi ve etkilesimi lizerine
yapilmis ¢alismaya ¢ok az rastlanmistir (6rnegin Eisingerich ve Rubera, 2010; Henard ve Dacin,
2010; Kunz vd, 2011; Pappu ve Quester, 2015). Yapilan aragtirmalar, genellikle yenilikgilik ile
sadakat arasindaki algilanan kalite ve kiiltiirler aras1 etkilesim gibi faktorlerin aracilik ettigi
dolayli bir iliskiyi incelemistir. Bu arastirmada ise 18 yas ve disti tiim cep telefonu
kullanicilarinin  yenilikgilik algisinin  marka sadakati {izerindeki etkisini incelemek
amaglanmistir. Arastirmada 6rnek olarak cep telefonu se¢ilmesinin nedeni soyledir: literatiirde
geng tiiketicilerin pazarin ¢ok 6nemli bir kesimini olusturduklar1 ve daha yenilik¢i olduklari
belirleniyor. Ozellikle cep telefonu alaninda yeniliklerin olduk¢a hizli oldugu goriilmektedir.
2013 Target Group Indeks (TGI) arastirmasi verilerine gore, Tiirkiye’deki 15 yas tstii bireylerin
cep telefonu sahipligi oraninin Onceki yila gore %4 oraninda artarak %85’e ulastig
belirlenmistir (Ozgifci, 2015:136). Geng tiiketiciler cep telefonlarinda gelistirilen yenilikleri
daha yakindan takip etmekte ve kullanmaktadirlar.

Tiiketicilerin yenilk¢ilik algisinin marka sadakati iizerindeki etkisini incelemeyi
amaclayan bu calisma iki béliimden olusmaktadir. Ik béliimde tiiketici yenilikgiligi ve marka
sadakati konularinda teorik bilgiler verilmektedir. Ikinci boliimde ise Kocaeli ilinin farkli
bolgelerinde (Derbent, Kartepe, Golciik) yasayan tiiketicilerin yenilikgilik algisinin marka
sadakati tizerindeki etkisini inceleyerek, elde edilen bulgulara yonelik yorumlar yer almaktadir.
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Teorik Cerceve

1. Tiiketici Yenilikg¢iligi

Tiketici yenilik¢iligi 1970’lerde meydana gelen ve Ozellikle yeni iiriinlerin kabul
edilmesinde ve yayginlagsmasinda etkili bir rolii olmasi sebebiyle onemle ele alinan bir
konsepttir. Onemi sadece pazarlama ve pazarlamayla ilgili alanlarda genis bir bicimde bilim
adamlan tararfindan incelenmis olmasindan degil, ayn1 zamanda firmalarin rekabetgi bir
ortamda yasamlarini slirdiirmelerinde ve kazanglarini artirma konusunda 6nemli bir dayanak
noktast olarak gordiikleri yeni iirlin basarist agisindan da onemlidir. Bundan dolay1r ¢ogu
yoneticilerin; yenilik¢i tirlinlerin piyasada yayilimi agisindan biiylik bir 6neme sahip olan
yenilikei tiiketicilerin, yeni lriinlere yonelik tavir ve davranislarini anlamaya ¢alismasi, yeni
iirlinlerin pazarda basariya ulasmasi agisindan 6nemlidir (Kose, 2012:43).

Pazarlama literatiiriinde tiiketicileri etkileyen ti¢ farkli siifin birisi de yenilik¢ilerdir.
Yenilikgiler, tiiketicilerin se¢im kararini vermelerinde etkiye sahip olan 6nemli bir gruptur.
Arastirmalar sonucunda yenilikgilerin geng, iyi egitimli, diger kisilere nazaran daha yiiksek
sosyo-ekonomik simniflara ait, risk almaya cesaretli bireyler olduklari anlasilmistir (Yener,
2012:118).

Yenilik¢iler (yenilikgi tiiketiciler); iginde bulunduklari sosyal siniftaki baska tiiketicilere
nazaran yenilikleri daha erken kabul eden kisilerdir. Yenilikgi tiiketiciler, pozitif yonde agizdan
agiza (kulaktan kulaga) iletisimde bulunmaya, gelecekte cok harcama yapmaya ve yeni tiriinleri
erken kabul etmeye meyilli olduklarindan firmalar i¢in 6nemli bir veri kaynag: ve tetikleyici
unsurdur. Bundan dolay1 yenilikgi tiiketicilerin niteliklerinin bilinmesi firmalar agisindan ¢ok
onemlidir (Ozoglu ve Biilbiil 2013:131).

Tiketici yenilikgiligi literatiirde ¢esitli boyutlariyla incelenen bir kavram olmustur.
Tiiketici yenilikeiligi, cesitli sekillerde siiflandirilmistir ve en agiklayici ayirim Bartels ve
Reinder tarafindan yapilmistir. Bartels ve Reinder, yaptiklart literatiir ¢alismasinda tiiketici
yenilikc¢iligini {ice bolmiislerdir: 1) kisisel yenilik¢ilik veya dogustan yenilik¢ilik (innate
innovativeness); 2) Uriin Ozellikli veya ilgi alanina 6zgii yenilik¢ilik (domain-specific
innovativeness); 3) davranissal yenilik¢ilik ya da yenilik¢i davranig (innovative behavior)
(Akdogan ve Karaarslan, 2013:4). Fakat bu {i¢ boyut arasindan kisisel yenilik¢iligin, diger iki
boyutu iceren bir yapiya sahip oldugu goriilmektedir. Bunun nedeni kisisel yenilik¢iligin
dogustan gelen bir kisilik 6zellige sahip olmasidir.

