ISSN: 2587 — 0785

Journal of Management, Economics and Marketing Research

YONETIM,

EKONOMI VE PAZARLAMA
ARASTIRMALARI DERGISI

Cilt :2
Sayl : 4
Yil :2018



Yonetim, Ekonomi ve Pazarlama Arastirmalari Dergisi

2587-0785
2018, Cilt.2, Say1.4

DERGI HAKKINDA

Odak ve Kapsam
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Oz

Bu calismanin amaci, engelli bireylerin saghk ve tedavi amaciyla katildiklar1 seyahatleri
sirasinda deneyimledikleri seyahat engellerinin psikolojileri tizerindeki etkisini incelemektir.
Literatiire bakildiginda, engellilerin turizm faaliyetlerine katilim karar1 verirken seyahat
engellerinin etkili oldugu tespitini yetersiz bulmakta ve seyahat kararini etkileyen diger
faktorlerin de incelenmesi gerektigini belirtmektedir. Calismada literatiir tarama teknigi
kapsaminda ikincil verilerle degerlendirme yapilmistir. Analiz sonuglari, engelli bireylerin
seyahate katilmalarinda psikolojik faktorlerin 6nemli rol oynadigini gostermektedir.

Anahtar Kelimeler: engel, engelli, engelsiz turizm, seyahat engelleri, psikolojik faktorler
Abstract

The aim of this article is to examine the impact of the travel obstacles to the psychology of
disabled people during their trip. In the literature review, we can find out that the travel
obstacles are not the only reason that affects the disabled people’s decision of participating to
tourism activities. The other factors that affects the travel decision is also need to be
examined. In the study, secondary evaluation was made within the scope of literature review
technique. The results of the analysis show that psychological factors play an important role
in the participation of persons with disabilities.

Keywords: barrier, disabled people, accessible tourism, travel obstacles, psychological factors
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Giris
Engellilik probleminin son yillarda {izerinde énemle durulan konulardan birisi oldugu ve gesitli

bilimsel ¢alismalara konu oldugu goriilmektedir. Bu durum engelli bireylerin artan sayis1 ve
toplumun bu probleme bakis agisinin degismesiyle de baglantili olabilmektedir.

Diinya genelinde engelli insanlarin kendi haklar1 icin aktif harekete ge¢meleri, devlet kurumlar:
tarafindan olumlu davraniglara yol acgarak ihtiyaglarim1 ve sosyal sorunlarini gidermede
yardimci olmaktadir. Toplam diinya niifusunun yaklasik olarak yiizde 15’ini engelliler
olusturmakta ve bu oran yaklasik 1 milyar kisiye tekabiil etmektedir. Bu yoniiyle engellilerin
diinyanin en biiyiik azinlig1 olarak nitelendirilmesi miimkiindiir. Ortalama yasam siiresinin 70
yili astig1 {ilkelerde, insanlarin yaklasik 8 yilim1 veya hayatlarinin  yiizde 11,5’ini engelle
gecirdigi tespit edilmistir (Bas, 2016, s.124).

Avrupa Birligi'nde 80 milyon kadar kisi 65 yas ve tizerinde olup erisebilir uygulamalara ihtiyag
duyabilmektedir. Amerika Birlesik Devletleri'nde ise 18 yas ve {izerinde kismi veya tamamen
engelli sayis1 101 milyon kisiyi bulmaktadir. Asya-Pasifik bolgesinde yaklasik 650 milyon
engelli birey yasamaktadir. Bu say1 toplam engelli sayis1 yaklasik 1 milyar olan diinya niifusu
icinde oldukga 6nemli bir yer tutmaktadir. Bagka bir deyisle diinya engelli niifusunun ytizde
65’i Asya-Pasifik bolgesinde yasamaktadir (Bas, 2016, s.128). Dolayisiyla, toplumla birlikte
engelli bireylerin sosyal imkanlar1 kullanmalar1 ve bu imkanlarin gelistirilmesi, toplumun genel
refahi igin oldukga 6nemlidir. Engelliler her birey gibi sosyal ihtiyaglar1 agisindan desteklenmeli
ve engelsiz yasamalar i¢in gerekli hizmetlerin sunulmasina yonelik tiim altyap: ¢alismalar:
yapilmalidir. Zira engelli bireyler de turizm endiistrisinde en az saglikli bireyler kadar hak ve
soz sahibidir. Engellilerin seyahat niyetleri olumlu olursa turizm isletmelerinin bu
potansiyelden yararlanma diizeyi de artacaktir.

Diinya genelinde engelli bireylerin turizme katilim arzularinin artmasi engelli turizminin
gelisimine katkida bulunmaktadir. Bu gelismeler akademik alanda da hissedilmektedir.
Literatiire bakildiginda, engellilerin seyahat engelleri (Smith, 1987; Cavinato ve Cuckovich,
1992; Turco ve Stumbo, 1998; Darcy, 2008), tatil deneyimleri (Darcy, 2002; Guerra, 2003; Yau vd.,
2004; Daniels vd., 2005), seyahat niyetini etkileyen faktorler (israeli, 2002; Eichhorn vd., 2007;
Lee vd., 2011; Alexandris vd., 2011), gibi farkli konularda ¢alismalara rastlamak miimkiindiir.
Nitel yontemleri kullanarak engellilerin seyahat engellerinin belirlenmesine dair ornekler
ortaya koyan bu calismalar, arastirmacilarin {izerinde énemle durduklar1 konulardan birisinin,
engellilerin turizme katilmalarinda karsilastiklar1 seyahat engelleri olduguna isaret etmektedir.

Bahsi gecen calismalarin temel amag ve katkilar1 ise, belirlenen engelleri ortadan kaldirarak
engelli bireylerin turizm faaliyetlerine katilma niyetlerini artirmasina yonelik motivasyonlara
yoneliktir. Bununla birlikte, seyahat engelleri ile seyahate katilma niyeti arasindaki iliskinin
varlig1 hakkinda ¢alismalar gorece az rastlanmaktadir (Alexandris vd., 2002; Lee vd., 2011).

Bu ¢alismanin amaci, engelli bireylerin turistik faaliyetlere katilmalarinda karsilastiklar: seyahat
engellerinden etkilenmesinde psikolojik faktorlerin 6nemini ortaya koymaktur.

Engelli ve Engellilik

Diinya dillerinde ‘engelli’ kavrami ile ilgili farkli tanimlamalar bulunmaktadir. 5378 sayili
Engelliler Hakkinda Kanun’a gore "engelli, fiziksel, zihinsel, ruhsal ve duyusal yetilerinde
cesitli diizeyde kayiplarindan dolay1 topluma diger bireyler ile birlikte esit kosullarda tam ve
etkin katilmini kisitlayan tutum ve g¢evre kosullarindan etkilenen birey" biciminde
tanumlanmaktadir. 2005 yili Diinya Tiirk Dili Kurumu (TDK) soézliigiinde ise engelli kavrami
“Viicudunda eksik veya kusuru olan” seklinde belirtilmektedir. 2005 y1li Diinya Turizm Orgiitii
(UNWTO) genel kurul toplantisinda yapilan tanimda ise engelli, iliskisel yetenegindeki
problemlerden dolayr aci c¢eken, seyahatlerinde, konaklamalarinda ve diger turizm
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hizmetlerinde 6zel gereksinimler duyan 6zellikle fiziksel, zihinsel, duyusal engele sahip olan
yash insanlar ve 6zel bakima ihtiyag duyan kisiler seklinde ifade edilmistir (Bas, 2016, ss.1-2).

Diinya Saglik Orgiitii'niin (WHO) 1980 yilinda yaymlamis oldugu bildirgesinde engellilikle
ilgili temel kavramlar tanimlanmis ve engelliligin saglik boyutuna agirik veren bir
siniflandirmayla bu konuda {i¢ ayr1 kategoride tanimlama gelistirilmistir (Koca, 2010, s.4),

Yetersizlik (impairment); fizyolojik, psikolojik veya anatomik yapinin kayb1 ya da normalden
sapmast halidir. Burada kastedilen, 6zellikle organ diizeyindeki bozukluklardir.

Oziirliiliik (disability); fiziksel ve zihinsel yeti kaybini ifade etmekte ve sagligin bozulmasi
sonucu olusan yetersizlikten dolay1 bir yetenegin normale oranla azalmas:1 veya kaybedilmesi
olarak tanimlanmaktadir.

Engellilik (handicap); yukarida aciklanan yetersizlik veya oziirliiliik halleri nedeniyle kisinin
yas, cinsiyet, sosyal ve kiiltiirel diizeyine gore normal kabul edilen yasam gereklerini yerine
getirememesidir. Bu tanimda engellilik, bedensel yetersizlik olarak ifade edilmektedir (Ozgelik,
1982, 5.48).

Bu tanimlamalardaki ortak nokta, bireyin saglikli bir insamin rutin olarak yiiriittiigii giinliik
faaliyetleri yerine getirememesidir. Insanlar dogustan gelen bir hastalik sonucu engelli
olmayabilir, fakat her insan her an dogal afetler, trafik kazalari, teror eylemleri, is kazalar1 gibi
risklerle karsi karsiyadir ve giiniin birinde engelli olabilir. Aslinda bedensel veya ruhsal
biitiinltigii, gegici veya daimi olarak, dogustan veya yashilik nedeniyle azalmis olan kisi
“engelli”dir, yasadig1 toplumun gerekleriyle uyusmasi engellenen insan “engelli insan”dir.

Birlesmis Milletler verilerine gore diinyada 600 milyondan fazla kisi fiziksel, zihinsel ya da
duyusal bir engelle yasamaktadir. Ne yazik ki halen bazi toplumlarda varhigini stirdiirse de
engelli insanlar toplumda yok sayilan, unutulan ya da alt sinif olarak kabul edilen bir kesimdir.
Diinya Saglik Orgiitii verilerine gore toplumlarin yiizde onunu engelliler olusturmaktadir.
Diinya niifusu i¢indeki engelli birey sayis1 ise 750 milyon ila 1 milyar kisi arasindadir. 2030 yil1
ongoriilerinde diinya niifusunun 8 milyar kisinin {izerinde olmasi, 2 milyar {izerinde kisinin
kronik hasta, 2 milyarin {izerinde kisinin obez ve 65 yas {iistii 1 milyar kisinin olmas:
beklenmektedir (Tontus, 2016, s.33).

Engel tiirlerinin siniflandirilmasina iligskin gesitli yaklasimlar bulunmaktadir. T.C. Bagbakanlik
Devlet Istatistik Enstitiisii Bagkanligr ve T.C. Bagbakanlik Oziirliiler Idaresi Baskanlig1
tarafindan 2002 yilinda yapilan Tiirkiye oOziirliiler arastirmasinda engellilik alti1 ana bashk
altinda incelenmistir. Bunlar:

Ortopedik Oziirlii: Kas ve iskelet sisteminde yetersizlik, eksiklik ve fonksiyon kaybi olan
kisidir. El, kol, ayak, bacak, parmak ve omurgalarinda, kisalik, eksiklik, fazlalik, yokluk, hareket
kisithligi, sekil bozuklugu, kas gligstizliigli, kemik hastalig1 olanlar, felgliler, Serebral Palsi.
spastikler ve spina bifida olanlar bu gruba girmektedir.

Gorme Oziirlii: Tek veya iki goziinde tam veya kismi gérme kaybi veya bozuklugu olan kisidir.
Gorme kaybryla birlikte goz protezi kullananlar ve renk korliigii, gece korliigli olanlar bu gruba
girer.

Isitme Oziirlii: Tek veya iki kulaginda tam veya kismi isitme kayb1 olan kisidir. Isitme cihaz
kullananlar da bu gruba girmektedir.

Dil ve Konusma Oziirli: Herhangi bir nedenle konusamayan veya konusmanin hizinda,
akiciliginda, ifadesinde bozukluk ve ses bozuklugu olan kisidir. Isittigi halde konusamayan,
girtlagl alinanlar, konusmak icin alet kullananlar, kekemeler, afazi, dil dudak-damak-¢ene
yapisinda bozukluk olanlar bu gruba girmektedir.
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Zihinsel Oziirlii: Cesitli derecelerde zihinsel yetersizligi olan kisidir. Zeka geriligi olanlar
(mental retardasyor), Down Sendromu, Fenilketontiri (zeka geriligine yol agmissa) bu gruba
girer.

Siiregen Hastalik: Kisinin ¢alisma kapasitesi ve fonksiyonlarinin engellenmesine neden olan
siirekli bakim ve tedavi gerektiren hastaliklardir (Kan hastaliklari, kalp-damar hastaliklari,
solunum sistemi hastaliklari, sindirim sistemi hastaliklari, idrar yollar1 ve iireme organi
hastaliklari, cilt ve den hastaliklar;, kanserler, endokrin ve metabolik hastaliklar, ruhsal
davranig bozukluklari, sinir sistemi hastaliklari, HIV).

Tarihsel olarak bakildiginda, engellilere yonelik ilk calismalara M.O. IV. yiizyilda Anadolu'da
rastlandig1, Kayseri 6nlerinde Aziz Basil’in ilk kdrler hastanesini agtigi, daha sonra M.O. 308
yilinda Misir'da, M.S. V. yiizyilda ise Suriye’de gorme engelliler ile ilgili baz1 ¢alismalar
yapildig1 belirtilmektedir (Aral ve Giirsoy, 2009). Antik donemde hiyeroglif alfabenin resim
yazis1 seklinde olmasi nedeni ile isitme yetersizliginden etkilenmis bireylerin, eski Misir'da
hiyeroglif kullanan egitime dahil olduguna dair 0Ozgiin kaynagi belirsiz bilgiler de
bulunmaktadir (Kemaloglu, 2008).

Engelli bireylere kars1 toplumsal yaklasimlar donemler itibariyle gelisme gostermistir. Orta ¢ag
doéneminde (M.S. 476-1300 yy) engelli bireylere yonelik ényarg1 ve yanlis tutumlar sergilenirken
(iftar vd., 2009), Ronesans doéneminde (14-16.yiizy1l) bu konuda daha insani bir tutumun
benimsendigi goriilmektedir. Ispanya’da 1578 yilinda Pedro Ponce De Leon isitme engelli bir
¢ocugun egitimi ile ilgili tecriibelerinden olusan ilk yazili belgeleri olusturmus, 1760 yilinda da
Paris’te Abbe Charles Michel de I'Epee isitme engellilere yonelik ilk enstitiiyli agmistir. Ayni yil
isitme ve konusma engeli olanlar icin Thomas Braidwood'un akademisi varlikli ailelerin
¢ocuklarina hitap etmistir. 18. yiizyilin sonlarina dogru Joseph Watson tarafindan Britanya’da
isitme engelliler i¢in devlet okulu insa edilmistir. Louis Braille ise 1829 yilinda Braille alfabesini
olusturmustur. Fransa’da 1775’te isitme, 1784’te gorme engelliler okulu agilmistir. Daha sonra
ABD’de 1827’de isitme, 1860’da zihinsel engelliler okulu agilmistir (Sigirtmag ve Giil, 2008,
s.12).

Turizm Endiistrisi ve Engelli iliskisi

Turizmin ekonomik 6nemi, tilkelerin bu endiistriye daha fazla ilgi duymalarini saglamaktadir.
Ancak turizm sadece ekonomik y6nlii bir olay olmayip, toplum ve sosyal yap1 {izerinde 6nemli
rol oynayan, cevreyle ilgili, siyasi, sosyal ve kiiltiirel yonleri de olan uluslararasi bir harekettir.

Turizm olgusunun benimsedigi toplumun belirli bir yasi, cinsiyeti ya da gelir seviyesi yoktur.
Bu ayrimcailiktan uzak olmak turizm olgusunun her yas, her irk ve her ekonomik diizeydeki
birey tarafindan benimsenmesine ve kullanilmasina yol a¢gmistir. Bu durum turizm olgusunun
isletmelerce oldugu kadar akademik olarak da incelenmesine neden olmustur (Caliskan ve
Tiitlincti, 2009, s.128). Bu nedenle turizmin etkileri irdelenirken, gelir getirici, doviz kazandiric
ve istihdam artiric1 ekonomik 6zelliklerinden ziyade, turizmin toplumsal etkilesim iizerindeki
roliiniin de ele alinmasi son derece 6énemlidir. Toplumun birbirlerini daha iyi tanimasinda
onem kazanan turizm, belirli diizeylerde devlet destegini de alarak sosyal hayatin vazgecilmez
bir olgusu haline gelmistir.

Tarihin ilk doéneminden beri insanoglu, bir kiiltiirden baska bir kiiltiire gectiginde, bu farkl
ortamlar arasinda ister istemez bir takim sosyolojik iligkilerin olusmasina sebebiyet vermistir
(Avcikurt, Karaman ve Koroglu, 2007). Her insan yaradilis1 geregi sosyal bir canli oldugu icin
ilk ¢aglardan gilinlimiize seyahatler sirasinda kullandiklar1 giinliik esyalar1 diger kiiltiire
tanitarak kiiltiirler aras1 baglarin gelisimine katki saglamistir.
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Turizmin sosyolojik bir fenomen olmasi, kuskusuz turizmin 6znesinin insan olmasindan
kaynaklanmaktadir. Insanin turizm agisindan roliinii Toskay (1978, 5.99) sdyle ifade etmektedir:
“Turizmin dznesi insandir. Insan son derece girift ve karmasik turizm olayinin odak noktasini
teskil etmektedir. Yer degistiren, bir dizi mallar ve hizmetleri talep eden, sosyolojik, psikolojik
politik iligkiler kuran yine insandir.”

Turizm faaliyetlerine katilan her bir insan kendi kiiltiriinti gittigi bolgedeki yerel halk ile
kiyaslamaya baslamaktadir. Bu durum da bireyin zihninde olusan kiyas mekanizmasini
calistirmakta ve hosuna giden, kullanabilecegi verileri kaydettirmektedir. Bu da turizmin
insanoglunu etkileyen en diisiik boyutlarimi bile bireyler iizerinde gérmek miimkiin oldugunu
gostermektedir. Ornegin gelismekte olan bir iilkeye gelismis bir toplumdan gelen turistlere,
yerel halk tarafindan imrenme edilerek gelen turistin yasayis sekli taklit edilmeye
calisilmaktadir. Bu durumun kiiltiirel bir asinma olarak kabul edilebilecegi gibi pozitif olarak
kiltiire olumlu katkilariin da olabilecegi sdylenebilmektedir (Korkmaz, 1996).

Konunun ana unsurunu olusturan engelli bireyler acisindan bu duruma bakildiginda, ¢okta
farklilik olmadig1 soylenebilmektedir. Turizm faaliyetine katilan bir engelli gittigi bolgedeki
engellilere saglanan imkanlar1 kendi {ilkesinde saglanan imkanlar ile kiyaslayabilmektedir. Bu
durumda gidilen iilkedeki sartlar, yasanilan {ilkenin sartlarindan daha iyi ise imrenme edilecek
bir durum olarak yine karsiya ¢ikabilmektedir.

