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INTRODUCTION
CONTEMPORARY ISSUES IN
ECONOMICS & BUSINESS:
COVID-19 PANDEMIC AND
GLOBAL ECONOMY

The World that we have seen and lived in last year has changed our lives in un-
expected ways. Economist might have predicted the continuation of “slowbali-
zation”, that is the decrease in tempo of globalization, in 2020, but the unwel-
come guest in the form of the Coronavirus pandemic caught the most of us by
surprise. People lost their lives, national economies and global economy is experi-
encing recession, educational institutions had to transform into organizations of-
fering a distance education which has been a challenge not only for teachers but
especially for the students who happen to be not only the first digital generation
but also the first people who for at least a year will have been forced to mostly
live and stay at their homes during their youthful years. The importance of tele-
communications and of social media increased, and more people started to pur-
chase all possible products online making the cargo deliverers and also the profes-
sions preparing the fresh food and meals, after the medical doctors and hospital
staff (Thank you all), the new heroes of this unwanted age. Many people in var-
ious professions, ranging from drivers through factory workers to shop assistants
etc., were laid off; and street vendors in many countries with people working in
the sphere of grey economy have faced misery with a risk of starvation.

However and luckily, the world have kept on turning on, so as humanity has not
given up. Researchers in biomedical sciences came up in a fantastically record time
with a viable solution in the form of a vaccine that is able to help a patient in
90 % of cases. In a beautifully symbolic way, since this book’s chapter are con-
sisting of the works from the Turkish academe, the two scientists and a married
couple who developed the first approved Covid vaccine in Germany, Ugur Sahin
and Ozlem Tiireci, have both roots in Turkey. The academics who gathered to
contribute to the seventh volume of the Global Studies series to deal with Con-
temporary Issues in Economics and Business also have kept on working in their re-
spectable fields to preserve the continuity of knowledge and academic integrity.

7



INTRODUCTION

Already Robert Robertson, one of the first sociologist who started to work with
the concept of globalization, pointed out that globalization is a multidimensional
process (Robertson 1985, Robertson & Lechner 1985), “the major dimensions
being the economic, the political, the social and, most salient, the cultural” (Rob-
ertson 2020b: 4), in the time when globalization was conceptualized under the
strong economistic view as a unidimensional which had been the perspective
that prevailed until the early 2000s (Robertson 2020a). The multidimensional-
ity of globalization is also represented in this volume which also indicated that
the economy and business related phenomena cannot be studied out of the mu-

tual socio-political connections.

After the World War II, Global economy first time suffering worst collapsing in
production , growth and trade in 2020. Nevertheless, the pandemic- prompted
international slump has already turned into a missing period for developing coun-
tries and emerging markets since 2008 global crisis (Kose & Sugawara, 2020).
Consequently, globally huge increasing assessed in the number of people living
in poverty, by 2021 compared to pre-pandemic developments especially repealing
last decades of poverty reduction (World Bank, 2020). Post-pandemic economic
environment and uncertainty reduced the accumulation of human capital. More
than in prior economic crises, the covid pandemic is estimated to have long-term

negative impacts on almost all global economic activities and per capita income.

Due to border closures and supply disruptions, international trade shrank last
year, interrupting the provision of international goods and services. Compared
with during the global financial crisis, commodity trade declined faster and re-
covered faster, while service trade remained sluggish. The relative advantages of
the manufacturing industry, as well as the continued disadvantages of the ser-
vice industry, reflect the unusual nature of the economic downturn, that is, it
has shifted consumption patterns to commodities instead of services that require
face-to-face interaction. The recovery of global merchandise trade also benefits
from the resistance of global value chains to supply disruptions. Continued ob-
stacles in international travel and tourism are leading to continued weakness in
the service industry. International travel has recovered from the trough in April,

but has stabilized at levels well below pre-pandemic levels.

The central banks took active policy actions to save the global financial sys-

tem from falling into crisis last year in all over the world. Financial conditions
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are generally loose, as indicated by the recovery of stock market valuations in
the context of low borrowing costs, large amounts of credit issuance, and posi-
tive news for vaccine developments (Altavilla et al. 2020). However, this masks
an increase in potential vulnerabilities, including rising debt levels and weak

bank balance sheets.

The global economy is expected to recover slowly due to the collapse caused by
the COVID-19 pandemic. Production in 2021 is expected to increase by 4%,
but it will still be more than 5% below the pre-pandemic forecast. The pan-
demic can cause lasting damage to potential growth. In particular, the impact
on investment and human capital is eroding the growth prospects of emerg-
ing markets and developing economies and frustrating key development goals.
With the progress of vaccination and the control of the influenza pandemic,
as well as the gradual improvement of confidence, consumption and trade, the
global recovery has been suppressed in the short term due to the recurrence of

COVID-19 cases.

The book is planned 5 parts. In the first chapter of this book, Meftune Ozbakir
Umut explains the scientific definition of marketing globalization and the gen-
eral phenomenon of global marketing practices. Customer preferences, competi-
tors, distribution channels, media and results may change. From the perspective
of managers, global marketing is a huge challenge because companies must adjust
their marketing strategies and plans as much as possible according to local con-
ditions. According to Ozbakir Umut, there are several different views on global
marketing in the literature. In these high- tech strategies, business partnership
plans can be strengthened by tailoring, not standardization. Marketing policies
and pricing decisions are centralized among few countries or companies. Global

marketing provides businesses with the potential to succeed all over the world.

In Chapter 2, Bahar Baysal aims to provide a more comprehensive and dynamic
analysis of capitalism based on the criticism of the VOC method. In this regard,
the first thing to emphasize is that the political and economic fields are crucial
to maintaining the capitalist order. The interweaving of these two fields in shap-
ing the market takes different forms in different societies and forms the basis of
different varieties of capitalism. Through the formation of mediation policies and
the political system environment in the reform process, the integration of the state

and analysis can also help explain system changes. Second, the VOC method
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ignores the interaction between the country’s political economy and the interna-
tional system. Finally, institutional complementarities, which is claimed to exist
between different institutional domains in the VOC approach, makes it difficult
to understand institutional change and leads to the emergence of a static analy-
sis. Therefore, an open approach that is not confined to the rigid boundaries of
ideal varieties of capitalism is proposed. In conclusion, the theoretical analysis pro-

posed in her study is the comparative analysis of capitalism in the global economy.

Globalization is one of the concepts widely used today and has caused many con-
troversies. In the third chapter, the interaction between the economic, environ-
mental, political and cultural dimensions of the globalization phenomenon is ex-
amined from the logic of the process, and the economic dimension is emphasized.
According to Melehat Batu Agirkaya, globalization is the driving force for increas-
ing wealth and wealth throughout the world. It can be seen that due to the nega-
tive impact of inequality, poverty that has emerged after emerging inequality has
increased and deepened. Therefore, the chapter of Batu Agirkaya aims to reveal
the relationship between them by studying the wave of globalization that covers

the world and the resulting impact of income inequality and poverty.

The globalization affects the cross-border operations of many businesses around
the world and is still more important, the effect of global brands on the lives of
consumers is increasing. Global brands, seen as an important reflection of cultural
identity and a symbol of quality, have created a new market segment by contrib-
uting to the development of a consumer culture understanding that transcends
national borders. Engin Yiicel analysis the role of global brands in the develop-

ment of a global consumer culture in the fourth chapter of the book.

Turkey has several geographic product potentials due to its geographical position,
different soil structure and rich human capital. The richness of the product pro-
vided by the environment features, promotes the protection of products through
geotagging. In the fifth chapter, Caliskan & Késtepen’s study aims to reveal the
importance of the geographical indication in Turkey, identify geo-tagged products
to consumer perception and evaluate the effect of the awareness of the purchasing
preferences of this perception. As a result of their study, the current situation of
the opinions of the consumers residing in Izmir on the geographical indications

and their perception about the geographical indications were put forward and
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solutions were proposed for the problems. In this regard, awareness and agenda
have been tried to be created by relevant stakeholders.

Social media platforms have become an important means of communication in
the economic and social sense. As a result, the way of communication and inter-
action between individuals and with corporate customers has undergone major
changes, and the trust of consumers has been gained through deeper connections
with consumers. Looking back at the development of social media platforms over
the years, we can find that the usage rate of these platforms that affect business
success is increasing every day. Almost half of the world’s population uses social
networks and they influence each other. More and more each other. Cetinkaya,
Kartal & Adil, in the sixth chapter, explain the effects of digital social networks,
that have developed with globalization, on businesses and consumers.

In Chapter seventh, Duygu Hidiroglu assesses the supplier’s performance while
establishing a long-term relationship between the manufacturer and the supplier.
The results of her research concluded that even after establishing a long-term co-
operative relationship with the supplier, the supplier has increased sales, and estab-
lishing a long-term relationship with the supplier will not have a positive impact
on the supplier. On the other hand, when suppliers establish long-term relation-
ships with manufacturers, they will reduce inventory costs by strengthening in-
ventory tracking. In addition, low cost allows customers to increase bargaining
power. In the study, it was also found that the decrease in inventory costs would
not increase the profitability of suppliers..

The chapter of Ezgi Karatas Yiicel, based on the idea that social marketing can
play a supportive role in global health services with the COVID-19 pandemic,
which has become a global crisis all over the world, the concept, scope and his-
tory of social marketing are discussed and the elements of the social marketing
mix are exemplified in the context of global health services. In the last phase of
the study, the trends that shape social marketing are discussed from the perspec-
tive of global health services.

In the nineth chapter of the book, Sarmusak & Kapucu aims to analyse the fi-
nancial performances of the insurance and pension companies whose stocks are
traded in Borsa Istanbul, according to multicriteria decision- making methods.
Application data involve ten different financial ratios of seven insurance compa-
nies and pension funds between 2016-2020. Firstly, the criteria were determined
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by Entropy method and then those companies were ranked by TOPSIS and
MULTIMOORA methods. As a result, while Anadolu Insurance Company fi-
nancially has shown the best performance untill the second quarter of 2020, the

worst has been Anadolu Hayat Pension Fund.

In Ayse Cebeci’s research, the focus is to transform the integration model of the
Gulf Cooperation Council countries into international capital accumulation.
She explained how, as a strategic raw material exporter and finished product im-
porter, the Gulf’s status as a global capital accumulation has changed in the in-
ternational division of labour. In this regard, it is estimated that as a strategic raw
material exporter, the way to integrate into global capital accumulation will no
longer be sustainable, and the social consensus reached by relying on these ex-
port revenues will soon be overturned. According to her research, for all these
reasons, it can be expected that reforms based on the recommendations of the
World Bank and the OECD will accelerate the formation of capitalist social re-

lations in the Gulf region.

In addition to national borders, global issues, such as air pollution, climate change,
and the risk of extinction of animal and plant species, affect each other; these is-
sues, depending on the degree of this interaction, also endanger the lives of in-
dividuals and future generations. In Chapter eleventh, according to H. Giilgin
Beken, the adoption of the Sustainable Development Goals requires countries,
non-governmental organizations, the business community dedicated to achiev-
ing these goals, and cooperation between them to ensure that the economy, de-
spite the current problems, Development is still under the environment. In her
research, she theoretically discussed how to manage the ecological crisis through
the functions and responsibilities of different actors in terms of the sustainabil-

ity of the development concept.

In the next chapter, Akyol & Albayrak, analyses the effect of R&D and foreign
direct investments on information and communication technologies exports for
BRICS-T countries. The study in which panel data analysis was used covers the
period between 2003 and 2017. Long-term and short-term relationships between
variables were analysed using error correction models. According to the results of
Dumitrescu Hurlin causality analysis, foreign direct investments negatively affect

the exports of products based on information and communication technologies
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in the long term and one-way causality from foreign investments to export of

products based on Information and communication technologies was determined.

In Chapter 13, Lecuna & Caliskan’s purpose is to evaluate the efficiency of the
Eastern European and Turkish banking industry between 2008 and 2017. All
countries have analyzed their entry into the European Union (EU) after 2004,
and Turkey is the only candidate country in Eastern Europe. They use the widely
used Malmquist Productivity Index to calculate efficiency scores. Input and output
variables are selected according to the mediation method. According to their find-

ings, they have achieved positive results on average in Eastern Europe and Turkey.

In this chapter, Ozlem Karadag Albayrak analyses the impact of road, sea, air,
and rail transport on freight volume and the impact of foreign direct investment
on economic development. In this study, Turkish data from 1988 to 2018 was
used. According to the analysis results, there is a long-term relationship between
the variables. Parameters showing long-term dynamics between variables indicate
that there is a positive correlation between economic development and the vol-
ume of freight carried by rail and sea transportation. On the contrary, there is
a causal relationship between economic growth and air freight volume. Parame-
ters showing short-term dynamics indicate that there is a positive correlation be-
tween economic development and foreign direct investment and the volume of
freight carried by road, sea and air transportation.

In the last chapter of the book, Mehmet Yeter, has analysed in order to evaluate
the economic performances of EU, member countries and Turkey between the
years 2000-2019. As a result of his study, it is recommended that the EU should
force its member countries to approach the line about meeting the criteria or re-
view the criteria. Otherwise, the EU may feel the danger of losing its credibility
on this issue with every passing year. If Turkey also raises performance of its in-
terest rate and the inflation, it will adapt EU’s economic criteria.

As a result of main theme of the book, lets us go back to global economy; Due
to new vaccination progress, the global crisis affected by the pandemic will be re-
duced in the end of 2021. However, the main risks of the global economy in the
next decade will be on containing pandemic related rising debt and weak eco-
nomic growth. Reforms, policy actions and global collaboration / corporation for
the policies between countries will be critical and key issue in the rescue / recov-
ery of the global economy. Also structural reforms can reduce the long-term harm

13
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of the pandemic. Slow recovery is not inevitable, and can be avoided through
structural reforms to increase productivity. Promotion of education, effective
public investment, sector redistribution and improved governance can offset the
scarring effect of the pandemic and lay the foundation for higher long-term
growth. Investment in green infrastructure projects can provide further support
for sustainable long-term growth, while also helping to mitigate climate change.

[smail Siriner
Marcel Meciar

Hamza Simgek
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GLOBALIZATION AND
MARKETING STRATEGIES /
KURESELLESME VE PAZARLAMA
STRATEJILERI

Meftune Ozbakir Umut (Bolu Abant Izzet Baysal University)

Abstract

A standard practice in marketing will be different in - country. Such an unequal
scenario would mean that a successful marketing practice in one country would
not operate equally in another country. Customer preferences, rivals, distribution
channels, media, and effect can change. From a managerial point of view, global
marketing is a tremendous challenge, as businesses must adjust their marketing
strategies and programs as much as possible to the local circumstances. This is the
true test of the company&#39;s strategy and strategic thinking. There are several
different viewpoints on global marketing within literature. In these high- tech
strategies, business partnership plans can be strengthened by tailoring, not stand-
ardization. Marketing policies and pricing decisions are centralized among few
countries or companies. The degree of teamwork that happens within the organ-
ization can be defined as strength. Through this strategy, a business can achieve
a competitive level and perform well in all market segments. Global marketing
provides businesses with the potential to succeed all over the world.

Key words: Global Marketing, Marketing Globalization, Globalization, Market-
ing Strategies

1. Introduction

The principle of global marketing practices is well established. It is popular among
marketing theorists and marketing professionals. Global marketing is a term with
many interpretations. It’s like an agreed word to discuss some marketing phenom-
enon. As a prefix, frequently. There is a debate about the proper understanding of
the word ‘global marketing’. All the use and sense of globalization remains unclear
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in reality. It may have a differing understanding depending on the views of the
individuals. Many companies are trying to link their marketing strategy with the

“globalization” of marketing activities.

Globalization may be characterized in terms of the production of products and
the movement of services across countries or from a bottom up perspective based
on customers’ demand for the same basic bundle of goods and services across na-
tions (Belk, 2019:545). Global marketing starts with the premise that the planet
has no center. The world economy includes the involvement of all nations; not
just the developed and the recently industrialized countries, but also the emerging
countries. This multilateral arrangement between states is combined with global
business rules and regimes. This is focused on the belief that customer tastes can
be and are being continually reshaped by common external conditions, rather
than exogenous (rather than endogenous) triggers (Perry, 1999: 48). It can be
thought of as a phenomenon of industry one way of interpreting a global mar-
ket is to think of it as a giant supply chain and coordinating mechanism. Global
corporations such as Toyota use mostly parts made by someone else. This incred-
ibly high degree of research and development entails the construction and pro-
curement of myriad similar goods. The challenges of decoding global marketing
terms are often very complicated. Marketing across political and ethnic lines poses
numerous problems and hardships. Typical debates concern standardization-adap-
tation discrepancies, locus of control concerns, as well as the integration of mul-

tinational companies versus branches (Lee & Carter, 2012:7).

This chapter, which is a conceptual study, discusses the scientific definition of glo-

balization of marketing and the observable phenomena of global marketing practice.

2. Concept of Global Marketing

Marketing approaches and tactics employed in one company should apply in
other companies. It is common for marketing practices to vary from country to
country and all countries are different. This inequalities mean that a marketing
strategy which works well in one country which not in another country. Cus-
tomer tastes, rivals, delivery networks, and contact media will vary. A significant
managerial challenge in global marketing is learning to understand the degree to
which the marketing plans and initiatives can be applied globally, as well as the

extent to which adaptation is necessary. The way an organization approaches the
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challenge is a test of its corporate outlook. Strategies in single-country marketing
resolve two main issues: choosing a target market segment and designing a mar-
keting mix (Keegan & Green, 2015:8).

It is possible to see many different definitions of global marketing in the litera-
ture. Such as; in certain high-tech tactics, marketing should play an action of tai-
loring instead of traditional standardization (Porter, 1986:17); global marketing is
the act of concentrating efforts and goals on global business (Keegan, 1989:11);
a market experience on marketing goods worldwide (Dahringer & Miihlbacher,
1991:5); national campaign goals by integrating and organizing efforts with other
industries (Johansson, 2000: 6).

There are three additional aspects of global marketing. Firstly, marketing prac-
tices (promotional strategies or price decisions) are centralized in one country or
in few. Intensity of coordination refers to the degree to which marketing activ-
ities linked to marketing mix activities are organized across global locations. In
this way, convergence of competitive steps is the level of external marketing strat-

egies of a company. Global marketing allows companies to thrive on a global scale
(Zou & Cavusgil, 2002:42).

Global market presence means the organization has activities in large global mar-
kets. Standardization versus adaptation is the degree of which each marketing
mix feature is performed the same way in different countries. There has been a
long-standing scholarly debate concerning the question of standardization versus
adaptation in global marketing. Levitt (1983) argued that retailers faced a generic,
multicultural village. He also recommended that companies need to produce uni-
form, high-quality products and sell them to various areas of the world by using
standardized advertising, pricing, and distribution techniques. But the business
press regularly cited business analysts who disagreed with Levitt. National pro-
motion is one of the secrets to Coke’s growth. This success has not been accom-
plished because the close ties between marketing mix components were not con-
sidered. For eg, Coca-Cola achieved popularity in Japan with the goal of getting
people accustomed to the food. Coke’s popularity in Japan is a result of its cor-
porate localization, becoming as much of an insider as a local corporation but
also benefiting from world-scale activities (Terhune, 2006:2).

In this context, it is necessary to talk about global localization. Business success

may be to think globally and act locally. Being a global company comes with
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such degrees of tension that cannot be undone by individual members. Any busi-
nessmen say their modern environment demands homogeneous goods which are
“one size fits all” all over the world. Others say the planet wants tailor-made goods
for any area. Companies recognize that it is neither and it is both. At the same
time, they are mindful of both sides of the view (Taylor & Webber, 1996:48).

Buzzell (1968) went over the boundary and set the model for cross-border ad-
vertisers. He was greatly concerned in how cross-border marketing could work.
He is eventually persuaded by foreign advertisers that by localizing ad strategies
in target countries, foreign marketers will attract country audiences to theirs.
This acted as a strong argument for a “think local, act local” marketing cam-
paign adopted by international corporations. Buzzell (1968)’s initial hypothesis
and the idea of Levitt (1983)’s initial hypothesis are in sequence. Different or-
ganizations can choose from one of two theories of foreign marketing by practic-
ing “multinational marketing” or aligning to theory of “global marketing”. The
two theories as seen in Table 1.

Table 1. Comparison Of The Two Theories

Multinational Marketing Global Marketing
Think local, act local Think global, act global
Specific adaptation of marketing Standard of marketing programme
programme
National culture and consumers are National culture can be overcome by
culture bound marketing programme

Customer value creation is primarily Economy of scale is primarily essential for
essential for multinational companies multinational companies

3. The Globalization Of Marketing Activities

Global marketing covers all countries worldwide. There is a need for a multi-
national organization to be cognizant of the traditions of individual countries
and consider how they can communicate with their clients. To achieve sustaina-
ble growth, an organization would benefit from a deep regional market empha-
sis combined with a global marketing capacity. From the example of CEO and
Chairman of Danone below: “Whar unites us through our brands, markets, and
businesses is the groups’ identity, which we refer to as worldwide business with a local
presence. Everywhere we operate, our priority is to create or develop a strong brand that
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reflects the needs in that marker as closely as possible”. This is not an easy job, even
for large corporations like Danone. Every nation has its own range of challenges
and foibles. This include exporting goods, foreign logistics, contact with custom-

ers, laws and regulations on bringing money out of a country (Best, 2020:3).

A critical topic to be addressed is the organization of global economies. Some say
that the needs of consumers are becoming same everywhere around the globe.
Some people claim that complex geography is also an issue because of various
ethnic, geographic, and language interests. These diverse angles contribute to dif-
fering insights for global organization structure. If heterogeneity is the standard
and there are essential distinctions within countries, the firm should consider a
country-based organization reporting into regional regions. These continents,
Europe, Middle East, and Africa. Specific states should have ample freedom to
determine their policy on ads. If consumers have similar needs, global product
management could be more effective. The general product manager is respon-
sible for overseeing much of the company’s policy and activities. This organiza-
tion will often have area and/or country policymaking focus. For example, P&G
with Headquarters offers a set of national standardized advertisement schedules
for transition of local markets. The four company divisions were converted one
by one. Geographic areas are classified into seven main commodity categories.
To effectively launch new products and eliminate time-to-market, the P&G flat-
tened its corporate structure, simplified reporting processes, and tied executive
pay to global product categories (Capon & Hulbert, 2007:558).

Global customers would search products and services which satisfy their needs.
They check out items that correspond to their tastes. World branding has be-
come increasingly relevant when like brands like IBM. This trend is likely to ac-
celerate as more and more small-medium businesses are going to enter the mar-
ket. This would have an enormous effect on global advertisers because of the
emulation nature of the global customer. Wilk (1998) gives more observations
in this respect. May we be experiencing the rise of cultural imperialism? What is
the power of western media is really strong? Case studies show that suspicions of
peer groups are irrational, as many groups imitated their more dominant peers.
More recently, we have seen how customers have shifted from the model of com-
petition for goods among class to the model of competition within the national
economy. The global marketer copes with the diversity problem by soliciting po-

tential consumers from diverse ethnic backgrounds. Wilk (1998) provides some
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replies. When improving these skills as factors of consumer behaviour, you need
to cultivate a healthy scepticism of the so-called models of global consumer be-

haviour. There is no single cross-cultural database of advertisers and consumers

knowledge (Lee & Carter, 2012:26).

People might behave differently in different countries for cultural reasons. Hof-
stede (1980) defined dimensions which accentuate different cultures of individ-

ual countries:

1. In collectivist cultures the self-esteem of an individual is more embedded in the

social system than in their individual successes (high collectivism: Japan; low: US).

2. High power distance societies tend to be less inclusive in the area of leadership
(high: Russia; low: Nordic countries).

3. This factor tests how often a society is dominated by assertive males or caring
females (highly masculine: Japan; low: Nordic countries).

4. Uncertainty avoidance shows how risk-averse people are (high avoidance:
Greece; low: Jamaica).

One of the most important examples of the globalization of marketing activi-

ties worldwide is the success of LOréal company. In this example we can see this
clearly (Kotler & Keller, 2012:619):

“In terms of globalizing beauty, no company does it better than L'Oréal. The firm,
L'Oreal, was founded over 100 years ago by a young chemist, Eugene Schueller, in
Paris. By the 1930s, Schueller had developed beauty products like suntan oil and sham-
poo. Today, the company has become one of the world’s leading cosmetics companies,
with distribution in 130 countries, 23 brands, and around €17.5 billion in sales. The
growth of LOréal is credited to Sir Lindsay Owen-Jones who transformed the small
French cosmetics company to a large international business with vision and precise brand
management. In his 20 years as CEO and chairman, Owen-Jones did the right thing
by divesting weak brands, acquiring ethnically diverse brands, and expanding beyond
the original definition of the company. In order to further “meet the needs of men and
women around the globe,” LOréal concentrated on “skin care, hair care, makeup, hair
coloring, and perfume”. LOréals four main segments are (1) Consumer Products, (2)
Luxury Products, (3) Professional Products, and (4) Active (dermo-cosmetic products
sold at pharmacies). L'Oréal believes that precise marketing targeting is crucial to the
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global success of the company. He talked about how these companies are branded, and
how brands are strategically positioned for maximum interest with minimum product
overlap. LOréal quickly became a player in the growing ethnic hair care industry (20
percent market share) when it purchased and merged the U.S. companies Soft Sheen
Products and Carson Products in 1998 and 2000 respectively. LOréal was very con-
Jident that this new category was overlooked because it was previously fragmented and
was misunderstood. SoftSheen-Carson now earn roughly 30% of its annual revenues
in South Africa. L'Ovéal also conducts research and innovation at 14 research centers
around the world, and spends 3% of annual sales on research and development. It is
critical for L'Oréal to understand the unique beauty routines and needs of different
cultures, countries, and consumers. There is a wide cultural difference in body hair
and skin colour. In Japan, for example, L'Oréal developed Wondercurl mascaras with
Asian eyelashes. After launching, Eyelure went on to become Japan’s number-one sell-
ing mascara and girls lined up on stores to buy it. LOréal tapped into the new fash-
ion of Asian girls by introducing cosmetics aimed at this younger generation. L'Oréal
is kmown for its famed tagline, “Because Im Worth It. To head your own business, you
should be both authentic and have global vision and strategy’.

4. Benefits of the Marketing Globalization

There are a numerous variety of advantages associated with globalization for mar-
keting practices in organizations. The strategic gains of globalization are (Naghi
and Para, 2013: 169):

* The standardization could make the process of marketing more economically
sound.

* Increased pace to market since globalized companies centrally prepare and co-
ordinate new product launch in one year or less.

* Establishing a special worldwide brand identity for the global company The
biggest advantage of union is the opportunity to use the same commodity
across markets while using the same executional processes.

e If demand expands, there would be a rise in sales volume.

e Helping emerging businesses to gain access to new resources. Globalization
has had many advantages for consumers and countries as a whole.

Also some benefits of the marketing globalization presented in Table 2.
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Table 2. Benefits of Globalization

For Companies For Consumers For Countries
Economies of scale and reduced Lower prices Improved standards of
costs living in both developed

and developing countries

The superior speed to market Wider choice Increased democracy

Unique worldwide brand name and | Improved quality
brand identity

Access to mass markets
(increased sales)

Access to resources

Access to finance and tax savings

(Source: Naghi & Para, 2013:170)

The importance of global marketing can be understood by examining the busi-
nesses in the global market. The US is the biggest single market for all goods
and services in the world, accounting for about 25 percent of the global mar-
ket. Companies who seek success would need to “go global” because 75% of the
world business growth opportunity is beyond U.S. boundaries. Many businesses
have understood the value to conduct business overseas. The manufacturing mar-
ket is being dominated by a handful of global corporations. The businesses that
will continue to effectively exist in the twenty-first century will be global cor-
porations. Any firms that struggle to adapt well to the demands of globalization
will be replaced by more competitive and innovative companies. Many more
will undergo wrenching transitions and, as their efforts succeed, their businesses
will prosper, while others will vanish. Examining an individual product market
share gives another viewpoint on global marketing value. For example compa-
nies listed in the Fortune rankings have a major effect on the global economy
(Keegan & Green, 2015:16).

5. Risks of Marketing Globalization

The first risk is that it requires more centralisation. Centralization will save time
by mass manufacturing products; but it can also slow down campaign efforts.

Very late reactions to competition behaviour or unique to city customer are risky.
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This may be an explanation that these people are several levels removed from cus-
tomers. The downside is lower consumer responsiveness in local markets. Local
marketing administrators typically do not have any interaction with world mar-
keting. They may not often interpret local customer needs or perspectives. Their
competitive focus is on parallels that occur between markets. In the end, custom-
ers do not come to know local goods. It’s likely that goods and services would be
produced which are not precisely to customers’ specifications. The objective of
product standardisation is to develop products that satisfy the desires of a wide
group of people everywhere. Things are built on the lowest common denomi-
nator to maximise pricing. There is the possibility that consumers may be dis-
appointed with the standardised goods. There are two problems about risk con-
trol that are not always underlined. A portfolio that includes a vast majority of
multinational labels is more fragile. When the globe becomes more linked and
related by global media such as CNN and the Internet, an issue that occurs in
a local country travels to the rest of the world quite easily. It is to a large degree
dangerous for a company because it will sacrifice the bottom line. A quality issue
on the firm’s overall results could ensue to a devastating effect on the business as
a whole (Lambin & Schuiling, 2005:3).

Despite these drawbacks, the plan by Keller & Sood (2001) would optimize the
benefit of global branding while minimizing the risks. The plan, which includes
these 10 important items, is listed as follows (Keller & Sood, 2001):

1. Understand the competitive marketplace of branding: In foreign markets, brand
growth, customer behaviour, competitive competition, and legal constraints are
largely close to one another.

2. Stop shortcut approaches for creating brands: Create from the ground up, build-
ing visibility before brand image (strategy) and developing accumulative brand
equity (tactics).

3. Conserve a marketing environment: Develop your marketing infrastructure from
scratch, or change and adjust your marketing infrastructure to accommodate mar-

kets in various countries.

4. Embrace coordinated business initiatives: So many ways of contact depend on

foreign markets, not just ads.

5. Develop industry alliances: National brands pick marketing alliances to expand

their distribution, increase revenue, and better the brand picture.
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6. Align continuity and regulation: Packaging, brand name, and delivery networks

tend to be generic while interactions may use varying degrees of customization.

7. Align the local and foreign impact: Companies must balance internal and external

influence and enable different management to have differing levels of autonomy.

8. Incorporate simple instructions: Brand concept and guidance help marketers.
Everybody knows what to do and what not to do. The aim is to communicate

how the company is to be placed and promoted.

9. Implement an internationally standardized brand-centric measuring framework:
The knowledge in the global brand-equity model is essential for both immediate

and long-term strategic decisions.

10. Leverage well-known labels: Properly planned and incorporated corporate name

identifiers may have a huge impact on the overall value of a corporation worldwide.

In the other side, standardization posed a significant drawback for the consum-
ers. In this way, countries sacrifice their identities and national traditions because

of globalization.

6. Global Marketing Mix

The original four P’s was drawn from studies on manufacturing business to con-
sumer (B2C) businesses, where the core of the marketing mix concept is the no-
tion of a collection of controllable variables or a ‘toolkit’ (the four P’s) at the
discretion of marketing managers which can be used to manipulate consum-
ers. However, particularly in business to business (B2B) marketing, the market-
ing mix is often determined by the contact mechanism itself between buyer and
seller, meaning that the impact method is bargaining and not persuasion as sug-

gested by the conventional marketing mix (Hollensen, 2014:471).

In this section, product, price, place and promotion items, which are the four

P’s of global marketing, will be examined as frequently discussed in the literature

6.1. Product and Brand Decisions in Global Marketing

Product (P) is the core of the marketing mix problems and opportunities facing
global businesses today: management must create brand and product practices

and plans that are responsive to consumer demands, competitiveness, and business
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priorities and capital. In order to be a successful global marketer, it is necessary to
strike a balance between creating local product and brand adaptations and focus-
ing company capital on existing global products and brands (Green & Keegan,
2020:325). Globalization is pushing businesses to produce global brands to im-
prove the market reputation and revenues in a worldwide network. A global com-
modity fulfils the demand of a global market. It a global commodity that is sold
in all world regions and to countries at any level of growth. A global brand has
the same identity and place globally. Any businesses are well recognized around
the globe (Green & Keegan, 2020:330).

6.1.1. Global Product

In order to reach international markets, it is important to first analyze all the
product attributes in the “total”. There are several considerations to be made by
marketers in order to make the commodity desirable to overseas market. Along
with the main physical assets, some external items such as branding, packaging,
and after sale support that made up the complete product value bundle for the
consumer (Hollensen, 2020:453). As seen in Figure 1 that its much easier to
standardize the practical portion of a product than it is to standardize the inter-

dependent programs that also have to be customized for particular consumers.

Figure 1. Levels of Product

After-sales service
— repair

Delivery

Support Installation :
services — maintenance
Guarantees
Spare parts

Design

Brand name Price Possibilities of

Product Quality Size and . standardizing
attributes ) colour variants  Staff behaviour elements
Packaging
Country of origin of product
X Perceived value
Core product Functional features
benefits Performance HEES
Technology
High

Source: Hollensen (2020:453)
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Globalization has placed pressure on businesses to produce merchandise and to
use branding on a worldwide basis. Worldwide market wants worldwide com-

modity. Global commodity is sold to all parts of the globe.

6.1.2. Global Brand

A global brand has a distinct identity, look and sound. Some companies are very
well-known all over the world as global brand. A global brand is built to oper-
ate everywhere in the world. The basic characteristics of global brands are as fol-
low (Dutta, 2016:360):

It must have adequate country coverage to be considered global.

* As culture neutral, these companies do not change their ad themes due to
country specific variations. It is expected that the global brand will use the

same strategic marketing in all its target markets.

* These brands spread the picture of a multinational company into the market-

place.

e Medium Companies benefit because there are huge number of medium sized

enterprises.

* There are several brand names that are globally recognized. Any type of work
or items need not be culturally specialized. Big companies could outperform
the small companies in the global market. Companies of corporate names such

as Shell, Philips, Apple, Nike are global in design.

* Itisalso expected that global brands have several items under their brand um-

brella.

With globalization, businesses can need to adapt their brand across various coun-
tries or industries. Even an existing brand name can require a choice between a
phonetic or semasic translation in order to communicate effectively. Sometimes
new slogans of brands need upgrading. For example; when Coors (a beer brand)
put its brand slogan “Turn it loose” into Spanish, some read it as “suffer from

diarrhea”. Some famous marketing errors below (Kotler and Keller, 2012:610):

* Hallmark cards failed in France, where consumers dislike syrupy sentiment

and prefer writing their own cards.
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e Philips became profitable in Japan only after reducing the size of its coffee-

makers to fit smaller kitchens and its shavers to fit smaller hands.

*  Coca-Cola withdrew its big two-litter bottle in Spain after discovering that

few Spaniards owned refrigerators that could accommodate it.

e General Foods Tang initially failed in France when positioned as a substitute
for orange juice at breakfast. The French drink little orange juice and almost

never at breakfast.

e Kellogg’s Pop-Tarts failed in Britain because fewer homes have toasters than

in the United States, and the product was too sweet for British tastes.

*  General Foods squandered millions trying to introduce packaged cake mixes
to Japan, where only 3 percent of homes at the time were equipped with ov-

e€ns.

e S.C. Johnson’s wax floor polish initially failed in Japan. It made floors too slip-

pery for a culture where people do not wear shoes at home.

6.2. Pricing Decisions in Global Marketing

In the whole, free trade leads to cheaper costs for commodities. Less expensive
goods also help nations keep a lid on inflation. Because of the foreign nature of
the market, the rule of one price will prevail (Green & Keegan, 2020:359). Be-
cause of variance in individual markets, global marketer can build pricing schemes
and pricing strategies that take into account country specific steps. A company’s
pricing strategy and framework must be aligned with current business trends and
other specific elements. Most businesses that are participating in the 19-country
euro zone have adjusted to the euro scheme of pricing transparency. With the help
of the Internet, prices of several items can be tested all over the globe. Around the
same time, businesses must understand how consumers around the world would
respond if they learn they are having even higher costs for the same goods than

consumers in other countries (Green & Keegan, 2020:360).

6.2.1. International Pricing Strategies

There are three strategies for pricing a new product: Skimming, market pricing

and penetration pricing.
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Skimming: To ‘skim the cream’ off the top end of the market is to create a high-
er-than-average pricing technique. To sell this commodity effectively, it would
be special and certain target market markets will have to afford it. If the target
market is met and the commodity is effectively delivered, the price steadily de-
creases. Competitive responses can have a direct impact on the progress of skim-
ming. Products can be built to cater to wealthy buyers, providing extras, conven-
ience, and variability or ease of service. The company gets a low market share in
exchange for a higher margin. There is way to assess the ultimate selling price by
using customer value-based pricing (Hollensen, 2020:517).

Marker pricing: In comparison, all the similar products already exist in the mar-
ket. The final price is based on the consumer price index. In this strategy, the
specifications provide that the vendor should have a detailed understanding of
product prices, as well as confidence that the product life cycle is long enough to
justify entry into the market. Constructive marketing strategy requires reactive
tactics instead of constructive approaches. Firms usually use pricing as a differ-
entiating factor, but have to agree that the dominant world market price. By us-
ing backward formulae, the company will measure the price from rivals net sales
and compare it to the variable cost and see whether their prices are profitable or
not. If the marginal contribution margin can be reached, so the company can go
on (Hollensen, 2020:518).

Penetration pricing: This strategy operates by providing special rates to buyers de-
pending on the demand of the item. This solution includes mass markets, con-
sumers that are price responsive, and reduction in unit costs by economies of
scale and the rule of practice. This belief that reducing prices will boost revenue
will not succeed in practice and other businesses will decrease prices as well. An-
other problem is that rates could be set low enough to not be effective. If there
are low price trust levels for a commodity, buyers are suspicious about the prod-
uct quality (Hollensen, 2020:518).

6.3. Place Decisions in Global Marketing

Marketing channels are there to meet consumers’ desires and wishes. The first three
types of uniform channel utility come under physical channel utility (the availa-
bility of answers to questions and general communication about useful product
features and benefits). Choosing the right channel would affect the positioning
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policy of the company and the foundation of its strategic edge (Green & Keegan,
2020:394).

6.3.1. Global Distribution Issues

Global distribution is much more complex than domestic distribution. Any big
businesses have struggled to have successful intentions for marketing abroad. Be-

cause of these (Dutta, 2016:457):

e Limited delivery system: In the distribution structure and system of a country,
the society, government laws, etc., of the country are represented. The basic
delivery structure varies from country to country and region to region. Japan
has a multi-level distribution structure where retailers are put in a certain hi-
erarchy to facilitate effective distribution. Such delivery system typically takes
longer time from manufacturer to ultimate user, and it entails higher ship-

ping costs as well.

* Selecting distribution channels. It is a huge problem for many businesses
joining a new country for the first time. They may feel really sad and disap-
pointed because they have reached a country with a completely different kind
of shopping center. For example, Body Shop, the UK based skin care brand,
was pressured to shop in mall stores when they opened up in US when they
should have done well in high end boutiques.

e Distance from manufacturing. The gap between the location of production
and the point of sale factors immensely in maintaining consumer loyalty. There
are many problems which slow down international marketing by many cou-
rier service agents. According to a story, Sony was not able to produce its Play
Station 2 in time to US, which allowed Microsoft to take marketing advan-
tage.

* The channel definition. It is not possible to grasp the competitive factors of
the overseas market before the entrance to the target market. Loss of network
forced several businesses to change channel after the incident. An example is
that COccitane, a French cosmetic firm, had to change its distribution net-

work in India due to tremendous declines in revenue.

* Managing human resources. Getting a suitable individual to lead the delivery
chain of a business is also daunting to businesses. A lot of times it is harder to

hire a successful professional than to employ a local worker in another country.
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6.4. Promotion Decisions in Global Marketing

In various areas of the world, marketing communications systems and tech-
niques vary. The difficulty of successfully interacting through nations is one as-
pect that led global companies and their advertisement agencies to incorporate
advertising strategies into a single integrated marketing communications program
(IMC). Many who approve of an IMC approach understand the separate aspects
of an organization’s engagement policy need to be closely organized (Green &
Keegan, 2020:429).

6.4.1. International Advertising Strategies

The standardization or adaptation discussed earlier in this chapter also applies

to communication.

Increased rate of production would lead to more affordable goods with lesser pro-
motional costs. Advertising can be profoundly affected by the market behaviour of
various countries. In actuality, it is not a choice between one or the other. There
are well-known businesses have internationally standardized advertisement strat-
egies. It is necessary to set up this division: The imaginative idea is among the
most strong powers of any campaign. Implementation is often ignored; thus, it
would not be fulfilled. Effective promotions know that the big plan succeeded as
relevant as the idea itself (Freedman, 2015:17; Hollensen, 2020: 609):

* Creative challenge is to identify an idea that matched brand and local con-
sumer needs. For brand directors who refuse to pay attention to local culture,
there are lots of problems. Images; the location, context or picture of the im-
age will differ from one market to another. Humour; laughable stuff will not
go down well all. It could offend the people. Animals and stuff that impor-
tant to know what kinds of animals hold various meanings. Many Western-
ers do not object to seeing images of a family enjoying fun in a garden with
their dog. Verbs; to adapt culture to another industry is a challenging chal-
lenge. The colours can have a positive and negative effect on the organisation’s
ideals across the promotional elements of marketing. Local customs perform
well but are more careful when using ‘international’ traditions such as Val-

entine’s Day for all markets.
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¢ The implementation challenge. Implementing and monitoring the entire pro-
ject from the beginning to the end. A emphasis on delivery from day one al-
lows effective global marketing. This includes expert expertise and cutting-edge
technologies to successfully conduct the mission. It also requires a strong pro-
ject manager and crew to accomplish the mission. A worldwide strategy must
consider four key elements (Hollensen, 2020: 610):

1. Obligations and responsibility. Ensure that the best people are on the board
and that everyone has the right to know what they are doing.

2. Specified predictions. Marketing managers should ensure the team learns

about the budgets.
3. Imaginative Paraphrase The successful briefing will build global and local

marketing assets accordingly to the firm’s mission and vision. For exam-
ple, the global marketing manager could have the duty to produce ideas

such as a toolkit of assets that allows locals to respond to local markets.

4. Simple and effective project management is key. In order to enhance pro-
ject management and coordination with the initiative, it would require a
named execution boss. The job of the implementation captain is to gov-
ern the implementation strategy, assign professional campaign managers

and support the campaign manager.

Global communication strategy that lets citizens of various nations react to spe-
cial market placement and cultural significance of the brand in disparate seg-
ments of the globe. The global tactics in advertising go hand in hand with the
local cultural norms. Corporations need to conform to a substantive difference
across countries and consider their distinctive characteristics. HSBC says it is “The
world’s local bank” and has been carefully balancing this picture of local compas-

sion with maintaining its international credibility.

7. Global Marketing Environment

When it is time to decide to go abroad, firms should first understand the global
marketing climate. The changing industrial and technological landscape has had
many impacts on the environment. To understand the global marketing environ-
ment well, it is necessary to etude the international trade system, economic en-

vironment, political environment, cultural environment.
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7.1. The International Trade System

Companies should start by understanding the intricacies of international trade sys-
tem. In selling to different countries, a firm can face international trade sanctions.
Governments can impose tariffs to raise revenue, or protect domestic companies.
Tariffs and tariffs are also used to promote trading partner cooperation. For exam-
ple, in 2013, the European Union officials imposed tariffs against Chinese solar
panels after finding that Chinese companies were selling them at under-market
rates. The European Union retaliated by placing equal duties on Chinese wine
imports. The inquiries were performed in countries such as Spain, France, and
Italy, but avoided Germany who took China’s side in solar power dispute. The
message was simple, “You don’t like our cheap solar panels?.Don’t buy from us.
We'll raise the price of your wine by over 100 percent”. Countries can set limits on
the amount of foreign imports of certain items. In this way, the quota is intended
to preserve foreign exchange and protect local manufacturing and jobs. Compa-
nies may also face exchange rate controls in this case. Some businesses face unrea-
sonable requirements from their host nation (Armstrong and Kotler, 2015:499).

7.2. Economic Environment

The dynamics and policies of the economy play a significant role in economic
decisions. Today, capital flows are major driving force in the global economy,
development has been uncoupled from jobs, and capitalism has defeated com-
munism. The world’s national economies can be divided into market capitalism,
centrally organized capitalism, centrally planned socialism, and market socialism.
This time was a transition to market economies in many previously politically
controlled nations. Also, it still happens in many countries that lack economic
equality. Countries may be classified into lower-income, lower-middle-income,
upper-middle-income, and high-income. Gross domestic product and gross na-
tional income are widely used indices of economic advancement. The 50 poor-
est countries are often referred to as the least developed countries (LDCs). Newly
industrializing economies have very fast growth rates (NIEs). Some economies of
the world show a rapid growth in some respects such as Brazil, Russia, India, and
China (lower-middle income). The G-7, G-8, G-20, and OECD represent the
high-income nation’s efforts to foster democratic principles and free market poli-
cies throughout the world. Almost all of the world’s wealth is concentrated in the
worlds “Triad,” which includes Japan, the United States, and Western Europe.

34



CONTEMPORARY ISSUES IN ECONOMICS & BUSINESS
GLOBAL STUDIES VOL.7

Marcel Meciar, Hamza Simgsek, Lsmail Siriner

Companies with global ambitions usually operate in more than one field of in-
dustry. Business potential is dependent on commodity penetration levels and in-
come levels. It indicates whether a nation has a financial surplus or a financial
deficit (value of imports exceeds value of exports). Trade figures can be further
categorized into the goods trade and services trade accounts; a country may run
a surplus or a deficit in either of these accounts, or a mixture of the two. Foreign
exchange helps clearing financial accounts around the globe. International finan-
cial relationships have an impact on national and business economic growth. Cur-
rencies may be affected by changes in interest rates. Speculative investments may
cause currency devaluation. When a country’s economy is doing well, its currency
is more likely to increase in value. As currencies fluctuate, markets are vulnerable
to different forms of losses. Firms can offset the risk of exchange rates by hedg-
ing (Keegan and Green, 2015:61).

7.3. Political Environment

Global marketers’ political climate is complicated because of domestic, foreign
and international politics, and environment. When investing in a foreign coun-
try, it is important for companies to be responsive to the political environment
of that country. The firm should plan a scheme to consider threats such as ex-
propriation, nationalization and sanctions against exports and/or imports, where
possible. Political threats can be minimized or regulated by cautious assimilation
and collusion. Tariffs have long been used to serve as obstacles to foreign trade.
Restrictions on foreign trade during the last decade of the twentieth century led
to a major reduction of tariffs. Governments are more and more using non-tariff
barriers for industrial security purposes Governments can choose to encourage or
discourage foreign investment in its country through its own investment policy.
There are several trade barriers that hinder the international marketing process.
The political risk can be analyzed using the factors such as (Hollensen, 2020:230);

* A transition in economic policy.

e Government stability.

¢ The consistency of the host government’s fiscal and monetary policies.

e The mindset of the host country with respect to foreign direct investment.
* The host country’s interaction with the world.

* Relationships between host nation and parent company’s home country.
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* How the recruitment of foreign staff should be handled.
* Close relationship with the government.

 The fairness of administrative processes

7.4. Cultural Environment

Culture, the mind’s programming, affects national markets. Global marketers
must realize the value of culture and be able to adapt to it or change it. Social
and cultural influences influence the actions of human beings. Attitudes, ideals,
and beliefs differ greatly from country to country. Basically, cultures vary due to
religious, linguistic, nutritional, aesthetic and religious practices. Several princi-
ples and hypotheses offer examples of these cultural phenomena. Different na-
tions have different traditions of ways of communicating and negotiating styles.
Hofstede’s culture value survey typology allows marketers to comprehend culture
using Power Distance, Individualism versus Collectivism, Accomplishment ver-
sus Nurturing, Ambiguity Avoidance, and Long Term Versus Short Term Orien-
tation. The global marketers need to learn to grasp the idea of self-reference so
as to curb the implicit propensity for perceptual blockage and distortion. Rog-
ers’s classic research on the diffusion of innovation describes how innovations are
embraced by various adopter groups over time. The adoption process can be di-
vided into different stages which all affect consumers. Rogers results concerning
the characteristics of technologies are useful for advertisers in introducing new
goods in global markets. There is suggestion that there is a different trend in Asian
adopter markets. Environmental awareness would encourage marketers to ana-
lyze the environmental needs of their customers (Green and Keegan, 2020:150).

8. Conclusion

Global marketing helps businesses work worldwide. These considerations differ
widely in terms of preferences, competitors, distribution networks, and commu-
nication media. The main obstacle to global marketing is to consider the level to
which marketing campaigns and strategies should be used internationally. There is
continuing discussion about standardization versus adaptation in marketing. Suc-
cess may be to think globally but to act locally. Furthermore, there is a need for
an international corporation to be mindful of the individual customs of particu-
lar countries. It is beneficial to follow a regional orientation with global outreach.

Global product management will be more effective as customers had common
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desires. The general product manager plays a key role in a wide variety of prac-
tices and strategies in the business. It will have an emphasis on international and
global issues. In this situation, the company should consider establishing a coun-
try-based subsidiary entity to report to the region. Globalization has benefited
consumers and countries as a whole. Companies that refuse to adapt would be
substituted by more competitive and creative companies. The twenty-first cen-
tury companies that will thrive will be multinational enterprises. The value of
becoming a global marketer can be appreciated by looking at the companies in
the global marketplace.
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Abstract

The varieties of capitalism (VOC) approach is a major theoretical challenge to the
convergence hypothesis. Although it is a persuasive approach to explain capitalist
diversity, it has been criticized for its excessively narrow conceptual structure. The
purpose of this study is to suggest a more comprehensive and dynamic analysis of
the capitalism based on these criticisms of the VOC approach. In this context, first,
it is emphasized that the political and economic sphere are essential for the contin-
uation of the capitalist order. The intertwining of these two spheres in shaping the
market takes different forms in different societies and constitutes the basis of differ-
ent varieties of capitalism. Integration of the state to the analysis also contributes to
the explanation of institutional change by mediating the formation of policies and
political institutional settings in reform processes. Second, the VOC approach ig-
nores the interaction of national political economies with the international system.
However, international institutions and international dependencies are influential
on national capitalist institutions, and national institutions also shape the interna-
tional political economy. Finally, institutional complementarities, which is claimed
to exist between different institutional domains in the VOC approach, makes it dif-
ficult to understand institutional change and leads to the emergence of a static anal-
ysis. Therefore, an open approach that is not confined to the rigid boundaries of
ideal varieties of capitalism is proposed. In conclusion, the theoretical analysis pro-
posed in this study is the comparative analysis of capitalism in the global economy.

1 Bucalismada yazarin Bursa Uludag Universitesi Sosyal Bilimler Enstitiisi’nde yazdig1 “Diizen
I¢inde Degisim: Tiirkiye Igin Mukayeseli Kurumsal Bir Analiz” baslikli doktora tezinden
yararlanilmistir.
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Giris

1990’lardan itibaren kiiresellesmenin altin ¢agina ve neo-liberal ideolojinin ABD
kapitalizminin 6zellikle gelismekte olan iilkeler icin ideal bir kapitalizm modeli
oldugu iddiasina ragmen (Chang ve Grabel, 2004), 2008-2009 global finans krizi
ve akabinde yaganan diger gelismeler ABD kapitalizminin global sistemdeki yerini
sarsmug, kiiresellesmenin ¢ok kutuplu bir siirece déniisiimiinii belirginlestirmis-
tir (Buzan ve Lawson, 2014). Bir yandan devletin ekonomide daha fazla yer al-
dig1 bat disi toplumlardaki alternatif kapitalizm modellerinin global ekonominin
gelecegine etkisi (McNally, 2013a; McNally, 2013b), diger yandan belirginlesen
farklt kapitalizm tiirlerinin krizlere verdigi farkli tepkiler ve dolayisiyla bu kapita-
lizm tiirleri arasindaki farkliliklarin énemi tartiglmaya baglamustir.

Kapitalizm tiirleri literatiiriine en iddiali ve énemli katki kurumlarin iktisadi fonk-
siyonlarini esgiidiim temelinde inceleyen, mukayeseli kurumsal bir teori ile iki ideal
kapitalizm siniflandirmasi ortaya koyan Peter Hall ve David Soskice’ye (2001) ait-
tir (Crouch, 2006: 16). Liberal piyasa ekonomileri ve esgiidiimlii piyasa ekono-
mileri bigiminde iki farkli kapitalizm siniflamasi yapan yaklagimin temel iddiast,
ulusal politik ekonomilerin neo-liberal teorinin ortaya koydugu politika regetesi-
nin izinden gitmedigi, endojen bir dinamik takip ettigidir (Kalinowski, 2013b:
475). Kiiresel kapitalizmden kaynaklanan yakinsama baskilarina ragmen, kapita-
list toplumlar tek bir modele yakinsamamakea, ulusal kurumsal diizenlemeler ara-
sindaki farkliliklar devam etmektedir (Buzan ve Lawson, 2014: 85-86; McNally,
2013a: 36). Bu yaklasimda kiiresel rekabet, belirli bir kapitalizm tiiriinii lider ki-
lan sifir toplamli bir oyun degildir (Weiss, 2010). Belirli bir kurumsal diizenleme
seti ile tanimlanan her bir kapitalizm tiiriiniin, digerine tistiinligii yokeur, her bi-
rinin farkli rekabetci avantajlari vardir ve her biri iktisadi olarak etkin ve / veya

toplumsal olarak adil olabilmektedir (Albert, 1993: 15; McNally, 2013a: 36).

Hall ve Soskice’nin (2001) “kapitalizm tiirleri (varieties of capitalism-VOC)” yak-
lasimi, homojenlesme tezine nemli bir teorik karst ¢ikis olmasina (Weiss, 2010)
ve kurumsal diizenlemelerin bireylerin, firmalarin ve kolektif akedrlerin davranis-
larini nasil degistirdigine ve kurumsal dengesinin nasil yeniden iiretildigine ilis-
kin ikna edici mikro temelli bir agiklama sunmasina ragmen (Pontusson, 2005 :
164) pek cok yanu ile elestiri konusudur (Hancke, Rhodes ve Thatcher, 2007:7;
Pontusson, 2005: 164). Kurumsal tamamlayicilik nedeni ile siireklilik ve yol ba-
gimliliga odaklanarak degisimin dinamik unsurlarint gozden kagirmast (Streeck ve
Thelen, 2005), gelismis politik ekonomileri analiz etmesi, kapitalist toplumlarin
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temel ozelligi olan devlet ve ekonomi veya devlet-piyasa iligkisinin kapitalist e-
sitlilik ve farklilasma agisindan merkezi 6nemine ragmen, devletin rolii konusun-
daki suskunlugu (Schmidt, 2009; Weiss, 2010; Buzan ve Lawson, 2014; Sinc-
hez, 2006; Bresser-Pereira, 2012), etkinlik ve koordinasyona odaklanirken, ¢ikar
catigmalarint dnemsiz saymast yani apoltik olmast (Pontusson, 2005: 164), ulu-
sal politik ekonomilerin uluslararasi sistemle etkilesimini goz ardi etmesi (Nélke,
2011) bu elestirilerin bazilaridur.

Bu calisma VOC yaklagimin bu elestirilerinden yola ¢ikarak global ekonomide
ulusal kapitalist ekonomilerin daha kapsamli ve dinamik bir analizine yonelik bir
cereve dnerme amaci tastmaktadir. Bu amagla piyasa iliskilerini topluma eklem-
lemis ve kapitalist yeniden yapilanmay1 politik secimin sonucu olarak goren kla-
sik politik ekonomi yaklasimi benimsenmistir. Kapitalizm, devlet, is diinyast ve
isgiiciiniin temel oyunculari oldugu, piyasanin kaynak tahsisinde basat rol oyna-
dig1 iktisadi ve toplumsal bir sistem olarak tanimlanmistir (Sdnchez, 2006: 10).
Politik ekonomilerin degisen dogasini ortaya koymak icin, Becker (2013b) tara-
findan énerilen acik yaklasgim (open approach) benimsenerek, devlet, is diinyasi
ve isgiicii arasindaki iligkilere ve bunlar etrafinda gelisen politika ve kurumsal ya-
pilara odaklanmak gerektiginin alu cizilmis, ayrica degisen dis kosullardan etki-
lenen kurumsal yapilar, toplumsal koalisyonlar, politikalar ve sonuglari arasindaki

iliskilerin énemi vurgulanmistir (Sdnchez, 20006).

Bu dogrultuda takip eden kisimda Hall ve Soskice (2001) tarafindan gelistiri-
len VOC yaklagimi ayrinuli olarak incelenmekte ve bu yaklasima yonelik elesti-
riler ele alinmakrtadir. Ardindan bu analizin eksik y6nlerini tamamlamaya yéne-
lik olarak gelisen VOC sonrasi literatiir ana hatar ile incelenmekeedir. Sonraki
kisimda ise ulusal kapitalist ekonomilerin daha kapsamli bir analizi i¢in devletin
roliiniin, uluslararas: kurumlar ve bagimliliklarin etkilerinin énemi vurgulanmus,
daha dinamik bir kavramsal yaklasimin nasil ele alinmasi gerektigi ortaya kon-

mustur. Son kisim, degerlendirme kismudir.

Kapitalizm Tiirleri (Varieties of Capitalism) Yaklagimi

Kapitalizmin Tiirleri (VOC) literatiiriiniin entelektiiel temelleri Andrew Shonfield
(1965), Alexander Gershenkron (1966) gibi kapitalist sistemlerin kurumsal 6zel-
liklerine vurgu yapan éncii isimlere kadar geri gétiiriilse de, en popiiler karsilag-
trmalardan biri Michel Albert’e (1993) aittir. Neoliberal ideolojinin piir piyasa
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mantigina kargt ¢ikan Albert’e (1993: 14-15) gore, kapitalizm farklt uygulama bi-
¢imleri ile karmagik, ok yonlii bir sistemdir. “Kapitalizm Kapitalizme Karst (Ca-
pitalism vs. Capitalizm)” isimli kitabinda bireysel basari ve kisa vadeli finansal ge-
tiriye dayali olan Anglo-Sakson kapitalizmi ve uzun vade kaygisinin én planda
oldugu, kolektif basari ve uzlagmaya dayali Ren kapitalizmi bicimde iki farkli ka-

pitalizm tiirii tanimlamakeadir.

Hall ve Soskice’nin (2001) editorligiinii de yaptg “ Kapitalizm Tiirleri (Varie-
ties of Capitalism) baslikli kitapta ortaya koyduklar: kapitalizm siniflamasi ise id-
dialt ve bir o kadar da tartismalidir (Jackson ve Deeg, 2008). Yaklasimin temel
vurgusu kapitalist sistemlerde kurumlarin bir toplumdan digerine farklilastig1 ve
bu farkliliklarin tesadiifi olmadigidir. Hall ve Soskice (2001) bu yaklagimla gelis-
mis {ilkelerdeki kapitalizmlerin kolaylikla anlagilabilir bir resmini ortaya koymak-
tadir (Nolke ve Vliegenthart, 2009: 670).

Mukayeseli kapitalizm analizinin merkezine firmay1 yerlestiren ve dolayisiyla yakla-
simlari firma merkezli veya iligkisel (relational) olarak tabir edilen Hall ve Soskice
(2001: 4) firmalarin etkin {iretime ydnelik koordinasyon veya esgiidiim sorun-
larini ¢6zme bicimlerine referansla ulusal politik ekonomileri veya ulusal kapita-
list sistemleri liberal piyasa ekonomileri ve esgiidiimlii piyasa ekonomileri olarak
iki grupta incelemektedir (s. 8). Liberal piyasa ekonomilerinde firmalar faaliyet-
lerini rekabetci piyasa diizenlemeleri ve formel sozlesmeler araciligs ile koordine
etmektedir. OECD f{ilkelerinden alt1 iilke (ABD, ingiltere, Avusturalya, Kanada,
[rlanda ve Yeni Zelanda) bu kategoriye dahil edilmektedir (s.19). Sosyal ortaklik-
lara bagli esgtidiim mekanizmalarina dayali olan ve firma icinde ve iktisadi oyun-
cular arasinda uzun dénemli giivene dayali iligkilerle karakterize edilen esgiidiimlii
piyasa ekonomilerini ise on OECD iilkesi (Avusturya, Belcika, Danimarka, Fin-
landiya, Almanya, Japonya, Hollanda, Norveg, Isveg ve Isvigre) olusturmaktadir
(5.19-21). Iki ideal modeli temsil eden bu iki kapitalist sistem disinda Hall ve Sos-
kice (2001: 21) tigiincii bir model daha tanimlamaktadir. Bu model karma piyasa
ekonomisi modelidir. Fransa, italya, 1spanya, Portekiz, Yunanistan ve Tiirkiye bu
modele dahil edilmektedir. Bu modelin iki tipik 6zelligi genis bir tarim sekedrii-
niin varlig ve yogun devlet miidahalesidir. Liberal ve esgiidiimlii piyasa ekono-
mileri olarak tanimlanan iki ideal model uzun dénemde basaril bir iktisadi per-

formans sergilemesine karsin, bu {igiincii model etkin degildir.
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Analizin odaginda yere alan firmalarin bu yaklagima gére, hem diger firmalarla
hem de diger akedrlerle (tedarikgiler, miisteriler, hissedarlar, sendikalar, ticari bir-
likler, merkezi hitkiimetler vb.) iliskilerinin gelistirilmesi ve yonetimi gereklidir.
Ahlaki risk, ters secim ve kaytarma (shirking) gibi islem maliyetleri ve asil-vekil
sorunlari yaratan bu iliskilerin altini ¢izen VOC yaklagimina gore, stratejik etki-
lesim araciligy ile bu akedrler koordinasyon sorunlarina kurumsal baglam tarafin-
dan sinurlanmus bir alanda denge ¢6ziimleri bulmaktadir (Hall ve Soskice, 2001:6;
Streeck, 2010: 25; Jackson ve Deeg, 2006: 21). Kapitalist sistemlerin birer {iretim
rejimi olarak tasavvur edildigi bu analizde firmalar koordinasyon sorunlarina ¢6-
ziim olan ve dolayisiyla onlarin tegvik ve kisitlarini belirleyen bes kurumsal alan
(endiistriyel iligkiler, mesleki egitim, kurumsal ydnetisim, firmalar arast iliskiler
ve calisanlar ve yonetim arasindaki iliskiler) ile belirli bir baglama yerlesiktir (Ja-
ckson ve Deeg, 2006: 21).

VOC yaklagiminda, her bir kurumsal alan yalitillimis olarak degil, karmagik bir
biitiiniin parcast olarak goriilmektedir ki, bu durum kurumsal tamamlayicilik ola-
rak adlandirilmaktadir. Kurumsal tamamlayiciliklarin varligy, analizde tanimlanan
iki ideal kapitalizm tiirii arasindaki farkliliklart pekistirmektedir (Hall ve Soskice,
2001: 17). Buna gore bir kurumun varligy, digerinin getirilerini arturtyorsa, bu
iki kurum birbirinin tamamlayicist durumundadir (Hall ve Soskice, 2001:17).
Diger bir deyisle bu tamamlayiciliklar farklr kapitalizm tiirlerini sekillendirmekee
ve daha da 6nemlisi her bir kapitalizm tiiriiniin yenilik¢i performansini ve reka-
bet giiciinii etkilemektedir. Douglas North'un artan getiriler fikrine dayalt olan
tamamlayicilik fikri, kurumlar arasindaki belirli iliskilerin faydali 6zelliklerine isa-
ret etmektedir. Bu ¢ercevede esgiidiimlii piyasa ekonomilerinde ise alma ve isten
cikarmanin gorece zor oldugu daha kuralli emek piyasalari, yaygin firma ici egi-
tim, begeri sermayenin ve isgiicii becerilerinin gelistirilmesine aracilik etmektedir.
Isci ayartmay1 (poaching) caydiran bu endiistriyel iliskiler sistemi ile desteklenen
yaygin firma ici egitim veya mesleki egitim programlari endiistriye dzgii becerile-
rin gelismesine aracilik etmekeedir. Firmalar, bu spesifik beceriler ile uzun dénemli
istihdam, endiistriye dayalt iicret (industry-based wages) ve korumaci is konsey-
leri sunarak saglanan yiiksek diizeyde kurumsal taahhiide dayali tiretim strateji-
leri takip etmektedir (Hall ve Soskice, 2001: 27). Bugiinkii karliliga duyarli ol-
mayan uzun vadede karlilik hedefleyen finansal sistemlerin varligi, uzun dénemli
istihdam1 miimkiin kilmaktadir (Hall ve Soskice, 2001: 18). Bu 6zellikler bu sis-
teme uygun bir kurumsal y6netisim sistemi de gerektirmektedir. Esglidiimlii pi-

yasa ckonomilerinde kurumsal yonetisimin en énemli zelligi hissedarlar, isveren
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sendikalari, bankalar ve finansal aracilar gibi farkli akedrler arasinda daha uzun
vadeli, daha yogun ve isbirlikei iliskilerin olmasidir. Bu yonetisim bigimi, “pay-
das modeli” (stakeholder model) olarak da anilmaktadir. Bu model tek yanl: ka-
rar alma olanaklarini kisitlar ve farkli aktorlerin (isci temsilcileri, igverenler, tist
diizey yoneticiler vb.) ¢ikarlari arasinda uyum saglanmaya caligilir. Paydaglar ara-
sindaki yakin iliski, bilgi paylasimi sagladigi gibi firmalarin sermayeye erismede
ihtiyag duyduklar: itibarin gelismesine de izin verir. Yoneticiler halihazir karliliga

daha az duyarlidir (Hall ve Gingerich, 2009).

Liberal piyasa ekonomilerinde ise herhangi bir kriz veya darbogaz durumunda fir-
manin maliyetlerini diistirmek icin isgliciiniin isten ¢ikarilmasina olanak saglayan
isglicti piyasasi diizenlemeleri, firmanin bugtinkii karliliga bagli olan fonlara fir-
manin erigimini miimkiin kilan finansal piyasalar ile tamamlayicidir (Hall ve Sos-
kice, 2001: 32). Firmalar dagimnik pay sahipligi ve yiiksek diizey seffaflik ile nite-
lenen biiytik varlik piyasalart ile karst kargtyadir ve dis kaynaklara erisimi agirliklt
olarak piyasa degerlemesi (market valuation) gibi herkes tarafindan degerlendi-
rilebilir bir kritere baglidir (Hall ve Gingerich, 2009: 453). Kurumsal kaynakla-
rin tahsisinde hissedar degerini maksimize etme ideolojisi hakimdir. Bir firmanin
performanst agurlikli olarak hisse bagina kazang gibi finansal bir 6lcii ile deger-
lendirilmektedir (Lazonick, 2010: 701) ve yoneticiler hissedar degerine yaptiklart
katki 6lciisiinde sirket gelirinden giderek artan oranda pay alabilmektedir (Lin ve
Tomaskovic-Devey, 2013; Piketty, 2014). Dolaysiyla liberal ekonomilerde mev-
cut kurumsal yapi yoneticileri kisa dénemli karlilik hedefine yoneltmektedir. Ote
yandan iggiicii piyasast diizenlemeleri (sendikalarin nispeten zayif, istihdam ko-
rumastnin diisitk diizeyde olmast) bu piyasadaki mobiliteyi arttirmaktadir (Hall
ve Gingerich, 2009). Emek piyasasinin bu yapist ise firmaya 6zgii becerilerden
ziyade genel becerilerin gelismesine ayricalik tantyan egitim sistemindeki diizen-
lemeler ile tamamlayicidir. Emek piyasasindaki mobilite teknoloji transferini de

miimkiin kilmaktadir (Hall ve Soskice, 2001: 32).

Kapitalizmin farkl: tiirlerinde var olan bu tamamlayicilik mukayeseli kurumsal
bir avantaj yaratmaktadir. Esgiidiimlii piyasa ekonomileri ézellikle makineler, litks
otomobiller gibi yiiksek teknoloji sektdrlerinde, artimsal (incremental) yenilik ko-
nusunda bagarilidir. Liberal piyasa ckonomileri ise biyoteknoloji gibi radikal yeni-
lik siiregleri ile 6n plandadur. Farkl: iistiinliiklere ragmen her iki piyasa ekonomisi
de rekabetci ve siirdiiriilebilir niteliktedir (Streeck, 2010:26). Bu rekabetci avan-

tajlarin uygun ticaret dengesi ve iktisadi biiyiimeye doniistiigii varsayilmaktadir.
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Ancak teori rekabetci tistiinliiklerin tiretimin esitlikei ve adil dagilima onciilik
edecegi anlamina gelmez.

VOC yaklagimi, her ne kadar modern kapitalist ¢esitliligi betimlenmesi anla-
minda ikna edici bir yaklagim olmasina ragmen, asirt dar kavramsal yapist (N6lke
ve Claar, 2013:34) pek cok elestiriye maruz kalmaktadir (Hancke vd., 2007: 7).
Kurumsal tamamlayiciliga ve kurumlarin ‘kilitli’ (locked-in) dogasina dayali ana-
liz nedeni ile astri statik olmast ve iktisadi degisimin dinamik unsurlarini géz ardi
etmesi (Weiss, 2010; Becker, 2013b; Streeck ve Thelen, 2005), kurumlar arast
pozitif tamamlayiciliga isaret ederken, negatif tamamlayicilik hususunu gézden
kacirmast (Schneider, 2009), etkinlik ve esgiidiim konusuna odaklanirken, sos-
yo-ekonomik gruplar arasindaki ¢ikar catigmastini ve iktidar dagilimini ihmal et-
mesi (Pontusson, 2005), ikili siniflandirmasi ile dar bir odak sunmasi ve &zellikle
gelismekte olan iilkelerdeki diger kapitalizm tiirleri icin gerekli analiz araglarin-
dan yoksun olmasi (Schmidt, 2007; Pontusson, 2005), devletin rolii konusun-
daki suskunlugu (Schmidt, 2009; Weiss, 2010; Buzan ve Lawson, 2014; Sdnchez,
2006; Bresser-Pereira, 2012), ulus devletler arasindaki iliskileri ve kiiresellesme ve
yakinsama giiclerinin etkilerini ihmal edilmesi (Nélke, 2011; Pontusson, 2005)
en ¢ok vurgulanan elegtirilerdir. Bu ¢alismada bu elestirilerden yola ¢ikarak ve li-
teratiirde bu eksikleri agma adina yapilan analizlerden yararlanarak kapitalist sis-

temlerin analizine daha kapsamli ve dinamik bir yaklagim 6nerisi sunulacakur.

VOC Sonrasi (Post-VOC) Yaklagimlar

VOC yaklasimina yonelik mevzubahis elestiriler, yeni analizleri de beraberinde ge-
tirmis, cok sayida caligmaya 6nciiliik ederek, literatiiriin gelismesine katkida bulun-
mustur. VOC sonrast (post-VOC) calismalar olarak adlandirilan (Bruff, Ebenau
ve May, 2015: 34) bu yeni yaklagimlar: belli kriterler belirleyerek gruplandirmak
miimkiindiir. Bir kistm analiz, VOCnin iki ideal kapitalizm tiirii oldugu iddiasini
elestirerek bagka ideal tiirlerin de oldugunu ileri siirmeketedir. Schmidt (2002) li-
beral ve esgiidiimlii piyasa ekonomilerinin yani sira “devletin etkili oldugu piyasa
ekonomileri (state-influenced market economies)” ad1 altinda ii¢iincii bir tiir ta-
nimakta ve Fransanin bu tigiincii kapitalizm tiiriinii temsil ettigini vurgulamakta-
dir. Amable (2003) bes farkl:i kurumsal alana dayali olarak piyasaya dayali model,
sosyal demokrat model, Kita Avrupast modeli, Akdeniz modeli ve Asya modeli
olarak bes farkli kapitalizm tiirii tanimlamaktadir. Bazi analizler (Schmidt, 2002;
2009; Jackson ve Deeg, 2008; Bresser-Pereira, 2012) VOC'nin devletin roliine
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dair suskunlugunun yaratugs sorunlari, ekonomiye devlet miidahalesinin kap-
samt ve icerigi bakimindan birbirlerinden farklilasan alternatif kapitalizm tiirle-
rinin ortaya konularak giderilebilecegini vurgularken, boylelikle kurumsal degis-
menin daha gergekgi bir izahina da katki saglanabileceginin altini ¢izmektedir.
VOC’nin ABD, Bati Avrupa ve Japonyay1 iceren dar kapsamini elestirerek ozel-
likle yiikselen piyasa ekonomilerini de icine alacak bicimde genisleten analizler
Latin Amerika (Schneider, 2009), Merkezi ve Dogu Avrupa (Nélke ve Vliegent-
hart, 2009; Myant, ve Drahokoupil, 2010) ve Giiney Avrupa (Molina ve Rho-
des, 2007) iilkelerini kapsamaktadir. Iktisadi kurumlarin tarihsel ve politik belir-
leyicilerine daha fazla vurgu yapan bu ¢alismalardan Becker (2013a; 2013b) VOC
sonrast ¢alismalara énemli bir metodolojik katki saglamasinin yani sira, analizi-
nin kapsamina aldig; iilkeler acisindan da farklilasmakeadir. Metodolojik olarak
ideal tiirler ve ampirik durumlar arasinda ayrim yaparak, politik ekonomilerin
aynt anda farkls ideal tiirlerin 6zelliklerini igerebilecegini vurgulayarak, onlarin
hibrid dogasina vurgu yapmakrtadir. Béylelikle VOC yaklasiminin 6n plana ¢1-
kardig1 siniflandiricr kesinligi terk ederek, analitik agikliga duyulan ihtiyacin al-
uni ¢izmektedir (Bruff, Ebenau ve May, 2015:35). Becker (2013a; 2013b) analiz
ettigi ckonomiler ise BRIC ekonomileridir. Son yillarda mukayeseli politik eko-
nominin yan sira, uluslararast politik ekonomi icerinde de kendisine yer bulan
eklektik analizler dikkat cekmektedir. Bu analizlerin bir kismi uluslararasi diiz-
lemde meydana gelen niteliksel degisimlere odaklanmakta ve ulusal politik eko-
nominin arz ydniine vurgu yapan dnceki ¢alismalarin aksine talep yoniine isaret
etmektedir (Nélke ve Vliegenthart, 2009; Nolke, 2011; Nélke ve Claar, 2013).
Bir kistm analiz de ulusal kurumsal ve diisiinsel yapilar ile siireclerin kiiresel eko-
nomi politikalart agisindan sonuglarini tartigmakeadir (Kalinowski, 2013b; May
ve Nolke, 2014; McNally, 2013a; McNally, 2013b ).

Kapitalizmin Analizine Bir Yaklagim Onerisi
Bir Aktor Olarak Devlet

Piyasalarin eklemlendigi yonetisim yapilarina VOC yaklagimu yeteri kadar vurgu
yapmamakta, politik ve iktisadi alan arasindaki ayrima odaklanmamaktadir. Mo-
dern kapitalizmin en énemli dzelligi devlet ve ekonomi olarak iki farkli kurumsal
alanin ortaya ¢ikmasidir. Etkin iktisadi 6rgiitlenme arayisinin ortaya ¢ikardigs poli-
tik organizasyon olarak tanimlanan politik alan, oyunun iktisadi kurallarini tanim-
lamakta ve dayatmaktadir (North, 1998: 13). Hem politik hem de iktisadi alan
kapitalist diizenin devamliliginin olmazsa olmazidir ve bu iki alanin ekonominin
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veya piyasanin sekillenmesinde i¢ ice gecmisligi farkli toplumlarda farkli bigim alir
ki bu da farkl: kapitalizm tiirlerinin temelini olusturmaktadir (Heilbroner, 1985;
1987: 116; McNally, 2006; Buzan ve Lawson, 2014: 75-76).

VOC yaklagimi devletin roliinii daha ziyade pasif, fonksiyonel terimlerle ifade
etmektedir. Bu yaklasimi savunanlar, deyim yerindeyse diinyayi, devletin arka
planda kaldig, firmalarin gereksinimlerine uygun olarak statiikoyu destekleyen
iki kapitalizm bicimli bir oyun olarak gérmeketedir (Weiss, 2010). Yakinsama te-
orisyenleri gibi firmalarin hakim oldugu kiiresel bir ekonomide, devletin diizen-
leyici bir ¢evre yaratmanin 6tesinde gok az rol oynadigini varsaymakradirlar (Sch-
midt, 2009: 519). En liberal ekonomilerinde baginda sayillan ABD bile, Kay’a
(2004) gore en biiyiik, en giiglii ve en etkili hiikiimetleriden birine sahiptir (We-
iss, 2010). Ozellikle ABD ekonomisinin liderlik ettigi yliksek teknoloji sekeor-
lerinin (bilgisayar ve yazilim teknolojileri, yar: iletkenler, havacilik sekerii vb.)
cogu baslangiclarini devlet finansmanina, altyapisina ve satin alma programlarina
borgludur (Weiss, 2010). VOC yaklagimi bu yani ile kurumsal sistemik uyumu
(coherence) abartmaketa, hibrid yapilar1 goz ardi etmektedir. Kurumsal tamamla-
yicilik hakkindaki cogu tartisma, devletle degil ekonominin mikro kurumlar: ile
ilgilidir (Weiss, 2010).

Yeni devletci yaklagimlar, kapitalizmin kavramsallastirilmasinda devleti, piyasayt
organize eden, tarihsel gelisim seyri icerisinde bagimsiz bir gii¢ ve aktor olarak
analize dahil etmek gerektigini (Evans ve Stephans, 1988: 722; Schmidt, 2007;
Weiss, 1998) vurgulamaktadir. Devletin kapitalist sistemin gelisiminde nemini
boylece veri kabul etmek, ne tiir bir miidahale sorusunu (Evans, 1995:10) giin-
deme getirmektedir. Ayrica devlet merkezli bir kapitalizm tiirii sorusturmasina da
zemin hazirlamakta ve toplum merkezli paradigmalarda devletin otonomisi ile ka-
pasitesini® ve iktisadi degismedeki katalizor roliiniin énemsenmemesinin de éniine
gecilmekeedir (Weiss, 2010). Zira devletlerin icsel yapilart ve toplumla olan iliski-
leri 6nemli 6l¢iide farklilagmaktadir. Farkli devlet yapilari, iktisadi faaliyetler icin
farkli kapasiteler yaratmaktadir (Evans, 1995: 11). Bu anlamda daha ¢ok genel
becerilere atfen tartisilan devlet kapasitesinin spesifik alanlardaki énemini vurgu-
lamakla, devletin roliinii ve devlet-toplum iligkilerini &ne ¢ikaran kapitalizm tiir-

lerini tanimlamak miimkiin olmaktadir (Weiss, 1998).

