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Kuzey Kibris'ta hayat dis1 sigorta sirketlerinin etkinliginin
veri zarflama analizi ile 6l¢iilmesi?

Measuring the efficiency of non-life insurance companies in Northern
Cyprus with data envelopment analysis

Bekir Sonbag?
Bekir Kaya3

Emine Oner Kaya*

Oz

Sigorta sirketlerinin goreli etkinligini clgmek amaciyla yaygin olarak kullanilan yontemlerden biri
Veri Zarflama Analizi (VZA)'dir. VZA sonuglari, analiz kapsaminda yer alan her bir sigorta sirketinin
girdileri giktilara doniistiirmede analize dahil edilen diger sigorta sirketlerine kiyasla ne kadar etkin
faaliyet gosterdigini ortaya koymaktadir. Bu calismanin amaci, 2019-2020 déneminde KKTC'de
faaliyet gosteren hayat disi sigorta sirketlerinin etkinliginin veri zarflama analizi kullamilarak
Olgtilmesidir. Analiz girdileri hayat dis1 sigorta sirketlerinin aktif biiytikliigli, 6denmis sermayesi ve
genel giderleri olarak belirlenmistir. Ciktilar ise prim tiretimi ve vergi oncesi kardir. Analizde
kullanilan degiskenlerin belirlenmesi stirecinde ilgili literatiir ve veri mevcudiyeti goz oniinde
bulundurulmustur. KKTC'de faaliyet gosteren 25 hayat dis1 sigorta sirketinin etkinligi, clcege gore
sabit getiri (CRS) varsaymm altinda hesaplanan CCR modeli kullanilarak ol¢tilmiistiir. Analiz
sonuclarma gore, her iki yilda da etkin performans gosteren alti hayat dis1 sigorta sirketi
bulunmaktadir. Ayrica, analiz kapsamina alinan sirketlerin 2019 ve 2020 yillarindaki etkinlik
degerlerinin ortalamasi sirastyla 0,720 ve 0,635 olarak hesaplanmustir.

Anahtar Kelimeler: Hayat Dis1 Sigorta Sirketleri, Etkinlik, Veri Zarflama Analizi, Kuzey Kibris
Jel Kodlar: G22, .25

Abstract

Data Envelopment Analysis (DEA) is one of the widely used methods to measure the relative
efficiency of insurance companies. The findings of DEA reveal how efficiently each insurance
company has operated compared to other insurance companies included in the analysis in
transforming inputs to outputs. This study uses data envelopment analysis to measure the efficiency
of non-life insurance companies operating in the TRNC for the 2019-2020 period. The inputs of the
analysis were determined as the assets, paid-in capital and general expenses of non-life insurance
companies. The outputs of the analysis are insurance premiums and profit before tax. The relevant
literature and data availability were considered in determining the variables used in the analysis. The
efficiency of 25 non-life insurance companies operating in the TRNC was measured using the CCR
model calculated under the constant return to scale (CRS) assumption. According to the results of the
analysis, there are six companies that perform efficiently in both years. In addition, the mean efficiency
scores for the companies included in the analysis in 2019 and 2020 were obtained as 0.720 and 0.635,
respectively.

Keywords: Non-Life Insurance Companies, Efficiency, Data Envelopment Analysis, Northern Cyprus
Jel Codes: G22, .25
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Bekir Sonbas & Bekir Kaya & Emine Oner Kaya

Extended Abstract

Measuring the efficiency of non-life insurance companies in Northern Cyprus with data
envelopment analysis

Literature

Numerous studies have been conducted to measure the efficiency of insurance companies. Because the efficiency of insurance
companies affects shareholders, company management, potential investors, employees, policyholders, insurance regulators and
all other interested parties. Another reason why the efficiency of insurance companies attracts the attention of many researchers
is the insurance sector's contribution to the development process of countries. Among the various approaches to measuring
efficiency, Data Envelopment Analysis (DEA) is one of the most commonly used methods to evaluate the efficiency of insurance
companies. However, examining the literature, it has been determined that studies on the insurance sector in Northern Cyprus
are limited. To the authors' best knowledge, no study has yet been found which measures the efficiency of non-life insurance
companies in the Turkish Republic of Northern Cyprus (TRNC) using DEA, and it is expected that this study will contribute to
the relevant literature. Therefore, this study uses data envelopment analysis to measure the efficiency of non-life insurance
companies operating in the TRNC for the 2019-2020 period.

Design and method

One of the most important stages in implementing DEA to measure efficiency is the selection of inputs and outputs. In this study,
the value-added approach was used to determine the outputs. Accordingly, insurance premiums and profit before tax were used
as the data envelopment analysis outputs. The inputs of the analysis were determined as the assets, paid-in capital and general
expenses of non-life insurance companies. The relevant literature and data availability were considered in determining the
variables used in the analysis.

According to TRNC Ministry of Finance - Department of Exchange and Growth Fund data, 33 insurance companies operate in
the TRNC insurance sector. Thirty of these companies are non-life insurance companies. The other 3 are life insurance companies.
Among the non-life insurance companies operating in 2019 and 2020, 25 non-life insurance companies (decision-making units -
DMUs) that did not have missing data and did not contain negative values for inputs and outputs were included in the scope of
the analysis. As of 2020, the premium product of the insurance companies included in the analysis constitutes approximately 94%
of the total premium production of the TRNC non-life insurance sector.

In this study, the CCR model, one of the most basic DEA models initially proposed by Charnes, Cooper and Rhodes in 1978, was
employed. There are two choices of orientation in DEA modelling: input orientation and output orientation. The efficiency of 25
non-life insurance companies operating in the TRNC was measured using the CCR model calculated under the assumption of
constant return to scale (CRS) with output orientation. The data for 2019 and 2020 used in the study were analysed through the
Deap 2.1 software.

Findings and discussion

According to the analysis results, the mean efficiency scores for the companies included in the analysis in 2019 and 2020 were
obtained as 0.720 and 0.635, respectively. According to the efficiency scores measured under the CRS assumption, 44 % of non-life
insurance companies are below the mean of the efficiency scores both in 2019 and 2020. In addition, five non-life insurance
companies (DMU1, DMU3, DMU10, DMU23, and DMU24) performed efficiently in 2019 and 2020. While DMU?7 was fully
efficient in 2019, a slight decline was observed in its efficiency score in 2020. On the other hand, it has been determined that DMUS6,
which was not fully efficient in 2019, became fully efficient in 2020. In summary, there are six DMUs, which perform efficiently
in both years.

Conclusion, recommendations and constraints

Although the insurance sector is small in Northern Cyprus, there are a large number of insurers operating in the non-life insurance
sector. This situation can be interpreted as intense competition in the non-life insurance sector. Increasing competitive pressures
force non-life insurance companies to reduce inefficiencies to maintain their existence. Accordingly, using data envelopment
analysis, this study aimed to measure the relative efficiency in the TRNC non-life insurance sector. The results obtained in this
study depend on the period covered and the inputs and outputs selected for analysis. The availability of data on the TRNC
insurance sector has been an important determinant in selecting the inputs and outputs used in the analysis. Furthermore, it
should be taken into account that the efficiency values of the decision-making units may also change when the analysed period
is changed, when the analysis is performed with different inputs and/or outputs, or when the number of inputs and/ or outputs
is changed.

bmij (2022) 10 (4): 1200-1217

1201



Bekir Sonbas & Bekir Kaya & Emine Oner Kaya
Giris

Etkinlik, bir sirketin kaynaklarinin dogru kullanimini belirtmek icin kullanilan temel bir kavramdir
(Zakery ve Afrazeh, 2015, s. 619). Sigorta sirketlerinin etkinligini 6l¢gmeye yonelik ¢ok sayida arastirma
yapimustir. Bu durumun nedenlerinden biri, sigorta sirketlerinin etkinliginin pay sahiplerini, sirket
yonetimini, potansiyel yatirimcilari, ¢alisanlari, polige sahiplerini, sigorta diizenleyicilerini ve diger
ilgili tiim taraflar1 etkiliyor olmasidir. Sigorta sirketlerinin etkinliginin ¢ok sayida arastirmacinin

dikkatini ¢cekmesinin bir diger nedeni ise, sigorta sektoriiniin tilkelerin kalkinma siirecine verdigi
katkidir.

Etkinligi 6l¢gmeye yonelik gesitli yaklasimlar arasinda, Veri Zarflama Analizi (VZA), sigorta sirketlerinin
etkinligini degerlendirmek igin yaygin olarak kullanilan yontemlerden biridir (Kaffash, Azizi, Huang
ve Zhu, 2020, s. 801). Literatiir incelendiginde, Kuzey Kibris Tiirk Cumhuriyeti (KKTC) sigorta sektorii
ile ilgili calismalarin simirlt oldugu tespit edilmistir. KKTC'de faaliyet gosteren hayat dis1 sigorta
sirketlerinin etkinliginin veri zarflama analizi ile olctildiigti bir calismaya ise, yazarlarin bilgisi
dahilinde hentiz rastlanmamuistir. Dolayisiyla calismanin konuyla ilgili literatiire katki saglamasi
beklenmektedir.

Bu ¢alismada, KKTC'de faaliyet gosteren hayat dis1 sigorta sirketlerinin etkinliginin veri zarflama
analizi ile olctilmesi amaclanmaktadir. Bu dogrultuda, calisma, alti kissmdan olusmaktadir. Giris
boliimiintin ardindan, KKTC sigorta sektoriine iliskin temel gostergelere (aktif biiytikligii, prim
tiretimi, sigorta yayginlig1 ve sigorta yogunlugu) yer verilmektedir. Literatiir incelemesi kisminda, veri
zarflama analizi ile sigorta sirketlerinin etkinliginin 6lctildiigii 6nceki calismalar incelenmektedir. Veri
ve yontem kisminda, analizde kullanilan veri seti tanitilmakta ve veri zarflama analizi yonteminin
uygulanist anlatilmaktadir. Bulgular kisminda, analiz sonuglari ele alinmakta ve son kisimda ise sonug
ve degerlendirmelere yer verilmektedir.

Kuzey Kibris’ta hayat dis1 sigorta sektorii

KKTC'de sigortacilik faaliyetleri, Tiirkiye Cumhuriyeti'nde faaliyet gosteren sigorta sirketlerinin
acenteleri seklinde 1950'1i yillarda baslamis olup, uzun yillar bu sekilde devam etmistir (KKSRSB, 2022).
1993 yilinda hazirlanan ve 1996 yilinda yiiriirliige giren 39/1993 sayili Sigorta Hizmetleri (Diizenleme
ve Denetim) Yasasi, KKTC sigorta sektorii agisindan bir dontim noktasi olmustur. 39/1993 sayili yasa
ile birlikte KKTC'de yerli sigorta sirketleri kurulmaya ve bu sirketler kendi acente aglarin olusturarak
faaliyet gostermeye baslamistir (KKSRSB, 2022). Kiiresel sigorta sektoriinde yasanan gelismelere bagl
olarak 39/1993 sayili yasanin zaman iginde yetersiz kalmasi sebebiyle 60/2010 say1li Sigorta Hizmetleri
(Dtizenleme ve Denetim) Yasast 2010 yili sonunda yiiriirliige girmistir (Hoca, 2017, s. 22).

60/2010 sayili yasa geregi, KKTC'de sigorta sozlesmeleri, hayat sigortalar1 ve hayat dis1 sigortalar
olmak {iizere iki gruba ayrilmakta ve sigorta sirketleri bu gruplardan yalnizca birinde faaliyet
gosterebilmektedir. KKTC Maliye Bakanligi Para Kambiyo ve Inkisaf Sandig1 Isleri Dairesi verilerine
gore, KKTC sigorta sektoriinde faaliyet gosteren 33 sigorta sirketi bulunmaktadir. Bu sirketlerden 30'u
hayat disi, 3'i ise hayat sigorta sirketidir (KKTC Maliye Bakanlig1 Para Kambiyo ve Inkisaf Sandig
Isleri Dairesi, 2022a). KKTC sigorta sektoriiniin bir diger onemli unsuru sigorta acenteleridir. Agustos
2022 itibartyla KKTC sigorta sektoriinde 263 sigorta acentesi (gercek kisi sigorta acenteleri, tiizel kisi
sigorta acenteleri, banka sigorta acenteleri ve kooperatif sigorta acenteleri dahil) faaliyet gostermektedir
(KKTC Maliye Bakanlig1 Para Kambiyo ve Inkisaf Sandig1 Isleri Dairesi, 2022b).

KKTC'de bankacilik sektorii, sigorta sektorti, uluslararas1 bankacilik birimleri, kooperatifler ve doviz
biirolarindan olusan finans sektoriine (KKTC Merkez Bankasi, 2022a), aktif biiytikligii agisindan
degerlendirildiginde, bankacilik sektdriiniin hakim durumda oldugunu ifade etmek mumkiindiir (Bkz.
Tablo 1).
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Tablo 1: KKTC Finans Sektorii Aktif Biiyukliigii

2015 2016 2017 2018 2019 2020
Bankacilik Sektorii (milyon TL) 17.366,7 21.137,7 26.115,3 32.980,2 40.748,5 50.601,3
Uluslararas: Bankacilik Birimleri
(milyon ABD dolary) 410 4279 543 554,4 345,9 383,6
Kooperatifler 1.123,4 1.081,4 1.054,6 1.768,2 1.954,2 2.380,9
Sigorta Sektorii (milyon TL) 451,6 495,3 568,3 711,7 855,8 1.045,9
- Hayat dis1 (milyon TL) 271,6 299,7 347,7 451,2 524,2 675,4
- Hayat (milyon TL) 180,0 195,6 220,6 260,5 331,6 370,5
Déviz Biirolar1 (milyon TL) 24,3 28 37,4 35,4 41,3 54,4

Kaynak: KKTC Merkez Bankasi, 2022a; KKTC Merkez Bankast, 2022b; KKTC Maliye Bakanligi Para Kambiyo ve Inkisaf Sandig
Isleri Dairesi (2022c).

Tablo 1 incelendiginde, bankacilik sektorii aktif biytiklugii ile kiyaslandiginda, sigorta sektorii aktif
biiyukliiginin oldukca kiiciik oldugu dikkat ¢ekmektedir. Hayat ve hayat disi sigorta sektorii
acisindan bakildiginda, incelenen tiim yillarda, sigorta sektorii aktif biiytikliigtintin yaklasik %60tk
kismini hayat dis1 sigorta sektorii olusturmaktadar.

Sigorta sektoriine iliskin en 6nemli gostergelerden biri, prim tiretimidir. KKTC sigorta sektoriiniin
konsolide teknik kar-zarar tablolarindan elde edilen veriler dogrultusunda, 2020 yili hayat dis1 sigorta
sirketleri toplam prim tiretimi 461,19 milyon TL, hayat dali sigorta sirketlerinin toplam prim tiretimi ise
77,09 milyon TL olarak gergeklesmistir (KKTC Maliye Bakanlig1 Para Kambiyo ve Inkisaf Sandig1 Isleri
Dairesi, 2022c). KKTC sigorta sektoriiniin 2015-2020 donemine iliskin prim tiretimi verileri Tablo 2’de
sunulmaktadir.

Tablo 2: KKTC Sigorta Sektorii Prim Uretimi

Prim Uretimi
(bin TL) 2015 2016 2017 2018 2019 2020
Hayat dis1 166.829,9 194.693,8 240.157,5 313.449,9 419.118,0 461.191,7
Hayat 30.407,5 27.934,1 30.416,7 36.271,3 55.048,1 77.090,7
Toplam 197.237,5 222.627,8 270.574,2 349.721,3 474.166,2 538.282,5

Kaynak: KKTC Maliye Bakanlig1 Para Kambiyo ve Inkisaf Sandig: Isleri Dairesi (2022c).

Yillar itibartyla KKTC sigorta sektorii prim tiretimi verileri incelendiginde, sektériin hayat disi
sigortacilik alaninda yogunlastigini ifade etmek miimkiindiir. Incelenen tiim yillarda hayat dis1 sigorta
sirketlerinin prim tretiminin toplam prim tiretimi igindeki pay1 %80’in tizerindedir ve 2020 yil1
itibariyla yaklasik %85 olarak gerceklesmistir.

Sigorta sektoriiniin degerlendirilmesinde goz 6ntinde bulundurulan bir diger gosterge, prim tiretiminin
gayrisafi yurt i¢i hasilaya orani (sigorta yayginligi/ penetrasyonu)’dir. 2015-2020 dénemi igin KKTC'de
sigorta sektorii prim tiretiminin gayrisafi yurt ici hasilaya orani Tablo 3’te yer almaktadir.

Tablo 3: KKTC Sigorta Sektorii Yayginlig:

2015 2016 2017 2018 2019 2020

GSYI};S“IIY"“ 10.222,50 11.601,20 14.544,80 18.324,20 21.395,40 21.407 4
Toplam Prim /

CSYiH 0,0193 0,0192 0,0186 0,0190 0,0221 0,0251

Hayat Dis1 Prim /

GSyiH 0,0163 0,0168 0,0165 0,0171 0,0195 0,0215
Hayat Prim /

pANSi 0,0030 0,0024 0,0021 0,0019 0,0025 0,0036

Kaynak: KKTC Maliye Bakanligi Para Kambiyo ve Inkisaf Sandig Isleri Dairesi (2022c); KKTC Istatistik Kurumu (2022a).

Tablo 3’te hesaplanan veriler dogrultusunda, 2020 yilinda toplam prim tiretiminin ve hayat dis1 prim
tiretiminin gayrisafi yurt i¢i hasila icindeki payinin sirasiyla %2,5 ile %2,1 oldugu goriilmektedir. Ayrica
hem toplam hem de hayat dist prim tiretiminin payinin 2017 yilindan bu yana siirekli arttigr dikkat
cekmektedir. Hayat dali prim tiretiminin pay1 ise incelenen dénemde dalgali bir seyir izlemistir.
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Sigorta sektoriine iliskin bir diger 6nemli gosterge sigorta yogunlugu olup, kisi basina diisen prim tutari
olarak ifade edilmektedir. 2015-2020 doneminde KKTC icin hesaplanan sigorta yogunlugu verileri
Tablo 4’te gosterilmektedir.

Tablo 4: KKTC Sigorta Sektorii Yogunlugu

2015 2016 2017 2018 2019 2020
Kurumsal olmayan sivil 299,514 307.255 314.169 347.340 357.216 382.836*
niifus (kisi)

Kisi basina prim tutar1 (TL) 658,5 724,6 861,2 1.006,85 1.327,39 1.406,03
Hayat dig: - Kisi bagna prim 557,0 633,7 764,4 902,43 1.173,29 1.204,67
tutar1 (TL)

Hayat - Kisi basina prim

ratars (TL) 101,5 90,9 96,8 104,42 154,10 201,36

*2015-2019 yillarina iliskin kurumsal olmayan sivil niifus verisi, KKTC Istatistik Kurumu Hanehalki Isgiicti Anket Sonuglari'ndan,
2020 yili Y1l Sonu Toplam Niifus verisi KKTC Istatistik Kurumu 2020 Istatistik Yillig'ndan temin edilmistir.

Kaynak: KKTC Istatistik Kurumu (2022b); KKTC Istatistik Kurumu (2021).

Tablo 4 incelendiginde, KKTC de kisi basina prim iiretiminin hem hayat hem de hayat dis1 sigortalarda
2015-2020 déneminde artis gosterdigi goriilmektedir. Sadece 2016 yilinda hayat dali prim tiretiminde
yasanan diistise bagl olarak kisi basina diisen prim tutarinda da bir 6nceki yila gore diistis yasandigi
dikkat cekmektedir.

Literatiir incelemesi

VZA’'nin ¢ok sayida uygulamasi, sigorta sirketlerinin performansini 6lgmeye yonelik literatiirde yer
almustir. Sigorta sektoriinde VZA uygulamalarma yonelik ilginin 6zellikle 2010 yilindan sonra artis
gosterdigini ifade etmek miimkiindiir (Kaffash vd., 2020, s. 803). Calismalardan bazilarinda hayat,
bazilarinda hayat disi, bazilarinda ise hem hayat hem de hayat dis1 sigorta sirketlerinin etkinliginin
analiz edildigi goriilmektedir. Cummins, Tennyson ve Weiss (1999), Kilickaplan ve Karpat (2004), Chen
ve Chang (2010), Bertoni ve Croce (2011) ile Eling ve Schaper (2017) hayat sigortasi sirketlerinden olusan
veri setlerine veri zarflama analizi uygulayan ¢calismalar arasinda yer almaktadir. Hwang ve Kao (2006),
Kao ve Hwang (2008), Dalkili¢ (2012), Huang ve Eling (2013), Alhassan ve Biekpe (2015), Kiilekgi ve
Saldanli (2018) ile Ilyas ve Rajasekaran (2019) hayat disi sigorta sirketlerinin etkinligini arastiran
calismalardan bazilaridir. Veri setinde hem hayat hem de hayat dis1 sigorta sirketlerine yer veren
calismalara ise, Fecher, Kessler, Perelman ve Pestieau (1993), Shujie, Zhongwei ve Genfu (2007), Eling
ve Luhnen (2010a) ile Eling ve Jia (2019) ¢rnek verilebilir. Ayrica sadece belirli bir sigorta tiirtiniin
etkinligini arastiran galigmalar da bulunmaktadir. Ornegin, Turchetti ve Daraio (2004), 1982-2000
déneminde 45 sigorta sirketinin verilerini kullanarak Italyan motor sigortasi sektoriinde etkinligi
incelemistir. Segovia-Gonzalez, Contreras ve Mar-Molinero (2009), bir Ispanyol sigorta sirketi
tarafindan 2002 yilinda diizenlenen 80.000 araba sigorta poligesinin analizini gergeklestirmistir.
Naldoken ve Kaya (2020), Turkiye'de saglik sigortacilig1 alaninda faaliyet gosteren 20 sigorta sirketinin
2016, 2017 ve 2018 yillarindaki etkinligini incelemistir. Giilay ve Attila (2021) tarafindan yapilan
calismada, Turkiye'de faaliyet gosteren 31 sigorta sirketinin 2017, 2018 ve 2019 yillarinda
hastalik/saglik bransindaki etkinlikleri analiz edilmistir. Siddiqui (2022) ise, veri zarflama analizinin
aylak temelli 6l¢tim araglarini (SBM) kullanarak 2015-2019 déneminde Hindistan'da 27 saglik sigortasi
sirketinin etkinligini analiz etmistir.

Bazi galismalarda tek bir iilkede faaliyet gosteren sigorta sirketlerinin etkinligine odaklanilirken, bazi
calismalarda ise ¢ok sayida tilke analiz kapsamina dahil edilmistir. Farkli tilkelerdeki sigorta
sirketlerinin performansi hakkinda bilgiler sunan tilkeler aras: etkinlik karsilastirmalarina Donni ve
Fecher (1997), Eling ve Luhnen (2010a), Bertoni ve Croce (2011), Medved ve Kav¢i¢ (2012), Huang ve
Eling (2013) ve Shaddady (2022) tarafindan yapilan calismalar 6rnek gosterilebilir. Fransa’da Fecher vd.
(1993), Almanya’da Luhnen (2009), Yunanistan’da Barros, Nektarios ve Assaf (2010), Gana’da Ansah-
Adu, Andoh ve Abor (2012), Hirvatistan’da Jurcevié¢ ve Zaja (2013), [ran’da Rahmani, Barati, Majazi
Dalfard ve Hatami-Shirkouhi (2014), Sirbistan’da KneZzevié, Markovi¢ ve Brown (2015), Brezilya'da
Wanke ve Barros (2016), Suudi Arabistan’da Akhtar (2018) ve Turkiye'de Kiligkaplan ve Hayirsever
Bastiirk (2004), Baskaya ve Akar (2005), Salimi Altan (2010), Dalkilig¢ (2012), Oziidogru (2017), Kiilekgi
ve Saldanli (2018) ile Sahin ve Akkoyuncu (2019) etkinlik karsilastirmast igin belirli bir tilkedeki sigorta
sirketlerine odaklanan ¢alismalar arasinda yer almaktadir.

Bazi calismalarda bir ya da bir kag yila iliskin verilerin analizi gerceklestirilirken (6rnegin Kilickaplan
ve Hayirsever Bastiirk, 2004; Hwang ve Kao, 2006; Salimi Altan, 2010; KneZevi¢ vd., 2015; Abdin,
Prabantarikso, Fahmy ve Farhan, 2022; Omrani, Emrouznejad, Shamsi ve Fahimi, 2022), baz

bmij (2022) 10 (4): 1200-1217

1204



Bekir Sonbas & Bekir Kaya & Emine Oner Kaya

calismalarda ise uzun bir donemin analiz kapsamina alindig1 goriilmektedir (6rnegin Turgutlu, Kok ve
Kasman, 2007; Luhnen, 2009; Barros vd., 2010; Chen ve Chang, 2010; Cummins ve Xie, 2013; Biener,
Eling ve Wirfs, 2016; Eling ve Jia, 2019; Ilyas ve Rajasekaran, 2019; Ekinci, 2021).

Bazi calismalarda sigorta sirketlerinin tiretim stireci, girdilerin ¢iktilara dontisturildiigi tek bir asama
olarak dikkate almirken, bazi calismalarda ise girdiler ve giktilar yam sira alt asamalar1 birbirine
baglayan ara ¢iktilarin da goz oniinde bulunduruldugu iki ya da daha c¢ok asamali network VZA
(NVZA) modelleri uygulanmistir. Ornegin iki alt asamadan olusan modelde, birinci {iretim siirecinin
ciktilari, ikinci tiretim stirecinin girdileri olarak alinmaktadir. Sigorta alaninda network VZA’y:
uygulayan ilk ¢alisma Hwang ve Kao (2006) tarafindan gerceklestirilmistir (Kaffash vd., 2020, s. 808-
809). Uretim siirecinin iki alt asamaya boliindtigii calismada, Tayvan'daki 24 hayat dist sigorta
sirketinin performansi degerlendirmistir. Performans ilk asamada pazarlanabilirlik (sigorta hizmetinin
pazarlanmasindaki performans), ikinci asamada ise karlilik (primlerden kar elde etme performansi) ile
Olgtilmiistiir. Daha sonra, Kao ve Hwang (2008) Tayvan’daki sigorta sirketlerinin etkinligini tiim stireg
i¢indeki iki alt siirecin iliskisini dikkate alarak incelemistir. Kao ve Hwang (2008)'1n 6lgege gore sabit
getiri varsayimu altinda teknik etkinligi tahmin eden iki asamali VZA modelini takip ederek, Eling ve
Jia (2019), 2003 ve 2013 yillar1 arasinda (her y1l icin ayr1 ayr1) 5000’ den fazla sigorta sirketinden olusan
kiiresel bir veri seti kullanarak hayat ve hayat disi sigorta sirketleri igin ayri ayri etkinlik tahmini
gerceklestirmistir. Nourani, Devadason, Kweh ve Lu (2017), 2008-2012 déneminde Malezya’daki sigorta
sirketlerinin yonetimsel etkinligini ve risk ytnetimi faaliyetlerinin etkinlik Sl¢timiine dahil edildigi
deger yaratma etkinligini degerlendirmek icin bir network veri zarflama analizi modeli uygulamistir.
Omrani vd. (2022) ise, Iran’da 22 sigorta sirketinin 2009 yili verilerini kullanarak iki asamali veri
zarflama analizini negatif veriler ve istenmeyen ciktilarla genisleterek uygulamustir.

KKTC sigorta sektoriinde etkinligin veri zarflama analizi ile 6l¢tildtigti bir calismaya, yazarlarin bilgisi
dahilinde heniiz rastlanmadigindan, KKTC'de faaliyet gosteren hayat dis1 sigorta sirketlerinin
etkinligini 6l¢gmeyi amaglayan bu ¢calismanin konuyla ilgili literatiire katki saglamasi beklenmektedir.

Veri ve yontem

Calismanin bu kisminda, analizde kullanilan girdi ve ¢ikt1 degiskenleri, degiskenlere iliskin verilerin
temin edildigi kaynaklar ve etkinligin Olgtilmesi amaciyla kullamilan veri zarflama analizi
incelenmektedir.

Veri

Veri zarflama analizi i¢in gerekli olan ciktilarin belirlenmesi, diger pek ¢ok hizmet sektoriinde oldugu
gibi, sigorta sektoriinde de zor bir siirectir (Huang ve Eling, 2013, s. 581). Berger ve Humphrey (1992)
finansal hizmetler sektortinde c¢iktilarin segimi icin varlik (aracilik) yaklasimi, kullanici-maliyet
yaklasimi ve katma deger yaklasimi olmak tizere tig temel yaklasimi ele almaktadir. Sigorta sektoriinde
ciktilarin belirlenmesi stirecinde yaygin olarak kullanilan yaklasimlarin basinda katma deger yaklasimi
gelmektedir (Eling ve Luhnen, 2010b, s. 218). Katma deger yaklasimina gore, sigorta sirketleri risk
havuzlama ve risk tasima hizmetleri, aracilik hizmetleri ve sigortali kayrplarla ilgili “gercek” finansal
hizmetler olmak {izere ii¢ temel hizmet sunmaktadir (Cummins, Turchetti ve Weiss, 1996, s. 17). Sigorta
sirketlerinin prim tiretimi, risk havuzlama ve risk tasima hizmetlerini temsil etmek tizere yaygin olarak
kullanilan ¢iktilardan biridir. Aracilik hizmetlerini temsil etmek {tizere ise yatirilan varliklar, yatirim
gelirleri ya da yatirimlarin getirisi degiskenleri ¢ikt1 olarak kullamilmaktadir. Hem primler hem de
yatirilan varliklar/yatirnm gelirleri, sigorta sirketlerinin sundugu ti¢tincti temel hizmet olan sigortali
kayiplarla ilgili finansal hizmetlerle de iliskilidir (Huang ve Eling, 2013, s. 581)

Etkinligi olgmek amactyla VZA'min kullanilmas: siirecinde en 6nemli asamalardan biri, girdi ve
¢iktilarin secimidir. Bu ¢alismada, giktilarin belirlenmesi siirecinde katma deger yaklasimi benimsenmis
olup, veri zarflama analizinin ¢iktilar1 olarak prim (Bertoni ve Croce, 2011; Medved ve Kav¢ic, 2012;
Huang ve Eling, 2013; Jurcevi¢ ve Zaja, 2013; Wanke ve Barros, 2016; Duramaz, 2021) ve vergi éncesi
kar (Salimi Altan, 2010; Ansah-Adu vd., 2012; KneZzevi¢ vd., 2015; Eling ve Jia, 2019; Duramaz, 2021)
degiskenleri kullamilmustir. Ilgili literattir dogrultusunda, prim degiskeninin sigorta sirketlerinin
sundugu risk havuzlama ve risk tasima hizmetleri ile sigortali kayiplarla ilgili finansal hizmetleri temsil
ettigi ifade edilebilir. Vergi oncesi kar/zarar ise, KKTC'de faaliyet gosteren hayat digsi sigorta
sirketlerinin hem temel sigortacilik faaliyetleri ile ilgili teknik gelir ve giderleri, hem de yatirim faaliyeti
ile ilgili mali gelir ve giderleri dikkate alarak hesaplandigindan, sigorta sirketlerinin sundugu ti¢ temel
hizmeti (risk havuzlama ve risk tasima, aracilik ve sigortali kayiplarla ilgili finansal hizmetleri) de temsil
ettigi ifade edilebilir.
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Sigorta sektoriinde veri zarflama analizi igin gerekli olan girdilerin belirlenmesi konusunda da
literattirde genel bir fikir birligi oldugu ifade edilebilir (Huang ve Eling, 2013, s. 581). Yaygmn olarak
kullanilan sigorta girdileri arasinda emek, 6zsermaye ve sabit varliklar (sabit sermaye) yer almakta
olup, s6z konusu degiskenler Cummins vd. (1996, s. 18-19) tarafindan sigorta sirketleri igin tiretim
faktorleri olarak ifade edilmektedir. Bu calismada, ilgili literatiir takip edilerek, analiz girdileri hayat
dis1 sigorta sirketlerinin aktif buytiklugii (Rahmani vd., 2014; Knezevi¢ vd., 2015; Davarcioglu Ozaktas,
2017), 6denmis sermayesi (Salimi Altan, 2010; Davarcioglu Ozaktas, 2017; Sahin ve Akkoyuncu, 2019)
ve genel giderleri (Jalali Naini ve Nouralizadeh, 2012; Zakery ve Afrazeh, 2015; Akhtar, 2018) olarak
belirlenmistir. Aktif toplami, KKTC’ de faaliyet gosteren hayat dis1 sigorta sirketlerinin sabit degerlerini
de icermektedir. Odenmis sermaye, sigorta sirketi ortaklarinin finansal tablo tarihinde sirkete yapmis
olduklar1 sermaye yatirimlarinin tutarimi gostermektedir. Genel giderler ise, basta personel giderleri
olmak {izere, genel idare giderleri, amortisman giderleri, karsilik giderleri ve diger giderleri
kapsamaktadir. Analizde kullanilan degiskenlerin belirlenmesi stirecinde ilgili literatiir yan1 sira veri
mevcudiyeti de goz ontinde bulundurulmustur.

Tablo 5: Analizde Kullanilan Girdi ve Ciktilar

Girdiler Ciktilar

Varliklar (I1) Primler (O1)

Genel giderler (12) Vergi oncesi kar (02)
Odenmis sermaye (I3)

Analizde kullanilan degiskenlere iliskin veriler, KKTC Maliye Bakanligi Para Kambiyo ve Inkisaf
Sandig Isleri Dairesi tarafindan sigorta sirketlerinin bagimsiz dis denetimden gegmis olarak sundugu
finansal tablolara dayali olarak hazirlanan ve yayimlanan istatistiki verilerden temin edilmistir (KKTC
Maliye Bakanligi Para Kambiyo ve Inkisaf Sandig1 Isleri Dairesi, 2022c). Analizde kullanilan girdi ve
cikt1 verileri Ek 1'de sunulmaktadar.

Daha once de ifade edildigi izere, KKTC Maliye Bakanligi Para Kambiyo ve Inkisaf Sandig Isleri
Dairesi verilerine gore, KKTC sigorta sektoriinde faaliyet gosteren 30 hayat disi sigorta sirketi
bulunmaktadir. 2019 ve 2020 yillarinda faaliyet gosteren, eksik verisi bulunmayan ve analiz girdi ve
ciktilarina iliskin verileri sifir ve negatif degerler icermeyen 25 hayat disi sigorta sirketi analiz
kapsamina dahil edilmistir (Bkz. Tablo 6). Analize dahil edilen 25 hayat dis1 sigorta sirketinin toplam
prim tiretimi, 2020 y1l itibartyla KKTC hayat dis1 sigorta sektdriiniin toplam prim {iretiminin yaklasik
%94’ tinl1 olusturdugundan, analize dahil edilen sirketlerin KKTC hayat dis1 sigorta sektoriinti temsil
ettigi ifade edilebilir.

Tablo 6: Calismada Etkinlikleri Analiz Edilen Karar Verme Birimleri

KVB1  Anadolu Anonim Tiirk Sigorta Sti. KVB14 Commercial Insurance Ltd.
KVB2  Kibris Kapital Insurance Ltd. KVB15 Tiirk Sigorta Ltd.

KVB3  Groupama Sigorta A.S. KVB16 As-Can Sigorta Sti. Ltd.
KVB4 Giiven Sigorta (Kibris) Sti. Ltd. KVB17  Kibris fktisat Sigorta Ltd.
KVB5  Seker Sigorta (Kibris) Ltd. KVB18 Can Sigorta Ltd.

KVB6  Limasol Sigorta Ltd. KVB19 Gulf Sigorta A.S.

KVB7  Tirkiye Sigorta A.S. KVB20 Akfinans Sigorta Ltd.
KVB8  Kibris Sigorta Sti.Ltd. KVB21 Segure Insurance Ltd.
KVB9  Dagh Sigorta Ltd. KVB22  Eurocity Insurance Co.Ltd.
KVB10 Creditwest Insurance Ltd. KVB23 AxaSigorta A.S.

KVB11 Zirve Sigorta Ltd. KVB24 Mapfree Insurance Co. Ltd.
KVB12 Northprime Insurance Ltd. KVB25 Tower Insurance Ltd.
KVB13 Ziirih Sigorta A.S.

Analize dahil edilen sirketler arasinda Kuzey Kibris Tiirk Cumhuriyeti'nde kurulmus sigorta sirketleri
ile yabanci tilkelerdeki sigorta sirketlerinin Kuzey Kibris Tirk Cumhuriyeti'ndeki subeleri yer
almaktadir. KKTC'de kurulmus sigorta sirketleri yarni sira yabanci sigorta sirketlerinin KKTC'deki
subelerinin de, 60/2010 say1l1 Sigorta Hizmetleri (Dtizenleme ve Denetim) Yasas1'nin 44. maddesi geregi
yillik bilango ile kar ve zarar cetvellerini bagimsiz denetgilere denetletmesi ve ilan ettirmesi zorunludur.
KKTC'de sube agmak suretiyle faaliyette bulunan sigorta sirketlerinin, KKTC’deki faaliyetlerine ait
bilangolar1 ile kar ve zarar hesaplari, KKTC'deki merkez olarak gosterilen sube tarafindan
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diizenlenmekte ve ana merkezlerinin son bilanco ve kar zarar hesaplari ile birlikte KKTC deki yetkili
makamlara sunulmaktadir (60/2010 sayili Yasa, md. 44).

Calismada sadece hayat dis1 sigorta sektoriine odaklanilmasi, diizenleyici ve sektorel etkilere iliskin
heterojenligin kontrol edilmesine imkan saglamaktadir (Nourani vd., 2017, s. 886). Ayrica calismada
VZA yaklasiminin bir diger gerekliligi olan, karar verme birimleri (KVB)nin sayismin (bu ¢calismada
hayat dis1 sigorta sirketlerinin sayis1) girdi ve ¢ikt1 sayisi toplaminin en az iki kat1 olmas: (Golany ve
Roll, 1989, s. 239) sart1 da karsilanmaktadir. Yani analize dahil edilen KVB sayis1 25 olup, ii¢ girdi ve iki
¢ikt1 toplaminin (3+2 = 5) iki katindan daha fazladur.

Veri zarflama analizi

Farrell (1957)'in calismasina dayali olarak Charnes, Cooper ve Rhodes (1978) tarafindan onerilen VZA,
etkin sinir1 belirlemek icin kullanilan parametrik olmayan bir yaklasimdir (Kaffash vd., 2020, s. 801).
VZA, agirlikli ¢ikt1 toplaminin agirlikli girdi toplamina oranini maksimize ederek benzer KVB’lerin
goreli etkinligini tahmin etmektedir (Charnes vd., 1978, s. 430; Knezevi¢ vd., 2015, s. 95). Analiz
sonuglari, her bir KVB'nin girdileri ¢iktilara donitistiirmede diger KVB'lere kiyasla ne kadar etkin
performans gosterdigini ortaya koymaktadir (Kao ve Hwang, 2008, s. 418). VZA ile etkinlik
hesaplamaya yonelik temel formiil asagidaki gibidir (KneZzevi¢ vd., 2015, s. 95):
ctktilarin agirlikli toplanu

Etkinlile = girdilerin agirlikli toplami »

Etkinlik, 0 ile 1 arasinda deger alabilmektedir ve 1 olmasi ilgili KVB'nin etkin oldugunu, 1’den kiigiik
olmasi ise etkinsizligi gostermektedir. Bir karar verme biriminin, herhangi bir girdisini artirmadan ve
herhangi bir ¢iktisin1 azaltmadan, bagka bir c¢iktisini artirmasi miimkiinse, bu KVB etkin degildir.
Benzer bir sekilde, bir KVB'nin herhangi bir girdisini artirmadan ve herhangi bir ¢iktisin1 azaltmadan
baska bir girdisini azaltmasi miimkiinse, bu KVB etkin degildir (Charnes, Cooper ve Rhodes, 1981, s.
669).

Charnes vd. (1978)'nin 6lgege gore sabit getiri (constant returns to scale - CRS) varsayimi tizerine kurulu
olan CCR (Charnes, Cooper ve Rhodes) modelini 6nermesinden bu yana, VZA {izerinde calisiimaya
devam edilmis ve etkinlik dl¢timiine yonelik cesitli VZA modelleri gelistirilmistir (Cook ve Seiford,
2009, s. 2). Bunlarin bagsinda Charnes vd. (1978) nin galismasin genisleterek Banker, Charnes ve Cooper
(1984) tarafindan onerilen ve BCC (Banker, Charnes ve Cooper) modeli olarak adlandirilan 6lgege gore
degisken getiri (VRS) yaklasimi yer almaktadir. Bu calismada Charnes vd. (1978) tarafindan 6nerilen en
temel VZA modellerinden biri olan CCR modeli kullanilmaktadir. Bu modele gore, bir karar verme
birimi icin etkinlik, asagidaki denklemin ¢6ziimii ile elde edilmektedir (Charnes vd., 1978, s. 430;
Charnes vd., 1981, s. 671; Kao ve Hwang, 2008, s. 419-420; Cook ve Seiford, 2009, s. 2; Cooper, Seiford
ve Zhu, 2011, s. 9):

S m
ho =max Y uyre/ ) vikig @
r=1 i=1
Kisitlar:
S m
Zuryr]-/ Zvixi]- <1 j=1..,n
r=1 i=1
uv; =2e>0 r=1,..,s; i=1,..,m.

Denklem (2)'de y,; ve x;j, j. karar verme biriminin sirasiyla r. ¢iktis1 ve i. girdisi olup u, v; = ¢ bu
denklemin ¢oziilmesiyle belirlenecek olan degisken agirliklaridir. Burada, ¢, arsimedgil olmayan ¢ok
kiictik bir degerdir (Kao ve Hwang, 2008, s. 420; Cook ve Seiford, 2009, s. 2). Her bir karar verme birimi
s ¢ikt1 iretmek icin m girdi kullanmaktadir. Charnes ve Cooper (1962)'1n kesirli programlama teorisi
uygulanarak, Denklem (2), dogrusal programlama modeline doniistiirtilebilir (Ahn, Charnes ve
Cooper, 1988, s. 251; Cook ve Seiford, 2009, s. 2; Cooper vd., 2011, s. 10):

hO = max Z HrYro (3)

r=1
Kisitlar:

m

Z VX =1

i=1
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S m
Z,uryrj—ZvixijSO; j=1,....,n;
r=1 i=1

U v =€>0 r=1,..,s; i=1,..,m.

Veri Zarflama Analizi adinin ortaya ¢ikmasim saglayan, duali alinmis denklem ise asagidaki gibidir
(Ahn vd., 1988, s. 251; Cook ve Seiford, 2009, s. 2; Cooper vd., 2011, s. 11):

S m
min90—8<25;+25i_> 4)
1 i=1

r=

Kisitlar:

n

zljxij + 57 = Oyxi0; i=1...m

j=1

n

+ _ . — .

ZAerj —Sr = Yros r= 1""’S’
j=1
AjZO; j=1,...n i=1,..m r=1,..,s.

VZA modellemesinde, girdi yonelimli ve ¢ikt1 yonelimli olmak tizere iki yaklasim bulunmaktadir. Girdi
yonelimli durumda, ¢iktilar sabit kalirken girdiler orantili olarak azaltilmakta, ¢ikt1 yonelimli durumda
ise, girdiler sabit tutulurken ciktilar orantili olarak artirilmaktadir (Cook ve Seiford, 2009, s. 4). Ciktilarin
girdilere oranini iceren model (Denklem (2)), girdi yonelimli model olarak ifade edilmektedir; girdi
yonelimli bu oran tersine gevrilebilmekte ve boylelikle ¢ikti yonelimli minimizasyon problemi
coziilebilmektedir (Cook ve Seiford, 2009, s. 2; Cooper vd., 2011, s. 12):

m S

min Z ViXio / UrYro (5)
i 1

i=1 r=
Kisitlar:

m S

Zvixij/z Uy =1 j=1..,n
r=1

i=1

uv; =2e>0 r=1,..,s; i=1,..,m

Benzer bir sekilde, dogrusal kesirli programlama icin Charnes ve Cooper (1962) dontistimii Denklem
(5)’e uygulandiginda, asagidaki model elde edilmektedir (Cooper vd., 2011, s. 12):

m

min Z Vi Xio (6)

i=1

Kisitlar:

s

Z WrYro = 1

r=1

m s

Zvixij_ZﬂrYrj = 0; j=1..m
i=1 r=1

v =€>0 r=1,..,s; i=1,..,m.
Bu durumda zarflama modeli ise asagidaki gibidir (Cooper vd., 2011, s. 12):

S m
max<p0+s(Zsr++Zs[> @)
1 i=1

r=

Kisitlar:

n
ZAJXU + Si_ = Xio» i= 1, e, m;
j=1
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n
Zﬂjyrj =57 = QoYros r=1,..,s;
j=1
/1]20, j=1,...,7’l.

Tablo 7’'de girdi ve cikt1 yonelimli CCR modelleri sunulmaktadir.
Tablo 7: CCR VZA Modelleri

Girdi Yonelimli
Zarflama Modeli Carpan Modeli
S m S
minf, — ¢ <Z st + Z si‘) max Z UrYro
r=1 i=1 r=1
Kistitlar: Kisitlar:

m

n
Z Nxy + s = Ogxi0; i=1..,m Z VX =1
j=1

i=1
s

n m
Z/l,-yr,- Y r=1,..,s Zﬂryrj _Zvi %<0 j=1l..m

j=1 r=1 i=1
A4 =0 j=1..,n U 2e>0 r=1,.,s i=1.,m
Cikt1 Yonelimli
Zarflama Modeli Carpan Modeli
S m m

max ¢, + € (z s+ Z sl-) minz ViXio

r=1 i=1 i=1
Kisitlar: Kisitlar:
n s
ZA]-XU + 57 = X5 i=1..,m Zﬂryro =1
j=1 r=1
n m S
Z/l,-yr,- =85 = QoYro; r=1,..,s; Zvi Xij —Z#ryrj 20, j=lL..m
j=1 i=1 r=1

A = 0; j=1,..,n U 2e>0 r=1,..,s; i=1,..,m

Kaynak: Cooper vd. (2011, s. 13).

Borges, Nektarios ve Barros (2008), girdi yonelimli veya cikt1 yonelimli VZA se¢iminin, sigorta
sirketlerinin faaliyet gosterdigi piyasanin kosullarina bagh oldugunu ifade etmektedir. Genel bir kural
olarak, rekabetci piyasalarda, KVB'lerin ¢ikt1 odakli oldugu kabul edilmektedir (Borges vd., 2008;
Wanke ve Barros, 2016). Ciinki girdilerin, ¢iktilarini piyasa talebine bagli olarak (KVB'nin kontrolii
disinda olan bir sey) maksimize etmeyi amaglayan KVB'nin kontrolii altinda oldugu varsayilmaktadir.
Ote yandan, tekelci piyasalarda, analiz edilen birimlerin (KVB) girdi odakli oldugu kabul edilmektedir,
¢linkii bu piyasada cikt1 igseldir, girdi ise digsaldir (Borges vd., 2008; Wanke ve Barros, 2016).

KKTC sigorta sektorii nispeten kiiciik olgekli bir yapiya sahip olmasina ragmen, 6zellikle hayat dis
sigortacilik alaninda faaliyet gosteren ¢ok sayida sirket olmasi, hayat dis1 sigorta sektoriinde rekabetin
yogun oldugu seklinde yorumlanabilir. Rekabetci bir piyasada KKTC'deki hayat dis1 sigorta
sirketlerinin temel amacinin mevcut girdilerini kullanarak ciktilarini en tist diizeye ¢ikarmak oldugu
varsayillmakta ve ¢ikt1 yonelimli modelin tahmin edilmesinin uygun oldugu kabul edilmektedir (Borges
vd., 2008; Wanke ve Barros, 2016). Dolayisiyla galismada cikt1 yonelimli 6lgege gore sabit getiri (CRS)
varsayimi altinda hesaplanan CCR modeli temel alinmaktadir. Analizlerde kullanilan 2019 ve 2020
yillarina ait veriler, Deap 2.1 yazilimi araciligiyla analiz edilmistir.

Bulgular

KKTC sigorta sektoriinde faaliyet gosteren 25 hayat digi sigorta sirketinin 2019 ve 2020 yili verileri
kullamilarak CRS varsayimi altinda hesaplanan CCR modeli etkinlik degerleri Tablo 8'de
sunulmaktadar.
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Tablo 8: 2019 ve 2020 Yillarina Ait Etkinlik Degerleri

KVB 2019 2020 KVB 2019 2020

KVB1 1 1 KVB14 0,509 0,426

KVB2 0,862 0,639 KVB15 0,744 0,462

KVB3 1 1 KVB16 0,549 0,58

KVB4 0,806 0,793 KVB17 0,246 0,181

KVB5 0,792 0,682 KVB18 0,57 0,172

KVB6 0,923 1 KVB19 0,305 0,562
KVB7 1 0,971 KVB20 0,384 0,253
KVBS8 0,624 0,696 KVB21 0,284 0,188
KVB9 0,767 0,635 KVB22 0,527 0427
KVB10 1 1 KVB23 1 1
KVB11 0,995 0,649 KVB24 1 1

KVB12 0,557 0,408 KVB25 0,933 0,338

KVB13 0,631 0,815 Ortalama | 0,72 0,635

Kaynak: Etkinlik degerleri, Deap 2.1 yazilimi kullanilarak elde edilmistir.

Tablo 8’de yer alan, belirlenen girdi ve ciktilar ile CRS varsayimi altinda hesaplanan CCR modeli
etkinlik degerleri, KVB1, KVB3, KVB10, KVB23 ve KVB24'tin hem 2019 hem de 2020 yillarinda etkin
oldugunu gostermektedir. KVB7 ise 2019 yilinda tam etkin iken, 2020 y1ilinda etkinlik degerinde kiigiik
bir diisme gozlenmektedir. Ote yandan KVB6'nin 2020 yilinda tam etkin hale geldigi goriilmektedir.
Analize dahil edilen 25 KVB'nin 2019 yili ortalama etkinlik degeri 0,72 iken, 2020 yilinda bu deger
0,635’e gerilemistir. CRS varsayimu altinda olgtilen etkinlik degerlerine gore, hem 2019 yilinda hem de
2020 yiinda hayat disi sigorta sirketlerinin %44’ti sektdr ortalama etkinlik degerinin altinda
kalmaktadir.

Etkin olmayan karar verme birimlerinin etkin sinira ulasabilmeleri i¢in etkinsizlige sebep olan
faktorlerin belirlenmesi 6nem arz etmektedir. VZA, etkin olmayan birimler i¢cin mumkiin olan
iyilestirmeleri de gostermektedir. Etkin olmayan hayat dis1 sigorta sirketlerinin etkin simra
ulasabilmeleri igin, potansiyel iyilestirmeleri gosteren ¢ikt1 yonelimli CCR modeli sonuglarina Tablo
9’da yer verilmektedir. Buna gore, etkin olmayan her bir karar verme biriminin mevcut degerleri, hedef
degerleri ve referans alabilecegi sirketler ile agirliklar: Tablo 9'da sunulmaktadir.
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Tablo 9: Cikt1 Yonelimli CCR Modeline Gore 2020 Yilina {liskin Potansiyel lyilestirme Tablosu

KBV i 2 3 o1 02 Referans KVB'ler
ve Agirliklar:
Gergeklesen 37.934.211 2.554.492 10.000.000 23.451.940 1.591.054
KVB2 3 (0,827),1 (0,136)
Hedef 37.934.211 2.554.492 7.272.103 36.711.308 3.395.535
Gergeklesen 52.825.297 4.812.989 9.000.000 32.608.546 6.114.879 1(0,395), 10
KVB4 et
Hedef 43.708.731 4.812.989 9.000.000 41.108.045 7.708.738 (0,454), 23 (1,248)
Gergeklesen 51.869.755 5.877.860 12.000.000 29.819.580 7.438.994 24 (0,185), 23
KVB5 (1,822),1 (0,224),
Hedef 51.869.755 5.877.860 12.000.000 43.741.365 10.912.017 10 (0,689)
Gergeklesen 42.432.018 2.462.537 8.941.550 22.764.803 7.466.942 1(0,137), 10
KVB7 e
Hedef 31.928.958 2.462.537 8.941.550 23.454.706 7.693.233 (0,069), 23 (2,125)
Gergeklesen 32.177.930 5.177.002 9.439.413 21.064.236 4.544.762 10 (0,268), 24
KVB8 g/
Hedef 32.177.930 3.932.983 9.439.413 30.272.314 6.531.472 (0,609), 23 (1,291)
Gergeklesen 30.025.307 5.251.919 7.000.000 19.949.754 3.272.287 23 (0,116), 10
KVB9 oo
Hedef 30.025.307 4.911.260 7.000.000 31.435.521 5.156.256 (0,660), 24 (0,656)
Gergeklesen 27.358.150 4143359 5.500.000 17.695.708 3.074.398 23 (0,138), 10
KVB11 (0,605), 24 (0,322),
Hedef 27.358.150 4.143.359 5.500.000 27.263.848 4.736.737 1(0,097)
Gergeklesen 30.506.438 3.687.832 5.000.000 14.706.452 1.293.323 10 (0,241), 23
KVB12 (0,218), 1 (0,483),
Hedef 30.506.438 3.687.832 5.000.000 36.012.535 3.167.034
24 (0,004)
Gerceklesen 26.015.203 1.493.659 5.050.000 13.765.720 3.062.246 1(0,117), 3 (0,103)
KVB13 e
Hedef 19.956.859 1.493.659 5.050.000 16.888.460 3.756.914 23 (0,954)
Gerceklesen 25.613.052 5.167.112 6.000.000 13.459.638 1.307.618 10 (0,353), 1
KVB14 et
Hedef 25.613.052 4.097.900 6.000.000 31.627.647 3.072.659 (0,120), 24 (0,631)
KVBI5 Gerceklesen 22.585.180 2.454.942 16.275.056 8.198.053 2.530.858 23 (1,581), 24
Hedef 22.585.180 1.950.698 7.408.271 17.745.736 5.478.367 (0,273)
Gerceklesen 10.912.121 1.883.931 3.500.000 6.608.398 1.153.842 10 (0,031), 24
KVB16 T
Hedef 10.912.121 1.340.955 3.500.000 11.394.179 1.989.451 (0,283), 23 (0,459)
Gerceklesen 18.543.888 2.124.033 6.000.000 4.593.108 124508
KVB17 3 (0,015), 1 (0,401)
Hedef 18.543.888 2.124.033 2.784.257 25.354.614 839.623
Gerceklesen 14.249.931 2.575.326 4.200.560 3.773.634 107.060
KVB18 24 (0,608), 1 (0,082)
Hedef 14.249.931 2.354.460 4.200.560 21.962.112 775.128
Gerceklesen 6.891.739 650.542 3.550.000 1.451.381 1.128.323
KVB19 23 (0,610)
Hedef 6.891.739 419.631 2228117 3.930.180 2.009.402
KVB2O Gerceklesen 4.974.295 999.744 2.900.000 1.680.320 146.975 24 (0,214), 23
Hedef 4.974.295 754403 1.691.699 6.654.381 582.048 (0,111)
Gerceklesen 13.348.745 1.592.783 5.200.000 3.500.994 85.070
KVB21 24 (0,035), 1 (0,285)
Hedef 13.348.745 1.592.783 2.101.436 18.584.767 590.487
Gerceklesen 22.943.026 3.958.742 7.000.000 15.201.404 178.823
KVB22 24 (1,049), 1 (0,106)
Hedef 22.943.026 3.869.966 7.000.000 35.616.915 1.265.514
Gergeklesen 6.160.188 3.225.774 3.336.000 3.319.467 55.311
KVB25 24 (0,355)
Hedef 6.160.188 1.122.761 2.129.866 9.834.649 358.309

Not: Son siitunda referans agirliklar1 parantez icinde yer almaktadir. I1: Varliklar; 12: Genel giderler; I3: Odenmis sermaye; O1:
Primler; O2: Vergi tncesi kar; KVB: Hayat disi sigorta sirketleri.

Kaynak: Sonuglar, Deap 2.1 yazilimi kullanilarak elde edilmistir.

Etkin olmayan hayat dis1 sigorta sirketlerinin Tablo 9'da yer alan hedef degerlere yaklasmaya yonelik
iyilestirmeler yapmalari, etkin sinira da yaklasmalarina olanak saglayacaktir. Etkin olmayan her bir
hayat dis1 sigorta sirketi i¢in potansiyel iyilestirme degerlerine iliskin aciklamalar birbirine benzer
olacagindan ve her birini agiklamak oldukga uzun stireceginden, burada ornek olarak sadece bir
KVB'nin degerlerinin agiklanmast tercih edilmektedir. Ornegin KVB5'in 2020 yil verilerine iliskin ¢ikt:
yonelimli CCR modeli potansiyel iyilestirme degerlerine gore, prim tiretimini 13.921.785 TL ve vergi
oncesi karini 3.473.023 TL artirmast durumunda etkin hale gelmesi beklenmektedir.

Sonug

KKTC sigorta sektoriinde artan rekabetci baskilar, sigorta sirketlerinin bir yandan hizmet kalitelerini
artirirken bir yandan da varliklarini stirdiirebilmek igin etkinliklerini goézden gegirmelerini gerekli
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kilmaktadir. Bu calismada, KKTC hayat disi sigorta sektoriinde veri zarflama analizi kullanilarak goreli
etkinligin ol¢tilmesi amaglanmustir. Birden ¢ok girdi ve ¢iktinin dikkate alinmasina izin veren veri
zarflama analizi, sigorta sirketlerinin etkinliklerinin ¢l¢tilmesinde kullanilan en yaygin yontemlerden
biridir. Analiz kapsamina 25 hayat dis1 sigorta sirketi dahil edilmis olup, bu sirketlerin 2020 y1l1 toplam
prim retimi, KKTC hayat dis1 sigorta sektorti toplam prim {retiminin yaklasik %94’tint
olusturmaktadir. Varliklar (I1), genel giderler (I2) ve 6denmis sermaye (I3) olmak tizere {i¢ girdi ile
primler (O1) ve vergi 6ncesi kar (O2) olmak tizere iki ¢ikt1 kullanilarak kurulan tlgege gore sabit getiri
varsayimi altinda hesaplanan CCR modeli ile 25 KVB'nin 2019 ve 2020 yillarina iliskin etkinlik degerleri
belirlenmistir.