Tiiketici yenilik¢iligi veya yeniliklerin tiiketilmesi olarak karsimiza ¢ikan bu konsept,
dogustan sahip olunan az veya c¢ok her kiside oldugu varsayilan kisilik 6zelligi olarak kabul
edilmektedir. Bu konsepti ilk arastiranlardan olan Midgley ve Dowling’e gore; tiiketici
yenilik¢iligi, tiiketicilerin baska kisilerden daha erken ve daha sik bir sekilde yeni iirlin satin
alma egilimi gostermeleridir (Ergis ve Tiirk, 2012:3).

Dogustan yenilik¢ilik, bireylerin yeni fikirlere acik olma ve diger insanlarin
tecriibelerinden bagimsiz olabilme diizeyini gosterir. Kisisel yenilik¢ilik yaklagimi bireyin,
kisilik 6zelliklerinden dolay1 yenilik¢i oldugu ve bu o6zelliklerin dogustan geldigi goriisline
dayanir (Ozoglu ve Biilbiil 2013:132).

Hirschman dogal yenilikgilik arayigini “bireysel olarak yenilikleri arayip bulma arzusu”
olarak tanimlamaktadir ve bu kavramim yenilik¢ilik egilimiyle kavramsal olarak
ayrilamayacagini ifade etmistir. Yenilik¢ilik arayis1 dogustan gelen bir 6zellikse (ancak ¢evre
sartlarindan da etkilenmektedir) bunun birtakim hedeflere hizmet etmesi gerektigini dile
getirmistir. Yenilik arayis1 ilk olarak, simdi 6nemsiz olarak goriilen fakat gelecekte Gnemi
artabilecek bilgileri arar ve hafizasina yerlestirebilir. Ikinci olarak yenilik arayis1 sorun ¢dzme
yetenegini gelistirir ve kisinin bilgi arayisi titketim problemini daha etkili bir sekilde ¢ozmesine
olanak saglar (Akdogan ve Karaarslan, 2013:5).

Kisisel yenilikgilik; kisilerin yeni iriinlere, tecriibelere, mesajlara erisme yollarini
etkileyen entelektiiel, algisal ve davranigsal niteliklerini kapsayan bilissel/kavramsal (cognitive
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style) bir tarzi temsil eder. Dogustan yenilik¢ilik kisisel bir nitelik olup, bu 6zellik kiside
devamli olarak bulunur ve bir kisiyi bagkalarindan ayirt etmeye yarayan bir egilimdir. Bir
toplumun iiyelerinde kisisel yenilikgilik, farkli derecelerde goriiliir (Midgley ve Dowling, 1978:
235). Dogustan yenilik¢ilik, degisen kosullara gore degisim gostermez. Dogustan yenilikg¢ilik,
bir kisilik niteligi olarak, dogustan gelen yeni bilgi, yeni heyecan veya yeni tecriibeleri arama
egilimini yansitmaktadir (Hirschman, 1980:284). Dogustan yenilik¢iligin on iki gizli kisisel
ozellik boyutu bulunmaktadir. Bunlar; yeniligi aramak, degisikligi aramak, risk almak, kanaat
liderligi, uyarici degisim (stimulus variation), ge¢mise Ozlem, aliskanlik, siiphe, sosyal
bagimlilik, tutumluluk, hareketsizlik (tembellik), satin alma hevesidir. Bu gizli 6zelliklerin
timi yeni bilgi elde etmede ya da yeni iiriinlerin kabul goriilmesinde belirleyici olmalariyla
birlikte tiiketici yenilikg¢iliginin boyutlarinin birer pargasidir.

2. Marka Sadakati

Marka sadakati, markanin en 6nemli deger yaratma aracidir. Tiiketicilerin belirli bir
markay1 devamli ve tutarli bir sekilde satin alma egilimidir. Marka sadakati, belirli bir zaman
boyunca ard arda gerceklesen aligverislerdir. Kisinin markaya olan inanci ve giiveninin
giiclidlir. Marka sadakati, tiiketicinin gelecek zamanlarda ayn1 markay1 sadece satin almasi degil
bununla birlikte, markaya karsi psikolojik bir bag olusturmasi ve davranigsal bir egilim
sergilemesidir. Tiiketicinin bir marka ile arasinda duygusal bir bag yaratmasi, farkli alternatifler
arasindan ayni markay1 segmesi Ve tekrar eden bir davranis ya da tutumla satin almasidir.

Marka sadakati, tiliketicilerin markaya olan tutkunluk ve baghlik diizeyini
gostermektedir. Marka sadakatinin firmalar agisindan ¢ok Onemli sonuglari bulunmaktadir.
David Aaker, marka sadakatinin pazarlama faaliyetlerine harcanan masraflar1 azaltmak, daha
fazla yeni miisteri elde etmek ve daha fazla ticari kaldirag etkisi yaratmak gibi pazarlama
avantajlar sagladigini ifade etmistir (Devrani, 2009:408).