2 Weiss (1998) devlet kapasitesini, belirledigi hedefleri takip etme yetenegi olarak tanimlamak-
tadur.
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“Devleti geri getirme” fikrini savunan ve VOC yaklagimlarinin aksine devleti oto-
nom politik-ekonomik aktor olarak tasavvur eden Schmidt (2012: 158), Ispanya,
[talya ve Fransa gibi politik ekonomileri “devletin etkili oldugu piyasa ekonomileri
(state-influenced market economies)” olarak tigiincii bir kapitalizm tiirii olarak
siniflandirmaktadir (Schmidt, 2007). Bu kapitalizm tiiriinii temsil eden ekono-
miler Schmidt’e (2012: 158) gore yalniz devlet eyleminin daha biiyiik énemin-
den dolay: degil, is diinyast, isgiicii ve devlet arasindaki etkilesimin tiim mantigin
etkilemesi nedeniyle de farklidir. Kapitalizmin kavramsallastirilmasinda piyasayt
organize eden bir gii¢ olarak devletin roliine yer verilmesi tiim politik ekonomi-
lerin koordinasyon siireclerinin daha iyi anlagilmasina aracilik edecegi gibi, iilke-
ler arasinda kurumsal degismenin agiklanmasina da olanak saglamaktadir (Sch-
midt, 2007) ve kapitalist modellerin kékenini ve déniisiimiinii daha iyi agiklamak
miimkiin olmaktadir (Jackson ve Deeg, 2008). Schmidt (2009) devletin reform
siireglerinde politikalarin, politik kurumsal yapilarin olusmasina aracilik ederek

kurumsal degismenin agiklanmasina da katkida bulundugunun aluni ¢izmektedir.

Devletin kapitalist gelisme siirecindeki énemi yiikselen piyasa ekonomilerinde
daha da belirgindir. Son yillarda kiiresel diizenin ¢ehresini degistiren bagta Cin
olmak tizere BRIC ekonomileri, literatiirde devletin bu ekonomilerdeki 6nemine
atfen “yeni devlet kapitalizmleri (refurbished state capitalism)” (McNally, 2013a;
2013b), “devletin niifuz ettigi kapitalizm (state-permated capitalism) (Nélke ve
Claar, 2013)” gibi isimlerle anilmaktadir. Devlet bu ekonomilerde iktisadi ge-
lismede daha aktif bir rol iistlenmektedir. Stratejik sektorlerde devlet miilkiyeti
ve finans sektoriinde farkls diizeylerde devlet kontrolii varligini siirdiirmektedir

(McNally, 2013b).

Piyasalarin eklemlendigi yonetisim yapilarinin kapitalist sistemin onemli bir 6zel-
ligi oldugunu vurgulayan Buzan ve Lawson (2014), bu yonetisim yapilarint temel
alarak dort farklr ideal kapitalizm tiirii (liberal demokratik, sosyal demokratik, re-
kabetci otoriter ve biirokratik kapitalizm) tanimlamaktadir. Yazarlar, bu ideal tiir-
lerin kapitalist sistemlerin politik dinamiklerini ortaya koymada analitik bir acik-
lik saglasa da, klasik VOC yaklagimindaki bazi sakincalarin ortaya ¢ikabilecegine
isaret etmektedir. Birincisi cogu devlet hibrid niteliktedir. Rusya gibi hem bii-
rokratik kapitalizmin, hem de rekabetci otoriter kapitalizmin belirli zelliklerini
ayni anda barindirabilir. Tkinci olarak devletler, zaman iginde bir ideal yonetisim
yapisindan digerine doniisebilir, yani kurumsal olarak degisebilmektedir (Buzan
ve Lawson, 2014: 76-77). Kapitalizmlerin hibrid dogasina vurgu yapana Becker
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(2013b) da, devletin ekonomi ile iliskisini 6nemli bir kriter olarak belirlemekte
ve ideal tiirlerin kati sinirlarina hapsolmadan yapilan analizlerin daha gergeki so-

nuglar ortaya ¢ikarabilecegini vurgulamaktadir.

Kurumsal Tamamlayicilik ve Kurumsal Degisme

Mukayeseli kapitalizm literatiiriinde kurumsal tamamlayicilik ile ilgili olarak iki
kargit goriis hakimdir. Birinci yaklasimda, kurumlarin benzer tegvikleri destekle-
mesi durumunda piyasalarin iyi isledigi ileri siiriiliirken, ikinci yaklasim tam ak-
sine piyasalarin iyi islemesi icin kurumlarin benzer tegvikleri desteklemekten zi-
yade birbirlerinin eksiklerini telafi etmesi gerektigi vurgulanmaktadir (Campbell,
2011). Hall ve Soskice' nin VOC yaklagimi bu iki karsit iddiadan birincisinin al-
tnt gizmekeedir. Diger bir deyisle bir politik ekonomi gergevesindeki ekonomik
kurumlar matrisinin parcalarinin nasil birbirine uyum sagladigini ve bu karsilikls
baglanular ile sinerjik kargilikls iligkilerin nasil verimlilige katks sagladigini ortaya
koymakeadir (Clift, 2014). ABD gibi liberal piyasa ekonomileri, rekabet giiciinii
ve verimliligi arttran radikal yenilikler icin tegvikler yaratan sinurli finansal regii-
lasyon, giiglii anti-trdst yasalar ve merkezilesmemis (decentralize) emek piyasa-
lar1 gibi kurumlara sahiptir ve bunlar arasindaki uyum verimliligi arttirmakeadir.
Esgtidiimlii piyasa ekonomilerinde ise iscileri ve isverenleri gesitlendirilmis kali-
teli tiretim aracilify ile rekabet giiciinii arturacak bicimde giiglerini birlestirmeye
tesvik eden endiistri temelli ticret belirleme, ortak karar alma ve daha gevsek an-
ti-trdst yasalar gibi kurumlar hakimdir (Campbell, 2011: 212).

ABD’nin gelisme tecriibesinin belirli bir dsnemi VOCnin ileri siirdiigii tamam-
layicilik fikrini destekleyici nitelikte olsa da, 2008 yilinda yasadig: finansal kriz
tam tersine VOC’nin kurumsal diizenlemeleri arasindaki uyumun yanlis tegvikler
setine aracilik ettigini ve ciddi bir durgunluga sebebiyet verdigini ileri siirmekte-
dir. Bu anlamda 1960’larin sonlarindan, 2000’lerin bagina kadar konut piyasala-
rinda ve finansal hizmet endiistrisinde giderek daha yenilikei ancak riskli davra-
nuslar yaratan tegvikleri giiclendiren, kurumsal tamamlayicilik yaratan reformlar
ortaya gikmistir. Iktisadi performans agisindan, 1990’lar ve 2000’ler boyunca te-
mel finansal yenilikler olusturulmus, konutlarin degeri dnemli 8lciide artmus, fi-
nansal hizmet endiistrisi ciddi kar saglamistr. Dahasi konut sahipligi diisiik ge-
lirlileri de kapsayacak bicimde genisletilmistir (Campbell, 2011: 224).
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Ote yandan bu tiir riskleri ilk asamada telafi edecek veya dengeleyebilecek ku-
rumsal tamamlayiciliklar ya baltalanmis ya da hic¢ gelistirilmemistir. Dolayistyla
VOCnin ileri siirdiigii kurumsal uyum (coherence) 2006-2007'de konut balonu-
nun ¢okiisiinii ve 1929 krizinden sonra en kétii mali krizini tetiklemistir (Cam-
pbell, 2011: 224-225). McNally (2012:747) Cin’in kapitalist gelisme tecriibesi-
nin de VOC'nin isaret ettigi kurumsal uyumu yansitmadigini ileri siirmekeedir.
Ulkede iktisadi gelismenin dogasinin, iktisadi 6rglitlenme, teknolojik yenilik ve
sanayi politikast stratejileri agisindan bir uyarlanma (adaptation) ve hibritlesme
(hybridization) niteligi tasidigini, kurumsal tamamlayiciligin ise kurumsal diizen-
lemelerin her birinin zayif noktalarini telafi etmek yoluyla temel bir tazmin me-
kanizmasina dayalt oldugunu vurgulamaktadir. Ona gére kurumsal tamamlay1-
ciliklar farkli bicimler alabilmektedir. Karsit dengeleyici, hibrid ve hatta catisan
kurumlar seti destekleyici kurumlar ile birlikte var olabilmekeedir. Bu ¢ergevede
kapitalizmi organize eden mitkemmel tek bir yol yoktur. Daha ziyade 6grenme,
politik miicadele ve rekabet yolu ile kurumsal yenilikler, politik-ekonomik istik-
rart ve kapitalist gelismeyi saglayarak kurumsal altyapty: zaman icinde inga edebil-
mektedir (McNally, 2012:748). Clift (2014) ise kapitalist kurumlarin gelisiminin
ve evriminin gercek dykiisiiniin bu ekonomik verimlilige odaklanmanin telkin et-
tiginden ¢ok daha politik bir siire¢ oldugunu ileri siirmektedir.

VOC yaklasiminda farkli kurumsal alanlar arasinda var oldugu iddia edilen ku-
rumsal tamamlayicilik, kapitalist modellerin i¢sel dinamiklerinin ve kurumsal de-
gisimin anlagtlmasint giiclestirmekee, sistemsel siireklilik varsayimu ile statik bir
analize neden olmaktadir (Jackson ve Deeg, 2008). Siireklilik veya istikrarin kay-
nag bu yaklagimda yol bagimliliktir (path dependence) (Campbell, 20105 Jackson
ve Deeg, 2008). Kurumsal degismeye, kiiresel ekonomik kriz veya toplumsal bir
déniisiim gibi digsal soklar neden olabilmektedir. Belirli bir kapitalizm tiiriinde
var oldugu varsayilan kurumsal tamamlayiciliklart muhafaza etmek icin firmalar
digsal bir sok ile yiiz yiize geldiklerinde farkli yontemler benimsemekeedir. Béy-
lelikle farklt kurumlarin ortaya cikisi belirli bir kapitalizm tiiriine 6zgii mukaye-
seli kurumsal avantajin ortaya ¢ikisini engellendiginden, degisim veya doniisiim
miimkiin olsa da, biiyiik 6l¢iide yol bagimlidir. Belirli bir kapitalizm modelin-
den, baska bir modele gecisi miimkiin kilacak tiim kurumsal yapinin degisimin-
den bahsedilemez (Jackson ve Deeg, 2008). Kapitalist sistemde ortaya ¢ikan de-
gisimleri dis kaynakli olarak géren bir bu yaklasim, kesikli denge (punctuated
equilibrium) modeline isaret etmektedir (Thelen, 2010:45; Streeck ve Thelen,
2005: 8). Déniistiiriicii sonuglar yaratan asamali (incremental) degisim modellerini
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nitelemek ve agiklamak i¢in uygun analitik araglarin yoklugu nedeni ile bu tiir
‘gliclii denge modellerine’ bagvurulmaktadir (Streeck ve Thelen, 2005:3; Thelen,
2010:45). Oysa kapitalist sistem iktisadi ve politik alanin kargilikls etkilesimi ne-
deni ile VOC'nin ileri siirdiigii gibi statik degil, dinamiktir ve siirekli evrilmek-
tedir. Ekonomik ve politik alan arasindaki sinir, zaman ve yer degistikce degise-

bilmektedir (Chang, 1999: 197).

VOCnin bu statik yaklagimini tarihsel kurumsalct gelenek bes farkl: degisim me-
kanizmast ile revize etmektedir (Streeck ve Thelen, 2005: 22-29). Birinci meka-
nizma, halihazir kurumlara yeni kurumsal yapilarin (layer) eklenmesi anlaminda
katmanlagmadir (layering). Yeni kurumsal ilke ve uygulamalarin aktorlerin ¢ikar-
larina daha iyi hizmet edeceginin diisiiniilmesi, 6nceki kurumsal yapilarin yeni
kurumlarin ortaya ¢ikigt ile nemini kaybedecegine iliskin bekleyislerden kaynak-
lanmaktadir (Campell, 2010: 100-101). Dogu Asya iilkelerindeki sanayi politika-
lart bu degisim mekanizmasint 6rneklendirmek igin kullanabilir. Onceleri ulusal
olarak 4ncii firmalar yaratmaya déniik olan sanayi politikalari, 2008-2009 glo-
bal finans krizi sonrasinda kiigiik ve orta dlgekli firmalart desteklemeye yonelmis-
tir (Kalinowski, 2013a: 4-5). Ikinci mekanizma, yeni kurumsal modellerin ortaya
cikist veya eski kurumsal yapilarin yerini yenilerinin almast anlamina gelen yer
degistirmedir (displacement). Her iki degisim mekanizmast da aktdrlerin bilingli
tercihlerinin sonucudur (Campbell, 2010: 101). Streeck ve Thelen (2005) tara-
findan ortaya konulan tarihsel temelli diger ii¢ degisim mekanizmast belirli bir
kapitalizm tiiriinde var olan kurumlarin halihazir fonksiyonlarinda bir degisim
gerceklestiginde ortaya cikmaktadir. Bunlardan sapma (drift), bir kurumun temel
ozellikleri varligini siirdiirmesine ragmen, gegmisteki fonksiyonunun olmamasi an-
lamina gelmektedir. Aile yardimlarinin ve ¢ocuk bakim desteklerinin, bir iilkede
ulusal dogum oranlart artmasina ragmen, artturilmamast bu degisime 6rnek ola-
rak verilebilir (Campbell, 2010: 101). Déniisiim (coversion) bunlardan ikincisidir
ve formel kurumlarin tek bagina degismemesi ancak yeni hedef veya fonksiyon-
lara yonlendirilmesidir. VOC yaklagiminda eggiidiimlii piyasa ekonomisi olarak
tanimlanan Almanyada mesleki egitim sistemi baglangicta toplumsal demokra-
tik isgiicii hareketini engellemeyi amaglarken, sonradan isveren karsisinda bu ha-
reketi gliclendirmenin kaynag haline gelmesi 6rnek olarak verilebilir (Campbell,
2010: 101). Dogu Asya ekonomilerinde de bu degisim mekanizmasina rastlamak
miimkiindiir. Sanayi politikalar: incelendiginde dnceleri merkezi makro planla-
maya yonelik politikalar yayginken, yeni dénemde bunlarin yerini pargalt (frag-
mented) mikro miidahaleler almistir (Kalinowski, 2013a: 5). Bir kurumun artik
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amaglandigi gibi islemedigi icin asamali olarak ortadan kalkugt durum anlamina
gelen titkenme (exhaustion) ise sonuncu degisim mekanizmasidir. Maliyetleri ile
kiyaslandiginda yeterince fayda veya getiri saglamamasi ise ortadan kalkmasinin
temel gerekgesidir (Campbell, 2010:101). Bu mekanizmalarin her biri VOC’nin
statik yaklasimina bir ¢ikis yolu sunmasina ve kurumsal degisimin ne oldugunu
tanimlamasina ragmen, kurumsal degisimin nicin oldugu konusunda ¢ok az sey
sdylemekeedir (Schmidt, 2010).

Bu calismada kurumsal degismenin izahinda Becker (2013a; 2013b) tarafindan
onerilen yaklagim benimsenmektedir. Uwe Becker (2013a) VOC yaklagiminin
kurumsal degismeyi aciklayamayan statik yaklasimina karsi, asamali farkliliklar
icin alan birakan ve ampirik durumlari ideal kapitalizm tiirlerinden ayiran bir te-
oriye ihtiya¢ oldugunu vurgulamaktadir. Bu dogrultuda, ideal kapitalizm tiirleri-
nin kat sinirlar icerisine hapsolmayan acik bir yaklasim (open approach) éner-
mektedir. Ulusal politik ekonomileri farkli ampirik durumlar (the empirical cases)
olarak niteleyen Becker (2013a: 507), her birinin asla ideal bir kapitalizm tiiriinii
temsil etmedigini ve bir tasarimin sonucu olmadigini vurgulamakeadir®. Farkli ka-
pitalizm tiirlerinin her biri ideal tiitlere yakindir ve farkli ideal kapitalizm tiitle-
rinin belirli unsurlarint ayni anda barindirmakeadir. Ornegin, piir liberal bir ka-
pitalizm tiirii yoktur. ABD bu anlamda liberal kapitalizmin 6zelliklerini biiyiik
olciide tasimaktadir ve bu kapitalizme diger iilkelere nazaran daha yakindir. Bec-
ker'in (2013a; 2013b; 2009) ulusal politik ekonomiler icin iddia ettigi bu hibrid

olma durumu, gelismekte olan ekonomiler i¢in daha da belirgindir.

Kurumsal degisme, Becker’e (2013b:27) gore gesitli baski ve tegviklere politik eko-
nomilerin adaptasyonundan kaynaklanmakradir. Kapitalist rekabet, toplumsal-ya-
pisal bireysellesme ve bununla baglantili yeni ¢ikar olusumlarinin ortaya cikst,
ckonomik ve finansal krizler, otonom ideolojik gelismeler bunlara 6rnek olarak
verilebilir. Becker (2013b; 2009) gelisme yoriingesinin devamliligina (path con-
tinuity) neden olan dinamiklerin (déniisiim maliyetleri, kayirmaci uygulamalar
gibi aliskanliklar, biirokratik atalet, politika yapicilar arasindaki goriis ayriliklari,
iktidar iliskileri vb.) ise degisim alanini sinirladigini vurgulamakeadir. Becker'in
(2013a; 2013b) bu yaklagimi, kapitalist sistemde kurumsal degisimin ve yeniden
tiretimin anlagilmasinda gelistirilmis bir alan agmaktadir. Bu yaklagim, fonksiyona-
list yaklagimlarin aksine devlet-eckonomi ve sermaye-isgiicii iliskisinin kapitalizmin

3 Becker (2013b; 2009) ideal kapitalizm tiirlerinin, mukayeseli ampirik bilgiye dayali oldugunu
ve idealize edilmis gergeklikler tarafindan analitik olarak inga edildigini vurgulamaktadr.
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temel 6zellikleri oldugunu vurgulayarak, bu iki farkls iliski bicimini belirleyici iki
temel kriter olarak sunmaktadir. Finansal piyasalar ve firmalarin étesinde 6nemli
devlet, isgiicii gibi ek faktorleri de boylelikle bir araya getirmektedir.

Uluslararas1 Sistemin Rolii

Uluslararas: diizlemde meydan gelen niteliksel degisimler ulusal politik ekono-
miler {izerinde etkili oldugu gibi, ulusal kurumsal ve diistinsel yapilar ve siireg-
lerde kiiresel ekonomi politikalarini gekillendirmekeedir. Diger bir ifade ile ulus-
lararas politik ekonomik degismeler ulusal kapitalist kurumlart hem etkilemekte
hem de onlardan etkilenmektedir (Evans ve Stephens, 1998: 725). VOC yak-
lasimi, ulusal politik ekonomilerin uluslararast sistemle etkilesimini goz ard: et-
mektedir. VOC’nin bu eksikligini gidermek icin yapilan sonraki mukayeseli ka-
pitalizm analizlerinde bu ¢ercevede iki farklt goriis 6n plana ¢ikmaktadir. Birinci
yaklagimda ulusal kapitalist kurumlarda uluslararast kurumlarin ve uluslararasi ba-
gimliliklarin roliine vurgu yapilmaktadir. Ulusal diizeyde politika degisimini acik-
lamada bu yaklagim uluslararas: dinamiklere isaret etmekredir. Tkinci yaklagimda
ise uluslararast ekonomi politikalarinin belirleyicisi olarak ulusal ekonomik ku-

rumlar gosterilmekeedir.

Birinci yaklagimla ilgili olarak, mukayeseli kapitalizm analizine yénelik ¢alisma-
lar 6zellikle yiikselen piyasa ekonomilerini analiz etmektedir. Ulusal politik eko-
nomileri VOC yaklasimindaki gibi kapali bir kutu olarak tasavvur etmek yerine,
bu ekonomilerin kiiresel sisteme entegre olma bigimlerine, kiiresel sisteme entegre
olmanin zamanlamasina odaklanmaktadir (N6lke, 2012; Nolke, 2011; Nolke ve
Vliegenthart, 2009; Nélke ve Claar, 2013; McNally, 2013a; McNally, 2013b).
Dogu Avrupa iilkelerinin (Cek Cumbhuriyeti, Macaristan, Polonya ve Slovakya)
kiiresel sistem igerisindeki konumu ve bunun ekonomi politikalari ile kurumsal
gelisimlerine etkisi 6nemli bir drnektir. Literatiirde bagimli piyasa ekonomileri
(dependent market economies) adi alunda incelenen bu kapitalizm tiirii, gele-
neksel VOC'nin aksine ulus &tesi etkileri de dikkate almakta ve ulusal kapita-
lizmler ile kiiresel tiretim aglart arasindaki etkilesme vurgu yapmaktadir (N6lke
ve Vliegenthart, 2009: 673). Bu ekonomiler Sovyetler Birligi’'nin etkisi altinda
ulusal burjuvazinin zayifligi, sinirl piyasa biiyiikliikleri ve uluslararas: kurumla-
rin etkisi ile kiiresel sisteme entegre olmus, disa agilma siireglerinde korumaci-
liga basvurmamisur. Bu nedenle diger kapitalizmlerle kiyaslandiginda dogrudan

yabanct yatirimlarin giiclii bir hakimiyeti alundadirlar ve finans sekedrii de dahil
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olmak tizere stratejik sektdrleri yabanct firmalarin kontroliindedir (Nolke, 2011;
Nélke ve Vliegenthart, 2009).

McNally'nin (2013a) yeni devlet kapitalizmleri (refurbished state capitalism) ola-
rak nitelendirdigi yiikselen ekonomiler (Cin, Hindistan, Brezilya, Rusya, Suudi
Arabistan) ise kiiresel ticaret ve yatirim iliskilerine agik olmasina ve kiiresel iiretim
ve bilgi aglarinin avantajlarindan faydalanmasina ragmen, bu ekonomilerde dene-
timli bir agiklikean bahsedilmektedir. Yine de gliniimiiziin merkantalist toplum-
lar1 degillerdir. Basta Cin olmak {izere bu ekonomiler ¢esitli korumact énlemlere
bagvurmaktadir. Bu tilkelerden Cin, Hindistan, Brezilya ve Giiney Afrika’y1 dev-
letin niifuz ettigi kapitalizm (state-permeated capitalism) olarak adlandiran bagka
bir analiz (May ve Nolke, 2014; Nélke, 2012) bu ekonomilerde biiyiik ulusal fir-
malart korumak i¢in mal piyasalarinin ciddi él¢tide korundugunu ve yabanci ya-
urimlarda segici davranildigini, ulusal kontroliin gozetildigini vurgulamaktadir.
Yatirimlar bu ekonomilerde i¢ tasarruflar ile devlet kontroliindeki bankalarin kre-
dileri araciligy ile finanse edilmekee, kiiresel varlik piyasalart yatirimlarin finans-

maninda 6nemli bir rol oynamamakradir.

Bazi caligmalar kiiresel sisteme entegre olmanin zamanlamasinin ulusal kapitalizm-
lerin kurumlarini nasil etkiledigini de aragtirmakeadir. Cin'i analiz eden McNally
(2008; 2012) kiiresel ekonomide yaganan gelismelerin Cinde ulusal kurumlarin
olusumunu nasil belirledigini ortaya koymaktadir. Cin'in kiiresel kapitalizme ek-
lemlendigi dénem neoliberal kiiresellesmenin hiz ve hakimiyet kazandigt bir d6-
nemdir. Bu dénemde Cin ekonomisinin kiiresel sisteme entegre olma bigimini ve
buna bagli olarak kurumlarinin gelisimini iki 6nemli unsur etkilemistir. ilk olarak
bu dénem, Sovyet blokunun ¢okiisii, Hindistan, Latin Amerika ve Afrika'nin bir
boliimiiniin kiiresel ticaret ve yatirim agina dahil olmast ile sermaye birikiminin
kiiresel dinamiginin olustugu bir donemdir. Ote yandan aynt donemde ABD’nin
yiiksek teknoloji yatirimlart artmis ve bu dénemde tilkeler i¢in hiz kazanan yeni
bilgi, girisim ve is modellerinden yararlanma firsati dogmustur (McNally, 2008;
McNally, 2012). Devlet miilkiyetindeki sektdrlerde, tarim iiriinlerinde ve finan-
sal sistemde korumaci énlemler varligini siirdiirse de, Cin bu genis ticaret ve yati-
rim agina dahil olmak, yeni teknolojilerden yararlanmak icin nispeten daha liberal
bir ticaret ve yatrim rejimi belirlemistir. Kiiresel sisteme entegrasyonu 1980’lerin
basinda acik kapt politikast benimsemesi ile baslamus, gok uluslu sirketlerin etkisi
ile yatirim ortami geligtirilmis ve Diinya Ticaret Orgiitiine iiye olmasi ile kiiresel

sisteme entegrasyon hiz kazanmustir.

54



CONTEMPORARY ISSUES IN ECONOMICS & BUSINESS
GLOBAL STUDIES VOL.7

Marcel Meciar, Hamza Simgsek, Lsmail Siriner

Hopner ve Schafer (2007) kiiresel dinamiklerin ulusal kapitalist kurumlara etki-
sini Avrupa Birligi baglaminda analiz etmistir. Buna gére Avrupa ekonomik en-
tegrasyonunun ulus Stesi aktorlerin etkileriyle yeni bir asamaya gectigini vurgu-
layan Hépner ve Schafer (2007) mal, hizmet ve sermayenin serbestlestirilmesine
yonelik yeni énlemlerin entegrasyon iginde farkli kapitalizm tiirlerinin mukaye-

seli kurumsal avantajini tehdit ettigini vurgulamakeadir.

Ikinci yaklagimla ilgili olarak ise, son yillarda mukayeseli kapitalizm literatiirii
kargilasurmali politik ekonomi ile uluslar arasi politik ekonomiyi bir araya geti-
ren eklektik bir yaklasima bagvurarak farkli kapitalizm tiirlerinde tercih, konum
ve politikalarin kiiresel ekonomi agisindan sonuglarint degerlendirmektedir (Ka-
linowski, 2013b). Burada vurgulanan temel fikir ulus 6tesi kurum ve kurallarin
ulusal aktdrler tarafindan yapildigs ve uygulandigidir. Geleneksel yaklasim, ulus
devletleri bir dizi uyumlu (coherent) kurumla, ayr1 otonom sistemler olarak ta-
savvur ederken, uluslararasilasmay1 bagimsiz bir degisken olarak kabul etmektedir
(Crouch, 2005: 451). Oysa bu yeni eklektik yaklasgimda iktisadi kiiresellesme ve
uluslararast kurumlar, devlet politikasinin sonucu olarak goriilmektedir (Crouch,
2005:451). Diger bir ifade ile iktisadi kiiresellesme ve uluslararas: kurumlar farkli
kapitalizm tiirleri ile bunlarin farkli tercihleri arasindaki etkilesimin sonucudur

(Kalinowski, 2013b: 476) .

Uluslararast finansal regiilasyon konusunu bu baglamda inceleyen Kalinowski
(2013b:476), kiiresel kapitalizmin iki kutuplu diinyasinin finansallagmis liberal
ekonomiler (LME) ve ihracat yanli ekonomilerden (CME) olustugunu tasavvur
etmektedir. Bretteon Woods'un ¢okiisii ile iiclii agmazla kargilagan bu ekonomi-
lerin farkli politika tercihleri yazara gére uluslararast isbirligi ve finansal sistemin
diizenlenmesinde catisan tercihlere aracilik etmistir. Yazar, geleneksel yaklagimin
aksine farkli kapitalizm tiirleri arasindaki bagimliliga isaret ederek, bu bagimlili-
gin 2008-2009 global finansal krizine de katkida bulunan kiiresel dengesizliklere
aracilik ettigini ortaya koymaktadir. Buna gore 1970’lerdeki makroekonomik so-
runlari, bagta ABD olmak iizere Anglo-Sakson liberal ekonomiler finansallasma
yoluyla, ihracat yanli ekonomiler ihracat yanli biiyiime modeli izleyerek ve ulusal
rekabet giiciinii gelistirerek asmaya calismustir (s. 475). Farkli kapitalizm tiirleri
arasindaki bagimlilik, ihracat yanli ekonomilere iilke icindeki iicret ve tiiketim-
den daha hizli biiyiime olanag: saglarken, finansallasmis ekonomiler de iilke digin-
dan ucuza bor¢lanma ve ig iiretimden daha fazla titketme olanag; saglamustir. An-

cak sonugta finansallagmis ekonomilerde varlik balonlar: ortaya ¢ikmistir (s.476).
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Cin'in artan 6neminin, hakim liberal modelle kargilagtirildiginda kendi kapitalizm
modeli ile uyumlu daha devletci bir kiiresel kapitalist diizenleme modeline aracilik
edip etmeyecegi de bu baglamda tartugilan énemli konulardan biridir (McNally,
2012; Nélke, 2015). Bununla baglanuli olarak Cin’in iktisadi gelisme modeli ile
uyumlu bir bi¢cimde, sermaye hesabini biitiinii ile serbestlestirmeden, {ilke paras
renminbinin gdzetimli uluslararasilasmasinin miimkiin olup olmayacag: da merak
konusudur (McNally, 2015; Kirshner, 2014). Cin, iilke i¢inde finansal sistem iize-
rinde, sermaye akimlarinda ve doviz kurunda devlet kontroliinii siirdiirerek ABD
modeline alternatif bir uluslararasilagma egilimindedir. Bu egilimi Cin'in sermaye
hesabindaki kontroliin devam edecegini ve tilkenin finansal reformlarinin ihtiyatl
bir bigimde siirecegini gostermektedir (McNally, 2015: 717).

Sonug

Global ekonomide ulusal kapitalizmlerin neoliberal modele yakinsayacagina ilis-
kin hipoteze muhalefet eden VOC yaklagimi, firmay1 merkezine alarak kapitalist
sistemleri birer iiretim rejimi olarak tasavvur etmektedir. Kapitalist ¢esitliligi acik-
lamada ikna edici bir yaklasim sunmasina ragmen, kapitalist sistemlerin stirekli
degisen dogasini agiklamada basaristz olmaktadir. Ozellikle devlet miidahalesi ko-
nusunda sessizdir. Uluslararasi diizlemde meydana gelen degisimlerin, kapitalist
toplumlar arasindaki bagimliligin ve uluslararast kurumlarin, ulusal kurumlara et-
kisini g6z ard1 etmektedir. Farkli kurumsal alanlarda var oldugunu varsaydigi ku-
rumsal tamamlayicilik toplumlarin icsel dinamiklerinin ve kurumsal degisimin

agtklanmasint giiclestirmektedir.

Kapitalizmin daha dinamik ve kapsamli bir analizini sunmanin ilk kogullarindan
biri devlet ve ekonominin piyasanin sekillenmesinde i¢ ice ge¢miliginin farkl
toplumlarda farkl bigimler alacaginin kabullenilmesidir. Bu nedenle devletin pi-
yasay1 organize eden bagimsiz bir gii¢ ve aktor olarak analize dahil edilmesi ve
toplumla iligkisinin analiz edilmesi gerekir. Devletin analize dahil edilmesi ayrica
reform siireclerinde politikalarin, politik kurumsal yapilarin olusmasina aracilik
ederek kurumsal degismenin agiklanmasina da katkida bulunmakeadir. Ote yan-
dan politik ekonomilerin kiiresel sistem icindeki etkilesimlerinin, bagimliliklari-
nin, konumlarinin ve uluslararast kurumlarin etkisinin, politika ve kurumsal ge-
lisimlerine etkisi kapitalizmlerin evrilen dogasinin anlagilmasinda énemlidir. Bu
baglamda kapitalizmi devlet, is diinyast ve isgiiciiniin temel oyuncular1 oldugu,
piyasanin kaynak tahsisinde basat rol oynadig: iktisadi ve toplumsal bir sistem
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olarak tanimlayip, bunlar etrafinda gelisen politika ve kurumsal yapilara odak-
lanmak, degisen dis kosullarin etkilerini dikkate almak daha dinamik ve kapsamli

bir analiz cercevesi saglayacakuur.
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Abstract

Globalization is one of the concepts that is widely used today and has caused a
lot of controversy. In this study, the interactions of the economic, environmen-
tal, political and cultural dimensions of the phenomenon of globalization are exa-
mined in the logic of the process and mostly the economic dimension is emp-
hasized. Countries with differing levels of development in the world are affected
by the globalization process in various dimensions. Of these, the dimension of
inequality and poverty stands out more in terms of the negative effects it creates.
Although it is accepted in many studies that globalization has a driving force in
increasing the wealth and wealth seen all over the world, it is seen that the po-
verty that emerged after the emerging inequality has increased and deepened as
its negative effect. Therefore, in the study, it is aimed to reveal the relationship
between them by examining the globalization wave that embraces the world and

the effects of income inequality and poverty created by this process.

GIRIS

Diinya genelinde kapitalizmin hakimiyetiyle ortaya ¢ikan kiiresellesme yeni bir fi-
kir gibi goriinmesine ragmen, asil kékenine inildiginde diinyanin yaklasik yiiz yil
oncesine kadar yasadiklarinin bir tekrari niteligindedir. Kiiresellesmenin en ¢ok
yapilan tanimlamalarindan biri mal, hizmet, yabanci yatirimlara ve sermaye pi-
yasalarina getirilen uluslararast sinirlamalarin kaldirilmasidir. Tarihsel siirecte ge-
riye dogru gidildiginde kiiresellesmenin dénemsellestirilmesi agisindan ¢esitli go-

riislerin ortaya gikugt ve bircok tartismanin yapildigs goriilmekeedir.

1 Igdir Universitesi, Meslek Yiiksekokulu, Dr. Ogretim. Gorevlisi. melahatagirkaya@hotmail.com

63



GLOBALIZATION THE POVERTY AND INEQUALITY TRIANGLE
Melahar Batu Agirkaya

Giiniimiize gelindiginde bu konunun 6zellikle 1980’li yillar ve 1990 sonras: ol-
mak iizere etkilerinin daha belirginlestigi dikkat cekmektedir. 1980’li yillarda is-
sizligin yaratugy yetersiz gelir yiiziinden ortaya cikan esitsizlik ve yoksulluk kav-
ramlari en ¢ok tartigilan dnemli sorunlarin ilk sirasinda yer almistir. Ozelliklede
farkli gelismislik seviyesinde olan diinya iilkeleri icin yapisal bir problem haline
gelen yoksulluk, kitlesel bir boyuta ulagmustir. 1990Ls yillarda ise, etkisini arti-
ran kiiresellesme siireci, kapsama alanin geniglemesiyle diinya genelinde bircok
tilkeyi farkli boyutlartyla etkilemistir. Bu etkilerin ortadan kaldirilmast ve daha
iyl yasam kosullarinin saglanmast icin uygulanan ekonomi politikalarinin amaci
toplumun geneli i¢in refah seviyesinin yiikseltilmesidir. Refah diizeyindeki ortaya
cikan degisimi irdelemenin en iyi yolu, her dénemde giindemindeki yerini koru-
yan ve kapitalizmin egemenligi sonucunda, kiiresellesmenin yaratug esitsizlik ve
yoksulluktaki degisimi incelemektir. Tarihsel siire¢ icindeki gelisim seyrinin bir
diger asamasinda ikinci Diinya Savast sonrasina kadar iiretimin kiiresellesmesi,
1947de kurulan GATT anlasmasi ekonomik kiiresellesme ve 1980 sonrast do-
neme ise mali kiiresellesmenin etkileri gériilmektedir.

Bu calisma kiiresellesme, esitsizlik ve yoksulluk arasindaki iligkiyi arasurmakur.
Kisa tarihsel degerlendirmenin ardindan, kiiresellesmenin gesitli tanimlari bu kav-
ramin ne zaman bagladig1 konusundaki tartigmalar irdelenmistir. Bununla birlikte,
bilgi ve teknoloji akiginin tilkeleri, kiiltiirleri nasil birbirlerine yakinlastirdigy ile
ilgili cesitli goriislere yer verilmistir. Ayrica, kiiresel sistemin ¢esitli boyutlar: ara-
larindaki iliskiler yumagy, yaratugs etkiler ve buna iliskin degerlendirmeler yapil-
mustir. [kinci olarak gelir esitsizliginin yaratugi durum ve bu esitsizligin tespitinde
kullanilan 8lgiiler ile neden ve sonug iliskileri belirtilmistir. Ugiincii kisimda ise
yoksulluk agiklanarak cesitli yonleri ile degerlendirilmis, son olarak da calisma-

nin sonuglarina yer verilmistir.

1.Kiiresellesmenin Tanimi

Yeni diinya diizeni, kapitalist sistemin diinya geneline yayilmastyla ortaya ¢ikan
ekonomik, sosyal, siyasal ve kiiltiirel zemindeki iligkiler aginin degisim stirecidir.
Kiiresellesme ya da yeni diinya diizeni, kapitalizmin ve neo-liberalizmin digsal ya-
yilmasini, diger bir ifadeyle kiiresellesmesini ve basta kamu kesiminin egemen ol-
madig sekedrleri de kapsayacak sekilde igsel yayilmasini yani esnekligi icermek-
tedir. Bu nedenle de ¢ogu yerde kiiresellesme ile yeni diinya diizeni kavramsal

agtdan ayni anlamda kullanilmaktadir. Bu kavram yeni gibi goriilmesine ragmen
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aslinda, diinyanin yaklagik yiiz yil 6ncesine kadar yasadiklarinin tekrart niteligin-
dedir (Sapancali, 2002, s. 116-119). Bireyin yasadig1 cografya ve kiiltiirel ge¢misi,
sosyal durumu, siyasi diisiincesi, etnik ve dini baglanusi, kiiresellesmenin nasil
yorumlanacagini belirleyen arka plani saglar. Kiiresellesmenin ¢ok sayida toplu-
lugu, disiplini ve kiiltiirii kapsamasi, ekonomik, sosyal ve politik anlamda ¢esitli
bakis agilarina izin vermekreedir. Genel anlamda ticaret ve sermayenin serbest do-
lasimini saglayan engellerin kaldirilmasidir (Danisoglu, 2004, s. 218). Bir baska
tanim ise, reel ve sermaye piyasalari ile yabanci yatrimlarin uluslararast sinirla-
malara tabi olmamasidir (Crafts, 2004, s. 47). Yine bagka bir acidan 1980’lerden
beri meydana gelen, birbiriyle iligkili dort yapisal degisim olarak tanimlanabilir:
Bunlar; i) piyasalarin entegre olmast ii) ekonomik agidan sert vergi rekabetine ma-
ruz kalan tlkeler, iii) yeni bilgi ve iletisim teknolojileri araciligiyla diinya capinda
artan birbirine baglilik, iv) pazarlarin artan ilgisi ve oynakligidir (Mills ve Bloss-
feld, 2005, s. 12-14). Kiiresellesme kavramini ortak kabul gorecek sekilde tanim-
lamak gerekirse, yeni teknolojiler yoluyla kitlelerin artan iletisimi ve bilgi akusi so-
nucu, uluslararas: ekonomik, sosyal ve siyasal iligkilerin artmasi, bununla beraber
tikketim aligkanliklarinda diinyanin biitiinlesmesi, kutuplagmalarin giderilmesi,
maddi ve manevi degerlerin diinya capinda yayilmasi gibi bir¢ok baglanular ie-
ren gok genis bir stirectir. Bir diger tanimi ise cografi bakimdan ekonomik, po-

litik, sosyo-kiiltiirel iliskilerin ve ozgiirliiklerin diinya genelinde gergeklesmesidir.

Kiiresellesme ile diinya sinirlart kiigiiltmemekte sadece mesafeler goreceli olarak
azalmakta ve diinya gapinda iliskiler ag1 ortaya gtkmaktadir. Insanlar igin madde
ve sembollerin cografi pozisyonlar: bagimsizlagmakta ve bunlar kiiresel sistem
icinde diinyanin her yerine rahat bir sekilde hareket edebilmektedir. Biitiin bunlar
dikkatte alindiginda kiiresellesme mekansal bir olgudur (Istk,1996, s. 56). Daha
farkli bir ifadeyle kiiresellesme, uluslara ait dnemli degerlerinin diinyanin her ye-
rine yayilmasi, farkliliklarin ortadan kalkmastyla diinyanin “kiiresel kdy” haline
déniisiimidiir (Masca, 1998, s. 348). Hirst ve Thompson gore ise, kiiresellesme
tilkeler arasinda ticaret akiginin artmastyla sermaye yauriminin gerceklestigi ulus-
lararast agik ekonomi bicimdir (Hirst ve Thompson, 2003, s. 8). Diinyada tek
bir pazarin hakimiyeti olarak algilanan kiiresellesme olgusu, ulusal ve diinya eko-
nomi piyasalarinin biitiinleserek, ekonomik kararlarin kapitalizminin sermaye bi-
rikimi dinamiklerine gore belirlenmesi olarak da tanimlanir. Cok sayida tanimla-
malara imkén veren bu kavram, uluslararasi sistemin temel aktorleri durumunda
olan ulus devletler igin bir tehdit olarak diisiiniilmektedir (Giinsoy, 2004, s. 330).
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Kiiresellesme kag yasinda veya ne zaman bagladi? Tarusmali goriinen bu soru i¢in
medyada ve birgok bilimsel ¢alismada ortak anlayss, kiiresellesmenin son yillarin
bir egilimi oldugu goriisidiir. Kiiresellesmenin gdz oniinde bulunduruldugu ola-
gan zaman cizelgesine gdre en erken II. Diinya Savast ve en ge¢ Soguk Savas son-
rasidir (Wilkinson, 2006, s. 69). Kiiresellesme kadar 6nemli bir siirecin sadece bir-
kag on yillarda oldugu séylemi manukli mi? Karmagik baglanti gibi goriinen bu
anlayis, giderek artan ekonomik, sosyal ve kiiltiirel akislarla olusan kiiresellesme
perspektifleri bizi zamansal boyutta ¢ok daha geriye gotiirmektedir (Tomlinson,
1999, s. 2). Geriye dogru gidildiginde kiiresellesmenin dénemsellestirilmesi agi-
sindan bircok goriis soz konusudur. Birincisi, simdiki egilimler nedeniyle cogu
arastirmanin kiiresellesmenin yapisal kaliplarint gézden kagirdigini, eski 6zellik-
lerin yeni olarak sunuldugunu ve ¢agdas egilimleri yanlis yorumlandigr goriisii-
diir. Tkincisi, Avrupa merkezli olan diinya tarihinin “Bat’'nin yiikselisi” ile 1500
ve 1800 arast donemde bagladig1 klise olan kiiresellesme tarihi goriisiidiir. Ugiin-
clisti, batili olmayanlar1 yok sayan ve ¢ok kutuplulugun artuigs kiiresel olmayan
goriistiir. Dérdiinciisii, daha genis kiiresellesme arastirmalari ve besincisi de kiire-
sellesmenin dénemsellesmesinin veri olmadigini ve kiiresellesme aragtirmalarindaki
tartisma alanlarindan biri oldugunu savunan goriistiir. Bu baglamda daha énce-
sine gidildiginde kiiresellesmenin “Dogusu Manila'nin Asya ve Amerika’yr birbi-
rine baglayan bir Ispanyol girisimi olarak kuruldugu yil olan 1571'de gergekles-
tigi” varsayilmakeadir (Hobson, 2004, s. 149-50).

1980’li yillarda neo-liberal iktisat politikalartyla hizlanan bu siire¢ dis ticaret, ya-
bancit sermaye ve 6zellikle ¢ok uluslu sirketlerin faaliyet alaninin geniglemesinde
Snemli bir rol oynamaktadir (Senses, 2004, s. 19). 1980’li yillarin sonlarinda ise
ekonomide egemen giiclerin ve ozellikle bazi Asya tilkelerinin hizla yiikselisi kar-
sisinda, bati kapitalizminin giigsiizliigiiniin ifadesi olarak da kullanilmaktadir.
(Senkal, 2005, s. 106).

1.Kiiresel Sistemin Boyutlar:
1.1.1.Ekonomik Boyutu

1980li yillarin sonlari ve 1990’ls yillarin baglarindan itibaren diinya genelinde
yayginlasan kavramin ekonomik anlamda ii¢ temel boyutu 6ne ¢ikmaktadir (Se-
yidoglu, 2013, s. 225). Bu boyutlarin ilki olan ekonomik kiiresellesme ile diinya
capinda karsilikli ekonomik ilisiklerin artmasi, teknoloji ve sermaye girisinin hiz-

lanmasi, mal ve hizmet ticaretini tesvik etmistir. Boylece pazarlarin etki alanlart
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genisleyince, yeni ekonomik baglantilar olugmasiyla ortaya biiyiik bélgesel ticaret
sistemleri, gii¢lii ekonomik kuruluslar ve dev uluslu sirketler ¢tkmugtir (Manfred,
20006, s. 3). 1947'de yapilan GATT anlasmasi ile giimriik tarifeleri ve kotalarin
kaldirilmus, boylece uluslararast ticaretin serbestlesmesiyle ekonomik kiiresellesme
baglamistir. 1980 sonrasi déneme de mali kiiresellesmeyle birlikte yayginlik kaza-
nan ekonomik kiiresellesme etkisini daha ¢cok artirmustir. Sonrasinda, iiretim ve
finansal faaliyetlerin kiiresellesmesi seklinde iki fakli alana ayrilmistir. Uretimin
kiiresellesmesi II. Diinya Savast sonrasina kadar uzanan, iilke firmalarinin kendi
capindaki iiretim faaliyetlerini diger tilke ve kitalara kadar yayilmasi, yani sinir
otesi tretimin yayginlagmast olarak ifade edilmektedir. (Karagiil, 2010, s. 11;
Gongen, 2013, s. 122). Finansal faaliyetlerin globallesmesi ise, sermayenin, hig-
bir cografi sinirlama olmaksizin az riskli ve karli alanlara daha kolay yayilmasini
ifade etmektedir (Géngen, 2013, s. 122).

1.1.2.Kiiltiirel ve Cevresel Kiiresellesme

Kiiltiirel kiiresellesme genel bir ifadeyle bat diisiince ve kiiltiiriiniin yayilmasi-
dir (Manfred, 2006, s. 138). Bu kiiresellesme siirecinde en ¢ok iizerinde durulan
nokta, insanlarin birbirlerine benzedigi mi? Yoksa farklilastigi mi? Tartusmasidir.
Asiri kiireselciler, bu siiregte insanlar giderek birbirine benzemedigini savunmak-
tadurlar. Ulke insanlarinin ekonomik durumlarini goz ardi ederek diinya markala-
rint kullanabilmekee oldugunu, Ornegin; Amazon yerlilerinin Nike markali spor
ayakkab giymesi, Giiney Sahrada yasayan insanlarin Texaco beysbol sapka tercih-
leri ya da Filistinli genglerin Chicago Bulls tisortlerini giymeleri gosterilmekeedir.
[yimser savunucular ise benzerligin arttgint kabul etmekte ancak yine de bunun
iyi bir sey oldugunu iddia etmektedirler (Géngen, 2013, s. 123). Kiiresellesme-
sinin hizlanmasinin bir diger boyutu ise cevresel faktorlerdir. Bunlar, diinyanin
cesitli bolgelerindeki yeni mal ve hizmetlerin fark edilmesi, titketim tercihlerin-
deki benzerlik, gelir diizeyinde meydana gelen artis ve iilkelerdeki yeni orta sini-
fin yiikselisidir. Ayrica, Ar-Ge maliyetlerinin énemli sekilde artmasi, firmalarin
tiriinlerini kiiresel pazarda satmalarinin gerekliligi, artan 8lcek ekonomisi, yiirii-
tillen hiikiimet politikast ve yeni dagitim kanallarinin ortaya ¢tkmasidir (Tagraf,
2002, s. 39-45). Cevresel kiiresellesmenin; diinya geneline yayilan salgin hastalik-
lar ve yaraulan kirliligin ortaya ¢ikardig: iklim degisiklikleri gibi olumsuz etkileri
yaninda, belli bélgelerde yetisen {iriinlerin diinya geneline yayilarak insanliga hiz-
met etmesi gibi olumlu yanlart da bulunmaktadir (Joseph ve Welch, 2010, s. 343).
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1.1.3. Siyasal Kiiresellesme

Siyasal kiiresellesme, uluslararast yonetici ve kurumlarin érgiitlenmesi, ozgiir siyasi
diisiincenin yayilmasidir (Manning, 1999, s. 138). Ayni zamanda anayasal diize-
nin diinya geneline yayilmasinda, demokratiklesen iilkelerin sayisinin armasinda,
uluslararast kurallarin ve kurumlarin gelisiminin belirginlesmesinin ifadesi olarak
da énemlidir (Joseph ve Welch, 2010, s. 344-345). Siyasal globallesme, devletin
stiinligiiniin sarsilmasina, devletin yetki ve otoritesini uluslararasi ve uluslar-iistii
kuruluglara devretmesine sebep olmustur. Boylece bu siireg, uluslararas: iligkilerin
artmastyla, sorunlarin uluslararast alana tasinmastni ve ¢oziimiiniin uluslararast is
birligi ile gergeklesmesini zorunlu kilmustr (Gongen, 2013, s. 122).

1.2. Kiiresellesmenin Olumlu ve Olumsuz Etkileri

Kiiresellesme sayesinde tilkeler ortaya ¢ikan firsatlardan daha fazla yararlanmak
icin gesitli reformlar yapmakta ve ekonomilerini diger diinya iilkelerine agmak-
tadurlar. Gergekte de bu durumda olan ve bu yolla ekonomik performanslarint
artiran birok tilke 6rnegi bulunmaktadir (Tanzi, 2004, s. 3). Ulke ekonomile-
rinin diinyaya agilmasini saglayan kiiresellesme, bilgi ve iletisim teknolojilerinin
getirdigi yenlikler sayesinde, diinya iizerindeki mesafeleri kisaltarak farkliliklart
azaltmakrtadir. Ayrica seffaflig1 saglayan politikalari sayesinde yolsuzluklarin azal-
ulmasina, siyasi 6zgiirliiklere ve insan haklarina sayginin artmasina da neden ol-
makradir (Akdeniz, 2003, s. 93-94). Ilaveten, iilkelerin faaliyet alanlarini genis-
leterek iilke insanlari icin yeni ve giizel potansiyel firsatlar yaratmakeadir. Bunun
yaninda iilkeler temel girdilere, sermaye mallarina, yari mamullere kolayca ulaga-
bildigi gibi ayni zamanda bu mallar1 en disiik fiyattan temin edebilmektedirler.
Ayni sekilde emegin verimliligini artrarak bireylerin yagam standartlarin yiiksel-
tecek firsatlarda sunmakeadir. Biitiin bunlarla birlikte iilkelerin yonetimde yeni
yaklagimlara, yeni teknolojilere ve yonetsel araglara ulasmalarint da 6nemli dere-
cede kolaylagtirmaltadir. {laveten tasarruf yetersizligini yabanct sermaye ile gide-
rerek kaynaklarini daha verimli kullanmalarini saglamak boylelikle yerli iiretici-
lerin rekabet glictinii artirmak gibi birgok fayda yaratug: da ifade edilmekeedir
(Karayilmazlar, 2006, s. 207).

Kiiresellesme daha fazla esitsizlige mi yol agti.? Birgok aragtirmact icin bu soru-

nun nasil yanitlandigs kiiresellesme hakkinda bir hiikiim olusmasini saglayacakir.
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Her seyden 6nce, kapsayict bir terimdir ve bu nedenle, hangi yoniine, hangi dé-
nemde ve hangi konuma bakugimiza bagli olarak iyi ve kétii yonlerinin tespitini
kolaylastrabilir. Diger yandan kiiresellesme karsitlarinin temel elestiri nokeast, bu
stirecte ortaya ¢tkan korumact politikalara ragmen, stirekliligin saglandig sekeor-
lerde calisan insanlarin islerini kaybetmeleridir. Ayrica s6z konusu sektdrlerde ser-
maye azaltlmasina gidilmesinin gelir esitsizliklerini artirdigs, dolaystyla kiiresel-
lesmenin zenginler lehine gelisen bir durum oldugudur (Stern, 2006, s. 6). Diger
olumsuz etkilerine bakildiginda;

¢ Gelismekte ve geri kalmis olan iilkelerde, ulusal ekonomi politikalarina darbe

vurulmastyla, tiretimin bitme noktasina gelmesi ve tiiketimin desteklenmesi,

* Ekonomide devlet kontroliiniin azalmasi nedeniyle kayit dist ekonominin art-

masl,

e Az gelismis iilkelerin i¢ ve dis borclarindaki artis ve bunlarin faiz 6demeleri-

nin nedeniyle egitim ve saglik yaurimlarina ayrilan biitgenin yetersizligi,

* Diinya topluluklari arasindaki ekonomik esitsizligin derinlesmesi ve kiiresel
boyutlarda genislemesi ve igsizligin artan egilimi gostermesi, biitiin bunlarin

sonucunda ise toplumsal ve siyasal krizlerin ortaya ¢ikmas,

e Tiim bu problemler icin ¢oziim {iretilmesi gerekirken problemlerin bastiril-
mast, bu nedenle de ortaya ¢ikan caresizlik karsisinda insanlarin farkls arayss-

lara ynelmesi gibi (Akdeniz, 2003, s. 94-95).

Bu kapsamda durum biraz daha detaylandirildiginda kiiresellesmenin yaratugt
diinya GSYH’ deki orantisiz bilyiimenin bir kisminin sanayilesmis iilkelerden
kaynaklandig1 géz oniine alindiginda; uluslararasi mal ve hizmet fiyatlart sana-
yilesmis tilkelerdeki fiyatlar ile gelismekee olan iilkelerdeki fiyatlar arasinda bir
yere kayacakur. Emek, mal ve hizmetlerden daha az hareketli oldugundan, yok-
sul tilkelerdeki isgiictiniin bir kismi 6zellikle teknolojik yeniliklerden yararlana-
mayan egitimsiz ve vasifsiz calisanlarin ticretleri fiyatlarin gerisinde kalacakur. Bu
nedenle disiik ticredliler icin artan bir zorluk dénemi yasanmast hizli kiireselles-
menin énemli sorunlarindan biridir (Basu, 2005, s. 6). Sermaye hareketlerinin
serbestlestirilmesi agisindan olumsuz etkilerine bakildiginda, tilke icine gelen ya-
banct sermayeli kisa vadeli portfdy yatirimlari finans piyasalarin gelismesine katki
saglarken, kriz donemlerinde tilkeyi terk etmeleri, krizin derinlesmesiyle birlikee
gelir dagiliminin bozulmasina ve yoksulluga zemin hazirlamasina neden olmak-

tadir. Finansal serbestlesme ile gerceklesen ekonomik biiyiime, kredi hacminin
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genislemesi yoksullugu bir nebzede olsa azaltabilir. Ancak bu stiregte hizli eko-
nomik bitytimenin makroekonomik dalgalanmayi arttirmast krizlere sebep olaca-
gindan, yoksullugu arttrmast seklinde degerlendirilebilir (Arestis ve Caner, 2009,
s. 230; Caner, 2007, s. 7).

2. Esitsizlik

Gelir, tiretim ve hizmet faaliyetleri sonucunda, gergek ve tiizel kisilerin elde et-
tikleri parasal deger ya da kazanimdir (Yakup ve Yentiirk, 2000, s. 451). Belli bir
dénemde elde edilen gelirin tiretim faktdrleri, sosyal gruplar ve kisiler arasinda
béliisiimii olan gelir dagilimi kavrami, giderek artan bir bicimde “gelir esitsizligi”
seklinde ifade edilmekeedir. Gelir dagiliminin ya da artan gekli ile kabul géren
gelir esitsizliginin boyutlarinin saptanmasinin hangi yontemle 8l¢iilecegi 6nemli
bir sorundur. Bu konuda daha ¢ok bireysel gelir dagilimi ile gelirin fonksiyonel
dagilimu 6lgiisii kullanilmaktadir. Bu iki gelir dagilimina bagli sekedrel, bolgesel
ve mesleki esitsizliklerde alt tiirleri olusturmaktadir. Fonksiyonel gelir esitsizligi,
tiretim siireci sonucunda ortaya ¢ikan gelirin, tiretim faktorleri, ekonomik grup-
lar ve toplumsal sinuflar arasindaki dagilimudir. Kisisel gelir esitsizligi ise, gelirin
bireyler ya da haneler arasindaki dagilimini ve esitsizligini ele alir. Kisilerin gelir
seviyeleri sosyal ve sinifsal durumlarina bakilmaksizin bagimsiz olarak degerlen-
dirilir. Burada bireyler ve haneler elde ettikleri gelirlerinin biiytikliigiine gore s1-
ralanarak gelir esitsizligi olciiliir. Bireysel gelir esitsizligi mikro diizeydeki 6l¢iim-
lerde daha yaygin olarak kullanilmaktadir (Celik, 2004 s. 58-60). Literatiirde gelir
dagilimu lgtimiinde Géreli Ortalama Sapma, Yiizde Paylar Analizi, Ters U Hi-
potezi, Lorenz Egrisi, Atkinson Esitsizligi, Gini Katsayist, Degisim Aralig, Ara-
lik Olgiisii ve Pareto Katsayst gibi ¢ok gesitli yontemler uygulanmakradir. Bunlar
icinde GINI katsayist en yaygin kullanilanidir (Kubar, 2011, s. 230). Sifir ile bir
arasinda deger alan GINI katsayist sifira esit olmast halinde, tam esit dagilim soz
konusudur. Katsayinin bire esit olmasi durumunda ise gelirin tamamina tek bir
kisi sahip oldugu icin esit dagilim séz konusu degildir. Katsay1 ne kadar biiyiirse
gelir dagilimindaki adaletsizlikte o kadar artmaktadir. Wade (2001)’e gdre soru-
nun kaynagt gelir dagiliminin 8lgiimiinde GINI katsayssinin kullanilmis olma-
sidir. Ciinkit GINT katsayist, uglardaki degismelerden cok, dagilimin ortasindaki
degisikliklere agirlik vermektedir. Bu durum ise, giiclii ekonomiye sahip niifusu
esas alan ve satin alma giicii paritesinin kullanildig1 calismalarda, gelir esitsizligin-
deki artigin hig goriilmemesine ya da ¢ok diisitk diizeylerde artis goriilmesine ne-
den olmaktadir (Wade, 2001, s. 38). Literatiiriiniin ¢ogunlugunda kiiresellesme
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ve esitsizlik caligmalart, genellikle GINI katsayisindaki bir degisiklik 6lgiisii olarak
gerceklestirilen gelir esitsizligi ve tilke ici gelir esitsizligine odaklanmigtir. Bunlar;
(Alderson ve Nielson, 2002; Ravallion, 2003; Beckfield, 2006; Milanovic, 2005;
Korzeniewicz ve Moran, 1997; Guillen, 2001) vb., gibi. Daha yakin zamanlarda
ise Goesling ve Baker (2008), geliri ile birlikte tilkeler arasindaki saglik ve egitim
esitsizligini de inceleyerek esitsizligin yoniindeki baslaulan ¢alisma olarak gdriil-

mektedir (Mills, 2009, s. 6).

Esitsizlik kendi bagina istenmeyen bir durumdur. Diinya diizeninin en fazla et-
kileyen artan esitsizlikler ve gelir dagilimindaki bozulma son zamanlarda en ¢ok
tartisilan konular arasindadir. Giintimiizde sadece tilkeler arasinda degil ayni za-
manda tilkelerin kendi iglerinde de gelir dagiliminda korkun¢ ugurumlar yagan-
maktadir. Orta gelir sahip kesimin durumu biitiin tilkelerde giderek bozulmakta
ve diinya gapinda rant gelirleri artig iginde reel yaturimlart zorlagtirmakeadir. Ure-
tim fakedrlerinden sermayenin emek faktoriine gore daha ¢ok pay almasi, is gii-
vencesinin tehlikeye girmesine ve ficret arasindaki esitsizliklerin de giderek art-
masina neden olmaktadir (Talas, 1998). Bu anlamda somut bir gosterge olarak,
ticretlilerin satin alma giictintin 1960’larin baglarinda diismiis olmast, 1990’1 yil-
larda ABD'de vasifli iscilerin 30 yil dnceki refah seviyesinde olmamalar gsteril-
mektedir. 1973-1993 yillart arasinda iiretilen zenginligin yaklasik 1/3’tinden sa-
dece niifusun %20’si yararlanabilmis, %80’nin gelirlerinin bir kismi ayni kalirken
bir kismi ise azalmistir (Kohen, 2000, s. 59). Iktisadi esitsizlikeeki artis ragmen,
devlet ve emek piyasasindaki diger kurumlar bu artist nlemeye yonelik politika-
larin belirlenmesinde gerekli adimlari atamamislardir. Gelismis iilkelerin s6z ko-
nusu riskleri dnleyebilen bir sosyal giivenlik sistemi olusturmalari, bu iilkelerde
gelir dagiliminda ortaya cikan esitsizlikler karsisinda daha ilimli ve etkin olabil-
mislerdir (Smeeding, 2002, s. 4). Ulkeler arasindaki gelir farkliliklari gelir esitsiz-
ligini artirmaktadir. Bunun nedenlerinden biri disa acikligin yoksul iilkelerdeki
esitsizligi derinlestirirken, zengin iilkelerde ise esitsizlikleri azaltmasidir (Taylor
,2002, s. 20; Milanovic, 2002, s. 3; Ravallion, 2003, s. 17).

I. Diinya savagindan nce Avrupa iilkelerinin, ABD’ye ¢ok sayida gd¢men gon-
dermesiyle ticareti ve geliri artiran bu iilkelerde esitsizlik azalirken II. Diinya sa-
vasindan sonrasinda ise bu gocler, ABD'de, OECD iilkeleri, Asya kaplanlari, Cin,
Meksika ve Brezilya gibi iilkeler arasinda gelir esitsizligini artmisur. Artan esitsiz-
ligin nedeni ise, yeni ticaret yapan bélge ve sektdrlerdeki kisiler ile diisiik gelire

sahip ve ticarete dahil olmayan bolgeler arasindaki gelir farkliligidir. 20. yiizyilda
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esitsizlikeeki artigin nedenleri arasinda, zellikle teknoloji gibi digsalliklarinda Gnemi
artmustir (Lindert ve Williamson, 2001, s. 41-42). Teknoloji, nitelikli emege du-
yulan talebi artirarak vasifsiz emege 6denen licretlerin azalulmasina olanak tani-
musur. Hizmet sektoriinde yeni bilgi teknolojilerinin kullaniminin artmasi ise, is-
sizligi artmustr (Cornia, 1999, s. 12). Kisacasi kiiresellesme, ticret farkhiliklarinin
cok az oldugu tarim sektdriinden, ticret farkliliklarinin ¢ok daha fazla oldugu or-
ta-0lgekli sektdrlere dogru bir emek hareketi baglatmistir (Milanovic, 2002, s. 4).
Gelir dagilimindaki esitsizliklerin en énemli nedenlerinde ilki servet dagilimin-
daki egitsizliklerdir. Gelirin artmast tasarruflari arttirarak, servet olusumuna katki
saglamaktadir (Arabaci, 2017, s. 182). Yiiksek gelirli kisiler kazanglarini yatirima
doniistiirerek servetlerini artirma imkanina sahip iken, diisiik gelire sahip insan-
lar sadece zorunlu ihtiyaclarini karsilayabilecek gelire sahip olmast dolayistyla ser-
vet sahibi olamamasi, gelir esitsizligini arturmakeadir (Acar, 2015, s. 48). Niifus
artis hizinin yiiksek olmasiyla diisiik gelirlilerin artan gelirden daha fazla pay al-
mast ve go¢ gelir dagilimi adaletsizligine sebep olan fakedrlerdir (Alunusik ve Pe-
ker, 2008, 5. 105). Oxzellikle de gelismekte olan iilkelerde, artan niifusa ragmen
yatirimlarin yetersizligi, sonucunda issizlik gelir dagilimint emek gelirleri aleyhine
bozarak esitsizlige neden olmaktadir. Benzer bir durum go¢ olgusunda da yasan-
maktadir. Hizlt i¢ gd¢ nedeniyle go¢ veren bélgelerde ortalama gelirin yiikselisi,
gd¢ alan bolgelerde ise diismesi esitsizlikleri artirmaktadir (Arabact, 2017, s. 182-
183). Uretimin disinda kalan igsizler toplumda en yoksul kesimi olusturmakradir.
Bu durumda istihdamin arturilmasi gelir esitsizliginin azalulmasinda en énemli
fakeordiir (Caliskan, 2010, s. 95). Kiiresellesme olarak adlandirilan siiregte istih-
dam i¢in ticaret ve yaurimin niindeki engellerinde kaldirilmast itici bir unsur
olacagy gibi ayni zamanda siireg icinde tilkelerin diinya ekonomisine gittik¢e daha

fazla entegre olmasini da saglayacakur.

Kiiresellesmenin gelir dagilimini olumlu ve olumsuz etkiledigini savunan iki ayr1
grup ortaya ¢tkmistr (Aktan ve Vural, 2002, s. 10). Bunlardan Neo-Liberal ikti-
satgilar kiiresellesmenin devletin ekonomiye olan miidahalesini azaltacagini, kay-
naklarin daha etkin kullanilmas ile tiretkenligi artiracagint savunmakeadirlar. Az
gelismis tilkelerde daha yiiksek kar oranlarinin olmast sermayeyi gelismis tilke-
lerden az gelismis iilkelere yoneltecektir. Boylece az gelismis iilkeler elde etikleri
tasarruflari yatrima yonlendirerek teknolojik mallara olan ihtiyaglarini kargila-
yabilecek ve hizli bir biiytime siirecine girebilecekler. Neo-Liberal olmayan ikti-
satgilar ise, sermayenin ve ticretlerin esit dagilmadiginy, az gelismis ve gelismis tl-
keler arasinda 6nemli farkliliklarin oldugunu ifade etmektedirler. Boylece kiiresel
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carkin iginde olan tiim {ilkeler biiytimedigi gibi hizla gelisen ve biiytiyen iilke-
ler ise bu biiyiimenin toplumun tiim kesimleri tarafindan hissedilmedigini, kisa-
cast gelir dagiliminda esitsizligin giderek artugini belirtmekeedirler (Uysal ve De-
viren, 2016, s. 1250-1251).

3. Yoksulluk

Kiiresellesme ekonomik olarak hizli biiytimeyi saglarken, ozellikle gelismekte olan
iilkeler icin kirilganligi artiran bir duruma déniigmiistiir. Bu durum, dis etkilere
daha acik olan kirilgan ekonomilerde en ¢ok yoksul kesime zarar vermistir. Yok-
sulluk tizerine etkileri konusunda yapilan caligmalarda “kiiresellesme yanlisi” ve
“kiiresellesme kargit1” yaklagimlar ortaya ¢tkmusur (Harrison, 2007, s. 2). Kiire-
sellesme yanlilari, kisa donemde ekonomilerin diinya ekonomisiyle entegre ol-
mastnin yoksulluk oranin artiracagini ifade etmislerdir. Bu olumsuzluguna rag-
men, orta ve uzun vadede ise saglanacak hizli bitytimenin ekonominin tamamina
yayilacagin ileri siirmektedirler. Boylece ortalama gelirde bir artis meydana ge-
lecegi icin yoksullugun azalacagini savini ileri siirmektedirler (Dollar ve Kraay,
2001, s. 3). Kiiresellesme karsitlari ise kiiresellesmenin yeni bir siire¢ olamadi-
giny, refah devletini yok edecegini ve minimal devletin esas alinacagini savun-
maktadirlar (Bozkurt, 2000, s. 20). Bir digeri de yapisalct neomarksistlerin gelir
dagilimindaki bozulma ve emperyalizm séylemleriyle kiiresellesmeye itirazlaridir
(Acar, 2002, s. 21). Evrensel boyutlartyla genis platformlarda tartigma alanina sa-
hip olan yoksulluk, son yillarda gelismekte olan iilkelerle birlikte gelismis tilkele-
rinde dnemli problemleri arasindadir. Kiiresellesmeyle birlikte tiretim yapisinda
ve teknolojide elde edilen énemli gelismelere ragmen, halen yoksulluk sorunu
devam etmekte ve dnemini arttirarak varligint stirdiirmekeedir. Azgelismis tilke-
ler yoksullukla ¢ok énemli derecede miicadele ettikleri gibi gelismis iilkelerde de
bu konu ciddi bir sekilde ele alinmaktadir. Ozelliklede 1980 ve 1990’ yillarda
ciddi oranda arttan yoksulluk, Avrupa iilkelerinin sosyal ve ekonomik birlikeeli-
gini tehdit eder boyutlara ulagmistr.

Yoksulluk tilkelerin bulunduklari cografyaya, ekonomik ve sosyal yapisina ve kiil-
tiirel 6zelliklerine gdre cok cesitli sekillerde tanimlanabilmektedir (Gersil, 2015,
s. 160). Bu baglamda, gelir dagilimmin kiiresel diizeyde giderek bozulmas: so-
nucunda kisilerin egitim, saglik, ulagim ve iletisim gibi bircok toplumsal hizmet-
lerden faydalanamadigy, temel ihtiyaglarini kargilayamadigi ve meveut kosullarin

kotiilesmesi ile ortaya ¢ikan bir kavramdir. Bu temel géstergelerden hareketle,
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mutlak ve goreli yoksulluk dl¢litleri dogrultusunda tanimlamalar yapilmugtir. Ana-
cak mutlak ve goreli yoksulluk tanimlamalarini yapilmadan énce, gelir yoksullugu
ya da ¢ok boyutlu yoksulluk yoniiyle incelenmesi, ilaveten bu kavramin objek-
tif ve siibjektif olarak da degerlendirilmesinin yapilmast gerekmektedir. Objektif
yoksulluk, yoksullugu olusturan unsurlardan kurtulmak i¢in yapilmasi gereken
kabul edilebilir standartlar icermektedir (Lok-Dessallien, 1999, s. 3). Siibjek-
tif yoksulluk ise, toplum iginde bireyin kendi pozisyonunu nasil degerlendirmesi
gerektigi ile ilgilidir (Nandori, 2014, s. 4424-4425). Bununla birlikte niceliksel
ve niteliksel boyutu ile de yapilan ¢alismalar vardir. Niceliksel calismalarda ge-
lir yoksullugu temelde, goreli ve mutlak yoksulluk konseptinde incelenmektedir.
Mutlak yoksulluk, temel ihtiyaglarin kabul edilebilir yasam kosullarinin altnda
kalmast, yani bireyin yasamini siirdiirecek asgari yasam maliyeti sinirini yakala-
yamamastdir. Goreli yoksulluk, bireylerin refahinin toplumun ortalama refah se-
viyesinin belli oranda altinda kalmast durumudur (Cetin, 2020, s. 514). Mut-
lak yoksullugun hesaplanmasinda, bireylerin yasamlarinin siirekliligi icin gerekli
olan en diisiik tiiketim seviyesinin saptanmast gerekmektedir. Bu tespit yapildik-
tan sonra asgari refah diizeyine sahip olmayanlarin sayisinin toplam niifusa oran-
lanmasi ile mutlak yoksulluk orant hesaplanir (Caliskan, 2010, s. 100). Yoksul-
lugun niteliksel boyutuna iligkin yapilan aragtirmalarda ise, cogunlukla bireylerin
yasamlarini idame ettirebilmeleri icin gerekli bir gelire sahip olup-olmadiklari ko-
nusu irdelenmigtir. Diinyanin bircok iilke ve bélgesinde yeterli gelire sahip olan
ancak insani dlciilerde yasam kosullarina sahip olmayan bireyler bulunmaktadir.
Bu nedenle de kisilerin insani yasam icin gerekli asgari sosyal imkanlara sahip
olup-olmadiklari dogrultusunda da aragtirmalar yapilarak farkli 6nerilerle destek-
lenebilir (Dansuk,1996, s.12).

Kiiresellesme ticaret, sermaye hareketleri, dis yardimlar, goc ve fikirler gibi farkli
boyutlartyla yoksullugu etkilemektedir (Goldin ve Reinert, 2007, s. 9). Kiire-
sellesen diinyada dis ticaret politikalarinin serbestlesmesi ticareti artirmakta-
dir. Boylece hiikiimet gelirlerinde saglanan artis dis ticarete yonelik yaturimlar
artirmaktadir. Bu durum ise biiyiime iizerinde olumlu etki yaratarak 6zellik-
lede istihdamdaki artis sayesinde yoksullugun azalmasina katki saglamaktadir.
Emek faktdriiniin yogun oldugu gelismekte olan iilkelerde, serbest ticaret va-
sifl1 isgiictintin yiiksek ticret beklentisi nedeniyle yoksullugun azalmasina, vasif-
siz isgliciiniin ise daha gok yoksullasmasina neden olacaktir (Winters, 2000, s.
19; Nissanke ve Thorbecke, 2006, s. 1346). Tlaveten serbest dis ticaret ekono-
mide yaratacag kirilganlik nedeniyle yoksullugu artirabilir (Bannister-Thugge,
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2001, s. 5). Diger taraftan sermayenin serbestlesmesi ile dogrudan yabanci ser-
maye yatrimlarini artrdigy gibi teknoloji transferi sayesinde de tiretim verimli-
liginin artmast yoksullugu azaltici yonde etkilemektedir (Klein vd., 2000, s. 3).
Teknolojik yeniliklerin transferi birgok olumlu etkilerine ragmen bazi olumsuz-
luklara da neden olmaktadir. Ozelliklede gelismekte olan iilkelerde teknolojik
degisikliklerin isgiiciinde tasarrufu yaratmasi, vastfsiz emegin gelirinde azalma
yaratacaktir (Culpeper, 2002, s. 11). Yoksullugu etkileyen diger bir unsur ise
dis yardimlardir. Bu yardimlar daha cok fon transferleri, teknik destek ve alt-
yapi seklinde gerceklesmektedir. Yardimlar iki iilke arasinda tek yonlii transfer-
ler seklinde ya da uluslararas: kuruluslar araciligs gerceklesebilmektedir (Gol-
din ve Reinert, 2007, s. 13). Saglana dis yardimlarin yoksullugu azaltici yonde
etki yapabilmesi daha ¢ok, iilkedeki yatirim kapasitesinin artmast ve biiyiimeye
yol agmasina baglanmaktadir. Ancak alinan yardimlarin ¢ogunlukla iiretken ol-
mayan ve gelir getirmeyen kamu harcamalarina déniismesi, ckonomik biiyiime
tizerindeki olumlu etkisini azaltmakra, dolaysiyla da yoksulluk tizerindeki azal-
tict etkisini zayiflatmakeadir (Masud ve Yontcheva, 2005, s. 3). Gengler bagta
olmak iizere genis kitlelerin issizlik ve devaminda da yoksullugun pengesine
diismesi, insanlarin zengin iilkelere gd¢ etmeleri hem kendileri icin hem de iil-
kelerine sagladiklari katkiya ragmen, zaman iginde go¢ alan tilkede 6nemli so-
runlarin temel kaynaklarindan biri olmustur. Yoksul kesimin bir bélimiiniin
tepkisel davraniglara sicak bakmasi bu sorunun toplumsal baris ve istikrar {ize-
rindeki olumsuz etkisini agirlagtirabilmektedir (Caliskan, 2010, s. 103). Bu so-
runun ¢oziimiinde kimine gére bir kagis yolu olan kimine gére de bir kurtulug
yolu olan gog olgusu ortaya ¢tkmaktadir. Bu olgu eski caglarda beri yoksullukla
miicadele ve diger farkli amagclarla gecici ya da siirekli olarak yer degisikligi sek-
linde gerceklesmekeedir. Yoksulluk acisindan degerlendirildigin de az gelismis
tilkelerden, gelismis tilkelere gd¢ edenler, yoksulluktan kurtulma sansin: elde et-
tigi gibi, gelirlerinin bir kismini kendi tilkelerine géndererek, yoksullugun bir
nebzede olsa azaltilmasina katkida saglamaktadirlar (Goldin ve Reinert, 2007,
s. 14). Kiiresellesmenin yoksullugu etkileyen bir bagka yonii diisiince ya da di-
ger bir ifadeyle fikir boyutudur. Gelisen siirece i¢inde artan iletisimle demok-
rasi kiiltiiriiniin yayginlasmas: ve siyasal rejimlerin adil yapilandirilmasi, yine
insan haklarinin gelisimiyle kadinlarin sosyal statiisiiniin artrilmas: gibi fikir-
lerin yayinlagmast yoksullugu azaltici yonde etkilemektedir (Goldin ve Reinert,

2007, s. 15; Sindzingre, 2005, s. 5).
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3.1.Yoksullukla Miicadelede Yaklasimlar
3.1.1. Dolayl: Yaklagim

Dolayli yaklasima gére bityiime hizinin artmast, yoksul insanlarin gelirlerini arti-
rarak hayat standartlarini ytikseltmekeedir. Bu biiyiime hizi hem hane halklarinin
parasal gelirlerini hem de egitim, saglik ve altyapi imkanlarini artirarak, yoksullu-
gun azaltulmasina dolayli katki saglamaktadir (Giindogan, 2008). Bu yaklasima
gore bitytimenin kaynaklar: fiziki sermaye, yatirim, insan kaynaklari ve niifus ola-
rak belirlenmigtir. Sermaye birikimi biiytimenin en 6nemli kism1 olmakla birlikte
yatirima icin gerekli olan bsliimiidiir. Bununla birlikte tilkenin insan kaynakla-
rinin kalitesi bliytimenin hizini aruran bir diger unsurdur. Niifusun etkisine ba-
kildiginda niifusun yiiksek ve yogunlugunun fazla olmast hem kaynaklarin azal-
mastna ve ihtiyaci karsilayamamasina, hem de yoksullugun siirekliligine neden
olmaktadir. 1990 yilindaki Diinya Kalkinma raporunda biiylime, beseri sermaye
yaturimlari ve kisisel giivenlik aglari iizerine temellendirilmistir. Bu biiyiime stra-
tejisinde egitim ve saglik 6n planda tutularak beseri ve fiziki sermayenin etkin
hale getirilmesi, dis ticaret serbestlestirilmesi ve yatrimlarla rekabetin tegvik edil-
mesi gerektigi belirtmektedir. Yapisal denge politikalarinin yoksullar lehine iyi-
lestirmek amaciyla giivenlik aglari olusturulmasi, sosyal hizmetlerin kamu harca-
malart icindeki payinin artirilmast ve sivil toplum kuruluslarinin giiclendirerek
yoksullugun azalulmast 6nem tagimaktadir (Uzun, 2003, s. 160-164). Séz konusu
raporda biiyiime yoksullugun azaltlmast icin tek bagina yeterli goriilmemekeedir.
Bu nedenle de 2000-2001 yili Raporlarinda egitim ve saglik olanaklarinin geligti-
rilmesi gerektigi onemle ifade edilmistir. (Uzun, 2003, s. 164).