Analiz neticesinde 2019 yili ortalama etkinlik degeri 0,72; 2020 y1il1 ortalama etkinlik degeri ise 0,635
olarak hesaplanmistir. Her iki yilda da analize dahil edilen sigorta sirketlerinin %44’{intin ortalama
etkinlik degerinin altinda kaldig1 belirlenmistir. Anadolu Anonim Tiirk Sigorta Sti. (KVB1), Groupama
Sigorta A.S. (KVB3), Creditwest Insurance Ltd. (KVB10), Axa Sigorta A.S. (KVB23) ve Mapfree
Insurance Co. Ltd. (KVB24)'nin hem 2019 hem de 2020 yillarinda etkin oldugu, Turkiye Sigorta A.S.
(KVB7?) ile Limasol Sigorta Ltd (KVB6)'nin ise sirasiyla 2019 ve 2020 yilinda etkin oldugu tespit
edilmistir.

Veri zarflama analizinde en ¢nemli asamalardan biri, daha once de ifade edildigi tizere, girdi ve
¢iktilarin belirlenmesidir. Bu ¢alismada elde edilen sonuglar da, kapsanan déneme ve segilen girdi ve
ciktilara baghdir. Analizde kullanilan girdi ve ciktilarin belirlenmesi siirecinde veri mevcudiyeti énemli
bir belirleyici olmustur. Analiz edilen dénem degistirildiginde, farkli girdi ve/veya ciktilar ile analiz
gerceklestirildiginde ya da girdi ve/veya ¢ikt1 sayist degistirildiginde, karar verme birimlerinin etkinlik
degerlerinin de degisebilecegi goz oniinde bulundurulmalidir.

KKTC sigorta sektoru ile ilgili daha fazla arastirmaya ihtiya¢ oldugu diistintilmekte ve yapilan
arastirmalarin artmasinin sektoriin gelisimine katki vermesi beklenmektedir. Bu dogrultuda gelecek
calismalarda daha genis bir veri seti kullanilarak, farkl: girdi ve ¢ikt1 degiskenleri kullanilarak ve/veya
farkli VZA modelleri kullanilarak KKTC’de faaliyet gosteren sigorta sirketlerinin etkinliginin
degerlendirilmesinin hem konu ile ilgili literatiire hem de KKTC sigorta sektoriine katk: saglamasi
beklenmektedir.
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Appendix (Ekler)
Appendix1: (Ek 1:) Analizde kullanilan girdi ve ¢ikt: verileri
KBV Yil Ju | 12 13 o1 02
KVB1 2020 44.766.667 5.208.768 6.650.000 61.895.300 1.950.875
2019 37.599.784 4.647.441 6.650.000 51.734.042 2.728.987
2020 37.934.211 2.554.492 10.000.000 23.451.940 1.591.054
KVB2 2019 25.814.866 2.233.837 5.000.000 23.629.170 1.490.182
2020 38.506.711 2.231.706 7.700.000 34.206.941 3.785.403
KVB3 2019 29.768.662 2.356.514 6.400.000 30.480.309 2.086.516
2020 52.825.297 4.812.989 9.000.000 32.608.546 6.114.879
KB4 2019 31.890.044 3.272.427 6.000.000 25.736.520 3.173.547
2020 51.869.755 5.877.860 12.000.000 29.819.580 7.438.994
KVB5 2019 34.560.574 4.687.147 6.000.000 24.536.716 5.019.205
2020 29.700.827 5.915.989 3.967.300 28.419.072 3.659.650
KVB6 2019 23.228.569 5.234.332 3.967.300 24.618.932 2.653.362
2020 42.432.018 2.462.537 8.941.550 22.764.803 7.466.942
KVB7 2019 33.045.542 2.107.674 8.941.550 18.538.768 7.306.045
2020 32.177.930 5.177.002 9.439.413 21.064.236 4.544.762
KVB8 2019 26.301.253 4.642.034 6.258.267 17.715.810 3.007.758
2020 30.025.307 5.251.919 7.000.000 19.949.754 3.272.287
KVB9 2019 21.424.124 4.947.363 6.000.000 17.511.272 3.162.540
2020 26.260.602 4.176.228 4.000.000 18.953.068 6.232.608
KVB10 2019 22.010.280 3.644.048 4.000.000 17.799.963 5.593.038
2020 27.358.150 4.143.359 5.500.000 17.695.708 3.074.398
KVBll 2019 22.476.960 5.161.301 3.400.000 19.451.399 3.422.653
2020 30.506.438 3.687.832 5.000.000 14.706.452 1.293.323
KVB12 2019 21.174.216 2.321.182 2.942.000 12.756.443 334.699
2020 26.015.203 1.493.659 5.050.000 13.765.720 3.062.246
KVBI13 2019 19.854.414 1.186.132 3.650.000 9.278.133 933.018
2020 25.613.052 5.167.112 6.000.000 13.459.638 1.307.618
KVB14 2019 19.679.341 2.909.280 4.553.000 11.949.772 1.366.234
2020 22.585.180 2.454.942 16.275.056 8.198.053 2.530.858
KVBI15 2019 20.744.199 2.183.562 13.562.476 8.490.163 3.620.527
2020 10.912.121 1.883.931 3.500.000 6.608.398 1.153.842
KVB16 2019 10.039.504 1.687.624 3.500.000 6.552.551 816.931
2020 18.543.888 2.124.033 6.000.000 4.593.108 124.508
KVB17 2019 12.877.915 1.609.244 6.000.000 4.149.584 286.490
2020 14.249.931 2.575.326 4.200.560 3.773.634 107.060
KVBI8 2019 15.326.185 2.460.874 2.575.600 11.413.795 584.336
2020 6.891.739 650.542 3.550.000 1.451.381 1.128.323
KVB19 2019 6.716.165 488.229 3.550.000 1.801.880 221.003
2020 4.974.295 999.744 2.900.000 1.680.320 146.975
KVB20 2019 4.884.377 1.020.383 2.900.000 2.416.598 262.281
2020 13.348.745 1.592.783 5.200.000 3.500.994 85.070
Kvbal 2019 9.392.865 1.281.048 4.300.000 3.764.915 68.109
2020 22.943.026 3.958.742 7.000.000 15.201.404 178.823
KVb22 2019 21.148.885 3.834.800 5.000.000 17.192.313 96.245
2020 11.289.733 687.420 3.650.000 6.438.242 3.291.711
KVB23 2019 9.494.535 637.245 3.650.000 6.420.565 1.859.290
2020 17.368.198 3.165.543 6.005.000 27.728.072 1.010.227
Kvbad 2019 11.704.983 2.872.156 3.005.000 20.214.369 407.203
2020 6.160.188 3.225.774 3.336.000 3.319.467 55.311
KVB25 2019 7.763.160 5.517.716 3.336.000 12.506.198 151.935

Kaynak: KKTC Maliye Bakanlig1 Para Kambiyo ve Inkisaf Sandig: Isleri Dairesi (2022c)
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Introduction

Sustainability refers to the continuation of human life while ensuring production and diversity. People's
lives are based on natural resources. However, the natural resources our lives depend on do not have
an infinite feature. The importance of sustainability means ensuring sustainability and aiming to build
a balance between nature and humans (Johnston, Everard, Santillo & Robert., 2007). Sustainability
encourages decision-makers to take long-term actions in environmental, social, and human issues rather
than short-term gains.

Ergonomics as a tool to support sustainability is a way of designing work systems to accommodate the
capabilities of workers. Human well-being and overall system performance emerge as the common
goals of sustainability and ergonomics. Ergonomics projects have a beneficial impact on building a
sustainable working environment, reducing the probability of injury or accident, turnover rate and
absenteeism while improving workers' productivity and morale (Pavlovic-Veselinovic, 2014).
Ergonomics is an effective tool for improving sustainability while reducing the negative effects of
industry on the ecosystem.

A workplace injury in business must be taken as a warning sign that one or more factors are deficient.
The cost of a workplace injury can be direct or indirect. Medical expenses and worker’s compensation
payments are examples of direct costs. Decreasing work time, productivity, work quality and morale
constitute indirect costs.

Ergonomics is used to redesign a working system in a business to improve productivity and safety. That
kind of intervention needs investing funds, and to justify the expense, it must be clarified about
returning benefits of the program to be funded. The question to be answered is, is it a worthwhile
investment for organizations? Does it pay off?

Evaluating the costs of ergonomics projects is easier than the benefits because many cost factors are
ready in the organization (Hendrick, 2003). However, Hendrick (1997) stated in his study, “at first
glance, it appears that a conflict exists in organizational practice between the requirements of an
ergonomic approach and the consideration of economic conditions and that therefore both perspectives
are only to be reconciled via a trade-off”.

Ergonomic programs are not a cost for organizations; rather, they reduce costs over time dramatically.
But at the very first step, funding is seen as barrier organizations have faced in managing ergonomic
programs. So to get decision-makers approval for ergonomics programs, a detailed feasibility report
must be prepared and presented while requesting and receiving funding approval.

Cost-Benefit Analysis (CBA) is one of the most commonly used techniques in financial evaluating
projects in business. On the other hand, it will be helpful to use Analytic Hierarchy Process (AHP) to
elevate subjective parts of projects and give more realistic decisions. AHP will enable decision-makers
to set priorities and evaluate the projects according to conditions. This article constitutes a unique study
combining ergonomics, sustainability, CBA and AHP and leads to a clear picture of the project
evaluating process in business.

In the literature review section, detailed information was given about the sub-topics of the study
sustainability, project evaluation, ergonomics, CBA and AHP, respectively. Then, in the application and
results section, CBA and AHP were applied to two sample ergonomics projects, and all iterations were
illustrated step by step. Finally, in the conclusion section, the results were interpreted and discussed.

Literature review

The literature has not encountered a study proposing a model using AHP and CBA together on
sustainability and ergonomics. However, there are studies covering two or three subjects partially.

There are very few studies on ergonomics and sustainability. One of them is Haslam & Waterson (2013)
stated that before 2000, ergonomics was assumed to be an interdisciplinary science symbolizing western
liberal capitalism, just focusing on productivity issues and disregarding planet interactions. However,
when the world encounters fatal environmental implications, classical productivity studies began
addressing global ergonomics with sustainable development.

There are considerably more studies on sustainability or ergonomics issues using AHP or CBA
technique. For AHP methodology, Taha, Abdul Salaam, Sin Ye, Tuan, & Mohamad (2015) studied
material design to support sustainability with AHP using three criteria: production costs, carbon
emission rate and ergonomic evaluation, to find the best possible decision according to the given
criteria. Waris, Panigrahi, Mengal, Soomro, Mirjat, Ullah, Azlan, & Khan (2019) developed a framework
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with AHP on sustainable procurement to take a more sensible decision with six criteria: environmental
impact, life cycle cost, social benefits procurement, performance, system capability and operational
convenience. Jayawickrama, Kulatunga & Mathavan (2016) studied plant sustainability by fuzzy AHP
and proposed a sustainability evaluation tool. Mani, Rajat & Vinay (2014) researched social
sustainability using the AHP methodology. The study results guided managers to integrate many
dimensions, such as health, equity, safety, wages and education, into the supply chain management
system.

For CBA methodology, Soderqvist, Brinkhoff, Norberg, Rosen, Back & Norrman (2015) made a CBA as
a part of sustainability assessment and guided decision makers on investment decisions of
contaminated areas. Goggins, Spielholz & Nothstein (2008) made a case study on estimating the
effectiveness of ergonomics programs with CBA. The results showed that the main benefits of
ergonomic programs were positive, and the payback period was less than one year.

Sustainability and ergonomics

Sustainability is a comprehensive approach considering the ecological, social and economic factors.
Sustainable development is a social justice project that focuses on equitable development to meet human
needs and emphasizes the need to protect natural resources to meet these needs (Johnston et al. 2007).
Sustainability is the concept that products must be designed to be recycled, remanufactured and reused
to build stability among environmental, economic and sociocultural factors (Pavlovic-Veselinovic,
2014).

Aksoy (2013) stated in his thesis the reasons why sustainable development is so important for businesses
today as;

e The growth of businesses has brought environmental responsibilities.

e Investors are now taking into account the environment for the entire supply chain line,
e Consumers are becoming more conscious of environmental issues,

e Climate changes force companies to be sensitive to these issues.

Ergonomics is the scientific discipline concerned with understanding interactions among humans and
other elements of a system and the profession that applies theory, principles, data, and methods to
design to optimize human well-being and overall system performance (IEA, 2020).

The new trend in ergonomics is called green ergonomics, which refers to supplying human and natural
system balance by comprehending their mutual relationships. According to this ergonomics approach,
sustainable human welfare and effectiveness cannot be mentioned when the natural environment is
spoiled and exhausted. Therefore, it aims to reduce man's negative effects on the ecosystem through
ergonomic and sustainable interventions. Furthermore, it examines ways to cope with nature's healing
and original features in the design of workplaces, cities, etc. According to Thatcher (2013), the topics of
this new approach of ergonomics are; less resource-consuming job design (green work), design of
systems and products consuming fewer resources (green systems and green products) and studies to
increase environmental awareness.

The intersection of sustainability and ergonomics is the social goal (human well-being) and economic
goal (overall system performance). Sustainable economic growth is viable if it pushes forward the
quality of life, which is also the common aim of ergonomics and sustainability. So ergonomics is closely
related to sustainability.

Project evaluation

Project management (PM) uses knowledge, abilities, tools, and techniques to supply the project
requirements. PM steps are; initiating, planning, executing, monitoring and controlling and closing
(Darnall & Preston, 2012).

Initiating step is the first step and describes the goals and feasibility of the project. Project evaluation is
done in this step. Frechtling (2002) stated in his handbook that “evaluation of the project involves an
assessment of the project, policy, program or investments, taking into account all its stages: planning,
implementation, and monitoring of results. At the end of the evaluation phase, the decision makers will
make a yes/no meeting to continue the project or reject it. If the decision is continued, the other project
management steps will be conducted”. As the focus of this article is project evaluation of ergonomics
projects, the details of project evaluation are explained next while masking the other project
management steps.
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To give a realistic, cost-effective allocation decision, managers should evaluate the feasibility of project
alternatives according to their priorities, such as cost, benefit, ease of use, legal requirements etc. In the
literature, there are two project evaluation methods which, one is static methods, and another one is
dynamic methods.

Static project evaluation methods are simple and easy to use from the calculation point because their
principle is based on the acting year effects, neglecting the time as a factor. Frequently used static
methods are; CBA, the payback period and the rate of return on investment (ROI). On the other hand,
dynamic project evaluation methods are used in more complex projects as a second classification. The
most frequently used methods are; net present value (NPV), internal rate of return (IRR), modified
internal rate of return (MIRR) and annuity method of depreciation. In this study, CBA is selected as a
financial project evaluation method because of its simplicity and ease of use. Detailed information about
CBA is given next section.

CBA

CBA is simply adding the benefits and subtracting the costs of a project (Zavitz, 2019). In other words,
CBA is a systematic approach to estimating alternatives' strengths and weaknesses to determine options
that provide the best decision (David, Ngulube, & Dube, 2013; Mommoh, 2018). The purpose of CBA is
to present a systemic approach to calculate the pluses and minuses of a project. Then, it gives you
options and offers the best alternative to your aim according to your priorities.

Hendrick (2003) lists the costs of ergonomics projects as personnel, equipment and materials, and
overhead.

e Personnel costs include external consultants, internal personnel and employee downtime.

e Equipment and materials costs are equipment, and materials are purchased or produced
internally.

e Overhead costs are the other costs, including maintenance, rent, and general administrative
expenses. Generally, ergonomics applications will reduce overhead costs.

Hendrick (2003) lists the benefits of ergonomics projects as personnel, equipment and materials, and
intangible benefits.

e Personnel-related benefits are increasing the output, reducing the error rate, reducing accidents
and injuries, reducing training requirements, reducing skill requirements, reducing
maintenance, reducing absenteeism and reducing turnover rate.

e Equipment and materials benefits are reduced scrap, equipment savings, reduced maintenance
and reduced equipment damage.

e Intangible benefits are such as increasing labour commitment and improving corporate image.
AHP

Mammoth (2018) describes AHP as structuring the decision hierarchically to reduce complexity and
show relationships between criteria and alternatives. It also includes intangibles such as experience,
preferences etc.

AHP is a problem-solving tool having three levels. The first level describes the problem encountered,
and the second level depicts the alternative solutions to the problem. The third level is the parameters
used to evaluate the solutions. Several criteria may exist, but each may have a different level of
importance (Saaty & Luis, 2012; Saaty, 2001).

Managers need to measure tangible and intangible aspects of the problems or projects. The AHP is a
method that can fill up this area by evaluating measures in both the tangible and intangible aspects of
the problem.

Mu & Pereyra-Rojas (2016) proposed six steps to analyse the decision-making using the AHP as;

Stepl. Develop a model by breaking down the decision into a hierarchy of goals, criteria, and
alternatives,

Step 2. Derive priorities (weights) for the criteria,
Step 3. Derive local priorities (preferences) for the alternatives,

Step 4. Derive overall priorities (model synthesis),
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Step 5. Perform sensitivity analysis

Step 6. Make a final decision.
Methodology

In this study, it is given two sample ergonomics projects for an organization to be evaluated financially.
The main properties of the projects are as Table 1.

Table 1: Cost and Benefit Properties of Projects

Properties Projects 1 Projects 2
Costs

Personnel High Moderate

Equipment and material Low Moderate
Overhead Moderate High

Benefits

Personnel High Moderate
Equipment and material Moderate Low
Intangible benefits High Low

Model derivation

In the AHP model, the first level is the goal, the second level is the criteria, and the third is the
alternatives. According to the properties given in Table 1 for two sample projects, AHP models of the
project's costs and benefits are constructed in Figures 1 and 2 as follows.

Costs

v

Equipment and Material Overhead

Personnel

Project 1 Project 2

Figure 1: Cost Benefit Analysis AHP Model Projects (Costs)

Benefits

Personnel Equipment and Material Intangible

Project 1 [ Project 2

Figure 2: Cost Benefit Analysis AHP Model Projects (Benefits)

Properties of projects determined by decision-makers in Table 1 will be converted to numerical values
using the scale in Table 2.
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Table 2: Pairwise Comparison Scale

Verbal judgment Numeric value
Extremely important 8,9
Very Strongly more important 6,7
Strongly more important 4,5
Moderately more important 2,3
Equally important 1

Note. Saaty, T. (1980). The Analytic Hierarchy Process. McGraw-Hill, New York., 1980
It is assumed that the evaluating committee made judgements for cost and benefit factors as below:
e Personnel cost is strongly more important,
e Personnel cost is very strongly more important than overhead cost,
e Equipment and material cost is strongly more important than overhead cost.
e Personnel benefit is moderately more important than equipment and material benefit,
e Personnel benefit is very strongly more important than intangible benefit,
e Equipment and material benefit are strongly more important than intangible benefits.
Results
Calculations
Normalization of values is calculated by dividing every cell by the total row of Table 3.

Table 3: Pairwise Comparison Matrix of Costs and Benefits

Costs Personnel Equipment and material Overhead
Personnel 1 5 7
Equipment and material 1/5 1 5
Overhead 1/7 1/5 1
Total 1.343 6.200 13

Benefits Personnel Equipment and material Intangible benefits

Personnel 1 3 7
Equipment and material 1/3 1 5
Intangible benefits 1/7 1/5 1
Total 1.476 4.200 13

Priority values are calculated simply by taking the average of each row.

Table 4: Normalized Comparison Matrix of Costs and Benefits

Costs Personnel | Equipment and material Overhead Priority
Personnel 0.745 0.806 0.538 0.696
Equipment and material 0.149 0.161 0.385 0.232
Overhead 0.106 0.033 0.077 0.072

Benefits Personnel | Equipment and material Intangible benefits | Priority
Personnel 0.678 0.714 0.538 0.643
Equipment and material 0.226 0.238 0.385 0.283
Intangible benefits 0.096 0.048 0.077 0.074

According to the results of Table 3 and Table 4, it can be understood that personnel cost and personnel
benefits are the most important factors. The priorities are determined according to the judgments and

bmij (2022) 10 (4):1218-1227

1223



Hiiseyin Yener

preferences in Table 1. In Table 4, it can be interpreted that personnel cost has 69.6 % of the real
importance of the cost while personnel benefit has 64.3 % of the real importance of the benefit
respectively. The other important values can be seen in the “priority column” of Table 4.

Consistency computation

It is impossible to get rid of inconsistencies completely because the numeric values are taken from the
subjective judgements of managers. According to Mu & Pereyra-Rojas (2016) and Saaty & Luis (2012),
AHP calculates a consistency ratio (CR) comparing the consistency index (Cl) of the matrix in question
(the one with our judgments) versus the consistency index of a random-like matrix (RI). RI value for
matrices having three criteria is 0.58, and the CR formula is defined as

CR = CI/RI 1)

If the CR value in equation (1) is 0.10 or less, then it is acceptable to continue with the analysis.
Otherwise, it is necessary to make revisions to the analysis.

Table 5: Priorities as Factors and Weighted Sum

Cost Personnel | Equipment and material Overhead Weighted sum
Personnel 0.696 1.160 0.216 2.072
Equipment and material 0.139 0.232 0.360 0.731
Overhead 0.099 0.046 0.072 0.217

Benefit Personnel | Equipment and material Intangible benefits Weighted sum
Personnel 0.643 0.849 0.518 2.010
Equipment and material 0.214 0.283 0.370 0.867
Intangible benefits 0.092 0.056 0.074 0.222

Priorities as factors can be calculated simply by multiplying each row element of Table 5 with the
original judgement from Table 3. by priority number (i.e., 1x0.696=0.696, 0.200x0.0.696=1.139). The
weighted sum is equal to adding all cost row elements together. Then the weighted sum of each cost
row will be divided by priorities of each column as 2.072/0.696= 2.977, 0.731/0.232= 3.150 and
0.217/0.072=3.013, respectively.

A_max is calculated by adding up all three resulting numbers and dividing by three, which makes 3.047.
Cl is found by using the equation (2) where n=3

Cl = (Amax —m)/(n — 1) -1) 2
and CI = (3.047-3)/2=0.023. CR for cost factor is found using equation (1) as (0.023/0.58) =0.039.

When the same procedure is applied to benefit factors, the results are calculated as: 2.010/0.643=3.125,
0.867/0.283=3.063 and 0.222/0.074 =3.000. Then, CI for benefit is found as (3.062-3)/2=0.020 and CR for
benefit as (0.020/0.58) =0.034. Since these values of 0.039 and 0.034 for CR are smaller than 0.10, it can
be assumed that calculations are reasonable, which means AHP models are verified.

Deriving local preferences between projects

In a model having two alternatives (Project 1 and Project 2), one comparison is needed. According to
Table 6:

e If personnel cost were the only criterion, then Project 1 would be the best option (priority =
0.833),

e If the only criterion were equipment and material cost, then the best choice would be Project 2,
e If the only criterion were overhead cost, then the best option would be Project 2,

o If the only criterion were personnel benefit, Project 1 would be the best choice (priority = 0.833),
o If the only criterion were equipment and material benefit, the best choice would be Project 1,

e and finally, if the only criterion were an intangible benefit, the best choice would be Project 1.
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Cost Personnel | Equipment and material Overhead
Project 1 0.833 0.167 0.125
Project 2 0.167 0.833 0.875
Benefit Personnel | Equipment and material | Intangible
Project 1 0.833 0.750 0.875
Project 2 0.167 0.250 0.125

Model synthesis

Local priorities show the preferred project according to each criterion. Model synthesis calculates each
alternative's “overall priority” (Mommoh, 2018). According to Table 7, for cost criteria, Project 1 is
preferable (“overall priority” = 0.812) compared to Project 2 (“overall priority” = 0.188). Similarly,
benefit criteria (personnel, equipment and material, and intangible, again Project 1 is preferable

(“overall priority” = 0.628) compared to Project 2 (“overall priority” = 0.372).
Table 7: The Results of Overall Priority

Cost Personnel Equipment and material Overhead
Criteria weights 0.643 0.283 0.074 Overall priority
Project 1 0.535 0.212 0.065 0.812
Project 2 0.107 0.071 0.009 0.188
Benefit Personnel | Equipment and material | Intangible
Criteria weights 0.696 0.232 0.072 Overall priority
Project 1 0.580 0.039 0.009 0.628
Project 2 0.116 0.193 0.063 0.372

As a result of all calculations, it is clear that Project 1 is eligible to be selected according to to cost and
benefit criteria. Next, sensitivity analysis will be applied to make the final decision.

Sensitivity analysis

The “overall priorities” will be influenced by the “importance weights” given to each criterion.
Hendrick (2003) defined sensitivity analysis as a what-if analysis to see how the final results would have
changed if the criteria weights had been different. No final decision should be made without performing
a sensitivity analysis. According to Mommoh (2018), the questions should be What would be the best
alternative if we change the importance of the criteria? To make a sensitivity analysis, change the
“weights of each criterion” and test how they impact the “overall priorities” of the alternatives.

There will be two scenarios for the evaluation process of the study:
e Scenario 1: original overall priorities reached by previous calculations in Table 5.
e Scenario 2: it is given the same value for all criteria (each factor has 0.333 weight)

In scenario one, the results were found for the cost factor for Project 1=0.812 and Project 2=0.188, for the
benefit factor for Project 1=0.628 and Project 2=0.372. Similarly, in scenario two, the results for cost factor
were found for Project 1=0.375 and Project 2=0.625, for the benefit factor for Project 1=0.818 and Project
2=0.182.

It is now possible to make a final decision. This is the last step of the study. The resulting ratio for Project
1 for scenario 1 is 0.812/0.628=1.292 and for Project 2 is 0.188/0.372=0.505. This result shows project 1
is a better option than project 2 in scenario one according to all computations.

Likewise, Project 1 for scenario 2 is 0.375/0.818=0.458 and Project 2 is 0.625/0.182=3.434. This result
shows project 2 is a better option than project 1 in scenario two according to all computations.

Conclusion

Ergonomics and sustainability are closely related fields that mutually support each other (Haslam &
Waterson, 2013). For example, ergonomics applications help sustainability by improving human
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resources sustainability, such as increasing motivation, improving safety in workstations, decreasing
absenteeism, and decreasing accidents and injuries. Besides, it contributes to sustainability by
decreasing scrap and waste. On the other hand, sustainability awareness and consciousness encourage
using ergonomics programs in organizations (Pavlovic-Veselinovic, 2014).

At first, ergonomics and environmental projects may easily be seen as a pure expense. This study
proposed a model that AHP and CBA will be used together to overcome this illusion. It is concluded
that CBA gives a very well-structured framework for complex projects in business, including tangible
and intangible costs and benefits in the project evaluation process (Goggins et al., 2008). On the other
hand, AHP contributes to forming a hierarchal model from the designing phase of the project evaluation
procedure through the end of giving the final decision. Besides, AHP elevates the subjective preferences
of human interventions to the project evaluation process by several computations and gives very well-
structured guidance along with the evaluation process. Therefore, using both methodologies together
will make the decision-making process more realistic and concrete.

It is important to state that the calculations made in this study do not determine the decision itself but
guide the final decision. These mathematical methodologies help decision-makers make more realistic
decisions by distancing their intuitive beliefs and judgements in business life. The methodologies
applied in this study are just means of shaving the prejudices and subjective thoughts of decision-
makers, restricting them from reaching a more sensible decision.

Eventually, this study proposed a mixed CBA and AHP methodology to make the decision makers
make more realistic decisions about big projects like environmental and ergonomics programs, which
can be seen as a pure expense at first. This methodology will help to convince the decision-making
committee to approve the projects more easily. But, of course, the decision makers can make decisions
contradictory to the results of calculations in the project management process. In other words, the
methodologies applied in this study allow them to give strong structured guidance in decision-making
processes of complex projects like ergonomics programs or environmental projects especially seen as a
pure expense at first in business.
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Abstract

The study aims to evaluate the support provided by banks in the COVID-19 era and to investigate the
effect on consumer preferences. In this direction, the effects of CSR variables (economic, legal, ethical,
philanthropic) and corporate interactions (corporate image, CSR trust, corporate evaluation) on
consumer preferences (customer satisfaction, customer loyalty) were investigated. The study collected
data from bank customers who showed corporate social responsibility practices; in total, 346 data were
collected in Turkey. Confirmatory factor analysis and path analysis were performed in the Amos 22.0
program. The results of this study demonstrated that the impact of CSR variables on corporate image,
trust and evaluation had been proven. While economic and ethical responsibilities positively affect
the corporate image, legal and philanthropic responsibilities increase consumers’ trust. In addition,
legal responsibilities positively affect consumers' evaluation of the banks. The results also confirm that
corporate image, trust and evaluation affect customer satisfaction and loyalty. With this study, it will
be possible to improve the behaviour of banks in this direction in times of crisis by revealing the
preferences of bank customers for corporate social responsibility components.

Keywords: Corporate Social Responsibility, COVID-19, Corporate Image, Corporate Evaluation,
Customer Satisfaction, Customer Loyalty

Jel Codes: M10, M14, M31

Oz

Calismanim amaci, COVID-19 déneminde bankalarm sagladig1 destekleri degerlendirmek ve tiiketici
tercihlerine etkisini arastirmaktir. Bu dogrultuda KSS degiskenlerinin (ekonomik, yasal, etik,
hayirsever) ve kurumsal etkilesimlerin (kurumsal imaj, KSS giiveni, kurumsal degerlendirme) ttiketici
tercihleri (miisteri memnuniyeti, miisteri sadakati) tizerindeki etkileri arastirlmistir. Arastirmada
kurumsal sosyal sorumluluk uygulamalar1 gosteren banka miisterilerinden veriler toplanmistir.
Tiirkiye'de toplam 346 veri toplanmustir. Amos 22.0 programinda dogrulayic: faktor analizi ve yol
analizi yapilmustir. Bu calismanin sonuglari, KSS degiskenlerinin kurumsal imaj, giiven ve
degerlendirme tizerindeki etkisinin kanitlandigini gostermistir. Ekonomik ve etik sorumluluklar
kurum imajini olumlu etkilerken, yasal ve hayirsever sorumluluklar tiiketicilerin giivenini
artirmaktadir. Ayrica yasal sorumluluklar tiiketicilerin bankalar1 degerlendirmesini olumlu yénde
etkilemektedir. Sonugclar ayrica kurumsal imaj, giiven ve degerlendirmenin miisteri memnuniyetini
ve sadakatini etkiledigini dogrulamaktadir. Bu ¢alisma ile banka miisterilerinin kurumsal sosyal
sorumluluk bilesenlerine yonelik tercihlerini ortaya koyarak, kriz zamanlarinda bankalarmn bu
yondeki davranislarini iyilestirmek miimkiin olacaktir.

Anahtar Kelimeler: Kurumsal Sosyal Sorumluluk, COVID-19, Kurumsal 1maj, Kurumsal
Degerlendirme, Miisteri Memnuniyeti, Miisteri Sadakati
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Introduction

During the coronavirus pandemic, significant challenges have arisen for individuals, companies, and
governments. (Manuel and Herron, 2020). While individuals are trying to protect their health and work,
companies have tried to find help for their closed businesses. On the other hand, governments have
tried to support their citizens economically and in terms of health. In addition, successful companies
supported the citizens in this process. Companies are performing various CSR activities, such as
product donations, cash grants, and discounted products, to reduce the pandemic's impact (Yoo and
Lee, 2018). Banks also saw this as a corporate social responsibility opportunity and offered appropriate
loans to citizens. Because during the pandemic, many people were unemployed and could not work
temporarily or continue their work due to illness. Hence, they needed economic aid. Many countries
(such as the USA, Germany, Japan, etc.) provided direct assistance to their citizens during this period
(Lentner, Szegedi, Tatay, 2015). On the other hand, banks offered suitable loan opportunities to show
that they were on the side of those countries. Public and private banks in Turkey have similarly
supported the citizens. The study tried to reveal how consumers evaluated these aids made by banks
during the COVID-19 period.

When the studies in the literature are examined (Palacios-Florencio, Junco, Castellanos and Diaz, 2018;
Cha and Jo, 2019), it is seen that corporate social responsibility is not studied enough related to crisis
times. Very few CSR studies conducted with crisis (Lentner, Szegedi and Tatay, 2015; Manuel and
Herron, 2020) were found. The separation of COVID-19 from other crises, as it is a health-related crisis,
and Turkish banks seeing it as a CSR opportunity, has been an important source of motivation for this
study. In this direction, the study aims to evaluate the support provided by banks in the COVID-19 era
and to investigate the effect on consumer preferences. This study will make three important
contributions to the literature. First, it will be revealed how the consumer meets these CSR practices of
banks. Thus, it will be possible to reveal whether banks should increase their CSR applications in times
of crisis. Secondly, the banks' support's economic, legal, ethical and philanthropic effects will be
revealed. Thus, the general point of view of consumers on banks' CSR practices will be evaluated, and
corrections can be made accordingly. Third, corporate and CSR components that increase consumer
satisfaction and loyalty will be identified. Thus, consumers' perspectives on the bank will be removed
from being only 'financial', and an emotional bond will be established.

Literature review
Corporate social responsibility (CSR)

Archie B. Carroll, who introduced the CSR pyramid to the field, is one of the first to define the concept
of CSR. According to Carroll (1999: 271), social responsibility corresponds to behaviours and decisions
outside the economic interests of institutions. The stronger the companies, give to higher the importance
of social responsibility. In this context, there is a relationship between the concepts of power and social
responsibility. Corporate social responsibility (CSR) continues to gain importance by advancing as a
global power both in the world and in Turkey. Today's companies and organizations have to act by
considering the welfare and quality of society, apart from their economic interests (Chen and Huang,
2018). For this reason, corporate social responsibility is extremely important for companies and
organizations that are more accountable, aiming for mutual benefit through transparent and honest
communication (Kim and Thapa, 2018).

Social responsibility campaigns, institutions and organizations or brands can be defined as strategic
tools to provide mutual benefit to the target audience. Corporate social responsibility activities
contribute to the reputation of companies, increase brand awareness and accelerate sales (Virvilaite and
Daubaraite, 2011). Thus, it brings many benefits by attracting the attention of the media. Social
responsibility campaigns can raise the position of many brands in the fastest and most economical way
if they are done sincerely. Today, brands must develop a successful communication strategy to persuade
consumers (Fida, Ahmad, Balushi and Singh, 2020). Brands have to keep the bond with the consumer
warm. The abstract meaning of the brand will keep this bond warm. According to Freeman (1984),
“stakeholders of a firm are individuals or groups that are affected by or influence the process of
achieving the objectives of the business. His view bases that the responsibility of the business on its
shareholders and owners has been changed and expanded to the direction that the responsibility of the
business is to all relevant stakeholders (Singh and Mishra 2021). Stakeholder theory is based on
determining who will be the groups that businesses should be responsible for in the marketplace. In the
study, the support activities of banks during the COVID-19 period were examined, taking into account
Freeman's stakeholder theory and the components that Carroll mentioned in the last three steps (that
most often use CSR in the literature).
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Corporate social responsibility dimensions

According to Carroll (1991), the Corporate Social Responsibility Pyramid was examined in four
dimensions. These are economic, legal, ethical and philanthropic responsibilities (Figurel).

Philanthropic

/ Ethical \
/ Legal \
/ Economic \

Figure 1: Corporate Social Responsibility Pyramid

Source: Carroll, 1991

Economic responsibilities are seen as the foundation responsibility in the pyramid (Lentner et al. 2015).
If a company achieves the first step efficiently, it can move on to the next. In order to ensure the
continuity of commercial enterprises, they must meet economic expectations in the first step. They can
then move on to the second step by complying with the laws and obligations. In the third step, it is not
enough to comply with the law. It is also necessary to comply with the ethical rules. In the last step,
responsibility must be taken for the well-being of society. Economic responsibility is seen as increasing
the owners’ welfare, ensuring profitability and growth and the obligation of a business organization to
make money (Carroll, 1991). Examining the studies in this area, Virvilaite and Daubaraite (2011)
confirmed the effect of economic responsibilities on the corporate image in their studies. Pratihari and
Uzma (2018) found a relationship between economic responsibility, corporate brand evaluation and
brand loyalty in their studies. Archimi, Reynaud, Yasin and Bhatti (2018) stated that economic
responsibility positively affects corporate trust. Cha and Jo (2019) found that economic responsibility is
effective in their research on corporate image and behavioural intention in coffee shops operating with
the franchising method. Nengsih et al. (2021), in their study on banks, revealed that corporate social
responsibility is effective on image and trust. In line with the relevant literature, the first three
hypotheses are based on the effects of economic responsibility;

Hypothesis 1: Economic responsibilities positively and significantly affects the corporate image.
Hypothesis 2: Economic responsibilities positively and significantly affects CSR trust.
Hypothesis 3: Economic responsibilities positively and significantly affects corporate evaluation.

Legal responsibility is seen as companies must respect local, state, federal, and international laws and
regulations (Chen et al. 2020). Companies that act following the law will be able to make a favourable
contribution to the whole economy and society. If a company engages in tax evasion, money laundering
activities or even manufactures a toxic product, and it is unreasonable to think that it shares CSR values
(Ghaderi et al. 2019). When the studies on legal responsibilities are examined, Irshad et al. (2017) stated
that CSR effectively affects the corporate image. In addition, it has been seen that CSR plays a role as a
corporate image tool in its impact on customer satisfaction and customer loyalty. Zhang and Cui (2020)
stated in their research on the fashion industry that CSR components (economic, legal) affect purchase
intention through the corporate image. However, the effect of ethical and philanthropic responsibilities
on the corporate image could not be confirmed. Archimi et al. (2018) proved in their studies that legal
responsibilities significantly affect organizational trust. Also, Ghaderi et al. (2019) found that CSR
positively affected customers' hotel evaluations. Chen et al. (2020) examined the effect of four
dimensions of CSR on corporate image and trust in the hotel industry. As a result of the study, they
found that economic, legal, and ethical CSR is effective on corporate image. Also, economic, legal and
philanthropic CSR is affected consumer trust. Accordingly, the second three hypotheses are based on
the effects of legal responsibility;

Hypothesis 4: Legal responsibilities positively and significantly affect the corporate image.
Hypothesis 5: Legal responsibilities positively and significantly affect CSR trust.

Hypothesis 6: Legal responsibilities positively and significantly affect corporate evaluation.
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Ethical responsibility requires the business to do the right things voluntarily, not by the force of law
(Kim and Thapa, 2018). Since banks often have strict legal controls, they must comply with many ethical
rules. However, although the credit card fee can be legally charged, banks that do not will have done a
better job ethically. Because that's what society expects, or if banks give priority to the elderly and
disabled in the queue waiting, it will be appreciated by society. When the studies on ethical
responsibility are evaluated, Chung et al. (2015) revealed that economic, legal, ethical and philanthropic
responsibilities affect customer loyalty. In addition, corporate image moderated this relationship.
Palacios-Florencio et al. (2018) revealed in their research in the hotel industry that ethical CSR affects
image and loyalty through trust. In their research, Kim and Thapa (2018) stated that CSR practices are
effective in corporate performance and evaluation. Ali, Sial, Brugni, Hwang, Khuong and Khanh (2019)
obtained that corporate image and customer satisfaction mediated the relationship between corporate
social responsibility (legal, ethical, discretionary) and firm performance. Also, Nengsih, Nafrianto and
Uriawan (2021) demonstrated the effect of CSR on trust and image. In addition, Singh and Mishra (2021)
revealed that corporate social responsibility effectively evaluates the company through corporate
reputation. Consequently, the third three hypotheses are based on the effects of ethical responsibility;

Hypothesis 7: Ethical responsibilities positively and significantly affects the corporate image.
Hypothesis 8: Ethical responsibilities positively and significantly affects CSR trust.
Hypothesis 9: Ethical responsibilities positively and significantly affects corporate evaluation.

Philanthropic responsibility is pure giving for society's interest. In short, it includes activities that are
done only for the benefit of society, not for any legal regulation or ethical concern (Latif, Bunce and
Ahmad 2021). Banks sponsoring sports organizations, supporting environmental activities, etc., are
examples of this. The important point is that it is outside of its own business and is done for society's
benefit. Chen and Huang (2018) revealed in their research that CSR is effective on corporate
trustworthiness and evaluation when the studies on this term are examined. Boronat-Navarro and
Perez-Aranda (2019) stated in their study that CSR components (economic, legal, ethical, philanthropic)
are effective on corporate reputation and evaluation of the institution. In their study of citizenship
behaviours, Kim et al. (2020) found that philanthropic responsibilities affect the corporate image. Latif
et al. (2021) showed the effect of CSR variables (ethical, philanthropic) on satisfaction, trust and loyalty
in universities. Thus, the fourth three hypotheses are based on the effects of philanthropic responsibility;

Hypothesis 10: Philanthropic responsibilities positively and significantly affects the corporate image.
Hypothesis 11: Philanthropic responsibilities positively and significantly affects CSR trust.
Hypothesis 12: Philanthropic responsibilities positively and significantly affects corporate evaluation.
Corporate image

Company image can be defined as the picture of the organization in the minds of its target audiences.
In other words, it is the set of judgments about the adjective attributed to the corporate identity in the
minds of the target audiences (Emmanuel and Priscilla, 2022). Brand image, trust, evaluation, and
satisfying relationships have been well-established and studied for various sectors (Ariani, Firdaus and
Hairudinor, 2019; Yu et al., 2020; Emmanuel and Priscilla, 2022). From these studies, Ariani et al. (2019)
revealed in their mobile sector research that corporate image and trust positively affect customer
satisfaction. Similarly, Chien and Chi (2019) found that corporate image positively affects customer
satisfaction in their research on four different sectors. Yu, Jiang, Zhuang, Na and Cui (2020) found that
corporate and CSR image affect consumers' trust. Purwanto, Deviny and Mutahar (2020), in their
research evaluating the millennial generation's view on the banking sector, found that corporate image
affects trust. In addition, the corporate image also affects customer loyalty through trust. Hence, the
fifth three hypotheses are based on the effects of corporate image;

Hypothesis 13: Corporate image significantly affects CSR trust.
Hypothesis 14: Corporate image significantly affects corporate evaluation.
Hypothesis 15: Corporate image significantly affects customer satisfaction.
CSR trust

Trust is a dimension that determines the degree of belief that one party in a relationship feels that the
promises made by the other party will be fulfilled (Palacios-Florenco et al., 2018). CSR applications are
important to increase the trust in banks. This situation is seen more clearly in studies (Park, Kim and
Kwon 2017; Palacios-Florenco et al. 2018; Hoang and Nguyen 2019; Geebren, Jabbar and Luo 2021)
conducted in this field. Park et al. (2017) proved that corporate social responsibility commitment
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significantly affects trust and satisfaction. In addition, the effect of trust on satisfaction and loyalty was
also confirmed. Palacios-Florenco et al. (2018) found that corporate social responsibility affected
consumers’ trust. In addition, consumers’ trust affects corporate image and loyalty. Pasharibu, Paramita
and Febrianto (2018) stated that consumer trust affects satisfaction in their study transportation. Hoang
and Nguyen (2019) proved in their research in the field of banking that consumer confidence affects
consumer satisfaction. In addition, consumer trust affects consumer loyalty through satisfaction.
Likewise, Geebren et al. (2021), in their research in the banking field, found that trust is effective on
consumer satisfaction. In line with the relevant literature, the next hypotheses are based on the effect of
CSR trust;

Hypothesis 16: CSR trust positively and significantly affects customer satisfaction.
Corporate evaluation

Previous studies (Lentner et al., 2015; Yoo and Lee, 2018) suggested that consumers’ CSR practices can
positively impact their company evaluation. According to the memory integration effect (Chen and
Huang, 2018), if consumers have a positive impression/impact on businesses, they tend to rate it better.
One of the important components that can create this positive effect is CSR applications. By using these
applications, banks will be able to enable consumers to remember themselves positively. When the
studies carried out in this direction are examined, Lentner et al. (2015) found a significant relationship
between CSR support and institutional evaluation in their study. Similarly, Yoo and Lee (2018) found a
significant relationship between CSR support and corporate evaluation. Wedysiage et al. (2021) stated
in their research that corporate social responsibility practices positively affect competitive advantage
through customer satisfaction. In addition, Emmanuel and Priscilla (2022) stated that CSR practices will
positively affect customer evaluations and may impact corporate image and satisfaction. Thereby, the
next hypotheses are based on the effect of corporate evaluation;

Hypothesis 17: Corporate evaluation positively and significantly affects customer satisfaction.
Customer satisfaction

Customer satisfaction is based on customers’ overall evaluation of given service by companies.
Customer satisfaction; is associated with many important concepts, such as service quality (Chung, Yu,
Choi and Shin 2015), trust (Hoang and Nguyen 2019) and loyalty (Park et al. 2017). In addition, the
importance given to corporate social responsibility by the companies is one of the variables that can
affect customer satisfaction. Latif et al. (2020) proved that consumers' perceived corporate social
responsibility affected customer satisfaction. Moreover, many countries and industries have confirmed
the relationship between customer satisfaction and customer loyalty. These include the banking sector
(Famiyeh, Asante and Kwarteng 2018; Fida et al. 2020). Famiyeh et al. (2018) found that customer
satisfaction effectively affects loyalty in the banking sector. Similarly, Fida et al. (2020) confirmed
customer satisfaction's effects on customer loyalty. Therefore, the next hypotheses are based on the
effect of customer satisfaction;

Hypothesis 18: Customer satisfaction positively and significantly affects customer satisfaction.
Customer loyalty

Customer loyalty is one of the important elements that companies will want to create customer lifetime
value. When the studies on this subject are examined, the influence of satisfaction on loyalty has been
confirmed for a range of sectors (Ali et al., 2019; Lu et al., 2020; Muflih, 2021). In their research, Akbari
et al. (2019) found that corporate social responsibility affects customer trust and satisfaction. It also
revealed that customer trust and satisfaction directly affect loyalty. Lu et al. (2020) showed in their
research that CSR initiatives significantly and positively affect image and loyalty. Ali et al. (2019) also
show the effect of perceived CSR on satisfaction and loyalty in the fast food sector. Finally, Muflih (2021)
investigated the relationship between corporate social responsibility and loyalty in the banking sector.
As a result of the study, it was revealed that CSR variables affect consumer loyalty through image,
reputation and satisfaction. In this direction, variables that can increase the satisfaction and loyalty of
bank customers will be investigated in this study.

Data and method
Methodology

The study aims to evaluate the support provided by banks in the COVID-19 era and to investigate the
effect on consumer preferences. In this direction, consumers who received service from banks were to
watch the support ads made by the banks during the COVID-19 period, and their reactions to the CSR
variables (economic, legal, ethical, philanthropic) were measured. Moreover, the effects of consumers'
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reactions to corporate social responsibility components on their preferences were investigated by
measuring the corporate image of consumers towards the bank they use, their trust in CSR and
evaluation of the banks, customer satisfaction and loyalty components (Figure 2). In addition, Pratihari
and Uzma (2018) corporate social responsibility components; Kim, Song, Lee, Lee (2017) corporate
image; Tian, Wang, Yang (2011) CSR trust and corporate evaluation; Leninkumar (2017) customer
satisfaction and Abbas, Gao, Shah (2018) studies were used to measure customer loyalty.

( CSR Variables \ (COrporate Interactions\ ( Customer Outcomes \

Economic
Responsibility

Corporate
Image

Customer
Satisfaction

Legal
Responsibility

Ethical
Responsibility

Customer
Loyalty
Corporate
Evaluation

Philanthropic
Responsibility

\_ J . J . J

Figure 2: Research Model

Measures and data collection

The study was carried out in Turkey using an online questionnaire (google forms). In the research, only
data were collected from bank customers to investigate the model and the relationship between the
variables. Tabachnik and Fidell's (2001, p.117) formula was used to determine the sample size for
multiple regression analysis. According to the formula, 122 data must be reached in the study. The data
were collected via the internet and face-to-face survey method. A total of 346 data suitable for analysis
were collected. All items, which constitute the nine latent variables, were measured on a seven-point
Likert scale, ranging from 1 (strongly disagree) to 7 (strongly agree).

The economic responsibility scale includes the items 'honesty', 'customer needs', 'customer benefits',
'individual attention', 'pleasant banking environment', and 'feel safe'; legal responsibility includes
'safety measurement', 'respect regulations', 'legal certificate'. The ethical responsibility scale includes
'know right', 'ethical principle', 'treats fairly', 'mever misbehave', and 'special provision'; and
philanthropic responsibility includes 'charity', 'green environment', ‘supports child', and ‘sponsor
events' items. The corporate image scale includes the items 'fair', 'right', 'good impression', 'good image',
and 'service high'; CSR trust includes 'contribute society', 'socially responsible', 'substantial
contribution’; corporate evaluation includes 'successful', 'trustworthy', "honourable' items. Customer
satisfaction includes 'satisfied', 'wise choice', 'right thing', 'very good', and 'overall satisfaction', and
customer loyalty includes 'first choice', 'costly end', 'main bank', recommend' items.

Preliminary analysis

In this study, the questionnaire consisted of three sections and 44 items. Consumers were asked to
evaluate banks' CSR (Corporate Social Responsibility) items in the first part. In the second part, the
image of the bank they use, trust, corporate evaluation, customer satisfaction and loyalty items were
evaluated. Finally, in the third part, there are demographic questions. The Cronbach alpha, C.R., AVE,
and correlation coefficients of the items in the first two sections are presented in Table 1.

Cronbach’s alpha (C.A.) was used to calculate the homogeneity coefficient. The coefficient should be
0.70 to be accepted (Nunnally, 1978). Since all the variables are above for composite reliability and
Cronbach alpha, the values were above .70, and it was accepted that the data was reliable. Furthermore,
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CR.>.70 and AVE>.50 were examined for convergent validity and found within the recommended
values (Hair et al., 2014). Also, Table II shows that discriminant validity was achieved for every
construct (Fornell and Larcker, 1981). Before testing the 346 data obtained in the study in structural
equation modelling, elements such as normal distribution in the data, no multicollinearity problem, and
the assumption of linearity (Tabachnick, Fidell 2013) were provided. The skewness and kurtosis
coefficients for the normal distribution are within the limits of +-1. To test whether there is a
multicollinearity problem in the data, the correlation between the independent variables should not be
above .70 (Afthanorhan, 2013). The correlation between independent variables in the study was found
below .70 (Table 2). Also, the variance inflation factor (VIF) coefficient was examined to examine
whether there was a multicollinearity problem in the data. It was found to be less than 5 for the
components (Hair et al., 2010).

Table 1: C.A., C.R., AVE and Correlations Between Variables

C.A. CR AVE 1 2 3 4 5 6 7 8 9
1 0.88 0.88 0.66 1
2 0.94 0.94 0.84 0.31 1
3 0.80 0.81 0.53 0.16 0.02 1
4 0.70 0.72 0.50 0.07 0.13 0.30 1
5 0.86 0.86 0.84 0.14 0.07 0.13 0.01 1
6 0.93 0.94 0.81 0.06 0.16 0.01 0.30 0.26 1
7 0.93 0.92 0.57 0.10 0.15 0.10 0.04 0.32 0.02 1
8 0.85 0.86 0.56 0.07 0.15 0.05 0.22 0.28 0.19 0.28 1
9 0.79 0.80 0.51 0.02 0.11 0.05 0.19 0.11 0.04 0.13 0.27 1

Variables: 1-Economic responsibility, 2-Legal responsibility, 3-Ethical responsibility, 4- Philanthropic Responsibility, 5-
Corporate image, 6-CSR Trust, 7-Corporate evaluation, 8-Customer satisfaction, 9-Customer Loyalty

Results

This study first applied confirmatory factor analysis for construct and discriminant validity.
Afterwards, the model test revealed in theory by path analysis was carried out with the AMOS 22
program.

Confirmatory factor analysis

Confirmatory factor analysis was performed using the model's nine latent and thirty-nine observed
variables. As a result of confirmatory factor analysis; CMIN= 950.208, x2/df:1.427, RMSEA:0.04,
TLI:0.95, CFI:0.96, SRMR:0.02 and GFI: 0.87 has been obtained. The standardized factor loadings ranged
from 0.53 to 0.95. According to the suggestion of Afthanorhan (2013), standardised factor values were
excluded from the study, two items in economic responsibility, one in ethical responsibility, and one in
philanthropic responsibility, which is shared with other factors. According to Byrne (2013), covariance
can be assigned between the margins of error of the variables in the same structure in the modification
proposals. Consequently, covariance is assigned between two customer satisfaction variables' errors. As
the modified factor analysis results showed excellent fit values, path analysis was started (CMIN=
651.652, x2/df:1.246, CFI1.0.98, RMSEA:0.03 and GFI:0.90).

Results of the proposed model

In order to investigate the preferences of consumers by evaluating the aid provided by banks, in the
AMOS 22 program, with the corporate social responsibility variables (economic, legal, ethical,
philanthropic), corporate image, corporate evaluation, CSR trust, customer satisfaction, customer
loyalty, path analysis was carried out. The related variables were converted from the latent variable to
the observed variable and analyzed (Bryne, 2013). The model prepared in line with the studies in the
literature was tested in the program, and the results are presented in Table 2. As a result of the path
analysis, the fit values of the model were found as x2 /df:1.798, RMSEA:0.05, CFI:0.96, SRMR:0.01,
IFI:0.96, GFI:0.98, AGFI:0.95. The results are within perfect agreement levels (Kline, 2015). Therefore, it
was accepted without the need for any modifications.
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Table 2: Model Fit Indexes

Model X2 /df RMSEA SRMR CFI GFI AGHI
Model Fit Indexes* <5.0 <0.07 <0.08 >0.95 >0.90 >0.90
CFA 1.246 0.03 0.02 0.98 0.90 0.90
Hypothesized model 1.798 0.02 0.01 0.96 0.98 0.95

*Bryne (2011) model fit indexes

As a result of the analysis with SEM coefficients (Table 3), it was found that economic responsibility has
a significant and positive effect on the corporate image (8 =.09; p <.001). However, economic
responsibility did not affect CSR trust (8 =.03) and corporate evaluation (8 =.02) (p >.005). While the
effect of legal responsibility on the corporate image (8 =.03, p >.005) was not seen, there was a positive
and significant effect on CSR trust (8 =.15; p <.001) and corporate evaluation (8 =.12; p <.001). Ethical
responsibility positively and significantly affects corporate image (8 =.12; p <.001), while CSR trust (8
=.06, p >.005) and corporate evaluation (8 =.07, p >.005) no effect was found. Philanthropic
responsibility, on the other hand, had a positive and significant effect on CSR trust (£8 =.28; p <.001) but
not on the corporate image (£ =.01) and corporate evaluation (£ =.02) (p >.005). In addition, the corporate
image has a positive and significant effect on CSR trust (8 =.36; p <.001), corporate evaluation (8 =.35; p
<.001) and customer satisfaction (8 =.32; p <.001). Moreover, CSR trust (§ =.23; p <.001) and corporate
evaluation (8 =.17; p <.001) significantly and positively affect customer satisfaction. Also, it was found
that customer satisfaction affected customer loyalty (£ =.22; p <.001) in a significant and positive way.

Table 3: Variables and Direction of Relationship

Variables Standard B8* Explained P Supported/Not
Error Variance (R?) supported
Economic r. — Corporate image 0,050 0,095 0,009 <,005 Supported
Legal r. — Corporate image 0,049 0,033 0,001 >0,05 Not supported
Ethical r. > Corporate image 0,060 0,125 0,015 <,005 Supported
Philanthropic r. — Corporate image 0,042 0,009 0,000 >0,05 Not supported
Economic r. — CSR trust 0,059 0.031 0,001 >0,05 Not supported
Legal r. — CSR trust 0,058 0,154 0,023 <,001 Supported
Ethical r. —» CSR trust 0,071 0,065 0,004 >0,05 Not supported
Philanthropic r. — CSR trust 0,049 0,283 0,080 <,001 Supported
Economic r. — Corporate evaluation 0,056 0,021 0,000 >0,05 Not supported
Legal r. — Corporate evaluation 0,055 0,121 0,014 <,005 Supported
Ethical r. —» Corporate evaluation 0,068 0,069 0,004 >0,05 Not supported
Philanthropic r. — Corporate evaluation 0,047 0,021 0,000 >0,05 Not supported
Corporate Image — CSR trust 0,063 0,362 0,131 <,001 Supported
Corporate Image — Corporate evaluation 0,060 0,351 0,123 <,001 Supported
Corporate Image — Customer satisfaction 0,056 0,318 0,101 <,001 Supported
CSR trust — Customer satisfaction 0,042 0,233 0,054 <,001 Supported
Corporate evaluation — Customer 0,046 0,174 0,030 <,001 Supported
satisfaction
Customer satisfaction — Customer loyalty 0,042 0,224 0,050 <,001 Supported

If the study results are summarized, components of corporate social responsibility, the impact of
economic and ethical responsibility on corporate image, legal responsibility and philanthropic
responsibility on CSR trust, and legal responsibility on corporate evaluation have been verified.
However, the impact of legal and philanthropic responsibility on corporate image and economic and
ethical responsibility on CSR trust could not be verified. Also, economic, ethical and philanthropic
responsibility was not found to be effective in corporate evaluation. In addition, the effect of corporate
image on CSR trust (H4), corporate evaluation (H5), and customer satisfaction (H6) have been proven.
Furthermore, the CSR trust effect on customer satisfaction (H7) and corporate evaluation effect on
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customer satisfaction (HS8) is also confirmed. Finally, the effect of corporate evaluation on customer
satisfaction (H9) and customer satisfaction on customer loyalty (H10) has been verified.