Marka sadakati basit ve tek boyutlu bir kavram olmayip ¢ok boyutludur. Literatiirde
marka sadakati, tutumsal ve davranigsal boyutlar1 ile ele alinmaktadir. Marka sadakati,
tiikketicilerin bir iirtin grubundaki tiim satin alma davramisidir ve tiiketicilerin genel aligveris
davranisinda ve belli bir {iriin grubundaki satin alma seklinde kisisel farkliliklar1 ifade eder.
marka sadakati, tliketicilerin bir iirlin grubundaki bir marka adini satin alma tercihidir. Bu da
markanin fiyatinin degil, algilanan kalitesinin bir sonucudur (Chaudhuri, 1995).

Marka sadakati ile ilgili agiklamalar ve konuyu inceleyen c¢aligmalarda esas olarak iki
farkl1 yaklagim gozlenmektedir. Bunlardan ilki, sadakati davranigsal boyutuyla ele alan
yaklagimdir. Bu yaklasima gore analiz edilen ¢alismalarda sadakat sadece tekrarli satin alma
egilimi olarak ele alinmistir. Bu yaklagima gore marka sadakati “ayni tirlin grubundaki bir¢cok
irlin arasindan istikrarli olarak tek bir markayr se¢cme ve satin alma egilimi” olarak
tanimlanmaktadir (Devrani, 2009:408).

Tutumsal sadakat yaklasimina gére marka sadakati ayni markayi tekrarlanan satin
alimlara iten giliclii i¢sel bir tutumu igerir. Firmalar tiiketicilerin tutumlarin1 anlayabilmek i¢in
markayla ilgili ne bildikleri ya da neye inandiklari, nasil hissettikleri ya da markaya yonelik
duygusal bagliligin derecesini tarif etmeleri gerekmektedir (Cetintiirk, 2010:16).

Sadakati iki boyutlu bir tanim olarak ilk kullanan arastirmacilardan biri Day (1969),
marka sadakati davranigsal kadar tutumsal temelinde de degerlendirilmesi gerektigi diisiincesini
ortaya koymustu. Literatiir sadakatin birgok tanimlarini sunsa bile, miisteri sadakati kavraminin
iki temel yaklasimindan s6z etmek miimkiindiir. Bunlar davranigsal ve tutumsal yaklasimlardir.
Morgan (1999) bu kavramlari su sekilde tanimliyor; birileri sadakatin, bir miisterinin markaya
kars1 hissettigi duygusal bagliligin yansimasi seklindeki miisterinin ne hissettigi ile alakali
olduguna inantyorlar. Digerlerine gore ise, sadakat bu miisterilerin ne yaptig ile ilgilidir, yani
tekrar satin alma davranisi soz konusudur.
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Sadakat, davranigsal ve tutumsal olarak ayr1 ayri ele alindig1 gibi karmasik bir yapi
olarak ta aciklanabilir. Tutumsal yapi, biligsel, duygusal ve arzusal olarak alt basliklarla
aciklanabilir. Davranigsal yapi ise marka baglilifi kavrami ile bilinmekte ve bireylerin
hoslandiklar1 markay1 biitiinsel olarak degerlendirip iliskiyi devam ettirme arzusu seklinde
tanimlanmaktadir.

Biligsel marka sadakati belirli bir markayi siirekli olarak almamizi saglayacak olumlu
inanglar ve diisiincelerden olusan psikolojik bir alim tercihi olarak tanimlanabilir (Hartel ve
Russel-Bennet, 2010:2).

Bilissel marka sadakati, ilgili markaya gercek ya da hayali bir Gistiinliik atfedilmesinden
otiiri belirli bir markaya psikolojik agidan baglanma olarak tanimlanmistir (Muncy, 1996:412).
Marka sadakatinin ikinci 6nemli boyutu duygusal sadakattir. Oliver’a (1999:35) gore duygusal
sadakat ayn1 markaya ait tiriinlerin kullanimindan elde edilen haz ve tatmini yansitir. Duygusal
boyut, duygulari ve duygusal tepkileri ifade eder. Duygusal sadakat, hem olumlu hem de olumsuz
olabilir ve bunun sonucu olarak tepkiler olumlu ya da olumsuz tutumlara gore sekillenir.
Olumlu duygusal sadakatte, tatmin hazzi yansitir. Bu asamada sadakat duygusal sadakat olarak
adlandirilir ve miisterilerin aklinda kavramsallastirma gerceklesir. Tam tersi gosterilse bile, bu
kavramdan kolay kolay vaz gegilemez. Sergilenen marka sadakati temaytiller
yaratir ve temayiil derecelerini etkiler.

Duygusal sadakat, belirli bir markayr siirekli olarak almamizi saglayacak olumlu
duygular ve duygusal bagliliktan olusan psikolojik bir alim tercihi olarak; tanimlanabilir (Hartel
ve Russel-Bennet, 2010:2).

Ucgiincii asama ise arzusal sadakat (egilimsel sadakat) denilen ve markaya kars1olumlu
tutum ve tekrar satin alma davranisinin devam ettigi asamadir. Bireyin markay tekrar satin
alma kararlilig1 bulunmaktadir.

Arzunun bu boyutu, miisterilerin satin alma niyetleri ya da istegini ifade eder (Candan
vd, 2013:34). Bu arzu, marka hakkindaki olumlu tutumlarin neticesinde yeniden alma istegi
olarak tanimlanabilir. Bu seviyede, miisteri olumlu duygular besledigi {riinleri almadan
duramaz (Oliver, 1999: 35). Arzu, markaya 6zel bir itimat beslendigi anlamina gelir. Bu
anlamda, arzusal sadakat, satin alma taahhiidiine derin bir baglilik gosteren sadakat durumunu
da igeridir. Esasinda miisteri bu asamada, arzu niyete galip gelmese bile, {iriinii almak
isteyecektir.