3.1.2.Dogrudan Yaklasimlar

Yoksullukla miicadelede dogrudan yaklagimlarin daha ¢ok destek ve iyilestirme
odakli oldugu gérilmektedir. Bu kapsamda alinan énlemler arasinda éncelikle
yoksul insanlarin gelir elde etmesini saglayacak istihdami yonelik cesitli projeler
ve kredi programlari uygulanmistr. Bununla birlikee yoksullarin kullandigr mal
ve hizmetlere gesitli siibvansiyonlar verilmesi, asgari ticret uygulamasi, gesitli ¢o-
cuk egitim ve beslenme programlart da 6n plana ¢tkmakeadir. Miicadele program-
larinin basarist icin yoksullugun azalulmasina yonelik temel kogullarin saglanmast
gerekmekeedir. Bunlar, uygulanacak politikalari toplumun desteklenmesi, hedef
kitlenin iyi secilmesi ve uygulamada seffaf kadrolarin varligidir. Bu yaklasimda
kargilagilan temel sorunlar, yapilan yardimlarin miktart konusundaki olumsuz
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etkileridir. Yoksullara yapilan transferlerin calisma siireleri tizerinde olumsuz etki
yaratarak emek arzini azaltmasi, kaynaklarin yetersiz olmast ve séz konusu kay-
naklarin sinurli sayida yoksul insana ulagabilmesidir. Bu nedenle etkin bir miica-
dele yapilabilmesi icin dolayli ve dolaysiz yaklasimin bir arada yiiriitiilmesi gerek-
lidir (Arpacioglu, 2012, s. 90).

Sonug

Kiiresellesme genel anlamda ticaret ve sermayenin serbest dolagimini saglayan en-
gellerin kaldirilmasidir. Farkli bakis agilart ile ok sayida tanimi yapilan bu kav-
ram sayesinde, diinya kiictilmemekte ancak mesafeler géreceli olarak azaldigindan,
diinya capinda iligkiler ag1 ortaya ¢tkmaktadir. Bu ag icinde yer alan ekonomik,
kiiltiirel, gevresel ve siyasal kiiresellesme gibi farkli boyutlart iilke ekonomilerini
etkilemektedir. One ¢ikan ekonomik boyutuyla diinya capinda kargilikl etkile-
simler sayesinde sermaye ve teknoloji akislart sonucunda mal ve hizmet ticareti
tesvik edilmistir. Boylelikle ¢ok uluslu sirketler, giiclii ekonomik orgiitler ve bol-
gesel ticari sistemler ortaya ¢tkmugtir. Sonrasinda sirastyla mali kiiresellesme, tire-

tim kiiresellesmesi ve finansal kiiresellesme faaliyetleri yayinlagmugtir.

Kiiresellesmenin bir¢ok yapinin temellerini bozdugu, inkar edilmeyecek bir ger-
cekliktir. Bu yapilar i¢inde aragtirmanin konusunu olugturan esitsizlik ve yoksul-
luk kavramlart en ¢ok etkileri olan kavramlar olarak 6ne ¢ikmaktadir. Esitsizlik
gelir dagiliminin adil olmamasinin yarattigy, istenmeyen bir durumdur. Esitsiz-
ligin nedenlerinden biri olan gelir esitsizliklerin en dnemli nedenleri servet da-
gilimindaki dengesizlikler, niifus artis hizi ve gdctiir. Bu sorunun ¢6ziimiinde,
istikrarlt bir biiyiime ve {iretken yatrimlar gerekmektedir. [laveten egitim kalite-
sindeki farkliliklarin giderilmesi, kirsalda tarimsal iretim yapacak sanayi kurulus-
larinin kurularak desteklenmesi, isgiiciine gerekli niteligi kazandirmak gibi 6n-
lemlerin alinmastyla istihdam artisi saglanmus olacakar. Ozelliklede Gnemli bir
makroekonomik degisken olan istihdama yénelik tedbirler sorunun ¢éziimiinde

onemli bir anahtar olabilir.

Yine gelismis iilkelerin riskleri karst giiclii bir sosyal giivenlik sistemi olusturmalari,
bu zengin iilkelerde gelir dagiliminda ortaya ¢ikan esitsizlikler karsisinda daha etkili
olabilmektedirler. Az geligmis ve gelismis tilkelerin énemli sorunlari arasinda yer
alan, kiiresellesmenin sonuglarindan biri olan yoksulluk gelir dagiliminin bozul-

masi ve bunun devam etmesi siirecidir. Bu durum egitim saglik vb., ihtiyaclarint
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karsilamanin 6tesinde kigilerin yasam kogullarin kétiilesmesine neden olmakta-
dir. Kiiresellegen diinya i¢in 6nemli olan bu sorunun ¢oziimiinde dis ticaret po-
litikalarinin serbestlesmesiyle artan ticaret sayesinde hiikiimet gelirlerini artmast
saglanabilir. Gelirde meydana gelen artisla yapilacak yatirimlarin istihdam yarat-
mast yoluyla yoksullugun azalmasina katk: saglanabilir. Bununla birlikte alinacak
dis yardimlarin ve iilkeye gelen dogrudan yabanci sermaye yatirimlarinin etkin ve
verimli kullanilmast yoksullugu azaltilabilir. Yoksullukla miicadelede uygulanan

politikalar ve buna yonelik programlar tamamlayici olmalidir.
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THE ROLE OF GLOBAL BRANDS
IN THE DEVELOPMENT

OF A GLOBAL CONSUMER
CULTURE / KURESEL TUKETICI
KULTURUNUN GELISMESINDE
KURESEL MARKALARIN ROLU

Engin Yiicel (Dokuz Eyliil University)

Abstract

With the globalization process that affects the cross-border operations of many
businesses around the world and is still more important, the effect of global
brands on the lives of consumers is increasing. Global brands, seen as an impor-
tant reflection of cultural identity and a symbol of quality, have created a new
market segment by contributing to the development of a consumer culture un-
derstanding that transcends national borders. This relatively homogeneous seg-
ment of the global market, where consumers from different cultures come toget-
her abstractly by removing distance borders, is gradually growing. Global brands
that propetly execute their global brand image and positioning with appropri-
ate marketing communication activities benefit significantly from this develo-

ping global market segment.

1. Girig

Kiiresel sermaye, emek ve iiretim hareketleri; her ne kadar mali ve sosyal calkanti
zamanlarinda yavaslama gosterse de uzun vadede biiyliimeye devam etmektedir
(Townsend, Yeniyurt ve Talay, 2009). Uluslararast ticaretin biiyiimesi ile kiiresel
markalarin tiiketicilerin hayatindaki etkisi giderek artmaktadir. Diinya ¢apinda
énemli bir kalite gdstergesi olarak algilanan kiiresel markalar, giiniimiizde kiiltii-

riin bir gesi olarak gorillmekte ve kiiltiirel kimligin énemli bir yansimast olarak
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degerlendirilmektedir. Bu durum markalari, isletmelerin en degerli varliklarindan

birine doniistiirmiistiir (Keller, 2003).

Kiiresel markalarin sahip oldugu kalite ve sosyal prestij algisi, tiiketicilerin kiire-
sel markay: edinme ve kullanma egilimini arttirmaktadir (Zhou, Teng ve Poon,
2008). Diinya capinda modern tiiketici kiiltiiriiniin kiiresellesmesi ve standardi-
zasyonu ile birlikte tiiketici talep, ihtiyag, tutum ve kiiltiirel degerleri birbirlerine
benzemeye baslamustir. Bu durum, literatiirde yeni bir kavramin tartisiimaya bas-
lanmasina neden olmustur. 1980’lerin ortalarindan itibaren Uluslararast Pazarlama
literatiiriindeki varligint kademeli olarak artiran bu kavram “kiiresel tiiketici kiiltii-
rii’diir (Douglas, Craig ve Nijssen, 2001). Tek bir iilkenin degil, uluslararast ola-
rak tanimlanan daha biiyiik gruplarin kiiltiirel kimligi olarak kabul edilen kiiresel
tiiketici kiiltiirii kavrami (Alden, Steenkamp ve Batra, 1999), biiyiik 6l¢iide kiire-
sel markalt iiriin ve hizmetlerin satin alinmast ve kullanilmast ile gekillenmektedir

(Bartsch, Diamantopoulos, Paparoidamis ve Chumpitaz, 2016; Zhou vd., 2008).

Kiiresel tiitketici kiiltiiriiniin olugmast ile tiiketici davranislart iizerinde etkili olan
kiiltiirel, sosyal ve diger farkliliklar daha az 6nemli hale gelmeye baglamistr. En
basit haliyle tiim hedef pazarlarda ayni pazarlama stratejisi ve karmasini uygulayan
markalar olarak tanimlanan kiiresel markalar, standardize edilmis bir kiiresel tii-
ketim kiiltiiriiniin olusmasinda 6nemli birer unsur haline gelmistir. Birgok farklt
tilkede tiiketicilerin zihninde markaya iliskin ortak bir alginin olusturulmasi, tii-
keticilerin marka tizerinden kendi kimligini ifade etmesine ve bu yolla markaya

olan sadakatin artmasina yardimci olacakur.

Kiiresellesme ile birlikte tiiketici pazarlarinin dzellikleri ve tiiketicilerin satin alma
davranglari degistirmektedir. Bu degisimin yasanmasindaki 6nemli unsurlardan
biri kiiresel markalardir. Kiiltiirel farkliliklart bir tehditten firsata doniistiirecek
giice sahip kiiresel markalar, farkli cografyalardan elde edilen deneyim ile tiike-
tici tercihlerini dogru sekilde yansitan marka stratejileri sayesinde rekabet avan-
tajt elde edebilecektir. Bu dogrultuda, kiiresel tiiketici kiiltiiriiniin gelismesinde
kiiresel markalarin etkinliginin vurgulanmast acisindan bu ¢aligmanin kiiresel pa-
zarlama literatiiriine destek saglamasi amaglanmaktadir. Calisma kapsaminda ilk
olarak kiiresellesme kavrami pazarlama perspektifinden degerlendirilmistir. Son-
rasinda kiiresel marka ve kiiresel tiiketici kiiltiirii kavramlari incelenerek aralarin-

daki iliski genis bir ¢ercevede ele alinmustir.
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2. Pazarlama Perspektifinden Kiiresellesme

Bilim ve teknolojinin son yillardaki hizli gelisimi; kiiresel sermaye, emek ve iire-
tim hareketlerinin artgini da beraberinde getirmistir. Ornegin; kiiresel dlgekte
faaliyet gosteren bir otomobil markasi piyasaya siirecegi arabasinin tasarimini
Fransada yaparken, vites sistemini Amerikada, motorunu ise Almanyada tiretti-
rebilmektedir. Kiiresel tiretimi miimkiin kilarak belirli ekonomik faaliyetler kar-
sisinda ulusal sinirlart ve mesafeleri anlamsiz kilan bu durum bilim ve teknolojik
ilerlemenin bir sonucu olarak ortaya ¢tkmaktadir. Hemen hemen tiim sektérler-
deki fakli bityiikliikeeki isletmeler i¢ pazar digindaki faaliyetlerini genisleterek ve
stratejilerini kiiresel perspekifte diizenleyerek degisen diinya diizenine ayak uy-
durmaya caligmakreadir.

Siyasi, ekonomik ve ticari faaliyetlerdeki degisikliklerin yani sira teknoloji, ulagim
ve iletisimin gelisimi, hayatta kalma miicadelesi veren isletmeleri, stratejilerini de-
gistirmeye ve kendi iilkelerinin sinirlart disinda faaliyet gdstermeye zorlamakta-
dir. Stratejilerini ulusal sinirlarin Stesine tastyan pek ¢ok isletme; satis, tedarik ve
iiretim operasyonlarin genisleterek diinyanin pek ¢ok iilkesine bilgi akist sagla-
yan kiiresel yapilar olusturmay1 basarmustir (Naghi ve Para, 2013). Kiiresellesme-
nin hizinin artmast igletmelerin uluslararasi pazarlarda var olmasini kolaylastirir-
ken; stratejik konumlandirma, drgiit becerileri, yiiksek derecede koordinasyon ve
entegrasyona duyulan ihtiyag, pazarlar arast ihtiyaglarin farkliligs ve ortak siireg-
lerin uygulanmas: karsilagilan 6nemli zorluklar olarak ortaya ¢ikmaktadir (Risto-
vska ve Ristovska, 2014). Bu nedenle ulusal sinirlarin disinda yatirim yapma ka-
rart almak, karmasik ve kapsamli bir siirectir. Siyasi degisimler, i¢ pazarda yasanan
daralma, bilgi ve iletisim teknolojilerinin gelisimi, uluslararasi is gevresi, yeni pa-
zar boliimleri, giderler ve rekabet isletmeleri kiiresellesmeye tegvik eden ve ulus-
lararast operasyonlar araciligtyla is gelistirme ve bilyiimeye yonlendiren fakedrler
olarak karsimiza ¢ikmaktadir (Ball, McCulloch Jr., Frantz, Geringer, ve Minor,
2001; James, 2001; Rubin; 2009; Stiglitz, 2006). Bu nedenle kiiresellesme, diinya
genelinde bircok isletmenin gerek ulusal gerekse de uluslararast operasyonlarini
etkileyen 6nemli bir kavram haline gelmistir.

Literatiirde kiiresellesmeyi aciklamaya yonelik pek ¢ok tanim olmakla birlikte, or-
tak bir goriis dogrultusunda 6n plana ¢ikan bir tanim oldugunu sdylemek olduk¢a
glictiir. Kiiresellesmenin, farkli goriiglere ve bakus agilarina sahip aragtirmacilar agi-
sindan farklt anlamlar tastmast kavram iizerinde ortak bir tanimin gelistirilmesini
zorlasturmustir (Robertson, 1990). Kiiresellesme kavramini agiklamaya yénelik ilk
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Snemli agiklamalardan biri Levitt (1983) tarafindan yapilmustir. Levit (1983, s. 3)
kiiresellesmeyi, isletmelerin biitiin diinyay: bir biitiin olarak goriip, gorece olarak
daha diisiik maliyetlerle her yerde ayni sekilde satiglarint gerceklestirmeleri olarak
agtklamigur. Isletmelerin, pazarlar arast farkliliklart ggrmezden gelerek diisiik ma-
liyetlerle standartlagtirilmug pazarlama faaliyetlerine odaklanmasi gerektigine isaret
etmekredir. Khan ve Vasilescu (2008, s. 79) kiiresellesmeyi, “diinya capinda de-
vam eden ekonomik entegrasyon siireci” olarak ifade etmektedir. Bir diger goriise
gdre kiiresellesme, iilkeler arasindaki engellerin azaltilarak daha yakin ekonomik,
politik ve kiiltiirleraras entegrasyonunun nedenlerini, seyrini ve sonuglarini kap-
sayan bir siire¢ olarak goriilmektedir (Al-Rodhan ve Stoudmann, 2006; Ristovska
ve Ristovska, 2014; Spears, Parker ve McDonald, 2004; Stiglitz, 2006). Ancak,
belki de en dogru yaklasim Birlesmis Milletler (2001, s. 8)’in Diinya Kamu Sek-
torii Raporuw’'nda ortaya konulmustur. Bu rapora gére kiiresellesme, tek bir siireg
olmaktan ziyade sadece ekonomik degil, ayni zamanda politik, sosyal ve kiiltiirel
gibi farkls siireclerin bir kombinasyonu olarak giderek daha ¢ok boyutlu bir ya-
ptya biiriinmiistiir. Bu dogrultuda kiiresellesme, “lilkeler arasinda artan mal, hiz-
met, sermaye, fikir ve bilgi gibi akislarin ortaya ¢ikardigi ekonomik, kiiltiirel ve

sosyal aktivitelerin sinir Stesi biitiinlesmesi” olarak tanimlanmustir.

Bilgi ve iletisim teknolojilerindeki gelismelerin yani sira yaganan ekonomik, sos-
yal ve kiiltiirel degisimlere ayak uydurabilmek amaciyla isletmeler pazarlama sii-
re ve stratejilerinde degisime yonelmistir. Kiiresellesme ile eskiye gore ok daha
genis ve karmagtk bir pazarlama cevresi ile karst karstya kalan isletmeler, diinya
pazarinda rekabet edebildikleri 8lciide karlarint ve rekabet giiglerini arttirmakea-
dir. C)rnegin, kiiresel rekabet acisindan Avrupali ve Amerikals sirketler, kendi iil-
kelerinde bile agresif ve oldukgca rekabetci bir pazarlama politikast kullanan Sony,
Toyota, Samsung gibi biiyiik Asyali iireticilerle karst karstya gelmek zorunda kal-
mistr (Naghi ve Para, 2013).

Diinya ticaretindeki artis, diinyanin baslica ekonomilerinin artan entegrasyonu
ve kiiresellesmenin ilerleyisi, pazarlama stratejileri ile ilgili kararlarin akademik
aragtirma ve pazarlama uygulamalari icin énemli bir konu olmasini beraberinde
getirmektedir (Viswanathan ve Dickson, 2007). Kiiresellesme, uluslararas: insan
toplumlarini ve dolaysstyla tiiketici davranglarini degistirdigi icin pazarlama ala-
ninda yaygin olarak incelenen bir olgu haline gelmistir. Pazarlama perspektifin-
den bakildiginda kiiresellesme, isletmelerin kiiresel bir rekabet avantaji elde etmek

amactyla kiiresel pazarlama firsatlarinin ve diinya gapindaki kaynaklarin segimine

88



CONTEMPORARY ISSUES IN ECONOMICS & BUSINESS
GLOBAL STUDIES VOL.7

Marcel Meciar, Hamza Simgsek, Lsmail Siriner

ve kullanimina vurgu yapmaktadir. Cografi sinirlar boyunca tiiketici benzerlikle-
rini vurgulayarak yerel farkliliklar1 en aza indirgeyen standartlagtirlmig pazarlama

stratejileri 6n plana ¢ikarilmakeadir (Domzal ve Unger, 1987).

Naghi ve Para (2013, s. 169) pazarlama agisindan kiiresellesmeyi, “tiiketim mal-
lar1 igin uluslararast pazarlarin ortaya ¢ikmast, dolayistyla bu iiriinlerin benzer ta-
nium kampanyalariyla tamamen farkl: kiiltiirlere mensup kisilere satilmast” ola-
rak aciklamaktadir. Pazarlama acisindan bakildiginda, kiiresellesme en iyi “diinya
capinda yatirim ve {iretim stratejilerini, tiretim tekniklerinin standardizasyonunu,
kiiresel medya ve internetin ortaya ¢ikisini, artan kentlesmeyi, egitim ve okurya-
zarlik seviyelerinde hizli artis ve diinya seyahat ve géciin genislemesini icermekte
olan kiiresel pazar entegrasyonuna yonelik egilimi hizlandiran gelismeler  sek-

linde tanimlanmaktadir (Steenkamp ve de Jong, 2010, s. 18).

Kiiresel bir rekabet avantaji elde etmek icin pazarlama faaliyetlerini diinya capinda
entegre etmeye ¢alisan isletmeler; risk, maliyet ve kaynak taahhiidii gibi konularda
yasanabilecek sikintilardan dolayr uluslararast pazarlara daha temkinli yaklagmak-
tadir. Hedeflenen iilke veya yerel iilke digindaki iilkelerde operasyonlar gelistir-
meye ve ylirlitmeye baglayan isletmeler, genellikle kiiresellesme sirecini asamali
olarak tamamlamak istemektedir. Bu nedenle, isletmelerin kiiresel pazarlara gir-
meleri birbirinden farkli asgamalardan olusmaktadir. Isletmeler, her asamada iler-
lerken degisen bir dizi kritik basari fakeériine sahip temel bir yasam déngiisiiniin
icindeymis gibi goriinmektedir. Isletmelerin kiiresel pazarlara ulasma siireci birbi-
rinden farkli dért asamadan olusmaktadir (Adler, 1997; Daft, 2007):

Yurt ici Uluslararasi Cok Uluslu Kiiresel
Pazarlama Pazarlama Pazarlama Pazarlama
Dii Ti tini .
. unya. tearetinin Swirsal Onemli Oldukg¢a onemli Baskin
Onemi
k uluslu-yerel
Stratejik Yonelim Yurt igi odakl Cok uhis u'%/ere Cok uluslu Kiiresel
strateji
Kritik d d
Kiiltiirel Duyarhilik ~ Cok az 6nemli Cok onemli Biraz onemli i’ l“ erelc e
onemli
. T Miisteri eksenli
Uriin/Hizmet Yeni, benzersiz  Standartlastirimis amamen b "e nei sent
standarlastirilmis tiretim
. Biiyiiyen, yiiksek Ithalat, ihracat
Thracat Yok uyuyein o se‘ Biiyiik, doygun a1 ;“aca ve
potansiyele sahip nakliye

Tablo 1: Kiiresel Pazarlamaya Gegis Asamalar:
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e Asama 1 (Yurti¢i Pazarlama): Yalnizca yerel endiistriden ve miisteri taleplerin-
den gelen bilgilere ve ayni zamanda yerel kiiltiirel kosullara dayal: bir strate-
jinin oldugu bu asamada pazar potansiyeli, tiim tiretim ve pazarlama tesisleri
yurt iginde olmak {izere, anavatanla sinirlidur. Isletmelerin pazarlama faaliyet-
leri fiyat, reklam, dagitim ve iiriin gibi bir dizi kontrol edilebilir degiskenle-
rin yanu sira {ilke sinirlart icindeki ekonomik yapy, siyasi ve yasal yapi, rekabet
yapist ve kiiltiirel degerler gibi biiyiik dl¢iide kontrol edilemeyen degiskenlere
gore sekillenmektedir.

* Asama 2 (Uluslararasi Pazarlama): Kontrol edilemeyen degiskenlerin bir pazar
ile digeri arasinda 6nemli dlciide farklilik gostermedigi asamadir. Ancak pazar-
lar arasinda maliyet ve fiyat yapilari, reklam firsatlart ve dagium altyapisi bi-
¢imindeki kontrol edilebilir faktorlerde dnemli 6lgiide farkliliklar bulunmak-
tadur. 1§letmeler, ihracatlarin arttirmakla birlikte genellikle yurt ici odakls bir
yaklasim benimsemektedir. Ayni zamanda, isletmelerde ihracat departmanlar:
kurulmakta ve yurtdisinda satss, servis ve depolama icin uzmanlar ise alinmak-
tadur.

e Asama 3 (Cok Uluslu Pazarlama): Bu agamada isletmeler, satiglarinin ticte bi-
rinden fazlasini kendi iilkesi disinda yapmaktadir. Birkag yabanci iilkede pa-
zarlama, tiretim veya aragtirma ve gelistirme (Ar-Ge) tesisleri kurmustur. Bu
pazarlarin her biri bagimsiz ve kendi bagina bir kar merkezi olarak algilanmak-
tadir. Uriin tasarimi, pazarlama ve reklam stratejileri tiim diinyada standart-
lagtirilmugtir. Bu agamada isletmeler, kiiresellesme yaklasimini benimsemekle

birlikte benzer bir iiriinii birden ¢ok iilkeye sunmaya odaklanmaktadir.

e Asama 4 (Kiiresel Pazarlama): Bu asamada isletmeler, kiiresel bir rekabet avan-
taji elde etmek amaciyla kiiresel pazarlama firsatlarinin ve diinya capindaki
kaynaklarin secilmesine ve arastirlmasina odaklanmakradir. Islermeler, kiire-
sel lcekte faaliyet gostererek en iyi firsatlart ve en diisiik maliyeti sunan iilke-
lerde satis yapmakta ve kaynak elde etmektedir. Kiiresel isletmeler i¢in organi-
zasyon yapist son derece karmagtk olabilir ve genellikle uluslararasi bir matrise
veya ulus 6tesi modele doniismektedir. Bu nedenle sahiplik, kontrol ve tist y6-

netim birka¢ millet arasinda dagilma egilimindedir.

3. Kiiresel Markalar

Bilgi ve iletisim teknolojilerindeki gelismelerle birlikte fonksiyonel ézellikleri

agisindan diriinler birbirine benzemeye, hizmetler ise kolayca taklit edilmeye
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baglanmustir. Farkli isletmelere ait iiriin ve hizmetler arasindaki farklar tiiketicile-
rin markalara atfettikleri anlamlar ile ortaya ¢tkmaktadir. Tiiketicilerin zihninde
markaya karsi olusan algilar ne kadar giiclii, tutarli ve motive edici olursa, satin
alma kararlarini etkileme ve isletmeye deger katma olasiliklart da o kadar yiiksek
olacakur (Hollis, 2008). Tiiketicilerin markay: kalite ve giivenilirlifin giivencesi
olarak algilamasi (Riaz ve Tanveer, 2012), her gegen giin daha fazla igletmenin
en degerli varliklarindan birinin, markalart oldugunun farkina varmasina neden

olmaktadir (Keller, 2003).

En basit anlamiyla, “paydaslara belirli bir deneyim vaat eden islevsel ve duygusal
degerler kiimesi” olarak tanimlanan marka (de Chernatony, 2002, s. 4), tiiketi-
cilerde herhangi bir isletmeye ait iiriin ve hizmetlere yonelik farkindalik yarata-
rak diger rakiplerin {iriin ve hizmetlerinden ayristrmakeadir (Ellwood, 2000). Li-
teratiirde marka kavramini agiklamaya yénelik en kabul géren tanimlardan biri
Amerikan Pazarlama Birligi (2021)’ne aittir. Amerikan Pazarlama Birligi (AMA)
markay1, “bir satict veya satict grubunun iiriin ve hizmetlerini tanimlamayi ve ra-
kiplerinden ayristirmay1 amaglayan bir isim, bir terim, isaret, sembol veya tasa-

rim” olarak tanimlamaktadir.

Miisterilerin giderek daha fazla bilinglendigi ve saglanabilecek en iyi tiriinii talep
ettigi glintimiiziin rekabetci pazarinda giiglii bir marka olusturmak igletmeler icin
bagarinin anahtart olarak goriilmekredir. Islermelerin miisterilerde istenen marka
imajint ve tepkisini olusturmak icin temel pazarlama karmasini yapilandirilmig
bir sekilde kullanmalar: yeterli olmaktadir. Dért asamadan olusan bu siireg, is-
letmelerin kar getiren giiclii ve uzun 6miirlii kiiresel markalar inga etmelerinin
oniinii agmaktadir. {lk asamada igletmeler, marka bilinirligi olugturmak igin pa-
zarlama karmasini dogru sekilde tasarlamalidir. Miisterilerin zihninde bir marka
algist olusturmak icin tasarlanan pazarlama karmasinin kullanilmas: ikinci asa-
may1 olusturmakreadir. Uglincii asamada miisterilerin islermenin pazarlama kar-
mast hakkindaki degerlendirmeleri toplanarak analiz edilmektedir. Dérdiincii ve
son agamada ise, miisterilere isletmenin ayni kalitedeki tiriin ve hizmeterin gele-
cekte de tutarli ve uygun fiyatlarla sunulacag giivencesi verilerek kalici bir iligki
olusturulmakradir (Riaz ve Tanveer, 2012).

Farkly iilkelerdeki insanlar, genellikle cesitli konularda farkli bakis acilarina sa-
hipken ortak sembollerden yararlanarak paylagilan bir deger tizerinden yakinla-
sabilmektedir. Bu noktada anahtar degerlerden biri, kiiresel markalardir (Holt,
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Quelch ve Taylor, 2004). Genel olarak bir merkezden koordine edilen pazar-
lama stratejilerine sahip ve birden ¢ok tilkede ayni isimle faaliyet gosteren kiiresel
markalar (Ozsomer ve Altaras, 2008), farkli ulusal pazarlarda birgok iiriin veya
alt marka ile yer almakeadir. Merkeze bagli yonetimin bir sonucu olarak kiiresel
markalar, standartlastirilmis ve merkezi olarak koordine edilmis pazarlama strate-
jileri ve programlari ile desteklenmektedir (Hernani-Merino, Lazo, Lopez, Maz-
zon ve Lopez-Tafur, 2020).

Literatiirde kiiresel markalart agtklamaya yonelik iliskili birden fazla tanim farkli

ozelliklere vurgu yapmaktadir. Bu nedenle, kiiresel markay: agiklamaya yonelik

farkli bakis agilart bulunmakreadir:

e merkezi bir organizasyon yapisina sahip igletmeler tarafindan diinya capinda
aynt marka ad1 ile nispeten homojen ihtiya¢ ve cikarlara sahip kiiresel iiriin
boliimlerinin hedeflenmesinde kullanilan ayirt edici bir kiiresel kimlik (Doug-
las vd., 2001);

* markaya ait tirtinlerin diinya capinda ayni marka alunda satldigina iliskin olu-
san tiiketici algilar1 (Steenkamp, Batra ve Alden, 2003);

e birden ¢ok cografyada mevcut olan markalar (Van Gelder, 2003);

* kiiresel kalite standartlarina sahip olmakla birlikte bireyler arasinda degisecek
olan algisal bir yapt (Holt vd., 2004);

e evrensel olarak taninan yurt dist pazarlarinda yaygin olarak bulunan markalar
(Dimofte, Johansson ve Ronkainen, 2008);

o farkls iilke ve kiiltiirlerdeki tiiketicilerle giiclii iligkiler gelistirmek icin kiiltiirel
kokenlerini asan markalar (Hollis, 2008);

e tiim diinyada ayn: 6zellik ve ambalajlara sahip tiiketici tirtinleri (Zhang ve

Khare, 2009);

* her yerde taninan ve tiriinleri satilan markalar (Taylor ve Okazaki, 2015).

Kiiresel markalari agiklamaya yonelik farkli bakis agilart bir araya getirildiginde
kiiresel bir markanin; diinya ¢apinda standartlagtirilmus pazarlama karmast ile fa-
aliyet gdstermesi, evrensel olarak taninmast, nispeten homojen bir tiitketici gru-
buna hitap etmesi, ayirt edici olmast ve tiiketicilerin markanin kiiresel olduguna
dair bir algtya sahip olmasi gerektigi sonucuna ulagilmaktadir. Interbrand (2020)
ise kiiresel markanin, bir markanin cografi ve kiiltiirel sinirlari basariyla agarak

diinyanin yerlesik ekonomi merkezlerine yayilmis ve biiyiik biiyiime pazarlarina
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girmis olmast gerektigini ileri siirmekte ve kiiresel marka olma kriterlerini su se-

kilde ifade etmektedir:

e gelirin en az yiizde 30’'unun markanin yurt dist operasyonlarindan saglanmas,

e markanin, gelismekte olan pazarlardaki varliginin yani sira Asya, Avrupa ve

Kuzey Amerikada 6nemli bir etkisinin olmas,
e markanin finansal performansi hakkinda herkese acik yeterli veri bulunmast,

e ckonomik karin uzun vadede pozitif olmast ve markanin sermaye maliyetinin
tizerinde bir getiri saglamas,

e markanmn bir kamu profiline ve diinyanin biiyiik ekonomilerinde yeterli far-
kindaliga sahip olmasi,

e markanin “Marka Giicii Puani’nin 50 veya daha yiiksek olmast.

Yukarida yer alan kriterler dogrultusunda Interbrand, her yil periyodik olarak kii-
resel markalart degerlendirmekte ve markalara finansal bir deger atfetmektedir. In-
terbrand (2020) tarafindan yapilan degerlendirme sonucunda 2020’yilinin en de-
gerli 10 kiiresel markast sirastyla Tablo 2'de yer almaktadir.

2020-2019
2020 Marka ~ 2020Marka 2019Marka  “yo b Mengei Ulke
Siralamasi Degeri ($m) Degeri ($m) ..
Degisim
1 Apple 322.999 234.241 38% A.B.D.
2 Amazon 200.667 125.263 60% A.B.D.
3 Microsoft 166.001 108.847 53% A.B.D.
4 Google 165.444 167.713 -1% AB.D.
5 Samsung 62.289 61.098 2% Giiney Kore
6 Coca-Cola 56.894 63.365 -10% AB.D.
7 Toyota 51.595 56.246 -8% Japonya
8 Mercedes-Benz 49.268 50.832 -3% Almanya
9 McDonald's 42.816 45.362 -6% A.B.D.
10 Disney 40.773 44.352 -8% A.B.D.

Tablo 2: En Degerli 10 Kiiresel Marka (2020)

Kiiresel markalardan elde edilebilecek faydalarin farkinda olan birgok isletme, gii-
niimiiziin rekabet ortaminda bagarinin anahtarinin kiiresel markalarin gelistiril-
mesi olduguna inanmaktadir (Hsich, 2004). Bu nedenle, giderek daha fazla is-
letme tiim diinyay1 kendi pazarlari olarak gormeye bagladikea, kiiresel markalarin

sayist da hizla artmaktadir. Kiiresel markalar; farkli iilkelerde yasayan homojen
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tiiketici gruplarini hedef pazar boliimleri olarak belirleyerek konumlandirma, rek-

lam stratejileri, marka kisiligi ve imajt konularinda standardizasyona yonelmektedir.

Kiiresel markalarin sundugu faydalar, isletmeye yonelik faydalar ve tiiketiciye y6-
nelik faydalar olmak tizere ikiye ayrilmaktadir. Bir isletme giiglii bir markaya sa-
hip oldugunda, diisiik tiretim maliyeti olan tilkelerde tiretim yaparak veya bu il
kelerden iiriin tedarik ederek kar elde edebilir (Hsieh, 2004). Kiiresel bir markaya
sahip isletmeler 6lgek ekonomilerinden de énemli sayilabilecek diizeyde kazang
saglayabilmektedir (Aaker ve Joachimsthaler, 2000; Levitt, 1983). Ayrica, kiire-
sel markalar, iilkeler arasinda sinerji olusturmak ve kiiresel pazar bslimlerinden
yararlanmak icin kullanilabilmektedir (Holt vd., 2004). Kiiresel tiriin yelpazesi
ve marka genisletmeleri icin uygun maliyetli bir platform, tutarlt bir konumlan-
dirma stratejisi, promosyon sinerjileri, kiiresel organizasyonel 6grenme firsatlart
ve kiiresel markalasma faaliyetlerine bagli yetenekli bireylerin ise alinmast ve elde
tutulmast yoluyla kazanilan begeri sermaye faydalari gibi pek ¢ok konuda kiiresel
markalar isletmeye fayda saglamakeadir (Hsich, 2002; Quelch, 1999). Tiiketici-
ler acisindan bakildiginda ise kiiresel markalar kalite, statii, giiven, prestij, imaj
ve itibarin kaynag olarak goriilmekeedir. Olusan olumlu bakis aist, kiiresel mar-
kalarin yerli markalara gore daha fazla tercih edilmesini beraberinde getirecektir
(Hsieh, 2004; Holt vd., 2004; Johansson ve Ronkainen, 2005; Keller, 2003; Ste-
enkamp, 2017; Steenkamp vd., 2003; Quelch, 1999).

4. Kiiresel Tiiketici Kiiltiirii

Tiiketici davranuglary; kiilttir, kisilik, yasam tarzi, gelir, tutumlar, diirtiiler, duygu-
lar, bilgi, etnik koken, aile, degerler, meveut kaynaklar, goriisler, deneyimler, akran
gruplari ve diger gruplar gibi pek cok faktorden etkilenmektedir (Speiers, Gundala
ve Singh, 2014). Bununla birlikte kiiltiir; diger faktorlerden ayrlarak tiiketicile-
rin tutumlarinin, davransslarinin ve yasam tarzlarinin ve dolayistyla tiiketicilerin
mal ve hizmetlerin edinilmesi ve kullanilmast yoluyla karsiladig ihtiyaglarin temel
belirleyicisi olarak 6n plana ¢tkmaktadir (Cleveland ve Laroche, 2007). Diinya
ckonomisinin giderek daha kiiltiirler arasi hale gelmesi ile birlikte kiiltiiriin titke-
ticiler tizerindeki etkisi, pazarlamacilar tarafindan giderek daha fazla incelenmesi
gereken bir konuya doniismiistiir (Patil ve Bakkappa, 2012).

Kiiltiiriin bir¢ok boyutu, tiiketicilerin mal ve hizmetlerin edinilmesi ve kullanil-
mast yoluyla karsiladig: ihtiyaglari farkli sekilde etkilemektedir. Bu nedenle bir
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tilkenin kiiltiir, titketici davranigini etkileyen gevresel bir 6zellik olarak degerlen-
dirilmektedir (Roth, 1995b). Kiiltiiriin 200’den fazla tanimi bulunmaktadir ancak,
tizerinde mutabik kalinan tek bir tanim heniiz gelismemistir. Antropoloji, sosyo-
loji, kiiltiirler arasi psikoloji ve pazarlamada ¢esitli kiiltiir tanimlar1 6nerilmekee-
dir (Cleveland ve Laroche, 2007; Lindridge ve Dibb, 2003). Hofstede (2001, s.
9) kiiltiirii, “bir grup veya kategorinin iiyelerini digerlerinden ayiran zihnin ko-
lektif planlamast” olarak tanimlamaktadir. Bir diger tanima gore kiiltiir, “6greni-
len, aktarilan ve paylasilan bir olgu”dur (Cleveland ve Laroche, 2007: 250). Bu-
nunla birlikte, pazarlama literatiiriinde en yaygin olarak bilinen ve kullanilan
tanim, sistematik olarak Taylor (1891, s. 1) tarafindan gelistirilmistir. Taylor pa-

e

zarlama perspektifinden kiiltiirii, ““toplumun bir iiyesi olarak insanin kazandig
bilgi, inang, sanat, ahlak ve hukuk, gelenek ve diger yetenek ve aliskanliklar: ice-

ren karmasik yap1” olarak tanimlamistr.

Giintimiizde kiiltiirler arasindaki sinirlar bulaniklagmistir ve bireyler, insan hare-
ketliligi ve kitle iletisim araglar1 araciligiyla farkls kiiltiirel 6gelere her zamankin-
den daha fazla maruz kalmaktadir (Andreasen, 1990). Bir baska ifadeyle, eko-
nomik kiiresellesme, politik ve kiiltiirel kiiresellesmeyi beraberinde getirmistir
ve diger insanlara ve kiiltiirlere kars: olan duyarlilig1 artarmistir (Suh ve Kwon,
2002). Kiiresellesme ile iliskilendirilen kiiresel tiiketici bsliimlerinin bilyiimesi,
pazarlama yoneticileri icin 6nemli bir firsat olarak goriilmektedir (Dawar ve Par-
ker 1994; Roth, 1995a). Kiiltiirel bir bakis agistyla, kiiresel tiiketici béliimleri-
nin biiyiimesi, markalar, iiriin kategorileri ve titketim etkinlikleri ve faaliyetleri
gibi kiiresel tiiketici kiiltiirleriyle ilgili sembollerin ortaya ¢ikistyla paralellik gos-
termektedir (Holt vd., 2004; Terpstra ve David, 1991).

Popiiler markalar, modern yagam tarzlari ve tiikketim tercihleri hakkinda artan yiik-
sek biling, kiiresel medya araglarinin ve markalarin tiiketicilerin bakis agilart tize-
rinde donistiirticti etkisi daha gortintir hale gelmistir. Bu durum, kiiresel tiiketici
kiiletirii olarak tanimlanan yeni bir kiiltiir tiiriiniin kavramsallasmasini beraberinde
getirmigtir (Durvasula ve Lysonski, 2015). 1980’lerin ortalarindan itibaren Ulus-
lararasi Pazarlama literatiiriindeki varligini kademeli olarak artiran “Kiiresel Tiike-
tici Kiiltiirii” kavrami (Douglas vd., 2001), diinya genelinde bireyler ve isletmeler
tarafindan kiiresel olarak algilanan tiiketime iliskin semboller, degerler ve davra-
niglardan olusmakrtadir (Akaka ve Alden, 2010). Domzal ve Kernan (1993, s. 17)
kiiresel tiiketici kiiltiiriinti “ikamet ettikleri iilke ne olursa olsun, bir iiriin kate-

gorisini temelde ayn: sekilde degerlendiren insan béliimleri” olarak tanimlarken;
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Keillor, D’Amico ve Horton (2001, s. 2) “tiiketici davranislari iizerinde etkili olan
kiiltiirel, sosyal ve diger farkliliklar daha az 6nemli hale gelmesi” olarak ifade et-
migtir. Alden vd. (1999, s. 80) ise kiiresel tiiketici kiiltiiriinii, “tek bir iilkenin de-
gil, uluslararasi olarak tanimlanan daha biiyiik gruplarin kiiltiirel kimligi olarak”
kabul edilmektedir. Lee ve Tai (2006, s. 221) ise, kiiresel tiiketici kiiltiirii kavra-
mint titketim perspektifinden “iiriin kategorileri, markalar ve ortak tiiketim fa-

aliyetleri gibi tiiketimle ilgili paylagilan semboller biitiinii” olarak tanimlamigtir.

Kiiresellesme beraberinde farkls kiiltiirlere sahip gruplari veya topluluklari zaman
ve mesafe unsurlarini ortadan kaldirarak bir araya getirmekeedir. Kitle iletisim
araglarinin benzerligi, kiiresel iletisim ve artan hareketlilik, kiiresel diizeyde tii-
keticilerin ve pazarlarin homojenligini hizlandirmaktadir (Cornwell ve Drennan,
2004). Appadurai (1996) kiiresel kiiltiirel akisin; insanlarin kiiresel hareketi (et-
noscapes), teknolojinin kiiresel hareketi (tecnoscapes), sermayenin kiiresel hare-
keti (financescapes), medyanin kiiresel hareketi (mediascapes) ve fikirlerin kiiresel
hareketi (ideoscapes) olmak iizere bes boyuttan olustugunu ifade etmistir. Arala-
rinda giiclii baglar olan bu kuvvetler, ulusal, bélgesel ya da yerel yapilar: birlestir-
mektedir. Bu nedenle, farkls kiiltiirlere sahip bireyler arasinda nispeten homojen

boliimlerin olugmast bu kuvvetlerle iliskilendirilmektedir.

5. Kiiresel Tiiketici Kiiltiiriiniin Gelismesinde Kiiresel Markalarin
Rolii

Sosyal ve kiiltiirel degisimler kiiresel markalar icin bir genigleme alani saglamak-
tadir (Kapferer, 2004). Kiiresellesme ile markalar, taninabilir logolara sahip tirtin-
lerden daha fazlasini sunarak birgok yonden insanlarin hayatina girmekeedir. In-
sanlarin kisiliklerini, tutumlarini, inanglarini ve goriislerini ifade edebilecek yollari
bularak, miisterilerin kendilerini ifade etmeleri icin firsatlar sunmaya calismakea-
dir. Markanin kiiresellesmesi ayn: zamanda bir kimlik altinda farkls iilkelerde ya-
sayan bireylerden olusan homojen bir grubun olugmasini da saglamaktadir. Bu
nedenle, bircok tiiketici igin kiiresel pazara katulimin bir parcast olarak basari ve
Szdeslesme duygusunu temsil eden kiiresel markalar ayni zamanda kiiresel bir
tiiketici kiiltiiriin olusumunu sembolize etmektedir (Ozsomer ve Altaras, 2008).
Ornegin, Louis Vuitton gibi bazt markalar daha nazik ve saygili bir imaj ile 6n
plana cikararak tiiketicilerin kendilerini ifade etmelerine izin vermektedir. Bu sa-
yede tiiketicilerin, kendilerini diger insanlardan farkli ve belki de daha zengin ol-

duklarini hissettirmeyi amaglamaktadir.
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Mallarin, paranin, bilginin, insanlarin ve hizmetlerin akistyla baglantili sekilde or-
taya ¢ikan kiiresel titketim kiiltiirdi, kiiresel markalart titketme egiliminde olan ve
uluslararast sinirlari agan bir grup tiiketiciyi yansitmaktadir (Appadurai, 1990).
Bu tiir tiiketiciler, ortak titketim etkinlikleri, tiriin kategorileri ve kiiresel marka-
lar dahil olmak tizere, diinya capinda paylagilan titketimle ilgili ortak sembolleri
on plana ¢ikarmakeadir (Alden vd., 1999). Bu nedenle, ortak kiiltiirel degerleri
anlamak kiiresel markalarin stratejilerini belirlerken dikkat etmeleri gereken 6n-
celikli adim olarak goriilmektedir (de Mooij, 2014). Sony’nin iiriinlerinden bi-
rini diinya capindaki genglere uygun sekilde konumlandirmasi, Philipsin farkl:
iilkelerden insanlari gésteren reklamlari, Benetton’'un insanligin birligi temast ve
Nescafe'in diinya ¢apinda tiiketilen bir markanin imajini yansitan reklamlari gibi
pek gok drnek kiiresel markalarin ortak degerler iizerinden kiiresel tiiketici kiiltii-

riiniin gelismesine odaklandigini géstermektedir (Alden vd., 1999).

Kiiresellesme, markalara yeni pazar potansiyeli, daha fazla miisteri ve daha kazangl
bir anlasma sunsa da kiiresel markalar, pazarlar arasindaki kiiltiirel farkliliklar ve
bunun sonucunda ortaya cikan titketim kaliplar1 gibi bazi zorluklarla kars: kar-
stya kalmaktadir. Bununla birlikte, olusan titketim egilimi, kalite algist ve sosyal
prestij onciillerinin kiiresel markay: edinme ve kullanma arzusu veya istegini art-
trmaktadir (Zhou vd., 2008). Bu durum, kiiresel tiiketici kiiltiiriiniin olusmasina
zemin hazirflamakeadir. Ozellikle geng tiiketici grubunun kiiresel markalara kargi
olumlu tutumu kiiresel tiiketici kiiltiiriiniin gelisimini hizlandirmakeadir. Ornegin,
Cin'in marka bilinci tastyan orta sinifi ve ¢ayla daha az bagli olan Y kusag bircok
iilkede kiiresel marka olarak goriilen Starbucks'in Cin pazarinda biiyiimesi igin
6nemli bir firsat sunmustur. 2016 yilina gelindigine Starbucks icin Cin, ABD'den
sonra en bilyiik ikinci pazar haline gelmistir. Cayin son 2500 yildir Cin kiiltiirii-
niin merkezinde yer aldig1 goz 6niine alindiginda, bu durum kiiresel markanin
kiiltiir tizerindeki etkisini belirgin bir gekilde gostermektedir (Steenkamp, 2017).

Kiiresel medyanin ve tiiketici hareketliliginin biiytimesi de kiiresel markalara y6-
nelik kiiresel bir tiiketici kiiltiiriiniin dogmasina neden olmus ve homojen bir kii-
resel titketici kiiltiiriiniin olusumunu hizlandirmisur (Alden, Steenkamp ve Batra,
2006). Ulusal sinirlart asarak birgok pazarda rekabet eden Apple, Samsung, Go-
ogle ve McDonald’s gibi pek cok kiiresel markanin kiiresel 6lcekte sahip oldugu
hakimiyet, farkli cografyalarda yasayan tiiketici ihtiyaglarinin benzerlik gésterdi-
gine ve homojen bir kiiresel tiiketici kiiltiiriiniin olusumuna 6rnek olusturmak-

tadir. Bu markalar, yabanct ve yerel konumlandirmadan bagimsiz olarak farkl:
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bir kiiresel konumlandirma stratejisi kullanmaktadir. Kiiresel markalar, bagarili
bir kiiresel konumlandirma ile birden ¢ok iilkede farkli pazar béliimlerine ulas-
mak igin kiiresel olarak ortak bir dil (Ingilizce), kiiresel sanatsal tarzlar (birden
fazla tilkede iyi taninan kiiresel sdzcii), hikaye temalar1 (kiiresel kiiltiire tiyelik -
en son teknolojinin kullanimi) kullanmaktadir (Alden vd., 1999). Bu dogrultuda,
farkli cografyalardan elde edilen deneyim ile tiiketici tercihlerini yeterince yansi-
tan marka stratejilerine sahip kiiresel markalar, kiiltiirel farkliliklart bir tehditten
firsata doniistiirecektir. Ornegin, Coca-Colanin Orta Dogu pazarina sundugu
kola ABD'dekinden daha tatlidir. Bununla birlikte marka adi, logosu ve paketleri
diinya capinda benzerdir ve tiiketiciler, Coca-Cola’y1 diinya capindaki rakiplerin-
den kolayca ayirt edebilmektedir (Steenkamp, 2017).

Kiiresel tiiketici kiiltiiriiniin gelismesinde markalarin 6n plana ¢ikugs nemli bir
konu igletmelerin sosyal sorumluluk faaliyetleridir. Tiiketiciler, kiiresel markalar ile
toplum refahina etki edebilecek sosyal sorumluluk faaliyetleri arasinda bir iligki ol-
duguna dair giiclii bir algtya sahiptir (Holt vd., 2004; Ozsomer ve Altaras, 2008;
Zhou vd., 2008). Tiiketiciler halk sagligs, isci haklari, gevre gibi sosyal sorunlarin
¢oziimiinde kiiresel markalarin dnciil olmasini beklemektedir (Hernani-Merino,
Mazzon ve Isabella, 2015). Bu sayede tiiketiciler ile marka arasinda kurulan po-
zitif iligki, kiiresel tiiketici kiiltiiriiniin gelismesine katkida bulunacakur. Orne-
gin 2015 yilindan 6nce IKEA, Cin'in is kanunlari gergevesinde Cinli tedarikgile-
rinde iscileri haftada 60 saat calismaya zorlamistir. Batili iilkelerle kiyaslandiginda
kosullar agulig tiiketicilerin tepkisine yol agmusti. Gelen tepkiler tizerine IKEA,
2015 yilinda ticret seviyelerini korurken siniri fazla mesai dahil 49 saate diisiir-
miistiir (Steenkamp, 2017).

6. Sonug

Kiiresel insan hareketliligi ve bilim ve teknolojinin son yillardaki hizli gelisimi ile
birlikte pazarlarin biitiinlesmesi, yakin gelecekte pazarlarin her acidan oldukea
benzer hale gelmesine neden olacaktr (Dholakia ve Talukdar, 2004). Kiireselles-
menin diinya ¢apindaki sira digt ilerleyisi, kiiresel markalarin egemenligini ve kii-
resel tiiketici kiiltiiriiniin yayilmasini beraberinde getirecektir. Bununla birlikte,
daha hizli bir kiiresellesme, kiiresel tiiketici kiiltiiriiniin evrimini hizlandirabilir.
Ancak yine de, bu siire¢ tamamlanincaya kadar kiiresel markalarin ve pazarlama
yoneticilerinin, basarili olmak igin kiiltiirler arasindaki farklari gdzetmeye ve faa-

liyetlerini yerel kosullara uyarlamaya devam etmesi gerekmektedir.
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Diinyanin farkli yerlerinde yasayan pek cok tiiketici, sinirlarin Stesine gecerek tii-
ketime iligkin semboller tizerinden ortak bir paydada bulusabilmektedir. Bu dog-
rultuda, gelisen kiiltiirel tiiketici béliimlerine ulasmak isteyen isletmeler, pazarlama
stratejilerini kiiresel pazarin beklentilerine gore uyarlamakeadir (Papadopoulos ve
Martin Martin, 2011). Ortak tiiketim ile ilgili 6n plana ¢ikan en 6nemli ve ayirt
edici kriterlerden biri markadir (Cleveland, Laroche ve Papadopoulos, 2015; Guo,
2013; Ozsomer ve Altaras, 2008). Kiiresellesme ile birlikte kiiresel marka imaji
olusturmak ve bu konumunu korumak isteyen isletmeler, her gecen giin markala-
rina daha fazla yatirim yapmakeadir. Bu sayede, tiiketicilerde giiclii kiiresel marka

algist yaratilarak rekabet avantajinin elde edilmesi amaclanmakeadur.

Kiiresellesme ile birlikte kiiresel markalarinin 6neminin artmast ve kiiresel tiike-
tici kiiltiiriiniin biiyiimesi, pazarlama arastirmacilari ve uygulayicilari icin 6nemli
sonuglara yol agmistir. Kiiresel tiiketici kiiltiirii, yeni pazarlarda kiiresel markala-
rin nastl bir performans gdsterecegini degerlendirmek icin énemli bir unsur haline
gelmistir. Markanin, kiiresel pazarda gosterecegi performansin en dnemli belirle-
yicisi ise isletmenin pazarlama iletigsim faaliyetleridir. Markanin; kiiresel, yabanci
ya da yerel bir marka olup olmamast ilgili tiiketicilerde kafa karisikligina yol ag-
mamak i¢in pazarlama iletisimi faaliyetleri onem kazanmaktadir. Uygun pazar-
lama iletisimi sayesinde tiiketicilerin markaya yonelik tepkileri de dogru sekilde

yonlendirilecektir.

Béliim Sorular:

1. Kiiresellesmenin, isletmelerin pazarlama faaliyetlerine etkileri neler olmugtur?
Tarusiniz.

2. Isletmelerin kiiresel pazarlara ulagma siirecini degerlendiriniz.

3. Kiiresel Marka kavrami ne anlama gelmekeedir? Kiiresel markalarin ayirt edici

unsurlart nelerdir?

4. Kiiresel tiiketici kiiltiiriiniin gelisimini hangi faktdrler 6n plana ¢ikarmustr.

Tarusintz.

5. Kiiresel tiiketici kiiltiiriintin gelismesinde kiiresel markalarin etkisini deger-

lendiriniz.
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Abstract

Turkey has several geographic product potentials due to its geographical position,
different soil structure and rich human capital. In our country where four seasons
have been experienced clearly, abundant fertile lands allow growing many kinds of
fruits and vegetables. The richness of the product provided by the environment
features, promotes the protection of products through geotagging. A geographical
indication is defined as a sign indicating a product identified with a region, area
or country with a significant quality, reputation or other characteristics. The aim
of this study is to reveal the importance of the geographical indication in Tur-

key, identify geo-tagged products to consumer perception and evaluate the effect
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of the awareness of the purchasing preferences of this perception. With the sur-
vey conducted in Izmir, 110 participants with different demographic characteris-
tics were reached. Responses were evaluated with 5-point Likert Scale. Data were
analyzed by using SPSS package program. Factor analysis was used to determine
the dimensions of the data. As a result of the study, the current situation of the
opinions of the consumers residing in [zmir on the geographical indications and
their perception about the geographical indications were put forward and solu-
tions were proposed for the problems. In this regard, awareness and agenda have
been tried to be created by relevant stakeholders.

Keywords: Geographical indication, Consumer preferences, Purchasing behavior

1.Introduction

With the socioeconomic changes and population growth, human needs, tastes
and preferences have started to be reshaped in the world and this has changed the
consumption structure. Globalizing trade has enabled the production of many
products on the one hand, while the production of products whose content has
been manipulated has increased rapidly. This has led to the desire of consumers
to adopt and use local values and to consume them (Orhan 2010: 246).

Turkey, due to the geographical location, is a country with quite a wide variety
of agricultural and animal products. Since the proclamation of the Republic; in
our country, agricultural activities are one of the main topics of the agenda. From
the year 1920 up to 90 years Turkey has maintained its position an agricultural
country. However, following the developing technology accelerated the migration
from rural to urban areas, especially after the 2000s, significant decreases were
observed in the rural population.

Products in Turkey not only vary by the climatic conditions and agricultural ac-
tivities but also in terms of different skills and methods of production resulting
from the extensive history and culture. In this way, the region referred to and the
product referred to and named are subject to the registration of geographical signs.
Registration of geographical indications are subjected to the Turkish Patent Insti-
tute in Turkey and different rules and supervision by the various institutions in
the world. Geographical indication is beneficial for the consumer, producer and
national economy. A product with a geographic indication causes the consumer
to identify that product with quality and increases the amount they are willing to
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pay for the product with the geographic indication. In addition, geographically
indicated products are very important in terms of their economic contribution
to that region. The employment rate created by these products contributes to the

economy of the region while contributing to the development of rural tourism.

A significant number of studies have been conducted to reveal consumer percep-
tion of a specific geographically indicated product; however, no research has been
conducted to determine the perception levels of consumers on these products,
and researchers have focused more on product and product categories in their
studies. In this study, the perception of the consumer about the geographically
indicated product, consumer awareness and how this awareness affects the pur-
chasing preferences are tried to be revealed. People from various age, income and
education levels living in [zmir were selected as participants and survey method
was applied. In addition, the concept of geographically indicated product, produc-
tion, consumption and registration standards and international regulations of geo-

graphically indicated products and its role on consumer behavior were examined.

2. Geographically indicated product concept and its importance
2.1. Geographically indicated product

Geographical signs are indicative of a product that is identified with the region,
area, or country in which it is located in terms of its distinctive quality, repu-
tation or other characteristics (Ertan 2010: 162, Nizam 2011: 87, Giray et al.
2012: 110). A geographical indication is a mark on products that have a distinct

geographical origin and whose quality and reputation is derived from this origin.

The concept of geographical indication first emerged in the late 19th century and
the first application took place in France in the early 20th century. The first at-
tempt made in Turkey dates back to the 19th century (Addor and Grazioli 2002:
866). The concept of geographical indication has emerged to protect local prod-

ucts and to ensure that people living in the source areas benefit from their benefits.

The World Intellectual Property Organization (WIPO) divides geographical indi-
cation into two as the protected designation of origin and the merchandise mark
(Blakeney 2009: 358). Protected designation of origin; is the production, pro-
cessing and other activities of a product in a region or area whose geographical

boundaries have been determined by using all natural and unnatural elements of
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the region. Merchandise mark; a product is identified with its natural and un-
natural resources or reputation in a region or area whose geographical boundaries
have been determined and at least one of the production, processing and other

activities of this product is carried out in this region (TPE 2011).

Geographically indicated products guarantee product quality, increase product rec-
ognition and added value. Besides, it provides economic contribution to the re-
gion. Geographically indicated products protect consumers as well as producers.
There is a close connection between the geographical area where the product is
produced and the quality and characteristics of the product. This tight bond pro-
vides consumers with information about the geographical region where the good
is produced and the quality specific to that geographic region. Thus, it guides
consumers (Chandola 2006: 169).

2.2. The Importance of Geographical Indication

Geographical indication benefits many stakeholders in the supply chain from pro-
ducer to consumer. In addition to the mentioned functions with respect to geo-

graphical indication, it is possible to summarize the benefits as follows.

2.2.1. The Importance of Geographical Indications for Producers
and Enterprises

Geographical indication which is one of the Intellectual and industrial prop-
erty rights (FSMH), gives the person or organization that constitutes the brand
a permanent monopoly. FSMH is divided into two which are industrial prop-
erty and copyright. Industrial property includes invention, design, brands and
geographical indications, and context of copyright includes literary and artistic
works (Gokova 2007: 150). For the producers, the protection of geographical
signs prevents unfairness by preventing imitators who produce under the same
name. It offers products with unique features to manufacturers who want to go

for product differentiation.

The use of geographical indication is also beneficial for the new producer enter-
ing the market (Ilbery and Kneafsey 1999: 2212, Tekelioglu and Demirer 2008:
382, Geng 2015: 89). Small and medium-sized businesses enter the market with
geographically indicated products, allowing them to start a few steps ahead of
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their competitors. Considering that they could not invest in significant amounts
in terms of product promotion, benefiting from the reputation of geographical
indications makes it easier for them to protect their brands (Rovamo 2006: 29,

Moran 1993: 263).

2.2.2. The Importance of Geographical Indications for Consumers

Increased product diversity and competition have made the consumer’s decision
purchase difficult. The consumer, who wants to buy the best quality, most reliable
and delicious product, has difficulty in choosing the product he/she wants to buy.
However, since the geographically indicated product symbolizes quality, the con-

sumer’s confidence in that product increases and he / she tends to buy the product.

Similarly, due to the fact that geographically indicated products have strict con-
trols, they are preferred for consumers who want to consume high quality and
healthy products. The slow-food trend was born in response to fast-food and fast-
food culture. The customer segment who wants to prefer traditional products is
also interested in consuming geographical indicated products (Gilg and Batter-

shill 1998: 200, Dogan 2015: 62).

Stigler (1961: 215) draws attention to the role of products of a particular rep-
utation in reducing research costs of consumers. Akerlof (1970), on the other
hand, asserts that the asymmetric information problem can be solved. The sense
of trust that can be increased in the registration of the product facilitates the con-
sumer’s choice of product. In addition, the effective labeling system increases the
transparency and traceability of the food sector in the supply chain for consum-

ers (Latouche et al. 1998: 349).

2.2.3. Contribution of Geographical Indications to Regional
Tourism

Tourism is one of the important macroeconomic areas that should be examined
with geographical indications. The name and quality of the product, the culture
in which these products are produced, attract people to the region by arousing
interest on consumers about their lifestyles. Wine museums and Sirince wine
houses in France are examples of such activities. However, geographically prod-

ucts have an important role in the international image and prestige of the country.
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Given the high export potential of geographically indicated products, its contribu-
tion to foreign trade is undeniable. The export amount of the product contributes
greatly to the regional and national economy. For example; Chile exports 70% of
its wine and Jamaica exports 90% of its coffee. The world’s largest tea producer
has received international brand or geographical mark protection for its tea pro-
duced in the Darjeeling District of India and prevented illegal use. In 2000, this

tea has obtained approximately 30 million dollars from exports.

Turkey’s registered geographical indications of local handicrafts, gastronomy, lo-
cal lifestyles and to mobilize as symbols of local tourism products to attract do-
mestic and foreign tourists in different regions of Turkey. In this way, geographi-
cally indicated products are used as regional development tools. The activities of
national and regional tourism development policies and entrepreneurs are very

important (Caglt 2012: 47).

3. Consumer’s attitude and behavior in purchasing

In this part of the study, firstly the concept of consumer behavior and purchas-
ing decision process are examined. Depending on the main concept of the study,

the effects of packaging and label are tried to be discussed in detail.

3.1. Buying Behavior of Consumer and Decision Process

The purchasing behavior of the consumer is influenced by the factors that are
defined as 4P of marketing (Olug, 1991: 11; Papatya et al. 2005: 654). There-
fore, consumers turn to the goods and services that they think they can best
meet their wishes and needs. Businesses develop strategies to understand the fac-
tors that influence the buying behavior of consumers and to respond to cus-
tomer needs and needs. In this way, they keep existing customers and try to ac-

quire potential customers.

In addition, consumers do not exhibit the same buying behavior for each prod-
uct or service. While some are thinking more about buying goods or services,
some are buying without thinking (Dijksterhuis et al. 2006: 1006). In making
this decision, characteristics of the good or service such as structure, price are also
important. Before explaining the decision process, it is necessary to explain the

concept of decision making. The concept of decision making in general is the
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process of choosing the most appropriate one among the alternatives (Dubinsky
and Loken 1989: 85). The consumer behavior, which is influenced by various
internal and external factors, has a complex structure and can vary from person
to person, has different roles for different participants and different roles in the
purchasing decision process. Marketers and businesses need to know the stages
of the decision-making process that explains the actions and behaviors of con-
sumers in their daily lives in order to be able to hold on and be permanent in the
market and to gain competitive advantage by understanding consumer needs and
desires. The stages of the purchasing decision process begin with the realization
of the problem. This stage arises when unfulfilled need is felt. At this stage, the
person sees differences between the situation he / she is in and the situation he /
she wants to be. This is what is described here as a problem. The person feels a
sense of purchase. Recognizing the problem is the first and most important step
in the decision process (Jones 1991: 370).

The consumer who becomes aware of his / her problem, tries to gather the in-
formation and evaluate the options in order to eliminate his / her need and this
is called alternative solutions and information research stage. When evaluating
options to find solutions, the consumer tries to collect information and evalu-
ates alternatives (Yiiriik et al. 2017: 368). Here, the consumer sees the options
available to him and evaluates them according to the degree of benefit. In this
evaluation, firstly price and then performance are generally among the first cri-
teria. The consumer who makes the most appropriate choice by placing the im-
portance of alternatives according to the evaluation criteria determines the tran-

sition to the purchasing process.

The final stage is the emotion stage after purchase. This is the evaluation phase
for the consumer. The consumer evaluates by comparing the level of benefit the
consumer expects with the level of satisfaction consumer obtains from that prod-
uct or service. This stage is very important for businesses because if the consumer
has achieved the expected satisfaction, he will repeat his purchase and recom-
mend it to his environment. If it does not achieve the satisfaction it expects, it
will not buy again and will even make negative evaluations. A consumer who has
not achieved satisfaction will either dispose of the product or give up the prod-

uct completely (Westbrook 1987: 262).
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3.2. The Effect of Packaging and Label on Consumer Preference

Packaging surrounds any product and acts as a cover to protect it. Thus, it creates
a link between the producer and the consumer (Farese et al. 1991 Cop, 2003).
It can be said that the main function of the packaging is to protect and facili-

tate the transport.

The label that provides advantage to the consumer in terms of information in-
cludes important information such as expiration and production date, price, or-
igin and nutritional value (Ozgiil and Aksulu 2006: 3, Verbeke and Ward 2006:
455). The labels are located on the packaging; it can also be added later or in-
cluded in the package itself (Stanton et. al 1991: 224). The duties of packaging
and label are as follows: (Nancarrow and Wright 1998: 113).

* Protection of goods and ease of transportation
 Ensuring the recognition of the goods

e Promotion and differentiation of goods

* Informing the customer

* Moving and transferring the brand image

e TFacilitating the sales function

In addition, packaging is the first detail that strikes the eye when the consumer
sees the goods, leaving a positive or negative impression or arousing emotion as

one of the important functions of the packaging (Siitiitemiz et al. 2009: 20).

As the market conditions became more difficult and competition intensified, pack-
aging and label became even more important. Increased product options, increased
consumer knowledge and education are among the factors mentioned. The almost
identical features of the products forced businesses to tend to make a difference at
some small points. For example, the concept of packaging and labeling has been
important for the consumer who is paying attention to issues such as health and
hygiene. Cases such as the protection or certification of the product mentioned
in the packaging and labels in food products under healthy and hygienic condi-

tions are perceived as positive for the consumers (Asioli et al. 2017: 60).

Purchases can be made with or without a plan. Wood (2005: 270) reported that

a significant portion of consumers” purchases are made on an unplanned basis.
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At this point, again, the magnitude of the effect of the package emerges. That is,
the consumer who sees a product unplanned may be affected by its packaging
and may tend to purchase it. In this sense, it is understood that the correct use
of the characteristics of packaging and label such as color, design and the mes-
sage it wants to convey can be effective. As a result, packaging and label concepts
have strong effects such as creating loyal customers, directing the consumer to
the product he / she does not plan to purchase or attracting the attention of the
consumer / directing from one product to another product with the condition
of maintaining the existing sales.

3.3. Consumer Awareness on Geographical Indications and
the Effects of Geographical Indicated Products on Consumer
Preferences

The fact that there are many health hazards in the food sector and the consumer
is now aware of it. This has led them to become conscious and take a step in this
direction. From this point of view, geographically indicated products have a mit-
igating effect because of the widespread use of geographical indications for food
products and the consumer’s view that these products are of higher quality and
natural. A geographically indicated product has the quality of being more qual-
ity and healthy in the eyes of the consumer.

One of the biggest problems for geographically indicated products is consumer
awareness. Teuber (2011: 905) argues that a geographically indicated product is
as important as having a successful promotion, sales and marketing activity and
therefore consumer awareness, as well as having a positive image of the region
of that product.

As a result of a study conducted in Italy, Spain, France, Belgium, Norway and
Poland, involving 4,828 participants, the percentages of awareness of the prod-
uct on the labels are as follows; The name of the Protected Origin was measured
as 68.1%, the Protected Geographical Sign with 36.4%, and the Traditional Fea-
ture Covered with 25.2% (Geng 2015: 90).

In Turkey, the concept of geographically product registration feature that is be-
coming legal in 1995. In recent years, efforts have been made to raise awareness.
However, it cannot be said to be at the desired level yet (lloglu 2014). Many
civil initiatives and successful examples from around the world are examined and
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continuous improvements and regulations are made in the Turkish Patent Insti-

tute’s legislation on geographically indicated products.

A consumer who is convinced that the quality of a food product is more natu-
ral and healthier in its content and that the production methods are traditional
and natural are not only shifting the purchasing preference to this product. The
consumer also tends to pay more for this product. According to the results of the
researches about this, consumer’s willingness to pay more for traditional, natu-
ral products; at least 15-20% (Hassan et al. 2006: 23), depending on the type of
product, up to 30% (Santos and Ribeiro 2005: 25), and even this desire to pay
more, 200% for French wines. (Geng, 2015: 91).

Chrysochou et al. (2012: 157) stated that consumer loyalty of geographically in-
dicated products is also quite high. It is possible to say that the consumer loyalty
will be higher because of its features (Chrysochou et al. 2012: 160).

4. Research

In this part of the study, awareness of consumers about geographical indication,
product preferences and effects of geographically indicated product in purchas-

ing processes were investigated.

4.1. The Aim of the Study

National and international globalization and the intense competition has led
businesses to develop different strategies and differentiate them from their com-
petitors. One of the methods of competitiveness is the geographical labeling of
the products owned by the enterprises. The use of geographically products, es-
pecially in the field of food products, not only adds competitiveness to the man-
ufacturer and the enterprise, but also brings many advantages such as transpar-
ency and reliability for the consumer. In the literature, compared with European
countries, it seems to be geographically indicated products of consumption and
the importance given to this issue adequately in Turkey. From this point of view,
in this study, it was aimed to investigate the awareness of the people with vari-
ous demographic characteristics on the geographically indicated products in food
products and to determine to what extent the geographically food products af-

fect the buying behaviors.
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4.2. The Method of the Study

In this study, in order to measure the awareness of consumers with geograph-
ically indicated products in food products and their effects on purchasing be-
havior of consumers, questionnaire was applied to 180 consumers with demo-
graphic characteristics.

In the study, convenience sampling was used as the sampling type. In this sam-
pling type, all of the respondents who filled the questionnaire forms sent to the
individuals who form the population for the purpose of data collection were in-
cluded in the sample. 111 consumers responded to the survey. Participants in this
study were people with various demographic characteristics.

In the survey design part of the study, in order to measure the demographic char-
acteristics of the participants, multiple choice, 5-point Likert scale (Strongly Dis-
agree, Disagree, Neither agree/Nor Disagree, Agree, Strongly Agree) were asked in
order to reveal the awareness of consumers and their effects on purchasing behav-
fors. . During the evaluation of the results, the distributions of arithmetic mean and
factors were formed in Likert-scale questions and shown in Excel and SPSS tables.

4.3. Findings
4.3.1. Factor Analysis Results

Table 1. KMO and Bartletts Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. ,860

Bartlett’s Test of Sphericity Approx. Chi-Square 859,616
Df 78
Sig. ,000

The KMO and Bartlett’s Test table, which was formed as the first step of the fa-
ctor analysis, concluded that the data were suitable for factor analysis since the
KMO value was higher than 0.80 and the Bartlett’s Test value was 0.000.

As it is seen, the expressions of the first factor represent the benefits of geograp-
hically indicated products, while the expressions of the second factor are related
to the promotion of geographically indicated products.
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4.3.2. Anova Results

Table 2. Multiple Comparisons

How much do you agree to pay when purchasing geographically indicated
products? (%)
Games-Howell

95% Confidence
Mean Interval
(I) Education (J) Education Difference | Std. Lower Upper
Level Level (I-]) Error Sig. Bound Bound
Primary School- | Vocational
High School School/ 1,02676 | ,44521 |,101 -,1932 2,2467
Undergraduate
Master/ 26667 | 47746 | 844 S9931|  1,5264
Doctorate
Vocational Primary School-
School/ High School -1,02676 | ,44521 |,101 -2,2467 | ,1932
Undergraduate
Master/ -76009" | ,22500 | ,004 1,3055 | 2147
Doctorate
Master/ Primary School-
Doctorate High School -,26667 | ,47746 | ,844 -1,5264 | ,9931
Master/ 76009 |,22500 |,004 |,2147 1,3055
Doctorate

* The mean difference is significant at the 0.05 level.

HO: There is no statistically significant difference between the level of education of
the participants and the amount of payment to geographically indicated products.

H1: There is statistically significant difference between the level of education of
the participants and the amount of payment to geographically indicated products.
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Table 3. Rotated Component Matrix"

Component
1 2
I give importance to the consumption of geographically
eh ,649 ,358
indicated products.
I think- that geographically indicated food products are 742 269
healthier.
I think that geographically indicated food products are more 778 141
quality. ’ ’
I th%nk that geographically indicated food products are 845 087
tastier.
1 think that geographically indicated food products
. ,754 -,044
contribute to economy.
1 think that geographically indicated food products are safer
. - ,719 ,331
due to certification.
I think that the promotion of geographically indicated food
. . ,063 ,832
products is sufficient.
I think that geographically indicated food products are easy
,090 ,823
to find.
I think that geographically indicated food products are more
. . N . ,725 ,349
suitable for children’s consumption.
The fact that a food product has a geographical label is my
,705 411
reason of preference.
I think that geographically products contribute to rural areas. |,738 ,065
I think that geographically indicated food products 131 807
sufficiently taking place in visual and written media. ’ ’
I recommend geographically indicated food products to
799 -,015
people around me.
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

There is a statistically significant difference between the level of education and the amount
of payment to geographically indicated products. As a result of the Games-Howell test,
the difference was found to be caused by the difference between those with Vocational
/ Undergraduate education (1.87 + 0.861) and those with Masters / PhD (2.63 + 1.099).
Masters / PhD level accepts to pay more than Vocational / Undergraduate level.
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Table 4. Multiple Comparisons

How often do you prefer delicatessens when shopping for food?
Tukey HSD

95% Confidence
Mean Interval
Difference | Std. Lower Upper
(I) Income Level | (J) Income Level (1)) Error Sig. Bound Bound
1603 TLand | 1604-2020 TL -,09706|,30545  |,998 -,9448(,7506
below 2021-4200 TL 1,31034°|,44892 |,034  |,0645 2,5562
4201-5600 TL  |,08812 146971 1,000|  -1,2154 1,3917
S601TLand | 73¢9, 52459 | 624 7170 2,1948
above
1604-2020 TL {1603 TLvealt1 |,09706 130545 [,998 -,7506|,9448
2021-4200 TL 1,40741°(,48534 |,036  |,0605 2,7544
4201-5600 TL  |,18519 ,50463  [,996 -1,2153 1,5857
S601TLand | 4359 55607 |,563 7073 2,3792
above
2021-4200 TL 11603 TL and -1,31034| 44892 |,034 -2,5562 -,0645
below
1604-2020 TL -1,40741'| 48534 |,036 -2,7544 -,0605
4201-5600 TL -1,22222(,60239 |,259 -2,8940 | ,4496
5601 TLand .57143|,64610 |,902 2,3645 12217
above
4201-5600 TL | 1603 TL and -,08812| 46971 | 1,000|  -13917 12154
below
1604-2020 TL -,18519(,50463 |,996 -1,5857 1,2153
2021-4200 TL 1,22222,60239 |,259 -,4496 2,8940
5601 TLand | oo 166071 |,862 -1,1829 2,4845
above
5601 TLand 1603 TL and -73892|,52459 | ,624 2,1948|,7170
above below
1604-2020 TL -,83598,55607 |,563 -2,3792,7073
2021-4200 TL  |,57143 64610 |,902 11,2217 2,3645
4201-5600 TL -,65079(,66071 |,862 -2,4845 1,1829
* The mean difference is significant at the 0.05
level.
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HO: There is no statistically significant difference between the income levels of the

participants and the frequency of delicatessen preference when shopping for food.

H1: There is statistically significant difference between the income levels of the
participants and the frequency of delicatessen preference when shopping for food.

There is a statistically significant difference between the level of income and the
frequency of delicatessen preference when shopping for food. As a result of the
Tukey test, the difference was found to be caused by the income level between
1603 TL and below and 2021-4200 TL ; 1604-2020 TL and 2021-4200 TL. In-
come level between 2021-4200 TL (2 + 1,054) prefer less delicatessen than those
with an income between 1603 TL and below and 1604-2020 TL.

Table 5. Group Statistics

Marital Std. Std. Error

Status N Mean Deviation Mean
Rate your frequency Single
of purchasing fruit
juice and canned food

. 84 2,6190 1,74870 | ,19080

from geographically
indicated food products

Married 27| 3,4074 1,90665 | ,36694

There is a statistically significant difference between the marital status and the
frequency of purchasing fruit juices and canned food from geographically indica-
ted food products. Married participants (3.41 + 1.907) buy fruit juice and canned
foods more often than single participants (2.62 + 1.749)
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Table 6. Titkey Tést Data on Expressions Concluded to be Significant by Age Groups

Titkey
95% Confidence
Mean Interval
Dependent 1) ) Difference | Std. Lower | Upper
Variable Age? |Age? (I-J) Error | Significance | Bound | Bound
I give 18-24 (25-31 -,07529,19680 ,923 -,5430 ,3924
im:’h"m“ce 32 -,54428[,24159 067| -1,1184| 0298
(4] €
consumption |25-31 |18-24 107529 |,19680 923  -3924| 5430
of 32 -,46900 |,20833 ,067 -,9641 ,0261
geographically
indicated 32 [18-24 54428 ,24159 067| -0208| 1,184
duct -

products 25-31 46900 | ,20833 067| -0261| 9641
I think that 18-24 |25-31 ,79296" [ ,25537 ,007 ,1861 1,3998
geographically 2 48148 |,31349 278|  -2635] 1,2265
indicated
food products |25-31 |18-24 -,79296"| 25537 007| -1,3998| -,1861
sufficiently 32 -,31148|,27033 484 9539 3310
taking place
invissaland |32 |18-24 -48148,31349 278| -1,2265| 2635
written media 25-31

,31148,27033 ,484 -,3310 ,9539

* Mean difference is significant according to
0.05 level.

HO: There is no statistically significant difference between the ages of the partic-
ipants and the expression of giving importance to the consumption of geograph-

ically indicated food products.

H1: There is statistically significant difference between the ages of the partici-
pants and the expression of giving importance to the consumption of geograph-

ically indicated food products.