Discussion
Theoretical implications

As aresult of the study, it was seen that as economic responsibility, one of the components of corporate
social responsibility, increased, the corporate image also increased. However, no impact of economic
responsibility on CSR trust and corporate evaluation was found. It can be deduced that economic
responsibility does not affect CSR trust and corporate evaluation, and consumers think that the support
given by the banks during the COVID-19 period is for the banks' benefit rather than society's benefit.
No effect of legal responsibility on the corporate image was found. However, its impact on CSR trust
and corporate evaluation has been confirmed. This result was supported by Archimi et al. (2018) and
Chen et al. (2020) studies. It is thought that the ineffectiveness of legal responsibility on the corporate
image is because consumers see it as a basic condition. While ethical responsibility affects the corporate
image, it does not affect CSR trust and corporate evaluation. This result was supported by Chung et al.
(2015) and Palacios-Florenco et al. (2018). Philanthropic responsibility, one of the components of
corporate social responsibility, was effective in CSR trust but not in corporate image and evaluation.
This result was supported by Chen and Huang's (2018) and Latif et al. (2021) studies. Therefore, the
impact of corporate social responsibility variables (economic, legal, ethical, philanthropic) on corporate
(image, trust, evaluation) components has been proven.

In the second part of the study, the effect of corporate components (image, trust, evaluation) on
consumer preferences (satisfaction, loyalty) has been verified. It has been seen that corporate image is
effective in CSR trust, evaluation and customer satisfaction. This result was supported by Yu et al. (2020)
study. Furthermore, increasing CSR trust and corporate evaluation scores are also important in
increasing customer satisfaction. This result parallels Pasharibu et al. (2018). Finally, to increase
customer loyalty, customer satisfaction should be increased (Fida et al. 2020). Therefore, it is necessary
to attach importance to the variables of corporate social responsibility to increase customer satisfaction
and loyalty.

Managerial implications

During the COVID-19 period, many of the banks (state-private) in Turkey stated that they were with
the consumers during the COVID-19 process (with commercials), and they offered low-interest loans
(home-car-needs) and support to consumers. In the study, these supports were evaluated within the
framework of corporate social responsibility studies, and their effects on consumer preferences were
investigated. As a result of the study, it has been seen that the supports given affect the corporate image
within the framework of economic and ethical corporate responsibility. Therefore, companies that want
to increase their corporate image in the eyes of consumers can take steps to support the economy of
consumers. For example, during the COVID-19 pandemic period, while banks offer low-interest loans,
retailers can provide this by offering discounts on basic nutrients and hygiene products. In addition, in
the study, it was seen that legal and philanthropic responsibility affect CSR trust. In this direction, it is
recommended that companies give importance to legal security practices (in face-to-face and online
trade) and not only profit-oriented to ensure consumer trust. (Lin, Wan, Hajli, 2019). For example,
increasing measures to prevent data theft in electronic applications or increasing the company's
visibility in charity events may increase consumers' trust. Moreover, in the study, it was seen that legal
responsibility affects the evaluation of the bank. Therefore, adherence to legal regulations in banking
practices is very important for consumers. In this direction, banks must act in line with banking rules
and increase transparency.

In addition, it has been found that corporate image affects CSR trust, corporate evaluation and customer
satisfaction. Therefore, it is very important to increase the corporate image of banks. Correct advertising
communication, colour and logo selection, a correct reflection of the vision and mission of the
institution, public relations studies, and increasing customer satisfaction could increase the corporate
image (Kim, Yin, Lee, 2020). In addition, it was seen in the study that trust in corporate social
responsibility and corporate evaluation can increase customer satisfaction. For this reason, banking
applications should be aimed at increasing trust and increasing positive evaluation by giving priority
to applications that can benefit society. Thus, the satisfaction and loyalty of consumers will be increased.
In this sense, banks need to increase their corporate social responsibility efforts and support their
corporate image in this direction to gain a competitive advantage in the COVID-19 period or crisis times.
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Limitations and suggestions for future research

There are two main limitations in the study. First, a specific segment was chosen for this study. Because
the opinions of non-bank users would affect the validity of the data, a comparative study of the opinions
of consumers, who are and are not bank users, will produce more generalizable results. Second,
purposive convenience sampling was used. It will increase the generalizability of the research if it can
be applied with one of the random sampling methods. Future research and future continue to measure
the Thus, more in-depth information can be obtained.
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Abstract

Functional foods are food products that provide new benefits to consumers in addition to nutritional
benefits and promote a healthy lifestyle by modifying or enriching the content of various food items.
Even though the functional food market is quickly expanding due to its highly dynamic and inventive
structure, research on consumer expectations and needs in this subject is still restricted. Accordingly,
the purpose of this study is to determine the variables that affect consumers' willingness to purchase
functional foods, as well as to examine the moderating effect of consumer innovativeness. Protein-
enriched milk products were chosen as the functional food category in the study. The descriptive
research approach was employed to reveal the variables' relations. The questionnaire form, which was
produced as a result of a literature study to determine the suitable variables and scales, was
administered to 420 participants living in Turkey between May and August 2021. The participants
were selected using a convenience sampling technique. The Smart PLS 3.3.2 software and least squares
path analysis (PLS-SEM) was used to assess the research hypothesis. According to the findings, the
propensity to live a healthy lifestyle and consumer innovativeness significantly and positively affect
various dimensions of functional food purchase willingness. On the other hand, consumer
innovativeness appears to have a moderating effect on the relationship between the propensity to live
a healthy lifestyle and the trust in functional food sub-dimensions, as well as the relationship between
the propensity to live a healthy lifestyle and the need for functional food sub-dimensions.

Keywords: Functional Foods, Protein Enriched Milks, Consumer Innovativeness

Jel Codes: M31

Oz

Fonksiyonel gidalar, gida iirtinlerinin cesitli 6zelliklerini degistirerek ya da zenginlestirerek
tiiketicilere beslenme faydasinin 6tesinde yeni faydalar sunmay1 ve saglikli yasami desteklemeye
calisan gida tirtinleridir. Fonksiyonel gida pazari hizla biiyiiyen, olduk¢a dinamik ve yenilikgi bir
pazar olmasina ragmen bu alanda tiiketici ihtiyaclar1 ve beklentilerine iliskin calismalar kisitl
sayidadir. Bu galismanin amaci, tiiketicilerin fonksiyonel gida satin alma istekliliklerini etkileyen
faktorleri ortaya koymak ve tiiketici yenilikciliginin dtizenleyici etkisini incelemektir. Arastirmada
fonksiyonel gida kategorisi olarak proteini zenginlestirilmis siit secilmistir. Arastirma, degiskenler
arasindaki iliskileri ortaya ¢ikarmak amaciyla betimsel arastirma yaklasimma gore tasarlanmustir.
Literatiir taramast ile uygun degisken ve olgeklerin belirlenmesi sonucunda gelistirilen anket formu,
pilot calismalar neticesinde Mayis 2021-Agustos 2021 tarihleri arasinda Tiirkiye'de yasayan 420
katilimer tizerinde uygulanmustir. Katilimcilar kolayda 6rnekleme teknigi ile secilmistir. Arastirma
hipotezlerini test etmek amacryla Smart PLS 3.3.2 programu kullanilmis ve en kiigiik kareler yol analizi
(PLS-SEM) uygulanmistir. Analiz sonuglarma gore saglikli yasam tarzina sahip olma egiliminin ve
tiiketici yenilik¢iliginin fonksiyonel gida satin alma istekliligine iliskin baz1 boyutlar tizerinde pozitif
ve anlaml etkileri tespit edilmigtir. Ote yandan tiiketici yenilikiligi, saglikli yagam tarz1 ile giiven alt
boyutu arasindaki iliskide ve saglikli yasam tarzi ile ihtiyac alt boyutu arasindaki iliskide diizenleyici
bir etkiye sahiptir.

Anahtar Kelimeler: Fonksiyonel Gida, Proteini Zenginlestirilmis Stitler, Tiiketici Yenilikciligi
JEL Kodlari: M31
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Introduction

Alongside organic products, the functional food category has emerged as one of the most notable
categories in today's consumer food consumption habits. The functional food market, which has been
functioning in the food sector since the 1980s, rises by roughly 10% per year with its added benefits in
addition to the benefits derived from the nutrients themselves and is a market that has become more
significant for food-related companies (Cebeci and Mankan, 2022). The global functional food market is
predicted to develop from $180.58 billion in 2021 to $191.68 billion in 2022. Furthermore, the market is
expected to reach 243.83 billion dollars in 2026 (Functional Foods Global Market Report, 2022). In
keeping with the global trend, Turkey's functional food market has been steadily growing since 2015.
Turkey had the highest growth rates among all global markets between 2012 and 2017, with a 52 per
cent increase in functional food sales volume, from $303 million to $461 million (Z Raporu, 2021). This
growth enables new inquiries concerning customer attitudes and behaviours toward functional food.

Although the relationship between nutrition and physical health has been known for centuries, the rise
in the living standards and the health awareness of modern consumers, as well as the increasing health
costs, has meant a growing understanding of the importance of functional foods, leading to a surge in
demand to these products (Roberfroid, 2002; Ali and Rahut, 2019). Functional foods or dietary
components provide additional benefits to human physiology and metabolism and provide the body's
required nutrients, making them beneficial in illness prevention and living a healthy life (Karaduman,
2011). Functional foods resemble traditional foods in appearance and are intended to be consumed as
part of a regular diet. Still, they have been changed to perform physiological tasks besides meeting basic
nutrient requirements (Frewer, Scholderer and Lambert, 2003).

Designer foods, dietary supplements, and fortified foods are functional foods often high in health-
promoting minerals and vitamins. Thus, functional foods provide fundamental nutritional needs
(Macaluso et al., 2020; Rajasekaran and Kalaivani, 2020). In addition, they are used for various functions,
including weight control, immune and digestive system support, and athlete health, by enhancing the
content of numerous food products such as bakery, baby food, dairy products, eggs, and meat.

The primary objective of this study is to examine the factors affecting consumers' willingness to
purchase functional foods. For this purpose, protein-enriched milk products were selected in the dairy
products category since Gok and Ulu (2018) stated as it is Turkey's most preferred functional food
category. Protein-enriched dairy products allow the body to absorb more protein, particularly in sports
and activities involving hard exercise. They are accessible to customers from a variety of brands on the
market. The functional product industry is innovative and characterized by dynamic growth, and new
products are constantly being introduced (Plasek, Lakner, Kasza and Temesi, 2020). Therefore, another
purpose of the study is to reveal how innovative tendencies affect consumers' preferences in this
relatively new product category. Therefore, the study's findings are expected to contribute to the
developing functional food sector by exposing customer preferences.

Literature review

The literature on functional foods, health awareness, healthy lifestyles, and consumer innovativeness is
evaluated in this study section.

Functional foods

Functional foods are not clearly defined in the literature. Various products are described as functional
foods, and some are labelled as nutrients. They reduce the disease risk and have various components
that affect various body functions related to well-being and health. Thus, there is no universally
accepted simple definition of functional foods. Therefore, functional food should be interpreted as a
concept. Moreover, whether it is function-oriented rather than product-oriented, the concept would be
universal and would not be influenced by local characteristics or cultural traditions (Williams and
Gibson, 2000, p.11).

According to the International Food Information Council (IFIC), functional foods are foods or dietary
ingredients that can provide a health benefit beyond basic nutrition. The International Life Sciences
Institute of North America (ILSI) defines functional foods as "foods that provide health benefits beyond
basic nutrition through physiologically bio-active food ingredients". Health Canada defines functional
foods as "similar to a traditional food consumed as part of a normal diet, with seemingly physiological
benefits and/ or to reduce the risk of chronic disease beyond basic nutritional functions". The Nutrition
Business Journal classified functional foods as "foods added to functional levels that enhance health or
performance or are fortified with concentrated ingredients. Functional foods include fortified cereals,
bread, sports drinks, bars, fortified snacks, baby foods, ready meals, etc. (Howard and Wildman, 2007:
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2). Dairy products are one of the important players in the functional food market. For example, it is
estimated that approximately 60% of European functional food sales are dairy products (Shortt and
O'Brien, 2004, p. 2).

Japan is the birthplace of the term functional food. Furthermore, this country has been at the forefront
of the development of functional foods since the early 1980s when comprehensive and large-scale
research projects were initiated. Systematic analysis and development of food functions and molecular
design of functional foods are funded by the Japanese government (Williams and Gibson, 2000, pp. 11-
12). In this regard, Yakult Honsha (founded in 1955) played an important role by developing products
based on the probiotic lactic acid bacteria Lactobacillus casei Shirota, which is sold as a fermented milk
drink in 65 ml bottles. In 1984, the concept of Functional Food was first promoted by Japanese scientists
who studied the relationships between nutrition, sensory satisfaction, enhancement, and modulation of
physiological systems. In 1991, the Ministry of Health introduced rules to approve a particular category
of health-related food called FOSHU (food for specified health uses) (Menrad, 2003, pp. 181-182).

Functional food products are not distributed homogeneously across all food and beverage segments.
Instead, these products are mainly used in the milk, confectionery, soft drinks, bakery, and baby food
market (Siro, Kdpolna, Kapolna and Lugasi, 2008, p. 459).

Health and well-being have become a growing trend in modern nutrition culture. Health was one of the
key themes of the presentation about the changing habits of consumers by Larry Hasson, general
manager of the International Social Change Research Institute (RISC), at the European Food Seminar in
1999. The main trends identified by RISC for food are pleasure, quality (especially for people aged over
50), innovation, compulsion (associated with young and masculine logic), continuity (the number of
product supporters increases with age, especially after 50) and health. Health trends consist of five main
consumer concerns. These are expertise, morals, caring, compensation, and restriction (Heasman and
Mellentin, 2001, pp. 18-21).

According to Urala and Lihteenmiki (2007), the consumers” attitudes towards functional foods were
divided into four dimensions and revealed that they were willing to use them. This study helped clarify
the dimensions of the consumer approach, such as the perceived reward from using functional foods,
the necessity felt for them, customer confidence and the safety of the food products (Urala and
Lahteenmaéki, 2007, p. 6).

A study conducted in Turkey in 2014 showed that women were more aware of functional foods than
men. Furthermore, older participants became more aware of functional foods than younger
participants. This study demonstrates that demographic features influence consumers' interest in
functional foods (Buiyiikkaragoz, Bas, Saglam and Cengiz, 2014, p. 628). However, consumers are
distinguished by a strong information asymmetry that assigns functional food to the reliability category
because, most often, consumers cannot verify their claims even after consumption (Di Pasquale,
Adinolfi and Capitanio, 2011, p. 181).

Health consciousness

Health awareness is a concept that reflects people's readiness to do more for their health (Kaynak and
Eksi, 2014). According to Schifferstein and Ophuis (1998), health awareness evaluates the degree of
readiness to perform health actions. Gould (1990) explains health consciousness as an intrinsic state of
self-interest in self-related cues reflected in cognition and somatic emotion of how much a person
contributes to their health.

The idea that one's lifestyle will affect longevity is firmly entrenched in the Western value system. Most
theoretical models of health behaviour begin with the assumption that the individual is motivated to
prevent disease or improve health. Awareness of information, skills, self-efficacy beliefs and real or
perceived barriers are also important. However, health-related motivation is recognized as the primary
reason for a healthy lifestyle (Newsom, McFarland, Kaplan, Huguet and Zani, 2005).

Healthy lifestyle

Lifestyle is a set of optional activities that are a regular part of an individual's daily life. Although the
term healthy lifestyle is frequently used in everyday speech and public media, its use in scientific
discourse is far from consistent. It has been described in various ways in the literature, from avoiding
bad health habits to all behaviours that impact health status (Berger and Walker, 1997, p. 402).

Bloch (1984) defined a healthy lifestyle as preventing health problems and maximizing personal well-
being (cited in Divine and Lepisto, 2005, p.275). A healthy lifestyle emphasizes health-related physical
activities such as natural food consumption, health care, and life balance. However, due to the
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increasing income and busy lifestyle, people change their eating habits to protect their health. For this
purpose, functional foods appear to support consumers to lead healthier life (Gil, Gracia and Sanchez,
2000, p. 212).

Dean et al. (2012) showed that the self-appropriateness of health problems strongly affects the
willingness to purchase functional food and the perception of the benefits of these products. Especially
when detailed information is given about the claim, function, and health consequences of the product
and when the person promises a targeted risk reduction in the issues that the person finds relevant, the
willingness for functional food consumption increases (Dean et al., 2012, p. 135).

The results of Niva's (2007) focus groups show that functional food consumers report their disease
experiences among family and friends, and these reports increase awareness of risk factors for diseases.

According to Chen (2011), functional foods marketed with promises to promote health or reduce disease
risk provide a promising way for consumers to lead healthier lives. However, the research revealed that
the joint moderation of health awareness and healthy lifestyle influences consumers' willingness to
consume functional foods (Chen, 2011, p. 253).

According to Urala and Lahteenméki (2003), motives related to well-being and disease prevention
encourage the choice of functional foods (Urala and Lahteenmiki, 2003: 153). Likewise, Verbeke (2005)
argues that the verification of the health benefits of functional foods and the presence of a sick person
in the family affect the acceptance of functional foods more than other important factors (Verbeke, 2005,
p- 54).

Consumer innovativeness

When the current literature is reviewed, the consumer's innovativeness is defined as the desire to be
stimulated by new products and seek innovation (Hirschman, 1980; Midgley and Dowling, 1978).

Rogers and Shoemaker (1971) define innovativeness as "the degree to which an individual is relatively
early to adopt an innovation compared to other members of the system". According to Rogers and
Shoemaker (1971), it is meant to be earlier in actual adoption time rather than perceiving whether the
individual adopts innovation earlier than others in his system. This is essentially an operational
definition. Because it is directly expressed in terms of the measurement of innovativeness, that is, the
time it takes for an individual to adopt (Midgley and Dowling, 1978).

Studies in the literature emphasize that innovativeness consists of two dimensions, cognitive and
sensory. In the sensory dimension, consumers can be innovative due to an above-average optimal
arousal level generated through diversity-seeking behaviour or new product discovery. Cognitively,
innovativeness may manifest with increased knowledge gathering or product participation (Cotte and
Wood, 2004).

Method

This study aims to reveal the factors affecting consumers' willingness to buy functional food and
examine the moderator effect of consumer innovativeness. The study used the descriptive research
approach to reveal the variables' relationships. The research sample consists of consumers living in
Turkey who have used at least once the products in the protein milk functional food category,
determined by convenience sampling method. An online survey, one of the quantitative data collection
tools, was applied to reach these consumers.

The questionnaire form, developed as a result of determining the appropriate variables and scales with
the literature review, was applied as a pilot on a sample of 50 people after receiving expert opinions.
After the pilot study, necessary changes were made, and the questionnaire was finalized. The final form
was presented to the respondents living in Turkey between May 2021-August 2021. Respondents were
selected via the convenience sampling method. The final questionnaire form was applied to 448
participants. However, 420 questionnaires were included in the analysis because of the evaluations
made on control questions, conformity to a normal distribution, skewness/kurtosis, and extreme
values. The healthy lifestyle scale was adapted from the scale developed by Gil et al. (2000), and the
health awareness scale was adapted from the scale developed by Michaelidou and Hassan (2008).
Moreover, the functional food willingness scale was adapted from the scale developed by Urala and
Léahteenméki (2007) and the consumer innovativeness scale from Goldsmith and Hofacker (1991).

Research questions and hypothesis

The studies on the subject in the literature have been comprehensively examined, and the research
model created for the research is shown in Figure 1.
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Figure 1: Research Model

The hypothesis of the research is as follows:

Hi:
Ho:
Ha:
Ha:
Hs:
He:
Hy:
Ha:
Ho:

Health consciousness has a positive effect on a healthy lifestyle.

Healthy lifestyle has a positive effect on the reward.

Healthy lifestyle has a positive effect on confidence.

Healthy lifestyle has a positive effect on necessity.

Healthy lifestyle positively affects the part of the healthy diet variable.
Healthy lifestyle positively affects the absence of nutritional risk variables.
Consumer innovativeness has a positive effect on the reward.

Consumer innovativeness has a positive effect on confidence.

Consumer innovativeness has a positive effect on necessity.

Hio: Consumer innovativeness positively affects the part of the healthy diet variable.

Hi:: Consumer innovativeness positively affects the absence of nutritional risk variables.

Hio: Consumer innovativeness has a moderating role in the relationship between a healthy lifestyle and
reward.

His: Consumer innovativeness has a moderating role in the relationship between a healthy lifestyle and
confidence.
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His: Consumer innovativeness has a moderating role in the relationship between a healthy lifestyle and
necessity.

His: Consumer innovativeness has a moderating role in the relationship between a healthy lifestyle and
part of a healthy diet.

Hie: Consumer innovativeness has a moderating role in the relationship between a healthy lifestyle and
the absence of nutritional risk.

Hi7: Health consciousness indirectly affects reward through a healthy lifestyle.

His: Health consciousness indirectly affects confidence through a healthy lifestyle.

Hio: Health consciousness indirectly affects necessity through a healthy lifestyle.

Hboo: Health consciousness indirectly affects a part of a healthy diet through a healthy lifestyle.

Ho1: Health consciousness indirectly affects the absence of nutritional risk through a healthy lifestyle.
Findings

Descriptive statistics

Data on the demographic characteristics of the respondent participating in the study are shown in Table
1.

Table 1: Descriptive Statistics of Respondents

Descriptive Statistics Frequency Per cent
Gender Male 206 49.1
Female 214 50.9
18 years and younger 40 9.6
19 - 24 years old 183 43.6
Age 25-29 years old 110 26.1
30-39 years old 59 14.1
40-49 years old 16 3.8
50 years and older 12 2.8

The study's sample includes 214 women and 206 men. In addition, the sample was comprised of 40
respondents aged 18 and under, 183 respondents between the ages 19-24, 110 respondents between the
ages 25-29, 59 respondents between the ages 30-39,16 respondents between the ages 40-49, and 12
respondents age of 50 and above.

The Distribution of the Most Preferred Protein Milk Brands is given in Table 2.
Table 2: Distribution of the Most Preferred Protein Milk Brands

Distribution of the Most Preferred Protein Milk Brands
Frequency Per cent
Pimar Proteinli Siit 164 39.1
Icim Fit 134 31.9
Whey Protein 40 9.6
Sek Protein 27 6.4
Danone Pro 22 52
Bim Vip Protein 17 4
Others 16 3.8

The top three protein milk brands most preferred by the participants are "Piar Proteinli Siit", "Icim Fit"

and "Whey Protein" respectively. These brands are followed by "Sek Protein", "Danone Pro", "Bim Vip
Protein". Sixteen of the participants stated that they prefer different brands.
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Validity and reliability analysis of scales

Internal consistency reliability, convergent validity and discriminant validity were evaluated in the
view of validity and reliability analysis carried out following the research.

Cronbach's Alpha and CR=Composite Reliability coefficients were examined for internal consistency
reliability. Factor loadings and explained average variance (AVE=Average Variance Extracted) values
were used to determine convergent validity. Factor loadings are expected to be 20.70 for Cronbach
Alpha; 20.70 for combined reliability coefficients; 20.50 for the mean-variance explained (Hair, William,
Barry and Anderson, 2006; Hair, Sarstedt, Hopkins and Kuppelwieser, 2014; Fornell and Larcker, 1981).
The results regarding the internal consistency reliability and convergent validity of the constructs are
given in Table 3.

Table 3: Reliability and Validity Results of Confirmatory Factor Analysis

Variable Item Factor Loadings | Cronbach's Alpha CR AVE
HC1 0,785
HC2 0,856
HC3 0,833
Health Consciousness HC4 0,852
HC5 0,850 0,909 0,930 0,688
HC6 0,796
HL1 0,651
HL2 0,711
HL3 0,716 0,793 0,856 0,544
Healthy Lifestyle HI4 0,815
HL5 0,785
CI1 0,844
CI2 0,874
CI3 0,694
Consumer Innovativeness CI4 0,859 0,912 0,932 0,698
CI5 0,838
CI6 0,890
REWI1 0,810
REW2 0,837
Reward REW3 0,858 0,897 0,921 0,627
REW4 0,882
REW5 0,823
REW6 0,718
REW7 0,572
CON1 0,837
CON?2 0,840
CON3 0,888
Confidence CON4 0,880 0,920 0,938 0,715
CON5 0,838
CON6 0,787
NEC1 0,868
NEC2 0,871
Necessity NEC3 0,802 0,879 0,916 0,732
NEC4 0,879
PHD1 0,842
PHD?2 0,830
As Part of a Healthy Diet PHD3 0,898 0,884 0,919 0,740
PHD4 0,869
ANRI1 0,932
Absence of Nutritional Risk ANR2 0,774 0,789 0,863 0,679

As aresult of confirmatory factor analysis, 20 items were excluded from the analysis because their factor
loads were weak. In addition, since the factor loads of all items representing the two dependent
variables (taste and drug) were weak, these two dependent variables were excluded from the research
model, and the analyses proceeded with the remaining items and variables.

As a result of the analysis, the internal consistency reliability of the structures was ensured because
Cronbach's Alpha coefficients were between 0.789 and 0.920 and the CR coefficients were between 0.856
and 0.938. Since the AVE values are between 0.544 and 0.740, it is observed that convergent validity is
provided. Factor loads of the variables were found to be between 0.572 and 0.932.
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While determining convergent validity, the criteria proposed by Fornell and Larcker (1981) and
Henseler, Ringle and Sarstedt (2015) HTMT (Heterotrait-Monotrait Ratio) criterion were used.
According to Fornell and Larcker's (1981) criteria, the square root of the mean explained variance (AVE)
values of the structures should be higher than the correlations between the structures. Table 4 contains
the analysis result concerning the Fornell and Larcker (1981) criterion.

Table 4: Convergent Validity Results

Variables 1 2 3 4 5 6 7 8
1- Absence of nutritional risk (0,824)

2- Confidence 0,072 |(0,846)

3- Health Consciousness 0,180 (0,360 (0,829)

4- As part of a healthy diet 0,214  [0,531 0,197 (0,860)

5- Healthy Lifestyle 0,167 (0,336 0,620 0,205 (0,738)

6- Consumer Innovativeness 0,008 (0,294 0,077 0,330 0,029 (0,836)

7- Reward 0,010 (0,667 0,281 0,488 0,294 ,322 (0,792)

8- Necessity 0,051 0,755 0,341 0,614 0,304 0,302 0,713 (0,856)

Note: The values in parentheses are the square root values of the AVE.

As seen in Table 4, the average explained variance value square root of each structure is higher than the
correlation of the structure with other structures.

According to Henseler et al. (2015), HTMT expresses the ratio of the mean of the correlations of the
expressions of all the variables in the study (the heterotrait-heteromethod correlations) to the geometric
mean of the correlations of the expressions of the same variable (the monotrait-heteromethod
correlations). Table 5 demonstrates the HTMT values of the discriminant validity results.

Table 5: Convergent Validity Results

Variables 1 2 3 4 5 6 7 8
1- Absence of nutritional risk

2- Confidence 0,136

3- Health Consciousness 0,208 0,387

4- As part of a healthy diet 0,244 0,574 0,209

5- Healthy Lifestyle 0,186 0,381 0,707 0,243

6- Consumer Innovativeness 0,041 0,320 0,088 0,363 ,099

7- Reward 0,079 0,730 0,296 0,536 ,331 0,353

8- Necessity 0,103 0,809 0,365 0,684 0,339 0,331 0,802

Henseler et al. (2015) HTMT value should be below 0.90. If the contents of the concepts are far from each
other, the HTMT value should be below 0.85. As seen in Table 5, HTMT values are below the threshold
value. According to data in Table 4 and Table 5, it can be said that discriminant validity was achieved.
When the findings of the analyses were examined, it was seen that all values were within the required
ranges, and the research model was determined to be valid and reliable.

The testing of the research model and the results

The structural equation model developed to test the hypothesis of the research is shown in Figure 2.
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0174 0,006
(0,001) (0,915)

Figure 2: Structural Equation Model

The research model was analysed by least squares path analysis (PLS-SEM). SmartPLS 3.3.2 statistics
program was used in the implementation of the method. In order to determine whether there are any
problems with the research model, linearity, path coefficients, R?, effect size (f2) and predictive power
(Q?) were analysed. Linearity, path coefficients, R? and {2 values with PLS algorithm; Q? (predictive
power) value was obtained by Blindfolding analysis. In order to evaluate the significance levels of the
PLS path coefficients, t-values were calculated by taking 5000 subsamples from the sample with
bootstrapping (Bozoklu and Yildiz, 2019, p. 41). R?, f2, Q% and VIF values are given in Table 6.

VIF (Variance Inflation Factor) values between the variables are below 5 (threshold value). For this
reason, it can be said that there is no linearity problem between the variables (Hair et al., 2014).

It was determined that health awareness affects healthy lifestyle (f=0.620; p<0.01); healthy lifestyle
affects reward (=0.304; p<0.01); consumer innovativeness affects reward (f=0.330; p<0.01); healthy
lifestyle affects trust (p=0.345; p<0.01); consumer innovativeness affects confidence (p=0.304; p<0.01);
healthy lifestyle affects necessity (f=0.313; p<0.01). Furthermore, consumer innovativeness affects
necessity (=0.311; p<0.01); healthy lifestyle affects the part of the healthy diet variable ($=0.215;
p<0.01); consumer innovativeness affects the part of the healthy diet variable (3=0.336; p<0.01); healthy
lifestyle affects the variable of the absence of nutritional risk (p=0.167; p<0.01).

As a result of these findings, the hypothesis 1, 2, 3, 4, 5, 6, 7, 8, 9 and 10 of the research were accepted.
However, it was determined that consumer innovativeness did not affect the absence of nutritional risk
variable (= -0.003; p>0.05). Therefore, hypothesis 11 was rejected.

According to R? values, the explanation ratios obtained are as follows: a healthy lifestyle is 38.4%; the
reward is 19.6%; the confidence is 20.5%; the need is 18.9%; part of a healthy diet variable is 15.5%; the
absence of nutritional risk variable is 2.8%.
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Table 6: Direct Effects

P
T |
- . .
Variables & = g . g > Ny &

et o -

: |3

» o3
Health Awareness -> Healthy | 0,620 0,032 19,172 0,000 1,000 0,384 0,624 0,203
Lifestyle
Healthy Lifestyle -> Reward 0,304 0,050 6,123 0,000 1,001 0,114
Consumer Innovativeness -> | 0,330 0,047 7,086 0,000 1,001 0,196 0,136 0,112
Reward
Healthy Lifestyle > | 0,345 0,043 7,997 0,000 1,001 0,150
Confidence 0,205 0,142
Consumer Innovativeness -> | 0,304 0,045 6,789 0,000 1,001 0,116
Confidence
Healthy Lifestyle -> Necessity | 0,313 0,045 6,900 0,000 1,001 0,120
Consumer Innovativeness -> | 0,311 0,045 6,879 0,000 1,001 0,189 0,119 0,129
Necessity
Healthy Lifestyle -> As partof | 0,215 0,048 4,513 0,000 1,001 0,055
a healthy diet
Consumer Innovativeness -> | 0,336 0,048 7,035 0,000 1,001 0,134
As part of a healthy diet 0,155 0,108
Healthy Lifestyle -> Absence | 0,167 0,054 3,095 0,002 1,001 0,029
of Nutritional Risk
Consumer Innovativeness -> | -0,003 0,058 0,051 0,960 1,001 0,028 0,000 0,009
Absence of Nutritional Risk

If the effect size coefficient (f2) is 0.02 and above, it is weak; 0.15 and above is medium; 0.35 and above
is considered high (Cohen, 1988; cited in Bozoklu and Yildiz, 2019, p. 41). According to Sarstedt, Ringle
and Hair (2017), there is no effect when the coefficient is below 0.02.

When the effect size coefficients (f?) are examined; it is obtained that health awareness has a high level
of effect size of (0.62) on healthy lifestyle; moderate effect size on healthy lifestyle (0,15) on confidence;
weak level of effect size of healthy lifestyle (0.11) on reward; weak level of effect size of consumer
innovativeness (0.13) on reward; weak level of effect size of consumer innovativeness (0.11) on trust;
weak level of effect size of healthy lifestyle (0,12) on need; weak level of effect size of consumer
innovativeness (0.12) on need; weak level of effect size of healthy lifestyle (0.05) on the part of healthy
diet variable; weak level of effect size of consumer innovativeness (0.13) on the part of healthy diet
variable; weak level of effect size of healthy lifestyle (0.03) on the variable of absence of nutritional risk.
In addition, consumer innovativeness (0.00) doesn’t affect the nutritional risk variable.

The research model can predict endogenous variables when the predictive power coefficients Q2
calculated for endogenous variables are greater than zero (Hair et al., 2014, cited in Bozoklu and Yildiz,
2019, p. 41). Because the Q2 values in the table are greater than zero, the research model can explain the
endogenous variables (healthy lifestyle, reward, trust, need, part of a healthy diet and lack of nutritional
risk).

The results of the moderator effects of the research are given in Table 7.

Table 7: Results of Moderator Effects

Path p t p Hypothesis Result
HL X CI —> REW [0,123  [0,978 0,328 H12 Not supported
HL X CI —> CON__ [0,180 {4413 0,000 H13 Supported
HL X CI —> NEC 0173 B961 0,000 14 Supported
HL X CI > PHD 0,134 [1,054 0,292 IH15 Not supported
HL X CI —>ANR 0,134 (0,885 0,376 IH16 Not supported
IHL: Healthy Lifestyle, CI: Consumer Innovativeness, REW: Reward, CON: Confidence, NEC: Necessity,
IANR: Absence of nutritional risk, PHD: As part of a healthy diet
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According to the moderating effect analysis, consumer innovativeness has a moderating effect on the
relationship between a healthy lifestyle and trust (= 0.180; p<0.01) and between a healthy lifestyle and
need variables (f = 0.173; p<0.01).

Therefore, hypotheses 13 and 14 were accepted. In addition, it was determined that consumer
innovativeness did not have a moderating effect on the relationships between a healthy lifestyle and
reward (B= 0.123; p>0.05), between a healthy lifestyle and a part of a healthy diet (= 0.134; p>0.05),
healthy lifestyle and absence of nutritional risk (3= 0.134; p>0.05). Therefore, the study's hypotheses 12,
15 and 16 were not supported statistically.

The results of the indirect effects of the research are given in Table 8.

Table 8: Results for Indirect Effects

Variables Standardized p | Standard Error | tvalue | p
Health Consciousness -> Healthy Lifestyle -> Absence of nutritional risk 0,103 0,035 2,999 | 0,003
Health Consciousness -> Healthy Lifestyle -> Confidence 0,214 0,032 6,763 | 0,000
Health Consciousness -> Healthy Lifestyle -> As part of a healthy diet 0,133 0,032 4,173 | 0,000
Health Consciousness -> Healthy Lifestyle -> Reward 0,188 0,033 5,651 | 0,000
Health Consciousness -> Healthy Lifestyle -> Necessity 0,194 0,032 5,964 | 0,000

When the values in the table are examined, health awareness affects the absence of nutritional risk
($=0.103; p<0.01); confidence (p=0.214; p<0.01); part of a healthy diet (3=0.133; p<0.01); reward (=0.188;
p<0.01) and necessity ($=0.194; p<0.01) variables over healthy lifestyle. Therefore, hypotheses 17, 18, 19,
20 and 21 were accepted. According to the results of all the analyses, hypotheses 11, 12, 15 and 16 of the
research were rejected, and all the remaining hypotheses were accepted.

Conclusion and discussion

Considering that functional food products are designed to perform certain tasks beyond the basic
nutritional function, it can be said that they have a special place among all food categories. This
distinguishing feature is described by Di Pasquale et al. (2011), and Urala and Lihteenmiki (2007) put
functional foods in a more sensitive position compared to other food products in the eye of the
consumer, especially in terms of food safety and reliability. At the same time, as Chen (2011)
emphasizes, it can also be perceived as a nutritional preference in the context of a healthy lifestyle.

On the other hand, functional food products are relatively new for consumers. Therefore, consumers
with a high tendency towards innovation are likelier to try new and different products, follow the
updates and go beyond their current consumption habits (Chen, 2014; Steenkamp, Hofstede and Wedel,
1999).

This study had two purposes. These were to examine the factors that affect consumers' willingness to
purchase functional foods and to reveal how consumer innovativeness affects consumers' preferences.
Accordingly, based on the relevant literature, some factors that may have a direct and indirect effect on
the preference for protein milk as a functional food product were examined. While analyzing the
research model, least squares path analysis (PLS-SEM) was used. According to the analysis findings on
direct effects, Chen (2009; 2011) stated that health awareness strongly affects a healthy lifestyle. On the
other hand, in parallel with the studies of Downes (2008) and Kiister-Boluda and Vidal-Capilla (2017),
it was determined that the tendency to have a healthy lifestyle has positive effects on the willingness to
buy functional foods.

When examined in detail, it is seen that healthy lifestyle tendency has a moderate effect on trust, one of
the dimensions of willingness to buy functional food. However, it has a weak effect on the reward
dimension, a weak effect on the necessity dimension, a weak effect on the functional food as a part of a
healthy diet dimension, and a weak effect on the absence of the nutritional risk dimension.

Consumer innovativeness tendency has low intensity but significant positive effects on reward, trust,
need and a part of a healthy diet, which are the dimensions of functional food purchase willingness.
The relationship between innovativeness and functional food purchasing tendencies is compatible with
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the findings of studies conducted by Saher, Arvola, Lindeman and Lahteenméki (2004) and Ozkan,
Yiicel and Yiicel (2018).

According to the findings, consumer innovativeness moderates the relationship between a healthy
lifestyle and trust variables. In addition, it moderates the relationship between a healthy lifestyle and
the necessity sub-dimension. Furthermore, consumer innovativeness has not been found to have a
moderating effect on the relationships between the healthy lifestyle and reward sub-dimension,
between a healthy lifestyle and as part of a healthy diet sub-dimension, and between the healthy lifestyle
and absence of nutritional risk sub-dimension.

Finally, when the indirect effects are examined, it has been determined that health consciousness affects
the absence of nutritional risk and trust as part of a healthy diet, reward, and necessity variables through
a healthy lifestyle.

Limitations and recommendations for future research

There are two limitations to the study's design and implementation. The first is about the scope of the
research question. Within the scope of the study, only one product category was examined. However,
as stated previously, dairy products are Turkey's most consumed product category. In this context, it is
expected that the data gathered within the scope of this product category will be more reliable in
consumer behaviour. Second, the sampling method employed can be viewed as a limitation. In order to
reduce the disadvantages of the limitation imposed by the non-random sampling method, the sample
was constructed using a criterion, and the balanced distribution of demographic attributes was given
special consideration.

Further studies focusing on a specific brand and using different functional foods with probiotic and
diabetic properties, baby foods etc., selecting samples with demographic characteristics such as age
difference, gender, and income status will contribute to a better understanding of the factors influencing
functional food preferences. Furthermore, it is important to evaluate the mediating effects of different
variables.

This study has implications for practitioners, as well. One of the study's most important findings is the
correlation between health awareness, the tendency to have a healthy lifestyle, and the willingness to
purchase functional foods. In this context, it is considered that emphasizing the health benefits of these
products, particularly in marketing communication efforts promoting protein-enriched dairy products,
may be effective in influencing the targeted consumer groups. Furthermore, the effect of consumer
innovativeness highlights the need for companies to create new and unique products in the sector
consistently.
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research”
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Oz

Bu arastirmanin amac, isletmelerde var olan ¢atisma tiirlerinden ¢ikar catismasini ortaya koymak ve
bu catisma tiiriine neden olan etkenleri ortadan kaldirmaktir. Calismada, nitel arastirma
yontemlerinden durum calismasi yontemi kullamilmistir. Arastrmanin calisma grubu, 2021 yilinda
Manisa ilinde 6zel bir firmada farkli pozisyonlarda ¢alisan, arastirmaya goniillii olarak katilmay1
kabul eden 8 beyaz yakali ¢alisandan olusmaktadir. Arastirmada, katilimcilara ¢ikar catismasina
yonelik sorular sorulmustur. Veriler, gortisme yontemi kullanilarak elde edilmistir. Gortismeler
ortalama 40 dakika stirmiistiir. Verilerin analizinde betimsel analiz yontemi kullanilmistir. Analizler
neticesinde cikar catismasi kavramu ile ilgili temalar olarak; c¢ikar kavramu ile birlikte anilan kavramlar
ve bu kavramin ¢agristirdiklari, ¢ikar catismasi kavramina dair bilgi seviyesi, ¢ikar catismasi izlenimi
yaratan durumlar, ¢ikar catismasmin isletmelerde sebep oldugu durumlar, cikar catismasinn
yasanmamasina yonelik yapilmas: gerekenler, ¢ikar catismasina sahit olma durumu, is yerinde ¢ikar
elde etme odakl: bir duruma tanik olundugunda verilecek tepki ve cikar catismasi yasanmasi halinde
tercih edilecek davranis seklidir. Mevcut ¢ikar catismalarmn onlenebilmesi i¢in isletme yoneticilerinin,
isletme ici liyakate 6nem vermesi, isletmede ¢ikar catismasi olarak orgiitsel diizeyde onlemler almasi,
calisanlara isletme i¢inde ¢ikar catismasina neden olacak davramslarin anlatilmasi ve ¢ikar ¢atismasi
yasanmast halinde caydiric1 yaptirimlar uygulanmasi dnerilmektedir.

Anahtar Kelimeler: Cikar, Cikar Catismasi, Catisma Yonetimi

Jel Kodlari: M52, M31, E24

Abstract

The research aims to expose the conflict of interest, which is one of the existing conflict types in
companies, and eliminate the factors causing this type of conflict. In the research, the case study
method, one of the qualitative research methods, was used. The study group of research consisted of
8 white-collar employees who voluntarily participated in the research in different positions for a
private company in Manisa province in 2021. In the study, questions about conflict of interest were
asked of the participants. The data were obtained by using the interview method. The interviews
lasted an average of 40 minutes. In addition, the descriptive analysis method was used to analyse the
data. As a result of the analysis, themes that related to the concept of conflict of interest were; The
concepts mentioned together with the concept of interest and the connotations of this concept,
Knowledge level about the conflict of interest, Situations that give the impression of conflict of interest,
Situations caused by the conflict of interest in companies, What to do to avoid conflict of interest,
Witnessing a conflict of interest situation, Response to witnessing a profit-oriented situation at work
and Preferred manner in case of conflict of interest. In order to prevent existing conflicts of interest, it
is recommended that managers must give importance to internal merit, take measures at the
organizational level as a conflict of interest in the company, explain the behaviours that will cause a
conflict of interest to the employees in the company, and apply deterrent sanctions in case of a conflict
of interest.

Keywords: Conflict, Conflict of Interest, Conflict Management
Jel Codes: M52, M31, E24
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Extended Abstract

Conflict management in companies: Conflict of interest “a qualitative research”
Literature
Research subject

Conflict of interest is a situation that arises with the interaction of primary interest, which can also be called secondary interest,
which can be called private interest. For a conflict of interest to be mentioned in a situation, the primary interest and the secondary
interests must conflict with each other (Lo and Field, 2009: 46). For this reason, after analyzing the concepts of interest and conflict,
it would be more appropriate to conduct a more in-depth analysis of the conflict of interest.

The subject of the study is to reveal the factors that cause the conflict of interest, which is one of the types of conflict and to propose
solutions that will prevent the emergence of conflicts of interest.

Research purpose and importance

The research aims to reveal the conflict of interest, which is among the types of conflict, and the methods of preventing this
conflict. When the literature on conflict of interest and conflict management is examined, it is seen that this subject is mostly dealt
with in public enterprises. However, in today's business world, it is possible to state that conflicts of interest frequently arise in
private businesses with different structures, such as family companies and public enterprises. Therefore, it is necessary to direct
these processes with different conflict management approaches. Therefore, the most important contribution of this research to the
literature is in this area.

Contribution of the article to the literature

Conlflict of interest is seen as a factor that reduces business productivity and performance because it hurts employees. The themes
that emerged from the participant interviews contribute to the literature by revealing the existing or possible causes of conflict of
interest within the enterprise.

Design and method

The research was created with the case study pattern, one of the qualitative research methods.

Research type

Qualitative research methods were used in the research.

Research problems

What factors and prevention methods cause conflicts of interest in businesses?

Data collection method

An in-depth interview technique was used to collect the data for the research. The interviews lasted an average of 40 minutes.
Quantitative/qualitative analysis:

In the analysis of the data, the descriptive analysis method, one of the qualitative research analysis methods, was used.
Findings and discussion

When the details of evaluating the concept of conflict of interest in businesses are examined, according to the results of this
research, it is seen that the participants generally associate this concept with other concepts focused on concepts associated with
obtaining benefits. In addition, it is seen that negative meanings are attributed to this concept in general. In addition, it is seen
that the concept of interest is often handled with the values attributed to tangible and physical elements instead of intangible
elements.

It has been determined that the most important steps to prevent conflicts of interest in enterprises are establishing an institutional
structure, creating an effective control mechanism, and determining job descriptions in the workplace. In addition to the
approaches to the corporate structure and management, it is seen that it is important for individuals to continue their business
processes with an approach that focuses on the institution's interests to avoid conflicts of interest.

Findings as a result of the analysis

As a result of the analyzes; themes that related to the concept of conflict of interest were; The concepts mentioned together with
the concept of interest and the connotations of this concept, Knowledge level about the conflict of interest, Situations that give the
impression of conflict of interest, Situations caused by conflict of interest in companies, What to do to avoid conflict of interest,
Witnessing a conflict of interest situation, Response to witnessing a profit-oriented situation at work and Preferred manner in
case of conflict of interest and subthemes were; Obtaining benefits intended for personal or acquaintance, Unethical concepts such
as bribery and corruption, Earning financial gain, Directing business processes towards individual interests, Internal position
changes in company, Decreased work motivation, Responsibilities of company management, Corporate structure, Merit in
company, An effective audit, control mechanism, Clarification of job descriptions, Gifts that have only a use-oriented function
and have no monetary value does not accepted as unethical, Warning behaviour for individuals or the relevant manager,
Avoiding situations that will create a conflict of interest, Keeping corporate interests ahead of individual interests found.

Limitations of the article

The study is limited to 8 white-collar employees working in a private business in Manisa.

bmij (2022) 10 (4): 1256-1272

1257



Abidin Ozan Onag & Sibel Unsal
Giris

Isletmeler icinde insan faktoriine dair pek ¢ok karmasik detayr barindiran ve isleyis agisindan bu
karmasik detaylarin dogru yonetilip yonlendirilmesine gereksinim duyan yapilardir. Sektor ayirt
etmeksizin veya ekonomik biiytikltgii ne olursa olsun her isletme kendi yapisi olgiistinde bireylerden
kaynakli olumlu ve olumsuz pek ¢ok unsurun dinamik bir yapida bir araya gelmesi ile siiregler
yonetilmektedir. Ozellikle kiiresel dlgekte bir rekabetin yasandig1 giiniimiiz isletme diinyasinda kiigiik

detaylarin biiyiik sonuglar yarattig1 da diistiniiliirse insan faktorii kaynakli detaylarin tutarli ve isabetli
bir sekilde yonetilmesinin isletmeler agisindan tasidig1 6nem de ortaya ¢ikmaktadir.

Insan faktoriiniin isletme siireclerine en fazla etki ettigi alanlarin basinda cikar ¢atismalar1 ve catisma
yonetimi ile ilgili konularin geldigi varsayilmaktadir. Cogu zaman bireysel ¢ikarlar ile kurumsal
cikarlar arasinda kalan isletme calisanlar1 aldiklar kararlarla isletmeleri agisindan énemli sonuglara yol
agabilmektedir. Ozellikle igletme calisanlari ile tedarikgiler gibi diger isletme paydaslar1 arasindaki iligki
veya isletme i¢inde yetki kullanimy, is ytikd, terfi, mesai gibi detaylarda ¢alisanlar arasinda ortaya ¢ikan
cikar catismalar1 dogru yonetilmedigi takdirde isletmeler igin kritik kayiplara yol acabilmektedir.

Her ne kadar literatiirde gikar catismasi ve gatisma yonetimi kaynakli durumlar agirlikli olarak kamu
kuruluslar1 6zelinde degerlendiriliyor olsa da 6zel sektorde faaliyet gosteren isletmeler agisindan da bu
konunun ele alinmasi hem isletme yonetimleri hem de isletme calisanlar1 agisindan biiytiik dneme
sahiptir. Cikar ¢atismas: kamu ¢ikari olarak da adlandirilabilecek bir kavram olan birincil ¢ikar ile 6zel
¢ikar olarak adlandirilabilecek ikincil ¢ikarin etkilesimi ile ortaya ¢ikan bir durumdur. Bir durumda
cikar catismasindan bahsedilebilmesi igin birincil ¢ikar ile ikincil ¢ikarlarin birbirleriyle ters diismesi ve
catisma halinde olmas1 gerekmektedir (Lo ve Field, 2009: 46).

Catisma ile ilgili yapilan calismalar incelendiginde Thakore (2012), isletmelerde alt birimlerde
calisanlarin birbiriyle etkilesimde olmalar1 icin daha fazla firsat vermelidir. Calisanlar arasinda,
etkilesim arttikca, is yerlerine karsi daha fazla anlayis gelistirmekle beraber, ortak gikarlar1 ve
onceliklerini daha iyi belirleyecekler bu durumda da ¢atismalar azalmaya baslayacaktir. Madalina
(2016), catisma yonetimi siirecinde iletisimin roliine vurgu yapmaktadir. Benzer sekilde, Lee, Zhang,
Sung, Lee ve (2022) yaptiklar: calismada, is yerlerindeki simetrik iletisimin arttirilmasiyla is yerlerindeki
catismanin azalacagimi buna bagli olarak da calisanlarin isten ayrilma niyetlerinin azalacagini
bulmuslardir. Ni, Zheng ve Liang (2022) calisanlar arasinda ortak cikar ve ihtiyaglara duyarlilik,
inanglar, tutumlar, calisanlar arasindaki arkadasca tutumlar sayesinde iyi iletisim kurabilmekte
dolayistyla orgiit igerisinde isbirlikci bir yaklasim ortaya ¢ikmaktadir. Kalafatoglu (2022) bilingli
farkindaligin isbirlik¢i catisma yonetimi stillerine olan etkisinde duygusal zekdnin araci rolii
incelenmistir. Benzer sekilde Kilicaslan (2014), trgiitsel catisma yonetiminde duygusal zekanin etkisini
kuramsal olarak incelemistir.

Karcioglu ve Aliogullar1 (2012) bankada calisanlarinin is arkadaslarryla yasadiklari catismalarin en fazla
isin yapilma seklinden kaynaklanan nedenlerden dolay1 ortaya ¢iktig1 bulunmustur. Bununla birlikte,
yonetimden kaynaklanan sebepler ve en sonda kisisel farkliliklardan kaynaklanan nedenler
izlemektedir. Cikar catismasi da orgiitlerdeki catismalarin 6nemli bir bolimii alt gruplardaki
calisanlarin deger ve cikarlarinin birbirleriyle ya da ¢alistiklar: orgtitiin ¢ikarlariyla uyusmamasindan
kaynaklanabildigi ifade edilmektedir (Kiling, 1985). Sigr1 ve Dinger (2013), isletmelerdeki catisma
yonetimi tarzi ile liderlik tarzinin uyumlandirilmasini incelemislerdir. Abdullah (2021), liderlik stilleri
ile catisma stilleri arasindaki iliskilere deginmistir. Bununla birlikte catisma yonetimi ile orgiitsel
baglilik arasindaki calismalarin da oldugu goriilmektedir (Hussein, Mamary ve Hassan, 2017; Okoli,
Kelechi Charles ve Chinenye, 2018; Tolera, 2018)

Arastirmalar incelendiginde catisma kavraminin yonetilmesinin iletisim, liderlik, duygusal zeka,
orgiitsel baglilik kavramlar: ile iliskilendirilerek incelendigi goriilmiistiir. Ancak alan yazin
incelendiginde spesifik olarak ¢ikar catismasinin nedenleri tizerine yapilmis ¢alismalar olmadig:
goriilmektedir. Bu arastirmada isletmelerde siklikla karsilasilan ve dogru yonlendirilmediginde
isletmenin isleyisi ve is yapis stirecleri {izerinde pek ¢ok etki yaratan bir unsur olan ¢ikar ¢atismasmin
ve gatisma yonetiminin incelenmesi amaglanmaktadir. Gergeklestirilen bu arastirmanin alan yazina en
onemli katkisinin ¢ikar ¢atismasi kavraminin nedenleri ve ¢oziim 6nerilerinin agik bir bicimde ortaya
konulacak oldugu distiniilmektedir. Bu baglamda arastirmada, ¢ikar ¢atismasina neden olan etkenler
ve ¢oziim Onerileri nelerdir problemine ¢6ztim aranmaya calisilmistir.

Literatiir taramasi
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Cikar kavrami

Cikar bireylerin iradelerinin ve eylemlerinin belirli bir yonde ilerlemesini saglayan nesnel kosullardir.
Bu anlamda herhangi bir iste elde dolayli veya dolaysiz olarak saglanan menfaat, fayda, yarar olarak
da agiklanabilecek bir kavram olan ¢ikar maddi olabilecegi gibi maddi olmayan 6zellikte de olabilir
(Hangerlioglu, 2008: 499). Cikar kavraminin en genel haliyle bireysel ¢ikar ve kamu ¢ikar: olarak iki
temel grupta incelemek miimkiindiir.

Kavramsal olarak bireysel g¢ikar bireyin kisisel ¢ikarlarina olan diisktinltigli, bu nedenle bencil
davranislar gostererek kendisine, ailesine veya kendi belirledigi baska birey gruplarmma menfaat
saglayacak sekilde hareket etmesi olarak tanimlanabilir. Ote yandan kisisel cikar, bir bireyin cikar elde
etmesi (para, is gibi) ya da ailesine, arkadaslarina ¢ikar saglamasi olarak da ifade edilmektedir (Martin
ve Gabard, 2001: 315).

Kamu yarar1 (gikar1) kavrami ise, kamu yonetiminin eylem ve uygulamalarinda; toplumun bir
kesiminin ya da tamammn yararmi kollamaya yonelik temel ve genel hedef olarak
kavramsallastirilmaktadir. Kamu ¢ikar: yerine; kamu yarari, toplum yarari, ortak iyilik, kamu iyiligi,
toplumun iyiligi, toplumsal refah, genel refah, genel yarar gibi kavramlar da kullanilmaktadir (Bozkurt,
Sezen ve Ergun, 1998: 132).

Catisma kavrami

Karsitlarin kavgasi olarak agiklanabilecek olan ¢atisma kavrami (Hangerlioglu, 2008: 43), bireyler ya da
toplumlar arasinda anlasmazlik, uyusmazlik ve cekisme durumu (Seyyar, 2003: 86); tercih edilen
secenekler noktasinda bireyin ya da bir grubun problemlerle karsilasmasi ve bunun neticesinde karar
verme mekanizmalarinda bozulma olarak tanimlanmaktadir (Seval, 2006: 246). Anlasmazlik, zitlasma,
uyumsuzluk ve birbirine ters diisme gatismanin ana unsurlari arasinda degerlendirilebilir. Bahsi gegen
unsurlarm var oldugu bir ortamda taraflar kendi ¢ikarlarini gerceklestirmek ve gortislerini uygulatmak
i¢in caba icine girmektedirler. Organizasyonlarda catismalar farkli sekillerde ortaya cikmaktadir.
Organizasyonlarda ortaya c¢ikan catismalarin ozelliklerine ve gerceklesme diizeyine gore
siniflandirilmast miimkiindiir (Simsek, 2002: 290).

Orgiitsel catismada ilk olarak islevsel ve iglevsel olmayan catisma ayrimi yapilmaktadir (Kogel, 2011:
507). Ikinci olarak, catismanin organizasyon icindeki konumuna gore; dikey catisma, yatay ¢atisma ve
emir-komuta personeli ile kurmay personel arasindaki gatisma olarak ti¢lti siuflandirma yapilmaktadir
(Ertiirk, 2009: 222).

Catisma, bireyin hem kendisi hem de iki veya daha fazla birey ve grup arasinda farkli sebeplerle ortaya
cikan anlasmazlik seklinde kavramsallastirilmaktadir. Catisma tiirleri, rol alan taraflar acisindan
degerlendirildiginde; orgiitler arasi, gruplar arasi, kisiler ve gruplar arasi, bireyler aras1 ve kisilerin
kendi icindeki catismalari olarak bes baslik altinda siniflandirilmaktadir (Seyyar, 2007: 186).

Bireysel agidan ayni ya da birbirine zit olan iki durumdan birini se¢mek durumunda kalan kisinin
yasadig1 kararsizlik ve uyusmazlik durumu seklinde ifade edilerek (Geng, 2004: 253) kisisel (icsel)
catismaya vurgu yapilmaktadir. Icsel catisma, bireyin karar alternatifleri arasinda tercih yapamamast
ve karar vermede zorluk yasamasi sonucunda ortaya ¢ikmaktadir (Seval, 2006: 247).