Tiiketici Yenilikciliginin Marka Sadakati Uzerindeki Etkisini Belirlemeye Yonelik Bir
Arastirma
1. Arastirmanin Amaci
Arastirmanin amaci, tiiketicilerin yenilik¢ilik algisinin marka sadakati tizerindeki
etkisini belirlemektir. Tiiketici davranist literatiiriinde yenilikgiligin marka sadakatini etkiledigi
belirtilmektedir. Ancak tiiketici yenilik¢iligi ile marka sadakati arasindaki bu iliskiyi aragtiran
calisma sayis1 olduk¢a azdir. Pappu ve Quester tarafindan yapilmis 2015 yilinda yapilan
caligmada yenilik¢ilik ile sadakat arasindaki iligkide algilanan kalitenin rdliiniin biiyiik
oldugunu tespit etmislerdir. Bu ¢calismada ise tiiketicilerin yenilikgilik algisinin marka sadakati
lizerinde etkisinin olup olmadigini incelemek amaclanmistir. Bu amacgla cep telefonu
kullanicilar tizerinde bir arastirma yapilmistir.
2. Arastirmanin Kapsami ve Sinirlar
Arastirmanin evrenini Kocaeli ilinde yasayan 18 yas ve lizeri tiikketiciler olusturmustur.
Arastirma kapsamina tiim cep telefon kullanicilar1 dahil edilmistir. Arastirma kapsaminin
Kocaeli ilinde yasayan tiiketiciler ile sinirlandirilmasi Tiirkiye ¢apinda genellenmesine imkan
vermemektedir. Ayrica yapilan g¢alismada tiiketicilerin yenilikgilik algis1 belirli bir {iriin
grubunu tercih etmeleri ve satin almalar1 agisindan sadece cep telefonuna yonelik belirlenmistir.
Bu dogrultuda arastirma sonuglar1 Tiirkiye genelindeki tiiketicilere, tiriin gruplari1ve markalara
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genellenemez. Ancak bu arastirmanin isletmelere, tiiketicilerin yenilikgilik algisini ve markaya
baglilik boyutlarini belirlemelerinde, hedef pazari daha iyi tanimlamalarinda ve isletme
kaynaklarin1 daha etkin ve yerinde kullanmalarinda katki saglayacagi diigtiniilmektedir.

3. Arastirmanin Yontemi

1. Ornekleme Siireci

Aragtirmanin anakiitlesini Kocaeli ilinde yasayan tiiketiciler olusturmustur. Bu
arastirma tiiketicilerin cep telefonu satin alma davranisiyla ilgili oldugundan katilimcilar 18 yas
iistii bireysel cep telefonu kullanicilarindan olusmaktadir. Ornekleme yontemi olarak kolayda
ornekleme yontemi kullanilmigtir. Anket 7-29 Nisan 2016 tarihleri arasinda uygulanmustir.
Ulasilan katilimcilardan sadece cep telefonu kullanicilar calismaya dahil edilmistir.
Arastirmada kullanilmak tizere toplam 590 kisiye anket uygulanmis, yanlis ve eksik doldurulan
anketler elendikten sonra toplam 550 anket degerlemeye alinmigtir. Analize tabi tutulmayan
40 adet anketin 10 tanesi geri donmediginden 30 tanesinde verilen cevaplarin eksikligi,
tutarsizlig1 ve tiim sorulara “kesinlikle katiliyorum” ya da “kesinlikle katilmiyorum” cevabi
verildiginden arastirmaya dahil edilmemistir.

2. On Cahsma

Arastirma i¢in kesin anket formu hazirlanip veri toplanmasina gegilmeden once
aragtirma Ornegini temsil edecek sekilde segilen 50 tiiketici ile 6n ¢alisma yapilmistir. Bu
kisilere cep telefonuyla ilgilenip ilgilenmedikleri, kullandig: cep telefonu markasina bagli olup
olmadiklart sorulmus ve yenilik¢ilik algisint anlatmalart istenmistir. Ayrica tliketici
yenilikg¢iligi ve marka sadakatini belirleyen degiskenlerden olusan 6lgegi degerlendirerek anket
formundaki sorularin anlagilirligini belirtmeleri istenmistir. Bu degerlendirmelerden sonra
anket formu tekrar test edilmis ve son sekli verilmistir.

3. Veri Toplama Yontem ve Araci

Arastirmanin verileri, calismalarda en ¢cok kullanilan yontemlerden biri olan anket yontemi

kullanilarak toplanmistir.

Anket formunda 3 grup soru yer almistir. Bunlardan birinci grup cevaplayicilarin demografik
ozelliklerini, ikinci grup tiiketici yenilik¢ilik algisini ve ti¢lincii grup sorular marka sadakatini
belirlemek amaciyla hazirlanmistir. Tiiketici yenilik¢iligi degiskenleri orijinal dlgeginde yer
alan degiskenler (Manning, Bearden ve Madden, 1995) ile 6l¢iilmiistiir. Marka sadakati ise tiim
anlamiyla Ol¢ebilmek i¢in farkli boyutlarindan sorular sorulmustur. Jacoby ve Chestnut’un
(1978) davranigsal ve bilissel marka sadakati boyutlarini tespit etmeye calisan 6l¢egi, Lou ve
Lee’nin (1999) marka sadakatinin davranigsal ve duygusal boyutlarinin karigimiyla olusturan
6lcegi ve Han, Kwortnik ve Wang’in (2008), Suhartanto (2011) Li ve Petrick’in (2008) marka
sadakatinin arzusal boyutunu ortaya ¢ikarmaya c¢alisan 6lgekleri kullanilmigtir. Katilimcilardan
ankette verilen ifadelere katilma diizeylerini “kesinlikle katilmiyorum”dan “kesinlikle
katiliyorum”a kadar 1 ile 5 arasinda puanlamalari istenmistir. Veriler LISREL 8.71 istatistik
programi yardimiyla analiz edilmistir. Verilerin analizinde Dogrulayici Faktor Analizi (DFA)
ve Kanonik korelasyon analizleri kullanilmistir.