There is a statistically significant difference between the age and the expression
of giving importance to the consumption of geographically indicated food prod-
ucts and the expression of thinking that the geographically indicated food prod-

ucts sufficiently taking place in visual and written media.
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The difference between the expression of giving importance to the consumption
of geographically indicated food products and age does not stem from a differ-
ence within groups.

The difference between age with the expression that geographically indicated food
products sufficiently taking place in visual and written media stems from the av-
erage differences of individuals between 18-24 years and 25-31 years.

4.3.3. T-Test Results
Table 7. 7-Test
Employment N | Mean | Standard T P
Status Error
I think that Employed 74 2,77 1,054 | -2,336 | 0,021
geographically Unemployed 370 330 1,244
indicated food nemploye ? ’
products sufficiently
taking place in visual
and written media

HO: There is no statistically significant difference between the participants’ em-
ployment status and the expression of thinking that the geographically indicated
food products sufficiently taking place in visual and written media.

H1: There is statistically significant difference between the participants’ employ-
ment status and the expression of thinking that the geographically indicated food
products sufficiently taking place in visual and written media.

There is a statistically significant difference between the employment status and
the expression of thinking that the geographically indicated food products suffi-

ciently taking place in visual and written media.
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Table 8. 7-Test

Employment | N | Mean |Standard| T P
Status Error

I give importance to Married 84 3,69 ,905 [ -2,351 | 0,022
the consu-mptlo.n o.f Single 57
geographically indicated 4,07 675
products
I think that geographically | Married 84 3,73 ,883|-2,014 | 0,046
indicated food products are Single 57
healthier & 411 800
I think that the promotion |Married 84 2,79 1,109 -2,283 0,024
of geographically indicated Singl 5

7
food products is sufficient ngte 3,33 1,000

There is a statistically significant difference between the marital status and the
expression of giving importance to the consumption of geographically indicated
food products and thinking that geographically indicated food products are he-
althier and the promotion of geographically indicated food products is sufficient.

5. Conclusion and suggestions

Turkey with its nature and cultural richness, has a unique geographical product
variety in the world. Each region has a unique product and is referred to as the
geographical region from which it is cited. Therefore, registration of products by
geographically indicated is of great importance as it will contribute to economic,

touristic and cultural aspects.

In this study, the surveys carried out by using convenience sampling method in
[zmir province. It has been investigated to what extent consumers are aware of
the geographical signs in food products and how this awareness affects their buy-
ing behaviors. In this context, labeling, geographically indicated product concepts,
benefits of geographically indicated products for consumers and businesses, the
effects of packaging on the purchasing decisions of consumers, the production of

the geographical indication products in Turkey were examined.

As a result of the data obtained, suggestions have been developed in order to re-
veal the perception about geographical labeling and to develop this perception in

Izmir province. The following conclusions and recommendations may be presented.
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When the shopping habits were evaluated, it was seen that the majority of the
participants shopped in the supermarkets. Directing consumers to local markets,
organic markets and local producers and increasing trust in these places is ex-

tremely important in terms of contributing to the economy.

In addition, it can be said that it would be beneficial to make studies to eval-
uate and increase the rates when the frequency of purchase of the participants
from the dairy products, meat products, bread and cereals group, food prod-
ucts having geographical label in fruit and vegetable group. In addition, in gen-
eral, participants were willing to pay more for geographically indicated products
than others, but the amount they agreed to was quite low. Accordingly, it is rec-
ommended that the quality of these products increase significantly compared to
products that do not have a geographical label and that these products should be

placed on shelves in a way that attracts more attention.

Based on the results of the study, it is suggested that geographically indicated
products should be included more on social media. In addition, as the education
level of individuals increases, their tendency to consume food products also in-
creases. This leads them to purchase geographically indicated products. From this
point of view, it is suggested that the difference of geographically indicated prod-
ucts from the others, their importance in terms of health and benefits should be

emphasized more in visual and written media.

The increase in consumer demand through effective protection will lead to an in-
crease in the production of geographically indicated products and will also con-
tribute to the development of different sectors in the region. By specifying the
registered geographically indicated products, the consumption of the product shall
be promoted. This situation will create an awareness of consumers in that region

and will prepare the ground for tourism potential.

As a result, it is possible to say that the awareness of geographically indicated
products has not reached a sufficient level. With the increase of necessary pub-
licity, advertising and marketing activities, the society should be made aware of
that product and their benefits. In addition to the Turkish Patent Institute, uni-
versities, municipalities, district governorships, and chambers of commerce can
play an active role in these promotional activities. For researchers to focus more
on geographical indication for future studies, this will contribute to the marketing

strategies of producers and decision-makers, while increasing consumer awareness.
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“The beauty of social media is that it will point out your
companys flaws; the key question is how quickly you add-
ress these flaws.”

Eric Qualman

ABSTRACT

Social media platforms have become an important means of communication in
terms of economy as well as its social meaning. As a consequence, significant
changes have occurred in the way individuals communicate and interact with
each other and with the customers of businesses, and consumers” trust has been
gained through a deeper connection with consumers. That's why, marketers try
to add new dimensions to their communication with consumers by using vari-
ous social media opportunities. At the same time, an interesting paradox takes
place in the world. On the one hand, the encountered disasters make societies

introvert, while the development of communication technologies has brought the
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communication between individuals to the dimension of interaction. The deve-
lopment trend of social media content in terms of quantity and quality has inc-
reased the choice of consumers according to their personal preferences. Businesses
have started to reach wider audiences nearly without any cost by taking advan-
tage of the opportunities provided by new media channel with the effect of digi-
talization that has emerged with globalization.Social media, which causes the ra-
pid spread of negative criticism towards businesses along with its advantages, is
defined as an indispensable new generation media today. It is seen that busines-
ses trying to communicate and interact with consumers through different social
media tools are more successful and have stronger bonds with their customers.
When the developments of social media platforms over the years are examined,
it is seen that the use rates of these platforms, which affect the success of busi-
nesses, are increasing day by day and almost half of the world population uses
social networks and they interact with each other more and more. This chapter
explains the effects of digital social networks, that have developed with globali-

zation, on businesses and consumers.

INTRODUCTION

Social media has evolved from a platform whose main purpose is “sharing con-
tent and creating value together” to being a ground that can be evaluated in a
wide perspective to today’s media goals. In this contex, it has been used in a wide
perspective from becoming a tool for spreading the ideas of communities and
making the voices of consumers to increasing brand awareness of the business
world, acquiring new customer and optimizing marketing and communication
activities.Undoubtedly, it would not be wrong to mention the positive effects of
this new communication form created by the virtual environment on human re-
lations although the most effective factor in the development of social media is

the development of the internet and information technologies.

Social media consists of all the sharing, dialogues and similar interactions between
people, groups and businesses with or without a specific purpose. When exami-
ned from this point of view, social media has reshaped many conventional pro-
cesses from spending leisure time positively, sharing information, education, and
developing collaboration.The use of social media in the marketing world has re-
vealed the concept of social media marketing. Thereby, a new understanding that

enables the interactive participation of the consumer has emerged. Collaboration
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systems in which consumers share their opinions and suggestions regarding go-
ods / services among one another, and information sharing between producers
and consumers revealed how important consumer attitudes are in this new media.
Therefore, consumer behaviour has a significant impact on social media marke-
ting. Our study aims to reveal the relationship between global social media and
consumer behaviour, based on how the goods and services produced by busines-

ses take place on social media.

SOCIAL MEDIA TOOLS

The development of social media, which started with the establishment of Use-
net by Jim Ellis and Tom Truscott in 1979, continued with Open Diary Web,
which was founded by Bruce and Susan Abelson in 1989, has contributed to the
emergence of many different social media applications and along with the estab-
lishment of new social networking sites such as MySpace (2003) and Facebook
(2004) thanks to the increasing internet speed and broadband services (Kaplan
and Haenlein, 2010:60).

As a result of technological advances, businesses have turned to search for alter-
native marketing channels. Mobile connectivity created by intense internet use
also enables consumers to benefit from the information sharing of large groups
and to make effective purchase decisions.Social media, which is one of the effec-
tive channels to reach these crowded groups, is of great importance for busines-
ses. This is because the comments on the products and services subject to adverti-
sing and the information obtained from social media channels directly affect the
purchase decisions of the consumers.In addition, every feedback made on social
media channels that enable businesses to switch from showrooming to webroo-
ming is at least as important as advertising for consumers. As each positive feed-
back is an effective advertisement at no cost for businesses, it also facilitates access
to information about marketing mix elements for consumers. With the develo-
ping technology, businesses do not consent to reaching consumers with traditio-
nal marketing methods, but they aim at reaching them in every field where con-

sumers are involved.

The use of social media tools has become a habit for users today, and it has be-
come a socialization tool where everyone can meet in a common medium regard-

less of gender, age, race or income. Each of the social media tools has different
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features as well as the similar ones. Some social media tools are for people to
share their interests and communicate with each other while the others are used
for entertainment purposes only. Moreover, social media tools are used for some
users only for the purpose of following the events happening around them, while
they can also be used for the purpose of being liked, appreciated and earning in-

come by some other.

Blogs

Blogs, the online equivalent of journal writing, are online and informative websi-
tes used in reverse chronological order. Blogs, which is an online platform where
one or more authors share their opinions on a single or many issues, and whose
number is today over 160 million, are environments where experiences about pro-
ducts and services are shared, opinions are conveyed and recommendations are
presented.Founded by Pyra laboratories in 1999 as a communication tool, blogs
can support brands’ power and reputation in social media, despite the fact that
they can weaken them in a quite short time. Blogs classified as personal, thema-
tic, community and corporate also allow their readers to comment according to
the publisher’s choice.

Microblogs

Microblogs, which are used to share content with instantly shorter content than
blogs, are classified as a blog publishing format.Microblogs, which differ from
blogs in terms of content and file size, enable users to share small content such
as short sentences, instant photographs or video links. After tumblelogs known
as the first microblog, a significant increase has been observed in microblog sites
with the development of Tumblr and Twitter services in 2006 and 2007. Twit-
ter, Tumblr, Plurk, Identi.ca and Spesifik are used as the most popular microb-
log. The ability to create content limited to one or two sentences and the fact
that the users can easily access applications with smart devices allow the content
to spread quickly. Twitter is one of the most popular tools of social media, al-
lowing its users to write content text of 140 characters.Businesses can easily in-
form their followers by sharing them on Twitter, and they can show how well
they have a command of the subject. Twitter, where individuals often share about
the products they use, is a convenient environment for providing customer ser-

vice. For this reason, answering customer suggestions and complaints by means
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pof the microblog provides a good reputation for the business and a continuous
relationship with customers.

Media Sharing Sites

Media sharing sites, which are defined as sites that provide users with user-orien-
ted multimedia content to be uploaded to a platform (Zarella, 2010), are defined
as content communities or content sharing sites in some sources, while they are
defined as image, audio and video sharing sites in others.The main focus of me-
dia sharing sites, which are similar to other sharing sites in terms of profile crea-
tion, connection and membership, is the sharing of content. With the widespread
use of cameras as a result of technological advances, and the ability to share con-
tent more easily thanks to fast internet access, media sharing sites are widely used.
Founded in 1997, IFILM.net is the first media sharing site and it is a video arc-
hive that allows users to upload videos.With the Flash MX program, which was
created in 2002 and allows easy playback of videos, the popularity of video sha-
ring sites such as YouTube has increased.

Wikis

Wiki, which has meanings such as fast and quick, is a platform that allows users to
voluntarily provide information on topics they are competent and to create long-
text content on certain topics. Wiki, which was first developed in 1995, provides
its users with the opportunity to create and add and edit content. Wikis, which
have gained encyclopedia feature thanks to the participation of competent users,
may be accessible although they may require membership.Businesses tend to use
Wiki in order to provide corporate reputation, manage and improve their workf-
lows. Although there are many Wikis such as Google Docs, Wetpaint, Wikispa-
ces and pbWiki; Wikipedia is the most widely used Wiki with 1,930,742 pages,
35,677 files and 1,254,996 registered users according to December 2020 data.

Social Marking

Social marking is a system that allows collecting and scoring links and content
created on the internet.Social marking, in addition, is an application that allows
users to mark and store the most frequently used internet pages.Social marking,

which enables users to list their favoritepages, first started with the establishment
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of the ITList website in 1996. Social marking, which became popular with the
establishment of Delicious and Digg sites in the early 2000s, has its own unique
terminology for each site, but the focus is on common and participatory tagging.
Social marking sites, which can also be used by businesses, show that web pages
can be visited repeatedly with the tag that expresses the association of phrases or
words with a social content and the tagging features that enable users to iden-
tify the content created.

Podcasting

According to Butow and Bollwitt (2015), podcasting, which is defined as storing
any broadcast in digital media for downloading to be played in media devices,
has become widely used with the support of new generation devices with video
playback features. Podcasting, which is defined as downloading and watching or
listening to audio or video files, was originally developed only for the new gene-
ration devices produced by a leading brand in the smartphone industry. Today, po-
dcasts that do not have any connection with the device in question can be acces-
sed from any device with supporting software, computers in particular.From the
point of view of consumers and businesses, podcasts are an effective platform for
businesses to direct themselves to business markets, allowing users to access the
content repeatedly after the data file is downloaded without the need for internet

access each time, and to communicate within the business and with customers.

Social Network Sites

The term social network used in the field of sociometry in the 1930s has been in-
tensely associated with organizational behavior, which constitutes the sub-dimen-
sion of the management function.Social networks which are defined as the struc-
ture that expresses the relationship between users in the internet environment allow
network members to share information, experience and content among themsel-
ves.Social networks are platforms that allow users to create limited visibility or free
profiles, list other network members to share with, and allow/deny viewing lists
of other users who are not on their network.Social networks that enable users to
communicate with each other and exchange news are classified as socializers, at-
tention-grabbers, followers, affiliates and those who do their jobs, according to a
study conducted by Ofcom (2008). Following the establishment of the first social
networking sites in the 1990s, social networking sites that peaked with Facebook
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in 2004 can be established on different topics such as Myspace, which provides
music sharing, LinkedIn, which provides communication in the business world,

and Academia.edu, which aims at communication between academics.

Facebook, which has extensive use in social networks, aims to provide the best
service to its users with its constantly updated structure. Businesses that want to
be easily accessible by the target audience, bring together people who are inte-
rested in their brands with the pages they create on Facebook, and consider the
requests and suggestions of the participants through their posts. These networks,
which allow companies to increase their awareness and visibility in virtual envi-
ronments, also significantly affect the formation of the corporate image and pro-

duct promotion.

Virtual Worlds

Virtual worlds are defined as online sites that are built as real or unreal, that enable
users to interact with each other and drive users to new discoveries. Virtual wor-
Ids where users create a profile using a visual that express themselves and com-
municate with other users are established especially for gaming purposes. While
providing the users the opportunity to have a pleasant time in the virtual world,
it allows the marketing activities of the businesses in the same environment and
allows the users to shop from the online stores established in the virtual worlds

by the businesses.

Online Communities

Online communities, a definition that emerges as individuals spend more intense
time on the internet or online applications, are communities that users form by co-
ming together with other users who are distant by means of internet around their
common interest (Phippen, 2004). Forum sites, a specific type of online commu-
nity, are sites that direct users to share information and experience or talk about
specific topics. In forums whose focus is on discussion, users send messages to
be answered by other users, and the answers to the messages are intended to gain
respect for users in the online community. They enable businesses to gain globa-
lism by creating their own forums, reach people from all over the world who are
interested in their fields, share their thoughts and create an atmosphere of trust.

With this purpose, businesses create three different types of online communities
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of customers, employees, and partners, building closer connections with custo-
mers, enabling employees to act as owners of the business, and communicating

more easily with their partners.

GLOBAL SOCIAL MEDIA IN THE MARKETING WORLD

Recent data show that social media platforms generate significant revenues. For
example, the ad revenue generated by Facebook is attractive for many of its com-
petitors. This success of Facebook is proof of the evolution of traditional adverti-
sing to interactive digital advertising. This attractive scene has attracted attention
of not only FacebooK’s competitors but also that of other businesses in the mar-
ket. Thus, all promotional activities from product promotions to brand image
development have started to take place in the virtual world. Studies conducted

in the field of social media support the tendencies of businesses in this direction.

Duffett (2015) argued that the effectiveness and efficiency of social media ad-
vertising activities largely depends on how customers can perceive and formulate
their attitudes towards such activities. Similarly, Carrillat et al. (2014) emphasi-
zed that in order to provide a friendlier and enjoyable experience to the custo-
mer in order to have such positive customer attitudes, hedonic aspects should be
carefully considered in promotional activities on social media. In another study
by Mir (2012), positive attitudes by customers were formulated regarding adver-
tisements published on social media platforms (Alalwana, Ranab, Dwivedib, and
Algharabat, 2017: 1180-1181).

On the other hand, social media allows consumers to better describe their expe-
riences to more customers. Accordingly, electronic word of mouth communication
has betteraccess and impact than the traditional word of mouth communication.
The positive side of the application, expressed as E-Wom, for companies, is that
businesses can increase the rate of sending and sharing content to customers th-
rough social media platforms, making public relations more effective. According
to Crofton and Parker (2012), businesses that use social media as a marketing
mechanism have stronger ability to improve their purchasebehavior. Christou’s
(2015) findings show that social media brands have a strong role in satisfying cus-
tomers’ trust, which will reflect positively on brand loyalty. The Smith and Galli-
cano study (2015) states that compared to YouTube, both Twitter and Facebook

are more effective social media platforms that communicate with customers and
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create and present brand stories.On the other hand, social media can also have
a negative effect on companies’ brands. This may be due to the fact that custo-
mers can share their negative experiences and stories with many people who use
social media. In fact, it is noticed that customers use social media in the purc-
hasing process (collecting information, evaluating alternatives and choosing the
best option) or posting their experiences on social media in the post-purchase
process. Besides, the high level of interaction and personalization provided in so-
cial media platforms such as Facebook can play an important role in improving
the buying tendency and customers’ attitudes towards organizations and brands
(Alalwana, Ranab, Dwivedib and Algharabat, 2017: 1181-1183).

Table-1: Social Media UseAroundthe World (Oct.2020)

Total Number of Active Social Media Users 4.14 Billion
Social Media Penetration 53%
AnnualGrowth in the Total Number of Social Media Users 12,30%

Total Number of Social Media UsersAccessingvia Mobile Phones 4.08 Billion
Percentage of Total Social Media UsersAccessingvia Mobile 99%

Source: hitps://datareportal.com/social-media-users

The latest social media global statistics for social media use show that especially
2020 is the peak year. Statistics show that more than 4.5 billion people use the in-
ternet while social media users are not less than 4.14 billion.Datareportal’s global
statistics report reveals that some countries have significantly improved in terms
of social media use. According to October 2020 data, 4.14 billion people (53%),
corresponding to more than half of the world, are actively using social media. The
rate grows by 12.30% on an annual basis, which means an average of 14 new users
per second. More than 450 million total internet users have started using social
media for the first time since October 2019.In addition, Table-1 data shows that
the rate of users reaching social media via mobile devices is 99%. The direction

of change in social media gives serious clues to businesses in reaching consumers.

As for the Facebook, it remains the most widely used social media platform in the
world. However, there are currently six more social media platforms, each clai-
ming to have over a billion active users. Four of these six platforms are owned by
Facebook. According to 19 October 2020 data, 18 social media platforms have
more than 300 million monthly active users (Dataportal.com, 2020).
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Table-2: 7heWorld sMost-UsedSocial Media Platforms(Oct.2020)

1. Facebook has 2.701 billionmonthlyactiveusers.
. YouTube" has 2 billionmonthlyactiveusers.
. WhatsApp has 2 billionmonthlyactiveusers.

. Facebook Messenger” has 1.3 billionmonthlyactiveusers.

2
3
4
5. WeChat (inc.Weixinf#({5) has 1.206billionmonthlyactiveusers.
6. Instagram’s” potentialadvertisingreach is roughly1.16billion.

7. TikTok has 689 millionmonthlyactiveusers.

8. QQ (MQQ) has 648 millionmonthlyactiveusers.

9. Douyin (£}7) has 600 millionmonthlyactiveusers

10. Sina Weibo has 523 millionmonthlyactiveusers.

11. QZone has 517 millionmonthlyactiveusers.

12. Snapchat’s* potentialadvertisingreach is roughly433 million.
13. Reddit has 430 millionmonthlyactiveusers.

14. Kuaishou (%) has 430 millionmonthlyactiveusers

15. Pinterest has 416 millionmonthlyactiveusers.

16. Telegram has 400 millionmonthlyactiveusers.

17. Twitter’s* potentialadvertisingreach is roughly353 million.

18. Quora has 300 millionmonthlyactiveusers.

Source: hitps://datareportal.com/social-media-users, https:/fwww.statista.com/
statistics/258749/most-popular-global-mobile-messenger-apps/

Among the most used social media platforms in the world, Facebook ranks first
with 2.071 billion, followed by Youtube and Whatsapp with 2 billion users. Tik-

Tok, on the other hand, has decreased in the number of users according to the

previous June report, but has regained an upward trend with 689 million users.

At the end of the list is Twitter with 353 million users. Meanwhile, it is seen that

Pinterest reached 416 million users with 367 million users following Twitter in

June. The number of users and the advertisements of platforms such as WeC-

hat, Instagram and Reddit, which are among the other applications in the chart,

show that businesses gain value in reaching consumers.
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Table-3: Development of Social Media Platforms (2012-2019)
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Source: Chaffey,2020

According to Graphic-1 data, the access of Whatsapp application among messa-
ging services shows that usage penetration is especially strong in markets outside
the United States. It can be said that the Whatsapp application is widely used in
South America, many regions of Africa, Russia and the Middle East, and some
parts of Europe, and the Facebook Messenger application is widely used in Ame-
rica and Australia. In a sense, the distribution indicates the penetration of the en-

terprises in applying their marketing policies.

Graphic-1: Top Messenger AppsAroundthe World (Jan.2020)

Source: hitps://datareportal.com/social-media-users,
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Socialbakers “Social Media Trends Report” in Table-3 shows that the marketing ac-
tivities of Instagram and Facebook platforms on 'Y and Z generations will be cru-
cial. While women lead in almost all age ranges of Instagram and Facebook appli-
cations, it also shows that the age range of 25-34 is the leader in both applications.

Table-4:Average Profile FollowersandPageFansDistributions by Age andGender

Average Profile Followers Distribution by Age and Gender

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Page Followers by Age and Gender

W Male Female

Average Page Fans Distribution by Age and Gender

0.0% 5.0% 10.0% 15.0% 20.0% 25.0%

Page Fans by Age and Gender
B Male Female
E socialbakers

Source: Chaffey, 2020

In the meantime, young people have started using a social media category cal-
led “digital video chat”. These are apps that allow users to video chat with seve-
ral friends at the same time. More than 60% of users on Houseparty, one of the
most popular digital hangout apps, are under the age of 24 (Businessinsider.com).
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Table-5: Distribution of Gender, Age, Education and Location. (2020)

Twitter [ Pinterest | Snapchat | YouTube |WhatsApp| Reddit | Facebook| Instagram [ Linkedin
Total 22% 28% 24% 73% 20% 11% 69% 37% 27%
Men 24% 15% 24% 78% 21% 15% 63% 31% 29%
Women 21% 42% 24% 68% 19% 8% 75% 43% 2%
Ages 18-29 38% 34% 62% 91% 23% 22% 79% 67% 28%
30-49 26% 35% 25% 87% 31% 14% 79% 47% 37%
50-64 17% 27% 9% 70% 16% 6% 68% 23% 24%
65+ 7% 15% 3% 38% 3% 1% 46% 8% 11%
White 21% 33% 22% 71% 13% 12% 70% 33% 28%
Black 24% 27% 28% 7% 24% 4% 70% 40% 24%
Hispanic 25% 22% 29% 78% 42% 14% 69% 51% 16%
High school or less 13% 19% 22% 64% 18% 6% 61% 33% 9%
Some college 24% 32% 29% 79% 14%| 14% 75% 37% 26%
College graduate 32% 38% 20% 80% 28%| 15% 74% 43% 51%
Urban 26% 30% 29% 7% 24% 11% 73% 46% 33%
Suburban 22% 30% 20% 74% 19% 13% 69% 35% 30%
Rural 13% 26% 20% 64% 10% 8% 66% 21% 10%

Source: hitps:/fwww.pewresearch.orglinternet/fact-sheet/social-medial

The “2020 Children and Parents: Media Use and Attitudes Report” published by
OfCom (UK) gives interesting results for businesses engaged in marketing acti-
vities for children and young people. While 21% of those aged 8-11 have a so-
cial media profile, this ratio rises to 71% in the 12-15 age range. Table-5 shows

the distribution of gender, age, education and campus, in terms of USA in 2020.

As of October 2020, in the ranking of Instagram users worldwide by gender, it
is seen that 51% of users are female and 49% are male (Statista.com). Accor-
ding to PewResearch’s research, 69% of US adults use Facebook.79% of users
between the ages of 30-49 and 68% of users between the ages of 50-64 are Fa-
cebook users. On the other hand, Twitter has 22% of the users. The distribution
of Twitter users on the international basis is 66% male, 34% female, and 44%
of the users are in the age range of 18-24 (Spsoutsocial.com).LinkedIn is popular
with high-income users. 45% of US adult internet users with annual income of
over $ 75,000 use LinkedIn (Businessinsider.com). LinkedIn hosts Fortune 500
executives, CEOs, founders of large companies, and more.Bu nedenle LinkedIn
kullanicilarinin%45’i tistyénetimdekikisilerdir. This means that targeted people on
LinkedIn can have a great earning potential (Hootsuite.com). 51% of LinkedIn
users have at least a university degree and are widely used among urban adults
(marketingcharts.com).In addition, according to the SurveysConducted report,
Youtube and Facebook are the most used social media platforms among adults in
the 2012-2019 period, followed by Twitter, Pinterest, Instagram and Linkedin.
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THE USE OF SOCIAL MEDIA IN BUSINESSES

Changes in internet use as a result of technological advances constantly renew the
role of the internet in individuals’ lives. Social media, which are widespread day by
day and can be easily used by everyone with internet access, are of great importance
for businesses as they contain target audiences. In the globalizing and digitalizing
world, social media, which is necessary for businesses to reach different customers
and promote their products and increase their sales figures, provides positive feed-
back to businesses with the implementation of effective strategies. In order for the
business to achieve success by reaching larger masses, they must be visible in pla-
ces where lots of people come together.Shopping malls, television advertisements
and billboards located on places with high traffic used to form these channels in
the pas, while the most ideal medium is social media in recent years. In this res-
pect, social media, which is the platform where the most effective marketing acti-
vities are carried out, has become a medium where products are promoted, adverti-

sements take place, efforts are made to increase awareness and even sales are made.

Social media is an internet-based application where content is created by users on a
certain technological basis and has an important role in terms of the value created,
as well as transferring the content of the product or service to the consumer pro-
petly. The quality of the content presented causes different effects and behaviors on
many individuals in different cultures. For this reason, many issues are important,
from the transferred content to the chosen media format.In practice, there are many
ways of use, from microblogs (such as Youtube, Flicks, Digg), virtual worlds (such
as second life), wikis (such as wikipedia) to social networks (such as LinkedIn, Fa-
cebook). The business world has been greatly affected by this development of so-
cial media. In practice, managers often seem to associate social media strongly with
Facebook and Twitter in particular. Social media can be adopted in certain business
areas quite quickly. Therefore, the nature of the work done causes social media to
be adopted in different dimensions (Kirkkiinen, Jussila and Viisinen, 2013: 55).

Businesses should pay attention to the demographic characteristics of the users
in their social network choices. Firstly, it should be determined which social me-
dia applications attract attention at which penetrations. Then, these penetrations
should be analyzed according to demographic features. Many clues such as the
age of users, educational status, income, interests, locations, for what purpose they
use social media, how long they stay online, virtual visit areas, interests can show

which media applications businesses can choose for which products or services.
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For example, according to Khoross 2020 social media demographic data guide,
platforms that can be suggested for industries are included in Graphic-2.

Grafic-2: Network RecommendationsbyIndustry

Retail
Media
Sports

CPG

Financial
Services

Automotive

Health Care

® ideal For It
@ Depends O, t Strategy

Not Right For Indusrty

Source: hitps://khoros.com/resources/social-media-demographics-guide

THE BENEFITS OF SOCIAL MEDIA MARKETING
FOR BUSINESSES AND THE DIFFERENCE FROM
TRADITIONAL MARKETING

Technological advances and the widespread use of the internet cause businesses
to look for new channels to reach their target audience. Increasing use of digital

marketing channels by consumers has led businesses to search for easy access to
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customers almost anywhere and at any time. In the globalizing world, digitaliza-
tion constitutes an important element of the current century. The emergence of
a new generation of consumers, defined as digital consumers in the field of mar-
keting, directs businesses to communication through social networks. For digital
consumers who can easily obtain all kinds of information about the goods and
services they want to buy through social media, businesses need to adopt the right
strategies for digital marketing. Unlike traditional media, the common purpose of
marketing activities using all kinds of interactive platforms to promote a brand or
business is to influence the purchasing intentions of the new generation consu-
mers in a positive way. Thanks to social media tools called digital platforms, bu-
sinesses can reach larger audiences with reasonably low costs, promote their go-
ods and services, provide after-sales services and provide easy communication to

consumers through these channels.

Social media marketing, which expresses a new process in the communication of
businesses with their customers, aims to maintain the continuity of communi-
cation with existing customers, easy access to potential customers, the formation
of trust in customers, brand awareness and brand image.In today’s consumption
societies, consumers research more on the product. Social media marketing that
emerges in this context represents the attractive power that enables consumers to

access the product they are interested in.

For businesses to use social media effectively, they need to focus on the four-step
process consisting of listening, connecting, measuring and optimizing. Listening,
which provides a more comprehensive understanding of customers by businesses,
is an important process in the formation of customer satisfaction and loyalty and
in analyzing the position of the business in the market. The engagement process,
in which customer loyalty or a positive approach to the brand is developed, is
the process of ensuring the continuity of the purchasing activities of existing cus-
tomers and the continuation of this loyalty for a long time.The main factor af-
fecting customer satisfaction is the fact that the performance expected by consu-
mers, who are expected to be rational in their brand selection, from the product
before purchasing, stays the same after the purchase. For this reason, businesses
should follow loyalty-based strategies on the pages they will create for their busi-
nesses on social networks. The measurement process, which is defined as the me-
asurement of whether businesses reach their goals with the social media tools they

use, is also expressed as the measurement of their performance on social media.
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With the analysis made with the data obtained from different social media plat-
forms, businesses can closely follow the decision processes of their customers and
the developments in social media. The optimization process, which is defined as
the effort to establish long-term relationships with customers, is another impor-
tant process that provides important feedback to the business by evaluating the

expectations of consumers from a product and their own efforts.

It is observed that businesses that turn to social media tools in order to reach more
customers and strengthen their relations with existing customers create brand awa-
reness by creating pages on social media platforms on behalf of their businesses
and try to influence the purchasing intentions of consumers by sharing informa-
tion and content about their products.However, these activities are not enough
on their own. At the same time, the necessity of measuring and reporting leads
businesses to analyze the changing structures of the market and customers. As a
result of these measurements, businesses have the chance to detect changes in the

purchasing intentions of consumers.

Social media platforms, which are used for customer communication, which cons-
titute an important field in promotion, which is one of the elements of marke-
ting mix, have become important channels where customers and businesses in-
teract. With the effect of globalization, social media, which causes businesses to
develop a different strategy in their marketing approach, offers new and impor-
tant opportunities for businesses in terms of their commercial activities.Busines-
ses that share the content they have developed about their products on their own
pages, thus increasing their popularity and by providing interactive communica-
tion with customers, influence their customers positively about their products.
The use of social media, which is an indispensable part of users’ lives, also enab-
les businesses to earn income with the ads they develop in online communi-
ties.When examined from these points, it is seen that social media platforms are

very important for businesses with the effect of globalization and digitalization.

As a result, social media marketing, which is significanty different from traditi-
onal marketing strategies, provides three different advantages to businesses.First,
social media marketing is not just to offer products to customers, it also creates
a window for marketers to listen to customers’ complaints and suggestions.Se-
cond, it makes it easier for marketers to identify a variety of peer groups or inf-

luencers across various groups. These groups can help a brand grow organically.
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Third, most social networking sites are free, providing almost zero cost to busi-
nesses. Besides, social media marketing provides benefits such as creating expo-
sure to businesses, increasing traffic, new business partnerships, increase in search
engine rankings, creating more qualified leads, more product and service sales,
and a decrease in general marketing expenses (Neti, 2011: 6).

THE IMPACT OF SOCIAL MEDIA ON CONSUMERS

The fact that social media is a sharing platform causes people to share their ex-
periences with their friends, family or other people on this platform.On these
platforms, consumers can evaluate the products or services they have purchased,
share their experiences and make suggestions to each other. It is unnecessary to
discuss how effective these recommendations have on consumers. That’s why
brands should be careful about how to manage social media when communica-
ting with their consumers. Thanks to social media platforms, consumers can do
detailed research on the products they need, and easily access all kinds of infor-
mation, comments and shares.E-WOM, which is the new dimension of word-
of-mouth communication, and the influence of opinion leaders, user comments
and thoughts of the immediate environment are known as factors affecting the
consumption behavior of consumers on social media. In addition, the search of
the owner of the brand on social media by the users is another important factor
that affects the purchasing behavior.

Global WeblIndex’s research in the “Social Media Trends 2020 Report” shows
how social media affects purchasing decisions. The report shows that youn-
ger age groups are particularly eager to research products online through social
networks.Both organic and paid posts from businesses help support this pro-
cess. In the study, 284,929 internet users aged 16-64 were asked three basic qu-
estions: a) How can you generally get information about new brands and pro-
ducts?b) Which of the following online resources do you use mainly when you
are actively looking for more information about brands, products or services? c)
When shopping online, which of these features increases your likelihood of bu-
ying a product the most? (Chaffey,2020).
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Graphic-3: The Social Path to Purchase
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Although social media has grown in the potendal for information provision,
communication and interaction, these positive effects are not evenly distributed
among different population groups. Social media use and benefits are unevenly
divided in society because of this uneven distribution in reach.For example, older
people and less educated people benefit less from social media than others. Re-
search has shown that the structural differences in social systems are reflected in
internet usage and its various platforms. Thus, a general trend in the usability of
technology such as access problems may not turninto equal adoptionresulting in
some form of digital inequality. (Koiranen,Keipi,Koivula and Risinen, 2020:603).

Social media has become an important driving force for learning and dissemina-
ting information in different fields such as business, entertainment, science, crisis
management and politics over the past decade. One reason for the popularity of
social media is the opportunity to receive or create and share public messages at
a low cost.Developing adults often use multiple platforms at the same time, spen-
ding about 6 hours using social media every day. If companies and different orga-

nizations know their target customers, they can use that information to select the
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social networks most likely to be successful. This information can also help com-
panies decide which social networks to avoid for more effective marketing, pro-
motion and feedback. Businesses also use this information to learn how customers
are using social media and how to address them through the social network. Face-
book and other social media have opened the perfect platform for marketers and
businesses to increase their product promotion through viral marketing viewed
by more than a billion affiliated consumers. Since the rise of social media use in
the last decade, people have sought information from the public as an additional

source of information to traditional media. (Hruska and Maresova, 2020:1-2).

Thanks to improved visibility, the presence of businesses and brands on social
media platforms has also become very important. Online branding has become
more important thanks to networking logic and businesses can reach smaller and
more specific niches to promote their products more effectively. Consumerism
has become a basic framework in which people predict their actions. Thus, it has
been argued that instead of traditional interest-based collectives, people are more
connected to individual networks and individual expression replaces collective ac-
tion frames. This shift of consumer culture towards more individual consume-
rism is also seen in viral marketing on social media, where products and services
are marketed through popular users such as celebrities. (Koiranen, Keipi, Koi-
vula and Risinen, 2020:605).
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Abstract

Recently, the issue of establishing long-term relationships between manufacturers
and suppliers has become very popular in academic literature. Although there is a
sufficient number of studies emphasize the benefits of long- term relationships for
manufacturers, studies that point the benefits provided to the supplier have been
almost non-existent. This study evaluates the supplier performance while estab-
lishing long-term relationships between manufacturers and suppliers. The findings
of the study conclude that establishing long-term relationships with manufactur-
ers does not make a positive contribution to the suppliers even though suppliers
increase their sales volume after the long-term relationship with manufacturers.
On the other hand, when suppliers establish long-term relationship with man-
ufacturers, they reduce inventory costs by strengthening inventory tracking. Be-
sides, low costs allow customers to increase their bargaining power. It has been
also observed that the decrease in stock cost would not improve the profitability
of suppliers. There is only one condition that positively affects the profitability
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of suppliers. That is while establishing long-term relationships between manu-
facturers and suppliers, suppliers could get more profit by reducing administra-

tive and fixed costs of their facilities.

Key Words: Supplier Chain Management, Relationship between Manufacturers and

Suppliers, Supplier Performance, Long-term Relationship, Performance Evaluation

JEL Codes: M00, M1,M10, L2

1.Girig

Firmalar rekabet giiglerini arturmak icin, {iretici olarak tedarikgileriyle gelenek-
sel iliskiler kurmak yerine giintimiizde onlarla daha uzun vadeli iligkiler kurmay1
tercih etmektedirler. Bu tutumdan yola ¢ikarak, Xerox-Fujitsu gibi firmalar teda-
rikei sayilarini azaltarak giiclii tedarikgi firmalarla uzun vadeli iliskiler gelistirmeyi
oncelik haline getirmiglerdir (O’Regan, 2015). Bu ise kaynak kisitt olan pazar-
larda tireticiler icin tedarik yonetiminin kolaylasmasini ve tedarik¢i agisindan ise
onlarin bir takim taahhiitlerle Gireticiye temin edecekleri kaynaklari ve kendi tek-
nolojilerini koruma altina almalarini saglamaktadir (Prahinski ve Benton, 2004).
Tedarikgiler uzun vadeli taahhiitte bulunduklarinda kendilerini iyilegtirme ve ge-
listirme faaliyetlerine daha gok zaman ayirabilmekte ve giiclii yanlarini ve yetenek-
lerini 6rgiit ici faaliyetlerinde 6n plana ¢ikarabilmektedirler (Olson ve Wu, 2010).
Uzun vadeli iligki kuran iireticiler ise, tedarikgilerin bu gelistirme ve iyilestirme
faaliyetlerinin etkisiyle tedarik mallarinin maliyetlerini diisiirmelerini kendi leh-
lerine avantaja déniistiirerek alis fiyatlarinda pazarlik etme giiglerini arttirmakta-
dirlar (Modi ve Mabert, 2007).

2.Literatiir

Literatiirde ¢ogunlukla tedarikgilerle tireticilerin uzun vadeli iligkiler kurmasi-
nin faydalari iretici ydniinden ele alinmistir (Wiengarten vd., 2010)). Teda-
rik¢ilerle iireticilerin uzun vadeli iliskiler kurmasinin faydalarini tedarikei yo-
niinden ele alan ¢aligma sayist ise oldukea azdir. Tedarikgiler iireticilerle uzun
vadeli iliskiler kurdugunda bu durumun onlarin érgiit ici faaliyetlerine ve yo-
netsel siireglerine nasil yansidigi hakkinda neredeyse yapilan hi¢ analitik ca-

lisma bulunmamaktadir.
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Literatiirde iiretici-tedarikgilerin uzun vadeli iligkilerini firmalar ve iilkeler bazinda
inceleyen ve giiclii yargilar belirtip éneriler sunabilen bir ¢alisma yoktur (Hunt ve
Davis, 2008). Ureticilerin tedarikgi firmalart ile uzun vadeli ortaklik ve isbirligi;
ilk olarak tireticilerin kisa vadeli ve stirekli iliski icinde olduklari ve isbirliginden
memnun kaldiklari tedarikgilerinden daha fazla kazanim saglamak adina ortaya
atuiklarr bir fikir olarak ortaya ¢ikmustir (Wu ve Pagell, 2011). Parcali alim yerine
stirekli alim degisimi ile iiretici ve tedarikgi iki firma arasinda goriinmez bir bag
kurulmus; bu bag bu iki paydast yakinliga iterek; bireysel hedefler yerine, ortak
kazanim hedeflerine ydnlendirmistir (Spekman vd., 1998). Zaman icinde ise teda-
rikei ve tiretici arasindaki bu iliski bir bagimliliga doniigebilmekte ve yeni yaurim
kararlarinda da birbirleriyle fikir paylagimlari yapmalari miimkiin olabilmektedir
(Tan vd., 1998). Bu da iki paydas arasinda; her ne kadar kendilerini bir takim ti-
cari anlagmalarla giivence aluna almis olsalar da, giivene dayalt bir iliskinin oldu-
gunu gozler éniine sermektedir (Ke vd., 2009). Boyle yiiksek giivene dayalr ilis-
kilerin kuruldugu sirketlerde ise ydnetim yerine yeni bir kavram olarak literatiire
gecen yonetisim kavramu 6n plana ¢ikmaktadir (Sahay, 2003). Piyasa ve iki ta-
raflt yonetisim bicimleri olarak tanimlanan ticleme kavramu ise, bu tarz giivene
dayals iligkileri temsil eden yonetisim konularini agiklamak icin gelistirilmis giin-
cel bir kavramdir (Cheng vd., 2008). Dahasi, iicleme kavraminda sézii edilen ii¢
sac ayag! piyasa, tedarikgi ve tiretici birbirinden bagimsiz degildir ve en etkili so-
nucu alabilmek icin énermeler bu {i¢ sac ayaginin tek bir cogul yonetisim siste-

minde birlestirilmesi gerektigini vurgulamaktadir (Gulen, 2007).

Bir tedarik¢inin basarisi, calisugs iiretici ile uzun iliskisi boyunca iireticinin ta-
leplerini dogru belirlemekten ve bu istekleri kendi kazancinin ve iiretici kazanci-
nin en etkin kargilandigi optimum diizeyde tutmakean kaynaklanmaktadir (Kim,
2000). Cogu calisma tedarikgiler ve iireticiler arasindaki iliskinin kisa vadeli ilis-
kiden uzun vadeliye gegisini arastirirken; gecis siirecindeki borsa piyasasinin bu
iliskiye etkisini goz ardi etmiglerdir (Carey vd., 2011). Oysaki uzun vadeli iiretici
tedarikei iliskilerini giiclendiren en dnemli etmenlerden biri gelismis borsa piya-
salarinin varligidir (Stadder, 2008).

Uzun vadeli iiretici tedarikei iliskilerini giiclendiren bir diger énemli fakedr ise tam
zamaninda siparislerin kargilanmasi ve tedarik mallarinin dogru kalitede olmast-
dir. Dogru zamanda teslim son yillarda ortaya ¢ikan cagdas yonetim teknigidir
(Zimmer, 2002). Yabanci kaynaklarda Just in Time (JIT) yontemi ad: verilen bu

teknik; sifir toleranslt yani hata payinin olmadigi ve tedarik malinin hazirlanma
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stirecinde hi¢ atl zamanin olmadigt ve tam zamaninda teslimatin yapildigs yéne-

tim teknigidir (Green ve Inman, 2005).

Uzun vadeli iiretici tedariki iligkisini incelemede siireklilik dlgiitleri ve kiyaslama
olgtideri cogunlukla yetersiz kalmaktadir (Singh vd., 2006). Calismalarin gene-
linde uzun vadeli {iretici tedarikgi iliskileri kurmanin sebepleri incelenmis ve bu
nedenleri daha objektif bicimde degerlendirebilmek adina rakamsal olan islem
maliyeti analizi gelistirilmistir (Stan vd., 2006). Uretici ve tedarikgi yatrimlarinin
seviyesi ve yatrim Sniindeki kisitlama ve engelleri belirlemede kullanilan karst-
liklt bagimlilik derecesi 8lgiitii ise bir iiretici tedarikei iliskisinde ortak karar me-
kanizmasint etkileyen nedenleri 6ngérmektedir (Paulraj ve Chen, 2007). Bu dlgiit
yardimiyla, giiven ve karsiliklt bagimlilik boyutlarinin, bir tiretici tedarikgi iliski-
sinde sirketlerin uzun vadeli iliskiye dogru gitmesinde belirleyici rolii oldugu tes-
pit edilmistir. Kisaca goriildiigii gibi calismalarin birogu, uzun vadeli iliskilerin
nasil, neden ve ne zaman olustugu konularina arastirmug; fakat literatiirde uzun
vadeli tiretici tedarikei iliskisinin tedarik¢inin performans: iizerine etkisini anali-

tik bicimde aragtiran bir ¢alisma bulunamamisur (Jiang vd., 2012).

Uzun vadeli tedarikgi iiretici iliskisi, pazarda kusitli kaynak da varsa tedarikgiyi o
pazarda tekel olmaya kadar gdtiirebilmekteyken; cogu zaman da karsisina ¢ikacak
daha iyi teklifleri degerlendirememesine neden olabilmektedir (Carter ve Rogers,
2008). Tedarikgi tireticiyle uzun vadeli iligkisinde verdigi taahhiideri yerine geti-
rebilmek i¢in bazen bir takim ek yaurimlar yapmak zorunda kalabilmekte ve bu
yatirimlarin maliyetler tireticinin sagladigs faydalardan daha fazla olabilmekte, bu
durum tedarikginin karliligini olumsuz etkileyebilmektedir (Anderson vd., 2007).

Bu calisma srasiyla, kavramsal ¢ergeve, hipotezler, metodoloji, bulgular ve tartisma

kisimlariyla devam edecek ve daha sonra sonug ve 6neriler kismiyla sona erecektir.

3.Kavramsal Cerceve

Bu ¢alismada belirlenen 3 aragtirma sorusu su sekildedir:

 Tedarikgilerin iireticilerle uzun vadeli iliskiler kurmast agirt uzmanlagma nede-

niyle saus hacminde kayba neden olmakta m1?

e Uzun vadeli iliskiler kurulan iireticilerin maliyet azaltma beklentisini karsila-

yacaklari tedarikeilerin sagladigs kaynaklar nelerdir?

158



CONTEMPORARY ISSUES IN ECONOMICS & BUSINESS
GLOBAL STUDIES VOL.7

Marcel Meciar, Hamza Simgsek, Lsmail Siriner

¢ Tedarikgilerin tireticilerle uzun vadeli iligkiler gelistirmesi tedarikgilere kar sag-

lamakta mudir?

[liskiye 6zgii olmayan yaturimlarin seviyesi ve tedariki firmalar igin uzun vadeli
iligkilerde potansiyel olarak yer alan kaynaklar nedeniyle kesin cevaplarin olmamasi
kritiktir (Wiengarten vd., 2013). Yukarida yer verilen aragtirma sorularint ampi-
rik olarak incelemek oldukga giictiir, ¢iinkii uzun vadeli iliskilerin etkisini yalniz
uzun vadede gormek miimkiindiir ve performansin da ayni dogrultuda uzun vade
de degerlendirilmesi gerekmektedir. Uzun vadeli iligkilerin etkisini degerlendir-
mek icin net bir gdsterge bulunmamaktadir. Dolayisiyla, giiniimiize kadar konu

tizerinde pek fazla aragurmanin bulunmamasi bu duruma baglanabilmektedir.

3.1. Hipotezler

Bu calismada uzun vadeli iiretici tedarikei iliskisine sahip tedarikgilerin perfor-
mansi, kisa vadeli {iretici tedarikgi iligkisine sahip tedarikgiler ile uzun vadeli tire-
tici tedarikgi iligkisine sahip tedarikgilerin ihracat rakamlari, satg hacmi, tiretim
alanlari, ve tiretim miktarlari, giiven ve karsilikli bagimlilik gibi fakedtlere kont-
rol uygulanarak 8lciilecektir. Dolayistyla hazirlanan hipotezlerde uzun vadeli ve

kisa vadeli iiretici tedarikgi iliskileri arasinda kiyaslama yéntemi kullanilmistir.

Birinci hipotezde, 5 senelik bir siireyi kapsayan dénemde uzun vadeli iiretici te-
darikgi iliskisine sahip tedarikgilerin yillik iiretim miktarlari ile kisa vadeli iiretici
tedarikei iligkisine sahip tedarikgilerin yillik tiretim mikrarlari kiyaslanmakeadir.
Uzun vadeli iliskiye sahip tedarikgilerin kisa vadeli iligkiye sahip olan tedarikgile-
rin yillik tiretim miktar: daha fazla olmast beklendiginden hipotez asagidaki gibi

kurulmustur:

H1: Uzun vadeli iiretici tedarikei iliskisine sahip tedarikgilerin yillik tiretim mikeari,
kisa vadeli iliskiye sahip olan tedarikgilerin yillik iiretim miktarindan daha fazladur.

Ikinci hipotezde, 5 senelik bir siireyi kapsayan dénemde uzun vadeli iiretici teda-
rikei iligkisine sahip tedarikeilerin yillik ihracat satis hacimleri ile kisa vadeli iire-
tici tedarikei iliskisine sahip tedarikgilerin yillik ihracat satis hacmi kiyaslanmak-
tadir. Uzun vadeli iligkiye sahip tedarikgilerin kisa vadeli iligkiye sahip olanlardan
daha fazla yillik ihracat satis hacmine ulastigi tahmin edildigi icin hipotez asag;-
daki gibi kurulmustur:
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H2: Uzun vadeli iiretici tedarikgi iliskisine sahip tedarikgilerin yillik ihracat sa-

tts hacmi, kisa vadeli iliskiye sahip olan tedarikilerin yillik ihracat satis hacmin-

den daha fazladir.

Ugiincii hipotezde, 5 senelik bir siireyi kapsayan donemde uzun vadeli iiretici te-
darikgi iliskisine sahip tedarikgilerin iiretim alani ile kisa vadeli iiretici tedarikgi
iligkisine sahip tedarikeilerin ortalama yillik tiretim alani kiyaslanmakeadir. Uzun
vadeli iliskiye sahip tedarikgilerin kisa vadeli iliskiye sahip olan tedarikgilerden or-

talama yillik iiretim alanindan daha fazla olmasi beklenmektedir.

H3: Uzun vadeli {iretici tedarikgi iliskisine sahip tedarikgilerin ortalama yillik tire-

tim alani, kisa vadeli iliskiye sahip olan tedarikgilerin ortalama yillik {iretim ala-

nindan daha fazladir.

4.Metodoloji
4.1.Veri Seti

Calisma verileri Akdeniz Thracatgt Birlikleri Genel Sekreterligi'nin aylik ve yillik
dénemlerde diizenli olarak yayinladig Tiirkiye geneli ve illere gore ihracat kayic
rakamlart ve pazar paylart verilerinin yer aldigi Yas Meyve Sebze Ihracatilar Bir-
ligi Degerlendirme Raporu’'ndan dogrudan alinmustir (Retrieved from: https:/
www.akib.org.tr/tr/bilgi-merkezi-sektor-degerlendirmeleri-yas-meyve-sebze-ihra-

catcilari-birligi.html)

Firma verileri ise Akdeniz Thracatgt Birlikleri Genel Sekreterligi'nden talep edil-
mistir. Yillik donemlerde narenciye tiretim miktarlarina ve dis ticaret verilerine
ise Tiirkiye Istatistik Kurumu (TUIK) Bitkisel Uretim Istatistikleri veritabani ve
TUIK Dis Ticaret Istatistikleri Veritabanindan ulagilmistr (Retrieved from: heep://
www.tuik.gov.tr/Veri Tabanlari.do?vt_id=38&ust_id=111).

4.2.0rneklem

Bu calismada, Cukurova Bélgesinde Mersin ve Adana illerindeki; narenciye paket-
leme sektoriinde ihracat yapan ve en az 10 sene aktif olarak iiretim faaliyetlerine
devam eden tiim narenciye tedarik¢i firmalar érneklem olarak secilmistir. 2014-
2019 yillar arasinda en ¢ok ihracat satis rakamina sahip ilk 10 tedarikgi firmanin
her birinin ortalama 1 yillik donemdeki tiretim mikearlari, ihracat satis rakamlart
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ve pazar paylarinin incelenmis ve {reticiler ile tedarikgilerin gelistirdikleri uzun
vadeli iligkilerin tedarik¢i performansina etkisi gozlenmektedir.

Calismada, uzun vadeli tiretici iligkisi en az 10 sene siireyle isbirligine devam eden
iliskiyi temsil etmektedir. 10 seneden az bir siiredir isbirligi icinde olan iiretici ve
tedarikeilerin iliskisi ise kisa vadeli iiretici tedariki iligkisi olarak nitelendirilmek-
tedir. Bu ¢alismada yapilan analizlerin dogru sonuglar verebilmesi i¢in belirlenen
iireticilerin 10 seneyi askin bir siiredir isbirligini devam ettirdikleri tedarikgileri
ile 10 seneden az siiredir isbirligini devam ettirdikleri 2 ayr1 tedarikgi firma belir-
lenerek veri zarflama yontemi bu érneklem tizerinde uygulanmaktadir. Bu bag-
lamda belirlenen 10 tedarik¢iden 5’inin iiretici ile 10 seneden az 5’nin ise 10 se-
neden fazla iiretici tedarikei isbirligi bulunmakeadur.

Calisma analizi icin secilen tedarikgiler, iireticilerin beklentileri dogrultusunda
kendilerini gelistiren Ar-Ge yatirimlarinda bulunan ve kalite, iyilestirme siireg-
lerine 6nem veren, bu baglamda cesitli kalite sertifikalari almus ve tedarikgi tire-
tici iligkilerinden dogacak ihtiyaglar: karsilayabilecek; yeterlilikleri akredite kuru-
luslar tarafindan diizenli olarak denetlenerek cesitli sertifikasyonlarla belgelenmis
olan tedarikgilerdir.

4.3.Bagimli Degisken

Calismanin bagimli degiskeni tedarik¢i performansidir. Adana Mersin illerinde
en az 10 senedir faaliyet gdsteren ve drneklemde belirtilen kriterlere uygun olarak
secilen tedarikgilerin 2014-2019 yallart arasindaki tedarikgi performanslars; orta-
lama yillik pazar pay1 yiizdesi ile ifade edilmekreedir.

4.4.Bagimsiz Degiskenler

Calismada, tedarikgi ve tiretici uzun vadeli iligkisini gercekei bicimde élciilme-
sine elverisli oldugu ve bu iliskiyi temsil ettigi distiniilen tedarikgilere ait {i¢ bo-
yut yillik narenciye tiretim mikeari (ton), ihracat narenciye satis hacmi (bin dolar)
ve yillik narenciye iiretim alan (dekar) bagimsiz degiskenler olarak belirlenmistir.

Tedarikgilerin ortalama yillik narenciye iiretim miktari ve tedarikgilerin yillik na-
renciye Giretim alant bagimstz degiskenleri verileri TUIK Bitkisel Uretim Istatis-
tikleri veritabanindan dogrudan alinmustir. Tedarikgilerin yillik narenciye ihracat
satts hacmi bagimsiz degiskeninin bilgileri ise Yas Meyve Sebze Thracatgilar Bir-
ligi Degerlendirme Raporu'ndan dogrudan alinmugtir.
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4.5.Kontrol Degiskenleri

Mandarin, limon, portakal, greyfurt olmak tizere narenciye ¢esitleri, giiven ve kar-
stlikli bagimlilik faktorlerine ¢alismada kontrol uygulanmistur.

4.6.Analiz Yontemi

Caligmada analiz yontemi olarak Veri Zarflama Analizinin segilmesinin nedeni
ise tedarik¢i performansini degerlendirirken birden fazla karar belirleyici faktdriin
varligidir. S6z konusu bu faktdrlerin performans tizerine etkilerini tahmin etmek
icin calismada veri zarflama analizi uygulanmisur. Calismada veri zarflama ana-
lizi uygulanacak 3 girdi 1 ¢ikti mevcuttur.

Girdiler, ortalama yillik narenciye iiretim miktari, ortalama yillik narenciye ih-
racat satts hacmi ve ortalama yillik narenciye iiretim alanidir. Ciku ise ortalama
yillik narenciye pazar payidir.

Calismada, enine ve boyuna veri zarflama analiziyle tedarikgilerin iireticilerle uzun
vadeli iliskilerinin tedarik¢inin performansina etkisi degerlendirilmistir. Calismada
kullanilan metodoloji, tedarikgilerin finansal performansina odaklanmaktadir ve
kiyaslama gruplari olusturularak degerlendirmeler yapilmistir. Kiyaslama grupla-
rin performans dlciitii olarak belirlenmis ve analizlerde yabanci finansal faktorle-
rin karistirict etkisini ya azalttgi ya da ortadan kaldirdigi gdzlenmistir.

Bu calismada arastirma modeli asagidaki gibidir:

Max  Na ¢
LI
=1
s.t.

vuig';‘,’,—Zhlgh <0 k=1_s
1 j=1

Sho =1

- ij

-1

a.bh =0
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5.Bulgular
Tablo 1. 2014-2019 Yillar: Aras: Adana Mersin Ilindeki Narenciye Tedarikgileri
Verileri
Adana- Mersin Ortalama Ortalama Yillik | Ortalama Yillik | Ortalama Yillik
Illeri Narenciye | Yillik Narenciye _Narenciye _Narenciye Narenciye Pazar
Tedarikgileri Uretim Thracat Satis Uretim Alani Pay1 (%)
Miktari (Ton) Hacmi (Bin (Dekar)
Dolar)
Tedarikgi 1 278602 411930 153065 23
Tedarikgi 2 254376 376110 139755 21
Tedarikgi 3 205923 304470 113135 17
Tedarikgi 4 109018 161190 59895 9
Tedarikgi 5 96905 143280 53240 8
Tedarikgi 6 84792 125370 46585 7
Tedarikgi 7 60566 89550 33275 5
Tedarikgi 8 48453 71640 26620 4
Tedarik¢i 9 36339 53730 19965 3
Tedarikgi 10 24226 35820 13310 2

Tablo 1’de goriildiigii iizere, calismada toplam 10 ihracatei tedarikgi gozlenmek-

tedir. Bunlardan ilk 5’i iireticileri ile 10 seneyi agkin uzun vadeli iiretici tedarikgi

iliskisine sahip iken; diger 5 tedarikgi ise aynt iireticiler ile 10’seneyi asmayan kisa

vadeli iiretici tedarikgi iligkisine sahiptirler.

Tabloda uzun vadeli iligkiye sahip ilk 5 tedarik¢inin digerlerine kiyasla ihracat sa-

usinda, tiretim miktarlarinin oldukea yiiksek oldugu gozlenmektedir. Buna bagli

olarak ise bu tedarikgilerin pazar paylari da oldukea yiiksektir.
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Tablo 2. Veri Zarflama Analizi Sonuglar:
U V1 V2 V3 RHS Dual
Max. 23 0 0 0

Kisit 1 23 -278602 | -411930 | -153065 <= 0 0
Kisit 2 21 -254376 | -376110 | -139755 <= 0 1,1111
Kisit 3 17 -205923 | -304470 | -113135 <= 0 0
Kisit 4 9 -109018 | -161190 -59895 <= 0 0
Kisit 5 8 -96905 -143280 -53240 <= 0 0
Kisit 6 7 -84792 -125370 -46585 <= 0 0
Kisit 7 5 -60566 -89550 -33275 <= 0 0
Kisit 8 4 -48453 -71640 -26620 <= 0 0
Kisit 9 3 -36339 -53730 -19965 <= 0 0
Kisit 10 2 -24226 -35820 -13310 <= 0 0
Kisit 11 0 278602 411930 153065 = 1 0,9111
Coziim 0,0021 0 0 0,01 0,91

U=Ortalama Yillik Narenciye Pazar Pay:

V1= Ortalama Yilltk Narenciye Uretim Miktars (Ton)

V2= Ortalama Yillik Narenciye Ihracat Satss Hacmi (Bin Dolar)
V3= Ortalama Yilltk Narenciye Uretim Alans (Dekar)

Tablo 2'de goriildiigii gibi Tedarik¢i 2 2014-2019 yillari arasinda 10 tedarikei
icinde en yiiksek tedarikei performansina sahip tedarikeidir. Yine tablodan gorii-
lecegi tizere tireticileri ile uzun vadeli iliski kuran tedarik¢i performansi kisa va-
deli iliskileri olan tedarikgilere kiyasla gézle goriiliir derece yiiksektir. Calisma bul-
gulari, tedarikgilerle tireticilerin uzun vadeli iliskilerinin tedarikgilerin satiglarinda
azalmaya neden olmadig yoniindedir, hatta zamanla satislar bir miktar artmak-
tadir. Calismanin yillara gore detayl analiz bulgularinda yillar icinde iiretici te-
darikei iligkilerinin vadesi arttikca tedarikei performanslarinda artis oldugu so-
nucuna ulagilmistir. Hatta uzun vadeli iligkileri olan tedarikgilerin; zamanla, kisa
vadeli iliskileri olan tedarikgilere nazaran beklenmedik sekilde daha yiiksek ivmeli
bir satis artisina sahip olduklari gézlenmektedir. Ayrica; uzun vadeli iligkilere sa-
hip tedarikgilerin, sabit ve idari maliyetlerini kisa vadeli iliskiler kuran rakip te-
darikgi firmalara kiyasla daha yiiksek oranda azaltarak daha yiiksek oranda karli-

lik ve verimlilige ulagtiklari gozlenmistir.
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6.Tartigma

Tedarikgiler iireticilerle uzun vadeli iliskiler kurduklarinda, yeni iiretici bulmak
icin ayirdiklart kaynagi mevcut uzun vadeli iliski kurdugu iireticilerine yatirim
yapmak icin kullandiginda; mevcut iireticilerden daha yiiksek miktarda tekrar
satts hacmi ile yiiksek capraz saus fiyat belirleme imkani yakalamakradirlar. Yani
tedarikgiler yiiksek getiri elde edebilmeketedirler.

Bunun yaninda, tireticiler yeni iirtinler gelistirdiklerinde yeni iiriin icin gerekli
olan tedariki zaten memnun kaldiklar1 uzun vadeli iliskide olduklar tedarikgilerin-
den temin etmek istemektedirler. Bu durum tedarikgilere hi¢ hesaplarinda olma-
yan yeni karlilik firsatlart sunmaktadir. Yeni iiriin tedariki icin yeni ekip kurma-
dan mevcut ekipman ve ekiple devam edebilen tedarikgiler ise, sabit maliyetlerini
biiyiik oranda kargilayabilmekeedirler.

Ayrica, Ar-Ge faaliyetlerinde bagarili olan tedarikgiler rakip tedarikei firmalara ki-
yasla avantaj saglayarak sadece kendi firmalarina 6zel ozellikli bir tedarik mal te-
mini ile iireticilerin kendilerinden baska bir tedarikgiyi tercih etmelerinin &niine
kolaylikla gecebilmektedirler. Temel yetkinligi olan tedarikgi tireticisinin firmaya
ozel tiretim ihtiyacini rahatikla kargilayabilmektedir. Uzun vadeli tiretici tedarikgi
iliskisini siirdiirmek, 6zellikle teknoloji odakli tiretim yapan iireticiler s6z konusu
oldugunda oldukea giictiir. Ciinkii tedarik¢inin yeterince teknolojik gelismeleri
takip edememesi ve tedarikin kalitesi ve talep edileni tam olarak karsilayamamasi
durumunda bu iligki bitmeye mahktimdur.

Ote yandan, uzun vadeli iliski kurmay talep eden tireticiler tedarikgilerinden kisa
vadeli fiyat teklifi alma yoniinde israrcidir. Tedarikgilerin tireticileri tatmin etmek
icin yapacaklart yatirim maliyeti kimi zaman bekledikleri getiriden daha fazla ola-
bilmektedir. Ornegin, otomotiv sektdriinde durum bdyledir.

7.Sonug

Bu ¢alisma, uzun vadeli iiretici tedarikei iligkilerinin tedarikgilerin performansi
{izerindeki etkisini incelemeyi amaglamakrtadir. Ureticiler agisindan uzun vadeli
iliskiye girmek oldukea bircok ¢alismada belirtildigi tizere avantajliyken; tedarikgi
agisindan ayni durum s6z konusu mudur degil midir; test edilmek istenmistir.
Birtakim analizler sonucunda, uzun vadeli iliskilere sahip tedarikgilerin kisa va-

deli olanlara kiyasla satis hacimlerinde arts olsa da bunlar: belirgin bicimde kendi
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karliliklarina yansitamadiklari gortilmistiit. Bunun alt nedeni olarak ise uzun va-
deli iliski kuruldugunda iireticinin pazarlik pay1 yaparken daha dominant tavir-
lar sergileyerek; tedarikgilerinden kisa vadeli iligkilerde olandan daha iyi yani dii-
sitk fiyat teklifleri almalaridir denilebilir. Dolayistyla uzun vadeli iliskileri olan
tedarikgilerin tamamu satig hacminin artmasindan dolay1 kisa vadeli iligkilere sa-
hip olanlara gdre daha karlidirlar denilemez. Eger tedarikei firmalar gelismis biit-
ceye sahip, biiyiik hacimli is yapan ve sektdriin dnde gelen iireticileri ile uzun va-
deli iliskiler kurarlarsa bu durum tam tersi yonde etki olusturmakeadir. Béyle bir
durumda, tedarikgilerin rahatca karliliklarini arttirmalari beklenmekte ve kendi-
lerine stirdiiriilebilir uzun vadeli bir rekabet avantajt saglayarak uzun vadede ha-
yatta kalmalari saglanmaktadir.

Maliyetler géz 6niine alindiginda ise, beklenenle paralel olarak uzun vadeli ilis-
kilere sahip tedarikgiler kisa vadeli olanlara nazaran maliyetlerini daha da azalta-
bilmistir. Uzun vadeli iliskilerin bir faydasi da, iiretim verimliligindeki artisla iki
paydas arasindaki giiven duygusunun gelismesi ve kargilikli bagimliligin aremast
neticesinde; uzun vadede {iretici tedarikgi yakin iligkilerinin siirdiiriilmesinin, iire-
tici ihtiyaglarinin daha iyi anlagilmasi ve daha kaliteli mal tedariki yoluyla hem
iretici hem tedarikgiye daha yiiksek karlilik getirmesidir. Uretici tek tedarikgiyle
uzun vadeli ¢calisuginda tedarikci aramaya ayiracagt enerji ve mesaiyi miisteri ara-

yisina ve pazar hacmini arttirmaya odaklanarak harcayabilmekeedir.

Uretici tedarikgi arasinda uzun vadeli iligkiler kurmanin daha yiiksek kaliteli mal-
lara ve {iretimlere ayni zamanda daha diisitk maliyetlere faydali oldugu gozlen-
migtir. Calisma bulgulari, tedarikgilerin, tireticilerle iyi iligkiler kurmak icin kisa
vadeli iliskiden gok, uzun vadeli iligki kurmay: tercih etmesi gerektigini gdster-
mektedir. Bunun nedeni ise siirdiiriilebilir is stratejilerinin iki taraf agisindan da

verim saglamasidur.

8.Calisma Sinirliliklar:

Calismada, bes yil boyunca belirli iireticilerle uzun vadeli iligkiler siirdiiren teda-
rikgiler ele alinmugstir. Bu iliskilerin nasil gelistigini tam orneklemek miimkiin de-
gildir. Belirli sekedrler degerlendirildiginden ve birkag boyut ele alindigindan ¢a-

lismaya az da olsa bir sinirlama getirmistir.
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SERVICES: AN EVALUATION

OF GLOBAL TRENDS / SOSYAL
PAZARLAMANIN KURESEL SAGLIK
HIZMETLERINDE KULLANIMI:
KURESEL EGILIMLERE YONELIK
BIR DEGERLENDIRME

Ezgi Karatas Yiicel (Dokuz Eyliil University)

Abstract

Social marketing, which enables product, price, distribution and promotion de-
cisions to be taken, implemented and controlled for the acceptance of a social
idea by the society; It affects many areas such as health, education, family plan-
ning, food supply. In this study, based on the idea that social marketing can play
a supportive role in global health services with the COVID-19 pandemic, which
has become a global crisis all over the world, the concept, scope and history of
social marketing are discussed and the elements of the social marketing mix are
exemplified in the context of global health services. In the last phase of the study,

the trends that shape social marketing are discussed from the perspective of glo-

bal health services.

1. Girig

Amerikan Pazarlama Dernegi'nin Ortak Dil Pazarlama Sézligii (2020)’ne gore
sosyal pazarlama, “siyasi fikirlerin ve sosyal nedenlerin pazarlanmasi” seklinde ta-
nimlanmaktadir. Temellerini 1940’ls yillarda sosyal psikoloji, reklam, halkla ilis-
kiler gibi alanlardaki alismalardan alan sosyal pazarlamanin bir kavram olarak
ele alinmast ise Philip Kotler ve Gerald Zaltman'in 1970’li yillardaki ¢aligmala-
rina dayanmaktadir (Bayraktaroglu ve Ilter, 2007, s. 119). Bu ¢aligmada sosyal
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pazarlama “sosyal fikirlerin erisilebilirligini etkilemek icin ele alinan ve tiriin plan-
lama, fiyatlandirma, iletisim, dagitim ve pazarlama arastirmast hususlarini iceren
programlarin tasarimi, uygulanmasi ve kontrolii” olarak tanimlanmaktadir (Kot-
ler ve Zaltman, 1971, s. 5). Yillar icerisinde sosyal pazarlamaya yonelik farkls ta-
nimlar yapilmis olsa da Kotler ve Zaltman'in taniminda yer alan unsurlar tiim

tanimlarda temel olarak yerini korumaktadir (Cheng, Kotler ve Lee, 2011, s. 2).

Sosyal degisim kampanyalarina rehberlik ve yardim etme aract olarak cagdas pa-
zarlama teorisi ve uygulamasinin toplumsal bakus acisi ile uyarlanmasina dayanan
sosyal pazarlama (Dann, 2010), temelinde isletme paydaglarinin zenginliklerini
artirmak yerine toplumun refahina éncelik veriyor olmast bakimindan diger pa-
zarlama tiirlerinden ayrilmakrtadir. Tarih boyunca kiiresel olarak uygulanan sigara
kargiti kampanyalar, kardiyovaskiiler hastaliklardan korunma, HIV / AIDS kam-
panyalari, uyusturucu kullaniminin engellenmesi gibi saglik alaninda pek ¢ok 61-
nekle 6n plana ¢ikmis olan sosyal pazarlama; 2020 Mart ay1 sonrast COVID-19
pandemisi ile birlikte maske kullanimy, kisisel hijyene dikkat edilmesi, sosyal me-
safenin korunmasi gibi énleyici davranislarin vurgulanmasinda yeniden 6n plana
citkmustir. S8z konusu bu yapi icerisinde, kiiresel saglik hizmetleri agisindan sag-
ligin gelistirilmesi, sakatlanmanin énlenmesi, doganin korunmasi, toplumsal se-
ferberlik gibi pek ok acidan ele alinan sosyal pazarlama giderek biiyiiyen bir ca-
lisma alant olarak én plana ¢tkmakeadir.

Bu ¢alismada COVID-19 pandemisinin de bir getirisi olarak giderek 6nem kaza-
nan kiiresel saglik hizmetleri ve kiiresel saglik hizmetlerinde sosyal pazarlamanin
kullanimi ele alinacak olup, dncelikle sosyal pazarlama ve kiiresel saglik hizmetleri
kavramlari tartigilacaktir. Devaminda ise sosyal pazarlamanin kiiresel saglik hiz-

metlerinde kullanimina yénelik gelismis olan egilimler irdelenecektir.

2. Sosyal Pazarlama

2.1. Sosyal Pazarlamanin Tanimi, Kapsami ve Tarihgesi

Akademik bir calismada ¢aligma siireci genel olarak ilk adimda calismada yer ala-
cak terimlerin tanimlanmast, devaminda ise bu terimin uygulandigi alanlarin be-
lirlenmesi, bu terimin diger terimletle olan iliskisinin irdelenmesi ve son olarak
calismanin vurgulayacags 6zel bir alana yogunlasarak bu alan {izerine tahmin-

ler ve baglanular kurulmas: seklinde ilerlemektedir (Wacker, 1998). Bir terimi
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tanimlamak i¢in ise éncelikle ilk kullanimindan itibaren ortaya koyulan tanimla-

rindan yola ¢ikarak biitiinsel bir yaklagim elde edilmesi gerekmektedir.

1970’li yillarin baginda pazarlama alaninda calisan bilim insanlari, klasik pazar-
lamanin Stesinde pazarlamanin yalnizea ticari bir kayg: giiderek ele alinmasina
yonelik cesitli elestiriler ortaya atmus ve bu alanda bir bosluk oldugu gériisiinde
hemfikir olmuglardir. Bu eksikligi tamamlamak konusunda ilk calisma; Kotler
ve Zaltman tarafindan 1971 yilinda pazarlama kavramlari ve tekniklerinin aile
planlamasi, giivenli ara¢ kullanma, birlik gibi sosyal hedeflerin desteklenmesinde
etkili bir sekilde kullanilmasinin miimkiin olup olmadig1 sorusundan yola ¢ika-
rak ele alinmustir. Kotler ve Zaltman (1971, s. 5) bu 6ncii ¢alismalarinda, pazar-
lama analizi, planlama ve kontrol ilkelerini sosyal degisim sorunlarina uygulaya-
rak sosyal nedenlerin nasil daha basarili bir sekilde ele alinabilecegini gostermeye
yogunlagmislardir. Bu dogrultuda sosyal pazarlamayi “sosyal fikirlerin kabul edi-
lebilirligini etkilemek icin ortaya atilan ve iiriin planlama, fiyatlandirma, iletisim,
dagitim ve pazarlama aragtirmas: hususlarmnz iceren programlarin tasarims, uygu-
lanmast ve kontrolii” seklinde tanimlamuglardir. Ayni yil yiiriitillen pek ¢ok aras-
urma da (Kelly, 1971; Mindak ve Bybee, 1971, vb.) giderek sosyal pazarlamanin
klasik pazarlamadan ayr bir calisma alani olarak kabullenildiginin ve kendi teo-
rik altyapisinin olugmaya bagladiginin da isareti olmustur. Bu ¢alismalari destek-
ler nitelikte aile planlamasi, tarim, kadinlara ydnelik tutumlarin degistirilmesi vb.
pek cok alanda &zellikle gelismis iilkelerde sosyal pazarlamanin kullanilmaya bas-
lamast (Donovan ve Henley, 2010), bu konunun sadece teoride kalmayip uygu-

lamada da 6nem kazanacaginin adeta bir gdstergesi olmustur.

Pazarlama aragtirmalarinda tanimsal bir yaklasgim s6z konusu oldugunda siklikla
referans alinan Amerikan Pazarlama Dernegi’nin Ortak Dil Pazarlama Sézlagii
(2020)’ne gore sosyal pazarlama, “siyasi fikirlerin ve sosyal nedenlerin pazarlan-
mast” seklinde tanimlanmaktadir. Kotler ve Zaltman (1971)’in tanimina kiyasla
oldukea temel diizeyde olan bu tanim yalnizca genel bir kapsama vurgu yapmakta
olup sosyal pazarlamanin merkezinde siyasi fikirler ve sosyal nedenler oldugunu
ortaya koymaktadir. Sosyal pazarlamay1 aciklama ve kavramsallagtirma iizerine ya-
pilan ¢aligmalarin neredeyse tamaminda bir tanim elde etme ¢abasina girilmis ol-
dugu goriilmektedir. Bununla birlikte genel gercevesi ayni kalsa da bu tanimlarda
farklilasan noktalar da oldugunu belirtmek gerekmektedir. Andreasen (1994)’e
gore sosyal pazarlamanin genel gecer bir tanimi olamayisinin altinda pek ¢ok ne-

den yatmaktadir. Bu nedenler; (1) sosyal pazarlama (social marketing) kavraminin
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toplumsal pazarlama (societal marketing) kavramu ile karistirilmast, (2) yapilan
tanimlardan yola ¢ikarak sosyal pazarlamanin yalnizca kamu kuruluglart ve kar
amaci giitmeyen kuruluglar tarafindan yiiriitiilebilecek oldugu konusundaki ha-
talt goriisler, (3) sosyal pazarlamanin amacinin “sosyal fikirlerin kabul edilebilir-
ligini” etkilemeyle sinirlamasi seklinde siralanabilir. Bu nedenlerden yola ¢ikarak
arastirmac sosyal pazarlamay1 “ticari pazarlama teknolojilerinin, kisisel refahlarin:
ve pargasi olduklari toplumun kisisel refahini iyilestirmek icin hedef kitlelerin go-
niillii davranglarin etkilemek icin tasarlanmus programlara uyarlanmast” seklinde
tanimlamaktadir. Bu tanimda vurgulanmasi gereken cesitli noktalar bulunmak-
tadur. Ik olarak sosyal pazarlamanin ticari pazarlamanin unsurlarindan yola ¢iki-
larak ortaya atldigint bilmek gerekmekredir. Ikincisi sosyal pazarlamanin teme-
linde davranis degisikligi bulunmaktadir ve davraniglar: temel alir. Bir diger kritik
nokea; sosyal pazarlamanin her zaman bir davranist degistirme degil davranigt et-
kileme 8zelliginin de bulundugunun belirtilmesidir. Son kriter ise; genel itibari
ile goniillii davransglari etkilemeye calisan sosyal pazarlamanin yalnizca pazara de-

gil hedef tiiketicilere ve topluma yarar saglama iizerine kuruldugu vurgusudur.