Cikar ¢atismasi kavrami ve kapsami

Bir kurumda ya da gelisen bir durumda cikar catismasinin s6z konusu olabilmesi icin ti¢ temel unsurun
varlig1 gereklidir. Bu ti¢ temel unsur ise gikar, iliski-yakinlik ve karar verme olarak siralanabilir (Davis
ve Stark 2001: 8). Bu yaklasima gore kamu gorevlisinin ya da isletme galisaninin karar verme
noktasinda kamunun ya da isletmenin ¢ikar1 yerine bireysel ¢ikarlarini gozeterek hareket etmesi veya
yakinlarina herhangi bir ¢ikar saglamasi halinde cikar ¢atismasinin ortaya ¢ikmasi miimkiindiir. Bu
baglamda, ¢ikar catismasi durumunun ortaya ¢ikabilmesi icin gerekli olan kosullar asagidaki gibi
siralanabilir (Mafunisa, 2003: 5-6):

* Birinci olarak, ¢ikar catismasinda bireysel mali veya ekonomik bir ¢ikar bulunmas: gereklidir.
o Ikinci olarak, kamu veya isletme yararina dair bir durum olusmalidir.

* Son olarak, kamu ya da isletme tarafindan bireye verilen yetki ve sorumluluklarla 6zel ¢ikarlarin
catismasi gerekmektedir

Cikar catismasini 6nleme yollar

bmij (2022) 10 (4): 1256-1272

1259



Abidin Ozan Onag & Sibel Unsal

Cikar gatismasinin 6nlenmesi kapsaminda cesitli sinirlardan bahsetmek miimkiindiir. Bu kisitlamalar
cok genis bir lcege sahiptir. Toplumsal normlardan, denetlemeler, yasalardan cezalara kadar pek ¢ok
farklt unsur cikar gatismasinin onlenmesi kapsaminda degerlendirilebilmektedir. Fakat toplumsal
normlar goreceli olarak degisken olabilecegi icin yasal ve idari diizenlemeler bu anlamda daha etkin
olabilmektedir (Demmke, Bovens, Henokl, Van Lierop, Moilanen, Pikker ve Salminen 2007: 159).

Kurallar ve standartlar

Kurallar ve standartlar yasalarla diizenlenen unsurlari icerebildigi gibi kurumlarin is yapis sekillerinde
zamanla oturmus yapilardan da kaynagim alabilmektedir. Cikar catismasi ve bunu 6nlemekle ilgili
kurallar ve standartlar denildiginde 6ncelikle akla gelen yolsuzluk ve uygunsuz davranis olanaklarini
azaltmasidir. Ikincisi, ¢ikar catismalarini belirlemek, ortaya cikarmak ve yonetebilmek icin etkin
politikalar tasarlanmasi; yanlilik sebebiyle asilsiz suclamalarin daha kolay ve verimli bir bicimde ele
alabilmesi anlamuirn tasir (Zibold, 2013 ).

Ucgiinciisii, yaygin yolsuzluk ve gorevi kétiiye kullanma ile iligkili bir konuyu ele alarak kurum iyi bir
yonetisim i¢in kararliligini gosterebilir. Dérdiinciisti, bir kurum olarak herkes tarafindan goriilebilen
seffaflig1 6n plana alan bir sistem, halk: ve yanlis diisiinceler tarafindan etkilenmemis ve adil bir yolla
uygun roliinii yerine getiren kurum ile anlasanlar1 gostermek olacaktir. Besincisi, bir ¢ikar ¢atismasini
belirlemek, agiklamak ve yonetmekteki basarisizlik ciddi yolsuzluklarin sik sik gerceklesmesidir ve bu
sebeple cikar catismasini yonetmek; oOnemli bir yolsuzluk onleme stratejisini de beraberinde
getirmektedir (Lalazarian, 2001: 6). Asagida Tablo 1."de bu etkiler 6zetlenmektedir.

Tablo 1: Kurallar ve Standartlarin Etkileri

Olumlu Etkiler Olumsuz/Yan Etkiler

e Her ne kadar olumlu etkisi yiiksek olsa da kural
sayisinin arttrmak her zaman giiveni arttirmayabilir.
Hatta baz1 durumlarda ¢ok fazla kural kullanimi ters

e  Kat1 sekilde uygulandiginda kurallar caydirict bir etki
yaratmaktadir. Cikar catismasina yol agmamak adimna

nelere izin verildigine dair net yonlendirmeler yapar.

Bireylerin bu alandaki beklentileri her zaman yiiksek
oldugu kat1 kural ve standartlarin uygulanmas: bir
zorunluluktur.

Esnek olmayan kurallar kamu ya da isletme yarar: ile
catisma durumunda bulunan bireysel cikarlara ilgili

yonde bir giiven etkisi bile yaratabilmektedir.

Her ne kadar kurallar bir zorunluluk olsa da yolsuzluk
ve ¢ikar catismasiin  tamamen kurallarla yok
edilebilecegine dair bir kanit yoktur.

Etik kurallarm tasarmu siklikla eksik ya da yetersizdir.
Bunun nedeni bu kurallarin yeniden gozden

kurumca izin verilmesi ihtimalini azaltir. gecirilmesine neden olan skandallar gibi durumlara

verilen  tepkinin  fazla  aceleci  bir  sekilde

. Kamu ve medya i¢ denetimin herhangi bir bicimini bir o
gerceklesmesidir.

daha tolere edemez. Bu nedenle, kontroliin harici
bigimleri giivenilirlik ve hesap verebilirligi arttiracaktir. o Cok kat1 kurallar yasa yapicirun gizliligini ihlal eder.

*  Gerek kamu gerekse de isletmeler ilgili kural ve o  Cogu zaman kati kurallar yiiksek seviyede biitiinliikten
standartlar yoluyla etik agidan zorlanilan durumlarda uzaktir.

daha hassas davranmak durumunda kalir.
. Detayli gikar kayitlar: zorlukla yonetilebilir.
e  Kamu kurallarm agik standardinin varligindan ve net
yasaklamalardan yararlanir. . Kat1 kurallar istihdam sorunlar: iizerinde olumsuz etki
yapar veya yetenekli insanlarin 6nemli pozisyonlar:
e  Etigin tnemsemek siyasi olarak 6nemlidir. Vatandaslar kabul etmesini caydirir.

kontrol ve hesap verebilirligi daha cok destekler.

Kaynak: Lalazarian, 2001: 6
Arastirmanin yontemi
Aragtirmanin modeli

Gergeklestirilen arastirma nitel arastirma yontemlerinden biri olan durum calismasi deseni ile
olusturulmustur. Nitel arastirma kavramsal olarak goriisme, gozlem, belge analizi gibi farkl alternatif
veri toplama tekniklerinin esliginde arastirilan algilarin ve olaylarin dogal akisi icerisinde, gercekci ve
biitiinsel bir yapi ile ortaya konulmasini temel alan bir arastirma stireci seklinde tanimlanabilmektedir
(Y1ildirim ve Simsek, 2011).

Arastirmanin ¢alisma grubu

Arastirmanin ¢alisma grubu, amagh 6rneklem yontemi kullanilarak belirlenmistir. Bu dogrultuda, 2021
yilinda Manisa ilinde faaliyet gosteren bir 6zel isletmenin farkli kurum igi pozisyonlarda galismakta
olan, genellikle biiro ¢alisanlar1 veya yonetici olarak anilan maasl profesyoneller olarak tanimlanan 8
beyaz yakali personelden olusmaktadir. Katiimcilar “K” harfi ile kodlanmis olup, arastirmanin
katilimcilarinin baz 6zellikleri asagidaki tabloda yer almaktadar.
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Tablo 2: Katilimcilara iliskin Kisisel Bilgiler

Katilimc1  Cinsiyet Isyerinde Calisilan Pozisyon

K1 Erkek Ithalat Bslim Mudird
K2 Erkek Satin Alma Mithendisi
K3 Erkek Lojistik Sorumlusu

K4 Erkek Idari Isler Personeli
K5 Kadin Genel Miidiir Asistant
Ke6 Kadin Depo Sorumlusu

K7 Kadin Planlama Sorumlusu
K8 Kadin Nakliye Sorumlusu

Kaynak: Yazar tarafindan tiretilmistir.
Veri toplama araclar:

Arastirmanin verilerinin toplanmasinda derinlemesine goriisme tekniginden faydalanilmistir. En temel
tanimiyla goriisme arastirilan konu kapsaminda katilimcilarin konuyla ilgili duygu ve diistincelerini
anlatma ve aktarma faaliyetidir. Bu faaliyetin birincil amaci bireylerin bakis agilarini anlamaya
calismaktir. Gergeklestirilen derinlemesine goriismeler yoluyla goriisiilen katihmcilarin ilgili konuya
dair tutumlari, deneyimleri, niyetleri, yorumlari ve tepkileri gibi detaylarin ortaya konulmasi miimkiin
olabilmektedir. Yapilandirilmis, yar1 yapilandirilmis, yapilandirilmamis ve odak grup gortismesi
seklinde farkh goriisme teknikleri vardir (Yildirim ve Simsek, 2011, Sénmez ve Alacapinar, 2011: 108).
Arastirma sorular1 hazirlanmadan 6nce literatiir taramas: yapilmistir. Literatiir taramasindan sonra
arastirma sorular1 olusturulmus ve alaninda uzman 1 akademisyene sorular inceletilmis sonrasinda
ozel sektorde calisan 2 kisiye sorular yoneltilmis sorularin anlasilabilirligi ortaya konulduktan sonra,
calisma grubuna sorular yoneltilmistir. Arastirma verilerinin derinlemesine goriismeler yoluyla
toplanmasi asamasinda katilimcilara asagidaki tabloda yer alan soru seti sorulmus ve yanitlar:
kaydedilmistir. Isletmede farkli pozisyonlarda gorev alan 8 kisi ile ortalama minimum 35 maksimum
45 dakika siiren goriismeler yapilmis ve bu gortismelerden elde edilen bulgular {izerinde calisma
derinlestirilmistir.

Tablo 3: Goriisme Sorular1

Soru No  Soru Ifadesi

1 Cikar kavrami sizde neleri ¢cagristirtyor?

2 Cikar catismasi kavramu ile ilgili ne diistiniiyorsunuz?

3 Isletmelerde calisanlarin cikar catismast yasamamasi icin ne tiir 6nlemler almmali?

4 Calistiginiz kurumda ya da cevrenizde herhangi bir ¢ikar catismast durumu ile kars: karstya kaldiniz mi?

Gorev yaptigimiz kurumda is arkadaslarimizdan birinin bir miisteri ya da tedarikciden hediye aldigin goriirseniz
nasil davranirsmiz?

6 Herhangi bir ¢ikar ¢atismasi durumunda kaldiginizda nasil davranirsiniz?

Kaynak: Yazar tarafindan tiretilmistir
Verilerin analizi

Arastirmada verilerin analizinde, “betimsel analiz” yontemi kullanilmistir. Betimsel analiz yontemi,
verilerin daha anlasilir bir bicimde ¢6ziimlenmesine ayni zamanda neden-sonug iliskilerinin
derinlemesine incelenerek sonuglara ulasilmasina ve bulgularin yorumlanmasina olanak saglamaktadir
(Yildirim ve Simsek, 2011). Betimsel analizde, goriisiilen ya da gozlenen bireylerin goriislerini carpici
bir bicimde yansitmak amaciyla dogrudan alintilara siklikla yer verilmektedir. Betimsel analiz, dort
asamadan olusmaktadir. Bunlar, betimsel analiz icin bir ¢erceve olusturulmasi, tematik cerceveye gore
verilerin islenmesi, bulgularin tanimlanmas: ve yorumlanmasini icermektedir (Yildirim ve Simsek,
2016) Bu calismada da goriisme yonteminde veriler, ses kayit cihazi kullanilarak elde edilmistir. Elde
edilen bu veriler bilgisayar ortaminda diiz metin haline doniistiiriilerek okunmus ve bulgulara ait
temalar ve alt temalar olusturulmustur.

Arastirma bulgular1
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Aragtirma kapsaminda gerceklestirilen derinlemesine goriismeler sonucunda degerlendirilmeye konu
edilecek gesitli ana temalar olusturulmustur. Katilimcilarin goriisme sorularma verdikleri yanitlardan
elde edilen bu ana temalar asagidaki tabloda yer almaktadur.

Tablo 4: Goriismelerden Elde Edilen Tema ve Alt Temalar

Temalar/Alt Temalar

Cikar kavrama ile birlikte amilan kavramlar ve bu kavramin cagristirdiklar

e Kisisel ya da tanidiklara yonelik fayda elde etme

e  Riisvet, yolsuzluk gibi etik dis1 kavramlar

Cikar ¢atigmast kavramina dair bilgi seviyesi

Cikar catismast izlenimi yaratan durumlar

e  Maddi kazang elde etme

e g siireclerini bireysel ¢ikar dogrultusunda yonlendirme

o Igletmeici pozisyon degisiklikleri

Cikar catigsmasimin igletinelerde sebep oldugu durumlar

e [ motivasyonunda azalma

Cikar ¢catigmasinin yasanmamasina yonelik yapilinasi gerekenler

e Isletme y6netiminin sorumluluklart

e  Kurumsal yap1

e Isletmeici liyakat

. Etkin bir denetim kontrol mekanizmasi

e  Gorev tanimlarmin belirginlesmesi

Cikar catismasina sahit olma durumu

Is yerinde cikar elde etme odakl bir duruma tamk olundugunda verilecek tepki

e  Sadece kullanim odakli islevi olan, maddi degere sahip olmayan hediyelerin etik dis1 kabul edilmemesi

e  Bireyleri veya ilgili yoneticiyi uyarma davranisi

Cikar ¢atismast yasanmast halinde tercih edilecek davrams sekli

e  Cikar catismasi yaratacak durumlardan kacinma

e  Kurumsal cikarlar1 bireysel ¢ikarlarin 6niinde tutma

Kaynak: Yazar tarafindan tiretilmistir.

Cikar kavramu ile birlikte anilan kavramlar ve bu kavramin ¢agristirdiklar:
Kisisel ya da tanidiklara yonelik fayda elde etme

Gortismelerden elde edilen bulgulara gore katilimcilarin genel olarak ¢ikar kavramini fayda temelinde
acikladiklar1 ve bu kavrami bireyin kisisel veya ¢evresindeki tanidiklarina yonelik bir fayda elde etme
cabasi ile bagdastirdiklar: goriilmektedir. Elde edilen bu bulguya gore genel bir bakis agisiyla ¢ikar
kavramina yonelik olumsuz ¢agrisimlarin daha fazla oldugunu séylemek de miimkiindiir.

“Bana gore cikar kisilerin olaylardan veya durumlardan elde edecekleri fayda olarak agiklanabilir. Yani ashinda
¢tkarin temelinde fayda elde etmenin oldugunu diigiintiyorum. Klasik bir yaklasimla bir ise girmeniz icin o isten
bir cikarimizin olmasi gerekir. Sizin icin avantaj yaratacak ya da sizin istediginiz kisiler i¢cin fayda saglayacak bir
seyler olmali. Bu anlamda cikar benim veya sevdiklerimin isine gelecek her sey olabilir (K1)”.

“Cikar bireylerin fayda sagladigr unsurlarla ilgili bir kavram bence. Genellikle dzellikle is hayati soz konusu
oldugunda bu kavrama olumsuz anlamlar da yiiklenebiliyor. Yani yapilan bir isten veya alinan bir karardan
kendine cikar saglamak gibi (K2)”.

“Ama genel olarak kiginin icinde oldugu bir durumdan fayda elde etmeye calismas: diyebilirim (K3)”.

“Cikar kisinin faydasina olan, kisinin kendisine avantaj elde edecegi her tiirlii sey olabilir(K4)

“Kisinin lehine olacak her seyi cikar kapsaminda degerlendirmek miimkiin. Dolayistyla dncelikle kigini elde edecegi
fayda geliyor insanin aklina (K5)”.
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“Cikar kisini kendisi lehine olan unsurlarin tiimii olarak agiklanabilir. Yani bireysel olarak bana fayda saglayacak
bir durum oldugunda o noktada benim cikarimdan bahsetmem miimkiin. Bir anlamda kisinin avantajina bir
durum yaratma hali gibi de soylenebilir (K6)”.

“Genel olarak kisinin olan biten seylerden kendisine bir fayda saglamasinin yolunu agan bir kavram ¢ikar (K7)”.

“Kapsam ¢ok genis olabilecek sekilde stireglerden kisisel fayda elde etme hali diyebilivim ¢ikar icin. Tabi burada
bireysel bir fayda durumu soz konusu. Bu maddi bir cikar da olabilir veya is yerinde bir pozisyon elde etme, bir
yakimina yonelik bir fayda saplama gibi manevi bir sey de olabilir. En genel haliyle bir fayda saglama halini
cagristirtyor bu kavram bana (K8)”.

Riisvet, yolsuzluk gibi etik dis1 kavramlar

Katilmcilarin  gortismeler sirasinda yaptiklari saptamalar incelendiginde ¢ikar kavrami ile
bagdastirilan kavramlar arasinda genel olarak riisvet, yolsuzluk gibi etik dis1 unsurlarin siklikla dile
getirildigi goriilmektedir. Bunun yan1 sira bu ¢agrisimda giincel basin yayin organlarinda ele alinan
konularin da 6nemli etkisi oldugu goriilmektedir.

“Bir anlamda yolsuzluk gibi olumsuz kavramlarla da bir arada anmlabiliyor. Tabi bu kavrami kimi zaman riisvet
gibi konularm gectigi yerlerde de duyabiliyoruz. Hatta galiba siklikla cikar bu tiir yolsuzluk, riisvet alma gibi
davramglar 6zelinde degerlendirmek miimkiin. Fakat dzellikle is hayat agisindan ¢ikar kisinin cok dikkat etmesi
ve olumsuz bir igin i¢inde olmama konusunda 6zen g0stermesi gereken bir kavram (K2)”.

“Cikar kelime anlamu olarak séylemiyorum ama pek de olumlu seyleri cagristirmuyor bana. Yani genellikle bir isten
ctkar saglamak gibi deyimler hep dilimize olumsuzluklar: aktarmada yerlesmis. Belki de o nedenle ¢ikar denilince
insamn aklina yolsuzluk, riisvet gibi seyler geliyor galiba (K3)”.

“Hatta gtintimiizde 6zellikle haberlerde ya da gazetelerde ¢ikar s6z konusu oldugunda hep birilerinin ¢ogu zaman
riisvet, yolsuzluk gibi davramslarla kendisine ¢ikar sagladigina dair unsurlara denk gelmek miimkiin. Ashnda
anlam olarak olumsuz bir anlami olmasa da galiba bizim aklumizda hep olumsuz seyleri canlandiriyor (K4)”.

“Bir de tabi ¢ikar saglamak gibi tabirleri diisiince yolsuzluk iceren davramslar cagristirdi§im da soyleyebilirim.
Ama genel olarak ¢ikar denildiginde kisinin fayda elde etme istegi geliyor aklima (K5)”.

“Tabi ne cagristirdigina gelince bizim iilkemiz 6zelinde bakarsak biraz tatsiz durumlar: da cagristirtyor. Yani
ozellikle cesitli yolsuzluklarla ilgili durumlarda ¢ok sik kullanilan bir kavram c¢ikar. Cikar elde etmek filan
denildiginde hep olumsuz kosullar aklimiza geliyor (K6)”.

“Cikar ya da ¢ikar saglamak genellikle bende negatif veya etik olmayan durumlar ¢agristiriyor. Bir isi yapmak
icin birinden maddi fayda elde etmeye calismak veya bir konuma gelmek icin birileriyle ortak hareket etmek gibi
davramsglar hep cikar: cagrigtiran seyler diyebilirim (K7)”.

Ayrica katilimcilarin ¢ikar kavramu ile ilgili goriislerinde mutlaka is hayatina dair detaylara atiflarda
bulunduklar1 goriilmektedir. Bu anlamda katilimcilarin ¢ikar kavramu ile is hayatina dair unsurlar
arasinda kuvvetli bir bag kurduklar: seklinde bir yorum yapmak miimkiindiir.

“Genel olarak is hayatimin icinde ¢alisilan isletmenin veya gorevinizin ¢ikarina uygun hareket etmek ise olumlu
bir durum haliyle. Bu acidan is yerinin c¢ikarina hareket edip kisisel c¢ikarlara odaklanmamak gerektigini
soyleyebilirim (K3)”.

“Is hayati agisimdan cikar tehlikeli bir kelime bence. Ozellikle ¢ikar saglamak gibi kullanim sekillerini diisiiniince
insam biraz tedirgin ediyor diyebilirim. O nedenle dikkatli yaklasilmas: gereken konular cagristiriyor diyebilirim
(K4)”.

“Olumlu mu olumsuz mu diye sorarsaniz ozellikle is hayat icerisinde genel olarak yolsuzluk gibi olumsuz
anlamlar iceren seyleri cagristirdigini soyleyebilirim (K7)”.

Cikar catismasi kavramina dair bilgi seviyesi

Gortismelerden elde edilen bulgulara gore katilimcilarin ¢ikar catismasina dair genel bir bilgi seviyesine
sahip olduklar1 ayrica is hayatinda cikar catismasinin yerine dair de bir farkindaliklarinin oldugu
goriilmektedir.

“Cikar ¢catismast karsilikli iki tarafin bireysel ¢ikarlarimin ters diismesi durumunda ortaya ¢ikan bir durum
olabilir. Ya da bireyin cikarlan ile 6rnegin calistigr kurumun beklentileri veya kurallar1 arasinda bir farklilik
oldugunda da bir cikar catismast ortaya cikabilir (K1)”.

“Karsilikli kigilerin bir olaydan beklentilerinin veya kazanclarmmin zit durumda olmasi hali olarak agiklanabilir bu
kavram. Kisilerin kendilerine fayda saglamasini saglayacak tercihler yapmas: bazen baska kisilerle ya da
kurumlarla arasinda bir ¢ikar catismas: olusmasina sebep olabiliyor (K2)”.
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“ Cikar ¢atismasini is hayati agisindan degerlendirirsem bazi 0zel durumlarda ¢alisanin kisisel ¢ikarlariyla calishi g
kurumun yararina olacak seyler ters diigebiliyor. Ornegin zaman zaman biz bu tir durumlar teslimat
siireglerinde gorevli personelde yasayabiliyoruz. Dis kaynak kullanvm aldi§imiz bazi teslimat durumlarinda arag
siirticiisti daha az yakit tiiketimi yapmak icin olmas: gerekenin altinda bir hizda aracim kullanyor fakat bu durum
bizim agimizdan teslimat siiresinin uzamasi ya da gecikmesine sebep oluyor. Sanirim bu ¢ikar ¢atismasina
verilebilecek bir drnek olabilir. Yani ashimda aymi olayda farkli taraflarin beklenti ya da fayda saglayacag
durumlarin ¢atismast sonucu ortaya ¢ikan bir durum diyebilirim (K3)”.

“Farkli kisilerin kisisel cikarlarimn birbirleriyle ters diistiigii durumlar ¢ikar catismasimin olugmasina sebep
oluyor. Ya da bazen kamu, ozel sirketlerde kisilerin kendi faydasina hareket ederken isletmenin faydasim dikkate
almadigi durumlar da buna Grnek verilebilir. Stkintih bir stireg haliyle. Ozellikle isin icine maddi gikar girdiyse ve
buradaki ¢ikar ¢atismasi kisinin lehine ama kurumun ya da kamunun aleyhine bir sonu¢ yaratiyorsa ¢ok tehlikeli
ve olumsuz bir durum oldugunu soyleyebilirim (K4)”.

“Cikar catismasimin isletmelerde isleyisi olumsuz etkileyen ve calisanlarin is yapma motivasyonunu asag: ceken
bir unsur oldugunu diisiintiyorum. Kisisel ¢ikarlarin is ortanunda birbiriyle ters diismesi ya da ¢alisanin ¢ikarlar
ile isletmenin ¢ikarlarimin uyusmamasi halinde énemli stkintilar ortaya ¢ikiyor (K5)”.

“Oncelikle is hayati soz konusu oldugunda bireysel gikarlara gore davranmanin yanhs oldugunu diigtiniiyorum.
Bu tarz davramslar séz konusu oldugundan cesitli ¢ikar catismalarimin dogmast da kagimilmaz. Bazi durumlarda
bireylerin ¢ikarlar ters diistiigiinde veya kisinin beklentileri ile ornegin is yerinin beklentileri uyusmadiginda
ctkar catigmast ortaya cikiyor diyebilirim. Tabi her iki taraf acisindan da stkintily bir durum bu. Bireyler arasindaki
ctkar catismalar: ticiincii bir tarafin olaya miidahil olmasi ile ¢oziilebilir fakat bireyin ¢ikarlart ile kurum ¢ikarlar
ters diistiigtinde eger birey kendi ¢ikarlarma yonelik davramyorsa bunun fark edilmesi ve ¢dziilmesi zaman
alabiliyor (K6)”.

“Insan faktoriiniin oldugu her yerde cikar catismast olusmasini ¢ok normal buldugumu séyleyebilirim. Giinliik
hayatta da is hayatinda da ¢ok sik karsilasti§imiz bir sey aslinda ¢ikar catismasi (K7)”.

“Is ortaminda cikar catismasi calisanlar arasinda husumet seklinde de kendini gdsterebilen bir kavram (K8)” .
Cikar catismasi izlenimi yaratan durumlar

Gortismelerden elde edilen bulgulara gore ¢ikar gatismasmun katilimcilarda is hayatina dair maddi
kazang saglama, is stireclerini bireysel ¢ikarlara gore yonlendirme, sirket ici kademelerde gerceklesen
degisimlerde ortaya ¢ikan haksiz durumlar gibi kavramlarla bagdastirildig: goriilmektedir.

Maddi kazang elde etme

“Bazi durumlarda ¢ahisanlar kendi ¢ikarlarim isletme cikarlarinin éniine koyarak hareket edebiliyor. Boyle bir
gtkar catigmasi halinde ise her iki tarafin da kaybettigini soyleyebilirim. Ozellikle maddi cikarlar soz konusu
oldugunda ¢ikar catismas: oldukga tehlikeli bir konu bence (K5)”.

Isletme ici pozisyon degisiklikleri

“Ama ozellikle is ortaminda terfi ya da pozisyon degisimi gibi bireysel faydanin cok baskin hale geldigi noktalarda
oldukca yikict sonuglart olabiliyor bu durumun. Tabi alman kararlarin ya da bireylerin tercih ettigi davramsg
sekillerinin etik boyutunun da sorqulanmasi onemli. Sirket ¢ikart ya da kamu cikan ile bireysel cikarlarin
ortiismedigi noktalarda ¢ikar ¢atismast oldukea etik disi ve stkintil sonuclar dogurabiliyor (K7)

Is siireclerini bireysel ¢ikar dogrultusunda yonlendirme

“Hatta is yiikleri, mesai sekilleri gibi detaylar ¢ikar catismas: dogmasina sebep olabiliyor. Bu noktada ters diisen
kisisel cikarlardan ya da isletmenin cikarlarimin diginda hareket eden ¢alisan ya da yoneticilerden bahsetmek
miimkiin. Bunlar ¢ikar catismasimin baslica aktorleri oluyor genelde bildigim kadariyla (K8)”.

Cikar catismasinin isletmelerde sebep oldugu durumlar
Is motivasyonunda azalma

Elde edilen bulgulara yani sira katihmcilarin ¢ikar gatismasini is hayatinda buna taruk olan bireyler
agisindan is motivasyonunu diisiiren, olumsuz bir kavram olarak degerlendirdiklerini de soylemek
mimkiinddr.

“Acikcast bence ozellikle boyle durumlarda yapilacak hatali bir tercih ¢alisan konumundaki kisiyi zor durumda
birakabilir. Ozellikle kamuyu ilgilendiren yolsuzluk temelli haberlerin veya olaylarin temelinde bu kavramin ciddi
yerinin oldugunu diisiiniiyorum (K1)”.

“Bu kavram bende olumlu diigiinceler uyandirmiyor agikcast. Ozellikle ¢calisma hayatinda kurumsal ¢ikarlara
uygun hareket etmeyen calisanlarin bu tir cikar catismas: durumlarinda kendi cikarlarina yonelik kararlar
aldiklar: icin sikintilart ortaya ¢ikti§im diigtintiyorum (K2)”.
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Katilimcr goriislerine gore, ¢ikar catismasi ¢alisanlarin motivasyonun diisiiren olumsuz bir kavramdir.
Cikar catismasinin yasanmamasina yonelik yapilmasi gerekenler
Isletme yonetiminin sorumluluklar:

Katilimcilarin isletmelerde ¢ikar gatismasmin onlenmesine yonelik diistinceleri incelendiginde bu
konuda 6zellikle isletme yonetimlerinin sorumlulugunu 6n plana gikardiklar: goriilmektedir.

“Cikar ¢catismasuun olusmamast ya da ortadan kalkmas: icin isletme yoneticilerine biiyiik gorev diistiigiinii
sayleyebilirim. Miimkiin oldugu kadar adaletli isleyen bir is diizeninde ¢ikar ¢atismasi olugsa bile bu durumun
¢oziilmesi daha kolay olacaktir. Bu adil ortami yaratmak da yéneticilerin gorevidir (K1)”.

“Cikar ¢atigmasimin neden ortaya ¢ikabilecegini, hangi durumlarda sirket ortaminda bir ¢ikar ¢catismasi olusmasi
ihtimalinin s6z konusu oldugunu da iyi analiz etmek gerekiyor. Bu agidan isletme yonetimine de énemli gérevler
diistiigtinii soyleyebilirim (K2)”.

Kurumsal yapinin tahsis edilmesi

Isletmelerde cikar catismasinin énlenmesi séz konusu oldugunda kurumsalligin saglanmasinin ilk akla
gelen onleyici yaklasimlardan biri oldugu goriilmektedir. Bunun yam sira bireylerin cikar
catismasindan uzak kalma noktasinda kisisel olarak da caba gostermesi gerektigi distintilmektedir.

“Sirketlerde kurumsallasma seviyesi arttik¢a cikar catismasinin 6nlenmesinin daha kolay olacagini diistiniiyorum.
Tabi yasal dayanaklarin ve kurallarin olusturulmast ve etkin bir kontrol sisteminin kurulmast da olast ¢ikar
catismast durumlarimin ¢ogunda olumsuz bir durum olusmadan soz konusu durumun ortadan kaldirilmasim
saglayacaktir. Ayrica calisanlarin isletmeye yonelik aidiyetleri yiikseltildigi takdirde kisisel ¢ikar ile kurum ¢ikar
arasinda kalma gibi bir durumun olma ihtimalinin de azalacagim diigiiniiyorum (K5)”.

“Hepsinden dnce oto kontrol yani bireyin kendisini kontrol etmesi bir zorunluluk. Ayrica istihdam stireglerinde
daha objektif kriterlerle ise alim yapilmas: gerekiyor. Tabi sirkette herkesin girevinin belirgin olmast ve bu gorev
tanimina uygun hareket etmesinin saglanmas: da énemli (K6)”.

“Tabi bireylerin de dzellikle is ortaminda kurumsal cikarlar: bireysel cikarlarimn tizerinde tutmay: bilmeleri
gerekiyor. Bunun olabilmesi igin bireylerin egitim seviyesinin yiiksek olmasimin da onemli oldugunu
soyleyebilirim. Bir de is yapis sekillerinin, gérev dagilimlarimn belirsizlige yer birakmayacak kadar net ortaya
konmas: gerekiyor bence (K1)”.

Isletme ici liyakat

Isletmeler acisindan cikar catismasi konusunda onleyici 6zellikteki en 6nemli unsurlardan bir digerinin
de liyakat odakl: stireglerin bir isletme kiiltiirii haline getirilmesi oldugu goriilmektedir.

“Sirket yapist icerisinde mutlaka liyakate uygun hareket edilmesi gerekiyor. Yani bir kadro atamas: veya gorev
degisikligi gibi durumlarda calisanlarin adalet duyqusu zedelenirse bir noktadan sonra calisanlar kendi ¢ikarlarim
kurum ¢ikarlarimin oniine koymaya bashyor. Bu durumda da kagimilmaz olarak bir ¢ikar catismas: ortaya ¢ikiyor.
Ashnda gercek¢i olmak gerekirse ¢ikar catismasumn tamamen dnlenmesinin de ¢ok miimkiin olmadigim
diistintiyorum (K7)”.

Etkin bir denetim ve kontrol mekanizmasi

Isletme siireclerine dair etkin bir sekilde isletilen denetim kontrol mekanizmalarinin cikar catismasi ve
cikar elde etme kaynakli durumlar acisindan onemli bir caydirict unsur olarak degerlendirildigi
gorilmektedir.

“Isletmede etkin bir kontrol mekanizmasimn olusturulmas: sart bence. Bunun gerceklestirilmesi belki ¢ikar
catismasimin ortaya ¢ikmasim engelleyemez ama en azindan ¢ikar catismast sonucunda sirket zararina olusmast
muhtemel durumlari engelleyebilir (K2)”.

“Cikar catismasimin olusmasim onlemede sirket ici kontrol ¢ok 6nemli bir yerde duruyor. Kontrol mekanizmasinin
iyi isledigini bilen bir ¢alisanun bireysel ¢ikartmin baskin ¢iktigr yerlerde bile bu mekanizmanin caydirict etkisi
nedeniyle yanlis bir hareket igerisine girmeyecegini diisiintiyorum. Daha once verdigim drnekte de oldugu gibi
drnegin aracimn stirekli bir sekilde kontrol edildigini ve izlendigini bilen bir sofér her ne kadar isine gelmiyor olsa
da bireysel ¢ikarina uygun olacak sekilde daha az yakit tiiketmesini saglamak amaciyla olmas: gerekenden yavas
gitmeye veya yolda gereksiz molalar vermeye kalkismayacaktir. Ciinkii bunun fark edilecegini ve bunun sonunda
kendisine bir yaptirim uygulanacagin bilecektir (K3)”.

“Cikar catismast kolay dnlenebilecek bir durum degil bence. Bunun sebebi bir noktadan sonra herkesin kendi
cikarimi diistinmesinin kacinilmaz olmasi. Ama tabi sirket icerisinde bazi noktalara dikkat edilmesi halinde en
azindan ¢tkar catismasi olusmasimin ihtimali azaltilabilir. Yazili kurallar ve etkin bir denetim mekanizmasinin bu
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acidan cok onemli oldugunu diistiniiyorum. Bir de her isin standart bir yapilis sekli olmali ve bu isleyis kisiden
kisiye degismemeli (K8)”.

Gorev tanimlarinin belirginlesmesi

Isletme igindeki is yapis bigimlerinin ve bu isleri yapacak kisilerin yetki ve sinirlarinin belirlenmesi bir
baska deyisle gorev tamimlarinin belirgin hale getirilmesi ¢ikar catismasi agisindan bir baska énemli
onleyici unsur olarak degerlendirilmektedir.

“Kurum igi seffaflik cok onemli. Ancak seffaf ve adil bir isletme yapisi ve calisma ortami yaratarak cikar
catismasimin dniine gecebilirsiniz. Sirket icinde adil bir ddiillenme yapist kurulmali veya olasi pozisyon
degisikliklerinde bu degisim icin gerekli olan kriterler net bir sekilde ortaya koyulmali. Ayrica sirket icindeki
hiyerarsik ve gorev tanimlar: da belirgin olmali (K4)”.

Cikar catismasina sahit olma durumu

Katilimcilarin tamamunin an itibariyle calistiklar: isletmede herhangi bir c¢ikar catismasina tanik
olmadiklar1 yoniinde goriis belirttikleri goriilmektedir. Bu bulgu bireylerin is ortamina dair yaptiklar
acgiklamalarda bazi kisisel kaygilar nedeniyle her zaman objektif olmamayi tercih edebilecekleri gercegi
ile birlikte degerlendirilmelidir. Fakat ozellikle ©nemli bir sayida katihmcilarin gegmis is
deneyimlerinde ¢ikar catismasi olarak nitelenebilecek durumlari da tecriibe ettikleri goriilmektedir. Bu
noktada arastirmanin ©zel sektérde faaliyet gosteren bir isletmede gergeklestirildigi de
dusunuldigiinde ¢ikar catismasinin sadece kamuya has bir durum olmadigi, 6zel sirketlerde de bu
anlamda 6nemli 6rneklerin yasandig1 yorumunu yapmak miimkiindiir.

Ayrica gikar catismasi ya da kisisel cikar elde etme temelli tanikliklarin genel olarak sirket ici pozisyon
degisiklikleri, tedarikgilerle iligkilerde fayda saglama, cesitli hediyeleri kabul etme gibi farkl sekillerde
ortaya ciktig1 da gortilmektedir

“Is ortammda benim sahit oldugum béyle bir durum olmadi. Yakin cevrem agisindan da bir sey duymadim
actkeast (K1)”.

“Su an ¢calistigim kurumda herhangi bir seye sahit olmadim. Fakat gecmiste calisti§im kurumlardan bazilarinda
satin alma stireglerinde gorev alan kisilere tedarik¢ilerin 6zel bir ilgisinin oldugunu ve bu arkadaglarin bazilarinin
da bu duruma herhangi bir engel ¢ikarmadiklarim gordiim agikgasi. Bu kimi zaman gelen bazi hediyeleri kabul
etmek kimi zaman da ilgili tedarikci ile ig siireclerinin disinda da bir iletisim icerisinde olmak seklinde
gergeklesebiliyordu. Bizim calishi§imiz alan ne yazik ki biraz bu tir durumlarin yasanmasina agik bir alan.
Ozellikle tedarik¢i firmalarla aranizda dogru bir mesafe birakmadiginizda bu risk her zaman var (K2)”.

Ben bugtine kadar herhangi bir ¢ikar ¢atismas: drnegi ile karsilasmadim. Fakat bu tiir seyler miimkiin oldugu
kadar etrafa sezdirilmeden yapilan hareketler oluyor tahmin edebileceginiz gibi. O nedenle bizim gérmedigimiz bir
seyler oluyordur mutlaka (K3)”.

“Ama su an ¢alistigim firmada bu yonde bir tamkligim da olmad: agikcas: (K4)”.

“Ben bugiine kadar hi¢ tanik olmadim. Ama her isletmede ¢alisanlar arasinda bu tiir konularda anlatilan seyler
vardir (K5)”.

“Su an ¢alistigim yerde boyle bir duruma denk gelmedigimi séyleyebilirim yine de (K6)” .
“Hayr, hi¢ béyle bir duruma tanik olmadim (K7)”.

“Onceden calighigim yerlerde zellikle sirket ici pozisyon degisikliklerinde adam kayirma olarak niteleyebilecegim
pek cok duruma denk geldigimi soyleyebilirim. Zaten bu tiir durumlar oldugunda hemen sirket icinde bir kazan
kaynamaya bashyor. Ayrica yine dnceki is yerlerimden birinde bir ¢calisanun ciddi bir kisisel ¢ikar saglama durumu
nedeniyle is akdine son verilip bazi yasal stkintilarla karsilastigin 6grenmistik (K8)”.

Bunun yani1 sira katilimcilarin 6zellikle belediyeler, bankalar ve gesitli kamu kurumlarina dair ¢ikar
catismasi sonucu olusan olumsuz durumlara dair yiiksek bir algilarinin oldugu, 6zellikle basin yayin
organlari yoluyla bu tiir durumlara siklikla taniklik etiklerini belirttikleri goriilmektedir.

“Ama ézellikle giindemi takip ederken gordiigiimiiz seyler oluyor. Bankacilik sektdrii veya cesitli kamu kurumlar,
belediyeler gibi vyerlerde c¢ikan haberlerden c¢ikar catismasimn ¢ok sk kargilasilan bir konu oldugunu
anlayabiliyoruz (K1)”.

“ Giinliik hayat icerisinde basinda ¢ikan haberlerden ya da etrafumizda baska sirketlerde calisan tamdiklarimizdan
bu tiir durumlarla ilgili bir seyler duydugumuz oluyor tabi (K4)”.
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“Cevremde tamk oldugun daha dogrusu durum hakkinda bilgi sahibi oldugum bazi 6rneklere denk geldim. Bir de
belediyeler, gesitli kamu kurumlari, bazi bankalar gibi kuruluslarda gikar catigmasi sonucu yolsuzluga kadar giden
stireclerle ilgili her giin yeni bir seyler duyuyoruz haliyle (K6)”.

Is yerinde ¢ikar elde etme odakl1 bir duruma tanik olundugunda verilecek tepki
Sadece kullanim odakli islevi olan, maddi degere sahip olimmayan hediyelerin etik dis1 kabul edilmemesi

Katilimcilarin bu konuya verdikleri yanitlar incelendiginde en ¢ok dikkat ceken detayin isletmelerde
temas halinde bulunan tedarikciler veya miisterilerin 6zellikle satin alma, tedarik gibi departman
calisanlarina ¢cogunlukla kendilerini hatirlatma amaciyla verdikleri, diistik maddi degere fakat ytiksek
ginlik kullanim islevine sahip bloknot, kalem gibi hediyelerin ¢ikar saglama, fayda elde etme gibi
konularin disinda degerlendirildigi goriilmektedir. Ayrica isletme yonetiminin bilgisi dahilinde ve ilgili
departmandaki tiim ¢alisanlara yonelik olarak bu tarz hediyelerin verilmesi halinde de bunun bir etik
sorun olarak algilanmadigini da séylemek miimkiindiir.

“Oncelikle miigteri ya da tedarikcilerden zaman zaman dzellikle personelin giinlik kullaniminda fayda
saglayabilecegi takvim, not defteri, kalem gibi basit 6lcekli hediyelerin gelmesi bizim stireclerimiz agisindan normal
seyler. Fakat tabi bu tiir ufak capli hediyeler cogu zaman kisisel olarak degil departmanlardaki personelin
tamamimn faydalanabilecegi sekilde aktarilir bize. Dolayisiyla burada bir ¢ikar saglama durumu olusmuyor
(K1)”.

“Satin almada ¢alisan herkese genel olarak verilen ufak 6lcekli cesitli hediyeler olur. Yani tedarikciler is ziyaretleri
sirasinda bizim giin icinde ihtiya¢ duyacagumz bloknot, tiikenmez kalem vb. cesitli ufak hediyeler getirirler.
Bunlarin alinmasinda bir sorun oldugunu diistinmiiyorum (K2)”.

“Oncelikle hediyenin neden ve ne sekilde alindi§im sorgularim. Yani o kisi digindaki caliganlara da benzer sekilde
verilmig bir hediye ise ve bu yoneticilerin bilgi dahilinde olan bir seyse sorun olacagim diisiinmiiyorum (K4)”.

Tabi burada maddi degeri olmayan islevsel ve basit hediyelerden bahsetmiyoruz. Yani esantiyon olarak da
adlandinlabilecek basit hediyeler vs. ¢ok onemli degil ama isin icine maddi degeri yiiksek seyler giriyorsa bu etik
digt bir durum yaratir. Ozellikle tedarikcilerle ilgili karar yetkisine sahip kisiler agistndan olumsuz bir durum
olabilir (K7)”.

Bireyleri veya ilgili yoneticiyi uyarma davranisi

Cikar elde durumuna tanik olunmasi durumunda ne tepki verilecegi noktasinda ise tiim katilimcilar
boyle bir olaya mutlaka belirli ¢lctilerde bir tepki gostereceklerini belirtmektedir. Bu tepkiler eylemi
gergeklestiren kisiyi uyarmaktan ilgili boliimiin yoneticisini konuyla ilgili bilgilendirmeye kadar genis
bir olcekte gerceklesebilmektedir. Ayrica genel olarak boyle bir durumun kesinlikle gérmezden
gelinmemesi gerektigine dair bir yaklasimin da soz konusu oldugu goriilmektedir.

“Fakat bir yonetici olarak beraber ¢calistigim personel ile ilgili kisisel bir hediye alma gibi bir duruma denk
geldigimde kesinlikle cok sert tepki verecegimi ve gerekeni yapacagimi soyleyebilirim (K1)”.

“Ama ozellikle maddi degeri yiiksek, kisinin is ile ilgili alacag1 kararlarda kafa karisikligi yaratacak veya sirket
icinde ve diger tedarikcilerin kafasinda soru isaretleri yaratacak hediyeler gibi unsurlarin alinip verilmesini dogru
bulmuyorum. Béyle bir durumla karsilastigimda Oncelikle ilgili kisiden miimkiin oldugu kadar konunun
detaylarim  6grenmeye calisirim  yarqisiz infaz yapmamak adina. Fakat gerekirse uyarp ilgili kisileri
bilgilendirebilirim (K2)”.

“Bayle bir durumla karsilagtigimda hem o kisiyi uyaririm hem de bilgilendirilmesi gereken kisileri bilgilendiririm
(K3)”.

“Fakat tabi konumuzla da baglantili olarak bir kisisel ¢ikar saglama durumu séz konusu ise uygun yollarla
uyaririm. Zaten girketteki konumum geregi bir yaptirnm uygulamak durumunda kalirim tabi. Ama tepkisiz
kalmam ya da g6rmezden gelmem séz konusu degil haliyle (K4)”.

“Oncelikle durumun detaylarim 6grenip ona gire hareket etmeyi tercih ederim. Ama eger sormak istediginiz
gormezden gelmek ya da bu durumu yok saymak gibi bir sey yapip yapmayacagimsa mutlaka belli bir noktadan
sonra ilgili kisilerin durum hakkinda bilgi sahibi olmasim saglamaya ¢alisirim (K5)”.

“Kesinlikle cevremde boyle bir durumun olmasina izin vermem. Ozellikle isin icine sirketin akgeli isleri girdiginde
bu tiir durumlarda etik disi davramslara karst esnek olunmamasi gerektigini diisiiniiyorum (K6)”.

“Fakat tabi konumuzla da baglantili olarak bir kisisel ¢ikar saglama durumu séz konusu ise uygun yollarla
uyaririm. Zaten girketteki konumum geregi bir yaptirim uygulamak durumunda kalirim tabi. Ama tepkisiz
kalmam ya da g6rmezden gelmem s6z konusu degil haliyle (K4)”.
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“Oncelikle durumun detaylarim 6grenip ona gire hareket etmeyi tercih ederim. Ama eger sormak istediginiz
gormezden gelmek ya da bu durumu yok saymak gibi bir sey yapip yapmayacagimsa mutlaka belli bir noktadan
sonra ilgili kisilerin durum hakkinda bilgi sahibi olmasim saglamaya calisirim (K5)”.

“Kesinlikle cevremde boyle bir durumun olmasina izin vermem. Ozellikle isin icine sirketin akgeli isleri girdiginde
bu tiir durumlarda etik dis1 davramislara karst esnek olunmamas gerektigini diisiiniiyorum (Ke)”.

“Ashmda mantigim bu tir durumlarda olayin disinda kalmam gerektigini soyliiyor olsa da tepki verecegimi
diistiniiyorum. En azindan béyle bir davramsta bulunan kisiyi uyaracagim séyleyebilirim (K7)”.

“Bayle bir soruya biiyiik ihtimalle herkes etik kapsaminda yamitlar verecektir. Yani kimsenin boyle bir seyi
gormezden gelirim diyecegini sanmyorum. Hediyenin ne biiyiikliikte bir sey olduguna da baglh tabi ama olumlu
yaklasmayacagimi soyleyebilirim (K8)”.

Cikar catismasi yasanmasi halinde tercih edilecek davranis sekli
Cikar catismasi yaratacak durumlardan ka¢inma

Katilimcilarin daha 6nceki temalarda vurguladiklari ¢ikar catismasinin dnlenmesinde bireyin kendisine
diisen sorumluluklar agisindan farkindaliklarmin ve algi diizeylerinin oldukga yiiksek oldugu
goriilmektedir. Buna bagh katiimcilarin ¢ogu boyle bir durumda kalmamak igin ekstra 6zen
gosterdiklerinden dolayr buna ihtimal vermediklerini belirtmistir. Ayrica an itibariyle calisilan
kurumdaki isleyisin de boyle bir durumun olusmasina izin vermeyecegi de diistintilmektedir.

“Herhangi bir c¢ikar ¢atismas: durumunda kalacagum diisiinmiiyorum. Ciinkii zaten bu tir durumlarin
olmamasina yonelik ozen gdsteren biriyim. Ashinda soyle soyleyebilirim is siireglerimde kisisel c¢ikarim ile
kurumsal ¢ikarlar: ayni alana getirmiyorum. Dolayisiyla béyle bir durum olusmuyor (K1)”.

“Ben is yapis sekilleri acisindan dzellikle hesap verebilirlik konusuna ciddi 6zen gdstermeye caligan biriyim. Bizim
calisma alammiz satin alma tizerine oldugu icin bu siireglerde ¢cok dikkatli hareket etmek gerekiyor. O nedenle bir
cikar catismast yaratma olasiigr olan durumlardan zaten uzak durmak gibi bir refleksimiz olusuyor (K2)”.

“Acikcast su an calishigim sirkette boyle bir durumla karsilasacagimi sanmiyorum. Genel olarak dnemli derecede
seffaf ve denetlenebilir siirecler igerisinde calistyoruz (K4)”.

“Sonucta sirketin is yapis sekillerine dair belirli kurallar var. Bu kurallara uygun davrandi§iniz siirece herhangi
bir ¢ikar catismast durumu séz konusu olmuyor. O nedenle béyle bir durumla karsi karsiya gelecegimi
sanmiyorum (K5)”.

“Kendi adima sirket ici cekismeler gibi ¢ikar catismast yaratabilecek durumlardan ozellikle uzak durdugumu
soyleyebilirim. Diger agidan kisisel cikarlarimla sirketin ¢ikarlarmi karst karsiya getiren bir durum da
yasamadigim i¢in bahsettiginiz durum bana uzak bir konu (K7)”.

“Herhangi bir ¢ikar catismas: durumu olusmadan kendimle ilgili onlemi alirim (K8)”.
Kurumsal ¢ikarlar1 bireysel ¢ikarlarin éniinde tutma

Gortismelerden elde edilen bulgulara gore herhangi bir sekilde bir ¢ikar catismasinin yasanmasi halinde
katilimcilarin  bireysel c¢ikarlarin1 sirket c¢ikarlarinin 6niinde tutmayacaklarimi beyan ettikleri
goriilmektedir. Ayrica is hayati disindaki giinliik hayatlar1 s6z konusu oldugunda ise katilimcilarin
dogal olarak bireysel cikarlarina uygun hareket etme egilimine sahip olduklarimi belirtmek
mimkundir.

“Eger is hayat1 disinda olabilecek ¢ikar catismalarindan bahsediyorsak da bu tir durumlarda kisisel ¢ikarlarimi
dikkate alarak hareket ederim (K1)”.

“Yine de boyle bir durumun icinde kendimi bulursam da sirket ¢ikarina ters diisecek bir davramsta bulunmam.
Buna zorlandigum bir durum olursa da sirket icerisinde ilgili yetkili kisilerle durumu paylasirim (K2)”.

“Is ortaminda herhangi bir ¢ikar catismast durumu olacaini fark ettigim takdirde kisisel olarak uzak durmay
tercih ederim. Sirket igerisindeki pozisyon degisiklikleri gibi durumlarda bir etik dis1 duruma denk gelmem halinde
de ilgili yoneticiye uygun sekilde durumla ilgili fikrimi séylerim (K3)”.

“Ama yine béyle bir durumun icinde kaldigim takdirde kurumsal ¢ikarlara ters bir hareket yapmam. Sonucta béyle
davranmak orta ve uzun vadede benim kisisel ¢ikarlarima da wygun bir tavir. Etik disi bir durumun iginde olmak
istemem (K4)”.

“Ozel hayatimda tabi ki kisisel cikarlarimi ve aile gikarlarimi koruyacak sekilde davranirim. Fakat is hayatt sz
konusu oldugunda var olan kurallara aykir: olacak bir davrams igine girmem soz konusu olmaz (K6)”.

“Etik dis1 bir davrams gdstermeyecegimi soyleyebilirim (K7)”.

bmij (2022) 10 (4): 1256-1272

1268



Abidin Ozan Onag & Sibel Unsal

“Gegmiste calistigim is yerlerinde cikar catismasina yol agan durumlarla karsilasti§imdan bahsetmistim. O
donemlerde bu duruma ciddi tepki gOstermis ve hatta bu nedenle cesitli stkintilar da yasamistim. Ayrica bu konuda
¢ok hassas davranacagimi da belirtmem gerek (K8)”.

Sonug ve Oneriler

Cikar catismas1 guniimiizde gerek kamuda gerekse de 6zel sektorde faaliyet gosteren isletmelerde
siklikla goriilen fakat cogu zaman gérmezden gelinmeye calisilan bir unsur olarak dikkat cekmektedir.
Cikar catismasina sebep olan stiregler veya bireylerin ¢ikar ¢atismas: durumunda kaldiklar1 anlardaki
tercihleri dikkatli sekilde yonetilip yonlendirilmediginde kurumlarin isleyislerinde 6nemli
aksakliklarin ortaya ¢iktigini soylemek miimkiindiir.

Katilimcr goriisleri dogrultusunda, ¢ikar kavraminin 6zellikle is hayat1 6zelinde olumsuz ¢agrisimlara
sahip oldugunu soylemek miimkiindiir. Mintz (1992)’e gore, etik dogruyu yanlista ayirt etme yetenegi
ile beraber dogru olani yapma sorumlulugu ile ilgili bir kavramdir. Etik; bireylerin veya birey
gruplarinin gerceklestirdigi davranislara yonelik olarak yanlis ve dogru olan unsurlarin neler olduguna
dair bir ilke ve degerler birlikteligidir (Daft,1994:151).

Isletmelerde cikar catismasina dair detaylarin incelendiginde bu arastirmanin sonuglara gore
oncelikle ¢ikar kavraminin degerlendirilmesi noktasinda katilimcilarin genel olarak bu kavramla fayda
elde etme odakli diger kavramlar: bagdastirdigr goriilmektedir. Ayrica genel olarak bu kavrama
olumsuz anlamlarin yiiklendigi de goriilmektedir. Bunun yam sira ¢ikar kavraminin soyut unsurlar
yerine ¢ogu zaman somut ve maddi Ozellikteki unsurlara atfedilen degerlerle ele alindigr da
gorilmektedir.

Cikar elde etme ile ilgili alginin genel olarak yolsuzluk, riisvet gibi olumsuz unsurlarla bagdastirildigin
da soylemek miimkiindiir. Bu durumun sebebinin ¢ogunlukla basin yaymn organlarinda yer alan
haberlerde rastlanilan detaylarin bu yonde degerlendirilmesi oldugu goriilmektedir. Ayrica gikar
kavramu ile is hayatina dair detaylarin da katilimcilarin algilarinda birlikte yer edindigi de bir baska
onemli saptama olarak dikkat cekmektedir. Is hayat1 ve cikar kavramlari arasindaki algi iliskisinin de
¢ikar kavramina atfedilen risk yaratma, tehlikeli olma gibi kavramlarla birlikte kuruldugu da
goriilmektedir. Ayni zamanda, riisvet ve yolsuzluk etik dist kavramlar olarak nitelendirilmektedir. Usta
(2015), ¢ikar catismasinin s6z konusu oldugu durumlarda yolsuzluk yapilmasi olasiliginin da yiiksek
oldugunu, fakat bu durumun yolsuzluk yapildig1 anlamima gelmedigini ifade etmektedir. Ona gore,
¢ikar catismasinin ortaya ¢ikartilmasindaki amacin yolsuzlugun engellenmesidir.

Cikar kavraminin devaminda bu kavramin kapsamini da genisletmek agisindan ele alman cikar
catismasi kavramina dair algmin da benzer ozellikler gosterdigi gortilmektedir. Genel olarak tiim
katilimcilar ¢ikar catismasini bireysel cikarlar ile kurumsal cikarlarin catismasi durumu {izerinden
degerlendirmektedir. Cikar gatismasinin bireylere cagristirdigi kavramlar da tipki ¢ikar kavraminda
oldugu gibi maddi kazang elde etme, yolsuzluk, riisvet gibi olumsuz unsurlar tizerinde
yogunlasmaktadir. Cikar catismas: teknik olarak, birincil ¢ikar olarak kabul edilen kamu cikarinn,
ikincil ¢ikardan baska bir ifade ile bireysel ¢ikardan (maddi kazang saglama) etkilenmesi durumudur
(Omobowale, Kuziw, Naylor, Daar ve Sinder, 2010: 1). Bu baglamda, ¢ikar catismasinin maddi kazang
elde etme ilgili bir kavram oldugunu s6ylemek miimkiindiir.

Cikar catismasi 6zelinde katilimcilarin siklikla dile getirdikleri noktalardan bir digeri de sirket ici terfi
gibi durumlarda yasanan olumsuzlarin dikkat ¢eken c¢ikar catismalarina yol agtigidir. Ayrica yine
gunliik is akisi icerisinde onemli yer tutan is ytiklerinin belirlenmesi, mesai saatleri ve mesai sekilleri
gibi detaylarin da yine cikar catismasi kapsaminda degerlendirildigi goriilmektedir. Bu agidan
isletmelerde yonetici konumunda olan kisilerin ¢ikar catismasi ile ilgili konularda 6nemli aktorlerden
biri olarak goruldugiinii soylemek de miimkiindiir.

Isletmelerde cikar catismasi kaynakli gelismelerin ¢alisanlar tarafindan is motivasyonunun diismesi,
adalet algisinin zedelenmesi, itibar kaybr gibi ciddi olumsuz sonuglara yol agabilecegi goriilmektedir.
Usta da (2015), kamu kurumlarinda yasanilan ¢ikar gatismasinin orgiitsel verimliligi ve etkililigi
azaltacagl, kurumsal performansi etkileyecegini ifade etmektedir.