4. Arastirmamin Modeli
Arastirma modeli Sekil 1’de gosterilmistir.
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Sekil 1. Arastirma modeli

Marka Sadakati Davramgsal

Tiiketici Yenilikeiligi Marka Sadakati
Tutumsal Marka Sadakati
* Bagimsiz Karar Verme H1 * Bilissel Marka Sadakati
* Yenilik Arayist o

Duygusal Marka Sadakati
® Arzusal Marka Sadakati

v

5. Arastirmamn Hipotezi
Arastirmanin amaci ve modeli dogrultusunda hipotezi su sekilde belirlenmistir:
HI: Tiiketici yenilikeiliginin marka sadakati tizerinde etkisi vardir.

6. Verilerin Analizi )
6.1 Arastirma Orneginin Demografik Ozellikleri

Tablo 1°de 6rnegi olustiran cevaplayicilarin demografik 6zellikleri gosterilmistir.

Tablo 1. Cevaplayicilarin Demografik Ozellikleri

| Frekans | Yiizde (%) | Frekans | Yiizde (%)

Yas Gelir

18-25 228 41,7 1000-3000 102 18,6

26-35 170 31,1 3001-6000 350 64,0

36-45 101 18,5 6001-9000 56 10,2

46-55 33 6,0 9001-12000 30 55

56 ve lizeri | 15 2,7 12000 dsti 9 1,6

Cinsiyet Medeni Durumu

Kadin 299 54,7 Evli 218 39,9

Erkek 248 45,3 Bekar 323 59,0
Bosanmis 1 0,2
Dul 5 0,9

Egitim Durumu Meslek

Ikogretim | 10 1,1 Kamu calisani 136 24,9

Ortadgretim | 126 23,0 Ozel Sektor 82 15,0

Lisans 347 63,4 Esnaf 8 1,5

Yiiksek 47 8,6 Ogrenci 183 33,5

Lisans

Doktora 17 3,1 Emekli 16 2,9
Tuccar 2 0,4
Ev hanimi 50 9,1
Issiz 22 4.0
Diger 48 8,8

Tablo 1’de gorildigii gibi cevaplayicilarin %45,3°i erkek, %54,7’si kadmlardan
olusmaktadir. Yas gruplart acgisindan bakildiginda cevaplayicilar ~ %41,7’sinin  18-25,
%31,1’inin 26-35, %18,5’inin 36-45, %6’smin 46-55 ve %2,7’sinin 56 ve istii yas grubu
araliklarinda oldugu goriilmektedir. Arastirmaya katilan cevaplayicilarin medeni durumlarina ait
veriler incelendiginde cevaplayicilarin %59’unun bekar, %39,9’unun evli, %0,2’sinin bosanmis
ve %0,9’unun dul oldugu goriilmektedir. Diger bir degisken olan egitim durumuna ait bulgular
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incelendiginde cevaplayicilarin; %1,8’inin ilkogretim mezunu oldugu, %23’ilinlin orta dgretim
mezunu oldugu, %63,4’linlin yliksek 6gretim (iiniversite/lisans) mezunu oldugu, %38,6’sinin
yiiksek lisans mezunu oldugu ve %3,1’inin ise doktora mezunu diizeyinde oldugu goriilmektedir.

Calismada demografik Ozelliklere iligkin diger bir degisken olan aile hane gelirine
bakildiginda %18,6’sinin 1000-3000 TL, %64 {iniin 3001-6000 TL, %10,2’sinin 6001-9000 TL,
%25,5’inin 9001-1200 TL ve %1,6’sinin da 1200 TL ve {izeri gelire sahip olduklar1 goriilmektedir.
Demografik 6zelliklere iliskin bir diger soru olan meslek durumuna ait bulgular incelendiginde
cevaplayicilarin %24,9’unun kamu ¢alisani oldugu, %15’inin 6zel sektorde galistig, %33,5’inin
ogrenci oldugu, %1,5’inin esnaf oldugu, %2,9’unun emekli oldugu, %4’{iniin tiiccar oldugu,
%9,1’inin ev hanimi oldugu, %0,4’{iniin issiz oldugu ve %38,8’inin diger meslekten oldugu
goriilmektedir.

6.2 Tiiketici Yenilikciligi Faktorleri
Analizde Manning, Bearden ve Madden’in (1995) 2 faktdrden (14 soru) olusan 6l¢egin
uyumunu test etmek amaci ile dogrulayici faktor analizi (DFA) uygulanmistir. Analizi sonucu

elde edilen t degerleri, standart katsayilar ve R?’ler Tablo 2’de gosterilmistir.