1985 yilindan 2010 yilina kadar yapilan sosyal pazarlama tanimlarini inceleyen
Lefebvre (2013)’ye gore de Kotler ve Zaltman (1971)’in tanimina daha yakindan
bakilip yillar icinde yapilan tanimlarla kiyaslandiginda sosyal pazarlamay: fikirleri
tegvik etmenin bir yolu olarak kullanmaktan, davranist degistirmek i¢in bir meto-
doloji olarak gdrmeye kadar vurguda ok ciddi bir degisim meydana geldigi acik-
ur. Dolayistyla yillar icinde sosyal pazarlamanin literatiirde ele alinan kapsaminin
oldukca genisledigi belirtilebilir. 2006 yilinda kurulmus olan Ulusal Sosyal Pa-
zarlama Dernegi (National Social Marketing Centre) (2020)’a gore de hangi in-
sanlarla calistlacagina, hangi davransslarin etkilenecegine, bu davranisin nasil et-
kilenecegine ve son olarak basarili olup olunmadigmin nasil élgiilecegine karar
verilmesini saglayan sosyal pazarlama, sistematik bir sekilde ele alinmas: gereken,
davraniglara odaklanan ve bireylere ve topluma fayda saglayan bir yapiya sahiptir.
Bu agiklamalar ve tanimlardan yola ¢ikarak sosyal pazarlamanin “yalnizca birey-
leri degil toplumun faydasint da gdzetmeye yonelik olarak, bireylerin davranis-
larint degistirmek ve etkilemek amaciyla ticari pazarlama taktik ve stratejilerinin
sistematik bir sekilde planlanmasi, kullanimi ve kontroli” seklinde tanimlanmast
miimkiindiir. Ayni zamanda klasik pazarlama yaklasiminda bir pazarlama faali-
yetinin gerceklesmesi icin ortada bir degis — tokus islemi bulunmasi gerekliligi,
sosyal pazarlamada ortada somut bir mal ya da hizmet olgusu bulunmadigs icin
yerini davranis degisikligine birakmaktadir.
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Sosyal pazarlamanin kapsami konusunda tartismalar, sosyal pazarlama uygula-
malari ortaya cikip cesitlendikee daha net bir sekilde ¢izilebilmektedir. Sosyal pa-
zarlamanin hangi alanlarda calisildigina dair yapilan net siniflandirmalardan biri
Kotler ve Lee (2009) tarafindan yapilmis olup arastirmacilar sosyal pazarlamanin
en ¢ok caligildigy alanlarin; HIV, AIDS, kanser, tiiberkiiloz, kalp hastaliklari, ¢o-
cuk felci, akil saglig1 gibi saglik, okula hazirlik, okuryazarlik, yiiksek bir egitim se-
viyesinden mezun olma gibi egitim, erken yasta gebelik, kadinlarin dogurma ko-
nusunda karar verebilmesi gibi aile planlamasi, tarimsal verimlilik gibi gida arz:,
issizlik oranlarinin diisiiriilmesi, is becerisinden yoksun olma gibi istihdam, iflas,
borca girme gibi finansal yonetim, kasirgalar gibi dogal afetler, evsiz kalma, barina-
cak yer bulamama gibi barinma ve duman, aile ici siddet, sug gibi giivenlik alan-
lar1 oldugunu ortaya koymaktadirlar. Kulter Demirgiines ve Ozdemir (2014) de
sosyal pazarlamanin, tiitiin tiiketimini, obezite, gogiis kanseri, HIV, AIDS, seker
hastalig1 vb. vakalari azaltarak sag/iga; alkollii ara¢ kullanmay azaltip emniyet ke-
meri kullanimuni artirarak giivenlige; atiklart azaltma, yaban hayati koruma gibi
faaliyetlerle gevreye; sokak hayvanlarinin barindirilmast ve organ ve kan bagst yo-
luyla sosyal katilima yonelik calisma alanlari yarattugini Kotler ve Lee’nin siniflan-
dirmasini daha giincel 6rneklerle tamamlayarak aciklamaktalardir. Ayni zamanda
sosyal pazarlama uygulama alanlarinin her toplumda farklilik gésterdigini, tilke-
lerin gelismislik diizeyine, okuma yazma oranlarina, icinde yasanilan cografyanin
yapisina, toplumun kiiltiirel aktarimlarina, gevre bilincine vb. gore sekillendigini
belirtmek yerinde olacakuir. Ozellikle COVID-19 pandemisinin de getirisi ola-
rak giiniimiiz kogsullarinda sosyal pazarlamanin tiim diinyada saglik alaninda 6n
plana cikuigint vurgulamak gerekmekeedir. Sosyal pazarlama, pandemi siireci ile
beraber neredeyse yeniden yapilanmak durumunda kalan kiiresel saglik hizmet-
lerinin gerek uygulayicilart gerekse toplumlar agisindan ortaya ¢ikan yeni kosul-
larin benimsenmesi, bireylerin alisageldikleri davranislarini degistirmeleri ve bi-
reysel hareket yerine toplumsal fayday1 gozetmeleri konularinda oldukea genis bir
uygulama alaninda etkili olmaktadir. Bununla birlikte giiniimiiz yasam kosullari
ve kiiresel saglik hizmetleri gibi popiiler bir alanda sosyal pazarlamanin kullani-
mina vurgu yapmadan dnce genel yapust itibari ile giiniimiize gelene kadar olan
gelisimini incelemek daha yerinde olacakur.

Sosyal pazarlamaya yonelik kavramsal destegin artist ile paralel olarak sosyal pa-
zarlamanin uygulandig érneklerin sayisinda da dzellikle 1980’1 yillar itibari ile
ciddi bir artig yasanmustir. Bu uygulama artiglarinin nedenleri su sekilde siralana-
bilir (Egger, Donovan ve Sparktan aktaran Donovan ve Henley, 2010, ss. 8-9):
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*  Davranis bilimcilerin ve saglik alaninda uzman kisilerin bireylerin her ne ka-
dar yapmalar1 gerekenleri degerlendirme konusunda uzman olsalar da, bu ge-
rekli davranglara yonelik bu mesajlari iletme veya davranis degisikligini motive

etme veya kolaylastirma konusunda uzman olmadiklarinin farkina varilmas,

* Ticari alanda pazarlama tekniklerinin gozle goriiniir basarilar elde ediyor ol-
mast ve pazarlama disiplininin, kitle miidahale programlarinin planlanmast ve
uygulanmasi i¢in sistematik, arastirmaya dayali bir yaklagim saglayabileceginin

farkina varilmast,

e Aliskanlik haline déniisen davranislar ile uzun siireli saglik sonuglari arasin-
daki iligkilere yonelik aragtirma bulgularinin, kalp hastaliklari, kanser gibi has-
taliklara neden olabilecek sorunlu davranislart nlemeye yonelik kampanyala-

rin uygulanmasina 6nciilitk etmesi ve

* Yasam tarzi hastaliklarina odaklanmanin, baglangicta bireysel sorumluluk ve
bireysel davranis degisikligine vurgu yapilmasina yol agmasi ve bu degisikli-
gin de beraberinde ticari pazarlamanin bir getirisi olan akiler ozgiir se¢im ile

tutarlt bir goriis olmast.

Bu nedenler dogrultusunda sosyal pazarlamanin, degistirilmesi ya da etkilenmesi
gereken sosyal alani aragtirma, bu alana uygun olacak sekilde pazarlama unsurla-
rint gelistirme ve bu alana ydnelik olarak bireylerle iletisim kurma olmak iizere
tic temel fonksiyonu yerine getirdigi belirtilebilir. Bununla birlikee ticari bir amag
dogrultusunda hareket etmemesi dolayistyla pazarlama unsurlarinin da klasik pa-
zarlama anlayiginda yer alan ve 4P olarak sembolize edilen unsurlara gore ¢esitli

degisimler yasadig bilinmektedir.

2.2. Kiiresel Saglik Hizmetleri Agisindan Sosyal Pazarlamanin
Unsurlar:

Pazarlama karmasi elemanlar1 ve bu elemanlarin kisaltilarak P’ler (P’s) olarak lite-
ratiirde yer almasinin temeli, ekonomi teorilerinde fiyata kargilik gelecek sekilde
P harfinin kisaltma olarak kullanilmasina dayanmakeadr. Ik olarak Jerome Mc-
Charty 1964 yilinda yayinlamis oldugu Temel Pazarlama (Basic Marketing) adli
kitabinda bu konuyu vurgulayarak pazarlamada fiyat ile birlikte belirleyici olan ti¢
diger unsuru tiriin (product), dagium (place) ve tutundurma (promotion) olarak
siralamis ve bu s6z konusu 4 “P” harfi ile baglayan unsurun pazarlama alaninda

tiim caligmalara 15tk tutacagini dne siirerek pazarlama karmast elemanlarini 4P
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olarak belirlemistir (Goi, 2009). Pazarlama alaninda yapilan farkli calismalarda
da, calisma yapilan alana dzgii olacak sekilde P’lerin sayist ve kapsami degisik-
lik gostermekle birlikte, aragtirmacilarin siklikla literatiirde yeni bir ¢aligma alant
tizerine yogunlasuginda klasik pazarlama karmas ile 6ne siirdiikleri kavrama y6-
nelik hazirlanan pazarlama karmasi arasindaki farkliliklari ve benzerlikleri ele al-
diklari, klasik pazarlama karmasini temel alarak 6rneklendirme yoluna gittikleri
bilinmektedir. Bu dogrultuda, ¢alisgmanin bu béliimiinde sosyal pazarlama kar-
mast unsurlari belirli calismalar is1ginda ele alinacakur (Cabrita ve Cabrita, 2013;
Chen, 1996; Donovan ve Henley, 2010; Galan-Ladero ve Alves, 2019; Kotler ve
Lee, 2009; Rieker, 2005; Rothschild, 1979; Wood, 2008).

2.2.1. Uriin

Uriin, bir ihtiyact veya istegi karsilamak icin pazara sunulabilecek herhangi bir
seydir. Giindelik hayatta kullanildigy kargiligs ile “saulmak tizere yapilmus sey, ge-
nellikle endiistriyel bir islemle Giretilen bir sey veya daha az yaygin olarak, cift-
cilik yoluyla yetistirilen veya elde edilen bir sey” (Cambridge Dictionary, 2020)
tanimy, {iriin kelimesi pazarlama bakus acistyla ele alindiginda oldukga yetersiz kal-
maktadir. Cogu kisinin diisiindiigii gibi sadece sabun, dis macunu veya hambur-
ger gibi somut bir teklif degil, fiziksel bir mal olabilecegi gibi bir hizmet, dene-
yim, olay, kisi, yer, mekén, etkinlik, bilgi veya bir fikir de olabilir. Ayni zamanda
ticari bir pazarlama karmasi ele alindiginda iiriin unsuru cesidlilik, kalite, marka
ady, sunulan ek hizmetler, ambalajlama, iiriin 6zellikleri gibi pek ¢ok pazarlama

aracint da icermekee olan bir igletme tasarimidir (Armstrong ve Kotler, 2015).

Sosyal pazarlama agisindan ele alindiginda ise iiriiniin genellikle somut bir yapiya
biirtinmesi miimkiin degildir. Dolayistyla somut bir tiriinden ziyade bazi durum-
larda somut bir iiriinle desteklenebilen bir fikir, hizmet, uygulama olarak daha sik
karsilagilmaktadir ve sosyal pazarlamada ozellikle iiriiniin sunumu ¢ok énemlidir.
Ornegin tiim diinyada AIDS hastaliginin sayisinin artmast ve AIDS vakalarinda
oliim oraninin yiiksek olmasi nedeniyle “AIDSten korunma” diistincesinin be-
nimsetilmesi bir sosyal pazarlama 6rnegi olarak verilebilecekken bu diistince pre-

zervatif kullanimint tegvik etmesi dolayisiyla somut bir iiriinle desteklenen soyut

fikir seklinde ortaya ¢tkmaktadir (Rieker, 2005).

Kotler ve Lee (2009)’ye gore ticari pazarlamada tiriin rakip sirketlerin stratejilerine

gdre konumlandirilirken, sosyal pazarlamada rakip; faaliyeti izleyenlerin mevcut
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davraniglaridir. Bu goriis dogrultusunda tamamen belirsiz bir yapr ile karst kar-
stya kalan yiiriitiictintin tirtin sunumunun tamamen planlanarak ve detaylari be-
lirgin bir sekilde insa edilerek ortaya koyulmasi gerekeigi acikur. Sosyal pazarla-
mada {iriiniin basarili olmasinin altinda yatan neden tiiketicilerin énemli gordiigii
sorunlara bir ¢6ziim saglamasi veya gercekten bir fayda elde edeceklerine ikna ol-
malaridir. Ornegin geng tiiketicilerin sigara titketimini azaltma {iriiniinii tiiketici-
lerin benimsemesi icin sigaray biraktiklarinda daha rahat nefes alacaklari, akranlart
tarafindan daha fazla begenilecekleri, spor faaliyetlerinde daha bagarili olacaklar:
yoniinde alginin artirilabilir. Ayni zamanda bu istenmeyen davranisin maliyetini
artirmak icin vergilerin artirilmast; hem tiiketicilerin 6nemli bir sorununa ¢éziim
hem de maliyet acisindan fayda elde edeceklerine ikna olmalarina sebep olabilir.
Bunula birlikte sigaray: birakmalarina yardimer nikotin sakizlarini ticretsiz temin
ederek sosyal pazarlamadaki fikri Giriinle desteklemek de olasidir. Bu goriislerden
de destek alarak ticari bir tiriin ile sosyal pazarlama tiriinii arasindaki farklari sira-
lamak konunun anlagilmast agisindan faydali olacaktir (Bloom ve Novelli, 1981;

Cabrita ve Cabrita, 2013; Chen, 1996; Rothschild, 1979; Wood, 2008)

e Ticari tirtinlerde “cekirdek tiriin”, davranis degisikligine neden olan satn ali-
min sagladigs faydalari yani “somut iiriin”ii kapsar. “Genisletilmis iiriin” ise
davranis degisikligini desteklemek icin gerekli nesneler ve hizmetlerden olu-
sur. Ticari tirtinler i¢in gercek {iriin somut ve genisletilmis {iriin soyuttur. Sos-
yal pazarlama agisindan saglikla baglanuli olarak 6rneklendirmek gerekirse ise
cekirdek {irin, izleyicinin davranigsi gerceklestirdiginde almay1 bekledigi fay-
dalar (6rnegin, kalp krizi riskini azaltmak), somut iiriin, temel {iriinii elde et-
mek icin benimsenmesi gereken daha spesifik davransslar (6rnegin, diizenli
olarak kan basincini izleme) ve genisletilmis iiriin, engelleri kaldirmak veya
cesaretlendirmek icin herhangi bir somut nesne ve hizmeti ifade eder (6rne-
gin, evde tansiyon izleme ekipmani). Dolayistyla sosyal pazarlamacilar satila-
cak olan fayda (gercek iiriin) yerine destek hizmetlerine ve ¢oziimlere odakla-
narak genisletilmis tiriinii sunmaya odaklanmaktadir.

e Ticari pazarlamada isletmeler genellikle tiriinlerini tiiketici tercihlerine uygun
olacak sekilde rengini, seklini, tasarimini degistirme konusunda esnek dav-
ranabilir. Sosyal iiriinler ise esneklik sansina genelde sahip degildir. Ornegin
“meme kanseri riskini azaltmak i¢in yilda bir kere tarama yapilmasi”na yone-
lik sosyal iirtinii, tiiketiciler yaklasik ii¢ yilda bir gidiyor diye “meme kanseri
riskini azaltmak icin ti¢ yilda bir kere tarama yapilmast” seklinde degistirmek
miimkiin degildir.
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e Sosyal iiriinler ticari {iriinlerden daha karmagstkur. Ornegin tiiketicilerin go-
cuklari susadiginda bir markete girip su satin almast rutin bir satn alma dav-
ranigi ve oldukga basit bir yapida olmasina ragmen kirsal ve su sikintist ge-
ken kesimde yasayan bir annenin evde oral rehidrasyon ¢dziimii yapmak icin
ne kadar tuz ve seker kullanacagini hatrlayarak yeni bir formiil grenmesi ve
sonra ishal nébetleri sirasinda zayif ve hasta bir ¢ocuga bu ¢6ziimii uygula-

mast oldukca karmagiktir.

*  Sosyal iirtinler, ézellikle bazi hedef pazarlar agisindan oldukga tartismali olabil-
mekte iken ticari tiriinlerde ise en sert tepki olarak tiiketicinin tercihleri dog-
rultusunda herhangi bir fikir beyanina gerek duyulmaksizin satin alim yap-
mama seklinde olabilmektedir. Ornegin bir tiiketici ambalajini begenmedigi
bir tiriinii satin almama yoluyla ticari iiriine tepkisi belli edebilecekken, CO-
VID-19a karsi gelistirilen agilarin tiim tiiketicilere uygulanmasi seklinde bir

sosyal tirtin beraberinde pek ¢ok tartisma dogurmakeadir.

e Ticari iiriinlerde iiriinlerin faydali yonleri 6ne plana ¢ikarilmakta ve bu faydali
yonler araciligiyla tiiketicinin {iriine karsi pozitif bir alg: gelistirmesine yonelik
calisimakta iken sosyal pazarlamada ise genellikle tiriiniin olast zararlar1 vur-
gulanarak negatif bir alg: gelistirilmektedir. Ornegin, bir isletme probiyotikli
cay iirettiginde bunu kullanan kisilerin elde edecegi saglik faydalarini vurgu-
lamakta iken tiiketicilerin daha sagliklt olmalar: icin obezite ile miicadele sek-

linde bir sosyal iiriin beraberinde “daha az yemek yiyin”, “yagli tiriinler yeme-

yin” seklinde ifadeler icermekete dolayisiyla negatif yonii agir basmakeadir.

2.2.2. Fiyat

Daha 6nce de belirtildigi {izere pazarlama unsurlarinin terminolojiye eklenmesinde
ctkis noktast ekonomi alaninda siklikla fiyatin P ile sembolize ediliyor olmasidir.
Ekonomi terimi olarak fiyat; “belirli bir iriinii elde etmek icin 6denmesi gereken
para miktar1” olarak tanimlanmaktadir. Ayni zamanda insanlarin bir {iriin i¢in
6demeye hazir olduklari miktar {iriiniin degerini temsil etmekte dolayistyla fiyat
bir deger dlciisii olarak degerlendirilmektedir (The Editors of Encyclopaedia Bri-
tannica, 2018). Pazarlama terminoloji agisindan ele alindiginda ise fiyat “bir iiriin
veya hizmet icin tahsil edilen para miktar1 veya miigterilerin tirtinii veya hizmeti
almanin veya kullanmanin yararlari i¢in takas ettigi degerlerin toplam1” seklinde
tanimlanmaktadir (Armstrong ve Kotler, 2015, s. 294). Pazarlama karmast eleman-

lar1 arasinda diger tiim unsurlar maliyet yaratmakta iken gelir getirmesi agisindan
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fiyat unsuru farklilagmakrtadir. Ayni zamanda diger pazarlama karmasi elamanla-

rindan daha esnek bir yapiya sahip oldugu diisiiniilmektedir.

Sosyal pazarlama perspektifinde ise fiyat, titketicinin yapmasi veya 6demesi gere-
ken seyi ifade eder. Dolayisiyla ticari pazarlamanin para aracihig; ile 6deme yapma
fonksiyonuna ek olarak yani finansal ¢cabaya ek olarak siire, emek, zaman, enerji
gibi kaynaklar fiyat sayilmaktadir. Ornegin COVID—-19 pandemisinde hijyen ku-
rallarina uymaya yonelik bir sosyal pazarlama faaliyeti icin maske, dezenfektan,
hijyen malzemelerine 6denen iicret, tiiketicilerin bu iiriinlere ulasmak icin en ya-
kin eczaneye gitmesi ya da elektronik kanallarla verilen siparislerde kargonun gel-
mesini beklemeleri i¢in gegen zaman, dogru el yikama, dogru maske secimi gibi
hususlar1 6grenmek icin harcadiklari ¢aba, evde kalarak ve sosyal cevreleri ile go-
rissmeyerek hissettikleri psikolojik maliyet, saun aldiklart {irtinleri dezenfekte et-
meden kullanamama dolaystyla yasadiklar: fiziksel rabatsizlik gibi tim maliyetler
davranis degistirmeye yonelik olarak gerceklesen bir sosyal tiriine kars1 6dedikleri

fiyat olarak ele alinmakeadir.

Uriin pazarlamasinda oldugu gibi, sosyal pazarlamada da maliyetler bireyin fay-
dalarindan daha agir basarsa, sunulan sosyal iiriiniin algilanan degeri diisiik olur
ve benimsenmesi olast degildir, ancak faydalar maliyetlerinden daha yiiksek ola-
rak algilanirsa, deneme ve benimsenme sansi ¢ok daha fazla olacakur. Ayni za-
manda sosyal pazarlamada, maliyetler genellikle kisa vadeli ve kesin, faydalar ise
genellikle uzun vadeli ve daha az kesindir. Ornegin, sigaray1 birakmanin fiziksel
olarak vazge¢me maliyetleri aninda ve kesin olsa da akciger ve girtlak kanseri ris-
kinin azalmasi gibi saglik yararlar1 uzun vadelidir ve bu yararin elde edilecegi de
kesin degildir. Sigarayr birakmis olsa da kisi uzun yillar sonra bu kanser tiitle-
rine yakalanabilir. Dolayistyla sosyal pazarlamada fiyatlandirma iiriin pazarlama-
stna gore daha zordur ve tiiketiciye davranis degisikliginin sonucunun fayda agi-

sindan deger yaratacagini ortaya koyacak fiyat teklifleri sunulmast gerekmekeedir.

2.2.3. Dagitim

Dagitim, “perakende magaza, posta yoluyla, siber uzay vb. gibi aligverisin gercek-
lestigi konum”dur. Ticari bir {iriin i¢in isletmenin verecegi dagiim kararlari yal-
nizca bir dagitim noktast segmeyi degil, tirtinle ilgilenecek perakendeci, distri-
biitor, toptanct sayisini ve kanalda ne tiir aracilarin yer alacagini, yer kararlariny,

fiziksel dagim (nakliye ve teslimat) hakkinda diistinmeyi ve miisterilerin {iriini
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satin almast icin en uygun yeri bulmay icermekeedir (Oztiirk, 2018, s. 10). Sos-
yal dagitim, somut bir {iriinden ziyade sosyal bir davranista bulunma fikrini ve/
veya bu tiir davranislarda bulunacak bir yeri ve bu dogrultuda istenen davrani-
sin elde edildigi fiziksel konumu, bu konumun erisilebilitligini, rahathigini, ca-
lisma giinlerini ve saatlerini de dikkate alarak ortaya ¢ikarmalidir. Sosyal pazar-
lamacilar en iyi tasarlanmis programlarin bile gerekli tiriin ve hizmetlere kolayca
erisilemediginde basarisiz olabilecegini kabul etmektedir. Bu nedenle dagitimin
sosyal pazarlamada amaci pazarin hedeflenen davranisa girmesini ve herhangi bir
tiriin ve hizmete erismesini miimkiin oldugunca rahat ve keyifli hale getirmektir.
Sosyal dagium tiiketici istek ve ihtiyaglarina yonelik olarak dogrudan olabilecegi
gibi dolayli da olabilmektedir. Ayni zamanda sosyal dagitim segeneklerinden ba-
zilart COVID-19 kapsaminda tiim diinyadan drneklerle su sekilde belirtilebilir:

e Fiziksel konum: COVID-19 testi yapan tiim saglik merkezleri,

o Telefon: Saglik Bakanligi ALO 184’ten COVID-19 destegi alinmast,

e Mobil birimler: COVID-19 Bilgisayarli Tomografi Konteynetlari,

*  Arabaya servis: Birlesik Devletlerde bulunan COVID-19 arabaya servis noktalari,

* Eve teslimat: Avusturalya Hiikiimeti'nin COVID-19 pandemisi boyunca sag-
lik hizmetlerini ve gerekli durumlarda ilaglart eve teslimat yapmast,

*  Migterilerin aligveris yaptug1 noktalar: Aligveris merkezlerinin girisinde ateg ol-

¢imii ve HES kodu sorgulamast yapilmas,

* Kiosklar: Texas'ta ve Seattleda tarama kiosklarinda COVID-19 testi yapilmast.

2.2.4. Tutundurma

Tutundurma kisaca “satict, potansiyel alict ve diger kisiler arasinda bilgi aktarimi
stireci” olarak tanimlanabilir. Diger bir deyisle tutundurma “isletme tarafindan
miisteriler ve diger paydaglarla iletisim kurmak icin kullanilan araclar’dir. Hedef
pazart ile saglikli bir iletisim kurmak isteyen isletmelerin; bu pazarlari dogru ta-
mimalari, pazardan beklentilerini, pazara yonelik hedeflerini ve bu hedefler dog-
rultusunda olas: tepkileri dogru belirlemeleri, iletisimin tasartmu ve iletisim kana-
linin segimini konusunda dogru ¢alismalar yiiriitmeleri, geribildirim toplayip, bu
geribildirimlerden yola ¢ikarak élciimler yapabilmeleri ve iletisimi engelleyen fak-
torleri ortadan kaldirabilmeleri beklenmektedir (Ekiyor ve Altan, 2020, ss. 173—
174). Ayni zamanda isletmenin reklam, kisisel satis, halkla iligkiler, satis gelis-

tirme ve dogrudan pazarlama seklinde siralanan tutundurma karmast elemanini/
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elemanlarinin hangisini/hangilerini kullanacagina ve bu elemanlari nasil kullana-

cagina dair kararlari da biiyiik bir 6nem tagimaktadir.

Tutundurma konusunda sosyal pazarlamacilarin ticari pazarlamacilara gore pek
cok acidan zorluklar yasadig: bilinmektedir. Kar elde edilmedigi icin tutundur-
maya bir fiyat deme konusu sosyal pazarlamacilari en ¢ok zorlayan kistmdir. Bu-
nunla birlikte zaman zaman bir {iriin i¢in davranis degisikliklerine yonelik olarak
ticari bir tiriintin kullanimini birakma veya kullanimini azaltmaya yonelik me-
sajlar vermeleri gerekmekte dolayisiyla da mesajlarinin igerigi ile ilgili kisitlama-
lar yasamaktadirlar. Ornegin dis sagligina yonelik olarak asitli igeceklerin titketi-
mine yonelik bir mesaj vermek icin asitli icecek {ireticileri ile karst karstya kalan
sosyal pazarlamaci belirli kisitlara tabi olabilmektedir. Ayni zamanda sosyal {iriin-
lerin alinmasinin davranus degisikliklerine yol aacagi diistiniildtigiinde bireylerin
davranglarint degistirmemek konusunda yatkin oldugu bilinmekte ve tiiketicile-
rin ikna edilmesine yonelik olarak pek ¢ok mesajin ayni anda verilmesi gerekebil-
mekte dolayistyla mesajlar uzadik¢a mesajin etkinligi diigmekee, tiiketicilerin ilgisi
dagilabilmektedir. Ayni zamanda giderek artan geleneksel olmayan yeni medya
kanallarinin heniiz ticari pazarlama etkinliklerinde dahi verimli kullanimi konu-
sunda oldukga fazla soru isareti varken, sosyal pazarlamacilarin da bu alanda ek-
sik kaliyor olmast da énemli sorunlarin basinda gelmektedir. Burada sz konusu
geleneksel olmayan medya kanallar1 YouTube, Facebook, Twitter, bloglar ve sos-
yal ag gruplart gibi sosyal medya, sergiler ve sokak tiyatrosu gibi kamu sanati,
web siteleri ve e-postalar: igeren diger elektronik ortamlar, sarkilar, film senaryo-
lari, televizyon programlari ve video oyunlari gibi popiiler eglence medyast sek-

linde siralanabilmektedir.

Ticari pazarlama karmast ile karsilastirmali olarak ele alinan bu yaklagimla bir-
likte cesitli kaynaklarda; tirtin yerine teklif (purpose), dagium yerine platform
(platform) kavramlarinin kullanildigint ya da insan (people), performans (per-
formance), kaulim (participation) gibi ek P’lere yer verildigi ve bu P’lerin pazar-
lama karmasini sosyal pazarlama agisindan ele alma konusunda oldukea bagarili
oldugu goriilmekredir. Ozellikle bu konuda McAuley (2014)’in yaklagimi {iriin
yerine sosyal teklif (social proposition), fiyat yerine ilgilenim maliyeti (cost of in-
volvement), dagitim yerine ulagilabilirlik (accesibility), tutundurma yerine sosyal
iletisim (social communication) kullanilmasina yonelik énerilerin sosyal pazarla-
manin kavramsal gelisimine destekleyici oldugu ve ticari pazarlamadan farklilag-

g1 nokralara daha dogru vurgu yapug: diisiiniilmektedir.
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3. Sosyal Pazarlamanin Kiiresel Saglik Hizmetlerinde Kullanimi:
Kiiresel Egilimlerin Incelenmesi

Daha 6nce de ele alindigy {izere sosyal pazarlama saglik, egitim, aile planlamasi,
gida arzi, istihdam gibi pek ¢ok alanda drnekletle bireylerin karsisina ¢tkmakea-
dir. Ozellikle belirtmek gerekir ki vurgulanmasi gereken sosyal igerigin toplumda
ilgilendirdigi kesimlere yani hedef pazarina, bu pazarin biiyiikliigiine ve pazardaki
bireylerin 6zelliklerine, ele alinmasi gereken fikrin veya degistirilmesi gereken dav-
ranugin aciliyetine, sorunun yayilma siiresine vb. pek ¢ok kritere gore sosyal pazar-
lamanin icerigi, pazarlama karmasinin yapist ve kullanilan pazarlama stratejileri
tamamen farklilasmaktadir. Ornegin sigara titketimini azaltma amaciyla ortaya ¢i-
kan sosyal pazarlama faaliyeti ile erken yagsta gebelik konusunda ortaya ¢ikan bir
sosyal pazarlama faaliyetleri kargilastirildiginda tamamen farklt pazarlama planlar:
hazirlanmasi gerektigi ortadadir. Benzer sekilde bir salgin hastaligin endemik (bir
hastalik etkeninin bir cografi alanda veya popiilasyonda yaygin varlig1), epidemik
(bir hastalik veya saglikla ilgili durumun bir toplumda beklenenden fazla gozlen-
mesi) ve ya pandemik (bir epideminin ¢ok fazla insani, iilkeyi ve kitay: etkile-
mesi durumu) olmast (Aslan, 2020, s. 36) da bu salgin dolaysiyla yapilacak olan
sosyal pazarlama faaliyetlerinin biiyiikliigii, isleyisi, pazarlama karmast unsurlart
gibi pek ¢cok konuda farkliliklari da beraberinde getirecektir. Bu baglamda 2020
yilt Mart ay1 itibari ile yasanan pandemiyi ele alan sosyal pazarlama faaliyetlerinin

kapsam olarak kiiresel bir yapiya biiriinmesi gerektigi ortadadir.

Endiistriyellesme ve pazarlama anlayiglarinin gelismeye basladigr 1900’11 yallar-
dan itibaren diinyada 5 biiyiik pandemi ortaya ¢ikmistir. Bu pandemilerden ilki
1918 — 1919 yillarinda ortaya ¢ikan Ispanyol Gribi olup Biiyiik Influenza Pan-
demisi olarak adlandirilmaktadir. Yaklagtk 50 milyon kisinin éliimiine neden ol-
dugu disiiniilmektedir. Bu pandeminin ve I. Diinya Savast’'nin da etkisiyle iilke-
lerde ekonomik dengelerin de alt tist oldugu, gelir diizeylerinin diistiigii, egitimin
sekteye ugradigi bilinmektedir. Ayni zamanda tiim diinyada hem pandemi hem
savagin etkisi ile 6zellikle ABD'de geng erkeklerin dliimii ile ciddi bir istthdam
problemi yasanmistir. Bu donemin sonunda ise gerek kadinin calismasina ydnelik
sosyal pazarlama faaliyetlerinin etkisi ile gerekse toplumsal ayaklanmalarla birlikte
kadinlarin isgiiciindeki yerinde ciddi bir artis yaganmustir. Ikinci pandemi 2003
SARS salgint olup 21. Yiizyilin ilk 6liimciil bulagter hastaligs olarak tarihte yer bul-
mustur. Ozellikle viriisiin goriildiigii tilkelerde turizm, havayollart ve perakende-

cilik sekedrlerinde ciddi sorunlari beraberinde getirmis, kiiresel capta arz — talep
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dengelerinin degisimine neden olarak ithalat — ihracat yapan isletmelerin etkilen-
mesine neden olmustur. Ugiincii pandemi 2009 — 2010 HIN1 (Domuz Gribi)
Salgini olup Meksikada domuzlardan insanlara gecen bir viriisiin tiim diinyada
etkili olmasi ile pandemi ilanini beraberinde getirmistir. Meksika halkinin saglik
konusunda bilincinin diisitk olmast sebebiyle yayilma hizinin artugy distiniilen
bu grip, saglik bilincini arturmaya yonelik etkili bir sosyal pazarlama faaliyetinin
ne kadar 6nemli oldugunu bir kez daha gostermektedir. Yine bu salginla birlikte
saglik, turizm, tarim, egitim gibi pek ok sektoriin sekteye ugradigi bilinmektedir.
2014 yilinda Bat Afrika tilkelerinde etkili olan Ebola Viriisii Pandemisi 1900’ler
sonrast goriilen dordiincti pandemidir. Bu pandemide yiiksek 6liim oranlarinin
en biiyiik nedeni salgmnin griildiigi tilkelerde az gelismis bir yapinin hakim ol-
mast ve bu yapt nedeniyle saglik altyapisinin yetersiz, saglik hizmetlerinin eksik
olmasidir. 1900'den sonra goriilen son pandemi ise 2020 yilinda ortaya ¢ikan
COVID-19 Pandemisi'dir (Aslan, 2020; Grennan, 2019; MPHOnline, 2020).

Diinya Saglik Orgiitii (2021) tarafindan 13.01.2021 itibari ile diinya genelinde
90.335.008 onaylanmus vaka ve 1.954.336 6liim sayusi ile diinya genelinde bir
kriz ortami yaratan bu pandeminin diger pandemilerden, diinyada artan hareket
edebilirligin de beraberinde getirdigi sekilde daha hizli yayiliyor oldugu ve yayillma
hiziyla birlikte neredeyse tiim diinyada kargilagilmis olmast ile ayrildig diisiiniil-
mektedir. Genel baglamda pandemilerin 6zelliklerini saymak gerekirse, bu 6zel-
liklerin genis bir cografi alana yayilma, hastaligin seyri, daha énce kargilagilmamis
(yeni) olmasi, ciddiyeti, yiiksek yayilma oranlart ve gogalmast, minimum niifus
bagisikligt ve bulagicilik ve etkililik oldugu séylenebilir. COVID-19 salgini tiim
bu 6zelliklere sahiptir. Yeni bir viriis tiirii olarak hemen hemen tiim iilkelere ya-
yilmus olup, ézellikle yaslt hastalar ve baska bir kronik hastalig1 olanlar tizerinde
oSliimciil etkiye sahiptir. S6z konusu bu pandemi siirecinde ise saglik / hastalik
olgusu yalnizca kisisel, biyolojik bir sorun olmaktan ¢ikmis, ayni zamanda siyasi,
ekonomik, toplumsal ve teknolojik bir sorun haline gelmistir (Bostan, Erdem, Oz-
tiirk, Kili¢ ve Yilmaz, 2020). Ayni zamanda ayakta tedavi polikliniklerinin kapa-
ulmasi, kanser disinda ve acil olan ameliyatlar hari¢ tiim operasyonlarin durdu-
rulmasi, hastanelerde pek ¢ok noktanin vakalara ayrilacak hale donistiiriilmesi,
saglik acisindan giivenlik uygulamalarina iliskin noktalara hassasiyet gosterilmesi
gibi pek ¢ok dnlemin saglik hizmetlerinin genel isleyis ¢ergevesinin disina ¢iktigin
gosterdigi ortadadir (Spinelli ve Pellino, 2020). Ayn: zamanda bu stradisilik tiim
diinyada saglik hizmetlerinin neminin yeniden anlagilmasina neden olmustur.
Bireyler saglik hizmetlerinden giinliik aliskin olduklar: sekilde yararlanamadikea,
bu hizmetlerin yagamlarinin 6nemli bir parcast oldugunun ayirdina varmuglardir.
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Kaliteli ve kapsamli saglik hizmetlerine erisim sagligi gelistirmek ve saglikli ya-
piy1 stirdiirmek, hastaliklara karsi 6nlem almak, hastalik oldugunda hastalikla il-
gili siireci ydnetmek, sakatlik, erken 6liim, kaza vb. riskleri azaltmak ve tiim bi-
reyleri saglik anlaminda esit kogullara ulastrabilmek agisindan oldukca dnemlidir.
Gelismis iilkelerde saglik hizmetlerine erisim konusunda bireyler daha az sorun
yasamakta ve daha esit haklara ve kosullara sahip olmakta iken gelismekte olan
iilkelerde ayn: durum miimkiin olmamaktadir. Bireyler kimi zaman imkanlari ol-
madigi icin kimi zaman ise saglik hizmeti hakkinda yeterli bilgiye sahip olmadig
icin yeterli saglik hizmeti alamamaktadir. Bireysel olarak saglik sorunu yagamanin
disinda daha 6nce vurgulandigs gibi rutin kanser taramasi yaptirmak, bebeklerde
anne siitiintin énemi, erken gebeligi 6nleme, aile planlamasi, sigara tiiketimini
azaltmak gibi pek ¢ok saglik sorununun ¢dziilmesine yardimet olabilecek sosyal
pazarlama faaliyeti yiiriitiilmekte olup bu faaliyetler olduke¢a biiyiik nem tasi-
maktadir. Bu dogrultuda, sosyal pazarlama, bireyleri saglikli davranisa yonlendir-
mek i¢in yaygin olarak kullanilmaktadir. Sosyal pazarlamacilar, kitle iletisim arag-
larina dayali ok cesitli saglik iletisimi stratejileri kullanarak, saglik calisanlari gibi
aracilarla yiiz ytize uygulamalar yaparak, agizdan agiza pazarlama, kisileraras: ileti-
sim, kliniklere, duraklara vb. mesaj yerlestirerek ve diger iletisim bigimlerini kul-
lanarak sosyal pazarlama planlari ¢ergevesinde sayisiz uygulama araciligs ile saglik
hizmetlerinde genis bir uygulama alanina sahiptir (Evans, 20006).

Tiim bu uygulama alanlar: ile birlikte kamu saglig1 acisinda ele alindiginda sosyal
pazarlamanin kullanimina dair gelismeler incelendiginde, 6zellikle pandemi déne-
minin de tim diinyada saglik konularinda ortak hareket etme zorunlulugunu da
ortaya ¢ikarmasi dolayisiyla, artik saglik hizmetlerinin tiim diinyada biitiinsel bir
yaklasimla ele alinmast gerekliligi acik bir sekilde goriilmektedir. Cheng, Kotler
ve Nancy (2011)’e gore kiiresel baglamda sosyal pazarlama 10 egilim saglik hiz-
metlerine yon vermekeedir. Bu egilimleri asagidaki gibi siralamak miimkiindiir:

1. Saglik Hizmetleri igin Kiiresellesme Egilimi: Sosyal pazarlama temelleri pek ok
pazarlama uygulamasinda oldugu gibi Amerikada yaganan gelismeler ve bu-
rada yapilan aragtirmalara dayanmakeadir. Baglangicta gelismis tilkelerde uygu-
lama alanina sahip oldugu diisiiniilmekte ve biitge kisitindan dolay1 6zellikle
gelismekee olan iilkelerde uygulamasinin zorluklari ele alinmakeadir (Fox ve
Kotler, 1980). Ancak ézellikle giiniimiizde tiim diinyada hareketliligin gecmis
dénemlerine gore artst ile birlikte saglik sorunlarinin kiiresel bir yaklagimla
ele alinmadigy siirece basarili bir sekilde ¢dziilemeyecegi, bir iilkede yer alan
saglik sorununun gok kisa siirede diger iilkelere hatta diinya geneline yayila-
bileceginin en belirgin 6rnegi COVID-19’un yayilimi ile gériilebilmektedir.
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Dolayistyla sosyal pazarlama uygulamalari ve basarili sosyal pazarlama kampan-
yalart tiim diinyada bulunabilmekte olup sosyal pazarlama faaliyetlerini halk
sagligina uygulamada akdif olan iilkeler, ekonomik ve teknolojik gelisme dii-
zeylerinde farklilik gostermekee ve saglik uygulamalarinda sosyal pazarlamanin
entegrasyonu konusunda sosyal, kiiltiirel ve yasal kosullar1 ercevesinde hare-
ket etmektedirler.

2. Tiim Yonlerde Entegre Hareket Etme: Sosyal pazarlamaya dair literatiirde yer alan
calismalar incelendiginde hiikiimetlerin ve kar amact giitmeyen kuruluglarin
agirlikli olarak faaliyetlerini uyusturucu kullanimini engelleme, gocuk isci ca-
listirma gibi kotii davranislar: engellemeye yonelik, toplumun alt tabakalarinda
yer alan bireylerin davranislarini degistirmeye déniik caligmalar yiiriittiikleri
goriilmektedir (Andreasen, 20006). Saglik hizmetlerinin yayilimi incelendiginde
ise toplumun iist gelir tabakasinda yer alan bireylerin saglik hizmetlerinden
daha fazla faydalanabildigi goriilmektedir. Bununla birlikte bireylerin davra-
nis degisikliklerinde 6zellikle yakin arkadaglar, sosyal siniflari, isyeri ve okul-
larinda yer alan akranlarindan etkilendikleri bilinmektedir. Bu gdriisten yola
cikarak saglik hizmetlerinde kiiresel bazda egilimlerin yalnizca tek bir yon-
den degil toplumun her kesimini kapsayacak sekilde ve bireylerin gevrelerin-
den destek alabilecegi sekilde evrilmeye dogru gectigini sdylemek miimkiin-
diir. Ayni zamanda sosyal pazarlama gercevesinde ele alindiginda bir davranus
bozuklugunda da yalnizca bu davranisa neden olan kesime yonelmek (6rne-
gin obeziteye yonelik bir sosyal pazarlama faaliyetinde yalnizca fast-food yiye-
cek tiretenlere kargt bir pazarlama stratejisi gelistirmek) dogru olmayacag gibi
yalnizca bireyin kendisine yonelmek de (bireyi siirekli yiyeceklerine dikkat et-
mesi, hareket etmesi konusunda uyarip kendini su¢glamasina neden olmak) da
dogru bir pazarlama stratejisi degildir. Bireylerin yakin cevresinden etkilendi-
gini bilerek hem yakin cevresine, hem bireyin kendisine hem de iireticilerin
daha saglikli iiriinler {iretmesine déniik ii¢ tarafin da davranis degistirmesine
neden olacak ¢oziimlere ihtiya¢ duyulmaktadir. Hem iireticilere, hem tiike-
ten bireylere, hem de bireylerin ¢evresinde bulunanlara ydnelik kampanyala-
rin gelistirilmesi 6nemlidir.

3. Ortakliklar Insa Etmek: Genellikle tek bir kar amact glitmeyen kurulusun tiim
saglik talep edenleri kapsayacak sekilde bir calisma yiiriitebilmesinin miimkiin
olamayacagi tahmin edilebilir bir durumdur. Bu diistince literatiire o kadar
hakim olmustur ki, kimi kaynaklarda sosyal pazarlama karmasinda 4P’ye ilave
olarak ortaklik (partnership) eklendigi de goriilebilmektedir (Cheng ve diger-
leri, 2011; Donovan ve Henley, 2010; Duane ve Domegan, 2019; Weinre-
ich, 20006). Sosyal pazarlamacilar, obezite ve salginlar gibi daha karmasik sosyal
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sorunlarla, farkli seviyelerde birden ¢ok akeédrle etkilesim kurmaya devam et-
tikge sosyal pazarlama ortakliklarinin hem kapsam (uygulama durumunun
anlagilmasi, sosyal pazarlama ortakligini bagarili kilan fakedrler) hem de ige-
rik (sosyal pazarlama ortakliklarini nelerin olusturduguna dair teorik bir an-
layis) agisindan daha iyi anlagilimas: beklenmektedir (French, Russell-Bennett
ve Mulcahy, 2017).

. Sosyal Pazarlama Cabalarin: Destekleyecek Kurumsal Sosyal Girisimlerin Artige:
Miisteriler, topluluklar, calisanlar, hitkiimetler ve hissedarlar giiniimiizde pay-
das olduklart isletmelerin sosyal agidan sorumlu olmalari yoniinde oldukga bas-
kict davranmakeadirlar. Pazarlama anlayisinin cagdas pazarlama anlayisindan
toplumsal pazarlama anlayisina dogru degisimine de neden olan bu bask: ile
beraber isletmeler siklikla sosyal pazarlama faaliyetlerini desteklemeye yonel-
mektedirler (Hess ve Warren, 2008). Onceki yillarda yalnizca nakit bagssla-
mak seklinde gerceklesen kurumsal sosyal sorumluluk baglaminda degerlendi-
rilen bu etkinlikler gerek paydaslarin baskist gerekse isletmelerin bulunduklar:
pazarda yerlerini korumada bir giivence sayilmasi bakimindan daha etkin kul-
lanilmaya baslanmustir. Topluluk projelerine dogrudan dahil olma, nakit dist
kaynaklar saglama (isgticii, mekan, fikir, iletisim mecrasi vb.) gibi pek ¢ok ara¢
isletmeler tarafindan kiiresel hizmetlerin iyilestirilmesinde seferber edilir du-
ruma gelmektedir.

. Pazarlama Karmasini Entegrasyonu ve Gelistirilmesi: Calismanin dnceki bs-
liimlerinde vurgulandig tizere etkili bir sosyal pazarlama plani yapabilmenin
en 6nemli noktasi pazarlama karmast elemanlarinin birbirleri ile entegre bi-
¢imde ele alinmasidir. Ozellikle saglik hizmetlerinin pazarlanmasinda, bu isin
yalnizca duyurum yapmaktan ibaret oldugu diisiincesi pazarlama etkinlikleri-
nin basarisizlikla sonuglanmasina neden olacakur. Bununla birlikte gerektigi
zaman mevcut pazarlama karmast elemanlarina (4P) yeni unsurlar eklenmeli,
bu unsurlarin da diger unsurlarla etkilesim halinde devreye girmesi saglanma-
lidir. Ornegin gocukluk dénemi asilamasina yonelik sosyal pazarlama faaliyet-
lerinde ticari pazarlama karmast unsurlarina ek olarak insan (people) unsuru
da ele alinip planlanmalidir. Asi uygulamasini gerceklestirecek olan saglik ca-
lisanlarinin bir unsur olarak plana dahil edilmemesi énemli bir hata olacakur.
Benzer sekilde ortaklik (partnership) unsuru eklenerek agi iireten igletmeler,
agtlama yapilabilecek hastaneler de énemli bir unsur olarak degerlendirilebi-
lir. Ebeveynlerin ¢ocuklarina ast uygulanmasina ikna edilmeleri, gocuklarin:
astya getirmeleri, agilarin uygulama noktasina getirilmesi, ag1 takviminin be-
lirlenmesi gibi pek ¢ok islem ise siire¢ (process) unsuru i¢inde yer almakeadir.
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Dolayistyla bu uygulamalar egliginde hazirlanacak bir sosyal pazarlama prog-
raminin birbirine entegre hareket eden 7P’den olugmast gerekmekeedir.

6. Cesitli lletisim Tiirlerinin ve Medyanin Entegrasyonu: Sosyal pazarlama faaliyetle-
rinin bagarili olabilmesi i¢in hedef pazarin bulunabilecegi her alanda isletmenin
de yer almast ve isletmenin bireylerle iletisim halinde olmasi gerekmekeedir. Tek
bir mecra tizerinden yiiriitiilen pazarlama faaliyetlerinin bireylere ulasma sanst
diigiiktiir. Dolayistyla sosyal pazarlamacilarin da upki ticari pazarlamacilar gibi
mutlaka farkls iletisim tiirlerini kullanmalari gerekmekredir. Ornegin kadinla-
rin meme kanserinden korunmak icin belirli araliklarla kontrole gitmelerine y&-
nelik bir sosyal pazarlama faaliyetinin yalnizca televizyon reklamlarr araciligy ile
duyurulmasi televizyon izlemeyen bireylerin bu faaliyetten habersiz kalmasina
neden olacakur. Ayni sekilde yiiz yiize goriisme yapildig1 varsayilirsa béyle bir
durumda da yalnizca belitli bir siire icerisinde kampanya yiiriitiilecegi icin go-
riigmeciler ksitlt bireye yiiz yiize ulasma sansi bulacaktir. Ancak bu etkinlikleri
basilt medyada, televizyonda, ulusal kutlamalar gibi etkinlik alanlarinda, hastane
bekleme salonlarinda, yiiz yiize goriismelerde vb. her bir alanda o alana 6zgii du-
yurumlarla destekleyerek ¢ok daha basarili sonuglar elde edilecegi tartisiimazdir.
Onceki yillarda geleneksel medya (televizyon, gazete, radyo, sinema, billboard-
lar vb. kullanimi), geleneksel olmayan medya (bilgisayar masaiistii setleri, ma-
saiistii duvar kigytlar, plastik bardaklar, posterler, tisortler ve satin alma noktas
malzemeleri gibi) ve adreslenebilir medya (dogrudan posta, el ilanlari, kartpos-
tallar, brosiirler ve kitapgiklar)’nin akdif kullanildigr bilinmektedir. Giiniimiiz
sosyal pazarlama faaliyetlerinde ise geleneksel medya ve adreslenebilir medya ar-
ik eskisi kadar tercih edilmemekee yerini mobil uygulamalara, internete, video
oyunlarina, sosyal platformlara kisacasi dijital medyaya birakmaktadir. Bu nok-
tada ozellikle vurgulamak gerekmektedir ki sosyal pazarlama faaliyetinin konu-
suna gdre ve hedef pazarin yapisina gore bu medya kanallarinin hangilerinin ne
agurlikea tercih edileceginin planlanmali ve bu plan sonunda da biitiinlesmis bir
iletisim plan1 ortaya ¢ikarilmalidir. Burada biitiinlestirmede amaglanan mesajla-
rin pazara sunulmasini daha etkili bir gekilde diizenlemek ve her iletisim disip-
lininin veya tekniginin giiclii yonlerini uygulamak ve biitiinsel yaklasimin gii-
ciinii elde etmektir (Schultz ve Schultz, 2003, s. 23).

7. Egitlence (Egitici FEglence): 1990’larin bagindan bu yana, egitici hedeflere ula-
sirken elektronik oyunlarin cazibesine sahip uygulamalar, yani egitlence yazi-
Limlarinin gelistirilmesine ilgi artmustir (Okan, 2003). Agulikli olarak gorsel
malzemeye, anlati veya oyun benzeri formatlara ve daha gayri resmi, daha az
ogretici hitap tarzlarina dayanan karma bir egitim tiirii olan egitlencenin amaci,
canlt renklere sahip animasyonlarla dolu bir bilgisayar monitérii araciligiyla
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duygulariyla etkilesime gecerek 6grencilerin dikkatini ¢ekmek ve ilgilerini canlt
tutmakuar. Egitlencenini gliniimiizde sosyal pazarlama ¢ergevesinde de kullani-
munn siklikla arcogr goriilmekeedir. Islecmeler sanatgilarla anlagarak, televiz-
yonlarda yer alan gesitli eglence programlarinda konuk olarak, internet iize-
rinden Youtube gibi medya kanallarinda kampanyaya ézel hazirlanmus sarkilar
yayinlayarak, spor etkinlikleri, bilgi yarismalari gibi cesitli eglenceler diizen-
leyerek hem sosyal pazarlama etkinliklerini tanitmakta hem de kaulimeilarin
eglenmesini saglayarak dikkat cekmektedir.

8. Sosyal, Kiiltiirel ve Yasal Cevreye Dikkar Etmek: Ticari pazarlamada makro ¢evre
unsurlarinin 6nemi tarugilmazdir. Makro ¢evre sosyal pazarlama agisindan ele
alindiginda ise diger pazarlama cevresi unsurlarina gore sosyal, kiiltiirel ve ya-
sal ¢evrenin daha baskin bir sekilde pazarlama faaliyetlerinde etkili oldugunu
belirtmek miimkiindiir. Tiiketicilerin sosyal ve kiiltiirel cevreleri takip ettik-
leri medya platformlari ve medya ¢esidini, isletmenin ortak olarak calisacag:
ticari isletmeleri, yatay ve dikey ydnlii entegrasyonu etkileyebilecegi gibi tiim
bunlardan da daha énemlisi pazarlama karmasi unsurlarinin tamaminda hatta
sosyal pazarlama faaliyetinin amacinin belirlenmesinde dahi olduk¢a 6nemli-
dir. Bununla birlikte tiim bu unsurlarin belirlenmesinde kar amaci giidiilme-
digi icin ticari isletmelerden farkli yasal diizenlemelere sahip olan isletmeler,

bu diizenlemelere siki sikiya bagli kalmak durumundadir.

9. Pazarlama Arastirmasini Onemsemek: Pazarlama alaninda yapilan tiim calig-
malarda dogru pazarlama aragtirmasi yapmanin énemi géz ardi edilemez bir
gercektir. Bununla birlikte sosyal pazarlama kiiresel saglik hizmetleri agisindan
ele alindiginda, gerek kar amact giitmeyen kuruluglarin biitge kistundan dolay:
genellikle tekrar aragtirma siirecinin miimkiin olmamasi, gerek ticari bir tiriin
degil saglik s6z konusu oldugu icin hataya yer olmamasi, gerekse kiiresel bag-
lamda yapilan bir hatanin telafisinin gok zor olacag: goriislerinden yola ¢ika-
rak pazarlama arastirmasinin éneminin sosyal pazarlama faaliyetlerinde 6zel-

likle kavranmasi gerekmektedir.

10. Davranss Degisikligine Odaklanmak: Sosyal pazarlamanin kiiresel saglik hizmet-
lerindeki ele alinmast gereken son egilim sosyal pazarlamanin ayirt edici 6zel-
ligi olan davranis degisikliginin net, giiclii ve tutarli bir sekilde vurgulanmas:
ve temel odagin davranis degisikligi oldugunun unutulmamasidir. Sosyal pa-
zarlama faaliyetleri cergevesinde sigarayr birakmak, dogum kontrol yéntem-
lerini bilmek, erken gebeligi onlemek, asilari takip etmek gibi pek ¢ok mesaj
titketicilerin zihinlerine yerlestirilebilir ancak sosyal pazarlamada amacg fikir-
leri benimsetmenin 6tesinde bu benimsenen fikirlerin uygulanmasidir.
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Sonug

Sosyal bir fikrin toplum tarafindan kabul edilmesine yonelik olarak pazarlama
aragtirmalarinin yonlendirmesi dogrultusunda tiriin, fiyat, iletisim ve dagitm ka-
rarlarinin alinmasi amaciyla bir plan yapilmasi, bu planin uygulanmasi ve kont-
roliinii iceren sosyal pazarlama; egitim, aile planlamasi, gida arz1 gibi pek cok
alanda olduke¢a énemlidir. Bununla birlikte tiim diinyada 2020 yilinda kiiresel
bir krize neden olan COVID-19 pandemisi ile birlikte sosyal pazarlamanin sag-
lik hizmetlerinde kullanimi ve kiiresel perspektifte ele alinmast olduk¢a 6nemli
bir aragtirma konusu haline gelmistir.

Bu calismada sosyal pazarlama kiiresel saglik hizmetleri acasindan ele alinmus
olup oncelikle sosyal pazarlama kavraminin tanimi ve tarihsel gelisimi irdelen-
mistir. Devaminda ise sosyal pazarlama karmasi unsurlari olarak iiriin, fiyat, da-
gium ve tutundurma yine kiiresel saglik hizmetleri alaninda verilen drnekler esli-
ginde aciklanmustir. Ticari pazarlama karmasindan farkl olarak somut bir iiriinden
bahsedilememesi dolayistyla 6zellikle tiriin baglaminda kastedilenin bir davranis
degisikligi oldugunu bir kez daha vurgulamakea fayda vardur. Yine ticari pazar-
lamada yer alan sekliyle somut bir {iriinden bahsedilemedigi icin fiyat kavrami-
nin karsiligr da yine maddi bir kazang yerine zaman, caba gibi maliyetlere karsi-
lik gelmektedir. Dolayistyla dagitim ve tutundurma faaliyetleri de bu degisimler
cergevesinde incelenmelidir.

Son olarak ele alinan sosyal pazarlamaya ozgii pazarlama karmasi ¢ergevesinde sos-
yal pazarlamada ger¢eklesen degisimler 1s13inda kiiresel egilimler ele alinmus olup,
bu egilimler saglik hizmetleri baglaminda degerlendirilmistir. Sosyal pazarlamanin
kiiresel saglik hizmetlerinde kullanimina ydnelik egilimler cergevesinde; sosyal pa-
zarlamanin kisitlt bir alanda benimsenmesinin yeterli olmadigy, yalnizea zarar ve-
ren tarafin degil zarar gdren tarafin ve sosyal gevresinin de ortak hareket edebi-
lecek sekilde planlanmast gerekeigi, kar amaci glitmeyen kuruluglarin kar amact
giiden kuruluslar, hiikiimetler ve goniillii bireylerin destegini almasi gerekeigi, is-
letmelerin de bu dogrultuda kurumsal sosyal sorumluluk etkinlikleri cercevesinde
sosyal pazarlama etkinliklerini desteklemeye bagladigy, basarili bir sosyal pazarlama
faaliyetinin ancak pazarlama karmasinin entegre kullanimui ile miimkiin olacag,
sosyal pazarlamain basarili olabilmesi icin iletisim formatinin ve medya tiiriiniin
dogru secilmesinin gerektigi, sosyal pazarlama faaliyetlerinin egitirken eglendire-
rek daha bagarili olabilecegi, ancak etkili bir pazarlama arastirmasinin sosyal pa-
zarlamacilari basariya gotiirecegi ve sosyal pazarlamanin temel amacinin davranis
degisikligine odaklanmak oldugunu belirtmek miimkiindiir.
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Sorular

1. Sosyal pazarlama ve ticari pazarlama amaclari agisindan nasil farklilagmakta-
dur? Sizce teori ve uygulamada sosyal pazarlamanin ticari pazarlamadan ayril-
mastna yonelik bir ihtiya¢ var mudir? Gerekgeleriyle aciklayiniz.

2. Sosyal pazarlama karmasi unsurlari nelerdir? Sizce ticari pazarlama karmasi un-
surlart sosyal pazarlama agisindan ele alinirken yeni unsurlar eklemek gerekli
midir?

3. COVID-19 pandemisi kiiresel saglik hizmetleri baglaminda hangi acilardan
diger pandemilerden ayrilmaktadir?

4. Kiiresel saglik hizmetleri agisindan ele alindigindan sosyal pazarlamaya yon ve-
ren egilimler nelerdir?

5. Kiiresel saglik hizmetleri agisindan ele alindigindan sosyal pazarlamaya yon ve-
ren egilimlerden hangisi sizce daha kritik 6nem tagimakta ve daha genis uygu-
lama alani bulabilmektedir?
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Abstract

The aim of this study is to analyse the financial performances of the insurance and
pension companies whose stocks are traded in Borsa Istanbul, according to mul-
ticriteria decision- making methods. Application data involve ten different finan-
cial ratios of seven insurance companies and pension funds between 2016-2020.
Firstly, the criteria were determined by Entropy method and then those compa-
nies were ranked by TOPSIS and MULTIMOORA methods. As a result, while
Anadolu Insurance Company financially has shown the best performance untill
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1. Girig

Tiirkiye'deki ilk sigortacilik faaliyetinin, Beyoglu yanginindan sonra Ingilizler ta-
rafindan baslauldigi bilinmekeedir. {lk yillarda sigortacilik faaliyetleri yalnizca ya-
banci sirketler tarafindan yiiriitiilmis, 1893 yilinda ise, Osmanlt Umum Sigorta
Sirketi ad: ile ilk yerli sigorta sirketi faaliyetine baglamustir. 1900 yilinda da dé-
nemin sigorta sirketleri tarafindan, yanginlara karst tek bir tarifenin uygulanmasi
amactyla, Yangin Sigorta Sirketleri Sendikast kurulmus ve béylelikle sektdrdeki de-
netleyici mekanizmanin ilk adimi atlmigtir. 1908-1914 yillart arasinda ise, impa-
ratorluk sinurlari i¢inde faaliyet gosteren yabancr sirketlerin usulsiizliiklerini dnle-
mek amaciyla, bir takim yasal diizenlemeler de yapilmustir. Cumhuriyet dénemine
gelindiginde ise, 1939 yilinda hayata gecirilen diizenleme ile birlikte, sigortact-
lik sektorii Ticaret Bakanliginin denetimine birakilmig, 1987 yilinda ise denetim
yetkisi, Hazine Miistesarligina devredilmigtir. Marmara ve Diizce depremlerinden
sonra ise, 2000 yilinda Deprem ve Afet Sigortalart Kurumu (DASK) kurularak,
deprem ve depremden kaynaklanan yangn, infilak, yer kaymast ve tsunami risk-
lerine kars, sigortali konut sahiplerine maddi giivence saglanmast amaciyla dep-
rem sigortast zorunlu hale getirilmistir.

1990 ve 2000 yillarinda yasanan ekonomik krizler ve depremin sarsici etkilerinden
sonra sosyal giivenlik sisteminin ise, daha kirilgan bir yapiya doniistiigii goriilmek-
tedir. Bu kirilgan yapiya karsilik, yenilikei bir ¢oziim olarak, 28.03.2001 yilinda
Bireysel Emeklilik Tasarruf ve Yatirim Sistemleri Kanunu ¢ikarilmigtir. Kanunun 7
Ekim 2001 tarihinde yiiriirlige girmesi ve 27 Ekim 2003'de de ilk emeklilik plan-
larinin onaylanmasiyla birlikte, var olan sosyal giivenlik sisteminin tamamlayicist
olarak, Bireysel Emeklilik Sistemi hayata gecirilmistir. Bu ¢ercevede, Tiirkiye'deki
sistem goniilliilitk esasina dayali bir emeklilik sistemidir. Buna kargilik, kimi @il
kelerde ise, bireysel emeklilik sistemine katilimin zorunlu oldugu bilinmektedir.

Bireysel emeklilik sisteminden saglanan fonlarin biiytik bir boliimii, sistemin
ozelligi geregi, finansal piyasalarda degerlendirilmektedir. Béylelikle, bireysel biri-
kimlerin uzun vadeli fonlara ve biiyiik yaurimlara déniismesi saglanmaktadir. Bu
baglamda, diinyada oldugu gibi Tiirkiyede de hayata gecirildigi giinden bu yana,
sistemin siirekli olarak biiyiimekte ve gelismekte oldugu goriilmekeedir. 2019 yi1-
lina gelindiginde, Tuirkiyedeki Bireysel Emeklilik Sistemi, 6,9 milyon kaulimet
ve devlet katkisi da dahil olmak tizere 119,1 milyar TLlik bir fon biiyiikliigiine
ulastigt goriilmekeedir. Bunun yaninda, otomatik katulim ile birlikte, sisteme ka-
tilan calisan sayist 5,4 milyon, sistemde biriken fon tutart ise 8,2 milyar TTdir.
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Calismada, Borsa Istanbulda islem géren bireysel emeklilik ve sigortacilik sirket-
lerinin finansal performanslarinin 6lgiilmesi amaglanmistir. Bu amagla, Borsa [s-
tanbulda islem gdren bireysel emeklilik ve sigortacilik sirketlerinin 2016 — 2020
arasindaki finansal verileri temel alinarak, ¢ok kriterli karar verme (CKKV) yon-
temlerinden Entropi yontemi ile kriterlerin agurliklandirmast yapilmis, TOPSIS
ve MULTIMOORA siralama teknikleri ile de s6z konusu sirketler, finansal per-

formanslarina gore siralanmistir.

2. Literatiir

Akytiz ve Kaya (2013) tarafindan yapilan ¢alismada hayat disi ve hayat/emeklilik
sirketlerinin 2007-2011 yillari arasinda sektdre ait 10 adet finansal oran kullana-
rak TOPSIS yéntemi ile finansal performanslari 8l¢iilmiistiir. Sirketlerin finansal

performanslarinin en iyi ve en kotii oldugu yillar belirlenmistir.

Bayramoglu ve Bagarir (2016) tarafindan ise, 6 adet sigorta sirketinin 2011-2014
yillarina ait finansal oranlari kullanilarak TOPSIS yontemi ile analiz yapilmustur.
Calisma sonucunda dért sirketin bagaril ve iki sirketin ise basarisiz oldugu goz-
lemlenmistir. Calismaya gore, AK Sigorta en iyi performanst gésterirken, AVI-
VASA Emeklilik ve Hayat A.S. ise en kotii performanst gostermistir.

Omiirbek ve Ozcan (2016) galismalarinda, BIST te islem goren 6 adet sigorta sir-
ketinin 10 farkli finansal orani kullanarak MOORA-Oran analizi yapnustir. Yapi-

lan analiz sonucunda en iyi performansi Halk Sigorta géstermistir.

Aytekin ve Karamasa (2017) tarafindan yapilan calismada ise, 2011-2015 yilla-
rina ait BIST te islem géren 6 adet sigorta sirketinin 6 farkls finansal orani kulla-
nilarak kriterler Shannon Entropi ile agirliklandirilmistir. Sirketlerin performans
siralamalart da bulanik TOPSIS yontemi kullanilarak belirlenmistir. Calismada
belirleyici finansal gostergenin net kir marji oldugu saptanmigtir. Ayrica séz ko-
nusu ¢alismaya gore, en iyi performansa sahip sirket Anadolu Hayat Emeklilik
iken, en kotii performanst ise Giines Sigorta gdstermistir.

Percin ve Sénmez (2018) Borsa Istanbul'da islem goren 5 adet sigorta sirketinin
2016 yilina ait verilerini kullanarak yaptiklar: calismada, bu sirketlerin biitiinlesik
Entropi Agirlik ve TOPSIS yéntemleri ile finansal performanslarini 8lciilmiigler-
dir. Calisma sonucunda en iyi performans: AK Sigorta gosterirken, en kétii per-
formansi AVIVASA Emeklilik ve Hayat A.S. gdstermistir.
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Aydin (2019), tarafindan yapilan ¢alismada ise, 2015-2017 yillar1 i¢in hayat/
emeklilik sirketlerinin sektorel performanslari, CRITIC ve TOPSIS yontemleri
ile dl¢tilmiistiir. Calismada 10 adet finansal oran ile 8 adet teknik oran kullanil-
mistir. CRITIC ve TOPSIS yontemleri ile de elde edilen sonuglar karsilastiril-
mis ve stralamalarin benzer oldugu gdzlemlenmistir. Sonug olarak hem finansal
hem de teknik gostergeler agisindan 2015 yilinda performanslarinin en yiiksek

oldugu goriilmiistiir.

Altan ve Yildirim (2019) calismalarinda, sigorta sektdriiniin hayat digi brangina
ait finansal performanst analiz edilmistir. Calismada 8 tane teknik oran ile 10 tane
finansal oran kullanilarak Entropi Agirlik ve TOPSIS yontemi ile bagarili ve ba-
sarisiz oldugu yillar siralanmugtir. Hayat digi branginin sektérel bazda kullanilan
oranlarinin hem finansal oranlar hem de teknik oranlar agisindan en basarili ol-
dugu yil 2016, en basarisiz oldugu yilin 2012 oldugu gortlmiistiir.

Sahin ve Bagarir (2019) calismalarinda 18 adet emeklilik sirketinin TOPSIS ve
PROMETHEE yéntemleri kullanilarak, iki yontemin sonuglart kargilagtirilmustir.

Calisma sonucunda yontemler arasinda yapisal farkliliklar oldugu goriilmiistiir.

Isik (2019), 2009-2017 yallart hayat dist sigorta sektériiniin 10 tane finansal oran:
ile CRITIC tabanli TOPSIS ve MULTIMOORA yéntemi kullanilarak sektdr
performanst ol¢iilmiistiir. Tiirkiyede hayat dist sigorta branslarinin en bagarilt ol-
dugu yilin 2017 oldugu, bununla beraber en bagarisiz oldugu yilin ise 2012 ol-
dugu tespit edilmistir.

3. Veri Seti ve Yontem

Bu ¢alismanin amaci, borsada islem géren sigortacilik ve bireysel emeklilik sirket-
lerinin 2016-2020 dnemi bilanco verilerine dayali olarak finansal performansla-
rina gore siralama yapmakuar. Calismada ¢ok kriterli karar verme yontemlerinden
MOORA ve TOPSIS ydntemlerine gore siralama yapilmigtir. Calismada TOPSIS

yontemi i¢in Entropi yontemi ile veriler agirliklandirilmugtir.

CKKYV yoéntemleri, kara verme siirecinde nicel ve nitel veriler kullanilarak, farkli
kriterleri kargilagtirarak segenekler arasindan siniflandirma veya siralama yaparak
en iyi olann secilmesi icin kullanilan yontemlerdir. Dolayistyla bu yontemler, ige-
risinde birden ¢ok kriterin bulundugu problemlerde en iyi optimal noktayr bulmak
icin kriterlerin siralamast ve siniflandirilmasini saglamaktadir (Ozbek, 2019 s. 25).
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CKKYV yéntemlerinden olan Entropi, kavramsal olarak ilk kez 1865 yilinda Ru-
dolph Clausius tarafindan termodinamigin agiklanmasi amaciyla kullanilmustir.
Yaklagik 100 yil sonra 1948 yilina gelindiginde ise, Entropi yéntemi Shannon
tarafindan rastgele olasilik dagilimli verilerin icerisindeki belirsizligin sayisallagti-
rilmast amactyla kullanildig goriilmektedir. Bu yontemde kriterler nicel olarak
hesaplandigindan stibjektif bir degerlendirmeye gerek duyulmamaktadir (Wang
& Lee, 2009).

Bir diger CKKV yéntemi olan TOPSIS ydnteminde ise, kriterlerin pozitif ve ne-
gatif ideal ¢oziim noktalar: olusturularak kriterlerin ierisinde pozitif ideal ¢6ziim
noktasina en yakin, negatif ideal ¢6ziim noktasina ise en uzak olan kriterin belir-
lenmesi ile siralama yapilarak en iyi performansi gosteren kriter bulunmaya cali-
stimakeadir (Hwang & Yoon, 1981). MOORA yénteminde ise, kendi icerisinde
farkli yaklagimlarla kriterlerin dl¢iilmesi ve siralanmasi ile en iyi kriterin belirlen-
mesi saglanir. Yontemin uygulanisinda iliskin olarak bes yaklasim bulunmaktadir
(Brauers ve Zavadskas, 2006, 2010):

1. MOORA-Oran yaklagtminda maksimum ve minimum yonlii kriterler top-
lamu birbirlerinden ¢ikarilarak siralama yapilmakeadir.

2. MOORA-Onem Katsay1 yaklasiminda ise, kriterlerin 6ncelikle agirliklart he-
saplanir ve her kriter kendi agirligy ile carpilarak siralanir. Bir diger yaklasim
olan

3. MOORA-Referans Noktas yaklasimda da kriterlerin maksimum ve minimum
yonlerine gore referans degerleri belirlenerek her kriterin kendi referans dege-
rine uzaklig hesaplanur.

4. MOORA-Tam Carpim yaklagimda ise, maksimum yénlii ve minimum yonlii
kriterler birbitleri ile ¢arpilarak maksimum ve minimum carpimlarin béliin-
mesi ile hesaplama yapilir.

5. Son olarak, MULTIMOORA yaklasiminda MOORA-Oran, MOORA-Re-
ferans Noktast ve MOORA-Tam Carpim yaklagimlari sonucu elde edilen si-
ralamalar sira baskinlik teorisi uygulanarak kriterlerin siralanmas: yapilmakta-

dir.

Caligmada TOPSIS ve MOORA yontemleri kullanilmakla birlikee, agagidaki Tablo

I'de en ¢ok bilinen diger yontemlerle karsilagtirilimalart yapilmistir.
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Tablo 1. Karsilastirmali Olarak CKKV Yintemleri

YONTEMLER | BASITLIK | HESAPLAMA | GUVENIRLIK | MATEMATIKSEL | VERI
SURESI ISLEMLER TURU
MOORA Cok Basit Cok Az Iyi Asgari Nicel
AHS Cok Kritik Cok Fazla Zayif Azami Karma
ELECTRE Cok Makul Fazla Orta Makul Karma
PROMETHEE | Cok Makul Fazla Orta Makul Karma
TOPSIS Cok Makul Makul Orta Makul Nicel
VIKOR Basit Az Orta Makul Nicel

Kaynak: (Ozbek, 2019)

Calismanin nicel bir nitelikte olmasi nedeniyle, TOPSIS ve MOORA ydntem-
leri tercih edilmis, her iki yontemin uygulanisinda ENTROPI Yontemine gore
kriterler agirliklandirilmistr. Ayrica, MOORA yéntemi uygulanirken, MULTT-
MOORA stralama &lgiitii esas alinmig, diger 6l¢iitler degerlendirme dist tutul-
mugstur. Tablo 2'de 6zet olarak, calismanin esasini olusturan ii¢ adet CKKV yon-
teminin uygulanis adimlary, ilgili esitlikleri ile birlikee verilmistir:
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Tablo 2. ENTROPL, MOORA ve TOPSIS Yéntemlerinin Uygulanss Adimlar:

ENTROPI
1. Karar matrisinin
olusturulmast
xln“
X2n

Xmn

X11 X12
X211 X22
Xm1  Xm>

D=

MOORA
1.Karar matrisinin
olusturulmast
X1n
X2n

Xmn

X11 X12
X21  X22
Xm1  Xm>

X =

TOPSIS
1. Karar matrisinin olugturulmast
Q11 Q2 Qip
ij = az1 dazz Aazn
Am1 Am>  Qmn

2. Karar matrisinin

normalizasyonu
=
DY CIP

2. Karar matrisinin
normalizasyonu
Xi

JERh

* =
Xij_

2. Karar matrisinin
normalizasyonu

= ———
L. df

3. Kriterlere iligkin
Entropi degerlerinin
bulunmasi
n
ij = —k-z Py . In(py)

=1

3.MOORA-Oran

Yaklagimi
n
_ * X
i = Xij— Xij
J=1 j=g+1

3. Agirliklandirilmis Karar Matrisi

Wirip  Walz Wplip
= |wirer weraz waren
WiTtm1 WoTmo  Wnlmn

4. Farkhlagma
derecelerinin bulunmasi

4.MOORA-Onem

4. Pozitif Ideal ve Negatif Ideal
Coziim Degerlerinin Belirlenmesi

Katsayis1 Yaklagimi
g n
. « .
=Yt 5w
J=1 j=g9+1

b= {(maxv;;\ je)), (minvi;\ j )]

5. Entropi kriter
agirliklarimin
hesaplanmasi

__4
TR d;

5. MOORA-Referans
Noktas: Yaklagimi

Eii=|7‘i—xfi

5. Pozitif ve Negatif Ideal
Noktalara Olan Uzakhigin
Hesaplanmasi

6. MOORA-Tam Carpim
Formu

— n
|Ai = [l x4 |
minimum y6nli garpim

\Bi = l-Hcl=i+1 Xki

maksimum yonlii garpim

| U;= % ile maksimum
" ve
minimum yonli
carpimlarin ortalamast
alinur.

6. Ideal Goziime Goreceli
Yakinligin Hesaplanmasi
L ST

ST+
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Calismada veri kaynag olarak, Tablo 3'de listesi verilmis olan ve Borsa Istanbulda
islem goren 7 adet sigortacilik ve bireysel emeklilik sirketinin kendi internet say-
fasinda yer alan 2016 — 2020 ddnemi finansal tablolarindan yararlanilmustir. Ay-
rica, bu sirketler, uygulama siiresince, listede verilmis olan kodlarla ifade edilmistir.

Tablo 3. Sigortacilik ve Bireysel Emeklilik Sirketlerinin Listesi

Aksigorta Anonim $irketi D1
Anadolu Anonim Tiirk Sigorta $irketi D2
Anadolu Hayat Emeklilik Anonim Sirketi D3
Avivasa Emeklilik ve Hayat Anonim $irketi D4
Giines Sigorta Anonim $irketi D5
Halk Sigorta Anonim Sirketi D6
Ray Sigorta Anonim Sirketi D7

Calismaya temel olusturan ydntemler kullanilarak olugturulan siralamalar, yuka-
rida listesi verilen sirketlerin cesidli finansal gostergelerine gére yapilmus, teknik
gostergeler dikkate alinmamustir. Tablo 4'de ¢alismada kullanilan finansal gdster-
geler uygulama kodlar: ile bitlikte verilmis ve tabloda gosterildigi sekli ile mo-
deldeki maksimum (MAK) ve minimum (MIN) pozisyonlart da belirlenmistir.

Tablo 4. Finansal Gostergeler

Cari Oran Al MAK
Likidite Oranlar1 Nakit Orani A2 MAK
Asit Test Orani A3 MAK
Toplam Varliklarin Kérliligi Orani A4 MAK
Karlilik Oranlar1 Ozsermaye Karlihig: Orant A5 MAK
Otofinansman Orani A6 MAK
Uzun Vadeli Borglar/Ozsermaye A7 MIN
Toplam Borg/Toplam Varlik A8 MIN
Kaldirag Oranlar1 — -
Kisa Vadeli Bor¢lar/Ozsermaye A9 MIN
Toplam Varlik/Ozsermaye A10 MIN

Calismanin kapsami 2016 — 2020 dénemini kapsamakla birlikte, uygulama-
nuin nasil yapildigt son donem verisi olan 2020 yilt ikinci geyregi tizerinden ifade

edilmistir. Buna gore, TOPSIS ve MULTIMOORA yéntemlerine gore kritetler
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stralanmadan dnce, Tablo 2'de de gosterildigi gibi, her iki yontemin de ilk aga-
masi olan karar matrisinin olugturulmasi gerekir. Bu baglamda, Tablo 5te Borsa
Istanbul'da islem goren sigortacilik ve bireysel emeklilik sirketlerinin 2020 yili
ikinci geyregi finansal géstergelerine gore karar matrisi yer almaktadir (Adim 1).

Tablo 5. Karar Matrisi (2020 Yzlz)

Al A2 A3 A4 A5 A6 A7 A8 A9 Al0

MAK | MAK | MAK | MAK | MAK | MIN | MIN | MIN | MIN | MIN

D1 | 1,2558 | 0,9753 | 1,2558 | 0,0683 | 0,3463 | 0,5453 | 0,1395 | 0,8028 | 0,9657 | 5,0712

D2 | 1,2146 | 0,9121 | 1,2146 | 0,0336 | 0,1529 | 3,0671 | 0,1415 | 0,7800 | 0,9601 | 4,5457

D3 | 1,0362 | 0,1405 | 1,0362 | 0,0115 | 0,2825 | 1,0482 | 0,0567 | 0,9593 | 0,9976 | 24,5876

D4 | 4,4891 | 4,3062 | 4,4891 | 0,0072 | 0,4225 | 0,7453 | 56,6645 | 0,9830 | 0,0221 | 58,9459

D5 | 1,2369 | 0,7654 | 1,2369 | 0,0572 | 0,1622 | 1,5515 | 0,0549 | 0,6471 | 0,9700 | 2,8337

D6 | 1,3301 | 1,1573 | 1,3301 | 0,0607 | 0,2464 | 0,0757 | 0,0392 | 0,7537 | 0,9872 | 4,0599

D7 | 1,2796 | 0,7905 | 1,2796 | 0,0405 | 0,1785 | 0,2741 | 0,1703 | 0,7729 | 0,9500 | 4,4034

Entropi Yoéntemi'nin ilk adimi olan karar matrisi olusturuldukean sonra, karar
matrisinde yer alan negatif degerli veriler pozitif degerli verilere déniigtiiriiliir.
Bunun i¢in dnce, negatif verilerin ortalamas: ve standart sapmalari alinir, daha
sonra kriter ortalamadan ¢ikarilip, standart sapmaya béliiniir. Ancak, yukaridan
verilen 2020 yilina ait karar matrisinde negatif bir deger olmadigindan bu islem
yapilmamys, veriler siitun toplamlarina béliinmesi ile veriler normalize edilerek
Tablo 6'da gosterilmistir (Adim 2).