Bu durumlarin 6niine ge¢me noktasinda agirlikli olarak isletme yonetimlerine gesitli sorumluluklarin
atfedildigi goriilmektedir. Ozellikle isletmedeki is yapis sekillerinin adaletli bir ortamda gerceklesmesi,
isletme iginde liyakate uygun hareket etme, adil bir is ortam1 yaratma gibi konularda katilimcilarin
beklentilerinin genel olarak isletme yoneticileri tizerinde yogunlastigini sdylemek miimkiindiir. Usta
(2016), kamu gorevlilerinin ozellikle karar verirken ve hizmetlerini yiirtitiirken uymalar:r gereken
davranislar olarak tarafsizlik, diiriistliik, liyakat, nesnellik, saydamlik, hesap verebilirlik, adalet, esitlik,
kamu yararini gozetme, profesyonellik, tutumluluk, etkinlik, hediye ve/veya riisvet almama, cikar
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catismasindan kaginma gibi ilke ve degerler biitiiniiniin oldugunu ifade etmektedir. Bu goris
dogrultusunda, cikar ¢atismasinda isletme ici liyakat uygulamasiin da etik kurallar cercevesinde
yapilmasi gerektigini soylemek miimkiindiir.

Isletmelerde cikar catismasinin &nlenmesi adma atilmasi gereken en 6nemli adimlarin basinda
kurumsal yapmin olusturulmasi, etkin bir sekilde isleyen bir denetim mekanizmasinin yaratilmasi, is
yerindeki gorev tanimlarinin belirlenmesi gibi eylemlerin geldigi saptanmustir. Ayrica kurumsal yapi
ve yonetime yonelik yaklasimlarin yamn sira c¢ikar catismasinin ortaya ¢ikmamast igin bireylerin de
kurum cikarlarina odaklanan bir yaklagimla is siireclerini devam ettirmelerinin 6nemli oldugu
goriilmektedir.

Arastirmadan elde edilen sonuglara gore katilimcilar gikar elde etme ile ilgili durumlar tizerinde yorum
yaparken her zaman ¢nceki donemlerde calistiklar: islerine yonelik atiflari tercih etmektedir. Bu
noktada her ne kadar ¢ikar catismasi siklikla kamu tizerinden ele alinan bir kavram olsa da 6zel sektorde
faaliyet gosteren isletmelerde de bu konunun siklikla karsilasilan bir durum oldugunun altinin ¢izilmesi
onemlidir.

Cikar elde etme ile ilgili durumlarin degerlendirilmesine yonelik elde edilen en 6nemli sonuglardan biri
de katilimcilarin 6zellikle hediye alma gibi durumlarda hediyenin maddi boyutu, verilis sekli ve genel
olarak bir departmandaki tiim c¢alisanlara verilip verilmemesi gibi kriterler tizerinden bu
degerlendirmeyi yapmay1 tercih ediyor oluslaridir. Bu noktada tedarikgiler gibi isletme paydaslarindan
kabul edilen ve diistik maddi 6zellikteki, giinliik kullanim islevine sahip kalem, bloknot gibi unsurlarin
cikar elde kapsaminda degerlendirilmedigi goriilmektedir.

Fakat katilimcilarin yanitlarindan elde edilen bulgulara gore 6zellikle yiiksek meblagh hediye alinmasi,
is yerindeki terfide yapilan haksizlik ya da bireysel ¢ikarlar nedeniyle kurum ¢ikarinin zarar gérmesi
gibi durumlarla karsilasilmasi halinde tepkisiz kalinmayarak gerek kisiler bazinda gerekse de kurum
yoneticileri bazinda uyarma ve bilgilendirme eylemlerinin gerceklestirilecegi goriilmektedir.
Isletmelerde cikar catismasinin degerlendirilmesi noktasinda katilimcilarin boyle bir durumda da
kalmamaya yonelik pro-aktif davranislarla 6nlemler aldig1 fakat yine de boyle bir durumla kars: karsiya
kalinmasi halinde kurumsal ¢ikarlara uygun hareket etmeyi tercih edecekleri goriilmektedir.

Arastirmanin 6nerileri olarak;

v Isletmelerde kurumsal yapiya dayali bir isleyisin kurulmasin ve isletme ici pozisyon
degisikliklerinin liyakati temel alarak yapilmasi 6nerilmektedir.

v Ayrica ig yiikleri, mesai gibi, isletme paydaslariyla iliskilerde standartlarin olusturulmas: gibi
alanlarda her konuda oldugu gibi ¢ikar catismasmin onlenmesi noktasinda da yoneticilere
onemli gorevlerin dusttigli goriilmektedir.

v Calisanlara orgiitte ¢ikar catismasmna neden olacak etkenlerin agik bir bigimde anlatiimas:
onerilmektedir.

v' Cikar ¢atismasinn caydiricilign icin, yoneticilerin ¢ikar ¢atismasina neden olan kisi ya da
gruplara farkli yontemlerle yaptirimlar uygulanmasi onerilmektedir.

Hakem Degerlendirmesi / Peer-review:
Dis bagimsiz

Externally peer-reviewed

Cikar Catismasi/ Conflict of interests:
Yazarlar ¢ikar catismasi bildirmemistir.

The authors have no conflict of interest to declare.

Finansal Destek / Grant Support:
Yazarlar bu galisma icin finansal destek almadigini beyan etmistir.

The authors declared that this study has received no financial support.

bmij (2022) 10 (4): 1256-1272

1270



Abidin Ozan Onag & Sibel Unsal

Etik Kurul Onay1/ Ethics Committee Approval:

Bu calisma icin etik kurul onay1, Manisa Celal Bayar Universitesi, Sosyal ve Begeri Bilimler Aragtirma
ve Yayin Etigi Kurulu 21/06/2022 tarihli ve 327510 sayili karar ile alinmustir.

Ethics committee approval was received for this study from Manisa Celal Bayar University, Social and Human
Sciences Research and Publication Ethics Committee on 21/06/2022 and 327510 document number.

Yazar Katkilar1 / Author Contributions:

Fikir/Kavram/Tasarim - Idea/Concept/ Design: A.0.0., S.U. Veri Toplama ve/veya Isleme - Data
Collection and/or Processing: A.0.0.,S.U. Analiz ve/veya Yorum - Analysis and/or Interpretation: A.O.O.
Kaynak Taramasi - Literature Review: S.U., Makalenin Yazimi - Writing the Article: A.O.O.,S.U. Elestirel
Inceleme - Critical Review: A.O.O., Onay - Approval: A.0.0.,S.U.

Kaynakca / References

Abdullah, B. J. (2021). the Methods of Organizational Conflict Management and the Leadership Styles
Used by the Heads of Academic Departments at the University of Duhok. Zanco Journal of Humanity
Sciences, 25(4), 141-166.

Bozkurt, O., Sezen, S. ve Ergun, T., (1998). Kamu Y6netimi Sozluigii. Ankara: TODAIE.

Child, E. (2005). Managing Conflicts of Interest in the Public Sector. Presentation to the Lexis Nexis
Public Sector In-house Counsel Forum, November

Daft, R.L. ; (1994), Management, Third Edt., The Dryden Press, USA,369s.
Davis, M. ve Stark, A. (2001). Conflict of Interest in the Professions. 1ngiltere: Oxford University Press.

Demmbke, C., Bovens, M., Henokl, T., Van Lierop, K., Moilanen, T., Pikker, G. Ve Salminen, A. (2007).
Regulating Conflicts of Interest for Holders of Public Office in the European Union. European
Commission Bureau of European Policy Advisers,

Ertiirk, M. (2009). Isletmelerde Yonetim ve Organizasyon, Genisletilmis ve Gozden Gegirilmis. Istanbul:
Beta Yayinlar:.

Geng, N. (2004).Yonetim ve Organizasyon, Ankara: Seckin Yayinevi.
Hangerlioglu, O. (2008). Felsefe Sozliigii. stanbul: Remzi Kitabevi.

Hussein, A., Al-Mamary, Y., & Hassan, Y. (2017). Conflict management styles and organizational
commitment: the conceptual framework development. International Journal of Research in
Management, Science & Technology, 5(1), 86-97.

Kalafatoglu, Y. (2022). A Study On The Antecedents Of Conflict Management Styles: The Role Of
Mindfulness And Emotional Intelligence . Isletme Bilimi Dergisi, 10 (2) , 191-213. DOL
10.22139/jobs.1156730

Karcioglu, F. & Aliogullari, Z. (2012). Catismanin Nedenleri ve Catisma Yonetim Tarzlari Miskisi .
Atatiirk Universitesi Iktisadi ve Idari Bilimler Dergisi, 26 (3-4) , 215-237.

Kiling, T. (1985). Orgiitlerde Catisma: Mahiyetleri ve Nedenleri, Istanbul: 1.U.Isletme
Fakiiltesi Dergisi, cilt no:14, say1 no:1

Kilicaslan S. (2014). Orgiitsel Catisma Yonetiminde Duygusal Zekanin Etkisini Incelemeye Yonelik
Kuramsal Bir Arastirma. Electronic Journal of Vocational Colleges, Cilt 4, Say1 3, 264-274

Kogel, T. (2011). Isletme Yoneticiligi. Istanbul: Beta Yaynlari.

Lalazarian, K. (2001). Comparative Approaches To Conflict of Interest: The United States, Canada and
The United Kingdom, Working Paper, World Bank.

Lee, H., Zhang, X.A., Sung, Y.H,, Lee, S. and Kim, J.-N. (2022), "Symmetry, inclusion and workplace
conflicts: conflict management effects of two leadership strategies on employee advocacy and
departure", Journal of Communication Management, Vol. 26 No. 3, pp. 349-370. Lo, B. ve Field, M. ]J.
(2009). Contflict of interest in medical research, education, and practice. Institute of Medicine

bmij (2022) 10 (4): 1256-1272

1271


https://www.emerald.com/insight/search?q=Hyelim%20Lee
https://www.emerald.com/insight/search?q=Xiaochen%20Angela%20Zhang
https://www.emerald.com/insight/search?q=Yoon%20Hi%20Sung
https://www.emerald.com/insight/search?q=Sihyeok%20Lee
https://www.emerald.com/insight/search?q=Jeong-Nam%20Kim
https://www.emerald.com/insight/publication/issn/1363-254X

Abidin Ozan Onag & Sibel Unsal

Madalina, O. (2016). Conflict management, a new challenge. Procedia Economics and Finance, 39, 807-
814.

Mafunisa, J.J. (2003). Conflict of Interest: Ethical Dilemma in Politics and Administration. South African
Journal of Labour Relations, 27(2), 4-22.

Martin, M., W. ve Gabard D., L. (2001). Conflict of Interest and Phsical Therapy. Ingiltere: Oxford
University Press.

Mintz, S. M. (1992). Cases in Accounting Ethics and Professionalism. ABD: Mcgraw-Hill.

Ni, D., Zheng, X., & Liang, L. H. (2022). Rethinking The Role Of Team Mindfulness in Team Relationship
Conflict: A Conflict Management Perspective. Journal of Organizational Behavior, 43(5), 878-891.

Omobowale, E. B., Kuziw, M., Naylor, M. T., Daar, A.S. ve Singer, P. A. (2010). Addressing Conflicts of
Interest in Public Private Partnerships. BMC International Health and Human Rights, 10(1), 1-8.

Seval, H. (2006). Catismanin Etkileri ve Yonetimi. Manas Universitesi Sosyal Bilimler Dergisi, 8(15), 245-
254.

Seyyar, A. (2003). Ahlak Terimleri (Ansiklopedik sozliik). Istanbul: Beta Yaynlari.

Sigr1, U. ve Dinger, A.P. (2013). Isletmelerdeki Istihdam Bicimleri ve Liderlik Tarzlarinin Catisma
Yonetimi Tarzlartyla Uyumlandiriimasina Yonelik Oneriler, Uluslararast Yonetim Iktisat ve Isletme
Dergisi, 9(18), 5.195-213

Simgek, U. (2012), Kamu Yénetiminde Cikar Catismasi ve Onleme Yollari. (Yaymlanmamis Yiiksek
Lisans Tezi). Selguk Universitesi Sosyal Bilimler Enstitiisii, Konya.

Sénmez, V. ve Alacapinar, F. G. (2011). Orneklendirilmis Bilimsel Aragtirma Yontemleri. Ankara: Ant
Yayincilik.

Okoli, I. O. Kelechi Charles and N. O. Chinenye. (2018). Conflict Management and Employee
Commitment among Academic Staff in Public Universities in South East, Nigeria.

Thakore, D. (2013). Conflict and Conflict Management. IOSR Journal of Business and Management, 8, 7-16.

Tolera, D. G. (2018). Effects of employee’s commitment on organizational performance at Arjo Didessa
Sugar Factory.African Journal of Business Management, 12(9), 252-257.

Usta, A. (2015). Kamu Orgiitlerinde Cikar Catismast: Tiirleri ve Onlenmesi. Akademik Arastirmalar ve
Calismalar Dergisi, 7(13), 100-124.

Usta, S. (2016). Kamu Yonetiminde Etik Bir Sorunsal Olarak Cikar Catismas1 ve Kamu Gorevi Sonrast
Istihdam . Selcuk Universitesi Sosyal Bilimler Meslek Yiiksekokulu Dergisi ,19(2),1-17 .

Yildirim, A., ve Simsek, H. (2011). Sosyal bilimlerde nitel arastirma yontemleri 8. Baski. Ankara: Seckin
Yayincilik

Yildirim, A., ve Simsek, H. (2016). Sosyal bilimlerde nitel arastirma yontemleri 10. Baski. Ankara: Seckin
Yayincilik

Zibold, F. (2013). Conflicts of Interest in Public Administration. Library of the Europena Parliament,
Library Briefing, 1-5.

bmij (2022) 10 (4): 1256-1272

1272



ISSN: 2148-2586

bmij (2022) 10 (4): 1273-1292
doi: https:/ /doi.org/10.15295/bmij.v10i4.2131

Arastirma Makalesi / Research Article

1 Ogr. Gor., Ondokuz Mayis Universitesi
Vezirkoprii Meslek Yiiksekokulu, Samsun,
Tiirkiye, merve.kizgin@omu.edu.tr

ORCID: 0000-0001-7441-5039

2 Prof. Dr., Dokuz Eyliil Universitesi iktisadi
ve Idari Bilimler Fakiiltesi, izmir, Ttirkiye,
nilgun.kutay@deu.edu.tr

ORCID: 0000-0002-2611-3025

Sorumlu Yazar/Corresponding Author:

Merve Aygiin,

Ondokuz Mayis Universitesi Vezirkoprii
Meslek Yiiksekokulu, Samsun, Tiirkiye,
merve.kizgin@omu.edu.tr

Basvuru/Submitted: 20/09/2022

1. Revizyon/ 1th Revised: 25/10/2022
Kabul/Accepted: 1/11/2022
Yayin/Online Published: 25/12/2022

Atif/Citation: Aygiin, M., & Kutay, N.,
Muhasebe denetiminde biiyiik veri analizi
kullanimina yénelik giiven tutumunun
incelenmesi: Nitel bir arastirma, bmij (2022)
10 (4): 1273-1292, doi:

http:/ /dx.doi.org/10.15295/bmij.v10i4.2131

Muhasebe denetiminde biiyiik veri analizi kullanimina
yonelik giiven tutumunun incelenmesi: Nitel bir arastirma

Examining the attitude of trust towards the use of big data analysis in
auditing: A qualitative study
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Oz

Bu calismada biiytik veri analizi kullanimina iligskin giiven tutumunun muhasebe denetiminde
incelenmesi amaclanmistir. Calismada nitel arastirma yontemi benimsenmistir. Teknolojiye Giiven
Olgeginden yararlanilarak olusturulan yar1 yapilandirilmig miilakat sorular: 10 bagimsiz denetciye
yoneltilmistir. Giiven tutumu; genel teknolojiye giiven tutumu ve inang, durumsal normallik, yapisal
gilivence ve belirli bir teknolojiye duyulan inang; giivenilirlik, islevsellik ve yardim saglama
temalarinda incelenmistir. Katilimcilarla yapilan goriismelerde en yogun ifade edilen diistincelere
gore ise kodlar ve kategoriler olusturulmustur. Verilerin analizinde Maxqda 22 programi
kullanilmustir. Calismaya dahil olan bagimsiz denetcilerin genel teknoloji karsisindaki giiven
tutumlari kontrol gibi sartlara baglanmistir. Is siireglerine olumlu katkistyla genel teknolojiye inang
duyulmaktadir. Yasal giivence katilimcilar giivende hissettirmektedir. Biiyiik veri analizi araglariyla
calismaktan genelde memnun olunmaktadir. Biiyiik veri analizinin denetimde islevsel, giivenilir ve
yardim saglamaya iliskin inanc1 ise olumludur.

Anahtar Kelimeler: Muhasebe Denetimi, Teknolojiye Giiven Olgegi, Biiyiik Veri Analizi
Jel Kodlari: M42, O31, O33

Abstract

This study aims to examine the attitude of trust regarding using big data analysis in the audit. A
qualitative research method was adopted in the study. Semi-structured interview questions created
using the Trust in Technology Scale were directed to 10 independent auditors. Trust attitude was
examined under trust and belief in general technology, situational normality, structural assurance
and belief in a particular technology, reliability, functionality and helpfulness. In the interviews with
the participants, codes and categories were created according to the most intensely expressed
thoughts. Maxqda 22 program was used in the analysis of the data. The trust attitudes of the
independent auditors involved in the study towards general technology are tied to conditions such
as control. There is a belief in general technology's positive contribution to business processes. Legal
assurance makes participants feel safe. They are generally satisfied with working with big data
analysis tools. The belief that big data analysis is functional, reliable and helpful in auditing is
positive.

Keywords: Auditing, Trust in Technology Scale, Big Data Analysis
Jel Codes: M42, O31, O33
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Extended Abstract

Examining the attitude of trust towards the use of big data analysis in auditing: A qualitative study
Literature

Trust is a very important aspect of decision processes. As individuals' confidence in a certain technology increases, their intention
to use this technology is also positive (Madhlangobe, 2018: 29). The use of big data analytics will be limited if users and decision-
makers do not have confidence in the data (Bolonne and Wijewardene 2020: 151). Therefore, it is thought that the use of big data
analysis in companies depends on the positive trust attitudes of individuals towards using this technology.

When the literature is examined, it has been seen that the trust factor is generally an important reservation in big data analysis in
the research on audit companies. Shukla and Mattar (2019) examined the barriers to using Big Data Analytics in Audit Systems.
Poor quality of data, data security concerns, the complexity of data management, the inadequacy of technological developments,
lack of information sharing, lack of skilled workforce, scalability problems and organizational resistance to change are counted
among these obstacles.

Perera and Abeygunasekera (2021), on the other hand, reveal that incompatibility of big data obtained from various sources,
privacy concerns and data reliability issues are among the problems of using big data analysis in accounting auditing.

Stensjo (2020) addressed the challenges associated with audit support systems, big data and its analysis in his study “The
Changing Nature of the Audit Profession”. Technology dominance, employee support and information, data features and
security, conversion of audit services to consulting services, less time spent with customers and increased competition are among
the challenges. Individuals participating in the study stated that trusting technology without questioning creates the risk of
technology dominance. In addition, the view that technology limits professional judgment and critical perspective were also
expressed in the study.

In the study conducted to determine the changes of digital transformation on auditors' work, it has been observed that four large
audit companies have a positive attitude towards new technologies and accompanying actions (Liew, Boxall, and Setiawan, 2022).

Research subject, purpose and importance

It examines the attitude of trust towards using big data analysis in accounting auditing. One of the biggest barriers to the use of
emerging technologies is trust. Risk, uncertainty, and lack of user control create a negative trust in technology use. On the other
hand, a positive attitude of trust in using technologies such as big data analysis adds value to business processes. Thus, it is
thought that the ability to obtain value from big data analysis and use it in strategic business decisions is related to the attitude of
trust. This study aims to examine the trust attitudes of the auditors active in the audit towards big data analysis.

Contribution of the article to the literature

When the literature review is done, it is seen that the attitude of trust regarding big data analysis in accounting auditing in Turkey
has not been examined before. Therefore, it is thought that this study will add value to using big data analysis in accounting
audits and other areas.

Design and method
In the study, the semi-structured interview technique, a qualitative research method, was used. Thematic analysis was made.
Research type

A qualitative research method was adopted in the study. Thematic analysis was made. Based on the Trust in Technology Scale,
semi-structured interview questions were created.

Research problems

Audit practices are one of the main areas affected by the trend of using big data analytics, which handles large amounts of
information. However, when the obstacles related to the use of big data analysis in audit systems are examined in the literature,
ithas been determined that the security problem is an important obstacle. For this reason, the study's starting point was to examine
the attitude of trust towards using big data analysis among independent auditors.

Data collection method

Participants were first contacted via e-mail or telephone. Then, the purpose of the academic study was conveyed to them. Then,
according to the workload of the participants, one-to-one interviews were conducted with them or interview questions were sent
via Google Docs.

Quantitative / Qualitative analysis
The data obtained from the interviews with the independent auditors were analyzed by uploading to the MAXQDA 22 program.
Research model

Semi-structured interview questions were created based on The Trust in Technology Scale. Within the scope of this scale, seven
components were emphasized. These components can be listed as Trusting Stance: General Technology, Faith in General
Technology, Structural Assurance: Technology, Situational Normality: Technology, Trusting Belief-Specific Technology-
Reliability, Trusting Belief-Specific Technology-Functionality and Trusting Belief-Specific Technology-Helpfulness

Finding and discussion

When the participant group included in the study is evaluated, it is seen that the attitude of trust towards the use of big data
analysis in auditing is positive. However, since big data is obtained from many different sources today, the reliability of the data
source, the condition of control with traditional methods, working with the right program and modelling, accurate analysis,
reducing costs and the future of auditing make the attitude of trust conditional. Furthermore, factors contributing to business
processes such as reducing the error rate, accelerating the tasks, increasing the capabilities, analyzing the entire data, facilitating
the audit process, and increasing efficiency and quality positively shape the attitude of trust towards big data analysis. However,
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the reasons such as the thought that the risk related to the results cannot be eliminated despite the use of big data analysis
techniques and tools, the data is not healthy, the auditor takes the final decision. Furthermore, the infrastructure problem in the
audit distracts the participants from a positive attitude towards the use of big data analysis.

Finding as a result of the analysis

The study focused on seven basic themes. The dimensions of Trust in Technology Scale shaped these themes. Participants
emphasized that their confidence in general technology depends on certain conditions. Independent auditors believe in general
technology in terms of its positive contributions to business processes. Another issue that the participants included in the study
focused more on is that they feel safe with the advantages offered by data solutions. Independent auditors stated that they are
mostly satisfied with working with big data analysis tools, but this situation will change according to some conditions. These
requirements are the accuracy of the data and its analysis, accurate modelling and programs, and the necessity of manual control.
The majority of the participants believe that big data analysis is reliable. Participants stated that big data analysis is functional in
performing audit tasks. He sees the issues of easing the workload among the participants, facilitating the audit process and
detecting errors among the outputs of assisting with big data analysis.

Discussing the findings with the literature

Shukla and Mattar (2019) examined the barriers to using Big Data Analytics in Audit Systems. Poor quality of data, data security
concerns, the complexity of data management, the inadequacy of technological developments, lack of information sharing, lack
of skilled workforce, scalability problems and organizational resistance to change are counted among these obstacles. In this
study, obstacles that make the attitude of trust in big data analysis conditional or turn it into a negative attitude were found. Data
source security, auditing infrastructure problems and independent auditors' manual control are among these obstacles. In
particular, it is similar to the studies in the literature that the problem of trust in the data source and the risk of the results may
always exist, especially because the data is obtained from many sources.

Conclusion, recommendation and limitations

When the participants' statements were examined, it was determined that trust in big data analysis depended on some conditions.
This shows that the participants do not have full confidence in the technology. Therefore, it is recommended to invest in the right
programs, employ information technology specialists from audit companies and carry out the studies jointly, apply the latest
technologies in audit processes, and lead the assistant auditors in this regard.

Result of the article

It is seen that trust towards the use of big data analysis in auditing is positive. However, the fact that big data is obtained from
many different sources today, the condition of control with traditional methods, working with the right program and modelling,
accurate analysis, reducing costs and the future of auditing make the attitude of trust conditional. Furthermore, factors
contributing to business processes such as reducing the error rate, accelerating the tasks, increasing the capabilities, analyzing the
entire data, facilitating the audit process, and increasing efficiency and quality positively shape the attitude of trust towards big
data analysis. However, the reasons such as the thought that the risk related to the results cannot be eliminated despite the use of
big data analysis techniques and tools, the data is not healthy, the auditor takes the final decision. Furthermore, the infrastructure
problem in the audit distracts the participants from a positive attitude towards using big data analysis.

Suggestions based on results
Suggestions for making the attitude of trust in accounting audit more positive for independent auditors are as follows:

Audit companies need to employ competent human resources in their field. Therefore, the role of data scientists in companies
with multidisciplinary abilities in Mathematics, Statistics, data visualization, data engineering and predicting a possible hacking
should be revealed.

Training activities to gain the efficiency and effectiveness of big data analysis tools should be supported and carried out.
Software engineers should also be employed in audit companies to overcome software-based business process problems.

Investment should be made in the right programs for big data analysis in auditing, and the infrastructure problem in auditing
should be tried to be solved.

Limitations of the article

Due to the workload of the working group, participation from The Big Four Audit Companies could not be achieved. Still, the
study was conducted with independent auditors actively working in other audit companies.
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Giris

Buyiik veri analizi orgiitlenmemis biiyiik miktardaki veriye anlam kaliplar1 bulma (Chaudhary ve
Alam, 2022: 20); akilli algoritmalar kullanarak verilerden yararh bilgi ve kaliplar1 kesfetmek ve karar
vermeyi desteklemek icin biiyiik veriyi inceleme, temizleme, doniistiirme ve modelleme (Dagiliené ve
Kloviene, 2019); cesitli araglar ve platformlar kullanilarak biiyiik hacimli verinin madenciligi ve analizi
olarak ifade edilebilir. HBase, Tableau, Apache Spark, Excel, Storm, Pig, Hive ve NoSQL biiytik veri

analiz araglar1 kapsaminda degerlendirilebilir. Biiytik veri analizi i¢in alinan degiskene bagli olarak bu
analiz araglar1 kullanilmaktadir (Imran, Ahamad, Haque ve Shoaib, 2021: 80).

Biiytiik veri analizi; finansal muhasebe, yonetim muhasebesi ve muhasebe denetiminde farkli kullanim
amagclartyla yer bulmaktadir. Veriye gercek zamanli erisim saglama, riskin yonetimi, anomalilerin
tespiti, stok bulundurma miktarini saptama, kaliteli denetim kanit1 elde etme gibi konular, biiyiik veri
analizinin muhasebede kullanim amaglar1 arasinda yer almaktadir.

Mubhasebe denetimi alaninda veri gesitliliginin artmasiyla daha hizl ve gelismis analizlerin gerekliligi
ortaya c¢ikmistir. Denetim prosediirlerinin yiiriitiilmesinde denetim verimliligini ve etkinligini
artirabilecek veri analizinin olusturulmasi aynmi zamanda miisterilerin de denetim sirketlerinden
beklentisi durumuna gelmistir. Bagimsiz denetciler artik biiytik veri analizinde gelismis bilgisayar
yazilimlar1 kullanmaktadir. Denetim sirketlerinin dogru veri analizi araglar1 ve yetenekleri, biiytik
verileri denetim siirecine entegre etmelerinde etkili olmaktadir. Biiyiik veri analizinin muhasebe
denetiminde kullanims; veri setinin tamaminin analizi, risk ve hile tespiti, anomalilerin tespiti, denetim
kalitesinin artmasi ve denetim sonugclarmin giivenirliginin artmasinda temel avantajlar saglamaktadir
(Vanbutsele, 2018: 30-31). Muhasebe denetiminde biiyiik veri analizi kullanmmi biiytik veri
teknolojilerinin benimsenmesi ve uygulanmasiyla baglantilidir. Ancak biiyiik veri analizini benimseme
cekinceleri de oldukga fazladir. Bu gekinceler; belli bir teknolojiye iliskin giiven tutumu, biiyiik veriyi
kullanabilme ve yonetebilme konusunda yetkinlik boyutu ve veri gtivenligi sorunlar: olabilir. Donanim
altyapisi, yiiksek boyutlu veri, veri kalitesi, veri entegrasyonu, gercek zamanl veri ve veri kaynagi
(verinin heterojenligi), veri depolama ve analizi, yanlis verilerin giivenli olmayan sonuglar1 verebilmesi
(Goundar, Bhardwaj, Singh, Singh ve Gururaj: 2021: 13) de cekinceler arasindadir. Ayrica istatiksel
paradokslar; yapay zeka, makine 6grenimi diger bir zorluk alanidir. Paradokslar, otomatik veri analizi
sonuglarindaki hata olasiliklarini belirtir. Verilerin yansittig1 ve gercekte var olan birbirinin aymn
olmadiginda veri analizleri hatali sonuglar ortaya cikarabilir. Veri kiimelerinde ¢elisen faktorler uygun
sekilde ele alinmazsa, veri analizinin sonuglar1 tamamen zit olabilir (Sharma, Kaushik, Peious, Shahin,
Vidyarthi, Tiwari ve Draheim: 2022: 61).

Bireyler giivenmedikleri ya da yanlis yapmaktan korktuklari bir teknolojinin kullanimina sans
vermemektedir. Bireylerin giiven tutumu bu durumda biiyiik 6nem tasimaktadir. Biiytik veri
analizinden deger elde edilebilmesinin ve stratejik is kararlarinda kullanilabilmesinin giiven tutumuyla
iliski oldugu diistintilmektedir.

Bu arastirmada, muhasebe denetiminde biiyiik veri analizi kullanimina iliskin giiven tutumunun
bagimsiz denetgilerin deneyimleri aracilifiyla ortaya g¢ikarilmasi amaglanmistir. Giiven tutumunun
incelenmesi amaciyla Teknolojiye Giiven Olgeginden yararlanmilmistir. Teknolojiye Giiven Olgegi temel
alinarak yar1 yapilandirilmis miilakat teknigiyle katilimcilara sorular yoneltilmistir. Arastirma yontemi
olarak nitel arastirma yontemi ve fenomenoloji arastirma deseni benimsenmistir. Arastirmada genel
teknolojiye giiven tutumu, genel teknolojiye inang, durumsal normallik, yapisal giivence ve belirli bir
teknolojiye duyulan inang; giivenilirlik, islevsellik ve yardim saglama temalarinda incelenmistir.

Literattir kapsaminda yapilan incelemelerde, ulusal ve wuluslararasi ¢alismalarda muhasebe
denetiminde biiytik veri analizinde giiven tutumunun smirh calisildigl saptanmistir. Bu nedenle
calismanin literattirdeki boslugun doldurulmasma katk: saglayacag: diistintilmektedir.

Literatiir

Giiven, karar siireglerinin gok énemli bir yoniinii olusturmaktadir. Bireylerin belirli bir teknolojiye olan
gliveni arttikga, bu teknolojiyi kullanma niyetlerinin de olumlu olmasi bunun gostergesidir
(Madhlangobe, 2018: 29). Kullanicilar ve karar vericilerin verilere giiveni olmadig: takdirde biiytik veri
analizinin kullanimi sinirl olacaktir (Bolonne ve Wijewardene, 2020: 151). Sirketlerde biiyiik veri analizi
kullanimimnin bireylerin bu teknolojiyi kullanmaya iligkin olumlu giiven tutumlarma bagli oldugu
diistintilmektedir.

Literatiir incelendiginde denetim sirketlerine yonelik yapilan arastirmalarda giiven unsurunun
genellikle biiytik veri analizinde 6nemli bir cekince oldugu gorulmiistiir. Shukla ve Mattar (2019),
Denetim Sistemlerinde Biiytik Veri Analizi Kullanimina iliskin engelleri incelemislerdir. Verilerin
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kalitesizligi, veri gtivenligi endiseleri, veri yonetiminin karmasikligi, teknolojik gelismelerin
yetersizligi, bilgi paylasim eksikligi, yetenekli isgticii eksikligi, dlgeklenebilirlik sorunlar1 ve degisime
kars1 orgtitsel direng bu engeller arasinda sayilmustir.

Perera ve Abeygunasekera (2021) ise gesitli kaynaklardan elde edilen biiyiik verilerin uyumsuzlugu,
gizlilik endiseleri ve verilerin giivenirligi konularmin muhasebe denetiminde biiyiik veri analizi
kullanimi sorunlar1 arasinda oldugunu ortaya koymaktadir.

Stensjo (2020), “Denetim Mesleginin Degisen Niteligi” konulu ¢alismasinda denetim destek sistemleri,
biiytik veri ve analiziyle ilgili zorluklara deginmistir. Teknoloji egemenligi, calisan destegi ve bilgisi,
veri ozellikleri ve veri giivenligi, denetim hizmetlerinin danismanlik hizmetine déntismesi, miisterilerle
daha az zaman gecirilmesi ve artan rekabet zorluklar arasindadir. Calismaya katilan bireyler,
teknolojiyi sorgulamadan giivenmenin teknoloji egemenligi riskini olusturdugu belirtmistir. Ayrica
calismada teknolojinin mesleki muhakeme ve elestirel bakis agisini sinurlandirdigr goriisii de ifade
edilmistir.

Dijital déntisimiin denetgilerin isi tizerindeki degisimlerini saptamaya yonelik yapilan calismada;
Deloitte, Pricewaterhouse Coopers, KPMG ve Ernst & Young gibi dort biiyiik denetim sirketinin yeni
teknolojilere ve buna eslik eden eylemlere karsi olumlu bir tutum sergiledigi gozlemlenmistir (Liew vd.,
2022).

Arastirma
Arastirmanin amaci ve arastirma sorular:

Biiytik veri teknolojisine dayanan denetim uygulamalarmi kullanma tutumunun denetcilerin bu
konudaki kabiliyetlerine bagli oldugu diistintilmektedir. Kabiliyetlere etki eden faktorler ise, biiyiik
verinin kaynaklar1 olarak da ifade edebilecegimiz soyut/somut faktorler ve kisilerin yetenekleri
tarafindan sekillenmektedir (Gupta ve George, 2016: 47). Bireylerin biiytik veri analizi araglar1 ve
programlarini kullanabilme kabiliyetleri olmasmna ragmen giiven tutumlarimin olumlu olmamasi
durumunda bu teknolojilerin kullanimina sans vermeyecekleri diistintilmektedir. Risk, belirsizlik,
kullanicinin kontrol eksikligi gibi faktorlere bagli olarak biiytik veri analizi kullanimina kars: olumsuz
giiven tutumu olusmaktadir. Bu nedenle yeni ¢ikan teknolojilerin kullaniminda giiven unsurunun
onemli bir sorun oldugu diistintilmektedir. Arastirmaya da bu problem y6n vermistir.

Biiytik veri analizinden deger elde edilebilmesinin ve stratejik is kararlarinda kullanilabilmesinin giiven
tutumuyla iligkili oldugu diistintilmektedir. Muhasebe denetiminde biiyiik veri analizi kullanimia
iliskin giiven tutumunun olumlu olmas: durumunda; kalite, verimlilik, hatalarin tespiti ve denetim
stirecine deger saglamas1 beklenmektedir. Bu arastirmanin amact muhasebe denetiminde biiytik veri
analizi kullanimina iliskin giiven tutumunun bagimsiz denetgilerin deneyimleri araciligiyla ortaya
¢ikarilmasidir. Giiven tutumunun incelenmesi amaciyla McKnight, Carter ve Clay (2009) tarafindan
gelistirilen Teknolojiye Giiven Olgegi boyutlarindan yararlanilmis ve aragtirma sorulari
olusturulmustur.

Tablo 1’de Teknolojiye Giiven Olgegi boyutlar1 ve taimlarma yer verilmistir (Mcknight, Carter,
Thatcher ve Clay, 2011):

Tablo 1: Teknolojiye Giiven Olgegi Boyutlart

Teknolojiye Giiven Olcegi Boyutlar1

Boyut Tanim

Giivenen Tutum: Genel Teknoloji Teknolojiye giivenilebilecegini varsayarak daha iyi sonuglara ulasilacagi
varsayimi

Genel Teknolojiye Inang Teknolojilerin genellikle tutarli, giivenilir, islevsel oldugu ve ihtiyac
duyulan yardimi sagladig varsayimi

Yapisal Giivence: Teknoloji Destek ve giivence gibi yapisal kosullarm genel teknoloji tiiriinde mevcut
olduguna inanma

Durumsal Normallik: Teknoloji Kisinin belirli bir teknoloji ttirtinii kullandiginda kendini rahat hissetmesi

Belirli Bir Teknolojiye Duyulan Inang: | Belirli bir teknolojinin tutarli bir sekilde diizgiin galisacagima olan inang
Giivenilirlik

Belirli Bir Teknolojiye Duyulan Inang: | Belirli bir teknolojinin, yapilmasi gerekeni yapabilecek kapasiteye,
Islevsellik islevsellige veya tzelliklere sahip oldugu inanc1

Belirli Bir Teknolojiye Duyulan Inang: Yardim | Belirli bir teknolojinin kullanicilar igin yeterli ve hizli yardim sagladig
Saglama inanct

Kaynak: (McKnight vd., 2009)
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Mubhasebe denetiminde biiytik veri analizi kullanimina iligkin giiven tutumunun incelenmesi amaciyla
Teknolojiye Giiven Olgegine bagh olarak asagidaki sorulara cevap aranmustir:

Giivenen Tutum: Genel Teknoloji

Bir teknolojiyi ilk kullandigimizda tutumunuz nasil olur? (Genellikle dogru oldugunu mu
varsayarsmiz? Cevabimz ‘Hayir’ ise nedenini agiklar misiniz?)

Genel Teknolojiye Inang

Cogu teknolojinin yapmak igin tasarlandiklar iste verimli olduguna inantyor musunuz? (Asagidaki
siklara gore cevaplandiriniz.)

a. Gorevlerinize hiz kazandiriyor mu?
b.  Yaptiginiz islerde hata oranini azaltiyor mu?
c.  Maliyet tasarrufu sagliyor mu?

Yapisal Giivence: Teknoloji

Biiytiik veri analiz tirtinlerini kullanirken yasal mevzuat ve siireclerin destegine sahip olmak giivende
hissetmenizi saglar m1? (Asagidaki siklara gore cevaplandirinz.)

a.  Uriin garantileri biiyiik veri analiz yazilimini kullanmanin dogru oldugunu hissettiriyor mu?

b. Kullanicilara sunulan avantajli yasal yapilar analiz triinleriyle ¢alisirken kendinizi giivende
hissetmenize yardimc1 oluyor mu?

Durumsal Normallik: Teknoloji
Buiytiik veri analiz araglariyla calismaktan memnun musunuz? (Asagidaki siklara gore cevaplandiriniz.)

a. Denetimde biiyiik veri analizi araglarim kullandiginizda her zaman dogru sonuglar alacaginizi
diistintiyor musunuz?

b. Biyiik veri analizi araclarimi kullandigimizda gerceklestirdiginiz islerin daha iyi olacagini
ongoriiyor musunuz?

Belirli Bir Teknolojiye Duyulan Inang: Giivenilirlik
Denetimde biiytik veri analizi kullanimini giivenilir buluyor musunuz?
Belirli Bir Teknolojiye Duyulan Inang: Islevsellik

Biiytik veri analizi denetimle ilgili gérevlerinizi gerceklestirmeniz icin gerekli 6zelliklere sahip midir?
(Buytik veri analizinin ihtiyaciniz olan yeteneklere sahip oldugunu diistintiyor musunuz?)

Belirli Bir Teknolojiye Duyulan inang: Yardim Saglama

Buytik veri analizi gerektiginde ihtiyaciniz olan yardimi saghyor mu? (Kararlarmizi ‘veri odaklr’
aldigmiz diistintildtigiinde; denetimde biiytik veri analizi kullanimi size mantikli ve faydal tavsiyeler
sagliyor mu?)

Arastirma yontemi ve orneklemi

Calismada nitel arastirma yontemi benimsenmistir. Calismaya bir nitel arastirma deseni olan
fenomenoloji (olgubilim) arastirma deseni yon vermistir. Fenomenoloji deseni, bize tiimiiyle yabanci
olmayan ancak derinlemesine ve ayrintili bir anlayisa sahip olmadigimiz olgular: temel almaktadir
(Yildirim ve Simsek, 2021: 66).

Calismada fenomenolojik arastirmalarda en ¢ok kullanilan amagli 6rnekleme yontemlerinden olgiit
ornekleme ve kartopu oOrnekleme (Carpar, 2020: 696) kullamilmistir. Fenomenolojik arastirmada,
orneklem genel olarak fenomenle ilgili tecriibesi olan bireylerden olusmaktadir. Bu nedenle calismaya
muhasebe denetiminde biiyiik veri analizi kullanimini deneyimlemis bireyler dahil edilmistir.
Orneklem sayisinin ise fenomenle ilgili deneyim sahibi 5 ile 25 katilimciy1 kapsamasi énerilmektedir
(Gtiglu, 2021: 297). Bir diger ¢alisma ise fenomenolojik calismalarda orneklem sayisini 3 ile 10 katilimei
arasinda belirtmektedir (Creswell ve Creswell, 2018: 262). Calismaya Kamu Gozetimi Muhasebe ve
Denetim Standartlar1 Kurumu tarafindan yetkilendirilen bagimsiz denetim kuruluslarinda faal olarak
denetim yapma yetkisine sahip on (10) bagimsiz denetci dahil edilmistir. Bagimsiz denetgiler calismaya
dahil edilmeden 6nce https://www.kgk.gov.tr/ tizerinden Bagimsiz Denet¢i Yetkilendirmesi/Bagimsiz
Denet¢i Resmi Sicili temel alinarak katilimcilarin faal olduklarima iliskin bilgi dogrulanmistir. Ayrica
calisma grubunu denetci olmasinin disinda 3568 Sayili Serbest Muhasebeci Mali Miisavirlik ve Yeminli
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Mali Misavirlik Kanunu kapsaminda ruhsat sahibi Serbest Muhasebeci Mali Miisavir (SMMM) ve
Yeminli Mali Miisavir (YMM) meslek gruplari olusturmaktadir.

Fenomenoloji arastirmalarinda genellikle veri toplama araci fenomeni deneyimleyen bireylerle
gerceklestirilen miilakatlar: icerir (Creswell, 2018: 81). Bu nedenle bagimsiz denetcilerin biiytik veri
analizi kullamimina yonelik giiven tutumlarini kesfetmek amaciyla Teknolojiye Giiven Olgegi temel
almarak yar1 yapilandirilmis miilakat sorular1 olusturulmustur. Teknolojiye Giiven Olgegindeki yedi
(7) boyut tizerinde durulmustur. Teknolojiye Giiven Olgegi Boyutlar:: Giivenen Tutum: Genel
Teknoloji, Genel Teknolojiye Inang, Yapisal Giivence: Teknoloji, Durumsal Normallik: Teknoloji, Belirli
Bir Teknolojiye Duyulan Inang: Giivenilirlik, Belirli Bir Teknolojiye Duyulan inang: Islevsellik ve Belirli
Bir Teknolojiye Duyulan Inang: Yardim Saglama (Madhlangobe, 2018: 84-85; Mcknight vd., 2011) olarak
siralanabilir. Ayrica katilimcilara yoneltilen sorularin kendileri tarafindan daha iyi anlasilabilmesi igin
ek sorular da sorulmustur. Boylece calismaya derinlik katmak amaglanmustir.

Katilimcilarla ilk olarak e-posta veya telefon yoluyla iletisime gegilmistir. Akademik amagh yapilan
calismanin amaci kendilerine aktarilmistir. Katihmcilarin is yogunluklarma gore kendileriyle birebir
goriismeler yapilmus ya da goriisme sorular1 Google Docs tizerinden iletilmistir. Arastirmanin verileri
Haziran 2022 - Agustos 2022 tarihleri arasinda toplanmustir.

Veri analizi ve bulgular
Verilerin analizi

Nitel arastirma siireci; problemin farkina varma, problemin analiz edilerek detaylarin belirlenmesi,
problemin ¢oziimiine iliskin yaklasim stireci, calismanin tasarlanmasi, veri toplama islemleri, verilerin
siniflandirilmasi ve analiz edilmesi, verileri yorumlama ve verilerin raporlastirilmas: asamalarindan
olusmaktadir (Creswell, 2002).

Nitel veri analizi, izerinde ¢alisilan veriyle ilgili anlam tiretmek ve veri setinde neyin temsil edildigine
dair agiklamalar gelistirmek ve alan sorunlarmi da kesfetmek amaciyla yapilan bir simflandirma ve
yorumlama stirecidir. Nitel calismalarda analiz stireci, verilerin hacmini azaltarak biiyiik miktardaki
verinin temelini anlamayi, énemli oriintiileri tanimlamay1 ve verilerden anlam ¢ikarmay1 hedefler
niteliktedir. Boylece nitel veri analizinin ham veriden anlam ¢ikarmak oldugu soylenilebilir (Celik,
Baykal ve Kilic Memur, 2020: 380-381).

Nitel arastirmalarda verinin igerdigi anlam analiz siireci icin oldukca onemlidir. Temalar yoluyla
kavramlar arasindaki anlamli 6riintiilerin agiklanmasi siirecin temelini olusturur (Yildirim ve Simsek,
2021: 240). Bu calismada tiimden gelimci veri analiz siireci (kavramsal gergeve-arastirma sorulari-veri
toplama-kavramsal ¢erceveye bagli analiz) hakimdir.

Bagimsiz denetcilerle yapilan goriismelerden elde edilen veriler MAXQDA 22 programina yiiklenerek
kodlama asamasina gecilmistir. Nitel bir arastirmada kod, dil temelli ya da gorsel bir veriyi betimlemek
amactyla sembolik olarak kullanilan 6zetleyici, carpici, 6zii yansitan ve/veya cagrisimsal ifadelerdir.
Nitel veri analizinde ise kod, eldeki veriyi temsil etmek amaciyla ileride oriintiiler saptamak, veriyi
kategorize etmek, temellendirilmis kuramlar gelistirmek amacryla her bir veriye yorumlanmigs anlamlar
yliklemek amaciyla arastirmaci tarafindan tretilmis yapilardir (Saldana, 2022: 4). Temalar ve alt
temalara bagl kodlama gerceklestirildikten sonra tematik analiz yapilmistir. Tematik analiz, veriler
icindeki temalar1 tanimlama, analiz etme ve raporlama yontemi olarak tanimlanabilir. Ayrica
arastirmaciya diger bircok analiz yontemi icin temel beceriler kazandiran bir yontemdir (Vaismoradi,
Turunen, ve Bondas, 2013: 3). Ayrica calismada betimsel analiz de temel alinmistir. Boylece
vurgulanmasi istenen katilimer ifadelerine dogrudan yer verilmis ve calismanin gegerliginin artirilmasi
saglanmustir.

Teknolojiye Giiven Olcegi kapsaminda yedi (7) farkli tema olusturulmustur. Temalara bagh kategoriler
ve alt kodlar olusturulmustur. Calisma kapsaminda MAXQDA 22 programinda olusturulan
Tema/Kategori/Kod diziliminin 6rnegi Sekil 1’de verilmistir.
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Durumsal Normallik: Teknoloii
Sarta Bagli BVA Araglariyla Calisma Memnuniyeti

Manuel Kontrol Sarti

Verinin ve Analizinin Dogrulugu

Dogru Modelleme Gerekliligi

BVA Araglariyla Calisma Memnuniyetsizligi
Sonuclara iliskin Risk

Verilerin Giivenilir Olmayis1

BVA Araclariyla Calisma Memnuniyeti
Dogru Sonuglar Elde Etme
Dogru Modelleme ve Programlara Sahip Olma

Sekil 1: Tema-Kategori-Kod Dizilimi Ornegi
Kaynak: Yazar tarafindan tiretilmistir.

Sekil 1’de Durumsal Normallik: Teknoloji temay1; Sarta Bagl Biiyiik Veri Analizi (BVA) Araglariyla
Calisma Memnuniyeti, BVA Araglariyla Calisma Memnuniyetsizligi ve BVA Araclartyla Calisma
Memnuniyeti kategorileri; Verinin ve Analizinin Dogrulugu, Dogru Modelleme Gerekliligi, Manuel
Kontrol Sarti, Sonuclara Iliskin Risk, Verilerin Giivenilir Olmayisi, Dogru Sonuglar Elde Etme ve Dogru
Modelleme ve Programlara Sahip Olma kodlar1 gostermektedir. Katilimcilarin goriisme verileri
MAXQDA 22 nitel veri analizi programiyla analiz edilmistir.

Bulgular

Arastirma problemine agiklik getirmesi adina yapilan goriismelerden elde edilen bulgular bu baslik
altinda sunulmustur. Calismaya katilan katilimcilar D1’den D10’a kadar kodlanmustir.

Katilimcilarin demografik ozelliklerine iliskin bulgular

Bagimsiz denetgilere demografik sorular kapsaminda denetim sektoriindeki calisma yillar
sorulmustur. Katilimcilarin denetim sektériinde calisma yillar: Tablo 2’de verilmistir.

Tablo 2: Katilimcilarin Mesleki Kidemleri

Belge Ad1i Denetim Sektoriinde Calisma

Yilx

D1 5-10 Y1l

D2 5-10 Y1l

D3 15 Yil ve Uzeri
D4 15 Yil ve Uzeri
D5 10-15 Y1l

D6 5-10 Y1l

D7 10-15 Y1l

D8 5-10 Y1l

D9 15 Yil ve Uzeri
D10 10-15 Y1l

Kaynak: Yazar tarafindan tiretilmistir.
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Aragtirmaya katilan 4 katihimcinin denetim sektériinde ¢alisma yillar: 5-10 yil, 3 katilimernin 10-15 yil,
3 katilimcinin ise 15 yil ve tizeridir.

Muhasebe denetiminde biiyiik veri analizi kullanimina y6nelik giiven tutumunun incelenmesi
calismasinin tema gosterimine iliskin bulgular

Giivenen Tutum: Genel Teknoloji [ Genel Teknolojiye inang ]

<&

MUHASEBE DENETI
BUYUK VERI ANALIZI
KULLANIMINA YONELIK
GUVEN TUTUMUNUN
INCELENMESI: NiTEL BIR
ARASTIRMA

/ I \
Yapisal Giivence: Teknoloji Durumsal Normallik: Teknoloii
Belili Bireknelojive Dutulag luanc: V} Belirli Bir Teknolojiye Duyulan Inang:

Yardim Saglama Giivenilirlik
v

Belirli Bir Teknolojiye Duyulan Inang: islevsellik

Sekil 2: Muhasebe Denetiminde Biiyiik Veri Analizi Kullanimina Yoénelik Giiven Tutumunun
Incelenmesi: Nitel Bir Arastirmaya Ait Temalar Gosterimi

Teknolojiye Giiven Olgegi temel alinarak hazirlanan calisma Sekil 2'de goriildiigii {izere 7 tema altinda
toplanmustir. Bunlar, Giivenen Tutum: Genel Teknoloji, Genel Teknolojiye Inang, Yapisal Giivence:
Teknoloji, Durumsallik Normallik: Teknoloji, Belirli Bir Teknolojiye Duyulan Inanc: Giivenilirlik, Belirli
Bir Teknolojiye Duyulan Inang: Islevsellik ve Belirli Bir Teknolojiye Duyulan Inanc: Yardim Saglamadir.

Giivenen Tutum: Genel Teknoloji Temasina Ait Hiyerarsik Kod Alt Kod Modeli Bulgular:

Arastirmanin ilk temas: olan Giivenen Tutum: Genel Teknoloji temasina ait hiyerarsik kod alt kod
modeli Sekil 3'te goriilmektedir.

Giivenen Tutum: Genel Teknoloii

/ N\

Sarta Bagli Giiven Tutumu Olumlu Giiven Tutumu
Kontrol (3) Giivence (2) Veri Kaynag: (1) Dogru Program (1) is Siireclerine Katki (4)

Sekil 3: Gtivenen Tutum: Genel Teknoloji Temasina Ait Hiyerarsik Kod Alt Kod Modeli
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Giivenen Tutum: Genel Teknoloji temas: 2 kategori altinda incelenmistir. Bu kategoriler sarta bagh
gliven tutumu ve olumlu gtiven tutumudur.

Sarta Bagl Giiven Tutumu

Giivenen Tutum: Genel Teknoloji temasinn ilk kategorisi olan sarta bagh giiven tutumu katilimeilarin
ifadeleri dogrultusunda; kontrol, giivence, veri kaynag1 ve dogru program olmak tiizere 4 kod ile ifade
edilmistir. Katihmcilar tarafindan yogun olarak ifade edilen kod kontrol kodudur. Katilimcilar
teknolojiye gtivendiklerini fakat gerekli incelemeleri yaparak kontrol ettiklerini ifade etmislerdir. D7 ve
D8 kodlu katilimcilarin konu ile ilgili ifadeleri su sekildedir:

“Giivenilir olmadigim diisiindiigiim yeni teknolojiyi kullanma sirasinda, gerekli incelemeleri yaparim.” (D7)
“Giivenirim. Ancak geleneksel yontemlerle test ederim.” (D§)
Olumlu Giiven Tutumu

Giivenen Tutum: Genel Teknoloji temasinin ikinci kategorisi olan olumlu giiven tutumu katilimcilarin
ifadeleri dogrultusunda; is stireclerine katki olmak tizere 1 kod ile ifade edilmistir. Katilimcilar
tarafindan ifade edilen kod is stireclerine katki kodudur. Katilimcilar teknolojinin is stireclerine katkisi
nedeniyle giiven duyduklarin ifade etmislerdir. D5 ve D6 kodlu katilimecilarin konu ile ilgili ifadeleri
su sekildedir:

“Islerimizi kolaylagtinlmast bakimindan teknolojiye giivenmek zorundayiz.” (D5)

“Tutumumuz olumludur, gelen her tirlii yenilik, is yiikiinii hafifletecekse ve fayda/maliyet anlaninda
tarafinuzdan degerlendirilerek uygulamas: konusunda karar verilir.” (D6)

Genel teknolojiye inang temasina ait hiyerarsik kod alt kod modeli bulgular

Arastirmanin ikinci temasi olan genel teknolojiye inang temasina ait hiyerarsik kod alt kod modeli Sekil
4’te gortilmektedir.

[ Genel Teknolojiye inang

e

< %

[ Genel Teknolojiye Duyulan ] [ Genel Teknolojiye Duyulan ]

Olumlu inang Olumsuz inang

<>/ \<> <>/‘ \<>

Siirece Olumlu Katkis1 Sarta Bagli Inang Veri Kaynaginin Dogru Sonuglarin Riskinin Var
Nedeniyle inang Olmamasz (1) Olmasz (1)

<> <>
[ Dogru Sonuclar Alinmast (3) ] [ Hiz Kazandirma (2) ] Kontrol Sart1 (2) ] Analizlerin Dogru
Yapilmasi (1)
[ Verimliligi Artirma (2) ]
Hata Oranim1 Azaltma (2) [ Veri Dogrulugu (2) ] Dogru Program ve
O Modelleme Gerekliligi (2)

[ Kaliteli Sonuglara Ulagma (1) ]

Sekil 4: Genel Teknolojiye fnang Temasina Ait Hiyerarsik Kod Alt Kod Modeli
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Genel teknolojiye inang temasi 2 kategori altinda incelenmistir. Bu kategoriler genel teknolojiye duyulan
olumlu inang ve genel teknolojiye duyulan olumsuz inangtir.

Genel Teknolojiye Duyulan Olumlu Inang

Genel teknolojiye inang temasimn ilk kategorisi olan genel teknolojiye duyulan olumlu inang 2 alt
kategori altinda incelenmistir. Bu kategoriler stirece olumlu katkisi nedeniyle inang ve sarta bagh
inangtir.

Siirece olumlu katkisi nedeniyle inang

Katilimcilarin ifadeleri dogrultusunda; dogru sonuglar alinmasi, hiz kazandirma, hata oranini azaltma,
verimliligi arttirma ve kaliteli sonuglara ulasma olmak tizere 5 kod ile ifade edilmistir

Katilimcilar tarafindan yogun olarak ifade edilen kod dogru sonuclar alinmast kodudur. Katilimcilar
teknolojinin dogru sonuclar alinmasina neden oldugunu belirtmislerdir. D1 ve D10 kodlu katilimcilarin
konu ile ilgili ifadeleri su sekildedir:

“Dogru sonuglar alinmas: agisindan olduk¢a énemlidir. Ancak, dogru modelleme ve is stireclerinin bilinmesi
gerekmektedir.” (D1)

“Biiyiik veri analizi gibi teknolojiler denetimde dogru kararlarin verilmesini saglamakta.” (D10)
Sarta bagli inang

Katilimcilarin ifadeleri dogrultusunda; kontrol sarti, veri dogrulugu, dogru modelleme ve program
gerekliligi ve analizlerin dogru yapilmasi olmak tizere 4 kod ile ifade edilmistir. Bu kodlara iliskin
desifre ornekleri su sekildedir:

“Kontrol etmek sartiyla evet dogru sonuglar almmiyor. Yapilan islerde hata oranimi azaltarak kaliteli sonuclar
alinmasina yardimci olmaktadir.” (D2)

“Isin dogru sonuclanmasi verinin de dogru olmasina baglidir. Veri dogru degilse her tiirlii analiz sonucu yanls
sonug verecektir.” (D6)

“Evet. Ancak dzellikle bazi programlarin verilerin analizini yaparken bilgi girislerinin nasil yapilmas: gerektigi
yontinde yonlendirici degiller ve bu konuda girilen bilgiler hatali sonuglara neden olmaktadir.” (D8)

Genel Teknolojiye Duyulan Olumsuz inang

Genel Teknolojiye Inang temasinin ikinci kategorisi olan genel teknolojiye duyulan olumsuz inang
katilimcilarin ifadeleri dogrultusunda; veri kaynagmin dogru olmamast ve sonuglarin riskinin var
olmasi olmak tizere 2 kod ile ifade edilmistir. Bu kodlara iliskin katilimcilarin desifre ornekleri su
sekildedir:

“Her zaman hata oranmini azaltacagini zannetmiyorum, ¢iinkii veriler saglikli olmayabilir.” (D4)
“Yapilan islerle ilgili hata oranim her zaman azaltmaz sonuglarla ilgili risk her zaman vardwr.” (D5)
Yapisal Giivence: Teknoloji Temasina Ait Hiyerarsik Kod Alt Kod Modeli Bulgular1

Arastirmanin tictincii temasi olan yapisal giivence: teknoloji temasina ait hiyerarsik kod alt kod modeli
Sekil 5'te gortilmektedir.