Turizm faaliyetleri ayirmaksizin, her irktan her cinsiyetten her yastan ve her gelir seviyesinde
insanin katildig1 bir faaliyetlerdir. Bu durum turizmin sosyal yapi geregi farkli insanlar
tarafindan olusturulmasina yol agmuistir.

Engelli bireyler i¢in de topluma dahil olmak ve toplumla biitiinlesmek bireyin kendini
tamamlayabilmesi agisindan 6nem tasimaktadir (Etyemez, 2012). Bu nedenle engelli bireylerin
turizm faaliyetleri ile i¢ ice olmalar1 yararlidir. Engelli bireyin sosyal ihtiyaglarinin karsilanmas:
hem de farkli 6zelliklere sahip insanlarin birbiriyle zaman gegirerek sosyallesme duygularinin
artmasina bu katillm olduk¢a 6nem arz etmektedir. Kolayca sosyal bir diglanmaya maruz
birakilmis engelli bireylerin topluma girerek kendilerini ifade edebilmeleri, tamitabilmeleri
agisindan toplumlari ve kiiltiirleri birlestiren turizm endiistrisi, iyi bir firsat olabilmektedir.

Engelli Turizmi

Tiim insanlar sosyal yasama tam anlamaiyla katilma ve yasadiklar: toplumda haklara sahip olma
arzusundadir. Stiphesiz ki bu durum, engelli bireyleri de barindirmaktadir (Murray ve Sproats,
1990). Engelli bireylerin karmasik diinyalarina bakildiginda, seyahat ve turizm faaliyetlerine
katilmalarinin 6énemi daha da artmaktadir. Dolayisiyla engelli bireylerin 6zel bakima ihtiyag
duymalar1 ve ¢cogunlukla tek basina seyahat edememeleri diisiiniilmesi gereken konulardandir.
Fransa’da yapilan bir arastirma, engelli bireylerin gii¢lii aile iliskilerine sahip oldugunu ve
nadiren aileleri olmadan bos zaman ve turizm aktivitelerine katildiklarini ortaya koymustur
(Freeman ve Selmi, 2010). Bu durum, seyahat ve konaklama isletmelerine pazarin boyutlariin
bliylimesi agisindan katki saglamaktadir. Bu seyahatcilerin giderek artan ihtiyaglarmi
karsilayarak, engelli pazarindan pay almak isteyen isletmeler ve turistik bolgeler onlarm
seyahat tecriibelerini yeterince erisilebilir kilmaktadir (Card, Cole ve Hamprey, 2006).

Sosyo-ekonomik yapinin gelisimine baglhh olarak engelli bireylerin seyahat ve turizm
hareketlerine katilimlarinin arttign goriilmektedir. Incelenen arastirmalara gore gelismis
iilkelerdeki engelliler, turizm yatirimcilarinin hedefleri arasinda oncelikli siradadir (Kilimci,
2008).

Amerika’da ve Avrupa’da 100 milyonu asan ve giderek artmakta olan engelli niifusu turizm
sektorii i¢in ilginin giderek arttig1 bir pazar haline gelmektedir (Burnett ve Baker, 2001). Ayrica
bu niifusun da 2030 yilina kadar ikiye katlanacagi beklenmektedir (Lach, 1999). Bunlara ek
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olarak farkl iilkelerden de 6rnek vermek gerekirse, The Australian Bureau of Statistics (ABS)
2004 arastirmalari, Avusturalya’da engelli niifusunun 1988’den 2003’e kadar yiizde 15’den
yiizde 20lere ¢iktigini gostermektedir (Darcy vd, 2008). Bunlara ek olarak Cin’de 60 milyon
(calisabilir durumda 25 milyon) ve gelismis Japonya’da 5 milyon (18 yas ve iizerinde 3 milyon)
engelli bulundugu sdylenebilir. Ozetle engelli insanlara eslik edecek kisiler de dikkate
alindiginda pazarin boyutlar: oldukga biiytimektedir.

Seyahat Engelleri ve Psikolojik Faktorler

Sayilar1 azimsanmayacak kadar ¢ok olan ve diinyanin en biiyiik seyahat pazar dilimini
olusturan engellilerin dinlenmek, eglenmek ve gezip goérmek amaciyla seyahate katilmalar:
diger insanlar gibi en dogal haklaridir. Bu hakkin etkin kullanilabilmesinin 6n kosulu yeterli
altyapinin olmasi ile turizm sektdriinde hizmet sunanlarin yeterlilikleridir (Oztiirk ve Yayls,
2006).

Seyahat sirasinda engellilerin karsilasti$1 faktorlerin en basinda ekonomik problemler yer
almaktadir. Bunu sirasiyla kisilerin fiziksel olarak hareket edememeleri, uygun konaklama
isletmeleri bulamamalari, gidecekleri yer veya bolgelere ulasimda yasanan teknolojik
yetersizlikler izlemektedir. Bu durumlar seyahati olumsuz etkilemektedir. Dolayisiyla
ekonomik problemler hari¢ engellilerin gidecekleri destinasyonun belirlenmesi, acentanin
secimi, konaklama yerinin se¢imi vb. hususlarda organize ¢alismalarmin iyi yapilmamasindan
kaynaklanmaktadir (Crawford vd, 1991). Engellilerin seyahate ¢ikmalarini kisitlayan faktorleri
arastirmacilar, igsel (bilgi eksikligi, saglikla ilgili problemler, sosyal etkisizlik, fiziksel ve
psikolojik bagimlilik), cevresel (ekolojik kisitlamalar, ulagim kisitlari, kurallar ve yonetmelikler)
ve etkilesimsel (beceri uyusmazlig1 ve iletisim engelleri) olmak {izere {i¢ temel boyutta ele
almiglardir (Smith, 1987; Turco vd., 1998).

Turizm engelleri ve psikolojik faktorlerin 6nemini inceleyen Lee ve arkadaslar1 (2011)
arastirmalarini 6grenilmis caresizlik (Seligman, 1975) teorisi ile degerlendirmistir. Teoriye gore,
kisinin herhangi bir durumda ¢ok sayida basarisizlia ugrayarak, ne yaparsa yapsin hicbir
seyin degismeyecegini, olaylarin kendi kontroliinde olmadigini, o konuda bir daha asla
basariya ulasamayacagimni diisiiniip, yeniden deneme cesaretini kaybetmesi olarak tanimlanir.
Ogrenilmis caresizlige gore; bireylerin cevrelerini kontrol etmek icin yaptiklari basarisiz
girisimlerinden (kendi engelleri nedeniyle) kaynaklanan olumsuz sonuglar1 (seyahat edememe)
gormek, bu gibi durumlarin gelecekte de olabilecegini ve sonrasinda da bu kisilerin gelecekteki
katilim ¢abalarini birakabileceklerini ifade etmektedir. Dolayisiyla, kisi belirli bir aktiviteye
artik ne katilabilmekte ne de katilmaya girisimde bulunabilmektedir. Bu nedenle, 6grenilmis
caresizlik, kisinin herhangi bir durum {izerinde higbir kontrole sahip olmadigini ve yaptiklar:
her ne varsa bunlarin gereksiz olduguna inanarak 6grendigi bir psikolojik durumdur.

Tiim bireylerde 6grenilmis caresizlik kimi zaman motivasyonel, biligsel ve duygusal etki
birakabilmektedir. Engelliler seyahat ederken istedikleri sonuclara ulasmada hareketlerinin
basarisiz oldugunu Ogrenirlerse iiziintii yasayabilmekte, bu durum da strese neden
olabilmektedir. Boyle bir neden ise engellilerin seyahat niyetini etkileyen 6nemli bir konu
olabilecektir. Dolayisiyla 6grenilmis caresizlik teorisi engelli bireylerin turizme katilim niyetinin
incelenmesi yerinde olacaktir (Lee vd. 2011).

Turizm faaliyetlerine katilmada engelliler daha az olanaklara sahiptir ve ge¢mis seyahatlerine
karsin, karsilastiklar1 herhangi bir engel seyahat niyetlerini olumsuz yonde etkilemektedir.
Bilindigi gibi baz1 engellilerin seyahat etme arzusunun azalmasi ya da tamamen terk edilmesi,
Ogrenilmis caresizligin olumsuz sonuglara ulasmasindandir. Buna ragmen, engelliler turizme
katilmlarinda daha dikkatli hareket ederek seyahat etme hevesinden vazge¢meyebilir. Fakat,
turizm deneyimlerinin olumsuz sonug¢lanmasi devam ederse, en aktif engelli miisteriler bile
gliven kayb1 nedeniyle garesizlik durumuna diisebilir (Lee vd. 2011). Kisaca engelliler, saghkl
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bireylerde olan 6zelliklere bagh olarak denetim edememeyi 6grenirse kognitif, hissi ve giidiisel
eksiklik hissedebilir.

Konuyla ilgili calismalara bakildiginda, dikkat ¢eken bazi sonuglar su sekildedir:

Turco ve Stumbo (1998) tarafindan Amerika’da engelli bireylerin seyahat engellerini incelemek
amaciyla yapilan bir ¢alismada; engelli bireylerin seyahat ettikleri destinasyonlarda konaklama,
yeme-igme boliimlerinin ulasilabilir durumda olmadig ifade edilmis, eglence merkezlerinin ise
ADA standartlarina uygun olmadig1 ortaya konulmustur.

Ankara’da bulunan kiiltiir-sanat merkezi, konaklama tesisi, pastane, kamu binas1 vb. alanlarin
mimari engeller bakimdan incelenmesi amaciyla 8 konaklama tesisinde yapilan bir arastirmada,
bir konaklama tesisinde engelliye ayrildig: goriilmiis, digerlerinde odalarin %50’sinin engelli
i¢in uygun oldugu belirtilmistir (Diiger ve Kayihan, 2001).

Israeli (2002) tarafindan Israil’de turistik yerlerin ulagilabilirlik Snemini degerlendirmek
niyetiyle yapilan ¢alismada, gelisigiizel secilen 50 engelli birey arastirmaya dahil edilmistir.
Calisma sonuglaria gore, engelli turistlerin ulasilabilirligi i¢in en 6nemli etkenin asansodrler
oldugu, bunu park etme, tuvaletler, giris rampalari1 ve merdivenlerin izledigi sdylenmistir.

Antalya, Mugla, Aydin, Izmir ve Istanbul’da bulunan dért ve bes yildizli otellerde engelli
turizminin gelismesine yonelik alt yapi imkanlarmni degerlendirmek amaciyla yapilan bir
calismada (Artar ve Karabacakoglu, 2003), otellerin yiizde 61'inin ulasilabilir durumda oldugu,
ylizde 81'inin tekerlekli sandalye kullanicilar1 i¢in uygun oldugu, toplam oda sayilarinin ancak
%1'inin engellilere ayrildigl, otellerin yaridan biraz fazlasinda engelli i¢in ayrilan odalarin giris
katinda bulundugu, otellerin yiizde 82'sinin asansoriinde engelliler icin sesli uyar1 sisteminin
olmadigi, yiizde 65'inin engelliler igin gerekli yerlerde 1s1kli ve yazili uyarilarinin olmadigs,
yiizde 79'unun engelliler icin yeterli gorsel levha kullanmadig1 belirlenmistir.

Guerra (2003) tarafindan Ispanya’da bedensel engelli bireylerin turistik faaliyetlerini incelemek
amaciyla yapilan bir arastirmaya katilanlarin yiizde 52'sinin seyahatlerinden memnun
kalmadiklar1 tespit edilmistir. Dolayisiyla engellilerin konaklama tesisinde yasadiklar:
sorunlarin basinda tesisin ulasilabilir olmamasi1 gelmekte, bunu tesiste engelli bireyler icin
gerekli agiklig1 getiren bilgilerin bulunmamasi izlemektedir.

McKercher vd. (2003)'ne gore, seyahat acentalar1 bireylerin ihtiyaclarini karsilama konusunda
basarili olabilmektedir. Ancak insanlarin farkli yapiya sahip olmalarindan dolay: ihtiyaglarini
yerine getirmede zorluklarla kars1 karsiya kalmaktadirlar. Bu dogrultuda diinya niifusunun
onemli bir kismini olusturan engelli bireyler i¢in seyahat acentalarinin seyahat engellerini
ortadan kaldirmak yerine, seyahat icin ek bir engel olusturabilme durumlar1 da {izerinde
diistiniilmesi gereken 6nemli konular arasindadir.

ABD’de engelli bireyler i¢in konaklama isletmelerinin ulasilabilirliklerini ve ADA standartlarimni
degerlendirmek amaciyla yapilan bir ¢alismada, bedensel engelli bireylerin kaldiklar1 otelden
sikayet ettikleri konularin arasinda ilk sirada yer alanlar yiizde 97 ile asansor, ytizde 88 ile kap1
kollar1 ve yiizde 82 ile dus igerisindeki oturma yerleridir (Sielschott, 2004).

Buhalis vd.,(2005)'nin yaptig1 ¢alisma sonucuna gore Avrupa ailelerinin yarisindan ¢ogunda
engelli birey yasamakta ve bu insanlar, refakatgileri ile birlikte her yil tahminle birden fazla
seyahate katilmaktadir. Bu sebeple, seyahat acentesi ve turizm isletmelerinin kitle iletisim
araglarini kullanarak engelliler igin yeterli pazarlama hizmetlerini sunmalar1 6nem arz
etmektedir.

Turizm endiistrisinin engelli bireylere hizmet vermede yeterliliklerini belirlemek amaciyla
yapilan bir arastirmada, Tiirkiye’de bulunan iki, {i¢, dort ve bes yildizl1 252 otel isletmesinde
hizmet verilen engelli gruplarinin basinda bedensel engellilerin geldigi (yiizde 96,4), dolayisiyla
otellerin ytizde 88,9’unun engelli bireylere hizmet verdigi ifade edilmistir. Calismada ayrica
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konaklama isletmelerindeki fiziksel kosullar ve personel yetersizlikleri de 6nemli problemler
arasinda yer almistir (Oztiirk, Yayl1 ve Yesiltas, 2008).

Misir’da bulunan bes yildizli konaklama isletmelerinin engelliler icin ulagabilirlik durumunu
degerlendirmeye yonelik yapilan bir arastirmanin bulgulari, otellerin girisinin tekerlekli
sandalye kullamicilar igin uygunlugu, yemekhanelerin tekerlekli sandalyenin rahat hareket
edebilmesine imkan saglamasi, otel asansorlerinin tekerlekli sandalye kullanicilar: i¢in yeterli
biiytiklitkte olmas: kriterleri yiizde 89 seklinde sonug vermistir. Bunlar1 resepsiyon masasinin
yiiksek oldugu (ylizde 67), lobilerinde engelliler icin tuvaletin olmadig: (yiizde 56) seklinde
olumsuz cevaplar izlemektedir (Tantawy, Kim ve Pyo, 2005).

Oztiirk ve Yayli (2006)'nin 162 adet A grubu seyahat acentesi iizerinde yaptiklari bir ¢alismada;
seyahat acentelerinin yiizde 66,7’sinin en az bir kez engelli bir miisteriye hizmet verdigi, engel
tirli soruldugunda turistik hizmetten yararlananlarin yiizde 91,1'inin bedensel engelli
grubunda yer aldi1 gozlenmistir. Seyahat acentelerinin yogun olarak bedensel engellilere
hizmet vermelerinin nedeninin, seyahate katilanlar arasinda 65 yas ve {izeri yas grubunda
ylriime glicliigii cekenlerin oraninin yiiksek olmasidir.

Eichhorn vd., (2007) engelli bireylerin seyahate katilmasini kisitlayan en 6nemli faktoriin bilgi
eksikligi oldugunu ifade etmektedir. Dolayisiyla, seyahat acenteleri, konaklama isletmeleri ve
ulasim faaliyetleri hakkindaki engelli grubuna sunulan bilgilerin yeterli olmasinin yani sira
glivenilir olmasi1 da 6nem tegkil etmektedir.

Avustralya’da bulunan konaklama isletmelerinin ulasilabilirligini incelemek amaciyla yapilan
bir arastirmaya katilanlarin yiizde 61'inin engellilerden olustugu, otelde kaldiklar siire i¢inde
engelli bireylerin yiizde 93{niin engelli odalarini kullandiklar: ve yiizde 63{iniin seyahatleri
sirasinda karsilastiklar1 en biiyiik engelin ihtiyaclarina uygun bir oda olmamasi oldugunu
belirtmislerdir (Darcy, 2008).

Tiirkiye'nin  farkli destinasyonlarinda oturmakta olan bedensel engellilerin turizm
faaliyetlerinden beklentilerini tespit etmek amaciyla Arici (2010) tarafindan bir galisma
yapilmistir.  Arastirmaya katilan bedensel engellilerin yorumlarina gore tesis odalarinin
refakatci ile birlikte konaklamaya uygun olmadig: ortaya g¢ikmistir. Engellilerin yarisindan
fazlasi (ytizde 59) son bes yil icinde herhangi bir turizm faaliyetine katilmadigini ifade etmistir.
Arastirmaya katilanlarin verdikleri yamitlardaki dikkat ¢ceken hususlardan birisi de ytizde 56,2
oraninda merdivenlerin engelliler i¢in uygun dizayn edilmemis olmasidir.

Cizel ve Cizel (2014)'in turizm kisitlar1 ile engelli bireylerin davranigsal niyeti arasindaki
iliskiye yonelik calismalarinda, engelli bireylerin turizm kisitlarinin dogrudan turist olma
niyetini diisiiren 6nemli etkisinin olmadig1 ancak engellilerin turizm faaliyetlerine katilma
yoniindeki 6grenilmis caresizliklerini artirarak ve turist olma motivasyon giiciinii diisiirerek
turizme katilim niyetini dolayl olarak etkiledigi ifade edilmistir.