Tablo 6. Normalize Edilmis Karar Matrisi (2020 Yilz)

Al A2 A3 A4 A5 A6 A7 A8 A9 A10

MAK | MAK | MAK | MAK | MAK | MIN | MIN | MIN | MIN | MIN
D1 | 0,1060 | 0,1078 | 0,1060 | 0,2447 | 0,1933 | 0,0746 | 0,0024 | 0,1409 | 0,1650 | 0,0486
D2 | 0,1026 | 0,1008 | 0,1026 | 0,1206 | 0,0854 | 0,4197 | 0,0025 | 0,1369 | 0,1640 | 0,0435
D3 | 0,0875 | 0,0155 | 0,0875 | 0,0412 | 0,1577 | 0,1435 | 0,0010 | 0,1683 | 0,1704 | 0,2354
D4 | 0,3791 | 0,4760 | 0,3791 | 0,0257 | 0,2358 | 0,1020 | 0,9895 | 0,1725 | 0,0038 | 0,5644
D5 | 0,1044 | 0,0846 | 0,1044 | 0,2051 | 0,0905 | 0,2123 | 0,0010 | 0,1135 | 0,1657 | 0,0271
D6 | 0,1123 | 0,1279 | 0,1123 | 0,2175 | 0,1376 | 0,0104 | 0,0007 | 0,1323 | 0,1687 | 0,0389
D7 | 0,1081 | 0,0874 | 0,1081 | 0,1453 | 0,0997 | 0,0375 | 0,0030 | 0,1356 | 0,1623 | 0,0422
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Calismada temel alinan her iki yonteme gore, kriter aguliklarinin belirlenebilmesi
icin Tablo 7'de gésterilmis olan kriterlere iliskin Entropi degerlerinin hesaplan-
masi gerekmektedir. Entropi degerlerini bulmak iin énce standartlagtirilmis her
bir veri kendi logaritmasi ile carpilarak Entropi katsayilari hesaplanmistir. Daha
sonra, her bir stitunun Entropi katsayilari toplamu alinarak, sirket sayisinin loga-
ritmik degeri 1’e boliinmiis, son olarak da toplam veriler logaritmik deger ile car-

pilarak Entropi degerleri bulunmustur (Adim 3).

Tablo 7. Kriterlere Iliskin Entropi Degerleri (2020 Yilz)

Al A2 A3 A4 A5 A6 A7 A8 A9 Al0

MAK | MAK | MAK| MAK | MAK | MIN | MIN | MIN | MIN | MIN

D1

-0,2380

-0,2401

-0,2380

-0,3445

-0,3177

-0,1937

-0,0147

-0,2761

-0,2973

-0,1469

D2

-0,2336

-0,2313

-0,2336

-0,2551

-0,2101

-0,3644

-0,0148

-0,2722

-0,2965

-0,1364

D3

-0,2132

-0,0647

-0,2132

-0,1313

-0,2913

-0,2785

-0,0068

-0,2999

-0,3016

-0,3405

D4

-0,3677

-0,3534

-0,3677

-0,0940

-0,3407

-0,2328

-0,0105

-0,3031

-0,0211

-0,3228

D5

-0,2359

-0,2089

-0,2359

-0,3249

-0,2175

-0,3290

-0,0067

-0,2470

-0,2979

-0,0979

D6

-0,2456

-0,2630

-0,2456

-0,3318

-0,2729

-0,0473

-0,0050

-0,2676

-0,3002

-0,1262

D7

-0,2404

-0,2130

-0,2404

-0,2802

-0,2298

-0,1231

-0,0173

-0,2710

-0,2951

-0,1335

EJ

-0,9118

-0,8091

-0,9118

-0,9054

-0,9661

-0,8063

-0,0389

-0,9954

-0,9300

-0,6702

Sonraki adimda ise bilginin farklilagmast hesaplanmistir. Buna gére, d; yiiksek de-
ger almugsa kriterlere iliskin alternatif skorlart arasindaki uzaklik ve farklilagmanin
fazla oldugunu gosterdiginden hareketle, Tablo 8'de gésterildigi gibi, Entropi de-
gerleri 1'den cikarilarak farklilasma dereceleri hesaplanmistir (Adim 4).

Tablo 8. Farklilik Derecelerine Gore Entropi Degerleri (2020 Yilz)

Al A2 A3 A4 A5 A6 A7 A8 A9 Al0

DJ| 1,9118 | 1,8091 | 1,9118 | 1,9054 | 1,9661 | 1,8063 | 1,0389 | 1,9954 | 1,9300 | 1,6702

Son olarak TOPSIS ve MOORA Yéntemlerine ge¢meden once, farlilik derece-
leri toplam farklilik derecesine béliinerek Entropi kriter aguliklandirmasi yapil-

mis ve Tablo 9'da gosterilmistir (Adim 5).
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Tablo 9. Agirliklandirilmis Entropi Degerleri (2020 Yilt)

Al A2 A3 A4 A5 A6 A7 A8 A9 Al0

WJ| 0,1065 | 0,1008 | 0,1065 | 0,1062 | 0,1096 | 0,1007 | 0,0579 | 0,1112 | 0,1076 | 0,0931

TOPSIS Yonteminde dncelikle, her bir veri toplaminin karekokiine boliinerek
kriterlerin normalize edilmesi gerekir. Tablo 10°da verilmis olan normalize edil-

mis kriter matrisi MOORA Yoénteminin de baslangic noktasint olusturmaktadir.

Tablo 10. Normalize Edilmis Kriterler Matrisi (2020 yilr)

Al A2 A3 A4 A5 A6 A7 A8 A9 Al0

D1 0,2323 | 0,2038 | 0,2323 | 0,5655 | 0,4800 | 0,2002 | 0,0025 | 0,3694 | 0,4056 | 0,0785

D2 0,2247 | 0,1906 | 0,2247 | 0,2786 | 0,2120 | 1,1261 | 0,0025 | 0,3589 | 0,4033 | 0,0704

D3| 0,1917 | 0,0294 | 0,1917 | 0,0951 | 0,3916 | 0,3849 | 0,0010 | 0,4414 | 0,4190 | 0,3808

D4 0,8305 | 0,8999 | 0,8305 | 0,0593 | 0,5856 | 0,2736 | 1,0000 | 0,4523 | 0,0093 | 0,9129

D5 0,2288 | 0,1600 | 0,2288 | 0,4740 | 0,2248 | 0,5696 | 0,0010 | 0,2977 | 0,4074 | 0,0439

D6 | 0,2461 | 0,2419 | 0,2461 | 0,5026 | 0,3416 | 0,0278 | 0,0007 | 0,3468 | 0,4147 | 0,0629

D7 0,2367 | 0,1652 | 0,2367 | 0,3357 | 0,2474 | 0,1006 | 0,0030 | 0,3556 | 0,3990 | 0,0682

Tablo 11de goriildiigii gibi, calismanin bu adiminda ise, her bir normalize edilmis
deger kendi agirliklari ile carpilarak agirlikli standart karar matrisi olusturulmustur.

Tablo 11. Agirlikls Standart Karar Matrisi (2020 yil)

Al A2 A3 A4 A5 A6 A7 A8 A9 Al0

D1 | 0,0248 | 0,0205 | 0,0248 | 0,0600 | 0,0526 | 0,0202 | 0,0001 | 0,0411 | 0,0436 | 0,0073

D2 | 0,0239 | 0,0192 | 0,0239 | 0,0296 | 0,0232 | 0,1133 | 0,0001 | 0,0399 | 0,0434 | 0,0066

D3 | 0,0204 | 0,0030 | 0,0204 | 0,0101 | 0,0429 | 0,0387 | 0,0001 | 0,0491 | 0,0451 | 0,0354

D4 | 0,0885 | 0,0907 | 0,0885 | 0,0063 | 0,0642 | 0,0275 | 0,0579 | 0,0503 | 0,0010 | 0,0850

D5 | 0,0244 | 0,0161 | 0,0244 | 0,0503 | 0,0246 | 0,0573 | 0,0001 | 0,0331 | 0,0438 | 0,0041

D6 | 0,0262 | 0,0244 | 0,0262 | 0,0534 | 0,0374 | 0,0028 | 0,0000 | 0,0386 | 0,0446 | 0,0059

D7 | 0,0252 | 0,0167 | 0,0252 | 0,0356 | 0,0271 | 0,0101 | 0,0002 | 0,0395 | 0,0429 | 0,0063

Agurlikli standart karar matrisi olugturulduktan sonra, agurlikli standart matris kri-
terlerinin y6niine gére pozitif ideal ve negatif ideal ¢oziim kiimesi belirlenmis ve

Tablo 12'de gosterilmistir. Burada pozitif ideal ¢oziim kiimesi maksimum ydnde
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belirlenen kriterler maksimum, minimum ydnde belirtilen kriterler minimum ola-
rak alinmigtir. Negatif ideal ¢8ziim kiimesi icin de islemin tam tam tersi yapilmistir.

Tablo 12. Pozitif Ideal ve Negatif Ideal Coziim Kiimesi (2020 Yilz)

A+ | 0,0885 | 0,0907 | 0,0885 | 0,0600 | 0,0642 | 0,1133 | 0,0000 | 0,0331 | 0,0010 | 0,0041

A- | 0,0204 | 0,0030 | 0,0204 | 0,0063 | 0,0232 | 0,0028 | 0,0579 | 0,0503 | 0,0451 | 0,0850

Yontemin sondan bir énceki adiminda ise, pozitif ayrim ve negatif ayrim dlgiileri
ayri ayrt hesaplanmistr. Pozitif ideal ayrim 6lciisii igin agirliklt standartlagtirilmig
karar matrisinde her bir verinin kendi pozitif ideal ¢6ziim kiimesi degerinin ka-
resi alinmug ve 100 ile carpilarak ayrim dl¢iisii elde edilmistir. Negatif ayrim ol-

clisii i¢in de ayni sekilde islem yapilmustir.

Tablo 13. Pozitif Ideal Ayrim Olgiileri (2020 Y1lz)

Al A2 A3 A4 A5 A6 A7 A8 A9 Al0

D1 | 0,4062 | 0,4925 | 0,4062 | 0,0000 | 0,0134 | 0,8685 | 0,0000 | 0,0063 | 0,1817 | 0,0010

D2 | 0,4166 | 0,5113 | 0,4166 | 0,0928 | 0,1675 | 0,0000 | 0,0000 | 0,0046 | 0,1795 | 0,0006

D3| 0,4632 | 0,7703 | 0,4632 | 0,2495 | 0,0452 | 0,5567 | 0,0000 | 0,0255 | 0,1942 | 0,0983

D4 | 0,0000 | 0,0000 | 0,0000 | 0,2889 | 0,0000 | 0,7362 | 0,3347 | 0,0295 | 0,0000 | 0,6542

D5 | 0,4109 | 0,5565 | 0,4109 | 0,0094 | 0,1562 | 0,3137 | 0,0000 | 0,0000 | 0,1834 | 0,0000

D6 | 0,3877 | 0,4402 | 0,3877 | 0,0045 | 0,0715 | 1,2221 | 0,0000 | 0,0030 | 0,1901 | 0,0003

D7 0,4002 | 0,5487 | 0,4002 | 0,0596 | 0,1372 | 1,0654 | 0,0000 | 0,0041 | 0,1757 | 0,0005

Tablo 14. Negatif Ideal Ayrim Olgiileri (2020 Yily)

Al A2 A3 A4 A5 A6 A7 A8 A9 Al0

D1 0,0019 | 0,0309 | 0,0019 | 0,2889 | 0,0863 | 0,0301 | 0,3335 | 0,0085 | 0,0002 | 0,6031

D2 0,0012 | 0,0264 | 0,0012 | 0,0542 | 0,0000 | 1,2221 | 0,3335 | 0,0108 | 0,0003 | 0,6149

D3 0,0000 | 0,0000 | 0,0000 | 0,0014 | 0,0387 | 0,1292 | 0,3345 | 0,0001 | 0,0000 | 0,2453

D4 0,4632 | 0,7703 | 0,4632 | 0,0000 | 0,1675 | 0,0612 | 0,0000 | 0,0000 | 0,1942 | 0,0000

D5 0,0016 | 0,0173 | 0,0016 | 0,1938 | 0,0002 | 0,2975 | 0,3345 | 0,0295 | 0,0002 | 0,6542

D6 0,0034 | 0,0459 | 0,0034 | 0,2215 | 0,0202 | 0,0000 | 0,3347 | 0,0138 | 0,0000 | 0,6259

D7 0,0023 | 0,0188 | 0,0023 | 0,0861 | 0,0015 | 0,0054 | 0,3332 | 0,0116 | 0,0005 | 0,6181

Tablo 15de gdriildiigii gibi, TOPSIS Yonteminin son adimint da [5i* pozitif ideal

ayrim kiimesinin satir toplamlarinin karekékii alinarak her kriterin pozitif ideal

206




CONTEMPORARY ISSUES IN ECONOMICS & BUSINESS
GLOBAL STUDIES VOL.7

Marcel Meciar, Hamza Simgsek, Lsmail Siriner

¢oziime olan goreli yakinligs hesaplanmistur. [si~ degerleri de ayni sekilde negatif
ideal ayrim kiimesinin degerlerinden elde edilmigtir. Burada Ci* goreli yakinlik de-
recesi, [Si* velsi~ toplamlarinin [5i* degerine boliinmesi ile elde hesaplanmaktadir. Bu

islemler yapildiktan sonra da géreli yakinlik degerlerine gére siralama yapilmustir.

Tablo 15. Ayirim Olgiileri ve Stralama (2020 Yily)

Si* Si- Ci* Siralama
D1 1,5414 1,1770 0,4330 4
D2 1,3378 1,5049 0,5294 1
D3 1,6929 0,8656 0,3383 7
D4 1,4295 1,4559 0,5046 2
D5 1,4287 1,2371 0,4641 3
D6 1,6453 1,1264 0,4064 5
D7 1,6708 1,0390 0,3834 6

MOORA Yénteminde de TOPSIS Yonteminde oldugu gibi, Tablo 5’teki karar
matrisi ile Tablo 10'daki normalize edilmis kriterler matrisinin olusturulmas: ge-
rekir. Karar matrisi ve normalize edilmis kriterler matrisi olusturulduktan sonra,
normalize edilmis matris degerleri maksimum ve minimum ydnlii kriterler ola-
rak kendi aralarinda toplanmis ve maksimum toplam minimum toplamdan ¢ika-
rilarak ydntemin tigiincii adimi olan Moora-Oran yaklasimina gore Tablo 16'daki

coziim degerleri belirlenmistir.

Tablo 16. MOORA Oran Yaklagimina Gore Coziim Degerleri (2020 Yilz)

D1 D2 D3 D4 D5 D6 D7
b 1,0046 1,1198 -0,0610 1,0318 0,9833 0,7735 0,4696
Siralama 3 1 7 2 4 5 6

Tablo 17 ve Tablo 18'de goriildiigii gibi, yontemin dérdiincii asamasinda ise, MO-
ORA-Referans Noktast Yaklagima gore her bir kriterin belirtilen yénde maksi-
mum veya minimum ydndeki referans degerleri olusturulmustur. Ayrica, her bir
kriterin kendi referans noktasina uzaklig1 hesaplanmus ve boylelikle yeni bir mat-
ris elde edilmigtir. Uzaklik matrisinde ise her bir kriterin maksimum degeri alin-

mis ve buna gére Pi siralamalart yapilmustir.
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Tablo 17. Kriterlerin Referans Noktasina

Uzakligr (2020 Yilr)

Al

A2

A3

A4

A5

A6

A7

A8

A9

Al0

ri

0,8305

0,8999

0,8305

0,5655

0,5856

0,5856

0,0203

0,0007

0,2977

0,0093

D1

0,5982

0,6961

0,5982

0,0000

0,1055

0,4390

0,0179

0,3687

0,1079

0,0692

D2

0,6058

0,7093

0,6058

0,2869

0,3736

0,2387

0,0178

0,3582

0,1055

0,0611

D3

0,6388

0,8706

0,6388

0,4704

0,1940

0,3039

0,0193

0,4407

0,1213

0,3715

D4

0,0000

0,0000

0,0000

0,5062

0,0000

0,3853

0,9796

0,4516

0,2884

0,9036

D5

0,6017

0,7400

0,6017

0,0916

0,3607

0,1686

0,0194

0,2970

0,1097

0,0346

D6

0,5845

0,6581

0,5845

0,0629

0,2440

0,5652

0,0197

0,3461

0,1169

0,0536

D7

0,5938

0,7347

0,5938

0,2298

0,3381

0,5119

0,0173

0,3549

0,1013

0,0589

Tablo 18. Alternatiflerin Maksimum Referans Degerleri (2020 Y1l)

D1

D2

D3

D4

D5

D6

D7

Pi

0,6961

0,7093

0,8706

0,9796

0,7400

0,6581

0,7347

Siralama

Besinci adimda ise, MOORA-Tam Carpim Formu Yaklagimina her sirketin mak-

simum kriterleri ve minimum kriterleri kendi aralarinda carpilarak maksimum

ve minimum ¢arpimlari elde edilmistir. Maksimum degerler, minimum degerlere

béliinerek elde edilmis veriler siralanmistir.

Tablo 19. MOORA-Tam Carpim Formu (2020 Yilz)

MAK-Carpim MIN-Garpim Ui Siralama
D1 0,0198 0,5483 0,0362 3
D2 0,0212 0,4815 0,0441 2
D3 0,0005 1,3342 0,0004 7
D4 0,1958 72,6080 0,0027 6
D5 0,0169 0,0977 0,1726 1
D6 0,0023 0,1183 0,0196 4
D7 0,0026 0,5505 0,0047 5

Sonug olarak Borsa Istanbul'da islem goren yedi adet sigortacilik ve bireysel emek-
lilik sirketinin, tiim MOORA yaklasimlari ve TOPSIS Yontemine gore 2020 yilt
stralamalari Tablo 20'de toplu olarak gésterilmistir. Tablo 20'den de anlagildigt
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gibi, hem MULTIMOORA hem de TOPSIS’e gore 2020 yilinin ikinci geyre-
ginde ilk tigte ayn1 sirketler yer almakeadir.

Tablo 20. MOORA Yaklasimlar: ve TOPSIS Yontemine Gire Stralamalar (2020 Yilz)

v Pi Ui MULTIMOORA TOPSIS
D1 3 2 3 3 4
D2 1 3 2 1 1
D3 7 6 7 7 7
D4 2 7 6 2 2
D5 4 5 1 3 3
D6 5 1 4 4 5
D7 6 4 5 6 6

Tablo 21 ve Tablo 22'de ise her iki siralama yéntemine gore, Borsa Istanbul'da is-
lem goren yedi adet sigortacilik ve bireysel emeklilik sirketinin finansal performans-
larina iligkin 2016 — 2020 dénemi siralamalart verilmistir. Tablolardaki sonuglar-
dan da anlasildigs gibi, her iki ydntem de birbirine yakin sonuglar géstermekeedir.

Tablo 21. TOPSIS Yontemine Gire 2016 — 2020 Dénemi Sirket Stralamalar:

Sirketler 2016 | 2017 | 2018 | 2019 | 2020
Aksigorta Anonim Sirketi D1 3 2 2 3 4
Anadolu Anonim Tiirk Sigorta Sirketi D2 4 1 1 2 1
Anadolu Hayat Emeklilik Anonim Sirketi D3 7 7 7 7 7
Avivasa Emeklilik ve Hayat Anonim Sirketi | D4 6 6 3 1 2
Giines Sigorta Anonim Sirketi D5 2 3 4 4 3
Halk Sigorta Anonim Sirketi D6 5 5 5 5 5
Ray Sigorta Anonim $irketi D7 1 4 6 6 6
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Tablo 21. MULTIMOORA Yintemine Gire 2016 — 2020 Dénemi Sirket

Stralamalar
Sirketler 2016 | 2017 | 2018 | 2019 | 2020
Aksigorta Anonim Sirketi D1 2 4 2 2 3
Anadolu Anonim Tiirk Sigorta $irketi D2 3 1 1 1 1
Anadolu Hayat Emeklilik Anonim $irketi D3 5 6 7 7 7
Avivasa Emeklilik ve Hayat Anonim $irketi D4 7 7 6 6 2
Giines Sigorta Anonim Sirketi D5 6 3 4 4 3
Halk Sigorta Anonim Sirketi D6 4 5 3 3 4
Ray Sigorta Anonim Sirketi D7 1 2 5 5 6
4. Sonug

Calismada Borsa Istanbul'da islem goren 7 adet sigortacilik ve bireysel emeklilik
sirketinin 10 farkli finansal gdstergeye gore performanslart 8lciilmeye calisilmig-
tir. Bu amagla, ¢ok kriterli karar verme yéntemlerinden TOPSIS ve MULTIMO-
ORA Yontemlerine gore siralama yapilmustir. Bu siralamalara gére her iki yontem

de birbirine yakin sonuglar vermistir.

Inceleme déneminde, TOPSIS Yontemine gore, Anadolu Anonim Tiirk Sigorta
Sirketi, 2016 ve 2019 yillar1 harig en iyi performanst gésterirken, MULTIMO-
ORA Yontemine gdre ise, 2016 yilt hari¢ en iyi performanst yine Anadolu Ano-
nim Tiirk Sigorta Sirketi sergilemistir. Anadolu Hayat Emeklilik Anonim Sirketi
ise, TOPSIS Yontemine gore tiim donemlerde en kotii performanst gostermis-
ti. MULTIMOORA Yéntemine gore Anadolu Hayat Emeklilik Anonim Sirketi,
2015 ve 2016 yillar1 hari¢ yine en kétii performansi gosteren sirket olarak goriil-
mektedir. Bu sirket, digerleri arasinda 2016 yilinda besinci, 2017 yilinda ise an-
cak altinct sirada yer alabilmistir.

Calismada, Anadolu Anonim Tiirk Sigorta Sirketi'nden sonra finansal agidan en
bagarili sirketinin Aksigorta Anonim Sirketi’nin oldugu gériilmektedir. Inceleme
déneminde TOPSIS yontemine gore ti¢ kez ikinci pozisyonunda yer alirken, en

kotii performansini ddrdiincii sira ile 2020 yilinin ikinci geyreginde gostermistir.

Her iki ydntemde RAY Sigorta Anonim Sirketi sadece 2016 yilinda yer alirken,
TOPSIS Yontemine gore, Avivasa Emeklilik ve Hayat Anonim Sirketi, sadece
2019 yilinda birinci sirada yer bulmustur.
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Sonsdz olarak, finansal gostergeler agisindan inceleme dénemi genel olarak de-
getlendirildiginde hem TOPSIS hem de MULTIMOORA ydntemlerine gore,
Anadolu Anonim Tiirk Sigorta Sirketi en iyi performans: gosterirken, en kot

performansa sahip sirket ise Anadolu Hayat Emeklilik Anonim Sirketi olmustur.
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Abstract

Gulf countries earned important revenues from oil exports as of the 1960s. These
oil revenues contributed to the formation of the Khaleeji Capital. Along with the
establishment of the Gulf Cooperation Council in 1980, steps were taken to have
political and economic cooperation in the region. The foreign exchange earn-
ings financed the existing economic and societal structure for a long time. How-
ever, the gulf-oriented ‘societal contract’ which was based on the distribution of
the oil revenues began to experience certain problems alongside both Arab re-
volts and the fall in the oil revenues. The slowdown in economic activities at the
global scale and also the decline in the oil price in conjunction particularly with
the COVID-19 pandemic which emerged in 2020 led to significant decreases in
the revenues of the gulf countries. For all these reasons, it is expected that the po-
litical and societal structure in the Gulf countries will be transformed in a man-
ner to be supportive of the capitalist societal relations. In the study, the focus is
placed on the transformation of the mode of integration of the Gulf Coopera-
tion Council countries into international capital accumulation. The study explains
how the position of the gulf which is integrated into the global capital accumu-
lation as the strategic raw material exporter and manufactured goods importer is
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transformed in the international division of labor. In this regard, it is estimated
that the integration into the global capital accumulation as the strategic raw ma-
terial exporter will no longer be sustainable and the societal consensus reached
by virtue of these export revenues will be overturned soon. For all these reasons,
it is anticipated that the reforms which are made upon the recommendations of
the World Bank and the OECD will speed up the formation of the capitalist so-

cietal relations in the gulf.

Introduction

Called the Gulf countries and forming the Gulf Cooperation Council (GCC), six
countries, namely, Saudi Arabia, the United Arab Emirates (UAE), Qatar, Bah-
rain, Kuwait, and Oman, are explored in this study. Besides sharing the same ge-
ography, these countries have important common characteristics. The first of these
common characteristics is that the political system of each one of them is not the
democracy but the monarchy. Also, the economies of these countries rely on the
revenues earned from the exports of a variety of strategic raw materials. Particu-
larly the change in the production technology which came into being after the
world wars by virtue of the military research which enhanced during the war years
allowed petroleum to be the ‘strategic raw material by leading to the emergence
of the ‘petrochemical industry”? (Hanieh, 2012:74). Therefore, the Gulf countries
that were the exporters of raw materials such as petroleum and natural gas serving
as the key inputs of the petrochemical industry began to have higher importance
to the industrialized countries. Four GCC members, that is, the UAE, Saudi Ara-
bia, Qatar, and Kuwait, are also the members of the Organization of Petroleum

Exporting Countries (OPEC). One of the basic premises of the study is that the

1 Properties necessary for defining a material as a strategic raw material are as follows: They
are described as the materials which are produced by certain countries, used in general by
the developed countries, and employed in the preparation of some mines needed for certain
advanced technologies. Finding substitutes for them is a small possibility. The materials which
can be obtained at competitive prices and without facing any constraint or challenge are not
strategic. If a mine has determining importance to the economy of a country or region, then
the mine is acknowledged as strategic for the region (Cebeci, 2017:2383).

2 One of the significant properties of the post-war industry is that petroleum and natural gas
were substituted for coal as the raw material in the production of synthetic commodities. This
change became possible with the technological developments which made it possible to use
more hydro active carbon and reduced the production cost significantly for processing the
crude oil. ‘Petrochemical industry’ refers to the raw material substitution is facilitated with this
new technology (Hanieh,2012:74).
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significant foreign exchange earnings which were obtained from the petroleum
and natural gas exports created barriers to the formation of the market-oriented
capitalist societal relations and allowed the continuation of the existing societal
relations in these countries. However, this integration mode had a transforma-
tion in the first decade of the 2000s. The sect of capital that came into being in
the Gulf countries (Khaleeji Capital) both had investments as the finance cap-
ital in different countries and made significant investments in the Middle East
countries. The gulf-centered capital got internationalized very rapidly. However,
the process of capital accumulation requires the presence of a societal structure
where the markets effectively function and the competition is in effect in all so-
cietal relations. On the other hand, rather than the markets, the emirs who lead
the monarchies and the dynasties to which the emirs are members have effects in
the Gulf countries. In the epoch when the monarchies and empires collapsed and
the nation-states emerged, the democratic systems based on national sovereignty
did not come into being in these countries. One of the most significant reasons
for this situation is that the petroleum resources discovered in the region after the
world wars provided the finance necessary for the self-regeneration of the exist-
ing governments in power. In other words, the integration into the international
capital accumulation process as the strategic raw material producer blocked the
formation of productive capital, labor class, and democratic participatory govern-
ments in these countries. Even though they made serious investments in the re-
gion countries, the societal and political structures were not transformed in these
countries. Certain important developments that took place in the second decade
of the 2000s gave signals that the existing political and economic structures of
these countries would not be sustainable. Fall in the petroleum price, democratic
demands produced by the Arab Spring, and lastly the developments such as the
decline in the petroleum demand and decrease in petroleum price along with the
slowdown in economic activities across the world due to the COVID-19 pan-
demic in 2020 make the reform process even more crucial for the economies of
these countries. Societal relations are also reshaped in these countries along with
this process. In the study, the unique situation of the Gulf countries in the in-
ternationalization process of the capital will firstly be explained. Next, the study
will analyze the ‘Diversification Strategies’ and reforms which come into play as
per the OECD and World Bank recommendations since the existing mode of
integration is no longer sustainable. Subsequently, the GCC will be evaluated as

a political and economic integration initiative created by the Gulf countries, and
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the capital accumulation strategies of Khaleeji capital and its mode of integration

into the international capital accumulation will be discussed.

Internationalization and Integration into International Capital
Accumulation

Internationalization of the capital means that the accumulation cycles of differ-
ent forms of capital take place not within the borders of a single country but
in multiple countries. In this respect, what is meant by the internationalization
of the commercial form of capital, the internationalization of the money form
of capital, and the internationalization of the productive form of capital is that

the accumulation cycle of each capital form moves outside the national borders.

The internationalization of capital is defined by Christian Palloix as the case in
which different forms of capital are not transformed from the money form of
capital into the commodity form and the productive form in a single nation-state
or societal formation (Palloix, 1977:20). Going beyond the internationalization
of money/finance capital (P-P’) and commercial capital (P-M-P’), Palloix’s defi-
nition refers to the realization of the productive capital cycle (P-M-M’-P’) inside
the borders of multiple countries. Internationalization of the capital is compul-
sory because the system experiences a crisis when the cycle of the capital is pro-
longed and interrupted in a specific geographical location. Marx attributes the
reason for this to the nature of capitalism, and says, “capital must, on the one
hand, strive to tear down every spatial barrier to intercourse, i.e. to exchange,
and conquer the whole earth for its market, [while] it strives on the other side to
[...] reduce to a minimum the time spent in motion from one place to another.
(Marx, 1973: 539)” (Hanieh, 2012: 57-58). Therefore, to prevent capital accu-
mulation from having a crisis and ‘to change the world as per the designs of cap-
ital accumulation’, a variety of policies were developed. By virtue of these strate-
gies, both the space of the capital accumulation will be enlarged and the capital
crisis will be postponed. To speed up once again the internationalization process
of capital which was interrupted particularly in the period of world wars, vari-
ous institutional establishments and arrangements were put in place. In this pro-
cess, the International Monetary Fund (IMF), the World Bank and the General
Agreement on Tariffs and Trade (GAT'T) which was transformed into the World
Trade Organization in 1995 played key roles. As of the 1980s, the arrangements

that were called the neo-liberal policies and allowed capital accumulation to
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dominate all areas which it needed were implemented virtually in all countries
that adopted the market economy (Cebeci, 2017). By analyzing the foreign trade
regulations of the countries to remove the barriers to the internationalization of
the commodity capital, the GATT aimed at eliminating tariffs and other mea-
sures that restricted foreign trade. The IMF worked on the arrangements neces-
sary for the internationalization of the money form of capital. The World Bank
carried out the structural adjustment programs with several countries for making
arrangements necessary for the internationalization of the productive capital. By
enlarging the scope of capital accumulation, these arrangements enabled the late
capitalist countries as well to be integrated into the global capital accumulation
process. As the capital needed in the form of foreign exchange for industrializa-
tion especially in countries where the capitalist economic relations were not yet
well-established and the markets did not function effectively, these countries de-
manded IMF credits. In this process, the countries were allowed to benefit from
the IMF credits if they implemented the structural adjustment programs of the
World Bank. In the countries which implemented the structural adjustment pro-
grams, the relations not needed by the capital formation disappeared and new ar-
rangements were put in place along with reform programs. The above-cited inter-
national organizations and structural adjustment programs had significant effects
on the integration process of several late capitalist countries such as Turkey, Mex-
ico, and Brazil. The arrangements made in accordance with the structural adjust-
ment programs prescribe that the conditions of capital accumulation are satisfied
and secured. Thus, the state becomes responsible for providing the conditions of
capital accumulation which are secured everywhere for the internationalization
of capital (disciplining the labor, identifying and protecting property rights, put-
ting private enterprises under legal guarantees, and so on.). In this respect, the
nation-states become important to secure at the global level the conditions which

support capital accumulation and internationalization (Panitch & Gidin, 2003).

At this juncture, it will be sensible to categorize the countries, in which the cap-
italist societal relations were not established in all domains and the markets did
not function effectively, into two groups. The countries in the first group are those
where the capitalist societal relations came into being but certain areas were not
yet opened to the private sector. To create the national capital, the state-spon-
sored import substitution industrial policies were applied in these countries. Thus,
the reforms needed in specific areas as per the demands of the international cap-

ital were not put in place in these countries. Market relations did not penetrate

219



THE ARTICULATION INTO INTERNATIONAL CAPITAL ACCUMULATION:
KHALEEJI CAPITAL AND GULF COOPERATION COUNCIL

Ayse Cebeci

all areas. By making important structural and legal arrangements in these coun-
tries, it became necessary to identify the areas, which were not previously com-
moditized (mostly subject to public control), as the capital accumulation areas
(Cebeci, 2014:164). Moreover, so that the competitive processes will be effec-
tively operational between different capital sects, it will be necessary to make le-
gal arrangements. These states were forced to use IMF credits and fulfilled the
reform process alongside the World Bank programs due to their capital needs in

the form of foreign exchange.

The countries of the second group are those where the capitalist societal relations
were not fully formed and deepened yet. The markets are not effective in the co-
ordination of production and distribution. The difference between these countries
and those in the first group is that their administrative structures and societal re-
lations are not compatible with the capitalist system. Although these countries are
integrated into the capital accumulation process at the global scale, the capital-
ist production relations are not deepened in these countries. This group of coun-
tries is comprised of countries with a variety of raw materials that the industri-
alized countries heavily needed and which were scarce across the world. These
countries gain foreign exchange earnings by exporting the strategic raw materials
which they own. As the commodities needed by these countries were obtained
with these export earnings from the world market, diversified industries did not
come into being in these countries and their economies depended on the pro-
duction of strategic raw materials such as petroleum and natural gas. The GCC
member countries which are defined as the Gulf countries are also placed in this
group. The emirs (monarchs) who retain the control of government need finance
for continuing to remain in power in these countries, and high petroleum and
natural gas earnings of these countries provide this finance. In these countries,
the citizens did not serve as the working class and most citizens were employed
as civil servants. A large number of services were offered to the public for free by
the governments in power. However, the developments taking place in the 2000s
paved the way also for the countries in the second group to be part of the reform
process as the countries in the first group did. On the other hand, the unique in-
tegration mode of the Gulf and the internationalization process of Khaleeji cap-

ital cause also the reform process to be different.
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Gulf Cooperation Council As An Economic Integration Initiative

The GCC was created in 1981 with the participation of six Arab countries. The
emergence of such a regional cooperation initiative is important considering the
date of its establishment in an era when the internationalization process of cap-
ital was expedited and liberal policies were adopted. Defined as an international
integration initiative, the council was analyzed differendy in various studies. Cer-
tain studies carried out in Arab countries put forward that the GCC was formed
as a consequence of the interaction which automatically came into play especially
in the area of the economy before the integration was even set in motion. Besides,
certain studies set forth that the GCC was established against a variety of threats
from Israel to the Soviet Union and from the USA to Iran. On the other hand, cer-
tain researchers state that the GCC was an organization created against the threat
of the Iran-Iraq war (Ramazani,1988). In a press statement issued in 1981 by the
then Saudi Foreign Minister Prince Saud El Faysal, the establishment of the orga-
nization arose from such considerations as the ‘special relations’, ‘common charac-
teristics’, ‘shared creed’, ‘similarities of the regimes’, and ‘unity of heritage’ of the
member states and their willingness to deepen and develop cooperation and coor-
dination in all fields in a manner to bring development and stability to their peo-
ples (Ramazani, 1988). Thus, since its establishment, the GCC was defined in di-
verse studies as a formation that came into being for different reasons. On the other
hand, based on the goals which the GCC set and the decisions which it took since
its establishment, it will be possible to tell what sort of an organization the GCC
was. Hence, the GCC designated a plan which designed common economic ac-
tion, cooperation, and economic integration stages for its member countries after
the Unified Economic Agreement was signed in November 1981 immediately fol-
lowing its establishment. In this framework, reaching the below goals is expected:

Goals of the GCC?

1 | Achieving Economic Nationality among the GCC citizens

2 | Achieving the economic integration among Member States in gradual steps, beginning
with the establishment of the Free Trade Area, the Customs Union, the Common
Market and ending with the establishment of the Monetary and Economic Union and
the necessary common institutions

3 | Convergence and unification of laws, regulations and strategies in the economic,
financial and trade areas

4 |Interconnecting the infrastructures in Member States, particularly in areas of
communications, electricity and gas and promoting the establishment of joint ventures

3 The table was prepared by using the information obtained from the official website of the
GCC. https://www.gcc-sg.org/en-us/CooperationAndAchievements/Achievements/Eco-
nomicCooperation/JointActionProcess/Pages/ TheUnifiedEconomicAgreement198.aspx (The
last access date: 10 November 2020).
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As it is viewed from the goals, starting from the free trade area which is the weak-
est stage of ‘economic integration theory’, the GCC aims to reach the stage of
economic union. The formation of the customs union, the common market, and
finally the monetary union and the common institutions is the most advanced
stage of economic integration. Several late capitalist countries that pursued import
substitution industrial policies to have industrialization as of the 1960s opened
their borders to international capital also in the 1980s by adopting liberal policies.
This is the period when the capital in early capitalist countries moved to differ-
ent geographical locations due to the fall in the profit margins. The Gulf coun-
tries financed the mega projects with revenues which they obtained while being
integrated into the international capital accumulation process as the strategic raw
material exporter, and hence, they contributed to the global capital accumula-
tion in the realization* and valorization® stages. Moreover, the earned petrodol-
lars contributed to international capital accumulation by flowing to the finance
sector in Europe. However, in the subsequent years, the capital accumulating in
the Gulf and the system governed by the monarchy gave rise to the emergence of
the newly incorporated capital in the Gulf. This capital is called as ‘Khaleeji’ cap-
ital which means the gulf. The establishment of cooperation by the Gulf coun-
tries about the economic topics arises from their interest in being the determi-

nant of the economic climate in the Gulf region.

Apart from the goals set in the agreement that established the GCC, the GCC
took certain important decisions in the 2000s. One of the most important of
these decisions is the definition of ‘investment climate’ that was offered for the
first time in the 2000s and covered the structural transformations which the pro-
ductive capital needed for its internationalization. The investment climate defines
quite wide and comprehensive relations and the legal and institutional structure
which regulates these relations. The investment climate can be defined as all le-
gal, institutional, and economic conditions which affect company behaviors pos-
itively or negatively but cannot be controlled by the companies (Witkowska,
2007) (Cebeci, 2012:184). In its report, ‘Better Investment Climate For Every-

one’, the World Bank advocates that the improvement of the investment climate

4 The surplus-value which is generated in the production process is obtained for the sale of the
commodity. Obtaining/realizing surplus value by selling the commodity in the market is called
the ‘realization’

5 Investing the capital to revalue it in areas where the surplus value will be obtained is called the
‘valorization’
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is favorable to everyone (World Bank, 2005:1). This recommendation was devel-
oped by the World Bank, and in this context, efforts were launched for improv-
ing the investment climate in several countries. The GCC also joined this pro-
cess with the agreement which it signed in 2001. The rearrangement of ‘the legal
and institutional conditions which the companies cannot control’ as per the de-
mands of the international capital accumulation means that important reforms are
made. Therefore, the improvement of the investment climate of the Gulf coun-
tries along with the agreement signed by the GCC in 2001 requires that new ar-
rangements are made in numerous areas from the political system to business law.
The World Bank grouped the components of the investment climate into seven
categories under the title of ‘obstacles to doing business’ in the 1997 World Eco-
nomic Development Report as Corruption, Regulations, Crime and Theft, Po-
litical Instability, Financing, Taxes and Poor Infrastructure (World Bank:1997)
(IMF:2003). Making new regulations in these seven areas is important as it also
means the transformation of the political structure and decision-making processes
in the GCC countries. Thus, the Khaleeji capital that has good relations with the

rulers also needs to be persuaded for this transformation.

Identified Reform Areas in The Economic Agreement 2001°

1 | Improving the investment climate

2 | The development integration across Member States, including the industrial
development, development of oil and gas and the natural resources, agricultural
development, environment preservation and joint projects

3 | Development of human resources, including education, eradication of illiteracy,
compulsion of basic education, activation of labor market strategy, nationalizing and
training of Labor Force and increasing their contribution to the labor market.

The improvement of the investment climate means that all types of reforms and
regulations which the internationalized capital needs while entering different geo-
graphical locations are made. Hence, the demands of the productive capital and
the private sector that will make foreign direct investments (FDI) in the Gulf
will be included in the reform programs. This process requires that the reforms
are made in several areas in the Gulf countries. It covers all domains from politi-

cal stability to transparency in governance, from procedures for starting up a new

6 The table was prepared by using the information derived from the official website of
the GCC. https://www.gcc-sg.org/en-us/CooperationAndAchievements/Achievements/
EconomicCooperation/JointActionProcess/Pages/TheEconomicAgreement2001.aspx ~ (The
last access date: 10 December 2020)
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company to the terms of transfer of profits abroad, from foreign capital law to
labor employment laws. According to these reforms, the World Bank ranks the
countries each year and lists them in the ‘Doing Business Report’. For instance,
in the Doing Business Report 2020 issued by the World Bank, Kuwait and Bah-
rain ranked among the top 10 reformist countries, and Saudi Arabia was noted
as the country having the biggest progress (World Bank, 2020). The decrease in
travel restrictions for women and youth and also the liberalization in the enter-
tainment sector were among the topics about which Saudi Arabia made prog-

ress (World Bank, 2020).

One of the reform areas specified in the agreement which was signed in 2001 is
the workforce. The goals such as the nationalization and training of the work-
force employed in the Gulf countries and the promotion of its participation in
the labor market are still problematic areas for the GCC countries. One of the
most important reasons for this situation is that the low-wage migrant workforce
makes up for a large part of the workforce employed in all GCC countries. More-
over, there is a very large income gap between the country citizens and non-cit-
izen country residents. Thus, job creation’, human-capital formation’, and ‘pri-
vate-sector-led growth’ are still highlighted as the areas that need to be reformed
(World Bank, 2019). While it can be asserted that the capital coming into being
in the Gulf countries as per the goals set in the establishment phase of the GCC
came forth to have cooperation in opposition to the global capital, it is discerned
that the demands of the capital in the Gulf and the demands of the international-
ized capital had a consensus on the ‘creation of a better investment climate’ along
with the agreement renewed in the 2000s and new goals. To have a better un-
derstanding of this consensus and the areas of conflict, the formation of Khaleeji

Capital and its mode of accumulation should be analyzed.

Formation of Khaleeji Capital and Its Mode of Accumulation

First of all, it is essential to define the way of formation of the capital sect called
Khaleeji capital and the mode of capital accumulation that emerged under these
conditions. “Khaleeji capital has a hierarchical structure around the core of Saudi
Arabia and the United Arab Emirates (UAE) together with other capitals attached
secondarily to this core. Khaleeji capital represents the capital accumulation in
the Gulf and the development of a new space which supports the class formation

process coming into being within and via the internationalization of the capital
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and reflects the change in social relations” (Hanieh,2012:37). As noted also by
Hanieh, the societal relations in the Gulf countries began to change in the pro-
cess of internationalization of the capital. In these countries, the rulers share the
power that comes from the family. Even if there are legislative organs such as the
‘house of representatives’ in Bahrain and the ‘national assembly’ or ‘national cham-
ber’ in Kuwait, their powers are quite limited and the rulers have the power to
dissolve the parliaments in both countries. Also in other GCC countries, there
are advisory councils. However, these organs do not have the effect to alleviate
the rulers’ political pressures (Hanieh, 2012, 38). Thus, in the Gulf countries,
the economic and societal structures develop as per the rules prescribed by the
monarchy. It is not quite easy for different interest groups in the society to con-
vey their demands to the government in power. Particularly the conglomerates
which make up the Gulf capital are run by the people who are members of the
dynasty that rule the monarchy or have close relations with the dynasty. This or-
ganic tie has significant effects on the Gulf capital. To cite from Aykut, “The in-
vestments made via the classes that ruled these countries (...) were not subject
to the sanction of bankruptcy and, as their owners were also part of the political
power, they were solving their problems in accessing credits in ways that differed

very much from their Western counterparts” (Aykut, 2014:2006).

The capital accumulation in the Gulf was structured on the basis of the produc-
tion which was targeted to the external market, not in the context of domestic
or national needs. The capitalist classes in the Gulf were formed around the rev-
enues earned from petroleum-related activities such as the construction and ser-
vices, not directly from the ownership of petroleum production (Hanieh, 2012:
100). Moreover, important changes in the management of petroleum resources
and distribution of their revenues took place in the Gulf countries since the dis-
covery of petroleum, nevertheless, this historical process is not presented here due
to the limited space of this study.” The consumption goods demanded by the
people and the technology and intermediate goods needed for industrialization
had to be imported from abroad. In this manner, the Gulf countries became a
market for the goods produced by other countries and were integrated into the

international capital accumulation in the realization stage.

7 For more information about the historical process, see Capitalism and Class in the Gulf Arab
States (A. Hanieh, 2012).
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The capital accumulation obtained along with the development of the sectors of
petroleum and its derivatives were transferred to the financial markets and hence,
significant revenues were earned from these markets. By virtue of the mega-proj-
ects financed by the petroleum revenues during the 2000s, these six Arab coun-
tries that were ruled by monarchies turned to be the largest area of valuation for
the international capital that had investments in the fields of engineering and con-
struction. The big increase in the petroleum price especially in the first decade of
the 2000s raised the GCC revenues and provided the mega projects with finance.
Thus, the Gulf economies where the giant projects were realized and the Gross
National Product (GNP) per capita had record-breaking increases came into be-
ing. However, for the continuation of the capital accumulation in the Gulf coun-
tries, the creation of the labor class and the effective functioning of the markets
are indispensable as well as the formation of capital. Therefore, even though the
fast GNP growth is observed, it cannot be asserted that the capitalist societal re-

lations are deepened in the Gulf countries.

Upon the review of the formation of the worker class, it is discerned that the cit-
izens did not serve as the workers in the Gulf countries and the needed work-
force came as the migrant workers from Arab countries outside the Gulf. Thus,
the migrant workers had a weak position in the wage bargain between the cap-
ital and labor. In the GCC countries, the citizens have privileged rights as com-
pared to other people who reside in the country. These privileges granted by the
monarchy prevent the citizens from serving as workers. Even if the citizens are
unskilled, they are employed in various offices as civil servants to ensure that they
earn a wage and get a share from the public revenues. For instance, in the study
by Hertog, it is stated that one-third of the employees of the Saudi Ministry of
Labor and Social Security were even illiterate in 1975 (Hertog, 2010:106). The
citizens do not serve as workers and enhance their self-development due to this
privilege granted to them by the monarchy. Likewise, the participation of women
in the workforce is highly restricted in Saudi Arabia. In the employment statis-
tics, the female population is not taken into consideration. In this perspective,
a significant population that did not join the workforce and were not included
in the competitive processes live in Saudi Arabia (Cebeci, 2017:2386). On the
other hand, the fact that the workforce needed by the economy is composed of
migrant workers who do not have citizenship rights and are faced with the dan-

ger of being deported in any case demonstrates the degree of exploitation in the
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Gulf. A labor movement against the work conditions or wages seems quite un-

likely under these circumstances.

When evaluated in terms of the integration into the global capital accumulation
and the internationalization of the capital, it is a new situation that the GCC is
created by the Gulf countries and the capital in these countries is confronted as
a rival with the international productive capital in the works undertaken in the
GCC region. Also upon the review of the decisions taken by the GCC about
the trade and investment policies in the historical process, it is discerned that the

Gulf capital moved the space of capital accumulation out of the national borders.

Evolution of the GCC Supra-National Trade and Investment Policies

1983 exemptions of most domestic products from customs duties, simplified customs
and travel procedures among GCC states

1990 retail and wholesale trade opened to any GCC national

2003 Customs Union Agreement, removal of restrictions on internal trade,
establishing common external tariffs

2005 Agreement to coordinate all external trade negotiations through the GCC
Secretariat

2008 GCC Common Market, labor market mobility, unrestricted rights of
ownership and property, capital mobility, similar tax treatment

Source: Trade And Foreign Investment — Key to Diversification And Growth In GCC 2018

In the GCC countries which purchased manufactured goods and services from
the global firms and hence solved the realization problem by creating markets for
the sale of commodities, the Khaleeji capital began to compete with international
firms in several capital accumulation areas in the region. The Gulf conglomerates
become active in highly diverse areas related to the industry, finance, and services
generally across the region rather than focusing on investments limited in scope
individually within each Gulf country. Thus, the space of the capital accumula-
tion which is attained by the Khaleeji capital from the productive activities is en-
larged geographically. On top of that, the direct connections of the Khaleeji cap-
ital with the Arab monarchies ensured that the mega projects were obtained by
the Khaleeji capital. Therefore, Adam Smith’s ‘invisible hand” and the competi-
tion process do not work. In the process of competition, foreign capital is not
subject to the same conditions as the Khaleeji capital. In the IMF report, “Trade

and Foreign Investment-Keys to Diversification and Growth, it is stated that the
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GCC was not adequately open to the FDI even though it was open to foreign
trade. The same report notes, “FDI inflows have stalled in recent years despite
policy efforts taken to reduce administrative barriers and provide incentives to
attract FDI. Tariffs are relatively low; however, a number of non-tariff barriers to
trade persist and there are substantial restrictions on foreign ownership of busi-
nesses and real estate.” (IME 2018:3). In support of these findings, the World
Bank puts forward in its 2019 report issued about the Gulf countries that the
non-petroleum sectors financed by the public investments had a significant de-
termining effect on the economies of the GCC countries (World Bank: 2019).
The tenders won by the Gulf capital in the public investments are of importance
to the continuation of the capital accumulation process. Nevertheless, the Gulf
countries are still dependent on imports in numerous branches of industry, and
thus, ‘Economic Diversification Strategy’ is implemented by the Gulf countries.
To this end, several countries developed a variety of plans and incentives. For in-
stance, Saudi Arabia that shaped its economic structure with five-year economic
development plans created credit institutions to tempt its citizens to be entrepre-
neurs and to reinforce its private sector. These institutions extend funds to Saudi
citizens who are interested in doing business in agriculture, industry and con-
struction sectors. The Saudi Industrial Development Fund (SIDF), the Saudi Ara-
bian Agricultural Bank (SAAB) and the Saudi Arabian General Investment Au-
thority (SAGIA) are among the institutions which provide support. Hence, the
funds which the Saudi citizens needed to become entrepreneurs were created by
the Saudi government. However, since the required technology and skilled labor
force were not present, significant progress was not achieved in the non-petro-
leum industries. Private entrepreneurship is encouraged also in other Gulf coun-
tries, however, it is discerned that the formal institutions that regulated the soci-
etal relations did not achieve the necessary transformation which would support
the capitalist societal relations. The Gulf economies dependent on the strategic
raw material exports fail to attain the ‘diversification” goal (Al-kuwari, 2013). One
of the reasons for the failure in the diversification efforts is that the private sec-
tor that continued to depend on the state policies and the state (through pub-
lic credits) and was not subject to free-market conditions did not undergo an in-
dependent and autonomous development (Hertog, 2013); (Aykut, 2017). On
the other hand, even if the revolts that took place in 2011 in Arab countries led
to various liberal arrangements also in other Arab countries, there are still sig-
nificant restrictions in several areas. Moreover, as the Covid-19 pandemic which
emerged in 2020 restricted the production and transport activities at the global
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scale, petroleum consumption went down. At the same time, the tourism sector
which was a crucial source of revenues for the GCC countries also contracted
due to the bans. These developments indicate that the structural reforms will be
expedited and the capitalist societal relations will be deepened in the Gulf. Do-
mestic turbulence can be expected to come into play in the monarchies that will

stand against this transformation.

Conclusion: Economic Diversification and the Gulf

Today, the Gulf countries come to the forefront as the prominent economies with
their mega-projects, giant infrastructure investments, and high GNP per capita.
However, the capital accumulation relations behind this wealth and economic
development are not often analyzed. As demonstrated in the study, the capitalist
societal classes were formed in the Gulf countries. Nevertheless, in this class for-
mation, the Khaleeji capital does not get accumulated as in the case of capital re-
lations in early capitalist countries. Instead of enhancing its competitive power by
gaining independence from the state, the Khaleeji capital aspires to continue its
privileged relationship with the state in opposition to the foreign capital and stays
distant to the democratization (Hertog, 2013). The continuation of this relation-
ship between the Khaleeji capital and the state seems to be possible only through

the maintenance of the existing ‘societal consensus’ by the governments in power.

Khaleeji capital which gained privileged relationships individually within the bor-
ders of each country targeted to have such relationships across the entire Gulf as
well by expanding its capital accumulation space along with the establishment
of the GCC. Moreover, it began to be active not only in the GCC countries but
also in other Middle East countries. Khaleeji capital is active in the finance sec-
tor particularly in Jordan, Egypt, and Lebanon. Besides, it is active in the con-
struction sector in the region countries. For instance, the UAE companies are
active in large construction projects in Iraq. Even though the Economic Agree-
ment signed between the GCC countries in 2001 aims to improve the invest-
ment climate in the Gulf, the Khaleeji capital does not give up its privileged po-
sition in its relations with the Gulf monarchies. Nevertheless, the continuation
of this privileged position of the Khaleeji capital depends on the maintenance of
the existing governance style and monarchies whilst the maintenance of the ex-
isting governance style depends on continuing to earn revenues from the strate-

gic raw material exports. However, as per the foresight that these export revenues
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will eventually be depleted, the diversification strategies have been developed in
Arab countries since the 1970s. Even though the ‘diversification’ means that the
contribution of the sectors outside the petroleum and its derivatives to the GNP
will go up, the development of a Western-style private sector which is subject to
free-market conditions is also envisaged by ‘diversifying’ (Aykut, 2014). Being
subject to free-market conditions means to be exposed to the competitive process
without having access to state support and interference. However, under these
circumstances, the public revenues which the state will need for its self-regener-
ation when the petroleum earnings are not present will be collected through the
taxation of the private sector and the citizens. In return, those that are subject to

taxation will ask for the right to political participation or democratic governance.

The diversification strategies in the Gulf do not still seem very functional. As the
Khaleeji capital creates investment space for itself in the Middle East region, the
FDI inflows remain limited. As noted in the IMF and World Bank reports, the
Gulf countries are not adequately open to FDI inflows. However, the develop-
ments taking place since 2011 lead to a rise in the demands for democracy and
reform in the Middle East. In the face of the peoples’ revolts that took place in
the Middle East countries, the Gulf countries had recourse once again to the dis-
tribution of petroleum earnings to maintain the societal consensus. Kuwait pro-
vided each of its citizens with cash benefits worth 3,600 Dollars and guaranteed
that it would provide staple food products for 18 months. Qatar had an increase
of 60% in the salaries of those employed in the public sector and an increase of
120% in the salaries of high-ranking army officers. As well as salary increases,
Saudi King announced cash benefits for students and employees and an aid pro-
gram which was worth 130 billion Dollars and aimed at making those without
homes the homeowners. Bahrain and Oman created new employment opportu-
nities in the public sector by virtue of the monetary assistance extended by other
Gulf countries (Kmarava, 2012). All these public expenditures were financed with
revenues earned from the petroleum and natural gas exports that were under the

control of the Gulf monarchies.

The Gulf countries continue the state of integration into international capital ac-
cumulation by means of strategic raw material exports. However, when the fall in
the petroleum price is combined with the effects created in 2020 by the Covid-19
pandemic, it is discerned that finding new sources is essential to the continuation

of the societal consensus in the Gulf countries. The slowdown in the economic
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activities at the global scale along with the pandemic raises the expectations that
the transformation will be expedited. That is because the pandemic led not only
to falls in the petroleum price and oil revenues but also to a decline in tourism
earnings. In light of all these effects and expectations, it can be estimated that
the capitalist societal relations in the Gulf countries will be deepened even fur-
ther in all domains in the forthcoming period. In this process, the Khaleeji capi-
tal needs to attain the competitive power to be capable of struggling with its in-

ternational rivals without government support.
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Abstract

Besides the fact that the global problems beyond the national borders, such as air
pollution, climate change, danger of extinction of plant and animal species in-
teract with each other; these problems, depending on the degree of this interac-
tion, also jeopardize the lives of individuals and future generations, too. Focus-
ing on solving problems in a holistic way rather than dealing with each problem
separately would provide more successful results in solving these destructive ef-
fects, in terms of individuals' quality of life, sustainability and the future of the
world. Adoption of sustainable development goals needs states, non-governmen-
tal organizations, the business world that are committed to the implementation
of these goals, and the cooperation between them as well, in ensuring that eco-
nomic and social development is carried out with the environment despite cur-
rent problems. In this context, the study will discuss theoretically how ecological
crises are managed through the functions and responsibilities of different actors

at the point of sustainability of the concept of development.
Keywords: Ecological crisis, development, capitalism, political economy, susta-

inable development

Introduction

Problems such as climate change, drought, floods, global warming, environmental

pollution, and food crisis have become more critical due to the effects on people
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and the economic system. In growth-oriented economies, sustainable consump-
tion and production are used in a way that does not allow natural resources and
the environment to renew itself. Oil, natural gas, and coal, currently the world’s
primary energy source, are among fossil fuels that are responsible for greenhouse
gas (Giddens,2013). The substantial increase in greenhouse gas emissions creates
significant problems for the ecosystem. Sinn (2016) emphasizes that an effort to
reduce fossil fuels would be insufficient and reducing the extraction of sources

should be focused directly instead.

In line with these energy sources, production and consumption patterns, the growth
of world population leads to compelling effects in terms of the use of world re-
sources/assets. The capacity of the world natural system (water, air, soil, and for-
ests) for self-renewal and for support the life of all other forms of life, including
human beings is significantly reducing along with the growing population, at the

current technology and consumption level (Camp, 1990:409).

Indicators of environmental problems can be evaluated at the global (climate
change, ozone layer depletion, loss of biodiversity, etc.), regional (atomic waste
and acid rains), or local level (urbans’ air and water pollution, storage and disposal
of hazardous substances, etc.). However, this does not change the fact that each of
them interacts with each other or with the others. The diffusion of the problems
from one level to another would only aggravate the situation and this requires
large-scale participation for a clear solution. (Ausubel vd., 1995). National initia-
tives alone are not sufficient for environmental problems and thus, the necessity

of implementing an action plan that should be carried to a global scale emerges.

The climate crisis doesn’t stop at borders, so it should be considered as the cri-
sis of the whole world. The bushfires in Australia' between September 2019 and
March 2020 can be given as the latest example of this. Climate change, in fact,
should be addressed as a global security risk, and a reality independent from na-
tional borders and even getting beyond them. Herein, in the context of global

political economy, actually it is also important how various actors, nation states

1 According to the 2020 Climate Change Performance Index (CCPI), Australia was ranked in the
“quite low” category, as the 56th out of 61 countries, in terms of climate change policy (https://
www.climate-change-performance-index.org/). In order to increase fossil fuel production, the
Australian government provides support in areas such as infrastructure projects, royalties, etc.
(SEI/ IISD/ODI/ Climate Analytics/ CICERO/ UNEP, 2019). In 2018, coal was included as the
main source of commodity export income (IEA, 2019).
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in particular, use their power in the face of climate change and how they shape
their policy making (McDonald, 2020).

Van Oldenborgh et al. (2020) found a significant increase in the 2019/20 bush-
fire event in Australia (climate-related bushfires) by at least 30%. It is emphasized
that airborne and anthropogenic factors had effects on this uncontrollable fires.
Williams et al. (2009) assert that there may be positive or negative interactions
between climate change, biodiversity, and fire regimes. In terms of biodiversity,
we may encounter reactions such as losses, continuity, or migration of some spe-

cies, moreover, this, in fact, is associated with fire regimes.

With reference to a developed economy model like the US, to manage the cli-
mate crisis is, in fact, about an important structural change in how energy infra-
structure is built, financed and used. In this sense, it is possible to take measures
such as the regulation of labor markets, direct government expenditures, invest-
ment incentives, regional equality, and encouraging environmentally friendly prac-
tices (Pollin et al., 2014).

When an assessment in terms of environmental problems is made; although dif-
ferent examples are highlighted in developed (surface and groundwater contam-
ination, unplanned urbanization, contaminated soils, acid rain, forest fires and
waste) and developing (desertification, deforestation, loss of biodiversity, fertile
soil loss, landslides, salinization of soils, mega-cities which get out of control due
to rapid urbanization) countries, it is mainly due to implementation and adop-
tion of sustainable development model in a way that is far from environmental/
eco-friendly manner. For both country groups, the factors such as worldwide in-
terdependence of economies, competitiveness of international markets, the pres-
ence of external debt and financial problems, as well as demographic differences,
become determinative (di Castri,1991:51). IPCC 2018 Report draws attention
that global warming is likely to reach 1.5°C between 2030 and 2052 if it contin-
ues to increase at the current rate. Limiting global warming to 1.5°C compared
to 2°C is projected to reduce increases in ocean temperature as well as the risk to
marine biodiversity and ecosystems. Besides, climate-related risks to health, food
security, water supply, and economic growth are projected to increase with global
warming of 1.5°C and increase further with 2°C.

The impact of climate change on socio-economic systems is particularly evident

in five areas. Physical climate change has the capacity to pose danger and risk on
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livability and workability (working and living conditions to be affected by ex-
treme heat), food systems (food production amount), physical assets, infrastruc-
ture services (power plants, etc.), and natural capital (potential disturbance to gla-
ciers, forests, and marine ecosystems). Physical climate change has an impact on
individuals, societies, natural and physical capital, and economic activities and
these effects also include companies, financial institutions, individuals and gov-
ernments (McKinsey Global Institute, 2020: 15).

Climate change may adversely affect the financial system through physical risks
(damage to infrastructure, soil, etc.) and transition risks (change in technology
and responses of markets when transitioning to a lower-carbon economic struc-
ture). The level of these risks and impacts may differ for countries. However, vul-
nerability to physical risks is expected to occur more frequently especially in low-

and lower-middle-income countries (Grippa et al., 2019).

It should also be kept in mind that reducing the effects of global warming, low-car-
bon technologies need to be encouraged in many sectors, especially energy. Poli-
cies to increase the prices of CO2 and other greenhouse gas emissions should be
implemented. In order to get successful results from all these practices, they need
to find a place both nationally and globally (Nordhaus, 2013:22). In solving envi-
ronmental problems, the use of technology in a more energy-efficient way has been
brought to the fore rather than reducing population growth or consumption. Re-
ducing energy/raw material usage per output and replacement of technologies that

are more harmful to the environment are preferred at this point (Foster, 2001).

Development and sustainable development

The question of with which indicators can development be measured has varied
over the various years within the development doctrine. There has been a tran-
sition from the years when economic growth and economic development were
seen as equivalent and can be measured by per capita income to a period when
sustainable and humanitarian development has been adopted. In the face of the
problem of inequality and poverty that continued after the 1950s and 1960s,
when economic growth and development were used synonymously, the defini-
tion of economic development (not only based on GNP increase) has been ex-
tended to find solutions to these problems. By the 1970s, a sustainable develop-
ment concept based perspective started to be accepted. Thanks to the concept of
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development expanded towards sustainability, problems related to the use of nat-
ural resources were also included in the process, instead of focusing only on eco-
nomic and social problems (Thorbecke, 2007; du Pisani, 2006).

The concept of development is often used as a synonym for economic develop-
ment or economic growth. As the concept of sustainable development, on the
other hand, brings an international perspective to development, in fact, the con-
cept of development should be evaluated within a wider framework. In this sense,
development should be addressed in a way that includes the dimensions of secu-
rity, economic development, social development and national governance, and
concerns about the environmental protection in particular, which is left in the
background (Dernbach, 1998). According to Sachs (2008:208), today, there are
four challenges that economic development has to overcome: the level of savings
of a country, competitive export segments (source of income), a capable state (es-
pecially capable of supporting infrastructure), adapting international technologies

to local ecological conditions and needs.

Sustainable development is ‘e integration of the economic, social and environmen-
tal goals of the society, without compromising the ability of future generations to meet
their own needs, while fostering welfare of community-residing persons”. Because it has
cultural differences and priorities in terms of institutional structure, economic and
social aspects, strategies that can be adopted in this area from country to country
may differ from each other. From the perspective of developed and developing
countries, the area where the challenges come from also differs. In terms of key
challenges to sustainable development in developing countries, the factors such
as population growth, climate change, political instability, extreme poverty, and
environmental deterioration can be mentioned (OECD, 2001). Similarly, Sachs
(2008:3) highlights that the challenges to sustainable development on a global
scale arise from the factors such as protecting the environment, long run trends
in world population, closing the gap between rich and poor nations, and eradi-

cating extreme poverty.

According to Khan (1995), the main elements of sustainable development are so-
cial (accessibility, participation, equity), economic (growth, productivity, etc.), and
environmental (biodiversity, integrity of the ecosystem, etc.) sustainability and the
presence of a relationship between them is inevitable. To ensure the concept of

sustainable development to combat the arising conflicts, we, therefore, must go
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beyond approaches that focus solely on economic growth as a means of combat-
ing poverty. Besides, a comprehensiveness focusing on the presence, diversity, and
similarity of structural, technological, and cultural causes that associate with two

basic problems such as environmental degradation and poverty should be adopted.

Sustainable development acts with the need to create a lifestyle and economy
that will preserve and nurture the ecological roots of a society. Herein, sustain-
able development should be managed through some social/ethical (intergenera-
tional social justice and equity), economic (priority of development over growth,
a development approach that meets the needs of people), ecological (dependency,
boundaries, etc.), and political (democracy, cooperation, participation, etc.) prin-
ciples (Chiras, 1995:166). Sustainable development is an important notion to en-
sure long-term growth and intergenerational equity. The increase in physical use
of resources with economic growth, in the meantime, will also lead to the weak-
ening of nature’s self-renewal capacity. This is actually another expression of the
relationship between environmental variables and economic and demographic

variables (Naqvi, 1993).

In historical process, the evolution of the concepts such as development and sus-
tainable development can be seen both on international and global scale. Import-
ant contributions came from the academicians, and international organizations in
order to raise awareness for the current realities about environment, growth and
natural resources. For instance, the report for the Club of Rome named “The
Limits of Growth” dated 1972 calls attention for the fact that if the current in-
crease in population growth, industrialization and pollution and the use of re-
sources continues, the limits of growth will be reached. It is underlined that sus-
tainable growth can be achieved through the combination of both ecological and
economic stability. The Brundtland Report of the United Nations (1987) high-
lights the dynamic nature and process of sustainable development, and the ne-
cessity of a transformation in harmony with the future about depleted resources,
technological development and institutional change is featured. Considering the
areas that it affects and it was affected (ecosystem, species, food security, energy,
population), political desire and stability must be demonstrated for the imple-
mentation of policies regarding the management of this process and achieving

the sustainable development goal.
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At this juncture, Millennium Development Goals and Sustainable Development
Goals should also be taken into account in order to understand the evolutional
and dynamic change that have appeared in recent times. Being adopted in 2015
by the member states of the United Nations, the 17-item Sustainable Develop-
ment Goals (SDGs) focuses on protecting the environment and improving the liv-
ing conditions of individuals, with the participation and cooperation of both de-
veloped and developing countries on a global scale. Focusing on reducing poverty
and inequality, promoting safe working environments, supporting gender equity,
and improvement in education and health, Sustainable Development Goals cover
Goal 7: Affordable and Clean Energy, Goal 11: Sustainable Cities and Commu-
nities, Goal 12:Responsible Consumption and Production, Goal 13: Climate Ac-
tion, Goal 14:Life below water, Goal 15:Life on Land and includes a holistic ap-
proach that protects the environment (United Nations, https://sdgs.un.org/goals).

Sustainable Development Goals, which will carry the Millennium Development
Goals one step further, supported the holistic structure of the sustainable devel-
opment approach by covering development, environmental sustainability and so-
cial inclusion (Sachs, 2012:2206). OECD (2016) emphasizes that these targets
are established in relation to countries at all development levels and that it focuses

on global development rather than the North-South segregation.

One of the controversial points in the process of experiencing ecological crises
and in managing the combat ecological crises is the effectiveness of the state in
this regard. According to Hurrell (1994), the nation states may be either in cri-
sis or heading towards a crisis, in terms of the environment. The fact that the
state remains insufficient for the effective management of global problems within
the national borders and lack of capacity to respond to new environmental chal-
lenges is among the reasons for this. All these emphasizes should be evaluated in
terms of dynamics of political economy, in the context of nation state’s involve-
ment or disintegration in/from the globalization process, on the basis of the na-
ture and scope of sovereignty. According to Biermann and Dingwerth (2004),
supporting these factors, global environmental change represses the capacities of
nation states to promote and to govern in this field and increases the mutual de-

pendence of nation states.

Regarding ecological issues, the existence of neoliberal policies and their effects

on the nature in relation to the role of nation-states should also be analyzed.
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Tan-Giilcan (2018) asserts that, in ecological disputes, the states fail to treat equally
everyone in the face of the interclass-conflicts. Ecology-related issues both create
a social benefit through environmental protection and constitute one of the most
important inputs/raw materials of the environmental production process. At this
point, the state acts in a way that supports the interests of capital. In his assess-
ment within the global political system, Mol (2015) emphasizes that nation-states
have changed dramatically in the sense of their environmental capacity decreasing
with the age of neoliberal policies. The author, considering the priority between
markets and states, emphasizes that the environmental state has not lost its power
in all areas, and also underlines that there is no general loss of efficiency as well,
due to the use of environmental practices by other actors. Faber (2018) empha-
sizes that the crisis of neo-liberal capitalism in the form of ecology and economy
also reveals a major threat for the legitimacy of nation-states. Here what is essen-
tial to mention about the neoliberal policies that they have created undeniable dis-

tributional and sustainability challenges for the societies (Bapna et al, 2019:70).

The capitalist system becomes effective in the emergence of ecological crises, with
its functioning and dynamics (recurring circulation of commodities, marketiza-
tion of natural resources, individual’s disengagement from nature, etc.) (Tan-Giil-
can:2018). Similarly, Altiok (2014) states that the process of capitalist accumu-
lation and the continuous increasing pressure in production and consumption it
creates makes ecological crises inevitable and this makes sustainability of devel-
opment impossible. However, there are also opinions defending the tenets and
principles of sustainable development as a solution and support source for over-
coming the challenges confronting humankind today such as climate change, de-

pletion of the ozone layer, water scarcity, hunger, and poverty (Mensah, 2019:15).

Considering the structure of the capitalist system that prioritizes markets and
profit maximization, the demand for continuous growth, competition, and pro-
ductivity increase will cause environmental problems to occur. This sets an ex-
ample of the trade-off the state has experienced regarding its interventions in the
markets. Without the presence and intervention of non-market entities such as
the state and international organizations, capitalism as an economic system sim-
ply will not be able to create the conditions that protect the environment and
nature (Movahed, 2016).
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In relation to growth, technology and consumption levels, the capitalist system
has an impact on ecological crises. Since any intervention to influence these fac-
tors will negatively affect the operation and dynamics of the system, preventing
ecological crises in the long term will be possible with systems that can be an al-
ternative to capitalism (Jones, 2011). Highlighting the relationship between the
expanding accumulation of capital and ecological crises, Magdoff and Foster
(2010) allege that the solution is to ensure the sustainability of human develop-
ment. Therefore, we must adopt policies and methods considering the multidi-
mensionality of sustainability and act in harmony with both ecological and so-
cial sustainability and social justice (Lele, 1991:618).

It is seen that globalization, foreign trade and the competition it creates leads to
a race to the bottom in terms of developing countries, in environmental regula-
tions, as well as labor market and working conditions. The competition within
developing countries to attract multinational companies and direct investments to
the country causes environmental standards and regulations to deteriorate grad-
ually and to be lower the bar.

The main emphasis of the concept of race to the bottom in environment moni-
toring is the transfer of environment-polluter industries and technologies to the
poor/periphery/less-developed/Southern countries, which can be defined as pol-
lution haven®. For developing countries, these investments and transfers are actu-
ally considered as resources to finance development processes. In these pollution
heaven countries, the share of green industries is expected to decrease while the
share of dirty industries will increase, over time (Akbostanci et al.,2004). At this
point, the objection is encountered that the notions such as wages, raw materi-
al-transportation costs and property rights are the main determinants of foreign
investment (WB, 2000). Actually, what matters here is the necessity of making
the efforts to prevent such unbalanced use of world resources, without discrim-

inating as North and South.

Policy recommendations/ what can be done?

Measures that can be taken on the basis of nation states, NGOs, international

economic organizations, and individuals, and the applicable policies should be

2 For further studies on “Pollution Haven”, see Prakash and Potoski (2006), Letchumanan and
Kodama (2000), Mani and Wheeler (1998), Grether and DeMelo (2003).
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evaluated. Fiscal policies can be used to achieve an ecologically sustainable eco-
nomic structure in this sense. It is possible to create such an effect through both
taxes (creating more environmentally friendly production and consumption pat-
terns) and public expenditures (incentives and investment) (Dafermos and Ni-
kolaidi, 2019). Public policies used in combating environmental risks will affect
both the financial sector and financial stability. In this regard, monetary and fis-
cal policy responses to environment-related risks in commodity markets, environ-
mentally-focused trade policy, as well as more direct environmental control pol-
icies can be put into effect (Caldecott and McDaniels, 2014).

Heine and Black (2019) highlights the “Environmental Tax Reform” with its di-
rect and indirect effects on welfare. Implementations carried out from three as-
pects with tax (via pollutants, energy, and transport, etc.), expenditure (public
investment, social expenditure, R&D support, etc.), and other supporting pol-
icies basically cause direct effects in the way of decrease of climate-related risks,
financing public goods, and common-interest for development. Its indirect ef-
fects, on the other hand, are generally related to economic activities. These indi-
rect and direct effects will support the increase in social welfare (such as health,
nutrition, shelter, access to water and energy) and this, thus, will bring benefits

beyond simply combating the climate crisis.

In the economies, environmental taxes are used in the transportation sector, en-
ergy, and, even to a lesser extent, other sectors. It contributes to both cost-effec-
tive increase of environmental outputs and increased public revenues. Besides, it
will also help to use of tax revenues socially productively, domestic industries be-
come competitive, and to correct the negative effects that occur in income dis-

tribution (OECD, 2017).

Carbon tax policies and regulations can also be used to decrease the emissions of
greenhouse gases. Considering its effect on economic activity, carbon taxes can
reduce the budget deficits, support the public spending, and reduce other taxes
(Ghazouani et al, 2020). In addition to that, these taxes also support to invest in
low-carbon technologies and reduce the risk of climate change. However, it is com-
plicated to set, and collect the tax appropriately and use the revenues efficiently
(Marron and Toder, 2014). Carbon taxes can be seen as a way to put a direct
price on greenhouse gas emissions. This tax affects both consumers and produc-

ers by changing their energy use/source and their lifestyle patterns (PMR, 2017).
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Towards the effort to achieve a sustainable growth and development and low-car-
bon economy, central banks can also follow certain policies. Central banks can
provide loans and capital supports for financial actors to take environmentally
friendly and low climate risk decisions and to make investments. The responsi-
bilities of central banks such as micro- and macroprudential policies and ensur-
ing financial stability can encourage green/eco-friendly investments by influencing
the distribution of loans and investment decisions. For creating a greener eco-
nomic structure and making it sustainable, the powers and responsibilities of the
central bank should expand in this direction (Volz, 2017:20).

Fighting climate change requires many actors to be involved in this process.
The policies that central banks can adopt against the negative effects of climate
change, on the other hand, would be related to the functioning of the financial
system in general. Climate-related risks are a major challenge for central banks,
both through their physical effects (storms, floods, etc.) and the effects of the
transition to a low-carbon economy. However, when viewed from the UK’s cen-
tral bank (Bank of England) sample, we see the efforts that aim to deepen the
insurance and banking sector and to increase the resilience of the financial sys-
tem. Compliance of all these policy sets with central bank objectives is another
important point (Scott et al., 2017).

Similarly, Batten et al. (2016) highlight the mechanisms by which climate change
and carbon emission policies affect central bank objectives. The first of these is
that natural disasters caused by weather conditions adversely affect the balance
sheets of individuals, companies and banks, creating financial instability and eco-
nomic collapse. The second is that it affects the potential growth rate of the econ-
omy. The third is that the more strictly enforced carbon emission policies reprice
carbon-intensive assets. And finally, fluctuations in food and energy prices, that
is, inflation, may occur, depending on the change in weather conditions and the
type of energy used. All of these have the power to direct and change the mone-
tary policy that central banks will follow and the price and financial stability ob-
jective they adopt.

Conclusion

Environmental problems which can be seen at the global, regional, and local level

have been the main source of concern recently. These problems interact with each
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other or with the others. Therefore, this complexity in nature requires large-scale
participation for a sound and permanent solution. Global ecological crises require
global cooperation beyond the initiatives of individual countries to solve this prob-
lem. States, NGOs and international organizations (the United Nations, OECD,
IME etc.) will be guiding in providing technical and financial support and coor-
dination in this field. Steps to be taken to combat climate change will contrib-

ute positively to the welfare and growth performance of societies in the long run.

The development process needs an increase in per capita income and includes
the structural transformations that will take place in the mentioned society as
well. Transformation in production and foreign trade structure are among the
common features in developing countries that experience the development pro-
cess of differentiation in the national income share of the sectors. Therefore, tar-
geted production amount and structure, manufacturing technology will increase
the use of natural resources. Economic development has expanded to include
factors contributing to the increase in per capita income (demographic, human
capital, literacy, health), ensuring macro-economic stability (taxes, exchange rate
policy, foreign capital), and providing equality in income distribution for indi-
viduals. When viewed from this aspect, the multidimensionality of the economic
development process emerges. Thus, development implies a very comprehensive,
transformative and structural process for a country to come through. In this re-
gard, sustainable development integrates economy, society and environment to
strengthen the welfare of individuals in today’s society without compromising re-

sources and opportunities of future generations.