Yapisal Giivence: Teknoloji

s o

Yapisal Giivenceyle Yapisal Giivenceyle Giivende
Giivende Hissetme Hissetmeme
Veri Coziimlerinin Olumlu Denetimde Altyap: Genel Giivensizlik (2)
Katkist (6) Sorunu (1)

Sekil 5: Yapisal Guivence: Teknoloji Temasina Ait Hiyerarsik Kod Alt Kod Modeli
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Yapisal Giivence: Teknoloji temas: 2 kategori altinda incelenmistir. Bu kategoriler yapisal giivenceyle
glivende hissetme ve yapisal giivenceyle giivende hissetmemedir.

Yapisal Giivenceyle Giivende Hissetme

Yapisal Giivence: Teknoloji temasmin ilk kategorisi olan yapisal giivenceyle giivende hissetme
katilimcilarin ifadeleri dogrultusunda; veri ¢oztimlerinin olumlu katkisi olmak tizere 1 kod ile ifade
edilmistir

Bu tema igerisinde katilimcilar tarafindan en yogun ifade edilen kod veri ¢6ztimlerinin olumlu katkisi
kodudur. Katilimcilar veri ¢oziimlerinin sirkete olumlu etki yarattigini ifade etmislerdir. D2 ve D5
kodlu katilimcilarin konu ile ilgili ifadeleri soyledir:

“Evet, giivenlik ve gizlilik sorunu olmayacak sekilde biiyiik veri analizini kullamyoruz.” (D2)
“Veri ¢oziimleri biiyiik veri analizi konusunda etkili oluyor.” (D5)
Yapisal Giivenceyle Giivende Hissetmeme

Yapisal Giivence: Teknoloji temasinin ikinci kategorisi olan yapisal giivenceyle giivende hissetmeme
katilimcilarin ifadeleri dogrultusunda; denetimde alt yap: sorunu ve genel giivensizlik olmak {izere 2
kod ile ifade edilmistir. Calisma grubuna dahil olan katihmcilarin genel ifadeleri yapisal giivencenin,
veri ¢dzitimlerinin kendilerini giivende hissettirmedigi yoniindedir.

Durumsal Normallik: Teknoloji Temasina Ait Hiyerarsik Kod Alt Kod Modeli Bulgular

Arastirmanin doérdiincii temast olan Durumsal Normallik: Teknoloji temasina ait hiyerarsik kod alt kod
modeli Sekil 6’da goriilmektedir.

Durumsal Normallik: Teknoloii

VR

Sarta Bagli BVA Araglariyla BVA Araclariyla Calisma BVA Araclariyla
Calisma Memnuniyeti Memnunivetsizligi Calisma Memnuniveti

S\ .

Dogru Modelleme ve

Manuel Kontrol Sart: (3) Verinin ve Analizinin Verilerin Giivenilir .
Gerekliligi (2) Olmayist (1) Progmmlar(e}1 )Sahlp Olma
Dogru Modelleme Sonuglara iliskin Risk 1) 5
Gerekliligi (2) Dogru Sonuglar Elde

Etme (1)

Sekil 6: Durumsal Normallik: Teknoloji Temasina Ait Hiyerarsik Kod Alt Kod Modeli

Durumsal Normallik: Teknoloji temasi 3 kategori altinda incelenmistir. Bu kategoriler sarta bagli BVA
araglartyla galisma memnuniyeti, BVA araglariyla ¢calisma memnuniyetsizligi ve BVA araclariyla
calisma memnuniyetidir.

Sarta Bagli BVA Araclariyla Calisma Memnuniyeti

Durumsal Normallik: Teknoloji temasimin ilk kategorisi olan sarta bagli BVA araglariyla calisma
memnuniyeti katilimcilarin ifadeleri dogrultusunda; manuel kontrol sart1, dogru modelleme gerekliligi
ve verinin ve analizinin dogrulugu olmak tizere 3 kod ile ifade edilmistir

Katilimcilar tarafindan yogun olarak ifade edilen kod manuel kontrol sarti kodudur. Katilimcilar BVA
araglariyla islenen veriyi kontrol etmek sartiyla biiytik veri analiz araglarindan dogru sonuglarin
alacagini ve denetimde islerin daha iyi sonuglanacagini ifade etmislerdir. D10 kodlu katilimcinin
konu ile ilgili ifadeleri su sekildedir:

“Kontrol etmek sartiyla evet, dogru sonuglarin alimacagim diistiniiyorum.” (D2)
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“Biiyiik veriyi analiz etmek i¢in kullamlan ileri diizeydeki programlar sayesinde islerin dogru sonuclanacagini
diistinmekle birlikte yine de kontrol etmenin sart oldugunu diistintiyorum.” (D10)

Katilimcilar tarafindan ifade edilen diger kodlar dogru modelleme gerekliligi, verinin ve analizinin
dogrulugu seklindedir. Bu kodlara iliskin katilimcilarin konu ile ilgili ifadelerine 6rnekler soyledir:

“Dogru modelleme ve is siireclerinin bilinmesi gerekmektedir, boylece dogru sonuglar almabilir.” (D1)

“Isin dogru sonuclanmast verinin de dogru olmasina baglidir. Veri dogru degilse her tiirlii analiz sonucu yanls
sonuc verecektir.” (D6)

BVA Araglartyla Calisma Memnuniyetsizligi

Durumsal Normallik: Teknoloji temasinin ikinci kategorisi olan BVA araclartyla calisma
memnuniyetsizligi katimcilarin ifadeleri dogrultusunda; verilerin giivenilir olmayis1 ve sonuglara
iligkin risk olmak tizere 2 kod ile ifade edilmistir.

Katilimcilar tarafindan yogun olarak ifade edilen kod verilerin giivenilir olmayist kodudur. D4 kodlu
katillmcr BVA araglarmin her zaman dogru sonuglari vermeyecegini verilerin giivenilir olmama
ihtimaline baglamistir. Katilimcilar tarafindan ifade edilen diger kod sonuglara iliskin risk kodudur. D5
kodlu katilimci sonuglara iliskin riskin her zaman oldugunu ifade etmistir. D4 ve D5 kodlu
katilimcilarin desifre ornekleri asagida sunulmustur.

“Her zaman dogru sonuglarin alinabilecegini zannetmiyorum, veriler saglikli olmayabilir.” (D4)
“Sonuglarla ilgili risk her zaman vardwr.” (D5)
BVA Araglariyla Calisma Memnuniyeti

Durumsal Normallik: Teknoloji temasinin tictincti kategorisi olan BVA araclariyla calisma memnuniyeti
katilimcilarin ifadeleri dogrultusunda; dogru modelleme ve programlara sahip olma ve dogru sonuglar
elde etme olmak tizere 2 kod ile ifade edilmistir

Katilimcilar tarafindan ifade edilen diger kodlar dogru modelleme ve programlara sahip olma ve dogru
sonuglar elde etme kodlaridir. Katilimcilarin bu kodlara iliskin ifadelerine asagida yer verilmistir.

“Biiyiik veriyi analiz etmek i¢in kullanilan ileri diizeydeki programlar sayesinde islerin dogru sonuglanacagin
diistinmekle birlikte yine de kontrol etmenin sart oldugunu diistintiyorum.” (D10)

“Evet, biiyiik veri analiziyle isler co§u zaman dogru sonuglanmaktadir.” (D7)

D10 kodlu katilimcinin BVA Araglariyla Calisma Memnuniyetini kontrol sartina bagladii ayni
zamanda dogru modelleme ve program avantaji sunmasiyla BVA Araglariyla calismaktan memnun
oldugunu belirttigi goriilmektedir. Buradan katilimcimin biiytik veri analizinin sundugu
programlardan faydalanirken, kendi yargisiyla da sonuglar1 kontrol ettigi anlasilmaktadir. Bu gibi ikili
ifadelerde katilimci goriisiiniin daha net anlasilabilmesi icin MAXQDA programinda iki farkl sekilde
kodlama (manuel kontrol sart1 ve dogru modelleme ve programlara sahip olma) yapilmistir.
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Belirli Bir Teknolojiye Duyulan Inang: Giivenilirlik Temasina Ait Hiyerarsik Kod Alt Kod Modeli
Bulgular:

Arastirmanin besinci temasi olan Belirli Bir Teknolojiye Duyulan Inang: Giivenilirlik temasma ait
hiyerarsik kod alt kod modeli Sekil 7' de goriilmektedir.

Belirli Bir Teknolojiye Duyulan inang:

Giivenilirlik
BVA Kullanimimi Giivenilir Bulma Sarta Bagh Giivenilir Bulma
) ( Geleneksel Yontemlerle
Genel Giiven Tutumu (3) 1s Siireclerine Katk (2) Kontrol (2)
Denetimin Gelecegi Maliyetleri Diistirmesi
Olmast (1) (€3]

Sekil 7: Belirli Bir Teknolojiye Duyulan Inang: Giivenilirlik Temasina Ait Hiyerarsik Kod Alt Kod
Modeli

Belirli Bir Teknolojiye Duyulan Inanc: Giivenilirlik temas: 2 kategori altinda incelenmistir. Bu
kategoriler BVA kullanimini giivenilir bulma ve sarta bagh gtivenilir bulmadir.

BV A Kullanimini Giivenilir Bulma

Belirli Bir Teknolojiye Duyulan Inang: Giivenilirlik temasinin ilk kategorisi olan Sarta Bagli BVA
Kullanimini Giivenilir Bulma katiimcilarin ifadeleri dogrultusunda; genel giiven tutumu ve is
siireclerine katki olmak tizere 2 kod ile ifade edilmistir.

Katilimcilar tarafindan yogun olarak ifade edilen kod genel giiven tutumu kodudur. Katilimcilar
tarafindan ifade edilen diger kod is stireclerine katki kodudur. Katilimcilarin ifade edilen kodlara iliskin
ornekleri asagida sunulmustur.

“Ewvet, biiyiik veri analizi kullanmimim giivenilir buluyorum.” (D8)
“Evet, giiveniyorum. Biiyiik veri analizi is stireclerinin yerine getirilmesinde ciddi katkilar saglhyor.” (D5)
Sarta Bagli Giivenilir Bulma

Belirli Bir Teknolojiye Duyulan Inang: Giivenilirlik temasiin ikinci kategorisi olan sarta bagli giivenilir
bulma katihmcilarin ifadeleri dogrultusunda; geleneksel yontemlerle kontrol, denetimin gelecegi
olmasi ve maliyetleri diistirmesi olmak tizere 3 kod ile ifade edilmistir.

Katilimcilar tarafindan yogun olarak ifade edilen kod geleneksel yontemlerle kontrol kodudur. D10
kodlu katilimer giivenilir buldugunu fakat geleneksel yontemler ile kontroliin sart oldugunu ifade
etmistir.

“Denetimde biiyiik veri analizi kullanumin giivenilir buluyorum ancak geleneksel kontroliin de sart oldugunu
diistiniiyorum.” (D10)

Katilimcilar tarafindan ifade edilen diger kod denetimin gelecegi olmasi kodudur. D1 kodlu
katilimcinin konu ile ilgili ifadeleri soyledir:

“Denetimde gelecekteki gelismelerin bu yonde olacagim diistinmekteyim.” (D1)

Katilimcilar tarafindan ifade edilen diger kod maliyetleri diistirmesi kodudur. D6 kodlu katilimci
glivenmek zorunda olduklar1 ¢ctink{i maliyetleri diistirdtigtinti ifade etmistir.

“Giiveniyorum. Bir yerde giivenmek zorundayiz. Ciinkii bu denli biiyiik anakiitlelerin veri analizi teknolojisi
olmadan denetime tabi tutulmasi maliyetleri ¢ok artiracaktir.” (D6)

D4 kodlu katilimer biiytik veri analizini giivenilir bulma konusunda kararsiz oldugunu, bilmedigini
ifade etmistir.
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Belirli Bir Teknolojiye Duyulan Inang: Islevsellik Temasina Ait Hiyerarsik Kod Alt Kod Modeli
Bulgular:

Arastirmanin altinci temast olan Belirli Bir Teknolojiye Duyulan Inang: Islevsellik temasina ait
hiyerarsik kod alt kod modeli Sekil 8'de goriilmektedir. Belirli Bir Teknolojiye Duyulan Inang:
Islevsellik temas1 5 kod altinda incelenmistir. Bu kodlar gorevleri gerceklestirme, yaziim ve analiz
avantaji, yeteneklere hiz kazandirmasi, donamimi artirmast ve denetimde zorunluluk olarak
goriilmesidir.

Belirli Bir Teknolojiye Duyulan Inang: Islevsellik

iy \

Denetimde Zorunluluk Olarak Gériilmesi (1)

-
-

Gorevleri Gerceklestirmesi (6)

- -

Yazilim ve Analiz Avantaji (2) Donanimi Artirmasi (1)

.

Yeteneklere Hiz Kazandirmas: (1)

Sekil 8: Belirli Bir Teknolojiye Duyulan Inang: Islevsellik Temasina Ait Hiyerarsik Kod Alt Kod Modeli

Katilimcilar tarafindan yogun olarak ifade edilen kod gorevleri gerceklestirme kodudur. Katilimcilar
biiytik veri analizinin gorevlerini gerceklestirme konusunda gerekli ozelliklere sahip oldugunu
belirmislerdir. Tema icerisinde 6ne ¢ikan gorevleri gergeklestirme kodu oldugu icin katilimci ifadelerine
bu kod kapsaminda 6rnekler verilmistir.

“Biiyiik veri analizinin denetimle ilgili grevlerimi gerceklestirmem konusunda gerekli 6zelliklere sahip oldugunu
diisiintiyorum.” (D3)

“Biiyiik veri analizi iglerin daha hizli yapilmasim saglamas: ve verimliligi artirmas: yoniiyle denetimle ilgili
tistlendigim gorevlerde gerekli Ozelliklere sahiptir. Ayrica yazilm ve analiz boyutlarinda avantajlar
saglamaktadir. “(D9)

“Denetimde biiyiik veriyi analizi icin kullanilan Excel gibi programlar ve ana kiitlenin tamamuin test etmek yerine
kullanilan 6rneklem programlar: zamandan tasarruf saglamakta ve islemlere hiz kazandirmaktadir. Béylece evet,
ihtiyacim olan yeteneklere sahiptir.” (D10)

D4 kodlu katilimci ise Biiytik Veri Analizini islevsel bulmadigini ifade etmistir.

Belirli Bir Teknolojiye Duyulan Inang: Yardim Saglama Temasina Ait Hiyerarsik Kod Alt Kod
Modeli Bulgular1

Arastirmanin son temasi olan Belirli Bir Teknolojiye Duyulan Inang: Yardim Saglama temasma ait
hiyerarsik kod alt kod modeli Sekil 9’da goriilmektedir.
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Belirli Bir Teknolojiye Duyulan Inang:
Yardim Saglama

S

BVA’dan Yardim Elde Etme BVA’dan Yardim Elde Etmeme

Iy

Is Yiikiinii Hafifletme (3) Denetim Siirecini Kolaylastirma (2)

Yetkinligin Denetcide Olmasi (1)

/|

Hatalar1 Saptayabilme (2) Kaliteyi Yiikseltme (1)

Verinin Tamamimim Analizi (1) Sirketleri Dogru Yénlendirebilme (1)

Islemlere Hiz Kazandirma (1) Giivenilir Sonuglar (1)

Sekil 9: Belirli Bir Teknolojiye Duyulan Inang: Yardim Saglama Temasina Ait Hiyerarsik Kod Alt Kod
Modeli

Belirli Bir Teknolojiye Duyulan Inang: Yardim Saglama temast 2 kategori altinda incelenmistir. Bu
kategoriler BVA’dan Yardim Elde Etme ve BVA’dan Yardim Elde Etmeme olarak olusturulmustur.

BVA’dan Yardim Elde Etme

Belirli Bir Teknolojiye Duyulan fnang: Yardim Saglama temasimn ilk kategorisi olan BVA’dan yardim
elde etme katilimcilarin ifadeleri dogrultusunda; is ytikiint hafifletme, denetim stirecini kolaylastirma,
hatalar1 saptayabilme, kaliteyi yiikseltme, verinin tamaminin analizi, sirketleri dogru yonlendirebilme,
islemlere hiz kazandirma ve gtivenilir sonuglar olmak tizere 8 kod ile ifade edilmistir.

Katilimcilar tarafindan yogun olarak ifade edilen kod is yiikiinti hafifletme kodudur. D10 kodlu
katilimcinin konu ile ilgili ifadesi su sekildedir:

“Kararlarimizi verileri de dikkate alarak veriyoruz. Bu noktada, Kisisel yetkinliklerimize ve tecriibelerimizin
stmirina da bagl olarak biiyiik veri analizinden sonug alabildiimizi ve is stireclerine yardim sagladigim
diisiintiyoruz.” (D10)

Katilimcilar tarafindan ifade edilen diger kod denetim siirecini kolaylastirma kodudur. D6 kodlu
katilimci veri analizinin denetim stirecini kolaylastirdigin ifade etmistir.

“Sirkette veri analizi konusunda herkes birbirine bildigini aktarir ¢ciinkii bu denetim siirecini kolaylastirmaktadir.”
(Do)

Katilimcilar tarafindan ifade edilen diger kod hatalar1 saptayabilme kodudur. D9 kodlu katilime veri
analizinin hatalarin ortaya ¢ikardigini belirtmistir.

“Evet, veri analizi yapabilmek ve kisa zamanda denetimde hatalarin ortaya ¢ikarilmasinda oldukca faydalidir.”
(D9)

BVA’dan yardim elde etme kategorisi altindaki diger kodlara iliskin katilimci ifadelerine 6rnekler ise
su sekildedir:

“Gegcmiste yaptigim islerde biiyiik verilerden 6tiirii maddi dogruluk testlerini gerceklestiremedigim sirketler
olmustu. Ancak su an biiyiik veri analizi kullanimyla analizler gerceklestirilmektedir.” (D1)

“Biiyiik veri analizi firmalara yon vermede saglhikl karar almamiza yardimc: olmustur. Bu sayede miisterilerden
olumlu doniigler olmugtur.” (D8)

“Biiyiik veri analizi denetim faaliyetlerinin daha giivenilir sonuclar vermesi anlanminda ciddi faydalar
icermektedir.” (D5)
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BVA’dan Yardim Elde Etmeme

Belirli Bir Teknolojiye Duyulan Inang: Yardim Saglama temasinin ikinci kategorisi olan BVA’dan
Yardim Elde Etmeme katilimcilarin ifadeleri dogrultusunda; yetkinligin denetcide olmasi olmak tizere
1 kod ile ifade edilmistir. D4 kodlu katilimcinin konu ile ilgili ifadesi su sekildedir:

“Sorumlu denetcilik gérevimde son kararlar tarafimdan verilmektedir.” (D4)
Sonug ve degerlendirme

Denetim uygulamalar: biiyiik miktarda bilgiyi tamamen ele aldigindan, biiyiik veri analizi egiliminden
etkilenen basglica alanlardan biridir. Literatiirde denetim sistemlerinde biiyiik veri analizi kullanimina
iliskin engeller incelendiginde giivenlik sorununun 6nemli bir engel oldugu saptanmistir. Bu nedenle
calismanin ¢ikis noktasi biiytiik veri analizi kullanimina yo6nelik giiven tutumunun bagimsiz denetciler
kapsaminda incelenmesi olmustur. Muhasebe denetiminde giiven tutumunun incelenmesi igin
Teknolojiye Giiven Olgeginden yararlanilmistir.

Teknolojiye Giiven Olgegiyle katihmcilarin; genel teknolojiye inanci ve giiven tutumu, yapisal
giivencelerin destegiyle teknolojiye bakis acilari, teknolojiyi kullanmanin kisilerde olusturacag:
memnuniyet ve belirli bir teknolojiye giivenmenin saglayacagi temel avantajlar belirlenmistir. Calisma
nitel arastirma olmas: nedeniyle genellenemez niteliktedir. Ancak calisma grubuna dahil olan
katilimcilarla yapilan gortismelerdeki ifadelerin siklik diizeyi dikkate alinmuistir.

Calismada yedi temel tema {izerinde durulmustur. Bu temalar Teknolojiye Giiven Olgegi boyutlariyla
sekillenmistir. Calismanin ilk temasiyla iliskilendirilen goriisme sorusu “Bir teknolojiyi ilk
kullandiginizda tutumunuz nasil olur? “seklindedir. Katilimcilar genel teknolojiye giivenmelerinin belli
bash sartlara bagli oldugunu vurgulamiglardir. Veri kaynagmin giivenilir olmasi, giivencesinin
korunmasi, kontrol yapilmas: ve dogru programlarla calisma teknolojiye giivenmelerinin sartlar
arasindadir. Ayrica is siireglerine sagladigi katki yoniiyle de katilimcilar olumlu bir giiven tutumu
sergilemektedir. Ancak bu tema kapsaminda sarta bagli giiven tutumuna iliskin kodlar daha sik
yinelendigi i¢in bagimsiz denetcilerin genel bir teknoloji karsisindaki giiven tutumlarmin birtakim
sartlara bagl oldugu sdylenilebilir.

Genel teknolojiye yonelik inanglarinin anlasilabilmesi i¢in katilimcilara diger bir temayla baglantili
olarak “Cogu teknolojinin yapmak i¢in tasarlandiklari iste verimli olduguna inaniyor musunuz?”
sorusu yoneltilmistir. Bagimsiz denetgiler is siireglerine sundugu olumlu katkilar yoniiyle genel
teknolojiye inang sergilemektedir. 1§lemlere hiz kazandirma, kaliteli denetim sonuclarina ulasma, hata
oranini azaltma ve verimliligi artirma daha fazla yinelenen ifadeler arasindadir. Denetimde analizlerin
dogru yapilmasi, verilerin dogrulugu, kontrol ve dogru programlarla galisma ise sarta bagh inanca
sahip olan katilimcilarin ifadeleridir. Verinin giintimiizde ¢ok farkli kaynaktan elde edilmesiyle veri
kaynagina giivenmeyen ve sonugclarla ilgili riskin her zaman var oldugu ifade eden katilimcilar ise genel
teknoloji konusunda olumsuz bir inanca sahiptir.

“Buytik veri analiz tirtinlerini kullanirken yasal mevzuat ve siireclerin destegine sahip olmak gitivende
hissetmenizi saglar mi1?“ diger bir goriisme sorusudur. Calismaya dahil olan katilimcilarin daha yogun
olarak tizerinde durduklari bir diger konu, veri ¢6ztimlerinin sundugu avantajlarla kendilerini giivende
hissetmeleri seklindedir. Ancak denetimde alt yap1 sorunu ve genel giivensizlik gibi sebepler az da olsa
yapisal gtivenceyle giivende hissetmeme sebeplerini olusturmaktadir. Ayrica bir katilimc1 konuyla ilgili
kararsiz oldugunu ifade etmistir.

Calismanin bir diger temasi Durumsal Normallik: Teknolojidir. Teknoloji baglaminda durumsal
normallik, kullanicrnin giivenmeyi veya kullanmayr planladigy belirli teknolojinin ait oldugu bir
teknoloji smnufi ile rahatlik hissi olarak ifade edilebilir. Durumsal Normallik kapsaminda katilimcilara
“Buiylik veri analiz araglariyla calismaktan memnun musunuz?” sorusu yoneltilmistir. Bagimsiz
denetciler cogunlukla biiyiik veri analiz araglariyla calismaktan memnun olduklarini ancak bazi sartlara
gore bu durumun degisecegini belirtmislerdir. Bu sartlar; verinin ve analizinin dogrulugu, dogru
modelleme ve programlarin kullamimi ve manuel kontroliin gerekliligidir. Verilere giivensizlik ve
sonuglara iliskin risk nedenleriyle ise katilimcilar biiytik veri analizi araglariyla calisma
memnuniyetinden uzaklasmaktadir. Herhangi bir sarta bagli olmaksizin denetimde dogru sonuglar
elde edebilme ve dogru program ve modellemeyle ¢alisabilme avantajlar1 biiyiik veri analizi araglariyla
¢alisma memnuniyeti olusturmaktadir.

Belirli bir teknolojiye duyulan inancin giivenilirlik boyutunda incelenmesine iligkin katilimcilara
“Denetimde biiytik veri analizi kullaniminmi gtivenilir buluyor musunuz?” sorusu sorulmustur.
Katilimcilarin biiyiik veri analizinin giivenilir oldugu yontindeki inanci ¢ogunluktadir. Ancak
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katilimcilarin bir kismi; biiyiik veri analizinin denetimin gelecegi olacag diistincesi, denetim
stireclerinde maliyetleri diistirecegi ve geleneksel yontemlerle kontrol gibi nedenlerle sarta bagh
giivenilirlik inanci tasimaktadir. Bir katilimci ise denetimde biiytik veri analizi kullanimini giivenilir
bulma konusunda kararsizlik gostermistir.

Belirli bir teknolojiye duyulan inancin islevsellik boyutunda incelenmesine iliskin katilimcilara “Biiytik

veri analizi denetimle ilgili gorevlerinizi gerceklestirmeniz icin gerekli 6zelliklere sahip midir?” sorusu
yoneltilmistir. Katilimcilar denetimde gorevleri gerceklestirmesi konusunda daha yogun goriis
belirtmistir. Yazilim ve analiz avantaji saglamasi, biiytik veri analizinin denetimde zorunluluk olarak
goriilmesi, yeteneklere hiz kazandirmas: ve donanimi artirmas: diger islevsellik konusuna iliskin
vurgulanan ifadeler arasindadir. Bir katilimcr ise denetimde biiyiik veri analizi kullanimini iglevsel
bulmadigini ifade etmistir.

Belirli bir teknolojiye duyulan inancin yardim saglama boyutunda incelenmesine yonelik “Biiyiik veri
analizi gerektiginde ihtiyaciniz olan yardimi sagliyor mu?” sorusu katilimcilara yoneltilen bir diger
sorudur. Yetkinligin kendisinde oldugunu ifade eden bir katilimc1 disinda, katilimcilarin hepsi biiytik
veri analizinden yardim elde ettiklerini ifade etmislerdir. Katilimcilar arasinda is ytikiinti hafifletme
konusu daha fazla 6n plana ¢ikarken, denetim stirecini kolaylastirma ve hatalari saptayabilme konular1
yardim saglamanin diger c¢iktilar1 arasinda goriilmektedir. Kaliteyi yiikseltme, islemlere hiz
kazandirma, verinin tamamin analiz edebilme, sirketleri dogru yonlendirebilme ve giivenilir sonuglar
elde edebilme de diger vurgulanan konular arasindadir.

Calismaya dahil olan katilimc1 grubuna iliskin degerlendirme yapildiginda, denetimde biiytik veri
analizi kullanimima yonelik giiven tutumunun olumlu oldugu goriilmektedir. Ancak biiyiik verinin
glinimiizde birgok farkli kaynaktan elde edilmesiyle veri kaynaginin giivenilir olmasi, geleneksel
yontemlerle kontrol sarti, dogru program ve modellemeyle calisma, analizlerin dogru yapilmasi,
maliyetleri diistirmesi ve denetimin gelecegi olmasi giiven tutumunu sarta bagh kilmaktadir. Is
stireglerine katki saglayan; hata oranini azaltma, gorevlere hiz kazandirma, yetenekleri artirma, verinin
tamaminin analizi, denetim siirecini kolaylastirma, verimlilik ve kaliteyi artirma gibi faktorler biiytik
veri analizine iliskin giiven tutumunu olumlu sekillendirmektedir. Sonuglara iliskin riskin biiytik veri
analizi teknolojisi ve araclar1 kullanilmasina ragmen giderilemeyecegi diisiincesi, verinin saglikli
olmamasi, son kararmn yine denetci tarafindan alinmasi, denetimde altyap: sorunu gibi nedenler ise
katilimcilar1 biiytiik veri analizi kullanimina yonelik olumlu giiven tutumundan uzaklagtirmaktadar.

Oneriler

Muhasebe denetiminde giiven tutumunun bagimsiz denetgiler agisindan daha olumlu duruma
getirilmesi igin 6neriler sunulmustur.

v" Denetim sirketlerinin alaninda yetkin insan kaynagin istthdam etmesi 6nem tasimaktadir. Bu
nedenle Matematik, Istatistik, veri gorsellestirme, veri muthendisligi ve olas1 bir bilgisayar
korsanligin1 ongorebilen ¢ok disiplinli yeteneklere sahip veri bilimcilerinin sirketlerdeki rolii
ortaya cikarilmalidir.

v Biiyiik veri analizi araglarimin kullamim etkinligini ve verimliligini kazandirmaya yonelik
egitim calismalar1 desteklenmeli ve gerceklestirilmelidir.

v Denetim sirketlerinde is siireclerinde yazilim temelli sorunlarin asilabilmesi igin yazilim
miihendisleri de istihdam edilmelidir.

v Denetimde biiyiik veri analizine iliskin dogru programlara yatirim yapilmali ve denetimde
altyap1 sorunu ¢oziilmeye calisiimalidir.

Hakem Degerlendirmesi / Peer-review:
Dis bagimsiz

Externally peer-reviewed

Cikar Catismasi/ Conflict of interests:
Yazarlar ¢ikar ¢catismasi bildirmemistir.

The authors have no conflict of interest to declare.

bmij (2022) 10 (4): 1273-1292

1290



Merve Aygiin & Nilgiin Kutay
Finansal Destek / Grant Support:
Yazarlar bu galisma icin finansal destek almadigini beyan etmistir.

The authors declared that this study has received no financial support.

Etik Kurul Onay1/ Ethics Committee Approval:

Bu calisma igin etik kurul onay1, Dokuz Eyliil Universitesi, Sosyal ve Beseri Bilimler Aragtirma ve Yaym
Etik Kurulunun 01/03/2022 tarihli 26 sayil1 karar ile alinmistir.

Ethics committee approval was received for this study from Dokuz Eylul University, Social and Human Sciences
Research and Publication Ethics Committee on 01/03/2022 and 26 document number.

Yazar Katkilar1 / Author Contributions:

Fikir/Kavram/Tasarim - Idea/Concept/ Design: M.A. Veri Toplama ve/veya Isleme - Data Collection
and/or Processing: M.A., N.K. Analiz ve/veya Yorum - Analysis and/or Interpretation: M.A. Kaynak
Taramasi - Literature Review: M.A, N.K., Makalenin Yazimi - Writing the Article: M.A., N.K., Elestirel
Inceleme - Critical Review: N.K., M.A., Onay - Approval: M.A., N.K.

Kaynakca / References

Bolonne, H., ve Wijewardene, P. (2020). “Critical Factors Affecting the Intention to Adopt Big Data
Analytics in Apparel Sector, Sri Lanka”. International Journal of Advanced Computer Science and
Applications 11(6).

Chaudhary, K., ve Alam, M. ed. (2022). Big Data Analytics: Applications in Business and Marketing. First
edition. Boca Raton, FL: CRC Press.

Creswell, John W. (2002). Educational research: Planning, Conducting, and Evaluating Quantitative and
Qualitative Research. C. 7. Prentice Hall Upper Saddle River, NJ.

Creswell, John W. (2018). Nitel Arastirma Ydéntemleri: Bes Yaklasima Gére Nitel Arastirma ve Aragtirma
Deseni. 6. baski. Ankara: Siyasal Kitabevi.

Creswell, J. W., ve Creswell, J. D. (2018). Research Design: Qualitative, Quantitative, and Mixed Methods
Approaches. Fifth edition. Los Angeles: SAGE.

Carpar, M. C. (2020). “Sosyolojide iki Temel Niteliksel Desen: Fenomenolojik ve Etnografik Arastirma”.
The journal of social science 4(8):689-704.

Celik, H., Baykal, N. B. ve Kili¢ Memur, H. N. (2020). “Nitel veri analizi ve temel ilkeleri”. Egitimde Nitel
Aragtirmalar Dergisi 8(1):379-406.

Dagiliene, L., ve Klovieng¢, L. (2019). “Motivation to use big data and big data analytics in external
auditing”. Managerial Auditing Journal.

Goundar, S., Bhardwaj, A., Singh, S., Singh, M., ve Gururaj, H. L. (2021). “Big Data and Big Data
Analytics: A Review of Tools and its Application”. Ss. 1-19 icinde Advances in Data Mining and
Database Management, editor Goundar, S., ve Rayani., P. K. IGI Global.

Gupta, M., ve George, J. F. (2016). “Toward the Development of A Big Data Analytics Capability”.
Information & Management 53(8):1049-64.

Gugli, 1. (2021). Sosyal Bilimlerde Nitel Arastirma Yéntemleri: Teknik-Yaklasim-Uygulama. Ankara: Nika
Yayinevi.

Imran, M., Ahamad, M. V., Haque, M. ve Shoaib, M. (2021). “Big Data Analytics Tools and Platform in
Big Data Landscape”. Big Data Trends: Big Data Analytics Tools And Platform In Big Data Landscape: Big
Data Industry.

bmij (2022) 10 (4): 1273-1292

1291



Merve Aygiin & Nilgiin Kutay

Liew, A., Boxall, P., ve Setiawan, D. (2022). “The Transformation to Data Analytics in Big-Four Financial
Audit: What, Why and How?” Pacific Accounting Review (ahead-of-print).

Madhlangobe, W. (2018). “Assessment of Factors Influencing Intent-to-Use Big Data Analytics in an
Organization: A Survey Study”. Doktora Tezi, Nova Southeastern University, ABD.

Mcknight, D. H., Carter, M., Thatcher, ].B., ve Clay, P. F. (2011). “Trust in A Specific Technology: An
Investigation of Its Components and Measures”. ACM Transactions on management information systems
(TMIS) 2(2):1-25.

McKnight, H., Carter, M., ve Clay, P. (2009). “Trust in Technology: Development of A Set of Constructs
and Measures”. Diffusion Interest Group in Information Technology (DIGIT).

Perera, M. C. D., ve Abeygunasekera, A. W. ]J. C. (2021). “Big Data and Big Data Analytics in External
Auditing: Motivations and Challenges”. International Journal of Accounting & Business Finance
7(Special Issue):1-16.

Saldana, J. (2022). “Nitel Arastirmacilar Igin Kodlama El Kitab1”. Pegem Akademi Yayincilik.
Sharma, R., Kaushik, M., Peious, S.A., Shahin, M., Vidyarthi, A., Tiwari, P., ve Draheim, D. (2022). “Why

Not to Trust Big Data: Discussing Statistical Paradoxes”. Ss. 50-63. International Conference on Database
Systems for Advanced Applications.

Shukla, M., ve Mattar, L. (2019). “Next generation smart sustainable auditing systems using big data
analytics: understanding the interaction of critical barriers”. Computers & Industrial Engineering
128:1015-26.

Stensjo, G. (2020). “The Changing Nature of the Audit Profession, Opportunities and Challenges with Digital
Transformation and the Use of Audit Support Systems, Big Data and Data Analytics”. Yiiksek Lisans Tezi.

Vaismoradi, M., Turunen, H., ve Bondas, T. (2013). “Content analysis and thematic analysis:
Implications for conducting a qualitative descriptive study”. Nursing & health sciences 15(3):398-405.

Vanbutsele, F. (2018). “The Impact of Big Data on Financial Statement Auditing”. Ghent Univercity,
Belgium.

Yildirim, A., ve Simsek, H. (2021). Sosyal Bilimlerde Nitel Arastirma Yontemleri. 12.Baski. Ankara: Segkin
Yayincilik.

bmij (2022) 10 (4): 1273-1292

1292



ISSN: 2148-2586

bmij (2022) 10 (4):1293-1304
doi: https:/ /doi.org/10.15295/bmij.v10i4.2140

Research Article

1 Assist Prof. Dr. Istanbul Medipol

University, Business, and Administrative

Sciences Faculty, Logistics Management
Department, 1stanbul/ Turkey,
gonca.akkartal@medipol.edu.tr

ORCID: 0000-0001-5116-8434

2 Assist Prof. Dr. Beykent University
Administrative Faculty, Business and
Administration Department
Istanbul/ Turkey,
candideuludag@beykent.edu.tr

ORCID: 0000-0001-5056-3280

Corresponding Author:

Gonca Reyhan Akkartal,

Medipol University Istanbul/ Turkey,
gonca.akkartal@medipol.edu.tr

Submitted: 18/10/2022

1st Revised: 5/12/2022

2nd Revised: 16/12/2022
Accepted: 18/12/2022

Online Published: 25/12/2022

Citation: Akkartal, G.R., & Culhaoglu
Uludag, C., Evaluation of competition

Evaluation of competition strategies applied in logistics
management during the pandemic process: A research on
logistics companies in Istanbul

Pandemi siirecinde lojistik yonetiminde wuygulanan rekabet
stratejilerinin degerlendirilmesi: Istanbul'daki lojistik firmalar1
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Gonca Reyhan Akkartal’
Candide Culhaoglu Uludag?

Abstract

This study aims to determine the changes in the changing competition, growth, and customer
strategies within the scope of the logistics management of the COVID-19 process that affects the whole
world. The study will be carried out in the form of an interview, and it will be evaluated how the
changes in the supply chain processes during the pandemic process reflect on the competition, growth,
and customer strategies business basis. According to the results, recommendations will be made to
companies operating in the logistics sector in parallel with the changes in competition, growth, and
customer strategies. The study results include the need for speed, digitization, improving the quality
of customer relationships, working from home, and expanding e-commerce to create a competitive
advantage.
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Bu calismanin amaci, tiim diinyayr etkisi altina alan COVID -19 siirecinin lojistik yonetimi
kapsaminda degisen rekabet, biiytime ve miisteri stratejilerinde meydana gelen degisimleri
belirlemektir. Calisma goriisme seklinde gerceklestirilecek olup, pandemi stirecinde tedarik zinciri
stireclerinde yasanan degisimlerin is bazinda rekabet, biiyiime ve miisteri stratejilerine nasil yansidig:
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degisimlere paralel olarak lojistik sektoriinde faaliyet gosteren firmalara onerilerde bulunulacaktir.
Calisma sonugclari, rekabet avantaji yaratmak icin hiz, dijitallesme, miisteri iliskilerinin kalitesinin
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Introduction

One of the most important topics in 21 st century is competition. Firms strategically focus on increasing
their market share in a competitive area. Furthermore, firms must redesign their supply chain activities
to achieve strategic competition in logistics. Strategic competition provides in improves the
performance of the logistics functions.

COVID-19 completely changed the firms’ critical supply chain strategy for improving competition.
Additionally, according to the customer’s expectations, firms focus on responsiveness and flexibility to
support logistics functions. The competitive strategy illustrates having a well-managed supply chain
and high profit. Therefore, through processes such as product development, distribution systems, and
operation facilities, firms need to create a flexible network. Furthermore, to manage decisions, firms
must perform initial decisions according to customers' requirements. On the other hand, agility
constitutes a competitive advantage for logistics organizations.

The motivation for the research has been raised from the need to determine the strategies for the logistics
companies for future needs, especially of the gained experiences during the pandemic.

The aim of this study is to evaluate competition strategies applied in logistics management during
Pandemic Process and making research on logistics companies in Istanbul. Participants were selected
from people between the ages of 30-45 who have worked in the logistics industry for at least five years.
No gender difference was observed.

The following research questions have been developed:

RQ1: To what extent has e-commerce affected competitive strategies during the pandemic?
RQ2: How did digitalization affect management strategies during the pandemic?

RQ3: How did the pandemic affect the strategies in the logistics industry?

So, a questionnaire has been designed to measure the effects of the pandemic. The situation has been
scrutinized first, and then questions have been constructed to be answered face to face. Reliabilities have
been calculated. Answers were categorized according to keywords, and a figure regarding the
frequencies of the answers revealed the change between pre-and-post periods of a pandemic. Finally,
answers were categorized in the resultant and discussed in conclusion.

Novelty and the study's contribution involve the visualization of the needs in a single snapshot and able
to determine flexible solutions for the logistics industry.

Literature review

In the literature, among the logistics companies under the post-pandemic competition strategy, the
transportation (maritime, road etc.) part of logistics has been discussed. However, the number of studies
dealing with all the administrative parts covering storage, distribution, production, inventory
management and order management within the scope of supply chain management is few.
Evaluating the competitive strategies of the supply chain as a whole during the pandemic process is to
fill the gap in the literature. ‘Looking at the reliance of the Malaysian economy on maritime sectors, it
was certain that the pandemic would have serious implications on individuals and organisations.’
(Menhat, Zaideen, Yusuf, Salleh, Zamri., 2021). 'Recently, the COVID-19 pandemic has affected freight
transport as a crisis’ Gonzales, Camarero-Orive, Cancelas, Guzman., 2021).” The unpredictable spread
of the COVID-19 pandemic has caused massive global disruption, with significant economic,
environmental, and social consequences worldwide, including freight transport by road” ( Gonzales. et
al., 2021). ‘Response to the COVID-19 pandemic has had tremendous effects on the global economy and
social life, and it has significantly disrupted transportation systems across the world” ( Adanu, E. K,
Brown, D., Jones, S., & Parrish, A.2021).

'The emergence of the COVID-19 pandemic, which hit almost all over the world, resulted in the joints
of life such as education and the economy experiencing paralysis, which resulted in schools being
closed, many companies reducing production activities, and many even being laid off. As a result, the
economy impacts individuals, families, macro and micro companies, and the economies of all countries
worldwide.' (Budiansyahusep,Y., Sudrajat, A., Sari, O. Y., Saefudin, N., Dora, M. Y., & Sakti, W.1., 2021).

Acar and Zehir (2009) analyzed the impact of logistics capabilities and operational efficiency factors in
competitive strategy practices. Their research determined that enterprises that develop their logistics
capabilities and implement a competitive strategy increase their performance directly and positively.
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In his study, Chan (2005) investigated the relationship between Competitive Strategy and production
logistics based on causal analysis. According to the obtained results, it was determined that there is an
important relationship between Competitive Strategy and the system performance of production
logistics.

Laari, Toyli, and Ojala (2017) refined the competitive strategy approach in their study. They used a data
set comprising 128 production companies, 110 trading companies, and 144 logistics companies in
Finland. They examined external green supply chain strategies along with the layers of the supply chain
in terms of logistic users and providers. The results highlight the need to understand the role of
competitive strategy in green supply chain adoption, both in the academic and business field.

Liu and Atuahene-Gima (2018) evaluated the utility of competition strategies and market-based assets
to help an innovating company deal with dysfunctional competition and improve innovation yields.
According to data obtained in a survey conducted with the executives of 282 Chinese high-tech
companies, cost leadership is at the forefront, and customer focus and creative marketing are at the
forefront. This will provide better performance in product innovation in competitive environments with
a lack of high-level functionality, and the differentiation and competitor orientation will have less
impact.

Anwar and Shah (2021) examined the impact of every dimension of entrepreneurship orientation and
each overall competition strategy (differentiation and cost leadership) on the performance of emerging
SMEs (financial and non-financial). The findings from the empirical study show that innovation,
proactivity, and risk-taking significantly improve financial performance while trivializing non-financial
performance. Differentiation and cost leadership strategies significantly improve SMEs' financial and
non-financial performance.

Danyluk (2019) examined the types of competition between businesses that affect logistics activities. In
this direction, it has investigated the reasons, conditions, and consequences of this developing growth
strategy by examining the dynamics surrounding the expansion of the Panama Canal, which was
opened to ship traffic in June 2016. As a result, competitive strategies developed to attract the next
generation of large-sized vessels between North American ports. The study determined that the partial
variability and geographical specificity increase competition for variable production and logistics
activities and makes logistics-oriented development a particularly risky growth strategy for cities.

Qin, Liu, and Tian (2020) developed an analytical model to investigate the phenomenon of logistics
service sharing in the e-commerce platform. In this context, they examined the balance mode by
considering the comparative effects of logistics service sharing and the interaction of competitive
strategies in the e-commerce platform. The findings were obtained because the study provided
executable management information for the vendors in the platform's e-commerce market.

Garnette and Permana's (2020) studies aim to determine the strategies of logistics enterprises operating
in Indonesia with the PT XYZ model and develop suggestions in this direction. In this way, suggestions
have been developed for logistics companies to reach standards that can compete in the international
arena.

Esmizadeh and Mellat Parast (2020) conducted a systematic literature review to examine various
logistics network designs and evaluate their performance in terms of cost, quality, delivery, flexibility,
and durability. In this way, they assessed the strengths and weaknesses of each logistics design for
different operational strategies. As a result, they determined that logistics systems have traditionally
been designed to minimize costs and that businesses should balance different competitive strategies to
evaluate multiple competing priorities, such as cost and service quality in logistics systems.

Dos Santos et al. (2021) aimed to propose a conceptual framework for integrating a maturity model
developed in their study into supply chain (SC) strategy. The results show that a maturity model can be
a parameter and guide for improving the capabilities of processes, resources, and activities to meet the
RS strategy and the reach of the competitive strategy.

Singh et al. (2022) modelled the effect of spatial clustering on various dimensions of inter-firm
competition among port logistics firms using Porter's three-force model (leadership, differentiation and
differentiation cost) (in their study. As a result, they determined that when logistics firms are clustered
spatially, competitive competition between firms increases significantly, and this effect increases when
they are clustered around the connection point. This study, therefore, expanded the meaning of
clustering from a geographical entity to a more useful functional structure to reflect inter-firm
dependencies.
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Strategic competition in logistics

Over time, customer segments have been rapidly influenced by the covid-19 process. Furthermore,
companies have integrated their processes in a more sustainable, more accurate planning, fast decision-
making, innovative and easy-to-adapt manner to provide a competitive advantage in line with the
expectations of their customers. "Organizations need to be aware of the trade-off among different
competitive priorities if they intend to address multiple competitive priorities such as cost and service
quality in their logistics system. (Esmizadeha & Parast, 2021)

However, the emergence of COVID-19 has increased the need for electronic commerce. As a result, the
competitive environment in logistics companies has increased.” With the globalization of products, e-
commerce in the agri-supply chain has been trending, even in pre-COVID-19 times. After spreading the
coronavirus disease, a significant percentage of the physical market stopped and converted into e-
commerce portals. Different small and large retailers have started e-commerce portals. E-commerce is
successfully Sustainability trending, even in the post-COVID-19 situation, because it offers retailers low
risk in terms of inventory loss, price declination, and bargaining loss’ (De & Singh, 2022)

Supply chain activities mostly depend on market competition. Indeed, in the market, many
organisations create different implementations for the final customer. Additionally, some approaches,
such as product variety, reducing lead time, outsourcing, and using digital applications, create a
competitive strategy for logistics organizations.

There has been growing attention for logistics organizations to maximize operational performance
transparency. In the traditional supply chain model, the importance given to information sharing
among suppliers, retailers, manufacturers, and wholesalers has increased. Especially with the pandemic
process, the processes have become more transparent, thanks to the importance of instant information
sharing between stakeholders. The biggest contribution of this has been the reduction of supply time in
the supply chain and the reduction of transportation costs. In addition, a proactive approach to risks
occurring in the supply chain has become easier. As a result, a strategic competitive advantage was
achieved by providing a flexible and agile structure.

The relationship between transparency and competition strategy enables closer relationships with
customers and the processes in the supply chain to be more integrated. In addition, social responsibility
awareness and environmentally friendly approaches are the results of a transparent structure. Planning
sustainable resources in purchasing, transportation, and storage provide a competitive advantage for
logistics companies during COVID-19.

Competitive strategy and logistics

In markets where alternatives for consumers on a global scale are increasing day by day, enterprises
need solid competitive strategies to survive. A competitive strategy is planning short-term and long-
term activities to obtain a competitive advantage. In addition, it is involved by following up on the
efforts of their competitors, assessing their strengths and weaknesses, and comparing the competitors
and their operational policies and practices. This strategy must be strong against the market's
competitive pressures, solidify the enterprise's position, and be customer oriented. When determining
Competitive Strategies, enterprises must first select the goals and what actions they will use to achieve
these goals, implementation policy, and competitive dynamics (Zerenler, 2007; Ozcelik, 2016; Oztiirk,
2018; Porter, 2010).

Since logistics requires all processes to be interconnected, digitalization plays a key role for businesses
in gaining a competitive strategy. ‘Digitalization of logistics and the supply chain is an important tool
for logistics resilience in such situations, but digitalization poses certain challenges for developing
countries. (Gupta, H., Yadav, A. K., Kusi-Sarpong, S., Khan, A. S., & Sharma, S. C 2022).

According to Porter (1992), the sustainability of competitive advantage depends on the sources of the
superiority of the enterprise. In addition, Porter (1986) emphasizes that competitive power analysis
impacts organisations that prioritize a differentiation strategy. The competitive strategy model
developed by Michael Porter (1985) is the most common in the literature. This model is an important
parameter for competitiveness and economic development in all economic platforms, from the
enterprise market to the general national economy. According to the model, the factors affecting the
decision mechanisms of the enterprises to gain competitive advantage in the sector are listed as new
company threats, bargaining power of suppliers and buyers, and the threat of substitute products or
services. Porter divided competitive strategies into three categories: cost leadership, differentiation, and
differentiation focus.
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* Cost leadership strategy: This strategy includes offering a product that meets the needs of the
customer profile determined in a broad targeted market. In this framework, the enterprise determines
strategies to produce and distribute its goods or services by realizing its costs at the lowest level
compared to its competitors (Kaya, 2013: 110).

* Differentiation strategy: This strategy involves creating a value that will differentiate the product or
service and make it perceived as unique by the buyer (Efil, 2010:53). In this direction, approaches such
as giving importance to quality, process innovations, product innovations, and system innovations and
privileged talent support are adopted (Eren, 2013: 280).

* Differentiation focus strategy: This strategy focuses on that unit by choosing a specific unit from the
product-market units of the enterprise (Kaya, 2013:114). In focusing strategies, the business specializes
in a certain market segment or region and concentrates all its strategic tools on this focus market. The
business's marketing activities and the service's adaptation according to the determined customer
segment are expressed as excluding other segments. The cost-focus strategy, on the other hand, involves
being advantageous in terms of cost in the target segment of the enterprises compared to the competitors
in the market.

In general, these strategies, which are implemented to provide competitive advantage and to be
sustainable in the business market, are defined within the framework of two basic parameters: strategic
scope and strategic power (Porter, 2010; Kirmizi, 1998; Tanwar, 2013; Ulgen & Mirza, 2014).

Apart from the strategy model developed by Porter, one of the most accepted models is the model
developed by Prahalad and Hamel (1990). According to this model, the competitive strategy takes an
approach that emphasizes flexibility, continuous learning, and getting experiences from mistakes. The
model's most important strategic development element is determining the enterprise's competencies
and objectives. The enterprise's competencies include quality customer service, differentiation, and
adaptability to different areas. At the next stage, after determining competencies, the scope of their
application areas, market analysis, and customer expectations are determined, and predictions about
the sector are foreseen. The strategic intent created following these predictions should cover the goals
and vision of the enterprise.

Another model in competition strategies is the "New Time Strategy" by Adrian Slywotzky (1996).
According to this model, the classical understanding of competition is expressed as "tunnel vision".
According to this model, enterprises should further expand the boundaries of the sector in which they
are involved and develop competitive strategies to renew them. The focus of these developed strategy
systems is based on customer demands. Considering these demands, the most appropriate products
and services should be determined, and the most effective and competent practices should be applied.
In an ever-changing global world, enterprises should be renewed according to changes and
developments and develop new business designs within the strategy framework. They should always
take customer priorities into account.

The operational excellence strategy aims to achieve cost leadership, facilitate strategy operations, reduce
costs, manage business actions, and have quick and mass production processes. The product leadership
strategy aims to develop a culture of enterprises improving the quality of the product offered to the
market. Corporate disciplines developed by the strategy include product, talent, and research portfolio
management, marketing, and teamwork. Finally, the customer intimacy strategy aims to combine
customer information and intimacy of enterprises with operational flexibility to enable product
personalization, meeting special requests, and rapid response to requests.

In the Competitive Strategy model developed by Grant (1998), an approach to resources that mainly
covers human resources is adopted. These resources include financial, physical, human, and
organizational capital. According to this model, the system consists of resource analysis, evaluation of
capabilities, analysis of resources and capabilities that provide profitability, determination of strategy,
and enrichment of business resources and capabilities (Grant, 1998).

Rapid developments globally, increasing competition among enterprises, and providing quality
consumer requirements, efficient and minimal cost delivery of materials, products, or services to the
end-consumers make the logistics services and the sector important. Competition in logistics has
required companies to improve their quality and reliability. The logistics sector has a significant share
in providing both value advantage and efficiency advantage in the activities carried out by enterprises
from production to consumer. Within this context, the most crucial goal of the logistics sector is to
provide quality and low-cost services between supply practices, production, the distribution system,
and the market. These goals are the most important determinants of competition strategies in the
logistics sector. As shown in Figure 1, the logistics process is a process between material and information
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flow, and resources, supply, activities, distribution, and customer factors should be considered within
the framework of these two parameters when determining Competitive Strategies (Christopher, 1998).

Materials flow

Suppliers FF‘rocuremen'. 3 Operations [ Distribution M= Customers

Requirements information flow

Figure 1: Logistics Management Process
Source: (Christopher, 1998)

For logistics companies to be successful and maintain their sustainability in an increasingly competitive
environment, the generic competitive strategies implemented by businesses to reduce labour,
transportation, and stock costs, measure employee performance. It also needs to be evaluated customer
satisfaction and invest in warehouses, shelving systems, storage, information processing, and software
systems, vehicle fleet renewal, product diversity, and contract sales transactions (Laari, Toyli, Ojala,
2018).

Methodology

Increasing electronic commerce with the pandemic has also increased the need for logistics. Thus,
logistics companies understood they needed to develop their management strategies in an increasingly
competitive environment. The reason for choosing logistics companies in this study is to examine the
changing competitive conditions in the logistics sector, where the demand is the highest and most
intense.

The interview method will be used to evaluate logistics organisations' competition strategies during the
pandemic. The reason for choosing the interview method is to give flexibility to the answers given to
the questions. This way, respondents will be less constrained. Also, this method aimed to categorize
answers rather than questions. The questions were prepared considering the experiences gained from
the preliminary interviews and impressions before the survey design.

For the reliability of the test, the "test-retest" method has been applied (Middleton, 2022). The
questionnaire was repeated after three weeks, and the Spearman correlation coefficients were
calculated. Coefficients were observed to be changed between 0.80 and 0.98 with the p-values less than
0.05, which were all significant at a=0.05. Those results confirm the reliability of the whole study.

Limitations of the survey have been organized with only the randomly selected logistics companies in
Istanbul because the logistics operations in Turkey have been controlled from Istanbul. Thirty-five firms
have been selected randomly from the first 50 companies, which perform nearly the 75% of the total.
Participials consist of middle or senior managers.

According to the answers given by the participants after the interview, it will be evaluated to what
extent the competition strategies they apply in electronic commerce change the company's performance.
Furthermore, the results will be evaluated on how the companies affect their costs and customer
satisfaction due to the increasing demand for electronic commerce in the pre-and post-pandemic period,
and solution-oriented criticisms will be made.
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Question

Related Reference

1. Which management strategies has your company implemented pre- and post-
pandemic period?

(Smite et al.,2022)

2. How were logistics operations affected by your competitive strategies?

(Raj et al., 2022)

3. How has the competitive strategy you implemented after the pandemic,
especially in storage, distribution, and inventory management, affected your costs?

(Sumarliah, et al., 2021)

4. What competitive strategies do you apply to increase your market share in
electronic commerce?

(Reardon et al., 2021)

5. What are the consequences of competition strategies you apply during the
pandemic that positively impacts your company?

(Torres Montoya et al.,
2021)

6. How do you evaluate the management strategies you implemented in logistics
operations before the pandemic?

(Raj et al., 2022)

7. Have you used digital technologies in competitive strategy during the pandemic?

(Bettiol et al.,2021)

8. How have competitive strategies you implemented in logistics operations
changed your customer satisfaction during the pandemic?

Schleper et al.,2022)

9. How have your new competitive strategies impacted supply chain agility?

(Raj et al., 2022)

10. Which different competitive strategies are you aiming to implement in electronic

(Orji et al., 2022)

commerce in the period after the pandemic process?

Results

According to the interview, ten questions are asked of the participants. Participants were selected from

people between the ages of 30-45 who have worked in the logistics industry for at least five years. No
gender difference was observed. According to the participants' answers, it was observed how the
changing conditions in the logistics sector after the pandemic affected the competitive strategy.
Considering the answers given by all companies to the first question, some participants stated that they
communicated with customers, customer visits, and the service they provided transparently to
customers in the pre-pandemic period. For example, customers allowed their cargo to be seen whenever
they wanted to load it.

Among the answers given, it was stated that a more comprehensive and wider study was started in the
field of e-commerce with the strategic methods applied by their companies after the pandemic.
However, with the positive effect of the company's work, it was stated that the workflow processes
were defined as faster and more functional. Another company has not observed that the electronic
commerce in which they work in their home office continues and progresses due to the orientation to
the virtual network in this process. Another firm is that the digitalization process highly influences its
working models. Online tools have announced 30% of external stakeholder promotions.

Another participant stated that they continue their meetings online, even though they are not very
involved in processes such as working from home, because they are interested in health logistics. Apart
from these, he stated that they did a lot of work in terms of both material and measure due to the
pandemic process in the hospital, and as a result, COVID-19 floors were opened, and staff employment
increased. In the answers to the second question, company x stated that its logistics operations positively
affect its competitive strategy and are more trust oriented. It has also enabled customers to reach more
audiences by sharing in digital environments in their communities.

Among the answers given to the second question, the answer given by another company explained that
their competitive strategies do not negatively affect their operations due to being a corporate company.