Selanik, Yunanistan’da yapilan bir arastirmada (Naniopoulos vd. 2015), gerceklestirilen
“PROSPELASIS” projesi engelli insanlarin karsilastiklar1 erisilebilirlik ve algilanabilirlik
sorunlarini ¢ézecek bir metodoloji gelistirmeye ve bu metodolojiyi Selanik’teki Bizans anitlarina
uygulamaya odaklanmistir. Neticede, uygulamaya konulan metodoloji, Selanik’teki alt1 Bizans
anitina basarili bir sekilde uygulanmasi sayesinde, gecerliligini kanitlamistir ve diger amitlara
da uygulanabilecek bir ara¢ olma hedefini tasimaktadir. Belirlenen miidahaleler ile, anitlarin
erisilebilirliginin ciddi oranlarda artmasi ve engelli ziyaret¢i sayismin gozle goriiliir sayida
arttirllmasi beklenmistir. Bu miidahalelerin uygulanmas: ve “PROSPELASIS” projesi boyunca
gerceklestirilen egitim seminerleri, miidahil olan biitiin aktorlere deger bicilemez bir deneyim
saglamistir (antika otoriteleri, sakat insanlarin orgiitleri vb.). Proje katilimcilari, bu deneyimin
iilke capindaki diger anit ve Oren yerlerinin erisilebilirligini arttiracak tedbirlerin alinmasina
vesile olmasini ummaktadirlar.
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Sonug¢

Saglik alanindaki gelismeler hayat kalitesinin yiikselmesine ve ortalama yasam siiresinin
uzamasina neden olabilmektedir. Yasliliga bagh engelli sayisinda ciddi artislar gézlenmekte ve
bu durum toplumun azimsanmayacak bir kesimini olusturan engelli bireylerin devlet
kurumlar1 tarafindan sosyal anlamda daha fazla desteklenmesi sayesinde aktif toplumsal
hayata katilmalarina imkan hazirlamaktadir. Engellilerin toplumsal hayata katilimlarim
etkileyen Onemli etkenlerden birisi de toplumun diger kesimleri gibi turistik faaliyetlere
katilabilmeleridir. Turistik aktivitelere refakatgisi ya da aile {iyeleri ile birlikte katilan engelliler,
turistik iilkelerin turizm pazarmin biiyiimesinde 6nemli bir rol oynamaktadir. Bu baglamda
engelli bireylerin ihtiyag ve taleplerine makul bir erisim saglanabilmesi giincel bir konu olarak
gozlenmektedir. Ayrica turistik bolgeler icin turizmin sagladigi ekonomik faydalardan otiirii
pazardan daha fazla pay almak isteyen iilkelerin, alternatif turizm tiirii olarak engelli turizmine
yonelmesi, beklenilen bir gelismedir.

Bu calisma, engellilerin turizm faaliyetlerine katilmalarinda, geg¢mis seyahat tecriibelerine
dayanarak karsilagilan engellerin, ne derece etkili oldugunu ortaya koymaktadir. Engelli
bireylerin turizm faaliyetlerine yonelik beklenti ve isteklerinin artmasinda turizm engellerinin
tespit edilmesi ve mevcut problemlerin ¢o6ziilmesi engelli turizminin gelismesine katk:
saglayabilmektedir. Engelliler turist olma karar1 verirken geg¢mis turizm tecriibelerini goz
oniine almakta ve bu durum onlarin ruh saghgina olumlu ya da olumsuz etkide
bulunmaktadir. Bu nedenle, seyahat engellerinin onlarin psikolojileri tizerinde biraktig1
olumsuz etkilerine gereken 6nemin verilmesi énem arz etmektedir. Bazen seyahat engellerine
¢ozim bulunsa bile, engellilerin turizme katilma istegi olmayabilir. Bu nedenle, engelli
psikolojisinin daha anlagilir hale gelebilmesi igin, seyahat engellerinden etkilenme siireci ve
psikolojik etmenlerin dikkate alinmas: konuyla ilgili alinacak karar ve uygulanacak stratejiler
bakimindan 6nem tasimaktadir.

Son donemlerde bu konu, {izerinde ¢okca diisuiniilen, arastirilan ve anlasilmak istenen bir
noktaya gelmistir. Bilimsel bilgi meydana getirerek akademik c¢alismalarla konuyu desteklemek
hem o6zel sektdér hem de egitim kurumlar1 i¢in 6nem tasimaktadir. Ayrica bu c¢alismanin
diinyanin tiim {iilkelerinde ciddi engellerle karsilasan ve evden disariya ¢ikmakta dahi zorluk
ceken engellilerin turizm faaliyetlerinde aktif bir sekilde yer alabilmeleri agisindan yararl
olabilecegi diistiniilmektedir.
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Abstract

This study examines the impacts of E-CRM features on customer satisfaction and perceived
usefulness as a mediator variable within e-commerce sector of Turkey. E-commerce
businesses are operating in constantly changing environment and trends, thus E-CRM
features may serve not only as a way for maintaining stable relationship with customers, but
as tool for gaining competitive advantage that leads to customer satisfaction. Within the
framework of this study quantitative research methods were applied. Primary data from 210
respondents has been collected through self-administered, Likert type online survey.
Research model constructs were evaluated and analysed with a help of confirmatory factor
analysis (CFA) and structural equational model (SEM). The findings of the study indicated
that E-CRM features represented in current research (complaint handling, communication,
information content, security and privacy) demonstrate both direct and indirect impact
(through perceived usefulness variable) on customer satisfaction.

Keywords: E-CRM; e-commerce; customer satisfaction; perceived usefulness; Turkey.

1. Introduction

The e-commerce has not only brought changes to the way how businesses operate, but created
new companies, organizational structures and opportunities (Lee, 2001). Consequently, the
companies have to reconsider the way they interact with customers (Yoon et al., 2008).
Mentioned changes stimulated a need for contemporary competitive advantage to cope with
customer relationship online. It became vital for businesses to be able to follow up on e-
commerce activities that sometimes may require prompt and customized reaction or response
independent from set standard timeframe. Especially, the difficulty of supporting diverse
customer base from different access channels in a high speed and quality manner has become a
new challenge. In order to meet customer needs and wants the businesses should sustain
solidarity within all available channels (e.g. e-mails, web, hotline, web form etc.) as well as
within all units that engage with customers (e.g. marketing, sales, service etc.) (Pan and Lee,
2003).

Nowadays customers have a kind of authority that makes companies base most of their
development, marketing and strategic activities around them. Internet has upgraded customer
relationship management (CRM) into more interactive environment where existing and new
relationships with customers can be shaped and enhanced (Tavana et al., 2013). CRM as its core
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comprises strategies, technology and practices used by companies to stay connected, engaged to
their current and potential customers (Kulpa, 2017). Encouraging the customers to be proactive
in sharing their feedbacks is alternative strategy to measure satisfaction level and stimulate
loyalty (Dishman, 2014). Efficiently implemented CRM may help companies to gain a
competitive advantage which further serves as a tool to inhibit consumer-switching behaviour.
The significance of successful CRM establishment is enhanced in e-commerce since it is harder
to obtain customer loyalty in a given sector (Kimiloglu and Zarali, 2009). With introduction of e-
commerce and internet-based services customer relationship has been carried out to the next
level known as electronic customer relationship management (E-CRM). E-CRM is more
interactive, useful, effective and with higher sense of personalization. Besides, it is more
affordable both for companies and clients (Khalifa and Shen, 2005).

The main purpose of this research is to examine the impacts of E-CRM features (complaint
handling, information content, communication, security and privacy) on customer satisfaction
and perceived usefulness as a mediator variable within e-commerce sector of Turkey. E-
commerce in Turkey is continuously growing and expected to be an integral part of the
consumer’s life. Furthermore, 30-35% increase is anticipated within the sector in 2018
(Ecommerce News Europe, 2018). Expecting dramatic growth Turkish e-retailers should be
aware of E-CRM importance to ensure customer satisfaction in highly competitive environment.

2. Theoretical Background

E-CRM: In the study about E-CRM application within telecommunications field Blery and
Michalakopoulos (2006) stated that E-CRM is the finest tool to provide in-depth information
about complex services designed to satisfy customers. At its core the CRM is a business strategy
that provides the integrity within all units of the company that are interacting with customers
specifically via integration of technology, process and people (Chen and Popovich, 2003). While,
E-CRM is widening common CRM processes by integrating innovative technology of e-
channels and merges them with e-commerce applications into company’s general customer
relationship management strategy (Kennedy, 2006). As a result, CRM can be considered as
constituent part of E-CRM. Despite of the size and nature of the industry E-CRM provides an
equal opportunity to all the companies to build individual relationship with customers. E-CRM
features are able to generate great value by gathering, sorting and distributing customer
information. The main concept of E-CRM lies within comprehending the customer profile,
products or services that they are interested in as this is the only way to satisfy their wants (Pan
and Lee, 2003). According to Feinberg and Kadam (2002) E-CRM features do not impact
customer satisfaction at the same extent. For this reason, each company should identify
individually E-CRM aspects which determine satisfaction of their customers. Feinberg and
Kadam (2002) contrasted the importance of 42 E-CRM features with their availability in the
website highlighting following aspects that deserve certain attention of e-retailers:
communication tools, complaining ability, privacy concerns and product customization.

Customer Satisfaction: Customer satisfaction plays an important role within marketing
activities and assumed to be its main outcome. The concept of customer satisfaction
concentrated on generating profits by satisfying needs and wants of the customers (Churchill Jr
and Surprenant, 1982). According to classification of the satisfaction concept, satisfaction can be
approached by conceptual criterion and referential criterion. Conceptual criterion outlines the
satisfaction via processes and consumer responses types, while referential criterion represents
aspects of the conditions where these responses and processes take place (Liébana-Cabanillas et
al., 2013). Based on the review of customer satisfaction researches Szymanski and Henard (2001)
highlighted three consequences of customer satisfaction: complaining behaviour, negative

13



“ Amazhanova & Huseynov

WOM (word of mouth) behaviour and repeat purchasing. The study conducted by Moezzi et al.
(2012) demonstrated that the company which invested in E-CRM experienced higher customer
satisfaction level rather than those who did not. It can be related to the fact that E-CRM serves
as a tool for presenting its service to the customers. Khan and Khawaja (2013) also state that E-
CRM increases customer satisfaction and a result leads to customer loyalty. In general,
customer relationship management and customer satisfaction relationship is a topic of interest
in many countries. The study made in USA found that CRM application enhances customer
knowledge and as a result shared customer knowledge with supply chain partners improves
customer satisfaction (Mithas et al., 2005). Another study from Greece conducted within the
scope of mobile telephony users demonstrated that the customer care part of CRM plays an
important role in predicting customer satisfaction (Santouridis and Veraki, 2017). Study from
Pakistan in oil industry also demonstrated that CRM has significant impact on the customer
satisfaction (Hassan et al., 2015).

3. Theoretical Model and Hypotheses Formulation

As it is described in Figure 1 this research proposes a multiple regression model to examine the
impact of E-CRM features on customer satisfaction and perceived usefulness as well as the
impact of perceived usefulness on customer satisfaction. Based on the review of related
literature the fundamental constructs of the model were determined and their relationships
were depicted.

~ ™

Complaint Handling Customer Satisfaction

Communication

Security and Privacy

Information Content

N _/

Perceived Usefulness

Figure 1. Research Model

Complaint Handling: According to Varela-Neira et al. (2010) companies should continuously
enhance customer satisfaction as it has impacts on other behaviours that lead to valuable
benefits. Loyalties motivate repurchase intentions of the customers, increase sales level and
reduce price sensitivity. Yet, service failures are inevitable and companies should be able to
provide a solution to decrease damage level as fast as possible (Komunda and Osarenkhoe,
2012). Thereby, in case of failure sufficient complaint handling is important to achieve customer
satisfaction. Aydin and Ozer (2005) included complaint handling to Turkish customer
satisfaction index model (TCSI). The results of the study demonstrated that there is a significant
impact of complaint handling strategies on customer satisfaction. Estelami (2000) examined
three dimensions of complaint handling: compensation, employee behaviour and promptness.
Based on the findings of the study compensatory procedures used for complaint handling tend
to lead to satisfactory outcomes in a larger extent. Hence, the recovery strategies intended to
prevent dissatisfaction of the customers should include following solutions: refunds, repair,
replacement and post-service.
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Electronic complaint handling forms mostly used by online shoppers and for prosperity of
complaint handling mechanism it is important to make sure that users do accept designed
process flow. Accordingly, e-retailers should consider their complaint handling system
carefully as if shoppers will not like it, they might easily switch to other e-retailers without even
expressing dissatisfaction (Chin, 2016). As per research conducted by Liang et al. (2012)
perceived care from customer services had significant influence on perceived usefulness. Based
on this outcome, authors concluded that perceived care is effective measure for explaining
perceived usefulness. Sometimes in the literature complaint handling mentioned as part of
service quality. Service quality is comprised of several processes that are dedicated for
improvement of customer experience. As in online shopping shoppers lack physical contact,
service quality is very important. Moreover, components of service quality have significant
impact on perceived usefulness of the website (Ahn et al., 2004). In consequence of discussion
above, following set of hypotheses has been formulated:

Hypothesis 1: Complaint handling as E-CRM feature has a positive impact on customer
satisfaction

Hypothesis 2: Complaint handling as E-CRM feature has a positive impact on perceived
usefulness

Communication: According to Jun et al. (2004) e-retailers should focus on providing customized
services to the customers. For this reason, it is crucial for them to have sufficient number of
employees in order to respond to the customers’ requests through e-mails, telephone calls and
other CRM tools. Besides, customer representatives should track customer behaviour of online
customers and suggest a help if needed. It is recommended for the websites to offer various
communication channels other than e-mail (Santos, 2003). Communication is one of the factors
that ensure the base for customer relationship building and internet provides new aspects of it.
The main goal of customer support services that maintains communication is improving the
value of customer engagement and by doing so to enhance the customer satisfaction (Rowley,
2004). The study of Park et al. (2015) demonstrated that electronic customer interactions
increases perceived service quality which leads to customer satisfaction and customer loyalty
respectively.

Monzavi et al. (2013) examined the factors that impact perceived ease of use and perceived
usefulness externally, based on user experience during new software adoption process. The
findings of the study demonstrated positive impact of communication channels on perceived
usefulness. According to Hai and Kazmi (2015) while shopping online customers might need
more detailed information, for this reason it is vital to provide timely communication. If seller
fails to do so, shoppers may easily switch to another website. Wu et al. (2010) in exploratory
study about online baking adoption also highlights importance of knowledge and support
provided to the customers. It has been discussed that support is required through interactive
communication channels within any stage where customer might lack knowledge (e.g.
registration). Based on obtained results within research, knowledge and support demonstrated
significant correlation with perceived usefulness. Consequently, following set of hypotheses has
been formulated:

Hypothesis 3: Communication as E-CRM feature has a positive impact on customer satisfaction.
Hypothesis 4: Communication as E-CRM feature has a positive impact on perceived usefulness.

Security and Privacy: Regression analysis of Szymanski and Hise (2000) depicted statistically
significant impact of financial security on e-satisfaction. Study showed that financial security is
one of the initials concerns that online shoppers have while purchase decision making.
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Likewise, the research of Dharmesti and Nugroho (2013) showed that security or privacy gives
a significant influence on online customer satisfaction. Behjati et al. (2012) also revealed
significant relationship between security or privacy and customer satisfaction.

Fortes and Rita (2016) studied the effects of the privacy concerns on online shopper’s behaviour
concerning purchases. The results of the empirical research supported that there is negative
effect of privacy concerns on perceived usefulness. According to Chen and Wu (2017) security
and privacy issues impact the confidence level of the online shoppers. Findings of their study
demonstrated significant impact of the trust on perceived usefulness. Consequently, following
set of hypotheses has been formulated:

Hypothesis 5: Security and Privacy as E-CRM features have a positive impact on customer
satisfaction.

Hypothesis 6: Security and Privacy as E-CRM features have a negative impact on perceived
usefulness

Perceived Usefulness: Perceived usefulness is significant part of Technology Acceptance Model
proposed by Davis (1989) and refers to decision about using or not using an application based
on perception of the users about improvement in performance it may bring. Based on the
conducted survey among 178 electronic services users by Naidoo and Leonard, (2007) it was
demonstrated that perceived usefulness is a main determinant of continuance intentions.
Therefore, it is recommended for e-retailers to measure the usefulness of the websites
comparing to competitors. Especially it is important to make this kind of analysis at early stages
based on customer feedbacks. At the same time e-retailers need to make sure that necessary
information is being shared in proper manner with their users regarding offered and proposed
benefits as well as highlighting their advantages (Naidoo and Leonard, 2007). Casald et al.
(2008) and Vinerean (2013) acknowledged the impact of perceived usefulness on satisfaction.
Lin and Sun (2009) concluded that technology acceptance model factors (perceived usefulness
and perceived ease of use) have a positive impact on electronic satisfaction and electronic
loyalty of the customers. For this reason it is important for e-retailers to ensure that the website
is user-friendly in order to have a positive impact on purchasing behaviour of the customers.
The website features and functions should create an environment where users will be able to
save both time and effort that as a result leads to customer satisfaction and loyalty. Accordingly,
following hypothesis has been proposed:

Hypothesis 7: Perceived usefulness has positive impact on customer satisfaction.

Information Content: There are many differences between online and traditional shopping and
the most important distinction is the fact that e-shoppers do not have a physical touch to the
products. For this reason, assessment and decision making of e-shoppers are made based on
product information provided in the webpage which includes images, pictures, media files,
product description and sometimes model parameters (Park and Kim, 2008).

E-retailers may provide certain customization options like saving customers’ personal details
and track and trace system for shipments. Saving customer’s personal details will simplify
order placing process for upcoming orders, while track and trace system provides an
opportunity to identify the location of the shipment 24 hours a day. Another important point is
making sure that the website is simple in navigation in order to trigger positive sense of
usefulness (Lin and Sun, 2009). In online shopping customers have wide range of information
with product or service descriptions before making a purchase. With advance technologies
customers are able to get recommendations, feedback of other shoppers and apply suitable
filters. As online shoppers are not able to experience physical touch, they rely on product
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information. However, as this information is easy accessible it turned into advantage over brick-
and-mortar business models. Some shoppers use the information provided in websites (price
comparison, sales etc.) to make purchases in physical stores. As a result, in-depth information
positively impacts intentions to shop online via perceived usefulness. The usefulness of the
information determines purchase decision of online customers (Cho and Sagynov, 2015). Zhou
(2011) indicated information quality as one of the important factors that impact the success of
mobile website adoption. The results of the research revealed significant effect information
quality on perceived usefulness and this is in line with the study of Ahn et al. (2007). Thereby,
following hypothesis has been formulated:

Hypothesis 8: Information Content as E-CRM feature has a positive impact on perceived
usefulness.

4. Research Methodology

Instrument development. The online questionnaire used in this study composed of five-point
Likert scale (ranging from strongly disagree to strongly agree and from not at all and to a large
extent) adapted from previous studies. The scale items for customer satisfaction were derived
from Chou et al. (2015). The scale items for complaint handling were derived from Lee-Kelley et
al. (2003). The scale items for information content were derived from Chou et al. (2015), Cai and
Jun (2003) and Pandey and Chawla (2018). The scale items for communication were derived
from Wang (2008) and Demangeot and Broderick (2016). The scale items for perceived
usefulness were derived from Davis (1989) and Ramayah and Ignatius (2005). The scale items
for security and privacy were derived from Chou et al. (2015) and Huseynov and Yildirim
(2016). Wording of the scale items was adapted according the scope of the study.