Tablo 2. Tiiketici Yenilik¢iligi Degiskenlerine Ait Degerler Tablosu

Degiskenler Standart | R? t

Katsay1 degeri
Bagimsiz Karar Verme
Yeni bir cep telefon markasini satin almadan 6nce, o markayla ilgili 0,82 0,68 | 22,71
deneyimi olan bir arkadasima danigmayi tercih ederim
Yeni bir cep telefonu satin alip almama kararini verirken deneyimli 0,84 0,71 | 23,48
arkadas ve akrabalarimin tavsiyelerine giivenirim
Yeni bir cep telefonu satin almadan 6nce, o cep telefonuyla ilgili 0,88 0,77 | 24,97
arkadaslarimin deneyimlerini sorarim
Yeni bir cep telefonu satin almay1 diistindiigiimde o hizmeti daha 6nce 0,71 0,50 | 18,35
kullanmis olan arkadas ve tanidiklarimin &nerilerine giivenirim
Yenilik Arayis1
Siklikla yeni cep telefonu marka ve modelleri hakkinda bilgi arastiririm 0,76 0,58 | 20,67
Yeni cep telefonu marka ve modelleri hakkinda bilgilerin verildigi 0,78 0,62 | 21,49
yerlere gitmeyi severim
Yeni cep telefonu markalarini tanitan dergileri ve internet sayfalarini 0,86 0,75 | 24,89
takip ederim
Yeni cep telefonu ve sundugu hizmetleri sik¢a arastiririm 0,89 0,80 | 26,31
Cep telefonu bilgileri hakkinda yeni ve farkli kaynaklara ulasabilecegim 0,81 0,65 | 22,36
durumlar arastiririm
Stiirekli olarak yeni cep telefonu deneme arayisindayim 0,46 0,21 | 10,92
Yeni ve farkli cep telefonlar1 hakkinda bilgi edinebilmek igin 0,49 0,24 | 11,91
karsilagtigim firsattan yararlanirim

Bagimsiz karar verme faktOriinlin dordiincii ve altinci sorulari, yenilik arayisi
faktoriiniin ise on liglincili sorusu negatif sonu¢ verdigi i¢in elenmistir.
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6.3 Marka Sadakati Faktorlerinin Belirlenmesi

Analizin bu agamasinda Jacoby ve Chestnut’un (1978); Lou ve Lee’nin (1999) ve Han,
Kwortnik ve Wang’in (2008), Suhartanto (2011) Li ve Petrick’in (2008) 12 sorudan olusan
6lgegin uyumunu test etmek amaci ile dogrulayici faktor analizi (DFA) uygulanmigtir. Analizi
sonucu elde edilen t degerleri, standart katsayilar ve R¥’ler Tablo 3’te, Ki-kare ve uyum
Olgtimleri ise Tablo 4’te gdsterilmistir.

Tablo 3. Marka Sadakati Degigkenlerine Ait Degerler Tablosu

Degiskenler Standart | R? t

katsayilar degeri
Davranissal Sadakat
Gelecek sefer cep telefonu alacagim zaman yine ayni1 markay1 satin 079 0,62 11.79
alacagim
Kullandigim cep telefon markasinin yeni ¢ikacak modellerini satin 0,79 0,63 18,53
almaya niyetliyim
Bilissel Marka Sadakati
Su an kullandigim cep telefonu markasinin yeni modelini satin 0,69 0,48 13.18
almak istedigimde,bu model magazada mevcut degilse, gelmesini
beklerim
Benim i¢in kullandigim cep telefonu markasi piyasadaki en iyisidir 0,68 0,46 15,23
Kullandigim cep telefon markasi i¢in diger markalara gore daha 0,82 0,67 10,32
yiiksek fiyat 6demeye raziyim
Duygusal Marka Sadakati
Cevremdekilere kullandigim cep telefonu markasi ile ilgili olumlu 0,70 0,50 13.23
seyler sdylerim
Kullandigim cep telefonu markasini etrafimdakilere o iiriin 0,78 0,60 15,41
kategorisi i¢inde en iyisi seklinde tavsiye ederim
Kullandigim cep telefon markasina bagliyim 0,79 0,62 11,73
Arzusal Marka Sadakati
Baska markalar daha iyisini vaat etse bile, ben su an kullandigim 0,87 0,75 8.45
markayi tercih etmeye devam edecegim
Bagka markalar daha diisiik fiyat sunsa bile ben su an kullandigim 0,87 0,76 21,63
markayi tercih etmeye devam edecegim

Duygusal marka sadakati faktoriiniin birinci sorusu negatif sonug verdigi i¢in elenmistir.

Tablo 4. Dogrulayici Faktdr Analizi Ki-Kare ve Uyum Olgiimleri Sonuglari

Uyum Olgiimleri

Ki-kare 170,81
Sd. 39

P 0,000
GFI 0,95
AGFI 0,91
RMR 0,059
RMSEA 0,078
CFlI 0,98
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6.4 Tiiketici Yenilik¢iligi ve Marka Sadakati Arasindaki iliskilerin Belirlenmesi

Calismada, tiiketici yenilikgiligi ile marka sadakati arasindaki karsilikli ve ¢oklu iliskiyi
gorebilmek icin kanonik korelasyon analizi yapilmistir. Bdylece tiiketici yenilikgiligi
degiskenleri ile marka sadakati arasindaki iliskiyi maksimum yapan fonksiyonlarin elde
edilmesi amaglanmistir. Arastirmamizin kriter degiskenlerini tliketici yenilikgiligi, tahmin
degiskenlerini marka sadakati olusturmustur. Tiiketici yenilikgiligi setinde 2 degisken olmast
nedeniyle 2 fonksiyon elde edilmistir. Calismada yer alan 2 fonksiyondan 1 tanesi istatistiki
acidan anlamli bulunmustur. (Ki-kare:74,082, p<0,001). Boylece “H1:Tiiketici yenilik¢iliginin
marka sadakati {izerinde etkisi vardir” hipotezi kabul edilmistir. Elde edilen sonuglar Tablo 5°te
gosterilmistir.