In addition, another company stated that, in parallel with the previous company, its competitive
strategies had developed positively after the more active use of electronic commerce in the logistics
operation service network. In addition, they have transformed into the potential to provide more service
in less time. Another firm, considering the situation in terms of costs, stated that the increasing serious
costs caused the manufacturers to add logistics companies to their structure.

On the other hand, a company engaged in health logistics talked about the supply of patients and stated
that it is a part of this health tourism, and they also supply medicines and devices. In the answers to the
third question, one firm stated that the costs did not increase much, while another stated that the costs
increased. Another company that answered the third question stated that all competitive strategies
reduced the costs at a high rate in the logistics operations they developed and continued during the
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pandemic period. In addition, the expense study carried out in the active e-commerce system
determined that the costs decreased noticeably.

Another company has announced that they carry out free storage and handling processes of the
products transported by the customer in their warehouses. They also stated that they not only give the
best price for the products bought from anywhere in Turkey to the customs destination abroad but also
ensure customer satisfaction and safe transportation by keeping the distribution costs at a minimum.
Another company official said that he bought a lot of masks that had a storage process. Then, when the
person wants to procure the product, they demand what is right from the hospital's system, and after
this process, everyone is given the necessary products.

Among the answers to the fourth question, the company representative Although it is a sector that
provides face-to-face services, small outpatient clinics can be held online. Moreover, it works
meticulously on the advertisements of corporate communication units. Apart from these, he stated that
with the pandemic, home health services processes were established to serve patients at home. Among
the answers to the fourth question, it has been observed that many participating companies have not
yet switched to electronic commerce during the pandemic. However, regarding the fifth question, it was
observed that the competitive strategies implemented by most participant company officials during the
pandemic positively affected their companies.

In addition, the answer given by the company was that they made more promotions, especially using
digital tools and that they provided our promotions, especially by reaching distant geographies at a
higher frequency. Finally, they stated that they implemented faster and less costly organizations using
digital tools. On the other hand, another company wanted to ensure the company's annual budget and
money flow in this period. Additionally, the company provided its turnover flow instead of making a
profit in the works; they sometimes took projects at a loss for serious competition.

On the other hand, some companies stated that they were adversely affected. For example, a company
has experienced serious problems with cost-oriented customers. It was stated that price and cost
increases that are not under their control are not accepted. Among the answers given to the sixth
question, they could have done the agility, quick decision-making, and adaptive style we have shown
now. Among the answers to the sixth question, some companies stated they could do agility, quick
decision-making and adaptation in the pre-COVID -19 situation. They stated that they saw that the
company had entered a process where they had to adapt to the speed and development of e-commerce,
especially by introducing quick commerce logic into their lives and taking faster action.

In the seventh question, in the answer given by one of the companies, they stated that they took digital
technologies to the centre during the pandemic period. As a result, it has conserved Customer
Relationship Management, and the capacity of performance of the operations and human resources
have been increased for the organizations.

Another company replied that Digital technology is very important for advertising and accurate and
quality service. He stated that competitive advantage is achieved after this sector's follow-up and
supply of devices and new inventions. Among the answers to the seventh question, their company has
had three main strategies for the last five years. They are investing in people, sustainability, and
digitalization. Therefore, they stated that the pandemic shows how well they are on the right track.

The answer given by another company stated that they allocated a large budget to the development of
digital technologies, and this situation increased their competitive advantage by improving customer
service during the pandemic period.

When it comes to the eighth question, the answer given by the company representative was that they
further strengthened their ties with their value-oriented customers who care about long-term
cooperation and partnership. In addition, another firm stated that they further strengthened their ties
with their value-oriented customers who seek long-term cooperation and partnership. Finally, another
firm stated that due to the serious shrinkage, they are trying to establish closer contact with many of
their companies and to make their customer portfolio permanent.

Most of the answers given by the participants to the ninth question were that competitive strategies
increase supply chain agility. It has also been stated that it has a positive effect. Many companies today
build their supply chain on agility. One of the main reasons for this is that it provides a competitive
advantage in the national and international markets.

As for the answers to the tenth question, companies preferred speed, more globalization, efficient
inventory management, and more digitalization in e-commerce after the pandemic. That is most
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probably because of the long distances and diversification of the services. That shows a willingness the
adaptation to the new era as well.

Volume/Level
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Figure 2. Model of Results

Figure 2 summarizes the questionnaire results concerning the answers to the questions regarding the
keywords repeated most frequently. Figure 2 also displays the change in the level of the answers with
the same keywords. Results also give the answers to the research questions RQ1, RQ2, and RQ3 much
wider than a single answer.

Conclusion

This study discusses how competitive strategies in the logistics sector can change cyclically and the
effects of these changes on the sector. The study's practical implications guide the managers in the light

of real-life examples. Its managerial implications, on the other hand, will contribute to the theory.

This study includes the competitive strategies implemented by logistics companies during the
pandemic period. It is explained in detail in the results section. For further studies, the competitive
strategies applied by logistics companies in the post-pandemic period can be investigated, and the
results can be compared with the current study. However, since the logistics companies in this study
were examined, it also sheds light on the competitive strategies that other logistics companies operating
in the sector will implement during the pandemic.

According to the answers given to the participants, they have invested more in digitalization after the
pandemic period. Since this is a requirement of globalization, it may have significantly increased
investment costs. However, it seems that supply chain performances have increased with digitalization.
In addition, this situation has provided a competitive advantage by increasing the performance of the
processes. Therefore, customer satisfaction has increased because of the management strategies
implemented compared to the pre-pandemic period.

This study includes the pandemic period. Future studies will contribute to determining post-pandemic
competitive strategies. In addition, it will contribute to developing competitive strategies in the sector
for logistics companies. The next study will determine the changing competitive strategies post-
pandemic period, and the results can be compared with the current study.
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2010-2020 dénemi e-ticaret web siteleri literatiiriine sistematik bir bakis
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Abstract

In parallel with the increasing e-commerce usage rates worldwide, academic papers on e-commerce
have increased in the last decade. In this regard, in this study, the papers on e-commerce indexed in
the Web of Science (WOS) database between 2010 and 2020 are examined and discussed by journals,
published years, countries, sample size, main purposes, theories, variables and main findings.
Therefore, 70 selected research articles were examined. The selection criteria of these articles are to be
research articles and to collect data from consumers using e-commerce websites. Therefore, 70 selected
articles were examined and evaluated by using the content analysis method. As a result of the analysis,
selected articles are summarised in Appendix 1. The selected articles have some common inferences:
the reputation of websites, size of websites, familiarity, perceived ease of use, recommendations,
design, convenience, perceived usefulness, system quality, service quality and information quality in
e-commerce positively influence perceived trust and purchase intention of consumers. Also, the
perceived trust of the consumers positively affects their purchase and repurchase intention. Besides
that, perceived usefulness, perceived ease of use, perceived value and perceived risk are important
determinants of consumers' purchase and repurchase intention in e-commerce. Finally, perceived risk
negatively affects the perception and purchase intention of consumers.

Keywords: E-commerce, Websites, Literature Review, Web of Science (WOS)
JEL Codes: L.81, M31, Y10

Oz

Diinya genelinde artan e-ticaret kullanimina paralel olarak e-ticaret ile ilgili akademik makalelerin
say1s1 da son yillarda artis gostermistir. Bu kapsamda, bu calismada 2010-2020 yillar1 arasinda Web of
Science (WOS) veri tabaninda taranan e-ticaret ile ilgili makaleler yaymlandiklar1 dergi, yaymlanma
yili, verilerin toplandig: tilke, 6rneklem biiytikliigii, amag, teoriler, degiskenler ve temel bulgular
bazinda incelenmis ve tartistlmustir. Incelenen makaleler e-ticaret web sitelerini kullanan
tiiketicilerden veri toplanan arastirma makaleleridir. Secilen 70 makale icerik analizi yontemi
kullanilarak incelenmis ve degerlendirilmistir. Secilen makaleler Ek 1'de 6zetlenmistir. Secilen
makaleler analiz edildiginde, makalelerin bazi ortak cikarimlara ve bulgulara sahip oldugu
goriilmektedir. Ornegin, e-ticaret web sitelerinin itibari, web sitelerinin biiytikliigt, bilinirlik,
algilanan kullanim kolayligs, algilanan fayda, oneriler, tasarim, sistem kalitesi, servis kalitesi ve bilgi
kalitesi gibi faktorler miisterilerin algiladiklar1 giiveni ve satin alma niyetlerini pozitif yonde
etkilemektedir. Ayrica miisterilerin e-ticaret web sitelerinden algiladiklar1 giiven satin alma ve
yeniden satin alma niyetlerini pozitif yonde etkilemektedir. Bununla birlikte, algilanan fayda,
algilanan kullanim kolaylig, algilanan deger ve algilanan risk miisterilerin satin alma ve yeniden satin
alma kararlarinda 6nemli belirleyicilerdir. Son olarak, algilanan risk miisterilerin algisini ve satin alma
niyetlerini negatif yonde etkilemektedir.

Anahtar Kelimeler: E-ticaret, Web siteleri, Literatiir Arastirmasi, Web of Science (WOS)

JEL Kodlari: .81, M31, Y10
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Introduction

Technological innovations have recently increased internet usage, and people's lives have become easier
in many ways. In this regard, one of the most significant facilitating factors is e-commerce which allows
companies to reach potential consumers simply and expeditiously (Shiau and Luo, 2012).

E-commerce refers to conducting sales and purchasing activities in an electronic environment. In this
respect, e-commerce includes various systems like electronic data exchange (EDI) and electronic fund
transfer (EFT) which have been used since the 1970s (Baourakis and Kourgiantakis, 2002). However,
usage of e-commerce commenced increasing in the 1990s with the advancement of internet technologies
and especially the discovery of the World Wide Web (www). In this context, conducting business and
shopping over the internet has become easier and faster since the 1990s (Nanehkaran, 2013).

The Internet has transformed many things worldwide, like communication, sharing information,
conducting business, and people's shopping behaviour. Companies and consumers are quickly
adapting to these transformations offered by the internet. Therefore, nowadays, there are millions of
internet and e-commerce users worldwide (Statista, 2022).

In this perspective, a similar phenomenon is observed considering the academic papers within the
internet and e-commerce advancements framework. With the widespread use of e-commerce, the
subject of e-commerce has been discussed more over the years in academic papers. In this case, e-
commerce has become a topic that has attracted more attention, especially since 2010. Thus, this study
examines papers on e-commerce indexed in the Web of Science (WOS) between 2010 and 2020. Selected
70 research articles collecting data from consumers were examined in the context of journals, published
years, countries, sample size, main purposes, theories, variables, and main findings.

Purpose and method

The main objective of this study is to examine research articles written about e-commerce on the Web
of Science. For this purpose, 70 selected research articles published in 2010-2020 were examined. The
most significant criteria in selecting these articles are research articles and collecting data from
consumers using e-commerce websites. Therefore, content analysis is used to evaluate and examine
articles in this context. Initially, selected articles were evaluated in the context of journals in which they
were published (Table 2), publication years (Figure 2), sample size, and countries where the data was
collected (Table 3). After that, the main purpose of the articles, theories, dependent and independent
variables, and main findings was presented in (Appendix 1). From this perspective, the findings of the
selected articles are summarised below.

Findings

With the scope of this study, a search was carried out by topic using the e-commerce keyword. In this
regard, the distribution of e-commerce papers in Web of Science between 2010 and 2020 is shown in
Table 1.

Table 1: Distribution of Papers

Types of Paper Number of Papers %

Articles 8,482 47,3
Proceeding Papers 8,356 46,6
Book Chapter 455 2,5
Review Article 345 1,9
Editorial Materials 135 0,7
Early Access 54 0,3
Meeting Abstracts 49 03
New Items 20 0,1

Others 49 0,3
Total 17.945 100

Source: Web of Science

As a topic searched on the Web of Science, E-commerce has 17.945 papers between 2010 and 2020.
However, 8.482 (47,3%) of these papers are articles that constitute the sample of this study. Additionally,
the distribution of articles according to publication years is shown in Figure 1.
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Publication Years of Articles
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Figure 1: Distribution of Articles by Years
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According to Figure 1, the number of articles about e-commerce has increased over the years. While 443
articles related to e-commerce were published in 2010, 1.604 articles were published in 2020. Compared
to 2010, the number of published articles approximately quadrupled in 2020. In this regard, it is
estimated that the number of published articles on e-commerce will increase in the coming years
because companies and consumers are being integrated with e-commerce more over the years, which

leads to an increased usage of e-commerce.

In this study, 70 research articles are examined in detail. Articles were selected based on the criteria they
had written on e-commerce and gathered and analysed consumer data. In this context, the distribution
of journals in which selected articles are published is shown in Table 2.

Table 2: Distribution of Journals

Journals

Number of Articles

Computers In Human Behavior

Electronic Commerce Research and Applications
International Journal of Information Management
Journal of Retailing and Consumer Services
Tourism Management

Decision Support Systems

Online Information Review

Journal of Electronic Commerce Research
Internet Research

Journal of Business Research

Management Information System

International Journal of Electronic Commerce
Sustainability

Information and Management

Tourism Review

Telematics and Informatics

Journal of Service Management

Journal of Travel Research

Journal of the Association for Information System
Journal of Destination Marketing and Management
Information System Journal

British Food Journal

Service Business

Journal of Hospitality and Tourism Technology
Journal of Enterprise Information Management
Journal of Management Information System
Information Systems Journal

Nankai Business Review International

Journal of Global Information Management
Technological Forecasting and Social Change
Journal of Computer Information Systems

O

g I T N I I N R I S I S I S e = )

Total

N
[=)
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According to Table 2, research articles from a total of 32 different journals were examined.
Correspondingly, the highest number of articles are published in the Computers in Human Behaviour
(12,8%), Electronic Commerce Research and Applications (11,4%), International Journal of Information
Management (8,5%), Journal of Retailing and Consumer Services (8,5%), Tourism Management (4,2%),
Decision Support Systems (4,2%), Online Information Review (4,2%), Journal of Electronic Commerce
Research (4,2%). Other journals listed in the table constitute 41,4% of the articles.

There are two criteria for article selection. First, only research articles are selected for evaluation.
Secondly, articles that have collected consumer data are considered for assessment. In addition, the
publication years of the examined articles are shown in Figure 2.

Publication Years of Selected Articles
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(o)}
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Figure 2: Distribution of Selected Articles by Years

According to Figure 2, 14 of the selected articles were published in 2016, 10 articles in 2011, 8 articles in
2010, 7 articles in 2012, 6 articles in 2017, 6 articles in 2020, 5 articles in 2014, 4 articles in 2015, 4 articles
in 2019, 3 articles in 2013, and 3 articles were published in 2018.

Considering the sample size, the articles with the highest number of samples are respectively (Agag and
El-Masry, 2017): 1.431, (Hsiao, Lin, Wang, Yu and Lu, 2010): 1.219 and (Rodriguez and Trujillo, 2014):
1.096. However, the articles with the least number of samples are (Weisberg, Te'eni and Arman, 2011):
115, (Yoon and Occena, 2015): 94, and (Hasan, 2016): 93. Additionally, the average sample size of 70
articles is 398. In addition, the data were collected by using the online survey in the selected articles.

The distribution of the countries where the data of articles were collected and applied is shown in Table
3.
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Table 3: Distribution of Countries

Countries Number of Articles %

USA 15 21,4
China 14 20
Taiwan 8 11,4
South Korea 8 11,4
Spain 6 8,6
Egypt 3 43
Malaysia 2 2,8
Germany 2 2,8
India 2 2,8
North Ireland 1 1,4
England 1 14
Italy 1 14
Greece 1 14
Saudi Arabia 1 14
Portugal 1 14
United Arab Emirates 1 1,4
China/India/Malaysia 1 14
Israel 1 14
Australia 1 1,4
China/Finland 1 14

Total 70 100

In parallel with e-commerce statistics worldwide, USA and China are the most studied countries in the
research sample. According to Table 3, 15 articles collected data in the USA, while 14 articles collected
data in China. Other mostly studied countries listed in Table 3 are Taiwan, South Korea, Spain, and
Egypt, from which 8, 8, 6, and 3 articles collected data from those countries, respectively. Other countries
with the number of articles are shown in Table 3. Based on these statistics, the USA, China, Taiwan, and
South Korea are largely researched countries on e-commerce compared to other countries.

The word cloud regarding the most frequently used variables in the selected articles is shown in Figure
3.

Perecived ability {PUSE 10 wr3b51tes

atlsfwmpercewed ease of use
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Figure 3: Word Cloud of Variables

According to the word cloud, the most used variables in the examined articles are purchase intention,
perceived usefulness, perceived ease of use, trust, satisfaction, perceived web quality, e-loyalty,
perceived web reputation, perceived risk, and E-WOM.
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The articles were also investigated according to fundamental theories, and in this context, the commonly
used theories in the selected articles are shown in Figure 4.

THE MOST USED THEORIES

16 15

14 14
14

12

10 9

Theory of Theory of Technology ISsuccess Signaling Prospect UTAUT2 Innovation  Social
planned  reasoned acceptance  theory theory theory diffusion capital
behavior action model theory theory

Figure 4: The Mostly Used Theories in Articles

According to Figure 4, the theory of planned behaviour, the theory of reasoned action, and the
technology acceptance model are used in 15, 14, and 14 articles, respectively. These three theories are
highly used in articles in the research sample to sketch a theoretical framework. Other theories used in
the articles are exhibited in Figure 4. Apart from these theories, complexity theory, adaption level
theory, Hofstede's cultural typology, social learning theory, configuration theory, cognitive cost theory,
transaction cost theory and expectancy-value theory were used as the ground theories in the articles.

Results and discussions

Internet and e-commerce are increasing worldwide, expanding the number of academic papers.
Especially after the years 2010, the subject of e-commerce has started to be discussed more than before.
Therefore, interest in academic articles on e-commerce has been growing rapidly. For instance, the
number of articles on the Web of Science has approximately quadrupled from 2010 to 2020. Therefore,
the main goal of this study is to assess research articles about e-commerce in Web of Science. In this
regard, 70 research articles, those that collected consumer data, were selected.

The selected articles are examined and evaluated with the content analysis method. Firstly, the selected
articles were examined in journals, publication years, sample size, countries where the data was
collected, main purposes, used theories, dependent and independent variables, and main findings. The
analysis of previous studies on e-commerce offers some important insights for future studies. Therefore,
this study is expected to guide future research about e-commerce.

Some common points were determined when considering the articles' main purposes. One of the most
general-purpose is to identify the factors which affect consumers' purchase intention in e-commerce.
Another major objective of the selected articles is how various features of e-commerce websites, such as
system quality, service quality, information quality, design, size, content, etc., influence consumer
perceptions and purchase intention. In addition, the selected articles aimed to investigate the factors
affecting the consumers' perceived trust, perceived risk, satisfaction, and loyalty in e-commerce. Also,
some articles investigated the effects of perceived usefulness, perceived ease of use, reputation, and
quality of e-commerce websites on consumer perception, purchase, and repurchase intention. All these
purposes are mostly discussed in the context of the theory of planned behaviour, theory of reasoned
action, technology acceptance model, information system success theory, and signalling theory.

The main findings of selected articles were evaluated, and there are also common inferences. For
instance, several articles found that trust in websites or e-commerce platforms positively influences
consumers' purchase and repeat purchase intention. Therefore, consumers who trust websites more
tend to stay longer on e-commerce websites, increasing the probability of purchase. However, the
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consumers who trust e-commerce websites less desire to inform more to avoid uncertainty, and the
probability of purchase decreases. Another main finding is consumers' purchasing experiences, the
reputation of websites, size of websites, familiarity, perceived ease of use, recommendation,
convenience, perceived usefulness, and website quality in e-commerce positively affect online trust and
purchase intention.

Perceived risk, perceived trust, perceived usefulness, perceived ease of use, perceived value, and
website reputation are significant factors of purchase and repurchase intention of consumers in e-
commerce. Perceived risk negatively influences consumer perception and purchase intention. Also,
service quality, system quality, information quality of websites, and relationship quality in websites
significantly influence the trust, satisfaction, purchase, and repurchase intention of consumers. In these
factors, if e-commerce websites are perceived as low quality, consumers do not shop and leave the
websites quickly, which means a high bounce rate.

The signal theory could explain the prominence of factors of e-commerce websites, such as purchasing
experiences, perceived ease of use, and perceived usefulness in the selected articles. This theory
provides a practical framework for explaining how external signals influence consumers' decisions (Li,
Fang, Wang, Lim and Liang, 2015). Especially in e-commerce, there is an information asymmetry
between consumers and sellers. Therefore, the signals consumers receive from e-commerce websites-
platforms help them make an accurate evaluation. In this context, the prominent factors in the selected
articles play a significant role in consumers' evaluation process of e-commerce websites-platforms,
perceived trust, and purchasing decisions (Chen, Huang, Davison, and Hua, 2015).

Although some articles deal with different dimensions of e-commerce in the selected articles, since the
articles collected data from consumers, the articles focused heavily on how various features of e-
commerce website platforms affect consumers' perception and purchase decision-intention. In this case,
quality, usability, ease of use, reputation, and size are e-commerce website-related factors. On the other
side, perceived trust, perceived risk, e-loyalty, satisfaction, purchase intention, and repurchase intention
are attributed to consumer behaviour.

In addition to the prominent aspects in the selected articles, there are also differentiating aspects. For
example, some articles focused on diverse dimensions of e-commerce for vendors and consumers. Some
of these dimensions and accompanying articles are relationship quality (Zhang et al., 2011; Liang et al.,
2011), structural assurance (Bock et al., 2012; Lu et al., 2010), information asymmetries (Wells et al.,
2011), justice (Chiu et al., 2010), website personality (Rezaei et al., 2016), and culture (Hallikainen and
Laukkanen, 2018; Diaz et al., 2020) (Please see Appendix 1 for other factors). These dimensions of e-
commerce can be discussed primarily in future studies.

In addition to its contributions, this study has certain limitations, such as several selected articles.
Another limitation is to search the articles only from the Web of Science Database. Thus, future studies
can be conducted using a different database such as Scopus, EBSCO, etc., and more articles can be
analysed. Also, bibliometric analyses could be performed in future research. Apart from this, future
studies can focus on the single dimension of e-commerce which will provide in-depth comprehension
and evaluation of the subject. In this study, the search was carried out by topic using the e-commerce
keyword. Therefore, future studies can search articles within the scope of title, abstract, and keywords.
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Authors
& Year

Main Purpose

Theories

Variables

Main Findings

Lu et al. 2010

[To understand which factors affect trust in online
lcommunities and websites, and how these affect
the purchase intention of consumers.

[Theory of planned behaviour,
transaction cost theory

Familiarity, perceived similarity, structural
lassurances, trust propensity, integrity, benevolence,
lability, intention to get information, purchase
lintention

[The factors of trust in online communities and e-commerce websites
[positively affect getting information and purchase intention.

[To find out the impact of personal innovativeness,
imobile payment knowledge, MPS characteristics

[Technology acceptance model, theory

Innovativeness, M-payment knowledge, mobility,

It has been found that strong predictors of intention to use mobile

IKim etal.  |(mobility, reachability, compatibility, convenience), . reachability, compatibility, convenience, perceived [payments are perceived ease of use and perceived usefulness. Also,
. . o of planned behaviour, Theory of : . . e . - , .
2010 [perceived ease of use, and perceived usability on reasoned action lusefulness, perceived ease of use, intention to use M- compatibility is not the main explainer of consumers' mobile
Imobile payment usage intention in online [payment lpayment adoption
shopping.
. Perceived ability, perceived benevolence/integrity,
[To examine why consumers trust product . i, . ; . . . . . .
. . perceived critical mass, perceived web reputation,  [Perceived benevolence/integrity, perceived ability, perceived
. recommendations on e-commerce websites and R X R R L. K e
[Hsiao et al. . . . . . perceived web quality, perceived institution lcritical mass and trust in a website's significant antecedents of trust
social shopping networks, and what is the impact |Not available . . L . .
2010 . . . lassurance, trust in product recommendation, trust in fin product recommendation. Also, trust in product
lof trust in product recommendation and trust in . . . . . . s R s
. . . [websites, intention to purchase a product, intention |[recommendations affects purchase intentions from websites.
websites on purchase intention. )
to purchase a product from the websites
Learning theories, expectancy-value
[To understand consumers' expectations and theories, attribution theory, theory of . . . . . s
. . pectar . . ¥ y [Three dimensions determined for web service quality which is
[perceptions of web service quality in online reasoned action, theory of planned . . . . . . . .
R . ] R R [Perceived risk, website content, service convenience, [perceived risk, web content and web convenience. Although less
[Udoetal. [shopping, to determine web service quality [behaviour, technology acceptance . . . . . . . . o . .
. . . - IPC skills, web service quality, behavioural intention, [perceived risk can lead to the positive perception of web service
2010 dimensions, and also to understand the impact of |model, unified theory of acceptance . . - . . . . i
. . . . . . satisfaction lquality, it does not necessarily translate into satisfaction or positive
web service quality dimensions on consumer land use of technology, information g . !
. . . . . behavioural intention.
satisfaction and purchase intention. systems continuance model, IS
success model
[To evaluate what are the consumer perceptions to
[purchase over the internet and how to purchase .
. . Internet acceptance, internet use frequency, . . . .
lexperience moderate these relations. Also, they try . . . . . . [They found some differences among experienced and inexperienced
. . [Theory of planned behaviour, satisfaction with the internet, perceived self- . : PP
[Hernandez [to understand the effect of internet acceptance, . - . luser groups in e-commerce perceptions. Also, their findings
. . . . technology acceptance model, social |efficiency, perceived ease of use of e-commerce, .
letal. 2010  [internet use frequency, satisfaction with the . . . demonstrated that consumer behaviour changes because of
. . . . cognitive theory perceived usefulness of e-commerce, attitude to e- . - .
linternet, perceived self-efficiency, perceived ease of . . levolving consumer perceptions based on experiences.
. . . commerce, future purchase intention
luse, perceived usefulness and online shopping
lexperience on future purchase intention
. . . . . . e L. [Trust positively affects buyers' intention to repeat purchase. Also,
. [To assess antecedents of trust in online auctions Justice theory, equity theory, social ~ [Distributive justice, procedural justice, interpersonal |,. . P S y. Y PP peatp e
Chiu et al. . . o~ L . e O distributive justice, procedural justice, interpersonal justice, and
land the effect of trust on repeat purchase intention |exchange theory, unified theory of [justice, informational justice, bidding justice, trust, | . o L e
2010 N . . . . linformational justice are significant components of bidding justice
lin online shopping lacceptance and use of technology repeat purchase intention -
that positively affect trust.
Consumers who trust websites more tend to be influenced by web
. . [To understand moderating and mediating effect of . . . . . advertisement more and therefore they stay longer on e-commerce
IKim, Kim, R L. . [Perceived informativeness, perceived entertainment, . . .
trust and product involvement towards websites in[Theory of reasoned action, . i websites. However, consumers who trust less, desire to inform more
land Park, R . R K 1. product involvement, trust toward websites, . . . R
relation to the impact of web advertisement on lelaboration likelihood model A . lto avoid obscurity. Also, consumers with higher product
2010 . . lintention to purchase . . .
[purchase intention linvolvement tend to shop in malls, where they can obtain more
linformation about products.
[To test the relationship between social norms g - . .
. . p betw! 1 . [Family influence, media influence, friends influence,
(normative commitment) and perceived enjoyment . . . . . . . . . .
. . [Theory of reasoned action, self- social norms (normative commitment), perceived ~ [While the impact of social norms is stronger in the female, the
[Hwang, 2010 |(affective commitment) on e-commerce system - . . . . . . - . .
. determination theory lenjoyment (affective commitment), gender, intention [impact of perceived enjoyment is stronger in male.
ladaptation. Also, they try to understand o use
imoderating effects of gender.
[Kimetal. [To figure out how does website's navigation Not available Navigation functionality, perceived security, |According to the results of the study, while perceived security and
2011 functionality, perceived security, and transaction transaction cost, trust, satisfaction, loyalty Inavigational functionality positively affect consumer trust,
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lcost affects consumer trust, satisfaction, and loyalty
lin online shopping. They used trust and
satisfaction as mediating variables. Also, loyalty is
lused as a dependent variable.

transaction cost has no effect on consumer trust. Also, consumer
satisfaction is an antecedent of consumer loyalty with a positive
leffect.

[To investigate the relationships between

[Theory of reasoned action, theory of

|According to the results, purchasing experiences positively affect

Weisberg et |purchasing experiences and intention to purchase ; . [Purchasing experience, social presence, trust, ? . . .
. o . planned behaviour, social presence | . lpurchase intention, and trust and social presence act as partial
jal. 2011 with the mediating effect of social presence and lintention to purchase . o . .
lrust theory imediator roles in this relationship.
|Acceptance of the internet, frequency of use of the
linternet, satisfaction with the internet, perceived self-
[Hernandez [To analyse how age, gender, and income moderate efficiency, ease of use of online shopping, the |According to the results, age, gender, and income do not moderate
A - . [Technology acceptance model . . . . A . .
letal. 2011  [consumers' online shopping behaviour. usefulness of online shopping, online shopping lconsumers' online shopping behaviour.
lattitude, current online shopping behaviour, future
lonline shopping behaviour, age, gender, income
|According to the results, distributive, procedural and interactional
[The main object of the study is to develop and Distributive justice, procedural justice, interactional justice are significant determinants of online trust. Besides that,
[Fang etal.  jextend DeLone and McLean's IS success model Jlustice theory, IS success model justice, trust, information quality, system quality, trust, net benefits, and satisfaction positively affect consumers'
2011 with justice theory (distributive justice, procedural v service quality, satisfaction, repurchase intention, net frepurchase intention in online shopping. Also, system quality,
justice, interactional justice). [benefit linformation quality, trust, and net benefits significantly influence
lconsumer satisfaction.
_— . . o |According to the finding, online relationship quality positivel
. . Vendor characteristic (perceived website usability, | gtot & , P quaity p Y
[To explain which components of vendor . . . . linfluences online consumers' repurchase intention. Also, while
- . . . . perceived expertise in order fulfilment, perceived . . g . .
Zhang et al. characteristics affect online relationship quality and . . . . . . - [perceived expertise in order fulfilment, perceived reputation and
. . . . Relationship marketing theory reputation), vendor behaviour (distrust in vendor . . s i . . .
2011 lhow does online relationship quality affects . . . . . . [perceived website usability positively affect online relationship
N . . [behaviour), online relationship quality, online . . . . . .
consumers' online repurchase intention? . . quality, distrust in vendor behaviour negatively affect online
repurchase intention . . .
relationship quality.
. Social support (emotional support, informational . . . .
[To understand how does social support, . PP .( . upp . . |According to the results, website quality and social support
. . . . . . [Theory of reasoned action, theory of [support), relationship quality (trust, satisfaction, o v g -
Liang et al. [relationship quality and website quality influence . . . . . . [positively affect consumers' intention to social commerce and
! . . ) planned behaviour, social support  |[commitment), website quality (system quality, . . . . . . -
2011 the consumers' future social commerce intention . . . . h lcontinuance intentions. In addition, relationship quality has a
- . . theory service quality), social commerce intention, o . . .
land continuance intention? . . . imediating effect in these relationships.
continuance intention
[To consider the relationship between website . . . .
. . P . . . . . . |According to the results, website quality affects perceived product
lquality and perceived product quality and to Information asymmetries, website quality, signal . . . -
Wells et al. . . . . . et . o : quality, which subsequently influences consumers' online purchase
understand the moderating effects of information [Signalling theory credibility, perceived product quality, intention to | ! . . . . . I
2011 . . s . . lintention. Besides, information asymmetries and signal credibility
lasymmetries and signal credibility of this [purchase from websites .
. . lhave moderating effects.
relationship.
|According to the findings, consumer satisfaction strongly, and
. . . . L. . . . lconsumer trust weakly affects consumer loyalty. Additionally,
[To determine and consider the factors that [Theory of reasoned action, User interface quality, information quality, perceived " b Y . . yary 4
. A . . . . . ; . [perceived security and perceived privacy weakly affect e-consumer
Eid, 2011 linfluence consumer trust, satisfaction and loyalty {technology acceptance model, security, perceived privacy, e-consumer satisfaction, [ . .
| h ! . satisfaction. However, they strongly affect e-commerce trust. Also,
lin B2C e-commerce. lexpectation-confirmation theory le-consumer trust, e-consumer loyalty . . L .
the interface quality positively influences e-commerce trust but,
linformation quality weakly influences e-commerce trust.
. . . . .. T . |According to the results, as an environmental characteristic, website
[To consider the relationship between individual Individual characteristic: impulsiveness, rems L . . :
Wells etal. | . . . . . . . - . . quality directly affects consumers' impulsive buying behaviour.
limpulsiveness, website quality, and impulsive Latent state-trait theory. environmental characteristic: website quality, urge to{ . . . . .
2011 . . . . Besides, highly impulsive consumers are more influenced by
buying behaviour. buy impulsively . . o .
website quality, both positively and negatively.
[To evaluate how utilitarian factors (perceived
. . [Technology acceptance model, IS . S O .
lusefulness, perceived ease of use), hedonic factors . . X . . |According to the findings, both utilitarian and hedonic factors
. . . . success model, expectation Perceived ease of use, confirmation, trust, percelved . . , . . .
Wenetal. |(perceived enjoyment) and social/psychological . . . . . . . [significantly explain consumers' online repurchase intention. Also,
. g . . confirmation theory, theory of lusefulness, satisfaction, perceived enjoyment, online e S ) .
2011 factors (trust, satisfaction, and confirmation) affect . . . . the utilitarian factors play a more significant role in online
\ . .. . reasoned action, marketing theory, [repurchase intention . .
lconsumers' repurchase intention in online repurchase intention.
. flow theory
shopping?
To consider the impact of reciprocity, reputation |According to the findings, consumer satisfaction, vendors'
Shiau and ,P ) recip Yr Tep ’ Bocial exchange theory, theory of Reciprocity, reputation, trust, vendors' creativity, creativity, and trust predict intention to online group buying. Also,
trust, and vendors' creativity on consumer . . . . . . . : : . . :
Luo, 2012 reasoned action satisfaction, intention to online group buying trust and consumer reciprocity primarily predict consumer

satisfaction and intention to online group buying.

satisfaction.
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[To figure out the effects of various e-commerce
websites' qualities on the consumers' utilitarian and|
lhedonic values in online shopping. Additionally,

System quality (security, accessibility), information
quality (variety, currency), service quality

|According to the findings, while utilitarian shopping values are

[Kim et al. . - . - P . affected by system and service quality, hedonic shopping values are
they try to consider the influence of consumers' IS success model (quickness, receptiveness), utilitarian shopping yey . quanty, pping var
2012 . [, . - . jaffected by information and service quality. That means service
[perceived utilitarian and hedonic values on Ivalue, hedonic shopping value, consumer A . A .
. . . . L . lquality is critical for both hedonic and utilitarian shopping values.
lconsumer satisfaction and online repurchase satisfaction, intention to repurchase
lintention.
[To consider how perceived trust and perceived
. P , . p . |According to the results, perceived trust has stronger impact than
. [price affects consumers' perceived value? Besides, . . . . . . . L . .
IKim, Xu and . . . . Prospect theory, mental accounting  [Perceived trust, perceived price, perceived value, [perceived price on consumers' online purchase intention. Also,
they investigate how perceived trust, perceived . . . . .
Gupta. 2012 theory purchase intention [perceived value has an important effect on online purchase

lprice and perceived value affect consumer
urchase intention?

lintention.

Benlian et al.
2012

[They try to analyse the model of product
recommendation and consumer reviews with the
four consumer beliefs which are perceived
lusefulness, perceived ease of use, perceived
laffective quality, trust) in the searched product and
lexperienced product.

ICognitive fit theory, technology
lacceptance model, theory of planned
[behaviour, social responses theory

Online product recommendation (OPR), online
consumer review (CR), product type, trusting beliefs
in OPR/CR, perceived usefulness of OPR/CR,
perceived ease of use of OPR/CR, perceived affective
lquality of OPR/CR, intentions to reuse OPR/CR,
lintention to purchase based on OPR/CR.

|According to the results, perceived usefulness and perceived ease of]
luse affect OPR more than CR. Also, trusting belief and perceived
affective quality influence CR more than OPR. Additionally, while
ICR was found to extract higher perceived affective quality, trust,
land perceived usefulness for experience goods, OPR was found to
lelicit higher effects on whole variables for searched goods.

[To investigate the common components of websites|

|According to the findings, the dimensions of websites usability

Lee and lusability and they also investigate the relationship IS success model Website usability, determinants of user perceptions, [strongly influence consumers' purchase intentions. As websites
[Kozar, 2012 [between these components and consumer purchase user perceptions toward a websites, action lusability increases, consumers tend to purchase from websites
lintention with the user perceptions. Imore.
[To consider the impact of perceived ease of use, the . - . .
. . . |According to the results, consumers' social comparison tendency in
tendency to social comparison and social presence . . . . . . . . . .
. . . [Technology acceptance model, social [Perceived ease of use, tendency to social comparison jonline shopping affects their perceived enjoyment of the website
lon perceived usefulness, and perceived enjoyment. . . . . . . i p .
Shen, 2012 - - . : comparison theory, social presence |online, social presence, perceived usefulness, land perceived usefulness. In addition, while social presence affects
[Besides, they investigate the effects of perceived . . . . . . . .
> . theory, flow theory perceived enjoyment, behavioural intention [perceived usefulness and perceived ease of use, perceived
lusefulness and perceived enjoyment on purchase . . . .
. . lenjoyment and perceived usefulness also affects purchase intention.
lintention.
. . . . |According to the results, trust is shifted from offline channels to
[To understand the impact of different antecedents [Perceived structural assurance on internet, word of A & . i R . .
. . . . . . L. lonline in multichannel retailers. Besides, perceived sanction of
Bock et al.  |of online trust for multichannel retailers with [Transference-based trust theory, imouth, offline trust, perceived efficiency of . L. R R .
L . A L . . . . . . lonline shopping increases online trust, and perceived website
2012 taking into account the moderating effects of information integration theory (IIT) [sanctions, perceived website quality, online trust, . b .
roduct tpes roduct tvpe, online purchasing intention lquality positively affects online trust. Also, product type plays a
P types. P ype P 8 imediating role between the trust antecedents and online trust.
|According to the results, experiential e-WOM, service quality
[To determine the antecedents of intention to online Professional e-WOM, experiential e-WOM, structuralfattitude, and relational embeddedness positively affect intention to
Cheng and  [group buying participation and to investigate the [Theory of planned behaviour, IS lembeddedness, relational embeddedness, system  |participate in online group buying for potential consumers.
[Huang, 2013 [relationship between these antecedents and success model quality attitude, information quality attitude, service |Additionally, structural embeddedness, relational embeddedness,
lintention and behaviour. quality attitude, intention, behaviour land system quality positively influence intention to participate, and
lalso intention positively influence online group buying behaviour.
[To investigate the effects of virtual atmospheric |According to the findings, e-store content has no impact on the
Floh and cues (e-store content, e-store design, e-store [E-store content, e-store design, e-store navigation,  [sopping enjoyment while, e-store navigation and e-store design
Madlbereer Inavigation) on impulsive buying behaviour in [Stimulus organism responses theory [shopping enjoyment, impulsiveness, browsing, [positively affect shopping enjoyment. Also, shopping enjoyment
bo13 8T lonline shopping. Also, they investigate mediating ((S-O-R) impulse buying behaviour, impulse buying [positively influence impulsiveness and browsing. In addition,
roles of shopping enjoyment, browsing and lexpenditures browsing and impulsiveness positively affect impulsive buying
limpulsiveness. lbehaviour of consumers.
. . . |Access convenience, search convenience, evaluation [According to the results, they determine the five components of
Jiang etal. [To determine the key convenience components of . . . . . . . . . .
b013 online shoppin ISERVCON (Service convenience) convenience, transaction convenience, possession  fconvenience which are access, search, evaluation, transaction,
PPIng. convenience, post purchase convenience ossession and post purchase convenience.
. . ey [Utilitarian benefits (product offering, product |According to the results, both utilitarian and hedonic values of
[To investigate the effects of both utilitarian and - its (produ . &P . ng e resu e vaus .
. . . information, monetary saving, convenience), hedoniciconsumers positively influence repeat purchase intention in online
Chiu etal.  |hedonic values of consumers on repeat purchase  [Means-end chain theory and prospect . e D . . . . .
. . . . ) [benefits (adventure, gratification, role, best deal, shopping. Besides, a higher level of perceived risk decreases the
2014 fintention. Also, they investigate the influence of  |theory o ) . | e . . .
. . . . social, idea), perceived risk, repeat purchase limpact of utilitarian value and increases the impact of hedonic value
[perceived risk on repeat purchase intention. X . . .
intention lon repeat purchase intention.
. [To find out determinants of purchasing behaviour - . . . . . . .
Rodriguez . . . [The extended unified theory of Performance expectancy, effort expectancy, social ~ |According to the results, trust, price saving orientation, habit, ease
... |from low cost carrier websites by using the A e " . N . ; A
land Trujillo, . lacceptance and use of technology influence, facilitating condition, hedonic motivation, |of use, social factors, hedonic motivation, and performance and
lextended unified theory of acceptance and use of . : . . : . . ; . .
2014 (UTAUT2) price-saving orientation, behavioural intention, habit,expended efforts are determined as key components of purchasing

technology (UTAUT?2).
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trust, information quality, perceived security,
erceived privacy use behaviour

behaviour. Among these components habit, ease of use, and online
urchase intention are determined the most significant ones.

[To consider the moderating effect of perceived

Perceived effectiveness of e-commerce institutional
imechanisms (PEEIM), satisfaction with vendor, trust

|According to the results, the perceived effectiveness of e-commerce
linstitutional mechanism (PEEIM) negatively moderates the

[Fang etal.  leffectiveness of e-commerce institutional P t th th £ trust in vendor, repurchasing intention, website quality, [relationship between trust and online repurchase intention. Besides,
2014 imechanism (PEEIM) to the relationships between rospect theoty, theory ot trus reputation, familiarity with the vendor, satisfaction [the perceived effectiveness of e-commerce institutional mechanism
satisfaction, trust and online repurchase intention. (internet), gender, income, education, expertise, (PEEIM) positively moderates the relationships between trust and
roduct characteristic satisfaction.
|According to the results, satisfaction with sellers and websites and
ITo investigate the antecedents of repurchase Reputat-ion of website, pcheive-d size of website, ‘ Perceiyed quality of websi’tes‘ Positively affe‘ct the onli-ne repu‘rchase
. L . . reputation of seller, perceived size of seller, trust in fintention of consumers. Additionally, perceived website quality and
Hsuetal. fintention in e-commerce websites for group buying IS success model website, trust in seller, perceived quality of website, [perceived seller quality strongly influence satisfaction from website
2014 behaviour by using the Delone and Mclean IS ! ' P quanty - P quatity &Y

success model and literature of trust.

perceived quality of seller, satisfaction with website,
satisfaction with seller, repurchase intention

land seller. Finally, while the perceived size of websites positively
laffect trust in website, the reputation of the website and seller
strongly influence trust in the website and seller.

Clemes et al.
2014

[To develop a theoretical research model and
linvestigate the key components which affect
shopping adoption on e-commerce of consumers.

Not available

Website factors, perceived risk, service quality,
convenience, price, product variety, consumer
[resources, subjective norms, product guarantee,
demographic characteristic, online shopping
ladoption

[Findings show that they identified seven significant components of
lonline shopping adoption. These components are perceived risk,
lconsumer resources, service quality, subjective norms, product
[variety, convenience, and website factors.

[To assess the effects of perceived privacy,
[perceived security, and information quality on

Perceived privacy (internet privacy concern,
familiarity with the website, disposition to third-

[Findings show that perceived value and trust significantly affect the
lonline purchase intention of consumers. Perceived information
lquality and perceived security are the main predictors of perceived

[Ponte et al. [trust. Besides, they try to consider the impact of . . party certification, understanding of seals), perceived o . . .
. . Prospect theory, signalling theory . . . L O trust. Additionally, perceived security depends on website
2015 trust and perceived value on online purchase security (security policy, website investment, vendor |. : L .
3 . . . . . . investment, reputation of vendor, assurance seal, famlharlty with
lintention. Also, they determine antecedents of reputation, assurance seal), information quality, L X R .. K
. . . . . . the website, internet privacy concern, and disposition to third-party
[perceived privacy and security. trust, perceived value, purchase intention e
lcertification.
. |According to the results, utilitarian and hedonic features of the
[0 develop and test a theoretical model of website s? ificantly impact e-loyalty. Hedonic features influence
Bilgihan and [utilitarian and hedonic features of website, [Hedonic features, utilitarian features, affective en yump yalty

Bujisic, 2015

lconsumer commitment, consumer trust, and
lconsumer loyalty in e-commerce.

[Theory of planned behaviour

commitment, calculative commitment, trust, loyalty

affective commitment more while utilitarian features influence
lcalculative commitment. Also, affective and calculative commitment
laffects trust and trust is significant for e-loyalty.

[To develop and test a C2C e-commerce trust model
which consists of four components that are natural

Natural propensity to trust, perception of website

|According to the results, perception of website quality and third-

[Yoon and ropensity to trust, perception of website quality, . . . i . - .
prop \ Y ust, pErception Y social network theory quality, others' trust of buyer/seller, third-party [party recognition significantly influence the trust in e-commerce.
Occena, 2015 jothers' trust of buyer/seller, third-party " . ) .
-, o . . recognition, trust in C2C e-commerce, gender, age  |Also, age plays a moderating role in trust.
recognition. In addition, they investigate the role of
gender and age.
|According to the findings, trust in platform positively influences
trust in sellers and trust in seller positively affects consumer
[To consider the moderating effects of perceived [purchase intention in e-commerce. Besides, perceived effectiveness
leffectiveness of e-commerce institutional Perceived effectiveness of e-commerce institutional [of e-commerce institutional mechanisms negatively moderates the
Chenetal. |mechanisms (PEEIM) and perceived website [Trust transfer theory, signalling imechanisms (PEEIM), trust in platform, trust in relationship between trust in platform and seller while it positively
2015 lquality of the seller on the relationships between  [theory seller, perceived website quality of the seller, imoderates the relationship between trust in seller and online
trust-in-platform, trust-in-seller, and purchase purchase intention [purchase intention. Also, perceived website quality negatively
lintention in C2C e-commerce. imoderates the relationship between trust in platform and seller,
whereas it positively moderates the relationship between trust in
seller and online purchase intention.
. s . |According to the findings, innovation diffusion theory and
. . e Relative advantages, compatibility, perceived ease of .
[To develop and test a comprehensive model and  [[nnovation diffusion theory, . . . . technology acceptance model with trust ensure the proper model to
|Agag and El- . . . . |use, perceived usefulness, intention to participate, . . . . . . i
determine the antecedents of intention of consumer|technology acceptance model, social . I . [participate intention of consumers. Participate intention positively
imasry, 2016 . . . . - lattitude, trust, religiosity, intention to purchase, . . D
lto participate in online community. constructivist theory ", laffects purchase intention costumers and e-WOM. Also, religiosity
positive WOM L . . .
lis significant for the behavioural intention of consumers.
. . . . [Results indicate that trust, satisfaction, and relationship
[To determine which factors influence online . . . . . . epils
L . . o . Information quality, system quality, service quality, {commitment are the key antecedents of consumers' stickiness
Wang et al. [consumers' intention to commit to specific group —|Commitment-trust theory, IS success . . . . 2| . . i .
. s . p . perceived value, consumer satisfaction, relationship (fintention. Also, perceived value positively influences consumer
2016 buying website in online group buying. For this  jmodel

reason, they focused on B2C e-commerce by

commitment, trust, stickiness intention

satisfaction, and perceived value and consumer satisfaction have a
significant positive impact on relationship commitment and trust.
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lintegrating the framework of the e-commerce
success model and commitment trust theory.

Besides, system, information and service quality positively
linfluence both perceived value and consumer satisfaction.

[To develop and test a comprehensive model which

|According to the results, trust is the most significant determinants

Bilgihan, . . . - [Hedonic features, utilitarian features, flow, brand  jof e-loyalty for Gen Y in e-commerce. Additionally, brand equity
clarify how Gen Y is loyal to e-commerce website [Generalisation theory, flow theory . " . .
2016 . o lequity, trust, e-loyalty land flow (positive online experience) are a key antecedent of e-
by using generalisation and flow theory. loyalty
IConsumer perceptions of online retailing ethics s . e .
. . . s [Findings show that consumer perceptions of retailing ethics
. [To develop and test a comprehensive model for . (CPORE), privacy, security, reliability, non- . L
Elbeltagi and . s . . (Commitment-trust theory, consumer . . . strongly affect consumer satisfaction in e-commerce. Also, trust and
lconsumer perceptions of retailing ethics by using . deception, service recovery, trust, commitment, . P . . .
|Agag, 2016 . . lbehaviour theory . . . . ; lcommitment significantly mediate the relationship between
icommitment-trust theory in e-commerce. [power distance, satisfaction, repurchase intention, . . . . .
HIPI . lconsumer perceptions of retailing ethics and consumer satisfaction.
lindividualism
Results indicate that e-service quality components positively
[To investigate the effects of e-service quality linfluence consumer perceived value and which increase consumer
iang etal. |{components (care, reliability, product portfolio, . Care, reliability, product portfolio, ease of use, lloyalty in e-commerce. Consumer perceived value partiall
3 P Y P p Equity theor Y P p yalty P p Y
2016 lease of use, security) on consumer perceived value quity Y security, perceived value, consumer loyalty imediates the relationship between four e-service quality
land loyalty in B2C e-commerce. lcomponents and consumer loyalty. Consumer perceived value fully
imediates the relationship between security and loyalty.
. . |According to th Its, EC-e-WOM useful d credibilit
[To consider the effects of e-WOM volume, [E-WOM volume, e-WOM rate extremism, e-WOM CC.O r Ing to the Tesu’ts € . useluiness an cre 1oty
. . . s . . et [positively affect EC-e-WOM adoption, however, negatively affect
lintegrity, rate extremism and source credibility on - . lintegrity, e-WOM source credibility, e-WOM . . f
Yan et al. o ICognitive cost theory, elaboration T - i SM-e-WOM adoption. Also, adoption of EC-e-WOM negatively
le-WOM usefulness and credibility for both e- Lo credibility, consumer characteristic (cognitive level, | . .
2016 . . likelihood model, ) linfluences the adoption of SM-e-WOM and plays a mediating role
lcommerce websites (EC- e-WOM adoption) and involvement degree), e-WOM usefulness, e-WOM | . . e .
. . : . lin the relationship between usefulness, credibility, and the adoption
social media platforms (SM-e-WOM adoption). ladoption, Iof SM-e-WOM
[Findings indicate that age and gender play a moderating role in the
. . . . . relationship between product quality, e-service quality, the
T tigate the infl f e- lity, - o AN
saocrlrrilf‘i,fes lgraQSucte tl eusgceecr)ceei\f:ivxlz(:lzuqeujr: dy [perceived value of consumers, and online repurchase intention. In
[Fang et al.  pre ypeonp . [E-service quality, sacrifice, product quality, laddition, perceived value acts a mediating role in the relationship
repurchase intention in e-commerce. Also, they try [Means-end chain theory . . . . . e . .
2016 perceived value, repurchase intention, age, gender  [between e-service quality, sacrifice, product quality, and online

lto consider the impact of age and gender in these
relationships.

repurchase intention, but this mediating role of perceived value on
the relationship between sacrifice and repurchase intention is not
[valid for experiential shoppers.

[Rezaei et al.
2016

[To explain the relationship between website
[personality (solidity, enthusiasm, genuine,
sophisticated, unpleasant), utilitarian value,
lhedonic value, online impulse buying in e-
commerce.

Not available

Website personality (solidity, enthusiasm, genuine,
sophisticated, unpleasant), utilitarian value, hedonic
value, online impulse buying

Results indicate that website personality positively affects utilitarian|
value, hedonic value and online impulse buying behaviour of
lconsumers. In addition, utilitarian value and hedonic value
[positively affect online impulse buying behaviour of consumers.

[To propose and examine a new trust model based

[Website quality (usability, information quality,
service interaction), recommendation quality

|According to the results, website quality, recommendation quality,

INilashi et al. jon Webqual Model. They investigate the effects of . . e .
. . . . WebQual Model (recommendation accuracy, recommendation land transparency are significant for consumer trust in e-commerce.
2016 website quality, recommendation quality, and . . . . . .
. . novelty, recommendation diversity), transparency  |Also, consumer trust strongly influences purchase intention.
transparency on trust and purchase intention. . . .
(explanation), trust, purchase intention.
[To investigate the impact of popular IS/IT . .
. 5 . p p. P / . [The results show that perceived ease of use, perceived usefulness,
ladoption theories which consist of perceived ease . . . s 1 . .
. . Perceived ease of use, perceived usefulness, [perceived compatibility, social influence, trust, internet shopping
lof use, perceived usefulness, perceived . . 1. . . . I .
s . . . . [Technology acceptance model, perceived compatibility, social influence, trust, lanxiety, internet self-efficacy, price significantly influence the
. lcompatibility, social influence, trust, perceived risk,| R . R . k R L. . ; . R R
[Faqih, 2016 . o . . innovation diffusion theory, gender |perceived risk, privacy, security, internet shopping [behavioural intention of consumers. Gender plays a moderating
[privacy, security, internet shopping anxiety, . . . . . . . . X .
A : . . theory, theory of planned behaviour [anxiety, internet self-efficacy, price, gender, role in the relationship between five components (perceived ease of
linternet self-efficacy, price on behavioural ; . . s . . . \
X . . . [behavioural intention luse, social influence, trust, perceived risk, privacy) and consumers
lintention. Also, they examine moderating effect of . . .
. . behavioural intention.
gender on these relationships.
[To evaluate the effects of internal and external . . . . |According to the findings, believable external and internal signals of
R . ) [External signals, internal signals, perceived trust, Rk o . R
Mavlanova [signals of e-commerce websites on consumers . . . . . . le-commerce websites significantly influence perceptions of
. . . Signalling theory perceived seller quality, perceived deception, : . e
etal. 2016  |evaluation of product quality, seller quality, . j . . lconsumers. Consumers find external signals more distinctive than
. . . . perceived product quality, purchase intention X R
deception risk, and purchase intention. linternal signals.
[To examine the effects of e-WOM source, . |According to the results, information from e-WOM source,
. [E-WOM source, neutral/third party source, R . ..
Chen etal. |neutral/third-party source, and . . . neutral/third party source, manufacturer/retailer source positively
. , Not available manufacturer/retailer source, attitude toward brand, . .
2016 Imanufacturer/retailer source on consumers laffect consumer attitudes towards brands and online purchase

jattitude toward the brand and purchase intention

purchase intention

lintention. E-WOM source is found more useful with high
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with susceptibility to information influence in e-
lcommerce.

susceptibility to information influence than other two information
source. Besides, all of the tree information source are significant
with low susceptibility to information influence.

[To investigate the effect of social capital (cognitive
capital, structural capital, and relational capital) on
lconsumer satisfaction (economic satisfaction and

[Social capital (cognitive capital, structural capital,
relational capital), satisfaction (economic satisfaction,

|According to the findings, social capital increases consumer
satisfaction that subsequently influence consumer loyalty in e-

[Huang et al. |social satisfaction) in e-commerce. Also, they . . social satisfaction), perceived effectiveness of e- commerce. Besides, perceived effectiveness of e-commerce
. : . Social capital theory s . L . . .

2017 lexamine moderating effects of perceived commerce institutional mechanisms (PEEIM), linstitutional mechanisms negatively moderates the impact of
leffectiveness of e-commerce institutional loyalty, gender, age, shopping frequency, internet  feconomic satisfaction while positively moderating the impact of
imechanisms (PEEIM) on the relationship between lexperience social satisfaction on consumers' loyalty in e-commerce.
lconsumer satisfaction and consumer loyalty.

[To evaluate the effects of visual design, navigation . . - L . . |According to the results, visual design, navigation design,
L . . . . Visual design, navigation design, information design,|. . . . . ,
[Hasan, 2016 (design, information design of websites on INot available linformation design of websites negatively affects consumers

lconsumers' perceived irritation in e-commerce.

perceived irritation

erceived irritation in e-commerce.

Oliveira et al.
2017

[To develop and test a path model of trust in e-
lcommerce. They investigate the effects of consumer
icharacteristics, firm characteristics, website
linfrastructure, and interaction on consumer trust
land purchase intention.

INot available

IConsumer characteristics (Trust stance, attitude
toward online shopping), firm characteristics
(reputation, brand recognition), interaction (service
quality, consumer satisfaction), website
linfrastructure (lack of integrity, privacy and security,
likability), dimension of consumer trust (competence,
lintegrity, benevolence), overall trust, intention to
urchase

[Results show that three key components of trust which are
lcompetence, integrity, benevolence positively affect the overall trust
lof consumers. Also, consumer characteristics, firm characteristics,
likability, interaction and lack of integrity, privacy and security
significantly influence the tree main components of trust. Finally,
the overall trust of consumers positively affects intention to
[purchase in e-commerce.