Data collection and sample size. The data for this research was collected through online survey
that was available both in Turkish and English languages. This study used non-probability
convenience sampling method for data collection. Thereby all the respondents were selected
according to the easiness of access. Pallant (2013) highlighted that multiple regression
techniques require large sample size for generalization purposes and recommends using
following formula proposed by Tabachnick and Fidell (2007): N > 50 + 8m (N = sample size, m =
number of independent variables). Based on this formula required sample size for current
research is N > 82 (number of independent variables equals to four). On other hand, according
to Hoelter’s index, sufficient sample size for SEM method should exceed 200 as it represents the
data in an adequate way (Byrne, 2010). Thus, current research intended to obtain at least 200
responses to meet both requirements mentioned above.

Statistical techniques. The statistical techniques that were applied to current research are:
Confirmatory Factor Analysis (CFA) and Structural Equational Model (SEM). With a help of
CFA relationship between the factors as well as their observed variables can be measured
(Byrne, 2010). SEM provides an ability to test the theories in a quantitative manner and relies on
error factor. The main difference that exists between CFA and SEM is the fact that CFA
concentrates on latent and observed variables relationship, while SEM covers structural path
among focus (latent) variables. CFA can stand out as a solely analysis as well as part of SEM
(Harrington, 2009). IBM SPSS version 21 and IBM SPSS AMOS version 22 statistical software
were used for data analysis.

5. Data Analysis

Respondent profile. The sample for current study consisted of 210 responses. 48.1% of the
respondents were male and 50.9% of the respondents were female. The age of survey
participants varied between 18 and 43 years, whereas the mean age was 31 years. Most of the
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participants (65.2%) have bachelor’s degree (Table 1). 62% of the respondents prefer smart
phone to access the internet. For 74.8 % of the respondents clothing was an item purchased
online. The most preferred online stores for clothing among Turkish shoppers within the scope
of this study are as follows: Trendyol (27%), LC Waikiki (11%) and Zara (7%).

Table 1. Demographic Profile of Respondents

Demographics Profile Frequencies Percentage (%)

Male 101 48,1

Gender Female 107 50,9
18-20 11 5,2
21-30 139 66,2

Age
31-40 34 16,2
41 and above 9 4,3
Bachelors 137 65,2

Education Masters 56 26,7
PhD 4 1,9
Other 11 5,2

Note: Percentages may not sum up to 100% due to missing data

Validity and Reliability assessment. For conducting CFA, it is important to ensure reliability,
convergent and discriminant validity. Table 2 depicts the resume of validity and reliability
assessment conducted for this research. It was carried out based on Correlations and
Standardized Regression Weights tables withdrawn with a help of AMOS software. Convergent
validity has been established and evidenced by AVE that is above 0.5. The reliability has also
been established and evidenced by CR which is above 0.7. In general discriminant validity has
been revealed as well and evidenced by MSV being less AVE, except Complaint Handling (CH)
where slight fluctuation took place (as MSV and AVE difference for this factor was insignificant,
this flaw was not taken into consideration).

Table 2. Resume of Validity and Reliability Assessment

CR AVE | MSV | MaxR(H) | PU CS CH IC COM | S&P
PU 0.814 | 0.687 | 0.494 | 0.824 0.829
CS 0.885 | 0.658 | 0.370 | 0.893 0.482 | 0.811
CH 0.753 | 0.504 | 0.526 | 0.758 0.602 | 0.584 | 0.710
IC 0.855 | 0.598 | 0.465 | 0.866 0.564 | 0.608 | 0.614 | 0.773
COM | 0.841 | 0.574 | 0.526 | 0.866 0.703 | 0.551 | 0.725 | 0.650 | 0.757
S&P | 0.885 | 0.660 | 0.465 | 0.903 0.394 | 0569 | 0.541 | 0.682 | 0.647 | 0.813

Collinearity assessment. For data screening purposes current study has conducted collinearity
assessment for each factor. The collinearity takes place when different independent variables
happen to measure the same thing, and this is not desirable. Based on obtained results through
linear analysis, multivariate collinearity issues were not found (Tolerance values >.10 and VIF <
10).

CFA. While conducting CFA (Figure 2) analysis there were 231 distinct sample moments
identified which refers to the number of elements available in sample covariance matrix. 60
parameters were estimated which is leaving 171 degrees of freedom. With Chi-square value of
282.275 the probability level equals to 0.000. Having x2/df = 1,651, RMSEA = 0.056; PCLOSE =
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0.201; SRMR = 0.0496; GFI = 0.890; AGFI = 0.851; CFI = 0.958 demonstrates good fit according to
collected data within this study (Table 3).
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Figure 2. Confirmatory Factor Analysis

Table 3. Model Fit Analysis for CFA

Measure Result
Chi-square/df (cmin/df) 1.651
p-value 0.000
CFI 0.958
GFI 0.890
AGFI 0.851
SRMR 0.0496
RMSEA 0.056
PCLOSE 0.201

In order to examine hypotheses global (model fit and R-squared) and local (p-value) tests been
conducted through Structural Equation Modeling (Figure 3). Model fit statistical results
conducted for structural equation model had following results: Having x2/df = 1,651; RMSEA =
0.056; PCLOSE = 0.201; SRMR = 0.0496; GFI = 0.890; AGFI = 0.851; CFI = 0.958. The obtained
results refer to goodness-of-fit.
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Figure 3. Structural Equation Model

R-squared is also known as Squared Multiple Correlations (SMC) indicates the variance level
(percentage) reflected by predictors of the factors in question (Byrne, 2010). Having minimum
value of 0.409 and maximum of 0.818 in SMC analysis it can be concluded that in general
predictors explain respective variable relatively well.

Lastly, based on p-value hypotheses were analysed in terms of being supported or not.
Complaint handling (H1: = 0.340, S.E.= 0.134 and p<0.05) as E-CRM feature has a statistically
significant positive impact on customer satisfaction. However, Communication (H3: = -0.042,
S.E.=10.116 and p>0.05 and 0.10) as E-CRM feature did not show statistically significant impact
on customer satisfaction. Security and Privacy (H5: = 0.306, S.E.= 0.082 and p<0.001) as E-CRM
feature demonstrated strong, statistically significant positive impact on customer satisfaction.

Complaint handling (H2: 8= 0.160, S.E.= 0.162 and p>0.05 and 0.10) as E-CRM feature did not
show statistically significant positive impact on perceived usefulness. Information content (HS8:
3= 0.304, S.E.= 0.125 and p<0.05) as E-CRM feature has a statistically significant positive impact
on perceived usefulness. At the same time Communication (H4: $= 0.520, S.E.= 0.123 and
p>0.001) demonstrated strong, statistically significant positive impact in perceived usefulness.

Security and Privacy (H6: 8= -0.247, S.E.= 0.106 and p<0.05) as E-CRM feature has statistically
significant negative impact on perceived usefulness. Finally, perceived usefulness (H7: 3= 0.163,
S.E= 0.096 and p<0.10) demonstrated statistically significant positive impact on customer
satisfaction. The summary of the hypotheses testing is provided in Table 4.
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Table 4. Hypotheses Testing Results

Hypotheses Relationships Status
H1 CS<—CH Supported
H2 PU—CH Not supported
H3 CS—COM Supported
H4 PU—COM Not supported
H5 CS<SP Supported
H6 PUSP Supported
H7 CS<—PU Supported
HS8 PU—IC Supported

6. Discussion and Conclusion

The research aimed to understand the online shoppers of Turkey and their attitudes towards
available E-CRM features. As e-commerce is very competitive environment to be, each customer
counts and considerable effort should be given not only for attracting new customers but
retaining existing ones as well. Effort of E-CRM on this regard was revealed based on
conducted literature review within this scope. The findings will be useful for e-retailers of
Turkey within clothing/fashion segment for evaluation of their current E-CRM features and
implementation of updates if necessary. This research analysed the impacts of E-CRM features
on customer satisfaction and perceived usefulness as a mediator variable. It is important to note
that E-CRM does not only refer to the concept that focuses on interaction with customers, but
also capable of creating value by collecting, screening and making use of customer information.
Customer satisfaction focuses on increasing profits by meeting customer needs and wants. At
the same time perceived value within this study refers to the extent to which customers or users
believe that making use of E-CRM features may improve their shopping experience.

Primary data has been obtained for hypotheses testing purposes. In total there were 210
volunteer participants of the survey. Received responses represent both genders equally. The
impacts of E-CRM features were analysed through CFA and SEM analysis. Within the scope of
CFA wellness of fit of hypothesized model has been examined. Following model fit indices
were used for analysis: x2/df, RMSEA, SRMR, CFI, PCLOSE, GFI and AGFI. The results
demonstrated goof fit. SEM analysis covered hypotheses testing that included both global and
local tests. Model fit assessment demonstrated good fit and based on R-squared analysis it was
concluded overall, predictors explain respective variable relatively well. After global test, local
test took a place in term of p-value analysis. Complaint handling as E-CRM feature
demonstrated statistically significant positive impact (p<0.05) on customer satisfaction, however
failed to do so with perceived usefulness (p>0.05 and 0.10). On other hand, communication as E-
CRM feature did not show statistically significant impact on customer satisfaction (p>0.05 and
0.10), but demonstrated statistically significant positive impact on perceived usefulness
(p>0.001). Security and privacy as E-CRM feature showed statistically significant positive
impact on customer satisfaction (p<0.001) and statistically significant negative impact on
perceived usefulness (p<0.05). At the same time, information content has statistically significant
positive impact on perceived usefulness (p<0.05). Lastly, perceived usefulness demonstrated
statistically significant positive impact on customer satisfaction (p>0.10).

As perceived usefulness has statistically significant positive impact on customer satisfaction it
demonstrates its mediator role in the structural model. Based on that, the communication that
has statistically significant positive impact on perceived usefulness has indirect positive impact
on customer satisfaction as perceived usefulness serves as a mediator in this case. The same
applies to information content factor, having statistically significant positive impact on
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perceived usefulness refers to its indirect positive effect on customer satisfaction. Overall, E-
CRM features represented in current research demonstrate both direct and indirect impact on
customer satisfaction.

Implications. By defining commonly discussed E-CRM features current study focused on four
of them: complaint handling, communication, information content, security and privacy. All
mentioned features demonstrated either direct or indirect impact (through mediator variable —
perceived usefulness) on customer satisfaction. The e-retailers that allocate big portion of the
budget and effort for marketing activities to create an image of caring company about customer
satisfaction, should make sure that their background in terms of E-CRM is indeed performing in
way how it is being announced in order to create loyal customer base for a long run.

At the same time, the results of this study should alert e-retailers that do not have strong E-
CRM framework, to reconsider existing strategies. Another important finding is the fact that E-
CRM features like communication, information content, security and privacy have statistically
significant positive impact on perceived usefulness. This demonstrates importance of E-CRM
features that may enhance customer shopping experience. Thus, the e-retailers that are
concerned with perceived usefulness of their website should consider E-CRM features as one of
the critical measures.

Limitations and Recommendations for Future Researches. Primarily, this study tried to depict
the effects on E-CRM features on customer satisfaction. Even though obtained results seem
encouraging as any study it has its limitations. First of all, the data that was used for analysis
has been obtained based on accessibility and subjective opinion of the researcher. Secondly,
only four E-CRM features (based on collected literature within study scope) have been analysed
in current study. There might other critical E-CRM features that impact Turkish customers’
satisfaction in considerable way. Thirdly, as E-CRM has dynamic nature, obtained results after
certain period of time might require specific updates and modifications in the future. Finally,
the limited time was another constraint that researcher faced during research period.

It will be interesting to direct future researches to cross research that will include both customer
and e-retailer perspectives. In this way, we will be able to see the picture as a whole and fill in
existing gaps in a more efficient manner. Current and earlier researches determined apparel
sector as one of the most demanded in e-commerce of Turkey, however it will be interesting to
focus on another sector as well. By doing so the results within E-CRM concepts can be
generalized and represent sectors that are absent in the literature at the moment.
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Abstract

Within the previous years, Social media has been growing as crucial source of competitive
advantage for most business organizations, especially small and medium-sized businesses
(SME). Recently, researchers have been widely focusing on social media adoption in
developed and developing countries. This study studies and analyses the factors that
influence the adoption of social media in Turkish textile manufacturing SMEs. Inspired by
the technology acceptance model as well as other relevant researches in the same area,
five factors that influence the adoption of social media in Turkey were classified as follows:
Manager’s innovativeness, perceived benefits, perceived ease of use, pressure from
customers and competition. In order to validate the conceptual model, a number of 208
questionnaires (which were sent by emails) were collected from managers/owners of SMEs
operating in textile manufacturing sector in Turkey. The obtained data was analyzed in SPSS
and AMOS using the multiple regression method. The analyzed data findings showed that
there was a significant positive relationship between the previously mentioned factors and
the adoption of social media. Of all the five significant factors, Pressure from Customers has
proven to have the greatest influence followed by Competition, Perceived Benefits,
Manager’s Innovativeness and Perceived Ease of Use. The findings of this research can help
managers and businesses improve their customers’ loyalty and satisfaction and gain
competitive advantage by understanding the needs and expectations of their customers.

Keywords: Adoption of Social media, SMEs, textile manufacturing sector, Turkey.

1. Introduction

New ways of communication to share contents through collaboration are now being made
possible based on the emergence of Web 2.0 (Enders et al. 2008). Pretty much, there are some
unquestionable results and changes because of the development of the internet. These kinds of
critical adjustments occur in business models. The usage of the internet and online (social)
networking has grown to become an important part of the strategies of businesses by the
beginning of the 21th century. Furthermore, companies started making use of some unique
features of web by moving their market techniques to e-commerce. Among the most beneficial
devices of the advertisement of products and services used to drag the target audience, the Web
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has succeeded in becoming a standout. However, low barriers to entry is considered the most
vital reason that made them infiltrate into the market. Because of that, many small and medium
sized enterprises (SMEs) use various business models like the internet.

Being available to all businesses and playing a role in developing relationships with customers
all over the globe, social media has become a vital marketing tool. Social media requires no
budgets and saves a lot of time. Small businesses benefit from social media to discover and
enter new markets, contact with their customers’ and build relationships with them. Social
media also helps small businesses to reach the largest number of audience in a very little time
with almost no energy spent.

Social media has also led to major changes in understanding marketing. A new concept called
social media marketing has emerged and has taken its place in the marketing world. Social
media marketing allows businesses to promote products, services, or websites through online
social tools, and from a much larger audience that cannot be made possible through traditional
marketing channels such as advertisements and flyers. Social Media Marketing provides
businesses with benefits in many ways. In particular, increasing the awareness of business or
brands, reducing marketing costs, increasing sales and ensuring profitability, and increasing the
traffic of the website.

Social media is used by companies as a method to communicate better with their customers,
build long-lasting relationships and attract the attention of potential customers (Michaelidou,
Siamagkaé& Christodoulides 2011).

The above raised issues will be utilized in this research for the purpose of, first, identification of
the major factors that will impose influence on the utilization of social media in Turkish textile
manufacturing SMEs, and second, to identify their relationship in addition to the influencing
extents. Such researches and studies are proven to support businesses so that to gain effective
methodologies in addition to greater advantages when it comes to competence in the Turkish
market.

2.Literature

2.1. SMEs

According to the European Commission, businesses (SMEs) having a number of employees not
exceeding 250 and a turnover less than 50 million euros (annually) and/or less than 43 million
euro annual balance are micro, small or medium size businesses. Where businesses with less
than 500 employees are considered small according to the United States” definition (SBA, 2011).
It is well known that small businesses are the backbone of economics of most countries, making
their survival an essential economic goal so that to create and sustain employment
opportunities. Marketing is the main approach used by SMEs to inform their customers about
everything related to the firm, including its products and services.

In Turkey, SMEs are known as those businesses with no more than 250 employees, and their

balance sheet/turnover is no more than 25 million Turkish liras (annually) (KOSGEB, 2012).

2.2. Social Media

According to Andreas Kaplan and Michael Haenlein (2010), social media is known as internet-
based applications that authorize the establishment and exchange of user-generated content. In
many researches, in order to define social media, the terms of web 2.0, creative consumers and
social media are used correspondently. Though these 3 terms are connected and close to each
other but on the other hand they are theoretically different (Berthon et al. 2012).
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2.3. The Use of Social Media by SMEs

Social media provides the chance of so many social interactions for businesses (Fischer &
Reuber 2011). The various services offered by social media makes it hard for companies to know
which one to use and how to use them. Regardless of the increase in the number of consumers
using social media and the advantages of using social media (Andzulis, Panagopoulos& Rapp
2012), SMEs tend to be adopting social media slower than consumers (Ashworth 2011). Social
media enables businesses to engage customers directly at relatively low cost and with almost no
time more than traditional communication tools. Social media marketing is not always as easy
or quick as it may seem. Social media marketing includes research, strategy, implementation,
networking, etc (Evans 2011). For any type of business, at least one or more social media
channels should be used appropriately. Generally, when it comes to social media channels,
social media networks and blogs are considered the most at generating real customers.

2.4. Marketing Opportunities of Small Businesses

Networking and word-of-mouth marketing are examples of some of the marketing
opportunities small businesses usually have. Managers or owners of small businesses do not
only depend on their personal contact networks but they also benefit from their customers'
networks as well. By encouraging customers to talk about the products, word of mouth forms
an important platform to support marketing.

Networking is a wide spread marketing activity that's important for SMEs in order to develop
and grow (Walsh& Lipinski 2009). Generally, traditional economic structures prefer large firms.
However, as the economy nowadays being characterized by relationships, network, and
information, this, actually plays to some of the characteristics of SMEs. Small businesses not
only depend on their personal contact network, benefit from their customers' networks. These
customers are reached through e-WOM.

According to a number of studies, recommendations from current customers to other potential
customers about a service or a product form an essential source of marketing, thus obtaining
new customers (Stokes& Lomax 2002), making word of mouth a key support in marketing small
businesses. That is why many managers/owners rely on customers’ recommendations as the
most common suitable reliable resource for marketing their products.

Straw (2011), states that the concepts produced by companies and the ways in which consumers
find information about the products they tend to buy are compatible with each other, or in
other words, they fit each other. In order to reach their customers and get their feedback, small
businesses usually make use of their small size (Gilmore et al. 1999). Despite such advantages,
when it comes to marketing, small business owners face many difficulties.