Regarding with the ecological crises we have been through, the structure and func-
tion of the capitalist system should also be evaluated. The priorities of the capital-
ist system can be said as the superiority of the markets, competition, and profit
maximization. These factors in relation with the growth, consumption and tech-
nology level have undeniable and irrevocable harm on the environment. In this
context, the neoliberal policies and their implementations after 1980s have also

challenged the nation-states about their legitimacy.

Efforts for lower carbon emissions, the transition to a greener economy, and adopt-
ing the use of renewable energy sources instead of fossil fuels are being experienced.
Both countries and international organizations can provide supports and incen-

tives to individuals, companies, and industries with transformation policies. Both
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the dimensions of taxes and spending of fiscal policies can be used to support an
ecologically sustainable economic structure. Here, the central banks, too, can take
responsibility with loan and capital supports for financial actors to make environ-

mentally-friendly decisions with low climate-related risks and to make investments.
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Abstract

In today’s world where globalization is gaining speed, technological developments
cause a rapid transformation in information and communication technologies.
Especially developing countries aim to gain competitive power and increase their
market shares in international markets with the production and export of val-
ue-added products by investing in this field. In this study, the effect of R&D and
foreign direct investments on information and communication technologies ex-
ports has been analyzed for BRICS-T countries. The study in which panel data
analysis was used covers the period between 2003 and 2017. Long-term and short-
term relationships between variables were analyzed using error correction models.
Dumitrescu-Hurlin panel causality analysis was used to determine the causality
relationship between variables. According to the error correction model results, it
is concluded that foreign direct investments negatively affect the exports of prod-

ucts based on information and communication technologies in the long term.
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According to the results of Dumitrescu Hurlin causality analysis, one-way cau-
sality from foreign investments to export of products based on Information and

communication technologies was determined.

Keywords: Information Communication Technologies, Research and Develop-

ment, Foreign Direct Investments

Giris

Toplumun gereksinim duydugu mal ve hizmetlerin iiretilebilmesi icin kaginilmaz
olan emek, toprak ve sermayeden olusan tiretim faktorlerine son zamanlarda te-
knolojinin de dahil edildigi gériilmektedir. Bu kapsamda mevcut teknolojinin
aginimi, daha dncekilerden farkli bir mal ve hizmet iiretmek ya da var olan mal-
larin daha nitelikli ve diisiik fiyatl tiretilmesini temin etmek amaciyla bilgi, bec-

eri ve siirekliligin birlesimini ifade etmektedir.

Diinyada yasanan hizli degisim stireci ekonomiyi kaynak temelli ekonomi yak-
lasimindan bilgi temelli ekonomi yaklagimina déniistiirmiistiir. Bilginin 6n plana
ctkmast, firmalar ve tilkeler arasindaki rekabetin geleneksel ekonomik yaklagimlar-
dan styrilarak bilgi ve teknoloji ercevesinde yeniden sekillenmesinde nemli bir
rol oynamistir (Fakher, 2016: 151). Sanayi devriminden giiniimiize kadar gegen
siirede yeni tiretim ydntemleri ve siirecleri 20. yiizyilin baslarindan itibaren bilgi
ve iletisim teknolojileri cergevesinde sekil almaya baglamustir. Bilgiyi temel alan
bilgi ve iletisim teknolojileri bilginin elde edilmesi ve analizi, bilginin kullanilabilir
bilgi haline déniistiiriilmesi ve dagitimini icinde barindiran bir siire olarak tanim-
lanmustir (D.Nordhaus, 2001: 5). Diger bir tanima gére bilgi ve iletisim tekno-
lojileri, bilgiyi depolamak, isleyerek yararli bilgi haline getirmek ve yaymak i¢in
ihtiyag duyulan teknolojik altyapinin elde edilmesi ve sz konusu teknolojilerin
yayginlastirilmasina yardimer olacak ekonomik kuruluslari igeren tiimlesik bir

sistemdir (Wangwe, 2007: 1).

Bilgi ve iletisim teknolojilerine dayalt mal ve hizmet tiretimi, verimlilik ve talepte
yiikselis saglamasinin yaninda, teknolojide meydana gelen hizli gelismeler vasitastyla
iktisadi biiyiime hizini da arttirmaktadir. Bu durumun yasanmasinda hig siiphe-
siz global ¢apta bilgi ve iletisim teknolojileri mal ve hizmetlerine olan talebin et-
kisi biiytikeiir. Her gegen giin bilgi ve iletisim teknolojileri tiriinlerinin kullanim

alaninin gelismesi, bilgi ve iletisim teknolojilerine 6zgii mal ve hizmet talebinin
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ekonomideki mevcut diger mal ve hizmet taleplerine nazaran daha siiratli cogal-

masina sebep olmaktadir (Wangwe, 2007: 14).

Bilgi ve iletisim teknolojilerindeki tiretim artisi, ¢ikti diizeyini arttirmanin yanisira
istihdami pozitif yonde etkileyerek beraberinde ihracat artsini da getirmektedir.
Bilgi ve iletisim teknolojileri kullanimi ile birlikte tiretimde verimlilik elde edil-
irken uluslararasi piyasalarda rekabet giicii kazanilmakta, bir yandan katma deger
artigt saglanirken diger yandan da ekonomik biiytimeye pozitif katki saglamaktadir
(Uckan, 2006: 23-48). Ricardo tarzi bakis agistyla konu degerlendirildiginde bilgi
ve iletisim teknolojileri girdilerindeki artis teknoloji iiretim becerilerini gelistir-
erek kargilagtrmali tistiinliikler elde edilmesi yoluyla ihracatta bir arus meydana

getirmektedir (Vogiatzoglou, 2009: 4).

Teknolojik gelismeler genellikle firmalarca gerceklestirilen Ar-Ge faaliyetleri so-
nucu ulagilan bulus, sermaye birikimi ve yenilikler bigiminde kargimiza ¢ikmak-
tadir (OECD, 2003: 10). Ar-Ge faaliyetleri, tiiketici gereksinimlerini veya iire-
timde artan verimliligi hedef alan incelemeler gerceklestirerek yeni veya var olandan
daha ileri diizeyde hizmet ve tiriinler elde etmeyi amaglamakradir. Uretilen yeni
veya gelisim gdsteren {iriiniin fark yaratmasindan dolay1 ulusal ve uluslararast pi-
yasalarda firma ve {ilkeler rekabet avantaji saglamaktadir. Buna bagli olarak ye-
nilesim ve farkliliga, sistemli ve devamli bir bicimde gerceklestirilen Ar-Ge faa-
liyetleri vasttastyla ulasmay: basarabilen iilkeler dis ticaret hacmi, istthdam, milli
gelir gibi cesitli makro gostergeler agisindan ilerleme kaydederek iktisadi refahin
devamliligs konusunda Gstiinlitk saglayabilmektedir (UNCTAD, 2005: 117).
Dolayistyla giiniimiizde gelismis ve gelismekte olan biitiin tilkeler icin Ar-Ge faa-

liyetlerini gelistirici politikalar iiretmek énem arz etmektedir.

Ar-Ge faaliyetlerinin genisletilmesiyle yasanan teknolojik gelismeler sonucunda kay-
naklar daha etkin bir bi¢cimde kullanilmakta, béylece tilkeler daha giiclii tiretim ve
titketim seviyesine ulasarak yasam kalitesini yiikseltmektedir (Miroslav vd., 2011:
71). Ar-Ge harcamalarinin ¢ogunlukla gerceklestirildigi alanlarin ise, savunma ve
uzay teknolojileri, ilag, bilgi iletisim gibi kalifiye isgiiciine gereksinim duyulan ve
yiitksek teknolojiyi iceren alanlar oldugu goriilmekeedir (Ozer ve Ciftgi, 2009:
40-46). Diger yiiksek teknoloji iceren alanlar gibi bilgi ve iletisim teknolojilerine
dayali sekedrler de teknolojik gelismelerle yakindan iliskilidir. Bu iligkinin teme-
linde bilgi ve iletisim teknolojilerinin teknolojik degismeye duyarlilik diizeyi yat-
maktadir (Manjén, 2016: 1). Teknolojik gelismeler ise ancak Ar-Ge yaurimlar
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ve buna bagli inovatif yaklagimlarla gergeklesmektedir. Son dénemlerde bilgi ve
iletisim tekonolojileri sektdriinde yasanan hizli gelismeler Ar-Ge yatirimlarinin
sektoriin gelismesine odaklandiginin gdstergesi niteligindedir. Diger yandan bilgi
ve iletisim teknolojileri sektdriiniin rekabetci yapisi sektérde bir adim énde olmak
isteyen firmalarin kosulsuzca Ar-Ge yatirimlarina ydneldigini gozler 6niine serme-
ktedir (Hunady vd, 2019: 519). Kiiresel pazarlarda pay sahibi olmak ve rekabet
giiciinii arttirmak isteyen iilkelerin, bilgi ve iletisim teknolojisi iiriin ihracatinda
kilit rol tistlenen Ar-Ge faaliyetlerini hizlandirarak bu alandaki yatirimlart artir-

mast 6nem arz etmektedir.

Bilgi ve iletisim teknolojileri sektoriinde Ar-Ge faaliyetlerinin etkinligi ekonominin
dijital déniistimiinii, mikro diizeyde firma verimliligini arttirma makro diizeyde ise
ekonomik biiytimeye pozitif katki yapma seklinde etkilemektedir. Bilgi ve iletisim
teknolojilerine dayali endiistriler bilimsel ilerlemelerdeki gelismelere karaketeristik
ozellikleri sayesinde hizli sekilde adapte olmaktadir. Kugkusuz bu durumun geri
planinda tniversiteler ve teknoloji parklart gibi teknoloji tiretim sahalarinin bir-
birlerine fiziksel ve teknik yakinligi yatmaktadir (Koutroumpis, 2020: 2). Ar-Ge
harcamalarina ayrilan payin genellikle gelismis tilkelerde daha fazla olmasi bu
iilkelerin yiiksek teknoloji tiretme ve kullanma konusunda istiinliik elde etm-
elerini kolaylastirmaktadir. Gelismis ve gelismekte olan iilkeler arasinda kurulan
ticari iligkiler teknolojik aktarimin hizlanmasina yardimci olmakeadir (Liu vd.,
2010: 1185). Teknolojinin yayilmas: vasitastyla gelismekte olan iilkeler teknoloji
transferini olusturmakta, ithal edilmis olan teknoloji iilke icinde var olan kay-
naklarla bicimlendirilerek neticede yeni iiriin ve yeni iiretim sistemleri olusturul-
maktadir. Ayrica gelismis iilkelerden transfer edilen teknolojiler gelismekte olan
tilkelerin Ar-Ge faaliyetlerine 6zgii yaklasimlarini cesaretlendirmekeedir (Mill-
man vd., 2012: 182-183).

Bilgi ve teknolojinin gelismekte olan iilkelere dogru yéneliminde dogrudan ya-
banct yaturimlarin énemli bir rolii vardir. Bilgi ve teknolojiyi ithal eden iilkel-
erin iktisadi bilyiime ve kalkinma siireclerinde énemli iyilesmeler gdzlenmekte-
dir. Dogrudan yabanci yaurimlarin ev sahibi iilkelere iiriin ve teknoloji, kalifiye
isgiicii ve Ar-Ge faaliyetlerine yonelik tesvik edici etkilerde bulunarak ii¢ farkl:
yoldan katk: sagladigi gozlenmektedir. Yabanci yaturimeilar araciligiyla getirilen
iiriin ve teknoloji yerel firmalar icin bilgi kaynag: olustururken, ayrica yeni ino-
vatif faaliyetler icin de bir temel hazirlamaktadir. Bunun yani sira yabanct firma-

lardan transfer edilen basarili ve kalifiye isgiicii, bilgilerini yerel firmalara ileterek
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yeniligi baglatmakea ve yerel yatirimeilarin inovasyon kabiliyetlerini gliclendirmek-
tedir. Yabanct iiriin veya teknolojilerin yerel pazarlardaki varligs ile yeni tiriin yada
teknoloji giiclendirme agisindan yerel firmalara 6rnek olmakta ve 6zendirmektedir.
Ayrica yabanci pazarlarda iiriin yada teknoloji iiretimi, daha énce denetime tabi
tutularak test edildiginden, tahmin edilen riskin azalmasini ve inovasyon siireci-
nin hrzlanmasini saglayarak Ar-Ge faaliyetleri tizerinde pozitif etkiler yaratmak-
tadir (Cheung ve Lin, 2004: 26).

Gelismekee olan iilkeler dogrudan yabanci yatirimlari tesvik ederek global tekno-
loji ve inovasyon aglari ile bag kurabilme kabiliyetlerini giiclendirmekte, bdylece
uluslararasi piyasalarda daha iyi rekabet avantaji saglamaktadir. Cogu sekedrde
yeni teknoloji gelisimi ve uluslararast alana yayilimi, dogrudan yabanct yaurim-
lar ve bilhassa ¢ok uluslu sirketler araciligiyla olusturulmakta, 6zel Ar-Ge har-
camalarinin biiyiik bir kismi bu sirketler tarafindan gerceklestirilmektedir (UNC-
TAD, 2005: 99). Boylece dogrudan yabanci yaurimlar ev sahibi ekonomilere,
tiretim kapasitesi ve ihracat giiglendirmenin disinda bir iilkenin iiretim sistemi-
nin tamami ile bilginin yayginlasmasint da saglamaktadir. Bunlarin disinda lokal
tilkenin ekonomik sartlari, teknolojik gelisim seviyesi, entelektiiel sermaye diizeyi
gibi nitelikleri teknolojik yayilimlarin etkinligini de belirlemektedir (Zanatta vd.,
2008: 3). Kimi zaman uluslararasi firmalar dogrudan yabanct yatirimlar vasitasi
ile bilgi ve teknoloji transferinde bulunmamakta fakat Ar-Ge ve inovasyon faali-
yetlerini ev sahibi {ilkede baglatmaktadirlar. Bu sayede ev sahibi iilkede Ar-Ge al-
aninda istihdam edilmesi beklenen isgiiciiniin istthdami yabanci firmalar tarafin-
dan gerceklestirilmektedir. Ayrica yine ev sahibi iilkede yabanct firmalarin Ar-Ge
departmanlarinda calisan yerel isgiiciiniin bilgi ve teknolojik birikimi hizli sekilde
diger calisanlara sirayet etmektedir (Todo ve Miyamoto, 2006: 174).

Dogrudan yabanci yatrimlarin, yerel firmalar {izerinde bilgi akisi ve inovatif ye-
tenegi yiikseltici rolii ile faydalt sonuglar yaratacagint savunanlarin yaninda bir
grup da yerel firmalarin inovasyon siiregleri iizerinde olumsuz etkilere neden ola-
bilecegini savunmaktadir. $éyle ki, dogrudan yabanci yatirimlar ile olusan artan
rekabetin, yerel firmalart nispeten daha az yenilikei piyasalara yonlendirecegine
veya bu firmalarin piyasanin disinda tutulacagina dikkat cekilmektedir (Garcia
vd., 2013: 231).

Bu calismada bilgi ve iletisim teknolojileri ihracatinda Ar-Ge ve dogrudan yabanci
yatirimlarin etkisi analiz edilmistir. Analize dahil edilen iilkeler BRICS-T iilkeleri
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olarak adlandirilan Brezilya, Rusya, Hindistan, Cin, Giiney Afrika ve Tiirkiyeden
olugmakeadir. 2003-2017 yillar arast ddnemin analiz edildigi calismada panel veri
ekonometrisi kullanilmistir. Calismanin sonraki boliimlerinde konuya dair 6nceki
caligmalar1 ortaya koyan literatiire yer verilmistir. Sonrasinda ¢alismanin veri seti
ve metodolojisine deginilerek ampirik analizden elde edilen sonuglar yorumla-

narak genel bir degerlendirme ile calisma sonlandirilmakeadir.

Literatiir Taramas1

Bilgi ve iletisim teknolojisi iiriinlerine ydnelik literatiir ¢alismast siklikla iiretici
firmalarda bilgi ve iletisim teknolojilerinden yararlanmanin firma tretkenligine
ve karliligina etkileri tizerine yogunlasmaktadir. Lee vd. (2016) Malezyada tekno-
loji yazilim firmalarinin karliligini belirleyen fakedrleri degerlendirdigi calismada
2009-2015 yillar arasi ddnemde Ar-Ge harcamalarina bagli olarak ortaya konan
inovasyonlarin teknoloji yazilim firmalarinin karlilik diizeylerine 6nemli bir etkisi
oldugu sonucuna ulagmistr. Yine ayni calismada yenilikei soyut varliklara (be-
yin giicii veya yazilim sekedriine dair bilgi yatirimlart olarak degerlendirilebilir)
yapilacak yaturimlarin karliligi ve firmanin gelisme potansiyelini pozitif yonde et-

kileyecegi vurgulanmakeadir.

Farhadi ve Ismail (2012) yeni endiistrilesen iilkeler grubunda yer alan 4 asya iil-
kesinde (Singapur, Giiney Kore, Hong Kong ve Malezya) bilgi ve iletisim tekno-
lojileri sektdriiniin ekonomik biiytime iizerindeki etkisini 1990-2007 yillar1 arast
dénem icin analiz etmistir. Analiz sonuglart bilgi ve iletisim teknolojilerine yone-
lik yatrimlarin ekonomik biiyiime iizerinde olumlu etkisi oldugunu belirtmek-
tedir. Diger yandan bilgi ve iletisim teknolojilerinden maksimum diizeyde yarar-
lanmanin yolunun sektore yonelik altyapi ve yetenegi gelistirici yatirimlardan
gectigi 6ne stirtilmektedir. Seo ve Lee (2006) secili 38 iilkede 1992-1996 yil-
lar1 arast dénemde bilgi ve iletisim teknolojileri yatirimlarinin verimlilik artist
tizerindeki etkisini analiz etmistir. Elde edilen sonuglar, s6z konusu yatrimlarin
OECD iilkelerinde verimlilik artsi saglarken OECD disindaki tilkelerde ise et-
kisinin olmadigini ortaya koymustur. Diger yandan gelismis tilkeler tarafindan
gelismekte olan iilkelere ydnelen bilgi ve iletisim teknolojileri yaurimlarinin ev
sahibi tilkelerin toplam faktdr verimliligine olumlu katkilar yapug belirtilmekte-
dir. Son olarak analiz bulgular;, OECD disinda kalan iilkelerin kiiresel anlamda
dijitallesmeden OECD iilkelerine gére daha fazla fayda sagladigini, bu durumun
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kiiresel bilgi ve iletisim teknolojilerinin digsalliklar yoluyla yayilmasinin gelismekte
olan iilkelerin ekonomik biiyiimelerine katkida bulundugunu ileri siirmektedir.

Gholami vd. (2005) bilgi ve iletisim teknolojileri ile dogrudan yabanct yatirimlar
arasindaki iliskiyi 1976-1999 yillar1 aras: dénem igin 23 iilke 6zelinde nedensellik
analizi gergevesinde degerlendirmistir. Tki degisken arasindaki nedensellik sonuglart
ilkelerin gelismislik diizeylerine gore farklilik sergilemektedir. Ornegin gelismis
tilkelerde bilgi ve iletisim teknolojilerindeki mevcut yatirimlar dogrudan yabanc
yatrimlari tilkeye ¢eken fakedr olarak degerlendirilirken gelismekee olan tilkelerde
ise dogrudan yabanct yatirimlar ev sahibi iilkede bilgi ve iletisim teknolojilerine
doniik yatrim kapasitesinin arttrilmasina katki saglamaktadir. Veeramacheneni vd.
(2008) Hindistan'da 1970-2005 yillar1 arast donemde bilgi ve iletisim teknolojil-
eri, dogrudan yabanci yatrimlar ve ekonomik biiytime arasindaki iligkiyi Granger
nedensellik testi araciligy ile analiz etmistir. Analiz sonucunda dogrudan yabanci
yatrimlar ile bilgi ve iletisim teknolojileri sektorii arasinda karsilikli nedensellik
iligkisi tespit edilmistir. Iki degisken arasindaki karsilikl iliski bilgi ve iletisim te-
knolojileri sekeoriiniin Hindistan'da yeterince olgunlastiginy, sektoriin altyapisinin
yetetli oldugunu ve dogrudan yabanci yatirimlari tek bagina iilkeye cekmekte zor-
lanmadigini gdstermektedir. Desire ve Ghislain (2020) Afrikadaki 52 tilkede 2000-
2015 yallarr arasinda dogrudan yabanct yaurimlar ile bilgi ve iletisim teknolojil-
eri sekeorii arasindaki iliskiyi analiz etmistir. Analiz sonuglari Afrika tilkeleri icin
bilgi ve iletisim teknolojilerindeki gelismelerin dogrudan yabanci yaurimlar tize-
rinde maliyetlerin azalulmas, ticaretin kolaylastirilmasi ve iiretkenligin arturil-
mast yolu ile pozitif etki olusturacagini gdstermektedir. Bununla birlikee bilgi ve
iletisim teknolojilerinin kullanimi ticaretin hizlandirilmasint ve beraberinde ya-
banci yatirimlarin {ilkeye girisini kolaylastirmaktadir. Ayrica bilgi ve iletisim te-
knolojilerinin sundugu hizmetler arasinda yer alan ¢evrimici satts modelleri, mobil
para ve 6deme uygulamalari ile mobil bankacilik yaklagimlari daha fazla yabanct
yatrimet ¢ekmenin 6niinii acan aktiviteleri olusturmakeadir. Leitao ve Baptista
(2008), Portekiz ve Finlandiya ekonomilerini 1976-2002 yillari arast donem icin
girisimci oranlary, igsizlik, dogrudan yabanct yaurimlar ve bilgi ve iletisim tekno-
lojileri yatrimlar gergevesinde kargilastirmustir. Dogrudan yabanci yaurimlar ile
bilgi ve iletisim teknolojileri yatirimlar: arasindaki iliskiler degerlendirildiginde
Portekizde dogrudan yabanci yatirimlarin bilgi ve iletisim teknolojileri yatrimlari
tizerinde olumlu etki olusturdugu, Finlandiyada ise durum Portekizden farklilik
sergilemektedir. Diger bir ifade ile Finlandiyada dogrudan yabanci yaturimlar bilgi
ve iletisim teknolojileri yaurimlar tizerinde negatif etkiye sahiptir.
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Koutroumpis vd. (2020) tarafindan yapilan ¢aligmada bilgi ve iletisim teknolojilei
firmalarinin Ar-Ge harcamalarinin firma gelirleri ve performansi iizerinde olumlu
etkisinden bahsedilmektedir. Almanya, Fransa, Isveg ve Ingiltere iizerine yapilan
ve 2004-2013 yallart arast donemi kapsayan calismada bilgi ve iletisim teknolo-
jilerinde faaliyette bulunan sektorlerde Ar-Ge yatrimlarinin sekeériin daha fa-
zla gelismesine ve ticari gelirlerinin arturilmasina katkt yaptigi vurgulanmakeadir.
Diger yandan yine s6z konusu ¢alisma kiiciik 6l¢ekli firmalarin biiyiik olgekli fir-
malara nazaran gelir anlaminda Ar-Ge faaliyetlerinden daha fazla yararlandigini
ileri siirmektedir. Yine ¢alismadan elde edilen bir baska bulgu ise sektérde uzun
zamandir faaliyette bulunan eski firmalarin geng firmalara nazaran daha fazla
Ar-Ge performans: sergiledigidir. Ar-Ge tegviklerinin dnemine vurgu yapilan
caligmada kiiiik firmalara sunulan Ar-Ge tegviklerinin etkinliginin biiyiik firma-
lara nazaran daha fazla oldugu dile getirilmektedir. Hong (2017), Giiney Kore
dzelinde yaptig1 calismada bilgi ve iletisim teknolojileri sektoriine yonelik Ar-Ge
harcamalarinin ekonomik performans tizerindeki etkisini 1988-2013 yillar1 arast
dénem icin analiz etmistir. Nedensellik iligkisi cercevesinde elde edilen sonuglara
gore bilgi ve iletisim teknolojilerine yonelik Ar-Ge harcamalart ile sektorel katma
deger arasinda kargiliklt iliskinin varlig kanitlanmistir. Bilgi ve iletisim teknolojil-
erine yonelik kamusal Ar-Ge yaurimlari ile 8zel sektdr Ar-Ge yatirimlart arasinda
kargilikls iligki mevcuttur. Son olarak bilgi ve iletisim teknolojilerinde kamu ve
6zel sektoriin ortaya koydugu Ar-Ge harcamalari ile ekonomik bitytime arasinda
da kargilikli nedensel iliski s6z konusudur.

Fakher (2016) bilgi ve iletisim teknolojileri ile dogrudan yabanci yaurimlar arasin-
daki iliskiyi 1995-2013 yillart arast dénem icin Mistr 6zelinde incelemigtir. Dogru-
dan yabanci yaurimlar ile bilgi ve iletisim teknolojileri arasinda zayif ve 6nemsiz
bir iliski tespit edilmistir. Bunun temel nedeni olarak Misir'in bilgi ve iletisim te-
knolojileri konusunda yeterli alt yapiya sahip olmamast gosterilmektedir. Analiz
sonuglari bu haliyle dogrudan yabanct yaturimcilarin tilkeye ¢ekilmesi konusunda
Misir'in gelismis {ilkelerle rekabet etme konusunda yetersiz kaldigini belirtmekte-
dir. Gani ve Sharma (2003) diisiik risk grubu olarak adlandirdig gelismis tilkel-
erde 1994-1998 yillar1 arasi doneme 6zgii yaptiklari calismada dogrudan yabanci
yatirimlarin iilkeye ¢ekilmesinde teknolojik basart ve yayilma diizeyinin belirleyici
bir faktor oldugunu ifade etmektedir. Telekominikasyon ve mobil uygulamalarin
dogrudan yabanci yatrimlari tegvik eden 8nemli bir unsur oldugunun vargulandigt
caligmada istikrarli iktisadi ortam, diisiik maliyetler ve yiiksek disa aciklik oran-
larinin da dogrudan yabanci yaurimlarin belirleyicisi oldugu ileri siiriilmekeedir.
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Yine ayni calismada gelismiglik diizeyini tamamlamamus tilkelerde modern bilgi te-
knolojilerine ulagilmasi adina fiziksel ve begeri sermaye altyapisina yonelik yatirim-
larin hizlandirilmast gerekeigi tizerinde durularak bu ¢abalarin dogrudan yabanci
yatrimlari iilkeye ¢ekmenin yansira ekonomik biiytime ve gelismislik diizeyler-
ine de olumlu katkilar yapacagt vurgulanmaktadir.

Veri Seti ve Yontem

Analizde kullanilan veriler Diinya Bankas: internet sitesinden elde edilmistir. An-
alizin bagimli degiskeni olan bilgi ve iletisim teknolojisi tiriinleri ihracatini (ICT-
GOODEXP) temsil etmektedir ve toplam ihracat icerisindeki yiizde pay olarak
modele dahil edilmistir. Bagimsiz degiskenlerden biri olan Ar-Ge harcamalarini
(RD) temsil etmekete, arastirma gelistirme harcamalarinin toplam GSYH icerisindeki
paytnt ifade etmektedir. Dogrudan yabanci yatirimlar ise analizde kullanilan diger
bagimsiz degiskendir ve (FDI) ile temsil edilmektedir. S6z konusu degisken de
GSYH'nin yiizdesi olarak ifade edilmektedir.

Analize ait denklem asagidaki sekilde kurulmaktadir.

|ICTGOODEXPit = @y + B1RDy + BoFDIiy + uy

Denklemde o sabit degeri, B; egim parametresini, i; panelin birim boyutunu,
t panelin zaman boyutunu ve u ise hata terimini ifade etmektedir. Panel zaman
serileri analizinde dncelikle birimler arasinda korelasyonun varligs sorgulanma-
lidir. Yatay kesit bagimliligs olarak da adlandirilan birimler arast korelasyon her
bir birim i¢in tahmin edilen modellerden elde edilen kalintilarin birbiri ile ko-
relasyonlu oldugunu ifade etmektedir. Modelden diglanan birim ya da zaman et-
kilerinin birimler boyunca birbirinden bagimsiz olmamas: birimler aras: korelas-
yonun temel nedenini olusturmaktadir. Birimler arast korelasyonun varligs panel
veri ekonometrisinde kullanilan modellerin sonuglarina etki etmekeedir. Birim-
ler arasi korelasyonun goz ardi edildigi analizler giivenilir sonuglar vermemek-
tedir (Tatoglu, 2017:3). Modelde Breusch Pagan (1980) tarafindan gelistirilen
LM birimler arasi korelasyon testinden yararlanilmistir. S6z konusu test, birim
boyutu N’nin zaman boyutu T’den kii¢iik oldugu (N < T) durumlarda daha et-
kili sonuglar vermektedir. LM birimler arast korelasyon testinin temel hipotezi;

H,: cov(u,, u;[)=Pa;:O ve (tiim tler i¢in i=j) olarak kurulmakeadir. LM test istatis-
tigi ise asagidaki sekilde hesaplanmakeadir.
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LM-= TFZEZ,”:M B

Burada |’3i1' her bir i degeri icin en kiigiik kareler (EKK) tahmininden elde edilen
kalintilar arasindaki korelasyon katsayilarin: ifade etmektedir ve agagidaki sekilde

formiile edilmektedir.
Y eiceje

A~ A~ / 1/2
|Pi j=|Pji= Slred)” (5 e?)

Yukaridaki esitlikte e,_her bir birimden tahmin edilen kalintlart ifade etmektedir.
LM istatistiginin gegerliliginden, T — oo ve N'nin sabit oldugu durumlarda séz
etmek miimkiindiir. Diger yandan LM istatistigi N(N-1)/2 serbestlik derecesinde
asimptotik > dagilimi gostermektedir (Baltagi vd, 2012: 165). Ancak N’in artug;
durumlarda LM istatistiginin tahmin giicii azalacagindan bahsi gecen durumda
soz konusu istatistikten yararlanmak hatali sonuglar elde edilmesine neden olmak-
tadir (Topal, 2017: 193). T > N durumunda birimler arast korelasyonun varligini

sinayan test sonuglart Tablo 1'de gosterilmektedir.

Tablo 1. Birimler Arast Korelasyon Testi

Test Istatistik Olasilik Degeri

LM 16.95 0.322

Test sonucunda elde edilen olasilik degeri 0.05 kritik degerden biiyiik oldugundan
birimler arast korelasyonun olmadigint ileri siiren H hipotezi reddedilememis ve
birimler arasi korelasyon olmadig1 sonucuna ulagilmistir. Bu sonug serilerin du-
raganliginin sinanmasinda kullanilacak birim kék testinin belirlenmesinde énemli
bir rol oynamaktadir.

Panel zaman serilerinde serilerin duraganligi birim kok testleri ile stnanmaktadir.
Modellere uygulanacak birim kok testlerinin tercih edilmesinde birimler arast ko-
relasyonun varligi belirleyici olmaktadir. Birimler arasi korelasyonun olmadigs du-
rumlarda birinci kusak birim kok testleri olarak adlandirilan testler tercih edilirken
birimler arasi korelasyonun varliginda ise ikinci kugak birim kok testleri uygulan-
maktadir. Diger yandan birinci ve ikinci kusak birim kék testlerinin kullanimi
sabit ve egim parametresi homojenligi ve heterojenligi durumlarinda da farklilik
sergilemektedir. Bu baglamda birim kék testine geilmeden énce parametre ho-
mojenligin test edilmesi 6nem arzetmektedir. Panel veri analizlerinde genellikle
serilerin homojen olduklart varsayimindan hareket edilmekte fakat bu varsayim
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her zaman gercekei olmamaktadir (Polat, 2018: 218). Bu ¢alismada Swamy (1970)
tarafindan geligtirilen homojenlik testinden yararlanilmugtir. Swamy’nin egim para-
metreleri homojenligi testi, tek tek egim parametre tahminlerininin dagilimini
havuzlanmis tahminciler araciligt ile hesaplamaktadir (Ando ve Bai, 2015: 114).
S6z konusu test T > N oldugu durumlarda daha giivenilir sonuglar vermektedir
(Topal, 2017: 193). Homojenlik testinde sinanacak hipotez H : B, = olarak ku-
rulmakta ve parametrelerin homojen oldugunu ifade etmekeedir. Alternatif hipo-
tez ise Hy: B, = B, seklinde kurulmakta ve parametrelerin heterojen oldugunu il-
eri stirmekeedir. Swamy tarafindan gelistirilen ve Hausman benzeri bir test olan

soz konusu testin istatistig;

F = X}% N-1) = E?’:l(ﬁi - B*)I I71'_1(l§i - E*)

seklindedir ve bu esitlikee ﬁi birimlere 8zgii regresyonlardan elde edilen en kiigiik
kareler tahmincilerini, F agirlikls grup ici tahmincisini, [‘71 ise tahmincilerin vary-
anslar arasindaki farks ifade etmekeedir (Tatogly, 2017: 247). F =m asimptotik
olarak dagilmaktadir. Swamy homojenlik test sonuglari Tablo 2'de gosterilmektedir.

Tablo 2. Swamy Homojenlik Testi Sonuglar:

Swamy S testi X2 (15) Olasilik Degeri

8712.72 0.000*

% %1 diizeyinde istatistiksel olarak anlamliligs ifade etmektedir.

Parametrelerin birimden birime degiskenlik sergileyip sergilemediginin test edildigi
Swamy testinde elde edilen sonuglar parametrelerin sabit olmadigini gosterme-
keedir. Diger bir ifade ile parametreler birimden birime degismektedir ve para-
metrelerin Homojen oldugunu ileri siiren H hipotezi reddedilmektedir. Bu du-
rumda birimler arasi korelasyonun olmadigini ifade eden birinci kugak kisa ve
uzun dénemli hata diizeltme modellerinden tiim parametrelerin heterojen kabul
edildigi tahmincilerin kullanilmast uygun bulunmaktadr.

Ekonometrik analizlerde serilerin duraganligi onemli bir fakedrdiir. Duragan ol-
mayan serilerle yapilan analizlerden elde edilen sonuglar giivenilir olmaktan uzak
kalmaktadir. Bu ¢alismada birimler arasi korelasyonun oldugu fakat homojen-
ligin s6z konusu olmadigi durumlarda daha etkin sonuglar verdigi ileri siiriilen
Lm, Pesaran ve Shin (IPS), ADF Fisher ve PP Fisher birim kok testlerinden yarar-
lanilmugtir. IPS testi paneller icin ayri birim kok testi istatistiklerinin ortalamasint
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temel almakta ve paneldeki her grup icin hesaplanan genisletilmis Dickey-Fuller
istatistiklerinin ortalamasina dayanmaktadir. Diger yandan IPS testi kalintlarin
seriler arast korelasyonuna, gruplar arasinda hata varyanslarina ve heterojenlige izin
vermektedir. IPS panel birim kék testinde stokastik siireg y, birinci mertebeden

otoregresif siireg ile olusturulmakeadir (Im vd., 2003: 54-55).

> >

P’it = Q-+ dyie-1+ e i=1,....N, t=1,...... T,

olmak iizere baslangic degeri olarak P’Tc verilmekredir. Burada temel hipotez tiim

{ler igin Ei =1ve
Atyit = @i+ Biyie-1t &
Seklinde ifade edilmektedir. Bu esitlikte

lt;l: ‘(1 —pDu, ﬁ= -|(1 — ) ve APL‘I: =Yit ~ Vit-1

olarak formiile edilmektedir. Bos hipotez biitiin i’ler icin HO:W=O alternatif hipo-
wez ise H : i< 0, i=1,2,....N, [i=0, i=N| + LN, + 2,.......N.

seklinde verilmekeedir. Formiilasyonda alternatif hipotez E’nin birimlere gdre
farkliligina izin vermekte ve homojen alternatif hipotezden (B, =B < 0) daha
kapsamlidir.

Choi (2001) ve Maddala ve Wu (1999) tarafindan énerilen parametrik olmayan
birim kok testi ise Fisher tipi testler olarak adlandirilan ADF Fisher ve PP Fisher
birim kok testlerinden her bir gruptan elde edilen test istatistiklerinin olasilik deger-

lerinin birlestirilmesini énermektedir. Choi (2001) tarafindan gelistirilen model:

Pit = dy + Xy i=1,2,....N ve t=1,2,.....T)

Seklinde yazilmaktadir. Burada
Pl’t = ajt ajt.+ aimltm‘
Ffit = PiXje-1) + Ui

esitligi gecerlidir. Bu esitlikte I'Tzz duraganlik sergilemektedir. % stokastik ozellik
gdstermeyen (it ve stokastik 6zellik gosteren ”Tit’nin bilesiminden meydana gelme-

ktedir. %’ ye ait her zaman serisi I'ye bagli olarak stokastik ve stokastik olmayan
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bilesenlerin farkli rneklem boyutu ve farkli ozellikler sergilemektedir. Yine bu

e§itlikt€{1Tu heteroskedastik olabilmekeedir. Sifir hipotezi;

H: Iﬁi =1 tiim {ler i¢in

tiim zaman serilerinin birim kékii duragan olmadig: anlamina gelirken alterna-

df hipotez ise;

H;: ||?i|<1

seklinde olup N sonlu oldugu durumda en az bir i i¢in gegerlidir. Sonsuz N icin

kurulan alternatif hipotez ise;

Hl: IFil<1

seklindedir. Choi’nin énerdigi birim kék testi istatistigi ise asagidaki 3 denklemde
gosterilmektedir (Choi, 2001:253).

P= |>2 2 () — %

gibi yazilarak panel verilerinde birim kékii test etmek icin her bir i kesitinin birim
kok testlerinden elde edilen p degerini bir araya getirmekeedir.. P, birim kékiin
stfir hipotezi alunda, T—eo giderken ve sonlu N durumunda * (2N) olarak
dagilmakeadir (Barbieri, 2006: 12). Diger iki test istatistigi (Z ve L) asagidaki
gibi formiile edilmektedir.

1 —
7= %Nz?éllb 1 (pl) — N (0,1) ve
= l/n?NlS = ln 1 p ’\/kL = tsn+a

ile formiile edilmektedir. burada @ standart kiimiilatif dagilim fonksiyonudur ve k ise;

3(5N+4)
k= FN(SN+Z:
seklinde verilmektedir. P istatistigi ters * olarak adlandirilmakta, Z istatistigi 0 <
pi<l, I‘IF @ ifadesi standart normal rassal degisken oldugundan ters normal ve
L istatistigi de ters logit olarak adlandirilmaktadir (Choi, 2001: 254). Tablo-3'de

s6z konusu testlere ait istatistiksel sonuclar verilmektedir.
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Tablo 3. Panel Birim Kok Testleri

Testler ICTGOOD RD FDI

Diizeyde |Farkinda |Diizeyde |Farkinda |Diizeyde |Farkinda

Im, Pesaran ve |-0.411 -4.550 -0.327 -2.951 -1.206 -4.481
Shin W Testi | (0.340) | (0.000)* |(0.371) | (0.016)** |(0.113) | (0.000)*

ADF - Fisher 13.183 42.717 12.518 29.647 19.227 42.330

Testi (0.355) | (0.000)* |(0.405) | (0.003)* |(0.083) | (0.000)*
PP - Fisher 11.474 61.182 16.043 58.650 18.669 72.069
Testi (0.488) | (0.000* |(0.1892) |(0.000)* |(0.096) | (0.000)*

* ve ** sirasiyla %1 ve %5 diizeyinde istatistiksel anlamliligs ifade etmektedir.

Tablo 3'deki sonuglara gore ICTGOOD, RD ve FDI degiskenlerinin diizeyde du-
ragan olmadiklar: fakat serilerin birinci farklart alindiginda serilerin duragan hale
geldigi gozlenmekeedir. Bu haliyle esbiitiinlesme testi yapilmadan énce birimler
arast korelasyonun olmadig; ve serilerin farkinda duragan hale geldigi durumlarda

giivenilir sonuglar veren esbiitiinlesme testlerinden yararlanilmast gerekmekeedir.

Serilerin farkinda duragan oldugunun tespit edilmesinden sonra seriler arasinda
esbiitiinlesme iligkisi Pedroni (1999, 2004) tarafindan gelistirilen egbiitiinlesme
testi ile test edilmektedir. Pedroni, esbiitiinlesmenin ve duraganligin olmadigini
ileri siiren temel hipotezi ile toplamda 7 adet panel egbiitiinlesme testi onermis-
tir. S6z konusu testlerden 4’ havuzlanmis panel test istatistigi 3’ti ise grup test
istatistifinden olusmakeadir. Bu istatistiklerden 4’ti homojenligi dikkate alan bo-
yut-ici 3’ ise boyutlar arasi istatistiklerdir. Test istatistiklerinden ilk tigii ( Pa-
nel-v, Panel-rho ve Panel-PP) parametrik olmadigs halde dordiincii istatistik (Pa-
nel-ADF) ise parametrik bir testtir. Pedroni egbiitiinlesme testi asagidaki sekilde
tahmin edilmektedir (Pedroni, 1999: 657-658).

IYit = aj+ it + Byixqy t+ Baixap t+ - + BmidX it + €yt

hert=1,.., TTi=1,..,N;vem =1, ..., M seklindedir. T; zaman icindeki
gdzlem sayisini, N; paneldeki bireysel gozlem sayisini ve M; regresyon degisken-

lerini ifade etmekeedir. N adet birimin oldugu panelde her biri M regressorii olan

birimlerine gére degerlenmesine izin verilmektedir. o, birimlere 6zgii sabit etkileri

ifade ederken egim parametrelerinde oldugu gibi birimlere gore degerlenmesine
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izin verilmektedir. 6, deterministik trendin parametresini gostermektedir (Ped-

roni, 1999: 656).

Boyut ici istatistiklerde sifir hipotezi egbiitiinlesme iliskisi olmadigini dne siirme-
kte ve kalinti temelli bir istatistik goriiniimii sergilemektedir. S6z konusu hipotez;

H, : y, =1 tiim f'ler iin gecerli iken alternatif hipotez;
H, :y =y <1 tim {ler i¢in

seklinde yazilmakta ve y, = y agisindan ortak bir deger varsayilmakradir. Aksine,
boyutlar arast istatistiklerde esbiitiinlesme yoklugunu ifade eden sifir hipotezi;

H,:y, =1 tim {ler i¢in ve alternatif hipotez;
H, :y <1 tim iler igin

verilmektedir. Bu haliyle alternatif hipotez altnda y, = y esitligi icin ortak deger
varsayllmamakraidr. Boyutlar arasi istatistikler panelin her bir birimine ait potan-
siyel heterojenligin tespit edilmesinde ilave modellemeye izin vermektedir. Asagi-
daki esitlikte pedroni egbiitiinlesme testine ait parametre tahmincisi yer almakreadir.

N
o 1N s Lo
}uﬁ,r = 5 Q Ligtve ki =567 - 50)

Esitlikte |512 ve § simgeleri Pit =it + Jiit-1 regresyonunun kalinulari olan I‘Titnin
birimlere 6zgii uzun dénemli varyanslarinin tahminini ifade etmektedir. tahmin
edilmektedir. t istatistiginin parametrik versiyonu ADF temelli istatistigi referans
almaktadir. Diger yandan,

denkligindeki |§l* “tahmincisi ise ADF regresyonundan elde edilen standart varyansi
ifade etmektedir (Pedroni, 1999: 659). Pedroni esbiitiinlesme testine ait sonuglar
Tablo 4de gosterildigi gibidir.
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Tablo 4. Pedroni Panel Esbiitiinlesme Testi

Testler Istatistik | Olasilik Agirliklandirilmug Istatistik | Olasilik
Panel v- Istatistigi 1.791 0.036** 0.899 0.184
Panel rho- Istatistigi -1.272 0.101 -0.484 0.314
Panel PP- Istatistigi -3.774 0.000* -1.812 0.035**
Panel ADF- Istatistigi | -3.799 0.000* -2.012 0.022**

Istatistik | Olasilik
Grup rho- Istatistigi 0.438 0.669

Grup PP- Istatistigi -1.868 | 0.030**
Grup ADF- Istatistigi | -2.407 0.008*

*ve ** surasyla %1 ve %5 diizeyinde istatistiksel anlamliligs ifade etmektedir.

Tablo 4'deki Pedroni esbiitiinlesme testi sonuglarina gére panel rho ve agirliklan-
dirilmus panel rho ve panel v ile grup rho istatistigi sonuglarina gore degiskenler
arasinda egbiitiinlesme iligkisi yoktur. Séz konusu istatistiklerin olasilik degerleri
p > 0.0500 seklinde oldugundan testlerin sonucuna gore H hipotezi reddedile-
memektedir. Diger yandan toplam 11 test istatistiinden 7 tanesinin olasilik de-
gerleri p<0.05 oldugundan degiskenler arasinda esbiitiinlesme iliskisi olmadigint
ifade eden H hipotezi reddedilmekte ve uzun dénemli esbiitiinlesme iligkisinin
varligt kabul edilmektedir. Esbiitiinlesme analizinde maksimum gecikme uzun-
lugunun tespitinde Schwarz Bilgi Kriterinden yararlanilmugtr. Birinci farkinda
duragan hale gelen ICTGOOD, RD ve FDI serilerine uygulanan esbiitiinlesme
testi sonrasinda ICTGOOD, RD ve FDI serilerinin uzun dénemde esbiitiinlesme
iliskisi sergilediginin kabulii sonrasindaki asamada seriler arasindaki uzun ve kisa

dénemli iliskiler tespit edilmekrtedir.

Birimler arasi korelasyonun olmadigi ve parametreleri heterojen panellerde ser-
iler arasindaki uzun ve kisa dénemli iligkilerin tespitinde havuzlanmus ortalama
grup tahmincisi (PMG) ve ortalama grup tahmincisi (MG)'den yararlanilmak-
tadir. PMG ve MG tahmincileri kisa ve uzun dénemli tahminleri hata diizeltme
modelleri aracilig; ile tahmin etmektedir. PMG tahmincisi sabitin, kisa dénem
katsayilarinin ve hata varyanslarinin gruplar arasinda serbest bir sekilde degisi-
mine izin vermekte fakat uzun dénem katsayilarinin degisimini sinirlandirmak-
tadir (Pesaran vd., 1999: 621). MG tahmincisi ise sabit ve egim parametreler-
inin gruplar arasinda degismesine izin vermektedir (Lee ve Wang, 2015: 756).
MG uzun dénem parametrelerinin tahmini, uzun ve kisa donemli parametrelerin
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ortalamalari kullanilarak ve birimlere 6zgii esbiitiinlesme regresyonlarinin ortalama
katsayilarindan elde edilmektedir (Pesaran ve Smith, 1995: 95).

MG tahmincisi, uzun dénem parametreleri ortalamasinin tutarli tahminlerine im-
kan vermekte fakat egim parametrelerinin uzun dénemli homojenligi sz konusu
oldugunda bu tahminler tutarsiz olmaktadir. Uzun dénemli egim parametrelerinin
homojenligi alunda, PMG tahmincisi tutarl ve etkindir. MG ve PMG tahmin-
cileri arasinda secim yapmak icin Hausman testinden yararlanilmaktadir. Zaman
periyodunun t=1,2,....T ve birimlerin i=1,2,...... N olarak kabul edildigi ARDL
hata diizeltme modeli asagidaki sekilde kurulmakeadir (Pesaran vd, 1999: 623-627);

— P Y]
’Vit = X AgYiej + Zimo S Xiej + i+ Eit

Modelde x,(kx1) birimlere 6zgii agiklayici degiskenlerin vekeoriinii olusturu-
rken, P‘ sabit etkiler modelinde bagimli degiskenin gecikmeli degerlerinin kat-
sayisini vermekeedir., F‘ii sayil degerleri ve 8, kx1 katsayr vekedrlerini ifade etme-
ktedir. Model yeniden yazildiginda;

pP—1., % q-1
)AYit = Oie-1 + Bixie T Ljoy AjAVie—j + Xjo 85 Axiej + Ky + &y

Hata diizeltme parametresinin @ ile ifade edildigi modelde;

5
i= —l1—;aﬁ], ﬁi=z5iﬁ

Jj=0

m=j+1 m=j+1

4 q
}Aij == ) Am J=12mep—1 ve &= Z Sim j = 1,2 g — 1.

Harta diizeltme parametresi [‘5 < 0 oldugu durumda y, (bagimli) ve x, (bagimsiz)
degiskenleri arasinda uzun dénemli iliskiden bahsedilebilir. Tablo 5de uzun ve
kisa dénemli iligkilerin tahminini gosteren analiz sonuglarina yer verilmektedir.
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Tablo 5. Uzun ve Kisa Dinemli liskilerin Tahmini: Hata Diizeltme Modeli

Uzun Donem Katsayilar Hausman Test Istatistigi
AICTGOOD PMGE MGE
RD 7.206 -2.082 b
(0.000)* (0336) (0.000)
FDI -0.096 -0.721
(0.606) (0.034)**
Hata diizeltme | -0.209 -0.620
katsayist (0.262) (0.000)*
Kisa donem katsayilar
ARD 1.014 1.120
(0.784) (0.694)
AFDI -0.061 0.130
(0.686) (0.532)

ve ** sirasiyla %1 ve %5 diizeyinde istatistiksel anlamlilsgs ifade ermektedir.

Yukaridaki tabloda panel hata diizeltme modelinin havuzlanmis ortalama grup tah-
mincisi (PMGE) ve ortalama grup tahmincisi (MGE) yer almaktadir. Tabloda yer
alan diger bir analiz PMG ve MG arasinda segim yapmak i¢in kullanilan Haus-
man test istatistigidir. Hausman testi sonuglarina gore H hipotezi reddedilmis
ve s6z konusu hipotez dogrultusunda daha giivenilir sonuglarin elde edilecegi or-
talama grup tahmincisinin (MGE) gecerli olduguna kanaat getirilmisti. MGE
tahmincisine gore hata diizeltme parametresi negatiftir ve istatistiksel olarak %1
diizeyinde anlamlidir. Bilgi ve iletisim teknolojisi iiriinleri ihracau ICTGOODEXP)
ile Ar-Ge harcamalari (RD) ve dogrudan yabanci yaurimlar (FDI) degiskenleri
arasinda uzun dénemli iligkinin varligindan séz edilebilmektedir. Hata diizeltme
parametresi serilerin duragan olmamasi dolayist ile ortaya ¢ikan kisa dénemli sap-
malarin bir sonraki dénemde dengeye gelme hizini ifade etmekeedir. Bu baglamda
belirli bir dénemde olusan dengesizliklerin %62 diizeyindeki bir kismi bir son-
raki donemde diizelmesi beklenmektedir ve bu haliyle uzun dénemli dengeye
yaklagilacaktir. Dogrudan yabanci yaurimlarin (FDI) uzun dénemli parametresi
anlamli (0.034) isareti ise negatiftir. Uzun dénemde FDI'de meydana gelen %1
diizeyindeki arts bilgi ve iletisim teknolojisi ihracatini ICTGOODEXP) %0.72
oraninda azaltmaktadir. Diger yandan FDI'nin kisa dénem parametresi ise (0.532)
anlamsizdir. Ar-Ge harcamalarinin (RD) ise hem uzun dénem (0.336) hem de

kisa dénem (0.694) parametreleri anlamsizdir.
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Son olarak heterojen panellerde gecerli olan Dumitrescu-Hurlin analizi ile degisken-
ler arasindaki nedensellik iligkisinin varlig test edilmektedir. Duraganligin oldugu
durumda x ve y degetleri icin birimlere 8zgii i=1,....N ve t=1....... T varsayimi
alunda olusturulan lineer model asagidaki denklikte gosterildigi sekildedir (Du-
mitrescu ve Hurlin, 2012: 1451);

K K K K
’Yit =0+ Zk:lyi( )Yit—k + k=t [3,( )Xit—k + &t

Bireysel etkileri ifade eden (0i )’nin zaman boyutunda sabit oldugu kabul edilme-
keedir. (y, . y,o) ve (x . x,) stiregleriy, vex icin gozlemlenebilmektedir. K'nin
gecikme uzunlugu panelin tiim kesit birimleri i¢in aynidir dengeli panel meveut-
tur. Bununla birlikte gecikme parametreleri W ) ve regresyon egim katsayilarinin
(W) birimler arasinda degistigi kabul edilmektedir. Sifir hipotezi ve alternatif hi-
potez asagidaki sekilde olusturulmaktadir.

H;: B, =0Vi=1,...N
H::B=0Vi=1,....N ve B0 V i=N +1 0<N, / N<1

Bos hipotez olarak adlandirilan H  hipotezi Blerin 0’a esit oldugunu ifade etme-

ktedir. Diger yandan B,= )

) birimlere gore deger almakta ve alternatif hi-
potez alunda model heterojenlik sergilemektedir. Ayni zamanda H | hipotezi x ‘den
y'ye dogru homojen panel nedensellik olmadigini belirtmektedir. Alternatif hipo-
tez alunda N <N ve xden y'ye dogru nedenselligin olmadigin: ifade etmektedir.
H, alternatif hipotezi altinda N bilinmemekte fakat 0<N /N<1 sartinin saglan-
masi gerekmektedir. N =N esitliginin olmasi durumunda panelin birimlerinde
nedensellik olmadig sonucu ortaya gikmakradir. Eger N,=0 ise panelin birim-
lerinde nedensellik oldugu gozlenmekte, bos hipotez reddedilerek panelin biitiin
birimleri i¢in x, y'nin Granger nedenidir. N,>0 ise nedensellik iligkisi heterojendir
Nedensellik iliskisinin olmadigint ifade eden H, hipotezinin test edilmesi amactyla
Wald test istatistiginden yararlanilmaktadir (Dumitrescu ve Hurlin, 2012: 1453).

HNC — 1 yN
’VVN,T =3 =1 Wig

Yukaridaki esitlikee W, , i birimin H_: =0 hipotezine karsilik gelen birimlere 6zgit
Wald test istatistigini olusturmaktadir. Bu nedenle, nedenselligin olmadigin: ifade
eden H hipotezi alunda birimlere 6zgii Wald istatistigi K serbestlik derecesi ile 3’
dagilimina yakinsamaktadir. Tablo 6'da ICTGOODEXP ile RD ve FDI degisken-

leri arasindaki nedensellik analizi sonuglarina yer verilmektedir.
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Tablo 6. Panel Nedensellik Analizi

H, Hipotezi W-Bar Istatistik ~ Z-Bar Tilde Istatistik P Degeri
ICTGOODEXP » FDI 5.4083 1.4938 0.1352
FDI — ICTGOODEXP 2.7911 1.7435 0.0812™
ICTGOODEXP -» RD 1.2215 -0.0322 0.9743
RD » ICTGOODEXP 3.1186 0.1825 0.8552

**% istatistiksel olarak %10 diizeyinde anlamliligs ifade ermektedir

Akaiki bilgi kriterine gore gecikme uzunlugunun belirlendigi nedensellik testinin
sonuglarina gore sadece FDI'den ICTGOODEXP’a dogru Granger nedensel-
ligin olmadigini ifade eden H; hipotezi reddedilmis ve bahsi gegen iki degisken
arasinda nedensellik iliskisi oldugu sonucuna ulagilmistir. Buna gore dogrudan
yabanci yaurimlarin bilgi ve iletisim teknolojileri ihracatinin granger nedeni old-
ugu dogrulanmakeadir. RD ve ICTGOODEXP degiskenleri arasinda nedensel-
ligin olmadigini ileri siiren H hipotezi reddedilememekredir. Her iki degisken
arasinda karsilikli ve tek ydnlii nedensellik iliskisine rastlanmamustir. Yine ICT-
GOODEXPdan FDI'ye dogru nedenselligin olmadigini ifade eden H hipotezi
reddedilememis ve degiskenler arasinda herhangi bir nedensellik iliskisi olmadigt
tespit edilmistir.

Sonug

Son yarim yiizyillik dénemde diinyada yasanan hizli doniisiim bilgiye dayali
tiretim siireclerinin hizlanmasina ve yeni sektorlerin olusmasina zemin hazir-
lamustir. Bilgi ve iletisim teknolojileri hizli gelisim ve doniisiim sergileyen sek-
torlerin basinda gelmektedir. Teknolojik yenilikler ve inovatif yaklasimlar bahsi
gecen gelisim ve doniisiimiin temelinde yatan nedenler olarak degerlendirilme-
ktedir. Bilgi ve iletisim teknolojilerine dayalt iiriin ve tiretim siiregleri verimlilik
artigt, uluslararasi rekabet, kalifiye isgiicii istthdami, katma deger ve tiim bunlara
bagli olarak ekonomik biiyiime oranalrinda artist beraberinde getirmektedir. Sek-
toriin ekonomiye sagladigi bahsi gegen katkilar gelismis iilkeler kadar gelismekte
olan iilkelerin de bilgi ve iletisim teknolojilerine ydnelik yatirimlarint arttirma-
larina neden olmaktadir. Bu baglamda 6zellikle Ar-Ge yatrimlari, bilgi, teknoloji
ve kalifiye insan giiciinii transfer edebilecek dogrudan yabanci yaurimlarin ézendi-
rilmeye calisildig gozlenmektedir. Diger yandan gelismekte olan iilkelerde poli-
tika yapicilar ve uygulayicilar tarafindan sergilenen sektoriin gelismesine yonelik
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yukaridaki ¢abalar teknolojik alt yap1 eksikligi, kaynak yetersizligi ve insan glicii
gibi nedenlerle istenilen sonuca ulagilmasinda yetersiz kalmaktadir.

Bu calismada gelismekte olan iilkeler grubunda yer alan ve BRICS-T iilkeleri
olarak adlandirilan Brezilya, Rusya, Hindistan, Cin, Giiney Afrika ve Tiirkiyede
bilgi ve iletisim teknolojileri irtinleri ihracat tizerinde Ar-Ge ve dogrudan yabanci
yatirimlarin etkisi analiz edilmistir. Uzun ve kisa donemli hata diizeltme mod-
elleri ve Dumitrescu-Hurlin panel nedensellik testlerinden yararlanilan calismada
elde edilen sonuglar kismen literatiir ile 6rtiigmekeedir. Bu baglamda uzun ve kisa
donemli hata diizeltme modelleri sonuglarina gore dogrudan yabanci yatrim-
larin bilgi ve iletisim teknolojileri ihracati tizerinde negatif etkisi oldugu gozlen-
mistir. Diger yandan Dumitrescu-Hurlin panel nedensellik sonuglarina gore ise
dogrudan yabanci yatirimlardan bilgi ve iletisim teknolojileri ihracatina dogru
tek yonlii nedensel iliski s6z konusudur. Ayrica ¢alisma sonuglari Ar-Ge har-
camalarinin bilgi ve iletisim teknolojileri ihracatinda istatistiksel olarak anlamli

olmadigini ortaya koymaktadir.

Dogrudan yabanci yatirimlarin bilgi ve iletisim teknolojisi {irtinleri ihracatinda
negatif etkisinin olmas ve analize konu iilke grubuna ydnelik yabanci yatirim-
larinda bilgi ve iletisim sektdriine ayrilan payin yetersiz oldugu seklindeki diisiince,
dogrudan yabanci yatirimlarin bilgiyi edinme, bilgiyi kullanarak teknoloji gelistirme
kiiltiir ve becerisine sahip olan iilkelere yonelik yaurimlara daha fazla agirlik verdigi
fikri ile 6rtiismektedir. Diger yandan bahsi gegen iilke grubuna ydnelen dogru-
dan yabanct yatrimlarin diger sektorlerde daha etkin oldugu veya teknoloji yogun
yaurimlar yerine diisiik ve orta teknoloji yogun yatirimlara yéneldigi, bu nedenle
bilgi ve iletisim teknolojisi iiriinleri ihracatnin toplam ihracat igerisindeki payinin
gorece olarak diisiik seyrettigi goriisii savunulabilir.

Analizden elde edilen sonuglar gelismekte olan tilkelerin ézellikle bilgi ve tekno-
lojiye dayali iiriin tiretimi ve ihracatinda teknoloji tagmalarindan yararlanmak,
ihtiya¢ duyulan finansal ve begeri kaynagi temin etmek gibi nedenlerden dogru-
dan yabanci yaurimlari tegvik etme konusunda daha radikal politikalar gelistir-
meleri, yaurim icin gerekli hukuki ve iktisadi zemini hazirlamalari gerekliligini
on plana ¢ikarmakeadir.
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Abstract

An efficient banking sector stabilizes the financial system and the whole econ-
omy through the monetary sector. Nowadays since there are no borders in terms
of financial markets, any development affects every country in no time. In this
context, this study aims to evaluate the efficiency of the banking sector in East-
ern Europe and Turkey for the years between 2008 and 2017. All the countries
analysed access to the European Union (EU) after 2004, and Turkey is the only
candidate country located in Eastern Europe. We employ the widely used Malm-
quist Productivity Index to calculate efficiency scores. The input and output var-
iables are elected in accordance with an intermediation approach. According to
our findings, on average we obtained a positive performance for both in East-
ern Europe and Turkey.

Keyword: DEA, Malmquist Productivity Index, Efficiency, Eastern Europe, Tur-
key, Banking Sector
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1. Introduction

A stabilized financial system is essential for the whole economy in a country.
In today’s borderless and globalized world, any progressive or regressive devel-
opment in the financial market of any country affects the global economy. The
banking sector’s crucial role in the financial system is inevitable. In this context,
it can be expressed that well-functioning banking sector efficiency is an impor-
tant factor for economic growth (Waheed and Younus, 2010; Poshakwale and
Binsheng, 2011; Diallo, 2018).

Since the terms such as efficiency and productivity are very important for all the
actors in an economic system, researchers pay highly attention to these topics. Lit-
erally measuring efficiency is not a new concept in economics, however, increas-
ing technological advances raised its importance in recent years. If the financial
sector, particularly banks, does not perform its functions effectively, it is not pos-
sible to talk about meeting its objectives, such as reforms, growth, etc.

The banking sector performance makes a substantial contribution to the Euro-
pean Unions Economy. Since capital markets in Eastern European Countries
(EEC) are still rather underdeveloped, the role of banking in the financial sys-
tem is even more important when it is compared with developed countries (Pan-
curova and Lyocsa, 2013). The analysed Eastern European Union Countries’ as-
set share in EU-28 is approximately 3% by the end of 2017. Although the share
is not high, the stability and the performance of these economies have a signif-
icant role in the EU. Table 1 shows some basic banking indicators for the East-
ern Europe Countries that are the subject of this study. According to this data,
Poland has the biggest share in terms of assets.
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Table 1. Some Basic Banking Indicators in Eastern Europe Countries

Assets Loans Deposits | Capital and

Number (Euro (Euro (Euro Reserves

of Banks | Million) | Million) | Million) |(Euro Million) Staff
Estonia 36 25,432 23,536 16,678 3,517 4,920
Lithuania 83 28,553 24,788 22,182 3,024 8,922
Latvia 54 28,311 19,819 14,638 3,895 8,492
Slovenia 18 40,447 27,819 30,598 4,849 9,844
Slovakia 26 77,666 56,143 57,578 10,044 18,879
Bulgaria 27 53,322 35,459 38,849 8,762 30,070
Czech
Republic 55 277,677 202,946 157,717 27,705 41,566
Hungary 60 121,300 151,288 77,660 13,489 38,877
Poland 645 444,857 301,702 297,599 67,507 168,800
Romania 37 98,683 63,642 69,500 14,301 55,044
EU-28 6,250 42,888,568 | 24,602,917 (22,891,054 3,576,308 2,737,889
Eurozone 4,769 30,378,561 | 18,305,572 | 17,549,638 2,565,380 1,916,682

Source: European Banking Federation (2018), Banking in Europe: EBF Facts & Figures
2018, https:/fwww.ebf-eulwp-content/uploads/2018/09/Banking-in-Europe-2018-EBF-
Facts-and-Figures.pdf

This study focuses on the Eastern European Union countries and Turkey in terms
of efficiency. Although the Eastern European countries are the members of the
EU, only five of them are in the Eurozone. At this point, we believe that it is es-
sential to determine if using Euro as currency change the efficiency of the bank-
ing sector or not. This paper also intends to reveal particularly the performance of
Turkey, which tries to meet the requirements of the EU. In other words, we aim
to display if Turkey is qualified or not to access the EU regarding of the banking
sector. The reason we compare Turkey with only Eastern European countries is
the economic similarities of these countries, which either joined the Eurozone re-
cently or not yet. In this context to measure the efficiency, we employ the Malm-
quist Productivity Index. Within this framework, the current study contains four
sections. In the following section, we review the literature. In section 2, we give
information about Data Envelopment Analysis (DEA) and Malmquist Produc-
tivity Index. Then we introduce the data and come up with the results. Finally,

in the last section, we conclude our study.
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2. Literature

Nowadays DEA is one of the most popular methods to measure financial efficien-
cies. DEA is a non-parametric frontier estimation firstly introduced by Charnes,
Cooper, and Rhodes (1978). They proposed an input-oriented approach un-
der constant returns to scale (CRS) assumption. A subsequent study by Banker,
Charnes, and Cooper (1984) assumed variable returns to scale (VRS). Besides
these two articles, there are less popular models in the literature; the multiplica-
tive model by Charnes et al (1982), the additive model by Charnes et al (1985),
the cone-ratio model by Charnes et al (1990), the super-efficiency model by An-
dersen et al (1993), the assurance region DEA model by Thompson et al (1996).
Studies of Fire et al (1994), Charnes et al (1994), Coelli et al (1998), Cooper
et al (2000) and Thanassoulis (2001) have a great impact on the improvement
of the DEA method.

There is a considerable number of studies that apply DEA to measure the effi-
ciency of the banking system (Sharma, 2013). Cooper et al. (2011) point out
that DEA has been widely used for the banking system all around the world since
1985. Sherman and Gold (1985), Yue (1992), Resti (1997), Saha and Ravishankar
(2000), Howland and Rowse (2006), Klimberg et al (2009), Fethi and Pasiouras
(2010), Efendic (2011), Paradi and Zhu (2013), Zarinkamara and Alam-Tabriz
(2014), Kaur and Gupta (2015), Kocisové (2016), Asmild and Zhu (2016), Tus-
kan and Stojanovic (2016), Hamid et al (2017), Cvetkoska and Savic (2017) and
Jiang and He (2018) conducted different types of DEA on the banking sector.

In this context, the number of researches related to Eastern Europe is also pretty
high. The banking system in each Eastern Europe Country follows more or less
the same rules, while all these rules have different effects (Horvatova, 2018). There
are two types of studies to analyse the efficiency: the ones applying the analysis
to cross-country panel data and the ones applying to an individual country data.

In the first group; Bonin et al (2005), Fries and Taci (2005), Weill (2006), Kout-
somanoli-Flippaki et al (2009), Yildirim and Philippatos (2007), Borovicka (2007),
Brissimis et al (2010), Andries (2011), Fang et al (2011), Pancurova and Lyocsa
(2013), Andries and Capraru (2014), Zarinkamar and Alam-Tabriz (2014), Svi-
talkova (2014), Degl'lnnocent, et al (2017), Horvatova (2018) applied efficiency
analyses to various East European Countries. In these studies, mostly foreign-owned
and private banks outperformed than domestic and state-owned banks.

282



CONTEMPORARY ISSUES IN ECONOMICS & BUSINESS
GLOBAL STUDIES VOL.7

Marcel Meciar, Hamza Simgsek, Lsmail Siriner

Second group studies analysed an individual country: Vujcic and Jemric (2001) —
Crotia, Wozniewska (2008) - Poland, Titko et al (2014) — Latvia, Repkova (2014)
— Czech Republic, Zimkova (2014) — Slovakia, Ko¢isové (2016) — Slovakia and
Czech Republic, Novickyte and Drozdz (2018) — Lithuania.

The Turkish economy was liberalized after the 1980s and since then banks in
Turkey gave more importance to increase efficiency. The number of studies about
efficiency raised in parallel with this concern. Turkish banking sector contains
three types of banks: “deposit banks”, “participation banks” and “development
and investment banks”. Cingi and Tarim (2000), Colak and Altan (2002), Be-
hdioglu and Ozcan (2009), Savas (2009), Seyrek and Ata (2010), Akbalik and
Sirma (2013), Kirer (2013), Yayar and Karaca (2014), Bozdag et al (2016), Bay-
ram (2016) applied different types of efficiency analyses to different types of the

banking sector in Turkey.

In the light of the studies mentioned above, our purpose in this study is to eval-
uate the efficiency of the deposit banks operated in Eastern Europe and Turkey.
We believe that to determine the efficiency is the first step to improve the stabil-
ity of the banking sector. To accomplish this aim, we apply DEA techniques to
the cross-country panel data set similar to the studies in the first group. However,
to compare Eastern European countries with Turkey as an EU candidate coun-

try makes the study unique.

3. Data Envelopment Analysis (DEA)

Efficiency measurement methods can be grouped under three titles, which are ratio
analysis, parametric and non-parametric methods. Ratio analysis is the most basic
method that observes a ratio of an output to an input. In parametric approaches,
there is an observation set and it is assumed that the ones with the best perfor-
mance are on the efficiency frontier and the biased ones from the frontier are in-
efficient. There are three approaches under parametric techniques. These are the
Stochastic Frontier Approach (SFA), the Distribution Free Approach (DFA), and
the Thick Front Approach (TFA). Nonparametric approaches consist of Free-Dis-
posal Hull (FDH) and Data Envelopment Analysis. In fact, FDH is a special con-
dition of DEA with less constraints. No random error is a general assumption for

nonparametric approaches. In this study, we focus on DEA.
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DEA measures the relative efficiency of decision-making units (DMUs), which
produces multiple outputs by using a similar type of multiple inputs. It exam-
ines this relative efficiency in two steps. In this context, first DMUs that form
the efficiency frontier are determined. After that the stated frontier is accepted
as a reference and efficiency scores are calculated by measuring the distance of
non-efficient DMUs to this frontier. In this context a basic DEA model can be
expressed as follows:

m

E :Min(Zv, ),

i i=1

Z"er =1

iurY,j - Zv,.X,j <0

u, 2¢v, 26 j=Lo,mr=L.,pii=..m

In the linear programming model #, indicates output; v; input, X, observed
amount of input of the ith type of kth DMU, ¥, observed amount of output of
the rth type of kth DMU and ¢ positive small number.

Standard CRS and VRS DEA models involve technical and scale efficiencies for
cross-sectional data, however, Malmquist DEA Models are applied panel data
(Coelli, 1996). In this study, we employ the Malmquist Productivity Index Mod-
els to analyse the efficiency of banking sector in Eastern European countries and
Turkey. We use the DEA-Solver_PRO software to calculate the efficiency scores
by running an input-oriented DEA Model under VRS.

Malmquist Productivity Index (MPI)

MPI was first introduced by Sten Malmquist in 1953. The Malmquist Index ex-
amines the efficiency change between two time periods and separates the index
into two, namely “catch-up effect” and “frontier-shift effect”. The first one shows
if the DMUs improve or worsen their efficiency and the second one compares the
efficiency between two periods. 52 ((x,,y,)*) and 5" ((x,,¥,)") show DMUO at
the time period 2 and 1 respectively. Then catch-up (C) and frontier-shift (F) ef-
fects and MPI are measured as following formulas:
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These formulas have three kinds of information. If the C is greater than one,
there is a progress in relative efficiency from period one to two while equal to one
and less than one indicates no change and regress in efficiency. If the F is greater
than one, this shows progress in the frontier technology around DMUo from pe-
riod one to two, while equal to one and less than one show the status quo and
regress in the frontier technology. And finally, if MI is greater than one, this in-
dicates progress in the total factor productivity, while equal to one and less than
one reveal respectively status quo and deterioration in the total factor productiv-

ity (Cooper et al, 2007: 329,330,331).

4. Data and Empirical Findings

There is not a consensus about how to choose input and output variables in the
literature. However, in the banking sector, there are two mostly used approaches
to choose inputs and outputs. These are “production approach” and “interme-
diation approach”. The first one considers banks as firms, which use capital and
labour to produce different types of deposits and loans. Nevertheless, to model
the bank behaviour the intermediation approach is more preferable to the pro-
duction approach (Elyesiani and Mehdian, 1990:543). In this approach, banks
are considered intermediate funds between depositors and borrowers. Here li-
abilities of banks are taken as inputs to produce loans and other assets (Fortin
and Leclerc, 2007). Within this framework, the input and output variables are
elected in accordance with an intermediation approach. Accordingly, we use (to-
tal loans)/(total assets) and (net interest income)/(total assets) as output measures;
while (total liabilities)/(total assets), (interest expenses)/ (total assets), and (staff
expenses)/(total assets) as input measures to evaluate the efficiency of the bank-
ing sector for the years between 2008 and 2017 in ten Eastern Europe (Bulgaria,
Czech Republic, Estonia, Hungary, Latvia, Lithuania, Poland, Romania, Slova-
kia, and Slovenia). All those countries accessed the EU after 2004. We exclude

Croatia because of deficient data.
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Turkey is the only candidate country located in Eastern Europe. Hence, our ul-
timate purpose is to measure the efficiency of the Turkish Banking Sector and
make a comparison with Eastern European country’s members of the EU. We
gather the data from The European Central Bank Statistical Data Warehouse and
The Banks Association of Turkey.

Table 2. Catch-up Effect

2 o =) — ~ ) < ) © ~ [
Y = — — — — — — — — o0
= S o o o o o o o o S
= IN I\ IN I\ IN I\ IN I\ IN o
g i 1 1 1 1 1 1 1 1 z
[} [N} (=l — o o < n O
©)] =3 (=} — — — — — — —
(=1 (=3 (=1 [ =3 (=1 [ =3 (=1 [ =3 (=1
(o' o~ (o'} o~ (o'} o~ (o'} o~ (o'}
Bulgaria 1.269 | 1.013 | 0.998 | 1.073 | 1.040 | 0.728 | 0.979 | 1.280 | 0.977 | 1.040
Czech
Republic 0.863 [ 0.977 | 0.983 | 1.056 | 1.037 | 1.066 | 0.790 | 1.128 | 0.622 | 0.947
Estonia 1.000 | 1.000 | 1.092 | 0.916 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 1.001
Hungary 1.031 | 0.970 | 1.000 | 1.000 | 1.000 | 1.000 | 0.730 | 1.069 | 1.065 | 0.985
Lithuania 0.810 | 0.831 | 1.226 | 1.109 | 0.910 | 0.995 | 1.161 | 1.046 | 0.976 | 1.007
Latvia 1.344 | 0.749 | 1.537 | 1.058 | 1.245 | 0.887 | 0.839 | 0.735 | 0.887 | 1.031
Poland 0.919 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 0.861 | 0.976
Romania 0.953 | 1.116 | 1.055 | 0.903 | 1.008 | 1.058 | 1.170 | 1.294 | 0.982 | 1.060
Slovenia 1.053 1 0.963 | 0.890 | 1.126 | 0.806 | 1.046 | 1.212 | 1.080 | 0.947 | 1.014
Slovakia 1.175 | 0.901 | 0.790 | 1.052 | 0.895| 0.929 | 1.111 | 0.863 | 0.974 | 0.966
Average 1.042 | 0.952 | 1.057 | 1.029 | 0.994 | 0.971 | 0.999 | 1.049 | 0.929 | 1.003
Turkey | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 | 1.000 |

Source: Authors’ own calculations

Table 2 shows the catch-up (efficiency change) effect scores of ten countries over
the time period between 2008 and 2017. The index scores for Eastern European
member countries fluctuate over time. It is found that seven of eleven Eastern Eu-
ropean countries worsen their efficiencies during the period 2009-2010. Probably
the impact of the 2008 Global crisis on the banking sector is more visible in this
period. Romania and Bulgaria are the only countries that improved their efficien-
cies in the mentioned period. The worst period in terms of efficiency change is
2016-2017. In this period eight of ten Eastern European countries worsen their
efficiencies. When we analyse the average index scores, there is a slight efficiency
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improvement in Eastern Europe Countries in general. However, Czech Repub-
lic, Hungary, Poland, and Slovakia experienced a regress in technical efficiency
during the period between 2008 and 2017. In this case, when we compare Tur-
key, we observe no change in relative efficiency.