Natarajan et

[To consider the effects of perceived risk, perceived
lusefulness, perceived ease of use, perceived
lenjoyment, and personal innovativeness on
lconsumer satisfaction, intention to use and, price

[Technology acceptance model,

[Perceived risk, perceived usefulness, perceived ease
of use, perceived enjoyment, personal

[Findings show that personal innovativeness and perceived risk are
the most significant variables for usage intention. Also, highly

lal. 2017 sensitivity by using Technology acceptance model |innovation diffusion theory linnovativeness, satisfaction, intention to use, price  finnovative people who use e-commerce and m-commerce more, are
land innovation diffusion theory in e-commerce. sensitivity, gender, experience, frequency of use less sensitive to product and service price.
[They also investigate moderating effects of gender,
lusage frequency and user experience.
. . . . . |According to the results, hedonic motivation, time-saving
[To investigate the relationship between hedonic . . . . . . - .
A . : . . . A . . orientation, and price-saving orientation positively influence
[motivation, prior online purchase experience, time- . Hedonic motivation, prior online purchase . - . .
. . . . . ) . [Theory of planned behaviour, theory . . . . . . . lconvenience motivation and post usage usefulness. Prior online
\Yeo et al. saving orientation, price-saving orientation, . lexperience, time-saving orientation, price-saving . ", . .
. o of reasoned action, technology h . . - [purchase experience positively affects convenience motivation
2017 lconvenience motivation, post-usage usefulness, orientation, convenience motivation, post-usage [ . e
. ; . L lacceptance model . h . . |while it does not significantly affect post usage usefulness. Also,
lconsumer attitude, behavioural intention in e- usefulness, consumer attitude, behavioural intention R L9 ..
lconvenience motivation and post usage usefulness positively
commerce. A ) . . -
linfluence consumer attitude and behavioural intention.
[To determine and test the relationship between
lantecedents of trust (Consumer experience and . - . : . .
. . . . IConsumer experience and proficiency, propensity to [Results show that propensity to trust, reputation of website,
[proficiency, propensity to trust, reputation of . . . . . . . . .
. . . . . . trust, reputation of website, perceived size of [perceived size of website, perceived ease of use, perceived
|Agag and El-website, perceived size of website, perceived ease [Theory of reasoned action,

Masry, 2017

lof use, perceived usefulness, website quality) and

lconsequences of trust (perceived website trust,

lconsumer attitude, perceived risk, intention to
urchase)

technology acceptance model

website, perceived ease of use, perceived usefulness,
website quality, perceived website trust, attitude,
perceived risk, intention to purchase

lusefulness, website quality influence consumer trust in e-commerce.
|JAdditionally, consumer trust influences consumer attitude,
[perceived risk and, purchase intention.

[To develop a model and investigate how the
website quality (information, system, service)
linfluences social capital (cognitive capital,

Web site quality (Information quality, system quality,

[Results show that information quality and system quality positively
linfluence cognitive capital, while service quality is not related to
lcognitive capital. Also, service quality positively affects structural

Chen et al. . . . Signalling theory, social capital . . . . o . . . R g . : .
eneta structural capital, relational capital) between sellers 1gnating theory, socia’ capita service quality), social capital (cognitive capital, capital. There is an insignificant relationship between Information
2017 . theory, IS success model . . . . . . .
land consumers in C2C e-commerce. Also, they structural capital, relational capital), loyalty lquality, service quality, and structural capital. Furthermore,
linvestigate the effect of social capital on consumer lcognitive capital and relational capital positively influence loyalty,
loyalty. while structural capital does not associate with consumers' loyalty.
. |According to findings, th ts of online shoppi
[To develop a conceptual model and examine . o . . ceording o Hindihigs, the Components o/ onine sShopping
\ L . Quality of personalisation, shopping enjoyment, lexperiences (quality of personalisation, shopping enjoyment,
lconsumers' purchase behaviour in personalised . . . . . e . . . . . - . .
[Pappas et al. . . s q. . IComplexity theory, configuration persuasion, price sensitivity, promotion sensitivity, [persuasion), and online shopping motivations (price sensitivity,
lonline shopping by considering complexity theory, . h o P . P . . P s
2017 theory service quality sensitivity, brand sensitivity, [promotion sensitivity, service quality sensitivity, brand sensitivity,

based on the online shopping experience and
lonline shopping motivation.

innovativeness, intention to purchase

linnovativeness) increase consumers' purchase intention in e-
lcommerce.
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Sullivan and

[To propose a research model and to investigate the
relationship between perceived risk, perceived
lusefulness, online trust, website reputation,

[Equity theory, adaptation level

Perceived risk, perceived usefulness, online trust,
website reputation, repurchase intention, perceived

|According to results, perceived risk, perceived usefulness, online
trust, website reputation, perceived value, product quality, and
[perceived competitive price are critical factors of repurchase
lintention. Also, perceived competitive price and website reputation

disposition of trust in the relationship between
national culture and trustworthiness.

IKim, 2018 . . . theory, technology acceptance model . . i . linfluence the perceived quality of the website, which in turn affects
repurchase intention, perceived value, product value, product quality, perceived competitive price . . . . .
wality and perceived competitive price [perceived value. Besides, perceived value website reputation and
1 ¥ P P p [perceived risk affect online trust, which in turn affects repurchase
lintention.
[To examine the effects of national cultural . o . . . .
. . . - |According to findings, dimensions of national culture explain 23%
o dimensions on disposition to trust, and also they . - . ; . . o .
[Hallikainen . . . National culture (collectivism, uncertainty lof the variance in the disposition to trust of consumers, which
lexamine the effect of disposition to trust on , . . . . . . N . . .
land . . . . Hofstede's cultural dimensions lavoidance, long-term orientation, power distance,  [significantly influences the trustworthiness of consumers in e-
dimensions of trustworthiness in e-commerce. . ; ", . . L . i .
Laukkanen, . . .. theory masculinity), disposition to trust, trustworthiness lcommerce. Besides, mediating role of disposition to trust in the
[Furthermore, they investigate the mediating role of e s . . . . . .
2018 (ability, integrity, benevolence) relationship between national culture and trustworthiness is based

lon the individualism components of national culture.

ILu et al. 2018

[To figure out the effects of perceived restrictiveness|
lon online communication and purchase intention.
|Also, they investigate the influence of online
lcommunication on uncertainty reduction and the
leffects of uncertainty reduction on online purchase
lintention.

Social learning theory

Perceived restrictiveness, online communication,
uncertainty reduction, purchase intention

[Results shows that perceived restrictiveness significantly influence
lonline communication between consumers to sellers and consumers
lto costumers. Also, online communication is significant for online
lpurchase intention of consumers. Perceived restrictiveness
Inegatively affects online purchase intention.

[Faroni et al.
2019

[To investigate the effects of security/privacy, e-
relationship investment, and website design on e-
trust, e-relationship satisfaction, and e-affective
lcommitment in the context of B2C e-commerce.
|Also, they examine the relationship between e-
trust, e-relationship satisfaction, e-affective
lcommitment, and e-loyalty.

[Theory of planned behaviour

Security/ privacy, e-perceived relationship
linvestment, website design, e-trust, e-relationship
satisfaction, e-affective commitment, e-loyalty

|According to the results, e-trust significantly contributes to the
development of e-satisfaction. Also, the relationship between e-
relationship satisfaction and e-affective commitment is found to be
limportant. E-affective commitment positively influences e-loyalty.
[Besides, e-perceived relationship investment positively affects e-
trust.

[To develop and test a model which consists of
[product cognition stage, platform emotion stage,

Product description, product awareness, platform

[Results show that product description and product awareness
[positively influence the perceived trust of consumers. Besides, both
lenduring and situational involvement of the platform positively

imoderating effect of individual consumer
luncertainty avoidance on this relationship.

lintention

Zhou et al. : . D Hierarchy-of-effects model, involvement (enduring involvement, situational . . . .
land behaviour intention in cross-border e- . . . . laffect perceived trust. Purchase intention of consumers occurs with
2019 . . . . commitment-involvement theory linvolvement), perceived trust (benevolence, . . - .
lcommerce. They aim to consider the relationship integrity, ability), purchase intention the positive impact of perceived trust, situational and enduring
between these stages of the proposed model. sy ) p lplatform involvement. Also, perceived trust mediates the whole
relationships in the three-stage model.
[To determine the intention of continuing to use e-
lcommerce (food delivery software) based on
[Unified theory of acceptance and use of technology Information quality, performance expectancy, effort [According to the results, habit, performance expectancy, and social
ILee et al. 2. They investigate the effects of Information Unified theory of acceptance and use fexpectancy, social influence, facilitating condition,  [influence have the strongest influence on continuous intention
2019 lquality, performance expectancy, effort expectancy,of technology 2 (UTAUT2) hedonic motivation, price value, habit, continues respectively. Also, information quality indirectly affects continuous
social influence, facilitating condition, hedonic intention lintention through performance expectancy.
Imotivation, price value, habit on continuance
lintention.
[To investigate the effects of consumer cognitive . o . .+ [Findings show that atmosphere of the e-commerce websites affects
. . Website accessibility, colour, product images, social e . .
. land innovativeness on new product purchase . . . . e . lconsumer cognitive innovativeness to buy new products with
Sohaib et al. | .o Stimulus-organism-response (S-O-  networking services, cognitive innovativeness, . . AP . .
lintention in B2C e-commerce and also, the . i different levels of uncertainty. Also, cognitive innovativeness which
2019 R) theory luncertainty avoidance, new product purchase

lis regarding the e-commerce website accessibility, colour, product
limages, and social influence strongly affect new product purchase.

Sharma and

[To consider the consumers intention to participate
lin online group buying (OGB) and therefore they
lused perceived value, perceived trust, consumer

INot available

IConsumer perceived value, perceived trust,
susceptibility to interpersonal influence, consumer

[Results show that consumer involvement is key antecedents of
lintention to participate in online group buying. Besides, perceived
value, perceived trust, and susceptibility to interpersonal influence

understand the relationship between perceived

[behavioural intention

Klein, 2020 | s . involvement in online group buying, intention to lof consumers significantly affect consumer involvement. Also,
linvolvement, and susceptibility to interpersonal .. . . . . . . Lo
X participate in online group buying [perceived value strongly influences perceived trust, which, in turn,
linfluence of consumers. o . . . . .
significantly influence intention to participate in OGB.
[To investigate the purchase motivations of . . - [Findings show that external subjective norms positively affect
. . K . Perceived usefulness, internal subjective norms, . . o L .
IKock etal.  |Generation Y and Generation Z during the Covid- - . L . o [purchase intention, while internal subjective norms don't have a
. . Descriptive choice theory lexternal subjective norms, hedonic motivation, e . . .
2020 [19 pandemic period in e-commerce. They try to significant effect. Normative motives such as media reports about

|an economic situation influence to purchase intention of consumers
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lusefulness, internal subjective norms, external
subjective norms, hedonic motivation and purchase|
lintentions.

lin e-commerce. Also, the hedonic motivation of consumers is a
better predictor of purchase intentions than utilitarian motivation.

[Buhalis et al.
2020

[To examine the effects of external variables (site
design, e-WOM) and internal variables (trust,
satisfaction) on purchase intention and e-loyalty of
[young consumers in e-commerce.

[Theory of planned behaviour, theory
lof reasoned action

[External variables (Site design, e-WOM), internal
variables (trust, satisfaction), purchasing intention,
site loyalty

|According to the findings, internal variables (trust, satisfaction)
laffect purchase intention and e-loyalty more than external variables
(Site design, e-WOM). Also, they confirmed that satisfaction
[positively affects purchase intention and willingness to recommend
lon websites. Also, the impact of satisfaction on purchase intention is
stronger than on e-loyalty because achieving loyalty is difficult in e-
commerce.

Ongsakul et
lal. 2020

[To investigate the relationship between hotel
website quality (website usability, website
functionality, website security and privacy), hotel
website utilitarian and hedonic performance,
telepresence and behavioural intention of
consumers.

INot available

[Hotel website quality (website usability, website
functionality, website security and privacy), hotel
[website utilitarian performance, telepresence, hotel
website hedonic performance, behavioural intention

|According to the results, hotel website quality positively influences
telepresence, utilitarian and hedonic performance. Also,
telepresence positively affects utilitarian and hedonic performance.
[Finally, telepresence, utilitarian and hedonic performance positively
linfluence behavioural intention of consumers.

[To investigate the effects of service quality and
virtual community quality on perceived trust, and
the effect of perceived trust on purchase intention

[System quality, security assurance, product variety,

[Results show that service quality (system quality, security
lassurance, product variety, service support) and virtual community

ILou et al. . . . . . . . . . lquality directly influence the perceived trust of consumers, which
lin e-commerce. Also, they examine the moderating [Social capital theory service support, e-commerce service quality, virtual : . . .
2020 . ; . - . L ; lconsequently influences purchase intention. Also, virtual
leffect of virtual community quality on the community quality, trust, transaction intention . . . .
. . . . community quality moderates the relationship between e-commerce
relationship between e-commerce service quality . . .
. service quality and perceived trust.
land perceived trust.
[To consider the effects of cultural dimensions Cultural dimensions (uncertainty avoidance, . . . ..
. . . .. . .. . . . |According to the results, uncertainty avoidance and collectivism
Diaz etal. |(uncertainty avoidance, collectivism) on online . collectivism), online purchasing behaviour L . - ) . .
. . ) . [Theory of planned behaviour . . . . significantly influence perceived product quality, perceived risk and|
2020 lpurchasing behaviour (perceived product quality, (perceived product quality, perceived risk, purchase

erceived risk, purchase intention).

lintention)

[purchase intention in e-commerce.
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Kiiresel kahve diikkanlarinda tiiketicilerin akis deneyimi: Gelismekte
olan bir pazardan bir kanit

Ceyda Tanrikulu?
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Science and Technology University,

Adana, Tiirkiye, ctanrikulu@atu.edu.tr This study aimed to examine the effect of the flow experience of global coffee shop consumers on the
intention to recommend and revisit and the effect of satisfaction on the intention to recommend and
ORCID: 0000-0001-9025-583X revisit. It also aimed to determine whether satisfaction mediates the relationship between flow

experience and intention to recommend and revisit. Data were obtained through an online
questionnaire by young consumers in Tiirkiye, an emerging market. Simple linear regression and
mediation analysis were applied to test the hypotheses. The major findings indicated that both flow
experience and satisfaction significantly affected these behavioural intentions. Moreover, the findings
empirically confirmed and theoretically proved that satisfaction was important due to its direct effect
on behavioural intention and its indirect effect on how flow experience affects behavioural intention
as a mediator. This study is expected to provide significant evidence that expands the knowledge of
consumer behaviour by identifying and explaining the relationship between flow experience and
behavioural intention.
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Bu galismanin amaci, kiiresel kahve diikkan tiiketicilerinin akis deneyiminin tavsiye etme egilimi ve
Submitted: 11/10/2022 tekrar ziyaret etme egilimi tizerindeki etkisini ve memnuniyetin tavsiye etme egilimi ve tekrar ziyaret

etme egilimi tizerindeki etkisini incelemektir. Ayrica ¢alisma, akis deneyimi ile tavsiye etme ve tekrar
1th Revised: 10/11/2022 ziyaret etme egilimi arasindaki iliskiye memnuniyetin aracilik edip etmedigini belirlemeyi de

amaclamustir. Veriler, gelismekte olan bir pazar olarak Tiirkiye'deki geng tiiketiciler tarafindan
doldurulan gevrimigi bir anket araciligiyla elde edilmistir. Hipotezlerin test edilmesinde, dogrudan
Online Published: 25/12/2022 etki ile ilgili hipotezler icin basit dogrusal regresyon analizi, verilen iligskilerde memnuniyetin araci
degisken olup olmadigim belirlemek igin aracilik analizi kullamlmistir. Baglica bulgular, hem akis
deneyiminin hem de memnuniyetin bu davrarussal egilimler {izerinde 6énemli bir etkiye sahip
oldugunu gostermistir. Ayrica bulgular, davranissal egilim {tizerindeki dogrudan etkisi ve akis
deneyiminin davranigssal egilimi nasil etkiledigi tizerindeki dolayli etkisi nedeniyle memnuniyetin
onemli oldugunu ampirik olarak dogrulamakta ve teorik olarak kamitlamaktadir. Bu calismanin, akis
deneyimi ile davramissal egilim arasindaki iliskinin dogasini belirleyerek ve aciklayarak tiiketici
davramisindaki mevcut bilgiyi genisleten onemli kanitlar saglamasi beklenmektedir.
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Introduction

Coffee is among the most traded commercial products in the global business environment (Kim, Kim,
and Lee, 2019), while its industry is also one of the most lucrative industries in food /beverage globally
(Han, Nguyen, Song, Chua, Lee, and Kim, 2018) that is addressed as “a high value-added business” (Jang
and Lee, 2019: 1). In the postmodern era, coffee is claimed as a global product that pleasures belonging
to the majority through a sense of owning global products, and global coffee shops are important actors
in coffee consumption preferences (Degerli and Degerli, 2019). Besides selling speciality coffees and
various food/beverage (Han et al., 2018), these shops provide music, cable TV, free internet etc., for
consumers, creating a service atmosphere where they feel comfortable (Susanty and Kenny, 2015). Its
atmosphere is an important reason to choose these shops (Bayindir and Ongel, 2019). They also enable
consumers to socialize in a decent environment while hanging out and having meetings where possible
(Dhisasmito and Kumar, 2020). Previous studies demonstrate that spending time with friends in these
shops is an important factor in consumers' preference for them (Arslan, 2019; Bayindir and Ongel, 2019).
The rapid growth in a number of these shops and the high competition among them lead to
sustainability and new marketing strategies to achieve sustainability of business and growth (Jang and
Lee, 2019).

Sustainable marketing is defined as “meeting current needs in a way that preserves the right and options of
future generations of consumers and businesses” by Kotler and Armstrong (2021: 583). This concept covers
customer-oriented and customer-value marketing as principles that aim to fulfil targeted customers'
needs by creating value for consumers and enhancing customer experience (Kotler and Armstrong,
2021). Moreover, consumer experience and post-purchase comments are suggested as valuable new
research frontiers for marketing (Sheth, 2021).

The importance of flow refers to the optimal experience of individuals (Csikszentmihalyi (1975, 2002).
It is stressed in marketing because it encourages both cognitive response and attitudinal and
behavioural response (Noort, Voorveld, and Van Reijmersdal, 2012). Satisfaction is also vital for
businesses because of ensuring customer loyalty, acquiring new customers thanks to satisfied
customers, repurchasing, and profitability (Kim, Park, and Jeon, 2021a; Kim, Yoo, and Jeon, 2021b).
However, a research gap is pointed out regarding studies examining customer satisfaction in coffee
shops (Lee, Moon, and Song, 2018). Behavioural intention is claimed as a critical indicator for
understanding business success, as it relates more to actual behaviour (Kang, Lee, and Namkung, 2018).
In addition, mediation can explain the causal relationship between variables (MacKinnon, 2001), and
mediation analysis can provide an understanding of why and how a relationship exists between two
parameters (MacKinnon, 2008), emphasizing the importance of mediation in marketing science.
Therefore, examining the mediating role of satisfaction can provide further insights into why and how
there exists a relationship between flow experience and behavioural intentions. Satisfaction is addressed
as a significant mediator variable (Kang et al., 2018) in marketing; however, there is a gap in the
literature interrogating the mediator role of satisfaction in the relationship between flow experience and
behavioural intentions in the context of global coffee shops. In addition, during the pandemic period,
global coffee shops were temporarily closed and reopened with some restrictions. It has been observed
that the demand for coffee shops has revived with the stretching and lifting of the pandemic restrictions.
It is stated that consumers tried to make their coffee experiences at home during the pandemic, and the
lack of socializing environment provided by these shops was also felt (Danismaz, 2021).

The purposes of this study were to explore both the effect of the flow experience of global coffee shop
consumers on behavioural intentions such as intention to recommend (ITRECO) and intention to revisit
(ITREV) and the effect of satisfaction on these behavioural intentions. It also examined whether
satisfaction mediates the relationship between the flow experience of global coffee shop consumers and
ITRECO and ITREV. Thus, the research questions were: a) does flow experience have a significant effect
on behavioural intention (ITRECO and ITREV) b) does satisfaction have a significant effect on
behavioural intention (ITRECO and ITREV) c) does satisfaction mediate the relationship between flow
experience and ITRECO d) does satisfaction mediate the relationship between flow experience and
ITREV. The main findings demonstrated that flow experience significantly affects these behavioural
intentions. In contrast, satisfaction has a fundamental role in the given relationships due to its direct
and indirect effects as a mediator variable on how to flow experience affects behavioural intentions. The
major contribution of the current research is to present clear and fresh insight into (1) the outcome of
the flow experience about behavioural intention and (2) the role of satisfaction as a mediator in the given
relationships. Moreover, it is also expected to be useful to researchers and practitioners in service
marketing by explaining the causal relationship between flow experience and behavioural intention,
providing clear evidence for innovative marketing offerings. In addition, marketing authority draws
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attention to emerging markets, which are claimed to be markets where many multinational companies
fail even if they succeed in developed countries for the same product (Sheth, 2021). Thus, this study also
presents some beneficial insight into consumers in emerging markets because the study was conducted
in Turkiye, one of the emerging markets.

Theoretical background and hypotheses

Csikszentmihalyi (1975: 36) has defined the concept of flow as “the holistic experience that people feel when
they act with total involvement”. The author proposed the theory of optimal experience through the flow
concept, which refers to a situation where people are completely focused on an activity, and other
activities are perceived as unimportant. The flow experience is so enjoyable for individuals that even
high costs can't stop them from doing it. (Csikszentmihalyi, 2002). Because of this enjoyment,
individuals want to relive the experience (Aykol, Aksatan, and Ipek, 2017) and/or continue the activity
that gives a flow experience (Gao and Bai, 2014). It is also claimed that the flow experience contributes
positively to personal development and can lead to happiness by increasing the life experiences of
individuals (Kaya, Metin, and Kozak, 2015). It is noteworthy that studies examining the consequences
of flow experience in the literature dominantly focus on the effects of flow on emotional (such as
satisfaction) and behavioural variables (such as behavioural intention). The detected effects are
predominantly positive (Aykol et al., 2017). The research on flow experience in Tiirkiye has focused on
conceptual studies (Turan, 2019; Ozkara and Ozmen, 2016; Akyol and Aksatan, 2013), theatrical
consumption (Aykol et al., 2017), consumers’ flow experience in online purchases (Ozkara, Ozmen, and
Kim, 2017), the behaviour of online search (Ozkara, Ozmen, and Kim, 2016), indoor recreation facilities
(Kaya et al., 2015).

Coffee shops can appeal to consumers' five senses, and these senses encourage consumers' behavioural
intentions and favourable emotions (Jang and Lee, 2019). Global coffee shops offer marketing offers
stimulating the emotions, experiences, novelty, enjoyment, and desires of their customers, which call
for a flow experience. Allegra Strategies has proposed a five-wave group of coffees for its evolution in
coffee consumption, and the common point of these five waves is coffee enjoyment. The first wave,
which focused on the quality of coffee in the 20th century, was followed by the second wave, which
focused on the concept of global coffee chains and enjoyment, with the effect of globalization. In the
middle of 2000, the third wave of coffee began, in which the customer's feeling was defined by "love".
The 4th wave was described as the “science of coffee”, and customers' emotions were defined as
“research”. The last wave, the 5th wave, which started in mid-2010, is a customer-focused, aspirational,
and consumer-experience-driven wave. In Wave 5, the next big step in the global coffee shop evolution,
these shops offer targeted customers enjoyable and inspiring experiences (Alegra, 2019). Additionally,
the global coffee shop market is projected to capture $201.4 Billion by 2027 (ReportLinker, 2022). The
growing market and intensifying competition make it important for these shops to understand
consumer behaviour, specifically satisfaction and behavioural intentions (Kim et al., 2021a; Song, Wang,
and Han, 2019; Jang and Lee, 2019; Susanty and Kenny, 2015).

The concept of satisfaction is determined by Oliver (1999) as “pleasurable fulfilment” and also proposed
as “a function of expectation and expectancy disconfirmation” (Oliver, 1980: 460). Satisfaction refers to
consumers’ sense which fulfils some of their needs and wants and achieves goals via consumption that
provides contentment (Oliver, 1999). In a service context, customer satisfaction means the overall level
of pleasure or gratification customers feel about a service based on its capacity to meet their
expectations, needs, and desires (Hellier, Geursen, Carr, and Rickard, 2003). Satisfaction occurs in the
case of positive perception when a consumer's expectation about the relevant product is met with the
actual performance of the product and/or it performs above their expectation (Kotler and Armstrong,
2021).

The behavioural intention in the consumer behaviour can be considered an important indicator of
whether the customers will remain with or leave the company. These intentions consist of not only
positive behaviours of consumers in favour of the firm, like a recommendation, word of mouth,
spending and paying more, but also negative behaviours against the given firm, such as unfavourable
word of mouth, switching, and spending less (Zeithaml, Berry, and Parasuraman, 1996).

Flow experience that is an optimal experience can encourage favourable perception and drive
satisfaction of individuals (Gao and Bai, 2014). Csikszentmihalyi and LeFevre (1989) state that the
satisfaction levels of individuals in flow are higher than in the absence of flow. In a study examining
individuals' happiness according to their activities, socializing and eating were found to provide instant
emotional and physiological satisfaction (Csikszentmihalyi and Wong, 2014). Therefore, it seems
possible to experience these results in global coffee shops where socializing and eating/drinking occur
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in decent conditions. Also, many previous findings have provided empirical evidence about the effect
of flow experience on satisfaction (Lu, Wang, and Lu, 2019; Kang et al., 2018; Ali, 2016; Gao and Bai,
2014). Additionally, flow experience is associated with satisfaction (Lu et al., 2019), and favourable
experience is more likely to improve satisfaction (Kim et al., 2021a). It can be inferred that the optimal
psychological state makes individuals more prone to pleasure or gratification, which means satisfaction.
It was expected that the consumer flow experience would affect satisfaction in the context of global
coffee shops. Therefore;

Hi: Flow experience will have a positive effect on satisfaction.

Flow experience is an important antecedent of many positive outcomes like satisfaction and behavioural
tendency (Kang et al.,, 2018). The empirical evidence in many previous studies indicates that flow
experience significantly impacts behavioural intention (Kim, 2022; Min, 2022; Ryu, Kim, and Kim, 2022;
Jang and Lee, 2019; Kang et al., 2018; Ali, 2016; Gao and Bai, 2014). Individuals with flow experience,
meaning optimal experience, can feel pleasure and hope to relive that experience, which encourages
them to continue acting (Gao and Bai, 2014). In research related to coffee shops, flow experience is
determined to significantly affect ITRECO and ITREV (Jang and Lee, 2019). It was expected that
consumers' flow experience in global coffee shops could increase their propensity to revisit (due to
repeat positive experiences) and recommend. Thus;

Hjy: Flow experience will have a positive effect on ITRECO.
Hj: Flow experience will have a positive effect on ITREV.

Customer satisfaction leads to many positive results for service businesses to have competitive
advantages. Satisfaction is argued to significantly affect attitude and purchase intention (Oliver, 1980)
and be critical in consumer decision-making and behaviour (Han et al., 2018). Many previous findings
have claimed that customer satisfaction affects brand loyalty (Dhisasmito and Kumar, 2020; Song et al.,
2019; Han et al., 2018), trust (Song et al., 2019), and relationship commitment (Han et al., 2018). They
have also addressed the positive effect of satisfaction on (positive) behavioural intentions (Lu et al.,
2019; Kang et al., 2018), more specifically in the context of coffee shops (Kim et al., 2021a; Kim et al.,
2021b). It has been found that consumers' satisfaction with coffee shops is positively associated with
revisiting (Cha and Seo, 2018; Son, 2010) and a tendency of positive word of mouth (Son, 2010). In a
study conducted on 3rd wave coffee shops in Ankara, customer satisfaction was found to affect
behavioural intention (Kement, 2019) positively. Depending on previous findings, the next hypotheses
were as follows:

Hy: Satisfaction will have a positive effect on ITRECO.
Hs: Satisfaction will have a positive effect on ITREV.

It is claimed that mediation occurs if an independent variable creates a mediator which generates a
dependent variable (MacKinnon, Warsi, and Dwyer, 1995). According to the common findings
(mentioned above) in the literature, flow experience is an antecedent of satisfaction, while ITREV and
recommend are determined by satisfaction. Therefore, it can be expected in the context of global coffee
shops that satisfaction has a mediator role when flow experience produces satisfaction that generates
ITREV and recommendations. Thus, the questions of how and why a relationship is observed between
flow experience and behavioural tendencies can be clarified through satisfaction as a mediator. Based
on these, the next hypotheses were as follows:

Hg: Satisfaction will mediate the relationship between flow experience and ITRECO.

Hy7: Satisfaction will mediate the relationship between flow experience and ITREV.
Methods

This study examined the effect of flow experience and satisfaction in global coffee shops on ITRECO
and ITREV. Additionally, it aimed to determine whether the mediator role of satisfaction existed in
relationships between flow experience, ITRECO and flow experience and ITREV. Data were collected
from consumers who were born between 1980-2003 in Tiirkiye through an online survey. The surveys
were conducted between April and June 2022 using convenience and snowball sampling techniques to
participate safely and comfortably and obtain data from various cities of Tiirkiye. Participants were also
asked to invite friends born between 1980 and 2003 to fill out the questionnaire form. The determined
age range of participants was preferred because these shops mostly have customers in this age range.
By using the sample size formula for infinite populations and all elements cannot be determined, the
sample size was found to be 381(n) with a 95% confidence interval (Z), £5% margin of error (e), and 0.50
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population ratio (p) (Nakiboglu, 2007). A total of 381 questionnaire forms were obtained without
missing values.

The first part of the questionnaire form asked whether their participation was voluntary, answering
yes/no to confirm the participants' voluntary participation. The form also included statements about
flow experience, satisfaction, ITRECO and ITREV, which were used to measure research variables, and
questions about determining the demographic characteristics of the participants. In the literature
review, in addition to the use of a multidimensional scale for flow experience, it was seen that a one-
dimensional scale was used for flow experience, especially in studies examining the effect of flow
experience on satisfaction/continuance (Gao and Bai, 2014) and behavioural intention (Jang and Lee,
2019; Lu et al., 2019). Similarly, this study used one-dimensional scales to measure flow experience and
other research variables. The scales with proven validity and reliability in previous studies were used
to assess the research variables. Flow experience was measured using scales from Gao and Bai (2014),
Ali (2016) and Kang et al. (2018); satisfaction was adapted from Dhisasmito and Kumar (2020) and Lee
et al. (2018), while ITRECO was taken from Lu et al. (2019) and Aykol et al. (2017). ITREV was adapted
from Lu et al. (2019) and Jang and Lee (2019). The study used a 7-point Likert scale to determine whether
the respondents agreed with the statements in the form with "7, I strongly agree... 1, I strongly disagree".
In order to avoid missing values, the form was designed, so the participants had to fill in all statements
and questions. Evaluations were obtained from three academicians to support the content validity of
the scales. A pre-test was carried out to understand the statements better and prevent meaning and
measurement problems. As a pre-test, the first version of the form was conducted with the participation
of 50 consumers. The final version of the questionnaire was applied after the necessary corrections were
made.

Participants' demographic features were as follows: 60% of total participants were women, half of them
were in the 21-30 age group, 35% of them had a personal income higher than 7500TL, and 60% of them
were in graduate level. As to the characteristics of the participants based on research variables, they had
flow experience (mean was 5.194), satisfaction (mean was 5.166), ITRECO (mean was 4.950), and revisit
(mean was 5.413).

The normality was assumed to be satisfied based on the Central Limit Theorem (CTL), which indicates
that the means of the samples demonstrate normal distribution as the sample size gets larger (Nakip,
2003). Additionally, to use CTL, the required sample size should be larger than 30 to 50. (Kurtulus,
2004). Simple linear regression analysis was used for the hypotheses about the direct effect. Baron and
Kenny’s (1986) mediation analysis was also utilized to determine if satisfaction is a mediator in the given
relationships. The authors claim the following requirements for mediation: a) the mediating variable
should be significantly affected by the independent variable; b) the dependent variable should be
significantly affected by mediating variable; c) the independent variable should have a decreased effect
(partial mediation) or no effect (full mediation) on a dependent variable if the mediating variable is
included in the analysis as an independent variable. The Sobel Test (Sobel, 1982) was also applied to
determine whether the mediation effect is significant (Preache and Leonardelli, 2012).

Results

According to the factor analysis for determining the validity, KMO and Bartlett’s sphericity test results
indicated that KMO: 0.968, Approx. Chi-square: 8593.245, df: 153, p<0.01 and % Variance: 84.215. Also,
each item was significantly loaded under the relevant factor, and the factor loads were determined
between 0.810 and 0.511. Thus, all the factor loading values fulfilled the criterion of 0.5 (Hair, Babin,
Anderson, and Black, 2019). Furthermore, the calculated Cronbach's alpha value was as follows: for
flow experience: 0.911, for satisfaction: 0.941, for ITRECO: 0.962, and for ITREV: 0.957. Thus, each
Cronbach's alpha value calculated to examine the reliability satisfied the criterion of 0.70 (Hair, Celsi,
Money, Samouel and Page, 2011).

Table 1 presents the results of the regression analyses for analysing the effects. It was found that flow
experience had a significant effect on satisfaction (f=0.924, p<0.01 as in Model 1) and intention to both
recommend (p=1.023, p<0.01 as in Model 2) and revisit (p=0.960, p<0.01 as in Model 3), which supported
Hi, H», and Hs. The results also showed the significant effect of satisfaction on both ITRECO ([3=0.976,
p<0.01 as in Model 4) and revisit (B=0.859, p<0.01 as in Model 5). Thus, H4 and Hs were also supported.
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Table 1: The Linear Regression Analysis Results

B SE P
Model 1 R?=0.717
constant | 0.366 0.160 0.023
flow experience | 0.924 0.030 0.000
Dependent v: satisfaction
Model 2 R?=0.665
constant | -0.366 0.200 0.069
flow experience | 1.023 0.037 0.000
Dependent v: intention to recommend
Model 3 R2=0.720
constant | 0.428 0.165 0.010
flow experience | 0.960 0.031 0.000
Dependent v: intention to revisit
Model 4 R2=0.719
constant | -0.090 0.168 0.593
satisfaction | 0.976 0.031 0.000
Dependent v: intention to recommend
Model 5 R?=0.686
constant | 0.975 0.165 0.013
satisfaction | 0.859 0.030 0.000
Dependent v: intention to revisit

Flow experience: FlowE; Satisfaction: SAT; Intention to recommend: ITRECO; Intention to revisit: ITREV

The results of the mediation analysis performed to examine whether satisfaction had a mediator role in
the relationship between flow experience and the ITRECO and the relationship between flow experience
and ITREV were summarized in Table 2. The results of the first step pointed out that flow experience
(independent variable) significantly affected satisfaction (mediating variable). In contrast, the second
step indicated a significant effect of satisfaction (mediating variable) on both ITRECO (dependent
variable) and ITREV (dependent variable). These results met the conditions mentioned earlier (a) and
(b). As seen in each fourth step (satisfaction as the mediating variable was included in the analysis as
an independent variable), both flow experience and satisfaction affected ITRECO [VIF: 3.538 (VIF
value<10 (Sipahi, Yurtkoru, and Cinko, 2010), which satisfied multicollinearity condition and D.W. test:
1.925 (range from 1.5 to 2.5 Kucuksille, 2014), which met autocorrelation condition] and ITREV [VIF:
3.538;, D.W. test: 2.109], separately. When the third and fourth steps were compared, the results
indicated that flow experience affected the ITRECO (P: 1.023; p<0.01), while the effect of the flow
experience on ITRECO (B: 0.431; p<0.01) declined (partial mediation) when satisfaction was included as
an independent variable in the analysis. Similarly, the effect of flow experience on ITREV (B: 0.960;
p<0.01) was observed, while this effect (3: 0.587; p<0.01) reduced (partial mediation) when satisfaction
was included in the analysis. Satisfaction partly mediated not only the relationship between flow
experience and ITRECO but also the relationship between flow experience and ITREV. The mediating
variable can demonstrate only a part of the observed relationship between the dependent and
independent variables, defined as partial mediation (Yilmaz and Dalbudak, 2018). Therefore, Hs and Hy
were supported.
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Table 2: The Mediation Analysis Results

Satisfaction will stepl step2 step3 step4 result
mediate the
relationship between
He: flow experience and | FlowE-SAT SAT-ITRECO FlowE-ITRECO FlowE,SAT-ITRECO partially
intention to recommend mediated

3:0.924 :0.976 :1.023 FlowE:

p:0.000 p:0.000 p:0.000 {3:0.431 SE:0.060

R2:0.717 R2:0.719 R2:0.665 p:0.000

Sat:

{3:0.641 SE:0.055
p:0.000
R2:0.752

Hy: flow experience and SAT-ITREV FlowE-ITREV FlowE, SAT-ITREV partially
intention to revisit mediated
f3:0.859 B: 0.960 FlowE:

p:0.000 p:0.000 f3:0.587 SE:0.053
R2:0.686 R2:0.720 p:0.000

Sat:

f3:0.403 SE:0.049
p:0.000

R2:0.762

Flow experience: FlowE; Satisfaction: SAT; Intention to recommend: ITRECO; Intention to revisit: ITREV

Table 3: The Sobel Test Results

Mediator role of satisfaction in the relationship between: | z SE p
flow experience and the ITRECO 22.016 0.040 <0.01
flow experience and the ITREV 20.970 0.037 <0.01

Table 3 shows the results of the Sobel Test. The test results verified the mediator role of satisfaction in
the relationship between flow experience and the ITRECO, as well as in the relationship between flow
experience and the ITREV.

Discussion and recommendations

While many studies have examined the effects of flow experience, particularly in the consumer
behaviour literature, research gaps appear to exist in examining the effect of flow experience for global
coffee shops. Therefore, this study attempted to examine the effect of flow experience on satisfaction
and behavioural intentions and the mediation role of satisfaction in relationships between flow
experience and behavioural intentions by performing empirical research in Tiirkiye.

The findings of the study are consistent with previous studies (Kim, 2022; Min, 2022; Ryu et al., 2022;
Jang and Lee, 2019; Lu et al., 2019; Kang et al., 2018; Ali, 2016; Gao and Bai, 2014), demonstrated that
flow experience has a significant positive effect on satisfaction, ITRECO, and revisit. Thus, as the flow
experience gets stronger, the ITRECO, ITREV, and satisfaction will also increase. This finding can
present empirical evidence that satisfaction and these intentions can be predicted by flow experience.
In the context of global coffee shops, flow experience was a significant driver of satisfaction and
behavioural intentions, which supported previous findings about restaurant customers (Kang et al.,
2018). Flow experience is more likely to contribute positively to individuals' level of satisfaction, as the
optimal psychological state makes consumers more prone to pleasure or gratification. The findings also
showed that flow experience could lead to consumers' tendency to revisit (repeat positive experiences),
share positive experiences with partners, and give them advice.

The major findings in this study confirmed and explained the importance of satisfaction. The findings
provided evidence that satisfaction had a significant direct effect on both intentions to recommend and
revisit, which is in line with previous research. These findings confirmed that satisfaction is essential to
retain and attracting customers (Lee et al.,, 2018). Furthermore, the findings indicated that the
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relationship between flow experience and ITREV and the relationship between flow experience and
ITRECO were partially mediated by satisfaction. These findings highlight the causal relationship
between the given variables: consumers who experience flow are more likely to feel satisfaction and, in
turn, more likely to have ITREV and recommend. Thus, it can be claimed that satisfaction has a
fundamental role due to its direct impact on the given behavioural intentions and indirect impact as a
mediator on how each intention is affected by flow experience.

The findings of this study present significant suggestions for both researchers and practitioners. First,
considering that the competition will become fiercer as the number of coffee shops increases, the
importance of providing a competitive advantage will increase gradually. Based on the finding that
customer satisfaction, which is one of the important ways of providing a competitive advantage
(Dhisasmito and Kumar, 2020), is positively affected by the flow experience, the first recommendation
is that companies present a service encounter and service space providing a flow experience. Secondly,
innovative marketers, who are engaged in new and better practices that create superior value for
targeted customers, should take their experience of them into account to gain satisfaction from a wide
range of new product development to the design of the service space. Practitioners wishing to enhance
the favourable experience during service encounters must consider flow experience. Thirdly, the
findings suggest marketing offerings that create a flow experience in consumers are more likely to be
successful in maintaining and promoting customer satisfaction and in positive behavioural intention in
favour of firms. For this reason, the fourth recommendation is that the products offered in these stores
provide a flow experience, the service delivery atmosphere should be designed in a way that allows
socializing and having a good time, and the processes that support the flow experience in the
distribution and delivery of services are designed and implemented effectively. Finally, creating
message content with flow experience in marketing communication efforts is suggested.

This study can contribute to the marketing literature by confirming the important role of flow
experience and satisfaction in consumer behaviour and service marketing. Consistent with previous
research (Lu et al., 2019), the flow experience of the consumer was addressed as a key antecedent of
satisfaction in this study. The findings imply that customers with experienced flow through the coffee
shops are more likely to have higher satisfaction and positive behavioural intentions. It is confirmed
that consumers' flow experience can positively affect emotional and behavioural tendencies.
Furthermore, it provided empirical evidence that flow experience in global coffee shops could also
confirm these results. This study also clarifies the causal relationship between flow experience and
behavioural intentions with empirical evidence.

Although the study has some limitations, it sheds light on many critical subjects. Firstly, the sample size
and the sampling method used in the study limit the generalizability of the study results. In future
studies, it can be possible to generalize using random sampling methods and larger sample sizes.
Secondly, this study examined only satisfaction as a mediator. The major findings indicated the partial
mediator role of satisfaction which can mean the existence of other variables that can be mediators.
Future studies can examine other possible variables (attitude, experimental value, etc.) as mediators.
Finally, it would be valuable to examine whether flow experience has a direct effect/dual effect on other
behavioural intentions (relationship commitment, continuance, loyalty etc.).
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How does the construal level affect consumers’ intention to
adopt product ratings and individual reviews?

Zihinsel yorumlama diizeyi tiiketicilerin
yorumlar1 benimseme niyetini nasil etkiler?

tiriin puani ve bireysel
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Abstract

The study aims to examine how and why consumers’ intention to adopt aggregate review metrics
(ARM) (e.g., product ratings) versus individual reviews (IR) (e.g., specific review texts) in an online
shopping setting is differentially affected when both types of cues are salient. First, we provide a novel
conceptualization of ARM as a “base rate cue” consisting of abstract, aggregated, category-level, and
pallid elements; likewise, IR as a “case information cue” consisting of concrete, characteristic, and
vivid elements. Construal level theory constitutes the theoretical foundation of this study. The
research includes two major studies. First, a list of elements that influence the relative importance of
the cue types (i.e., ARM vs IR) on consumer decision-making is compiled using in-depth interviews.
Then, a pilot and an experimental study are designed to test our hypothesis. Findings prove that
consumers’ intention to adopt IR (ARM) is increased (decreased) when they are in a concrete mind-
set. Likewise, consumers’ intention to adopt the ARM (IR) is increased (decreased) when they are in
the abstract mind-set. The results contribute to the existing literature on electronic word of mouth
(eWOM) and construal level theory, as well as provide novel insights for managers as to the
prioritization of cue types in line with the mental construal of consumers.

Keywords: Ewom, Online Consumer Reviews, Mental Construal
Jel Codes: M31, D91, L80

Oz

Bu calismanin amacy; tiiketiciler acisindan, cevrim ici ortamda y18in metrikler (6rn., tirtin puanlari) ya
da bireysel yorumlarin (6rn., belirli kullanici yorumlar1) énem diizeylerinin neden ve nasil
farklilastigint incelemektir. Bu calismada yigin metrikler; soyut, yigin ve kategori diizeyinde
ogelerden olusan temel oran; bireysel yorumlar ise, somut, kendine 6zgii ve gorsellestirilebilir
unsurlardan olusan tekil vaka enformasyonu olarak yeni bir diizeyde kavramsallastirilmistir. Zihinsel
yorumlama diizeyi, calismanin kuramsal altyapisii olusturmustur. Arastirma kapsaminda,
tiiketicilerin y1gm metrik ve bireysel yorumlara verdikleri 6nemi etkileyen unsurlar derinlemesine
gortismelerle tespit edilmistir. Arastrma hipotezlerini test etmek icin, bir pilot test ve deneysel
calisma tasarlanmistir. Arastirma sonucunda; soyut zihinsel durum tetiklenen tiiketicilerin y1gm
metrikleri; somut zihinsel durum tetiklenenlerin ise bireysel yorum ipuclarini daha fazla benimseme
niyetinde olduklar1 gozlemlenmistir. Bu calisma, elektronik agizdan agiza pazarlama ve zihinsel
yorumlama diizeyi kuramina katkida bulunurken, pazarlama yoneticilerine de tiiketicilerin zihin
durumlarimna gore hangi tip ipuclarinin 6ne ¢ikarilmasi gerektigi konusunda i¢gorii saglamaktadir.
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Introduction

With the increasing popularity of online consumer review platforms, consumers have long begun to
rely on cues from other consumers rather than information provided by firms. (Bernick, 2015; Fedewa,
Holder, Teichner, and Wiseman, 2021; The Nielsen Company, 2015) Furthermore, with a recent
dramatic increase in e-commerce transactions due to the COVID-19 pandemic, the importance of
consumer reviews and ratings has become even more prominent for firms and consumers (Power
Reviews, 2020). Insights from the industry show that the COVID-19 pandemic has raised the volume
and significance of consumer reviews. (Fedewa et al., 2021; Kaemingk, 2020).

Many e-commerce retailers such as Amazon and independent platforms such as Yelp and
Tripadvisor.com provide an opportunity for consumers to review, rate and discuss goods and services.
Additionally, these firms allow consumers to retrieve valuable information about these goods and
services before making a purchase decision. A bidirectional relationship between consumers and these
platforms provides a fruitful research avenue for marketing scholars.

In these platforms, several conceptually and practically distinct elements have the potential to be further
investigated in the domain. For example, consumers can learn and judge products by reading individual
reviews (hereafter IR). In addition, product ratings (i.e., aggregate review metrics, hereafter ARM) can
also be used as a means of evaluating products. In this context, IR mainly refers to specific reviews
consumers typically post in a textual format. Meanwhile, ARM refers to aggregated evaluations of
consumers, which are typically summarized and presented in a format of star ratings or numeric cues.

Consumers may use an ARM to get an overall gist of a product’s performance (Park, Lee, and Han,
2007) and read single reviews to reduce uncertainty and form a more comprehensive opinion toward
the product (Park and Lee, 2008). ARM and IR jointly play an important role in consumers’ evaluative
judgments. Nonetheless, the majority of research focuses on these eWOM cues in isolation (Of note, the
term “cue types” is used interchangeably with “review types” throughout this article). However, in a
field setting, both types of cues are salient to consumers (Chatterjee, 2001). Additionally, the conflict
between IR and ARM in valence is not unusual (Qiu, Pang, and Lim, 2012). In this respect, several
questions are noteworthy. First, do conflicting ARM and IR affect the intention to adopt review types?
Second, which cue types are more diagnostic for consumers? Third, what are the underlying
psychological mechanisms through which ARM and IR exert their respective influences? Researchers
have failed to provide consistent answers to these questions, and the findings are mixed.

Online consumer review literature is abundant (e.g., De Langhe, Fernbach, and Lichtenstein, 2016; Ho-
Dac, Carson, and Moore, 2013; Hoffart, Olschewski, and Rieskamp, 2019; Klaus, 2013; Kozinets, 2016;
Naylor, Lamberton, and Norton, 2011, Powell, Yu, DeWolf, and Holyoak, 2017; Ordabayeva,
Cavanaugh, and Dahl, 2022; Van Laer, Edson, Ludwig, and van den Hende, 2019; Zheng, 2021). Despite
the magnitude of the research outputs in the domain, few studies compare and contrast the ARM and
IR (Qiu et al., 2012), two of the most salient cues in the online review environment. Besides, they lack a
theoretical unity (i.e., consilience).

The study's major aim is to examine how and why consumers’ intention to adopt ARM versus IR in an
online shopping setting differs when both cues are salient. In order to develop the hypotheses, we
adopted construal level theory (CLT), which has a rich and potential epistemological basis for
explaining the differential influence of ARM and IR on consumer decision-making and judgment.

As an explanatory and predictive basis for the present study, CLT suggests that objects, events, and
individuals can be perceived along a continuum of psychological closeness or distance (Trope and
Liberman, 2010). A large number of studies have indicated that objects, people, or events that are
temporally (Liberman, Sagristano, and Trope, 2002; Trope and Liberman, 2003), spatially (Fujita, Trope,
Liberman, and Levin-Sagi, 2006), socially or hypothetically (Trope, Liberman, and Wakslak, 2007)
distant are construed at a higher, more abstract level than are proximal ones. People rely more on
generalized category-level information than specific details in an abstract mind-set. In contrast,
psychologically close objects are represented as concrete and contextual rather than generalized abstract
categories (Yan and Sengupta, 2013). Specifically, we develop a novel conceptualization of ARM as a
“base rate cue” consisting of abstract, aggregated, category-level, and pallid elements; likewise, IR is a
“case information cue” consisting of concrete, characteristic and vivid elements.

The present study was designed three-fold agenda. First, we conceptualized two distinct types of review
cues (i.e., ARM and IR) based on the base rate and case information concepts, which would be a good
conceptual base to generate novel hypotheses in the OCR domain. Second, based on this
conceptualization, a qualitative study is conducted using in-depth interviews. Third, a two-group
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experimental study was conducted to test our main hypothesis. After presenting the results of the
studies, the rest of this paper focuses on the contributions and practical implications.

Literature review

While buying a product or service, consumers typically obtain information from three sources:
professional paid agents, nonpaid experts, friends, and family members using oral communication (i.e.,
word-of-mouth, WOM) (Naylor et al, 2011; Solomon, 1986). It has been well-documented that
traditional (offline) word-of-mouth plays a critical role in consumers” purchase decisions (Richins and
Root-Shaffer, 1988). However, with an increase in consumers’ online shopping frequency and the
popularity of online social media platforms (e.g., Facebook, Twitter, Instagram), e-commerce websites
(e.g., Amazon, eBay, Trendyol), and consumer review sites (e.g., Yelp, Tripadvisor.com, Zomato)
electronic word-of-mouth (eWOM) have become a vital source of information for consumers.

EWOM is “any positive or negative statement made by potential, actual, or former customers about a
product or company, which is made available to a multitude of people and institutions via the Internet”
(Hennig-Thurau, Gwinner, Walsh, and Gremler, 2004, p. 39). Online consumer reviews (OCR) are a type
of eWOM communication that can be addressed as “peer-generated product evaluations posted on the
company’s or a third party’s websites” (Mudambi and Schuff, 2010).

Recently, with a dramatic increase in e-commerce transactions due to the COVID-19 pandemic, the
importance of OCR has become even more prominent for firms and consumers (Fedewa et al., 2021).
Supportively, a recent survey found that 99.9% of shoppers consult reviews when shopping online,
while 98% consider reviews to be crucial when making purchase decisions (Power Review, 2021).

OCR is addressed in the literature based on various classification schemes, such as a five-factor
communication process framework or based on valence, rating scores, and volume (Zheng, 2021). In
parallel, numerous studies have examined how OCR-related factors such as volume and product rating
scores (i.e., an average rating given to a product; Hoffart et al., 2019) affect the utilization of OCR. The
literature also highlights OCR as an important predictor of consumer behaviour, including information
adoption decisions, purchase intentions, and sales (e.g., Chevalier and Mayzlin, 2006; Chintagunta,
Gopinath, and Venkataraman, 2010; Hofmann, Clement, Volckner, and Hennig-Thurau, 2017; Kaleta
and Aasheim, 2022; Lee and Choeh, 2020; Li, Wu, and Mai, 2019).

Aggregate review metrics versus individual reviews

Consumers can learn about and form an attitude toward products by reading IR, which are specific
reviews that consumers post, and by focusing on ARM, which is an aggregation of customer
assessments typically presented in the form of star ratings or numeric cues in various formats. These
two typologies regarding eWOM are frequently available in online settings. For example, in addition to
IR, various online retail platforms provide the ARM that summarizes all consumer evaluations of a
product, usually by providing the product's mean rating and a total number of ratings.

The ARM may be presented in different forms, including but not limited to the total number of reviews,
answered questions, and followers. ARM, by definition, includes all types of cues signalling aggregated,
decontextualized, base-rate and central information about a target (Yan and Sengupta, 2013; Ziegele
and Weber, 2015). In contrast, IR is specific reviews posted by individuals signalling specific,
idiosyncratic, peripheral, contextual, exemplified, and individuating details about a target (Qiu et al.,
2012), which can, by definition, be considered as case information (Daschmann, 2008; Yan and Sengupta,
2013).
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Figure 1: An Example of ARM and IR on Amazon.com
Base-rate neglect

Base-rate neglect, also called a base-rate fallacy, is a type of cognitive bias in which people tend to ignore
or underutilize the base rate in favour of case information (Kahneman and Tversky, 1973; Yan and
Sengupta, 2013). In other words, people are inclined to rely more on individuating information than
base-rate information. However, studies in this domain suggest that people base their judgments of a
target merely on base-rate information when both base-rate and case information is available to them
(Kahneman and Tversky, 1973; Nisbett and Ross, 1980; Welsch and Navarro, 2012).

When they are told that a person is “short, slim and likes to read poetry,” people are more likely to
guess that the person is a professor of classics than a truck driver, ignoring the much higher base rate
of truck drivers than classics professors in the population (Nisbett and Ross, 1980). Numerous studies
have consistently replicated base-rate neglect (e.g., Bar-Hillel, 1980; Lyon and Slovic, 1976). The
“Heuristic and biases” school of thought further argues that base rate neglect is robust (Kahneman and
Tversky, 1996). However, some scholars have suggested that base-rate neglect may be attenuated or
even disappear under different experimental conditions (Cosmides and Tooby, 1996; Gigerenzer, 1996)
or depending on people’s mental construal (Yan and Sengupta, 2013). In an attempt to test an
underlying psychological mechanism through which base-rate operates in consumers’ minds, the
present study also contributes to the literature regarding “base-rate neglect”.

Construal level theory

Scholars have long been interested in the psychological states of human beings that transcend the “here
and now”. Transcendence of the “here-and-now” implies that beyond physical limits, the self and
experiences here and now, human beings can contemplate themselves in the past, and future, put
themselves into others’ shoes, cognize spatially distant places and consider counterfactual alternatives
to reality. In other words, people traverse psychological distance (Trope, 2012).

A vast number of studies in social psychology, evolutionary psychology, and neuroscience are also
supportive of the argument that humans have evolved with a capacity to broaden their spatial,
temporal, and social horizons (Gilead, Liberman, and Maril, 2014; Saad, 2017; Stillman, Lee, Deng,
Unnava, Cunningham, and Fujita, 2017; Trope, 2012). For instance, we can plan our careers, try to
predict future events, and contemplate hypothetical scenarios of what would happen if we did behave
in a particular way. Furthermore, by putting ourselves into others’” shows, we can anticipate and

bmij (2022) 10 (4):1335-1353

1338



Caner Cesmeci & Sebnem Burnaz

contemplate others’” opinions about themselves (i.e., the meta perception concept; a detailed review of
meta perception, see Varnali and Cesmeci, 2022).

Construal level theory (CLT) is a theory developed in social psychology, explaining the relation between
psychological distance and the extent to which an individual’s thinking of objects and events is abstract
and concrete (Trope and Liberman, 2010; Trope, 2012). The basic tenets of construal level theory of
psychological distance lean on the assumption that only the here and now can be directly experienced;
the future, distant places and other people are thought to be represented in a more abstract manner,
such as imaginations, memories, plans or hopes (Raue, Streicher, Lermer, and Frey, 2015). In other
words, the more distant a phenomenon from an individual is, the more abstract the phenomenon is
processed. Contrarily, the more proximate a phenomenon from an individual, the more concrete way it
is processed.

Psychological distance varies along temporal, spatial, social and hypotheticality (Trope and Liberman,
2010). Liberman and Trope (2014, p. 365) also assert that “it is ever important whether an object is real
or imagined, certain or probable, present, future or past, mine or somebody else’s.” People adopt higher
construal levels when psychological distance increases, whereas they operate at lower construal levels
when psychological distance decreases. Psychological distance in each dimension denotes how far the
distance is from the present (temporal), here (spatial), self (social) and probability (hypotheticality).
Although researchers suggest other dimensions, when the term “distance” is used, it refers to these four
dimensions specifically (Liberman, Trope, and Wakslak, 2007).

According to CLT, people mentally represent distant future events more abstractly and focus on the
desirability and central features of that event. Specifically, when the event is near, people construe it
more concretely, focus on feasibility and consider secondary features of that event. For example,
planning a vacation for the next summer is construed at a high level of abstraction in terms of “having
fun”, “relaxing”, and “beauty of nature”. However, the day before going on vacation, the same event is
construed at a low level of abstraction, such as “where can I stop by during the journey” and “selecting
the appropriate clothes for packing”. Furthermore, the same abstraction level can be applied to different
dimensions. For example, people are more prone to construe remote places abstractly than their

immediate surroundings.

Although the relationship between psychological distance and construal levels is well-established, a
conceptual distinction between these two mechanisms is noteworthy. While psychological distance
refers to the perception of when an event occurs, where it occurs, to whom it occurs, and whether it
occurs, construal levels are, on the other hand, related to the processes that give rise to the
representation of the event itself (Liberman et al., 2007).

Assumptions on which construal level theory is constructed are: First, psychological distance is a selfish
concept relative to the self, here, and now. Second, the causal link between psychological distance and
construal level is bidirectional. In other words, psychological distance affects the mental representation
of objects, while the mental representation of objects (i.e., either abstract or concrete) affects the
perceived psychological distance. Third, the effect of psychological distance on one dimension (e.g.,
temporal) impacts other psychological dimensions (e.g., spatial, social, hypotheticality). These
assumptions can be used to unconfound the effects of psychological distance from other variables (i.e.,
alternative explanations) (Liberman et al., 2007; Trope, 2012).

A growing body of research examined the main or joint effect (e.g., along with different theoretical
constructs) of construal level on advertisement effectiveness, product appeal (Spassova and Lee, 2013);
subjective probabilit