2.5. Marketing Challenges of Small Businesses

Researchers claim that there's a difference between small firms and large organizations in term
of their marketing practices (Gilmore et al. 2001; Coviello et al. 2000; Reijonen 2008; Hill 2001).
Small firms' marketing has been known for being spontaneous, informal, unstructured and
reactive (Gilmore et al. 2001; Reijonen, 2010). SMEs usually focus on sales so they can survive
(Stokes 2000). One of the most common problems that SMEs face is in the area of marketing
(Huang & Brown 1999). And this usually happens because of their inability to employ a
marketer who can fulfill these businesses' marketing activities (Gilmore et al. 2001; Moss,
Ashford& Shani 2003; Berthon Ewing& Napoli 2008). Walsh and Lipinski (2009) agree that
Marketing in SMEs is not as mature as it is in large firms. Large firms are usually large enough
to have their own marketing departments in order to carry out the firm's marketing activities.
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According to Reijonen (2010), owner-managers of small firms usually have a narrow view of
marketing. Marketing carried out by small firms fail to use traditional marketing theories
(Reijonen 2010). Reijonen (2010) defines marketing as using the 4 P’s, which are: product, place,
price and promotion. In other words, implementing marketing strategy. And since definitions
of marketing usually describe the one carried out by large firms, there is no specific and clear
definition of marketing in SMEs (Reijonen 2010).

3. Conceptual Framework

Based on the literature previously analyzed, and since the objective of this research is to identify
the basic relationships between the independent (manager's innovativeness, ease of use of social
media, perceived benefits of social media, external pressure from the customers and
competition) and dependent (Adoption of social media) variables, a one-stage model, without
intermediate variables in between was used (Figure 1).
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Figure 1. The conceptual model of the reseach.

Based on the conceptual model proposed above, the variables constituting that model
are discussed as follows:

Organizational factors
Manager's innovativeness (INNOV)

According to Rogers (1983), there are five different categories of individuals in consideration of
the adoption of an innovation: innovators, early adopters, early majority, late majority and
laggards. With respect to this classification, a manager who is an innovator would be willing to
take risks and be the first one to try out an innovation, while a manager who is a laggard would
not easily accept to change and would stick to the traditional ways rather than adopting that
innovation. In this study, innovativeness is being able to adopt innovation faster than others can
do in the same social situations (Marcati, Guido& Peluso 2008). An innovative manager is the
one who tries to solve a problem by trying to change the structure where it is situated (Thongé&
Yap 1995). Hence, when the SME’s owner are more innovative, their intention to adopt social
media will be higher (Ghobakhloo& Tang, 2013).. Therefore, it is hypothesized that:

H1: there is a positive relationship between the manager’s innovativeness and the adoption of
social media.
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Technological factors
Perceived ease of use (PEOU) & Perceived benefits (PB)

Perceived benefits are one’s belief that their performance will be improved by using a specific
technology (Davis, Bagozzi& Warshaw 1992), while perceived ease of use is the belief that no
effort will be made by using that technology (Haé& Stoel 2009; Davis et al. 1992). Ease of use is
believing that using a specific system would be effortless (Davis 1989, p.320). According to
Rogers (1983), the decision to adopt an innovation or reject it is made when an individual forms
an opinion about that innovation. The decision to adopt an innovation depends on the
manager’s understanding of how easy that innovation is to use. A manager will, therefore, be
more likely to adopt social media if he/she considers it easy to use. The TAM assumes that
perceived benefits and ease of use of technology lead to the adoption and usage of the specific
technology by predicting attitude and usage intentions. Being aware of the benefits and
advantages that an innovation can add to their businesses, managers are usually more willing
to adopt this innovation (Mehrtens et al. 2001). A manager will tend to adopt an innovation if
he/she thinks that such adoption will improve his/her business (Thong 1999). Therefore, if the
manager thinks that the adoption of social media will increase his/her sales or will help him to
stay competitive, he/she will more likely adopt social media. Therefore, it is hypothesized that:

H2: there is a positive relationship between the perceived ease of use and the adoption of social
media.

H3: there is a positive relationship between the perceived benefits and the adoption of social
media.

Environmental factors
Pressure from customers (PC) & Competition (COMP)

Literature has shown that to adopt an innovation, businesses are usually influenced by their
customers’ expectations, especially if they are users of this innovation (Mehrtens et al. 2001).
SMEs will tend to adopt social media if their customers request them to have social media.
External pressure like pressure from businesses within the same sector is considered as one of
the most crucial factors that strongly influence the adoption of social media. According to
Kirby& Turner (1993), small business owners usually adopt social media when
suppliers/customers adopt social media. Thongé& Yap (1995) and Julien& Raymond (1994) also
confirmed that individual small businesses more likely tend to adopt social media if
competitors/trading partners or a whole industry are adopting social media.Environmental
factors are important in social media adoption. It is believed that if customers use the new
technology, the adoption of social media increases. Literature has also shown that competition
increases the possibility of a business to adopt an innovation (Link & Bozeman 1991; Kimberly
& Evanisko 1981). When the competition is intense, SMEs usually look for a way to gain
competitive advantage. In order to gain this advantage over their competitors, SMEs will more
likely consider adopting an innovation: it is possible to say that competition can push
businesses to innovate (Levin, Levin& Meisel 1987).

Additionally, when the competitors of an SME adopt a technology, it is more likely that the
SME starts feeling pressure and decide to adopt this technology (Grandoné& Pearson 2004).
Furthermore, competition is also believed to increase the possibility of adopting the innovation.
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Based on this interpretation, it is hypothesized that:

H4: there is a positive relationship between the pressure from customers and the adoption of

social media.
Hb5: there is a positive relationship between competition and the adoption of social media.
Dependent variable

The adoption of Social Media is defined in this research as the use of social media for business
purposes. This factor measures whether the independent variables (Organizational,

environmental and technological factors) affect SMEs when it comes to adopting social media.
4. Objectives And Research Methodology

In order to collect the data for this study, a quantitative approach was employed as a research
design. Self-administered questionnaires were distributed online for the purpose of gathering
information of all research variables as well as gaining insight from managers’ point of view.

The questionnaire was developed using Google forms service.

The questionnaire was first created in English and was later translated into Turkish language,
since all the potential respondents were Turkish managers. The results were analyzed and
examined to see whether all five mentioned hypotheses were supported and to what point each
and every one of these variable had an effect on social media adoption.

The population of this study consisted of participants who are owners/managers of SMEs in the
textile manufacturing sector in Turkey who had adopted social media in their business (400
questionnaires were sent). Potential participants were identified from a public list presented by
the Istanbul Chamber of Commerce and KOSGEB. The link of the questionnaire was e-mailed to
the participants, detailing the objectives for the study. The questionnaire contained two major
parts. The first part consisted of questions that were consistent to demographic data including
questions asking for the respondents’ gender, age, education level, duration of using social
media, number of employees, most used social media platforms and number of posts/week. The
second part consisted of 25 close-ended questions in which assessment questions were asked for
the purpose of exploring the factors affecting social media adoption. The questionnaire consists
of items on a five-stage Likert scale extending from 1 (strongly disagree) to 5 (strongly agree)
showing the extent to which the respondents agree or disagree with a number of statements
that are relevant to the adoption of social media. The scales and items in the questionnaire were
selected and adopted from previously approved items of the relevant literature related to the
scope of this study in order to ensure and improve the validity of the questionnaire.

Data analyzing was done by applying the Multiple Regression method and using SPSS 20.0 and
AMOS software. The process of analyzing the data of this study contains both inferential and
descriptive statistics. Descriptive analysis was employed in order to explain the basic
characteristics of the respondents of the study in quantitative terms. Inferential statistics include
reliability and validity analysis, Pearson’s Correlation Coefficient, Multiple Regression analysis

and Confirmatory Factor Analysis (CFA) for the purpose of testing the hypotheses.
5. Data Analysis

5.1. Descriptive statistics

A total of 208 questionnaires were collected, and the basic characteristics of the participants
(managers of SMEs of companies in the textile manufacturing sector in Turkey) including age,
gender, level of education, number of employees in the company, duration of using social
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media, number of publications in company’s profile and social media platforms used, which by
using single-choice questions, were all tested and analyzed. From the 208 respondents, 168
(80.8%) were men where the remaining 40 respondents (19.2%) were women. As for the age
groups, the majority of the respondents aged from 35-50 (52.9%), followed by respondents with
ages ranging from 25-34 (30.3%). Looking at the level of education, the majority of the
respondents had attended 4-year college (43.7%) followed by those who attended 2-year college
(28.8%). The part relating the number of employees working at the company, the majority of the
respondents (managers) work/own companies with a number of employees ranging from 10-50
(51%) followed by a number of employees from 0-10 (26.4%). Regarding the duration of using
social media, (26%) answered that they have been using social media for 1-2 years, which was
followed by (24%) who said they have been using social media for 6-12 months. As for the
number of publications in the company’s profile, the majority of the answers (34.6%) have 3-5
posts/week, followed by (33.7%) who said they usually make 0-2 posts/week. And finally for the
social media platform used the most, Facebook comes first (41.3%), followed by (31.3%).

5.2. Inferential statistics

5.2.1. Confirmatory Factor Analysis

In order to determine the factor structure of the dataset, Confirmatory Factor Analysis (CFA)
was applied by using AMOS software. Confirmatory factor analysis is a statistical method that
is used to validate the factor design of a group of specified variables (Hair et al. 2010). CFA tests
whether there is a relationship between the observed variables and their latent constructs.
Results of the CFA are represented in the model fit summary below:

Table 1. Model fit summary.

Indices Value Criteria Result
CMIN/DF 2.447 <3 Good
p-value of (x2) 0.000 >.05 Bad
Goodness-of-fit ind
(C;’;’Dnesso 1 hdex 0.863 >.95 Average
Tucker-Lewis  Index Good

0.942 .90
(TLI) g
Comparative Fit Index

0.956 .95 Great
(CFI) > rea
Root Mean Square
Error

0.084 <.05 Moderate
of Approximation
(RMSEA)
Parsimony  Normed 0.710 550 Good
Fit Index (PNFI) ' ’
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Model fit identifies how well the outlined model justifies the correlations between variables in
the dataset.

In total, all of the above results (table model summary) verified that the measurement model
expressed a fairly good fit based on the collected data of the study (Hu and Bentler 1999).

After applying CFA, the factor loadings (of the questions) that were used to measure the model
are shown in the figure below.

T3

Figure 2. The Result of CFA on Adoption of Social Media.

According to the values in the figure above, factor loadings of all items are greater than the
value of 0.7. And by that, the reliability and validity of the measurement scales used in this
research has been verified.

5.2.2. Pearson’s correlation coefficient

Correlation is an approach used to analyze the relationship between two variables that are
quantitative and continuous. Pearson’s correlation coefficient (r) measures how strong the
relationship between two variables really is. The values of Pearson’s correlation coefficient (r)
are between -1 to +1.

According to table 2 below that represents Pearson’s Correlation Coefficient among the research
variables, there is a significantly strong correlation between five variables (Innovativeness,
perceived ease of use, perceived benefits, pressure from competitors and competition) (0.688,
0.694, 0.775, 0.797 and 0.732) respectively since all the correlations are above 0.5 (r>0.5). In
addition, the sig (2-tailed) values being less than 0.05 (p<0.05) shows that there are statistically
significant correlations between all variables. As a result, all five variables (Innovativeness,
perceived ease of use, perceived benefits, pressure from customers and competition) show
significant relationship with adoption of social media, so the relationship between the
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independent variables and the adoption of social media is supported. That means that any
increase or decrease in any independent variable will cause an increase or decrease in the level
of adoption of social media.

Table 2. Pearson’s correlation coefficient among the research variables.

ADP | INNOV | PEOU PB PC COMP
Pearson 1 688" 694" 775" 797" 732
Correlation
ADP
Sig. (2-tailed) | 000 000 000 000 000 000
N 208 208 208 208 208 208
p
carson 688" 1 674" 660" 612" 542"
Correlation
INNOV
Sig. (2-tailed) | 000 000 000 000 000 000
N 208 208 208 208 208 208
p
carson 694" 674" 1 679" 588" 604"
Correlation
PEOU
Sig. (2-tailed) | 000 000 000 000 000 000
N 208 208 208 208 208 208
Pearson 775" 660" 679" 1 785" 647"
Correlation
PB . .
Sig. (2-tailed) | .000 000 000 000 000 000
N 208 208 208 208 208 208
Pearson 797" 612" 588" 785" 1 702"
Correlation
PC . )
Sig. (2-tailed) | .000 000 000 000 000 000
N 208 208 208 208 208 208
Pearson 732" 542" 604" 647" 702" 1
Correlation
COMP
Sig. (2-tailed) | .000 000 000 000 000 000
N 208 208 208 208 208 208

**. Correlation is significant at the 0.01 level (2-tailed).
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5.2.3. Multiple regression assumptions

For the purpose of studying the factors affecting the adoption of social media in Turkish textile
manufacturing companies, multiple regression analysis was applied. Multiple regression
analysis is a statistical tool which is generally used to predict a dependent variable from several
independent variables (Harlow, 2005; Stevens, 2009). The reason for picking this method is that
it is increasingly used within the social sciences since it allows for more extensive analysis of
figures related to human behavior (Stevens, 2009). In order for the measurements of the
multiple regression for the study to be entered and calculated, the researcher implemented SPSS
20.0. In order to correctly apply the multiple regression model and establish validity, several
assumptions must be satisfied first (Poole & O’Farrell, 1971). These assumptions include
linearity, normality and multicollinearity.

5.2.3.1. Linearity

Researchers consider linearity as the most important among other assumptions since it is
directly linked to the results of the whole analysis (Keith 2006). Linearity describes the
dependent variable as a linear function of the independent variables (Darlington 1968). Multiple
regression can precisely evaluate if there is a relationship between the dependent and
independent variables when the relationship is linear (Osborne & Waters 2002). It is extremely
important to test linearity since there is a high possibility of non-linear relationships especially
in the social sciences (Osborne & Waters, 2002). When variables are directly corresponding to
each other, the relationships between them are considered linear (Stevens 2009; Tabachnick &
Fidell 2006).

Linearity is tested using the coefficient of determination (denoted by R2 or 12 since it is the
square of the coefficient of correlation symbolized by r) and pronounced "R squared". The
coefficient of determination is a statistical method showing that the variability of a factor occurs
when it becomes related to another factor. Coefficient of determination is a value that varies
between 0 (0%) and 1 (100%). When the value gets higher, the fit of the model gets better. The
coefficient of determination is an important tool in regression analysis as it decides the
(goodness of fit) of the model which is degree of linear correlation of variables.

Table 3. Model summary.

Model R R Square Adjusted R Std.Erl:or of the
Square Estimate
1 .874 764 758 2.086

In the model summary presented table 3 above, five independent variables of the study that
were examined show 76.4% of variance in adoption of social media in Turkish textile
manufacturing companies as represented by the R2. Since, as mentioned before, when the value
gets higher, the fit of the model gets better, this result is considered good. This shows that 76.4%
of the variance in the dependent variable (adoption of social media) is predictable from the five
independent variables, whereas, the remaining 23.6% are considered non predictable. So,
further research should be done in order to explore other factors affecting social media adoption
in Turkish textile manufacturing companies.

36




Yonetim, Ekonomi ve Pazarlama Arastirmalari Dergisi “

5.2.3.2. Normality of residuals

According to multiple regression, (Darlington, 1968; Osborne & Waters, 2002) residuals are
usually normally distributed. This signifies that the distribution of the errors is normal and that
the plot with the values of the residuals” will show a curve that is normal (Keith 2006). The
Shapiro-Wilk test have been used to test the normality of residuals. According to this test, when
the p-value is less than or equal to 0.05, the hypothesis of normality is rejected. Failing the
normality test means that a score of 95% does not fit the normal distribution.

By assuming that:

HO: Sig >0.05 = Distribution is Normal.

H1: Sig <0.05= Distribution Not Normal.

Table 4. Results of the Normality test.

Shapiro-Wilk
Statistic df Sig.
Standardized Residual
0.990 208 0.160
Unstandardized
0.990 208 0.160
Residual

As we can see from the above table, since the Sig. value of the Shapiro-Wilk is 0.160 (> 0.05),
which means that the data is normally distributed and by that HO is accepted.

5.2.3.3. Multicollinearity

Multicollinearity is a result of the independent variables being highly correlated to each other.
Multicollinearity is checked in multiple ways:

- Tolerance: it measures how one independent variable affects all other independent variables.
The minimum level of tolerance recommended is a value of 0.10 (values must be greater than
0.10 in order to avoid multicollinearity) (Tabachnické& Fidell 2001).

- Variance Inflation Factor (VIF): The Variance Inflation Factor computes how much the
variance of an estimated regression coefficient increases due to collinearity (Keith 2006). In a
case where there is a strong linear association between two predictor variables, the VIF is large
and multicollinearity occurs (Shieh, 2010). VIF values higher than 10 indicate the presence of
multicollinearity. Results of tolerance and VIF test of multicollinearity are shown in table 5.

Table 5. Tolerance and VIF Test for Multicollinearity.

Collinearity Statistics
Variable

Tolerance VIF
Innovativeness 456 2.192
Perceived Ease of Use 422 2.370
Perceived Benefits 297 3.365
Pressure from Customers 312 3.203
Competition 447 2.235
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By looking at the collinearity data listed in Table 5, the values of the tolerance of all
independent variables are greater than 0.1: Innovativeness (0.456), Perceived Ease of Use
(0.422), Perceived Benefits (0.297), Pressure from Customers (0.312), and Competition (0.447).
The VIF values for these variables are: Innovativeness (2.192), Perceived Ease of Use (2.370),
Perceived Benefits (3.365), Pressure from Customers (3.203) and Competition (2.235). These
results indicate that multicollinearity doesn’t exist.

5.2.4. Results of multiple regression analysis

In this research, to study the relationship between independent and dependent variables,
multiple regression analysis was performed. This model included adoption of social media as a
dependent variable and innovativeness, perceived ease of use, perceived benefits, pressure
from customers and competition as independent variables after excluding manager’s level of
education. The fit of the model is considered suitable, and by that it has been accepted. The
results of the hypotheses testing are discussed below:

H1: there is a positive relationship between the manager’s innovativeness and the adoption
of social media.

In order to check whether there is a relationship between manager’s innovativeness and the
adoption of social media, and by examining the results in table 5.12, this hypothesis has been
tested.

Looking at the results illustrate a significant positive relationship between the manager’s
innovativeness and the adoption of social media (8=0.157, SE=0.136, p=0.002 <0.05, t-value =
3.106). The data also depicts that one standard deviation increase in manager’s innovativeness
will lead to a 0.157 standard deviation increase in the adoption of social media, so H1 is
accepted.

H2: there is a positive relationship between the perceived ease of use and the adoption of
social media.

The results in table 5.12 show that there is significant positive relationship between perceived
ease of use and the adoption of social media (5=0.146, SE=0.148, p=0.006 <0.05, t-value = 2.776).
The data also depicts that one standard deviation increase in the perceived ease of use will
result in a 0.146 standard deviation increase in the adoption of social media, and by this H2 is
accepted.

H3: there is a positive relationship between the perceived benefits and the adoption of social
media.