Tablo 5. Tiiketici Yenilik¢iligi ve Marka Sadakati Arasindaki Kanonik Korelasyon Sonuglari

Standartlastirlmis | Kanonik yiikler Capraz yiikler
katsayilar
Tiiketici 1.Fonk. 1.Fonk. 1.Fonk.
yenilik¢iligi
Bagimsiz karar | -0,488 -0,467 -0,160
verme
Yenilik arayist -0,885 -0,873 -0,300
Marka sadakati
Davranissal 0,014 -0,571 -0,196
Bilissel -0,313 -0,716 -0,246
Duygusal -1,069 -0,889 -0,305
Arzusal 0,613 -0,271 -0,093
Aciklayan  varyans | 0,118
orant
Kanonik 0,344
kor.katsayis1
Ki-kare 74,082
Wilks’Lambda 0,873
d.f. 8
** P<0,001

Tablo 5°te elde edilen fonksiyonlarin standartlastirilmis katsayilarina bakildiginda,
tilketici yenilik¢iligi degiskenler setinde yer alan yenilik arayist (-0,885) ve bagimsiz karar
verme (-0,488) ile marka sadakati setinde yer alan duygusal sadakat (-1,069) ve arzusal sadakat
(0,613) en yiiksek katsayiya sahip oldugu goriilmektedir. Tiiketici yenilik¢iligi kanonik
yiiklerinde birinci sirada yenilik arayis1 (-0,873) yer almaktadir. Marka sadakatinin kanonik
yiiklerine bakildiginda ise en yiiksek degerler duygusal (-0,889) ve bilissel sadakat (-0,716)
aldig1 goriilmektedir. Bu sonuglardan yola ¢ikarak tiiketici yenilik¢iligi degiskenleri icerisinde
one ¢ikan “yenilik arayis1”, marka sadakatinde ise ‘“duygusal” ve “bilissel” oldugu
goriilmektedir.

Degiskenler seti arasindaki ¢apraz iliskilere bakildiginda, yine en yiiksek
katsayilar1 alan yenilik arayis1 (-0,300) oldugu goriilmektedir. Marka sadakati setinin tiiketici
yenilik¢iligi seti ile ¢apraz iliskisinde ise duygusal (-0,305) ve biligssel sadakat (-0,246)
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degiskenleri en yiiksek degere sahiptir. Buradan hareketle, kullandig1 cep telefonu markasina
duygusal ve bilissel acidan sadik olan tiiketicilerin yeni bilgi ve yenilik arayisi icerisinde
olduklar1 s6ylenebilir.

Sonuc ve Oneriler

Tiiketici yenilik¢iliginin marka sadakati lizerindeki etkisini incelemeyi amaglayan
calismadan su sonuclar elde edilmistir:

Birinci bagimsiz kanonik degisken setinde yer alan “yenilik arayis1” ve “bagimsiz karar
verme” Ozelligi, bagimli degiskenlerden duygusal, tutumsal, biligsel ve tekrar satin alma
davranis1 boyutlar1 ile ayn1 yonde bir iliskiye sahiptir. Buna gore, kullandig1 cep telefonu
markasina duygusal ve biligsel acidan sadik olan tiiketicilerin yeni bilgi ve yenilik arayis
icerisinde olduklar1 sOylenebilir. Bagimsiz karar veren ve yenilik arayisi pesinde olan
tiketicilerin kullandiklar1 cep telefonu markasina duygusal bilissel ve davramigsal bagl
olduklar1 soylenebilir. Kullandiklar1 cep telefonu markasini tekrar satin almaya niyetli olmasi,
onunla ilgili olumlu seyler soylemesi gibi 6zellikler, ¢evresinden bagimsiz olarak karar veren
ve her zaman yenilik arayisinda olan, yeni iirlinleri, hizmetleri ve bilgileri sik¢a takip eden
kisiler i¢in daha 6nemli unsurlar olarak goriilmektedir.

Yenilikgi tiiketiciler firmalar igin hayati neme sahiptir, zira yenilikg¢i tiiketiciler yeniligi
sikca takip ettikleri ve pazara sunulan herhangi bir yenilik hakkinda genis bir bilgiye sahip
olduklart i¢in toplum i¢in binevi bir otorite ve lider konumundadir. Dolayisiyla firmanin
sundugu marka hakkinda yenilik¢ilerin pozitif diisiincelere sahip olmasi1 ve agizdan agiza
olumlu tavsiyelerde bulunmasi o markay: kullanan diger tiiketicilerin baglilik duygusunun ve
ayn1 markay1 tekrar satin alma egilimi sergilemesinin 6nemli bir kaynagi olabilir. Bu ¢alisma
tiiketici yenilik¢iliginin marka sadakati lizerindeki etkisini belirlemeye calismistir. Arastirma
sonucunda bulgular tiiketici yenilik¢iligi egiliminin marka sadakatinin duygusal, biligsel,
arzusal ve davranigsal boyutlarinin iizerinde anlamli etkiye sahip oldugunu gostermistir ve bu
sekilde Kunz ve digerlerinin (2011) ortaya sundugu yenilikgilik tiiketicininbilissel ve duygusal
tatminini etkileyen bir ipucu gorevi gorerek, sadakati dolayli olarak etkileyebilir seklindeki
teorisini de desteklemis oluyor.