Table 3. Frontier-Shift Effect

3 o = — ~ e < n © . o
g 1) = = = = =~ = = = 5o
g S =) S =) S =) S =) S <
‘E o o o o o o o o o 5
E i 1 1 T T 1 1 1 1 Z
[} D (=) — N o < n O
o [=} f=) — — — — — — —
S S =) =3 =) =3 =) =3 =)
Q Q Q Q Q Q Q Q Q
Bulgaria 0.953 1 0.970 | 0.997 | 0.935 | 1.008 | 1.082 | 1.073 | 0.977 | 0.986 | 0.998
Czech . 1.205 | 1.147 | 0.987 | 0.854 | 1.086 | 1.345 | 0.892 | 1.067 | 1.264 | 1.094
Republic
Estonia 0.967 | 1.026 | 0.831 | 1.103 | 1.069 | 1.057 | 1.046 | 1.000 | 1.056 | 1.017

Hungary 0.987 | 1.114 | 1.004 | 1.000 | 1.008 | 1.164 | 1.022 | 1.016 | 0.917 | 1.026
Lithuania 0.998 | 1.124 | 0.983 | 0.939 | 1.085 | 1.046 | 1.063 | 1.105 | 1.138 | 1.054

Latvia 0.857 | 1.177 [ 0.943 | 1.016 | 1.154 | 1.012 | 1.043 | 1.181 | 1.099 | 1.054
Poland 1.020 | 0.999 | 1.011 | 0.977 | 1.000 | 1.060 | 1.000 | 1.000 | 1.217 | 1.032
Romania 0.910 | 1.069 | 0.775 | 1.076 | 1.031 | 1.037 | 1.034 | 1.115| 1.152 | 1.022
Slovenia 1.014 | 1.145 | 0.981 | 0.876 | 1.092 | 1.111 | 1.045 | 1.130 | 1.204 | 1.067
Slovakia 0.791 | 1.079 | 0.823 | 1.088 | 1.097 | 1.116 | 0.962 | 1.015| 1.196 | 1.018
Average 0.970 | 1.085 [0.934 [0.986 |1.063 |1.103 |1.018 | 1.061 |1.123 | 1.038
Turkey | 1.057 | 1.021 | 1.000 | 0.997 | 1.073 | 0.983 | 1.000 | 0.996| 0.995 | 1.013 |

Source: Authors’ own calculations

Table 3 displays the frontier shift (technological change) effect scores. Techni-
cal regresses manifest themselves with a one-year delay when we compare with
catch-up effect scores. Eight of eleven Eastern European countries have deteri-
oration in technological change during the 2010-2011 period. This time is also
the worst period during the analysed years. Merely Hungary and Poland have a
slight improvement in technological change. According to average Frontier-shift
effect scores, only Bulgaria in Eastern Europe has technical regress while the rest
of the countries including Turkey have technical progress.
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Table 4. Malmquist Productivity Index

Countries
2008—2009
2009—2010
2010—2011
2011—2012
2012—2013
2013—2014
2014—2015
2015—2016
2016—2017

Average
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1.032

1.040 (1.120 {0.970 |0.902 [1.126 |1.433 |0.704 |1.203 |0.785 [1.032

Estonia 0.967 [1.026 [0.907 [1.010 [1.069 |1.057 |1.046 |1.000 |1.056 [1.015

Hungary 1.017 {1.081 |1.004 |1.000 |1.008 |1.164 |0.746 |1.086 |0.977 [1.009

Lithuania 0.808 [0.934 [1.206 |1.042 [0.988 |1.042 |[1.234 |1.155 [1.111 |1.058

Latvia 1.152 (0.881 |1.450 |1.074 |1.436 |0.898 |0.875 [0.869 |0.975 |1.068
Poland 0.937 [0.999 [1.011 [0.977 | 1.000 |1.060 |1.000 |1.000 |1.048 |1.003
Romania 0.868 |1.193 |0.817 {0.971 | 1.039 [ 1.098 |1.210 [1.443 |[1.131 |1.086
Slovenia 1.068 [1.103 | 0.873 [0.987 |0.880 [1.161 |1.266 |1.220 |1.140 |1.078

Slovakia 0930 [0.972 [0.650 | 1.144 [0.982 [ 1.037 | 1.069 [0.876 | 1.164 [0.981
Average | 1.000 | 1.029 | 0.988 | 1.011 | 1.058 | 1.074 | 1.020 | 1.110 | 1.035 | 1.036
Turkey | 1.057 [1.021 [ 1.000 [0.997 [ 1.073 [0.983 | 1.000 [ 0.996 [ 0995 [ 1.013 |

Source: Authors’ own calculations

Finally, when we analyse the MPI scores, total productivity results are parallel to
technological change. Our findings indicate that on average productivity rises
have been associated with (total liabilities)/(total assets, (staff expenses)/(total as-
sets), and (interest expenses)/(total assets). In conclusion, positive development

of overall performance was seen in Eastern Europe and Turkey.

5. Conclusion and Discussion

The importance of the banking sector in the financial system and overall economy,
both in an individual country and also in the world’s economy, is inevitable. In
this study, we specifically focus on the Eastern European countries, which acces-
sed to EU after 2004, and Turkey as only candidate country located in Eastern
Europe. In this context, our purpose is to analyse the efficiency performance of
banking sector for the years between 2008 and 2017 in Eastern Europe, namely
Bulgaria, Czech Republic, Estonia, Hungary, Latvia, Lithuania, Poland, Romania,
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Slovakia, and Slovenia. We exclude Croatia from our analysis because of the lack
of data. To measure the efficiency, we employ the input-oriented DEA-based Mal-
mquist Productivity Index under VRS.

There is no consensus about how to choose inputs and outputs of the model in
the literature. However, we elect the intermediation approach, which is the most
convenient for the financial system analyses. Accordingly, we use (total loans)/
(total assets) and (net interest income)/(total assets) as output measures; while (to-
tal liabilities)/(total assets), (interest expenses)/(total assets) and (staff expenses)/

(total assets) as input measures.

According to the analysis that we conducted, all the index scores for Eastern Eu-
ropean member countries fluctuate over time. It is found that seven of eleven
Eastern European countries worsened their efficiencies (catch-up effect) during
the period 2009-2010. We assume that the negative effect of the 2008 Global
economic crisis on the banking sector was more visible in that period. Romania
and Bulgaria were the only countries that had progress in their efficiencies in the
mentioned period. The worst period in terms of efficiency change was 2016-2017.
In that period eight of eleven Eastern European countries worsened their efficien-
cies. In the same way, eight countries had deterioration in technological change
(frontier-shift effect) during the 2010-2011 period. That time is also the worst
period during the analysed years regarding the frontier-shift effect. Only Hun-
gary and Poland had a slight improvement in technological change. Productivity
changes (MPI) are more parallel to the technological changes for the examined year.

We suppose that the regress of efficiency scores in the 2016-2017 period is related
to the policies implemented worldwide. In order to overcome the economic cri-
sis in the world in 2008, the United States (US) adopted expansionary monetary
policies and began to pump dollars into the world’s economy. Banks have been
able to find loans with lower costs due to the increasing money supply in the
world since 2009. This situation positively affected the efficiency of banks. While
the technological changes of banks in all eastern European countries were posi-
tive between 2012 and 2014, the average total productivity index was observed
to be the highest during these years. As a result of the FED’s policy of withdraw-
ing the dollar from the markets which have been implemented since the begin-
ning of 2014, hot money flow started to move towards developed economies and

the cost of finding money in developing economies naturally started to increase.
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The impact of these policies is clearly observed in the catch-up effect as it is men-
tioned above. During this period, only Hungary had a positive value. If we expand
the analysis to the year of 2018 (it was not available for all the countries during
the time the analysis carries out), we assume that this regress will continue more
dramatically for also frontier-shift and productivity indices in 2018. As it is seen
in Figure 1, the US 2-year Treasury bond rates rose significantly until December
2018. However, the policy change of FED in the favour of expansionary policies
as of the beginning of January 2019, bond rates have started to decrease. This
situation dropped the pressure on the currencies through the hot money entries
in developing economies. Therefore, under the assumption of the continuity of
these policies, we can say that the efficiencies of analysed countries may rise after
2018. Undoubtedly we are also aware that this argument should be supported
by empirical analyses. This could be a further study subject to be investigated.

Figure 1. US 2-Year Treasury Bond Rates
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Source: Board of Governors of the Federal Reserve System (US), 2-Year Treasury Constant
Maturity Rate [DGS2], retrieved from FRED, Federal Reserve Bank of St. Louis; https://fred.
stlouisfed. orglseriess/DGS2, September 12, 2019.

However, our findings point out that in average there is progress in all kind of ef-
ficiency scores in the Eastern Europe countries. When we compare Turkey, which
is the only candidate and neighbour country with other countries, its technical
efficiency performance is stable, while there are technical progress and productiv-
ity increase. In conclusion positive development of overall performance was seen

in Eastern Europe and Turkey.
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We believe that the underlying reason of the positive performance of Turkish
banks is based on Basel Criteria. Turkey experienced two vital economic crises
in 2000 and 2001. After these crises, the capital adequacy of the banks was dis-
cussed and banking regulation and supervision agency implemented the Basel cri-
terions. Thus, Turkey has become one of the most successful countries that have
been applying the Basel criteria on banking system and the EU declared Turkey
as “equivalent” by the Commission Implementing Decision (EU) 2016/2358,
which indicates the compatibility of Turkish Banking sector with Basel Stand-
ards. The results of this study support the positive decision of EU Commission.
Hence, Turkey as a candidate country should continue to implement the policies
under Basel Standards in Financial Sector. Same comments can also be made for
the non-euro area member countries, namely Bulgaria, Czech Republic, Hun-

gary, Poland and Romania.
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YABANCI YATIRIMIN
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KALKINMASINA ETKISI: ARDL
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Ozlem Karadag Albayrak (Kafkas University)

Abstract

This study analyses the effects of the freight amounts carried by road, maritime,
air and rail transportation modes, and the effects of direct foreign investment on
economic development. Autoregressive Distributed Lag (ARDL) model is utili-
sed for analysing this relationship. In the study, data from the period of 1988-
2018 on Turkey are used. According to the results of the analysis, there is a long-
run relationship between the variables. The parameters that display the long-run
dynamics between the variables suggest that positive relationship between exists
between economic development and freight amounts carried by rail and sea
transportation modes. In contrast, inverse relation causality exists between eco-
nomic growth and freight amounts carried by air transportation. The parameters
that display the short-run dynamics suggest a positive relationship between eco-
nomic development and direct foreign investment, and the freight amounts car-

ried by road, sea and air transportation modes.

Keywords: Economic Development, Direct Foreign Investment, Transportation

Modes, ARDL Bounds Testing Approach
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1. Introduction

Development of foreign trade activities between countries through supply-chain
contributes to their economic growths. Logistic activities have a positive impact
on the economic growth of developing countries such as Turkey. An efficient and
reliable transportation system helps national economies grow sustainably (Ku-
mar and Anbanandam,2020). Enterprises strive for improving their competitive

capacity in freight transportation so that they can benefit from scale economy

The income per capita is considered an essential indicator in estimating the long-
run economic development of a country. Direct foreign investments (FDIs) consti-
tute a significant share in the capital movement towards developing countries like
Turkey and increase employment and income levels in these countries (Uzgdren
and Akalin, 2016). Alongside the other economic indicators, the estimations re-
garding the logistic sector’s size, which involves all transportation activities, sug-
gest its share in GDP around %11-13 in which transportation activities have a

%50 share (UTIKAD, 2019).

Freight movement is an indispensable part of the national development planning
process since it promotes full utilisation of production factors and composes the
basis of distribution network (Kulshreshtha et al., 2001). National economic and
social policies influence the operation of transportation sector. In this respect, trans-
portation companies are not just an essential part of the economy and but also
the infrastructure (Baran and Grocka, 2019). Alongside the improvement of ac-
cessibility, it also helps develop the infrastructure and brings trade and investment
opportunities to the previously unconnected regions. Besides, it provides accessi-
bility with a multiplier effect to these regions’ goods, services, and employment
opportunities (Mohmand et al., 2016). The modes utilised in freight transporta-
tion are classified as maritime (sea), air, road, rail, pipelines and inland waterway
transportation. As a result of the continuous development and the corresponding
decrease in maritime transportation costs compared to others, intercontinental con-

tainer transportation was conducted by sea in the last century (Lu et al., 2019).

Turkey is situated between Asian and European continents, making it a bridge
in the goods’ flow. It is also an alternative route for delivering Chinese products
to the European markets. Priority should be given to enhancing the transporta-

tion system for Turkey’s economic and social development, utilising its unique
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geographical location (Ozer et al., 2020). According to the World Bank’s logis-
tic performance index, which evaluates countries’ customs, infrastructure and in-
ternational logistic capacity, Turkey ranked 47% among 160 countries in 2018.
The ratio of road, air, sea and rail transportation modes in Turkey’s imports and
exports in 2018 are respectively: %17.38 and %28; %14.4 and %8.25; %67.09
and %63.31; and %0.62 and 0.44 (UTIKAD, 2019).

The data regarding the variables utilised in this study are obtained from various
resources. The timeline graphs of the variables are drawn (Fig 1). After that, sta-
tionarity of the variables is determined. A literature review takes place in the sec-
ond chapter of the study. In the third chapter, information regarding the data set
and the methodology is provided. The results of the analysis are presented in the
fourth chapter. In the final chapter, the findings are evaluated.

2. Literature Review

In the literature, economic indicators are widely utilised among the factors affect-
ing economic growth. Among these indicators, foreign direct investments are fre-
quently investigated in terms of their relationship with economic growth. Logis-
tics-related variables are examined in the studies in the context of infrastructure

(rail or road line lengths) or freight or passenger transport.

Mohmand et al. (2016) investigate a causality relationship between economic
growth and transportation infrastructure at a national and regional level and re-
port inverse relationship from economic growth to infrastructure investment in the
long-run. They estimated the long-term structural relationships between freight
transport demand and economic variables (GDP) and detected high GDP flexi-
bility with real freight rate (Kulshreshtha, 2001). Aislu et al. (2020) expressed that
freight turnover caused growth in GDP of Kazakhstan. Benali and Feki (2020)
have described a positive relationship between link between economic growth and
freight transport for Tunisia. The analysis results by Zhu et al. (2020) regarding
China proved that economic activity is the determining factor in the increase of
freight (ton-kilometre) carried. Gnap et al. (2018) revealed a positive relation-
ship between between freight transport and GDP in the European Union coun-
tries. Maparu and Mazumder (2017) detected a long-run relationship between

air transportation and Total Transportation Expenditure (TTE) and economic
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development (GDP). Furthermore, Ginevicius and Sinkevi¢ius (2020) analy-
sis demonstrated a robust link between the GDP and rail freight transport dy-
namics. Akbulaev and Bayramli (2020) expressed that maritime transport signif-
icantly impacts such countries’ economies like Russia, Azerbaijan, Turkmenistan,

Kazakhstan and Iran.

Ozer et al. (2020) evaluated rail and maritime transportation concerning their
economic growth impacts, alongside the other economic indicators. The study’s
findings identify the maritime line as an essential factor and detect that innovative
solutions such as RO-RO and Ro-La transportation could be produced. According
to the regression analysis of Macit (2020), there exists a significant positive rela-
tionship between between the amount of freight transported by road transporta-
tion mode, the GDD, and total trade volume. Baltaci et al. (2015) report that an
increase in the number of active airports and Turkey’s traffic frequency positively
impact regional economic growth. Moreover, Korkmaz (2012), in his study on
maritime transportation, demonstrate that the increase in transportation by ves-
sels in Turkey positively affects overall trade and create a significant statistical im-

pact in the industrial production index.

3. Data Set and Methods
3.1. Data Set

This study employs a 6-month time-series data for Turkey. The variables included
in the assessment are GDP; Foreign Direct Investment (FDI); the total amount
of container carried on railways (RAIL); the total amount of freight transported
at airports (AIR); the total amount of freight transported on highways, state and
provincial roads (ROAD) and the total amount of container transported in sea-
ports (SEA). All units and sources of these variables are listed in Table 1. Log-
arithmic forms of the variables were utilised, and the annual data of the period

1988-2018 were turned into a 6-month data form.

3.2. Stationarity

The study firstly tests the stationarity of the series before beginning to the analy-
sis. Thus, the level or degree difference the series is stationary is determined. All

series do not necessarily need to be I(1) in this ARDL bounds testing approach
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for detecting a long-run relationship between variables. The variables may have
stationarity degrees of I (0) and I (1) intricately, however, none of them can have
an integration degree of I (2) (Sharif et al., 2020). This study employs the ADF
(Augmented Dickey-Fuller) test introduced by Dickey and Fuller (1981) and PP

unit root tests of Phillips and Perron (1988) to measure the stationarity of variables.

Table 1. Variables and Definitions

Symbol Definition Data Source

Economic Growth: It measures the monetary
value of the total final goods and services
produced in a national economy within a year

GDP at the prices of that period. To sum up, show World Bank (WB,2020).
the growth or contraction in an economy
(current US$).
FDI Foreign direct investment (BoP, current US$).  World Bank (WB,2020).
Organization for
Total amount of container transport in ports ~ Economic Co-operation
SEA
(thousand tonnes) and Development Data
(OECD,2020)
Organization for
Total container transport amount of railways ~ Economic Co-operation
RAIL
(thousand tonnes) and Development Data
(OECD,2020)

Amounts of cargo carried on Highways,
ROAD  State and Provincial Roads (Million tonne-
kilometres)

General Directorate of
Highways (KGM,2020).

Total amount of freight transported at

AIR airports (Ton)

Turkish Statistical Institute
(TUIK, 2020).

3.3. Model Specification

After reviewing the transport sector’s literature, its relationship with economic de-
velopment has been examined in the short and long term. In this study, the mo-

del that provides the GDP data determinants is expressed by Equation 1.

InGDP, = Bo + B1FDI, + BoRAIL + B2AIR + BLROAD, + B<SEA, + e, (1)

In this equation | and e represents the time and error terms, respectively. While [,

parameter is the flexibility of foreign direct investment, [8,, 8, B, and [3; parameters
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are the long-term flexibilities of GDP per capita in proportion to the amount
of freight transported by rail, air, road and sea modes of transportation respecti-
vely. As an increase in the level of transport infrastructure must result in higher
exports, more economic activity, and higher GDP per capita (Alam et al., 2020)

all of these parameters are expected to have positive signs.

3.4. ARDL Bounds Testing

Whether there is a long-term relationship between variables is investigated with
the Autoregressive Distributed Lag (ARDL) model invented by Pesaran and Pe-
saran (1997), Pesaran and Smith (1998), Pesaran and Shin (1999), and Pesa-
ran et al. (2001). ARDL technique has some advantages comparing with other
Cointegration techniques such as Engle-Granger (1987) and Johansen-Juse-
lius (1990). The ARDL technique gives consistent and efficient valid results in
large and small data sets, while other cointegration techniques require integra-
ting all variables in the same order (Pesaran et al., 2001). It can derive a dyna-
mic error correction model (ECM) through a simple linear transformation ba-
sed on the underlying ADL model. While long-run equilibrium information
is conserved in these models, the parameters that explain the scope of short-
run equilibrium are provided by regression (Laurenceson & Chai, 1998). In
the bounds testing approach, not all series must be I (1) to determine the exis-
tence of a long-term relationship between variables. Variables can have mixed
stationarity degrees of [ (0) and [ (1), but none of the variables should have an
integration degree of I (2) (Sharif et al., 2020).

The ARDL model, which demonstrates the long-run relationship between vari-

ables, is given in Equation 2.

11 Bs AINSEA,_y + @yInGDP_y + aplnFDIy_y + aslnRAIL,_; + aslnAIR,_y + asinROAD,_y + aginSEA,_; + (2)

1t

Elncupt = Bo+ Xty 1 AINFDI_y + X1y By AINRAILe_y + Xy B3 AlnAIR_y + Xi=y B4 AINROAD,_; +

In this equation,A represents the first-order difference, while B_0 constant term,
and |4, white noise error terms. To apply the bounds testing approach in the above
models the length of the delay must be determined. The lag length to be applied
in the model is determined in accordance with the information criteria of AIC
(Akaike info criterion), SC (Schwarz information criterion) FPE (Final predic-

tion error) and HQ (Hannan Quinn information criterion).
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In investigating a long-term relationship between variables, all variables™ signifi-
cance is determined by applying the F test (wald test) to the parameters of a lag-
ged value of all variables. In this test, the [H, hypothesis represents that the para-
meters are not statistically significant. This hypothesis and an alternative one are
demonstrated in Equation 3.

|Hn:a1=a7:aq=a4=aq=a;,=0, Hyiay # @y # @a # Qs # as # @6 # 0 (3)

The accuracy of the ARDL analysis for parameter estimates depends on the accu-
racy of some diagnostic tests. These diagnostic tests are Jarque Berra test for nor-
mality; LM test for autocorrelation; and Cumulative Sum (CUSUM), Cumula-
tive Sum of Squares (SQCUSUM) tests and variance ratio (heteroskedasticity)
tests for stability. Besides, for the explanatory power of the model R? and corre-
cted R? values were also determined.

Moreover, the error correction model (ECM), which reveals the variables’ short-
run dynamics, is also estimated. The estimation of short-run relationships based
on ECM model is expressed as follows:

Eznsm’t = Bo+ Xie1 By AINGDP_y + Xy o AINFDIy_y + X]ey B3 AINRAIL,_y + X1y By AlNAIR,—y +
71 Bs AINROAD, 1 + YT B AINSEA;_q + AECT,—y + iy (4)

4. Empirical results

The ARDL analysis we conduct in our study begins with an examination of
change in the data over time. The variables (series) whose graphics are illustrated
in Figure 1 should be stationary.
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Fig 1. Time Series Graphics of GDP, FDI, RAIL, AIR, ROAD, SEA Variables.

Descriptive statistics of the variables utilised in the study are given in Table 2.
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Table 2. Descriptive Statistics of Data

GDP FDI RAIL AIR ROAD SEA
Mean 26.62 21.09 6.63 6.97 11.91 9.96
Median 26.6 21.93 5.66 6.92 11.98 10.28
Max 27.59 23.82 9.62 8.32 12.49 11.69
Min 25.21 19.45 2.89 5.37 11.03 7.48
Std. Dev. 0.76 1.42 2.16 0.85 0.44 1.29
Skewness -0.17 0 0.036 -0.16 -0.71 -0.26
Kurtosis 1.52 1.25 1.51 1.96 2.5 1.67
Jarque-Bera 6.16 7.88 5.86 3.11 6.1 5.42
Probability 0.045 0.019 0.053 0.21 0.047 0.06

The impacts of social, political, and financial instability and shocks in most

countries have led to the assumption that the datas significant part is not static
(Udemba et al., 2020). Beforehand, the degree to which the variables are statio-
nary should be analysed to perform ARDL analysis as all variables must be [ (0)
or [ (1) to perform ARDL. This study employs Augmented Dickey and Fuller
(ADF 1979) and Phillips and Perron (PP 1988) tests among the many whereby
stationary analysis is conducted. Results are illustrated in Table 3.
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Table 3. Stability Analysis of Variables
Variables ADF Test PP Test
Intercept  Interceptand Trend  Intercept Interceptand Trend

Level

LNGDP -1.0062 1.4113 -1.7127 -1.3743
LNFDI -1.2868 -1.3999 -1.6734 -1.6956
LNRAIL -0.8832 -2.5808 -1.0719 -1.8593
LNAIR -0.5509 -6.6595% -1.4292 -2.6491
LNROAD  -0.7681 -5.3864* 1.5106 -1.6076
LNSEA -1.8470 -0910 -1.9194 -1.6301
First

Difference

LNGDP -2.6634%*  -2.7734 -4.6778%  -4.7895*
LNFDI -3.6353**  -3.4447** -4.3914*  -4.3795*
LNRAIL -2.5184 -2.5395 -4.9019*  -4.8632%
LNAIR -3.7392* -3.6777** -6.0833*  -6.7214*
LNROAD  -3.3942* -3.3493% -4.4792%  -4.3857*
LNSEA -4.0635* -3.2697*** -4.6731*  -4.9906*

* Significant at %1 level, ** Significant at %5 level,*** Significant at %10 level.

At the beginning of the ARDL bounds testing, the Akaike information criterion
(AIC) is utilised to determine the optimal lag length of the ARDL model. All of
the ARDL bounds testing analysis results are shown in the Table. As a result, the
parameter estimation results that reveal the long-run relationship among the va-
riables are obtained. The model established to determine economic growth de-

terminants is valid according to this model’s diagnostic tests.

According to the ARDL bounds testing results, the calculated value of test statis-
tic, [6.21, is greater than that of the table value of B.79, which is the upper limit at
b5% confidence interval. These findings lead to the fact that there is a long-term
relationship between gross domestic product, foreign direct investments and the

freight amounts carried by rail, air, sea and road transportation modes.

Suppose the parameters that reveal the long-term relationship among the vari-
ables are interpreted. In that case, there is a inverse and significant relationship

between the variable of the freight amount carried by airline and GDP. However,
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no significant relationship detected between the freight amount transported by
road and foreign direct investments and GDP,

The results of the Error Correction Model (ECM), which display the short-run
relationship among the variables, prove that; the freight amount transported by air
has a inverse and significant relationship with the GDP. Other hand that the fre-
ight amounts carried by land and sea have pozitive and significant relations with
foreign direct investments and GDP. A significant relationship between the freight
amount transported by rail and the GDP could not be determined in the short
run. For each Po1 increase in the cargo amount transported by maritime mode,
the GDP increases by f60.51 in the short-run and P0.78 long-run. A one per cent
increase in AIR reduces GDP by [60.36 in the short-run and P+0.93 in the long-run.

The error correction parameter [(—0.3409) obtained in the error correction model
is minus and is statistically significant. This parameter reports that the deviations
between the variables will restabilise around three periods later. The results (Fig
2) of Cusum and Cusum of Squares tests conducted to detect a structural break
in variables demonstrate that there is no break.
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Fig 2. CUSUM and CUSUM of Squares Tests
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Table 4. ARDL bounds tests results.

Dependent Variable: D(GDP)
Selected Model ARDL(5, 1, 1, 4, 4, 2)

Results of long-run.

Variable Coefficient  Std. Error t-Statistic Prob.

FDI -0.0102 0.0436 -0.2334 0.8168
RAIL* 0.2217 0.0457 4.8492 0.0000
ROAD 0.2540 0.1731 1.4672 0.1510
SEA* 0.7825 0.2001 3.9110 0.0004
AIR* -0.9345 0.2901 -3.2212 0.0027

Error Correction Model

Variable Coefficient  Std. Error t-Statistic Prob.
(O 7.1766 1.1050 6.4949 0.0000
D(GDP(-1))* 0.8559 0.0919 9.3149 0.0000
D(GDP(-2)) -0.1782 0.1157 -1.5402 0.1323
D(GDP(-3))* 0.2823 0.1009 2.7992 0.0082
D(GDP(-4)) 0.1215 0.0767 1.5835 0.1221
D(FDI)** 0.0427 0.0170 2.5196 0.0163
D(RAIL) -0.0242 0.0217 -1.1123 0.2734
D(ROAD)* 0.9643 0.1437 6.7106 0.0000
D(ROAD(-1))** -0.4189 0.1822 2.2987 0.0274
D(ROAD(-2))** -0.5326 0.2163 -2.4627 0.0187
D(ROAD(-3))* 0.5529 0.1718 3.2185 0.0027
D(SEA)* 0.5108 0.0853 5.9848 0.0000
D(SEA(-1))* -0.4882 0.1084 -4.5028 0.0001
D(SEA(-2))** 0.2415 0.0935 2.5827 0.0140
D(SEA(-3))* -0.3415 0.0845 4.0396 0.0003
D(AIR)* -0.3630 0.1049 -3.4595 0.0014
D(AIR(-1))*** 0.1869 0.0936 1.9979 0.0533
CointEq(-1)* -0.3409 0.0523 -6.5142 0.0000
Breusch-Godfrey Serial 0.639
R-squared 0.9233 Correlation LM Test: (0.534)
Heteroskedasticity Test: Breusch- ~ 0.935
Adjusted R-squared  0.8915 Pagan-Godfrey (0.557)
0.302
F-statistic 29.04607(0.0000) Ramsey RESET Test (0.586)
DW 2.0588 Jarque-Bera Normality Test 9.052 (0.01)
k Iﬁg’;}fg F-statistic 10%(***) 5%(%)  1%(*)
5 5 6.210024* 2.26-3.35 2.62-3.79  3.41-4.68

* Significant at %1 level, ** Significant at %5 level,*** Significant at %10 level.
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5. Conclusion

In this study, the impacts of airline, road and maritime transport modes and di-
rect foreign investments on economic growth in Turkey from [1998 to 2008 are
examined. The study’s main contribution is determining transportation modes
contribution to economic growth using the ARDL boundary testing approach
for Turkey. The study shows the feature of being the first study to investigate the
connection and evaluate different and frequently used transportation modes si-

multaneously in foreign trade and domestic transportation.

According to the parameters that demonstrate the long-run relation between
the variables, direct foreign investments, and the freight amount transported by
airway negatively affect the GDP. In contrast, the amount of freight transported
by road, railway and seaway affect GDP positively. According to the Error Cor-
rection Model (ECM), which demonstrates the short-term relationship between
the variables, the amount of freight transported by railway and airway affects
GDP negatively. In contrast, direct foreign investments and the freight amount
transported by land and sea affect GDP positively. According to long and short
term flexibility estimates, a fl% increase in SEA increases GDP by 051%in the
short term and 0[78% in the long term. A [1% increase in AIR reduces GDP by
0.36%in the short term and [0.93% in the long term. Besides, deviations between

variables come to equilibrium after about three periods.

As can be seen from these results, especially sea and airline transports are essen-
tial factors for economic growth in both the short and long term. While freight
transport by railway is an essential factor in economic growth in the long term,
it is not short. Although freight transport by road is one of the factors affecting

economic growth in the short term, it is not effective in the long term.

Turkey is in an exceptionally advantageous position in seaway transportation due
to being surrounded by seas on three sides and having an inland sea. In Ro1s,
1% of the goods transported in export activities and 55% of the goods transpor-
ted in import activities were carried out using the seaway mode. Sea transport
has a share of B0% in foreign trade activities in the world. None of Turkey’s ports
is among the first R0 ports by trading volume (UNCTAD, 2019). However, as

demonstrated in such studies, maritime transport enhances economic growth.
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In the context of transportation, air transport is less preferred due to its high
costs. While the cost of one kilogram of cargo imported by air in 2015 was USD
[153.76, the cost was USD 258.49 with an increase of 68% at the end of the first
three quarters of 2019 (UTIKAD, 2019). An evaluation can be made according
to passenger transportation, and the results can be monitored in future studies.

Freight transport by railways is one of the most critical factors contributing to the
country’s economic development and related processes such as regional social, eco-
logical development, and urbanisation (Ginevicius and Sinkevicius, 2020). Although
the investment costs of railway transportation, which is expected to be effective in
economic growth in the long term, are high, it is one of the transportation mo-
des with freight advantage in the transportation of high-volume loads. The three
countries with the longest railway network in 2019 were Russia (85494 km), India
(68155 km)and China [(68141 km), respectively. Turkey is 9th among the emerging
economies with 10378 km (WB, 2020). Railway transportation will develop in
accordance with its mission with the Baku Thbilisi Kars (BTK) railway line, also
known as the Iron Silk Road, which targets both freight and passenger transport
with the railway network from Asia to Europe on the China-London line. For
this line, whose first freight train started in 2017, work was initiated to carry an

additional B thousand 500 tons of cargo in R020.

According to the results demonstrated in this study, an increase in the transpor-
tation modes’ activities impacts the economic growth in Turkey and the World.
Of course, there are many different indicators of economic growth. Neverthe-
less, countries such as Turkey, located in a strategic geographical position should
use the advantage of being on a route suitable for the shipment of goods from
Asia to Europe more effectively. As Eruygur et al. (2012) stated in their work,
transportation — communication capital can be a powerful tool to promote long-
term real output growth per workforce for policy-makers. In this context, if the
rate of logistics activities within the GDP can be increased, direct employment

can be created with new investment areas.
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IN TERMS OF MAASTRICHT
CRITERIA SITUATION

ANALYSIS OF EUROPEAN

UNION COUNTRIES AND
TURKEY BETWEEN 2000-2019

/ MAASTRICHT KRITERLERI
ACISINDAN AVRUPA BIRLIGI
ULKELERI VE TURKIYE’NIN 2000-
2019 ARASI DURUM ANALIZI

Mehmer Yeter' (Batman University)

ABSTRACT

The European Union Treaty, which sets the conditions for the member states of
the European Union (EU) to join the Economic and Monetary Union (EMU),
entered into force on 1 November 1993. In the agreement, which entered the
literature as Maastricht Criteria, economic and monetary policies to be followed
for the realization of EMU have been determined. In this study, Inflation Rate
Criteria, Budget Deficit Criteria, Public Debt Criteria and Interest Rate Criteria
are taken as the basis of criteria that EU member countries as well as EU candi-
date countries must meet. In terms of specified criteria, in order to evaluate the
economic performances of EU, member countries and Turkey between the years
2000-2019, relevant data were collected and have been analyzed. Critical values
defined by the EU for the criteria have been calculated, a method has been cre-
ated to collect the values of these criteria in a single point and Maastricht compli-
ance points were estimated. These compliance points have formed total Maastricht
compliance line defined as border. In addition to making separate evaluations in

terms of each criterion, convergences in total have been evaluated through the

1 Yiiksek Lisans Ogrencisi, Batman Universitesi, Sosyal Bilimler Enstitiisii, Iktisat Boliimii,
yeter_mehmet@yahoo.com
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estimated Maastricht compliance points. Besides, a scenario, based on the as-
sumption that Turkey has the critical value of EU’s inflation and interest rates,
has been created for Turkey. The average and weighted average calculations of the
compliance points have been calculated and in terms of economic performance
the rankings of the countries have been revealed. As a result, while EU averagely
complied with the Maastricht Criteria, determined by itself, on the border be-
tween 2000 and 2019, 8 member states remained below the border. While Tur-
key was far below the border, the scenario for Turkey was above the border. As
a result of this study, it is recommended that the EU should force its member
countries to approach the line about meeting the criteria or review the criteria.
Otherwise, the EU may feel the danger of losing its credibility on this issue with
every passing year. If Turkey also raises performance of its interest rate and the

inflation, it will adapt EU’s economic criteria.

Key Words: Maastricht Criteria Convergence, Economic Performance, Analysis

of Maastricht Criteria Compliance, European Union Countries, Turkey

JEL Classification: C02, C82, F02, N14, 052, Y10

1. Girig

Avrupa Birligi (AB)’nin temeli 18 Nisan 1951de Pariste Fransa, Federal Almanya,
italya, Hollanda, Belgika ve Litksemburg tilkeleri arasinda imzalanan Avrupa ve
Kémiir ve Celik Toplulugu Antasgmast ile aulmistir. Genis kapsamli bir ekonomik
birlesmenin saglanmast dogrultusunda Avrupa Toplulugu (AT), 25 Mart 1957'de
imzalanan Avrupa Atom Enerjisi Toplulugu (EURATOM) ve Avrupa Ekonomik
Toplulugu (AET) anlagmalari ile kurulmugtur. AT 7 Subat 1992 tarihli Maastri-
cht Anlasmastyla (MA) Avrupa Birligi ismini almustir (Kutlu, 2006).

MAnin sonrasinda AB Kopenhag Zirvesinde AB’ye dahil olmak isteyen tilkele-
rin siyasi, ekonomik ve uyum kriterlerini yerine getirmelerinin yaninda, mevcut
AB iiyesi olan iilkelerin de uymast gereken baska kriterler de belirlemistir. MA
ile ortaya konan bu kriterler, AB iiyesi tilkelerin ekonomik biitiinlesmeyi gelisti-
rerek Ekonomik ve Parasal Birlik (EPB) alanina girebilmek icin yerine getirme-
leri gereken kriterlerdir (Akeay, 2008).
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EPB’nin gergeklestirilmesi icin izlenecek ekonomik ve parasal politikalar Maastri-
cht Kriterleri olarak adlandirilmistir. Belirtilen bu yakinlagsma kriterleri temel ola-
rak 5 adet olup asagida belirtilmistir (Direkli & Yesilkaya, 2002):

e Enflasyon Orani Kriteri; AB'ye iiye iilkelerden fiyat istikrar: agisindan en iyi
performansa sahip ilk {i¢ iilkenin yillik enflasyonun ortalamast ile iiye tilke-

nin enflasyon orani arasindaki fark 1,5 puant agmamalidir.

e Biitge Agig Kriteri; AB’ye iiye iilkelerin kamu agiklarinin Gayri Safi Yurtici
Hasila (GSYH)’ya orani %3’ii gegmemelidir.

e Kamu Borcu Kriteri; AB’ye iiye iilkelerin kamu borglarinin GSYH’lerine orant
%60’ gecmemelidir.

*  Faiz Orani Kriteri; AB’ye liye tilkelerde uygulanan uzun vadeli faiz oranlari,
12 aylik dénem itibartyla, fiyat istikrart agisindan en iyi performansa sahip 3
tiye iilkenin faiz orani ortalamasini 2 puandan fazla asmamalidir.

* Devaliiasyon Kriteri; Son 2 yil itibariyla, bir iiye iilkenin para birimi, diger bir

tiye iilkenin para birimi karsisinda devaliie edilmemis olmalidir.

Bu calismada, Maastricht kriterleri agisindan AB, AB iiye iilkeler ve Tiirkiye'nin
2000-2019 yillart arasinda durumlarinin analizi, literatiirde calisilmamus bir yon-
tem ile yapilmustir. Bu sebeple olusturulan ydntem ve bakus acistyla literatiire

6nemli bir katki sunacag diisiiniilmektedir.

Bu ¢aligma, giris boliimden sonra Maastricht kriterleri kapsaminda yapilan calis-
malarin literatiir incelemesi, edinilen ve derlenen verilerin kaynaklari ve metot-

lar, bulgular ve analiz, sonu¢ kismindan olusmakeadur.

2. Literatiir Aragtirmasi

Yapilan literatiir taramasinda AB, AB iiye iilkeler ve Tiirkiye acisindan Maastri-
cht kriterleri kapsaminda bir ¢ok ¢alisma mevcuttur. Bu galismalarda genel iti-
bari ile kriterlerin 6zelinde veya birkag kriter tizerinden degerlendirme ve analiz-

ler mevcuttur.

Ornegin, Giilden & Miynat (2016) calismalarinda Maastricht kriterlerinin mali
disiplin konusu borg stoku ve biitce agig1 kriterleri agisindan Tiirkiye'nin du-

rumu analiz edilmistir.
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Kriterler toplu olarak incelenip degerlendirilen bazi ¢alismalar da meveut olup
bu calismada 6zellikle Maastricht kriterlerinin hepsinin bir arada degerlendiril-

digi caligmalara agirlik verilmistir.

Ozden (2012) calismasinda gok kriterli karar verme yontemlerinden biri olan Kri-
terijumska Optimizacija I Kompromisno Resenje (VIKOR) yontemini kullana-
rak AB ye tiye tilkeler ve Tiirkiyeyi kriterler agisindan siralamustir. Kriterler ola-
rak; Maastricht kriterlerine ek olarak igsizlik orani, cari igslemler dengesi/GSYH,
GSYH/Niifus, kisa vadeli faiz orani ekonomik gostergelerin 2010 yilt verilerini
kullanmigtir. Sonug olarak yapilan siralamada ekonomik performanst en yiiksek
tilke olarak Litksemburg, en diisiik tilke Yunanistan yer alirken Tiirkiye ise 24.s1-

rada yer almistir.

Paksoy & Kilig (2013) 2002-2011 dénemi igin iilkelerin briit borg, kamu den-
gesi, enflasyon orani, GSMH biiyiime orany, istthdam orani, isgiicii verim artig
orani, aragtirma ve gelistirme harcamalari orant ve egitim harcamalari oran veri-
lerini kullanarak diskriminant analizi ile ekonomik kiyaslama gerceklestirmistir.
Buldugu sonuglar geregi, ekonomik géstergeler acisindan Tiirkiye ile paralellik
gdsteren iilkelerin adaylik statiisiine gegmis ya da iiye olan iilkeler olmasi, siyasi

kriterlerin 6ne ¢iktigini belirtmistir.

Sevgin & Kundakgi (2017) AB’ye tiye 28 iilke ve Tiirkiye’'nin 2013 yilt kisi basina
milli gelir, enflasyon, issizlik, ihracat/ithalat, kamu bor¢lart/ GSYH ve biitce agigi/
GSYH verileriyle matris olusturmustur. Olusturan matris TOPSIS ve MOORA
yontemleri ile tilkelerin siralamasini ortaya koymustur. Sonug olarak, her iki yén-
temde de ekonomik performanslari en yiiksek olan tilkeler sirastyla Litksemburg,
Isveg ve Danimarka olmustur. TOPSIS yéntemine gore ekonomik performans
en diisiik olan iilkeler sirasiyla Yunanistan, Slovenya ve Tiirkiye iken, MOORA

yontemine gore ise Bulgaristan, Slovenya ve Tiirkiye yer almistir.

Giinel (2018) Maastricht kriterleri bakimindan Tiirkiye'nin Biitce Agigt /GSYH
1995-2016 yillik, Kamu Borcu/GSYH 2005-2017 ¢eyrek dénem ve enflasyon
2002-2017 aylik verilerini kullanarak, 28 AB iiyesi iilkenin ayni verilerin orta-
lamasina gore birim kok testleri ydntemi ile yakinsamasini incelemistir. Tiirkiye
enflasyon kriteri acistndan Maastricht kriterlerine yakinsama gosterirken biite
ag1g1 ve kamu borcu agisindan ise Maastricht kriterlerine yakinsamadigs sonu-

cuna ulagilmgtir.
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Seyhan & Tayali (2019) calismalarinda 2008-2017 yillari arasinda Maastriche Kri-
terleri gdstergelerden Enflasyon, Faiz, Biitce A¢ig1/GSYH, Kamu Borglart/ GSYH
degiskenleri ile Tuirkiye’nin 28 Avrupa Birligi tiye iilkesine yakinsamast analiz edil-
mistir. Oncelikle itye iilkeler ile Tiirkiye belirtilen kriterler kapsaminda kiyaslan-
mis ve benzerlik gosteren iilkeler kiimeleme yontemi ile gruplandirlmisur. Ki-
meleme analizin elde edilen homojen gruplardaki tilkelerin panel veri birim kok
analizi ile birbirine yakinsamalari ortaya konmugtur. Danimarka, Isvec, Letonya,
Litvanya, Cekya, Romanya, Polonya, Finlandiya, Slovakya, Bulgaristan, Liiksem-
burg ve Estonyanin yer aldig1 grupta Tiirkiye'nin yer aldigini ortaya koyulmustur.

Literatiir aragtirmast sonucunda, Maastricht kriterlerinin yaninda bazi diger eko-
nomik gdstergeler eklenerek degerlendirmeler yapildigs goriilmiistiir. Bazi galis-
malarda istatistiksel yontemler kullanilarak analiz yapilirken bazi ¢aligmalarda ise
tiye lilke ve aday tilkeler kullanilarak ekonomik performans agisindan {ilkelerin
stralamasi ortaya konulmustur. Bu calismada kullanilan yontem ile degerlendirme

literatiirde bulunmamakrtadir.

3. Veriler

AB ve iiye iilkeleri igin kullanilan veriler Avrupa Istatistik Ofisi (EUROSTAT) resmi
web sitesinden derlenmisti. EUROSTAT tan alinan verilerden enflasyon verileri
raporlanirken 2000-2019 yillar1 Estonya’ya ait veriler ile AB’ye ait 2000 yili ve-
risi gelmemistir. Tiirkiye igin kullanilan veriler Tiirkiye Istatistik Kurumu (TUIK),
Hazine ve Maliye Bakanligi (HBM) Istatistikleri ve Tiirkiye Cumhuriyeti Mer-
kez Bankas: (TCMB) Elektronik Veri Dagitm Sistemi (EDVS)'den derlenmistir.

4. Metot

Maastricht Kriterlerine ayri ayri bakmanin yaninda toplam olarak ne kadar ya-
kinsadigin tek bir veri ya da grafik tizerinden bakmak icin dncelikle Maastricht
Uyum Cizgisi olusturulmugtur. AB ve iilkeler i¢in ise uyum cizgisinden sapma

miktarlari hesaplanarak her yil i¢in uyum noktalart belirlenmistir.

Tiirkiye i¢in uyum noktast hesaplamasi yapilirken, gerceklesen degetler ile yapilan
hesaplamanin yaninda bir de Tiirkiye Senaryo hesaplamast yapilmustir. Senaryo,
Tirkiye'nin 2000-2019 yillart arasinda enflasyon ve faiz degerlerinin AB’nin kri-

tik degerinde olmast iizerinedir.
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Ulkelerin ekonomik performanslart agisindan siralamasini yapmak igin ise hesap-
lanan uyum noktalarinin ortalamasi ve agirlik ortalamalari yontemleri kullanila-
rak iki farkli ortalama bulunmus ve iki ayri siralama yapilmustr.

4.1. Maastricht Uyum Cizgisi

Biitce agigt kriteri icin -3, kamu borcu kriteri icin 60 degerleri her yil icin sabit
alinmisur. Enflasyon ve faiz kriterleri icin ise ortalama deger hesaplanirken, ilgili
yil icin hesaplamada o yil icinde hangi tilkeler AB iiyeliginde ise o iilke degerleri
hesaplamaya katlmustir. Enflasyon icin hesaplanan degere 1,5 puan, faiz icin ise
hesaplanan degere 2 puan eklenerek her yil icin kritik degerler olusturulmustur.

|ev = hesaplanan deger + 1,k

If, = hesaplanan deger + 2,0

b, k, e vef degerleri tek bir noktada, yani 0 nokrasinda birlegtirilmistir. 2000-
2019 yallart arasinda bu degerler siirekli olarak 0 noktast olarak kabul edilmistir.

5

3

1

1 @ 0 N mT W WS ®WHO A NmMT N0~
E888888s8888¢g8s888888¢8E8
NN N N N N NN NN NN NN N NN NN

-3

-5

Maastricth Uyum Cizgisi
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4.2. Uyum Noktalar1 Hesaplama

AB ve iilkeler icin her yil icin toplam Maastricht uyum noktalar hesaplanmistir.
Hesaplamada her bir iilke icin her yil igin by, ky, ey ve fy degerlerinden sapma
oranlari hesaplanmis ve ¢ikan degerlerin toplami, hesaplanan iilkenin o yil icin
toplam uyum noktasini olusturmustur.

_ by—by 5 = ky —ky, I A 5. = b=ty
by by ’ Ky, ky , ey ey ’ fyi fy

Pyum Noktasuy; = Sy, + S, +Se,, + s,

eyi

l&'by’l = ililkesinin y yuinda bitge kriterinde b, den sapma oram

l?kw = i lilkesinin y yilinda kamu kriterinde ky den sapma oran

Few = i lilkesinin y yuinda enflasyon kriterinde e, den sapma oram

lgfy,t = i llkesinin y yihnda faiz kriterinde f,, den sapma oram

|Uyum Noktast,,; = i ilkesinin y yilinda toplam maastricth uyum noktas

4.3. Uyum Noktas1 Ortalama ve Agirlikli Ortalama

AB iiye iilkelerin ekonomik gostergeleri agisindan siralamasinin yapmak icin, he-
saplanan uyum noktalarinin ortalamasi ve agirlik ortalamalari asagidaki formiil ile
hesaplanmugtir. Agirlikli ortalamada agirliklar en yakin yilin agirligs en fazla iken
en uzak yil en az seklinde verilmis ve aritmetik olarak artrilmistir. Ornegin 2013
yilinda AB’ ye katlan Hirvatistan i¢in 2013-2019 yillarinin hesaplanan agirlikli
ortalamada Agirlik2013=1, Agirlik2014=2, Agirhik2015=3, Agirlik2016=4, Agur-
1ik2017=5, Agirlik2017=6, Agurlik2019=7 seklindedir. Formiilde agirlik w ile gos-
terilmistir. Agirlikli ortalamanin hesaplanmasindaki amag, son yillarin etkisini ve

hesaplanan iilkenin gidisatinin ortalamaya yansitilmasidir.

> Uyum Noktast
>Ortalama Uyum Noktast; = %

Yi=1 wUyum Noktas,,;

}Aglrhkh Ortalama Uyum Noktasi; = m
P

lOrtalama Uyum Noktast; = i iilkesinin ortalama uyum noktast

lgirlkl Ortalama Uyum Noktasy; = i ilkesinin agirlikli ortalama uyum noktasi
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5. Analiz ve Bulgular

Yapilan analizlerde 6ncelikle her bir kriter agisindan ayr1 ayr1 inceledikten sonra
olusturulan toplam Maastricht yakinsama grafikleri incelenmistir. Son olarak he-
saplanan ortalamalara gore tilkelerin iki ayr1 siralamast verilmistir.

5.1. Enflasyon Orani Kriteri

Maastricht Antlasmasi kapsaminda, enflasyon orant AB’ye iiye iilkelerden fiyat
istikrart agisindan en iyi performansa sahip ilk ii¢ iilkenin yillik enflasyonun or-
talamast ile iiye iilkenin enflasyon orani arasindaki fark 1,5 puani agmamasi yo-
niinde diizenleme yapilmistir. Kriter AB ve Tiirkiye agisindan olmak tizere iki
ayr1 baslikta incelenmistir.

5.1.1. AB Agisindan

2008 krizi oncesinde enflasyon kritik degeri 2000-2007 yillari arasinda 2,2-3,1
puan araliginda sabite yakin bir grafik cizerken 2008 yilinda krizle beraber AB’nde
enflasyonda artig goriilmiistiir. 2009 ve 2010 yillarinda ge¢mis 10 yilin ortalama-
larinin altinda seyreden enflasyon, alinan dnlemlerin etkisi ile 2011 ve 2012 yil-
larinda tekrardan kriz dncesi seviyeye gelmistir. Ancak 2013 yilindan sonra tekrar
diisiis gosteren enflasyon orani 2017 yili ile birlikte tekrardan yiikselmeye baglasa
da kriz dncesi seviyeye heniiz gelememistir (Grafik-1).

Grafik-1 Enflasyon Kriteri A¢isindan Kritik Deger ve AB

ENFLASYON KRITERI

-~

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
AB 32 25 21 23 23 23 24 37 10 21 31 26 15 06 01 02 1,7 19 15
Kritik Deger 2,7 3,1 29 27 22 25 29 28 41 06 08 31 28 13 04 03 03 21 22 19

Kaynak: Veriler Eurostat tan alinmig olup yazar tarafindan derlenmistir.

Ayrica, 2008 krizi dncesi kritik deger acisindan kriteri kargilayan iilke sayist yakla-
stk ortalama 12 iilke ile %60 oraninda iken kriz sonrast 2008-2016 yillar: arasinda

324



CONTEMPORARY ISSUES IN ECONOMICS & BUSINESS
GLOBAL STUDIES VOL.7

Marcel Meciar, Hamza Simgsek, Lsmail Siriner

yaklagik ortalama 13 tilke ile %46 oranina diismiistiir. 2017-2019 yillar arasinda
bir miktar diizelme gostererek yaklasik ortalama 19 iilke ile %68 oraniyla kriz
oncesi seviyeleri gecmistir.

Grafik-2 Enflasyon Kriterine Uyumlu ve Uyumsuz AB Ulkeleri Sayisi

25
20

15

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

«

Uyum Gésteren Ulke Sayist 7 11 10 11 8 17 16 17 12 10 3 11 11 14 17 21 16 20 19 18

mUyumsuzluk Gosteren Ulke Sayiss ' 9~ S 6 5 14 8 9 10 15 17 24 16 16 14 11 7 12 8 9 10

Kaynak: Veriler Eurostat tan alimmus olup yazar tarafindan derlenmigtir.

AB iilkelerinin 6zelinde incelendiginde, krizle beraber 2008 yili sonunda enflas-
yon kritik degerden en fazla sapan iilkeler sirstyla 11.2, 7.9, 6.5 ve 3.8 puan ile
Letonya, Bulgaristan, Estonya ve Romanya olmustur. Bu iilkelerden Romanya
haric digerleri 2009 ve 2010 yillarinda normal seyrine dénerken Romanya ancak
2012 yilinda normallegebilmistir. Ayrica kriz 6ncesi 2000-2007 yillarinda baz: iil-
keler kritik degerden daha yukarida seyrederken kriz sonrast kritik degerden asa-
g1da seyretmeye bagladigt gdzlenmistir. Bu durumun tam tersi de goriilmekeedir.
Mesela, Yunanistan kriz ncesi kritik degerden yukarda iken 2011 yilindan itiba-
ren altinda enflasyon orani gostermektedir. Cekya da ise durum genel olarak Yu-

nanistan'in tersine benzer bir ¢izgi gostermistir.

5.1.2. Tiirkiye A¢isindan

Turkiye, yasamus oldugu 2001 krizi etkisi sebebiyle Grafik-3 ten de goriilecegi
tizere 2004 yilindan itibaren normal seviyesine gelmistir. Tiirkiye 2008 krizi 6n-
cesinde de sonrasinda da AB kritik degerin siirekli iistiinde enflasyona sahip ol-
mustur. Kriz éncesi, yani 2004-2007 yillar: arasinda yaklasik ortalama 6,5 puan
ile AB kritik degerinin tstiinde iken kriz sonrasi 2008-2016 yillar1 arasinda da 6,6
puan fark ile enflasyon agisindan pek bir fark goriilmemistir. Yani 2008 krizinin
enflasyon yoniinden Tiirkiye'ye etkisi olmadigi sdylenebilir. Ancak 2017 yilindan
itibaren AB gibi Tiirkiyede de enflasyonun artug goriilmekte fakat Tiirkiye'nin
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enflasyon orani kritik degerden yaklagik ortalama 12,1 puan sapma ile AB ye gore
daha fazla artmustir. Fakat bu durumun 2008 krizi ile baglantist olmadig diisiiniil-
mektedir. Ek olarak 2008 krizi icin alinan dnlemlerin enflasyon iizerinde olumlu
ya da olumsuz etki ettigi séylenemez.

Grafik-3 Enflasyon Kriteri Agisindan Kritik Deger ve Tiirkiye

ENFLASYON KRITERI
60,0
50,0
40,0
30,0
20,0
10,0

e . ~ — -

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
—TR 53,2 56,8 47,0 253 10,1 81 93 88 104 63 86 65 90 75 89 77 7,7 11,1 163 152
e Kritik Deger 2,7 3,1 2,9 27 22 25 29 28 41 06 08 31 28 13 04 03 03 21 22 19

Kaynak: Veriler HMB ve TUIK ten alinmus olup yazar tarafindan derlenmistir.

5.2. Biitge Ag1g1 Kriteri

Maastricht Antlagmasi kapsaminda Biitge Agig/GHYH orani olarak kritik deger
%3 ii olarak belirlenmistir. Kriter AB ve Tiirkiye agisindan olmak tizere iki ayr
baslikta incelenmistir.

5.2.1. AB Agisindan

2008 krizi oncesinde AB 2000-2008 yillar: arasinda 2003 yilt harig kritik degerin
aluna diigmemistir. Ancak krizin etkisi takip eden 2009 yilindan itibaren gortil-
meye basglanmugtir. 2009 yilinda biitge agiklarinin tavan yapmus ve bu etki 2010
yilinda da devam etmistir. Alinan onlemler etkisini 2011 yilinda gostermeye bas-
lamus ve 2014 yili itibariyle kritik degerin tstiine gelmistir. 2018 ve 2019 yilla-
rinda kriz dncesi seviyeyi yakalamistir (Grafik-4).
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Grafik-4 Biitce Kriteri Agisindan Kritik Deger ve AB

BUTGE AGIGI KRITERI

0,0%
T -1,0%
>
[ -2,0%
< .7
>0 -3,0%
=4
< -4,0%
o
2 -5,0%
=1
o -6,0%
-7,0%
2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
s AB -0,7% -1,5% -2,6% -3,1% -2,8% -2,5% -1,6% -0,9% -2,5% -6,6% -6,4% -4,6% -4,3% -3,3% -2,9% -2,3% -1,7% -1,0% -0,7% -0,8%

s Kritik Deger -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0% -3,0%

Kaynak: Veriler Eurostat tan alimmus olup yazar tarafindan derlenmistir.

Blitce kriterine uyum gosteren ve gosteremeyen tilke sayilarina ve oranlarina bak-
ugimizda ise (Grafik-5); 2000-2007 yillar arasinda yaklagik ortalama 15 iilke
uyum gostererek %75 oraninda uyum varken, kriz ile beraber bu say1 ve oranda
diisiis yasanmugtir. 2008-2012 yillari arasinda bu say1 yaklasik ortalama 9 iilke ile
%34 oranindadir. Alinan dnlemlerin geri déniisii ancak 2013 yilindan itibaren
alinmaya baslanmus olup 2013-2019 yillar1 arasinda yaklasik ortalama 23 iilke ile
%82 oranla kiriz 6ncesi seviyenin iistiine ¢ikmugtir. Ozellikle 2016 yilindan sonra

biitce kriterine uyum cok iyi seviyeye ¢tkmustir.

Grafik-5 Biite Kriterine Uyumlu ve Uyumsuz AB Ulkeleri Sayis:

30

10
5 1Y |I
O|I| ] 10 LL

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
Uyum Gosteren Ulke Sayist 14 13 129 12 17 19 25 155 6 10 10 17 15 22 |25 28 27 27
mUyumsuzluk Gosteren UlkeSayist ' 2 3 4 | 7 9 8 6 2 12 22 21 17 17 11 13 6 3 0 1 1

Kaynak: Veriler Eurostat tan alinmas olup yazar tarafindan derlenmitir.

Biitge kriteri agisindan AB iilkelerinin ézelinde inceleme yapildiginda, ozellikle Ir-
landa, Yunanistan, Ispanya, Fransa, Portekiz ve Birlesik Krallik krizden en fazla et-
kilenen iilkeler olarak géze carpmaktadir. Bu iilkelerden Ispanya ve Birlesik Kral-
lik 2017 yilina kadar kritik degeri yakalayamamuglardir. Krizden pek etkilenmeyen
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tilkeler ise hic kritik esigin altna diismeyen Estonya, Liiksemburg, Finlandiya ve
[sve¢ goriiniirken, birkag yil esik altina inen tilkeler ise Malta ve Almanya olmus-
tur. Diger tilkeler ise AB ortalamasinda seyretmislerdir.

5.2.2. Tiirkiye A¢isindan

Turkiye'yi, enflasyon kriterinde oldugu gibi 2001 krizi etkisinden dolayr 2004
yilindan itibaren degerlendirmek uygun olmaktadir. Kriz 6ncesi kritik degerin
tstiinde seyrederken krizle beraber 2009 ve 2010 yillarinda kritik degerin altina
inmistir. Tiirkiye, biitge kriteri agisindan krizin etkisini AB ye nazaran daha hizli
tistiinden atug goriilmektedir. Ancak yine enflasyonda da oldugu gibi 2017 y1-
lindan itibaren biitge kriteri kétiilesmeye basladigi goriilmektedir (Grafik-6).

Grafik-6 Biitge Kriteri Agisindan Kritik Deger ve Tiirkiye

BUTGE AGIGI KRITERI
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Kaynak: Veriler HMB ve TUIK ten alinmis olup yazar tarafindan derlenmistir.

5.3. Kamu Borcu Kriteri

Maastricht Antlasmasinda Kamu Borcu/GHYH orant olarak kritik deger %60
olarak belirlenmistir. Kriter AB ve Tiirkiye acisindan olmak iizere iki ayr1 bas-
likta incelenmistir.

5.3.1. AB Agisindan

AB, Grafik-7 de goriilecegi tizere kriz ncesi 2000-2008 yillar1 arasinda kritik de-
ger civarinda performans gosterirken, krizden sonra ozellikle 2009 yilindan itiba-
ren kritik degerden uzaklagmistir. Alinan énlemlerin Kamu Borcu kriteri agisin-
dan faydali oldugu sdylenemez. Bu kriterde, 2015 yilinda tavan yaptikean sonra
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2016 yilindan itibaren her ne kadar toparlanma egilimi goriilse de 2019 yilina
gelindiginde 79,2 oran ile halen kriz 8ncesi seviyenin uzagindadur.

Grafik-7 Kamu Borcu Kriteri Agisindan Kritik Deger ve AB

KAMU BORCU KRITERI

Kamu Borcu/GSYH

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
— AB 60,6 599 59,5 61,1 61,7 622 60,7 581 613 73,9 795 82,0 844 863 869 849 838 820 803 792
s Kritik Deger 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0 60,0

Kaynak: Veriler Eurostat tan alinms olup yazar tarafindan derlenmistir.

Kamu Borcu kriterine uyum gosteren ve gosteremeyen iilke sayilarina ve oran-
larina bakugimizda ise (Grafik-8); 2000-2008 yillar: arasinda yaklasik ortalama
14 iilke uyum gostererek %66 oraninda uyum varken, kriz ile beraber bu say1 ve
oranda diisiis ozellikle 2011 yilindan itibaren yasanmustir. 2009-2019 yillari ara-
sinda yaklagik ortalama 13 iilke uyum gostererek oran %48 olmustur.

Grafik-8 Kamu Borcu Kriterine Uynmlu ve Uyumsuz AB Ulkeleri Sayist
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Kaynak: Veriler Eurostat tan almmus olup yazar tarafindan derlenmistir.

Kamu Borcu kriteri agisindan AB iilkelerinin 6zelinde inceleme yapildiginda, kriz
oncesi kritik degerin altinda performans gésteren Bulgaristan, Cekya, Danimarka,
Estonya, Letonya, Litvanya, Litksemburg, Malta, Polonya, Romanya, Slovakya,
Finlandiya ve Isveg krizden her ne kadar etkilense de yiiksek oranda kritik degerin
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alunda performans gostermeye devam etmiglerdir. Geri kalan iilkeler ise krizden
daha fazla etkilenerek kriz sonrasi genel olarak kritik degerin tstiinde degerler
gdstermistir. Bu geri kalan ilkeler arasinda Hollanda 2016 yilindan sonra kritik
degerin altina inmis, Almanya ve Irlanda 2019 yilinda inmis ancak geri digerleri
halen kritik deger iistiindedir. Ozellikle Yunanistan, Italya ve Ispanya oranlarinda
kotiilesme egilimi iyilesmeye yoniine dénememistir. Krizin AB deki baslangic til-
kelerinden olan Irlanda bu kriter agisindan gbze carpan bir egilim gostermistir.
frlanda kriz 6ncesi ortalama puani 30 civarinda iken 2013 ve 2013 yillarinda 4
kat artarak 120 civarlarina hizli bir gekilde gelmigtir. Fakat 2019 yilina gelindi-
ginde ise 59,6 oran ile yine hizlica kritik degerin aluna inmistir.

5.3.2. Tiirkiye A¢isindan

Turkiyeyi, diger kriterlerde oldugu gibi 2001 krizi etkisinden dolayr 2004 yilin-
dan itibaren degerlendirmek uygun olmaktadur. Tiirkiye krizden her ne kadar et-
kilense de 2004 yilindan itibaren siirekli bir sekilde bu kriterde kritik degerin al-
unda kalarak AB ye gore ¢ok daha iyi bir performans sergilemistir (Grafik-9).

Grafik-9 Kamu Borcu Kriteri A¢isindan Kritik Deger ve Tiirkiye
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Kaynak: Veriler HMB ve TUIK ten alinms olup yazar tarafindan derlenmistir.

5.4. Faiz Oran1 Kriteri

Maastricht Antlagmast kapsaminda, AB’ye iiye iilkelerde uygulanan uzun vadeli
faiz oranlari, 12 aylik dénem itibariyla, fiyat istikrart agisindan en iyi performansa
sahip 3 tiye iilkenin faiz orani ortalamasini 2 puandan fazla asmamasi ydniinde
diizenleme yapilmustir. Kriter AB ve Tiirkiye agisindan olmak iizere iki ayrt bag-
likta incelenmistir.
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5.4.1. AB Agisindan

AB, faiz orant kriterinde kriterler arasinda gerek kriz 6ncesi gerekse kriz sonrast
en iyi performanst saglamaktadir. 2000-2019 yullart arasinda sadece 2012 yilinda
0,14 puan farkla kritik degerin tstiinde kalmugtir. Ancak, kriz éncesi 2000-2008
yillar1 arast yaklasik ortalama faiz 4,51 civarinda seyrederken krizden sonra bu
oran 2,45 civarinda seyretmistir.

Grafik-10 Faiz Kriteri A¢zsindan Kritik Deger ve AB

FAIZ KRITERI
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Kaynak: Veriler Eurostat tan alinmas olup yazar tarafindan derlenmigtir.

Faiz kriterine uyum gosteren ve gosteremeyen iilke sayilarina ve oranlarina bak-
ugimizda ise (Grafik-11); 2000-2008 yillart arasinda yaklagik ortalama 12 iilke
ile %58 oraninda uyum saglanirken, kriz sonrast 15 iilke ile %52 orani goriil-
mektedir.

Grafik-11 Kamu Borcu Kriterine Uyumlu ve Uyumsuz AB Ulkeleri Sayist
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Kaynak: Veriler Eurostat tan alinmas olup yazar tarafindan derlenmitir.
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Faiz orant kriteri agisindan AB iilkelerinin 6zelinde inceleme yapildiginda, Bel-
cika, Cekya, Danimarka, Almanya, Fransa, Litksemburg, Hollanda, Malta, Avus-
turya, Slovakya, Finlandiya, isveg ve Birlesik Krallik kriz 6ncesi ve sonrasinda sii-
rekli olarak kritik degerin altinda faiz orani gostermistir. Geri kalan diger tilkeler
ise genel itibari ile kriz sonrast kritik degeri agmis fakat 2014 yilindan sonra to-
parlama baglamiglardir. Ancak istisna olarak Yunanistan 2019 yili da dahil olmak
{izere bir daha kritik degerin altina inememistir. Diger géze carpan Irlanda ise
kriz sonrast ézellikle 2011 yilinda kritik degerden 4,95 puan ile sapma gostermis
ve 2014 yili itibari tekrar kritik degerin altina inmistir.

5.4.2. Tiirkiye A¢isindan

Tiirkiye'yi, diger kriterlerde oldugu gibi 2001 krizi etkisinden dolay: 2004 yilin-
dan itibaren degerlendirmek uygun olmaktadir. 2004-2008 yillari arasinda Tiir-
kiyede faiz oranlari yaklasik ortalama %18 civarinda seyrederek kritik degerden
yaklagik ortalama 12,3 puan sapma gésterirken, kriz sonrast 2009 yilindan itiba-
ren diisiis baglamis ve 2014 yilina kadar devam etmistir. 2009-2014 yillari ara-
sinda yaklasik ortalama faiz orant 9,5 ile kritik degerden yaklasik ortalama 5,1
puan ile kritik degere en fazla yaklasugi periyod olmustur. 2015 yilindan itiba-
ren tekrar yiikselis gosteren faiz oranlart 2015-2019 yillari arasinda yaklasik or-
talama faiz 13,9 ile kritik degerden yaklasik olarak 11,5 puan sapma gostererek

kriz &ncesi dénemine benzemistir (Grafik-12).

Grafik-12 Faiz Kriteri A¢isindan Kritik Deger ve Tiirkiye
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Kaynak: Veriler TCMB den alinmus olup yazar tarafindan derlenmitir.
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5.5. Maastricht Kriterleri Toplam Yakinsama

Maastricht kriterlerinin toplam yakinsama agisindan, metot kisminda belirtildigi
tizere yapilan hesaplamalar neticesinde AB, AB iiye iilkelerden strastyla GSYH ag1-
sindan en biiyiik bes bityiik {ilkesi olan Almanya, Fransa, Italya, Ispanya ve Hol-
landa ile AB den ayrilan Birlesik Krallik yakinsama grafikleri incelenmistir. Ay-
rica AB ortalamasinin ok alunda performans gésteren Yunanistan ile AB ye en
son iiye olan Hirvatistan'in da yakinsama grafikleri olusturulmustur.

Turkiye icin ise iki ayr1 grafik olugturulmustur. Birincisi Ttirkiye'nin gergeklesen
degerleri tistiinden digeri ise Tiirkiye Senaryo olarak olusturulmustur. Senaryo; Tiir-
kiye faiz ve enflasyonda her yil AB kritik degerde performans géstermesi tizerinedir.

Bu béliimde olusturulan tiim grafikler Grafik-13 basligi alunda toplanmus olup,
AB, Almanya, Fransa, Italya, Ispanya, Hollanda, Birlesik Krallik, Yunanistan ve
Hirvatistan tek grafik ve ayr1 ayr1 grafikler tizerinde gosterilmistir. Tiirkiye ve Tiir-
kiye Senaryo da ayrica farkls grafikte gosterilmistir.
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Grafik-13 AB, AB Baz1 Uye Ulkeler, Tiirkiye ve Tiirkiye Senaryo Toplam Maastricht
Kriterleri Yakinsama Grafikleri

= Maastricht Uyum Cizgisi == AB == Almanya
=——Fransa ——/talya ——spanya

Hollanda == Birlesik Krallik ==Yunanistan
== Hirvatistan

-11

Kaynak: Yazar tarafindan olusturulmugtur.
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Grafik-13a Toplam Maastricht Kriterleri Yakinsama AB ve Tiirkiye
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Grafik-13e AB ve Yunanistan Grafik-13f AB ve Hirvatistan
Maastricht Uyum Cizgisi = Maastricht Uyum Gizgisi
=—=AB ——AB
Yunanistan == Hirvatistan

Maastricht kriterleri agisindan, AB toplamda 2000-2008 yillart arasinda kendi be-
lirlemis oldugu kriterlerin uyum ¢izgisinin siirekli tistiinde performans gdstermis-
tir. Fakat 2008 krizi ile birlikte bu kriterlere toplamda uyum gostermekte zorlan-
mis ve 2009 yilinda dip seviyeye gelmistir. Krizin etkilerini ancak 2014 yilinda

atlatmis ve kriz dncesi seviyelere gelmis goritnmektedir.

AB’nin en biiyiik ekonomisine sahip olan Almanya, 2008 krizinden her ne kadar
etkilense de sadece 2010 yilinda uyum cizgisinin altina inmistir. 2000-2019 yil-
lar1 arasinda 2010 yilt harig siirekli olarak uyum ¢izgisinin iistiinde kalarak Ma-
astricht kriterleri acisindan en giiglii devlet olarak 6ne ¢ikmaktadir.

Fransa 2008 krizi ncesinde yalnizca 2004 yilinda toplamda -0,09 sapma ile uyum
cizgisinin altina diismiistiir. 2008 krizi, Maastricht kriterleri agisindan Fransa'y:
ciddi gekilde etkilemis ve Fransa 2015 yilina kadar uyum cizgisinin altnda per-

formans sergilemistir.

AB’nin 3. en biiyitk ekonomisi Italya, 2007 ve 2016 yillart disinda siirekli olarak
uyum gizgisinin altinda kalmigtir. 2008 krizi negatif yonde Italyanin uyum giz-

gisinden daha fazla uzaklagmasina sebep olmustur.

[spanya 2008 krizi 6ncesinde Maastricht kriterleri agisindan ¢ok iyi performans gos-
terirken kriz bu iyi gidisat ciddi sekilde bozmugtur. 2010-2012 yillarinda en kétii

donemi gegiren Ispanya ancak 2015 yilinda uyum gizgisinin tistiine gikabilmistir.
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Hollanda, AB ortalamasinin iistiinde performans gostererek tpki Almanya gibi
giiclii bir ¢izgi olusturmugtur. 2008 krizinin etkisi Hollanda da goriilmiis fakat
uyum ¢izgisinden ok fazla sapma olmamustur.

AB ye iiye oldugu dénemde AB’nin en biiyiik ikinci iilkesi konumda olan Bir-
lesik Krallik, Maastricht kriterleri agisindan 2008 krizi ncesi AB’nin ortalamast
tizerinde performans gostermistir. Fakat kriz ile birlikte AB ye oranla ¢ok daha
etkilenmis ve 2015 yili hari¢ 2019 yilina kadar uyum ¢izgisinin altinda kalmustir.

Maastricht kriterleri agisindan AB ortalamastnin ¢ok fazla altinda performans ser-
gileyen Yunanistan 2014 yili harig siirekli uyum cizgisinin alunda kalmistr. Kotit
performans gdsteren bazi iilkeler ortalama 1-2 puan ile uyum izgisinin altinda
kalirken, Yunanistan ortalama 3-4 puan ile uyum cizgisinin alunda kalmaktadir.

AB ye en son katilan iilke olarak Hirvatistan, Maastricht kriterleri agisindan AB
ne girmenin getirdigi avantajlardan faydalanmus ve kauldikean 1 yil sonra uyum
cizgisini yakalayarak siirekli uyum cizgisi {izerinde performans gostermistir.

Tiirkiye, grafiklerden de gdriilecegi iizere uyum ¢izgisinin asir1 derecede alunda
kalmaktadir. Maastricht kriterleri acisindan, AB iiye iilkelerden en kétii perfor-
mans gosteren iilkelerin bile cok uzaginda kalan Tiirkiye uyum cizgisine en fazla
2008 ve 2011 yillarinda yaklagmisur. Tiirkiye, olusturulan senaryoyu gerceklesti-
rebilmis olsayd: AB’nin GSYH bakimindan en biiyiik 7. iilkesi olarak kriterlere
toplamda uymada en iyi iilkelerden biri olarak éne ¢ikabilirdi.

5.6. Ekonomik Géstergelere Gore Ulke Siralamalart

Yapilan hesaplamalar neticesinde, tilkelerin en yiiksek puana gore siralamalari Tab-
lo-1'de verilmistir. Siralamada AB, 26 AB iiye iilke, AB'den ayrilan Birlesik Krallik,
Tiirkiye ve Tiirkiye Senaryo yer almakeadir. Estonya'nin enflasyon verileri EUROS-
TAT tan raporlanamadig; icin bu tilkenin puan hesaplamalari yapilamamistir.

Bir iilkenin puan ortalamanin 0 olmast Maastricht kriterlerine toplam uyumunda
sinir noktasinda, eksi puan olmas: toplam uyumun sinirinin altinda, pozitif puan
olmast ise toplam uyumun sinirinin Gistiinde uyum gosterdigi anlamina gelmektedir.
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Tablo-1 Hesaplanan Puan Degerlerine Gére Ulke Stralamalar:

AGIRLIKLI
) ORTALAMA SAPMA ORTALAMA
SSIRA ULKELER PUANI ULKELER SAPMA PUANI

1 Litksemburg 2,7363 Bulgaristan |2,9861

2 Danimarka 2,2839 Litksemburg | 2,7694

3 Bulgaristan 2,0023 Danimarka |2,4118

4  |Finlandiya 1,9511 Isveg 1,7370

5 |Isveg 1,8185 Finlandiya |1,4861

6 Hollanda 1,1407 Almanya 1,3525

7 Almanya 1,0985 Hollanda 1,2844

8 Cekya 1,0602 Cekya 1,2450

9  |Hirvatistan 0,6997 Slovakya 1,0879
10 | Kibris 0,6699 Hirvatistan |1,0006
11 Slovakya 0,6179 Kibris 0,9152
12 |irlanda 0,5268 Litvanya 0,8833
13 |Slovenya 0,4463 Letonya 0,7113
14 |Litvanya 0,2783 g::;’;i 0,6128
15 | Avusturya 0,2317 Slovenya 0,6107
16 Malta 0,1644 Malta 0,5170
17 |Ispanya 0,1255 Irlanda 0,3923
18 |AB 0,1179 Polonya 0,2311
19  |Fransa 0,0668 AB 0,1478
20 | Tiirkiye Senaryo |0,0382 Avusturya  [0,1314
21 Letonya 0,0331 Fransa -0,0606
22 |Belgika -0,1902 Ispanya -0,1346
23 | Polonya -0,2374 Belgika -0,4557
24  |Birlesik Krallik | -0,4362 Italya -0,6751
25  |ltalya -0,6741 Romanya -0,8322
26 | Portekiz -1,1386 iﬁfﬁf -0,9632
27 Romanya -1,6770 Portekiz -1,2755
28 | Macaristan -2,1183 Macaristan | -1,4584
29 | Yunanistan -2,9931 Yunanistan |-2,9930
30 Tiirkiye -13,0876 Tiirkiye -12,6268
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Her iki ortalama ydnteminde de ilk bes sirada Litksemburg, Danimarka, Bulga-
ristan, Finlandiya ve Isveg yer alirken, son iki sirada Macaristan ve Yunanistan
yer almaktadir. AB ortalamasi 19. sirada yer almakea olup AB'den ayrilan Birle-
sik Krallik AB ortalamasinin altinda yer almaktadir.

Iki siralama arasindaki farklar incelendiginde; Letonya ortalama hesabinda -0,0331
puan ile 20.siradayken agulikli ortalama hesabinda 0,7113 puanla 13.sirada yer
almugtir. Polonya ise ortalama hesabinda -0,2374 puan ile 22.sirada yer alirken
agirlik ortalama hesabinda 0,2311 puan ile 17.sirada yer almustir. Buradan so-
nugla Polonya ve Letonya son yillarda ekonomik géstergeler agisindan daha iyiye
gittigini sylenebilir. Tam tersi durumu gosteren iilkeler ise Irlanda, Avusturya ve
Ispanya olarak éne ¢ikmakradir.

Turkiye ise -13 civarinda puan ile son sirada yer alarak AB’nin ¢ok gerisinde per-
formans sergilemektedir. Tiirkiye Senaryo ise ortalamada 0,0382 puan ile 20.s1-

rada yer alirken agurlikli ortalamada 0,6128 puan ile 14.sirada yer almistir.

6. Sonug

AB belirlemis oldugu kriterlere genel olarak toplamda 2000-2008 yillar: arasinda
uygun hareket ettigi goriilmektedir. Ancak 2008 krizi AB’yi ciddi bir sekilde et-
kiledigi ortadir. 2008-2014 yillar1 arasinda krizin etkisiyle birlikte uyum gizgisi-
nin alunda hareket etmistir. Ayrica AB’nin her iiye iilkesi ortalamaya gore per-
formans gosterememektedir. Ornegin Yunanistan AB iiye iilkesi olmasina ragmen
belirlenen kriterlere uyum gosterememektedir. Bu durum AB’nin kendi belirle-
mis oldugu kriterlere kendi tiye iilkesinin uyamamasina ve dogal olarak Maastri-
cht kriterlerinin énemini zayiflatmaktadir. AB kendi belirlemis oldugu Maastricht
Kriterlerine toplamda 2000-2019 yillar: arasinda ortalama olarak sinirda uyum
gdsterirken 8 iiye {ilkesi sinirin altinda kalmaktadir.

Tiirkiye agisindan, ayri ayri kriterlere bakildiginda kamu borcu kriterinde AB den
her ne kadar ¢ok daha iyi performans gésterse de toplam uyum da halen AB orta-
lamasinin ¢ok uzaginda goriilmektedir. Tiirkiye ozellikle faiz ve enflasyon kriterle-
rindeki problemlerini ¢8zdiigii takdirde Maastricht kriterleri bakimindan AB’nin

en iyi performans saglayan iilkelerden biri konuma gelebilir.

Sonug olarak, AB belirlemis oldugu bu kriterlere uyma konusunda tiye tilkele-

rini, uyum cizgisine yaklasmalari konusunda zorlamali ya da kriterleri tekrardan
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gozden gecirmelidir. Aksi halde AB bu konudaki itibarini her gecen yil kaybetme
tehlikesini daha yakindan hissedebilir. Zira Birlesik Krallik AB den ayrilmast bu-

nun bir 8rnegi olarak karsimiza cikmistur.

Ayrica, calismada olusturulan yéntemin en énemli avantaji; AB belirlemis oldugu
kriterlerde oran ve puanlarda gegmise ya da gelecege yonelik herhangi bir revize
yapmasinda durumunda olusturulan yontemi revize etme imkani saglayip tekrar-
dan degerlendirme yapmaya olanak saglamasidir. Bunun yani sira her tiirlii senaryo
olusturmaya miisait olmast da gesitli bakis acilarina karsilik vermesidir. Bu bakim-

dan olusturulan ydntemin literatiire 5nemli bir katki saglayacag: diisiiniilmekeedir.
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readers with a comprehensive introduction to contemporary issues
in economics, business and globalization.

Also this book will aim to provide relevant theoretical frameworks
and the latest empirical research findings in the areas. It
will be written for professionals who want to improve their
understanding of the contemporary issues in economics, business,
globalization and dimensions such as; economical, managerial,
political, cultural, social etc.
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