Concerning the third hypothesis and examining to see if there is a relationship between the
perceived ease of use and the adoption of social media, results show that there is a significant
positive relationship between perceived benefits and the adoption of social media results (see
Table 5.12), (£=0.177, SE=0.109, p=0.005 <0.05, t-value = 2.829). In other words, a one standard
deviation increase in perceived benefits implies a one standard deviation increase of 0.177 in the
adoption of social media accordingly. So, H3 is accepted.

H4: there is a positive relationship between the pressure from customers and the adoption of
social media.

For the fourth hypothesis, the relationship of the two variables pressure from customers and the
adoption of social media was tested and by examining Table 5.12, there is a significant positive
relationship between the pressure from customers and the adoption of social media (£=0.324,

38



Yonetim, Ekonomi ve Pazarlama Arastirmalari Dergisi “

SE=0.068, p=0.000 <0.05, t-value = 5.300). It means that a one standard deviation increase in the
pressure from customers will result in a 0.324 standard deviation increase in the adoption of
social media. As a result, H4 is accepted.

HS5: there is a positive relationship between competition and the adoption of social media.

As for the final hypothesis, the results in table 5.12 show that there is a significant positive
relationship between competition and the adoption of social media (=0.216, SE=0.137, p=0.000
<0.05, t-value = 4.234). The data also shows that a one standard deviation increase in
competition will lead to a 0.216 standard deviation increase in the standard deviation of the
adoption of social media. So, H5 is accepted.

Also, looking at the values of Standardized Coefficients (Beta) (see Table 5.12), and among five
variables that affect the adoption of social media, it is wide clear that Pressure from Customers
has the strongest effect with beta of (0.324) followed by Competition (0.216), Perceived Benefits
(0.177), Manager’s Innovativeness (0.157), and Perceived Ease of Use (0.146).

5.2.5. Summary of hypotheses results

From these results, we can see that manager’s characteristics, more specifically, manager’s
Innovativeness is an important factor for SMEs to adopt social media. This result confirms the
theory of Thong and Yap (1995), who also found that the characteristics of the manager were
important factors in the decision of social media adoption.

As for the technological factors, perceived ease of use and perceived benefits of social media,
these also have proven to be crucial factors in the adoption of social media. This result supports
Rogers’ innovation theories (1983), which states that the characteristics of an innovation, such as
its complexity or the advantages that it can offer to the business, are important factors for the
manager to adopt this innovation. In an SME, the manager will be more willing to adopt social
media if he/she thinks that this adoption will improve the business’ current situation and if
he/she considers that social media will be easy to use and to understand. Finally for the
environmental factors, more specifically, competition, which has also been found to influence
social media adoption. This result supports the theories of (Lee et al.,2001) and (Thong,1999)
which both state that as the number of competitors adopting innovation increases, SMEs have
more tendency to adopt the innovation for sustaining their competitive position. The final factor
that was proven to have an influence on the adoption of social media adoption is the external
pressure when it comes from the customers. This result confirms the theory of Mehrtens et al.
(2001), who also found that businesses are affected by their customers” expectations, especially
if they are users of the innovation to adopt. Therefore, this result proves that an SME tends to
adopt social media if the majority of its customers are also users of social media.

6. Discussion And Conclusion
6.1. Conclusion

This study was conducted to figure out the factors influencing the adoption of social media in
Turkish textile manufacturing companies. A quantitative research, utilizing a questionnaire was
outlined for the purpose of answering the research question. Results of this study have shown
that SMEs whose owners are innovative have a higher probability to adopt social media.
Furthermore, if the use of social media is recognized as easy as well as beneficial for the
business (if the business’ situation improves when implementing social media), the owner will
more likely decide to use social media within the business. Finally, if the customers and
competitors use social media and talk about it, the owner of an SME will more likely decide to
adopt social media after feeling the pressure to implement it in order to satisfy the customers.
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Finally, we can conclude that this study can also help owners of SMEs to eventually make the
decision to put social media into use within their business. In addition, it can also help them see
that, by using the proper strategy and very little funding, social media can add a great value
and benefit to their business. Furthermore, the study can help them avoid mistakes that were
made by other people while implementing social media, making it less complicated for them to
implement the right strategy from the beginning, so they can enjoy the benefits that social
media can provide to their business.

According to the findings, manager’s innovativeness was positively related to the adoption of
social media in Turkish textile manufacturing companies. This result supports the findings of
some conducted studies Wamba& Carter (2013) and Rahayu (2015); Ghobakhloo& Tang (2013)
and Thong& Yap (1995) which indicated that there is a significant positive relationship between
manager’s innovativeness and the adoption of social media. When in fact, some other
researchers disagree this result (Lee et al.2001) who found out that innovativeness should be
more domain-specific than general since being innovative in general does not translate to the
adoption of technology as the person may be technology-averse. Based on this study’s results, it
was found that manager’s innovativeness has a positive significant effect on the adoption of
social media in Turkish textile manufacturing companies.

As for perceived ease of use and perceived benefits, they were found to be positively related to
the adoption of social media. The findings of this research support the study of Grandoné&
Pearson (2004) who found that among the factors presented as determinants of social media
adoption, perceived benefits and perceived ease of use were proved to be statistically significant
in affecting the adoption of social media. These results confirm the TAM model’s findings
(Davis 1986) which proved that perceived benefits and perceived ease of use were the most
effective factors in the adoption of e-commerce as remarked by SMEs’ managers/owners. On the
contrary, some studies are in contrast with the results of this research (Lee et al. 2001) who
failed to prove a positive relationship between perceived benefits and perceived ease of use and
the adoption of social media. In addition, Siamagka (2015) failed to support the effect of
perceived ease of use on the adoption of social media as a non-significant relationship between
perceived ease of use and adoption of social media is found. So, based on the results of this
research, perceived ease of use and perceived benefits has a significant positive effect on the
adoption of social media in Turkish textile manufacturing companies.

Finally, as it was presented, pressure from customers and competition had the most positive
significant influence on social media adoption in Turkish textile manufacturing companies.
Numerous studies have found environmental factors to be significant in social media adoption
(Mehrtens 2001; Ramdani, Kawalek& Lorenzo 2009; Grandon& Pearson 2004; Kuan& Chau
2001; Doolin et al. 2003; Mehrtens 2001; Jeon et al. 2006) which are all consistent with the
outcome of this study. So, as a conclusion, it can be noticed that pressure from customers and
competition both have significant positive effect on the adoption of social media.

6.2. Limitations & further research

. The sample size was relatively small. In order for a study to be representative of a larger
sample, a minimum of 5- 10 respondents per item is advisable, being at least 10 the ideal
number for performing a factorial analysis. Therefore, to verify the results found in this study,
further research with a larger sample must be conducted.

. The study only covers SMEs belonging to the textile manufacturing sector. Therefore,
further research with SMEs from other sectors can be performed to study whether these factors
are equal for all the sectors.

40



Yonetim, Ekonomi ve Pazarlama Arastirmalari Dergisi “

. Only five factors were identified and examined in this study, while there may be other
factors influencing social media adoption in SMEs.
. The study has been performed with SMEs that have already implemented social media

within their business. Therefore, it is hard to be sure whether the respondents actually
backtracked in their mind to the moment when they decided to implement social media, and it
is possible that they have answered the questions influenced by their experience after adopting
social media.

. This study does not measure the impact that adoption of social media might have on
the financial and market performances of the SMEs. It can be interesting to conduct future
research to measure the ROI and sales revenue improvement generated by social media
adoption.
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Ozet

Firmalar1 ihracat yapmaya yonelten uygulamalardan en Onemlisi ihracata yonelik tesvik
politikalaridir. Ayn sekilde ihracat islemli faturalarda Katma Deger Vergisi iadesi uygulamas:
ihracat islemlerinde ayr1 bir 6neme sahiptir. Bu uygulamanin yiriirliige girmesinden itibaren
olumlu etkileri goriilmiis ve ihracat rakamlarim yukari gektigi gdzlemlenmistir. Ithal ikameci
politikadan ihracata dayali biiyiime modeline gectigimiz yillardan itibaren ihracat rakamlariin
ylzde yiizlik bir artis gerceklestirdigi gozlemlenmistir. Bununla birlikte; ihracati tesvik
politikalar1 cergevesinde teminatsiz ve incelemesiz KDV iadesi alan bazi firmalarin da bazi
usulsiiz iglemlere basvurduklar1 iddialar1 da bulunmaktadir. Bu makalede, 24 Ocak 1980
tarihinde alinan ekonomik kararlar kapsaminda ihracata yonelik tesvik politikalar:
incelenecektir. Calisma tam istisnalar kapsaminda alman KDV iadesi ile smirli tutulmustur.
Ayrica Yeminli Mali Misavirler aracihig: ile firmalarin aldiklar1 KDV iadeleri incelenecek,
firmalarin vergi dairelerine yaptiklar: bireysel KDV iadesi basvurulari bu calismada dikkate
alinmayacaktir. Calismada bazi firmalarin aldiklar1 haksiz ve yersiz KDV iadesini 6nlemek ve
azaltmak adina 6nerilerde bulunulmustur.

Anahtar Kelimeler: Thracat Tegvikleri, fhracati Destekleme Kapsaminda Devlet Yardimlari,
KDV Iadesi,

Abstract

One of the most important practices that encourage firms to export is the export-oriented
incentive policies. In the same way, the application of the Value Added Tax Return in the
invoices with export transactions has a special importance in the export transactions. It has been
observed that the positive effects of this application have been observed since the entry into
force and the export figures have increased. From export substitution to export based growth
model, export figures have increased by a hundred percent. However; There are also claims that
some firms that have received unsecured and unexamined VAT reimbursement in the
framework of export incentive policies also apply to some irregular transactions. In this article,
export incentive policies will be examined within the scope of economic decisions taken on 24
January 1980. The study is limited to the VAT refunds received under full exceptions. In
addition, the VAT refunds received by the firms will be examined through the Sworn - in
Certified Public Accountants. In the study, some suggestions were made to prevent and reduce
the unjustified and unwarranted VAT refunds of some firms.

Key Words: Export Incentives, Government Subsidies In The Context Of Export Subsidies,
VAT refund
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1. Giris

Ulkelerin makro ekonomik verilerine bakildigi; tiiketim, kamu harcamalari, yatirimlar ve
ihracat verileri milli geliri olusturur. Ulkenin milli gelirini olusturan ilk ti¢ veri tilke i¢indeki
dinamiklere gore yil icinde sekillenir. Ancak ihracat diger iilkelerin gelirine gore degiskenlik
gosterir. Diger bir ifade ile tiiketim harcamalari, yatirim harcamalar1 ve kamu harcamalar iilke
igindeki hane halklarimin yil iginde elde ettigi gelir diizeyine gore belirlenir. Thracat ise diger
iilke hane halklarnin taleplerine baglidir. Dolasiyla ihracat iilke igerisi doviz kazandirici islem
olarak yansimaktadir. Bir {ilke icine yurtdisindan saglanan en 6nemli kaynak olan ihracat,
Devletler tarafindan dolayli ve dogrudan her zaman desteklenmistir. Konjonktiirler politikalar
cercevesinde de ihracat tegvikleri uygulanmistir.

Ulkemiz Cumbhuriyetin ilanindan 24 Ocak 1980 tarihine kadar ithal ikameci politikalar izlemis
olup, ihracata yonelik devlet tesvikleri bakimdan cok fazla politika izlememistir. Ik kez 1960
yilinda Devlet Planlama Tegkilatinin (DTP) kurulmasiyla Tiirkiye ekonomisinde planli
doéneme gecilmistir (Eser, 2011) . Bu donem igerisinde kalkinma planlar1 yayimlanmak suretiyle
liretime ve sanayilesme siirecinin bir plana baglanmasi ve Devlet 6nciiliiglinde yiiriitiilmesi
amaglanmistir. Bu doénemde kiiresel bazda yasanan gelismeler kalkinma planlarin etkin
olmamasma yol a¢mistir. Ardi ardma gelen koalisyon hiikiimetleri ve bunun sonucunda
istikrarl1 yonetimin olmamasi ekonomik planlarin uygulanmasini geciktirmistir.

Tablo 1: Yillara Gore ihracat Rakamlar1 1923-2018

Yillara gore dis ticaret, 1923-2018
Foreigntradeb yyears, 1923-2018

Deger Degisim
Yillar Value Change
Years (%)
1923 50 790
1937 109 225 16,6
1939 99 647 -13,4
1971 676 602 15,0
1973 1317 083 48,8
1980 2910122 28,7
1981 4702 934 61,6
1986 7 456 726 -6,3
1988 11 662 024 14,4
1995 21 637 041 19,5
2003 47 252 836 31,0
2008 132 027 196 23,1
2009 102 142 613 -22,6
2017 157 055 371 10.01
2018/2 82 222 861
* 2018y1l1 verileri gecicidir. (Data for 2018 is
provisional)

Kaynak: Tiirkiye Istatistik Kurumu, www.tuik.com, (Erisim Tarihi:25.07.2018)
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24 Ocak 1980 tarihinde yayimlanan ekonomik yapisal reformlar cercevesinde ilk kez ithal
ikameci politikadan ihracata dayali biiyiime modeline ve politikasina gegilmistir. Ard1 ardina
alinan ekonomik karar neticesinde ihracat, Ozal hiikiimetlerin tistiinde durdugu en 6nemli
ekonomik degisken olmustur. Thracat islemlerinde verilen nakdi KDV iadesi, ihracat yapan
firmalara {iriin, tesis, {iretim araglar1 ve benzeri girdilerde saglanan ihracat tesvikleri
saglanmistir. Alinan kararlar, uygulanan dogru tesvik politikalar1 kiiresel piyasalara Tiirkiye
ekonomisini entegre olmasmi saglamistir. Bununla birlikte firmalar i¢in iiretim ve {iretim
araglar1 son derece 6nem kazanmistir. Tablo 1’ de goriildiigii gibi ihracat rakamlar1 yapisal
ekonomik kararlar alinmas: ile hizli ve yiiksek biiyiime gergeklestirmistir. Ayrica Tiirkiyenin
tiretim igin esas girdiler olan enerji ve ara malda disartya bagimli olmasi, cari agig1 ortaya
¢ikarmistir. Cari acik Tiirkiye ekonomisi i¢in her zaman kirilganlik unsuru olarak goriilmiistiir.
Fakat bu dénemde dogru ekonomik ve siyasal politikalar izleyen Ozal hiikiimetleri iiretim ve
ihracat yaparak biiyliyen Tiirk sanayicilere; Antalya, Bodrum, Aydin gibi cografi olarak Turizm
kenti olabilecek sehirlere oteller yaptirmistir. Buraya gelen yabanci turistlerin déviz birakmasi
ile cari agigin finansmani saglanmaya ¢alisilmistir (Yalgin, 2016).

Gelismekte olan ekonomilerde kamu kesiminin firmalara saglayacag: tesvikler sayesinde
firmalarin iirettigi iiriin rekabetci hale gelebilir. Uluslararas1 piyasada rekabet yapabilen
tirtinler, diger bir ifade ile yiiksek katma degerli {iriinler daha ¢ok doviz girdisi saglanmasina
yol acacaktir. Bu baglamda tilkelerin Teknolojiye ve Ar-Ge faaliyetlerine yaptiklar1 yatirim ne
kadar ¢ok olursa o kadar ¢ok doviz girdisi elde etmis olacaklardir. Ornegin; teknolojinin
merkezi olan Amerika Birlesik Devletleri bir telefonu 1 adet (129 gram) iphone 6s markali
telefonu 2000 Dolara ihra¢ edebilmektedir. Afyon daglarindan ¢ikarilan mermer Cin’e tonu
100 Dolara ihra¢ edilmektedir (http://www.mermerci.gen.tr/). Bu dogrultuda teknolojinin ve
Ar-Ge faaliyetlerinin dnemi acikga goriilmektedir. Ote yandan Tiirkiye ekonomisinin, Diinya
tilkeleri ticaret pay1 icindeki pay1 sadece %1’dir. Yani {ilkemiz ekonomisinin ithalat ve ihracat
neticesinde aldig1 toplam pay tiim Diinya GSYH 'in %1’idir. Bu yapmin gelismesi ile birlikte
firmalar dolasiyla {ilkemiz daha ¢ok kazanacaktir (Akgiil, 2018).

Ulkemizde dis ticaret gostergelerindeki degismeler iizerine istatiksel analizler yapilmistir. 1980
tarihinde alinan kararlarla birlikte ilk calismalarda yapilmaya baslamis olup, 1980 ve 1990
yillarinda yapilan tesviklerin ihracat rakamlarina dogrudan olumlu etki ettigi gozlemlenmistir
(Acindroglu,2009). Thracati tesvik politikalar1 kapsaminda yapilan devlet yardimlarinin;
sektorler arasinda farkli etki yaptig1 yine bu ¢calismada yer bulmustur.

Bu makalede Tiirkiye’de ihracata yonelik devlet yardimlarindan bahsedilecek ve devlet
yardimlarinin ihracat tizerindeki etkisi analiz edilecektir. Ayni sekilde ihracat tesviklerin {iretim
ve firmalarin ihracat rakamlari {izerindeki etkisi analiz edilecektir. Thracat tesvikleri
kapsaminda firmalara uygulanan KDV iade uygulamasina deginilecek ve iade siirecinde
yasanan sorunlara ¢6ziim onerileri gelistirilmeye ¢alisilacaktir.

2. Tiirkiye’de Thracata Dayali Tegvikler ve Devlet Yardimlart

24 Ocak 1980 kararlari ile Ithal ikameci politikadan, ihracata dayali biiyiime modeline
gecilmesiyle birlikte, iilkemizde de ihracati tesvik politikalar1 ve devlet yardimlar1 hayata
gecmistir. Tesvikler; degisen hiikiimetler, yillara gore farklilar gostermistir. 1980’lerin sonlaria
kadar ihracat yapan firmalara nakdi tegvikler saglanmaktaydi. Ancak hayali ihracat, naylon
fatura gibi devleti vergi kaybina ugratan girisimler neticesinde bu uygulama zaman igerisinde
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boyut degistirdi. Bu uygulamalar yerine ihracati tesvik sistemi igerisinde devlet yardimlar:
glindeme geldi.

Literatiirde ihracat tesviklerini bir araya toplayan ve simflandiran pek c¢ok c¢alisma
bulunmaktadir. Bunlarin arasinda;

i.  Tiirkiye’de uygulanmakta olan ihracat tesvik araglarini arastiran (Durman, 2006);
ii.  Thracata yonelik devlet yardiminin analizi ve degerlendirmesi konusunda calismasini
yapan (Akkuzugil, 2003)
iii.  Thracata yonelik devlet yardimlarini bolgesel olarak analiz eden (Sarica, 2001)

iv.  (Baykal, 1998) tarafindan yayimlanan ve degerlendirilen ihracat tesviklerin KOBI'ler
uzerinde etkisi analiz edilmistir.