Cep telefonu gibi teknolojik yonii goreceli olarak yiiksek olan ve siirekli gelisen bir
iirlinde, iiriin ile kisisel bag kuran, bilgi arayis1 i¢inde olmalar1 sebebiyle iiriin hakkinda st
diizeyde bilgi sahibi olan ve yeni iiriinleri erken benimsemeleri ve kabul etmeleri nedeniyle
yenilik¢i-innovatif olan tiliketicilerin, tekrarlanan satin alma davranigi sergileyebildikleri
goriilmektedir. Kullandiklar1 cep telefonu markasini tekrar satin almaya niyetli olmasi, onunla
ilgili olumlu seyler soylemesi gibi 6zellikler, ¢cevresinden bagimsiz olarak karar veren ve her
zaman yenilik arayisinda olan, yeni tiriinleri, hizmetleri ve bilgileri sik¢a takip eden kisiler igin
onemli unsurlar olarak goriilmektedir.

Bu acidan mevcut calismanin bulgulari yenilikgilik tiiketicinin yenilik¢i markalari
ihtiyaglarini karsilama agisindan daha yetkin gérmeleri ve buna bagli olarak da bu tiir markalara
daha sadik kalarak tiiketicinin marka sadakatini dogrudan etkileyebildigini savunan Eisingerich
ve Rubera’nin (2010) ¢aligmasini desteklemektedir.

Dolayisiyla, yenilikgi tiiketicilerin pazara sunulmus ya da yeni ¢ikacak iirtinler hakkinda
dogru ve satin almay1 destekleyecek sekilde bilgilendirilmesi biiyilk 6nem tasimaktadir.
Yenilik¢i-inovatif tiiketicilerin, fikir liderligi egiliminin yiiksek olmasi, dis kaynaklardan
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etkilenen diger tiiketicilerin, satin alma tercihlerinin firmanin yararina islemektedir. Bu a¢idan,
bilhassa agizdan agiza/kulaktan kulaga iletisim yoluyla diger tiiketicileri etkileme giicline sahip
olan fikir liderlerinin, sadakat ve baglilik duyduklari cep telefonu markalarini, diger
tiikketicilerin de satin alma kararlarinda 6nemli bir tercih nedeni olarak sunmalart miimkiindiir.
Yenilik¢i yiiketicilerin, ayn1 zamanda fikir liderlerinin satin alma aligkanliklarinin diger
tiiketiciler (takipgiler) tarafindan da tercih sebebi olarak goriilmesi, firmalar agisindan biiyiik
Oonem arz etmektedir ve isletmeler i¢in kacinilmaz bir firsat olarak karsisina ¢ikmaktadir.

Yukaridaki sonuglardan yola ¢ikarak pazarlamacilar i¢in su Oneriler getirilebilir: geng
ve orta yas grup pazarin dikkatini ¢ekmek i¢in yeni, farkli iirlin ve hizmetler sunmak, {iriin
cesitlerini siirekli yenilemek firmanin konumunu sabitlestirebilecektir. Ciinkii bu grup
tiiketicilerde marka sadakati bulunmaktadir. Kullandiklar1 cep telefonu markalarina hem
duygusal baglilar hem de ayn1 markayi tekrar satin alma egilimini serglemektedirler.

Bununla birlikte yenilikei tliketiciler siirekli yeni enformasyon arayisinda olduklar1 ve
boylece fikir liderleri olduklari i¢in firmalar i¢in ¢ok degerli pozisyondadirlar. Ciinki fikir
liderlerinin diisiinceleri ve tavsiyeleri takipgiler ve diger tiiketiciler i¢in 6nemli kaynaktir ve
onlari ciddi bir sekilde etkilemektedir. Eger yenilik¢i tiiketici ayn1 zamanda kullandigi markaya
bagliysa ve o markanin yeni ¢ikan iiriinlerini takip ederek tekrarli satin alma davranisi egilimi
sergiliyorsa firma i¢in bundan ala firsat yoktur, ¢iinkii bu sadik yenilikgilerin olumlu kulaktan
kulaga (agizdan agiza) fikirlerinin sayesinde biiyiik kar edebilirler.

Arastirmacilar i¢in ise bu calismanin ¢ok yararli oldugu distiiilmektedir ¢linkii iki
degiskeni bir arada inceleyerek Tiirkge literatiire dnemli katki saglandigi sdylenebilir. Fakat
gelecekteki calismalar i¢in farkli 6rnek grubunun secilmesi ve ¢alismanin farkli bolgelerde
yapilmasi tavsiye edilir. Zira her bireyin kiiltiirel degerleri ve kisisel yapilar1 farkli oldugundan
dolay1 farkli sonuglar ortaya ¢ikabilir.

Sonug olarak firmanin en degerli varligi marka oldugu asikardir, o zaman tiiketicileri
markaya sadik hale getirmek pazarlamaci ve yoneticilerin yapmasi gereken en 6nemli istir. Tabi
bunun i¢in marka sadakatini etkileyen yenilik¢ilik unsurunu da gbéz 6niinde bulundurmak
gerekir.
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