Avrupa birligi ve Tiirkiye’de ihracat Yonelik devlet yardimlari adli (Mete, 2017) makale
calismast da bulunmaktadir. Thracat tesvikleri kapsaminda uygulanan politikalar 10 baglik
altinda toplanmustir. Thracat kapsaminda uygulanan KDV iadesinin ihracat tegvik politikasinin
olup olmadig1r konusunda bir calisma bulunamamistir. Yer alan calismalarda KDV iade
uygulamasinin, olumlu ve olumsuz sonuglar1 analiz edildigi goriilmistiir.

“Ihracata yonelik devlet yardimlari; ihracatin tegvik edilmesi, ihra¢ pazarinin
gelismesi ve diinya ihracatindaki paymmizin arttirilmasi ve uluslararasi piyasalara acilan
isletmelerin rekabet giiclerinin artirilmasi agisindan 6nem tasimaktadir. Thracata yonelik devlet
yardimlarinin temel amaci, KOBI niteligindeki isletmeler basta olmak {izere, ihracatg
isletmelerin ihracata yonelik faaliyetlerini gerek {iretim gerekse pazarlama asamalarinda
destekleyerek, uluslararas: pazarlarda karsilastiklar: sorunlarin giderilmesine yardimeci olmak
ve rekabet giicli kazanmalarini saglamaktir (Yakar, 2002).

Dis Ticaret Miistesarlig1 tarafindan belirlenen ihracata yonelik devlet yardimlari, 10
adet destek programindan olugsmaktadir.

Arastirma Gelistirme Yardim

Katma deger yaratan kuruluslarin Ar-Ge projelerini tesvik etmek ve bu yolla Tiirk sanayinin
Ar-Ge yeteneginin yiikseltilmesine katkida bulunmak igin proje giderlerinin belirli bir oraninin
karsilanmasi amaglanmistir. Firmalarn destek alabilmesi igin, Ar-Ge faaliyetlerinin
desteklenebilmesi i¢in s6z konusu harcamalarin 6l¢iilebilir ve faturalandirilmis olmalidir.

Uluslararas1 Nitelikteki Yurtici ihtisas Fuarlarinin Desteklenmesi

Kiiresellesen diinyada ve marka degerini her gecen giin yiikselten firmalarin oldugu
glinlimiizde; uluslararasi anlamda yapilan bu tiir fuar organizasyonlar1 sayesinde firmalar
kendilerini ifade edebilme imkani bulmaktadir. Dis Ticaret Miistesarlig1 bilinyesindeki ilgili
miidirliikler bu fuar ve organizasyonlara destek verilmektedir. Dis Ticaret Miistesarlig:
tarafindan fuar Oncesi, sonrasi ve fuar boyunca tanitim ve promosyon destegi verilmektedir.
Azami destek olarak; 25000 Dolara kadar destek verilebilmektedir.

Yurt Disinda Diizenlenen Fuar ve Sergilere Milli Diizeyde veya Bireysel Katilim
Desteklenmesi

Bu destekte asil olan yurtdisi fuara katilim asamasina kadar olan siirecte destek saglanmasidir.
KOBI'ler ve diger olgekli firmalara destek olmak suretiyle, iiretimin dolasiyla ihracatin
artmasidir.
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Pazar Arastirmasi ve Pazarlama Destegi

Bu ihracati artirmaya yonelik tesvik politikas: ise Tiirkiye’de smai ve/veya ticari faaliyette
bulunan sirketler ile yazilim sektoriinde istigal eden sirketlerin potansiyel pazarlar hakkindaki
sistematik ve objektif bilgi saglanmasi, yeni ihra¢ pazarlar1 yaratilmasi ve geleneksel
pazarlarda, Pazar paymin artirilmasi yonelik olarak gerceklestirecekleri faaliyetlere iliskin
giderlerinin belirli bir béliim{iiniin karsilanmas1 amacglanmaistir.

Egitim Yardimi

Glintimiizde firmalar, fiziksel sermayeli emekten ¢ok, nitelikli isgiicli ve uzmanlagsmaya 6nem
vermektedir. Firmalar 6zii geregi, yiliksek katma degerli triinler {ireterek daha g¢ok ihracat
yapmak istemektedirler. Yiiksek katma degerli iirlinlerin {iretimi i¢in “Egitim” oldukca
onemlidir. Bu gergeklikle Ekonomi Bakanligi, firmalar1 destekleyici programlar
hazirlamaktadir. Bu yardimlar, firmalarin iirettikleri tiriinleri uluslararasi piyasalarda verimli
ve etkin bir sekilde pazarlayarak rekabet giiclerini artirmalar1 konusunda yardimci olmaktadir.
Egitim programlari basina yurtdist 7500 Amerikan dolar1 asmamak suretiyle ve {i¢ ay1
gecmemek sartiyla egitim harcamalar1 finansa edilir. Yurtigi 5000 Amerikan dolarini asmamak
sartiyla yardim yapilir.

Yurtdis1 Ofis-Magaza A¢ma, isletme ve Marka Tanitim Faaliyetlerin Desteklenmesi

Bu tesvikin amaci yurtdisinda firmalarin ticari faaliyette bulunma amaciyla magaza agmaya
tesvik etmektedir. Burada héasil olan ama¢ hem driinleri tanitma hem de tilke tanitimini
firmalar araciligiyla yapmaktir. Sirket kurma, magaza, depo ve benzeri islemlerden dogacak her
tirlii gideri slibvanseye edilmektedir. Bu tegvikten tiim firmalar yararlanabilmektedir.
Firmalara azami 120000 Dolara kadar destek verilebilmektedir.

Cevre Maliyetlerinin Desteklenmesi

1997 yilinda ABD ve (Cin devletleri hari¢ tiim {ilkelerin imza atiklar1 Kyotoko Protokolii,
iireticilerin {iretim yaparken dogaya, suya ve gevreye en az hasar vererek ve dogal dongiiyii
koruyarak iiretim yapmalarini amaglayan anlagmadir. Uretim maliyetleri yiiksek olan
firmalarin, tretim maliyetlerine; ¢evre kirliligini ©nleyecek yatirimlar yapmasi ortalama
maliyetleri yiikseltmesi sebebiyle ilgili malin fiyat1 artacaktir. Kiiresel piyasada fiyat rekabeti
ile kars1 karsitya kalan firmalar maliyetleri gbze alamamaktadir. Dolasiyla gerek uluslararas:
anlagmalar gerekse toplumsal ahlak ve duyarlilik neticesinde {iilkeler bu maliyetleri tesvik
etmektedir. Ozellikle Avrupa ve Kore pazarindaki tiiketiciler artik iiriinlerin gevreye yapmis
olduklar1 pozitif ve negatif digsalliklara bakarak karar vermektedir. Hatta sirketlerin kadin
haklarma verdikleri 6nem bile artik, hem nihai #irtiniin satilmasi1 hem de borsaya tabii
sirketlerin hisse alimlarinda etkileme hususunda son derece 6nem arz etmektedir. Cevre
maliyetleri tesviklerinden, tesvikten ticari ve sinai faaliyette bulunan veya yazilim sektoriinde
istigal eden sirketler yararlanabilir. Destek kapsaminda ISO 9000 serisi, ISO 14000 serisi, CE
isareti gibi uluslararasi nitelikteki, diger kalite, ¢evre ve is giivenligi kapsamindadir. Bu
destekleri alabilmek icin firmalarin yapmis olduklari harcamalarin belgelendirilmis olmasi
gerekmektedir.
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Istihdam Yardimi

Sektorler dis ticaret statiisiine sahip sirketlerin 6zellikle dis ticaret islemlerini ytiriitmek iizere,
konusunda tecriibeli ve yiiksek 6grenimli yonetici ve eleman istihdaminin saglanmasidir. Tim
firmalar bu destekten yararlanabilir. Destek kapsaminda bir yonetici ve iki elemanin iicretleri
destek kapsamindadir. Dis ticaret firmalarin galistirmis olduklar1 iki elemanin maaslariin
yillik briit ticret 18000 Dolara kadarina kadar olan ticreti karsilanmaktadir.

Marka Tanitim ve Tiirk Mali imaji

Yurtdis1 pazarlarda Tiirk driinlerinin markasimi desteklemek amaciyla yurtdisinda ithalat
faaliyetinde bulunan firmalara saglanan destektir. Bu destegin amaci Tiirk mal1 imaji1 ve marka
olusturmaktir. Ayrica ihracatci birlikleri, TURQUALITY programlari kapsaminda firmalara
destek vermektedir. Destek kapsaminda, Tiirkiye’de ticari ve sinai faaliyette bulunan sirketler,
dis ticaret sermaye sirketleri ve SDS’ ler yararlanabilir. Tiirkiye’de sinai ve/veya ticari faaliyette
bulunan ve sektoriinde {inlii bir markaya sahip Tiirk sirketlerinin veya SD$’ lerin ilgili
iilkelerde yapacaklari marka tescili ve korunmasina iliskin giderlerin toplam en fazla 50000 $'1,
Yurt disinda agilacak birime iliskin kira giderlerinin yillik en fazla toplam 200000 $'1, flgili
iilkelerde iirtinlere yonelik yogunlastirilmis pazarlama tamitim faaliyetleri giderlerinin en fazla
toplam 300000 $1, Uriinle ilgili uluslararasi kalite kontrol kuruluslarindan alinacak
sertifikasyon giderlerinin en fazla toplam 50000 $1 ihracat: tesvik kapsaminda yardim olarak
dis ticaret sirketlerine verilmektedir.

Tarimsal Uriinlerde Ihracat Iadesi Yardimlar1

Bilindigi iizere glimriik birligine dahil oldugumuz 1996’dan beri Avrupa’nin tarim stoklarini
karsilamaktayiz. Bununla birlikte islenmis veya islenmemis bazi tarimsal {iriinlerin ihracatinin
desteklenmesi hasil olmustur. Tesvik kapsamina alinan {iiriinler; Yas ve kurutulmus sebzeler,
meyveler ,buket yapmaya elverisli ¢igekler ve tomurcuklar, bal ve yumurta gibi {iriinlere tesvik
uygulanmaktadir.

[hracatta KDV iadesi

iktisat biliminin temel sorulari olan; ne, ne kadar, nicin, ne kadar ve kime tiretim olacak
kavramlaridir. Dis ticarete ihracat modeline uygulanacak olursa, yurt iginde tiretim faaliyetinde
bulunan firmalar hangi kosullar altinda {iretimlerini arttirip yurt dis1 pazarina girmelidir. Bu
konuda ilk sorulmasi gereken soru bu olmalidir. Hi¢ siiphesiz ki ¢ok uluslu sirketler 6lgek
ekonomileri geregince iiretimlerini gorece daha ucuza mal etmektedir. Bunun sonucunda daha
¢ok dis pazara hakim olmaktadirlar. Bunun sonucu olan tesvik politikalar1 ¢ercevesinde Katma
Deger Vergisinin iadesi de ihracati tesvik araci olarak kabul edilir.

Ulkemizdeki firmalarda bu fiyat avantajin1 kirmak igin; 1 Ocak 1985 tarihinde yiiriirliige giren
3065 sayili Katma Deger Vergisi Kanunu geregince ihracat islemlerinde tam KDV muafiyeti
uygulamas1 getirilmistir. Bu kanunla ile ihracatin yapisi degistirilmeye c¢alisilmistir. Diger
iilkeler ile ayni cins ve aym kalite diizeyinde iiretim yapan firmalar i¢in KDV iade uygulamas:
bir sonraki {iretim icin tesvik niteligindedir. Bu tesvik uygulamasi ile ihracatin yapisi
degistirilmeye ¢alisilmistir. Ayni donem igerisinde mal ve hizmet alimlarindan indirilecek KDV
hesabina kayit ettigi tutarlari, ihracat faturasimi KDV’siz kesecegi icin bu tutarlari, YMM
incelemesinden sonra iade olarak alabilmektedir. Tesvik kapsaminda uygulanan KDV iadesi
diger tesvik politikalarina ve devlet yardimlara gore firmalarin daha ¢ok dikkatini
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¢ekmektedir. Uygulanan nakdi iade politikas1 firmalar igin bir sonraki ihracatina sermaye
olusturdugu icin sirketler igin iade alim1 son derece 6nemlidir.

Uygulanan tesvik politikalarin firmalarin yatirim kararlarini olumlu etkisinin olmadig: kanisina
varilmistir (Yelpaala, 1984). OECD tarafindan yapilan baska bir arastirmada ise uygulanan
ihracat1 tesvik politikalar1 i¢in katlanilan vergi yiikiiniin, ihracat neticesinde yaratilan katma
degerden daha az oldugu tespitinde bulunulmustur. Dolaysiyla tesvik kapsaminda uygulanan
ekonomik etkinliginin daha az oldugu konusuna varimistir (Giray, 2008). KDV iadesi
desteginin sermaye mallar1 {izerindeki etkisinin degisecegini savunan (Acindroglu,2009) ise,
KDYV iadesinin zamanin tekrar firmalara verilmesinin kati suretle firmalara yarar getirecegini
gOortislinii savunmustur.

3. Bulgular

k (Home) ekonomiden, Takas ekonomi ve merkantilist ekonomik modele gegildiginden beri,
baslica satin alma araclar1 olan altin ve para; insanlar ve hatta toplumlarin elde etmek istedikleri
en 6nemli ekonomik ara¢ olmustur. Para bir degisim araci olmasinin yani sira zaman igerisinde
servet biriktirme fonksiyonunun da ¢alismaya baslamasiyla, para ve altin madenini elde etmek
en 6nemli amag haline gelmistir. Kotii niyetli ve kolay yoldan para kazanma hevesinde olan bir
takim ¢ikar odaklar1 ve insanlar; gerek kanun boslugu gerekse kanun tanimadan {ilke igerisinde
var olan serveti kendilerine aktarmak isteyen gergek ve tiizel kisiler bir takim usulsiizliiklere
basvurmustur. Bunlarin bir emsali de 0Ozellikle 1980’den sonra iilkemizde benimsenen
ekonomik politika olan ihracata dayali biiylime modelinin tesviki olan “KDV iadesi”
uygulamasidir.

Haksiz KDV iadesi alabilmek icin salt tek bir uygulama yoktur. Belge tizerinden ve muhasebe
kayitli iizerinden ve fiili olarak ihracati gergeklestirip hayali ihracat yapilabilmektedir. Thracat
tesviki olan KDV iadesi haksiz bir sekilde alinabilmektedir. Ozellikle belli bir dénem bu
usulsiiz islemlere dolayl bir sekilde izin verilmistir. Bunun sebebi Tiirk girisimcisine ihracati
ogretmek ve sermaye birikimini yerli girisimciye kazandirmaktir. Ozal hiikiimetleri bu riskli
ekonomik modeli tercih ederek, {ilkemizde 1990’ yillardan itibaren cari agiginin finansman
kaynagi olan Turizmi {iilkemize kazandirmistir. Ihracat yapan firmalar o6zellikle tekstil
firmalarinca hiikiimet baskisi ile Alanya, Manavgat, Antalya, Kemer, Demre, Kas, Kalkan ve
Mugla ilimize 5 yildizl oteller insa edilmistir (Yalgin, 2016).

1980’lerden beri siirekli giindemde olan hayali ihracat, haksiz ve yersiz Katma Deger Vergisi
iadesi glindemi siirekli isgal etmistir. 1990’11 yillara gelindiginde bu uygulama kismi olarak
durdurulmustur. Ancak gerek hayali ihracat gerekse Katma Deger Vergisi iade uygulamasi
halen gecerliligini korumaktadir. Sadece bu uygulama sekli yillara gore, degisen mevzuatlara
gore sekil degistirmistir.

Hayali [hracat

Hayali ihracat, yurtdisina hi¢ mal gonderilmedigi halde gonderilmis gibi belgeleri ilgili
makama onaylatmak ya da masa basinda diizenlemek yolu ile yapilan ihracata denir. Fiziksel
olarak mal gonderilmis olmasi da miimkiin iken gonderilen mallarin evsafi, adedi, miktari,
tutari, agirhgr da yiliksek ya da farkli gosterilmek suretiyle hayali ihracat gerceklestirilmis
olunacaktir (Dura, 2012). Asil olarak dis ticaret islemlerinde yapilan usulsiizliik ile hayali
ihracat yapilan igslem arasinda yapisal olarak fark vardir. Usulsiiz islemler daha tolere edilebilir
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islemlerdir. Usulsiiz islemler, sehven beyan edilmeyen alis ve satis KDV’leri, sehven yanlis
beyan edilen indirilecek KDV oranlari; %8’lik KDV bildirimi yerine %18lik KDV dilimi olarak
beyan edilmesi, ilgili donemde verilen katma deger vergisi beyannamesinde kiimiilatif
satiglarin eksik beyan edilmesi, kredi kart1 satislarinin eksik beyan edilmesi gibi sonradan
Yeminli Mali Miisavirin incelemesinden sonra bu ve bunun gibi hususlar; diizeltme
beyannamesi ile diizeltilebilir. Ancak hayali ihracat bilerek ve istenerek dogrudan Devleti ve
kurumlar1 zarara ugratmak icin yapilan bir islemdir. KDV iadesi ve hayali ihracat ¢ok boyutlu
usulstiz islemlerin bir buttinadiir.

Ornegin fatura degeri 1000.000 TL olan bir ihracat gerceklestirilecegi ilgili sinirn giimriigiine
beyan edilmis, fakat fiziki olarak simirdan ¢ikan mallar, talas, kum, tas gibi ekonomik degeri az
olan ya da hi¢ olmayan iiriinler paketlenmis oldugunu varsaydigimizda; bu ihracat sayesinde
haksiz ve yersiz olarak (KDV orani %18) 180000 TL Katma Deger Vergisi iadesi alinacaktir.
Bunun yani sira ihracat bedeli olan d6viz yurtdisindan tilkeye getirildigi zaman, yasal olmayan
yollar ile elde edilen paralarin sanki bu ihracat durumunda {ilkeye getirilmis gibi
yasallastirilmaya calisildig1 cesitli 6rneklerde goriilmiistiir.

Ihracattan Dogan KDV iadesinde Karsilasilan Sorunlar

Katma Deger Vergisi iade talebi olusturan firmalar ihracata ait yiiklenilen KDV’nin iade
edilmesine yonelik diizenlenen indirilecek ve yiiklenilen KDV listeleri olusturup elektronik
ortamda gonderilmesi fazlaca zaman aldig1 icin, dogal olarak iade siireci de uzamaktadir.
Firmalar imal ettigi mallar1 hem i¢ piyasaya hem de dis piyasaya satan firmalar iade teskil
edecek fatura ya da benzeri evraklarin dogru sekilde hesaplanip ilgili KDV hesaplarinin tasnif
yapilmasi konusunda firmalar yine sorun yasamaktadir. Maliyet muhasebesi kayitlarinin
burada dogru calismasi gerekmektedir. Ik madde malzeme, yardimci madde ve genel iiretim
giderlerinin mamule verilecek payin tasnifi hangi faturanin hangi mamule ayrimi konusunda
ve ne kadar vergi iadesi alinmasi noktasinda sorun tegkil etmektedir.

Diger Onemli husus ise ihracata konu olan iiriin ile ilgili giderlerin bazilarmin
faturalandirilamamasi sorunudur. Ulkemizde, kirtasiye nakliye, boya, insaat malzemesi gibi
tirtinlerin aliminda fatura 6nemli bir sorundur. Dolasiyla bu maliyetler ¢cogu zaman maliyetlere
yanstmamaktadir. Diger bir sorun ise ihracat yapan firmanin alis yaptig1 faturalarin sahte ¢ikma
ihtimalidir. Bu islemin kontrolii yeminli mali miisavir tarafindan ytritiiliir. Karsit inceleme
neticesinde faturalarin dogrululugu tespit edilir, fakat karsit inceleme tutanaklari yine
firmalarin mali miisavirleri tarafindan ytriitiildtigii i¢in burada hata paymin azzimsanmayacak
ol¢tide olmasi s6z konusu olabilmektedir.

Tiirkiye Hayali Thracat Yontemleri

Belki birazda sadece iilkemize mahsus olan bu kelime, {ilkemizde dis ticaretin 6nem kazandig1
1980’1 yillardan sonra giindeme gelmeye baslamistir. Bu yildan itibaren her dénem kendine
0zgii tarzda halihazirda uygulanmaya devam ettigi iddialar1 bulunmaktadir. Her dénemde
tesvikten faydalanmak isteyen ve iilkede uygulamakta olan mevzuat ve kanun bosluklarini
kendi yoniine degerlendirmek isteyen kotii niyetli kisiler var olmustur. Ancak zamanla
mevzuattaki basitlesme ve biirokrasinin azalmasi, bilgisayarlarin insanin yerini almasi ile hayali
ihracatin uygulama sekli degismis ve ayni zamanda azalmistir.
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* TIhracata konu olan malin ¢ikis esnasinda diizenlenen belgelerde yanlis beyan edilmesi

Bu hayali ihracat yonteminde, ekonomik degeri az olan ya da hi¢ olmayan ekonomik mallar ¢ok
yiiksek bir degermis gibi fatura ve beyan edilerek ihracat tesviki olan KDV iadesini daha ¢ok
almak istenmektedir. Bu yontemin de kendi igerisinde alt yontemleri vardir. Fiziki olarak
ekonomik degeri az ya da hig olmayan mallar giimriik sahasina terk edilmesinin yar sira fatura
ya da yazilan triinlerin dis ticaret tegviki kapsaminda olan {iriinler olarak lanse edilmesi
durumunda hem devletin bu {iriinlere parca ya da kilo basinda verdigi pay alinacak hem de alis
faturalar1 toplamindaki KDV iadesi olacaktir. Alis faturalarini da yiiksek gosteren firmalar
boylece katma deger vergisi iadesini yiiksek tutarli bir sekilde alacaklardir. Yillik olarak beyan
edilen; kurumlar ve gelir vergisinde 6deyecegi vergi ve sirket biinyesinde sigortal1 ¢alismast
durumunda sosyal giivenlik kurumu tarafindan tahakkuk eden sigorta borglarimi1 yine iade
edilen katma deger vergisinden mahsuplagmas: miimkiin olunacaktir.

e TIhracata konu olan malin fiyatinin yanlis beyan edilmesi

Thracata konu olan malin satig faturasinda degerinin cok {izerinde fiyat ile beyan edilmesidir.
Burada amag, ilgili mala verilen tesviki ve KDV iadesinin yiiksek almmak istenmesidir. Bu
yontem giiniimiizde de halen ¢ok kullanilan bir yéntemdir. Ozellikle iiretim yapan firmalar,
iirettikleri mali ihrag etmeleri durumunda bu duruma bagvurabilmektedir. Ornegin bir zeytin
sikma fabrikasi, {iretmis oldugu zeytinyag: icin hammadde ve girdi olan yas zeytin alimlar:
sonunda miistahsil makbuzunu ve iscilik giderlerini yiiksek gostererek yine ihracat sonunda
alacagi KDV iadesini fazla alabilmektedir. Giiniimiizde halen en ¢ok tercih edilen uygulamadr.
Thracat yapan firmalar alig faturalarini yiiksek gostererek devlet tarafindan iade alacaklart KDV
iadelerini daha yiiksek olarak almaktadir.

* T[hracata konu olan malin miktarini fiili ¢ikis miktarindan fazla beyan edilmesi

Bu hayali ihracat yontemi ise, dis ticaret islemine konu olan birim degeri gerek giimriik ¢ikis
beyannamesine gerekse Katma Deger Vergisi beyannamesine dogru beyan edilirken, fiili olarak
sevk edilen mal ve iriinlerin agirlik ve metrajlarinin yiiksek olmasi islemidir. Boylece toplam
miktar / agirlik fazla gosterilmek suretiyle miktar cinsinden alinan tegvik miktar: artmakta,
ayrica beyan edilen oran yiiksek oldugu i¢in alinan KDV iadesi yine fazla olmaktadir. Dis
ticarete konu olan esya, iilkemiz giimriik simirlarimi terk ederken agirlik kontrolleri rastsal
olarak yapildig1 i¢in bu uygulama halen gegerliligini korumaktadir.

* Fiili olarak mal cikis1 olmadigr halde ihracat yapilmis gibi evraklarin masa bas:
hazirlanmasi (Naylon Fatura)

Hayali ihracat yontemlerinden, tek maliyeti sadece belge basimi i¢in katlanilan maliyet olan
hayali ihracat modelidir. Kurulan paravan sirketler, maliye ile anlasmali matbaa aracilig: ile
fatura bastirmaktadir. Daha sonra oOzelliklede dis ticaret tesvikine konu olan mallar1 kagit
tizerinden diger yurtdisindaki sahte sirkete satmis gibi gosterip; hem ilgili mal i¢in dis ticaret
tesvikini almaktadir. Hem de Katma Deger Vergisi iadesini almaktadir. Sirketin bilgileri,
adresleri ve sirket bilgileri cogu zaman yanlistir. Ulkemizde bu tiir faaliyette bulunan sirketler
halen gecerliligini korumaktadir. Bilindigi iizere firmalar fatura bastirma islemi yaptirdig:
zaman maliye ile anlagsmali matbaa; imza beyannamesi, vergi levhas1 ve kimlik fotokopisi
karsiliginda fatura basimini gercgeklestirmektedir. Bu evraklar tiglincii bir bagka kisinin eline
gectigi zaman fatura bastirabilecegi anlamina gelmektedir. Bu gayri resmi basilan fatura ihracat
karsiliginda herhangi fiili bir mal olmadan fatura edilirse sonuglar1 ortadadir. Bu islemi
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onleminin tek yolu; firmalarin bagh olduklar1 vergi daireleri sirketlere ilgili mali yil igin,
yapacaklar1 islem ile orantili fatura seri numaralar1 vererek basilan fatura tizerinde bu seri
numaralar1 yer almalidir. Bununla birlikte serinin disina ¢ikilmamalidir. Vergi dairesince
verilen seri numarasi ise firmalarin vergi kimlik numaralar ile aritmetik dizi serisi ile orantili
olmalidur.

* Mubhasebe kayitlar1 yontemi ile kara para aklama

Bu yontem literatiir taramasinda yer almayip, saha arastirmalar1 neticesinde edilen bilgiler ve
veriler gercevesinde ulasilan bilgilerden tiiretilmistir. Bilindigi tizere dis ticarete s6z konusu
olan firma satis faturasini kestigi andan itibaren, ihracat neticesinde elde ettigi dovizi iilkeye
getirip bozdurmak ile miikelleftir. Ancak burada haksiz ve gayri mesru sekilde edinilen
dovizler bu yontem sayesinde ¢ok kolay aklanabilmektedir. Dis ticaret islemine konu olan
faturanin bedeli iilkeye girilmis gibi gosterilip, gayri mesru doviz bozdurulmaktadir. Ayrica
yurt dis1 firmanin vermekle yiikiimli oldugu ihracat bedeli ise hi¢ yurda giris yapmadan off-
shore bankalara transfer edilmektedir. Bu ¢ok komplike gibi goriilse de 3 tane paravan sirket ile
bu islem ¢ok kolay sekilde gerceklesebilmektedir. Ulkemizdeki hayali ihracat Ornekleri,
ihracatin serbestlesmesi ile baslamaktadir. Ik 6rnekler 70li ve 80’li yillarin neredeyse tek ihrag
kalemimiz olan tarimsal {iriinlerle baglamistir. Bununla birlikle 6zellikle dogu blogu {ilkelerine
ihra¢ kalemimiz olan krom da hayali ihracatta yer alan bir bagka iiriin olmustur. Cogu
faturalarda krom ihrag edilmis gibi goziikse de, ekonomik degeri hi¢ olmayan ya da az olan fiili
iirinler ihra¢ sevk edilmistir. Ilk yillarda {iriin az oldugu igin hayali ihracat oranlar1 da iiriinler
ile dogru orantili olmustur. Bu gergeklikle hayali ihracat uygulamas: pek c¢ok iktisatci igin,
ihracat rakamlarim1 yukari ¢ekmek ve ihracati iilkedeki firmalara o6gretmek igin devlet
tarafindan verilen en biiyiik ihracata doniik tesviktir (Akman, 2010)

Tiirkiye’deki hayali ihracat kavramini belki de herkesin duydugu olay ise, 1980’li yillardan
itibaren %75 e kadar vergi iadesi uygulamasi olan mobilya sektdriinde yasanmustir. Ozellikle
bu yillarda belirli firmalarca ceviz mobilya ihrag etmis gibi gosterip, talas ve ekonomik degeri
olmayan agag iirtinleri gonderilmistir. Bu yontem ile 20 milyon Amerikan Dolar iade alinmaistir.
Yine bu islemlerin yurtdisi ayag1 paravan sirketler kurulmak suretiyle gerceklesmistir. 1980’li
yillar ve 6ncesindeki 5 yil tilkemiz tarihinin en zor yillar1 olmustur. Bu yillarda iilkede yasanan
ekonomik sikintilar bir¢ok tedbirin alinmasma yonelik uygulamalar1 olusturmus hatta
yurtdisindaki is¢ilerin dovizleri {ilkemize transfer edilmek istenmistir. Merkez Bankasinda Isci
Dovizleri Servisi kurularak, tilkedeki doviz agig1 bir siire bu paralar vasitasi ile karsilanmaya
calisilmigtir. Boyle bir ortamda dovizin iilkeye girisinde ¢ok fazla soru sorulmadig: ve dolasiyla
ortiilii olarak doviz kazandirici islem olan hayali ihracata g6z yumulmustur. Boylece
hiikiimetler ya yiiksek faiz oranli bor¢lanmaya gidecekti ya da kendi kaynaklarini kendileri
bulacak, kendi yaratiklar1 ihracatgilar eliyle iilkeye d6viz kazandiracakt.

4. Tartisma, Sonug ve Oneriler

Firmalar, iadeye esas islemleri gerceklestirmeleri ve iade hakki kazanmalar1 sonucunda KDV
iadesini almak igin idareye bagsvurmak zorundadirlar. Hukuki ve fiziki sartlar1 yerine getiren
firmalarin iadeyi almalar1 dogaldir. Firmalarin haksiz iade almalari durumunda Vergi Usul
Kanunun 341. maddesine gore vergi ziyai cezasi kesilmektedir. Boyle durumlarin yasanmamasi
adina bu yiiksek lisans tezinde, karsilasilan sorunlara ¢6ziim onerileri asagida siralanmaistir:
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v" Bilindigi tizere firmalar satin aldig1 malzemelere ait KDV’leri 191 indirilecek KDV hesabinda
mubhasebelestirmektedirler. Ancak hem i¢ piyasaya hem de dis piyasaya mal satan
firmalarin alis faturalarmin muhasebelestirilmesi son derece énemlidir. I¢ piyasaya verilen
malin als faturasinin ihracatta iade edilecek KDV’ye dahil edilmesi durumunda ortaya
usulstizliikk durumu ¢ikmaktadir.

v Uretici ihracatc firmalar ise hem i¢ piyasaya hem de dis piyasaya iirettigi iiriinii satmalar1
durumda etkin bir maliyet muhasebesi sistemi kurmalidir. Sadece beyannameler degil tiim
mubhasebe kayitlar1 denetimden ge¢melidir.

v’ Thracat neticesinde KDV iadesi alacak firmalarin yapmis olduklari alis faturalara “ihracat
faturasi1” serhi diistilmelidir.

v Iade hakki almaya hak kazanan firmalar YMM aracilig1 ile ilgili vergi dairesinden iade
hakkini talep etmektedirler. Bu islem neticesinde YMM Odalar1 tarafindan belirlenen
Olctitler neticesinde Yeminli Mali Miisavirler KDV iadesi islem ticreti alirlar. Bu ticret
YMM'ler arasinda bir rekabet yarattig1 igin piyasa kosullarinda goriildiigi iizere fiyat kiran
veya yasanin vermis oldugu boslugu iyi degerlendiren bazi YMM’ler, sektorde tekel
pozisyonuna gelmektedir. Bu durumun yaratmis oldugu eksikleri gidermek i¢in YMM’lerin
islemleri de denetime tabii tutulmalidir.

v Dis ticaret islemleri kapsaminda yasanan iade stireleri ve karsit incelemede yasanan
sorunlar, dis ticarette KDV iadesinde yasanan sorunlarin basinda gelmektedir. Bu soruna
gelistirilecek ¢6ztim ise, faturalarin elektronik ortam {izerinden beyan edilmesidir.
Gelistirilen BA-BS formlari neticesinde cezai yaptirimlarin kapsami genisletilmelidir.

v' Katma Deger Vergisi iadesi onaylama asamasi vergi dairesindeki memurun inisiyatifine
birakilmaksizin, iade siirecinde yasanan tiim vesaikler internet vergi dairesi sistemine
yliklenmeli, sistem otomasyonundan; faturalarin kontorlii, BA-BS mutabakatlari, gtimriik
¢ikis beyannamesi ile faturalarin uyumu sistem tizerinden yapilmalidir. Boyle bir otomasyon
gelistirildigi zaman devlet dairelerinden KDV iade siirecinde bir hizlanma kaydedilecektir.
Ayrica otomasyon iizerinden entegrasyonun saglanmasi durumunda ihracat birimlerinin
oto kontorliide saglanmis olacaktir. Yine bu entegrasyona Bankalar Birliginin sistemi de
dahil edilmesi durumunda ihracata s6z konusu olan 6demenin yurticine geldigini ya da
nasil degerlendirildiginin tespiti de saglanmis olacaktir. Bu sistem ivedilikle ¢oziilmesi
gereken en oOncelikli konusudur. Ciinkii oncelikle ihracatgiya KDV iadesi hizli sekilde
O0denecek boylece katma deger neticesinde vergi dairesine gelen para ihracatgiya
verilmesiyle tekrar dolasima girecegi icin parasal genisleme daha etkin bir sekilde
yiiriitiilecektir. Ozelikle iiretici ihracatinin KDV iadesini hizli bir sekilde almasi ve bu
parasal mekanizmayi tekrar {iretime gegirmesi durumunda kisa vadede ekonomik etkinlik
uzun vadede kalkinmay1 beraberinde getirecektir. Ayrica boyle bir entegrasyon programi
kurulmas1 durumunda rakami aslan bilinmeyen, GSYH’ a asla oranlanmayacak seviyede
olan kayit disi ekonomisinin de &niine gecilmis olacaktir. Ozellikle yasa dis1 faaliyetler
neticesinde elde edilen yabanci paranin, aklanmasmin en kolay yolu ihracat neticesinde
iilkeye gelen paraymis gibi gosterilmesidir. Bu entegrasyon neticesinde bu sisteminin de 6nii
kesilmis olacaktir.

Kiiresel pazara agildigimiz 1980°li yillardan beri zamanla firmalarimiz ihracati 6grenmistir. Bu
siireg igerisinde sadece ihracat yapan firmalar degil, devlet de ihracati ve ihracat neticesinde
katma deger yaratmayi, ekonomi icerisindeki pay1 giderek artirmayi dgrenmistir. Thracat
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hedefini gerceklestirmenin belli bash sartlar1 vardir. Oncelikli olarak beseri kalkinmanin
tilkemizde hizlica gerceklesmesi lazimdir. Ayrica diinya pazar payinda rekabet edebilecek
tirtinler gelistirilmelidir. Makro ekonomik degiskenleri diizenlemenin yaninda hukuki ve
uluslararasi yarisa uyum saglayan, vergi oran ve tarifeleri birbirine yaklastiran uygulamalar
hayata gegilmelidir. Thracat yapan ya da ihracat yapma potansiyeli olan firmalarimizin 6nii
acilmalidir. Thracat tegvikleri kapsaminda uygulanan KDV iadesi, firmalara aslinda bir sonraki
mal aliglar1 i¢in sermaye olusturmaktadir.

Uygulanan bu dis ticaret tegvik yontemi firmalar1 ihracata tesvik ettigi gézlemlenmistir. Ancak
bazi firmalarin haksiz ve yersiz KDV iadesi almak istemesi hem ekonomide etkinligin
saglanamamasina hem de hukuki agidan devleti zarara ugrattig1 goriilmektedir. Caydiric1 vergi
yasalarin hayata gecilmesi, egitim, firmalarin bilin¢glenmesi, vergi ahlakinin piyasaya hakim
kilinmas: ve ihracat tesvik politikalar1 kapsaminda uygulanan KDV iadesinde; vergi dairesi,
ilgili glimriikler, bankalar arasinda entegrasyon kurulmalidir. Boylece alig faturasimnin
alinmasindan, giimriik ¢ikis beyannamesinin hazirlanmasina kadar ve ihracat neticesinde elde
edilen dovizin {iilkeye girmesine kadar her siire¢ kayit altinda izlenmelidir. 2011 yilinda
yayimlanan 610 sayili Bagimsiz Denetim kanunu kapsaminda firmalarin kayitlar: ve islemleri
denetim altina alinmalidir. Bilindigi iizere firmalarin bagimsiz denetime tabii olmasi igin baz1
esaslar vardir. Hentiz her firma bagimsiz denetime tabii degildir. Bu kapsam yillar itibariyle
genisletilmelidir. Sadece muhasebe kayitlar1 degil, firmalarin ihracat siirecleri de bagimsiz
denetime tabii tutulmalidir.
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